Weaver’s in the driver’s seat!

KCBS' Bill Weaver not only delivers more potential
customers than any of his early morning
competitors in San Francisco (source: Pulse)...he

drives home more sales as well (source: his sponsors).

Witness this letter from an agency which places
several automotive accounts on KCBS:

“Weaver has produced such excellent results that this
agency's faith in radio has reached a new high. With only
6 announcements, for example, Weaver sold $800 worth

of auto seat covers. Similar results were reported on items
ranging from $| polish kits to $49.50 radios.

“Another account has used Weaver for over 2 years

with gratifying results. Daily checks made at all locations
show that Weaver is one of our top buys. He has an

audience that's almost fanatical in its loyalty to him!**

No matter what you sell (other long-time Weaver
sponsors : Hostess Cup Cakes, 3 vears: Bayer Aspirin,

3 yvears; Durham-Enders Razors, 2 vears), Bill Weaver

can speed up your sales in Northern California.

For a winner every time, just contact KCBS or your

nearest CBS Radio Spot Sales office.

San Francisco - CBS Owned - 50,000 watts KCBS




BROW" & WII.I-IAMSOH TOBACCO co. DOES A COMPLETE JOB.

SO DO HAVENS AND

FIRST STATIONS OF VIRGINIA

MARTIN, Inc. STATIONS ...

Talkin‘est penguin in captivity is one Willie
the Kool cigarette penguin. His two favorite
words—""Smoke Kools!"" Willie symbolizes the
excellent product that Brown and Williamson
Tobacco Corporation manufactures for smokers
who like a cool, clean tasting cigarette

In Virginia WMBG, WTVR and WCOD are symbols
for the best in broadcast entertainment and public
service. These Havens & Martin, Inc. Stations
were pioneers in serving the rich Virginia market
around Richmond. They have built a loyal,
responsive audience that comes only with long
years of service. Try them and see just how
responsive this audience can be for you!

WMBG ~» WCOD ~ WTVR

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

WMBG
wWcob
WTVR




Cigarette
film clips
undergoing
surgery

Soapers rush

to change
rinse claims
in TV films

Sports eds
back up
DuMont’s
charges

DCSS critical
of preemption
clause

Kroger chain’s
point-of-sale
study report

in works

N. Y. baseball
magnates
hopeful about
TV policies

Producers of filmed commercials are enjoving special windfall from
latest ruling by FTC against cigarette advertising involving claims
one brand is less irritating than another. Rush is on among agencies
involved to make copy conform with ruling by 1 January. Necessitates
revising films in production and already on air. Some agencies are
also removing "doctors" from film clips.

=~8RL

source of income for filmed commercial producers
clips used by FAB (Colgate), Tide (P&G), and

of order from FTC to abandon claim these deter-
clear without rinsing as with rinsing. Revi-
into hundreds of thousands of dollars.

SR

Additional unexpected
comes from changes in
Surf (Lever). Result
gents wash clothes as
sion costs will run

Dr. Allen DuMont's attack on NCAA's policy toward televising football
games has drawn strong support from sports editors all over country.
Dominant sentiment in that gquarter: Dr. DuMont has valid point when
he charges NCAA's restrictions to "game of the week" add up to monop-
oly. NCAA denies it is on defensive, but opinion in advertising
circles is that attacks will now snowball to point where NCAA will be
compelled to revise policy for 1953 season radically.

=SR-

Media department of Doherty, Clifford, Steers & Shenfield has raised
objection to one provision in 4 A's standard contract form for spot
TV. This is clause dealing with station substitution of public-ser-
vice event for scheduled program. Upsetting to DCSS is this: Under
provisions of 4 A spot radio form, station is required to compensate
sponsor of cancelled show for talent regardless of whether substituted
program is sponsored or sustaining; but in spot TV contract liability
only applies in case substitute show is Sponsored.

SR

What could be most provocative study to date of media effectiveness

at point-of-sale will likely become available around end of December.
It's joint undertaking of BAB and Kroger grocery chain. Draft of
findings has been in Kroger's possession for several weeks. Kroger

is expected to take until mid-month before issuing approval. Kroger
study used ARBI technique wherein newspaper and radio ad effectiveness
are compared on dollar-for-dollar basis.

Sha

New York major league teams anticipate no startling policy changes on
baseball televising to come from meetings of American and National
League moguls in Phoenix next week. Yankees, Dodgers, and Giants feel
sure St. Louis teams' plea that they participate in Eastern teams' TV
revenues will be turned down. Another issue on agenda: request by

New York teams to televise some of games on road.
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Cigarette
leader did
$814 million
in 1951

Farm paper
may resumsc
net radio
in 1952

Formalizing
UPT-ABC
merger faces
new hurdle

Agencies
think nets

will settle
with AFTRA

Campbell
testing
radio spot

P&GC’s second
effort with
dentifrice

DuPont frowns
on Navy show
in alternate-
week slot

Net sales for R. J. Reynolds Tobacco Co., one of radio-TV's top ac-
counts, jumped from £613,104,304 to $814,216,968 in period 1946
through 1951. Source: Dun & Bradstreet study for Time, Ine. SPONSOR
did case history on company in 21 Arril 1952 issue.

wShRi=

o~

Though it terminated its Louis Bronfield Saturday morning show on MBS
29 November "Successful Farming" (Meredith Publishing Co.) expects to
affiliate itself with another farm program sometime in 1953. Brom-
field show, for which Meredith paid only production costs, was bud-
geted for just 13 weeks. It was first time farm paper used network
radio. Meredith's comment: "Response was gratifying and well served
our purpose—help establish leadership in farm publication field."

~OR

UFT-ABC merger still faces big hurdle. CBS, Ine. is insisting %6
million it has contracted to pay the merged company for WBKB, Chicago,
be put in escrow pending settlement of Zenith's bid for WBKB's Channel
2. UPT won't accept anything but cash payment. Question facing FCC:
whether to approve merger right away and permit UPT-ABC to operate 2
Chicago stations (other is WENR-TV) for interim or defer approval of
merger until it has disposed of Zenith's petition. In event it acts
on first alternative CBS is expected to make legal hay over fact FCC
rules bar ownership by anyone of 2 stations in any one market.

SR

Agency conferees who have been negotiating with AFTRA on new TV terms

see little possibility of talent union going through with threatened

strike. They expect one of major networks at 1lth hour to sit down

with AFTRA and work out settlement which will give union more or less

the 20% increase it is demanding. Another concession would be agree-

ment on dues check-off system. !
+-SR— \

Campbell Soup will probably convert goodly portion of billings saved [
from cancellation of CBS Radio "Club 15" to spot radio campaigns.
Compton has already under way spot_test on pork and beans and tomato
juice brands. Campbell has been censistent network customer but

rarely in spot during past years.

B8R

Procter & Gamble making second stab at toothpaste field with product
called Gleem; account is going to Compton. Test on new product was
recently completed in Indianapolis. P&G last entered dentifrice field
with liquid product, Teel, which was abandoned after costly try.

SR~

Reason why NBC's "Victory of Sea" series is not spotted at 8:00-8:30
p.m. Thursday where network had plans for it: DuPont as occupant of

same period with "Cavalcade of America" on alternate weeks objected

strenuously. DuPont said it had been for years seeking to dissociate
itself from munitions business in public's mind and presence of war
film in same spot on alternate weeks would serve to undue its Ssuccess.

(Please turn to page 66)
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Mumbo-Jumbo
or Merchandising’

You pays your money and takes your choice

W MIL has never believed in—and never practiced—the kind of mumbo-jumbo that
went by the name of "merchandising” but wasn’t. We never believed that keeping
an account executive happy by going through the motions, was a good substitute

for building audiences. We still hold to that idea.

But, beginning January Ist, food advertisers on WMIL will receive, without extra
charge, the active cooperation of the Krambo Stores—a chain of giant super-markets,
whose annual volume exceeds $3,000,000 per store.

They will share in over 400 announcemen:s per week, will each receive stack displays
in every store, will obtain space in the store’s newspaper advertising, shelf displays

window streamers.

In short, good food advertising on a good radio station will, as always, create de-
mand. But the WMIL food merchandising plan will turn that active demand into

positive active sales through the most aggressive chain of food markets in Milwaukee.

That's what we call merchandising. That’s why we’re doing it. Ask any Forjoe office
for the details.

| WwMmiIL......

means

MILWAUKEE

REPRESENTED BY FORJOE

1 DECEMBER 1952
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Have TV sponsors stopped taking program risks?
"Play-it-safe” philosophy pervades many agencies today. Rather than launch
new shows in costly TV sweepstakes, many clients would like to buy into alternate
week of existing top-rated programs and insure big audience

Wrigley's 25 years in radio: Part 11
For perspective on qum aqiant’s sales position, article this istue rounds up
advertising strategy of chief Wrigley competitors. Among them: American
Chicle which is s“ooting up fast with heavy air expenditures; Beech-Nut, only
major gum adveriiser not on air, and now losing ground

CBS Radio Spot Sales celebrates 20 years of sell

Two-decade anniversary of CBS radio rep organization falls on & December,
Here's story of notab'e milestones in development of research-based selling
of spot radie out of which came benefits 1o clients, industry

Huinal of Omaha spends 6359, of budget on air

Bob Conridine show on radio and TV costs accident-and-health insurance firm
some $750,000, One proof of its success is fact that agents themselves respond
enthusiastically to it, really use firm's program promotion material

The mervcehandising problem: a SPONSOR section

I. Orver-all ook 2t merchandising by radio stations
Strong trend to increased merchandising is giving many admen, station execu-
tives strong feeling that steps must be taken to evaluate where merchandising
by radio stations is headed

I, Opinions on merchandising today  Reactions to merchan-
dising—pro, con, and in-between—vary widely, as these quotes from advertis-
ing, industry people show

HI.  Examples of radio station merchandising  |n pictures
and description, here's a run-down of the varied services stations now perform

1V, Recommendations for the future  Suggested improvements
in merchandising procedure run all the way from "“More cooperation from
agencies with stations is needed"” to "Why aren't station efforts more creative?”
Many stations recommend merchandising shouldn't be done unless it's paid for.
All shades of opinion are reflected in this round-up

COMING

What timebuyers should know about TV film

Tips on the complex questions of rights and contracts which arise when a client
decides te buy a film package

15 December

So you want (o buy a “tandem™

A -'fmdo'-v" on what the various network radio "tandem' plans entail: costs:
who's used them: whal agencies, clients think of them

15 December
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34
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you can do better
with SPO'I'—=
much better

When you place your TV show on a Spot basis, you're on the right track

for national coverage. You go into markets of your own choice . . .

find stations clear time more readily. You get uniform and pleasing picture
quality through film. And you effect savings in time charges —

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

Get the full details from your Katz representative.

T “ E K ATz A G E “ c Y’ INc o National Advertising Representatives

488 MADISON AYEMUE, NEW YORK 22, NEW YORK » CHICAGO » LOS ANGELES » SAN FRANCISCO = ATLANTA » DALLAS » KANSAS CITY » DETROIT
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MELODY
BALLROOM

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

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

ABC BASIC NETWORK

WFB

5000 WATTS IN BALTIMORE MD

Wlem, I
il Moty

“And having writ. moves on . . ."

by

Robert J. Landry

Comes now another year-end. Time for toting up the score. a
briel glance backward hefore plunging ahead. 1952 changed nothing
in international politics, everything in domestic politics. The busi-
ness community now looks forward to a more “sympathetic™ Admin-
istration. Big agencies, those who were “up 1o their clavicles in
polities.” look forward to all sorts of goodies that may just drop
through the transom into their laps.

L 4

Chlorophyll was the great new product-dream-come-true. There
were hints al year's-end of counter-blows but this threat apart hoom,
hoom. and more hoom was the story throughour 1952, Once the
color of spring. green was now the color ol tongues. Baby pants
were advertised as waterproofl and impregnated in chlorophyll!

* *

The American economy was neat but nervous throughout 1952,
nervous because of the election. nervous hecause of the many shilting
values everywhere seen or sensed. America had 501000 food stores.
7000 eating and drinking places. 188,000 sas <tations. 115.000
ii|l|lit]'|'| .-»hil|l.~. (lll(l 2,‘]“” I;UnL slures, t‘\'i'r”mn!'.' |'(‘|m|‘|m] 3“,“(]“
pro-perous farmers in lowa had no wives and Farmer's Almanac
reported 50.000 American towns had no railroads.

&® * *®

Duane Jones, the agency owner. made hig news in 1952 by suing
nine former employvees for “conspiracy”™ 1o scuttle his business,
alienate his clients. When he won. Advertising Age dug up a prece-
dent case in the Philadelphia couris. cirea 1011, when one Howard
Ireland upon returning from a round-the-world trip for his health
found his wife had frozen him out of his own agency. He. too.
had sued. and he. too. had won the case.

it * #*

Red Channels was a controversy and an embarrassment.  Merle
Miller wrote a book attacking Channels. then found himsell roasted
worst of all Iy his fellow-liberals who said his documentation was
sloppy and his prejudice <howed almost as bad as Red Channels
prejudice. The one-time No. 2-in-command of CBS programs, Rob-
erl Heller. took up permanent abode in Mexico,

6 & o

1052 was educational television’s big opportunity. The Ford
Foundation monitored all the commercial programs in Manhattan.
Sevmonr Siegel of WNYC travelled 30,000 miles steaming up col-
leges to get in on TV chamels. while the getting was good. Broad-
casting called Frieda Hennock “the Joan of Are of educational TV™
while the same lady was referved 1o by the newsletter. Space & Time.
as “the sweetheart of Sigma Delta Chil”

[ Please turn to page 63)
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Your Message On America’s =
Highest TV Transmitier s
Now Reaches 87 Of .

HIGH!

Put your product on America’s highest TV transmitter,
and you're on your way to top sales in Intermountain
America. 9,425 feet high — almost two miles up — it’s
so high an overhead tramway will be used to reach it!

WIDE!

You'll get coverage over a wider area than TV ever
offered you before . . . an area which includes 87% of
Utah’s population (not to mention thousands of Idahoans
and Nevadans), 89.7% of the state’s effective buying
income or $854,491,000!

HANDSOME'

That's the word for the profits you will make if you get
on KSL-TV early . . . if you beat the rush . . . if you ask
us or your CBS Television Spot Sales representative for
details today.

the new KSL-TV =5

Represented by CBS Television Spot Sales

| DECEMBER 1952
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PULSE
\K::vi Shows

KMTV Captures 9 of the TOP
10 Television Shows in Omaha

All the precncts have reported, and
it 15 another sensational landslide for
KMTV. According to the most recent
Pulse survey (October 8.14), KMTV
carries mine of Omaha’s ten television
favorites. Only the program in the =8
positton among the top ten was lost to
Omaha's second TV station. Such an
overwhelming endorsement of popularity
and programming superiority is seldom
received by any one TV station,

KMTY ulso landed the first three out
of the wp fve favorite multi-weekly
television programs, The average Men-
day-thru-Friday ratings for the 10:00-
10:30  weather - news-sports  summaries
also revealed KMTV's domimance.

KMTV #2 Station
10:00 24.3 16.0
10:15 19.6 152

And for sull further proof, KMTV's
average weekmight (6:00 p.m. to mid
night) share of audience was a big 617
as compared to 390 for the second sta-
ton.

It ox an wmsurpassed vete of popularity
for KMTIV. When vou place vyour adver-
hising campaign, be s yous arder the TV
with the big awdience, Order KMTV,
todey with KMTV or your Kar:

representative for availabilitivs and  further
particulars.

CBS
DUMONT
114

OMAHA 2, NEBRASKA

CHANNEL 3
Represented by KATZ AGENCY

) |raai
Madison
U}

AGENCY-PRODUCER TEAM

Since spoxsor scooped the original
story on the American Television So-
ciety Report, =TV Film Commercials—
\geney - 'roducer  Relationships,” |
thought vou would like the following
progress reporl:

The American Association of Adver-
tising Agencies bought 1,200 copies of
the Awmerican Society’s report, TV
Film Commercials — Ageney-Producer
Relations.” for distribution to its mem-
bership. The Association of National
Advertisers also sent out a bulletin
offering copies Lo its members, Our
committee isell, of course, lived up to
its original promise to send a copy
of the report to every advertising agen-
ey or film producer that cooperated in
the survey on which the report was
hased. The American Television So-
ciety distributed copies to all its mem-
bers. and so did the Radio Executives
Club in New York., (As von know,
these latter two oreanizations have
since combined nto what is now iden-
tified as the Radio and Television Ex-
ecutives Societv. Ine.. 25 Vanderhill
\venue. New York 17, N YL)

Times Square  Productions,  Ine..
publisher of “The Handhook of Mo-
tion Picture Teclnique for DBusiness.
men,” included o write up of the
project and reproduced in toto the
two-page recommended standard filin
production  specifications  form  that
spoxsor carried. and. to my pleasani
surprise. Standard Rate and Data Ser-
vice is including a write-up and re-
production of the entire form in ils
forthcoming volume on television.

In <pite of all the distributors listed
above. the Society and 1 have received
srares (I{ lt'lll‘l‘:- for "tlllil‘* U{ li'l[‘ re-
port.  The letters have come mostly
from film producers and advertising
asencies, but many others have come
from stations, networks, advertisers,
associatiens, and libraries. They have
come from organizations ranging from
very small o giants —coast Lo coast,
and ontside the U5, —several. espe-
cially the smaller agencies. expressing
how hielpful the report has been in
organizing departments to handle tele-
VIsion,

One of the biggest kicks 1 have got-

ten is a letter from a film producton
company. Goodwin-International in
Johanneshurg. South Africa.

The Society is glad to supply a copy
free to any inlerested person or organi-
zation. Several liave requested quanti-
ties up to 25. The Sociely provides
these at cost,

Of course. I have no way of knowing
how manv have adopted the recom-
mended standard specifications form,
but more than one producer has al-
ready notified me that he is deing so.
The committee will reconvene next
vear Lo consider any refinements which
may have proved desirable from actual
use of the form. Suggestions from
:m_\‘]md_\ are welcome,

GeNE REICHERT
Radio. TV Director
G. M. Basford Co.

New York

INTERNATIONAL BASICS

First of all let me inform vou thai
I did receive on time your Fall Facts
issue of July 14th in which vou in-
cluded vour most interesting “Interna-
tional Basics.”

I attached so much imporiance to
the information provided in so clear-
Iy a manner that | requested of my
<ales manager. James Clarendon, to
pay vou a call. together with Alberto
Martinez of Melchor Guzman, to pro-
vide you with additional information
and the correction of a few minor er-
rors in the data given for the Republic
of Panama in hoth radio and press.

I definitely believe that your interes
in international markets will, in time,
amply justify the exacting work of
compiling data [rom countries nol par-
ticularly aware of the meaning of sta-
tistics, 1t is only because we realize
the obstacles that vou, no doubt, have
confronted that we are laking the lib-
erty of giving vou up-to-date informa-
tion on the Republic of Panama.

In general and although 1 speak with
little authority on these matters, vour
publication is. in my opinion. by far
the one most helpful and of immedi-
ate henefit to media and agency read-
ers. When 1 first tackled commercial
radio broadeasting, 1. of course. sub-
seribed to every known U. S. publica-
tion on matters related to my business,
However, little by little 1 have been
climinating practically every publica-
tion hut vours. which 1 read with

(Please turn to page 11)
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&
We will continue to present the finest enter-
tainment from all four networks plus outstand-

ing productions by local sponsors.

And for the 200,000-odd defense workers and
others who finish work around midnight we
have the “SWING SHIFT THEATRE” a mid-
night-to-morn show which has evoked wide-

spread approval.

PITTSBURGH'S Firse TELEVISION STATION

DUMONT WD I VCHANNEL 2

Note: As soon as transmitter alterations are completed, early in
1953, WDTV will have six times more power making a Great TV
Station GREATER.

HAROLD C, LUND CHAMBER OF COMMERCE
General Manager BLDG. — PiTTSBURGH
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4 :Merchandi sing

‘At its hest...

FOR FOOD AND HOUSEHOLD PRODUCTS

@ PloNeer OF RADIO MERCHANDISING IN PHILADELPHIA PERFORMS THE MOST
COMPLETE MERCHANDISING J0B IN THIS MARKET—THROUGH THESE TWO

OUTSTANDING PROGRAMS.

Fiiteten Raprs . Mary Biddle

| 9:15-9:45 A.M. 1:15-1:45 P.M.

MONDAY THROUGH FRIDAY * MONDAY THROUGH FRIDAY
Get full details about WIiP

Mecchandising ... Write for — HERE |§ AN INTELLIGENT MERCHANDISING PLAN BACKED BY FOOD MEN

your free copy of this book-

ot horess, M emiisin WITH MORE THAN 20 YEARS OF MERCHANDISING EXPERIENCE

Dept., WIP, 35 South 9th
Street, Philadelphia 7, Peino.

 RETAIL CALLS o SPECIAL SALES

o LETTERS TO CHAIN STORE MGR'S & BUYERS

o LUNCHEON BROADCASTS  « STORE TIE-INS
« PRODUCT DISPLAY AND SAMPLING

« FOOD PAPER ADS

o PERSONAL APPEARANCES

5000

I WATTS
610

on dial

 STORE DISPLAYS

Natisnal Fepresentatives PHILADELERIA'S
EDWARD PETRY & company, . ~ PIONEER VOICE

THE MOST COMPLETE

MERCHANDISING JOB IN  PHILADELPHIA



the sreatest of interest. in the certamity
that 1 shall always find an idea of tan-
gible constructive value.

Fernaano Ereta A,

Pres. & Gen, Mgr.

Radio Programas Continental

Pavnama. R. de P.

10 TV SECONDS

| found the article. “How to =ell in
10 TV seconds.” extremely interesting.

However. there is one point in the
article that is misleading. On the ques-
tion of compliance with FCC  rules
vou quote the fll"u\\ill;_':

“A licensee of a television hroadeast
station shall make station identifica-
tion announcement (call letters and lo-
cation) at the beginning and ending
of each time of operation and during
. II'\ hoth
aural and visual means. Other an-

the operation on the hour . .

nouncements may he by either aural
or visual means.”

Following is the complete phraseol-
ogy of Section 3.007:

*“A licensee of a television hroadeast
station shall make identification an-
nouncement (eall letiers and location ).
at the beginning and ending of each
time of operation and during the oper-
ation on the hour. The announcemeni
at the beginning and ending of each
time operation shall be by both aural
and visual means. Other announce-
ments may be by either aural or vis
ual means.”

Rosert G. PaTr

Adv. & Sls. Promotion Mgr.
WCBS- TV

New Yorl

HAWAIIAN RADIO

I am intercsted in finding out the
number of radio and television hroad-
casting stations and the number of ve-
ceiving =ets in Hawaii. or more partic-
ularly in Honolulu. What is the out-
look for television in Hawaii? Also.
do you happen 1o know the number of
newspapers and their circulation?

I would ('t'l'l.‘lin'_\ | pr;lh-flﬂ for this
or any other information you can sup-
ply me about Hawaii,

Devaxe CLARK

Planning and Coordinating Conmitiee
Dr, Pepper Co.

Dallas

&  For wdditivnul vadio dota, check any of the
Wawaiian station reps listed in International Ba.
sics, SPONSOR, 10 July 19532, (Also. see Intees
nutional Report, page 103 In this bssue )
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Perfect
Precision
Prints

MECHANICAL MEMORY ...
AUTOMATIC CONTROL
... NO NOTCHING

Each individual film has its own
Printing Control Strip, which de-
termines printing exposures, filter
changes (for color) and effects,and
stores up this knowledge for trans
fer to the printing machine itself.
This Control Strip permits exact
duplication at any lime.

YOUR ASSURANCE OF
BETTER 16~~~ PRINTS

15 Years Research and Spe-
cialization in every phase of
16mm processing, visual and
aural. So organized and equip-
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
each film, each reel. each scene.
each frame — through every
phase of the complex business of
processing — assuring vou of the
very best results.

Our Advanced Methods and
our constant checking and adop-
tion of up-to-the-minute tech-
niques, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc., has 14
years of specialization in the 16mm
Jfreld, consistently meets the latest de-
mands for higher quality and speed.

enable us to offer service un-

equalled anywhere!

Newest Facilities in the 16mm
ficld are available to customers
of Precision, ineluding the most
modern applications of elee-
tronics, chemistry, physics, optics,
sensitometry and densitometry—
including exclusive Maurer-
designed equipment—your guar-
antee that only the best is yours
at Precision!

PREGISION

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

11
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Engineering Perfection, Ade-
quate Power and Quality Pro-
gramming make the right com-
bination that continues to build
prestige for WREC — Memphis
No. | Station. It means listener-
confidence that clicks for adver-
tisers, year after year. Today,
the audience is greater than ever
before and the cost is 10.19,
LESS per thousand listeners than
in 1946.

MEMPHIS NO. 1 STATION

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

12 SPONSOR




New on Telerv

ien Vetnworks

SPONSOR

DECEMBER

1952

SPONSOR AGENCY STATIONS PROGRAM, tima, start, duration
;QdM|rai_C;rn Em-m Wasey k r Duﬁn il_ | LI“LI‘ Worth Living: T 8-8:30 pm, 18 Nov, 52
| wks
American Chicle Co Dancer-Fitzgerald- ABC TV 60 Date With Judy; W 7:30-8 pm; 7 Jan; 52 wks
Sample
American Oil Co Joseph Katz Co CBS TV 24 | Years of Crisis; Th 4:30-5:30 pm; 1 Jan only
American Tobacce Co BBDO CBS TV 61 Biff Baker USA; Th 9-9:30 pm; 6 Nov: 52 wks
Block Drug Co Cecil & Presbrey NBC TV &0 Kate Smith Hour; T 4:30-45 pm seg; 25 Nov; 39
whs
Burton Dixie Corp Turner Adv ABC Tv 12 Paul Harvey News; Sun 10-10:15 pm: 16 Nov; 52
whs
Carter Products, Inc Ted Bates DuMont 12 Drew Pearson: W 7:30-45 pm; 24 Dec: 13 wks
Derby Foods, Inc Needham, Louis & ABC TV 62 Sky King: alt Sat 11:30-1Z noon; 8 Nov; 52 wks
Brorby
Ekco Products Co Dancer-Fitzgerald - NBC TV 56 Welcome Travelers; M 3:30-45 pm seg; 3 Nov; 9
Sample whs
Gemex Co BEDO CBS TV 30 Stork Club: Sat 7:-7:30 pm: 3 Jan: 26 alt wks
S. C. Johnson & Sons Needham, Louis & ABC TV 52 The Name's the S5ame; alt T 10:30-11 pm; 2 Dec;
Brorby 52 wks
Walter H. Johnson Co Franklin Bruck ABC TV Rootie Kazootie; Sat 10:30-11 am: 3 Jan; 52 wks
James Leecs & Sons D'Arcy NBC TV 17 Kate Smith Hour; M 4:15-30 pm scg; B Dec; 26
whks
Packard Motor Car Co Maxon, Inc CBS TV Presidential Inauguration; T 20 Jan; 11:30 am to
concl
Packard Motor Car Co Maxon, Inc DuMont 24 | Rebound: F 8:30-9 pm: 21 Nov: 13 alt wks
Pillsbury Mills Camobell & Mithun CBS TV 48 Carry Moore: T 1:45-2 pm; 2 Dec: 52 wks
Snow Crop Marketers Maxeon, Inc CBS TV 41 Arthur Codfrey Time alt T, Th one wk, M, W
- the next wki 10-10:15 am: 2 Dec: 52 wks
Swank, Inc Alfred |. Silberstein, DuMont 2 | Steve Randall; F 8-8:30 pm: 28 Nov: indef no. wks
Be:t Coldsmith, Inc
Sweets Co of America Moselle & Eisen ABC TV 62 Whitemsn TV Teen Club; Sat 7-7:30 pm; 22
Nov: 52 wks
Toni Co Weiss & Celler | DuMont 27 | Down You Go: F 10:30-11 pm; 31 Oct; 5 tele-
- . . casts, alt wks
Westinghouse Electric McCann-Erickson CBS TV 29 Betty Furness; F 10:45-11 am; 2 Jan: 52 wks

Renewed on Television Networlks

SPONSOR | AGENCY | STATIONS | PROGRAM, time, start, duration
Aluminum Co of America | Fuller & Smith & Ross | CBS TV 45 |  See It Now: Sun 6:30-7 pm: 30 Nov; 52 wks
Carter Products Sullivan, Stauffer, Colwell CBS TV 48 | I've Cot a Secret; alt Th 10:30-11 pm; 16 Oct;

& Bayles | 13 whs

Hall Brothers Foote, Cone & Belding NBC TV 37 |  Hallmark Theatre; Sun 5-5:30 pm; 4 Jan; 52 wks

Kraft Foods Co ]. Walter Thompson NBC TV 45 Kraft TV Theatre; W 9-10 pm; 7 lan; 52 wks

P. Lorillard Co Lennen & Newell NMBC TV 39 Club Embassy; T 10:30-45 pm; 30 Dec; 13 wks

Jules Montenier Earle Ludgin CBS TV 49 What's My Line: Sun 10:30-11 pm: § Oct; 52 wks

Procter & Camble Compton NBC TV 47 Fireside Theatre: T 9-9:30 pm; 6 Jan: 52 wks

Quaker Oats Co Sherman & Marquette NBC TV 33 Cabby Hayes; M-F 5:15-30 pm; 2 Jan: 26 wks

Revere Copper & Brass 5t. Geo-res & Keyes NBC TV 42 Meet the Press; Sun 6-6:30 pm: 4 Jan: 13 wks

Skipoy Peanut Butter Cuild, Bas-om & Bonfigli ARC TV 33 You Asked for It: Sun 7-7:30 pm; 7 Dec; 52 wks

C. A. Swanson & Sons Tatham Laird ABC TV 52 ‘I‘hckNamc‘s the Same; T 9:30-10 pm: 9 Dec: 51
whs

Sweets Co of America Moselle & Eisen ABC TV 29 Tootsie Hippodrome; Sun 12:15-30 pm; 2 Nov; 52
wks

Welch Crape Juice Co Doherty, Clifford, Steers & NBC TV 45 Howdy Doody; alt F 5:45-6 pm: 5 Dec: 52 wks

Shentield

New National Spot Television Business

SPONSOR | PRODUCT | AGENCY | STATIONS-MARKET | CAMPAIGN, start, duration
i et o s e (] b W = e R b e T e Lot e A ] e ol e ek Ve g SO
Certina Watch Div, | Watches | Frank R. Brodsky, Chi| 20 mkis 15 min of half-hour film series

Ilinois Watch Case | | Mike Stokey's Hywd Guest
0 ] Stars; start 18 Nov
Elgin-American Div, Compacts, cigarette Russel M. Seeds, Chi 20 mkts I5 min of half-hour film se-
INlinois Watch Casc | cases, lighters, ries, Mike Stokey's Hywd
° pearls Guest Stars: start 18 Nov
Flako Products Corp Flako pie crust H. B- Lequatte, NY 13 stns, N.Y., Boston,| 10-sec s*n breaks: to run thru
mix Phila, Wash, D.C., Jan *
| Baltimore, Pittsh,
Cleve, Chi, Detr,
Johnstown
Cemex Co Cemex watch BBDO. NY 6 stns: WCBS-TV, l-min & 20-sec anncts; 8 wks
bands WABD, N.Y.: to mid-Dec

WCAU-TV, Phila:
WENR-TV, WCN
TV. Chi; KNXT, L.A.

Numbers after names
refer to New and Re-
new calegory
Paul Gerhold
Donal . (FBrien
A. L. Hollender
I. K, Martindale
T " Wark I, Wolters

In next issue: New and Renewed on Radio Networks, New National Spot Radio Business. (4)

(4)
4
L4
(4)

4

National Broadeast Sales Executives, Sponsor Personnel, New Agency Appointments
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3 Vew Vational Sgot Television Business {(continued )
L]

SPOMNSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
A, C. Gilbert Ca Emertzan  Flyer Charles W. Hoyt NY &4 sins coasl to coast 15-min him progs. once a wk
"--f:‘“‘ Erce.or cach ss?n. pre-Xmas  cam-
5o ign; 6- A
Lender, Frary & Clark let 29 Univesal Crey Adv, NY About 12 stns itor I-mr:"ﬁnrhsc w\-:;mt'n's shows; |
vacuum cleaner test) start  Jan '53; about 15
Lesolor-Lotentzen Venetian  blind Fricnd-Reiss-McGlone, 4 stns: WBKB, Chi; ‘|Sfr|"|?n ‘fflf; (si‘lj:g:.'gghO(l Sto-
hardware NY WIZ-TV, N.Y.; ry  Theatee, 13 wks cach
WGAL-TV, Lancas- mkt, thru Jan ‘53
ter; WSM-TV
R Nashville
Menes=n Ca Mennen baby Crey Ady, NY 7 stns: WLW-D, S5-min tilm show; start 13 &
products WHIO-TV, Dayten, 17 Nov; 13 wks
KMTV, WOW-TV,
Omaha;: W)Z-TvV,
WOR-TV, WNBT,
WABD, N.Y.
National Biscuit Co Nabisce products McCann-Erickson, NY  About 65 mkis 20-sce anncts O stn breaks
ta raa 1 yr thru Sep 'S3
15 .
Plymouth Moter Corp Autemobiles N W. Ayer & Sen, All TV cities 20-3:: SHOUEMI;::I;:E;}; ta 17
Phila on cach stn; wk of 20 Nov
{part of liig saturation cam-
n
Bernard Uliman Co Princess Plastic Crey Adv, NY 47 stns coast to coast I-ﬁ::‘ng u;;:lclc r\?v‘::-n::n's shows;
f:‘"“ Mats; 15 wks thru 20 Dec
Shelf-"N-Edge
4 Advertising Agency Personnel Changes
-]
NAME FORMER AFFILIATION NEW AFFILIATION
john Bainoiidge Walter M.C.cory, Beueoy Hiis, Cal, radio-TV dir,  Holzer Co, LA, acct exec '
raul Benson Benton [ Bowics, NY, hd media res dept Same, timebuyer PGG accts
Henry B.enner CBS, NY, mdsg mar Friend-Reiss-McGlone, NY, acct exec
Watson +. buhler Block Drug Co, NJ, sls & adv mgr Walter McCreery, Beverly Hills, Cal, acet exec
Ruth Eleise Comer Russell €. Comer, Kansas City, Mo, partner Sam, hd of firm lon death of R, C. Comer)
james L Comines Needham, Louis G Brorby, Chi, vp Same, dir radio-TV dept
Jim Coyle KOWL, Santa Monica, Cal, asst mgr ). €. Coyle Adv, LA, owner Inew agency)
Joseph Creamer WOR, WOR-TV, NY, prom, adv mgr BBDO, NY, cteative & planming statf
bred Emgers Hixson & Jorgensen, LA, copywriter Holzer Co, LA, acct execc
Peter hinncy Harry B. Cohen Adv, NY, vp Same, chg radio-TV, memb plans bd
Edward Firestone Radio, TV, movie actor Lott Adv, Santa Monica, hd radie-TV dept
William A. Foxen Benton & Bowles, NY, assoc acct exec Same, acct cxec Assn of Amer Railroads
Paul Gerhold Foote, Cone O Belding, NY, dir of res Same, vp chg ros
Deonald G. Gill W. Earl Bothwell, NY, vp & acect supery Geyer Adv, NY, vp
Edward D. Gottlich Foote, Cone & Belding, NY, acct exec Crey Adv, NY, acct exec
W. Richard Cucrscy MacManus, John & Adams, mgr castern div Philippine Adv Cslrs, NY, cxec vo, gen mer
Evan W. Hayter Ccu:livc-ar Tire & Rubber Co of Canada, mktg & McCann-Erickson, mng dir new Canadian offices
adv mgr
Alfred L. Hellender Louis G. Cowan, NY, partner Grey Adv. NY, vp & dir radio-TV
Richard W. Holloway WTRC, Elkhart, Ind, gen mgr Juhl Adv, Elkhart, Ind, hd radio & TV depts
Ruth Jones Benton & Bowles, NY, timebuyer Compton, NY, timebuyer
Frank A. Kearney W. Earl Bothwell, NY, cxcc vp Geyer Adv, NY, vp
Arlene Koch Bentan O Bowles, NY, asst timebuyer Same, timcbuyer
T. W. Koopman, |r W. H. Brady Co, Milwaukee, sls statt C. M. Basford, NY, acct cxec
John F. MacKay Pedlar & Ryan, NY, vp Andersen & Cairns, NY, copy chicf
Anson A. Maclaren McGraw-Hill Pub Co, NY, adv. sls prom magr, G M. Basford, NY, acct exec
Catalog Div
James K. Martindale Dancer-Fitzgerald-Sample, NY, copy vp Hutchins Adv, NY, vp chg Philce adv
Frank McCord Cecil & Presbrey, NY, dir res & mdsg Same, vp chg res & mdsg
Betty McCowan Henderson Adv, Greenville, SC, asst timebuyer Same, timcbuyer
Steve Mudse Ewell & Thurber Assoc, Toledo, mgr NY office Same, vo tha stll NY)
Donal |. O'Brien Biow, NY, acct superv PGC Same, vp
MNotman Peterzell Crey Adv, NY, acct exec Biow Co, NY, acct c¢xeec PGC
Edward Ratner Product Services Inc, NY, iadio-TV coay chict Friend-Reiss-McGlone, NY, radio-TV dir
Irv R. Rill Duane Jones, NY, vp Kastor, Farrcll, Chesley & Clifford, NY, acct supery
Fred L. Rvner Dancer-Fitzrerald-Sample, NY, mgr res dept Sherman & Marquette, NY, dir res
Peter M. Scutter I. Walter Thompson, NY, acct exec Foote, Cone & Belding, NY, acct exec
layne Smathers I. Walter Thomoson, NY, timebuyer Cecil & Presbrey, NY, radio & TV timebuyer
H. Sumner Sternberg W. Earl Bothwell, NY, mdsg consultant Erwin, Wasey & Co. NY, acct cxec
F. Winslow Stetson Foote, Cone & Beldin®, NY, vp, acct suoery Sherman & Marquette, NY, vp
lames | Tennyson W. Earl Bothwell, NY, vp & copy chict Geyer Adv, NY, vp
Winsor H. Watson, |- Cecil & Presbrey, NY, acct exec Same, vo L acct supery
Arthur W. Weil Hirshon-Garficld, NY, vp & acet suoerv Foote, Cone O Belding, NY, acct exec
Robert Welharn U. S. Rubber Ca. asst to Mcw Enel distr sls mgr G. M. Basford, NY, acct exec
Mark | Wolters McMahon-Horwitz Adv. 5t Louis, exec Warner, Schulenburg, Todd & Assec., %t Louis,
prod mer
5 Station Changes (other than personnel)
| ]
KAB!, Ketchikan, Alaska, new stn, ABC Radio affil WIRD, Tuscaloosa, Ala, ncw 5,000-watt NBEC athil, natl rep
KINO, |uncau, Alaska, new stn, ABC Radio affil Wm. G. Rambecau Co
KNOG, Nogales, Ariz, formerly indep, now CBS Radio atfil WMAW, Mcnomince, Mich, new stn, ABC Radio athil
WAVE-TV, Louisville, from Channcl 5 to Channel 3, power WOW-TV, Omaha, power increase, 17.2 1o 28 kw
increase to 100,000 watts (cff Feb 'S3) WRNO, Orangcburg, 5. C., from Mutual to ABC Radio affil
WDTV, Pittsburgh, from Channcl 3 to Channel 2 (eft 14 Dec)
WSKEB, McComb, Miss, ncw natl rep Wm. G. Rambeau Co
Nunthers wlter names

refer to New and Ke
O e gary

.’rrju," Nl (Y]
roter Finney i
F.o W Nietson (Bh
Franli Vit ard (1)

W insor H, Watson 1)

Franh Keurie i ]
I L. Tennysony 114
Donadd (. Gill th)
Henry Brenner (1)
Edward Katner t1




PERCENTAGE OF '"'AT HOME AND AWAKE"
TIME SPENT USING THE RADIO, WEEKDAYS,
IN THE HOME ONLY

M- 8 10WA
WOMEN

SPEND NEARLY

> ?‘ %
) A
TEEN-AGERS, 12 T0-18 ~ CHILDREN, 4 TO 11 H Al F

18.7% 32.8%
THEIR TIME

The 1952 lowa Radio-Television Audience Survey WITH

offers new proof of radio’s tremendous, penetrating

mmpact on lowa families and Towa living,

In the 1952 Survey, each of 1,164 families kept

an “In-Home Activities Diary”™, quarter-hour by .
quarter-hour, the day following their interview.

The diaries showed, antong many other things, that

Dr. F. L. Whan of Wichita University and his staff +for I°w° plus +

pvrsmmll}' interviewed 9,143 families for the 1952 Des Moines . . . 50,000 Waits
Study. Their respouse has furnished much new Col. B. J. Palmer, President
and authentie data which will be of greatest value

radio-listening is by far the most dominant activity
ill Il'l\"ﬂ l")lll(‘.‘. IO\\'H Il('“[.’ll(' lll'[l(‘]]fl an r:ll]i() nolt
only for recreation and entertainment, but also for
most of their news, their farm and market reports,
their home-making hints, their cooking recipes,
their religious and educational inspiration, ete.
Radio reflects life. in lowa.

to every advertising and marketing man who has
a stake in lowa. Write today for your copy of the
1952 Survey or ask Free & Peters. It will be FREE & PETERS, INC.

sent vou free, of course. National Representalives
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in_ Populah’nn up [1.4%
Retail Sales uP 369%
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In +he U.S., see Weed 3 Co.
in Canada,All-Canada.

Carl V. Schuchard

M. Sponsor

Benson & Hedges

A couple of years ago Fortune described the Benson & Hedges
advertising approach for Parliament cigarettes this way: “It merely
implies that any citizen who knows enough not to eat with a trowel
will naturally elect 1o smoke the gentleman’s cigarette.” And al-
though Parliament advertising «till velies heavily on luxury appeal.
reason-why, hard-sell copy is making deep inroads,

Ad Manager Carl Schuchard puts the changeover very simply:
“1f we sold Parliaments only to thoze prople in the top-income bracket,
we could handle production on just a handful of cigarette machines.
Instead, we've been gradually broadening the base of our market.
The use of spot television announcements ha~ been a tremendous
help in this respect.”

Parliament sales last vear were about 1.3 hillion cigarettes, a mere
bagatelle beside Camel’s =ales of 111.2 hillion units. The important
thing to Benson & Hedges is that this was an increase of abont
1070 over the previous year.

For the dime extra that Parliament smokers pay. they get not
only top-quality tobaceo and deluxe packaging but a unique huilt-in
filter wwouthpiece. In the spot TV campaign. the filter mouthpiece
eels the big play. Siarting on a single TV outlet four vears ago.
Parliament’s 10-sccond. 20-second. and one-minute announcements
are now telecast in a dozen markels.

With just under $500.000 10 spend on TV tabout 1077 of the
total budget). Cail works closely with Benton & Bowles o insure
that maximuimn value is wrung oul of each ad dollar. “We are using
a market-by-market approach.” he says. “developing each market
along the same pattern. Open the market with newspaper ads. then
follow up with TV anuouncements to get that added impact. Indica-
tive of the faith we put in this syvstem is that we have never pulled out
of a markel nor abandoned TV stations with which we start. We
like to use the longer announcements (one-minute) in the beginning
to put the Glter mouthpiece idea across and get in a goud selling
niessage,’

Carl’s tenure at Benson & Hedges started in 1940, the vear in
which the decision was made to =hilt emphasis from Virginia Rounds
lo Parliaments. rior to his present assignment, Carl worked in
advertising and sales promotion at Consolidated  Laundries and
Comex Wine & Spirits Co. * k&
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one of Detroit’s
biggest TV advertisers

buys 2 hours of

radio nig

exclusively on

wWJB

*The Program: "Symphony Hall," presenting symphonies, operas and
shorter classics, with Bob Murphy as M.C,, 11:30 PM to 1:30 AM, Mon.
thru Sat., 11:30 to 12:00 Mid., Sun.

TV Alone

Can’t Do The Job . . .
RADIO IS A MUST

T0 COMPLETE

YOUR SALES PICTURE

When Rose Jewelers—mojor Detroit
TV advertiser—realized this, they
chose the station that produces
RESULTS . . . WIBK. Be wise, too!
Buy WIJBK!

WU B el e

A STORER STATION

TOPS in MUSIC, NEWS and SPORTS
National Sales Mgr.,, TOM HARKER, 488 Madison, New York 22, ELDORADO 5-2455

Represenied Nalionally by THE KATZ AGENCY

| | DECEMBER 1952

e

17



%,
1 , I
\
\ \
\ <
\ 'r»
Here’s h g\)
picture jin_
the prosperous 3
progressive

port of Mobile . ..
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Value Ala
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New dcrclopmenh on SPONSOR stories

NBC Exploitation sent advance notices to TV stations to plug cabbies' arrival

See: “Five wavs 1o promote TV programs™
Issme: 20 October 1952, p. 10
0 0 Sl]])j(‘(’[: Inoculated with a fresh approach.
andience promaotion can assume the
vigor of high-pressure movie ballvhoo

(‘.;111 II.II_:_'II-}}(J\\t']'I'II “u”\ \\'lu-|'| 11;1|]_\I|1m Ic'l‘hrlil|lll'~ fu- u.‘.:’:l o pro-
mote radio and TV programs 1o the public? NBC has been testing
to find out for the past 10 months— with highly eratifying resulis,

Responsible for the exploration is NBC's new explottation staff.
A adjunct of the press department. it is headed v Norm Pader. a

ecruit from the ranks of motion-picture exploiteers,  Pader was
ap ]mqu} by NBC Press V.P. Sid Eiges.

Pader’s basie approach to each show is [rom two angles: (1) Each
=tation carryinge it receives a kit flled with ideas for tie-ups, contests.
stunts, other attention-gelting devices: (21 a member of the ex-
ploitation stall is assigned Tull-time 1o a particular show throughow
its campaign. oversees ballyhoo personally in important markels,

\etaally, the type and tone of cach campaign depend on the nature
al the show. One prozram might require a dignified approach in-
volving cooperation with schools and civie groups: another (like
Roy Rogersi could be publicized by covered-wagon street parades,

Here is a sampling of come of the projeets:

Bob and Ray (Colzate-Palmolive-Ieeti s A ~“Bob and Ray Home-
comiug Dayv™ was staged in Boston, Climax was the appearance of
the zany duo Lefore a crowd of 15.000 in Fenwav Park, WBZ did
intensive on-the-air promotion in honor of the oceasion.

Colgate Comedy Hour: Twa Boston ecah drivers. emulating the
“Maxie the Taxi™ charvacter ereated by Fddie Cantor. did a cross-
country tour ( Boston to Hollywood ) in a taxi decorated with names
of the products. network, and show (see picture above). Taxi cara-
vans met the cab in most of the 24 cities through which it passedl.
and the cabbies were photographed with many of the mayors,

A Citizen 'iews the news (Life magazine! : The stafl arranged a
tie-up with the League of Women Voters. About 400 Jocal League
forums ran a film of the show’s star. Robert Momtgomery, Depart-
ment stores tied in via window displays. Culmination was a link-up
of the program with eleetion excitement at the League’s national eon-
vention (hroadeast hy NBC),

Other shows that received heavy exploitation  treatment  from
Pader’'s stall were Today. Ganglusters, The Ralph Edwards Shouw.
Hollywood Star Playhouse. and Big Story. In each case the spon-
sor or his agency contributed to the cost of the project.

Pader's stall includes Kathleen Whalen.  Jack  Sebastian, and

Shirley Gibbons, Savs Pader: “This publicity operation is not de-
pendent on the hreaks a newspaper chooses 1o give. and is only
limited to the extent of the exploiteer’s imagination, * Kk %

SPONSOR
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All It Took was a Patched Peeper...

To win a naval victory. When Fleet Admiral Hyde Parker's part of a two-pronged @ Largest total audience of any
sea attack became becalmed, he signaled the other prong to retire. One-eyed Lord Omaha station, 8 AM. to
Nelson, reluctant either to disengage or to disobey the order, placed his telescope 6 P.M. Monday through Sat-
to his blind eye and truthfully claimed to be unable to see the signal. He continued urday! (Hooper, Oct, 1951,
his attack and soundly defeated the Danish fleet off Copenhagen. thru Sepc, 1952.)
Even a half a glance will tell you how to out-maneuver the Omaha, Council Bluffs i L:rg'e:é_sf):rcln{ amf:er‘r::{, :;
area, too. Just cock an opportunity-seeking eye at KOWH's position on the below fmy End[f” u:]l‘“mc peis .a.l.l
Hooper chart averaged for the twelve-month period from October, 1951, to Sep- -;:‘ly m tlpmsf'm Stfm;n i
tember, 1952. You'll know who's in the best position to deliver your broadside! merica! (Sept., 1952.)
36,2%

25

: OTHER
200 Sta. "A" ATI

Sta. "B" STATION RATINGS

150

1
|

! - Sta. "E"

| mad

“America’ Mnsf tened-to |
, z MLHILAD 10

: S - LIStenen-
General Manager, Todd Storz;

Represented Nationally By The BOLLING CO.
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Log of the Northwest’s
Election Night over

RADIO wc c o TV

Over 70 of the technical and broadcasting staff of
WCCO-RADIO and TV—combined to make their
OPERATION COMBO an election night scoop in the
Northwest. Headquarters were set up in the ballroom
of Minneapolis Hotel Nicollet. Candidates of both
parties were present. Follows the log which summarizes
election coverage by the station’s TWO staffs:

SEPT. 2 Operation Combo conceived to give Northwest its biggest, best
and fastest election coverage.
SEPT. 15 Preliminary work begun: arrangements initiated for sets, engi-
neering, lighting, teletypes, ete.
NOV. 4 :
5 PM 70 people from the 2 staffs of WCCO stage dry run of proceedings.
6 PM WCCO dinner served for 600 Business and Professional leaders.
First early returns telecast and broadcast.
7:15 PM Election Preview—statements from state chairmen, candidates
of both parties.
9 PM Dinner over. Doors opened to general public.
kS *Every half hour Northwest returns dramatized by team of top
flite newscasters including Adams, McCuen, Johnson, DeHaven,
Ziebarth and McPherson.
10:30 PM Roger Kennedy—Democratic candidate for congress—first to
“concede’" at WCCO microphone.
NOV. 5 List of notables who faced WCCO cameras and mikes to con-
12 AM cede or thank voters:
Senator Hubert Humphrey; Karl Rolvaag— DFL chairman;
Congressman Eugene McCarthy; Governor C. Elmer Anderson;
Senator Edward Thye; Congressman Walter Judd; Licutenant
Governor Ancher Nelson; P. Kenneth Peterson—state Republi-
can chairman, and Bradshaw Mintener, chairman of Minnesotans
for Eisenhower. (Mintener was one of the group who “sold” Ike
the Big Idea in Paris over a year ago.)
NOV. 5 Cedric Adams, dean of WCCO newscasters, climaxed the night
3 AM with his traditional election sign-off.

ccogzy
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what makes w lAC

pcuvuLE TENN

l@‘m

Mr. Joe L. Hooper, Asst. Vice President of Fidelity
Federal Savings & Loan Association. savs, “What makes
WLAC elick is not near so important to me as the way
WLAC makes Fidelity Federal elick. We have heen run-
ning spot announcements on WLAC, and we have elicked
for savings accounts mmounting to over $172.875.00
in deposits as a direet result of this advertising. These
deposits came from 13 states ranging from Illinois to
Florida. There has also been a noticeable inerease in new
savings accounts locally., What makes WLAC click? 1
would say its tremendous loval radio andience. They
arve elicking for me.”

WLAC Clicks . . . Its Audience Clicks

Whether it is selling savings accounts. a pablie service

assignment, cosmeties . .. or a job selling any merchan-
dise . . . WLAC programs with personalitics know how
to attract, hold and SELL radio listeners . .,

The Nashville SALES Power Station
50,000 WATTS

For further information contact The Katz Agency, Inc.,
National Advertising Representatives

SPONSOR
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nate-week route solves the problem o getting good

of 26 weels:

{1hout the surest way

sumed to have a good time spot: hence

| DECEMBER 1952

Why many plans boards are now
“playing it safe™ in TV show buys

Verworl: TV enpils an investment of 81,5 million
forr f'ht' arergge

30-minute night program over a perioid

hence the sponsor wants minimum i i

o guaranfee sponsor against

tailing in TV is ta get him in on a tep-rating program on
an alternate-week, every-third-weel, or monthly basts

A nighttime show which has e good rating is pre-

agency by alter

{ tirme

Have sponsors stopped takime
program risks m 11

Buying into high-rated shows arrests ereativity. say admen

Y A

’ he discussion took place during a
very recent plans board meeting in a
Madison Avenue agency.

Director of the radio-T1" depart-
ment: “Here are three ideas in the way
of programs that we ought to consider.
One of them . . ."

The executive on the account: ™ Just
a minute, please. Do any of those in-
volve something that’s already on the
air?”

Radio-TV director: *Oh, no. Thev're

1 DECEMBER 1952

all new approaches.”

Account exec: “Then. | think, we're
[he client
won't go for anything that entails 100
much risk — certainly not 52 million-
worth. What [ suggest is that we try
Lo ]ll.l_\ in on one of the lop 20 or 25

barking up the wrong tree,

shows on an alternate-week basis. 1
we check around, 'm sure we'll find a
few on-the-air accounts that will be
agreeable to such an arrangement.”
Radio-TV director: ] agree it's the

surefire wav. but it does strike me as
Wouldnt the
chient be belter ofl LI he created and
nurtured something that would be his

a form of parasitism.

and his alone—over the years?”
lecount exec: “Not at the prices he

has to pay in television. Anyway, if

00
programing
e
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A *PHILCO
TELEVISION
PLAYHOUSE

.

BUICK BOUGHT INTO BERLE TIME SLOT, GOODYEAR BOUGHT INTO PHILCO PLAYHOUSE H

While most advertisers bent on taking the minimum of risk in night-
time TV prefer to buy intc going shows on alternate-week arrangement
as Goodyear did in the case of Philco Playhouse, some are agreeable

that Tormula of trving to bhuy inlo
e<tablished shows with j_*mul network
spul= is good enough [or BEDO and
Y&t shoukd be good enough [or us.”

Chairnean of the plans Loard: =1
v alone with that formula —in 1his
(To the radioTV -

rector ) Lot s look around. and instead

CHSE ANy wiy .

of talking about three untried shows
let’s try 1o come up with three that are
done well on the air amd can he had
for alternatesweek sponsorship.”
Radio =T
Will do.”

Liabedded in the foregoing spate ol

director tere=tlallen

dislogue = the theme ol a twrn on the
sponsored  program front that has
cheted mueh controversy in ad ageney
civcle<s The spearhead of this tarn o
development is BBDO. even though
YA had inrodueed  the particular
strategy earbier in the year by selling
Ir||;'|"' (n |l|1' .['l"ll “{ Il'“l”'.: ‘ll'”l[\"ill
wespons=or it Sunday nieht dramatie
hour on NB(CL

W Lere BIIDO) and Y& dilfer on the

rious BBDO exceutives approach other
agencies with this line:

“*We've got an account that could
for would 1 be intevested in taking over
your fsuch-and-such 1 show every athes
week: or if that can’t be done. may he
once a month. Your client may be find-
ing the load of every-week going too
heavy.  Rather than your risking a
cancellation. why not ask him aboul

letting one of our clients share the

!u;llf'.’“

The calls are based on prepared
bist= <howing the top 30 programs as
reported by the American Research
Bureau.

This strategem has provoked such
comments Trom eritical radio- TV ex-
conlives as:

e “It's the finishing touch to any in-
centive for creating new programs,”

o I enough advertisers lawch onto
this =ort of a philosophy. the hosiness
will be in the position of actually con-
stning itself”

e 'l doe time most network adver-

to moving into high-rated period on once-a-month basis a la Buick's
musical circus, starring Joe E. Brown [center). Texaco gladly reduced
Berle to three airings monthly, saving cost. Buick is now rated near top

would amount to 30 or 40 network
shows,”

e “lt’s bad enough that the area of
experimentation has been constricted
to almost nothing. but this chopping
up into smaller sponsored pieces of
what is already on the air can only
lead to complete ereative aridity,”

The proponents of the ]711}-i|1|ll-l|lt'-
top-30 plan say theirs makes a very
strong case. Thev contend it's realis-
tic. that it recognizes [uture exigencies
of thme costs, and that it can’t hvlp hut
keep the advertiser’s meiia picture in
halance, They point out also:

1. There i=n't time for an advertiser
to develop a show. When an attractive
period springs open on a network, the
advertiser amd its ageney muast move
fast. Corralling the spot with some-
thing untried entails a greater risk
than moving in on an established pro-
eram with another advertiser.

2. Majority of network advertisers
are of the 32.million and 31.5-million
class, They are demanding a minimum

~trategenn is that at BBDO it s being  tisers would  become elorified  hiteh- ol risk for their money and. when you
cartied onl on an organized hasisc Va- hikers— riding on the backs of what  make them a co-sponsor of a show
24 SPONSOR




that’s on the air and carries a substan-
tial rating, vou're buying a minimum
of risk.

3. Even il the program that the ad-
vertizer buys into costs several thou-
sandds more than an untried property,
the premium is worthwhile. The ¢hips
in TV are much too big to take
chances,

4. Few advertisers can aflord to
stay on \\t’l'H'\. l‘.'ipl"t‘iﬂ“_\' when the
cost of time increases as new stations
2o on the air. Because of this factor.
the syslem of alternate-week sponsor-
ship will be, in a year or lwo. anyway,
the dominant one on the networks,

5. Buy a minimum of risk and you
do a better job for vour client in the
long run.

As sroNsor’s staff probed among ad-
vertising agencies and ad managers for
the significance of and reaction to this
device of “hopping on another adver-
tiser’s bandwagon.” it found several
instances of sharp division of opinion
in the top executive hrackets of the
very same organization. While, in one
such organization. the radio-TV direc-

Remark commonly heard in Madison Avenue agencies these days is:
"What our client wants is talent plus a guarantee." Broken down, these
statements mean that the sponsor would like to reduce his risks to a

1 DECEMBER 1952

tor deplored the trend as heralding a
cyele of standpatism in program devel-
opment, his No. 1 aide aired the view
that the function of a good agencyman
is to “get the quickest and cheapest
results and not worry about the long
range implications of a problem.”

Because of this dilference of opinion
within an organization admen who con-
tributed to the following poll of view-
points by sroxsor asked that they not
be direetly identified. Here's what they
had 1o say:

Radie-TV director of agency
which is among the top in
air billings: “We just had to turn
to the formula of buying into suceess.
ful shows among the first 25 in ratings
because small clients came Lo us every
week asking how they could get into
network television with a mintmuom of
risk. "We. these clients tell us. *want
something that will not only pay off
quickly in terms of eost-per-1.000 but
wou't cause any political complications
in our own organization: something

l'\l'l\iulll\ I\lul\\.- al bt NI ll Wi widi
have to defend or apologize for.” It'-
no longer a matter with this ageney of
taking the line of least resistance: it's
a case of fd:'ill_'_- i Lo a =el ol econonic
circmmstances and doine the best vou
can l._\ them.”

Executive v.p. of an ageuey
in the 8235 - million class:
“What's happening i close to inevita-
ble. The average advertiser of a single
|-rm||u'l or two won't be able to afford
television every week., For him it will
be every other week or less. How is he
;lllila_‘.: to huild up an ;lll:lil'ln'l' \\i”l lris
own show on that basis?  He's muoch
better off sharing what’s available en-
tertainmentwise. 1t mav all lead to a
rut, but it’s a safe rut.”

Ad manager for leading

dairy food corporation: *|

think the idea of an ageney searching

around for alternate sponsorships is

commendable, 1t happens that at the
{ Please turn to page 81

. NOW OTHER CLIENTS WOULD LIKE TO BUY INTO LUCY, GROUCHO, OUR MISS BROOKS ON ALTERNATE-WEEK BASIS

minimum, or none at all, by the device of paying the alternate-week
check for such upper-raling programs as "'l Love Lucy," Groucho Marx,
"Qur Miss Brooks," "Life with Luigi,'" "Dragnet,’ and "'Strike It Rich"

T
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PART TWO

OF A TWO-PART SERIES

Wrigley's 2

vears m radio

Consistent net programing Keeps firm on top

but big air user Chicle is zooming

"‘[11- first parl of this article, appear-
ing in the last issue of spoxsor (17
November. paze 29}, sketched the ap-
proach Wrigley has used on the air
over the past 25 years. The story this
i=sue covers Wrigley's chiel competi-
tors and their air advertising strategy
and sums up what Wrigley has learned
in 25 years on the air.

The four top gum firms alter Wrig:
lev all use either radio or TV or both.
Second biggest in the field and com.
ing up fast is American Chicle, s
now on the air with three radio and
two TV shows. Beech-Nul uses some
announcements on spot radio. Fleer
(bubble gum) has a TV show and
uses radio announcements in foreign
markets while Clark airs TV announce-
ments only. Here, company by com-
pany. are the details on air straleay,

*

American Chicle Co. Aneri-
can Chicle (assels, S33.333.590: em-
ployees, 2560 agzainst Wrigley's $79..
119.572 assels and 2.057 employees)
lias risen [rom one-third of \\-I'i_:ll’_\.‘-
sales in 1936, first year ils sales fig-
ures are available. to over one-hall last
vear., And for the first six months of
this year sales have Iiterallv skvrocket-
ed 1o $24.510,000 (agzainst 818.541.-
(00 in the same period in 1951). In
contrast Wricgley sales rose only $1.-
198.129: Beech-Nut's, $1.191.000 for
food and aun.

The gum industry has two explana
tions for American Chicle’s hoom:
(11 launching ol its popular 15¢ Clor-
el=, a chlorophyll breath purifier, last

26

year: (2) ils tremendously expanded
use of network radio and TV over the
past 16 months,

Since 1937 American Chicle has had
17 network radio shows. some [or briel
periods. and Tour TV programs. Bul
I+ of the radio and all the TV pro-
grams have heen aired since July 1951,

In addition Chicle is using maga-
zines, newspapers. Sunday supplements.
and export publications,

Coneentration on radio and TV-1q
the extent of at least 75 of its budget

is the means American Chicle is us-
ing lo increase sales. Advertising Man-
ager . L. Harris told sroxsor.

Here i= what the Lt:n_'_' [sland City

company is doing now on the air:

0000

case history
e

Television 1. Rocky King.
Detective (810.200 a week estimated
cost). on 36 Du Mont stations. hall
hour Sunday night. Shared with P&G’s
Ivory Flakes. Began 7 January 1949,
on for Chicle since 16 Sg‘]rl{.‘ltlln'] 1951,

2. Jackie Gleason Show. comedy va-
riety (565.000 weekly estimated cost),
on 30 CBS TV stations one hour Salt-
nrday night. Shared with Sehick and
Thomas  Leeming & Co.  (Ben-Gay
balm). DBesan 20 September 1932,

(A third TV show. Date with Tudy.
will be used starting in January, over
\BC.)

Radio (515.000 weekly [or lime
and talent for these three shows on

1932 Ely Culbertson's bridge pointers were aired ove:

NBC thrice weekly for a short one-season rur

CBS Radio) 1. FBI in Peace and War.
mystery. Wednesday 8:00 to 8:30 p.n.
2. Meet Millie. situation comedy.
Thursday 8:00 to 8:30 p.m. (Wrigley
siquired Millie during the past summer
as part of its CBS saturation buy.)

3. Mr. Keen. Tracer of Lost Per-
sons. myslerv-detective,  Friday §:00
to 6:30 p.m.

In addition American Chicle is us-
ing local radio and TV announcements
in 03 markels to supplement its net-
work coverage. All lorcal radio was can-
celled lor December. hut Chicle will
be back in January with a national
spol campaign. Clorets. handled by
Dancer-Fitzgerald-Sample, is plugged
mosthy on the TV shows. The firm’s
three main 5¢ hrands—Dentyne, Bee-
man’s Pepsin. and Chiclets—are sold
via the radio shows. Black Jack. Clove.
and Wild Cherry are not pushed. Chicle
also makes Sen-Sen. a breath conflec-
tion: Cloret Mints. l.'|l|l:1‘n|;|l_\|| candy.

Sullivan. Staufler. Colwell & Bayles
has been agency [or the recular gum
brands since September 1951, but af-
ter 1 January 1953 the entire account
will be switched 1o D-I"-5. Ray Cabre-
ra. assisted by Allan Gavan, is the
(:llll't‘l.- \ [" al ])‘.":-F. (;lll'llllll "uhll'
son. assisted by Alan 3. Perry. will
handle the other brands.

SSCH mformed sroxsor that Amer-
ican Chicle had depended mostly on
spot radio announcements for vears
belore it took over the account. SSCB
[ll'l"liilt[CII the company Lo concentrale
on network radio and use additional

(Please turn to page 28)
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1 wriGLEYS
) JUST
ENTERTAINMENT |f

1938

"Just Entertainment,' musical show, with Andrews
Sisters who debuted in 1937 "Double Everything"

One of best-known radio shows, "Scattergood

1944 "Service to the Front," one of firm's many patri-
Baines," starring Jesse Pugh, sold qum six years

otic shows, featured interviews with war heroes

37

Here’s how Wrigley spent S35 million on

radio in past 25 years

RADIO PROGRAMS TYPE DATES' NETWORK & RURAMION. & WERKLY AGENCY
STATIONS FREQUENCY PROGRAM COST?
1. WRIGLEY REVIEW? Varlety 2 Dec 1927- NBC Biue 27 T hr 1wk 53,6550 Stewart Davis
(Hareld Sanford Orch. at start) 31 May (529
2, GUY LDMBAROO Music 25 Dee 1928- cBS 26 1t he 1wk 5300-500 Stewarl Oavis
19 Mar 1929
3. FOOTBALL FORECASTS Sports 2 Sepl-12 Dec CBS 32 T U5 min I/ wk $1,000
{Anncr. Christy Walsh) 1930
4. LDNE WOLF INDIAN TRIBE Kid 12 Oct 1931- CBS 31 15 min 3wk $35 for Ameche IWT
(Don Ameche) 28 Apr 1933
5 MYRT & MARGE " Serial 2 Nov 1931 cBs 30 15 min 5wk $2,775 S Frances Hooper
(Myrtle Vale, Oonna Damerel) I5 Apr 1936
6. CULBERTSDN DN BRIDGE " Bridge 3 Apr-13 June NBC Red 21 15 min 3,/ wk Frances Hooper
1932
7. BRIDGE TALKS BY MRS, ELY CULBERTSON  Bridge 4 Det-27 Dec NBEC Red 30 min |/ wk Frances Hooper =,
1932
4. BEAUTY PRDGRAM Women's 1 Oct 1934- “cBS 7 10 min 3wk Frances Hooper
{Margaret Eralnard) 27 Apr 1935
9. JUST ENTERTAINMENT Music 30 Apr-27 Sept CBS (east) "~ 13 min 5wk §650 plus extras Frances Hooper
{George Devron Dreh.) 1935
21 Mar-1 Jul 1
1938 CBS 53 15 min 5wk
10, MARCH OF TIME B T News 3 Mar-25 Sept  CBS 46 15 min 5wk $5,926 BBDD =
1936
11, MORTIMER GOOCH - Sltuation Comedy 9 Nov 1936- CBS 50-55 15 min 1, wk kT —— Nelsser-Meyerhoft
26 Mar 1937
12. POETIC MELDOIES = Music, poetry 9 Nov 1936- "CBS 53 15 min 5 wk $4.325 Nolsser-Meyerhof
(Franklyn MacCormack. Jack Fulten) I8 Mar 1938
13. SCATTERGDDD BAINES = Situation comedy 22 Feb 1937- CBS natl 15 min 5 wk N " Nelsser-Meyerhofi
(Jessa Pugh) 12 June 1942 4 Jul 1938
4. DOUBLE EVERYTHING Variety 26 Oec 1937~ CBS 6371 30 min | wk $5,000 = Frances Hooper
(Robert Hafter) 20 Mar (938
15, LAUGH LINER = E Variety 10 Jul-31 Dee  CBS 30 min |, wk Frances Hooper
(Blily House} 1938
|6. GATEWAY TO HOLLYWODD Talent 8 lan-31 Oec "CBS 30 min |, wk ol " Frances Hooper
{Jesse Lasky) 1939 =yl 2 — Ly
i7. SPREAOING NEW ENGLANOD'S FAME Variety Jan 1940- Yankes - 30 min | wk Nelsser-Meyerhoft
(Billy B. Van) Apr 1941 -
16. GENE AUTRY SHDW:® T Western 7 lan 1930 CBS 30 min 1wk $11,500 IWT (now R&R)
to date 2 " = —l .
9. DEAR MDM ‘Oramatie sketch 2 Feb 1941- cBS R 20 min | wk Arthur Meyerhofl
. _ 14 Dec 1941 r - _ i
20. JUST ENTERTAINMENT o T Variety I Sept-28 Nov CBS 78 i5 min 5 wk Arthur Meyerhofi
with Ben Bernie 1941
21, BEN BERNIE® Variety T 15 Junme 1942- CBS 115 15 min 5 wk Arthur Meyerhofl
e e E——————, Feb 1943 e ==
22. FIRST LINE Navy 1 Jan 1942. cBS 30 min | wk Arthur Meyerhofl
= v - | Nov 1945 =l
23. KEEP THE HDME FIRES BURNING Music-heme front 22 Feb-30 Jul CBS 113 = 15 min 5 wk Arthur Meyerhofi
1043
~ 24. AMERICA IN THE AIR Alr Force 8 Aug 1943 cBS T30 min 1wk . IWT
_ ) . 10 Sept 1944 X
25. AMERICAN WDMEN o Home front 2 Aug 1043- CBS 15 min 5 wk TArthur Meyerhoft
— 16 June 1944 S R — —
26, SERVICE TO FRONT T Army 23 Juno 1944- CBS 30 min | wk Arthur Meyerhofl
— e e T— I.‘ AD‘ Ig45 SR SRR — . - - -
27, ISLAND VENTURE Postwar Navy 8 Nov 1945. CBS 30 min |, wk Arthur Meyerhotf
B~ -~ 20 June 1946 e
28. LIFE WITH LUIGI ~ Sitation Comedy | Jan 1950- CBS 30 min | wk $7,500 ArtUur Meyechoff
to date
.l I, GENE AUTRY SHDW Western Det 1950 CBS |1 30 min | wk 53,4 mil yro QAR
(Melody Ranch on film) to date
i ISumier hiatus not noted, 2Time oost excluded ~ 432,500 for New York cast, $1,115 for San Franci = o ==
Two complete shows, also referred to as "“Wrigley House and “"Wrigley Hour,”" broad- EStarted as "Gene Aot in Melody Ranch,” became et Auiry' 1942-43, adupled
-asl_l‘mm New York and San Franelseo untll 5 Ocl. 1928 when “Review' went trans- present name 23 Sept, 1945
rontinental. (P |

ifernie died 20 O«

“Time and talent.




Wrigley’s summer saturation radio shows

Agency: Arthur Meyerhoff

Network: CBS

1950 (Time cost: S700.000 est )

1951 (Time cost' $690.000 est.)

1952 (Time cost: $575.000 est)

I. Broadway Is My Beat [detective) I, Broadway |s My Beat |, Broadway |s My Beat

2. Adventures of Philip Marlowe [detective) 2. Rate Your Mate {aud. partic.) 2. Millie [comedy)

3. Johnny Dollar (detective) 3. Johnny Dollar 3. Johnny Dollar

4. Cloud Mine |adventure) 4. The Line-Up (detective) 4. The Line-Up

5. Romance [love stories) 5. Romance 5. Romance

5. Pursuit [mystery) 6. Pursuit 6. Mr. Chameleon (detective)

spol radio in selected sales areas to  into network programs as follows: Show. comedy-variety. Thursdayv. Fri-

\ithough it
i~ =swilching again. Chicle apparently

supplement this coverage.
litkes the success of s new slrategy
well enough o continue.

Prior to 1931, American Chicle had
tied only three petwork shows: Lon
Little Foothall Foreeast over MBS in
1937 1o =ell Black Jack Gum: Drama
Behind the News over the NBC Blue
Network 15 minutes three times a week
i 194 o sell Beeman's Gume: By the
Wayv. a Bill Henry news conumentary.
i 191102 and 1913 over CBS Pacific
amd NBC Paeific.

In 1951 1t plunged with a big splash

THREE COMPANIES—THREE TECHNIQUES

I. WRIGLEY—tops for most of century. Devotes 339, of

$10 million budget to radio TV.

1. A three-show “pyramid™ opera-
tion on ABC using The Sheriff. De-
Jense Attorney. The Fat Man. Case-
book of Gregory Hood. The Top Guy.
and Stop the Musie at different times
between  July 1951 1952,
Three shows ran during any one week.
Stop the Mnsic, which American Chicle
shaved, staved through the 32 weeks
I5 minutes Sunday nights.

2. A three=how NBC Tandem oper-

and  June

ation using one-minute announcements
on Mr. Keen. Tracer of Lost Persons
tHater switched 1o CBS): Martin &
Lewis. comedvevarietv. and The Big

day. and Sunday between 25 October
1951 and 25 April 1952

3. The Will Rogers Show. five min-
utes twice weekly over ABC helween
30 October 1951 and 17 January 1952,

L One-minute participations on lwo
summer shows over CBS: People Are
Funny. audience participation, with
Art Linkletter. hall hour weekly May-
septewber. and Wr. Keen, half hour
weekly May-Septeniber.

In TV  American  Chicle signed
Rocky King 16 September 1951 and
has stayed with him at a cost of $10.-

(| Please turn to page 701

Here's advertising strategy of the three top gum companies
as they compete for bigger share of $140 million market:

3. BEECH-NUT—third and apparently drifting back. Sank

2% of 1952 budget of $6-700,000 into radic announcements,

pulled out of TV, is betting en huge sales force.
2. AMERICAN CHICLE—second and coming up fash
Spent 75%, of nearly $4 million 1952 budget on radio TV.

Three confpanies—ihree 1echinigi
el may very

aw  rompetitive sales pleinre looks at

T well antluence medin selvction for smne 1ame 1o came

16-YEAR GUM RACE: Wrigley holds lead, Chicle coming up fast

COMPANY YEAR NET SALES NET INCOME AD BUDGET! NET RADIO: NET Tv:
(4 MEDIA ONLY)
1936 430,741,787 $8,378,713 2,144,000 1,017,456
1946 37.592.858 6,503,432 1,182,000 937,444
meLEY 1951 73.589.791 9,367,832 4,404,977 2,232,977 519,000
1952 37.858, 180 4,560,333 2,048,818" 1,492,132 464,000
(6 mos) (8 mos) (8 mos) (R mos)
1936 11,643,270 3.032,228 274,615 0
AMEH'GAN 1946 27,341,300 3,149,732 Unavail Mostly spot
LH 38,350,456 4,163,637 760,398 557,118 61,560
cchLE 1952 24,516,000 1,997,790 1,178,014 658.473 467,047
{6 mos) {8 mos) (8 mos) (8 mos)
1935 9,500,000 (gst) 2.709.0391 599,013 n
1946 14 500,000 (est) 2,651,969 4533 110" (1]
BEEBH NUT (167,635 gum)
oy 1951 26,000.000¢ (es1) 3,919.9294 630,270 0 n
(112,255 gum)
18952 7,0 D00 (esl) 1.416,275¢ 121,920 (gum) (1] I
{3 mos) (6 mos) (B mos)
I sk imilio, wd petwor ke TV Gl W Ve eostl anly ¢ Wrlgley like onlidoor anil bronsit In which 12
il It 1 U el Rorewe of  Solvertising polus st
H obnowell ms o onbiboor ol ear cunde
sl by wee for Faek b e onby ) Chvey dbe tet boe b de §alent i of il Beech Nul prosducts before war: abot 1 5
slice war
Al baeed oo gl bt “Mdvert g bt all prihoe
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N-vear-rep
irm huilds sal
with research

CBS Radio Spot Sales is celebrating

)

1941 CBS Radio Spot Sales applied many of net's research advances to sales of
spot time. Among research milestones was study of radic sales impact

anniversary as national rep this week

itfing the program content to the personality

i o .

,‘slml tadio and TV advertising as sponsors kinow it today
I{ naol ful

the formation of exclusive representation organizalions in

might never have emerged as an important fore

Progrem Tifle Womaa's Poge ol the s
Cnmmentator: Marpere! Arien vay® »
— [ ’ e — v o »
& the early 1930°s, It wa< the rep elling for only one

station 1 each market as distinet from the time brokers

- who might seek husiness for all stations in a market simul-

FER. 1, 10is tancoush —who nurtured the spot medium.  Perhaps the

mos=t impottant contribution the reps made was in helping

/ 32 to stimulate and apply research facts to the selling of spot
radio time,

e ¢ n Ihis week veteran client, ageney. and radio industry ex-
ceulives can be l'\|1r':'ll'1| to do some extensive IIHJ'-‘IIIn;_' about
those pioneering day s in commercial radio for on 6 Decem-

. [ ber CBS Radio Spot sales (original name: Radio Sales Ine.)

i ), ‘ y 2 will celehrate its 20th anniversary.
- - a R S A0 LT - . . T B T
1944 By using Stanton-Lazarsfeld technique Spot Sales helped stations improve Radio, Aales: Jc. ““”.r ki lu‘m'u o/, makeeute: LS.
shows. More world events in show above raised its like-dislike average owned-and-operated stations were adequately represented

on the national scene. In that early stage ol the national-

IEACTION TRENDS FOR LISTENERS AND PROGRAM MANAGERS

CAL BEUTARCH DIFANIwINT - FROGHA® ANALYES DIVIL'D

|1<[||'t'-r||!.‘||i--|| era. spol radio was only in an r‘\|-lu|'|lu|\

slave. l||¢n||]_'l| a number of advertisers were already using it

o e P S R R TR TR, I S, R I enthusiastically,  Today spot radio is a S139 million busi-
ANTRUE SOOINITS 11NN HEOUTS ness (sronsor 1952 estimale ),
In looking back on that 20-year span, sPoNsoR has culled
-

i Please turn to page 991

Crmas - Sastinn o Lisiwngs

Series of articles on reps upcoming |

This is the first of a series of articles on the varly days
af stution repr esentation,  Further articles il cover
ather firms and other phases of station-representation I

pioneering. Topies to be covered in detail include: Hon
reps got started , how bustness has er..'u.:."'af sinee then.

|
| v/ |
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1948 CBS programers attending meeting listened to Godfrey, recorded their
reactions. These differed from the average response (black line above)




WWhy Mutual of Omaha spends 62%
hudoet on radio and TV

Firvm builds prestige with a S750.000 air tab this year. One proof of

effectiveness: Their agents really use program promotion

rmY
’ e msurance agency manager tilted
bhack in his chair,

I want 1o tell vou something about
the insurance busines<,” he said, ~Ra-
dio and TV, especially network  pro-
grams=. won't =ell in=urance, When |
sav =ell.” | mean there’s no substitute
for an insurance azent making a face-
to-lace pitch in the living room o
in the kitechen,”

He <tared '~|||'i'll|{|li\l'i_\ at his I'i{_‘-‘lf.
rolled it in his fingers. and continued,

“But I owant 1o tell you something
else. Every one of my agents carries
|l|'(li]|lllilrll I||il'l'tiiil [lll' lllr' ]:IIII Con-
sidine program in his sales Kit.  And.
Lirother. that's the tip-ofl. 1f the agem
carries it around. you know he zels
results from it.”

The agency  manager was lalking

Eob Denton looks like an insnrance agent

NBE sinll mean picked for announcer becanse of his “basic sincerity.” Com-

Iweny Tees fonund r‘fﬂ-h‘ riest e‘Hrrl’n’.‘f' cognmerotals are f.ﬂ-r\-' n ."Jfr .h Aress Hn'

amonnt poid out in claims. Commerciuls also stress firm is largest of its

Lindd 1n the waorld, seel soles teads by wrging audience to write for details

about the Mutual Benefit Health and
Accident Association, largest exclusive
health and accident company in the
world and better known as Mutual of
Omaha. Specifically. he was referring
to Mutual’s network prestige tool. On
the Line with Bob Considine, which
gets a double-barreled presentation on
\NBC Radio and TV.

Mutual of Omaha agents have been
backed up by the Considine show for
almost two vears, However, the tech-
nique of establishing confidence in the
prospect’s mind by pointing to a net-
work personality or program is nol
recent with Mutual. They have been
building up their name on the air for
nearly nine years, part of which time
Gabriel Heatter was doing the job
that the Considine shows are (oing
al the present time. Lionel Barrymore
was another hig name uvsed.

Mutual is pleased with i1s current
anr schedule, One bit of evidence is
the fact that it is spending about 8750..
000 for radio and TV this year. practi-
cally all of it on Considine. This fia-
ure i 6377 ol s 10tal ad budget.

W hat’s more. the radio- TV figure is
£200.000 higher than last vear. Parl
of this hike is to pay for additional
stations.  But the biggest hunk of 0
will o for adding TV 1o Mutual’s one-
<hot Yule show. Wurwal of Omaha Call-
ing. The <how [eatures servicemen
abroad talking directly 1o their fam-
ilies at home and is considered a pub-
lic-service program by the company.
In 1950 and 1951, the show was spon-
sored on MBS alone, It will be heard
on the MBS chain again this vear and

(I

case history
O
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Bob Considine, right, Mutual's current prestige spokesman, is broadcast on both air media.
He poses with company's H. C. Carden, center, and Francis Matthews, ex-ambassador to Ireland

45 NBC TV stations will be added 1o
the Christmas Day radio program.

Sules figures are another evidence
of Mutual's satisfaction with its broad-
cast advertising. Anticipated premium
income this vear is running at about
$100 million or more. up a husky 1077
from 1951. Mutual won't go so far as
to say that air advertising is the rea-
son bult Ihl'_\ are pretty well convineed
that Bob Considine is helping them.

Mutual is now far and away the
leader in selling individual (as op-
posed to group) accident and health
policies. Mutual’s premium total last
year was S91 million. all but $2.5 mil-
lion of it from individual aceident and
health policy sales—or ASH sales. as
the insurance professionals dub it

Their nearest compelitor in  indi-
vidual A&H is Continental Casualty.
with 1951 premiums of $47.5 million.
Even .\It‘lrupil“i:lll [I[t Insurance Co..
which led in 1951 with total ASH sales
of 8168 million, can claim an individ-
ual ASH premium fhigure of only S19
million. the rest being group insur-
ance. The giant Metropolitan  rauks
sixth i individual ASH bLusiness.

Mutual put Considine on radio and
TV in January 1951, He had been car-
ryving a suslaining program on a lim-
ited NBC Radio skein. For a number
nf reasons=, {..l'lll."iflil.'ll‘ InuLl'l] |l|\( da
good bet 1o Mutual’s account execu-
tive, Frank C. Miller. executive viee
I‘l'l’-il]l'lll of Bozell & Jacobs. and to
V. J. Skatt and H, C. Carden. presi-
dent and advertising director. respee-
tivelv. of Mutual of Omaha,

For one thing, he was well known
and his fame was ot limited 1o radio
and TV. He was a sports writer and
the male audience would go for that.
There was also the advantage of his
not having any strong previous com-
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mereial identification in broadeasting
For another thing. Considine is a
relatively voung man and would ap-
peal to the age brackets in which the
imsurance company is most interested,
(Mutual likes to reach [amilies where
the parents are between 25 and 45.)
Finally. both Skutt and Carden
liked Counsidine’s personality and ap-
proach. They felt his conmmentary
combmed a fine mixture ol humor,
pathos. human interest, and shrewd
judgment of human affairs, (It migh
be added that Bozell & Jacobs 1= full
nf e'\-llt'\\-|5.'l[ll'|[lu'll .'H|l| ||I!‘\ L;Ilu\\ i
;.'uml jumrm]i-l when I||l‘} see one, )

Fraulk €. Miller, executive vice
presideat of Boszell & Jacobs, is the
1""""’ acconnt "-l"'l"l"l‘f'f’. "l" .‘"f“\'.‘

to nm‘fu' the Considine shows

“howey, human, and informative™

The choice ol bormat for the 15-

minute TV show suggested ttself: per
sonality interviews., The only qualifi-
cation for the interviewes was that he

be interesting  and/or  newsworthy.
Durine the Prasl sutnmer the =how (1l
is teleca<t Tuesday nizht at 10:15)
per-
sonalities but Considine has also <po-

was heavily larded with }I"ii|= al

ken 1o a man who “saw”™ a livine
sancer, General MacArthur's personal
pilot. and Perle Mesta's suecessor in
Wa=hinzton’s social life.

\id Schneider. |J]lui|1t er ul the show,
told sroxson: “From the beginning,
we dectded not o dress up the show,
We just decided to let Considine be
hiwsell. It may sound corny but |
think the thing that characterizes him
best i= the word “integrity.” He i~ frank
and honest.  He doesn’t try 1o trip
anybody. He just lets the person he is
interviewing he himsell.  If the guy
is gzood. he'll stand outl.”™

Despite the lack of a high-vollage
approach. the TV show has one of the
bigeest audiences for a  15-minute,
once-a-week jrrogram. \.lliun;ll Niel-
sen ratings for the last two weeks of
.‘“|~||T|'I|1|--‘| 1952 averazed 16.5. This
was based on a 22-station live network,

The TV show is currently zoing out
to 21 markets live, three Western <la-

( Please turn to page 71)

V. J. Skutt, Mutual president,

feels coverage of radio-TV shows
has tlf'ruﬂlp“.\fu'rl‘ hasie flfajr't‘.l'r'rr' nf
making insurance firm’s name a

household word throughout the U.S.
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“‘)TV GUIDE *
¥ in NEW YORK |

* 251 West 42nd St., |
New York City, N.Y.

. TV pigest
" | in PHILADELPHIA

b

§ 333 S. Broad St.,
o Philadelphia, Pa.

The “BIG 3" TV Magazine Group!

_Wilh more and more good shows on TV, the chances of Mr. and Mrs. TV Viewer tuning
in your TV show are getting slimmer — and slimmer! But there’s a way to beat the
toughening competition.

The overall costs of your show are the same whether your program is seen by 100,000 or
_SOU,UUU viewers, The more viewers you attract, the lower becomes your cost per thousand
in rcaching them, To sell these three million avid TV enthusiasts in these three top
markets, sell them your show in their magazine. Only the TV Magazine Group delivers
1007 TV viewers — no waste circulation whatsoever,

No other medium gives you such pin-point performance — your tune-in ad is scen at the
cxact moment you want it to be read — at the exact moment the viewers are deciding
which show to watch!

No one can guarantee you the big TV audience you want — but the “BIG 3” TV MAG-
AZINE GROUP can help you build it — and at such an amazingly low cost — only $2.59
per Thousand. This cost is a mere trifle compared to the investment in your TV show,
and should be regardcd as wise insurance. Any magazine in the “BIG 3" TV GROUP
may be bought individually. When bought as a group, a special discount is available.

Before another Pulse rating is taken — write, wire or phone any of the “BIG 3" TV
MAGAZINE GROUP for details!

“Based on ABC Publisher's stotements — TV Gulide 379,134; TV Forecast 198,180; TV Digest 156,045

TOTAL NET PAID JANUARY-JUNE 1952 — 733,359 (current issves total epproximofely 820,000)
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viewers!

TV rorecast
in CHICAGO

185 N. Wabash Ave.,
Chicago, 11l

SOME OF THE MANY FAMOUS
NATIONAL ADVERTISERS WHO USE
THE "BIG 3" TV MAGAZINE GROUP
TO BUILD BIGGER TV AUDIENCES,

The American Tobacco Company
Bendix Home Appliances
Bristol-Myers Company

Celanese Corporation of America
E. I. du Pont de Nemours & Company
General Electric Company
General Foods Company

Johnson & Johnson

The Magnavox Company

Nash Motors

Proctor & Gamble Company
Radio Corporation of America
The Texas Company

U. 5. Tobacco Company
Woestinghouse Electnic Corp,
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How much should a radio station do? Should it

charge? How much shonld the advertiser expeet? SPONSOR™

1952 analysis surveys the controversial picture

lrtll’ years, ]Jl'illlt’ll media and many vadio outlers have
offered to advertisers extra promotional services which have
been known generally as “merchandising.”™ But today radio
is witnessing a sudden renaissance of the merchandising
technique. Spurved on by the rapid growth of sell-service
retailing and TV competition for air dollars. more and more
radio stations are offering merchandising “bonuses™ which
range from simple dealer mailings to complex packages that
include evervthing from displavs in dozens of supermarkets
to consumer research. With this boom in merchandising ha<
come a series of major problems, hoth for the stations and
the advertisers.  This speecial section of spoxsor explores
the more pertinent issues involved in today’s locallevel
merchandising. At right. readers will find diges<t sunmmaries
of the articles which follow. Below. theres a definition of

merchandising which represents the industry consensu-.

Merchandising defined: [n is general applications today.
radio station werchandising consists of services stations remder
their advertisers to !‘H’l’p convert aii h‘ffi'f'l'."f'.\'i'ﬂg nnpresstons inlo
actual  over-thescounter  sales.  Such  assistance centers on  the
potnt-of-sale with displays, posters, banners, and the like: i
often starts before a cawmpaign and continues long afterwards.
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L.

Introduction: Iy has mer
chundising  spread — so  rapidly
among U, S, and Canadian radio
outlets? This report analyzes the
reasons belind the present trend.,
and points up the need jor an eval-
uation of merchandising’s future.

Pro and con: Vany opinions
are being voiced today by admen
on the subject of merchandising.
SIMONSOR {i!f'.\l'fif.\ !.{h‘ vrees ad
tmdustry leaders tn an tupariial
nnnnf-np_ (pinions range f[or ac-
tive praise to thorough dislike,

Examples: From joday's wide
varielty of merchandising  cam-
paigns. several are  highlighted
leve ta show the scope of local
station activity in tus field. from
the largest stations in key mar-
Fets 1o smaller  radio  outlets

Recommendations: I hal
conrse should merchandising fol-
low in arder 1o Lenefit both the
advertiser and hroadeaster? (Opio-
fons and conclusions of leudine
adwen  oun  this  thought-provok-
ing question are here analyzed.
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.
Radio merchandising
story (old in pictures
Flhe trene tovenrd H:-'."x‘rrmr."f.n.-"r:_;' 0f

ertising by local U, S, and

tn outlets is :rrlrau.f'f'\ rf_ﬂ_'jr'f.ff.!r.l.'

b ieardad. appatarance :J.f. Hll-' -‘!J'r-'fl'lll
divn. In the pictures which ol
fee, <spronsaft presents an Sarmchair”
eaploration of [ fup."i'rn" .\'J;flji'r‘f 0f
nierehandisins {dmen will see the

arely and  seope il f-uflun..\ :.m’a.;

TERYA]] e aldions NIHUH_LW']J

wctiwal cxamples. chosen Jrom a na-

tomeid e survey of over 10D stalions

Prodoact promotion A adsertising and elient’s consumer Fair. Seme 350.000 people anended the esent. and saw the
products are tied togzether in most radio merchandising plans by

Above eenter: WIPTE, Ra-

displavs, w=nally a1 the ]ll)illl-ur—-;lllh

leighe huiit a <pecial display of WPTF-s0ld products. ranging from

P& surp= 1o Peter Paul candies. at

the North Carolina Siate

display. A dart zuame contest offered ~amples of spounsor’s prod
uels as prizes, with WPTFEF personalities acting as barkers. Righto
Risplay in a leading food ehain tied in with “Kitehen Karnival® !

progeim on Baltimore’s WBAL. Show pri¢e covers merchandising

The mervchandising problemn:

1. Growth of supermarketing, TV spurred trend.
Now, stations, admen seek most constructive approach

“’l'l'rlmu:“.-iliu by all  media
printed as well as air—is aflten offered
as something for nothing, Yet adver-
tisers traditionally partake of it with
mingled  feelings  of  suspicion and
alarnn that they are paying extra for il

Ihis was the ecase among  printed
media  lone  before the current in-
creased mterest e merchandising on
the part of radio stations.  (See Print-
ers” Jul series about werchandising
practices i printed  media mainly.
starting 19 September 195200 Wiy,
then,  has merchandising become  a
srowing foree among radio stations?
[ndnstey observers cile 1wo  reasons:

Lo The erowth of supermarketing,

2. The arowth of television,

The Tormer. with its relianee on -
pulses purehase anstead of behind-the-
conoter salesimanship, makes werehan-
distige Lar more important than in the
v ol e ]"l]'i'.'I'.:IH'I-rllllllllllﬂ =lore,
e Latter hias 1||JI1L|'J|r-| u||::|u-l'llllul|
nnonge <tations and led many of them
1o seck some means of owving the wd-

vertisor o “honns"
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toward conversion of large drug stores.
cven department stores. 1o the sell-
service sy=lenm.

Many of the stations now doimg mer-

|}|:|m|i\in;: have aone into it with an |
awareness of the pitfalls and are al-
temping to establish as sound a repu-
tation on their own level as merchan-
At this poiut in the evolution of mer- dising pioneers like WLW. Cineinnati.
chandising among radio stations. many  have huilt through the vears. Adver-
advertisers as well as station exeeutives  tisers who've  benefited  [rom  these
feel constructive analysis of the situa-  constructive  station efforts are  free
tion by the industry would be the with their praise. But the heart of the
healthiest thing that could happen.  merchandising problem—for both sta-
Few individuals take the extreme stand — tions and sponsors—is that merchan- '
that merchandising is a trend 1o be  dising is often lip service.  (See sPoN-
squelched, Many, however. are asking — sor artiele. “Merchandising i like fin-
where it's headed and what the impli- — gerprints” 28 August 1950.)
calions of the trend are. Look at it first from the point of
1 was lo air every opinion on the  view of a zood-sized segment of sta-
subject that seoxsor undertook this  tion management.
seetion on merchandising. The editors I werchandising is sel up as eamon-
hope that, onee the problem has heen  flage, in the long run the sales it helps
presented in print. station executives.  radio make will baekfire.
trade organizations, agencies, adver- 1T merchandising is to make sense.
isers will have a clearer basis for  then, there’s the question of where (o
coming 1o }ml:_hl'unlu(- conclusions, acl the money to il a real jllil. I
Whatever decisions are made in in- either has 1o represent a rate cut for .

dustry and advertizser eireles, merehan-
dising is virtually assured of a hig fu-
ture role i radio. The number of
stations doing <ome form of merchan-
dising erows by the week, AL the same
time.  supermarketing  continwes (o

sprout. with a strong trend selting in

slations or has to he |u!_~:-|‘i| oI in some
{orm 1o advertisers,

Though these are problems enongh.
there are others, Awong them: Will
the station’s sales stall become lax and
lean on merchandising as a erteh?
Will clients who seck an easy method

SPONSOR
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'l..u'.lll_\' display by WHK, Cleveland. plugs a spot-advertising beer ation Groeer.” in which 11 leading grocery echains tie in on a

_account’s praducts and programs. KRSC, seautle, organized *Val- rotating basis. with a different swore gronp (eaturing W LS-sold

ue Week™ promotions in conneetion with the Big Bear chain as a products every week, A minimum rate is charged by WLS for

merchandising stunt for clients whase produets are sold in grocers

outlets. Chicago’s WLS offers a merchandising plan ealled “Oper-

of gaining distribution be attracted to
radio hecause it offers merchandising.
and then buy too little air advertising
to make their goods move?

The last point is one that has a num-
ber of sober radio people quietly knit-
ting their brows. Many a veteran sta-
tion sales manager has seen sharp-
shooting clients come into his markel
promising a big schedule to the station
and requesting merchandising help to
get his product distributed. Frequently
the promised schedule is pared way
down by contract-signing time. or clse
cancelled in midstream.  Radio, as a
medium. then gets caught in the mid-
dle. Stores which have been persuaded
to stock the itern will tend to blame the
station because it hasn’t moved quickly
enough — though it's veally a diluted
effort by the client that’s to blame in
cases of this kind.

From a client’s point of view. sta-
tion merchandising has other evils,

First. he may not need it. He may
have his own large and well-trained
Stuwbling  ef-
forts by outsiders may hurt. rather
than help.

Second, merchandising done by sta-

merchandising  force.

tions may have too weak a punch to
do the jol he assigns it and he may
find himself caught short for having
relied on it.

Negative as these factors may be.
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you can find plenty of people with
strong opinions who feel that in the
long run radio station merchandising
will be established on a sounder basis
than it ever attained with printed me-
dia. Their reasoning runs along these
lines,

Many stations today are requiring
minimum expenditures in return for
Where
these minimums are <et up on a sound
business basis, the station can afford to
give the client a substantial local push.
Moreover, by giving the chains on-the-

support in food chainstores,

air promotion in return for shelf space
and displays the expense of the mer-
chandising effort by the station is held
down to a healthy minimoum.

AL other stations. merchandising is
a for-pay proposition.  Clieuts can
by into a premiume-rate <how that in-
cludes  well-organized wmerchandising
as part of the participation. Or they
can gel a tailor-made merchandising
effort for which the station bills them
over and above time rates,

Even at the smallest <tations. there's
often an intelligent awareness that to
be all things to all people merchan-
disingwize i=n’t possible. Instead sta-
tions will work with clients who have a
special need in order to find some
sensible way that they can help fill it in
their area, Just taking a Sponsor’s
salesman into the loral supermarket’s

special support via “Honsewives” Protective

participation in the merchandising plan, Similarls, KMON extends

7 (Laee Adlams)

headquarters, and giving him a per-
sonal introduction 1o the head 1-u_n-r is
a valuable service a station can offer.

Perhaps the best thing coming oul of
merchandising by radio stations. many
of them feel. is that they're gelting to
know marketing better. There’d been
a tendency for many vears to sell radio
by ratings. Onece a station ties in with
a sell-scrvice retailer it gets much
clearer evidence aboul how well it's
selling. If air advertising moves prod-
ucts off the shelves of such a retailer,
the station will have the figures avail-
able as stations never had them helore.
That means hetter documentation of

radio’s story., * kK

TV and merchandising

This section is confined to
f”l'f{'h””‘h".‘f‘”:‘.‘ by radio sta-
tions. At the present point
in Tl s history. factors other
than merchandising take
center stage though nany

Tl stations have already de-
veloped merchandising pro-
cedures. Future articles in
spoxsor wil take up T
merchandising  specifically.
Wucl of the thinking repori-
el on here with regard to
rado station merchandising
is pertinent to T1™ as well.
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Hard-hinting, gaaranteod merchandising i~ oflered by W Phila-

delphia. as part of its “Ritchen Rapers™

stant road tonr of the station’™ area.

for “Kitchen Kapers." hot ali W' adyerlisers get some mor-
chandising.  Atlama™s WSB display  in leeal outlet of Colonial Point-of-<ale  displas

The merchandising problem:

<how which is o a con-

A preminm rate i~ charged

2. Admen’s reactions to merchandising are as
varied as fingerprints. Some like it; some don’t

T
“ 0 Iwo ]ll'll|l}:‘ anongy :1l|\l'['|i?-l‘]':-.
ageneies, stations, reps have exactly the
samie point of view about merchandis.
ing by radio stations. And as the pace
of merchandising activity has quick-
el ot hundrods of stations aver the
I . s the number of industryites whao
are peatral” on the subjert has stead-
il\ -|hir1||i|--|,

Fhe Tour gquotations which  Tollow
sttt up the extremes of reaction:

f he Jrrenn e ranaLer fi_,l‘ i {H!';_'r'
Vidwestern

HIPToN es

stetion:  “Merehandising

aur relations with clients.
he sucer=< ar lathare of our merchan-
di~ing ellors are wold at renewal time
aned all Tean say is that we have almos
FOO* . renewal business,”

Fhe wdvertising manazer of one of

the procluct divisions of wmajor baled-

soods wdvertiser: “Loeal mevehandis-
e by radio stations gives radio adver-
Liserr= Lhat acded TR that "I"II'JTII"-—
it

!r.'(f(' petferan sales manager of o Illr'mr'-

P raetre sfalton e one ol the O -

(v s Tggest fmdustriol arons: W ¢ are
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in the radio business, Too many radio
slations are scrambling 1o offer mer-
chandising ‘gimmicks. and as station
ln‘l'.-mml'{ conme up \\ilh new anil ill|l|i-
tional offers they will be helped Iy
alert advertisers 1o do even more. This
i= nol fair. and actually it isn’ radio’s
joby to do this ype of merchandising,
s oo speeialized an operation. The
problem should be shaved by the ad-
vertiser and the retailer.”

1 J“.t'\ evecutive uf one n;‘ the coun-
1rv's largest cosmeties firms: “We sel-
dom use the merchandising offered us
by radio stations, We have our own
trained stall Tor merchandising eflors.
They “ve heen handling our problems in
this field for years, and they are far
more experienced in merchandising our
products than any station could ever
|ru|n'. to be,”

Onee yon get away from these ex-
fremies anmong viewpoinls, the shades
But therehy

For in the case of mer-

ol difference are endless.
ltames the tale.
chiandising whether yon're for ot oor
agatnst i amd 1o what degree mainly

by Vancouvers CKWX plugs

hoils down to individual need: need
for business on the part of the station.
necd Tor a local-level push by the client,

[n attempting 1o reflect all shades of
apinion =o as o put the entire subjeet
of radio station merchandising in sharp
reliel. sroxsor queried stations. veps.
advertisers, agencies, Opinions are or-
sanized  below  under  several main
hieadings, Since merchandising is an
increasingly eontroversial topie, sPox-

asked Dby the
Guoted individuals and by some of the

SOR - was lour above-
exerulives whose slalemenls are pre-
sented helow 1o withhold mention of
their names, Some agency people. for
-.wam|n|c'. are reluctant to go on record
as beme enthusiastie seekers of mer-
chandizing lest stations get the impres-
sion they are “sharpshooters™ trying 1o
squeeze oul every possible extra for
their cliems,

I. Is mervehandising good for
the vadio industry? This is one
subject sure to produce contrasting an-
swers, Those who fech merchandising is
bad for the health of the industry amd
ultimately had for advertisers who de-
pend on radio 1o sell their goods in-
clude the head of a large station yep
oreantzation who told spoxsowr:

“In our contacts with agencies, we've
noticed o trend toward  letting mer-

SPONSOR

Stores chiain i= parl of the big Southern outlet’s merchandising

for NBC Radio network show sponsored by Armour™s Dial Soap.
Many stations north of the U, S.-Canadian border are in the mer-

chandising act. from Nova Scotia to British Columbin. Above righi:

Alka-Seltzer




Josion’s

dients, as in above left display in grocery chain Tor Colgate’s
“ab detergent. Shoppers in Los Angeles find KNX merchandising
ie-ins

wre, HPL-man Philip Norman goes behind o store

1l

—
- —

WEEIL offer~ regular merchandising semvices 1o sttion

“Hounsewives” Proteetive  Leag

chandising influence media decisions.
Il stations aren’t careful about how
much merchandising support they of-
fer. they way find that time bhuying will
be done more and more on the basis of
how many store tie-ups and fancy pro-
motions a station is willing 1o give an
advertiser for [ree. as well as how ;;_nmd
an advertising value the station’s avail-
Such a situation could
only be harmful 1o stations and adver-

abilities are.

tisers alike in the long run.”

Ira Herbert, vop. and sales divector
of New York independent  station
WANEW. expressed his opposition Lo
merchandising by radio stations this
way:

“WANEW will continue its poliey of
avoiding extensive “in store” merchan-
dising projects on the basis that these
projects are discriminatory and tanta-
mount to a hidden rate cut. It should
also be noted that the very stations
utilizing this means of lowering their
published rates are at the same time
baldly rate-cutting without the benefit
of the merchandising sublerfuge.”

Herberl as well as other stationmen
told sponsor they felt that merchandis-
ing in many ecases added up 1o a viola-
tion of the Robinson-Patman Act which
provides, in effect. for equal treatment
to all clients,

Even stations which now do mer-
chandising are in some cases concerned
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1w a familiar sight:

cannler 1o Oran

with what will come of the trend. Said
an Eastern station manager whose stall
now performs several extensive services
for elients: “Today we distribute post-
ers. arrange =ales meetings. and do
mailings, Will we be forced, in future
years. to jump behind the counter as
well 7 I'd hate to see us get into a mer-
chandising “gasoline war’” with the oth-
er stations in this market and end up
suowed under a heap of gimmicks that
perhaps please no one very much and
velt cost us plenty of hard eash.”

In contrast 10 these views on nier-
chandising many elient and agency
people feel radio can offer extra serv-
ices without entangling itself in de-
structive difheulties, Said an account
execulive in a major N.Y.C. ageney:

“Merchandising. where the client
needs what a station can do. helps hoth
the client and the station, Recently one
ol our clients who doesn’t have a l;lr;:l'
sales foree and ‘detail erew” hought a
spot radio campaign and received a lot
of merchandising cooperation  [rom
stations.  The sales results of the cam-
paign were very eflective and helped
greatly in selling our client on the
values of radio. 1 think such station
merchandising adds a vuseful “extra di-
mension” 1o air advertising and will
evenlually bencfhit radio greatly.”

A stalion rep executive connmented
that the trend to merchandising was hy

“v]mrlllln'lll store Lo Lie

plug the advantages of Re Clean produet personally 1o honsewile

shopper in L. A department store. Above right: WCCO. Min-

neapolise set nup a special merchandising display in Donaldson’s

in with ~zlling job done for Spu-Filled

ge Juiee hy WCCOs Allen Gray . thos helping ~ell 300 cases

this point a tide no one coold turn
back., “H’s a matter of how vou chan-
uel it.” he said. 1 [eel the station can
demonstrale sales results more effec-
tivelv through merchandising by mak-
ing closer contact with stores in its
market and thereby pay for the cost of
merchandising  with  increased  sales
based on stronger =elling  evidence.
\lureuwr.

needn’t  fall

intelligent  managemen

victin Lo |-ulll|ll‘li|i\1‘
serambling o outdo what the other sta-
tions do in merchandising.”

\ sales execulive whose station has
a premium-priced merchandising show
conmented  thar  all  merchandising
needn’t be in the category of give-
aways, “Our clients pay for the shelf
checking. ete. provided with our mer-
chandising show. The client ben=hts
and we make no out-of-pocker dona-
tion therehy.”

There are many similar shows at sta-
tions spread over the country and many
in the industry. as well as clients them-
sclves. who feel advertisers should pay
for merchandising.  This hrings up the
next topre,

2. Who shoeuld pay for sta-
tion merchandising? Siualions
are divided roughly into five groups
on this subject: (11 Stations who he-
lieve extensive merchandising suppor
should be offered free of (’1I.’ll'_‘_’l' hut
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(Continued)

who generally base the amount of mer-
climdi=ing on the volume of business
placed by an advertiser: (2} stations
which charge a premium rate for par-
teipation in or sponsorship of special
shows tied into a merchandising plan:
(3) =tations which have no set amount
that a chient must spend 10 receive
merchandising support bhut whieh hase
it on the illl.‘lptelli“il} ol the client’s
campaign toward their existing mer-
chandising deals. 1) stations which
oller a merchan-
dising support “for free™ 1o any clienl.

bare minimum  of

atd who charge al cost for exten-
sive extra sapport, amnd 151 stations
which disapprove  merchandising by
outlets. regarding it as an advertiser
function: rnl!.*l‘:[l;l‘ll!l\ il}l‘_\ don’t offer
merchandising. paid or [ree.

Vidvertisers will find thar air outlets
who offer merchandising will do =0 in
_ftl-l aboul the first four ways ahove,
Ouly a handful of major radio <la-
troms can charee Tor their merchandis-
ing ellorts,

Heve are three shades of apinion on
whos 1o pay for merchandising thal
slations Pron ide:

Reports a major outlet on the East-
ern Seahoard. I an advertiser needs
and wants mevehandising in its fullest
concepl, then such service should he
available 1o him in conjunction with
his advertising only through special
programs offering such merchandising
and carrying premium rates,”

From Ken Hughes, promotion man-

ol CKWX. Yancouver, Canada.
“Ihe maximum amount of merchandis-
inz done for any one client on our
CRWN usu-
ally =ets up a routine pattern through
our eopyriecht “Promotion Yardstick
I this system. each account is aveard-

Ay

statton is rather Mexible.

el acerraim number of poins based on
the actual amount of airtime bought,
Fhens we “spend” these points for the
s|ronsor L VIrons !Ilnlllulillnm t".ll'|l ol
whieh s worth so many points.”

From Marion Annenberg. promotion
manager, W DS, New Orleans, “Mer-
chandising of o client™ schedale is an
amtomatie function of WDsU, All ad-
vertisers are enlitled o, and receive,
same nerchandising support. N limil
ot spectiied expenditure has ever heen
desicnated to qualify an advertiser for
i, Olwionslyv. however, it would not Le
crunomically sound tnor Tair) 1o pro-
vide = nuch merchadising support to
e =tll a= o the laree advertiser,”

33

3. In general. what do you
like or dislike most about
merchandising as done to-
day by radio stations? In ask-
ing this question. sPONsOR received a
wide vartety of specific praises and
aripes about merchandising from vari-
ous adverlisers. air outlets. agencies.
and representatives.  Here are some of
the more important ones on the “we
like merchandising™ side of the fence:
“Station merchandising is a valuable
‘plus” in an area where the majority of
radio-sold produets are retailed through
self-service grocery and drug slores,
VMerchandising reminds the customer
of what he’s heard, or steers a cus-
fomer toward being exposed 1o an ad-
vertiser's  commercials.”
Midwestern ad ageney)
“Sinee TV came along. it's been difli-
cult 1o work up enthusiasm among our
sales foree and rvetailers for radio cam-
paigns, although we're aware that ra-
dio does a big selling job for us.
Merchandising  plays  an  important
radio to those who sell

(From a

role in “selling’
our products”™ (From the ad manager
of a household eleanser firm)
“Although we do a lot of merchan-
dising ourselves for our products. and
prefer to do it this way. we have to
forus our attention on our major prod-
ucts and let our smaller and less im-
portant items virtually shift for them-
selves. Merchandising by stations has
begun to fill many gaps in this arrange-
ment. and s in turn stepping up the
amount of advertising we do for nur

PRO

Stotions, admen who like trend
toward merchandising now state:

(From an advertis-
ing executive of a large food-product
company |

“We're definitely in favor of mer-
chandising done by media. and we try

lesser products.”

to get as much of it as possible for our
clients. We find that stations are will-
ing to cooperate with us in matching
the merchandising services they have
to offer with the type of merchandis-
ing our clients need for a specific cam-
paien. In the long run. it builds a
good relationship between the ageney
and radio outlets. and adds to the long-
term values of vadio.” (From a New
York ad agency specializing in jewelry.
textile, and other accounts that need
merchandising support )

On the “dislike”™ side of the fence.
admen  singled out various specific
faults of station merchandising. includ-
ing the following:

“Stations plug themselves and their
programs too much in their merchan-
dising activities. We've even been asked
to pay for some merchandising stunts
in which we could barely find our own
name.” (From the merchandising man-
ager of a leading drug manufacturer)

“There i=n’t much originality to the
bulk of station merchandising. | mean.
promotions look the same for different
clients, and hegin to fall into a rut
Perhaps stations are trying to spread
themselves too thin.”™ (From an ac-
counl executive of a Madison Avenue
all agency)

“Merchamlising tie-ups by stations
are psually in grocery outlets. and

CON

Opponents of merchandising in
advertising industry retort:

i. Retatling trend fn recent vears
fras bieon towward seli-service stores,
WVerelandising fvereases value of
railro edvertising in suwelt outlets,
2. Lathusiasnr of radio wdvertise
er’s local sales force is greath
tnereased for produet, wie medinn.

:f. 1.‘{'{! r*l’fﬂ!flﬂ.\'ﬂlﬂl.‘_‘ hf'lf.\ tn ity
promational  gaps tor focal orore-
aioned radio olients, helps od hod-
wets go further in owir wdvertising.

I. (lose relationship ol stations
wund  retuilers  in merchandising
drives pavs off when new products
wre Aannched via biz are te-fns.

I. Advertisers complain that mer-
clandising rs uneren: its costs are
often  chorged 1o clients  who
wonld rather handle it themselves.

2. Basically o chan-store opera-
tion, independeat  merchants are
cool 1o i, react ,-nmn'l' fir ;mm’n-'."s.

3. Some stanons use werchandis-
ing as a hidden rate-cut, offering
moere il more, fnoerder to attract
new spot or nefworle air business.

I. Few stations are ingentous in
therr hoendling o] merchandising,
admen conplain: too much ol i
looks alile or p."ngs unn‘"\' stations.

SPONSOR




sometimes i drug stores. Seldom do
you find them in other types of retail
establishments.  Since  our products
aren’t sold in these stores. | think it's
unfair that we have to pay a station
rate that often includes a charge for
merchandising we can’t use.”™ (From
an apphiance manufacturer)

“Our salesmen report a considerable
amount of griping on the part of small.
mdependent merchants— who represent
an important part of our sales volume
—about station merchandising tie-ups
that involve the large chain stores,
This is because the cliains receive a lot
of air plugs as part of the merchandis-
ing deal. Since this griping takes the
form of antagonism to our sales foree
and bad display for our products in
independent outlets, we're seriously re-
considering the value of local radio
merchandising deals.” (From a mer-
chandising executive of one of the
three largest soap-and-drug manufac-
luring companies )

“Most of this radio station merchan-
dising looks good on reports. but with
me the yardstick has always been how
much good does it do the manufactur-
er? With but rare exceptions, I've
never seen anything given away by
stations that could be rated as a solid
contribution to a manufacturer’s sales
cfforts at the point-of-sale. The excep-
tions are stations like WLW that do a
well-contrived. concentrated job. some-
thing that has become over the years
an integral part of the station’s opera-
tions.” (From Thomas R, Santacroce,
v.p. and merchandising director of the
Biow Company )

How admen will view merchandising
in the future seems largely to depend
on how well stations and advertisers
correct any abuses and inadequancies
in it which exist today. * %k

i i ™y "

Newsletters, schedules

An important part of radio merchandis-
ing campaigns is informing the local
dealers and retailers that a new air ad-
vertising schedule is abont to start. At
right are typical station mailings to plug
the kick-off of air campaigns. Top to
botwom they include: The “WNAN-tra™
of Yankton’s WNAX; “Trade Winds™
newsletter to grocers and druggists from
Baltimore’s WFBR: a periodic retailer
mailing  from  Washington’s WWDC;
and a monthly program schedule mailed
by Cleveland’s WHK to its listeners
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to sell WOXR's audience which spends
18 million dollars a week on food alone
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Retailer mailings Featured products. Orleans; WOXKR. New York Cin: WERD. Atbkinta: WOWL, Flor-
Bottom row: WDAK. Columbus, Ga.s KNUZ, Houston:
WOLF. Syracuse. WIHBC, Canton. Ohio,

shows. this kind of merchandising activity is not confined o the

new  merchandising
drives are plugged o retailers by stations with a wide variety of cuee, Ala,
mailing picees. which range from <imple post cards run off on As above cross-section
Above panel shows

Tnp row: WDSU. New

mimeo machines to multi-eolor printed folders.

v typieal group of such mailing items, Largest markets and biggest stations, bt is done by vietually all
a typieal gr :

The merchandising problem:

.

3. Seldom are station merchandising campaigns
alike. Herein are examples which show wide scope

r
" lat docs merchandising  consist
of at radio stations?

\s the level of merchandisimg activ-
iy by oair outlets and networks steps
g this question = being asked, move
and more, by Teading radio advertisers,
Bt a look ar a station’s call letrers,
ratings. lecation. power, and often even
it= rate card seldom gives the answer,

\[nhl

paigns tday have just theee things in

radio merchandising  cam-
Ol

I Pheyre available only 1o radio
||Il'

work that's offering the merchandising

whertisers nsing slation or net-

p==t=lannee

2. They 2o into action as soon as

=jmil conlrael has been siened or a
network show clearved, and start ont by
telling local vetailers and wholesalers
that o canpaien is starling,

o Onee the air campaign is rolling,
the merehandising then funetions as a
foltosw-up to are commereials, wsually
al the pomt-ol-sale.

Outstdde of thes

e -"1:”1.' sl size ol

hasic stumilarities,

merchandising

id

campaigns done at the local level by
7. 5. and Canadian radio outlels, meth-
wds of payment, and the sales resulis
for air-advertised and  merchandised
products are determined by :

e The station’s local merchandising
poliey, since many stations are hitterly
opposed to making anyvthing more than
a hmited effor.

e The amount of promotional mgenu-
ity a station puts behind its merchan-
dising campaigns.

o How mueh cold ¢ash a radio station
has on hand for merehandising activi-
ties that are not strictly andience pro-
molion stunts,

Picking  “representative”  examples
of =tation werchandising  from  the
over- 100 yeplies 1o a SPONSOR survey of
thi= local activity. therelore, was an
extremeh diflicult 1ask.
stations o eversthing short of hiring

some radio
Ringling Brothers to stage a parade of
clephants down Main Street as part of
A\t the

olten in

their mevchandising activitices,

<ame time, olher stations

markets of equal size, and with com-

feel that merchan-
dising begins and ends with a mimeo-
graph mailing o retailers. advising
them that a campaign is aboul to start,

Because of this lack of uniformity in
station merehandising. spoxsor there-

parable rate cards

fore chose a wide variety of examples
for highlighting in this report. In some
vases. Lhese represent the ultimate in
station merchandising efforts—hut only
to show advertisers what a “maximum
effort™ looks like. Othey examples are
largely “average eflorts” and are much
maore what sponsors can expect Iur|z|)'
from the majoritv of radio stations,
\ few examples are even “minimun ef-
fort=.” just 1o add perspective.

Here. then. is a cross-secltion  of
what's going on today i radio sta-
tion merchandising:

WLW. Cincinnati Since 1939,
this 50 kw. outlet in the hean of the
Midwest has headed most admen’s hists
of stations which o in for bhig-scale
merchandising efforts,. What WLW of-
fers advertisers. therefore. is far from
being “typical” station merchandising
though its promotions have provided
the master pattern which many other
stutions have followed to whatever de-
aree was practical for them,

WEW doesu’t charvge “extra™ for its
fabulous  merchandising  and  doesn’t

SPONSOR




since stations do the bulk of their merchandising through tie-ins

with groeery and drug chains. most of the ilems promoted in s1a-
ion mailing pieces are from these two retail categories.
many stations are broadening these mailings to include all types

of dealers and retailers in their area.

scl “mmimum’ or “maximum” con-
tract specifications but network and
spol advertisers on the station do pay
for what they get since WLW's costs
for merchandising are figured into its
published rate card,

The latest in a steady stream of raz-
zle-dazzle  merchandising  plans 1o
come from WLW is one called “POP!™
—meaning “‘point-of-purchase.”  In
the “POP'!™ plan. more than 1.000
leading supermarkets and nearly 500
drug outlets in the station’s four-state
coverage area are lied in as part of a
huge merchandising deal which in-
cludes such “for-free” services as:

(1) Distribution checkups by WLW
experts on retailers, (2) building store
displays, using the manufacturer’s own
materials. 13) attitude surveys, to un-
earth the feelings of retailers aboul
products, (4) special demonstrations
of new and unusual products to the
trade and the public. (5) extensive sla-
tion mailings of letters, post cards, ete.
to local retailers and wholesalers. (6)
stores and pictures in the WLW-pub-
lished “Buy Wavs." a
house organ sent to thousands of re-

merchandising

tailers. (71 audience promotion stunts
and ads in various printed and outdoor
media which sometimes plug the adver-
tiser or product. (81 publicity sup-
port, which functions as an indirect
form of merchandising, (9) WLW-cre-
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Panel aboyve

WNOX DRUG MERCHANDISING
SUGGESTION OF THE MONTH!

Display these WNOX advertised Cold Remedies
VICKS VAPORUB — VICKS VA-TRO-NOL. Mild and Regular

VICKS medi-trating COUGH SYRUP

VICKS medicated COUGH DROPS ’Ll

Vo customers wall sex . . . REMEMBER , . . AND BUY!
AND WATCH YOUR VOLUME GROW

WNOX

Leul Jennerar's Mumber Cne Siaton

j AMERICAN tl|lﬂ.! lOﬂ'S‘I'S SALES (Mll’llﬂl

Bing Crosby Will Sell
For General Electric Co

Thisa birong Shawy
I-Hnumlwmhln

L SRR .

Memphis:
SWRHTips™

retailer mailing from

However.
shows more
ated in-store displays in food and drug

(10)
product sales research in

outlets. special  displays  and
“tesl stores.”
{11} research follow-ups on brand-
preference changes caused by an air
campaign. (12} assistance al
meetings by WLW personnel in de-
scribing the details and results of air
advertising. (13) monthly product-list-
ing ads in retail trade papers in the
station’s area. and (14) various “spe-
cial handling”™ promotions and mer-
chandising stunts created [or specific
advertisers which interlock with those
listed ahove.

sales

In all fairness, it should be pointed
out that WLW maintains a regular
stafl of some two dozen men who oper-
ale as
ing area lo handle merchandising. and
practically nothing else. That's about
as many people as the majority of small
and many medium-sized stations have
on their entire pavroll.

“teamns  in the station’s listen-

WGAR, Clevelund 'This station is
one of the growing number of outlets
which use some form of merchandising
based on tie-ins with chain stores, lis
plan is called MerCHAINdising and
entitles
dump displays in 197 Kroger and ASP
stores throughout the WGAR coverage
area. The advertiser qualifies for this

food advertisers to end or

typical radio station werchandising mailings,
WNOX. Knoxville: KNX. Los Angeles.
merchandising newsletter from WHT, Charlotte: and
WLOS,

mailings is to inform retailers of major air advertising campaigns

MINUTE RICE 5

BRE SODRE Dy RITOT IS VC\W GIV/NG
YOU ADDITIONAL

PHILIP
NORMAN

SIX DAYS A WEEK KNX
Menday thru Soturday

WDIA,

Bottom row:

Top row:

Asheville, N, €. Effect of these

support w ith a mintmum expenditure
of 8250 per week for 13 weeks.

WCGAR's Robert Smith reported on
the success of MerCHAINdising in
these lerms: increases
conlinue Lo reward participants in our
MerCHAINdising plan. More than 20
advertisers spending nearly $100,000
have realized hoosts in sales volume of
from 15 to 2007 . helping their distri-
bution as well as their immediate sales.
Latest advertisers to reap the benefils
of MerCHAINdising are Bab-O. G.
Washington Coffee. Peter Paul. Mazola
0il. Carr-Consolidated  Biscuit  Co.,
Durkee’'s Margarine. Fab. Rival Dog
Food. and Coca-Cola.”

“Lusty  =ales

WNAX, Yaukton. S. D. This 5
kw. farm-area outlet offers extensive
merchandising without setting formal
limits and contract minimums. Aceord-

ing to WNAN,

ix worked oul as an individnal case,

“cach client’s |irnll|t!m

on the basis of the client’s needs.”

In briel. WNAN offers advertisers
the following merchandising support
without extra charge: window displavs
in the WNAN building in Yankton.
plugs in the station’s own merchandis-
ing house organ. advance letters 1o a
list of some 12,500 retailers and whole-
salers in a five-state area, personal calls
on wholesalers and jobhers. point-of-
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(Continued)
purchase materials which plug the ad-
vertiser  keved lo  certain  specific
WNAN local shows and to some net-
work shows, oceasional product plugs
in regular WNAN display ads. special
handling and distribution of the ad-
verliser's own display malerials, route
list= of local merchants. some survey
facilities. and plogs in WNAN's peri-
odic special promotions such as the sta-
tion's annual five state bowling meet.
states WNAN
Manager  Dick

“weve given a small advertiser with a

“In many instances.”
I"'romotion Harris,
schedule of 26 0y 52 spot announce-
iments on the station more merchandis-
ing supporl than weve given another
advertisers spending many times that
budget, The reason is this: The small-
er advertiser was in need of our mer-
chandising services. whereas the same
thing for a large advertiser who is
:l';lll'll Lo lln |Ii.'- Oownil l‘\[t'll'-i\'l' mer-
chandising wounld be evewash,

“Were we to have a =et formula of
N amount of merchandising for a
schedule of ‘X" dolars.” Harris added.
“Fm sure we'd find ourselves spinning
our wheels because we had committed
onrselves 1o a merchandising program
whether or not it was of value to the
advertiser, Very seldom. however. have
we received an unreasonable request
from an advertiser for merchandising.”

WLS. Chicago Like a growing
numnber of radio stations, this 50 kw,
clear-channel station prefers 1o center
ils merchandising around a specifie
plan for grocery-sold products,

WLSs merchandising is focused on
a plan  ecalled “Operation  Grocer.”
which works in the following wav:

I. WLS has a wrilten agreement

lir tie-ins

Erersthing from var cards to vrossplugs
in retailer adrertising is wtilized by sta-
tions in  merchandising  compaigns 1o
call attention to (a) the air-sold prod-
nets. (h) elient’s programs. and (c)
the station itself. At left are typical
station tie-ins and supporting adreertis-
ing. Top to bottom: A car eard from
WILK, Wilkes-Barre: conmter card from
BT, Charlotte: WTOP, Washington
tie-in grocery ad: KFYR. Bismarek, N.
. window card for Standard Ol news
series: KFI, L. A display cards  for

srocery store “Value Woek™ prowmotion
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with 11 leading  Chicago food retail
aroups (A&, Kroger, Groeerland.
ete.) whereby each of thew giyves mer-
chandising aud advertising preference
to certain grocery-sold products quali-
fying by means of wminimum advertis-
ing schedules on WLS.

2. Fach week, one of the 11 store
groups is [featured in the “Operation
Grocer”™ arrangement.  During  the
week. this store chain conducts a spe-
cial sale of WLS-advertised grocery
products, The following week, the pro-
motion and merchandising moves on Lo
the next store group in the lisi.

3. During a promotion in a particu-
lar store group. the advertisers who
qualify—Dby having bought a minimum
of six one-minute announcenients per
week for a minimum of 13 weeks in
any WLS participating show, for in-
stance—receive heavy  merchandising
support.

This includes: special store sales
and featuring, featuring in sales bulle-
tins, special plugs in newspaper ads
placed by the food groups. shelf-talkers
within stores to highlight air-sold prod-
ucts, large window banners which plug
each product an average of three times
in 13 weeks. special product mentions
m store circulars distributed to the
public. and extra tie-in advertising in-
cluding  brand - name  mentions  in
round-up announcements which plug
on WLS all the featured products and
the cooperating store chains. Partici-
pation in WLSs Feature Foods. a
premium-rate show, also earns the
above merchandising, but adds special
tie-ins which are a regular part of this
syndicated. multi-market program.

By restricting  merchandising 1o
grocery-sold products only, WLS feels
that it can throw wmore promotional
weight behind then than by offering
merchandising to all comers, A typical
report on results of the WLS approach
from the Certified Grocers of lllinois
tone of the chains)
stated that there was “an average in-
crease ol 13 to 149 per week in all
items promoted and advertised dur-
ing the WLS sale™ as compared to the
previous month, On specific grocery-
sold items. the sales jumps on grocery-
sold products have been as high as
1677 Dbecause of WLS's radio-plus-
merchandizsing deals.

participating

WWDC. Washingien, D. C. A

5 kw. Mutual afliliate in the nation’s
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capital. WW DC concentrates on skill-
ful  programing  for  local
W W DCs merchandising efforts are an
intportant part of this “commumnity in-

tastes,

tegration.” and are not lined up e a
formal plan,

WWDC's hasic merchandising  in-
cludes: setting up window displays
which plug Loth the products and the
station. circularizing the retail trade.
making personal calls on jobbers and
wholesalers to point up fact that a par-
ticular product is due to be advertised
on the station, making pilot surveys in
key stores (usually. food or drug) to
check the effectivencss of the air adver-
tising. special tie-in featuring of drug
products in the Peoples Drug Stores
chain (05 stores) with dis-
plays for two weeks each month. and
personal appearance of WWDC talent
(disk jockeys. mostly) in retail stores

window

to demonstrate or plug the advertiser’s
product. Naturally. WWDC is more
inclined to put a “maximum eflort™ be-
hind a leading client with a heavy
schedule. but the station tries to do
some merchandising for all elients.
“The most important result of our
merchandising efforts is that no spon-
sor has ever cancelled out a schedule
when a merchandising tie-in is in ef-
feet,” WWDC's Iry Lichtenstein told
sPONsOR,  “Secondlv,  sponsors who
have been getting our merchandising
lreatment insist on a conlinuance when
renewal time comes around. and some
are even willing to pay extra for it.”

WWL. New Orleans Oune of the
best-known radio outlets in the South.
S kw, WWL states its merchandising
policy as follows: “We spend a set per-
centage of the gross amount of a cli-
enl’s contract. In some cases, where a
sponsor spends large sums on a con-
tinuing basis, or has a number of prod-
ucts on the station
Vicks cold remedies—we mav spend

as for example

more if they have a special problem
which we feel justifies the additional
expenditures,”

Generally speaking WWL provides
these services to advertisers as mer-
chandising assislance:

(1) Mailings to the trade ol vari-
ous types to point up Lo grocery and
drug wholesalers and  retailers  that
campaigns are slarting, (21 personal
calls with a manufacturer’s representa-
tive on leading buvers. although WWL
won't “pressure” retailers to stock an

untvied line 030 pont-ab=ale lisplay =
throughout several leading drug and

WWL has

paid contracts with the chains rather

ovocery chains, for whicll
than stove-space-for-airtime deals. (1)

|lilrli-i|l;lliul! in various loeal =sules
meetings of WWL advertisers. some-
times even staging them at the station.
(5} “special  assistance” 1o clienls
which WWL's Promotion Director Riy
Liuzza defines as “all the little things
and big things we do for advertisers
which for the lile of me defly cate-
amd (61 a heavy schedule

of on-the-air

:.'(Il'l?.] ng,

and in-print - audience

promolion,

Although WWL promoies it= mer-
¢handising
clients, the
careful 1o avoid the pitfall of nsing i
as a substitute for good programing.

aclivities  ta potential

slation’s managemenl  is

“We know our merchandising helps
WWL saleswise” states Ray  Liuzza.
“but we do not sell vur Tacilities meve-
Iy on that basis. It is a part of the
over-all package we sell. just as our
programing, coverage, power. clear
chaunel, and for that matter our Farm
Service Department, are parts of our
over-all sales picture,  Merchandising
is a ‘plus’ we offer our sponsors to
help them through the full eyele of
selling. from consumer air advertising
I|1rung|1 puilll-nf—sale.”

WDSU, New Orleans Like ils
neighbor station in the Crescent City.
5 kw. WDSU considers merchandising
an “aulomalic function” and feels that
“all advertisers are entitled to, and
receive, some merchandising s1l|:|ml'l."
However. WDSU doesn’t scale mer-
chandising activities precisely to client
expenditures (although. obviously. the
biggest clients would get ihe biggest
lireak ).

As summarized by Promotion Mana-
ger Marion Annenberg. WDSU offers
merchandising aids such as these “on
a continuing basis. not to hit all at
once anerely to impress a client hut
timed to provide the client with the
best possible resulis™:

(1) .\I:li]ill;‘_',- to dealers and whaole-
salers, ete.. consisting of jumbo post
cards. letters. and the like, (2) WDS3I1I
monthly trade newsletters, “Grocery
Briefs”™ and “Drug Briel=.” (3) dealer
calls, where a WDSU representative
soes along with the advertiser’s staffers
to arrange for tie-in displays, or later
to make spol survevs, (1) newspaper
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{(Conrinued)
andivnee promotion ads and on-the-air
plus which don’t mention produets
Lot which call attention to local shows
which have participating advertisers,
51 publicity and other audience pro-
pation follow-ups. and 161 ads i drog
and sroeery trade |-n|n|ir:|lim1- in the
WDsU area.

Poimts out W D>l [n'nllmlillll :~|-l'riu|-
i<t Aunnenberg: “The actual merchan-
dising support is but one phase of oor
entive merchandising set-ap. AL the
encd of approximately the first six weeks
ol o schedule the client i sent a hrief
peport of our activity to date, This is
then followed up with a owre Tormal
and complete report, These two Tune-
tions lhave hecome systematized  -but

onr merchandising it<ell has not!™

WOXR. New York Me-chandising
i~ u=tally thought of by elients interms
of the bizgest network outlets in a
market. or the more aggressive, disk.
twirling independent  ontlets,  New
Yorks sedate 10 kw. WONR. which
programs high-brow music for a se-
lect-hut-loyal andience of music lovers,
shows that the specialized independents

<uch as those who program for cer-
fain musical  tastes.  like  Detroit’s
WIBK. or racial groups. like Atlanta’s
WERD ¢an do their share of mer-
chandising too.

WONR maintains extensive dealer
lists. and sends oul regular mailings
announcing campaigns with everything
from miniature mailers to four-page
folders in color.  \dvertisers with miul-
tiple outlets receive neatly printed pos.
ters in keeping with the cultural 1y pe
of programs the station offers. or else
\\'("\“ staflers work with the adver-
tiser in setting up his own displays.
Since WONR publishes a “Monthly
Progrom Guide”™ with a paid cireula-
tion ol some GO.000 Tas big as many
o ~mall-inarket newspaper. frec ails
i the “Guide™ that contain produet
plugs are apportioned monthly to the
station’s leading elients on a regular
rotating hasis,

Other merchamdising gimmicks by
WONK take the Torm ol a spercial
Dining Out™ hulleting <ent free 1o
lsteners by two datly restaurant [rire
ticipation shows, at the rate of some
100 o momnthe: special envelaps =inll-
ers  lor Tserviee”  or nstitutional
clicnts: aud various on-the-air and in-
print publicity and andience promotion,

8

States WONR's Mary Rice Anderson.,
“Nocut-and-dried rule for a maxi-
mum amount of merchandising or size
of contrart determines WQNR's mer-
chandising aids to its advertisers, Fach
case is considered from many angles.
and any reasonable request is granted.
VMost of oonr merchandising is [ree.
though, in many instances. the client
pays all or a part.”

WIP, Philadelphia A (urther de-
velopment of the merchandising tech-
nique wherehby a particular category
of radio advertiser (food. drug. gro-
Cer ssold. etes 1 receives the bulk of the
station’s merchandising is the big pre-
mivnerate show around which special
merchandising  gimmicks  have been
butht for the benefit of the show’s par-
ticipating clients. By this method. a
creal deal of promotional pressure can
olten he brought to bear for a small
aroup of advertisers in a large market.
as opposed to the “shotgun™ treatment
of limited merchandising which some
stations set oot Lo give all or most ad-
vertisers,

With their added merchandising
simmicks. these partictpating shows—
such as the Housewivess Protective
Leagne on the CBS-represented outlets
like WCCO. KMON. WEEL KFL ele.
and the syndicated Feature Foods show
in several leading markets  are there-
fure a sort of “package”™ which com-
hines air advertising with extra-fancy.
suaranteed merchandising.

Such a show is found 1ypieally in
5 kw. WIIMs fiveyear-old  KNitchen
Kapers program. aired on weekday
marnings  from 915 to 9215, (An-
oth WIP show. Mary Biddle, sim-
larly offers faney  merchandising  at
a premiunt price. but is also available
lo sponsors at a lower rate minus the
merchandising, )

WII is a firm believer that “all pro-
motion and merchandising should he
scaled in proportion to the adyertiser’s
expenditures”™ but Promotion Director
[l Wallis adds that “merchandising
in its fullest coneept. . shonld be avail-
able. . Ahrongh special programs offer-
ing such merchandising and carrving
premiun vates” since many merchan-
dising-conseions advortisers are willing
o pay extra to zel a good brand of it

\idvertisers nsing KNitelien Kapers on
WP tminimom deal: two anmounee-
ments per week for 13 weeksi get a
faney package of pronwotion, merchan:

dising and air advertising. for their
products. which consists of:

(11 Letters and other mailings 1o
all chain store huvers and managers.
announcing the campaign. (2} retail
calls on chain stores. to discuss the
campaign and improved product dis-
plays. (3) store tic-ins and plugs for
Kitchen Kapers produets in the store’s
advertising. (b1 special sales of the
air-sold products in major chains, (5]
extensive on-the-air  plugs and  an-
nourcenients on WIPL (61 extensive
in-store displays. including giant post-
ers. special arrangements. end displays
of advertiser’s products. (71 trade
press advertising, (8) continning au-
dience promotion and publicity in a
wide variety of media aimed at the
IIN]'P“!'.

An outstanding feature of this “pack-
age” deal is that the Kitchen Kapers
show is constantly on a local road tour
of  Philadelphia and  Camden  clubs.
charity organizations. churches, lodges,
These “remote” broadeasts are a mer-
chandising special unto themselves. Big
product  displays and  product sam-
pling is provided at such hroadeasts
an art which WIP has perfected in
the five vears that it has aived the show.
Upwards of 15,000 women annually
see thi= merchandising showease in ils
tours, and the effect of the commercials
in the live show plus the plugs gar-
nered in its tour. 1= sizable.

WIP. it should be pointed out. dores
not start and stop its merchandising
with its star attraction. Kitchen Kapers.
The station also participates in such
MBS network merchandising deals as
the recent “Look. Mom-= 1ts a Pienic!™
and tries to do some kind of merchan-
dising and/or promotion for virtually
all of its network and =pot elients, How-
ever. the daily participation show re-
ceives the lon's share of the station’s
merchandising support,

WCOSIHL, Porddand. Me. Merchan-
dising is by no means confined 1o the
big outlets in the largest cities. al-
though  theiv campaigns  are  more
splashy and likely 1o attract the atten-
tion of leading clients,  Representative
of the type of merchandising done by
air outlets 1w smaller markets are the
cTorts of WOSH. a veteran radio out-
let of 5 kw. in Portland. Me. As stated
by WOSH Promotion Director Lin-
wood T Pitman. they are not defined
by formal limits. bot generally inelude:
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(1 Letters or post cards 1o local
trade outlets that handle the air-=old
product. since the station maintains
lists of some 400 retail grocers. 150
druggists, plus lists of department
stores and other retailers. (21 ovea
sional  newspaper tie-in - advertising,
with the advertiser or distributor help-
ing to cover costs. 131 occasional in-
store displays for local or network pro-
arams, but without any steady or con-
tract arrangements, b ocalls on local
dealers by local air personalities on
WCESH 1o plug a <ponsor’s programs,

CIFRN. Edmonton. Alberta.
Canada Canadian stations are fol-
lowing the merchandising trend, often
patterning their efforts on those done
in the U'.S. Among stations north of
the border doing mervchandising is Ed-
monton's 5 kw., CFRN. whose ]illi\“! i
director. Isobel MeDonald, states that
the station’s merchandising pohiey is
“still growing.” Wrote Miss MeDonald:

“Our basic merchandizing for ac-
counts placed directly with the station.
ar for our maore populay half-hour net-
\uill\ .\llll\\'-, i?- da= rn]|=|\\‘4:

“Letters to dealers lllrml;.'llulll the
coverage area lelling them of the cam-
paign and wrging them to place the
|l!’lll|ll('l on the counter or in the win-
dow 1o increase the effective -t-”in;: of
the campaign. A product that is begin-
ning sales in our markel area receives
Ilt'll.l ﬂll'nu;_'ll letters to wholesalers,

“A special gimmick used for the “To-
mato Time™ campaign for Campbells
Soups last vear was an island display
ol tomalo ||rn|lm'l.-' with a |'u||||.\|u';|L4'r
and a recorded pitch 1o the passing
customer. lelling them about Camp-
bell’s products. It incorporated Camp-

( Please turn to page Y0)

Follow-throuyh

l’fh'n merchandising phu.r_\ gao beyond
simple store displays and  point-of-sale
promotions, Stations will in some cases
cooperate with q client’s sales foree in
mpany ways. from making calls on re-
tcilers to doing researel to trace the
effectiveness of a merchandising cam-
paign.  Seen at right, top te bottom:
WIWL's Ray Liuzza ¢alls on local re-
tailer; WCAL. Philadelphia. *Shoppin’
Fun™ show. which originates as a com-
plete package from local food stores:
WGAR s “MerCHAINdising™ operation:
WOR's N. Y. “Consumer Test Panel”
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The merchandising problem

4. What direction should be
taken by merchandising? Here
are latest recommendations

’nrn':niu;l_\ controversial, radio sta-
tion merchandising today poses a ma-
jor problem o Loth advertisers and
shilions, \I','!'l‘l‘l'ifl"lﬂ 1= lac L'ln_'_- 0n
evervthing from the size of the station
call letters in a poster to the methods
by which the merchandising  cosis
should be paid. as earlier articles in
this section on merchandising have in-
dicated.  Many  executives therefore
are asking todayv: “Iln what direction
should  merchandising travel in the
future for the henefit of all con-
cerned 27

lli']". Lo, [Ill'rf' i.“ li“k ll[ ;l;[l'l'n"'lll.
\imong the ranks of clients, agencies.
representatives. and stations the opine
ions on what should he done about
merchandising run all the way from
“We need mueh more merchandising
by stations™ 1o “Let’s cut outl radio
merchandising entirely.”

\l;lll_\ station= and admen, however,
have thought long and seriously ahowut
the [uture of this extra promotional
activity, and have some useful or in-
leresting  recommendations to  make.
sponsoRr hevewith prescnts a cross-see-
tion of such “whither-merchandising 7™

proposals:

* L L]

What stations  recommend
Some of the country’s leading stations,
as comment= I'I"."l'"h'l’l l'l""'\\lll"lb i”
this ~ection <how. see merchandising as

Biggest mervchandiser

Cincinnari’s WELW is undisputed Tif-
fany’s wmong stations who merchaodise
their air adrertisers. and bas set the pa-
tern for today™s trend. WELEW werclhan-
dising promotions tie i some L0
grocery stores. 500 drug stores in the
stution’s big four-stare arca with every
type of merchandising  givomick. A
left: WELW reats space on the city’s cabs
on an ovpnnael basis, plugs periodie stunts
like *Advertised Brawds Week  Few
stations, of conrse. are equipped  to
duplicate the amonnt of merchandising

that WLW offers to its adrertisers,

SPONSOR
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a dangerous tide which can drowu the
industry in a sea of rate-reducing, pres-
tige-reducing competition disguised as
“merchandising.”

One leading Midwest radio station
voiced its recommendation in the form
ol a question:

“Don’t you honestly believe that
the same time, effort, and money that
such activities cost could be letter di-
rected o improving a radio station’s
program and physical facilities. thus
making it a better buy for any adver-
tiser? ™

Other stations queried by sroxson
made comments along similar lines,
Here are a few:

e “No more than the bare minimumn.
If an advertiser wants faney point-of-
sale merchandising, he should do it
himsell or else pay extra.”

e “This isn't our job. Radio sta-
tions should air programs. and then
sell them and the adjacencies. The in-
dustry will be hetter off if stations con-
fine their outside activities of this na-
ture to audience promotion.”

e “I say. ‘Cut out the merchandis-
ing.” Too many clients are using i
as an excuse lo get what amounts to a
rate reduction. Also. too many stations
are propping up their rates with it.
Let’s he realistic.”

On the other hand. many a station
that has tried merchandising finds it a
useful extension of air advertising and
recommends that radio stations every-
where embark on it in some form.
Typical of such comment are the re-
marks of an executive of a 50 kw. out-
let on the West Coast:

“More and more consumer products
are being sold in self-service grocery
and drug stores where the effects of
good air advertising are diluted by
everything from poor shelf positions
to uninformed clerks.  Air advertising
presells the consumer on a brand. Deal-
er Lie-ins—which we call *merchandis-
ing’—are increasingly essential today.
and radio should do everything it can
to provide more of them.”

Apart from recommendations which
grow oul of “for™ or “against™ feelings,
several stations made proposals Lo
sponsoR which dealt with possible im-
provements in their relations with spon-
sors and ad agencies, and for a more
equitable distribution of the costs of
merchandising. A few:

e “Good merchandising is mighty
expensive. | certainly feel there's a
place for station merchandising. but it
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vught to be sel up as a special depart-
menl Ur a Slillilln “'llllﬁt" l'l‘.l'\'ii'i_‘:! are
available to advertisers al an extra
price.”

o “Merchandising should be restric-
ted to prewium-price shows which in-
clude the costs of merchandising in the
over-all show costs.  This way. a bet-
ter job can be done for advertizers whao
feel they must have merchandising, and
are willing to pay for ir.”

o “Advertisers should not sit com-
fortably on the sidelines and watch a
station knock itsell out promoting
Il]'llgr;l"l or -a !;Illli ('{]lnl.h'.]i:_'l[. 'l‘lll'
very least a program advertiser could
do if a station has arranged a special
store featuring or sale. for instance. is
to plug the merchandising during the
E‘-hﬂ“’.n

e “We're aften up against agencies
who make a |mi|1l of tl'_\'illg to line up
merchandising for their clients.  We
have no argument against that. if the
requests are within reason. But | think
agencies would get more uniform mer-
chandising. and better results. il they
would make a point of cooperating
with stations in the planning of nier-
chandising campaigns. and adapting
what a station has to offer 1o what a
client needs,”

As these remarks indicate. merchan-
dising is still in the evolutiouary stage.
There are no such things as industry
standards for merchandising. as there
are for, say, program lengths or com-
mercial length, So far. the National
Association of Radio and Television
Broadeasters has not issued an analy-
sis. But pressure [rom stalions which
are bewildered as to just how far to go
in merchandising may set the NAR'TB

to reviewing the situation and setting
up slandards.

What cliecnis  recommend
Like the NARTEB. the Associntion of
National Advertisers has not adopted
dAny rl'bllll]ti(:lllh our Ill.‘_ult" Ay _L'I’Ill‘l'.l{
recommendations on the subject of =ta-
tion merchandising, A= sathered I
SPONSOR, opinion among advertisers on
how merchamdising can be improved
viaries widely tone hig reason win
ANA has no particular staud ).

However, some leading clients  all
of whom were involved in merchandis-
ing arrangements with stations or net-
works—did make comments, such as
these:

e “Foo much station merchandising
is of the routine variety. the *As adver-

tised on WANNN.

plan to it and it tooks the same for

There’s no master
different advertisers.  Stations should
try to gear more of their merchandising
to pushing specific radio programs aud
|1|'ulh]l'l.‘-. and less to }lu:-'hill;_' the sla-
tion’s call letters and frequeney.”

e “Costs of merchandising. when
they re included as part of the rate card
price. are spread unevenly over differ-
ent types of sponsors, Our products
don’t lend themselves easily 1o mer-
chandising. and therelore we get only
token support.  Bult we pay just as
much for time as the guy who's getting
the cream of the merchandising.”

o “As an advertiser, I'm always a
little suspicious of media that offer
fabulous merchandising deals.  Too
often in the past, I've found that this
merely covers up weaknesses in circu-
lation, or atlempts Lo holster a rate.
(Please turn to page 97)

Merchandising recommendations

sponsok, on the basis of its industrywide survey, recommends the following

zuideposts 1o stations in rendering a reasonable merchandi=ing -ervice.

I. If advertisers want something Levond what stations are set up

to deliver. stations should charge for it on a businesslike basis.

2. To acquaint distributors. chain executives, distriet managers with

air campaigns. stations should employ a merchandising contact muan.

3. In their desire to do merchandising, stations should not neglect

andience promotion (which includes merchandising elements). The

two services can often be combined to elient’s best advantage.
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PROGRAMMING

Programs from three major
networks...CBS, ABC, Dumont,
and excellent local shows.

PROVEN
RESULTS

See your nearest KATZ
AGENCY for time on Central
New York's most looked at
television station.
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TELEVISION
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Philip L. McHugh

agency proftle Director Radic & TV

Tracy Locke Co., Inc., Dallas

Many an ollice-bound Fastern ageneyiman would raise a polite
cyebrow at the sight of Phil McHugh's expense sheet. Recently, a
week’s itinerary read like this: “Sunday. Oklahoma City. recording
for Light Crust Flour: Monday, Colorado Springs. o put new
Borden and Budweiser announcements in production at the Alexan-
der Film Co.: Tuesday. KPRC. Houston, with Jack Harris and Jack
MeGrew: Wednesday through Saturdayv. home office in Dallas: Sun-
day. back to Oklahoma City for more recordings at WKY.”

Phil explains all this perambalation by saving: “The client of a
regional agency expects and gets a greal deal more service for his
advertising dollar. He expects a hetter understanding of his problems
and quicker results in his advertising, This means that the ageney
has to produce more effectively and efliciently to keep ahead of the
compelition. whether it is national. regional, or local”

Needless to say. a regional agency (even in Texas) can’t afford
to take the provineial approach. As Phil puts it: “Tracy Locke. the
largest and oldest ageney in the Southwesl. is completely departmen-
talized with a modern vesearch department checking on the effective-
ness of the rest of the tean. A constant cost-per-1.000-home analysis
on every announcemen! and program the agency has on the air keeps
the radio/TV director on his toes trying to get the client the con-
stantly decreasing cost-per-1.000 he expects. Our elients must think
we're doing just that: Radio/TV billings are up 40077 in two years.”

Ahthough PPhil has been in the ageney end of things for less than
three years. his hroadeast background i= a solid one. While class-
males with polysyllabic names were on the gridiron gaining fame
as “The Fighting Lrish.” Phil was devoting his non-curricular hours
at Notre Dame to writing, directing. and ammouncing several hours
of programs a week from the studios on the campus over the CBS
outlet. WSBT. in South Bend.

Joining CBS in 1938, Phil went through the usual apprentice train-
ing and was a full-lledged director when he took a leave of absence
in September 1941 1o aceept a Navy commission, During the next
five vears he moved hack and forth between speeial radio projects
and regular sea dutyv. Phil returned to CBS for three more vears:
then hecame executive prodncer with Brown Radio Productions in
Nashville. He joined Tracy Locke in Dallas as director of radio and
I'V in February 1950, and has ridden the air media boom there

over ‘illl'l‘. x & K
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OUR months after WFAA opened The Early Birds show,

the station held an audience contest to find a better
name. Response was a ringing protest reminiscent of James
Kimbrough Jones’ fiery declaration on the floor of Congress
in 1881. Congressman Jones was passionately opposed to
changing the name of Arkansas. Listeners to WFAA’s Farly
Birds were no less vehement in their defense of a name the
station brass thought too corny.

It all began in March, 1930. Forty-five minutes of early morn-
ing music and nonsense was ready to go...only the name
appeared doubtful. That doubt was erased by the ensuing
contest. Twenty-two years later, The Early Birds, the oldest
continuous variety show in radio, has yet to lay an egg.

¢ ..change the name of ‘The Early Birds’? Never!”

Matter of fact, The Birds take to the air so well that in

after 22 years September this year their schedule was expanded from six
hink it th to seven days a week! They're currently feathering the nests
we think it the of fourteen sponsors — and almost that number are stand-

most beautiful name ing in line with automatic contracts.

A saying is popular around here now: fancy names are for
the birds — it’s what you do with a show that counts. The
FEarly Birds have sold
everything from soup
to nuts. Ask the Petry
man to tell you more.
Call him today!

we know!

ouf 30'5 ,¢:f ’

i

EDWARD PETRY & CO., NATIONAL REPRESENTATIVES e ALEX KEESE, Stotion Manager ® RADIO SERVICE OF THE DALLAS MORNING NEWS
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«savoRiTE sTory” witl B& YOUR success story

Week aofter week, story after
story, the most vivid and ex-
citing dramas ever presented
to any audience anywhere!

¢ STORIES thot leave this week's

audience eager for next week's show!

* SCRIPTS sparkling with the crea-
tive genius of Lawrence and Leel

NOT ANYWHERE, BY ANYONE, HAS TELEVISION BEEN SO HANDSOMELY AND LAVISHLY STAU!

& ACTORS . . . always the perfect

cast . ..a galaxy of headliners!

+ SETTINGS AND COSTUMES

an arfistic triumph for each programl

* MUSIC AND DIRECTION

fresh and vigorous that make each
program come vibrantly alivel

¢ PROMOTION . .. finest array

of merchandising aids in TV history!




ZIV TELEVISION PROGRAMS, INC.
1529 MADISON RD., CINCINNATI, OHIO
NEW YORK HOLLYWOOD




WASHINGTON i LMONTANA

@
| ]
KXLY—Spokane
F 4 KXLK—Great Falls
_ e
' ﬂ . ' . KXLL—Missoula
'V ( ‘-,. KXLJ—Helena

2 .\.‘- '--—-‘t‘ IDAHO !'KXLF—BUHe

KXL—Portland <

'/ ‘.,9‘
l ]
OREGON : %

KXLQ—Bozeman

\

' - The Greatest Slngle
] Advertlsmg Medlum In The

Pacific Northwest

* New York'17, N. Y. Hollywood 28, Calit. San Francisco 4, Calit Chicago 1, Illinois

347 Madison Avenue 6381 Hollywood Blvd 79 Post Sir 360 North Michigan
The w.'kl; Company Pacific Northwest Broadcasters Pacific Northwest Broadcasters The Walker Company
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What's New in Research?

Difference between one rating and another may
be “statistical ervor™ if sample size isu't large

How important is the difference benceen a v and a 6 vating? On
the answer to that question frequently hinges the deeision on what
station a timebuyer selects. But a booklet prepared by John Blair
& Co. demonstrates with charts and figares that the difference be-
tween a b and a O is not significant anless the size of the sample
used is large enough to vule out large statistical evvors. The chart
invmediately below. Jor example. shows fiest the sitnation which
prevails when the sample size is 225, In this chact the curved line
representing a rating of O crosses the horizontal line representing
a 4 (see eircle) within the “non-significant”™ area, Not until the
sample size has been increased to 1.500 calls (second chart) does
the intersection of these two ratings fall well within the “signifi-
cant” area. Not just a “gimmick.” the Blair research is based on
well-established statistical principles. A complete set of charts
and mathematical addenda is available to admen and researchers

from John Blair & Co., 150 East 33rd St.. New Yook, \N. ).
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SIOUX FALLS ~ SOUTH DAKOTA
alldw. NBEC

Scrving and Selling the Richest Corner
of Four States with 99.3% Radio Homes

announces the appointment of

THE
O. L. TAYLOR COMPANY

as

National Representatives

HOMETOWN JAMBOREE . . . /'ays 18
towns per year in KELO Primary. Awmia-
tear contests, plus professionals, plus the
search for Mr. and Mrs. Soutlh Daliota
Full page promotion weelly in the Sioux
Falls' Daily Argus Leader. plus  extra

hometown rural page. 320000 per Vi hour.
MARIE HORTEN . . . Sioux Falls’ If onren's
Show

LITTLE OSCAR . . . Sioux Falls' Only Duily
Live Talent Show

FARM NEWS . . . South Daketa’s farm
news by South Dalota’s Farm Authority,
Les Harding. Ouw the vir at farm listening
hours.

TRI-STATE COVERAGE
5 MV Area

51 Counties

Population 700,000
Radie Homes 207,000

PRIMARY & SECONDARY
COVERAGE AREA
87 Counties

Population - 1,250,000
Radic Homes 354,000

“The First With The Best in The
Upper Midwest"

hELI(

SIOUX FALLS  SOUTH DAKOTA
a0 w. NBC
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REPRESENTING
LEADING RADIO STATIONS:

EAST, SOUTHEASY

Boston-Springhicld

WBZ-WBZA

falo WGR
Philadelphia KYW e )
Pittsburgh KDKA ==y
Syracuse WIBL Sd'/ :/./,‘;:
Charleston, S. C. WCSC MA‘W : P o
Charlotte WIST . pat /
Columbia, S, C. WIS e )
Norfolk-Newport News WGH _/--"’
Raleigh-Durham WPTF -
Roanoke WDB] e 7 :
MIDWEST, SOUTHWEST
Des Maoines WHO
Davenport WOC
Duluth-Superior WDsM
Farpo WDAY
Fort Wayne WOWwWO
Indianapolis WIRE
Kansas City KMBC-KFRM
Louisville WAVE B 1
Minncapolis-St. Paul WTCN ""1 —4
Omaha KFAB I _A'
Peornia WAMBD
S ouis SD . '
B e o 0% & Pioneer Radio
Beaumant KFDM
( orpus Christ KRIS
FFt. Worth-Dallas WBAP
Houston K\(\?,
San Antonio KTSA
MOUNTAIN AND WESTY
STVIES KIDSH
enver KVOD

I{I-Jnrlllhl’-l [i]'l
PPartland, Or

itle

KOMB KIIBC

KEX
KIRO

and



ANNOUNCER SAID
YOU COULD GET IT FOR ME!”

One of the amazing things about radio is the personal equation

that builds up between announcer and listener —
a pu\\'crful and persuasive human re[:ltinnship that never, never,

never exists between a reader and, say, 24-point Caslon Bold Iralic.

Whether you are a top executive or the newest
cub in advertising, you know that sa/es do depend largely
upon this very quality — and that RADIO can give
it to you in far greater degree than printer’s ink.
National Spot RADIO also gives you the #/timate in advertising
coverage, advertising impressions-per-dollar, advertising
flexibility, advertising efficiency. Media buyers yet unborn wil:
be using Spot RADIO effectively. The economics of the

communications indusrr}' pr.-rmit no other rhnughti'u] conclusion.

WU ETERS, IINC.,

elevision Station Re/)resent:ztives
Since 1932

NEW YORK
CHICAGO 8{5"““ Dec. 6

NEW TELEPHONE NUMBER
ATLANTA FOR OUR NEW YORK OFFICE
DETROIT T
FT. WORTH ’9“‘\/*‘”
HOLLYWOOD Plaza 1-2700

SAN FRANCISCO




FURNITURE ITEMS

REDUCING BOOKLET

I itnre L, NGENGY : Direet

] ~TORY This company. a participai-

sy he Tommy Besoolds show Honday
] 200 por 300 pra ). usel Just one an-
dug some small caslh-and-carey furniture

ers 2 hours, 16 o Ihr st (et s wl nn
o of 23,70 vach—were sold as a dirver result

g, Jorrie s, the first sponsor on this vear-old

eaprartictpution show, is sl “\;';g__-_ the progriam

REY L, =un \ntonio PROGRAM: Touns Revaolds Show

resulcs

VENETIAN BLIND PARTS

SPONSOR: Lo-Calony Foud Corp. AGENCY : Gres

CAPsLLE CASE HHSTORY @ This sponsor wanted to pro-
maote its ROXN Tablets. a dicting aid. The company tool
three one-minute participations a week on this daily 12:30
to 3:00 pon. ) beawtyv-adviee program hosted by Richard
Willis. To circulate the company’s special reducing plan
tand help boost sales of the tabletsi, Willis offered the
firm’s booklet on reducing for 10¢ a copy, After just
three mentions, over 10,000 letters with dimes poured in.

WANBT, New Yk PROGR AN MHere's Looking M Yon

OFFICE SUPPLIES

SPONSOR: MeOQuiddy Printing Co, VGENCY @ Noble-Duny

CAPSULE CASE HISTORY ¢ Lfter being hired to print a
SOrLes u,i suecess slories ,-'-w WSMTI r'm'r.‘inlu a wide ra-
u}'.r_\ of items, lfr'(’m}fn"\ decided to see what TV coulid
rfu ,l‘m' uﬂf'r:‘ _\np,lh‘f'f',\. 7!::‘\ ."rm’. i J.‘mf .u'»"u’f."m"!‘ n,'i -
meincements., .f!fr'n il f.rr.h“_.‘l-n“!n.‘h* !i.‘“;l‘d!” onee .llr'r‘.'". on
WSM-TI. One month later. sales for the office supply
division were up approximately 2007 over the same month
rl_;‘ the Jrren tons vear. By the end u," the second month.,
sales had jumped 35, No other advertising was used.

WSMUTNL Na<hville, Tenn PROGRAM: American Fornm

of the Air

SPONSOR S Lesolor-Lorentzen, Tne. VGENCY ¢ Friend-Reiss
Mot lane
CAPSULE CASE IHSTORY This company manujactures
parts Jor eustom-neade | enetion blinds. sold nationally.
T'o familivrize consumers with their product and brand
UL I;rr'\ .,,:f,-,:.-..r' ] _f-fr'f' e orafing ."nlm".r‘f'-' Vi .f-"{!' .'!'II
Steele Show (ddady 2:50 10 5:00 i), Three parii J‘]'ul"
trons w week Cat 3125 cach) produced over 2000 inquiries
it a Jour-week period. Sales of Levolor parts rose 25 in
F-"u \i'fl 1u1';. wredl (s n "f'_\]'.i” H}. -‘h!.\ l.'.r.'rf llf;if'[ I'M"f'n‘i TRTS

Cttee other stations) . Firme now uses T in 10 eities.

WEIN. New Yok PROGEAM: Ted Stecle Shiow

ELECTRIC BLANKETS

SPONSOR: General Electrie Suppls VGENCY ¢ Goldthwaite:
Corp Smith
CAPSULE CASE HISTORY : To sell its G.E. electric

blankets. this account took  participations on the Del
Courtney Show (3:00 po 215 pan.i three days a week.
| mail gimmick was used 1o test results of blanket sales:
A GE. heating pad iwas offered to the viewer writing the
best letter on why he Liked fis new G.E. blanket. The first
tiwo mentions of this offer brought morce than 1,000 letters
G.E. .‘m.n}ai‘_\ was so satished. it decided to sell its vacuum
cleaner line on the show, oo, Cost: S05 per partie ipation.

NIPEN. San Franviseo PROGRAM: Dl Conrtney Show

HEADLIGHT-DIMMER

COLORED CLOTH TAPE

SPOINSOIR : Row Motor Salies G, VGENCY : Dhivet

CAPSULE CASE HHESTO0Y T explain and promote the
new  Muteonie Eye (an autennatie: headlight-dimmer) avail-
able o the 1952 Ofdsmobide, Row Motor seheduled tweo
artouncements per week on WOODTL . The company’s
peneral manaper, Havald W . Roelwell, r!rmllu.'rr'u" the of-
_J'-':'Nu'ur'\\ ] thes wdly o rrsing with .ffu' I.{-f'.l’.-'IHII_'vm':n\'\ i
Hyvidvomati Deive some 1 yvedrs ey e sanel s I_f!r'!
PHCey Neurrr s onf preigeienlienny i | Hyvelresnainn al that time. 1t was
less well Ereown and wadersi d than Tutronie Eve is alfer

just Hrih’rfﬁ 1 1l freanal e BE oer aieea &

WM HETN , Grounsd Rapid<, Vel PPROMGIE AN s Masoine eaments

SPONSOR: Mastik Tape VGENCY ¢ Gen, H. Hartman

CAPSULE CASE [HSTORY : This sponsor was launching
its Mystile Tape  colored and printed adhesive cloth rape
with a variety of uses  in the Columbus market, 1 picked
\unt Fran, a ladv who tells stories to prr'-.\n"umi' moppels
daily 100t 130 pome on WENSTL o sell Mystil: Tape
KNits. a youngster's play item. Aunt Fran plugged Mystik
on alternate Thursdavs, The SPORSOr Teporis: “At a re-
ciend a'rml."r'u'.rn e 0 hardware operalors, the u'..'-u-\.'u.'fr.'f'n'\
)‘u!m Columbus and vicrnii n'!ul:h-af e ”."-‘“k Tﬂpr‘
sales than those in any other area. due to Aunt ]"I':l.rl."

WEN=TY. Columilwis, (Miin PROGERAM: Vit Fran



Represented by

ROBERT MEEKER Associates
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Prolestor Roakin, Univeruty of Deloware, Dr fdgor B Miller

lohn Bafling, heort patient, Mits lrene Blaliewicz, and Mes Glonoa Durbem, crogrom

PRESCRIPTION

The substitution of hope and knowledge for fear and misunderstanding
is the purpose of a series of programs on heart disease presented weekly
by WDEL-TV, in cooperation with the Delaware Heart Association.
On “Live with Your Heart,” eminent medical authorities appear
before the WDEL-TV cameras to discuss the causes, symptoms, and
treatment of various kinds of heart disease, and to present the case
histories of individual patients. A similar series last year was so well
received that the Delaware Heart Association plans an augmented
series this fall and winter—proof positive of successful programming.
“Live with Your Heart" is one of the many public-service programs

presented by WDEL-TV in the interests of healthier, happier living.

WDEL=TV ;'\ Wk

A Steinman Station

1, Max Alice Doyle

New York Chicago Los Angeles San Francisco
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The

picked panel
ABSWErS

Myr. Holcombe

Laughter 1s cer

and sinee a view-
er s olten beset
with o thousand
distractions,  he
may need his tel-
evision humor
cued Lor him.

I this

SIS,
Mr. Bundaus recorded  laugh-
ler set= a ol

that heightens the humorous environ-
ment ol a program, and therefore the
cujoviment. . We've all heard of the
character who doesn’t know when 1o
¢ When that character i our view-
er. he will zet his cue from the recond-
el langhter of the situation comedy.
aned alter a few chuckles, will probably
e i a more veceptive Trame of mind,

But such vecorded lauzhter must he
honest  and  must e spantancous.
When it is dubbed. producers are gam-
bling the very imtegrity ol their pro-
aram il they do not employ delicate
diserimination in evaluating the yela-
tive reaction o each gag. One phiony
best of applause where it is nol nier-
ed can Jose the viewer's concentra-
tion on o dozen genuine voeks,

This 1= when

particalarh true

dubibed-in Janeliter s osed for pro-
dnetion reasons onlyv. either 1o streteh
tie on 1o hetehten “reaction”™ 1o en-

tertainment vallevs ol the progran.
There a= nothing quite =0 anfunny as
bestring a vollicking outhurest of studio
audience lanehver at a cag that com-
pletely nnsses oot T osuell eases,

58

tainly infectious.

W Spomsor agks...

Does recorded aundience laughter add to viewer

enjoyment of a filmed TV sitnation comedy show?

Eugene C. Holcombe

' sure that the home viewers go
back to the old beliel that such langh-
ter is foreed applause stimulated by an
ne. oul of camera range. And when
they suspect the integrity of your show,
better wateh thar slipping Nielsen.
Recorded laughter is a sound de-
vice for heightening entertainment, and
when spontancous, it is usually a grea
But dubbed. it

anly be employed the way a top mas-

assel. when should
ter chel uses his seasonings -a soup-
con here. a dash there. an occasional
and only in warranted in-
a whole handful.
Jures Bospeus
Bus. Mgr. Radio & TI
Sherman & Marquette
New Yorlk

sprinkle,

slances-

That's not an en-
lir('|_\ lllll*\}n‘l'lwl
||11:‘.-liul‘. and L.
for one. am very
happy at the op-
portunily  to an-
swer il

I don’t
who vour slar or
whio

care

ares

director =

stars
vour
'.llltl \\llll o] ||lm

Mr. Sharpe

many topnoteh writers compile yow
sitnations  the comagion of laughtes
makes a funmy situation funnier,

The  moving
I)IIIII{ 1'|l{|1]“_'|l ol that lrlllll“llg‘ Look
arotnd and listen particularly the nex

picture theatres  are

time vou are al a movie. Inoa pictnre
lionse. wy member of the andienee
that laughs is induced by the laughter
of the rest to laugh louder.

Sa o the mpression of a funny se-

quence g molion picture s there-

Advertising Manager
Special Products Div.
The Borden Co.
New York

fore formed 1o a large extent not only
with what is seen and heard on the
seveen. but what's heard in the rest of
the audience.

That is probably one of the most
important parts of our all-over tech-
nique in filming [ Love Lucy for Phil-
ip Morris and My Hero for Dunlill on
teleyision,

For on TV it is a most important
problen. The viewer of a comedy se-
l|1|l'|l|'i.‘ ol ‘IH' lt'](.‘\ i}-i(]“ sereen ‘Iili'S
not have the benefit of a large num-
ber of fellow-viewers surrounding him
anid infecting him with the contagion
of laughter. I he laughs. he either
laughs alone or with very few other
people in the same room: your situa-
tion without any audible laugh-prompt-
ing has 1o be virtually perfeet comedy.

Therefore. laughter that is picked
up on a =ound track from an audience
that cither sces the show while it's ae-
tually being filmed. or from an audi-
enee that sees the finished filmed show,
has to and does substitute for the ao-
dience that watches a picture in the

theatre,

DON SHARPE

Packager and Executive
Producer of 1 Love
Luey and My Hero

The Grecks had
a proverh oL
“Ml-timed  laugh-
ter 1= a danger-
ous Now
this wriler wanls

evil,”

no part of a
quarrel  with
Greek
nor does lie want
Mr. Weinrott Lo with

seholar,
tangle

SPONSOR




the ||ln|lllt'(‘l’ of a ilined situation com-
edy employing taped laughter, But if

sides must be chosen. the above-signed
will string along with the Grecks,
Situation comedies are with us in

force and the laughter on the =ound - PRESENT FROM

tracks is growing more aml more { BTN

forced. Il a praw-fall ensnes, paped w) ] y5

|.'|il,‘.'|ll(‘r resounds.  So far so good. = i SA“TA CLAus l
' @&

But when a lead comie turns his head

for a regulation take and a bellow re- e
sulls, it’s plain downright irritating, ~
In other words. I'm not a laffer just g by 5
gt ’ o
because the sound track is. ' a mem- v ﬂ/; —) ® That generous old gent, Santa
ber of an audience in the privacy of S = .7 » Claus, brings presents to most

my living room and T don’t wanl
canned laughter intruding when the
situation isn’t funny to me.

people only once a year. But
down in New Orleans, WDSU
is in the position of being
“Santa Claus” all year long
(366 days this annum)! The
reason . . . is the “gift"” that
WDSU delivers — worth one
BILLION dollars!

A number of years ago, the Marx
Brothers dl'\l']ll])l‘tl a syslem of ll-raliu;;
laughs before they made a motion [ric-
ture. They took an excerpl of the com-
edy they were 1o put on film. trimmed
it down to tab size, and toured the
vaudeville and/or picture houses with
it. x”ft'r the tour. I|l|‘) knew where
the laughs were and the motion pic-

Yes . . . the “Billion Dollar
New Orleans Market” s
WDSU’s gift to alert and ag-

ture was shot accordingly. : - :
gressive advertisers. In addi-

Perhaps this is one answer 1o the
tion to a rich metropolitan

area, the powerful and per-
suasive voice of WDSU
thoroughly saturates the sur-
rounding trade territory of 17
parishes (otherwise known as

current problem, 10 a real audience-
laughter-sampling were to be present
during filming. and the langhs record-
ed and noted. tracked laughter could
then be added to the finished product |
with a natural-sounding. natural-se-
quenced result.
And finally, 1. too. love Lucy. And
I laugh because it’s funny and because
when a thing is funny I laugh, |
Maybe situation-comedy shows just
have to be plain funny and let the
laughs come as they will.
Les Wesrory
TV Executive
Ted Bates & Co.
New Yorl

counties). This “present” con-
tains over one million persons
whose retail buying habits ac-
count for the spending of
more than one billion dollars
annually!

If your sales picture has been
“bad” . . . why not do as so
many other “good” boys (and
girls) have done. Write a let-
ter to “Santa Clous”—WDSU
that is—and let us tell you all
about the wonderful “present”
we have for your future!

Our experience
here at Y&R has
left e with the
very definite con-
vietion that langh
tracks  have a
value in situation

|'ul'lll'i“l"i.
In the early

TV FM
days of television * Write, Wire A9 :\\ )
Mr. Meade —way hack three or Phone Your R
or four years ago JOHN BLAIR Man! 3

NEW ORLEANSZ@
e W VTN SN e,

A2 J = (1 - .- A s ‘ e
‘-":.t..“}:u-:.-‘ IRV IR, IR

we had several sitwation comedies

without langh tracks. and we now have

Our Miss Brooks and | Married Joan
( Please turn to page 82)
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and now 2 messag

by Bob F

II 1= gratifying indeed 10 learn
that 1 have a reader—to be spe-
etfie. Williaon J. Ganz of the bl
company of the same name. Bill
ook the trouble to write me a two-
page single=<paced letter regarding
iy recent two-part masterprece on
the role of the artist in TV COpy.

I think 'l use the letter as a
point of departure. since Mr. Ganz
launched into a subjeet that ve
heen meaning to diseuss for some
time.  But first, as they say in the
commercials, T want to let my cor-
respondent know that 'moin com-
plete agreement w ith him. even
where he savs he takes issue with
what [ previously wrote,

Bill ays there “aint no such
animal™ as an artist who under-
stands advertizing and the mechan-
ies of television. Mavbe so. bt
that™s the breed we should be shap-
ing. Pygmalion-like. right now. We
sure need “em.

Bill suggests that the team of
writersartist be expanded to a tri-
nnvirate 1o include producer. A
necessary addition but one T didn’t
mention. since 1 felt the writer-
artist duet must start the copy and
then, of conrse, a production man.
whether he be an agency employee
or from an outside film concern.
be brought inte the plamning at
onee. Here not only can the sensi-
ble elfected bt
added production-values can be in-
cluded,  The planning  stage is
\\'||v||' [ullu!lli.-,

CEONnOnIes IN‘

Andl this all brings me to my
hul.‘l_\ that  Bill
Ganz raised, 105 o problem laced

topie lar one
by all agencymen: that of seeing a
commercial series sent oul i seript
ar <tory hoard Torm Tor estinntes
from several supposedly able and
reliable filin producers, then wait-

60

e from ou

nsor
pspess

“oreman

ing  hreathlessly for the returns
only to discover an exasperatingly
wide spread in price from the com-
peting concerns. You ask vourself.
“Did all the

they see sane
seripts?7
Recently. a group of story-

hoards [ had something to do with
was returned by a trio of produc-
*rs= ilnll ll“' Illvil'l' |‘il"gt‘ Wis fl‘l]l“
$12.000 10 818.000. Each of the
bids was rendered by an experi-
enced outht: each came from a
firm we had confidence inz each re-
cetved dentical storyboards and
no one had any more to base his
price on—no inside discussion or
past experience with this specifie
advertizer. Al started even—and
look where they ended up!

Why this  $6.000 disparity?
Well. perhaps one says a way 1o
reduce the location shooting is by
use of process shots (rear-sereen
projection) at no loss of quality.
Perhaps another felt that the optical
work could be stmplified—at a
substantial saving, And maybe the
high bidder was attempting to fol-
low the storyboards to the letter.
even lll't.‘ﬁ:-ill,l_’, themn up somewhat,

These items could the
price differential. In other words.
two out of three of the companies
bidding very probably were trying
to hold costs down: a worthy ambi-
tion in this gold-plated mediom 7/
—and s a great big i —mno
loss in quality or impaet were to
result.

There might very well be anoth-
er reason for the wide range in the
Iids submitted too. Let’s be frank
and =ay that one film perhaps de-
siredd toget the ageney™s and ¢li-
ent’s work Tar more than the other
two. Perhaps they wanted to use
it as a prestige hutlder for other

=

business, Perhaps they were on
the verge of another big ovder
(even a program) and wanted to
make “the big impression.”™ O
perhaps they were actually in pro-
duction on a similar job requiring
similar locations. camera crews.
optical work. art treatment: thus
by doubling of their production or-
der. they felt they could spread
their costs onl over lwo jul:.-,

Let’s also realize that there is a
figure included in most estimates
known as a “eoushion.,™  This.
through sad. sad experience. most
producers have found to be very
necessary.  The remakes they so
often are forced to make couldn’t
be billed 1o the advertiser  or
agency despite the fact that the new
shooting or opticals or what-have-
vou were solely the responsibility
of the ageney or the client.

Therefore.  friends and  Bill
Ganz. these are the reasons why |
think  estimates vary much.
What can we do about this? Get 10
know and trust several producers
rather than a dozen. Get 1o know
their personnel as well as our own
so they can be brought into the
job early instead of along the later
stages of the planning.  Help this
personnel to learn the prmhu'l-
point-of-view of specific advertis-
ers so this vital knowledge can be
bronght to hear during each job.
It"s taken the ageney years, usnal-
ly. to learn about a product and
the people who decide how it shall
he sold. Let's give the film pro-
ducer a break—and some of these
advantages, It will pay ofl if we
(I”!

a0
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Marlboro Cigarettes

The Biow Co., Inc., N.Y.C.

Chainbreaks

Universal International
The theme line of *escape from the

commonplace.” a rather erudite way of

selling a cigarette, comes to life in tele-

vision as it could in no other medium in

the Marlboro chainbreaks. The first scene

SPONSOR




I. V. story board

A column sponsored by one of the leading film producers in television
SARRRA

NEW YORK: 200 EAST 56TH STREET
CHICACO: 16 EAST ONTARIO STREET

Surprise is the keynote in a series ol liveaction spots (or Hostess Cuprcakes
A typical example shows the jaded rajah spurning gold and jewels, but a-ah,
when the Hostess Cup-cakes appear! ... Fantasy merges into stop-motion
shots ol the cakes, o pointolsale success story, and @ home scene ol happy
cating. Entertainment and persuasive selling are blended smoothly in these
productions nude by SARRA lor Continental Baking Company, Inc. through
Ted Bates & Company.

SARRA, Inc.

New York: 200 LEast 56th Sueet

Chicago: 16 East Ontario Street

20-second commercials made lor use on the Jackie Gleason Show have a novel
twist. While a personable young man on the live show describes the advan
tages of Schick Electric Shaver, Hashback shots ol the same man in a variety
ol settings show him shaving and illustrate the points he is making. Pictnes
and messages combine o cury extva conviction in these comercials pro-
duced by SARRN [or Schick, Ine. through Kudner Agency, lnc,

SARRA, Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

\ series ol 60-second commerdials lor Gerber Baby and Junior Foods ae
seen on the Kate Smith Hour, "They combine chanming live-action shots ol
babies with stop motion and shell displays ol the products. Gerber's trade-
mark baby and slogan, plus o logo formed lrom childs building blocks,
climax a salesswinning message with strong product identification.  \When
used as spots SARRN'S ide-o-viginal prints give the same clear reproduction
as the master prints. Phinned and produced by SARRN under the direction
ol D'Arey Advertising Company tor Gevber Products Company.

SARRA, Inc.

New York: 200 East 56th Sureet

Chicago: 16 East Ontario Street
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1s of some real high-brow sport, for exam-
ple, in the spot I viewed—deep-sea fishing.
Following a nice strike, a good-looking
chap lights up a Marlboro which he obvi-
ously enjoys.

The sound twrack is enrtirely voice-over,
handled by David Ross.

This combination of well-spoken words

and really slick photography gives an aura
of class and an aroma of savoir fare to
Marlboro which 1s what the brand is after.
But the morion allowed via television gives

added interest and drama to a concepr that

might well be devastatingly static and

Sullvan, Stauffer, Cobwell ¢ Bayvles. Ine, hence excessively dull in space advertising.

i~ FIFTH AVERUE NEWYORE 1L . iy ¢ .
o4 In TV, I'd say it's quite a nice way of
selling a special brand of smokes.
g SPONSOR Dormin Sleeping Capsules
o ACENUY : Dowd, Redfield & Johnstone,
Inc., N.Y.C.
PROGRAM ; Chainbreaks
I Have wAlled o too lang i writing vo tell PRODICER? Video Varieties
n o1 Lenit totien did epn the film
the # Pepsin commereinl production For those among us who feel there is too
r 5 & 1 would like to re ter L =incere -
|, your Film Departmest and other members af much preoccupation with the video in rtele-

' LA vision copy and that the net result of all

Ll IR these zooming packages, Belasco-like sets,
' = and braces of thespians is sheer confusion
Wy while the ad-message becomes mired and

howed lost, let us discuss Dormin. The product

of this name, which similar to many pro-
grams in the medium, serves to induce

- NS oy wisll apes steep, has simplified its video practically
F P p )

: | ; -

Seper (and economically) to the point of no re-
turn.

Jp by Lestetelsnt And not a bad idea as done here either.

A simple line-drawing cartoon in style of
a sleeper-in-bed (actually a direct pick-up
from Dormin’s animated display on Times
Square) is presented for the full 20 sec-
onds of this chainbreak. The only conces-
sion to the fact that television permits mo-
tion is made in the regular rising and fall-
ing of the sleeping person’s chest (which
looks more like his stomach).

On the other hand, greatr pains were

: . taken to add interest and believability to
vyou <an see fhe

the audio. Norman Brokenshire was hired
ke as -
difference on WBNS-TV

Bim' commartiaisifor for the voice-over and is given name-credit.

the successful Bee- His delivery is smooth and cum-incing\
man's Pepsin spot running the length and depth of the an-
= campaign w;.;:s-Pm" nouncement to the almost complete exclu-
in W TV's . . ; x
duced : sion, as | mentioned. of video-action.
. own 16 mm. labora- Whetl | g
; . Sl S L T AR e
et G tory, and are_ Iidica- hether the lemu'n _Utn. ed liere gets
' tive of WBNS-TV's all the most out of the medium is hard to say
CHANNEL 19 inclusive  services but when it’s contrasted with some of the
CBS-TV NETWORK @  Alfiliated with Columbus Dispotch and ‘“"“9'?" to local, sillier video we witness these days plus the
WENS-AM @ General Sales Office: 33 North High Street regionfll and national ]tigh cost of :lcllit'\'ing same, I'd say the
REPRESENTED BY BLAIR TV advertisers.

Dormin folks haven't been caught napping
at J“. * * X

SPONSOR



* Everybody talks about
the weather. ..

i
/4

Mark Twain must have been referring to WSB-TV,

Because if anybody talks about the weather, we sure do! Six times daily,
either as straight weather shows or as summaries

included in news programs, WSB-TV provides this area with

weather information. This long established service is another of the reasons
why WSB-TV has such an overwhelming degree of audience

dominance in the Southeast. If you are interested in weather or in news

why not contact a Petry man? He might have something good for you.

World's lurgest TV tower,
wsL.tv 50,000 watts, Channel 2.
- Affiliated with The Atlanta
Jouwrnal and Constitution
ATLANTA, GEORGIA

*Popularly attributed to Mark Twain, most
authorities claim the expression originated
with Charles Dudley Warner., Take your pick.
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Wy g plays lavish weekend

Many aveney tunelmiy ers ||.'|\l' nevey
Il o chavee To sty e e ralion of
o TN station Hut on a weekemd early
i Novewmber, some 05 ol them Tron
vaions parts of the conntey canght up
o this pant ol their education

ontlesy of WIN L Mhami

tiveeh the «

Part of timebuyer group with WTVJ president Wolfson [center)

To make the occasion of the apen-
Cn'llil
WINT dnvited about 150 guests. Rep.

g of s new s=tidios a one,
resentatives of the press. of hroadeast-
er o other arganizations Cineludine
vep Free § Peters) were invited in ad-
dition 1o the timebuyers, Presiding
host= at the event were Mitchell Waolf-
son. WV president. and  Lee

wileh, vpo md general manaver.

Itu-

.Iiilll'i nyifrs= ”\1“{_‘ ||n\\|| [;'u[ll \l'\\

York necluded: BRDO - Nay Ellis,
Hope Maitinez, Elenore Seanlan. Ger-
trude Seanlon. Tocker Seott. Frank

Silvernail: Scheidelern. Beek & Werne
"".1“\ |:i‘\nl'ili~, Jr‘;!n
Sullivan: Victor A, Bennett ( | \hce
Ethel Wieder: Gever
ety Powell:

Genevieve Sehubvrt: Foote, Cone X
Beldie  Lillian - Selly:
||.|'1\\|_". Youne & Rolieam
Coulter, Matin Murphy: .
Illti”lir'lrll ll'.m |I|}l

\ern Drenman
Staniatas: Biow
\ilvertising Complon
Grey  Helen
Franl
Waltes
\l.'ll'ltl- I\Ill'l‘tl-

0y _|.|\||1 "‘||,|||||n||_ \;llll\ ."“.lllilh, “!”
Fhomas: Benton & Dow les |.Il'l| \}ll_
Ihelda Cordani, Muriel Mack: Harry
B Colicn Mavy Dunlaves ¢ Ellington

Dan Kane: William 1L Weinteanh
64

host (o timebuyers, others

Lee Currlin:g Bermingham,  Castle-

man & erce John MeNeill: N W,
\wer— Jack Purves: Ceeil & Preshres

Herbert Gruber. Hanry Parnas: M-
Cann-Foickson - Matin Kane, Ted
Rellev s SSCB John MeCorkle, Ay

thuy Pavdoll: Lennen & Newell - Frank

lhey were wined and dined

Mae Dunbar, Bil!
\l Peteavage: Dancer-Fitz.
Fidward Seherick.

Chicagzo timebuyers attending weres
Ruth Babich of Farle Ludgin & Co.:
Clifford  Bolgard. & Mar
quette: Richard  Coons and  Leanard
Vatthews. Leo Bovnett Coo: Fado Frie-
sevald, ). Walter Thampson:  Gene
vieve ].l'lll]ll'l'_ Foote, Cone & Belding:
Jane MeKendry, Needham. Louis &
Brovby: Lonis Nelson. Geoflrev Wade
Vdvertising: Mary Poloson. MoCann-
Frickson: I"nl&ll'il'll 1R uler, \\\I: Hally
Shively, Rothraull & Ryan.

From Detroit came timehoyers Geor-

Daniel: Ted Bates
Kennedy.

serald-sample

Shervman

sma Lelevree. MacManus. John & Al
ams=: Carl Georai Ir.. D). % Brother:
Wendell Moore, Grant

Azency people coming from Mlanta

Mes, G G, Fuller. Toekes

\Vivertising,

inchuded

Wavne & Co.: Sarah Willianes. Liller.
Neal & Battle: Robert Keele, Lake-
Spivo-Shoarman,  Memphis: Vuhirey

Williams. Fitzgerald Advertising, New
Rabert Williamson, Piedmont
Vdvertising,  Salisbury, N, C.p M
Kathrine MeGowan, Freitag Advertis
ins. Atlanta, LR

Opleans:

Wheeler's sales Filim
can aid air piich
Elmer Do’ sell the steak, =ell the
W hieeler
|u|' =0 -li \llll‘l i:'.l-- |l';|t“l|,‘_‘ o In'l;l
tion= from 200 to 2,000, .

sizzle™ has increased sales
Lhs success
|III'IJ|II.|;| i tlr’||it edl m a new siles-
training  film which had its premiee
howing at the New York Sales Eaec-
utives Claby on 18 November.
Sponsors might take extra-added -
tere<t in this film since Wheeler's five
basie principles are as applicable 1o
ravilio .-mql |\ ‘l‘"ill;l a= 1o I“I'IH""'II“
situation=. The pitch of an air an-
with  the
W hf‘l |t‘l' |=.-_\I'I|n||-_~_-\ as I'l\'lciil_\ = can

nouncer  cain be injected
the talk of a retail salesman,
The Gl titled =Selling the Sizele”
stars Wheeler himself. It i« a depar-
tire from run-of-the-mill. finger-point-
ing fraining movies. instead uses an
iformal. rib-tickling approach, Folo
vox, Ine. \||'||||n|1i-. p]‘|n|tll'l'(| il.
The miovie has two parts. The first
20 minute~ =et forth the basic Wheeler
Il"‘\l'hf!i'}_'_'\ "r ‘|'|Iil]‘_' E‘l"l ill‘lli\ lll any
hpe of product or service. The final
1 o

fit the specifie sales problem of a given

15 minutes are tatlor-made 1o
Coanpan g A\ |1| eler ~ .I;i] = ;l\ili;;il‘ll' il
Fotovos offers the first 20 mip-
nle= o -mn]mnit"- who wounld like 10

this.

build the 10 ar [ 5-mmute tailor-made
addenda —Tor the cost of the addenda
alone. The entire ilm 1= in color,
The mitial movie shown at the N, Y,
<ales Executives Cluh wa~ made for

the Rereiver Sales Ihvision of the A-

JiMont,

Wheeler, and Halpin at

premiere

len B, DuMont Labs. Photo tabove!
taken at premiere shows (Lto o I
Mlen B, DuMeont. president of the
Labs: Wheeler: Dan D. Halpin. gener-
al sales manager. Receiver Division,

W heeler has been vejuvenating sales
forces of husiness oreanizations with
his “sizzle™ psvehology Tor the past 19
\inong the 2147 corporations on
his= client List ave  Johns-Mansville
Reader's Digest. Hotel Statler. Mineri-
Sears-Roehuck, R, 1L
* Kk ok

MENATS,

oin \irlines,
Maev., The Hoover Co.
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Brielly . ..

The *Maggie™ ol <even Hollywaod
“Jiggs and Magzie” movies is now
selling produets for sponsors on TV,
Renie Riano. sereen and stage actress,

Renie combines glamor, humor, kilchen sense

has her own daily (2:00 1o 2:30 )
homemaking and cooking show (Star
in the Home) on WTVN, Columbus.
where she u<es the enthusiasm and
humor for which she is famous to sell
ill’ﬂliu('l!‘ [l)r Ilil'{ll [l’!llll l'llllll'ill\il'.‘" ZI.]H'
for General Electric. (Participations
are now open to national food and
household-item accounts, the station
announces.)  Renmie gives her house-
hold hints, feminine chit-chat. and
many varieties of gatherings— teas,
buffets. dinner |'l'n-|r|inn.-- on a =et
which includes a  streamlined G.E.
Kitchen and a smart living room.
-4 -4 L

Retail stores (NRDCGA  members)
:-[rllll:-‘-nrill;.' local radio programs hroad-
vast in 1952 are eligible to enter the
National Retail Dry Goods Associa-
tion’s annual contest to determine the
year's most resultful radio programs.
newspaper advertisments, and displays.
Radio awards will be made in three
store-volume classifications—under 853
million; between 25 million and 815
milhon: and over 815 million. En-
trants must submit. by 10 December.
one transcription of their program and
three seripts, as well as evidence of
”thi'l' ('Ullrllillﬂ'l“l ll]l'diﬂ “."‘l'!]- I’I'I\'
grams are to be entered in classifica-
tion of audience to which they are pri-
marily directed: children, teen-age.
general family. farm. men. women.
Saturation =pot u-:nu]m't;.:n» are also
eligible for the contest,

] * @

The oldest continuous commereial
program in radio history. Grand Ole
Opry. celebrated its 27th anniversary
on 22 November (NBC Radio. Satur-
day, 9:30 1o 10:00 pan.i. Nearly 5.-
000.000 people have come to Nashville
to see the Opry since its first hroadeast

( Please turn to page 97)
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To a Time-Buyer

Who Likes
Straight Facts
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In ifn'lln]' |{;||li|]r~. |n\\a|_ WMT has two hsteners for
every one shared by all other stations combined.
The total number of families listening every week
is 338.480 1in 87 counties), The last Hooperatings
indicated an evening share of audience of

72.2; afternoon, 69.1: morning, 80.4.

lowa. with more than 4% billion dollars annual
cash income (hall industrial. half farm). is
07.7"¢ radio saturated, Eastern lowa has one CB3
radio outlet—WMT, The station was established
thirty vears azo. To keep in touch with farm
problems. WMT's Farm Service Director operates
a farm as a service project: many farmeasts
originate there. To keep abreast of the news, the
station pses U, AP INS services, plus 38 Towa

:'r-;,:'lnnu] t'lr:'l'r-:-|m|u|l'1|l.-.

WMT sponsored a mechanical corn-picking contest
last month in Riceville, Towa, 110 air miles from
Cedar Rapids. The station must necessarily have
a wide listening area—ten thousand people

attended,

\ recent count showed 189 advertisers using
WMT spots in a month. 138 of them are on

a 32-weck basis.

There’s probably room [or one more.

5000 WATTS, 600 KC,

Represented Notionolly
by the Kalz Agency

BASIC COLUMBIA NETWORK
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REPORT TO SPONSORS for 1 December 1952
(Continued from page 2)

New Englund's Chicago spot tops

percentage gains elsewhere
fastest

Number of larger rep organizations report business
percentage increase out of their Chicago offices

e r this year will run considerably ahead of percent-
gYOWlng age of increase of their nationwide billings.
Chief cause for this differential are such Chicago
r‘; a : agencies as Leo Burnett, Ruthrauff & Ryan, Grant,
: a a IS Eusi‘el‘n and Earl Ludgin.

conﬂ...seWEd best N. Y. film commercial outlay
by its Iﬂrgest C"y estimated at $7 million for 1952

*NORWICH thru

WICH

New York producers of filmed commercials estimate
their income will run around £7 million for 1952.
Agencies they cite as most active in feeding them
business are J. Walter Thompson, William Esty, BBDO,
Biow, Dancer-Fitzgerald-Sample, Young & Rubicam,
Benton & Bowles, Sherman & Marquette, Compton.

NBC’s sales staff merger
seen as paving policy changes

Some uf Eusl‘er" Unification of its s.ales divisions by ‘NBC may tur‘:?
out to be just preliminary step to major reshuffling
1 ¥ h' of upper network echelons later this month. Report
(OHHECNCUtS lg also current in agency circles is that NBC may at

L 4 1 that time announce some major shifts in sales
installations include B

policy. Heading top sales executive group,
radio and TV, is John K. Herbert. George H. Frey

® DOW CHEM|FA|-_ becomes sales director of radio as well as TV under
(Six miles from Norwich) Herbert. Walter D. Scott will also report to Her-
® ELECTRIC BOAT CO. bert as administrative sales manager.
(Submarines)
e SUB BASE, GROTON CBS Radio optimistic on resale
(1Ten ?.’H-lrt".(, Hf'i"“’[)’ ’i.””” Pr‘”;}h') of cance“ed evening periods
® PHIZER CHEMICAL CBS Radio reports it has some prospects for 3 early
® AMERICAN SCREW CO. evening guarter-hour periods vacated by Procter &
e U. S. FINISHING CO. (.}amble and Campbell Soup. If all prospect'.s jell,
income from resold slots, says network, will be
® AMERICAN THERMOS CO. substantially more than gained from P&G and Camp-
and hundreds more. bell. Across-the-board cancellations by P&G are

6:45 to 7:00 (Jack Smith) and 7:00 to 7:15

. AL ("Beulah") ; Campbell, 7:30 to 7:45 ("Club 15").
Here is the #1 Hooper

station with the bes I_ocul MUSi( Boom in merchandising

spurs nationwide discussion

and News programming and Crowing interest in merchandising by U.S. and

NOW Canadian radio outlets is made clear in study based
on SPONSOR survey of over 100 stations, many lead-
one IOW m[’e ing admen. Merchandising is obviously here to stay
but many industryites are confused about its_long-
6:00 AM-10:15 PM : 1 s )

term effects on radio advertising. Opinions divide
sharply among clients, agencies, stations, and reps.
Section devoted to merchandising starts on page 33.

confact John Dc’mc, Magr.
*Norwich 37,633 New London 30,367
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Telepulse survey of San Francisco area

election viewing showed KPIX with

nearly 20% more audience
than the second station,
66% more than the third station.

TELEVISION CHANNEL
SAN FRANCISCO, CALIF.




MEN, MONEY stage version of “Anna Christie” star-
Continued [rom page G ring  Celeste Holin  folded  abruptly
when the public had a chance to see
the same play on the Celanese Theatre
the vear included Cinerama. CBS Tel- (ABC TV). Advance ticket sale al
evision Citve and the bizarre popular- e box office died overnight,

ity contest bhetween His Grace. 1nele

Pz entertainment developments of

.
Fultic. and His Nibs. Unele Miltie. 7

Meanwhile everybody  loved “bLuey™ Despite all the furore centering on
Ball. and imitated her. Television was TV, radio held up very well indeed.
wonderfully  prosperous  and  univer- by fall was refascinating some of its

sally  eriticized.  Sarnoff - predicted  fickle  admirers  of  yesteryear. But
L5000 TN stations by 1957, Weekly  there was no doubt about it being a
mevie admissions were down 1o 51 new kind of radio industry. Mutual
million from 85 willion in 1916, A did not undergo just a change of 10p

|

No one questions the importance of
Detroit in the national picture. It ranks
with the top sixty major metropolitan
markets that either sell or influence
the greater share of this nation's busi-
: < ness, But, after Detroit—and the oth-
S~/ ers—you're looking for select second-
ary markets.
We suggest Yakima, Washington. . . .
Here is an exceptional secondary mar-
ket, unusually rich and produetive, yet
unaffected by a single metropolitan
media. It is itself an influential hub in
a region of rapidly expanding atomic
and electrical power produection and
one of the world's most diversified
agricultural areas. It all adds up to a
secondary market of first importance
in the Pacific Northweslt,

1 YAKIMA, WASHINGTON

-

v

-

S B B B . D
KT wec-nee  KYAIK »=s  KIIMA <& s

THE BRANHAM COMPANY GEORGE W. CLARK WEED AND COMPANY
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personnel. but a revolution that swept
its New York station, WOR. clean.
This was typical of many a change
dictated by the new terms of competi-
tion. A big question was whether CBS
in keeping its two-platoon system had
out-slicked  NBC which had merged
radio and TV staffs. The Cromwell
drug store in Radio City was pointing
no finger at anybody in particular
when it advertised, in the fall: “Per-
haps you're nervous, jumpy. tense. and
vou'd welcome something that would
help you calm down with no groggy
hangover?”

" ® -

Kent cigarettes with the atomie-fil-
ter, so-called. made their how in 1952,
but cement remained the safest filter
against radio-activity.  After quitting
the entourage of David Sarnoff. Rey
Norr. public relations man. devoted
1952 1o blasting over-addiction and
over-advertising of  cigarettes as a
prime suspect in lung cancer, and the
Christian Century published his blast.

# - “

There was a large number of adver-
lising agency mergers during the vear,
These involved men. money. and mo-
tivations pretty much in terms of cer-
tified public accountant recommenda-
tions on the hest way to take tax bene-
fits. For similar reasons Wayne Coy
feft the FCC chairmanship and was
et up in the radio station business by
Henry Luce,

# £ #

Just for final perspective on 1952:
Parliament renewed the franchise of
the BBC, Coca-Cola was an increasing-
Iy popular drink  among  Moslems
whose religion forbids aleoholic bev-
erages, Fred Waring did lis darndest
to teach the unmusical Republicans to
sing. and the Incorporated Society of
Musicians complained, in London, of
“Latin - emotionalism™  at concerts.
which un-British behavior was blamed
upon “radio (sic) advertising (double
sie and the herd instinet™ thuh). As
for Europe. a large number of broad-
casters, advertisers. and  eutertainers
were sulliciently  prosperous o visit
there during the summer. They no
doubt appreciated Abel Green's cabled
headline e Parieny: “Enrope in Two
Words: Bring Cash.” Wk N
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In one week, WNBC Spot Radio announcements
combined with CHAIN LIGHTNING displays increased
the sale of Knickerbocker Beer by an average of 300%.

Quote from the feoture article on Knickerbocker’s CHAIN LIGHTNING

success in the October 20, 1952, issue of Sponsor Magazine:

b

. . . Ruppert bought time on
WNBC, New York, in order to get
in on that station's [unique*]
“CHAIN LIGHTNING' merchandis-
ing plan . . . Under this arrange-
ment Ruppert was guaranteed ex-
clusive displays in 1,600 chain
stores accounting for 62% of the
retail food business in the vital
New York market . . .

“The value of this type of mer-
chandising is attested to by Rup-
pert Merchandising Manager Ted
Brady, who says, '‘During the week
in which we are permitted our
extra display, sales for Knicker-
bocker increase on an average of
250 to 300%. A 700% increase
was experienced in a store in
Astoria, L. 1.'"

At the end of the first cycle, Ruppert signed a 52-week contract with
WNBC and increased their original expenditure by 428% in 1952.

Today the most successtul radio advertisers buy more than time . ..

They buy Radio time that works in the home, as well as at the point of sale.
CHAIN LIGHTNING is Radio at work where desire is created and where

sales are made . . . in the home and in the store. It provides you with 1,600
‘special display’ stores in the New York market, and the plan will soon be extended
to include 3,000 cooperating independent supermarkets.

CHAIN LIGHTNING is also available at WMAQ Chicago, WTAM Cleveland,
and KNBC San Francisco, through NBC Spot Sales. If you are an advertiser
with food store’ distribution, you can get the same sensational sales results
as Knickerbocker Beer. Call your NBC Spot Salesman or WNBC directly

for details on CHAIN LIGHTNING in New York.

N
5N SPOT SALES

REPRESENTED BY

20 Rocketeller Plaza, New York 20, N. Y,

Chicagae Cleveland  Washington  San Francisco
"Ma ather radio statian can Los Angeles Charlofte®  Atlanta®*
affer advertisers merchandising ¢ ftomar Lawranee Associntes

supparl in as mony chain
and independent supermarkets
as WHNBC




INSURANCE ON THE AIR

(Continued [rom page 31)

tions are carrying hot kine versions.
and nine are carrying delaved kines.
An additional 11 Kinescope stations
have heen lined up by the agency hut
the COMPany has not vet n]\u_\ml them.
The Kink: good time clearances.

The radio show is carried on aboul
200 \BC stations awd aimed at the
Sunday alternoon family audience. 11
is Elil'l'ti from 3:30 1o 3:45. Ilhl' AM
program follows rather closely the
format of the TV show except thal
guests are used only occasionally,

Mutual and the agency feel that ra-
dio is essential because il not only
reaches into non-TY areas but supple-
ments TV in TV's own markets. In
other words. Mutual wants to veach as
many people as it can. This it can do
only by using both air media. Such
broad coverage is necessary because
the company has representalives in
practically every village. hamlet, and
city in the L. 5.

Considine isn’t asked to sell insur-
ance and doesn’t try to. The selling
on both radio and TV is the provinee
of Bob Denton, NBC staff man. who
was picked for the role after auditions
Denton was
tapped primarily looks
good on TV, although he had no ap-
preciable TV experience.

Frank Miller explains the choice:
Denton “*had the basic sincerity. both

of a dozen announcers.
because  he

in appearance and approach. that goes
along with good insurance salesman-
ship. A Midwesterner. he
lieved to have the appearance. voice.
and manner of delivery that would ap-
peal to all sections of the country. This
judgment has proven to be correct.”
While the Considine programs are
considered institutional in nature. the
appeals are specific, In the 75-second

Wwils ll("

middle commereial. in which practi-
cally all the selling is done, Mutual is
currently touting the benefits of its
“Family Security Package.” This is
practically coverage
with  payments for
through sickness or accident. hospital.

womb-to-toml
]U.-w- II{ i]\l'lilllt‘

surgical, and “dread discase”

ments, and protection in the event of

pay-

aceidental death.

One  recent
TV by having Denton use a “first aid
kit”™ for additional visual impact. Fach
item in the kit. labeled to signify the
various benefits in the package policy,
was taken out and held up in front of

commercial  exploited

1 DECEMBER 1952

the camera for the audience to see.
Through its experience on the air.
Mutual has found that the most eflec-
tive comercials are those which play
up the amount of money the company
has paid oot in elaims, Nothing, ap-
parently, can <o convinee the audience
ol the soundness and eflectiveness ol
an ALH poliey as the statement that

[a|:u'1'|] i the --!u'li‘:!l:_' 25-=evond com-

meyeial,

Mutual also uses the programs to
o] leads. Doth the middle and brief
closing commercial uree the auwilience
to wrile to the company for informa-
tion about its insurance policies,

|.1- ali il'l:-lli':l!l' - ||'.'l|1- iare

the life-blood of its bustnes<. No o o

CORnpany

S1460 million.

the company has paid out a great deal  can possibly - understand - the  day-to-
ol wonev durine its business history,  day  workines  of  insurance  selling
In the case of Mutual the figure i= without appreciating the importance

I'his appeal is usually  of leads. However. important as they

Mo, 40 OF A SERIES

HARVARD

In Points Per Season, =

WHEC

In Rochester Radio!

IN ROCHESTER 432 weekly quarter hour periods are
Pulse surveyed and rated. Here's the latest score, =

* 765
r anup
In '[KH(‘ l‘:l-n:::llﬂl‘énugapl"'l“ STATON STATION STATION STATION STATION S1ATION
oints "f'“:‘,'mw This col- WHEC B C D E F
tion’s .]rcr:nﬂ! of “points FIRSTS..... 276, 0159 v 2005 30 aits O e D
legiate cason” has RIES: w5l ABas s i3 usasni Dacaailiass s Drssa 0

in on¢ 5
scored 10 Jod sinee!
never been topped 14 Sheloa 4n

first au-

i3 R schester's - r
'.? 194 “i,:m: report showed WHEC carries ALL of the "top ten" daytime showsl
nce 1 By - fer- .
‘l.;:'-'l decided '.v.u-m‘r‘_!i‘_“i‘:\‘ WHEC carries SIX of the "top ten" evening shows
5 1S -

WHEC
leade
'mu‘ since!

enee for
fon’s raung
never heen top

rship has
LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

Focheston

NEW YORK
5,000 WATTS
Represeniotives: EVERETT-McKINNEY, Inc. New York, Chisoga, LEE F. O'CONMNELL CO., Los Angeley, San Francisco
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WAVE-TV
OFFERS TOP
AVAILABILITY!

L A few top-notch spot partici-

/ pations are now available on

k "MASTERPIECE MOVIL-

v,

TIME", at surprisingly lou
cost!

FORMAT: A tremendoush
popular series of topflight
modern film features never
4 before telecast in Louisville.
W Now in its second year,
_;3 "MASTERPIECE MOVIE-
/ TIME" is a master audience
puller . . . a truly first-class

show,

TYPICAL SHOWS: Upcoming
features include “"Wiriot 1
Hoxor” (1949) with Laraine
Day and Franchot Tones
"ScANDAL 1IN PArts” (1947)
with George Sanders and
Carole Landis; " Jounny O
Evi" (1950) with Pat O'Brien
and  Wayne
"Dox‘r Trust Your Hus-
paxp”  (1948) with Fred
MacMurray and Madeleine
Carroll.

Morris:  and

TIME: Tuesday night at 9:45
the perfect movie-time for
televiewers,

CHECK WITH: Free & Peters!

WAVE-TV

FIRST IN KENTUCKY

Clannel

\

NBC « ABC » DUMONT
LOUISVILLE, KENTUCKY
FREE & PETERS, Inc.
Exclusive National Representatives

12

are. noo insurance company  actually
relies on network radio or TV to gel
a really substantial number of leads.
Some companies don’t even try o pull
leads on the air.

Mutual figures. however. that leads
developing out of the Considine shows
are just so mech gravy. Miller told
sponsor:  “The direct vesults from
these programs have heen gratiflyving,
Mthough not primarily  designed 1o
produce direct inquiries. the program
has been a consistent producer from
the start. lnguiries have heen of a
very high quality and have resulted
in a very high percentage of actual
insurance policy sales.”

#* * * * * * * *

seNatnrally every astute advertizing man
Enows the basic emotional appeals sueh
as the need for love. sex. food, sleep.
comfort, warmth. health. and o forth.
as well as man’s desire for power. se-
eurity, and self-esteem.  Why, then.
should a good ereative advertising man
turn his back on the readily available
aceumulated knowledge of the last 50
vears in the field of human behavior
to implement his ereativity ?°
EDWARD 1. WEISs

President

Weiss & Geller, Inc.
k2 * * * * * * *

One of the reasons Mutual of Oma-
ha agents use Considine to grease the
way Lo insurance sales is that the com-
pany takes pains not to let them for-
el about  him.
mailings on the shows and read about

Agenls get special

them in their house organs. Both Con-
sidine and Denton attend major sales
meetings and the company considers
these personal contacts as hig morale
[actors.

The show is merchandised to poliey-
holders through premimn notice in-
serls and  posters in agency  ollices,
The show is also promoted in national
magazine and newspaper adverlising
run by the home office as well as the
seneral agents,

Mutoal of Omaha has had shows
to merchandise since 1911 when it
went into network advertising for the
first time, It started off with Freedom
of Opportunity. which ran over the
MBS network for two and a half vears,
\ show called Mystery Is My lobby
was used for three months and then
Gabriel Heatter Tollowed with a run
of about 11 months, During Heatter's
Mutual  switched
dropping Arthur Meyverhoff & Co. for
Ruthraull & Ryan.

Heatter was succeeded by Behind
the Front Page and then Vavor of the

lenure, il",_.'.l.‘lli'il“.

Town. starring Lionel Barrymore. The
latter program ran until July 1049
and there was no further air activity
(with the exception of the one-<hot
Vitual of Omaha Calling) until the
Ruthraufl
& Ryan was also dropped  during

Considine  shows  began,

this broadeast hiatus.

With all the radio changes, Mutual
of Omaha sales continued rising. The
“premimns written” figure for 1047
was 207 million: for 1048, 877 mil-
lion: for 1049, 885 million, and for
1950, when the company was practi-
cally off the air. the figure rose only
53 million.

During this time there were hig
changes going on in the accident and
health insurance field. To understand
what these changes mean and how
they affect Mutual of Omaha (the only
insurance company selling ASH poli-
cies over the air nationallyi. a little
hackground information about acei-
dent and health coverage in the insur-
ance business is in order.

In a quiet wav, accident and health
coverage has become big business in
the course of the past 10 or 12 years.
Really big. Last year total premiums
paid to insurance companies and the
various Blue Cross and Blue Shield
plans reached 32.3 hillion,

More and more Americans are
wrapping themselves in the protective
cloak of ALH insurance of all kinds.
No one knows exactly what the total.
unduplicated figure is. but take a look
al these statistics:

At the end of 1951, the following
numbers of persons were protected by
the four big A&H coverage categories:
(11 hospital. 85.991.000: (2) surgi-
cal, 03.5335.000: (3 loss-ol-income,
30.702.000. (4) wmedical, 27,723.000.

These figures have even more punch
when vou realize that in 1940 hos-
pitalization insurance covered 0.5 mil-
lion persons, surgical insurance cov-
ered 1.4 million. and medical insur-
ance was non-existent. | Loss-of-income
protection has been around for some
time and during the “30°s the A&H
emphasis was on what was then called
weekly indenmity insurance.)

While the Blue Cross and Blue
Shield plans have given a trentendous
fillip to satisfying the yven for securi-
(v, the insurance companies still han-
dle most of the ASH husiness. Taking
the insurance company picture by il-
self. the life companies have under-
written hall of the individual A&H
business (that’s Mutual's  bailiwick)

SPONSOR
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UNDUPLICATED

| COVERAGE IN

! 235000 HOMES

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

| PEOPLE . . .

IN PROSPEROUS
SOUTHERN

|
|
1
| NEW ENGLAND
'I -

1

|

]

]

Q‘:;ﬂtl‘“.
Y ROSTON.

1
MASSACHUSE Ty

[ iaumion

"um L]

CONNECTICUT

Represented Nationally by

Weed Television
In New England — Bertha Bannen

atd  abom

850 of the group ASH

business (Mutual barely touches this

{:l‘ic]L

I view of all this. one mizlt fizure
that the vetworks should have more
ASH advertising than they do. Here
are some reasons why they don’t: The
life insurance mastodons like mighty
Metropolitan  Lile.  Prudential.  and
Fauitable, all of whom do network
shows. con=ider individual ASH as a
secondary adjunet to their life insur-
ance business, Group A8 insurance
i= out of the mainstream of consumer
advertising since il is aimed al em-
plovers. Like industrial selling, group
insurance sales are often keved 10 the
sultle factors ol whom you know,
with whom you play goll. and some-
linmes requires a long. patient campaign
Fefore the quarey i= brought to earth.

* * * * * * o *

seline of the most notable examples of
the power of adverlising is the morning
breaklfast 1able.  Advertising put  the
orange  juice. the conveniemt package
cercal. and the coflfee there*®

JOHN PP, CUNNINGHAM

Executive Viee President

Cunningham & Walsh, Ine,

* * * * * * * kK

Metropolitan. the only one of the
three life companies mentioned above
which sells any individual ASH worth
mentioning, doesn’t advertise insur-

ance as such on the air anvway,
Mighty  dignified Metro  sells  only

health (see Health & Welfare. sron.
soit, 20 November 19500 on the theory
that if people take care of themselves
and live longer. the company  will
make more Metropolitan s
currently using Allan Jackson on the
CBs Radio network five times a week.,

money.

Prudential. which recently taxed its
ad budget 50°7 1o buy circulation on
NBC TV's Satarday night The Shou
of Shows. also has been leaning heavi-
Iv toward the institutional tvpe of air
il-ll\(‘l'”.‘-il'l,‘_' (see Radio Opens Doors.
sronsoR. 30 January 19501, Equitable
promaoles specifie kinds of policies on
This is Your FBI ( ABC Radio. Friday,
6:30-9:00 pan) but alter life
insurance husiness,

Oes
z

There has been a recent stirring of
interest among  those hig life com-
panies which hitherto  haven’ paid
much attention to individual A8 in-
curance, Their eves have heen opened
by the tremendous growth of ASH
coverase and in some instances. they
have responded to the prodding from
their local agents. Baut it takes time.

Prudential unveiled a new individu-
al ASH policy last summer. It 1ook
vears before the policy was whipped
into shape. It is primarily an income
protection policy  but hospital - and

surgical insurance can e added 1o

make a complete package. The policy

does not have national distrilution as
vet so Prudemtial has not done any-
thing about pushing it on The Show
of Shows or their Jack Berch Show

(ABC Radio, Monday through Friday,

12:10-12:15 peme). However. Proden-
tion’s  agency.  Calkine & Hoklden,
Carlock. MeClinton & Smith, has al-
ready worked up a TV commercial for
the policy and is Keeping it on the
shell until the time is ripe,

The biggest excitement among the
insurance crowd is now being gener-
ated by so-called “disaster insurance.”
This is a policy being written to pro-
teet families when a serious discase,
such as polio, strikes.  Equitable will
mtroduce such a policy soon in cities
where Blue Cross and Blue Shield so-
cieties have large enrollments,  The
policy will be sold as a means of cov-
ering ecatastrophie expenses alter the
hospital and medical plan benefils are
used up.

A\~ lor the casualty companies them-
selves, of Mutual’s big competitors
only one, Continental Casualty, is li-
censed to cell ASH nationally,  This
firm spent 2225000 on advertising
last vear. most of it in direet mail
(which 1= considered a prime source
of leads). Two wher big competitors.
Bankers Life and Casualty and Re-
serve Lile of Dallas are regional out-
fits concentrating in the Midwest and
Southwest. respectively.
“llrk 'r\‘

much sense for them.

Hence,
wouldn’

net-
radio or make

Despite the huge number of fami-
les covered h} some kind of \\\]f
protection. the market is far from the
aleaning stage. A subcommittee of the
L. S. Senate recently estimated thai
nearly halfl the popalation of the coun-
try  ha= no voluntary
insurance,

medieal  care

Mutual it=ell. as well as some other
companies. is seeking 1o huild a super-
structure of complete ASH protection
upon what it considers the minimal
coveraze now siven by medical society
plans and other group insurance. Mu-
fual of Owaha has paved the wav in
covering the wage carners, but the
wily lllill_:.“- look 1'1'!1|l|u‘1il]u|\ 1= ;._'.uin:

to be hat from now on. * %k x
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—and a Rich Market’s Yours for the scheduling!

WHIO-TV coverage
lot én Dagyton

‘-"“x]/l./|&.,\ —

Twelve out of the top fifteen once-a-week shows in the
WHIO-TV service area—all of the first seven shows—
are seen on WHIO-TV. (September Pulse)

WHIO coverage
lot cw Dagyton
37.99; of the total radio audience. This compares with

13.59, for Station B; 26.59, for Station. C; and 14.19}
for Station D. (Hooper average for the past year)

THE DAYTON MARKET

1,293,595 prosperous prospects—366,457 families. Payrolls ;\\
in Dayton for 1951—%630,951,822. Retail sales for Dayton

and Montgomery County—$475,000,000. Average weekly ;\
industrial pay check—$83.67—highest in Ohio, one of

highest in the country. Dayton has been designated a ‘‘Pre-

F%
ferred City"’ by Sales Management for the past 20 months. g
i

YOU CAN DOMINATE THE DAYTON MARKET WITH EITHER
WHIO-TV OR WHIO—WITH BOTH OF THEM TOGETHER,
YOU CAN SATURATE IT. ASK NATIONAL REPRESENTATIVE

GEORGE P. HOLLINGBERY CO. FOR FULL INFORMATION

DAYTON
OHIO




RADIO
STATION

San Diego,

California

A REALLY NEW
NEW YEAR'S BARY

in the fabulous Southwest

s2¢
CBS-TV NETWORK
EL PASO, TEXAS

RODERICK
BROADCASTING CORP.

Derrance 0. Hoderick, Chm. of the Board

Val Lawrence Prisident

sented  Nationally by

TAYLOR CO.

Ko pira

T'HE 'Ok L.
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WRIGLEY

(Continued from page 285

2000 a week. It also sponsored Date
with Judyv. a siluation comedyv. 10
Julv-2 QOctober 1952 over ABC TV

iwill have hall of it startiug in Janu-
ary :l_'_'.'lill b.oand ¢ u-‘-]u!n"-arll‘ll Saturday
\ight Dance Party, andience participa-
lion., over 46 NBC TV stations during
the summer. Benrus and 305 shared
sponsorship. It was a half-hour show.

Chicle will =pend nearly 1 willion
on advertising this vear—al least 75,
of it in radio and TV. (Figure is high-
the
'art | ol this article Lecause of later

er Lhan S3-5% million vsed in

estimates. | Chicle’s chairman of the
board is Thomas H. Blodgett: its pres.
ident is Philip L. Becker,

Beech-Nut Packing Co. Beech-
Nul. through Kenyon & Eckhardt. is
spending S600-5700.000 on ils seven
gum brands or flavors, including ¢hlo-
rophyll. this vear. But only an esti-

mated 2°;

is zoing into radio an-
nouncements. nothing for TV, Maga-
zines and outdoor get the bulk of the
budget. according to Acting Advertis-
ing Manager John A. Ulrich. who re-
|-l;|-|'l| “&l|p|l Foote when the lattes
Beech-Nul, with

S15.065.250 in assets and 4,169 em-

velired last sunmuner.

ployees, has its headquarters in Cana-
joharie. in New York's Mohawk Val-
lev. Gum represents about one-third
of its total sales. which include l';ll'.\
foods.  miscellaneous  food  products,
and coflee.

teech-Nut oflicials should be |I|t'.'l.~l-1|
that total sales have risen from two-
thirds that of Wrigley's in 1935 (S18.-
5.6 11 vs, S27.169.139)
the Chicago firm’s sales last vear (87T).-

$73.5389.791 1.

[0 surpass

198.373 vs. However,

in the past five vears alone. total
':f‘l"'ll'\|ll “i!ll"“ Ili'\f' illf'rl’;l‘("l |}|Il\
213 million  while Wrigley's  have

sained 223 million. (American Chicle
stood still in the same period.)

ls air advertisine—or lack of it
the kev?

Beech-Nut spent an estiniated $557.-
000 on spot TV last year to sell gum.
but is concentrating on magazines and
outdoor this vear. 1t helieves strangly
in all forms of advertising, including
radio TV, lasn'l
closed its mind to the latter,

cerlainly
I1's mere-

\'I.TI\] nlllll

Iy a question of cconomics,

Kenvon & Eekhardts team handling

the account consists of Georze Mac-
Gregor. supervisor. Richard Allewelt.
and Richard Bourke.

With Beech-Nut cutting its ad bud-
get for gum by some $£200.000 this
Wrigley

Chicle are stepping theirs up. the in-

vear while and  American
dustry is interested in what the sales
picture will look like at year-end.

Beech-Nut used Ida Bailey Allen in
a women’s program over CBS in 1929
and Red Davis. a serial drama. in 1933-
35 over NBC Blue. both to sell its food
products. Tt hasu't had a show since.
Beech-Nut chairman is E. W. Shine-
man: vice chairman, W, Clark Arkell.
and president of the company is John
Stafford Ellithorp Jr.

Frank H. Fleer Corp. \orman
I'. Hutson. president. and Harry Ells-
worth Jr.. promotion manager, are
sinking 30-10°7  of their estimated
5200-5250.000 ad budget into TV 10
<ell their Dubble Bubble gum. which

ROCHESTER
\ TAKES TO
THE AIR

‘i‘{a:mm £

~

HERE'S PROOF . ..

ARBI surveys show that Roch-
ester radio listeners s nd more
. BUY more .. . than newspaper
readers, (Copy of surveys on re-
quest. )

WVET IS 'CARRYING THE
BALL" IN ROCHESTER

. with mare local accounts than
any other three Rochester stations
put together!

5000

WATTS

) & =
W IS At
el L M‘U:rnao KC

IN ROCHESTER, N. Y.

Represented Nationolly by
THE BOLLING COMPANY

SPONSOR




(OU MIGHT GET A SIX-FOOT
VOUNTAIN LION —

BUT...
YOU NEED THE

FETZER STATIONS ‘5=
TO BAG SALES -
IN WESTERN MICHIGAN!

The double-barreled power of the Fetzer operation ecan
help vou “*bag the limit” in Western Michigan. That's
WRKRZO-TV in television. WKZO-WJEF in radio.

TELEVISION
WRKRZO-TV is the Official Basic CBS Television Outlet
for Kalamazoo-Grand Rapids. Its sharp Channel 3 pic-
ture effeetively serves a 28-county area which boasts
58.19% of Michigan’s non-Detroit population . . . 60.19
of its non-Detroit retail sales, WKZO-TVY reaches more
than a quarter million television homes—or more TV
homes than are available in Atlanta. Kansas City or
Seattle. And here’s the payoff: The October 1952 Video-
dex Report eredits WKZO-TY with 106.19, more after-
noou viewers than Station “B"—213.149% wmore eveuning

are so far ahead of compeiition in their howme cities that
they deliver 57% more cily listeners than the next-hest
two-station choice in Kalamazoo and Grand Rapids.
Yet they cost 209 less! Rural coverage is tremendous.
teo. 19419 BMB figures showed that WKZO-W JEF have
greatly increased their unduplieated aundiences over
1946—up 52.99% wt night. 46.7% in the daytime! And

riewers. there is good reason to believe that similar increases
RADIO have occurred since 1949,

WKZO, Kalamazoo. and WJEF. Grand Rapids, are It will pay vou to get all the facts—write direet or ask

Western Michigan’s one outstanding radio buy. Both Avery-Knodel,

#I. R. Patterson killed a 276-pound mountain lion at Hillside, Arizona, inu March 1917.

wier WKZO-TV "“wkzo

fopA ™ GRAND RA?.DQ mﬁ IN WESTERN MICHIGAN topA ™ KALAMAZOO

Anp KENT COUNTY AND NORTHERN INDIANA . AnD GREATER

o« WESTERN MICHIGAN
(< : 3 RADI?) .. 13 (CBS RADIO)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES

B o
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355" NO ARGUMENT HERE ...

WBNS has more listeners than
all local stations combined!

All the neighbors listen in when
WBNS is on the air. And you can't
argue with these facts: WBNS has
the top 20 rated programs. .. a com-
bination of top CBS shows and local
favorites. WBNS reaches a Billion-
Dollar audience of almost 11/ mil-
lion, both urban and rural. WBNS
is the neighbor other local stations

-’//
wﬁg

4

m
e

King with the listeners!

They've given WWDC the bes
ratings we ever had — against the
toughest  kind of radio and TV
competilion.

King with national spot advertisers!

They've spent more on WWDC in
the first 11 months of 1952 than in
any similar period in our history.

King with local advertisers!

They spend more money on
WWDC than any other radio station
in the Washington area.

Yes! The king of the advertising
buys i radio! And the king of the
statinns in Washington is WWDC!
Let your John Blair man give you
the whole WWDC story.

In Washington,
on a value basis—

WWDC Kiig

Represented pationally by
John Blair & Co,

CENTRAL OHIO'S ONLY

try to keep up with.

ASK JOHN BLAIR

POWER

WBNS — 5,000
WELD-FM—53,000
COLUMBUS, OHIO

CBS Y31
RADIO

A TN AR A A A AR A B e s

THE

STATIONS
AUGUSTA, GA.

MET. POP. 179,272 .

: WR D w 5%%&\: PLANT &

CAMP GORDON
85,000

COLUMBIA,S.C.

ABC =
_ POP. 144,000
w C 0 S FrNERSON

60,000

COLUMBUS, GA.
MET. POP. 169,921

W D AK 7T BENNING

42,000

‘NBC MACON, GA.
BIBB €O. 136,300

w B M I, gw%‘énn ROBINS

27,000

for complete information
call HEADLEY-REED CO.

vie 7 +

i~ actually not 100'7 competitive with
the above brands. Pud’s Prize Party,
a kid show costing an estimated $2.500
a week for talent and production only,
has been on in nine TV markets 15
minutes Saturday morning over ABC
TV since 21 June 1952, vior to this
vear this Philadelphia firm had used
TV announcements in several markets
in 1950, as well as The Cisco Kid over
several radio stations about the same
time. Don Winslow of the Navy car-
ried the Fleer hanner in 194041 over
several stations. including WLW in
Cincinnati, then a 500,000-watter,

Fleer this vear is also using four-
color ads in comie books: insertions
in Look. Life. and the Saturday Eve-
ning Post: weekend supplements in
Canada. and announcements over three
Muerto Rican Network stations. Lewis
& Gilman of Philadelphia is the agen-
eve John AL E. MeClave, the account
~upervisor and Randolph Gilman. the
account executive.

Fleer. Tounded in 1549 as a flavor
house. invented the Chiclet in 1690 hut
sold its rights 1o American  Chicle
around 1908, Ellsworth told spoxsor.
Then in 19286 Fleer invented the mod-
ern form of bubble gum. Its estimated
sales last vear were about 85 million,

Clark Brothers Chewing
Gum Co. This Pittshurgh firm’s
sales ran about 53 million last year:
il spent some 3190.000. or virtually all
of its ad budget. on TV announce-
ments in 15 markets. This vear it's in
18 markets. using =ome 23 stations,
Clark has been in TV for two and a
hall vears and before thal used radio
announcements  and  printed  media.
Strategy of President Charles T, Clark,
who also acts as adverlising and sales
manager. is to “out-think™ W rigley and
the other big gum companies, Clark
and its agency  (MeCann-Erickson)
feel the big firms have gone along in
the same groove for vears. Clark is
concentrating on TV to give it the -
pact a small firm needs in a world of
siants. Art Esslinger is A/ at Me-
Cann-Erickson,

What Wrigley's learned  So
a quarter of a century in radio has
passed. and Wrigley has learned mueh
that's helped keep it on top in the
chewing gum race.  sronsor’s talks
with President Phil Wrigley and Ad-

SPONSOR




Father RALPH ]. DIEFENBACH,

pastor, St. Theresa's Catholic
Church. "Strength of Our
Nation” KPRC-TV,

9:30 a.m. daily.

“Lehold, HBotw Good ...

*¥Psalm 133:1, Behold, how good and how pleasant it is
for brethren to dwell together in unity.

KPRC-TV is proud of its daily religious pro-
gram, "Strength of Our Nation” seen at 9:30 a.m. On
“Strength of Our Nation,” the churches of Houston,
with representatives of all denominations, combine
forces to bring Faith closer to the lives of all people.

“Strength of Our Nation” celebrated its first solid
year of telecasting on KPRC-TV on October 1, 1952.
Approximately 300 telecasts had been given within
that year, including several remote telecasts of Sunday
services held within the churches, plus occasional Sun-
day devotional services telecast direct from the studios
of KPRC-TV.

The religious programs on KPRC-TV are planned
by a central committee of members representing the
Baptist, Methodist, Jewish, Cartholic, Presbyterian,
Lutheran, Episcopalian, and Disciples of Christ denom-
inations. The general chairman of this committee is
the Reverend Robert Copeland, pastor of Garden
Villas Community Church and treasurer of the Minis-
terial Alliance.

Reverend Copeland and members of the commit-
tee plan their programs in 13 week segments, meeting
for that purpose with KPRC-TV Vice President and
General Manager, Jack Harris, and Program Director,
Bert Mitchell.

CHANNEL

Each denomination is assigned one or more weeks
for which they are responsible. Technical advisory
assistance is given individual groups by the staff of
KPRC-TV. However, at no time is material used,
edited, or controlled, except by members of the indi-
vidual denomination according to their own judgment.

The “Strength of Our Nation” programs define
distinctions among denominations, discuss specific sub-
jects with panel groups, dramatize religious scenes,
and give devotional services with music, prayer, scrip-
ture and short talks.

The popularity of “Strength of Our Nation” is at-
tested to by a daily deluge of mail from the large
viewing audience. More significant, these telecasts
foster deeper understanding among people of all faiths;
enlighten, instruct, and strengthen the spirit of Faith
for all who view it daily on KPRC-TV.

KPRC-TV also carries additional religious pro-
grams on Sunday, including the "Jack Hamm Show"”
with Jack Hamm from Baylor University, and Billy
Graham's popular series, “Hour of Decision.”

KPRC-TV is proud to offer its full facilities for
the purpose of bringing religion into the homes of
its viewers with special programs and the daily devo-
tional period.

2 e HOUSTON

JACK HARRIS, Vice President and General Manager
Nationally Represented by EDWARD PETRY & CO.
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| of
Fitting a Medium
to a Market

WSR:

Covers ALL ‘
of the Rich

Write, Wire, Phone
or
Ask Headley-Reed

of
Fitting a Medium
to a Market

WSR2

Covers ALL
of the Rich
Central N.Y. Market

Write, Wire, Phone

or :
Ask Headley-Reed

versi=inze Manager ”f'lll_\ L. Websier
in ‘\Ilil‘ill'_’ll_ a= well a~ with thei |rli|l-
1‘i|r.'ii compelilors, pommi up the fol-
lowing conclusions:

1. The 1wo lop gum firins l“li_‘_:-
lev and American Chiclet use radio
TV to a zreat extent and seem 1o be
drawing ahead of the third 1 Beech-
Nut i, which uses hittle. The twa lead-
e =maller  challengers  (Fleer  and
Clark Bros.i are zambling on TV 10
help them increaze their share of the
market, As new TV markets open up.
chances are all the competitors will
have 1o plunge in more deeply 10 hold
their positions lest one get the jump
on the other.

2. Wrigley has. contradictorily. ig-
nored its competition. It feels that an
even distribution of its ad  bhudget
among the principal media—with em-
phasis on radio/TV as in the past three
vears—will keep it on top. The strat-
ey has worked to date. but American
Chicle has shown a big surge in the
past two vears by coming oul with a
I15¢ chlorophyll gum and sinking 75,
or more of its ad budgzet into radio
TV against Wrigley's 337,

3. Wrigley no longer builds it own
shows (although sticking with Gene
\utry in radio and TV but prefers
to by packages (Life with Luigi and
its 16 summer programs over the past
three seasonsi. Reason: They re cheap-
er. However, amid the informality of
the Wrigley offices in the 28-st01y
French Renaiscance Wrigley |§I|i|l|illl;_'
at 110 North Michigan Avenue in Chi-
cago. the Wrigley executives are al-
ways willing 10 consider new shows
which they might develop. This open-
door policy paid off for them over the
vears—via then !'\fl'.illilI]IH”_\ SUCECesS-
ful Myre & Marge. Seattergood Baines.
aiel Gene Autry’s Welody Ranch.

Lo Wiigley prefers network shows
to spot campaigns although it will nse
the latter if the need arises. as it id
in 194002 when it atred 1695 one-
minute announcements a week, I pe-
vards all wedia as vselul and ienores
none, 1t feels transit and outdoor ad-
vertising put Wrigley on top and it has
never .-Iu]n'll'l' -||-\u|i||j,' up to a third
ol its ad budget 1o these two media,
But for 25 years it has depended on
radio to give it over-all coverage, For
vears radio has absorbed another thivd
al the budget, And today it continnes
to et the biguest sinele shice with T\
MOV IS .

o \\'li,':h'\ conlinues o |u'n|n||h'
cum. ol the [rrogran ol the star, al-

RUFUS
THDMAS

Dne of
WDIA"S
many lamous

personalities

FAB
Renews WDIA, Memphis
For 3rd Consecutive Year!

. and so thz third straight yearly renewal for
Colgate-Palmoiive-Pect's FAB provides further proel
of WDIA's complete dominance in selling to the great
Negro scoment of the Memphis Trade Arca. (There
are 430,266 highly brand conscicus Negroes in WDIA
BMB counties). Mcke plans now to joln the greal
tist of national adveortisers that alse includes Bab-D,
Kroger Stores, 4-Way Cold Tablets, G. E. Lamps,
Pet Dry Milk. Greves Bromo Quinine, Pertussin and
Musterole, Get the Tull WDIA story today.

HODPER RADIO AUDIENCE INDEX
Cily: Mimphis, Tenn. Months: Sept.-Det. "52

Time Stts WDIA B C D E P @

TRTP. 115 245 226 189 128 (1.7 10.6 5,2
(Note: WOIA™s share Saturdays: 29.7: Sundays: 35.9)

vevedis - WD E ;NN.

John E. Prarsom Ce. Reprosentative
Dora-Clayten Agency, Southeast

KWJJ—

Presents More Remote

“On-the-Scene”
BROADCASTS

than any other
NORTHWEST
RADIO STATION

These on-the-spot broadcasts from the re-
tailer's store surround your produc! with
all the personality and life of a studio
show — etfective — in-

teresting — ccenomical. /7-1(1 ;

kwy Y

Studio & Offices
1011S.W. 6th Ave.

PORTLAND
OREGON

Nat'l Reps. — WEED & COMPANY

SPONSOR




To sell
Appliances
to inland

Californians

(and western Nevadans)

Appliances or automobiles, the way to sell in inland California and
western Nevada is . . ., on the BEELINE! It's the five-station radio
combination that gives you

THE MOST LISTENERS More than any competitive combination of
local stations . . . more than the 2 leading San Francisco stations

and the 3 leading Los Angeles stations combined.
(BMBE State Area Report)

LOWEST COST PER THOUSAND More audience plus favorable
Beeline combination rates naturally means lowest cost per thousand
listeners. (BMB and Standard Rate & Data)

Ask Raymer for the full story on this 32-billion-dollar market—
inland California and western Nevada.

McClatchy Broadcasting Company

Sacromento, Colifarnio  Poul H. Roymer, National Representative

KFBK KOH KERN KWG KMJ
Satramenta [ABC) Rena [MBC) Bakersfield (CBS) Stackion [ABC) Fresna (NBC)
50,000 watts 1530 ke 3000 watts, day; 1000 1000 watts 1410 ke 250 wolts 1230 ke, 5000 wotts 580 ke.

walls, night 830 ke
KFBK-FM KMJ-FM KERN-FM KBEE-FM
Sacramento Fresno Bakersfield Modesto
96.9 megacycles 97.9 megacycles 94.1 megacycles 103.3 megacycles
channel 45 channel 50 channel 31 channel 77

\; A million people listen to the Beeline every day

1 DECEMBER 1952 81




WDB]

ABOUT 25% OF ALL

SALES MADE IN VIRGINIA

ARE TO

LISTENERS!

Established 1924 . CBS Since 1929

AM . 5000 WATTS . 960 KC

FM . 41,000 WATTS . 94.9 MC
ROANOKE, VA.

Owned and Operated by the TIMES-WORLD CORPORATION

FREE & PETERS, INC., National Representatives

In this closing year
of 1952,

we are thankful

I. For an efficient, com-
petent staff.

2. For a good increase in
business.

3. For the nice things peo-
ple are saying about us.

1
3000 Watts 250 Wats
Night & Day Nlight & Day
MISSOULA ANACODNDA
BUTTE

MONTANA

TNE TREASURE STATE OQF THE 48

Representatives:

Gill-Kcefe & Perna, Inc.
N. Y., Chi, L.A., and S.F.

SIMPLE  ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES
Networks 23
AM 2,367
FM 335
TV 117
Short-Wave 4
Canada 154

TOTAL BMI
LICENSEES . . 3000°

You are assured of
complete coverage
when you program
BMI-licensed music
As of Nov. 20, 1952

BROADCAST MUSIC, INC.

580 FIFTH AVE.,, NEW YORK 19
NEW YORK = CHICAGO * HOLLYWOOD

Illnll;.tll it likes to hold on to L""‘l""'”t'*
long enough for them to become synon-
ymous with the product, i.e., Autry
and Luigi. The program’s ability 1o
sell. not its rating. is important,

6. The company has proved to its
own salisfaction over and over again
that the late William “'_I'igll'l\' Jr,'_h slo-
gan, “Tell 'em quick and tell em of-
ten.” is a pearl of wisdom that should
never be lorzotten. And one of the
best ways of doing just this was and
remains radio,

Phil Wrigley savs. “Radio became
the greatest mass medium in the world
when it besan to sell its time to the
sponsor with a free hand to fill as he
pleased so long as he was entertaining.”

W hich medium would he eredit then
for being chielly responsible in put-
ting Wrigley gum on top during the
past 50 vears?

Phil Wrigley answers: “Car cards.”

\nd in the past 257

“Radio has helped keep us there.”

* * X

MR. SPONSOR ASKS

(Continued from page 59)

which seem much more alive and ef-
fective because of an audience reaction
that we have become used to in radio.
Something  happens Lo comedians
when they get an instant response lo
their work. A laugh lichts them up.
Bits of business that aren’t written in
the seript result from the reaction.
The laugh track has a marked effect
on the comedv writer. It forees him to
avoid lengthy exposition passages and
makes him go harder for his comedy
points. He prepares his material asaf it
were for a jury to sit in decision upon.
With the laugh track present. he can-
not hide hehind the comfortable device
of saving that the program’s effective
ness was debatable.  IUs all there in
black and white. so to speak, when the
audience laughs or fails to laugh,
This diseipline imposed upon  the
writer by having the material per-
formed in Tront of an audience shows
up in the quality of the program itself.
In summary. the laugh track gives
the listener at home a group of fellow
liuchers and adds a theatrical effect
to the whole show. which would seem
to be \'.nr'lh\\hif:'.
Fverasnp W, Meape
Il & Jhr: n}' Radio-TV
Young & Rubicam

A\ (1 1 fH'Jr:'
SPONSOR



You may have heard about a Panhandle
a concrete block at the end of

wind-gauge
a ten-foot chain anchored to the top of a
ten-foot iron pole, If the chain and block
are blown parallel 10 the ground, it's too
windy to work. There isn't much need for
paint-removers  hereabouts, either. Folks
just put the woodwork outdoors, fasten it
down. and let the wind blow the paint ofl.

Citizens of Amarillo. in common with
most other Texans, have a londness for tall
tales. Actually, the biggest wind on record
was a 7o-mile-an-hour gale.  Cotton  John,
KCNC’s farm editor. says it disrobed a
youne lady crossing Polk Street at Sixth (our
Broadway and 42nd). She was spared em-
barrassment, though, because the same wind
blew sand in men’s eyes, opened a store
door. and sailed her right up to the dry-
goods department, where it wrapped her in
a piece of calico. Catton John's got a piece
of sand to prove it,

Cotton John also has a passel of surveys
which prove he and KGNC have a loval

following of farwers and ranchers. Because
he was born and raised on a Texas farm and
knows about 8077 of the farmers in the Pan-
handle by name. he is personally familiar
with their problems. His early morning and
early alternoon farm. weather, and markel
broadeasts provide information for farmers
and ranchers throughout Amarillo’s trading
area.  The programs typily the way KCNC
serves its wealthy agricultural and industrial
markel.

The market is well worth the attention
of an advertiser interested in business. well
covered day and night by KGNC's 10.000
walls ol power. For further information.
please cheek with our national reps.

NBC AFFILIATE

e« 710 KC e 10,000 Waoatts e Represented Mationally by the O. L, Taylor Company

1 DECEMBER 1952
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SHOTGUN GUARD FOR
TOLEDO'S (%40%a! SPENDING

At this time of year throughout the nation spend-
able incomes are swelled by savings and bonuses
—<cash registers ring extra loud as TV sets, elec-
trical appliances, autos, clothes and foodstuffs are
added to Christmas shopping lists. To advertisers
this season can mean extra volume—if the poten-
tial buyers are guided in their purchases. Here in
Northwestern Ohio's Billion Dollar Market there is
such a positive guide—WSPD. For 32 years people
in this area have tuned to WSPD as their Christmas
shopping advisor—have spent. their dollars confi-
dent in Speedy's" suggestions. So protect yourself
in this heavy spending season—buy WSPD the one
medium in Northwestern Ohio that offers guided
results. In a sense—put "Speedy” on as your Shot-
gun Guard for Toledo's Christmas Spending.

Storer Broodcosting Compony Represented Nationally

by KATZ

TOM HARKER MAT SALES MGR BB MaDISON AVE WIW YORK

TV PROGRAMING

(Continued I;‘f'nm page 251

moment I am in the market for a hall-
hour show. Since 've aol several
brand managers 1o deal with 'm pro-
ceding cautionsly, When vou're spend-
ing 235000 for a hookup and another
S25.000 for a program. vou can’t af-
ford to take a chance. As 've zot it
figured out. I'd rather bhuy into a <how
that's in 20th |-l;ir'l’ than gamble on
~something new which could either land
i the fust 10 or wind up No. 50.
What I'd rather do is boy talent plus
insurance of suecess”

Radio-TV director of an
ageney in the over S50-mil-
lion class: “lt's easy to ride on the
tail of somebody else’s suceess. but 1t
takes courage and imagination for an
AZ2eney 1 {1 I]H o :_'lil]lb \l'“in;_' jllll ill ]"-,
hallf of <omething new for a client.

“We've gol some TV shows running
on the networks, but. as an ageney.
we're nol getting anyvthing out of them
for Tuture use. Theyre all on film, All
the ngency does now in television. oul-
side of creating commercials, is hire
r_'\in('l|~i\t" \lliu'['\'.l..-nr_\ [u'n|||{_‘ Loy \\III'L
with the film producers. With the pro-
arams ofl in the film studios, it doesn't
help TV directors or TV cameramen.
It was quite different when the show
was huilt up by the ageney’s stall and
centered around the star and the direc-
tor. The room for t"\;lrt']‘ilnl‘lllulillll =
missing. You spend the client’s money
with the feeling that you've retained
little of value that you can apply 1o his
and vour problems in the futore,”

Ad manager for a deng com-
pany: “Let's look at the case on the
other =ide of the ledger.  With the
prime periods loaded up. your hest
chance of zetting as close as possible
to a maximum audicnee 1= o bhuy a
partnership on a substantialy  rated
progvam and pay the premiom. You
know. we conld visk S100.000 o audi-
tion four shows and III\II\ come  up
with a zero. 1 mas be worthwhile for
such advertisers as Procter & Gable
amnd  Lever,  with their  myvriad ol
|r|‘mllh|-. 1o stake themsehves 1o new
property and investment in production.
Lt wes with our method of 1||:['|‘.'1lil1l|.
look for the minimom risk. I'd much
rather. these davs. take this tack: First,
iy o by into a show on an alternat-
ing arvangement. and. [ailing that. do

SPONSOR




The November Issue of

“.719 .jeg.’m'dion
./4uclience of 30([(19 §

covers the subject

.S;;' ltualion
Come(/y /Orogramd
on .7@&1!545 on

Here is a study of all Situation
Comedy programs appearing on
In all, 22 Situation
Comedy Programs are covered.

television.

Each program is analyzed to
show (1) previous radio listen-
ing, (2) present radio listening,
(3) respondents knowledge of
TV program, and, (4) regular
viewing of program.

Situation Comedy programs rated
by respondents as “excellent” are
analyzed to show why respondents
give a program this rating. Iden-
tical procedure is Jollowed for

programs riated as “poor”,

Additional information on Situa-

tion Comedies is presented to
show viewing by [amily members,
preference ol story or actors,
reasons for watching, viewing by

ECOnomic gl’ﬂ!lll.\, e,

If you have any mterest in Situa-
tion Comedies on TV, here is a

study you should have.

_,4Jverfedl /Qedea Fele

90 BAYARD ST.
NEW BRUNSWICK, NEW JERSEY
CHarter 7-1564

| DECEMBER 1952

what Buick did—take over a top-rating
spot for my own show. You'll note by
the ratings that they came out of the
deal in great form.” (On the basis of
TV homes reached the Nielsen report
for two wecks ending 11 October gave
the Buick show a rating of 58.6 as
against 55.8 [or Milton Berle, who oc-
cupies the spot three weeks of the
month.)

An aecomd executive who
supervises three accounts
active in TV: “You can’t blame an
advertiser for not putting money be-
hind a show he hasn’t seen. The eco-
nomics of television make the device
of alternating with another advertiser

* * x * * * * *

eelp is my firm belief that with the live
show . . . o some degree on the na-
tional level and 1o a very great degee
on the loeal level o . . rests much of
the hope we all may have for the fure
of television. Your actor, writer, diree-
tor . . . all the architeets and builders
of the major television effort . . . don’t
just grow like Topsy and appear on
the spot when needed. They must be
spawned and developed.®*
PPAUL PHILLIPS
Radio-TV Director
The Aitkin-Kvnett Co.
Philadelphia

* * * * * * * *

as Y&R has done for Goodyear on
NBC Sunday nights as smart an op-
eralion as current conditions dictate.
Most people in this husiness 1've found
are still thinking in terms of radio
when it comes to programs. In radio
you figured that it would take a season
for a show lo establish a rating. That
was good economics then, Bul compare
the costs of your program and time
then to what it costs in television lo-
day and you can’t help hut agree that
BBDO and YSR are on the right
track.”

Radio-TV direcior of an
agency doing SI12 millioun in
air media billings: “One thing
that overlooked in the
chronic ery over the high costs of T\
is that this. to no small degree. is due
to the advertiser's nsuring his own
The advertiser will gamble
anywhere from 55 million to 510 mik

seems lo be

suCeess,

lion dollars to put over a new product
or brand, but. if vou ask him to gamble
S500.000 on a show, he's horvified.
What's the result? He's paying all
sorts of premiums on the ‘surefire

An Excellent

Sales Position

Is Available!

A 5,000 watt CBS affiliate
in a good Southeastern
market wants an experi-
enced salesman. His char-
acter must be beyond re-
proach and his selling rec-
ord must be outstanding.
Solid local station selling
experience is an absolute

necessity.

Good draw against com-
missions, opportunity for
real producer to earn $10,-
000. yearly in a happy at-

mosphere.

and back-
be checked

References

ground will

thoroughly.

Send full informaotion to
Box 21, Sponsor,
510 Madisen
New York 22, N. Y,
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iny ather than develop his own

riv he subimits to all =orts of hul-

= e<tablished or nanwe prop-

he huv= on the out=tde. Ymone
hidden costs are riehts and son
i v hine ol people wi (=

v have contributed an ulea

il there to the <how = formula

It all adds up o lots of padding on

e e bt if that's the ~ort of in

=T the advertiser wants he's pay-
1w oa mighty big premium for 1"

e foregome reference to “hidden

|i|"!\l||

ol CB=. which |m--.!u- es such packages.

with an execntive

either live or on hilnn as Amos n
Indy, Our Miss Brooks. Wy Friend
lema. | Love Luey, and Life with
Luizi, Said Norman Hadley. conp-
[IIIH"I ol l}il' (.B=s ||'h'\l-i'lfl lii\i‘i"[l:
“There s (qurte a mise nm'l‘illinn about

the budgetary hreakdown of a ]-;ll'L.u'_n-

<how. What puts the price where it is

are !-r--|l.‘llu.|| elements. whether
the program s live or on Glin. Roval-
ties or rights are an insignificant part

Some ol the

onr =how=, like Cy

ol the cost yeators of

Iln\\.lltl 'z’f‘-’ﬂt! .||1||

Luigi) share i the profis from the
teley i=ton version and these shares like-
wise henre msigntheantly m the cost
of the show.™ LA A

MERCHANDISING EXAMPLES

(Continued from page 450

bell's musical jingles. and  promoted
the 1wo network
Club 15 and Double or Nothing. heard

on CFRN,”

‘IIII\\ =

| ||n]-i-- Il

Many of the same basic problems
that plague L. stations who olfer
nerchandising also are real !r1u|n|r|n-
to our Canadian neighbors,  Added

CFRN s Miss MeDonald:

“A great deal of our merchandisig
‘Jl'[li'llil' on the |'u1|pf'T'.‘t|in|1 received
from the advertiser’s local representa-
Many

a=<1=l 1o a wide extent and pul the

lives, are able to suggest and
special merchandising promotion over
the top. Others are nol too interested.
or do not partake of the plan, and of
necessity the suecess of these schemes

leaves much o be desived.”

WEBAL and WFEBR. Baltimore
Like fingerprints. vadio station mer-

chandising plans are vivtually never
Til"”t‘l' ;ll. .IIUI |‘|!(‘I\ \\i“ lwo I'i'.' "'td-
with similar

\ecord-

timebuy -

tions try 1o slug it om
merchandising arrangements,
r”'_'l\. .Ill\l"!T'."l'r‘- illlll JdAEeNCy

ers should check carefullv even within

a single market il they are on the
lookout for a particular brand of mer-
chandising.

Tyvpical of the wide variations 1o he
found within a large radio market are
the merchandising efforts of two Balti-
more outlets, 50 kw, WEBAL and 5 kw.
WFBR.

each has a plan which is quite unlike

Each coes it own wav. and

the other’s, except for the basic simi-
larities in any merchandising plan.
WEBAL. bases it merchandising cam-
paigns primarily on a single. premium-
rate program. Aitelien KNarnival. A
hall-hour  lunchtime KNitehen
Karnival is aired twice cach week from
the Gold Medal Room of Balimore's

Greenspring Dairy (one of the show's

.'-!Ill\\.

many sponsorsi. and goes on a road
tour the other three days, plaving at
women’s clubs. civie groups, churches,
cle. Sponsorship is limited 10 food
and  household  product  advertisers,
since the supporting merchandising is
geared to promote such accounts,

Kit Tyvson, promotion manager for
W BAL, sununarizes this merchandising
follow-up as “services which would cost
advertisers  considerably  more
thev to furnish them themselves.™

Briefly. WBAL backs up its Aitchen

KNarnival by having the station’s mer-

woere

the New York station
where listeners listen
and sponsors sell ... key
station of MUTUAL
Broadcasting System




chandising stafl call on a niinimun of
some 100 retail
There. the W BAL-men plug new cam-
paigns. arvange [or store displays. and

stores  cach  week.

stress the valoes ol tie-in promaotion,
Cross-plugs i the wmerchants” own ad-
vertising are secured to plug both the
Fach week. a
report on the distribution and move-

show and ils sponsars,

ment of products sold on the show is
prepared  which contains information
about competing brands as well as the
W BAL-advertised items.
casts a week are luncheon shows. at

Two broad-

which souvenir menus (autographed
by the show’s stars. Brent Gunts and
Joe Croghan) are distvibuted and
which plug the various products of
the show’s sponsors.  As the show
travels within WBAL's area. local gro-
cers around the originating point are
alerted o put on r.\l]'u-ht'm_\ Promo-
Lions,

In contrast with the showease variety
of merchandising. WBAL's neighbor-
ing station. WFBR. takes the broad ap-
“We treat all clients. insofar
as possible. on an equal basis. We like
to have the simall-time huyer feel he is
gelting the same treatment the big
lellow gets.  But of course distinctions

pl‘(r.‘lt‘h.

must be made,  The man who spends

S10.000. we [eol deseives a Tuller share
ol merchandising and promotion than
the man who spends S1,000.7 WITBR

Ilinlll.lllilln I’i!'l'. Loy I)IFII .“lrll‘f '\~
plains,
\mong  the  standard  Hems  in

WEBR's bag of merchandising tricks
ares

i1 Featuring in a station-published
retail newsletter, “Trade Winds,” which
goes 1o some Y00 grover membors of
the ITndependent Retail Grocers Asso-
cialion and/or some 600 Baltimore-
area druggisis. (21 plugs in the sta-
tion’s published program schedules.
(3) window displays in the eight prom-
inent windows in the WFBR Building.
with the station often furnishing the
display materials. (1) station ads in
the local retail trade papers to remind
retailers of WFBR-advertised products.
(531 use of client products where pos-
sible as prizes on local WFBR give-
away shows. (61 access to the station’s
special dircet-mail lists. as well as sta-
tion-designed mailing picces. 171 con-
tinuing on-the-air and in-print publi-
city and promotion.

Aecross the nation lere's an ad-
man’s capsule “Cook™s Tour™ of other

radio station merchandising campaigns.
Proms coast to coast Deseil on sposson =
recent sur ey

East: In Pvovidence. R L. <tation
W HIM backs up air advertising can-
|‘;|'l_'_'1|.- with a wide vartery ol merelun-
distng aids. starting with diveet anil
campaigns o dealer<. and contiming
I|1|'nlt:_-|t window and counter s“\||].n\ =
pewspaper ads. promotion announee
ments, lruck  banners. andd  the ke,
|‘r|’i|l;.'1'|)ujl-— WICC has a flexible wer-
chandising arrangement which ineludes
similar supporting devices. and toward
which the station allots 27 of the gross
of contracts over 33.000 with a contract
minimum of $1.500. Reports WICCs
Jay Holler: = This expenditure is flexi-
ble only iusolar as quantity is con-
cerned. not quality.”

Although Philadelphia’s big 50 kw.
WOCAL offers some merchandising as-
sistance Lo all its network and spot ad-
vertisers, the stalion cenlers its extra
promotions for advertisers on three
participating shows, Housewives™ Pro-
tective League. Sunrise Salute, and the
WCAL -created Shoppin® Fun. De<igned
for urocery and houschold advertisers,
these three premium-rate shows include
a sizable guaranteed merchandising
campaign as part of the original pro-

The only worthwhile investment is one

that pays off.

Advertising on WOR is really worthwhile!

For years, WOR has paid off with more sales

for more advertisers than any other

station in the country.

WOR, the most sales-effective station in the

U. S, serves 26,000,000 people in 14 states,

and provides them with programs they listen

to (WOR is first choice among listeners in

both news and women’s service programs).

You’ll find it worth your while to learn

what WOR can do for you.



WBAL Presents o
Mighty Advertising
Merchandising Plan

SIrike twice at your
customer with WBAL's
unique OPERATION
CHAIN-ACTION — ar
home with radio commer-
cials, and at the point of sale,

Food advertisers guaranteed
powerful point of sale pro-
motion in over 213 leading
chain food stores coupled
with the unequalled power
of radio advertising for mass
selling.

Give your product’s adver-
tising that needed, doubled-
barrelled impact with
CHAIN - ACTION. Com-
plete details on request.

50,000 WATTS

WBAL

NBC IN MARYLAND

Nationally Represented by
EDWARD PETRY & CO.
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aram price. Shoppin’ Fun, incidental-
Iy, is a point-of-sale device in itself; it
originates each day in one of 70 major
superimarkels,

South: Merchandising displavs are
a familiar sight in retail outlets helow
the Mason-Dixon Line. Richmond’s
WRANL backs up its air advertising
with a complete merchandising depart-
ment, and uses such devices as: a sta-
tion-published bulletin to some 530 lo-
cal grocers. praduct displays, letters 1o
retailers, newspaper audience promao-
tion, ads in regional trade papers, and
various publicity stunts [or advertis-
ers’ programs,

One of the South’s big annuoal
whoopdedos, the North Carolina State
Fair was used recently by WPTF, Ra-
leigh, as a merchandising showease for
In the heart of the
fair’s midway section, WPTF set up a

station clients.

Looth in the form of a country store,
stocked it with air-sold product sam-
ples. and gave them away as prizes to
the fair’s visitors in a dart game run hy
Some 550,000
]rmq!h‘ attended the fair.

Midwest: Al:hongh WLW. Cincin-

nati, stands out among Midwestern sta-

stalion  personalities.

tions which merchandise air advertis-
ing. it by no means has the field to it-
self. WSAL for instance. in WLW's
home town, has a smaller but equally
aggressive merchandising plan which

makes available to advertisers: direct

mailings to retailers: display windows |

in the downtown area; “other services
that might naturally crop up which the
station could provide.” according to
WSAI's Vanne Monsell.

Indicative of the fact that more ra-
dio stations are daily joining the trend
toward merchandising their air clients
is a recent report from WNMIL, Mil-
waukee. This station has hitherto had
no specific merchandising plans to of-
fer. Now. WMIL has worked out a
tie-up with a chain of giant supermar-
kets in the area. to be called “Opera-
tion Food.” due to start on 1 Janoary.

Southwest: In the wide open spaces
of the booming southwestern U, S,
many  stations— like  KVOO, Tulsa;
WEFAA. Dallas. KNUZ. Houston—ane
also offering merchandising aids.

I'y pical of these is the merchandising
assistunce given by Amarillo’s KGNC
Lo its larger (mosthy 52-week) advertis-
ers. This is a package of sales assis
tance which starts with direct mail 1o
tetailers and continues through station
displavs. car cards. newspaper support,

other promotional devices. Results for
the station’s advertisers, from Royal
Triton Motor Oil with a transcribed
Frederic W. Ziv Bold Venture series
te Panhandle Feeders with a small spot
campaign, have Leen excellent.
Rockies: In Salt Lake City, sta-
tions KDYL and KSL each have mer-
KDYL main-

lains a two-man merchandising team

chandising specialisis.

who handle most of the usual merchan-
dising devices. and who help promote
to retailers the details of new national
and local spot campaigns. KSL has a
merchandising man who handles simi-
lar details. and who helps in handling
peint-of-sale  promotions for the sta-
tion’s advertisers, No charges are made
by these stations for merchandising as-
sistance. In Missoula, Mont.. station
KGVO provides similar merchandising
services, selting up an annual cam-
paign for the station’s leading clients,

West Coast: Merchandising is a
growing factor in the air advertising
Since the
West Coast is largely the home of
modern  supermarketing. these mer-

done in the Pacific states.

chandising campaigns usually involve
extensive lie-ins with the larger chains
of self-service food and drug retailers.
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AP NEWS-a “Natural”
for New Stations

“In our 2 years of operation, AP news “Our first sponsor requested AP news
has produced 20-25% of our gross . . . never any renewal problems.”
revenue.”

Wendell H. Siler | Thomas A. Rogers
Manager General Manager
WRAD WCLT

Radford, Va. \, Newark, Ohio

“Approximately 11% of <our air time is "“Since we went on the air five years ago,
devoted to AP news programs. They're our,
most salable product. And they stay sold
because they produce results for spon-

sors. Here's what sponsors say:

we've had a waiting list of sponsors for
AP news. Our 48 weekly AP newscasts are
Eompletely sold out. A typical AP spot has
a rating of 19.2 compared to the nearest

Our AP news appeals to all classes of poten-
tial customers . .". Maintains good will with
present customers . . . Gives us added prestige
... Dur most effective advertising .-. . Brings
in the traffic . . .- Exceeds all expectations. "

competitor's 2.2. In addition-to spot news,
- _ AP’s various feature programs sell readily
— much as ‘Sports Memorg, sponsored
five days a week by a brewery.” !

For full information on how you can put Associated Press news to work
for you and your sponsors, contact your AP Field Representativeorwrite R A D | O Ot N ISl QN

Hundreds of the country's finest stations announce with pride

“THIS STATION IS A MEMBER OF THE ASSOCIATED PRESS.”

|
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The major radio networks
Onee the provinee of local stations who
merthandised only their spot accounis,
merchandising in the U.S0 has o the
past two scasons begun to reflect the
entrance of the major radio networks
ito this field.
ing networks have merchandising eam.

Three of the four lead-

paigns in operation. which show up at
the local level as an mereasingly im-
portant part of station merchandising.
(For the development of this trend.
see “The new network merchandising
era is here.” sroxsonr, 17 December
1951, and “Fall Facts™
1952.)

Here's the latest ronnd-up of infor-

is=ue. 11 July

mation regarding merehandising eam-
paigns by the major radio webs, as

SPONSOR wenl [o press:

ABC What was true a yvear ago of
\BC™s merchandising plans siill holds:
the network is doing some heavy think-
ing. but has nothing ready to piteh 1o
advertisers and ageneies,  One thing
that has held up ABC’s plans has been
the proposed ABC-UPT werger.  Until
seltled, ABC doesn’t wani to

get involved in merchandising plans

which may have to change drastically
as program structures. local tie-in pos-
sibilities. and advertiser fine-ups are
possibly altered by the blending of o
leading network with a leading movie
theatre chain,

CBS Although CBS Radio helps to
organize some merchandising plans for
clients in several key markets. the Co-
lumibia web has no over-all plans for
network-level That's
the latest NP
|,ﬂll “;I!l‘-ln.'lll f'f l'-.|':."" Radio. who add-

merchandising.

from Adminmstrative

ed: “We've been surveving the whole
field of merchandising recently. and

In Boston

—

listening 1o a lot of apinions on the
subject from our alliliates, 11 we Lav
a werchandising plan i the Tuture
hee a ol Lhan

we wanl 1l Lo nmore

double-talk.”

Generally speaking, CB> Radio = poil-
iy, according to Lou Hausman, is to
build sizable audiences for the network
a= the primary fifl't1|‘-|illll;l| target. \l-
ter this is done. then CBS is hikely o

start organizing a sizable merchandis-
ing plan. bt not until then.  Mean
while. merchandising will he on a mar-

ket-byv-marker basis.

MBS Having staged a snecessful Kiek-
ofl to its latest network merchandising
plans with it= “Look Mom
nie ! promotion last July. MBS is now

I a pie-

lining up such omnibus promotions on
.HI:' "I_tnll-\ \|nu|”

aperation, which for two weeks plugged

a regular hasis,
a ]ul]_[_' list of MBS clients |,.|m|11-'|~ 1
over LOI) stares UI. Hlt' I”l]l't!l']llll'lll
\lianee.
in-store promotions. racked up a real

. - 1
Grocer = plus on-the-air and

success  for the networks merchan-

llll'-t'l'-. \ll u\i'l-;l” ‘--'Iil'a- il]l'[f‘il‘l' lrf
250 was found above the }l|t'\i=al1~
two weeks, and 10 MB>-plugged brands
had averaged sales inereases of more
than 1477,

Upcoming now from MBS are maore

in-store  merchandising  promotions,
\round Valentine's Dayv. MBS plans to
have a “National Wife Week™ promo-
tion in some 5.300 IG\ food outlets
(total annual volume: around 31 hil-
lion ). The theme will center on giving
wives a wintertime vacation through

the use of (‘;|~\-1n-||rt‘irun‘ meals
|].-'-i|1:_‘. ol course, \“:f“:-_-n]l} |||‘|n||lhl‘.

stickers. book-

lets. and other point-of-sale material

Store displays, signs.
will be used. Other short-term schemes

should bz due about four times a vear.

Advertisers clamor for
CHRIS EVANS’
additional half hour
1.00 to 1.30 P.M.
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includinge efforts i drug <tores
Mutual makes no extra charges for
s nelwork nerechandi=in SUTVICes
But. as MBS V. Hal Coulter potuts
oult: “We will alwav= treat thi= fum
tion as an adjunel that makes radi
wark more productively for the adyver
Li=er nol a= an cod in tsell. nor i
role dominant above the radio medium
We dare ‘r||‘.||-_-..
NEBC For a full season now., NBC Ra
dio has had a heavy merchandisine
plan rolling. which does not limit i
sell to store promotions. hut tries te
do tvia NBC afliliates) the kind of job
that WEW and others have long done
at the local level.  tThe hasic NB(

|II.'IT1. o '.'-'I1|iH.H.'ltI- one, -I!I '}Illl- =
8 S TRL OI=uImer |1,||li'i~ Lo lest new
rlfnuhll']- .'l.’]'l ||rn\i||i' |u< ;Ll ri=t .H'}I

data. 12)

spol surveys ol store condi-
tions and to check ”Il' sUCCess ol the
) display work. in which
112

markets|

|I|'l'i|]"“l'!|]"- |
NBC -

located centrally

merehandising  team
in key

P{.l‘j"ll i |'l']1.'|.i|l|i"|'[\ }I['!F! tiy |'|I|'I\i‘ltl'r
retatlers that N BC-soll i.|u||||1 1= shoulid

nien

lie |:t'u|1mll‘sl and 1|i.‘]-|\:\r'n| well, 144
special NBC-created  point-of-sale ma-
terial [or in-<tore use. (51 attendance

II\ \Hl

sales meetings. and (61 monthly drog

men and/or station men al

and grocery hulletins.
This
primarvily In NI

NBC merchandising is done

alliliates. with the
network Keeping a watchful eve on the

and TV

promotions have heen done

proceedings.  Some  radio
product
to date for major clients sneh as Miles
Pabst.  Avmour’s  Dial
Soap. Hazel Bishop. and the like.  No

extra charges are made Iy the

Laboratories.

nel-
work Tor such merchandizing,
Since the merchandising is largely

up to the stations twith NBC hatehing

50,000 WATTS

John Blair & Co.’
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be sure it's available before you try to buy it!

Average ratings that belong 10 somebody else won't do
yvou a bit of good! When you schedule spots for Los
Angeles, San Francisco and San Diego, be sure the ratings
quoted to you are for sale.

When Don Lee tells you about ratings they're ratings,
not averages. You can buy them and they will start selling

for vou. Our great variety of excellent programs consis-

KHJ) KF

4
LOS ANGELES

5000 W 930 ke

i)

SAN FRANCISCO
5000 W 610 ke

Represented Nationally by JOUN BLAIR

RC KGB

SAN DIEGO
1000 W 1360 ke

tently gives vou the best choice of availabilities. To clinch
it. Don Lee's lower station rates give you complete cov-
erage al a lower cost per thousand families reached than
any other adverusing medium!

So, 1o get real availabilities. .. not giant cardboard cones
...rely on your Don Lee or Blair man when scheduling

advertising for Los Angeles, San Francisco and San Diego.

Moitieal

BROADCASTING SYSTEM

SPONSOR




the plans), some stations naturally do
better than others, depending on their
merchandising experience.  But the
creat majority of NBC afliliates are
now providing some form of merchan-
dising aid for network clients.
Interestingly enough. many NBC TV
affiliales are doing a merchandising
job. too. [IU's [felt that they are keep-
ing a canny eve on the day when the
increasing number of video outlets will
mean stiffer over-all competition, and
that they're making merchandising hay
while the sun shines.
Moreover, the TV
turned toward merchandising on the
theory that it is only by means of
close cooperation at the point-of-sale
that a medium can keep track of the
Relatively

slations  have

sales impact il is making.
early in TV history these stations want
to help build up documentation of sales
effectiveness against the day when it
may be needed as sales ammunition.

k ok k

RECOMMENDATIONS

Continued from page 47)
( pag

Stations should be careful how they
‘sell’ their merchandising and not try
to close deals on the basis of how much
they're willing to throw in for free.”

A statement aimed at both buyer and
seller is due to come shortly from the
American Association of Advertising
Agencies. Part of a planned 4 A's code
of practices to be observed in agency
dealings with air outlets, the gist of
it will be as follows:

“An agency may properly accept
any amount and kind of merchandising
cooperation a radio or television sta-
tion volunteers. However, it should
not demand or encourage free services

In Boston

STUDEBAKER CORP.

has renewed for

the sixth straight year

that are not a proper function of radio
and TV slations, or which are in excess
of what is generally regarded by radio
and TV stations as proper. Merchan-
dising costs unfairly shifted to broad-
casters would have a tendency to in-
crease rales for all advertisers, whether

or not they use such services.”

What advertisers can do to
work e¢losely with stations
which do merehandising Here-
with is the consensus from a number
of sources—including station and net-
\\'lll'l\'
clients. and reps

exccutives, agency execulives,
which sroxsor pre-
senls as a possible guide to advertisers
i enlering a merchandising arrange-
ment:

l. Know

before asking stations for it

what you want and need

2. If you need more merchandising,

discuss it with a station.  Avoid pres-
suring them with a contract as bait.

3. Be prepared to pay extra in some
I vour whole
selling strategy hinges on merchandis-

cases for extra services,

ing, shopping around for shows which
offer guaranteed merchandising, at a
premium price. of a sort which fits your
This will

avoid starting out on a merchandising

needs may be ihe answer.

1';1[11]:.‘tij_’n with bad feeling on both
sides,

4. Don’t insist on a special hrand of
merchandising tailored for you alone
if a station has some kind of special
“omnibus™ promotion into which your
product will fit nicely. Often. a ride
on such a bandwagon is as useful as
a solo flight.

5. Don’t
chandising demands. Remember. you're

he unreasonable in mer-

buying radio. an important ad medium.

You aren’t buying store promotions.
* * *

on

OWNED, AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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ROUND-UP

(Continued [rom page 63)

1925, and 1t has not
night
Among other guests, more than 650

in November

missed a Saturday show since.
di-k jns'l\:'\- were invited to attend the

anniversary broadeast at the Ryvman
Auditorium in Nashville, and a special
reception afterwards, R, J. Revnolds

Tobacco Co. sponsors the hall-hour
nelwork portion of the show (the ac-
tual show runs four and a half hours
every Saturday night. from 7:30 p.n,
to midnight. and is broadeast locally
in its entirety by WM., Nashville).

- * *

ol the new TV flacilities
for newly licensed as well

The sicht
Zoing up
as al already established stations—is
Lt’l‘nminj_' an jl]l']'t'il‘-illlLfil\ common one

WAVE-TV in

Louisville i= one of many stations pre-

all over the country,
paring to increase ils coverage nexl

yoear.

It will chanse channels (from
100.000 walts

\\i” an Lo

February 1953—and will

morve homes than it does

.'||1I111||| 1
cover 507
now. The ground-breaking ceremonies
for WAVE-TV s new tower and trans-
milter look place last month atop
1.000-foot Bald Knob.
present were (standing in photo fore-
ground. L. to r.): Charles Leonard.
WAVE treasurer; Georze W. Norton
Jr.. llrl'r-itll'nl. WAVE: Nathan Lord,
WAVE:

Among those

manager. General Richard

e v e e i S

el

90,000 WATTS

through John Blair & Co.
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SPONSOR MAGAZINE

/;/)ﬂf/.i j'f/mh’ T

S the

MEDIA BUYERS ASSOCIATICN
OF NEW YORK

HH{/ !D !Al’.’

WOMEN BUYERS of space and Radio-TV

time who are now being welcomed into

the Media Buyers Association.

SPONSOR MAGAZINE commends the organization
for this forward step, and salutes these women who have so deservingly earned
an important place in one of the foremost functions

of the advertising profession,
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Howzie. assistanl  commandant. Fort
Khn\: 1'A[.'I_v.nr
Mavor Ermie, New Albany. Indiana:

Farnsley.  Louisville:

Mayor Hudenpyle, Jeifersonville, Tnd,

L

National pollsters notwithstanding.
WAGE iu Syracuse claims near 1007
accuracy in the political poll conduet-
ed in comnection with its Open Mike
programs previous to the recent elee-
tions.  After interviewing over 350
Syracusans on their Presidential pref-
erence. the WAGE poll showed Fisen-
hower would get 6577 of the Syvracuse
vole, On 4 November. he did. For
L. 5, Senator., the poll gave Irving
Ilves 6477 : ofhcial results
<howed Ives rveceived l’\:li‘l]_\ Gl % .
The only ofice WAGE's poll missed
hitting on the nose was Congress. with
Republican R. Walter Riehlman get-
ting 5397 of the vole—1"¢ less than
he made on the poll. The Open Wile

election

programs were sponsored by the Bar-
Yy il Co. of Syracuse,

Ever since the days of “Miss Hush,”
mystery-voice contests have regularly
heen invading the airwaves. KN, Los
Angeles. is utilizing such a contest fo
the purpose ol hypoing listening as
well as to learn more about why peo-
|I|I’ listen to the station. The contest.
which started on 17 November. fea-
lures l]]l' \"Ji('l" II{ d \\*'Il‘k“t)\\ll [ll'l"
sonality—a  woman who speaks a
briel sentence several times a day on
the station. Clues o lier identily are
given daily on several KNX programs.
\long with their guess as to the lady’s
identity. contestants must submit a slo-
san of 15 words or less telling why
they listen to KNX. First prize win-
ner will get a 81,000 mink stole; oth-
ers. a Las Vegas vacation trip. a gas
range. a diamond wrist watch, * * *

In Boston

-

-

CBS SPOT SALES

(Continued [rom page 291

primarily examples of how a aradually
orowing fund of research knowledge
.—ll.‘i|ll‘t| CBS Radio Spol Sales selling
to advertisers. Selling today i radio
and television is =o intimately associ-
ated with bar charis. surveys. statis-
tics s hard for even velerans 1o re-
member the lLl_\ = when station coverage
data was oflten determined by merely
drawing a circle around the home iy
with a .\'lt|||-11' Compass,

From the first. CBS Radio Spot Sales
came into the business committed o a
\'\ ur'Lill_ﬁj i |||_-l']_\

with the network research l]t'||;ltln|!'||1

ael-the-facts paolicy,

at first and later sevviced i addition by
its own reseavch stall cafier 19010, 1t
has been able to gathey inereasingly de-
tailed data to cuide advertisers,

One of the first trade-paper ads cve
|\!i|"l'll by the orgamization i October
1033 reflects the vesearch-hased selling
;l|:[||'n'.|r']'|. The ad. headlined “Some-
body asked about WCCO.” tells aboul
the Minneapoli= <tations in terms of
(1) coverage, ollering 1o subnnt a de-
tailed map of primayy and secondary
listening aveas: (2) comparalive popu-
larity based on a <urvey: (31 size of
lu that ||:1_\ Chs

Radio Spot Sales was thus siressing

the regular audience,

coverage studies.  which  evenlually
grew into the BMB. and qualitative lis-
Lening reporls,

Contrast this approach 1o selling
with the time-brokeraze svstem then
still being practiced.

A time broker went to clients and
sold a campaign in a specified number
of markets which he then promised to
deliver.  Not having an exclusive rep-
resentation contract with any one sta-
tion in those markets. he would in some

1953 Plans
all include spots in

FRED B. COLE’S
“Carnival of Music”’
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cases throw the husiness open to bids

from all the stations in the markets in-
volved, 1o some nstanees oo, Hnine
brokers literally  hought husiness  In

plowing hack part of themr conumissions
in extra paymenls o agencies, [t was
partially out ol discontent with sueh
fr!’:l-'1'1{'l'\ that stations wurned 1o exelo-
sive national representatives like CHS
Radio .“‘|m{ Sales, Dt more Hnpariant
was the desire of the stations for devel
opment  of a nabonal  selling  Tored
equipped with detailed Tacts 1o sell by

Research milestones 1o ocon
trast to time-brokerage tactics. Chs
Radio Sprot Sales. ;lfun_;_' with othey rep-
resentalives lln-n entering |]'||' l\l!-il]l'“.
sel ooul e 1932 on oa on -.-I.I.1iwl1-|u-l
market basis. At the outset il vepre-
<ented the following: WBBM., Chicago:
KMON. 5. Louwis: WCCO, Minneapo-
lis-St. Paul: WISV, Washington, now
WTOP: WKRC. Cineinnati: WBT
Charlotte: WPG. Atlantic City. now ol
the air: and the Don Lee Broadeasting
Systen,

Here are some of the CBS research
developments which were taken from
the network and .'I.]‘I‘lit'll (8] -l'”i|1_:.' these
stations. (They are drawn from a 1941
Chs }Il'l'.‘l‘lllilli‘lll called “How CBS is
taking the guesswork out of radio,™)
1931 Shortly hefore inception ol s
vep organization, CBS launched an area
<tudy for each of its stations.  Primi-
lve Iilnu;_'h the methods were, they laid
the foundation for today’s coverage
studies, Stations simply asked listeners
over the air for letters reporting on re-
ception. From the replies came area
mail maps representing intensity of lis-
tening. The mail studies were repeated
in 1933 and uvsed as a basis for CBS
network coverage maps of the entire
country.
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1935 The technique was refined that
year with separation of the day and
night audiences and the offer of a pre-
mium in return for response, Separate
announcements were made for day and
night audiences in order to gauge dif-
ference in coverage belore and afler
dark.

1937
personal interviews, (Subsequently. in
1939, the
Dealers were inlerviewed by mail Lo de-

Coverage was determined by

method was discarded.)
termine zones of station influence.
1939 An analysis was made of the
different techniques used till then to
measure coverage and out of this came
the controlled mail-ballot technique.
This was the greatest advance lo that
date in coverage measurenienl. re-
searchmen now agree. The initial study
(actually made in 1940) provided the
first county-by-county breakdowns of
circulation and allowed advertisers to
allocate their budgets scientifically for
the first time.

19410=114 1n 1910, 1942, and 1944
CBs  conducted [ull-dress
studies by the wail-ballot technique,
giving ils stations data similar to that
provided by the first BMB in 1946,
{ The BMB technique was based on the
approach pioneered by CDS.)

l-‘.":’- TII{’ C“f‘;-hll(rllrlll't‘rl {»1” “l'l:-'l(‘.]'
studies were the first recall analyses of

coverage

||:nn-uletrulmﬁlan areas covered |n_\' sla-
tions. They extended the scope of audi-
ence research ln'_\'ul]l| the five-cent call
Zone.

1943 CBS Radio Spot Sales began its
<eries of annual diary studies which
provided qualitative data never before
available in detail on a station’s lis-
teners. including audience composition,
audience low. audience lurnover, ete.
1917 1he CBS stations in New York,
Boston, Los Angeles had their pro-

srams studied on location on a second-
by-sccond reaction hasis through use of
the Stauton-Lazarsfeld Program Ana-
(Washington and Chicago sta-
\ !'I'k

information

lyzer.
tion shows were studied in New
via disks,) \pplying
gained from program analvsis studies,
the CBS Radio Spol Sales stations |li'.r-
neered in mood and block programing
and tailorine of shows to meet the spe-
cific needs of sponsors.  Stations whose
programs were nol analvzed received
the benefit of the [acts
[lll‘nll;.'ll ]u"]'i-ri“v reporls.

uncovered

Among other notable milestones in
research which the network made avail-
able to 1]!'[]1 sell CBS Radio .“;|ml Sales
stations was a study correlating listen-
ing and buying. Taking place in Co-
lumbus and Boston in 1941, it showed
that sales were much higher to a spon-
sor's product among regular, [requent.
or occasional listeners than among non-
listeners.

The 1913 FCC hearing CBS Ra-
dio Spot Sales ran smack into one of
the bitterest intra-industry controver-
sies of all time when it expanded its
representalion Lo various selected CBS
afliliates in 1947, The reaction against
this move served to do two |]|irl,‘_’.-:

1. For the first time in the IIir—lf»l'}
H[ Ihl' I‘ll:-il}t“.— Ilnll-llt‘l\\lll"\ reps—- —\\1I|l
had preferred always to stay clear of
any collective problem  discussions-
rallied together to fight in a common
cause.

2. Also for the first time in the his.
tory of the business the FCC in 1048
|l;llllt‘ll a network |-r'fu|1- T :l;'—[l’ntf
the operations of a sales adjunct. How-
ard S. Meighan. CBS vice president,
who was chiefly responsible for the ex-
pansion. was chiel witness for CBS.

In Boston

'BOB CLAYTON'S

*‘Boston Ballroom”’
is the town’s top

*DJ”’ Program

OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.

| DECEMBER 1952

e “wonopoly™ hearing— [veused
on CBS Radio Spot Sales™ expansion
stratagem—1uurned out to be one of the

longest FCC hearings held up until then.

CBS Radio Spot sales did little more
expansion in the way of adding stations
to its list, but out of the

IIJI‘I'I' came cerlain l'\.||;|]|;-i1|[|~ 0l sery-

CONLroy erss

ice hetween other reps and their sta-
tions for which the CBs ‘“Hll.“i..l.li:.
('l]llill take credil, “i'|l'- went in mort
for research. the "-!'“ill_‘_‘ of programs

in addition to just time— mare frequent
on-the-road contacts with their stations
and an ;1|I«|;:'l|14'|' closer 1':-'.!l';nll~}|iil
which has since paid off in rich divi.

ill’l!il.‘-‘

Stations today The following sta-
tions and regional networks are today
represented by CBS Radio Spot Sales:
WCBS. New York: WBBM. Chicago:
KNN. Los Angeles: WCAU, Philadel-
phia: W EEL KMOX. St
Louis: WCCO. Minneapolis-St. Paul:
KCBS. San Francisco: WBT, Char-
lotte:  WRVA. Richmond: WTOP.
Washington: KSL. Salt Lake City:
WAPL Birmingham: Columbia Pacific
Radio Network: Bonneville Radio Net-
'.\nl"k‘

Boston:

Execentives There are 81 employees
in the organization tuila_\. Names and
titles of executives follow: Heading up
the ~-|u':'alliun.—'. General Sales Manazer.
Wendell B. Campbell; Western Sales
Manager. Gordon Haves: Eastern Sales
Manager. Henry R. Flynn: Manager
Sales Development. H. A. Carlborg:
Manager Sales Promotion. Guy Cun-
ningham: Manager Research. Richard
F. Hess:
Hugh Stump:

Ofice, Fd

Manager San Francisco Ofhice.
\ngeles
Detroit

Manager Los
Larkin: Manager
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Oflice. Ralph Patt: Manager Memphis
Ofhee. H. H. Holtshounser: Manager

SELL CANADA

Alumni Many CB> station and net-
THRU cALDWELL ' work executives have come ot of CBs
Radio .“;|-n! Sales, The list of 23 alumni
o which follows includes five CBS. CBS

Radio. or CBS TV vice |'!1'-i0h'r|l~,
Howard 5. Meighan, Viee President,
CBs. Ine.: J. L. Van Volkenburg, Viee
I'Il'.‘“Il'Tl[.(_iI:?‘.‘ :l?lnl ]’I'l':-ilil'lll,ll.l"lf'; TV .
I. Kellv smith, Administrative Vice
I'resident. CBS Radio: Carl J. Burk-
for your Radio and TV Productions land. Director. Station Administration.
CBS Radio: Avthor Hull Hayves. Vice
= B Uresident in Charge of CBS San Fran-
_Actlve SalesmanShlp ci=co office: Merle 5. Jones, Vice Presi-
. dent in charge of Stations and General
—Fuu scale Promotlon Service. CBS TV : Thomas H, Dawson,
CGeneral Sales Manager, CBS TV Spot
Sales: A. I ,I--‘-I r']_\!l_ |’i!l’l|lll’ llf. “'r
* * * * * * > * s - * . * * * eration-. CB> Hollvwood: W, Eldon
Hazard. =ales Manager. CBS Radio;
William Hylan, Eastern Sales Manager.

Offering a complete distributing service

Our conntries speak the same language . . . bui CBs TV: Ernie Shomo, Western Sales
there are conditions amd methods peculiar to both. Manager of CBS Network Sales and
Your productions are best presented 1o advertisers \ssistant General Manazer of WBBM
and browdeasters in a manner readily accepted and Rogzer K. Huston, Assistant Western
endorsed in Canada. Ir's a specialized assignment Sales Manager. CBS Radio Network:
needing specialized. on-the-spot handling. Ningsley F. Horton. Pacific Sales Man-

ager. Radio and TV Network Sales:
William D. Shaw, General Manager,
RAN-CPN: Harvey Struthers, General

It pays to Call Caldwell for North of the Border

selling!

We are Canadian sales representatives for U, S, Manager, WEEL: Fdwin W, Buckalew,
program producers. We ensure Coast 1o Coast General Sales Manager, KNX-CPN: (.
Coverage thru vur nation-wide chain of reps and Gilman  Johuston.  Sales  Manager.
offices, WBBM: Ceorge Dunham. CGeneral

Sales Manager. WCBS-TV: Emment J.
Heerdt Jr.. General Sales Manager,
WEEL: Ole G. Morby, Manager Wesl.
ern Division, Station Relations. Radio

CONTACT CANADA'S FASTEST-GROWING PROGRAMMING aod 4¥s head JoMstned Biex:
0 perations, (Lb> ‘Him Sales:

SEHV'CE .« + TODAY! Wilbur 8. Edwards. General Manager,

CBS TV Film Sales: GCeorge L. Mos-

kovies, Manager TV Development,

‘.“"‘ I{Illl_\‘\llllll. * x K
Heoad Ofices—I150 Simcoe St. & Sales Offices—Penthouse, Yictory I

LTD.

Bldg. ® Commercial Studios—447 Jarvis St. (across from CBC-TV) OF YOUR CUSTOMERS IN

ALABAMA - FLORIDA + GEORGIA
TORONTO =
OO0F's

“It's casy to do business with Caldwell!™ | 5'000 Watls on 550”
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South African
expert lists 7
tins on using
foreign radio

9 Aussie, Fiji
stations name

PABC U. S. rep

3,660,000 radio
homes, 148,647
‘ TV sets in Canada

! First Hawaiian
TV station to
debut this week

Mann heads
Adam Young unit

Canada pressured
to lift ban on
private TV

Camay, Camels
report sell-out
in Liberia

Mexico bans
exotic dancers

1 DECEMBER 1952

Seven tips to sponsors on using international (across-the-border)
radio from Col. Richard L. Meyer of Davenport & Meyer, Johannesburg,
commercial managers of Lourenco Marques Radio: (1) Check your cover-—
age where possible. (2) Avoid stations which broadcast in several
languages daily; they can't build listening loyalty. (3) Make sure
you pay established rates. (4) Right time slot is more important than
program. (5) Adapt program style to listening habits of country.

(6) Have commercial copy prepared locally if experts are available.

(7) Use live commercials where possible. (Full SPONSOR foreign radio
report forthcoming.)

—~IRS-

Pan American Broadcasting Co., which reps Lourenco Marques, has been
appointed U.S. rep for Amalgamated Wireless (non-connected) group of

9 stations, including ZJV of Suva, Fiji, and these 8 in Australia:
2CH, Sydney; 3B0, Bendigo; 4T0, Townsville; 4CA, Cairns; 4WK, Warwick:
2GN, Goulbourn; 2AY, Albury; 2GF, Grafton. Maximum power permitted:
2,000 watts in rural areas, 1,000 watts in metropolitan.

—IRS—-

Radio-TV Mfrs. Assn. of Canada reports 338,541 radio sets so0ld in
Canada this year through September, as against 70,209 TV sets. (TV
began 6 September. Total radio homes: 3,660,000 (94.4%). Total TV
sets: 172,278 to 31 October.

—IRS—

Adam J. Young Jr. says 50% of Hawaiian business_is still handled by
export agencies or domestic agencies' foreign departments. So Inter-
national Report will list occasional radio-TV items. Latest: KGMB,
Honolulu (Free & Peters), first U.S. off-shore TV station, scheduled
to go on air this week, affiliated with ABC 1 December. (SPONSOR's
complete Hawaiian radio report due Soon.)

—IRS—

Stephen A.
tional division of Adam J. Young Jr.

—IRS-

(Steve) Mann is general manager of newly founded interna-
Came to firm July 1951.

Pressure to have Canadian Govt. 1lift ban on private TV stations in-
creasing. In recent weeks Liberal Advisory Council, Canadian Assn.
Broadcasters and Assn. of Canadian Advertisers have sent separate
appeals to Ottawa. Strongest argument: Private TV is cheaper.

—IRS-

of

Camay and Camels recently cancelled time over ELBC, Monrovia, Liberia's
only commercial station, because air plugs sold out stocks before
fresh supply arrived from U.S. Other ELBC sponsors: Pan American
Airways, Air France, Sears Roebuck, Rheingold Beer, Shaeffer Pens,
evangelist Billy Graham. Pan American Broadcasting is rep.

~IRS—

Mexican Govt. first banned exotic dancers on TV, then closed night-
club for permitting male and female wrestling, in clean-up drive.
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The upstairs radio

Not =0 lonz agn an ad agency re
search executive was surprised on lifi-
ng his iJ}JuIII' receiver 1o fillll he was
being surveved Ly a raling service.
“What station are vou lislening 1o
now?" asked a pleasant voice. The
research man auswered. “None,”

But a few minutes later he discov-
ered that upstairs in the bedroom his
wile had been tuned in to a show.

This incident brought home sharply
to the researcher the diflicully of mea-
suring all the radio listening that takes
place in a home.

SPONSOR, too. lhas heen impressed
for some time with the dilliculty of
making sure that radio listening done
upstairs  bed-

in children’s  rooms,

Applause

Straight talk from an adman

Paul Provandic of the Hoag & Mo
vamdie agency spoke recently before
an NARTBE gathering in Boston.  Be-
cavpse of their erisp candor, some of
his remarks merit rellection,

Provandie recounted how his agen-
ey had run o campaign of 12500 an-

nouncemeitls on 79 radio stations with-

in five weeks for a client who had just
switehed from TV, and how the satura-
tion idea built up o an extraordinary
<ales count Tor the advertiser’s dealers,
Then he told of come of the practices
he encountered Tromr competilive sla-
tions amd what he thought of thein
hehavior:

“After the campaign was sel. we
got phone calls from all over the coun-

104

rooms, dens. and even in the bathtub
is duly reflected in ratings. And. since
research studies show that more and
more radio listening takes place out-
side the living room. such measure-
ment becomes increasingly important
il advertisers. stations. and networks
are to be sure of oblaining a full and
accurate count of radio listening.

For example. by the end of 1952
there will he about five million clock
radios in use.  Studies reported 1o
sronson by Telechron. which turns out
the timing device for most clock ra-
dios, indicate that virtually all elock
radios are used every day by their
owners.  The ownership of clock ra-
tlios. which are mainly used in bed-
rooms, is growing rapidly. But are the
raling services growing along with dis.
tribution of sets around the home?
Are they adding 1o their techniques
for measuring this listening?

The problem. as sroxsor scans il
is largely one of money. It patently
would entail a much higger expendi-
ture lo condurt a full measurement
than the partial measurements now in
existence cost. We wonder whether it
would not le in the interests of the
radio industry as well as sponsors for
the rating services Lo exanine the costs
of full measurement and present some
new proposals to the buyers of rating
ervices.

One hope for the future may be the
fact that multiple-set measurement will

try from stations. Some would say,
You're not paying 57.50 a spot on
another station when we can give it to
vou for 34 a slml?' Other stations
tracked down loral salesmen for our
client and told them. "We've got a spe-
cial rate for you. so why pay more on
another station?”

“We don't like wndercover deals.
Naturally. we want value for our cli-
ents and we want to pay a legitimate
amount for the time we gel. But let
me tell you what happened in this
case. The hudget was nmmnw} al na-
tional rates.  owever. when we set
out to buy. the offers of deals started
rolling in. The net vesull was this:
Only 21 out of the 79 stalions used
ended np getting national rates. and 58
stations deprived themselves of $21.000

come within the ken of the American
Research Foundation’s current four-
group study of radio and television
ratings. Out of the probing might
come suggestions for a pattern to en-
compass juethods for measuring multi-
ple sets in the home.

Another step forward may come
about the time vou read this. The A.
C. Nielsen Co. was compiling, at sPON-
SOR's presstime. figures from its Niel-
sen Coveraze Study which will provide
a breakdown of the number of multi-
ple-set homes in the U, S, Nielsen feels
that with these ficures in hand it will
have. for the first time. an accurate ba-
sis for analvzing the multiple-set mea-
surement problem. The NCS sample
included 100.000 homes.

Re bigots and newscasting

John Crosby, in one of his recent
columns [ur the N. Y. Tribune. dis-
closed that pressure groups were be-
ginning 1o work their havoe on straight
news I)I'ill'__'rillll::\. 1‘]ll’y were ll}'jl"('lil]g
to air reporters giving the other side
of the news,

It might be a good idea for an or-
aanization like the NARTB to do some
probing of its own to find oul whether
its own score coincides with Croshy’s,

[0t does. Harold Fellows cauld e
the industry a big serviee by making
it his major theme when playing the
chicken-and-ice-cream circuit,

i revenue over the five-week period.

“We are aware of the faults in the
agency business loo. but we. in our
agency, are strong for liewing to the
straight line.

*“You shouldn’t sell radio short, but
what happens is that station people are
constantly coming into our office do-
ing that very thing. The impressions
l|1r-_\ seen Lo convey is: I you clients
have extra money and don’t care par-
ticularly for concrete results, why dont
you give us the appropriation for ra-
dio?” We know that if agencies do
their job right., radio sells merchan-
dise, What I'd like to see is some
standardization of rales in radio. Tt
would benefit us all—stations. agen-
cies, and clients.”

SPONSOR
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THE
AL MORGAN SHOW

with 3% million

sales impressions o week!*

Al's back and still beating the keyboard
in the fascinating windmill style that
kept his network ratings riding high!
And he’s back pulling an average of
309,168% viewers a day in WLW-
Television’s rich 3-city market,

Averoge weekly rating—Cincinnati

22.2*

Average weekly rating in oll 3 cities
17.3*

3 peok week-days, Tues., Wed., Thur.
19:9*

Nearest competition, well estoblished kids" show
11.4*

Competition fades away when Al moves
into the spotlight. And there's further
proof of the Al Morgan magnetism.
Thousands tune in specifically to watch
his show, 7:00 P.M., Monday through
Friday.

Average sets in use preceding 14 hour show
24.4%*

Average sets in use during his show
34.7%*

»  Let Al Morgan
N sing d Song of
Sales for you!

G
© SE€ age 5, WLW 1T
D
N

WLW Television

WLW-T WLW-D WLW-C

*
CINCINNATI DAYTON COLUMBUS AR B {American Research Bureau)

October, 1952

Sales Offices: CINCINNATI, DAYTON, COLUMBUS, CHICAGO
NEW YORK, HOLLYWOOD
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