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| From New York to California and from Minnesota to
Lovisiana the great modern bakeries of the Continental
Baking Company each day turns out millions of loaves of
Wonder Bread and Hostess Cup Cakes. The combination

'? of skilled bakers and quality ingredients has resulted in

{ leadership for Continental Baking Company—its two fine

products are favorites in far more American komes than any

other brand of bread or cup cakes.

Skill and experience have brought leadership to another
fine firm—the Havens & Martin, Inc. Stations. Virginians in

the rich markets around Richmond have long proven their

L s
favoritism for WTVR, WMBG and WCOD—they're a loyal
= di d they' onsive audience. What more
“-—R[C‘/{A[O]\W lAj audience an ‘ey re a responsive audi
HAVENS & MARTIN INC. == could an advertiser ask?

iy WMBG «~»+ WCOD~ WTVR W

ouths hrs: (c C\'lSlOﬂ st:mon
Havens & Mortin Inc. Stotions are the only

| 3ST STATIONS OF VIRGINIA camplete broodcasting institution in Richmond.
Pioneer NBC autlets far Virginia’s first market.

' WTVYR represented nationally by Blair TY, Inc
WMBG represented nationally by The Bolling Co.
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New SPONSOR New SPONSOR network program roster —Comparagraph—starts with this
feature starts issue (see page 79). Radio Comparaigraph will alternate in consecutive |
issues with TV. TInnovation: talent and production costs (not time)
of all sponsored programs and some sustainers. Radio costs range from
$350 for 5-minute news shot paid by advertisers such as Vick Chemi-
cal on Mutual to $25,000 by General Foods for Bob Hope NBC daytime
strip (11:45-12 noon} plus Wednesday night 10-10:30 p.m. spot.
—SR—
How to launch How would YOU spend $500,000 to launch new food product—if you were
new food product ad manager? For story of how SPONSOR's prototype did it (as well
as 8 pages of charts and tables on newspapers, direct mail, radio, and
magazines, see "Media Basics," page 39.
~SR—
TV's latest Major agencies being beset by 2 personnel problems because of TV:
twin headaches (1) Replacement_of producing persounnel with programing specialists
who can work with outside packagers on shows being produced for
agency. This is result of conversion to use of outside packages.
Case in point: Y&R's hiring Don Quinn to supervise its comedy shows.
(2) What to do about mounting need for West-Coast supervision where
personnel mostly radio trained yet more and more TV shows originate. |
—SR- I
Too much “sell” TFord Foundation is_considering limiting "Omnibus" to 4 sponsors next
on “Omnibus’’? season. Reason: Complaints from viewers that programs contain_too
many commercials. Show now carries 5 advertisers. CBS has offered
to better program's time for 1953-54 season by moving it up to 5-6:30
p.m. Meanwhile NBC salesmen are advising current sponsors there's
good chance show will switch to NBC.
—~SR—
Radio “bargains” CBS recently offered advertisers a bargain: one gquarter-hour evening
at CBS, NBC period at 25% of hour rate for each 15-minute daytime period they
had on air. It was not a summer plan. Now comes NBC Radio with
strictly summer plan: sponsors can buy one or more participations in
any of 6 evening half-hour programs. Gross charge: one-sixth hour
rate per participation.  Discounts will apply. Time and talent for
3 participations will run to about $10,000 weekly_or $130,000 for 13-
week cycle. One hurdle: affiliates must first agree. Reaction of
Station_Reps. Assn.'s Reg Rollinson: Stations can make up to 3 times
more if they say no; plan is not good advertising buy.
—SR—
Top-brass start Largest spot contract ever drawn—American Airlines' 3-year deal on
for AA spot deal C(BS outlets for 30,000 hours of all-night music—was born last sum-
mer during informal dinner conversation between AA President C. R.
Smith and CBS' Frank Stanton. Smith asked about size of U.S. after-
midnight audience. Stanton agreed to provide latest research facts. I
These proved so convincing that big airlines signed $#2.5 million spot |
radio contract nearly 9 months later. (For story see page 32.) ‘

— = .
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' REPORT TO SPONSORS for 1 May 1933

Kine time slots
poor for “lrma”

What to do when
color TV comes

New snag in
TV union talks

Farm radio
clinics due

November is TV
target for Canada

Peet is kaput
at C-P-P?

Chicle gains
on Wrigley

R. J. Reynolds is hesitating about picking up renewal of "My Friend
Irma" (CBS) because ratings on delayed broadcasts have been disappoint=-
ing. CBS is trying to improve situation, but one agencyman said:
"Show is in trouble." Recent Y&R study on delayed time periods

showed TV network program averages 10 extra rating points in compara-
tive cities as compared with non-competitive markets where show is
delayed. Kinescope vs. live is not involved per se; it's only that
kines often get poorer time periods than live shows.

—-SR~- I

What are heavy investors in black-and-white TV films going to do when
color TV comes? Most of more expensive programs of this type depend
on future resales for profits if not recovery of full cost. Gist of
trade Speculation is: Will producers now switch to pricing their wares
so they can recover full cost, plus some profit, on first-run net-

work sale to advertisers? This could flatten some sponsor purses.
—SR—

Negotiations between United Scenic Artists Local 829 and 4 TV net-
works are stalemated by union demand for change in working conditions:
union wants Monday-through-Friday rather than S5-out-of-7 day week.
Nets claim this demand represents package increase of 20% to 25% in
added week-end costs. (For how much unions contribute to TV costs,
see round-up on TV unions, page 27.)

—SR—

27 advertiser agency executives from New York, St. Louis, Kansas

City, Minneapolis, Little Rock, Bartlesville, Joplin, Salina, Moline, |
DeKalb, Oklahoma City, Chicago, and Racine participated in first l
Farm Sales Presentation Clinic conducted by Radio Farm Directors 13
April in Kansas City. Practical-aid sales clinics in other cities

will follow. 72 station managers, sales managers, RFD's, and sta- |
tion reps also attended. (See editorial page 96.) |

—SR-

Canadian Govt.'s CBC has_approved first 7 applications for private
TV station licenses. Country, with 2 government TV stations on air
at present, may have private TV November. Approvals went to stations
for Hamilton, London, Windsor, Sudbury, Quebec City, St. John, N.B.,
and Sydney, N.S. Xen Soble, who will manage Hamilton station, signed
Canada's first private TV ad contract: with Robin Hood Flour Mills.
—SR—
Stockholders of Colgate-Palmolive-Peet have decided to drop "Peet"
from name at end of year. Since C-P-P spent over $12 million in
radio and TV last vear and often plugs firm name, change will affect
radio and television commercials. Explanation: Name was just too
long, too confusing, say company representatives. Change was sug-
gested by firm's foreign distributors to aid consSumer remembrance.
—SR—
American Chicle, spending 70% of its %5 million budget on air media,
increased its sales last year by nearly $9.5 million over 1951,
according to annual statement just released. Wrigley, tops in gum
field, spending one-third of $8.7 million budget on air, boosted sales
by $2.3 million to $77.2 million. (For details of Chicle's sales
rise due to chlorophyll products, (see page 30.)

SPONSOR



KELO-TV « . ONE ... ONLY

STATION

covering the

SIOUX FALLS
MARKET
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You must buy KELO-TV to penetrate and sell the great Upper
Midwest imarket centered about Sioux Falls— the richest corner
in four states—South Dakota, Minnesota, Nebraska and [owa.

POWER:
Antennae Height: 578 Ft.
5000 watt—12 bay antenna
ERP: - 57.5

MARKET DATA:*

Primary Area Secondary Area
Pop. 402,487 744,300
Retail Sales $455,649,500 $845,362,800

(*Consumer Markets 1952-53)

Over 20.000 TV sets in our primary area were ready  “crop” to this rich rural market. TV antennae are
and waiting for KELO-TV to go on the air in April.  springing up faster than a field of corn on a hot Jul
Our top-notch d-network programing—and our popu-  day. The harvest is for you to reap!

lar local personalities—have brought an entirely new

ENRT

CHANNEL 11
SIOUX FALLS,
SOUTH DAKOTA

Joe Floyd, president ® Evans A. Nord, gen. mgr.

Represented Nationally by O. L. Taylor Co. In Minnesota — Bulmer & Johnson

4 MAY 1953




advertisers use

 ARTICLES

'V unions and the cost spiral

Union labor accounts for up to 60¢c or more of the production costs of
network programs. This article indicates what the outlook is for the future

Clereds plus 709%, airv bhudget equals Chicle boom

American Chicle jumped on the chlorophyll bandwagon with a green gqum,
turned to air media to reach massive audiences quickly and build up demand
for the product which keeps breath "kissing sweet"

tfter-midnight radio’s higgest spansor

American Airlines is investing over $2.500,009 in post-midnight soft music
hows. Using only six stations, firm is able to reach 30€. of its potential
customers, will get 2,000,000,000 advertising impressions

Ehlers' S200.000 budget is spat (o the last drop

This regional manufacturer of coffee had concentrated his ad budget in print
media until recently. Switch to spot radio caused sales upsurge, has his plant
working at capacity to keep up with new customers

TV homemaker programs

A special study analyzes the TV homemaker shows, tells who sponsors them,
strong and weak points, most effective ways to use the format

Media Basies (Part 2 of W-Media Study)

To illustrate facts about major media, SPONSOR tells composite story of
how ad manager spends $500,000 to launch new food product. Nine pages
of tables and data on newspapers, direct mail, radio, magazines

Yetworl: radio Comparasgraph

With. this issue SPONSOR resumes publication of its Comparagraph of network
programs. Bigger and betier than in previous years, the new Comparagraph
includes programing costs, other use data. Radio and TV in alternate issues

COMING

Hedia Basies 11

Part 3 of SPONSOR's All-Media Evaluation Study. Facts and figures on
television, business papers, outdoor, transit, with tips on how best to use them

Daytime TV: pros and cons

PONSOR explores the values of daytime TV, discloses the formula used by
n ccessful advertisers, points out the pitfalls and weak spots

30
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FILM NOTES
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KWTK;H’S Cost-Per-Thousand
Listeners is 46.4% LESS
than the Second Shreveport Station!

LISTENERS PER DOLLAR

(1-time, ¥4 hour, daytime rates)

‘ KWKH is your most economical, most
productive radio buy in the great Arkansas-

Louisiana-Texas area.

KWKH delivers almost three times as many
Average Daily Listeners as the second
Shreveport station. And KWKH’s cost-per-
thousand listeners is 40.4% less!

50,000 Watts « CBS -

e —_— e et o

The audience figures above are from the

new Standard Station Audience Report —
the more conservative of the two recent
audience surveys made in this area.

Write direct or ask your Branham man
for proof of KWKH’s overwhelming

superiority.

KWKH

A Shreveport Times Station

( Texas N

SHREVEPORT & LOUISIANA
\_Arkansas |

The Branham Company, Representatives
Henry Clay, General Manager




hat's the

-BIG Deal 7

Time for summer sowing!

Sow America’s two richest agricultural
counties now! “Poole” your purchases
in one Summer Package at one special
price.

LOS ANGELES—KBIG at 740—10.000 watts
America’s First Agricultural County in
gross farm income plus 106 other citiex
make Losx Angeles the Biggest Market
Wea of C|Ii(‘(lj_’u.

FRESNO — KBIF at 900 — 1.000 walts
America’s  second  largest  Agrienltural
County in groe~ farmm income plus tother
counties with their vast buying power
make this America’™s Richest \gricultural

Valley,

SPECIAL—You can buy announcemen:
packages on both stations for only 25%
more than tha cost of KBIG alone.

Ask your Robzrt Mecker man or KBIG
salesman.

10,000 WATTS
a1 740 ?
fi
f

e

STUDIOS IN AVALON GIANT
AND HOLLYWOOD ECONOMY
PACKAGE OF
SOUTHERN
CALIFORNIA

/o RADIO
\./\./\// A T, L

JOHN POOLE BROADCASTING CO.
KBiG e KBIF e KPIK

6540 Sunset Bivd., Hollywood 28, Calif
Telephone HEmpstead 3205

['imebuy
A0 Work

Mac Dounald Dunbav. Ted Bates, has placed
60-second announcements for Minute Maid Corp.’s
Lemonade Mix in 11 T1 markets not corvered by
the firm’s network show. “We're using the
Gabby Haves program on NBC TV as backbone
tor the summer push,” Dunbar explains. The
copy, aimed at children. stresses Minute Maid's
write-in offer: a cardboard lemonade stand

at awhich kids can set up their favorite summer
business. For VWinute Vaid’s Orange Juice, minute
announcements with Bing Crosby will be aired.

Thowas Youung. Calhing & Holden, Carlock.
MeClinton & Smith, has bought davtime radio and
Tl participations and announcements for the
unproved and newly packaged Oakite, “This test
campaign will run for 10 to 12 weeks in fire
aties,” says Tom. (See “Radio-TV help Oukite
win battle for shelf space’ 25 August 1952
sporsor.) Copy stresses the “fuster, easier, and
nlder”™ new Oalite. But, though “QOakev Oakite.”
the firm’s cartoon sailor, appears on the new paclkage,
he's on temporary vacation where T17s concerned.

Aliee M. Liddell. Ingals-Yaniter, Boston, found
the ey to Gorton-Pew’s recent successful Lenten i
campaign for codfish cakes in the agency's
preluninary sales analysis: “Fewer markets with
mcre promotion in these markets,” she suwmms it wp.
{lice tool. adrantage of radio merchandising plans
wherever possible  (hain Lightning on WNBC,
New York. Chain Action on W BAL, Baltimore,
among others. In other markets, she picked local
personalitics with large female followings.
Campargn wil be repeated in  fall,

Bob Stivevs. v.p. of llilton & Riggio, jound
that his Columbus, Ohio, test campaigns for
Shirtiffi's Lushus gelatin dessert was no secret from
competitors before the intensive radio and TV drive
brole on 12 April. As Stivers puts itz “Jell-O
charged into the market to squelel us. But we
already had the choice participations on W BNS-TI
and LT C sewed up.” Weelly schedule included
12 T1 announcements, 60 radio announcements.
Result: 85°¢ distribution achieied in two iceeks.
Campaign ill go national marhet-by-market.

SPONSOR




 CITY POLICE
DEPARTMENT

ROD
CAMF.RON

87 “C\TY DETECTNE"

because “CITY DETECTIVE", starring Rod Cameron

.. 15 c‘fbmr-d,—'new.\.sefies of 26 half-hour films o
crected expressly for television — with the kind
of powerfu! appeal! thai arrests the attention
{and sponsor loyaliy) of TV families who are
your best prospects inyour market. -

Available riow o local and regional advertisers —

another outstanding Advertising Showcase from MCA-TV —
City Detective’ offers a truly arresting sales

medium. Week after week, its masterful combination

of suspense and high entertainment wins new Viewers,

builds ratings, makes more customers.

Put Rod Cameron in “City Detective’ to work another advertising SHOWCASE from K

. ; ind out h T e . 3
for you! Find out how by contacting ony NEW YORK: 598 Modison Avenue — Ploze 9-7500 |

of these MCA-TV offices. CHICAGO: 430 North Michigon Ave. — DElowara 7-1100
BEVERLY HILLS: 9370 Sonta fMonica Blvd. — CRestview 622001

SAN FRANCISCO: 105 Monigomery Street — EXbrook 2-8922

CLEVELAND: Union Commerce Bldg. — CHerry 1-6010

DALLAS: 2102 North Akard Street — PROspect 7536

DETROIT: 1612 Book Tower—WOodward 2-2604

BOSTON: 45 Newhury Street — COpley 7-5830

MINNEAPOL!S: Northwestern Bank Bldg —LINcoln 7863
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.
bamplcrs of buckram and wool used to hang around

the parlor.

Samplers of radio audienees also used to hang around
the parlor—but like good statisticians, they 100 are

changing with the times, becanse. ..

Of the 100 million new radios America has bought
in just the last seven years, three times as many sets

are now outside the living room as in it.

Some 20 million, for example, are now in bedroows.
14 milhon in kitchens. And close to 25 million in
that home-away-from-home. the family car. No other
medimu reaches oul to so many people—no matter

who they arve, where they are. or what they're doing.

And even though listening to these 59 mitlion

“extra” sets has yet to be {ully figured in, radio’s
eost-per-thousand still ecomes out the lowest of any
media. So for any advertiser, the additional coverage—

on the road and in the home—is gravy.
Everywhere there’s radio. And most of it is CBS Radio.

CBS Radhio is the only network ever to have all of the
most popular programs. day and night. And because
CBS Radio programs go into more homes (and get more
hours of attention in both television and non-television
areas) CBS Radio advertisers reach prospects at a
eost-per-thousand rate that’s 16% lower than on any

other network.

If you're building your produet a bigger home,
shape vour plans avound the network where America

listens most. ..

.

CBS RADIO NETWORK

~f

 §
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There

are

still a
few—a

very few—
availabilities
on
“Hometown
America”...
the biggest,
most
successful
food sales
and
merchandising
radio
presentation
in
history...

WEFBR

ABC NETWORK IN
BALTIMORE

Represented nationally by
John Blair and Company .

10

Mo, lomey |,
amd Molwes |

A cottage small by a waterfall

After some 25 vears of service in agency market research at Gever.
Young & Rubicam and Hewitt, Ogilvy. Benson & Mather. Fred Rev-
nolds i~ quitting advertising cold.  He will manage a 20-room hotel
at an obseure Caribhean seaside village on the British island of
Tobago. The incident is not without its drama and follows by a few
months the withdrawal from Y&R. and advertising, of the radio-
television vice president, Everard Meade. at the young age of 43, in
order to “enjoy life” in a small town in Virginia.

* &% *

Reynolds and Meade do not stand as isolated cases. One hears of
a former Erwin, Wasey veep running a television distributorship in
a small burg in Connecticut.  Of another agency man, once salaried
around $30.000 a year and now content to run a magazine and book
store in upstate New York. Of a New York agency radio department
business manager who now works in a Chicago machine tool plant
for his father-in-law, (As for former network officials: Ex-veeps of
networks may be found pruning citrus trees, teaching school, bot-
tling pop, making soap. farming. practicing law, selling stocks and
honds, and just plain whittling.)

* * *

No pat answer can be given to the question—why this turn-over of
executive talent? Many reasons undoubtedly figure. Infinite in vari-
ety are the situations, the aggravations, the dead ends in advert’sing
agency (and network) careerism which tend to repel the individual,
reaching a point of no return of original enthusiasm.

* * *

The writer knows one small agency whose owner has for some
years been preoccupied with outside business interests to the neglect
of his agency, which he is content to allow to slide along with under
$3.000,000 in billings. This attitude of the owner spells out, for the
agency account executives. [rustration and lack of opportunity
through failure to expand the business.

* * *

Or a different kind of predicament, this one at a big-billing shop.
You may hear, maybe in six months, maybe in a year, that a clique
of the younger exces. led by the executive vice president, is buying
out the founder.  Lawyers and accountants are currently working
out a complicated tax “spin off” to facilitate the deal. All this is
dandy for the members of the inside clique but not so nice for the
many executives, in their 10°s and 50%s, who are not members of the
club, and know this all too well.

& * 3¢

It may be generalized that it is rather a pity to train advertising
talent over 15 to 25 vears and then have the talent leave the agency
business altogether, for other. often unrelated frelds.

(Please turn to page 87)

SPONSOR




i For eighteen yvears The Killian Company has been one of WMT’s
most successful—and consistent—advertisers. Their formula:
_F lucid commercials tagged to a first-rate newscast.

Oue of their projects was the promotion of an authority on home
decorating, Richard Gump. IFor one week, fifteen spots
augmented the daily newscast, urging listeners to attend a
lecture in the store.

i Three thousand people turned up. Every floor in the store was
. crowded. Most who attended couldn’t get near the speaker—
| had to hear him over the p.a. system.

Jl'(”'al.',‘g 'f" P Padsl ";\«’r ) .1..

Represented nationally by Katz @ Basic CBS Network e 600 ke © 5000 watfs




WNAC.TV |

BOSTON |

Channel 7

NOW

220,000
WATTS

Ask the Man from
H-R REPRESENTATIVES, INC.

THE YANKEE NETWORK
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SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Bristol-Myers, NY Doherty, Clifford, Steers MBS 200 Vitalis Warmup; 5 min. prec. Came of the Day:
& Shenfield, NY 22 Apr; thru baseball season
Coca-Cola Co, NY D'Arcy Adv, NY NBC 197 Eddic Fisher & Don Ameche; T, F 8:00-8:15 pm;
rpt 11:30-11:45 pm; 5 May; 52 wks
Corn Prods Sales Co, NY C. L. Miller, NY CBS 57 Sunskine Sue; M, F 4:15-4:20 pm; 8 Jun; 56 wks
General Motors Corp, Kudner, NY NBC 197 Coronation of Queen Efizabeth 11; 6:30-7:30 am;
Detroit 12:15-12:45 pm: 2 )un only
Gillette Safety Razor Co. Maxon, NY ABC 340 Colden Horseshoe Sweepstakes, Sat 4:00-4:30 pm;
Boston 18 Apr; 10 wks
Holland Furnace Co, Lindeman Adv, Holland, CBS 157 Tulip Time in Hoiland; Sat 5:30-6:00 pm; 16
Holland, Mich, Mich, May only
Lever Bros, NY (Rayve Direct MBS 480 | (Multi-Message} M, F 8:00-8:30 pm (2 segs}:
Creme Shampoo) 18 May; 13 wks
Time, NY YGR, NY CBS 202 Natienal Golf Tournament; Sat 5:00-5:30 pm:
23 May only
Western Union Telegraph  Albert Frank-Guenther ABC 340 Telegram for You; Sun 8:55-9:00 pm; 29 Mar;
Co, NY Law, NY 52 wks
Willys-Overland, Toledo Canaday, Ewell & Thurber, CBS 202 Coronation of Queen Elizabeth [1; 9:00-10:00
Toledo am; 4:15-5:15 pm; 10:15-11:00 pm; 2 jun only
d81c
SPONSOR | AGENCY STATIONS | PROGRAM, time, start, duration
Albers Milling Co, Seattle| Erwin, Wasey, LA NBC 13 El?gr Eeterson; W-F 5:45-6:00 pm; 24 Mar
wks
Firestone Tire & Rubber| Sweceney & James, NBC 160 Voice of Firestone; M 8:30-9:00 pm; 6 Apr;
Co, Akron Cleveland 9 wks
General Mills, Minneapolis | Tatham-Laird, Chi MBS 476 (Multi-Message) M, T, F 8:00-8:30 pm; (1 seg);
6 Apr; 8 wks
Manhattan Soap Co, NY Scheideler, Beck & Werner, NBC 192 The Woman in My House; M-F 4:45-5:00 pm;
NY 24 Mar; 52 wks
R. ). Reynolds Tobacco, William Esty, NY MBS 476 (Multi-Message) M, T, Th 8:00-8:30 pm: (1 seg);
Winston-Salem i . 6 Apr; 13 wks
State Farm Mutual (ns Needham, Louis & Brorby, MBS 475 Cecil Brown Commentary; Sat 7:55-8:00 pm; Sun
Cos, Bloomington Chi | 6:25-6:30 pm; 3 Jan; 52 wks
SPONSOR [ PRODUCT l AGENCY | STATIONS-MARKET| CAMPAIGN, start, duration
Eastco, Inc, NY Scratch-X dog Ruthrauff & Ryan, NY 7 selected mkts Annct campaign, st 10 May,
powder 7 mkts
Esquire, Inc, NY Coronet magazine Grey Adv, NY Many, but not settled | Annct clfmpaign. st 25 May,
one w
Florist Telegraph Del Mother’'s Day Grant Adv, NY 30 selected mkts Annct campaign, st 7 May, 2
Assn NY flowers days
Thomas |. Lipton, Tea Young & Rubicam, NY| 45 mkts Annct campaign, st 8 June,
Inc, NY 6 wks
Ludwig Baumann- Furniture Kiesewetter, Baker, 4 NYC stns Saturation annct campaign, st
Spears Stores, NY Hagedon & Smith, 19 May
NY
Tetley Tea Co, NY Tea Geyer, Inc, NY 25 Southern mkts Annct campaign, st 4 May, 17

NAME

Wayne Anderson |
Bill Bennett

Robert R. Blair

Ted Carlson

Richard B. Colburn ]
Richard T. Connelly
Thomas F. Daisley
Edward A. Daly

Roy Danish

Edward |. De Cray

C. R. Delafield |
Walter L. Dickson
William R. Dothard
Willard L. Dougherty

e

FORMER AFFILIATION

KDON, Monterey, Cal, Salinas mgr

KTHT, Houston, gen, comml mgr

KBTA, Batesville, Ark, comml| and prom mgr
KROW, Oakland, Cal, acct exec

Free & Peters, Chi, sls rep

YG&R, NY, radio-TV publ dept, asst dir

WIS, Columbia, sls rep

NBC, stn rel. contact rep

MBS, NY, Western div stn rel mgr

CBS Radio, NY, stn rel rep

CBC International Service, Montreal. gen superv
WABI., WABI-TV, Bangor, Me, chicf engincer
Ziv Television Progs, Baltimore, acct exec
WSRS, Cleveland, asst sls mgr

wks

NEW AFFILIATION

KGO-TV, SF, acct exec

Same, exec vp

WDXE, Lawrenceburg, Tenn, comml mgr
KGO-Tv, SF, acct exec

GCill-Perna, NY, sls mgr for Chi and Midwest
NBC, press dept, dir

WIS-TV, Columbia, sls mgr

Paul H. Raymer Co, NY, TV sls dept, acct exec
Same, comml opers dept dir

Same, dir of stn rel

Same, asst dir gen

Same, technical opers mgr

WFBR, Baltimore, acct exec

Same, sls mgr

In next issue: New and Renewed on Television (Network and Spot);
Station Representation Changes; Advertising Agency Personnel Changes
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Numbers after names
refer to New and Ke-
new category

\. T. Schwin n
lay Roven 1)
G. B. Lurson (1)
Irring Fein 1)

R. T. Connelly (1)
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New and renew

Sonc
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NAME
Mickey Dubin

Hanson Dustin
Irving A. Fein
Carlos A. Franco
Frank Frost

W. Eldon Garner
Lee Gorman |jr

John G. Grant
GCeorge L. Griesbauer
Henry Crossman
Harold Hackett
Alan Hartman
Andrew Hofmann
Bernard Howard
John Hurlbut
Wallace Hutchinson
John D. Kelly

C. Bennett Larson
Robert M. Light

D. C. McArthur
Thomas F. McCollum
Joe C. McDowell
Ben K. McKinnon
Paul J. Miller

Paul Mowrey

Paul A. Myers
Bernard H. Pelzer Jr
Arch B. Ragan

Bill Rich

Reg Rollinson

Jay Royen

Newell Taylor Schwin

George B. Storer Jr
Hal Waddell
William Walker

Chrysler Corp, Detroit

Levittown, NY
Lobex Prods, Chi
). Ossola Co, NY

Pacitic Vogue, LA

Wellworth Pickie Co.

Numbers after names
refer 10 New and Re-
new category

Bernard Howard (4)
W. L. Dougherty (1)
Bill Bennet 1)
Reg Rollinson (BY]
Johu Hurlhut 1)

Carlos A. Franco (4)
Robert M, Light (1)
T. I Daisley 1)
B. K. MeKinnon (4
Fdward De Gray (1)

SPONSOR

Agalite Bronson Co, Oakland, Cal
Alston Way Machine Co, Berkeley, Cal
Burgess Vibrocrafters, Chi

McCutcheon Distributing Co, Pittsburgh

Charles Marchand Co, NY

Perfex Electric Razors,

vef sy ey - {

FORMER AFFILIATION

Paul ). Fennell Co, Hywd, vp
Fredericksburg Free Lance-Star, Va, adv staft
CBS Radio, Hywd, dir of publ, expl

Wm. H. Weintraub, NY, radio-TV bus mgr
KFMA, Davenport, lowa, comml mgr
WBBC, Flint, Mich, gen mgr

WABI, WABI-TV, Bangor, Me, gen sls mgr
CBS Radio, NY, legal dept

WMAL-TV, Wash., sls megr

CBS TV, NY, asst to vp in chg of opers
MCA, vp in chg of radio-TV

United TV Programs, NY, sls

WWVA, Wheeling, sls rep

Forjoe &G Co, NY, sis rep

NBC, superv TV audience prom

NBC, Hywd, nct sls rep

WSRS, Cleveland, sls mgr

WPIX, NY, vp and gen mgr

Abbott Kimball Co, LA, radio-TV dir

CBC, Toronto, news ed

WSYR, Syracuse, TV dir

WCRS, GCreenwood, acct exec

WBT, Charlotte, Carolina sls megr

WWVA, Wheeling, asst mgr dir
WABC-TV, NY stn mgr

WWVA, Wheeling, prog dir

Edward Lamb Enterprises, NY, mgr

Burke, Dowling and Adams, Adv, Atlanta, radio-
TV dir

WPIX, NY, sls

TV prods, sls

WNBW, Wash, prod

Household Finance Corp, dir of adv

KEYL, San Antonio, mgr dir
WJW, Cleveland, hd of sls dept
YGR, NY, timebuyer

Glass shower doors
Industrial equipment & tools
Nu-Enamel Paint div

Chrysler, DeSoto, Dodge, Plymouth,

other Chrysler prods
Real estate devel

Skin ointments & pharmaceutical prods
“Torino'" brand food delicacies
Distributors of Whirlpool Washers &

Dryers

Marchand Hair Rinse
| High Fidelity Phonographs
Chi Electric razors

Faterson Bar-B-Q Relish

PRODUCT {or service)

Marchand’s Golden Hair Wash &

NEW AFFILIATION

Robert Lawrence Prods, NY, gen sis mgr
WFMY-TV, Grecnsboro, NC, acct exec

Same, dir of publ rel

Crosley Broadcasting Corp, Cinci, consultant
John E. Pearson Co, Chi, acct exec

WKMF, Flint, Mich, mgr dir

Same, gen bus mgr

CBS Radio, NY, stn rel rep L
Paul H. Raymer Co, NY, TV sls dept, acct exec
CBS TV, NY, dir of opers for TV

Official Films, NY, excc vp l
Headlcy-Reed TV, NY, acct exec )
Same, local comml| mgr

Stars National, Inc, pres

WNBC-WNBT, NY, mgr adv & prom

KPIK, LA, prom mgr

Same, stn mgr

KDYL, KDYL-Tv, Salt Lake City, pres, gen mgr
KHJ, KH)-TV, LA, sls prom mgr

CBC. Montreal, cxec asst to management
Same, prom mgr

WFMY-TV, Greensboro, NC, acct exac

WGVL, Greenville, gen mgr

Same, mgr dir

Same, gen mgr

Same, asst mgr dir

ABC, NY, radio sls dept, acct exec

Raymer Co, Atlanta, mgr

Headley-Reed TV, NY, acct exec
SRA, NY, dir of adv rel
NBC OGO stns, Wash, dir of publ

CBS, NY, exec asst to vp and gen mgr of WBBM-/|
AM-TV

Storer Broadcasting Co, vp
Same, vp in chg of sls
CBS Radio Spot Sls, acct cxec

AGENCY

Ad Fried & Assoc, Oakiand, Cal
Ad Fried & Assoc, Oakland, Cal
Olian & Bronner, Chi

BBDO, NY

Adrian Bauer Adv, Phila
Olian & Bronner, Chi
Paris & Peart Adv, NY

Advertising Syndicate of Amer,
Pittsburgh

Gray & Rogers, Phila

Vick Knight Adv, LA
Olian & Bronner, Chi
Fred Gardner Co, NY

SPONSOR
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The welcome mat is out in the "City of Homes™

In Philadelphia your message always receives a hearty welcome when it goes home on WCAU-TV.

Look at the facts. 2 out of every 3 families turn to WCAU-TV during the weekday daytime hours.
Mostly kiddies? Not by a box top! WCAU-TV’s superior programing attracts a daytime
audience of 55% purse-holding women—nearly twice the average of Philadelphia’s other

TV stations. And it’s a big audience! For Philadelphia has a higher percentage of TV sets
(over 90% of the families) than any other major city in the country . .. and nearly

80% of the families watch daytime TV during the working week.

Conclusion? A timely one. 20% more national spot advertisers use WCAU-TV than any other
Philadelphia TV station because experience has shown . . .

Source: Philadelphia ARB, Feb. 1953.

It°s the é¢ime (o buy...

WCAU-TV

The Philadelphia Bulletin Television Station « CBS Affiliate « Represented Nationally by CBS Television Spot Sales .‘.M 3
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Want to see
your sales

KY HIGH 7

-~

anchor
your

advertising
15 CRAC

1. Huge coverage—2
out 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—
7.500,000 box tops

last year.

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

CKAC

MONTREAL
730 on the dial + 10 kilowatts

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

M .
Madison
\W/

PALL MALL ARTICLE

I think vou did a really fine job on
the Pall Mall article which appeared
in the March 23 issue of spoxsor
(*How Pall Mall zoomed to No. 4,7 p.
231, Your research was thoreugh and
vour treatment of the facts is interest-
ing. We found it a pleasure to work
with vou and want vou to know that
we appreciate your courtesy and co-
ol)crali()n.

ALFREp F. Bowpen
Ass’t. to the President
The American Tobaceco Co.

New York

WORLD RADIO

The world chart on radio penetra-
tion on page 39 of your March 23
issue (“World radio: 600 million lis-
teners”) shows Canada as having 2306
sets-per-1.000 in 195). This figure is
absurdly low—-even for 1951, 1t is
now well over 100 in a country where
957 of all homes have at least one
radio,

Canadians have spent $360,000.000
on the purchase of 5.000.000 receiving
sets since the end of World War 1.

PAt FrREEMAN
Director of sales & research
CAB, Toronto

[ Al fignres were compiled by Dr. Arne 6o
Huth and were based on wmaterial gathered for
his report on “I'recdom to Listen.” prepared for
the United Nations, and an statisties published by
UNESCO and the European Broadcasting Union,

We have just reecived our copy of
the Mareh 23 issue of spoxsoR. Need-
less to <av. | read this issue as well as
all others with a great deal of interest
and care.

Especiallv interesting was vour ar-
ticle entitled, “World radio: 000 mil-
lion listeners,” (p. 38). 1 found it par-
ticularly interesting beeause of the fact
that it ignored almost completely the
United  States”™  best  market.  Latin
\merica. The only Latin Ameriean
country ever mentioned giving radio
sets-per-1,000 inhabitants was Brazil,
there heing no Spanish-speaking coun-
try referred to whatsoever.

Obviously. we here in Panama can
hardly hope to make a relatively small
list when we have less than one million

inhabitants. but it is interesting to
note that there are 103,000 radios
here in this republic for an estimated
total of 830,000 people, roughly 120
radios per 1.000 inhabitants, or con-
siderably more than any of the last
five countries mentioned on your list.

Jaries P CLARENDON

Sales Manager

Radio Programas Continental

Panama

SUMMER HIATUS
We at WAVE Radio are fed up with

the ill-conceived habits of the summer
hiatus. and the week-end hiatus. and
with the failure of radio in general to
promote radio’s newest. most potent
asset—auto and portable sets. Effec-
tive April 1. and lasting throughout
the summer, WAVE i~ waging an all-
out campaign to bhreak down hoth hi-
atus concepts. and to exploit “outdoor
radio.” During the winter months we
plug hard on the clock-radio, the use-
your-auto-radio-in-town. and the radio-
in-every-room concepts, Now. we will
point out that in the good weather
months. radio can —and does—move
outdoors.

We are out to make all we can
aware of the fact that auto-and-port-
able-radio is the fastest growing com-
munications medium in America. (Last
vear eight million auto and portable
radios were sold. as compared with
five and one-third million TV sets.)

We are using =everal media in our
new campaign:

1. On-the-air We're
using a heavy campaign of spots on
chainbreaks and in participation pro-
grams. We've set up a heavy schedule
of rotating station identification.

2. Trade press advertising. For the
next few months. WAVE Radio’s na-
tional trade press ads will feature auto
and portable promotion, using car-
toons of families listening to the radio
while driving. and fishermen listening
to p(»l‘lill)lt‘.\.

promotion.

3. Mailing picces. To reach clients,
prospective clients. agencies. national
reps, ete, SO0 mailing pieces have
heen  distributed. They feature the
basie facts about outdoor radio in the
nation and in the WAVE area.

4. Programing. last. hut not least,
WAVIE's local programing this sum-
mer will keep the auto and portable
radio listener uppermost in mind, with
plenty of music, news, and sports re-
sults —with deemphasis on programs

SPONSOR



IN new haven

Connoisseurs of fine tobacco know I° 1 Grave & Son as manutacturers of cigars that are “‘always
R TR . Sseurs w 17 D, Grave & Sonoas manut g 3
Al ;N t tIne
q Grave import
tob

o . Fredevick D, Gra T'od
__}66’5 Superiores % employing over 100 persons, Many are skilled hand eraftsmen and have been with the company

= // » e ———— /d\\ over {0 years
- - .\v. et e

More than 550 manufacturing plants give New Haven a healthy

and thriving economic lfe. I's a market worth cultivating!

Most efficient way you can reach and sell the people of New Haven is over
WNHC. Programs have a strong local flavor so folks just leave their dials set at WNHC,
the Voice of New Haven. You can be sure your products are in the homes of

New Haven when you sell themn at home. through WNHC.

new haven New England’s first

complete broadcasting service
Represented nationally by the Katz Agency
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BEST

WTXI_ Lowest cost per thousand

SPOT

WTX Largest audience gain of any arca station for three consecutive

years based on Hooper.

WTXI_ Ouly full-time mdependent station serving Springfield.

WTXI_ Lagest 7:30-8:00 A.M. audience of any arca station.

SPRINGFIELD

WTXL Flexible avails in Music-News-Sports programming.

MASSACHUSETTS.

(]

o]

In the 2nd largest Massachusetts
(]

Metropolitan Market, more and more

National Advertisers and Agencies Marks the SDOt

arc buying spots on WTXL. *

O

For avails and other information, call Larry Reilly, Gen.
Mgr., WTXL, Springficld, Mass.. 9-4768, or any office of

SPRINGFIELD, MASS.

The Walker Representation Co., Inc.

18 SPONSOR
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whose meaning is lost if you mmiss part
of themm. And Prograniing and Sales
are packaging and pitching programs
designed to break down the sumnmer
and weekend hiatus habit.

In short, at WAVIL we’re out to
prove that summertinie radio is big-
time radio!

Jizt CaLbwELL
Promotion Director

WAVE, Louisville, Ky.

TV DICTIONARY/HANDBOOK

Thanks so much for sending the “TV
dictionary /handbook  for sponsors.”
The boys here at the agency are so de-
lighted with it that they would like one
more copy. 1 am enclosing two dol-
lars for same.

PaTriciy B. BARBER
Harwood Advertising
Tucson

® SPONSOR's TV  diciionary/handbook for
sponsors”" ix available for single copy sale (82)
or at reduced gquantity prices,

COPY APPROACH WANTED

I received my first “thrilling” copy
of your magazine! It is excellent, and
am sorry that | d¢idn’t follow it sooner.

After reading through it several
times. and then going back to get ideas.
I was wondering if I could call on you
for a little help. I am a continuity
writer for the local station here, and
need advice. 1 was “educated” in a
large city writing for radio, but now,
in this smaller section, | find it doesn’t
go over so big.

First, when large advertising agen-
cies write their copy, do they follow
some pattern of scripting so as to get
both the upper and lower class of lis-
tener? What do they follow for cou-
plete listener “‘saturation”?

Second. what do they write about
each product? 1 mean ... do certain
level listeners require different points
than the other types of listeners?

Third. the “prima donna” announc-
ers on the staff have certain ideas they
try to incorporate into the copy that
changes the entire meaning. How do
you get around that? Three seemingly
uniportant things, but they mean a
tot when you try to write good copy.

Maybe some of your readers know
of a publication or a booklet that con-
tains the LQ. levels of the country.
This is a farming and ranching terri-
tory out here. so the majority of the
listeners have spent their entire lives

4 MAY 1953

on the farm. The grammar structure,
puuctuation and other “good” an-
nouncing phrases mean mnothing to
them.  All they like to hear is some-
thing they can understand.

Maybe some of your other readers
who have jobs in continuity depart-
ments have the auswer.

Bos GARRETT
Box 151
Goodland, Kan.

CARTOON PRINTS

During mny visit in Jerry Sill's office
this week, I noticed four cartoon prints
on the wall of an account executive,
sponsor. timebuyer, ete., which 1 got
a big kick out of.

Jerry commented that he got these
prints from you and that he thought
possibly | could secure a set also, if
vou still have a supply available.

In the event you have any left. |
certainly would appreciate receiving a
set if you have them to spare. | will
be in New York the early part of
May and could pick them up then.

LoreTTa Manar
Radio-TV timebuver
The Cramer-Krasselt Co.
Milwwaukee

® A limite:dl number of Juro New ecartoons are
available free with a subscriplion te SPONSOR.

MARCARINE SUCCESS

I quote below a letter to one of our
members:

“Leo Burnett expressed its thauks
for being let out of the Durkee sched-
ule.

“As you know. the starting dates for
the schedule were indefinite because it
was a five-week promotion of a 1¢
sale for margarine. Ordinarily in
Washington on a sale such as this, they
sell 350,000 pounds of margarine in a
month. With just their radio advertis-
ing on KING. they sold one million
pounds in three davs. They had no
additional margarine to sell: therefore.
their request to be allowed an out on
their schedule.”

When a radio station sells a million
pounds of margarine in three davs. 1t
deserves more than casual notice.

T. F. FLanacan
Managing Director

Station Representatives Assn.
New York

The
Bright
Side

Your advertising dollar can
still buy a dollar’'s worth of
action. Radio is the shining
example!

Put your dollars on the air.
You’ll not only escape such
terrific increases as, for ex-
ample. .

engravings up 106% since 1942
typography up 85% since 1942

..but you'll enjoy tremen-
dous bargains! For example;
a popular daytime partici-
pation on KDKA now costs
only 1623% more than it did
10 years ago!

PITTSBURGH

50,000 WATTS

WESTINGHOUSE

RADIO STATIONS Inc

WBZ WBIA KYW KDKA
WOW0 KEX WBZ.TV

Mational Heﬂre:éntat‘ives. Free E Pelers,
except for WBZ-TV: for WBI,TV,
NBC Spat Sales
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CLEVELAND’S

o

STATION

WW

5,000 WATTS—850 K.C.

BASIC ABC NETWORK M[}’; Sﬂ])@[mg(ﬂ)ﬂ” President

erber Products Co.
REPRESENTED @erber Products C

Daniel F. Gerber

BY Mavhe we all ought to take a greater interest in the day-to-day
domestic problems around the hou~e. Dan Gerber did in 1928 and,
H-R REPRESENTATIVES as a result of hix dabbling in his wife's chores, he started a business
whose sales for the fiscal year ending March 1953 were in excess of
$04 million. up 199 over the previous vear.

The ehore: straining vegetables for the baby. The result: he de-
cided to do the job at the family canning factory. then used adver-
tising to spread the demand from a local to a national level.

To maintain his healthy lead over competitors Dan Gerber hegan
experimenting with TV as an advertising medium in 1950, jumped
& U Sheeot il’l S()li:ll)i in ‘l‘)52 with the pur('hafv’ niy' a \\‘f‘ek})' quarter hour of't‘he
Pin B Kate Smith Show on as many NBC TV stations as he could get. The
YOUR EVERYDAY GUIDE P result has heen greatest sales acceleration in company’s history.
70 CURRENT SONG HITS _ Perhaps more than any other line of business. baby food makers

broal ‘ face the problem of constantly losing “perfectly satisfied customers”
roadcaster aces a . . -

d iTl,l,mclnnenge of providing every day because of the fact that babies require these produets for
the best in recorded musical just about two years. Savs Dan Gerber. “To meet this very special

LTk . problem. we find it essential to maintain a policy of aggressive adver-
To help mcet this challenge \

BMI issues its monthly “Pin _ ]

Up” sheet of BMI-licensed . other baby foods manufacturer.

tising and merchandising which attracts more new mothers than any

songs which can honestly be
classed as Hit Tunes.

Gerber’s slogan is the tipofl to what he considers the company’s

Most broadcasting stations strongest selling point: “Babies are our business . . . our only busi-
keep the BMI “Pin Up” sheet | nes<.”  No TV commerecial i~ complete without this tag line. This

prominently posted as a con-
venient reference. Complete . r
record information is pro- cate the public to the advantages of prepared baby foods-—just inake
vided, as well as a handy cal- ‘em buy your brand. And the Gerber line of produets is being

» isting 3 vents . . .
gndar listtdg 'dm“ W ey widened by the constant addition of new items.
important to' broadcasters. i

ties in with the industry thinking that it is no longer necessary to edu-

If you'd like your own Certainly. I)an.(lurl)m: has g”f"l reazon to }.w. familiar \\"ilh the
personal copy—nwrite to facets of the canning business, 1lis dad was president of the Fremont
BMI Promotion Dept. Canning Co. when Dan returned from service in World War 1. When
he started 1o produee the baby foods in 1928 it was as a small part

of the factory operation. By 1943 the tail was wagging the dog so

BROAD CAST MUSIC’ IHC vigoronsly that the general line of foods was dropped and the eom-

yany has concentrated on babies ever since. Tl aueliter .
580 FIFTH AVE., NEW YORK 19 ]“ v s contrated t l(l~ ] & ] ( ll 1e (l'lll;..l]l(.l tf.or \\l.mm
an strained the first vegetables has shown her , sine
B S nk - ciicaco - HoLYWODS d ol cg s own her appreciation since
then by producing two Gerber customers. * &k

<0 SPONSOR




"Speedy” keeps steady company with

a charming lady who will purchase a bil-

lion dollars’ worth of merchandise this year.

His words of wisdom are listened to attentively
and his advice is followed emphatically.

“Speedy"” TVisits. with her in the living room during her
moments of leisure, AMuses her in the kitchen while she pre-

pares lunch, and even accompanies her when she drives to
the shopping center.

For years, the advertiser wishing to convey his sales message
to rich “Miss Toledo Market”, has learned that, entrusted to
Ilspeedy!sl!

care, his message will definitely find a recep-
tive audience with this “Billion Dollar Baby™.

o

Z'LF—V_/ﬁ"ﬁ‘ -
Y ’ b

AM-TV

TOLEDO, OHIO

Starer Braadcasting Campany Repl"esenfed NCﬁOﬂC”Y
TOM HARKER, NAT. SALES MGR. 118 £ 57th STREET. NEW YORK

by KATZ J
4 MAY 1933
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NEWS FLASH!

IN LOS ANGELES

" AL JARVES

and his

original

""MAKE BELIEVE
BALLROOM" .g»r‘

Ry

G

the
NOST
of the
BIST
for the
LEAST

AL JARVIS

KFWB

NOW

e —

—
2 7vears

of service 1
America's
THIRD LARGEST

MARKET

THE
BRANHAM
COMPANY

W yORK
CHICAGD

AN PRAMCIEED
LD ANDILI

MARLOTTE e

:«mul'l_., LOS ANGELES
ATLAMT

AMEIH HARRY MA}&‘_‘?,&
31, LOUIE Prosidimt-Grarral 22
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New developments on SPONSOR stories

See: “The case for use of radio by depart-
ment stores™

Issue: 26 February 1951. p. 33

0 (o} Subject: Top department stores trace sales di-
reetly 1o radio

R. H. Macey & Co.. Ine.. world’s largest department store, has found
a formula for radio success after 20 vears of trying radio on and off
without significant resuls.

Macy’s. which heretofore had sponsored 15-minute. half-hour and
lour radio programs in New York. tried a new tack last summer.
The week-end hefore Fathers™ Day. it decided to keep the store open
an extra hour Friday night for shoppers. The late-hour closing was
a last-minute decision. and the store’s ad men felt radio was the best
means to tell customers about it.  Maev’s bought one-minute an-
nouncements over one New York station. plugged a special purchase
of sport shirts at the same time.

Re:ults were so savisfactory that the department store tried the
saturation teehnigque. Virtually every Friday sinee last June. Macy's
has uwsed one-minute announcements over WOR and/or WNBC.
(WABC i also uzed now on rome week-ends.) The store typically
selects just one or two special items for plugging. uses 15 announce-
ments per itam to hit week-end shoppers. I addition. it buys an-
nouncements for store-wide sales held periodically through the year.
runs them for four davs preceding the sale.

According to Louis Tannenbaum, Maev's advertising manager,
“It’s too early to draw conclusions about long-range use of radio, but
we are satisfied with initial results.”

The announcement campaign, he feels. pulls in virtually the same
trade as longer programs but i= more economical. Savs Tannen-
baum: “Regular programs= don’t get a large enough audience to justi-
fy the expense for the shows.™

(For other sroxsor articles on the use of radio and/or TV by
department stores. see: “13 questions retailers ask most often about
radio.” 9 March 1953, p. 36: “How to top Sears store uses radio,”
23 February 1953, p. 3532 " You need both.” 23 February 1933, p. 40:
“What pulls “em in?” 19 June 1950, p. 21: “Department stores dis-
cover radio.” 27 March 1950, p. 21; “The rains came. the merchan-
dite went.” 2 Januarv 1950, p. 259,

See: “Aotell’s 810.000.000 hair spiel™

Essue: 28 January 1932, p. 28

Subicet: Air “shenanigans™ boost drug prod-
Y 0 § net sales B B

Charles Antell. Inc.. unique for its ballvhoo-type “commercial
stories” via air media. i now making a switeh to more conventional
types of programing.

Because its air penetration has been so broad during the past few
vears, Antell feels it's no longer necessary to tell the “whole story,”
i~ shortening commercial copy to a mere fraction of the air time on
a large portion of programs. (For thoze shows which remain full-
length “commercial stories.” Charles D. Kasher. firm president,
will remain the narrator. Four others. also. are heing hired to assist
Kasher with the programs.)

Antell has rcnewed a comract lor What's Your Bid. Du Mont.
Sunday 10:00-10:30 pan.. may =oon sponsor a national radio show.

The company grossed over 310 million last yvear, will probably
spend over 1 omillion in 1953 on the air media alone. Shows will
be phigging the firm’s old <tand-bys (Charles Antell Hair Shampoo
and Formmla No. 9 Hair Cream) as well as it~ new produets: hand
lotion. beauty Totion. toilet cream, and a eream <hampoo. RN

SPONSOR




WEWS is proud to receive

the George Foster Peabody Award
for outstauding local public service

by a television station

.OF- EORGI/{ o

?@W@%‘,%O

PN N 'z.f* s
i "?\'so

:
N 3
s e bt

“Give lLight aud the people

will fiud their owa way™

WEWS cLevELA4ND

SCRIPPS-HOWARD RADIO, IXNC.
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Here and now—on Mutual in’53 —we’re putting
a new edge on an old axiom:
“Network radio, in the right hands, is
still the most effective mass-sales
tool in advertising...night or day!”
Sharpened by proof from some of the
sellingest brands in business, the results make
kindling out of the notion that radio’s strength
is limited to non-TV areas or to the daytime.

Lever Bros. is now moving to Mutual to
join General Mills and Reynolds Tobacco in a
coast-to-coast, evening line-up of 5 half-hours
that provides unmatched mass and economy:
some 5,000,000 homes every week, for $7,500
in total cost, at $1.50 per thousand homes!

Other sales-productive adaptations of our

evening time and talent are hard at work for
clients like Admiral, Johns-Manville, Libby,
Wildroot —with Coca-Cola just signed, too!

And even the more conventional uses of
network broadcasting seem to pay off better
on Mutual these nights: at an all-time low In
costs, some programs are delivering a 4-year
high in audience!

It’s not surprising that all this hewing to
the line of more effective evening radio should
win tangible advertiser endorsement:

Mutual is now selling 30% more eve-

ning time than in 1950—~the only

nighttime gain in network radio.

Learn how Mister PLUS and his unique

axe can clear a new trail to sales for you . ..

' M UTUAI— ..the PLUS network of 560 affiliates




YEAR AFTER YEAR, men and women who know the

Caralinas place Charlotte higher on their market lists
than the city papulation (73rd in U. S.) justifies. They
know that Charlatte is completely ringed by a heavily
populated, dependent area, studded with highly indus-
trialized satellite cities. Among these cities, mark
Hickory (Catawba Caunty) which employs in its 200
textile, hosiery, furniture and porcelain plants a labor
force almast equal to the town papulation®. It's an
important part of the Charlotte market and for coverage
ta match this market, there are no media to match
WBT and WBTV.
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a
fabulous

market

JEFrERSON STANDARD BROADCASTING CoMPANY, CHARLOTTE, N. C.

Represented Nationally By C B S Radio And Television Spot Sales.
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Unions surveyed cover grips,
electricians, technicians, prop-
men, cameramen, stage hands

TV untons:

4 MAY 1953

Union labor accounts for bull: of production
and talent cost of these typical net shows

V2 hr. live situa-
tion-comedy

Cast (all talent)

Music (all costs) L

V5 hr. film sit-
uation-comedy

1 br. live
dramatic

23.09,

4.0

Script

14.0

10.0 8.5

Supervision-Direction

1.75

4.5 9.0

Below-the-line costs™

8.8

- 21.8 17.7

TOTAL

Below-the-lin osts are

63.3

63.8  58.2

i

the package price of the retwork for rental of its rehearsal halls or faci

what they contribute
1o the cost spiral v e e

over 60%, of production and talent cost on network TV, here’s 19533 ontlook

I:b’[)(). top agency in TV billings,
recently published a chart showing the
dowmward trend in TV cost-per-1,000
in rebuttal to the chorus of advertiser
protest against spiraling network tele-
vision costs. While BBDO’s figure of
$1.08-per-1.000 TV homes in 1953 ver-
sus $4.88-per-1,000 TV homes in 1949
is indisputable. the initial outlay for
network advertisers has bheen rising
steadily. The answer to this apparent
contradiction: The number of new
stations and increasing number of TV
homes have hrought down the spon-
sor's average cost of reaching viewers,
But the increased cost of producing

4 MAY 1953

programs has boosted the advertisers’
initial investment each year.

When complaining about steep TV
production costs, advertisers and agen-
cies frequenthy point an acensing finger
at the unions. To determine the de-
gree to which production cost rise is
attributable to nnions in an industry
requiring the work of many highly
specialized union members. SPONSOR
surveved the TV unions, Unions were

O
status report
00000 OO

asked to point to instances in which
they are helping to hold down televi-
sion production costs. ( See p. 28-29 for
statements from leaders of four repre-
sentative unions.)  Lxperienced labor
negotiators on the broadecasting side
of the fence were asked for their com-
ments on costs,

The<e were the results,

Vlost unions indicated that as a sin.
ple fact of economic life and death
they were committed 1o a “what the
traflic can bear” policv. Since union
labor accounts for over 60¢ of the
production cost of network TV and
filmed programs (sce chart above)
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Ed Stolzenberger, N.Y. Chairman,
Natl. Assn. Bdcst. Empl. & Techn.

George Heller, Natl. Exec. Sec
Am. Feder. of TV & Radio Arti

NABET represents about 1,200 ABC and NBC
nehwcorh emplovees in New York, and about
2500 nationally  for both networks. The
MNABET employee is not a hiring hall product.
He was hired jor his ability to perform a job

-not because his father was a member of the

{n Norember 1952 the AFTRA.network TV «
lective bargaining agreement was renewed u
un average increase of 12.56 over the previ:
rates. The cost of living increase during t
neo-vear period was 85e. so the actual increg
in purchasing dollar of the performer was

union. The VABET employee is a full-time, ‘3 justed by only 1.5S¢. There has been a gr
permanent employee, He is not an itinerant deal of misinformation about TV performé

Mr. Stolzenberger

worker who picks up claw hammer and saw Mr. Heller
and works four hours today for one boss, and
possiblyv tomorrow. al the whim of the union, works another four hours for a
competing boss. NABET has been and still is opposed in principle and in
practice to featherbedding and to standbys. As a result of recent NABET-
ABCNBCG contracts, the NABET staff technician presenily earns, after a
four-and-a-half vear experience escalator, $150 a week, and or 1 February
1951 will receive $155 a week at the end of a four-year experien