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Automotive and Lubricauts

Auto producers shift ad gears 1
D. Clements Sperry, Okla. Tire & Supply
Company, profile .. . . 26

Firestone uses same show 23 )ears . 26
George Miller, Richfield Oil, profile 21
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May

p.

p.
p.
p.

Broadceast Advertising Problewms and

Developments

Doherty, Clifford & Shenfield AM/TV dept. 1 Jan.
Korea awakens sponsors to AM values 15 Jan.
Pittsburgh paper strike is radio test. 29 Jan.
Daytime TV nearing sellout point . 29 Jan.
Problems of a TV soap opera ... 29 Jan.
Developnient of the Columbia Workshop 12 Feb.
[low’s NBC’s “Big Show” doing? . . 12 Feb.
Special effects cut TV costs . 12 Feb.
Radio status in Puerto Rico. ... 26 Feb.
Columbia Worksliop offers valuable lessons 26 Feb.
TV costs soaring; sponsors sore ... . 26 Feb.
Educators’ lobby means business .. ) 26 Mar.
Preview of the new BAB.____ . 9 Apr.
Cash in with radio in summertime. 9 Apr.
Radio moves wide variety of products in sum-

mertime ... ... .. 9 Apr.
Record TV billings this summer. . 9 Apr.
Storecasting hits at point-of-sale 23 Apr.
Shall a station have both national and local

rate cards? .. 23 Apr.
“Michael” awards made by Academy of Radio

and TV Arts and Sciences . . _ . 7 May
What net rate cut means to sponsors 7 May
Research can be handy tool .. . 7 May
BMI offers program clinics for stations. 7 May
Does network radio have a future? . 21 May
Telestrip offers unique desk-top film show 21 May
Spanish language programs hit potent market 4 June
ABC-Paramount merger promises new strength

for network 4 June
Sylvania Electric uses “radio in switch from

trade to consumer advertising 4 June
Spot radio research would be simpliﬁed by

new Rorabaugh reports .. . . . 4 Juue
CBS presentation shows radio top advertising

value ... 18 June
Talent buying loaded with pnfa]ls 18 June
Educating public big job of ‘Telephone Hour” 18 June
Transit Radio ﬁohts for its life.. .18 June
Afhliates (,ommmee ANA meet . 18 June
New Hofstra study results . . : 18 June

Clothing

Department stores missing radio’s power.. 26 Feb.
Canadian Fur Corp. sells fur coats in August

via radio 9 Apr.

Commercials and Sales Aids

Ben Grauer on commercials . . 1 Jan.
Old Gold Dancing Pack TV commercials 12 Feb.
Spot radio’s top commercials .. . 26 Feb.
Network radio’s top commercials . 26 Mar.
Radio hits at point-of-sale . .23 Apr.
Spot TV’s top commercials . 23 Apr.
How Robert (). Lewis sells for ASR 7 May
How long does a TV commercial live? . 7 May
Kate Smith delivers commercials and sales . 21 May
Stop sugar coating your advertising ... 21 May
Brand-consciousness stressed in frozen food

TV commercials = . .. ... 18 June

Coufections and Soft Driuks

Bar candy on the air . - 15
Wrigley “saturates™ the air waves 9
Canada Dry loves the hot weather 9
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Contests and Offers

Iladacol gives bikes for box-tops 15 Jan.
Robert Q Lewis makes free blade offer for
American Safety Razor Corp. ... 7 May

Drugs and Cosmetics

Hadacol packs ’em in 15 Jan.
Alka->eltzer and radio make perfect union 15 Jan.
Tintair learns from Toni . 15 Jan.
Miles Laboratories learned from experience 29 Jan.

lazel Bishop lipstick uses AM/TV eflectively 12 May

Tartan suntan lotion hits summer markets 9 Apr.
Robert Q. Lewis sells blades for ASR . _ .. 7 May
Chlorophyll pills heavy AM/TV spenders 7 May
Farm Radio

Early morning segments sell D-Con rat killer

to farmers . 1 Jan.
Rural type shows sold Alka- Selizer 15 Jan.
KYAK survey shows farmers like news, popu-

lar music, and comedy shows ... . .. 21 May

Food aund Beverages

R. Stewart Boyd, National Biscuit, profile 1 Jan.
lan R. Dowie, Brewing Corp. of America,

profile . . 29 Jan,
Baniel B. Scully, I\edn]u profile 12 I'eb.
1low Mueller’s macaroni doublul its sales in

nine years .. . . X2 Mar.
Bakers join in «me-~lml TV salute 26 Mar.

How Carnation invests $2,100,000 in air media 26 Mar.
Why White Tower fell for spot radio ... 26 Mar.
Jolin J. Taylor, Jacob Ruppert Brewery, profile 23 Apr.
Brewers up radio/TV share of ad budget..... 23 Apr.

Eliot C. Stoutenburgh, Acme Breweries, profile 4 June
Best Foods® on top with heavy AM/TV budget 4 June
Williain M. Kline, Seabrook Farms Co., profile 18 June
Frozen foods use radio/TV 1o build product

identity ... . 18 June

Iaswmrance and Finaunce

Prudential’s Jack Berch sells himself to the
salesmen

12 Feb.

Mail Order and Per Inquiry

Warfarin, new rat killer, starts off via mail

order S 1 Jan.
Mail-order customers to be protected 12 Feb.
Mail-order outfits police themselves 23 Apr.
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Miscellaneous Produets and Services

D-Con, new rodenticide, hits jackpot 1 Jan.
Gerald Light, Emerson Radio, profile 15 Jan.
Advertising and Marketing bibliography 29 Jan.
TWA first airline-sponsored net show 29 Jan.
Beltone sells people who can’t hear 12 Feb.
Successful radio/TV ail offers 12 Feb.
Mohawk Carpet uses radio/TV combo 12 Feb.
Magazines use competitive media 12 Feb.
Case for uxe of radio by department stores 26 Feb.
Gordon M. Philpott, Ralston Purina, profile 12 Mar.
Radio sells Moore paint 12 Mar.
Mohawk Carpet returns to radio 26 Mar.
W, W. Wade, E<kimo ’ie Corp., profile 9 Apr.
Tartan suntan lotion’s sumnmer strategy 9 Apr.
Redio sells wide variety of products in sum-
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Storecast Corp. gets customers at point-of-sale 23 Apr.
l.eonard V. Colson, Mennen Co., profile . 7 May
Robert Q. l.ewis pitches for American Safety
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Hillman- Minx cars go far on small budget 21 May
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wade variety of Best Foods’ produects cash in
on radio’s potency

Sthania Eleetric swings from trade to con-
sumer advertising

Bell Telephone’s ad\'ertising

philosophy
Programing

Local live shows ring sponsors’ cash registers
Spot radio sells Warfarin rat killer
When is it safe to simulcast? ..
Alka-Seltzer’s programing psychology
Getting the most ont of news sponsorship
Spot programing trends in daytime TV _ .
Miles Laboratories programed its way to
success
llow to handle a TV <oap opera
Network shows get daytime TV audiences
The fabulous Columbia Workshop ...
Mohawk Carpet crosses TV with radio
NBC’s “Big Show™ still missing big audience.
High-toned music sells for Firestone
Spot radio, mostly news, did trick for Muel-
ler’s macaroni
How Carnation programs $2 400, 000 air budcret
Why White Tower fell for spot radio
Educators’ lobby means business .
Negro disk jockeys possess sales magic
TV \sritmcv outfit promises low-cost program-
ing ...
Summer pro"rams hit hefty markets )
Tartan suntan lotion heavy summer spender.
The saturation boys are back . .. ... .
Summer hiatus loses valuable sales
Baseball: 1951 .
Out-of-home listeners offer provrammﬂ oppor-
tunity
Philip Morris uses year round proaramlnﬁ
Why soap operas take no summer hiatus .
lluw RKO stops box-office sag ... .
“Range Rider” is latest western TV film series
Programing variety sells chlorophyll pills .
Rural listeners go for variety programs ..
Lever Bros, programing matches sales ap-
pmd(h : )
Local d.j.’s work for British car makers
Kate Smith’s first 20 years ... ...
Foreign language programing thrives on NY’s
lialian- lan"uage audience
Southwest offers 3% million Spanish- ~peakmﬂ

andience .. I
New Hofsira study provec value of h]ﬁh budget
programing . .

Publie Service

WCBS.TV offers “Course in Self-Preservation™
“Telephone Hour” commercials stress public
service aspects R
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Publicity and Promotion

Auto makers step up air promotion

Iladacol Xmas parties pack ’em in ..

Bakers join in special air promotion ...

New BAB prouises expanded promotion
Tartan hitches promotion to AM/TV star
Promotion ends at point-of-sale . .
ASR uses radio star for promotion ..
BM1 program clinics promote sales B

Researceh

McCann-Erickson starts with research .

New bibliography for ad managers

Media eflectiveness tested by Pittsburgh news-
paper strike .

AAAA recommendations for smlpllfymg re-
search procedures -

Let's staudardize TV data now —

Is there a way out of the rating mnddle?

TV costs up, buat cost-per-thousand down

What sells your customer—sight or sound?

ltow much is radio time worth?

Nicleen’s summer sets-in-use figures

Out-of-home listening andience mcasured

Cuban advertisers do their own rescarch

Are you fleored by rescarch mumbo-jumbo?

Research lacking on life of TV commereials..

Recearchers show TV nps sports attendance

Tralian-langnage market study shows high
listener intensity

1
15
26

15
29

29
29
12
26

26
26

-

Jan,
Jan.
Mar,
Apr.
Apr.
Apr.
May
May

Jan
Jan.

Jan.

Jan.
Mar.
Mar.
Mar,
Mar.
Mar.
Apr.
Apr.
Apr.
May
May
May

J e

p.

p.

—
=

p.

R

v

=

TTETPPTTT FTETTEET

TETT

TTYTVETT TETTET

vE

TTTVETTTT

FPERYPIERTRET

. 30

New Rorabaugh report promises better spot
radio info .. . .
Research shows teachers willing
sponsored educational shows .
CBS study shows radio to be low cost big
impact, mass audience medium .
Affiliates  Committec-ANA  meeting  discusses
new research problems ... .
Hofstra Study No. 2 proves TV viewing con-

sistent; high-ratéd shows bargain . .
low obsnlet(' is BMB? 0

Retail

Department stores missing big bet in radio
advertising .

Local retailers lick summer ~lump ,,,,,,,,

Point-of-sale is the payoff

to accept

Soaps, Cleansers, Toilet Goods

Procter & Gamble tackle daytime TV
opera .

E. M. l‘mehout LA \oap (o, profile

Soap operas continue all summer . .

Rinso and Spry swing to hard-selling and drop
glamour approach

soap

Television

What are the unions doing to TV?
When is it safe to simulcast? . .
Daytime TV facts and figures .
Daytime TV’s first soap opera
Daytime TV: spot programing
Daytime TV: network programing
Daytime TV: Time-on-air chart .
0Old Gold Dancing Pack TV commercials
Mohawk Carpet supplemems TV show with
radio version .. . =
Getting the most out of camera and pr0p~"
Soaring costs are terrific problem . . .
Let’s standardize TV data now.... ...
TV/radio campaign zooms sales of 1lazel
Bishop lipstick : .
TV costs up; cost-per- thousand down
Top network TV commercials )
Educators’ lobby after TV channels . )
Chicago writing outfit promi:es low-cost pro-
ductions .
TV is good summertime buy
Tops in spot TV commercials
“Range Rider” latest TV western film series.. .
How long does a TV commercial live?

Telemension Syndicate ofiers money-saving
process

Does TV hurt Madison \quare Garden's hox
office? .

Tele:mp offers TV pmvramers mexpensne
previews . .

Survey shows TV stimulates sports attendance
TV Dictionary/handbook, A-C . .
ABC-Paramount merger may mean new talent
pool for TV .
Survey shows teachers approve sponsored edu-
cational TV programs .
Color TV goes commercial )
Hollywood gets on TV bandwa"un .
“Pay as you go” TV testing Ctepped up
Hofstra Study No. 2 proves TV good value
TV Dictionary/handbook, C-D

Timebuying

They're coming back to radio

How not to huy tinle .

How much is radio time worth?

The saturation boys are back

Summer timebuying too often overlooked
Canada Dry buys heavy summer schedule
Philip Morris buys time on year-round basis
Shall a station have two rate cards?

Network rate cuts offer timebuyers anml deal

Tobacco

Old Gold Dancing Pack TV commercials
Air strategy of Brown & Williamson
Philip Maorris’ Johnny works all summer .

Transeriptions

Music libraries attract host of sponsors
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Statue af Robert E. lee

Noble, brilliant, generous General Lee, who
entered the war between the states as commander of
Virginia troops, had many sterling qualities.
Not the least of these was his imaginative
planning. It took courage
to execute daring campaigns, to do things a new
way. This favorite son of Virginia
would have enjoyed the pioneering that envisioned
WTVR, first I'V station of the south,
many years ago; publicly predicted
it in 1944 ; put 1t on the air
m 1948. Today WTVR is still
Richmond’s only TV station, occupies a big spot

in the hearts and lLives of all Richmond.

Havens & Martin Stations are the only

complete broodcosting institution in Richmond

WMBG~ WCOD

Pioneer NBC cutlets for Virginio's first market.
Represented notionolly by

John Bloir & Compaony




KEEP AN EYE ON FM IN 1951—Looks like FM, which has been grappling for a com-
mercial foothold, will attract sponsor attention (and dollars) in 1951. Big rea-
sons are: (1) slowly but surely, FM homes have been climbing to point where spon-

sors are getting interested; (2) AM reception interference factors causing both
listeners and broadcasters to lean in FM direction; (3) networks evincing inter-
est in FM (CBS recently made first exclusive affiliation dealer with FMer in
Rocky Mount, N. C.); (4) first big FM purchase, $250,000 campaign, may break
early in year beamed at specialized audience. Little known fact is that number of
licensed FM outlets steadily mounting. Of 677 FMers on air Dec. 1950, 519 were
fully licensed. Key to FM success is stepped up production.

BELTONE STUDY RATES NIGHTTIME RADIO HIGH—Just completed analysis of 15,000
inquiries from MBS (Gabriel Heatter) listeners for information about Beltone

(hearing aid) showed cost-per-inquiry from TV areas to be about same as non-TV
areas. Program is broadcast over 124 stations at 7:30 p.m. Olian Adv. Co., Chi-
cago agency handling campaign, said: "Check convinced us that nighttime radio in
TV areas is very strong."

WHO KNOWS HOW TO PRICE RADIO?—Survey by SPONSOR indicates that root of radio
rate dilemma is lack of knowledge on dimensions of medium. Accurate studies of

in-home, personal-set listening, and out-of-home listening still in infancy.
Second reason for downgrading of radio is lack of machinery within medium to ad-
vance its cause positively with advertisers and general public.

TV IN 1951—TV will continue with 107 stations, roughly 150 network advertisers,
and special emphasis on daytime programing during new year. Biggest opportunity
for national and regional advertisers is during morning and afternoon bracketis;
night periods are either sold out or hard to clear. TV homes will not skyrocket
as in 1950 (though increases will be high) because TV set production will be down.
Manufacturers like DuMont are gearing to contribute heavily to national emer-
gency effort.

WGCY, SCHENECTADY, BUILDS 4-MAN MERCHANDISING DEPARTMENT—Added to ranks of
top merchandising-minded stations like WWL, KSTP, WLW, WSAI, WOV, KMBC, KFI is
WGY. Bob Hanna, general manager, recently dispatched Bill Givens, promotion man-
ager, to WLW to analyze merchandising techniques. As result, 4-man department
under Givens now being considered to serve radio and TV clients of G.E. stations.

H1IMINSOR, Volume 3, No. 1. 1 January 19531, Published biweekiy by SPPONSOR Tubiications Ine., at 3110 Elm Ave., Baltimore, Md. Executive. Editorlal, Circulation Office
510 Madison Ave., New York 22, $3 a year In 11, 8. $9 elsewhere. Entered as second class matter 29 January 1919 at Baltimoere, Md. postofMee under Aet 3 Mareh

1879




REPORT TO SPONSORS for 1 January 1951

GRAUER AGAIN VOICE OF JERGEN'S—Two years after Jergen's and Winchell, with
Ben Grauer as announcer, parted company, Grauer is again selling for hand-lotion
firm. Program is Kate Smith on NBC-TV, with Grauer narrating for film commer-
cials. Jergen's has bought two 15-minute segments on now sold-out daytime show.
Grauer had been voice of Jergen's for 16 years, a record for continuous associa-
tion of announcer, product, show (see Grauer's 20 years with sponsors, page 24).

TV NETS SETTLE ALLOCATION CONTROVERSY—An ingenious allocation of intercity
television circuits between DuMont,iABC, CBS, and NBC has been agreed on by rep-
resentatives of the networks, AT&T, and the FCC. The 13 existing circuits have
been divided 4 ways; a rotating schedule has been arranged showing order, for
each time period, in which each net may exercise choice of one of 4 groups.
Lawyers connected with networks understood to be largely responsible for amicable
and equitable settlement of difficult problem.

ELEANOR ROOﬂSEVELT#SHOW SYNE!C£T§D7§TARTINC 15 JANUARY—WTAM, Cleveland, is
firs{istatibn to pick up Eleanor RooseveiZ_WNBC prdéram on“;yndicated basis, with
first airing slated 15 January. WMAQ, Chicago, and WRC, Washington, start se-
ries shortly thereafter. Efforts being made to clear KOA, Denver, and KNBC, San
Francisco. Program, featuring Mrs. Roosevelt interviews with notable, will be
offered other stations. Participation advertisers will be aided by unique con=-
cept of tieing in local announcers who will voice questions live (from script)
that Mrs. Roosevelt answers on tape. Taping of shows permits all cities to air
on same day.

T‘VV FIAMS flEAVY IN 1950—0ver 6,500 hours of TV programing was film-recorded by

4 nets in 1950, mostly off the tube. NBC recorded 2,000 hours; ABC 1,900; CBS,
1,750 ; DuMont 850.

HOW MUCH DID A&P AD CAMPAIGN AID BIG By_SlNﬁsg—Psychological Corp. reports
that Oénger 1956‘gar§ey,uin contrast t&wbgg made November 1948, shows that public
has shifted from big business to big labor unions as "most dangerous monopoly."
Two years ago labor unions were considered "most dangerous" by 25%; now by 34%.
Big companies, high with 27% in 1948 study, dropped to 17%. Psychological Corp.
believes that big business advertising campaigns, notably A&P effort defending

itself against government anti-trust charges, may have made the difference.

PHONEVISION BEGINS CHICAGO TEST—Beginning New Years Day for 30-day test period

authorized by FCC, 300 Chicago families will have daily option of "buying admis-
sion” to top-flight Hollywood and European films at a home admission fee of $1
per picture. Test will show how often typical families will pay $1 for privilege
of viewing Phonevision; degree of satisfaction.

(Please turn to page 42)
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NO. 19 OF A SERIES

GEORGE SISLER

In Hits per Season,-

WHEC

In Rochester

In 1920 Sisler, playing for the St. Louis

Browns, made 257 hits. George Sisler’s

amazing “‘hits per season’’ record has
'g mOSt-
Oches.terS

incel
heser S ation never been topped since!
ods PJ) In 1943 Rochester’s first Hooperating
JTHEC lea 3§ . )
erated! - °;{X1r—lfoon and ?g“ reported the decided WHEC listener pre-
evening by *!

ference. This station’s Hooperatings have
never been topped since!

5,000 WATTS
Repre;enfafives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco
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What gear do we shift to now?

Automobile ad plans subject to change as Detroit rocks with crisis after
crisis. At moment, TV, heavy spot radio are major factors

America’s Pied Piper

Dozens of firms were licensed to sell new rat killer, Warfarin. One alone
hit jackpot—by using radio boldly, $40,000 per week on 400 stations

Ben Grauner: My Gweenty years with sponsors

After selling over 200 products, Grauer ought to know how effective
commercials are put together. You will find his thinking here

What are the unions doing to television?

In easy-to-get-at capsule form, SPONSOR has compiled a status report
on the leading TV unions. Includes figures on how much new union rates
will cost sponsors for various types of programing

Only small in numbers

That's way to describe Doherty, Clifford & Shenfield's radio-TV depart-
ment. SPONSOR explores DCS operating methods, advertising philosophy

COMING

Musice libraries

Last article in SPONSOR's series on spot programing tells of prominent
part music library services play on local scene

Candy mannfactnrers on the air

How and to what extent do they make use of the broadcast media to sell
their sweets? A SPONSOR roundup comolete with strategy, case histories

Allka Seltzer: 20 years of air snccess

SPONSOR is looking into Miles Laboratories’ broadcast advertising
philosophy which has helped make Alka Seltzer a household word

-ﬁ DIGEST

30

15 Jan.

15 Jan.

15 Jan.

OF 1 JANUARY 1951 ISSUE
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The next issue of SPONSOR will come to you in a new, slightly larger format, making for |
increased readability. This is the first major change in format since SPONSOR went biweekly.

DEPARTMENTS |

MEN, MONEY & MOTIVES 6
P. S. 10
MR. SPONSOR: STEWART BOYD 12
NEW AND RENEW 15
MR. SPONSOR ASKS 34
ROUNDUP 36
TY RESULTS 38
QUERIES 43
TOOLS (BROCHURES) AVAILABLE 63
SPONSOR SPEAKS 64

COVER: Ben Grauer has sold for over 200
sponsors during his 20 years in radio, been
in many interesting situations. Situation on
cover, while Grauer was on Chesterfield ""Sup-
per Club," was bound to be interesting due to
presence of Lizabeth Scott (see story, p. 26).
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KGw THE ONLY STATION-

WHICH GIVES THE ADVERTISER
COMPREHENSIVE COVERAGE

BROADCAST MEASUREMENT
BUREAU SURVEYS PROVE
KGW’s LEADERSHIP

Actual engineering tests have proved that KGW's efficient
620 frequency provides a greater coverage area and
reaches more radio families than any other Portland
radio station regardless of power. BMB surveys bear
out this fact. KGW is beamed to cover the population
concentration of Oregon's Willamette Valley and South-
western Washington.

TOTAL BMB FAMILIES
(From 1949 BMB Survey)

= gy DAYTIME
e L) KGW 350,030
. -~ . Station B 337,330
ZT e e oW H
For a full century Hillsboro, Oregon, has been a major producing, = :.‘._..f‘\?-\ Station C 295,470
marketing and processing center. Today foods packed by Hills- 0 Py IR Station D 192,630
boro plants are consumed throughout the world. A recent KGW — |7/ [ T NIGHTTIME
Tour-Test, conducted with the cooperation of the Oregon State 2 J D e O %l\ \.
Motor Association, proved KGW's dominance of this market. 7 iy e | S Y KGwW 367,370
Haley Canning Company, one of the city's major packing plants, : and Qe - 3 Station B 350,820
was visited by the Tour-Test. Above William Christensen (left) R ki o [ f'?:'b-;’ /.| Station C 307,970
Hillsboro business figure, and Bill Watkins, Haley’s president, —— w-.--."m--':‘.;‘_"'?,/ / Station D 205,440
examine with “Miss KGW"™ canned meat products destined for L e TR R
the U. S. armed services. Hillsboro's expanding economy is de- F o= "\“Mw:”w'",,.-f s
livered through the COMPREHENSIVE COVERAGE of KGW. | \ T‘« s, T ) 4
] reen I orton s winoa
g <
W ok i .
= : -, This chart, compiled from offi.
J"““ A cial, half-mihvolt contour maps
(o Ll 4 filed with the FCC in Washing
one e ton, D.C., or from field intensity
S surveys, tells the story of KGW's
COMPREHENSIVE COVER-
Eugene AGE of the fastest-growing mar.
b ket i1n the nation,

PORTLAND, OREGON

ON THE EFFICIENT 620 FREQUENCY

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.
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KPIX, San Francisco’s Pio
neer Television Station. re

= Sk
': cently celebrated its second
fm"%\

anniversary. The two vyears

since KP1X introduced TV
to the Bay Area have moved as rapidly
i pace as in progress, Under the able
zuidance of Northern California’s first
men of television Wesley 1. Dumm and
Phihp G. Lasky—they have been two
years of continual expansion and im-
provement in facilities, personnel, op.
erating techniques and programming.
Two years in which television has been
developed from a magic word to an in-
tegral part of the community’s life.

When KPIX took to the air in Decem.
ber, 1948, there were 3500 sets in the
Bay Area. Programming was scheduled
six days a week, with 17 hours of tele-
casting.

Today, KPIX operates on a seven-day.
week schedule, sending our 65 hours of
programming to over 120,000 television
homes.

These notable increases have meant an
impressive list of television firsts and
programming events for KPIX. The pio-
neer station’s contributions to San Fran-
cisco television were recognized within
the industry last year, when KPIX re-
ceived the Academy of TV Arts and Sci-
euces top award for ontstanding station
achievement.

KPIX’s ever-increasing hours of pro-
gramming include the top offerings of
the CBS and Dumont networks, in addi-
tion to approximately 30 hours a week of
local productions. Sports also rate high
and during the past year have included
UC Football Games and the Rose Bowl
Game and Parade, via micro wave.

One of KPIX's most outstanding cam-
paigns in the public interest was the re-
cent “TV Sets for Vets” drive, results
from which bought a great number of
TV sets for wounded war veterans in
Bay Area hospitals.

KP1IX looks forward to its third year
with a sense of pride and achievement
for the past and even greater expectations
for the future.

CHANMEL
5

Ruprypantad by Tha Kotz Agancy, Inc. -

560
KC

Raprasented by Wm. &. Rambeau Co.

SAN FRANCISCO

ylle M@yﬂ@y
0 Motives |~

For a long time now the big news of television has been success.
and more success. Almost anybody within scoring position racked
up points. The manufacturers enjoyed a boom. Broadcasters, or
some of them, pulled away from deficit operations, neared the happy
day of profit. More advertisers were spending more money. As for
TV’s impact upon the public and show business, it was the greatest
thing, not since talking movies, but since Shakespeare.

Obviously, a medium capable of influencing our environment at
every turn draws sooner or later the skeptical and anxious conccrn
of educators, legislators. and social critics. Hence the current whoop-
dedo about fencing in the remaining range so that education shall
have grazing rights.

|

% * *

None of this is remote from private management or advertising,
for the future character of American video is at stake. The most
constructive approach to the problem at the moment is the NBC-TV
plan, “Operation Frontal Lobes.” NBC proposes to produce a series
of “artistic” and “‘cultural” telecasts. scattering these through prime
evening time on the basis of one preemption per sponsor per season
of 44 weeks. As a token of serious intent, Pat Weaver has taken on a
new colleague, Davidson Taylor. an ex-CBS program vice president.

* * *

Here it may be provocative to recall that in his play about the
Salvation Army, “Major Barbara,” George Bernard Shaw advanced
the thesis that to get any big social change efficiently managed it is
desirable to engage the enthusiasm of a multi-millionaire before
whose wealth and energy bad conditions can magically become good
conditions. “Operation Frontal Lobes™ represents the applied wealth
aud energy of one network. It is. we suggest, a portent of the ut-

most significance.
* % *

Just where education would get the money to operate television
stations, if granted licenses, is not clear. Nor does education’s rec-
ord in radio inspire confidence. Back in the 1920’s some 175 AM
stations were licensed to educational institutions of all sorts. Indeed
the electrical engineering schools had been bona fide radio pioneers.
But within 10 years the 175 stations had shrunken down to around
30. These were the best. and nummbered among them today are the
highly commendable radio stations of Wisconsin, Minnesota, Drake.
Cornell, Towa State, Ohio State. Texas, Alabama.

* k%

Put it this way. Educators are not by nature, interest. or pro-
fessional training likely to compete in the market places of enter-
tainment ideas. True, much progress has been made in classroom
use of FM in Chicago. Cleveland, and elsewhere. But the fact about
educators having other fish to fry is clear. Add to this their per-
petual prowl for funds with which to raise their own salaries. build

(Please turn to page 16)
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Four years, University of Illinois

Two years, U. S. Army (Purple
Heart, Silver Star)

Twenly-two years, National Broad-

R

W YORK

Heads up,
boys, it's— o

casting Company

Free & Peters, lne. (New York
Office) since Dec., 1950

LB Suowegmay!

(Another F&P TELEVISION Specialist)

Yes, “heads up” is the phrase for Chick
Showerman. As you undoubtedly know,
he’s been heading up a lot of things, for
years —including the Central Division
of NBC, as Vice President In Charge
(recently piloting this Division’s tele-
vision sales to an outstanding level in
the industry). Now Chick has joined
F&P, to head up our rapidly-growing
television sales and to help keep us
heads (and shoulders) up on National
Spot Television.

Big man though he is, however, Chick
Showerman is by no means the only
great performer in our team of TV

FREE

CHICAGO

T JANUARY 1951

& PET

Pioneer Radio and Television Station Representatves Since 1932

ATLANTA

specialists. For years we've been build-
ing a complete line and backfield of
skill and experience in this new and
exciting medium — have long since de-
veloped a TV squad that’s of strictly
championship quality. . . .

We of Free & Peters are entirely con-
vinced that “good men are the secret of
success.” Ever since our company’s
founding in 1932, we have considered
it a big part of our job to discover,
develop and acquire good men. We
know you can see the results, here in
this pioneer group of radio and tele-
vision station representatives.

DETROIT FT. WORTH

( EXCLUSIVE NATIONAL

TELEVISION
REPRESENTATIVES

DAVENPORT WOC-TY*
{Central Broadcasting Co.—
WHO-wOC)

FORT WORTH-DALLAS WBAP-TV*
(STAR-TELEGRAM)

LOUVISVILLE WAVE-TV#*
(WAVE, Inc.)

MIAMI wTVvVS
(Wometco Theafres)

MINNEAPOLIS-ST. PAUL WTCN-TV
(DISPATCH-PIONEER PRESS)

NEW YORK WPIX
(THE NEWS)

ST. LOUIS
(POST-DISPATCH)

SAN FRANCISCO KRON-TV*
(THE CHRONICLE)

KSD-TY#*

LRSS,

HOLLYWOOD

INC.

7

*Primary NBC Affiliates
- — PE'_ %

SAN FRANCISCO



""KCMO's most salable praperty is NEWS! "Listeners are more interested in
We have 13 local newscasts daily be- . than any other feature. Our odver
sides our netwark news. One sponsor has have been quick to toke advantee
been with us for ten years, anather for this interest. Our AP reports are a
six. Associated Press service enables us 1 | dispensoble part of our operatior.
to oir complete coverage.’’

E. K. HARTENBOWER, Gen. Manager, WAVT. L KOS, Vice Presideg
KCMO, Kansas City, Mo. ! ! )

“Qur Associated Press news programs "Scott’s market has had the same se‘l
have had same of the highest ratings d 5 ule of five-minute Associated Press ¢
all New England for WL RZ L AP e ., B, B far neorly two years. Mr. Scott tel’
used by WTAG exclusively. The public . ) the program has done a terrific job
places implicit confidence in AP."” ‘ his business.”

E. E. HILL, Execufive Vice President,

JOHN W. WATKINS, Manager,
WTAG, Worcester, Mass.

WBBQ, Augusta, Ga.

“Sixteen Associated Press features .
vsed daily on KOOS. They include
“The sale of Associated Press newscasts news broadcasts, women’s features,
has been consistently successful for rine news, commentaries, home econo
wwbDC.” programs and others. Associated P
. features are easy to sell and sta
BEN STROUSE, General Manager, to s:ﬁsﬁed custo);ners 1 y
WWDC, Washington, D. C. = )
D ashingion ‘ HAL SHADE, Manager,
KOOS, Coos Bay, Ore.

“Twenty-eight out of 30 daytime news- ! “In addition to our network news, ‘}
casts are sold . . . spat adjacencies are produce fOUY' 15-minute, two ]O-mm.
all sold . . . due to the practicolly im- and two 5-minute AP news and spdi
mediate salability of Associated Press programs of our own daily. These d
news programs.” ) ’100 per cenf.sponsored. O.ur 5:30 P
. E Standard Oil Reporter’ is especia
PAUL R. FRY, General Manager, ‘ popular.”’
KBON, Omaha, Neb. HOWARD E. PILL, President,
WSFA, Montgomery, Ala.

Hundreds of fhe country’s finest stations announce with pride \ . ! Q”THIS' S TA TIDN A r

Ll

|
|
|




""Qur sponsors soy news is the best buy
on KOCY. 1950 is the tenth yeor for
Mid-Continent Petroleum’s sponsorship.
Another news sponsor. hos been with us
seven yeors. AP news provides steody
income for KOCY. The Associoted Press
meons the best possible service.”

MATT BONEBRAKE, Gen. Manoger,
KOCY, Oklohomo City, Oklo.

"We corry 26 sponsored 15-minute AP
programs weekly Our oldest sponsor,
De Roy’s jewelry store, hos just renewed
its controct for the 6 p.m. news. They
hove been buying this spot continuously
since 1939.”

JOHN P. FOSTER, Monoger,
WIJAC, Johnstown, Pa.

ort

“Qur success in broodcosting is due
lorgely to the sole of Associoted Press
newscosts.”

BOB EVANS, Monoger,
WELO, Tupelo, Miss.

“WFMJ is now corrying 71 sponsored
AP news progroms weekly, totoling 690
minutes.”

WILLIAM F. MAAG, JR,, President,
WFMJ, Youngstown, Ohio

EMBER OF

Y ou need no gimmicks or give-
aways to draw listen
Associated Press
The raw drama of life
attention on today’s newsca
That's why more than eve
people turn to
The Associated Press
oldest and largest
of all news agencies,
for impartial, accurate,
swift news reporting.

If you are @ station

not using AP news.. ..

if you are o station that

can qualify for

Associated Press membership . . .
join the one news association
that charges each member

only its exact share of

the cost of

providing service.

Associated Press
resources and faocilities
include:

; A news report of
FF 1,000,000 words every

24 hours.

A stoff of 7200

augmented by

staffs of member

stations and newspapers
—more than 100,000 men
and women contributing to
each day’s report.

Leased news wires of

350,000 miles in the U. S. alone.

The only state-by-state news

circuits in existence.

100 news bureaus in the U. S. —
offices and news
men around the world.

A complete, nationwide
election service, employing
65,000 special workers.

FOR FURTHER DETAILS, WRITE
RADIO DIVISION

THE ASSOCIATED PRESS

50 Rockefeller Plaza
New York 20, N. V.




new stars
mn the
south!. . .

MOBILE, lll.BAMA

on the
Javorable

710 frequency

&

national represenlative

ADAM J. YOUNG, JR. INC.

New developments on SPONSOR stories

WCCQ's Beb De Haven s typical of s:ation personalities who give sponsor plus

TT) SEE: "“Local shows"
[ 2 \ 1SSUE: 18 December 1950, p. 21
o c SUBJECT: Spot programing

Here's further proof of the plusses for sponsors of local live pro-
grams.

Factual responses to sPON30R inquiries received too late for “Local
hows™ (18 December issuer. help show why local shows ring the

th

ti sponsor s cash register.
Success of local programs often is keved to distinctive person-
ittes. Mos yus 1 th 15, ros 1s

Cedric Adams. Although he has zkv.rocketed into national promi-
nence via his Pillsbury CBS network show. he has maintained local
and regional popularity with 14 news broadecasts and three half-hour

1Z programs each Cex 14y .vignt nagio | Y. 90-mi
sfars A 1$ a b DeHave has P!
1265 0 . Bob DeHaven. who co-emcee’s
s Quiz of the Twin Cities. often broadcasts his own shows from
sponsors” stores. has rendous persc 12.
<. Se $ponszo )
Toz EONY s \ est ins
sé ez 12 s essl
st 3 17Ua ¢ S
131 18 Ts start to zrow.

~ -
M DBL. Nansas Litv. boasts veteran newscaster Lrle >mith as one

ts s rze ny )3
s 3 = h's 151 2
Tac: ~t 3 1=
s ol s =mi has 'S
S ~c 13 st
33 ] 0 nso >
S 3 1S
13 series

w

—
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¥
#
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38.87- MORE

‘SPOT” ADVERTISERS
BOUGHT TIME ON KSD

IN NOVEMBER. 1950
THAN IN NOVEMBER. 1949

KSD’s Spot Announcement and
Studio Program Periods Are
Valuable Advertising Properties!

nd availabilities

KSD

THE ST. LOUIS POST-DISPATCH RADIO STATION

5000 WATTS ON 550 KC DAY AND NIGHT
National Advertising Representative: FREE 8( PETERS. |NC.
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CASH FARM INCOME

For WGTM'S

29-COUNTY
COVERAGE AREA
IS BIGGER THAN
ANY ONE OF 27
OTHER ENTIRE
STATES.

WRITE TODAY FOR

“Time Buyers
Market and
Coverage Data”

a new, factual data
folder on one of the
Nation’s richest

Agricultural regions,

WRI!TE, 'PHONE OR WIRE

WGTM

5,000 WATTS e CBS AFFILIATE

WILSON, N. C.

ALLEN WANNAMAKER,
Gen’l Mgr.
WEED & CO., Nat‘l Rep.

12

R. Stewart Boyd

Advertising manager, cereals and dog foods products
National Biscuit Company, New York

Mr. Sponsor

R. Stewart Boyd is an unsung hero to millions of American chil-
dren . . . and dogs.

The 12-year-old advertising manager, cereals and dog foods prod-
ucts division. National Biscuit Company. is the man behind the
popular kids” show. Straight Arrow, for Shredded Wheat. He also
1s the man who gets Fido’s owners to buy Nabisco™s Milk-Bone.

Boyd handles all advertixing for these two prominent members
of the large Nabisco family.

Last year the National Biscuit Company spent about £6.000.000
for advertising. Radio and TV, with their share of this ad budget
at nearly $3.000.000. accounted for a large part of the company’s
$291.000.000 sales volume. Arthur Godfrey alone eosts them
$1.000.000 to plug a variety of Nabisco products over CBS.

Bovd spends $300.000 a vear for Straight Arrow, a half-hour show
heard over 450 Mutual stations three times a week. The company
currently is thinking about extending the show to Canada.

Since Straight Arrow. designed to sell shredded wheat. is strictly
a kids” show. Boyd promotes it with pleaty of premium offers. has
run the gamut from a simple metal ving to a braeelet with a large
“secret compartment.”

“We are very fortunate in having a good selling vehicle directed
to children on which we may offer our premiums,” said Boyd. dis-
cussing the policies while sitting in the large open advertising offices
of the company. “Every one of our premiums that a child wears
or carries is a walking advertisement for Nabisco Shredded Wheat.
That advertisement has got 1o be good.”

Another $§200.000 goes into radio to advertise Milk-Bone. 'This is
largely spent on radio participations over 19 stations in 12 states,
and on one TV participation.

“We plan to maintain a similar broadeast media schedule during
1951, and may add to it,” said Boyd. who has been in the food busi-
ness since 1935,

After he had attended Wesleyan University, Bovd went to work
in 1935 for General Foods in Cleveland as a retail truck salesman.
He later became the company ‘s vadio promotion manager. He joined
Nabisco in 1947 as assistanl advertising manager. was made adver-
tising manager in 1949,

SPONSOR

E"‘



MR. SPONSOR:
He’s the nation’s Greatest Salesman
...Say 59 advertisers

Jack the Bellboy, America’s greatest disc jockey,
began his own record program five years ago by ‘
on WJBK with a modest one-hour daily ses- Y, :
sion. Shortly afterward, to accommodate/ é’-_//

the growing number of sponsors, this/

9

4

was increased to two
hours a day. Now, he’s
" heard 28 hours a week, with
a total of 59 sponsors. Adver-
tisers, overjoyed with the phenom-
\ enal selling job he’s doing for them,
/call Jack the Bellboy “The Nation’s
Greatest Salesman”

. Such extravagant and candid praise

could only come from sponsors
whose sales success in Detroit over
WJBK is unprecedented anywhere
by any medium. In 1950 alone,
sponsors had spent a half-million
dollars for Jack the Bellboy to adver-
tise their products on WJBK. Why

‘: — 2 this success? He’s just a GREAT
‘ B t 1 SALESMAN—that’s All! Alert pro-
, _m ! Vi gramming, with the best in music,

talent and entertainment, accounts

for the terrific sales response of

WJBK'’s loyal listening audience. Our

files are bulging with letters from
advertisers, happy with WJBK's sales
results. Check with your KATZ man for
the answer to your selling problems in Detroit.
He’ll show you how WJBK can help your sales
curve upward.

WIBK = DETROIT

The Station with a Million Friends
NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455

Represented Nationally by THE KATZ AGENCY, INC.

1 JANUARY 1951 13




1

the 5 National Barn Dance welcomes it

2 millionth
PAID visitor!

Th

Greeting our 2 millionth WLS Nationol
Barn Dance Visitor—Mrs. Joe VYonder-
vliet af St. Anne’s, lllinois. (L.-R.) daugh-
ter Sharan; Barn Dance star, Lulu Belle;
Mr. Yandervliet; Mrs. Yandervliet; WLS
Pragram Director, Harald Safford; ond
doughter Sandra.

o

e

¥ o W AR
4 g ¥ . > ‘\‘_
S *‘&&“‘éﬁ

N November 11, 1950, Mrs. Joseph Vandervliet purchased the 2 millionth admis-
sion ticket to the original WLS National Barn Dance, radio’s first real Barn Dance.
Yes, 2,000,000 people have paid to see this nationally known Saturday night par-
ade of WLS stars.

April 19, 1924, crystal set listeners heard Evidence that the WLS National Barn
something new over their earphones . . . it Dance has maintained its interest is found
was a Barn Dance . . . the WLS National in the impressive list of long time sponsors:
Barn Dance! Then, everyone wanted to see Murphy Products Company, 14 consecutive
the broadcast. Crowds increased weekly by years; Keystone Steel and Wire Company,
hundreds, and admission had to be limited 18 consecutive years; Warp Brothers, 13
to invited guests only. Still they came, until consecutive years; Phillips Petroleum, 6
in March 1932, it was decided to broadcast consecutive years . .. and now Pequot Mills
the show from Chicago’s Eighth Street has been added. They know the W/LS Na-
Theatre—and charge admission. In the 18 tional Barn Dance is a sure way to reach
years since, 2 million people have paid to Midwest America—that’s why the show’s
see the WLS National Barn Dance broad- share-of-audience has inreased 49% in the
cast. Now in its 27th year of broadcast, we last year . . . further, why an average of
believe the WLS National Barn Dance to 264,366 radio families listen to each half-
be radio’s oldest continuous commercial hour portion of it!
program. Source: A. C. Nielsen, Chicago Ares Reports

For information on Barn Dance availabilities — and
details on how this program can help you, contact
your John Blair man, or call WLS.

[ The
PRAIRIE I

FARMER
| starion

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY,

14 SPONSOR
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These reports appear in alternate issues

New on Television Networks

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

Brown Shoe Co Leo Burnett NBC.TV 21 Say It With Acting; alt Sat 6:30.7 pm; 6 Jan; 52 wks
General Mills Inc Knox Reeves CBS-TVY Unnamed; alt F 9:30-10 pm; 20 Dec
General Motors Corp Canipbell.Ewald CRBS-TV Challenge of the 50'a; M 1:30-2:30 pm; 1 Jan (one-time)

(Chevrolet div)
Gibson Refrigerator Co W. W. Garrlson CRS-TV Laura Gibson Show; Sat 7:30-43 pm; 20 Jan
Hudson Pulp & Paper Duane Jones CRBS.TV Bride and Groom; Th 3-3:15 pm3 25 Jan; 52 wks

Corp
lunt Foods Inec Young & Rublcam NBC-TV Kate Smith llour: M-F 4:45.5 pm; 1 Jan
Kellogg Co Kenyon & Eckhardt ABC-TV Tom Corbett, Space Cadet; M, W, F 6:30-45 pm; 1 Jan; 52 wks
National Dairy Products N. W. Ayer CRS. TV Rig Top; Sat 12-1 pm: 27 Jon; 52 wks

Corp
Norwleh Pharmacal Co Benton & Bowles CBS-TV Week In Reviews Sun 11-11:13 pms 14 Jan; 52 wks
Pepsi-Cola Co Biow ABC-TY 414 Faye Emerson Show; M, W, F, 6:15-30 pm}

25 Dee; 32 wks

Procter & Gamble Co Dancer-Fitzgerald-Sample NBC-TV Kate Smith llour; M-.F 4.4:15 pm; 1 Jan
Quaker Oats Co Sherman & Marquette NBC-TV 11 Gabby Hayes Show; M, W, F 5:15-3:30 pm; 11 Dec; 29 wks
Schenley Industries Ine Biow ABC-TV 3 Unnamed; M.F 7-7:05 pin; 18 Dee; 13 wks

Renewed on Television Networks

SPONSCR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
Anheuser-Basch Ine D'Arcy CBS.TY Ken Murray Show; Sat 8.9 pm; 6 Jan; 52 wks
Iludsen Motoe Car Co Brooke, Smith, French & Deor- ABC-TY 61 Billy Rose Show; T 8-8:30 pm: 3 Dec; 52 wks
rance Inc
Ironrite Inc Brooke, Smith, French & Der- ABC-TY 15 Hollywood Screen Test; M 7:30-8 pm; 1 Jan; 39 wks
rance Ine
Kalser-Frazer Corp Wm. Weintraub DuMent Adventures of Ellcry Queen; Th 9-9:30 pm; 14 Dec; 13 wks
Kruft Foods Co J. Walter Thompson NBC-TY 40 Kraft Television Theatre; W 9.10 pm3; 3 Jan; 32 wks
Lever Brothers Co Young & Rubicam CBS.TY Arthur Godfrey's Talent Scouts; M 8:30-9 pm; 1 Jan; 52 wks
{Thomas J. Lipton div)
Pharma-Craft Corp; Ruthrauff & Ryan ABC-TY 32 College Bowl; 9-9:30 pm; 1 Jan; 52 wks

American Safcty Razor
Corp (co-sponsors)

Philco Corp Hutchlns ABC-TV 41 Don McNeill's TY Club; W 9.10 nm; 20 Dec; 532 wks
Procter & Gamble Co Compton NBC-TV 31 Fireside Theatre; T 9.9:30 pm; 2 Jan; 52 wke
R. J. Reynolds Tobacco William Esty CRBS-TV Vaughn Monroe Show; T 9.9:30 pm; 9 Jan; 52 wks
Co
Ronson Art Mctal Works Grey ABC.TV 11 Twenty Questions; F 8-8:30 nm; 29 Dec; 32 wks
Ine
Wander Co Grant NBC.TY 39 Nowdy Doody Show; F 5:45-6 pm; 26 wks

Station Representation Changes

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE

WHIM, Previdence Independent lleadley-Reed Co, N.Y.

® In next issue: New and Renewed on Networks, New National Spot Radio Business,
National Broadcast Sales Executive Changes, Sponsor Personnel Changes,
New Agency Appointments




New and Renewed Spot Television

New and renew I January 1951

SPONSOR

AGENCY NET OR STATION

PROGRAM, time, start, duration

Chesapeake

X Potomae  Teles

phone Companies

Clark Candy
Clark ¢ andy

Clark Candy

Co
Co

Co

Cluett, Peabody & Co lne

Colgate-I"alinolive-Pect Ine

Curtis Cirenlation Co

Ewerson Drug Co

Henry lleide Ine

Huber

Bakinz Co

P, Lorillard Co
Phillp Morris & Co
Philip Morriz & Co
C. F. Mueller Co

Natioual

Sugar Refining Co

National Sugar Refining Co

National

Ronson
Roneon
Ronson

Rowson

Sugar Refiuing Co

Art
Art
Art
Art

Mectal Works Ine
Mectal Works Ine
Metal Works Ine
Metal Works Ine

Ta<ty Toeothpaste Co

Trico Produets Corp

Trico Products Corp

I'rico Produet. Corp

N, W, Aver WNBW, Wash,
BBHO WCAUTY, Phila.
BEDO KTITYV, L. A,
BBDO WOBS. TV, \.Y,
Yanng & Rubicam KTTV, L. A.

Ted Bates WCBS.TV, N.Y.
BBDO WNBT, N.Y,
BBLO WCBS.-TY, N.Y.
Kelly, Nason WNBQ, Chi.
Quzlity Bakers of Awmeriea WI'TZ, Phila.
Lennen & Mitehell WOBSTY, NY,
Biow WBZ-TV., Boston
Biow WNBQ, Chi,
Duane Jones WCBS.TYV, N.Y,
Younz & Rubicam WNBW, Wash.
Young & Rabicam WTOP. TV, Wa-<h.
Young & Bubicawm WTOP-TY, Wa-h,
Grey WCBS-TY, N.Y,
Grey WAFM.TY, Birm,
Grey WTOP.- TV, Wash,
Grey KTTYV, L. A,
Victor van der Linde WCBS-TV, N, Y.
Baldwin, Bowers & Strachan WCAU-TY, Phila.
Baldwin, Bowers & Strachan WBTY, Charlotte
Baldwin, Rowers & Strachan WAFM. TV, Birm.

T-min annemt; | Jan: 32 wks (r)

I-min annemt; 22 Dec; 26 wks (r)
1-min annemt; 25 Dees; 26 wks (r)
lewmin annemt; 30 Jan; 26 wks (r)
20-se¢ anncemt: t Jan; 32 wks (n)
Allen Jackson & the News: 13 Dee: 532 wks (n)
Fex & Jinxs 6-6:23 pm; 17 Jan; 13 wks (r)
20-s¢c annemt; 3 Jans 32 wks (r)
l-min anunemt; 26 Dec; 26 wks (n)
Stn break; 18 Dee; 32 wks (n)
T-min annemt; 9 Dec; 13 wks (n)
l-min annemt; 153 BDees 32 wks (n)
Stu break; 16 Dec; 52 wks (n)
20-s¢c annemt; 3 Jani 26 wks (r)
Stn break; 8 Jan; 532 wks (n)
20.sec ammemt; 8 Jan; 32 wks (n)
20-~cc annemt; 9 Jany; 32 wks (n)
20-5¢c¢ annemit; 31 Dec: 26 wks (r)
20-scc anuemt; 3 Jan; 26 wks (r)
20-scc annemt; 3 Jan; 26 wks (r)
20-sec aunemt; 21 Feb: 19 wks (r)
20-scc annemt; 9 Jang 32 wks (n )
20.sec anncemt; 19 Decs 532 wks (n)
20-sec auncmt; 20 Dee; 52 wks (n)
20-sec annemt; 23 Decs 52 wks (n)

Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

William Allison
John V. Ande¢rson

T. 1.
Donald

B.

Gil Bablitt

Loui~ 1l. Bergart

Marion

Ander<son Jr

Arm~trong Jr

Billings

A R, Boehroeh

Robert Young Brown

Jules Bundgu=

John A. Cairns

Peyton Carroll

PPanl Christian

Miltorr J. Feldman
Herbert S,
Alan Goff
Orsle Grisier

Fox

M. Stewart Ireys

Karl Knipe

Mack Leblang

Williem €. Lydan

). Stanley Macaulay

’hll D,

Williawm M.

Rebert

Mo llugh
Mill-
Mallen

Robert Nicolin

Fugene Pilz

Fellx Pogliane Jr

Raymond E. Prochnow

Raliert

Singer

Joseph 11, Smith
1. 1. Thuarlby

Ralph G.
Ralph I,

Fuchm:an

Yarmbert

Redbook Magazine, N.Y., artieles ed

WCOM, Parkersburz, W. Va,, owner

Anderson, Davis & Plarte, N.Y., chairman of beoard

MeCann-Erickson, NY.. reccarch dir

WCAU, Phila.

Silton Brothers, «ir merchandising

Portland Jonrmal., Portland, «ls

Jo<eph Katz Co, N.Y., acet eaee

Ward Wheeloek Co, Phila.. vp

Kastor, Farrell, Cheslev & Clifford Ine, NJY., radio,
v dir

Johu A. Cairns, N.Y, vp

Dana Joues Co. L. A., copy chief

Pal and Per-onna Razor Blade Ca. N.Y,, cls, adv die

J. M. Korn & Co, Phila., chief copywriter

Cunningham & Walszh, N.Y,, art snpery

MBS, N.Y., graphic presentation ilir

Conner, Denver

Coarborundum Cao, Niagara Falls, merch dir

Anderson, Davis & Platte, N.Y., vp

Fred Wittner, NJY,

MeCann-Erickson, N.Y,, acet exee

Es~ig-Maecanlav, L. A., dir partner
I’hil D. Mellugh Co, Lo Al owner

MeKim, Mantreal, sr acet exee
KREYD, Muopls.
Campbell-Mithin, Mapls,

Joe Alpert., Deuver, adv dir
Conner, Deuver

Merchandisivg consultant, L.\,

Esquire, Chi,, prom mgr

Jolin A, Caiens, WY, pres
Apderson, Davie & Platte, VYo vp
KT1V, L. A, asst 1o gen mgr

Ralph Yambert, Hlwyd,, owner

Ketehum, Macleod & Grove, Pittsh., acet exce
Anderson & Roll, Omaha, partner

Anderson & Cairns, NY,, samne

Same, vp

J. M. Koern & Co.. PPhila., dir radie, i
Same, vp

Alport & O’Rourke, Portland, acet exee

C. J. LaRoche Co, N.Y. acet exec

Kenvon & Eekhardt, NUY,, copy superv

Sherman & Marquette, N.Y,, superv radio, tv programs

Ander-on & Cairns, N.Y., pres

Ted 11, Factor, L. A., copy chief

Sherman & Marquctte, NY., merchandising exee

Same, dir plans, copy

Same, vp

Goff Assoeiates, Wilmington (unew firm)

Wayne Welrh Ine, Deuser, acet exee

Ketelinm, MacLeod & Grove, Pitt-b., acet enee

Aunderson & Cairns, NY., vp

Mack Leblang Co, NOY., pres (new firm)

Foote, Cone & Belding, %, F., acet exee

Yambert, Prochnow, Wellugh and Macaulay Ine, Beverly 1lills,
sec-treas (new firm)

Yambert, Prochnow, Melluzh and Macaulay Iue, Beverly Ilills,
vp (uew firm)

Melnire, Moutreal, castern operns mgr

Mullen-Nirolin, Mupls., partuer (new firm)

Mallen-Nicolin, Mupls.. partner (new firin)

Arthue G, Rippey & Co, Denver, acet exee

Wavie Weleh lTue, Denver, acet enee

Yambert, Prochnow, Mcllngh and Macanlay Ine, Beverly llills,
vp (new firm)

Olian, Chi., acet exee

Anderson & Cairns, Y eaee vp

Anderson & Caiens, VYL ap

Walter MeCreery lue, Beverly 1Hills, radio, v dir

Yambert, Prochnown, Mellugh and Maecaunlay Ine, Beverly 1lills,

pres (new firm)
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IOWA PEOPLE LI
WITH RADI

3.1%

(WEEK DAYS)

LIVING ROOM
45.57%

(WEEK DAYS) \f ‘

|

L

KITCHEN
20.07

il (weex pave)

| |

DINING MOVE ABOUT |*
ROOM 18.9% |

|Z‘[% (WEEK DAYS) \ %

(WEEK DAYS) ‘

[lne of the reasons why radio is so prodnetive in
Towa is that listening s more than leisure-time
entertainment. Qur people lice with radio. The
1950 lowa Radio Audience Snrvey¥ reveals that
except for Sundays. less than hulj of all lowu
home Hhstening takes pluce in the hicing room!
Here are all the figures:

Proportion of Listening

Done With—

Weekdays Saturdays  Sundays
Living Room Set  45.39%  48.99% 55.19%
Dining Room Set  12.7 11.9 9.1
Kitchen Set 20.0 19.4 18. ]
Bed Room Set 3.1 4.2 5.5
*Move About™ or
“Other™ 18.9 15.6 11.9

Extra sets lrelp explain this “all-over-the-honse™
listening: 48.8% of lowd’s radio-equipped homes
now have tico or more sets! The chart in the next
column (from the 1950 Survey) shows that these
extra sels get intensive histenership.

The net result of all this is that the average loiwca
radio home listens a total of 1395 ‘“Hstener
hours,” weekdays . . . 15.59 ““listener hours,” Sal-
urdays . . . and 13.52 “listener hours,” Sundays!

WHO continues to get far and away the greatest
share of lowa listening, thus eentinues to be ene of
Anrerica’s great rmlu) buys. Write for all the faets
today. including yonr free copy of the 1950 Towa
Radio Audience Survey.

¥The 1950 Edition of the lowa Radio Audience Survey i«
the thirteenth annual study of radio listening habits in
Towa. It was eonducted by Dr. F. L. Whan of Wiehita
University and his staff. It is based on personal inter-
views with 9,110 families and diary records kept at the
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Iy o DAILY USE OF SETS LOCATED IN DIFFERENT ROOMS

(Percemuges based on number of sets locafed in type of room numed)
_.——l—___ - B - =

TYPI(AL WEEKDAY ALL DIARY FAMILIES

Percentuge of Sets Used
| ot Some Time. during Duy

 If located in Living Room
~Itlocated i in Dlmng Room

—- . —

If Ior.uted ln Km:hen '

If located in Bed Room

e

I M “Moved About” or “Other"

time of listening by 230 lowa families—all <ctentifically
selected from lowa's cities, towp~. villages and farm«, [t
is a “must” for every advertising. sale« or marketing
man who is interested in radio in general. aud the lowa
market in particular.

W I

+ for lowa PLUS #

50,000 Watts

Col. B. J. Palmer, President

Des Moines .

P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Repre<entalives
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L’see, what was | trying
to remember?

WE HOPE YOU NEVER
FORGET that KMA beams di-
rectly to the best customers in
the tl. S.!' “Best customers,”
because the rural and small
town population of the 140 rural
and small town counties of
Iowa. Nebraska, Missouri and
Kansas — reached by KMA —
spend more money than in any
other comparable rural area in
the country,

Only KMA can sell thesc
2% willioen customers—
not reached by your
Omaha-Des Moines sched-
ule. Write for facts today,

10WA

OES MOINES
':A:

 SHENANDOAN -I

OMANA
LUNCOLN o

NEBRASKA

i

E

T

[ KANSAS e
I‘—-ﬂ%ﬂ

KM

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc.

™ OMAUA -

s Television

N A\ TV 110
N @ : “tation \\1\1‘0 10,000
g g ainmmng JRRTR Y
L '\ homts arart
7T : y week A
/ days & Tp e M
me v tho ()\_\Kh
Vionday N 1 wWo

L da
;‘h‘-ﬁ :r‘:»-‘n“ :\("\“0“‘*'
TV
cesTv o AeeT

Undes Managamant of

MAY BROADCASTING CO.

Lthanandeah, lawa .

\ MISSOURY X \}

3&R’s Enid Palmer whose letter appears below

N. Y. TIMEBUYER CONFESSIONS

WANTED: ADVERTISING AGEN-
CY TIMEBUYER. Must have experi-
ence as hijacker, confidence man, back-
stabber, crystal ball gazer. Must be
fast talker and fast eater. Man with-
out conscience preferred.

Fantastic? Not ary more so than
your recent article by that fellow who
wrote “Confessions of a New York
timebuyer.” He had only one thing
right: he knew enough not to sign his
name!

According to him the standard
equipment in a timebuver’s oflice con-
sists of: 1. The above-mentioned crvs-
tal ball; 2. A giant economy-sized tube
of Alka-Seltzer: 3. A handbook au-
thored by Old Man Machiavelli him-
self. To paraphrase an old punch line:
“From this he made a hving?™

Maybe so . . . but I'm willing to
stand treat to another of those fabu-
lous lunches if the same client he’s
talking about is stilt with the same
agency!

To begin with: I've never known an
ageney to spend a client’s good money
as haphazardly as he described. The
Plans Board and the client decide
where the money is going to do, based
on what they want to do. From that
point on, there's no hugger-mugger in
the hallways or conniving in the cor-
ridors.  The thnebuver knows what
he’s allowed. and he knows where he's

going to spend it, and when. How does
he determine this?

1. By giving every rep a fair chance
to state his case . . . sometimes at the
lunch table. but far more often while
seated on those hard office chairs. 2.
By recognizing that there are lies, damn
les. and statisties . . . and reading be-
tween the lines of rate cards and pro-
gram schedules. 3. By spending each
dollar as carefully as a housewife
trudging around a supermarket.

Sure. our boy who wrote that arti-
cle had his tongue in his cheek. But I
think he had his foot in there with it.

Miss Enip PALMER
Media Director
Getschal & Richard Inc.

New Yorlk

(Photograph of Miiss Palmer is by
Jean Raeburn, N Y

PUBLIC RELATIONS REBUTTAL

I was interested to read your piece

on public relations men in SPONSOR.

Bob Landry has a knack of putting
across what he wants to say in an in-
cisive way, clothed in new ways and
with fresh word use—a rare gift.
Wha gets me about the activities you
describe is that people call them public
relations when what they really are is
press agentry of the old school.
Maybe some day we can start a
French Academy in this country and
get disinterested experts to define the
meaning of our words.
Epwagp L. BERNAYS
Public Relations Consultant
New York

The plain implications of Bob Lan-
dry’s remarks about “some off-tackle
sneak of public relations™ is that the
rews editors of our great metropolitan
dailies, national magazines and ra-
dio/TV are dunderheads who don’t
know an advertising plug from a T-
formation.

Editorial desks have their fair share
of incompetents but, as a group edi-
tors are a hard-eved, fast-thinking,
knowledgeable lot who can spot a pho-
ny plant quicker than Mr. Landry can
say “compatibility between advertising
and PR.” Along with the suggestion
that the average editor ix a lunk-head,
Mr. Landry implies that he can be
bought for a case of scotch.

Just where do these editors keep
themselves? Has Mr. Landry seen any
lately ? Have the publishers who em-
ploy them got holes in their heads, too?

( Please turn to page 58)

SPONSOR
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oot a whim?

get a whim!

BUY
WHIM

you'll come back for more™

*HEADLEY-REED will give you full details of the many

national advertisers who have used WHIM successfully.

WHIM — Providence, R. I. — 1,000 watts
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NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE

- AND
 NORTH
‘“C'AR'OLINA’S

North Carolina

Rates More Firsts In

Sales Management Sutrvey

Than Any Other Southern State.

Motre North Carolinians Listen
to WPTF Than to Any

Other Station

50000 wp]' NBC
680|<c | AFFILIATE

* also WPTF-FM *
RALElGH North ‘Carolina

Nanonal Represemanve FREE & PETERS INC. of

SPONSOR




VISUAL SELLING, AS IN OLDSMOBILE FILM (ABOVE} ATTRACTS AUTOMOBILE FIRMS TO TV. SPOT RADIO, TOO, GETS BIG USE

ilt to now?

Auto makers had plans for mere air promotion than ever until . . .

| Which gear do we <hift to
now?

Hard-headed Detroit automobile pro-
ducers who like to deal with
sharply-chiseled facts are confronted
by a fog of uncertainty in calculating
production and sales for 1951. Eiery-
one i the vast industry down to the
floorsweepers anticipates a cutback in
production. No one knows how much

sohd.

1 JANUARY 1951

\s SPONSOR
goes to press. the most repeated guess
1< a 25 reduction in oulput.

Harried advertising departments try-
mg to draw up media budgets are
working with one ear open for the lat
ext directive from Washington. The
recent order freezing auto prices has
intensified the wartime atmosphere. \
teniporary oxpe(lionl for at least one

and when it will he fel.

contpany s lo prepare not one but
three budgets for 1951. One sct of
ficures 1s bused on a small reduction:
another is adjusted for a medium cut
back: a third will be used if a ~evere
production slash is neces=ary.

[f the cut <hould be no greater than
25 ¢. there will ~tll be a whopping
5.000.000 passenger cars produced thi-
vear.  The auto advertisers could go

21




SOLE NETWORK SHOWS: Desoto-Plymouth (Groucko Marx), Gen. Motors (Henry Taylor)

ahead with the radio and television pro-
motional techniques they’ve smoothed
out for greater selling effectiveness
than ever this vear.

Here's the automobile air advertis-
ing formula. 1951 model:

1. Stepped up announcement satu-
ration campaigns on radio and TV,
Local dealers al<o put more reliance
on announcement drives,

2. Extended purchases of sustaining
network shows for brief periods.

3. Extensive television programing
on the network level, and on the local
level for dealer advertising.

In the announcement campaigns, the
car producers are using broader and
more intensive coverage. radio repre-
sentatives report. Originality, too, has
been noted. For example. Chevrolet s
“See the U. S0 A" melody was record-
¢d on three-minute announcement disks
featuring well-known personalities that
included Dick [laymes. Frances Lang-
ford, Tony Martin. Lauritz Melchior.
and Gladys Swarthout.  Clever patter

22

bridged the songs and the commercial
read by Bud Collyer.

At the same time that agencies were
scrambling for all available adjacen-

TELEVISION

3 K}

DANCING COMMERCIALS: Mercury uses Toastettes to dance out rhythm of its commercials:

SPOT RADIO: Top stars sing Chevrolet song

cies to air these announcements, sev-
eral car advertisers took hold action
with another tactic. They liked the in-
novation that Ford tried on CBS last
vear and moved in with heavy short-
term purchases of network shows. This
year Buick, Chrysler, and Plymouth,
ip addition to Ford, are getting high
compression advertising with these
buys on NBC, ABC and CBS. Finding
shows this season was no problem,
since a number of good programs are
without sponsors.

The most significant development of
1950 was the rush to get into network
television programing. Nine compa-
nies, Dodge. DeSoto. Ford, Lincoln-
Mercury, Packard. Oldsmobile. Kaiser-
Frazer. Hudson and Nash, are now
spending up to $25.000 a week for pro-
duction on individual shows. A tenth,
Chevrolet. allots at least several mil-
lion dollars for spectal events and large
dealer funds that are used for local
TV shows.

SPONSOR




SHORT-TERM BUY: Buick's "Screen Guild"

Looking over the list, one network
oficial comments. “You never saw a
lineup of shows like that on radio.”
At the present time, the only two reg-
ularly scheduled radio shows are Hen-
ry J. Taylor’s 15-minute commentary
sponsored by General Motors for in-
stitutional advertising purposes. The
program is heard Mondays (ABC, 8:15
p.m. to 8:30 p.m.). The other is You
Bet Your Life with Groucho Marx,
sponsored by DeSoto-Plymouth deal-
ers (Wednesdays, NBC, 9 p.m. to 9:30
p-m.).

There is no doubt that the herd psy-
chology that kept these advertisers out
of widespread radio scheduling is now
working the other way in television.
(The decision by one maker to go into
TV was influenced by a top executive
who was annoyed at having to watch
competitors’ shows when he wanted to
enjoy his set in the evenings.)

The new medium is receiving en-
thusiastic support from a powerful seg-
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ment of the mdustry— the dealer~ who
are the front line sales force. If they
are not supported by sufficient adver-
tising artillery accurately aimed. the
factory hears about it in a hurry.
“Dealers love television. It’s new and
exciting and they like to talk about it
when lunching at their athletic clubs.”
one agency explains.

Curiously enough, this enthusia<in
for TV has increased dealer interest in
radio. Dealers in Indianapolis and oth-
er markets have gone in for heavy sat-
uration campaigns this season so that
the over-all picture is that radio is be-
ing used more extensively than in pre-
vious seasons.

Television is now competing with all
the visual media, newspapers, maga-
zines, and billboards. for this indus-
try’s huge promotien expenditures. The
basic attraction the medium has for
these producers is that viewers are
brought right into the dealers’ show-
rooms. This same audience is taken,
by means of films, to testing grounds
and the highways where performance
can be demonstrated. Companies like
Lincoln-Mercury also use films for
glamour appeal showing the car amid
luxurious surroundings.

Magazines, which had been second
enly to newspapers as a primary me-
dium for auto promotion, eventually
should feel the effects of this trend to
tclevision.

Looking at the trend from the net-
work’s side of the fence. it becomes
clear that television must rely on those
advertisers who can spend heavily.
Chevrolet. for example. spends about

525,000,000 on advertising annuall
perhaps $50.000.000 when dealer
penditures are added. idward P. Mad
den. NBC’s vice president in charge of
TV operations and sales. put it to hi
network this way: “In 1955 we esti-
mate that it will cost $55.000 per week
tc advertise in the 58 largest markets.
If the advertiser uses 39 wecks, it to-
tals $1.950.000.7 How many advertis-
ers can afford such rich fare? Madden
pointed out that there were exactly 77
advertisers whose media expenditures
in 1949 cequalled or exceeded $2,000,
000. “We anticipate that this number
will increase in the next five years as
retail sales and advertising volume in-
creases,” he said.

Car manufacturers are devoting con-
siderable sums to the TV commercials
as well as to the programing. Their
know-how in selling on this medium is
evident on a number of shows. For
example, Jodge tried a simple but en-
tertaining angle for its pitch on the in-
spaciousnessness  of the car.
First they showed a pudgy cusiomer
uncomfortably trying to enter another
make. Then they showed him sliding
eaxily into a Dodge.

terior

One approach used by a number of
companies is the plugging of engineer-
ing advantages called “nuts and bolts”
advertising in the trade. Among the
top ranking exponents of this technique
1= Dr. Rov K. Marshall, whose middle
commercial on the Kay Kyser show
was extended to a full program all by
itself. N. Y. Ford dealers sponsored a
10-minute across the hoard series on

(Please turn to page 47)
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America’s Ped Piper .......... ..

new rat Killezr whiceh hit jackpot through bold use of spot radie

l.ee Leonard Ratner. a hus-

revolutionary new rodenticide called

niarket but no one had ever advertised

thing.  rough-hewn Chicago Warfarin. And Warfarin is packaged the product properly.”
{ merchandiser, is fast emerg- by 75 companies! In an era when radio is said to
ing as the nation’s Pied Piper. Through Few hsteners had heard any exter- have lost ground. it is significant

heavy use of radio. his rat-killing =en-
sation. D-Con. has been selling to the
tune of some S100.000 in weekly sales.
Sales should go even higher as his ad
lrudget is increased.

until Ratner. a
shrewd business man who was a mil-
lionaire at 24 launched his product
fast \uzust. The 3l-vear-old tycoon
told sPONSOR:

minator adverlising

that this advertizer is on his way to

making another million with the pow-

crful assistance of the AM medium.
These are the key points in Ratner’s

=

strategy :

This brand name is by far the best
known of the products containing a

“Exterminators {the company never I. “Mail order is the only way to
uses the word poison) had a tervific start a new product that you want to

His first million came eurly i

D-Con's "Saturday Night Barn Dance,” WBBM, Chi- hri
cago, is one of Lee Ratner's (center) radio efforts. The
3t-year-old head of D-Con entered the mall-order |
business when he was still attending Northwestern |
University. A millionaire by the time he reached 24,
the curly-haired Chicago merchandiser found that
"you can sell anything, if you use radio to introduce
it.* His mail order successes include a pocket adding |
machine, stainless steel flasware, and now the rodeati- |

cide called D-Con, describad in story on these pages |




D-Con cleaned out rats

get in the big time. With the right
dramatized appeal. distribution can he
forced by arousing public demand.”

2. “Once you've got a hrand start-
ed. get out of mail order.” He is now
swinging over to a retail operation.
Beginning with McKesson & Robbins
as the first distributor, the smart young
advertiser expects to have 25.000 dis-
tributors by the end of February.

3. “Spend money to make money.”
In January he expects to spend about
$60.000 weekly in radio out of an ad-
vertising hudget of approximately $75.-
000 weekly. During the early mail-or-
der phase, most of the time bought on
more than 400 stations has been in the
early morning hours to reach the rural
market.

4. “Radio is the best means of get-
ting a product started.” Newspapers
are only eflective once the consumer
demand is established, particularly for
city-wide listings.

Now that his rodenticide is gaining
momentum. the restless Chicagoan is
preparing to expand in other direc
tions. He expects to bring out as manv
as 10 to 12 household products which
will break on radio or TV. Fli-Pel. an
insecticide which was introduced at the
end of last summer. is slated to get
heavy radio emphasis this spring.

How this aggressive advertiser
irings up a new product from infancy
is indicated by the technique he used
for D-Con.

One day last summer he heard about
the University of Wisconsin discovery
and made a quick trip to Madison. h
took barely 30 minutes of discussion
before he was convinced that here was
a produet with huge sales potentiali-
ties. Arrangements were soon made
with the S. B. Penick Company. one of
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in dramatic Wisconsin town experiment
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P

carload
agency.
selected

the Warfarin heensces, for a
of the material. The Marfree
New York and Chicago. was
to handle the campaign because of
their mail-order experience.
Friedenberg heads this firm and \lvin
Eicofl. vice president of the agency in
Chicago, supervises the account. (Frie-
denberg had been a radio station rep-
resentative for a number of years.)

The campaign was first aimed at the
rural markets. for rodents ruin millionz
of dollars worth of grain every year.
To reach the farmers. Marfree bought
early morning time from 5:30 a.m. to
7:30 a.m. The usual pattern has heen
15-minute segments on farm programs
across the hoard. H no shows of this
type are available. news adjacencies
are bought.

D-Con also approaches its rural mar-
ket with such evening programs as the
hour-long Saturday night Barn Dance
{WBBM, Chicagoi. Half-hour
ments of the Saturday Vight Party
{KMOX. 5t. Louisi. and the Vational
Barn Dance { WLS. Chicago} are used.
plus quarter-hour periods of the Old
Pominion Barn Dance (WRVA. Rich-
mond. and WIBT. Charlotte), Grand
Old Opry (WSM, Nashvillei. and Sat-
urday Night Party (WIBW, Topeka).

Marfree centers its efforts on sta-
tions with mail-order
cesses which have dominant outlets in
each market. and the best available
farm programs. “After watching the
returns for 10 days to two weeks on a
new station. we can tell whether it is a
eood buv for us. If it is. we sign for
13 or 26 weeks. Among the stations
that are now being used in addition to
those mentioned previously are WLW
and WCKY. Cincinnati; KOA, Den-
ver: WHO and KIOA, Des Moines:

Harry

PO -
seg

previons suc-

Alvin Eicoff, Marfree Chicago v.p., points +o 400-station coverage map

WJR. Detroit; KROD. El Paso: KSTT.
Davenport: WOR, New York: WCCO.
Minneapolis: WG\ and WJJD, Chi-
cago.

Availabilities mav be something of
a problem this year. when Ratner be-
gins daytime programing from 8 a.m.
to 6 pan. for the retail distribution in
vrban centers. One station nman points
out this product camnot be advertised
on the usual howemaker programs.
Food sponsors would protest if the ro-
denticide i~ mentioned too close to
their commercials.

The furst results in the mail order
radio campaign were not encouraging.
The copy had to be changed several
times before the product really began
to pull.

These are some of the selling fea-
tures of copy today:

1. “Every single rat on your prop-
erty costs you $22 each vear,” listeners
are told.

2. D-Con is cafe for animals. Tt will
not kill or noticeably harm domestie
animals or pets.

3. This product is o insidious that
rodents never learn what is killing off
their relatives. Wlen other extermina-
tors before Warfarin were tried, the
clever rodents soon learned to stay
away from the bait that was cutting
down their numbers. Warfarin is odor-
less and tasteless. producing a quiet,
painless death several davs after the
poison has been eaten. ln fact, the
rodents have to return to the hait sev-
eral times before they are stricken.
D-Con, a light green powder. is most
effective when mixed with corn meal.
rolled oats. or hamburger. Fonr ounces
of D-Con. for $2.98. is

enough for about five pounds of fin-

whieh sells

( Please turn to page 11)
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What are the
unions dome
0 television’

Breakdowns on these pages give
you answers in terms of new wage

scales. outlook for futnre

write a speech about television. You never heavd
reports about what he first put down on paper beeause
In essence.

\ few weeks ago one of the television indus.
try’s more splenetic personalities sat down to

')

his public velations men toned him down.
his elf-censored opinions were: “The unions are murder-
ing me.”

As 1930 drew to a elose, there were few who felt quite
this strongly about the recent contract signed with Tele-
vision Authority.  But eflects were being felt by adver-
tisers of every variety.

To help pimpoint some of the effects. sPONsoR presents
a breakdown on the current status of TV unions. com-
plete. for the most part. on these two pages. You'll find
data tat righti on Television Authority: the National
Cominittee of the Anthor’s League of America: Theatri-
cal Proteetive Union 1: and the American Federation of
Musieians. 1 Also included at right is a capsuled account
of the most recent contract negotiated with transceription
firms by AFRA. 1t was presented in this otherwise ex-
clusively television compilation hecause negotiations came
to a head just as this issne was being readied for
publication.)

Television Authority’s important new contract meant
different things to different sponsors. To Admiral. with
its Lights Out \NBCTV L it represented a 5% increase
in its %0000 weekly program cost: this despite the fact
that most of it= talent is over-scale,
with its Plaiaclotheswmaa (DuMont) . the contract meanl

To Harvester Cigars.

an increase of about 1550 on its $5.300 weekly program

cost largely for in-scale talent.  For big variety shows.

cost inerease is estimated at between 30 and 357,

Just what can sponsors do to off-set zome of this new
expensze?  For some constructive suggestions, see  the
report on Televizion \uthority . which starts immediateh

to the right,

The Television
Authority

Status: T\ A’s new code of fair practice went into effect on 8
The settlement bhetween TVA. the four networks.
and WOR-TV called off a threatened walkout. increased the

December.

prevailing minimum pay scales. and increased limitations on
the :howing of film recordings (including the stipulation that
kinescope filnr can not be shown a <econd time “without the
written consent of the authority™). The settlement also pushey]
production costs tv a new high.

When srovsor ~urveved ageneies and networks on methods
of holding down production costs. one harassed TV producer
=aid. [ haven’t the slightest idea. unless our sponsor goes in
exclusively for marionettes!”

Mo~t producers had a more realistic point of view, have taken
out production <hears to cut the frills from many shows. Sug-
gestions from a number of producers for keeping cost down
a~ listed below:

1. Have fewer singers, dancers. and specialty aets appear-
g in productions.

2. Decrease the three and four-member speeialty acts and
inerease one and two-performer numbers.

3. Strive for smaller productions to cut down extra rehear-
sal tinie,

1. Eliminate ~mall <peaking parts in dramatic shows,

5. Avoid “taking chaneces™ with newcomers and devote pay
to overscale star talent.
Expiration: 30 November 1952
Negotiations: Although settlement has been reached and signed.
negotiations are still in progress to iron out small details.
Terms: The major terms of the TVA Code of Fair Practice are

listed helow:

l. Perjormers who speak more than five lines (Extra rehear-
sal 85 an hour)

Length of program Total jee  Rehearsal hours included

15 minutes or less $ 70.00 5
16 to 30 minutes 125.00 12
31 to 60 minutes 170.00 22

LI, Multiple perjormances per week, performers more than 3
Hnes. (Extra rehearsal $5 an hour)
~

Performances 15 min. or less 16 to 30 min. 31 to 60 min

Per eek Fee  lloursl Fee  Hours Fee  lHours
1 37005 $125 12 §170 22
2 130 9 220 19 230 28
3 180 11 250 26 290 32
! 220 19 275 33 345 10
5 250 21 300 10 100 10

1. Perjormers who speak five lines or less (Extra reliearsal
$5 an lour. Rehearsal on two days or less. one to he show day)

Length of program Total fee  Reliearsal hours included

15 minutes or less $50.00 1
16 to 30 minutes 62.50 6
31 to 60 minutes 75.00 9

( Please turn to puge 59)
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National Television
'Committee

' of the Authors League of America

Status: \TC lLas no TV contract as vet.

Megotiations: Thie National Television Committee i now nego-
tiating with ABC, CBS. and NBC on belalf of those of its mem-
bers whose material is used in television.

Demands: No official figures are available, but spoxsor learned
that the approximate demands of NTC are as follows:

1. For general literary material. fother than sketches and
adaptations) 109 of gross production costs or the flat minimum
of $300 to $700 sustaining and $450 to $1.125 commercial,
whichever is the greater.

2. For sketches, $200 sustaining and $300 commercial.

3. For adaptations, 7349 of gross production cost< or $200
to $500 sustaining and $300 to $750 commercial. whichever is
the greater,

t. For original songs, $200 sustaining and $300 commercial.
Outlook: Because the present negotiations are pattern setting in
that there has been no previous contract. bargaining is still in
the exploratory stage. If most of the union demands are met,
it will mean a substantial increase in production cost for many
shows. For the Plainclothesman (DuMont). as an example, the
demands would mean an approximate 10 to 157, co<t increase,

The American

Status: AFM has a straight employment contract with TV net-

’- Federation of Musicians |
|

works and stations employing musicians for TV broadcast pur-
poses. Contract covers live performances with a provision for
a limited number of kinescope showings.

Expiration: 31 January 1951.

Negotiations: No bargaining date has heen set up. Probably.
talks will begin in January with the major networks and affect-
ed locals chiefly limited to Lo< Angeles. Chicago. and New
Y ork.

Demands: In May, AFM offered contracts to concerns produc-
ing TV shows on film.  The contract covered working hours,
wages. and working conditions--plu~ a rovalty provision where-
by 59, of station time is paid by the producer into a trustee
fund to hire idle musicians for charity shows, etc. [Petrillo.
AFM president. has already signed such “royalty clause con-
tracts” with Gene Autry, Louis Snader, Horace Heidt. and a
number of independent packagers.

Outlook: Networks, film companies, and most independent pack-
agers have gone on record opposing the 5 royalty elause.
There is a strong possibility of an industry deadlock with the

stakes so high. The proposed royalty clause is similar to the

royalty agreement the union has with the record industry.,

Theatrical
Protective Union |

Status: Theatrical Protective has a straight employment con.
tract with TV networks and stations employing ~ome 800 -tage-
hands, techniciaus. ~et operators. huilders, handlers. and rig-
gers. The contract covers working hours, wages. and working
conditions on a 2+-hour-a-day schedule.

Expiration: Contract expired Labor Day. Old contract i~ riding
from period to period according to tinte schedules <ot up he
tween the union and the networks.

Negotiations: Negotiations have been going on occasionally ~ince
August and are in progress again,

Demands: Theatrical Protective is secking a 109, wage increase
and a 59, employer payroll contribution to a welfare fund for
the union, Whatever is finally deeided. is to be retroactive to 5
September.

Outlook: According to John MeDowell. recording ~eeretary of
the union. the outlook looks “harmonious.™ And spoxsor
learned from other sources that a verbal agreement has already
been made and that a contract is now being prepared. The
union demands would mcan approximately a 259, increase in
total production costs. The networks have had to face the fact
that the stagehands have had no increase in wages for several
vears: the union pointed to pay hikes recently given to other
TV trades.

T P R B,

American Federation
of Radio Artists

Status: On 30 November, 1950. \FRA completed negotiations
with transcription companies, VMost of the 22 demands made
by the union were met. Essentially. the results of the negotia-

tions are as follows:

1. Open end and custom built transeription producers will
be paying actors the live rate which is about 109, more than
the old transeription cade.

2. Announcement rates went up 2009, ; the talent rates in-
creased 1009 : and the length of time transeriptions can be
used was cut from six months to 13 weeks.

3. Music Hbraries were also hit with a 1009, average in-
crease.

Expiration: 31 October 1952,

Outlook: Major advertisers may drop sonte of their transcribed
announcewents,  In the past a sponsor had been able to use a
transcribed announcement for <ix months before payving for it<
use again. The sponsor now passe~ out the dollars every three
months,  Different types of talent may replace the transerip-

tion group singers hecause talent rates have jumped so higl



DC&S PRESIDENT SHENFIELD (LEFT) GETS IN ON RADIO.TV DEPARTMENT

ACTIVITIES LIKE PLANNING FILM COMMERCIALS

They're only small m numbers

This is the way they operate in the Doherty,

Clifford & Shenficld radio-TV department

il What goes on imside the
=@ huinan bram factory called
an advertising agency?

You can’t tell much from the slick
teception room with its leather-uphol-
stered chairs. low glass-topped tablex,
and expensive lamp-shades.

In the first article of a series, SPON-
sOR takes you past the reception room
into the behind-the-scenes oflices where
the agency really functions. This time
it’s the 52nd floor of the Empire State
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Building—the radio/TV department of
Doherty, Clifford, & Shenfield.

DCE&S calls itself “smaller-than-giant
hut larger-than-average.” as agencies
go. lts annual billings now run be-
tween  $7,500,000 and  $10.000.000;
better than triple what the firm started
with in Mav, 1944. All five partners-
Lawrence L. Shenfield, Franeis J. Do-
herty, Donald K. Clifford.  Arthur
Cobb. Jr.. and William E. Steers—
worked together for 15 years or more

Inside the agencies:

a SPONSOR series

before striking out on their own.
They opened shop with one main
account (Bristol-Myers). and several
smaller ones. Bristol-Myers’ products
«till account for the largest share of
the billings at Dohertv. Clifford &
Shenfield. The ageney is fully respon-
sible for lpana Toothpaste. Vitalis.
Mum. Benex Brushless. and Ingram’s
Shaving Creams, plus some new B-M
items. It also supervises the AM and

TV versions of Break the Bank (NBC)

SPONSOR
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. and Ipana’s participation in FLuck
1 Y

Pup (CBS-TV).

Other DC&S clients:

Welch Grape Juice Company
minute segment of Howdy Doody
(NBC-TV) and a six-a-week radio
show over WCFM, Washington, D. C.

The Pioneer Ice Creamn Division of
the Borden Company—TV announce-
ments for Reid’s, and Horton’s ice
Crearts,

Dobbks Hats, Ammen’s Medicated
Powder, Sun Tube Company, and Al-
len-A Company (knit goods manufac-
lurers),

Like every other advertising agency,
Doherty, Clifford & Shenfield has de-
veloped its own formula for giving top
service with perfect efficiency to the
client. Here are the outstanding char-
acteristics of the agency’s radio/TV
operation:

1. It uses a relatively small number
of top men, each of whom has the ex-
perience to “double” effectively in sev-
eral fields.

2. It hires outside, free-lance, spe-
cialists to do specific johs. Examples:
animators, musical arrangers. program
packagers, etc.

15-

3. A maximum amount of pre-film
production planning is done in the
agency, ensuring first-rate commercials
at moderate cost.

This is how the system works in ac-
tual practice. Shenfield, both because
of interest and wide experience in the
field, is the agency partner especially
1esponsible for the radio-TV opera-
tions. Chester “Mac” MacCracken,
vice president in charge of radio and
television, initiates plans involving the
broadcast media, keeps an eye on day-
to-day operations. MacCracken spent
three years at Pedlar & Ryan, seven
years at Benton & Bowles writing
scripts and cominercial copy. He also
produced several radio shows. includ-

TY film commercials are a DC&S specialty

© Look Magazine
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Guiding principles

of DCK&S operation

DC&S radio-TY department has its
own way of doing things. For sum-
mary of key operating principles, see
numbered points below. Picture at
right shows four members of depart-
ment working on spot radio cam-
paign. L. to r., radio producer Russ
Ambruster, vice president Chester
MacCracken, assistant producer Sy
Lein, and copywriter Ruth Loveaire

by the agency's film director.

department free for creative work.

department encourages versatility.

k. The agency employs a small number of top mon—copywriters, producers. Each
has several specialties, enabling them to "double” effectively on a variety of jobs.

2. Top-notch free-lancers are hired to do individual projocts, supplementing regular
staff when the work load gets heavy or a particular effect is sought. Free-lance
experts hired in the past have included animators, musical arrangers, and illustrators.

3. A maximum amount of pre-production planning for TV films is done in the agency.
Casts are hired, scenery is commissioned, spocial optical effects are arranged for

4, Packaged shows are favored, since they keep detail work away from the compact
radio-1V department. But the agency frequently makes changes after buying a
package, looks for ways to improve it.

3. Timebuying is considered strictly a media department job, leaving the radio-TY

6., Everyone gets a chance to contribute ideas for a campaign. Small, democratic

ing Mr. District Attorney.

“Mac” MacCracken’s department
numbers only 10, counting secretaries
and typists. But each creative brain is
accustomed to tackling a variety of
problems. Main burden of the copy-
writing, for example, falls on the shoul-
ders of Robert Smock and Ruth Love-
aire. Smock has written radio and TV
copy for a half-dozen agencies; was
most recently at Hewitt, Ogilvy, Ben-
son & Mather. He also has the advan-
tage of being a cracker-jack jingle
writer.

For commercial broadcast copy
aimed at women. the department re-
lies mainly on Ruth Loveaire. Miss
Loveaire came from Benton & Bowles
where she had been doing the same
kind of copywriting. She and Bob
Smock work together on new cam-
paigns, both sit in on copy platform
planning sessions.

At DC&S. general copy platformg
usually originate with partner Francis
J. Doherty and vice president James
I. Egan. Smock and Miss Loveaire
work independently of the space copy-
writers. but close contact is maintained

through Egan to keep all copy stories
in the same basic pattern.

Both copywriters are ainbidextrous
as far as radio and TV copy is con-
cerned. They handle either, depending
on the constantly shifting needs of the
department. On the production end,
however, Rod Albright specializes in
television production exclusively. Orig-
inally hired for his long experience in
filming movies, Albright supervises
live stanzas of programs like Break the
Bank on TV, directs most film televi-
sion commercials as well. He came to
the agency from Willard Pictures after
many vears of writing. directing, pro-
ducing, and filming movies on both
coasts and in the U. S. Air Corps.

In <electing Rod Albright for the
job, DC&S followed its penchant for
hiring experts. Explains Chester Mac-
Cracken: “Rod had little or no direct
advertising experience when lie joined
us in 1948, but we felt we could supply
that information. We counted on him
to help us in learning to think of ad-
vertising copy in termis of pictures in
motion, as well as to seleet the film

( Please turn to page 50
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Mister PLUS. in your hands. can put a stamp of approval for your brand on
millions of minds in hundreds of markets—minds and markets which are largely

inaccessible to any other advertising medium.

He alone is there...because there is Home Town America. 11.000.000 families
strong. a thriving fourth of the whole U.S. which lives and listens within

close reach of a Mutual *solo” station.

To serve these markets—from within—Mutnal provides 325 stations. each one

speaking in the neighborly tones of the only neticork roice in town.
And this voice gets heard—longer and oftener than all out-of-town voices combined.+

Conpled with bigger-city coverage by Mister PLUS. this llome Town domination

can make a vital profit-difference in your sales efforts for "51.

Mutual Broadcasting System

+58Y% of all Home Town tune-in is to MBS by day; 535
by night. Next best network 134 by day,
1860 by night. And TV tune-in is less than 12 of 19¢!

Source: Half a million interviews by Crossley.




The

picked panel
answers

Mr. Peters

This question,
like Dr. Doolit-
tle’'s Push-Me-
Pull-kEm, is a
two-headed ani-
mal. The answer
to it depends
somewhat on
which head
points the course
the animal is to
take:; whether
our national direction for ’51 is the
10ad of total war or one, merely. of
stepped-up preparedness. In either
case, it seems obvious at this time, cer-
tain factors will prevail. and the dif-
ference exists primarily as one of de-
gree.

Mr. Clay

Whether our ’51 fate is war or cold
war, it is quite clear that we are to be
confronted with an exeess profits tax.
This means that there are going to be
a great many cheap corporate dollars
aimed at selling products and estab-
lishing competitive superiority rather
than at the coffers of the government.

It is, therefore, evident that in-
ercased revenue is in the offing for the
radio and television industry. That is
the primary foreseeable trend. Its di-
rection . . . whether toward announce-
ment advertising or toward institution-
is the ele-
ment which hes in the war-or-peace bal-

al-program advertising . . .

ance,

At this time it appears that the Unit-
ed States s headed into a year of in-
tense increased preparedness with per-

34

Mr. Spansinr asks...

What major treuds in radio/TV adrvertising
do you see coming up in 1951?

F. H. Peters

haps an immediate prospect of war;
and likewise with an extremely uncer-
tain eeonomic future. So long as this
situation prevails, the emphasis in in-
creased radio advertising spending will
be in the form of announcements.

Announeement advertising is the
safest course while the country is in
this uncertain condition. The adver-
tiser knows that a well-planned pro-
gram of announcement product pro-
motion will do the job for him. In un-
dertaking this form of advertising pro-
gram, he commits himself to very little.
His terin and cycle are short and in
this, as opposed to program advertis-
ing. he is not committed to building
anything that an unexpeeted dollar
shortage will injure. Thus, he is pre-
pared for any change which might
cause him to shift his emphasis or his
spending.

If, on the other hand, we are headed
toward an all-out war. radio will feel
a tremendous boost in program spon-
sorship. A suceessful war will be a
long-term proposition. In war. the ad-
vertiser will anticipate a great prolon-
gation of the financial results of rigid
corporate and excess profits legislation.
Around that he can commit himself to
the long. slow process of building up a
program of his own directed toward
the proven ability of program radio-
TV to become a listening and/or view-
habit: a rcspected, appreciated
service of the sponsor and his product.

ing

In the light of recent events, many
observers feel that even if war does not
come in 19510 it will come at a time
not too far distant. In the light of this,
many advertisers can be expected to
devote large proportions of their hud-
get to program advertising, and al-
though announcement buving will con-

Advertising manager
Frigidaire Division
General Motors Corp., Dayton

tinue to outweigh institutional, ’31, in
my opinion, will feel an upsurge of the

latter.
Henry B. Cray

General Manager
KWKH
Shreveport

Unfortunate-
ly much of our
thinking about
the future of tel-
evision must now
be conditioned by
the transition of
our economy
from a peaeetime
to a wartime foot-
ing. It seems in-
evitable that in-
dustry will have to convert to military
production to at least the extent of
World War II. For television, this
probably ineans the eventual elimina-
tion of television set manufacture and
a leveling off of the television market
at a point somewhat ahead of where
it is at present.

Fortunately for the industry, the
point at which this will eccur in most
markets iz a level of set ownership at
which the use of television advertising
is worthwhile for a large classification
of advertisers. Furthermore. a great
many stations are now at a point which
at least allows them to break even and
amortize their equipment investment.
if not make substantial profits.

This temporary stabilization of the
industry should have at least one im-
portant effect—it should tend to sta-
bilize television rates, whieh have tend-
ed continually upward during the past
five vears. It will also mean, however.

Mr. Weldon

that many communities now without
television service will remain in that

SPONSOR




posttion for some years to come.

Although the growth in set owner-
ship should come to a gradual halt
during the n:xt year or so, the ettec-
tiveness of television advertising should
continue to improve. Advertisers and
agencies have had five years of experi-
ence in program and commercial tech-
niques. The lessons they have learned
and are continuing to lzarn should
contribute greatly to more efficient util-
ization of the medium. In many in-
portant markets, television now domi
nates the nighttime broadcast picture
Continuing improvement in programs
and commercial techniques will un
doubtedly reinforce this dominanct
even though the increase in set owner
ship slows down or halts. And. o!
course, the whole field of daytime tele
vision programing remains to be fully
explored and exploited.

Coupled with these hopeful aspect.
of the television picture are the facis
that the tax situation will undoubtedl
create a favorable climate for advertis
ing expenditure: and newsprint and
magazine paper stock will again be in
short supply, which means that both
television and radio time will be in
demand.

A trend toward film programing is
sure to be accentuated in 1951. Bige-
low-Sanford and Pepsi-Cola. by plac-
ing their program on film on a spot
basis, have graphically demonstrated
the advantages of this type of televi-
sion program placement for the adver-
tiser. First, they were able to clear de-
sirable time in most of the markets
they wanted. Second, they were able
to choose the stations and markets they
wanted to use wtih complete freedom
and flexibility. Third. they are able to
employ the time of their talent more
efficiently. Fourth. they enjoy a more
favorable rate in many instances.
Fifth, the promotion and merchandis-
ing help they are receiving from the
stations is accentuated by the larger
revenue the station derives from na-
tional spot film business.

The cost differential between live
network and film has been eliminated
because stations operators now realize
that the adveriiser who furnishes a
complete film program on a spot basis
is entitled to a rate advantage—that he
should not be required to share the
burdensome cost of coaxial cable or
micro-wave relay facilities. Enough

stations now favor the film advertizer

(Please turn to page 57)
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ON

WDSU

*OVER 5,000 LINES OF
NEWSPAPER ADVERTISING
EVERY WEEK, AIMED DIRECTLY
AT NEW ORLEANS LISTENERS!
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At WDSU, Promotion is an every
day, every week, every month job.
Sponsors get extra sales assistance
from our powerful “Promotion Plus”

merchandising.

NO OTHER NEW ORLEANS STATION
OFFERS THIS PLUS TO SPONSORS!

® Write, wire
or phone your

JOHN BLAIR Man!




for healthy

' drug store

sales ...

If your product is sold in
drug stores, KVLC is the
fastest acting medicine to
perk up vour Arkansas sales
curve,

Drug store sales in Arkan-
sas exceed $40,000,000 an-
nually. Arkansas families
spend an average of $74.00
a year in drug stores.

To get your share of this
healthy drug store volume,
tell and sell Arkansas fami-
lies over KVLC, where results
are fast!

National Representatives
RAIMO REPRESENTALIVES, INC,
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This SPONSOR department features capsuled reports of
broadcast advertising significance culled from ali seg-

ments of the industry.

Contributions are welcomed.

Kuklapolitans charm customers of Minneapolis store

A show they don’t even sponsor pro-
vided the theme of the Dayton Com-
pany’s Christmas promotion. The firm.
Minneapolis™ largest department store.
devoted an entire city block of win-
dows to “Christinas With the Kukla-

Kukla, Frank & Oliie provide Xmas theme

politans,” featuring charaeters [rom
NBC-TV’s Kukla. Fran & Ollie.

Burr Tillstrom. Fran AHison. and
cthers aided the Dayton Departiment
Store promotion by making personal
appearances in Minneapolis. RCA Vie-
tor. one of the program’s sponsors.
picked up the tab.

Dayton’s used one short TV an-
nouncement on KSTP-TV to plug tick-

ets to the show. The following das
tickets were all gone and, report has
it. were being black-marketed ahout the
Twin Cities (Minneapolis. St. Paul).

Each of the 12 windows dramatized
a time of Christinas day. One of the
scenes showed Kukla. Fletcher Rabbit.
Madame Ooglepuss, and others trying
to drag Ollie out of bed. Verse on an
accompanying scroll:

[i's Merry Christnas morning

And Ollie’s not awake

You'd think he'd see the people

And hear the noise they make!

The window displays were used at
Pavton’s until just before Christmas.
Approximate cost of construction and
design was $15.000. with traflic past
the windows estimated at 200.000 a
week.

Comments from Dayton Company
customers were very favorahle. KSTP-
TV advertisers, also impressed, cited
the RCA-KSTP-TV-Dayton Company
joint promotional effort as the biggest
single program promotion in some
time. It also proved to sponsor RCA
Victor that Kukia, Fran & Ollte, seen
via kinescope in the Twin Cities. are
well-known TV favorites there, * * *

Radio can sell anything-—this time it’s fish

The item for sale was tropical fish:
the “bait”—a saturation campaign on
WFAS, White Plains. It brought the
customers flocking to the Westchester
Aquarium in neighboring Harrison,
New York.

The Aquarium waz first opened in
carly 1919, At that time. they broad-
cast a total of 200 announcements.
about three a dav. for a total cost of
3278, The response was immediate.
Owner Irving Strans estimates his in-
itial radio campaign brought in 200
new  customers,

“This.”” savs Straus. “doesn’t include
the hundreds of visitors whom we

didn’t count. but mamv of whom we
know have since hecome tropical fish
hobbyists.”

Customers came from all parts of
New Jersey and Connecticut and the
amount of money they speut far out-
weighed the cost of the campaign. Bus.
iness was o0 good. n fact, that a lav-
ish. new tropical fish emporium-—one
of the largest in the country—was
opened in White lams.

Again the \quarium turned to ra-
dio. The investment was $190.50 for
30 announcements with the amount be-
ing more than made up for within

hours after opening. ER
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Arthur Pryor: radio still
lowest unit cost ad medium

TV has kicked radio in the shins
but it wil never drive AM from the
advertising spectium.  Arthur Prvor,
Jr.. vice president of BBDO, expressed
this opinion to a group of leading
broadcast advertising exeeutives at a
recent meeting of the Radio Executives
Club in Boston. He added that radio
would for many years remain the low-
est unit cost advertising medium.

Among those present at the meeting
were: (left to right) Richard North-
vop, president and treasurer. R. D.
Northrop Co.; Karl Frost. president.
Harry M. Frost Co., 1nc.; Charles
Morse, senior vice president. Doremus
& Co.: Arnold Rosofl, treasurer, \r-
vold & Co.: Harold K. Fellows. gen-
eral manager of WEEL and president

Top execs meet at recent Boston radio talk

of the Radio Executives Club; Francis
Hatch, vice president. BBDO: Jack
Wright. radio director. BBDO (all
Boston) ; Arthur Pryor. Jr., vice presi-
dent and radio. TV director. BBDO.
N. Y.; Paul Hoag. president, Hoag &
Provandie Inc.; James Chirurg. presi-
dent, James Thomas Chirurg Co.; Au-
gust Hirschbaum. vice president, Al
bert Frank-Guenther Law
George Mathewson, BBDO.

Ine.: and
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Silhouette commereials
entertain KTTV fans

The S & W Foods Company hax a
new twist for its commercials over
KTTV, Los Angeles. They use card-
hoard silhoueties to sell and entertain.

Each commercial portrays an aver-
age American in an average occupa-
tion or simply enjoving his leisure
hours. Simple pieces of cardboard are
transformed into fascinating illusions
at minimum cost to convey the impres.
sion of a big production. Typical ex-
ample: a silhouette portrayal of a sur-
veying team out in the country.

The one-minute commercials are
used on a five-minute show, consisting
of “soundies” or musical shorts. * * *

1 JANUARY 1951

Briefly . ..

Radio. in a troubled world. 1~ again
np front performing its share of pub-
fic serviee activitics. Typical was the

appearance of the Secretary of Treas-

s

Sec of Treasury appears on ''Theatre Guild’

ury, John W. Smyder. on a recent
broadcast of L. S0 Steel's Theatre
Guild on the Air on NBC. Mr. Snyder
spoke to hsteners on the mportance of
U. 5. Savings Bonds purchases.

L £ £

In agency circles they say
«Gipps™ switched to A.B.&\
No longer Gipps™ logo
Is kept in Chicago,
It’s back in Peoria to stay!

) Cires Braming Covporsiton. Pevers lilinaie
(1) Arbingast, Bachs & Asacmieres Advortlong Peoecs

Latest in agency acct change announcements

* * 3

WUSN, MBs affiliate 1 Charleston.

gives the latest news. weather reports.

sports aud important events. on their

S. C. Governor Thurmond dedicates new sign

new flashecast sigu. Thirty-six sponsors
bave their advertising copy and slo-

gans displayed hourly along with the
news. R

Business is greaf,
thank you, at...

RADI

WOW is embarking on
one of the heaviest
commercial schedules
in its 28 years in
business — BUT —

WOW is like a great
hotel — room can al-
ways be found for a
good client who has

a selling job to be
done in WOW-Land.

WOW can always add a
cot (with a fine inner-
spring mattress, too!) in
the bridal suite.

Why the great rush of
clients to WOW, when
other stations are

scrapping for business?

Because WOW has 100,000
more listening families
every day and every night
than its nearest compet-

itor. Because WOW delivers

this audience at a lower
cost per thousand.

Iinsurance Bidg., Omaha
Telephone WEbster 3400
Frank P. Fogarty, Gen'l. Mgr.

Lyle DeMoss, Ass’t. Gen'l. Mgr.
or

ANY JOHN BLAIR OFFICE
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OOKBOOK

VEGETABLE SLICER

SPONSOR: United Fruit Co. AGENCY: BBDO

'APSULE CASE HISTORY: The United Fruit Com-

pany wanted to give away a cookbook. The purpose: to
reate goodwill and increase the usage of bananas in
various preparations. Two announcements costing $230
were used on Chicago Cooks With Barbara Barkley,
a one-hour home economics demonstration. With only
these two announcements, the United Fruit Company re-
etved almost 5,000 requests for the book.

PROGRANM: Chicago Cooks With
Barbara Barkley

WCGN-TV, Chicago

TV

results

UPHOLSTERING

SPONSOR: Hartman AGENCY: Dean Simmons

CAPSULE CASE HISTORY: The Hartinan Slicer Com-
pany used four participations in the Del Courtney Show,
a mid-afternoon disk jockey program. Advertising ex-
penditure was $140 and it netted 2,700 orders or a gross
of $2.700. The advertising agency says: “The results
achieved with four participations and our continuation in
the Del Courtney Show speak for themselves.” $140
brought $2,700 and only five minor complaints.

KPIX, San Francisco PROGRAM: Del Courtney Show

RAZOR BILADES

SPONSOR: Standard Sates Co. AGENCY: Direct

CAPSULE CASE HISTORY: This sponsor manufactures
and distributes cosmetics, shoe polish, headache powders,
and razor blades. They contracted for two announce-
ments weekly to promote their Nu Steel razor blades.
The sales spurt far outstripped the $60 weekly expendi-
ture. The company reports that the sales of razor blades
in the territory covered by TV have increased 87.4%.

WAFM-TV, Birmingham PROGRAM: Announcements

FOLDING DOORS

SPONSOR: Le Roy Uphotstery Co. AGENCY: Direct

CAPSULE CASE HISTORY: The Le Roy people offer
various upholstering services at costs ranging from $47.50
upward. They decided to test video’s pull and bought a
single participation on Movie Gems, an afternoon filin
feature. The cost: $80. From this one presentation, the
firm received 50 leads. This meant a gross minimum
potential of $2.375—a very large response for a high
priced service such as theirs.

KTTV, Los Angeles PROGRAM: Movie Gems

SPONSOR: John N. Kohnen & Co. AGENCY: Direct

CAPSULE CASE HISTORY: The makers of Foldoors
used a two-minute participation on the Shoppers Guide
program. The time cost for appearing on this evening
show was $30. (The Foldoor sells for $36.) The com-
pany had signed a 52-week contract with the station and.
gratifyingly, the response to their first participation
brought in over $900 worth of business, plus scores of
sales leads.

WTVJ, Miami PROGRAM: Shoppers Guide

TRUCKING SERVICE

REAL ESTATE

-

o

SPONSOR: Morgan Trucking Co. AGENCY: Direct

CAPSULE CASE HISTORY:
first industrial firms to use television in the Carolinas.
They sponsored Top Views in Sports. a Sunday night
show. Mr. Bondurant. president of the company, tells the
rest of the story: “On Monday morning. after the very
first show, a customer walked into our office. Ille men-
tioned the show and gave us an order amounting to 80,
000 pounds of shipping. It proves to me that television
pays off.”

Morgan was one of the

WEMY. TV, Greensboro PROGRAM: Top Views in Sports

SPONSOR: White Investment Co. AGENCY': Direct

CAPSULE CASE IIISTORY: The advertiser used one
TV commercial a week at a cost of $65 plus slides. The
announcement preceded the Minneapolis Lakers’ basket-
ball games and consisted of the slides with a live an-
nouncement on audio giving a description of the homes
offered for sale. Medium priced homes were emphasized.
The firm’s advertising resulted in several sales and a
number of inquirtes. Credit restrictions have temporarily
stopped their air work.

WTCN-T\V, Minneapolis PROGRAM: Announcemcnts



'DEL-TV

sells your product in the
nation’s top market

“Wilmington—first in income per
family among all U. S. Metropolitan
centers of 100,000 or over.”

Sales Management 1950 Buying Power Survey.
“Delaware—first in retail store pur-
chases; has highest per capita ex-

penditure of any state.”
U.S. Census Bureau—July 2, 1950.

WDEL-TV-the only television station
in Delaware. Its audience is growing
by leaps and bounds. NBC and DuMont

network shows, many popular local

daytime and evening programs. Let
WDEL-TV sell your product.

Represented by

\

WGAL-TV

only station that reaches
this rich market

Lancaster, York, Lebanon, Read-
ing, Harrisburg and adjacent areas
in Pennsylvania. In addition to its
ability to produce profitable sales for
you, WGAL-TV is an ideal test station
because it is the only station that
reaches these extremely prosperous
markets. Top shows from four net-
works—NBC, ABC, CBS and DuMont.
WGAL-TV is important in your TV
sales planning. Write,

ROBERT MEEKER ASSOCIATES

SAN FRANCISCO CHICAGO

NEW YORK LOS ANGELES

Steinman Stations

1 JANUARY 1951

Clair R. McCollough, Gen. Mgr.
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You can’t bhuy

TIMEBUYER quotes .

like these:

Foote, Cone & Belding

“SPONSOR is the brightest newcomer to the field of ad-
vertising publications in many a long day.”
Fairrax M. Cone, Chairman of Bd.

Biow

“SPONSOR really keeps us posted on what’s going on in
radio and television advertising.”
Erner WiEDER, Timebuyer.

Erwin, Wase)
s y

“The SPONSOR method of presentation was long over-
due. 1 feel that SPONSOR greatly deserves the important
part it plays on the agency scene.”

Ray Simms, Chief Timebuyer.

Beanmont & Hohman, Inc.

“We hear nothing but complimentary remarks about
SPONSOR within the agency trade. It is definitely on
my ‘must-read’ list regularly.”

CLARKE TrRuUDEAU. Media Director.

Benton & Bowles
“SPONSOR has been on my list of home must reading
for a long time. 1 find it interesting as well as informa-
tive.”

GEORGE KERN, [lead Timebuyer.

N. W. Ayer g

“Everyone connected with Radio and Television advertis. [_F“g
ing should read SPONSOR. We at N. W. Ayer read 1t||
e"ularly because it Leeps us posted on the latest radm[ "
and television activities.’ |

PauL KI1zENBERGER, Timebuyer.

Ruthranff & Ryan !

“SPONSOR presents the type of factual information help: |
ful to the agency and client in dealing with radio andj
television problems. It receives thorough readership in!
our firm.”

Ross METzGeR. VP & Radio Director.

Kenyon & Eclkhardt, Inc.

“SPONSOR is well-named for it is the only book thatll
really gets down to cases with the problems directly con-
cerning sponsors. We find it a valuable source of ideas
and facts.”

]
b

PuiLir KeNNEY. Radio Timebuyer.

B.B.D. &O.

“Because SPONSOR fills a need covered by no other |
trade paper. all of our timebuyers get SPONSOR at home
wlere they can read it in peace and quiet.”

FRANK SILVERNAIL. Chief Radio Timebuyer.

Kudner

“I read SPONSOR regularly to keep up to date with the |
happenmﬁs in the radio and television field. 1 consider |
it an excellent medium for people who are interested in

this phase of the advertising business.”

DaN J. PYKETT. Media Director.

- - - g
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William Esty Co.

| et

“SPONSOR talks our language and gives us invaluable
and current information. Our office file of back copies

of SPONSOR has proven invaluable.”
KENDALL [OSTER, Director Television Dept.

Sherman & Marquelte

“SPONSOR is given careful reading each issue by most
of our key personnel. Moreover, it contains much infor-
mation which is of permanent reference value.”

Lou TiLbEN, Radio Director.

Doherty, Clifford & Shenfield

“SPONSOR seldom fails to provide some newer, fresher,
approach to an industry storv or problem.”

HeLEN WILBUR, Radio Timebuyer.

Honig-Cooper

“SPONSOR contains more meaty case histories of adver-
tising in action than any other trade publication in the

field.”
Louis Honig, Vice President.

Maxon

Tl

“SPONSOR 1is a regular in our Maxon radio and tele-
vision departments. It’s solid reading from cover to
cover.”

Ep WILHELM. Timebuyer.

Schwimmer & Scott

“SPONSOR to mc is the best 1n the field. As a matter
of fact. I have almost all the copies in my files from the
day it started publication. For radio and TV news, it
can’t be beat! | find mysell constantly referring to back
issues for information of all kinds—inost particularly for
TV growth and acceptance.”

EvELYN R. VANDERPLOEG. Head Timebuyer.

Sullivan, Stauffer, Colicell & Bayles

“For up-to-date complcte information we consider SPON-
SOR a must on our reading list of radio publications.”

FRANK MINEHAN. Vice President & Media Director

Compton

“SPONSOR’s the answer to a need in trade papers. Every-
one here reads it that should.”

Hexry CrocuEessy. Head Radio Timebuyer.

J. Walter Thompson

“SPONSOR is a must on the recommended reading list.
Its total audience at J. Walter Thompson {ar exceeds the
numnber of subscriptions.”

LiNNEA NELSON, Head Timebuyer.

McCann=-Erickson

“Reading SPONSOR is a must with me. It has to be.
with so many of my associates and clients always quoting
it. Besides, it’s good reading.”

BiLL DEKKER, Dir. Radio Serv. & Station Relations.

SPONNOR

Shortest distance between buyer and seller
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Any index of business in
Metropalitan Miami reveals a
stortling upward climb thraugh
the years, paced by an average

increase of 9% a yeor in
population,

It's na surprise then that the
Miomi area enjoyed its

BIGGEST YEAR in 1950!

F— 5—

Dollar turnover reparted by
local banks reached an
astranomical 3 billion, 360
million dollars in 1950—
15% ahead of last year,

Faod sales, drug stare sales,
gasoline, department stores,
electric power—they’re all well
, aheod of any year yet.

%\.

Todoy, a million people in
South Florida look to another

// BIGGEST YEAR in 1951,

A%y Ta keep your sales index
zooming with the trend, you
A need the radio stotion whase
audience index tops oll the rest,

Let WGBS chort your 1951
sales curve upword!

Any Katz man will tell you how

W 50.000 WATTS

CBS AFFILIATE

MIAMI, FLORIDA
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REPORT TO SPONSORS for 1 January 1951
(Continued from page 2)

14,000,000 RADIO SETS IN 1950—Radio set manu-
facture during past year exceeded TV production
2tol. Total of about 14,000,000 radio units
produced in U. S., with about 10,000,000 home
or portable sets, rest auto sets. TV set figure
about 7,250, 000.

GENERAL FOODS SPONSOR FOLK MUSIC RADIO PRO-
GRAMS—Continuing popularity of old-time folk
music and homespun humor has prompted General

Foods to sponsor John Lair's Renfro Valley group
over CBS with 2 separate programs starting first
and second weeks in January. "Renfro Valley-
Country Store" is low-budgeted Monday through
Friday 8:30-8:45 pm series. "Renfro Valley-
Sunday Morning Gatherin'" is Sunday 8:30 am
show. Broadcast direct from Renfro Valley in
the Kentucky Mountains via WHAS, Louisville,
group has proved record of performance over WLW,
WLS and other stations. Recently WLW decided to
drop sophisticated-type music in belief that
common-folks emphasis is preferred by bulk of
listeners. Neither Renfro Valley series will be
broadcast over New York outlet WCBS.

HOOPER BRAND RATINGS GIVE FACTS ON TEA IN

BOSTON—By way of illustrating operation of new
ﬁZSBE}hE;énd Ratings service, C. E. Hooper re-
vealed use of major tea brands among Boston
families. Lipton (only TV program advertiser)
was only brand that showed more use in TV homes
than non-TV. Lipton was top brand with use in
about 1 in 3 homes. TV-home use was 42.8% as
against non-TV-home use of 25.4%. Salada was
close second with 22.5% in non-TV homes, but
registered only 17.5% in TV homes. Hooper hopes
to issue Brand Ratings for 100 cities, with mini-

mum of 1,000 homes per market.

SNADER TELESCRIPTION 3)2 MIN. MUSIC FILMS

CQ§T $2,000 EACH—Production of average of 257
TELEscription musical subject films finished

to date cost about $2,000, according to Snader
sources. 400 films are promised by 1 March;
960 in all. Snader TELEscription Sales formed
for syndicated purchase. ***

SPONSOR
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ly by SPONSOR's Research Dept., Answers
are provided by phone or mail. Call MU,

o}
H Reader inquiries below were answered recent.
8-2772; write 510 Madison Ave., New York 22, N. Y.

Can you give us the names of women radio personalities who
have shows on stations outside of New York City?
Advertising agency, New York

A. Ruth Lyons, WLW, Cincinnati; Caroline Cabot, Priscilla
Fortescue, Nancy Dixon and Mother Parker, WEEI; Marjorie
Mills and Mildred Carlson, WBZ; Mildred Bailey. WCOP (all
Boston); Betty Parry, WXKW, Albany; Mary Ann Lemay,
WISN, Milwaukee; Suzanne Javeau, WWL, New Orleans; Mary
Jones, WFIL, Philadelphia; Florence Sando, WCAE, Pittshurgh;
Betty Scott, WARC, Rochester; Norma Lane Richards. WSPD,

Toledo, among others.

Are Pulse surveys conducted nationally or just in New York City?
Life insurance advertising department, New York

A. Pulse, Inc. conduects its research interviews monthly in New
York, Boston, Chicago, Cincinnati, Cleveland, Columbus, Day-
ton, Los Angeles, Philadelphia, San Francisco, St. Louis, Wash-
ington, Birmingham, Buflalo, New Orleans, Minneapolis and
Richmond and on an every-other-month basis in Syracnse.

Are there any regularly scheduled farm and/or garden pro-
grams on TV? Motion picture orgenization, Detroit

A. These are just a few of the stations that regularly schednle
such programs: WOW, Omaha: WOI, Ames. lowa: and WBAP-
TV, Ft. Worth. Ken Gapen, Chief, TV and Radio Service, U. 8.
Department of Agriculture, Washington 25. D. C., can tell you
of others.

How many stations are now afliliated with the Progressive Broad-
casting System? Advertising agency, Boston

A. The Progressive Broadcasting System went on the air coast-
to-coast on 27 Novemher 1950 with 209 stations. Since that
time, 33 stations have been added. now bringing the total to 242.

Where can we get a copy of the recently released 200-page sur-
vey on all phases of the beer indusiry?
Advertising agency, New York

A. The survey you mention is the “Brewing Industry Survey—
Fall 1950 Edition.” It can be purchased from the Research Com-
pany of America, 341 Madizon Avenue. N. Y.

Can you give us the approximate value in dollars of the
radio/TV industry at the manufacturers level for 19507
Advertising agency, New York

A. 1950 figures will not he released until January 1951 but the
estimated value is $110,000,000.

1 JANUARY 1951

SEE WEED

)5 .
WHBGQ—IN THE SOUTH'S
GREATEST MARKET
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AMERICA’S PIED PIPER

tContinued jrom page 23)

ished bait.

1. For those Hhstenrers who don't
want their neighbors (o detect them
buying rat poizon. 1D-Con ix advertised
as “coming wrapped in a plain, un-
marked wrapper.”

5. Frequent mention of the Middle-
ton experiment. This snall Wisconsin
town. loecated about five miles from
Madison. was plagued Iy a huge ro-
dent  population.  One  family even
moved out because of the menace. Rat-
ner supphed the conmmunity with D-
Con at his own expense. Two weeks

tater the rats had disappeared and have
not been seen zince. These dramatic
results will also be explaited in news-
paper ads throughout the country.
The effect of this campaign con-
vinced nrany listeners that D-Con was
the only Warfarin product that they
should use. One distributor told how
farmers came into their local {ced
~tores asking for this brand. Retailers
usually tried to sell them another War-
farin product under a different label
that had the same eamposition. H any-
thing the price was usualhy cheaper.
“No. that isn't what I meant.” the
farmers would usually complain. =}

//. SOUTH HAVEN
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‘i SBT FOR A BILLION DOLLAR BONUS

In reaclnng the South Bend-Nhshawaka tading mea noth-

my cquals WSBTL This station 1s a great by on any
schednle, dehverimg a hatf-bilhion dolar market all by atsclf.
SEYOND THIES, WSRET s the ontstanding station throngh-
out 1ts primary arca, adding avother billion dollars 1o the
WSBT market. Check 1t for yourself —from Sales Manage-
ment fignres and Tlooperratings. (Every CBS show on

WHBT enjoys a lngha Hooper thau the network average.)

For a tremendons honus boy, buy WSB'T.

PAUL H. RAYMER COMPANY « NATIONAL REPRESENTATIVE
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want the stufl that's advertised on the
radio. Don’t try to sell me any -ub-
stitutes.”

With many incidents like this, the
over-all sales picture is  unusually
good. But, several stations find that
sales fluctuate widely or that the re-
turns are just fair. On the other hand.
one station that only takes per-inquiry
time purchases found the dollar vol-
ume of orders was about three times
the cost of the radio time. (Marfree
keeps away from Pl deals where it can.
Friedenberg savs. because of the in-
creased cost. He estimated that the cost
of using one station whieh accepts only
Pl business i~ about six times what
straight time wauld have cost.)

This mail-order operation is prob-
ably bringing Ratner a rich profit re-
turn since 357 to 407 of the ra-
dio cost is usually considered the pay-
cut point. In December, the company
was spending about 330,000 in radio
out of a total weeklv ad budget of
$40,000. with a return of about $100.-
000 weekly.

D-Con should be an an even better
profit basis onee the retail operation
gets rolling. A reason for the shift
away from mail order is that it is a
more costly type of selling. One im-
portant retail promotion advantage is
that. on cvoperative campaigns, D-Con
money will be matched by distributors’
funds.

Ag the demand for D-Con snowballs.
the organization has had to grow to
keep pace. Starting with four em-
ployees last suinmer, Ratner now has
100 people on his payrolk not counting
the sales staff. The sales organization
is headed by Jerome S. Garland, vice
president, who was formerly with Sym-
phonette Corp.

The large sales for this Warfarin
produet are not onhly enriching Rat-
ner’s organization. but on a different
plane. the Wisconsin Alumni Research
Foundation is henefiting {rom the roy-
alties it receives on its Warfarin pat-
ent. These funds are ploughed back
into research that might produce other
important  chemieals. The  present
licensees are the R. J. Prentiss Co..
New York. and the 3. B. Penick Co..
New York.

Ratner’s suecess in the rat extermi-
nator business caps an enterprising ca-
reer that began when he was 17 and
started working for his father in the
grocery trade. One warm day he heard
of a truckload of bananas that were so
ripe thev wouldn’t last more than 24

SPONSOR
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“You go to the Radio See-
tion* of SRDS when you
want to find things out.”
says a long-experienced
media man. “*SRDS is really

a manual. It informs.

"Supposing we go into a market where we have had
no experience. say for our frozen food account. |
turn to SRDS first to size up the stations in that
market. [ am interested in knowing their afliiations
and their power. If there are two stations in a
market, both with 50.000 watts. we look at the
rates. Then we check the coverage: and then we
determine which station should give us the most
for our money.

“When | look up the various stations in any city
in Standard Rate. I read everything there including
the ads. when they tell me anvthing. like what pro-
grams they have and how much spots on them
cost.”

Many stations are contributing additional informa-
tion that helps buyers buv. in Service-Ad~ near
their listings in SRDS (like the WFBR Service-Ad
reproduced here) and near their markets listings

in CONSUMER MARKETS.

That's why. when vou're comparing stations and
markets. it pavs to check the Service-Ads in Radio
Advertising Rates and Data* and in CONSUMER
MARKETS. They may save vou further search for
information vou want right on the spot.

Note to Broadeasters: In the 61-page SPOT RADIO
PROMOTION HANDBOOK your advertisers and
prospeet~ and their ageneies deseribe in detail what
they want to know about stations, Copies at $1.00.

*The Radio Seetion of SRDS is now ealled Radio Advertising Rates and Duata.

where do buyers of
spot radio time gel
their station information?

[ Oil Burners
are Hot Stuff on
WFBR in Baltimore

in Morylond” Show is bringing in $1500 per week in sales of oil
burners for the Cumberlond Cool Co. of Boltimore.

Cu C C of Baltumore se

Timken Silent Automatic Heating Systems. wee t
They wanted to sell more. In January of this t
year they bought one minute spots on e

WFBR's great " Morning in Maryland”™ Show their scl M M
. to the tune of $60 a week . ;

M

to Al growr

right at ‘the r t f

right program, about their product WFBR
impres

On June 29, they wrote to tell us they're to this: B

ABC BASIC NETWORK * 5000 WATTS IN BALTIMORE MDD
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY

m $60 o week spent on spots on WFBR's "Morning

|

Viore than 270 redio and TV sta.
tions are running  Serrice-Ads
in SRDS to supplement and cx

pand their listings with  infor-
mation that helps buvers huy.

STANDARD RATE & DATA SERVICE

- The National Authority Serving the Media-Buying Function
, Walter E. Botthof, Publisher
NEW YORK * 333 North Michigan Avenue, Chicago 1, lifinois =+  LOS ANGELES

| 1 JANUARY 1951




fhiours. After some quick negotiating,
the youth obtained the merchandise for
¥250 and sold the fruit from his own
truck to fruit stores and grocers until
the whole load was disposed of for
§1,750.

He organized his United Enterprises
while still attending Northwestern Uni-
versity where he was studying account-
ing. Operating a mail order business
from his home. he sold such items as
books, medicine, glow-in-the-dark gar-
denias, and fine emery paper to re.
move hair from otherwise pretty legs.
One tdea which brought him a forlune

was a pocket-sized adding machine.
“No decent-sized agency would touch
it,” he says. He finally found a very
small agency in Chicago which took
the account and profited. One mail-
order promotion which showed hLim
how mail order can gain distribution
was his marketing of stainless steel
flatware. Department store buyers and
other retailers told the short, curly-
haired that stainless steel
could only be sold for kitchenware.
Ra'ner applied radio advertising for
mail orders until the response was so
great that he obtained distribution.

promoter

SOUTHWEST VIRGINIA'S pm RADIO STATION

How Many & How Much?

1949 BMB BMB Radio Prelim. Reports 1949
Daytime Families 1950 U. S. Census Retail Sales
50-10077,
19 Counties 101,680 517,587 279,752
25-1009,
27 Counties 157,110 814,186 452,784
10-1009,
36 Counties 216,220 1,115,996 610,207
1949 BMB
Nighttime
50-1009,
10 Counties 72,050 360,853 232,657
25-1009,
22 Counties 128,350 654,711 373,006
10-1009}
31 Counties 188,540 972,052 538,598

+*RETAIL SALES FIGURES, 000" OMITTED

ARE FROM SM {350 “'SURVEY OF BUYING POWER"

The WDBJ listening habit began in 1924 — and
has enjoyed continuous Columbia Network service

since 1929.

CBS -

WDBJ

5000 WATTS »

Owned and QOperated by the
TIMES-WORLD CUHFQRATIQN

RDANDKE

960 KC

VA.

FREE & PETERS, INC., Nn!mnn.f Representalives
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After his successes with stainless
steel and D-Con. this young Chicago
merchandiser has the know-how and
the resources to make radio serve him
even more effectively. His plans for
launching other products indicate en-

thusiastic faith in the medium. And
why not. after D-Con? * ok

LOCAL SHOWS
(Continued from page 10)

the Negro population. Ballard and
Ballard, for example, sponsor Song-
birds of the South, a girls’ quartet
well known in the area. ‘““In addition
to five shows a week,” savs the sta-
tion, “Ballard and Ballard can count

| on as maiy personal appearances in
churches and school houses where the

Ballard and Ballard banner is dis-
played and their products promoted.”
The Utah Division of the Kennecott
Copper Company uses This Business
of Farming on KSL, Salt Lake City, to
air a public-service program beamed
to a regional audience. The program
touches on news and information of
particular interest to the people of
Utah. has aimed to cement relations
l:etween agriculture and industry.

WEBC, Duluth, features Yesterdays,
sponsored by Peoples Brewing Com-
pany. The program recalls interesting
anecdotes of the past 50 vears in Du-
luth, Superior, and the surrounding
Range cities, and frames them with
songs that were popular at the time.
In noting that this local slant paid off.
distributors reported as high as 300%
increase in sales after the first seven
weeks of broadcasting.

The Western Barn Dance over
KWFT, Wichita Falls, Tex.. plays to
an average weekly audience of 1,500
The first hour of the two-
hour local show is set up as a broad-
cast direct from the stage of the Mu-
nicipal Auditorium. The Westex Boot
and Shoe Company, LeBlanc Corpora-

tion (for Hadacol), and White’s Auto
* Kk K

persons.

Stores share sponsorship,

MEN, MONEY & MOTIVES

(Continued from page G)

dorms, stadia. quadrangles, and so on
{all commendahle objectives), and
then include for good measure allow-
ance for imtellectual snobbery. 'This
writer once heard a member of the
Harvard Fine Arts faculty declare with

| much veliemence that he hoped never
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| to vulgarize himself by addressing over

I 75 persons at one time, and as far as
! he had influence he would make that
i true of Harvard generally. How ex-

| quisite can you get?
i
f L

u Come back, though, to essentials.

Under the American system of broad-
r casting by advertising sponsorship. a

{ price is expected from the industry.

This price goes by the over-all tag of
. “public interest.” Given intelligent and
. imaginative reality, as seems implicit
in “Operation Frontal Lobes,” the pri-
vate enterprise way seems likely to sat-
isfy most average citizens.
Meantime, advertisers, agencies,
broadcasters, talent. and all who con-
' template long years of future prosper-
ity through television cannot blink the
essential obligation. TV cannot be
solely dedicated to the commercial ad-

vantage of soaps, cigarettes. and mo'or
cars. * Xk

AUTOMOBILES

(Continued from page 23)
WNBT from 6:15 p.m. to 6:25 p.m.

for four weeks. Marshall begins with
simple physics principles. For exam-
ple, once he started with a teeter-totter
to illustrate operation of a lever. From
that point he showed how the applica-
fion of the lever force made Ford con-
struction superior.

Most car advertisers use both film
and live presentations. One firm, Olds-
mobile. has found that film uzed exclu-
sively is most efficient for its across the
board 15-minute CBS news program.
The big pitch is on the famous high
compression “Rocket” engine and the
teamn work with the Old Hydra-Matic
drive in the 88 model. The well-known
“Merry Oldsmobile™ is sung in all the
messages. A clever tie-in trick is em-
ployed by showing singers Johnny and
Lucille riding a rocket through space
in much the same manner as illustrated
in magazine and newspaper advertise-
ments. Jerry Fairbanks of Hollywood

YOU MIGHT GET A 425-
POUND WHITETAN

DEER" -

is currently producing Olds film an-.

nouncements using big-name film. ra-
dio, and recording personalities along
with Johnny and Lucille.

The industry’s drive to sell its prod-
uct on radio and TV this season looks
like this when broken down by spe-
cific advertisers:

Ford (agency: J. Walter Thompson,
New York) is one of the top television
advertisers on the air today, spending
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YOU NEED THE

FETZER STATIONS
TO MAKE A KiLLING

IN WESTERN MICHIGAN!

IF you're gunning for bigger sales in Western Michigan and
Northern Indiana, look at what WKZ0O, WJEF and WKZO-TV

can give you!

WKZO-TV is basic CBS—Channel 3. It is the only TV station
that delivers these five large metropolitan markets representing
nore than a billion and a half dollars of buying income and
more than 90,000 TV sets in Western Michigan and Northern
Indiana.

WKZO. Kalamazoo, and WJEF, Grand Rapids cost 209, less than
the next-best two-station choice in these two cities, vet deliver
about 579 more city hsteners! New BMB figures credit WKZO-
WJEF with a 46.79, increase in Daytime Audience and a 52.8%
increase in Nighttime Audience since 1946. In Grand Rapids
alone, the Fetzer stations deliver an unduplicated coverage of

more than 60.000 homes.

Write for all the facts today, including availabilities and some
really impressive figures about the Western Michigan-Northern

Indiana market.

*Albert Tippett got one this size near Trout Lake, Michigan.

wier | WKZO-TV [ wkzo

™ GRAND RAPIDS w N WESTERN MICHIGAN M‘ ™ KALAMAZOO
AND NORTHERN BNDEAMA anc GREATER
fon SESHOL EEmanY WESTERN MICHISAMN
14 4] cn%)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY
Avery-Knodel, Inc., Exclusive National Representatives
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We like to be
ON THE
SPOT

»130,090 monthh on the networks for
time atlone. The shows include the Jack
Halev one-hour <how replacing Kay
Kyser. Thursdavs. 9 p.m. to 10 p.n.
over \BC: one-half hour a week of
the daily Kukla. Fran and Ollie. 7 p.m.
to 7:30 pan. over \BC and the Ford
Theater. Fridav=. 9 p.m. 1o 10 p.m..
CBs. This dramatic <how. costing
about 325500 weekh for production
and talent. is handled through Kenvon
{ Eckhardt. New York. for institution-
al adhertising.

Ford Dealers who sponsored the Kay

" Kyser (TV) zanv quiz show were dis-

® On the spot (o
Deliver CBS (o one
million people

© On the spot as
Dmrham’s Number
One Station

HOOPERWISE

BMB-WISE
®

\
We'd like to be put

ON THE SPOT

SCHEDULE OF CLIENTS
WHO WANT RESULTS

WDN

Durham, North Carolina
5000 Watts 620 Kc

PAUL H. RAYMER, Rep.
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~atished with the low ratings of the
program when theyv thought of the

- 525.000 tatent and production budget.

They preferred. instead. the relaxed

~Jack Haley who headed the summer

replacement show for Kyser.

To launch its 31 models. Ford ha<
pumped large funds into radio by par-
ticipating in NBC’s Operation Tandem
and a =aturation announcement cam-

~paign. The tandem shows include Tlhe

Big Show. Sundavs. 6 p.n. to 7:30
pm.: The Van Called Y. Saturday-.
8:30 pam. to Y pan: Daffy’s Tavern.
Fridays. 9:30 p.m. to 10 pane: Sereen
Director’s Playliouse. Thursdays. 10
pn. to 11 pome and the VBC Sy

pliony. Mondavs, 10 pan. to 11 pan.
\ special four-week campaign of sing-
ing commercials presented by opera
stars supplemented the shows. During
the vear. Ford
ments on 1.225 stations, messages were

also used announce-

vead bv such well-known people as
Clem McCarthy. the turf expert. and
Dr. Rov K. Marshall.

The Ford dealers are uzing radio
and TV extensively at the local level.
In the New York-New England area.
dealers put up a half-million dollars
for advertising the 51 models on vid-
eo. They =zigned for four new pro-
erams and continued two others that
they were already using.

Chevrolet (agency: Campbell-Ewald.
Detroit) used a series of 80 three-min-
ute radio recordings for it= ’51 model
that required a whole new rate card.
Ethel Merman. Ginny Sims. and Lau-
ritz Melchior are among the personal-
iies who sing the “See the US.A
melody in this saturation campaign.

\lhough the has
some 15 TV shows during the last three
years. il is nol sponsoring a network
video program now. Telecasting spe-
cial events such as the Notre Dame
cames and a speciat CBS-TV
roundup New Year's day is the present

company used

news

WREN

WEED & CO. NATIONAL REPRESENTATIVES

BRINGING MORE JINGLE
TO KANSAS
CASH REGISTERS

TOPEKA

ABC

5000 WATTS
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strategy. (The radio version of the
roundup was presented the Sunday be-
fore New Year's.) A heavy saturation
series of TV spots was used in about
100 cities featuring their well-known
Guber character (see sroxNsor, 23 Oct..
1950). An example of one teaser com-
mercial was a filin which showed the
little character staring rapturously in-
to space. To the curious passers by he
explained that he was looking at the
‘new 1951 Chevrolet which only he
could see because of his ultra-violet
eves. He described “‘the beautiful new

' lines of the car” for those standing

' around him.

“You'll be able to see it
Oct. 1 at your Chevrolet dealer,” he
emphasized at the end of film.

Chevrolet dealers are pouring large
sums into video as well. The New York
dealers, for example. allotted about
£250,000 to present sports from Madi-
son Square Garden this season over
WPIX. (Because of production uncer-
tainties, this schedule. which began 15
October, is being dropped 16 January,
two and one-half months earlier than
planned.)

Buick (agency: Kudner, New York)
is making one of the largest of the in
and out saturation campaigns with
$100,000 worth of time and talent on
six ABC radio shows during the week
of Jan, 14-20. Another $30.000 is go-
ing to NBC for participations on Tan-
dem. Buick will launch its ’51 models
with a segment of Stop the Music. Sun-
day, Jan. 14. 8 pan. to 8:30 p.m.; Met-
ropolitan Opera Auditions of the Air,
Tuesday, Jan. 16, 8:30 to 9 p.n.;
Screen Guild Players, Tuesday, Jan.
18. 8 p.m. to 9 p.m.; Johnny Desmond
Goes to College, Monday. Jan. 15. 9:30
p.m. to 10 p.m.; The Far Man, Wed-
nesday, Jan. 17, 8:30 p.m. to 9 p.n..
and What Makes You Tick with Gypsy
Rose Lee, Saturday, Jan. 20, 9 to 9:30
p-m. {(all ABC).

Buick. out of network TV at present.
made an expensive plunge last year
with Olsen and Johnson. The show
was far from an overwhelming success.
Since it dropped Olsen and Johnson,
the General Motors firm has looked in-
to other TV ventures without making
any commitments.

Chrysler (agency: McCann-Erick-
son, New York) is plannig to buy four
CBS radio shows. These will includc
Hal Peary, a half hour of Songs for
Sale, Rate Your Mate and Lineup.

Until last December. Chrysler had
been sponsoring Treasury Men in Ac-
tion on television. At this point the
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compary is holding back in the selec-
tion of a replacement.
DeSoto-Plynioutli Dealers (agency:
Batten. Barton. Durstine & Osborn,
New York) has been the outstanding
advertiser on radio withh Groucho Marx
on You Bet Your Life, Wednesday, 9
pom. to 9:30 p.m., NBC. The move of
the top notch comedian into radio not
only pleased the DeSoto dealers but
was a powerful shot in the arm for the
whole medium. Last fall, the sponsor
added a separate TV version on Thurs-
days, 8 to 8:30 p.ni. over NBC. The

radio show talent and production costs
are about 810,000 weckly. The cost
of filming the radio program for video
adds another $6.000 or more.

De Soto also plans a heavy announce-
ment campaign for both radio and T\

Dodge (agencyv: Ruthraufl & Ryan,
New York) s spending about $22.500
for the American National Theater
Academy’s Showtime U.S.A., ABC-TV.
Sundays, 7:30 p.m. to 8 p.n. This big
name variety show is bucking Lucky
Strike’s This Is Show Business, CBS,

(Please turn to page 02)

S,
2

NEW YORK

BROADCAST MUSIC, INC.

CHICAGO « HOLLYWOOD
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DC&S
(Continued from page 31)

companies best equipped to produce
any given job at reasonable cost. He
would also be able to supervise actual
production.”

Russ Ambruster, most recent addi-
tion to the radio/TV department, spe-
cializes in radio. His principle job is
directing commercials and generally
supervising the daily half-hour AM
broadcasts of Break the Bank (NBC).
Ambruster also follows through on
production of the agency’s many re-
corded announcements.

Rounding out the department’s 10-
man staff are Seymour Lein, a gen-
eral assistant in radio and TV produc-
tion; Marie Burns, who routes seripts,
memos and the like; and a group of
secretaries and typists.

One reason for the radio/TV depart-
ment’s small size is DC&S’s decision to
keep all timebuying in the media de-
partment. Agency thinking on this ar-
raugement is explained by Bill Steers,
the partner who supervises media buy-
ing. Says Steers: “Buying time is an
art in itself. It has little or no direct

relationship to the creative functions
of a radio and television group.”
Timebuying is done by Helen Wilbur
under the general direction of Sam
I'rey, vice president in charge of me-
dia. Miss Wilbur selects stations and
schedules with the help of Esther Ojala
and Carol Sleeper. two assistants who
also specialize in broadcast advertis-
ng.

A recent switch in advertising tac-
tics by Reid’s Ice Cream, a DC&S cli-
ent, illustrates how the agency tackles
a job. 1In the fall of 1949, the agency’s
planning group sat down around a ta-
ble. It was a large gathering, by
DC&S standards. President Lawrence
Shenfield was there, along with Joel
Jacobs (account supervisor), Frank
Dowd (account representative), Sam
Frey of media, merchandising direc-
tor William Holden, research director
E. A. Raynolds, and Chester Mac-
Cracken.

Reid’s had been in television back in
1946 on CBS, later dropped the me-
dium. It was time, thought the plan-
ning group, that Reid’s got back into
TV. Surveys had shown that, although
heat-smitten New Yorkers gulped down

more ice cream in the summer than at
any other time of the year, winter con-
sumption of the cold dessert was con-
siderable. As for television, New York
had many times more sets in 1949
than in 1940; it was definitely a good
bet.

The planning group’s recommenda-
tions to Reid’s: spread advertising ex-
penditures over the whole year and
earmark a substantial part of the ad
budget for TV. The client agreed and
beginning in 1950 nade television the
main advertising effort. After a year’s
trial, Reid’s elected to continue that
policy in 1951.

With the decision to use TV, DC&S
had a production job on its hands.
An animated spoon character was al-
ready being uscd in newspaper and
billboard advertising. It was decided
to use this Reid’s “trademark’ in an
animated film commercial, at the same
time following the “Reid’s is the Taste
of the Town” copy theme.

At this point, most agencies would
write a script and turn it over to a film
producer to finish the job. That’s not

the DC&S method, however. Rod Al-
bright prefers to do as much of the

PROGRESSIVE
BROADCASTING SYSTEM

THE SYMBOL OF PROGRESS ... AGAININ'51

the

Twelve hours of Radio's Greatest programming . . .

stars of the entertainment world . . .

NEW YORK

HOTEL PARK SHERATON °

JUDSON 6-8526

50

CHICAGO

666 LAKE SHORE DRIVE
SUPERIOR 7-6613

featuring outstanding

7 am. to 7 p.m. daily . . . coast to coast

HOLLYWOOD

° 8983 SUNSET BOULEVARD
BRADSHAW 2.5841
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pre-production work as possible in the
agency. First, an animated film special-
ist was called in to help with planning
the films. (One a minute long, the oth-
er 20 seconds.)

Once Chester MacCracken, the ani-
mation specialist, Rod Albright, and
the copywriters had sorted out and
written down some likely ideas for the

. films, rough story boards and scripts

were drawn up. President Shenfield
and the account men gave their o.k.
and finished story boards were made
by the film company, Film Graphics.
Story boards and final copy were then

submitted to William Ward. Reid’s ad- |

vertising manager. He and company
executives approved. told DC&S to ge
ahead with the films.

First step in producing the film was
recording a sound track. Quite often

a well known musical arranger is hired

to turn out original music. In this
particular case. however. Bob Smock
fitted words to a familiar tune—*I'm
Called Little Buttercup” from Gilbert
& Sullivan’s “H.M.S. Pinafore.” This
tune was especially well adapted to the
jingle lyrics to be used and it also
helped to keep production costs down.
Using it followed one of Smock’s work-
ing rules: take the familiar and give 1t
a fresh twist. Bob Smock’s jingle went
this wav:

fying the artist or photographer.”
Albright also does the casting, with
help fromn talent agents. Photographs
of the prospective cast are submitted
to the client. keeping all approval
problems from the film producer. The
actors are then hired by the agencv
and go on its payroll while filming is
underway. Then, too, DC&S’ film di-
rector will often commission a free-
lance scene painter to do a set for one
of the commercials. It’s delivered to
the film producer’s studio. ready for
use. If there is an incidental produc-

tion job like this. Albright likes to do
it himself. He feels the producer
should be free to devote his full time
and attention to shooting the film.

This system seems to be working
fine. Producers like to deal with agen-
cymen who know the film business.
They also like being relieved of the
annoying detail which slows down pro-
duction.

DC&S is quite heavily engaged in
TV. Besides the Reid’s ice cream cam-
paign just mentioned, they have also
worked on television programs and an-

Within the boundaries of Minnesota, the Dakotas, Nebraska and

A e capliire | Iowa .lies a 267 BMB-county area know1.1 as Big Aggie Land. It’s
Will fll you with rapture | a major market with an after-taxes buying income of $3.9-billion
For Reid’s is a name of renown | —greater than San Francisco, Philadelphia or Washington, D. C.
So richly we cream it Retail sales in this richest of all agricultural areas run to §$2.9-

We hope you will deem it billion—greater than Los Angeles, Detroit or St. Louis.
I The creamiest taste of the town.

| With sound track recorded and
|| timed, Film Graphics began drawing
|
|

A diary study conducted this year by Audience Surveys, Inc,
reaffirms WINAX leadership. Fifty-two stations received mention
in the study. But WNAX received top rating in 439 (88%) of
the 500 quarter-hours studied. This is more than ten times the
number of ‘wins’ granted the second station. Listeners like WINAX

the hundreds of individual sketches
' that go into producing an animated
. film. Next, the showing of a rough
cut, then testing the completed com-
| mercials over a closed circuit, and
" finally delivering the films for broad-
cast. This whole process is being re-
peated now for new Reid spot an-
. nouncements to be scheduled early

this year.
| this year can sell for you in Big Aggie Land. Call him today.

When live-action films are to be pro-

duced, Rod Albright solicits bids from
YANKTON - SIOUX CITY

two or three companies he knows to be
expert at the type job that is to be

570 Ke - 5,000 Watts 4 Cowles Station
REPRESENTED BY KATZ AFFILIATED WITH A.B.C.

best 89% of all daytime quarter-hours . . . 84% of all evening

quarter-hours.

You gotta tell ’em to sell ’em . . . and WNAX TELLS ’EM!
That's why WNAX has a list of sales success stories as long as
your arm. Most likely there is one for your type of product or
service. Your nearest Katz man will show you how WNAX alone

done. Having chosen one, he specifies
the cameraman and director in the
contract. “l would no more think of
placing an order without this specifi-
cation,” says Rod Albright, “than one
uf our art directors would order a
painting or photograph without speci-
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nouncement schedules for Horton's ice
cream. Vitalis. Ipana. and more recent.
Iv Welchs Grape Juice.

When the agency looks for a pro-
gram on television (AM too, for that
matter) it leans heavily on package
productions. Thix enables MacCrack-
en to keep down the size of his depart-
ment by leaving routine program pro-
duction to the package producer. This
doesn’t mean that the agency stops
worrving about a show once it’s been
bought from a packager. On the
Greak the Bank program. for example,

W™

CHUCK BARNHART | B 1
Program -
Director BROOKS WATSON

ews

\4

WMBD holidsthe lees]

they added an orchestra to give it that
“big show” feeling. And later they in-
troduced the “Wishbowl™ from which
listeners’ post cards are drawn weekly.
Bert Parks calls those whose eards are
drawn. invites them to make a free
trip to the show in New York. Rod
Albright, Russ Ambruster. and Sy
Lein are all on hand at the NBC
studio during each Break the Bank TV
performance.  Department chief Mae-
Cracken usually stands by, too, on
Wednesday nights at 10:00 pan.
DC&S chients with small ad budgets

Director

. . . another reason why

WMBD has more listeners
than the next 2
Peoria stations combined

Skillful local programming with widely popular personalities makes WMBD

the winner in prosperous Peoriarea.

Throughout the broadcasting day (and

night), a steady parade of these and other interesting people receives a warm-
hearted welcome in the dominant slice of Peoriarca homes.

CHUCK BARNHART, Program Director huas been in radio sinee 1948 |
(recently he was name:l DPeoria’s “"Outstanding Young Man of 1949°)

Iramatic, €1

Cowith WMBD since 1947
Whimsical and with a fine sense

ik also lias his omn immensely popular “"Choaele Barnhart Show.**

BROOKS WATSON, News Director—Willt WMRBD since 1137, Brooks” ability and popularity reached

Peoria dnring his Anny career,
IO B

tar heyond
ILicdio Sceciion in th
lavorite ter.

PHIL GIBSON. Local News Editor—29 rears vcxperience s a reporier, eolumnist,
morning  eggs—and

like
arcurately

ecrditor!  Peorians their news fresh as (heir

qt.ekly an

EMIL BILL., Farm Editer bring. shm\'numn.\hip‘tu the faria
vears in vaudeville eircaits—thus makes the combination easy’

nsistent favorile with vural sudiences.

With the 1ank of Lieutenant olenel, he
worked with hoth networks and the B3,

was Chief of the
Back home now, he's PPeoria’s

newscaster and news

I'hil Gibson gives it to them

Raised on a farm, he later trouped ‘.18
Witty. personable and down-to earth. he's

ASK FREE & PETERS

te @ 5000 Watte
Free & Peters, Inc., Mat'l. Reps.
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know that the same men who guide
mass-selling Bristol-Myers products on
Wednesday night are working on their
campaigns Thursday morning. That’s
undoubtedly a consideration in the
minds of smaller chents who have be-
come DC&S customers. Although the
agency 1s not a giant in the tradition
of J. Walter Thompson or Young &
tubicam. it has the top-nolch talent to
do a competent jobh. By supplementing
its own staff with outside experts, when
needs arise, the ageney has heen able
to avoid many expensive accretions—
program producers. musical arrangers.
large staffs of illustrators, and so on.
It must work: Bristol-Myers is still hap-
py after a six-year partnership and the
agency keens adding accounts. * * *

BEN GRAUER

{Continued from page 27)

“He used to take me out in the cor-
ridor,” Grauser says, “and drill me on
my lines, comma by comma.”

What advertising tyrants and com-

~mercial drill masters forget, Grauer

believes. 1s that iUs impossible to
create a fine blending of show and
commercial in the ageney conference
room and then put it out on the air as
originally conceived. “The studio is
the battle ground.” he says. The ma-
jority of agency people he’s worked

~with understand the way a show is pul

together and allow Grauer the room
lie feels he needs to work in.

"It is important.” Grauer says. “to
calch the mood of what comes just be-
fore the commercial. If there’s heen a
rising note from the orchestra. then
one word in similar key may be all
you need to get into it. Or you may
need a whole sentence for transition.
The point is you can’t be held down to
a commercial that may have been pre-
pared months before and then do a
blended job.”

Grauer is seusitive, too, about the
of the itself.  He's
rewritten whole commerecials, on oc-
casion. {(with agency permission) to
put them into his own style,

Grauer draws a sharp line. however,
between modifying commercial copy
for better delivery and tampering with
the sales points. “lU’s the agency’s job
to develop the copy themes. My job is
figuring out frow to put them over.”

\ud even the how may be up to the
chient completely if there’s a particular
aspeet of sclling strategy involved.

low commercial
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~ “For example, there was an agency
man I worked with on a soap several
| vears ago. He coached me on the com-
inercials week after week until I real-
1 ized that he was after a certain homey
lapproach to fit the product and the
campaign. From that point on, 1 got
into their groove automatically.”

- Slogans, too. he feels, should be in-
violate. “If you’re selling the ‘only
‘:hemstitched ear muffs’ and ‘hem’ is
| the syllable they want emphazised, then
" you hit ‘hem’ hard. They know their
market and their competitors and have
probably worked months over those
three or four words.”

—

Where lack of flexibility hurts the
most, Grauer says. is in transcribing
one-minute announcements. “The copy
comes into the recording studio,” he
explains, “written according to a theo-
retical word count of 160 to a minute.
You pick it up and read it and it runs
66 seconds or 70. Then you take it
again and gallop. Maybe you get it
all in, but the whole effect is liable to
be anxious and rattling.”

“At that point.” says Grauer. “it’s
obvious the copy must be cut. Invari-
ably. it turns out that no one there has
the authority to touch the copy and
you have to either jam the whole thing
| in anyway or make a trans-Atlantic
! phone call to get permission to lop off
12 words—meanwhile wasting expen-
‘sive studio time.”

. Grauer thinks that all short an-
- nouncements should reach the per-
\‘ former with briefl optional cuts indi-
cated so that such hocus-pocus can be
! teliminated.

| ““And, most important for any type
| of production, whether it's a transcrip-
man in charge should have direct au-
‘thority. The most ineflicient coordina-
tion you can get grows out of a situa-
tion where the agency man is not
delegated to make decisions.”

A short time ago. Grauer did voice-
over narration for an automobile com-
‘pany to go with its film commercials
on television. The commercials were
written 11 Detroit, rehearsed m New
York. Frequently, it turned out that
the lines Grauer was to read did not
coordinate with the film.

“When | was talking ahout the plush

14ch1‘0mium outside the car. But the
agency man in New York absolutely
icould not make a decision to touch
'tllat copy. We used to spend several
‘hours, at $50 a half hour for the spe-

l
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VUpllolstery, you'd see a shot of the

tion or a network show, the agency

cial projector, trying to iron the thing
out.”

In general, television comimercials
surprise Ben Grauer. Two years ago.
when commereial programs ceased Dhe-
ing a rarity, he anticipated that TV
commercials would be unpleasant 1o
look at. “l was very wrong because
most of them nowadays are very clev-
er. They’ve gone on from the straight
demonstration scene to tricky film
effects.”

But Grauer anticipates that a point
will come some day in TV commercials

where trick effects will hhave outworn
their welcome. He feels that you can’t
go on indefinitely piling filmed gini-
mick after gimmick. At that point,
television “will bring back a vanishing
American tvpe— the guy who can talk
his wayv through anvtling, the think-
on-his-feet salesman.”

Agencies have been afraid of trust-
ing the commercial to a live salesman
and have used filmed scenes frequently
to prevent flufls, CGrauer looks back
on his own earcer (he’s famous for
quick recoveries from {lufls) and won-

SPONSOR

NORMAN R. GLENRN
EOITOR ANDG PRESIDENT

Mr. Harry B. Maizlish
KFWB
Los Angeles, Calif.

Dear Harry:

acquisition of KFWB.

I'm deelighted!

more of the same.

Regards.

NRG/abs

s

510 MADISON AVENUE. NEW YORK 22, N Y. MURRAY HILL a-2772

December 13, 1950

I'm sure the entire broadcasting industry, including
buyers as well as broadcasters, feel as I do about your

Through the years Harry Maizlish has stood for showman-
ship in radio and outstanding public service. Now that
you're the owner, Harry, I'm sure you'll show us even

1ncerely,

P
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ders whether the fear of slip-ups inakes
sense.

“In the first place, all that worry
about mistakes creates tension and the
tension causes the mistakes. Besides
that, the mistakes are never as impor-
tant as the people in the studio think.”

The worst error Grauer can recall in
counection with a commercial hap-
pened on a show for a hair oil sponsor.
Grauer gave his commiercials from a
closed-off booth. to get an echo effect.

The engineer was five seconds late in
throwing the switch.

“Definitely. that meant a long, dead
pause until the audience heard me
somewhere in the first half of the com-
mercial. So you can imagine the hub-
bub after the show. But I’'m sure that
to the audience at home it wasn’t a
matter of life and death. Americans
are pretty mechanical minded and
most families probably just commented
that someone had forgotten to throw

One night he started reading his com- a switch and forgot the whole thing.”

mercial on cue. but into a dead mike.

How does Grauer think he’d do as a|

casual, off-the-cufl television sales-
man? The reply: a shrug of the
shoulders, a passing gleam (probably
at the thought of Godfrey’s millions),
and a “could be.”

In radio, Grauer is an exponent of
“personality first, voice second.” He
thinks that sponsors should follow

three rules in choosing an announcer |

and integrating him into a radio show:

1. “Think of the show as a unit,
then find an announcer with the per-
sonality to fit the show. Bob Hope.
for example, appeals to a certain type

| of listener. The announcer ought to

IICOLDll

PLUGS ON 14 KTUL NEWSCASTS OVER 2-DAY

PERIOD BROUGHT....

7.137 immediate REQUESTS
FOR U.P. FOREIGN NEWSMAPS! ‘

KTUL'S

“"AUDIENCE-ACTION"

POWER ASSURES

THE MOST FOR YOUR ADVERTISING DOLLAR!

CBS
in TULSA and
EASTERN

OKLAHOMA'S

BILLION-DOLLAR
MARKET
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JOHN ESAU

Vice President
General Manager

AVERY-KNODEL,
INC.
Radio Station
Representatives

appeal to the same kind of people.”
(Woodbury soap reasoned that would
he Ben Grauer when they sponsored
Bob Hope from New York.)

2. “Forget pure voice quality and
whether the voice is deep or light.
The Dbeauty of the voice means little.
I’s the personality that’s projected
which is important.”

3. “Find a way to use the an-
nouncer’s name. When you give him a

S T AT

GAINI

I O N |
e in AUDIENCE

e in TIME SALES

And Our Low Rate Cord
Remains Unchanged

5000

IN ROCHESTER, N. Y

_ -RepresenteJ Nationally by
THE BOLLING COMPANY

SPONSOR
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by-line, he becomes part of the show.
That increases his interest in the show
and the commercials.”

Where possible, Grauer believes the

| sponsor should invite the man who

sells for Iiim over the air to the com-
pany’s annual sales conference or con-
vention. That accomplishes two things.
First, the company salesmen become
more conscious of the advertising sup-
port they’re getting over the air. Sec-
ond, the radio announcer gets a better
understanding of the product.

“It’s a hard thing to put into
words,” Grauer says, “but [ recall that
after going through a chewing gum
sponsor’s plant, the whole job meant
more to me. | felt that I really knew
the product then.”

Whether the announcer goes through
the sponsor’s plant or wuot, Grauer
thinks he should get a look into the
company’s over-all thinking on adver-
tising strategy. “Let him understand
the campaign. Explain who the market
is so that he’ll be able to vary his ap-
proach accordingly.”

Though Grauer wants to understand
the product he’s selling so that he can
do his best job with it, he resents the
advertising executive who expects him

to live, eat, and breathe it. “You get
an occasional ad man who, after long
years of service, has become so fana-
tical about a cereal that he anticipates
a similar interest from the performer.
But I draw the line at wearing a button
in my lapel or something on that or-
der.”

The over-enthusiasm of some spon-
sors is expressed in a more direct
manner. “One of the worst plagues of
all the performing arts is the client
who wants you to shout, or whisper,
or enunciale out of your nose—any-
thing to make his message stand out
and dominate the show enough so that
it can’t be missed. Over-enthusiasm
of this type leaves you with a com-
mercial that may completely lack sell-
ing psychology. And that is what the
agency should prevent. It should func-
tion as a kind of buffer between the
selling enthusiasm of the client and the
performing skill of the talent so that
the show stays a show.”

Grauer qualifies as an expert on the
sponsor-to-program  relationship — if
nothing else in terms of the number
of sponsors he’s had over the past 20
years. He set the record for the longest
single association of an amnouncer

b

BILL O'NEIL
PRESIDENT

“STATION * WW - CLEVELAND'S (4 pmgeel SIGNAL- W)W - CLEVELAND'S hif ST
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if...

California — the nation's Second

Retail State —is your market ...

and . .. you recognize that
SUCCESSFUL RADIO
ADVERTISING demands local
tie-in MERCHANDISING . ..

you...

ABSOLUTELY CANNOT
OVERLOOK the Pacific
Regional Network, your
Best Salesman in

California . . .

hecause...

the Pacific Regionaf Network,
the nation’s most flexible
sales and merchandising

radio station network . . .

... offers to advertisers

(1) network time purchase of
any or all of 49 separate
California AM radio stations;
(2) outstanding programming;
and (3) LOCAL radio sales
promotion in all its ramifica-
tions...at substantial savings

in time, effort and money.

For details write,

wire, or phone

_-
]

NAREE PaciFic

:PRN/ * REGIONAL

/_- NETWORK

6340 SUNSET BOULEVARD
HOLLYWOOD, CALIFORNIA

CLIFF GILL TED MacMURRAY
General Manager HI. 7406 Sales Manager
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SOUTHWEST
MARKETS
ONE LOW
COMBINATION

_ RATE -

KWET

WICHITA FALLS, TEX.

620 KC

5,000 WATTS

KLYN

AMARILLO, TEX,

940 KC

1,000 WATTS

When you're making out that sched-
vle for the Southwest don’t over-
look this sales-winning pair of
CBS stations. For availabilities and
rates, write, phone or wire our
representatives.

National Representatives

JOHN BLAIR & CO.
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with a single program by spending 16
vears with Walter Winchell (for Jer-
gen's). He's been on the air simul-
taneously for as many as half a dozen
national advertisers and the some 200
products he’s sold have ranged from
Mum and Vitalis to General Motors
automobiles and Firestone tires. But,
more important. Grauer is thoughtful
as well as nimble with his vocal cords.
Ihough an old Retary legend warns
that business sense is not found i
heads that turn to book collecting and
archeology (two of Grauer’s hobhies),
Grauer’s judgment on commercial ra-
dio problems is backed up by hard-
headed fiscal logic. He’s his own agent
fand a good one as anyone who's ever
| heard him closing a deal on the tele-
phone can testify).

When Grauer turns away from the
day-to-day problems of putting sales
points across, he occasionally reflects
on the ethics of advertising. He has a
close personal understanding of the
power of radio to reach millions of
people at the same time—and a dis-
taste for the misuse of that power.
Driving for a quick killing on a prod-
uct that has dubious valuc will hurt ad-
ertising in the long run, he’s inclined
to tell friends who kid him about radio
over a drink at Toots Shor's. “Adver-
tising men know that nowadays.” he
says, “and there is actually a code of
restraint among the majority. Actual-
ly, advertising is a handmaiden of dis-

| tribution-—a tremendously important
factor in the American economic pic-
ture. It makes our high standard of
living possible. You can’t kick that
around.”

During the last war, Grauer. like
many other advertising and radio peo-
ple, put his talents to use selling bonds
($12,000,000 worth by government
reckoning). If war comes agam.
Grauer fecls that radio and television
will have an even more important job
to do in fighting Communism on an
idea level. “I've had the experience,
while covering news events. of seeing
the true nature of Russian diplomacy
in action. At the Pcace Conference in
Paris in 46, 1 reported how Russian
tactics were preventing constructive
action. When 1 did the reporting for
the tclecasts of the Sccarity Council
last summier. I saw first hand how
Russian delegate Malik used the Ilit-
lerian technique of the big lic to ham-
mer away at American arguments, For
the five million people who saw the

[ telecasts. 1 think this was the best

anti-Communist propaganda possible:™

Grauer commented on a recent pro-
posal by spoxsor that advertisers
might join the idea battle against Com-
munism through their sponsored pro-
grams. “‘Programs dramatizing Amer-
ican ideals could be highly effective if
they were properly controlled in some
way. The sponsorship angles would
have to be handled in good taste to
prevent a situation where the drama is
on the high level of principle and
ideals and the commercial is self-seek-
ing direct sell.”

What about programs on television
in which the know-how of commercial
performers might be blended with the
problem of educating civilians in first
aid, conservation, or civil defense?
Could Grauer, for example, do that
kind of joh?

The answer was vyes. with en-
thusiasm—with the same enthusiasm
Grauer’s brought to handling strictly
commercial problems for sponsors
over the past 20 vears, * K

LANG-WORTH

FEATURE PROGRAMS, Inc.
113 W. 57th 5T, NEW YORK 13, N. Y.

Neinonk dalibre Progranss ai Local Stafiow Cost

SPONSOR
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MR. SPONSOR ASKS
(Continued from page 35)

to make the over-all cost differential on
a regional or national campaign a sub-
‘'stantial one.

There is no question of television's
ability to weather the vicissitudes of a

! warlime economy.

|
‘ y
|

| i g

WiLrian H. WELDON
President
Blair-TV Inc.

New York

[ anticipate the
broad develop-
ment, during
1951, of a defi-
nite trend which
has been appar-
ent in AM broad-

past year-and-a-
half. I refer spe-
cifically to the
greatly increased
use of local AM station broadcasting

WAVE
AIN'T NO

PICKUP

from

fou can W erine
Y ‘re A Wolv ok up

u caﬂ’t pre

WAVE. .
No Sir, WAVE doesn tdark —
jering alone?! r darl ot
::st. ﬁorniug, n:ctn

'f\i\:eT(:'::ling Area. We've

r‘lea 9

uaccoun\ forever:

B¢ AFFILIATE. . 5000 WATTS . .
REE & P

% . , INC.

" ¥ i resentatives

National Rep
==
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casting for the

by national advertisers.

In the past the national advertiser
could rely on the impact of dominant
network broadcasting to exploit his
merchandise and cement relations with
distributors and local dealers. How-
cver, the inroads of TV on national
advertising appropriations has already
caused the canccllation of zeveral im-
portant national network programs
and doubtless will result in many more

Assuming always, of course. that
world conditions will not develop to
the point where there is a dearth of
merchandise for public consumption,

the national advertiser must continu
1o cooperate with his dealer organiza.
tions with local or point of sale ad.
vertising. The short spot amnounce-
ment, so popular in the past, has great.
ly increased in cost, produoction-wise
and use-wise.

1 believe that 1951 will sce a greatly
increased use of 15-minute AM pro-
grams in local communities, such pro-
grams to be produced locally by the
radio station. The tools for such pro-
duction are all available to the local
station and the advertiser. These tools
are furnished by thc transzcribed pro-

Most Potent
sales force in all Alaska is

the powerful KFAR-KENI combination.
No other advertising medium can as ef-
fectively tap the new riches of this fast-
growing new market of above-average
consumers.

Steadily increasing
air freight tonnage is another

sure sign af the grawing impartance af the NEW Alaska
where, ta reach the key markets of Fairbanks and
Anchorage, Pan Am, Northwest and Scandinavian Airlines
all make consistent and exclusive use of KFAR and KENI,

MIDNIGHT SUN BROADCASTING CO.

KFAR, FAIRBANKS

10,000 Watts, 660 KC
(Sold separately—or in Combination at 20%, Discount)

GILBERT A. WELLINGTON, Na#’l Adv. Mgr.

5546 White-Henry-Stuart Bidg., Seattle

KENI, ANCHORAGE
5,000 Watts, 550 KC

ADAM J, YOUNG, Jr., Inc., East. Rep.
New York * Chlcage
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gram library services, the facilities of
which will provide national advertisers
with high-calibre, star-studded pro-
gram material for their localized sell-
ing campaigns. These locally-pro-
duced programs, with proven audience
acceptance, will be available to the
| national advertiser or his distributor
[ at costs well within his reduced budget
for AM broadcasting.

C. O. LancLois

President

Lang-Worth Feature Programs Inc.

New York

(Photograph of Mr. Langlois is by
Jean Raehurn, N. Y.) '

To Cover
the Greater
' Wheeling (W.Va.
Metropolitan
Market
you need...

510 MADISON |

(Continued from page 18)

Mr. Landry is right when he says
| “some PR operators have openly ped-

High Hoopers (Avg. 24. 5)

can do a better job than PR in some

\‘\ \}&h‘ idled PR as a substitute for advertis- Low Cost {
{? I&\Q‘ ; . ing”” but tllelr. number is smaller than The ECONOMICAL way to *
W 2 the ad agencies and space salesmen T —

Y =:‘ who have sold advertising on the ba- SELL

& 5 |sis of *“free” editorial mention. Any The Wheeling Market

o g businessman who believes either of Check |

< these stories is out looking for bar- |

E 5 gains and deserves his certain fate. THE WALKER C0.

w £ You can’t cheat an honest man.

2 But. just as it is true that advertising |

instances, the converse is equally valid.
American publications divide their
white space into separate columns. s 0 w s

Some space is for sale; some cannot f.
)
to it |

be purchased at any price. |
|have planted—to use Mr. Landry’s; !
term——stories which sPONSOR has pub- u get

BULMER-JOHNSON, Inc. Mpls.

fweau

EAUCLAIRE

Take sPonsoR, for example. We
lished. sponsoRr’s editors know we
work for commercial clients, yet the
(question of advertising in SPONSOR has
never cntered tlie conversations. Does

thls.mean the e(h{)lors of sPoNsoRr are e RIDERS OF THE PURPLE SAGE
slupl(] or corrupt: 156 15-Min. Western Musical Programs

Not at all! It means that sponsor ® STRANGE WILLS
is following the best publishing prac- LD I E L BOLIE Y

Get FREE Auditions and low cost
for your market on these TOP
transcribed shows listed below:

Represented nationolly by RA-TEL Reps.,

> ARROWH EAI)'

1%
1o
o
o]
a8
2
on

. .. . e JOHN CHARLES THOMAS
tices. lts editorial space is not deter-

mined by anvthing in the advertising
jcolumns. As for “sliding a few fast
ones” past these editors—just try it.

156 15-Min. Hymn Programs
MOON DREAMS

156 15-Min. Musical Programs
DANGER! DR. DANFIELD
26 30-Min. Mystery Programs

‘Mr. Landry, try it. * STRANGE ADVENTURE

3 R ; 260 5-Min. Dramatic Programs
Mr.. Landr). \\1.11 find t]ldt’ the same BARNYARD JAMBOREE
| practice prevails in any medium worth

52 30-Min. Hillbilly Programs
the advertiser’'s dollar.  Strangely For Profitable Radio Advertising It's
cnough. the more severely a medium

follows this principle, thie more adver- T E l E w A Y s

tising it attracts.
Definitions of news vary widely. One RADIO PRODUCTIONS, INC. |
8949 Sunset Blvd., Hollywood 46, Calif.

editor may think that a health cam-
. ) . Phone CRestview 67238 ~— BRadshaw 21447
paign sponsored by an insurance com- L Caroda: Dictributed b
e ¥ N .. n Canada: Distributed by
pany is a)(‘ommer(m] venture; another 5. W CALDWELL. LTD.
(Please turn to page 60) Vietory Bldg., 80 Richmond Ct. West, Toronto

. use the Arrowhead Net-
work. You're interested in sales—and

that’'s what we deliver!

markets of Wisconsin; the
dustrial centers of Northern Min-

nesota .

Yov Cav CALL YOUR SHOTS ON THE

To cover the rich dairyland

SPONSOR |
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, THE TELEVISION AUTHORITY

{Contirteed from page 28)

Announcers and perforniers in dramatized commercials

| IV
‘.;[Rm,es for one insert per show. Extra rehearsal 85 an hour)

[AMore than five lines

| ength of program Total fee Rehearsal hours included
5 minutes or less $60 3
6 Lo 30 minutes 75 4
11t B0 minutes 90 5

ve lines or less (Extra rehearsal $5 an hour)

ength of program Total fee Rehearsal hours included
5 minutes or less $50 4
& to 30 minutes 62.50 6
I to 60 minutes 75 9

'ajee-pver announcers (Extra rehearsal $5 an hour)
fore than 10 lines

Lengthof Program Total fee Rehearsal hours
15 minutes or less $50 3
(L6 to 30 minutes 90 4

i1 1 60 minutes 125 6

[ Lines or less  (Extra rehearsal $5 an hour)

Lenegth of Frrogram Total fee Rehearsal hours
153 minutes or less $50 2
6 to 30 minutes 62.50 3

L 41 10 60 minutes 75 4

Hultiple Performances Per §eek
I

{ 2 performances per week at 134 times the single rate
3 performances per week at 214 times the single rate
1 performances per week at 234 times the single rate
5 performances per week at 3 times the single rate
l 4
! %. Choruses (Soloists receive performer’s scale. Extra re-
I
1Ff!e'f:rsal $3.50 an hour)

F.:' (‘horus Dancers Fee per performer

v|Length of  Rehearsal 2 3 4 5 6 7 8

| program hours or more

;;:15 min. or less 12 $82 $80 $78 8§76 $74 $72 $70
16 to 30 24 112 110 108 106 104 102 100
111 to 60 40 137 135 133 131 129 127 125

|
Rehearsal must be within the following number of consecutive
| days, one day of which is the day of broadcast:

15-minute program. within three days
30-minute program. within five days

60-minute program. within six days
]

|
Chorus singers (On or off camera. Extra rehearsal $3.50 an
hour)

Fee per performer

Length of program regardless of No.  Rehearsal hours

15 minutes or less $45 4
& to 30 minutes 60 6

;3-1 L O} minutes 75 10

1 JANUARY 1951

Multiple performances per week, same show:

134 times the single rate for 2 performances a week
2%4 times the <cingle rate for 3 performances a week
234 times the single rate for 4 performances a week
3 times the single rates for 5 performances a week

V1. Specialty acts (Extra rehearsal $5 an hour)

1 performer—8$200
2 performer— 275
3 performer— 375
+ performer 475
$100 for each additional performer.

Above rates include six hours of rehearsal within two days,
one of which shall be day of performance.

VI1I. Sportscasters. Sports are divided into two categories:
class A which is baseball, football aud major boxing; class B
which is all other sports,

Sportscasters’ fee: Class A—8$200 per event, or $550 per week
of seven events of the same sport; Class B—$150 per event.
or $350 per week.

Assistant sportscasters and/or color men: Class A—8$125 per
event, or $350 per week; Class B—$100 per event, or $225 per
week.

VII. W alk-ons and extras (Extra rehearsal $3 an hour, re-
hearsal on two days or less, one to be show day)

Length of Program Total fee Rehearsal hours
15 minutes or less $20 3
16 to 30 minutes 35 6
31 to 60 minutes 45 9

IX. Live signature numbers (Extra rehearsal at 33 an hour)

$40 per performer including dress rehearsal

X. Cut-ins, hitch-hikes and cow-catchers. A fee of $50. per

| announcement, but not to exceed the fee payable to an an-

nouncer on the whole program. Rehearsal. if required, to be

paid at the performer’s rate.

XI. Minimum Call. A 3-hour minimum call will be granted.
except on strip programs if rehearsal is called immediately be-
fore or after the program,

XI11.
can be played within 60 days of the original telecast, but only
in areas where the program was not previously broadcast. TVA
intends to establish restrictions on the showing of a kinescope

Kinescope recordings to supplement the live network

in any area where the program was previously carried. Pend-
ing the working out of such restrictions, no kinescope will be
shown in any area where the program was previously carried,
without the written consent of TVA,

X111l. su-taining rate 80% of above fees. * k%
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Tho all business

iIs shot
And the world

has gone to pot,
I'm thankful

for what |'ve got,

And wish you a

HAPPY NEW YEAR

s

5000 Watts 250 Watts

Night & Day Night & Day
MISSOULA
BUTTE

|
ANACONDA |
|
i

MONTANA

NOT ONE, BUT SEVEN MAJOR INDUSTRIES

“Well pleased with sincere
and enthusiastic manner in
which commercials are being
handled . . . your fine mer-
chandising help has added
to success of  campaign.™
That’s what one major agen-
ey wrote us |°(-('(-nl|y concern-
ing one of their clients par-
ticipation on KQV’s “Wom-

an’s Exchange.” with  Jane
Gibson. There are a few
availabilities on this popn-

lar Monday throngh Friday
(1:40-2:00) show. For de-

tails, see Weed & Co.

KQV

Pittshburgh, Pa.
MBS — 5,000 Watts — 1410

1

60
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(Continued [rom page 58)

may view it as a public service. There
are differences of opinion on the news
value of a new model of washing ma-
chine, the price of milk, or **Miss Ma-
terials Handling of 1950 but Mr. Lan-
dry is naive if he believes editors are
hoodwinked or bribed into carrying
Those stories are carried
(1f they are carried) because they have
high reader or listener interesl.

Now. just as a publication divides
ils aclivilies. so. too. may a commer-
cial enterprise divide its efforts: Em-
ploy an advertising agency for paid
space and a PR firm for editorial ma-
terial. A sponsor of a radio or TV
series may wish to advertise in a news-
paper to atiract listeners. Or he may
employ a PR firm to oblain editorial
space. Both have their legitimate ends
and they are independent of each oth-
er There is nothing “sneaky”™ about
using one without the other. Just
where is the “major clash™ Mr. Lan-
dry is 1alking about? The radio col-
unm of the New York T7mes is open
to advertisers and non-adverlisers on
an exaclly equal footing. The pubhsh-
ers of that venerable daily have found
it honorable and profitable 10 keep it
that way. They do not appear to be
worried aboul their radio editor be-
becoming dreamy-eyed when he sees a
'R man. nor that he will sell out for
a bottle of yogurl.

the stories.

Ep GrElr
Partner

Banner & Greif
New York

TV STUDY AT U. OF MISSOURI

In a recent issue of SPONSOR. you
carried a fine piclure report of the re-
cent Hofstra study of brand prefer-

ences aniong owners and non-owners

of television sels. 1 ripped the pages
from my copy of sponsor. and then
cul out the individual numbered pic-
tures and cemented them to cards for
use m a baloptican projector.

Twelve of the picture panels backed
up each other on two sides of a single
page. To take care of them, T cut win-
dows in the cards and put the panels in
the windows beneath pieces of clear
plastie. But in spite of the great piece
ol scolch tape and rubber cement. |
did a lousy job. and of course the nu-
merical order of the panels is messed
up, what with panel 14 being on the
back of panel 6 and panel 9 being
backed up by panel 15.

|
|

¥

5,000 Watts Full Time

e S LAl

o
i

mJohn H. Phipps, Owner |
L. Herschel Graves, Gen'i Mgr.'d‘:
FLORIDA GROUP

Columbia 10
Broadcasting J B
System R
e o £ 2 St A NS &t
National Representative | 132|
JOHN BLAIR AND COMPANY ‘
_— TH

Southeastern Representative

HARRY E. CUMMINGS

PPRESCRIBED FORR

MYSTERIES |
Five minute open end TV film -
series just completed in Holly-

wood, now available on a 3 or i
5 weekly basis to regional and |
national advertisers only. For 1
complete information, audition g

print and low per market rate,
WRITE OR PHONE NOW

- - it
Charles Michelson, Inec. |
Pioneer Program Praducers Since 1934 h

23 West 47th 5¢.,N.Y.19 - PL7-0695 ¢

SPONSOR
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SALES tHru THE AIR

WITH THE

GREATEST or EASE

—When you buy Southern
California’s most responsive,

BUYING audience . . . on
5 KW KFVD Los
1020 KC ANGELES

THE CENTEROF YOUR RADIO DIAL

GROWING
GROWING

GROWN

MORNING PERIOD®

PLUS...

a 14.8 Over-all Audience
Increase Since 1949

ANOTHER BONUS
FOR ADVERTISERS...

Special merchandising
department for extra
promotion of sales.

*January, February, 1950 Hooper

WABB AM 5,000 Watts

FM 50,000 Watts

AMERICAN BROADCASTING
COMPANY
OWNED AND OPERATED BY
THE MOBILE PRESS REGISTER

NATIONALLY REPRESENTED BY

THE BRANHAM COMPANY
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. of sroxsoRr.

I chowed the display to my class in
Radio and Television Advertising yes-
terday morning and certainly want to
continue using them. But I had better
improve it. For that purpose, will you
kindly send me two copies of the issue
in which the Hofstra report appeared.
and bill me for same? Or. better. could
you let me know what it would cost
to get 4 x 5 glossy prints of the photo-
graphs from which you made vour en-
gravings?

Mirrox L. Gross

Associate Professor of Journalism
University of Missouri

Columbia

FARM DIRECTORS APPLAUD

On behalf of America’s radio farm
directors, I want to thank you very
much for the spread that you gave
us in the 9 October issue of SPONSOR.
And I want to personally thank you for
carrying the group picture of the A &
M boys on tour as well as the story on
cur farm program setup at KTRH.

I might mention that [ showed the
copy to the sponsor mentioned in the
outline, Uncle Johnny Mills, and they
too were very appreciative.

We radio farm directors certainly
have much to be thankful for in hav-
ing an outstanding trade publication
such as yours aware of the value of
farm program sponsorship.

GEORGE ROESNER
KTRH

Houston

I would appreciate having a copy in
my files of the excellent article, “The
farm director: what a salesman!”
which appeared in the 9 October issue
This is the finest article
of its kind | have ever read and will
be most helpful to me.

Arvin D. Baver
Farm Service Director
KPOJ

Portland

APPLAUSE FOR LANDRY

I do not think there is any question
in your mind that I am a terrific boost-
ev of your magazine. 1 think you have
increased your readability by printing
in every issue an article by Bol Lan-

| dry. Although I don’t know Bob per-

ARE YOU
GETTING YOUR

FULL SHARE~
OF _

$431,000,000.00

NEGRO MARKET?

Reach mare than %2 million Colored
people in the WMRY caverage
areo. Progrommed for Negroes by
Negroes, WMRY is effectively direct-
ing the buying habits of this vast,
faithful audience. WMRY
is the only sure way of

sharing in oll of this
$431,000,000.00 morket.

WMRY

‘“600 ON THE DIAL’

THE ONE DIRECT APPROACH TO NEW
ORLEANS’ LARGEST MAJOR MARKET

TOM, DICK
and HARRY

for lease or

OUTRIGHT SALE

156 NEW 15 minute shows
When these zany characters go
through their transcribed
“crackrobatics” your audience
will sit up and pay attention.
Over a MILLION pieces of fan
mail have proven this ace radio
team has a huge loyal audience
which listens—and buys. Cost
in your area is small. We'll be
happy to send low rates and a
free audition disc.

SINGING JINGLES

We’ll “taylor-make” one or a
series of professional jingles
for you at a price so low you’ll
be surprised. Send for a free
audition disc of “taylor-made”
jingles now on the air.

TAYLOR
Productions, Inc.

6700 SUNSET BLVD.
HOLLYWOOD 28, CALIF.
HUdson 2-1089
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Mr. Justin Miller, Pres.
National Assoctation of Broadcasters
Washington, D. C.

Dear Justin:

Happy Noo Year ter yuh! Hopes
vuh has many
more uv ’ em!
This is a mighty
good time ter
tell yuh ’bout
sumpthin’ noo
thet WCHS is
doin’ sunip-
thin’  yuk’ll  be
glad ter hear!
Yessir, Justin,
WCHS and Vor-
ris Harvey Col-
lege here in
Charleston, ¥ est
Virginny, is of-
ferin® college
credit courses
over th' radio!
Now ain’t thet
sumpthin’? |
heerd ‘em tallc-
in’ th® other day,
an’ beginnin’
January 26 folls
in West Virginny
kin start goin’ ter college by lissenin’

N :
Wilﬂm ,
HesT VIRGINIO i
Od

ter WCHS! Jest tho't y'ud like ter
hear ’bout sumpthin’ noo on Noo
Years!

Yrs.

Algy

WCHS
Charleston, W. Va.

Selling
Power

PROVEN BY ARBI

The XL Stations

of the Pacific Northwest

« WASHINGTON
KXLY—Spokane

» OREGON
KXL—Portland

» MONTANA
KXLF—Butte
KXLJ—Helena
KXLK—=Great Falls
KXLL—-Missoula
KXLQ-—Bozeman

Pacific Northwest Broadcasters

Soles Monogers

Wythe Walker
347 Modison Avenue
New York 17, N. Y.

Tracy Moore
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6381 Hollywood Blvd.
Hollywood 28, Calif.

|sonally, 1 have always been a great ad-
(mirer of his, inasmuch as he was at
s a working newspa-
per man in Shreveport. Atlanta, and
Little:. Rock. T was a Variety corre-
spondent, and it gave me the occasion
to correspond with him. Believe me.
those checks sure looked good in those
days.

| really think you are doing your-
self proud having him on your payroll.
| have missed him for a long time and
believe there are hundreds in the in-
dustry that feel the same way.
JuLiAN F. Haas
Conunercial Manager
KARK
Little Rock

AUTOMOBILES
(Continued from page 49)

by featuring stars like Helen Hayes,
Judith Anderson and Henry Fonda.

Hudson (agency: Brooke, Smith,
French & Dorrance, Detroit) bought a
heavy schedule of TV announcements
in all major markets for its new 1951
models. Radic announcements were
used where TV was not available. Hud-
son’s nelwork TV effort, the Billy Rose
Show over ABC, Tuesdays, 9 p.m. 1o
9:30 pm.,
matic productions on the air. Jed Har-
ris with long Broadway experience di-
rects. Like everything else that in-
volves Billy Rose, the figures are high
for this half-hour program. Without

“ncluding time, the budget has been

| |estimaled at $25,000 weekly.

. Kaiser-Frazer (Wm. Weintraub,
| New York) excites mystery fans with
|the FEllery Queen Show, DuMont,
| Thursday 9 p.m. 10 9:30 p.m. The TV
program is supplemented by a radio
|amouncement schedule.

Lincoln-Mercury (agency: Kenyon
| & Eckhardt, New York) has one of the
| top rated video shows in Ed Sullivan’s
|Toas/ of the Town, Sundays, CBS, 8
p-m. to 9 p.m. Production an(l talent
$16,000 weekly. This com-
| pany prepared about 20 different radio
| announcements. mostly musical. to help
promote the new car.

estimate:

Nash (agency: Geyer, Newell & Gan-
ger, New York) introduced its new car
witll announcements over 150 radio
stations and 50 TV stations. The ma-
jor effort on the air is the Nash Air-
Jlyte Theater. a dramatic show on CBS.

is one of the better dra-|

Thursdays (10:30 p.m. to 11 p.m.)
Production and talent costs: $20.700
weekly. Nash also uses two Charles
Michelson transcribed radio
The Sealed Book and the Musical Com-
edy Theater.
Oldsmobile (agency:

D. P. Brother,

Detroit) has au excellent TV property |

at these times in the across-the-board
CBS news show 7:30 p.m. to 7:45 p.m.
Cost of the show is about $8,500. Olds
will introduce comedian Sam Levenson
on his first network series Saturday.

I've got the
smallest cost
per
thousand
on the

coast

FOR QUICK, EASY
REFERENCETO
YOUR COPIES OF

SPONSOR

- get the
beautiful
SPONSOR
binder

*4

BINDER ORDER FORM

SPONSOR
510 Madison Ave.
New York 22

Please send me Binder holding 13 is-
sues and bill me later.

NAME
" FIRM
ADDRESS

ZONE STATE
) $7 two binders

CITY
[0 %4 one binder

SPONSOR

shows. |

i

[f
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Jan. 27, 7:00 p.m. to 7:30 p.m., CBS-
TV. Radio announcements will be car-
ried over 158 stations for a two-month
| period.

"1 Plymouth (agency: N. W. Ayer,
New York) has arranged for one-shot
“{'deals on Monty Woolley, Fabulous
%) Montagre, NBC, 9 to 9:30 p.m. and
1l Nera W uife, NBC, 8 p.m. to 8:30 p.m.,
ﬂi bath for Friday, Jan. 12.

"I Pontiac (agency: MacManus, John
& Adams. Detroit) hit hard with a sat-
uration ¢ampaign that included radio
armouncements five times daily over
{ 1,125 stations and TV announcements
{ about three times daily on 96 stations.
! These radio and TV announcements
 featured such personalities as Arlene
Francis, John Daly, John Kennedy,
and Kyle MacDonnell.

I Packard (agency: Young & Rubi-
| cam, New York) sponsors Holiday Ho-
:' tel over ABC-TV Thursdays 9 p.m. to
9:30 p.m. at a cost of about $14,000
| weekly for production and talent. For-
 mat is a variety show with a hotel
background. Young & Rubicam also
produced about 12 film announcements
for dealer use.

Studebaker (agency: Roche, Wil-
liams & Cleary, Chicago) used 94 sta-
tions for its radio announcement cam-
- ' paign to launch the new car.

' There’s no doubt that automobiles
' have become a permanent fixture on

of

|

e e

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

46.0 HOOPER
AYG. S5 PERIODS., WIN.

ABC STATION

WBTM

HOLLINGBERY

1850

JOE ADAMS

REACHES ALl

NEGROES

IN LOS5S ANGELES

K o w L 5060 WATTS

L CLEAR CHANNEL
LOS ANGELES -"SAMTA MOMICA, CALIF,
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TV screens (though appraisal of this
year’s activity indicates that this me-
dium will be used as a specialized tool
for many years to come). When tele-
vision set owners actually get color
reception, automobile advertisers ex-
pect even greater results from the me-

dium. Complicated machinery can be
shown in depth with different colored
parts. What is probably most impor-
tant for the women, who help make the
decisions on car buying, is that style
and appearance will be shown to the
fullest advantage. * ok ok

A128 “A Golden Egg,” WTRF, Bel-
laire, Ohio—brings together 19 letters
from distributors, sponsors, retailers,
and listeners pointing out the effective
results of WTRF.-FM. The brochure
gives additional facts on station cover-
age and FM sets in the market area.

A129 “Complaint,” RCA, New York
—is a copy of the temporary injunc-
tion filed by RCA to restrain the FCC
from immediately enforcing its order
for adoption of color TV standards.

A130 “There’s Dollars in WERD-
ville,,” WERD, Atlanta—is a pioneer
study of the only Negro-owned radio
station in the United States. The book-
let gives population distribution, in-
come levels, and random facts on the
vast Negro population which lives in
the listening area of WERD.

A131 “A Market Study of Burnaby
Municipality,” CKNW, New West-
minster, B. C.—shows the results of an
up-to-the-minute survey of the Burnaby
Municipality. Survey reports listening
habits of market area.

Al132 “A Market Study of Greater
New Westminster,”” CKNW, New
Westminster, B. C.—illustrates the early
morning and late evening listening hab-
its of the population of Greater New
Westminster. CKNW is station favored.

A133 “Data Sheets on TV Sta-
tions,”” Petry & Co., Inc., New York—
presents standard, individualized in-
formation on 12 Petry TV stations.
Each report contains information on
the market, programing, operating
schedule, personnel, coverage, etc.

T“"LS available to sponsors

Here are informational tools that sPONSOR feels can be of use to you.
Requests for material must be made within 30 days.

A134 “‘Advertising Problems Dur-
ing Shortages,” Schuyler Hopper Co.,
New York—is devoted to ad problems
that confronted managemcnt in the
economy of 1941-1945. Advertising’s role
in a seller’s market is stressed.

A135 “Tele-Census,”” Woodbury
College, Los Angeles—indicates cartoon
advertising is preferred by TV viewers
on West Coast. From 42% to 449 of
3,000 set owners cliecked made pur-
chases as direct result of TV commer-
cials. From 26% to 36% believed
color was one to two years off.

A136 “What Every Adrertiser
Should Know When He Buys Radio
Time in the Triple Cities Trading
Area Which Includes Binghaniton,
Johnson City, and Endicott,”” WNBF,
Binghamton, N. Y.—presents audience
data on retail markets and coverage of

WNBF, WKOP, WINR, and WENE.

A137 “The Big Plus In Litile
Rock,” KARK, Little Rock—is a re-
port on coverage, audience ratings of
this station. average county penetra-
tion, cost per thousand families and
impact on principal shopping radius.

A138 “KTTV Channel 11,” KTTV,
Los Angeles—pictorial record of first
year’s operation of this Los Angeles
Times-CBS station.

A139 “A New Approach to the
Buying of Radio Time,” WOV, New
York—is a description of the station’s
three evening programs sold to par-
ticipants at a single rate.

SPONSOR

510 Madison Avenue, New York 22, N. Y. 0 A128 0 A134
To obtain any of the tools listed, place check in boxes ] A129 ] A135
fo right 0 A130 0 A136
NAME 0O A131 0O A137
COMPANY O A132 0O A138
ADDRESS ] A133 O A139
CITY & STATE
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Radio: guessicork medium

Contrary to the present belief of
many broadcasters, national advertis-
ers and their advertising ageucies are
not oul lo underrate or downgrade ra-
dio.

What many radio station operators.
and some network executives, don’t un-
derstand is that the national advertis-
er. by and large, expects no more or
no less from radio than from any com-
petitive medium.

True. the advertiser wants to get the
most for his advertising dollar. And
over the past 14 years, according 10 a
recent Printers’ Ink study. radio has
been tops with the firms that spend
most. National advertisers are not out
to scuttle radio. Why should they.
when the P&G’s. General Foods'. Lever
Brothers’ only stand to gain by help-
ing keep the medium that means most
to them prosperous.

In todav’s atmosphere the NBC
nighttime rate reduction decision

(which scemed destined for defeat as
this issue went to press) is hard for the
stations to fathom. While most criti-
cism is heaped on NBC, not a few sta-
tions point to the so-called “buyers’
strike” as the thing that brought it
about.

Jut the real cause stil goes unno-
ticed.

Advertisers want to pay for what
they get. In the case of radio they
don’t know what they get.

Advertisers ke to be sold. Radio
as a medinm does minimum: selling.

Actually, advertisers don’t honestly
know whether radio is overpriced or
mderpriced. Thev've been led 1o be-
lieve by the advent of televiston and
the constam sniping of competitive me-
dia that nighttime radio is on a tobog-
can. But do they know? How can they

64

know? The networks themselves don’t
know.

The number one cause of radio’s
temporary loss of prestige is too much
rescarch—vet not enough. As one far-
sighted network executive put i, “Why
blame the sponsor. We're drowning
him with Hoopers. Nielsens, [Pulses,
Conlans. and what have vou. The sta-
tion uses the rating that best serves
his specific purpose. And the ratings
by different services in the same city
are often poles aparl.”

What there isn’t enough of is defi-
nitive research that accurately mea-
sures how much listening goes on in-
side an average American home. The
day of personal-set and individual-
toom listening (in TV homes and non-
TV homes) has arrived. Yet who mea-
sures  bedroom, bathroom. kitchen.
porch. den listening adequately?

Not Hooper. Not Nielsen. Not even
Pulse with its personal interview sys-
tem.

Today nobody knows the true di-
mensions of radio. Radox (the Phila-
delphia electronic systemn} could have
measured it. But Radox died some
months ago.

If nobody knows the true dimensions
of radio (out-of-home listening is still
in its early stages of Pulse analysis
and in-home hstening hasn’t even be-
gun to be adequately measured) who
is to blame?

The responsibility for measurcment
of a medium rests with the medium it-
self. Why blame the advertiser if he
thinks radio should be downgraded?
Nobody has convinced him differently.

Radio has been almost as remiss on
the promotional front. Mitch’s Pitch
was magnifieent, but he couldn™t do
everything with limited funds and lim-
ited His major sales effort
was on the local radio level. Since TV’s
advent the innuendo strategy of the

months.

black-and-white niedia has paid big
dividends—at radio’s expense. And if
the networks and NYAB have countered
this petty sniping in telling fashion
we've missed noticing it .

We understand that the NAB's alert
Bill Ryan is checking research means
of proving radio’s full worth. We
know that the milhon dollar BAB has
the strong endorsentent of NAB mem-
bers. These point the right way.

We think that NBC’s rate reduction
suggestions will die when the affiliates
meet in New York 10 Janunary. But
unless radio learns to (1} correctly
comt its audience, (2} positively de-

fend itself, we believe it's in for un.
happy days.

We recommend that the wheels gain
momentum fast. Maybe the advertiser
deserves a rate decrease. Then he
should get 1. Maybe he should pa:
more. He’ll be glad to pay it

Right now he doesnt know.

Research experts like Alfred Politz
have the confidence of major advertis-
ers and are wecll versed In accurately
measuring media. The networks joint-
ly or separately. the NAB, should con-
tact such people and quickly make
plans for a measurement of radio.

Radox. though defunct, is still a su.

Radio’s problem

Do advertisers really know
what radio is worth?

How can they., when broadcast-
ers don’t know the
true dimensions of the medium?

The responsibility for measur-
ing a medinm to the satisfaction
of the man whe foots the bills
rests with the medinm itself.

Mavbe radio rates are too high.
Maybe they're too low. Personal-
ly, we're eonvineed it’s the latter
but we'd still like to see the proof.

SPONSOR contends that it be-
broadecasters, who have
seen radio lose prestige with ad-
vertisers, to measure the medium
and present facts that any adver-
tisers can readily nnderstand and
appreciate.

We contend that radio as a me-
dium mnst be sold to national ad-
vertisers.

themselves

hooves

perb and relatively low-cost tool for
measuring all listening within a home.
The networks jointly can finance a re-
sumption of Radox in Philadelphia and
possible expansion to New York and
Chicago. Together with a suitable
eroup of agency-advertiser observers.
network researeh heads can use such u
svstem 1o good advantage in measur-
ing radio.

The NAB should immediately inau-
gurate a publicity campaign 1o boost
radio’s prestige. NAB has a top indus-
try relations specialist in Bob Richards.
We say. give him the job. The net-
works and stations will pitch in.

Why. we ask, continue radio as the
cuesswork medium?  Advertisers don't
relish it. Broadcasters lose by it.

SPONSOR




{ ’ [ith each new year, in fact

with each new day, radio

faces ever greater responsi-
bilities. As the articulate

- T -

voice of the nation it must,
and will, send to the ends of

AT WO R K the earth the message of hope
g |

and freedom which America
“ KEEPING alone holds out to the rest
of the troubled world. It 1s
with these thoughts m mind
that WJR pledges the re-

FreedO]_]l sources of 1ts men, 1ts woinen

and its broadcasting equip-

ment to the task of making

On tl]e the message of America

audible the world over!

Air

THE GOODWILL STATION, Inc.

FISHER BLDG., DETROIT

l‘
| CBS

| 50,000

: /

\ (G o T e FREE SPEECH MIKE

nearest Petry Office

4i WATTS
|




in its history!

October was the biggest month in WWDC'’s exciting history! Then
November topped October! And then December topped November!
This happened in Washington, mind you—a booming city with 4
newspapers, 4 television stations, and 14 radio stations. There’s just
one reason why: WWDC gives advertisers more results in dollars
and cents. Get all the dope from your Forjoe man.

* * * *

P. S.——Transit Radio (WWDC-FM) also broke all records for the
3-month period. Don’t overlook this hot new advertising medium
in your 1951 plans. National reps: H-R Representatives, Inc.

Ay




