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Virginia-born Henry Clay, thrice nominated to be
president, was willing to forego the highest honor
in America for his convictions. Independence of
thought and loyalty to principle has long been
characteristic of the Yirginian. The First Stations
of Virginia (WMBG, WCOD-FM and WTVR-TV) profit by
these qualities. The friendship and loyalty of
listeners and viewers in the Old Dominion go all out for
Havens and Martin sponsors.

Statue of Henry Clay

WMBG ~» WCOD ™

0 T 'f-.’.-—-'-‘-"’r: I .
Havens & Martin Stations are the only th s \?f"’s' tefevision statior
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia's first market.

Represented nationally by John Blair & Company FIRST STATIONS OF VIRGINIA




SPOT RADIO BOOM ACCELERATING THIS FALL—You can expect new sponsors, expanded
budgets for already booming spot radio this fall. Wildroot, which recently dropped
"Charlie Wild" detective drama on CBS~TV,will return to spot radio in heavy na-
tional campaign in addition to "FBI In Peace and War" on CBS radio. Bromo-Seltzer
is also planning an extensive spot radio campaign. Cold remedies will be big fall-
winter users, with reps noting earlier-than-ever placement of business by buyers
anxious to insure prime availabilities.

WHAT’S.H_OTTEST TIME PERIOD?—Early morning, once regarded as "marginal time," is
now rated most in demand by many reps. In particular, 7:00 to 8:00 a.m. period

enjoys high popularity among advertisers anxious to harness appeal of "morning
men" (SPONSOR, 2 July). There's much interest, too, in late-evening hours,
SPONSOR survey indicates. (For details, see page 70 of spot radio section.)

SITUATION COMEDY ON UPSWING IN TV PROGRAMING—Fall will see more situation-
comedy progrémigékon‘TV,ﬁIhcluding several TV versiéns of long-time radio favorites
(details, page 152). Explaining its own addition of several situation stanzas in
recent months, KMTV, Omaha, told SPONSOR: "It appears easier to maintain a high
level of comedy on this type of program than on other types of comedy shows. Tele=

vision just burns up too much material on the rapid-fire gag type of comedy shows."

LOOK FOR NEwW NAMES AMONG NET RADIO SPONSORS—With business giants, long
mainstay of net }adib, droppiﬁé'prime éhows to concentrate dollars in TV, net sales
departments will be gunning for firms which could never previously get into web
radio because of costs and/or lack of availabilities. Problem nets face is to lick
feeling that radio is old hat and show advertisers opportunities which still exist
in medium. "My Friend Irma" (CBS), "Judy Canova" (NBC) are typical of top pack-
ages now available which most medium-sized firms couldn't even dream of sponsoring
in previous years. (For outlook on new network sponsors, see page 63 of Network

Radio section.)

éM STATIONS “TV-PROOFING’ THEIR PROGRAMING—Advertisers studying fall lineups
of-;hows on stations in TV markéts will note changes designed to make stations less
vulnerable to loss of audience to TV. Example: Kevin Sweeney, KFI, Los Angeles,
general sales manager, told SPONSOR staticen has been "building series of TV-proof
programs." Theory is to give listeners something they can't get from TV. All-talk
programs have been emphasized, following discovery that station's late-afternoon
Burritt Wheeler commentary showed continuing rise in ratings from '49 through '51.
Another innovation is "This Is Our Town," taped show by station's farm reporter
which covers communities 100 miles away on fringe of TV area. (Other spot radio

programing trends, page 72.)
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REPORT TO SPONSORS for 16 July 19351 :

@W FLEXIBLE CéN A_IET RADBicEJE—Net radio salesmen will be stressing medium's
flexibility as webs continue their adjustment to TV inroads. Shorter time periods,
tandem-style buys, will be continuing trend. Actually, nets have long had device
for giving sponsors flexibility in way their markets are covered via local cut-ins
beaming separate sales messages to different territories. Recent example of tech-
nique on grand scale is P & G use of "Welcome Travellers" (NBC) to push as many as
6 different products in separate areas of U. S. (see page 55).

_I\_/!:QRCAR[NE WAGES FIGHT FOR ACCEPTANCE VIA RADIO—With liftng of Illinois re-

strictions on yellow margarine, Good Luck margarine (Lever Bros.) has bought pro-

gram over WBBM, Chicago, designed to introduce product. Show originates in super
markets, is qQuiz with grocery prizes for shopper participants. Program, called |
"Good Luck to You," will also invite listeners to compete in $16,000 Good Luck

jingle contest for Illinois residents only. As more states abolish restrictions
against yellow margarine, you'll be hearing about similar local program buys by \
Good Luck and other margarines.

DAYTIME/TV EXPANDING THIS FALL—American Home Products will buy program in

12:15 to 12:3?5?&?512'& :mﬁCBS-iT; for show yet to be chosen. In following quarter i
hour will be P & G, also yet to set show at press time. Move by two firms is part

of trend to stake out franchises in daytime TV which began in late 1950, will ac-
celerate this fall.

ROSS SURVEY FINDS THERE’'S MORE TV PROGRAMING, LOWER RATINGS FOR ALL SHOW
TYPES—Ross Re;rts s;\;ey-df TV programing in New Ek found number of quarter
;ours programed jumped from 1,694 in May 1950 to 2,067 in 1951. Ratings, mean-
while dropped. In January-June 1950, average Pulse rating of all shows in New York

was 7.69. By same period this year, ratings had dropped 2.32 to 5.37. Says Ross:
"No program category has as high a rating today as enjoyed last year. Current high
is 15.4% for Drama and Mystery (19.3% in '50) as opposed to peak of 21.4% averaged
by Comedy-Variety in Jan.-June '50 (this year—12.8%)."

RTMA 'SPENDING $100,000 TO DISCOVER SET-BUYING PATTERN—Estimating TV sets in
markets is made difficuriﬁti, among othér réa sons, because no one really knows what |
happens to set once it leaves retailer's floor. Same applies to AM and FM sets.

To simplify tallying problem and gain valuable marketing guidance, Radio and TV
Manufacturers' Association will spend $100,000 on survey covering AM, FM, TV set
distribution. When completed, it should indicate from how far away consumers come

to buy sets.

RCA JOINS COLOR BATTLE IN EARNEST—With start of public demonstrations of RCA
compatible color, battle between rival electronic-broadcast empires is on in ear-
nest. Consumers will get barrages from both sides in increasing number. For
signs of who's winning keep your eye on reports of CBS color set orders. That's
real test.

SPONSOR




Wilbert Robinson
In Hits Per Game’

WHEC

In Rochester Radio

WHEC is Rochester’s most-listened-to station and has

been ever since Rochester has been Hooperated!

Note WHEC's leadership morning, afternoon, evening:

STATION STATION STATION STATION

WHEC B C D
MORNING  41.8 255 6.8 7.9

8:00-12:00 Noon
Monday through Fri.

AFTERNOON 439 31.9 68 11.8

12:00-6:00 P.M,
Monday thraugh Fri.

EVENING 346 2946 102 10.2

G . MARCH—APRIL 1951

LATEST BEFORE CLOSING TIME
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95TH MARKET
IN THE U.S.

e Mighty Montgamery
is the hub af ane of
the nation’s tap agri-
cultural and indus-
trial markets.

$134,000,000

CITY RETAIL SALES

e Mighty Mantgamery
had 1950 city retail
sales alane that were
$5,000,000 abave
thase af the previaus

year.

OVER 600,000
IN TRADING AREA

® Mighty Mantgamery
daminates the rich
surrounding trade
area of 11 progres-
sive and expanding
caunties,

GIANT AIRFORCE =¥ -
MILITARY BASE LA

® Mighty Montgomery
home af Maxwell | = -
Field, ane of the et

largest Air Farcecen- | VOTVIEPTT Y - g A
- . v ||o| bbbt e Y i
ters in the entire na-  [is[|e/ves il -ul-l’l

tion » —!‘J_t—— e )
- ——

CAPITOL
OF ALABAMA

* Mighty Mantgamery
is a facal point aof in-
dustrial develapment
both in Alabama
and in the new

South.

MUTUAL
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~ NETWORK

STATIONS

NBC ASSOCIATION

WSFA

Represented by |
l Headley-Reed Co. ‘

Write, Wire or Phone for Availabilities!

ABC

WAPX

Represented by
The Walker Co.

CBS

- WCOV

Represented by
The Taylor Co.

|

VOL. 5 NO. 15
16 JULY 1951

Contents

SPONSOR REPORTS 1
MEN, MONEY AND MOTIVES 10
FALL TRENDS !N COMMERCIALS 12
NEW AND RENEW 17
MR. SPONSOR: HAROLD L. SCHAFER 22
FALL 1951: MUCH MONEY, MANY
PROBLEMS 29
WHAT NATIONAL ADVERTISERS

WILL DO THIS FALL 32
NETWORK RADIO 43
SPOT RADIO 65
RADIO BASICS 107
TY MAP FOR SPONSORS 131
SPOT TV 137
TV RESULTS 146
NETWORK TV 149
OVERALL 163
MR SPONSOR ASKS 176
TV DICTIONARY 190
EDITORIAL 198

Published blweekly by SPONSOR PUBLICATIONS INC.,
comnmimed with TV. Executive, Editorial, Circulation and
Adverilsing Offices: 510 Madlson Ave., New York 22,
N Y  Telephone: MUrray Hill 8-2772. Chicago Office:
161 K. Grand Ave., Suite 205, Telephone: SUperior 7-9863.
West Coast Office: 6087 Sunset Boulevard. Los Angeles.
Telephone: 11lside N0R9,  Printing Office: 3110 Elm
Ave., Baltimore 11, Md Subseriptlons: United States
$8 a year. Canada and foreign $9. Single copies 50e.
I'rinted in U, 8. A Address all correspondence to 510
Vadis Avenue, New York 220 N Y. Copyright 1951,
SPONSOR PUBLICATIONS INC.

ditor & President” Norman K. Glenn. Necretary-
Freasurer.  Elalne  Couper  Glenn. Managing  Editm
Mi David.  Xenior Fditors: Erik H. Arctander, Frank
Rasky., Ct o8 Ni i \sslstant Kditors: Fred Birn-
baum. Lila 1 Richard A. Jackson. Art Direc-

Howard 3 Vice-President Adrertislng:
Norman Knight, Advertisin Department Edw D.
o (Western  Manager), George \Weis (Traveling
Representative. Chieago Office), Jdohm A, Kovehok (Pro-
duetion Managr), Edna Yergin, John McCormack. Vice-
President  Business Maunager: Bernard Platt. Circula-
tion Department: Bvelyn Satz  (Subscrlptlon  Manager),
mily  Cuatlbo. Josephlne Villantl. veretary to Pub-
isher' \ugusta Xherman ONlice Manager. Olive Sherban,

B —



iy

adison

AD-MANN NOW GOTTESMANN

When our copy of sPoONsOR arrives,
[ hungrily read page after page, para-
graph after paragraph. sentence after
sentence even ad after ad. |
thought that there was nothing in am
copy that 1 could have missed. But lo
and behokd when our -} June issue ar-
rived | noted that there was something
[ have been missing issue after issue.
That is our address. [t must have heen
by some oversight that you were not
notified of our change of name. It is
now the “AdoH F. Gottesmann Adver-
instead of “Ad-Mann
.. we are still

tising Ageney”
Advertising Agency™
incorporated.

Oh ves. 1 would appreciate your
sending, as quickly as available, “TV
Dictionary /Handbook for Sponsors.”

Keep up the good work on your ex-
ceptionally fine pubhieation.

LEONARD BLAKE

Director of Radio & Television
Adolf F. Gottesmann Advertising
Newark

EXCUSE, PLEASE, MR. FOREMAN!

I hope the misprint in the last para-
graph of my pot pourri in which the
word “underground” got in instead of
“undersigned” doesn’t make me sound
subversive.

RoBerT L. FOREMAN
I'ice President
BBDO

New York

® llonest, we didn't intend to zet Mr. Foreman
in trouble with a Congressional investigation come-
mittce. What he really wrote was: “P.S. Anyone
=—film produrer, ageney or othcrwisc—who would
like eurrent TV copy reviewed by the undersizned,
sce that 1 get a 16mm. print and we'll try to get
aronnd to it with dispatch.™

MORE “SPANISH" COMMENTS

It is unfortunate that credit
for Procter & Gamble’s success with
Tide in the Lower Rio Grande Valley
was credited to a Spanish hour on a
Brownsville, Tex., station. Procter &
Gamble’s Tide has been using \EO,
Matamoros-Brownsville, with a spot
schedule since June. 1950. and recently
took a similar schedule for Cheer.

most

speNsOR - {and  Lever Brothers)

16 JULY 1951

should look into the Rio Grande Valley
situation more closely to determine
where successful resulis are obtained
in Spanish. Procter & Gamble already
I\'lln\\‘.&

RoBERT N. PINKERTON

Manager

NEO-XEOR

Brownsville, Teux.

I would appreciate receiving a copy
of the list indicating the location of
Spanish radio ~tations n this country.
It was mentioned in the 4 June issue
of sPoNsoR.

RoserT H. Raixs

Radio-T1 Promotion Manager
Universal-International Pictures
Universal City, Cal.

® A list of 165 Southwest «tations earrying
Spanish langunage programs ic available to snb-
seribers on request,

I want you to know that I thought
it was a swell article on the Spanish
markets in the 4 June issue of vour
fne publication.

Unquestionably.  this
benefit our station as well as all sta-
tions earrving Spanish programs. and
will be most helpful to time buyers
and media departments in properly
evaluating this most worthwhile seg-

article will

nent audience.

Your publication has done more
than any other in the field in high-
lighting the importance of specialized
and segment groups and stations spe-
cializing in same.

ArTHUR H. CROGIIAN
President
KOWL

Santa Monica. Cal.

WHAT PULLS 'EM IN?

We are making an analysis of dif-
ferent media in several markets in
which our clients are interested.

Have you published any articles in
recent months on cost per listener to
television and radio and cost per read-
er on newspapers? 1f vou have, | will
appreeciate your sending me the dates
of issues in which these articles ap-
peared.

Artirr C. BEck Jw
Account Executive
Lindsey and Co.. Inc.
Richmond
®  Reader Beek is referred 1o the ARBI studies
(26 Mareh SPONSOR) whicl show how  radio

compares with newspapers in <ales pull at poeint-
of-sale, Future tests wil] inelude TV, also,

{ Market

E

12,377,600}

T

ONLY ONE
Station-KMA
Delivers the

Bl1G

Rural Midwest

o g
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%

S

i

| prosperous midwestern-
ers in 140 of America’s
most productive agricul-
tural counties.

A BIG Market
Greater than the city

Populations of
e PHILADELPHIA or
e DETROIT or
o LOS ANGELES

L sowa
=
—b h tltmolﬂ'ﬁ ._l_
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KMA

SHENANDOAH, IOWA

Represented by
Avery-Knodel, Inc,
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Under Manogement of

: MAY BROADCASTING CO.

Shenandeah, lowa
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KPAC | \}/
TIURR
Sells\ &

. .. The Rich Beaumont-Port

Arthur-Orange Metropolitan l

Tri-City Area

234,200 Population
$242,903,000 &:iz

(Source: 1950-51 Consumer Markets)

Here is Texas’ 5th Market, one of the wealthi-
est in the world . . . the concentrated Beaumont-
Port Arthur-Orange metropolitan areas.

e the No. 1 oil refining area in the world

e producing 1 out of every 10 barrels of oil

s 2nd only to New York City in shipping
tonnage.

KPAC listeners carn big, better-than-average
incomes. KPAC can sell this concentrated buying
power for you with intensive, productive KPAC
coverage . ., ., Plus KPAC's huge 1,353,200 popu-
lated Regional Market more thousands of
KPAC listeners and more big sales volumes
for you.

HIGH HOOPERS . 17 years of Listener
Loyalty prove KPAC's salesability in a highly
competitive radio market:

Week-day morning, Monday thru Friday 21.8
Week-day afternoon, Monday thru Friday 19.9
Evening, Sunday thru Saturday . 12.3
Sunday afternoon 354

(Share of audience, latest Hooper.)

Follow the Local Advertisers

Local sponsors with first-hand knowledge
of arca choose KPAC. August Miller Hard-
ware Co., sponsor of 7:45 a.m. News, with
Joel Swanson reporting, gave just one men-
tion of Chris-Craft Boat Kits to arrive soon,
and was flooded with inquiries. Within 2
days, had sales of $451.50. Estimates future
sales of approximately $2,000 when stock
arrives. Cost just $10.50 for 3 announce-
ments on 7:45 News, only one of which
mentioned boat kits.

CHECK TODAY, and select KPAC
availabilities that can get your product
really moving in Texas’ 5th Market.

5000 WATTS « MUTUAL

Johu E. Pearson Co., National Representatives

6

TOOT A TOOT

May | toot your horn and extend

| our sincere gratitude for the wonderful

magazine you circulate. And may 1

| also state that of all the broadcasting

magazines. SPONSOR ranks on top of
our list!

May I also toot our horn in the
way of offering a promotion sugges-
tion for any stations interested. An-
nually, KAYL. in conjunction with a
photographer. launches a child per-
sonality contest. And to judge the con-
test, we ask Capitol Records in Holly-
wood to line up a judge, who this year
was Tex Ritter. . .

The contest proved (again) that ra-
do 1s a wonderful medium. We used
ONLY radio promotion. No more
than two announcements per day: no
more than two programs per day.

During a three-week period. we re-
ceived 2062 entries—quite a record.
The first year. we recetved 154 entries:
the second vear, 203.

PavL R. BENsoN
Promotion Manager
KAYL

Storm Lake. la.

“CRABS” AND COMPLIMENTS

Do you know what’s “wrong” with
sPONsOR?  You make writers out of
readers! Your stufl hits so close to
lhome. digs so deep. that with every is-
sue | want to sit right down and write
vou either compliments or crabs.
Mostly the former. This note is both.

Tlte “crab™ is a minor one. In your
excellent Mueller Macaroni story in
a recent issue. you apparently didn’t
have the latest Worcester rating. Ac-
tually, the 1950 Oct.-Nov. Pulse break-
down gives WTAG at 12.9 at 3:00 a.m.

-making us second in the list of Muel-
ler stations rather than eighth.

The real thing you are to be com-
plimented on. though, is the terrific
job you did on “How not to buy
radio time” in that same issue. You
brought out an tmportant point when
you warned against improper evalua-
tion of BMB. But one very important
point which was not bronght out was
ignorintg the physical size of a county
in relation to the distribution of its
p(’)llu}zllioll.

The conclusion that all 3.070° U.S.
counties are the same size is as ridicu-
lous as saying that all 48 states are
ahike. For instance, WTAG is located

in Worcester County—a single county
which is one-and-one-half times the
size of the entire state of Rhode Is-
land, with its five counties.

Nearly two-thirds of Worcester
County’s population lives in 60 cities
and towns outside of Worcester City.
BMB divides our county ito North
and South County. Yet here is what
happens when approximately 50%
BMB coverage is used withoul consid-
eration of physical size in relation to
the population distribution.

In the South Countv (which in-
cludes Worcester City) all Worcesler
stations are given about 507 or more.
So the conclusion is that any of those
stations serves the South County, and
its 111.640 radio families.

Here’s what happens when you
break down the actual situation:

BMB, City of Worcester only

Daytime: 56,150 radio families
Station A e 93
Station B L7199
Station (. . 18%
Station D ... 83 %

But look at South County, outside
of Worcester City, where the other half
of the audience is:

BMBE, Sonth Connty, City of Worcester exeluded
Daytime: 55,190 radio families

Station A . R2%
Station B . 25%
Station . 27%
Station D 13¢%

From these figures, it is obvious that
only one of those stations covers the
andience in that BMB unit (South
County including Worcester City)—
even though all stations show ahout
5077 or more, BMB.

Anyhow, “How not to buy radio
time” was a good story. Keep them
coming.

RoBerT J. Brown
Commercial Manager
WTAG

Worcester

ON AGENCY RADIO PERSONNEL

The existing pattern for hiring per-
sonnel in advertising agencies was es-
tablishied long before the advent of ra-
dio and television. Since newspapers.
magazines. and billboards comprised
the chief media, advertising agency em-
ployers developed a liiring orientation
dependent on them. Tn the main, the
new emplovee’s worth to the agency
was regarded in terms wholly relative
to the aforementioned advertising ve-
hicles. Though, with the development
ol radio and television, agencies con-
tinue to evaluate (misevaluate. really)
prospective employees on the basis of
pre-radio criteria.

SPONSOR
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The advertising employee who is re-
sponsible for the sales appeal of a
newspaper or magazine ad is in no
way accountable for the content of the
rest of the page on which the ad ap-
pears. The agency considered a jour-
nalist or the writer of fiction a breed
apart from a commercial copy writer,
with separate and distinguishable tal-
ents. Logically, the agency does not
ordinarily expect to recruit its “crea-
tive” advertising specialists from the
writing staffs of newspapers and maga-
zines. Advertising experience. not jour-
nalistic or fiction-writing experience, is

demanded.

However, such a guiding parallel is
not to be found in radio and television
advertising. Wherein a newspaper ad
adorns a sheet of newsprint quite in-
dependently of whatever else happens
to be on the same page. the familiar
opening, middle. and closing radio
commercials serve in a vastly different
relationship to its proximate program
material. In placing commercial copy.
the agency cannot be responsible for
the quality of the entire page. But in
broadcasting, the entire program, in-
cluding commniercials. is the agency’s
responsibility.

Now, who knows radio better than a
radio man? There may be no room
for a good newspaperman on the staff
of an advertising agency, but a good
radio man obviously represents a de-
sirable asset. A member of the pro-
gram department, in particular, always
considers himself an advertiser; 1s de-
veloped and nurtured in an advertising
climate. He is constantly aware of the
advertising appeal; sensitive to the
tastes, desires, and habits of the listen-
ing audience.

Agencies would do well to staff their
radio/TV departments with men and
women who have matured in the broad-
casting station. The larger national ad-
vertising agencies already have made
this discovery. Smaller establishments
need not look to other advertising agen-
cies for radio/TV staffers, but to the
trained ranks in broadcasting statious.
For some 20 years now, timebuying
has become institutionalized into the
ad agency, so it seems time that agen-
cies stop hiring staffers under princi-
ples adopted from the all-space buying
age.

HERMAN GORDON
Philadelphia

® The writer is continuity supervisor of a
Philadelphia broadcast firm.
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THE FEELING IS o TR

- MUTUAL

IN PHILLY!

)
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roduceas!

Here’'s why—WIP's advertis-
ers through the years have
found that dollar for dollar, Philadelphia’s Pioneer
Voice is their best radio buy. . ..

that

because

Droduces!

and listen to this . . . in
spite of a hot television

market, WIP has increased its new business more
than 18% for the first half of 1951 ...

“Drocuces!

becauoe

4
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¢
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PHILADELPHIA

BASIC MUTUAL

Represenied Nationally
5000 WATTS by

610 KC Edward Petry & Co.




SELL THE HEART OF ARIZON]|

OVER KOY PHOENIX, ARIZONA

dvertisers with no time or money to waste have found KOY the direct
wute to the rich Arizona market whose hub is fast-growing Phoenix and

e Salt River Valley.

s exclusive representatives of KOY for the past twelve years, John
lair & Company knows Aow KOY can sell and why. Here is a station
1at makes wide-spread coverage counrt with a proven record of unusuul
ceptance. Arizona’s pioneer radio outlet, KOY has been building 1ts
putation for pubhic service over 29 years. It 1s home-owned, home-
erated, and ain integral part of the community and alb its affans. It 1=
w only Artzona radio station that owns all of its facihitics, imcluding
udio, ofhice and transnutter propertics. KOY gives non-directional cover-

e of 837¢ of the state’s population with 5000 watts on 550 KC.

tles-minded management has converted KOY’s listener loyalty into big
ot radio business that has paid off for one advertiser after another,
wur John Blair man has all the facts on merchandising and selling

surprisingly low cost over KOY. 1t will pav vou to call him today.

KOY studio building with recent $100.000 adduil
Studios and control equipment are the most modernl§
the State of Arizona and include three bigh-fidehty 1;1(
monnted Stancil-Hoffman tape recorders. Al equipn|
exceeds FF.0C.C. standards for high-fidelity reprodueti
KOY transmiitter property  and smgh
tower, siving non-directional coverage
over 85% of Arizona's population wiih
000 watts on 500 KCO A 5 KW mun
transmitter and 1 KW <tandby, with
auxthary power plant, are both Western
Electrie equipment of the lutest design,




HE JOHN BLAIR WAY

P SELLING RADIO STATION

KOY'S management team, experts in three fields: left to right. John L. Hogg. President,
Commerecial Manager and a salesman of twenty-five vear’s experience. \lbert Johnson.
Vice President. General Manager and the man behind KOY's splendid record of publie
service, Jach Williams, Director and Secretary with twenty-three yvears at KOY behind
his reputation as one of the outstanding programn men in the radio industry,

gapne,

i AR Tk

THE RAPIDLY-EXPANDING city
5t Phoenix, Capital of Arizona, is sur-
‘rounded by prosperous residential com-
tmunilies and rich agricultural land.

l GEORGE GRAHAM, popular master BiILL LESTER'S afiernoon “Record
of ceremonies for KOY audience shows Matiuee” has a consistently foval tollow-
{ and his morning "Dise Show”, a hard ing of listeners and commereial sponsors,

selling program and housewives’ favorite.
JOHN BLAIR & COMPANY
ispecializes in radio rep-
resentation exclusively.

Since we are entirely re-
moved fromn any other op-
eration or function, we
are able to give the sta-
tions we represent our
full time and our full ef-

forts . .. as specialists in B lAI R

a COMPANY il PAUL GRIBBEN, KOY News Editor
and radio veteran, heeps KOY ahead
the field in news. lis coverage of t

REPRESENTING LEADING RADIO STATIONS Legislature has won him \\'i(lvsll)n'.u

ognition in high circles in the State

selling via spot radio.




" “"Watch and Win”"—KPIX’s

rﬂ\g telephone quiz game—is still

arawing top nail response, which

numbers about 12,000 monthly; and

sponsor, Acme Breweries, reports that

sales for their new Gold Label Beer are
moving at a fast rate.

Starring Ben Alex-
ander, voted out-
standing TV person-
ality by Academy of
Television Arts and
Sciences, and  his
lovely wife, Lesley,
“Watch and Win” is
a unique telequiz, in
which viewers’ write-
in cards are selected
by Ben and Lesley
for telephone calls
Ben Alexander . . . questions . . .

and prizes!

BASEBALL

Biggest news to baseball fans is the
fact that KPIX is now lensing the San
Francisco Seals’ Saturday afternoon
home games. The diamond battles, which
include a series of eight games, are un-
der the direction of Sandy Spillman and
Dave Kees, with Don Klein at mike side.
KPIX’s Saturday games are simulcast

over KSFQO!
NARCOTIC SERIES

The three week series on narcotics, recently
featured on KPIX’s “KMA 438", has been
loudly acclaimed as an outstanding service to
thz community.

Handled by Inspector John Kane and
Lt. Alvin Nicolini, the programs, which
were presented in cooperation with the
San Francisco Police Department, cov-
ered the entire subject of narcotics as a
police problem and an ever-increasing
menace to society.

ADD AIRINGS:

KSFO now features Robert Montgomery in
“Freedom Is Our Business” for the S. F.
School of Nursing three mornings a week. . .
The Ethyl Corporation is sponsoring ‘‘Sport-
scholar” on KPIX Wednesdays at 11:00
PM. ..

CHANNEL
5

Represented by The Katz Agency, Inc.
A

8d by Wm. G Rombeau Cé.

SAN FRANCISCO

by

0 Robert J. Landry

Man is, or is supposed to be, a foresighted animal. Hence your
foresighted adman at this mid-July turns from contemplation of
sunburn. sand fleas. gol. mosquito bites. lastex hips, mint juleps,
picnics, ponies, Gussic Moran’s scalloped panties, and other fascina-
tions of deepest summer to a calculated looking ahead to the “fall
facts” relative to making a buck. The weighing in of the facts of
any given fall grows in importance from July to July for a simple
reason: there are more, always more, facts to consider.

* * *

Count back 10 years. That's approximately one-third the life-span
of radio advertising. But it’s counting back from the complexity of
1951 to the simplicity of 1941. Then the industry was much more
than will ever again be the case an industry of neighbors. One spon-
sor knew another sponsor, one station operator knew his contem-
porarics, the typical timebuyer called off most of the station sales
directors by their first names.

* * *

Against advice but on the principle that there couldn’t be too
much competition in the country which invented anti-trust legisla-
tion, the FCC began granting licenses like crazy. The radio station
population of the U.S.A. grew from around 930 in 1941 to 2.400 in
1951. In that fact alone. revolution was implicit.

x k%

The influx of new station operators, detached from and unfamiliar
with radio history, would have changed things anyhow. But the war
years were soft years, weakening the sales guts of sellers and buyers
alike. Who may estimate the net enfeebling of drive and sales strat-
egy induced by those easy war years when business came over the
transom. when excess profit tax dollars were mistaken for genius and
almost any time (or space) peddler cleaned his teeth in champagne?

* * *

One more obvious observation. In 1941, television was more
promise than threat. Allen B. DuMont had hardly moved out of his
basement lab. Milton Berle was just a fresh comic who used his
mother as an audience plant at Loew’s State.

* * *

By June of last year, before Korea, soniething like “normal” com-
petition had been restored in all advertising. Tough-mindedness was
back in the saddle with consequences frequently unpleasant to the
long-sleep wartime sales exccutives whe still expected to solve all
their problems each morning by opening miail and banking checks.

* * *

There were those who hoped the new military appropriation bil-
tions woukl bring back three-hour luncheons in advertising. This
has not worked out. A Garrison Economy. half at war, half at peace,
has nncertainties absent in all-out war. Nor is the present excess
profits tax situation so favorable as the former one. The military
appropriations did give the national economy a big hypo.

(Please turn to page 63)
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PLAN NOW TO ATTEND

Watch for the date and announcements
from your State Broadcasters Association

A TIMELY AND VALUABLE
EXCHANGE OF THOUGHTS AND IDEAS
ON EVERY IMPORTANT PHASE
: OF PROGRAMMING BY SPECIALISTS

BASED UPON SUCCESSFUL OPERATIONS
AND PRACTICAL EXPERIENCE

Each Clinic comes loaded with shirt-sleeve
talks by recognized experts in their field;
down-to-earth discussions of pro-
gramming problems; and such phases
of broadcasting as modern uses

of news and music; Station

public relations; how to make

the most of the tools of

your tmde; what management

expects from its program

department; handling of rural

and farm programs; importance

of the disc jockey; small

station operations; your music
ll':‘""")", I.‘. matters
and many inent topics.

Better Programming Requires More Thought Not More Dollars”

BROADCAST MUSIC, Inc.

580 FIFTH AVENUE ° NEW YORK 19, N. Y.
CHICAGO « HOLLYWOOD « TORONTO « MONTREAL
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There's no problem for
Bill Joyce of the Katz Chicago
office when it comes to
boosting WGBS. He points to
the record—that shows the
WGBS morning audience 40%
ahead, afternoon audience
489% ahead of the nearest
competition. That means more
for your money on WGBS
than any other Miami area
station.

& From the desk 6
of BILL JOYCE.:

You're seeing double when you
look at the Miami market to-
day. For in the last five years,
total radio homes have doubled.

So has the WGBS share of
audience. For your share of this

big market, put vour money
{and your message) where
most people listen.

IAMI

FLORIDA
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Fall Trends m
o/ TV Commercials

by BOB FOREMAN

For this special issue. | have been
asked to write about commercial trends
in radio and television for the fall sea-
son. I think I'll play it cagev by ad-
mitting that judging a trend in televi-
sion when vou're immersed in the me-
dium is akin to looking for a hirth-
mnark on the enginecer’s nose when the
locomotive is bearing down on vou.
Radio is somewhat easier in that its
trends are gentler—except. of course.
those caused by the violence of TV.

In the latter category. 1'd say there
is a definite trend in radio toward com-
mercial simplicity. This is the result
of several definite television influences.
The first is the bare faet that there is
a thing called television. Psychologi-
cally. no one who works in TV is going
to kill himself to come up with a great
new radio technique. 1f his television
imnovation (i.e. Be Happy—Go Lucky)
works in radio. swell! But 1 can’t be-
lieve that a radio copy theme or gihm-
mick which conldn’t be televised would
arouse much of a ripple in the pool.

Second, as I mentioned last month.
television has taught us the power of
the human personality; it has re-em-
phasized the persuasiveness of the
skilled salesman. So we shall see (hear.
that is) more straightforward selling
in radio. and rightly <o.

Third. there is the fact that televi-
siont is stealing audienees from radio.
Although radio prices for both time
and talent have come down, further
cconomy is ahead. lence fewer peo-
ple are going to use the Boston Sym-
phony for their jingle or even an
octet . . .another reaxon for the trend
to simplicity.

Now lest the aforementioned leads
you to the conelusion I’'m convinced
that the radio copy of tomorrow is go-
ing to sufler a lot and thus hecome less

effective. let me state that I helieve the
contrary is true.

I think radio selling i= going to get
smarter! More effective! More adver-
tisers will turn to the disk joekeys and
participating charmers and those per-
sonalities (“stars”) who aren’t above
delivering their sponsor’s commercials.
This can only lead to stronger copy—
whether it's placed in a fringe time-

Ll S B

Kefauver probe showed power of personality

spot on an independent station or in a
fat network slot. In other words,
there’ll he more grassroots radio on the
immediate horizon which is sure to
mean more sales. Radio still s a fab-
ulously effective mass medium.

As to copy trends in television. well
—Fve got a lot of beliefs. In the first
place T think there might well be a
ereat deal less animation—for two rea-
sons. Cost is the obvious one—but,
morc importail. the great rush to he
funny is about over. In other words,
[ think tliere may be less mis-use of
animation.  Where a product wants
memory value, intrigue. impact of a
sort  where lack of reality and believ-
ability won't impair the sales story
thiere yon'lt get vour clever animation.
But not everybody will whip into
whimsy before analvsing what impres-
sion he should be trving to make.

I think there will be more live eopy
on live television shows. Film has im-
proved tremendously. But its cost. its

SPONSOR
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time-factor and its inflexibility coupled
with the development of more good tel-
evision announcers will lead us to do
more live show commercials.

A year ago | wrote an article stat-
ing that Dick Stark was just about the
only real top-uotch TV amnouncer I'd
run into. Today I know a dozen fine
and I'm surc most of the folks
in television feel the same way (thank
goodness!).

ol1es

I think caniera work will be more di-
rect in the preseutation of this copy.
That is there will be less button-push-
ing, fewer unnecessary dollies, paus,
dissolves. We've seen a Senator Ke-
fauver fascinate us without a change
of shot for five full minutes and a Mr.
Costello’s hands hold us spellbound for
just as long. Yes, wc’re learning to
leave things alone.

As for film. its quality is already
a thousand per cent better. and it will
continue to improve. Everybody-—the
film makers, agencies, and advertisers
alike have learned volumes about film-
making for television. Lighting is bet-
ter, acting has 1mproved, sets are
sounder and writing is way up. Then,
too, television receivers have Dbigger
screens so the monotony of the close-
ups we were forced into at first can
now be relieved. Details can be seen
to be appreciated. And. of course,
depth will add interest.

Every day will see fewer shaking an-
nouncers and vacant-eyed actresses
whether on film or live. We'll see more
poise and assurance. And, as in live
copy, fewer camera effects. The barn
door and flip-wipes will be reserved
for the places where they actually ad-
vance and enhance the thought. The
cut and the dissolve will be our most-
used transitious.

And finally 1 believe (here, I'm
highly prejudiced, to be sure) we will
see the best advertising that has yet
been devised in any medium. We've
gotten wisc to this new thing that gives
us both sight and sound: at least a lot
wiser than we were. So | think we're
going to set the ad-business on its ear.
Despite what are said to be prohibitive
costs, I believe selling via television is
well on its way to proving itself a bo-
nanza. Even poor commercial copy
works. Good copy will do the impos-
sible.  Which is why T think wc’ll be
seeing a great deal of really good com-
mercializing on television in the sca-
son ahead. * Xk X
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THIS IS NO JEREMIAD, BUT . ..

What’s the Matter
With Radio?

First, we don't agree that it's television. TV isn’t going to slop newspapers,
magazines, books—and certainly not radio.
Next, nothing much that radio itself cannot remedy.

Third, the nation needs the vast communications, entertainment and informa-
tion systemm whiclh has been woven into the fabric of our lives,

BUT the things that are hurting radio are numerous and varied, and every
segment of the industry that ha~ been built up on it necd< to do some sonl-
searching.

We have over-commercialized radio, with hiteli-hikers, cow-catchers, -pots
and double spots and maybe snow-plows, and cabooses. lnstead of giving it a
chance to do the selling job it can do. arent we treating the audience like a
crowd at a side show, and yelling louder and longer?

If that’s good advertising, which we doubt, it isn't good radio. Of course
such methods build sales resistance.

So, to get their money's worth, one segment of the industry forces rate reduc-
tions, which are uneconomical and un<ound for a mediunt which still ix ax good a
buy, if not better than any. at the price. Compare the stability of radio rates
and returns with the increa<ed costs of every other medium of advertising.

Understand that we are not talking cxclusively about network opecrations;
we refer, also, to the slipping that has heen going on in individnal stations—a
case of the industry slipping on something more than a banana peel.

And what are receiver manufacturers doing to help radio? Recognizing that
there are exceptions to generalizations, it nevertheles< is a fact that the indus-
try ax a whole is making it harder for the average listener to tune in his favor-
ite station or stations than cver before.

With the over-crowded condition of the AM broadcast band, stations are
jammed closer together than ever before. At the same time radio dials are
pushed together so that you can tune only by guess and by gosh.

We used to have electronic and other aids to tuning. Whither have they
gone? Haven't we, in a suicidal price-war, cut the quality of the reccivers
in these respects to the point where they no longer deliver the convenience to
which the listeners are entitled?

If these same conditions prevail, as efforts aie made to establish FM, that
medium never will get ont of swaddling clothes. If the automobile manufac-
turers followed the same kind of policy we today would Lave poorer cars in-
stead of bhetter: rather. by raising the quality and standards, the auto industry
has earned and commanded higher prices.

This is not a one-man nor a one-station program to reform the industry; we
scarcely have time enongh to run our own business in a manner to minimize
<ome of the conditions we call to your attention. We don’t pretend to be hlame.
le<s, but we are taking a <harp look to <ee that this self-criticism is put to work
in our own back yard.

And we hope that some or many of tlose having a great interesti—and the
advertisers surely do by rea~on of their vast investment in the medium over the
years—will do some real skull practice, We hope all will decide to do some-
thing about it individually and so far as conditions permit collectively.

Thiere is no henefit to anyone, least of all the advertizer, in down-grading a
medium of advertising which he needs and which in our judgment will be
usedd by many for long years to come.

\. 1. KIRCHHOFER, Vice President
WBEN, Tuc.

P.S.—And isn’t this the time to stop similar practices in T1'?

WIS

NBC BASIC ¢ BUFFALO
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Penetrate ALL of America’#

... shopping cent

WFIL BLANKETS
PHILADELPHIA...

For blanket coverage in Philadelphia—city of two million—
schedule WFIL. WFIL regularly reaches four-fifths of all the city’s
radio families . . . 451,260 homes where WFIL is a family buying
guide. And WFIL is still growing. It’s the only Philadelphia
network station to show both day and night audience gains in |
BMB's latest survey ... 18.5% more families (day) and 16.1% '
more families (night). You can’t pass up Philadelphia, capiral
of America’s 3rd Market . . . you can’t pass up WFIL, first on the
dial in Philadelphia.

...BLANKETS THE WHOLE
14-COUNTY MARKET

Don'’t ignore any of the 14-County Philadelphia Retail Trading
Area. Here is a zone of more than 4,400,000 people. Here, in more
than two-thirds of the radio homes, 769,550 families consistently
tune WFIL. In this rich market area WFIL'’s signal penetration is
strongest . . . you reach @/ of the 147 "home markets™ outside
city limits where a majority of the area’s prosperous population
lives and buys. And WFIL takes you to a huge bonus area beyond
the 14 counties. Total coverage: 6,800,000 people. To reach these
customers schedule WEFIL.
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h/‘”’ When is 5,000 watts more than 5,000 watts?

When it's first on the dial! Operating at 560
.~~~ | kilocycles, WFIL's 5,000 watts provide coverage
equal to twenty times the power at double the
frequency ... 100,000 watts at 1120 kilocycles.

ELMER H. WENE, Vme]and poul-
tryman—The head of Wene Chicks
and his family typify WFIL-
adelphia’s 32,567 farm households
with buying’ power 98 per cent
above average. He is a WFIL fan.

i (B

SIDNEY THAL, Chester grocer—
4,400,000 people in this hungry 14-
County market eat groceries worth
more than $1 billion a_ year. Mr.
Thal’s Edgemont Beef Company is
one of 460 food stores in Chester.

A. O. SCHAEFER, Philadelphia

steel maker—As Vice-President of

The Midvale Company, he helps
pay wages and salaries totaling
$1,812,770,000 to workers in WFIL-
adelphnas 8,566 industrial plants.

RAYMOND R. BEHRMAN,
Phocmxv:lle appllance dealer—
Dealers like Behrman and Wiess
sell $198,872,000 worrh of house-
hold p,oods a year in WFIL-adelphia.
He is a regular WFIL listener.

KATHRYN L. BATCHLER, Glass-
boro housewife—Like so many o
the 2% million women over 21 in
WFIL-adelphia, Mrs. Batchler listens
long and hard before she buys .

and she listens regularly to WFIL.

»

560 kc.

The Philadelphia
Inquirer Station

An ABC Affiliate,
First on the Dial
In America's Third Market

JAMES WORK, Doylestown edu-
cator—Mr. Work is President of the
National Agricultural College, one
ot 39 colleges and unmiversities in
WFIL-adelphia. His students are
among 65,000 collegians in the area.

Represeited by THE KATZ AGENCY



me s are turning to ...

more dollars are turning to ...
BOSTON — 50,000 WATTS

We're not going

into a long song and dance
on “why WHDH 1s Boston's
most productive radio station”
... figures don’t lie, and here
are some honeys!

| PULSE OF BOSTON RATINGS January through April, 1947 vs. 1951* PERCENTAGE INCREASE IN
YEAR 7:00-9:35 | 9:35-10:00 | 10:00-12:00 | 12:00-4:00 | 4:00-6:00 6:00-8:00 | 8:00-10:30 | 10:30-12Md N P ,
1947 | 175 | 207 | 2.83 | 274 |2.44 | 225 | 177 | 107 N”'OWI‘:; \s,solqg';“”‘;

1951 | 3.43 | 5.17 | 4.60 | 4.03 | 5.41 | 453 | 278 | 1.99 —-—-v—-

COST PER THOUSAND PER ONE-MINUTE SPOT*

1947 |$1.14 ($ 97 [$ 99 |$ 73|$ 82|$1.11($1.41($187 304.8%

1951 [$ .59 |$ .45|$ 59 |$ .50 |$ .56 |$ 60 |$ 79 |$ 74

*FOR FURTHER DETAILS SEE YOUR JOHN BLAIR MAN

RAY DOREY

BOB CLAYTON

the Boston station with the "winning
personalities’’

000 WATTS - 850 ON THE DIAL

BOB DELANEY CURT GOWDY

Y JOKN BLAIR & CO. KEN & CAROL'NE

16 SPONSOR




I. New on Television Networks

16 JULY

SPONSOR AGENCY NO. OF NET STATIONS PROGRAM, time, start, duration
American 1lome Products Biow CBS. TV 47 Unuamed; M-F 12:13-30 pm: 24 Sep; 52 wks
Hazel Bishop Inc Raymond Spector NBC-TV 355 Freddy Martin and his Orchestra; Th 10.10:30
pm; 12 Jul; 7 wks

Cluett, ’eabody & Co Young & Rubicam ABC-TY 39 Don Ameche's Musical Playhouse; alt Th 9-10
pmj 3 Jul; 26 wks

Colgate-Palmolive-Peet Co Sherman & Marquette CBS-TV 32 Unnamed; W 9.9:30 pms 4 Jul; 32 wks

Congoleum-Nairn Inc McCann-Erickson NBC-TV Kate Smith; alt half hour W 8-9 pm; 19 Sep:
52 wks

Cory Corp Dancecr-Fitzgerald- ABC-TY 39 Don Ameche’s Musical Playhouce; T, Th 12:15.

Sample 1 pm; 2 Oct3 52 wks

General Electric Co Yaung & Rubicam CBS-TV 253 Garry Moore Show; M, W, I' 1:30-13 pm; 17
Seps 32 wks

General Electric Ceo Young & Rubicam CBS-TV 19 General FElectrie Guest Ilouse; Sun 9-10 pmg
1 Jul; 9 wks

General Foods Corp Young & Rubicam NBC-TV Young Mr. Buttens: Sun 7:30-8 pm; 26 Aug;

A 32 wks

Jacques Kreisler Mfg Corp 1lirshon-Garfield ABC- TV 17 Tales of Tomorrow; alt F 9:30-10 pmn; 3 Aug;
52 wks

Lambcert Pharmacal Co Lambert & Feasley CBS-TV 15 S50 You Want To Lead a Band; Sat 7-7:30 pm;
28 Jul: 26 wks

Mennen Co Duane Jones DuMont 23 Twenty Questions; F 8-8:30 pm3; 6 Jul; 52 wks

National Products Corp Marfrce DuMont What Makes TV Tiek?; T 11-11:15 pm3; 3 Jul;
32 wks

Packard Motor Car Co Young & Rubicam ABC-TVY 39 Don Ameche’s Musical Playhouse; alt Th 9-10
pms; 5 Jul; 26 wks

Pearson Pharmaeal Co I1arry B. Cohen CBS.-TV 35 Unnameds; F 10:30-11 pm; 20 Sep; 52 wks

Procter & fCamble Co Biow CBS-TY 61 Unnamed; M-F 12:30-15 pm; 3 Sep: 43 wks

Procter & Gamble Co Benton & Bowles NBC.TV 50 Red Skclton; Sun 10:.10:30 pm; 30 Seps; 52
wks

Ronson Art Metal Works Grey CBS. TV 20 Unnamed; Sun 6:30-7 pm; 29 Jul; 32 wks

Ine

Schick Ine Kudner CBS-TV 38 Unnamed: T 9-9:30 pm: 4 Sep: 52 wks

2. Renewed on Television Networks

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

Chesebrough Mfg Co Cayton NBC-TV 32 Greatest Fights of the Century; F 10:45-11 pm3;

. 6 Jul; 52 wks

Colgate-Palmolive-Peet Co Sherman & Marquette NBC-TV 60 Colgate Comedy Ilour; Sun 8.9 pm; 2 Scp; 11
wks

Pabst Sales Co Warwick & Legler CBS-TV 59 Boxing Bouts; W 10 pm-conclusion; 26 Sep;
32 wks

Pillsbury Mills Inc L.co Burnett CBS-TV 58 Arthur Godfrey & 1fis Friends; alt W 8-8:30
pm; 1 Jul; 52 wks

Radio Corporation of J. Walter Thompson NBC.TV 57 Kukla, Fran & Ollie; M 7-7:30 pm; 27 Aug;

America 13 wks

Speidel Corp SSCB NBC.TV 46 Speidel Show; M 8-8:30 pm: 17 Seps 15 wks

United States Tohacco Co Kudner NBC-TV 61 Martin Kane Private Eycs Th 10-10:30 pm; 30
Aug; 32 wks

- -
3. Station Representation Changes
STATION AFFILIATION NEW NATIONAL REPRESENTATIVE

KOAT, Alhuquerque, N. M. Independent Adam J. Young Jr, N.Y.

KOTY, Tulsa ABC, NBC, CBS, DuMont Edward Petry & Co, N.Y.

lsRSN, Los Alamos, N. M. Independcent Adam J. Young Jr, N.Y,

KTRC, Santa Fe, N, M. Independent Adam J. Young Jr, N.Y.

WKAT, Miami Beach MBS Ra-Tel Representatives, N.Y.

WMAL, Washington, D. C. ARBC Katz Agency, N.Y.

WMAL.TV, Washington, I). C. ABC Katz Agency. N. Y.

WMIE, Miami Independent Adam J. Young Jr. N.Y,

4. New and Renewed Spot Television

SPONSOR AGENCY NET OR STATION PROGRAM, time, start, duration
American Cigarette & SsCB WRBZ.TV, Boston lonin annemts 2 Jnl; 13 wks (r)
Cigar Co
American Cigarctie & SsSCB WNBW, Wash. I-min annemt; 3 Jul; 13 wks (r)
Cigar Co
American llome Foods Ted Bates WBZ-TV, Boston 20-s¢c stn hreaks: 6 Jul; 13 wks (r)
Ine

American Maize Products
Co

Kenyon & Eckhardt

WNBT, N. Y.

1l-min anncmt; 6 Jul; 13 wks (r)

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

1951

Numbers after names
refer to category in
New and Renew:

S. Armstrong (5}
C. F. Bell (5)
E. C. Bradley (5}
Harry W. Frier (5)
C. F. Gannon (5)



Numbers after names
efer to category in
New and Renew:

H. G. Wolsey
John C. Gillis  {5)
D. McVickar (5)
J. K. Martindale (5)
H. G. Sawyer (5]

(5)

4.

SPONSOR

Atlantis Sales Corp
Benrus Wateh Co
Best Foods Ine

Borden Co
Borden Co
Borden Co

Brown & Williamson
Tobacco Corp

Bulova Wateh Co Ine
Continental 0il Co
Eversharp Ine

John F. Jelke Co

Kellogz Co
Minute Maid Corp
New Yark Telephone Co

Norwich Pharmacal Co
Pearsen Pharmaeal Co
Procter & Gamble Co
Procter & Gamble Co
Renson Art Metal Woarks
Ine

Standard Brands ine
Sunshine Biscuits Ine

nited Air Lines
R

New and Renew 16 July 1951

New and Rencwed Spot Television (Continued)

AGENCY

NET OR STATION

PROGRAM, time, start, duration

J. Walter Thomp-on
J. D, Tarcher
Benton & Bowles
Young & Rubicam
Young & Ruhicam
Doherty, Chiford &
Shenficld
Ted Bates

Biow

Geyer, Newell & Ganger
Biow

BBDO

Kenvon & Eckhardt
Ted Bates

BBDO

Benton & Bowles
Harry B, Cohen
Biow

Compton

Grey

Compton
Cunningham & Walsh
N, W. Ayer

WCAU-TY, Phila.
WRGB, Schen.
WNBT, N. Y., and
1 other stn
WNBW, Wash,
WNBT, N. Y.
KTSL, Hlywd.
WTOP-TV, Wash.
WBTYV, Charlotte
KSL-TV, Salt lake
WTOP-TV, Wash.
WNBK, Cleve.
WCAU-TY, Phila.
WCBS-TV, N. ¥,
WEBS-TV, N.Y.
WNBQ, Chi.
WTOP.TV, Wash,
WCBS-TV, N. Y,
WPTZ, Phila,
WRBZ-TV, Boston

WPTZ, Phila.
WNBT, N. Y.
WNBQ, Chi.

20-s¢ce annemts 1-min particy 3 Juls 13 wks (n)
20-sec stn break; 2 Jul; 532 wks (r)
1-min partic; 2 Jul; 13 wks (r)

20.sec stn breaks; 1 Jul; 52 wks (r)
20.sec stn break; 2 Jul; 52 wks (r)
20-sec¢ anncmt; 6 Jul; 52 wks (r)

20-s¢¢, 8 see annemt; 1 Jul: 52 wks (r)

20-~cc anncemt; 23 Jul; 52 wks (r)
}-min annemts 4 Jul; 29 wks (n)
1-min annemti 4 Jul; 52 wks (r)
20-see¢ stn break; 8 Jul; 13 wks (r)
{-min partic; 23 Jul: 26 wks (n)
Z2Z0-sec annemt; 11 Jul; 13 wks (n)
I-min partic; 3 Jul; 13 wks (n)
20.sec stn break: 2 Jul; 3 wks (r)
20-sec annemt; 1 Jul; 52 wks (n)
l.min partic; Jul; 52 wks (r)
20.see stn breaks; 19 Jul; 52 wks (r)
20.sce stn hirecak; 7 Jul; 26 wks (r)

7 Juls 52 wks (r)
2 Jul; 13 wks (r)
3 Jul; 13 wks (r)

2(-sec stn break;
20.sec stn breaks
20-sc¢e¢ stn hreak;

3.

Advertising Agency Personnel Changes

Spenccer Armstrong
John 11, Battizon

C. Frederick Bell
Lcona Bowman
Everett €. Bradiey
B. E. Burrell

M. 8. Claire

DPavid J. Cook

Hal Falvey
Richard 3. Fansler
Harry W. Fricer
Charles I, Gannon

John C. Gillis
Lawrence Boles 1licks
Glenn Holder

William G. Jargenson
Monty Mann

James K. Martindale
Donald MeViekar

W. Robert Mitehell
Ital E. Moore
Edward W. Murtfelde
Iolecombe Parkes
John A. Picrce
Lester 1L Ploectz
Terry Quinmby
Raymond F. Ruffley

Howard G. Sawyer
Raliert Sawyer
Sachiko Tasaka
Heber G, Wolsey

FORMER AFFI

LIATION

Opinion Leaders of America, N.Y., dir

Tele-Tech Magazine, N.Y

Duane Jones, N.Y,, vp

., assoe cditor

Sterling, N. V., acet exee

Biow, N.Y., vp
Sutherland
WMCA, N
MeCann-
Fuller &
WMDN, Midland, Mich.,
Foote, Conc & Belding,
Benton & Bowles, NV,

ckson, S.F.,

1I. W. Kastor & Sons, €

Abbott, Boston, acet exee

accet enee

Smith & Ross, Chi.,, aect exec

prog dir
N.Y., acet exec
vp, dir puh rel

hi., cxee

Lawrence Boles Hicks, N.Y,, pres

Me¢Cann-Erickson, N,V
research dir

1T, Corp. N.Y.,

Glenn. Dallas, vp

William Esty, NY., vp

Anderson, Smith & Ca
exee

indu

marketing,

istrial  div  ady mgr

irns, Montreal, acet

Lawrence Boles Micks, N.Y., vp

WRKOX, Framinghani, M
Benton & Bowles, N.V.,
Apex Film Corp., !
Tea Association, N
Wallace-Ferry-Ttanly, Ch
Lawrence Boles 1licks,

ass., prog dir
acet exce

. eXce vp
. gen omgr

i., acet exce

N.Y., copy chief

Kenyon & Fekhardt, N.Y,, acet researeh dir

James Thomas Chirnrg,
TV ady film woerk

N.Y., copy dir

Lawrence Boles Hicks, N.Y., timebuyer
KSL, Salt Lake, seript writer

NEW AFEILIATION

Armstrong, Gannon & Assoe, N.Y., partner (new
firm, 280 Madison Ave)
Dancer-Fitzgerald-Sample, N.Y., head of tv comml

prod
Leuncii & Mitehell, N.Y,, vp
Same, exee vp
Benton & Bowles, N.Y., vp
Ketehum, Macleod & Grove, Pittsh.,, acet exce
Raven, N.Y., radio dir
Dancer-Fitzgerald-MacDougall, 8.F., gen mgr
Tim Merrow, Chi., first »+p
Mceldrum & Fewsmith, Cleve., acet exce
Same, vp
Armstrong, Gannon & Assoc,
firm, 280 Madison Axe)
Sawme, lir research. marketing
Name, hoard chairman
J. D. Tarecher, N.V., marketing, research dir

N.Y., partner (new

Rea, Fuller & Co, N.Y., acct enec

Lowe Runkle, Oklahoma City, vp
Dancer-Fitzgerald-Sample, N.V., vp, copy exee
Same, vp (McVickar in N.Y. ofhice)

Same, exec vp, hoard dir

Dickerman, N.Y ., acet exce

Same, vp

Benton & Bowles, N.Y., vp, dir pub rel

Kenyon & Eckhardt, N.Y., merchandising exee

Sawne, v

Same, vp

Dancer-Fitzgerald-Sample. N.Y., rescarch
hroject dir

Sawme, plans, marketing vp

Kenyon & Eekhardt, N, radio-tv supervisor

Same, board dir

Gillham. Salt Lake, radio-tv cxee

dept

6.

STATION

WEEM,

fluntington, 1. L

New Stations on Air

FREQUENCY

THO ke

. WATTAGE

1.000

OPENING DATE

1 Aug

E. J. Fitzgerald

MANAGEMENT

7. New Networle Affiliations

STATION

KATY, san Lunis Obispe, Cal,

WAXT, Portsmouth, O,

WBOV, WROV.F'Y, oanoke

FORMER

AFFILIATION

Iadependent
Independent

MBS

" NEW AFFILIATION
ABC

ABC

MBS.ABC




MﬁTHE FIVE POINT SYSTEM OF PROGRAMMING EVALUATION—

ClueaTional Proptams

IN IoWA, WHO 1s THE PREFERRED
EDUCATIONAL PROGRAM STATION

WHIO

+ for lowa PLUS #
Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet. Resident Manager

-
LY
b e

\ ~

FREE & PETERS, INC.

National Representatives

16 JULY 1951

One of the twentieth century’s most dramatic developments is
the sudden emergence of the modern farmer and the modern
farm family. Freed from impassable roads and stifling isolation,
the average Iowa farm household is now more progressive and
more prosperous than the average American household.

Radio has played an enormous part in this transformation. Tt
has helped teach and “sell” our people new ideas of every sort
— economic, cultural, social., Tn 1950, lowa listeners were asked
to appraise the jobs being done by radio and by schools. The
following chart (from the 1950 Iowa Radio Audience Survey)
tells the story:

ADULT APPRAISAL OF SCHOOLS AND RADIO

IAn lowa Kodie Audience Survey Study) =
Figures ora weighisd parceriages of ofl questioned In rodic-squipped homes™®

In this aren ,1|1=r" are doing:
- n, excallanl jobi. ..

Cely a Fair [ob,.
A pone job. ..

. +a women and to-men In urbon, village and farm bomes.

Year in, year out, Station WHO devotes a very sizable part of
all its programming to Educational Programs. In 1946, WHO
conceived and pioneered the Plowing Matches and Soil Con-
servation Days which have swept the nation ever since, and
have taught millions of farmers “how to do” the kind of
terracing, draining, plowing, etc. that improves farm lands,
produces record crops.

In 1941 WHO inaugnrated the annual Master Swine Producer
Project which has helped ever since to make lowa the nation’s
top hog-producing state (209% of the U.S. total).

In 1946, °47, ’48 and 49, WHO won National Safety Council
Awards for promoting Farm Safety. In recent vears we have wou
two Distinguished Service Awards from the National Board of
Fire Underwriters for our spectacular promotion of Fire Safety.
In 1940, we inaugurated the Ammual National Radio Corn Fes-
tival, which has unquestionably contribnted to the nation’s
vastly-increased cormn production. All these and many other
Public Education projects are sponsored . . . by WHO alone!

This is Point Five in the Five Point System of Programming
Evaluation, which helps explain WHO's Olllhldll(llll;_’ position
as a public facility and as an advertising mediimn, in Towa Plus.
We suggest your consideration of this and the other four points
as vital factors in time-buyving,

19
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Week After Week

8 World-Affiliates
DAIIES . Report Long-Term

lUBLIC UTILITIES wiso

~ Money-Making

a
CFGP weTw

= ~ Contracts With
FURRIERE WORLD’s

JEWELERS 5e

414 WKBH EVGI‘-GI’OWing

s Features and

Over 42 Special
Campaigns...
Backed by Powerful

,1 World-Planned
| BEVERAGE  Sales Helps!

DISTRIBUTORS

WEED Time-Buyers!
R Account Executives!

wwit

wcos f
KWTX ‘
WESB ‘
INSURANCE | 1 |

KMmBC

" PROGRAM SERVICE

KERN
WORLD BROADCASTING SYSTEM, (NC.
488 Madison Avenuve, New York 22, New York




The chant of the
Tobacco Auctioneer
will soon be heard
throughout
agriculturally Rich

Eastern Carolina

. which means

MILLIONS of
DOLLARS

in the pockets of

WGTM

LISTENERS

CASH IN on this,

one of the Nation’s
Richest Harvests

by Selling with

WGTM

5,000 Watts * CBS At

WILSON, N. C.

The World’s Largest Tobacco Market

‘Phone, write or wire

ALLEN WANNAMAKER
Gen. Mgr. WGTM, Wilson, N. C.
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Harold L. Schafer

W Spomsor

Gold Seal Company, Bismarck, N. D.

Gold Seal sells over 50.000 cans of Glass Wax daily; its total share
of business at the retail level for all products amounting to almosi
$20.000.000 yearly. But it hasn't always been this way.

For the graphic rise of Gold Seal is a high-gloss tribute to the limit-
less vitality of 39-year-old Harold Schafer who built his business
from a $002 gross in 1942 to where it is now—one of the top 10 in
the floor wax industry.

Key factors iu this expansion are Shafer’s confidence in broadcast
advertising, his know-how, and quick thinking opportunism. Typical
Schafer sagacity: (1) he dramatically tied in the anti-slip quality of
Gold Seal floor wax with his sponsorship of state high school basket-
ball tourneys in Minnesota; (2) told of an availability on Arthur
Godfrey’s network show via long distance phone, he OK’d its pur-
chase before he hung up: (3) purchased the Kefauver investigation
telecasts in Chicago to advertise his clean-up products.

Gold Seal’s broadcast history started modestly with announcements
wrilten and sometimes personally broadcast by Schafer in his home
stale, North Dakota. But bigger plans for Glass Wax were being
formulated by Schafer, an ex-hardware supply salesman and 230-
pound human dynamo. After pre-testing in Duluth, Schafer gam-
bled everything in Chicago. He moved in with all media, utilizing
radio heavily. Within six weeks, 44% of all Chicago housewives
were using Glass Wax.

From there product sales burgeoned. Currently Gold Seal runs
aunouncements on 33 radio and TV stations including several of
the North Dakota stations Schafer utilized before he went “national”
(KFYR, Bismarck. KLLPM, Minot}.

Present broadeast strategy for Gold Seal and their agency, Canip-
bell-Mithun: to hit hard on key stations during the spring and fall
when the sales story for Glass Wax is likely to find a most sympa-
thetic audience. From the fall of 1948, when Gold Seal bought a 15-
minute segment of Arthur Godfrey, over 50% of ad expenditures
have Deen in radio and TV. The peak was reached in 1950 with
broadcast advertising representing 707% of total time and space bud-
gets—or well over a million dollars a year.

SPONSOR
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~ MR. SPONSOR:

:)WJBK sells Black Raspberry |
A NEW DRINK

TO 1 OUT OF EVERY 4 DETROIT HOMES
. ... WITHIN 5 WEEKS!

e ———
i

= - _
- e a—

# Jack the Bellboy June 22, 1951
Station WJBK

[ Masonic Temple
Detroit 1, Michigan

I
Dear Jack:

| Though there
badly in TV markets,

these reports is your

Detroit. We consider it

than ever!

‘g talk that radio has slipped

the outstanding exception 1o
"Jack the Bellboy' program in

strongerl and more effective

You will recall that our client, Faygo Beverage
Co.. cautiously tried a few spot announcements on your
show in 1047. It gol us results. That's why, in
December 1948, we stepped UP to half-hour segments.

v it mildly——sensationalt

The results were—to pu
That's why we've been with you soO consistently.

When we broke the new Faygo‘True Fruit Black

Raspberry Contest on _your program 10 April of this
ly 50,000 entry blanks in

year, Yyou helped pull near
i . enabled us to get plaoement

the 8-week campaign . -
in 1 out of every 4 homes in this area within 5 weeks.

Nothing like it has ever happened pefore im the
trade 1n this market.

beverage
Thanks for 2 job well done. Keep up the good
work.
Cordially yours.
Julian A. Gydce,
Treasurer
JAG:bjT Ww. B. DONER & Cco.

M/‘-\/

5 weeks. Wh
o . atever your selling probl i
s, sales of beverages or dancing %esi()ns el\r’lV)lI[;Kb’usﬁ-Detmit, whether
) s high Hoopers and

tremendous listener
-response mak
results. Call your Katz man todaya e WJBK the best advertising buy for great 1
_ atest sales

WIBK = DETROIT

The i ] i
it vinoayThe Station with a Million Friends
RS: 488 MADISON AVENUE NEW
. YORK 122,

NATJONAL
ELDORADO 5-2855

¥ 4

p—

16 JULY 1951
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with
* Listenership gain of 59.5%, -
® Every Top CBS Program

* Audience compelling local
programming

“I am a Belle of Old Mobile

They say that I'm Old Fashioned.
While other girls

Win their pearls
In shows like South Pacific
| go my way,
Busy every day,

Making the South Terrific!*

B = o

*Since 1940
New Homes 30,22}
New Commercial

Buildings 1216

"

National
Representative, |
dam J. Young, Jr.

F. E. Busby,
General Manager,

¥
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New develolﬂwnts on SPONSOR stories

See: *What pulls ‘em in?"
19 June 1950, p. 21

ll:P S Issue:
o] 0] Slll)j(‘(‘(: Dollar-for-dollar comparison of

newspaper vs. radio selling impact

lu four recent Washington ARBI studies conducted for WRC.
NBC-owned station in the capital, radio advertising produced more
traflic and a greater percentage of dollar volume than did equal
dollar expenditures for newspaper advertising. Stores taking part in
the test were Woodward and Lothrop (department store) and Jelleff’s
Inc. (women’s specialty store), with general arrangements handled
by Malilon Glascock, WRC sales manager.

ARBI’s key findings: radio brought in large numbers of customers
who hadn’t seen newspaper advertising, proving radio offered ad-
vertisers a separate market not reached by newspapers. Radio adver-
tising also had a higher cumulative effect than newspapers; in the
three-day study. radio-induced traffic built up steadily but newspaper
traffic dropped off on the third day.

In Los Angeles recently, Barker Brothers, Eastern-Columnbia,
Harris and Frank, Sears Roebuck & Company all participated in
ARBI tests with L. A. newspapers. There. according to Kevin
Sweeney, KFI general sales manager, radio is winning conclusive
victories.

In Oakland. Cal.,, KROW sold Sears Roebuck a year-long schedule
consisting of 10 announcements daily, six days a week on the basis
of evidence about radio uncovered in an ARBI test. The store spent
$310 for an ad in the Oakland Tribune, made a careful tally of the
results. Then. 10 days later Sears spent the same money with KROW
for 50 announcements over three and a half days. The newspaper
sold 141 changes of oil: 427 rose bushes: 22 table model radios.
Radio’s tally: 257 oil changes; 1.161 bushes: 47 radios.

Norman Neubert, NBC’s merchandising manager. gave department
stores additional insight into radio’s eflectiveness recently. In a
spcech before the National Retail Dry Goods Association—*“Making
Radio Pay Its Way in Sales”--Neubert pointed out that radio lis-
tenership averages four hours and four minutes daily per listener;
newspaper reading tinte per person, 58 minutes.

See: “Bakers on 1he air”
Issue: 25 September 1950. p. 23
0 0 Subjeet: Air promotion by national, regional

and local baking firms builds store
bread sales

The Quality Bakers of America Co-Operative Inc., is a longtime
user of announcements and singing commercials via spot radio. But
last montlr the co-operative group of local bakers tried a one-shot
network radio shiow, a 30-minute semi-documentary called Key of
Glass and starring Frederic March and Deborah Kerr on 75 ABC
stations. Theme: a story marking the 10th anniversary of the addi-
tion of thiamin to bread. The cost was a bit over $§20.000. with the
reaction from the baking industry and radio people entlrusiastic.

So much so, that Quality Bakers have surveyed their group as to
the possibility of doing six network sliows this fall.  These plans are
rumored: the programs will have “name” leads; three of them will
take the semi-documentary tack of the initial venture by leralding
different discoveries of vital importance to the baking industry. The
otlier three shows will lrave themes based on lolidays like Easter,
Thanksgiving. Chiristmas. Emntertainment will be the keynote.

SPONSOR




RADIO AND TELEVISION STATION REPRESENTATIVES

NEW YORK
BOSTON
CHICAGDO
DETROIT

SAN FRANCISCO
ATLANTA

HOLLYWOOD



|
How is your sales-prospecting these o

m“h
Over here on the Mutual range, sa‘
i udiUI

the smartest oldtimers in the busin¢

sl
making new discoveries every day. i

listeners . . . at lowest costs...all ¢,

the clock ... all week long... 40

This simply confirms what Mister PLUj

the
differende

3




y ¢ saying right along: network radio (on Alka-Seltzer, Bab-O, Kraft, Lucky Strike, Old
! ?;:al, the one network concentrating 100% Gold, Quaker Qats . . . this is the company
; -![]dio)' is second toc none as an efficient, of advertisers whose programs are now

' cost tool for mass sales. reaching bigger audiences than ever—in

the forenoon on the PLUS Network.
now Mutual morning time, one of the

# ist customer-deposits of all, is cinchin The signpost below can point an immediate
! P 9 gnp P

5roof of these values, as sure as sunrise. route to better sales prospects for you!

trend W , o
morn;ng (adlo MUmAL —",2\ /O L
audiences, +3% |
past six 0%
months over | 49

a year ago... Z °J

N RA & a.m-12 n.; Oct.'50-Mar 51 vs. Oct, 49.Mar. 50




announces a
w P AT Rate Increase’
effective Sept. 10, 1951

Radio’s 3 R’s PROVE WPAT The PREFERRED STATION in Rich North Jersey

RATINGS

The 1951 Bergen-Passaic County PULSE (223,000 Radio Homes**) PROVES WPAT greatly increased its 1950 LEAD OVER
ALL NEW YORK & NEW JERSEY Independents and gained strongly on all Network stations,

we’re up 20%

WPAT'S Greater New York-New Jersey TOTAL AUDIENCE (Pulse— Jan-Feb-Mar 1950-51) shows another hefty increase.
» I
we’re up 25 %

Commercial mail total of 20,104 for January 1951 PROVES WPAT'S STRONG POSITION IN ESSEX COUNTY (250,000 Radio
Homes™*) and parallels the 1951 Pulse Report for Bergen-Passaic Counties.

[SEVENTY-.-FOUR PERCENT of the N. J. mail was received from ESSEX, BERGEN & PASSAIC counties—representing nearly
14 MILLION RADIO HOMES!!

These are but a feww QUANTITATIVE facts related to WPAT'S audience—in the rich North Jersey market.

AND REMEMBER—every measurement continually proves—NEARLY 2,3’s OF OUR TOTAL AUDIENCE
IS IN NEW YORK CITY.

QUALITATIVELY—and most important of all—

RESULTS!

Agency for a current national drug account writes: ““You are the TOP STATION IN THE UNITED STATES FOR RESULTS
and we are USING OVER 700 STATIONS on g selected list. We think your RATE INCREASE ABSOLUTELY JUSTIFIED”.

A leading North Jersey department store reports the largest out-of-town business in its history following a series of two-day spot campaigns

\AIDAT
on VWFAI

A maior TV manutacturer just renewed for the THIRD CONSECUTIVE YEAR as a result of, we quote: "WPAT continues to
sell home demonstrations at one of the lowest costs of ANY radio station in the New York-New Jersey market’,

A nationally known dry cleaning chain with almost 200 stores in the New York-New Jersey area reports: "After only two weeks we are
ying big increases in business in many localities directly traceable to WPAT advertising.

WPAT — NORTH JERSEY BROADCASTING, INC., — PATERSON, N. J. — 5000 watts — 930 k.c.

()% announcement increase—program Ssegments variable. ..

28 SPONSOR




White Rock and K & E executives mull over their fall plans

Q_ What kind of TY should we buy?

Q‘, Whot con we do obout o distribution problem which
mokes netwark sponsorship olmost ridiculous?

Q. How much should go for rodio
as against TY in TV oreas?

Q. How con we merchan-
dise the show?

_ (). Suppose we con’t get good spot availabilities?
’ Q). Should we build our own jocal
1[ shows?
Q. Will this feotured personality work on
promotions or con’t he be bothered?
Q. {sn‘t a live commercial better
than filmed spots?
(). Should we buy film or live?

(). The dealers don’t like the show—
does that moke ony difference?

S. Van Die, K. & E. A, E.; A. Y, Morgan, Pres. White Rock; T. Prosser, Ad. & Sls. Dir.; H. Davis, K. & E. V.P.; E. Scoville, K. & E. AM-TV Magr.

Fall 1991: Much money, many problems

While profit potential is rich, economice dangers abound. Here’s a quick

look at SPONSOR’s Fall Facets issue, designed to aid decision makers

They must gear themselves not only to store
outsell the competition, but to keep the

country’s system of distribution itself

partment cales were slightly
higher in mid-June 1951 than the same
period last vear. Defense contracts

Stalin’s gamble in Korea
may vet pay off if peace
prospects create business-as-usual re-

action in U. S. comnmercial and govern-
ment circles; prices tumble rapidly; if
present high inventories in mnany cate-
gories of goods are disposed of at a
sacrifice.

It is in the face of dangers like these
that advertisers make their fall plans.

16 JULY 1951

from bogging down.

The opportunities are rich. Average
weekly earnings in manufacturing in-
dustries, for example, were at $01.35
weekly in May of this vear compared
with 857.51 last May, according to the
U, S. Department of Commerce. De-

will begin pouring money into the eco-
nomy in an ever-increasing stream
until at year’s end an expeeted spend-
ing level of $50 billions annually is
reached (present level: $30 billions).

Summed up. the fall situation for
business is: much money, many prob-

29
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'Big Show'" will be back as symbol of NBC faith in AM though ratings were disappointment

lems [or sponsors.

To help businessmen plan effectively
for fall campaigns. sPONSOR has sur-
veyed all aspects of radio and tele-
vision in this, its fifth amnual Fall
I'acts lssue. Recognizing that the role
of radio and television has never been
more important, that the problems of
making advertising  decisions
have never been more difficult, the edi-
tors havc attempted to sum up in a
series of questions and answers facts
and factors most important to spon-
sors for this fall.

wise

SPONSOR’s report to advertisers is
sections:

Radio

broken down into six major

Spot Radio: Network Radio;

Theatre TV adds to complexity of Fall picture

30

Basics: Spot TV. Network TV, and
Over-all (embracing subjects which
are industry wide). But there can be
no real separation of subjects in the
advertiser’s What's happening
in television affects radio plans; the
effect of television on radio in sharpen-
ing its efforts and improving the me-
dium must. in turn, affect the adver-
tiser’s altitude toward radio.

The television freeze situation is an
important example. SPONSOR’s editors
found that. instead of clearing the way
for more TV stations soon. the FCC
allocation plan had opened up a new
Pandora’s box (see Network TV sec-
tion). This means that the emergence
of television as a truly national me-
dium must. at earliest. await the fall
of 1952 or ’53: that radio’s rolc as the
one low-cost. truly naticnal advertising
medium must be underscored this fall.
In a situation where hard selling every-
where in the nation looms as a neces-
sity to business, advertisers won't have

mind.

TV as an ally except in those major
markets where its already over-loaded
facilities are now at work.

So it goes throughout all phases of
radio and television— one factor inter-
twining with another in dizzying spi-
rals: Television’s effect on the box of-
fice frightening sports promotors who
in turn experiment by granting rights

to theatre TV: this. in tarn. stirring

consumer reaction which may hurt al-
ready weakened set sales. Or. network
radio rate cuts spurring a sell-radio-
build-radio attitude among affiliates
which in turn has a constructive effect
on network radio activities and morale.

In the paragraphs that follow, in-
dustry problems are summarized, in-
cluding net radio, spot radio. spot TV,
and net TV. Network radio, particu-
larly, is on the roller coaster. Fall,
1951, will mark many network adjust-
ments, With fall, 1951 reduced rates
for most net advertisers (10 to 15%
down) will begin. It will be the first
season when low-cost shows completely
dominate the night scene. It’s a season
which will see network radio continue
its evolution toward flexibility — in
time slot and split-network offerings;
in local cut-ins designed to beam
varied messages to different markets
via the same show; in availability of
several shows on a rotating, tandem
basis.

Network radio’s season of change is
also a time of opportunity for adver-
tisers. With sponsors letting go of
show franchises to shift over to heavy

TV spending. tested programs are

.

News is strong point in net programing lineups

available for the snapping up. My
Friend Irma (CBS). for example, is
on tap at 87.500 (including transcribed
repeat broadcast). lts last season 14.7
Nielsen placed it sixth among all radio
programs aund gave it a low cost-per-
thousand-families of $3.57. Juicy buys
galore can be found on all nets. many
of them well-tested sales producers
dropped by advertisers in this era of
flux.

Though prophets  have calamity-
howled n(’l\mrl\ radio off center stage.
there are opportnnities for a come-
back this fall. The need of business

SPONSOR




Red Skelton will be among new faces on net TV

for hard selling, as cited above, is one
factor. Another is the steadying in-
fluence improved morale will have on
network sales planners. Already, they
are beginning to feel that advertisers
are not completely down on network
radio, informal SPONSOR surveys indi-
cate. This spirit may stimulate more
creative sales aetivity, with the net-
works going to new advertisers or ex-
isting ones bearing ideas for new use
of radio—rather than attempting to
lure the business of other nets. Many
advertisers themselves are hoping for
such a renaissance (see statement by
Jeff Wade, owner of Wade Advertising,
Chicago, page 176).

One interesting sidelight on the
question of morale is NBC’s The Big
Show. It was a financial flop last sea-
son, bringing meagre returns in bill-
ings and ratings. But NBC is appar-
ently determined to return with The
Big Shouw, still the keystone of its Sun-
day night lineup. The net has hopes
that audience will build and feels, as
well, that newspaper and inagazine
publicity garnered by the show for net-
work radio are almost worth the loss
involved. The program reflects radio’s
determination to hold its own in the
TV era—though its huge talent bud-
get is atypical. (Even after leaving the
air for the summer, the show’s pub-
licity harvest continued with the recent
Life titillation-copy-and-picture biogra-
phy of Tallulah Bankhead headlined
on the cover.)

More typically, news will continue
building strength on the networks,
racking up sales despite any cessation
of fighting in Korea, most observers
believe. Also strong are soap operas,
with few shows likely to lose sponsors
and new specimens being developed

(particularly by ABC).
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The vitality of spot radio is oue of
the factors helping to stave off hysteria
and defeatism within network rauks.
Advertisers reading the radio trade
press have been struck by tlie number
of ads appearing siguned by single sta-
tions and frequently addressed to the
networks as well as advertisers. These
ads (by WOAI, WNOX, KVOO, WBT,
WFAA, KFYR, WSM. Petry and
WTAR among others) are testimony
to the success stations continue to en-
joy on a spot basis. Business has never
been better for many: a number are
raising their rates.

With spot’s development have come
a number of opportunities for spon-
sors. Stations are now gunning for
more national business by developing
new shows of interest to the national
advertiser; the medium (many adver-
tisers are discovering)
than a vehicle for
nouncements.

1s far more
one-minute an-

In searching out prograning at
miniscule cost, but with big-league
quality, alert advertisers are studying
the work of the various library ser-
vices. Formerly known as music li-
braries, these firms prepare indexed
sets of musical transcriptions which
they sell along with expertly-prepared
material containing: complete scripts;
recordings making up the show; in-
structions on producing entire show
as a professional package. While the
music services sell directly to the sta-
tions, advertisers can take advantage
of the low-cost job they do by request-
ing such programing from stations in
markets where they are campaiging.

Spot television, while parallel to
spot radio in its functions, has devel-
oped earlier in the game as an impor-

tant programing medium than wa
iruec of AM spot. The continuin
bottle-neck i availabilities on networ
TV has created a treud toward pur
chase of time for national program on

spot basix— with the shows being
filmed. Suow Crop and Bigelow are

among the big boys using this strat-
egy. Its advamtages include lower
cost; increased wumber of markets
casily obtainable; better atteution paid
to promotion and allied services by the
local station because it gains more
revenue from the spot buy than it
would if the same show were on net-
work (see Network TV section).

yes

upted

but

o new s
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Ads by stations help build morale of nets

The tight availabilities stituation on
the networks will not change this fall
because the freeze remains in effect.
Because of the braking aetion the
freeze exerts on TV progress, nctwork
TV programing will undergo little
change for fall. There will be some
new faces (Red Skelton. for example)
but little innovation. ot

""Pepper Young's Family" {left] rounds out I5th successful year, while "Women In My House"
has just gone on air, demonstrating continued strength of radio's tried and true soap operas
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hat 24 national advertisers
will do this fall

SPONSOR has updated two dozen of its advertising
case histories to bring you a capsnled

picture of how varied firms will use the air next season

=

TOBACCO

Status:

Americans are buying about 5%
more cigarettes than they smoked last
year. The leaders continue to he Cam-
els. Lncky Strike. Chesterfield. Follow-
ing them are Philip Morris, Pall Mall.
and Old Gold. In terms of total cigar-
ctte output by companies, Brown &
Williamson with Kools, Raleigh, Vice-
rov, Avalon and Wings ranks fifth.

Examples:

Philip Morris spends about $7.000.-
000 out of its $10.000.000 advertising
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budget for the broadeast media
through two agencics. Biow for night-
time shows and Cecil & Preshrey for
the daytime program. Outlays like
this have helped Philip Morris crash
the charmed circle of the Big Six;
ouly two have succeeded of over a
liundred cigarette brands during the
last 10 years—Thilip Morris and Pall
Mall.  Philip  Morris, which uses
Raquet Squad, The Bickersons, llorace
Heidt, Philip Morris Playhouse, and a
number of other radio and TV pro-
grams, pushed up sales 207¢. The fig-
ure recorded for the fiscal vear ending
31 March was $305,804,331. Philip
Morris plays up its unusual symbol—
the bantam-sized bellboy, Johnuny. Copy
is built around the theme of “belicve
in yoursell.” I'all plans are expected to
inclnde same strong lineup and an in-

crease in spol radio.

Liggett & Myers are pushing Chester-
fields and Fatima via highly effective
radio and TV coverage. Perry Como
(TV). Arthur Godfrey (TV), Bing
Croshy. and Bob Hope have all been
renewed for the coming season. God-
frey and Como are only on an ecight-
week hiatns instead of usual 13. Peggy
Lee and Mel Torme are holding down
the Como spot, and Robert Q. Lewis
is substituting for Godfrey on AM
while Frank PParker and name comedi-
ans fill in for the big redhead on TV
show.

Radio-wise. the “no unplcasant after-
taste” slogan is plugged on disk jockey
shows and sports coverage as well as
on the network programs. Chesterfield
picks up the tab for play-by-play cov-
erage of the Chicago Cubs over about

SPONSOR




45 midwestern stations: the N. Y.
Giants are followed around the circuit
by WMCA, New York. and all Giant
home games are televised over WPIX.
“Stork Club” and “Dragnet”™ continue

to increase Fatima sales.

AUTOMOBILES

Status:

The automobile boys shifted gears
too soon in their promotion drives.
They slowed up their advertising early
in the spring in anticipation of ma-
terial shortages. There are and will
be shortages so that production will be
cut from last year’s 0,300,000 units to
about 5,400,000 units this year. But
that still leaves a lot of cars which
have to move from dealers’ floors. Reg-
ulation W, combined with a general
tightening of cash. brought a slump
that hit the independents near the end
of March and the big bovs in April.
You can expect accelerated advertising
in the auto field to get back some of
those lost sales.

Examples:

Two firms in an excellent position
because of the know-how gained with
extensive.,use of radio and TV are
Oldsmobile and De Soto. DeSoto-
Plymouth, through BBDO. has been
airing the Groucho Marx show You
Bet Your Life over both radio and
TV (XNBC). Talent and production
costs for the radio show are about
$10,000 weekly plus another $6.000
for filming the AM version for TV.
Groucho's quips have kept the country
laughing and DeSoto-Plymouth dealers
uappy. The show has been renewed
for another year and It Pays To Be
/gnorant is filling the time slots dnring
the summer. Spot anouncements by
local dealers supplement the national
campaign. .

Oldsmobile, through D. P. Brother,
Detroit. has integrated radio and TV
into its advertising by sponsoring the
CBS-TV news show aeross the board
7:30 to 7:45 p.m. The wel-known
Merry Oldsmobile melody has been
carefully exploited in a heavy radio
and TV announcement canpaign. Fall
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K. H. Bronson, dir. ad & sales prom., DeSoto:

"You Bet Your Life" renewed on AM, TV
(NBC), “It Pays to B2 Ignorant” on for summer

will probably see renewal of Oldsmo-
bile’s spot campaign.

SOAPS & CLEANSERS

Status:
=

Detergents are continuing their dom-
inance of the soap field with the bar
soaps suflering. In the so-called svn-
thetic detergent field. Proctor & Gam-
ble’s Tide is away ahead of the field.
But in the granulated soap race, Lever
Bros. Rinso is ahead of P & G’s Oxy-
dol and Duz. Like other grocery prod-
ucts. the soap items were eaught up in
the swollen inventory problem during
the spring but by now the overstocking
has Dbeen largely eliminated.

Examples:

Rinso. through Ruthrauff & Rvan.
puts about half of its total ad budget.
or about $1,500.000, into radio and
TV. “Broadcast advertising packs a
wallop,” says Howard Bloomquist, ad-
vertising manager for this productl.
“Radio, especially daytime radio,
reaches a large audience at lower cost-
per-thousand than any other medium,”
he says. Rinso uses a daily portion of
the Arthur Godfrey show, segments of
Big Town Loth on radio and TV, and
radio announcements and participa-
tions in 70 cities on about 210 s1ations.
Stress ou daytime radio and nighttime
TV is the likely pattern of Rinso’s fu-

P. H. Gorman, advertising v.p., Philip Morris:
With $7,000,000 air budget, fall plans include
present shows plus AM AM spot increase

ture air activity.

In the cleanser field. Bab-0), made
by B. T. Babbitt Company, relies on
radio to fight back against Ajax which
has Deen threatening Bab-O domi-
nance. Bab-O serapped two soap operas
in December 1950 for a new strategy
five 1o
six times daily on Mutual plus Two

Girls Named Smith on ABC-TV, a half-

hour Saturday daytime drama. William

which includes news reporis

Weintraub is the agency. Robert Bren-
ner. Bab-O's ad chief says. “"We have
found the broadcast media our best
bet for advertising.”™ Approximately
809% of the company’s $2.500.000 ad

budget goes into the broadcast media.

DRUG PRODUCTS

Status:

Drug firms had a good first half
with sales generally ahead of last year.
But there ix still mo unabated joy
among the large drug advertisers. The
Supreme Court decision upsetting fair
trade laws has these firms concerned.
They dont want to see the millions
they pour into advertising exploited
for loss-leader purposes by the large
chains and department stores.

Drug firms like Bristol-Myers,
Whitchall. Sterling. and Miles have
long Leen among the leading purchas-
ers of airtime. The airway s have helped
make them giants in their field
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C. F. Mueller, exec. v.p., C. F. Mueller Co.:

AM news schedule which is firm's advertising
mainstay to continue. Spot TY may be upped

Examples:

Charles S. Beardslev. chairman of
the board, Miles Laboratories says,
“Alka-Seltzer and radio have dove-
tailed into one of those perfect unions.
We knew we had a good product but
we never could have told America
about it so quickly and effectively with-
cut radio.” From a small beginning in
1932 the Miles budget has grown to a
point where it now totals about $8.-
000.000 annually on radio and TV or
about 85% of its total ad budget. Its
present schedule includes four across-
the-board features: News of the World,
Curt Massey, One Man’s Family, Hill-
top llouse; plus Quiz Kids, 1 half-
hour weekly TV show. Curt Massey
time coverage has been expanded. In
addition to a live broadcast over CBS.
it is heard recorded one week later
over Mutual. Miles will probably stick
with its present fall programn lineup
and add radio/TV spot as well.

Bristol-Myers spends ahout $8,000.-
000 per year to push a wide variety of
products, incluring Ipana, Vitalis, Sal
Hepatica, Mum. and Ingram’s Shaving
Cream. The lion’s share of the budget
goes into radio and TV through a
multi-agency setup that includes Do-
herty, Clifford & Shenfield and Young
& Rubicam. B-M uses Break the Bank
ind Mr. District Attorney on radio and
Break the Bank and Lucky Pup on TV

a carefully balanced combination
ol nighttime and daytime AM and
mghttime TV plus radio and TV spot
schedules

Sehedule  this  fall will probably
stand pat. though plans had not been

solidified at presstime. Reflecting the
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R. S. Boyd, cereals, dog foods ad mgr., Nat'l.
Biscuit Co.: Sticking with Godfrey, other AM
net shows, adding "Kukla, Fran and Ollie"

general trend toward increased use of
spot radio among products of every
description, Ipana will probably get
heavy spot radio coverage. Only pro-
graming change on the horizon is a

possible modification of the Lucky Pup
TV show.

SOFT DRINKS

Status:

Despite price increases, the soft
drink firms were able to chalk up sales
increases over last year. Most signi-
ficant was the record made by Coca-
Cola, which does from 30% to 53%¢
of the total soft drink business. in
making the first quarter of 1951 the
largest in its 05-year history.

Examples:

A large part of its success story can
he credited to the estimated $3,000,-
000 that Coca-Cola poured into radio
and TV through D'Arcy Advertising.
“The DPause That Refreshes” adver-
tised on the Edgar Bergen and Charlie
McCarthy show and Songs by Morton
Downey, plus spot radio TV.
Mario Lanza is being used as a sum-

and

imer replacement for Bergen who will
be back in the fall. The Coca-Cola hud-
get may well hit the $4.000,000 mark.
with an additional program to begin
in the fall.

Another drink that has made great

strides is Canada Dry through J. M.
Mathes. Canada Dry was able to
chimb from $45.100.000 in 1948 to
$54,403,983 in 1950 putting them
second to Coca-Cola. The firm spends
about $650.000 per year on broadcast
advertising which includes Super Cir-
cus on ABC-TV and spot radio. Firm’s
strategy will probably remain un-
changed this fall, with the amount
going to spot radio dependent on sales

this summer.

PETROLEUM

Status:

More cars on the road, more homes
with oil burners, plus the requirements
by the military are among the factors
that keep the petroleum industry
straining to keep up with demand. The
Iranian situation might cause a heavy
drain on our resources. No important
shortages are anticipated, but the 20%
increase in over-all demand which the
oil companies are enjoying means an
unusually good year.

Examples:

Competition is still hot as each com-
pany strives to keep its brand before
the public. Shell Oil Company spends
about a third of its budget, estimated
at about $4.500.000, for radio through
J. Walter Thompson. Shell uses spot
radio in the form of news shows on

H. Schachte, national ad mgr., Borden Co.:
Standing pat with spot radio/TV strategy,
with shift from local shows to announcements
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about 56 AM stations (plus two ex-
perimental news TV efforts on WNBT.
New York and KTLA, Los Angeles).
This company finds that its radio
strategy pays ofl in terms of increased
sales and closer dealer identification
with the company’s advertising eflort.
There's not much sense in modifying a
strategy that works as well as the Shell
program. No changes are likely for
the fall.

Another strong petroleum advertiser
on the air is Atlantic Refining Com-
pany. It devotes most of its budget
through N. W. Ayer to sport broad-
casts in the East to match its distribu-
tion. This year baseball is being broad-
cast over a total of 80 stations for the
games of five major league teams and
one minor league club. In the fall 10
to 12 football games are carried on an
average of 10 to 15 stations. These
sports broadcast programs were a key
factor in the way Atlantic gross oper-
ating income rose from $131,000,000
in 1937 (first year for Atlantic sports-
casts) to $477.982.109 for 1950. Fall
plans for football coverage this year
are tied up in knots because of the un-
certainty over TV clearances. If TV
is restricted. it is likely that Atlantic
will be increasing its radio budget.

BREWERIES

Stuatus:

The brewers once again are watch-
ing the sales curve for their industry

D. C. Marschner, ad manager, Shell Oil: won't
change spot radio news strategy on 56 AM
stations, continuing TV on KTLA and WNBT
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R. Brenner, dir. of adv., B, T. Babbitt: 80%
of firm's $2,500,000 budget in air media; Mu-
tual news, ABC-TV drama to continue this fall

rise after a steady decline for the last
few years. One factor that might keep
that curve from going as high as beer
advertisers would like is the shortage
of beer cans. Although bottled beer
outsells the canned brew, the trend is
toward the metal containers. Some
brewers fear they may not he able to
buy enough bottles to make up for
the shortage in cans. Radio is the
miracle medium for brewers.

Examples:

Among the brewers riding the in-
creased sales trend is Ruppert Brewery.
Working with its agency, Biow, Rup-
pert came up with a Father Knicker-
bocker (mythical father of Manhattan)
campaign.  The campaign received
stress in all media with the major por-
tion going to air advertising out of a
budget of about $2,000,000. The

broadcast advertising included a heavy

Phil Kalech, sales mgr., Tintair: bulk of $4.-
500,000 ad budget continuing in air media
for varied schedule, including drama, music

H. Bloomquist, ad mgr., Rinsc: daytime radio,
nighttime TV to be stressed via announce-
ments, programs; cost Lever $750,000 annually

annoutcement schedule and the Broad-
way Open House on TV. Ruppert’s
plans for the fall will feature a con-
tinuation of the announcements amd
the TV program.

Pabst is sufficiently plcased with its
Blue Ribbon boxing programs to have
renewed its contract with International
Boxing Club for its CBS radio and TV
show every Wednesday night. Fights
will come from New York, Chicago.
St. Louis and Detroit. The Pabst peo-
ple discount theater TV for a couple
of reasons: (11 With the limited num-
ber of theaters participating, ’abst is
confident they can outbid the “real
estate operators”: (2} They think peo-
ple would rather drink Blue Ribbon
and watch the fights in their living
room or favorite bar than plunk down
a buck or more to go to a theater and
munch popcorn during the brawl.

Piel’s beer is strengthening its spot
schedule. Piel’s uses 60-second an-
nouncements on AM and TV; CBS
news; and TV in New Haven. Bill Ber-
ech, associate account executive at Ken-
yon and Eckhardt, says *“The pattern
has been found to be very effective.”
Radio and TV get about 507¢ of the
ad budget.

FOOD FIRMS

Status:

Prospects are bright in the food iu-
dustry after a sales sethack in March
and April.  Scare buving by consum-
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W. S. Brown, ad mgr., Canada Dry: spot ra-
dio and "Zuper Circus" ABC-TV show remain
part of fall strategy for No. 2 U.S. soft drink

ers and dealers last fall brought an
accumulation of inventories that was
slow in liquidating. Frozen foods are
mushrooming. with much air adver-
tising to help them climb.

Examples:

Two firms in this field that do a
standout job of radio advertising, C. F.
Mucller Company and National Biscuit
Company, have no complaints about
the demand for their products. The
Mueller spaghetti and marconi firm
finds sales mounting as more consum-
ers turn to this low-cost food as a sub-
stitute for high-priced meat. Thanks
to skilled use of spot radio, mostly
news show. through Duane Jones, Inc.,
Mueller was able to double its sales in
ninc years. Radio and TV takes the
bulk of Mueller’s ad budget. A few
TV amouncenments are used and these
may be expanded in the fall.

National Biscuit Company allocates
about 407 of its total budget., or about
£2.000,000, to radio and TV. Nabisco
uses Arthur Godfrey. Straight Arrow,
a childre’s show. a spot radio that in-
cludes news and Housewives’ Protec-
tive League participations and sowme
TV amouncements. Typical of the coni-
pany’s enthusiasm for the broadeast
medium is the statement by R. Stewart
Bovd, Nabisco advertising chief for
cereals and dog food products. Speak-
ing of the kid’s Straight Arrow show,
he said. “We are very fortunate in hav-
ing a good selling medium directed to
children on which we may offer pre-
minns.” Edward A. Gumpert. the ad-
vertising  oflicial  responsible for the
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cracker division, speaks of Godfrey as
one of the company’s star salesmen.
National Biscuit will be using the same
schedule next fall and adding Kukla,

Fran and Ollie, NBC-TV,

COSMETICS

Status:

Probably no industry is more brand
conscious than the toiletry and cos-

metic industry. That means that they

were among the londest mourners
when the Supreme Court upset fair
trade. On the sales side. business has
been good and generally ahead of last
year. One production problem that
might cut down sales in the lipstick
field is a shortage of castor oil, an im-
portant ingredient for this product
now required for military needs.

Examples:

This field usually bubbles with 1ew
promotions. and two products that
made the most promotion news during
the year were Tintair and the Hazel
Bishop No-Smear Lipstick. Both shot
to the top through heavy radio and
TV advertising. Tintair was able to
chalk up a sales gross of $5.000,000
during the first six months. Tintair.
through Cecil & Presbry spends about
$4.500,000 for advertising. most of it
going into radio and TV. Pregrams
include the Somerset Maugham Thea-
ter on radio and TV. the Sam Leven-
son show on TV and participations on
the Cavalcade of Stars and the Caval-
cade of Bands. both DuMont TV
shows. Tintair will drop Levenson, has
not vet completed plans for another
show.

After being launched with a serics
of radio announccments the Hazel
Bishop lipstick sales climbed to $4.-
500,000 in 10 months. In the mean-
time  the advertising budget  placed
through Raymond Spector rose to $2.-
000,000. During the spring, the broad-
cast  schedule  inelnded Kate Sniith
tTV). Cavalcade of Bands and Caval-
cade of Stars. The Freddy Martin show
over 02 NBC-TV stations will cost
£1,500,000 this sunmeer. I1. Sondheim.
account executive. says ““Withont a

doubt, TV has done a terrific job for
us and radio has been very effective
in specific markets.”

BAKERIES

Status:

The baking industry is another field
that shared in the general sales slump
during the carly part of the year. The
sales curve began to rise again at the
end of spring. Competition is un-
usually strong in this field. making
brand identification one of the most
potent ways of selling bread.

Exawmples:

Among the top advertisers on the
air among the hakeries is Continental
Baking Company, the largest bakery
in the world. 1t spends about $2.000,-
000 through Ted Bates, and the bulk
of its budget goes for radio and TV.
Network radio ecarries its Grand Slam
show, while Hopalong Cassidy on TV
keeps the kids entertained in about six
of its markets. TV and radio aimounce-
ments are also used. One reason for
the giant bhakery’s stress on radio was
explained by Lee Mack Marshall, Con-
tinental’s ad chief, “It’s the only me-
dium that hits women directly. Other
media gives us too much waste circu-
lation.”

Another baking outfit that knows
how to use the airways is the Quality

Lee Mack Marshall, ad mgr., Continental Bak-
ing: still aiming for women audience; bulk
of $2,000.006 budget stays in radio-television
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V. H. Gies, advertising v.p., Mars: Biggest air
user among candies has tricks up its sleeve,
including alternate-week radio

Bakers of America. a
group of about 104 manufacturing
bakeries located throughout the coun-
try. It devotes a substantial part of
its $5,000,000 budget to radio and TV
(placed direct).

“We are trymg to reach the house-
wife,” says Jack Coffee, Quahity’s di-
rector of radio and TV, “and radio
affords us the best means to do this;
we get her at her place of work.” Quahi-
ty prepares AM program transcrip-
tions, film recordings for TV. musical
jingles for bhoth media. plus local
shows. This sponsor’s plans for fall
include a number of hal-hour AM
dramas with big name talent.

cooperative

CONFECTIONS

Status:

High costs that cannot be easily
passed on to the consumer are making
the candy boys unhappy although sales
are holding up well after the tempo-
rary inventory pileup. Prices have
risen somewhat. but not enough candy
people say. More promotion is ex-
pected on the dime bars in an attempt

to lick this problem.
Example:

Biggest user of the air media among
the candy firms is Mars, through Leo
Burnett, Chicago. Mars spends about
$3,000,000 in radio and TV, Last sea-
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sponsorship

J. M. Allen,
Myers: upping spot radio for lpana, prob-
ably standing pat with the present programs

public relations v.p., Bristol-

son il used a half-hour segment of
Stop the Music, Inner Sanctum, Can
You Top This, and Bob Barkley, Amer-
ican Agent, al ABC shows. On TV it
carries Howdy Doody two nights a
week. So far Mars has set only two
shows for its tal air campaign. [t has
(1) renewcd Howdy Doody and (2)
picked up People Are Funny for the
Tuesday night at 8:00 slot on CBS.
People starts 9 October and will be car-
ried over 125 or more CBS stations.
The program. starring Art Linkletter,
was sponsored on NBC until recently
by Brown & Williamson (for Raleigh
cigarettes).

Unique part of the Mars deal is that
it is for every other weck only. The
alternate week remains sustaining and
CBS will make every effort to sell it.
This may very wel be the first alter-
nate-week deal in AM history, reflect-
ing the influence of what has become a
common practice in TV,

In television, sponsors make alter-
nate-week deal to bring high costs of
full-length programing down to within
their But the Mars deal is
probaltly less a reflection of the firm's
desire to save money than an indica-
tion that it is striving for program di-
versification,

means.

It‘s probable Mars will put mone; it
saves on the alternate-weck arrange-
ment into another show of a different
type—in order to reach another audi-
cnce. Last season’s Mars linc-up con-
sisted of two shows cach of contrasting
quiz and mystery-drama tvpes.

{ Advertest Research recently com-
pleted a survey of alternate-week spon-
sorship in TV. It may be valuable as
weH to AM sponsors; see page 159.)

DAIRY PRODUCTS

Status:

Sales i the dairy ficld are good and
the only comphcation that could dis-
turh the outlook here is the rising
price of mecat. When meat prices go
up there is an inducement for farmers
to slaughter their marginal milkers so
there may be a cut in milk supph.

Examples:

Carnation Company, largest of the
evaporated milk firms, devotes the
bulk of its advertising to radio and TV
at the rate of about $2,400,000 a yecar.

The fall schedule will see Burns and
Allen back on TV and Tony Martin
and Jo Stafford continuing on the
Contented 1{our.

Another advertiser who will be con-
tinuing his same strategy is the Borden
Company, through Young & Rubican.
Decentrahization of advertising so that
the local dealer can reap the maximum
benefits is further comphlicated by the
fact that the company uses 156 ad bud-
gets to cover a wide variety of prod-
ucts. National advertising manager
Henry Sehachte says. Our fall °51
plans for AH-Borden radio and TV are
essentially a continuation of what we
are currently doing—Ilocal radio (both
programs and spotz) and television
spots (both daytime and evening). In
most cases, any zhifts we are making
are from AM
ments. In only one arket—out of
more than 100 —are we shifting to TV.”

programs to anounce-

L. Nolte, ad mgr., Carnation Milk: "Burns &
Allen” TV show will be back, "Contented Hour"
with Tony Martin, Jo Stafford continues on AM
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“THE NEEDLE!"

W, This timely newsletter goes to APS |

e, [4,;;;{ subscribers each month, bringing
Ny them up-to-the-minute informa-
tion and suggestions which station

managers, programming and sales
personnel can use productively in
building more business. Written by a sales expert,
it offers a wealth of ideas and facts unobtainabie
elsewhere.

We received the copies of "THE NEEDLE!" and they will be put to good 1
use. | have every reason to believe they will result in additional business
for us. PAUL ELLIOTT, KRNT, Des Moines

Qur sales organization consider "THE NEEDLE!" one of the most helpful
instruments that has been put in their hands for a long time. ;
GRANT POLLOCK, KXOB, Stockton, Cal.

Thanks for my first copy of "THE NEEDLE!" and very smart piece of work
. and a mighty valuable one for my department. | can see many, many
sales campaigns coming up in '51.

NORM WILLIAMS, CJOB, Winnipeg, Can.

| certainly am delighted at each copy of “THE NEEDLE!" There is so
much meat in this that one copy is simply not enough. While | realize
you can't supply unlimited numbers to stations, | wish you would arrange
to send me six (6] copies of each issue, and whatever charge you need
to make, we will be glad to pay it.

L. S. MITCHELL, GM, WDAE, Tampa, Fla.

| would appreciate it very much if you could put us on the mailing list for

three copies of "THE NEEDLE!" It is very helpful and ! would like to

have a copy for each salesman. i
EDWARD A. WHEELER, PRES., WEAW-FM, Evanston, lIl.

VYolume |, No. [ is a great success. Very pleased with the content of "THE |
NEEDLE!" and the saies help which you have included. l
GEORGE VOLGER, KWPC, Muscatine, lowa

If it is permissible fo have more than one copy of "THE NEEDLE!", will

you please send them to us? We think this new Associated Service will be

of tremendous help in our sales approach. Thank you very much.
IRVING ZEIDMAN, PD, KNOE, Monroe, La.

"THE NEEDLE!" improves all the time. So much so in fact that we are ex-
amining them for better usage by our folks, If possible, we would like to
request that copies be mailed directly to each of our salesmen here so
that they may take a more personal interest in reading it. |
STEVE RYDER, MGR., WENE, Endicott, N. Y.

| got your ocpy of "THE NEEDLE!" and it's darn good stuff. As a matter
of fact, if it isn't presumptuous of me, | would like to have instead of one
copy. three or four copies so that | can equip each salesman with one. | !
find that's much better than trying fo pass one copy around.

SI GOLDMAN, MGR., WJTN, Jamestown, N. Y.

results

TRANSCRIBED SALES MEETINGS
These 30-minute, informal sales

pared for presentation direct to
the station’s sales staff Each s
conducted by Maurice B. Mitchell, APS vice presi-
dent and general manager. The series also features
well-known guest speakers discussing various phases
of more productive radio selling.

|
|
1
already n use) have been pre- |
|
{
L

We had our third APS transcribed sales meeting and lis-
tened to "THE DEPARTMENT STORE AND RADIO
ADVERTISING.” We felt the comment contained in this
particular program to be basically very sound and appli-
cable to almost every kind of retail outlet even though
you keyed it for departmeni store only.

Koep up the good work. We'll be looking for #4 in the
near future.

K. RICHARD CREITZ, WEEU, Reading, Pa.

I am very well pleased with the results of our first tran-

scribed sales meeting and am congratulating myself on

my sagacity in signing up for Associated Service.
FRANK ROBISCHON, KBMY, Billings, Mont.
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IN-PERSON SALES AND PROGRAM CLINICS
Regional conferences, held through-
out the country for APS subscribers,
now provide on-the-spot aid and
counsel on programming and selling.
Four successful sessions have already been staged
and others are scheduled for every region. Besides
this, APS representatives regularly visit subscriber
stations and often accompany station salesmen on
their local selling calls.

This has been the most practical programming and sales
meeting I've attended . . . practical for present day
radio, that is. DEANE FLETT, KTBS, Shreveport, La.

For the first time, one of the firms with which we do busi-
ness is doing something helpful for their clients. Your
service to radio stations in these meetings as well as
the transcribed sales meetings is a real service and should
be continued. Nothing like it has ever happened before.

C. L. BELFI, KTSA, San Antonio, Tex.

| have attended a lot of meetings, but never have | en-
joyed and gotten so much out of one before.
ROBERT MEACHAM, KTBC, Austin

This meeting was the best | have ever attended (includ-
ing NAB meetings). As a salesman | say do it again soon.
| not only enjoy, but also learned much from the after-
noon meeting. ROBERT F. TRUITT, WGPC

| appreciate your having this meeting in Atlanta. We
had our sales manager and all radio salesmen here from
our station. | hope you will continue to hold these meet-
ings. | WOULD BE WILLING TO PAY MY SHARE OF
THE COST OF SUCH MEETINGS.

JIM BAILEY, WAGA

Constructive for all segments of station staff. Wish more
could attend. Gives overall picture of radio which some
lose sight of in day-to-day routine. Particularly appre-
ciate amusing, yet pointed, needles shot at salesmen . ..
wakes sleepers up, hypos hustlers. Many points of tre-
mendous value which merit return engagement, no less
than annually, with some station sales stories as result
of meetings and et series.

JIM WOODRUFF, JR., WRBC

Your clinie that | attended in New York was all too brief.
All of us need to be reminded of the fundamentals of
good selling practice—your coverage of these known fac-

tors of good selling procedure, can be helpful to anyone
in our business. DICK GRAVEL, WTAG

| have noticed an increase in enthusiasm for the art of
selling and | hear more of the "facts and figures' type
of sales talk being practiced around the office.
Incidentally, | have now heard the "talk" four times and
have yet to be bored by it. In fact, | think | enjoy it
more each time | hear it. We have dubbed it on the
wire recorder and each time one of our boys comes in
dejected over a refusal, he gets out the wire and plays
it again!

Thanks a lct for the cooperation, and we'd like you to
know that we are still enthusiastic about the library after

using it almost 5 years.
GEORGE W. YAZELL, WCFC, Beckley, West Virginia

Congratulations on your excellent work titled "Some
Fundamentals for Radio Salesman.”
The manner in which you approached the problem and
your prescriptions could not have been more impressive
and could not have more suited us if you had made it
exclusively for WDNC.

wOODY WOODHOUSE, WDNC, Durham, N. C.

"The Cold Call" program—in my opinion—the best to
date. Following through on all suggestions outlined. My
3 salesmen also think this your best program to date.
You're doing a fine job, Mitch, keep these programs com-
ing. Regards.

HARRY B. SHAW, WSJS, Winston-Salem, N. C.

This was the beginning of a new phase in library ‘merchandising” which
has certainly been inspiring and refreshing. Once-a-year meetings like this
should be planned. Working out the elementary questions in advance
could help save time in the meetings.

FRED L. CORSTAPHNEY, WSLS, Roanoke, Va.

This has been a most worthwhile meeting and you are to be congratulated
on another first in the industry. WALLACE WOHS, Shelby, N. C.

It was a wonderful meeting. The only trouble was that it was too short.
We could have asked a thousand more questions.
JIM RYER, WMUU, Greenville, S. C.

| feel that this meefing was exceptionally interesting, informative, and
certainly aided (| believe) in making the relationships between the pro-
gram department and commercial department a good deal closer than it
usually is. As you know, it is not unusual for a clash to exist between these
departments. Emphasis on a closely-knit unit to make a radio station a
success is always of prime importance. Thoroughly enjoyed the get-together.

PETER EDMAN, WVEC, Hampton, Virginia

This has been a most informative and a well-spent afternoon and | want to
say that | certainly do appreciate the time you have spent and the trouble
you have gone to to better equip us for more efficient station management
and commercial sales. MARY STEFFINS, WMUU, Greenville, S. C.

| was most impressed with the meeting. | believe it will bring about a
more valuable use of our library. On the next meeting you might try and
do a little missionary work on cooperation between program and sales
departments. We have had it bcth ways at WTMA and now that the two
departments work together, it is much more effective. It is a problem
that exists in most stations. R. J. SHADE, WTMA, Charleston, S. C.

151 West 46th Street, New York 19, N. Y.

“the library that pays for itself”

' Maurice B. Mitchell, General Monager
! Associated Program Service
1 151 West 46th Street, New York 19, N. Y,

I'm interested in knowing more about the APS library for my station.

Will you send the facts right away?

' Name S
: Title

' Station

' Street

[ City. ... Zone State

Associated Program Service



Sponsor check list |

how to use broadcast advertisingt

e

.

[[] Determine what you expect broadcast advertising to do
for your organization.

{The nine items cover general requirements of manufactur-

ing and sales organizations but each organization has its |

own peculiar problems. These must be ascertained in ad-
vance or else any advertising campaign will probably fail.)

[ a. Force distribution

[] b. Move product

[ c. Build prestige

[C] d. Build brand name acceptance

[ e. Improve dealer-manufacturer relations
[] . Impress stockholders

[0 g. Improve employee relations

] h. Supplement printed media advertising

D i. Carry organization's primary advertising burden

[] Determine territorial coverage desired.

[[] Centralize responsibility for broadcast advertising.

4

[[] Working with your organization's advertising agency, select
the broadcast form (spot radio, nefwork radio, TV, FM,
storecasting, transit radio) to carry the campaign.

D Build or buy the proper program or announcement to reach
the market for the product.

E] With the program and stations or network selected, hold
conferences with your staff so that the entire organization
knows the campaign and its objectives.

——— e e =

Hold district meetings with your sales staff, briefing them
on the broadcast advertising campaign. There should be
preliminary meetings during which ideas of the sales staff
in the field are obtained on the campaign.

e —— e —

1 Set up a public relations conference with network or station
publicity men, your organization’s publicity department,
agency's press staff, independent public relations men of
talent, and perhaps package owner publicity men.

(Working as a team, these men can increase the audience
of any program. Without organization and cooperative
operation, waste through duplication of publicity material
is inevitable.}

stablish a publicity plan for the campaign.

Make certain that everyone involved knows the person
in the organization who is responsible for your broadcast
adVerfising.

(That executive must be briefed on not only what the
broadcast is supposed to accomplish but on the public
r aspects of the program as well.

D Make certain that talent pictures, biographies, and fuli
program information (week-by-week details} are available
to everyone requiring them.

|

[] Plan tie-in advertising, point-of-sale material, dealer mail-
ings.

[Correlation of all advertising activity with broadcasting
pays substantial dividends.)

[] Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners through
long talks.

[[] See that effective on-the-air promotion of program starts
at least two weeks before the program makes its bow.

(Free network and starion time is available, but many
advertisers are finding it productive of sales and increased
audiences to buy bigger announcements to supplement
what the stations and networks do.}

[[] See that a complete promotion kit goes out to stations
{if yours is a network program, the web's publicity de-
partment will work with your agency and your advertising
manager on this}.

[[] Design a dealer and distributor promotion kit on the
program,

[Make certain that the material does not duplicate that
which network stations will use for the same purpose.)

[[] Once the program has started to build its audience, travel
it aiound the country.

[[] Formulate plans for continuing promotion. Only through
week-in-week-out exploitation* can a new program really
be sold to its full audience.

[] Tie program in with all merchandising and advertising

[[] Make certain that everything that is done promotion wise
(quest stars, special exploitation, etc.) reaches the pub-
licity departments of the stations, networks and your dis-
tributors and dealers in time for them to obtain newspaper
space.

[ Plan mail-pulls (contests and give-aways] far enough in
advance so that they may be merchandised at the point-
of sale as well as on the air.

[ Don't forget to write “thank you's” to the stations that
make promotion reporis on your program.

Where possible have product packaging include refer-
ence to the program.

[[] Check newspaper reaction to the program.

(A special press clipping order is broadcast advertising
life insurance.}

{Broadcast advertising is a living thing; it requires broadcast-by-broadcast watching, nursing, cultivating. 1t's a product that is being sold as i
well as one that is selling for you. Broadcasting has to be worked at and with to return full dividends. The easy way is the non-productive way.| |

[




serving the greater South Central
Peunnsylvania area day and night . . .

5000 WATTS
| | s0KcC.

Known as Mr. 580 in every radio home in Harrisburg and

in the many rich, new areas added to its beat, WHP now
delivers more sales potential than ever before. Let the
station that made Mr. 580 a household word l;elp you sell
your product in the highest per-capita retail sales center
in the Keystone State.

Call the Bolling Company today.

5000 WATTS
580 K.C.
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WJR
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MRS. PAGE, Women’s Editor
of WIR, attracts millions
of interested listeners among

Great Lakes housewives.

the

GREAT VOICE
of the

A WJR listener becomes a buyer
of WJIR-advertised products.

1
7

That All-American Shopper—the housewife, bless her—is also the
All-American radio listener. And throughout the Great Laokes area, WJIR’s Women's Editor, Mrs. Page,
exerts a tremendous influence on this active part of the buying public. Every day,
Monday through Saturday, her show for women makes shoppers out of listeners . . . buyers out of shoppers!
For thorough coverage and penetration in the rich Great Lakes areq,
your best bet is WIR—the Great Voice of the Great Lakes.
Remember...First they listen...then they buy!
Represented notionally by Edward Petry & Company
FREE AN

SPEECH
MIKE

Radio— America’s greatest adverlising medium.

SPONSOR
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They're getting more flexible

Network radio is in a state of flux. Stung by recent rate cuts
and decline in revenue, the nets are planning some important
mnovations. The pages that follow provide a sPoNsor pre-
view of what you may expect from the networks this fall.
Experiments in programing. techniques that give advertisers
are just a few of the

some of the advantages of spot radio
things in store for fall sponsors.

How good a buy is fall network radio in terms of these
adjustments? That question is answered comprehensively.
with costs-per-thousand for net radio and competing media.
Some of the background for the rate cuts can be seen in the
gross billings of the four leading nets.  They’re listed for the
past three years. Other trend information eovered: Sponsor
leaders in billings; top ad agencies in network hillings; new
advertisers slated to use radio in the fall; the changing pro-
gram pattern noted for fall.

Altogether, the Network Radio section spells out the scope
of network radio and fills in the most recent trends.  Index
at right 1s for your convenience in picking out various topies.
Some you’ll want to read right now, all of it will make good
reference reading for future use.

16 JULY 1951

Dimensions of net radio

Cirenlation

Net radio business
Net radio costs

Net radio programs
Tap advertisers

Flexibility of nets

Available net packages

Top agencies

New sponsors
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11
18
20

63
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Map shows <ix P&G products pushed

simultaneously in different territories by one network -
. ¢ right} \"; 4

show ("Welcome Travelers,”” NBC, pictured at
This use of national show to do regional job
illustrates increasing flexibility of net radio

Dimensions of network
radio

Q. What's the over-all outlook for
advertisers in network radio?

A. The four networks— CBS. NBC.
ABC and MBs—deseribed in  lasi
vear's sPoNsoR Fall Faels issue as the
“fai cats of the radio industrv.” this
fall will have assumed a leaner and
a lnmgrier look. The 1077 10 15
rale «uts, the economy moves, and.
above all. the evacuation of some spon-
sors to TV, have pared some of the
excess flesh off the webs. But now that
they're trimmed down fine, ouly a ca-
lamity-howler of the most unvisionary
order would claim that the networks
have also been stripped of their nine

lives. and are now ready to lie down
and die.

The fact 1s that network radio offers
the astute advertiser a better buy than
ever before. A sponsor, taking advan-
tage of the current transitional stage
through which the indusiry is passing,
will get more value from his advertis-
ing dollar. He will derive benefit from
keener eompetition among the radio
webs: from their driving necessity to
use nore lnagination in programing;
from their cut-to-the-bone time and tal-
ent cost reductions: from their height-
encd promotional eflorts.

More than that, network radio this
fall will, astonishingly enough, offer
the advertiser bonus values relative to
TV. While the sale of TV sels is now
suffering a serions slump, the sale of

Arverage ratings and cost /M of netwcork: radio programs

March 1950
N N

Type 5 Rating
Concert Music 6 6.7
Popular Music 12 74
All Drama 97 10.2
Daytime Serial 31 1.2
Mystery 23 12.1
General Drama 23 10.2
Children’s 7 7.1
Situation Comedy 20 12.5
Comedy-VYaricty 6 15.0
Musical-Variety 19 9.4
Quiz 8 Participation 29 7.9
News & Commentary 19 5.7

~n
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March 1951
. No. of Nielsen

Cost/M | Programs Rating Cost/M
[ $8.23 10 5.4 $7.91
4.56 [ 6.0 5.15
3.19 84 8.4 3.64
1.43 25 7.0 1.44
3.54 25 8.7 3.98
4.45 17 8.5 4.67
2.71 8 6.6 2.89
434 17 10.3 5.33
6.13 7 10.3 7.44
3.63 20 6.9 4.01
3.52 23 6.2 4.50
2.99 25 4.2 3.27

radio sets (as detailed below) Keeps
mereasing phenomenalhh.  While the
cost of TV time and talent will zoom
to as high as $100.000 for an hour-
program this fall. radio costs have nev-
cr heen so attractive. Finally. some
signs point Lo the fact that the novelty
effect of TV ownership is wearing off
while veteran viewers return to the ra-
dio habit. especially using seeondary

sels,

Network radio
circulation

Q. What is the potential audience
a sponsor will be able to reach on
each of the four networks this
fall?
A. Americans this falt will own 71.-
900.000 radio sets (exclusive of 19.-
000,000 auto radios and 5.000.000 sets
m public places) and about 13,500,000
TV sets. Nol eonnting 13,500,000 TV
homes even though this short-changes
radio snbstantially  the NBC research
department updated the 1919 Broad-
cast Measurement Bureau figures to
show this enormous potential audienee
among radio-only lomes this fall:
ANBC, sav NBC rescarchers. will
reach a total of 22,921.000 radio-onh
homes: CBS 20,636,000, ABC—16.-
675.000: MB>—14.080.000.

SPONSOR
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Q. Counting the 13,500,000 TV
homes, what is the potential cir-
culation of the four networks?

A. Updating the BMB figures. a Niel-
sen study for CBS shows this break-
down of daytime and nighttime circu-
lation:

Nighttime: CBS--30,972.700; NBC
— 30.077,300; ABC — 206.007.300;
MB5—23.972.300.

Daytime: CBS — 30.443.600; NBC
— 28.774.900: ABC — 20,007,300;
MBS—26.048.000.

Q. What's the average audience
you can reach on the four net-
works?

A. This fall. according to \BC re-
search, the average network half-hour
evening program will reach 8,200,000
people. To match this delivered circu-
lation, you would have to buy a 500-
line ad in every daily newspaper in
every city of the U. S, of 100,000 or
over population. This advertisement in
222 newspapers in 92 cities would pro-
duce 8,200,000 noters.

A more precise network breakdown

16 JULY 1951

was made by Nielsen for CBS:

Average nighttime audiences: CBS
—4.442.000 families: NBC—3.478.000
families: ABC—2.383.,000; MBS-—1,-
928.000.

Average daytime audiences: CBS-
2.556.000 families; NBC-— 2.011.000
families; ABC—1,341,000; MBS- 1.-
592.000.

Q. How many stations on each
full network will be able to car-
ry your program this fall?

A. NBC has now 1068 stations on its
full U. S. network: CBS—180 (197
counting those outside the U. 5.);

ABC--249; MBS--545.

Q. How does the radio network
delivered audience stack up
against other media?

A. Radio. with its 96 ¢ coverage of
the United States, is still the Goliath
towering over other media. Thus, a
half-hour average program on a net-
work. October to December 1951
would deliver you an audience of 8.

200.000 homes: the same average pro-
gram on TV 0.003.000 people: Satur-
day Evening Posi will deliver 1.115.-
000; Life 5.509.000: and This Week
7,149,000.

Q. How does the acquisition of a
TV set affect listenership to net-
work radio?

A. As pointed out in the Spot Radio
section of this issue. people who buy
TV sets actually listen more to day-
time radio programs than those who
own only radio sets. A study made by
Pulse detailed in the Radio Basics sec
tion of this issue also shows a 47/
increase in radio histening as the length
of TV ownership grows through two
vears.

Q. What extra bonuses will net-
work circulation offer you this
fall?

A. Network radio will hand out to the
advertiser the bonanza of 19.000.000
auto radio and 5.000.000 in public

45
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Television’s a wonder-child, no question about it. Precocious as
anything, and big for its age. Almost makes you forget that tele-
vision’s got a big brother that can still lick anybody on the block.

Or in the county, or in the country. For network radio is still
the only medium that combines all advertising essentials: nation-
wide coverage, thumping impact. .. and minimum cost.

That’s why the biggest producers of strongly competitive
products (like drugs, foods and cigarettes) choose radio above
all other media, and invest more money there than anywhere.
And go on doing it, year after year. .. last year a 2.5% greater
investment than the year before.

They do this because they know that radio effectively reaches
America’stotal market, through 96 million radio sets. And because
in spite of all competition, radio continues to grow. (Last year
alone there were more new radio sets manufactured—over 14%
million—than television’s total accumulation of some 12}% million.)

Just as consistently as these big advertisers turn to radio,
they turn to CBS, investing last year 14.8% more than ever be-
fore; 17.3% more than on any other network.

The reasons...

15 OF THE 20 MOST POPULAR PROGRAMS ARE ON CBS — the bell-
wethers of radio, that bring more listeners to all programs.
MORE PEOPLE LISTEN TO CBS: nighttime audiences average 25%
larger than the second netiwork; daytime audience 2:% larger.
THEY LISTEN MORE OF THE TIME TO CBS: 47% of all nighttime
network listening 1s to CBS (29% to the second-place netiork).
(And in rural areas and small touns the CBS habit 1s even
stronger: 41%—to 30% for the second-place network.)

THEY REACH PEOPLE AT LOWER COST ON CBS: $1.18 per thou-
sand, test buy of all the netiworks. (And to buy that thousand in
leading magazines would cost £2.72. And in newspapers, $4.03.)

The big advertisers know better than anybody that you don’t
send a boy to do a man’s work. When there’s a big job to be

done, you’ll want radio. ..and CBS.

THE CBS RADIO NETWORK

Nielsen Family and Cost data, Oct. 1950-Feb. 1951; Hooper Audience Composition.
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places—neither considered in the Niel-
sen count. Network radio will also
offer coverage in the 379 of Ameri-
can homes out of reach of TV stations.
=till another consideration is the con-
tinuing growth of the radio audience.
In 1950, Americans bought 14,000,000
new radio sets—or 40% more than in
1949. In other words, in a year of
TV’s greatest expansion. radio outsold
TV sets two to one—and almost equal
to the entire number of TV sets that

will be in use this fall. namely 13.500.-
000 total video sets.

Network radio l)lﬁlsinesis

Q. What's the business outlook on
the four networks for this fall?

A. If trends continue as they now are.
business for CBS and Mutual will be
on the increase, while that for NBC

How can an independent AM
radio station pull such a huge audi-
ence against all major network com-
petition? That’s a familiar question
to WIRC. but always a good one

. because our 42.6% average
share-of-audience delivers more lis-
teners per dollar than anv other
compeling station. In fact, WIRC
delivers this multitude of loyal, re-
sponsive. money-spending Carolina
Tar lIleels al costs as low as 24.0
cents per thousand.

Unbelievable? No . . . not when
you sec our 1950 audience survey
report and accompanying cost-per-
thousand listeners breakdown, the
latest data available on our $267.5
million market . . . with 114,866
radio homes.

But, HOW do we do 11?7  Well.
it’s simple, though not easy. It’s
with PROGRAMMING — the kind

of tailor-made, sparkling, imagina-

tive programming that requires
hard  work from everyone on

WIRC’s smart stafl. Major ingredi-
enlts: nn-lhv-xpnl area news cover-
age thrice daily to supplement the
AP: the mmsic most Tar Teels want
to hear WHEN they want it. and
suclt  fascinating  live  shows  as
“Swap Shop.” “Wontan's: World,”
“Stork Club™ and “Lillie Anne.”
which features a picturesque girl
Lillbilly - dise jockey.

We do it with coverage. too. A

combination  of frequency  (630)

4R

FARTH
DO 117

and power (1,000) gives us the
strongest station between Charlotte
and Winston-Salem on one side. and
Asheville on the other. After vou've
bought those three markets. you still
have a hole Detween them. But.
WIRC can fill the gap. and fill it
completely and effectively. Com-
pletely with our dominating signal
and effectively with
programming.

strength .
our commonsense
which results in proven audience.
When you’re buying a schedule
in North Carolina, you might not
even consider Hickory as a market
in itself. Hickory, however. is just
a “jumping off place” for WIRC.
Our primary signal blankets 9 coun-
ties, a large part of which cannot

be effectively covered by any other
station.  Asheville,  Winston-Salem
and Charlotte are all within our 0.1
mv/m contour, plus healthy scg-
ments of Virginia. Tennessee and
South Carolina. So, we suggest you
buv good stations in Charlotte. Win-
ston-Salem and Asheville; then add
WIRC for a small additional amount
of monev. Thus, vour coverage pic-
ture  of Piedmont and  Western
North Carolina is absolutely, geo-
graphically complete. without any
holes in your primary, intense cov-

eraze piclure,
Our Representative. Joseph Her-
shey MeGillvra, Ine.. will be glad to

~

tell you more about WIRC, serving
North

strategicallv-located 1lickory,

Carolina’s Diedmont from

and ABC will be down compared to
last fall's trade. Here’s how network
gross time billings for the first five
months of 1951 stack up:

Network Rilling + or — 1950
CBSs $33,060,67x8 +9.9%
NBC $25,260,893 — 5 B
ABC $14,582,390 —-12.0%
MBS ST.668.217 +3.2%

(Source of above figures: Publish-

ers Information Bureau gross billings.)

Q. How does network business
compare with that in past years?
A. Exeept for CBS, business has defi-
nitely been on the downgrade. In
1950, network net time sales were
$121,600,000—more than $7,000.000
below the level of 1949. In terms of
gross time Dbillings, the total for all
four networks in 1950 was $183,400,-
000—%1.400.000 less than that for
1949. The downward trend is reflect-
ed in this listing of the gross time bill-
ings of the four webs since 1947:

Year CBS NBC

1950 $70,741,669 £61,397,6011
1949 63,403,583 64,013,244
1948 62,265,105 69,697,501
1947 59,250,964 65,756,517
Year ARC MBS

1950 835,124,624 $16,091,977
1949 12,342 854 18,040,587
1948 44,304,245 22 728,811
1947 43,550,144 22,372,711

(The above figures are from the
Publishers Information Bureau.)

Q. How many sponsors are sched-
uled to be on the radio networks
this fall and how many programs
will they sponsor?

A. According to an estimate made for
SPONSOR by James M. Boerst. editor of
The Factuary. based on new fall busi-
ness announced and network schedul-
ing as of 25 June, there will be 125
sponsors this fall. They will sponsor
205 programs, and the business will
be placed through a total of 78 adver-
tising agencies.

Q. How does this stack up with
"The Factuary’’ records of spon-
sorship in past years?

A. It shows a continuing decline, ac-
cording to The Factuary records. In
the fall of 1950, 129 advertisers spon.
sored 207 programs via 60 ad agen.
cies. And i the fall of 1919, 132 ad-
vertisers sponsored 220 programs via

62 ad agencies.

SPONSOR



M [ Tme "BM yer:,

WOULD YOU IGNORE

200,000

CUSTOMERS ?

(In Western New York, don't forget the '‘forgotten’ fringe areas!)

For Example:

In the BMB primary coverage area of
WHAM, there are over 121,000 radio
homes with over 434,000 people who do
not have access to any television service!
And WHAM is the only Rochester radio
station that covers this area!

__ /

/ﬁ#

| Almost Y2 million people live

| ]

EEumumesmmummmm here. They depend on Rodio.
5% They depend on WHAM.

PENNSYLVANIA

When you’re selling by radio and TV in
Western New York, don’t forget the “for-
gotten” fringe area that has over 434,000
people. Clear Channel, 50,000-watt WHAM
is the station throughout this area—and there
is #no television service available to these
people as yet! To reach them, use radio,
use WHAM!

NEW YORK

a%4y,
/ N\

LEGEND

Covered by WHAM and WHAM-TY

Covered by WHAM ond by Syrocuse
or Buffolo television

Covered by WHAM rodio but not
covered odequotely (if ot oll!) by
ony television ond not reoched by
ony other Rochester rodio stotion!

The Stromberg-Carlson

Station
ROCHESTER 3, N, Y.

50000 WATTS ° CLEAR CHANNEL GEORGE P. HOLLINGBERY COMPANY, NATIONAL REPRESENTATIVE
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KECK

Dial “920”

FIRST in Permian Basin
in Coverage
in Listeners-Conlan
survey year in and year
out in Local Sports
in Nation’s Richest Market

Fastest Growing Market in the
U. S. Supply center for over
25,000 Producing Oil Wells in
Permian Basin

HOME of the World’s Largest
Carbon Black Plant
HOME of the Second Ilargest

Trucking Center in the State

Effective Buying Power — $1,470
per capita

Blankets — 18 Counties in West
Texas — 3 in New Mexico

Radio Homes—63,610 in the half
millivolt area in West Texas

“It costs less than .07 to reach
1,000 homes in KECK'’s primary
area.

Auto registry — first 6 months —

60,856
Population—234,500
Total Sales-—232,675,000

Total General Food Sales —
$49,622,000
Sources — Standard Rate and Data 1950-
1951 Consumers’ Market

MEMBER N. A. B.

1000 Watts-D
Nondirectional

500 Watts-N-Directional

Ben Nedow,

Owner and General Manager

National Representative
FORJOE AND COMPANY, INC.
19 West 44th Street, New York 18, N. Y.

KECK

ODESSA, TEXAS
Your Best Buy in Radio

_Neiwolfk radio costs

Q. What's the main outlook for

network radio costs this fall?

A. So far as national advertisers are
concerned. the outlook has never
looked =0 attractive. While newspa-
per. magazine and TV rates have con-
tinued to soar, radio rates on all the
four webs will be reduced by 10 to

157¢ this fall.

Q. What will be some typical
gross network rates this fall?

A. Here are some typical random
rates: After 2 August, the gross for a
full evening hour on 168 stations of
NBC will be $25.115: this conipares
with the $27,785 you would have had
to pay for a full-hour evening last fall.
The rate for a 30-minute evening pro-
gram on NBC on the full network
would be 60 of an evening hour—or
$15.000. The current gross network
rates for ABC. based on evening hour
class A time on a network of 282 sta-
tions are: for 15 minutes. $11.868;
for 30 minutes. $17.800; for a full
hour. $29.670.

Q. How will network radio’s cost-
per-thousand circulation stack up
against other media this fall?

A. Network radio will still give vou
the lowest cost-per-thousand audience.
This fall, according to NBC, the aver-
age network radio evening sponsor will
be buying listeners at the rate of four
for one cent—%2.38 per thousand to
be exact. Life’s cost-per-thousand on
a comparable basis will be 34% high-
er; Saturday's FEvening Post’s 23%
higher: This Week's 40975 and TV’s
547 higher. In other words. Life’s
cost-per-thousand will be $3.18; Sat-
urday Evening Post’s. $2.93: This
Week's, $3.34: TV's. $3.07.

Q. How has network radio’s cost-
per-thousand in terms of dollars
risen over the years relative to oth-
er media?

A. 1n the face of steeply rising costs.
according to CBS, network radio has
increased its cost-per-thousand least of
all media. Since 1916, United States
wholesale prices have increased by
65% 5 the cost-per-thousand for eight
hig magazines by 177¢; for 94 big city
newspapers by 247 nighttime  ra-
dio’s-cost-per-thousand only by 107¢.

Q. What's the cost-per-thousand
families for each of the four net-
works?

A. According to a study made by
Nielsen for CBS from October. 1950
to January 1951, they stack up this
way: CBS—$2.48 per 1,000 families:
Mutual—32.90; \YBC—S83.16; ABC—
$3.85.

Q. Are any future rate cuts loom-
ing for the four webs?

A. 1Us hard to predict this one, of
course: but spokesmen for the radio
webs say definitelv not. Tvypical was
the response sPONSOR received from an
ABC executive: “It is the opinion at
ABC that radio rates definitely are not
going down, and that as interest is re-
newed in the medium. it will be possi-
ble to restore them to former levels.”
Advertisers themselves canvassed by
SPONSOR say they would not like to
see network radio reduced to a cheap
bargain-basement medium. With rates
stabilized following the recent rate re-
ductions. the chances are that sponsors
will renew their confidence in the ra-
dio network medium. In the long-
range view. some veteran broadcasters
continue to insist that the time will
come when there will only be two great
networks in husiness offering substan-
tially reduced rates.

Network radio

programs

Q. What will be the newest de-
velopments in network radio this
fall?

A. You can expect broadcasters to ex-
pend more devising
shows with a fresh twist. Quizzes and
mammoth give-aways will be on the
downgrade Ralph  I<d-
wards’ Truth or Consequences, which
Philip Morris recently cancelled on
both AM and TV).

Experimentation will he the order of
the day. CBS is reported to be inau-
gurating a series of six evening half-
hour programs. The Nation's Night-
mare, dealing with criime in Ameriea.
ABC is said to be preparing a new
type of daytime serial to bolster slip-
ping soap opera-—Westerns for wom-
en, on the order of The ]irginian, star-
ring Druce Cabot. NBC is inaugurat-
ing a traveling hillbilly radio show,
Unele Tom, designed to showease ama-

originality  in

(as  wilness

SPONSOR



WGN is your Bowas Becy in Chicago /

If you're buying any other station in Chicago

you are losing a great bonus audience.

&

WGN reaches 260,100 more homes one or more

times a week than the next station in the daytime.*

&

WGN reaches 302,750 more homes one or more

times a week than the next station in the nighttime.*

O

7(«76&26 ¢t ex?...in 13 weeks WGN delivers a Bonus Audience
the size of the city of Chicago.

*1949 BMB
Chicago 11 TR ?I
3 Illinois | T
A Clear Channel Station.. J s0.000 waes B i
Serving the Middle West ﬂ L|
On YourDml Lﬂf"""L Jj f! |
1\1 BS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y,

West Coast Representatives: Keenan and Eickelberg

235 Montgomery St.. San Francisco 4 + 638 So. Van Ness Ave,, Los Angeles 5
710 Lewis Bldg., 333 SW Oak St., Portland 4
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teur folk talent from various parts of
the country. NBC will be offering Di-
mension X. a half-hour science fiction
drama.

Q. What type of programs will be
most sought after this fall?

A. For a complete list of radio net-
work availabilities. see page 34. By and
large. the accent this fall will be on
those type of programs that radio can
do best—news, drama (especially mys-
teries) and music. Also. the programs
will be tailored for the shortest possi-

/

%//

LAKE

M1 CH

1 G A

ble time slots—half hour or hve min-
utes. Except for The Big Show (which
is really three pyramided half-hour
programs), programs of an hour or
more will be on the decline. As mat-
ters now stand, The Big Show will be
back.

Sharply reflecting the trend toward
news  progranis the comment
sPONsOR  received from a  Mutual
spokesman: “Since June, 1950, we've
practically doubled our news coverage.
The Bab-O Reporter has entered our
network to saturate the nation with
daytime news for housewives: Lucky

was

n SOUTH HAVEN

L ]
KALAMAZOO

MICHIGAN

e T T
. - g L
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| |
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N .
A - |
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SELLS A MARKET THAT’S UP

The South Bend-Mishawaka trading arca, always a rich and

respousive market, is UP. This is the heart of the primary
area that WSBT saturates —-with listenea ratings above net-
vork averages. The primary area is up i population from

000 1o 1,798.000. Up in anuual retail sales from
$1.135.547,000 to $1,597,850,000 . .. In this important
ales arca, WSBT s the best loved voice—and the ONLY

votce that covers the entire market. For bouns covaage,

stencrship, bonuas sales, its WSBT

the bonus buy!

PAUL H RAYMER COMPANY « NATIONAL REPRESENTATIVE
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Strike has just bought two news
shows; Mutual State Farm Insurance
has bought into news. The demand
has so increased that we've recently
added H. R. Baukhage to our stable
of news commentators.”

In the same vein was the announce-
ment of Henry Cassidy, NBC’s news
and special events director. that the
web had sold five additional news pro-
grams to sponsors since the first of
the year. Latest sponsored program is
the five-minute. five-times a week se-
ries ol Kenneth Banghart for Lucky
Strike. Other news sponsors entering
NBC are Mutual of Omaha with Bob
Considine; Raytheon Manufacturing
with John Cameron Swayze; Norwich
Pharmacal with Robert Trout; Ameri-
can Dairy Association with David
Lawrence. You can also expect a
stronger sponsor interest in news-mag-
azines-of-the-air. of the order of CBS’s
Hear It Now and NBC’s Voices and
Events.

The trend toward shorter programs
is emphasized by several recent spon-
sorships. General Mills recently con-
tracted to sponsor a five-minute ABC
program—>Storyteller. starring Edward
Arnold. On MBS, American Tobaeco
Company is sponsoring a new pro-
gram of the same length—T7alk Back.
with the comedian, Happy Felton.

Advertising billings

Q. Who are the top 10 radio net-
work advertisers?

A. The top 10 network advertisers
from January to December 1950 were
as follows, according to rank order
with their total billings: (1) Procter
& Gamble, $15.551.752: (2) Miles
Laboratories. $7.892.701: (3) General
Mills. $7.820.752: (1) General Foods,
$7.5960.216: (5) Sterling Drugs, 37.-
591.040: (6) Lever Brothers, $6,820.-
119: (7) Campbell Soup Company,
$5.733.819; (8) Liggett & Myers To-
bacco Company, $5.217.562; (9)
American llome Products. $5.150.884:
{10} Philip Morris Company, $4.629,-
105.

Q. What product groups will be

the heaviest advertisers on net-

work radio this fall?

A. The pattern is reflected in the gross

network time bought from January to
(Please turn to page 55)

SPONSOR
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In Northern California

MORE PEOPLE LISTEN — more often=fo KNBC

than to any other radio station

KNBC’s 50,000 watt Non-Directional transmitter
reaches all the markets of Northern California...

KNBC has the biggest and most loyal audience in

the San Francisco-Oakland Metropolitan Market — the

seventh largest, fastest-growing major market in America.
PLUS-Market Case History

And as a plus, KNBC penetrates all the rich, fast-growing markets Eureka-Humboldt County
throughout Northern California. rLus MARKETS like Stocktou-
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey,
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County.

e Population — 68,548, an increase of 49.6%
from 1940-1950

e Effective Buying Income * —$96,950,000, an

7 d . N i ,
ONLY KNBC can reach all these markets—in one, big USACEOCHRLER R

economical package. KNBC sales reps will show you how... ® Retail Sales®—$76,790,000, vp 215.5%
e KNBC Audience — Week after week, over
KNBC delivers MORE PEOPLE (in one pack- half of the radio families listen regularly
age!)—at LESS COST per thousand —than any to KNBC
other advertising medium in Northern California. *Sales Management's 1951 Survey of Buying Power
== Ay & p
Northern California’'s NO. 1 Advertising Medium
Y 50,000 Watts — 680 K.C. San Francisco Represented by NBC Spot Sales
| A i
16 JULY 1951
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Available networl package programs (radio)

TITLE
AFFAIRS OF PETER SALEM
AMAZING MR. MALDNE
AMERICAN FDRUM OF THE AIR
ARCHIE ANDREWS
BIG JDN & SPARKIE
THE BIG SHOW
BOBBY BENSDN
BOBBY BENSON & B-BAR-B RIVDERS
BREAK THE BANK
BROADWAY'S MY BEAT
CECIL BRDWN
CALIFDRNIA CARAVAN
CAPITOL CLDAKROOM

MINDY CARSON SHDW

cBS FARM NEWS

cBS SPDRTS ROUNDUP
CHANCE DF A LIFETIME
COMEDY DF ERRDRS
CDUNT OF MDNTE CRISTD
CRIME FIGHTERS

CRIME PHODTDGRAPHER
DANCING PARTY
DANGERDUS ASSIGNMENT
DIMENSION X

DIXIELAND BREAKFAST CLUB
EARN YDUR VACATION
ENCHANTED HOUR
ESCAPE

FAMILY CiRCLE

TYPE
Mystery
Mystery
Discusshon
Sltuation Comedy
Drama
Variety
Adventure
Adventure
Quiz
Drama
News
Drama
News

Muslc

News

Sports
Audience Partic.
Quiz

Adventure
Mystery

Drama

Musle
Adventure
Science Flction
Variety

Quiz

Music

Drama

Audience Partle.

APPEAL
Family
Family
Adult
Famlly
Children
Fan;lly
Juvenile
Juvenile
Family
Family
Family
Drama
Aduit

Famlly

Rural

Family
Famlily
Family
Famlly
Family
Aduit

Family
Family
Family
Family
Family
Family
Family
Family
Family
Family

Adult

NET
MBS
NBC
NBEC
NBC
ABC
NBC
MBS
mBs
NBC
cBS
MBS
MBS
cas
NBC
cBs
ces
ABC
MBS
mes
MBS
css
ABC
NBC
NBC
mMBs
css
mBs
cBS
ABC
ABC
ABC

cBsS

TIME PRIiCE TESTED EXPLANATION
:;0 min. 1, wk $1,750 yes Prlvat; Eye o o 1
30 min, 1/wk $2,941 yes Quick-thinking lawyer solves murders 7
30 min, [/wk $2,352 yes lcsues cf the day ‘discussed l);':xperts -
30 min, 1 wk $2,941 yes Teen age hi-jinx i
30 min, 5,wk $2.250 yes 'mals & tribulations of '‘Sparkie
90 min, 1/wk $8,820 per % hr. yes T. Bankhead and top show Vbiiz nar;aes
5 min, 2/wk $300 each yes WCster;—muslc
30 min, 2/vwk $1,250 each yes v;cstern adventures of 12 yr. old boy )
30 min, 5/wk $1.735 yes Quiz with cash awards i
30 min, i ;Nk $4,125 yes Detective tales with Broadway backgroupd -
15 min, 5/wk $650 each yes Commentator N
30 min, 1/wk $1,700 yes Hist}n-ical dramatization
30 min: 1 /wk 7 $1,275 7 yes Prominent statesman-lnterviewed on current subject
15 min, 2,wk $2,940 yes Mindy sings in her ir;ra style -
15 min, 3/wk $4,117
15 min, 1/wk 59507 yes Angc;ltural nev;s items of Interest i
15 min, I,/wk $925 yes Sports events of the week and human interest items )
36 min, 1/wk $2,500 yes Alphabc;t game o -
30 min, 1/wk $2,000 yes A;dience participation
30 min, 1/wk $1,500 yes cn;ak and dagger
25 min, VI,’wk $1,500 yes S_alute to law enforcers
30 min, (/wk open yes Newspaper camerama;l tales -
2 hrs, /wki $8,000 yes ;h;ars of musle wl?l ; different orchs. N
30 min, 1/wk $4,117 yes Brian Donlevy as wTrld~w|d>ei adventurer -
3; min, I./wI: $2,971 yes Esnenseful adventures in time and space
30 min, 5/wk $300 yes Dixieland music by insu‘umen—tal nuinteT -
30 min, 1, wk $3,950 yes Vacation trips for prizes B
30 min, 1, wk $1,200 yes Co;wert mus;c with 35-piece orch.
30 min. | ka $4,000 yes Adventure steries by top writers_
60 min, |, wk $6,000 yes Walter K_ler;an. M.C. 1
30 min. 1,'wk 83,785 yes Mystery-detective 1
15 min., 1,/wk $450 yes To; news story of the week o
30 min, star

{/wk $7.800 no Slories of mystery and intrigue with top-rank movie star

(Please turn to page 581

YOUR GREATEST SELLING POWER

ORLANDO, FLORIDA

NATIONAL REPRESENTATIVES: BLAIR, CUMMINGS

580 K. C.
WDBO-FM 92 MCS
54

5000 WATTS

Orlando’s Pioneer Radio Station Est. 1924

35000 WATTS

Columbia Broadcasting System

.. in Central Hlorida

1950 Retail Sales in the 21 WDBO counties totaled
$582,687,000%.

WDBO has approximately 19,000 more daytime
families and 17,000 more nighttime families who
listen regularly (6 or 7 days or nights a week)
than the other 3 Orlando stations combined**.

The same report shows WDBQ's gain over the
previous report is 209 —and rates have not been

increased!

*¥19531 Sales Management **Current BMB Report

SPONSOR

e



December last vear by these top prod-
uct groups in ranking order: (1) Food
products, $44.000.000: (2) Toiletries
and toilet goods. $25.000.000: (3}
Drugs, $24.000.000: (4) Tobaccos,
$22.000,000; (5) Soaps. polishes and
cleansers. $20.000.000: (6) Gasoline
and lubricants, $3.500.000; (7) Autos
and auto parts. $5,000,000.

Trend toward
flexibility

Q. Is there a trend toward using
network radio on a semi-spot ba-
sis?

A. There is. and despite protests from
stations and reps there probably will
be more of it. In an effort to lure cus.
tomers, the webs are increasingly infil-
trating into the field of spot radio. The
objective is to convince the sponsor
that he can fuse the advantages of both
local and regional announcements with
that of mass network coverage.

One example of network flexibility
is Trans World Airline’s sponsorship
this past season of the NBC comedy se-
ries Mr. and Mrs. Blandings. starring
Cary Grant and Betsy Drake. The first
two commercials are broadcast over all
61 of the NBC stations. The third com-
mercial, though, is split, a local cut-in
offering a strictly local plug going out
via 24 stations; the remaining 37 sta-
tions carry a general TWA message.

Another example is P&G’s sponsor-
ship of the NBC daytime show, Wel-
come Travelers. On this program.
P&G has sold Spic and Span and Lava
Soap in every state of the union. But
they have also used the same show to
sell four other products on a regional
basis. Nobody living in New York
hears commercials for Cheer, since
that product can’t even be bought in
New York. While Cheer is being sold
in New England and Texas. Prell is
being sold in Florida and Montana.
Thus. with network radio, the sponsor
is helped in matching his commercials
to his marketing needs in various sec-
tions of the country.

Q. What's the outlook in network

""announcement-participation “‘ad-

vertising?

A. You can expect more of this type

of invasion into the spot radio field.

too. The most siriking example was
{ Please turn to page 60}
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100 MILLION MARKET
ON THE MAP OF NEW YORK!

No TV outlet in
Elmira!
WENY sells listeners

in this busy market

at the lowest available cost per thou-
sand. (Combined Average Share of
Audience: 609 at latest Hooper.)

WENY

/| drcrsd . .
£ NBC in Elmira, N. Y.

OWNED AND OPERATED BY ELMIRA STAR-GAZETTE, INC.

REPRESENTATIVES - Everen-McKinney. inc. Lee F. O'Connell Co.
New York ~Chicoge L les  $ 3
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Ton [Ee delivers more thy

Nielsen’s figures show that Don Lee j

*daytime audiences are up 16%

*nighttime audiences are up 17% &, &@
&

s
o
*(first quarter of 1951 vs. first quarter of 1949, full network average audience) \_../)

<
[ ]

Don Lee 1s a bigger, better advertising medium today than ever.t
No other advertising medium of any kind can deliver your
sales message to as many people as often from their own
local major selling medium (with all the local influence and

prestige) at as low a cost per sales impression as Don Lee.

The above 1s a BIG statement, but Don Lee 1s a BIG

selling medium with 45 stations in 45 important Pacific

Coast markets. Only Don Lee was especially designed

to consistently sell all the Pacific Coast. That’s

why Don Lee C()nsistently broadcasts more regionally
sponsored advertising than any other network on
the Pacific Coast. Don Lee delivers MORE and the

advertisers who sell the Pacific Coast know it.

111 Don Lee affiliates have increased power and /or improved frequency
during the past year and a half.

WILLET H. BROWN, President - WARD D. INGRIM, Vice-President in Charge of Sales

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA - Represented Nationally by JOHN BLAIR & COMPANY ;
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Available netcork package programs (radio)

(Continued from puge 5L}

TITLE TYPE APPEAL NET TIME PRICE TESTED EXPLANATION B
GIRL FROM PARIS Musle Family NBC 15 min, Ir, wk 5.;33 - yes Iane Morgan sings }:énchi s;ngs a ﬁ;
i;IVE AND TAKE Quiz Famii;i Cﬁg 70 mln.\>l,wk N $2,700 o _ 77yesi —John Rced King asks the questions (daytime) ﬁl‘
GRANBY'S GREEN ACRES, o Comedy Family CBS 30 min, ;!;vk $6.200 yes Inexpericnced farmer's comic adventures ';
HELEN HALL'S FEMME FAIR News VFemaIe 77M7875 AI; min: Tw: - 5200_ B _ 7yes ?eminlnemnt_ _i
HASHKNIFE HARTLEY Adventl;re Family MBS 730 miTl. I/_wl; o SITOO Tes Western justice - - ¥
AT LIRS Music o 7 Famity 7MiBS 30 min, I/Tk 7 $1.400 ) )_res Hawaiian music - B -
GABRIEL HEATTER New57 FamiE 7MiBS 15 min. 57wk 7 $1.500 per show _ yes Commentator - - _'I
when avail. plus news charge )
and anncr. |
AL I:IVELFER'S ;PORTS DIGEST g;mrts Male Més I; min. 1, wk ‘SSW - y;s inside news of snor?
HERE'S FRANK SINATRA - Variety F;mily CBS T hr. ;,wkr o 7$|.5&J per aqtr ye; 'TI'he Voice'' singsjlays records ;nd chats W
HERMAN H](TKMAN Snort; VFamin 7NBC 15 min, ;/’wk $1.294 - yes Sports ar;:dotes_by Yale coach -
HIDDEN T7R7U7TH _Mystery Far-nily TBS B ;0 mln: T,v:k i $2.085 - yes Lie detector solves crimes _,
H_OLLYWOODFSTAR PLAYHOUSE _Drama_ VFamin Aﬁc 430 m;n.>l,/;vk —55.000 - i ;es 7Top Hollywood stars in suspense dramas Ii
HOW TO _;I Partic. 7Famil; C;S 30 mInT T/wk $3.925 . yes 77Audlence participation
>R;OVBERT HURLEIGH 7News 7FamF7 . _M_B‘SV 15 min, 5/‘wk $650 e;ch— yes Eommem_ - |
| LO\/E A MYSTERY _Adventure Family MBS 15 mlnT Sr/iwk 52.506 (Afor 5) 7 yes - mernmganeer_s - B
$750 each i
INTERNATIENAL AIRPORT Adventure Family MBS 25 min, l/\rvki 7 —$|.750 B y;s Drama—experiences of ame passengers
IT'S HIGGINS, SIR Situation Comedy Family_ NBC 30 min. I/wik o 54.I7? yes -Harry McNaughton as Eng:'sh butier
PETé KELLY'S BLUEs Music&ZAdventure Family ;\IiB"C 307 mIn: T/;vrki $5.500 yes - A_dventure and_jazz_of the roaring 20'5_
LADIES FAIR n _Variety Female MBS _ 25 min. 5/wk; 55.500 for ; V ye; - Audience particlnation—quiz M
HAWK LAR7RABEE o ~6rama Family CBSﬁ 30 min. I,w;( - 753.650 no . 7Western ad_venture_ - T
LARRY LESUEUR News Famil;i CBS 15 min, I;wk $950 yes A]lalysis of week's news events ) - T
';'IE LINEiJF; Drama Adultr CBS w30 min. 1/wk $5.000 yes OTi;nal mysteries_ 7 N i
LDUISA Situation Comedy Famlly NBC 30 min. I/v;k —56.470 ne _Edmund Gwenn & Spring Byington - |
;E[; I;nACK FAMILY HOUR o Variety B Family ABC 30 min, 1wk $3.750 - yes -Walter Klernan ]\n.c. _!i
MAGNIFICENT MONTAGUE Situation Com_evd; 7 Famiily NBC 30 min. 1/wk $6.209 ye; ;onty Woolley as ex-Shakespearean actor 7 W
MAR; BELIEVEV TOWN : Dramr ) l;amTy C»BS 30 min. 1/wk $3.400 ye; ;ories with HollywooTbackground -:
MANiéALLED X i Mystery Family NBC V30 min. 1/wk $5.294 yc;s 7irbert MarshallTl international dramas - il
MEET MILLIE AComAeE N a 7Faml|y CBS 30 min. 1/wk $5.200 y;s ;Jdrey Totter In star role -i
= = e = = = S _ — —
MEET THE BOYS Quiz Family CBS 30 min, 1/wk $5.425 yes Quiz from Armed Forces bases
MR. & WMRS. BLVANDINGS Situation Comedy 7F7amlly ‘N827 7307 ml: I;wi;_ $3.529 split net ryves B Cary Grant & Betsy Drake H
TMR\. MOTO Mystery—j o Fami:y - NiBici 30 an. I/wik $3.529 7ye7s ). P, MaTquand's famous Japanese detective T
MUCH ABOUT [;OOLITTLE o Comedy Famlly EBS 730 min I/;k B _56.350 - yes Siituation comedy o
MLEER B_Y EXPVEVRTS _nn;stery ;anrlly ) T\th 30 min I,’v;k . S|.56 . yes i _Prlze-wlnnlng cr;ne stories o
MlJ—‘I'lJA-‘I~ NEWSREEL 7 Vlrglews ‘F’a;\E‘ MBS 7?mln 5,wk~7 $3.500 for 5 ye; Dn the spot news _-‘
- _ . ~ - . o S
MYSTERIOUS TRAVELER Mystery Famlly MBS 30 min, i/wk $1.650 yes Eerie tales —!
PJEWSSTAND THEATER Brama ;Varr;ll—lyk ABC 30 min Iiwk 752.5007 ye; - ‘Storles fror;\ top magaz?es - o _'w
THE NEwW THEATER D}am:a Famlly WNiB? N 60 m'n, 1, wk 733.529 yes Eva LeGaIIIelTne hos?elsii —
NIGHTBEAT Adventure l;amI; NBC 30 rﬁl-n. Ii/wk 537.500 - yes - Fraink L;ve]oy as dem;n reporter - 1
N;) SCHODTTODiAYi Varlety Children/ ABC 2 hrs.r 1, wk SI:20;) yes N 7Storles and en?r;ainﬁ;e—nt fori:ﬁldren R
OFFICIAL bETEchvz 7Mysterry 7FAamin 7 MBS 275 nilin. I)wk 7757.5700 yesr Bocumentaries fr;r;rmagazine files ]
THE OLD ARﬁY GVAMiEA Qpiz ) Family CcBS 3;;) ml;I: ]/wk $7.000 7 noi Eomedy-qulz wltih"Harvey Stone and muslcians - l
JANE PICKENS pA;;y ) Muslc Famrilry NBC 7I75 mrm_:i/wk 327.882 7 yes _ _Ja:Plckens with songs and Interviews 1|
PD(;I:E'S pAR‘AD]SE 7 Varlety Famil; MBS 55 min. 5/wk SI.00075 qtr-hrs yes 7M7us;c and vlew: -
e . Drama Adutt ces 30 min. I,iwki— s4.7400‘A C yes iTa}as of Scottand Yard __—HI.r
Paneri Fa;nily ABC 30 min. 1, wk $2.500 yes Literary panel sofves hidden_mysteries . 1
QUEEN FOR A DAY mv;rh;y F;r;lly MBS 30 min. 5,wk SITBOOAfor 3 yes Audlence nartlclmon o |
ADIO REPORTER'S SCRATdHPAD 7Niews Famlly— 7CiBS” 15 min, |/wk4 59}5__ - ye; — HT_ant‘ recordings of news ;knrouns materlal _:
RATE YOUR MATE 7Euiiz Family ?Bg 30 min. 1, wk $4.900 yes Joey Adams and c?nled contestants o -fl
REPORT FRDM DVERSEAS —News Famlly TBS 15 min, 1, 'wk $450 yes N ricws direct from varlous worid center; . il
ROCKY JORDAN _[)rama Adult 07837 30 ;ﬁln. 1/wk $4-.st yes Adv;ure with George Raf; —!
ROMANCE —Dr;ma Adult . CBS 30 min. 1 wk ‘53.850 yes - Dramatizes world’s outstanEng love stories _-L
LANNY ROSS -Varicty - 7Fam|ly MBS |07mln. 5 wk $1.250 for 5 yes Vocalist—song; and patter _}I
w organ
THE SAINT Mystory Family NBC 30 min, 1wk 53.235‘ yes Tom Conway as famous crook /detectlive ]
FRANCES SCULLY SHOW Movies Women ABC i5 min. 5 wk $850 yes News from Hollywood o |
THE SEA HOUND Drama Famlly7 ABC 30 min, 1, wk $2.000 yes Sea adventures7 o I
THE SHADOW Mystery Famlly MBS 30 min. 1wk $4.000 yes B Ir;;;élb;_avenser

(Please turn to page 651;




FOR LOCAL LEVEL IMPACT

Less than half of the nation lives in the metropolitan
areas. In Small Town and Rural America, you will find
more than half of the nation living—with more than half
of the nation’'s purchasing power! The Ke{stone
Broadcasting System has 450 stations with LOCAL
LEVEL IMPACT to sell these people who need and buy
the same necessities of life as those in metropolitan
areas.

% A
/ \/}%3; " / .

BEYOND EFFECTIVE TELEVISION

There are very few television sets in Small Town and
Rural America—with little and unsatisfactory recep-
tion. These people still depend upon their local radio
station—and these stations, according to BMB studies
enjoy higher listener- onalty than distant metropolitan
stations. National blue chip advertisers have already
discovered that Keystone's 450 stations effective-
ly and economically move their merchandise!

IN SMALL TOWN AND RURAL AMERICA

For LOCAL LEVEL IMPACT, Keystone is the only
national transcription network reaching Small Town
and Rural America. These 450 stations can be pur-
chased in one, low cost and attractive package—with
only one order, one check and one performance affi-
davit! Or buy only the number of stations needed to
cover a selected area.

KEYSTONE
BROADCASTING

NEW YORK: 580 FIFTH AVE. e el |
CHICAGO: 134 N. LaSALLE ST. SYSTEM inc
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STATSIES

This cutie’s a smarty — she
trusts in her ears,

And buys only products about
which she hears.

The place that she turns to for
this advice on Good buys

is “The Voice of Toledo’’ and
here are the “why’s?"’

For Thirty Years WSPD has
served her both daytime and
night

With Good Programs, Good
sponsors — we’ve done the
job right.

Buy Toledo’s WSPD where a
majority audience is always
assured.

So, if it's sales you are seeking,
want your spots to be heard

& wspo Ty

CHANNEL - 13

i Represented Nationally by KATZ
ke

\BC, whieh offered P&G one-minute
participation announcements in Stop
The Music. in The Sheriff on Friday,
and 1 certain evening five-minute
news periods in sustaining ABC shows,
\lso expect an increasing number of
network station affiliates and station
1epresentatives to attack the webs for
mdulging in this practice; perhaps
even withdrawing from the webs if they
don't stop it. A typical blast was that
made by Edward Petry, president of
Edward Petry & Company, in a recent
speech before station operators. “The
networks are jeopardizing some 507
»f your national spot volume for their
own purposes.” he warned. “They are
robbing Peter to pay Paul.
Peter. Guess who Paul 1?7

You're

Q. What’s the outlook in tandem-
style network advertising?

A. A spokesman for NBC told spox-
sOR that this fall definitely will see the
continuation of its “Operation Tan-
dem.” This type of multiple sponsor-
chip, of course, involves a number of
advertisers sharing in the sponsorship
of a series of web programs. Sponsors
using it this past year include: Can-
non Mills. Chesterfield. Whitehall
Pharmacal, RCA. The tandem pro-
grams have included: The Big Shouw,
The Boston Pop Orchestra. Screen Di-
rectors  Playhouse, Duffv’s Tavern,
The Magnificent Montague. The same
NBC spokesman said there will be
<ome changes i the Tandem program
lineup this fall, but he is fairly certain
The Big Show will continue. largely
because of the way it has hypoed in-
terest in network radio.

Q. Are all national networks
linked by wires?

A. No. The Keystone Broadcasting
System is a transeription network of
155 afliliated stations; 350 of them lo-
cated in small town and rural America

and generally outside TV arcas.

Advertisers can pinpoint their radio

advertising with the utmost selectivity.
By choosing a niinimum of 80 stations.
or more if he desires, the national ad-
vertiser can seleet lits market to sup-
plement his TV coverage; or. even if
he has a network radio show, he can
add to his net coverage by means of
Keystone, a transeription net not
hound by wire tie-ups hetween stations.

ONE OF
AMERICA’'S

FINER

STATIONS

RADIO PARK-SALISBURY, MD.

Crossley Survey:

SHARE OF AUDIENCE

77 1%

10:00 AM — 10:00 PM
Monday thru Friday

RADIO HOMES
81,698

RETAIL SALES
$324,136,000

RADIO PARK-SALISBURY, MD.

MUTUAL NETWORK

Representatives:

Burn-Smith Co., Inc.

SPONSOR



Merchandisig by the stations is also
adding to Keystone’s advertiser ap-
peal.

Some 30 national advertisers are ex-
pected to be using Keystone facilities
this fall. Sidney J. Wolf, Keystone
president, reports the net’s growth:
“Ten new major national accounts
have been added since 1 January with
the volume of business for the first
half of the current year more than
three times the billing for the first half
of last year.”

Q. What is the status of the new-
est national network?

A. Liberty Broadcasting System. new-
est of the nation’s coast-to-coast webs,
is growing. With a one station start in
Dallas three years ago (KLIF) it grew
to 60 to 70 stations last year; now
claims affiliations with 411 outlets.

Gordon McLendon, president of Lib-
erty, started with re-creations of big
league games. Now, sports, news and
music  highlight 1he programming
available to advertisers. Sportswise, the
net offers live and recreated games; a
sports show featuring Mickey Rooney.
News-wise, names like William L.
Shirer, Joseph Harsch, and John W.
Vandercook provide audience-building
commentaries. Music in the Morgan
Manner brings Liberty listeners dance-
able tunes. With this balanced fare,
Liberty is attracting a host of national
(General Mills, Lever Brothers, Fall-
staff Brewing, U. S. Army Recruiting)
and regional accounts. The outlook this
fall: business up all along the line.

There is no standard rate card. In-
stead, population of the station city
and retail sales in the station market
are the index.

Top agencies placing
network business

Q. What ad agencies place the
most accounts in network radio?

A. According to a study made for
SPONSOR by Factuary, published by the
Executives’ Radio-TV Service, Larch-
mont, N. Y., these are among the 20
ad agencies that placed the largest
number of accounts in network radio
this past year (not in order of rank-
ing) : Ted Bates; Batten, Barton, Dur-
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Personality Selis!
RAHALL STATIONS HAVE “IT™!

Every Rahall Station is a definite personality in its community.
of their understanding of civic problems and listener preference, Rahall
The people who listen
to these stations live healthy lives in rich, industrial, farming and mining
areas. Talk to them profitably through their favorite station for music, news

By reason

Stations deliver maximum advertising effectiveness.

and sports.

R R

1320 kc 1000 watts. Now broadcast-
ing full time in Pennsylvania’s fabulous
Lehigh Valley — the home of the big
tri-cities — Allentown, Bethlehem,
Easton. FIRST in daytime pm listening.
One of America’s outstanding indepen-
dent stations,

1110 ke 500 watts. Serving you where
the buying dollars are. Covering Mont-
gomery county’s large farming and in-
dustrial area . and Philadelphia’s
rich suburban market.

The friendly
personality voice of tolks in West

620 kc 1000 watts.
Virginia. "‘One Station’’ coverage in

the heart of the rich coal regions and
industrialized areas of Southern West

Yirginia.

WWNR, Beckley, W. Va. — Tom Dowds, Manager

RAHALL STATIONS — JOE RAHALL, President

i E P it et
WKAP, Allentown, Pa. — Oggie Davies, Manager WEED & CO.
WNAR, Norristown, Pa. — Joe Pace, Manager WALKER & CO.

WALKER & CO.
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V\vailable network package programs (radio)

(Continued jrom page 3§

TITLE TYPE APPEAL NET TIME PRICE TESTEO EXPLANATION

SHORTr STORY Drama 7 Famlly NBC —30 min, | wk 32.94I7 yes 7 Orar;latizations of best short storles 3
SINGING MARSHAL 7 Adventure Family MBS - 30 min, 1, wk $1,250 i yes Wester_n—adventure and soeng 1
HOWARO K. SMITH 7 News Famlly CBS 15 min, 1, wk 5956_ - yes |nt-ernat;na| news broadcast from London_ i
SONGS FOR SALE Varlety Family CBS t ohr, )owk $9.675 7 yes ?&ve Allen and unpublished composers i
SPACE PATROL Orama Chilldren ABC 60 mil;. 1wk $1,200 yes Futuristic dr;ma for children
SAM SPADé _Mystery Family NBC 30 min, 1/wk $5,294 yes Private eye a;entureiA - R
SPORTS PARAOE | Sports Male MBS 30 min, 1/wk $1,500 inct. orch, yes Guests for all sports-erchestra A
JOHN STEELE, ADVENTURER Adventure Famlly MBS 3¢ min, 1/wk $1,500 yes Human conflict 1
SUNOAY WORLO NEWS ROUNDUP News Famlily CBS_ 13 min, ), wk $1,225 yes Wor;'l_wide on-the-spot news coverage )
$64 QUESTION | Quiz Family NBC 30 min. 1/ /wk $4.117 yes Fhil Baker poses puzziers ]
TAKE A NUMBER _Q_uiz Family MBS 30 min, l/wk_ $1,500 yes Audience narticipatit;1 o I -
TALES OF THE TEXAS RANGERS _Western Family NBC 30 min, 1;wk $5,294 yes True adventures of famous police force
THE THREE OF US ; lComedy Family cBS 30 min, 1/wk $7.300 no 7 Brother-il:-law trouble i
TIIOP:CAL TRIP WITH OES! ARNAZ Qulz 7 Family CBS 30 min: I,’\;/k7 $4.250 yes La;i_n Ar;;:r;can-musi;: and quiz 3
TRUE OR FALSE 70;1i17 Farrnlily MBS 3¢ min, 1,wk $1.500 yes Audience participation ]
TWIN VIEWS OF ;I'HE NEWS News Fa;r1ily MBSﬁ 15 min, 1/wk $650 yes B Human]nterest -
2000 PLUS Adventure Family MBS 30 min, 1/wk $1.750 yes Scie?e—ﬁctlon )
UNDER ARREST _Mystery FamE ;185 30 min, 1/ wk $I—.550 yes Authentic case historles frem police files i
UP FDR PARDLE l Drama Adult CBS 30 min, 1, wk $4,200 yes Based on actual parole case B
VOICES AND EVENTS i News Family _ NBC 30 min, 1 'wk $4.117 yes B Iiv:g record of week’s news 1
VANITY ANO MRS. FAIR ) Comedy Family CBS 30 min. lwk $7.000 no Woman exccutive In sltuatioﬁ comedy [
WAR FRONT-HOME FRONT News Family MBS 30 min, §/wk $2,000 yes Round-the-worid news interviews
WAR REVIEW News Family MBS 15 min, 1 /wk $650 yes Review of news by George F{;ldlng Eliot
w]NNER TAKE ALL rQulz Family CBS 30 min, 5/wk $3,750 yes Bill Cullen, M.C. daytime
YOUr CAN'T TAKE IT WITH YoU Rsii;uati(m Comedy Family NBC 30 min, 1/wk $5.294 yes Whimsical sh;)w starring Walter Brennan
YOURS TRULY—JOHNNY OOLLAR Orama Adult CBS 3¢ min, 1wk N $5.350 yes Adventures of Insurance Investigater

KARK covers a broader area, with the Furthermore — In these 42 counties

largest audience, morning, afternoon
and cvening, at a lower cost per
thousand fanfilies than any other
Little Rock station!

All sales higures copr.
1951 SALES MAN
AGEMENT
suying Fow
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FOOD STORE SALES

totaled over

$128 MILLION

That’s MORE than the combined total food store sales in
Albany, N. Y., Salt Lake City, Utah, and Lansing, Michigan.

and

DRUG STORE SALES

totaled over

$16 MILLION

That's MORE than the combined total drug store sales in
Trenton, N. J., Clendale, Calif., Tacoma, Wash., and
Racince, Wisc.!

plus

KARK also delivers a BIC BONUS of 24 Arkansas counties
and 3 Louisiana parishes at a 10-499; BMB level!

Write us or phone your nearest Petry man for
full details!

TO SELL THE BEST PART OF ARKANSAS . ..
BUY—

o W

T. K. BARTON. Gen'l Mgr. ﬂ,‘m'pu{cvzic{ Station

JULIAN F. HAAS, Comm’l Mgr.

National Representative

EDWARD PETRY AND CO., INC. LITTLE ROCK, ARKANSAS

SPONSOR
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stine & Osborn; Benton &
Biow: Leo Burneut, Chicago; Cecil &
Presbrev; Cunningham & Walsh;
Compton: Dancer-Fitzgerald-Sample;
William Esty: Foote. Cone & Belding:
Kudner: John R. Murray: Sullivan.
Stauffer. Colwell & Bavles; J. Walter

Thompson: Young & Rubicam.

Bowles;

New web sponsors

Q. What's the outlook in terms of
new advertisers entering the radio
webs?

A. This will depend entirely on how
creative the salesmanship and promo-
tional efforts of the webs turns out.
During the past season, some new ad-
vertisers have wel their feet in web ad-
largely institutional type
sponsors, and on a short-lerm scale.
One example is the American Truck-
Assoctation, which bankrolled
American Farm of the Air for a period
of Sundays on NBC. Another is TWA,
which made its debut into network ra-
dio with sponsorship of NBC's Mr.
and Mrs. Blandings. 'This fall. Syl-
vania Electric Products. Inc.. in an
attempt to sell TV sets to the radio au-
dience, will launch Sammy Kaye’s Sun-
day Serenade on ABC. and Grantland
Rice’s Sports Commentary on CBS.
(Sylvania made its debut in broadeast
advertising in the fall of 1950, squir-
ing Game of the Week on ABC radio,
now cancelled. and Beat the Clock on
CBS-TV, still going strong.)

Undoubtedly. the webs’ best hope is
to lure in advertisers who are introduc-
ing new products to the public. The
most striking illustration is Tintair,
which plunged into network radio last
year with the $7,500-a-week Frank Sin-
atra Show and the $3,000-a-week Som-
erset Maugham Radio Theatre (also
sponsor during this season of Somer-
set Maugham TV Theatre and Sammy
Levenson Show both CBS-TV. and the
Cavalcade of Bands, Cavalcade of
Stars on DuMont).

Some of the webs. reeling momen-
tarily after a flock of pre-sumnter can-
cellations. are heartened by recent new
sales. CBS. for example, is encour-
aged by the way Kingan & Company
has signed for the Godfrey Digest, and
Wildroot for FBI in Peace and War.
Also, although Lever Brothers can-
celled out My Friend Irma, Tums is re-
ported to be dickering for this CBS
comedy old-timer.

vertising.

ing
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LI
, index always) for three years to come.

and lazy ways Dhe protected.

and

MEN, MONEY, MOTIVES
(Continued from page 10)

higher-all-along-the-line  media
costs are “something new, =omething
blue.” Nor will any realistic. well-in-
formed seller of time (or space) fail
to understand that in the 10

since Pearl llarbor, the advertiser him-

Probably it is true that there can be
no slowdown in employment (the key (e
But paradise is not at hand.

* * *

self has become very much more hard-
boiled. Tt isn’t that he has lost faith
in advertising. To the contrary. The
That’s moral is that he buys more intelligent-
one reason why the “fall facts” for ly. more critically, not only on quan-
1951 are peculiarly significant. More tity (eirculation)
competition for the advertiser’s dollar.

Nor will. this time, soft psychology

but quality (man-

agement and policy). * Kk

i
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WGH adds punch to campaigns with:
Dealer and jobber newsletters, counter
cards, window displays, billboards, news-
paper and tradepaper ads, newsleiters, in-
person calls, spot announcements, audience
direct mail, plus complete publicity and
news release service.

Advertisers know that PROMOTION IS A
WGH EXTRA THAT COUNTS!

5,000 WATTS — BASIC ABC
NORFOLK - PORTSMOUTH . NEWPORT NEWS

THE DAILY PRESS - TIMES HERALD STATION
FREE AnD PETERS, INC. NATIONAL REPRESENTATIVES

63



. more New Englanders

“ WPRO

~ than any other
" Rhode Island stahon

Season after season, Hooper’s Share of Radio

Audience Reports show a dominant audience leader-

h / S ship for WPRO in the Providence-Pawtucket area—

N o the nucleus of New England’s SECOND LARGEST

MARKET . . . the 19th largest market in the
United States.

| but, that’s only HALF the story

Another of America’s major marketing areas,
Fall River-New Bedford, Mass., relies on WPRO for
its popular CBS and local programs. WPRO’s power-
ful 5000 watts on 630 kilocycles cover this eighth
largest New England market with a signal greater
than 2 millivolts.

and, as a TEST MARKET*

... PROVIDENCE ranks FIRST in the New England-
Middle Atlantic States area and FIFTH in the United
States for cities of 250,000 to 500,000 population.

Copr, Sales Management Nov. 10th issue, 1950.

E....... I WPRO ::.
MosT BUYERS, LINE:TH [ ii-ri 8 il

PROVIDENCE- 630 KC-5000 W

REPRESENTED BY RAYMER
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In tune with the times

Spot radio billiugs continue to elimh to new heights, despite
scattered rate cuts and the influence of TV in some markets.
Still the most flexible advertising medium available to the
national sponsor, spot radio is busy.

Program offerings continue to change. The availability
picture needs constant revision, and rate structures are still
somewhat unsettled by the recent network maneuvers. .
sPONSOR’s Spot Radio section tells how these shifts will aflect
advertiser’s fall plans,

Comprehensive in scope. the ~ection covers developments
i a wide variety of subjects allied with spot radio. Top spot
ad agencies are given; singing commercials; transit radio;
storecasting; transeriptions; music libraries; regional net-
works; and minority audiences.

Every trend which sponsor’s industry-wide survey has
been able to spot is outlined for fall planning usc.  One extra
“bonus” is a group of tips on how to buy spot radio effec-
tively.

To get an idea of the thoroughness with which spot radio
is covered, look over index at right. It will serve to select
needed topics for immediate use.,

16 JULY 1951

Spat radia basies
Spat radia seape
Business ontlaok
Time rates
Availabilities

Spot sponsars

Agencies placing most sphot

Spat programs
Program improvements
Tips an timebuying
Singing commereials
Transceriptians
Netwark ca-ap shaws
Library services

| SAJ |

Transit Radio
Storecasting
Farcign-langnage marvket

Regional nets

30
30
85
38
92
93
93
96
100
102

101t
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Spot radio basices

Q. What precisely is spot radio?
A. According to a working definition
offered to sronsor hy N. C. (Duke)
Rorabaugh. compiler of the Rorabaugh
Reports, “Spot radio is the use ol ra-
dio by national or regional advertis-
ers in two or more markets not in-
volving the line facilities of one of
the four major networks.”
Essentially. 1t 1s a form of radio ad-
vertising involving the purchase of ei-
ther announcements. or station breaks.
or programs. on a local market-hy-
market. station-hy-station hasis.

Q. What advantages does spot ra-
dio have for an advertiser this fall?
A. This fall. or any other time of vear,
spol radio’s greatest advantage is its
flexibility. In the words of Mary Me-
Kenna. media director and timebuyer
at Bemton & Bowles, New York, who
handles Best Foods” broadcast adver-
tising for llellmann’= Mayonnaise and
Nueoa Margarine: “1 love spot radio
because ils pinpoint coverage is ver-
atile enough to fit the sponsor’s com-
plex marketing pattern.”

Q. What are the particular virtues
of spot radio announcements and
chain breaks?

A. A sronsor snrvey of advertisers,
ageney accomit execculives, and time-
bnvers discloses that the majority fa-

66
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"BOLD VENTURE" ZIV ET. SERIES STARRING BOGARTS, IS HIT. BUT NEW SHOWS

vored these brief commercial messages
because of their versatility and low
cost. Here are their benefits as sum-
marized suceinetly by Robert Brenner,
radio/TV director of Lewin, Williams
& Saylor, Ine., New York:

1. Spot radio announcements allow
an advertiser to move in and out of
schedules. Perhaps, shall we say, put
the pressure on one market and re-
move it from another.

2. You are able to buy a “ready
made” audience. An announcement
placed next to a top-rated program
naturally will caich the best possible
audience.

3. An advertiser can take advantage
of unusual market opportunities. re-
sulting from local developments or sea-
sonal conditions. He can be on the
air in less than 24 hours and eaneel in
two weeks.

4. The buving of announeements
offers the advertiser maximum adver-
tising mentions at lowest cost.

Q. What are the particular virtues
of buying spot programs?

A. Brenner also listed these benefits
for sroNsOR:

1. Radio listening in most cases he-
eomes a fixed habit. Therefore. a good
program can beeome a part of the
daily routine, and assures the adver-
tiser continuous listening,

2. Having seleeted the right time
for a program, the sponsor seeures a
franchise on this time.

3. When a sponsor has a program.

ARE FEW IN ERA OF TV UNCERTAINTIES

he can usc the talent 10 help push the
produet with local distributors and re-
tailers.

4. An advertiser can combine both
a selling and mstitutional job by spon-
soring a program. In addition, vou
are able to get across your full selling
message.

Spot radio scope

Q. What potential audience can
a national spot advertiser reach
this fall?

A. If an advertiser were to stage a
mass spot campaign, he could reach.
potentially. 96% of the United States.
There will be a total of 71.900,000 ra-
dio sets in homes this fall, not to for-
get the 19.100.000 in automobiles (an
increasingly important faetor in all ra-
dio advertising) and 5.000.000 in pub-

lic places.

Q. What number of radio-only
homes can a sponsor reach?

A. According to an NBC estimate, ra-
dio-only homes will number <ix out of
every 10 in the United States. They
break down this way: three of them
are inside TV areas and three of them
are outside TV arcas. In round fig-
ures, the radio-only homes number
27,900,000—ineluding  63% of the
population. To this, of course. must
be added the residual radio listening

SPONSOR
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SPOT RADIO CLINICS HELP REPS, SPONSORS UNDERSTAND ONE ANOTHER. LEFT, DOUGLAS BALLIN, WHITEHALL, GEORGE CASTLE-
MAN, FORMERLY B.C.&P. NOW CB3, ARE HONOR GUESTS. RIGHT, LEONARD COLSON, MENNEN:; H. M, SCHACHTE, BORDEN; REPS

that occurs within TV homes, which
is greater than you might think.

In fact, according to a recent study
by A. C. Nielsen Company. radio hs-
tening before noontime is even greater
in video homes than it is in radio-only
homes. Between 9:00 and 10:00 a.m..
the report shows. radio-only homes
have an average of 17.9 per minutes
of listening. In video homes during the
same hour, average radio listening 1is
22.0 minutes. Between 10:00 and
11:00 a.m., the figure is 18.6 in radio
homes, as compared with 28.0 minutes
in TV homes. Between 11:00 a.m. and
noon, the radio-only figure is 20.1 as
against 28.3 minutes in TV homes.

Q. How will spot radio circulation
this fall stack up against other
media?

A. Very well indeed. Radio will still
give you the biggest circulation. As
already pointed out, total radio circu-
lation is 42,900,000, reaching 96% of
the United States, and radio-only cir-
culation is 27,900,000, reaching 637
of the U. S. Now compare these with
TV. with an estimated circulation of
13.500.000 this October. reaching 33«
of the U. S.; Saturday Evening Post,
circulation 4,036.240. reaching 97 :
Life, circulation 5.351.630. reaching
12%: This Week, circulation 10.000.-
564, reaching 227.

Q. How do radio outlets stack up
against TV outlets numerically?

16 JULY 1951

A. Radio broadcasting outlets still
dwarf TV by a vast mezsure. Most re-
cent figures show there were 2.173
AM radio stations in the United States
in 1950—75 more than the 2,098 in
1949. The FCC has frozen the num-
ber of TV stations at 107 and the
freeze may continue for a year or
more (see freeze discussion. page 142).

Spot radio business
outlook

Q. How is spot radio buying shap-
ing up for this fall?

A. Ovcr-all, you can expect spot busi-
ness to be heavy. with stations in non-
TV areas reaping boom sales. and
those in TV areas either holding their
own nicely, or showing a moderate in-
crease over last fall’s trade. Stations
showing the least increase in sales will
be those in the highly competitive,
huge TV metropolitan markets, like
New York City. Chicago. and Los An-
geles.

The upsurge of spot radio buying is
following a continuous pattern. Spot
broke all records in 1950 with an all-
time high of $121.000.000 in total bill-
ings—nearly $12,000.000 more than

Industries which spend the meost in spet vadio

8$20.000.000 S11.500.000 S$8.060.000
Drugs :
Foods 88 Automotive
Scaps
$7.000.000 S6.000.000 $5.000.000
Gasoline Reer Ll l:
Household Equipment
S1.000.000 S3.500.000 8$3.600.000
| %‘g"}g iing| Msurance & Banks
Tohacco Candy & Soft Drinks Agricultural
Jewelry Products
Radio & TV Sets

Source: SPONSOR estimate for 1950
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spot sales in 1949, In 1951, accord.
ing to estimates of station representa-
tives, all signs point to an even bigger
gross of about £132.000.000,

Q. Why are more sponsors buying
into spot this fall?
A. Primarily. it's because many na-
tional sponsors are decreasing their
network radio efforts to advertise in
TV. But. since TV only covers 60‘¢
of the population in 63 markets. ad-
vertisers are buying into spot radio to
reach the non-TV markets. There are
other good reasons. too. One is point-
ed out by Joseph Weed. president of
Weed & Company. station representa-
tives. “Our business in spot radio is
now up 11%.7 he tolkd spoxsor.
“Why ? Because there’s currently more
consumer money in circulation. and
advertisers are gotug all out to get it.”
Another factor to consider is that in
one TV.station cities. like Pittsburgh.
Richmond and Buffalo. where the
prime TV time is sold out. both new
and habitnal broadcast advertisers are
diverting money instead into spot ra-
dio—in some cases 1o keep up with
competitors who are on TV. A final
reason is that the broadcasters them-
selves are expending full efforts to pro-
mote spot radio to the hilt: exactly
how is answered in the question below,

Q. What efforts are broadcasters
making to attract advertisers to
spot radio?

A. The numerous inducentents broad-
casters are offering to advertisers seck-
ing spot radio are too many to be com-
pletely covered here, There’s no doubt.
though. that spousors will benefit from
these “hires.” The palmy davs when
broadecasters could sit back on their
watts and wait for customers to crowd
in are over. Sponsors will gain from
the increased promotional efforts. the
heightened use of imagination in pro-
graming as broadeasters wake from
their lethargy to battle the inroads of
TV,

Here are just a few typical promo-
tional efforts that broadcasters are em-
ploving to draw sponsors into spot ra-
dio this fall:

1. WGAR. Cleveland. has just re-
leased an attractive booklet. entitled
“Radio Rides the Streets and High-
warve,” To show sponsors one of the
bonuses rudio offers. the studv reveals
the findings of a snrvey of 6.378 auto-

€8

mobile operators in 04 locations. Sur-
vev showed that 81 out of every 100
autos in Cuvahoga County (the home
county) contain a radio: people with
car radios keep their sets turned on
74°¢ of the time they are driving.

2. WCAL, Philadelphia, has hegun
a concentrated program to house-build
local programs for specific classes of
clients. Joseph T. Connolly. vice pres-
ident. says it “represents the opening
gun in a drive to sell radio next fall
as it never has been sold in Philadel-
phia.”™ An example of this new con-
cept is WCAU’s 15-minute She's En-
gaged, in which a staffer selects new-
hv engaged young women from the so-
ciety columns of Philadelphia’s news-
papers, tape records interviews in a
humorous or romantic vein. The pro-
gram. naturalhv. would be tailored for
food or household appliance firms,

3. To show that spot radio is still
doing a potent job in a TV market.
WRBT. Charlotte. has put out an effec-
tive pamphlet that begins: “YES, tele-
vision @s growing sensationaly in the
Carolinas—with sets quintupled in the
tast 12 months, BUT WBT is growing.
too. Take Sunday night for instance.
In the eight hal-hour periods between
6:00 and 10:00 p.m.. WBT ratings are
up six, even in one, slightly down in
one. Where is the TV audience com-
ing from? This chart shows it comes
from competitive stations and from

.n

new listener-viewers. . . .”

Speot radio time rates

Q. What's the outlook in spot ra-
dio rates this fall?

A. Generally. vou can expect rates in
several nou-TV areas to be up this
September. while those in TV areas
will hold to the status quo. A straw
in the wind came rccently from S, AL
Cisler. of WKYW, Louisville, Kv.. sce-
retary of the Association of Indepen-
dent Metropolitan Stations. At a June
meeting in which about 20 station op-
erators participated. he said. “more
than 557 of the station membership
present indicated their local rates were
to be increased this fall. or had al-
ready been hoosted.”

Cisler went on to report: “A number
of independents were shifting to the
stugle rate card policy for both nation-
al and local accounts. and some were
announcing a  single rate  for all

hours.

Q. Are under-the-counter rate-re-
ducing deals on the station level
still continuing this fall?

A. Yes. but a concerted drive is being
made to stamp out this bargain-base-
ment type of selling. A dozen station
representatives  polled by sponsor
agreed, ruefully and quite unofficially,
that well over 40%¢ of the radio sta-
tions in the United States indulged in
covert deals. A major reason for this
secret thimble-rigging of rates is the
keen competition among the stations
for immediate cash business. Accord-
ing to the FCC, there were 2.098 AM
radio stations in the United States
which in 1949 grossed $307,000,000.
In 1950. thanks largely to booming
national spot. business zoomed to a
gross §338,000,000, but it had to be di-
vided among the nation’s increasing
number of AM stations, grown from
2,098 to 2,173. To take one example
offered by Wells Barnett. sales develop-
ntent manager for John Blair & Com-
pany: “Peoria, before the war, had one
radio station. After the war. it had
six counting Pekin. Naturally. all five
are continuing to compete sharply for
business.”

Q. Who is trying to eliminate
these station rate deals, and why?
A. Most state and regional broadcast-
er associations and the reps are urging
stations to stick to rate card rates.
Perhaps the most unified effort is be-
ing made by the recently formed Affil-
iates Committee, headed by the highly
respected industry leader, Paul W.
(Fritz) Morency. general manager of
WTIC. Hartford. Conn. In their letter
to network afhliates last April. the
Committee urged station operators to
“have no hesitancy whatsoever in in-
creasing rates.” Also implicit in the
tetter was the between-the-lines mes-
sage: Stop slashing national spot ra-
dio rates.

The reasoning of the stations is
clear. Thev believe radio rates are al-
ready Dbelow their true value.

Q. How do sponsors feel about the
unstable spot rate situation?

A. A few of them. thinking in terms
of the recent network radio rate slash,
would like spot radio to follow suit.
Marschalk & Pratt. agency for Lsso,
is reported to be canvassing stations
about the possibility of redncing rates.

SPONSOR



That's the direction A\
| , - of WMAQ program ratings*
More and more listeners in the prospering Middle West are
— joining the big WMAQ family all the time.

i For instance, in spite of a slight seasonal decline in all

s —1 Chicago area listening during the first four months of 1951:

0, of rated WMAQ quarter-hours showed
53%

increased ratings.

0, of rated WMAQ quarter-hours either
66%

increased or remained constant.

Contact WMAQ), Merchandise Mart, Chicago, or your near-
est NBC Spot Sales office NOW for assistance in placing

your sales messages before this ever-growing audience.

*Pulse of Chicago

'NATIONAL BROADCAS

£ N1 ¢ AB O
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Dudlev Leblane. the Hadacol tycoon
(currently off radio temporarily while
he gains breath). is notorious for un-
der-the-counter deals.

The great majority of ad agencies
and advertizers. though, would like to
see under-the-counter deals ended and
station rates stabilized at a reasonable
Those surveyed by spPonNsoz
agreed they would not like to see the
medium degenerate into a cloak-and-
suit business. If rates were to become

level.

too cheap, they feel, the medium itself
would become suspect. (See statement

LISTENERS KNOW

THEY May Be Missing Something
if They Don’t Stay Tuned to This
On-its-toes Newspaper Station

WE KNOW

YOU May Be Missing Something
if You Don’t Investigate

Emphasia on the
local and personal

[ '
Intense interesl in
scures of prosperous
rities, lowns rich
rural area

@
More peoplr are in-
tevesled in a big home
town fire than m big
Florida tornedo
, L
"Mass audience appeal!
‘and the mass fa con-
ed in this muiti-
dollar market

/0

by Jefl Wade in Mr. Sponsor Asks,
page 170.)

Spot radio availabilities

Q. How easy or difficult will it be
to find spot radio availabilities this
fall?

A. Generally, sponsors will be able to
find spot availabilities easily in TV
arcas; not so easily in non-TV areas.
By and large, vou'll find the greatest

News to the Minute
Every Hour on Hour
k-3
On the zpol remote
COVErage news events
&
All area interschol-
aslic tournaments
®
All Green Bay Packers
Games

Wisconsin League
Baseball

)

Independent, Unaffilioted, Indispensable in this multi-
million dollar market

Most listeners tune WIPG sometime every day. We make
it attractive to them to stay tuned longcr

GREEN BAY.TWIS

INTERESTING AVAILABILITIES NOW!
Because We Are NOW—and Recently!—Full Time

PHONE US ABOUT AVAILABILITIES

Phone Joseph Hershey McGillvra, Inc., Our National Rep.
1440 on the dial

s« 1,000 watts daytime o 500 watts night

rush will be for the prime “family lis-
tening” periods—7:00 to 9:00 a.m.
breakfast time; 12:00 noon to 1:00
p.m. lunch time; 5:30 to 7:00 p.m.
supper time. In TV areas, daytime
slots will be most sought after, rather
than evening periods, when radio will
be competing against the video audi-
ence.

Most ad agencies, now mapping
their fall spot radio campaigns, are
already contending with the rush for
daytime spot radio availabilities. Typ-
ical was the comment SPONSOR received
from Paul Gumbinner, timebuyer at
the Gumbinner Agency for Chap Stick
and Chap-ans, which buys fall spot ra-
dio over some 35 stations. “Business
is so good at most of the top radio sta-
tions.” he says. “that one of my big-
gest problems is getting availabilities.
That’s why I'm mapping out our au-
tumn campaign well in advance this
summer. A good station like WFAA,
Dallas, is usually sold out, and it’s only
as a special favor that they wangle an
opening for me.”

Q. What factors are making it
easier for a national spot adver-
tiser to buy availabilities this fall?
A. Two key trends are opening up the
number of availabilities a national ad-
vertiser can acquire. First, the net-
works are releasing so-called “fringe
time” to their affiliates which, in some
cases, Is excellent. The stations are
selling this additional time to national
and local spot buyers. The reason the
nets are releasing this sustainer time
is. of coursc, to cut costs. Stations are
pressing to get such time because they
can sell it on their own.

Sponsor usage of spot

Q. What product categories will
be most active in spot this fall?

A. Soaps, foods. and drugs will be
heaviest: Dbut station representatives
report that brewers of beer will make
their strongest national spot efforts in
years. In the soap category, some sta-
tions are worried about P & G’s re-

IS YOUR SLIP
SHOWING?

see page 1838

SPONSOR




OUBLE SELLING
OUBLES VALUE!

Big double outdoor advertising sign on one of Knoxville's
most heavily traveled streets—another unique promotion
aid**used by WNOX to sell itself, its programs and its
advertisers.

AND LISTENERS IN THE VAST WNOXVILLE MARKET ARE
DOING JUST THIS—ENJOYING THEMSELVES MORE THAN
EVER BY LISTENING MORE THAN EVER TO THIS GREAT
SCRIPPS-HOWARD RADIO STATION.

WNOX IS A BETTER BUY TODAY THAN EVER
AND IS GETTING BETTER ALL THE TIME WITH

MORE LISTENERS THAN EVER—

(Knoxville Sets-in-use at all-time high—no television competition)

BETTER SERVICE AND PROGRAMS THAN EVER-

{More for your money in every way)

HIGHER HOOPERS THAN EVER—
{Among the highest in the country)

BIGGER MARKET THAN EVER—
{WNOXVILLE area is booming)

MORE ADVERTISERS THAN EVER—

(With many waiting for vacancies)

* % % A %

CBS - 10,000 WATTS - 990KC - KNOXVILLE, TENN.

SCRIPPS-HOWARD RADIO, INC.

**Others are movie trailers in all leading theaters, many outdoor adver-
tising signs strategically located, bus cards on both sides of busses, taxicab
cards, window displays on busiest street in town, big posters on express
company trucks, letters to dealers, a monthly mailing piece to hundreds of

. ’ grocers and druggists, courtesy announcements plugging programs, and
Representatives: THE BRANHAM COMPANY anything else it takes to sell—to get listeners—and keep them.




It's an
indisputable fact —

KLIX

is KLICKIN’
in ldaho's Fabulous

Agriculture Em pire

MAGIC VALLEY

Farm Market
in ldaho

lst
lst

Farm Market
in the Inter-
mountain N est

Farm Market
in the Nation

561t

KLIX

is KLICKIN’

and George Hollingbery

an prove it!

1000 acatts
on 1310
Tawin Falls,
[daho

‘ocky Mountain
Broadeasting Svstem

nk C. Meclntyre

i - lkg“'
m—
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cent cancellations of spring spot driyves
for Spic & Span and Tide. and easing
up of those for Jov, Lilt. Drene, and
other P & G products. P & G spokes-
men, though. report the curtailment
was merely timed to end with the P &
G fiscal year on 30 June. Colgate,
Palmolive, Peet has also curtailed its
spot scheduling recently; and some
representatives believe it is in the proc-
ess of withdrawing its announcements
from TV areas and concentrating them
in non-TV areas. In the food category.
frozen foods and breakfast cereals will
get a heavy play this fall; and in the
drug group, deodorants and cosmetics
will be pushed. Wildroot is returning
heavily to spot: so is Bromo Sehzer.

Patent drugs, like Lydia E. Pink-
ham’s vegetable compound and Mus.
terole and Pertussin. will he promoted
hard on spot radio, but largely in the
Southern markets. The anti-histamines,
trying to regain waning public curi-
osity in their cold cures, will probably
step up their national spot coverage.

The hard goods spot picture is un-
certain, dependent on surpluses piled
up in retail outlets on the one hand
ilike TV sets), and wartime shortages
of vital metal parts on the other hand
(like electrical appliances). By and
arge, you can expect automobiles. like
Dodge. Austin. and Kaiser-Frazer. to
be advertised -on a regional or local
spot sales basis: razor blades, like Gil-
lette and Silver Star, to be pushed on a
mass national basis: and agricultural
eoods to be promoted on a particular
locale basis. near points of distribu-
tion.

Miscellaneous products, like shoes.
airlines, and telephone service, will in-
crease their usage of spot radio a great
deal. The same applies to book pub-
lishers, movies and magazines, who
will make extra-strong efforts to lure
the pnblic away from their video sets.
lustitutions, on the order of the Flor-
ida Citrus Comumission and the Bitu-
minous Coal Institute, will stand pat
with their present spot radio efforts.
However, large corporations who have
not been in spot radio before. will
probably enter the field (using insti-
tutional advertising}. In an attempt
to reach the No. T sales throne, aggres-
sive cigarctie companies, like P. Loril-
lard and Philip Morris, will undoubt-
edly step up their spot radio coverage.

Q. Who are among the top users
of spot radio?

A. For a dolars-and-cents breakdown
of spot radio revenue by product
groups, see chart (page 67). Accord-
ing to a SPONSOR survey of station rep-
resentatives, these will be among the
top 20 buyers of spot radio this Fall
{not in rank order): P. & G: Lever;
Peter Paul Candy: Brock Candy Com-
pany: Coca-Cola; Continental Oil
Company; Best Foods: Esso: General
Foods: Philip Morris: Borden: Atlan-
tic Gas & Oil: Robert Hall: d-Con:
Wildroot.

Agencies using spot
radio meost

Q. Which advertising agencies
place most national spot advertis-
ing?

A. According to N. C. Rorabaugh.
the following are included among the
top 15 spot placing agencies (not in
order of raunking): BBDO: Young &
Rubicam: Ruthrauff & Ryan: Biow;
N. W. Aver & Son: Benton & Bowles;
Ted Bates: William Esty: William
Weintraub: J. Waklter Thompson;
Dancer-Fitzgerald & Sample.

Spot radio programs

Q. What are the main trends this
fall in local-level programing?

A. Over-all. you can expect news and
disk jockey programs to be the most
sought-after bidders for the public ear.
An increased interest has been shown,
too. in religious shows. participation

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 1930

HIGHLY RATED

52.8
AYERAGE WINTER 1951

ABC STATION

WBTM

HOLLINGBERRY

SPONSOR




THE CHICAGO WHITE SOX STATION

\WoJJ D

Chicago’s BEST
50,000 Watt BUY

A MARSHALL FIELD STATION
REPRESENTED

NATIONALLY BY
AVERY-KNODEL
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Ever hear about the little package

that wenf to Fort Wayne
with $750 000 in it)?

WOWO’s real-life, “sell-out”
drama with a happy

ending and a [YYo) ;Y.\

for everybody

What happened in Fort Wayne might
just as easily have happened in Houston
or in Sacramento or in Riehmond. Va.
Pomtis: it happened. Seems WOWO in
Fort Wayne arranged a modest little
marriage between the Gladieux Heating
Company and THESAURUS’ Music by
Roth show.

Just one-quarter hour at one o’clock
every Sunday—but with enongh people
m 49 counties listening for the show
to boost Gladicux’ business 6009, to
sell $750,000 worth of oil burners in one
year . . . to sct up such a clamor for
heaters that shortages began to de-
velop, orders had to be back-ordered.
the heating company had to sign off,
cateh its breath, and embark on a re-
luctant separation from the Roth Show.

What about this Allen Roth, pied
piper who piped in too many customers
too quick, and ted Station WOWO and
s sponsors into this unusual “sell-
out’” predicament?

“Music by ROTH”

pied piper of
Fort Wayne and
points E, S, N and W

J Roth 1s the man
with the bow tie
who conducts on
thefamous Vilton
Berle

mithons. One of radio's

nost versatile wizards. he whirls yon
hrough his musical “style show.” out-

program,

fanniiar to

specializing the specialists in any
musical mood you eould mention. All
this with a hypnotic quality whieh
seems to surround a sales message with
urge and compulsion.

After Roth delivered his friendly
knockout to Sponsor Gladieux, WOWQ
unwrapped this dynamite property on
the desk of Fort Wayne's toughest
prospeet.  With a hard-hitting, fact-
fitledt brochure to show. with a snappy.
smooth audition disc to play, WOWO
made an immediate re-sale. Soon, re-
quests for the new sponsor’s leaflet were
flowing in from 49 counties at a rate
regarded by station and sponsor as
“bordering on the phenomenal” So

WOWO's little drama had a happy

Every Glodieux heoter dealer within 75 miles of
Fort Wayne felt the soles impoct of "Music by
Roth.” Theme: "You're poying for an oil burner
NOW —why not hove one instolied!"

ending, after all. And Roth’s new spon-
sor won't be sold into shortages. This
time, it’s a bank.

—
Sesaurus
romps all over the clock

in Fort Wayne
“Musicby Roth” isjust one THESAURUS

show earning talent fees and time
charges for WOWO. Reeently released
“Tour of Charm” and “Wayne King
Serenade” are two others. Altogether,
mineteen THESAURUS shows are run-
ning in Fort Wayne every week; most
of them stand right around the top in
audience surveys . . . three with more
fisteners than any other show running
al the same time,

m for everybody

Since Fort Wayne is about as close to
typical as any community ever is, this
THESAURL S success story calls for a
closer look by stations. agencies and
sponsors in other arcas. Some of the
things sclling-mmded  people  every-

where like about THESAURUS:

for station
Station can pav the whole cost of
THESATRUS with the first 2 or 3 sales
have a talent-packed reservoir all ready
and waiting as new sales opportunities

rar B G



ARTHUR FIEDLER conducts
“Concert Hall of the Air"

come up. Every possible production
aid to give local radio professional pace
and polish . . . voice, music and sound
¢ffects 10 short-cut production expense.

for agency

Agency can easily and effectively launcly
clients on radio with THESAURUS’
keen, hard-hitting presentation mate-
rial. THESAURUS offers the agencv
established big-name shows . . . with a
talent-plus-economystory no otherserv-
ice can match.

for sponsor

Sponsor can choose the exact THE-
SAURUS show to fit his audience, audi-
tionit, checkitsresultsin other markets.
Sponsor with a small budget can buy
“big time” talent. He can take to the
air at unbelievably low cost and get
proved performance.
* * *

Complete audience-building promotion
kits packed with material to merchan-
dise THESAURUS shows locally: biogra-
phies, announcement and feature press
releases, photos, photo and ad mats,
exploitation campaigns.

Your THESAURLUS shows get the
nation’s hits before they’re hits—52 or
more selections every month—provid-
ing new tunes well ahead of their

"“Swing and Swoy
with SAMMY KAYE"

THE NEW ERA IN

“FRAN

EDDIE FISHER,
now featured on “Music by Rath”

popularity peak. Basic Iibrary of over
5,000 selections with weckly continuity
for 28 program series—3535 individual
shows.Recorded tie-ins, cross-plugs, pre-
broadcast announcements, mood music,
vocal cues, voice tracks, sound effects,
time and weather jingles, commercial
iingles, special Holiday Shows, ete.

Thvsaurus

talent-roster grows!

New big-name shows are piling into the
big economy package all the time!
Spitalny’s famous “Hour of Charm,”
“The Wayne King Serenade,” “Sons of the
Pioneers” and *“Hank Snow and His Rainbow
Ranch Boys” are four recent newcomers
to the THESAURUS family—all with
ready-made audicnces in the millions.
“The
WAYNE KING
Serenade”

whose famous,
honey-toned tem-
i po has become a
famlllar and beloved nation-wide insti-
tution. Onc of the most amazing
examples of continuous audience pop-
ularity and commercial success in the
history of radio.

WARREN SINGS*

"HANK SNOW oand His
Rainbow Ranch Bays"

PHIL
SPITALNY'S
“Hour of Charm’’

has won one of
America’s most
faithful and devoted
followings—built
during a continuous decade of coast-
to-coast sponsorship by one of the
great U. S. brand names. A powerful
selling influence on “Mrs. America™!

Among the many other
THESAURUS shows:

SONS OF THE PIONEERS

THE SINGING AMERICANS (Dr. Frank Black's Male Chorus)
CLAUDE THORNHILL AND HIS ORCHESTRA

LAWRENCE DUCHOW AND HIS RED RAVEN ORCHESTRA
VINCENT LOPEZ AND HIS ORCHESTRA

CHURCH IN THE wWILDWOOD

HERE'S JUNE CHRISTY with the Johnny Guarnieri Quintet
RAY McKINLEY AND HIS ORCHESTRA

OLD NEW ORLEANS (Jimmy Lytell and the "Delta Eight")
NORMAN CLOUTIER AND HIS MEMORABLE MUSIC

A FESTIVAL OF WALTZES

MUSIC HALL VARIETIES

SUM BRYANT AND HIS WILDCATS

1 HEAR THE SOUTHLAND SINGING (Golden Gote Quartet]
DOWN HARMONY LANE

RIDIN' THE RANGE

ORGANAIRES

LISTEN TO LEIBERT

MUSIC IN MARCH TIME

Send for THESAURUS’ comprehensive
brochure today!

“THE TEX BENEKE SHOW"

JOHNNY DESMOND on
“The Music of Manhattan™

recorded

SGI VlCGS

RADIO CORPORATION OF AMERICA

RCA VICTOR DIVISION

—— —

630 Fifth Avenune, New York 20, V.Y,

Chicago Hollyrwood Atlanta

Dallas



programs, homemaker programs. and
musical programs slanted for bilingual
ntarketz. Reason for the popularity of
these programs, is that they give na-
tional advertisers intimate contact with
the special tastes of local audiences.
In TV areas, sponsors are buving
into daytime programs and specialized
shows such as sports. foreign language
and marginal time. Many stations are
running 20 hours around the clock. in
order to increase prime after-midniglt
time. WOV. New
York. which has a brewery sponsor ad-
vertising at 3 aan. at regular rates. A

One example is

Pulse survey for WNEW projected to
3.492.000 radio homes in 12 counties
of metropolitan New York-New Jersey
found 384T of the homes tuned to
radio between midnight and 6:00 a.m.

A more detailed breakdown of spot
radio program trends is found in an-
swers to questions below. based on a
uational AM station survev conducted
by SPONSOR.

Q. What's the outlook in news
programs?
A. The boom in news programing

~I
AN

WHHM

MEMPHIS

““independent--but not aloof’’
1S
happy to announce

the reappointment of

FORJOE & COMPANY

as exclusive
national representatives

effective

July 16, 1951

I ‘
-

since the Korean war broke continues
unabated. Even following in the wake
of the Korcan fighting. advertisers are
banking on the fact that audiences will
still be interested in the post-war mop-
up and a jittery Asia aud Europe.

A typical response from sPONsOR’s
survey came from William J. Adams,
program director of WHEC. Roches-
ter: “In increases or decreases. spot
news seems to be the program that
pulls the greatest audience, as well as
the one to which sponsors remain lov-
al.”

From Vern Lindblade, commercial
manager of KFVD, Los Angeles: “We
have noticed no substantial increases
or decreases in any particular type
program, with the exception of a great-
er news popularity (by our audiences)
since the Korean war. . ..”

And from Joyce M. Chapman. ad-
vertising and publicity director for
WIBK, Detroit, 24-hour station which
presents news every hour-on-the-hour
in co-operation with the Detroit Times:
“The audience for news broadcasts has
heen steadily increasing over the
Nighttime Hooper ratings
are greater than ever before.”

mortths.

Q. What's the outlook in disk
jockey programs?

A. Disk jockey shows are running
neck-and-neck with news in increased
public and sponsor popularity. Here
are typical replies from SPONSOR's sur-
vey. explaining this trend toward the
heavy usage of platter-spinners:

Bill Roche, promotion director for
WFEBR. Baltimore. says: ““l believe
there has Dbeen a definite trend at
WFBR toward more disk jockey pro-
grams. This has also been advised by
our nattonal rep. The reason for this
is to build inexpensive participating
announcement shows that will have at-
tractive ratings. [t is the opinion of
some people that this is the only reply
to TV competition.”

Morton S, Cohn, program director.
WCHS. Charleston, W. Va., reports:
“According to the latest Hooper sur-
vey, which was conducted in Charles-
ton from November, 1950, through
March, 1951, the disk jockey programs
seem 1o be doing best.”

Claire Himmel. research director of
WXNEW. New York. whose Art Ford
Milkman’s Matinee totals up a week-
by audience of 1.025.000: “Our latest
survey proves conclusively that the
post-midnight audience is not limited
to night-owks and such late-night work-

SPONSOR




WCBS ANNOUNCES
THE NEWEST IDEA IN
ALL STATION-BREAK
ADVERTISING!

WCBS has always been the best station-break buy in New York. Now
it’s better than ever. Now WCBS offers advertisers a new plan. Now you can
have your commercials delivered by your choice of WCBS local stars:
Margaret Arlen, Jack Sterling, Phil Cook, Bill Leonard, Tommy Riggs
and Betty Lou, John Reed King, or Harry Marble.
Their familiar voices—heard at unexpected times—mean exfra attention
to your recorded announcements. And extra sales.

Their entree into New York homes is your entree . . . their success can
be your success. For complete information about star-studded

station breaks custom-cut to your product, just get in touch with . . . wc B s

New York's #l Station - Columbia Owned - Represented by Radio Sales



SELL!

. . . over Western North
Carolina’s Most Powerful
Radio Combination:

ASHEVILLE, N. C.

The sure way, the cconomical way,
the effective way, to reach this big,
wealthy  market. AN and  FM!

WLOS Promotion:
NEWSPAPER Space
Strategic BILLBOARDS
WINDOW DISPLAYS |
DIRECT MAIL

WLOS Personalities:
UNCLE BING—Hillbilly
DR. BOP—Western North

Carolina’s Only Colored
Disc Jockey

FRED BROWN—Sporrts

SUNNY DAYE—Women's
Shows

WLOS POWER:

5000 Watts Day—I1,000 Watts
Night—I1380 k¢

9200 Watts 1013 mc

Asheville’s Only FM Station

Proved results for local advertisers
aned tor the great names among
American  products. lLet us give
you detaited facts!

Ask The

O. L. TAYLOR COMPANY
New York

Tos Angeles San  Frandisco

Chicago Dallas

or Call or Write

WLOS, WLOS-FM |

ASHEVILLE, N. C.

Afiliated with
The American Broadcasting Company
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ers as taxi drivers and short-order
cooks. A lot of people are returning
home late from such ordinary activi-
ties as visiting or attending the thea-
tre. ball games. club meetings—all of
which make for a very substantial

amount of disk jockey radio listening

after midnight, both while driving
home and at-home hefore retiring.”

Q. What's the outlook in women'’s
home economic programs?

A. Most stations report that an in-
ereasing number of sponsors are buy-
ing into these daytime chit-chat shows
for the hausfrau.
this way:

Their reasoning runs
“TV women’s programs have
the admittedly potent virtue of being
able to display products visually. But
the housewife, busy housecleaning,
would rather have her domestic ad-
vice offered in easy, aural doses.”
One woman’s program director who
gets a big hearing on both AM and
TV is Fay Stewart. Her woman’s pro-
gram has been aired daily for seven
vears on KSFO, San Francisco: now
she’s also heard five times weekly on
KPIX Kiichen, on KPIX-TV, San
I'rancisco. WFBR. Maryland. reports
strong sponsor interest for this fall in
Shoppin’ Fun, It’s Fun to Cook, and
Every Woman’s Hour; as does KFVD,
Los Angeles, in its Shopping Hilites.

Q. What's the outlook in House-
wives’ Protective League pro-
grams?

A. Sponsor participation in HPL's
programs—Sunrise Salute, Starlight
Salute and the afternoon Housewives
Protective League show—is shaping up
strong in most of its 10 markets. Ed
Wood, General manager for the HPL
programs at CBS Radio Sales, told
sPONSOR: “Our business this fall looks
as though it'll be ahead of last year’s
—even in TV areas, like Washington.
D. C. and Hollywood.
markets, though, it may be down some-
what. All in all, business will be very
good. Why? Because HPL programs,
with their boards of housewife testers,
have proved over the last 16 years that
they ean sell merehandise.”

Q. What's the outlook in religious
programs?

A. [xtremely promising. A concise
summary of the trend is wrapped np

"in the report made to sponNsor by Jolmn

Cleghorn, general manager of WHBQ,

In some TV .

Memphis: “You will find among a
great many stations in the South a
notable increase in the number of re-
ligious programs. Most of these are
commercial programs, bought and paid
for by independent cvangelists and
evangelistic preachers suppolted by
congregations on a regional basis.”

Q. What's the outlook in public
service programs?

A. Sponsors this fall can make a very
shrewd buy in public service programs
—they often have a strong local im-
pact. The most profitable sponsorship
will be on thosze stations which have
used imagination in developing origi-
nal shows. rather than depending on
thé yat-ta-ta-ta of local speech-makers
in an effort to fill the time slot. Here
are just three random samples of intel-
ligent public service programs:

N. L. Bentson. commercial manager
of WNMIN. St. Paul. Minn., reports:
“When the Minnesota 47th Viking Di-
vision was called 1o active service,
WNMIN's special events department sent
a unit to Camp Rucker. Ala., 1o “follow
the boys.” A WMIN staft announcer,
producer and engineer flew to Camp
Rucker; taped a series of one-hour
shows, Camp Rucker Report, which
were air expressed back to the Twin
Cities and released on successive Sun-
day afternoons. Listener response?
Thousands of congratulatory letters.
Sponsor response? One hundred spon-
sors went begging for just a mention
of their names on the series.”

WHO. Des Moines. lowa. has built a
reputation for itself as a publie serv-
ice station. Outstanding among itz
spark-plugs of local attention are its
FEuropean Relief Project program.
which has enlisted listeners to send
tons of food, 5L000 parcels to needy
Europeans; Ieterans’ Forum, in which
loeal vets’ problems are discussed and
solved; News and Views About Relig-

RESULTS PROVE

500,000

MEXICANS IN GREATER

LOS ANGELES

LISTEN TO 6§ HOURS OF

SPANISH

PROGRAMMING DAILY ON

KWHKW AND KWKW-FM
ASK FOR JOE

SPONSOR



Sherman was right!

In describing the strategic importance of Atlanta,
General Sherman likened the city to a point

in the palm of his hand. Outstretched fingers

represented vital supply routes on which depended
the life of the Confederacy.

“I close my fist on Adtlanta,” said he, “and
[ capture the whole great Southeast.”

We relate this incident—not that we enjoy the
recollection—Dbut because, in effect, the

same dramatic strategy applies for a successful

sales attack on this region today.

In its role as the distribution center and commercial
capital of the Southeast, Atlanta wields a

tremendous sales influence on the entire market.
Concentrate major effort on Atlanta through Dixie’s
most powerful advertising media—WSB and WSB-TV—
and make an impact that will be felt throughout

the entire Southeastern Empire.

THE VOICE OF THE SOUTH ON PEACHTREE STREET

wsb \ wsb-tv

Affliated with The Atlanta Journal and The Atlanta Constitution
Represented by Edward Petry & Company, Inc.
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ton: and Country Home, a public ser-
vice program slanted toward {farm
women.

Finallv. WGAR. Cleveland. has de-
veloped a neat gimmick in its Ask City
Hall. in which special events director
Donald C. Hvde poses questions of civ-
ic interest to city hall officials.

Q. What's the outlook in rural
music programs?

A. A strictly local trend was report-
ed to sponsoR by WHBQ, Memphis:

“There is a decline here in audience

preference for the so-called hill-billy.
folk or Western music. We have a staff
band which at one time plaved hillbilly
music  almost  exclusively. However.
the boys switched to a rather sophisti-
cated type of hillbilly tune and a good
deal of straight dance music, border-
ing on the Dixie Land stvle. We ob-
jected to this for a time, but we are
convinced that is what the listener
wants.”

This tendency toward sophistication
seems spotted only in certain areas. be-
cause many stations elsewhere report-
ed a continuing mterest in genuine,

BATON

LCS

THE

ASTEST GROWING

MARKET IN AMERICA IS

WITH A
257 % INCREASE IN POPULATION, 1950 OVER 1940
321% INCREASE IN RETAIL SALES, 1949 OVER 1940
(1943 SALES $154,000,000)

Every survey made in the last 4

vears shows WLCS as the NO. 1
STATION 8 AM. to 6 P.M.

REPRESENTED BY RAMBEAU

ROUGE

* %

BATON ROUGE
--ABC--
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blown-in-the-bottle hoosier music. Bob
Atcher. “Top Hand of the Cowhands,”
still gets a heavy listener acceptance,
with no modernistic folderol in music
allowed. when his barn dance musi-
cians play on Bob Atcher Presents on
WLS, Chicago. And Honeyboy Hardy,
WBOK. New Orleans, continues to fare
well with “spirituals and sweet-talk
music.”’

Program improvements

Q. What's being done to improve
spot programing?
A. Some of the most dynamic efforts
are being made in clinics conducted
by Associated Program Service and
Broadecast Musie, Inc.

The BMI clinics throughout the na-
heen sparked by Carl

tion have

" Harevlin, BMI president, and Glenn

Dolberg. BMI director of station re-

- lations. (For programing tips gleaned

~below.)  An

from BMDP’s broadeaster clinics. see
interesting phase of
BMI's music licensing efforts is the
report underlining the trend toward
BMI  handles the

music in  radio.

~ broadcast music performing rights of
900 publishing firms with virtually

100¢ of the nation’s radio/TV out-
lets. A BMI spokesman told sponsor
that “since we started in 1940. the use
of our copyright music by broadcasters
has continued to increase.”

The APS clinics are sparked by
Maurice (“Mitch™) Mitchell. v.p. and
general sales manager. At a typical
APS clinie for 50 station operators,

- for example, the suggestion was made
that disk jockeys emphasize *“mood

block programing” rather than just
play favorite records. It was further
suggested that all transcriptions be
coded. on the basis of research done by
Muzak: “A” for early-morning pepp)
music: B for later-in-the-morning
modefied bounce: “C” for early after-
noon relaxation.

Tips for sponsors

Q. What practical advice is avail-
able to advertisers sponsoring spot
programs?
A. These tips. gleaned from BMI clin-
ics. should be helpful:

1. Wateh out for disk jockeys who
waste time with over-long chatter.

SPONSOR



Negro radio has solidly established its effectiveness to national advertisers. Any
advertiser aware of the Negro Market potential can capture it forcefully and
effectively by using Negro radio—the direct route to Negro sales.

Some outstanding examples of the use of this media can be found among the

following successes:

A beer advertiser, fourth in sales in certain
Negro areas, used every medium but Negro
radio. After the advertiser decided to purchase
this type of advertising, he jumped to second
place in less than one year. Other beer adver-
tisers followed suit.

A national magazine decided that tne only
effective medium to increase their circulation
was the use of Negro radio. Atter 1 one week
campaign, circulation increased by +0%.

Two bread accounts bought Negro radio and
increased to additional areas atter sales showed
a sharp rise.

A cigarette advertiser had a general 15%
increase.

A toothpaste advertiser, after a short test,
increased his Negro riadio schedule to almost
every Negro area.

There are many more examples, but these
firms are typical. Their verdict: Negro Radio
delivers very profitable and at low cost.

CALIFORNIA

® Fresno

THE NEGRO MARKETS LISTED
ON THIS MAP INCLUDE
8,000,000 LOYAL LISTENERS

~National Advertisers

Flocking to Negro Radio

The value of low-cost, high-return adver-
tising through Negro radio can be attested
to by such prominent national advertisers as:
Bristol Meyers (Ipana); Colgate-Palmolive-
Peet Company (Vel and Fab); Ebony Maga-
zine; B. C. Remedy Company; American
Safety Razor Company; Best Foods (Nucoa
Margarine); General Foods (Sure-Jell);
Griffin Shoe Polish; Falstaff Brewing Com-
pany; Monarch Wine; Lever Bros. (Jelke
Margarine); Champale; Welch’s Wine; Sul-
phur 8; Royal Crown Hairdressing; Murray’s
Pomade; Thom McAn Shoe Stores; Cham-
pagne Velvet; Gordon Baking Company;
S S S Tonic; Hadacol.

Chicogo

ILLINOIS

MISSOURI

r

Beoumont

@ Austin ® [ New Orleons
Houston _}\

Son Antonio

PREFERRED NEGRO MARKETS PAY BIG DIVIDENDS

el L]

TENNESSEE Knoxville
-

Chattonoogo o/

~——
t.OUISIANA > &
l =

| Mobile — —

New Media Market
Approach With Unique
Programming

The medium serving most Negroes, directly
and specifically, is Negro radio. To use this
medium properly, ntact P T N
Markets, Inc., covering approximateiy ¥,000
000 Negroes with
over %6,000,000,000 in 45 important areas

Negro programs are specifically designed

SIng  power

for and ditected to the entertainment prefer-
ences of the Negro population. Programs
featured are muscial entertainment, Negro
uest celebrities, and Negro news and com-
munity items. Each program acts as a public
radio medium promoting the interest of the
Negio in his community and is built aroun
key personalities or Emcee’s wh ver
period of time have established themselves
solidly  with the Negro population. These
experienced personality salesmen enjoy th
nfidence and respect of their Negro follow:-
ing. They know how to talk the language of

their Negro audience and put the sales me

sage across with maximum impact.
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Mobile, Alabama

BEAMED TC THE

BIG AUDIENCES
Who Are
RADIO’S STEADY

Year-round

LISTENERS

* hillbilly
* sports
* colored

WKAB is the ONLY station
in this area with a Merchan-
dise Department to bolster
distribution.

Mobile, Alabama
Representatives:
THE FORJOE COMPANY

&2

2. It is unwise to buck several d.j.
shows competing simultaneously with
yours.

3. Don’t neglect local names and
cvents In news shows,

4.  Audience participation should
highlight guests. not the interviewer.

5. Never tatk down to guests on au-
dence participation shows.

Q. What advice would help in the
timebuying of either programs or
announcements?

A. A sponsOR survey of timebuyers
hrought forth this list of cautions:

1. Don’t compare ratings without
considering the percentage-of-error fac-
tor. That may be the sole basis for one
show besting another.

2. Don’t use BMB figures blindly.
They are a valuable yardstick but must
be applied against knowledge of the
local scene.

3. Don’t fail to consider a station’s
standing in its own community. A rep-
utation for integrity carries over to the
advertised products.

4. Don’t overlook local live pro-
grams. Frequently, theyv have enthusi-
astic, sales-active followings.

5. Don't waste talent of local per-
sonalities. Give them the chance to do
commercials in their own style.

6. Don‘t fail to supervise local shows
carefully. Over-enthusiastic talent can
2o beyond copy claims you authorize.
causes FTC trouble.

7. Don’t buy on the basis of power
or affihation alone. These important
characteristics  of shouldn’t
blind buyers to other factors.

8. DBon’t buy, as a matter of fact. on
the hasis of any one or two factors.
Good buvs are based on a study of all
the facts.

9. Dou't fail to supply the timebuy-
er (if you're an advertiser or account
exccutive) with all the marketing and
other strategic information available.

10. Don’t tie the timebuyer’s hands
(if you're a client). by insisting on
approval of each buy. Il the tnterim,
good buys may be snapped up.

stations

Type of spot time spon=-

sors are buying most

Q. What's the outlook for one-
minute announcements?

A. Station representatives and time-
bnyers report this form of spot radio
ts currently most sought after. The

low-cost factor. relative ease with
which timebuyers can book them (com-
pared to programs), and fact that a
lot of “sell” can be squeezed into that
60 seconds of precious time, all con-

tribute to their popularity.

Q. How are station-breaks faring?
A. Pecople in the trade say there is a
“constderable” trend awav from pur-
chase of station-breaks. with the play
going to one.minute announcements.
Why? Typical of those surveyed was
the comment of Wells Barnett, John
Blair & Company: “Because more spon-
sors are favoring the greater amount
of ‘sell’ you can pack into one-minute
announcements.”

Q. What's the outlook for three-
minute periods?

A. Virtually non-existent. A few spon-
sors, like Chevrolet. once used extend-
ed commercial periods. But, having
achteved uniformity of time slotting,
stations now don’t particularly encour-
age the use of these periods.

Q. What's new in double and
triple spotting?

A. By and large, station representa-
tives and timebuyers are urging more
stations to dispense with this type of
squeeze play. They reason, it’s bad for
the station and certainly bad for the
sponsor. A listener hearing too many
commuercials, one after the other, is apt
to turn off his radio set in disgust.

Saturation buys
Q. What's the trend in spot satu-
ration buys?

A. The infiltration of TV notwith-

standing, you can expect sponsors to
(Please turn to page 85)

In one of the west’s

RICHEST MARKETS
Idaho’s Fabulous Magic Valley

Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. Mclntyre
V.P.and Ccn.AM gr:

SPONSOR
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| oot 2 EANILY St

Tremendous negro, rural and religious audiences—~-These three sections
of Georgia population form the basis of Georgia’s two ""Three R’ stations.
WEAS in Atlanta and WIJIV in Savannah, the first two markets in Georgia.
These three elements constitute the overwhelming majority of the pop-
vlation. Only WEAS and WIJIV give you a complete coverage of Georgia’s

“buyingest”’ audience,

WEAS and its 10,000 watts blanket the heavily populated Atlanta area

and environs. WJIV (Savannah) and its 1,000 watt coverage brings in
the rich costal plains population. Advertisers need not look further when
they seek the most important part of the South’s biggest market—the

three R’s. The Family Stations pay off in results!

-

10,000 W+ \Eee s b - 1,000 W« 900 KC

Swvanrah

THE FAMILY TATIONS
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Network programs available on local stations (radio)

TITLE TYPE APPEAL NET TIME TESTED EXPLANATION
;IARTIN AGRONSKY ) News o —_General N ABC_ - l; min. 6 wk N ;es EarTy mort‘;r;;orrnmen;ry from Was;nan
AMERICA’S TOWN MEETING Forum General ABC 45 min, 1wk yes Ge(wrge> V. Denny J:and guest speakers -
BERT ANDREWS News General ABC 15 min, 1/wk ;es News and InElews -
CECIL BROWN ’ News 7 Famlly MBS 15 min, §5/wk yes Commentator o o
ELMER DAVIS  News General ABC is m; _5/wk - yes  News Tnternretation
PAULINE FREDERICK ] News General ‘ ABC 10 mlnj 75/wk yes ;Noman néws analyst ) o
PAUL HARVEY News General ABC— 15 mi;. 5/wk yes News analyst from Chicauo_ o -
~MEADLINE EDITION - News Generalr -;Q;é 10 min, >5/wk y; ;a:rat_ed by Taylor Gran_t B o o
AL HELFER'S SPORTS DIGEST Sports Male MBS 15 min, 1/'wk yes Inside news of sports
ROBERT HURLEIGH " News Family MBS (5 min, 5wk yes  Commentator - -
LAfDES FAI7R Variety Female MBS ;5 min, 5/wk ye; ;udlence particlpation gquiz o
TED MALONE News General ABC Ig min, 5/wk 7 yes ;Iuman interest news -
MR. PRESIDENT Drama Family ABC 30 min, |, wk ;es Incldents In ilves of U. S. presidents with Edward Arnolc
MUTUAL NEWSREEL ANews Family M857 T:mi; S/WR i ; E-};e-suot news -
MARY MARGARET Mc¢BRIDE 1 —I;tenlews General AE,T 30 n:n_ 5/wk yes Unusual Interviews -
;OFHOOL -TODAY o B CI:iIdren's Show 711/1\;enile ;ﬂﬂic_ 6_0 mln-. I/W ye_s ?a; r;ornlnn funfest - -
;’EkFECT HUSBAND R Aud. Partic. General ABC 370 min.‘S/wr N yes Gcorg;VRenneman. M.C. o
;’IANO PLAYHOUSE Music General ABC 30 m.n, |, wk yes Plano muslic - o
POOLE'S PARADISE Varlety Famjly MBS 55 min, 5/wk yes — Music and views - -
ROGUE'S GALLERY i Drama Famlly ABC 30 min, 1/wk yes ;’riva(e-eye dt;ma ) o
GEORGE SOKOLSKY N;ws Gene:al E l; m}n, I/wlti );s Weekly commentary -
HARRY WISMER R ] Sports Generali 7ABC I‘S ;;;l. I/wki _ye_s chltly sports round-up -

NO. I RETAIL SALES OPPORTUNITY . . . .

IN INDIANA!

7 C A Gary. Indiana

Only WYV

| ——WWCA WWCA WWCA

Programmed locally to over . . 1000 WATTS FULLTIME
. . The only radio station serv-
400,000 responsive listen- 1270 KC

ers . .. 50,000 rural people, ing and selling all the rich
30,000 Negroes, 100,000 8 8 Dee O. Coe ,

industrial workers and four Lake-Porter County mar- )
nationality groups. Polish- President-General Manager
Greek-Croatian-Serbian. ket. Hotel Gary—Phone 9171

84 SPONSOR "
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launch lieavy radio saturation cam-
paigns this fall in both TV and non-
TV markets. (1) to ex-
ploit seasonal sales demands: (2) to
promote products at a special period
of the week; (3) to sell mass-demand
goods ahcad of competitors; (4) to
launch new produets. Falling into cat-
egory 1 are advertisers like Robert
Hall Clothes, who will be using spot

The reasons:

1adio in markets throughout the na-
tion to win the back-to-school trade, to
sell goods designed particularly for
autumn, to woo pre-Christmas buyers.

In category 2 are advertisers like
Life, which is launching an announce-
nient campaign in 70 markels sched-
uled for Thursdays, Fridays, and Sat-
urdays, as (‘oples of the magazine hit
newsstands in the various niarkets. In
category 3 are advertisers like Lever
Brothers. stepping up its spot radio for
Rinso in 70 markets, for Spry in 75
markets. in order to bhattle hard against
stiff competition from P&G and Col-
gate. (In the same category is Blatz
Brewing Company, which hopes to
gain suds supremacy with the aid of
saturation spot radio come fall.) Typ-
ical of category 4 is Protam, a nutri-
tional supplement for people who diet,
which is currently launching a spot ra-
dio campaign over 200 stations to fa-
miliarize the public with the brand
name.

Singing commercials

Q. Do singing commercials still
have a potent sales punch?

A. The answer front agency people.
researchers, and singing commercial
writers is an unqualified “yes.” Jerry
Bess, vice president of the Frank B.
Sawdon agency (which handles the
Robert Hall commercials), says: “Jin-
gles and singing commercials are as
popular as ever. Brighter jingles are
what evervone is seeking and to main-
tain singing commercial popularity the
main idea is to ‘keep your commercials
fresh’.”

Lanny Grey of the famous Lanny
and Ginger Grey commercial writing
duo adds some background. “There
was a decline in the use of singing
commercials in 1949 when everyone
was sitling back and waiting to see
what would happen in TV. But. in
1950, when advertisers with limited
budgets realized TV was for big pock-
ethooks and that radio was here to
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HOW TO COVER
A THRIFTY STATE

PORTLAND
1925

Few states have more diversified industries

than has Maine with 1363, not including

agriculture and commercial fishing.

WRDO

1932 prises.

People prosper better when their dollars

and their labors are invested in many enter-

The Maine Broadcasting System stations

serve more of the homes of Maine’s em-

WLB.

BANGOR

1926 wisely and enjoy the good life.

MB Study #2.

Represented by

Nationally New England

ployed men and women than any other
radio group.* They speak regularly to
these thrifty people who know values, buy

BERTHA BANNAN
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“National, Regional, Local — Sponsors
Renew for AP Newscasts®

“Sponsors stay with WAVE newscasts. For instang
Mid-Continent Oil is now in its fourth year. Commo
wealth Life of Kentucky is now in its fifth. Bon
Clothes and Studebaker are both completing the
sixth year,

“WAVE uses Associated Press exclusively for Wil
news. But WAVE has its own newsgathering staff ¢
four trained, full-time reporters for Louisville news. |:
one year AP used more than 100 stories phoned in b}
WAVE newsmen. AP news partnership pays both ways,|

Jim Caldwell, News Editg
WAVE, Louisville,
\

“As Necessary to Us
As Our Transmitter”

Sponsors want prestige and listener appeal. Associ-
ated Press news gives them both — plus a mass of
listeners who are conscious of the product advertised.
Also, AP news gives our 'casts high ratings.”

Charles C. Smith, General Manager,
WDEC, Americus, Ga.

“160 AP Newscasts
Sponsored Weekly”

Since WITH was established 10 years ago, we h
used Associated Press news continuously, mest of
time exclusively. Our AP membership has been a gr
satisfaction to us. Our AP service has produced !
important results . . satisfied sponsors . ..
great deal of station revenue.”

Thomas Tinsley, Presidet
WITH, Baltimore,

AP NEWS gets resuft

?‘hm )

i

Renewals, ratings and revenue all attest the selling power of ‘AP

news. Hundreds of the country’s finest stations announce with pride “THIS S TA Tl ON | S | A ME MBER




Associated Press...constantly on the job wit!

e anews report of 1,000,000 words every 24
hours!

e leased news wires of 350,000 miles in U.S.
alone!

o exclusive state-by-state news circuits!

e offices throughout the world!

e 100 news bureaus in the U.S.!

* staff of 7200 augmented by member stations
and newspapers. .. more than 100,000 men
and women contributing daily!

Accuracy, truth and live-wire reporting
have established The Associated Press as
the world's greatest news service. Alert
broadcasting of AP news builds peak listen-
ership for stations and sponsors. Faithful
audiences have confidence in AP news...
and they have confidence, too, in the prod-
ucts linked with AP’s reputation for
dependability.

And...AP’s accurate, live-wire coverage
IS available to broadcasters on a cost-of-
service basis.

For full information on how you can get
the benefits of AP news service... WRITE
TODAY.

RKD’LO‘ DIVISION
‘THE ASSOCIATED PRESS.

50 Rockefeller Plaza, New York 20, N.Y.




Wow...

MORE POWER

WGTC

5000 W Day
1000 W Night
Directional

*

MORE LISTENERS

on

WGTC

New, clear signal tremendously
increases coverage, attracts
greater audience and more lis-
teners, sells more buyers.

*

SAME LOW RATES

on

WGTC

Greater power, broader cover-
age, more sales, at practically
same low rates for former local
coverage.

*

MORE FOR YOUR
MONEY

on

WGTC

GREENVILLE, N. C.

Full Time—1590 Kc
Mutual Affiliate

Nationally Represented By

John E. Pearson Company
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~tay. they turned to SInging commer-
cials and they’re as popular as ever.”

Len Kudisch reports listeners tested
by Schwerin  Research  Corporation
definitely have no prejudice against
singing commercials. When Schwerin
recently analyzed singing conmmercials
for several big name clients, audience
reaction was favorable. One of the fa-
vorites: a Campbell Soup Company
commercial heard on Club 15. CBS
musical show,

Q. What types of singing commer-
cials are popular?

A. Commercials will continue to stress
waltz, samba, or polka backgrounds.
Oceasional hillbilly  or march 1unes
back up vocal renditions.

Robert Hall Clothes Inc. presently
has a woman’s commercial played to
the tune of “Strolling Through the
Park One Day™: men’s sales pitch to
“When the Value Goes Up-Up-Up.”
Roy Ross of WNEW informs that the
famous Miles Shoe commercials origi-
nally featuring a male Negro quartet
and rhythm section now use five voices
(two girls, three men) with a two pic-
colo-one  trombone accompaniment.
The George R. Nelson agency of Sche-
nectady, advertising  specialists  for
such famous advertiser names as Pep-
si-Cola: General Electric (Syracuse):
National Dairy: Fedders-Quigan: Mo-
hawk Carpet and Blue Coal, employs
as many as 11 people in some of their
commercial renditions (trio, girl solo-
ist. guitar, piano, bass drums, trom-
bone, trumpet, and violinist).

Q. What does a singing commer-
cial cost?

A. Lanny and Ginger Grey offer a
complete recorded jingle series for six
months local use for as little as $850.
This includes: creation and writing of
jingle and six months usage; all pro-
duction and recording costs; finished
master  and  pressing; one or two
voices; instrumental trio background.
The subsequent local usage rate is only
4385 for cach successive six months
period.

There’s no limit to costs. Produc-
tion costs. musicians paid at AFRA
scale, type of talent used, and whether
advertiser is local. regional or nation-
al, all add to the price tag. DBut an ef-
fective singing commereial can  be
made to fit any size budget.

Q. Who are some of the advertis-
ers using singing commercials?

A. The list reads like a Who's Who
of American Industry with names like
Shell Oil; Sonotone: Mohawk Carpet;
Barney’s: Pabst: St. Joseph’s Aspiring
Cresta Blanca Wines: Twemtieth Cen-
tury Fox: Minute Maid and a host of
local advertisers. In fact, it is these
small local advertisers who are spon-
soring jingles covering Mother’s Day;
Valentine’s Day, Easter, Graduation
Day and other such occasions. World
Broadcasting System reports its mem-
ber stations selling these special occa-
sion musical rhymings to advertisers
in these categories: credit jewelers;
confectionery stores: drug stores: de-
partment stores and other merchants
who run three or four week campaigns
prior to the special occasion itself.

Transcriptions

Q. Are national advertisers in-
creasing their purchase of tran-
scribed syndicated programs?

A. Yes. National advertisers are plac-
ing more and more money into local
and regional markets in order to aug-
ment their network TV coverage. In
the trend toward spot and low-budget-
ed night shows, transcribed syndicated
programs such as those sold by Ziv,
MGM Radio Attractions. RCA Record-
ing. and Goodman are finding an ever-
increasing market.

The Frederic W. Ziv Company,
which had a one-program heginning in
1937, today produces 24 syndicated
programs for which sponsors annually
pay $12.000.000. heard over more than
1.000 stations. From 12 national ad-
vertisers in 1940, they now boast well
over 120, many on a co-op basis,
Among them are Coca Cola, RCA. Le-
ver Brothers, Westinghouse, Ford,
Kaiser-Frazer, Chrysler, Pontiac, Bor-
den. Motorola and P&G.

Autuinn business is definitely on the
upgrade for the program transcribers.
A. B. Sambrook, manager of RCA Re-
corded Program Services, told srox-

IDAHO'S
MOST POWERFUL

10,000 WATTS

K& EM

BOISE, 185,000 CUSTOMERS
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‘We’re from Milwaukee and we want you to see
that your $ $ $ go farthest on WEMP”
HIGH HOOPERS! LOWER RATE!

- T TR e T B e U e T R B TR L e e A 4
4 PROBLEM: How to budget $125.00 per week in 3
' Milwaukee? -

ANSWER: On WEMP:*

$108 per week buys 14 - 1 Min. or 100-word Announcements
for 52 weeks

5 ti. weekly in the “Coffee Club”, 3.5 Hooperating

R

L

)

A 5 ti. weekly in the “1340 Club”, 4.6 Hooperating 5
% 4 ti. weekly in the “Old Timers Party”, 4.2 Hooperating g
& Total Daily—12.3 Hooperating®
Ti Total Weekly—57.3 Hooperating o
Asvcadedl ON NET STATION

#1* 3

$122.50 Buys 5 - 100-word Announcements for 52 weeks

5 ti. weekly in the Early Morning Show, 6.6 Hooperating

Total Daily—¢.6 Hooperating*
Total Weekly—33.0 Hooperating

Note: ¢, ;
+ Lomputation is for 100 words .
cost would be $203.75 per week. on Network Station 1. Ffor 1 Min.

ON NET STATION #2*

16.20 Buys 5 - 1-Min. or 100-word
i Al:\ynouncements for 52 weeks

5 ti. weekly in the Noonday Program, 4.8
Hooperating

*4ll Hooperatings based on Qct-Fcb, 1951 Total Da||y_..48 Hooperat‘mg’f‘
Total Weekly—24.0 Hooperating

Comprchensive using highest individual 15.
minute strip rating, 8:00 A.M..6:00 P.M.

For $50, $75, $100, $150 or more, you can buy

2 times the audience of Network Station =1
2V, times the audience of Network Station =2

Join other shrewd national advertisers using high-rated, low-cost saturation
schedules on one of the nation’s strongest independent stations!

24 HOURS OF MUSIC, NEWS AND SPORTS
HUGH BOICE, General Mgr. . HEADLEY REED, National Rep.
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sor: “If all present indication: mate-
rialize. this fall will be the biggest year
in RCA Syndicated Program sales.”
RCA Syndicated Programs began in
1937 with three program series: now
has 26 programs being carried over
255 stations. Fifteen national advertis-
ers are among its current clients. in-
cluding Frigidaire. General Electric.
Philco, P&G. Lever Brothers. RCA Vie-
tor (mostly on a co-op basis).

Harry S. Goodman Radio Produe-
tions tallie~ hundreds of advertisers.
national and local. buving over 18

shows. Pepsi Cola., Lever Brothers,
Lambert Pharmacal (Listerine). Ster-
ling Drugs. Dolein. General Foods,
Swift & Company, American Home
Products are numbered among its na-
tional clients, present and past.

Charles Michelson. Inc.. whose more
than 20 programs are heard on nu-
merous stations. reports program sales
to such sponsors as Endé’s Fruit Salts,
Blackstone Washing Machine Corpo-
ration. and the Kentucky Utilities Com-
pany.

Jo Ransom, publicity director for

"WHOD.

It

WHOD . ..

Is proud to announce

Movin' around with Smilin® Mary Dee
WHOQOD’s Sellin’

Smilin" Mary Dee

Pittsburgh's Super Female D.J.

his year mark. the 3rd anniversary in WHOD's public servi. _ activih
he Mary Dee Program started with the birth of the statiof

Y proud to ar ing of 1ts n¢ M ry Deé UG
at ' tsour; We
he
WHOD . . .
/! watte v ITES
Beams programs to Polish — Slovak — Jewish — ltalian — Greek — Arabic —

Croatian — Hungarian — Negro — Lithuanian,

WRITE FOR SALES CASE HISTORIES

Represented Nationally By
JOE WOOTON

INTERSTATE UNITED NEWSPAPERS, INC.

545 Fifth Ave.
NEW YORK 17, N. Y,

m e
IS

est Female D J.
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MGM Radio Attractions. whose pro-
grams are heard over more than 200
stations from coast to coast. reported:
“We have had constant renewals, and
a wide variety of advertisers, local as
well as national.”

Teleways. Los Angeles. features such
programs as Barnyard Jamboree and
John Charles Thomas. Morton Pro-
ductions, Chicago. have done well with
The Westerners and This Is the Story.

Q. Are top-notch transcribed
shows available to national adver-
tisers?

A. Although transcription firms offer
a variety of programs (mvstery, musi-
cal, soap opera) the national advertizer
faces the problem of availabihties in
all the markets he may be interested
in. Few new transcribed shows are be-
ing produced. Those on the market are
already well tied up in many areas.
But an advertiser can do one of several
things: He might pick a new show, se-
lecting all the markets he’s interested in
covering before local or regional cli-
ents have bought many of them. He
might have a show produced exclusive-
ly for his use. He might have a pro-
gram tailor-made to his specifications.
The problem of long-term shows, 32
episodes or more. has eased consider-
ably with production of fewer shows
and more episodes done by responsi-
ble producers. The advertiser need no
longer sign off for want of continuing
epizades.

Q. Does a transcribed program
cost the advertiser more now than
before?

A. No. Increaze in talent fees bv
something like 100¢, processing in-
creases and other factors contributing
to higher cost of the finished product
are felt very little by the advertiser.
Basic reason is volume sales. Where
a transcribed show once was consid-
ered a great success if sponsored in
some 200 markets, moderately success-
ful shows now have 300-400 regional
and/or local sponsors. An advertiser
can get a transeribed show for from
%3 to 8350 and higher per episode.
depending upon market and station.

Q. How popular are transcribed
programs in comparison to net-
work offerings and live local
shows?

SPONSOR




AFTER WINTER

HIGH RATINGS and LOW RATES make

Independent WNER

Y
YOU:;' RCBESTER”

... ONE OF THE RICHEST MARKETS IN THE UNITED STATES!

When Youn Plan Your Fall and Winter Selling, Remember This . ..
IN COMPETITION WITH FOUR NETWORK
STATIONS, FROM 8 A. M. TO 6 P. M,
INDEPENDENT WNEB HAS MORE LISTENERS
THAN THREE OF THESE STATIONS COMBINED! *

These Are Top Ratings You Can Get Your Hands On,
In Time Periods That Are Available To You.

THIS YEAR BUY WNEB, THE WORCESTER STATION THAT SELLS!

*Hooper Reports Oct. 1949-Feb. 1950
Oct. 1950-Feb. 1951

WORCESTER
MASSACHUSETTS

\ NEW ENGLAND'S LEADING INDEPENDENT IN NEW ENGLAND'S THIRD LARGEST MARKET

Represented by: The Bolling Company, Inc. and Keitell-Carter, Inc.
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WERD

' Southern

Proves A Moot
in Atlanta

Point

““Separate but equal”,—
that famous phrase heard
but seldom seen, came true,
Hooper-wise for WERD in
May, 8:00 AM to 12 noon—
Monday through Friday.

today

facts

| WERD

Station
Station
Station

| WERD'S Hooper Audience share
I equals the best station in Atlanta

Here are the Hoopered

A
B
C

Other AM and FM

WERD is the most economical
radio buy in Atlanta.
every Atlanta dial covers the
area shown below

watts

—23.2
—23.2
—19.7
—10.6
—232

Write for proof of performance

Represented

JOE WOOTTON

nationally by

Interstate United Newspapers,

Inc.

545 Fifth Avenue

New York 17, N. Y.

*WERD is Negro owned and opcrated.
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A. Transcribed programs, with their

stars and  big-budgeted,
smooth productions. are today more
popular than ever. Standout of the
past year has been Ziv’s Bold Venture,
starring Humphrey Bogart and Lau-
ren Baeall, heard on 500 stations. A
breakdown of its varied types of spon-
sors reveals: brewers 359 ; auto deal-
ers, 10%; food products, 9%; furni-
ture stores, 8% ; laundries, 7°C; ap-
pliance dealers, 4%. In Shreveport,
La., Bold Venture had a 20.2 rating—
twice as high as competing shows at
the same period, whether net or local-
ly originated, also double the rating
of the shows that preceded it. Another
Ziv program, the Guy Lombardo
Show, had an 11.2 rating in Omaha
Sunday afternoon — topping all its
competitors combined, and ahmost
three times the rating of both the pre-
ceding and following shows on the
same time schedule.

According to Bennett S. Rosner, ad-
vertising manager for RCA Reeord-
ings: “Our programs normally do as
well. often better, from a rating stand-
point than network offerings. For ex-
ample. 4 House in the Country got a
higher rating in Portland, Ore., than
the network Jack Benuy Show which
played against it.” Other high-rated
RCA shows: Aunt Mary, 11.4 in Oma-
ha, Neb.; The Haunting Hour, 8.5 in
San Francisco.

MGM shows, like The Story of Dr.
Kildare, The Adventures of Maisie,
The Hardy Family, Crime Does Not
Pay, At Home With Lionel Barrywore,
nab uniformly high ratings. MGM is
particularly proud of the honors award-
ed to its shows; MGM Theatre of the
Air recently won a citation at the Ohio
State University Education by Radio
Institute.

One of the Goodman shows, Let
George Do It, featuring private eye
George Valentine. has consistently
ranked among the top 5 on the Pacific
Coast and for 20 out of 27 months
led all Pacific Networks in ratings.
Popularity of Goodman shows is also
hypoed by promotional stunts. Re-
cently .when its Red Ryder, sponsored
by the R. L. Zeigler Packing Com-
pany. was heard on WTBC, Tuscaloo-
ca, Ala., the station leased two movie
theatres for the exhibition of Red Ry-
der movies. For admission, eaeh
voungster had to submit one wrapping
for a Zeigler product. Over 1,700 kids
packed the two theatres.

Included in the variety of popular

big-name

offerings available to mnational, local
and regional advertisers is the Beatrice
Kay Show. A Richard H. Ullman, Inc.
(Buffalo) program. it features song-
stress Beatrice Kay, vocalist Artie Mal-
vin, large male chorus and guest stars.
Available: 150 quarter-hour programs.
A complete promotion kit with a test-
ed kick-off promotion gimmiek goes
with the show. Teleways Radio Pro-
ductions Ine., Hollywood, offers com-
edy with Tom, Dick and Harry plus a
variety of other transcribed availabili-
ties including: Riders of the Purple
Sage; Johu Charles Thowas, and
Strauge Wills.

Q. What type of program seems
most popular?

A. DMystery-adventure shows on the
order of Five Minute Mysteries (RCA)
and Mystery House (Goodman) seem
to be to the fore eurrently. But there’s
also a heavy demand for juveniles. like
Dick Cole at Far Military Acadewy
{ Miehelson). folk music like Burl lves
Show (Goodman). and Westerns like
Cisco Kid (Ziv).

Q. How costly will transcribed
programs be this fall?

A. They will vary. depending on the
size of the market. and. in some cases.
the station. Bold Venture, for exam-
ple. could cost $15 per half-hour pro-
gram in a rural market. but $750 in
New York City. An RCA program

will range from $4 to over $200.

Network co-op shows

Q. What is the fall outlook for
network co-op programs?

A. Here's one segment of radio that’s
picking up billings left and right. Bert
Hauser, co-op director of Mutual
Broadcasting System, reports sales are
up 66°¢ over last year. Summer bill-
ings are well ahead of spring, and the
fall promises to be the top season in

JOE ADAMS

REACHES ALL

NEGROES

IN LOS: ANGELES

Ko w l. 5060 WATTS

CLEAR CHANNEL
LOS ANGELES - SANTA MONICA, CALIF

SPONSOR




MBS history. News programs are defi-
nitely generating the greatest interest
with between six and seven hundred
sponsors picking up the tab for Fulton
Lewts, Jr. on 370 stations. Word from
ABC is that bills are now going out to
788 sponsors, against 587 using this
medium a year ago. On a dollar basis,
ABC billings are up 43% over last
year. National advertisers who are
snapping up these availabilities include
Socony-Vacuum, Sinclair Oil, Interna-
tional Harvester. and American Vis-
cose Corp. The Amalgamated Clothing
Workers of America (CIO) sponsor
“Ameriean Forum of the Air in New
York City, Washington. and Detroit.
Further indications of the war-nerves
of the country may be seen in the
number of sponsors who lave signed
up for ABC co-op news programs:
Paul Harvey (95), Headline Edition
(93), Elmer Davis (81). and Martin
Agronsky (131). Pauline Frederick,
woman analyst available only in East-
ern and Central time zones. has more
than half a hundred sponsors, includ-
ing department stores. household ap-
pliance outlets, cleaners. and laundries.

One reason for greater interest in
eo-op programing is that sponsors who
have tossed a bundle into TV shows
in metropolitan areas are using co-op
as a form of insurance. Cost-conseious
advertisers are endeavoring to pinpoint
their efforts through spot and co-op
programs. NBC and CBS, each of
whom have a couple of news shows
available on co-op basis, are rumored
to be getting ready to jump in with

both feet.

Library services

Q. What's the fall outlook for ad-
vertisers in sponsorship of pro-
grams already prepared and script-
ed by library services (available via
radio stations)?
A. Vith a sharp trend toward music
and news. more advertisers are buying
these top talent music shows. expertly
built and scripted, and easily adapted
to selling on the loeal radio station lev-
el. A library serviee today is more
than an indexed collection of records.
It consists of a series of opeu-end high.
fidelity radio transcriptions along with
professionally written scripts offering
local announcers reeord cues, continu-
ity, and other program aids.

When an advertiser buys a series

16 JULY 1951

WIB(

Indiana’s
First and Only

50 KW Station

WIBC offers al/l of Hoosierland in one profitable

package—plus important out-of-state “bonus’’ cov-

erage—and at the lowest rates of any 50 KW sta-

tion in the middle west.

Within WIBC’s 0.5 MV contour live 1,068,166

radio families® . . . with total buying power of

$4,985,952,850.00.%*

*1949 BMB

**1950 Sales Management Survey of Buying Power

Ask your John Blair
man about valuable

time, big coverage,

low rates at...

R M. FAIRBANKS, PRESIDENT

1070 KC
WIBC
MUTUAL

The Friendly
Voice of Indiona

KENNETH W CHURCH, GENERAL MANAGER

INDIANA'S FIRST AND ONLY 50,000 WATT STATION
1070 KC — BASIC MUTUAL

30 WEST WASHINGTON STREET L INDIANAPOLIS 6, IND.
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Hillbilly

audience

RS

CLEVELAND |

..+, ""The Family Station"”
serving Clevelanders and
all the local nationalities
in the 3rd most densely
populated metropolitan
district in the U.S.A. ...
covering 336 square miles.

. . . Ask Forjoe for the
power-packed selling facts
about the effective WSRS
domination and local
impact. Hooper rating up
...WSRS cost per thousand
lowest in town, thus the
best buy in . . .

CLEVELAND

when you buy . . .

OU SELL
Jacksonville, Fla.’s

MAMMOTH

'

' The Station They All Listen To

hXLA

with
10,000 watts
on 1110 kc

COVErS
The Big
5,000,000
Los Angeles
Market
and
RUSINESS
5
WONDERTFUL

from a station, he gets nationally
known talent at low cost. plus a con-
tinuing, integrated series of programs
of network music show calibre. Nine
leading library companiez service sta-
tions with these programs: Azsociated
Program Service, New York: Capitol
Records, Holly wood; Lang-Worth Fea-
ture Programs, New York; C. P. Mac-
Gregor, Los Angeles; RCA Recorded
Program Services (Thesaurus Showsi.
New York; Sesac, New York: Stand-
ard Radio Transcription Services. New
York: World Broadeasting System,

New York.

Q. What sponsors are buying li-
brary service programs?

A. Regional and local advertisers are
the heaviest users. but an increasing
number of national advertisers are us-
ing them. too. World. which services
800 subscriber stations, lists among its
typical sponsors Philip’s 66" Oil
Company. Kaiser-Frazer. Borden Ice
Cream, and Bendix TV. RCA Thesau-
rus, which services over 500 subserib-
er stations. boasts of 18 natienal ad-
vertisers {largely on a dealer co-op ba-
sts), including Dodge. Ford. Coca Co-
la. Philco, Borden. Lang-Worth Fea-
ture Programs lists Robert Hall. Sears
Roebuck, Kelvinator. Associated Pro-
gram Service lists Westinghouse Deal-
ers, Household Finance Corp.. Thyo-
vals  Vitamins, Todd’s Appliances.
Standard and others have comparable
lists of national spounsors.

Q. What sort of shows can a spon-
sor buy?

A. A vast variety. be it religious mu-
sic. Spanish music, Dixie Land jazz, or
what have you. World. which also of-
fers gift-occasion and seasonal jingles,
has headliners like Dick [Havmes and
Russ Morgan, patriotic music and
readings, like Forward America, river-
boat music, like Steamboat Jamboree.
RCA is proud of Wayne King Serenade
which got a 34.5 rating in Mankato.
Minn.: Church in the Wildwood, with
a 20.1 rating in Fort Wayne, Ind. As-
soctated: Program Service has dinner
musie, like Candlelight and  Silver:
show tunes. like Curtain Calls. Capitol
has a neat Western serenade. Andy
Parker and the Plainsmen; a King Cole
Dixicland combo. Lang-Worth lhas
classical music, The Concert Hour. as
well as falk. Riders of the Purple Sage.
MacGregor has Americana and a BM/

SPONSOR




Showcase of Music. Sesac offers late
evening dreamy musie. Starlight So-
nata and a Mister Muggins Rabbit for
the small fry. Standard provides a
Sports Parade and Hollywood Calling
—narralive mingled with music. Bruce
Eells & Associates, of Hollywood. offer
a range from Pinto Peter in Arizona
to Thrills From Great Operas. These
are only samples. Each library has
many Imore—representing an excep-
tional low-cost programing opportunity
for the economy-minded sponsor.

FM adio

Q. What's the fall outlook for
frequency modulation radio?

A. Frequency modulation radio. with
its= emphasis on fine music. fidelity in
reproduction and freedom from static.
is a real boon to discriminating lsten-
ers. But from a commercial and audi-
enee viewpoint, only a handful of FM
stations have anything to chirp about.
Recently, General Electric Appliances,
Inc., signed a 26-week sponsorship of
Symphony Hall each Friday night over
the AM and FM stations of WQXR.
New York. At the same time. other
General Electric distributors contract-
ed for the same program on the 13 FM
stations of the Rural Radio Network
i New York State. Powerful WMIT,
near Charlotte. N. C.. finds business so
promising it is on the air more than
16 hours daily and covers portions of
six states. Paul R. Benson. production
manager of KAYL-FM. Storm Lake,

lowa, reports that 28.87¢ of the homes |

in Buena Vista County are FM-
equipped, and that the station received
452 phone calls requesting tunes on a
musical party it conducted. While some
FM stations have folded. other sta-
tions. like WASH and WGMS-FM.
Washington. D. C.. WFLN, Philadel-
phia. and KOCY-FM. Oklahoma City.
are thriving. So is energetic WFMA
in Rocky Mount. N. C. And some sec-

tions report a minor boont in the sale

of kits for quality FM tuners and am-
plifiers. However, FM is still suffering
from advertising malnutrition due to
lack of circulation.

Q. What sort of circulation can a
sponsor get on FM radio?

A. Industry spokesmen say that 714 %
of the home sets in the United States—
or roughly 9.000.000-—-are capable of
tuning to FM. Receivers are usually

16 JULY 1951

FM-onh table models; FM-AM phono-
graphs: and TV-FM. The chief diffi-
eulty is. though, that not enougl IFM-
AM receivers are heing distributed in
areas where the demand is heaviest.
Between April and May. 1951, the FM
Department of the National Associa-
tion of Radio and Television Broad-
casters surveyed 123 wholesale radio
distributors in 41 cities of 18 states.
Thirty-six of the }l distribution areas
queried—or 887  reported manufac-
turers’ shipments inadequate. Nearly
lialf of those queried (60) reported

5 |
=

=
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NBC Affiliates

Proof once again that the powerful
KFAR-KENI combination is the most
potent sales force in all Alaska!

Now exclusive Alaska Affiliates for:
NBC - ABC-MUTUA

that the demand for [FM-\\
exeeeded the supph. (

as a sign of FM's market p

70% of the 123 distributors beliey«

that the demand for FM reception 1
greater in rural than in metropolitan
areas especially in small towns 10
miles beyond the range of major net
work reception.

Q. What's being done to improve
FM’s circulation?

A.

An encouraging sign forecasting

ALASKA'

DON
LEE

MIDNIGHT SUN BROADCASTING (O.

" KFAR, FAIRBANKS

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

GILBERT A. WELLINGTON. Not'l Adv. Mgr,,

5546 White-Henry-Stuart Bldg., Seattle

KENI, ANCHORAGE
5,000 Watts, 550 KC

ADAM J, YOUNG, Jr., Inc., East. Rep,
New York * Chicago
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Yes. the “Bellowing  Bow-
legged  Bov.™ Biff Collie,
comes back 10 K-NUZ July
Ist. Bifl. one of K-NUZ’s top
stars. returns with “Collie’s
Corral,” 11:00 AM 10 1:00
M daily. and *“*Houston
Hoedown.,” 7:00 1o 10:00
PM nightly.

Step up vour sales with a
proven air salesman who has
made  record-breaking  sales
and Hooper history on K-NUZ
—Biff Collie!

For Information Cell
FORJOE
National Representative

or DAVE MORRIS
General Manager
at KEystone 2581

“RADIO RANCH” .
P. 0. BOX 2135 =
TWX HO 414 =k

L
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future amity and promotional co-op-
eration between FM broadeasters and
manufacturers was a meeting repre-
sentatives of both parties held in late
June in Washington, D. C.

At first. there was some disagree-
ment on reports of distribution, a man-
ufacturers” survey showing there were
at least 145,059 FM-AM radios in dis-
tributors’ inventories and an addition-
al 42,872 in factory inventories. How-
ever. in going through the manufac-
turers’ tallies such oddities were noted
as 150 ['M sets distributed to Hawaii—
although Hawaii has no M station.
As a result of the session. broadeasters
will report future shortages in their
respective areas to manufacturers.
When shortages exist. broadcasters will
forward this information to NARTB;
it will then be given to the RTMA:
which. in turn. will transmit the data
weekly to manufacturers involved. FM
broadcasters were extremely pleased
with this meeting of minds. one eoni-
menting to SPONSOR: “At last, the set-
tling of FM's circulation problems is
out of the hot-air stage.” In another
big development, radio and TV set
manufacturers are eonducting a $100,-
000 study to check movement of sels
from the retailer to the home.

Q. What's the outlook for FM
"functional music?’’
A. Very grim. “Functional musie,”
with its “heeping out” or obliteration
of conmmercials, has been a mainstay
of a handful of FM stations, along
with Transit Radio and Storeeasting
(covered elsewhere in this issue).
When the FCC last May ordered FM
stations to discontinue “*funectional mu-
sic” broadeasting. 13 of them filed a
hotly phrased petition urging the Com-
mission to reconsider its decision. The
stations protested they were alrcady
caught between AM and TV,
Moreover. WWDC-FM. Washington.
filed a separate blast against the FCC’s
fiat. 1t claimed that the Commission
was “impelled by the cramped, tor-
tnred and myopic views of the law and
the Comumnission’s fnnetion thereunder
that the monopolistic competitors of
“functional mmsie” propound.”  This
last crack seemed like a direct refer-
ence to Muzak Corporation. which al-
legedly initiated the FCC's ban on
“functional music.” 1f the FCC does
not reverse its decision. it is certain
that FM ers will carry their fight for
survival to the Supreme Court.

Transit R:!ﬂio

Q. What’s the fall outlook for
transit radio (FM radio programing
and advertising directed to bus
and trolley riders)?

A. Business as usual pending a high
court decision on its legality. Transit
Radio Company, with headquarters in
the Union Trust Building, Cincinnati,
unsuccessfully petitioned the U.S. Court
of Appeals, asking it to reconsider its
earlier deeision that Transit Radio
commercials are “unconstitutional, be-
cause they destroy “freedom of atten-
tion.”  Meanwhile. Frank Pellegrin.
sales manager of H-R Representatives,
which handles Transit Radio sales. told
5PONSOR: “We are determined to win
in this fight for Transit Radio’s life.
The Court of Appeals having turned
down our petition, we'll take it to the
Supreme Court this fall.”

Q. What's the current status of
Transit Radio’s sponsors?

A. Business is still lowing into Tran-
¢it Radio; selling eontinues. Only one
advertiser. Miles Laboratories for Ner-
vine, caneelled, under the impression
that continued use might be construed
as contempt of eourt. But afier Tran-
sit Radio explained the legal situation.
the account was reinstated. Transit
Radio now has more than 100 spon-
sors using its services in 13 cities,
among them Continental Baking,
Brown & Williamson Tobaceo, Fanny
Farmer Candy. Whitehall ’harmacal,
Stag Beer. Bell Telephone.

Q. What does Transit Radio cost?
A. The rate is based on this rule-of-
thumb formula: $1.00 per 1,000 cus-
tomers. The many success stories
Transit Radio boasts ean be summed
up in this typieal report by David G.
Taft. manager. WCTS-FM., Cincinnati:

“Miss Giese. the local manager of
Fanny Farmer eandies, informed us
that sales in the Cincinnati stores were
averaging hetween 6% and 777 below
last year prior to the Transit Radio

IS YOUR SLIP
SHOWING?

see page 138
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What’s up at ') [ S_ A4 &

Everything‘! (EXCEPT RATES!)

LISTENERSHIP —Highest ratings® in the station’s history,
day and night (TV notwithstanding).

s S RETURNS—14 different sponsors using WCFL exclusively re-

—, port steadily increasing effectiveness. Other adver-

_"/ /_"’_f tisers are defying cthe “summer slump” and staying
(’f\ _’BW_\L_N on as never before.

A loan company says, ""We're doubling our
time purchases, and we're using ONLY
WCFL!”

A used car dealer says, “"Our advertising is
keyed to direct results—and we're buying a

second (additional) 15-minute strip over
WCEFEL.”

A TV dealer adds a second strip across the
board.

|\n BUSINESS — More local 4nd more national advertisers are

~ now represented on WCFL than ever before.

\[_ 1 . *An audience estimated at well over ONE MILLION heard a recent White
Sox night game against the St. Louis Browns !
5&

w c F L An ABC Affiliate

Represented by the Bolling Company, Inc.

50,000 WATTS—1000 ON YOUR DIAL
666 LAKE SHORE DRIVE, CHICAGO, Iit.
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Presenting the handsome Hollywood
singing personality,” Allan Jones, plus
England’s 60-voice Luton Girls Choir and
40-piece concert orchestra directed by
Sidney Torch—30 minutes, every week
for 52 weeks.

The name “Allan Jones” conjures up numerous
moments from Hollywood’s silver screen:
remember “A Night at the Opera”. . ."The Boys
from Syracuse”. . ."The Firefly”. . ."The Great Victor
Herbert”? They were all stal:ring vehicles for
Allan Jones.

Star-studded entertainment—a brilliant 30-minute

m'usicqi presentation of show tunes, standards and

outstanding novelties—complete with voice tracks
by Allan Jones opening and closing the show and
introducing many of the featured numbers.

" "The Allan Jones Show”'is big-time! The listener
appeal is universal. Available in September over
all Lang-Worth affiliated stations—30 minutes,

every week for 52 weeks. Send for your illus-

trated brochure now.

LANG-WORTH

FEATURE PROGRAMS, Ine.

113 WEST 57th STREET, NEW YORK 19, N. Y,

in VY tion © con WESTERN OFFICE
Al ‘ able direet™ oser Cli , LANG-WORTH Feature Prog. Inc.
undef 3 Al ¢ S ' 14579 Benefit St., Sherman Oaks, Cal.
gorn@ti?i Sea ' CANADIAN OFFICE

- S. W. CALDWELL Ltd.
80 Richmond Street West, Toronto







You
Can't
Sell
Durham

Without
Station
WONC

DURHAM,
North Carolina

5,000 warrs
620 «ke.

PAUL H. RAYMER, REP
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campaign. After 12 weeks of Transit
Radio. the sales in these stores are now
averaging 7°¢ above last year.”

Q. Is there any change pending in
Transit Radio programing?

A. No. The basic ingredient will still
continue to be listenable popular tunes.
Other elements are capsuled news, with
accent on local items; time signals;
weather reports; sports scores. Com-
mercials are spotted at least five min-
utes apart. Although newspapers like
the St. Louis Post Dispatch and Wash-
ington Post have blasted away at Tran-

| sit Radio commercials, contending

they capitalize on a “captured audi-

| ence.” a survey that Public Transit

Companies made in eight cities showed
over 95%¢ passenger approval.

Storeeasting

Q. Just what is Storecasting?

A. Storecasting is an exclusive service
offered by Storecast Corporation of
America (100 Fifth Avenue, New York
11, N. Y.) which offers manufacturers
a valuable coordinating tool in their
nterchandising. FM radio is used to
funnel programs consisting of music,
homemaking tatks. and commercials
into 630 super markets, giving spon-
sors (more than 250 grocery and drug
eumlry manufacturers) an opportunity
to hit potential customers at the point
of sale. Of equal importance to the
cp()nsor is the fact that more than 400
persnnal service calls are made to sub-
scribing stores every week. These calls
are made by merchandising experts
who encourage retailers to maintain
adequate stock levels and display spon-
sored products in prominent positions
on the shelves. These frequent con-
tacts assurc the retailer of receiving
the best results of promotions such as
“Breakfast Banquet” and “Royal Fam-
ily.” Newspaper ads and colorful pos-
ters at point of sale are used to snpple-
ment the broadcasts and focus atten-
tion on the products featured in the
promotion.

Q. Are sponsors satisfied with
Storecasting results?

A. Storecasting. now in its sixth year.
has a renewal rate of better than 707%.
Sponsors such as General Foods, Swift

& Company, Libby, McNeill & Libby
have been using this medium since its
inception. Since the first of the year,
77 new advertisers have signed up in-
cluding Jell-O; Kraft; Beech-Nut Baby
Foods; Yes Tissues; Hormel Chili Con
Carne, Minute Mald Lemonade Mix.
Val S. Bauman, sales manager of Na-
tional Tea Company, says, “We know
that our Storecast advertising pro-
duces an increase in product sales of
from 25% to 150¢7.”

Q. What new developments are
anticipated in Storecasting?

A. Recently, drug and drug sundry
manufacturers have begun to aggres-
sively merchandise and promote the
sales of their products in super mar-
kets. The problem of coordination
here promises to be a terrific one and
Storecast has heen counselling both
manufacturers and retailers as to the
development of basic formulas for
merchandising the line. A number of
drug producera have signed up for the
Storecasting service. and it is expected
that drugs and drug sundries will add
a substantial sum to the amnual super
market “take.”

Role of reps

Q. What do the station reps do
besides selling time?

A. Reps are more important in the
structure of spot radio than ever be-
fore. From “pavement pounders”™ they
have evolved into consultants for their
stations on every phase of operation.
Edward Petry, for example. exercised
leadership by making a study of spot
radio effectiveness in St. Louis. The
Katz Agency goes in heavily for re-
search (both AM and TV), supplies
stations and timebuyers with valuable.
data. Johu Blair has taken an active
role in suggesting prograniing improve-
meuts to ils stations. Free & Peters
makes an important informational con-
tribution with its shirt-sleeve clinics.
Forjoe has organized a group of Negro
stations into a coalition.

All of the reps are increasingly ac-
tive in recommending miprovements.
setting of rate structure, in fact, any
aspect of station policy. The stations
have turned to them for guidance be-
cause they are faced now with greater
difficulty in selling time than was usual

SPONSOR
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in pre-war, pre-TV davs. Advertisers
benefit, in the long run. from the new
role of the reps because what they are
doing serves to make spot radio an -
creasingly effective medium.

Foreign-language
market

Q. How can this market be reached
with 2 minimum of waste?
A. Foreign-language groups tend to

hru Friday

t
Monday 1,00 Noon

800 AM-

turday
Sunday thru Sa ™

g.00 PM - 10

congregate in the metropolitan areas,
making it easy for the advertiser to
pin-point his message. New York. New
Jersey and Connecticut, with a total
population of slightly less than 19 and
a half million. have 1.600.000 Italian-
speaking people: 2,200,000 Yiddish:
over 500,000 Polish; 700,000 German;
100.000 Spanizh. In the Southwest
area of the U, 5., between 3.000.000
and 3.500.000 Spanish-speaking folks
(mostly Mexicans) are located.

The Forcign Language Quality Net-
work has collected data showing over
four million Italian-speaking people in

DwEMBEP?{‘ 1930
throug ‘95‘

DEX, ¢esruarY.

KE, VIRGINIA

*C. E. HOOPER, Inc.

Get the entire story from FREE & PETERS

‘ CBS « 5000 WATTS » 960 KC
: Owned and Operated by the
TIMES-WORLD CORPORATION
'@ ROANOK E},.«‘V'"‘A .
| , p ,

FREE & PETERS, INC., National Representatives

—
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14 markets and more than 1.300,000
Polish listeners in 11 market areas.
Surprisinghy. few advertisers have
taken advantage of the availability of
this valuable data assembled by FLQN.
according to Ralph Weil, President of
the organization,

Q. What about the ltalian-speak-
ing market?

A. A recent Pulse survey for WOV,
New York. revealed that in WOV's
area this market inctudes 515.000
radio-homes. The average family con-
sists of L11 persons as against a city-
wide average of 3.30 persons. Two-

thirds of the Italian-market house-
wives are foreign-born (justifving
heavy daytime programing). Within

this group, the station has a 17
greater tune-in than competitive Eng-
lish-language stations.  Proof of the
pulling power of this tvpe of program-
ing was demoustrated to the Uddo-
Taromina Company. manufacturers of
Progresso Foods. This sponsor booked
a quarter-hour musical show (six davs
weekly) and offered to broaccast a
recording of a message from any speci-
fied relative in ltaly in return for a
$2.00 proof of sale. Within two weeks
he was so swamped that he upped the
ante to a $12.00 proof of sale. In the
past eight months so many people
snapped up this offer that the sponsor
l.as had to double his airtime in order
to broadcast playbacks of the messages
from lialy.

An  Advertest study  made for
WHOM. New York. showed the aver-
age sets-in-use figures during ltalian
program periods never fell below 25«
for any 15-minute period. even during
the early morning. and reached as high
as 607 sets-in-use during the cevening
periods. This ltalian-speaking mar-
ket, says Advertest, ranks as the sixth
largest market in the U. S.

Q. How can a sponsor cash in on
the Yiddish market.

A. During the week stations WEVD
and WLIB beam at 2.200.000 people
in New York with a wide variety of
programing. WLIB is currently broad-
casting 12 hours of Yiddish programs
and 24 hours of Anglo-Jewish mate-
rial every week for sponsors as diversi-
fied as Safewav Stores. Crawford
Clothes, Procter & Gamble, and Hotel
Diplomat.  WMGM. New York, gar-

ners a fat slice of this market with its

SPONSOR
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1 DETROIT . ..

LEADS ALL OTHER INDEPENDENT STATIONS

43 OUT OF 58 QUARTER HOURS*

* Detroit Conlan Report— April 15 Through 21, 1951

ﬂnd... IN THE AFTERNOON...(12:00N-6:00 P.M.,

)
THE NUMBER THREE STATION

I N D E T RO I T ~ Network "A"” ... ..... 24.1
A Network “B” ......... 20.9
ASK WKMH ............. 13.6
HEADLEY- Network “C” ......... 13.3
REED SHARE OF AUDIENCE* Network D" ......... 11.9
| Independent ... ... ... 9.8
Non-Rated Independ-
‘l ents (And other).... 6.4

BETTER BUY \




“American-Jenwish Caravan of Stars™
every Sunday from 12:30 to 1:30 p.m.
Broadeast in Enghsh. the program fea-
tures top stars of the American-Jewish
entertaimment world such as Henny
Youngman, Molly Picon, Moishe Oy-
sher, and Harry Hershfield. Present
sponsors of the program are White
Rock Sparkling Beverages. Barricini
Candy. and . Rokeach Food Products.

Q. Although the Negro market is
a large one, isn’t it a3 low-income
one?

A. A receut Daniel Starch survey for
Ebony magazine revealed that the 15,-
000,000 Negroes in this country con-
stitute a 815 billion market. Radio is
being recognized as the medium that
reaches areas not touched by Negro
slick magazines. This, coupled with a
growing awareness of the hefty income
of the Negro market, is drawing ad-
vertisers to the Negro market.

Preferred Negro Markets, Inc.. a
new combination of Negro program
stations represented by Forjoe & Co.,
New York. reports a remarkable inter-
est by national advertisers.

Last year, WIBW listeners sent us
almost a quarter-million dollars* in
cold, hard cash.

Think this over!

This money came direct to WIBW

When you use WIBW,

because our listeners have absolute

confidence in the merchandise we

our listeners have con-

fidence in YOU, too!

talk about on the air.

When our listeners hear any product

advertised on WIBW, that’s all the

recommendation they need.

They

buy.

*$204,800.93 to be exact.

ﬁ Serving ond Selling
. "THE MAGIC CIRCLE"
l Rep.: Capper Publications, Inc. - BEN LUDY, Gen. Mgr. - WIBW » KCKN

S — ———

.....

- e

TOPEKA,
KANSAS
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Throughout the nation, and espe-
cially in the South, radio stations have
emerged for the prime purpose of cap-
turing this rich market. Many of these
stations use sub-standard programing
and hterally insult their listeners with
cut-rate quality dises, too much em-
phasis on blues numbers. and “talking
down” to the audience. Joseph L.
Wooton of Interstate United Newspa-
pers. Inc. (radio division) has hopes
of getting together with top-notch Ne-
gro programers and setting up a code
designed to raise the level of program
content on these stations.

As in the case of other minority
groups, the Negro has a strong sense
of brand loyalty. Because he has al-
ways felt discriminated against. the
very fact that a station removes some
of that feeling by “talking™ directly to
him is almost enough to guarantee that
he will spend his money on the prod-
ucts and services advertised on that
station.

Q. What radio advertising possi-
bilities exist outside of the conti-
nental U. S.?

A. Here's some data on good markets:

Anrerican representatives for sta-
tions in the 15,000.000-population Ca-
nadian market (Weed & Company,
Adam J. Young, Jr.. Inc.. Donald
Cooke, and Joseph Hershey MeGilhra)
say that an increasing number of
American advertisers are waking up to
the vast sales potential and good brand
of radio available in Canada. (SpPON-
SOR’s second issue in August will con-
tain a special section dedicated to Ca-
nadian broadeast advertising.)

Puerto Ricans spend about $340-,
000.000 for mainland products annual-
ly. and personal income levels are in-
creasing. Although there’s only about
150.000 radio sets on the island. au-
thorities seem to be under the impres-
sion that about three families listen to
each set. Almost all programing is in
Spanish.

Hawaii has more than 100.000 radio
homes. The 466,000 islands racked
up an income of more than $150 mil-
lion last year. Almost 58,000 tourists
dropped $35 million in this year-round
vacationland. Bulk of programing is
in English. remainder in Japanese and
llocano. All of the top networks have
local outlets and national advertisers
have gobbled up many time slots. The
CBS outlet in Honoluln, KGMB. car-

ries everything from “Arthur Godfrey

SPONSOR




and His Friends” and **Strike It Rich™
to “Perry Mason” and “Brighter Day.”

The 10 radio stations in Alaska can
thank Uncle Sam for the recently in-
creased defense appropriations which
have sent a host of free-spending con-
struction workers up to “Seward’s fol-
ly.” Many sponsors, such as Blatz
Beer, Philip Morris, Kolynos, and Bi-
CoDol, are spending money to get their
share of the market. Programing
ranges fromn disk jockeys and soap
operas to news programs and live ma-
jor league baseball games.

Regional nets

Q. What are the advantages of
regional network sponsorship?

A. The national advertiser can select
big sections where his product sales
are weak; where he wants to increase
distribution. Regional nets offer him
a selectivity not available with net
sponsorship, a range not available gen-
erally via a single station. Anthony C.
DePierro, Geyer, Newell & Granger
vice president, cites this example of
radio’s regional situation today: “An
advertiser with distribution in approxi-
mately 20 states long wanted regional
net radio but never seemed to be able
to swing prime time periods. Present
conditions in the radio field have
changed this. Now he can get what
he wants with plenty of station cooper-
ation.”

Q. What's the fall outlook for re-
gional network sponsorship?

A. A spokesman for the huge Don Lee
network, which has 45 stations along
the Pacific Coast, told spoNsor:*“Our
business will be at an all-time high
this fall.” Among its many current na-
tional and regional advertisers are Bor-
den, Dolcin, Viking Soap (Los An-
geles), Hubinger Starch Company.
Studebaker, and Wildroot.

The only cloud on the horizon, ac-
cording to Wythe Walker of The Wal-
ker Company: “The networks are
cutting rates and undervaluing the me-
dium.” The Walker Company repre-
sents Pacific Northwest Broadcasters;
Z-Bar Network (Montana); and Okla-
homa Group Broadcasters.

A Paul H. Raymer Company spokes-
man says the regional networks they
represent show business increases over
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a like period last year. The McClatchy
Beeline stations in California are sub-
stantially ahead of last year’s business
including the summer months: the Ari-
zona Broadcasting System and the New
England Major Market group report
similar billing increases.

Good business for three regional net
accounts (Lone Star Chain: Oklahoma
Network and the Southwest Network)
are reported by the O. L. Taylor Com-
pany. The same holds true for the
Intermountain network represented by
Avery-Knodel. The outlook for the

New England regional net, according

EEEEEEEEEE R R X

18 of the 20 top-rated
programs are on CBS

... and in Buffalo
CBS is WGR

to Weed & Conipany is most favorable
from an AM point of view.

At the same time that regional busi-
ness is on the upswing, the newest re-
gional system announces the afliliation
of a 27th station to its group. The Fi-
delity Broadecasting System Ine., a
group of hometown stations in Florida
which began operation last February,
is programing 18 hours a day. The net
reports many national and regional
advertisers. The programing fare:

sports, locally produced shows. and
transcribed programs from the major
transcription firms.

RAND BUILDING, BUFFALO 3, N. Y.

Natianal Representatives: Free & Peters, Inc.

Leo J. ("Fitz’’} Fitzpatrick
1. R. (""1ke”) Lounsberry

105



'sa BETTER THAN EVER BUY!
DOMINTNT BY NIGHT

WOAI has almost 5 times rhe NIGHTTIME coverage of any other San
Antonio station (BMB).

DOMINANT BY DAY

WOAI has almost 2'2 times the DAYTIME coverage of any other San
Antonio station (BMB).

DOMINANT BY NIGHT Y |

WOAI leads in Hooper ratings morning, afternoon and mght. (Hooper's

continuing study; San Antonio Metropolitan Area).

DELIVERS MORE AUDIENCE

WOALI, since 1942, has increased its radio family audience 108% — this

after erroneously eliminating all TV families in area as per ANA,

FOR LESS MONEY

WOAI has increased its basic hour rates only
139% since 1942. Radio families have increased
849%. On this basis WOAI might logically increase
its rate from $340 to $624 an hour.

Still the MOST POWERFUL advertising
influence in THE SOUTHWEST!

an s Represented Nationally by
‘ S Anmnlo EDWARD PETRY & COMPANY, INC.
251 AMERICA'S FASTEST

N RowiNG New York, Chnca{;o, Los Angeles, St. Louis
M Y MAIOR CITY Dallas, San Francisco, Detroit

[
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RADIO

Radio Basics, yvou’ll quickly discover is something special.
Packed into easily-read. attractive charts and tables is what

we helieve to be the most extensive compendium of basic in-

formation about radio ever put together in one place.

A careful and extensive =urvey of the entire research field
brought to light a variety of valuable information. Here are
facts that even industry experts forget in the press of every-
day operation. Some of the sources from which spoNsor
made its selection: A. C. Nielsen Co., The Biow Co., Pulse.
BBDO Television Survey, Trendex, C. E. Hooper, CBS, NBC
research, Audit Bureau of Circulations, PIB.

[n detailing the broad scope of radio’s coverage. compara-
ble figures are given for other principal media. The same
goes for costs.  Just how much does radio cost to reach a
given number of Hsteners; which tvpes of programs do the
most efficient job; and how does the spoken medium compare
with printed media and TV? These are only a few of the
questions answered.

Radio Basics is more than a primer of elementary lore, it
brings up-to-date many changing factors—number of radio
sets 20ld last year. car-radio population, radio and TV homes.
An index at the right tellz where to locate each subject.

v

VI

BASICS

Audience dimensions

Cost of vadio

Radio’s billings

Time listeners spend

with vadio

Where listening (akes

place in home

Radio listening in TV

homes
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¥ The dimensions of radio’s audience

1. How many U.S. homes have radio ?

Scurce: Rado & Te evision Research Section, The Biow Co., 1951

i\ How Radio compares with TV
Y

Radio's 969% saturation compares with
< a national TV saturation of 269%. Physi-
g - cally, 37% of America's homes are
! presently outside television's coverage
| | area; all of the country, with negligi-
‘ EE;[% % )l / ble exceptions, is reached by radio.
Ov’?/e - E} Sl - - -
969 hove rodios 4% hove no rodios |

(?

2. How many sets are there per home?

®exooTs =2
Source: NBC Research—I1 January 195I ==
Q [
——
I )
'd//ﬁ//‘!///gili"(Ii{[[i“j ‘ ’
7| = =
) |
1
=
- O ]
One radio set ] Two radio sets Three rodio sets Four rodio sets
22,054,000 homes or 53% 13,232,400 homes or 47 % 4,410,800 homes 2,205,400 homes
or 10% or 5%

Aliogether, this adds up to 71,900,000 home radio sets now in use. During 1949 about 10,000,000 new radios were sold; during 1950
14,000,000 were sold. Source: O. H. Caldwell, edilor of "Tele-Tech” magazine.

3. How many homes listen to the average program?

source: A. C. Niesen

A%

e

Evening average Day average (cumulotive) Evening averoge (cumulotive)
Average evening net- Average five-times-a-week daytime radio Average one-night-a-week network radio
work show draws an show during Dec.-Jan. 195! reached 10,601,- show during Dec.-Jan. 1951 reached 9,931,-
audience of 3,310,000 000 homes. 000 homes one or more times over four-week
homes.

period.
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4. How does radio’s circulation compare with other media?

Sources: Audit Bureau of Circulations, NBC Research®

Medium

Radio (estimated Oct.-Dec., 1951) . .. .
TV (estimated Oct.-Dec., 1951) ... = __ ,
Radio-Only Homes (estimated Oct.-Dec. 1951)

Saturday Evening Post®* . .
Life®

This Week* N

Circulation % of U.S.
42,900,000 96%
15,000,000 33%
27,900,000 63%

4,036,246 9%
5,351,630 12%
10,006,564 22%

*Most recent ABC reports. Life & Saturday Evening Post, 9 months ending 30 September 1950. This Week, 6 months ending 30 September [950.

5. How does radio compare with other media in delivered audience?

Sources: Various, see below

Radio (%2 hr. once a week average evening program; Oct.-Dec. 1951)

TV (V2 hr. once a week average evening program; Oct.-Dec. 1951) .. . .

Saturday Evening Post (1949 to 1950) ...

Life (continuing Politz Study) __ .

This Week (July 1949-June 1950) . . . .

8,190,000 people
6,003,000 people
4,415,000 people
e : 5,509,000 people

7,149,000 people

SOURCES FOR FIGURES ABOVE

RADIO:

Average 14 hour Nielsen rating 8.3; average
homes reached oun basis of 41,700,000 radio
homes—3.561,000.
per home to give 8,190,000 people.

Multiplied by 2.3 listeners

TV:

Average 14 honr evening ARB rating 18.6, ad-
justed to projectable rating of 13.8. Average
homes reached on basis of 13,000,000 TV fami-
lies~2,070,000. Multiplied by listeners per home
to give 6.003.000.

SATEVEPOST:
Sources—Continning Study of Magazine Andi-
ences, 1949.

Consumer Magazine Report July 1949 to June

Noting data from Daniel Starch

16 JULY 1951

1950. Gross audience 16,982.000 munltiplied by
average percent of noting, 26% . gives 1.115,000

readers. Pages were black & white.

LIFE:

Sonrces—1’olitz Study, Noting data from Daniel
Starch Cousnmer Magazine Report July 1949 to
Juue 1930, Gross andience 23.950,000 multiplied
by average percent of noting, 23, gives 5.309.-
000 readers. Pages black & white.

THIS WEEK:

Sonrces—Daniel Starch Consumer Magazine Re-
port Juby 1949 1o June 1950. Noting data, same.
Gross andience 23.829.000 mnltiplicd by average
percent of noting (black & white page). 30%,
gives 7.149.000 readers.
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HIGHER RATINGS

In BIG Towns In SMALL Towns
San Francisco . . 16.0 Hattiesburg . . 29.6
] Louisville .. 217 Zanesville . . 260
‘ Minneapolis . . 16.5 Youngstown . . 21.3
He’ll chalk up high ratings for you, tc

MORE RENEWALS!

Minneapolis, consistently outroting importont
network shows.

! . New Orleons, consistently delivering o lorge ond

. loyol oudience.

. Roleigh, consistently selling for Corolino Power
and Light Compony.

He’ll chalk up more renewals for you, too!

EASIER SALES

® “Boston Blockie’s 19 1, the highest roted shaw on Sundoy ofternoon in

K City.”
onsos Lily Jomes Coy—Rogers & Smith Advertising Agency

® “Bastan Blockie has the most loyol listening oudience of ony show we've
ever had on the air and is loke Chorles most outstonding mystery
show

Jomes H. Jesse, Pgm. Dir., Stotion KLOU, Loke Chorles, Lo.

© “Todoy morks the 91st broadcast of Boston Blackie for Folls City Beer—
Louisville. Our latest Hooper taps oll network ond local campetitive

programs. Roy D. Willioms—Proter Advertising Agency

®“We ore having tremendous success with Boston Blackie. Once it wos

necessory to re-schedule ‘Blockie’ for ploy-by-play sport commitments.

It would be difficult for you to oppreciote the deluge of calls we
received at the stotion.”

John T. Rutledge, Ass’t. Gen. Mgr., Stotion WVJS, Owensboro, Ky.

He’ll chalk up easier sales for you, too!

ow,onTV!

AM + TV = TOP RESULTS!

Boston Blockie on TV is olreody proving the fostest seller ever. < I

S

Sponsored by big-name odvertisers on top TV stotions in:

NEW YORK CITY, CHICAGO, LOS ANGELES, WASHINGTON, D. C., b [
DETROIT, CINCINNATI, DAYTON, COLUMBUS, PITTSBURGH, CLEVELAND,
LANCASTER, TOLEDO, MINNEAPOLIS, RICHMOND, NORFOLK, ATLANTA
HURRY—YOUR MARKET MAY STILL BE AV AILABLE!
WRITE, WIRE OR PHONE.




6. What's the size of the out-of-home audience?

DOUTC Fulse (ut-or-HOmMe

City

Philadeiphia

Boston

New York
Cincinnati

St. Louis
Minn.-St. Paul
Chicago

19.8
23.1

241
20.5
21.9
25.0
20.8

urvey, February 195]

Average quarter-hour sets-in-
“in-home" radio

listening

Average quarter-hour sets-in-

use of ‘‘out-of-home'’

listening

F

34
3.4

3.5
2.7
2.4
2.7
2.2

Listening from 6 a.m. to midnight every day of the week; by average quarter-hour sets-in-use.

radio

Elv

Percent of additional listening
added by "out-of-home”

sets

17.2%
14.7%

14.5%
13.29%
11.0%
10.8%
10.6 %

1. How many car radios are there?

Source: The Pulse, Inc., 1951

Metropolitan Areco
Atlanta

Birmingham

Boston

Buffalo

Chicago

Cincinnati

Detroit

Los Angeles

Auto radios installed, U. S..

Percentage of cars equipped with radio

Car Rodios
71,100
66,700

288,200
138,400
716,700
130,900
501,900
857,900

Radios in public places

==l é"‘;‘{; Py T,;w i

Metropolitan Areo
Minneapolis-St. Paul
New Orleans

New York _
Philadelphia
Richmond

St. Louis

San Francisco

Washington, D. C.

19,100,000
46.9%
5,000,000

Source of figures immediately above: NBC Research, January 1951

8. How long do they listen daily out-of-home?

Source: BBDO report on TV,

AVERAGE LISTENER
HOUSEWIFE

1951%

MALE HEAD OF FAMILY

“OTHER”” MEMBER

1
1
1

Non-TV Homes

hr. 23
hr. 10
he. 26
hr. 29

min.
min.
min.

min.

Car Radios

171,800

81,300
770,000
301,600

43,600
234,800
350,100
151,200

TV Homes

1 hr. 20
1 hr. 03
1 hr. 22
1 hr. 32

min.
min.
min.

min.

“Note: Away from home listening was largely automobile radio listening. The BBDO panel showed 519 of its members auto-radio equipped.
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9. How does listening differ hour by hour? (by number of homes)

Source: A. C, Nielsen, January 195I

Time of Day

@ 2 PM-3 PM
G 3 PM-4 PM

Sets-in-Use

@ 9 AM-10 AM 6,709,000
@ 10 AM-11 AM 7,682,000

Time of Day

@ 11 AM-12 AM 8,058,000 @ 4 PM-5 PM
@ 12 AM- 1 PM 9,030,000 @ 5 PM-6 PM
9,657,000

@ 1 PM- 2 PM @ 6 PM-7 PM

Sets.in-Use

8,121,000

7,995,000

7,838,000

8,215,000

9,594,000

Time of Day

@ 7 PM- 8 PM

PM- 9 PM 11,820,000

PM-12 PM

Sets-in-Use

11,538,000

PM-10 PM 11,726,000

PM-11 PM 9,469,000

5,299,000

10. How does listening differ hour by hour? (by % of homes)

Source: A. C. Nielsen

% Tuning in
Homes with Radio Only

9-10 AM 214
10-11 AM 24.5
11-12 NOON 25.7
12- 1 PM 28.8
1- 2 PM 30.8
2- 3 PM 25.9
3- 4 PM 25.5
4- 5 PM 25.0
5- 6 PM 26.2
6- 7 PM 30.6
7- 8 PM 36.8
8- 9 PM 37.7
9-10 PM 374
10-11 PM . 30.2
11-12 MID. 16.9

*Except homes having no radio.

% Tuning in
Homes with Radio plus TV

16.6
225
25.7

24.1
18.4
16.0

11. How many homes are reached by the top 10 radio shows?

Source: A. C. Nielsen. Total number of homes reached, average of second and third weeks of May, 195|—Average Audience Basis

Lux Radio Theater
Jack Benny
Charlie McCarthy
My Friend Irma
Talent Scouts
Walter Winchell
Mystery Theater
You Bet Your Life
Mr. Keen

Mr. Chameleon

R e R R R

-t

16 JULY 1951

No. of homes

4,274,000
3,855,000
3,771,000
3,771,000
3,646,000
3,520,000
3,436,000
3,394,000
3,394,000
3,143,000

All Homes*

20.6
240
257

274
27.7
236

233
223
22.8

25.7
30.6
31.0

30.6
243
13.8
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12. How many listeners per set? Source: C. E. Hooper, Midwinter 1949.50

N. Y. Time Radio Audience TV Audience
lodR v} 5 & 6:00- 7:00 p.m. 0.71 0.83
7:00- 8:00 p.m. 0.77 1.07
8:00- 9:00 p.m. 0.76 121
; : 9:00-10:00 p.m. 0.78 0.78
O o 6:00- 7:00 p.m. 1.02 0.94
| | | 7:00- 8:00 p.m. 1.06 .17
’ ’ | 8:00- 9:00 p.m. 1.07 1.43
' 9:00-10:00 p.m. 112 112
6:00- 7:00 p.m. 0.54 1.46

Y 7:00- 8:00 p.m. 0.54 117

ﬂ 8:00- 9:00 p.m. 0.49 0.87

9:00-10:00 p.m. 0.41 041

6:00- 7:00 p.m. 2.27 3.23

:00- 8: .m, 2.37 3.41
TOTAL 7:00- 8:00 p.m

8:00- 9:00 p.m. 2.32 3.5)

9:00-10:00 p.m. 231 2.31

13. How does listening vary with the season? Source: A. C. Nielen H

Sets-in-use wmwa Nighttime 6 p.m.-12 mid. = Daytime 6 a.m.-6 p.m.

40 '
L-l~ ¢+"’!- |
N L’ ’T ~'* ~~ |
30 "’ﬁ‘ ] 7 ™ a"—"“ﬁ

20 Il s

10

JAN. FEB. MAR. APR. MAY JUN.JUL. AUG. SEP. OCT.NOV. DEC. JAN, FEB. MAR. APR. MAY JUN.JUL. AUG. SEP. OCT.NOV, DEC!
1948 1949 !

E—=3
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14. How many stations are there?

Sources: Networks and TV Digest

TOTAL
| WITH
ABC CBS MBS NBC INDEPENDENTS

RADIO 249 180 545 168 2,251
DUMONT
v 61 62 60 ‘ 65 107

*TV stations have multiple affiliations, particularly in one-station markets,

FM Stations—b72 R ‘;

15. How does listening vary by city size?

Source: A. C. Nielsen (Average audience by city size)

e f adkups
“avenw L]
) & & [ ]

' nw
ey . v
il Lo (o L RN e R
o em— z .= - e
Small & Rural | Medium-sized Metropolitan
1,223,000 listeners 1,023,000 listeners 981,000 listeners
Total listeners—3,227,000 Number of programs averoaged here—105
t
Sets-in-use
’
.
Oy 30 Seasonal variations in listening
(N ="
N, ' . e
N '—’ Chart, left, traces the seasonal pattern in radio listening. As adver-
B it { 20 tisers have long been aware, January marks the peak of audience size,

while July represents the trough. Summer dip of the listening curve
has caused meany sponsors to regard summer radio as a poor buy,

audience-wise. But as one agency radio research expert pointed out

10

to SPONSOR, if the averages of three months near peak and trough
are compared, difference is not nearly as marked as it appears. Both

high and low points are extremes which last only a short time, and

consequently should not be regarded as significant in themselves.

T
{

‘R. APR. MAY JUN. JUL. AUG. SEP. OCT.NOV, DEC. JAN.

1951
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11. Cost of broadcecast adeertising

1. How many radio and how many TV homes can be reached for a dollar?

Source: The Biow Co., Fa 1950

/@\ ég T =
IR BELI A S

Radio—161 Television—87

Homes per Dollar

Persons per Dollar

Radio—
371

Television—

225

2. How does network radio compare with other media in cost?

Cost-per-thousand l Audience
Net Radio (a) 2.23 8,289,000
Average sponsored evening half-hour
Life (b) 3.18 5,509,000
Average black-and-white page
This Week (c) 3.34 7,149,000
Average page
Net TV (d) 4.23 5,889,000

Average sponsored evening half-hour

Sources: (a) Nielsen average audience rafing Oct.-Dec. 1950; (b) Starch, July 1949-June 1950; gross audience Politz Study 1950 (c) Starch

July 1949-June 1950; (d) American Research Bureau, Oct.-Dec. 1950.

3. What would be the cost of one announcement
on enough stations to cover the U.S.?

Source: The Biow Co.

116

Evening—

$3,500

b

Day—
$1,750

SPONSOR




This powertul radio voice is hitting a 17,000,000 population area in § important states
and is open to advertisers at the lowest rote of any major station in this region. A
tremendous buy for action and sales that is estoblishing new records for advertisers
daily. Plan your schedules NOW. Put this powerful 50,000 Watt voice to work for you.

16 JULY 1951

CKLW

50,000 WATTS at 800 KC
GUARDIAN BLDG. « DETROIT

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

J. E. Campeau

Mutual Broadcasting System
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4. What's the talent cost, rating, and homes per dollar for various

types of radio and

TV programs?

Sources: A. C. Nielsen, The Biow

Co., January 195]

TV RADIO
Average Aver. No. Average Aver. No.
Program Talent |Number |Average {Number Homes |[Number | Talent Number [Average |[Number | Homes |Number
Type Cost Programs|Rating Programs| per $ |Programs] Cost Programs|Rating Programs| per $ |Programs
Situation
Comedy $11,000 8 28.9 8 135 8 $10,700 16 9.6 16 16 181
Variety
Comedy $11,700 19 28.0 19 126 19 $19,500 [ 10.2 7 142 7
General
Drama $ 7,500 14 26.7 I 116 N $ 8,000 5 8.2 5 184 5
Mystery
Drama $13,500 15 28.0 14 145 14 $ 5,400 20 8.6 21 211 21
Concert
Music $15,800 | 20.1 | 82 | $ 7,800 1) 5.4 8 119 8
Popular
Music $ 9,800 2 36.8 | 73 | $ 7.000 5 5.1 5 123 5
Variety
Music $ 6,500 17 19.6 14 94 14 $10,700 [ 8.7 [ 158 [
Quit & Aud.
Partic. $11,600 17 22.1 17 127 17 $ 5,900 10 7.3 10 188 10
Source: The Biow Co., January 195 estimates
All shows are 30 minutes unless otherwise noted.
RADIO TV RADIO TV
Situation Comedy Quiz Panel
Aldrich Family $10,000 One Man's Family $8,500 20 Questions $3,700 Goodrich Celebrity Time $7,500
Life of Riley $10,000 The Goldbergs $8,750 Leave it to the Years $3,750
Stu Erwin $12,750
Concert Music
General Drama Voice of Firestone $8,000 Voice of Firestone $13,500
Dr. Christian $6,000 Hollywood Screen Test  $3,000 Telephone Hour $13,200
Hallmark Playhouse $6,000 Kraft Theatre (60 min.}) $13,600 Railroad Hour $10,500
Cavalcade of America $13,200 Studio One (60 min.) $16,500
Popular Music
Mystery Dramao Yaughn Monroe $10,000 Your Hit Parade $28,000
Nick Carter $2,300 The Web $8,500 Contented Hour $7.500
Mystery Theatre $5,200 Lights Out $8,500 .
Mr. and Mrs. North $7.500 Plainclothesman $3,750 Variety Comedy
Red Skelton $20,100 Allen Young $13,500
Audience Participation Judy Canova $9,800 Ken Murray (60 min.) $20,000
People Are Funny $8,500  Paul Winchell $12,800 hI L LB Co(lzgi:ﬁfjmedy R
Quiz Giveaway Variety Music
$64 Question $4,00C Chance of a Lifetime $3,750 Bing Crosby $25,000 Godfrey's Talent Scouts $4,500
Bob Hawk $7,500 Stop the Music $8,750 Grand ‘ol Apry $5,200 Showtime USA $21,000
(30 min. segment) Gene Autry $7,500 Original Amateur Hour $10,000
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WCHS

16 JULY 1951

WEST VIRGINIA
STATE CAPITOL,
CHARLESTON

This is the story of radio in

Charleston.

Wese Virginia...

the wchs story

WCHS is the station with the highest over-
all Hooperating! With five stations in town, WCHS has 43.1%
of the total audience—more than twice the share of the next
ranking station! This establishes WCHS as tops in the Charleston
city area!

WCHS runs away with the score in the
hinterland as shown by the latest BMB figures! They show that
the total picture discloses that WCHS gives you more than all
the other four in terms of total hstening audience!

WCHS tleads overwhehmingly in top rated
shows! The Hooper survey shows that WCHS leads the field in
84.1% of al rated quarter hours!

WCHS advertisers have the lion's share of
the audience both in and out of the city area—and your chances
are 6 out of 7 that you will be in the highest rated spot in
Charleston radio at the times you're on the air!

The Charleston, W. Va., Radio Story is the Story of

580 ON YOUR DIAL < 5000 WATTS DAY AND NIGHT
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IIl. Radio’s Billings

1. How much money, in gross figures, has been spent to buy network time in
recent years?

Source: Publishers Infermation Bureau

1951 -+ or — 1950 -+ or —=, ’ 1949 1948 1947
First 5 Months from 1950 from 1949
|
$33,060,678 + 9.9% . 870,744,669 @ 11.6% $63,403,583 $62,265,105 | $59,250,964
‘ ‘ |
|
$25,260,893 8.8 61,397,650 — 4.1 ‘[ 64,013,296 69,697,590 | 65,756,517
| |
i
$14,582,390 —12.0 35,124,624 —17.1 42,342,854 44,304,245 | 43,550,144
$ 7,668,217 5.2 16,091,977 —10.8 18,040,596 22,728,802 22,372,711

TOTAL NETWORK GROSS TIME BILLING

f 194‘9] $187,800,329
/]\9502 $183,400,000
—
Z1551 ? $ 80,572,178 (first 5 months)
e e — ———

2. How much money was spent to buy spot radio time?

Source: SPONSOR estimate

130
VAN 3
60 ' - ~
30&;»-«# @ _L\\cr/
590] 9n4|i7llion $'IO:)9:\?IIion $10]89:‘?Ilion $l2:)93‘?llion $'|3]29:‘.:Ilion
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« COVERAGE  +

WGY and only WGY with its powerful 50,000 watts serves 53 counties
in 5 northeastern states. Included in this tremendous coverage picture are 21
major metropolitan markets each with 25,000 or more people within its retail
trading area.

HOOPER SHOWED IT . ... BMB PROVED IT
HERE THEY ARE

NEW YORK

<

ALBANY HUDSON NORWICH SARATOGA

AMSTERDAM JOHNSTOWN ONEONTA SCHENECTADY
REGIONALLY GLENS FALLS KINGSTON ROME TROY

GLOVERSVILLE UTICA

MASSACIHIUSETTS YVERMONT

ADAMS PITTSFIELD BARRE RUTLAND

NORTH ADAMS BENNINGTON BURLINGTON

. add to this the home counties in which these 21 cities are located and you
have a richly concentrated market of 2,980,000 people with spendable incomes
in excess of 3 billion dollars

N LS LAt LA LRt Rt L LRt R R RN RSN R RARRRRRNRRN

< In the 11 county area recognized by the Commerce Department of the
State of New York as "The Capital District”, the actual BMB county by county
breakdown showing the percentage of radio families comprising a station’s weekly
nighttime audience is as follows:

COUNTY wWGY STATION A STATION B STATION C
ALBANY 920 % 82% 63% 67%,
COLUMBIA 84%, 32% 25% 35%
FULTON 87% 22% 14% 22%
GREENE 87% 9% 29% 36%
MONTGOMERY 9%, N% 16% 1%
RENSSELAER 88% 83% 53% 55%
SARATOGA 9% 57% 5% 45%
. S SCHENECTADY N% 7% 54%, 52%,
BUA OGS BLE SCHOHARIE 7% 43% — 6%
WARREN N% — 19% 18%
WASHINGTON 93% 32% 30% 29%

With a BMB average of 907 WGY leads its closest competitor by more
than 45¢7 for the combined 11 counties of New York State's Capital District. In no
instance does any area radio station surpass WGY in the number of nighttime
listeners—even in home counties. In daytime listening one station enjoys a
slight margin in only one county. Here is the actual station by station comparison

TOTAL WEEKLY AUDIENCE

SRSt ARt R AR ARt LuLRtT LR LRttt RR LR A R RR LR R RN RNRRNRRRRNRNR R R R R RN R R RN ®

DAY NIGHr
STATION WGY (50,000 W) 428,160 451,230
STATION A (5,000 W) 163,910 171,940
STATION B (10,000 W) 107,910 13,360
N STATION C (1-5,000 W) 115,510 121,220

So remember, for complete coverage of a vast 53 county
area plus concentrated coverage of New York State’s 3rd
market, the Capital District, your best radio buy is WGY.

R GENERAL ELECTRIC STATION Represented Nationally by NBC Spot Sales




V. Time spent with radio
compared with other media

1. Percentages of population spending time with radio and other media
during a typical day

Source: BBDO Survey, November 1950

Read SUNDAY NEWSPAPERS _. 939,
Read DAILY NEWSPAPERS 939,
Read MAGAZINES . - 66%
Listen to HOME RADIO = . 829,
Listen to RADIO AWAY FROM HOME 259
View TELEVISION IN HOME 239
View TELEVISION AWAY FROM HOME 109

2. How do TV set owners and non-owners differ in their media activities
during a typical day?

Source: BBDO Survey, November 1950

NON-TY HOMES | TY HOMES 1
Read SUNDAY NEWSPAPERS 949 939% |
Read DAILY NEWSPAPERS 939% 929 |
Read MAGAZINES 699% 60% ]N
Listen o HOME RADIO 87% 67% |
Listen to RADIO AWAY FROM HOME § 249 269 “
View TELEVISION IN HOME = 87% W
View TELEVISION AWAY FROM HOME 119 99,

3. How much do people listen each day per home?

ource: A. C. Nielsen, Jan.-Feb. 1951

RADIO ONLY HOMES I 4.53 HOURS
l
|
HOMES WITH RADIO & TV 2.63 HOURS

ALL HOMES* I 4.06 HOURS
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ERYBODY LOVES

“WHWYSTERY ™

I “Launbhes” One With Glamor

VRYBODY
~and they
rapped up

loves a mystery
like ’em Dbetter
in pretty pack-
ns how KTUL, the “Show-
¥y’ station down Tulsa way,
' p with a “natural” to hypo
r interest in the Tulsa Char-
8se Show, May 29 thru Juue

typical  KTUL  promotion
% it launched another poten-
¢ ebrity on the stardust trail
b ‘big time”—a trail traversed
1 tly by former KTUL'ers.

g time it was Peggy Fowler—
ster of Tulsa’s famous Patti
who mnow is recognized as

¢ Vs most popular woman

[ ]

i, rccently featured in Life
1ne as the disk joekey’s darl-
y ose record sales during the

months totaled 5,000,000,
tr start at KTUL, too. For
‘ars—before she hit the “big
" she was KTUL’s star voeal-

g£v, who closely resembles her
# sister and sings with simi-
s ling, was the sensation of
lsa Horse Show—billed as
fystery Singer.”
b: DHopalong Cassidy was
¢ on the last two nights of
g w, ticket sales zoomed from
1 ment KTUL and the press

KTUL’s Peggy Fouwler, ;'ight,
with CBS’ Hopalong Cassidy.

nessec Waltz?’

began ueedling folks to guess the

“Mystery Singer’s” identity.
For the first time, the “SRO”
sign  was hung out for such an

event in the Tulsa fairgrounds pa-
villon. The show was completely

{ERTISEMENT

TULSA'S EXCLUSIVE RADIO CENTER
AVERY-KNODEL, INC:
Radio Station Representatives

| JOHN ESAU, Vice Pres. & Gen. Mgr.

S Mystery Singer’’ of the
Left,
vice president gemeral wmanager of KTUL, and Promotio
with Sammy Kayc's hand.

Tulsa Charily
above, Hopaiong

Manager

sold out for tlie last three perform
auces.

Masked and lovely Peggy made
four Lrief appearances in the arvena
with Sammy Kaye’s band—singing
“Mocking Dird P and “Teunes-
see Waltz,”

With a 1951 Ford convertible
contributed by the Oklahoma Dis-
trict Ford dealers as the prize,
nearly 20,000 speetators tried their
luek at guessing her trne name.

The result was amazing, Eighty
five per cent of the official entry
hblanks hore the name “Patti Page.”
Another 10 per e¢ent guessed a
variety of sueh famous uames as

Peggy  lLee, Dorothy Shay, Mar-
garet Whiting, Mary Ford, Muartha
Tilton, Jo Stafford, Doris Day, ete.

The compuarative few who

Fowler™ shared in
the unew automobile

guessed “Peggy
a drawing for

to elimax the final performance,
when Peggy was unmasked.

“Mrs. Me
Melody”

nights at
Johuny

Peggy is featured as
ody™ on the “Mr. and Mrs,
show over KTUL Friday
7:00, with male voealist
Kirk,

Youngest of eight musical daugh-
ters of Tnlsa’s Mr, and Mrs. Ben
jamiu Fowler, T'eggy may soon
)om the ranks of other “big time”
artists and radio personalities who
have KTUL showmanship as their
hackground.

SPONSOR NEWSCAST 13
YEARS

Clarke’s Good Clothes in
recently signed rewewal ftor T
morrow’s  News ight over

KTUL, marki fld

ship of the 10:00 p.n.
cast without a breank. kd Neibling,
ace newscaster of KTUL has served
at the “Mike” for Clarke's continu-

niglhtly

Horse
s welcomed by Mayor fieorge Stoner,
George Ketcham,

r'

honors
FEsan

Ten

shared spollight
right; John
Pegagy sings

Show,

Below,

ously since lis return from service
in World War 1L

“We don’t need a Hooper,” says
Vieola Noble, advertising manager
of Clarke’s, “to determine what this
program does for ns. We test it
very carcfully—and very periodi-
ally.”

Harry Clarke, store owner, ap-
pears personally from time to time
o the newseast and does the eom-

mercial on some outstanding style
or value item. Not only does the
merchandise  sell but literall;

hundreds of people mention having
heard him on the air. Clarke’s
was using its own version of
“heamed techmique” long before the
famous Joske survey.

NOW
CBS

IN THE RICH
FORT SMITH TRADE
AREA OF WESTERN

ARKANSAS—

KFPW

FORT SMITH, ARKANSAS

Owned and Operated
By KTUL

JOHN ESAU—Vice President

General Manager

AVERY-KNODEL,

National Representative

Inc.
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V. Where listening takes place
in the home

1. Where do they listen in radio homes-only ?

Scurce: Trendex Survey X [Week of Jan. (6-22, 1951)

8-12 Noon

_Eo _ 6-10 p.m.

W 12 Noon-6:00 p.m, 1
|
¥

38.9¢% 44.8¢% 53.8% 343C 33.6% 174 185% 155% 19.0%c 65% 2.6% 6.2 0.9% 1.7% 2.1% 09%% 1.8% 1.5%

LIVING ROOM KITCHEN BED DINING PLAY OTHERS
ROOM ROOM ROOM

2. In TV homes, where do they listen to radio when TV is on?

Source: Trendex Survey X (Week of Jan. 16-22, 1951)

B ‘ :l:l:u:l

32.1% 28.6% 25.0¢¢ 7.1% 3.6% 3.6%
KITCHEN LIVING BED DEN DINING PLAY
ROOM ROOM ROOM ROOM

40.9¢, 273 18.2% 6.8 4.5% 2.3%
KITCHEN BED DINING DEN PLAY
ROOM ROOM ROOM
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ONLY A

COMBINATION
THE GEORGIA PURCHASE OF STATIONS

CAN COVIR

GEORGIA’S
MAJOR
MARKETS

ATLANTA é

A MACON

WAGA | WMAZ | wToC

ATLANTA MACON SAVANNAH

SAVANNAH
5,000w ° 590kc 10,000w o  940kc 5000w e 1,290kc

(ALL CBS AFFILIATES)

THEO:&» OFFERS ADVERTISERS

AT ONE LOW COST:

e Concentrated coverage
® Merchandising assistance
e Listener loyalty built by local programming

o Dealer loyalties

—in three major markets.

Represen’fed individually and os @ group by ' “ E K ATZ A G E N C Y r'é I “ c ®

NEW 'YORK b LHICAGO & DETROIT ® ATLANTA o DALLAS L) KANSAS CITY . LO5 ANGELES - SAN FRANCISCO



VI. Radio listening in TV homes

1. How does radio set use vary with length of TV ownership?

yurce: lrendex ouf

X (Week of Jan. 16-22, 1951)

1

Both TV and I Radio But Not

One or More One Radio Two Radios Three Radios
TV Homes TV Sets in Use | Radios in Use in Use in Use in Use | Radio | TV in Use
 —
A
LESS THAN 1 YR. 61.7 % 11.0% 7.0% 3.19 0.9% 4.49% 6.6%
" ¥
BETWEENB] AND ‘ |
2 YRS. 60.59% 10.9% 6.8% 2.7 % 1.49 4.89% 6.1%
- | |
OVER 2 YRS. 54.99, 13.29 7.8% 3.99% 1.59 | 4.89% 8.49

= ——

2. How does radio listening vary (in New York homes)
with length of ownership?

Source: Trendex Survey X (Week of Jan. 16-22, [951)

Nine or more
quarter-hours 4.8 . e — 4.4 l~-- 5.6
Five to Eight 1%.0 ll. 8 l
quarter-hours ] _- =
-
B - \\\\
One to Four
quarter-hours 18’4 27. 9
SsQ | S
-~
N o
\\\
\\
No time spent 63. 8 55. 9
43.3
9 MONTHS OR 10 TO I8 19 TO 24
LESS MONTHS MONTHS
Radio Listening between 7:00 p.m. and 12:00 midnight
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FIRST AGAIN

in the Big
Houston
Market!

February-May Hooper Report:
14 of the FIRST 15 Daytime Shows

14 of the FIRST 25 Nighttime Shows
5 of the FIRST 7 News Broadcasts
Are Heard on KPRC

KPRC leads by 31% over the second station

in Total Rated Time Periods

€9 | 5000 WATTS
'y | NBC and TQN on the Gulf Coasl
| JACK HARRIS, Generol Monoger
’ | Represented Notionolly by

| EDWARD PETRY & CO.
HOUSTON

A-3-51
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3. How does radio listening vary with length of set ownership?

Source: Pulse. Inc. study for WOR, December, 1950

14.7 %

4. What's the difference between radio listening in radio-only homes and radio-

plus -TV homes, by time of day?
T e e o e

Source endex Sur X (Week of J

-

413.9% 27.0% 17.3% 21.1% 22.6%
EVENING AFTERN oo MORNING
i 8-12 NOON
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For your SELLING job in this top U. S. market use WTIC. ..

Wﬂgg - WTHC oonnaes
A THE PROSPEROUS SOUTHERN
! Bl NEW ENGLAND MARKET

WTIC’s 50,000 Watts represented nationally by Weed & Co. o Paul W. Morency, Vice-Pres.— Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.— Sales Mgr.
{
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how to

save 7%07/18)/

m television. . . by watcbz’ng

the ball games

Comes the baseball season, and some people in advertising suddenly
discover there’s more to television than network programs. What
they “discover” is something as old as broadcasting: Spot program
advertising.

For those ball games you see on your screen are Spot programs. So
is that homemaker show your wife watched yesterday. And that
Western that had your kids digging spurs in the sofa. And that half-
hour mystery show, and that feature-length film, etc.

Yes, Spot programs cover practically every form of television enter-
tainment. They may be live or film ... day or night. .. long or short
... directed to the entire family, or to one specific member. They can
be all these things — and much more. Spot programs can be your
highway into successful television advertising.

For Spot program advertising saves you money. Compared to network
rates, it saves you up to 19¢, for the same period . , . over the same
stations. Saves you more than enough to take care of the extra film
prints involved and their distribution to stations.

Spot program advertising saves you money in another way. You're
never saddled with “must” stations, or minimum station requirements.

And you get more for your money with Spot. You're a more profitable
customer to the stations. So stations clear time more readily . .
cooperate wholeheartedly.

If you’d like to know more about Spot program television advertising,
just call any Katz representative. You, too, may find that in tele-
vision . ..

you can do better with Spot. Much better.

' E K A T Z A G E N C Y, INC. Station Representatives

NEW TORK

CHICAGO

DETRO!IT

L d

LOS ANGELES <« SAN FRANCISCO ¢« ATLANTA +« DALLAS ¢« KANSAS CITY
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NBC, ABC, DTN Yes Pearson
NBC, ABC, DTN Yes H., R. & P.
No (relay due
NBC, ABC, DTN late '52)  Petry
NBC, ABC, DTN Yes Katz
NBC, ABC, DTN Yes KaiE
NBC, ABC, DTN ‘Yes Averj-){nie}
NBC, ABC, DTN Yes Headley-Reed
NBC, ABC, DTN Yes Avery-Knodel
NBC, ABC. DTN Yes H., R & i
NBC, ABC, DTN Yes Meeker
NBC, ABC, DTN  Yes H_eadleyi?ggci
ABC Spot Sales
endent Petry
andent No [relay by Katz
late '51) NBC Spot Sales
andent Raymer
Radio Sales
Blair-TV
ABC, DTN Yes Free & Peters
Yes Petry
NBC, ABC. DTN  Yes Branham
NBC, ABC, DTN Yes Free & Peters
NBC, ABC, DTN Yes H., R, & P,
Yes Petry
ABC, DTN Yes Free & Peier_s
NBC, ABC, DTN Yes Petry
NBC. ABC. DTN Yes Katz
NBC, ABC, DTN No Blair-TV
Yes Offices N. Y, Chi,
Pitts., San Fran.
ndent Yes Weed
Yes Radio Sales
Yes ABC Spot Sales
Yes NBC Spot Sales
ndent Yes Offices N. Y., Chi.,
Bost., San Fran.,
L. A., Portland
yndent Yes Free & Peters

NBC. ABC, DTN Yes

=

Petry

Oklahoma City (Okla.)

90,200 TV sets
WKY-TV o
Omaha (Nebr.)
78,800 TV sets
KMTV

\{YOW-TV S
Philadelphia (Pa.)
858,000 TV sets
WCAU-TY

WFIL-TV

WPTZ ,
Phoenix (Ariz.)
38,200 TV sets
KPHO.TV
Pittsburgh (Pa.)
265,000 TV sets
WDTvV. o
Providence (R. I.)
152,000 TV sets
WJAR-TV

Richmond (Va.)
82,000 TV sets

WTVR o
Rochester (N. Y.)
83,100 TV sets
WHAM-TV

Salt Lake City (Utah)

46,600 TV sets
KDYL-TY

KSL-TV

San Antonio (Tex.)
46,100 TV sets

KEYL

WOALTY
San Diego (Calif.)
100,000 TV sets
KFMB-TV

San Francisco (Calif.)
197,000 TV sets
KGO-TV

KPIX
KRON-TV

Schenectady (N. Y.)

158,000 TV sets
WRGB B
Seattle (Wash.)
85,000 TV sets
KING-TV
St. Louis (Mo.)
293,000 TV sets
KsD-Tv.
Syracuse (N, Y.)
122,000 TV sets

WHEN
WSYR-TV

Toledo (Ohio)
93,000 TV sets
WSPD-TV.

Tulsa (Okla.)
74,200 TV sets
KOTV

Utica (N. Y.)
43,500 TV sets
WKTV )
Washington (D. C.)
265,000 TV sets
WMAL-TV

WNBW

WTOP.TV
WTTG

Wilmington (Del.)
69,000 TV sets
WDEL-TV

o W

o

s o

| o~

8
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TV Set Total (NBC estimate 1 June, 1951)

Estimatcd Sets by 1 September (NBC)

— ,: 13,500,1

CBS, NBC, ABC, DTN No
CBS, ABC Yes
NBC, DTN Yes Blair-TV s
";40
I’
CBS Yes Radio Sales fjin
ABC, DTN Yes Katz (0
NBC B Yes ~ NBC Spot Sal|..
il
L i
CBS, NBC, ABC, DTN No Petry - [ m‘f
1w
i
CBS, NBC, ABC, DTN Yes Same as WAﬂi:,*_
';:g
CBS, NBC, ABC, DTN Yes Weed [Bostor|, .
- = Bertha Bann pr
1§
i !"ﬁ
NBC Yes Blair-TV 1,
=58 L i
‘l
L
CBS, NBC, ABC, DTN  Yes Hollingberry |
|
NBC No ({relay by Blair-TV F
late '51) )
CBS, ABC, DTN _Radio Sales |kl
i
ABC, DTN No {relay by Blair-TV ﬁ]-
NBC, ABC, CBS Ee ‘52) Petry i
1=
"
I
QB§. NBC, ABC No ~ Branham it
1w
in
ABC ABC Spot Sali
CBS, DTN i *(’efg{)by Katz h
NBC aie  Free & Pefers '
— _ ;08
i
i
GBS, NEC, ABC, DTN Yes  NBC Spot Sall
t
No (relay by |
| CBS, NBC, ABC, DTN late '51)  BlairTV |
X
NBC, CBS. ABC, DTN Yes  Free & Peters |
)
Ik
CBS, ABC, DTN Yes Katz 1
NBC Yes Headley-Reed |
{ Bosfon—KeHe‘
- . __ Carter) |
li
CBS, NBC, ABC, DTN Yes Kat |
)
ik
CBS, NBC, ABC, DTN No (relay by i
I _'afe"SZ)_ipe*L__rl
(GBS, NBC, ABC, DTN Yes Cocke |
ABC Yes Katz |
NBC Yes NBC Spot Sale;
C8S Yes Radio Sales |
DTN Yes N. Y. & cm.—rﬁ
West Coast—R
- ard Railton _
|
NBC, DTN Yes Meeker
' 12,7694




'ﬁ—__;-—ﬁ—_—_a-ﬁ_ﬁﬂ.—_i:_ &

M ket and stations Inter-
N ber of sets ‘Channel Affiliation connected? Representative
Awquerque (N. M.)
8 00 TV sets
K]STV 4  CBS., NBC, ABC, DTN No e Branham
Aes (lowa)
5400 TV sets
W ATV 4 CBS NBC, ABC, DTN Yes Weed
A anta (Ga.)
15,000 TV sets
W GA-TV 5 C38S, DTN Yes Katz
W3-TV 8 ABC, NBC Yes Petry
timore (Md.)
31,000 TV sets
¥ AM 13 AEC, DTN Yes H. R. & P.
¥ AL-TY i NBC Yes Petry
VAAR-TV . 2 CBS Yes Katz
Bighamton (N. Y.)
4100 TV sets
\[‘IBF TV 12 QS__N_BE ABC, DTN Yes Bolling
Bmingham (Ala.)
5,900 TV sets
Y FM-TV 13 CBS, ABC Yes Radio Sales
V RC-TV 4 NBC, DTN _ Yes Raymer
Biomington (Ind.)
1,500 TV sets
M‘TV | o CBS, NBC, “ABC. DTN Yef 7Meelxe¥r
Eston (Mass.)
71,000 TV sets
v Z-TV 4 NBC Yes NBC Spot Sales
VIACTV 7 ABC. CBS, DTN Yes Petry
Effalo (N. Y.)
25,000 TV sets
\EN-TV 4 CBS, NBC, ABC, DTN Yes H. R &P
{ arlotte (N. C.)
1,900 TV sets
TV 3 CBS, NBC, ABC, DTN ' Yes Radio Sales
{ucago ()
0,000 TV sets
IKB 4 CBS Yes Weed
A :iNR.TY 7 ABC Yes ABC Spot Sales
N.Y.—Ben Berentson
:N TV 9 DTN Yes West—Keenan &
Eickelberg
5 NBC Yes NBC Spot Sales
ncmnah (Ohio)
/8,000 TV sets
PO v 7 ABC, DTN Yes Branham
{RC-TV ] CBS Yes Katz
§ W.T 4 NBC Yes Offices N.Y. Chi. L.A.
. B Columbus, Dayton
Eeveland (Ohio) !
'7,000 TV sets
EWS 5 ABC, CBS Yes Branham
'NBK 4 NBC Yes NBC Spot Sales
JXEL 9 ABC, DTN Yes Katz
slumbus (Ohio)
19,000 TV sets
\BNS-TV 10 CBS Yes Blair-TV
H. Stovin {Canada)
LW-C 8 NBC Yes Same as WLW.T
TVN [ ABC, DTN Yes Headley-Reed
allas-Ft. Worth (Tex.) ‘ .
21,000 TV sets
UD-TY 4 CBS ‘No (relay due Branham
'FAA.TY 8 NBC, ABC, DTN late '52) Petry
BAP.TV 5 NBC, ABC N Free & Peters
avenport-Rock Island
(lowa) (11.)
7,600 TV sets
!HBE-TV (Rock Island) 4 CBS, ABC, DTN Yes Avery-Knodel
LOC TV (Davenport) 5 NBC Yes Free & Peters
ayton (Ohio)
30 000 TV sets
/HlO -TV i3 CBS, ABC, DTN Yes Hollingberry
/LW-D 5 NBC Yes Same as WLW.T
Jetroit (Mich.)
91,000 TV sets
VJBK.TV 2 CBS, DTN Yes Katz
IWJ-TV 4 NBC Yes Hollingberry
‘p/XYZ-TV ) 7 ABC Yes ABC Spot Sales
rrie (Pa.) |

18,000 TV sets

CBS, NBC, ABC,

DTN Ygs s

Headley-Reed

— T g e T e S

—

e i o e

e —— e . S

Grand Rapids (Mlch)
79,000 TV sets
WLAV-TV
Greensboro (N. C.)
69,600 TV sets
WEMY.TY

Houston (Tex.)
20,100 TV sets
KPRC-TV 7
Huntington (W, Va.)
44,000 TV sets
WSAZ vV
Indianapolis (Ind.)
138,000 TV sets
WEBM-TY
Jacksonville (Fla.)
32,200 TV sets
WMBR-TV ,
johnstown (Pa.)
93,100 TV sets
WJACTV
Kalamazoo (Mich.)
38,000 TV sets
WKZO-TV

Kansas City (Mo.)
122,000 TV sets
WDAF-TY

Lancaster (Pa.)

101,000 TV sets
WGAL-TY

Lansing (Mich.)
53,000 TV sets
WIM-TY
Los Angeles (Calif.)
933,000 TV sets
KECA-TY

KFI-TY

KLAC-TV

KNBH

KTLA

KTSL
kv
Louisville (Ky.)
92,000 TV sets
WAVE-TV

WHAS-TV
Memphis (Tenn.)
86,500 TV sets
WMCT
Miami (Fla.)
70,000 TV sets
WTVJ ,
Milwaukee (Wisc.)
243,000 TV sets
WTMJ-TV

Minneapolis-St. Paul (Minn.

265,000 TV sets
KSTP-TV
WTCN-TV

Nashville (Tenn.)
31,700 TV sets
WSM-TV

New Haven (Conn.)
158,000 TV sets
WNHC-TV

[— A wo-~

|~

3

5
4

~—

CB:

CB:

CB:

CB

CB

CB

CB

Ct

New Orleans (La.)
57,500 TV sets
WDSU-TV

New York (N. Y.)
2,390,000 TV sets
WABD n

WATY {Newark)
WCBS-TV
WJZ.TV

WNBT

WOR-TY

WPIX
Norfolk (Va.)

69,100 TV sets
WTAR-TV
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RCA-NBC research scientists e
and engineers are blazing new paths
in the use of ultra-high frequencies —to
increase the nation’s enjoyment of television.

Vorids st custom -buitt UHFE station

sy po/m@ 7he way % more TV 4or more /Deop/e

Although television now reaches 45
million people in more than 12 million
homes, thousands of communities are
still too far from existing stations to be
reached by any programs. Moreover,
under present conditions, many cities
with limited program service want, but
can’t have, additional TV stations.

In preparation for the establishment of
a country-wide television service, RCA has
pioneered for many years in ultra-high-

trequency YUHF') research.

Today —an experimental station built
by RCA at Bridgeport, Conn., is supply-
ing the practical experience and engineer-

16 JULY 1951

ing facts needed to design the best UHF
equipment—including transmitters, receiv-
ers, and converters. NBC programs on the
air during the full broadcast day are used
by RCA—and other manufacturers, too—
for large-scalc field tests.

From results of this pioneering, RCA engi-
neers have determined that practieal UHF
equipment ean be built to serve the public,
and that present RCA Vietor television sets
ean be readily adapted to give equally fine
performanee on both UHF and VHF.

* % %

See the latest in radio, television, and elec-
tronics at RCA Exhibition Hall, 36 \V. 49t St..
N.Y. Admission is free. Radio Corp. of Amer-
ica, RCA Building, Radio City, N. Y. 20, N. Y.

Built by RCA at Bridgeport, Conn.,—first UHF

transmitter to operate on a regular schedule.

RADIO CORPORATION of AMERICA
World Leader in Radio — First in 7elevision

135
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Coming up.’ These desirable availabilities —

SPOT-WISE . . .

Fall racing from Laurel and Pimlico. Maryland’s top tracks, two races every afternoon during meet.

20 second or 1 minute spots, $62.50; 8 =econd time signals, $25.

“Tne WoMAN’S ANGLE™ starring Polly Drummond and Ann Marr. 2:45-3:30 p.m. Monday thru Friday.
20 sccond or 1 minute spots, $02.50; 8 second time signals, $25.

“Horpy woon SERIAL THEATRE”, top stars in screen classies. 3:30 pan-4:00 pan. Monday thru Friday.
20 sccond or 1 minute spots, $62.50; 8 second time signals, $25.

“Stnrarers TeELEVISION NEws”, live and film roundup of important events. 7:00-7:15 and again at end
ol days programming. 20 sceond or 1 minute spot (early and late repeat) $100; 8 second time signal. $10.

“ADVENTURE anD AcTiON” theatres, features films for action fans 11:00 p.m. Thursday and Friday
evenings respectively. 20 second or 1 minute spots, $62.50; 8 sccond time signals, $25.

“HoLLywoop GUest Book”, your favorites via Snader Teleseription. Sunday afternoons before and
after Filn Theatre of the Air. 20 second or 1 minute spots, $100; 8 second time signals, 540,

“Boors & Sapores”, full-length western for the young in heart. 6:00-6:55 p.am. Monday thru Friday.
20 second or 1 minute spots, $100: § second time signals. $40.

“BooTs & SappLes”, Western stars and Western action 10:00 to 11:00 a.m. Saturdays. 20 second or 1
. - - . )
minute spots, $50; § second time signals, $20.

PROGRAM-WISE .

“WEATHER PERMITTING”, (weather forecast) or “STar For Tonicnt” (Snader Telescription), 6:55-

7:00 pan. program strip. Monday thru Friday. 1 time rate, $130 and 820 talent fee.
“Tue CoLLEGIANST teen talent. 1:00-2:00 p.n. Saturdays. 1 time rate, $550 and 3100 talent fec.

Frequency discounts allowed—

Represented by THE KATZ AGENCY, INC., NEW YORK e DETROIT @ KANSAS CITY e SAN FRANCISCO
CHICAGO @ ATLANTA e DALLAS e LOS ANGELES *

)WMAR-TV

CHANNEL 2 * BALTIMORE, MD.

TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM

e ——————



': Daytime is the best bet

The TV advertiser using spot video is generally wading in un-

’ familiar waters. He needs the answers to everything from

| “What precisely is spot television?” to “What kind of rate
| protection can I get?”

These answers are here, in sponsor’s Fall Facts section

on spot television. The careful reader will learn the latest

: . Spot TV basices 138
about spot video rates and costs, new developments in spot TV )
: . 7 Rates and casts 139
programs, valuable tips on how to cut costs in spot TV. 10
7 C g . 7 C IR vailabilities :
With sponsors tearing their hair over TV availabilities in A
. . : oS FAming 110
the spot medium. and timebuyers wondering where to look Programing
: ‘ n VLS <] 2
next for a good spot TV buy, sPoNSOR’s look-see into the con- Freeze =
. . . S 10R0 . . R T, . } 12
fused situation on spot TV availabilities will help many ad- Network ea-ap shaws 112
vertisers get their bearings. Netwark pragrams availa-

. . . ble an laeal stations, ehart 111
Other important topics—such as the programing trends

in spot TV (the result of a nationwide survey of TV stations
on just this question)—are brought into the limelight. What
types of shows are on the increase. as well as the decline. at
TV’s local level are outlined for the TV sponsor and his
agency. with special emphasiz on daytime video. Which lead-
ing advertisers, and product groups, will be heavily in spot
TV this fall?—this comes in for treatment.

Where do vou go from here? The index at the right will
~how you.

Spansar trends 111

16 JULY 1951 137
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Snow Crop's H. T. Hamilton (center], Maxon's Pumphrey meet reps at spot TV clinics. Below
{4th from left), Glenn Gundell, ad and sales mgr, National Dairy Products, is guest of honor

Spot television bhasies

Q. What precisely is spot televi-
sion?

A. In the words of one station repre-
sentative firm. The Katz Agency, Inc.:
“Spot adveriising is not a program
hvpe . . . it’s not a time segment. Spot

advertising is a distinct advertising
medium with many important and ex-
clusive advantages. Spot is the medi-
um which gives you complete freedom
of selection among 107 television sta-
tions, regardless of network affiliation.
Spot makes possible the utmost flexibil-
ity in adapting your TV campaign to
time-zone variations. seasonal varia-
tions—to all the special requirements

of your own product and merchandis-
ing plans.”

Basically, spot TV can be considered
as market-by-market buying of TV
time or programs. announcements, par-
ticipations. and station breaks that
does not involve network facilities, and
which operates at local market level.

Q. When is it wise to use spot
TV?

A. The main virtues of spot TV are
the same as those of spot radio buying
(see section on spot radio, p. 65).
However, there are other factors that
are peculiar to TV alone, i.e.:

1. Network radio time-and-talent-

costs have gone up, but at a fairly pre-
dictable rate. Network television time-
and-talent costs, on the other hand,
have been building faster, and nobody
will predict where they will level off.

It may be wise to consider spot TV
if you find that network TV is pricing
itself out of your budget. A good ex-
ample of this is the announced decision
of the Florida Citrus Commission to
use spot TV in conjunction with other
media this fall. The Commission rea-
soned that. if it were to buy a net
show, as much as $1.500.000 of its two-
million-dollar budget would be taken
up by TV network programing. This
would leave little room for anything
else. Thus. the fruit growers turnad to
spot radio and TV.

2. The squeeze play is still operat-
ing when it conies to good network TV
availabilitics. and clearing TV network
time. The situation for fall doesn't
look much better. Spot TV may be an
advertiser’s answer, under certain con-
ditions, if he can’t clear the kind of
network time he wants for a television

NET CO-OP’S PROVIDE FLEXIBILITY: WHEN CLEARING NETWORK TIME PROVED TOO DIFFICULT, PURE OIL BOUGHT "WHO SAID THAT

= T




program campaign. (For details. see
section on network TV availabilities,
p. 152.)

. Q. How many people can you
reach with spot TV?
A. Station reps figure that you can
reach just as many people with spot
TV as you can with any other form.
That means that the potential spot TV
audience is 01.8% of the families in

the U. S.. via some 13.500,000 TV sets.

Q. What is the cost-per-thousand
in spot TV?

A. Nobody yet has been able to figure
this out accurately. Specific spot shows
and spot announcements can be calcu-
lated when the market. time costs. rat-
ings, and talent and production charges
are known. A few timebuyers at agen-
cies have figures that they use private-
ly. Biow Company figures show that
the average TV cost-per-thousand is:
$1.25, Chicago; $.97. Cleveland: $1.95.
Columbus; $1.35. New York: $1.00,
Philadelphia. (Figures are derived
from NBC-CBS average ratings report-
ed by Telepulse for December 1950
projected againsl estimated costs.)

Q. Is spot TV still a good testing
ground for network TV program
| methods?

A. The costs would be great for night-
time testing. But for an advertiser who
wants to get his foot wet in TV. day-
time spot TV shows or film shows are
a good pilot operation for possible fu-
ture network TV. night or day.

STATIONS WHICH FITTED TS SALES TERRITORY

Participating shows in daytime TV are big spot trend.

Spot TV time rates
and costs

Q. What will the rate situation
be this fall in spot TV?

A. By the end of July 1951, about
half the TV stations in the country will
have boosted their rate cards over
spring 1951. This is not the end. Be-
fore October, there will be additional
raises in local spot rates. Sample: Ef-
fective 1 July, the class “A” spot rates
for one-minute announcements on
NBC’s KNBH. Los Angeles. was
jumped from $105 to $200. up about
22%.

Over-all, if a sponsor wants to have
the same nationwide spot campaign
this fall he had last year in video, us-
ing the same time slots on the same sta-
tions, it will cost him about 207 more.

Q. Will local spot rate increases
stop any time soon?

A. No one ean answer that. Proba-
bly not. You can expect to see local
spot increases for quite some time, fol-
lowing closely on the pattern of net-
work TV rate increases.

Q. What can a sponsor do in TV
in the face of constantly-rising
rates?

A. Basically, he can re-evaluate his
spot campaigns frequently, as rates
rise. Since the cost-per-thousand view-

“3 To Get Ready” is WPTZ hit

ers, on whatever time slot or program
he wants to buy next, may be going
down even if rates go up. he can spend
more money—and still get his money’s
worth.

Or. if there’s no more money forth-
coming in the budget, he can do the
following: by some judicious timebuy-
ing, and careful examination of avail-
abilities, an advertiser can shift his
money into lower-priced time periods,
marginal time slots, and lesser-priced
programs. Daytime programing will
be a big trend this fall.

Q. What kind of rate protection
can a sponsor get in spot TV?

A. Stations are generally offering the
usual rate protection. This amounls to
six months’ protection against a rate
hike, if he renews or buys before the
new rate goes into effect.

Q. What is the fall outlook for
program costs in spot TV?

A. Local TV stations are up against
the same situation as the networks. It
will cost the stations more to sign up
rights for sports packages, more for
feature film~. more for union labor,
more for talent fees than it did last
fall.

Since the situation changes accord-
ing to the market, and what the spon-
sor buys in the narket, there is no ac-
curate, over-all percentage figure. Just
don’t expect vour spot program dolar
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(apart from time costs) to go as far as
it did a year ago.

Q. How can an advertiser keep
down his costs for spot TV?

A. 1t all depends on what you're us-
ing. These are some of the more fre-
quently-offered suggestions by ad agen-
cies and reps:

If you're an announcement user—
Shop carefully for availabilities. Don't
buy on the basis of ratings alone. Try
to find. with your film producer. cheap-
er ways of getting the same eflective-
ness out of a film announcement or
station  break. Investigate marginal
time periods, and daytime TV possi-
bilities.

If you're a program user Stay
away from pretentious overhauling of
successful local TV programs; they're
usually being done on a tight budget
and vour costs may go up without
added cffectiveness. IExamine new pro-
grams. and new program types care-
fully: you can sometimes turn up a
real buy. Don't just play it safe and
use only what everybody clse uses. Re-
member that there’s a law of supply
and demand and that TV offers unusu-
rewards to the creative sponsor.

STATIUN
MANAGLR
AVAILABLE

(due station sale)

* Civic minded
[ ] ] -

Family man
°Excellent record
* Finest references

Prefer East

Replies confidential

Hox 4/
SPONSOR
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Spot TV availabilities

Q. What will the availability sit-
uation be this fall?

A. It will be at least as tight as last
vear. and in the major TV markets
even tighter. However. the turnover
in availabilities will be greater.

In other words. if you or your agen-
cy are shopping for local TV time or
programs. you may find the immedi-
ate situation this fall extremely tight.
Then. if you stay on the chase. you’ll
find that good openings will be show-
ing up periodically. This is due to
rate hikes, which have started a kind
of TV musical chairs, causing many
advertisers to move into less expensive
time, marginal hours. and cheaper pro-
grams. Many advertisers will also stay
on in their premium times, but cut
down the frequency.

All this means that an adverti<er
shouldn’t be frightened away from spot
TV this fall by the seeming lack of
availabilities. Stick around. They'll
probably show up if you're persistent.

Q. Where is it best to start look-
ing for good spot TV availabilities?
A. Chances are they’ll occur most fre-
quently 1n locally-built participation
programs. especially in dayvtime hours.
A sizable number of TV stations are
concentrating much of their program
efforts on this type of show in an ef-
fort to catch some more of the spot
business that is going begging for lack
of time. Some agencies and advertis-
ers, conditioned to thinking of spot TV
in terms of station breaks and an-
nouncements. will have to overhaul
their thinking and timebuying meth-
ods as a result. )

Q. Will it be easier to clear spot
TV program time than network?
A. The outlook for fall. hased on a
sPoNsOR checkup of leading reps and
stations, is “yes.” It's not that sta-
tions will have the extra time kicking
around. But. the station’s “take-home
pay” on a network program buy is an
average of 30 cents in every network
dollar charged in the base time rate.
On a spot TV buy. the station’s “take-
home pay™ is an estimated 51 cents i
the hase spot time rate. 1n other words,
<lations make more money on spot.
and are more inclined to elear difficult
thre for sponsors.

Spot TV programing

Q. What are the main fall trends
in local-level programing?

A. From a special sPONSOR survey of
TV stations on this question, this pat-
tern emerged:

ON THE INCREASE-—News shows
are gaiming steadily in popularity with
local video viewers, and are picking
up plenty of local and national spon-
sorships. This is due, in part. to the
high interest in war news and the fact
that TV news techniques are now be-
coming more accomplished. WTCN,
Minneapolis, for example, pointed out
that “a very healthy increase”™ had ap-
peared Dboth in their total of news
shows and advertisers.

Good local participating programs.
usually live musical-variety shows, are
on the upbeat; are very popular with
local sponsors giving them a big play.
Notes WAAM, Baltimore: ““The bulk
of WAAM’s business on participating
shows is from the local advertisers,
with the national sponsors heavy on
station breaks and mnationally-known
Reports WBKB. Chica-
go: “WBKB has increased in number
of clients on participating shows.”
WTVJ. Miami. reports: “With an av-
erage of 200 different local sponsors
using WTVJ each month. we have
found it necessary to open up a lot of
participating programs. Advertising-
wise, the trend is to participating
shows.”

adjacencies.”

Also due to be around this fall will
be more feature film programs. more
local sports packages. more audience-
participation shows.

ON THE DECREASE-— Exeept in
raudom cases. the audience 1s wearing
a bit tUnn on TV wrestling. one of the
pioncer program types. Commercial
cducational programs that are based
primarily on “talk” rather than visual
appeal are lessening.

Q. Are there any noticeable trends
in daytime spot TV programing?
A. Yes. There's a trend toward build-
ing local TV programs that is very
similar to the daytime trend in network
programing. TV stations have not hit
upon the same kind of easv formula
that the local disk jockey represents
for radio stations. But, the participat-
ing program, often a showcase built
around a popular local personality
akin to radio’s “morning man.” is be-

SPONSOR




HERE'S NOTHING WRONG WITH

TV SALES that JHF won' cure-
and Zenith has provision for it !

Simply place
this strip into this
Turret Tuner

This Turret T’une;'\_‘
is built into all -
Zenith TV sets

remember...

with UHF on the way,
the goodwill of your
customers is at stake.
The sets you sell today,

they’ll expect to use tomorrow.

L
16 JULY 1951

More TV stations. .. more TV programs
. and better-than-ever television
entertainment! With all this on the way
—and TV inventories at an all-time
high—you’ve plenty of reason to pnt
UI to work naking sales for you.
And Zenith alone guarantees that
every television set it has ever built and
sold to the public has built-in provision
for tuner strips toreceive the new UHF
channels without a converter.

.« .and tune in
the new

UHF station!

Tie-in with thi~ sales-making bonns!
And start boosting this coming new era
of television entertainment today . . .
using Zenith’s provision for UIF to
build more sales, greater profits for you
—now, and in the days ahead!

Learn the facts on UHFE by writing
today. now, for your free copy of Zenith’s
easy-to-read booklet titled UM Tele-
vislon—What . Is—What It Means
To You.” Mail this coupon now!

6001 West Dickens Avenue, Chicaga 39, lllinais

Pleose send your free booklet "UHF Television ... What It

Is. .. What It Means To You.” I
Name af Dealer........covvie Loveiviinnennonnnene I
L IE66060606060060006000000000600006600060500000 I
p (< S 98865666 060000 000000080000000300000000080 I
'- Yaur Name. .. .cuieieenenociacstosnoosorosanssnsnes I
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coming a big factor in program build-
ing by local TV stations. This fall
many a daytime program will be con-
structed around local personalities, of-
ten radio-recruited.

With networks beginning to pro-
gram daytime dramas in TV, there is
a growing tendency for local TV sta-
tions to program film packages in the
daylight hours. These films are usually
selected so that they are a light. “mati-
nee’’ type to appeal to the distafl view-
ers.

Otherwise. the program situation in
spot TV is pretty much the same as it
was last fall as regards balance of
types. The over-all number of spot
programs on ahnost every station has,
however. heen stepped up.

Q. Are there any special program-
ing trends in nighttime spot TV?
A. Yes. More stations are going in
for the type of late-hour film show
that was pioneered by WPINX, New
York, with its Night Owl Theatre.
These are being scheduled in marginal
time, around midnight usually. and
are picking up a lot of national spot
TV business. More nighttime spot TV
newscasts will be around this fall (most
big TV stations have increased their
news stafls since last year). Many big
mghttime sports packages of all types
will be around. an increase over last
vear.

Actually, trends in nighttime TV,
due to laek of time slots in which sta-
tions can build programs. are less pre-
dictable than daytime. Most big ad-
vertisers are looking for good adja-
cencies for announcements and breaks
when they go shopping in nighttime

spot TV.

Q. Are independent TV stations
emerging with definite program
formulas?

A. There are only six. all in New York
and los Angeles (WPIX, WATV,
WOR-TV. New York: KFI-TV, KTLA.
KLAC-TV. Los Angeles). Nearly all
of them are still working out thetr own
program formulas. None of them has
cmerged with the kind of clean-cut “in-
dependent station” formula that was

A COMPLETE v fim stuio,
In Hollywood (28) since 1938...

TELEFILM Inc. Live & cartoon.
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made famous by New York's WNEW

and others in radio.

Programing on independent stations
consists mainly of a few low-cost live
shows (variety, cooking. quiz, etc.).
and quite a number of feature film
shows, Western film shows, sports pro-
graming, and newscasts. Programing
1s generally set up on a somewhat hit-
or-niss basis, with no real attempts at
block prograniing or programing in
counterpoint to networks. except in the
case of sports packages and adjacent
sports programs. One of these sta-
tions, at least (KTLA). has achieved
standout popularity with viewers.

Fventually, when the freeze is ofl.
new stations are on the air, and the
chaotic current situation settles down
a bit, definite program formulas will
emerge at independent TV stations.

'!‘V _f»reezgi

Q. Will possible lifting of the tel-
evision '‘freeze’ affect my fall
plans?

A. It may affect your fall 1952 plans.
but fall 1951 is status quo. FCC’s
recent announcement of 2,000 proposed
TV allocations for new stations in the
very high and ultra high frequencies
was like opening the lid to a Pandora’s
box. Far from settling the question of
new stations, it provides grist for ad-
ditional argument.

On 23 July, hearings on these alloca-
tions are scheduled to open before the
Conmiission.  It's estimated that be-
tween 800 and 900 persous are seeking
to be heard-—including educators who
are out to earmark channels for their
own exclusive use. An unofficial esti-
mate, based on normal hearing proce-
dure. figures it would take about a
year to hear that many people. Na-
turally. the hearings will be speeded up
considerably, perhaps by substitution
of written for oral testimony.

Even assuming that everyone agrees
on allocations and no one sics the Su-
prente Court on FCC, as has been
threatened by opponents of the alloca-
tion plan who question FCC’s right to
set aside channels for education, there
is still a very practical enginecring
problem. There’s no shortage of trans-
mitting equipment right now, despite
tightcning materials controls; in fact
every large manufactnrer is shipping
transniitters  out of the country to

cash-on-the-line foreign customers. But
there will be a problem with TV re.
ceivers built to pick up today’s very
high frequency channels. Most of the
new crop of stations will have to broad-
cast in the higher ulf channels.

Sounds straightforward enough. If
channels get crowded on one part of
the spectrum, open up new oncs where
there’s more room. But one difficulty
with ultra-high-frequency operation is
that the effective transmitting radius
is only 30 miles, or half of that on
vhi. And just how good reception will
be no one knows for sure; 1t will vary
drastically according to terrain, since
electronic waves of this length behave
much like light waves and can only
travel in straight lines.

Further. television set makers will
need heavy persuading to build a new
breed of TV set capable of pulling in
uhf stations. They could, of course,
make converters. But an extra box
hooked up to the fancy living room re-
ceiver has never gone over well in the
past. either from an engineering or an
aesthetic point of view. Witness the
failure of FM converters.

No. any reservations which may
have been nourished by the idea of a
rash of new TV stations—soon—inay
as well be forgotten. It will continue
to be an increasingly frantic rat-race
for availabilities on 107 television sta-
tions for most of another vear and
possibly longer.

Network co-op shows
(TV)

Q. Are national advertisers using
more co-op shows as spot pro-
grams?

A. Yes. Some national advertisers and
a few big regional advertisers are be-
ginning to show up. here and there,
using co-op programs where they can't
(1) get network clearance on a station
for a program, and (2) where they
can't find a local show that suits their
advertising purposes. Pure Oil is us-
ing Who Said That? as a co-op (via
l.ec Burnett) on some 17 NBC-TV af-
filiates, mostly in the East, buying it
through station reps rather than
through network sales. The Campbell
Soup Company (via Ward Wheelock,
Philadelphia) is using an ABC-TV
family comedy co-op, The Ruggles, on
KSD-TV. St. Louis as a pilot spot op-
cration, and Fort Pitt Brewing Com-
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‘ \ Eyes and urs
\ of a GOOD CITIZEN

You don’t declare yourself a good citizen. That distinction is something
you earn—through faithful service to your community’s needs and aspi-

rations.

Ask our fellow citizens in Dayton! WHIO-TV has become the recognized
forum for Dayton’s civic efforts. Dayton turns first to WHIO-TV for
programs in the public interest—just as Dayton’s civic leaders come to
us first for airtime in support of their most important causes.

This identification with civic causes has won WHIO-TV a unique place
in the hearts of a great community. It has established, throughout our
broadcast period, a listening preference and an audience loyalty which
we make every effort to continue to deserve. WHIO-TV is represented
nationally by the George P. Hollingbery Co.

ilIIIIlIIIllIIIlIlIIIllIIIIIlIIIIllIIIIIlIIII|III|||Ill||||lII|III[IIIIIIlIIII|[lIIIIIIIIIIIIIIIIIIIIIIIIIIlIIIIIlIIIIIIllIIIIllIIIIIIlIIIIIlI(l!lIIIIIIIIIIIIIIIIIIIIllllI|IIIIIIIIIIIIIIIIIIII[IIIIIIIIlIIIII[IIIIIIlllIIIIIIlIIIIIHIIIIIIIIIIIIIIIIIIIIIIlIIIIIIlIIIIIIIlIIIIIIIIIIIIlIIIIIIlIIIIIlIIIIIlll%’

WHIO-TV

is currently supporting these worthy organizations

il

Armed Forces enlistment Cancer Drive

U. S. Savings Bonds Cerebral Palsy Campaign

Red Cross Save-A-Life Campaign i CHANNEL i1

Civil Defense YMCA °.

Green Cross Safety Campaign YWCA ; a i -AM
Community Chest Dayton Division of Health A ‘ o.-tv -FM
Social Security St. Joseph Orphanage ) . L
Montgomery Co. Ministerial Assn, Boy Scouts < - -
Dayton Council on World Affairs Girl Scouts Y Qo

U. S. Air Forces Public School Activities D AY T o N o o " .lﬂo
St. Elizabeth Hospital Fund Paint-Up and Clean-Up Week =

WHIO=TV also schedules regular public service features such as the
weather and market reports; and scheduled public services included reg-
ularly in participating programs throughout the day.
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Network programs available on local stations (TV)

TITLE TYPE
AﬁéRICAN FORUM OF THE AIR I;orum
CACTUS JIM West. Adventure
COURY OF CURRENT ISSUES Drama
DOWN YOU GO Quiz
LIFE BEGINS AT 80 Pane!l Discussion
MAGIC COTTAGE Drama
MONDAY NIGHY WRESTLING Sports
NOT FOR PUBLICATION Drama
ROLLER DERBVY Sports

THE RUGGLES Family Comedy

SATURDAY NIGHT WRESTLING Sports
SHADOW OF THE CLOAK Suspense Drama

STUDS' PLACE

Dramatic
THEY STAND ACCUSED Drama
WASHINGTON REPORTi Discussion
WHO SAID THAT? 1 News Quiz
WRESTLING FROM CHICAGO Sports

Issues of day discussed by experts

EXPLANATION

Cactus JIm relates tall tales to youngters

Dicussion of current issues

APPEAL NET TIME TESTED
Family NBC 73?) min, I/‘wl; 7 yes
Juvenile NBC 30 min, 5/wk 7 yes
Adult DuM 30 min, 1 wk yes
Family DuM 30 min. 1, wk yes
Adult ABC 30 min, 1wk yes
Children DuM 30 min, 5/wk yes 7
Family Dqu 3 hrs, 1/wk yes
F;mlly DuM 15 min, 2/wk yes
General ABC - 90 min, 1;/wk y;s
General ABC 30 min, 1wk yes
Family DuMm 3 hrs, | wki yes
Family DuM 30 min, |/wk yes
Ge_neral ABC STml;, ¥I v; yes
Family DuM 60 min, 1/wk yes
Famil; Dulvrlr 15 mii;, _2/wk yes
Family NBC >30 min, l,w;\ yes
General AVBC 215 hrs, 1, wk yes

Parlor game with prizes for viewers

Humorous pane! of 5 octogenarlans

Rendition of fairy tales
wrestling from Columbla Park, N. )

Short short story with newspaper background

Madliouse of skates, thritls and spills (resume (n fatl)

Famlly comedy situation with Charlie Ruggles

Wrestling from Chilcage

Helmut Dantine In counter-esplonage dramas

Informal program portraying human relationships

Authentically reproduced courtroom dramas

Tris Coffin moderates panel discussion

Bob Trout, J. C. Swayze and guest panel

Popuiar wrestling bouts

pany is sponsoring ABC-TV’s WFres-
ting from Chicago on WEWS, Cleve-
land. and three Pennsylvania ARBC.TV
afhliates. More may go co-op soon.

Q. What networks carry co-ops?
A. Video co-ops. you'll find. follow

FOR QUICK, EASY
REFERENCETO
YOUR COPIES OF

SPONSOR

get the at only
beautiful
SPONSOR $4
binder

BINDER ORDER FORM

SPONSOR
510 Madison Ave.
New York 22

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

NAME
FIRM

ADDRESS

CITY
$4 one binder

ZONE STATE
[ $7 two binders

IMPORTANT: Binders come in two sizes
(1) to fit your 1950 issues of SPONSOR &

the somewhat larger 1951 issues. Please
write numbers 1 or 2 in boxes to indicate
sizc of binder desired.
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very much the same pattern thev do at
radio networks. The senior networks
don’t go in for them much. but the oth-
er networks find them valuable in
rounding out their schedules. and in

providing stations with network-cali-

bre programs available for sale at the
local level. spoxsor’s latest checkup
shows (see abovel that DuMont has
537% of them. ABC-TV slightly more
than 29 . and NBC the rest.

Q. What's the outlook for fall in
TV co-ops?

A. This depends to a large cxtent on
the possible lifting of the “*freeze” on
new T\ staticns. As things stand now.
networks are sometimes leery of start-
mg up a co-op series, becausc it’s hard
to recapture the time for a national
advertiser. many of whom are pressing
TV networks for availabilities they
haven't got. If the {reeze should come
off. look for more co-op shows to de-
velop in morning and afternoon hours.
According to network ¢o-op sources.
these would probably be mostly day-
time drama. homemaking. news and
Costs would be in line
witht local TV shows.

sports shows,

Spot TV's big sponsors

Q. Who will be among the big
users of spot TV this fall?

A. A checkup by sponsor of station
reps and timebnvers shows that these

clients (not necessarilv in order of
billings) will be among the leaders
when it comes to spot TV time pur-
chases this fall. Procter & Gamble,
Colgate-Palmolive-Pect, Lever Broth-
ers. R. J. Reynolds. Liggett & Myers,
Rhodes Pharmacal, Rival Packing Co.,
Ronson. Schwinn bicycles. Standard
Brands. General Foods. Time Inc.,
Ward Baking. Trico Products. Wild-
root. and the various auto divisions of
Chrysler. Ford and General Motors.

Q. What product categories will
be active in spot TV this fall?

A. As in spot radio. the expectation
for fall is that the leading food. drug
and soap manufacturers will be at the
top of the heap in spot TV spending.
Auto advertising, plus the adsertising
for auto accessories. has heen lighter
the early part of this vear than last,
but is expected to bounce back strong-
Iy if the squeeze comes ofl scarce mate-
rials and credit controls ease a bit.
Vluch the same thing holds true for
applhances and radio-TV  sets, since
dealer inventories are riding high and
most dealers are eyeing the Christmas
scason as a good oune for them.

Beer and wine sponsors will be back
heavily in spot TV thix fall. since evi-
dences of local successes for this prod-
uct category are good. There will be
some activity on the part of leading
gas and oil firms in spot TV. but most
ol the leading air advertisers in this
category are spending large amounts
in network TV.

SPONSOR
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When Keith McKenney decided to “get
in on the ground floor of television”,
he really went all out—spent three
years as camera man, stage manager,
program supervisor, production man-
ager and script-writer, and then added
three more years in television sales,
before joining F & P. Today, Keith
obviously qualifies as a true Television
Specialist, and is anxious and ready
to serve you.

“Serving you” is the main reason our
TV department has grown so tremen-
dously in the past few years, even

REE

DETROIT

ATLANTA

CMokevvey!

though these years have of course been
ones of enormous growth for television
in general. New men, new accounts,
new highs in billing — they're all a
reflection of F &P’s basic philosophy
that our biggest job is to help you get
the greatest possible value for your

TV dollars.

We think a visit with any one of our
“Colonels” will convince you that we
really work at that job — and that we
do it well, here in this pioneer group
of radio and television station repre-
sentatives.

FT. WORTH

TUE MEN WHO MAKE FREE & PETERS TELEVISION sprvic

Lo

University of Michigan (B.A))
Two years, U.S. Navy

Three years, General Electric Co.
Five years, WWIJ-TV, Detroit

Free & Peters (Detroit Office)
since February, 1951

HOLLYWOOD

EXCLUSIVE NATIONAL
TELEVISION
REPRESENTATIVES

]

{

DAVENPORT WOC-TV*
(Central Broadcasting Co.—
WHO-WOC)

N

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

P ehamllly—— P

LOUISVILLE WAVE-TV*
(WAVE, Inc.)

MIAMI WTVJ
(Wometco Theatres) i

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

NEW YORK WPIX

(THE NEWS)
ST. LOUIS KSD-Tv*
(POST-DISPATCH)

{
SAN FRANCISCO KRON-TV"
{THE CHRONICLE)

il\ *Primary NBC Affiliate g
e

& PETERS, INC.

Pioneer Radio and Television Station Representatives Since 1932

SAN FRANCISCO



AMUSEMENT PARK

SERVICE STATIONS

SPONSOR: Coney I-land AGENCY : Chester C. Moreland

CAPSULE CASE THISTORY: This Cineinnati park ealled
altention to its 1951 opening day with a T1" expenditure
of a few hundred dollars. The promotion: TV Rangers
spounsorship and other participations announcing the
opening of all park faetlities. A tabulation of opening
day attendance figures showed 11.521 persons flocked to
Conev Island compared to 8.500 on the same day a year
before without TI'; weather conditions were the same.

WLW.T, Cincinnati PROGRAM: TV Ranger<; Participations

SPONSOR: Shell 0il Co.

CAPSULE CASE HISTORY: Shell inaugurated a 15-min.
ate, onday to Fridey newscast [eaturing Al Constan, |
After the first show, Constant interviewed two Shell dedl. |
ers. One reported 27 new customers the day after the |
first newscast; the second dealer had two new customers
waiting [or service early that same day. Other Shell st.
tions in the area find gas-oil sales climbing steadily up. |
ward since the TI” show started. Cost: $360 per program,

PROGRAM: Shell News

AGENCY': J. Walter Thompsan}’

KRON-T\, San Francisco

~
RN

POTATO CIHIPS |

SPONSOR: H. W. Lay & Co.

CAPSULE CASE HISTORY:  QOscar’s Prize Party feo
tures on-camera phone calls 1o children interspersed with
Western songs. Each child called wins a prize Jor answer-
ing a question correcily; geis a chance to win a bicycle.
The slant: youngsters must send in a pieture of Oscar cut
Jrom a bag of Lay’s potato clips—along with name, ad-
dress, age. and phone number. Results: 58,238 pieces of
mail in five months denoting a sales gross of $8.734.70
at the very minimum. Once-weekly program cost: $90.

PROGRAM: O=zcar's Prize Party

AGENCY: Liller, Neal & Battle |‘

WSM-T\", Nashville

VIR PREPARATION

ICE CREAM

SPONSOR: Charles Antell Co. AGENCY: Hare

CAPSULE CASE NISTORY:  The sponsor ran a half-hour
film program, one-time. offering hair care advice and sell-
ing a lanolin hair preparation and a combination comb-
brush. Iiewers were asked 1o phone in their orders or
write to W AAM for the offer. From this single half-hour
costing $390, Antell reported o total of 012 cash orders
or a gross return of some $1.500 on their TV filn venture.
This Baltimore hair preparations firm 1s now sold on TT.

WV A AN Baltimore PROGR\\AL: Film Feature

SPONSOR: Costa’s lee Cream Co. AGENCY: A. W, Lewin

CAPSULE CASE NISTORY:  Jee cream sales were of
more than 12¢¢ in Costa’s area when they staried Tl
sponsorship. But. in spite of this, Costa sales after 19
shows ($450 per program) went way up; distribution-
wise they tripled dealer outlets: and the sales department
Jound dealer resistance virtually eliminated. One new
dealer informed Costa that his ice eream sales doubled
in the first two weeks of his Costa [ranehise.

WATY. Newark PROGR\AM: Junior Frolics

FOOD SLICERS

BOOGKELETS

SPONSOR: Feemster & Co. AGENCY: Direct

CAPSULE CASE HISTORY:  Frye-minute afternoon and
evening participations on a. three-u-weel basis called ai-
tention to the company’s food slicer. The pitch: a direct
mail order deal on the Pat 'n Johnny shorwe. Over a peri-
od of three months. I'eemster reported sales of 20.000
units at a dollar aprece with an
of approximately <1,000

advertising expenditure
Ind the sponsor adds TV was

, .. . )
the 1 st for them.

WXYZTy, D PROGRANM: Pat 'n Johnny

SPONSOR: Luick Dany Co. AGENCY: Al Herr

CAPSULE CASYE HISTORY:  This firm wanted to a-
quaint viewers with three diflerent types of recipe book-
lets. Their purpose: to increase usage of milk and milk
products in eooling. Three $75 participations heralded
the [ree offers. Aud mail respouse to these Tl cowmmer-
cials amounnted to 327 requests for egg booklets: 1,347
mail returns for milk booklets: 1.742 responses for meat
booklets—total of 3,410 requests [rom three participations.

WTALLTY, Milwaukes PROGRAM: What's New
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The most modern method of teaching small
children to read—the method by which new
teachers are trained at Milersville State
Teachers” College —was recently featured on
“MSTC Presents” on WGAL-TV. Every
other Sunday afternoon at three o'clock.
living rooms in the WGAL-TV area become
schoolrooms for one-half hour. Hundreds of
adults learn broadening, worthwhile facts
about today’s living, are taught new. help-
ful, skills. Professor George Anderson of
Millersville State Teachers” College is the
moderator on these educational telecourses

which have covered such subjects as: a series

on the use of the slide rule: a program on

leatherworking; a demonstration and in-
struction period I carving: a program on
linolevin cuts. Wide pubhie interest, in this
one of many community scrvice programs
carricd on WGAL-TV, is evidenced in the
fact that after each show the station receives
an average of 180 requests for a copy of the

complete program proceedings.

WGAL-TYV

LANCASTER, PENNA.
A STEINMAN STATION + Clair R McCollough, Pres.

TV-AFFILIATE

W GAL '?-r.:: ! Represented by
FEM:__ ROBERT MEEKER ASSOCIATES Chicago .- San Francisco « New York  Los Angeles
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Standing room only

What’s happening in network television these days? What's
going to happen this fall? What about network rates and
availabilities, program trends, color television, daytime tele-
vision, nighttime television?

Here’s where you're going to find many of the answers re-
garding network television that you've heen seeking this sum-
mer. Here are facts compiled from top network executives,
producers, film men, color experts, manufacturers. time-
buyers, agency executives and leading research organizations.

spoNsOR’s Fall Facts section on network TV gives vou
network-by-network facts on fall rate increases, how the fall
sttuation on availabilities shape up, what to do when vou
can’t clear network time.

Programing, too, is thoroughly examined. The new trends
in shows—the general trends, as well as daytime and night-
time—are discussed. Included are new developments in TV
talent, the growing ““star system™ in TV, how nighttime pro-
gram types stack up against daytime counterparts. on the ba-
sts of popularity.

You'll find the latest facts here regarding color TV—the
still uncertain subject which has created more talk in the
industry than anything in recent years,

The index at the right shows the location of these TV topics.

16 JULY 1951

Net TV eirenlation

Time and program e¢osis
Availabilities

Program trends

Available net packages.
chart o3,

Leading net TV elients
Leading ad agencies
Color TV
Coast-to-coast video
Kinescopes

Alternate-week programing
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BIG COMEDY: RESULTS ARE GOOD, RATINGS ARE HIGH. BUT, WEEKLY BUDGETS ARE RAPIDLY NEARING THE $100,000 MARK

Nelwm‘k TY eirculation

Q. What will the circulation of
network TV be this fall?

A. By network estimates. the 107 op-
eraling television stations in 03 mar-
kets (01 by CBS's estimate. which fig-
ures that there is some overlap) will
be reaching 13.500.000 TV sets and
01.8 of the families in the nation.
There are no more TV stations today
than one year ago: there won't be any
more by fall. With set sales moving
slowly. due to the mnormal summer
slump in appliance sales. uncertainty
over color in the public’'s mind. near-
saturation in some markets (like New
York. Chicago. Baltimore, etc.), and
tighter consumer credit controls. the
number of sets in market= will he
about the same, too.

g W

Scrials: A costly daytime trend. "Miss Susan' for C.P-P
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Neiwork TV time and
PBregiam costs

Q. What is the rate situation go-
ing to be this fall on the TV net-
works?

A. Over-all, network TV rates will be
up an average of some 15% by 1 Oc-
tober as compared with June 1951.
This includes all raises in all time clas-
sifications on all networks.

Network increases are not necessar-
ilv proceeding on a flat network basis
between now and fall. Rather, they are
constantly affected by station-hy-station
upward adjustments in rate cards.

Most rate increases seent to be fall-
ing into this pattern:

1. Rates are holding fairly steady in
most large TV markets where three or
more stations are now operating and

&

the set market is fairly well saturated.
A few NBC-TV and CBS-TV owned-
and-operated stations are making up-
ward adjustments. but the raises are
mostly at affiliated stations.

2. Rates are climbing (including
special raises in between those gener-
ally announced by the networks) at af-
filiated stations. particularly those in
non-interconnected areas or where TV
is still novel and sets are selling strong.

Q. What specific raises can you
look for this fall at networks?

A. At CBS-TV. there was a rate hike
that went into effect 1 July amounting
to 12.8% average increase. This will
vary somewhat in specific time secg-
ments, it is well to note. There will be

Daytime Glitter: "Kate Smith" success proves the ladies want variety

SPONSOR
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Situation Comedy: Growing trend, "Amos 'n' Andy" among hopefuls

other raises coming in periodically
from various stations in August, Sep-
tember and October. so that by fall
the over-all rate increase for CBS-TV
will be about 2077 as compared to
June 1951.

NBC-TV hiked its rates approxi-
mately 23.5% on 1 July, and does not
expect to have any more raises be-
tween that date and the fall. However,
individual stations affiliated with NBC-
TV may do some rate adjusting up-
wards between now and fall.

ABC-TV expects to follow the NBC-
TV pattern to some extent between now
and fall. As of 1 August. there will be
rate increases on the ABC-TV owned-
and-operated stations im New York,
Chicago, Detroit, Los Angeles, and
San Francisco. These rate increases
will average 23%, and up to 41.5%
for the basic Class “A” time rate on
KGO-TV, San Francisco. ABC-TV
does not anticipate any rate increases
on its affliated stations between July
and fall (the network had not received
any of the usual 30-day notices of in-
creases from TV affiliates as sPoNsoORrR
went to press), but it is likely that
there will be increases by individual
outlets.

DuMont does not anticipate rate in-
creases by its owned-and-operated sta-
tions between now and fall. The affili-
ates may be another story, although
DuMont has not been notified of any
affiliate rate hikes as of 1 July.

Q. Are rate increases predictable,
as far as an advertiser is con-
cerned?

A. No. Stations hike their rates. and
networks bhoost the rates on owned-and-

16 JULY 1951

operated stations. when they feel that
the number of sets in a market justify
the increase. Nearly all of the TV
broadcasters in the country are trying
to recoup their losses and investments,
get into the black. Generally speaking.
the cost-per-thousand viewers is less
even after rate hikes than a year ago.

Q. Do rate increases usually hit
hardest in a particular time classi-
fication?

A. To some degree. rate hikes usually
hit hardest on ~Class A” nighttime net-
work rates. This is a case of supply
and demand, since this tinie classifica-
tion is usually most sought after. How-
ever, network rates—when there is an
increase—go up in all classifications.
A sponsor can sometimes pick up a
bargain in a “lower” time classifica-
tion when rates are rising, provided he
investigates carefully the audience
composition of other time slots.

Q. What kind of rate protection

does a sponsor get these days in
network TV?

A. The usual -six months from the
time the new rates go into effect. if he
renews or buys before the eflective date
of increase.

Q. When will rate increases slow
or stop entirely at TV networks?

A. Nobody knows. The relatively-
steadv situation in radio network op-
eration (as compared to TV) was
reached ounly after many years. and af-
ter a near-complete saturation of the
entire U. S, with radios and stations.

Mysteries: Still strong. More will have documentary appro—ach

- 4

Magazines have recently been jacking
up rates on the basis of increased op-
erating costs.

Q. What about program costs on
TV networks this fall?

A. Here, too, costs are continuing up-
ward. Theyv are the rezult of increased
prices for materials. costumes. sets.

Home Show: Trend away from fact stanzas
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etc.. plus higher prices for talent. union
labor. literary rights. rehearsals, and
so forth. How costs today compare
with three years ago was pointed out
recently in Time nragazine, in writing
about Ed Sullivan and the Lincoln-
Mercury variety program Toast of the
Town on CBS-TV. According to Time,
the talent on the first show, which in-
cluded the fabulous team of Rodgers &
Hammerstein, cost a mere $270—prac-
tically a donation of services. Today,
Ed Sullivan admitted candidly, he
“couldn’t get the same people . . . for
less than $12,000,”

Pointed out Hubbell Robinson, Jr.,
CBS V.P. in Charge of Network Pro-
grams, to sPoNsorR: “Certainly costs
will continue upward. sometimes at a
rapid rate. on network TV shows. How-
ever. the over-all average rise in show
costs is lagging behind the increases
in the nationwide cost-of-hving.”

CBS’s Robinson also added that it
still costs “a minimum of $5.000 a
week on top of almost any type of ma-
jor program’s costs” to put the show
on film,

Network time
:1\':1il:ll)ili[ies

Q. What will the situation be this
fall on clearing TV network time?
A. Good network time availabilities
will be impossible for you to clear this
fall. and will continue to be a difheuht
problem until such time as the lifting
of the television freeze brings in new
stations.  With 40 (63.57) of the
nation’s 03 video markets still being
served by only one station, any new
network advertisers coming in this fall,
will only complicate the clearance prob-
lent further.

Q. Will it be easier to clear time
on one TV network than on an-
other?

A. Not really but you'll find. accord-
ing to some preliminary checks by
agency timebuyvers, that the networks
which have the most 52-week TV
business will in some few eases be
casier to clear thme with., This is be-
causc these networks (NBC-TV and
CES-TV) have relinquished less time
to the stations. to be sokl locally or
cleared for another network, due to
hiatus of advertisers. No networks, in-
cidentally, will now guarantee to recap-
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ture TV time for you after a hiatus,
although they will do it in radio.

Q. What can an advertiser do if
he can’t clear network time in the
amount that he wants for a live-
origination show?

A. He can do one of three things: (1)
he can take what Live time he can get
in interconnected cities, and use kine-
scopes of his show on other “network™
stations: (2) he can put his program
on film, at added cost, and place it
through his agency as a spot opera-
tion; or (31 he can shift over to a
large-scale timebuying operation of
spot programs and announcement
availabilities; he can go into the day
or night participation programs now
being set up by all networks to meet
the crisis and accommodate more ad-
vertisers who would otherwise be fro-
zen out of television.

Q. Who are some of the leading
advertisers who have made a
change from straight TV network
programing to spot programing?

A. One of the outstanding examples is
Bigelow-Sanford  Carpet  Company.
which could not clear premium “live”
network time for its Bigelow Theatre.
At last report, Bigelow-Sanford.
through Y&R. is using its filmed show
on some 34 stations on a spot basis.
reaching the markets it wants with a
span of a few days at most between
airings of a single fihm. Others in-
clude: Snow Crop Marketers (through
Maxon) with the Snow Crop Matinee
Theatre: Pepsi-Cola (through Biow)
with the Faye Emerson Show: Rose-
field Packing (through Guild, Bascom
and Bonfigh) with Skippy Hollywood
Theatre tas in radio); and Kellogg
Company (through Leo Burnett) with

Wild Bill fickok.

Q. What are some of the advan-
tages in shifting from the use of
network kinescopes to straight
spot buying for filmed programs?
A. As the result of a recent study of
the situation on network availabilities.
the Katz Agency (station reps) points
out that “for the swne time. on the
same stations. you pay up to 197 less
when you buy the period on spot than
when you buy it on a network.”™ This,
of course, is hecause spot rates are low-
er than network rates. The Katz point
of view is that network kinescopes.

widely used because of lack of station
availabilities, make networks virtually
a spot operation. Also, Katz adds. the
spot method avoids waste circulation,
assures the advertiser of promptness in
airing his film, avoids the relatively
poor quality of kinescope films. does
not add to program costs appreciably
if the program is already on film: and.
since the revenue is more for a station
by this method, stations will be more
inclined to do a good promotion job.

Q. Are there any disadvantages to
this method?

A. For some advertisers. there are.
Spot buying takes the campaign out
from under network rates. but also out
from under the networks’ services, like
national publicity, co-ordinated audi-
ence promotion. network routing and
handling of film shipments, and “sales
service” {which may run from giving
technical advice to a program assis-
tance). If an advertiser feels he needs
these services on a national basis. part
of his spot savings may be swallowed
up in hiring free-lance firms or in pay-
ing agency overtime.

Q. Would lifting the freeze re-
move the advantages of spot pro-
gram buying?

A. No. It would take a lot of the pres-
sure off advertisers who have been
forced into spot buying by the lack of
live network time slots. But. the basic
advantages (cost. flexibility ) remain
the samec.

Program trends in
network TV

Q. What will be the main pro-
graming trends this fall in network
TV?

A. After three big seasons of network
TV shows, networks, package produc-
ers, clients, and agencies have a lot of
experience to draw upon. Generally,
the main programing trends shape up
like this:

PROGRAMS: Most of the big. su-
per-duper comedy-variety shows that
were around carlier this year. such as
Colgate Comedy [lour. Texaco Star
Theatre, Show of Slhows, will be back
-—but there will be few new ones, sinece
costs for this type of show have sky-
rocketed.

(Please turn to page 151)

SPONSOR




i“-ﬂm

L vailable network package programs (TV)

.

TITLE TYPE APPEAL NET TIME PRICE TESTED EXPLANATIDN
I‘ VE ALLfEiisr;DVAJ_ = ‘V‘al:lAety Fa_mily o CBS‘ 30 min, 1;wk §I2,500 - yes Varlety shoT;ith new comic
EJJTATL-EN-EHDW _Varietii FamiTy CBS 15 min, 5/wk $8.500 (5) yes Hour long daytime show avallable in '/.; hr. seg;
$1,750 (1)
STAR REVIEW —Variety B Farﬁ‘y; NEBE 760 min, 1;wk $60,000 N yes Top comics on rotating weekly basis w guests
R ‘AZING MR.—MALDNE - 7Drama Family ABC 30 mIrT. 1/wk $7,500 yes Murder-packed Cralg Rlce detective stories
I'. fHOR. AUTHDR N -_Drama- Fa;nily 7 ABC 30 min, [;wk $7,000 yes Dramatizations and discussions ofinew plays
!.h ER—BE}';CLJBHDUSE Sports - ) Fazm; EBS .’;0 min, 1/wk 53.85] yes Sports qulz show with 9-14 yr. old contestants
ii ND DAT-E Varilety —Famlly ABC 30 min, 1/wk $7,000 yes Coliege boys and Gi's vie for glamour dates
.’:H BLUE SHDW__ ] _Comedy —F—ar;i;“ N Ngc I-ﬁr. Z/;k $6.075 yes Ben Blue and variety acts
IEHS LADY - _ oramai i - "Family NBici 30 mlni. Iy wk open no
IiI-IDE AND GROOM ) 1 " interview Family cBS 15 min, 2/wk $3,205 (1) yes Boy and girl marry on program, recelve gifts
[IVMED THEATER R Orama 7Fami|y NBC 30 min, 1/wk $5,925 yes Dutsianding drama in arena technigue
NDY & BILL - B _Serlal_ F:amily - NBC 15 min, >5/\~; s|.9007 yes Daytime serial
PITOL CLDAKRDDM - O Panel _ - Family CBS— 3;) ml:. 1/wk SI.975_ yes Iutervliews with top statesmen
|\N CARRDLL SHOW R m —F“av;\ilyﬁ _ 7cas' 37mln, I/;k $16,500 ye; New comedienne and guests B
E CATBE iEAT Sports ;Ie cgsﬁ 15 min, 1/wk $2,750 yes Rud Barber, guests, sport highlights of week
ﬂZEN'S HOUR Variety ch«;: NBC ;l mina, 1/wk _53,750 - y;s F; H.Lr|ihy M.C., and talen:_ed ;hildren
| {DERELLA STORY " Sertal Family NBC 15 min, 5/wk $1,900 yes  On fim o
E CLOCK *Drama _—Fa;I;y - NBC 30 min, 1/wk :II).8748 (AM & yes Drama:of Impact of time on human lives
v
E CLUE - 7Drama - :ar-ni; ABC — 3_0 mln_. 1/wk S:.(H)_ o no Based on experie;ce of_Luko_S. May. criminologlst
IME IN AMERICA o Drama _ - 'F_a!m_ - ;307 3; mI;. T/v;ki S'II.OOO _-no I;ocumentarles on_ c;me i;e-stiga-tions N
IME PHOTDGRAPHER e Orama - ;amiT::_ (E 30 min, 2/; SE.SOO : yes — Rlichard Carlyle as C;sey o N
' RAINE DAY SHOW | ._InTeI;w_ -:amlly - ABC 30 min, I/I $2,500 Del‘-.'/.: fir. yes };elebrlty Interviews and hit tunes
g PAVIS SHOW | comesy Family  cBS 30 min, 2/mo $23,500 yes  Comedy In a hat shop
{CTOR NEXT DOCR Serlai © Family  NBC 15 min. ;/I 700 yes  Oaytime serial
IWN YDU GD 1 aue Family DuM 30 min, Ijwk  $4.152 yes  Parlor game with prizes o
JUG EDWARDS P——— Family CCBS 15 min, I/wk $1,850 " yes  Avaliable Sat. night
|[IE FACTS WE FACE -;ane| - —Famlly - T:Bg - 730 mIn: I/wk_ $2.500_ yes (;38 nemn—and guests on current toplcs
l:IE FALCON B Dra; - _FamE o ABC 3;) an:T/;( $8.500: no Mystery serles fe;turlng suave amateur sieuth
FARLESS FOSDICK B Adventure_ o _]uyenlle_ NBC 30 min, I/wki 55.850_ i yes Flimed adveTnure serial -
-ACKIE GAIGEN K Drama Family S _N;E 30 min, i/wk ope; N . no —Eramatic a:venture wri_tten by Ben Hecht
«ri_.KND CHANCE RDUNDUP R Varlety i ;mi;’ N 7cas 30 min, 1/wk $4,750 yes Kid ne?orm;-s agorches;a
JGAR GUEST Interview Family NBC 15 min, 5/wk $1.370 (1) yes Poetry, philosophy, and guests
$6,250 (5)
— - RN
‘ANDS OF DESTINY Orama Family DuM 30 min, i/wk $3,668 yes Suspenseful mystery
D’CLDCK HEADLIN:;_ - News -_FamTIy— _DuM_ Is_mln. 5/ wk $2:089 yes Tdc\;sroom semngi;imll Brennan as newscaster
DMEMAKERS' EXCHANGE_ - Kitche;l o Female _*‘CBS :36 m;. 5/wk $|,9|_4 Partlec. yes _Top homemaker;’ ;rogram with Loulse Leslie
spllt net
7S FUN TD KNODW ] 7Panel Faim“_, o CBS_ 36 min, 5/wk g?.ZW(?)) yes Experts and a panel of chlldren
$1.600 (1)
ZSSIE'S TV NDTEBDDK | “Audionce Parti.  Women ABC 30 min, 1/wk $2,000 per yes  Household hints, etc., by lessie DeBoth
partlc.
vJ;dlDR FAIR Dl Varlety o meﬁ A!F 30 m_ln, 1 /wk $4,000 yes A county fair show for kids
ALTENBORN IN THE NEWS |  News CFamily  NBC 15 min, I/wk open yes  News interpretation
1D GLOVES o ) Tsports  Family ~ cBs 30 min. T/wk $4.050 yes Kids 3-12 In boxing bouts
RANKIE LA—I-N? SHOW ] —v:;;gy Em - CcBS N 3m; _L_\vk $|5,|;0 yes *tMr. Rhythm'T goes to town
AND OF 0Z o Fantasy  Juvemme  NBC 30 min, 1wk open yes  Flimed puppets
- = b T o _
ANGFORD-AMECHE SHDW Variety Family ABC 60 min, 5/wk $2,500 per Ya hr. yes Feature-packed varlety show
.EAVE 1T TO TiH;Ei;iENﬁ_ - ) Panel - Family - ABE _Sa_m; I,w: $4.000 yes — -(l;s;iions on lcve, money and marriage
WUTH LYDNS - Audlence Partic. Fam?y - N;:: 30 min, 5/wk $650 per Y4 hr. yes Guests from audience
$1,300 per 'z hr.
ED MACK 7FAMILV HDUR Varlety__ - ;ama- ) ABC N 60 min, (;/wk $7,500 (%) yes Major Bowes graduates
tAGIC ISLAND o | suventte Family cBS 69 min. 1wk $6.250 (1) yes  Big, zlppy kid prodram featuring kid games
$3,500 (Y2)
1EET YOUR COVER GIRL | vartey  Family  cBS 30 min. 3/wk $2.800 (1) ves  Robin Chandler Introduces famlllar cover girls
1IONIGHT NEWS I News Adun_ ~ NBC 5 min, 2wk 33.;)25 ) yes Late news summary o

(Continued on next page;



Available network package programs (TV)

(Continued from previous page)

thousand basis and are somewhat cas-
ier 1o produee than the Berle-type TV
<how. will be on the upbeat. CBs-Tv,
for instance. is planning to air sitoa-
tion comedies on ils network that are
TV versions of radio favorites inelud-
ing Wy Friend Irma, My Favorite Ilus-
bhand, and Corliss Archer.

Mystery shows are beginning to la-
T in number.

Sports will playv about the <ame role
m network TV as last season, although
their positron is being threatened some-
what by collegiate bans and opposition
of sports promoters to telecasts becanse
of alieged box-oflice effeets; also thea-
tre TV may sign np manyv major sports
events exclusively for theatrical show-

g,

e although they will Broadly speakime. network TV shows
per fed ) ) =
be back this fall as a strong program-  this fall will be tending nore toward

ing clepent. There will be more spon-
cored one-shots this fall. like Time’s
spon~orship of the Kefanver hearings
on ABCTV, one-shiots,

and  seasonal
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the “entertainment” type, and away
from artistic ventures on one hand and
the “natz-and-bolts™ type show (exam-
ple: a cooking program) on the other.

network programing (as well as in TV
films). Networks and producers have
signed big-name talent in the past. of
course. but usually for a specific pro-
gram built around thie star. Now, in
addition 1o this. a definite trend s
growing al networks to sign high-
bracketed talent 1o a general contract
(a la Hollywood’s major studios), and
then use their services for a whole hist
of shows within the network’s program
structure. The recent pacting of Mary
Smelair 1o a contract of this sort by
CBs. and the resultant publicity build-
np. iz a good example.

SPONSOR

TITLE ' TYPE APPEAL NET TIME TESTED EXPLANATION
GARRY MOORE SHOW Varlety Famlly cBS |5Vmi;. Siwk - $8.375 ?5)7 yes Daytriﬂr;lrei: Va hr en full hom: show DD: ﬁi
$1.875 (1)
AlL. MORGAN SHOW Musicai Family DuM 30 min, | ‘wk $4.152 yes Unigue piano sTyhng, vocalists, guest: R \;
MR, OMM i Drar;la Famlly NBC 30 min, I'wrk $13,000 yes Charles Korvini in dramatic vignettes —y
MR. WIZARD S¢ien¢; Famlly NBC rso min,w|,§wk 753,000 yes In:_cnsting explanation of basic sclence B |
MY TRUE STORY ] Drama Wt;men ABC 30 min, {, wk $7.500 7yes in coop!;ratrion with-T_rue Story Magazine TN
NATURE OF TH-INGS o Science Family NBC 15 ml;l, ‘l ‘wk $1,206 yes Dr. Roy Marshall explains basle scie;lce »
NBC OPERA 7 Opera Famlly NBC : ;._I'wku open i y;s S-casonal - .
NEWS STRIP News Family CBS 15 min, 5, wk $5.625 (9) yes Straight news show
$1.125 (1)
NEwWS STRIP i NewsV Famlly cBS 5 min. 5/wrk — $3,590 (5) yes Only ?n c;n;‘uncvtion with Steve Allen Show at noon
NEWS STRIP | Néws Famlly VCBS 15 min. 5 wk $6.750 (5) yes Mid-day mIstrlp 7 . —
$1,500 (1)
NOT FOR PUBLICATION Drama Famlly DﬁM’ 15 min, 2.wk $1,412 yes Short shor:Ttory involving rt;p;ter -
PANHANDLE PETE Drama Children NBC 15 min. 2,wk 7 $1.350 for 2 yes C;l;cn‘s stories o} Witd west
Q ED ) 7Qulz V Adult ABC 30 min, § wk $4.100 yes Panel_;f af;atour sleuths . |
REMEMBER THIS DATE i ! Quiz Fam]ly NBC 3[; min. 2/wk $1.800 ('a) yes Quiz aYout hlstorlcalfdates . i
$3,500 (%)
BUCK ROGERS o Drama JuvenTle ABC 30 min, I;wk $7.500 yes— Interplanetary sclence ﬁctlo_n ser;:s
MRS. ROOSEVELT MEETS PUBLIC Forum /F:mil;y— NBC 30 min, I,wk $5.440 yes Mrs. R. and outstanding guests
OAMON RUNYON'S BROADWAY - Comedy Famlty NBC 30 min. | wk N op;n yes Filmed adventures of Immor-tal charactérs s
SATURDAY N{GHT WRESTLING . Sports Family DuM 3 hrs. lywk $3,287 yos Wrestling Irjn Chicago; Jack Bakhouse.:nncr. i
SHAoow_OF THE CLOAK Drama Family DuM 30 min, I/wk $3,911 yes He:mut Dantin:a; counter-espionage agent =
SHOWTIM;: USA ‘ Drama-Variety Adult ABC 30 min, I/wk B $17,000 yes Variety acts and drama pr;sented—by A?TA
SINCERELY, 7KATY RANDAL‘Lvi Serial Family NBC 15 min, 5, wk 7 $1,700 yes T&rtime sérial D= B
SING IT AGAIN Quiz Famil;' chsr 15 min, 1/wk $7,050 yes Famous musical quiz N o
KATE SMITH REVUE Varlety - Family NIBC 60 min, I, wk $52,000 yes Kate and big tir;w guests amd variety ;cts
$26.000 (')
éONGS FOR SALE —-Mus!c Family cBS 30 min, i, wk SI72.0£ 7 yes Steve Allen and amateur sonéwrlters
STAGE ENTF;ANCE ] Interview Family DuM 15 min, I/wk $900 yes Earl Wijson takos you backstage o
SURE AS FATE i Dr;\ma Family CBS 60 min, I/\;k $17.350 yes Ex;_c;‘t production h_; won_high critlcal accialm ]
GLORIA swAN50N SHOW Varlety Family ABC 60 min, "\;k $2,500 per s hr. yes Entcrtainmé;tr.i;;\;; ”frashioni
THEY STAND ACCUSED / Drama Fa‘mily DuM 60 min. 7wk $3.014 yes Authentically reproduced courtroom d_ramas —
TIME FOR ERNIE o Variety Family NBC 15 rﬁln,isf’wk $550 yes qc-nmedian Ernie Kovacs wlith musie and song-s T
TODAY'S WOMAN 7 News Female NBC 30 min, 5,wk open no Nows of and for women am; 10 min. dran; N I
RUDY VALLEE SHOW Variety Family NBC 68 mi;l, 5, wk - 7572,000 per Y3 hr. Rudy as ;:r;;of varlety s;)w N [
.VANITY FAIR Variety Family CBS 30 min, 2,wk $2,344.67 partle. yes - Dorothy Doan and ;{obln Chandler alternate a; &.C; -
45 min, 37wk split net - g
WASHINGTON REPORT Discussion Family DuM IS mun, 27 wk 36.22 yes Tfi: 'Cofﬁﬁ n;derates panel dlsu;sion
WATCH THE WORLD Educat. 7 Children NBC 30 min, I wk $5,855 yes Fi‘ms of caat;ona_l an_d nusw_ln;r;sr W
WE TAKE YOUR WDRD Panel F-aﬁrlly CBS 30 min, |'wk $5,650 yes -Amuslng and cdl:atluna_l tracﬁ of word derlvatives
WHAT IN THE WORLD Panel — cBS 30 min, 5/wk $2.850 (1) yes Lead.ng author]tle; discu:s various tolrliircsri R
Situation comedy shows, which have  like Irigidaire’s  funey  Bob  Hope TALENT: You can watch for a real
proved very snceessful on a costper-  shows, “star system” to start this fall i TV

= A"' ‘
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Today’s news tomght! -

KTTV Staff Uses B&H Equipment To Make Deadlines

Station KTTV is attracting Los Angeles viewers with a daily “live”
news reel. The popularity of this feature depends on getting
on-the-spot movies of local events . . . editing and preparing them
for showing the same evening . .. and making that showing

a finished production.

To do this successfully, day in and day out, requires highly
competent staff teamwork, plus the finest equipment. The staff at
KTTV who work with Bell & Howell camera, projector and editing
equipment have found it perfect for the job!

e o X __

KTTV News Unit of work in the Film Editing Room Mon in center splices film ot B&H Film Editor

Single-Case Filmosound Projector. First choice of TV ex-
perts for previewing film before broadcasting . . . and for
showing film to clients. Projects 16mm film —sound or si
lent. Complete film protection permits running originals
or work prints without fear of damage. Change from for-
ward to reverse or vice versa at flick of a switch no re-
threading necessary. Light, coinpact, easy to operate.

<— Matched For Your TV Needs

16mm 70-DL Camera. This newest member of the famous
B&H 70 series is built with precision . . . versatile enough
for most any TV job. The 70 DL operates at 7 precise, gov-
ernor-controlled film speeds—the 204° open segment shut-
ter giving 1/40 of a second exposure at exact sound speed
(24 frames). Can be adapted to take film to which sound
is to be added. Three-lens turret assures you of the right
lens for any shot . . . instantly. Also has positive viewfinder
with matching objectives and parallax correction, critical
focuser. and hand crank.

BELL & HOWELL COMPANY
7112 McCormick Rd., Chicogo 45, lllinais

Please send me your booklet on TV equipment and

|
|
|
I
i
I
I
Guoronteed for life. During life of the product, any defects I how to use it to improve my TV services.
in workmanship or materials will be remedied free (except |
transportation). !

II Nome Address SR
I
|
|
|

City Zone State

et Bell € Howell © = ™
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This type of talent operation is ex-
pected to grow. as new TV faces and
talents are turned up. to include more
television writers. directors, producers
on a general contract hasis. When the
situation becomes really competitive.
15 it 1s on the West Coast. there may
even be a group of network “TV talent
scouts" to scan the talent possibilities
in all phases of entertainment.

People signed under this system will
either he assigned to various existing
~hows, or if they warrant it, will he
used as the keystone of a new show se-
ries  or both.

CREATIVE ACTIVITY: The pres-
ent balance of creative program plan-
ning and follow-through will remain
about the same this fall as last fall. al-
though there will be some interesting
backstage struggles for control. Net-
works are determined to remain a big
factor in TV program creation (they
lost iuch ground in radio. have only
recently gained some of it back).
Fqually determined to become bigger,
as TV grows more important as a tal-
ent outlet, are important package pro-
ducers and agencies with big TV chi-
ents. A good general guide will be to
watch networks. agencies. and package
producers, noting where most new cre-
ative talent is being hired and new
shows packaged. The halance may then
be swinging in that direction.

Q. What special programing
trends will there be in daytime
network television?

A. You'll see a definite swing this fall
to more “light” shows in the daytime.
These will be personality showecases,
along the lines of the Kate Smitl Shouw
on NBC-TV. and probably sponsored
m  segments by several advertisers,
rather than just one. (Example: the
new ABC-TV show starring Don Ame-
che.) Their function will be to enter-
tatn, rather than instruct. In fact, a
program v.p. at one leading network
hax predicted the eventual “disappear-
ance” of the “household hints™ tvpe of
network TV shows in a year or so.

At the same time, there will be much
nore attention paid to daytime dra-
natic: shows of a serial nature. This
vpe. long a matinstay of daytime ra-

. 1= heginning to come into tts own
1 the visual atr. CBSTV will have

i soaper. First [undrved Years,
this fall in the 2:30 o 2:15 p.n slot:
plans for more shows of this tvpe are

in the works.
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NBC-TV will have Miss Susan, for
Colgate-Palmolive-Peet. in a 3:00 to
3:15 p.m. period. Neither ABC-TV
nor DuMont has any formalized plans
for shows of this type, but interest in
them is high. lLever Bros. is said to be
perfecting film versions of some of its
serial dramas now running in daytime
radio. and Whitehall Pharmacal is re-
ported shopping for a TV serial for
fall network use.

Watch. too. for some network test-
ing of daytime TV block programing.
This is relatively unexplored territory,
but if tests show that building a series
of similar-appeal daytime TV shows
into a block is successful, the daytime
TV structure may take on manv of the
same aspects of daytime radio.

Q. Why do viewers watch daytime
TV?

A. According to a recent study made
by Advertest Research in the New
York area, 58.3% of the respondents
listed “entertaining” as the reason why
they watched daytime video. About
20% indicated that it was “‘relaxing,”
and onlv 12.67 included “interesting™
(i.e.. gave useful information).

Q. What special programing
trends will there be in nighttime
network television?

A. Unlike daytime TV, which will sec
a real development this fall, there are
few new special trends expected for
nighttime network TV. All of the big,
successful nighttime TV shows should
he back this fall. Some of them may
be revamped a bit to make them more
“entertaining.” A few of the mystery
shows. like Suspense, are planming to
break away from the fixed routine of
“private eye~ stories. whodunits or
horror. and are going in more for doc-
umentary exposés (communism, nar-
coties, gambling, ete.).

Q. How do average nighttime TV
ratings stack up against daytime
ratings?

A. Comparizon rating figures of A. C.
Nielsen for a ty pical inonth shows that
daytime averages are moving up.
nighttime averages slightly down. llere
are the figures:

AVERAGK NIKLSKN RATINGS FOR TV
PROGRAMS

Type April, 1950 April, 1951
Al Evening Pro-
“rams 29.7 23.3

Al Day Prograns
(exeept  kad
shows

-1

Q. How do nighttime program
types stack up again daytime pro-
gram types in popularity compari-
sons?

A. Generally. the show types that are
most popular at night carry their pop-
ularity with them to their daytime
counterparts.  This includes variety
shows. musical-variety types, audience
participation shows, and dramas. The
reverse is not true. Daviime “service
shows.” that are instructive (cooking,
shopping, beanty hint programs) do
not go over at night.

Here are the figures from the recent
Study of Davtime Television. No. 3
made by Advertest Research in New
York last May:

RELATIVE POPULARITY OF TV PROGRAM
TYPES COMPARING DAYTIME AND

NIUHTTIME*

Tupe Like daptiwe Like nighttime
Variety shows 76.5% 94.0%
Musicals (variety 67.2% 93.0%

type)

Ruiz programs 55.0% T5.8%
Feature movies 10 4% 67.9%
Cooking programs 36.4% 6.0%
Beauty hints 35.4% 27.5%
Shopping programs 31.5% 13.9%
Serials 2%.5% 12.1%
Western Films 22 R 19.5%
Sewing programs 15.6< 3.3%

“Source: Advertest Roesearch

It's interesting to note that the pe-
riod covered was Monday-through-
Fridav, only adult females were inter-
viewed with a roster technique, and
that the viewers responding above (302
out of a sample of 765) were consis-
tent viewers of both daytime and night-
time TV. The study was made 4-15
May 1951, in TV homes in the New

York area.

Leading TV network
clients

Q. Who will be the leading clients
on TV networks this fall?

A. IUs hard to say. FEven at this late
date, several big television clients are
said to be holding back on their fall
plans. generally settling budget prob-
lems. The nearest thing you can get
to an answer on this is to study what
has been happening. and draw your
own coneclusions.

During January and February of
this vear, food advertisers spent near-
ly $3.500.000 for gross network time.
Tobacco firms. during this  period,
spent some $2.200,000, and toiletry ad-
vertisers spent about $1,750.000. Au-
tomotive advertisers spent about $1.-
650.000 and the makers of household
equipment. supplies paid $1,184,000.

SPONSOR




It’s interesting to note that. during
this time, network TV time sales were
running five times over what they were
for the corresponding two-month peri-
od of 1950. (1Based on NBC, CBS and
ABC reports to P.I.LB. DuMont not re-
porting.)

The largest single spender was Proc-
ter & Gamble. Others follow in ap-
proximately this order: Reynolds To-
bacco; General Foods; Ford Motor
Co.; Anchor-Hocking Glass.

Now. let’s take a quick look back at
1950.

For last year, based on Publishers
Information Bureau figures, these were
the top TV network advertisers in
gross TV network time sales on NBC,

CBS and ABC.

Leading Network Adrertisers—1950
. Ford Motor Co. ..ceeerineeneccenennnenn. $1,837,057

1

2. R. J. Reynolds .....eeveevveneeecrnennnn 1,642,425
3. P. Lorillard ...ccccoivivenneennnnns .. 1,458,125
4. National Dairy Products .. 1,356,652
5. General Foods Corp. ..., 1,128,606

Comparing the two will show you
why predictions are difficult. Leading
advertisers changed their positions
drastically in some cases, but all did
some moving between their full-year
standing for 1950 and early 1951.

What will happen this fall is truly
anybody’s guess. You can look, how-
ever, for most of last year’s big clients
to be at least very active in TV net-
work advertising, with the general av-
erage of money-spending for time go-
ing up.

Leading ad agencies in
network TV

Q. What agencies are tops in TV
network business placement?

A. Again. there is no clear-cut pattern
for fall. A srONSOR estimate of last
year’s agency standings, based on
P.1.B. figures, shows this approximate
order, with estimated gross TV billings
placed by the agency:

Leading Ad Agencies in Net TV—1950

1. J. Walter Thompson ................ £4,000,000
2. Young & Rubicam .. ... 3,000,000
3. William Esty ... ... 1,886,000
4. McCann-Erickson ... 1,823,600
5. BBDO ... .. 1,768,000
6. Kudner ......... . 1,739.500
7. Wintraub .cvvvvieiiniiiniieneceieennn. 1,369,000
B, Maxon ......cecveeeennnnns 1,303,000
9. Lennen & Mitchell .. 1,275,500
10. Kenyoun & Eekhardt 1,246,000

Since the TV clients of the above
agencies are expected to be back this
fall (although with some expenditure
shifting within agencies), the rank or-
der of agencies in TV network business
placement should he roughly similar to
these ten.
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Color television

Q. Should an advertiser get into
color TV now in order to gain ex-
perience and good time franchises?
A. So far as experience goes. the
knowledge gained from working with
color film announcements (which can
be televised in black and white. and
can be used in theaters) is excellent
hackground for any potential color ad-
vertiser. But since there won't be any
regular network color this fall during
choice evening hours you won't be able
to stake out a franchize for some po-
tentially valuable time slot.

Q. How can advertisers “hedge”’
against the day when there will be
color TV on a large scale?

A. For an additional 30-407, accord-
ing to a recent sPONSOR checkup on
film producers (such as Archer Pro-
ductions. Hal Roach, Apex, ete.), you
can have your film commercials, or
even TV film programs, produced in
color film. Many of the Dbasic lessons
of visual air color presentation can be
learned this way. The resulting films
can be used in black and white. and
can then be used later when color gets
an audience. Some advertisers, like
P&G with its Red Skelton Show, are
reported making plans to shoot their
film shows in color. Independent pro-
ducers, like Gene Aulry, are alrcady
rolling color film in anticipation of
widespread color TV, and using the
films on black and white TV. Remem-
ber, color film can be shown on any
system of colorcasting, CBS or any
other which might come out of the
laboratory,

Q. When will color TV start roll-
ing in earnest?

A. You'll find that the pattern of
growth will shape up something like
this. By this fall. CBS will be feeding
some 20 hours of color TV programs
cachi week. (This compares to CBS’s
90 hours weekly of black and white
this fall. and the 350 hours or more
weekly on all four TV webs.)  This
will be about all CBS color TV «taffs
can turn oul without disturbing nor-
mal black and white schedules. Mean-
while. CBS will be doing a mammoth
joh of publicity and promotion on its
color TV 1o ¢1) make the pubhie col-
or-conscious. and create a demand for
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~et> and more programs. and {(2) to
persuade all the leading set manufac-
turers to turn out sets capable of pick-
ing up CBS’s color. If the publicity
drive sets the imagination of the pubhc
afire. you may see quicker growth for
color than anv one now predicts.

Q. How soon will new color con-
verters and/or sets be on the mar-
ket?

A. A sroxsor checkup on leading set
manufacturers shows that a dozen or
so  (CBS-Columbia., Arvin, Stewart-
Warner, Tele-Tone, Celomat. Muntz.
Monarch-Saphin, Color-Video Inc..
and a few others) will be making con-
verters or sets. But none of them are
industry giants. RCA. Emerson. Ad-
miral, Motorola and others won't re-
tool until the public demand is really
strong. Set deliveries will probably
start between September and Decem-
ber of this year. by industry estimates.
Mass production is not expected to
come for at least two or three years.

Q. What is advertiser and agency
reaction to color?

A. The initial reaction seems to he
enthusiastic. but most agencies are
warning their clients to proceed with
caution, since the limited circulation
of color TV this fall still marks it as a
semi-experimental ad medium. Nearly
two dozen advertisers have been airing
participations and announcements on
CBS-TV color network and afhliated
stations, but budgetwise it docsn’t add
up to much,

Coast-to-coast video

Q. When will live coast-to-coast
television start?

A. Not even oflicials of the American
Telephone &  Telegraph  Company.
which installs the nation’s TV cables.
are sure, Television’s “Golden Spike”
won't be driven, by all estimates, he-
fore the end of this year, perhaps not
hefore next spring. Switchboards, TV
cquipment and relay installations are
the big stumbling blocks.

Q. What will coast-to-coast TV
mean to sponsors?

A. There will be two major effects of
an East-West TV hookup:

1. Kinescopes-—With no live hnk
between East and West Coast TV sta-
tions thiz fall. TV sponsors will he
shipping kinescopes of their programs
to the West Coast as the only alterna-
tive. In many ways. this is a stop-gap
measure. A cable connection means
the end to much of this problem, and
will assure sponsors of first-rate live
transmission of their <hows and prob-
ably higher ratings—when shows are
in the proper time =lot for simuhane-
ous peak viewing on both coasts, It
won't make the situation on availabili-
ties much easier until there are more
TV stations on the West Coast.

2. West Coast Programs—The re-
verse of East-to-West programing will
start  emerging. Hollywood’s talent
pool. so far as Hollywood-originated
TV shows is concerned. has barely
been touched. With the completion of
the trans-continental cable. watch for
a strong upsurge in live shows bearing
the  “produced-in-Hollywood™  tag.
More sponsors will start using Holly-
wood talent on their shows. since it
will probably cost them less. being
right next door to TV studios and
eliminating the need of an expensive
trek East. Look for more TV equiva-
lents of programs like Lux Radio The-
atre. .

Kinescopes

Q. What about the quality of
kinescope recordings?

A. All the networks report a decided
improvement in the quality of kines.
One network film divector claims a
100 increase i1 quality during the
past vear, due to special fihn emulsions
and improved processing methods. He
expecls the improvement to continue.

Q. How much does it cost a spon-
sor to have kinescope recordings
made?
A. The number of kinescopes made
for showing on network stations vary
with the advertiser’s contract. Some
arrangements between advertizers and
networks provide for one kinescope for
every lwo stations on the kine schedule

with “bicyeling” of cach print to
two stations. Other arrangements call
for one print for cach station, and so
on.

H an advertiser wants a kine of his
show for private use—as an air check

SPONSOR




or audition, for example—the charges
run as follows:

ABC CBS DuM XNBC
Recording charge &150 $250 $270 $285
("ost per print 150 70 75 65

Q. Are there any new develop-
ments planned for recording TV
shows?

A. Yes. A joint RCA-NBC project has
heen underway for several months. will
get its first engineering test about 30
July. It's an arrangement whereby
movie cameras are hooked up to the
television cameras so as to capture the
action on filn at the same time as it’s
teleeast. This film is then edited into
a single, integrated record of the pro-
gram. Having been made directly, the
resulting film is much clearer than
kinescopes which are taken off a TV
tube.

If the RCA-NBC technique works it
will be licensed for general use. ac-
eording to a network spokesman. Cost
may be higher, at first, than kines: but
the improved quality will nake these
recordings mnch more effective.

Q. What's the trend in the amount
of kinescope recording being done
by the television networks?

A. One major net estimates that the
amount of film earmarked for kines
has about doubled in the past year.
To give some idea of what a big oper-
ation kinescoping has bhecome: NBC

kineseopes an average of 48 hours of .

programing per week. CBS ships out
an average of 1,200 reels of film week-
ly. One program has 40 kines made
up for each performance.

Even when the cable reaches the
West Coast, demand for kines will re-
main substantial. Network spokesmen
point out that stations now on the ea-
ble use kinescopes bhecause it allows
them to schedule the network programs

at a time other than the original live
telecast.

“Alternate week?’
programs

Q. What is the “alternate week”
TV program theory, and when is
it used?

A. As the title implies. these are pro-
grams which appear every-other-weck
on a regular schedule. Usually, they
are two evenly-matched shows (pre-
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Jean’s
ITCHEN FAIR

with Jean Phair

Jean's Kitchen Fair is a perfect setup for
more sales in America's fastest growing TV
market. Under the contagious enthusiasm of
Mrs. Jean Phair, this popular new participa-
tion program is fast becoming a ‘must see’’
TV show for more and more homemakers in
the big WBNS-TV area.

At home in any kitchen, Jean Phair com-
bines complete menus with kitchen talk close
to the heart of every homemaker. She draws
from a wide and varied background in the
food field—plus extended TV and radio ex-
perience, with a “‘top drawer” record as a
home economist, to demonstrate foods, ap-
pliances and other homemakers’ items.

For program resume and complete details
phone Blair TV, Inc., or write direct.

COLUMBUS, OHIO

WBNS -Tv Channel 10
CBS-TV Network * Affiliated with Columbus Dispatch
and WBNS-AM ¢ Sales Office: 33 North High Street
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sented one per week, which alternate
as a tandem).

The reason for using such a pro-
graming approach is equally simple.
With TV time and talent costs con-
tantly rising. putting on a show every-
other-week costs less. gives the talent
a “breather.” and allows more time for
finished production.

Two recent examples of “alternate
week” Robert Montgomery
Presents and Somerset Maugham The-
atre on NBC-TV. and Starlight Theatre
and Burns & Allen on CBS-TV.

shows:

Q. Do viewers have difficulty in
following schedules for these
shows?
A. Yes, there 1s some confusion. Last
month, Advertest Research conducted
a survey in 770 TV homes throughout
the New York area. interviewing male
and female viewers on this topic.
Some of the highlight findings: (1)
Only 42% could name, without help.
one alternating week program. (2)
Only 40% know in advance of per-
formance which alternate of a pair will
be presented. (3) Only 167% could

Benrus

he producers of transcribed
musical radio and/or television
announcements for such leaders
of American industry as General
Electric,
Watch, Block Drug,
Mohawk Carpet Mills, St. Joseph
Aspirin, Blue Coal, Shell Oil and,
literally, a host of others, are

ready to go to work for YOU.

NELSON IDEAS, INC,
Schenectady and New York City

Pepsi-Cola, Sealtest,
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name the program scheduled for the
evening of the day of questioning.
Some 37% of viewers miss seeing
some alternating programs because
they do not know that they are on.
However. some 417 of the respon-
dents said that they felt they were get-
ting “better programs’ by this method.

Q. Do viewers seem to prefer
weekly TV shows over alternating
wek programs?

A. Yes. Advertest figures show that
689 of the sample preferred weekly
shows. Main reason: the ease of fol-
lowing programs.

Q. What effect does the alter-
nate-week show have on viewing
patterns?

A. According to Advertest: “In some
cases. a large audience is shared by
both programs. In others. a joint au-
dience is small. In some instances. it
appears that the weaker of a pair of
alternating programs benefits from the
fact that it alternates with a more pop-
ular program. Morc than one-third of
all respondents do not watch any pairs
of programs. However, 641% watch at
least one pair of alternate week pro-
grams.”

Q. Does putting a show on an al-

' ternate week basis lower its spon-

sor identification?
A. To some extent, yes. But. there is
a counterbalancing saving in costs.
The Advertest study shows that the av-
erage sponsor identification figures for
the current alternating programs
ranges from a high of 87°¢ to a low
of 0°¢. with an average identification
for the six pairs of alternating pro-
grams at 38‘¢.

S.0. for 12 comparative weekly pro-
grams (selected on the basis of time,

“type and relative popularity ) ranged

from a liigh of 747 to a low of 159,
with the median running for the 12
shows around 4477,

Q. Is it wise for a sponsor to think
of putting his show on an alternate
basis?

A. Says Advertest: “‘the alternate
week television program can be, and in
many cases already 1s, a strong audi-
ence builder and effective adverlising
vehiele.”

SPONSOR
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Whits Lovioville Gt
BESIDE

The eidicky Derby?!?

The Louisville Metropolitan Area ranks 28th
in America.

WAVE has a Daytime BMB Audience of
238,490 families. Its BMB Area has an Ef-
fective Buying Income of more than one-
and-a-half billion dollars* —or 66.14%, as

much as the entire State of Kentucky!

WAVE-TV was first in Kentucky by more
than a year . . . is now a third-year veteran,
preferred by the majority of the 90,526
TV set-owners in and around Louisville.
WAVE-TV is Channel 5 . . . features out-

standing local programming as well as NBC,
ABC and Dumont.

Ask Free & Peters for the whole WAVE
story, today!

*Sales Management Survey of Buying Power, May 10, 1950

WA

WAVE* has a Daytlme BMB Audience
of 238,190 families in Kentucky and
Southern Indiana. This area has an
Effective Buying Income of 21.67
billion, as against $2.51 billion for
the entire State. The Effective Bujy-
ing Income within WAVE’s Daytime
BMB counties is 151% of the In-
come in those Kentucky counties in
which WAVE does NOT have a BMB
audience!

INDIANA

*The WAVE-TV Coverage Area

contains 256,400 families.

LOUI

o)

FREE & PETERS, INC.

Exclusive National Representatives
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/
A the most
complete study of

AUTO RADIO LISTENING

in Northern Ohio!

=

STOPPERS FROM THIS SURVEY:

i
gmb 817, af the 418,185 avtos in Cuyahoga
l / County have avuto radios.

P

m Average auto has 1.6 passengers. 497,
L} J of auto radias are on one ar mare hours.

*,
/ e .
gmp Avuto radios are turned on 747, af the

time avtos are in use,

{“"'—\

Avutoradialistenersin Cuyahoga County  73.%
are tuned ta WGAR o total of 411,708 ;j’
half-havurs daily (7 AM to 7 PM). ::;
vﬁ
‘p‘
i ]
:;t
wige SN
. ,gs“w Jgf” : W:’ 1 oy
GET ALL THE FACTS! g ittt
WRITE FOR YOUR COPY

\(\- = < S'r;itc,’ 5 ” b i
WGAR Cieveland m A ) &) % Represented Nationally by
50,000 WA ...CBS \::’% .“ y RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM ﬁ:\,-' ~" Edward Petry & Company

\flfl_"::b‘ (éj/
L SPONSOR

_——_4




Premiums, unions, TV film...

Radio and television are loaded with matters of industry-wide
interest on which no “Network™ or “Spot™ label can be
pinned. In sponsor’s Over-all section, advertisers will find
the latest merchandising trends rubbing shoulders with tips
on what’s doing in the premium and contest field. Wrapping
up the quickly-moving television picture are four key topics:
Hollywood’s film plans for TV; what non-Hollywood inde-
pendent producers are up to; how theatre and subscription
television are doing: how agencies and advertisers are whit-
tling down the cost of TV film eommercials.

A concise rundown of the latest union activities =potlights
the jurisdictional squabble between rival technician’s unions.
tells how unions are reacting to the problem of weeding out
“subsersives.”

With radio fighting back against calamity howlers, and
TV still incompletely charted. research organizations have
added new scrvices, sharpened up some old ones. SPONSOR
gives a detailed outline of just what each research outfit turns
out—including qualitative firms like Dantel Starch, Horace
Schwerin, Advertest.

Index at right gives the exact location of each Over-all
topic.

16 JULY 1951

Researeh

Contests and preminms
Film trends
Hollywood and TV

Feature film producers

Theatre and snbseription TV

TV and speorts

TV cost cutting
Mail order anid P.1.
Merchandising
Unions

TV code

182
181
183
1835
187
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COST-CUTTING TRICKS [SEE P. 182) SAVE SPONSOR FILM MONEY. ABOVE, SUBWAY

I

. Becanse we think that right now W heaties ave doing
as much as anybody to tell America about common
stocka and the valne of owning them.

.. . Because Wheatics are dramatizing that story—on
television, on radio, in the préss—in a nation-wide
contest, offering the winners $50.000 worth of common
stocks as prizes.

.. . Because Wheaties arked our help in running that
contest , . . in providing investment gaidance for the
prize winners ot anyone clee for that wmatter  with-
out charge or ohligation.

Of course, we were glad to do anything we could,
Decause we've always felt that a lot more people ehould
own common stocks and eatn a retnrn of 5% or 67 on
their extra dollars, Then too, dollars inverted in cowns
nion stocks are more likely to keep their purchacing
power than dollars that are simply cet a<ide, for over
the years, as prices for food. clothing. und other neces-
sities have gone np, so have the priees of comon <tocks,

Apparently General Mills feels mnch the same way,
feels that apreading an ownership intereat in American
entreprive is the best porsible way to preserse it

So if you'd like a chance to win the top prize
$25.000 worth of cominon stoek -just ask your grocer
for an entry blank in the Wheaties eontest today,

And if yon'd like to know more ahout conmmon stocks
—what they are, how you buy theni, why it might be
zood for you to own some—just ask ns for a copy of
onr pamphlet “What Everybody Ought to Know .
About This Stock and Bond Business.”

You'll find it answera your questions in words anyone
can understand. Tliere’s no charge, no obligation. Just
usk for the “pamplilet on stocks™ and send requeest to

Departmant AD.30

MERRILL Lynen, Pierce, FENNER & Bears

PINF STREFT NEW YORK $, N, Y
Telephone: WHaehalt 4:1212
Avi. (8TthS1 ) 1407 Broapw ay (38th 5) )
Hill 8-6161 Tel LOnpacre 4-3553

4 Broad St —Tel MArket 38300
0 X'es Pach Place—Tel: 47458

Radio-p
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¢d contest offered stocks as prize

Researeh

Q. Are there any new trends in
radio research?

A.. Yes. With radio out to spotliglt
its claim as number one low-cost me-
diumn. media research outfils have ex-
panded their radio services. Here are
some examples of recent additions. as
well as one which will be starting this
fall.

This June C. E. Hooper announced
release of the first “Area Hooperat-
ings.” A survey commissioned Iy
Cleveland’s WTAM established the ra-
tio between “inside” city audience size
and  “outside” area audience size.
Once established, by a diary study of
come 000 ““inside” and “outside” lis-
teners, this ratio was used to project
regular Cleveland Hooperatings to the
entire primary area of the station.

Station WTAM, and others reported
dickering with Hooper for a similar
survey and service. will thus be able to
claim credit for a larger share of their
histeners. Agency timebuvers should be
on the lookout for an increasing num-
ber of “Area Hooperatings™ from 50,-
000 watters, who have the niost to gain

i

ILLUSION IS CREATED FOR ALKA-SELTZER

from this new rating technique.

Dr. Sydney Roslow’s organization.
The Pulse, has been kept busy with
special studies of out-of-home radio
listening. A recent survey in 15 cities
indicated that 45.5% of the people in
these areas owned radio-equipped
autos. Examples: 710.700 aulo-radios
in Chicago. 857.900 in Los Angeles.
301.600 in Philadelphia.

Still in the talking stage is the most
ainbitious application so far of Ad-
vertising  Research  Bureau. Ine’s
tARBI's) unique point-of-sale tests of
radio versus newspapers. Following
the lead of Marshall Iield and other
huge department stores. Macy's s
serionsly planning a test. As previ-
ously reported in sroxsor. ARBI tal-
lies the actual sales resulting from a
series of ads in a newspaper and a
series of radio announcements. Money
spent on printed advertising exactly
cquals that spent on radio. A year of
such tests by ARBI throughout the
U.S. show radio the top salesman in
over 95% of the tests.

Radox. the low-cost electronic tech-
nique, which fimctioned in Philadel-
plita before closing down last year.
may be revived.

SPONSOR
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Q. What about trends in televi-
sion research?
A. As the “cable” snakes its way fur-
ther westward and the advertiser stake
in TV increases, research services have
increased to keep pace. For example:
Videodex has just added a Part Two
to its national report. This includes
an audience breakdown for network
programs, listener reaction to program
and to commercial on an “excellent.”
“good,” “fair” scale. Videodex has
also been doing audience turnover and
audience flow studies, as well as prod-
uct purchase studies, on a special basis.

Trendex reports that, come fall, it
will report on more inter-connected TV
cities than the 20 now covered. Total
number of cities to be added has not
been decided on yet. but they will in-
clude either new western markets just
added to the cable or some already
connected and not included in Trendex
reports. Another projected plus serv-
ice from Trendex: a quarterly report
on sponsor-identification for network-
advertised products.

American Research Bureau is con-
sidering addition of Boston and De-
troit to its list of TV markets. At the

Four basic research techniques and their weaknesses

AUDIENCE AND RATINGS

TECHNIQUE SERVICE INFORMATION
Niélsen_, Chicago Share, average, total audl-

National radio ratings; na-
tional TV ratings—both pro-
jectable to total radio/TV
homes in U.S.

ence; “Nielsen Rating”® (mea-
sures audience for six min-
utes or more of program);
cumulative, minute-by-minutc,
flow of audience

same time, thr it w
on quarterly may be e
monthly basis instead. come fall

Q. Which research organizations
give quantitative information
about radio and television and
what does the data consist of?
A. In outline form, here’s what eight
principal firms provide in the wayv of
Lroadcast media research.

American Research Bureau, National
Press Building, Washington, D. C.

(a) Monthly TV “City Reports” for

SAMPLE WEAKNESSES
Fixed ; electronic me-
ters on about 1,500
radio, 350 TV sets .
(TV sample now be- | lLack of speed; high
ing enlarged in pro. | cost; measures whole
portion to growth of | family listening, rather
TV) ; samples select- than individ.ual mems-
ed according to so. | bers of family
cio-economic relation
to rest of U.S.

2. Phone 1

coincidental

(a) Hooper, New York

(b) Trendex, New York

(¢) Conlan, Kansas

Radio audience for 102 cities;

In radio, random; at
least 600 phone calls

TV audience for 25 cities; | Share of audience; average | per city during show.
radio/TV comparisons for 64 audience In TV, fixed home
cities base; at least 600 | Does not sample before
phone calls per city 8:00 a.m.orafter 11:00
pm.; restricted to
phone owners; does not
reach rural listenership;
does not reach all lis-
National radio audience rat- In radio, random, | tening within home or
ings based on 20 cities in Average audience; share of with at least 1,000 | out of home

which TV penetration equal
to TV penetration nationally;
TV ratings in 20 of largest
interconnected cities

audience; audience composi-
tion; sponsor identification

homes in each city
phoned. In TV, home
base, 500 homes
phoned

Radio and TV audience rat-

Share of audience; average

Random

Cit ings in any area upon request audience !
3. Dlary Total audience; audience | Tabulation of 9,200

(a) Videodex, Chicago,
New York

(b) Ameriean Research
Bureau, Washing-
ton, D. C.

(¢) Tele-Que,
Los Angeles

Quantitative and qualilative
TV audicnce ratings represen-
tative of all TV areas (63 cit-
ies included in surveys)

composition; qualitative reac-
tions to programs and com-
mercials; deseription of so-
cio-economie characteristics of
each home

homes, rotated four
times a year; diaries
kept for one week
of each month Measurement resiricted
10 seven days’ lisiening
per month; presence of

| diary claimed to affect

Radio ratings for Washing- . Random; new sam- listening habits; human
ton, D. C.; TV ratings repre- Total audience; audience ple g roup each fl;lterings oF ,memorv
sentalive of all TV areas and composition month; diaries kept | when recording &
for six individual cities one weck each month

Random; new sam-
Television audience ratings in Total audience; audience ple gr oup each
Los Angeles composition month; diaries kept

one week each month

4. Rided recall

Radio and TV audicnce rat-

Human faltering of
memory; claimed ten-

Modified area: per-
sonal interviews in

interview

Pulse, New York

ings in 18 cities

in 13 cilies

coast; radio/TV comparisons

Total audience; share of au-
dience; audience composilion

coast to

which respondent ix
asked 10 reeall his
lisiening during a
span of four or five
hours

deney of respondent to
c¢xaggerale listening ne-
cording to how question
i~ askeds fails 10 reach
lisieners in rural areas

16 JULY 1951
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KTBS

In this tremendous oil ond gos
capital of Northern Louisiona,
Eostern Texos, ond Southern
Arkonsas, only KTBS offers oll
three of these plus benefits- (1)
extra merchondising, (2) over
300,000 Rodio fomilies ond (3)
wide coveroge where purchasing
power is higher thon overoge

SHREVEPORT

make the Lortisiana Puclase

and get ALL THREE

10,000
WATTS—DAY

710
l KILOCYCLES

5000 WATTS | NB C

National Representative: Edward Petry & Co., Inc.

e

JA

5,000
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~ IT'S HOTTER

»GATE, General Manoger

ATTS « 610 KC - NBC

{ than you think!

Miami is hot this Summer -- hot
with sales -- hot with the greatest
Summer Tourist Trade in its
history! Thousands more every
year learn that Miami is a great
Summer Resort...clear, sunny
days, blue skies, cool breezes

and reasonable prices.

Yeah man! Ask The Bolling
Company about the Miami
Market in the Summertime, Ask
‘em too, to tell you why WIOD
keeps cash registers hotter

than hot...all year!

New York. Philadelphia, Chicago.

(b} Quarterly TV “City Reports”
for Cleveland. Washington. Baltimore.

tc) Monthly “National Reports™ on
63 television markets, showing audi-
ence size for each program. audience
composilion. viewers per sel. viewing
by length of set ownership, radio vs.
TV activities.

Samples of about 500 are used for
city reports; national reports are based
on 2.200 TV homes. The diary meth-
od 1s standard ARB technique.

" Robert S. Conlan & Associates. 1703

Wvandotte St., Kansas City.

fal Special individual city reports
by arrangement. Radio ratings col-
lected by concentrated one-week tele-
phone coincidental survey.

(b) Special “Area Surveys” by ar-
rangement. Radio ratings for a sta-
tion’s complete market area. including
outside the home city. Omaha and
kansas City market areas surveyed 1o
date. Widespread telephone coinci-
dental technique used.

C. E. Hooper, Inc.. 10 E, 40 St.. N.Y.C.

(al Radio Hooperatings Reports
for about 100 ecities varying in fre-
quency from once a month to once a
vear. average bimonthly.

(b)  City-by-city ratings of network
radio programs —— published annually
in the summer. This is a compilation
of radio audicnce ratings published
the previous winter.

{¢) TV-Home Hooperatings. pub-
lished monthly for New York. Los An-
geles, Detroit.  Other major TV cities
covered himonthly on the average.

(dr Mouthh. ecity-by-city rating
trends on day and night TV. Daytime
ratings by 15 or 30-minute intervals:
evening TV rating trends by 30 or 60-
minute intervals for the following ci-
ties: Atlanta. Baltimore. Boston, Chi-
cago. Cincimnati. Cleveland. Columbus.
Dallas-I't. Worth. Los Angeles. Louis-
ville. Milwaukee. Minneapolis-St. Paul,
New York. Philadelphia. Pittsburgh.
Providence. Salt Lake City, San An-
tonto. San Diego. San Francisco-Oak-
land. St. Louis. Syracuse, Toledo,
Washington.

te) Three times vearly. TV Hoop-
eratings for individnal days and eve-
nings over a three-month period. Sta-
tion ratings are given by 15-minute in-
tervals for Monday thru Friday dav-
time telecasts, by half-hours for eve.
ning programs. Comparable with Ra-
dio Hooperatings, and published for
sanie cities as listed in (d) above, ex-

SPONSOR




cept for Los Angeles, New York, and
San Diego.

(f) Monthly city-by-city broadcas:
audience report. A single volume with
two sections: the first in graphic forn,
second in tabular form showing hreak-
down of sets-in-use and share-of-audi-
ence by time of day and by individual
stations.

Telephone coincidental method still
used.

A. C. Nielsen Company Main ofhce:
2101 Howard St., Chicago; New York
office: 500 Fifth Avenue.

(a) National Radio Index, giving
radio program ratings, sets-in-use, av-
erage audience, minute-by-minute au-
dience, total homes, cumulative audi-
ence, and other data. Based on Audi-
meter recordings in 1,500 homes.

(b) National Television index.
Same monthly reports for TV as given
for radio in (a) above.

(¢} Regional & Local Reports. Same
monthly reports as in (a) and (b)
above: Pacific Coast (radio), New
York (radio & TV}, Chicago (radio).
Los Angeles (radio).

(d) Program-Market Ratings. Show-
ing the extent to which buying of ra-
dio and TV-advertised goods is af-
fected by ownership of radio or televi-
sion sets. Compiled from Audimeter
data plus a product check of actual
buying. Matches program preferences
against the types of products used by
people who listen to specific programs.

(e) Regular reports of the sales and
movement of food and drug products
in retail stores. Consists of the Niel-
sen Food Index and Nielsen Drug
Index.

The Pulse, Inc., 15 W. 46th St., N.Y.C.

(a) Monthly radio reports for New
York.

(b} Bimonthly radio reports for
Philadelpliia. Boston. Chicago, Cin-
cinnati, Washington, Los Angeles, St.
Louis, San Francisco, Richmond, Bir-
mingham, Buffalo, New Orleans, Min-
nesota-St. Paul, Detroit, Atlanta.

(¢) Monthly TV reports for New
York, Chicago, Philadelphia. Cincin-
nati. Los Angeles, Boston, Cleveland.
Dayton, St. Louis, Columbus, San
Francisco, Washington. Birmingham,
Buffalo, Detroit, New Orleans, Minne-
sota-St. Paul, Atlanta.

(d) TV reports bimonthly for Syra-
cuse, three times yearly for New Ha-
ven, four times yearly for Omaha.

(e) Monthly reports on network
radio programs in over two markets.
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'NORTH CAROLINA’S NO.

NORTH CAROLINA
THE SOUTH’S NO.
WPTF-

STATE

SALESMAN

North Carolina Rates More Firsts
In Sales Management Survey
Than Any Other Southern State.

More North Carolinians Listen to
WPTF Than Any Other Station.

WPTF

AFFILIATE for RALEIGH, DURHAM 30,00 0warrs
and Eastern North Carolina 630!{.{‘..

NATIONAL REPRESENTATIVE FREE & PETERS, INC,

P

YES, I SAID

CHATTANOOGA,
TENNESSEE

The Nation’s

No. 1
[ndependent

(8§ AM. to 12 Noon)

THE 2 MAJOR MARKETS
In Nebraska

0N2 HOMETOWN STATIONS
In Omaha and Lincoln

m'com’iﬂg 1o

HOOPER

March—April 1951

AT 1 COMBINED
LOW RATE

Write For Sales Details

KBON Omaha
KOLN Lincoln

Paul R. Fry, Pres. & GCen'l. Mgr.
World Insurance Bldg., Omaha
Nat'l Rep.: John E. Pearson Co.

represe;zfm’ by

FORJOF,
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You Can Cover the Rich

Central New York Market

FRANKLIN

4
r"( ’ W ST LAWRENCE
! o7 4 4
%
-l o '9 - ]
° ®
| ESSEX
Radio Station
JEFFERSON
44
OSWEGO
4 94 | oneoa
4 50
\J‘M b , HERKIMER | FULTON
w31 PN EW YORK
' * N i MONTGOMERY
ONTARIO SENECA| 70 92 MADISON ™,
(AYUGA OTSE60
YATES 35 CORTLAND T
, 14
TomPkiNs. | 75
STEUBEN
SCHUYLER 28 GREENE
12 .
DELAWARE © Base Map BMB 1999

BMB Nighttime Avudience

| CHEMUNG | T106A

! BROOME

Families

WSYR— 214,960

Sta

tion A——164,720
Station B—— 148,340
Station € —-76,920
Station D — 68,970

¥R— AM-FM-TV — The Only ‘Complete
'Broadeut Institution in Central New York

NB
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Affiliate ® Headley-Reed, National Reptlsgs

y ACUSE

570 KC

| () Monthly reports on network TV
| programs carried in over two markets.
Ratings and sets-in-use are collected
by aided recall interviews.

Tele-Que P.O. Box 6934, Los Angeles,

Calif.; 260 Kearny 5t., San Francisco.
| Calif.
| (a) Monthly TV program ratings
for Los Angeles and San Francisco.
Total audience and audience composi-
tion included.

(b) Occasional special surveys of
TV commercials on a popularity basis.
Trendex, 347 Madison Ave., N.Y.C.

(a) Monthly radio report on 20
cities which have a TV penetration
equal to the national television pene-
tration, Cities vary occasionally to
maintain this equivalence.

(b) Monthly report of evening TV
show ratings for cities on the inter-
connected network.

Special ratings can be gotten for
radio or TV shows on short notice.
Telephone coincidental method is used
to collect data.

Videodex, 342 Madison Ave., N.Y.C.

(a) Monthly, individual city reports
on TV for Atlanta, Baltimore, Boston,
Buffalo, Cincinnati, Dayton, Cleveland,
Columbus, Chicago, Detroit. Dallas.
Los Angeles, Milwaukee, New York.
Philadelphia. Pittsburgh, St. Louis.
Toledo. Washington. Includes sets-in-
use, share-of-audience, rating, viewers-
per-set by 15-minute segments for each
day of the first week during the month.
FFull coverage, sign-on to sign-off.

(b) Monthly network TV reports
for all 63 television markets. Gives
day of broadcast. whether sponsored
or sustaining, number of cities. num-
ber of homes reach, rating, etc.

(¢) Second part of (b) above lists
| time of all net TV programs, audience
‘ composition, opinion of program. opin-
‘ ion of commercial on “Excellent, Good,

Fair” scale.

! Q. Which research organizations
| give qualitative information about
radio and TV and what does it
‘ consist of?

A. Four research outfits look into the
| more involved questions which plague
radio and television sponsors. In cap-
sule form, here’s what they do.
Advertest Research, 133 Albany Street,
New Brunswick, N. J.

(a) Monthly reports titled ‘“The
Television Audience of Today” on a
subscription basis. Covers “important

SPONSOR
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television problems of the day” by per- |

sonally interviewing 750 New York
area televiewers.

(b) Special qualitative and quanti-
tative TV studies of programing, ad-
vertising, commercials, etc.

(c) Special qualitative and quanti-
tative radio research studies.

(d) Special qualitative and quanti-

tative market research studies.

Central Bldg.. Seattle, Washington.
Irregular, by - arrangement studies
comparing the sales effectiveness of
radio and newspaper advertising at the
retail level. Retail store spends equal
amounts in radio and newspaper to
sell same item, ARBI finds out which
medium brought sales that result.

Schwerin Research Corp., 2 West 46th
St., N.Y.C.

(a) Audience tests of radio pro-
grams and commercials to discover
“liked” and “disliked” parts, and why.

(b) Same as (a) above, for tele-
vision programs and commercials.

(c) Separate tests of sponsor-iden-
tification, product-acceptance; and re-
lated marketing problems.

(d) Audience tests of films.

Daniel Starch & Staff, 420 Lexington
Ave., N.Y.C.; 101 E. Ontario St., Chi-
cago.

(a) Monthly report on TV commer-
cials, showing audience reaction. brand
acceptance.

(b) Special pre-analyses of TV com-
mercial storyboards.

Contests and Erglnillms

Q. What is the fall trend in con-
tests?

A. Contests have heen a heavy favor-
ite of advertisers lately and ad agency
experts in the field predict even more
contests come fall. They point out,
however, that more contests mean few-
er responses to each individual one.
Spotting contests to avoid a crowded
field is the key to successful returns.

Q. What is the fall trend in
premiums?

A. Premiums have heen on the up-
trend over the past few years. W. P.
Lillard, president of the Premium Ad-
vertising Association of America, re-
ports a 30% increase in such offers
over the past year-and-a-half. But
there will not be an increase in next
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CLUB 1300, WFBR’s great

daytime audience show, has
the highest Hooper of any
radio show in Baltimore one
hour or more in length.”

This is it! The show that does
everything, that always plays
to a full house, that has
broken records year after
year, that attracts visitors in
such droves that tickets are
gone months in advance! This
i1s the #1 radio buy in Balti-
more — far and away the
leader in its time bracket—
or practically any other
bracket! CLUB 1300 is a must
in Baltimore!

Other WFBR-built shows are
making history, too! Ask
about Morning in Maryland,
Shoppin’ Fun, Melody Ball-
room, Every Woman’s Hour,
and others!

*May, 1951, Hooper report.

FABULOUS
RESULTS:

VEGETABLES

A spot advertiser on CLUB
1300 tried a coupon write-
in offer. Thrce announce-
mentsbrought 9,000 replies!

TICKETS
CLUB 1300’s m.c.madeonc

announcement that there
wcere a few tickets available
for Monday broadcasts.
Thrce days later, he dug
out from under requests
for 125,000 tickets!

CANCER DRIVE

We took CLUB 1300 to a
local theatre for onc broad-
cast. Ticket holders—(no
big donations) paid over
$1600.00 to American
Cancer Society to see the
rcgular show! (No big
namcs, cither!)

FOOD SHow

Biggest crowd in Baltimore
Food Show history camc
to see one broadcast of
CLUB 1300.

. . and others too numerous
to mcntion.

ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE MD.
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY

169



w

w

/

At KQV, it’s a 2t-hour-a-day job aggressively
promoting in the right plaees for its advertisers.
Carefully planned promotion —newspaper, dealer
contests and speeial theater tie-ins—is onc¢ reason
why our rating and our loeal and national billing
are eonsistently high. Spot revenue-wise, KQV is
among the top five Mutual stations of the nation.

wab 2583

PITTSBURGH'S AGGRESSIVE

RADIO STATION

Basic Mutual Network - Natl. Reps. WEED & CO.

A valve... PLUS
in “BRUSH CREEK
FOLLIES”

with

HIRAM
HIGSBY

KMBC
KFRM

PLUS ONE—"Brush Creek Follies” is
in its fourteenth successful season!
PLUS TWO—Playing again to a live
audience from the stage of the huge
new KMBC studio playhouse!

PLUS THREE—A great new arrange-
ment on commercials for advertisers!
PLUS FOUR—AnN outstanding new
promotion and merchandising plan!
PLUS A DOZEN—Write, wire or
phone KMBC-KFRM or your nearest
Free and Peters colonel!

KMBC

of Kansas City

for Rural Kdnsas
o oo 6th oldest CBS Affiliate oo o

WILLA :
MONROE 5

“A GREAT BUY”,
SAYS OUR
COMPETITION!

The five Memphis statlons that split up the Memphls
white audlence will admit that WDIA completely
dominates in selllng the 44%, Negro setment of
Memphls’ 394,000 total population. And. with a
total BMB county-count of 489,000 Negroes, WDIA
thus offers you a truly great market that cannot be
as effectively sold any other way! -

Hoopors" prove the llstenership, awsd the case his-
torles of such QUALITY advertisers as Camels Cloa.
rettes, Super Suds, Frostee, Arrid. Lipton Tea,
Purex and Old Judge Coffce prove results. Wrlte for
full detalls.

HOOPER RADIO AUDIENCE INDEX
City: Memphls, Icrjm Months: April-May 1951

"Time Sets WDIA B C D E F G
MF BAM-6PM 145 241 254 19.9 116 9.2 6.7 2.5

Radio Station WDIA, Memphis, Tenn.

John E. Pearson Co., Representative

| fall’s crop of premium offers. Avail-
ability of desirable, reasonably-priced
items for premium use is the limiting
factor. Practically all premium offers
are self-liquidating. stimulate bargain-
hunting by sponsors to keep cost down.

Q. What is the tally on the num-
ber of contests and premium of-
fers run recently?

A. Here’'s a breakdown of recent
contests and offers by networks. All
except Mutual combine both AM and
TV.

1951 ABC CBS Mutual NBC
January 1 9 16 17
February 3 10 22 10
March 6 10 20 6
April 8 8 24 4

l May 10 8 25 8

Q. What kind of advertiser is us-
ing contests and premiums?
A. Although users of contests and
premiums run the gamut of manufac-
turers, most come from the small-item,
big turn-over category. For example,
65% of the 10,000 firms who promot-
ed premium offers last year were food
producers and processors
Just a few examples of the kinds of
firms who used these promotion gim-
micks recently: Beltone, Colgate-Palm-
olive-Peet, Noxzema, General Foods,
General Mills, Hudson Paper Napkins,
Lever Bros., Lipton Tea, Procter &
Gamble, Philip Morris, Longines-
Wittnauer. Chesebrough Manufactur-
ing, Pillsbury Mills, Sterling Drug.

Q. Is there any difference in the
handling of contests and premiums
on TV and on radio?

A. Yes. TV’s demonstrating power
permits the sponsor to show off his
premium or picture the prizes in his
contest. Agencymen who've tried
premium offers on both AM and TV
report that TV brings in “satisfactory”
returns, but not necessarily spectacu-
lar ones, as compared with radio. Pic-
turing a premium or prize can con-
ceivably boomerang. too. if goods are
not up to expectations. Most premiums
present no demonstration problem on
TV, others are handled better on ra-
dio. Example: needle threader. which
“oets lost between the lines” of a TV
receiver,

Q. What are the outstanding con-
tests and premium offers made re-
cently?

SPONSOR
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A. One contest, notable for its pub-
licity and public relations by-products,
is the link-up between General Mills
and Merrill Lynch, Pierce, Fenner &
Beane. The food firm and stock brok-
er outfits joined to put on an *I like
Wheaties because . . .”” contest, with
$25,000 in common stocks as first
prize. Total outlay for prizes: $50,000.
Winner can use expert advice of Mer-
rill Lynch to buy his portfolio. Unique

offer promotes Wheaties—and the idea |

that “just plain folks” can buy stock
in U. S. business.

Another very successful promotion,
a recent offer by the Hudson Pulp &
Paper Company, cost the company
about $250,000. Hudson uses both ra-
dio and TV, wanted to get some meas-
ure of their respective sales pull; the
napkin-making firm was also after a
broad sample of customers and poten-
tial customers for later market surveys.

The quarter-of-a-million dollar tab
was run up by filling some 500,000 re-
quests for free napkins. Offer was
made over WGN, Chicago; WBZ, Bos-
ton; WBZA, Springfield, Mass.;
KDKA, Pittsburgh; CKLW, Detroit;
WFIL, Philadelphia; and WOR. New
York. John B. Gambling, WOR morn-
ing man, pulled a remarkable 181,000
inquiries. Television coverage came
from 30 CBS-TV outlets carrying Hud-
son’s Bride & Groom show. Company
is reportedly pleased, may repeat the
offer despite the considerable expense
—which they figure has already come
back in form of increased sales and
valuable publicity.

TV film trends .

Q. What is the trend in use of
film for programing on TV?

A. A recent survey by Paul White,
vice president of the National Tele-
vision Film Council, indicates that an
average of 17 to 19 hours of film per
week is used on the average TV sta-
tion. This amounts to aboul 20% of
the total time available on stations with
12-hour-a-day operations. White pre-
dicts that by December 1951 film usage
will have risen to 30%. He points out
that at least two big network TV shows
will return in the fall on film. instead
of live as before.

Q. Are there any significant
trends in TV film commercials?
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-in 30 of 40

Quarter Hour
Dayiime Periods
Monday thru Friday

2nd in 8 Periods

Look at the Share-of-Audience
You Get on WFBL!

MORNING

AFTERNOON

WFBL oﬁon B Stoﬁon>C Station D Station E

All ratings from Hooper Winter-Spring
Report — December, 1950 thru April, 1951

Compare and you'll buy . . .

WFBL

e Syracuse, N. Y.

FREE & PETERS, INC.

Exclusive Nationol Representatives
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with radia
budget  J
problems

and an

To an Account Executive

ulcer

Perhaps you have never smelled the fragrance

of new-mown hay teddiug on rolling acres, or watched
the clean steel of a plow clipping through the
fertile black soil of Iowa. Antonin Dvorak

made powerful music for the New ¥ orld Symphony
from such ingredients. We, more interested in
powerful buying power. prefer to hear the music
made by the seasonal finale—the clunk of hard

ears of corn hitting a backboard —— the hiss of a
thresher spewing kernels of wheat for tomorrow’s
bread. Jowa's 34.8 million acres of tillable soil
produce, among an abundance of other things,

10% of the nation’s food supply and contribute to
the high per capita wealth of lowans. currently
61% above the national average.

The half-acre in the country te which you repair
week-ends —or aspire to—is about 1/320th the

size of an average lowa farm. If you feel that
you ought to have a gold mine in the back yard just
to meet your country living costs, compare your
situation with an Jowan’s. Jowd’s rockless soil
produces more wealth each year than all the gold
mines in the world.

Before you dash out for a harried lunch of soft-
boiled eggs and a glass of milk (while many an lowan
is timing his radio to WMT and sitting down—

at homc—to a leisurely noon-day meal of

sizzling steak, golden roasting corn dripping with
freshly churned butter, tender garden peas, straw-
berries and cream . . .) please consider this:

A Class € station break on WMT lias a potential
audience (within the 2.5 nrv countour) of more
than 1.1 million people--aud it budgets at $12
(260-time rate). It's a market worth reaching—and
in Eastern Towa WMT reaches.

Please ask the Katz man for additional data.

5000 WATTS
Day & Night

600 KC

BASIC COLUMBIA NETWORK

A. Advertisers are balancing increased
production costs with cost-cutting
methods to keep the price of TV film
commercials about the same, on the
average, as they have been. Specifical-
ly. the cost of film stock has taken two
price jumps in the past 18 months.
While labor has remained relatively
stable. other production costs have ris-
en as well.

To halance the upward spiral, agen-
cies and sponsors are looking more
closely at fancy camera work and am-
bitious settings. Several large agen-
cies report an increasing number of
straight. demonstration-type commer-
cials—Ilive-action, without stop-motion
or animation. As in the past, stop-mo-
tion is the most expensive technique,
animation next.

Another trend is the inevitable thin-
ning out which is taking place among
the ranks of TV commercial film pro-
ducers. The smaller operators are find-
ing it tough to get a steady enough
flow of work to keep going. As one
producer explained it: “If we could
just get an order a week. even a small
one, we could keep going. But the
feast and famine type of operation is
what puts us smaller fellows out of
business.”

Result of this contraction in film
outfits will not bhe felt for a while yet

~possibly a year—but when it is, look
for higher prices. Many firms have
been working almost for nothing, just
to build a reputation; they’ve got to
make up for some of the lean years.
Competition will keep quality up and
prices moderate. however. An expand-
ing Mollvwood interest in TV film
commercials will ensure that. Look for
more “Made in Hollywood™ labels on
film commercials when the mechanics
of Last Coast-West Coast liaison are
straightened out.

llll")’\}/ll(ld il_l!(l TV

Q. What can sponsors expect from
Hollywood in the way of films for
TV this fall?

A. Hollywood. after giving TV cold
looks for years. is beginning to realize
that its future may well depend upon
a good working relationship with tele-
viston. You'll find more and more film
producers this fall, including some of
the major studios as well as the inde-
pendents, opening their fitm vaults and
rcleasing films made only a few years

SPONSOR

e —————




ago. Others will be making more films
on a “to-order” basis for leading TV
clients and networks. Two recent ex-
amples of this trend: Robert L. Lip-
pert, one of the film capital’s ace in-
dependent producers, has re-scored (in
a special deal with the American Fed-
eration of Musicians) some 20 of his
products, and has been selling them to
TV stations as a package, with another
package of 20 films expected for the
fall. Columbia Pictures subsidiary,
Screen Gems, has shot two trial-run
half-hour versions on film of du Pont’s
Cavalcade of America, at a reported
cost of $22,500 each, using the exten-
sive Columbia studios in Hollywood.

Q. Will the ABC-United Para-
mount deal mean that more Hol-
lywood films will be available for
TV?

A. United Paramount Theatres does
not make films. But since UPT is the
largest movie exhibitor in the country,
its merger with ABC has caused a tre-
mendous amount of talk in Hollywood.
This alone may be enough to prod
some of the major studios, like Metro
and Warners. who are anti-TV, into
becoming more active in video. or into
releasing some of their old films to tel-
evision. Also, since UPT is an old
hand at building expensive stage shows
with name stars, it may mean that
more name talent may flock this fall

to TV, and perhaps to TV films.

Q. What are the main advantages
Hollywood has in making TV pro-
gram films?

A. Vith Hollywood, film-making is an
established business. The best techni-
cal brains, and the best-known talent,
are there. The weather is usually ex-
cellent for outdoor location shots. Lab-
oratory work, for films and recording,
is the world’s finest, and can often be
turned out faster than similar work in
the East. With an increasing list of
big studios and independent produc-
ers engaged in TV film activities of all
sorts, the Hollywood firms are building
a big backlog of experience.

Q. What are the disadvantages
facing Hollywood film men?

A. Hollywood’s “sponsor,” until TV
came along, was the box-office. All
film men were concerned with was
turning out pictures that would appeal
to the public. Now, Hollywood is hav-

16 JULY 1951

-
o

i : I‘-'\r:fj

WAVERLY!
ARG A vy

TS

vEL

The “St. Louis Ballroom’ plus is promotion! Bigger, better than
ever! 24 sheets, exterior bus and streetcar cards, interior bus and
streetcar announcements on Transit Radio, newspaper display
ads, special mail promotions and personal appearances, pro-
motion announcements on KXOK are scoring a wide plus for
“St. Louis Ballroom™ advertisers. Get details from your
John Blair man or from KXOK today.

¢ sTATIO N
1. LOUIS’ AB 700
b & DELMAR « CHESTNUT 3
830k¢-5000 WATTS < FULL TIME

Represented by John Blair & Co. .
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CLEVELAND'S (%5 STATION « WJ W - CLEVELAND'S (f;smgesl SIGNAL: WJW + CLEVELAND'S (4 STy,

Chief Says:

" Chief’s locol business sure is booming,
Let Clevelond merchonts tell you why:
Their spot compoigns send soles o-zooming;
Chief Stotion’s shows sure moke folks BUY!"

LOCAL BIZ
TRIPLED

Take your tip from local sponsors. They
know Cleveland—they demand results.
Since February, local business has
tripled on WJW — Cleveland’s only
network station with net-calibre day-
time local programming.

CLEVELAND'S /4 STATION’

BASIC ABC
CLEVELAND 15, OHIO
- REPRESENTED NATIONALLY BY H-R REPRESENTATIVES, INC.
——— =

5000 W.

WIW BUILDING

ANVIIATIM TN O

TONOIS 7247055 QNTIATIO M INOLLYLS 777 5. NTATIOM [ TNl 200

IN MONTREAL

it’s

CONLON REPORT
Sept. 1950

% sets on 24.69,—
% KGVO e Mosby 5000w—

AM PM  EVE
674 51.0 505

% KXLL e Craney 250w—

AM PM EVE
300 459 453

All Others

Canada’s FIRST station—wise n |

the ways of PROGRAMMING, AV PMEYE
PROMOTION and MERCHAN- e P
DISING . . . gives you the cover- ’ '°’9esho‘:|':;°n°°sfinc'ziclh93¥{esfem
age and the listencrship needed

rich market area.

to do a real selling job in this ke st Mosly Stations

5000 Watis 250 watts

THE TREASURE STATE OF THE 48

Night & Day Night & Day

MONTANA
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ing to learn to work to the specifica-
tions and purposes of advertising, and
to work with agencies and clients. This
is not an easy thing for an industry to
learn almost overnight. Also, there is
the problem of distance between New
York and Hollywood. The bulk of cre-
ative advertising activity, as well as
the headquarters of all the leading TV
networks, is in the East. Doing “Hol-
lywood shows™ in radio means a con-
stant shuttling of admen back and
forth hetween New York and L. A.

TV feature film firms

Q. What's the over-all economic
picture among feature film firms?
A. Making a series of film calls for a
hefty bankroll and the bankers are
justifiably wary of supplying the finan-
cial backing. Even the recognized top-
notchers find themselves making intri-
cate deals to assure adequate financing.
producer of the Paradise Island and
Example: the deal Jerry Fairbanks,
Front Page Detective series. recently
worked out with big Official Films of
New York under which Fairbanks will
hoss production and Official will han-
dle the distribution end.

Because of the high cost of produc-
tion and the limited narket available
umtil the freeze on new TV stations is
thawed out, many produeers are un-
able to get back production costs on
first runs of their products.

Q. Who are some of the leading
producers and what types of pro-
grams are they turning out?

A. A list of successful film producers
and typical productions might include:
Apex (Lone Ranger), Bing Crosby
( Fireside Theater), Flamingo (Super-
man). Roland Reed (Stu Erwin). Filn.
tone (Life of Riley), Flying A Pictures
(Gene Autry), Frederic W. Ziv (Cisco
Kid). Prockter (Big Story). Hal
Roach (Racket Squad), Bernard Kar-
len (I’d Like To See . . .}, Paramount
(Wrestling from Hollywood), Consoli-
dated (Buster Keaton Show). Interna-
tional Tele-Film (John Kieran’s Kalei-
doscope), and Louis Weiss (Craig
Kennedy, Criminologist) .

Two new indications that film for
TV will beeome more plentiful are the
deal between Official Films and Jerry
I‘airbanks, Ine.. and the abortive Par-
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amount Pictures-Hal Roach negotia-
tions. Importance of film as a pro-
gram source is pointed up by lsaac D.
Levy's resignation from CBS board of
directors to devote full time to Offi-
cial Films, Inc. (of which he's chair-
man). Official just took over Jerry
Fairbanks. Inc.. Hollywood-based TV
film producer. The combine has close
to a million dollars capital, and it looks
like an ambitious program of film pack-
ages for television is getting under way.
with Fairbanks turning out the films
(with a bigger budget) and Official
doing the marketing on a wide scale.
It looked for a while as though a simi-
lar deal might go through between Par-
amount Pictures and Hal Roach Stu-
dios. Paramount, which owns a piece
of DuMont, had plans for producing
film to be used over the DuMont TV
network. Price of $4,500,000 for
Roach facilities was rumored to be ac-
ceptable, but the board of Paramount
failed to approve the purchase. Latest
is that NBC. through TV head Pat
Weaver, has negotiated a deal that
brings Roach facilities into NBC orbit.
of Western half-hour films regularly
scheduled on TV — Lone Ranger
(Apex), Cisco Kid (Ziv)., Gene Au-
try (Flying A), and Range Rider (Fly-
ing A)—are the other four. Dozens of
other regular TV film packages are be-
ing sold on long-term contracts by such
firms as United Artists, Consolidated
Television Productions, Harry S. Good-
man Productions and others.

Theatre and subsceriber
TV

Q. Will theatre television and
subscriber TV affect you as an ad-
vertiser?

A. Yes, in three ways. First. you'll
have to buck both systems in huying
rights for top entertainment—princi-
pally sports. Theatre television, al-
ready a thriving, though still small en-
terprise, may be counted on to get a
preferential nod from sports promoters
with box-office jitters. Many promo-
ters like the theatre arrangement,
where out-of-town showings don’t cut
into the gate. Subscriber TV still try-
ing its wings experimentally, could
quickly build itself into a multi-mil-
lion dollar business. One system envi-
sions an initial subscriber list of 100,-

(Please turn to page 179)
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BUT...

YOU MIGHT CLEAR
15! 7-%11 .
\\

YOU NEED
WKZ0-WJEF
AND WKZO0-TV
TO GO OVER THE TOP

IN WESTERN MICHIGAN!

WKZ0O, Kalamazoo, and WJEF, Grand Rapids, have been radio leaders
in their home cities for so long that time buyers automatically recog-
nize them as first choices ““in town”. BMB Study No. 2 proves that
WKZO-WJEF are an exceptional buy for rural Western Michigan, too.
Since 1946, WKZO-W JEF have increased their unduplicated Audiences
by 46.79 in the daytime . . . by 52.99% at night! But here's the
frosting on the cake: WKZO-WJEF not only deliver about 579, more
listeners than the next-best two-station choice in Kalamazoo and Grand
Rapids—they also cost 209 less than the next-best combination!

WKZO-TV, Channel 3, is the official Basie CBS Outlet for Kalamazoo-
Grand Rapids. It is a muhtiple-market station, serving five Western
Michigan and Northern Indiana cities, with a total buying income of
more than one and a half billion dollars! WKZO-TV's coverage area
embraces 133,122 sets, making this America’s 23rd television mar-
ket—ahead of such metropolitan cities as Seattle, Memphis or Miami!

| Better get the whole Fetzer story today! Write direct or ask your

Avery-Knodel representative.

*kCornelins Warmerdam of the San Francisco Olympic Club set this world’s record

on May 23, 1942. 7
 WKZO-TV

WJEF WKZO

wlu GRAND RAPIDS W‘ IN WESTERN MICHIGAN t”d IN KALAMAZOO V

AND GREATER
WESTERN MICHIGAN
_{eBS)

: AND KENT COUNTY AND NORTHERN INDIANA

(ces) " Pt =
~ ALL THREE OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

Avery-Knodel, Inc., Exclusive National Representatives
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The

picked panel
answers

Mr. Ballin

Organize — or-
ganize — organ-
ize! Stop trying
to carry the
whole load as in-
dividuals and
start sharing the
burden as an in-
dustry.  Support
to the limit
Broadcast Adver-
tising Bureau for
national promotion. Support to the
limit the state association for regional
promotion. Support to the lmit the
eity or district association for local
promotion. [f there isn’t such an as-
sociation, start one.

Every dime a broadeaster spends on
concerled association sales activity,
every hour he contributes to its work,
carries donble reward. First, his sta-
tion benefiis from the resultant sale of
radio as a medium. Then his salesmen
and his pronmotion staff are freed from
much of the necessity of selling radio
and can work on selling a specific sta-
tion, time, and program. U they neced
ammunition to help sell the medium
first, the association they support sup-
phies it.

In our area, broadcasters who have
tried organized promotion, like it. Two
years ago the Southern California
Broadecasters Association had 34 mem-

Today it has 58, paying their

ucs. their spectal campaign  assess-
and 1heir levies of time for gen-

“tings and committee activities
uncomplainingly. The 250-watters in

Mr. McAndrews
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What can radio do to sell itself more effectively to

advertisers?

Douglas Ballin, Jr.

small markets work and pay side by
side with metropolitan 50,000-watters.

“Tough’ advertisers of the old print-
ed media school, who wouldnt even
grant a time salesman an interview,
have given audienees to sales commit-
tees representing the entire industry.
They have been impressed with the
neutrality of research presentations on
behalf of radio made up by the Asso-
ciation. without so mueh as the name
of a single station mentioned. They
have been first puzzled. then gratified
with the refreshing novelty of competi-
tive station sales managers cooperating
instead of attacking, working together
to help the advertiser first test. then
use radio profitably. And they have
bought where they have never bought
before.

Other media long ago learned the
value of joint promotion. [t’s radio’s
turn.

Roegert J. MCANDREWS
Managing Director
Southern. California

Broadcasters’ Assoctation
Iollywood

Radio needs to
" regain confidence
\ in itself. Fromn
order taking to
selling is going
to be a long, hard
road for most of
radio to follow.
It will take some
good, honest
pricing, and a lot
of hard work.
In the honest thinking departinent.
radio’s touch is no longer magic for
the average advertiser this touch has
theoretically gone to television. Few

Mr. Wade

Advertising Manager
Whitehall Pharmacal Co.
New York

radio people actually know how or why
advertisers and their agencies are us-
ing radio, even though they have used
it steadily over many years. Presenta-
tions of radio time for spot or network
miss the point by a mile, and advertis-
ers who do not turn to some other me-
dia have to work out their own cam-
paign and then buy it. Radio could
well turn to its successful advertisers
and find out why they are still there,
and what it will require to keep them
there.

Honest pricing in radio will be of
utmost importance in the future. Ra-
dio must base its rates eloser to its
actual circulation than to its potential
circulation on a given station. The
plus audience in radio started to go
before television entered the picture
with the greatly inereased number of
stations, but radio did not advertise
the fact that there are six or seven ra-
dio stations in a eity or area today
where there were ouly three or four
preeeding 1945. Industiry spokesmen
who are speaking against rate reduc-
tions outside of TV areas have ignored
this factor as though it didnt exist,
but it does, and the result finds the
advertiser with less selling power via
radio than he had before. at the same
price. and despite the increase in radio
hhomes.

Television, of course, is pretty defi-
nite 1 its eontribution to radio’s circu-
lation loss, and as far as radio is con-
cerned, a television home should be
considered by radio i the same man-
uer radio cousiders listening in auto-
mobiles—a definite plus. To my mind,
vou can no longer eount the TV homes
as radio homes as well.

If the thiuking is right and the pric-
g is right. then radio ean get down
to the hard task of setting 1its house
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in order. Radio needs a rate card that
sticks. Advertisers and their agencies
don’t like deals. Deals are too much
like quick sand and one mnever knows
where the bottom is. I’s too easy to
look at other media where everybody
keeps on the same basis. As an agen-
cy, we think we understand radio and
we still use it successfully for our chi-
ents. Radio has been making it tough-
er for us to do that for some time. We
would welcome a change.

JEFF WaADE

Partner

Geoffrey Wade Advertising

Chicago

Now, thats a
good question.
And the answer
is very simple.

do is to help sell
more of the ad-
vertiser’s  prod-
ucts.  And keep
on doing it. And
prove it. That
answer might
sound like an over-simplification, and
the way to accomplish it may be de-
vious and difficult, but that’s what it
boils down to.

Mr.

Bland

Other media have had hard times
in the past. Outdoor posting was cha-
otic and very messy until it organized
itself and began to prove its worth to
advertisers with case histories that
couldn’t be ignored. Newspapers took
a severe licking when every advertiser
rushed to radio in the good old days,
and bounced back to a level higher
than they ever enjoyed in the past.

Radio has a merchandising job 1o
do. if it wants to restore its position.
The advertising manager has no con-
victions about one medium or another
—just so long as it sells his merchan-
dise in the market. For years. maga-
zines and newspapers have given
strong  peint-of-sale  merchandising
support and steady direct mail sup-
port to its clients, to insure that ad-
vertising dollars multiplied into sales
dollars. Yet radio is only now begin-
ning to bestir itself in that direction,
and has much to learn before it
achieves the experience and success of
its competition.

There’s nothing wrong with radio
that good programing won’t cure. My

(Please turn to page 188)

16 JULY 1951

All radio has to

SPONSORS GET
“PROMOTION A4S

|

* Colorful Truck Posters
Promote WDSU Programs
Throughout New Orleans!

Start the day right !

capFEE CLUB
8l

PidL 1280

)\

o Everyday—Railway Express trucks travel all over New
Orleans, carrying WDSU’s posters that spotlight top
programs. These posters are seen—by the people who
do the listening—and who then do the buying. Another
powerful “Promotion Plus” for our sponsors.

NO OTHER NEW ORLEANS STATION OFFERS SUCH
CONTINUOUS “PROMOTION PLUS" TO SPONSORS!

® Write, Wire
or Phone Your

JOHN BLAIR Man!




' - appoint a new rep
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000 set-owners; at $2.00 per week that
provides a formidable budget for buy-
ing rights.

Second, theatre-viewers and sub-
scriber-viewers (principally the latter)
will draw off part of the audience now
tied up exclusively by commercially
sponsored television. Partially offset-
ting this loss in audience is the chance
that subscriber TV will set off another
wave of set buying. thereby increasing
total audience for all programs.

Third, subscriber television shapes
up as a possible competitor for broad-
cast time. Theatre TV operates on
closed circuit (NBC handled the re-
cent Louis-Savold bout as an aside to
its regular network telecasts), there-
fore doesn’t infringe on any air-time
which an advertiser could buy. Sub-
scriber television, however. must either
buy time on the established stations or
build some of their own. It’s unlikely
that any of the subscriber systems
would build a station just to put on
10 hours of entertainment a week. and
the freeze situation makes station-
building even more unlikely. Conclu-
sion: subscriber TV will be in there
scrambling for availabilities.

Q. How soon will theatre TV be-
gin to compete for entertainment
and audience?

A. 1t’s already begun. Both the Louis-
Savold fight and the LaMotta-Murphy
battle were piped directly to TV-
equipped theatres. The eight theatres
hooked up for the first bout reached
22,000 customers. while the second was
viewed by some 27.000 enthusiasts in
11 theatres with many more turned
away. Promoters were happy, for the-
atre TV had added $28,650 to the
gross of $116,690 taken in the gate
of the LaMotta-Murphy tilt.

RCA is the principal supplier of tel-
evision installations for theatres which,
incidentally. cost at least $25.000 all
told. The company. sPOoNsOR learned.
recently booked orders for over 30
such units—which can project images
picked up by wire or over the air. Half
of these, or 25. were ordered by War-
ner Theatres. One industry seer pre-
dicts 100 TV-equipped movie houses
by the end of 1951. Distributed among
several cities, the combined patrons of
even 100 theatres would mean a minor
audience loss. But programwise, thea-
tre television is an active competitor.

Q. When will subscriber television
get underway full-scale?

A. Best-informed opinio:

rectors of subscriber TV themselves
is that at least six months and proba
bly closer to a year will go by before
anything like a regular operation can
get going. Phonevision just recently
wound-up a highly successful 90-day
test in Chicago. while Subscriber-Vi-
ston and Telemeter are planning tests
for this summer and early {fall.

It looks like late fall will come Dbe-
fore the FCC will be able to hold hear
ings on the three systems. Prospect is
for a drawn-out hearing at that, since
the FCC will probably still have the
TV allocation problem on its hands.
Once a decision has been reached on
the systems. it may well be another six
months before sets can be wired for
subscriber use. Look for subscriber
TV to get underway commercially not
earlier than next spring.

Q. What are the differences be-
tween the three systems of sub-
scriber television presently being
experimented with?

Geargias 3rd market s a
buying market. 1950 retail
sales exceeded $110 millian.
1951 will be greater because
of the new $600 millian AEC
Hydragen Bamb  Facilities
Plant, the Clark’s Hill Dam
and Camp Gardan operating
at full capacity.

WRDW's pawerful Skw sig-
nal dominates the Augusta
market, day ond night We
have figures ta prave it
Or ask Headley-Reed for
camplete infarmaiian,

IRST in selling
power-...

FIRST Hooper-Wise

#Accarding ta the latest Hoaper Survey (Dec.
‘50-Jan. ‘51), WRDW is First in the marn-
ing with 34.9%; First in the afternoon with
36.5%; First at night with 37.3%. WRDW
has o 35.5% in tatal rated periads.

FIRST in the market

(oldest station)

CBS for Augusta, Ga.
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His Sponsors Alone
Make a Sizable Audience

Fulton Lewis, Jr. is sponsored locally on more than 340
Mutual statious by 572 advertisers. The roster of busi-
nesses represented is too long to detail here, but this brief
summary shows their scope:

93 automotive agencies

19 auto snpply and repair companies
6 bakers

51 banks and savings institutions

26 brewers and bottlers

58 building materials firms

29 coal, ice and oil eompanies

14 dairies

30 department stores

23 drng stores

16 food companies

43 furniture or appliance stores

17 hardware stores

14 jewelers

14 lanndries

25 real estate and insurance agencies
94 miscellancous

His program is the original news co-op. It offers local
advertisers network prestige, a ready-made and faithful
audience, a nationally known commentator—all at local
time cost with pro-ratcd talent cost. Since there are more
than 500 MBS stations, there may be an opening in your
locality. Check your Mutual outlet—or the Cooperative
Program Dcpartment, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago. 11).

A. Phonevision, the best-known sys-
tem, is owned by Zenith Radio Corp.
of Chicago. Its method is to send out
over the air a garbled image of the
telecast being sold. This garbled image
makes no sense on the subscriber’s
screen unless he calls the telephone
company, asks to receive the “un-
scrambling” signal over his telephone
wire. Through a connection between
telephone and TV set. an operator
sends through the unscrambling signal.
At the same time, customer has a speci-
fied charge added to his bill.

Phonevision did nicely in its 90-day
Chicago test. Take was $0.094.00 from
300 test families who paid “admission”
to televised movies. One uncertainty
remaining is the phone company’s will-
inguess to cooperate with Phonevision
on a big scale. It would mean more
equipment and servicing, adding a
complete bookkeeping operation to an
already over-loaded telephone system.

Subscriber-Vision is a self-contained
attachment to the TV set, designed by
Skiatron  Electronics & Television
Corp. of New York. Here, too, a
scrambled signal comes over the air.
The unscrambling is done by inserting
a perforated punch-card into the small
decoder which has been hooked up to
the TV set. These punch-cards (simi-
lar to the IBM cards used in mecha-
nized arithmetic) would be sold by mail
from1 the company’s office, might be
broadly distributed through chain stores
and newsstands. Each card would be
good for a single performance, or
could be used for a week’s subscription
depending on firm’s policy.

With F.C.C. approval, Subscriber-
Vision will launch a test of its system
over WOR-TV, New York in the mid-
dle of September or beginning of Oc-
tober. According to Skiatron’s presi-
dent, Arthur Levey, one or more col-
lege football games will be broadcast
this fall over the system. He’s also
planning to approach non-profit or-
ganizations like the Red Cross and
Cancer Fund on the possibility of rais-
ing money [or them via special charity
performances. Levey sees rates even-
tually falling to as little as 10 or 15
cents an hour when the subscribers
total 500,000.

Telemeter is the newest wrinkle in
pay-as-you-go 1TV. Decveloped by a
group of Hollywood film exccutives, it
recently got backing from Paramount
Pictures which bought a 507% interest.
Telemeter works much like Subscriber-
Vision, but uses a coin-box attachment

SPONSOR
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for umnscrambling over-the-air images,
rather than a punch card. Backers of
the system consider the coin box a sig-
nificant parallel to the theatre box of-
fice, point out the savings in bookkeep-
ing and labor. According to Paul Rai-
bourne, president of Inlernallonal Tel-
emeter Corp. and v.p. for TV of Para-
mount Pictures, the coln box measures
three inches by two inches by six
inches and will cost $25 plus a $50 in-
stallation cost.

Tests this summer in the Los An-
geles fringe area will answer such
questions as whether all kinds of sets
can use the Telemeter box and wheth-
er reception will be affected by them.

TV and sports

Q. Will sport events be televised
this fall?
A. From the advertiser’s viewpoint,
the situation regarding TV sports for
fall has never looked worse. In no
other branch of TV programing are
there so many hurdles for a sponsor to
clear, more cards stacked against him.
The National Collegiate Athletic As-
sociation has been the leader in the
organized opposition against general
telecasting of college sports this fall.
The NCAA a few weeks ago slapped
a moratorium on TV pickups of foot-
ball games played hy its member

schools—which include the majority | |

of the nation’s top colleges and univer-
sities. The University of Pennsylvania.
seeking a show-down test case. has
signified it will go its own merry way,
and allow TVing of all its ball games.
But, the NCAA s sticking to its guns,
may stop other NCAA schools from
playing football with Pemmsylvania.

The NCAA’s stand: television pick-
ups are proving so harmful to the foot-
ball box office that they will permit the
televising of only one game by any of
its members during the season. Let’s
keep TV out this vear and see what
happens. They may make this decision
stick.

If you're shopping, or planning to
shop, for TV sports this fall, you’ll find
the situation will be one of tough sled-
ding, high costs, and much argument.

Q. What is being done about the
threats to sponsored TV sports?
A. Probahly not enough. There is
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An Amaz:g
Vote of Confidence in WOW'

® Here’s the Story

WOW’s “Fourth Annual Farm Study Tour” was
announced on June 1 on the “Farm Service Re-
porter” Program, (6:30 to 7 a.m. weekdays).*

Farm Director Mal Hansen simply said that the
tour would be to the East Coast; would last 15 days,
and would cost about $500.00 per person.

On that information ALONE, within one week
125 farmers responded—WITH CASH! 206 others
in the same period wrote for information and appli-
cation blanks.

Reservations made in one week represent a $72,-
500 vote of confidence in WOW’s service to farmers.

So large and instant a response PROVES that the
great WOW-LAND farm market is solidly behind
WOW-—and WOW's farm listeners are today the

WORLD’S FINEST CUSTOMERS for any goods
or services.

For availabilities call the nearest John Blair Office.

*CO-SPONSORED BY':
Garst & Thomas, Coon Rapids, Iowa, Pioneer Hybrid
Corn; Handled by the Compton Agency; and the Walnut
Grove Products Company of Atlantic, Iowa; Allen &
Reynolds Agency.
WOW'’s “Farm Service Reporter” observed its 5th Birth-
day June 19th on the air.

Radio
Gtaition)

590 KC
NBC 5
5000 WATTS

3

OMAHA,

NEBRASKA

\ FRANK P. FOGARTY, General Manager * JOHN BLAIR & COMPANY, Representatives
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WWRL

NEW YORK CITY’S

Sales Specialist

. Moves Merchandise FAST.
because on WWRL your sales
story “gets through™ to

Millions of Foreign-
Language Listeners

*2. America’s No. 1
Negro Market

*Pulse Report on request.

Nothing matches W'W'RL’s potent
selling power of addressing foreign-
language groups in their native
tongues . . . each group is a big mar-
ket, worth “going after” with a spe-
cial campaign . . . or. to add those
extra, profitable sales to your over-all
campaign in New York City. WWRL's
Foreign-Language listeners are:

Spanish Polish  Syrian
German Russian Lithuanian
Czechoslovak French  Ukrainian
ITungarian Swiss Greek

. And WWRL’s 5,000 watt signal
is beamed with specially designed
and specially produced programs in
all 11 languages over the entire New
York City area.

WWRL Sells America’s
No. 1 Negro Market

Nobody.but . . . NOBODY matches
WWRL’s potent selling power of
addressing New York City’s Negrn
Market of 850,000 with “their own”
favorite programs . . . they are loyal
listeners to such WWRL shows as:

Dr, Jive Show Morning Spirituals

Sports Digest Songs by Billy Eckstine
Spiritual Time Saturday Night Spirituals
Cinderella Chas. Watkins Spirituals

. .. specially produced with them in
mind- -SELLING YOUR PRODUCT
DAY AND NIGHT.

Only W' RL can =0 effectively sell
these big markets in New York City.
Dont just scratch the surface, hut
get your products really moving with
W WRL’s sure.fire penetration of these
Foreign-Language and Negro Mar
kets, Checl: today and select WH'RL
availabilities that can sell for you.

IN NEW YORK CITY
AT 5,000 WATTS
and 1600 KC.

WWRI.

1926 — 1
25th Anniversary Year

_

some fighting going on against these

| pressures from outside the industry,
but it’s sporadic. This is how it has
been shaping up:

Sponsors—Not all schools and col-

| leges are involved. or intimidated, by
pressure from the NCAA. Loyola Uni-
versity in California. for instance, has
signed up with the Chevrolet dealer
group in Los Angeles for a season of
six grid contests. Reported price is a
$200.000 guarantee by the Cievrolet
group against any box office losses,
plus time charges on KNBH and costs
of the camera pickup.

In New York. a businessmen’s group
has set up the “Fair TV Practices Com-
mittee,” and now intend to petition the
FCC for a license suspension for any
broadcaster (network or station) who
starts playing footsie with theatre TV.
Sports sponsors represented by N. W.
Ayer (Atlantic Refining, Webster Ci-
gars) have heen putting pressure on
sports promoters through the agency.
end have been trying to work out com-
prontise proposals.

Research—To hit back at claims
that TV is murdering the sports b.o.,
telecasters and advertisers have been
doing some researching of the situa-
tion. A recent example is the survey
made by WPIX, New York, and re-
ported on in the 21 May issue of spoN-
soR. This survey showed that sports
attendance at Madison Square Garden
was definitely stimulated—in the long
run—Dby television. About cight out of
10 of the New York viewers quizzed

said they had seen a new sport for the
first time on TV. Of these, 37% had
actually gone to see the sport in action.

When faced with these figures, Madi-
son Square Garden’s Ned Irish told
sPONsOR: “The actual televising of the
events was not nearly as damaging as
the great improvement in the overall
quality of TV entertainment this past
winter.”

Other surveys (those made by Jerry
Jordan, and Woodbury College) show
the same thing over and over again.
TV makes more viewers sports con-
scious.

Cutting TV ceosts

Q. What can the advertiser and
agency do to keep the cost of live
television programs down?

A. There are certain costs over which
a sponsor has little or no control.
These include station or network
charges for studio rental during re-
hearsals, cost of physical labor put in
on the show’s sets by station techni-
cians, wages of both acting and non-
acting program talent (whose mini-
mum salaries are fixed almost entire-
ly by union agreement).

It might seem from this that there
1=u’t much chance for economy. But
there is economizing going on all the
time, among imaginative writers, di-
rectors, and producers who’ve acquired

NEWS=—tomBINGHAMTON, NJY.

BINGHAMTON, N.Y. MARKET

NOW 5000

E_— WATTS

| CALL RADIO REPRESENTATIVES,

INC,
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cost-consciousness. This bears repeat-
ing: the original script and its pre-pro-
duction planning is the place to save
most money. Keeping the cast small
is an obvious. though not always de-
sirable. first step.

Settings. props. and visual/sound ef-
fects are the best places to look for
unnecessary expense. LEven before it's
finalized in the working script. every
setting. prop. and effect should be
painstakingly examined. ls it abso-
lutely necessary for an authentic per-
formance—or could some less expen-
sive substitute be found? Ingenuity is
the answer.

To help expense-burdened sponsors,
several products of TV ingenuity have
come along in the past year; undoubt-
edly more will be found as experience
piles up. One of these is the Tele-
Prompter first tried out on the mara-
thon TV “soap opera,” The First Hun-
dred Years. Actors, pressed for re-
hearsal time. can read their lines from
the large “running” script turned on
rollers off-stage- -much like the music
roll in a player piano.

A more recent aid is Telemension.
which virtually eliminates sets and
makes striking illusions possible. Tele-
mension projects pictures of whole sets
“around” an actor. turning a bare
stage into a three-dimensional appear-
ing scene. It can even appear to put
an actor right into a scene which has
been previously filmed without him.
For example. the live actor stands in
the middle of a studio and is apparent-
ly run over by a car—except that the
car is entirely on film! The possibili-
ties of this device are only now being
explored.

New and dramatic inventions like
Tele-Prompter and Telemension should

not blind an advertiser to the value of
using older, hut equally effective. T\
techniques.  Rear projection of scenes
on a translucent scrcen serving as
background remains highly effective.
Super-imposition of one camera image
on another is another standard gim-
mick. All the illusions in a magician’s
bag of tricks can be used in TV to
heighten effect and lower cost: mir-
rors. “invisible” threads to move ob-
jects, special lighting, to mention the
principal ones.

Q. What cost-cutting methods
can be used to reduce the price of
TV tilm commercials?

A. As in live television. pre-produc-
tion planning is the most important
single factor. This should include some
very heavy thinking about the type of
film technique(s) to be used. “Live-

action” film with sound added later is

the cheapest, averaging about $1.500
for a one-minute commercial. By con-
trast. full animation runs to $3,000 or
more for a minute; while stop-motion
(where real objects appear to move by
themselves) costs the most at $4-6.000
for a single one-minute commercial.
Once the type or combination of
techniques is carefully decided on.
from a sales-effectiveness angle. every
last detail of the commercial should he
thoroughly thrashed out and set down
on paper. Where there’s any question
of technical problems the producer
should be asked to sit in and give his
advice. The more a producer knows
about his client’s purpose and concept
of the commercial the better job he
can do. And when every detail is
worked out beforehand. there’s much
less chance of later hassles hetween ad-

The

Not the biggest station, but the BIG BUY in cost
per thousand homes reached in Knoxville's
en circle” . . . the industrial metropolitan area of
335,000 people. Cover this compact market with
WBIR AM and FM, both for the price of one.

“old-

olling Company

PROMOTION BONUS
FOR SPONSORS...

FOUR EXTRA
SHOTS FOR

EXTRA SALES!

CAR CARDS with
sponsor credit oppear
throvghout the year
ond cover the entire
city.

24.SHEET BILLBOARDS
blonket the complete
Philodelphio Morket
oreo, promoting WIBG
programs.

WINDOW DISPLAYS
of spansor’s products
face directly on Walnut
Street—dawntown—
the only such display
on this busy thorofare.

DIRECT MAIL goes out
regulorly to selected
dealer lists. Hord-hit-
ting broadsides pro-
mate spansor’s cam-
paign and urge store
caoperation,

10,000 Watts
Philadelphia’s
Most
Powerful
Independent

REPRESENTED BY

Radio
Representatives
Inc.




WICHITA FALLS, TEX.

620 KC

5,000 WATTS

AMARILLO, TEX.

940 KC

1,000 WATTS

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

National Representatives

JOHN BLAIR & CO.
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vertiser and film producer. It’s obvi-
ously less expensive to change or dis-
card a scene which has never been
shot, than to scrap one after sefs, ac-
tors, cameramen, props, and all the ac-
cessories have been paid for.

Here are some more general, and
very pertinent, ways to keep down the
cost of a film commercial:

1. Try to schedule a whole set of
two, and preferably more, all at the
same time. They're cheaper to make
and individual cost is less than when
a commercial is made individually.

2. Frills are nice looking, but should
be avoided if not absolutely necessary
for *“sell.” These include special opti-
cal effects (which have to be farmed
out to a specialist and cost consider-
able time and money), write-ons, pop-
ons, fancy title work. Find out before-
hand how mnuch it will cost and how
much extra time must be allowed, if
any.

3. Have an agency representative
either on the set at all times or at leas!
easily available to the producer. He
often needs to ask minor, but never-
theless important. questions on details
as the commercial progresses. A pro-
ducer feels better when he can put the
burdens of decision on the agency-
mnan’s shoulder—presumably the agen-
cy knows its client’s needs better than
the producer.

4. Once the basic plan for the com-
mercial has been decided on. stick to
it. No single commercial can ever put
over everything an advertiser would
like to say about his product. And
there are a thousand ways Lo say them.
But a well-thought-out comunercial.
carefully produced will do a good job:
much better than a commercial that
seems to be a hybrid compromise be-
tween three different ideas advanced
by three people. This goes too for
over-attention to detail. Changing an
innocuous little detail after all the film-
ing is done has cost hundreds of dol-
lars. Be reasonable.

Mail order and P.IL

Q. Is mail order advertising com-
mon on radio and TV today?

A. On radio, mail order continues to
be an important type of advertising.
Stations with good listener-reputations,
like WCKY, Cincinnati, WWVA,

Wheeling, and others who've built a

| IN ROCHESTER. N. Y

name for honest offers, continue to do
well.

The story is different on television.
Shysters and fly-by-nights who moved
in on TV and sold viewers millions of
substandard items have killed TV mail
order. They’ve given this potential ad-
vertising bonanza a black eye that will
probably take years to heal. As usual,
everyone in this end of TV advertising
has been tarred with the same brush
and the legitimate advertiser put out
of business along with the fly-by-night.

Just one indication of how low the
TV mail order ebb: New York’s Har-
old Kaye. last year a top mail-order
advertiser via TV, has moved into pro-
gram packaging and ad agency ac-

tivity.

Q. What is the trend in per-in-
quiry deals?

A. There have been determnined efforts
to discourage per-inquiry, mainly by

. . . in Rochester
it's WVET

o WVET has more local accounts
than any other Rochester station.
(Many sponsors spend ALL their
advertising budget with WVET!)

# WVET has more programs that
will win and hold Summertime
listeners . . . at or away from home!

e WVET offers YOUR clients BET-
TER results per dollar invested.

5000
WATTS

1280
KC

is réally on
the

—MUTY

Represented Nationdally by
THE BOLLING COMPANY
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station representatives. In most cases,
they feel, P.I. is simply a subterfuge
to get on the air at a cheaper rate than
a station’s rate card permits. It shows
a lack of confidence in the station’s
ability to pull business and undermines
the entire rate structure.

Recently The Katz Agency published
a comprehensive memorandum on the
whole mail order subject. Point num-
ber one: No. P.L. deals accepted—or
submitted. Robert Meeker Associates
agree: “We do not accept any P.1. or-
ders and place only legitimate mail-
order accounts that have established
credit ratings and good acceptance on
mail-order stations.” Many other reps
are similarly opposed to P.I. business.

One station. WAJR. Morgantown,
W. Va., sends this post card to enquir-
ers about per-inquiry advertising:

“Re your inquiry, our Standard
Contract guarantees you as low a rate
as any other advertiser. If your prod-
uct is dependable and priced right,
vour cost on a per-inquiry basis will
be MORE than card rate.” Station
then points out that its listeners trust
it; invites the enquirer to place a four
week order at card rate.

Merchandising

Q. What are the prospects for
merchandising help from radio and
TV networks?

A. Network advertisers, both AM and
TV. will continue to get very little di-

rect merchandising aid from the nets.
Reason for this is that merchandising
is a local proposition which can bhe
handled best by local stations. The
networks (especially radio) do, how-
ever. provide aids to their stations, en-
courage merchandising support at the
local level. CBS, for example, puts out
a regular merchandising promotion
sheet for those stations which subscribe
and also gives monthly prizes for the
best store displays of an advertiser’s
product. Radio network efforts will ex-
pand in the fall: could be a strong talk-
ing point in boosting time sales.

Q. How about merchandising aid
for advertisers on National Spot
radio and TV?

A. TV stations, except where they
share a common merchandising depart-
ment with a companion radio station,
are not likely to do any more merchan-
dising than they do now. Many TV
stations, those in Los Angeles particu-
larly, are heavily involved, especially
for certain participation shows. In
general, competition spurs more mer-
chandising aid.

On spot radio, national advertisers
have shown an increasing interest in
the merchandising help they can ex-
pect from local stations. And, faced
with a harder selling job, AM stations
are getting more active merchandise-
wise—some for the first time.

To the ranks of traditionally strong

merchandising stations like WLW,
Cincinnati; WWL, New Orleans;

WING, Dayton; WIBW, F()peka KFL

Los Angeles: KSTP, St. Paul; and oth-
ers have been added such stations as
WNBC, New York: WLS, Chicago, and
KSL, Salt Lake City. KSL has alwavs
given merchandising support, but
stepped it up heavily at the beginning
of this year.

WNBC, for example, has its “Oper-
ation Chain-lightning” by which 632
stores of the Bohack, Ralston, Grand
Union, Food Fair, King Supermarket,
and Shopwell chains in metropolitan
New York cooperate with WNBC ad-
Advertisers who buy a 26-
week contract on NBC’s flagship sta-
tion get at least a week. and often two
weeks in a preferred store position.
Executives of the six chains pass on
orders about which product is to get
preferred position, thereby eliminating

vertisers.

any hassles between station and gro-
cery store employees. In return.
WNBC promotes new-store openings
on the air and by loaning talent. WLS®
summer merchandising plan involves
over 2,000 chain stores; has already
brought the Prairie Farmer station
many new national accounts.

Unions

Q. Is anything happening on the
TV union front that will affect ad-
vertisers?

A. Yes, but it’s not wages this time.
Television Authority’s two-year con-
tract doesn’t expire until December
19’32' but a new one can be neﬂotiated

‘“Canada’s
TOP
DOG
an the
Pacific
Coast’’

E-H Consolidated Ratings Show CKNW
33:%

ahead of second station “X''!

Vancouver Clty

April 1st, 1951

New Westminster Area

100- Mile Radius
Consolidated TOTALS  s30.000

IPUPULATlUNJRADIU HUMESJ

398,000

RAHNGS

CKNW
llxll 6‘b

CKNW
“X' 2.4

117110

CKNW
“X" 6.9

CKNW 8.4

254,810 o .5

(Ratings are averaged for all periods, night and day, for the entire week, using the latest

reports of Elliott-Haynes Ltd., for New Westminster, Vancouver and the 100-mile radius.)
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THEY'RE FROM
MILWAUKEE
and
THEY OUGHT

TO KNOW...

Renewed Six One- Half
Hours Weekly for Another
Year with Ernie “The Whip”
.« . Another Proof that
WMRY Sells Goods in
New Orleans’ Vast

Negro Market.
'*THE SEPVA STATION -

NEW ORLEANS, LA.
600 KC John E. Pearson, Nat'l Rep.

DOG DAYS ARE NO DAYS
FOR A TIME-BUYER

There's absolutely no point in running

vourself dizzy looking for the best

radio buy in oune of the nation’s
largest markets. Any time of the year,

dog days, holidays and even Mon-
days  sponsors confirm that radio is
vour best advertising buy. And in
l.os Angeles, KFV1D) consistently oflers
No

test or campaign in the four milhon
plu

greater return per dollar spent.

Southern California market can
be considered complete without

KFVD =

THE CENTER OF YOUR RADIO DIAL

5000
WATTS
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if the cost of living rises by 10¢¢ in a
fiscal year. It hasn’t done that yet.

| There may be problems in jurisdic-

| Chances are that NABET.,

tional battles which are being fought.
These can lead to jurisdictional strikes
which hold up production on TV
shows, frequently run up costs, and
upset schedules.

A minor skirmish is going on be-
tween the Television Authority and the
Screen Actors Guild. TVA claims it
should represent all actors involved in
TV-——both live and on filn. Screen Ac-
tors Guild, on the other hand, now rep-
resents all organized motion picture ac-
tors. sees no reason to make an excep-
tion 1n the case of actors making films
for television. To settle this squabble.
NLRB has been holding elections at
the principal producers of TV films.

So far the victory has gone to Screen
Actors Guild. Elections at Apex Films.
Bing Crosby Enterprises, Cisco Kid
Pictures, Hal Roach Studios. Jerry
Fairbanks Pictures, and Flying A Pic-
tures showed SAG out in front by a
count of 439 to 48.

A much more violent contest is on
between the National Association of
Broadcast Engineers & Technicians and
the International Brotherhood of Elce-
trical Workers.

NABET, once independent. is now
afhliated with the CIO, has contracts
covering engineers and technicians at
both ABC and NBC. The rival union,
IBEW. is an AFL affiliate whose con-
tract with CBS just recently expired.
Following the expiration of the CBS
contract with IBEW, NABET filed with
the National Labor Relations Board,
asked to represent the CBS engineers
and technicians.

To further complicate the jurisdic-
tional disputc between the AFL and
CIO unions. the International Associa-
tion of Theatre & Stage Employees—
which represents all DuMont workers
—1is keeping an eye on the procecdings
IATSE claims the right to rcpresent
certain specialized technicians such as
film editors and rear projectionists.

Results of the NLRB hearings and
any clections whiclh may be held will
set the framcwork for future moves.
if rebufled
In its attempt to take CBS enginecrs
and technicians away from IBEW, will
lic low. at least for a while. Success
for the CIO union would probably
mean further jurisdictional battles with

other non-NABET stations. like New
York’s WOR.
| Although these struggles between

unions don't directly affect advertisers.
the repercussions of a stiff jurisdiction-
al battle can often cause unpleasant
side results.

Q. What about the question of
subversives in broadcasting — s
there anything you as a sponsor
should do about it?

A. The problem of what, if anything,
to do about Communists in radio and
TV constitutes a ticklish proposition.
On the one hand is an advertiser’s de-
sire to avoid unfavorable public reac-
tion to his product or company through
accusation of hiring a known subver-
sive. On the other hand is a desire to
make sure a person is actually subver-
sive before depriving him of a living
and a reputation.

Unions have found themselves right
in the middle of the subversive prob-
lem. The American Federation of Ra-
dio Artists, for example, took the in-
itiative in proposing a system which
would permit actors a chance to answer
public charges against them. Since this
machinery was set up, Television Au-
thority has joined the “Industry-wide
Conference” which includes the ANA

5,000 Watts Full Time

John H. Phxpps, Owner
L. Herschel Graves, Gen’l Mgr.;

’ FLORIDA GROUP
i Columbia =~ 8

Broadcasting g
| System ]

National Representative
JOHN BLAIR AND COMPANY

Southeastern Representative
HARRY E. CUMMINGS
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and the four A's.

It works like this.
has indications that one of his actors
is or was subversive can ask the presi-
dent of the 4's for a statement by the
individual involved. If one is on file.
the four A's president forwards it to
the advertiser. If none is on file. the
actor involved is invited. through his
union. to submit one. The advertiser
then makes up his mind after reading
the actor’s statement.

Actually this arrangenient is not
ideal, although it is at least a logical
step. Other unions are welcome to join
the Conference if they desire.

One union which does not intend to
join the Conference has just launched
its own move to protect its members.
The Radio Writer’s Guild of the Au-
thor’s League of America has asked
the Federal Communications Commis-
sion to hold a hearing on whether cer-
tain networks have established a black-
list of alleged subversives. The RWG
thinks that such blacklists exist and
wants the matter brought out into the
open. If such a situation were proved.
RWG would ask the FCC to end the
practice by exercising its license re-
newal rights. }

\ sponsor who
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New broadeast codes
and censorship

Q. Is government censorship of
radio and TV an increasing possi-
bility?
A. Probably not. Some extremists (a
handful of educators, publications.
etc.) have asked for it from time to
time. but it's not likely to happen. un-
less the industry can’t handle its own
problems.

But radio-TV broadcasters are tak-
ing no chances. In Washington recent-

ly. at an NARTB huddle of 103 tele-

casters. FCC Chairman Wayne Coy

and Senator Edwin C. Johnson gave a
“soft” warning. Coy told the group
that he had Dbeen getting complaints
from viewers atl the rate of some 13 a
day on the average. These complaints
had stressed “alcoholic advertising,”
“indecency, obscenity or profanity,”
and “misleading advertising.”

Senator Johnson. who once proposed
licensing movie stars (at the time of
the Bergman-Rossellini headlines), ad-
mitted that “I like television™ . . . hut
warned the broadcasters against “pro-
gram excesses.”

NARTB president Harold Fellows
has started the machinery rolling to
form a committee to look into the mat-
ter. This group will make “an imme-
diate and thorough investigation of all
the aspects of promulgating standards
for TV . . . in consultation with rep-
resentatives of government, publc, civ-
ic and other special groups.”

By fall. the NARTB will begin draft-
ing a new proposed code of industry
practices for TV, and probably for ra-
dio. If stations and networks go along
with it. you'll have to be that much
more careful about the “good taste”
of your radio and TV shows.

But . .. it won't be government cen-
sorship. 1t will be self-regulation.

Q. What changes will be made by
the new NBC Radio and Television
Broadcast Standards?

A. Without waiting for an over-all in-
dustry code to be drawn np, NBC has
come out with a new 39-page booklet
of radio-TV broadcast standards. Jo-
seph H. McConnell, president of NBC,
stated: “This is not a negative code,
nor are the rules restrictive. Our NBC
code of standards provides a set of
practical programing guideposts which
will make it possible to improve both

T . i~
adio’s 7/;7651,*
IN

TRANSCRIBED
SHOWS

THIS IS THE STORY

260—15 minute episodes

Sinclair Refining Co.—68 markets|
Westinghouse Electric—18 Canada
Markets!

Borden Co., dept. stores, banks, in-
surance companies, auto dealers,
beer—all products

SO THE STORY GOES

260—15 minute episodes

Dept. stores, banks, insurance com-
panies, beer, etc.—all products

THE WESTERNERS—
starring Curt Massey
156—15 minute episodes

Coffee, flour, beer, dept. stores, etc.
—repeats through 1,400th succes-
sive broadcast!

JOE EMERSON'’S
HYMN TIME

156—15 minute episodes

Flour, coffee, undertakers, etc.

THE HOMETOWNERS

156—15 minute episodes

Appliances, dept. stores, paints,

tractors—all products

Also—Newest TV Hit!

WHAT’S WRONG
WITH THIS PICTURE?

15 minute TY Quizzer
Prizes—Jackpot!

5.a-week frequency

N orton

RADIO PRODUCTIONS

360 N. Michigan Avenue
Chicago 1, Illinois

Central 6-4144
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To Cover
the Greater
Wheeling (W.Va.
Metropolitan

Market
you need...

TRF

AM-FM

High Hoopers (Avg. 24. 5)
Low Cost
The ECONOMICAL way to
SELL
The Wheeling Market
Check
THE WALKER CO.

IS YOUR
SLIP
SHOWING?

700,000

women and children within

There are men,
normal hearing distance of
our transmitter. Do yon
have something to tell them?
If your competitor is gelting
business  that  yon should
have—then you have slipped
and o0 0000 L

YOUR SLIP IS SHOWING!

BISCAYNE BROADCASTING CO, INC, ’ /

MIAMI BEACH, FLORIDA ,

e

I_ 1000 watts at $00 I
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our progranis aud their advertising
messages.”

The new NBC standards. combining
radio and video for the first time in a
network code, make some specific
changes, which will affect advertisers
planning to be on NBC radio or TV
this fall.

Program Content—Tighter controls
on the good taste, moral values, and
techniques of children’s programs,
mystery programs. newscasts and oth-
er show types will be in force. Regu-
lation of program content is more ex-
plicit than in the 1948 NBC code,
which the new one replaces. The reg-
ulations in NBC’s new book of stand-
ards. incidentally, apply also to pre-
broadcast warm-ups. You can’t crack
a dirty joke. get a big laugh, and then
go on the air in the middle of it. How-
ever, time regulations on mystery
shows have Dbeen lifted.

Advertising content—More  strin-
gent regulations will be in force cover-
ing product acceptability. All the usu-
al NBC taboos will be in force, plus a
few new ones, such as checking ad
claims based on surveys, tighter regu-
lations on the use of “cow catcher”
and “trailer” announcements.

In the matter of “length of adver-
tising message.” NBC has taken a bold
step in combining the permitted
lengths of plugs in both radio and TV
shows in one table. However. NBC
has given itself an “out”™ States the
new NBC code: “Since television is a
developing medium . . . NBC . . . may
permit experimentation in television
presentations which departs from the
stated requirements, subject to approv-
al on a program-by-program basis.
Here are the basic limitations:

AD MESSAGE LENGTH ON NBC
minutes and seconds)

News All Other Programs
Programs

Program (Day & Before After
(Minutes) Night) 5 P.M. 6 P.M.

5 1:00 1:15 1:00

10 1:45 2:10 200

15 2:15 3:00 2:30

20 3:30 2:40

25 4:00 2:50

30 4:15 3:00

40 5:00 3:15

45 5:15 1:30

60 7:00 6:00
Operating  Procedures  Here are

some of the highlights from this sec-
tion of the new NBC code, covering
the handling and clearance of broad-
cast malerial in radio and TV,
Material must he submitted at least
48 hours in advance, including scripts
and advertising. when “live” shows are
involved. Tape recordings and films
must be in a week belore broadcast.

NBC reserves the right to do a
“fade’” on a radio or TV show, when
there is any serious question of a por-
tion of it being objectionable in “many
Anterican homes.”

Serial dramatic programs must keep
down their opening synopsis of pre-
ceding installments. You can't let lis-
teners hang in the air, either, when a
series is over. Savs NBC: “When such
a program ends its series of broadcasts
over NBC’s facilities. the storyline of
the program must be satisfactorily con-
cluded.”

You can’t make cross-plugs for an-
other network’s show (your own or a
guest star’s} in such a way that it will
“divert the audience {rom NBC at the
time such program is presented over
competing facilities.”

MR. SPONSOR ASKS
(Continued from page 177)

family, for instance, forgot about tele-
vision entirely on Sunday nights when
Tallulah Bankhead came on. She had
such an outstanding program nothing
could compete with it for audience—
TV. or the corner movie. or gin rum-
my. And there are other good pro-
grams. too, that can capture audiences.
TV certainly has no monopoly on tal-
ent and ideas. RCA is still doing all
right with records despite competition
from TV and movies. When the novel-
ty of TV has begun to wear off. as it is
already doing, the best programs will
get the audience—and radio should be
ready and eager to accept that chal-
lenge.

Radio has plenty of research to do to
prove its importance in today’s era of
TV. Case histories of five years ago
can have no bearing on its effectiveness
today. Yet there are certainly plenty
of exciting stories available today of
merchandising possibilities, coopera-
tive efforts, which have yielded impres-
sive results to advertisers. And those
are the stories advertising mianagers
want to hear. They need them to con-
vince themselves, and their top man-
agement, that radio can still be a most
desirable medium to use.

Merchandising, programing and re-
secarch. It’s a forinula that has accom-
plished results for other media. It
should do the same for radio.

Davip Branp

Director of Advertising
G. Krueger Brewing Co.
Newark
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Statian WGY is vmque In the Eant. In 5)
county coverage orea con only be compored
geogrophicofly with targe, haloted stohom in
the West The WGY coverage ofea 1 estemsive

21 busthng indvitriol citres than the neet bert
stotion in the aree  with WGY you can self
these 21 mojor trading ciecs es ene richly
cancentrated morker

end iroloted, but thit protperess induitriol and NEW YORE MASSACHUSETTS
agricultural regron s thickly populeted and Albony Norwich Adami

evenly 1pread with hghincome famlies thot Amsterdom  Oneonte Nerth Adems
buy big velumesr . . and more fomihes fisten Glene Falls  Rame Pinfiotd

T TR O gl T

L0

to WGY than any ether ttotion In the area Gloverssilts Sarstene Springs  YERMONT
WGY pravider the anly woy lo cambine this Hudson Schenectady Borre
voluoble region Inio one coveroge orea Jehmwtown  Troy Sennington
* ATotol of 451,230 Radio Pomilies Kingston  Utico Burlingten N
« A3 Bllon Dellor Morket Totol Populotion— 701.500 HY A H
on Dallr Horke Totol Popuotion= 701,300 Plus 36 additional counties in the WGY area

WGY Gives Dominant Coverage of
These 21 Majar Trading Centers

soch with 23,000 or more population
When you selerr WGY, youe 1oles mersage will
be h-aid by 33% more todio listeners In these

4;..  Wom i a8 £
o
b [ VERMONT h 1

e

. add to this the home countien In which thete
21 citios are locoted ond yau have thix richly,
concontroted 21 i one’® morket . .

Totel Populotion— 1,247,000
Totol Retoil Saler $1,162 225,000

WGY Gives Dominant Caverage of
36 Additianal Counties

ali in the WGY Primary Coveroge Area.

WGY 11 the favorite rodio station of more rodio
tamilies 1n wmoll towns and rurol areas 1n 36
addilional countier in the WGY Primory Cover
oge Areo . . 33% more nuteners listen fo
WGY thon to the next beut otian m the ores

And your adverthing messager on WGY will
oswre you of dominotion of the listening oudi
ences throughout the entiie orec WGy
provides,

. more morkets thon ony other Up-ttote New
York station.

forger audienrer thon ony other wotion -
the orea (53% mese listeners thon the nest

1 the orea i hmited by directianal e ntenne,

and high broadcont trequency. Thot's why mare
nohonol ond local advertiors choose WGY te
do their selling job in rich Up utate New Yerk
ond New Englond  where 1,043,717 house-
wives 1pend mare thon J billion doflon each
yeor in retail vtores.

WGY Advertisers Get Resuirs

There are more radia fomilies 1n these J6 S L 8 short announcement produced arders fer
¥ counties outtide the 21 larger marken thon - wrdes than any ather wolion in 38 430 sowberry plants
L& within the cities . he are

316,210 radia fomllies

the WGY coverage crea and oudience They

@ fower cont than any combination of o
tions 1n the areo 10 reach the 1ame marhess.

WGY 13 0 vnique stotion ravering o ficn ereo

1,483 mail orders for o $3 98 orticle cest
the pomor but 13 coen per srder

WGY 1 “Chanticlesr” hou pulled an everoge
ol 2,000 lettera per month fer 13 monihe.

s WGY Form Families ore on imporiont port of

own and farm 20,881,000 ocres of rich form
Innd thet produces $458,000,000 worth of form
produch each yeor.

Mete 010 50000 woMy, o powerful saleumon
thot Infuonies L. Buying motiver of more
tadio litener than any ather wation 1n the 33
caunty area

These ore but o lew of the mony odverinen’
resvlt starier that WGY will be glod te show
you Thewe custamen cauld be yaur cuttomers
In Addition, WGY reaches ovt to 119,274 . the anly other large station In WGY coveroge oreo w.th WGY
tad @ tamilies beyond the WGY peimary .

mare thousands of WGY luteners ond more
big woles volumes for yau  This brings the fotol
population far the entire WGY BMB area—
primary and iecandary—ta 2,980,100, with o
1atal SPENDABLE income of $3.888, 403,000

WGY Offers Yau
_the most power in the area 30,000 wom
.29 years of rodie experience in hime teited
localized programming desugned 1o it -the
whale famly end all families thravghavt
the area

Repeosonted Nationdlly by NBC Spet Saler

. the escfunve NBC offliate in the area .
teps in NOC programs

A CENERAL ELECTRIC STATION

But not when it's at their fingertips in RARD”

An important agency time buyer says: ** The markets to be developed
by radio advertising are selected jointly by agency and client. Say
we start in Minnesota and the only information we have is from a
small station up there. Then I have to go up there personally and talk
with the stations and people to find out which arve good and which are
not good for us.”

travel to get
information

Such first hand field surveys take time and cost money. Only a few

buyers of time find it possible to work that way.

So it’s a boon to buyers everywhere when stations, like WGY, make the
information they need available in the SRDS radio and television pub-
lications and in CONSUMER MARKETS. Market information. Cover-

age information. Audience information. Program information.

like
this

When you're comparing stations and their markets, it pays to check the
Service-Ads as well as the listings in RADIO ADVERTISING RATES
AND DATA.* in TELEVISION ADVERTISING RATES AND DATAT
and in CONSUMER MARKETS. They may save you much further

searching for the information you want.

*Formerly the Radio Section of SRDS.
iFormerly the Television Section of SRDS.

Note to Broadcasters: In the
61-page SPOT RADIO PRO-
MOTION HANDBOOK buyers

of time tell what they want to

know about stations. Here's a

ra IU ADVERTISING RATES

wealth of time-zelling and pro-

AND DATA
: $1.00.

motion ideas.
Published by Standard Rate & Data Service, Inc. Wolter £ Botthof, Publishes P
333 North Michigon Avenue, Chicogo 1, lilinois « New York + los Angeles
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Herbert True dictionary is designed to give

sponsors an over=-all look at television art

Most dictionaries are designed for occasional
use only. Not so the 1951 “TV Dictionary

Handbook for Svonsors.” It is actually an easy-
to-read text book on the television art. Rather than using
it to look up an occasional word. advertisers will read
through its entire contents for an over-all look at the
intricacies of the medium: agency men who are charged
with production responsibilities will find its handbook
material an invaluable technical aid; account executives
will pass on the “Dietionary/llandhook” to clients who
express curiosity about television.

The dictionary is so extensive that. though origmally
planned to appear in sPoxsSOR in four installments, a fifth
installment will he necessary to complete the entire dic-
tionary. (The complete dictionary will be published soon
in book form: date to be announced.

©SPONSOR Publications Inc.

il

[ A FIFTH PART WILL APPEAR NEXT ISSUE |

PARTFOUR

As an example of the valuable handbook data includ-
ed in the dictionary. glance at the lens information stait-
ing at the bottom of this page. All principal lenses used
in TV are deseribed in technical detail. Lights. too. (see
next page) get detailed description.

Detail with which the dictionary takes np TV techuique
and technology is all the more remarkable when yvou
consider that its author. Herbert True. worked on the
dictionary while carrying on full-time activities as a radio-
TV writer and producer with Gardner Advertising Com-
pany, St. Louis. (For biographical details about True
himself. see hox opposite page.)

® [he complete Tl Dictionary/Handbook for Spon-
sors” will be available to subscribers on request. Price
to others: $2.00. Bulk rates furmished on request.

At 4 actual feet from object gives pic-

L

{Continued

LEGS, RIGHT or LEFT Curtain verti-
cals, either stretched or on travelers,
or supporting part of the permanent
curtain border.

LENS LOUSES People who wave when
TV camera pans audience.

LENS TURRET Revolving device on TV

1era carrying two or more lenses,

one of which can quickly be
into position for shooting.

35mm > angle Speed: £3.3. Total

90

angle of view in horizontal: 51.5". At
4 feet actual distance from object takes
picture equal to being 3!% actual feet
from object.

50mm. (two inch) Speed: f1.9. Total
angle of view in horizontal field: 34°
At 4 feet actual distance from object
takes picture equal to being 2, actual
feet from object.

50mm. gives you large depth of focus
dollying in and out, little distortion,
less difficulty to follow focus.

90mm. (3', inch) Speed: £3.5. Total
angle of view in horizontal field: 19 .
At 4 feet from object gives picture
equal to being 1Y%, actual feet from ob-
Jject.

135mm. (515 inch) Speed £3.8. Total
angle of view in horizontal field: 13 .

ture equal to being 11 actual inches
from object.

812 inch (215mm.) Speed: 3.9. To-
tal angle of view in horizontal field:
8.

13 inch (teleplioto) Speed: £3.5. To-
tal angle of view in horizontal field:
5. At 100 actual feet from object
gives close-up.

15 inch (telephoto) Speed: £f5.0. To-
tal angle of view in horizontal field:
45",

17 inch (telephoto) Speed: £5.0. To-
tal angle of view in horizontal field:
4

25 inch ttelephoto) Speed: £5.0. To-
tal angle of view in horizontal field:
2.75°.

SPONSOR




Zoomar Lens Focal lengths: 5 to 22
inches. Speed: f5.6 to f22. For use in
quick and continuous variation of fo-
cal length from extreme long to very
close shots and vice versa. Gives ef-
fect of camera ‘“zooming’” in on sub-
ject without moving camera or chang-
ing lens. Used outdoors and to great
advantage on such shows as Kukla,
Fran & Ollie.
Balowstar Lens Focal length: 7 inches.
Speed: f1.3. Total angle of view in
horizontal field: 10.5°.

Extremely fast lens used where light-
ing is unfavorable or of mixed color.
Sometimes at boxing and wrestling
matches.

Reflectar Lens Focal length: 40 inches.
(Actual length: 16 inches.) Speed (var-
iabley: f8 to f22. Total angle of view
in horizontal field: 1.9 .

Extra long telephoto focal length built
into short, compact mounting to avoid
interfering with other lenses on tur-
ret.

Electra-Zoom One of the latest types
of automatic focus Zoomar lenses that
is particularly adapted to studio use.
Note: Vertical angle of view will be
only three quarters of tlhie horizontal
angles given above because the aspect
ratio of the television camera is three
by four. For example: an 8l's-inch
lens which has a horizontal field angle
of eight degrees will have a vertical
angle of only six degrees. An easy way
to remember lens sizes and compari-
sons is by the fact that the larger the
lens is in size or number, the closer
and tighter the shot.

LEVEL, VOICE LEVEL Test of mike po-
sition in picking up talents’ voice for
best qualities in relation to camera
placement, picture, etc.

LEVITATION Flying a prop or actor.

LIBRARY SHOT (1! Film shots used
in a show but not recorded especially
for it. (2) Shot taken fromn a library
or store of shots kept in the hope that
they may at some time be useful.

LICK An ad lib musical phirase usu-
ally not in the score.

LIGHTS Definitions Ltelow provide a
glossary of lights used comomnly in
television.

Fill, Flat or Balancing Light Used tn
provide general over-all light and in
particular to control contrast by soft-
ening shadows wlhich are too harsh,
or bringing up illumination on back-
ground objects so that principal fea-
tures do not stand out as much.
Modeling Light TUsed to bring out some
special feature of the subject which is
not properly accented by remainder of
lighting. It need not be a very strong
light, but is usually fairly sharply fo-
cused to ensure that only area desired
is illuminated. Similar to hot light as
opposed to flat lighting.

Key Light Used to point up the high-
lights of the subject, talent, or main
feature of shot. Usually placed higher
than camera to give better differentia-
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Herbert True

To write the 1951 TV Diction-
ary, Herb True toiled weekends,
nights, holidays for nine months,
During the day he nsed rather
than wrote about TV's langnage,
working at the Gardner Adver-
tising Co., St. Lonis, a~ a radio-
Now 27,

Trne was a partner in his own

TV  writer-producer.

ageney at 235 worked as an an-
nouncer for WKY. Oklahoma
Cits and WNAD, Norman, Ok-

lahoma, during the years *44.7406.

1 3

ol

tion between upper lip and nose shad-
ows. Lens may be determined by the
requirements of the key light because
it's key light which illuminates the fo-
cus of interest for scene or set.
Rimming or Cutline Light Used behind
main talent or subjects to provide
means of separating them from back-
ground. If two colors are similar and
there is strong risk of their failing to
separat2, this light is established at a
very high intensity from above and
behind so that the edges of all objects
it is desired to emphasize are rimmed
in light. Hands, for example, sparkle
due to light from behind being picked
up and reflected by tiny hairs as well
as refraction due to skin surface chan-
neling light rays to front. This type
of light is almost always necessary un-
less the background is of definite pat-
tern which contrasts with subject
matter,

Kicker or Booster Small light used as
rear crosslight which may shine up-
wards or downwalrds depending on the
effect required. Used extensively on
Paul Whiteman, and Wayne King
shows.

Cbe Light Also known as obie, bloop-
er, or eye light. A small spot usually
mounted on camera which adds little
to over-all light, but brightens the
eyes, face, etc. and causes eyes to glint
and show with a brightness which is
never obtained with the lighting nor-
mally used. Good for facial expres-
sions when set with controlled rheo-
stat.

Broad or Broadside (1) Floodlight used
to illuminate whole set. (2) A floor
stand type light withh wide angle used
for general fill.

Backlighting Lighting, usually a scoop.
directed on the subject from a point
behind, the front being regarded as
the side facing the camera. Back light-
ing and key lighting should be same
distance apart and same wattage. usu-
ally 1.000 KW,

Baby . . 3 KW intensity
(formerly s KW)
2 KW intensity
5 KW intensity

Basic

Spotlights

Junior .

Senior .
Right Angle Lighting Pattern
start for most lighting set ups.

O (Back Light)
X (Subject)

O (Key Light)

(Camera) X
O (Fill Light)

LIGHT AND SHADE Variations from
calmness to tenseness, softness to
shouting. which keep a TV production
cr musical numbers from being mo-
notonous.

LIGHT BRIDGE Control board from
which the ceiling and floor lights are
remotely controlled and operated.

LIGHT FLARE White spot in TV pic-
ture caused by improperly used or
badly located floor or spot light.

LIGHT LEVEL Ambient or general in-
tensity of illumination on a subject or
scene measured in foot-candles.

LIGHT METZR Meter used to (1) mea-
sure in foot candles amount of light
on the set; (2) indicate the amount
of reflected light from actors and props.

LIGHT SCRIPT Chart used by the
liehting technician to record position
and intensity of the iights to te used
in a given TV scene or show.

LIMBO Any area, not within the set
area, used for cover shots, super-im-
positions, montage effects, fiip cards
and similar devices.

LINE A single scanning line across the
picture containing highlights, shadows
and halftones. 525-line definition is the
U. S. standard for television.

191



LINE OF SIGHT A straight, unob-
structed path between two points.

LINEARITY Uniformity of distribution
of a regular picture or pattern on a TV
picture tube.

LIP SYNC or LIP SYNCHRONIZATION
Direct recording of sound from scene
that is being filmed. This term usually
pertains to film commercials where you
can see actors and their lips moving.

LIVE “On-the-spot” televising of
events and/or people in contrast to
transmission of film or kinescope ma-
terial.

LIVE CAMPAIGN A series of shows or
announcements by living performers
as contrasted to film or recordings.

LIVE MIKE, HOT MIKE A microphone
that is on and transmits everything
you say.

LIVE TITLES Titling material which is
televised directly by studio camera
rather than supplied from slides or
film.

LOADED (1) A show or script having
an overwhelming amount of hard work.
(2) A script containing (a) excessive
camera shots; (b) action; (¢) difficult
sound or music cues.

LOCAL Show originating in local sta-
tion or in the town in which the sta-
tion is located, as contrasted to a net-
work program.

LOCATION Any location outside of
TV studio where you are televising or
filming action.

LOCK JAW (1) A tired, uninspiring,

lifeless singer. (2) Talent who speaks
with little or no facial expression.

LOG A record kept by stations and
networks of every minute of telecast-
ing, including errors. It is required by
FCC.

LONG HAIR A term often applied to
(a) serious music; (b) the critical at-
titude of “art for art’s sake.”’

LS-LONG SHOT Shot actually or ap-
parently taken with the camera a con-
siderable distance away from the sub-
ject. When people are included they
are far enough away so that their fea-
tures are not clearly discernible. (See
camera shots.)

LONG UNDERWEAR Sheet music.
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LOOP Bend of slack film left above
and below the gate in threading a film
camera or projector in order to prevent
the intermittent action straining and
tearing the film.

LOSE THE LIGHT Term used in direct-
ing cameramen as ‘“move to next posi-
tion when you lose the light.”

LOW PRESSURE SHOW Typical easy-
going TV aproach. For example: the
Chicago TV treatment.

M

MADAME CADENZA A flighty female
vocalist.

MADAME LA ZONGA Female who
moves, shakes, dances nervously, espe-
cially while on camera.

MAGNETIC RECORDER Machine, port-
able or fixed, which records sound on
a reel of wire or tape. Cost, $90 up.

MAGNISCALE An object produced in
larger scale than actual size in order to
make clear details that would other-
wise be ineffective or indistinguishable
on TV.

MAIN TITLE Title at the beginning of
a TV presentation which gives show’s
name, etc.

MAKE GOOD (1) Offer to sponsor of
comparable facilities as substitute for a
TV show or announcement cancelled
because of an emergency. (2) Compen-

MAKE UP
talent.

MANUSCRIPT or SCRIPT The written
TV play. Usually mimeographed for
direction and production.

Facial makeup, etc., on

MARK-IN or MARK THE PARTS (@9)
Outlining position of actors on studio
floor with chalk or washable paint.
(2) Using colored pencil to mark script
to make it easier for talent to identify
his lines in first run-through.

MARRYING Slang for the photographic
combining of the sound and picture
portions of a film in the printer after
editing.

MASK (1) Shield placed beforea cam-
era lens to cut off some portion of the
camera’s field or view. (2) To conceal
by use of scenery any portion or set,
background, flies, etc.

MASKING PIECE or WALL Section ar-
bitrarily used to provide a backing for
sharp or definite changes in camera
angles,

MASTER CONTROL Central point at
which all studios in a TV station are
linked, and from where shows are re-
layed for transmission.

MASTER SHOT Single shot occasion-
ally taken of entire piece of dramatic
action in order to facilitate assembly
of component shots of which it will

finally be composed. (See camera
shots) .

MATCH DISSOLVE Perfect overlap or
cross fading from one scene to another
where persons, objects, or properties
are in identical positions, and you cre-
ate illusion of one subject.

MBS Mutual Broadcasting System.
MC Emcee. Master of ceremonies.

MCU-MEDIUM CLOSE UP This term is
gradually being replaced by more spe-
cific term, but means a shot that cuts
off actors or talent just above the
knees; also wide angle shows object
and some background. (See camera
shots.)

MEDIUM SHOT or MIDDLE-DISTANCE
A shot of subject or set showing only
part of each. Midway between close-up
and long-shot. (See camera shots.)

MELODRAMA Exaggerated, romantic,
exciting, and improbable type of TV
drama. Characters are usually over-
drawn and stress is laid on action or
situation.

MICRO-WAVE TV relay from mobile

unit to studios or in connection with
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