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. Is in the leoding—or so the JELL-O PUDDING and PIE FILLING box-top
d 25-words-or-less contest indicotes.

inceived by Young & Rubicom for General Foods ond oired in o spot cam-
ign over 120 stotions, the contest feotured o slont thot looded the ether
th sizzling pitches. To the disc-jockey that coptured the greotest number
entries occording to morket size and time cost went on expenses-poid
cotion in Poris for himself ond wife!

course KOWH’s Sandy Jockson won—more proof thot you can’t do better
an first ploce! And the Hooper averoged below for the fourteen-month
iriod from October, 1951, to November, 1952, puts KOWH in undisputed
st place—thonks to personalities like omiable Sondy.

There’s Nothing Better Than First Place!

<z =

" AVERAGE HOOPER

,,,,,,
ot o,

General Manager, Todd Storz; Represented Nationally By The BOLLING CO.







NBC girding
for bigger
TV program
coups

Agencymen
speculate
over NBC’s
changes

Robert Hall
revises
media

allocations

DuMont blasts

NCAA, yet
gives time to
its convention

Promotion of Frank White to NBC presidency is not expected to change
RCA-NBC policy of pouring large sums into TV programing. Competitor
networks are under impression RCA-NBC will not only continue this
policy but embark on talent raiding ventures. One personality men-
tioned as 1likely NBC raiding target, regardless of price, is Edward
R. Murrow, who has been with CBS from start of his career in broad-
casting. RCA President Frank Folsom, who swung Robert W. Sherwood
playwriting deal for NBC TV, is expected to concern himself personal-
ly with other strategic programing moves during 1953.

--SR—

Latest shift in NBC's official family has prompted this speculation
among New York ad agencymen: Is thz spotting of Frank White, whose
grounding has been thoroughly radio, to be taken as indication RCA
powers have decided to make vigorous last effort to recapture radio
leadership from CBS? Or, is the move the prelude to radical switch in
sales policy, such as selling radio on basis of Supplementary cover-
age to TV hookup?

-—-SR—-

Robert Hall Clothes, which spends around $2,000,000 in air media, 1is
expanding TV commitments to perhaps as high as 20% of new budget.
Regular TV schedules will turn out to be more at expense of newspapers
than radio stations. Firm has what it thinks is surefire formula for
use of TV by retail advertisers; involves concentration on specials to
produce immediate sales. This is same function delegated to news-
papers, while radio is used mainly to stress firm's low overhead
merchandising philosophy. Yale Shafer, with Neff-Rogow for past 8
years, has joined Frank B. Sawdon agency to assist radio-TV v.p.

Jerry Bess in handling expanded Robert Hall use of TV.

~SR—

Classic case of how a TV network doesn't_let its right hand interfere
with what _its left hand is doing: DuMont has maintained steady attack
en NCAA for its policy of restricted football televising, but that
didn't stay network from picking u» 8 January presentation of Scripps-
Howard award to Clarence "Biggie" Munn as football coach of year
during NCAA annual convention.

—SR—
N. Y. teams Officials of New York baseball clubs, all of whom have TV sponsors,
welcome have no_gualms_about outcome of fact-finding inquiry into effect of
air-media radio and TV upon minor leagues' gate, as well as baseball in general.
inquiry They think probe will tend to clear up some of what they regard as
basically unfounded charges lodged against air media. Being minor
league team owners themselves, New York clubs are interested in hav-
ing facts on situation from another aspect: They have been turning
down money from participation in radio network projects like "Game
of the Day." Fact-finding group, appointed by Commissioner Ford
Frick, consists of 4 major and 2 minor league representatives.
SPONSOR, Volume 7. No. 1. 12 January 1433. i'ublished biweckly by SPONSOR Publiations. Ine.. at 3110 Elm Ava,, Baltimore, Md. Executive, Kditoral, Advertlsing, Cireu-
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REPORT TO SPONSORS for 12 Janunary 193¢

RCA Victor
continuing
3 net shows

November
out-of-home
listening in N. Y,
at record high

Network
opposition
to fee TV

looms

An industry
first: Pulse’s
injunction
vs. Hooper

Life hails
civic pride
via NBC TV's
0&O0 stations

CBS yields

to Lord
because of
""Gangbusters”

Glamorene
looks like
solid spot

TV user

[ ]

RCA Viector's 1953 advertising campaign in behalf of its receivers
includes a stand-pat policy for its network (NBC) programs. It will
continue to sponsor the Dennis Day and "Kukla, Fran & Ollie" shows
in TV and the Phil Harris-Alice Faye shows in radio.

—SR—

Pulse reports out-of-home listening added 20.4% to New York radio
audience during November 1952. Also out-of-home level of radio
listening that month was higher than any previous November since Pulse
started its out-of-home studies in 1949. How importantly this out-
of-home, as well as multiple-set, 1listening will figure in 1953 re-
search picture is related in article which starts page 28.

—SR—

TV networks are watching fee TV with keen interest. It's already
strongly indicated there will be bitter opposition from these commere
cial TV interestis when FCC gets around to hearings on channel assigne
ments and system selection for fee TV. Basic argument which networks
are expected to advance is that any pay-as-you-look system is contrary
to principle of free broadcasting to which whole system of American
broadcasting is dedicated. Degree of interest in development of fee
TV among banking circles may be measured by fact at least 2 financial
houses are currently conducting inquiry on subject.

—SR—

For first time in history of radio 2 rating services are locked in
court litigation. Pulse has obtained temporary injunction in N. Y.
Supreme Court restraining C. E. Hooper from continuing to circulate
letter which Pulse contended was "unfair competition." Argument cen-
ters around letter which Hooper allegedly sent some stations and
agencies in which he is said to have claimed certain agencies said
they preferred his service over Pulse's.

~SR-

NEC TV's 0&0 operation is launching 1953 with what is perhaps the
biggest local commercial programing break medium has so far experi-
enced. Jim Gaines, v.p. in charge of NBC 0&0's, has sold Life maga-
zine on idea of doing series of weekly half-hour programs dedicated to
spotlighting civic achievements in 5 cities in which network operates
own stations. Other scheduled markets to participate in idea are
Detroit and Philadelphia, via WWJ-TV and WPTZ, respectively. Both

are NBC affiliates.

—SR-

CBS TV preferred not to give Phillips H. Lord legal battle over his
claim that network's "Everywhere I Go" is copy of "We the People,"
which Lord owns. One reason: CBS is very much interested in making
deal with Lord for his_"Gangbusters" which Chesterfield recently can-
celled on NBC TV. CBS has therefore shelved "Everywhere I Go."

~SR—

Glamorene, rug cleaner, which recently switched from J. Walter Thomp-
son to R & R, is expected to swing heavily into_spot TV. Product has

been making rapid strides in its field and indications are it will be
budgeting better than $600,000 for advertising during 1953.

SPONSOR
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available NOW
26 brand-new
 half-hour films
made expressly for

local and regional

-~ television

EORGE R

-

Local and regional advertisers! You can now
- - enlist the dramatic appeal of George Raft to help
- sell for you, exclusively, in your own market.

e gy

Skillfully written, superbly performed —these
action-filled films bring a new intensity to
television entertainment. For availability in your
market, cost, qudition screenings , . . contact

the nearest MCA-TV. office.

-

another advertising SHOWCASE by

& ' | NEW YORK: 598 Madison Avenue—Plaza 9-7500
’ - CHICAGO: 430 North Michigan Ave.—DElaware 7-1100

BEVERLY HILLS: 9370 Santa Monica Blvd.—CRestview 6-2001

SAN FRANCISCO: 105 Montgomery Street—EXbrook 2-8922

CLEVELAND: Union Commerce Bldg.—CHerry 1-6010

’ ' ‘ DALLAS: 2102 North Akard Street— CENtral 1448

- ‘ - DETROIT: 1612 Book Tower—WOodward 2-2604°

BOSTON: 1044 Little Building—LIberty 2-4823

" MINNEAPOLIS: Northwestern Bank Bldg.—LINcoln 7863

4 * ) a © .t #
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advertisers use

ARTICLES

300 TV stations: how major agencies see piciure

Predictions by admen for TV's rapid burgeoning include: Cost of half-hour drama
on full network may hit $2,500,000 to $3,000,000 by 1955; U. S. families TVY
covers may reach 80% by 1955: in December 1953 there may be 23,500,000 TV
homes in 164 largest U. S. markets. More than mere crystal-ball gazing, these are
well thought out projections intended as guidance for ad planners

Sundial saturation bowls "em over

New England <hoe company switched from costly TV kid show to saturation
spot radio campaign. With sales moving up, radio gets major share of budget

Will 1953 be radio’s big faci-findinyg year?
There may be a resord crop of research p.ojzcts upcomiiq. Among them: the
ARF's study of rating services which rollc into high gear this month; BAB's ex-
pansion of ARBI studies on radio vs. newspaper effectiveness: several studies
designed to implement techniques for counting mulfiple-set audience

Haw (o demonstrate a girdie on TV

Sarong undergarment firm was faced with a problem when it decided to use TV;
how to get its demonstration commercials cleared by TV stations. A bright
idea in trick peotography led to an original and tasteful approach

What peliticd! spensorship did for appliancees
“"Normal” summer slump In appliance sales never came as result of convention
sponsorship which reached nine out of 19 radio and TV homes. Here are details
on vhat anpliace firm- now say of political spo-sorship results plus most com-
plete report yet assembled on number of homes tuning in

Why radio is strong in Hawaiian Islands

Radio is only medium which covers al' nine irhabited islands of Hawaii. It's a
market well worth shooting at, has half-million population—greater than that of
four U. S. states. Gross business in 1951 was $1,367.000,000
Convnercial couplets for 5.

From Cincinnati agencyman Lloyd Smithson, some verce on copy clichés designed
to put commercial writers in the mood for the new year

Fereign-lunguege broadeasting today
List of advertisers using radio beamed at foreign-lanquage groups is growing.
Foreian lancuaae broedc siers are kecping up with *"e times: They now fashion

s.0ws To ieation Americans, using English salted with the o'd tonaue

26 January

6 ways (o Rill « TV comniercial
Picture story will give you quick point-by-point rundown on faults in TV com-
me.cials with some positive suggestions from a veteran Chicago adman

26 January

Shell Chemical needs flexibility

How this major farm insecticide seller uses radio to get its messages to farmers
at just the right moment should be of interest to all admen who have problems
with timing. Shell can get messages on the air within 48 hours after receiving
reports of an insect plague or change in planting schedule

23

30

32

31
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" .HODGE, Vice-President,
. nal Automotive Maintenance
'iation,
| eport, SAYS:

/KH produces

momenal results”

8ty

)

}{ HANNA, General Manager,
:ss-Hanna, Inc.
Jeport, SAYS:

7KH is uniformly
"zsfacwry”

WILLIAMS, Owner,
ims Physicians and Surgeons

ty Co.,
wizport, SAYS:

" prescribe
,KH”
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More Leading Jobbers

in Louisiana, Arkansas, Texas

Praise

KWKH

The comments at the left are from letters written us
by three leading jobbers in the KWKH area—men
who know this region as well as you know your own

front yard.

None of these men would qualify generally as a “Time
Buyer” or “Media Director”. Some of them may never
have seen Madison or Michigan Avenue. But all of
them are experts on their own business, and on the

direct, obvious impact on sales produced by KWKH!

We're naturally proud of our successful advertising
record in behalf of so many wholesalers, jobbers and
distributors in the KWKH area. We'd like to do the
same kind of job for yours. What facts would you like?

KWKH

A Shreveport Times Station

Texas
SHREVEPORT { LOUISIANA
The Branham Company | A’kﬂ“m 5
Representatives kol o wciine i i

Henry Clay, General Manager

50,000 Watts - CBS Radio
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Ceverase

that’s what

Baton Rouge likes
about the South’s

W.JIJBO

Adverticers like 1t too becanse it’s
one ntore Hower in the audience-
huilding  bouquets  earned by
WIBO. Onr “Jax World of
Sports™ has been heard at the
same time for the past 13 years:
our Sports Director does  three
shows weekly on fishing, hunting
and outdoor activities, The L.S.T.
foothall games. sponsored hy the
Ethyl Corp., were fed to a lLa.
network this vear: we recularly
carry play-by-play reports of all
importznt  tocal and national
sporting  events,  ineluding  the |
Rose and Cotton Bowl games.
Programming like this, added to
onr NDBC affiliation. attract the
market™s large~t andience.

[t's a market to turn yonr head
south-—with popnlation up 25747
in a decade of dynamic progress.

Reach it via WJBO.

NBC's |+ | 5,000 watt affiliate in Baton Rouge, La.

"WBRL (FM)

AFFILIATED WiTH THE STATE-TIMES AND MORNING ADVOCATE

FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES

GEORGE P. HOLLINGBERY CO.

HU9 @ by
Gﬂ 0o Robert ]. Landry

oy

Get yourself a franchise

In American business. the “franchise” is the payofl. Once the
word signified “a particular privilege or right granted by a sov-
ereign.” During the days of political plunderbund it often had a
bad smell via street car franchises granted by aldermen and mavors
“in perpetuity” and in an atmosphere of bribe and corruption. But
today something quite different is typically implied when business-
men-—and advertising men—speak of a “franchise.” They are think-
ing of a product or service which has been established with the pub-
lic. and with retailers, and which presumably s good for an in-
defmite period of profit-producing operation.

* * *®

Consumer franchises are national. regional, local. Thev may range
from baked beans New England style out of Boston to baked beans
cowboy style out of Denver. They include worldwide systems a la
Coca-Cola. But large or small. venerable or recent. the “franchise”
depends both for its original establishment and its subsequent market
firmmess upon advertising, This was true well before the dawn of
broadeasting as witness these historic advertising appropriations for
Kellogg's Corn Flakes: 1906, $90,000: 1907, $295.000: 1908, $450,-
000: 1900, $525.000: 1910, $600.000.

* * *

Bear in mind that these Kellogg figures were far more significant
before 1910 than similar appropriations would be today. Will Kel-
logg started in January 1906 with $35.000 capital. Yet note his
confidence in the power of advertising in that he spent $§90,000 the
first year. Dry cereals were as much a novelty then as chlorophyll
was in 1952,

* ¥* *

Jump now to the other day’s New York Times. Two items in the
same paper vividly illustrate the difference between sheer personal
energy as a producer of profit and a hot “franchise.” First, the death
of an amazing British writer, Margaret Gabrielle Long. at the age
of 64. She was what is known as “prolific” and wrote under a
variety of noms de plume. Nobody knows exactly how many books
she wrote or how many names she used but her output has been
caleulated under these names: as Marjorie Brown. 67 novels; as
George Preedy. 23 novels. seven biographies. amd two plays; as
Joseph Shearing. 15 novels: under her own name, one book. her own
story. This “money”™ writer. far more snceessful than the average.
leaves to her heirs only such vagne valnes as may inhere in her
copyrights. What a profit contrast with the story. reported that same

(]ay. of Chinton Foods,
* * *

Clinton Foods, the corporate name for Snow Crop and other
products. reports profits 20677 above fiscal 1951, After paying

(Please turn to page T9)
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The Man in the Blue Chambray Shirt

‘ N Y £ sce by the New Yorker that some fellow who
makes shirts has 279 of them, mostly colored,
and that he would rather be caught reading the Daily

Worker than have anyone see him in a white shirt be-
fore sundown.

We know 279 fellows who are in complete sartorial
agreement with him. They have one kind of shirt—a
514-ounce blue chambray, usually worn buttoned to
the top without necktie—which goes on at sunrise. By
sundown it has been replaced by a fleece-lined long-
sleeved pull-over (familiar to the cognoscenti as a win-
tev undershirt) . Yet, gentle reader, these men are im-
peccably well-dressed, especially when they visit the
bank to throw another crop check in the hopper.
They're lowa farmers, of the group that raised, among

other things, 685,736,000 bushels of corn last year,
6,751,000 tons of hay and 3,415,000 turkeys.

‘They owned 17,307,402 acres of farm laud, operated
another 17,407,144 acres, purchased 35,841 pieces of
new power machinery last year (bringing the total on
lowa [arms to 185,068), produced 6,392,238,000

pounds of farm livestock, and (with the help ol their
chickens) five billion eggs.

These blue-shirted capitalists had $2,125,000,000 1
farm income last year, cnough to buy all the shirts
they want—and practically anything else you have to
sell. Next time you e in the market for markets, ask
the Katz man to show you some WNMT patterns, cus-
tom-tailored to the 514-ounce chambray set. I New
York, telephone PLaza 9-4460. \WM'T, Croar Rarips,
600 kc, 5,000 watts, Basic CBS Network.
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competition

Relax . . .
use CKAC.
Montreal

1. Huge coverage—2 oul of
3 French radio homes in
Quebec.

2. Hundreds of thousands of
faithful listeners day and
night, as reported by

B.B.M.

3. Selling power second to
none — over 7.500,000
box tops in 1952.

€BS Outlet In Montreal
Key Station of the
TRANS-QUEBEC radio group

! CRAC

MONTREAL
730 on the dial ® 10 kilowatts

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

@adt’son

ODE TO TIMEBUYERS

Would it be possible to obtain up to
five copies of your article entitled.
“Timebuvers: underpaid. underplaved.
overworked.” that appeared in the is-
sue of November 19, 19517

If any charge, please bill me here at
the agency.

In writing you. | should mention
that I find vour feature articles devoted
to how to go about approaching the
Negro or Mexican markels, for in-
stance, to be very valuable. Even if
not considering such a market, 1 find
this the type of material that is cut out
and stowed away for future reference.

ALEX WEST

Radio-T1” Director

Rhoades & Davis Advertising
San Francisco

INTERNATIONAL REPORT

We have regretted not seeing more
articles and information of interest to
international media buvers. We de-
cided to take a trial subseription to
sPONSOR on the strength of the Inter-
national Basics contained in the Fall
Facts issue, and we hoped that such
information would be a part of every
issue of sronsor. We have welcomed
the International Report to Sponsors
section and we hope that in the future
vour publication will contain articles
of interest to foreign as well as domes-
tic advertisers.

We will be glad to send you anv
radio or television news which we
might have for use in International
Report.

W. D. Ravpix

Advertising Department

Smith Kline & French Int’l Co.
Philadelphia

® UHesides International Basies published in )1
July 1932 isware, Canadian scction published 11
Augnst 1932, and International Report (o Spon-
sors carried in ecaeh isene sinee 6 October 1932,
SPONSOR  has  additional  acticles plavaned  for
internastional radio, forcign 'V, notable sponsers
abroad, export agenecies and foreixn apreneies cons
eentratimz on radio aud TV, (See puzge 31 for
status  report on Hawaiil)

MERCHANDISING SECTION

I would like to offer my congratu-
lations on the outstanding story of the
merchandising  problem featured in

your December 1 issue,

It is very comprehensive and gives
an excellent insight into what the many
radio stations throughout the country
are offering to their advertisers. 1
realize this will not be the only re-
quest of its kind, but in line with
others 1 would be exiremely anxious
to know on what basis the various sta-
tions were selected. For many years
WMPS in Memphis has had an active
and separate merchandising depart-
ment and we feel have rendered a mer-
chandising service in line with, or su-
perior. to many of thosge stations fea-
tured in your December write-up.

I realize i1 is 1oo late to do anything
about this article but in the future I
would greatly appreciate the opportu-
nity to send vou whatever material you
may request or whatever stories vou
may need to prepare another article
in radio station merchandising.

WiLLiaar B. RUbNER
I".P. and Director

W APS

Memphis, Tenn.

® SPONSOR's seleetion of ciations for its re.
cent stndy of radio s<tation wmerchandising  dee
pended on twe factors: (1) the location of the
station=—in order to g¢t a widespread geographic
rampling of the U.S, and Canada: and (2) the
type of merchandising done by the station=—in
order te show a wide range of different station
approaches to wmerchaudising, This was ne easy
tack for SPONSOR editors; many excellent pradio
station merchandising campaigus counld not he cov-
ered in the report beeanse they coiucided too
cto~cly with either the loecation or methods of
previonsly selected stations,

FARM RADIO

I’d like to tell you about an idea that
Pve had for vears which [ think is
going to mature in time for spring
business. I've talked this over with the
leading farm broadcasters of the North-
east and they and their management
agree it will be good for farm radio.

We plan to assemble coverage. rates,
audience surveys. success stories. etc.,
on farm programs in the Northeast in-
to one brochure so that national ad-
vertisers can purchasc the whole North-
cast or regions within it 1o get their
sales message over by radio.

We are meeting in Harrishurg, Pa..
at the big Farm Trade Show on Jau-
uary 29th tentatively 10 compile these
facts and appoint a committee to pre-
pare the brochure.

This is the first time that stations
wlio are more or less competing are get-
ting together on an enterprise this hig.

I'p SLursarczyk
Farm Director
WiBx

Utica

SPONSOR
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When you buy on a Spot basis, it’s easier to fit your TV program

" coverage to your sales situations. With Spot, you choose only the
markets you wish . . . as many as you need, or as few—and find that
stations clear time more readily. You enjoy uniform and pleasing
picture quality through film, and save enough on Spot time charges

to cover film prints, their distribution and other costs.

Get the full details from your Katz representative.

T H E K AT z A G E N c Y, IN C o National Advertising Representatives

488 MADISON AVENUE, NEW YORK 22, NEW YORK » CHICAGO « LOS ANGELES « SAN FRANCISCO » ATLANTA « DALLAS » KANSAS CITY » DETROIT
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ONE OF
Ameniea's Greatest
INDEPENDENT
RADIO STATIONS !

GREATER THAN EVER
IN 1952

Largest Volume of Business
in 16 Years,

456 Satisfied Customers. ..
87 National Advertisers
. .. Consistent Renewals

Constant Hooper Ratings
.. . Among Top Five In-
dies in Nation

Provides up to 2V2 Times
Net Stations’ Audience Per
Dollar

Top Air Personalities . .
Air Salesmen . . . Merchan-
dising That Moves

All Major Milwaukee and
Wisconsin Sports

= o P I

'Round the Clock News
Staff . . . Strong Commu-
nity Affairs Voice

WEMP wiwe.om

24 nours oF music, news, spoats

HUGH BQICE, JR., Gen. . Mgr.
HEADLEY-REED, Mot'l Rep.

10

C. E. l)oolin-

W Sponser

The Frito Co.

Twenty years ago, C. E. Doolin teamed up with his brother. Earl,
and his mother, Daisy, to manufacture their first Fritos in the Doolin
family kitchen in San Antonio. An old potato ricer with a converted
slotted bottom to squeeze through the corn dough into a cooking
skillet was the first piece of equipment of the newly formed Frito Co.

Sensing success with their first hand-produced product, Doolin
bought himself some local radio spots in San Antonio to acquaint
the public with the new corn chip product. His first radio copy was
of the teaser type, which told little about the product but stressed
its catchy name, Fritos.

The Frito Co. now has 22 plants scatiered throughout the United
States. Hawaii. and Venezuela, and with an annual sales volume
running into the millions. Twelve plants have licensee-owners, while
the parent company owns or controls the other 10.

As the business expanded, Doolin increased his advertising pro-
gram. with radio as a major medium, and he was one of the first in
television. He has also used radio to build community interest in
openings of new Fritos plants through ““on the seene” programs.

Radio’s role. as Doolin puts it. is this: “A heavy radio campaign
in a mew market stimulates the curiosity of potential custemers,
persuades them to try the product. We follow up with recipes and
suggestions for use which keep sales moving upward.”

Radio commercials for Fritos are generally live, announcer-read
spots, with emphasis on straight selling copy which describes the
product and its uses. Some singing commercials have been used.
For television. advertising material is both filmed commercially
and used hve. Radio and TV stations in the Southwest air Fritos
regularly in the parent company territory. and in other parts of the
country the same successful selling patierns are being used.

Two major television programs sponsored by The Frito Co. are
Big Town and Frosty Frolics, the latter being an ice review which has
worn top ratings in California. Big Town is broadeast over WBAP-
TV, Fort Worth: Frosty Frolics is seen over KTLA-TV. Los Angeles.

Doolin. who is still president, doesn’t wait for the business to ex-
pand itself: he makes sure it continues to grow by dreaming up
rew promotions and getting bigger plants on the drawing boards.
His hobby-—not to let any hobby interfere with work. even photog-

raphy whiclt he enjoys. * % X

SPONSOR




in the BIGGER and BETTER memphis market
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In selling as in showmanship, it’s the
quality of the performance that deter-
nmines the interest of the audience. In the
greater Memphis Market, comprising 76
rich counties with a buying potential of
over $2 Billion, you'll always find the
greatest audience tuned to WREC,
HERE'S WHY: High quality program-
ming and engineering perfection insure
good reception and a compelling per-
formance of interest to your best custo-
mers, WREC prestige adds believability
to your message, too! The cost is another
pleasant surprise . . . 10% LESS per
thousand listeners than in 1946!

MEMPHIS NO. 1 STATION

REPRESENTED BY THE KATZ AGENCY

AFFILIATED WITH CBS RADIO, 600 KC—5000 WATTS

SPECI
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RADIO AGAIN PROVES TO
LOCAL PROMOTION FOR PU

' B B [
il

The twenty-three radio stations whose pennants fly over
the Purina Bowl Game stadium on the opposite page are
the cream of the crop of America’s farm radio merchan-
disers. Because they know how to make farm radio really
sell at the local level, two representatives of each station
received all-expense trips to New Year’s Bowl Games at
Purina’s expense. They were accompanied by the Purina
Dealers they had helped during September, October and

November with local store promotions.

ENTRIES DOUBLED IN ’'52

Competition was keen and the judges had a hard time
picking the winners. There were twice as many entries as
in 1951. And almost every one represented an outstand-
ing local promotion job—a magnificent example of coop-
eration between station and dealer at the local level.

IDEAS UNLIMITED

The job was to help Purina Dealers promote two live
demonstrations in their stores . .. the “Mike & Ike” pig-

growing demonstration and the “Lay & Pay” egg-laying
demonstration. Radio made these demonstrations into
community projects known to every man, woman and
child. There were pig scrambles, parades, dances, enter-
tainments, fund-raising devices, contests and many more
promotion ideas. They built store traffic and increased
sales and prestige for the Purina Dealers. They put the
radio stations in the community spotlight, too.

We thank every station, winner or loser, for the many
jobs well done—for proving again that there’s real power
in radio. In the entries we have the proof. And as a result
we say more enthusiastically than ever—*Purina believes
in farm radio!”

RALSTON PURINA COMPANY

G Lo pa
G. M. Philpott, Vice-President
ond Advertising Director

S£L “ PURINA MAKES..

RE EGGS—. =




TELEVISION BALTIMORE

WBAL-TV

NBC IN MARYLAND

14

Wlthm your grasp . . . with

Hotlywood Playhowse

The Housewives of Baltimore . . . the little woman who picks the brands,
who spends the money! She watches HOLLYWOOD PLAYHOUSE . . . she
wouldn’t miss it!

And here’s what HOLLYWOOD PLAYHOUSE offers you . . . Five extra spots
—in addition to your “one minute commercial—and it costs nothing extral
More television advertising, for less money . . . selling your most impor-
tant prospective customer . . . is within your grasp when you choose
HOLLYWOOD PLAYHOUSE.

Nationally Represented by Edward Petry & Co.

SPONSOR
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New on Radio Networks

Jan;

SPONSOR e AGENCY STATIONS PROGRAM, time, start, duration
Avco Corp, Crosley White Benton & Bowles MBS 500 'Gator Bowl Game, ]acksonvin;, Fla; Th
Coods Div min prev to game
Avco Corp, Crosley Elec- BBDO MBS 500 'Gator Bowl Game, Jacksonville, Fla; Th 1 Jan;
tronics Div min summary following game
Amer.ucan Tobacco Co BBDO cBS 195 American Way; Th 10-10:30 pm; 1 Jan; 52 wks
Anahist Company Ted Bates CBS 200 FBI in Peace and War; W 8-8:30 pm; 10, 17, 24,
Dec; Meet Millie; Th 8-8:30 pm; 11, 18, 25
Dec; Mr. Keen; F 8-8:30 pm; 12, 19, 26 Dec;
{co-sponsor with American Chicle)
Ford Motor Co J. Walter Thompson CBS Robert Trout; M-F 10:30-35 pm; 29 Dec; 52 wks
General Foods Young & Rubicam NBC 140 Bob Hooe; W 10-10:30 pm; 7 fan; 52 wks
Miles Laboratories Geoffrey Wade NBC New Year’s Eve in New York, Chicago, San Fran-
cisco; W 31 Dec; 11:45 pm-12:05 am; 1 Jan;
12:45-1:05 am; and 2:35-3:05 am
Union Pharmaceutical Co Crey MBS 459 Gabriel Heatter; F 7:30-45 pm; 16 Jan; 52 wks
Renewed on Radio Networlks
SPONSOR AGENCY i STATIONS | PROGRAM, time, start, duration
Electric Companies Adver- N. W. Ayer ABC 257 | Meet Corliss Archer; F 9:30-10 pm; 2 Jan; 52 wks
tising Program
E. I. DuPont BBDO NBC 140 | Cavalcade of America; T 8-8:30 pm; 6 Jan; 52 wks
Mutual of Omaha Bozell & Jacobs NBC 191 Bob Considine; Sun 3:30-45 pm; 8 Jan; 52 wks
Procter & Gamble Compton | cBS 157 Road of Life; M-F 1-1:15 pm; 29 Dec; 52 wks
Sun Oil Co Hewitt, Ogilvy, Benson & I NBC 34 ] Sunoco Three-Star Extra; M-F 6:45-7 pm; 12 Jan;
Mather 52 wks

New National Spot Radio Business

SPONSOR PRODUCT AGENCY | STATIONS-MARKET S%CAMPAIGN, start, duration
Block Drug Co, NY Amm-i-dent tooth- Cecil & Presbrey, NY | Widely scattered 1-min anncts; also 5 & 15 min
paste mkts progs; st 16 Jan; 39 wks
E. T. Browne Drug Palmer Skin Success Herschel Z. Deutsch, 30 Negro mkts Partic, Negro progs: st Jan; to
Co, NY products NY run thru Dec ’$3
Hood IChemicaI Co, Easy Starch Hilton & Riggio, NY | 35 mkts Annﬁt campaign; st 2 Jan; 13
Phila wks

Standard Brands, NY
Vick Chemical, NY

Vitamin Corp of
America, Newark

Whitehall Pharmacal
Co,

Whitehall Pharmacal
Co, NY

Chase & Sanborn Compton, NY
coffee |

Vicks Vaporub Morse Int'l ,NY

Rybutol Kastor, Farrell, Ches-

ley & Clifford, NY

Anacin John F. Murray, NY
' BiSoDol mints SSCB, NY

Scattered mkts
Over 100 stns
Selected mkts

Several hundred stns,
coast to coast

Selected mkts, coast
to coast

Daytime-only campaign; st 1
Jan; 52 wks

Annct campaign; 5 anncts wkly
each stn; st 29 Dec; 2 wks

15-min progs; st 1 Jan; 6-8
wks

1-min anncts, early a.m. time;
31 Dec; to run thru March
or longer

Anncts, early a.m. time; to
run thru March or longer

National Broadcast Sales Executives

NAME

FORMER AFFILIATION

Trevor Adams

John E. Arens
Arthur W. Bagge
George Baron

J. Henry Boren
Keith S. Byerly
Slocum Chapin
Norman H. Chester
Kenneth Church

DuMont TV net, asst sls dir

WFAS, WFAS-FM, White Plains, NY, sls dir

Free & Peters, Chi, sls rep

KOWL, Santa Monica, acct exec '
Food store owner, Cottonwood, Utah

WBT, WBTV, Charlotte, sls mgr

ABC, vp chg owned TV stns

WNBC, NY, acct exec

WKRC, Cinci, sls mgr

NEW AFFILIATION
\WJZ-TV, NY, sIs mgr

Good Music Bdcstrs, NY, sls mgr

Same, radio sls mgr

'Same, sls mgr

KSL, KSL-TV, Salt Lake City, mdsg dir
.Katz Agency, mgr Atlanta off
Same, also gen mgr WJZ-TV, NY

WJZ, NY, acct exec
Radio Cincinnati, vp

12

’ In next issue:

New and Renewed on Television (Network and Spot);

Station Representation Changes; Advertising Agency Personnel Changes

JANUARY 1953

12 JANUARY

Numbers after names
refer to New and Re-
new category

William H. Hylan (4)
Ted Oberfelder  (4)
Fally McGough (4)
Trevor Adams (1)
J.Henry Boren  (4)
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National Broadecast Sales Executives (coutinued)

NAME

Arthur ). Daly
Thomas H. Dawson
S. C. Digges

A. C. Dowden
George Fisher
Clark George
William H. Hylan
Warren Jennings
Gus Kruttschaitt
Bill Lamar

Milton L. Levy
Joseph R. Matthews
Quintin E. McCredie
Wally McGough
Paul Mowrey

Gene Myers

Robert E. Newsham
Karl Nelson

John E. North

Ted Oberfelder
Charles Phelps
Mike Shapiro
Arnold Starr

Niles Trammell

FORMER AFFILIATION

NEW AFFILIATION

Geyer Adv, NY, TV acct exec
CBS TV Soot Sales, NY, gen sls mgr
CBS TV Spot Sales. NY, eastern sls mgr
KARK, Little Rock, Ark, city sls mgr
United TV Progs, sls excc

CBS TV Spot Sales, NY, acct exec

CBS TV Sales, NY, eastern sls mgr
WJZ, NY, comml mgr

WMMW, Meriden, Conn, sls mgr
KTSA, San Antonio, $ls prom mgr
KLX, Oakland, adv, sls mgr

Weed & Co, mgr SF office

KMM]J, Grand Island, Necb, sls prom mgr
WTVN, Columbus, sls mgr

WJZ-TV, NY, prog dir

WTAM, Cleve, sls mgr

L. E. Phillips, Phila, partner

WTOL, Toledo, mgr

Radio Reps, Chi, vp

ABC, NY, dir owned radio stns

NBC Radio, NY, acct exec

WFAA-TV, Dallas, exec

WMCA, NY, sls rep

NBC, NY, chmn of bd

DuMont TV Net, NY, acct exec

CBS TV Net, NY, sls mgr

Same, gen sls mgr

Same, comml mgr

Guild Films, district sls mgr

Same, castern sis mgr

CBS TV Net, NY, vp chg sls

CBS Radio Spot Sales, NY, acct exec
Same, gen mgr

KCOR, San Antonio, sls prom, mdsg mgr
Same, mgr

A. C. Nielsen, SF, western sls mgr, Nielsen Cov Serv

KOA, Denver, sls prom mgr

Same, gen mgr

Same, stn mgr

Edward Lamb radio-TV properties, mdsg mgr
WEFIL, Phila, radio sls rep

Edward Lamb radio-TV properties, reg’l sls mgr

WOR-TV, KH)-TV, Chi siIs stf

Same, vp chg owned radio stns

NBC, NY, asst night exec officer
KDUB-TV, Lubbock, Tex, comml mgr
WPAT, Paterson, NJ, sls stf
Biscayne TV Corp, Miami, pres

Spousor Personnel Changes

NAME

FORMER AFFILIATION

Joseph M. Allen
William P. Black
Luther Conant |r.
Berned Creswell

Stuart K. Hensley
Erik 1sgrig

William S. Richardson

Bristol-Myers Co, NY, vp chg pub rel
Lever Brothers, NY, sis exec

Edward L. Bernays, NY, sr acct exec

P. Ballantine G Sons, Newark, NJ|, exec
Toni Co, Chi, gen sls mgr

Earle Ludgin G Co, Chi, acct exec

B. F. Goodrich Co, Akron, vp

NEW AFFLIATION

ANA, NY, media O res exec
Same, ind’l detergent sls mgr
Lever Bros, NY, product publicity mgr
Same, sls superv

Same, vp chg sls

Zenith Radio Corp, Chi, dir adv
Same, dir & exec vp

New Ageuncy Appointments

SPONSOR

Andree’s Food Prods, LA
Bol Mfg Co, Chi

Conmar Products Corp, Newark, NJ

Cott Quality Beverages, New Haven, Conn
C. A. Durr Packing Co, Utica, NY
Fairmont Foods Co, Omaha, Neb
Jackson & Perkins, Newark, N]

The Lander Co, NY

Joseph Martinson & Co, NY

Melville Shoe Corp, NY

Minneapolis Brewing Co, Mnpls

Pal Blade Co, NY

Stauffer Svstem (nationwide chain of heaith
G reducing salons}

Toni Co, Chi

Toni Co, Chi
Toni Co, Chi
Toni Co, Chi

PRODUCT (or service)

Saiad dressings, barbecue sauce

Hopalong Cassidy Aid fgelatin powder
for soft drinks)

Conmar zippers

Soft drinks

Meat packer

Food processors & marketers
Flower growers

Dixie Peach, other cosmetics
Jomar instant coffee and tea
Thom McAn shoes

GCrain Belt Beer

Pal, Personna blades (foreign advtg)
Posture-Rest home plan

Toni Home Permanent, Tonette Chil-
dren’s Home Permanent

Prom Home Permanent
Toni Creme Shampoo
Bobbi Home Permanent

AGENCY

Philip J. Meany Co, LA
Schwimmer & Scott, Chi

Hewitt, Ogilvy, Benson & Mather, NY
Dowd, Redfield & Johnstone, NY
Barlow Advertising, Syracuse
Allen & Reynolds, Omaha
Maxwell Sackheim & Co, NY
Herschel Z. Deutsch, NY
Anderson & Cairns, NY

Anderson O Cairns, NY

Bruce B. Brewer & Co, Mnpls
Int'l Div of Grant Adv. NY
Walter McCreery, Beverly Hills

Weiss & Geller, Chi (eff 1 Mar}

Leo Burnett, Chi (eff 1 Mar)
Price, Robinson & Frank, Chi (eff | Marl}
Tatham-Laird, Chi {eff 1 Mar}

Numbers after names
refer to New and Re-
new calegory

KNenneth Chureh
A, C. Dowden

Milton Levy

Niles Trammell
Keith S. Byerly

Joseph ). Allen  «
Staart K. Hensley (
l.. Conant, Jr. (5
Berned Creswell (5
(5

William ’. Black

1)
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| BASED ON A 10 YEAR PERIOD

Comparison Cincinnati Hooper Share of Audience — Mar. Apr. 1942 to Apr. 1952

l MORNING ... 8:00 A.M. TO 12:00 NOON ... MONDAY THRU FRIDAY
] % | STATION |MAR-APR ‘42 APR. '$2 _.f»TAYIO_-d
) 55
50
i 45
| M O R N I N G 10 B 38.8
1 35
| 25| ¢ 257 e 5,
l o 18.7 B
y 15 D + 152 7.3 | £
1 10 £ 109 14.6 D
' s| WKRC | 9) 128 ¢
DAYTIME STATIONS 2.6 1.4
] AFFERNOONS 12:00 NOON TO 6:00 P.M. MONDAY THRU FRIDAY |
% | STATION | MAR-APR '42 APR. '52 | STATION |
55 |
50
AFTERNOON
40
as B 37.2
30 ¢ 298 L - 337 WKRC
25 T — .
20 . = S 2.8 B.
15 E 165 o T — e ¢
10| WKRC| 102 g I TTTimeeewmmoozoooT 138 )
b D 67 lLecwm=m—m— - - 78 E
: . 1"
DAYTIME STATIONS 2.1 2.1
i ‘ ‘ NIGHT 6:00 P.M. TO 10.00 P.M. SUN.SAT. ER
% | STATION MAR-APR '42 . 3 APR. 52 STATION
55
50
EVENING | * -
40 i
as |
30 ‘
25 251 | WKRC
20 D 26 ‘., 23.0 B
s N
10 | WKRC 123 0.5 E
s o 120
o 3 79 |

And according to the 1952 September-October Local

David G. Taft. Vice President Pulse, WKRC dominates morning, afternoon and evening.
Radio Cincinnati, Inc. No wonder advertisers choose WKRC.
| Kenneth W. Church, National Sales Mgr. National and local sales up 21% over WKRC'’s former
| Radio Cincinnati, Inc. six months PEAK period (BEFORE TELEVISION).

National sales up 25%; Local sales up 17%.




BASEBALL IN '53

Baseball in California
for '53 Means

The Pacific Coast Champions
of 1952—

The Hollywood Stars

and again

Exclusive Radio
Broadcast

on

KFWB

Available for whole or part

sponsorship

contact today

THE

BRANHAM Z71euts

of service in

America’s
CO‘HMPA"Y THIRD LARGEST
o MARKET

ERICAGD

SAN FRANCHCD
LO% AMGILES
CHARLC TTE
HTROIT
ATLANI&

MIMPEE
AT Louis HARRY MAIZLISH

DALLAT Provideat-Gearral Manager

B
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New developments on SPONSOR stories

Caroling puppets helped investment house sell mutual funds as Christmas gifts

Sce: *Stocks on the air”

Issue: 28 July 1952, p. 22
0 o} Sllbject: Puppets provide Yuletide setting for

Kidder. PPeabody gift offer

Around Christmas time. a wide variety of sponsors plug their
products as gifts—and this season, investment house Kidder, Peabody
& Co., New York, was no exception,

Kidder, Peabody felt that its Mutual Fund gift certificates would
make nice Christinas presents. To tell people about them, agency
Doremus & Co., decided to make the pitch via TV,

They bought two 15-minute segments on WNBT. New York, 12:15
to 12:30 p.m.. on Sundays. 7 and 14 December. The program con-
sisted of a film of Sue Hastings’ marioncttes singing Christmas carols
(see cut). Announcer Boly Denton talked (live) about Kidder, Pea-
body and its Christmas special (in commercials prepared by Doremus
Radio-TV Director Ed Rooney). The first commercial was an institu-
tional pitch, the second pointed out the advantages of mutual funds
and how to get the gift certificate, the final tag solicited inquiries.

A satisfied user of broadcast advertising, Kidder, Peabody is cut-
ting newspaper appropriations in order to enlarge its air budget.

ee: 1e merchandising problem
) *TI handisi blem™
Issue: I December 1952, p. 33
0 0 Subject: g aation offers SPONSOTS i
own brand of promolional snpport

WHLI, Hempstead, Long lsland. N. Y., capitalized on the holiday
season with a special promotion that brought the station closer in
body and spirit-—to both advertisers and listeners.

“Operation Noel” was a joint effort of the station’s Sales, Pro-
eram and Public Affairs Departments. Special holiday programs
;)rigiuate(] from WHLI advertisers’ places of business. For example.
a two-hour musical program emanated from the Meadowbrook Na-
tional Bank, where more than 600 people gathered for the broadeast.
The station also tape-recorded and aired personal holiday greetings
from more than 40 advertisers.

Via other programs, “Operation Noel” brought WHLI in direct
comtact with 14 community organizations. The station estimates that
well over 115.000 persons witnessed its special “Noel” programs, ***

SPONSOR



New Haven is proud

of its industries and the happy
associalions maintained between
employees and nranagement. Peo-

ple like working and living in New
Haven. lts healthy economic life
means more business for you!

You can reach the busy people

of New Haven at home through
WNHC. Radio dials stay set at
WNHC—almost as though they
were locked by the H. B. Ives Com-
pany! Best of all. the people in the
rich New Haven area respond to
sales messages over WNHC—
like a lock to its right-fitting key.

12 JANUARY 1953

- AM
FM
TV

In new haven

“Don't forget to lock the windows! is a familiar admonition to most of us The
locks referred to were probably manufactured by the H. B. Ives Company of New
Haven.

lobart B. Ives started the business in 1876 by making mortise door holts. The
company constantly expanded and by the turn of the century was equipping famous
buildings with Ives hardware. Among them are the Flat Tron building, the Wool
worth, Chrysler and Empire State Buildings, Rockefeller Center and the Pentagon

<
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new haVen New England’s first

complete broadcasting service
Represented nationally by the Katz Agency
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Limutation 15
the stncerest forim

of flattery




SPONSOR is the

most imitated trade magazine

covering the advertising
field today!

SPONSOR

The magazine radio and TV advertisers use



Make
Friends

With
Gil

&

Newscaster, philosopher, friendly voice of a famous
station, WBT's Gil Stamper makes friends of folks
and friends for sponsors. Sincere, affable, convincing
Gil has the native know-how which distinguishes
WBT as a powerful local voice for national
advertisers. Let Gil and WBT make 3,000,000
Carolina friends for you.

B 1 CHARLOTTE, NORTH CAROLINA
_ JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nationally by CBS Radio S pot Sales

COLOSSUS OF THE CAROLINAS
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McCann-Erickson forecasts show details of TV growth

I_," two years, McCann-Erickson /'(.’l’l.\'., the 125 largest TV warkets will contain
78 of the population of the U.S., aud will account for some 80T of retail
sales. Some 250 additional markets, however, may add only 95 in audience size

TV status

63 CURRENT
MARKETS
(June 1952)

62 NEXT LARGEST
MARKETS

125 TOTAL

62
MARKETs 125
(Dec.1954)

346 18% 80%
S %0~ o %

Markets

63

Commercial
stations

171
175 15%

9 of U.S. 9% of U.S.
population retail sales

63% 68%
12%

seTelevision has already strengthened the applications of mass advertising and
promotion at all marketing levels. By 19534. television will have rounded out
its dimensions for mass selling in all major U.S. markets, in all disiribution
channels, and at all distribution levels in planned coordination with all other
selling forces, and be thus capable of earning a $750,000,000 outlay.>®

McCann-Erickson's Sid Dean

MO

i

001V

Some 307, of U. S.

iVith TV launched on its second
postwar boom, the era of 500 TV sta-
tions in the U.S., and 125-slation video
networks is no longer an adman’s pipe
dream; soon it will be a reality. The
map on the following pages shows that
nearly a dozen important “new’ video
markets, from Denver and Portland to
Roanoke and Austin, have gone on the
active list since mid-1952. Nearly. two
dozen more TV markets will be operat-
ing by 1 February 1953.

Time costs of large-scale TV are
again rising. An executive of SSCB
told sPONSER unoflicially that “by 1955

12 JANUARY 1953
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Sidney W. Deaa JIr., V.P., Director Marketiag
McCann-Erickson, luc, (Seen at left)

SRR e e

lons; how major
aoencies see the picture

families may be within

a weekly half-hour dramatic TV show,
televised on a ‘full network’ of 125-150
stations on a 39-week contract. may
cost the average Sponsor anywhere
from $2.,500,000 to $3,000,000 for
time and talent.” In 1947, many a
national advertiser spent that much as
his total, allmedia ad budget.
Television is also headed swiftly for
near-national coverage, in terms of

A

trend
e e

reach of video by 1955

U.S. homes within range of video out-
lets. NBC researchers. for instance,
now feel that 80% of the total number
of U.S. families may be living under
the TV umbrella sometime in early
1955. This percentage figure will con-
tinue to rise as families in the latest
round of TV markets buy more video
sets, and as the final group of TV sta-
tions go on the air. Ultimately, per-
haps by 1960, 90‘¢ or more of the
homes in the L.S. will be TV's poten-
tial audience.

Agencies are under terrific pressure
from leading clients as the planning
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for the 1953-51 advertising season gets
underwav. The pressure is understand-
able. Client= in the multi-million
brackets need the latest TV predictions
in order to plan their long-range ad-
vertising and marketing strategy. Ques-
tions such as these are uppermost in
the minds of top management: How
big is TV likely to grow? How much
advertising money must be set aside as
a “reserve’ to keep pace with TV’s
growth?  What will “national”™ TV
campaigns cost? Will they be worth
it?

Five years ago, such questions could
be parried gracefully, and nobody was
the worse for it. Todav, the answers
to these questions play a large role in
shaping evervthing from over-all bud-
get formulas to marketing policies.
lccognizing the high interest in this
subject. sronNsor explored the TV
thinking of several major ad agencies
—notably McCann-Erickson, Young &
Rubicam, BBDO, and SSCB. Research
and sales executives of the two largest
TV networks were also interviewed.
Today, the problems of TV’s future
growth weigh as heavily on air media
as they do on media planners.

What these agencymen and network
officials stated must be considered as a
series of “educated guesses.” However,
the following forecasts are important
signposts in mapping out the future
route of air advertising dollars.

Here, in a topic-by-topic round-up,
is how the best-informed agency and
network executives view the near-

future of TV:

TV audiences may double by
1935 Back in the early part of 1947,
there were just 16.467 TV sets in the
U.S., according to NBC. As new sta-
tions came on the air, and set prices
dropped, this figure jumped skyward.
Last month, NBC calculated that there
were 19.517,000 TV sets in the U.S.—
more than 1,000 times the 1947 figure.

This huge figure, which represented
nearly 45% of the nation’s total homes
in mid-December 1952 is only the
jump-off for TV’s growth
pattern.

McCamn-Erickson— whiclr has made
a series of TV projections on three
levels.  “low.” and
“upper” ecalenlates on its “intermedi-
ate” scales that there will be 26.800.-
000 TV homes in the 125 leading U.S,
markets by the end of 1951 This i<
about a 477

present

“intermediate.”

¢ Increase over the level of
TV in the U.S. in September 1952.
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Other projections take these figures
even higher. According to an unofhcial
estimate of an NBC executive, TV
“may be reaching 40,000,000 homes
in the then-active TV markets through-
out the U.S. at the end of 1955.”

The most eye-opening figure of all
is one contained in an elaborate Young
& Rubicam TV  presentation. This
piteh has been made to such leading
agency clients as Borden Co.. General
Foods. General Electric, Gulf Oil
Corp.. Procter & Gamble. and Singer
Sewing Machine Co. In its well-charted
predictions for TV’s future growth,
Y&R forecasts that TV will be active
(one or more stations, VHF and UHF)
commercially in 1.241 cities and towns
Ly 1963. TV will then cover some-
thing like 959 of total UL.S. homes.
The actual number of TV homes. at
that time will be about 70-75%7 of that
figure. Y&R feels.

Key points for admen: The [ollow-
ing “intermediate projections” of Me-
Cann-Erickson are likely to be a re-
liable, year-by-vear guide for the next
Jew seasons: 19,600,000 TV homes in
some 79 markets, by the start of Janu-
ary 1953: 23.500.000 TV homes in the
164 largest U.S. markets by December
1953; 26,900000 TV homes in the
164 largest markets by December 1955.

Networks will be 100-plus TV
stations: Executives of the four ma-
jor TV webs feel that TV network line-
ups of the future will soon resemble
the kind of station lists possible in
radio in the past decade or longer ago.

Both NBC TV and CBS TV. for
example, have been telling ad agencies
in recent weeks that they will offer a
“basic”™ network (no split-affiliations,
or single-station markets, a la Pitts-
burgh or New Orleans) in the 75 top
U.S. markets by the end of 1956. In
addition they will be able to offer
groups of supplementary stations, total-
ing perhaps another 75 markets. The
total number of TV stations in the
U.S.. at that point, may easily be
around 600.

Networks of this size are very likely
lo represent the outer limits of basic
network growth. Certainly. there will
be more than 600 TV stations in the
U.S. in another decade. But. many of
them will be serving small areas. or
will be <o new that set penetration will
be very low.

BBDOs Fred B. Manchee. executive
v.p. in charge of rescarch, told sron-

Young & Rubicam estimat

iy

TV networlk time may cos

gross of S75,000 an hour

L
NETWORKS 1-HR, 1, -HR. ‘ %_Ha.
- T = 5.
i
64-station |
basis (1952) $51,325  $30,795 : szo.sl
125-station
basis (1954) $69.050 = $41,430  $27,62
o - SR
150-station \
basis (1955) $75275  $45,165 | $30,1ff

T hat gross time costs may look like on TV networ| "
of next few vears is shown in Y&R chart ab
Program could cost additional 50 to 100%

|
T 101 1100111 A T |
Actual number of U. S. videaq

homes may hit 26,900,000
164 largest markets by °55 %

1953 1954 /9565 |
/9,699,000 23504000 26,900,006

McCann-Erickson projections on “intermediate” b
in chart above show future TV audience in 164 &
markets may be 54% of U. S. homes

e
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sok that the big Madison Avenue agen-
cy is urging video clients to proceed
“cautiously” in the matter of increas-
ing the size of their individual TV net-
works. “Certainly. the growth of TV
networks will ease many of the present
problems of clearing network time.” he
added, “but in ncw markets it may be
wise for advertisers to wait until the
dcgree of set penetration has been
clearly determined before trving to es-
tablish time franchises.”
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450-500 TV outlets may serve 549 of all U.S. homes in 164 markets by 1955

Mc-Cann-Erickseon map of U.S. video (aborve) is conservative markets shown may eventually absorb from 150 to 500 TV
projection of future TV markets, updated by sronsor. The 164 stations by 1955. New, near-future markets appear below
Newly added TV markets TV markets to be added cavly in 1953
» DENVER, COLO. E MOBILE, ALA. X JACKSON, MISS,

i » COLORADO SPRINGS, COLO.
> YORK, PA.
» ROANOKE, VA,
> AUSTIN, TEX.
> EL PASO, TEX.
» LUBBOCK, TEX,
| > SPOKANE, WASH.
» PORTLAND, ORE.

i‘{!l R

TUCSON, ARIZ.
BRIDGEPORT, CONN.
FORT LAUDERDALE, FLA.
PEORIA, ILL.

SOUTH BEND, IND.
BATON ROUGE, LA.
HOLYOKE, MASS.
SPRINGFIELD, MASS,
NEW BRITAIN, CONN.

W R L,

ATLANTIC CITY, N. J.
RALEIGH, N. C.
LYNCHBURG, VA,
MASSILON, OHIO
YOUNGSTOWN, OHIO
READING, PA.
SCRANTON, PA.
WILKES-BARRE, PA.
YAKIMA, WASH.

lus

Both the agencies and the networks
interviewed by sponsor agreed that
TV networks would play a large role
in the future of TV programing. “TV
will be so large and so costly that
agencies won’t be able to take the
chance on producing an agency-built
show which may, or may not, be a
dud,” Y&R’s Jim Schulke. manager of
accouilt presentations. stated. “Pro-
grams will be built largely by net-
works, who will sell them on a partici-

12 JANUARY 1953

pation or ‘insertion’ basis, and by the
independent package producers.”
Key poinis for admen: The present
time buying hassles involving single-
station markets in major population
centers will disappear as networks
round out their lists, the experts [eel.
Neuvorks will probably level off some-
where around the 125-150 station-marlk
i three or four years. And, the net-
works will assume a great deal of the

building of big T1" shows.

Costs of big-time TV are going
up: With networks due to expand in
size, advertisers will face substantial
increases in the costs of nctwork TV
time, agencies feel. Some idea of the
ultimate level of these TV network
costs can be found in the Y&R chart
on page 2.

Meanwhile. sroxsor learned that the
major TV uetworks are offering the
following vardstick to agencies to aid

(Please turn to page 72)
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Sundial saturation howls ‘em over

New England shoe manuiacturer switched from costly TV effort to satura-

tion spot radio campaign. persuaded lecal dealers to tie in and split cost

""’ho Sundial division of the luter-
national Shoe Co. put reverse English
on the current trend among air adver-
tisers: Sundial switched from TV to
radio.

After 186 months of a TV kid show.
Sundial found that its sales results
were not keeping pace with zooming
TV costs. What's more, network video
did not offer the flexibility which the
Manchester. \. H.. shoe company de-
sired in order to make its advertising
program coineide with its seasonal sell-
ing pattern,

I'he shoe firm and its advertising
agency. Hoag & Provandie of Boston.
are now convinced that they have
fonnd the solution to the problem: a
saturation radio spot announcement
campaign used during the two five-
week periods (pre-Easter and pre-hack-
to-school) in which the sale of young-
sters” shoes tend to bunch up. Tuas-
much as Sundial derives a large per-

Jim Edwards, Sundial’s ad
manager, on spot radio:

o6/ am convinced that spot radio
advertising is doing a really effective
job for Sundial shoes on several im-
portant counts. hs flexibility per-
mits us to peal spot saturations o
the important buying seasons. By
apenending  transcribed  spots, we
are able to offer our dealers an op-
portunity  for local tie-ins.  This
makes Sundial’s over-all adveriising
program nore mercliandisable to the
dealer. And finally, the economy of
spat  radio permits saturations of
both large and small markets with
a reasonable advertising lbudget %

26

centage of its revenue from kids” shoes,
the solution reached seems to make
sense.

After a test campaign in spring
1952, the agency placed a fall cam-
paign of 8.500 announcements ou 79
radio stations during the hack-to-
school period. Sundial dealers, who
paid a share of the costs, were enthusi-
astic about the results and over 90
of them have already signed up for the
upcoming Easter promotion.

And Sundial, whose sales for fiscal
vear 1952 topped the $11 million
mark_ is sufliciently impressed with the
million-dollar gain over 1951 to give
radio about $200,000 of this year’s
$264,000 ad budget. (Source of fig-
ures: SPONSOR estimate.)

But air media were not always Sun-
Newspapers got the
lion’s share of the ad budget during

dial favorites.

the furst six years. Then Paul Hoag,
account supervisor. and Myron Last-
wood. account executive, presented a
plan for a TV campaign to Sundial.

This major swiich was approved Iy
Sundial’s top policymakers: LK. J.
Gormnley. general manager; James L.
Edwards. ad manager; Sales Managers
Hugh Warren {Men & Boys) and Jo-
seph McCarthy (Women & Childrens).

The TV program selected was Lucky
Pup which CBS TV was airing across-
the-hoard, 15 minutes daily. Sundial
bought one segment (Friday ) a weck
i 14 cities and devised a giveawayv to
test ils power.

Traffic bunilder: A cardhoard cut-
out model of a TV station. jig-saw
puzzle, and Foodini masks were of-
fered at various times to every young-
ster who enticed an adult into a Sun-
dial shoe ontlet.  Dealers, who paid
abont a dime apicce for the giveaways.
were (nickly swamped by eager kids
and their somewhat relnetant parents,
During the 18 menths that Sundial

used TV, over 825.000 ijtems were
given awayv to children.

Conversion of this increased store
traffic into sales varied widely, depend-
ing upon the dealers” sales ability.
Many stores with aggressive sales staffs
came through with near-perfect scores.
Dealers were happy to discover that
many parents were presold on Sundial
as a result of having been exposed to
the TV commercials. As it turned out.
almost 35-40°7 of the audience of the
“kid show™ was adult.

Video show: Lucky Pup ran from
20 January 1950 to 11 May 1951
(with & hiatus from 14 July 1950 to
18 August) on 14 CBS TV outlets. On
21 August 1951 the program was over-
hauled, converted into a weekly half-
hour film package. re-named Foodint

A

case history
A

The Great, and atred on the ABC TV
net Naturday mornings. Talent costs
zoomed almost 4007¢ (from $750 to
$2.800) and Sundial, which was spon-
soring 15 minutes of the show. soon
found the program too rich for iis
blood. On 17 November 1951 the com-
pany pulled out of TV and looked
around for a suitable substitute.

Spot radio:  Hoag and Eastwood
came 1o the conclusion that radio was
the mediom which effered the most in
(lexibility, low cost-per-1.000. and the
adman’s old standby- repetition,  As
Alvron Eastwood puts it “In radio vou
can bulk advertising to fit your sales
pattern.  And by spot buying. waste
is virtually eliminated.”

Sundial’s ad manager, James U.
Iidwards. backs this up by =aving, “I
am convinced that spot radio adver-
tising is doing a really effective job
for Sundial Shoes on several important

SPONSOR
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'*ormer video show: Sundial used "Lucky Pup" show for [8 months and was
appy with results. When show switched from live to film, costs zoomed and
|hoe company abandoned TV. Pert Doris Brown worked with puppets on show

counts. [ts flexibility gives us peak
spot saturations in the important buy-
ing seasons. DBy open-ending tran-
scribed spots, we are able to ofler our
dealers an opportunity for local tie-ins.
This makes Sundial’s over-all advertis-
ing program more merchandisable to
the dealer. And finally, the economy of
spot radio permits saturations of both
large and small markets while still
staying within a reasonable advertis-
ing budget.”

Backing up this reasoning, a spot
radio saturation campaign was tested
in New England and part of Pennsyl-
vania in the spring of 1952,

For the big fall campaign dealer
participation was deemed necessary in
order to get maximum saturation dur-
ing the five-week campaign without up-
setting Sundial’s ad applecart. The
70-man Sundial sales force was called
in and briefed on the new plan.

Sundial dealers  (who
spotted throughout the territory east
of the Mississippi) were oflered pack-
ages of 10 or 20 announcements. These
retailers were expected to pay their
share of the time cost, but not more
than $5.00 per announcement. A series
of four jingles was transcribed and
made a part of a recorded sales pitch.
Sundial salesmen. armed with the disk
and a portable phonograph, hit their
} territories to line up dealer coopera-
tion.

are now

Here's a sample of what the dealers
heard when the disk was played:

“Ring! Another Sundial sales. And
that’s just what the following Sundial

12 JANUARY 1953

radio spots give vou. New York-pro-
duced by top-flight talent, tested in 2a
hmited sales area in a six-week spring
promotion, these bouney jingles did a
real man’s job in rounding up and
ringing up Sundial sales. And notice
that each commercial has an eight-
second spot at the end for your tie-in.”

Then followed the four jingles. each
one hitting heavily at a particular
member of the family but followed by
a broad appeal. The jingle slanted at

young girls s typical:

Sundial BONKIE LADDIE Shoas

PRISENRTS
THE LUCKY PUP TELEVISION SHOW

OVERN CBS Tv fvERT FRIDAY

Real Shoes for Real Boys and Girls

Traffic builder: Firm used giveaways such as jigsaw puzzle above to get kids
to entice parents into Sundial stores. Dealers were so pleased with demand
{over 825,000) that *he company will use the '"magic' ring offer on radio

“Sundial shoes are the shoes that
sisters wear,

Shoes that brothers wear. fathers
and mothers wear;

Sundial shoes — Hey'!

Why not buy a pair: Snndial shoes.

“Sister. Oh Sister,

When vou're in the store sav.
‘Mister.

I want good fit so 'l try

A Bonnie Laddie Sundial shoe.’

1t’s true, thev' look so nice on vou.”

( Please mrn to page 82)

Why Sundial settled on spot radio

- L. The flexibility of spot radio permitied Sundial

to pinpoint advertising, hit only those communities in which

it had sales outlets.

2. With the sale of children’s shoes bulking heavily in
two five-week periods, Sundial used saturation campaigns during

these periods. considerably lighter the rest of the year.

3. Using open-end transeriptions gave local dealers a chance

to tie in and closely associate themselves with the product.

1. Giveaways. which worlked successfully in previous T1

campaign, will be added to upcoming radio saturation

to build store traffic.

5. Dollar for dollar, spot radio gave Sundial more intensity.
repetition, and sales punch than any other medinm.
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near-record spending for multiple set. out-of-home, ether research

2

fl n industrial analyst once wrote:
“You can measure the vitality of an
industry by the amount of research
going on in it. Nothing replenishes the
vigor of an industry as much as the
fodder that comes from a persistent
program of research. whether it be in
the laboratory or in the pursuit of
factual data.”

This observation has an especially
apt significcnce for radio as the me-
dium moves into 1953. A survey con-
ducted by sPoNSOR brought out plenty
of evidence that a hig job of fact re-
plenishing will be done for radio dur-
ing 1953,

Intent on learning what the planning
was for radio research, sPONSOR can-

Kl I [

vassed research firms, the networks,
station reps, and radio promotion or-
ganizalions. Key point emerging from
this inquiry: The fact finders are not
only geared 1o furnish radio with
masses of material but they are seri-
ously concentrating on doing some-
thing to clear up many of the mistakes.
inadequacies, and confusion that have
accumulated in radio research over the
years,

The survey disclosed that the field
of radio research had singled out these
objectives for prime atlention:

A

resecarch
A

! I I Il | e e

Six big fact-finding projects slated for 195.

I. Out-of-howe listening: BAB and Pulse are putting lot
of work into counting car radios, measuring their use

2. Checking patry vs. radio use: ARB is adding to its
techniques for matching purchases with family listening

3. Multiple set listening: Most rating services agree it
is imperative to measure all listening in the home;
some are studying ways to implement the technique

1. Listening at night in TV homes: NBC, BAB are chart-
ing radio attention as compared to TV, newspapers, magazines

confusion from different rating techniques by

ya r([.%‘[l.('/n' to I'(’(I.S()IISH

3. Probing the rating services: ARF secks to reduce the

“putting

and evaluating shortcomnings

6. Sales effeetiveness at store counter: DAD will add
drug chains to ARDI studies on radio vs. newspapers

28

I. Implement the techniques for
counting multiple-set and out-of-home
listening so that the advertiser will be-
come aware of the full dimensions of
the radio audience.

2. Reduce the complications created
by the various rating systems to the
point where the advertiser can better
evaluate racio’s true power of pene-
tration and listening picture.

3. Chart the listening pattern of ra-
dio in TV honies at night in order that
the buyer will have a keener concep-
tion of how radio rates as an attention
getter in comparison with TV, news-
papers, and magazines.

4. Expand to a major degree the use
of the Advertising Research Bureau
Inc. (ARBI) method of measuring
sales effectiveness as between radio
and newspapers at the point-of-sale.

5. Document, on the basis of the
latest circulation coverage figures, the
concept that a radio network can over
a period of weeks deliver enough un-
duplicated homes to make it virtually
a “must” for an advertiser to supplant
his TV network operations with a ra-
dio buy.

6. Make a qualitative study into the
influence dimensions of radio, deter-
mining how deeply the medium influ-
ences hlow many people in their buying
and other habits.

Judging from the scope and the mul-
tiplicity of the projects reported either
approved or on the drawing boards, it
could be one of the top money years
for radio research. Quite obvious is
the fact that the two points which
independent research organizations are
focusing their developing efforts in-
volve research gaps that have incurred
ereat resentment from the radio indus-
try: (1) failure to measure listening
outside the living room; (2) treating

(Please turn to page 79)
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ARE séudy mag bring end (o rating muaddle in 19.

Regarded as one of the most ambitious attempis by an inde-
pendent media group to find out what ma'es a specific
facet of researclt tick is the present undertaking of the
American Research Foundation to probe rating serviees.
Supporters of this pilot study feel that it can go along way
toward minimizing the confusion among adveriisers over

the differences in ratings and toward reducing all
rating methods to some common denominator. The
eommitices’ ehores are s ¢ the lines of obse

how the services operate i analyzing rating da
They are hopeful of
in this proje

and projecting the “ideal’
tarning close cooperation of ]

Foundation's "scal of approval"

COMMITTEE ON RADIO AND TV
RATING METHODS PROJECT

E. L. Deckinger (Chairmen) Biow

Teddy Anderson . . .. ... ... BEBDO
Hugh M. Beville. . . ... ... ... NBC
Harper Carraine . . . .. CBS Radio

Wallace T. DBrew . . . Bristol-Yyers
Gordon A, Hughes . . . Generval Mills

§. James Neale. .. ... ... .. - ¥
Richard J. Puff. .. ... ... ... MBS
Oliver E. Treyz. .. ... ... ... ABC
G. Maxwell Ule. . . ... ... ... kK&E

FOUR WORKINGCOMMITTEES

Edgar Kobak, who sparked study

o \
ha standards and meth-

ods of rating services

G. Maxwell Ule (Chm.)
K&E
E. L. Deckinger, Biow

Gordon A. Hughes, Gen-
eral Mills

Oliver E. Treyz, ABC

G. Maxwell Ule

v “Ra y 4
To inspect reseavch prac-

tices of rating services

~ /7

To analyze dataissued by

rarious rating services

G. Scowceroft (Chm.)
Camipbell Soup

Teddy Anderson, BBDO

Harper Carraine, CBS
Radio

E. L. Deckinger, Biow

Norman Glenn, Howard Kulin. Compton
DCSS Richard J. Puff, MBS

Hal Miller, Biow H ..
Samuel Thurn, Y&R Bernard Sherak, K&E

E. L. Deckinger (Chm.)

Biow

Wallace T. Dre,
Bristol-Meyers

Gordon Scowcroft E. Lawrence Deckinger

N

Ou specific rating prob-

lems and rating methods

Harry Wolfe (Chm.)
Colzate

Hugh M. Beville. NBC

E. L. Deckinger, Biow

J. James Neale, D-F-S

Harry Wolfe
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Tlow (0 demonsteate a girdle on TV

Sarong firm used triek photography to show girdle heing worn by

live model withont indecorous exposure. Moral: There’s 2 technigue for

making almest any product inoffensive if yvou find the right approach

oo Y

l he girdle that walks and won't
ride up.” is the 1. Newman & Sons. Ine.
slogan for their Sarong garments. but
the company was having a hard time
figuring out a way of demonstrating
this feature on TV screens when they
first decided to enter the medium. Ar-
thur Daly. free-lance TV couneil for
the company. and Harold M. Mitchell.
agency for Sarong girdles. checked the
nets for acceptability of girdle copy
and fonund themselves in a ~queeze.
The reaction from the four nets lad
one point in common: They were all
unalterably opposed to showing such
an intimate garment on a live model.

Discouraged. but undefeated. Art
Daly reported back to Harold Mitchell.
who in turnr called Paul Alley. TV film
commercial producer, John Lewis and
Irving Geiss, two of Paul Alley’s stafl-
ers. into a huddle. Cameraman George
Karger finally came up with an idea
whiclt solved the problem. “Dress the
model up in jet black leotards and
tights,” he suggested. The girdle.
which she was to wear over this outfit.
was treated with phosphor. and the
scene, showing the model walking.
twirling, bending. was then photo-
graphed under a Dblack light process.
Result: The conmercial showed the
girdle in action on a live model -but.
without showing the model.

The film, which is to be aired by
department store ontlets for Sarong
girdles on a co-op basis. has three dif-
ferent introductions: One shows a girl
dancing in an evening dress: another
shows her walking with a dog pulling
at the leash: a third shows her swing-
ing a golf elub all three unguestion-
ably  “action” introductions. proving
that Sarong girdles do not hamper the
wearer.  The voice-over conmmentator
then mentions the eriss-cross feature of
the garment that wmakes this ecase of
movement possible. and on the sereen
the audience sces the phosphoreseent

30

girdle repeating the actions preyioush
demonstrated by the elothed model.
These films. which were scheduled
for completion during the first week
in January. are available to depart-
ment sltores on a co-op hasis covering
up to 1 of previous year's sales.
That is. i a particular Sarong outlet
decides to put up 1o 4 of its last
year's sales into a T'V budget. the New-
man Co. will then bear half the cost.
Twenty seconds in length. the fikms
conclude with a 10-second open end
for the store’s own identification eopy.
With distribution in about half the
nation. the company plans to advertise
in 76 markets this spring. Until their
recent deeision to plunge into spot TV,
the firm and its agency had concen-
trated on newspaper advertising, with
particular emphasis on Sundav supple-

e

commercials
A

ments. tTheir slogan—"The girdle that
walks and won’t ride up”™ introduced
the new Sarong line via the black-and-
white medium some two years ago.
stressing  the criss-cross  manner in
which the garment is cut. This feature
sugeested the namme of the line. From
a 53.000 advertising budget in 1950,
Sarong has grown to a quarter-million
dollar baby in advertising expenditure
planned for 1953, This budget will be
split between newspaper and television
advertising in a proportion which de-
pends to a large degree upon the re-
sponse  department stores throughout
the conntry give to the co-op TV offer.

Sinee girdles are netther truly sea-
sonal nor fashion-bound. the eommer-
ctals will be timelv and usable for
~some three or four vears, i's exvected.
To merchandise them, the ageney or-
dered offset storyvboards which show
=ix panels of the Sarong TV film. These

were distributed to Newnian Co. sales-
men even before the film was complet-
ed, and sent to stores that carry the
Sar(mg account to encourage their par-
ticipation in TV advertising. They have
also been sent out to TV stations in
Sarong markets. to encourage the sta-
tions to approach department stores
about the films. These folders show
how the sfogan and Sarong’s eriss-cross
panel salespoint are brought out em-
phatically in the TV commercials. Oth-
er merchandising of the program in-
cludes mentions of the films in an ad-
vertising booklet that is sent to stores
accompanied by a letter explaining the
format of the commercial.

The Newman Co.. incidentally, uses
radio——mainly foreign-language radio
and radio in Negro markets—for its
heavy lace corsets. their standard line.

Designed mainly for particularly fat
women. these corsets can be sold effec-
tively over programs keved to special
audiences,

Network attitude towards gir-
dles: Not the only girdle account ever
to plan on TV. Sarong nevertheless
stands out as the most original han-
dling to date of the live-model prob-
lem. Among other methods that have
heen suggested by the industry to net-
work continuity-acceptance heads in
the past arve such devices as sithouette
cult-aways, animation, demonstration of
the article as it is taken out of the
package without it ever being seen on
a model. or. finalhv. a girdle shown on
a dummy form.

Stockton Hellfrick. NBC continuity
acceptance director. recalls a proposed
handling of eirdle commercials that
was submitted by International Latex
a year or =o ago. Thev. too. used a
model clothed in black tights: over
her form. an artist had drawn onto
the film a white dotted line showing

( Please turn to page 77)
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Storyboard of Sareng’s live-action film shows how b light'" does the tri

. Film is done with live model; intro siresses action 2. Dancing above emphasizes Sarong slogan, ease of m.

3. Close-up of girl in tight evening dress points up girdle line
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Girdle freezes in ad position against dark backdrop G. Sarong logo appears with name of store sponsoring ad
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What politrcal sponsorship d

Convention and Elcetion Night advertisers aided competitors’ s:f

reached tremendous radio-TV aundiences, achieved sirong br

[ldmeu rank as one of the greatest
concentrated promotion campaigns in
recent times the radio-TV sponsorship
of the 1952 Presidential conventions
and Election Night returns by three
big appliance firms—Admiral. Philco.
and Westinghouse.

Great interest has been evinced in
the advertising field a< to what could
have been the results from this cam-
paign in terms of (1) sales and (2)
audicnces garnered by this incompara-
bly expensive tieup with public interest
programing (it cost the sponsors and
networks involved about $12 million).
sPONSOR explored both these facets and
here are the highlights of what has
been discovered:

I. Sales: The three-network sponsor-
ship not only sparked sales in a big
way for the three companies but it

served lo lift the entire appliance in-
dustry out of its customary summer
slump.

2. Promotion: The three firms agree
that they got a brand identity impact
which will endure for a long time.
Also, never before have so many peo-
ple been saturated with consciousncss

I ]

case history
T TV

of what products the clectric appliance
manufacturer offers.

3. Audience: Nine out of every 10
radio and TV homes tuned in to the
convention at one time or another. TV
viewing was greater in terms of gross
home-hours than radio listening. On
the average. TV sets were tuned in to

the conventions for three hours a day:
radio-only homes were tuned in about
half that time. No complete picture of
Election Night audiences is vet avail-
able, but the data at hand does show
that nine out of 10 TV homes tuned in
that night.

4. Retrospection: The appliance trio
think it was astute of them to pick up
the full tab on their respective net-
works for both convention and elec-
tion returns coverage rather than to
have let other advertisers join them in
participation sponsorship. Nor do they
think it was a mistake to have covered
every minute of the convention, dull
spots included.

Report on sales: Probablv the oui-
standing sales result of the conventions
was the effect on the normal summer

PERCENT OF TV HOMES REACHED BY ALL NETWORKS ON ELECTION N!GHT WAS NEARLY AS GREAT AS CONVENTION FIGURE
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I appliances
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vell as own.

atifieation

slump in appliance sales. There wasn't
any. Westinghouse Account Executive
Bill Ritenbaugh of Ketchum, MacLeod,
and Grove told spronNsor flatly that
this “can be accredited to the tremen-
dous political campaign package.”
(Westinghouse also  sponsored 13
weeks of Pick the Winner on CBS TV
and DuMont.) Admiral sold more re-
frigerators during the Democratic
Convention than any previous week
during the year. (July 1951 was one
of the worst months of the year for
refrigerator sales so far as the industry
as a whole was concerned.)

Philco reported such success in sell-
ing radios, TV sets. and air condition-
ers that in the case of the first two.
allocations were resumed, and, in the
case of the latter. commercials were
removed during the Democratic Con-
vention.  Summer months are. of
course. good months for air condition-
ers but Philco did not expect the huge
demand that developed.

John Gilligan, hilco vice president
in charge of advertising, said: “Ordi-
narily, the radio-television industry
suffers from a slump in sales during
the summer months. This year, be-
cause of the political broadcasts, this
slump did not occur. On the contrary.
sales advanced sharply. From the first
of July to the end of the vear, Philco
television receiver shipments to dis-
tributors were on an allocation basis.

“At the conventions, Philco intro-
duced a new multi-wave radio. It had
been expected that sales would iicrease
gradually as the public became ac-
quainted with these new sets. On the
contrary, the sales response was in-
stantaneous; existing stocks had to be
put on allocation to Philco customers.”

[iven competitors of the three ap-
pliance sponsors agreed that the politi-
cal sponsorship delivered a heavy sales
wallop. Said a sales executive from
one of the largest appliance firms:
“The conventions did a terrific job for

(Please turn to page 60)

12 JANUARY 1953

LT TR (AT

Listening-viewing totals of the political conventions
l. ilosies reaehked by all radio. TV networhs
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radio-TV homes

humes reached reached
by radie

Radio &
radio-TV
nomes reached
by radio & TV

Figures inside bars refer to percentage of hvmes reached within cach homes category. Bar on
extreme right shows that more than nine out of 10 radio and TV homes tuned to conrentions
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As in chart abere, greater convention interest among TV homes is shown. Te sponsor, these
figures indicate higher relative exposure to commercials in TV homes than in radio-only homes
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Letlehua (Wreath of Lehua Blossoms)

Becker tvpifies Hawail’s polvglot pop.
Star radio, TV, und Hawaiian Room
(ANY) huda dancer, she's quarter Hawatian

rest French-English-German
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Why radio 1s strong
I Hawanan Istands

Isolation. polyglot population make air tops

iiawaii is enjoyving its greatest boomn
in historv and only radio covers all
the islands. Those are the two facts
that cropped up repeatedly in srox-
s0R's detailed survey of Hawanan sta-
tions. reps. sponsors. and ageneles.

All three of Hawaii’s major indus-
tries arc enjoying record prosperity :
(1) sugar. which means 3136.000,000
a vear: (21 pineapples, whieh mean
2100000000, and (3) tourists, who
mean 10 million.

And the only medium that covers
all the 20 islands (nine inhabited)
scattered over 400 miles of blue Pacifie

the 105325 inhabitants divided
into =ix main linguistic groups and
many lesser ones. is radio.

For example. the biggest paper in
the territory. the Honolulu Star-Bulle-
tin. has a circulation of 70.715. But
there are 122370 homes. nearly half
a million people. Magazine eirculation
iz low because of thne. language, and
distance barriers.  Only radio gives
Flanket  eoverage—119.000  of these
122.000 homes, or all but 3.000,

TV already has added a new element
to the picture. But at year-end onls
6.900 Honolulu homes had TV. The
two stattons there went on the air with-
in two weeks of earh other in Novem-
ber and December. TV distributors sav
there will Le 20.000 sets by 1 March
and 10.000 by 1 June. In any case.
broadeasting  both radio and TV—
will remain the logical way to reach
Hawail’s seattered population.

Why  should the wmarket interest
mainland advertisers?

Maviket swmall but vich: Fin Ilol-
linger, manager of the Inter-lsland
Network and v.p. of the Hawaiian As-
~ociation of Radio & TV Broadeasters.
savs: “Most people know so  little
about Hawaii that ad executives quite
frankly label it America’s ‘mystery

market.” ” He points out these faets:

1. Hawaii. fondly called “the 49th
state” by its residents, is larger in area
than several of the eontinental 48:
Hawaii. 6.154 square miles: Connecti-
eut. 5.000 square miles: Delaware,
2.057 square miles: Rhode Island,
1.214 square miles.

2. Hawaii’s half-million population,
spread over 100 miles in a string of
four major islands. is greater than that
of four other states: Nevada. 6677

smaller;  Wyoming, 3877  smaller;
Delaware. 327 smaller; Vermont,

207, smaller.

0
status report
T

3. Hawaii's gross business in 1951
was 51.367.000.000. Retail sales were
5522.000.000. Total payroll was $476..
680.000.  Hawair’s citizens paid more
lederal taxes than those of 12 other
states.  They imported  $100.831.000
worth of commadities. 95, of it from
the U.S. mamland. Family income
territorially 1s a high 85.086 while for
Honolulu families. $6,700. Islanders are
Ameriea’s eatingest people. spending
more food dollars per family than any
of the 18 states, and they huv more
general merchandise per family than
anv of the states except 1llinois,

L. The City of Honolulu. one of the
world’s most isolated metropolises. is
comparable in market size with Ro-
chester. N. Y.. San Diego, Toledo. Fort
Worth. or St. Paul. Its effective in-
come per family is ninth highest of
200 leading cities, and it is America’s
26th ety in family ineome.

Half of llawaii’s population lives in
Honolulu. and almost 7077 of it on the
[sland of Oahu. in llonolulu County.
A smaller similar concentration of

SPONSOR




Hawaiian stations merchandise lhearvily as shot of KU LA exhibit
shows. Most stations program in several languages besides Fnglish

population is in the Territory’s second
city, Hilo, on the “Big lsland” of Ha-
waii. Here are how the four main
islands and their principal cities rank:

Island Pop. City Pop.

Oahu 325,797 Ilonolulu 232,553
Hawaii 64,004 1tilo 25,545
Maui (county) 45,937 Wailuku 7,319
kauai (county) 29,283 Lihue 4,251

There are 155,000 automobile regis-
trations in Hawaii. as well as 120.000
phones.

3. Hawaii's economy is strengthened
greatly by two outside sources of in-
come. Uncle Sam spends 3150 million
in the Territory annually and stations
thousands of men in Hawaii’s dozen
vast military installations, since it is
America’s mid-Pacific defense bulwark.
And as a renowned tourist paradise.
the Islands attract over 50.000 visitors
yearly. They spent $40 million in 1951.

6. With temperatures rarely varying
from the 70°s, Hawaii is an outstand-
ing market for casual clothing, sports
equipment and attire, automobiles.
foodstuffs, and beer. but a poor mar-
ket for hot cereals. heating equipnient.
furs. pajamas. hosiery, blankets. or
anti-freeze.

7. Hawaii’s polyglot population has
long been an adman’s headache. It
consists of the following (as estimated
for 1 July 1952 by the Territory’s Bu-
reau of Health Statistics) :

Race Pop. Percent
Japanese 88,872 40.0
Hawaiian 91,601 19.7
Caucasian 63.600 14.7
Filipino 02,777 13.5
Chinese 32.052 6.9
Other* 21.423 4.6
All races 465.325 100.0

*Includes Puerto Rican, Korecan, Negro, Samoan.

“Radio far outranks newspapers in
surmounting language barriers,” Hol-
linger says. “and with the lslands
spread over so many miles of the Pu-
cific, it’s a whole lot easier to deliver
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STARTING TOMORROW MORNING

hear the new

222 Frar,

NP

Listen for Smilin’ Ed’s friends

FROGGY, the gremlin
SQUEAKIE, the mouse

BUSTER BROWN SHOW cranov, e piano

waonderful songs, sorles and jokes, with youe f
Sanlin’ Ed, ond the Buster Brown Gong

MIDNIGHT, the cat

Presented by The Smart Shoe Shop

a radio signal than to deliver a news-
paper.”

Bedio in Huwdaii: Hawaii has 12
stations: s1x i1 Honolulu, one in Wai-
pahu. Honolulu County : three in Hilo;
one in Wailuku, Maui, and one in
Lihue, Kauat,

The five principal radio stations in
Honolulu claim they’re heard in all
parts of the Islands except the city of
Hilo and that additional portion of the
“Big lsland™ (Hawaii Island) that lies
in the shadow of two towering volcaniv
mountains, Mauna Kea and Mauna
l.oa, each just under 14,000 feet. But
KMV, in Wailuku, and KTOH, in

Lihue, elaim greater popularity on

EVERY SATURDAY MORNING

8 b’('O(k (760 on your diol) KGU

KNG, owned by Honolulu Adrvertiser vertt
Hawaiian radio offers sponsors unique op

otrn programs.
ig corerage

their home islands and offer surveys
to prove it. (Hawaii Island is 225 miles
from lonolulu: Maui Island i 95
miles away. and Kauai Island, 110
miles. )

In any case you can’t cover llilo
trom Honolulu. and the sponsor who
depends on one station to blanket the
Hawaiian lslands is going to lose out.

Hawaii’s isolation limits entertain-
ment variety (it’s 2,000 miles from the
mainland). And billboards are not
permitted. So radio has extremely high
lisienership and is an advertising must
with anyone trying to sell consumer
goods there. In fact the Clark 1951
survey showed 44.7% of the sets to
be in use evenings, which is 6-7¢ bet-

Tips on selling rich Hawaiian market

d. Remember that 35.3°« of Hawaii’s pop. is non-Caucasian ;

40.0% is Japanese.

2. You cover half of Hawaii if vou cover Honolulu (232,553 pop. out of

405.325). But dor’t try to get that otler half with one station.

3. Hawaii is 2/9 size of Puerto Rico in pop. but its 1931 retail sales
of 8522 mllion easily exceeded P.R.’s $370 million.”

4. No billboards permitted in lawaii, so forget outdoor.

3. Hawaii's 3 leading “industries” are sugar, pineapples. and tourists.
Latter are lucrative market for luxury goods.

6. Hawaii (s sports-mad. High school football for example will draw
25.000 to Honolulu Stadium. Sporteasts get high ratings.

7. Japanese- and Filipino-language programs enjoyv great popularity.
All but one station urge sponsors 10 use the.

8. Most mainland network shows are taped. Soap operas are as
popular here as at liome. ““Anything good goes.

9. Dor’t depend overly on surveys and ratings. Thev're few and far
between, dated, and conflicting.

§0. Yearround temperature almost never varies from 70-77

So don’t ship any overcoats.

‘Rales Management™ estimate
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Hawaii has 12 radio. 2 TV stations for 500,000 people

(Languages used: English, Japanese, Filipino, Hawaiian, some Chinese, Korean, Spanish, Samoan)

RATES
STATION ADDRESS OWNER NETWORK WATTS Ke I hr & 50 words REP
Class A, | time
KGMB* Honolnln Hawaiian Bcstng. System  CBS 5000 590 $165-$24 (20 sec) | ¥ree & Peters
with KHBC
KGU Honolnln Advertiser Pub. Co. NBC 2500 760 $112.50-$15 (30 Katz
sec)
KIHON Honolnln Aloha Bestng. Co. 5000 1380 $110-$13.75 W. S. Grant
KIKI Honolnln KIKI, Ltd. 250 860 $71.82-$6.41 (30 Tracy Moore
sec) West. Radio
Sales
KPOA? | Honolnln Island Bestng. Co. Don Lee | 5000 630 $135-$15 Hollingbery
MBS |
KULA Honolnln Pacific Frontier Bestng. ABC 10000 690 $150-$20 A, J. Yonng
KANU Waipahn Rural Bestng. Co. 1000 920 | $22-$6 W. Biddick
(Honolulu County)
KHBC* Hilo Hawaiian Besing. System CBS 1000 970 . $165-$24 (20 sec) Free & Peters
(Haiwcaii County) with KGMB
KILAt | Hilo Island Bestng. Co. Don Lee 1000 850 $40-$5.35 Hollingbery
(Harcaii Couuty) MBS ‘
KIP At | Hilo Big Island Bestng. Co. o 1000 110 i $65-$6.50 W. S. Grant
I (Hawaii County) :
KMVI; Wailuleu Maui Pub. Co. . 1000 | 550 \ $72-$8.10 W. S. Grant
(Mauni County)
KTOI; Liline Garden lsland Pub. Co. 250 1490 $60-$7.50 WwW. S. Grant
(Kauai County)
KG"{‘:,"- | Honolnln Hawaiian Bcstng. System  CBS 500 Channel 9 | $150-$15 (10 sec) | Free & Peters
K(le‘\;;i) Honoluln Radio Honolulu, Lid. Du Mont 5000 Channel 11| $150-$15 (10 sec) Forjoe

“Combination rates. For KGMB only deduet 157
tAloha Network—KI1PPA. KTOH.

-3 for KUIBC only deduct 757%.

KHON KMVI. %200 1 pr Class A time, $25 for 50 words {1 time).

fInter-Island Network—IKPOA, KILA. £150 1 hr, $20 for 50-word chainbreak Class A (1 time),

ik

Haweaitan Market at a Glance
{Market is bigger than Puerto Rico which has
4142 times the pop.)

MARKET DATA

(40.69%, Japanese)
232.55

Pop.—465,325
Honolulu only _ S50
Gross business 1951 SI1.367.597.233
Retail sales 1951 8322,151.681
Total payroll 1951  SIT6.073.213
1951 commeodity im-

ports {95% from

U.S. mainland) $100,831.000
Territory family in-

come . 835.086
Honolulu family in-

come . 86,706

RADIO & TV DATA

Radio stations 12
TV stations __ >
Radio homes 119.000
TV homes _ . 6.900
Total homes 122,370

SOURCES: Territorlal Tax Commissioner, SR&D's Consumer
Markets 19752-53, Salet Manag:ment’s Survey of Buying Power,

i r & Heher's b
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ter than the highest mainland figure
for the record year of 1948. (See
sPONSOR 14 July 1952, page 108.)

The broadcast day starts early in
Hawaii.  With pincapple and sugar
plantation men starting to work at
6:00 a.m. and with banks. stores, and
business oflices opening at $:00 a.m.,
early-morning radio is peak-audience
radio in the Islands. Over a third of
Hawaii’s radio is in use at 7:00 a.m.
And more sets are in use from 5:45 to
6:00 a.m. than there are in the usual
mainland peak morning strip of 11:15
to 12 noon.

Like people in mainland rural dis-
tricts. Hawatians go to hed early. By
10:30 p.m. only 7490 of rets are in use.

Hawait 1= sports-miad as the attend-
anee figures at sports events and rat-
ings of sportscasts prove. High school
foothall draws 20,000 to 25.000 fans
to mammoth Honolulu Stadiunt. Most
local sports events are broadeast. not
only those in Ionolulu but throughout
the Tslands.  Re-creations of Major
League haseball aud pro foothall gantes
are highly popular, baseball especially

i

because it is not only Ameriea’s but
Japan’s national sport as well.

Most Hawaiian stations emphasize
that although Hawait’s predominant
Oriental population is intensely Amer-
ican in its thinking and buying habits,
Japanese and Filipino-language pro-
grams enjoy considerable local sup-
port. The stations programing heavily
in Japanese, like Hollinger’s KPOA,
quote surveys to show that 357¢ of
afternoon listeners tune to Japanese-
language programs. Since 1077 of Ha-
wail’s population is Japanese. this
would mean that almost 909 of the
Japanese listeners tune to Japanese
daytime shows.

KGMB. however, quotes the Clark
survey to show that foreign-language
programs not only don’t have nearly
as high listenership as general Eng-
lish-language programs but that the
ntajority of those speaking a [oreign
tongue don’t listenr to them.

Ratings are few. outdated. or con-
flicting. The last and only Hooper tele-
phone survey was made in 1950. cover-

(Please turn to page 54)
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Thesc verses were wrillen by Lloyd Smith-
son. v.p. of the Cincinnati agency. Smithson,
Wyman & Withenbery, Inc. Why, you may
ask. It seems to Sinithson that around the
starl of each year copywriters are given to
“seething with weird creative frenzy, pound-

Drink OLD CHLORETTE in 53—
Get stinko inoffensively!

Sleep, deep, at SNOWCREST CEMET RY—
Our plot’s the spot for fifty-three.

Hlave fun in bed in 53

With WILCO’s OVERIIEAD TV!

Relieve excess acidily—

Buy BUMS 1o soothe in ’53.

Drink BURP’S FINE DEER in *53—

Enjoy it’s two-way luxury!

Listen to Fibber and Molly McGee
Throughout nineteen-aught-fifty-three.

Take RALUGER in °53

1’s regular spelled backwardly!

For deep down, filtered ecstasy,

Light up with PUNKS in 53!

Siay NILL’S HOTEL in fifty-three—
We do your dirty laundry free.

Perfume thyself with COME TO ME,

And beat "em off in ’53!

Drink ANCIENT AGUE in *53—

ing out reams of rhyme in which they link

the new year with produets being advertised

~—achieving a formt of commercial couplet

which is best described as the ‘chronometric
LIRS Al .

couplet’.”  For copywriters who may be

groping for ideas here are sone suggestions:

Siop counting sheep in "53—
Drop off to sleep with OVALTEA!

Let Fido grow up healthfully
Get VITA-BONE in °53!

Regain his love in *53-
Remove those moles with 7-B-T!

Point up your personality—

Wear BEAUTY-BRA in '53!

Enjoy a wartless 53—

Use SERPO’S SNAKE OIL faithfully!

Make pimples, blackheads. wrinkles flee!
Use MUD-PAK—new in 53!

Wear STILT-STYLE SHOES in °33,

And you can be as tall as she!

Use SCRAPO BLADES in *33!

With each pack, styptic pencil free!

Wear SNOBLEIGII FURS in °53!

With every mink, a pedigree!

Wear ATLAS SUITS in °53

Deluxe, “built-in” anatomy!

Avoid dry scalp in "53 —

y *

rrtrirrrrrzrrirtrrrirgitirriirrrirrrirrrrirririlirrrrilillrlirrll

3
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e Shake off hangovers eastly! Massage your dome with DANDEREE!

-

o Keep throat and nasal passage free— Just keep in touch—ice’ve plenty more

o Take SNIFFEL'S DROPS in °53— For use in Nineteen-Fifty-Four! * *

o

e
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I am m an ideal position 1o take
a contrary stand on the following
premize: Television has become a
crushing bhurden to the advertising
ageney, sending ageney overhead
up to unstomachable heights. 1
am in this position because 1 have
no actual facts or balance <heets to
hear out my =uspicion that tele-
vision i~ not the blackamoor in the
woodpile ascribed to it. Those who
seem to bhe most vocal about TV
up=eiting the apple cart, 1 believe.
are merely proving that there is
agency mismanagement as well ax
departmental inability in  their
<hops. 1 am equally convineed
that television potentially i: as
good a money maker for the agen-
¢y a~ any other medium even if it
i< a bit harder to tame at this early
date in it= life.

For these reazons I get a bit fed
to the teeth. hearing agency people
alone and in agency-type groups
complaining about what television
i~ doing 1o them. T'm quite confi-
dent that the =ame helly achers
were at work (many of them seem
old enough) when radio reared its
head, and T wouldn’t be a bit sur-
prized if a few of them were
around, complaining  way back
when barn paintings were replaced
by the 21-sheet poster.

The larger agency with <ufficient
persommel and a substantial enough
bank account has been able to in-
vest in television for the past five
vears, training itself 1o meet the
new win it
Those who went at this, knowing
the investment would payv off. are
today well eqnipped to take TV in
stride.  In many shops the tele-
viston operation and its denizens

mediom  and over.

are nol even conzidered sports to-
day and thns r(']egatml lo sonte
distant floor and  discussed in

38

hushed tones by the more ~edate
members of the group. When we
look back on what was typical only
a few years ago, we must admil
that this is progress indeed.

Whether this assimilation was
the result of <hrewd management
or luck, 1 can’t say, but anyone
with even the dimmext erystal ball
before him could see then and see
far more clearly now that tele-
viston advertising iz becoming
more and more the bellwether of
the agency and the medium by
which accounts are gained and
strengthened  or  weakened  and
Jost. So actually it was impossible
to duck the medium no matter how
hard the agency would like to have
done so.

Theres also a =ervice, worth
considermg.  that TV has per-
formed in the larger agency. For
the younger element, it has pro-
vided a place in the sun they’d
imever have been allowed to share
for another decade and at the same
time it has shaken loose some of
the older. over-ripe folks who just
couldn’t get up in the morning to
face anything, however cxciting
and advertisingly important,

On the other hand, there are
many account men who have recog-
nized televiston for what it is and
means to our buxiness and have
taken the exira effort and added
hours necessary to learn about il
It ix thix gronp which has helped
make the bhig strides needed to
turn a bastardized form of show
business into a selling foree.

As for the small ageney, their
top people, management or erca-
tive or whatever llu*y are. lave
had to tnrn themselves inside and
oul 1o master the medium thems-
selves, sinee they were unable to
turn people loose on it hefore the

Lilling warranted it. Today wmost
of them have learned that the film-
mig of advertising copy is the most
difheult of all ageney production
feats and thus they now know upon
whom 1o rely 10 help them with
this. By working closely with filim
producers who theyve discovered
can be trusted, they've gotten over
the roughest part of the road. This
close relationzhip hax taught the
film people a lot about advertising
a= well as the agency people about
film. The end result is better com-
mercials at lower cost with fewer
remarks and, of course, sounder
=clling.

The packaging of programs is
still basically where it was in ra-
dio—with the independents and
the networks. The problems of
time buying, though made more
difficult than in radio by such un-
happy phenomena as the one-chan-
nel town. are ~till in the hands of
the networks and local stations
and their reprezentatives.

Ax for the billing, 1 realize a
lot of TV dollars have come out of
magazine budgets and newspapers
and especially radio. On the other
hand. advertising budgets are gen-
crally higher since television and
the medium because of its effec-
tivene=s must be partially respon-
sible. So I can’t =ee what all the
shouting is about. TV is here. Tt
works.  It's an agency function.
And just because it isn't easy is
hardly reason enough to pass
around the erying towel.

IR0 oern o CE
s W 3

commercial reviews

va.

TELEVISION
SPONSOR: Scott Paper Co.
AGENCY 3 J. Walter Thompson, N. Y. C.

PROGRAM : ““Omnibus’’

[ never realized it was possible to be-
come pompous over the subject of paper
toweling but the above advertiser has
achieved this state to an astonishing de-
gree in the commercial presented on
Omnibus recently. Starting off with the

overbearing non sequitur that it is only
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ddvertisement

I. V. story boar

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

SARRA

NEW YORK: 200 EAST S56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

I a series of convincing l-minute spots lor Bromo-Quinine Cold “Fablets,
SARRA uses ingenious photographic distortion to dramatize the misery of
cold sufferers. “Alter” shots show glorious relief. The strong competitive
nessage is delivered with ethical conviction and pictures of the package are
animated by a blinking nane. Produced with Gardner Advertising Company
lor The Grove Laboratories, Inc.

SARRA, Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

This series of I-minute spots, created by SARRA [or the Sodiety fo1 Savings
in the City ol Cleveland, is rich with human interest and homey warmth, yet
does a strong job of institutional selling for the bank and its seivices. “Prod-
uct” identification is accomplished cltectively through a photograph of the
bank building merging into the bank’s seal. It shows the building and slogan
which smns up the sales mpression. Produced through The Griswold-
Eshleman Company.

SARRA, Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

A series of 60-second commeraals for Gerber Baby and Jumor Foods aie
seen on the Kate Smith Hour. They combine charming live-action shots ol
babies with stop motion and shelf displays of the products. Gerber’s trade-
mark Dbaby and slogau, plus a logo formed from child’s building blocks,
climax a salesswinning message with strong product identification. When
used as spots SARRA'S Iide-o-riginal prints give the sanie clear reproduction
as the master prints. Planned and produced by SARR X under the direction
ol D'Arcy Advertising Company for Gerber Products Company.

SARRA, Inc.

New York: 200 EFast 56th Street

Chicago: 16 East Ontario Street
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Aum 120Y
WBNS=-TV
3% North
Att on: Mr. Robert Thomas, Sales Manager
1v g sponsored by our
K Company of Columbus, has
point of view.
1 tr. 2 he pr has
increased their sal twa and a F
B hile we're in long this good news from the client to
¥y o'd like to our own comment on the far above average
¢ ation we e d from yo studio personnel in
T :] ructi . for the show had us worried from the
s 5 nce w to use a large patio-type aluminum awning,
plus some regular window awnings. But the fipal result which
your prop man achieved was a masterplece which even exceeded our
hopes. And as the Show progre we have found that every WBNS=TV
man working with us on the show does his job willingly and
effectively.
It has certalinly our easier to work with sales and studio

people who are always interested in achieving the best possible
results for the clients

Cordlally,
W S o Wil
William W. Kight

Vice-President

WWK :pe

CBS

aaeimm
s rppen

vou can see the
differ on WBRNE-TY

able to- all. ai
e wb "5 tisers;, were., useq
- ;

COLUMBUS, OHIO

CHANNEL 10
CBS-TV NETWORK ®  Affiliated with Columbus Dispaich and uudl_ep_;;e : drav‘m« to
WBNS-AM ® General Sales Office: 33 North High Street .Mystery Theatre,
REPRESENTED BY BLAIR TV Saturdays at 11 P.M.
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fitting and proper a company of such sta-
tire as Scott be on Omnibus, we are then
tossed into a market basket containing
various paper products.

One of these gets about a half-minute
ride—in this case, paper toweling. We
discover this item is ideal for wiping off
pots and pans. All during this earth-
shaking revelation, a voice-over announcer
pontificates with about the same tone the
opposition must have used when it read
the Magna Carta to King John. And
if these words caused the King to eat
grass, let me say, the words I heard al-
most caused me to do the same.

SPONSOR: Pontiac

AGENCY: John MacManus & Adams,
Inc., Detroit

PROGRAM ; Announcements

PRODUCER : Transfilm, Inc.

To introduce the new Pontiac, this auto
manufacturer has utilized a goodly
amount of footage, showing the car off
to advantage while the sound track relates
the usual list of improvements and fea-
tures. Perhaps the most novel as well as
most effective ideas in the copy are the
use to which opticals are put, starting with
the nicely relevant iris out from the out-
line of the Pontiac Indian Chieftain’s head
into the commercial. Then too there are
attention-getting zooms of the word
“new” and attention-holding methods by
which the theme line (Dollar For Dollar
—You Can’t Beat A Pontiac) moves opti-
cally into position at the closing of the

announcements.

In some places the editing of the vari-
ous shots of the car itself seems a bit care-
lessly done, since abrupt changes of direc-
tion take place while the car is in motion,
creating a rather jarring effect. Other-
wise, though, this copy is well thought out
and well put together. * ok X

. Do vou always agree with Bob
. Foreman when he lauds or
. lambasts a4 commereial? Bob

and the editors of SPONSOR
would be happy 10 reccive
and  print comments  from

. readers in rebuttal; in ireg in

. qualified agreement,  Address
o Bob Foreman e¢/0 SPONSOR,
. 510 Madion Ave.
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WATCHES, WATCHES AND MORE WATC}

IMGINE' OVER

 WORTH OF
17-JEWEL CURVEX

WATCH ES




The Most Exclhng

é/‘f A > Hit

% STAR-STU JWCAS

of music |

Featuring Guy, the L¢ ianas,
the Picture Stary, Lombare dner
and Dan Radney, and an

You get all the e

» X SMASHING SALES-

Excitin ng, colarful displays, praductive p¢

material, magnetic merchandis ngudnwp

mats, pcw r-packed pu blcty listeners’ Clue Book.
All assure an aware and ever-increasing audience.

You get

X MORE SALES —MORE PROFITS!

as the No. 1 advertiser in your market)




WASHINGTON

KXLY—Spokan
KXLK—Great Falls

1 ' 'Y
: KXLL—Missoula
N
 p— Same, KXLJ—Helena
= \ V4

- ‘0—.\.5 — 16 e N “'DAHO ’, XLF—Butte
\,

KXL—Portiand

J KXLQ—Bozeman |

OREGON

-
X

\

0

. ~ The Greatest Smgle
- Advertlsmg Medlum In The

Pacific Northwest

New York 17, N. Y ‘Hollywood 28, €ali¥. San Francisco 4, Calif. Chicago 1, lllinois,

347 Madison Avenue 6381 Holl_ywopd Bivd. 79 Post Streetl 360 North Michigan

The Walker Com;any Pacific ‘Northwest Broadcasters Pacific Northwest Broadcasters The Walker Company

PLUS
The highest Television Station in the Pacific Northwest

KXLY-TV

Atop Mt. Spokane Elevation 6018 ft.




PERFUMES

APRON OFFER

SPONSOR: Federal Home Products Corp. AGENCY: Direct

CAPSULE CASE HISTORY: The maximum allowable
cost per order on a $1.25 item this sponsor was offering
was 40¢. The item: a packet of Famous Brand Perfumes.
The sponsor invesied $360 in a schedule of announce-
ments on KYW to push the offer. Ile pulled 2,459 pieces
of mail containing orders, many for double and triple
units at $1.25 each. The actual cost-per-sale came to less
than 15¢, the lowest of any cost on several hundred sia-
tions used by the advertiser, according to KYW.

KYW, Philadelphia PROGRAM: Participations

NIGHT CLUB

SPONSOR . Okun Furniture Co.

CAPSULE A Y . Over
weel: 7/ 1L July), this
schedu Is offering a ple
shopper 1 1o look at Ad
and electric ranges he store 1
location at the north end of the city, the
that 100 apro ’ er the demc
expect that the ai could bring 1,34

the store. Total ad cost wcas $200. less than

WTXL, West Springfield, Mas PROGRAM

MAGAZINE OFFER

SPONSOR: Kiplinger Washington AGENCY : \lbert Fra
Agency G
CAPSULE CASE IHISTORY To increase subscrip!ions

to its Changing Times magazine, the Kiplinger Agency
offers free copies of the publication. Late in 1951, Kip
linger bought six participations on WCBS* Jack Sterling
program. Result: 3,868 replies, or an average of 615 per
broadcast. In August 1952, three participations in one
week on Sterling’s show brought in 2,575 replies, or an
average of 858 per broadcast. The sponsor was pleased
with the shoiw’s increased pulling power.

\WCBS, New York PROGRAM: Jack Sterlin

COLD STORAGE LOCKER!

SPONSOR: Lounge Nite Club AGENCY': Direct

CAPSULE CASE IIISTORY: In December 1951, this
night club launched a Monday-through-Sawmrday broad-
cast from 11:15 p.n. to 12 midnight emanating directly
from the club. The Lounge had been averaging about 30
guests nightly; one month after the broadcast had started,
some 100 people were crowding in each night. In Febru-
ary 1952, the show was extended 1o 1:00 a.m. Two locally
popular WAEB d.j’s (with turntable) make up the show.
The club now has standing room only after 10:00 p.n.

WAEB, Allentown, Pa. PROGRADM: Lounge Nite Club
of the Air

SPONSOR: Your Food Bank AGENCY : Direct

CAPSULE CASE HISTORY: This advertiser rents cold
storage lockers for meats and wild game, also does curing.
He has been adveriising exclusively on KGIHL for three
years. W hen he recently plugged the cold storage lockers
he had available for renting. within 30 days every one of
the 250 emply lockers had been taken and he was forced
o turn away some 235 people in three subsequent days.
This is representative of the results this sponsor has been
getting regularly on KGHL. at a cost of $30 a month.

KGHL, Billings, Mont. PROGR.AM: Announcements

SINGING XMAS CARD

CUSTOM KITCHENS

SPONSOR: Filmer’s Limited AGENCY': Direct

CAPSULE CASE HISTORY: At 8:15 a.m. daily, this sta-
tionery store carries a short announcement over CHUB.
Before Christmas, the dealer decided to plug “Singing
Christmas Cards”—each actually a record—at a cost of
$1.25 per card. The announcer sunply played the “sing-
ing card” on the air and said it could be obtained at
Filmer's. The dealer had been wary about purchasing
this type of card and had ordered only one gross. After
the second announcement, the entire stock was sold, nei-
ting the dealer $180 for an ad cost of only $1.40.

———— . e EE———

CIIUB. Nanaimo, B.C., Canada PROGRAM: Announcements

SPONSOR: Burkeholder Custom Kitchens AGENCY': Direct

CAPSULE CASE HISTORY: Auto listening has helped
get out-of-touwn customers for this iOC advertiser (who's
been using the station for 21% vears). One specific in-
stance: A Clinton, lowa, man. driving near Davenport,
heard a Burkeholder announcement. He dropped into the
Pavenport store and told the Burkeholder people to con-
tact his wife aboui remodeling their kitchen. Resuli: a
$1.350 order. In addition. the Clinton man’s brother
bought a $1,100 custom-built steel kitchen from Burle-
holder. Total result from the one pitch: £2.450 in sales.

WOC. Davenport, lowa PROGRAM: Announcements



The

picked panel
answers

Mr. Kiviat

Only a neophyte
in the realbm of
ideas can helieve
i the separate
and lonely Idea.
ldeas are deriva-
tive, they are of-
ten bred in the
marriage of two
or more different
ideas.

Mr. Mead

Anaccount man
has a yearning: “Why don’t we put
the =now man on the (Ivory Snow)
package into a commercial?” ls thal
the idea? From this starting point. TV
writers and artists may bring out a
hundred different ideas for animated
scquences, stop motion. live action. ele.

A television idea is usually not an
It nmst
contribute to the over-all campaign.
Onr Sogar Crisp bears first started
as a print idea. For children’s TV, we
narrative teche
nigue, uzing animation. Each animat-

isolated. disembodied thing.

originated a =pecial

ed cartoon-story, completely designed
by B and I animation art directors and
synchronized to our own original mu-
siv-and Ivries, represente’] hundreds of
“ideas.”
then picked up by printe which used it

This narrative technique was

in comic pages. adding, of course.
more ideas of their own.

Bul to answer yonr question: Most
of our creative and imaginative TV-
copy ideas come from the TV writers
and artists, Thev're all “middle-young.”
mostly in their late 20°« or mid-307s.
Most of them have five to 15 vears of

46

W Sponsor agks...

Wherve ave the most ereative and imaginative ideas
for TV commercials coming from—the older. morve
experiencedawriters or the younger, newer talent?

experience in radio, film, or print copy
—some in all three.
Remember that a good TV copywrit-
er must understand the techniques of
animation. stop motion. live action on
film, and live television—each one with
an entirely different set of rules. An
“idea” conceived without this ground-
work is often not praeticable.
Fv Suerterp MEAD
PP oand T1 Copy Chief
Benton & Bowles
New York

® Mr. Meud is the author of the recent book

“New to Soceced in Business Without Really
Trying.™

My reaction 1o
vour question is
<0 immediate, and
brief. that per-
haps a little back-
ground on the

method  of  cre-
ating  television

commercials  ai
Foote, Cone &
Belding will save
from
appearing like a dogmatic “one liner.”

First of all. we have no television

Mr. Wolf

my  reply

commerecials “experts” in the agency.
The ageney’s copy and creative people
on any given accomm all contribute 1o
the construction of our TV commer-
cials. as well as radio commercials and
printed advertisements. Such intimate
account knowledge and day-to-dav ex-
posure to basic client problems is too
valuable a commodity to ignore in fa-
vor of a T\

genius. or old-type genius.

IR T
specialist” —young-ly pe

So. based on the ageney operation
I am most familiar with, I can only
answer your question this way: The
best TV commereial ideas will, like all

Director of Sales
Frances H. Leggett Co.
New York

David Kiviat

things creative. never be confined to
any particular age group. The most
exciling. dynamic, and effective TV
commercials have and will continue
to come from those who understand
that television is a visual-aural medium
and can exploit it as such.

GEORGE WOLF

Director, Radio-TV Production

Foote, Cone & Belding

New York

In television, too,
creative and ini-

aginalive  ideas
are where you
find them. Gen-
erally  speaking,
the pure, unin-

hibited “idea™ of-
ten seems to turn
up in the white
heat of youthful
exuberance.

Trouble is. the pure “idea™ frequent-
Iy lacks strength. durability. practical-
ity. or some other important quality
to make it work hard. The evolution
of creative advertising is the growth
of an idea into a selling tool.

It takes vouth to keep experience
moving forward. And it takes experi-
ence lo euide creative youth.

In the end, experience is not mea-
sured in terms of passing vears. A
vouth who has learned to temper his
ideas with practical selling is expert-
enced. And the most venerable ad-
smith who can spice sound selling with
freshness and enthusiasm i certainly
young, by advertising standards.

Gornovn .. Pace
Radio-T1” Copy FExecutive
Marschalk & Pratt Co.
New York

SPONSOR
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I don’t think your
question can e
answered in fa-
vor
or the other. In-
ventiveness  be-
longs to all ages.
Ideas for TV
commercials are
fike 1deas  for
medicine,  styles.
mventions of all
kinds. These itdeas come to creative
minds regardless of vears.

of one side

Mr. Dennis

The younger, newer talents do not
enter the television field with any more
know-how than the more experienced
writer-—say a space writer or radio
writer. a novelist or a dramatist. And
just because he or she is younger in
years, it does not mean that they are
particularly gifted to create television
commercials.  Surely the youngsters
will come up with good ideas. and for
each good one, there will probably be
a hundred impractical ideas. The
“converted” more experienced writer
will come up with probably less im-
practical ideas and probably just as
many grade A, number 1 commercials.

Very often I interview people who
say “I created such-and-such a com-
mercial for this-or-that sponsor.” Af-
ter prodding a bit. the usual outcome
1s that starting with their basic idea.
other writers. crealive supervisors. ac-
count execulives. visualizers. anima-
tors, directors, cameramen. sel design-
ers, all contributed so many facets to
this “diamond” that no one can really
lay exclusive claim to the successful
commercial that became so well-known.

These contributions came from all
ages—some {rom the younger. newer
talents—some from people with more
years in advertising than the young-
sters have lived; and everybody's con-
tribution added a little more sparkle,
a little more brilliance to the finished
product. Actually, vears don’t count.

I think good TV commercial ideas
come from those people who have a
keener sense of personal salesmanship
—the me-to-you. over-the-counter busi-
riess—plus a keener scnse of display
and demonstration. plus a keener sense
of showmanship. Some folks are born
with these attributes . . . and others
acquire them through study and work.
And some don’t get them at all.

Frank Dexnis

Director, Radio & T Continuity
Ruthrauff & Ryan

New York
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775 Syowmve a
COLUMBUYS. GLORGIA!

>
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\

Yes, Sir! There’s enough snow on our TV screens

to blanket an arca almost as large as the cover-
age-area of WRBL!! The BIG difference s

RECEPTION—satisfactory rcception. that 1s.
In Columbus, RADIO 1s more effective than

ever before. WRBL and WRBL-FM completely
blanket the Columbus Trading Area. Tops in

Share-of-Audience—NMorning, Afternoon, Eve-
uing. Number One in Ratings—115 out of 163

reported periods. 18.79, MORE COVERAGE
than ANY OTHER Columbus advertising

media. Nearing our 25th Anmiversary, WRBL
is FIRST—in POWER, mm PROGRANMIS, in

PRESTIGE, in PROMOTION.,

WRBL-FM

HOLLINGBERY 46.2 kw
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FULL COVERAG
with its new

tower /914 feet
above Sea feve/

—and NOW with
50,000
WATTS

THE MOST POWERFUL
{ TV STATION IN '

CENTRAL NEW YORK

J

see your Katz Agency

%,

WHEN

TELEVISION

YRACUSE

CBS e ABC ¢ DUMONT
A MEREDITH STATION ‘
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Cart Rigrod

Director of Radio-TV for Motion Pictures,
Donahue & Coe

The night of 10 October 1943 was a memorable one for Carl
Rigrod. Over DuMont’s W2XWV, New York, he produced and
directed a 45-minute program (which he had also written) designed
to get New Yorkers to go and sec the RKO movie “Behind the Ris-
ing Sun.” Thus, Carl scored a first in TV to mateh a similar score
he had made by the first use of a transcription to promote a movie
(RKO-Radio’s “The Cat People”) on radio. Having introduced the
inotion picture industry to radio and TV selling, Carl has been
busy in the same vineyard for many years.

People looked askance at Carl in the early days of video when he
planned a heavy spot television campaign for Sunset Appliance
Stores to sell TV sets. But Carl thought it very logical: “In those
carly days of TV few people got to look at home TV in privacy.
Most times just turning the set on filled the house with guests. The
plan must have worked, because we got as many as 200 phone calls
during each show. And 707 of the calls were converted into sales.
That’s what counts.”

Carl is one of the clan of ex-newspapermen who are among the
hottest supporters of air media today. A University of Missouri
School of Journalism grad. he worked on a host of newspapers: at
cne time he had the imposing title of Acting Assistant Night City
Editor of the New York American. Later he did publicity for Uni-
versal Pictures. He joined Donahue & Coe in 1943,

Getting people out of their living rooms and into the movie theatres
is no easy task. and movie makers have long since come to the
conclusion that spot radio campaigns are downright necessary.
But it’s a tricky product to sell. Says Carl: “During one minute or
less you've got to reflect the entertainment value of this million-
dollar-plus production. The type. appeal, stars, music—all this must
be convincingly projected in a very brief time. And don’t forget that
each new picture means a new campaign, a new produet.”

In addition to three movie chains {(including Loew’s) Carl and his
assistants do the radio and TV work for MGM and Samuel Goldwyn.
Of the former, Carl says: “NMGM produces enough pictures so that
we can maintain a 52-week radio schedule in many markets. We've
been on certain spots for years and I wouldn’t be surprised if we
had a lot of listeners who count on our regular transeriptions to give
them a sample of the upcoming movies.”

When not busy promoting epics. extravaganzas. and horse operas,
Carl and his wife and two sons are cliff-dwellers in Manhatian, * * %

SPONSOR
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Tops in Seattle!

Salemaker Jr. stands above the crowd in the
big Seattle market. This thrifty spot plan makes
a Jr. sized budget move merchandise like crazy.

For complete details call or wire KRSC National
Sales or our nearest representative.

sells ALL the big
Seattle Market

Represented by:

EAST: Geo. W. Clark, Inc.

WEST: Lee F. O'Connell Co.
Los Angeles

Western Radio Sales
San Francisco

49
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captivatin’

NOW! GOOD TV

in

MOBILE ALA!

WKAB-TV

CHANNEL 48

CBS - DUMONT
NETWORKS

KABBY
says:

“20,000 television sets al-
ready in Mobile — and
they're still coming fast!”

Also, remember . . .

WKAB

the High-Daytime
Hooper Bargain!

CALL

Forjoe

COMPANY

Ottices in: New York e Chicago » Atlanta

Los Angeles < San Francisco

SOUTHERN REPS.:
Dora-Clayton Agency, Atlanta

What's New in Research?

Out-of-home viewing adds considerably to

TV audience in N.Y.C.area, Telepulse finds

COMPARISON OF HOME VS. OUT-OF-HOME TV SETS-IN-USE

onda rou ome ut-of-home ota % increase
rvl!rid(.jayye*vheninggh set':-in-use ose'ts-'in!:use setI-i'n-'use aodfqigr:: ::t's-

3-83:30 58.6 2.8 61.4 4.8
8:30-9 59.5 3.3 62.8 5.5
9-9:30 58.1 5.3 63.4 9.1
9:30-10 56.3 5.0 61.3 8.9
10-10:30 51.9 5.8 57.7 11.2
Saturday evening

8-8:30 58.5 3.8 62.3 6.5
8:30-9 59.4 4.5 63.9 7.6
9-9:30 60.0 4.2 64.2 7.0
9:30-10 59.2 5.0 64.2 8.5
10-10:30 54.5 5.2 59.7 9.5
Sunday evening

38-8:30 60.2 6.1 66.3 10.1
3:30-9 59.0 5.7 64.7 9.7
9-9:30 58.4 4.5 62.9 7.7
9:30-10 56.4 4.7 61.1 8.3
10-10:30 49.7 3.0 52.7 6.0

50

RNOURCE: New York Telelulse home and ont-of-honie TV audlence, surveys based on 2,100 personal
interviews over the period of seven ddays (3-11 November 1952}

Observations on chart

In this breakdown, prepared by Telepulse especially for sroxson, out-
of-home and at-home rviewing percentages are comparable, since they
are both based on a TV home sample and can therefore be added
together to obtain a total TV audience figure,

The time periods with the highest at-home Tl audience are Sunday
erening 8-8:30: Sarurday cvening 9-9:30 and Monday through Friday
erening 8:30-9. The largest out-of-home T1' audience levels are jound
on Sunday eremng 8-8:30: Wondav through Friday evening 10-10:30
and Sunday evening 8:30-9 pom.

Generally speaking, the percentage of inerease added by out-of-home
T audience climbs as the evening progresses, except ou Sunday
which shows a rerverse pictire.

8

SPONSOR



7 TO 8 A. VL.
IS PRIME TIME!

And here is what a recent survey in Springfield by
THE NEW ENGLAND COMPANY shows:

Radio ! . . . . o . .
TIME sets  WTXL Sigon Stotfon - Stotion - Siovion Stotion - Stafion S Other
in use N R o D E F G
Mon. thru Fri.
. ) . 11.6 1.6 9.3 7.0 4.7 7.0
7:00-7:30 AM 15.9 16.3 18.6 13.9
Mon. thru Fri. '
: 21.2 16. 18. 14.3 12, . 6.1 41 2.0
7:30-8:00 AM 18.4 6.3 8.4 2.2 .

Base: 1621 telephone interviews between 7:30 and 8:00 AM, November, 1952. Recall
questions used to determine 7:00-7:30 AM listening. A copy of the entire survey is

available for use in YOUR agency.

WIXL

SPRINGFIELD, MASS.

ONLY one Fulltime [ndependent Station serves Springpield, Massachusetts

For avails and a look at the survey, call Larry Reilly at Springfield 9-4768 or any office of THE WALKER COMPANY

12 JANUARY 1953 51



Can CBS® Koevacs carry the
ball against Berle, Sheen?

How much of the big audience divid-
ed between Milton Berle (NBC TV)
and Bishop Sheen (DuMont) can CBS
TV woo away with its new Tuesday
night entry-—comic Eynie Kovacs?

Kovacs, who is also vying with NBC
TV’s morning Today show via a new
cross-the-board 8:30 to 9:30 a.n. se-
ries on WCDS-TV (as of 29 Decem-
ber). has become one of the top-rated
personalities in the metropolitan New

kS

¥ o T
O on Kovacs' WCBS-TV strip

York area in less than a year. He
brought his special brand of comedy to
New York from Philadelphia where he
reigned in the 7:00 am. to 9:00 a.m.
strip on WPTZ for some time. [t was
the Today show which ousted him from
that spot. (WPTZ is an NBC afliliate.)

lle comes to nighttime network TV
from a 45-minute afternoon strip on
WCBS-TV (12:45 to 1:30 p.m.) which
had Dbeen booked solid sponsorwise.
His new Tuesday night stint (which
bowed 30 December) has substantial-
Iv the came format as the daytime air-
ing. For his zanv, uninhibited shenan-
igans, he still does not use a seript.
Neither does he permit a stndio audi-
ence nor dubbed-in langhs. bnt relies
completelv on the home viewer’s re-
sponse.  This. he says. is because he
ntilizes certain special effects for his
cags which wonld be almost meaning-

Sponsors were SR

52

less to persons sitting in a studio, but
are caught by the camera for the TV
viewer. For instance, by using red
and blue filters, he can give himself
“the fastest shave in the world”; he
can make objects disappear and re-
appear at will; other camera tricks en-
able him to perform such feats as. for
istance, swimming in a bottle.

What the sponsorship setup will be
on the Tuesday night show is any-
body’s guess at the moment. In his
morning WCBS-TV strip. however. Ko-
vacs has carried along some of the
sponsors from his previous afternoon
show and has acquired some new ones

as well. Current bankrollers include
Ferrara Confectionery Co., Libby’s
Frozen [Foods, Burnett Puddings,
Clearasil. * K* %

] sindio IS SPONSOrs
WNBT stndio hel r
personalize™ live pitches

Advertisers using station breaks on
WABT, New York, have available a
special studio equipped to help them
“personalize” their pitches at a mini-
mum of expense.

Called “The House of Station
Breaks.” it 1s designed to give adver-
tisers for have neither the need nor
the budget for filmed commercials the
opportunity to present live station
breaks with a maximum of versatility
and flexibility. It also affords an ex-
perimental device for clients interested
in trying out new commercial ideas.

The “House” has the latest in visual
equipment for the identification of va-
rious products. A “window shade” de-
vice provides a number of backdrops
suitable for different products; special-
Iy designed sections of store fronts and
interiors can be set up as desired; a
completely outfitted kitchen unit gives
the proper atmosphere for food, kitch-
en and allied produets; complete sets
of titles  flip, erawl. and drum and
many other display set-ups help pro-
vide other identifications.

Sponsors can make their live presen-
tations in 20-, 30-. 40-sccond. and one-

minute lengths. Advertisers currently
utilizing facilities in the “House of
Breaks” include Robert Hall Clothes
(who was the first advertiser to take
advantage ol the plan). Premier Foods,
and Coronet Magazine.

Not only have advertisers found this
method of pre~euting live pitches less
expensive and less work, according to
WABT. but they have discovered that
the effects obtained are much more

Robert Hall pitch gives effect of real showroom

natural than in carefully rehearsed
filmed commercials. In the Premier
Foods plugs, for instance, the actual
cooking of various victuals occurs in
front of the camera; the Rohert Hall
announcements utilize certain props
and backdrops which make it seem
that the locale 1s the actual showroom
(see cut above).

In addition, says the station. the live
plugs are flexible and easily adaptable

to last-minute changes and revisions.
* ok %

Mennen, new in town, ases
radio to warm rveception

The Mennen Co. will not officially
open its new plant in Morristown, N.
J., till about May. But it has already
started to promote good will and make
itself part of the community life via a
schedule of programs on the local radio
station.

As of 5 January, WMTR. Morris-
town, has been carrving the Mennen
Bulletin Board, a five-minute, three-a-
week morning show giving a rundown
of social activities in the community
(Monday, Wednesday, I'riday, 8:15 to
0:20 am.). All commercials on the
program arc institutional; these and
the linking of the Mennen Co. with
local social life are designed to pave
the way for a warm welcome to the
new neighbor-to-come.

Mennen is moving its plant from
Newark to Morristown for purposes of
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expansion. The oflicial opening of the
new plant will be marked by a week-
long celebration.

i The agency handling the Mennen ac-
count is Kenyon & [Fckhardt, New
York; Basil Matthews is account ex-
ecutive. R

LOWEST COST |—
MAJOR
STATION BUY
IN THE
DETROIT AREA

Briefly . ..

The New York Chapter of Pioneers
of Radio had a Christinas party on 18
December at Toots Shor’s in New York.
Some 120 vets of the radio business—
who’ve been in it 20 years or more-
attended. Especially for the occasion.
an ASCAP songwriter. Harry S. Mil-
ler, prepared some appropriate paro-
dies which the merryniakers sang. One
of these ran (to the tune of Happy
Days Are llere Again) :

Pioneers of Radio: i
The gimmicks come and gimmicks go i i
But you stifl will hear the names you f.,l.' —THE COVER-

know; " A
Pioneers of Radio. .
Kilocycs, through carbon “mikes” e )
e gave the public what it likes ‘1 AGE WITH THE COST AND YOU LL
Through the “booms” and “busts” and
| _ storms and strikes: L
Pioncers of Radio. B DISCOVER WHY THIS GREATER
e tossed our voices around, =
In et’ry tone, pitch and sound.
{ Long hefore the Sponsor came,
Our signatures had gathered f[ame.
So, we really feel we’ve earned the name,
Pioneers of Radio!

fadio! ‘B RINGING MORE CASH REGISTERS

“DOLLAR DISTANCE” BUY IS

Bing Crosby. who owns a 469 share
of the station, recently went (via snow- THAN EVER BEFORE FOR AD-
mobile) to the top of Mt. Spokane to S

mspect the new transmiter installation
of KXLY-TV. That station expected
to be in operation by Christmas, but
was delayed by some weeks of bad
weather, plus the fact that RCA sent

VERTISERS.

*

CKLW covers a 17,000,000
population area in five
important states!

2

'50 1’000

Crosby visits KXLY-TV tower on 6.000 ft. peak

them a Chanuel 13 transmitter which 12 . o ; WATTS

had to be converted for Channel 4 u:e.
Probable on-the-air date is now 15

January, according to manager [d Adam J. Young Jr., Inc.

Cra'ne)". In photo above, Bmg (in National Representative
plaid jacket) observes the loading of

800 KC

equipment on a sled to be hauled up "

the snowy mountain. His youngest son, Guardian Building Detroit 26, Mich.

Lenny (seen to left of Bing), accom- J. E. Campeau. Pres

panied him on the trip. * kK T peats ‘
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HAWAIIAN MARKET

(Continued from page 30)

ing onlv Oahu. and s still used by
some people. The most comprehensive
audience ~tudy since was the territorial
survey of Dan l2. Clark 11 & Associates
late in 1951, Nine of 12 stations under-
wrote i, KPOA and KILA had spon-
sored one the preceding spring and did
not participate. Meantime Woodrum.
Carney & Staff, Lid.. doe< a periodic
coincidental survey for its clients.
Here is a sample list of sponsors
whove been uzing radio in Hawaii for
vears: Cuticura. Mennen, Anheuser-
Busch, Ford, Wamer-Hudnut. Stand-
ard Brands, Borden’s. Brown & Wil
itamsorr. Tobacco. Murine. DPertussin,
Colgate, Pabst Beer. Blatz Beer. Best
Foods. Sterling Drugs. Bulova Watch.
W ildroot. . Lorillard, Lever Bros.,
Sehlitz Beer. Quaker Oats,  General
Mills. American Home Foods. Carter
Producis. Vicks. General Foods. Gen.
eral Llectric. Amertcan Safety Razor.
Heinz. Norwiell Pharmacal. Miles Labs.
Tips:  What
learned and other tips that can help
vou use Hawaitan radio niore effective-
ly were culled by spovNsor in its =ur-
vey. A representative list {ollows:

these  sponsors have

e Spot radio is an excellent buy in
Hawaii if vou've careful of station
and time of day, says Adam J. Young's
Paul Wilson. e say« one of dangers is
gelling into a program already crowded
with commerecials, He estimates $300.-
000 a year is spent on spol radio in
Hawaii (not including network or lo-
cal sponsors) and that 1his exceeds
Puerto Rico. which has four and one-
half times the population.

e Asst, Head Timebuyer Dick Hur-
ley of Compton savs: “Determine the
coverage patterns, Try to get a line on
the radio homes in the islands. Put
all the survevs together. There’s not
too much definite information.”

¢ Jacqueline Ruta of National Ex-
port  Advertising Service. who buys
Hawatian radio for Norwich Pharma-
cal. Lever Bros., and Lambert, among
others, finds block programing an im-
portant point to consider,

Here is what some of her accounts
are doing in Hawaii:

Lever Bros. (for Rinso. Pepsodent.
Lux Toilet Soap. Surf. Lux Flakes.
Chlorodent) : House Party and Lux
Radio Theatre, network: Jim Ameche,
Story Teller. local: Tmeky Luck and J.

Akuhead Pupnle. the island’s two most
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famous pidgin-English disk  jockeys,
and annowmcements,

Borden’s  [nstam
nouncements.

Lleciric Auto-Lite has Suspense from
the network.

Lambert Listerine has Ozzie & lar-
ried on radio and TV and also runs
radio announcements,

Norwich NP.27 (foot remedy) and
Fsterbrook (pens and pencilsi air Jap-
anese announcements.

(Note: Most mainland network pro-
erams are transcribed: a few are short-
waved.)

Coffee uses an-

o Ted Page. lHollingbery account
executive, savs: “The people there are
starved  for entertainment—any thing

* * * * * * * *

seecanse in Ameriea onr broadeasting

facilities are on a commercial basis, tele-

vision looms as a potentially greal retail

sales promotion tool, More and more

stores are assigning generons advertising
allowaneces to televicion,®**

GCEORGE HANSEN

President

National Retail Dry Goods Association

* * * * * * * *

good ix popular. They're crazy about
soap operas. espectally the Japanese.”

e Jack Davis of Grant emphasizes
Aloha Network is Hawait's only true
network. with stations on each of the
four major islands. He points out that
KHON is the only station on 24 hours
a day -with Al Wayne broadcasting
from 12 midnight to 5:00 a.m.

e Don Quinn, who used to he Ben-
ton & Bowles” timebuyer for P&G’s
Tide and switched to Dohertv. Clifford.
Steers & Shenfield last October 1o be-
come head timebuyer. savs he checks
station facilities. program popularity.
and audience composition. He uses the
1950 Tlooper.

e Mystery and action-drama pro-
grams are extremely popular. as are
shows reflecting Hawaiian enstoms and
habits, according to KGMB’s Wavne
Kearl, who's general sales manager of
the Hawaiian Broadeasting Svsten. He
cites these KGMB programs as exam-
ples of what Islanders like: Carl Heben-
streit’s Kini Popo imorning decjay ) ;
Betty Swmyser's Today in IHollywood :
Joe Anzivino’s Sports Parade, and ller-
man Wedemeyer.

A survey condincted for KGMB last
March by the anto dealers of Hawan
indicated there were 56.000 auto ra-
dios in the Islands.

The station also pomts ont  that
though it has a popular morning Japa-

niese program conducted by Hoshi Ha-
washida, it doesn’t helieve manufactur-
ers of mass consumption products need
advertise exclusively to racial groups in
Hawaii but can achieve better results
chieaper by using general programs.
It cites the fact that the only signifi-
cant foreign language newspaper in
Hawaii is the Hweait Times (Japa-
nese) with 10,808 circulation, which is
a peuetration of only 5377, This typi-
fies racial attitudes in the lslands, it
says. “Regardless of race. Islanders
want to be ‘Americans’.”

KPOA’s Hollinger has a diflerent
viewpoint. He says KPOA is afhiliated
with Japan's 124-station NKH network,
thus can offer Japanese-language pro-
grams of every type. These not only
attract a large Japanese audience. he
says, but boast such sponsors as Miles
Labs., Best Foods. Anheuser-Busch.,
Colgate. General Mills, Pan-American
World Airways. Pabst, and Sears. Roe-
buck. KPOA's two daily Filipino-lan-
cuage programs underwritten by Is-
land sugar and pincapple industries,
respectivelv. draw ratings above the
200 mark for KPOA on kauai lsland,
where the ratio of Filipino population
1= highest.

e G. . Fuzpatrick, prometion
manager of Free & Peters, emphasizes
that nearly all of Hawait’s consumer
goods are imported from the mainland
—which makes Hawaii vitally impor-
tant to the American advertiscr.

e Jack Burnen. general manager
of KULA, Hawaii’s most powerful sta-
tion (10.000 watts}, suggests that spon-
sors let stations localize their copy.
“Take
available.” he says.
same chance that newspapers mav have
had in frequency and size of budget.”

advantage of merchandising
“Give radio the

“Hawaii offers a vast new market
for products now having comparative-
ly small sales here or no distribution
whatever.” Burnett savs. He mentions
the fact that some brands enjov 80 to
90¢¢ of 1otal sales in such fields as
canned milk. cold cereals. peanut but-
ter. “Byv employing an intelligent and
intensified campaign, vou can change
this picture by radio,” he adds.

The reason for one-sided domination
by eertain products: Plantation stores
nsed to limit their stocks 10 a single
brand primarily to conserve space.

e KGU”s Owen Cunningham offers
these tips: “Localize your approach.
Use local commercial annonncements,
in most cases. Locally written com-
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mercials are more effective. Use pro-
duction spots, locally written and pro-
duced. Use the Japanese langnage.”

e Hollinger adds this point: “Take
note of the unusual listening habits in
Hawaii. More sets are in use from 5:45
to 6:00 a.m. 118.377) than from 11:45
a.ni to 12 noon {18.07 ). Daytime
listening peak is 7:00-7:15 a.m. when
35.07 of sets are in FEvening
listening peak is 8:15 to 8:30 p.m.
when 44.7% of sets arc in nse. By
10:30 p.m. only 7.1% are in use.”

e John D. AHizon. national sales
director of KHON and the Aloha Net-
work, emphasizes that over one-third
of the Islanders live on the outer is-
lands. can’t be reached by one station.

e W. B. Meyers, vice president of
KIKI, advises sponsors to use good
brochures and pcrsonal contacls, espe-
cially among dealers, as follow-ups to
their air advertising.

o Arthur J. Sedgewick, v.p. and
general manager of KAHU, Waipahu,
Oahu, until he joined the executive
staff of the Hawaiian Broadcasting Sys.
tem (KGCMB., KGMB-TV. KHBC) in
December. sent these tips to SPONSOR
for timebuyers: “Realize that no one
station blankets the market . . . that to
reach all segments you need language
programs. Select the station that can
do the best job (checking ratings
against cost where possible}. Try to
get programs and/or spots with a
sports flavor. if possible. Plan a cam-
paign consisting, in part at leasl. of
short saturation spots. programed so
as not to conflict with outstanding
shows on other stations.”

e Dwight Mossman. commercial
manager, KTOC, Lihue, Kauai Island,
called attention to the ocean areas
which prevent listeners from readily
traveling between the Islands for shop-
ping purposes. To fly to Honolulu and
back from Kauai costs $19.55. he says.
This discourages shopping trips.

e Richard E. Mawson. station man-
ager, KMV, Wailuku. Maui Island.
also points up the advantages of using
a local station to reach a local market.
You can buy advertising in the Maui
News and over KMV in combination;
Maui News Publishing Co. owns both.

use,

Radio pregraming: What do the
Hawaiian stations concentrate on. what
are some of their top shows, and who
buys them? Here’s an alphabetical run-
down of the stations, starting with Hon-
olulu. which answered spPoNsoR’s ques-

fionnhaire:
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KGUB, Honolulu: Carries partial
CBS Radio Net schedule besides own
local shows mentioned earlier. Time
sold with KHBC. Hilo. P&G sponsors
seven xoap operas dailv and the Jack
Smith-Dinali Shove show. Colgate has
Mr. and Mrs. North and Our Miss
Drooks announcements.  Lever
Bros. was mentioned previously. Canip-
bell Soup is wsing Maed Carson Says
and also Club 15. R. J. Reynolds spon-
sors Bob [lawk, My Friend Irma,
Vaughn Monroe, and announcements.
Ligeett & AMyers has Godirev. Dan
American Airways broadeasts 10 min-

plus

utes of news dathy. while the Honoluly
Star-Bulletin sponsors the 06:15 pa
KGMBx Japanese prog

on daily 5:30-6:15 a.m. or 10 hours
a week., There is one hour of Chinese
and a hall-hour Filipino show weekly

ness,

/ A®
but plans balanced program schedule
Uses English. Japanese, and Filipino
Station owned by Advertising Publish
ing Co.. publisher of HHonolulu Adver
tser. Principal national sponsors are
same largely as NBC’s on mainland,
Local sponsors are leading local or-
eanizations and businesses. They use

lulu station.

or night.

POA

S000 watts at 630
HONOLULU

KPO

because

KPOA leads in more quarter-hour periods of
the entire broadcast day than any other Hono-

KPOA’s “Wake Up Hawaii,” starring Lucky
Luck, is the highest-rated of Al.L programs, on
Al.L stations, on ALI. islands, at any hour, day

KPOA, and sister station, KI11.A, Hilo, can be
heard by more people in Hawaii than any other
network or individual station i the Islands.

I 1se adoertisers use

HAWAII'S
INTER-ISLAND
NETWORK

Managed by Fin Hollinger — Represented by Geo. Hollingbery

No. 1 in

Hazoan

ILA

1000 watts at 850
HILO
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“Bird imitations...that's all you can do?”

Oddly enough, some people take extraordinary things for granted.

Like radio, for instance.

Today radio entertains, informs and sells more people in more places at lower cost

than any other medium in the entire history of advertising.

Today there are 105,300,000 radio sets in the U. S. A.

Virtually crery home is a radio home and over half
of them have two or more sets.

The average American now spends more time with radio
than with magazines, TV and ncwspapers combined,
No wonder advertisers invested more money in radio
last year than ever before!

27

Broadcast
Advertising
Bureau, Inc.
BADB is an
organjzation
supported

by independent
broadcasters,
networks and
station
representatives
all over America

PARK AVE., NEKW YORK CIny
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such shows as Symphony Honr, The
Return of the Lurline (shipboard in-
terviews), Primo Penthouse Sports.
news, Bob Considine. Dangerous As-
signment, lollywood Theatre of Stars,
Waltztime. KGUs best success story:
Shell News, sponsored by Shell Oil for
16 straight years. Shell uses no other
station and no other medium in Ha-
waii. has just renewed for 17th year.
KGU is lslands’ oldest station (1922).
gets full column of plugs each week in
Sunday Advertiser, is NBC affiliate.
KIHON, Ilonolalu: Key station in
Aloha Network (KHON, KTOH. Li-
hue; KMVI, Wailuku; KIPA, Hilo).
Programing built around personalities:
J. Akuhead Pupule. Larry Grant, Dick
Hunter. Disk Jockey Al Wayne who is
on all night, and Don Chaimberlain.
Also features two-hour Japanese Com-
maunity Ifour program, a Iilipino pro-
gram, and a sports broadcast. Sport-
easter Frank Valenti recreates baseball
game of day from Western Union wire
in summer and San Francisco Forty-

niners’ foothall games in fall and win-

ter. J. Akuhead Pupule (]J. Crazy or
Stupid Fishhead, actually Hal Lewis of
Brooklyn). was Hawaii’s first disk
jockey. Likes to kid sponsors. lLarry
Grant’s Vagabond [louse and Note-
book have long heen “sold out.” Sta-
tion warns sponsors against bloopers
of this tvpe: Major advertiser recently
ran a newspaper campaign in Islands
slugged: “Change to winter oil now.”
Hawaii’s average year-’round tempera-
ture is 75°.

KIKI, Honolulu: One of the two
250-watters in Islands. ILstablished
1951. Specializes in news, music, and
sports.  Principal accounts include
Pepsi-Cola, Nehi, San Miguel Beer,
Irish Cabs, Transocean Airlines. Royal
V. Howard is president.

KPOA, Honolulu: Co-owned by J.
Elroy McCaw and John D. Keating,
station has developed programing for-
mula based on personality disk jock-
eys, sports, foreign-language features.
Tops are Lucky Luek’s Wake Up Ha-
wair (5:30 a.m. to 9:00 a.m. six days
a week), Christmas Early Show, Nita
Benediet’s Wishing Well, Carlos Rivas
Sports Reel—all participations with
first and last sold at Class A rates with
KILA as second station in two-station
Inter-Island Network. NHK (Broad-
casting Corp. of Japan) programs
broadcast 3 hours 15 minutes daily,
Filipino-language programs 1 hour 45
minutes daily. Lucky (Bob) Luck,
gravel-voiced ex-Marine captain from
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Texas, vies with J. Akuhead Pupule
throughout Islands as top disk jockey.
Both outrate Godfrey. Here’s sample
of Lucky’s pidgin English: “H you no
can say somteeng good about noboddy,
more better you no say notteng!”
KPOA also broadeasts four hours of
mainland programs shortwaved from
San Iraneisco daily. Established 1916,
it's Don Lee-Mutual Networks afliliate.

RKULA, Honolulu: ABC, 10.000-
watter specializes in block-programing:
soap operas and allied program morn-
ings until 12:30 p.m._ solid “adventure
hours”—juveniles—06:15 pan. to 8:00

p-m.. and mystery-drama till 10:00 p.n.

with 12:30 and 6:00 p.m. news report
Vern Bari's Something for the Ladies
and Hale O Kula (House of Gold
Joe Rose’ mujnr-l(\;'v'-j"" baseball in
scason, and Gordon Burke’s sport news.
Saturday all language: Japane-c
1114 hours (also six hours Sunday)
two i I ]
Sunday~). Korean 30 minutes, Chinese
30 minntes. Station says 35% of Jap-
anese-origin population said in survey
they preferred Japanese-language pro-
grams over [inglish. but station cau-

SPONSOR
510 Madison Ave.

New York 22

Firm
Address

City .

for quick, easy reference

to your copies of

SPONSOR

get the durable new

Sponsor binder

looks like a million . . . $4
l m

Please send me Binder holding 13 issues and bill me later.

Name

costs only

[0 $4 one binder
[] $7 two binders

Zone State

57



tions against depending on language
broadecasts alone. Sunday day thme pro-
graming is language again. as indicat-
cd. Sunday evemnng 1s solid block of
onmmentators, and discussions
shortwaved from mainland—Pearson.
Winchell.  Tavlor. Town Meeting,
Crossfire, and, locally, Arthur Gaeth
as nm.c

news.

KULA says its block-program-
ing 1s so successful other stations ave
mmitating it.

KAHU, Waipahu: Ten miles from
Honolulu. station celebrated second
birthday last September. Features mu-
sic, news. and commumity service pro-
grams. Languages used: Japanese. 20
hours a week: Filipino. 15 hours a
Chimese. one hour every Sun-
day: plus two Hawaiian music shows
a day. a Latin American 15-minute
program once a week. a weekly half-
hour Samoan program. an occasional
Puerto Rican musical show. and The
Niser Hour. one-hour weekly <how
aimed at vounger Japanese-Americans.
Sponsors are local.

KMVI, Watluku. Maui Island: Part
of Aloha Network. Specializes in lo-
cal programing with emphasis
cal news and special events.
broadcasts

week;

on lo-
Also
produced bv

programs

NOW—TV
IN HAWAII

IN IN

HAWAIl POWER

Licensed for

123kw ERP Video
74kw Audio

POWER IS IMPORTANT
to reach ALL the Islands
Although Hawaii TV is less than
two months old, set sales already
have skyrocketed to over 8,000.
Reach this rich half-million popu-
lation market with KONA, Hono-
lulu. Complete UP, INS, Local

News. Dumont Network.

ASK FORJOE
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schools. churches, and other civie and
commumty groups. LUses eight hours
Japanese weekly. threc hours Filipino.
Princtpal sponsors local. Example of
how «tation of this type can pull:
Larro Feed arranged to give away
5.000 babv chicks o customers of
A&B Stores. A\ 50-word announcement
was broadcast Friday afternoon, Fri-
day night and Saturday morning. Be-
fore store opened at §:00 a.m. Satur-
day. 1.000 customers were lined up
outside. [ntire supphy of chicks was
exhausted within two hours.

KTOH. Lihue, Kauai Island : Anoth-

* * * * * * * *

se'Fhe job of the advertising ageney is
to bridge the gap between the broad-
caster and advertiser — between the
broadcaster on the one hand (who seeks
money and programs to operate his
station) and the advertiser on the other
(who seeks customers for his products
and services and has the money to find
those customers.)®®

FREDERICK R. GAMBLE

President

1A’s

* * * * * * * *

er Aloha Network station although lo.
cally owned. Specializes in local pro-
grams in English. Japanese (one hour
daily). Filipino (one hour daily). All
high school football, baseball. and bas-
ketball games broadcast. Fishing con-
tests. golfing. little league baseball cov-
ered. Can it pull? ltalian Swiss Col-
ony Wine Song Contest aired on Fili-
pino program required wine labels as
ballots. In last six-month period label
count averaged 1,500 a month.

Others: KILA. Hilo, carrtes much
the same programs as KPOA, Hono-
lulu: KIPA. Hilo, is fourth station m
Aloha Network. and KHBC, Hilo. re-
lave KGMB (CBS) programs. mixed
with local shows.

Television: Televiston has come to
the Islands and undoubtedly will al-
fect radio listening in and around Hon-
olulu as drastically as it has in the
States once the sets build up. KONA.
Honolulu. was on first—18 November

and KGCMB-TV debuted 1 Decen.
ber. KONA went ofl temporarily about
20 November when its audio over-
lapped AM KPOA. whose power it
was nsing. But it returned to the air
16 Decentber and 1s now broadcasting
from its own tower with its five KW
GE transmitler stepped up to 30.000
watts. according to Josepl Bloom. pres-
ident of Forjoe. station rep who has

just veturned from Hawaii. Station
will soon be up to 123,000 watts. Bloom
said, to give it coverage in the outer
islands.
KON A
in Hawaiian, features Webley Edwards’
Talent Show the is m.c. of radio’s Ha-
waii Callsy. KONA Kiddie Karnival,
news. sports. DulMont Network features
like Bishop Sheen. also Popcorn Thea-
tre (Westerns) and Candle Light The-
atre. Chinese and Japanese-American
shows will be carried Sundays. Gen-
eral manager is George H. Bowles.

KGMB-TV began with 30 big-name
programs on its schedule drawn from
CBS (basici. NBC. and ABC. Shows
range [rom Abbott & Costello to Stu-
dio One and are kines or films although
live local programs are being built.
Packard Motors has just bought the
film-showing of President-elect Eisen-
hower’s inauguration. Film will be
lown to Honolulu and telecast on
Channel 9 25 January. Lambert Phar-
macal is sponsoring O::ie & Harriet
(also on radio). National Export Ad.
vertising Service s export agency for
both Maxon is Packard’s
domestic agency and Lambert & Feas-
ley is Lambert Pharmacal’s. C. Rich-
ard Evans is KGMB-TV’s v.p. and gen-
eral mnanager.

Writing to sPoxsoR of his recent
shift to Hawati from KNXT, Los An-
geles. the Hawaitan Broadeasting Sys-
tem’s Wayne Kearl said: “I have been
impressed by the Hawailan market.
Per capita income is high. Family in-
come is among the highest in the U.S.
Cars registered are lerrific proportion-
ately. Quality index is well above the
U.S. average. Food and drug retail
sales are considerably higher than in
many comparable mainland markets.
All this means that Hawaii is not only
a land of beautyv and hula girls. but
also a modern. as well as a prosperous
market.”

“

which means “southwind”

Sp Onsors.,

To the tourist the “Story of the ls-
lands™ can often be summed up in
five words: nalihini, newcomer or
tourist: wahine. woman: okolehao, the
native beverage: pilikia, trouble: pau,
finished. done. the end.

But the ageney which has discovered
the power of Hawaiian radio and the
richness of its markets is more inclined
to say to its clients:

“Hawvoli mau i na la apau. Make-
make au ia oe ianei!”

(“Having wonderful time. Wish vou

were here!™) * ok Kk

SPONSOR




TO THE AMERICAN PUBLIC

In some countries produets are endorsed by the
Crown. and bear the arms of the royal family.
That gives them prestige whieh stimulates sales.

But in democratic Ameriea our produets are
endorsed solely by the approval of the American
people. and are identified by brand names and
trademarks that have won esteem the hard way.

Here every product must stand on its own feet,
and fight for survival in the intense competition
of the market place.

Iere there 1s no casy road to popularity or
leadership—no suggestion from government as to
what you shall buy or what you shall pay. Under
our brand system, which is the very keystone in
the structure of our free ceonomy. people can
separate the wheat from the cehaff and make their
purchases solely on the basis of merit and appeal
to their personal tastes and preferenees.

Our system of brand names and advertising is
mportant to the American way of life for two
other basie reasons:

1. It develops broad markets for our goods, which in
turn stimulate volume produetion. As a resnlt, many
conveniences that would otherwise be luxuries can
be sold at prices almost evervone can afford.

2. Brand competition spurs our manufacturers to
ereater efforts to please us. And this results in con-
stant prodnct mmprovement and the birth of many
new products to add to our comfort and happiness.

[ ] [ ] [

Getting this story across, simply, clearly, 1s an
important job—a task that calls for the concen-
trated efforts of all who have a stake in the success
of manufacturers’ brand names.

e%z'mm/’ /| lé/ﬁﬂd/ e ;ﬁ//ﬁﬂézszf&‘

INCORPORATED

A NON-PROFIT EDUCATIONAL FOUNDATION

12 JANUARY 1953

37 WEST 57th ST., NEW YORK 19, N. Y.
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POLITICAL COVERAGE

(Continued from page 33)

the sponsors. especially Westinghouse.
With the help of Betty Furness. West-
mghouse really got its name across.
After the Republican Convention, our
dealers began asking us. "What are
you guys going to do now?" "

A large distributor, who does not
carry any of the lines advertised on
the air during the conventions and
election returns. told spoxsor: “There’s
no question but that the sales impact
of the convention was tremendous.”

\+ often happens in heavy promo-

tional campaigns, the entire industry
eot a lift out of the convention and
election sponsorship. The Radio-Tele-
vision Manufacturers Association re-
porled that the convention and polili-
cal campaign promotion “unquestion-
ably stimulated” sales of radios and
TV sets.

In other lines. too, the sales picture
indicated that politics was helping to
sell appliances.  Up to June 1952
laundry dryers were 19¢ ahead of the
previous year, measured hy manufac-
turers shipments: by the end of Octo-
ber, the hgure was 217,

o there’s

adio

You're riding a winner on
WGR...for it's the most
listened-to radio station
throughout Western New
York, Northwestern Penn-
sylvania and Ontario. _.———

CBS
Radio
Network

RAND BUILDING,

Ve

S, «
herever you =) F =
’ R

BUFFALO 3, N. Y.

Notionol Representatives: Free & Peters, Inc.
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Leo J. {"'Fitz'") Fitzpotrick
I. R.("'Tke*’) Lounsberry

For clectric refrigerators, shipments
for the first six months of 1952 were
337¢ behind the comparable period of
19515 by the end of October, ship-
behind.  Although
the pickup in refrigerator sales began
in  June. the following convention
month was the best refrigerator month
of the vear for the industry. Monthly
home and farm freezer shipments were
behind 1951 for the first four months
of 1952, Shipments jumped ahead in
April, remained ahead through the next
six months.

Since early August the TV set in-
dustry has been enjoying a hoom that
is reminding everybody of the lush
sales in 1950, when nearly 7.5 million
sets were sold. a record that’s not ex-
pected to be beaten for some time..
While new TV stations (or the promise
of them) has sparked sales in certain
areas. the big selling figures are heing
raked up in “old” TV markets. Set
inventories dropped from 430,000 in
June to 80,000 in October.

The appliance industry needed the
lift it got out of second half of 1952
sales. While all the figures are not in,
retail  sales estimates by [Llectrical
Merchandising magazine indicate that
the industry will be doing well if it
equals its 1951 figure. The magazine’s
estimate of 1952 retail sales of all
electrical appliances. including radio
and TV sets. is $0,041.650.000. The
final 1951 figure was $0.1069.395.000.

While everyone interviewed agreed
that appliance sponsorship of conven-
tions and FElection Night boosted in-
dustry sales. opintons differed about
the degree of help such sponsorship
gave. Some said that appliance sales
were due for an upturn in the fall of
1952, anyway: that the consumer had
remained away from buying appli-
ances just as long as he could and
was relurning to ‘“‘normal” buying
habits. It was also pointed out that
many of the appliances which showed
increases over 1951 were riding up-
ward on a long-term sales curve he-
cause of low market saturation. These
include surh items as freezers, laundry
dryers, and deep-fat fryers.

As for the appearance of allocations
in the latter half of 1952, the industry
has been on allocation on and off since
the end of World War 1. Fien GI,
whose avpliance sales slumped marked-
h in 1952, put many appliances on
allocation as soon as they begen o
move more briskly last fall.

The main reason for allocations are

ments were 107
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., RADIO 1y,
Vie prorir Diehm Says:

There’s nothing “big shot”” about any of us. We don't try to give
you a lot of statistical mumbo jumbo and big talk about our abilities
to sell your client’s products on our stations. We're the so called
“small people” ... the workers . . . the producers of sales. We're
the people who work day and night to make it possible that your
client’s messages are properly directed to the millions of people we
serve and who depend upon us for news, sports, mystery, drama,
music, children’s programs . . . yes, for information and entertain-
ment for every age.

WAZL  WHOL WHLM WIDE

I HAZLETON, PA. NBC-MBS ALLENTOWN, PA. CBS BLOOMSBURG, PA. - §|DDEFORD-SACO, ME. MBS-YANKEE
} {Represented by Robert Meeker Associates): (Owned and Operated by Harry L. Magee),  (Represented by Edward Devney).
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GREEN BAY

62

Forjoe and Company
S. E. Dora-Clayton Agency

5,000 WATTS

“PAL for me, 1in 537!

That’s a good slogan for you timebuyers to
remember, when you want to sell the Coastal
Carolina market.

Programming to the Negro audience (50¢c
of the population), plus the vast group of
people who listen to hillbilly music, WPAL
gives a tremendously large segment of the
audience, at rock-bottom prices. Check your
Hoopers—and your rate cards.

Tried-'n’-true personalities sell, and sell your
product—all day long.

Money’s to be made here in Coastal Carolina
—and I'm just the doggy to do it for you.

Make your slogan: “PAL for me, in '53”!
Happy New Year!

1000 WATTS

ﬂOlUIO /?0(’/7 a /]OIIJOI‘ ﬂal]l]

|
|
ncrease

O/M,I?”LQ‘

1,000 WATTS
SAVYANNAH, GA.
A "Dee’’ Rivers Station
Call Forjoe or Stars, Inc., Atlanta

the demands of the Armed Services.
Last year the radio-TV indusiry
shipped civilian production valued at
$1.5 billion and military production
valued at $2.5 billion.

How the audiences were shared:
No detailed breakdowns of the radio-

TV audiences reached by each sponsor
during the conventions and Election
Night were published by any of the
rating services. However NBC put
out a series of releases which claimed
that, based on Nielsen studies, it
reached more homes {or Philco during
the convention than CBS did for West-
inghouse or ABC [or Admniral.

The whys and wherefores of this
greater share of audience will prob-
ably remain in dispute for years to
come. It can be pointed out, however,
that, so far as TV was coneerned
(where NBC’s audience superiority
was most evident). NBC had greater
station coverage. While the number of
stations varied greatly during the con-
ventions, NBC’s telecast was generally
carried on from 42 to 47 stations,
while CBS used 34 to 39 (Westing-
liouse also had three to four DuMont
stations) and ABC used 13 to 15.

One group of figures NBC released
covered average minute audiences dur-
ing both conventions on radio and TV
combined. CBS and ABC were not
identified by name but there was no
doubt who the “second” and “third”
networks were.

Here are the figures:

Day sessions — NBC, 3,569.000
homes; CBS. 2.532.000; ABC, 1,143,-
000.

Evening sessions—NBC. 3.995,000;
CRs. 2.612.000: ABC, 1.364.000.

In a separate release on television
coverage alone during the conventions,
NBC’s rating study of the Nielsen TV
Index showed that DuMont audiences
on an average minute basis ranged
from 180,000 during the daytime
G.Q.P. sessions to 346,000 during the
evening G.0.P. sessions.

NBC based its Election Night claims
on preliminary figures in a 10-city
comparative Trendex rating covering
viewing from 9:00 to 11:00 p.an. The
figures. NBC said. showed it reached
more TV viewers than any other net-
work with a 39 share of audience.

Nearly everybody tuned in: The
total figures on radio-TV listening to
both conventions are trnly impressive
(see charts. page 33). They also reveal

SPONSOR
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IE BARBED WIRE which sings in the wind
T Panhandle is right at
Back in 1882 one J. F. Glidden got
tired of punching cattle all over the horizon.
He noticed that
seemed to give the thorny cactus a wide

of the Texas
home.

longhorns  instinctively
berth co he added barbs to the fence on his
Panhandle ranch and barbed wire was born.

The fence which stands around Amarillo
is a boon to South Texans, protecting them

from the cold North Wind.

the citizens of the Panhandle, helping to

It also serves

make possible the largest cattle auction in
the world, giving dudes something to catch
their Levis on, affording cowboys employ-
ment nursing a million head, wearing down
the open range, reducing the need for that
sacred instrument, the branding iron.

The brand KGNC—burned into the daily
habits of a million or more inhabitants of
78 counties In Texas, Colorado. Oklahoma.
New Mexico and Kansas by 10.000 watts
of power and 30 years of regional and na-
tional programming — represents riches
which dwarf even the fabulous King Ranch.
income for the area

Gross cash farm

[ 10,000 WATTS )

and early risers

amounted to $925 million last vear.

With the highest per capita retail sales
in the nation, Amarillo owes much to its
vast trading area, its surrounding gas and
oil fields, wheatlands, ranches and farms.
Transportation hub of transcontinental rail,
bus. and air lines. Amarillo is close to the
stuff an advertiser looks for when he wants
business. And it helps to look for it early:

A couple from the Panhandle, in town for
a combination vacation and shopping teur,
The clerk

politely inquired if they wanted to leave a

registered at an Amarillo hotel.

call.

“No thanks,” said the hushand. “We’ll
just sleep right on through till sunrise.”

KGNC signs on at 5:30 a.m.

KGNC-TV signs on early in the spring of 1953.

|
A marillo

NBC AFFILIATE

REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY
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interestin tening and viewing pat-
t ' owth of TV. these
patt ybably never be re-

ate the same way, but to
k m sponsors they offer a
pri roadcasting’s power of
i in U.S. homes.

At the conventions occurred

ago. most of the material
w has not been published hefore.
his reason, SPONSOR presents some
led figures:

n the matter of homes reached. as
binted out earlier in the article, nine
yut of every 10 radio homes (which
means total U.S. radio and TV homes)

7.

were tuned in tu one or both conven-
tions at some time. The figures are
40,186,000 Hstening and viewing
homes out of 43,849,000, based on a
Nielsen percentage of 91.6.

According to Nielsen. there was a
greater percentage of TV homes view-
ing (or listening to) the convention
than radio homes or radio-only homes.
As chart No. 1 (page 33) shows, the
TV home percentage was 93, compared
to 72.7 and 89.3 for all radio homes
and radio-only homes, respectivelv. It
should be noted that the 95¢¢ figure
is a Nielsen estimate. It shows the per-
cent of TV homes which listened to TV

WDAY
(FARGO, N.D.)
IS ONE OF
THE NATION’S
MOST POPULAR

STATIONS®

An independent survey made by stu-

dents at North Dakota Agricultural
College among 3,969 farm families in
a 22-county area around Fargo proved
this: WDAY E a 17-to-1 favorite over

the next station—is a 3%-to-1 favorite

NBC « 5000 WATTS
970 KILOCYCLES

FREE & PETERS. INC.

Exclusive National Representatives

64

and radio and dues not separately
break down TV viewing exclusively.
However, Nielsen is convinced that the
total number of TV homes reached by
TV was above 90¢. lHere is how
Nielsen reached that conclusion:

I. Nielsen knew that one radio net-
work reached 38°7 of all radio homes
during one convention.

2. Nielsen also knew that all radio
networks reached 72.7 of all radio
homes during both conventions, or
roughly twice as many homes (see
Chart 1, page 33).

3. The Nielsen people knew that one
TV network reached 71.6% of all TV
homes during one convention.

Therefore, it is easy to see that,
while it would have been impossible
to double the 71.6% figure, the per-
centage of TV homes listening to TV
must have heen somewhere in the 90’s.
[F'urthermore, since the radio figures
also include MBS (whose coverage
was not sponsored by any of the appli-
ance firms}, the percentage of TV
homes reached by the appliance spon-
sors was even grealer than the radio
homes percentage than is indicated in
Chart No. 1.

The greater convention interest
among TV homes is made clear in
Charts 2 and 3 (page 33). Chart 2
shows that the greatest average tune-
in time during the conventions was in
TV homes—28.1 hours. Note also that
while half of the TV homes tuned in
to radio, the average radio tune-in
time was onlv L3 hours. Even in
radio-only homes. the average tune-in
time was a little more than half the TV
homes figure. This indicates a higher
relative  exposure to commercials
among TV set owners.

Chart 3 is simply the result of multi-
plving the homes figures in Chart 1 by
the corresponding average tune-in
time in Chart 2. It shows that the
oross antount of listening and viewing

00F

DOTHAN, ALABAMA

5000/560

NON-DIRECTIONAL

Sevthaest
Dere-Clayten Agency

Nationa! Raprasentalive
Saers ond Ayer

SPONSOR



IN
TULSA

THE PULSE, INC. 100% YARDSTICK THE PULSE OF TULSA
Radio Station Audiences by Time Periods November, 1952

M ONDAYS-FRIDAY

Station 6 AM-12 Noon 12 Noon -6 PM 6 PM-8 PM
KVOO 34 40 42
B 20 22 27
“c" 19 16 15
"D" 13a 8a *
"g" 7 6
“F" 5 4
Misc. 3 5
Total Percent 100 100 100

Average % hour
Home using radio 19.1 20.8 237

"@" Does not broadcast for complete six hour period and the share of audience is un-
adjusted for this situation.

* Not on air

These figures are percentages indicating the relative popularity of the stations during the day. The base,
total station quarter hour mentions, is the sum of the number of stations listened to during the periods.

This base, divided into the total mentions of each station gives the figures listed above.

* K K

KVOO leads substantially in erery quarter hour covered by this Pulse Report save one, and in this quarter
hour one other station merely equals the KVOO share of audience.

See your nearest Edward Petry & Company office for the complete data and for KVOO availabilities.

RADIO STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

GREATEST STATION

TULSA, OKLA.

50,000 WATTS

OKLAHOMA'S
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HOOK ONTO THE
PROSPEROUS
SOUTHERN

NEW ENGLAND
MARKET. WJAR-TV
MEANS UNDUPLI-
CATED COVERAGE
IN 240,000 HOMES
WITH PERSISTENT
SELLING TO MORE
THAN 720,000
PEOPLE. /

WIJAR-TV
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in TV homes was greater than the
gross figures for radio-only homes.

Even taking into account the radio
listening in TV homes. the figures indi-
cate that the gross amount of TV view-
ing was greater than the gross amount
of radio listeming. This, despite the
areater number of radio-only homes.

How does this listening and viewing
compare with regular radio and TV
program audience levels? Total con-
vention audience figures don’t offer a
good basis for comparison. but half-
hour audience peaks during the con-
vention might. Here is what Nielsen
discovered about peak convention
audiences:

I. For radio. during the G.0.P. Con-
vention: 7,570,000 homes, 2:00 to
2:30 p.m. Friday 11 July, towards the
end of final balloting.

2. For TV, during the G.O.P. Con-
vention:
11:00 p.m.. Thursday 10 July, during
the nominating speeches.

3. For radio, during the Democratic
Convention: 8,075,000 homes, 2:30 to
3:00 p.m., Friday 25 July, during the
first balloting.

4. For TV, during the Democratic
Convention, 10.161.000 homes, 10:30
to 11:00 p.m., Friday July 25, during
the early part of the third balloting.

Note that the Republican and Demo-
cratic peaks on TV were during identi-
cal time segments in the evening. On
radio the peak time segments for the
two conventions were adjacent in the
afternoon.

These peak figures were attained by
all sponsors combined. Compare these
figures with leading radio and TV pro-
grams between and before the conven-
tions. Here are some of the leaders.
according to Nielsen:

e During the spring of 1932, the
leading network radio shows reached
between 4.000.000 and  5.000.000

hoines.

8,055,000 homes, 10:30 to

Trnnimft‘lmg Denvear's
Most Powerful Signal from
Atop pokout Mountain

cis | KBTV

ABC CHANNEL

Affiliate 9
b DENVER

To reoch the rich, exponding
Denver and Colorodo mcrket specify
KBTV ... for sales resultsl Check these
facts ond figures. Write for complete
details on this productive, fast-grow-
ing market

THE GREAT

COLORADO MARKET
Population ........ 1,325, 089
% Increase over 1940
Total Retail Sales....$1,257, 095 000
Total Urban Populuhon
Total Rural Population
TV Sets in Area

(Rocky Mtn. Elec. League—Dec. 1)

'CHAH EL q DENVER
1100 cnumlmu ® TAbor 6386

Confact Your Nearest
Free & Peters Representalive

Suggestion: File
this article for 56

SPONSOR’S article summarizing
results and audience accru-
ing from 1952 convention
sponsorship may come in
handy to admen in 1950. It
could be used as background
for a decision on whether
or not to buy into or around
convention broadcasts.

Radio Station

KEMB

is
now

(BS

RADIO NETWORK
in
San Diego, Calif.
(550 on Dial)

John A. Kennedy, Board Chairman
Howard L. Chernoff, Gen. Manager

Represented by THE BRANHAM CO.

SPONSOR




Here in the
San Francisco Bay Area

(ONE OF “'FIRST 10" MARKETS IN TV SETS)

is a major advertising
medium...and the
major TV station in the
market is

which operates
on Channel 4 and puts
more eyes on SPOTS

Most Advertisers! Rorabaugh reports that
KRON-TV serves the largest number of ad-
vertisers in this 3-station market

Biggest Audience! Pulse shows that
KRON-TV offers the greatest percentage of
audience, day and night, and all week

Best Shows! Pulse counts more top-rated
shows on KRON-TV than on the other two
San Francisco stations combined

Clearest Coverage! The market’s highest
antenna sends KRON-TV's signal throughout
the Bay Arca market, deep into Northern and
Central California

ASK FREE & PETERS for availabilities...
in New York, Chicago, Detroit, Atlanta,
Fort Worth, Hollywood. KRON-TYV offices
and studios in the San Francisco Chronicle
Bldg., 5th and Mission Streets, San Francisco.
An NBC Affiliate, KRON-TYV is owned and
operated by the San Francisco Chronicle. It
has pioneered in San Francisco TV (Channel
4) since November 15, 1949.

12 JANUARY 1953

Air view of Coit Tigyven;;m;p Telegraph
Hill. From “The Hill”" ‘eatly-day San

Franciscans watched for ships
the Golden Gate, x
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e The Groucho Marx radio program
reached 2,440.000 homes between the
conventions.
e In]j 1952, I Love Lucy reached
9.271.000 TV homes during one week.
e During the spring of 1952, Lucy
reached a peak of 11.000.000 homes.
Without going into detailed com-
parisons, it is obvious that the 1op
radio and TV shows can equal or
exceed the half-hour audience reached
by one sponsor during the convention.
But it is also obvious that no broad-
cast sponsors, within such a short
period of time as the two conventions.

ever reached =0 many people so many
times.

The convention sponsors had plenty
of time to put their ideas across. Ad-
miral had 105 hours of TV coverage.
100 hours of radio coverage. Philco
had 138 hours of TV time. 91 hours
of radio time. As for commercials
Westinghouse presented 202 on TV,
taking up 207 minutes of commercial
time. and 186 on radio. taking up the
sanie amount of time in minutes. Ad-
miral had 310 minutes of commercial
time on TV and 215 minutes of com-
mercial time on radio.

T WSAZ-TV . . ..

Covers the rich
____— (and growing)
OHIO VALLEY

EXCLUSIVELY!

WSAZ-TV, with HOMETOWN PROGRAMING
(Huntington-Charleston) is viewed in this area of
3,000,000 EXCLUSIVELY—Plant expansion at
South Point, Ohio $12,000,000 and Government
Building Program outside of Portsmouth, Ohio in the
Millions . . . WSAZ-TV covers 103 counties in West
Virginia, Ohio, Kentucky and Virginia . .

———

N

- —
MARKET DATA: 1951-52 (Total Area)®

POPULATION: 3,299,300
FAMILIES: 812.000
FOOD SALES: $479,404,000
DRUG SALES: $ 48,506,000
RETAIL SALES: $1,828,557,000
EFFECTIVE

BUYING INCOME: $2.873,118,000

Eleotenil

Affiliated with all four Television Networks

*Source: Sales Management —Survey of Buving Power'—May 10, 1952

‘ 84,000 WATTS—CHANNEL 3

| &  nuntiveTon, w. viReinia
B | represented by the KATZ AGENCY
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Nielsen Election Night listening fig-
ures are not complete but for TV
analysis showed that 17,166,000 homes
viewed the returns at one time or an-
other. This was 89.97 of US. TV
homes. The high point in viewing was
during the half hour beginning at 9:00
p-n. 13.977.000 homes were
tuned in. The figure~ went downward
after that.

However, up to the half hour be-
ginning at 10:30 the number of view-
ing homes remained above 13 million.
After midnight more than nine million
homes were still tuned in; and at 2:00
a.n. the count was nearly five million
homes.

when

What was learued? [ ooking back
on the convention. the sponsors feel
that the selling job was properly han-
dled and effective. They don’t consider
the commercials intruded and they
point out that, although a broadcast
sponsor is allowed 107 of program
time for commercials, none of them
used more than half of their allotted
time quota. (See “Advertisers learned
plenty at the conventions,” SPONSOR
28 July 1952.)

There was no difference in the basic
commercial approach between the two
conventions. There was a real effort
made to get more variety, however,
into the Democratic Convention broad-
casts. Philco. which put 11% of its
TV commercials on fihn, made up 42
different commercial films for the con-
ventions. Because all stations weren’t
interconnected, il was necessary to
make 777 prints, the largest single TV
print order up to that time.

With its 24 products advertised dur-
ing the convention, Westinghouse used
28 different live commercials with
Betty Furness plus 26 different flip
card commercials. Admiral sought
variety by indoctrinating the an.
nouncers in Admiral sales lore and
letting them speak extemporaneously.
It worked well during the G.O.P. con-

Going to Hollywood? \
Want to see television
production facilities that
you have been dreaming

about?

. . . Just drop in on the
new Telepix building ...

flepix

AR
TR B S S

1515 N. Western Ave., Hollywood |
155 E. Ohio Street, Chicago

SPONSOR
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ONLY A COMBINATION
ATLANTA OF STATIONS CAN

MAJOR MARKETS

SAVANNAH

wroc

1290ke

CBS RADIO

the TRIO offers

advertisers at
one low cost:

CONCENTRATED
COVERAGE

7 MERCHANDISING

MACON £ ASSISTANCE
4 ®
7 LISTENER LOYALTY
Y BUILT BY LOCAL
1

o~ PROGRAMMING

4
Ky -~ - DEALER LOYALTIES

represented N L

individually and in 3 major markets
as a group by

THE KATZ AGENCY, INC.

NEW YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES SAN FRANCISCO

. SAVANNAH




HEARING
BELIEVING

Central Ohioans buy brand
names associated with favorite
radio personalities. Loyal, yet
ever-ready to try something
new, Central Ohioans, 114 mil-
lion strong, make up a billion-dollar market for old and
new products.

Reach this 24-county market area through WBNS Radio
—Central Ohio’s only CBS outlet. The top 20-rated pro-
grams round out a balanced schedule which attracts loyal
listeners who bear . . . beliere . . . and buy!

ASK JOHN BLAIR

rowes
WENS — 5,000
WELD-FM-—53,000
COLUMBUS, OKI0

' (8BS
CENTRAL OHIO'S ONLY OUTLET

T

BIG AGGIE LAND: ' f]/ O /
e n y
Ki

N (@) " COMPLETE BROADCASTING

| INSTITUTION IN
City /?[C/IINOIICJ
Limits

—
W

WMB G-
| - WCOD-»

WNAX — 570

Yankton-Sioux City
¢ b

Represented nationally by

en MR v e w emesemmoteee
oS S v

The Katx Agency

First Stations of Virginia

WTVR Blair TV lInc.
L WMBG The Bolling Co.

A e AN AT

CBS Radio
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clave and Admiral continued the tech-
nique during the Democratic one.

Neither the sponsors nor networks
can see now how they could have cov-
ered only the highlights of the conven-
tion rather than the entire picture.

Adman Ritenbaugh, speaking for
Westinghouse, said, “It is our feeling
that the impact of the complete cover-
age was bevond description. The
thousands of letters received during
and after the conventions bear this
out. The people were thrilled by even
the smallest incident. How could you
broadcast just the highlights when
some of the by-play. such as the
Romany (roll call} incident during the
G.0.P. Convention, the fire episode
during the Democratic Convention,
and hundreds of others. were as great
a part of the over-all picture as any of
the major speeches.”

Ritenbaugh also declared that par-
ticipating sponsorship would have
been a mistake: “The audience for the
convention broadcasts and telecasts
fluctuated greatly during each day.
The millions of people who followed
the convention proceedings certainly
did not make up a static audience. This
changing audience would seem to stop
any argument for a shared sponsor-
ship.  There would undoubtedly be
confusion in the minds of people as to
the sponsor of a program cuch as this
if they would have seen or heard many
different kinds of commercials.”

As for the networks, here is what
they learned from the conventions:

I. TV equipment has to be made
smaller and more portable. Radio still
has the edge in the setting up of re-
motes. However. in one instance, an
NBC television crew set up equipment
in the Blackstone Hotel ready for tele-
casting 37 minutes after a call was put
in to the crew in a garage four niles
away.

2. The 1956 conventions will see
more emphasis on the manpower side
and less on the technical side. There
will prolably be more interpretation,
more coveraze of events taking place
outside the convention.

3. Actual production costs for such
events as conventions have probably
reached a ceiling.

4. The top problem in 1956 will be
to pre<ent a tighter, clearer, and more
deftly dovetailed presentation. This
could entail a completely revolution-
ized technique of comvention proceed-
ings in the planning of the two major
political parties. S

SPONSOR
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Nobody needs a slide rule to prove
that most advertising cosfs have
gone up in the past ten years. But
sometimes people overlook the fact
that advertising values have also
zoomed upward!

And more than ever,
RADIO serves you the higgest slice
of ADVERTISING VALUE

Radio now delivers the biggest audiences in history.

Yet the cost of using radio has increased far less than
any other costs in the advertising business! Here's an

i1llustration—
It now takes $206 BUT it takes only §114 to
to buy engravings buy time that cost $100 in 1942
that cost $100 ..on KYW, the 50,000-watt

in 1942 Westinghouse station that
dominates the rewarding

Philadelphia market area

In six of the nation’s leading markets. Westinghouse
stations provide unbeatable advertising coverage.. at
a cost-per-listener that makes every dollar count..
for more!

WESTINGHOUSE RADIO STATIONS Inc
WBZ - WBZA « KYW - KDKA - WOWO - KEX - WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV: for WBZ-TV, NBC Spot Sales
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500 TV STATIONS

(Continued from page 25)

them in pricing “new” TV markets:
As each wew TV station joins a net-
work. the average cost for a Class “A”
hour will be somewhere between $150
and $200 gross, depending on the size
of the market. This price is set. at the
moment, by the simple economies of
station operation and the fact that the
outlook is for fast set growth in the
newest TV areas.

With a half-hour TV time slot likely
to cost over $16.000 per week on a

“full” network of the near future, it’s
0111)‘ natural that many agencymen
have gasped in alarm, as they mea-
sured these figures mentally against
their client’s pockethooks.

At the same time, the TV networks
are aware of the limitations of adver-
tising budgets. “We wouldn’t dare in-
sist that network TV advertisers carry
every slation on the network. a CBS
TV official told sronsor. “We'll prob-
ably set a "basie” network of perhaps
70 or 75 stations. covering the same
number of top markels, and arrange
the others in groups of supplemen-

WHADDA YA MEAN RABBITS?

These, my friend, are CHINCHILLAS . . . the in-the-
money bunny . . . the aristocrat of the rabbit world. We
dug up this photo because it’s a perfect illustration of

the WIBW audience.

You see, we're a farm station. Always have been. As
a result, WIBW is the station that Kansas farm families
have always listened to most*. And when it comes to
spendable income, WIBW listeners are the aristocrats in
this area. Twelve consecutive years of wonderful crops
and high prices have taken care of that.

CASH IN on this known buying power and known

listening preference.

USE WIBW!

*Kansas Radio Audience 1940-52

Serving and Selling

"THE MAGIC CIRCLE”
Rep.: Capper Publications, Inc. - BEN LUDY, Gen. Mgr.« WIBW « K(KN

Torina
WANSAS
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tartes. Down at the end of the list
there may well be ‘bonus’ stations who
will be happy enough to carrv big net-
work shows without charge in order
to attract audiences.”

Indeed. most admen feel, the only
way the major networks will be able
to operate is through a very flexible
selling vlan. There is likely to be more
use of regional TV webs. partial net-
works and a goodly number of shared-
sponsorship or allernate-week arrange-
ments.

There are, however, some aqistinct
ageney hopes for market-by-market
rate reduetions in TV—despite the
Fooming growth of networks. Many
of the largest TV areas—sueh as Buf-
falo, DPitisburgh. New Orleans, St.
Louis, etc.—are one-station cities. On
the FCC’s time-table. these markets
will have more TV stations moving in
shortly. Then. admen fcel. the “old”
stations will start offering fancy dis-
counts as the competition starts to get
much tougher. Some of the savings
here, both in terms of what networks
will ask for the “old” station’s time
and what the station will have on its
spot rate eard, will help greatly in buy-

Pin Up Sheet

YOUR EVERYDAY GUIDE
TO CURRENT SONG HITS

The broadcaster faces a
daily challenge of provxd'mg
the best in recorded musical
entertainment.

To help meet this challenge
BMI issues its monthly “Pin
Up” sheet of BMI-licensed
songs which can honestly be
classed as Hit Tunes. ;

Most broadcasting stations
keep the BMI “Pin Up?” sheet
prominently posted as a con-
venjent reference. Complete
record information is pro-
vided, as well as a handy cal-
endar listing dates and events
important to broadcasters.

If you'd like your own
personal copy—nrite to

BMI Promotion Dept.

o

[ ..r /A ’ 3 i

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW YORK 19
NEW YORK * CHICAGO * HOLLYWOQD

SPONSOR
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Here's the REAL pitch

on radio, in Kentucky!

When you strip it of all the fancy talk, the Kentucky radio story
boils down to this:

55.3% of the State’s total retail sales are made in
Metropolitan Louisville and its satellite markets —

a concentrated area covered daily by WAVE, alone!
With 5000 watts (and 5000-watt rates!), W AVE gives you this

important majority, plus a big hunk of Southern Indiana

with another quarter billion dollars in effective buying income!

The show’s going on, »ow. Join the other smart advertisers —
step right up and get a front-row seat with WAVE!

WATTS o NBC O WAv E
LOUISVILLE

Free & Peters, Inc., Exclusive National Representatives
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2765

Independent
Retail Grocers

in Baltimore say:

WFBR’s

the station for vs!

Every year since 1936, the
powerful Independent Retail
Grocers Association of Balti-
more has turned to Baltimore’s
promotion-minded, know-
how station, WFBR, to make
sure their Annual Food Show,
held at the Fifth Regiment
Armory in Baltimore, goes
over with a bang.

Every year WFBR has thrown
the full weight of its promotion,
programming, merchandising
and production departments
behind this great food event.

The result? Every year, bigger
crowds, more exhibitors, better
displays—and firmer loyalties,
friendship and cooperation be-
tween the 2765 members of the
Independent Retail Grocers
Association and WFBR.

For real showmanship, solid
merchandising and active,
day-in, day-out promotion, ask
your John Blair man or write,
wire or phone...

ABC BASIC NETWORK

WEFB

5000 WATTS (N BALTIMORE, MD.
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inng “new”’ television markets.

Such savings, of course, won't alter
the upward trend of over-all costs. As
a result. many a top advertiser today
= asking his agency. quietly, if the
game is going to he worth the price of
admission.

On a mathematical basis, the answer
seems to be a cautious “yes.” Sidney
W. Dean Jr., v.p. and director of mar-
keting services of McCann-Erickson,
recently stated to the ANA:

“By dividing the number of poten-
tial television homes by the cost of
commercial time.  cost-per-1,000  net
television homes now stands at 56¢ in
the original 03 television markets. By
December 1951. the projection indi-
cates a decline to approximately 50¢.

* * * * * * * *

ee Advertisers shouldn®t endorse the prin-

ciple of ‘robbing Peter to pay Paul)

finaneing television at the expense of
other media.**

J. L. YAN VOLKENBURG

Presideni

CBS TV
* * * * * x % *

an 119 reduction in the cost-per-
1,000 net homes. by the NBC defini-
tion. [f they could be computed on a
gross basis. they would be substantially
lower.

“By applying the projected rates for
the 62 new television markets to the
gross potential audience of the 18.000.-
000 homes,” Dean added, “the pro-
jected cost-per-1.000  gross television
homes hecomes 44¢ by December
1954. While this is a valid measure-
ment of the potential cost for non-
time in these 62
markets, it cannot he compared with
the above cost of the 1,000 net homes
in the original 03 markets.”

(NOTE: 1In the statement above.
Dean refers to “net” homes as opposed
to “gross.” The “net” TV audience is
the total potential viewing homes at a
given moment of time. since there are
some duplications and overlaps in the

simultancous  spot

063 “old™ TV markets. “Gross” audi-
ence is the technical sum of all the
audiences of all stations in these
areas.)

An interesting qualifier to such pro-
jections was made to SPONSOR by one
NBC TV executive. By his calculations,
the simple “circulation” cost figures
(net costs vs. potential audience) for
the NBC video web is $1.67-per-1.000
for a half-hour evening slot starting
January 1953. By early 1955, this
figure will have dropped, the NBC man
believes, to about $1.30.

Key points for admen: As TV net-
works grow, despite possible savings
here and there in one-station markets
that have become more competitive,
the time costs will rise. New stations
may come on al an average cosl of
3150-5200 for a Class “A” evening
lour, gross. Ultimate size of each of
the major national TV webs may be
about 125-150 outlets, starting at a
“basic” list of perlhaps 70 and working
down through groups of supplemen-
tartes. And, although TV networks
will cost more, they will reacl so many
more people that the costs-vs.-circula-
tion figures will drop.

Effects on other ad media: Since
large-scale TV is going to be an ex-
pensive item, admen are naturally curi-
ous about the long-range effects of TV
on other media. particularly radio.
Most agencies feel today that radio
will continue as a useful, active adver-
tising medium when TV reaches near-
national size in a couple of years.
However, radie — particularly night-
time network radio—may find its pri-
mary use by the larger TV advertisers
of 1935 in a “complementary” role.
That is, radio will be used to fill in
the gaps of TV at night. During the
davtinie and early morning radio will
Liold a good deal of its audience and
its revenue, the admen interviewed by
SPONSOR predicted.
Independent radio stations, particu-
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Your TV Film

g mm e w0 T O

Hundreds of Ad Agencies rely on Filmack
for TV Spots by Mail. With our 35 Years
Experience, Huge Facilities, and Expert
Craftsmen, we can produce all types of
stop-motion, full animation and TV slides!
...Send in your Storyboards for quotes.

SPONSOR



NORTH CAROLINA IS THE SOUTH'S NUMBER ONE STATE

NORTH CAROLINA'S

Number:

alesman is

I
also
WPTF-FM

l 50,000 WATTS . 680 ke
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larly those who have developed loyal

followi he face of TV competi-
tion- like New York’s WNEW and
WOXR > likely to fare well. Big
powerhouse stations and the clear-

channel radio outlets—who have sub-
stantial audiences among TV and non-
TV families in video areas, and in the
non-TV families outside the TV cur-
tain—are also good bets for the future.

(Interestingly, Y&R recently com-
pared costs-per-1,000 in a major TV
market to determine this. A spot radio
campaign on a major 50 kw. station

was matched with a spot campaign on
a series of smaller, outside-the-TV-area
stations. The big station won in a
walk. Cost-per-1,000 homes on the
large station was about $1.50; on the
series of small stations surrounding it.
the costs averaged $5.10).

Of the two other “indoor” media-—
newspapers and magazines
papers are likely to be affected much
less than magazines by the growing
size of TV. Research studies—such as
those prepared by Y&R and the Hof-
stra Study of \NBC TV—have shown

- 11eWS§-

SELL MORE IN THE

Recent official Hooper Ratings
show WSJS, the Journal-Sentinel
Station, FIRST in the morning—
FIRST in the afternoon—FIRST in
the evening! For the finest in

AM.FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

QLSOUTH'S No.1State! .

% Winston-Salem
is the home of
R.J. Reynolds

Tobacco Co,

| better buy.

that newspaper readership is dented by
TV in a video home. but it isn’t much
below the level of a non-TV home.
Magazines, on the other hand, are
much harder hit.

Key points for admen: Tl has al-
ready had a deep effect on other ad
media. In the next few years, its effect
will be even more pronounced. Admen
predict today that nighttime radio may
drop to a “complementary” media role,
and be used to fill in the chinks of TV
coverage. Daytime and early-morning
radio may be more durable. Indepen-
dent radio outlets, and powerhouse ra-
dio stations will have the best chances
in an era when the U.S. map is dotted
with 500 or more TV stations. Maga-
zines will be hit harder than news.
vapers by the growth of TV, admen
feel. There are ceilings to what any
large manufacturer can lay out for ad-
vertising budgets. Therefore, TV is
likely to fall heir to a good deal of
money which might have been ear-
marked for radio or print media—

but only where TI" proves itself a
* * X

Checef

STATION

BASIC ABC NETWORK
REPRESENTED
BY

CLEVELAND’S

5,000 WATTS—850 K.C.

H-R REPRESENTATIVES
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GIRDLESON TV
(Continued from page 30)

how the girdle would fit her. Although
this film was acceptable to the network,
it never actually went on the air.

NBC TV’s policy on intimate wear-
ing apparel is representative of the
television industry: Demonstration of
such articles is permissible only when
it is not shown on a live model.

Recalling the early days of TV,
Stockton Hellfrick said, “We have
found that our audience objected to
seeing women’s thighs exposed on the
TV screens. Today we ohserve a ban
on the traditional can can costume as
well as on commercials that might of-
fend audiences in any part of the coun.
try. Audience reaction coupled with
good taste has guided our policy.”

Grace Johnsen, director of ABC's
continuity-acceptance department, af-
firmed Stockton Hellfrick’s ideas on
the subject of what can safely be shown
on video and what might arouse ad-
verse comment, She recalls a 00-sec-
ond film commercial by the Flexie ac-
count a couple of years ago. This film
used the “Topper” film
nique of having the model’s body fade
out and showing only the girdle and
jewelry. However, even at that, views
of the girdle on the form of the invisi-
ble model were from stills, not action
shots. No one objected to this han-
dling of the subject.

Auother acceptable way of advertis-
ing girdles or brassieres on ABC TV is
in the femcee’s or model’s hands, while
she points out its advanlageous fea-
tures. This policy towards intimate
wearing apparel was established on the
network from the start.

In 1950, however, ABC’s Grace
Johnsen decided that following the
rules blindly was a mistake. “We de-

series tech-

cided to judge each case according to
tts own merits,” she told spoxsor. In
line with this outlook, ABC accepted
the Maidenform Brassieres account two
years ago, and produced one of the
earliest live TV commercials showing
a live model in a bra. (See “llow times
have changed!” 4 1950
sPONSOR.)  Of course, the copy ap-
proach, setting, and action were dig-
nifted and subdued. The model didn’t
walk in her deshabille, though an in-
troductory shot did show her in the
highly = publicized dream sequence
Maidenform uses in its black-and-white
advertising.  This  commercial was
shown on the Faith Baldwin Theatre

December

* * * * * * * *

s¢The Advertising Researeh Foundation
today is truly a tripartite organization.
Now, advertisers, agencies, and media
all are subscribers and they are all
equally represented on the Board, and
I think that is what makes the Founda-
tion strong today,%?

EDGAR KOBAK
President
Advrertising Research Foundation

* * * * * * * *

of Romance over the ABC TV network
from January 1951 through July 1951.
Saturdays 12:30 p.m. to 1:00 p.m.
with both good results and favorable
reactions.

CBS TV has a firm policy against
use of live models wearing girdles or
bras. The only girdle account which
the network ever accepted was the lay-
tex girdles which were advertised about
a year ago on an early afternoon wom-
en’s program, Fashion Magic. The
show opened with a still of the famous
Plavtex photograph that is used in
their black-and-white media advertis-
ing—the one showing a girl in a Play-
tex garment as she leaps and dances.

L

Superimposed over this still was the
title of the program. During the ac-
tual commereial. the garment was nev-
er shown on a live model. Yet even
under these circumstances, the film
might not have heen accepted by the
network had it been planued for u later
hour when the audience composition
might be less exclusively female.

Fdwin Saulpaugh, head of DuMont’s
continuity-acceptance department, re-
calls only one girdle acconnt that was
ever carried on the network. The gar-
ment was shown on a women's pro-
gram by Kathi Norris, who took it out
of a package, held it up, and comment-
ed on it. 1t was, however, never shown
on a live model. DuMont feels that
showing the garment on a dumniy form
would be acceptable. but the network
goes along with majority opinion on
the subject: Live models are out.

Sarong’s new 20-second commercial
film seems to have overcome the ban
to the satisfaction of continuity ac-
ceptance of the wets with whom they
cliecked. However, individual stations
are still free to make their own de-
cisions.

This problem of dealing with “deli-
cate” subjects on television has faced
manufacturers of such items as laxa-
tives, women’s intimate apparel, liquor.
toilet paper, in fact any number of so-
called “unmentionables™ since TV be-
gan (see 3 November 1952 SPONSOR.
page 22). However, this hurdle. far
from suppressing creativeness, has
stimulated film producers and copy-
writers to greater ingenuity and origi-
nality. By intelligent awareness of the
rules of good taste. many an adyertiser
has found clever. interesting. often ar-
tistic ways of presenting his product on
television without embarrassing the
viewers and yet at the same time with-
out losing any of his sales points, * * %

This is WHDH’s John Day!

Outstanding News Editor, Analyst, Announcer

One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s
Market of over 1,500,000 Radio

Families.

Subsidiary of the Boston Herald-Traveler Corp.
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50,000 WATTS
BOSTON

See Your John Blair Mnn_,_:
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what makes WI.

Mr. Cohen Williams, President of Martha White Mills,
Inc., says, “WLAC aloune clicked my self rising corn
meal into first place. When I was shown a snrvey plac-
ing Martha White Self Rising Corn Meal in top place, I
was amazed!  When this ean be done by using only
WLAC, 15 mimntes a day, and Bob Jemuings, I wonld

say that WLAC is a sales elicking station.”

When WLAC Clicks...lts Audience Clicks, TOO!

Whether we are selling corn meal, work clethes, frozen
foods ... or any other merchandise . . . WLAC Programs

with Personalities hold and SELL radio listeners. . .

The Nashville SALES Power Station

CBS RADIO 50,000 WATTS

NASHVILLE,TENN

g Nashville, Tennessee
 \SRADZ0
)
.

For further information contact The Katz Agency, Inc.,
National Advertising Representatives
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MEN, MONEY
(Continued from page 6)

$2,163,419 in taxes, the net profit
(ending 30 September) was $2.009.-
307. equal to $1.50 a common share as
against $705.010 profit the year be-
fore, and 37¢ a share dividend.

“* * %

Short memories being what they are
in life (and In business) il Is worth
recalling that possibly the greatest all-
time creator of sales “franchises” has
been radio. Think of half a dozen
soaps, Pepsodent, Lady Esther. Dr.
Lyon’s, Raleigh Cigarcttes, Carnation
Milk, Wrigley Gum, Jell-O, Fitch
Shampoo, 20 Mule Team Borax,
Houschold Finance. Phillips Milk of
Magnesia, Luden’s Cough Drops, John-
son Wax, such paints as Acme. Cook,
Moore, International Silver. Alka-Selt-
zer, Chase & Sanbom coffee. Real Silk,
Jergens. What is their debt to radio?
At at guess, incalculable.

* * L

The “franchise”™ pays off in quick
capital gains, or in year after year
market strength. As au example of
capital gains think back to the two
Harris Brothers. merchandising wiz-
ards. bringing Toni coldwave up from
nowhere to a sellout for $£20.000.000
to the Gillette Safety Razor people. But
the trademark franchise when properly
engineered has a durability bheyond
gold miunes, which can peter out, and
personal genius. which can go stale.
Not by happenstance is Procter &
Gamble, a franchise of franchises. able
to set aside large sums for market re-
search and—most significant of all—
experiments in  new entertainment
techniques. They know well the payoff
built into a well-planned new prouct.
or new programs to help forced
draught old franchises. * ok k

12 JANUARY 1953

RADIO RESEARCH: 1953

(Continued [rom page 28)

likewice the arca of out-of-home listen-
mg.

With the pressure from TV mount-
ing,
changed by some of the rating services
ha: aszsumed a move strident
Adding fuel to the demand that such
services do sometliing abont revising
their audience-counting systems is the
increasing tendency among some ad-
vertisers to let ratings alone govern
the decision on whether or not to can-
cel or renew a contracl.

radio’s cry that it is heing short-

1note.

Radio stations cite such actions by
advertisers as justifying the charge
that their future is at the mercy of

antiquated rating systems and the con-

* * * * * * * *

e¢Just becanse an advertising dollar
during a recession cannot bring in the
same amount of sales it does dnring
prosperity—it is not a bad dollar. It
may be the livest advertising dollar ever
spent in terms of checking recession.?®

JOUN 1I". CUNNINGHAM
Chairman of the Board
Cunningham & Walsh, Ine.

* * * * * * * *

fusion accruing from the varying
methods of all the rating services. A
step toward correcting this condition
is the four-committee project of the
Adverlising Rezearch Foundation. With
Dr. E. L. Deckinger of Biow as gen-
eral chairman, these commiitees are
trying. in summary. to find out what
would Dbe the ideal rating method.
(Members of the committees have al-
ready dropped hints that they’re not
getiing the warm cooperation they had
anticipated from the rating services.)

In the opinions of complaining ra-
dio stations. this ARF project is all

One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s
Market of over 1,500,000 Radio

Families.

Subsidiary of the Boston Herald-Traveler Corp.

This is WHDH’s Curt

The Voice of the Boston Red Sox

right but it isu’t exactly what they
want. They look upon it as a long-
range schenie: what they would much
prefer is quick action on the part of
the leading rating services. The latter
have indicated that they are giving
serious thought to more detailed meth-
ods of home wampling but say they
arcu’t ready to talk about when.

Comments gathered by sPoNsokr in
the course of its survey are pretty well
convineed that the traditional ways of
mea.uring radio are in need of over-
hauling.  The disposition is anything
but one of trying to cover up pasl
“sins”; rather there is an awareness of
the unecessity for measuring the radio
picture in all its dimensions.

The sroxsor survey, as it will be
noted [romn the rundown of what each
firm is doing. found that it was a liule
too early to get the complete research
picture for 1953. Some organizations
explained that they had several proj-
ects either wrapped up or in the draw-
ing-hoard stage but poliey dictated
they vefrain from making statements
until these plans had been approved
by the proper authorities and the nec-
essary budget put through.

Station reps loom more important
in the radio research picture with each
passing year. As<ocialed with consis-
tent activity in the field of radio re-
search are such rep organizations as
CBS Radio Spot Sales, John Blair &
Co.. the Katz Agency, and the Henry
1. Christal Co., which just recently in-
duced seven major radio stations it
represents to have Alfred Politz do a
jointly sponsored study for them on
how many and what kind of people
radio influences.

Here is a company-by-company sum-
mary (in alphabetical order) of what
the sPoNsOR survey found was sched-
uled in the way of radio research

Gowdy!
— Top Sports Personality

- ——

50,000 WATTS
BOSTON

See Your John Blair _Mkcm
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among networks. research organiza- lis technique for measuring listening
tions, and trade groups: on person-hy-person basis rather
than on the basis of a family unit will
ABC: onsidering a number of go a long way toward filling up this
radio studies but the plans haven’t  particular research gap. ARB is also
been tallized enough to discuss expanding its technique to match up
them. the products on the pantry shelf with
the family’s radio listening history.
Lmerican Researeh Barean:

Has developed some new methods of Adrertising Researeh Fonnda-
measuring radio which have been test-
ed in the field. One of them involves
the problem of measuring multiple-set

listening. Director James Seiler say-

tion: |ts {our-subconmmitice study of
rating methods will get fully under
way this month. The No. 1 task is the
auditing of the various services, with
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You can’t cover Indiana‘s

market from another state.

Qur rates are local and include

complete merchandising distri-

bution and promotion assistance.

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

and four nationality groups.

Only the Gary Sales Plan sells

Indiana’s second market.

Call us without obligation.

“Tha 9. @OQ__.
Gen. Mgr.—WWCA

Gary Indiana’s
No. 2 Market

i ﬂll.'lllx‘lll:/ltlllllll[
i,

Chicago’s
Radio
Monster
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ARF men going out into the field with
rating service operatives to observe
procedures. Also entailed in the study
is. as Biow’s Dr. Deckinger phrases
it. “putting the measuring stick to the
reasons for the different methods used
by the rating services” and eventuallv
determining where each service falls
short of the “ideal” rating techniques
that one of the subcommittees is dele-
gated to recommend. How will all this
help radio? According to Dr. Deck-
inger. it will eliminate some of the
confuzion that stems from trying to
analyze radio by means of rating ser-
vices. and the advertiser will then be
in a better position to evaluate the true
dimensions of radio.

Broadecast Advertising Bureau:
This organization has many research
projects planned. Here are a few of
them: (1) extension of its car-radio
studies in which it will do sampling of
cars on the road in eight markets of
from two million population down to
150,000 and measure the number of
cars on the road at various periods of
the day, from 7:00 a.m. to 8:00 p.m.;
(2) expansion of its studies of multi-
ple-set listening with emphasis on the

Gives your

LOCAL
OUTLETS

LOCAL
RATES

With KWJJ, National Advertisers can
take advantage of Local Rates. Your
nationally advertised product, when
local retail outlets are used as the
advertiser, is entitled to local rates.
KW JJ's sales staff will be glad to help
you in lining up cooperative advertis-
ing with retailers on this money-saving
plan.

OREGON'’S

W [+
OJl owerg

Independent Station
1011 SW. 6th Ave.
PORTLAND, OREGON

National Representatives: Weed & Co.

SPONSOR




kitchen radio: (3) extension of its
cumulative Nielsen audience
through which it measures how many
radio listeners are reached wilth a regu-
lar program series in the course of a
day, week, three-month
period, including TV areas: (4) a
special project to study intensely the
pattern of radio listening at night in
TV homes and at the sane time check
on the proporiionate attention shared
with TV, magazines. and newspapers:
{5} continuance of BAB-financed AR-
BI studies to measure sales effective-
ness and dollar volume produced hy
radio as against newspapers at the
point-of-sale. So far the studies have
been confined to department stores and
food chains (among them the Kroger
Co.) but early 1953 plans call for add-
ing drug chains to the list. Master-
minding these projects is Kevin B.
Sweeney, v.p. in charge of promotion
and research.

studies

month. or

CBS Radio: Has a number of proj-
ects in the planning stage which it
would prefer to keep under wraps. In
any event, it expects a busy research
vear, especially when analvzing the
whole network picture in light of the
coverage data now being funneled to
the network by the Standard Audit &
Measurement Service.

C. E. Hooper: Apparently the only
developmen*s that might come under
the heading of “new” is the broaden-
ing of Hooper’s Mediaweter studies.
Hooper here uses his coincidental tele-
phone technique to de*ermine the min-
utes of use daily of the four media—
radio, TV. newspaper, and magazines.

MBS: Most of its projects for 1953
are still in the planning stage. How-
ever, the network will do a lot more

expanding of the data it collected for
its study, “Non TV America,” which
it released in the fall of 1952, It will
probably supplement this study with
one along the lines of “TV America.”
which would focus on multiple-set and
out-of-home listening.

NEC: Has a number of what it con-
stders important projects lined up for
the next few months, but the one big
direction its efforts will take i< the
selling of advertisers on the idea of
supplamenting their TV hookups with

* * * * * * * *

e4CGive the farmer a geod product, good
serviee, and fair treatmeut and you’H
have a enstomer who witl stay with you
in good times and bad, and even {rom
generation to generation, The farmer
is a goad buyer when he has money or
sces  the prospeet ahead for making
money. The farmer is the most loyal
enstomer that has ever beeu seen. He is
an individualist. Ile is a risk-taker. 1{e
i« a businessman.®?

THEODORE B. HALE, V.P.

International Harvester Co.
* * * * * * * *

a radio network. With the aid of the
radio circulation data it has bought
from Niclsen, the NBC research de-
partment expects to build a document-
ed story showing that there are enough
unduplicated homes to make a radio
network almost a “musi” for a nation-
al advertiser already u ing a TV net-
work. The basic premise of this argu-
ment is that a TV home should not be
considered a dead loss to radio circu-
lation at right. since at sonie times
during the course of a number of eve-
nings people in that TV home are
bound to listen to radio. Like other
organizations. NBC will co in heavily
for studies that deal with out-of-home
and multiple-set listening. ft will also
evtend its s udies on measuring radio’s

sales effectiveness along the lines of
the Radio Hofstra™ it revealed to the
trade last Septeinber.

AL C. Nielsen: [s carefully examin-
ing it~ existing sample of radio homes
in the light of data on multiple-set
homes it gathered in the course of its
1952 coverage study. There is a prob-
ability that 1t will change this Audi-
meter sample to meet the mcidence of
multi-ets. During 1952 Nielsen may
also launclh a Nielsen Coverage Study
No. 2. This will largely depend on the
demand there is for it

Pulse: Will expand all of its out-of-
liome surveys and do some work on
sccondary-sct usage, in‘roducing the
more and more ol the
markets it services as the year pro-
ceeds. Dr. Syduey Roslow added that
he had a couple of new services on the
drawing board which should be ready

forimer 1into

for unveiling to subscriber prospects
in a few months.

Standard Andit & Measnre-
ment Service: Dr, Kenneth Baker,
who heads this operation, said that the
coverage job lie has just wrapped up
left this impression with him: Cover-
Sll()uld l)("

more frequently and at much less ex-

age measurenients (lnne

pense. It seemed ridiculons to Baker
that over $1 million should have to be
spent each vear on this sort of under-
As for

plans, Baker’s most important one is to

taking by a single medium.

et copies of his radio circulation data
to all the advertising agencies as quick-
Iy as possible.

First delivery of SAM coverage data
las already heen made to some 100 ad
agencies in cities like New York, Chi-

cago, and Los Angeles. *x k k
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This is WHDH’s Bob Clayton!

Famous for his Nationally Known “Boston Ballroom”

One of the outstanding WHDH
personalities who is selling your
products to Eastern New England’s
Market of over 1,500,000 Radio
Families.

Subsidiary of the Boston Herald-Traveler Corp.

B Y S OV

50,000 WATTS
BOSTON

See Your John Blair Man
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built-Iln *'Blue Magic''—becomes the
product on WDIA (joining Tid
Why? Because WDIA completely dominates in seil-
ing to the great Negro segment of the Memphis
Trade Area (439,266 Negroes In WDIA BMB coun-

You bet.
Plate Fooads.
Tamale
Tea & Spice
Belicve us, it'll pay YOU to get the full WDIA
story TDDAY!

City: Mcmphis. Tena.

WILLA
MDNRDE

Procter and Gamble's

CHEER
Joins WDIA, Memphis!

Thus CHEER. P&G's newest product-—with the
fourth P&G
Crisco and Duz).

iesi. Do other blue-chip advertisers know this?
There's a big list which includes Blue
Musterole, *‘High Power' Ciile &
Carnation Milk, Riculand Rice, McCormick
Pertussin and Armour Cleverbloorn 99!

HOOPER RADIO AUDIENCE INDEX
Meonths: pet.-Nov. '52

WDIA B c D E F &6
23.4 27.2 203 13.0 11.1 8.7 4.0

Time  Seots
T.RT.P. 1.9

tNote: WDIA's share Saturdays: 21.4; Sundays: 35.3)

memeHis W ED LA tenn

John E. Pearson Co. Representative
Dora-Clayton Agency. Southeast
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Whai has TV
Done to
RADIO

in Syracuse?

In spite of the fact that Syracuse
is a two-TV-station city even
though 71¢ of the homes in the
Svracuse area have TV cets two
separate surveys* show that radie
is very much alive and kicking.

3.07 Hours a Day

is the average daily radio-listening
time in T)” homes in Syracuse.
These same homes watech TV an
average of 4.52 hours a day. Non-
TV homes histen to radio 4.4 hours
a day. TV has not replaced radio
in Syracuse — merely supplements
it as a source of entertainment and
information.

‘Write, wire, pliode or Ask
Headley-Reed for your FREE

Copy of the Surveys.,

NBC AFFILIATE

SUNDIAL

(Continued from page 27)

The =ale=man’s transcription further
pointed out that use of the jingle dur-
ing a six-week test had hoosted <ales
as much as 527¢

\s an illustration of the deal offered
to retailers let’s look at two markets.
Boston and Providence. The one-min-
ute rate on Boston’s WHDH was $2.1.
but Sundial offered local dealers a 10-
spot package for §60 or a 20-spot
package for 5100, with Sundial laying
out the halance of the cost. In this
case, Sundial paid $2.301 for 96 an-
nouncements. recovered $180 from
participating dealers.

On the other hand, the WIHINM.
Providence. rate being $4.85 per min-
ute-spot permitted the shoe manufac-
turer to recover $250 of a $485 ex-
penditure by getting the local Sundial
oatlets to participate in the 100 an-
nouncements used in that market.

By the time the fall campaign was
ready to go on. 116 dealers were tied
in. Schedules were boucht on 79 sta-

tions for a total of 8,500 annomnnce-

ments almost 210 hours of com-
mercials— to be used during the back-
to-school period.

Dealer reaction to the campaign was
so enthusiastic that the agency went
to work almost immediately on a five-
week Easter 1953 saturation schedule.
Because of the success of the Foodini
traflic builder. the dealers asked that
a giveaway be tied into the radio cam-
paign. After shopping around, the
agency settled on a “magic” ring which
will be distributed to participating
dealers at cost (about $12.50 per 100}

It is interesting to note that the ra-
dio spots are governed by TV avail-
ability: Spots are all davtime in T\
but day and night in non-TV areas.

Sundial is experimenting with TV
spots in Greenshoro. N. C., and film
connnercials are available to dealers
who want to use them on a co-op basts,
~To give vear-round continuity to its
advertising. Sundial place space in na-
tional magazines like Life. SEP, Col-
liers’, Boys Life, Pareuts. To stretch
this budget over the year, small space
ads are used.

sundial a‘tributes great intportance
lo its trade paper advertising. Using
trucks  in  alternate  issues
throughout the year keeps the Sundial
name smack in front ol the retailers,

reminds them that Sundial 1s backing
them up. * ok ok

double

THE QUAD-CITICS

T4th in RETAIL SALES

omong Sales Monagement'’s
162 Metropoliton Areos
°

S FEADILY  increasing s
the standing of the Quad-
Cities among the 162 stand-
ing mctropolitan areas. Now
in 74th place for rerail sales
volinme, the Quad Crties con-
tinues to grow. \nd growing
with this community for over
25 vears. WHBF is a power
ful influence in the homes of
over 240,500 Quad-Citians—
quality pcople who buy qual-
ity goods—yours included, if
you tell them.

Les Johnson—V.F. and Gen. Mgr.
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TELCO BUILDING, ROCK ISLAND, llllNOl.S..'
”chnsom‘gd;_hy Avary-Knedel, Inc.

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.
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ROCHESTER, N.Y.
3,000 WATTS

Reprosentatives . . .
EVEFRTT-McKINNYY, Inc., New Yerk, Chicage
LEEF. O'CONNELL CO.,Le: Angeles, Sen Frencisce

SPONSOR
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Radio business Steve Mann, Adam J. Young International's foreign radio expert,
abroad expected expects 1953 to surpass 1952 in foreign radio business for three
to top 1952 reasons: (1) continued rise in newspaper rates; (2) continued im-
provement of radio abroad as ad medium; (3) illiteracy of population
and/or distribution problems of newspapers in many areas.

~IRS~

New sponsors, 1953 "looks very good" to Al Martinez, Melchor Guzman's v.p. He cites
market outlook more volume by old sponsors, debut of new ones. Examples of latter:
described Champion Spark Plug in Puerto Rico, Panama, other Central, South Amer-
ican countries; Corn Products Refining—Puerto Rico, Cuba, Panama;
Davis & Lawrence (pain killer)—entire Caribbean area, Central Amer=-
ica, Peru, Colombia, Venezuela; Hormel (food products)—Puerto Rico,
Panama. Martinez' description of some major Latin markets from cur-
rency standpoint: Brazil—bad, expected to get better; Central America
—no problem; Ecuador—a little better; Colombia and Venezuela—much
better; Peru—fair; Mexico—good; Cuba—excellent ; Argentina—dead.

~IRS-

Camada Dry XEW-TV, Mexico City, is going to do a Bishop Sheen with Canada Dry
sponsors priest sSponsoring a padre from Monterrey. McCann-Erickson of Mexico City is
on Mexican TV agency. Mexican law prohibits discussion of religion, so he'll talk

on moral issues. Paul Talbot, Fremantle Overseas Radio president,
visited Mexico recently, gave SPONSOR this impression of TV there:
"More activity than viewers." (Mexico City has 30,000 TV homes.) He
sold entire 250-film Encyclopedia Britannica library to XEW-TV on trip.

~IRS~

Tangier radio Radio International, Tangier, has installed 2 new medium wave trans-
installs 2 new mitters—50,000 watts on 1232 KC's and a 10,000-watter on 1079 KC's,
transmitters according to H. R. Southworth, general manager, who's American. With
shortwave 1,000-watter being stepped up to 3,000 watts and a new
shortwave 10,000-watt transmitter being built, station hopes to blan-
ket North Africa, Central Europe, Spain with its French, Arabic, Eng-
lish, and Spanish broadcasts. Pan American Broadcasting is U.S. rep.

~IRS~

Canadians buy Canadians bought 119,271 TV sets first 1l months 1952 for total of
4 radio sets 197,709, as against 402,320 new radio sets for first 10 months, ac-
to 1 TV; Bulova cording to Radio-TV Mfrs. Assn. of Canada. WREN-TV, Buffalo, stepped

scores show up its power to 50,000 watts early in December to reach some 100,000
Canadian homes. Only Canadian competition is from CBLT, Toronto.
After recent "In Town Tonight" gabfest on latter, President Robert E.
Day of Bulova Watch Co., Ltd. telegraphed CBC Chairman A. Davidson
Dunton: "Impossible for CBC to hold any audience with shows like 'In
Town Tonight.' Our spot at 8:30 this evening like throwing $240
down the drain."
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Who are TV's pioneers?

TV's pioneering era is dimming as

the wonder-medium grows ever higger.

New TV stations, and new TV mar-
kets are coming along so fast that no-
body has time to think nch about
this all about-—who the

how carme

broadeasters are who saw lelevision
coming and had the nerve to do some-
thing about it.  \nd it took plenty

of nerve.

Before the 1953 crop of TV stations
and problems engulfs us we're taking
time out to note some of the men and
firms who made TV possible by pio-
neering TV stations. The list isn’t com-
plete. far from . But these are the
ones we recall. I vou know others. let

ns know who they are,

George Burbach. KSD-TV. put his
future on the I'lock with the Pulitzers
when he talke:d them into financing the

first postwar TV station. on the air

in February 1947, Wilbur Havens,
WTVR, not only built the first TV sta-
tion in the South. but as ecarly ax 1944

published a [ull-page newspaper ad
nreing NBC to eet bhelhind TV
MeCollough.
Stemman Stations. some of the origi-
nal 103 TV

sttll he among the missing. e argued

But
for Clair head of the

station  pioneers would

and cajoled a number of radio hroad-
casters into filing their appheations be-

fore the freeze. Don Lee had an ex-

84

pernmental station Tor years before the
war. and although it didn’t get the
first 1N

market it became the landlord for the

station in the Los Angeles

transimitler site<s of the stations that
did. Arthur Church. KMBC. doesn’t
vet have his TV grant. but his TV
school in Kansas City trained hundreds

of TV

CB> was strong on TV. but spent its

techmicians for two decades.
early effori= on color experimentation
and exploitation. George Storer was
another who not only went into TV
fast and fervently after the war. bui
induced others to join the pioneers. In
Salt Lake City. Sid Fox. KDYL-TV,
shifted from an experimental setup to
an earhy po-twar commercial operation.
Like George Burbach. Bill Fay risked
his long-thne job with Stromberg-Carl-
son when the firm wasnt doing well
with
WHAM-TV. General Electric pioneered
back in 1942 came on fast in the
postwar period with WRGB. Aldo De-
Dominicis  slarted
WANHC-TV. New

string early in 1948 and is one of the
real Horatio Alger stories of TV, Al

ways pioneers, WWJ.TV and Walter

financially and came through

low-operating-cost

Haven. on a shoe-

Danm’s WIMJ-TV got going among
the very first in 1947. Allen B. Du-
Mont went at TV from several angles:
his New York-Washington-Pitisburgh
stations were among the first in each
market. NBC encouraged its sta’ions
and was on early in New York with
WABT.
in Chicago with WBKDB; Stanley Hub-
bard in the Twin Cities with KSTDP-
TV: Trving Rosenhaus in Newark with
WATV; Jim Hanrahan in Cleveland
with  Scripps-Howard’s WEWS.  Jim
Shouse and Bob Bunville with WLWT
in Cincinnati; A. 11 Kircholer in Bul-
falo WBEN-TV: Nate
I ouisville WAVE-TV:

Rewnscl John Qutler. and Bob Moody

Balaban and Katz were first

with Lord 1in

with [.eonard

in Atlanta and Davion with Cox Sta-
tions” WSB-TV and WHIO-TV; Edgar
Stern Jr. and Bob Swezev in New Or-

leans with WDSUTV: Mitchell Wolf-

son in Miami with WTV]: Hank Sla-
WNICT;
Charles Crutchfield in Charlotte with
WBTV; Gaines Kellev in Greenzbhoro
with WEFMY-TV : Helen Marie Alvarez
mm Tulsa with KOTV: P. A. (Buddy)
Sugg in Oklahoma City with WKY-TV.

These are some of the pioneers, and

vick  in with

Memphis

there are more.

In Philadelphia Philco’s WPTZ was
on the air experhmentally in 1941, and
WFIL-TV, headed by Roger Clipp. was
domg business with 10 or so other
slations in September 1947, Paul Rai-
bourn and Klaus Landsberg had Para-
mount’s KTLA going early in 1947,
There was an ABC vice president in
Washington, D. C. who sold Ed Noble
on setting his sights on five TV outlets.
Herb Mayer of Empire Coil was a
non-broadecaster who audaciously start-
ed WXEL in Cleveland
KPTV in Portland. Sarkes Tarzian
had enough faith to put little WTTV

into Bloomington. Ind. Meredith Pub-

and later

lishing went into Syracuse in 1918
with WHEN. managed by Paul Adanti.
and later bought stations i Omaha
and PPhoenix. F. Van Konynenburg was
early in Minneapolis with WTCN.-TV
(since changed to WCCO-TV). Jack
Harris in Houston =old the Hokbys on
buying an existing station: and so did
Martin Campbell in Dallas with the
Harold Hough got WDAP-

TV going with the approval of Amon

Dealeys.

There are the John Fetzers,
Mort Watters, Walter Evans, Harry
Bitners. Hub Tafts, Phil Laskys, Ed

Lamlbs, Cam Arnoux who were among

Carter.

the early birds.

All told. by June. 1918 there were
30 «lations on the air: WBAL-TV,
WMAR-TY,  WBZ-TV.  WANACTYV,
WBEN-TV. WBKE, WGN-TV. WLW-
TV, WEWS, WW TV, KTSE: KTLA.
WTMJ-TV. KSTP.TV, WNHC-TV
WABD, WCBS-TV, WABP. WPIN,
WCAUTV, WFIL- TV, WPTZ. WTVR,
WRGB. KDYL-TV. KSD-TV, WMAL-
TV. WNBW. WTTG.

SPONSOR
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» “Wanker-Wese. . .*

For years, there’s been a strange courtship going on in the Heart of
America. It has been the wooing and winning of the Kansas City Primary
Trade Area by The KMBC-KFRM Team. The Team was the successful suitor
—1n fact the only logical suitor from the very first. KMBC-KFRM made it a
point to understand and coddle “Miss Kansas City Market” from the moment
they met. KMBC-KFRM helped the Market grow — saw her through good
times and bad —served her with the greatest in radio —was her best friend
and through this intimacy became “Market-wise”.

; There is no record of when the wedding of The KMBC-KFRM Team and
the Kansas City Primary Trade Area actually took place. But it’s been a
tremendously successful union. The heart of the Team and The Heart of
America beat as one and advertisers will tell you that the best proof of this
union are the thousands and thousands of ‘“‘sales” — large and small — begat
by this powerful voice of The KMBC-KFRM Team and the plump purse of
the Kansas City Primary Trade Area.

This is the fourth of o se-"es on The KMBC-KFRM know-how
which spells dominance in the Heort of America.

Call KMBC-KFRM or your nearest Free & Peters Colonel for the

N‘:{‘\\_”’" =
jj T e L Kansas City Market Story. BE WISE—REALIZE...to sell the Whole
:’) .. . ‘ Heart of America Wholeheartedly iv's . . .
it
b2V &
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