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More people than ever before
saw WLS talent, visited our
tents and saw our displays

WLS NATIONAL BARN DANCE Square Dancers an stoge ab
ilinais State Foir )

t
This was the biggest State Fair year for WLS! Radio’s Ever

Magic Touch brought throngs into WLS tents at the Illinois,
Indiana and Wisconsin State Fairs. At each of these state activi-
ties WLS entertainers broadcast daily direct from the Fair
Grounds before enthusiastic crowds. Further, the large WLS
tents contained special displays promoting WLS service and
entertainment . . . contained checking racks for the benefit of Fair
visitors. Thousands of WLS listeners from all over the Midwest H a
stopped in to meet and say hello to all the WLS folks. BiE N e W LR ke

Above—Illlinois Governor Adloi Stevenson presents Mr. Arthur Enix with'§

AS in eleven PreViOUS years’ [he WLS NAT]ONAL BARN State Traphy for the “oul;londing rural charus of 1951."" Mr. Enix, Directol
the Chorol Group fram Will County, accepted the traphy during the WLS [§

. . { ’ ' TIONAL BARN DANCE progrom braodcast from the Illinais Stote Fair. !

DANCE was th,e Openlng Sa[urday n]ght feature at the IllanlS Horold Sofford, WLS Progrom Director (far right) joined the Barn Donce cosy
opplouding the presentatian. !

State Fair . . . and played before one of the largest crowds ever
to see the famed program at the Fair! 12,331 people paid to see
the 27 year old NATIONAL BARN DANCE broadcast from
before the Fairground Grandstand.

This personal touch with the WLS audience. . . this acceptance

Belaw—Port af the 12,331 people who poid to see the NATIONAL B.
DANCE braodtost from before the Grondstand at the lllinois State Fair,

enjoyed in ever-increasing amounts, helps prove that in the con-
centrated Midwest arca, more people are listening to WLS—on
more radios—than ever before. The WLS audience, ever increas-
ing in size and importance, shows again the power of radio’s
ever magic touch—to educate—to entertain—to contribute to
the American way of life—and to create favorable public opin-
ion—and sales—for articles and services that deserve it.

SEE YOUR JOHN BLAIR MAN FOR DETAILED INFORMATION \ ,,RT“",;E

FARMER:
| STATION

) | f the NATIONAL Barn Damee
U1 LlE ilv L AU TH Jallg! NG
- i, _va Wl nil . ) A IE WwNe Adll A S

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




ANA members
pondering dan-
gers to business
involved in re-
ports on radio

Duane Jones gets
offer of “war
fund’’ from other
agencies

Cigaret brands
show variation in
radio-TV costs
| per M ranging
from $1.69 to
1 $3.24

i

I Monarch Wine's
Robinson: “TV

is only for
generals.”

Sponsors will
benefit from net
support of BAB

SPONSOR, Volume 5, No. 20, 24 Saptember 1951.
510 Madison Ave., New York 22. §8 a year in U. 8,

As 42nd Annual Meeting of ANA gets under way today (24 September), some of
nation's biggest advertisers will be pondering dangers to big business
implicit in ANA policy of making public reports on "radio values."
Thinking of some of ANA members, probably due to be expressed during
Monday afternoon's "closed" sessions runs as follows, SPONSOR has learned:
Most of ANA members are Big Business. Many radio stations are small
business. In event of "test case" proceedings in Washington by one or
several small stations, ANA might find itself in anti-trust hot water.
Adding to danger is protective attitude of Washington toward small
business as against large corporations. Result of behind-scenes dis-
cussions may be quiet fadeout of ANA's cut-rates campaign.

~S3-—

Offers of support, including "war fu:d" to help finance his lawsuit
against departed staffers, have been extended to Duane Jones by other

agencies. Despite announcement that he was resigning all accounts ef-
fective 30 September, number of new accounts (including one in million-
dollar class) have been offered to him.

—~SR—

How shrewd radio-TV buying pays off is demonstrated in A. C. Nielsen
survey prepared for one of its agency clients which has cigaret account.
Survey shows that one brand got 1,000 radio-TV impacts for $1.69 while
another less-fortunate cigaret had to pay $3.24. Brands in between
paid $1.81; $2.22; $2.34; $2.51. Figures are for 4-week period in
March, April 1951 and are based on Nielsen average-audience ratings
projected against cost estimates. Brands surveyed were Chesterfield,
Camel, Lucky Strike, 01d Gold, Philip Morris. These 6 brands spent
$3,588,074 for 32 AM and TV shows in period surveyed with choice of media
combinations ranging from Philip Morris' 5 radio and 2 TV shows to
Luckies' 2 radio and 4 TV shows. Brand which had lowest cost-per-M paid
13% of total outlay to get 17% of total impacts, while cigaret with
highest cost-per-M spent 18% of total to get only 12% of impacts.

e

Said Monarch Wine Company's ad manazer, Meyer H. Robinson: "Television
is only for generals—General Foods, General Motors, General Electric.”
Robinson referred to his medium-sized firm's experiences with TV which
proved too expensive "in terms of results per dollar." After trying
announcements on 15 TV stations, Monarch has decided to drop TV, expand
from 55 to 75 radio stations in 30 cities. Radio budget will be over
$250,000 this fall, about 85% of firm's ad expenditure. "Spot radio
has definitely proved it is best buy for this account," said Donahue &
Coe a.e. Charles Patrick.

~S3—-
As predicted in SPONSOR (13 August), all AM nets are_now behind BAB,
with NBC and CBS contributing estimated $30,000 each; ABC $20,000;

MBS $10,000. Sponsors will benefit through increased flow of BAB
facts and research as result of net decision.

Executive, Editorial, Circulation Office
March 1879

Published biweekly by SPONSOt Publications, Inc., at 3110 Eim Ave., Baltimore, Md.
$9 elsewhere. Entered as second class matter 29 January 1949 at Baitimore, Md. postofice under Act



REPORT TO SPONSORS for 24 September 1951

Cannon Mills

takes major
plunge in net-
work radio-TV

Pulse study will
explain one
weakness of

"coincidental’’
method

Is Hooper risking
Nielsen court
action?

New Lang-Worth
program rouses
quick show of
interest

Instantaneous
TV rating may
be coming with-
in few months

Traditionally heavy spender in magazines, Cannon Mills will put 1/3
of $2,000,000-plus budget into net radio-TV. According to Ad Mana-
ger George Beyer, Jr., move is largely result of successful trial
run in radio via NBC's Operation Tandem and "The Big Show." Cannon
found that radio was boosting sales of its sheets, towels, and hosiery
as much as 75% over normal, thus helping to smooth out seasonal dips.
This fall, Cannon has moved into 4:45 to 5:00 p.m. spot on NBC-TV's
"Kate Smith Show" with 39-week contract. Starting 6 October, Cannon
will go on CBS radio with "Give and Take," Saturdays 11:30 to noon.
There will be additional sSpot campaigns periodically.

—SR-
Quietly, Pulse organization has been working on study of coincident-
al method of audience research, while not-so-quiet C. E. Hooper has
issued blast after blast at validity of Pulse findings. Pulse study,
which may have been released by time you read this, found that sig-
nificant numbers of listeners do not know what station they have
tuned_in; and those who do not know station tend to give call letters
of major network stations when questioned by researchers. Thus, says
Pulse, smaller stations lose out by coincidental method, explaining
why Hooper will show little listening for station which Pulse rates
as having tidy segment of audience.

—SR—
In addition to open slams against Pulse, including bland assertion
recently that Pulse should "disappear" because it is not as accurate
(according to Hooper) as Hooper, it appears C. E. Hooper may be open-
ing second front—this one against A. C. Nielsen. In response to
a SPONSOR inquiry recently Hooper intimated that his new TV-Home
Hooperatings Service in effect is as good as a national report if
clients average ratings in Hooper cities. Trade observers believe
Hooper will be selling report with this as implicit salespoint. Niel-
sen court action might result becaise agreement made between two
firms prohibits Hooper from sSelling national report for period which
has not yet expired.

—SR—

Lang-Worth Feature Programs is exultant about its "scoop" in acquir-
ing 52 open-end transcription series, "The Lives Of Harry Lime", based
on movie, "The Third Man." Half-hour programs, starring Orson Welles
and featuring catchy zither music of Anton Karas,had brought inquiries
from 100 radio stations by presstime. Feature is expected to dupli-
cate fantastic success of Ziv's "Bold Venture", starring Humphrey
Bogart and Lauren Bacall, which has been sponsored on 500 stations.
It's expected that transcription packagers, in attempt to bite into
radio network shows, will keep coming up with big-name productions.
—SR—

Instantaneous TV rating may be available within few months for
sponsors in Philadelphia and Chicago. Albert E. Sindlinger, presi-
dent of Electronic Radox Corp. (now suing A. C. Nielsen and C. E.
Hooper for restraint of trade) has plans for two-city TV measure-
ment system which would give sSponsors ticker tape reports on share
of audience while show is on air. Comdr. Harold R. Rice, inventor
of Radox system, has secured patent number 2570156 on new instan-
taneous device and all TV stations_in Philadelphia and Chicago are
being lined up to put system in operation.

SPONSOR




According to an independent survey made
by students at North Dakota Agricultural
College, 17 out of 18 fawmilies within a
90-mile radius of Fargo prefer WDAY to
any other station. 3,969 farm families in
the rich Red River Valley were asked “To
what radio station does your family listen
most?” 78.69, said WDAY, with the next
station getting only 4.4%,!

Fargo-Moorhead Hoopers credit WDAY
with much the same overwhelming

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

WDAY is one of America’s great radio
buys, serving one of America’s great farmn
markets. Write direct or ask Free &
Peters for all the facts on WDAY and
the rich Red River Valley!

WDAY ¢ NBC ¢ 970 KILOCYCLES o 5000 WATTS
FREE & PETERS, Inc., Exclusive National Representatives
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ARTICLES

Why sponsors are returning to radio

After plunging whole-hog into TV, many national advertisers are buying
back into radio—for media balance. Typical are Hudson Paper, Quaker Qats

1. Hudson Pulp & Paper

After dropping spot radio for network TV, No. | napkin maker found
dramatic proof of radio's pulling power; is buying back spot AM

2. Quaker OQats

When this colossus started gobbling up TV shows, calamity howlers
predicted no more radio for them. But they were wrong

What TV has iearned about economy

True, TV time costs keep spiralling. But there are many ways for the video
sponsor to econcmize on his shows production-wise

Are the networks encroaching on spot radio?

With competition for the sponsor’s dollar keener than ever, there's a major
tug-o'-war going on between the networks and spot radiomen

Be careful on the air: Part 11

TV, by its unique nature, introduces new challenges in censorship not
fully covered by either the Radio or the Motion Picture Codes

How sponsors chart sales via market tests

Want to launch a new product? Here are tips from agency and market
research people on how to market-test new products

The case for California radio

The Southern California Broadcasters’ Association's campaign to promote
radio has been very effective. Now they bring story to Eastern timebuyers

How to be a dud at writing radio ecommerceials

Here's a collection of pointers guaranteed to make you think twice the
next time you put your O.K. on a set of radio commercials

Furniture stores on the air

SPONSOR is currently researching how and to what extent the furniture
industry make< use of radio/TV to <ell its wares

Tape recorder: key (o culting program costs

An analysis of the tape recorder as a major tool in making radio more
economical
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COVER: U. S. Steel has launched what is
probably a record promotion campaign for its
"Theatre Guild on the Air."” Returning to the
air {NBC) for its seventh season, show is
being ballyhooed via a barrage of network
announcements, newspaper tune-in ads. U. S.
Steel is confident, says J. Carlisle MacDonald,
in charge of the program and U. S. Steel
public relations, that radio can still do a
big job for the steel firm. Here, sponsor
and producer discuss fall drama plans. Left
to right: MacDonald; Lawrence Langner and
Teresa Helburn, co-directors of the Theatre
Guild; Armina Marshall, executive producer.
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T'S EASY,

WEEKDAY HOOPERS
Shreveport City Zone
8:00 A.M. to 12 Noon

March-April*

A quick glance at the chart above shows you that
KWKH is tops in Shreveport Hooperatings — has

steadily increased its superiority, year after year! i ! ”n:: % "”

On Weekday Mornings in 1949, KWKH had o N R ;: ™

70.0% more Shreveport listeners than the next Dk M e TR I o

station. For the same period in 1950, we had I :X T b AT

76.9% more listeners. In 1951, we had 157.7% » |» : .": YT

more listeners! i “, Y o., & :.,.. / =

Shreveport itself, however, accounts for only 119 "'/,/‘7 a """ : . b B

of KWKH’s audience. BMB Report No. 2 < o\ fefl (\»

(Spring, 1949) gives KWKH a Daytime Audience { Ty

in 87 Louisiana, Arkansas and Texas counties. e ‘\ e Coonmes.
KWKH’s total Daytime BMB Audience is 303,230 % e

Spring, 1949
families. 75.09p of these are “‘average daily

KWKH listeners”! , |
Your Branham Company man can give you the
whole KWKH story. Or write us direct.

*latest available at press time.
SHREVEPORT ¢
1,000 Watts « CBS o ™ foim Some | Arkansas

Henry Clay, General Manager




that’s what
you like about
the South’s

WJBO

AR AL NN

L()(‘,AL Sears, Roe-
buck store cold 175 ladies
dresses after two 30-second
morning spots: loeal build-
er o did  $26,000 Dusiness
from 8 I-minute announce.
ments; furniture company
upped weekly volume 40%
on 10 30-cecond  <pots,
More  “specifics” on  re.
quest The bic  Baton
Ronge marhet  Cind  our
files) are full of them!

AFFILIATED WITH THE STATE-TIMES AND MORNING AOVOCATD

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.
6

Robert J. Landry

By | .
D

Radio was founded upon a gift of tongues and has exalted a spe-
cial species—not quite actors, not quite orators—called, announcers.
Theirs is built-in excitement. Theirs is vocal vibrato, bubbles in the
word-bath, subsidized sincerity. These considerable talents lead to
sales management and general management, and advertising agency
vice presidencies. As we know the announcer, he is not only typical-
ly radio but typically American high power. He is the inodel in those
countries which ape us, and he is the butt in those countries which
resist our “culture.”

* * *

It is timely to dwell a little on announcers for there are those who
think—and lhope—that in television there will be rather less of his
gift for verbal marathon. As to that, we don’t think it will work
out that way. If our intuition is correct, one reason advertisers like
TV is that they get all this, namely the usual quota of words, and
pictures, too. They will go on expecting the usual quota of words.

* * *

Those who posscss the annuncorial gift very often are equally
adept at interviews. queslions, significance, interpretation, prophecy,
stunts. romantic noods, or pills. During the war. we heard announc-
ers with a special flair repeat at midnight the official 5:00 p.m. hand-
out and make it sound like a hot personal scoop. The annuncorial
gift has led to doctorates in news significance awarded men who
never covered a story. It has created cults of sports divination headed
by men who couldn’t pick Brooklyn over St. Louis in August without
consulting 12 sports editors first.

* % *

The gift is valued so highly for a special reason, and let nobody
be coy about the reason. The sponsor may never have quite con-
vinced himself that the show he’s paving for is any good, but at
least he knows he likes the sell. The announcer “‘wraps a mantle of
incomparable charm.” as Huske O’llare used to say, around the
greal love in the sponsor’s life—his product. How can a sponsor
hate the man who rhapsodizes in snch Insh-plush vowels?

* * *

IFor our money, the announcer scales the Matterhorn of sheer gab
in the audience participation whoopdedoos. You might even say
this was democracy burlesquing democracy. The quizmaster oscil-
lates engagingly from rowdy prank to carefrec sadism and back to
heartfelt sympathy for the vietin.  (The contestant is always as-
sured hie's a grand sport and a true blue American.) Where did the
victim come from? Brooklyn? (Insane applause, on cue.) And
how does he feel about his wife eating crackers in bed? ( Yak, yak.)
Does he like his mother-in-law?  (Good, clean American fun.)

The quizmaster, supreme announcer post-graduate, is endlessly

(Please turn to page 80)

SPONSOR
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OU WANT 90,581}
OR 58,560) TV HOMES

IN WESTERN MICHIGAN

There are twe television stations serving the 24-
ounty area of Western Michigan and Northern
ndiana; WKZO-TV, Channel 3 and Station **B.™
The respecti\e transmitters are located 25 miles
part. There is an appreximate coverage duplica-
ion of 40% in the high intensity area.

Vhen two stations serve substantially the same
irea. it becomes important to determine who eov-
ws what, and how much. Under these circum-
tances, the .1 MV contour method is an ontmoded
levice. Most people in the business agree that
SUDB developed the ounly satisfactory yardstick to
letermine circalation in radio. That method, we
relieve, is the only solntion to audience measnre-

neut in TV.

?lIring May and June, Jay & Graham Researeh,
ne. conducted a Videodex diary study nsing the
JMB method covering television homes in 18
Vestern Michigan and 6 Northern Indiana coun-
ies. Fifty or more diaries were tabulated in every
ounty except one; one hundred and twenty-five
vere distributed in Kent Connty (Grand Rapids).
[he resnlt was smashing proof of the WKZO-TV
lll(ll(‘ll(‘e area shewing d" counties wherein 159
r tnore television fanullec vietwe WKZO-TV at least
ynighttime honrs a week!

The chart at the right shows the results: 90.581
Y famihies in the 24-county area view WKZO-TV;
18,560 families view Station “B.” Thuas WKZO-TV
lelivers 32,021, or 54.7%, more Western Michi-
ran and Northern Indiana television homes than
Mation **B’*!

[his Videodex Survey, using the time-tested BMB
echnique, is a mnst for anyone interested in tele-
ision. Write direct or ask Avery-Knodel for vonr
ree copy, today!

T¥ set figures supplied by dealers and distributors as compiled by

ND NORTHERN INDIANA?

videodex report

Percent of Viewing in TV Homes
Western Michigan and Northern Indiana

-

County TV Fomilies® .W!(ZO-T.V . Stghon .B,
Nighttime Audience Nighttime Audience
MICHIGAN Families % Families %
Allegan 6,594 5,071 76.9 4,055 615
Barry 3,512 2,564 73.0 2,353 67.0
Berrien 8,231 3,770 45.8 i
Branch 2,064 1,406 68.1 e
Calhoun 15,504 12,775 82.4 915 59
Cass 3,261 2,462 75.5 398 12.2
Eaton 5,290 3,333 63.0 1,058 20.0
Hillsdale 1,984 1,436 72.4 Wb
lonia 5813 2,133 36.7 2,534 43.6
Jackson 8,690 1,529 17.6 W
Kalamazoo 16,473 12,733 773 972 5.9
Kent 36,355 13,560 37.3 27,121 74.6
Montcalm 3,917 1,606 41.0 2,648 67.6
Muskegon 12,360 6,007 48.6 7,008 56.7
Newaygo 2,845 964 33.9 1,798 63.2
Ottawa 7,940 4,963 62.5 5,360 67.5
St. Joseph 3,367 2,391 71.0 *ox
Van Buren 4916 2,773 56.4 2,143 43.6
INDIANA
DeKalb 1,969 1,266 64.3 o
Elkhart 9.162 2,978 325 o
Kosciusko 2,149 1,117 52.0 ik
LaGrange 1,434 981 68.4 76 5.3
Noble 1,945 1,437 73.9 b
Steuben 1,809 1,326 733 124 l 6.7
TOTAL 167,584 90,581 58,560 ‘

Fetzer Broadcasting Cmupanv aud coufirmed by Jay & Graham Re-
search. Inc.. who maintaius access to the warranty cards showing de-

livery of television sets by major manufacturers.

WJEF

**Keasures less than 5% .

wm GRAND RAPIDS! w IN WESTER“ Ml‘“lGA“ t”d IN KALAMAZOO

AND KENT COUNTY l
(cBS) ‘!

AND NORTHERN INDIANA

AND GREATER
WESTERN MICHIGAN

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

ERY-KNODEL. INC.. EXCLUS

IVE NATIONAL

REPRESENTATIVES

In three counties, Miclhigan television Sita-
tion “C> showed viewing greater thau 5% : howerer, since its degree
of penetratioun was of litde ralue to the pertinence of this study,
detailed figures were not iucluded.




BY SENDING WO
RADIO PERSONALITH
OF RADIO WITH IH

HERE'S WHAT YOU
CAN Do ® o o

plays

your billhea
know what you .are doin f
promote radio service and to
make their advertising more pro- |
ductive. Tell your advertisers
about the top name personalities

- who are working with you in this §
campaign. Yes, remind everyone 4
in your city of the value of radio
by airing this message, ‘‘Listen *
— Wherever You Go . . . There’s
Radio!”

" oELL RADIO AND
(OUL SELL YOUR STATON! 3

f
i,
/ Mol oot 0



“AFFILIATES A GREAT ARRAY OF NATIONAL
Iy RE-EMPHASIZE THE WONDERFUL SERVICES
ITAL MESSAGE . ..

- Here’s what WORLD is doing!

® frank Gallup
Baruch @ Ted Husing
S Melton ® Jack Paar
Lombardo ® Bert Parks
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1,330,804

<o
AUYAAR UV ASHED,

CBS Outlet in Montreal
Key Station of the
TRANS-QUEBEC radio group

! CKAC

MONTREAL
730 on the dial ® 10 kilowatts
Representatives:

Adam J. Young Jr. . New York, Chicago
William Wright - Toronto

Omer Reynaud & Co. - Toronto

10

V9adison

SPANISH STATION LIST

f you have finished the list of Span-
ish radio slations that you indicated
you were preparing in your 4 June
issue, 1 would appreciate very much
receiving lwo copies of it.

This sort of information. when made
available, certainly helps both adver-
tiser and agency in their basic plan-
ning of media activities.

ALEXANDER D). Coax

Media Departineut

Calkins & Holdeu, Carlock.

WeClinton & Swmuith

New York

af Spani<h radio stations is now

® Liau avail-

able to suberibers,

BIG BOUQUET

Enclosed you'll find my renewal for
sPONSOR.  Indeed. 1 couldn’t DO with-
oul it!

Thanks for maintaining a magazin»
that does a good job, consistenthy.

Mary L. Scirkck

Radio-T1” Director
MeDaniel-Fisher & Spelman
Akron

CANADIAN COMMENTS

Sincere congrats on your special Ca-
nadian issue. You handled a some-
what complex radio setup with dex-
terity.

RN EST SMIUTH
Radio Director
Erwin. Wasev of Canada. Lid.

Wonireal

CONGRATU LATHONS!
to sSPONSOR magazine and Editor Frank
ltasky for a splendid reporting joh of
radio in Canada.

Surely Canadian radio warrants a
conlinued valuable
magazine!

Frank C. Murray

Manager

lorace V. Stovin & Company
Montreal

seclion In vour

Congratulations on an excellent pic-
tnre of Canadian radio.

Omr only complaints are that yon
misspelled the name of French Can-
ada’s top announcer. His name i= Rog-

er Baulu (picture page 50). The other
is that no mention was made of the
fact that the CBC. under certain con-
ditions. does allow regular per-occasion
network broadcasts  hinking two or
more private stations on a commercial
or sustaining basis. There are a few of
these small per-occasion regional net-
works operating regularhv in Canada.

Corey TuoMPsox

Wanager

CRI'L

I erdun. Quelec

This corner extends congratulations
to sPoNsORr and Frank Rasky for the
27 August Canadian Section.

We're just a little bit happy, also, to
have been ciled by sPoNsOR as one of
a dozen Canadian stations that does a
“dynamic program promotion joh.”

Arcrie Orsox
Promotion Manager
CKX

Brandon. Mamtoba

We were delighted when we learned
that sPoNsOR was going to publish a

special section on  Canadian radio.

You can imagine the unpleasant
shock I received when the Canadian

section was published. and | saw that
our local competitor is credited with
heing a Canadian station which does
“a dynamic program promotion joh
for American advertisers.”

My station. CFBC. emplovs a full-
time promotion department. Our com-
petitor does not, to the best of my
knowledge. 1 am altaching a letler
from Kenyon & Eckhardt, thanking us
for a recent promotion job for Kel-
logg's which cost u< 81,000 approxi-
mately.

Promotion 3= our middle word. Tn
fact, CFBC does so much promotion
that we are criticised Iy some other
radio stations.

If the Canadian scction of sroxsor
1= to reach important timebuyers in the
 nited States and Canada. I think that
a correction should be made. Other-
wise, we shall suffer a great injustice.

R. T. Bowaran

Manager

CFBC

St Jolhin. New Bronswick

My sincerest congratulations on the
Canadian section of vour late August
issue. As | tlold the Western Associa-
tion of Broadeasters meeting in Banfl.
27 Angust was a red letter day in Ca-

SPONSOR
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The voice that captnred the minds and hearts of
millions . . . that charnied or shocked them at
will . . . has returned to American Radio with a
typical Welles production. Supported by superb
dramatic cast, Orson Welles stars as Harry Lime,
The Third Man, in "The Lives of Harry Lime.”

Suspense, Intrigue, Danger and Romance . . . ron
high in 52 half-hour transcribed stories of the fab-
ulous rogue made famous hy Orson in “The Third
Man.” The great publicity valne and positive andi-
ence acceptance of Orson Welles as Harry Lime is
open sesame to sponsorship. Orson Welles is Back!

Background zither music by ANTON KARAS, composer of "The Third Man” theme. Produced by HARRY ALAN TOWERS.




JUST READ WHAY
- THESE INDEPENDENT

THINKERS SAT:

“In spot byy
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are alw

tor Sterhng
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’ represen
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Urpassed buy in ,

Particular marker.”

?.‘ANK MORIAR[TY
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F“zgerald-Sampje | §
New York » ng
o — : “In
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Do Some Independent Thinking About Radio Today e -
. . o WESTHEI g
People who care about their money are doing some hard thinking about BLOQ?UMLR AND
radio today . . . some independent thinking. In fact, many national advertisers ASI"CT“'S"“‘% and Publjc
ations,
who formerly bought network radio are finding they get better results when St. Louis, Missour;

they use the leading independent radio stations. Don't take our word for

it—make us prove it. Write to any AIMS station listed below for all the facts.

THESE ARE THE LEADING INDEPENDENT RADIO STATIONS:

WCUE —Akron, Ohio WMIE —Miami, Florida KSON —San Diego, California
WBMD —Baltimore, Maryland WMIL —Milwaukee, Wisconsin KYA —San Francisco, California
WBNY —Buffalo, New \"ork WKDA —Nashville, Tennessee KING —Seattle, Wa'shin:gron
Wm0 —Cleveland, Ohio WWsw —Pirsburgh, Pennsylvania KREM —Spokane, Washington
KMYR —Denver, Colorado _ WACE —Springfield, Massachusetts

a KXL  —Portland, Oregon ; 3
KCBC —Des Moines, lowa WHIM —Provi KSTN —Stockton, California

: . . —Providence, Rhode Island 1

WIKY —Evansville, Indiana WXG! —Rich L Virging WOLF —Syracuse, New York
wWXLW —Indianapolis, Indiana SR Lg ARy SHTE KFMJ —Tulsa, Oklahoma
WIXN —Jackson, Mississippi KSTL =St Louis, Missouri WNEB —Worcester, Massachusetts
KLMS —Lincoln, Nebraska WMIN —S¢. Paul, Mx'nnesora WBBW —Youngstown, Ohio
WKYW —Louisville, Kentucky KNAK —Sale Lake City, Urah WCCC —Hartford. Connecticut
WHHM —Memphis, Tennessee KITE  —San Antonio, Texas

They are all members of AIMS—Association of Independent Metropolitan
Stations  cach the outstanding independent station in its market

Aim for BULL'S-EYE results...with the AIMS GROUP

‘ SPONSOR




nadian radio history.

Your presentation of the Canadian
scene was incisive. factual, unbiased
and a masterful job of commercial re-
porting. Today Canadian radio pro-
vides the most inexpensive advertising
on the North American continent—and
vou proved it!

PAT FREEMAN

Director of Sales & Research

Canadian Association of
Broadcasters

Toronto. Ontario

BEST FOODS IN CANADA

I read with avid nterest your excel-
lent article on Best Foods™ radio and
TV expenditures in the 4 June issue
inasmuch as they sponsor our Who’s
Talking? program across-the-board in
11 Canadian markets.

While I have no idea as to their ex-
penditures in Canada dollar-wise, you
can get a general idea what they spend
on radio for Nucoa Margurine when
vou figure they sponsor Who's Talk-

ing? for a quarter hour daily across-

the-board on 11 Canadian stations and

have renewed the show several times

since its start 30 October, 1950.
Here are the stations and markets

Nucoa uses: Vancouver, CKWX; To-
ronto, CFRB; Kingston, CKWS; Ot-
tawa, CKOY; Peterborough, CHEX;
London, CFPL; Hamilton, CHML;
Sarnia, CHOK; Chatham, CFCO; St.
Thomas, CHLO; Kitchener, CKCR.

Incidentally, while it is true that net-
work shows (like Sing /¢t Again) of
the give-away type are on the wane,
local give-away shows are apparently
on the increase. As proof, our own
Who’s Talking? show has been add-
ing stations consistently since it first
started nearly 5 years ago, until today
nearly 100 stations in U. S. and Can-
ada are using the show.

HarL Tate

President

Hal Tate Productions
Chicago

CAMPAIGN LONGER, COST LOWER

In the 30 July issue of sPONSOR, on
page 36, which contained WHIM’s suc-
cess story fer Paramount TV. there
was an error in the leugth of the camn-
paign. The campaign actually lasted
for 17 days, not seven as designated
in your story. A seven-dav campaign
with total cost at $935 would break

24 SEPTEMBER 1951

dowu WHIM’s cost per spot to con-
siderably higher than our actual spot
ammouncement rate. Therelore. we
would appreciate vour publishing this
correction.
Gus PARMET
Sales Manager
WHIM

Providence, R. 1.

TRANSIT RADIO CASE

I have had on my desk for some
time your issue of 18 June, which re-
veals constderable excitement and ba-
sic misunderstanding about the deci-
sion of the United States Court of Ap-
peals for the District of Columbia Cixr-
cuit in the so-called transit-radio case.
Someone has hit you pretty hard with
some silly propaganda.

The ruling of the Court is simply
that the Constitution of the United
States protects one who is compelled
to use a monopoly transportation sys-
tem from also being compelled, as a
condition of riding, to listen against
his will and over his objection to
textual propaganda disseminated
through the bus or streetcar by the
transit company.

The Court didn’t say a word against
advertising. The decision prohibits
“public service announcements” along
with advertising. The constitutional
objection is to the forced imposition
of verbal matter, not advertising.

But your objection to the Court’s
decision goes much further. You seem
to feel that an assault upon forced lis-
tening implies an assault upon adver-
tising. | am sure you realize that |
would not have accepted and prose-

cuted a case which was in effect an as-

sault upon radio advertising. My cli-
ents make their livings from radio ad-

vertising and it is my wish and feeling

that radio advertising should be en-
couraged. [ favor 1t strongly.
However, when we come to such a
thing as transit radio, we are dealing
with an enemy of good radio adver-
tising as the industry knows it. Forced
listening is an antagonizing thing. It
makes enemies for all radio. The tired
worker who has to stand up on a
crowded bus in order to get home for
his usual evening family guarrel gets
off the streetcar with a highly aggra-
vated case of resistance to radio and
radio advertising. Transit radio spoils
that man as a sympathetic listener and

(Please turn to page 91)

Your product can be SOLD on
”Smythe’s General Store” pro-
gram on the independent station
most often listened to by Colo-

rado housewives.

Salesman Pete Smythe, Prop. of
“Smythe’s General Store” is an-
other star on Denver’s music-per-
sonality station. And Pete has
rung the cash register on products
from ice cream to Packards.

for availabilities wire,

phone or write or

Radio Representatives, Inc., John
New York, Chicago, Buchanan
Los Angeles, KTLN
San Francisco Denver

K i LN &%
E > r

1000 WATTS

DENVER’S

only independent
non-directional
station

13



SMART BOSS
I'VE GOT!

HE KNOWS
THERE’S

MORE SELL
ON WRNL!

i you really want to get
RESULTS IN RICHMOND, VA., then
take a tip from smart advertising
managers all over the country.
They're SOLD on the SELL on "RNL!"
You see, WRNL has been on
710KC at 5000 watts for over 10
years . . . with the tops in local
listening, too . . . and those
Ready-To-Buy Virginians have the
WRNL Listening Habit.
Be a smart boss , . . let 'em listen
to your story . . . and watch

the sales go up!

910 KC - 5 KW
WRNL-FM—102 MGC.
50 KW.

ABC AFFILIATE
RICHMOND
VIRGINIA

EDWARD PETRY & CO. INC,
MATIONAL REPRESENTATIVES

i ilis
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G. V. Coughlan*

Ul Sponsa

- G. N. Coughlan Co., West Orange, N. J.

Tirveless. effervescent Jerry Coughlan finished second to the great
trackster. Paavo Nurmi. in the 1928 Olympics: he has been up with
the leaders ever sinee. But now he’s pacing the field with a host of
his own Coughlan products—Chinmmey Sweep. a =oot destroyer:
De-Moist. an air drver: Spandy, a disinfectant; and Process 33, a
paint brush cleaner and preserver. His method for beating <ales
competitors to the tape: radio.

The G. N. Coughlan Company started by manufacturing the Bean-\
stringbean slicer and stringer, then hranched out.

In marketing Chimney Sweep, Coughlan took to radio immediate-
by. The Fulton Lewis, Jr. commentary on 188 MBS stations intro-
duced the soot destroyer in 1943. Cost: 8185.000. Later. another
controversv-stirrer, Leo Durocher, appeared on ABC’s Your Sports
(Guest Box in behalf of Coughlan’s wares.

Their efforts were highly successful as an introductory measure.
but Jerry needed something that would =ell his scasonal items. Chim-
ney Sweep and De-Moist. The answer: spot radio.

Coughlan explains: “We believe selective radio is an ideal medium
for these products hecause of the quick impaet it can make on the
consumer. und because of its extreme flexibility in coping with
weather changes. [t made Chimney Sweep an overnight success.”

Coughlan’s rapid rise is no fluke. From the time he came to this
country in 1932 with the Irish Olympic team (Coughlan is a native
of Youghal in County Cork). his energy and competitive spirit have
forged an enviable record for company products—distribution in
107 of the nation’s hardware. departinent stores by 1943: 807 now.

This vear to keep the home fires burning with Chimney Sweep,
the Coughlan Company ivia Lewin. Willams & Savlor) is spending
150,000 in selective radio ’eross-country: 80¢ of the ad budget.
Jerry Coughlan himself sits down with timebuyers and station repre-
sentatives to pick stations; his ability to pick good buys is uncanmy.

In his mid-forties, Jerry Coughlan continues to astound friends~
and business rivals with his boundless energy. The man who finished
secomd to Nurmi. the Fhing Finn, some 23 years ago. still stars
sportswise, s latest exploit: winning the “Outstanding Angling
Achievement Award” of the Metropolitan Miami Fishing Tournament
for the past three vears:  a feat never before accomplished.

*Jerry Coughlan [r.) receives fishing trophy from Captain Eddie Rickenbacker.

SPONSOR



AAre You
Interested In Sellmg T be

GREATER
MEMPHIS 9
_MARKET

L

MEMPHIS
RIGHT NOW

1s a better buy than ever before in its his-
tory. The advertiser gets more in coverage.
More 1in prestige.

According to Dun & Bradstreet, Memphis is one WREC Rate, in Cost Per Thousand Listeners,
5 .
of the 20 fastest growing cities in the nation today. DGR R O RS G LI RS L8

Capitol of the rich 76 county Memphis Market, RADIO FAMILIES 1946 1949
largest market area in the South, the key to a 2 bil- RADIO HOMES COVERED 404560  448.890
lion dollar retail buying potential, and I3th in the BASIC HOUR RATE $250.00  $250.00
nation in wholesale volume of trade. WREC is the COST PER 1000 HOMES b1 55
No. | station in this area. It is the Right Medium Figures Quoted Based on Latest Available BME Measurements
for Right Results. -

WREC HOOPER RATINGS AVERAGE HIGHER
THAN ANY OTHER MEMPHIS STATION

SURVEYS SHOW

RADIO REACHES FURTHER ¢« RADIO COSTS LESS
RADIO DELIVERS MORE than Ever Before

Represented by

AEEES. WREC MEMPH N0, 1 STATION e o ot
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Bell-Ringer in BRIDGETON !

Luzeent \/ Sussex

‘‘‘‘‘

LAMCASTER b -
M PHILADELPHIA
«
o DHAWARY o N

I3
;

When is 5,000 walts more thon 5,000 watts ?
When it's first on the dial! Operating at 560
kilocycles, WFIL's 5,000 watts provide coverage
equal to twenty umes the power at double the
frequency . .. 100,000 watts at 1120 kilocycles,

PN

3y

Ny J‘

BERGEN

I

Bridgeton's Liberty Bell
rang tidings of freedom in 1776.

WFIL BLANKETS BRIDGETON...

Bridgeton’s history goes back to 1716. But you don’t have to

go that far to realize that Bridgeton is a market worth having.

Political center of New Jersey's leading farm county, seat of 45

manufacturing plants, home for more than 18,000 people . . .

Bridgcton today sells $28 million worth of goods through 356

retatl outlets. Back up your merchandising with a voice that

carries— W FIL. Its penetrating signal regularly pulls two-thirds

of Bridgeton’s radio families .

.and 58 per cent of all radio

homes in prosperous Cumberland County. Schedule WFIL.



d ALL of America’s 3rd Market

C. F. SEABROOK, Farmer—Leader HAROLD W. BALBIRNIE, Druggist MARY B. ROBERTS, Farmer’s Wife J. ELMER MULFORD, Auto Dealer
:1 in a leading farm county, Seabrook —Bridgeton drug stores are social —Sell her! For Bridgeton-area farm —Bridgetonians spend $5.126,000
Farms grows and packs fine frozen centers, too. Establishments like families average $11,256 in annual a year on automobiles, buy from
Isads. Cumberland County farmers H. H. D. Balbirnie and Son sell retail spending ...165 per cent dealers like Mr. Mulford, treasurer
prusper; gross $37,000,000 a year. $517,000 worth of goods a year. more than the national farm average. of Elmer D. Mulford, Incorporated.

e B e

'AND THE 14-COUNTY TRADE AREA

You get the most for your radio money in Bridgeton with WFIL.

And it’s the same story throughout Philadelphia’s vast 14-County S50k
c.

Reril Trading Area, where WFIL's signal is strongest. It’s

The Philadelphia
Hnquirer Station .

America’s 3rd market because here are 4,400,000 people, more

than $6 billion in purchasing power, a high income level ($5,345

per family). It's yoxr market when you sell through WFIL, reg- An ABC Affiliate
) ) o Firs) on the Dial
ular stop on two out of three dials in this rich, sales-producing In America's Third Market

zone. And WFIL brings you in a winner, too, in a huge bonus

area reaching way beyond the 14 counties. Schedule WFIL. Represented by THE KATZ AGENCY




Here's 3 ehanee fo—

National Recognition

for Your Merchandising Skill

| ==D J‘%y More Audience
N

——7> //A/ Iﬁore Business
M—WD Zﬂ// x a Valuable Prize

I’ PRIZE

A Plymouth Suburban
Station Wagon

2" PRIZE

An Ampex Model-400 console
tape recorder

ext 5 PRIZES

Ekotape Model-111 portable
tape recorders

HERE’S HOW TO WIN

The Purina Farm Radio Promotion Contest is open to
every radio station in the United States that broadcasts
a Purina Chow program for the Ralston Purina Company
or for any of its Purina Chow dealers. All such stations,
no matter how small or how large, have an equal
chance to win.

Prizes will be awarded to the stations which, in the
opinion of the judges, have done the most consistent,
effective and original promotion campaign on a Purina
Chows program to attract farm listeners and to increasc
the selling power of the program during the period
between October 1 and December 15, 1951. Full con-
sideration will be given to the merchandising facilities
available to ecach entrant.

Entries should be submitted in scrapbook form and
should include samples of all newspaper ads, billboard
copy, mailing pieces and courtesy announcements . . .
photographs of window or lobby displays, dealer mcet-
ings and special stunts . .. reports on dealer and Purina
customer contacts made during the contest period.

Helping Rural America Produce More . ..

And Live Better ... Since 1894

Entries should be sent to Mr. Maury Malin, Chow Ad-
vertising Manager, Ralston Purina Company, Checker-
board Square, St. Louis 2, Missouri. All entries must be
postmarked not later than midnight December 15, 1951.
All entries, and the ideas contained in them, will become
the property of the Ralston Purina Company. No entries
will be returned.

Judges will be Mr. Sol Taishoff, editor and publisher of
Broadcasting magazine; Mr. Norman R. Glenn, editor and
publisher of Sponsor magazine; Mr. Phil Alampi, presi-
dent of the National Association of Radio Farm Directors;
and Mr. Gordon M. Phil-
pott, vice president in charge
of advertising for the Ralston
Purina Company. The decision
of these judges will be final.
federal,

state and local regulations.

Contest subject to

Winners will be announced
on or about February 1, 1952.

LivesTOoCK
AND

Pou LTRY

I N
H EENEBN
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1. New on Radio Networks

SPONSOR

AGENCY 'NO. OF NET STATIONS

PROGRAM. fime; start, duration

American Trucking Associa-
tion

Book Assoclates

Bristol-Mycrs Co

Bristol-Myers Co

Carnatlon Co
General Electric Co

Gillette Safety Razor Co
Nudnut Sales Co Inc
Kellogg Co

Kellogg Co

Miller Brewlng Co
Philip Morrls & Co

Phllip Morris & Co
Philip Morris & Co

Prudentlal Insurance Co of
America

Wesson OQil & Snowdrlfr
Sales Co

Biow NBC 167
Huber Mogce CBs 63
Doherty, Clifford & ARC
Shenfield
Young & Rubicam ARBC
Erwin, Wasey CRBS 102
Maxon CBS 185
Maxon MBS 515
Kenyon & Fekhaedt ABC
Kenyon & Eckhardt ABC 230
Kenyon & FEckhardt ABC 230
Mathisson and Associates MBS 300
Cecil & Preshrey ARC
Cecll & Preshrey ARC
Cecil & Presbrey ARC

Calkins & Ilolden, Car- ARC 271
Iock. MeClinton &
Smith

Fitzgerald NBC 53

Awmerican Foruwm of the Air; Sun 2:30-3 pws
23 Sep; 39 wks .
Magic of Rellevinz; Sun 1-1:15 pm; 30 Scp
ouly

Br(-ak) the Bank: M, W, ' 11:30 am-ncon; 21
Sep: 32 wks ]

My, Distriet Attorney; F 9:30-535 pm: 21 Seps
32 wkx

Stars Over Hollywoods; Sat 12:30-1 pm; 52 wke

Football Roundup; Sat 2:30-5:30 pm; 29 Sep;
8 wks

World Series: W or Th 12:45.conclusion; 3 or
4 Qct to conelusion

Walter Winchelly Sun 9-9:15 pm; 9 Sep; 52
wks

Mark Teaily M, W, F 3:30-55 pm; 1 Oct; 32
“’kﬁ

Yictor Borge; M, W, F, 53:55-6 pm; 1 Oct; 52
wks

News:s MoF 7:35-8 pmg 1 Oct; 52 wks

Against the Storm; M-F 10:15-11 am; 1 ety
52 wks

Break the Bauk; T, Th 11:30 am-noon; 2 Oet:
52 wks

The Strange Romaunee of Evelyn Winters; M-F
3:45.% pus 1 Octy 32 wks

Jack Berch Shows M.F 12.12:15 pms; 24 Sep:
52 wks

Dr, Pault M.F 1:43-2 pm: 3 Sep; 532 wks

2. Renewed on Radio Networlks

SPONSOR

AGENCY NO. OF NET STATIONS

PROGRAM, time, start, duration

American Cigarette & Cigar
Co

Awmerican Ilomnc Products
Corp

American Iloeme Products
Corp

Armstroug Cork Ca

Asseciation of Awcrican
Railroads

Champion Spark Plug Co

Chrysler Corp (DeSoto div)

Coca-Cola Co

Cream of Wheat Corp

Electrlc Auto-Lite Co
General Foods Corp

Goodyecar Tire & Rubber

1]
Gulf 0il Corp
11ali Brothers Ine

H. ). Heinz Co

o.

Liggett & Myers Tobacco
Co

Liggett & Myers Tohacco
‘o

P. Lorillard Co

Miles Laboratorics Inc

Miles Laboratories Inc

Pet Milk Co

Pet Milk Co

R. J. Reynolds Tobacco Co

Serutan Co

Voice of Propheey Ine

Whitchall Pharmacal Co

Whitchall Pharmacal Co

SsCB NBC 169

John F. Murray CBs 175

John F. Murray CBs 175
BBDO CRS 181
lenton & Bowles NBC 171
MacManns, John & ABC 287
Adams

BBDO NBC 167
D’Arey CBx 185
BEHO CRS 119
Ceeil & Preshrey CBsS 181
lenton & Bowles CBS 157
Young & Rubicum ARC

Yonng & Rubicam NBC 118
Foote, Cone & Belding CBS 198
Waxon ARC

Cunningham & Walsh CitS 190
Cunningham & Walsh NBC 168
Lennen & Mitchell ABC

Geoffrey Wade CBS 101
Geoffrey Wade CBS 1490
Gardner NBC 152
Garduner NBC 152
William Esty ARC

Roy 8. Durstine ARBC

Western MBS 320
John F. Murray Ni3C 130
John F, Murray NBBC 130

Big Story; W 9:30-10 pn; 26 Sep:; 52 whe

Romance of Ilelem Trent; M-F 12:30-45; 17
Sep; 52 wks

Onr Gal Sundays M-F 12:453-1 pm; 17 Sep; 52
whks

Theatre of Today; Sat 12-12:30 pm; 22 Sep:
52 wks

Railroad Tlonr; M 8-8:30 pm: 1 Oct; 52 wks

Champion Roil Cally F 9:55-10 pm; 28 Seps
52 wks

You Bet Your Llife; W 9-9:30 pm; 3 Oct; 52
whks

Fdgar Bergen Show; Snn 8-8:30 pm; 30 Seps
52 wks

Let’s Pretend; Sat 11:05-30 am; 15 Seps; 52
whs

Suspense; M 8-8:30 pm; 1 Oty 532 wks

Wendy Warren and the News; M-i7 12.12:15
pmi 17 Sep: 52 wks

The Greatest Story Fver Told; Sun 5:30-6 pm:
23 Sep: 32 wks

Counterspy; Th 9:30-10 pm; 4 Oct; 52 wks

Iallsark Playhouse: Th 8:30-9 pm; 6 Sep:
32 whks

The Adventures of Ozzie & Harriet; F 9.9:30
pm: 28 Sep: 532 wks

ling Crosby; W 9:30.10 pm; 3 Oct; 32 wk«

Dragnet; Th 9-9:30 pm; 4 Oct; 532 wks

The Original Amatenr Hour; Th 9.9:145 pm;
27 Sep; 52 whks

Ililltop House; M.F 3-3:15 pm: I Oct; 52 wks

Curt Massey; M.F 53:45-6 pm; 1 Octy; 532 whks

Mary Lee Tavler: SRat 10:30-11 amy 20 Oect; 532
whks

Fibber McGee & Molly: T 9:30-10 pm; 23 Oct:
52 wks

Richard Diamond. Private Deteetives F 8-8:30
nm: 5 Oct; 52 wks

Victor 1. Lindlahr; M-F 12:15.30 pm: 17 Sep;
532 wks

Voice of Propheey; Sun 10:30.11 pm; 30 Scp:
52 wks

Just Pldin Rlly M-F 5-5:15 pm; 2t Seps; 52
wks

Front Page Farrell: M.F 3:15-30 pm; 21 Sep:
52 wk«

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

SPONSOR
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Numbers after names
refer to category in
New and Renew:

John Blair (4)
R. D. Buckley (4)
R. E. Eastman (4}
G. J. Higgins (4}
Ed Hochhauser {4}

.




Numbers after names
refer to category in
New and Renew:

Howard Peterson (4)
L. H. Rogers {4)
Owen Saddler (4)
Jim Yerian (4)
S. K. Ellis, Jr.  (5)

3. New Natior

New and reunciwe 24 Septewmber 1951

wil Spot Radio Busiuness

SPONSOR

& Co

Philip Meorris
Motorela Ceo
National Carbon Ceo

Norwich Pharmaecal

Co

PRODUCT AGENCY

STATIONS-MARKET

CAMPAIGN, start, duration

(N. Y.))

spul Cigarettes Biow (N, V.) Test wkits l.min anvemts; 1 Octy 13
whs
TV, radio sets Rothranffi & Ryan 81 mkis 1-min  anncuats; 21 Oet; o
(N. YO whs
Prestone  anti- William Esty (N. Y.) 100 mhis 6-sce weather tie-sins; Sept to
freeze 31 Dee
Pepto-Bismaol Benton & Bowles addtl 50 wkts Aunemts; 21 Sep; 13 wks

4. National B

NAME

roadceast Sales Executives

FORMER AFFILIATION

NEW AFFILIATION

Auron Bechwith
Jolm Blair
William C, Brearley
Richard D. Bueckley

Jim Callaway

Chureh Jr

Eastman

Arthnr B.
Robert E.
Gorlon Gray

Roy W. Hall

George J. Higsins
Ldward tltochh

Robert F. Ihiand
Nona Kirby
Ernest I'. Oliver
Howard Peterson

Jack Peteesou

Riehard A, R, Pinkbam

L. 11, Rozers
Owen Saddler

Dan Schmidi

William Shaw
T. R. Shearee
Jim Yerian

WAGE, Syracuse, comml mgr

John Blair & Co, Chi., pres

WOR, N. Y, acet exec

John Blair & Co, N. Y., vp, N. Y. office
mgr

WRAP-TY, Fit. Worth, newsrce]l editor

WBBM. Chi.,, member sls siaff

John Blair & Co. N. Y., acet exee

WIR, Detroit; WGAR, Cleve.; KMPC,
L. A, (Gray heads N. Y, sls, sve office
for thesc stns)

CBS Radio Sales,
sls  staff

KMBC, K. C., Mo., sls vp

Muzak Corp, N. Y. (Associated Program
Service div), ficld represcentative

WBBM, Chi, member local sl staff

WLAW, Boston, regl sls mgr

WESB, Bradford, Pa., gen sls mgr

KMA, Shenandoah, la., sls mgr

N. Y., acct exce tv

Baenes Chase Co, San Dicgo, radio-tv (lir

N. Y. Herald Tribune, N. Y., eire mgr,
dir

WSAZ.TV, Huntington, W, Va.,, mgr

May Broadeasting (o, She¢nandoah, la.
(KMA, KMTV), zen mgr

WOR.TV, N. Y., member sls staff

CB3S Radio Sales, N. Y., casterun sls mgr

A. €. Nielsen Co, N. Y., vp

Ross €Cleaners. Columbus, pub rel dir

United Televicdion Programs, N, Y., gen sls mgr
Same, chairman of beard

Hollingbery, N. Y., menmber sls staff

Same, pres

Brown Radio Prodnections, St. L., handle Ralston-
Purina adv

KMBC, Kansas City, Mo.,, member prog sls ectaff

Same, vp, N, Y. sls mgr

Same, alvo vp

WCCO, Mnpls., sls mgr
Sawne, vp, managing dir
Same, sls mgr

KMOX, %t, L., asst to gen mgr

Sawme, gen sls mgr

WDOS, Oneonta, N. Y,, stn mgr

May Broadecasting Co, Shenandoah, la,
KMTV), sls vp

Hollingbery, N. Y., member sls siaff

ABC-TV, N. Y,, planning mer

(KM4,

WSAZ, WSAZSTY, gen mgr
Same, also exec vp

CBS Radio Network, N. Y., acet exec

KNX, L. A, gen wmgr

Same, also head sls. sve Nielsen radio-tv indexes
WRXS, Colnmbns, prom dir

5. Spousor Persounel Ghanges

NAME
Stanley M. Abrams
I". F. Bensen Jr

Shevmran b, Elis Jr

J. N, Rager

FORMER AFFILIATION
Ewvierson Radio & Phonegraph Corp, N, Y.,
TV sls wgr
Canada Dry Ginger Ale
mzr license dept adv
Duane Joues, N Y, acet exce

Ine, N. Y., as<t adw

Frwin, Waser & Co, N, Y.

NEW AFFILIATION

Same, acting sk iy

Same, ady mgp

General Foods Corp. N, Y. (Maxwell Honse div),
prod mgr for Sanka, Instant Sanka. Kaflce Hap
Simoniz Co, Chi., asst adv wgr

G. New Agency Appointwments

SPONSOR
Vinericaan Sewentifie
Larcolene Co, Boston

Buckeve Brewing Co, 8
Peter Fox Brewiug Co,

Howard Food Products Co, North Andoser, Mass,

Tene Sates Corp, N Y.

Life
Paper

Mintual
Peavey

Ramtjeld & N Y.

Reliable 1

Co,

Alexander Sinith Ine, Y

Laboratorices, Madivon, Wis,

Tesaranee Co of New Yorko VY)Y,

Mills, Lady«mith,

acking Co, C
Dean Ross Piane Stodios, N, Y.

Animal biologies

Barcolene all-purpo~e cleaner

Buckeye beer
Fox dehuse beer
Mayonnaisc

oledo

Chi.

Jene howme permaticnl wase

Lifc inswrance firm

White Sail tissue

Wis.

Danish chreses
hi, Realite sbhortening
Piano plaving conr-es

onkers, N, Y. Rug mannfacturer

1r, vith Shee Co, Chi. Shoe mannfactnrer
Stegmaier Brewing Co, Wilkec.Barre Gold Medal beer
Wivconsin-Michigan Steamship Co, Milwankee Freight-passenger

FRODUET {or service)

transportalion

AGENCY

Arthur Towel, Madison
Ingalls-Miniter Co, Boston

W. B. Doner & Co. Beiroit
Fleteher D, Richards, Chi.
Danict F. Sullivan Ceo, Baston
Sherwin Robert Rodgers

ciates, N. Y,

Benton & Bowles, N Y,
Maxwel, $St. L.: Gordon-Marshall

and  Asso-

Ince, 5t. L. (White Sail tisane
ady)
Gordon Baird Associates, N. Y.
Sidney Clayton & Associatex, Chi,

R. T, OCounell Co, N. Y.

J. Walter Thowpson, N. Y.
Price, Robinson & Frank, Chi
MacManus, John & Adams, N, Y,
Arthar Mceyerhoff & (o, Chi,




ow wide Should
15 Mincles be7
b inchas? (0 inchag?

MICROGROOVE transcriptions give you

15-minute programs on 10-inch records—

save space, trouble, money!

Now —full 15-minute broadcast transcriptions

only 10 inches wide—through the miracle of

MICROGROOVE! Columbia cuts the record size—cuts

the cost amazingly—as actual case histories testify!

& Mierogrooie Mdvantages

o Cuts costs . . . as much as half!

e Smaller disc . .. full 15-minute program!
e Big savings on packing and shipping costs!
e Easier handling and storage!

e Famous Columbia quality throughout!

CASE HISTORY f2* W=
See How One Client Saved 45%!
(52 Weeks—65 Stations)

old 16" new 10"
i Microgroove
_;——-

Transcription
e i——

CALL,

PHONE

Lk OR WRITE:

: 680.00
Processing. v« =" ¢ 5‘;1098.00
Pressings Y 456.30

P“"‘i'_‘g : 3,092.70
Shipping.- iam: == " »
$15,327.00

$ 5,327.00
8,506.82

$3,120.00
4,056.00
289.52
1,041.30

e ——————————
e e ————

 $8,506.82

=45%

'COLUMBIA /J)f;spgt/" TRANSCRIPTIONS

Los Angeles—8723 Alden Drive, BRadshaw 2-5411 + New York—799 Seventh Ave., Clrcle 5-7300 + Chicago—410 North Michigan Ave., WHitehall 4-6000
Trade Marks **Columbia,’’ *Masterworks,”” @D, @ Reg. U.S. Pat. Off. Marcas Registradas

$ 6,820.18 Savings per year
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Mister PLUS

shows what to do
Io have your cake |
and eat it too...




Simply reach more radio listeners
at half the cost...and do what you

please with the savings.
Simply? Yes—on Mutual.

The average Sunday afternoon pro-
gram on the Mutual Network (up
to 7 p.m.) regularly delivers half a
million more listeners than the four-
network-average evening program
all week—at 52% of the four-network-

average evening time cost.

With an average audience of over

8,800,000 a week, you take the cake.

And with an average saving of over

$4.800 a week, 1t’s yours to eat, too.

Why not help yourself to a slice of

Sunday afternoon on Mutual ?

REIITRIAE

the diffrence is MUTDAL
i’ ol i : i - o

Homes Reoched Data: NRI, Oct., “50-Apr., “S(. Listeners per Set Data; ARB, Feb., 51,

The

Mutual
Broadcasting
System

PE 6-9600 - NEW YORK 18, N, Y,

WH 4-5060 - CHICAGO 11, Ilt,



With gamecock
action we are
winning sales battles
right in the heart of

&1,
the richer-than-ever/,;,_)(

Carolina Piedmont "— 7. .-
(Spartanburg-Greenville) Area.

And, at the same time, we are
delivering the largest Iistening
audience on any station Iin
the area'!* W SPA personalities
— Jane Dalton, Farmer Gray.
Cousin Bud, Ed McGrath,

Ace Rickenbacker — plus smart
programming and the greatest CBS
shows are responsible for that!

*BMB Report No. 2.

*
Represented By
John Blair & Co.
Harry E. Cummings

Southeastern Representative

No. 1 CBS Station For
The Spartanburg- Greenville Market

*

Roger A. Shaffer
Managing Director

Guy Vaughan, Jr.
Sales Manager

5,000 WATTS 950 KC

South Carolina’s Oldest Station

SPARTANBURG, S.C.
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New developments on SPONSOR stories

e - '

seaturep on WLS
JUNE 184 thre JUNE 22 g ——
4rm 415 PMm

'l

i

Glenn Snyder, WLS gen. mar. (r.) talks shop with merchandising plan sponsor

See: **Now big-city stations swing to mer-
chandising™
Issue: 13 August 1951. p. 25
o) 0 Sul)jec(: Aggressive radio stations give spon-
sors that something extra with
{ point-of-sale displays

Advertisers are now getting more aggressive station merchandising
aid at the point-of-sale. And at merchandising-minded WLS in Chi-
cago this summer saw the launching of a special food store plan.
From 4 June to 15 September the station broadcast Hello, Home-
makers, a 15-minute housewives” show. Seven chain store groups
sponsored the program in turn for a two-week period at no actual
cost to them. During their participation they used Hello Homewmnakers
for whatever purpose they wished. In return, the stores cooperated
in point-of-sale plugging of food products advertised on WLS.

WLS strengthened the sales barrage with these extras: daily plugs
on National Barn Dance, and WLS Feature Foods’ Martha and Helen.
Under this summer plan there was a three-way benefit: the WLS
advertiser’s product was pushed in 2,024 stores; chains cashed in on
increased store traffic; WLS made friends in the important food
industry.

Advertiser reaction has been enthusiastic since SPONSOR first re-
ported on the plan. National Tea Company of Chicago reported.
*. . . our World Leadership Sale, sparking WLS-advertised brands.
in cooperation with your station, was one of the most successful sales
and prestige-building promotions we have experienced this year . . .
our promotion with WLS was staged in early June when food sales
are generally on the downgrade. However, the increased sales re-
ported by our company for this period stand as proof positive that
this promotion did pay off regardless of the season or the trend.”

Grocerland Co-Operative, Inc.. with 170 member stores. reported
the WLS merchandising plan acting as a sales stimulant during the
seasonal business decline. Anthony C. Karlos, manager of Grocer-
land Co-Operative, said: “We were amazed at the decided increase in
grocery sales during the WLS promotion for the week allotted us . . .
it was the best volume week we have had for the similar weck
period since July 1916. This is indicative of only one thing. the
promotion you gave us with your excellent radio coverage.”

The plan’s suecess both advertiser and station-wise may lead to its
use on a year- ronnd hasis.

SPONSOR
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IN BALTIMORE

NATIONAL

More top-rated
network radio
shows than any
oth;r Baltimore

station
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LOCAL

Strong local programming
delivers big audiences for

advertisers —

MUSICAL CLOCK
HOLD EVERYTHING
YOUR FRIENDLY NEIGHBOR
MELODY TIME
GLORIA SWANSON SHOW
ALL STAR PARADE
SPOTLIGHT ON SPORTS

CBS BASIC ¢ 5000 WATTS ® 600 KC » REPRESENTED BY KAYMER |
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WBZ COMES THROUGH FOR
STILL ANOTHER ADVERTISER
IN THE DRUG FIELD!

Recently a maker of hand creams offered That's typical! For drugstore items, as
samples of his product on early morning for so many other types of products, the
participation programs in 20 major markets.  key to sales action in busy New England

Replics cost the advertiser an average of  is WBZ. Get details now from WBZ or

llc cach. On WBZ, the cost was 4c each. Free & Peters.
50,000 WATTS
vic arriiare W B ZL BOSTON
@ W%ﬁn;ﬁom Radia Stations Inc
KDKA - WOWO - KEX - KYW - WBZ - WBZA - WBZ-TV

A National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales

26
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~ Why sponsors are

QU

(nrnme hack to radio

After plunging whole-hog into TV, many national advertisers

are buying back into radio—secking a media balance. Two

typical cases are Hudson Paper and Quaker Oats

I. Hudson Pulp & Paper Corp.

In the fall of 1950 Hudson Pulp & Paper was spend-
ing 60% of its §0600.000-a-year ad budget in spot
radio. The rest went to newspapers. It was then that
Hudson took a close look at TV. began thinking about
the impact that live demonstrations of Hudson napkin
strength and durability would have on housewives. In
December, 1950 the firm took its TV plunge. tning up
30 CBS-TV stations for a network show—Bride &
Groom. The twiee-weekly, 15-minute teleeastings of
weddings taking place shot a house-sized hole in Hud-
son’s hudget. Only three out of 38 radio stations sur-
vived the readjustment. But came spring. 1951, and
one of Hudson’s periodic gimmick promotions wax
launched. This one. an offer of a set of Hudson nap-
kins free on request, was trumpeted via all Hudson
air shows. The seven Hudson radio stations (four
were added between January and June, 19511 turned
up such terrific mail responses that Hudson did a
double-take. The firm is keeping its TV show, bui

plans to buy baek its entire pre-TV spot radio schedule.

For full-length story, see next page }

24 SEPTEMBER 1951

2. Quaker OQats Company

\fter 20 =olid vears of network radio sponsorship.
Quaker Oats Company of Chicago last fall suddenly
began cancelling out its four radio shows and started
bankrolling four TV programs. It looked as though
the Windy City’s AM stalwart was deserting radio
after a long and happy marriage. This fall. though.
the multi-millionaire Quaker gentleman has had a
change of heart. The sponsor is still romancing TV,
but it’s also returned to radio with a lineup of four
shows. Man on the Farm, Challenge of the Yukon,
Answer Man, and Breakfast Gang. On T\, it continues
with Gabby Hayes Show. Gabby [llaves Movies, Zoo
Parade and Garry Moore Show. Pixplains Charles
White, public relations director for Quaker: “We
haven't lost faith in radio. It’s just that we started last
vear diverting radio money into TV, in order to hegin
exploiting TV’s terrific impact. Bul currently. we've
scemingh reached our saturation point in TV <pend-
ing, and are ploughing into radio again. We think

that radio and television are both good selling media.”

Full-length story appears on page 30 }

27



peeferd sized advertiser to embrace
TV—if this means emasculating a long-
standing and highly successful radio
schedule?

One such advertiser, Hudson Pulp &
Paper Corp., made its own acid test
and decided it wasn’t. This is the sto-
ry behind Hudson’s return to spot ra-
dio.

About a year ago Hudson (at press-
time seeking a new ad agency to re-
place Duane Jones, Inc.) became firm-
ly convinced that network TV had just
what was needed to sell the company’s
line of paper napkins. Their reasoning
ran somewhat like this:

1. We can still get a decent show
and time slol now, but if we wait, who
knows?

2. TV has a 459 saturation in the
market area where our napkins are
sold, much higher than the national
average.

3. Paper napkins are mainly used
by citv-folk-—just the audience reached
by TV,

4. On television we can actually
demonstrate the quality of Hudson
napkins: their strength. softness, and
power of absorption.

There was only one hitch. It would

"Bride & Groom," twice-weekly on CBS-TV,

uy

<

Tremendous mail response to offer, as show
left, convinced Hudson radio retains its pul’
ing power; firm is re-buying soot cchedul



dson paper:

require over half of Hudson’s $600,000
ad budget to swing such a network
show, even though the line-up was lim-
ited to 30 stations east of the Mississip-
pi. Where would the money come
from?

In the fall of 1950 Hudson had 80%¢
of its advertising money in radio, the
remaining 20 in newspapers. New
Eugland and the Middle-Atlautic states
were saturated by 38 stations, most
carrying an average of four announce-

ments per weck. Programs were used
in New York. John Gambling over

WOR; in Philadelphia, Leroy Miller
over WFIL; in Baltimore, news on
WEFBR; in Washington, D. C., news on
WRC. The shows were helping Hud-
son to do twice the combined business
of all its competitors in many of the
Hudson markets.

Despite net sales of $22.763.199 dur-
ing fiscal 1950 (year ended 31 August
1950), Hudson felt it couldn’t afford
a greatly increased ad budget. There
was only one other place to get the
money—{rom the newspaper and radio
schedules. By January 1951 only three
radio stations out of the original 38
were still on the Hudson payroll. Al
but two of the 33 newspapers were

dropped.

ppeal to attract housewives. Napkin commercials dovetail with demonstrations

Hudson dropped most of its spot radio to buy

inte network TV. But after an epochal mail-pull

test, firm is buying back its AM schedule

On 25 January 1951 the company
unveiled its TV show for the first time.
It was Bride & Groom, m.c.’d by John
Nelson on Tuesdays and Thursdays
from 3:15 to 3:30 p.n. over a 30-sta-
tion CBS-TV hook-up. What Hudson
actually did was to adapt the already
successful five-year-old radio show,
Bride & Groom, to television.

Beginuing with an interview of the
couple to be married, the TV version

shows the wedding ceremony taking

place: then winds up with a few wordx
of advice from an elderly couple mar-
ried 50 years. There’s a strong give-
away angle to the program too. Wed-
ding rings, gowns. clothing, appliances,
and a complete honeymoon are show-
ered on the newly-weds.

During the spring of 1951 Hudson
paper napkin promotion was restricted
to the TV program, the small group of
radio stations which had survived the
economy drive. plus four other stations
added since 1 January. It was in May
that the company decided on a dra-
matic giveaway gimmick to perk up
sales. Gimmicks were nothing new 1o
Hudson— housewives in Detroit. Al-
bany. Schenectady, Troy. and Harris-
burg had in the past been offered a
dollar hill for a set of box-tops from

five items in the Hudzon line.

For this offer, however, the com-
pany resolved to hand out, free, 1,000.-
000 packages of napkine. And they
planned to spread the word as far as
possible by putting all of their broad-
cast advertising behind the offer. This
is what Hudson hoped to accomplish
with the mammoth giveaway, accord-
ing to admanager Richard C. Staelin:

“1. We wanted to broaden our sales
base. We're not even close to reaching
the full sales potential for paper nap-
kins.

2. We wanted people to sample our
fancier types of napkins—guest, rain-
bow, and damask napkins-—so they'd
‘tracde-up’ the line.

*3. Here was a good chance for us
to build goodwill among consumers.

“4. The offer would inerease dis-
tributor <ales and profits, since we
planned to pay them up to 3¢ per
package profit plus 2¢ for handling.
“5. We also wanted to see how well
our advertising media were doing; not
necessarily low radio and TV com-
pared, but how each individual pro-
gram was actually performing.”

On 7 June viewers of Bride & Groom
over each of the 30 CBS-TV stations

(Please turn to page 04)

- Ad Maunager
Richaed C. Staelin.,

Hudson Pulp & Paper

Sinee Dick Staelin took over advertising at Hndson 20
December 1949, the firm’s ad bodget has jumped from
$225,000 a vear to over $700.000. Staclin hasx been
with the paper firm for four years, began as New York
division sales manager after leaving Groeery Store Prod-
uels Co., where he was advertising manager. An active
sportsman, Staelin is seventh ranking national amateur
badminion player.

He alo plays golf and teunis.
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W hen thai colossus of the

cereal-pancake flour-and-

animal food industry,
Quaker Qats Company of Chicago.
started gobbling up TV shows last fall,
the Cassandras along Michigan Boule-
vard znd Madison Avenue predicted it
was the beginning of the end of its ra-
dio sponsorship. The calamiiy-howlers
forecast that the advertiser’s two cele-
brated product symbols—the benevo-
lent gentleman in Quaker garb. and the
Lenign pancake flipper. Aunt Jemima

-would no longer peddle their wares
on radio. as they had for 20 years at
an expense of over £25,000,000.

At first. it seemed as though radio’s
breast beaters were grimly accurate. In
fairly short order. the Quaker Oais
Company picked up the tab for the
Sundav half-hour Gabby Hayes Show
on NBC-TV: 15 minutes of Gabby
Hayes Movies running Monday and
Friday on NBC-TV; the Sunday half-
hour Zoo Parade on NBC-TV; and a
15-minute Tuesday and Thursdav seg-
ment of the Garry Moore Show on
CBS-TV.

Almost with the same speed as it

shoots its puffed rice through guns.
(Quaker Oats cancelled out of the radio
shows Roy Rogers on Mutual; Quick
as @ Flash on ABC: The Lou Childre
Show on CBS: and Grady Cole and
the Johuston Family on CBS.

Clearly. the criers of doom said,
Quaker Oats was disenchanted with
radio forever. TV, you know, is the
coming thing. They're smart in get-
ting in on the ground floor,

This fall, now that the cannon smoke
is cleared, it turns out that the Cassan-
dras were weeping i their cocktails
needlessly. Quaker is still continuing
its impressive TV schedule (except
that the Tuesday segment of the Gar-
ry Moove Show is dropped). But it's
also displaying faith in radio by add-
ing a half-hour sponsorship to its cur-
rently scheduled 30-minute Man on the
Farm on Mutual this October; also
this October adding a half-hour Tues-
day sponsorship to its 30 minutes of
Challenge of the Yukon each Thurs-
day and Sundav on Mutual; and this
month it begins bankrolling. too. the
I15-minute Answer Man Monday, Wed-
nesday. and Friday on 15 stations of

Two shows out of Quaker’s 21-year radio history

1934: Sultan of Swat drew bambino fans on  1937: Family audience howled at antics

"Babe Ruth's Boys' Club,” NBC on Quaker's 'Kaltenmeyer's Kindergarten"

Company’s sponsorship record reads
likke a hiistory of radio. Now in network
TV. it resumes extensive AM schedule

the Don Lee Network: and the 15-
minute Breakfast Gang Tuesday and
Thursday on 45 stations of the Don
Lee Network.

What's responsible for Quaker’s
blow-hot, blow-cold changes in air ad-
vertising strategy? Charles E. White,
public relations director for the multi-
million-dollar Chicago titan, explained
it to SPONSOR this way:

“We haven't lost faith in radio. It's
just that we started last year divert-
ing radio money into TV, in order to
begin exploiting TV's terrific visual
immpact. But currently. we've seeming-
ly reached our saturation point in TV
spending, and are ploughing into radio
again. We have no measuring stick
on the relationship of air advertising
to the growth of sales for any specific
products. However, on the basis of
21 years experience on the air, we
think that radio and television are both
very excellent selling media.”

Quaker’s cannyv advertising director,.
Donald B. Douglas. who began with
the company in 1914 as a grain sam-
pler. is reluctant to release figures on
the Quaker advertising outlay. How-

e el




ever, other sources show it’s plenty.

Last year, according to {’ublishers
Information Bureau, Quaker spent over
$4,746,000 in advertising—%$2,537,000
for radio. 350,000 for TV. $1.119.000
for slick and farm wmagazines, and
$738,000 for Sunday supplements. Ac-
tually, since PIB gives only time and
not talent costs. the sponsor’s radio and
TV outlay was much greater. SPONSOR
estimates Quaker last year spent over
$3.000,000 for radio and over $1.000,-
000 for TV.

Since Quaker only began buying in-
to TV last October. naturally its expen-
ditures this year show a reversal. Ac-
cording to PIB (again counting only
time. and not talent costs). Quaker
during the first six months of 1951
spent a total of $2.603.081 on adver-
tising—$1,138,000 in TV, over $604,-
000 in radio, $687,800 in magazines,
$173.000 in Sunday supplements. Tak-
ing into consideration its new radio
acquisitions and counting both time
and talent. SPONSOR estimates that dur-
ing the next 12 months Quaker will
spend over $2,500,000 in TV and over
£1.500.000 in radio.

It’s hard to get a clear picture of
Quaker’s competitive status, because it
has so many ironz n the fire of indus-
try. Most people associate Quaker Oats
with oatmeal, the company’s original
product. But the name is now connect-
ed with more than 200 different prod-
ucts. ranging from Pettijohns Rolled
Wheat to Smith’s Best Enriched Flour.
While some Quaker brands are market-
ed regionally, its leading brand nanes
are distributed nationallv—Quaker ce-
reals and grain. Aunt Jemima readyv-
mixes, pancake flour and corn oil. Ful-
O-Pep livestock and poultry feeds.

(Please turn to page 70)

Ad Manager
Donald RB.
Douglas,

1| TE T
,

-

Ad Manager Donald B. Douglas be-
gan with Quaker as a grain sampler
in 1914, and worked up through the
sales force, from pavement-pounder
to Assistant Sales Manager. Born 27
September, 1892, Cedar Ruapids, la.,
he graduated Prineeton (elass of
1914). llis father, James Ilenderson
Douglas, was Quaker’s lst viee-pres-
ident. lle has home in Lake Forest,
Hl.; lhas two sons, one a doector.

Qual:er Oats
Company

Quaker comes back strong with four AVM shows

55

Don Lee "Breakfast Gang' hits family dining "Answer Man" snags quiz game addicfsr

- GNPy

""Man on Farm'' gets hoosier hen breeders MBS “Challenge of Yukon" sells to small fry

Qualker is also continuing four TV programs

| 8f  hid A BN o ‘e
Cowboy yarn-spinner on "Gabby Hayes Show," "Gabby Hayes Films,"” lures kiddies, papas

— - \/. e ..7 A i ! ‘ ’*
NBC "Zoo Parade' draws 60 adult fans. CBS "Garry Moore Show” woos whole family
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Key (o TV cosi-cutlting: Planning productions far in advance of air date

I. NBC-TY Cost Estimator William
Hunt will figure latest prices on
"Gabby Hayes Show" TV essentials.
Then, costs can be trimmed if too high

2. Production Assistant Alice Mid-

dleton must guard against money
wastes through accidental oversights
in production details of Quaker show

3. Scenic Designer Richard Senie's
job is to plan sets within show's bud-
get, be on hand to cut them down
if budget begins to run over limit

£, NBC-TV Producer-Director Vincent
J. Donehue is the key figure. He
must decide just where cuts must be
made., Others help to decide just how

3. Costume Designer Jocelyn may
have to simplify, or change costumes
to meet show's budget limits if they
prove too expensive, or too scarce

6. NBC-TV Production Co-ordinator
William Hawley links the Gabby
Hayes series to the TV supply serv-
ices, always watches for cost errors

Vhat TV has learned about economy

Yon can’t do a ithing about spiralling time costs.

But here's the way to save materially on production expenses



With miniature sets, “Studio One" staffs
eliminate unnecessary details, costly frills

In the early days of big-time
TV. few video sponsors knew
what a show was going to
cost until after it had been telecast and
the bills paid. TV was “experimental.”
Agencies and advertisers felt their way
along: rarely gave a hoot about costs.

Those days are gone. During the
past two years. everyone connected
with video advertising has been pain-
fully aware that TV program costs have
skyrocketed. Production hudgets have
priced themselves right out of a sizable
amount of the advertising market. Ad
agencies have lost leading accounts to
other ad agencies when TV’s big price
tags forced an unduly-large amount of
client criticism. Evervone today is
cost-conscious.

Almost everyone. that is. SPONsOR

editors surveyed program costs. in pre-
paring this report, and discovered that.
although many TV ad agencies and
producers pay lip service to cost-cul-
ting. about one out of five TV shows
occasionally or regularly goes over iis
video program budget. Chief reason:
instead of getting a dollar’s worth of
value out of their production dollar,
they operate wastefully so that their
production dollar is cut down to as
low as 50¢ in actual value.

The shows in this unhappy bracket
are actually mufling the one good
chance remaining to cut TV costs. The
total price tag on a TV show is com-
posed of many fixed costs, such as time
charges. enginecring costs, and re-
hearsal prices. It’s only in the area of
production costs  (talent,
props. etc.) that cost-cutting can he

stenery.
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Saving costly stagehand time follows pre-

practiced. You'd think most agencies
would concentrate their economy drives
here. Many of them don't.

Unconsciously. or sometimes delib-
crately. many agencies and advertisers
are still wasting money in TV produc-
tron. Just look at a few recent exam-
ples. compited by sroxsor from inter-
views with network produetion person-
nel closelvy acquainted with a wide
range of TV shows.

For instance. a leading drug chient
paid a visit to the studio where his TV
show is done every week. He wandered

[BS SCHEDULE
FOR TELEVISION PRODUCTION

General Foods and G-E, both Y&R clients, cut
check of prop sizes, allows better planning TV expenses by sharing a single kitchen set

around the set, looked at the scuffed
arms of chairs, the chipped places on
tables. Then. he blew his top. No TV
show of his would be seen in living
rooms using furniture like that. he in-
sisted.

[n vam, the network director tried
to explain that the set looked perfect-
ly good on the monitors and TV
screens. and that it had been obtained
inexpensively out of “stock.” The ch-
ent insisted. The old furniture was
hauled out. New furniture was rent-

(Please turn to page 33)

To read chart: Start from left {airtime} and read back to see how many steps you need
in preparing shows. Some steps start over two weeks before program is ready for broadcast
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Are networks

encroachime on spot radio?

Yes. says spokesman for the reps

~—— —

“There's no doubt about it—net-
works are definitely beginning to
move in on spot radio, and to
compete with radio stations for
the spot radio advertising dollar.
Since the average radio station
draws the majority of its profits
from the szale of spot radio programs
and announcements, both to na-
tional and local advertisers, recent
network plans to
sell announce-
ment-type commer-
cials in  network
programs will surely
reduce station spot
income. Also, other
network plans to air
programs in station
time, to build net-
works out of a
handful of stations,
and to operate
taped ‘networl’
show schedules will
further reduce sta-
tion spot revenue.
Most of these plans of the net-
works are cominz on the heels of
unequal network rate cuts, which
reduce, without just cause, the
radio rates of stations in non-TV
areas. If these practices are pur-
sued, networks will find that they
are undermining the whole struc-
ture of network radio in order to
make a few extra dollars.”
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NARTSIE 's ji. BB, Grabhorn
Former ABC v.p. leads reps’ protest
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Just making AM **flexible,” nets say

Charles T. Ayres, Vice President for
Radio Sales, American Broadcasting Co.

"The American Broadcasting Company is not
selling spot radio advertising on a network
basis, but under our 'Pyramid Plan,’ we are
offering participations in proved programs to
one or more advertisers. There is nothing new
in this form of advertising, either in radio or
in the printed media fields. [+ is simply a
means of permitting advertisers to participate
in one or more solidly worthwhile programs
without necessarily assuming the entire cost.”

Johmn J. Karol, Vice President in charge
of Metwork Sales, CBS Radio Division.

"Much of radio's history shows that advertisers
who have started out in spot radio have even-
tually grown to the point where they feel that
network radio serves their purposes. CBS is
NOT in competition with its affiliates for the
spot radio dollar. What we ARE doing is in-
creasing the flexibility of network radio, as we
know it, with such projects as our 'Red Skelton
Show' which is now available to many sponsors.”

Adolf N. Hult, Vice President in charge
of Sales, Mutual Broadcasting System.

"At the time SPONSOR was going to press,
this was one of several major questions sched-
uled for thorough examination at the first meet-
ing of our new Mutual Affiliates Advisory Com-
mittee in New York, [7-18 September. This
subject, while admittedly of vital importance,
must be faced with the realization that radio
has always been a flexible medium, with the ob-
ligation of meeting the needs of advertisers.”

John K. Herbert. NBC Vice Fre-ident
and General Sales Manager for the AM Net.

"NBC has no intention of trying to encroach on
spot radio. Any new network radio sales con-
cepts, such as our Tandem Plan, that we have
fostered, are designed only to strengthen the
medium by making it a more attractive buy for
a potential radio advertiser. These new con-
cepts, such as our 'Tandem Plan,’ that we have
tic approach to contemporary radio problems.”

SPONSOR
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[t was seven years ago, dur-
ing a huddle of NBC afhli-
ates. World War [l was still raging in
Europe and in the Pacific. Newsprint
and paper shortages were curtailing
newspaper and magazine advertising.
Millions in ad dollars were being spent
institutionally in radio. Television,
with its big future and its big financial
headaches, was far away over the post-
war horizon. NBC’s radio web had the
“Standing Room Only” sign nailed to
the door.

An NBC official, very conscious of
the big black figures on the firm's
books and filled with the desire for
great dignity that wealthy firms often
feel, arose with a bright idea.

Why not, he suggested to the NBC
radio affiliates, cut out the commercial
station breaks between evening pro-
grams, except possibly for the break
at the hour mark. Lots more dignity
that way, y'know. Programs could be
run  back-to-back; patriotic critics
wouldn’t complamn that radio was just
something that sold soap and cigarets.

There was a paimed howl from the
affiliates. War or no war. boom or no
hoom. the stations uceded the revenue
from national spot advertising. The
proposal was shouted down.

Change of scene. It is now 19531.
and the shoe is on the other foot. Na-
tional spot billings have shot ahead
from the time of the NBC “dignity”
trial balloon. until they are maiching
dollar-for-dollar the annual $125.000.-
000 in network billings. Network ra-
dio is working hard f()r every sale. and
fighting off the inroads of television at

The question is more than just
academic for advertisers. Involved may be whole

future evolution of AM as a medimmn

the same time. NBC’s radio web has a
lot of sales ushers shouting “lnmmedi-
ate seating!”

Along comes Foote, Cone & Delding
(su our story goes) with a problem all
its own. Lever’s Pepsodent, once a ma-
jor network radio spender, is now look-
ing for something new and cxciting in

radio. It may even look for a new ad
agency. (Pepsodent did. eventually;

found McCann-Erickson. )
looking for new business.

FC&B and NBC got together, and
talked turkey. Soon thereafter, NBC
began sounding out the afliliates with
a new gimmick. The proposal: sell a
series of six-second “identification™ re-
minder aunouncements with the NBC
chimes. in NBC’s own time. This net-
work “spot” deal would bring in an
estimated $0.000.000 amnnually in rev-
enue to the network.

This brought another louder, and
even more pained yell from many NBC
radio affiliates, bolstered this time by
big guns of the station reps and their
own trade association, the National As-
sociation of Radio & Television Station

Enter NBC,

Representatives.  Some stations ap-
proved, but “Foul,” was the general
outery.

Growled NARTSR’s Managing Di-
rector, ex-ABC man Murray Grabhorn:
“The action is simply additional evi-
dence of the networks™ creeping en-
croachment into the spot field. com-
pounding the stations’ problems forced
by the network rate cuts.” NARTSR's
Grabhorn added that this sort of thing
would “eventually destroy the legiti-

(Please turn to page 86)

Four examples of encrouachment?
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ABC followed qunckly with "Pyramid parﬁclpahons on wel

Bab-O's 5-min. news on MBS has conflicted with local new
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“Strike 1t Rich* Wascleared for local station Hma via CE




PART TWO

OF A TWO.PART STORY
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be carelul
on the amr

On TV, the risk of offending
is even greater than

on radio or in the movies

hB® T Dbelieve,” said a  well
% known statesman in 1924,
“the quickest way to kil

broadcasting wonld he to use it for
direct advertising. The reader ol a
newspaper has an option whether he
will read an ad or not. but if a speech
by the President is to be used as the
meat in a sandwich of two patent medi-
cime advertisements there will he no
radio left.”

The well known statesman was Her-
bert Hoover, then Secretary of Com-
merce. llis guess about radio’s future
development was notorionsly bad but
it will serve liere to underscore radio’s
superh capacity to exeite strong views
as to the proper use of radio.  Many
thoughtful  citizens Hoover's
aesthetic repugnance for “direct adver.
tising’”  but is there really anv other
kind?  Fortunatehh for the hroadeast-
ing indusiry, the masses of Americans
not only aceepted bt admired adver-
tising  sponsors. subject only to the

shared

reservation that the sponsors behave
with reasonable decorum.
Suffice that from Hoover's statement

5

to the present, nearly 30 years. theve
has raged an incessant debate. some-
times acute. fometimes mute, on what
was proper and suitable for the air.
Al of these recurring “there ought to
be a law™ or “comething should be
done” uproars directly raised ques.
tions of censorship.  But as time went
on and neither nation nor morals col-
lapsed Lecause of the acting ont on the
air of playvs and novels regularly ana-
Ivzed in high schools and colleges.
something like perspective developed.
Advertisers. broadcasters. politicians.
and the public
It was inereasingly ap-
parent to all but the incurably disap-
proving that many of the radio censor-
ship tempests had been strictly teacup.
This was especially true if the radio
systems  of totalitarian lands  were
borne in mind.  The boundaries of
good taste this side were not hard to
trace unduly upon
either sponsor or program producer.

clubwomen. erities.

calnmed down.

nor restrictive
\s for station licensees. il they lacked
native intelligence sufficient to correct-
Iy judge what was or what wa~ not

Old films must be edited for TV. This scene from "It Happened One Night'" would hardly get by

within the public interest. then they
lacked the compelenece. as  Anning
Prall of the FCC pointed out. to be
licensed in the first instance.

Sex of course has heen a main taboo.
The alliance of church and family at
the level of conservative reticence has
prevailed.  Once in the midst of the
depression, rome stations in New York

IS BROADCASTING TESTIMONY PROPER?
. ¢

IN



dared risk one taboo, took the ad-
vertising of a contraceptive item called
Birconjel. It took the machinery of
ecclesiastical opposition about 10 days
to make itself effective, forcing this
product ofl the air.

American censorship as it applies
to organized media can be drawn as a
pyramid. The broader the base. the
stricter the "“mores.” The narrower the
audience on the rising peak of the pyra-
mid, the freer the content. Radio and
movies directly impacted the masses
with their family-type, smalltown-type
“respectability.” Here the idcal of
wholesomeness was dominant. Once
when a single movie. “The Cockeyed
World.” attempted to exploit outright
bawdiness the results were both (1)
big at the box oftice and (2) big at
the court of public opinton. That abuse
of the screen saddled Hollywood for-
ever afterwards with the Legion of
Decency.

Printed as against spoken media
have always tended to enjoy greater
liberty. Newspapers could smear sin,
gin, lovenest, and lust all over page
one. but radio couldn’t even hint these
things. Magazines were able to fea-
ture delinquency. discuss birth con-
trol. dramatize 1many an intimacy
problem that was wholly barred to the
verbal radio. Even higher up the pyra-
mid of audience in the sophisticated
literary world the principle held true.
The spoken stage play was more cir-
cumspect by necessity than the printed
novel consumed, =olo, in privacy.

On present information it would ap-
pear that television, partly visual and
partly aural, will come into the censor-
ship pyramid near to. but probabhly
higher than, radio and movies. It may
be, as some believe, a more “adult”

TV iutroduces new self-censorvship anxieties
i.

2
-'e

Television, a uew advertising medinm, introdunces and creates
new details, applications and challenges in censorship.

Neither the Radio Code, nor the Motion Pictnre Code are, in
themselves, fully applicable to TV, nor fully proteet sponsor

While some television censorship hazards are already known,
and henee can be gunarded against, the businessman needs to
understand that many embarrassments are vet to happen.

By adding “sight” to “sonnd’ (showing instead of desecrib-

ing, doing instead of suggesting) TV automatically widens
the range of risk of offending.

Civil libertarians argune that manv tentative nses of TV eam-
eras invade “‘privacy” and punish people unfairly,

Old movies revived for television, are charged with re-per-
petratiug old offenses in *‘racial stereotyping”

Sophisticated New York she-emecees aud toreh singers are
I 4
represented as lowering female modesty by their TV attire.

Off-color gags, swish routines, eity humor hits the small
towns aand suburbs with unpleasant impacet, focussing reae-

tion upon certain enlertainers

and their spousors

medium by inherent nature, or it may
have appeared in a more “adult,” less
squeamish, America. Two world wars
with their attendant travel and ferment
churned old habits and attitudes.

True, churchmen and others have
already sounded warnings to televi-
sion. True, too, in certain states tan-
gible political action has heen under-
taken with a view to extending film
censorship to cover television. An ap-
palling prospect lies hidden in these
proposals which have been held in
abeyance by court injunction. Any
national advertiser will be quick to
appreciate the disastrous complications
and added expenses to a national tele-
vision program should it be subjected
to “Board of Review” supervision and
approval in any considerable number
of individual states, or in any one.

Going on the experience of book
publishers, movie makers, and radio
broadcasters, the three groups most
badgered in this century by official
censorship. television can certainly an-
ticipate attacks. By the same logic the
industry will be well counselled not to
knuckle under and accept outside au-
thority. But self-policing will be neces-

sary. [lashes of danger have already
lighted up the horizon. Be thou
warned.

Old films edited for TV are aiready
deleting certain types of scenes ordi-
narily barred on the radio, the radio
pattern being the general pattern of
TV. In “That Uncertain Feeling” a
sequence in which Melvyn Douglas was
to slap Merle Oberon publicly as a con-
dition of an arranged divorce had the

(Please turn to page 16)
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I. Why sponsors use warket tests 2. How to piek a wmarket

e To measure the degree of consumer acceptance for a new
product.

e Sales boundaries of the market should be well-defined;
this eliminates the suburbs of large cities where there's

"spill-over” { th 1 lis itself.
o To discover which appeal of several sells a product best. AL ST DA A

® The same media should be available in the test market as

e To find out which advertising medium is best suited to will be used in the full-scale national campaign.

promote a product on a large scale.

e Each city should have enough diversified industry of its
own so that a strike or shutdown at one plant won't throw
consumer buying completely out of kilter.

® To determine the most efficient use of a medium for the
sponsor's particular product. In the case of radio—to test
station breaks against participations or programs; or early

morning disk jockeys vs. afternoon women's programs. e The cities should represent a cross-section of American

markets: including a 'miniature" metropolitan city, a
medium-sized industrially-independent city, a rural center
whose consumers can represent nearby rural areas. |If
national distribution is planned, cities should also be
spotted according to various regions, thereby allowing
for sectional preferences.

e To try out a range of prices or package sizes, thereby dis-
covering the optimum cembination of price and package.
(Only one or the other can be tested in a single test.)

e By matching different merchandising techniques, to find
out which point-of-sale approach sells the product best.

For example: as between couponing; door-to-door sam- ® A way of collecting sales data should either be available

pling; store sampling; "one-cent' sales.

or capable of being set up with reasonable effort.

B

How sponsors chart sales

i

pectancy via market tests

What Lloyd’s of London can’t do for you, testing can—Dby providing

insurance against costly producet or promotion blunders

6" 7 You probably eouldn’t af-
éidicid ford to pay the premium if
you got Lloyd’s of London to insure
the success of your next air campaign,
but there is another form of sales in-
surance which has heen finding in-
creasing favor among advertisers dur-
ing the past decade  market (or area)
lesting

\dvertisers have been using some
kind of testing as far back as the time
when the hoss's secretary constituted a
con~umer panel of one—charged with
the decision on whether or not the new
product package had oomph: or with

38

the burning question ol whether the
company’s radio announcer had a voiee
that would make women sigh and lit-
tle children grow reflective.

But the modern way of testing the
public’s response 10 a product or its
advertising  involves literally thou-
sands- —even millions—of people  sit-
ting in judgment. Tests in as many
as four cities, trial advertising in two
ty pes of media, questionnairing by doz-
ens of trained specialists, analysis by
high-priced rescarch minds may he
marshalled.

To guide national or regional ad-

vertisers who may have been consider-
ing such highly complex market tests,
SsPONSOR has interviewed leading re-
searchers, advertisers, and agencies.
Here, then. is their composite advice
on the actual operation of a market
test—especially where the twin media
tools of radio and TV are used.
First, consider what kinds of com-
panies are market testing products via
radio or TV to get an idea of where
vour firm might fit in. A SPONSOR sur-
vey uncovered this sampling of tests
run during the past five months:
Bristol-Mvers is trying out “Mum

SPONSOR




3. How to buy time for the test

o AN stations should have about the same "listener loyalty"

in their own cities. This rules out matching a powerful
network station in one market against a much smaller
independent station in another market.

Test stations should not be in the shadow of a very strong
neighbor. This makes listening to the local station hard
fo predict, introduces another variable.

A test station should not be carrying advertising for a
rival product—unless all test stations are doing so. And if
a competing station in one test market is carrying a pro-
gram for a competing product, the same should be true
in all test markets. Unequal advertising competition
makes accurate sales measurement more difficult.

Aside from the foregoing precautions all other princi-
ples ordinarily quiding the sponsor's choice of station,

4. Pitfalls to aveid

Trying to test more than one thing at a time instead of
concentrating on a single probiem.

Doing things in the test market which would not or could
not be done nationally.

Failing to use a medium the same way in all markets. In
the case of radio, using programs vs. announcements, live
vs. transcribed commercials, and so on. (This doesn't ap-
ply, of course, to cases where how to use the medium
is itself being tested.)

Using the regular sales force to keep track of retail sales.
Besides tipping off competitors immediately, this frequent-
ly introduces an optimistic bias, since a salesman prefers
to "look good."”

Interpreting the results of a market test solely on the
basis of the test item's sales showing. The entire product
category may have turned hand-springs during the test
in a particular town; test product sales must be viewed in

time, and program apply.

Lotion,” a new deodorant. using spot
radio in the Southwest. Perfect Foods
has gone to a New England city to test
its “Trjtzels,” “Chipzels,” and “Sweet-
zels”~—spot radio’s the test medium. A
Cleveland outfit, Forest City Products.
is winding up a six-week TV test for its
foot aids. Olympic Distributors of Los
Angeles recently finished a 30-day test
for “Nids Chlorophyl Tablets” in San
Diego, where they used 20-second and
one-minute TV spots. The Jetron Com-
pany of Milwaukee test-promoted their
new “Dust Free” silicone polish; used
radio and TV in Milwaukee. Indianap-

Y =
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relation to competitor sales.

olis 1s the scene of an extensive TV and
newspaper test for “Pennant Reddi
Starch,” first consumer product ever
marketed by Union Starch & Refining
Company of Columbus. Dozens of oth-
er tests are in the planning stage, doz-
ens more near completion. The A. C.
Nielsen Company. for example. esti-
mates that about 3077 of its 100-0dd
U. S. customers are testing some prod-
uct all the time.

Every market test, regardless of who
runs it. goes through several well-de-
fined stages. They are:

1. Planning—deciding what’s to he

tested and how to run the test.

2. Picking out test cities—these de-
pend on the product: media to be used:
availability of sales figures.

3. Running the test—putting into ef-
fect the advertising campaign and mer-
chandising 1deas planned.

4. Measuring results——making store
audits of representative retail outlets,
often backed up by consumer surveys
in homes.

5. Interpreting the results, so as to
make practical decisions on the next
step—that is. either drop the idea;

(Please turn to page 80)

TEST RESULTS ARE OFTEN MEASURED BOTH IN HOMES AND STORES AS IN THESE PICTURES OF A. C. NIELSEN RESEARCHERS
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The case for Cahformia radio

Starting 24 September, SCBA’s Bob McAndrews will call on Eastern

admen with “unified” pitch stressing Southern Cal economic growth

For yvears, agency executives
and timebuvers have fcht that

2 W radio stations and station
groups should provide more and better
market information. At the same time.
those on the agency end have felt that
stations should do more to promote
the medium itself.

Recently. however. the situation has
begun to change. Station groups in
Detroit and Tulsa have started excel-
lent promotion campaigns to sell radio
both to advertisers and the public. But.
few have done as thorough or mter-

esting a job as that done by the South-
ern California Broadcasters Associa-
tion.

Agency executives in New York to-
day (24 September) will be the target
for what looks like the latest example
of an important new trend in radio
promotion by radio groups. Robert J.
McAndrews, managing director of the
SCBA, will be calling on New York ad-
men. Under his arm. the energetic Cal-
ifornia radioman will have a presenta-
tion that is virtually everything in the
way of dollars-and-cents information

SCBA COMMITTEEMEN WILBUR EDWARDS., CALVIN SMITH, KEVIN SWEENEY OUTLINE BROADCASTERS' PLANS TO A. E. JOSCELYN

that a timebuyer or agencyman could
want.

Like a fresh young missionary mak-
ing his pitch to the natives in the Con-
go, McAndrews will be selling South-
ern California and Southern California
radio with considerable zeal. For, the
SCBA presentation. joint promotional
effort of 59 radio stations in that area.
contains many an eye-opening fact and
terse case history. Although the mo-
tives hehind it are strictly commercial
—>CBA stations can use more spot ra-
dio business. too—the information con-
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These admen have seen the pitch

Trial balloon at sponsor level of SCBA sales promotion efforts was
Sears-Roebuck in L, A. Account later started a big spot drive

tained in the presentation is the first
real insight into SCBA’s area that
many a Madison Avenue timebuyer has
ever had.

The SCBA pitch virtually lays down
the formula for other regional, state
and city groups in telling radio’s story.
It is strongly indicative of the kind of
aggressive promotion and publicity
that SCBA members do in their own
bailiwick for radio advertisers. and for
the medium itself. And. above all else.
it makes a terrific come-on for many
advertisers who have been inclined to
think that radio dicd a quiet death
when TV came skipping onstage.

McAndrews will be telling the joint
promotion story to Kastern and Mid-
western timebuyers by the dozens in
weeks to come. His schedule: 24 Sep-
tember to 4 October., New York: 5
October, Philadelphia; 8 October. Cin-
cinnati; 9 to 11 October, Chicago: 12
October. Minneapolis.

As a permanent record of the SCBA
highlights. and as a valuable source of
radio market data for those unable to
be present at one of McAndrews’ whirl-
wind visits, SPONSOR reports herewith
the major features of the SCBA presen-
tation. Later, incidentally. the basic
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easel presentation of the SCBA will be
reprinted in a 100-page booklet, and
distributed through SCBA channels.

[t should also serve as a model ex-
ample of how stations, station reps and
an industry association can band to-
gether to provide useful—often vital—
market information on a specific geo-
graphical area for radio sponsors.

In scope, the presentation (entitled
“Mass Medium of the New Mass Mar-
ket: Southern California Radio™) deals
with basic information on population,
retail sales, effective buying income,
and listening habits in an 1l-county
area around Los Angeles.

It shows, for instance, that while the
U. S. has had an over-all population
increase of 15% in the last decade,
Southern California has shot ahead
57 . Retail sales in Southern Califor-
nia are up 254% over 1940, as com-
pared to the U. S.'s 200°7. Southern
Cal’s population is dispersed (99 per
square mile, as opposed lo, say, 235 in
Pennsylvania). Autos, as a result, are
practically indispensable, and there are
more cars in Southern California than
there are families.

Radio. according to the SCBA. vir-
tually saturates Southern California’s

SCBA's A. E. Joscelyn, president, and BAB’s Bill Ryan huddle to
discuss broad aspects of California pitch for regional outlets

BARB urges all radio to emulate SCBA

Part of SCBA's promotion is how radio stacks up against other
media. California radio group and ARBI specialists check data

2,000,000 families, with 98.37% own-
ing one or more radios. And—thanks
in part to SCBA members’ aggressive
industry promotions via radio, newspa-
pers, posters, etc.—Southern Califor-
nians spend more time per day per
family with radio than the U. S. aver-
ages. In terms of hours, it’s 3.87 hours
per day vs. the U. S. average of 3.67
and the California figures don’t include
out-of-home radio listening.

With California’s climate ideal for
picnics and outings, and with practical-
ly every family owning a car, you
might expect the out-of-home radio lis-
tening to be high. It is, according to
SCBA.

In Los Angeles--heart of SCBA’s
area-—72.57 of all the cars (nearly
three out of four) have radios.
Throughout the U, S.. the average is
4699 . By count, there’s a potential
mobile radio market of some 1,763,957
car radios in Southern California. Ac-
cording to SCBA and 'ulse, an average
of 32.8% of all the car radios men-
tioned above are tuned in to radio dur-
ing the average quarter-hour.

Auto radios make up the bulk
(51.27) of Southern California’s out-

(Please turn to page 90)
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e sponsored in Boston!

If you (and your product) aren’t getting the
welcome yvou deserve in Boston. maybe 1t's because
you haven't been properly mtroduced. You need

WEE!I's famous Cprogram that sponsors the pmduct"—

The Housewives Protective ngw.

Because the mpr literally takes a deserving product
under 1ts wing. The “ner Testers” Bureau.”
a panel of local housewives, carctully pre-tests
each product before accepting it for sponsorship.
Once approved, the product gets full new
backing (on the air and off). Thus, when npr
director Morgan Baker tells Bostonians about a
product. they know they can believe implicitly

in his recommendation. And they go out and buy.

For quick and lasting entree into Boston homes.
apply for sponsorship by the HPL on
weEL " You'll discover. just as more than 200 of the

country’s leading advertisers® have discovered,

that the HprL. 18 the most sales-effective

participating program in all broadcasting.

In Boston...the station is WEEI

' *CBS Owned - Represented by CBS Radio Spot Sales
*In Boston and ten other major markets
|



Mmercials...

by BOB FOREMAN

Last month this publication gave
brief moment to the fact that a disk
jockey operation was available for tel-
evision sponsors. With so much (jus-
tified) interest in anything that can
provide television programing of a
sound nature at less than a king’s ran-
som, [ thought T might enlarge upon
this availability since [ happened to be
in on the beginning of this venture and
played a minor part in exposing it to
an advertiser who immediately bought
it for several markets.

In the first place Screen Gems (the
producer, a Columbia Pix subsidiary)
set out to do the necessary in a cold-
blooded way—translate disk-
jockeying into television at minimum
cost.  Rightly. they assumed (as did
no other filmmaker. to the best of my
knowledge) that the music-on-the-disks
is the thing on these shows. The audi-
ences like their tunes the way they get
em from the juke boxes: that is, ren-
dered by the best bands. vocalists, and
with the actual arrangements that
make the number what it is. In other
words, the Foreman Octet doing
“Come-Ona-My-House” would not be
an acceptable bit of audio. Either you
have Rosemary Clooney. or von forget
the whole thing.

radio

So Sereen Gems decided to add vid-
co to the best recordings. both stand-
ards and new releases. Naturally, they
couldnt use the recordings themselves
as sound track (you've run into unions,
I’n1 sure) ; hence they developed sim-
ple. inexpensive visualization 10 go
with the platters in a manner that could
casily be synchronized. The result ix,
for example, a tap dancer doing a
Chattanooga Shoe Shine Boy rontine
around a big shoe-shine chair with a
stylized backdrop to go along with the
popular Pee Wee Hunt recording. No
vocals are visualized as such —merely
danced to. By means of uncomplicated
sets and pleasant routines, the video
enhances but doesn’t overpower the re-
cordings themsclves. Furthermore, the
cost doesti’t overpower the advertiser.

You “‘visualized-
tunes” any way vou want. What Wild-

can routine the
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root is wisely doing is pntting a disk
jockey on camera between the numbers
to make with the ad libs—small talk
business and a lead-in to each film
plus the commercial. Figure three films
to a 15-minute program, and you've
just the right amount of time left for
intro and sign-off, for commercial. and
for your platter-man to add his own
particular brand of whimsey.

Sereen Gems basically is out to sell
these films directly to the channels so
they can program shows to fit their
own schedules as either participations
or single-sponsor ventures. But | dare-
say some markets are still open for
those advertisers, if any, who want to
call the tune their own way. The price
per film. including the recording, va-
ries according to the market. but $50
is tops, as [ understand it. and you can
re-run the ditty as often as yon like
within a 52-week period. In one town
I recall that it costs as little as $280 to
build an entire 15-minute show. While
vou won’t have a segment of show biz
to rival the Sid Caesar-Imogene Coca
extravaganza, for a low-cost, young-au-
dience, local venture, this disk-jockey
approach to TV seems to make real

Sense. * * K

TV B \% LY

SPONSOR: [frulova Watch Company
AGENCY: The Biow Company, N. Y.
PROGRAM: One-minute announcements

If yon've scen Buster Cralbe swimming
right at you in his Bulova chain break, you
needn’t be told about

be achieved when live film is done righi.

the drama that can

As Crabbe places his arms up on the pool’s
edge, in extreme close-up. yon sce that he's
Leen swimming with his Bnlova Water-Tite
idea that it's
proof in a jifly. The realism of this spot is
the fullest with
Crabbe talking right from the pool’s edge,

on, and you get 1he water-

(wisely!)  carried out to
and 1he sonnd has enough echo and splash
to it to convince you thoroughly thar Crabbe

* Slick prodnetion and

is really “on loeation.
finc writing make this as effective a commer-
cial as any T've caught to date.

review

SPONSOR: Birds Eye Frozen Foods
AGENCY: Young & Rubicam, N. Y.
PROGRAM: 20-second chainbreak

Whether or not the ehange in Birds Eve
films that 1 witnessed recently was economy-

dictated or not, economy certainly wa-
achieved. From an animated series of lip-

synchronized -pot~, Birds Eye has swung
around to a 20-second spinach epic that re-
I'es mainly on a series of stills in line draw-
ing, each rising out from the other, while a
clever sound irack 1ells the story. This track.
by the way, is worthy of elucidation. In
place of the usual man or woman announcer,
a group of youngsters delivered the copy.
fast in pace, easy to understand, and not
overly coy as might be imagined.

IAS review

SPONSOR: Cheasterfield Cigarettes
AGENCY: Cunningham & Walsh, N, Y,

PROGRAM: N. Y. Giant bascball games,
WPIX

The Birds Eye quickie above reminds me
what amazing short cuts are being made by
big-time national advertisers these days in
The

end result in many cases is just as satisfac-

their search for production-economy.

lory as the most costly commercials; another
piime example of the nse of stills (on a
strip of film in this case) being Chester-
ficld’s copy for the N. Y. Giant baseball
games, For the myriad commercials used in
the course of a nine-inning ball game, Ches-
terfield utilizes single-frame stills with pop-
c¢ns and jerky (but effective) zooms. IHere
motion is achieved at minimum cost. Since
the voice is live (the ball game announcers
themselves handling 1the andio), T darcsay
Chesterfield’s between-inning copy cost as
liule a< &100 per flm.

review

SPONSOR: Post’s Rice Krinkles
AGENCY: Foote, Cone & Belding, N. Y.
PROGRAM: One-minute announcements

This eold cereal dishes up a bit of prod-
nct identification by use of the character on
its package, matching the little cartoon fig-
vre from box cover into an animatcd se-
quence (“You will have a cirens
Krinkles™). Thus the attention of all is fo-
cused on the product and held there. A live

eating

nmiddle scgment follows featuring clowns lip.
svnchronizing the Krinkle alma mater and
adding further interest. If my kids aie any
criterion, this spot is casy 1o remember,
pleasant to watch, and builds a real desire
for the produc.

SPONSOR




The most important step
in any SARRA Television Commercial

Live action...stop motion...ani-
mation . . . creative storyboards. ..

are all part of SARRA service v
and each part of it is directed to 575 RR A lmmllh

NEW YORK—200 E. 56th Street
the Sale Of the PrOduCt' CHICAGO —16 E. Ontario Street Y

Specialists in Visual Selling

PHOTOGRAPHIC ILLUSTRATIONS + MOTION PICTURES ¢« SOUND SLIDE FILMS - TELEVISION COMMERCIALS
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COFFEE LUMBER muunmzsv

JGllef Co. MlngbC Nelson-Huckins Laundry Co.

‘..-.....?O.I...O.I"

SH H'T' Starring

‘chlRRAY

ang Comedy Advenfur’e

'EACH HALF-HOUR
PROGRAM A COMPLETE
EPISODE!

{FROM COAST TO COAST!

‘.ioooé
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BOLOGNA

SPONSOR: Sebek Poultry AGENCY : Direct

CAPSULE CASE HISTORY:  Sebek normnally sells about
25 pounds of Thuringer summer sausage a monti. Bui
the store displayed the largest sausage in the U. S., a
hologna 10 feer long und weighing 261 pounds and Bill
Wayer made mention of the display on the stove’s Friday
morning announcement. Wheu the Lologna went on sale
Saturday. i1 was sold out in five hours—204 pounds of i1.
{nnouncement cost: 205 compared with a several hun-
dred dollar gross.

WGAR, Cleveland PROGRAML: Mayer of the Morning

RESULTS

INSECTICIDE

SPONSOR: United Enterprises, Ine. AGENCY: Alurfree

CAPSULE CASE HISTORY: The showcases around this
insecticide offer: three live-talent, musical shows. The
product sponsored: a can of Fli-Pel for 32,98 C.O0.D. In
a typical nwo-week period. listeners purchased 2,651 or-
ders for a total of $7.899.98 in traceable sales. This rep-
resented 193.71 in sales per morning show. Furiher, the
cost-per-order received was 38¢ or only 13" of the item’s
total price,
WLS, Chicago PROGRAM: Beaver Valley Sweethearts;
Baru Dance Prevue; Mac MacFarland

EDIBLE OIL

SPONSOR: Airline Foods Corp. AGENCY: Mann-Ellis

CAPSULE CASE [HSTORY: Caruso Produets Distribut-
ing Corp.. an Airline subsidiary, wanted 1o speed up
product sales during the summer months. The sales spur:
an offer of a [ree movie ticket 1o “The Great Caruso™ to
everyone buying a gallon of Caruso edible oil. In four
weeks, WOl reported distribution of over 4,000 riekers.
Sales tally: at least 4,000 gallons sold for a $15,200 gross.
Caruso’s ltalian eomedy-variety show on whieh the tieker
offer was made eost under $200 weekly.

WOV, New York PROGRAM: Room 18

WINDOW FANS

SPONSOR: Long-Bell Lumber Co.

CAPSULE CASE HISTORY: Long-Bell was curious as to
how many window fans they eould sell by means of a one-
time announcement. Girl d.j., Lee Power, made the piteh
onee on her Morduy through Friday 10:30 p.m. reeord
show. Sponsor’s eost: $12.30. The next day, in a direet
response 1o Miss Power's announeement. eustomers
bought 16 window fans. Sales gross: $959.20. Long-Bell

had to reorder additional window fans.

KLRA, Litile Rock

AGENCY: Frank Wills

PROGRAM: Late Date With Lee

MAP OFTER

SPONSOR: Union Pacific Railroad
CAPSULE CASE HISTORY': Union Pacifie devoted their
regular announcement sehedule to offering a map of mili-
tary bases in the U. S. Purpose: to acquaint relatives and
[riends of servicemen with bases along the Union Paeific
route. Three ehainbreaks and a single one-minute an-
nouneement telling about the maps brought 303 requests
at a eost-per-inquiry of 2.91¢. Listeners evinced great
interest in the unusual map.

KE1X, Twin Falls, ldaho

AGENCY: Gillham

PROGRAM: Chainbreaks;

Announcement

CLUB MEMBERSHIP

SPONSOR: Automobile Cluh of Utiea

and Central \Y.
CAPSULE CASE HISTORY': The arromobile club  of-
Jered a list of money-saving benefits 1o prospective mem-
bers. Their approuch: a daily participation on the Farm
N Home Show. At the end of three weeks, more than 100
menihcrs were recruited at $10 per person. with « broud-
cast_cxpenditure under $90. Members continue 1o join
the club through air adveriising and the auto club is con-
timuing with their participations.

WIBY, [ tiea

AGENCY : Dircet

PROGRAM: Ed Slusarezyk’s Farm
& Home Show

CANNED VEGETABLES

SPONSOR: Gibbs & Co., Ine, AGENCY: VanSant Dngdale

CAPIULE CASE HISTORY : Three unnouncements on
Clubh 1300 requested listeners to write in for a Gibbs eou-
pon. [t could he redeemed for nwo free cans of Gibbs
vegetables. The sponsor expected ““three or four hundred
replies.” Instead. Gibbs commereials pulled in 9.000 eou-
pon requests. To Gibbs. it meant the benefit of 9,000
home trials as un added boost to their promotion phrase:
“Serve Gibbs to his nibs.” Cosi: $105.

WFBR, Baltimore PROGRAM: Club 1300



438 million dollar seed.

The cotton seed alone pays southern farmers 157 million
dollars, brings southern crushers another 281 million
when processed into oil, ineal, hulls and linters

for myriad industries. Over 119 of this income
enriches Caroliniaus, notably WBT’s 3.000,000
listeners—the largest group of your prospects
reached by a single advertising medium i,

the two Carolinas.

4
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EEI TR CHARLOTTE

< oAy TRV cotossus of The canounes

h

JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nationally by Radio Sales
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wcBs-Tv's “Early Show” is a money-maker,

no doubt about it.

This early-evening film program has been a
bonanza for advertisers since it first went on
the air in April. Currently delivering a 12.1
rating — an average audience of 766.050
potential customers each night, five nights
a week — it has consistently out-rated all
other local early-evening film shows in the

New York area.t

It works almost automatically. New York
viewers who know Channel 2 as the place
to go for the best television entertainment
naturally turn first to “The Early Show™ for
the best TV films. And “The Early Show's”
wide selection of comedies, romances,
adventures and mysteries keeps them com-

ing back. day after day after day.

You can get these people interested in yvour
product .. .let “The Early Show™ coin some
money for you. At a cost per thousand
viewers (before earned discounts) of only
72 cents! For further details, just call weBs-

TV Or CBS TELEVISION SPOT SALES.

WOBS-TV ...

Represented by CBS Television Spot Sales

CBS OWNED

tAmerican Rescarch Bureau,
August 1951.

*Monday through Friday.
6:30t0 7:30 p.m.



The

picked panel
answers

Mr. Bensen

It is quite proba-
ble that live en-
tertainment  on

radio  programs
will be wholly

supplemented by
transcribed shows
but 1t should be
a fight 1o the fin-
1sh. Certainly at
this time the tran-
seribed show of-

Mr. Lewine

fer~ countless more opportunities and
conveniences.  From the advertiser’s
point of view the transeribed show
must certainly be favored over live en-
tertainment. 1t makes it possible for
him to do a selective marketing job
either regionally or locally: it allows
him to hand pick markets, stations. and
air time. It is certainly more economi-
cal.

From the packager. agency. and pro-
ducer’s point of view. a transeribed
show is a relatively ulcer-free opera-
tion resalting in polished performances
and a certain emuancipation from the
tyrammy o deadlines. Finally, nanie
talent lias found the transeribed show
much to lis liking hecause it provides
him with more latitude in freeing him
from specific and confining schedules
and allows him time in which to fulfili
television and picture commitments.

It would scem then that the tran-
scribed program should make life cas-
ier for evervone in the industry. Even
the listener has accepted the Bing Cros-
by show on a transeribed basis with
the same enthusiasm as his live show.
But for those who espouse the cause
there

of live entertaimmnent 1 an 1n-
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. SPOnSOr asks. ..

Will live enteriainment on radio decline to be
replaced by more transcribed shows?

F. E. Bensen, Jr.

eredient which may delay its uncondi-
tional surrender. This ingredient may
be summed up in one word-—spontan-
eity. Perhaps the best example of spon-
taneity is the Raeburn and Finch show
on WNEW. T believe that many peo-
ple enjoy Raeburn and Finch because
it is so completely ad-libbed. Their
appeal lies largely in their unpredicta-
bility. When the U.S.5. Wisconsin was
grounded in the Hudson River and
Finch made the most of it with zany.
periodic news reports, a program which
because of its topical nature would
have heen impossitle to do transeribed.
In time | suppose both radio and
television production will be mecha-
nized on wax and on film and life will
be made easier for the talent. and pro-
ducers. the agencies. and the adver-
tisers. If this should happen. I hope
that some arrangement can he made to
keep the secret from certain talent be-
cause so many will deliver a better per-
formance knowing that there can’t be
any retakes.
Ropert F. LEWINE
Director of Radio-T!
Hirshon-Garfield. Inc.
New York

The question
seeins to me to be
almost rhetorical,
With the possible
exception of a
few people with
vested  interests
in the transcrip-
tion field. 1 don’t
= h()\\

anv an-
swer other than a

Mr. Boggs

resounding “uo”

i= possible.
In an industry which is devoted to
the analvsis of trends, it must be ap-
parent that the trend is definitely away

Advertising Manager
Canada Dry Ginger Ale, Inc.
New York

from transeription programing as such.
Granted that the total volume of tran-
scription business may have increased
due to a general excellence of product,
the explanation lies in the vast number
of outlets which have been added rath-
er than 1o a percentage increase on in-
dividual stations. There is no gainsas -
ing the fact that good transeribed
shows have their place in any station’s
program structure but to expect these
Imanimate programs to supplant live
entertainment is to ignore the basic re-
quirements of the licensee’s obligations
to his community.,

In these days of increasing competi-
tion. the successful broadcaster has
learned, if he didn’t already know i,
that a station must build and nurture
a “character” of its own. A personal-

iy, if you will. The development of

personality depends on the personal
quality of the voices heard from dav to
day and in most instances, the promo-
tion and exploitation of these people
extends bevond the mierophone to per-
sonal appearances in the community
which can naturally not be done with
wax or tape.

Probably nothing is clearer in the
development of the industry during the
past few years than the increasing im-
portance to their individual communi-
ties of the local stations. The old stran-
gle hold enjoyed by the power-house
operations on far-flung areas has di-
minished in direct proportion to the
establishment of local outlets in the
smaller communities within the big sta-
tion’s old private preserve. H a specific
example ix permitted, the Don Lee net-
work is vital proof of the importance
of this fact. Aside from the peculiar
topographical problems encountered in
this mountainous area which necessi-
tates coverage [rom the “inside.” the
hold which the local station has on its
market has been brought about by vir-

SPONSOR




tue of a practical application of that
belabored clich¢ “public imterest, con-
venience, and necessity.”

There was a time when this phrase
had as many definitions as it had de-
finers but to the successful broadcaster
today. it has become a synonym for
“community interest.” No amount of
top Broadway and Hollywood names,
on wax or live, can supplant the day-
to-day service which the station can
give to the people in its own home town
by an intelligent adherence to specific
local activities.

NormaN Boces

Vice President in Charge of Sales
Don Lee Broadcasting Svstem
Hollywood

The answer to
the question ob-
viously 1s “no”
—live entertain-
ment will never
disappear in ra-
dio  any more
than radio itself
will disappear
There always will
be radio and
there always will
be certain types of entertainment that
must be presented live, both network
and locally.

On the other hand it seems logical
to predict that mechanically repro-
duced entertainment, transcribed or
taped, must become the approved meth-
od for the presentation of production
shows, musical or dramatic. Indeed it
is my belief that the inechanically re-
produced program would have long
ago been recognized as the approved
broadcasting medium for the industry
if it were not for three dissenting fac-
tors that blocked it in the beginning.

(a) In the early days of radio. sound
reproduction from a transcription was
inferior to a live broadcast. There was
distortion, wows, surface noice, etc.

(b) The high cost of the metal mas-
ters, the heavy shellac transcriptions
and resulting excessive transportation
charges made it unsound economical-
ly.

(¢) Networks were “agin” it and,
being well organized, had no difficulty
in “proving” the inferiority of the
tianscription to the satisfaction of ma-
jor advertisers and their agencies.

Those early days are past and the
situation has changed. Today the

(Please turn to page 91)

Mr. Langlois
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Your
Best
Buy....

Is the station

Most people buy first.

In Oklahoma's No. 1 Market

That means KVOO.

Proof?

This year we are

Setting new highs in

Advertising volume,

Nationally and locally.

Consistent renewals by

10 and 15 year customers

Testify to their satisfaction.

You, too, need

OKLAHOMA'S GREATEST STATION.
See your nearest

Edward Petry & Company office today.

Oklahoma’'s Greatest Station
50,000 WATTS 1170 KC NBC AFFILIATE

TULSA, OKLAHOMA

National Representatives—Edward Petry & Co., Inc.
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UWhat Daes a Wi
Have Jo Do Weth
Selling “[ime?

YEARS ago when our company was young we decided that each of our
F&P Colonels, on his or her fifth anniversary with this organization,
should receive a very handsome wrist watch, inscribed to commemo-

memorate this mutually impo:tant milestone.

Over the years, as twenty-nine of us have stepped up and received our
watches, this sentimental gesture has become one of the most pleasant
and significant rituals cf cur lives. It betokens a real fraternity of effort,

and many other thinss that can hardly be said with words.

Yet over the years our Five-Year Watches have also had much to do with
the sale of radio time. They have played a tangible part in welding us
together as a team, in reminding us of the lasting values of our daily
tasks, in sustaining our constant recognition of our long-term obliga-
tions to cach other, to the stations we represent, and to you agencics

and advertisers.

So that’s what onc¢ of our many F&P traditions means to yor—better,

morc conscicntious service aimed at tomorrovs as much as at today.

FIREE & :P)ET‘EB!

Pironeer Radio and Television Station Re/)resentf,f:

Since 1932

NEW YORK CHICAGO DETROIT ATLANTA FT. WOIH
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SAN FRANCISCO

EXCLUSIVYE
NATIONAL
REPRESENTATIVES

EAST, SOUTHEAST
Boston-Springfield \WBZ-WBZA

Buffalo WGR
New York WMCA
Philadelphia KYw
Pittsburgh KDKA
Syracuse WFBL
Charleston, S. C. WCSC
Columbia, S. C. WIS
" Norfolk WGH
Raleigh WPTF
Roanoke \WDB]
MIDWEST, SOUTHWEST
Des Motnes WHO
Davenport WOC
Duluth-Superior WDSM
Fargo WDAY
Fort Wayne WOWO
Kansas City KMBC-KFRM
Louisville WAVE
Minneapolis-St. Paul WTCN
Omaha KFAB
Peori: WMNBD

| St. Louis KsD

Beaumont KFDM
Corpus Christi KRIS
Ft. Worth-Dallas WBAP B
Houston KXYZ

| San Antonio KTSA
| MOUNTAIN AND WEST

Photo Courtesy Tiffany & Co.

Boise KDSH
' Denver KVOD
Honolulu-Hilo KGMB-KHBC
Portland, Ore. KEX

Seattle KIRO




This SPONSOR department features capsuled reports of
broadcast advertising significance culled from all seg-

ments of the industry. Contributions are

welcomed.

Canadian bakeries reap profit from long-range radio plan

Jackson's On-

tario. business firm, has made its baked

Bakeries, Hamilton,
goods a familiar sight in thousands of
homes, thanks to radio. Not through
a “quickie” or scasonal venture hut a
broadcast
work was laid 10 years ago on CKOC

campaign whose ground-

i Hamilton.

The initial cflort then: A Starlight
Concert. light and semi-classical music
heard Monday through Saturday from
11:00 to 11:30 p.m.. and a Sunday
Symphonic Hour 11:00 p.m. to 12:00.

Then. with these shows the backbone
of their ad campaign. Jackson’s two
years ago bought special announce-
ments designed to supplement them.

Announcements are bulls-eyed. At
8:37 a.m. they reach housewives when
Jackson salesmen are on the streets;
afternoon announcements reach the
feminine Club Calendar and Social Aec-
tivities audience.

The morning commercial features
Jackson’s “special” for the dav; an

item pre-sold the evening before on
A Starlight Concert. The afternoon
announcement: a “Jackson’s tomorrow
special” with follow-throughs on the
evening musicale and the next dayv’s
early-morping pitch.

Recently. an early-evening announce-
ment was added to promote Jackson's
Party Service department. It proved
too successful and the campaign was
suspended after a little over three
months.  The itein introduced was a
smaller-sized loaf of bread which Jack-
hadn’t been pushing. Normal
daily production was 130 loaves. Af-
ter one week of air selling. production
moved to over 1.000 That
was early March. June daily produc-
tion figures were: 1 June. 840; 2 June,
1,156 12 June, 894; 15 June. 1,004
a better than 950 per day average as
compared to pre-radio’s 130. Jackson's
radio philosophy: use it extensively to
gain name recognition: advertise truth-
fully, and back up your adverlising
with quality products. * k&

-
son s

loaves.

Westeru Union philosophy: don’t write, use radio

The Western Union Telegraph Com-
pany is currently informing customers
they can send telcgrams with a mini-
mum of 15 words instead of 10-word-
ers; S0-word night letters instead of
25. The medium used by this advocate
of the wrilten word: radio.

Telegraph - writing  cuslomers  in
southern New  England are hearing
Western Unton’s saturation campaign
of 15 announcements weekly on Hart-
ford’s WTIC. The campaign started 3
September; will run for four weeks (it
marks. coincidentally. the first time
that a 10-word announcement schedule
WTTC—with
rates at one-hall the cost of a chain-
breaky.

Stmnilar canpaigns are being broad-

lias been accepted by

cast on 30 to 10 other stations through-

out the country, * k%
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Ferris wheel on TV heips
sell Silvercup bread

The ordinary carnival ferris wheel
is being put 1o effective use as a visual
gimmick by the Gordon Baking Com-
pany, makers of Silvercup bread. In
Gordon’s 20-second and one-minute TV
announcements miniature loaves of Sil-
vercup bread are substituted for the
usual ferris wheel gondolas.

Opening shots of the wheel (which
took over a month to construct and is
perfect in every detail) show it revolv-
ing against a carnival background. A
theme of constant motion is further de-
veloped by a dissolve from a side view
of the wheel to an electric clock with
a sweep second hand; diameters of the
wheel and clock as well as rates of rev-

Bread gondolas add impact to new TV spiel

olution. are matched exactly. The clock
is a visualization of the copy line:
“Around the clock, Silvercup bread is
everybody's favorite.”

N. W. Ayer & Son, Inc. prepared the
seript: Video Films. Detroit. the film
commercials. Currently, the fibms are
being shown in New York, Toledo, De-
troit. and Chicago. * Kk

"

WTIC sls mgr. Walter Johnson: Joseph Weed, Weed & Co.; WU ad mgr. V. H. Garabedian,
and Robert Day, WU acct exec, Albert Frank-Guenther Law, are cending first |5-word telegram

SPONSOR



WJIM-WGFG sales meeting
points up area’s wealth

Effective 30 September WJIM. Lans-
ing, and WGFG. Kalamazoo-Battle
Creek. become NBC affiliaies. With
these two markets available for the first
time to NBC advertisers. the stations
adopted a presentation campaign for
the network sales staff and prospective

o

RETAR
SAlES

380 000

PRIMARY
PIRULATION

‘ o -

PRIMARY
F’JPULATION

Healthy sales figures make station picture rosy

sponsors to acquait them with the
richness of the area.

Assisting in the sales presentation
were Frank Headley. president of H-R
Representatives. Frank Pellegrin. vice
president. and others on the H-R staff.
The motif established by the stations:
a mother kangaroo with two little kan-
garoos in her pouch and the words

“Now We Are Three”

In a semi-cir-

H-R Representatives execs, station heads meet

cle drawing attention to the new net
affiliation.

At the recent presentation, two mod-
els teamed with Howard K. Finch.
WJIM manager, and Harold F. Gross,
stations’ owner, to present the statisii-
cal side of the picture. Placards told
the story and, lastly. the cards were
removed revealing the girls in white
bathing suits. Printed on the midriff
of each were the retail sales and pri-
mary population figures of the WJIM-
WGFG areas.

(Please turn to page 70)
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{ FOOTBALL scason is here, and

[ alert

broadcasters are converting
scores and sports roundups into cash.
One way to make these shows sparkle
is use of stirring college anthems to
highlight winning teams. local and
regional schools. Biggest collection of
such band music is ADPS College Song
Section, with over 70 selections.

Landscape gardening is a hoom
business these days. Flood of
new homeowners, introduction of
many new chemicals and tech-
niques for controlling pests and
weeds, have upped this local serv-
ice from the wheelbarrow stage.
This, plus suggestions for three
other ‘sleeper” Fall promotions,
is discussed in current fall issue
of “The Needle,” sent to APS
subscribers.

Biggest single sales training force
in U. S. and Canadian radio today is
our series of Transcribed Sales Meet-
mngs. Detailed reports from station
operators indicate that over 500 sta-
tion salesmen listen attentively omnce
each month to these remarkable 30-
minute sales sessions . . . the 0111)
sales training program in existence in
all radio. PIOJeCt began last Febru-
ary, with release of dize titled “Some
Fundamentals For Radio Salesmen™.

Later releases covered topics like
“Copy-Minded Selling . . . The De-
partment Store . . . Cold Calls . . .

The Lost Sale . . .

paper, ete.”

Radio vs News-

Typical comment is this, from Phil
Reilly (WLBR, Lebanon, Pa.):
“Lends a terrific amount of weight to
what I have been preaching . . . be-
fore noon of the same day one of the
salesmen had called in a new 13-week
contract . . . I sincerely felt we ac-
complished more in this hour than
we accomplish sometimes in weeks

. Out of one of these meetings a
39-week sale has just been consum-
mated—a client who had been off the
air for years (bad pav, too!) was
called upon with vour idea of paving
weekly. He started September 8 on a
30-minute weekly show. These are
just two specifics 1 can think of off-
hand most important is the
amount of good they d

do you just
ean’t put your finger on!”

Assocsated Program Service 151 W. 46th, N. Y. 19

Vice-Pres. Gen'l Mgr.

We join dozens of sensible
broadcasters in applauding Ken
Baker and his new Standard Au-
dit and Measurement, Inc. (89
Broad Street, N. Y. 4). Nobody
—but nobody could argue with
the results of a measurement of
radio’s real audience today, and
since there’s no doubt that a
survey would blacken some of
that “blue sky” the other media
are selling, let’s get it done and
quickly, too! Radio will emerge
from any study today as Ameri-
ca’s top medium and no other in-
dustry effort overshadows this
fact or can be considered a bhetter
investment.

Promotion is a vital necessity for
any radio station . . . most siations
spend a good deal of money on it.
Yet the waste is staggering. Literally
thousands of dollars worth of effort.
printing. postage cross our desks
monthly. addressed to people who left
here & years ago, with incorrectly
spelled names, etc. Time buyers, ad
managers and others we talk to who
receive station data tell us the same
thing.

Here are f{undamentals which
should guide your simplest promotion
plans: check mailing lists annually

. promote one idea at a time—jam-
packed folders only sell confusion ...
stick to facts and let them speak for
themselves . . . don’t send anybody
anything that doesn’t sav anything!

Shavings: Cutest Yuletide cam-
paign in onr files is Geo. Thorpe’s
(WVCG. Coral Gables. Fla.) “Roe-
buck The Reindeer” gimmick. Sold
to Sear’s last year, and it's a terrifie
station promotion. too. Write him for
details . . . Frank Shaflfer (WEIR,
Steubenville, O.) publishes a elever
news letter to prospects . . . If the big
APS firecracker hasn’t exploded on
your desk vet, it will be there in a
day or two. Fifty broadcasters pre-
viewed it this month-—with astonish-
ing results . . . CORRECTION: delete
our BMI Clinic appearance to talk
about sales on October 23—one of
our competitors got jealons and start-
ed bawling . . . Regards . . . Mitch
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WOW-TV

Gets the Call

for

TV FOOTBALL

in the

Omaha-Plus Area!

42

great games scheduled

on WOW-TV

2 Sunday Afternoon
Professional Games
{from Dumont)

7 College Games
(NCAA) on Saturday
afternoons for West-
inghouse (NBC)

‘" “Big - Seven - Game -
of - the - Week”’
Cames on Tuesday
nights by Film for
Phillips 66

]0 Nebraska U. games by

film

Plus the Rose Bowl Game
and Pro Playoff Games

Wise National Spot Buyers
know that a schedule like
this means WOW-TV is the
Station to buy, in this
rich Market

WOW-TV

Insurance Bldg., Omaha
Telephone WEbster 3400
Frank P. Fogarty, Gen’l Mgr.

or
ANY JOHN BLAIR-TY OFFICE “
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TV AND ECONOMY

(Continued from page 33)

ed. trucked over to the studio, lhauled
in. Extra cost: nearly $500. Net gain:
nothing.

A mystery show on a leading net-
work rented and trucked a whole Co-
ney Island wax museum for a show
involving a waxworks exhibit. Com-
mon store manmiequins  would have
done just as well. One of TV’s higgest
dramatie shows had a studio floor hur-
riedly redone with “*perspective” black-
and-white flooring (it cost hundreds)
for a period drama. Then the floor
was shown for about 20 seconds in one
shot. The director of another dramatic
show fell in love with a trick close-up
shot through a window curtain (he had
seen it in a movie) —and spent a half-
hour of expensive camera rehearsal
practicing it. One agency-produced
show ordered an expensive set made
by an independent construction firm.
Then, the agency discovered that the
set was too tall to go through the door
of the studio, necessitating hours of
overtiine carpentry work. And so on,
and on.

* * * * * * * *

eelt’s a good idea to keep your words

soft and sweet, because you never know
when you'll have to eat them.®®

DAVE GARROWAY

NEBC-TV Master of Ceremonies

* * * * * * * *

A minor though classic example of
wasle occurred a few months ago. An
agency TV director suddenly decided
that a package of a special. fancy
brand of cigarets was absolutely neces-
sary to his dramatic show. lis deci-
sion was made less than an hour before
airtime.  No ordinary cigarets would
do it had to be this particular brand.
A prop man had to be sent out in a
cab to get the cigarets. Total cost of
the package of smokes: $5. When it
came Lo the artual show, the husiness
with the cigarcts was cut oul. hecause
the show was running late.

Why does monev waste like this con-
tinue to plague TV shows? Hasnt TV
learned anything about economv? The
answer is that TV has learned about
production economy. But agencies and
their clients haven't all learned to take
Here, then.
are two simple precepts which are the

advantage of the lesson.

key to cost saving in TV shows,

o [lold pre-production meetings be-
tween the agency, producer. and net-

work staffs at least 14 to 18 days be-
fore the day of broadcast, and prefer-
ably as far ahead as four or five weeks.

o See that TI” scripts to be used on
the show are in the hands of network
estimators and designers (or indepen-
dent contractors. if the scenic and pro-
duction work is handled outside) even
further ahead.

This sounds like the most simple and
obvious advice in the world. But pro-
duction and network staffers
still regularly tear their hair and re-
sign themselves to a future life of ul-
cers. For some strange reason, it’s
hard to sell these concepts to some
admen.

Ccrews

Typical of the comments made to
sPONSOR by mnetwork TV  personnel
who are associated constantly with
show costs. are those of William Hunt,
one of NBC’s cost estimators. It is
Hunt's job to prepare estimates for
production services for various shows
each week. Stated NBC man Hunt:

“One of the best ways in which agen-
cies and clients can save money is to
have complete program information
available for pre-production meetings
al least two weeks prior to air date.
When this production information is
submitted on time. work may then be
processed in a normal and orderly
fashion. Naturally, when requirements
are received late. a bottle-neck may oc-
cur and additional costs may result.

“Not only does time for preparation
save money. but further allows com-
plete effort to get the best creative tal-
ent applied to the production. Advance
planning saves money for both client
and network.”

Lven if it’s not easy to find excuses
for wasting money in TV production,
it's not too difficult to find reasons.
Some TV agencymen are still handling
major video shows with very little real
practical experience in stagecraft. The
old radio habit of not making up one’s
mind about the final details of a show
until the last minute persists today.
Perfectionism to the point of fanati-
cism jumps the costs when authentie
props and scenery must be built or
rented if ordinary ones will do just as
well.  The common fault of “divore-
ing” the planning of live commercials
from the planning of the show itself
can involve two sels of meetings and
arrangements which are hard to bring
together. The laissez-faire attitude of
many agencymen. and their unwilling-
ness to learn new tor'lmi(lue;, cost-cut-

SPONSOR



why your next
500-lne ad
should be

on Television

One year ago in the nation’s major markets
television set circulation passed that of the
nation’sleading magazine, marketby market.

Today television set circulation surpasses
that of the leading newspaperin the nation’s
major markets (see below).

Now television is firmly established as the
No. 1 visual mass medium in your key mar-
kets.Television can present your message not
only to families which are larger and more
prosperous than average, but also to more
families. And consider this: today’s average
family head (averaging TV-owners and non-
owners) spends 49% more time watching
television than reading his newspaper. (TV-
owning family heads spend 187% more time

“watching television).

MAJOR MARKET CIRCULATION
City Leading Paper TV Sets
New York 2,197,518 2,455,000
Los Angeles 396,959 1,003,000
Chicago 917,068 942,000
Philadelphia 711,396 874,000
Boston 564,641 754,000
Cleveland 304,104 486,000
Washington 265,684 278,000
Schenectady-
Albany-Troy 142,003 161,000
(3 papers)

SOQURCES ¢

ABC (3/31/51)

NBC-TV Set Mfgs.
Est. (8/1/51)

SRDS (8/51)

“Television Todqy”,
Hofstra Study (7/51)
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Cost-wise, too, it pays to be on television.
For the same money that would buy one 500-
line ad in the leading morning newspaper in
each of the eight major markets listed above,
you can buy five one-minute daytime an-
nouncementsontheleadingtelevisionstation
in each market.

NBC Spot Sales

e o e

If you have always wanted the unparalleled
impact and selling power of TV but up to
now have been afraid to look at the cost and
circulation picture, now is the time to bring
yourself up to date on the mass circulation
economy of Spot Television. For the facts
and figures you need call NBC Spot Sales.

WNBT New York WBZ-TV Boston
KNBH Hollywood WNBK Cleveland

WNBQ Chicago WNBW Washington
WPTZ Philadelphia WRGB Schenectady-

Albany-Troy

NEW YORK CHICAGO CLEVELAND SAMN FRANCISCO HOLLYWOQOD
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ting gimmicks. and the exact staging
facilities of the TV network with which
thev do businessz add to show costs,

The economy picture, however. is
not totally dark. Some genuine strides
ltave been made within the last year in
1iding herd on TV costs.

Probably the most outstanding de-
velopment has been the svstems of
cost analysis on video shows now i
use by all the networks. More than any
of the cost-cutting devices (such as the
Tele-Prompter with which actors can
sce the seript lines while the show is
on) this has done much to lower costs.

Generally speaking. each ot the tour
TV networks—\BC. CB3, ABC, and
DuMont—has the same basic system
of cost analysis and control. Thev in-
volve as much paper work a= a strat-
egy meeting of the Joint Chiefs in the
Pentagon, but theyre worth it. They
exist primarily for the benefit of the
network’s own “house packages” and
TV shows. but they are also a service
which agencies and producers can use
without extra cost.

Here’s how the svstem saves vou
money. Since it’s generally impossible
to start cutting production costs unless

NBC Affiliate

Only ONE Station DOMINATES

This Rich, Growing 15-COUNTY MARKET
WITH

AUTO SALES OF $122,6917,060°

“Sales Management, 1951 Survey of Buying Power

AM.FM

WINSTON-SALEM

-~

Represented by
HEADLEY REED €O,
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you know what your costs are. the first
step 1n cost control 1s to break down a
show’s staging requirements into spe-
cifics. Both NBC and CBS do this with
a series of multi-colored forms whicl
have been appropriately dubbed “Op-
eration Rainbow.” Working {rom
seripts and from notes taken in pre-
production mieetings, the cost estima-
tors (who have various titles at the dif-
ferent nets, but the same function) re-
duce a show to a long hist of dollars-
and-cents items.

This includes many listings. They
2o something like this:

o First of all. the amount of re-
hearsal hall time: audio rehearsal; or-
chestra rehearsal: facilities rehearsal:
non-portable nnisical instruments: and
other fixed operations costs are deter-
mined.

e Lighting requirements (special
hghting, special equipment. day or
night effects. etc.) are then calculated.

e Special effects thunder.
lightning, explosions. etc.) are noted
from the scripts, and tabulated. since
these costs are fixed.

e The amount of integrated film- -
speciallv-made outdoor shots. stock
shots from the library. and so forth—
is determined and priced.

e TV design and construction work
for temporary or permanent sets is
worked out in detail.

e The amount of
titles, shides, artwork.
effects—is determined

{ rain.

graphic arts—
special graphic
on the basis of
labor and materials.

o Estimates for set dressing and
props (not including costumes) are
made on the basis of exact descriptions
of what’s needed. shopping hours re-
quired, and the trucking and handling
involved.

o Costumes are treated similarly.
noting the total number of costumes
and their appearance, and whether they
are to be rented out of costume stock
or specially created. B

e The show’s requirements in the
way of TV makeup and wardrobe han-
ders for regular and/or trick make-
up: fast costume changes) will be de-
termined, as well as technical equip-
ment and crew regnirements over the
usual normal crew.

By the time the estimators and con-
trollers have gotten through with a TV
show’s seripts. and have sat in on pre-
production meetings. there are few
mysteries left about where the money

is going. Evervthing is there in black

SPONSOR



with Spot program television:

Here’s a price paradox that really pays off for Spot program
advertisers. Consider these facts:
Spot rates for facilities are lower than network rates for

the same period . . . over the same stations. Yet . ..

Stations net more when a time period is sold for a Spot
program than when it’s taken by a network show.

The first statement is readily established by a simple check of
rate cards. The second becomes clear when you remember that
stations get about 309 of the base rate when the network sells
the time; but on a Spot sale, stations receive the card rate, less
agency and Representative commissions. So any way you figure

it, the arithmetic is all in favor of Spot program business.

Stations can figure, too. They know Spot program advertisers
are more profitable customers. That’s why they clear time more
readily . . . cooperate wholeheartedly with Spot progiam
advertisers.

There are other advantages to Spot program advertising.
There’s the free selection of markets . . . the absence of any
“must” stations or any minimum stations requirements . .
the superior quality of film compared to kinescope recordings—
and many more.

If you’re planning to use television, ask your Katz representa-
tive for the full story on Spot program advertising. Ask him
to figure out how much you can save—in markets of your own
choosing. You’'ll see that in television . ., .

you can do better with Spot. Much better.

THE KATZ AGENCY, INc.

NEW YORK ¢ CHICAGO +« DETROIT ¢ LOS ANGELES « SAN FRANCISCO
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the

aduvertiser

pays

the

stations
make

nmovre

Station Representatives

ATLANTA ¢ DALLAS + KANSAS CITY
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Be a BlG fro
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in 4 BIG
- Puddle ~

You can sit back on your
faverite lily pad and grow
bigger when you use KQTV—
that's becauvse youre reoch-
ing more than 80,000 TV
hemes in @ multi-million dol-
lar market. KOTV's afternaon
shows, Lookin® at Cookin';
undr Matinee Showcase, are
available for spot participa-
tior. KOTY also has the finest
shows fram four nehv_urk'!,

MNBC, CBS, ABC and DuMont.

Channel 6

First in Tulsa” -

Kar

—_

i

Cameron Teiév_ision, Inc:
302 South Frankfort
Tulsa, Oklahoma

Reprasented Nationally by
EDWARD PETRY & CO.

and white, neatly estimated and item-
ized. Provided the scripts and meet-
ings are completed far enough in ad-
vance of the air date (three to four
weeks). and the estimates finished. the
second phase of cost-cutting can go in-
to effect.

With the step-by-step breakdowns
and estimates as a guide. directors and
cost estimators can then go about elim-
inating the excess baggage——if the
show looks as though it will exceed
its original budget. Sets can be re-
duced in number or whittled down.
This gives an initial saving in rental
or building charges, and a chain reac-
tion of cost saving in handling by
union stagehands and truckers. Com-
parisons can also he made hetween the
costs of buying and storing a “perma-
nent”’ prop and renting them. Substi-
tution of items of all kinds (props,
scenery, films, titles, ete.) from net-
work “stock” for new or rented ones
can be worked out, with a saving in
costs. In all phases of the produec-
tion. actual material, or the amount of
time and labor related to them. can
be reduced—provided you know what
they are in advance.

It cannot he over-emphasized that
this system works to a sponsor’s bene-
fit only when scripts are delivered on
time and meetings are held on sched-
ule.

When delays and indecision. temper-
ament and obstinacy upset the sched-
ule. then the costs go up. Designers
find that scenic shops are loaded to the
hilt with work. Sets have to be built
outside by independent contractors at
greater cost. Stock scenery and props
will be “on reserve” for other shows.
Everything becomes a matter of tak-
ing what one can find at whatever price
it can he obtained. Things will be
overlooked or forgotten: mistakes will
be made too late to he corrected; tem-
pers will be unhinged. Then. once a
show goes into a studio for rehearsak
the chances to save on costs have been
lost forever, and the advertiser is com-
mitled to the price whether he likes it
or not.

That has been T}’s great economy
lesson in the past few seasons. The
further in advance you plan. the betier
your chances for cutiing costs.

A perfect example of how careful
cost analysis. and imaginative follow-
through can save on production costs
is Quaker Oats Gabby llayes Show on
NBC-TV. This unpretentious juvenile-

appeal Western series, televised Sunday
evenings through Sherman & Mar-
quette, watches over every nickel that's
spent. Two weeks before the air date.
NBC-TV’s Vincent Donehue and pack-
ager Martin Stone have gone through
all of the preliminary planning, design-
ing and checking; are ready to :lice
costs.

With the aid of the cost estimates
and breakdowns. a running record is
kept on the Gabby Hayes Show of
whether the show is currently slightly
over or under its budget. If it’s over.
the next show will have to cost that
much less. If it’s under budget. there
is that much more to play around with
in production next time.

Everything is kept in balance, with
the estimates as a guide. If the show

* * * * * * * *

¢¢Advertising nsed to be mainly boasi-

ful or eatehy—full of slogans., pictures

of factories, or of business exeentives.

Today its ehief aim is to try to be help-

ful and its keynote is service. It talks

not so mueh abont what a prodnet is,
bnt about what it will do for yon.?®

JAMES A, FARLEY

Board chairman

Coca-Cola Export Corp.

* * * * * * * *

is necessarily heavy on scenery and
props, as indicated by the cost break-
downs, there will be talent cut-backs.
elimination of fancy details and special
costumes. If the show is heavy on tal-
ent costs, sets will be simplified (paint-
ing walls with flat grey instead of sim-
ulated log cabin effect. etc.).

The Quaker video show has also
learned some cost-cutting tricks for it-
self from these regular cost estimates
and meetings. For instance. being a
Western show, the program regularly
called for a lot of period firearms as
props. Estimate sheets showed that
these were rented for an average of
$10 each per week from a prop sup-
plier, and would be used week after
week. So, packager Stone bought a
collection of antique pistols and shoot-
ing irons for about $30 each. The costs
will be more than amortized in a 13-
week run. (For further details on
Quaker Oats in radio and TV. see sto-
ry, p. 30.)

Apart from a smoothly-functioning
production “assembly line” on a TV
show. there are other gimmicks which
enterprising agencies and producers
use to cut costs. Crealive and experi-
mental camerawork. such as the redue-
tion of scenery and props to a mini-
mum on Cameo Theater and the “frac-

SPONSOR



Ershine JoAmpor's “HOLLYWOOD REEL” + Movie Fan Magazine on Film o

B 52 timely glamor-packed 12-minute films, featuring the real lives of Movie Capital personalities

Clark Gable . Ginger Rogers . Gene Autry . Dinah Shore . John Weyne . Gleria Swanson
Mercedes McCambridge . Charles Coburn . Ginny Simms . Kirk Douglas . Barbara Whiting
Pat O'Brien . Eve Arden . Dick Haymes . Dorothy Shay . Spike Jones , Barbara Britton

Ella Raines . Lou Costello . Ronald Reagan ., Frarcis: =X

Dane Clark o lios el

MR. TELEVISION TIMEBUY ER:

Having trouble clearing time for

your annovuncements?

on: Use & quarter-
do a better selling
e costl

Try this soluti

hour film prograin to
job at practically the sam

To be specific: Buy Erskine John-

son's *HOLLYWOOD REEL™! This tested

ded with
~hour progranm is crow a
%2?2233 stage, radlo and television peT

sonalities; 1is produced exclusively for v,
d time for
t TV stations can fin
good éﬁgiter-hour filmed shows becausSeese

There are
are easy to schedule.
agii good quarter-hours +than desirable

one-minute availabilities.
They uphold local programming qualitye.

They net the station more monéey.
med

Advertisers should buy fil
programs becauses e

They may preview the program they
SponsoT.

They gain in prestige by providing
entertainment.

They benefit by Dbetter sponsor
jdentification.

Let us tell you moTe€ about ite

paaaﬂawawfﬁhdéa&uhw:paaiuc&hn&,ﬂhc.
ﬂ 1501 Broadway, New York 18 * BRyant 9.8700
w,
+«
»
;%W"/VW A SERVICE OF THE

Barbara Bel Geddes
« Frances Langford
John Barrymore,Jr,
long Cassidy) Boyd
. Yvonne de Carlo
s . Ann Rutherford
nreid . Roy Rogers
in . Wanda Hendrix
»ack . Laraine Day
78 . Louise Rainer
, Geraldine Brooks
1ls . Don De Fore
« Bonita Granville
fabu . Stan Laurel
all , Pat Medina
e . Lisa Ferraday
(lward G. Robinson
L3 . Ruth Warrick
. Jackie Gleason

£rb . Joan Leslie
lita . Tim McCoy
. « Ralph Edwards
Margaret O'Brien
eorge Montgomery
. Virginia Field

nette MacDonald

Lon McCallister
. Marie Windsor
o Ronald Reagan
irjorie Reynolds
Dennis O'Keefe
L » Joe E. Brown
v . George Raft
Constance Moore
ly . Bob Crosby
2lores Costello
. Caesar Romero
. Fifi D'Orsay
Fl1sa Lanchester
bharlie Farrell
Randolph Scott
tharlie Ruggles
Robert Preston
Jackie Coogan
terling Hayden
Vanessa Brown
lorence Marley
. Guy Madison
L, Hazel Brooks
a . Burl Jves
1 « Stu Erwin
Mack Sennett
Rosemary Lane
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tional” sets (as many as 30 sets in 28
minutes) on Du Mont’s Hands of Mys-
tery are setting the pace both artistical-
ly and in cost saving. Pooling set fa-
cilities, such as the handsome kitchen
set shared by Y&R clients General Elec-
tric and General Foods for their re-
spective TV shows, reduces costs. The
hiring of agency cost estimators, who
can sit in on TV meetings at the agency
level and catch extra expenscs hefore
they ever get started. saves many a TV
dollar. New technical devices. such as
improved versions of rear-projection
screens. front-projection. and other op-

tical devices to do away with expensive
scenery are coming into their own. The
amount of “stock” TV scenery. props,
and effects is constantly growing, and
time spent by agencies and producers
in getting acquainted with what’s on
hand pays off in lower program costs.

TV has learned. or proved. that
there’s little economy to be sought in
the realm of cutting fixed costs. Time
costs are inflexible. except for the dis-
count structures offered advertisers.
Costs for talent. labor. technical crews,
musicians, etc. are unionized. Many
scenic, prop. costume. makeup. film.

>

BROADCAST MUSIC INC.

NEW YORK o CHICAGO o HOLLYWOOD

and other costs are pegged, and can-
not be cut.

However, sponsors will find that if
they—and their agencies—will make
up their minds to plan in advance, to
forsake fancy effects for the sake of
the effect alone. many of TV’s fixed
costs can be trimmed. * ok x

HUDSON PAPER
(Continued from page 29)

and listeners to the seven Hudson ra-
dio stations were invited to write for a
strip of four free coupons. Each was
good for a different type of paper nap-
kin.

Results were peachy. Instead of re-
peating the offer for several days in
order to hit the 1.000,000 package
mark, Hudson found itself besieged af-
ter the very first day. When mail bags
had been cleared away, almost 2,000,-
000 coupons, representing as many
packages of napkins, had been request-
ed. Altogether, over 400,000 individ-
ual requests rolled in—many hearing
several names.

All the Hudson objcctives were ac-
complished, with interest. But what
made the company and its agency
slightly bug-eyed was the remarkable
low cost of radio’s performance. WOR,
New York, did some well-justified
chest-thumping when its morning man.
John Gamibling, accounted for more
than 183.000 requests. Although Hud-
son Pulp & Paper big brass are coy
about the showings made by other sta-
tions. WBZ. Boston, reported no less
than 20.301 responses.

When the slide rules finished click-
ing. the average cost-per-request for
the seven radio stations was found to
be between one-half and one-cent! No
such average for TV has been released
by the company. but there are very
strong indications that it was over one
cent per request— higher than radio.

Asked what effect these dramatic re-
sults had on Hudson’s advertising strat-
cgy, advertising manager Staehin told
sPoNsOR: “We were very pleased with
the results turned in by both media:
especially since only a day’s advertis-
ing cost was necessary to put over the
entire promotion. Right afier the test
we renewed Bride & Groom, our CBS-
TV show. We also expanded in spot
radio—picking up John Harrington
and Jim Conway on WBBM. Chicago.”
And it scems certain the company will
continue to expand the spot-radio
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Salesmaker to the Central South

Harveys, Nashville's Largest
Store, uses WSM to talk to
an area twelve times the size of
Nashville. That's how Harveys

became Nashville's largest store.

Radio Stations Everywhere
But Only One...

NASHVILLE

with a talent staff of 200 top name

_ entertainers . . . production facilities

that originate 17 network shows each
week . . . a loyal audience of millions that

=
5

sets its dial on 650 . .. and leaves
it there!

CLEAR CHANNEL
50,000 WATTS

IRVING WAUGH, Commercial Manager

w
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EOWARD PETRY & €O. Nalional Representalives
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This smiling maiden with stars
in her eyes.

For a trousseau is shopping and
here’s how she buys.

A twist of her wrist, her radio
dial’s what she sets.

To WSPD, where she has trust
in suggestions she gets.
And, after the wedding through

years of housekeeping bliss,
her daily listening favorites
she never will miss.

So Sponsors, reach housewives,
that we call Madam Buyer
Buy time on WSPD, North-
western Ohio’s favorite

Town Crier.

CHANNEL —13

Represented Nationally by KATZ

schedule it had stripped to go into TV.

Hudson’s  long-range  advertising
strategy rests on a “three-cornered

stool” of radio, TV, and magazines.
Magazine ads make up the smallest seg-
ment of the company’s napkin promo-
tion: thev’re run i women’s maga-
zines distributed through the large gro-
cery chains Woman's Day. Family
Circle. others.

Network television, with its 30-sta-

~tion hook-up, covers practically all the

" Interested.

markets in which the napkin firm is
Weeklv cost of the CBS
show. both time and talent, runs just
under $10.000. Rating-wise, the pro-
gram ranks first among CBS daytime-
TV offerings, second among all day-
time network shows. There'x little like-
lihood of any significant increase in

~the number of TV stations, although

Hudson would like to add a few mar-
kets like Pittsburgh. Buffalo, and Mi-
ami to its Bride & Groom network.

As the Hudson ad budget fattens out
to keep pace with ricing sales (a new
mill opening 1 October will add $15,-
000,000 to current annual sales of $30.-
000,000, most of the increase will go
to spot radio. The napkin firm has
been =teadily adding one radio station
each month to its line-up, intends to
continue. Fventually the company ex-
peets to buy back its entire pre-TV spot
radio schedule. It's currently eyeing
such cities as Richmond. Washington.
Baltimore, Cincinnati. and Cleveland.

Why not spot TV. since the napkin
outfit is still strong for visual demon-
strations? That’s not likely: Hudson
cot burned about a year ago when it
toyed with the idea. A set of ilm com-
mercials  costing $7.000 had to De
tossed on the shelf when good TV an-
nouncement slots were unobtainable.

The main points in Hudson’s sales
pitch, whether on TV or radio, are the
fact that surveys indicate most women
prefer Hudson napkins for their high
quality: and that they cost less than
correspondig brands.

Here's how John Nelson, m.c. on
Bride & Groom, recently handled a
middle commercial. Tle holds a flufly
white Kitten in s arms:

<. This Lide fellow i< only a few
weehs old. We've been hunting around
for a name for him up at our house,
My Little girl said to me. ‘Daddy. let’s
call Inm Damask, on account of bhe-
cause he's <o soft and white.” \nd you
know. Thats  wln 1
bronght him i here todav. | thoueht

shes right.

that perhaps little ‘Damask’ here would
hmpress on you, more than I could,
how soft and how white Hudson Dam-
ask Napkins are. These napkins are
soft enough for babies” skin, . . .”

Nelson then unfolds a Damask nap-
kin. showing their two-ply construc-
tion, pointing out their facial tissue
quality. The clincher: *. . . You can
buy Hudson Damask Napkins for prac-
tically half the price of anv other fa-
cial quality napkin. . ..”

Hudson's radio philosophy has de-
veloped through trial and error.
They’ve tried afternoon women's pro-
grams, announcements slotted all
through the day: just about every type
of program. time. and kind of radio
buy. From all the experimentation
came the decision to use morning men
with a strong reputation, wherever pos-
sible. Explains admanager Staelin:
“All we know is that, for us, this type
of program works best. We're out to
sell everyone and the morning man au-
dience seems to give us just such a
broad coverage.”

A recent John Gambling pitch over
WOR, New York. typifies the Hudson
radio approach:

“Ladies . . . if your family likes par-
ties . . . here’s how you can give them
a wonderful surprise tonight. Simply
dress up the dinner table with a bright.
colorful Hudson Rainbow Napkin at
cach place. . . .”

Gambling tells how the pink, green.
and vyellow napkinz can be used to
dress up the dinner table, then winds
up with:

“. .. Hudson Rainbow Napkins are
so soft . . . so strong and absorbent—
yvoulll see why, in a recent survey.
women said they prefer Hfudson Paper
Vapkins over all other brands com-
bined. . . .7

Hudson's operation is far from typi-
cal of what’s done by the other 40 or
so paper manufacturers in the business.
Most paper mills turn ont a broad line
of household and industrial items—
napkins, toilet tissue. paper towels. gro-
cery bags. wax paper, multi-wall sacks.
facial tissue. Hudson does. too; but.
unlike other firms. close to 95% of its
$750.000-a-vear ad Dbndget is ear-

IDAHO'S
MOST POWERFUL

10,000 WRATTS

¥ & EM

BOISE, 185,000 CUSTOMERS
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By Harold Soderlund
Sales Manager

Hush Puppy, Nebraska, is not on the map! But, it typifies hundreds
of rural towns that are on the map in the Midwest Empire covered

by KFAB.

Surrounding each rural town in the KFAB area, are hundreds of
farms. Responsible, educated, well-to-do families live on those farms. Like the rural
town people and the city people, they listen to KFAB. But, unlike the city people, they
do most of their shopping on Saturday afternoons. They speed to their favorite “Hush
Puppy’ and shop and visit, shop and visit. In towns of 1,000 population, the enthusias-
tic shoppers that pour into them, often number more than a thousand, and quickly. for
a few hours, DOUBLE the population.

These farm families have money. They spend it for farm equipment, for food, for
electrical appliances, cars and hundreds of daily essentials. They buy the things that
make their work easier and their lives more enjoyable.

You can send your advertising messages daily to many thousands of people who
DOUBLE the population of hundreds of *“Hush Puppies” in the Midwest Empire, by
using the 50,000 watt voice of KFAB. An announcement schedule is now available that
will make it possible for you to reach ALL of the KFAB listeners. Let us know by phone
or wire that you are interested and we’ll quickly reply.

Vg
ERPIRG L/

//////'@,
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Represented by FREE & PETERS Inc. General Manager: HARRY BURKE

[PovLTRY |

GROCERIES]]

pulation of Hush Puppy.
braska DOUBLES in 6Hours
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marked for household paper napkin
promotion. This despite the fact that
napkins account for only 20¢ of the
company’s dollar sales volume, so far.

Hudson’s single-minded drive to up
napkin sales has had several valuable
results for the manufacturer. It claims
to have cornered 38¢¢ of all packaged
household paper napkin sales in the
entire country and over hall of those
sold east of the Mississippi. (The firm
doesn’t try to compete with suppliers
of “industrial” paper napkins, who ac-
count for over half of the total produc-
tion.) The Hudson lead promises to
increase, too; reason being that com-
petitors shift sales pressure to toilet
tissue. towels, facial tissues, etc., rath-
er than buck Hudson’s stiff napkin
pitch.

Competition for the household paper
napkin trade is scattered. No other
firm has as extensive and concentrated
a market area as the one carved out
by Hudson. lts distribution covers all
but four of the 24 states east of the
Mississippi. After sewing up the At-
lantic coast states, Hudson opened up
Chicago a year-and-a-half ago and De-
gan working south. West Virginia sc-
cumbed only last month—Kentucky.

68

Tennessee, Alabama, and Mississippi
come next. Freight rates have a lot to
do with the firm’s pausing at the Mis-
issippi: its three factories are in Au-
usta, Me.: Bellows Falls. Vt.; Palatka.
l

A

A

- 0%

By contrast, most other producers of
household paper napkins do a regional
business. A strong competitor for the
New England market is Statler, which
plugs hard for its toilet tissue via Yan-
Lee Network radio shows, secondarily
boosts Statler paper napkins.

Blue Ribbon is another strong Hud-
son competitor: sells its napkins heav-
ily through New York, Pennsylvania.
and into many Midwestern and West-
ern states. A Chicago Tribune survey.
for example. recently credited Blue
Ribhon with 13% of Windy City nap-
kin sales, but posted 31% for Hudson.
Napkins, however, are not this com-
pany’s main item either. It puts main
emphasis on its Vanity Fair facial tis-
sue.

Marcal Paper Mills, Inc.. whose nap-
kin sales ranked second to Hudson in
New York and Philadelphia surveys
made hy Pulse and American Research
Bureau respectively, leans heaviest on
wax paper and paper handkerchiefs.

1000 WATTS

WPAL programs to well over 200,000 negro
listeners — selling with such programs as
“Blues 'n” Boogie”, “Harlemoods”, *Jive
Parade”, and the new month-old “In The

Garden” program of request hymns and
spirituals, heard Mondays through Fri-
days at 8 a.m. Conducted by Chatleston’s
outstanding negro leader, Emmett A. L.
Lampkin, former Broadway and network
radio actor, this appealing program has
found its way into the hearts and lives
of our Southern people. Let the charm
and simplicity of “In the Garden” sell
to the Southland for you . . . See our
representatives.

While Marcal is tourth or fifth i wax
paper sales, it’s unchallenged in hand-
kerchiefs.

The Marcal ad budget is split about
evenly among radio, TV, and maga-
zines. lts broadcast line-up, now bare-
ly a year old, covers New York, Chi-
cago, and Detroit. In New York there
are participations on Martha Deane
and McCanns at Home over WOR;; plus
Tex & Jinx over WNBC. TV partici-
pations run on the Josephine McCarthy
show over WNBT. Marcal’s Chicago
line-up is Hi Ladies! WGN-TV, and
Housewives Holiday, WENR-TV. In

Detroit. it's Charm Kitchen over
WXYZ-TV.

Chicago and surrounding territory
is probably one of the most competi-
tive areas in the country for paper
napkins. Besides Hudson, Blue Rib.
bon, and Marcal brand napkins, there
are other strong contenders put out
by United Paper Mills, Wisconsin Tis-
sue Mills, and National Paper Compa-
ny. Both United Paper and Wisconsin
Tissue are firmly entrenched in the in-
dustrial Midwest, while National Paper
18 a newer, smaller outfit which mar-
kets “Swanee’ brand napkins, Ad-
vertising, especially over the air, is
sporadic for all but Hudson and Mar-
cal.

Of minor importance nationally are
Scott and Doeskin Products.  Scott.
easily first in paper towels and wax
paper, has just begun experiments with
paper napkins for the first time. Doe-
skin uses the Eloise Salutes the Stars
television show on the DuMont net-
work. Doeskin tissues get the main
play. with the firm’s napkins thrown in
as a hitch-hike.

Such is the paper manufacturing
industry,

Hudson has taken first place among
household paper napkins within ils
market area. This is one of the Com-
pany’s ohjectives—to outsell all other
napkin brands combined in every mar-
ket it enters. So far. surveys show,
the aim has been accomplished within
two years in each case.

Hudson envisions a continually ex-
panding market for its paper napkins.
The biggest chunk of these increased
sales will come, aceording to Richard
Staclin, from greater consumption by
present users, more o than from bring-
ing in new users. Either way it’s a job
that can, and is. being done by radio
and TV, * ok K
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WGAR Cieveland
50,000 WATTS ... CBS
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Many of America’s leading advertisers

find the WGAR microphone one of the most
effective ways to reach the rich

Northern Ohio Market.

Here’s Why. ..

POWER —50,000 watts.

COVERAGE AND MARKET—39 counties with
1,312,320 radio homes and an effective
buying income over six billion dollars...
1989% coverage of 4/l homes.

NETWORK—CBS Radio Network.

LOCAL PROGRAMMING —~Winner of The
Cleveland Press Radio Poll for local program
popularity five consecutive years.

LISTENERS—8 out of 10 top rated shows. Total
share of audience greater than the next

two stations combined. An auto radio audience
listening to WGAR a total of 411,708
half-hours daily.

IMPACT—No double-spotting. Every announce-
ment and program is showcased to
increase advertising results.

Choose the right sales tool for
selling your product or
service. It’s WGAR.

&40 % Represented Nationally by

’ S0,
RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM i -%“ Edward Petry & Company
(L
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YOU DON'T NEED
$1,000,000 TO DO
RADIO RESEARCH

Continuing studies
on product usage
with Pulse cross-sec-
tion samples of radio
homes are possible on
a monthly basis at
little extra cost to
subscribers.

Every month Pulse
interviews thousands
of homes in 18 dif-
ferent markets, in
connection with the
Radio Pulse surveys.

A few extra questions
at the end of the
regular interview, on
a continuing basis
would give invaluable
data on trends in
buying habits and
preferences.

Look for this column
on the third Wednes-
day in October —
October 17 — for
another example of
Pulse research.

THE PULSE Incorporated:

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

——
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ROUNDUP

(Continued from page 57)

| Extensive mailings are now supple-
| menting the presentation. A set of
three scratch pads to agenciex and chi-
ents with the kangaroo motif . . . a
| small package of Kellogg’s Pep with a
little card enclosed . . . "Pep up those
52 budgets by including WGFG and

WIJIM™” . . . a small bottle of Upjohn

~vitamins with a similar card telling

timebuvers and clients to get a Lift with
their sale< through the use of these
markets. Other mailings: picture post-
cards from Lansing. Kalamazoo and
Battle Creek. The final presentation
punch: on the day before the aflilia-
tion. a night letter will be sent to the
entire mailing list of agency personnel
and clients stating that at midnight
thousands in the heart of Michigan will
hear \BC for the first time and, coin-
cidentally. with the afhliation millions
of people will be turning their clocks
back one hour for the return to <tand-
ard time.

Briefly . . .

The Atchison, Topeka and Sauta Fe
Railway is sponsoring Assignment
Southicest on KVOO, Tulsa. The show.
on Tuesdays and Thursdays from 6:45
to 7:00 p.ni, acquaiuts potential San-
ta Fe passengers with colorful stories
about the Southwest. the people. the
places and events of Oklahoma. Kan-
sas. Colorado. New Mexico,

* * *

Sears, Roebuck and Company
marked two “firsts” for itself recently.
One, its entrance into TV sponsorship
beginning on 12 September with
KTTV’s The Dude Martin Show. Sears.
with this sponsorship, also became the
first retail outlet on the West Coast to
contract for a major nighttime televi-
sion show.
¥* ¥ *

The Fitzgeralds on WJZ-T\ can take
a bow for their summer selling stint
for fur storage. F. Raymond Johnson
reports fur storage during the period
he used TV was up 1497 over the pre-

vious year. He adds his remodel and

repair business also showed a sizable
increase.
* * *

Timebuyers are gelting an unusoal
sales presentation from KNBC’s Judy
Deane (San Franeisco). It's a 78 rpm
| recording delivered by performer Judy
| Beane herself.  Opening and closing

tunes, types of connmercials available
on the Judy Deane Show, and the star’s
warmth and charm are all presented
engagingly on the disk. The record
arouses more interest than could be
attracted through a printed piece. the
station reports.

¥ * *

limmy Delinont’s Beach Party, a d.j.
show. rotates among three lake fronts
in Minneapolis and St. Paul. For two
hours each Saturday afternoon, WTCN
listeners and lake bhathers are enter-

Beach fashion show is audience-getter at shore

tained with music. a Miss WTCN eon-
test. and giveawavs. Added touch:
Anthonie’s Apparel Shop, one of the
sponsors, conducts a fashion show dur-
ing the program. QOther advertiser.

Palm Beach Cosmetics, completes the
lakeside tie-in. * ok ok

[

QUAKER OATS
(Continued from page 31)

Ken-L-Products dog foods, and Puss
n Boots cat foods.

This vast food empire is a result of
many mergers. It began in 1832, when
Quaker’s oldest unit. a flour mill in
Akron. Ohio. initiated operations. An-
other milestone was in 1877, when the
(Quaker Mill Company was incorporat-
ed in Ravenna. Ohio; the partners, im-
pressed with the strength and charac-
ter of the Quakers. shrewdly chose
“the figure of the man in Quaker garb™
as their living trade mark. Not too
long after, in 1889, the Aunt Jemima
Mills. with a smiling black mammy as
its huntan symbol, originated at St. Jo-
seph, Mo. Ultima‘ely. in 1901, the
Quaker Oats Company sprang up. fus-
ing its predecessors, with headquarters
in Chicago.

Since then. Quaker has virtually gir-
dled the globe. Its 17 variegated plants
straddle the U. S. from Tecumseh.
Mich.. to Portland. Ore.
flourish in Canada, England, Holland.

Subsidiaries
Denmark. and Germam. Sales repre-

SPONSOR
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In Northern California
MORE PEOPLE LISTEN — more often—to KNBC

than to any other radio station

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

KNBC has the biggest and most loval audience in
the San Franeciseo-Oakland Metropolitan Market — the
serenth largest, fastest-growing niajor market in Ameriea.

And as a plus, KNBC penetrates all the rich, fast-growing markets
throughout Northern California. pLUS MARKETS like Stockton-
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Mouterey,
Sacramento, San Jose-Sauta Clara, and Enreka-Humboldt County.

ONLY KNBC can reach all these markets —in one, big
economical paclage. KNBC sales reps will show you how...

KNBC delivers MORE PEOPLE (in one pack-

age!)—at LESS COST per thousand —than any
other advertising medinm in Northern California.

—1 ‘r—'h? l“'_" [ai e i —_ﬁ.‘.‘

PLUS-Market Case History

San Jose-Santa Clara

Papulation—288,938, an increase aof 65.2%
fram 1940-1950

Effective Buying Incame* — $415,346,000,
an increase of 166.4%

Retail Soles* — $302,670,000, up 206.2%

KNBC Avdience —Week after week, almast
nine-tenths (89%) of the radia families
listen regularly ta KNBC

*Sales Management's 1951 Survey of Buying Pawer

Northern California’s NO. 1 Advertising Medium

50,000 Watts — 680 K.C.

24 SEPTEMBER 1951

San Francisca

Represented by NBC Spot Sales
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COVERS THIS RICH,

FAST-GROWING MARKET

..REACHING NEARLY 750,000
PERMANENT RES!IDENTS
Bud NEARLY 2,000,000

TOURISTS every year.

82,300
TV SETS IN

GREATER MIAM! ALONE |

(NBC and Dealer Surveyg)

| COMPLETE COVERAGE jnefudy

| So.PALM BEACH County
FORT LAUDERDALE
HOLLY WOOD
ALL GREATER MIAMI

awFuld Timg,
T*_J STATION

QambaM
FULL NIGHTTIME PROGRAMMING

'@ Guem,all 4 KeTwORKS

L‘##H NEL& MIAMI-

CHANNEL 4-

MIAMI
Represented by FREEo**PETERS

WWJ
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sentatives handle the company’s busi-
ness in foreign countries, so far-flung
that Quaker is able to show a picture
of Zulu safari in the wild jungles of
Natal. South Africa, merchandising the
modern white man’s burden—cases of
Quaker Oats.

Business has never been =0 good for
this sprawling empire. To be sure, its
net sales dipped from $207,000.000 in
1949 to $193.998,000 in 1930. But.
as board chairman John Stuart ex-
plains, “Our dollar sales were down

. . chiefly because of lower selling
prices.”

The real story lies in the fact that
Quaker decreased its cost of goods sold
by some $18,000,000. The result is
that its income skyrocketed from $13.-
700,000 in 1949 to $106.000.000 in
1050; as did its dividends from $4.-
900,000 in 1949 to $5.100,000 in 1950

(Quaker’s broadcast advertising sto-
ry is as (n]()rful and almost as long,
as its company’s ph) sical growth. C911
erally, its strategy has always con-
formed to its present policy. Says pub-
he relations director Charles E. White:
“We try to select our programs. and
use commercials, which fit the produect
advertised. In other words, we try to
tailor them to the audience the prod-
uct will appeal to.” Consequently. dur-
ing itz 21 years on the air, Quaker has
used seme 30 programs, ranging from
soap operax to kiddie shows, to family
variety shows.

It all began on 2 January 1929.
when as a one-time shot, Quaker ex-
perimented with the half-hour Aunt
Jemima's Musical Program of Planta-
tion Songs on the old Blue Network.
with Phil Cook as m.c. The sponsor
was g0 pleased with radio’s pull that
on the 17th of that montl. it started
Lankrolling Aunt Jemuna and Uncle
V(’([ ou Colonel Ilighee’s Plantation on
CBS

)\fter that, Quaker took to its bosom
a legion of shows which read like a his-
tory of radio. Through the years on

\BC, for example, it spousored Start

of the Day (September. 1930 to March.
1931 1. featuring Hugh Barrett Dobbs
as the “1-2-3-hup” early morning calis-
thenics man: Gene & Glenn (Decem-
ber. 1930 to December. 19324, 1he
Quaker cereal song-and-chatter pio-
neers: 'auw & Don. The Two Profes-
sors (Marell. 1931 to October, 1932).
featuring Van Fleming and Don Mac-
Neill, the latter now a morning break-
fast man. the delight of the nation’s
honsewifery: Dick Daring. the Boy of
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Today (March, 1933 to June, 1933),
one of the first of Horatio Alger rags-
to-riches roverboys; Babe Ruth’s Boys’
Club (April, 1934 10 July, 1934), with
the Sultan of Swat himself being amia-
ble to the bambiros; Kaltenmeyer’s
Kindergarten (January, 1936 to De-
cember, 1937), featuring the Duich
humorist, Bruce Eric Kammen, who
lost his vogue when German ancestry
suddenly became unpopular; Margo of
Castlewood (January, 1938 to May.
1938), a soap opera featuring, of all
people, Francis X. Bushman, the ag-
ing screen idol.

Quaker’s NBC talent roster also cou-
tained such old-timers as Dick Tracy
(January, 1938 to October, 1939), one
of the first to scare the daylights out
of the little kiddies with eruptions of
bullets and gore; Stop Me If You've
Heard This (October, 1939 to Febru-
ary, 1940), featuring those exhumers
of hoary chestnuts, Milton Berle, Har-
ry Hershfield, and J. C. Flippen; The
Quaker Oats Party (October. 1938 to
March, 1940), starring Tommy Riggs
and his squeaky-voiced alter ego. Bet-
ty Lou; and the peripatetic Aunt Je-
mima’s Cabin at the Cross Roads (Au-

, 1937 to May, 1938}, with Har-
riet S. Widmer masquerading as the
“sho 'nuff, honey" cook from the pan-
cake-loving South.

Quaker has been extremely shrewd
in selecting its current program lineup.
Nothing has heen done on a hit-or-
miss, eenie-meenie-mienie-mo basis. As
public relations director White says:
“Research plays a very vital part in
the selection of programs. We have
continuing research on the number of
homes each show reaches; the size of
the audience; the average age of the
audience; the appeal of the show; and
the cost of the radio or television show
per home reached.”

In a nutshell, heres the operational
strategy behind Quaker’s current air
shows:

Challenge of the Yukon (via Sher-
man & Marquette, Chicago) is a Tren-
dle-Campbell Enterprises, Inc.. show
emanating from Detroit: it’s all about
the adventures of Sgt. William Pres-
ton of the Mounties and his wonder
dog, Yukon King. The program is ob-
viously directed to the small fry audi-
ence, and it sells Quaker puffed grain
cereals, with hitch-hikes also pushing
Ken-L-Meal and Ken-L-Ration for
dogs.

Man on the Farm (via Sherman &
Marquette, Chicago) is a variety-qniz
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2 BILLION DOLLAR
Memphis Market \\
WMC gives the 1‘//'

farmer the proper:

W
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' MEMPHIS MARKET

The annual Farm income in the Memphis

= DOLLARS . ..

and Mid-South Market is over a 'BILLION
and WNMC, scheduling programs

specifieally for this Market Area produces the mar-

ket’s most outstanding Farm Program

. presented by one of the Nation's
leading farm personalities.

Walter (Bull) Durham, WDMC-
WMCF Farm Director and 1951 win-
ner of the REUBEN BRIGHAM
AWARD for meritorious service to
Agriculture, appears Monday through
Friday on WMC’s “The Farmers Pro-
gram,” bringing the Mid-South Farm
Family information on improvements
in crop and livestock raising. On the
air since 1943, “Bull” Durham has won
not only the Nation’s highest honor for
a radio farm broadeaster . but a
tremendous listening audience in the
Memphis Market Area.

*Based on Sales Management 1951 survey of
buying power.
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Walter Durham
commentator on
'‘The Farmers Program”

HERE'S WHAT THE SPONSORS THINK . . .

This Terminal Livestock AMarket is
well l)laawd with *‘The Farmeis Pro-
gram’ . it presents our story
splendidly o a vast Distening audience

’ sugned: G, D. Strauss
President
South Memphis Stockyards

. Purham aend "“"The Farmers
Program’® have done a great job in
selling our services to the farmer and
Lizestock raiser

signed: Col. R, Bevis
Burnette- Carfer Commission Co.

NBC—35000
WATTS—790

MEMPHIS

Notionol Representatives, The Branhom Compony

WMCF
WMCT

260 KW Simultaneously Duplicating AM Schedule
First TV Station in Memphis and the Mid-South

Owned and Operafed by The Commercial Appeal
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e Mighty Montgomery
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year.
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® Mighty Montgomery
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surrounding trade
area of 11 progres-
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counties.,

IN TRADING AREA

MILITARY BASE

e Mighty Montgomery
home of Maxwell
Field, one ‘of the
largest Air Force cen-
ters in the entire na-
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Of ALABAMA
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South.
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show emanating from Libertyville, 111,
where the Quaker [ul-O-Pep experi-
mental farm is located. Chuck Acree
serves as m.c., Reggie Cross is the co-
median, experts A. A. Dennerlein and
Dr. O. B. Kent offer farm advice, and
Porter Heaps, organ music. The show
iz slanted to the hoosier audience;
Acree also finds *“a large part of my
listening audience comprises urban-
ites.” The show sells Ful-O-Pep feeds.
with Quaker Oats hitch-hikes appended.

Both The Answer Man and The
Breakfast Gang (via Price, Robinson
& Frank, Chicago) emanate from the
West Coast. The Answer Man, of
course, is a quiz-participation show,
with the onmmiscient Joe Mansfield reel-
ing off the answers to listeners’ ques-
tions. The Breakfust Gang is a varietv
show. presided over by m.c. Mel Ven-
ter. and inclhuding such comic charac-
ters as Old Pokey, Sweeney, and Rudy.
Both shows sell Aunt Jemima products.
and both get a family audience, with
an emphasis on the hausfrau.

Oun TV. Zoo Parade (via Needham.
Louis & Brorhy. Chicago) emanates
from Chicago’s Lincoln Park Zoo. with
R. Marlin Perkins, the zoo director.
serving as zoological host and inter-

| preter for the jungle fauna displayed.

This intelligent Peabody Award-win-
ner, not too surprisingly, reaches a
60€¢ adult audience, as well as fas-
cinating the kiddies. It sells Ken-L-
Products.

Similarly. the Gabby Hayes Show

~and Gabby llayes Movies (via Sher-

man & Marquette, Chicago), featuring
the old bearded yarn-spinner, reach a
goodly-sized adult and kiddie audience.
(Quaker Puffed Goods and Oats get the
big play here.

The Garry Moore Show (via Price.
Robinson & Frank. Chicago). starring
the how-tied comic. reaches a family
audience. and is devoted to selling
Aunt Jemima Mixes.

In their commercials, Quaker uses
every gimmick. For Challenge of the
Yukon. for example, Louis E. Tilden.
account supervisor at Sherman & Mar-

| quette, arranges for an opening jingle:

There's no one that can make a bet-
ter cereal than Quaker Pufled
Wheat

I’s neat.

And when you hear the shootin’

Yer derrrrrrrn tootin’

That Quaker makes the ones

Shot from guns!

A second eommercial in the niiddle

plugs a premium offer:

SPONSOR



SGT. PRESTON: Yes- in any pio-
neer country, guns of all kinds are a
vital need—Dboth for protection and
food. A collection of old guns can
teach a person a great deal about the
history of his country.

AND ANNCR: And say, fellas and

girls. you are lucky because right now

you can get a Scale Model WESTERN
GUN COLLECTION!
18T ANNCR: Six authentic minia-

tures of famous old-time western guns |
—plus a special gun rack—for only

one dollar and a box top from delicious
Quaker Puffed Wheat or Quaker
Puffed Rice!

The closing commercial promotes
the product’s virtues to each member
of the family:

2ND ANNCR: Yes—the cereal that's
sure to win your whole family’s favor
these summer mornings is refreshing.
nourishing Quaker Puffed Wheat and
Quaker Puffed Rice!

1ST ANNCR: They're in first place
with  Mom. Dbecause they’re quick—
ready-to-serve . . . save time in the
morning.

2ND ANNCR: They're the winner

every time with the youngsters, because |

they’re the ones—Shot from Guns! Ac-
tually exploded up to eight times nor-
mal size to make them extra crisp and
tender!

1ST ANNCR: And Dad picks Quak-
er Puffed Rice and Quaker Puffed
Wheat—Dbecause you can sweeten them
to suit your own special taste! You
enjoy the full, natural, nut-like flavor
of the choice premnium grains!

A concluding tag on the end sells
Quaker’s Pack-O-Ten package:

JAY : (slight echo) Ounly Quaker
PAAC-O-TEN has ‘Wheat and Rice
shot from guns’!

JAY : (off echo) That’'s QUAKER

PACK-O-TEN has ‘Wheat and Rice
try! Six different delicious ready-to- |

serve cereals! Ten crisp, fresh indi-
vidual servings!

On TV, Quaker uses every visual
trick possible to sell its goods. Robert
G. Everett (who with J. Edward
Coombes. John F. Price. Stuart Rae

and William R. Stuhler. at Price. Rob- |

inson & Frank, handle the Quaker seg-

ment of the Garry Moore Show). told
SPONSOR:

“Due to Garry Moore’s personal sell-
ing, and the utilization of our living
trademark, Aunt Jemima, there is no
question about the effectiveness of our
selling messages.”

A typical TV commercial shows
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THE 'BIRTH OF THE SWOON' PROVES THIS . . . Yes,
even in the tempestuous Twenties there were ‘Them WHAT
HEARD' and ‘Them WHAT SAW' and we suspected even then that the
listeners were in the majority . . . NOW WE KNOW THEY ARE!

In a recent, thorough investigation, Advertising Research Bureau (ARBI)
interviewed scores of persons who shopped in ADVERTISED stores, LEARNED
that 54.59, get their information exclusively by listening to the RADIO.
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to-
n-

Moore and Amnt Jemima walking
ward a table filled with cooking
gredients:

Garry picks up various items as he
mentions them: What’s all this, Aunt
Jemima? Cake flour, shortening, sug-
ar, vanilla, eggs, milk. Somcbody go-
ing to make a cake the hard way?

JEMIMA : (Chuckles, pointing to ta-
ble holding cake ingredients) Mercy,
no. 1 just wanted to show how much
time and work my cake mixes save.
Because, ladies, all the good ingredi-
ents you see on this table are already
in Aunt Jemima Cake Mixes, including
plenty of country good eggs and milk.

Not only is Quaker a heavy air ad-
vertiser; it also is aggressive at mer-
chandising its air advertising through
posters, personal appearances of its
talent, and retail store cards.

The future of Quaker’s air adver-
tising is hard to forecast. It doesn’t
use any spot radio/TV advertising,
and doesn’t plan any. Nor do the cards
show an evacuation of either radio or
TV network advertising. As White
sums up: “Our philosophy is to reach
the greatest possible audience at a min-
imum cost. And we feel that radio and
TV are both very excellent ways of

reaching large national audiences with
our comunercial messages simultane-
ously.” From all indications, Quaker
will continue using radio and TV as
long as it keeps bombarding cereals
from cannons. R

BE CAREFUL ON AIR
(Continued from page 37)

husband, in the original screen ver-
sion, going to the bar every time he
lost his nerve. As cut for TV home
movie consumption, Douglas was seen
going off, but not where he went. The
bar had been cut out.

Broadly there is agreement between
radio standards and the Will Hays-
Eric Johnston motion picture produc-
tion code. But neither code will auto-
matically suffice. Unique difficulties
haunt TV by reason of the ancient
vintage of many of the movies now
revived. An old Huntley Gordon-
Dorothy Dalton movie, a good 30
years old, was recently going the TV
rounds. Such a fihn was made before
the Hollywood production code. The
probleni of the American Indian is in
point here. Over the past 20 years

g
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again and again - - -

"...The tremendous response of the public
during our August Sale was indeed a high
tribute to WPAT over the wide spread area

covered.

We cannot

overly emphasize credit due WPAT

for the overwhelming success we enjoyed
during this event and we enthusiastically
anticipate resumption of our broadcasts

soon.

Sincerely yours,
Clinton M. Lagrosa, Pres.
LAGROSA

September 4, 1951

"“"WORLD'S LARGEST OUTDOOR & CASUAL FURNITURE DEALERS”

WPAT gets results !

5000 WATTS o
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friends of the remaining tribes have
educated film producers to a more con-
siderate treatment, making Indians in
current westerns something more than
naked murderers of stalwart white pio-
neers. Now comes the television re-
vival of the old releases. A new gen-
eration of American kids is exposed
to the racial sterotype of the wild
“redskin” savage. Romantic fiction
had transformed the Indian from his
historic role as victim into the more
convenient role of bloodthirsty aggres-
sor.

Advertisers are by now pretty well
briefed, or they ought to be, as to the
everyday hazards lurking in racial
jokes, dialects, characterizations, and
superiority-inferiority situations. The
pictorial factor in TV increases the
danger. At least in theory, although
The Goldbergs has been innocuous.
And Blatz-sponsored TV version of
Amos 'n° Andy is entrusted to Negro
actors, with the hope of circumventing
any possible awkwardness in white
men working “blackface.” As the
chiel victim of racial stereotyping, the
Negro market is sensitive indeed to
advertisers wlo thoughtlessly perpetu-
ate offensive images ol the Negro as
ignorant, lazy, menial, etc.

The radio advertiser gradually
learned to avoid identifying fictional
gangsters and hoods with exclusively
Italian names and backgrounds. The
wisdom of such discretion will not be
lost upon smart TV sponsors. It will
never do for an advertiser to be im-
patient with what he privately decides
is unduc sensitivity by given groups.
So long as the sponsor’s goal is uni-
versal good will for his products and
services he cannot indulge in heavy-
handed kidding and race-trait bur-
lesque and then be surprised if Italians,
or Mexicans, or Irish, or Jews pass
him by at the retail firing line. (Wit-
ness the reaction of the National Asso-
ciation for the Advancement of Colored
People to Amos’n” Andy on TV, justi-
fied or not.)

Thus far TV has experienced few
“serious” brushes with public opinion.
Perliaps the worst was Arthur God-
frey’s holding up before the cameras
of a miniature privy about which he
was inspired to joke. It wasn’t fumny.
It was somecthing of a scandal. Out-
of-lown stations especially threatened
to cancel Godfrey if he repeated such
“humnor.” Then there has been the
minor crisis of how muel décolletage
Fave Emerson and the other TV extro-
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verts could get away with. Ior a time
it shaped up, if that’s the phrase, as a
race to the female navel. Finally a
night club singer, Marilyn Ross, show-
ed in a gown cut so low as practically
to eliminate the whole central panel.
That may have been the high-low of
the plunging neckline.

Some eyebrows in the trade are up

more or less all the time at TV’s toler-
ance of “swish’ routines and imper-
sonations. They think that’s going too
far, projecting a special brand of big

city tenderloin into the family circle. |

Other observers are more relaxed

about the “swish” stuff, think it will |

be interpreted as nothing more than
spoofing of sex characteristics. As to
that we shall see what we shall see. In
passing, some efleminate actors with
chums among effeminate casting offi-
cials have been given jobs as tough-
rough gunmen. Charming fellows and
talented actors, they just couldn’t roar
like lions. They showed their fangs all
right, but it came out like a petulant
pussy. This was a net deduction from
TV dramatic realism.

More familiar to the advertiser is
the menace of the “Pitchmen in the
Parlor.”” This has been pretty bad
during the season now ending. The
shill game moved into video with en-
thusiasm. Here was a dreamy contact
with soft touches. All sorts of over-
priced knick-knacks and plastic junk
have been unloaded on the set-owners
by pitchmen making hay while the
kleig-sun was allowed to shine upon
them. Better Business Bureaus and
other bodies dedicated to consumer
protection are now alerted to the pitch-
men and they will have to stop abusing
the privilege. Here again the parallel
with early radio history is obvious.

TV shares something else with radio,
the rapt fascination of a loyal audience
of kids. These kids present to the ad-
vertising mentality an attractive lever
for moving coins out of papa’s pockets
and mama’s purses. The temptation
is apparent. So are the dangers of a
bad reaction. Typically this sort of
copy leads straight to trouble:

“Guess that dad of yours is the
best old dad that ever was. Guess
he knows what you think of him.

Guess he wouldn’t begrudge you

a little old 50¢ piece to send us

for your genuine mimeographed

affidavit making you a member

of the Boy Detectives Guild. . .

now here’s how to send us that

little old 50¢ piece. . . .”
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Nixth of a series

READ 1. WIGHT

Dir, of Radio & TV
J. M. Mathes, Ine.

LIhE MUOGT

Television 1s, in respect to general
experience and trial and error, about
where radio was in. say, 1929, the
vear Rudy Vallee started crooning.
Therefore the censorship story is large-
Iy in the making. It was between the
vears 1930 and 1936, as set forth in
the first article (13 August) of this
two-article report, that radio went
through the censorship wringer. Very
likely the wealth of practical experi-
ence accumulated by radio will help
TV escape the more lurid clashes.

The Kefauver Hearings. the greatest
television sensation to date. gave all
thoughtful sponsors and telecasters a
foretaste of the until-then-unsuspected
political-commercial dynamite implicit
in sight-and-sound-in-the-home, It is
ot too soon to ponder the lessons
given by the Kefauver Hearings as to
the “invasion of privacy” of innocent-
until-proven-guilty citizens and the in-
fliction of ordeal by publicity in a
country with a copper-rivetted pledge
not to resort to “cruel and unusual
punishment.”

Remember, that regular daily sum-

' maries of the Kefanver Hearings were

"

‘Newsworthy

1V & RADIO
EXECUTIVES
Mr. Wight's
LATEST
BUSINESS
PURTRAIT
[0 BY —
Jean Racbarn

Photographer to the Business Executive
5605 Fifth Ave., New York 17—PL 3-1882
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sponsored. Remember, too, that in
pre-war days radio took microphounes
into police courts and advertisers. at
the local level, sponsored the actual
pick-up of testimony.

The sheer drama of the Kefauver in-

~vestigation cannot be questioned. But

right here the propriety of telecasting
the hearings swings on the suspicion
that Kefauver was, without so intend-
ing, putting on an entertainment.

An advance hint of political vaude-
ville came out of St. Louis where, prior
to the New York engagement, the Ke-
fauver Committee sanctioned television.
A celebrated “betting commissioner”
promptly claimed constitional right not
to be photographed on the stand. Later
in  Manhattan TV cameras panned
down upon the hands of Frank Cos-
tello, alleged head man of the alleged
underworld.  Costello’s fingers, chub-
by and fretful, immediately hecame. in
themselves, a new kind of exciting
dumb-show. These were the fingers
of a fabled figure said to wield vast
power. Now, in TV close-up, the fin-
gers twitched, curled, and uncurled,
gesticulated irritably.  The American
public in their homes and bars and

clubs  (and TV sales showrooms)

~sensed  the tension, the fear in the

breast of the great Costello. Every-
thing that poker face, toneless voice.
and lawyers conspired to cloak from

view was brought to the awareness of
the man in the streets. Costello had
10,000,000 jurors. By the third day
he was hiding his hands, most of the
time, under the table.
had had their drama.

In a matter of days the Kefauver
hearings swelled from a novel “public
event” into the most exciting spectacle
of all time. Real villains faced real
heroes. Page one came alive. Strange
denizens were flushed from waterfront
and hideout. A parade of guys and
dolls right out of Damon Runyon put
on a show, without AFRA fees, that
stirred the rural evangelism of the pep-
pery senator from New Hampshire.
City slickers hid their reactions behind
the impassive shrugs of the big-time
gambler as country boys intoned old
fashioned moral indignation. The
American people, tense with suspense,
moved in closer. It was better than
the high wire act at Barnum & Bailey.

And then, abruptly, the circus was
ended. The debate on its propriety
began. Educators asked each other if
this was education, jurists wondered
if it was jurisprudence, the clergy
meditated the theology, civil libertari-
ans the democracy of such TV hear-
ings. Those who are pleased that un-
derworld characters and ex-mayors
have been smoked out proclaim that
this was dynamic display of the usually
screened-ofl pro’s and con’s of political
corruption, It was, they believe, a
fine thing, and there should be more.

Advertisers, however, are warned
against getting on such bandwagons.
There may be local TV repeats of the
Kefauver sort of thing. “Trial by
kleig-lights and iconoscopes™ is the
appellation bestowed by the doubting
traditionalists. This is a new. and in-
finitely more dangerous, extension of
the old “trial by newspaper head-
lines.”

Philosophies are in head-on clash.
TV. in one view, penctrates the inertia
of the masses. electrifies abstract civics
into understandable everyday ethics.
This is held to beam a searing light
upon the blacks and whites of public
life. But the contrary viewpoint sees
little net social bencfit from sugar-
coating the processes of government as
“amusement” for the unthinking
crowd. There was some evidence dur-
ing the New York visit of the Senate
committec that the public is over-re-
sponsive to personality, as such, and
will as readily cheer an attractive
scoundrel as a colorful New Ilamp-

The cameras
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shireman,  The hail-the-new-miracle
coterie argues, in rebuttal, that the
risks of telecasting public hearings are
minimal compared to the education.

The uew generation thrilling to the
Kefauver hearings on TV does not
know about the 1934 radio hearings at
the time of the Morro Castle disaster.
These, too, made history, ran on days
on end as movie palaccs and merchants
complained that trade and traffic were
slowed down to a trickle. Millions then.
as in 1951, clung eagerly to every
word. Only things new in TV were
the facial grimaces, the finger tappings
of Costello, the angry darting glances
of O’Dwyer. Evidence in the Morro
Castle hearings was intensely embar-
rassing to hoth the greedy shipping

* * * * * * * *

s6There is urgent need for greater co-

aperztion between our conutries, and in

one direction, advertising can help. Ad-

vertising is the medium which enables

us 1o spread a common knowledge about
things and worthwhile preojects.®?

C. KING WOODBRIDGE

President. Dictaphone Corp.. N. Y..

at International Adrertising Con-

ference, London

* * * * * * * *

interests and the inefficient government
steamboat inspection service and it is
significant that in due course the hear-
ings were conveniently “recessed” and
when they were resumed, after the pub-
lic had cooled off. radio microphones
were excluded.

Back in the 1930’s it was the local
radio station and the local radio ad-
vertiser which exploited the play-by-
play of government in action. This
was especially true of morning traffic
court. The record indicates that some
30 American cities at least (St. l.ouis,
Denver, Chicago, Cincinnati, Miami.
and Atlanta among them) authorized
radio broadcasts from police courts.
Outcries from Bar Associations came
quickly enough. for the traffic offcnders
line-up degenerated all too often into a
vaudeville show. Magistrates, with
their eyes on re-election, could not re-
sist the opportunity to enhance their
own reputations either for sagacity.
wit, or stout-hearted defense of pedes-
trians. Court clerks began sifting the
cases in advance for likely “prisoners”
to afford His Honor a good work-out.
Inevitably citizens who spoke a garbled
and thus “amusing” English were
singled out as butts. Typically the ig-
norant and poor person at the bar of
justice with no effective power of per-
sonal or political retaliation against
the police magistrate was given a hard

24 SEPTEMBER 1951
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time. either in terms of ridicule de-
signed 1o win laughs or in terms of
moral indigimation.  All this. remem-
ber. was justified as a contribution to
traflic-safety education.

The Post-Kefauver debate is, there-
fore. an old debate focussed upon the
techniques of a latter-day medium.
Traditionalists and civil libertarians
feel that the invasion of rights of wit-
nesses, the picking and choosing in
advance of trial, the inevitable deci-
sion, by somebody, that these witnesses
are themselves guilty, with the cross-
examination governed accordingly, all
add up to very dubious precedent.

In radio the sponsor reaction to un-
controlled  special  events.
courts, sidewalk interviews, coverage
of fires and disasters was one of grow-
ing doubt.  Sponsors and program
packagers correctly evaluated the en-
tertainment possibilities in people, as
<uch, divorced from the costs and
judgment hazards of formal plotted
drama with paid actors. But audience
participation was safest when under
~tudio control and some degree of pre-
air rehearsal. 1t seems probable that
sponsors will, in TV, also sidestep the
risks of special events and choose in-

visits  to

stead the disciplined pre-fihued, pre-
edited audience participation.
There is this further paradox in the

Kefauver hearings: they very definitely’

established the highly immoral con-
clusion that crimne does pay, and pays
very well. Radio, movies, and tele-
vision have all been pledged to leave

a contrary impression with the public.
* h K

MEN, MONEY, MOTIVES

(Continued from page 0)

good natured, delighting in other peo-
ple’s tongne-slips and embarrassments,
never passing up a dialect or a gram-
matical error. except, of course, his
own. On occasion he dances along the
thin edge of innuendo. always pretend-
ing innocence and in the event the con-
testant is off-color quickly alibiing that
e didnt know the gun was loaded,
which is like being surprised when Mae
West gets around to sex.

*  o® X

In the event of a feux pas on the
the air the quizmaster’s long years of
devotion to total habble enables him to
throw a bridge of words over the blun-

sk Write for details why
your advertising get
) three extra bhenefits e this
rich tri-<tate oil and ga< capital

and at onhy 2/3 the cost!
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5,000 WATTS
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NIGHT

Natl. Representative: Edward Petry & Co., Inc.

der. He goes on merrily chattering
while studio attendants rush the moron
off the platform. Afterwards the spon-
sor invariably congratulates the gab
king for his fast thinking, which the
sponsor confuses with fast talking.

x % X
Don’t get us wrong. We're just as

jealous as you are of the $125,000-a-
year the gift brings to the rollicking,

frolicking. oopsy character. He’s got
something special. You can’t grow it.
You can't classify it. It’s just some

makes the impossible come
turns trite remarks into a
for wit.

thing that
true, that
reputation

* * *

Did you see the middle-aged citizen
who had been stripped to his shorts
and dressed up in a Hawalian grass
skirt? That was his comical forfeit
for not knowing who was buried in
Grant’s Tomb. As they proceeded to
give the subject the biz, piercing
shrieks of unalloyed glee were brought
up full bv the studio engineer.

* ok X

Now the announcer steps in for the
pavofl. Here is his punch: all this
wonderful fun is true and good and
wonderfully democratic. It couldn’t
happen in a stuffv old dictatorship. No,
siree.

X X X

And no, siree, don’t you ever dis-
count the miracle of the good old per-
sonality announcer. lle’s more Amer-

ican than whiskey with a beer chaser.
* Kk Xk

MARKET TESTS

(Continued from page 39)

modify it; or duplicate it nationally.

I. The planning stage. Many an
optimistic manufacturer becomes =o
enthusiastic abont the test, especially
when he learns it will probably run in-
to a five-figcure budget, that he wants
to test everything two different
prices, three package sizes, two appeals.
radio vs. newspapers. one-cent sales vs.
couponing.

He quickh learns the first rule in
testing: only one test factor can be
varied at a time. 1f vou're testing the
putl of one medium against another,
then you can’t monkey simultaneously

~with different merchandising angles;

not if vou expect to unravel the mean-

SPONSOR
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| WROW beats Station X |
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affiliate in Albany) by 640

families according to
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|

J WROW shows a BMB of
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LOWER COST

WROW has a lower cost |
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For the complete story,

contact:

The Bolling Company



g ol sales figures which 1esult. Con-
fining? Yes. but more than one omnni-
bus test has wound up with its spon-
sors unable to put their finger on what
factor cav=ed the sales curve to dip or
rise

With this restriction in mind. tests
tend to be as narrow and straightfor-
ward as possible. Many phases of the
ad strategy  which might be market
texted. if there were enough time and
monev. are decided on without test.
For example. copyv themes are often
tried ont on an ad agency’s consumer
pauel to see which appeal sells hest.
This copy appeal is then uzed in elim-
inating a possible variable.

This kind of preliminary decision
making happens most often when com-
pletely new products are tested. The
manufacturer of a new product wants
to know first of all whether his item is
acceptable to consumers—does it fill a
need? Secondh. he's interested in dis-
covering the best way to merchandise
it =0 as to build up sales quickly and
broaden distribution.
sized objectives. lcave no room for tin-
kering with the question of appeal. or
media too.

But in the case of long-established
products which seem to suffer from the
mal-de-mer of a sliding sales curve,
copy appeal s frequently re-tested.
Several vears ago Colgate-Palmolive-
Peet raised a worried eyebrow at the
disturbing trend of its Palmolive soap.
Clearly the old brand of soap had lost
~ome of its appeal. A succession of dif-
ferent copy themes were duly tested
while sales edged downward. The com-
pany  found the “li-dav  Palmolive
Plan™ appeal successful on a test ba-
sis. steadied its national advertising

These are man-

on that theme. and reversed the sales

trend as a result.

Block  Drug’s  Nimm-i-dent Tooth
Paste is ancther case in point. It's al-
s0 an interesting case history on the

use of spot radio as a test medium. Ac-
cording to George Abraimns, Block Drug
advertising manager, the firm wanted
to trv out a hunch when it launched a
recent test. Block Drug. one of the hig-
gest buyers of radio in the country.
had been using the air heavilyv for
Amm-i-dent all along-—in contrast with
its rivals. who leaned toward magazine
ads. Most of the smart magazine users
harped on one theme: “Clean your
breath while you clean vour teeth,” or
something close to it.

Why not. thought Abrams, convert
the “bad breath” theme to radio? It
seemed to be working well for com-
peting brands. The firm continued its
transcribed dramatization plugging the
value of Amme-i-dent as an ammoniated
paste that reduced fermentation in the
month, and therefore cavities in the
teeth. At the sanie time they launched
a nine-month test of the bad breath
theme in July 1950.

Block Drug and agency Cecil & P'res-
brey chose five cities in which to try
out the new appeal: Fort Wayne. Ind.
i pop. 120.000) : Grand Rapids. Mich.
(pop. 165.000) ; Madison, Wis. (pop.
70.000) : Portland. Me. (pop. 750001 ;
Roanoke. Va. i(pop. 70.000). These
cities covered a range of types common
throughout the country-—medium and
small industrial. rural farming center.
They also sampled Midwest. Northeast,
and Southern wmarkets,

Radio carried the entire advertising
load. since this medium had been used
consistently for Amme-i-dent and had
value. The “clean your
breath™ theme was incorporated in 14

shown  its

Not the biggest station, but the BIG BUY in cost
per thousand homes reached in Knoxville’s ““gold-
en cirele™ | . . the industrial metropolitan area of
335,000 people. Cover this eompact market with
2oy peog . i
WBIR AM and FM, both for the price of one.
9

The Bolling Company
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announcement \t‘«l"silllls
transcribed tor broadcast. Again fol-
lowing previous experience, about 80
of the test announcements were slotted
in the early morning, between 7:00
and 9.00 am. Average frequency was
about 10 ammouncenents per weck on
each station.

olte-nminute

After the first 20 weeks of testing,
results were so convineing that Block
Drug switched all its advertising ap-
proach to the new appeal. They now
spend $S1,000.000 on radio promotion
for Amm-i-dent. another $1.000.000 on
TV. The ABC network radio show Vo
School Today accounts for part of the
radio budget. while spot radio an-
nouncements take up the rest. On tele-
vision, there’s Danger over CBS-TV
net: =pot TV announcements planned.

2. Selecting a test market. This is
one of the first and trickiest jobs tac-
kled by a market researcher. It nust
he a self-contained market so that out-
side business conditions and advertis-
ing activities don’t spill over into the
test inarket, thereby muddying results.
This rules out the suburbs of large
metropolitan cities like New York, Chi-
cago, San Francisco. Los Angeles.

Another prime requirement for a
test city is the researcher’s ability to
get accurate sales figures. This inevi-
tably means visiting a goodly sample
of retail stores, checking inventories
and invoices. Many testers rely on
outside research outfits like A. C. Niel-
sen. Burgoyne Grocery & Drug Index.
Stewart Dougall Survevs. choose cities
where these services are available. \iel-
sen, for example, provides sales figures
for food and drug items in 29 areas
every 00 days. (The firm will also set
up special store panels on specifie items
for a limited period of time.)

Here’s a close-up of how one large
food manufacturer and his agency
fixed on four test cities for a recently-
introdnced breakfast food. Theyv looked
first of all for cities with these three
qualifications:”

I. A market

wholesale areas were clearly de-
fined, so as 1o keep accnrate track
of product sales.

2.\ market where the same media

were available as would be used

where jobbing and

in a national campaign.

3. A eity with enough diversified
hnsinesses so that a single strike
or failnre wonld not throw the
whole  market completely off-
stride and rnin results.
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Are you supporting

a lot of loafers?

Arc you giving shelfroom to unmarked. unbranded products that
sit around. contribute little, and risk your reputation?

That still happens these days, and brother—it’s doing business
the hard way!

Granted “one-shots™ may oceasionally undereut the prices of the
“brands”—but look at the ehanees you have to take. You'll have to
spend more time explaining and selling ““‘unknowns”—you’ll have
to push them against customer preference—and if they don’t make
good, you take the blame.

The retailer who handles advertised brands profits from the label
prestige of famous makers and from a year in and year out
advertising program reaching millions of readers. That's why you
make vour business stronger when you keep the foree of fanmous
brand names behind your sclling. Let your customers know they ean
get from you the brands they know and want. Why be eontent—or
expeet them to be content—with anything less?

With an 8 to I preference for branded merehandise —can you
afford to push anything else?

Give your customers what they ask for—
it’s bad business to substitute
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A non-profit educational fonndation
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Going bevond these generalizations.,
these testers were after a eross-section
of typical American markets. Cincin-
nati (135.000 pop.) was chosen as a
“miniature metropolitan”™ market. com-
plete with comnuters and a substantial
number of white-collar workers. Day-
ton (210,000 pop.) and Peoria. [k
(105.000 pop.r were picked to repre-
sent the mediom-sized. strong urban
market  self-contained. with their own
diversified industries,  Terre Haute.
Ind. (65.000 pop.) rounded out the
quartet of test cities as a tvpical rural
center (researchers wanted to sample
the reactions of people lving on sur-
rounding farmland).

The test media to be used throw a
further complication into choice of
markets. Since researchers follow the
dictum- never do anything in a test
market that can’t be duplicated nation-
ally- ~each market chosen must have
botl newspapers and radio stations to
he representative. Selecting markets
from a media viewpoint can be highly
complex. Here are the points to watch
in buving radio or TV time for tests,
according to Carl H. Henrikson. Jr.,
former vresearch director of J. M.
Mathes & Co. and now v.p. and general
manager of S-I) Survevs. Ine. (New

York market research specialists ).

1. A competitor should not have a
program in one of your test markets
and not in the others: such unequal
competitor influence represents an un-
controlled variable.

2. All the stations used should have
about the =ame “listener lovalts™ in

» * * 1 * * * W

selle who works with his hands is a la-

borer: with his hands and his head. a

eraftsman: with hisx hands, his head,

and his heart. an artist. He who works

with his hands. his head. his heart. and
hi< feet . .. is a salesman.*?

LOIS INGALLS.

Sales Promotion Manager,

I. Miller & Sons, N. Y.

* * * * * b 4 * -

their respective markets. Matching a
schedule on a powerful network or in-
dependent station against a similar
schedule on a small secondary station
i=n’t scientifically fair.
3. Take into account nearby large-
coverage stations which exert a strong
effect on lstening in the market city
or cities. Such outside “overlap” should
be the =ame for all test markets to
avoid hias.

4. Match announcements against an-

noulncements, programs v, programs,

"’ )eo/)/e Sell iﬁ‘ﬁi than ])a/)er”

e« and You Can Cover
Central New York with
ONE Radio Station

NBC Affiliate. WSYR-AM-EM-TV—the Only
COMPLETE Broadcast_ _OLga_niiag_i_(_m in Central New York

Headley-Reed, National R(’prescnmtl’ves
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time periods against the same time pe-
riods—unless type of air advertising
to be used is whal you're testing. And
if the most effective way to use a me-
dium is being tested, then all othes
factors must be the same in all test
cities.

3. Running the test. I{ planning
and market selection are carefully
thought out by expert market research-
ers. the test itself should come off with
comparative ease. How long does a test
normally take? Between three and six
months is the usual run—a trial period
which agency and independent re-
searchers universally consider far too
short. Nine months to a vear’s test
would suit them better.

Main reason for wanting a longer
test is to allow time for re-purchase
sales. Initial sales are apt 10 he one-
time flashes which give a false glow.
What testers want to know is what the
long-term picture will look like—will
the product hold up? They can't al-
ways wait for a completely definitive
answer, since each extra month adds
expense, gives competitors more time
to work up counter-moves.

One device which some researchers
usge to speed up tests is to “over-spend”

in the test markets. This means tele-

« scoping the advertising impact into a

shorter space of time by running big-
ger schedules than the budget could
afford on a national scale. The prac-
tice isn't universal, since it does some
violence to the prineiple of not doing
anvthing in a test market that can’t be
duplicated nationally. A safer way to
save money iz by working out cooper-
ative arrangements with local dealers
who kick in part of the media costs in
return for the extra advertising their
market is getting.

One important thing to remember is
that market tests must be kept top se-
cret. The reason is obvious. For one
thing. there’s no point in spending a
fortune to find out something.
only to lip off a competitor for free.
Besides which it's not unknown for a
well-heeled rival to throw an mtensive
couponing drive right into a competi-
tor’s test market. Such “coincidences”
occur often enough by aceident withont
encouraging such a deliberate upset.

One of the classic examples of whai

small

' can happen wlhen a competitor learns

of your test is the story of “Surf” (l.e-
ver Bros.i and “Tide” (I’rocter &
Gamble). In 1919, Lever planned to
buck the head-start which the P & G

SPONSOR



washing product had built up by de-
veloping and testing a new appeal. In
several carefully selected markets, the
inhabitants were urged to buy “Surf,”
that “no-rinse” soap powder which
could cut their washing time in half.
Lever Bros. executives smiled happily
at onc another as results proved the
“no-rinse’” appeal a smashing success.
Plans for a national promotion were
read’ed: it looked like there might be
a licking ahead for I’ & G’s “Tide.”

Imagine. then, the consternation
which struck Lever Brothers when in
January 1950 their arch-rival stole a
march on the new appeal. Following
a country-wide series of emergency
meetings. the entire P & G empire
turned itself inside out to revamp
“Tide™ advertising. Before the “Surf”
campaign could be launched. “Tide”
wrapped itself in a “no-rinse” appeal
and swept away with the market. Close
to two ‘years after this maneuver,
“Tide” remains the top-selling soap
powder, while “Sur{” never quite got
off the ground.

How did Procter & Gamble find out?
Probably through its extensive sales
force. Salesmen make it a point to look
around when they visit retailers. Any

new product or campaign can he spot-

ted quickly and word passed on to the
home office.

One other source of “leaks” is the
occasional hlabbing of media salesinen.
The radio/TV director of a medium-
sized ad agency told spoxsor that in
at least four tests which his agency has
run via radio or TV. word has gotten
to competitors within three days. But
larger agencies quizzed on this point.
report no such difficulty. To be on the
safe side. market testers would do well
to keew a tight rein on test details when
lining up media schedules.

4. Measuring results. What makes
market testing so expensive is not the
cost of buving advertising alone. but
the taly for keeping track of sales
curves. Actually. this is the pay-off op-
eration; a test is wholly wasted unless
its impact can be accurately measured.

Measuring sales is done most often
right at the retail level. Factory ship-
ments don’t usually tell enough. since
they reflect wholesaler and dealer in-
ventories  which may be idling in
storerooms. Wholesale shipments are
scarcely a better gauge of how many
product packages are actually being
bought. Safest measuring instrument
is the “store audit” by field men.
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Mr. . C. Beatty
Waxon Incorporated
Detroit 7, Michigun
Dear I, (.

Hit takes more’n jest lisseners ter
mahe a good market. Effen th® lissen-
ers arn’t got no
money they cain’t
buy nothin’. Now
. C., thet’s why
Charleston, West
Virginny — (F
hometown nv
FCHS - stands
out so! Hit's
jest fulla  folks
with lotsa money,
an’ fur an’ away
th> biggest part
ur  em lissens
ter WCIHS! Tk
latest figgers on
fambly income
in th USA
shows thet folks
‘round here has
got lots more ter
live on then pee-
pul in'most other
parts wnv th’
country. Then
when yuh *mem-
hers thet WCIS gives yuh more uv
these lisseners then all th’ other four
stations in town put Ugether yv’lnmeos
vih got sumpthin’!
Yrs.
Algy

WCHS
Charleston, W. Va.
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First step in a “store audit” is a
complete inventory of the test product
and its competitors. This is the start-
ing point. Then, as the test proceeds.
each new delivery of the product and
its rivals is marked down. On comple-
tion of the test campaign a final in-
ventory is checked off, making it a
simple matter to total up sales made
during the test run.

Agencies frequently find it more eco-
nomical to turn this pavement-pound-
ing detatl work over to market research
specialists. A. C. Nielsen, S-D Surveys,
and several other firms have large
staffs of trained men who cover an ex-
tensive sample of retail stores in the
test market areas and provide complete
sales figures. The advantages to using
professional outfits include:

1. Agency researchers are freed
from time-consuming details of super-
vising leg-work, can handle more “pro-
ductive” problems.

2. ldentity of test time is more like-
ly to remain a secret, since many prod-
ucts are inventoried at the same time
by the professional researcher.

3. Full-time market specialists know
from experience how to anticipate
problems: for example, they’l over-
sample the market so that individual
stores can be safely dropped from the
original sample if they prove unsuit-
able.

tesearch firms and agencies com-
monly back-stop sales figures with a
consumer survey. Interviews with a
selected group of housewives, for in-
stance, can turn up such valuable in-
dications as:

. Percentage of people who bought
vour product.

2. Percentage who intend re-pur-
chasing,

3. What influenced them to buy?
Of those who haven’t yet bought
the produet, what percentage in-
tend to do so in the future?

5. Interpreting results. Despite all
the pre-test precautions and back-stop-
ping techniques, a multitude of distrac-
tions can nmddy up interpretation of
test resnlts. A stretch of poor weath-
er, a strike. the attitude of storekeep-
ers toward the product and manufac-
turer in audited stores, missing in-
voices which confuse sales figures,
change of ownership or bankruptey
among audited stores—jnst to mention
a few possibilities.

All these potential destroyers of test
acenracy must be allowed for in inter-

preting results. Chances are there has
never been a market test that didn’t
have at least one minor catastrophy to
contend with.

Even with a skillful test run under
ideal market conditions. the sales re-
sults may not mean what they seem to.
One of the shortest routes to an errone-
ous conclusion is an analysis of test
product sales alone. How meaningful
ic a sales figure for the test product,
when a rival’s sales in the same city
inay have doubled during the same pe-
riod? In other words, a test product’s
showing in relation to its competitors
is at the crux of gauging results. Con-
ceivably, an cstablished product whose
appeal was being tested anew might ac-
tually drop in sales during a test. This
might not indicate failure. however, if
the entire product category took a
sharp dive, with the test itein holding
up best.

Despite the many pitfalls that dog
the steps of market researchers. there’s
an air of cautious but very real optim-
ism when you talk about testing to re-
searchers. Carl H. Henrikson, Jr.. S-D
Surveys general manager. probably
voices the feeling of most market re-
searchers in saying: “Sales tests won’t
shed a brilliant light on a dark room,
but they will provide enough of a glow
to prevent stumbling over a chair and
breaking vour neck.” * x K

NETS INVADE SPOT RADIO?
(Continued from page 35)

mate spot business.”

Since the initial outery, NBC, pull-
ing in its horns, has put the idea on
the shelf. NBC stations and station
reps have pointed out that the plan,
which would involve 24 six-second
breaks a day. would conflict heavily
with normal national spot schedules,
regardless of product. NBC claims the
project was dropped because of the
difficulty in finding a formula which
all chents could use.

Among station reps, the chimes plan
and other network sales schemes that
appear, when examined. to be poten-
tial lures for spot radio dollars are
gcnerally disliked.  Reps have been
quick to pounce on them, and to alert
statious to their meaning. Eugene Katz
of the rep firm of Katz Agency Inc.
told spoxsor: “More and more station
managers are realizing that they are
picking their own pocket by co-operat-
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ing in Tandem, Pyramid and similar
network plans.”

Just to nail down the lid—even if
it’s only temporary—Wythe Walker,
well-known spot rep, had this to say of
the NBC (and similar) proposals to
set up a network “spot” system. “Net-
works hate spots like the Devil hates
Holy Water,” snapped Walker. “Now
they plan to reverse their policy be-
cause a dollar doesn’t care where it
comes from.”

Many radio advertisers, both spot
and network, are still wondering what
the shouting is all about. To most
sponsors, the argument is one of those
hair-splitting sessions, like the medi-
eval preoccupation with the number of
angels who could dance on the head
of a pin.

Investigations by spoNsor have dis-
closed, however, that the argument is
far from academic. The radio future
of many a national advertiser, who may
have millions tied up in radio prop-
erties and air advertising, is at stake,
in the minds of many observers. Net-
works, without exception, state that the
various new sales ginumicks will do
much to make radio more attractive to
new advertisers, and to keep it on a
healthy economic balance. Many reps
and stations have other views, particu-
larly in how the network plans may
affect major radio advertisers.

Typical of the reaction of a large
group of radio station officials is that
of Fritz Morency. General Manager of
Hartford’s WTIC and chairman of the
Affiliates Conmnnittee:

“If the leading radio networks start
a concerted invasion of spot radio, the
consequences for radio advertisers of

IN DANVILLE, VA.
BUY THE
OLD ESTABLISHED

ESTABLISHED 19320

HIGHLY RATED

52.9
AVERAGE WINTER 1954

ABC STATION

WBTM

HOLLINGBERRY
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all types, and for the industry itself,
will be very bad. Sponsors will find,
if station revenue—which comes large-
ly fromm spot radio—is cut, the value
of a sponsor’s radio dollar will also be
cut.

“Stations will have to trim their
stafls to the bare minimuin. and the
whole standards of station programning
will suffer. Also, there would be much
less aggressive promotion and public-
ity behind network and spot advertis-
ers’ shows; the stations just couldn’t
afford it as a free service to sponsors.

“With weakened station operations,
advertisers would find that the ability
to ‘beef-up’ slow sales markets with in-
tensive spot radio campaigns in a few
select areas will be reduced or de-
stroyed. Stations will be too poor to
be aggressive for a spot sponsor. Net-
works and advertisers who try to work
out network invasions of spot radio
will find that they are dulling, not
sharpening, radio’s selling abilities.”
concluded WTIC’s Morency.

On the other hand, networks predict
that the various plans to alter network
radio sponsorship will mean a happy
radio future for advertisers. One net-
work sales v.p. who declined to be
quoted by name, told sPoONSOR:

“l have a strong hunch that much
of the complaining about recent net-
work sales innovations is coming froin
station reps who feel they are being
done out of their 15%. Actually, net-
works are making it easier for the lim-
ited-budget advertiser to get into net-
work radio. Networks are giving spon-
sors an opportunity to buy into pro-
grams which they can merchandise
both to their sales forces and to the
public.

“No network wants to put its stations
out of business. That would be ridicu-
lous. But, radio networks nced all the
revenue they can get today to keep net-
work programing at a level where it re-
mnains a good buy for advertisers.

“Incidentally. strong network pro-
graming benefits stations, as well as
advertisers. With good network pro-
grams, network afhiliates build their cir-
culation. which is the basis of their
selling approach to spot radio adver-
tisers. Sure, some concessions will have
to be made here and there by stations,
but they will work out to everybody's
advantage in the long run—the spon-
sor, the network and the station.”

These, then. are the two conflicting
viewpoints, the Alpha and Omega of
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the argument. There’s little doubt but
that there’'s a real tug-o’-war in the
making, between the networks on one
side and the reps and stations on the
other. spoxsoRr feels that it is now be-
coming increasingly vital that radio ad-
vertisers be aware of the problem, and
‘ts outward symptoms.

Most of the controversy so far has
surrounded a few specific cases. There
has been no wholesale invasion hy the
networks of the realm of national spot

radio. However. leading reps and sta-

tions feel that any lowering of the net-

- work barriers. any direct competition

with spot radio is just the thin edge of
the wedge.

Here are the recent cases which reps
and stations point to most frequently
as foreshadowing a self-consuming de-

" cline of network radio:

The Norge-CBS deal: This is part of

CBS’s current plans for its 39-week
~series of one-shot sponsored shows with

Red Skelton. The Russel M. Seeds
agency (Chicago) made a separate
deal with CBS to air a half-hour week-
ly version of Red Skelton Show in
some 38 markets, or 8.67¢ of CBS ra-
dio. Most of these Norge markets are
non-TV cities. Stations who take the
Norge deal will have to accept it via
network lines. or tape, inserting tape
commercials.  All stations will waive
any cut-in charges. A few stations will
receive the show on tape with the com-
mercials included, and play it like a
regular transcribed show at network
rates. All stations will air the show.
whether locally or via network lines. at
the same time (in time zones) in a slot
that’s actually the network’s. Some sta-
tions and reps feel this type of show
deal should bring the station the na-
tional spot rate. or at least cut-in
charges for inserted commercials.

Programs in station option tme:
Most recent is the five-minute news se-
ries at 8:55 am. on ABC for Hagzel
Bishop. This type of morning slot has
long been considered by the stations as
their own. to sell at profitable spot
rates. The Hazel Bishop show. which
started 10 September. has  hrought
gripes from the stations. who feel it
conflicts with local or national spot
9:00 a.n. newscasts. ADBC has talked
to the stations about offering them an
equal pertod of network option time.
but most stations feel that ABC <hould
stick to the letter of its afliliation con-
fracts.

There have bheen several net-

work plans of this sort afoot in recent

months. The trend is believed to have
started in earnest last year when CBS
managed to clear time for Colgate’s
Strike It Rich in afternoon station op-
tion time, with a resultant drop-off in
Colgate spending in straight spot radio.

“Tandem,” “Pyramid” and other
plans: NBC and ABC have been the
pacemakers with this network sales in-
novation so far, although the other two
radio webs aren’t far behind in their
planning. Basically, this consists of
selling what amounts to ‘“participa-
tions” in established network shows.
While it lacks the basic flexibility of a

* * * * * * * *

¢¢Wherever we have a spot on the sched-
nle available for experimentation, we
want to fill it. Untested ideas gather
dust. We must try everything., Sure,
we’ll have flops. But if the law of aver-
ages is working, we can’t miss coming
up with radio’s next big hit. We must
canstantly seek out new programing
methods and personalities.??

LESTER GOTTLIEB

Director of radio programs, CBS
* * * * * * * *

regular spot campaign with participa-
tion programs, many station reps feel
that they drain off many dollars from
spot budgets, instead of attracting new
business. NBC’s “Tandem” deal in-
volves participations in four half-hour
segments and a one-hour program.
This includes S6f Question, Boston
Pops. Mr. Keen, Screen Directors’
Playhouse and Magnificent Montague.
ABC has a similar deal called “Pyra-
mid Plan.” involving two hours and
five minutes weekly of programing.
This includes shows like Stop the Mu-
sie. The Sheriff. and Fat Man. So far,
these plans have atiracted advertising
names like P&G. Whitchall, Chesterfield
and RCA-Victor—not exactly newcom-
ers to radio.

Cut-down nenworks: Without excep-
tion. each of the four major radio net-
works is prepared today to make con-
cessions as to the size of the web or-
dered by an advertiser. Most of these
concessions would be unheard-of back
in the days when radio was a sell-out,
ABC. for instance, has indicated its
willingness to rell a radio network that

E Write, Produce, Ship
TV film spots, complete.

TELEFILM, inc.
HOLLYWOOD (28] CALIFORNIA
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is routed around the TV cities. In fact,
a radio version of Kreisler’s TV Tales
of Tomorrow may soon be heard on
just such a web, to give the sponsor
national air coverage. Custom-made
networks of from two to 200 stalions,
of course, are nothing new in radio,
particularly for sports events. But, sta-
tion reps feel that recent major net-
work plans—which have involied as
few as seven stations as a “‘network”
for a national advertiser—are a blow
at spot revenue. The rep viewpoint is
that these deals are designed as a lure
to budgets which would normally go
into spot radio, and throw an economic
burden on the stations who have to
scurry around to sell what’s left over.
Networks argue that such deals are
perfectly legitimate, and are doing a
lot to keep radio running smoothly.

These are the main trouble areas so
far. There are other network deals
which have caused grumbling among
the stations and reps. Bab-O, for in-
stance, has a series of network news-
casts on MBS that are normally aired
at 10:25 and 11:25 a.m., and at 12:25,
2:25, 3:25 and 4:25 p.ni. Some sta-
feel that this deal—pushed
through at network rates, sometimes in
station time—is a spot invasion, since
it conflicts with local news shows and
reduces the amount of station time
there is to sell. Not long ago. Pillsbury
worked out an arrangement with CBS
for its double-featured Houseparty and
Cedric Adams that brought equal
squawks. The Pillsbury plan called for
Cedric Adams™ five-minute portion of
the show to be recorded (with various
eommercials for various locales) and
sent separately to stations. The stalions
would then play—as they would an e.t.
show—the Adams portion in the Pills-
bury half-hour. and get paid at the net-
work rate. Many a CBS station felt
it should be at spot rates.

The station reasoning behind these

tions

In one of the west’s

RICHEST MARKETS
Idaho’s Fabulous Magic Valley

Ask Hollingbery
ABC at
Twin Falls, Idaho

Frank C. McIntyre |
V. P. and Gen. Mgr.
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complaints is understandable. The av-
erage station gets something like 30¢
out of a network time dollar; around
60¢ or 70¢ out of a national spot dol-
lar. In other words, stalions feel that
networks are making an undue amount
of money from them.

Said the manager of a major mid-
west affiliale to sronsor: ““Networks
mnust get back to industry basics, and
think of themselves as program sources
and not as a spot medium. They must
nol feather their nests with a few ex-
pedient bucks at the expense of sta-
tions. Otherwise, network advertisers
will find themselves out on a limb, with
many stations dropping away from net-
works to become independents. With
the variety of transcribed programs
available today, this would not be too
difficult for a station to do. and would
create havoc with network radio.”

On the other side of the fence, a
timebuyer at ome of the leading ad
agencies summarized his feelings (and
those of many other timebuyers con-
tacted by sPonNsoR) in these words:
“It’s true that we can’t pinpoint mar-
kets and have the flexibility with these
network ‘spot’ deals that we have with
regular spot radio. But. it saves us a
lot of headaches and about three-to-one
in man hours to let the networks sim-
plify our billings with a deal like ‘Op-
eration Tandem.” Estimators and time-
buyers have fewer schedules to do.
Traffic and billing have less drudgery.
I'm trying to be neutral, because 1 have
friends on both sides. But. anybody
who can simplify the radio spot opera-
tion for a big agency—most of whose
timebuyers are overworked now—will
be listened to eagerly.”

What does it all mean for the fu-
ture? How will the alleged encroach-
ments of networks into spot radio af-
fect advertisers in network radio?

There's no clear-cut answer. It’s ob-
vious that anything which lowers ra-
dio’s standards, makes advertisers dis-
satisfied with the medium, and stations
threaten to quit networks is not healthy.
At the same time, networks have to
live too. and ad dollars and new net-
work advertisers must be sought dili-
gently these days.

Where the advertiser stands at the
moment is primarily on the sidelines.
How long he can maintain his “watch-
ful neutrality” is something else again.

The net-station radio battle. virtual-
ly the reverse of the situation in big-
time TV, is just beginuing. * ok X

|

HAMMER, HAMMER, HAMMER,
ON THE HARD HIGHWAY...
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Scrotches, digs, oil spots, embedded dirt,
and other film blemishes show up on the
screen ond disturb the sound. They reduce
entertoinment volue ond debose commer-
ciols. To secure best results from picture
ond sound trock—ond to safeguord presen-
totion prestige—see thot your TV films get
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IKIROD’s

\LONE STAR ROUND-UP’)

sells for

Oldsmobile
Chevrolet

the LONE STAR MOTOR CO.

Henry Wooldridge, president of this
pioneer southwestern automobile
agency, says:. KROD has been do-
ing a good job for us for years. Qur
“Lone Star Round-up” has been on
the air for three years and we're
pleased with it.

KROD can also sell YOUR product in
this vital market, with its 441,310
population and $396,840,000 of retail
sales.

Wooldridge

CBS IN EL PASO

KROD

5000 WATTS — 600 KC

RODERICK BROADCASTING CORP.

Dorrance D. Roderick Val Lawrence
President Vice-Pres. & Gen. Magr.

NATIONALLY REPRESENTED BY
. THE O. L. TAYLOR COMPANY .

-
90% of KECK’s
clients have
renewed year
in, year out,
since station
went on air

the station most people

listen to most in West Texas

full time
regional on

920 k. c.
BEN NEDOW
o maMgerODESSA, TEXAS

Nat') Rep. Forjoe & Co.
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Cadillac

CALIFORNIA RADIO
(Continued from page 41)

of-home radio listening, which is listed
by the SCBA proudly as being “Num-
ber One in the Nation.” The average
quarter-hour sets-in-use on an out-of-
home basis during July, 1951 (day and
night) in the nine top U. S. markets—
according to Pulsc—was 3.7. In Los
Angeles, the figure is 4.1. To an ad-
vertiser, SCBA says that this means
that he is getting something like a 20%
audience bonus on top of his known
in-home audience.

The rest of Southern California’s ex-
tensive out-of-home radio listening is
carved up between “visiting with
friends™ (21.997 ). “at work” (14.4¢)
and in restaurants. schools, clubs, ete.

Per-home listening to radio in Sonth-
ern California, largely because of TV
(L. A. ix the nation’s No. 3 TV mar-
ket), is down from 1947 levels by
about 16.6%7. This is a better showing
than the national drop, same period,
of 10.8¢7. However, the hours of lis-
tening per day in all Southern Califor-
nia radio homes is up—hy 6.3%%. com-
paring 1947 with 1951. The U. s.
over-all increase i1s 3.4%. In other
words, radio is getting bigger at a
faster rate in Southern California—TV
or no TV—than it is on the average
throughout the U. S.

Radio. on the whole, is a good buy
in the Los Angeles and Southern Cali-
fornia area. Basic Class A One Hour
radio rates there are as little as 40¢
of the average of local station rates in
the next eight smaller markets (Phila-
delphia. Cincinnati. Pittsburgh. Bahi-
more, Boston, Detroit. San Francisco.
Washington. D. C.). To many time-
buyers, this is no secret. and the Los
Angeles area led all others in the UL 8.
last year with a 107 gain in radio ad-
vertising revenue, while the 10 top inet-
ropolitan radio markets in the U. S.
showed an increase average of 4.47¢.

Bargain rates. and a good radio sales
record as a resull, are not the final
criterion {or an experienced spot radio
advertiser. and the SCBA knows this.
Therefor, the SCBA committee which
put together the pitch has gathered
some outstanding and varied examples
of advertiser results  with
Southern California.

ITere are a few:

radio 1n

George Lippincott, president of the
Nic-L-Silver Battery Company. a Cali-
fornia firm. has nsed spot radio sched-
ules to boost his battery sales in one

vear {rom 350 to 1700 a day. Said
Lippincott enthusiastically: *“The key
to our business is volume and radio is
the cheapest. most effective, and niost
rapid method of developing that vol-
ume.”’

For a 9¢ box of Leslie salt. a five-
minute morning mnusical show persuad-
ed 19.000 women in a month to guess
the name of a tune, mail it in, then
go to a grocery store to collect their
prize. Another women’s participation
program pulled 142,468 Stokelv labels
in a vear for a charity tie-in.

Radio works for large advertisers.
M-G-M used a classical music station
to reach upper-level groups with an
announcement schedule for its The
Magnificent Yankee. Box-office receipts
were boosted 109 above normal in
Southern California with a 15-day,
$600 spot campaign.

Radio works for small advertisers.
A Los Angeles woman restaurauteur
named Miller (“Mrs. Miller’s Fried
Chicken™) bought a single weekly an-
nouncement on a Los Angeles clear-
channel station. Soon thereafter, she
wrote 1o the station: “My four largest
parties Sunday told me thev heard
about my place during the hall game
on the radio. We had to close the
doors twice because of overcrowding.
and we ran out of chicken—a mistake
we won't make again.”

SCBA’s list of radio successes goes
on and on. Some advertisers. like Los
Angeles Soap. have achieved success
with premium campaigns. Others have
had successes in reaching particular ra-
cial markets. Others have found radio
does a good job of reaching particular
custonier groups and audience seg-
ments at various times of the dav and
night. Radio in Southern California
has introduced new products, bnilt
prospect lists. and sold everything from
metal polish to shares in a stage musi-
cal production. The SCBA has dug up
the facts to prove it. and will show
them to agencies in its new presenta-
tion.

Savs SCBA’s Bob McAndrews of the
new promotion drive: “We're merely
expanding to national spot advertising
what we have been doing promotional-
lv for over a year on a local basis.
We've given our local pitch to scores
of agencies. advertisers. ad clubs and
schools. It has done a lot in making
better advertiser-station relationships,
and in making radio men more ag-
gressive about their own medium. I've
even seen stations declining to give
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presentations on sales tests because
they feel auother station can do a bet-
ter job for the particiular product be-
ing advertised!”

Utopia! Well, maybe. There's no
doubt, however, that tlie SCBA rates
a salute from Eastern timebuyers for
the job it’s done in rounding up the
kind of solid, factual information that’s
of great value in determining how a
radio dollar should be spent.

Several individuals rate kudoes for
their backstage efforts in the SCBA
pitch. Larry Field of Petry stage-man-
aged the visit of Bob McAndrews to
New York and co-ordinated the work
of cooperating station reps. Among
those on the presentation committee
were Norman Boggs, v.p. in charge of
sales, Don Lee: William D. Shaw, man-
ager of KNX; Haan Tyler, sales man-
ager of KFI; Tom Frandsen, commer-
cial manager of KMPC; and Larry
Buskett, KLAC sales manager.

Other SCBA-ers who toiled long
hours to organize and operate the as-
sociation’s promotional plans include
SCBA president A. E. Joscelyn, opera-
tions director of CBS Hollywood; Cal-
vin J. Smith, president of KFAC; Kev-
in Sweeney, recently sales manager of
KFI; Wilbur Edwards, director of
KNX and Columbia Pacific; Fran Con-
rad, manager KECA and ABC Pacific;
Don Lee’s Ward Ingrim; Sydney Gay-
nor of KFWB; Gene Lee of KFXM.
This is not the complete list, but it
serves to show that SCBA’s presenta-
tion is the work of many men, such as
BAB’s Bill Ryan and many station reps.

If, as it is likely to do, the SCBA
promotional operation brings tlie de-
sired results—namely a greater aware-
ness of Southern California radio pos-
sibilities on the part of Eastern agency-
men—many other regional groups will
be quick to follow. Then, timebuvers
can build schedules, and advertisers
can plan radio campaigns around a
more solid core of radio facts. * * %

RESULTS PROVE

500,000

MEXICANS IN GREATER

LOS ANGELES

LISTEN TO 6 HOURS OF

SPANISH

PROGRAMMING DAILY ON

KWKW AND KWKW-FM

ASK FOR JOE
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MR. SPONSOR ASKS
(Continued from page 13)

mechanized program, whether tran-
scription or tape, is equally as good
as a live show, technically speaking,
and, with the exception of certain types
of radio fare which must be broadcast
“on the spot.” can be and usually is
superior to a live broadcast, content-
wise.

Not only is the quality of reproduc-
tion equal to a live broadeast, but the
mechanical cost has been tremendous-
ly reduced. In the early days, a hall-
hour dramatic show was necessarily
recorded on six 12-inch (76 r.p.m.]
sides. The master cost alone was in the
order of $300. the three 12-inch dou-
ble-faced pressings necessary for each
half-hlour show cost approximately
$4.50, and transportation charges were
exorbitant. Today one half-hour dra-
niatic or musical show of superb qual-
ity can be put on each side of a dou-
ble-faced 12-inch disk cut microgroove
—two half-hour shows per 12-inch
disk. The present cost for this new
and vastly superior recording is but a
mere fraction of the early operation
when the transcription was new and
networks were lean and hungry.

The many other inherent advantages |
of mechanized radio programs all add
up to the prediction that the use of
transcriptions or tape will most defi- \
nitely be greatly increased by national
and local broadcasters. But I repeat
there always will be live entertainment
in radio, just as there always will be
radio.

C. O. LancLois

President

Lang-Worth Feature Programs. Inc.

New York

510 MADISON

(Continued [rom page 13)

my feeling is that he will, as a result
of his ride home, be far less likely to |
have any interest in the commercial
programs available during the eve-
ning.

[t is my judgment that in so far as
speeches hiave been made to segments
of the NARTB attacking the transit-
radio decision, those speeches do not
reflect the general sentiment of the
membership.

Paur M. Secar
Segal, Smith & Ilennessey
IVashington, D. C.

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD:

Consistent Hooper leader since

'YX EXEEXE NN NN AN R N NN N NN NN NN NN NN N

3,000 WATTS

Representatives . . . ”'./
EVERETT-McKINNEY, Inc, New York, Chicaga
LEE F. O'CONNELL CO.,Los Angeles, San Francisca

IN MONTREAL

it’s

CFCF

Ask the man who knows best—the local ad.
vertiser on CFCF.

Best proof that he gets prompt action at the
cash register is the fact that

Over a 3-year period
local advertising on CFCF
has increased 260%.

National advertisers, too, can bank on CFCF.
For Canada's FIRST station has the coverage,
the listenership, to do a real selling job in
the rich Montreal market area.

U. S. Representative—Weed & Co,
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Wanted: sensible ANA report

The most 1ecent ANA report reads
inuch the same as reports Nos. 1 and 2
regarding the impact of television on
radio. Nothing radio has done scems
to have made the slightest impression.
Not even the rate cuts.

Says ANA: “Radio hstening in tele-
vision homes continues to approach
near-elimination in the evening hours.”
Thus. no credence is given to the sur-
veys which have been showing an in-
crease in radio listening in homes
where television has bheen installed a
year or more. As in the earlier reports,
no mention is made of multiple sets in
the home. of out-of-home listening. or
of the large volume of radio sets sold
in television markets in recent months.

Aside from the omissions above. the
weakness of ANA’s report is its con-
tinuing assumption that radio alone

Applause

We tip our hat to . . .

The Southern Calif. Broadeasters’
Assn. -and its aggressive managing
director, Robert J. McAndrews, for a
cooperative promotion campaign of its
member stations that may well set a
precedent for other state associations
1o follow. The association is hringing
its story to key metropolitan centers.
The special promotion committee re-
sponsible for the master plan consist=
of Calvin J. Smith. president, KFAC:
Kevin Sweenev, sales manager. KFIL:
Wilbhor Edwards, director, KNX and
CBS Pacific Network: Frank Conrad.
manager, KECA and ABC Pacific Ra-
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loses out when television comes in.
The assumption that it’s easier to read
a magazine between sessions with the
television set than i1 is to tune in the
radio is open to considerable question.
Sure. some time is devoted to reading
magazines (even at night). But no one
knows just how much, nor who does
the reading. Wouldn't it make a lot of
sense to find out just how much time
is devoted to all media in the television
home? Wouldn't that kind of research
be the most helpful 1o advertisers?

In its issue of 25 September 1950
sPoNsOR called on the ANA to “put all
media under the same microscope.” Tt
is high time to undertake such a re-
search project and save the ANA the
embarrassment of incomplete and. pos-
sibly, inaccurate reports.

Restoring confidence in radio

The immediate effect of the ANA
report is likelv to be an intensified
rivalry  between network radio and
spot radio.

While many stations and represen-
tatives are bitter in their denunciation
of recent network sales practices (see
story on page 34), the network posi-
tion bluntly stated is that ways must
be found to bring back the dollars lost
in choice but unsold network slots.

That radio’s survival and prosperity
depend in very large measure on qual-
ity programs and services (such as
CBS” The Nation’s Nightmare, for ex-
ample) is acknowledged on all sides.
How to continue to develop and main-
tain quality programs specially suited

dio Network; Ward D. Ingrini, execu-
tive vice president, Don Lee; and Svd-
ney Gaynor, commercial mgr., KFWB,

Westinghouse  Eleetrie  Corp. —
which. in sponsoring the first truly na-
tional TV gchedule of college foothall
over NBC-TV. will help deternine the
extent of television’s eflect on college
foothall attendance. With the coopera-
tion of NCAA, sponsors and sports
promoters as well, may at last know
whether the increased interest aroused
by television is enongh to compensate
promoters for anv drop in box office
that mav ocenr. Starting 29 September
the NCAA’ schednle will appear on

to radio is also the concern of all.

The meteoric rise in spot billings
and the subsequent decline in network
revenue with the advent of television
were sure to bring about adjustments.
It was to be expected that radio net-
works would medify original sales con-
cepts to meet the new conditions. And
stations and representatives were ex-
pected to resist any network “encroach-
ments” on spol.

In this battle for the radio dollar.
however. we’re sure that both sides are
aware of the bigger issue—that of ra-
dio’s survival as a major advertising
medium. Only the best efforts at net-
works, stations. and reps will restore
much of the confidence many advertis-
ers lost in the medium.

Censorship by any other name .

No matter what they call i1, there’s
no escaping the odious flavor of cen-
sorship in Senator Benton’s resolution
lo create a National Citizens Advisory
Board for Radio and Television.

What the Federal Communications
Commission has shied away {rom do-
ing almost since it came into being,
this committee would do. Appointed
by the President. it would “influence”
radio and television programing, not
“censor” it. Obviously a play on words
since no station operator can be ex-
pected to ignore the “influence” of any-
one who ean influence the I'CC to put
him out of business.

The idea sounds very nice but is, nev-
ertheless, the back door to outright cen-
sorship of America’s {ree air media.

52 stations at an estimated cosl to the
sponsor of 81.250.000.

Dr. Kenneth H. Baker—who re-
signed from YARTB to direct a new
station audience coverage measurement
service that will furnish radio and tele-
vision coverage data formerly supplied
by Broadcast Advertising Bureau. Ken
Baker’s experience in industry re-
search, his work as acting president of
BMB  and as rescarch director of
NARTRB qualify him superbly for the
new nndertaking. Known as Standard
Audit & Measurement Services Ine..
the new finn will headquarter at 89
Broad St.. New York.
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Midwesterners are noted for
their wholehearted determina-
tion. And because of this determi-
nation, Greater Kansas City and
the entire recently flooded sec-
tions of Kansas and Missouri are
“Back in Business”!

Kansas City is entitled to a
mighty salute —not only for its
quick return to normal, but for
the manner in which flood con-
trol legislation is being enacted
to prevent a recurrence of flood-
ing in the heart of America. That

£
S0
s

OWNED AND OPERATED BY MIDLAND

same determination and coopera-
tion will see all partially com-
pleted projects to a finish and the
necessary new water control sys-
tems built without delay.

Hats off to Kansas City and the
Midwest! Standing in the midst
of this spirit, The KMBC-KFRM
Team can see only one ultimate
result—a BIGGER AND BET-
TER KANSAS CITY!

Represented nationally by Free
& Peters, Inc.

TO SELL THE WHOLE HEART OF AMERICA WHOLEHEARTEDLY, IT'S

BROADCASTING

COMPANY
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