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17 YEARS OF PROGRESS

|

INDUSTRY

. and St
Boing Strong/ l

Back in 1935...when Oshkosh B'Gosh, Inc., started

advertsing on WLS...their product consisted chiefly of overalls

and their annual sales volume was quotcd in six figures.

In 1952...after seventeen consccutive years of

WLS advertising ...Oshkosh B'Gosh products include more
than thirty classes of work clothing such as jeans, matched

shirts and pants, coveralls, coats, caps, ctc., in addition

to overalls...the floor space of their plant has been
increased nearly fifty per cent, and the efficiency
morc than doubled...and their sales
volume amounts to millions

of dollars annually.

We don’t claim
that WLS did it all...but
the very fact that Oshkosh B'Gosh, Inc.,

has advertised consistently on WLS for seventeen
consecutive years, is convincing cvidence of the part

WLS has played in this progress.

WLS can get comparable results for you.

Sce your John Blair man...or contact us...today.
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CLEAR CHANNEL Hame of the NATIONAL Barn Dance\  cveweo”
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890 KILOCYCLES, 50,000 WATTS, ABC NETWORK REPRESENTED BY JOHN BLAIR & COMPANY



Alternate week Hamilton Watch and International Silver have joined for alternate-
sponsorship week spot sponsorship of half-hour film program in about 20 markets.
links Hamilton, To give dealers close identity with project, series will be billed as
Int. Silver Your Jeweler's Showcase. Campaign idea developed at BBDO, which has
Hamilton account; Young & Rubicam, representing International, acted
gquickly on BBDO's invitation to become part of intra-trade merchan-
dising plan. (For analysis of this type of operation see What do you
know_about_alternate-week sponsorship, SPONSOR 8 September 1952.)

—SR-

Scott Paper, Scott Paper will star Patti Page and Frank Fontaine in half-hour TV
in upgrade move, show, costing around $25,000, on NBC Wednesday nights, starting 8
sponsors $25,000 October. Program will be produced by Scott's agency, J. Walter Thomp-
variety show son. Scott will alternate with Cavalcade of America (DuPont). This
is Scott's first venture in either TV or radio nighttime network spon-
sorship. Scott had hitherto confined itself to daytime television
participations and radio spots.

—SR—

Affiliate Acceptance by radio affiliates of NBC's rate adjustment proposal
compliance solved what could have been quite a dilemma for network. Like CBS,
takes NBC NBC when pitching several months before for remewals had assured cli-
] off big hook ents of rate decreases in fall. Among those mentioned in this classi-
| fication was such a consistent heavy NBC customer as Alka-Seltzer,

' whose News of the World strip and One Man's Family could amount to
around $6,000,000 in time and talent billings. NBC packages both
shows. Account that CBS definitely gave similar assurance to was P&G.

—SR—
FTC probing Federal Trade Commission poking into chlorophyll deodorants and indel-
chlorophyll ible lipsticks to check on manufacturers' claims. Collection of prod-
deodorant claims ucts in chlorophyll category is reported to be wholesale.
—SR—

| GE may add General Electric may be bellwether for appliance field in network
second radio radio. Even before it has debuted Bing Crosby Show (CBS), GE is show-
network show ing interest in acquiring a second network program. GE's radio splurge
is expected in broadcast trade circles to spur similar action from
other appliance leaders. GE also sponsoring two TV shows, Fred Waring
(CBS) and I Married Joan (NBC).

—SR-

Candidates’ Trendex doing special job on viewing of Presidential candidates, but
TV drawing data to date has been too_sparse to determine whether Adlai Stevenson
power not yet or General Eisenhower drawing bigger home audiences. Trendex figures
measurable it will be able to make valid comparisons mid-October. BBDO, one of
agencies for Eisenhower, has special rating studies under order.

--SR—
Lucky goes Lucky Strike, embarking on college radio, has deal with 50 college

to college stations to broadcast 2 programs daily—one, news; other, sports and
music throughout entire school year.
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REPORT TO SPONSORS for 22 September 19352

Advertisers,
agencies not
pressing for spot
adjustments

K&E absorbs
$4,000,000
worth of liquor
business

NBC joins
WLW's

mood programing
experiment

ARF will have
ANA floor

Peter Paul
in all-out
spot campaign

Radio copy
least
criticized

by FTC

ABC acts

revise
rate structure

Linkroum for
Pepsodent

Flurry of letters from advertisers and agencies asking about prospect
of cuts in national spot rates did not follow this fall's revision of
NBC and CBS network rate structure. This is in sharp contrast with
situation which followed network rate slash year ago. As yet few
agencies have addressed queries to stations on matter. One probable
reason: National spot business is booming; another: Stations have
sold hard on theme national rates shouldn't be tied arbitrarily to
network compensation. (See page 38 for detailed treament of topic.)

—SR—-

Two more New York agencies have gone through absorption process. Ef-
fective 3 November, 4 accounts held by Owens & Chappell move into
Kenyon & Eckhardt and 0&C dissolves. K&E gives the acquired billings
(all liquor accounts) as $4,000,000, which more than makes up for
K&E's 1oss of PM and Piel's Beer. Other agency which gave up its
identity by similar switch of accounts was W. Earl Bothwell, Inc.
Geyer, Newell & Ganger was recipient of Bothwell accounts.

—SR—

NBC has tossed its research facilities in with WLW, Cincinnati, in
experiment by station on block programing in radio. WLW, in schedul-
ing distinct type of programing for each night of week this fall, ob-
tained NBC permission to slot network shows as station saw fit. While
mood programing idea is nothing novel, WLW holds view full effect of
such policy can't be measured unless carried out from fall to summer.

~SR—~

For first time Association of National Advertisers has invited Ameri-
can Research Foundation to participate in open session of ANA conven-
tion, when ANA meets at Hotel Plaza, N. Y., 29 Sept. through 1 Oct.

—~SR—

Peter Paul concentrating its budget for remainder of year on what it
terms "greatest localized advertising program in history of the con-
fectionery trade." Using local programs and announcements in 150 ur-
ban and rural trading areas, plus TV announcements and local partici-
pations. (Strategy is in line with basic theme of SPONSOR article 11
August 1952, page 30, namely, trend toward market-by-market buying

in lieu of national coverage by buyers of radio and TV time.)

~-SR—

Radio appears to be least suspect among the checkers of commercial
copy on Federal Trade Commission. In latest FTIC report on "percent of
advertising continuities set as possibly false or misleading" stand-
ings of each medium for first 6 months of 1952 fall within following
percentages: radio, 2.85%; TV, 4.8%; newspapers, 4.9%, magazines, 5.1%.

.-SR—

ABC expects to put its own radio rate cut into effect 1 October, leav-
ing MBS only network standing pat with present rate card. Nighttime
will be reduced by 25%, and morning time upped by 5%.

—SR—

Pepsodent's Cynthia Stone-Jack Lemmon show, on CBS TV Tuesday and
Thursday (7:45-8:00 p.m.) will be directed by Richard Linkroum.

SPONSOR




In new haven

This trademark of the Marlin Firearms
Company of New Haven symbolizes

the ingenuity and scientific pioneering
that have been common to residents

of New Haven since Civil War days.

Marlin Firearms Company is just
one of the huge firms in New Haven, a
manufacturing center of over 550
industries. Its healthy economic life
means more business for you.

Best place to reach and sell

the buying audience in New Haven

is at home through WNHC-Radio.
Tailor made local programs and top
NBC Radio attractions keep

listeners tuned to their hometown station.

And they respond to sales messages like

gunpowder to a match.
Your match is WNHC-Radio.

new haven New England’s first

complete broadcasting service
Represented nationally by the Katz Agency
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| ARTICLES DEPARTMENTS |

How Fab caught up

Fab's $3,000,000 budget for air media was the prime factor in jumping the deter- : ; MEN, MONEY & MOTIVES 6
gent from |!th to second place in little more than a year. With radio running e 510 MADISON 7 10
interference, TV is expected to carry sales to a $45,000,000 high for 1952 23
NEW AND RENEW 13
Vet radio clients want proved shows . MR. SPONSOR: Abe Kanner 16
That's the main trend among many spotted by SPONSOR in this round-up of fall : P. S. 19
network programing facts. Following the article, you'll find a complete break- e RADIO RESULTS 40
down of network programs with production costs, sponsors, agencies 26
: MR. SPONSOR ASKS 44
Radio-TV co-op needu’t be food field stepehild COMMERCIAL REVIEWS 46
Retail ad traditions, not logic, account for grocers spending little co-op money ROUNDUP 59
in radio-TV. Included in this exploration of the problem are tips on how food .
manufacturers could stimulate use of radio-TV co-op to their advantage 20 AGENCY PROFILE, Paul Louis 54
g WHAT'S NEW iN RESEARCH 56
How TV put over a coffee vendor S SPONSOR SPEAKS o8 |
R-M sells coffee dispensers at $740 each. Their customers: businessmen manag- a
ing large plants and offices. Could a mass medium like TV sell such a product? -
Yes, say R-M executives, after a successful 10-week test on WCAU-TV 32 ‘ Editor & President: Norman R. Glenn
@,w Secretary-Treasurer: Elaine Couper Glenn
Two new coverage tools : Executive Editor: Ben Bodec
SPONSOR reports on NCS and SAM competitive air circulation measurements: i Managing Editor: Miles David
How will they affect agency time buying? What changes will they bring about i Senior Editors: Charles Sinclair, Alfred J. Jaffs
in matching air expenditures to distribution areas? What are the main points - Department Editor: Fred Birnbaum
of difference between them? Which is best-suited for agency use? 21 o Assistant Editors: Lila Lederman,
:V.a;-; Richard A. Jackson, Evelyn Konrad
""“’s c‘,s(.(outti".‘l g“‘ly(p(s rﬁ?”;[ Special Proiecfs Editor: Ray Lapica
One of them may solve a production problem that's been plaguing you 36 %ﬁ gc:’r':n:'::“"g Editors: R. J. Landry, Bob
r”.h Art Director: Donald H. Duffy
Will national spot radio rates be cut? “’fé‘ Photographer: Jean Raeburn
A few stations will cut soon due to net radio's rate reductions. But most stations ygg Vice President - Advertising: Norman Knight
will move slowly, an extensive SPONSOR survey indicates 38 S Advertising Department: Edwin D. Cooper
£ g (Western Manager], George Weiss (Travel-
h ing Representative, Chicago Office), Maxine
Cooper {New York Ofﬁc(e:). .*J;‘:.hn SAI Kov\j:hgk
. & Production Manager], nthia Soley, John
COMIN G £v1cCormac|< el !
= Vice President - Business Mgr.: Bernard Platt
- Circulation DeparfmenEfz !Eveéyn "Sah (Sub-
N o . seripti , Emi illo, tricia
1 sponsor's guide to regional netwcorks é”lm'“(Rh::;‘:g?rlservice]y Bl
How many of them are there? What advantages do they offer clients? These Secretary to Publisher: Augusta Shearman 4
are some of the questions this facts-and-figures article will answer G October Office Manager: Olive Sherban
Faaye
How to convert a radio soap opera for TV
Guiding Light” made a successful transition. It's an interesting case to study Published biweekly by SPONSOR PUBLICATIONS INC.,
. . . . comblned with TV, Executive. Editorlal, Circulation, and
5t only for potential soap opera sponsors but for any client interested in the Advertisiug Omlces: 510 Madison Ave., New York 22,
differences between radio and TV programing 6 Q¢ e R T e AE e et H’i‘gles'h?gn% sﬁhéﬁ'{§$’79§',’;§°3f
> ¢ tober 16) K. Grand Ave., Suite 110. D ]

West Coast Office: GOR7 Sunset Boulevard, Los Angeles,

’l‘elephche: Hlllnl{ie 8039. qI;)l'mtllmi omcﬁ: ltazintEtlm

yppie 3 ' S 1 . i1st Ave., {timore 11, 3Md. Subscriptions: nlte ates

Why @ld Spice speuds S 100.000 on air adrvertising s e

. . . . . . . Printed In U. S, A. Address ali correspondence to 518
Spot radio and TV split this amount in fall through Christmas campaigns which Madisan Avenue, Now York 22, N.Y. MTUrray TT1ll 8-2773.

have helped make product No. | in after-shave lotion sales Copyright 1952 SPONSOR PUBLICATIONS ING.




“KWKH is

uniformly
satistactory”

5 ]
111 = 2]
it u\" n ] »
E' B ““ L) 4 ; e it
Says W. T. HANNA I TADE
41
General Manager, Andress-Hanna, Inc. TEXAS-]* "3- ‘: N NAT
w | o ol ©
PROMINENT SHREVEPORT CAR DEALER A COUIBIANA® -
2 " “
B LA G 2 LY =
Selling big-ticket items such as Lincoln and Mercury u LV W :
automobiles, as well as bargain “leaders” such as ser- A " R )
vice specials, Andress-Hanna, Inc. certainly knows the AN - 3
relative values of various media in Shreveport. That’s ” 2
what makes us particularly proud to quote from a recent
letter from Mr. W. T. Hanna:
el — %
KWKH DAYTIME BMB MAP
.6 Study No. 2—Spring 1949
4 e are now well into the fifth year of our dailv KWKH’s daytime BMB circulation is 303,230 families,
. daytime, in 87 Louisiana, Arkansas and Texas counties.
‘ewscasts over KWKH and our continued sponsor- 227,701 or 75.0% of these families are “average daily |
hi ol e f of the hioch [ listeners”, (Nighttime BMB Map shows 268,-590 familie.s it}
Alp stands as conclusive proor o € high value we 112 Louisiana, Arkansas, Texas, New Mexico, Mississippi
lace on this advertising. We have checked results and Oklahoma counties.)

‘epeatedly by switching from one department to an-
sther. Whether we emphasize new cars, used cars, ;
ervice or parts specials, the returns have been uni-
ormly satisfactory. 99
(Signed) W. T. Hanna -
A Shreveport Times Station

Texas

SHREVEPORT € LOUISIANA
50,000 Watts - CBS Radio « ™ ioanSomeeny | Arkansas

Henry Clay, General Manager




a market
to turn

i-m'l 3 HOR=
BOOMING BATON ROUGE:

Population up 257¢% the last decade; 1951
retarl <ales over $160 million. Reach the

Jt‘ largest audicnce an WJIBO, NBC’s
7 §.000  watt  afhliate in  Baton
| Rouge, La.  Affihated with the

State- I'imes and Morning Advacate.

National Representatives
Geo. P. Hollingbery Co

G

O Robert J. Landry

Mloney |.
@

Bankers, admen, and TV film

The Bankers Trust Company of New York City has hired a trade
paper filin editor to research and okay applications for loans from
producers of television films. Remark this fact well, Mr. Advertiser.
It is historic. Tt clearly hints that competition among banks is de-
veloping. They want in on the new gravy train of films made for
home consumption and advertiser sponsorship.

* * *

Until practically this present moment of writing most bankers
have remained aloof from TV film financing. TV films seemed too
pew, too risky, too tricky. and delayed in their bookkeeping pavofls.
Significantly, neither the Bank of America in San Francisco nor the
First National Bank of Boston, both long associated with the supply
of credit upon which Hollywood studios turn out their features for
theatre exhibition, were impressed by video movies.

* * *

Suddenly comes this break. Things were happening too fast. The
demand for TV-on-film was too vigorous. No matter how the exist-
ing TV film producers financed themselves, by hocking the family
jewels or razzle-dazzling their wealthy pals. No matter that many
an amateur and many a no-talent director turned out mediocre
movies. TV was a consumer of any and all kinds of plausible enter-
tainment product.

* * *

Mr. Advertiser, vou should be as cautious as the banks will be.
TV film has big promise. Also large pitfalls. Very definitely. special-
ly qualified skeptical intelligences will be required to siit the goats
from the sheep. This lush new field will attract phonies by the peck.
As a hedge against phonies, Bankers Trust turned to Herb Golden,
with a record of 11 years on hard-boiled Variety. And don’t think,
Mr. Advertiser. you aren’t witnessing history when a tradepaperman,
any tradepaperman, is suddenly transformed into a banker!

#* * *

Advertisers have. understandably, taken the position that they will
share some of the risks of TV film production, but they will not,
in the main, lay it on the line in advance for the full negative cost.
TV film will get “first run” money from big national advertisers and
“second run” money from regional and local advertisers; and
“residual” money from re-runs and re-uses over a period of years.
On paper it looks good but nltimate dividends may be held in abey-
ance for long delayed playvoffs. Hence, at more than one point in the
procedure, the producer mayv need bank support to carry him. Suf-
fice. Mr. Advertiser, that vou will be party to an entirely fresh kind
of film exhibition economics, bearing only superficial resemblance to
the traditional financing methods for full-length Hollywood features.

(Please turn to page 82)

SPONSOR



‘and here s why..

Diversified industry is the main reason why Milwaukee
maintains top rank as one of America’s leading markets.

Diversified local programming is the main reason more
people in Milwaukee and in Wisconsin listen to WTMJ
than any other radio station.

One example of listener pull: Annual early morning pro-
gram promotion, a Gourd Give-Away, set a 1952 record of
23,435 packages mailed out.

Your Henry I. Christal representative will tell you, “You
can’'t do a successful radio selling job in Milwaukee and
Wisconsin without WTMJ, because only WTMJ gives you
primary blanket coverage of 628,916 of Wisconsin’s total
of 968,253 radio homes.” Ask him for all the facts on how
WTMJ dominates in Milwaukee and Wisconsin.

THE MILWAUKEE JOURNAL RADIO STATION

5,000 WATTS e 620 KC e NBC

_ . , » Represented by THEHENRY l CHR|STA!. C0. New York o Chicago







These programs carned for CBS Television advertisers the highest average vating
of all the networks for the broadcast season just past—from October thvougl Jiu,
In this period advertisers increased their tnvestment on CBS m
by 95.2% over the corrvesponding period of the year before
a rate of tncerease 37% greater than that of any other netico
We’re spent the Summer building an even stronger program schedule
adding new shows, new personalities, to last year’s sturdy structicre

So keep your eye on CBS TELEVISION @

Your customers do.



L=7
\qf)« 952

30

YEARS

OF

FAITHFUL SERVICE
TO ALL CLASSES
IN FRENCH CANADA

lhis year, as the pioneer
French language station
iIn America, we take hum
ble pride in celebrating
our Thirtieth Anniversary

. with the knowledge
that now, as always, we
are serving consistently
more listeners than any
other private station in

the Province of Quebec.

€8S Ovtlet In Montreal
Key Station of the
TRANS-QUEBEC radio group

CKAC

l MONTREAL

730 on the dial @ 10 kilowatts

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

10
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THE CHICAGO CONVENTIONS

If you would like to bring your ar-
ticle on the Chicago convention televi-
sion up to date, you might mnake men.
tion of the fact that there was another
spon<or besides Philco, Westinghouse,
and Admiral.

adison

John Wald, the "Richfield Reporter,’ deliv-
ered the commercials during the conventions

In Los Angeles, which is quite a
television area, both conventions were
put on in their entirety by Richfield
Oil Corporation.

Because of Richfield’s traditional
policy of moderation with respect to
commercials, many people in this area
thought the Richfield convention tele-
casts were the best available.

Frep M. Jorpan, Adv. Mgr.
Richfield Oil Corp.
Los Angeles

pe—

PERSONNEL SERIES

Your very excellent series of articles
on the personnel of the advertiser-agen-
cy relationship was one of the finest
that I’ve seen of its type. The merit of
these articles lies not only in the full-
drawn picture of the man and his job
but also of the interrelationship of the
whole concept of advertising and pro-
motion in the larger scheme of busi-
ness. Your editors are to be congratu-
lated for a comprehensive job, inter-
estingly presented and well done.

The work of Si Urankel calls for
special mention. His art perfectly com-
plements the subject matter. It was
clever, pungent, and most graplnc.

Through your courlesy, we were al-
lowed to reprint a condensation of part
four of the series. the “Account Iixec-

utive,” in our July Advertiser’s Digest.
We like the reception accorded the ar-
ticle so much that we are pressing
vour generosity and request permis-
sion to use part three of the series,
“Ad managers | like best and why,”
from your March 10 issue of SPONSOR.
S. A. WaATERMAN, Editor
Publishers Digest
Chicago

FILM PRODUCERS

Since our services weren't mentioned
in the Fall Facts issue, 1 wish to ad-
vise that Film Studios of Chicago has
been supplying film series and features
to the TV stations since 1945.

We were the first to produce a womn-
en’s series for TV, known as Woman
Speaks, which has played two-thirds of
the stations from coast to coast.

Specializing in women’s films, we
produced and are now releasing a se-
ries of 26 reels known as Women of
Today, covering activities of the mod-
ern women of today who have made
the papers, magazines, radio, stage,
screen, and television during the last
few years.

H. A. SeaxvtH. Mgr. Dir.
Film Studios of Chicago
Chicago

CANADIAN MARKETS

In reading your very interesting sec-
tion on the Canadian market in the Au-
gust 11th edition of sroNsor, I noted
that Harry Ferguson, Inc., manufac-
turers of the Ferguson Farm Tractor
was not included in the list of Canadi-
an or U. S. companies using Canadian
radio.

The fact is that since the week of
March 17, 1952, we have placed the
Ferguson Farm Press News with Jim
Coulter, a Canadian commentator on
21 Canadian stations once a week via
transcription, on a continuing basis, in
addition to transeribed spots for over
a year.

My reason for calling this to your
attention is not entirely to protest the
omission. However, it is possible that
since we did not negotiate with the
networks but with the stations individ-
ually through their representatives that
such sponsorship may have been over-
looked in the CAB survey.

Cuick Lino, Assoc. Dir. of Films
Fuller & Smith & Ross. Inc.

Cleveland

SPONSOR




what makes WLAC eliek:

Programming with personalities who draw, hold and SELL listeners!

This

is GENE NOBLES, WLAC's famous all-night disc jockey, who for five years has held the
undisputed claim to selling more recordings by direct mail than any other an in the world.

His average of 2,000 orders per day the year 'round has never been chal

This

is ANDY WILSON, one of WLAC's many popular folk music (hillbilly) stars, whose
(December, 1951) achievement of pulling 40,952 pieces of mail from 3,387 towns in 25 stales

in three weeks gives him top billing in this field of entertainment.

This

is AUDREY HOLMES, the "Question-Answer Lady" of the CBS Garden Gate show, whose own
"Llady of the House” program on WLAC has frequently led all daytime Hooperatings in Nashville.

Her sales ratings on products advertised have kept pace with her Hooperatings.

This

is YOUR ESSO REPORTER, now in his 13th year of 4-a-day news broadcasting for the Esso
Standard Oil Company. Over 16,000 programs for a single sponsor earns for WLAC a niche in

radio’s Hall of Fame.

This

is MARY MANNING, producer and announcer of two of WLAC's most sought-after shows—
"Woman's World” and "Interesting People”. An independent survey proved that, out of four media

used, her advertising messages were the most often remembered.

This

is F. C. SOWELL, WLACs radio-newspaper editor (and general manager) whose weekly summary
of news from county newspapers has cemented strong bonds of friendship between WLAC and the

rural editors. Over 1,000 complimentary press notices in 5 years.

All these and many more—plus radio’s best network programming, via CBS
Radio, combine with 50,000 watts power to make WLAC a productive station.

WLAC -Nashville’s SALES Power Station

l THE KATZ AGENCY, INC., NATIONAL ADVERTISING REPRESENTATIVES

' 22 SEPTEMBER 1952



it's the most
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When you specify WITVN to do the job for b Mo f "
you in the Giant Ohio market, you'll receive the U'I' ST 0 ﬂ eeo
ultimate in programming and production facil-

ities engineered to your needs, and merchandis- %e

ing assistance plus. Television Center WTVN is

designed to se/l products quicker and cheaper. %Cédvﬂdéd‘%?
Remember, Columbus, Ohio is served and sold

by WTVN. Write or telephone for complete %W“w

information today.

by WTVN Channel 6

Write for details today

INC.

=) ENTERPRISES

Edward Lamb Enterprises, Inc., Hotel Barclay, 111 E. 48th St.,, N. Y. C.

WICU-TV—Eric, Pa.—Headley-Reed Co. WHOO—Orlando, Fla.—Avery-Knaodel, Inc. WTOD—Toledo, O.—Headley-Reed Co.

WTVN-TV—Columbus, O.—Headley-Reed Co. WIKK—Erie, Pa.—H-R Co. ERIE DISPATCH, Ene, Pa.—Reynolds-Fitzgerald, Inc.

12 SPONSOR
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New on Radio Networks

SPONSOR ‘, AGENCY STATIONS PROGRAM, time, start, duration
French Sardine Co Inc Rhoades & Davis CBS 187 Arthur Codfrey Show; T, Th, alt F 10-10:157 am;
2 Sep; 52 wks
General Electric Co Young & Rubicam CBS 200 Bing Crosby Show; Th 9:30-10 pm; 9 Oct; 52 wks
General Mills Inc Dancer-Fitzgerald- ABC 327 Time for Betty Crocker; M-F 7:40-45 am; 2-2:95
Sample pm; 3:55-4 pm; 1 Sep; 52 wks (PDT)
Gillette Safety Razor Co Maxon ABC 323 Cavglcatl‘l(e of Sports; F 10 pm-conclusion; 5 Sep;
wks
Andrew Jergens Co Robert W. Orr CBS 110 lersgens 3|-9Io||y':vood Playhouse; Th 9-9:30 pm; 4
ep; wks
Kellogg Co teo Burnett CB5 173 Houscparty; T, Th 3:30-45 pm; 2 Sep; 52 wks
Mars Inc Leo Burnett CBS 180 People Are Funny; T 8-8:30 pm; 30 Sep; 52 wks
Miller Brewing Co Mathisson NBC 118 First Nighter; T 10:35-11 pm; 7 Oct; 52 wks
Philip Morris & Co Biow CBS 194 What's My Line; W 9:30-10 pm; 3 Sep; 52 wks
R. J. Reynolds Tobacco Co William Esty NBC 155 Football Scoreboard; 5at 5:30-45 pm; 4 Oct; 9 wks
Sterting Drug Inc Da;cer-Fitzgerald- ABC 323 Mystery Theatre; W 8-8:30 pm; 8 Oct; 52 wks
ample
Wildroot Co Inc BBDO MBS 516 Ti;_us M:ody Spcaking; T, Th 7:55-8 pm: 30 Sep;
2 wks
Wildroot Co Inc BBDO MBS 516 Twenty Questions; Sat 8-8:15 pm; 4 Oct; 52 wks
2 Renecwed on Radio Networks
]
SPONSOR ‘ AGENCY I STATIONS PROGRAM, time, start, duration
Armstrong Cork Co BBDO  CB5 189 Theatre of Today; Sat 12-12:30 pm; 20 Sep: 52
i wks
As;ociati%n of American Benton &G Bowles NBC 192 Railroad Hour; M 8-8:30 pm; 29 Sep; 52 wks
ailroads
Bristol-Myers Co Doherty, Clifford & Shen- ABC 322 Break the Bank; M-F 11:30 am-noon; 22 Sep; 52
field wks
Chrys;er Corp (De Soto BBDO NBC 191 You Bet Your Life; W 9-9:30 pm; 1 Oct; 52 wks
div
Colgate-Palmolive-Peet Co William Esty NBC 182 Strike It Rich; M-F 11-11:30 am; 29 Sep; 52 wks
Colgate-Palmolive-Peet Co William Esty NBC 179 Bob & Ray; M-F 11:30-45 am; 29 Sep; 52 wks
General Foods Corp Benton & Bowles CBS 158 Wendy Warren; M-F 12-12:15 pm; 15 Sep,; 52 wks
Culf Oil Corp Young & Rubicam ABC 227 lohsn Daly & the News; M-F 10-10:15 pm; 15 Sep;
2 wks
Culf Oil Corp Young & Rubicam NBC 138 Counterspy; Sun 5:30-6 pm; 5 Oct; 52 wks
Miles Laboratories Inc Geoffrey Wade CBS 151 Hilltop House; M-F 3-3:15 pm; 52 wks
Miles Laboratories Inc Geoffrey Wade CB5 152 Curt Massey; M-F 5:45-6 pm; 29 5ep; 52 wks
Orange-Crush Co Fitzmorris & Miller MB5 244 Creen Hornet; W, F 5-5:30 pm; 10 5ep; 52 wks
Ralston Purina Co Gardner ABC 318 Space Patrol; 5at 10:30-11 am; 5 Oct; 52 wks
R. |. Reynolds Tobacco Co William Esty NBC 179 Camel Caravan 5Starring Vaughn Monroe; W 8-8:30
| pm; 3 Sep; 52 wks
Serutan Co Franklin Bruck NBC 190 Victor Lindlahr; M-F 8:15-30 am; 8 Sep; 52 wks
Toni Co Tatham-Laird ABC 261 It 5I'Ziappkens Every Day T, Th 2:30-35 pm; 2 Sep;
wks
BBDO MBS 535 The Shadow; Sun 5-5:15 pm; 5 Oct; 52 wks

Wildroot Co Inc

New National Spot Radio Business

STATIONS-MARKET

CAMPAIGN, start, duration

SPONSOR " PRODUCT AGENCY

Ford Motor Co Lincoln-Mercury div Ken{log )Cr Eckhardt
(N.Y.

Oakite Products Inc Oakite Calkins & Holden, Car-
lock, McClinton &
Smith (N.Y.)

Pinex Co Cough syrup Russel M. Seeds (Chi.)

Procter & Camble Co' Duz Compton (N.Y.)

Memphis

Scattered mkts

33 Northern mkts
South; Southeast

Chainbreaks; anncmts: 29 Sep;
4 wks
Partic; 29 Sep; 13 wks

Anncmts; 13 Oct; 21 wks
Anncmts; 1 Oct; 13 wks

4

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

refer to Vew aad Re-

new category

Sherman Headley (1)
E. . Smith hH
Allan Kalmus 3
N. S. Ginshurg 1)
Doty Edonarde (1)
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New and renew

14

John L. Akerman
Morton A. Barrett
foe W. Bencs

Don Bishop

Cale Blocki

William K. Brusman
Bernice Coe

Clare Copeland
Robert Criar

Doty Edouarde

E. E Eshleman |r
Clenn W. Gilbert
Norman S. Ginsburg
Norman Gittleson
Sherman Headley
Leroy E. Kilpatrick
Auriel Macfie
Carvin Meadowcraft
Lincoln W. Miller
Paul Mowrey

Fred W. O'Brien Jr
Lawrence H. Rogers
Edward GC. Smith
Bernard Tabakin

Alan Torbet

Harry Barnes Tremaine
Cene Wilkey

Meg Zahrt

National Broadcast Executives

FORMER AFFILIATION

KMOX, St. L., gen mgar

WCBS-TV, N.Y., sv¢ mgr

KCOY, Santa Maria, gen mgr

NBC, N.Y., magazine editor

John Blair, Chi., vp

WHK, Cleve., slis

Sterling Television, N.Y., sls
All-Canada, Montreal, stn rep, prog sls
Kenyon & Eckhardt, N.Y., radio-tv prod
NBC TV, Hlywd., west div mgr spot sis
Paul H. Raymer, Chi., sls exec

Armed Forces, captain

DuMont, N.Y., stns prom mgr
WJAR-TV, Providence, sls, prog mgr
W.CO-TV, Mnpls., dir of tv

WSAZ Inc, Huntington, W. Va., chief en;
NBC, N.Y., asst magazire editor
WKMH, Dearborn, sis

KXA, Seattle, vp

ABC TV, N.Y., prog sis dept

KVOD, Denver

WSAZ Inc, Huntington, W. Va., chief eng
ABC, Chi, mgr radio net (Central div)
MCA, L. A., head tv opecrations

KROW, Oakland, gen mgr
Esquire Magazine, N.Y., space sls
WCCO, Mnpls., gen mgr

BAB, N.Y., asst dir

NEW AFFILIATION

CBS, N.Y,, radio spot sls

Same, operations, sls sve mgr

KDB, Santa Barbara, mgr

Same, press dept tv mgr

BAB, Chi., office mgr

Same, gen sls mgr

Same, tv stn sls vp

CKWX, Vancouver, asst sls mgr

W'NS, N.Y., prog dir

KNBH, Hlywd , sls mgr

Same, N.Y., sls exec

WCAR, Cleve., local sls rep

Same, adv, prog prom mgr

Same, mgr tv operations

Same, asst mgr

Same, vp-tech dir

Same, magazine editor

WI]BK, Detroit, sls rep

K'RO, Seattle, asst to pres

WIZ-TV, N.Y., prog mgr

WW]-AM-FM-TV, Detroit, merchandising, publ mgr

Same, vp-gen mgr

WTCN, Mnpls.,, gen mgr

PSI-TV, Beverly Hills, West coast operations vp {new
office: 218 North Canyon Drive}

KSFO. S. F., gen mgr

Paul H. Raymer, N Y., acct exec

KMOX, St. L., gen mgr

WGCAR, Cleve., sls staff

NAME

Walter Goan
Robert S. Could

Robert C. Hamilton

Allan H. Kalmus

Charles A. Mooney
Victor van der Linde
George H. Weiler Jr

Spousor Persounel! Changes

FORMER AFFILIATION

WAYS, Charlotte, gen mgr

Ceneral Foods Corp, N.Y., asst mgr institution
dept

Sylvania Electric Products Inc, Buffalo, asst *o
adv mgr (radio-tv div)

NBC, N.Y., tv press mgr

Lentheric inc, N.Y., pres

Dolcin Corp, N.Y., pres

Sharp & Dohme, Phila., pub information mgr

NEW AFFILIATION

Macmillan Petroleum Corp, Charlotte, distributor
Pabst Brewing Co, Chi., on-premise merchandising mgr

Same, mgr radio sls {radio-tv div)

Lever Brothers, N Y., press burecau mgr
Doicin Corp, N.Y., pres

Same, board chairman

Lever Brothers, N.Y., community relations mgr

CPONSOR

Acrisoil Co, Newark

Alol Products Inc, Carmel, N.Y.

Crispie Potato Chip Co,
Defiance Corp, Detroit

Cold Medal Candy Corp, B.klyn.
I. J. Grass Noodie Co, Chi.

Hutchinson Chemical Co, Chi.

Insect-O-Lite Co, Cinc.

Iron City Chemical Co, Valencia, Pa.

Mennen Co, Newark

Modern Floor Coverings Co, Schen.

New Ageucy Appointments

PRODUCT [or service}

Soil conditioners
Alol for poison ivy

Stockton, Cal. Potato chips

Inseet spray, air sanitizer, anti-frecze

Bonomo's turkish taffy

Mrs. Crass’ dehydrated
products

Waterproof wax

Insect-O-Lite lamp

Clycolator

Mennen foam shave

Floor coverings

AGENCY

Lewin, Williams & Saylor, Newark
Lewin, Williams & Saylor, Newark
Botsford, Constantine & Gardner, S. F.
Russ Creen, Detroit

Emil Mogul, N.Y.

Phil Cordon, Chi.

soup, noodle

Roberts, MacAvinche & Senne, Chi.
Farson, Huff & Northlich, Cinc.
Dan W. Frye, Pittsb.

Cecil G Presbrey, N.Y.

fohn L. Halpin, Schen.

Phillips and Buttorff Mfg Co, Nashville
Rox Products Co, Detroit
Suoreme Wines Inc, N.Y.

Enterprise gas. electric ranges
Masonry waterprocfing paint
Imported wines

Noble-Dury, Nashville
Clark & Rickerd, Detroit
Emil Mogul, N.Y.

Numbers after names
refer to New and Re-
new category

Norm Gittleson (1)

Gale Blockt th
L. 1. Rogers 1)

L. E. Kilpatrick (1
. K. Brusman (1)

Paul Mowrey (1
Robert Criar (1)
Walter Gorn (5)

I H. Eshleman (1)
Il. B. Tremaine (1)

SPONSOR .




0-0-H
(Out-of-home) listening!

Sovuthern California’s
one-station network!

50,000 watts days. 10,000 watts nights.

Represented nationally =P

-
by H-R Representatives, Inc. l‘
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b FREE SPEECH
MIKE

_l. RADIO IS AMERICA'S GREATEST ADVERTISING MEDIUM

I. A recent Pulse Report (July, 1952) showed a big bonus
audience for West Coast radio advertisers—the mobile millions
who listen away from home. KMPC dominates Southern
California’s out-of-home audience, as shown in this Pulse report :

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

20 You could buy 38 stations, and still not cover Southern
California the way KMPC does—primary coverage in 205
Southern California communities.

If you'd like to talk about the O.O.H. audience, and other

differences in the Southern California market. we’ll be happy to
supply the facts and figures.

LOS ANGELES

15
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\ OPSﬂat I
in Wisconsin

SPORTS
BROADCASTING

Exclusive!

o Marquette University Football
Exclusive!

o Milwaukee Brewers Baseball
Exclusive!

o Milwaukee Hawks Baskethall
Exclusive!

o Wisconsin Univ. Basketball

NOW

exclusive in

Milwaukee

ALL

GREEN BAY
PACKER GAMES

e I'his year thirty-cight Wiscon-
sin, Michigan, Minnesota and
lowa radio stauions chose for
their lrome town audiences the
exdlusive play-by-play reports ol
the Green Bay Packer Football
games  originated by WENMIs
Larl Gillespie.

Further proof that WEMP s
vour best round-the-clock Mil
wankee radio bny. Dollar-wise
statistics show you get 214 times
more andience on WEMDP than
anv Milwaukee newtwork station,

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

Milwaukee 3, Wisconsin.

Complete Coverage—All
Major Milwaukee and
Wisconsin Sports ., . ,

WEMP

AM-EM 1340 K. C.

24 Hrs. Music - News - Sports
MILWAUKEE

Abe Kanner

Wr. Spomsor

Globe Bottling Co., Los Angeles

Soft drink manufacturers gloomily refer 1o the Southern California
market as “a graveyard for new beverages.” While it may seem
peculiar for the land of bathing beauties. sunshine, and glamor to
be tabbed this way the barrier against new brands can be blamed on
very intense competition between Coca-Cola, Pepsi-Cola, Canada Dry,
seven-Up. and local brands.

Among the locals is the Globe Bottling Company. a firmn that has
always fared well. One of the main reasons is 60-year-old Abe Kan-
ner. an aggressive fellow who, competitors have found oul, seems to
thrive on rugged competition. New York-born Kanner is reticent
about his own background but he’s quick 1o talk about Globe
Bottling and its Wilshire Club Line of soft drinks.

“Three vears ago when we introduced a new heverage. Creme-0O-
Coco. we knew we had a fight on our hands. Yet | was convinced we
had a money maker. People like chocolate in candy, pastry. fountain
dishes—why not in a soft drink?”

Kanner, previously stricth a printed-media advocate, decided on
television to introduce the new flavor. He chose. through Factor-
Brever, NTG’s Hollywood Road to Fame, a weekly talent show (Fri-
day, 7:00 to 7:30 p.m.).

He attributes the switeh to TV strictly to “sales sense.” In elab-
oration he adds: T thought goodwill and public acceptance of a prod-
uct can better he achieved il the advertising message is associated
with a program that not only entertains but also makes some contribu-
tion to the commnitv. such as f{ollywood Road to Fame's develop-
ment of young talent. Associate your product with something bright.”

In actual practice Kanner’s philosophy works. In three years
Creme-0-Coco has chalked up sales amounting to 487 of Globe's
annual gross. This in “the graveyard for new beverages.”™ More im-
pressive is the sales graph showing of the 11 traditional flavors of the
Wilshire Club line whieh continue to sell solidly.

How good a job the KNXT show does is evidenced by its most
recent merchandising success. A few months ago. viewers were of-
fered a set of eight glass tumblers for two Creme-0-Coco bottle caps
and $1.24. Within two weeks the show “sold™ two carloads—over
1.000.000 glasses. Kanner. who insists his only hobby is developing
better beverages. smilex broadly as he visualizes all of those glasses
filled with heverages from the Wilshire Club assortinent. * x %

SPONSOR



FIRST QUARTER AVERAGE...1952 vs. 1949*

Daytime audience higher
Evening audience higher
««..and network rates are currently .

f LOWER than they were in 1949!

*Pacific Nielsen Ratings; Full netwotk average audience, Monday thru Friday.



D‘OH LEE GIVH COMP_EETI CONSISTEN .

AT LOWEST COST PER SAI.ES IMPRESSION
OF ANY OTHER SALES MEDIA

X

;\\\
2N
2 \

\
A

On the Pacific Coast, only DoN LEE has network facilities comparable
to those used on the Eastern seaboard. Every East Coast network

uses at least 40 stations to achieve local coverage for areas equal in The Nation’s Greatest
size to the Pacific Coast. And only pDON LEE can sell your customers Regional e
locally in the 45 important Pacific Coast markets from their own | W

local network station. DON LEE has the flexibility to match your dis-
tribution. You buy what you need, where you need it...without waste.

BROADCASYING SYSTEM

That’s why DON LEE consistently carries more Pacific Coast regional
business (with more regional shows in the top ten) than any other 1313 North Vine Street
. .. ) Hollywood 28, California
network. Advertisers who know the Pacific Coast best also know o o I
o o 5 epresented alionaity

the best Pacific Coast sales medium...DON LEE, by John Blair \Colly



New developments on SPONSOR stories

TV got half of "High Noon" budget in L.A.; theatres were sold out on opening night

See: “Movies on the air™

Issue: 3 Seprember 19320 p. 38

S"bi(‘(’l: Moticn picture companies find radio
and TV do highly effective job

Add the job that television did for the picture “High Noon™ in
Los Angeles last month to the other movie air successes SPONSOR
cited in its recent article.

John 1. Edwards & Associates, Hollywood, agency for the Stanlev
Kramer production, decided to split the budget for the local exploita-
tion of the picture. half for newspapers. hall for television. The TV
campaign. under the aegis of Jimmy Vandiveer, the agency’s TV
director. was concentrated on two lLos Angeles stations. KLAC-TV
and KTTV. It consisted of theatre trailers adapted for 20-second
television announcements. with heavy emphasis on various giimnmicks
such as clocks placed on the title (part of the sentionalisin in air
approach found effective by movie advertisers).

Backing up this effort. both KLAC-TV and K'TTV provided oppoi-
lunities for stars of the picture to appear on several of their programs,
as did Los Angeles TV stations KNBH. KECA-TV, and KNXT.

Results: In Southwest Los Angeles all seats for the theatre showing
“High Noon™ were sold out by 8:00 p.m. opening night. The four
first-run houses in Los Angeles exhibiting the movie also reported
complete sell-outs on opening night, with patrons lined up for the
last performance. This, according to the John I. Edwards agency,
constituted “the biggest Los Angeles opening night in two years.”

See: “Wherever you go . . . there's radio!™
Issue: 28 Jauuary 1952, p. 37

Y o S“hj(_\e[: BAB launches itx first paid-space

campaign to plng radio

The opening gun of the BAB's new paid-space campaign on behalf
of radio as an ad medium was fired on 8 September when the fiest
of a series of three full-page ads appeared in leading newspapers an
business papers. The comprehensive two-month drive hy the BAD
and its 660 member stalions to reach advertisers on the national and
local level also embraces direct mail campaigns based on the ad copy.
plus intensive on-the-air promotion. Space ads will run at three-week
intervals until 17 November. McCann-Erickson is the agency on th
campaign. with Arthur Kemp account supervisor. * k%

22 SEPTEMBER 1952

STATION €™

STATION “8™ D
N YN
Lot DOWN 1 2%

KFW B's audience has been growing
with each succeeding month and ix
araphically <hown in the "Pulse” re-
ports as each one is released. During
the past year, KFWB, as a result of
many tests and ~tudies. has re-aligned
it~ programs, <hortened commercials,
been selective in its type of advertis-
ers, with one thought in mind to
increa<e its audienee and in turn bene-
fit its chent-adverti-er-. The PLAN
has proved to he a successinl one as
borne out by our constantly increasing
audience,

Never before has KFWB been a
hetter buy than now. KFWB'~ 23%
increa~e is a big one. It represents
the increase shown in 1he May-June
Pulse  vs. the March-Aprit  Pulee,
which is the accumulative result of
many months of serious effort to make
KFWR a better and hetter buy.

2 7veaks

of service in

BRANHAM ice
COMPANY S

Hctnsir, MARKET
CHARLOTTE

=% KHiB

ATLANTA LOS ANGELES

MEMPHIS

sT. Louts HARRY MAIZLISH
DALLAS Precident- General Manager

THE

NEW YORK
CHICAGO

SAN FRANCISCO
LOS ANGELES
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Enlarges your sales!

54 .

.‘]

$

To develop bigger sales on the West Coast you have to know the

layout and dimensions of the vast Coast mdrket. '

The seven most important metropolitan areas on the Coast
account for 65.6% of the Coast’s retail sales. But an important 34.4%

of Coast sales is made beyond metropolitan market boundaries.

=g

The Columbia Pacific Network blankets both the metropolitan

and the rural areas at the same time. Columbia Pacific’s
maximum-power stations in the big markets are carefully balanéed
with lower-power stations in the more compact markets. )

Columbia Pacific has power where the people are, c_:ovéring

an area where 95% (_)f the Coast’s population is located ...where

' 94.6% of the Coast’s retail sales is made. ' ' i -

And Columbia Pacific has higher average ratings than any other
regional network —proof positive that your sales message on

Columbia Pacific consistently reaches the Coast’s biggest audience.

Ed

To hypo your sales on the entire Pacific Coast— city, town
and country —ask us or CBS Radio Spot Sales about program

availabilities on Columbia Pacific.

& COLUMBIA PACIFIC
& NETWORK

Represented by CBS Radio Spot Sales

w
Ll : Sources: Sales Manageméni, May 1952
BMB 1949, CBS nighttiime minimal estimatey‘r
' Pacific NRI total day, January-June 19“5_, "




— TR has been — ’ —
f added

elevision

s = —— tO ,nake m

it.. |

& —- — ‘

Basic CBS Affiliates

IN THE MINNEAPOLIS-ST. PAUL MARKETY
Represented Nationally by

Radio Spot Sales...for Radio +« Free and Peters...for Television

SPONSOR
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Admen believe radio-TV were
major factors in Fahs surge

low Fab caneht up..............

among soaps and detergents in the spring of "51. Now it’s second only

(o Tide due to market-hy-market campaigning., nses heavy spot and net TV

The bare-knuckled competi-
tion among packaged soaps
and detergents is one of advertising’s
great battles. As everyone in the ad-
vertising field knows. it is practically a
private race among three colossi. who
are (in alphabetical order, anyway):
Colgate-Palmolive-1'eet.  Lever
and Procter & Gamble.

Bros..

It is natural. therefore. that when
one of the brands shows an unusual
burst of speed there is more than the
normal amount of feverish activity
along agency row amd in Jersey City,
New York City. and Cincinnati, the

22 SEPTEMBER 1952

respective soap headquarters.

Sucl a situation exists at present as
the Big Three pore over their 1953 ad
figures. The reason: Colgate’s success-
ful efforts in doubling the sales of
Fab. its heavy-duty detergent. in a
little more than a year’s time. In the
spring of ‘51 Fab was way down in
11th place among the packaged soaps
and detergents. Today it is second
only to Tide, I’SG’s heavy-duty entry.

In doubling its share of the soap
and detergent market. the Fab people
marked up no mean accomplishment.
In no other bnsiness are advertising

dollars spent with more lavishness and.
contradictory as it may seem. with
more care. National advertising ex-
penditures for soaps and detergents.
excluding spot radio and TV. have
jumped from §19 million in 1916 to
850 million last year. Among the syn-
thetic detergents alone the leap was
from $1.t to 16.1 million. The stakes
are big. too: about two billion boxes
or one box per U.S. household per
week. with a total consumer take of
about $600 miilion.

Trade that Col-
cate’s total ad and promotional spend-

sources eshimate
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Packaged soap-detergent ad spending* way up

CHART |—MEDIA PERCENTAGES

1946 1947 1948 1949 1950 1951
Newspapers . . | 19.9% | 33.8% | 43.5% | 44.5% | 41.2% [ 38.9%
Magazines . ... | 12.9 14.7 11.5 13.5 10.8 9.3
Network Radio .. | 67.2 51.5 45.0 40.5 45.6 27.9
Network TV ... 1.4 2.4 23.9
TOTAL $% N
(in millions) $19.1 $26.5 $33.3 $36.2 $37.5 $55.9

CHART [I—EXPENDIiTURES BY TYPE

(in millions of $$)

Soa}as only ' 57139 ' $_|7.2 —516.9
Synthetics only 1.7 5.9 11.3
TOTAL™* $15.6 $23.1 $28.2

“Spot radlo and spot TV not included. The spot figures are quite important (and probably substan-
tial) since detergents are common'y introduced on a market.by.market basis backed by a lot of spot

advertising,

“*These totals do not add up to totals in first table bccause they do not Include expenditures for

combination advertising of both types of packaged produets.

SOURCE: ANPA Bureau of Advertising

ing may top $35 million this year. TV
may eat up a third of this. As for Fab
itsel, with sales expccted to reach $45
million, the 1952 figure for broadcast
and newspaper advertising (no maga-
zines are used) is estimated at about
%6 million. Fab will probably divide
this figure half and half between the
broadeast and local print media.

A generous slice of the air bhudget
is apportioned to spot. for from the
very heginning Fab has been a heavy
user of local broadecast advertising.
Accurate figures are almost impossible
to pin down. but it is the feeling among
thoze in the soap trade that (1) Col-
gate Dets particularly heavily on spot
and (2) its consistenl use had a lot to
do with Fab’s rise to second place.

e

“Kings Row," early Fab radio soaper

. < ¥ ﬂ

R

Poor ratings caused Fab to drop soap operas

S T T TR

OF PACKAGED PRODUCT

(1L T T PR R

Is14.6  [S11.6  [$10.3 =
139 | 167 | 264

$28.5 [$28.3 [336.7

N T 11O ot £ 1 R

Such is the general picture of Fah's
rise. But how about specifics? How
did Fab do it? What kind of broad-
cast tactics were utilized

The question is not an easy one to
answer. The soap husiness is big and
complicated with new products spring-
ing up like weeds and tricky varia-
tions in the local market picture. Even
if a definitive answer did exist it would
be jealously guarded in Jersey City
headquarters and the Fab agency, Wil-
liam Esty & Co. The seerecy in the
soap business puts the Iron Curtain
countries to shame.

Things have a way of leaking out,
however. and some of the answers lie
on the surface for all to see. Many
agencymen outside the soap field watch

"Miss Susan' on TV with Susan Peters

Fab's first network efforts in 1951 were made with two soap operas, shown above, but
they were dropped in favor of quiz give-away shows. The fact that "Kings Row'' was
opposite three audience participation programs may have given Colgate the idea

24

the soap race with keen interest and
their interpretations, backed by adver-
tising experience, were utilized in fill-
ing out the picture. One attitude fre-
quently voiced, for example, was that
radio and TV had more to do with
Fab’s present standing than any other
media use in soap advertising.

Here are some of the specific ele-
ments that account for Fab’s jump into
second place:

1. After a false start with an in-
ferior product four years ago, Fab
was introduced via what has become a
classic opening wedge for a new de-
tergent — namely, market-by-market
couponing, beginning in hard-water
areas and heavily backed by spot ra-
dio, spot TV, and newspapers.

2. Colgate has set out to do for
Fab on TV what P&G did for its soaps
on radio — carve out daytime fran-
chises in certain time segments. It is
now seeking to build TV franchises
with two audience participation shows.
Strike It Rich in the morning and The
Big Payoff in the afternoon.

3. For “prestige” (a big show with
big names) Colgate gave Fab plugs on
its Comedy Hour. Some agencymen
point out that this prestige device was
aimed not only at the consumer but at
the retailer, thus arming Fab salesmen
with a foot-in-the-door and some solid
sales talk.

4. The thrce previous elements
combined were important in getting
Fab supermarket distribution. Without
a solid footing in the big chains, Fal’s
fight upwards would have been se-
verely crippled. The couponing and
market-by-market advertising attacks
got the supermarkets to stock up and
the TV shows kept Fab on the shelf.

5. An improved Fab formula i1s win-
uing the loyalty of an increasing num-
ber of housewives. The false start
mentioned previously refers to an early
formula which wouldn’t work in wash-
ing machines. Fab was withdrawn and
reintroduced two ycars ago in a new
formula.

6. The ad theme that had most to
do with Fab’s sueccess is this: “Fab
washes clothes whiter without a bleach
than any soap with a bleach.” This
theme is still pushed vigorously. Back-
ing up its use is another chemical con-
tribution—the optical bleaches. Fab is
not the only packaged soap and deter-
gent using optical bleaches, nor is it the
only one advertising the fact. (Note
Rinso’s solium.) But the astute Col-

SPONSOR
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Fab’s current strategy:

to establish TV franchises

“Strike 1t Rich" [top). and "The Big Payoff"
(center], are in daytime slot for long term.
"Comedy Hour'" [bottom), Fab's prestige show

gate-Esty team were the first to empha-
size the idea that its product was supe-
rior to a combination of soap and
chemical bleach.

(The best evidence of this astute-
ness is the fact that Tide, which had
been claiming that it gets clothes
cleaner than any soap, began saying
this year that “Now, Tide washes
clothes whiter than you can bleach
them!”

(Optical bleaches are not bleaches
in the true chemical sense. They are
compounds which give off a white lu-
minescence when excited by ultra-
violet light, which is a component of
sunlight. The use of optical bleaches
plus Fab’s formula problem spotlights
the fact that some of the crucial battles
of today’s soap business are fought in
the test tubes of the organic chemist.)

7. Last of all, there are what might
be called the unknown or mysterious
factors. Many an adman. with true
humility, will admit that things happen
in the advertising game that just can’t
be explained. Sometimes these things
are just too subtle and complicated.
Sometimes things happen because a
fortuitous combination of advertising
and marketing tactics will suddenly
snap into place without any apparent
reason and without any planning afore-
thought. This is not meant to suggest
that Fab did not correlate its various
ad tactics. Fab went into groups of
markets with a definite ad pattern.

(Please turn to page 78)

Large slice of Fab
air budget goes to spot

Fab has been a heavy user of spot
radio and TV from the beginning
and soap trade people say it had
a lot to do with Fab's success.
Spot was particularly important
during Fab's early days since Fab
was introduced by the market-by-
market method with air advertis-
ing backing up heavy couponing
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Tadio cients w

Despite  the expanding

g
: competitive pressure from

: > television, sponsored net-
work radio has embarked on the 1952-
53 season with a trim lineup of pro-
gram fare. The pessimistic forecasts
of sholesale dispersement of top-rat-
myg  personalities from the medium,
which were commonly bantered aboul
the trade a few months ago. have failed
lo materiahize. liven though the sur-
ery perfornmied on program costs hus
been quite severe, the fact remains that
the gallery of radio™ marquee reliablos
ha< come throueh ahnost intaet,

In compiling a status report on <pon-

26

With Bill Ring (abore) as one of the
jockeys, ABC’s lone commercial innoration
is a heary schedule of afternoon hillbilly
music. On the night side the norel

feature is the fact that Winchell, Ozzie &
Harriet are shared with TV. Combined Oszszie
& Harriet price for radio and TV : $35,000

sored network radio  programing,
SPONSOR interviewed advertisers, agen-
ey executives. and network officials.
The highlights of the facts and opin-
ions emerging from this survey were:

1. Advertiser resistance to progranis
that haven’t passed through the cruci-
ble of previous sponsorship has be-
come more encrusted than ever. Ax a
network programing v.p. put it: “When
vou submil a program nobody asks
vhat’s new or different in the idea ol
the show: instead they want to know
what is its ‘track record’.”

2. The networks are finding it diffi-
cult 1o dissipate the bargain-counter

While the CBS sponsored lineup offers

nothing new to listeners, it does retain the

powerhous combination of Jack Benny,
Bing Crosby, and Edgar Bergen. As a
result of these sales the network

also rmanaged to clear the decks of all its

commitments to radio talent

mood they themselves ereated. Now
that the rate strnetures have been re-
adjusted. the networks are making an
effort to avoid program “deals™ and
reestablish list prices.

3. Agencymen voice the beliefl that
it would be futile for them to recom-
mend untested programs or program
ideas <0 long as there are available
name packages for which the networks
are contractually  committed.  Such
commilments are regarded as an open
sesame to the bnver for bargaining.

4. CBS is completely “out of the
woods” with regards to obligations for
the radio serviees of talent in whom it

SPONSOR
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Networks are trying to dispel “hargain counter’ mood they ereated. but most slm'!_.
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As would be natural for a network which
has found news a highly marketable
co:nmodity, Mnwmal’s lone newcomer to its
sponsored list is a character commentator.

The sale of Martin & Lewis (abore) may
rate as NBC’s big coup of the fall,

but the wnetwork still has an obligation
to find a radio sponsor caclh for

Titus Moody.

programs are carried

mbs l

L

[ performan

(

. fall have a track record

has a corporate interest. These sales,
which comprise Bing Crosby, Edgar
Bergen, Jack Benny. and Amos " An-
dy. serve the twin purpose of maintain-
ing a strong programing structure and
substantially liquidating talent invest-
ments. In the instances of Crosby, Ber-
gen, and Benny the network absorbed
a portion of the package cost. (See
pages 28. 29 for prices paid by their
respective sponsors.)

5. While it succeeded in disposing
of Martin & Lewis and Fibber McGee
on similar cost-sharing arrangements,
NBC has still to find sponsors for two

(Please turn to page 89)
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Last secason’s daytime
over practically
intect in format and sponsorship

tico other comedians—Bob Hope aud
Red Skelton. Meantime Skelion
becomes a Tandem Planner

Types of sponsored network radio shows

BASE: Programs scheduled for fall 1952 as reported by networks (as of 12 September 1952)

Type of program

Children’s Shows
Comedy Variety
DaLtimvé Variety
Dramﬁa': Straight

- Mystery & Detection
Science Fiction & Adventure
~ Soap Operas
 Westerns

Interviews

Musical & Musical Variety
News & Commentary
Quiz & Audience Partic.
Religious

Situation Comedy

B - ) §porg
Women's Service

Total

Numper on each net\o{ork
ABC | CBS | Mutual| NBC Total
. L ] 1 3
- N 1 3
2 2 1 5
4 10 5 19
2 6 4 4 ) 16
2 ) 2 4
12 - 15 2
] ] ] 1 ¥ 4
i 1 2y 7 3
3 15 2 8 | 28
8 10 8 6 | 32
1 6 4 | 6 17
5 ) 5 10
2 5 4 11
] ] ] 1 f 4
] _ 1 2
32 12 30 54 188

See next page for program costs listing



SPONSORED NETWORK RADIO shows

i

LT

ABC sponsored radio shows

e R

PROGRAM cosT TYPE FLREENQGUTEHN:Y SPONSOR AGENCY
Betty Crocker $3.500 Women's Service 15 min. 5/wk, General Mllls D-F-S
Bill Ring Show $2.000 Musical 15 mln. 5,wk 7 General Mills D-F-S
B")a—k the Bauk $8.000 7Quiz-Aud. Partic. ;o ;nln. 5, wk. Bristol-M;ers N Doherty, Clifford & Shenfield
Tatham-Laird
Brrl’(lkf(l.\‘l Cluh $4.000 7lsaytime Variety . AI hr. 5,wk. Tonl Co._ Turner Adv.
per Lz hr. 0-Cedar Corp. I. Walter Thompson
Swift Hutchins
Philco
Cal lel;ll4>y‘ $1.750 Musical 30 min. 5/wk. General MIlls :SA-
Defense A”'O"")y $3.000 Drama 30 min. I, wk. American Chicle (partic.) D-F-§
Dreiwe l’oar@ou $6.500 News |; min. I,wk: Carter Products ;Bates
(radio & TV)
Edwin C. Hill $2,500 News 15 min. 5 wk. Philco ) Hutchins
Gillette Fights $40,000 VBox!ng 45 min. 1 wk. Cilletie Razor 7Max;n
(for simulcast)
Createst 5“".). El‘;)r Told $4.000 Rellgious 30 min. 1 wk. Goodyear Tlre & Rubhber Kudner
”l’nry J.r’["ay]‘"- $600 News 15 min. Iwk.— Genoral Motors Kiudnier
Herald "7/ Truth $1.500 Religious 30 min. 1 /wk. Church of Chrlist Ross Roy
Hour 0/ l)t,(;is,‘(,,, 521000 Religious 30 min. | wk. Billy Graham Walter F. Bennett
_’a(‘k Bereh $4,500 Daytime Variety 15 min. 5;,wk. Prudential  Ins. Calkins & Holden
JO,," Ijlll_\‘ $500 News 15 min. 1, wk. Gulf 0il Young & Rubicam
Lone i{(lllg(’r $6,500 Western 30 min. 3/wk. General Mills D-F-S
American Bakeries Tucker- Wayne
Meet (l—‘)’;,iss Arclier $3,250 Situation Comedy 30 min. 1, wk. Elcctric Companles N. W. Ayer
Metropolitau Opera $8,000 Muslcal 24 hrs. 1/wk. Texas Co. ;u;er
Mouitor Views and E\"vu's $350 News 15 min. |, wk. Christlan Sclence Mon(tor Walton- Butterfield
7 "”y True S[or.y $5,250 Drama 25 min, 5/W|:. » Sterling Drug D-F-S
1”)‘.\'“"')‘ -1"()('['-() $1,500 Mystery & Detectlon 30 min. 1/wk. Sterling Drug D-F-8
Old Fashioued Rervival iim}ri $1,500 Religious 30 min. 1 wk. Gospel Broadcasting R. H. Alber
) Ossie &T",,,,,',), $35,000 Situation Comedy 30 min. 1, wi. Hotpoint VMaxon
(radle & TV) Lambert Lambert & Feasley
Paul II("'r()y $1,250 News 15 min. I,w;. Burton-Dixie 1:Jrner o
-Sullka News Rl)ulll;upr $350 News 5 min. |, wk. General Foods Young & Rubicam
Sl‘l?’l’f ifll;glp $2,750 Adventure Drama 30 min. Z/WI;. General MIlls K;mx-Reeves
Space I’lll;‘t;l $1,500 Sclence Fictlon 30 min. I/’\;k. Ralston Purina (;ardne:
This :s Your FBI $4,500 Drama 30 min. I/wI;. Equitable Lite w;xrwlck & Legler
Top Guy, The $3,000 Mystery Drama 30 min. 1, wk. Am(‘r_;c;n Chicle (partlc.) D:F-S
Voice of Prophecy $1.500 Religicus 30 min. 1, wk. \)oiti:ei of Prophecy. Inc. Western Adv.
(incl. Mutual)
Walter Wiunchell $15.000 News & commentary 15 min. I/wkv. 7 Gruen o 7 Mchnn-ErI;son
(radio & TV)
U”hi.\‘poriugr Slrm'ls $3.250 Drama 15 min. 5/wk. General Milis Knox:R_eeves N

CBS sponsored radio shows

e T e e e e — e e — e e ——

PROGRAM

COST

TYPE

LENGTH &
FREQUENCY

SPONSOR

AGENCY

Allan Jackson & Newos

$1.250

News

15 min. 5, /wk.

Metropolitan Llife

Young & Rubicam

28

SOURCE: Show costs are SPONSOR’S September 1952 estimates;
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with their talent and production costs

0 s ST

LENGTH &
PRDGRAM CDST TYPE FREQUENCY SPDNSDR AGENCY
Amos '’ Andy $15,000 Situation Comedy 30 min. | wk, Rexall Drug Co. BBDD
Armstrong’s Theatre $4.000 Drama 30 min. i wk. Armstrong Cork Co. BBDO
S > : S i i igidaire Foote, Cone & Beldl
S ning Shaw Daytime varlcty 60 min. 5, kw. Frigi ne
A' (,()d/r(’y S Ll S French Sardine Co. Rhodes & Davis
Toni Co. Foote, Cone & Belding
Owens-Cornlng Fiberglas Fuller, Smith & Ross
Lever Bros. (Rlnso) Ruthrauff & Ryan
(Pcepsodent) McCann-Erickson
Pillshury Mills Leo Burnett
National Bijscuit McCann-Erickson
Ligfett & Myers Cunningham & walsh
Godfrey’s Talent Scouts $8,500 Musical Varlety 30 min. 1, wk. Themas J. Lipton Young & Rubicam
Aunt J(’n"\' $2,950 Soap Opera 15 min. 5 wk. Lever Bros. Ruthrauff & Ryan
Beulah $8,000 Situation Comedy 15 min. 5, wk. Prector & Gamble Dancer, Fitzgerald & Sample
Big Sister $2.850 Soap Dpera 15 min. 5/wk. Procter & Gamble Compton
Bill Shadel & News $450 News 5 min. 1,wk. Campana Sales Wailace-Ferry-Hanly
Bing Crosby $16,000 Musical Variety 30 min. 1, wk. General Electrie Young & Rubicam
Bob Hawk $8,000 Quiz 30 min. 1wk, R. J. Reynolds Willlam Esty
Bn'ghlor Day $3,750 Seap Dpera 15 min. 1/ wk. Procter & Gamble Young & Rubicam
- (includes NBC)
Carl Smith Show $1,250 Musle 5 min. 5 wk. Kellogg Co. Leo Burnett
Choraliers $3.000 Music 30 min. |, wk. Longines. Wittnauer Victor A. Bennett
Citvy Hospital $2.350 Drama 30 min. 1;wk. Carter Products SSCB
Club 15 $12,500 Music 15 min. 3/wk. Campbell Soup Ward Wheefock
Curt Massey Time $10,000 Music 15 min. 5 wk. Miles Laboratories Geofirey Wade
Dr. Christian $7.000 Drama 30 min./) wk. Chesebrough McCann-Erickson
Edgar Bergen $12,000° Comedy Variety 30 min. 't wk. Richard Hudnut Kenyon & £ckhardt
“dw . Murrow $5,000 News 15 min. 5 wk. American Dii Co. Joscph Katz
LG SN L L G Theo. Hamm Brewing Campbell-Mithun
FBI in Peace & War $3.975 Mystery & Detection 30 min. | wk. Amcrican Chicle SSCB
l;anglmsl(’rs $4,750 Mystery & Detection 25 min. | wk. Goneral Foods Young & Rubicam
Gene Autry Show $1i,000 Western 30 min. | wk. wm. Wrigley, Jr. Ruthrauff & Ryan
Give and Take $2,250 Aud. Partic. 30 min. 1, wk. Cannon Miiis Young & Rubicam
Grady Cole Show $1,750 Music 15 min. 1/wk. General Foods Foote, Cone & Beiding
Grand Central Station $3,650 Drama 30 min. | wk. Toni Co. Foote, Cone & Belding
Grand Slam $4,500 Quiz 15 min. 5/wk. Contincntal Baking Ted Bates
(;llil(lillg Lighl $3.000 Soap Dpera 15 min. 5/wk. Procter & Gamble Compton
Hallinark Playhouse $9.500 Drama 30 min. 1, wk. Hall Brothers. inc. Foote. Cone & Belding
Hilltop House $2,650 Soap Opera 15 min, 5/wk. Miles Laboratories Geoffrey wade
Home Folks $4,500 Music 15 min. 5/wk. Quaker Dats Price, Robertson & Frank
House Party $6,000 Aud. Partic. 30 min. 5/wk. Pilisbury Mills Leo Burnett
v ' Green Giant Leo Burnett
Lever Bros. N. W. Ayer
Kellogg Co. Leo Burnett
Inner Sanctum $2.350 Mystery & Detection 30 min. (/wk. Pearson ljlarmacal Harry B. Cohen
It "appens Every Day $1.250 Commentary 5 min. 6 wk. Toni Co. Tath.am-Lal‘rd
& & Weiss & Geller
Jack Benny Show $15,000” Comedy Variety 30 min.  wk. American Tobacco BEDO
Jack Smith-Ginny Simms $14,000 Musle 15 min. 5, wk. Procter & Gamble Dancer. Fitzgerald & Sampie

“Sold on simuicast basls—time plus talent: $1,406.000 annually for two VTV quarter-hours and twe and a half radio quarter-heurs per week.
**Edgar Bergen roceives $16.000 for the package from CBS.
***jack Benny receives $20.000 for the package from CBS.

4Blng Crosby receives $18,000 from CBS for the package.

22 SEPTEMBER 1952

roundup of fall 1952 programs is from the networks designated

(Please turn to page 85)
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PROBLEM: radio-TV are
little used in food co-op

Vany dood manufecturers put radio-T1 on
r Kst ot approved media for co-op. But
ysh the air media to retailers. Hence

he grocers go on using media which are
traditional Javorites and

Though food manuiacturers knou

newspapers
ireutars.,
adio-T1 are effective and spend air mones
hearilv on the national level. few of them
hare sought to educate their representatives
n the field about air advertising. One big
reason jor this: Co.op monev is frequentls
sed more as a lever by the sales depart
adrertising renture,
Sales being with
media rvalues, are little inclined to bhe con
erned with whether a dispropertionate sum
Veanwchile the

double rate structure helps newspapers to

ment then as a pure

executives, not familiar

goes to newspapers or not.

hold onto iood co-op money, Pupers charge

tores at the local rate and the stores in

urn are reimbursed by food firms et the
national rate. Stores otten end wp maling

a mee profit on their co-oped newspaper ads.

4

—
—

Radio-TV co-op needn’t be ;

Little of $35.000.000 spent by groeery manufacturers for co-op goes on the air due t¢!

Nothing is easier to find  advertising. including network and  food retailer or food cham that is en-

than grocery products be-
ing advertised on the air- nationally.
From soaps to cereals. from pickles to
polishes, the products sold through the
nation's 100,000 grocery outlets are
among radio and TV's biggest cus-
tomers. Just look at the figures. The
Grocery  Manufacturers  Association
currently estiinates that hetween a third
and a hall of the $350.000.000 its blue-
chip members are spending this vear
in national media will 2o for broadeast

Network and station merchandising, such as
WGAR, Cleveland plan, has made grocers
more aware of pull of broadcast advertising

G

spot,

Because of the tremendous trend to
self-service grocery stores——210% of the
total sales volume i1s now done in <elf-
service supermarkets- -these manufac-
turers put their advertising emphasis
on pre-selling the customer carly and
often. Broadcast advertising. with its
saturation coverage and proved results.
ix therefore a kevstone in the national
process of pre-selling.

Y ou’d think that the constant. heavv.
hard-hitting broadcast campaigns of
the General Foods: and the General
Mills and the Procter & Gambles would
naturally  find a counterpart in the
arca of cooperative. or shared. adver-
tising between grocery manufacturers
and grocery retailers. The assumption
1 a natural one; grocers are constant-
Iv exposed to the national pull of ra-
dio and TV. Daily they see it do every-
thing from building actual product
<ales to distributing entry blanks in a
big radio or TV-promoted contest.

But nothing is harder to find than a

30

caged in a cooperative air venture witi
one or more big grocery manufactur-
ers, In this area of grocery advertis-
g, almost everyone seems to operate
as though broadcasting was still just
a famt gleam in the eve of Guglielmo
Marconi. Well over 957 of the $35.-
000.000 which the GMA feels its mem-
bers now spend annually in grocery
co-op goes into local printed media—
newspapers. circulars. letters. and post-
cards—or combinations of these media
and promotional displays.

This pecaliar contrast of air-mind-
cdness at the national level and an ap-
parent anti-airselling outlook at the lo-
cal level is a puzzle that has long heen
the despair of many a conscientious
grocery product advertizing executive.

However. most of them do attempt
an answer of sort=. In talks with ad-
vertising and sales executives of near-
Iv two-dozen leading food and non-
food grocery firms. spoxsor heard this
explanation cited most often: “Retail-
ers in the food and grocery field just

SPONSOR
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SOLUTION: grocery manufacturers can encourage
effective use of radio-TV co-op by these steps

1, Approve broadcasting in co-op deals

Vany grocery co-op contracts are written to cover only printed med rculars, dire
mail, and special promotions. Before yon can get into co. op L groce
you must add broadcasting to the approved local media |

2. Increase co-op budgets if necessary

Allocations of co-op funds are traditionally based on newspaper
where many co-op advertisers are dumped in one big ad and th
fewer co-op grocery products are likely to be crowded into any sing
be necessary for you to set higher co-op allotments to corer

3. Establish radio-TV training for co-op admen

The sales executives, district managers, distributers, jobbers, wholesal

ride herd on vour end of a co-op campaign may laclk specialized lLnowledge o )
cast advertising. Special training sessions in radio-T1" may be necessary. I
knowledge will aid them in setting up and overseeing co-op broadcasting at local [

4. Furnish free radio and TV material

Abmost all co-op manufacturers spend large sums to furnish [ree cuts, mats, coj lan

promotional material and the like to aid grocers in their newspaper co-op udrveriising
Transcribed or filmed open-end spots and programs should also be made available. Thu
the same expert planning that goes into your national airselling will also aid grocer

5. Pass on specialized air knowledge

All grocery manufacturers who are netiwork and spot air advertisers have acquired special
knowledge about cirselling their own products. An inrvaluable aid to grocers would be
a manual of time-buving tips, audicnce information, program poiuters, commercial cop)
themes, promotion and publicity ideas that apply to airselling vour product locall;

eld stepchild

tail grocer ad traditions

don’t look upon radio and TV as some-
thing that will sell specific *price-line’
items. Grocers have always used new-~-
papers as their biggest medium: we can
do nothing to tout them away.”

But this theory is contradicted by
fact. Some of the large grocers do use
broadcasting. The Supermarket Insti-
tute recently announced almost 507
of the stores and chains in the super-
market class thy SI standards. a “de-
partmentalized food store with a min-
mum  sales volume of $500,000 «
vear’) use air advertising. Almost all
of this consists primarily of announce-
ments or participations used to push
ltouse brands or meat-and-produce spe-
cials on peak shopping days. The ranks
of these supermarket air users include
such names as Food Fair, Kroger. A&P.
Safeway. Grand Union, Market Ba:-
ket. Weingarten. and others.

A close-up view of this new trend in
air advertising discloses another inter-
esting fact. These few grocers are
largely spending their own money ta

(Please turn to page 66)
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EXAMPLE: Grand Union tied in with four foods

Recent example of grocery retailer who lhas taken rare plunge into cooperative broad.
casting was TV panel series “S‘larring the Editors,” on New York's WABD. Show was
sponsored by Grand {'nion, growing Fastern supermurl. cl chain, on a co-op basis with
four grocery manufatlur('rs T eston Biscuits, Vanity Fair Faual Tissues, Chun Kin

Chinese Foods, and Ward’s Tip-Top Bread. Lansing P. Shield, Grand ' nion president
s standing in ploto above. Cooperative sponsors were lumped with fewer advertisers
than printed media, received longer, better-planned co-op mentions. Grand ! nion deal
opened eves of many other grocers to possibilities of co-op sponsorship of other local
or syndicated radio and TV programs. Grand ['nion now plans second series.

31
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SHOW COST $4,000 FOR 10 WEEKS, PULLED 350 INQUIRIES. ABOVE A/E ROBERTS, SALES MANAGER MANNING GO OVER SLIDES

How TV put over a colfee vendor

In 10-week test WCAU-TV, Philadelphia, weathercast sold 175 dispensers

at 8740 each—and

Can television <ell a vending
Fv machine designed for office
and industrial use and cost
ing $7407
That was the question the Rudd-
Melikian Co. sought to answer last
spring when they put their coffee ven-
dor on TV in Philadelphia. The results
have proved so good that the approach
may soon he tried in dozens of R-M-
franchised markets around the country.
R-M made 175 sales (a gross of
%129.500) in only 1) weeks on the air
and the TV campaign cost them just
21,000, The machines, called Coffee
Cubs. were demonstrated only once
a week on a WCAU-TV weather report
at 11:15 p.m. Sundays.

32

Rudd-Melikian is but one of many
firms now manufacturing machines for
the burgeoning vendor business. Their
success with TV (and an experiment
just getting underway in radio) ay
spur interest in the air media among
other vendor firms. It’s a fast-growing
field. anxious to capitalize on promo-
tion opportunities. (Soft drink vendors
sold $234.3601.400 worth of drinks
1950; $320,019.5141 in 1951. Coffec
dispensers sold $10,415,000 worth in
19505 $23,380.339 in 1951.)

The promotion problem faced last
spring by R-M was a fairly specialized
one. The ongmal R-M untts had been
designed Tor use in large factories.
heavy dustrial plants. and busy of-

sold Rudd-Melikian on an expanded air campaign

fices:  they  were large machines
equipped to serve 1.000 cups of coffee.
To advertise these machines. R-M had
used mainly trade papers and direct
mail.

However, when the firm's engineers
developed a new, more compact unit
in 1951, with its 1.000O-cup capacity
condensed into a unit no larger than a
water cooler, the company saw its po-
tenttal market in the home territory of
Philadelphia expanding from a hand-
ful of large industrializts to some 40.-
000 prospective cuslomers.

The Roberts agency, which had han-
died R-M advertising since the agency
began in 1951, mulled over the prob-
lent. After studying the market poten-

SPONSOR
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tial of the Coffee Cub. Account Execu-
tive W. S. Roberts, president of the
ageney, and TV Director Franklin Rob-
erts Doth recommended television.
Their reasoning:

This machine was a new product—
il offered a service the public had not
Leen able to buy the same way before.
Television would educate the public in
its use. It would show the machine in
operation and create demand for it.

Besides educating the publie. a tele-
vision demounstration would serve as a
sales demonstration to prospective cus-
tomers. Television would also increase
the demand and indirectly promote
sales of the coffee dispenser by mak-
ing employee organizations aware of
automatic hot coffee service.

Rudd-Melikian agreed to the agency
recommendation on a lest basis. Tele-
vision would have to deliver direet
sales, and he paving for itsel by the
end of the test period.

This period, the agency set at 10
weeks. Furthermore, television was
given a handicap. To put the job un-
questionably up to the medium’s abil-
ity to sell, the test was scheduled for
tate spring through early summer, a
time in which interest in hot coffee is
likely to lag considerably hecause ol
the weather. Since the Coffee Cub
retails at $740. each program had to
produce eight sales for TV to pay it:
own way in the test period.

With the preliminaries agreed upon
between company and agency, Wil and
Frank Roberts mapped out their TV
strategy.

For the specialized adult audience
that the product demanded, the agency
decided to buy time at night. Though
the viewers might be numerically fewer
at that time, they would also be more
relaxed and better disposed towards
concentrating on the commercial pres-
entation. To test the validity of these
assumptions, viewers were asked to
write or phone for further information.

The copy was to stress lwo points:
How a coffee break raises employee
morale, and how the Coffee Cub with
its on-the-spot service eliminated time
lost to the employer in sending out for
coffee.

The agency then hought an 11:15
p.n. slot on WCAU-TV Sundays.

The program vehicle was to be a 15-
minute discussion show entitled No
Holds Barred. Gordon Walls, WCALU'-
TV’s sales rep, helped in the arrange-
ments; the slation’s feature film origi-
nally scheduled for 11:15 p.m. was

22 SEPTEMBER 1952

moved up to follow R-M’s program.

The 1L:15 to 11:30 p.n. time slot
seemed ideally suited for R-M's needs:
The period delivered about 107 of the
1.052.259 set market, reached a strictly
adult audience as the product demand-
ed. and out-rated the two other stations
combined.

The program was to feature a three-
man panel, and the subject of discus-
ston for the opening night was the re-
arming of Germany. Members of the
panel were an instructor of Political
Science from the University of Penn-
sylvania. a former member of the dip-
tomatic service. and a member of the
British Labor Party who was then do-
ing graduate work in this country.

Although the projected program
sounded promising, the agency execu-
tives felt that it would be an unfair
test of TV’s efficacy in selling coffee
dispensers. “Why make this a test of
a new show idea as well?” they
thought.

It was decided. therefore, to let the
10-week television test run with an
established public service feature—
quite in keeping with the nature of the
product. A five-minute weather fore-
cast was chosen and scheduled for
11:15 p.m.

The first R-M sponsored weather re-
port was aired on 20 April 1952, Fif-
teen leads resulted from this first tele-
vision demonstration. The second
week, rcquests and inquiries really be-
ean rolling iu.

During the third week. the weather
was o nthe side of Rudd-Melikian. As
it happened, Philadelphia underwent a
regular deluge the week preceding the
third spot. The commercial showed a
messenger boy fighting his way through
wind and rain carrying a tray with sop-
ping wet coffee containers. Said the
voice-over copy. through sounds of a
fiercelv whistling gale. “Through wind
and sleet. through rain and hail, the
coffee must go through!” The subse-
quent demonstration of Coffee Culb
proved without a doult that coffee-on-
the-spot would eliminate rain-diluted
coffee in soggy containers. Within
three days following this third Sunday
demonstration. 60 leads for the dis-
penser had poured imto the agency
office.

The 10-week test, which had cost
some $4.000, netted the following re.
sults for Rudd-Melikian: The firm re-
ceived 350 inquiries directly attribut-
able to the air campaign. Of these

(Please turn to page S58)
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Strategy R-M used in TV

~ 1. A 10-weel period was set s the
maximum time Tl had to prove
itself. Each program had to pull
eight sales to pay television cost.

2. To get an adult audience a late
erening time {(11:15 paiy was
chosen. A tried and true weather-
cast format was sponsored by R-M.

3.  Copy stressed raising morale of
employees and savings to an em-
plover of time help spend going
out of office to buy their coffee.

A. Actual demonstrations were used
and viewers were asked to phone
or write (n for further information.
Show aided salesmen considerably.
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First cartoon pitch gave way to live sell
proving convenience of on-thesspot coffee

Coffee Cub is water cooler size, giving
it broard appeal for offices and factories
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1wo new coverage fools and

it they mean to sponsors

Within weeks. up=to-date cirenlation data on radio-TV will be in use. liere

are inside details of how NCS and SAM services will differ

In a watter of weeks, broad-
cast advertisers of all types

» and their agencies will have
at hand the most coniprehensive data
on U.5. radio coverage any adman has
seen. They will also have the
first reports of comparable TV cover-
age. Togcther. these data will:

¢ Enable major network advertiser:
to determine just how many families
are tuning regularly to a given radio or
video network. and just where these
families are located in the U.S.

e Allow skilled ageney timebuyers
to match spot radio and TV coverage
to distribution areas or dealer district«
throughout the U.S.

e Permit advertising managers of
large and small companies to work out
formulas of radio-TV expenditures vs.
sales expectancies, once the average
pulling power of a spot campaign or
program venture has been pre-tested o

h

ever

determined in adyance.

e Provide stations
with accurate circulation data conipar-
able to that of Audit Bureau of Circu-
lation used by printed media.

e Chart for all buvers or sellers of
broadcast advertising the true size and
scope of U.S. air media all the way
from the top networks down to the
small stations in outlying communities,

All of this is welcome news to the
average national, regional. or local
sponsor. Having struggled along on a
mixture of guesswork and outdated
1949 BMB data. most are anxious to
know the present zize of radio and tele-
viston. and their eflfects on each other.
The rose-tinted outlook is clouded con-
siderably. however. by a problem which
the industry has yet to solve.

In the realm of printed media. one
organization—Audit Bureau of Circu-
lation-

and networks

serves as the oflicial oracle of

newspaper and inagazine circulation.
Nohody  disputes ABC  figures anv
more than the average American ques-
tions his bank statement. But in the
realin of broadcast coverage measure.
ment, where recently nobody
counting the noses, there are now two
firms doing just that. Already there i-
indication that they won't be in agree-
ment, and already there is confusion.

Both of the firs are big. and both
of them are honest. Lach of them will
be spending about the same amount—
in the neighborhood of §750,000—to
measure approximately the same thing
this vear. The first is Nielsen Cover-
age Service. cffshoot of miant A, C.
Nielsen Co.. the world's largest market-
ing research organization and a famil-
tar name to rating-minded air adver-
tisers. The other iz Standard Audit
and Measurement Service, an offshoot

(Please turn to page 90)
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What SAM and NCS station reports will contain
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Dr. Ken Baker heads up SAM, uses BMB-type mail ballots to check  Art Nieisen's personal-interview surveys show U.S. 98%, radio-saturated

How SAM and NCS coverage services compare

SAM

Survey method: Audience circulation of air outlets is checked
in some 3,100 U.S. counties. National "quota sample" is used. Data
are gathered through some 670,000 mail ballots, in technique similar
to 1949 BMB study. Personal interviews are not used. Repeat mail-
ings of ballots are made until at least 409, have answered. No cross-

checks are made on circulation data on basis of rating information.

Radio-TV home base: Total U.S. homes are based on county-
by-county estimates of Sales Management. Radio and/or TV homes
are derived by measuring county percentages of broadcast receiver

homes in 1950 census against 1952 Sales Management county homes.

Radie-TV data: Are measured on the same yardstick to show
relative coverage of radio and video outlets, in terms of circulation
of subscribing stations [around 400). Agencies will not be given data
on non-subscribers, although subscribing air outlets can buy infor-

mation on competing non-suscribers, may pass it along to agencies.

Costs to agencies: Since costs of SAM survey are borne pri-
marily by stations, one set of 400 SAM station reports will be sent to
agencies for free. Special tabulation work, area studies, are avail-
able at nominal cost. SAM costs to agencies will go down as more

stations subscribe; area reports may be free when list hits 600.

Primary tools: Agencies using SAM will employ as basic time-
buying tool the for-free SAM station reports, instead of area reports.
No data on out-of-home, multiple-set listening/viewing is shown in
these reports, qualitative factors are not reported. SAM data is

very similar to 1949 BMB data that has been used by agencies.
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NCS

Surrey methoed: Audience circulation of air outlets is checked
in 1,500 "NCS Areas." Counties over 10,000 pop. are separate; the
smaller ones are "clustered." Sample homes were decided on area
probability system, based on U.S. Census. Data gathered through
over 90,000 personal interviews, some mail ballots. Audience mem-

ory factors compensated by controls based on NRI-NTl Audimeters.

Radio-TV home base: Total U.S. homes are based on county-
by-county estimates of Sales Management. Radio and/or TV homes
are derived from NCS area probability sample measured against SM
total homes, to reflect 1952 growth. U.S. Census cooperated.

Radio-TYV data: Are measured on the same yardstick to show
relative coverage of radio and video outlets. Some data on non-sub-
seriber stations appears in NCS Area Reports, more is available at
extra cost. Circulation of both radio and TV stations are in Area Re-

ports. Subscription is set up in two grades: “Basic,” “"Comprehensive.”

Costs to agencies: NCS prices are determined on sliding scale
of discounts. For "Comprehensive’ U.S. Area Reports {48 states)
price to agencies/advertisers is $6,000 less discounts based on
air spending etc. plus more for extra services. Median price to

average-sized agency should be around $3,000, less to stations.

Priwary tools: Agencies using NCS will probably employ as
their basic tool NCS's U.S. Area Reports ("Comprehensive') in buy-
ing spot radio or TV time. Data on out-of-home listening and viewing
is shown in NCS Station Reports, which agencies will also use. Addi-

tional data on audience characteristics, etc., can be had at extra cost.
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Video-Cast

Animated commercials can be produced
tor as little as $250 for three minutes with
new technique of New York’s Howell-
Rogin Studios. Widely used in receiit
YBC TV convention coverage, trick
involves projection of “‘live” drawings on
black cellophane 10 TV cameras

The “Welcome™ sign 1s
Tv nailed to the door today

at TV networks for the
man who can mvent a better gadget or
process for cutting TV program costs.
That’s because major TV advertisers
today. glumly watching video costs
2oing through the roof. are now guard-
ing their TV dollars the way settlers
counted hullets during an Apache raid.

And, the TV webs are getting results.
From million dollar lahoratories. and
from the lunch-table doodles of admen
are coming a stream of electronic and
mechanical devices for TV that have
one purpose in common: to save the
sponsor’s money. By judicious use of
thi new crop of postwar gadgets, alert
producers ¢an today bring in the aver-
age TV show at last year’s prices, de-
spite upward trends in talent and union
scales. In some cases show costs can
even be lowered.

Sometimes, these money-saving gad-
gets are merely some form of common
object with an ingenious TV twist.
Take CBS TV’s rain-making gadget as
an example. Not long ago. I'red War-
ing let it be known that he wanted to
do a production number on TV of

Singing in the Rain™  complete with
rain. Dollar-conscions  cyebrows at
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Vs cost-culing gadg

Can they solve a program or commercial production problem for you?

General Electric, Waring’s
went up. Visions of elaborate Holly.
wood-type sprinkler systems. Niagaras
of piped-in water. vast run-off tanks
and flooded studios danced expensive-
ly before the eyes of GE's admen.

Paul Wittlig, director of CBS TV's
New Effects Development section.
tackled the problem with the Waring
staff. Wittlig. who has come up with
many a similar money-saver that's now
a standard item in TV production. soon
had the answer. It was simple enough:
a motor-driven. rotating drum which
was covered with black, sparkling em-
ery cloth.

With the drum spinning at a certain
speed before a camera. TV screens
showed a realistic rain effect. Later.
superimposed over Waring's dancing
ensemble and chorus. few viewers ques-
tioned the authenticity of “Singing’s”

sponsor,

= 280888 ESNES
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Superimposition

Device known as Electronic Vatting
Amplifier gives low-cost trick optical
eflects in commercials. Electronie

‘hole” is cut in one scene: i(mage from
another camera is inserted in “hole”

rain. For a clincher, when the ensem-
ble danced past a fountain, an off-
camera prop man sprinkled a few hand-
fuls of rice into the pool as the scene
faded out. Result: critical huzzahs for
the movie-like effects. Cost of rain ef-
fect: practically nothing.

Not all of the new money-savers in
TV production are Rube Goldberg gad-
gets. Some of them are intricate sys-
tems of standardization. or assembly-
line methods for producing the neces.
sities of TV programing. Like Napo-
leon’s famous law code. they are de-
signed primarily to tie a lot of small
operations under one big roof in order
to save time and money for all con-
cerned.

The major TV webs, for instance,
are now working toward the day when
almost any kind of TV scenery can be

put together from standard. inter-
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= TelePrompTer

| Sponsors’ fears that actors, announce

e niay forget TV lines and ruin expensi
show are licked with Telel’rompTer,
in use at left. Setup of movable “reader:
ubove unwinds giant TV script like
piano roll out of camera range during
show, rents for $30 an hour minimum
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changeable parts. In TV’s early days. costs, wounded egos and expensive re-  “prompter’s box” familiar to opera-
one show’s art director would snootily  shooting. Story boards arc being used  goers. Patented by an independent con-
refuse to use material originally de- increasingly as a means of visualizing cern, TelePrompTer Corporation, the
signed by another. Today. putting a  both film and live TV cffects. and as a  machines are rented out for a fee of
sct together is fast becoming no more means of cutting down expensive cani- 330 an hour (four hours minimum)
difficult than building a model draw- era rehearsal until “the right shot™ is  and are already becoming a low-cost

bridge from an Erector set. found, insurance policy to many a TV adver-
By investing in storage space. net- Many of these and other develop- tiser against air “fluffs.”
works have heen able to build up ever- ments are already familiar to TV-wise TelePrompTer’s “Class A™ battery

growing “libraries” of everything from clients and agencies. However, in itz consists of four reader units, a master
scenery and props to costumes and film  investigation of the problem of TV coutrol panel. a monitor and an oper-
clips. These are saving sponsors hun- program  cost reduction.  spONsOR  ator. It provides a sponsor’s show cast
dreds of dollars each week, and arc turned up four items which are worthy  with an entire TV script typed in jum-
breaking the stranglchold of outside of detailed treatment. All four are in  bo letters readable at a distance of up
suppliers who could charge what they the class of being simon-pure gadgets. to 25 feet. Tests have shown that home

R e e canne They include: the TelePromTer, Vid- viewers cannot tell when an actor or
Another battlefront of the war €0-Cast. rear-view projection and the  speaker is sneaking a look at the device
against rising TV production costs is electrpnu‘ matting amp.llﬁer‘. to prompt himself or to watch for.cue.i.
This quartet of devices is more-or- The TelePrompTer. appropriately

being fought in the area of pre-plan-
ning. This is the realm of the calcu-
lated guess, where TV knowledge ac-
quired painfully by trial-and-error
methods is being put to work before a
show even goes into rehearsal.

less familiar to admen, but spoNsoR cnough, is the brainchild of Broadway
feels that several recent improvements actor Fred Barton. who soon saw the
in most of them necessitates a review problems of memorizing TV lines in a
of their functions. On the following hurry. Basically, the TelePrompTer
pages therefore. SPONSOR presents cap-  consists of a set of rollers. housed in a
suled profiles of these TV money-savers  portable cabinet, on which a roll of

Writers are now briefed in advance, . . N . C
" which may aid admen to decide just paper carrying the script is rotated at

to avoid things like mob sequences, im-

\ . how they fit into fall TV plans. a controlled speed. The machines are
possibly quick costume changes and ’ laced o he
over-elaborate sets. Conferences be- placed at various positions on t‘m

: TelePrompTer stage, out of camera range but easily
tween agencymen, clients and film pro- lable by ] vors. Throueh a re
ducers are clearing away any obsta- A moving scroll with seript lines on ~ €3€able by Lhe actors. Through a r
cles which could later result in high it, this device is an outgrowth of the (Please turn to page 00)

Rear-view projection

Standard Hollywood trick of haring
actor perform daredevil stunts before
rear-projected film clips has been
perfected for TV through new lighting.
Costs are low but realism is high
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As soon as CBS, followed by NBC, reduced rates, admen started ask-
ing what would happen to spot. Shown at historic Chicago "rate-cut'

pot. radio rat

Wil

s Their action in Chicago

touched off specunlation about spot radio

- E

meeting are (l. to r.) Adrian Murphy, pres. CBS> Radio; John Fetzer,
meeting chairman; Frank Stanton, CBS pres.; Richard Salant, CBS v.p.

S he

n?

Few stations will change rate cards fsilowing net reduction, survey shows

With network rates

down, will national spot rates

11OW

i
\J <oon follom ?

That’s a question admen have been
ashing ever since CBS and \BC an-
nounced discount structures re-
sulting in mighttime cuts of an average
of 25 for CBS and of 23 to 30°¢ for
NBC. To get the answer, SPONSOR sur-
veyed stations and their national rep-
resentatives as well as timebuyers ask-
ing what they thought would happen
now to national spot rates, In sum-

mmary., here’s the outlook as the sellers

Hew

of radio time see it:

1. There will be no countrywide
pattern for changes in national spot
While the network
reductions were made aceording to one

rates or discounts.

38

formula applying to all affiliates, any
national spot changes—up or down—
will be based on individual cireum-
stances.

2. A few stations which had been
reevaluating their rate structures long
I efore the network cuts were made of-
ficial will probably reduce nighttime
spot rates within the next few weeks.
\any other stations. though esentually
likely to cut their evening rates, will
take plenty of time hefore they make a
nmove.

3. The fact that national spot busi-
ness s hoonnng now for many stations
will tend to stiffen resistance to agency-
adverti-er suggestions that now is the
time to cnt national spot rates “in light
of the network cuts.”

4. Many stations will raise rates for
morning time, where business is boom-
ing, when they get around to reduc-
ing nighttime rates. DBut simultaneous
adjustments for day vs. night are by
no 1neans inevitable at all stations.
Some will raise mornings without re-
ducing nighttime and vice versa.

5. Eventually, perhaps within a
vear, there will be a major trend to-
ward the single rate for day and night,
as TV spreads and more stations re-
duce night rates.

6. A return to rate-card selling, long
hoped for by both buyers and <ellers
of time, is the hikely outcome of the
current round of reevaluation and rate
lowering at stations. By next fall. manv
feel. deals will be a rarity.

SPONSOR




Rate reevaluation will pick up speed
within a few weeks when Standard
Aundit and Measurement (SAM) and
Nielsen Coverage Service (NCS) issue
complete reports to stations aud agen-
cies. With the first county-by-county
coverage nreasurements in three years
in front of them. stations will be in a
position to make logically based rate
card decisions, (See story page 3.1 for
full deseription of what SAM and NCs
will measure and how.)

Another factor which inay accelerate
rate reevaluation is the seasonal slump
in spot business which usually follows
Christmas. Spot business is better now
than some stations have seen it in years
and breaking monthly business records
for others. But after the fall drug and
other seasonal spending levels off. and
following the Christmas rush, station
management will be more inclined to
take a look at the rate card. In the
long run you can count on supply and
demand to sel prices for radio time as
much as for any other commodity.

Some client advertising exeeutives
have expressed the opinion to their
agencies that national spot radio rates
would decrease “automatically” be-
cause the networks had made their
cuts. Bul agency buyers were quick to
report that national spot and network
radio had to be viewed as completely
separate media. “lf magazines cut
their rates,” said one buyer. “would
newspapers have to as well? 1t would
all depend on a newspaper’s competi-
tive situation and that. of course. is the

a g e i

Here are questions admen have
been asking about national spot rates

Will a lot of stations soon cut

0.

their national spot rates?

Q' In what kind of pattern will cuts

he made?

Are deals on the way out as a

result of rate reevaluation?

Is the single rate for day and night

time coming soon?
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way vou have to look at spot radio.”

In general, timebuvers queried by
seONSOR felt even more certain than
radio representatives that no immedi-
atc wave of rate reduction was inmii-
nent. Unlike the situation which pre-
vailed shortly after the first network
rate cut in 1951, the present reduction
has not as vet touched off a round of
letiers from agencies requesting na-
tional spot rate adjustments. Though
stations anticipate pressure from ma-
jor spot clients. it appears that agencies
will wait to see what the stations do in
the next six months before making seri-
ous overtures,

Because the network rate cuts were
in the form of changes in the discount
structure, you might wonder whether
the stations will also use this technique
in cutting rates. 1f they do, time buy-
ing will be tougher. [Estimators will
spend long hours with the rate cards,
reading the fine print, and wearing
down slide rules to dope out what a
schedule will cost. For that reason yon
can bet reps will take a dim view of the
discount route to rate reductign and
put plenty of pressure on their stations
to stay away from it, They want to
make buying spot easier. not more
complex.,

However, some stations may try the
discount approach if it’s mainly pres-
sure from the major advertisers they
have to bow to. They'll reason this
way : We have to cut to hold the big
boys but meanwhile medium-sized and
small advertisers are less of a problem.

Why not slant the discounts to encous
age the heavy spenders and mavbe
stinnlate more 52-week business in the
process?

To give you an idea of how Dboth
buyers and sellers look at the rate situ-
ation. here’s a cross—section ol quoted
opinion.  These are f{rank statements
because they were made 1o spoxsor
with the understanding that neither
thoze quoted nor their organizations
would be identified. You can get an
idea of what segment of the industr
these  various spokesmen represent
from the generalized identification pro
vided here. Reps being closer to pric-
ing strategy than the buyers are quoted
first,

Sales executive of rep firm in middle
ranks: “We've heen analysing the situ-
ation for our stations and have made
recommendations. Now we’re waiting
for each of the stations to make a de-
cision. What we're coneerned about is
that the cost per unit of time in some
of our markets is liable to he out of
line with what the same unit of time
rosts on a network bhasis. In other
words if they can get a half hour on
the network for too much less than
what it costs as a spot program, the
stations will have to come down in
their spot rate.

“We hope that a lot of the stations
reduce their nighttime rates within this
coming vear so as to help turn the
thinking of advertisers in that direc-
tion. If just a few stations here and

(Precse turn to page 93)

These are the auswers, based on
« SPONSOR survey among sellers

No. There will be a few stations reducing rates, but no
® flurry. Within the vext six months, however,

many stations will be reducing night rates
and/or raising the price for mornings.

® the case with the networks.

Rate changes won’t Le on a formula basis as was

Fach station will decide

what to do on the basis of competition.

Youll hear of raises as well as cuts.

tactics.

c e ,‘ Yes. Pressure is buildiug up in all segments of the
® industry to squeeze out the under-the-counter
Stations are now reevaluating their rate

cards with the hope of attaining stability.

ct ‘ Yes. Within a year. many belicve, there will be a
® major swing toward this pricing system. Many
Stations have already adopted it and their ranks will

grow as nighttime rates are bronght down.
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He can’t twirl an Indian elub or swallow
a sword. But Mr. D. has talent. no dot
about 1t...a wide variety of local live

talent in seven of your most important

television markets.

Put him to work on your TV eampaign,
’ -
and you’ll get a personality or a show

whielt will assure you of making the

has ta’ent right impressions. (And plenty of them!)

For the people on his list belong to the

local scene. They talk the local language.

And, because our Mr. D. represents the
hest station in eaeh of his seven markets,
they are the best—and the most popular—

people in town,

It’s easy to see why far more advertisers
than ever before are ehoosing our Mr. D.’s

local live availabilities.

Mr. D. would be happy to show you his
east. Even more happy to east you a show.

Just ask liim for more details.

CBS TELEVISION SPOT SALES

Representing WCBS. TV, New York; WCAU-TV, Philadelphia;
WTOP.TV, Washington ; WBTV, Charlotie; WAFM-TV, Birmingham;
KSL-TV, Salt Lake City;and KNXT, Los Angeles,

*Mr. Willtam H, Davis of Chicag
H. Dat or Sam Cook D

a:ea o1 3575 hroug




HOTEL ROOMS

HOUSES

SPONSOR: tlotel Bader AGENCY : Direct

CAPSULE CASE [HISTORY: This hotel with 85 rooms
| a minirmum of 15 rooms unrented. In an attempt to
Il these vacancies, the client bought participations on the
\be Lyman Show. After one announcement daily for 19
Bader had achieved 100°7 remtal for the sununer.
Figuring two people per room ai a weekly minimumn of
860 this represented a $9.000 gross increase for a 10-
week season from a $215 radio campaign.

WLIB. New York

PROGRAM: Abe Lyman Show

RESTAUBANT

results

Reicns

SPONSOR: Mercury Building Co. AGENCY: Direct

CAPSULE CASE HISTORY:  This firm built, as a trial,
several houses in the $8,000 class and offered them to
Latin Americans. The medium: Spanish language an-
nouncements. After two weeks, they had sold houses for
a total of $40,000. The firm now also has such a large
prospect list that they’re contemplating a 300-home proj-
ect also for a Latin American clientele. Announcements
cost: $167, or less than one-half of 1% of gross sales.

KCOR, San Antonio PROCRAM: Announcements

RUG CATALOG

SPINSOR: Olson Rug Co. AGENCY: Direct

CAPSULE CASE HISTORY:  Ofson wanted to obtain in-
quiries for its rug catalog at a cost not to exceed 15¢ per
request. With the catalogs in listenerss homes Olson
hoped i0 stimulate rug sales, draw aitention and brand
remembrance to its lines. A four-week campaign of par-
ticipations was scheduled on two long-established home-
maker shows. Response was so great (thousands of re-
guests) that the schedule was lengthened to 12 weeks.
Cost-per-catalog request: under 53¢.

PROGRAM: Kitchen Klinik;

Homemaker’s Visit

KMA, Shenandeah, Jowa

FISH

SPONSOR: Al Mastro Spaghetti House

CAPSULE CASE HISTORY : A year and a half ago this
popular restaurant bought two announcentents weekly on
the Bill Gordon Show to plug its delicacies. Cost: $31
weekly. Now. the owner reporis, business is up 300",
or thousands of dollars, with radio the sole advertising
medium during this 18-month period. Business is still
growing as a result of the $31 WK expenditure.

WIIK. Cleveland

AGENCY : Direci

PROGRAM: Bill Gordon Show

SPONSOR: Arioto’s Fish Market AGENCY: Direct

CAPSULE CASE HISTORY: Annonncements beginning
at 4:00 p.n. Saturday advertised fresh tuna at Arioto’s.
By Sunday the campaign sold 8,000 pounds of fish. On
Monday Arioto’s received another 8,000 pound shipment.
Arioto’s aired announcements again beginning at 10:00

can. and by evening they were sold out. Total sales, all
retail, reached nearly $5.000. Radio cost: $123.40.

KYNO, Fresno PROGRAM: Announcements

GARAGES

STRAWBERRIES

SPONSOR: Real Estate Mart

CAPSULE CASE AISTORY : This real estale agency had

ustomn. built garages for sale for 3700 per garage. To
dvertise this buy. the organization contracted for two
announcements daily for 11 days at about $0.50 per an-
nouncement. Within those two weeks 37 of the cusbom
built garages were sold. Gross sales were $25,900 as a
direct result of Real [Estate’s announcement cawmpaign
costing well ander $200 and orders are still coming.

AGENCY: Direct

KOOK, Billing«. Mont, PROGRAM: Announcements

SPONSOR: Green Lantern Fruit Stand AGENCY: Direct

CAPSULE CASE HISTORY:  This produce dealer was in-
terested in reaching the general shopping audience. As
a test, he bonght seven aunouncements, one a day, plug-
ging the sale of strawberries. Announcement cost: $31.30.
After the seven announcenients were aired, Green Lan-
tern reported it sold an entire carload lot of straw-
berries. Further. many prospective purchasers had to be
turned away hecause of the sell-ont worth $1.200.

WINR. Binghamton, N. Y. PROGRAN: Announcements
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THERE'S ONLY ONE MAYBE
IN THIS MERCHANDISING PLAN!

KRSC guarantees counter displays, window displays, full mer-

chandising promotion by key drug outlets doing over 50% of

all retail drug sales in the big Seattle market.

The KRSC SPOTLITE drug merchandising plan really gets results. Your spot
schedule on KRSC sells all the big Seattle market, gives you greatest
‘ impact per dollar, lowest cost per listener. KRSC builds buyer

demand right now. And you can make that demand pay off

even better when you take advantage of KRSC bonus
SPOTLITE merchandising.
NO MAYBE HERE! We operate on signed con-
tractual agreements with key drug outlets.

Our trained merchandising staff calls on

every store, installs your point-of-

sale material and arranges for full

support of your sales effort.
It's another KRSC exclusive

—at no extra cost.

HERE’'S THE MAYBE*

Maybe your product can get in this bright SPOTLITE

picture, which is limited to ten non-competitive

drug store items. Only one opening currently.

.For full information call or wire Bill Simpson_,

\;“%’KRSC National Sales, or our nearest representative—
EAST: Geo. W. Clark, Inc.

LOS ANGELES: Lee F. O'Connell
SAN FRANCISCO: Western Radio Sales

2
Poial

And KRSC SALEMAKER makes the
picture brighter yet! This potent
saturation spot plan gives you
terrific all day impact to sell
Seattle faster, cheaper. sells ALL the big Seattle market
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The

picked panel
answers

Mr. Stroben

My immediate re-
action 1o that
question is to ask
another. Can it
be possible  that
in 1952 there is
anyone who
doubts 1t?7  And
when you tapped
a guy who has
been occupied
with radio adver-
tising exclusively for 20 years (plus
the combination of radio and TV for

Mr. Rogow

five years more) to answer it. you
must have known what to expect. Of
course it can. From the late 20's
through the depression 30’s and the
war-torn 40’s right on up to the prex-
ent day, advertising history will fur-
nish enough examples of highly sue-
cessful campaigns to convince a regi-
ment of skeptics that spot radio alone
has done. and can be expected to do
for a good many years to come, an
eflective job in increasing sales for a
national advertiser,

Unfortunately, there is no universal
formula for the successful campaign,
and it is no more than fair to add that
the flops ontnumber the successes by a
wide margin. What makes a perfect
set-up for advertiser “A” i a given
market with a budget that’s economi-
cally sound, may not get advertiser
‘B to first base in that same market.

The irony of it is, that all too often,
“B” could have reached his goal with
a different program choice for even
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Can spot radio alone be an effective adrvertising

instrument for a national advertiser?

William D. Stroben

less than the other’s outlay. Some of
the failures that have been chalked up
result from using a pea-shooter budget
instead of a heavy gun in a highly com-
petitive. important market. In certain
cases il pays to forget the normal ratio
of advertising cost to sales, and make a
capital investment to achieve your ob-
jective. After all, when you have seen
spot radio alone carry an unknown
product in one of our largest markets
to second place in its field in less than
one vear’s time. can doubt remain?
And where all the ingredients of a
campaign are right, the successful ac-
complishments of yesterday will be du-
plicated for a good many tomorrows.

WiLLiam Rocow
President
Neff-Rogow, Inc.
New York

There is no doubt
in my mind that
spot radio can
compare or ex-
ceed in effective-
ness that of any
other advertising
medium. In
opinion one of
the most impor-
tant factors in it<
hehalf is  that
spot advertising gives the buyer spe-
cific selection of the choicest of mar-
kets. resulting in maximum productiv-
ity for each dollar spent. In network
advertising where the buyer cannot ex-
ercise complete control over the station
lineup, the same results cannot be ex-
pected.

To a large degree spot radio can be
regarded as a much more accuorate

Miss Zogheb

Advertising, Sales Promotion Manager
Radio & Television Division
Sylvania Electric Products, Inc., Buffalo

measuring rod for research purposes
than network radio. Secondly. on a
spot basis it is possible to salurate a
market more eastly, and less expen-
sively. but the procedure is slower and
detailed.  Based on pre-estab-
lished time patterns there is little dif-
ficulty in determining a spot schedule
in a given city with only a negligible
amount of time spent in the clearance

more

of same and at a lower, more effective
dollar budget. For the most part, |
think these concepts will hold true
primarily where an advertiser has only
limited distribution. and is directly in-
terested in having his campaign de-
signed to tap only certain areas and
certain audiences.

Where distribution is not considered
a problem and the product has general
mass appeal, I would revise my think-
ing somewhat. Providing you have
overcome these barriers, it is a simn-
pler operation, logistically speaking, to
buy network schedules, and from my
particular standpoint a little easier *o
control the mechanics of the opera-
tion. I would like to point out,
though. that I have seen spot radio
produce such overwhelming results
that when compared to network, were
found incredible. Yet, here
again. prevailed.
Thevefore. because of endless varia-

almost
certain  situations
bles, voicing an opinion on such a
question can very rarely be a definitely
positive or negative one. Certam sit-
uations pertinent to an account would
be the determining factors as to wheth-
er spot radio could be fully effective.

LILLIAN ZOGHEB
Radio & T1" Timebuyer
Huber Hoge & Sons

New York

SPONSOR



This question is
not at all as acad-
emic as it may
sound. Long be-
fore radio wa-
such an adequate
mass medium, the
principle of con-
centration in one
class of media

Mr. Flanagan wel adapted to
the product had
been proved over and over again. One
of the best early examples for a mod-
ern product was Camels’ full showing
of 24-sheets year after year. in the
1920’s. starting at a cost of $3.000.000
a year.

But radio is now the largest mass
medium by far that advertisers have
ever had at their command. It is still
growing in number of radio broadcast-
ing stations. in number of sets, in total
hours of listening. in number of fam-
ilies owning sets, in secondary sets, in
auto sets, in portable sets. even in the
number of hours on the air.

Spot radio boasts success stories in
many fields of consumer products and
services. The most dramatic of these
stories are the ones where this medium.
used countrywide and year 'round, and
the only medium, successfully launched
products and built them into large vol-
ume and leadership in their fields.

No one could consider this question
without evaluating the effect of televi-
sion on radio listening. Television
must be rated a powerful medium. At
this moment, it is predominantly ur-
ban, spotty. high cost. its homes of
above average income. Soon, however,
its geographical coverage will approach
that of radio. But far from diminish-
ing the strength of radio, it is increas-
ingly apparent that it merely changes
the time and place of radio listening.
If this were not true, what would ac-
count for the large increase (13% ) in
spot radio time sales in 1951. a televi-
sion year, and the current 1952 ruddy
glow of heatth in the spot radio fig-
ures?

It would be too much to assert that
spot radio will for all products and
services exclusively encompass all ne-
dia needs. But it has done that suc-
cessfully. and is now for many adver-
tisers doing it.

T. F. FLanacaN
Managing Director
NARTSR

New York
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‘does the
trick

to sell Memphi§
you need Both

’ ONE-TWO'

r““m

—to give you the selling punch
in this two billion dollar market

owned and operated by the Commercial Appeal

National Representatives - The Branham Company
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{rom our spomsot .

by Bob Foreman

As the succeeding vears shorten
my temper and lengthen my fits of
depression. | secem to devote more
and more time fretting over the
great waste that is so clearly ap-
parent in the profession of adver-
tising.

Each puge of the newspapers we
read. each sentence of the chain-
breaks we hear bear niute or bla-
tant testimony to this. replete as
they are with bad advertizements,
poorly thought out advertisements,
advertizements built upon himpossi-
ble themes or no theme at all, ad-
vertisements chockfull of cryptie
copy desigined to lure where there
1= no allure, couchied in appeals of
little consequence. based upon no
desire ever found in the minds or
emotions of the beings to whom
they are supposedly addressed,
casual ads on ten=e =ubjects, self-
conzeions ads. ads that are mere
reflections of the advertizer’s ego.

Daily we witness such works of
waste as these and we can only
wonder what. if anvthing. our busi-
ness is coming to. But this is the
old complaint, T am sure.

When in =uch a darkling mood,
it ix doubly refreshing for me to
<it myself on the commuting train
beside a particular friend who is
employed by one of our country™s
“hard hitting™ agenetres. This chap
i< completely immersed in  his
shop’s copy miethods and practices,
ax cveryone there must e As he
joins e in perising the daily
newspaper, folded from top 1o bot-
ton. together we malign the folks
and the agencies who have perpe-
trated the ads we hold before us.
With the Westport to New York
et more than an hour 1 length
and two New York newspapers
containing ~o murch upon which we
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can =pit our venoni, this i= ¢ mosl
enjovable voyage.

However, there is one item of
cncouragement on which 1 can al-
ways count. Before we reach 125th
Street in New York City. iny fel-
fow traveler is sure to set forth the
theories of good advertizing as
practiced by his ageney—an ap-
proach which has made thiz com-
pany immensely successful. Trans-
fated from my companion’s deep
Southern accent and  segregated
from the irrelevant noizes of the
New Haven Railvoad’s coaches. the
eredo goes something like this:

First vou find the big reason-
why. That’s not easy. Best cource,
of course, is within your produet
itsclf. You're way ahead if it'’s an
exclusive, an advantage. a basic
difference. I not, you find it in
your market—or you coin it. But
once  vou've got the approach.
vou sweat to express il—simply,
concisely,  dramatically.  Simply
cnough for all to understand it.
Coucisely enough to have it fit
vout headline or lead-in. Dramat-
ically enough to have it heeded and
remembered.

Now comes the big seeret.
though. Onee you've got it. broth-
er, you ride it. Leave it alone—
not just for months but for years.
Don’t ehange it every time an ad
manager grumbles or a copy eub
hax a bright vew thought or when
vou move [ronr space to TV, Leave
it be!

It~ dificult enough to get a sin-
gle idea acrosz to an indifferent
public, but fonr tinies as difhieult
to get two across. FFurthermore,
sinee good ideas are hard to come
by, once you've got one, let it ride!

To all this—I say “Amen!”
‘There ought to be more people ex-

pounding this philosophy——espe-
cially to thoze technique-happy TV
writers and art-happy film folk we
run into daily in this new era of
that old trade—advertising!

Brpieassaint | e ey
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commercial reviews
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TELEVISION

SPONSOR: Shadow Wave Home Perma-
nent

AGENCY: McConn-Erickson, N.Y.C.

PROGRANL ; Participations

Not being well versed in the differences
between the various new home permanents,
P’ll still venture to say that the Shadow
Wave approach to the market is both
sound, advertisingwise, and convincing
from the standpoint of how the medium
of television is used to put a message over.

In the first place, Barbara Britton is a
really attractive gal, well filmed, and she
delivers a message in a most convincing
manner. In a first-person monologue, she
related how the product works which was
followed by a tight close-up of Miss Brit-
ton demonstrating the way to put the curl-
ers in and brush on the whatever-you-
brush-on—all forcefully presented, easily
understood. No tricks, photographically
speaking, are employed to dissipate the
impact and sincerity of this straightfor-
ward copy line until the sign-off where an
effective optical serves to reiterate the basic
advantages of the product—a superim-
posed spelling out, in sync, of “No neu-
tralizing, no rinsing, no timing.” Which
leads me to say—no better way of doing
this copy—at least as far as I can see.

SPONSOR: Chevrolet
AGENCY: Campbell-Ewald, Detroit
PROGRAM : Dinah Shore Show

Dinah Shore’s return from vacation not
only brought back this terrific little lass to
a sadly languishing medium but ushered
in a nice, if not awfully hard hitting, set
of Chevvy commercials.

Chn this particular stanza, Dinah showed
some silent film of herself, husband, and
daughter shot on vacation while the voice-
over commentary was delivered live by
herself. At appropriate (that is, natural)
points in the footage the Montgomery
family and their friends climbed in and
out of Chevrolets.

Without so much as a pause for a sin-

SPONSOR



A \A_,; “The Family Four’ present
e SENATOR QUAD

QUESTION:

ANSWER:

CALL YOUR NEAREST FORJOE

CANDLER BUILDING
ATLANTA, GEORGIA

In Campaign Interview number two:

Senator, what in the world
are you doing straddling that
fence?

I am not straddling this fence,
sir, nor was | driven up on it.
I simply climbed up here to do
a little crowing about the way
the Family Group of stations
satisfy their more than five
million listeners. Our audiences
love our three R programming.
The advertisers are delighted
with our selling power. And
the alert time buyer has no fear
of introducing a bill which
produces more results per
dollar spent.

*WEAS

10,000 WATTS Atlanta - Decatur, Ga.

*KWEM

OFFICE OR STARS, INC i 1000 WATTS West Memphis Ark. - Memg;hfs, Tenr.

1000 WATTS Savannah, Go.

GOV

5000 WATTS Valdosta, Ga.
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MR. W. D.

AVAILABLE

SEPT. 15™

TIME: 7:00 - 7:15 AM

Monday thru Saturday
Program Information

Mr. Click will Inter-
view Agriculture Agents,
Farmers . . . he will give
daily Market Reports on
Crops and Livestock, as
well as all available Farm
Information to benefit
the Farm and Family
Radio WSAZ C<>vers fhe
Tri-State . . . Kentucky,
Ohio and Wes‘l’ Virginia.

@ Radio Station WSAZ

“The First Station of
W. Va." operating on
5000 Watts, Covering
29 Counties of the Tri-
State Area.

CLICK

AVAILABLE

SEPT. 290™
TIME: 12:00 NOON
Monday, Thursday, Friday
Program Information

. Interviews with Nati-
onal and Local Farm
Personalities . . . Farm
Products of Local Nature
will be Viewed by TV
Audience . .. Farm Infor-
mation, Stock and Grain
Market Data, Gardening
Procedure, will be inte-
grated in this New Farm
Program.

@ WSAZTV . .. First
and ONLY TV Sta-
tion in W. Va., ... "The
World's Most Powerful
Television Station" . .
Channel 3 100,000 WaHs

MR, WILLIAM D. CLICK, widely known in the Tri-State Area as "Farmer
Click,” was Cabell County egnculfural agent for 22 years and for nearly 38
years served as a county agent in West Virginia. Mr. Click writes a column
"HOW'S YOUR GARDEN" for The Huntington Herald-Dispatch in addition
to his many other activities. The veteran county agent will conduct farm in-
formation radio and television programs, as well a: personal appearances,
writing of farm letters, etc. For more information, call or write: L. H. Rogers,

General Manager, WSAZ.TY, or Tom Gartin, Station Manager, Radio Sta-

tion WSAZ, Huntington, West Virginia,

.RADIJO

FELEVISION,

“WSAZ,

RUNTINGTORN WA,

gle sentence of factory talk, Dinah regis-
tered the fact that her family and their
acquaintances were pretty well satisfied
with their Chevrolets.

A straight, but very short opening and
closing added a wee bit more commercial-
ism to the 15 minutes, but the bulk of it
was endorsement, put and simple, from
one of the most gracious, poised, and tal-
ented gals ever to appear before a camera
—TV, motion picture, or Brownie.

Four station-break sponsors
(see names below)
STATION: WPIX

All four of these products—Philip Mor-
ris, Biow Co., N. Y. C.; Nob Hill Coffee,
M. E. Harlan Adv., San Francisco; Buf-
ferin, Young & Rubicam, N. Y. C.; Bal-
lantine Beer, ]J. Walter Thompson, N. Y.

C.—sent their commercial messages out

SPODMSORS

into the New York market within 60 sec-
onds of each other, bearing out the fact
that it’s good to get in front of big league
baseball —a prime TV attraction — but
again raising the question of how many
advertisers can actually be called adjacent
to a feature (as each spot was sold, I'm
sure). The way the independent stations
sandwich commercials into the pre-game
minutes of their baseball schedules would
put a 42nd Street subway guard to shame.

The four above-mentioned advertisers
each got a lick in prior to Mickey Man.
tle’s first time up. Number one, Philip
Morris, sponsoring a Joe DiMaggio inter-
view program, had its closing commercial
backed right up with a 20-second film for
Nob Hill Coffee, followed by a station
identification that attempted to extol Buf-
ferin and mention that WPIX is the “sta-
tion of champions,” but before anyone
could blink an eye, Ballantine’s three rings
were milling around at us to herald that
the Yankees themselves were on camera,

[t seems that this is a plethora of copy
ideas to expect anyone to pay attention to,
much less remember. * Kk

Going to Hollywood?
Want to see television
production facilitics that
you have been dreaming
about?

. Just drop in on the
new Telepix building .

'_E._-.Epl)(

B
1515 N. Western Ave., Hollywood
155 E. Ohio Stveet, Chicago

TR
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YES, WMAQ is the Chicago Radio Station that Sells and Sells

No matter what the product, more and more advertisers daily get new proof that
Station WMAQ delivers sales.

For example, DOWNTOWN NASH, a Chicago automobile agency, currently
sponsors 75 minutes weekly on Station WMAQ and according to Mr. M. Barkas,
president of Barlit Productions, Inc., the DOWNTOWN NASH advertising

agency, the results have been more than satisfactory. In fact, he wrote:

“We know that many, many people are hearing about DOWNTOWN NASH
and their automobiles through ... WMAQ. Comments from DOWNTOWN

NASH customers prove that.” R .-
coe X
e seYes, SOME SPOTS ARE BETTER THAN OTHERS:%e
* o0 in Chicago and they’re on WMAQ. A WMAQ :?3' L)

or NBC Spot salesman has the details.
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This SPONSOR department features capsuled reports of
broadcast advertising, significance culled from all seg-y

ments of the industry. Contributions are

welcomed.

.

Local spounsor’s program builds international good will

How a local sponsor can expand his
program’s influence far heyond the
limits of its one-station listening area
——even across to another continent—
has been demonstrated by a bakery
company in California.

el

Show got foreign plaudits, upped baker's sales

Baker Boy Bakeries. Inc., sponsors
a program on KFAC. Los Angeles,
called I"1ennese I arieties 15:30 to 6:00
p.m. dailyi. The show was dreamel
up hy The Mayers Co.. Inc.. of Los
Angeles. agency for Baker Boy. as a
program that would fit the company’s
product. a Viennese pastry. It depicts
Austrian habits, customs. dances, mnu-
sic and personalities via word pictures
by narrator Dick Crawford and the
records he plays. Members of the local
Austrian colony in and around Los
Angeles have rallied energetically to
help Crawford gather material and re-
cordings for the program.

Recently, the program came to the
attention of two Austrian officials in
this cooutry. They were highly im-
pressed. “This program is doing more
to bring a true picture of the real Aus-
tria to the American people than a
million speeches.” lauded Dr. Frederick
Waller, Austrian Consul-General for
the Western half of the U. S,

Leo Gruenberg. Consultant for the
Austrian Society for Foreign Trade,
agreed. So high was his esteem for
Viennese Varieties that whew he left
for Austria a few weeks ago, he took
with him a group of recordings of the
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show to be played on the State Radio
in that country,

On his return trip to the U. S.,
Gruenberg, according to KFAC, plans
to hring back a wealth of material,
both written and recorded. for pres.
entation on the program. This ex-
change of inusic and ideas, in the opin-
ion of both Waller and Gruenberg. is
a strong good will builder between
peoples of different countries. The
sponsor. says the station. has received
a good measure of praise for creat-
ing such a program and boosted busi-
ness as well.

Happy at the international effective-
ness of Ilennese Varieties are (photo,
l. to r.) Philip Green, chairman of the
board. Baker Boy Bakeries; Leo Gruen-
berg: Dr. Frederick Waller; and Mil-
ton Katz, general sales manager. Ba.
ker Boy. Account executive for Baker
Boy at The Mayers Co. is Mike Gold.

* Kk K

Loyal classies audience
rallies to support FM

The FM classical music audience iz
such a devoted one, it is even willing
to pay to keep its highbrow fare on
the air. That's what at least two FM
stations, WFMT, Chicago and WWIN.
Baltimore, have discovered.

When WFMT appealed for funds to
stay on the air last December, $11,000
in contributions poured in from the
station’s small audience. Scveral vol-
unteers even went out in search of
sponsors. Now WFMT is operating in
the black. The station specializes in
serious music,

If WFMT is a commercial success,
it is so despite the restrictions it places
on  sponsorship.
choose the selections to be played and
canuot use attention-getting gimmicks.
Commercials are limited to one minute
in length and a maximum of 150 sec-
onds in any hour. In spite of these
curbs, results are good: a commercial
for a diamond-tipped phonograph nee-

Sponsors  cannot

dle boosted the sponsor’s sales 150%.

WWIN, Baltimore, began broadcast-
ing in 1948 as an FM station with a
policy of serious music. When the sta-
tion was granted its AM license not
long ago, the classics were abandoned,
for the most part. in favor of a sched-
ule with greater mass appeal,

In making this change, no one took
into consideration the jilted good mu-
sic listeners. whe, it developed, had re-
garded WWIN-FM as an “oasis.” Im-
mediately, the station was bombarded
with letters and phone calls requesting
a return to the original programing.
These classical music enthusiasts indi-
cated a willingness to patronize FM
sponsors as a means of assuring the
permanence of the classics on the air.
As a result, it was decided to resume
the fine music policy.

Because of this experience, many ad-
vertisers are now regarding their FM
operation with renewed interest. says
WWIN, which may presage new pos-
sibilities for FM in the future. * * *

KNX d.j. tapes plugs
at point-of-sale

Hawthorne, radio humorist on KNX.
Hollywood. recently decided that the
participating sponsors on his twice-a-
day shows deserved some personalized
attention.  (Hawthorne’s two KNX
shows are a 15-minute stanza, Monday
through Friday at 4:45 p.m.. and a full
hour every midnight. Monday through
Saturday.)

He felt that an effective approach
would be to tape record on-the-spot, ad
lib commercial copy at the sponsor’s
place of business—for use on the air.

Taking a CBS engineer. a publicity
photographer, and a microphone, he
made his first call on a sponsor: one ot
the Angelo’s restaurants in Los An-
geles. He interviewed patrons while
they dined: talked with the chef. wait-
resses. and with Angelo himself. A

commercials

Sponsor eats, d.j. tapes. Result:

SPONSOR



firm believer in Elmer Wheeler's sales
maxim, “I1's the sizzle that sells the
steak,” he held his microphone close to
sizzling steaks, recorded the sound of
Angelo eating homemade cheesecake
fed to him by the cook who makes it
(see photo). For an hour he tape-re-
corded assorted comments and sound-,
Later, he edited the hour down to sev-
eral one-minute commercials.

The restaurant chain liad been a par-
ticipating sponsor on Hawthorne's
midnight show for the past year. Af-
ter Hawthorne's visit, Angelo signed
up for another year. LA AR

Briefly . . .

WIJR, Detroit. recently captured two
major public service awards——all in the
space of one week. One was a citation
from the Michigan American Legion
Auxiliary. recognizing. on the station’s
25th anniversary. its “fine programs,
consistent support of American princi-
ples, and loyal, patriotic service to the
community, state, and nation.” The
other award was a “Certificate of
Achievement” from the U. S. Depart-
ment of the Army for WJR’s coopera-
tion with Michigan Military District.

% 3% *

WNHC, New Haven, Conn., invited
executives from bhoth its network—
NBC, and its rep organization—ihe

—c— T

WHNC outing informalized net, rep relations

Katz Agency, to its annual outing late
in August. The event, held in conjunc-
tion with WHAY, New Britain, Conn.,
took place at the Quono Club, Guilford,
Conn. Among those attending were
(photo, front row, L 1o r.} Vincent
Callanan, v.p. in charge of sales,
WNHC and WNHC-TV: Pierre Hath-
away, Paul Rittenhouse, and Thomas
Knode, all of NBC; (back row, . to r.)
Olkie Blackwell and Morris Kellner, of
Katz; Aldo DeDominicis, sec’y-treas.,
Elm City Broadcasting Corp.; Edward
Codel, Katz; Patrick J. Goode, pres.,
and Edward C. Obrist. mgr., Elm City

Broadcasting.
(Please turn to page 74)
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LOWEST COST —.
MAJOR
STATION BUY
IN THE
DETROIT AREA

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

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

important states.

e

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

Detroit 26, Mich.

Guardion Building
J. E Campeau, Pres.
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The Stage
Is Set at

MEMO

Here's a show tailored
for ideal afternoon
viewing...a daily

full length feature
f1lm plus newsreel

and short subjects...
a complete theatre
program, combining
drama, music and news.
When the curtain goes
up on Movie Matinee
you will reach a top
audience of Central
New York housewives.

A spot in this out-
standing participating
show will provide...

Resalts

FORYOU

Represented Nationally
by the Katz Agency

WHEN

TELEVISION

\ SYRACUSE

SRS Koo 2

P
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A MEREDITH STATION

Paul Louis

V.P. & radio-TV dir.
D'Arcy Advertising Co.

agency profile

An advertising version of “The Man Who Came to Dinner” is
Paul Louis. He was brought over to D’Arcy to produce the Andre
Kostelanetz program for Coca-Cola in 1943, soon was up to his hips
in the Spotlight Bands and Morton Downey shows and has been at
D Arey ever since.

Producing as many as 15 programs a week at the agency may seem
like a pretty hectic schedule. But Paul found it relatively relaxing
after some of the tussles he went through with temperamental singers
he handled while working for Columbia Artists Management. Any-
one who could persuade the late Grace Moore to finish a program
after a Hungarian conductor tried to tell the great singer from the
South how to sing “Carry Me Back to Old Virginny™ isn’t fazed by
the problems of putting a program on the air.

Today, Paul’s biggest job is keeping TV commercials in harmony
with the quality impression which D’Arey steadily seeks to build
for such products as General Tires. Coca-Cola. Budweiser heer, Ger-
ber’s baby foods. “TV has so powerful an impact,” he says, “that
we must be careful not to wear out our weleome. One of the top-
rated shows on TV today, which shall of course remain nameless,
has succeeded in spite of its commercials. A lesser show couldn’t
survive such ineptness.”

Although a product hke Coca-Cola is not limited in its appeal to
any specific segment of the market, Paul likes to supplement the
over-all appeal by tailoring programs to particular groups. For
example, Kit Carson was TVed to the kids, Mario Lanza wooed teen-
agers via NBC Radio, and Edgar Bergen and Charlie MeCarthy
brought messages to the whole family with its broad. general com-
cdy appeal.

Before joining D’Arey Paul had a diversified background. After
attending the Universities of Chicago and Michigan and N. Y. U,
he put in some vears in the advertising and editorial departments
ol the Chicago Daily News and Chicago Tribune. Fven took a erack
at music critic chores. Then, at NBC in Chicago. he wrote. directed.
and produced a number of radio shows.

Paul doesn’t lose all contact with show business wlien he gets to
his home tn Huntington, L. 1. 1lis wile s a former Metropolitan
Opera Company ballerina and his two daugliters practice entrechats
all over the house. For relaxation he sails his boat on Long Island

Sound. * Kk
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In 1922, the year WREC was born, the first com-
mercial program was broadcast. From those pioneer
days through 3 decades of constant growth WREC
prestige has been built upon superior service to
listener and advertiser alike. Engineering perfection,
quality programming and adequate power continue
to gain an ever-increasing audience of interested
listeners. Through this policy of operational superi-
ority we shall continue to grow.
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REPRESENTED BY THE KATZ AGENCY

AFFILIATED WITH CBS, 600 KC. 5000 WATTS
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TOP
HOOPER

Jimmy Lewis on
“JIMMY LEWIS SHOW”
4:45-5 P.M. Mon.-Fri.

K-NUZ 25
Net. “A” 1.8
Net. "'B" 1.1
Net. “‘C* 2.5
Net. 'D* 0.7
Ind. A" 0.0
Ind. "'B” 0.9
Ind. C” 0.7

42 YEARS OPERATION

412 YEARS OF TOP HOOPERS
and PERSONALITIES

“April, 1952

a1 FORJOE

s - Dave Morris
W, General Manager

HOUSTON'S LEADING INDEPENDENT
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What's New in Research?
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Poll rates Tide as braund which most viewers

said they switehed to since owning TV set

The advertising cluss of Georgian Court College, Lakewood. N. J.,
conducted a poll of 1200 homes in the New York metropolitan area,
Boston, Pittsburgh, Louistille, and the Camden-Trenton-Philadelphia tri-
angle in the spring and early summer of 1952 via mail and personal inter.
views. One of the questions asked was: “Have you changed to any
products adrvertised on Tl since vou have owned a set? List them.”
Of those replying to the first part of the question. 633 said they did not
change to any product advertised on TV, while 376 answered in the
affirmative. Those who did the switching gave as many as six products.
The answers were tabulated as handed in, and the 20 brands that got the
most mentions were:

BRAND NO. MENTIONS BRAND NO. MENTIONS
Tide ) 614 Kraft B 13
Charles Antell : 27 Colgate 11
Johnson's Wax 23 Pillsbury H]
Chesterfield 22 Chlorodent 9
Lipton's Tea 22 Snow Crop 9
White Rain (Toni) 17 S.0.S. 7
Stopette 17 Lipton's Scup 7
Fab 15 Rinso 7
Amm-i-dent 15 Old Gold (/]
Joy 15 Ballantine 6

Top 10 TV shows

PROGRAM RATING |NETWORKS
I. Pabst Bouts 31.8 CBS
2, Godfrey & Friends 31.7 CBS

(Liggett & Myers)
3. Godfrey Talent Scouts 30.5 CBS
1. My Little Margie 29.8 RS
&. Dragnet 29.3 NBC
6. Big Town 28.1 CBS
7. Godfrey & Friends (Toni) 28.3 CBS
8. Racket Squad 27.5 CRBS
9. Robert Montgomery Presents| 26.7 NBC
(American Tobacco)
10. Gangbusters 26.6 NBC

SOURCE: A. C Nielsen Co (copyrighted!
PERIOD: T weeks € Aug

“
TV families like radio news, survey shows

In a survev which Pulse conducted for WOR, New York, during the first
week 1n Auvgust following the political conventions—when listening is
customarily at a low point- the following two high points developed:
(1) 86.1% of all the families surveyed listened during the week to radio
news broadcasts: (2) cven among TV families radio continues as « major
conducted a poll of 1200 homes in the New York metropolitan area,
news source, with 82.6% o such families interviewed reporting that they
listened during the weel: to radio news. The breakdown of the figures on
news listening by Vew Yorl stations showed WOR ahead of the parade.
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LEADERSHIP IS EARNED ¢ LEADERSHIP IS EARNED o Lk.

30 years of skilfully fitting a top-quality medium to
a top-quality market is ringing cash registers

all over rich Central New York for WSYR’s and
WSYR-TV’s local and national advertisers.

Write, Wire, Phone or Ask Headley-Reed

NBC AFFILIATE —The _Oniy Complete Broadcasting Institution in Central New York
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COFFEE VENDOR

tContinued from page 33)

teads. 175 developed into actual sales,
either immediate or projected for the
fall. Television had more than paid
for aself. Televiston had proved to be
a successful salesman for the coffee
dispenser.

I-Mosalesiien were as enthusiastic
over the campaign as management. Nol
only had several hundred “hot™ leads
developed. but sonie of the previously
“cold” ones were showing renewed in-
terest as a result of the demonstrations

they had seen on TV. Prospects whom
salesmen were secing “cold” and for
the first time frequently were far more
receptive than the salesmen might have
otherwise expected. They had seen how
the iachine worked on the TV demon-
stration. A lot of the preselling had
been accomplished before the sales-
men called. Television had educated
the coffee-dispenser markel to a new
need. creating demand for the vendor,

Money for the test campaign had
been diverted fromn other media and
supplemented by new allocations. How-
ever, a separate lelevision budget is

If your account's eyes are on the na-
tional market .., you won't overlook
Chicago because the “Windy City” and

some sixty other major metropolitan
areas are first on every time buyer's
list. But onee you've ordered Chicago
and the others, then come more diffi-
cult decisions—the choice of independ-
ent and productive secondary markets.
Then comes Yakima, Washington . . .

a

rich and rare secondary market,

geographically and economieally isolat.

ed

from the influence of key city me-

dia.

And, it's a fact! More national adver-
tisers every year have found this $200
million dollar Yakima market an in-
creasingly profitable secondary market
of first importance in the West.

B
©~ ‘*};f({r“ L

KT woc-noe

THE BRANHAM COMPANY

58

’ YAKIMA, WASHINGTON

I

AT e

\:.'?""
’ g
Y .

KV AIK » = s

GEORGE W. CLARK

m— p——— B vy

K1 IMIEA < e s

WEED AND COMPANY

now being established in view of the
test results.

While R-M has not yet setiled upon
its national television policy, the me-

dium will definitely play a major role

in the firm’s over-all advertising cam-
paign for the coming vear. The more
than 200 R-M dealers in the country
are located mainly in television areas.
And. having learned the resulis of the
Philadelphia test, most of them are
eager to try the same advertising ap-
proach in their area. R-M is selting up
a cooperative fund which will provide
for a cast-sharing between individual
dealers and management for the adver-
tising budget. Television is assured of
a considerable percentage of this fund.
However, the type of program that
R-M will sponsor is still not deter-
mined by its admen.

Radio. which in the past had gotten
but a small share of the R-M advertis-
ing budget. is now also being tested
more thoroughly. At the moment. the
Roberts agency feels that the visual
approach is more effective in selling
the machine, since the entire idea is
still new, and the public needs to be
further educated. However, in view of
the spiraling demand for the “Coflee
Cub.” it is likely that radio, too, will
be better evaluated for direct pull
strength.

R-M is te:ting radio via a five-min-
ute weathercast and participations on
a morning d.j. show. Results from both
have been encouraging.

The agency has chosen radio time
with a different pnrpose in mind than
the appeal to a general audience at
which it aimed its telecast. With televi-
sion the theory had been that a relaxed
Sunday evening audience would neces-
sarily include many businessmen who’d
be in a. direct position to contemplate
buying the machine for their employ-
ees. In the case of radio. the agency
has been looking into already estah-
lished programs with a set type of au-
dience—shows that were known to at-
tract a listenership largely composed of
businessinen.  The d.j. show currently
being used is that type of program,
scheduled al an early moming hour
when this audience can be reached.

The R-M firm. which wax started by
two ex-servicemen in 1916, grossed St
million by 1951. and is expected to
reach a new sales peak of $8 million
in 1952, Licutenant Llovd Rudd and
Sergeant Cy Melikian, both Air Force
engineers, thought of the market pos-
sibilities of a hot coffee dispenser
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Since August, 1950
BILL GORDON*
has sold more
goods and services
than any other
Cleveland radio or

. . 8
television personalify!
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UNDUPLICATED

| COVERAGE IN

| 225,000 HOMES

\ WITH PERSISTENT

| SELLING TO MORE

| THAN 675,000

} PEOPLE . ..

| IN PROSPEROUS

| SOUTHERN
NEW ENGLAND

ie lem

S TAUNTON
-

Lyans mven

CONMECTICUY

Represented Nationally by
Weed Television

in New England — Bartha Banmon

when they were turned away empty-
handed from the Wright Field cafeteria
on a bleak morning in 1944 hecause
the kitchen wasn’t open yet.

“Why can’t you drop a nickel in a
machine and get hot coffee instead of
a cold drink?”" they asked themselves.
Within the next few years they found
numerous answers to the rhetorical
questions.

* * * * * * * *

¢¢Yon measure advertising efficiency
jnst like any other machine efficieney.
When it reduces the cost, it is efficient
advertising. When it does not reduce
the cost it is not efficient advertising.
The problem that faces a bnsinessman
is the problem of rednecing the cost of
trading. That is the problem advertis-
ing can help solve. Thar's why adver-
tising exists,*®

JOHN D. YECK. Pres.
Yeck and Yeck, Davton

* * * * * * * *

Material shortages were the first dif-
ficulty.  With their extremely limitel
operating capital. they put together
their first coffee-vending machine from
the smashed parts of an old soft-drink
machine which they salvaged from a
Dayton junk yard.

Next they found that the coffee
clogged up after the machine had
served the first few cups of coffec.
Experimentation showed that the pow-
dered coffee, not the machine, was at
fault. The two young entrepreneurs
therefore hired a frozen-food special-
ist who developed a new liquid coffee
concentrate—which the firm now mar-
kets separately from the machine as a
profitable side-product.

cven when the model machine was a
working success, and duly patented, the
inventors’ problems were far from over.
They canvassed all of Greater Phila-
delphia for financing. and in 1940.
Rudd-Melikian was incorporated with
capitalization of $75.000. At this cru-
cial beginning of the firm’s career, the
major oflicers of the enterprise were 20
vears old.

Helped by increased demand for the
automatic coffee dispenser and by the
flexible co-op advertising program
which R-M management is setting up,
the Roberts agency (whose principals.
incidentally, also average only 30 years
of age) is envisioning a year in which
R-A will he using broadeast media not
only with the type of sponsorship they
have alreadv tested successfullv. but
with shows as well. B

TV GADGETS

(Continued from page 37}

mote control system, worked electroni-
cally by an operator, the scripts on any
number of machines can be revolved
in synchronization. The operator has-
tens or slows the speed at which the
script moves over the rollers, depend-
ing on how rapidly the actors are per-
forming the script.

Preparation of the piano-roll seript
is done on a specially designed Under-
wood electric typewriter called a video
printer. This machine prints charac-
ters approximately an inch high, can
handle four copies at a time, with an
operator transcribing at a rate of 50
words per minute. The paper on which
the script is printed is perforated. Af.
ter the carbons have been separated b+
another machine, the paper is threaded
into the TelePrompTer itself.

Units are then placed around the
studio floor at sites selected by the
program director. Each machine is on
rubber wheels, so that it can be move
silently around the stage. About the
size of an overnight case, each ma-
chine when loaded with script for a
one-hour show weighs approximatelv

20 poundx.

KFM

TV

Channel-8

SAN DIEGO’'S
157 and only
TV STATION
Blankete CALIF'S.

THIRD MARKET

San Diego’'s 1951
FOOD SALES were
$145,424,000

Wise Buyers Buy
KFMB-TV, AM

TV - CHANMEL - 8, AM . 550 K, T. ]
KFMB - 5thond Ash, Son Diege |, Calif.
Represented by
The Branham Co.
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Channel 4 will sell more in San Francisco

i

Now i1 “First 10” group of U.S.

markets 1 TV set ownership . ..

San Francisco Bay Area is ideal
for TV test campaigns!

LEADER by every yardstick of San
Francisco’s three established TV sta-
tions, KRON-TV. ..

® has the market's highest antenna,
providing clearest signal and un-
paralleled “Clear Sweep” coverage
of the San Francisco Bay Area,
Northern and Central California

® serves the largest number of adver-
tisers (Rorabaugh)

® offers the greatest percentage of
audience...both day and night, and
throughout the week* (Pulse)

® presents the largest number of top-
rated shows-—more than the other
two stations combined (Pulse)

*except Saturday

The San Francisco TV Station that puts more eyes on SPOTS
SAN FRANCISCO CHRONICLE - NBC AFFILIATE - CHANNEL 4

Check with FREE & PETERS for availabilities!
Offices in New York, Chicago, Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios
in the San Francisco Chronicle Bldg., 5th and Mission Streets, San Francisco

A i ¥
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In return for the relatively small out-
lay for use of the svstem. the adver-
tiser is assured of word-for-word de-
livery of his conmercials. fluff-free
performance of dramatic lines and song
Ivrics. a grealer degree of confidence
on the part of his actors, and a sharp
reduction in expensive rehearsal time.

Used on video’s first soap opera. The
First Hundred Years, for over 400 per-
formances, not a single seript devia-
tion was noted. According to Benton
& Bowles V.P. Walter Craig, "We <aved
about $250 a dav in rehearsal costs by
using the TelePrompTer equipment. On
more than one occasion an actor was
sich and with only a couple of dry
readings of the script was able to give
a perfect performance.”

The latest model mounts on the TV
camera itself. above or below the tak-
ing lens, and permits a newscaster, an-
nouncer, or politician to look straight
into the eamera and deliver a “sincere”
pitch without the viewer tumbling to
the fact that he is being read to.

Newscasters love the multiple-reader
set-up because it frees them from their
desks. permits them to wander around
from map to globe or use other props.
One top news analvst uses Telel’romp-
Ter. but glances down at a dummy

sales results,

62

Another Ist for WOW-TV

“LIVE” CAMERA FACILITIES
from Sign-On ’till Sign-Off!

WOW-TV is first in the rich Omaha market
to offer advertisers “LIVE” COMMERCIALS at
any time during the telecast day!

Use this new service for advertising impact,
flexibility, low cost, and convenience—PLUS—

sheaf of papers from time to time; his
audience thinks he has a terrific mem-
ory and his rating has gone up.
Executives of an electric shaver com-
pany. watching their TV show last
month. dropped their highball glasses
when the announcer fumbled around

* * * * * * * *

selLet’s have a rededication to the cause
of good advertising. lLet’s get religion
again. Let’s not be afraid of the words
honesty. truth, integrity, sincerity, serv-
ice.®®

CARROLIL B. LARRARBEE. Publisher

Printers’ Ink Magazine
* * * * * * * *

for a while. then blurted, "—eleectric
shavers make vour beard grow faster!”
LLess than a week later. TelePrompTer
Corp. had a new customer.

Use of TelePrompTer could have
eliminated many a recent, expensive
TV snafu. After delivering Westing-
house commnercials flawlessly at the
political conventions  (using Tele-
PrompTer). Betty Furness blew her
lines on the Studio One program re-
cently when ofhcials decided that a
buck could be saved by doing without
the device. Mr. Eisenhower’s address
to the American Legion conlained a

For full information. rates,
and arvailabilities 1crite or

phone
FRED EBENER, Sales Mgr.

or any one of the offices of

JOHN BLAIR-TV
A MEREDITH STATION

N. B. C. and DUMONT AFFILIATE
Frank P. Fogarty, Gen. Mgr.

half dozen bloopers as a result of his
reliance on a cheaper hand-cranked
device, whose operator got confused
when lke interpolated a few remarks
not in the prepared script. A national
drug outfit had to talk fast to the Pure
Food and Drug Administration and
Federal Trade Commission after an
announcer adlibbed a commereial.

Despite the hiring of expensive tal-
enl, what the TV advertiser spends his
money for is a well-delivered sales
pitch to the audience drawn by the
program. That’s where the TelePromy-
Ter fits in.

The need for the device has brought
prosperity to its backers. Three net-
works (CBS, NBC, DuMont) now lease
the device and use it for a wide va-
riely of programs. Fees from CBS TV
alone will run about $1.100.000 this
vear. Now the TelePrompTer Corp,
headed by Fred Barton, Irving B. Kahn,
and Hubert Schlafly, plans to offer the
device, on a lease basis, to individual
TV stations throughout the country.

The increasing use of local cut-ins
on nelwork shows makes thix a likely
market for TelePrompTer. With re-
hearsal time cut down. local talent ean
be used on more shows.

Film makers, too, are learning to
use the device. Dragnet producers have
cut rehearsal time 50“¢ by means of
a bank of readers outside camera range
but in sight of the actors. More film
shows are expeeted to follow suit.

Live or film, fear-free performances
given by actors and announcers guar-
antees the advertiser his money’s worth
out of a program as well as out of the
commercial presentation.

Video-Cast

Advertisers who recoil at the cosl
of annnated commercials are showin2
intcrest in an up-and-coming service
by Howell-Rogin Studios of New York:
Video-Cast.

Used for some time on the Fred
Waring Show, Lucky Strike Hit Pa-
rade, Your Show of Shows, Camel
News Caravan, Today, and many other
productions, the techniqunes of Tomn
Howell and Milton Rogin got wide-
spread publicity during the recent po-
litical conventions.

Under contract to NBC TV for the
Chicago whingdings, Howell's draw-
ings of General MacArthur, donkeys.
elephants, and coonskin caps were su-
perimposed over pictures of appropri-
ate personalities. A moving
pointed out various celebrities as they

ATTOW
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CHANNEL
SWIMS...

Late evening, July 3, 72% of all
TV sets in use in the vast Los Angeles area
were tuned to KNBH. . .. Chaunel 4.

Why? Beeause, as late as midnight, KNBH was
bringing to well over half a million viewers an exclusive
teleeast of the heroie attempt of Florence Chadwick

to swim the Catalina Channel.

Again —on July 9 — KNBH was on the air with live shots of
the dramatie fire at Warner Brothers’ Studio

-—
———
-

one and one-quarter hours before any other station!

Still again — on July 21 — when the earthquake struck at
Tehaehapi, KNBH was the first station on the air with the news.
And hours ahead with films taken by KNBH newsreel
department, flown in by chartered airplane!

When you buy time on KNBH Channel 4 in Los Angeles,
you're buying the eomplete world-wide faeilities of NBC — the
imagination, ingenuity and creative personnel whieh are
making KNBH the most popular TV station west of the Roekies.
Consult KNBII, Hollywood, or your nearest NBC Spot

Sales Office for complete details on availabilities.

NBC HOLLYWOOD = oy

TO SELL THE BUYING MILLIONS IN

AMERICA’S 2ND LARGEST TV MARKET
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appeared. Here’s how these tricks
worked:

Howell drew the cartoon with a sty-
lus on specially treated black cello-
phane. As the stylus point penetrated
the coating, a line shone through the
glass-topped light box over which he
worked. As he drew. the picture was
projected line by line onto a screen
behind him, thence imposed onto the
TV picture for transmission.

The Video-Cast projection device is
also used for the team’s low-cost meth-
od of obtaining animated effects. The

basis of their technique is a series of

drawings or pictures, each done on a
sheet of acetate and arranged in se-
quence. Working like an overlay Ar-
my map. the individual sheets of ace-
tate, each containing one or more ele-
ments of the entire drawing, are flipped
one on top of the other until the fin-
ished product results.

A reverse technique starts with a
number of layers of acetate piled up:
each sheet contains a Dlackened por-
tion which covers a particular area of
the drawing. Flipping each sheet back
reveals another part of the drawing in
a sort of TV striptease, and when all

WINSTON.-SALEM

Reidsville
[ J

Gree:sbo
High Point
[ ]

'L ?

NBC Affiliate

Only ONE Station DOMINATES

THIS RICH, GROWING 15-COUNTY MARKET
WITH

DRUG SALES OF $16,147,000

*Sales Management 1952 Survey of Buying Power

o Fruinal S

AM-FM

WINSTON-SALEM

P

Repeesented by:
HEADLEY-REED CO.
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the sheets have been flipped the finished
drawing or picture is fully exposed.
Both techniques use a system of con-
tinuous projection onto a screen from
which the video its

pickup.

camera makes

The “Streamlined Disney™ reputa-
tion of the team stems from their trick
of manipulating various components of
the drawing in such a way as to get
a fully animated effect. For example.
the arm of a character is drawn on a
separate sheet of acetate and by wig-
gling the sheets the same effect can be
gotten as would ordinarily be possible
only through a large number of indi-
vidual drawings in the usual animated
technique.

The Howell-Rogin techniques have
two factors of interest to advertisers:
(1) low cost; (2) speed. For example,
they prepared a three-minute commer-
cial for Admiral in one dayv at a cost
of $250. The same job animated would
have run to $2-83.000.

Under their exclusive contract with
NBC TV they think nothing of doing
an overlay series for a news show in
20 minutes. Working from a stockpile
of maps drawn on acetate they can
quickly isolate a specific area that is in
the news. Flood courses and earth-
quake scenes are pinpointed in order
to orient the viewer rapidly.

The inexpensiveness of the Video-
Cast process can be realized by Tom
Howell’s statement, “We have never
gotten more than $350 for a single job.
and that includes some mighty com-
plicated three-minute commercials.”

Now moving into the film field,
Howell-Rogin plan to do a job com-
parable to the finest animation for half
the cost and in a fraction of the time.
A four-and-a-half-minute test film was
completed in two days: a job that
would require two to three weeks in
animation. Just shows what you can
do with a bottle of ink, a brush, and
an idea—as well as skill, of course.

Rear-view projection

originally from Holly-
wood’s sound stages, rear-view projec-
tion techniques for TV have been im-

proved in recent months to the point

Borrowed

where advertisers have to revise their
former estimates of this money-saver.

The principle of projecting a scene
onto a screen from the rear and having
actors emote In front of it while the
cameras grind is old stuff to mowvie
companies. But pulling the same trick

SPONSOR
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eniority ounts

WWJ, world’s oldest radio station,

celebrates its 32nd Anniversary

Naturally, WW] is proud of its seniority status in the
nation and its own market—Detroit. The wealth of
experience acquired through the years continually serves as
the guiding influence for WW]J’s pioneering'and aggressive
programming. This spirit has built for WW] a loyal
audience that responds enthusiastically to the sales

appeals of WW]J advertisers.

W wliJ

(NATIONAL FIRSTS)

FIRST radio station, August 20, 1920

FIRST election returns, August 31, 1920
FIRST radio dancing party, September 4, 1920
FIRST fight results, September 6, 1920

FIRST vacal concert, September 23, 1920
FIRST Warld Series scares, Octaber 5, 1920
FIRST church chimes, December, 1921

FIRST symphany cancert, February 10, 1922
FIRST radia archestra, May 28, 1922

FIRST radia wedding, June 18, 1922

(MICHIGAN FIRSTS)
FIRST eyewitness faatball game, October 25,
1924 (Mich.- Wiscansin)

FIRST eyewitness baseball game, April 19,
1927 (Delrail-Cleveland)

FIRST eyewitness baat races, August 2, 1924
(Gald Cup)

FIRST Michigan FM statian, May 9, 1941 Dorothy Gish at the microphone of the original

DeForest transmitter used by WWJ in 1920.

o

THE WORLD'S FIRST RADIO STATION
Owned and Operated by THE DETROIT NEWS

AM—950 KILOCYCLES — 5000 WATTS

ﬂmic N,Bc lmﬁ.ﬂj" FM — CHANNEL 244 — 971 MEGACYCLES
" First Michigan
TV Siatian,
WWLI-TV

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY Associate Television Stalion WWJ-TV
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in TV’ early days, due to dighting
problems, was something else again.

Realism was lacking because of a
lack of light intensity. Incandescent
projector lamps developed only 00-T0
foot-candles of light. Now are lampns
have a power of 150-200 foot candles.

A large library of “stock™ shots is
being gathered by TV networks and
independent film libraries. Both slides
and movie footage may be used. with
screens capable of accepling movies up
to 9 x 12 fcet and stils blown up to
14 x 20 feet now possible.

The dollar-saving potentialities of
this technique are great. Muhiple
sercens placed at right angles to cach
other can be used to give almost com-
plete set effecis. Scenery construction
costs nosedive. Walking on treadmills
in front of the screen enables actors to
be <hown strolling down Michigan
Boulevard or Times Square at the flip
of a projector switch. A few sticks of
wood and the proper slide are all that
is necessary to situate the hero in front
of his campfire in the wilds of the
Lone Prairie.

Development of new equipment to
TV network specifications promises to
allow TV to out-Hollvwood the movie

John E. Pearson Co,, S.E.. Doro-Clayfon Agency +¥
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makers and. at the same time, permit
advertizers 1o pocket large savings out
of their production budget.

Electronic matting amplifier

Ever jealous of Hollywood’s highly
vaunted technieal know-how. video en-
gineers are not only mastering the best
of the West Coast’s tricks, but added
a fillip or two of their own. Eventual-
Iy some advertiser finds a way to make
the trick sell his product better.

Of all the gimmicks in the CBS TV
locker. the Operation Department’s
Manager of Production Carlton Winck-
ler is proudest of the electronic mat-
ting amplifier svstem developed by
Paul Wittlig.

Superimposition of images from two
video camera used to result in a
washed-out effect. For ABC T\Vs Space
Cadet program, George Gould. Rol{
Drucker. and David Fee devised a “Giz-
1807 (reported in the 14 January 1952
issue of sPoNsor) which electronically
cut a “hole” in one scene and inserted
an image picked up by another camera.

According to CB3. their technique
of doing the same trick i1s more effec-
tive, simpler to do and there is less
danger of it getting out of whack.

1000 WATTS

“Hey, we're introducing a brand-new person-
ality, and a brand-new program. It’s ‘Corrine
Esther Bradford, Home Economist’, and she is
heard at 12:30 p.m. every day, Monday through
Friday.

Corrine has household hints and recipes for
our negro audience—strictly housewife appeal
—and the program is tops, believe me, tops!
It’s the only show of its kind in this area, and
the audiences are lappin’ it up. Since it's
brand-new, there are some availabilities left.
1f you’re appealing to the housewife, ‘Corrine
Esther Bradford, Home Economist’ is built just
for you!

Get in touch with our reps, pronto!”

\n excellent demonstration of its
commercial possibilities was given on
a recent Fred Waring Show for Gen-
cral Electric. Fred told viewers thai
he would give them the “inside story”
of a GE refrigerator. A moment later
a niniature Fred Waring was seen
strolling through the shelves of the
refrigerator, pointing out various fea-
tures and jumping nimbly from shelf
to shelf to door. You may be sure that
viewers paid close attention to that
cominercial while thev tried to figure
out how it was done. Costwise, the
trick required only a 20-minute re-
hearsal.

Similar reversals of “normal height”
added impact to commercials for Camp-
bells Soup.

Advertisers and agencymen today
find themselves in a situation akin to
that of the military armament designer
who must concentrate on finding new
defensive measures to counter con-
stantly improving offensive weapons.
As soon as a special effects genius or
weary producer dreams up a new TV
gadget, gizmo. device. or process, you
mav be sure that some alert adman will
fignre out some way to put it to work

moving some client’s goods off the
shelf. * ok ok

RADIO-TV CO-OP

(Continued [rom page 31)

go on the air—despite the fact that
there’s a $35.000,000 co-op advertising
kittv that could conceivably be tapped.
In the most rare instances are these
campaigns  shared cooperatively be-
tween manufacturer and retailers.

This is the case despite the fact that
grocers—large and snall, chains and
independents——are now an integral part
of a new trend in broadcast advertis-
ing: that iz the trend toward merchan-
dising both radio and TV advertising
through tie-ups with stores. The net-
works and many local outlets in the
country  have merchandising plans
which include promotional deals and
guaranteed displays in retails stores—
and these stores are almost always gro-
ceryv stores.

While perhaps half of the supermar-
kets in the U. S, buy radio and TV
time. this represents only about 27
of the total number of all grocer out-
lets and about 207 of total grocery
sales. As many as 10 to 207 of all
the food outlets are tied into network
or station merchandising arrangements,

SPONSOR



JOHN DEERE WILL INVEST
920 MILLION IN KVOO AREA

Approval has been given by stockholders of
Deere and Co. to construct a multi-million-dollar
chemical plant near Choteau, thus assuring Okla-
homa one of its biggest new industries.

Deere and Co., makers of John Deere machinery,
is the nation’s second largest farm implement manu-
facturer.

The new Choteau project is expected to require
between $18 and $21-million for construction costs,
equipment and initial working capital.

The plant will produce chemicals used for fertilizer
ingredients. Principal products will be ammonia,
urea and urea ammonias solutions.

L. A. Rowland, Deere vice-president who will
head the company’s chemical activities, said con-
struction of the plant may begin within six weeks,
but said much of the work is in the engineering
stage. He said the plant is scheduled to be in pro-
duction within 18 months.

Rowland said the chemical plant will look similar
to an oil refinery and that much of the chemical
processing will take place in the open.

The Choteau project will be the company’s first
venture into producing chemicals. Rowland explained
the fertilizer program follows Deere’s policy of
“assisting the farmer in producing crops.”

The plant will be located on 320 acres optioned
by the Pryor chamber of commerce from the Grand
River Dam Authority. The site is about 414 miles
southwest of Pryor, less than 50 miles from Tulsa
and in the heart of the KVOO primary area.

The plant will use steam, water and electrical
power furnished by GRDA and natural gas tenta-
tively scheduled to be furnished by the Oklahoma
Natural Gas Co.

About 200 persons are expected to be hired by
Deere to man the plant. The majority will be highly
trained technicians.

#d
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INDUSTRIAL
EMPIRE

The KYOO oreo, comprising only abaut a third of the stote’s lond
oreo, alreody has nearly half of the monufocturing estoblishments of
the stote ond more moving in every month; over 50 percent of the
factory workers; and nearly 60 percent of the annuol woges poid to
factory workers in Oklohoma. It also has 48 percent of the stote’s
bonk deposits and over 43 percent af retail soles. Tulsa, the hub of
this morket areo, is the Oil Copital of the World, having more oil
praducing, refining and marketing companies mointoining home offices
there than does ony other city in the warld. This insures o consistent
high level of income. Tulso is the center of a rich agricultural region
af diversified interests.

Tone DeTore.

KVOO AREA DEPARTMENT MANAGER
Sage . . ..

There’s a real thrill in working
with the progressive people in the
KVOO area who know what they
want and mean to get it!

No wonder this part of America
is attracting so many new indus-
tries.

=== Y. We're prepared to provide

_ o~ plentiful low cost power, fuel,

I ', tremendous quantities of fresh,

-% 7 pure water, and ideal living con-

PO ditions among happy, friendly

people, the finest kind of neighbors and most cap-
able workers in the land.

Drop me a line for any detailed facts you want
or need about the KVOO area.

WEC AFFILIATE

50,000 WATTS

OQKLAHOMA'S
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EDWARD PETRY AND CO.. INC. NATIONAL REPRESENTATIVES

"RADIO STATION KVOO

TULSA, OKLA,

GREATEST STATION
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on the other hand, and these stores
represent over 507 of the total volume
of grocery business,

The rapid growth of merchandising
plans such as Mutual’s “Plus-Value
Stores” (a tie-up with 5.500 outlets of
the Independent Grocers Alliance) and
the “chain lightning plan™ of \BC
Spot Radio Sales, to name just two.
are therefore making great and quiet
strides in conditioning grocers to air
They. too. are concrete
daily examples to grocers of the pull
of broadcasting. and its ability to build
store traflic and sales.

advertising.
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Why. then, with grocery manufac-
turers already air-minded and grocers
becoming much more air-minded are
radio and TV missing from grocery
co-op?

The answer, sPoxsOR editors learned,
lies largely in the traditional methods
by which grocery co-op campaigns are
administered. and in the complex chan-
nels through which co-op money has to
filter down from national manufactur-
ers in the grocery field to local re-
tailers.

About one out of three big grocery
product firms has a co-op plan of some

You can’t cover Indiana’s #2

market from another state,

Our rates are local and include
complete merchandising distri-

bution and promotion assistance.

We serve 400,000 loyal listen-
ers in Negro, rural, industrial,

and four nationality groups.

Only the Gary Sales Plan sells

Indiana’s second market,

Call us without obligation,

—pﬂ.n. eo eo'e-
Gen. Mgr.—WWCA
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kind. Several of the industry’s leaders,
like General Foods and Standard
Brands, are completely opposed to gro-
cery co-op advertising. But many more,
like Armour, Swift, Colgate. American
Home Foods, etc., are all for it. In
total numbers, about 100 large con-
cerns—from the giants like P&G
through medium-sized firms like Beech-
nut and Corn Products to independent
meat packers like Oscar Mayer—share
advertising costs with retailers,

The methods by which grocery co-op
budgets are set boil down to two basic
(1) a allotment
which the retailer uses for advertising
the product. and (2) a percentage-of-
sales deal. A good example of the first
is the 22¢ which Colgate sets as the
grocery co-op fund for cach case of
[ #4-count Palmolive soap, with rela-
tively similar arrangements covering
other Colgate products sold through
groceries. A typical example of the

systems: per-case

second of these systems could be Ger-
ber Baby Foods. which sets a 4% -of-
wholesale price co-op allotment,
Under the terms of the Robinson.
Patman Act, co-op funds must be avail-
able to all grocers. But since co-op
money averages out to about 59% of
the quarterly wholesale dollar volume
of those firms who extend co-op sup-
port. it naturally favors the major in-
dependents and chains: the more yon

| sell. the more co-op money you have.

Despite the Robinson-Patman Act.
grocery co-op money is frequently the
bargaining point in back-room deals.
Many a grocery manufacturer know-
ingly lets himself be overcharged on
co-op advertising in order to get the
best shelf positions and promotional
support from leading retailers and
chain operators. SPONSOR learned.

Although advertising managers and
advertising departments keep a father-
Iy eve on cooperative advertising in
the grocery field, it is seldom—strictly
speaking—in their domain. It is not
handled through advertising agencies.
who therefore do not collect 157 on
the billings and who do nothing to en.
courage more up-to-date use of local
media in co-op. In the radio-TV field,
co-op advertising also by passes station
reps. who are inclined to do nothing
to stimulate further use of radio and

Thus.
" grocery co-op exists as a sort of $35.-
000,000 stepchild that gets little or no
parental guiding from admen.

Where the administrative responsi-
bility of grocery co-op does lie is near-

television in co-op campaigns.

SPONSOR



T'his
— wide civcle represents
Northern California coverage pattern of radio KINBC’s

50,000 watt transmitter, non-divectional

 this
owhile ——>  narrow elipse

represents the coverage paltern of the other two dominant
50,000 watt San Francisco stations, both directional

this o
coand ——  tiny circle represents Northern

California’s TV coverage.

Now put them all together, and you get
a complez‘e and accurate pz'ctznfe of radio and TVcovemge
mn the great N orthern California markets

—a coverage pattern like this H i A

KNBC's wide circle coverage...plus KNBC'’s K B \
low frequency (680 KC) which gives more “muscle” \_% o) N

to its 50,000 watts...plus KNBC’s program popularity

. . /7
...all combine to make... \ <

H KNBC in San Francisco
the No. 1 Adveﬂz’sz’ng Medium
in the thriving markets of

Northern C alzﬁmz’a

Represented by NBC Spot Sales. In the Southern States, represented
by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina.
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afternoon!

MELODY
BALLROOM

WFBR crack disc
jockey show—is

the No. 1 radio

record show in

Baltimore in the
afternoon!

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

ABC BASIC NETWORK

WFB

ale

S000 WATTS IN BALTIMORE, MD

Iv always in the manufacturers’ sales
Sinee  the
grocer s co-op allotments is determine |
by sales volume, sales execulives fecl
that it i~ only natural that co-op should
be under their thumbs. At the same
time. salesmen are usually lacking in
specialized advertising knowledge, par-
ticularly about radio and TV, There-
fore, when client-level decisions about
local grocery co-op media are made *n
the sales department. they nearly al-
wavs take the simplest and most con-
servative route: newspapers. This sit-

(leparlmenls. Sil(‘ (lf any

vation is likely 1o change only when
big co-op users set up special training
sessions for their sales executives cov-
ering radio and TV.

At the other end of the line. the vea-

~son why radio and television are such

a minor part of co-op media decizions
made by grocers is al<o found in a
web of traditional thinking. For some
20 ycars. newspapers have used every

‘prmlmlinnal trick in the book to keep

the co-op money flowing their way.
A veteran editor of one of the lead-

ing trade papers in the retail grocer
field explained the situation to spox.

SOR this way:

“Most Dbig retailers have nothing
against radio and TV, but newspapers
have set them up with a good thing.
For instance. a supermarket operator
plans to run a big full-page ad on
Thursday in his local newspaper. May-
be it costs $300—at local rates. Into

this ad. he tosses 20 or 30 grocenry

-items with co-op budgetz. The newspa-

per keeps mats in stock. so product
pictures are no problem. In the same
ad. he'll have a large blurb for his own
nteat and produce.

“Now. when it comes to paving for
this ad. the supermarket operator stari«
dipping into co-op funds, figuring the
manufacturere’s costs at the national
rate, Thix is more-or-less legil. since
newspapers do the double
rate structure. Then, if the grocer has
been keeping careful track of the co-op
money that’s due him. he can make

80«

maitntain

to 90 of his ad costs out of
co-op funds. and sometimes even make
money on the deal.

“The big food retailers have this
svstem worhed out to a fine science,
getting what amounts to free advertis-
ing for their own meat and produce de-
partments —where they really make 4
profit at the expense of national ad-
vertisers, With general profit margin-
getting tighter in the grocery field, par-
ticularly for the big supermarkets in

competitive areas. they’lI often confine
the majority of their newspaper adver-
tising to this system and spend only a
fraction of their own money in media
like radio and TV to promote their
own brands.”

The picture which the veteran foods
editor sketched for sPoNsOR iz reveal-
ing in many ways. It helps greatly to
explain why there’s little attempt and
little encouragement te break away

* * * * * * * *

seAdvertising i~ loday inerecasingly im-
portant as an economie and social foree.
Intensified effort is needed mnow to a
greater extent than ever before to build
markects that ean absorb our production
and provide employment when defcuse
~slows down. We do not have the huge
backlog of deferred demands that helped
n« over the transition period after World
War 1. We must create new demands.*®

ARNO H. JOIINSON, V.P.
J. Walter Thompson

* * * * * * * *

from a system that has thrived on lazi-
ness and lagniappe.

The blame for lack of progress n
grocery co-op does not lie entirely with
the retailer. Although most manufac-
turers interviewed by sPoNsor stated
that their co-op contracts included ra-
dio and TV on the “approved” list ol
local-level media, they dont do much
more than that.

The candid comments of an adver-
tising executive of a medium-sized food
manufacturer with a New York ad-
dress were typical. He told spoNsor:

“We gol into co-op advertising aboul
a year ago, at the urging of our sales
department. At that time, we helped
our sales executives draw up a master
contract, and then the advertising de-
partment virtually stepped out of the
picture,

“Since we are users of radio and TV
at the national level, we naturally rec-
omnended these media to our
executives as approved media for co-op
use. But to be quite frank. we didn’t
vo beyond that point in trying to edu-
cale our =alesmen in the use of broad-
cast advertising so that they could in
turn make specific recommendations 1o
Sure. practically all of our

sales

grocers.
Co-0p Money ix now going inlo news-
papers and special promotions that
don’t involve air advertising.  We
haven't got the time or the manpower
to do anyvthing but leave the media
choice up to the grocers.”™
The situation. however. s
dark as it miglt seem for radio and
TV in grocery co-op. The Broadcast

not a-

SPONSOR



LIES AND TRUTHS
about the Texas Panhandle

(each carefully labeled)

“Tinis CounTRY 18, and must remain, unin-
habited forever,” said one Captain R. B.
Marcy in 1819. He was reporting on the
Texas Panhandle, and he is one of the
earliest recorded Texas liars.

More in character was the circus gentle-
man whose honest enthusiasm led him to
proclaim that we have the largest midgets
in the world.

Captain Marcy was just plain wrong. The
man from the circus was an authentic har—
one who knows whereof he speaks and
knows that his audience knows too. so no-

hody’s fooled.

When we tell you the PPanhandle tempera-
tures range from 103° summergrade to
-—15% in the winter. that’s neither wrong nor
authentic lie. It's weather bureau true. and
the plusstwo-million people in  KGNC’s
trading area have a fat stake in our hive fore-
casts presented from the U. S. Weather Bu-

*This is an authentic truth, courtesy of Sales Man-
agement: 85890 per family per year; $1728 pes
capita per vear. Amarillo also leads the nation’s
cities in percent of gain in business volume over
the prerious year.

710 KC o
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reau: Weather is a vital factor in the every-
day lives of our citizens. 1t can and does
change violently-——as much as 407 in a few
hours.  Advance warning enables cattlemen
to protect herds; it enables mothers to know
how to dress their school-bound offspring:
it helps out-of-doors workers plan their ac-
livities.

Weather reports, flash and routine. help
KGNC merit the loyvalty of the folks who
give Amarillo the highest retail sales® in
the U. S. Exclusive regional and national
programming help make KGNC the one {and
only ) ad medium which covers Amarillo’s 78-
county trade territory. You reach a hot mar-
ket. air-conditioned with wherewithal, when

vou use KGNC.

Y Amarillo

NBC AFFILIATE

10,000 WATTS e REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY
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Advertising Bureau has recently taken
up the cause, and is now busily en-
gaged in missionary work at both ends
of the manufacturer-retailer axis.
BABs Kevin Sweeneyv has already
started a round of calls on leading gro-
cery co-op advertisers to p(‘rsua(le them
to put more emphasis on hroadecasting
in their co-op plans. stressing that it
will thus make grocers more aware of
air advertising done nationally and add
At the same time,
BAB is helping local stations to set up
program and participation deals de-
<igned to catch the eve of grocery re-

to its effectiveness.

tailers, and i~ advising stations on
methods for cutting through the red
tape surrounding grocery co-op funds.

“H nothing Sweeney  told
SPONSOR, “co-op advertisers in the gro-
cery field should try to see that the
millions they are now putting into cir
culars and throwaways. which have dn-
bious circulation value at best. go into
co-op broadcasting instead. Both the
grocery retailer and manufacturer
would benefit from such a change, and
chients would know what they’re buv-

. a
w
II]P.

else.”

This kind of plugging is beginning

According to an independent survey made by students
at North Dakota Agricultural College, 17 out of 18
families within a 90-mile radius of Fargo prefer WDAY
to auy other station. 3,969 farm families in the rich
Red River Valley were asked, “To what radio station

does your family listen most?” 78.6% said WDAY,
with the next station getting only 4.4%!

Fargo-Moorhead Hoopers credit WDAY with much
the same overwhelming popularity “in town”. Despite
the fact that the other three major networks are repre-
sented with local studios, WDAY consistently gets a
3.to-1 greater Share of Audience than all other Fargo-
Moorhead stations combined!

WDAY is one of America’s great radio buys, serving
one of America’s great farus markets. Write direct or
ask Free & Pecters for all the facts!

WDAY ¢ NBC o

970 KILOCYCLES

5000 WATTS

Free & Peters. Inc.. Exelusive National Represemtatives

to produce results. BAB executives told
sPONSOR that there was a growing con-
cern among big grocery manufactur-
ers who are national users of broad-
casting about the lack of radio-TV use
i their co-op campaigns. One such
firm, Green Giant Co.—a $2.300.000-
class advertiser who annually spends
about £500,000 in radio-TV—recently
huddled with BAB to discuss wavs and
means of stepping up broadcasting in
Green Giant co-op advertising.
“Green Giant is serious about its
plans.” a BAB spokesiman told spon-
sor. “They felt at first that it would
be extremely difficult to determine
standards of payment for broadcast-
ing co-op. They asked questions like
“Should we Hmit the radio and TV
co-op to announcements only?’ and

* * * * * * * *

seCurrent  high  prodnetion.  employ-
ment, ineome. and savings levels call
for 1the wse of maximum advertising to
bring producer and consnmer 1ogether.*®

T. F. FLANAGAN, Mgr. Dir.
NARTSR

* * * * * * * *

‘What yardstick can vou use to figure
how much we should pay for how many
mentions within a or an-
nouncement?’ But having tackled the
problem. they are beginning to find an-
swers, and now feel that ultimately
broadcast advertising will play a large
role in their grocery co-op campaigns.”

program

(For practical tips on how a firm
can make better use of radio-TV in
grocery co-op. see box on page 31.)

Just as grocery firms are now pul-
ting niore emphasis on radio-TV in
their co-op advertising. so are retail-
ers doing some pioneering efforts at
the local level. A virtual prototype of
what may be an important segment of
local-level broadcasting was found by
SPONSOR it a vecent TV program series
of Grand Union. one of the leading su-
permarkel chains in the East.

Grand Union has become increasing-
Iy air-minded in the past couple of sea-
cons for two reasons. For one thing.
it is a participant in the merchandising
tie-up of NBC which promotes spoun-
soring products in food outlets. For
another. it has lately Deen putting
some of itx own money into periodic
spot campaigns, which have done weil
in hoosting store traflic and naking
cales for all types of products.

Accordingly, Grand Union sct up a
co-op TV series, Starring the Editors.

SPONSOR



Salesmaker
0 the
Central Sou

This past winter the Soltice Division
of the Chattanooga Medicine
Company used WSM’s Grand Ole
Opry and the extraordinary selling
ability of the Grand Ole Opry stars
as the basis for a two state test
campaign.

The result — super-success! This
fall the Chattanooga Medicine
Company plans to extend this
history making sales formula into
the entire Central South area.

Clear Channel ® 50,000 Watts

IRVING WAUGH Commercial Manager * EDWARD PETRY & CO. National Representative
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TWO TOP

CBS RADIO STATIONS .

TWO BIG

SOUTHWEST MARKETS

ONE LOW

COMBINATION RATE

Sales-winning radio ‘

schedules for the Great

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

rates!

National Representatives

JOHN BLAIR & CO. |
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~on DuMont’s WABD which started 26

November 1951 and which went off the
air—after a backstage talent ruckus—
last month. Four advertisers split the
tab with Grand Union on a co-op ba-
sis: Weston Biscuits, Vanity Fair Fa-
cial Tissues, Tip-Top Bread (Ward
Baking Co.). and Chun King Foods.

A Grand Union advertising spokes-
man told sronxsor: “It was a very suc-
cessful deal all around. Sharing the
costs enabled up to go beyond our
newspaper advertising and get into a
medium which we feel will play an in-
portant part in retail grocery advertis-
ing of the future. The advertisers who
co-oped with us added to the impact
of their own advertising on the air. or
m other media. We have other broad-
casting plans in the works. on a co-op
basis. and feel sure that other hig gro-
cery retailers are coming around

Other trends are in motion. SPONSOR
learned that several of the leading ra-
dio transcription and TV film produc-
ers are beginning to eye the $35.000.-
000 grocery co-op field as a potential
market for their open-end program
products.  Local groups are
meeting with, and making pitches to,
local grocer groups, with both learning
much about the other’s problems and
advertising backgrounds.

Even the \ational Association of Re-
tail Grocers. traditionally a newspaper-
minded trade group when it comes to
retail grocery advertising. is becoming
alert to the necessity today for more
flexibility and productivity in grocery
ad practices. In its recent booklet ©“An
Advertising Guide for Food Retailers™
the NARG  sketched some basic
pointers of newspaper advertising. but
added as an important conclusion:

“Always  remember that changes
must be made in advertising methods
and media, as well as in store layout,
equipment, and merchandising. Don’t
be afraid to try something new—es-
pecially if the present advertising is not
productive. Compare successful adver-

station

out

tising and adopt the success techniques.

store operation where ingenuity. orig-

~inality. and individuality can pay big

dividends.”

In the last analysis, however. in-
creased use of radio-TV in grocery co-
op campaigns is up to grocery manu-
facturers. They have to overhaul their
co-op plans from the top down to sell
the grocers on the broadcast advertis-
ing which already works <o well at the

national level. * x *

~ Advertising is one phase of the retail -

[AREARRRRRL

ROUNDUP

(Continued from page 53)

Both as an audience-huilder for his
new Freedom, U.S.A. radio show tin
which he stars) and as a public serv-
ice, Tyrone Power is recording a spe-
cial patriotic-commercial slogan series
for all stations carrying that program
(which will make its air debut in late
September). Each station will get an
individual recording: for station WOST
in Atlanta, for example. Power will
say. “This is Tyrone Power. 1 like
A\merica. In Atlanta 1 ke WOST.”
John L. Sinn, executive v.p. of Fred-
eric W. Ziv Company. producers of
I'reedom U.S.A., predicts that many
stations will use the campaign exten-
sively through the first 52 weeks they
carry the show.

#® #*

That people in Canada are consumed
with curiosity about the processes and
personalities behind radio was shown
recently when CFCQ in Saskatoon
set up broadcasting facilities at the
Saskatoon Industrial Exhibition. The
broadcasts drew such densely packed
crowds that they blocked entrances and
stopped traffic. Not only that, but oth-
er exhibitors complained that everyone
was walching CFQC and no one was
looking at them. The Exhibition Board
was forced to ask the station to move

its shows elsewhere. It did—to a hast-
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4 Reasons Why

The foremost national and local ad-
vertisers use WEVYD year after
year to reach the vast

Jewish Market
of Metropolitan New York

I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty

4. Potential buying power
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Send for a copy of
“WHO'S WHO ON WEVD"

HENRY GREENFIELD

Managlng Director
WEVD 117-119 West 46th St.,
New York 19

SPONSOR
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Measure the WAVE-area audience in “family-hours-per-week” and

"Ah! — | have caught zee
true spirit of Louisville!”

you get an amazing total of 5,142,000 hours a week devoted to radio!

This is many more hours than are devoted to TV 15 310.7%

more hours than to newspaperx.’

That's another reason why WAVE radio 1s your best
Louisville buy. Asé Free & Perers!

Facts «bore are from scientific, authoritative survey

made by Dr. Raymond A. Kemper (head of the

Psychological Services Center, Unirversity of Losisville) ;
in WAVE area, March, 1952.

sooowatrrs « nNBc o LOUISVILLE

&;)- 5 Free & Peters, Inc., Exclusive National Representatives
L ’ »s ~
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ih constructed out-of-the-way platform
in a faraway corner. The crowds, nev-
ertheless. still came. An estimated 140,-
722 people—triple the population of

saskatoon—attended the Exhibition.
¥ * +*

As a selling aid to stations which
have purchased the group of 20 Holly-
wood feature films offered by Peerless
Television Productions. New York, that
company has prepared a special bro-
chure aimed at prospective sponsors of
the films. The booklet gives complete
information about each film including
cast listing. story outline. director, pro-
ducer. running time, and original re-
lease date—so a sponsor will know ex-
actly what he is getting. Among the
films in the Peerless collection are Man
in the Iron Mask, My Son. My Son.
Count of Monte Cristo. Last of the Mo-

hicans. Getting Gertie’s Garter, Brew-
ster's Millions, International Lady.

* * *

WIJAG, Norfolk, Neb.. believes that
giving listeners extra services builds
more faithful audiences. One of
WJAG’s services is its annual Nebraska
State Fair Caravan. For a package
price. the station offers round-trip bus
fares, reserved grandstand seats, and
admission to the State Fair Grounds.
The first Caravan in 1951 had 150 par-
ticipants. This year’s Caravan on 31
August had a roster of 300 partici-
pants, filled eight Grevhound buses.

® 4 #*

Everyone got a salami when the He-
brew National Kosher Sausage Com-
pany launched a new sponsorship on

WMGM. New York, this month. To

Most Everyone in
HANNIBI\I;A;\ID>’< Listens

fO\ |

* HANNIBALAND —the large 41 county
area surrounding Haunibal, Mo.,
Quincy, Ill. and Keokuk, Ilowa.

Hours on g_pd-;-ﬂ‘ﬁ“y_#;f_tér_da_y, HHWO dff_éfé_“a;. ariety of

dramaymiews, sports and music to the240,470 radio families
wtio live in the rich Hannibaland afes

najforrty of

these familics tune and stay tuned to KHMO, because
KHMO gives them what they want in radio.
For satisfying results and service in the mid-west put your

b

Representative

John E. Pearson Company

®
Mutual Network
Hannibal, Missouri

5000 watts day

sales message on KHMO. Write, wire or phone KHMO or
Pearson today for availabilities.

These families represent those in the 41 county area sur-
veyed where KHMO shows its share of audience. There is a
larger number of families in KHMO’s 0.5 millivolt contour,

1000 watts at night
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announce that Hehrew National would
bankroll a 15-minute segment of the
American-Jewish Caravan of Stars on
WMGM as of 7 September, the station
sent samples of the company’s tasty
sausages to columnists and trade edi-
tors. Sponsors of the three other 15-
minute portions of the Sunday 12:30
to 1:30 p.m. live show are Barricini
Candies. I. Rokeach & Sons, and Streit
Matzoh Company.
* # *

A “shirt sleeve” sales clinic was
sponsored 4-0 August in Seattle hy
the Washington State Association of
Broadeasters t WSADB ) ; Maurice Mitch-
ell. v.p. and general manager of As-
sociated Program  Service, presided.
The clinic was devoted to driving home

down-to-earth sales points, new sales
techniques and how radio can sell com-
petitively with other media. Those at-
tending included ¢photo. 1. to r.} Leo
Beckley, president. WSAB: Bill Simp-
son. chairman. WSAB Sales Clinic;
Allen Milter, KWSC. Pulhnan: Rogan
Jones, KV OS, Bellingham; Maurice B.
Mitehell; Carl Downing, WSAB; Joe
Chytil. KELA. Centralia-Chehalis; Fred
Chitty. past president, WSAB: Bob
MeCaw. KXRN, Renton (all Washing-
ton).
* * 4%

“How to Sell More Radio Sets with
I'M-phasis™ is the title of a manual
recently issued by the NARTB for use
in broadcaster-manufacturer radio-set-
selling campaigns. Based on a formula
developed  from  “test” campaigns
staged by the NARTB and the Radio-
Television Manufacturers Association
in North Carolina, Wisconsin, and the
District of Columbia, the book sets
forth in detail a step-by-step promotion
campaign to hypo radio set sales in an
area. The next two NARTB-RTMA
campaigns based on the manual will
be in Philadelphia in October and in
Alabama in November. The book is
not for sale, is available only to FM
members of NARTB. * ok ok

SPONSOR



On the
publication date
of this magazine,
U.S. population
reached. . . . ..

Every 13 seconds the population

shows a net gain of one person,
according to this “electric score-
board” in the Commerce Dept.

Every month, in fact, your potential U.S.
market grows by 240,000 customers. They
are people moving up the economic ladder
—people who may never have heard of
your product. You have to keep telling your
advertising story over and over and over again!
What's the most eflicient way to cover this

ever-changing market? Radio! It's the only

WESTINGHOUSE

M
.y *ﬂ
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RADIO

medium that reaches 96 percent of all homes.

And for the most effective use of radio, with
practical help in program selection and pro-
motional activities, depend on Westinghouse
radio stations. They are at your service in six
of the nation’s leading sales-areas: Boston,
Springheld, Philadelphia, Pittsburgh, Fort

Wayne, and Portland, Oregon.

STATIONS I nec

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

National Representatives, Free & Peters, except for WBZ-1'V; for WBZ-TV, NBC Spot Sales

77




HOW FAB CAUGHT UP

tContinued from page 25)

Whatever the truth may be concern-
ing the unknown factors, one thing is
sure: Fab’s fight has onlyv begun as a
quick look at the standings of the
heavy-duty detergents will show,

Tide. P&G’s undisputed leader in
the field. has been a bell-ringer from
the beginning. What with P&G’s all-out
determination to push it. Tide i~ cur-
rentlv credited with 307 of the pack-
aged soap and detergent market. It is
followed by Fab with 87, Lever's
Surf with 57, and P&G’s other heavy-
dntv detergent. Cheer. whicl also has
about 5°7. Cheer illustrates the pe-
culiar propensity among soap firms to
put out two similar brands and pit
them against one another. These four
heavy duties can claim. according to
a consensus of the trade. about 807
of all detergent sales to cousumers.

This means that all detergents now
have abomt three-fifth« of the entire
packaged soap and detergent market.
a much higher figure than is common-
Iy bruited about. Tide alone now out-
sells  Rinso, Super Suds. Duz. and
Oxvdol combined. and Fab outsells

a
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each of them. Here, indeed, are stun-
ning successes,

Can the success of the detergents be
explained?

H any one thing can be considered
more important than the others. it is
the fact that detergents work in hard
water. This, in turn. influenced the
method of introducing most deter-
gents. The hard water markets were
the soft underbelly of the conventional
<oaps and what was more logical than
attacking them at their weakest point?
This local market attack had the fur-
ther advantage in that by the time the
detergents really got rolling after the
war. conventional soaps had become
rigidly wedded to national advertising
media.

The market-by-market attack paid
off and is still being used. When Ar-
mour introduced its new detergent last
vear (see sPonsor. 24 March 1952)
it chose Amarillo. Tex.. where the wa-
ter was described as so hard “it chips
dishes unless vou put “em in easv.”
Cheer. Breeze. Trend. Kirkman's deter-
egent (a Colgate subsidiary): All are
fairly new detergents and all are using
the local market approach to build up
steani.

&

—

WBNS-RADIO reaches

rural areas, too!

Sponsors cager to reach rural—as

f well as city customers—get both with

' o I

|'
‘—\"‘*\—__J
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WBNS-Radio. Small town and farm
populations make up a large part of
Central Ohio’s 24-county BILLION
DOLLAR market. There's 1-14 mil-
lion potential customers here. Like
their city cousins, rural listeners go big
for WBNS programming—well-bal-

anced entertainment that combines top
CBS shows with popular local pro-
grams.

ASK JOHN BLAIR

T

rowtr
WENS — 5.000
WELO FM—53,060
COLUMBUS, OHIO

CENTRAL OHIO'S ONLY CBS OUTLET

RADIO

Fab has ben coupling this market-
hopping method with generous eou-
poning. Both Colgate and Esty recog-
nized that couponing is the most pow-
erful brand-switehing device in the
soap field. especially when it is shored
up with heavy spot broadcasting and
newspaper ads. And they've been do-
ing a thorough job with Fab in each
market. As a matter of fact. Fab only
completed its national distribution a

~month ago when the last holes in its

distribution pattern were plugged up
in New England.

Lacking a realization of the impor-
tance of the local market and coupon
approach may have been the source of
some of Lever’s troubles. Some agency
people feel that Surf got off to a bad
start under the Charles Luckman re-
gime because of the emphasis at Lever
on network shows and big names.

P&G. which would rather be caught
dead than do anything in a small way.
eomposed a variation to the couponing
and local market tune. Coming into
the field early, PG gave away about
20.000,000 boxes of Tide in a stupen-
dous promotional operation.  That
means every other home in the country
received a free sample. It is said this
cost P&G 35¢ a box, which is a niekel
more than the present retail price.
This massive opening barrage., of
course. opened up a new market for
its competitors, too.

Couponing, however, is a two-edged
sword, If it can be successful for a
manufacturer it can also be a menace
to him when used by a competitor. If
practiced too freely by all the brands
it can undermine the brand loyalty that
is the final aim of all advertising. One
agencvman said that a good rule of
thumb would be that half the house-
wives will be fickle toward their pres-
ent brand when a coupon is shoved
under their noses and half will not.

The major job after the couponing
operation, therefore, is to keep the cus-
tomers who try the new detergent. Fab
went to the networks early in 1951, by
which time there was a semblance of
national distribntion. [ts initial strate-
gy was to nse two s£oap operas, one
each Tor TV and radio.

Fab got plugs on Kings Row. a ra-
dio show (on CBS, later NBC). and
on Miss Susan, an early CBS TV
soaper. Both were 15-minate weekday
strips.  The ratings weren’t too good
but FFal sales were doing nicely, and
Colgate held on to the shows until early
1052. Kings Row had the misfortune

SPONSOR



the only all Negro station in New Orleans
announces the appointment of . . .

Pema
Sp.nge\es
Represen!atlves

San Francisco

The Number One Independent
in New Orleans

See Puise, May-June, 1952

Ask about WMRY's continuous

merchandising service

High ratings ... low cost. .. big merchandising “plus”!

LET THESE PERSONALITIES DELIVERYOUR SALES MESSAGE TO THEIR PEOPLE:

Laura Lane, Vernon Joseph Lanier Rev. Millard Ernest Bringier Eugene

WMRY Winslow Spider's Web Smith Ernie the Whip Willman

Homemaker Dr. Daddy-O Noonday Morning
Spirituals Spirituals and

Southern

Melodies
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o be opposite Queen for a Duy. Grand
Slam, and Break the Bank. all giving
rive-away shows

Whether that gave Colgate brass the
idea that quiz were the
thing to buy or whether they were pri-
marilv looking for any hetter cost-per-
1.000 purchase ix= not known. What-
ever the rcason. Fab =oon blossomed
out. during the spring of ’32, in com-
mercials on two quiz shows, both pack-
aged by Walt Framer Productions.
Thev were Strike It Rich and The Big
Pavyolff.

Colgate liked the two shows well
enough to make multiple use of them.
Strike Ft Rich was telecast in the morn-
ing and evening as well as broadcast
on radio in the morning on CB>S. It
still is. Fab gets no mentions on the
evening TV show Dbut the morning pro-
grams on both radio and TV carry Fab
commercials. The morning TV show
eoes on for a hall hour at 11:30 and

rive-aways

its opposite number on radio begins a
half hour earlier.

The Big Payoff was substituted for
Wiss Susan on NBC in the 3:00 p.m.
segment and lengthened to a half hour.
Like the TV Strike It Rich in the mnorn-

ing. it 1s sponsored three times a week.

The audience participation shows
were good buys. Their ratings were
better than the soap operas. they were
popular with women. and they offered
the opportunity of multiple mention
of the band name. It ix believed that
Colgate’s current plan is to keep the
shows going as long as they pay off
and. in the event they are dropped
(this eventuality is a long way off, ap-
parently). to replace them with shows
in the same time slot. In other words.
Colgate wants the TV audience to get
uged to tuning in to their programs at
11:30 aam. and 3:00 pan.

Here are some of the rating figures
{ Nielsen) for Fab shows:

Toward the end of Miss Susan’s ca-
reer—during the two weeks beginning
7 December 1951, to be exact — her
rating was 7.8. A month and a half
later her replacement. The Big Pay-
off. was delivering a 64'¢ greater au-
dience. The rating: 12.8. When The
Big Pavoff veplaced the Colgate Come-
dy Hour this past sunumer on Sunday
evenings at 8:00 it outpulled some of
the Ed Sullivan shows opposite it and
got ratings in the low 20s. Fab, how-
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ever. was not plugged on the Sunday
evening spot during the summer.

As for Kings Row, during the week
of 19 November 1951. the ratings av-
eraged 2.1. The Strike 1t Rich replace-
ment on radio averaged ratings of 4.9
two months later. At about the same
time. the TV version of Strike It Rich
during the day was getting ratings of
17 and thereabouts. Outside of Howdy
Doody, the daytime Strike It Rich
show, has been getting the best ratings
of any daytime TV show. When Col-
gate first put on the morning TV
version of Strike It Rich. incidentally,
it opened up a lot of stations that had
not been on the air.

The Comedy Hour, which cost Col-
gate about $3 million a year, has Leen
its most successful venture rating wise.
The rotation of top-flight comedians
has proved to be a smart operation.
Martin & Lewis have gotten ratings in
the 50s. (Other Colgate comedians
were Lddie Cantor. Bob Hope. Abbhot
& Costello. Donald OConnor.)
I'ab was brought in the Colgate prod-
uct hneup during the fall of 51. Iis
participation will he continued this fall
and Fab commercials will also be con-

and




tinucd on the two audience participa-
tion shows.

The fact that Colgate will lay out $3
million on the Comedy Hour is no sign
that its money is ladled out indifferent-
ly. Colgate, as well as the other soap
people, go far beyond the rating figures
in their search for ways to use their
advertising dollars most efliciently. Be-
cause of the comedian rotation on the
Comedy Hour, 1t i1s obvious that rat-
ings tell {ar less than the whole story.
Colgate itsell makes spot checks the
day after each broadcast to gain some
clue about consumer reaction to each
comedian. Sponsorship of its TV au-
dience participation shows three times
a week instead of five is further proof
of the watchdog attitude toward the
advertising purse.

Some of the basic analyses of the
eflectiveness of the advertising dollar
are provided by the A. C. Nielsen Co.
Each one of the Big Three subscribes
to various Nielsen services. Level is
reputed to spend $1 milion for this
information. The big soap companies
not only get audience figures for each
program but complete breakdowns of

listening and viewing by income, sex,

and age. They get comprehensive
analyses of one, two, three, or more
programs as a group. They get com-
parisons of each program vs. their
entire lineup. They get comparisons of

radio and TV programs, comparisons

* * * * * * * *

se¢Today. television offers more circula-
tion than Life, Saturday Evening Post,
and Collier’s eombined. And 1 don’t
think it is neeessary for me to tell this
andience that television has greater sales
impact than printed media.*®

FRED M. THHROWER, V.P.
CBS TV

* * * * * * * *

of TV vs. non-TV areas, comparisons
of one region of the country vs. an-
other. It can bec seen. therefore, that
when any one of the Big Three lays
down a dollar for radio or TV adver-
tising, they know what they’re paying
for.

Programs, of course, are not the
end-all of broadcast advertising. With-
out a good, solid selling message.
broadcast advertising dollars  might

just as well be used to light a cigar.
The theme that “Fab
without a bleach than any soap with

washes whiter

a bleach” was chosen with the knowl-
edge that comparisons among heavy-
duty detergents are made by house-
wives on the basis of their uscfulness
in the laundry.

The heavy-duty detergents all carry
a subsidiary advertising message point
ing ount that they can be used for
dishes also. However, so can hight-duty
detergents, and it is doubtful whethe
the housewile can tell whether dishes
arc cleaned better with light- or heavy-
duty detergents. When it comes to the
tougher laundry job, however, the dif-
ference becomes more obvious. Hence
the eflectiveness of the laundry ap-
peal.

While the light-duty detergents were
first on the market (P&G’s Dreft came
out during the middle of the ’30s) they
were overtaken quickly by the heavy-
duty synthetics once the chemistry
problems were solved after World
War II. Just as the soap firms went
for packaged soaps because they of-
fered a better profit mark-up than bar

Turnover.

If you're selling in Boston’s big A & P or Stop & Shop chains,

you'll get faster turnover (and bigger sales) by using WEEI

SUPERMARKETING, Boston’s most effective merchandising operation.

Because SUPERMARKETING is a two-edged weapon which

first delivers your sales messages to the biggest audience in

Boston*—then backs up those messages with mass product
displays in 263 A & P and Stop & Shop markets.

To get turnover in Boston supermarkets, bring the full impact

of Boston’s most listened-to station right to

your point of sale...with WEEI SUPERMARKETING.

*In cvery report since Sept.-Oct. 1949, Pulse has shown that
WEEI has a larger average audience than any other Boston station.

In Boston...the station is WE E I

Represented by CBS Radio Spot Sales




~oaps. o did ey go later for deter-
cents. which offered a better profit
marh-up than the packaged =oaps.
The soap business is rapidhy becom-
ing a detcrgent busines~ and the day
may - come  when  the  conventional
<oaps will he an infinitesimal part of
the sales volume., Already. detergent
bars are being prepared for the big
push and more than one advertising
man has suggested that the conven-
tional packaged soaps be changed to
detergents.  The  well-known  brand

names would. of course. bhe retained.
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Here would be brand «ompetition
with a vengeance. Fach of the Big
[hree would have five or six deter-
gents competing against one another
and also competing against competi-
tors’ detergents. The principle would
not be a new one. Any soap man will
tell you that it's a good idea for one
firm to have more than one brand of
a similar product. for the philosophy
of the trade ix: “What's the difference
what you call it as long as vou get
volume.”  He might well also say:
“Boy. is this a crazy business.” * * %
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§ Radio delivers MORE sets-in-use in the South éz/
Bend market than before TV . Hooper Ser- 3’2
:5 veys for Oct.-Nov. 1951 compared with Oct.- ?é;
é Nov. 1945 prove it. Morning up 6.8. afternoon =
= np 8.0 and evening up 4.4, Television is still Eé
; insignificant here because no consistently sat- gl
= isfactory TV signal reaches South Bend. Don't é;
%_ sell this rich market short. Wrap 1t up with
Z WSBT radio.
E 30 Years on the Air
P
'/,
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5000 WATTS o

PAUL H., RAYMER COMPANY
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BEND

960 KC « CBS a\t

NATIONAL REPRESENTATIVE

MEN, MONEY

(Continued from page 6)

All of the involved theatrical and
cinematic unions are watching these
developments with the utmost interest
and question.  Currently there is a
strike of the Screen Writers Guild in
Hollywood against the local AHiance
of TV Film Producers with a segment
of individual Radio Writers Guild
members in the role of strike-hreakers.
by SWG interpretation.

% % B

The impression has lately bhecome
strong. in Eastern circles. that the T\
film producer cannot wait too long for
hix profit. If the “first run” advertiser
i committed for royahies and rentals
only to the extent of, say 757 of the
negative cost. the producer in addition
to his overhead and bank charges ha«
to wait for collections wav down the
line of subsequent rovalties and rent-
alz. The significance of his economi:
dilemma should be increasingly evi-
dent in another year or two after the
new medium of TV films has further
~haken down.

i@ 3% 4t

Note that writers and actors have
been pushing hard in TV for profit
participation in perpetuity. That is to
say, talent is unwilling to sell itself ou
a one-time salary basis as in the past.
Talent dreams of a deal in which the
second. third. fourth. and umpteenth
“run’ still accrues agreed added fees
to them. This factor alone. regardless
of how it ix finally compromised, dras-
tically alters the TV movie as against
the theatre movie. Theatre movies, lest
anybody forget. were remarkably at-
tractive to the banking mind for one
reason true in verv few businesses:
namely. there were no accounts receiv-
able. the box office did business entire-
hv in cash. silver. and banknotes. * * *

00F

DOTHAN, ALABAMA

5000/560

NON-DIRECTIONAL
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Soner end Ayer | Dwre-Clayien Agoncy
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will She Dial Your TV Show?

In metropolitan New York, TV viewers select their programs from seven channels. Every
sponsor iopes the viewer will tune to hus show. In many cases that’s where 1t rests—just a hope.

Because a sponsor invests hundreds of thousands of dollars on a TV prograin, he feels tliat
this tremendous expenditure is suthcient. Instead of protecting that investment as he ordinarily
would do for any expensive property, he trusts to Lady Luck to attract the viewers that he hopcs
to reach. This is sheer business folly, especially since the advertising columns of TV GUIDE are
available as protective insurance for these tremendous sums.

You can protect that investment—increase your viewing audience—and deciease your cost
per thousand in reaching them—all at one time. Tell the viewing public about yoar show in the
\ely publication they consult for exactly this typz of information—TV GUIDE. These 400,000
families comprise a total viewing audience ol approximately one and a hall million people in the
mietropolitan New York area.

Pin-Point Performance

Your d(l in TV GUIDE will be exposed to these people at the precise moment th(*y are select-
ing their viewing fare. It is doubtful that you can achieve so quick a responsc in any other
me(llum

Follow “Wise”” Money

These television sponsors, among many others, have advertised in TV GUIDL to auract,
build and maintain larger viewing audiences.

American Tobacco Co. General Foods Corp. Coigate-Paimolive-Peet Co.
Best Foods Nash Motors Ford Motor Corp:

The Borden Co. FGM Schaefer Brewing Co. Kraft Foods

Canada Dry Co. Bendix Home Appliances Procter &G Gamble

Esso Standard Oil Blatz Brewing Co. Tydol Oil Co.

Bristol-Myers
We offer you the same insurance on your TV investment. Invite these avid TV

viewers to tune in Lo your show. Schedule your tune-in advertising m TV GUIDE
today.

For full particulars,

r . 251 West 42nd Street, New York 36, New York, BRyant 9-0050
phone, write or wire
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SO MADISON AVENUE, NEW YORK 22, N. Y. MURRAY HILL 8-2772
NORMAN R. GLENN

EDITOR AND PRESIDENT

8 September 1952

Dear Sol Taishoff:

We've just seen your survey telling how some advertisers and
agencies (286 of them) rate radio news trade magazines.

It's only right that you came out first, Sol.

After all, BROADCASTING renders an outstanding newsmagazine
service. i

Several people have asked whether we're "Publication B" because
SPONSOR always seems to come out 2nd in surveys made by BROAD-
CASTING. It would be helpful if you would announce that this
survey concerned radio newsmagazines (as emphasized by your
lead question). If we're "Publication B" we're flattered --
but we'd rather be judged in our own field, and our field is
not news. SPONSOR is an interpretive article magazine bringing

use material to radio and TV advertisers.

By the way, we note that the voting on the first question ("Which
trade publications do you read for your radio news and information')
gives BROADCASTING 247 and "Publication B" 197. Your form letters
mailed this week failed to include this question. You ought to
correct this because the last three questions are downright mis-

leading without the first.

Youtve been coming out with this kind of survey each year. We're
novices at the game; we've yet to do one. So just to make this

survey business sporting, here's my suggestion:

Since we're both leaders in our field, let's combine to
give all trade papers catering to radio and TV a truly
impartial survey. SPONSOR will pay 50%; BROADCASTING

50%4. We'll ask a committee from F&P, Weed, and Blair

(the three reps who you say provided the names for your
current survey) to pick the questions and make up the list.

How about it, Sol?

Sincerely,

?ﬁ ,‘M(':
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Coutinued from page 29) CBS sponsored radio shows

to
Sets are tuned -

24 Hours a Day w

o g
. -

) 50,000 WATTS

§ OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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LENGTH &
PROGRAM CDST TYPE FREQUENCY SPDNSDR AGENCY
Jergens Hollywood Playhouse $8,000 Drama 30 min. 1/wk. Andrew Jergens Co. Robert Drr
& King Arthur (;O(Ifr(’y & Court $3,000 Daytime Variety 30 min. |/wk. Klngan & Co r
— 7 l;(trry LeSueur $450 News 5 min. 1/wk. Best Foods
=N Let’s Pretend $2.250 Children’s Show 25 min. I/wk. Cream of Wheat Corp. )D
. Life with Luigi $6,000 Situation Comedy 30 min. 1/wk. wm. Wwrigley. Jr
B Louella Parsons $1,000 News, Commentary 5 min. |, 'wk. Colgate Le
"' Lowell Thomas $3.750 News 15 min. 5/wk. Procter & Gamble Compton
' Lux Radio Titealre $15,000 Drama 60 min. |/wk. Lever Bros. n
Ma Perkins $3,250 Soap Opera 15 min. |/wk. Procter & Gamble cer, Fitzgerald & Sample
0 Mr. & Mrs. North $4,500 Mystery & Detoction 30 min. 1/wk. Colgate Sherman & Marguette
d Music with Hormel Girls $3.000 Music 30 min. |/wk. George A. Hormel BBDD
N ) My Friend Irma $7.000 Situation Comedy 30 min. 1/wk. R. J. Reynolds william Esty
' " Old Dominion Barn Dance $1,750 Music 15 min. 1/wk. Dr. Pepper Co. Ruthraufi & Ryan
1 Our Gal Sunday $2,300 Soap Opera 15 min. 5/wk. American Home Products Jo'n F. Murray
1 Our Miss Brooks $7.500 Situation Comedy 30 min. 1/wk. Colgate Ted Batcs
|/ Pabst Bouts $35,000 Boxing 45 min. I,/ wk. Pabst Sales Co. warwlck & Legler
(radio & TV)
A Peggy Lee : $4,000 Music 15 min. 2/wk. Dlidsmobile D. P. Brother
People Are Funny $4.500 Aud. Partic. 30 min. 1/wk. Mars Leo Burnett
B Perry Masou $3.500 Dotection & Mystery 15 min. 5/ wk. Procter & Gamble Benton & Bowles
= Philip Morris Playhouse $4.000 Drama 30 min. 1/wk. Philip Morris Biow
N Reufro Valley Gatherin® $1,500 Music 15 min. 1/wk. General Foods Foote. Cone & Belding
_ —Roberl Trout & News ) $1,500 News 5 min. I/wk. Ferd Motor Co. 1. walter Thompson
Genceral Foods Benton & Bowles
o _Robert :i'roztt-IVorlcl News ; $450 News 25 min. |/wk. Admiral Corp. Erwin Wasey
B 7Romance of Helen Trent $2,800 Soap Dpera 15 min. 5/wk. American Home Products Geycr. Newell & Ganger
¥ John F. Murray
"B B . Roseluary : $2,700 Soap Opera 15 min. 5/wk. Procter & Gamble Benton & Bowles
i—— | Sauka Salutes _ $750 Intervicw 5 min. I/wk. Goneral Foods Young & Rubicam
t Secound Mrs. Burton - $3,000 Soap Opera 15 min. 5/wk. General Foods Benton & Bowles
[l ‘ Stars Over Hollijood $4,750 Drama 30 min. !/wk. Carnatlon Co. Erwin Wasey R
K 7 Suspense 1 $7,000 Mystery & Detection 30 min. /wk. Electric Auto-Llte Ruthrauff & Ryan -
f; 7 Symplu;lle 1 $4,500 Musle 30 min. 1/wk. Longines-Wittnauer Victor A. Bennett o
f— - S —f .
Tarzan $2,350 Drama 30 min. 1/wk. General Foods Foote. Cone & Belding
=
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LENGTH &

PROGRAM I cosT TYPE FREQUENCY SPONSOR ‘ AGENCY
i

This is Nora Prake $2,850 Soap Opera 15 min. 5 wk. Toni Foote, Cone & Belding

Seeman Bros. William H. Weintraub

"(lu,'_'lul Monroe | $3.000 Music 30 min. | /wk. R. J. Reynolds William Esty
What’s My Line? | $4.500 Panel Quiz 30 min. | 'wk. Philip Meorris Biow
W'('H(I)' Warren & News | $4.250 News (Women's) 15 min. 5 wk. General Foods Benton & Bowles 7
Yollng Dr. Malone $3.750 Soap Opera 15 min. 5 wk. Procter & Gamble Compton
(includes NBC)

-

MES sponsored

radio shows

-
LENGTH &
PROGRAM cosT TYPE FREQUENCY SPONSOR AGENCY
Back 10 God $500 Religious 30 min. I/wk. Christlan Reformed Church Glenn-Jordan-Stoetzel
Bill Henry & The News $750 News 5 min. |, wk. Johns- Manville J. Walter Thompson
Bobby Benson $1.500 Children’s 30 min. |, wk. Kraft Foeds (15 min.) J. walter Thompson
Capitol Commentary $350 News 10 min. 5 wk. S. C. Johnson Needham, Louis & Brorby
5 min. |, wk.
Carl Smith $750 Musical 5 min. 5/wk. Kellogg Company Lee Burnett
Cecil Brown, Commmentary $500 News 5 min. 5 wk. S. C. Johnson Needham, Louis & Brorby
5 min. 2/wk. State Farm Mutual Needham, Louis & Brorby
Autemoblle Insurance
Curt A‘IIISSP)' Time $6.000 Musical Variety 15 min. 5/wk. Miles Labs Geoffrey Wade
Frank & Ernest $750 Religious 15 min. 1 'wk. Oawn Bible Students wm. Gleeson & Co. "
Associatlon
Frank Edwards $750 News 15 min. 5/wk. Amerlcan Fed. of Labor Furman. Felner Co.
Gabriel Heatter $1.500 News 15 min. 5 wk. Boltone Hearing Aid Olian Advtg.
per Y3 hr.
Credit Union Nat'l. J. walter Thempson
(Each sponsor Associatlon
has 15 min.) Deepfreeze Appllances Roche, Willlams & Cleary
Murine Co. BBOO
Noxzema Chemlcal SSCB
5 min. 5/wk. VCA Labs Duane Jones
Green Hornet, The $3,500 Juvenile Orama 30 min. 2/wk. Orange Crush Co. Fitzmorrls & Mliller
Headline Nees $350 News 5 min 6/wk. S. C. Johnson Needham, Louis & Brorby
(with Helland Engle)
5 min. 6/wk.
(with Sam Hayes)
5 min. 1/wk.
(with Frank Singis-
er)
, B L S _ — |
John J. Anthony Hour $1,500 Aud. Partle. 30 min. | wk. Sterling Orug Thompson- Koch
Ladies Fair $3,500 Aud. Partle. 25 min. 5/wk. Sterling Drug D-F.S
Lutheran Hour $700 Rellgious 30 min. |, wk. Lutheran Laymen's League Gotham Adv. -
Man on the Farm $750 Interview 30 min. | ‘wk. Quaker Oats Sherman & Marquette
Nick Carter $1.850 Mystery 25 min. |, wk. Libby, McNeill & libby J. Walter Thompson
Paula Stone Show $2,250 Interview 15 min. 3,/wk. Amana Refrigeration Maury. Lee & Marshall
Private Files of Matthew Bell $1,750 Mystery 25 min. |/ wk. Seabrook Farms Hilton & Riggio
Queen for a Day $5,500 Aud. Partic. 30 min. 5 wk. P. Lorillard Lennen & Mitchell
(15 min. 5/wk.)
Quaker Oats Sherman & Marquette
(15 min. 2/wk.)
Radio Bible Class $350 Religious 30 min. I, 'wk. Radio Bible Class Stanley G. Boynton
Rod & Gun Club of the Air $1,000 Sports 25 min. |’wk. Pal Bilade Co. Al Paul Lefton
Sl”'l.‘.'(’(ull Preston 0/ the Yukon $3,500 Adventure 30 min, 2,/wk. Quaker Oats Sherman & Marquette
The Shadow $2.750 Mystery 30 min. |, wk. Wildreot (15 min.) BBOO i
Titus Moody $750 Commentary 5 min. 2/wk. wildroot BBOO
True Detective Mysteries $2,100 Mystery 30 min. alt. wks. Williamson Candy Aubrey, Finlay, Marley & "-ﬁ
Twenty Questions $2,000 Qulz 30 min. |/wk. wildreot (15 min.) BBDO

86
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- LENGTH &
PRDGRAM cosT TYPE FREQUENCY SPONSOR AGENCY
Vicks News (Ed Pettitt) $350 News 5 min. 1/wk. Vick Chemical Morse Interna |
Voice of Prophecy $500 Religious 30 min. I/wk Voice of Prophecy vie
“ild Bill Hickok $5.500 Western 25 min. 3, wk Kollogg Co.

NBC sponsored radio shows

PROGRAM CDST | TYPE FL;:QGUTEHNSLY SPDNSDR AGENCY
Backstage Wife $2,700 Soap Opera 15 min. 5/wk. P&G D-F-S
Big Story, The ] $6.500 - Mystery & Detection 30 min. 1 wk. Amcrican Tobaceo BBDD
Bob & R(l)‘ Ii $4,000 Daytime Variety 15 min. 5/wk. Cogate-Palmolive-Peet William Esty
Ifrigl;ler Day _ $3.750 Scap Dpera 15 min. 5 wk. P&G Ycung & Rubicam
(incl. CBS)
Camel Scoreboard $1,250 Sports 15 min. | wk. R. 1. Reynolds William Esty
! Cm‘alcm?? of America ss:ooo Drama 30 min. 1/wk. DuPont ésoo
Cities Sernii;e Band of America | $7.000 Muslcal 30 min. 1, wk. Cities Service éllington
; Counlerspy I $4,250 Drama 30 min. 1, wk. Guli Dil Young & Rublcam
Dial I)_av? Garroway $3.000 Commentary 15 min. 5/wk. Armour & Co. Foote, Cone & Belding
Dr. Paul | $3.250 Soap Dpera 15 min. 5/wk. Wesson Oil & Snowdrift Fitzgerald Adv.
Sales Co.
Doctor’s —W"l:fe I $2,850 Soap Dpera 15 min. 5/wk. Ex-Lax Warwick & Legler
Dou;le Vor AN()lhing $7.500 Aud. Partlc. 30 min. 5/wk. Camphell Soup ward Wheelock
] Dragnet $3.500 Mystery & Detection 30 min. I wk. Liggett & Myers Cur:nngham & Walsh
] Dru’;e Of Paducah | $3.500 Musical 30 min. I/wk. Locke Stove Potts-Calkins & Holden
- Father Knows Best $5,500 Sltuation Comedy 30 min. #/wk General Foods Benton & Bowles
] F,'Y,be,- Ecee_& Molly 759.500 Slituation Comedy 30 min. I/wk. F;eynolds Metals 7Buchanan '
) First Nighter 4 $3,250 Drama 25 min. 1wk Miller Browing Mathesson
-F}orxt -I’age ;‘arrell 1 $2,800 Socap Opera 15 min. 5/wk. Whitohall Pharmacal John F. Murray
V Grand Ole Opry‘ 1 $5,500 Musical Varlety 30 min. I/wk. R. J. Reynolds Willjam Esty
- Creal- Gildersleeve, The $6,000 Situatlon C;m:dy 3; min. | 'wk. Kraft Foods Needham, Louls & Brorby
Hollywood Star Playhouse ) ;4;‘; Drama 30 min. I ‘wk. American Baker's Assn. Foote, Cone _& Belding
" o Howdy Doody | $1,500 Chll:n;n's : 15 min. I/wk. International Shoe Henri Hurst & M_cDonald
Inside 'Veu*s_from Hollywood $1,250 Commentary 5 min, 5/wk. Hazel Bishop Raymond Spector
] ) - Just i’?a?nﬁl 1 $2,800 Soap Dpera 15 min. 5, /wk. Whitehall Pharmacal JohniF. MuT'ray

RAY

DOREY

sells for you

=

30,000 WATTS
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PRDGRAM coSsT TYPE FLRESQGUTE{N:Y SPONSDR AGENCY
Life Can Be Beantiful $3.500 Seap Dpera 15 min. 5 wk. P&G Benton & Bowles
o Lorenzo Jones $2.250 o Soap Dpera - 15 min. 3 wk — Hazel ;r;w o 7 Raymeond Spec(or‘ o
Mario Lansza Shoic $8.000 Musical 30 min. I/wk. Coca-Cola_ - D' Arcy o
Martin Kane, Prirate Eve $1.500 Mystery & Detection 30 min. |/wk. U. S. Tobaceo Kudnc: :
Martin & Leweis $11,000 Comedy Variety 30 min. [ /wk. Liggett & Myers Cunningham & Walsh
Mary Lee Taylor $1,700 women's Service 30 min. /wk. Pot Milk 7-Gardner
Newes r;/ the World $1,500 l;ews 15 min. 5/wk. Miles Labs Geoffrey Wade
One Man™s Family $2,850 Drama 15 min. 5, wk. Miles Labs Geoffrey Wade 7
Ou the Line With Bob Considine $750 Comn:on(a.ry 15 min. |, wk. Mutual of Omaha Bozell & lacobs
Pepper Young's Family $3.450 Soap Dpera 15 min. 5/wk. P&G Benton & Bowles
Phil Harris & Alice Faye $12,500 Situation Comedy 30 min. 1/wk RCA J. walter Thombson
I’;tr(* il News Time $3.500 News 15 min. 5wk, Pure Oil Leo Burnett
Railroad Hour $11,000 Muslcal 30 min. | wk Assn. of American Railroads Benton & Bowles
Right 1o Happiness $2,850 Soap Opera i5 min. 5/wk. P&G D-F-§
R()(lrll l)f Ll‘f(’ $3,250 Soeap Dpera 15 min, 5/ 'wk P&G Compton
Roy Rogers $8,000 Western 30 min. 1/wk. General Foods ' Benlon & Bowles
Stella Dallas $2,850 Soap Dpera 15 min. 5, wk. Sterling Drug D.F.S§
Strike It Rich $8,000 Aud. Partie, 30 min. 5/wk Calgate-Paimolive - Pect William ésty
Sunoco Three Star Extra $2,250 News 7 15 min. 5:wk, Sun 0il H;-witt. Dgilvy, Benson & M.
Telephone Honr. The $12.500 Mus'cal 30 min. | wk Bell Tefephone N Ayer B
Theatre (;niid on I)u’ Air $12,000 Drama 1 hr. d/wke U. S. Steel BBDO
Truth or C()ns(;qn(’n('f;s $4,500 Aud. Partic. 30 min. 1/wk. Pet Milk Gardner
Two for llu: Jlrom'y $10.000 Aud. Partic. 30 min. |,/wk. P. Lorlllard Lenren & Newell
(for simulcast)
’/nict’ of Firestone $18.000 Musical 30 min. 1/wk. Firestone Tire & Rubber Sweeney & James
(for simulcast)
Welcome ’I;r("-p[(.rs $4.000 Aud. Partic. 30 min. |/wk. P&G Biow
Woman In My IHonse $2.750 Soap Opera 15 min. 5wk, Manhattan Soap Scheldelor, Beck & Werner |
You Bet Your Life (Groucho Mar;t) $18.500 Quiz-Aud. Partic. 30 min. 1/wk. DeSoto Motar BBDO
(radio & TV) B ;
Young Dr.VM;:l:nw $3.750 Soap Dpera 15 min. 5/wk. P&G Biow
(includes CBS) B
You-ngWiirl(lorilfrown $2.500 Soap Dpera 15 min. 5/wk. Sterling Drug D-F.S
YOI;I‘ Hit i’ara(le 37.50; _ Muslcal 30 min. I/wk. American Tobacco BBDO

Here'’s what...

5000 watts

covers when you buy it on...
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Represented Nationally by GEORGE P HOLLINGBERY CO.
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ATLANTA o
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CHICAGO

N. E. PENNSYLVANIA’S MOST
POWERFUL STATION DAY & NIGHT

SAN FRANCISCO
= 1OS ANGELES

COUNTIES IN NORTH-
EASTERN PENNSYLYAMIA

918,000 -

PFOQPULATION |

*1,193,607,000 -

BMYING FOWER

135,441,000

RETAIL SALES

*

* * * * * * * *

$¢Most broadcasters and most radio re-
ceiver manufactnrers undersold radio in
the carly days of television. This was a
mistake, since the demand for radio sets

contimned to rise steadily and radio
broadcasters have never done more
business. Mnch of the radio broadeast.

ers’ bnsiness is coming from a new
source—from the local retailer who is
awakening 1o the tremendeus advan-
tages of this low-cost medium. Radio has
never been stronger. In my opinion, it
will remain strong. It is the best buy
you can get for the money yvou spend in
most lines of merchandising and selling.
So television is not proving a bogey-man
at all. Like most things new. the peo-
ple—providentially, perhaps—were pre-
pared for a magnificent new produet
of science: as they were ready for the
stemnboat, the airplane and the unfold.
ing of atoniie dvelopment.®®

HAROLD E. FELLOWS, Pres. NARTB
* * * * * * * *

SPONSOR




NET RADIO PROGRAMS
(Continued from page 27)

of its big name packages which it has
under heavy guarantees, namely, Bob
Hope and Red Skelton. NBC’s guat-
antee to Skelton is reputed to be $11.-
000 a week for 39 weeks, whether sold
or otherwise. NBC last week under-
took to liquidate the Skelton obliga-
tion partially by linking up the come-
dian with the Judy Canova and Barrie
Craig Shows in a Tandem Plan. Hope’s
three-year deal with NBC, covering his
services in both radio and TV, is re-
ported to guarantee him $1,100,000.

6. The number of sponsored pro-
grams making their debuts on the net-
works this fall as untested elements can
be counted on the fingers of one hand.
NBC has in this category the Jergens
Hollywood Playhouse and Two for the
Money, an audience participation pro-
gram emceed by Herb Shriner. ABC’s
newcomers to the sponsored schedule
consists of two recorded hillbilly musi-
cal shows (General Mills). jockeyed
by Cal Tinney and Bill Ring. The in-
novation on Mutual is the five-minute
Titus Moody commentary, with Wild-
root paying the hill.

7. Two other vintage shows that
are back on NBC with sponsors are
Truth or Consequence (Pet Milk)
and The First Nighter (Miller Beer).
In terms of sponsored service, Nighter
ranks as perhaps the oldest half-hour
dramatic show in network radio. NBC’z
last season commitment on Father
Knows Best turned out a worthwhile
investment. After a layoff interval,
General Foods has again taken the sit-
uation comedy under its wing. On the
other hand, NBC is still holding an op-
tion on Halls of Ivy, with no prospects
reported at this writing.

8. The over-all cost of sponsored

network programs this fall will prob-
ably run about parallel in terms of per-
centage with network time billings.
The weekly program outlay by adver-
tisers on the four radio networks comes
to $890,000, which is around 35%
under what it was last year. Broken
down by network this weekly program
tally (calculated on the estimated costs
contained in the charts on pages 28,
29) figures as follows: CBS, $420.000;
NBC, $278,800; ABC, $124,000 and
MBS, $68,000. Just as a point of con-

* * * * * * * *

¢¢There are only two things today 1hat
offer greater impaet than television—
women and liquor. And on a cost basis,
television can lick both of them.®?

JOHN A. THOMAS
Head of TV Account Service
BBDO

* * * * * * * *

trast here’s how the weekly total pro-
gramn bill shapes up in sponsored net-
work television: CBS, $1,100,000;
NBC, $990,000; ABC, $212,000, and
DuMont, $58,000.

9. Several of the major advertisers
broached in this survey indicated thev
were considering plans for expanded
participation in nighttime network ra-
dio, but the buys, as one of them ex-
pressed it, “would have to be along eco-
nomical lines that fit the present pic-
ture.” Said one of these ad managers
(a major drug company): “Ours is a
national market and we need the atten-
tion of those non-TV homes, which we
estimate will still be over the 50%-
mark through 1953. However, what-
ever budget shifting we do back into
nighttime radio will be with the ex-
plicit thought to give them per-
sonalities and program with which
they are thoroughly familiar.”

10. Like NBC and its Tandem Plan,

CBS 1s back in the field with a satura
tion spot offer with Meet Tillie, Mr.
Keen, and Your FBI as the program-
ing bait. The latter two shows each
have a record of sponsored servi

Of all the networks CBS is most ag-
gressive in seeking to develop new per-
sonalities and new dramatic packages.
It’s been putting the sales emphasis on
such shows as December Bride, with
Spring Byington, the London-produced
Horatio llornblower, and Gunsmolke
a psychological Western. CBS admits
that with all its efforts there hasn
been even a nibble from an advertizer
on any of the thiree newcomers to the
fold of network radio. The efforts in-
cluded putting the programs on long-
playing records and distributing cop-
ies among agencies. CBS is in the proe-
ess of getting out a questionnaire to
these recipients, asking which of the
programs they liked.

Most of the program buying execu-
tives in agencies contacted by sPONSOR
appeared to be of the opinion that it
would be quite futile to try to sell an
advertiser on a new program or per-
sonality until such time as the net-
works no longer have on the shelf and
under commitment shows or personali-
ties with high rating backgrounds.
Quipped an agency executive: “Why
offer something unknown to a client
when for not much more money you
can get a network off the hook with
regards to a well established star?”

A breakdown of sponsored network
programs by type (see chart on page
27) discloses somewhat of a dip in
mystery shows and quite a jump in
musical shows of various descriptions
as compared to a year ago. Straight
dramatic shows exceed for the first
time in years the quota of crime-themed
fare, while situation comedies are hold-
ing their own. * X X

In Boston
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Folks just love
CHRIS EVANS’
additional half hour
1.00 to 1.30 P.M.

on
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YOU NEED
THE 17" STATE"
T0 WIN!

Yes. you should surely include the
trentendous WGY  coverage area
in making yvour “eandidate’s™
campaign plans.

WOGY is a “must™ market area
for you and vour sponsor. Cover-
ing 53 comties in Eastern Upstate
New York and Western New Eng-
land for the past 30 vears. WGY s
the top station in the areu.

Not confined to a single eity,
WGY blankets 22 eities with a
population of 10.000 or more.

Just look at this market data!

Compared to the major metro-
politan ¢enters in the nation and
based on figures in the 1952 Survey
of Buying Poiwer. the WGY area
is exceeded only by New York and

Chicago in population, total retail sales and food sales!
The WGY area ranks 1th in Furniture-Honsehold, Drug
and Automoltive Sales and 5th in General Merehandise Sales
when compared to the major eities of the conntry.
Containing large rural and urban populations. the 17th
State* represents a true eross section of the eonntry. Make
sure your sponsor seores plenty of votes for his produet in
the form of sales by ineluding the 17th State* in yonr

campaign pluns.

YOU CAN COVER THE 17 STATE"
WITH ONLY ONE STATION

*The N'GY corerage area is so nanmed because
its effective buying income excceds that of 32
of the nation’s States,

WGY

Represented
Nationally
Studios in by
SCHENECTADY, N. Y. HENRY 1. CHRISTAL
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COVERAGE SERVICES

(Continued from page 35)

of Statistical Tabulating Co., probably
the world’s largest firm handling finan-
cial and business tabulations.

(The growing competition between
these two coverage services has often
been headline news in the trade press
in recent months. Background to the
controver~y, which has largely centered
on methods and techniques, can be
found in two earlier sPONSOR articles.
The first, “The 1052 BMB: facts and
figures.” appeared in the 25 February
1952 issue. The second. “Coverage
controversy: ls BMB method obso.
lete?” in the 10 June 1052 sPONSOR.)

Choosing between the two firins has
become an increasingly tough problem
for the average adman. Some of the
charges. counter-charges. and state-
ments from Nielsen and SAM have
beeu as heated as the politicking of
the upcoming Presidential election—
and often as confusing. Networks and
stations who have purchased one or
the other of the two coverage services
have joined the ruckus, until the air
has been filled with a partisan hom-
hardment of research blockbusters.

571,000 PEOPLE
3420,267,000 Effective Buying Power
$367,535,000 Retail Sales®

KWFC ‘
Hot Springs, Ark. KAMD

Comden, Ark.:

K C M C LAM-Fm

Texarkona, Ark.- Tex,

Meonoge-

ment

A GOLDEN TRIANGLE IN A
RICH,GROWING MARKET
ONE ORDER e ONE CLEARANCE

ONE BILLING
Sold singly or in groups

For details, write to:

FRANK O. MYERS, Gen. Mar.
Gazette Bldg., Texarkana, Ark-Tex,

B s
SPONSOR




“Why are there two coverage serv-
ices measuring the same thing?” ad-
men ask. “What's the difference Dhe-
tween them?” “Which of the two is
best for my purposes?” “What are the
differences in costs to an agency or cli-
ent between NCS and SAM?” “Which
provides the most extensive circulation
data on radio and video?”

It is not the purpose of this sPoNsor
analysis of the two coverage systems
to state, on the basis of the first round
of reports from hoth companies, that
one or the other is a “best buy.” Too
many factors of agency and client size,
investment in radio and/or TV, type
of campaigns most often used. extent
or distribution of product preclude any
generalized answers. Agencies and cli-
ents alike must decide for themselves,
on the basis of individual needs mea-
sured against what the two services ac-
tually provide. which of the two they
will swear by in daily use.

However, sronsor feels that a su:-
vey of the main functions and diffei-
ences of both Nielsen Coverage Serv-
ice and SAM’s Standard Report. in
the light of advertiser needs. will help
many a puzzled adman to make up his
mind. and to view hoth coverage serv-
ices in their proper perspective.

Q. When will data be available?
A. spoNsor checked with both cover-
age services, who gave these as their
approximate delivery schedules:
Nielsen Coverage Service—Has re-
leased a set of figures eovering “To-
released a set of figures covering “To-
tal U.S. Radio Homes” (43.849,170—
up three million over 1950} and a se-
ries of state-by-state radio ownership
figures. Other data upcoming:
¢ NCS county-by-county 1932 ra-

dio/TV homes totals have been par-
tially released to stations, starting 10
September. and continuing currently.
o NCS Station Reports, which show
a station where its audience is, and the
first of the NCS Network Reports will
be sent out starting early next month.
e \ 1.5, report. covering 46 states,
will have been completed by late O--

* * * * * * * *

¢éRadio has gained its nuparalleled cir-
culation because it reaches Amerieans
through more than 105 million radio
sets,  The uneed for radio—the eon-
tinuing need—is bnilt right into the
fact that last year people bonght 10.-
000,000 additional radio sets. Al this
mouney is not being invested in radio
sets so they cau be nsed as bookends.
They're being bought because people
nse them—Dbeeause radio is an integral
part of our way of life and of our guest
for entertainment and information.*®

JOIIN KAROL, V.P.
CBS Radio

* * * * * * * *

tober or early November. This will
show what stations (radio and TV)
get into what counties throughout the
U1.S.; is in the form of 48 state books.

e An NCS “Complete Circulation
Report,” which will cover all figures
for all stations in all areas plus a lot of
qualitative data_ will be readv for agen-
cies and advertisers by the early part
of 1953; includes non-subscriber data.

e \CS Special Reports will be pre-
pared for clients who want to match
radio and TV coverage with sales ter-
ritories. or other similar breakdowns.
at extra cost. Theze will proceed, on
agency demand. as soon as the Area
Reports are developed.

Standard Report—As sPONSOR weut
to press, SAM had already released
BMB-tvpe data covering more than 20

In Boston

Sy

states, in terms of county-hy-county,
city-by-city reports on the number of
radio families represented therein, Full
SAM data coverine the size of audi.
ences of air outlets by counties and
cities should be in the hands of st
tions and timebuyers by “late Novem:
ber,” according to SAM’s Dr, Kenneth
H. Baker. Thereafter, special tabula-
tion jobs——similar in some respects
the NCS Special Reports—will be dote
to order.

Q. Who has signed for what?

A. Both NCS and SAM were adding
to client lists as this report was being
written. Competition is keen when i
comes to station subscribers. since
SAM must make its living primarily
on station support. SAM has lined up
“around 4007 stations in all parts of
the country, both radio and TV; Niel-
sen would not disclose his station sub-
scriber figures. but it is believed to be
around 100, and possibly less.

At the network level, competition is
equally keen. SAM has signed with
(DS Radio: NCS has lined up NBC
Radio and CB3 TV. NBC’s video web
has an option on NCS. ABC and Mu-
tual are still making up their minds.

SAM isn't faced with the same kind
of problem as NCS in lining up agen-
cies and clients. since SAM will dis-
tribute much of its data to them at
little or no cost. NCS is just begin-

ning its sales pitch to agencies.

Q. As far as spot timebuyers at agen-
cies are concerned, which service gives
the most comprehensive data on radio
and TV circulation?

A. Generally speaking. Nielsen Cover-
age Service provides a more extensive

30,000 WATTS

' _ OWNED AND OPERATED BY THE BOSTON HERALD-TRAVELER CORP.
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through Jahn Blair & Co.
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Now available in reprint form

4 BASIC TOOLS FOR SPONSORS

Radio BasicS evised, 1952
16-page supplement reprinted from 1952 Fall Facts

issue. Includes 31 charts and tables statistically out-
lining the vital facts of radio distribution, listening,
cost-per-thousand, out-of-home listening, comparative

media costs, hour-by-hour listening, effects of TV, elc.

TV Basics (o sronsor first

16-page reprint of supplement appearing in SPONSOR’s
Fall Facts issue. Statistical data on TV homes, viewing
habits, cost-per-thousand, comparative media costs. 22
charts presenting the case for TV as gathered from the

best available research sources.

| Please send me . _ _ copies of
RADIO BASICS and Bill me later

Name

Firm . ..

NEW YORK 22

I

| Address .. | ~__:___
| .

| SPONSOR st maoison ave.

|

Name [
Firm

Address

Please send me ... ... _ ~ copies of
TV BASICS and Bill me later

TV Map (showing TV locations and network links)

Shows every TV market and stations; lists number of
sets in market, net affiliation of stations; representative

for each station with New York phone number.

International Basics (redio & 7v abroass

Basic data on stations in the 50 countries outside
U.S.A. that permit commercial broadcasting. Charts
of international market and radio coverage; compari-
son with newspapers; U. S. imports; U. S. advertisers

and moneys spent; agencies doing business abroad, etc.

Please send me

I SPONSOR 510 mapison ave. new vork 22
|
|
I

_ copies of
TV MAP and Bill me later

Name e [N

I Firm R
I Address - B I
I SPONSOR s?ﬂ MADISON A\IE NEW YORK 22

I
I Please send me __

_______ copies of
INTERNATIONAL BASICS and Bill me later I

Name . . . S
Firm . . e

Address

SPONSOR 510 mapison ave, New vork 22

SPGNSOR The r—USIE_ magazine for radio and TV advertisers

o G W VI BN TR G I W B S ) S SN S SR S S GEIN AN GEINND GENNND emmm Smm—

10c. each in
quantities of
100 or more;
15¢. each for
25 or more:
25¢. for sin-
gle copy.

10c. each in
quantities of
100 or more:
15¢c. each for
25 or more:
25¢c. for sin-
gle copy.

10c. each, 50
or more; 20c,
each, 10 or
more; single
map free to
subscribers;
additional
copy, 25¢c.

10c. each fot
50 or more
copies; 20c.
per single
copy.



breakdown of how many people are
listening to a radio or TV outlet, and
where (geographically) they’re listen-
ing.

Timebuyers who work with NCS
data are most likely to be using the
Comprehensive Area Reports. These
are state-by-state reports on daytime
and nighttime coverage, They are
broken down by “NCS Areas” (coun-
ties or clusters of counties) and show
the total radio and/or TV outlets that
are tuned to in these areas. The cover-
age data include: a percentage of total
homes in the particular NCS Area dial-
ing the stations entering the area, fig-
ured on a combined day-night basis

... 1t’s wonderful!

. . we've been going steady
with seasoned national and
local advertisers for over 18
years, so we're inclined to
agree. Make a date with
KFYR to cover the agricultural-
ly wealthy North Dakota mar-
ket.

BISMARCK, N. DAK.

5000 WATTS-N.B.C. AFFILIATE
Rep. by John Blair
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over a month; daytime coverage data
{four-week ecumulative, weekly, aver-
age day); nighttime coverage data
comparable to daytime, and the per-
centages of radio or TV homes.

1t’s well to point out that the amount
of information on a station’s circula-
tion is directly relative to the extent
of 1ts NCS subscription. In other
words, if a station is going the whole
hog and is buying the “Comprehen-
sive” rather than “Basic” NCS station
service. all of its area circulation fig-
ures are shown; if it is a non-subscrib-
er station, only its “Market Index”
ipcrcentage of total homes dialing
regularly in a month) is shown. Agen-
cies, who want data on non-subscriber
stations, will have to have “Special
Report” made at extra cost.

Timebuyers working with SAM data
will work mainly from SAM station re-
ports. The difference is roughly this:
Like the old BMDB reports, SAM sta-
tion reports show the counties that a
station penetrates. often cutting across
state lines, and do not show on each
individual station report the circula-
tion in the same counties of competing
radio and/or TV outlets, Also, SAM
station reports give data primarily on
total weekly audiences, and then give
further BMB-type composition figures
on these total weekly audiences.

Q. Can agencies get data on the non-
subscribing stations, both radio and
TV, from either of the services?
A. To a certain extent, the answer is
“yes” regarding both NCS and SAM
non-subscribers. Obviously, since both
organizations are offshoots of private
concerns who hope to make a business
profit, getting non-subscriber data isn’t
a cinch. The idea behind this is equal-
ly obvious; stations who don’t sub-
scribe, and thus don’t have their facts
and figures before the eyes of timebuy-
ers, may get lost in the buying shuffle.
However, as pointed out in the pre-
vious question and auswer, NCS pro-
vides a key nugget of information—the
“NCS Market Index,” a percentage of
total homes dialing a station in an area
over a month’s time—on all stations in
its area reports. After that, as far as
non-subscribers are concerned, agen-
cies and advertisers who have taken the
NCS “Comprehensive”  subscription
can order some of the non-subscriber
data in the form of Special Reports di-
rect from NCS,

SAM just doesn’t send to agencies

(A ]

About Automobiles...

and Dealers

WASHINGTON, D. C.—New car
dealers in nearly every commmnnity
in America will offer voters free
transportation to the polls in this
year’s important presidential elec-
tion.

The country’s new car dealers
are local bnsinessmen close to the
people of their communities, and
are in the nnique position of be-
ing able to offer free transporta-
tion to those who’ll need it.

Dealers are bheing wurged by
their national association to nse all
available cars for bringing to the
polls voters who might otherwise
not be able to get there and thou-
sands are responding!

New car dealers offer this pub-
lic service in a wholehearted belief
in the privilege of the ballot. This
is a nonpartisan effort to turn ont
a record breaking vote. Keynoting
action is their slogan ... *“Vaote as
yon please, but VOTE.”

Participating dealers recognize
that voters must know of the avail-
ability of transportation and many
will use posters and window strips
to catch public attention. Many
new car dealer-groups will use
promotional kits, being prepared
now, containing sugges‘ed news-
paper ads, logotypes, radio copy,
press and radio releases, ete. Mats
for ad-use will be made available
to these groups.

One of a series from the National Auto-
mobile Dealers Association—Any mate-
rial contained herein may be reproduced
without permission

for further information or research
malerial on New Car Dealers, wrile or
phone:

DIRECTOR OF PUBLIC RELATIONS,

NADA

1026 17TH ST. N. W,
WASHINGTON, D. C. REPUBLIC 6946
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The August Issue of

"The Tkl
te etevision

/4(((/[8!1(78 0/306/(1% ’

covers the subject

Summerﬁme

fje/éuidion

This study is basically concerned
with answering the following
questions:

WHAT 1 the average daily time
per individual, during  the
summer, spent on TV as
compared  with radio. news-
papers, magazines and books?

WIHA T is the availability, and use
ol the TV set, by hourly peri-
ods throughout the average
summer day?

WITAT happens when a winter
program is replaced by a sum-
mer program? What percent-
age ol the audience s ree
tained? What percentage of
the audience 15 new?

WHAT happens when a winter
program continues  through
the summerz What percentage
of the audience is retained?
What percentage ol the audi-
Cnee is new?

FIOW important a factor is “va-
cations” 1 the size ot the
sumimertine audience?

HOW do television owners evalu-
ate television as a form ol
summertime  euntertainment?
IHow do they fecl this sum-
mIer’s prograis compare with
last summnier’s?

For the answers to these and
other questions about summer
television, order your copy

NOW

./4( uerled[ /éedearc/t

90 BAYARD ST.
NEW BRUNSWICK, NEW JERSEY

CHarter 7-1564

. Beville

94

any ~ort of station report on non-sub-
ceribers. sends onlv the reports of sta-
Subscriber
can order special re-

tions who do subscribe.
stations. however.
~AM (at nominal tabulat-
ing costs) for their own use which will
include non-subscriber data insofar as
these outlets compete in the subserib-
ing station’s coverage arca. Then,

ports from

thi- may be passed along to agenices.

Q. Apart from their value as time buy-
ing tools, what are some of the (Iumgc’s
that are likely to take place in the in-
dustry as a result of NCS and SAM?

A. sPoNsOR interviewed several lead-
ing researchers, agency exeeutives, net-
work sales executives, and others on
this question. Here is their concensus:

1. Although sponsors may not he
affected directly, radio networks may
readjust  their network payments to
radio stations on the basix of the new
coverage data, Hints of this have al-
It works like
circulation has
dropped off. perhaps Dbecause of TV
competition. its rate of payment from
the network may be cut. If a station’s
circulatton has gone up. hecause of
power increases or lack of TV compe-
tition in non-TV areas. pavment to it
from the network may go up.

ready come from \BC.
this: If a station’s

2. Some adjustments may be made
in the Nielsen Audimeter samples as an
outgrowth of coverage data. \NBC Di-
rector of Plans and Research Hugh M.
recently stated to  SPONSOR:
“NCS will give Nielsen reliable data to
serve as a hasis for correcting the pro-
portion of multiple-set radio homes in
the NRI sample.” Nielsen i=n't exact-
Iy duty-bound by contracts to do this,
However, Nielsen has “declared his in-
tent” to adjust the NRI sample, which

- presently contains about 257 multiple-
set hontes.

3. A new perspective may he put on
television circulation as a resull of the
N\CS county-by-county and city-hy-city
estimates of families that have TV wets.
So far, the entire industry has general-
Iy relied on NBC Television's research
department for market figures on TV
set counts. NCS’s probability sampling
should give more accurate figures.

4. Generally speaking. the new cov-
erage data will add the final dimension
to radio-TV research. With the ad-
vent of NCS and SAM. radio and tele-
vision become the “most rescarched”
of all advertising media. R

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience ratir
leader since 1943.

ROCHESTER, N.Y.
3,000 WATTS

Rapresanichves . .
EVEREIT-McMINMEY, Inc, Mew Yark, Chlcaga
LEE F. ©"COMNMNELL CO.,Lot Angales, San Francisre

"“"SPOT

Prospect”

KW)] spot announcements bring
big results to advertisers who
want to cover the Portland Area
with a small budget. KW|]'s pro-
gram variety, its listener popu-
larity and its 10,000 watt cover-
age gnve you an advertising buy
that is an unusual Radio Value.

KwJJ

OREGON'S MOST POWERFUL
INDEPENDENT STATION
STUDIO G OFFICES

1011 S. W. 6th Ave.
PORTLAND 4, OREGON

Nat'l. Representatives
WEED & COMPANY

New York, Chicago, Detroit, Boston, Atlanta,
Hollywood, San Francisco

SPONSOR




SPOT RATES

(Continued from puge 39)

there reduce nighttime rates it may not
have much of an effect, Clients may
not want to bother going back into
night just for a station here and there,
[f they know that they can buy night-
time most everywhere at a reduced
rate and without making deals, we may
have a better chance.

“Qur stations will be watching the
picture closely all fall and the thing
will probably jell one way or another
by the first of the year at the latest.
Those that don’t reduce nighttime then
will follow within the next six months.”

Owner of rep firm with list including
many independents: “Cut rates? Most
of our stations will raise. In some
areas the population has doubled since
the stations set their rates. In those
cases the stations are justified in get-
ting increases.

“Of course we've run into difficulty
at night in TV markets, The deals are
fast and furious. Big network affiliates
have undercut us to take announce-
ment schedules away. We’d like to see
an end to that kind of business because
everyone is hurt eventually.”

Executive in clharge of spot sales for
imiportant block of powerhiouses: *We
have no immediate plans for a reduc-
tion. We're going to play it by ear.
Business is rolling along well so why
change things. If business drops off,
we'll go into it, The type of reductions
to be given eventually will depend upon
the business problem. If the large ad-
vertisers are pressing us. we may take
the discount route. If it’s a general
problem. we’ll lower the rate card.”

V.p. in rep firm with list of major
stations: “My only thought is that
every case is individual. There can’t
be any cross-country formula, Each
station will set its rates according to
how strong the competition is and how
business shapes up.”

Owner of rep firm in the middle
ranks by billings: “We've talked to
many of our stations. With few excep-
tions there will be no cut until they’re
pressured Dy circumstances. For us
nighttime business just doesn’t exist in
the TV markets. 1t seems dubious right
now that even a substantial nighttime
cut would help. We’re hopeful that
eventually it will snap back, however.
As far as daytime rates are concerned,
we've discussed raising some of them
when the SAM report comes out.”
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How to sell a bank
.via radio”

These banks are sold on radio because they sponsor
Fulton Lewis, Jr.

NaME OF BAaNK LocaTion StaTION
Covington County Bank Andalusia, Ala. WCTA
First National Bank Anniston. Ala. WSPC
Dothan Bank and Trust Co. Dothan, Ala. WAGF
Traders & Farmers Bank Haleyville, Ala. WIBB
American National Bank & Trust Co. Mobile, Ala. WABB
Burns National Bank Durango, Colo. KIiUP
Colorado Savings and Trust Co. La Junta, Colo. KBNZ
Security Trust Co. Wilmington, Del.  WANMIS
Florida National Bank Lakeland, Fla. WONN
First Trust and Savings Bank Davenport, JTowa  KSTT
Continental American Bank & Trust Co. Shreveport, La. KENT
Jackson City Bank Jackson, Mich. WKHM
First Peoples State Bank Traverse City,Mich. WTCM
Conmmercial National Bank and Trust Co. Laurel, Miss, WLAU
American National Bank St. Joseph, Mo. KFEQ
Fremont National Bank Fremont, Neb. KFGT
Chase National Bank New York, N. Y.  WOR
Union Trust Company of Shelby Shelby, N. C. WOHS
City National Bank and Trust Co. Columbus, Ohio WHKC
First National Bank tronton, Ohio WIRO
First National Bank Chickasha, Okla. KWCO
Union Bank of Erie Erie, Pa. WLEV
Northern Bank of Tennessee Clarksville, Tenn, WJZM
Carter County Bank Elizabethton, Tenn. WBE]J
National Bank of Commerce Jackson, Tenn. wWDHXT
Laredo National Bank Laredo. Texas KUOZ
P’eoples National Bank Tyler, Texas KGKB
Waggoner National Bank Vernon. Texas KVWC
American National Bank & Trust Co. Danville, Va. WDVA
Peoples National Bank Aberdeen, Wash. KXRO
Flattop National Bank Bluefield, W, Va.  WKOY
Merchants National Bank Montgomery, W.Va. WMON
First National Bank Rlinelander, Wis. WOBT

Currently sponsored on more than 350 stations by 752 local adver-
tisers, Fulton Lewis, Jr. offers a tested nmieans of reaching customers
and prospects. There may be an opening in your locality. Please
check vour Mutual outlet.

% For copies of material showing actual results,
use this coupon.

Cooperative Program Department
Mutual Broadcasting System, Inc.
1440 Broadway, New York 18, N. Y.

Please send data on Fulton Lewis, Jr.
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L11th IN EFFECTIVE
BUYING INCOME
per CAPITA

among Sales Management's
162 Metropolitan Areas

L J

Disiribuiors and merchants
here are pleased that the
Quad-City area has moved 3
steps ahead to IIth place in
the effective buying income
category. This great depth
of quality among 240,500
Quad-Citians is a pretty
good promise of success for
the advertiser who has quali-
ty merchandise to sell and
does it wisely through the
use of WHBF-TY now re-
ceived by over 123,000 TV
set owners,
Les Johnson. V.P. and Gen. Mg

WHBF :

TELCO BUILDING, ROCK ISLAND, ILLINOIS

R e
SIS

=)
5

RAHALL STATIONS
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Beprasenind by Avery-Knodel, Inc.

Stations where
loyalty really pays off!

e AUDIENCE

e MARKETS

goods.

1000 W ALLENTOWN, PA.

500 W. NORRISTOWN  PA.

Nuuonal Representatives
{(a) WEED and CO.
(b) WALKER & CO.

JOE RAHALL, President

o¢ Raamo-wisel Get extra power
behind your sales message through
‘Personality Selling” on Rahall
listener A

ADIOS TOP

e PERSONALITIES

Yes, on all 3 vital points,
Rahall Stations deliver the

(a)

1320 k¢

110 ke

WK R ©

1000 W. BECKLEY, W.VA. 620K

Owner of another rep firm in same
size range as above: “The nights are
sad. I’d say 859 of our billings are
daytime. At that rate I think the night
rates will have to come down. T feel
we could do good business if there was
a reduction down to what’s heing given
anyway in special package deals.
Eventually the one-rate system for
nights and days will come into being.

“1’'m against di~count juggling as the
way to reduce dates. Once you do that
vou add to the trouble timebuyers have
to go through. Let’s keep spot buying
as simple as we can. With big chunks
of money spent. it’s all right to have
tricky discounts in network buying.
(Editor’s note: It's said that it took
NBC two weeks to figure out just what
the CBS rate cut by discount meant
before NBC acted.) But spot buying
has enough complexities already.”

Sales executive with list of power-
houses: “There will be no national spot
reductions according to a formula. At
some stations there is more listening
now than in 1948 for some parts of
the day. The changes in listening pat-
tern vary considerably from city to
city, It all boils down to a matter of
how many listeners are you delivering.
For our stations. which are in the
cream class, 1'm sure that based on the
homes using radio we could easily sell
out evenings by making a small read-
justment of night rates. Such a change
is not unlikely in the next few months.

“We're not discouraged about the
evenings. We've been selling hard and
making good sales. We think nights
still have advantages for the advertiser
in the way of more lsleners per set
and more men in the audience.”

Veteran timebuyer and media execu-
tive in. major agency: “There’s no way
vou can generalize about what’s going
to happen to stations right now, But
the trend will he toward a single rate
for days and nights. The stations won’t
change now when business is up hut
they'll miove when they have to.

“What Fm hopiug for is that sta-
tions will recognize the philosophy be-
hind the CBS and NBC cuts and end
the under-the-counter business. If that
comes out of the network cuts, they’ll
have accomplished a lot for the indux-
try. We're all sick of that kind of buy-
ing, but you can’t expect us not to ask
for a price when we know someone else
got it.”

Veteran time buying executive (on
the distaff side): “There won’t be any

wisconsin's

most ...

STATION

/ IN THE(LAND
il OF | m
MILK and) HONEY

»

j/le Oll/(li

COMPLETE BROADCASTING
INSTITUTION IN

/Zc/z " Oll(l

WMB G-
WCOD-
WIVR

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV Inec.

SPONSOR



SIMPLE  ARITHMETIC
IN
MUSIC LICENSING

BMI LICENSEES =

Networks ...
etwor 2346
340
107
4

Short-Wave
Canada

TOTAL BMI
LICENSEES . . 2370°

You are assured of
complete coverage
when you program
BMI-licensed music

*4s of Sept. 11, 1952

150

%
L

: C ay %

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
HEW YORK * CHICAGO * HOLLYWOOD

MACK from

recommends

TEXAS'S"MARKET

the rich, industrial
tri-city area

KPAC serves a population of 236,100
in the rich Beaumont—Port Arthur-
Orange metropolitan tri-city area.

KPAC is the No. ! radio salesman
for local sponsors in the world’s No.
1 oil refining area.

MUTUAL

JOHN E. PEARSON cCoO.

5000 WATTS Natlonatl Representatives
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quick cut in evening rates, Stations re-
sisted the network cuts and they cer-
tainly don’t feel they’ve lost their audi-
ence to television, When NCS and SAM
some out, I think stations will have
substantiation of their claims that peo-
ple are still listening.

“l don’t go along with what the rat-
ings say. They don’t measure multiple
sets and out-of-home, It makes me nad
every time I read about ratings being
down when they’re not a full measure-
ment.

“I think radio’s present rate fiasco is
due to failure to get together as an in-
dustry and come to a concluston sev-
eral years ago on a coverage service.
It was needed to prove the industry’s
case.”

Timebuyer working under one of
best known buyer-executives in major
agency: “l figure within the next year
most stations will have one rate, equal-
izing night with day, Some, of course,
already have this. Anyone who’s pay-
ing night rates now in TV markets is
crazy. In some cases nighttime is being
sold cheaper than days.

“Advertisers aren’t interested now
in nighttime even in the non-TV mar-
kets. They’ve gotten out of the habit of
thinking about nighttime radio even
though we in the agency would be
happy to see them buy nighttime in
non-TV markets or in TV markets
where the price is right.”

Chief timebuyer medium-sized agen-
cy: I don’t think stations will cut im-
mediately, Business has been good to
the point where it’s a seller’s market.
In three or {our months cuts will accel-
erate, if there’s a slump.

“Frankly, I hope they arrive at a
stable rate card system soon. It’s sur-
prising now to see some of the stations
that give you deals. It’s no good for an
agency to buy on a deal basis because
who knows what the next fellow got.

“It’s my personal view nighttime can
be revived. The rise in TV costs is
causing clients to jump back to radio
and as new stations are added the cost
of buying network TV goes up, How
many clients will be able to stand the
gaff? There’s no reason why under
that circumstance radio can't come
back.

“The medium can come back in au-
dience, too, since listeners will tire of
TV. But radio has to make sure there’s
something for its listeners to come
back to by exerting more creative ef-
fort on programing.” * k%

The Philadelphia
FInquirer Station

An ABC Afiliate
First an the Dial

In America's Third Market

Represented by THE KATZ AGENCY

Mr. John L. DeBevec
Assoc. Media Dir.
J. Walter Thompson Co.
Chicago
Dere John :
Th fall weathur haz turned th’> West

Va. hills into mighty purty sights. 1
think our scenery
is rite purty. TK
boss likes th
scenery too but
he also likes th’
figgers racked up
by bizness here
in th’ state. Dep’t
sales are up real
big and our huge
power plants is
rackin’ up new
output totuls.
TR post offuce
here is reportin’
an increase this
year for th’ 20th
year in a roi.
Things is good
here in West Va.
and you know
how well WCHS
with 5,000 at 580
covirs more thin
half th® state.
Yrs. for Lux,

Algy.
WCHS
Charleston, W. Va.
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Radio: media whipping boy

We've commented editorially on the
raw deal that radio gets in the adver-
tising columns of newspapers like the
New York Times and New York Herald
Tribune as well as some advertising
trade papers. No matter how dominant
radio (and television too) may be in
an upcoming campaign it’s the black
and white media selected (and es-
pecially newspapers) that get the big
play. The air media are usually listed
as the also-rans.

We get a little tired of seeing radio
kicked around simply hecause it hasn't
let learned how to flex its muscles and
protect itself in the clinches.

What brings this on is the publicity
impression gleaned recently that radio
is fast falling into limbo. A release
from Printers’ Ink which made the ad-
vertising columns in mid-September
stated that in July 1952 all national
media “were up over July of last year

except radio. which was down 197%.”

What Printer’s Ink and the advertis-
ing columns neglected to state was that
they meant only network radio. Na-
tional spot which has been decidedly on
the upswing for some time. would have
changed the picture decidedly. Since
accurate estimates on national spot
aren’t readily available we urge adver-
tising columns and advertising pub-
lications, when referring only to net-
work Dbillings, to use the qualifying
word. That’s the fair thing to do.

Despite all the selling-down-the-river
tactics, radio continues as a virile and
growing medium. Whom does it serve
to give a false and negative impres-
ston?

Speaking of distorted impressions.
we should mention also the ad that
Life ran this month, comparing its ad-
vertising billings with those of other
media for the first six months of 1952,
Life in the ad ranked itself first with
a total of $48,573.615, and gave sec-
ond place to NBC TV, whose time bill-
ings for the period tallied $41,0067,193.

As invariably happens in such com-
parative media, the ad disregarded an
equally important element of the adver-
tiser’'s expenditure on a TV network:
the cost of talent and production. For
the same six-month period the over-all
program cost for sponsors on NBC TV
came to at least $35.000.000. When
that sum is added to the $41 million
you get an entirely different result.
NBC TV is way out in front of Life.

Adding the cost of plates would not.
by the way. make up the difference.
The production expense for a color
magazine page is but 1077 of the space
bill. For a half-hour dramatic show in

Putting a program in action

sPONSOR has commented at several
times on the part being played by ad-
vertisers, agencies, and hroadcasters in
the campaign to get out the vote. But
there’s one facet of this drive that
nmerits special spotlighting. Namely the
job being done by the National Auto-
mobile Dealers Association among its
35.000 members on what certainly can
be called a “program in action”—fur-
nishing transportation to the polls.

John Saxton Llovd, the NADA's
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president, has put all the devices and
paraphenalia of a modern-day adver-
tising campaign behind the project.
The object is to make it a coast-to-coast
undertaking. and not a spoity one.
So far 3,500 dealers have pledged
themselves to the program, which
basically calls for pooling their cars
amd setting up a central system of com-
imunication betwecn the voters and the
car dispatchers.

The task that the NADA has set for
itself falls into two parts: (1) mak-
ing the voting public aware of the

sponsored network TV 609 of the cost
goes for talent and production and
40% for time. In comedy-variety the
production percentage is considerably
higher.

Comparisons can often he not only
odious but way off the track.

TV sparks the small agency

The local agency is becoming more
and more alerted to the fact that TV
affords opportunity not only for its
own expansion but for the expansion
of the client’s budget. The medium
has stimulated small agencies to try
new approaches in copy. marketing,
and merchandising. It’s been not mere-
ly a case of getting an advertiser on
the bandwagon but compounding ways
of getting the most out of the advertis-
ing dollar. TV has brought the small
agency into a closer affinity with and
understanding of all broadcast adver-
tising. The contact with TV has often
lead to a reappraisal of the job that
radio can also do for the client and
how the two could be adroitly har-
nessed for the same objective.

As a case in illustration. take the
Curt Freiberger agency in Denver.
The opening of KFEL-TV proved one
of the most spectacular in the country.
The station found that it had a eiti-
zenry that was really TV-happy. It
didnt take long [or the Freiberger
agency to go into action and marshall
its clients into the parade. Around 1
October it will have four clients each
sponsoring an established TV film
show, with the joint budget for time
and show running over the $100.000-
mark. It’s also got a couple of 15-
nrinute sponsored films in the offing.

gratis service that is available to them
and (2) blueprinting the plan of opera-
tion for dealers so that the machinery
will be functioning at top efliciency on
election day. The output of material
from the NADA includes car cards and
various types of posters and a kit con-
taining continuities for radio and TV
announcements, newspaper ads. logo-
types, and press releases. Tt is antici-
pated that considerable money will he
spent by the dealers promoting on
three different levels: statewise. local
groups and individual dealers.

SPONSOR



Team and It’s

KMBC-KFRM is wise in the ways of a woman. So is Bea Johnson, newly
appointed KMBC-KFRM Director of Women’s programs and conductress of
the “Happy Home,” (8:30-9:00 AM, Monday through Friday). But that’s not
all. Women in the Heart of America know all about Bea Johnson, too. They
know her as housewife and mother, and one whose wide experience can pro-
vide them with the answers to their problems. That is the reason why they
requested her return to the air. As Joanne Taylor on KMBC from 1936 to
1941, she was one of their all-time favorites.

So now, more than ever before, the relationship between The KMBC-KFRM
Team and the women of the Kansas City Primary Trade Area exists as a very
effective cycle. These women are well acquainted with Bea Johnson. Bea and
The Team are likewise well aware of the wishes of these listeners and are first
to supply them with the program material that they want. The association
of Bea Johnson, KMBC-KFRM and the lady listeners is an unbeatable com-
bination —for the advertiser. Bea’s sincere recommendation coupled with the
prestige of KMBC-KFRM is certain to make sales of any product or service
carried on “Happy Home.”

This is the third of a series on The KMBC-KFRM know-how which spells dominance
in the Heart of America.

Call KMBC-KFRM or Free & Peters for the story of Bea and the
o “Happy Home.” BE WISE—REALIZE...that to sell the Whole Heart
' of America Wholeheartedly, it's "Happy Home” on...
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