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Radio’s rarin’ in Baltimore!
—and the big bargain is still W-1T-}
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143,000 radio sets sold last year; only 48,000 TV sets!
W-I-T-H’s audience is bigger now than ever! And the rates are just the same.

More than 143,000 radio sets have been added in the Baltimore area. Now— more
than ever you get a lot for a little from W-I-T-H.

Baltimore is a tight, compact market. W-I-T-H covers all you need with top Nielson -at rates
that make 1t possible to get the frequency of impact that produces sales.

Get your Forjoe man to give you the whole story about W-1-T-H and the Baltimore market.

—in Baltimore

TOM TINSLEY, PRESIDENT ® REPRESENTED BY FORJOE & COMPAY
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| Perils of
tv packaging
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Rep buys radio
to sell radio

Over 400 stations
in Negro Radio

b
| specialty stations
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. Negroes prefer
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Intensive SPONSOR study among major agencies discloses radio commer-
cials are getting second-thought attention. Admen who say privately
this is so add, paradoxically, that radio copy has not suffered.
Reasoning is that writing for tv has sharpened veteran radio copy-
writers. But it's problem, many agency executives felt, to maintain
level of radio performance for future as many writers come into busi-
ness who've never written for radio. For review of problem with
suggestions from admen on how to control writers interested only in
tv, see article page 31.

-SR—-

Perils of independent tv packager are illustrated by Rockhill Produc-
tions' experience with planned Claudette Colbert show. Packager put
$80,000 into production and sales effort for pilot of Colbert-starring
situation comedy, went for months without sale. Few days after option
on star lapsed, Rockhill sold show to Midwestern sponsor. Price was
$37,500 weekly and client wanted to sign for firm 2 years. But by
this point star turned down deal which would have netted her $10,000
weekly or million dollars in 2 years.

—SR~
For probably first time a rep is using radio to sell admen on buying
his stations. Richard 0'Connell is buying 2 announcements weekly 9-28
September on WPAT, Paterson, to reach timebuyers and account men.
One-minute e.t.'s were cut by Lindsay MacHarrie, who used to be Y&R
supervisor of daytime radio. They run Tuesdays and Thursdays at 10
p.m. to sell Sombrero Network, headquartering at KCOR, San Antonio,
and Lobster Network in Maine. O'Connell reasons lot of agency people
like to relax with music after hard day at office.

—SR~ ’
Trend of major air advertisers to buy radio aimed at important spe-
cialized audience segments is emphasized by growth of radio slanted
at Negroes, who represent 10% of U.S. population. SPONSOR survey
shows over 400 stations (primarily independents, although many major
network affiliates have joined in) are programing average of 28% of
their schedules to Negroes. Dozens of major national advertisers
place schedules directly, or through co-op channels, in Negro Radio
today. Negro-slanted air shows are even available on network basis
(via NNN). SPONSOR's fourth major study of Negro Radio begins p. 47.

SR~
One of reasons for success of Negro Radio. is fact that many Negro
slanted stations are capturing major slice of Negro listening. Admen
recently saw good example of this in New Orleans, where special Hooper
study showed WBOK got 44.3% share of Negro audience from 7:00 a.m. to
noon, Monday through Friday, and 19.0% share in noon-6:00 p.m. peric
Hooper study covered period April through June 1954. Such facts
striking when you consider that in many Southern markets Negro com-
munity represents from 30 to 55% of total population of city.

ESPONSPR, Volume 8, No. 19, 20 September 1954. Published biweekly by SPONSOR Publications. Inc. Executive. Editorial Advertising.
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U.S. public
poor at reading

Time buying and

selling course

Camera for
tv research?

— e e ea—— e e G Gmmem o, e m— ——

REPORT TO SPONSORS for 20 September 19351

Potent argument for effectiveness of radio and tv as against printed
media contained in 1 September "Grey Matter," Grey agency newsletter.
Grey urges advertising industry get behind movement to "double the
audience for printed advertising™ by increasing public's ability to
read. "The American people are extraordinarily poor readers—the art
of reading is almost unknown to our masses," says Grey. Watch Someone |
in radio-tv follow up with pitch based on poor ad readership vs.

easier comprehension through talk and/or demonstration over air.

— SR

Course in time buying and selling starts 26 October under auspices of
Radio and Television Executives Society, New York. Course is probably
first of its kind, could help train young buyers as well as orient-
ing broadcast executives. Senior timebuyers have long complained of
difficulties in suitable begineers. "They all want to become tv
directors," is way one veteran described timebuyer job applicants,
RTES course is open to members and non-members, will take place over
lunch at Toot Shor's. Cost for lunch is $3.50. Series includes 13
lectures.

—ERas

Radio-tv may be losing status as most-measured media. Alfred Politz
has developed way of checking exposure to billboards using camera !
hidden behind poster. Will some radio-tv researcher counter with
camera hidden in tv sets? It would be one way to get percent who vies
commercials,

~SR—
British admen British admen are coming to U.S. to study tv methods now that opening
studying U.S. tv  of commercial service is set for next summer start. Writing to
SPONSOR for an assist in making U.S. tv rounds, president of London ]
agency, Service Advertising, said:"...it's a new baby with us over l
here and naturally we are anxious to be right on the ball with it."®
—-SR-
All-media American Research Foundation is tackling tough job: " 'design' for
ARF study audience studies of major media on_an integrated basis."” Committee
has been appointed under Lyndon O.Brown of Dancer-Fitzgerald-Sample to
develop plan for audience study of magazines which will be integrated
with plans for audience studies of other media. Basis purpose is tg
find sound basis of comparing all media.
New national spot radio and tv business
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration ’
Apg:alachian Apple Apples Loewis. Edwin Ryan, 14 major mkts Tv: anncts; 16 Sept;, 8 wks
ervice. Martins. Wash
burg, W Va
V. La Rosa O Sons, Macaroni prods Kiesewetter, Baker, 9 tv mkts Tv: 20-, 60-sec film anncts; 13 hr 1 wk
Bklyn Hagedon G Smith, 20 radio mkts film show tin 4 mkts) ]
NY Radio: 20-, 60 sec anncts; 1 Oct; 26,
39 & 52 wks
General Electric, Radi> & tv sets Maxon, NY 156 mkts Radio: 60 sec anncts: 4 Oct: 6 wks,
Schenectady 350 stns
Sparton Teievision, Radioc & tv :cts David | Mahoney, NY 10 Midwest mkts Radio: 60 sec anncts, 10 Oct; 10 wks
lackson, Mich
Puéc_tcr_ & Gamble, Oxydol D.F-S 50 mkts Radio: anncts; 20 Sept; 39 wks
mnct
Underwood, NY Leader Portable Type- Brooke, Smith, French 32 mkts Tv 20-, 60 sec anncts: 7 Sept; 3 wks I
writer & Dorrance
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A he Acme Story and WA'TT

“ The American Stores
|I| Company, one of the
', largest food chains in
the nation, operate the
Acme Super Mcrkefs———g
with 132 outlets in

northern. New Jersey

and Staten ‘fsland.

TWELVE WEEKS AGO |
Acme added the Laok |
-P?idioguig,,_ with Paul |
~Brervmer—l—.jﬁ’ve' gucrte’{,

hours per. week. .

Do YOU have a sales problem ?

ch annel

120 SEPTEMBER 1954

watyv

covering metropolitan new york-new jersey

.‘TELEVISION CENTER , NEWARK 1, NEW JERSEY

REPRESENTED BY WEED TELEVISION CORP,



advertisers use

ARTICLES |

Is radio copy today’s agency seepehild?
Has tv's meteoric rise as champion of media billings and glamor affected the

way top agencies handle radio copy? SPONSOR reports on & series of off-the-
record talks with key agency executives on the quality of radio copy

The incredible (v suceess story of Saran Wrap
Network television programing helped industry giant Dow Chemical skyrocket
sales of its first consumer product. It's spending $2 million in tv

SPONSOR visits 5 U.S. agencies: 1
In second of three articles SPONSOR goes behind-scenes at Marshall Robertson,
Denver, and Bozell & Jacobs, Omaha. Based on 5,337-mile trip

Quality Radio Group: what it has to offer

Formation of Quality Radio Group has been called one of most significant re-
cent radio developments. Here's what QRG offers radio advertisers

Why Phillips likes spot film
Phillips Petroleum, multi-million dollar corporation, is one of largest users of tv
film in multiple markets. Spot pinpoints messages to key markets

Tv Dictionary Handboolk: for Sponsors: IV

Are you seeing the whole tv picture? Reading SPONSOR’s tv dictionary will
provide broader outlook as well as knowledge of specific terminology

NEGRO RADIO SECTION

I. Negro Radio comes of age

"Blue-sky” selling of earliest days has vanished. Today Negro Radio has respect
of its audience and the advertisers

2. Negro Radio: a step-by-step analysis
Number of Negro-appeal outlets has jumped 1,000 since 1949

3. Negro Radio Results

Higher-than-average spending by Negroes for quality products can be turned
to advertiser's advantage through well-planned use of Negro Radio

1. YNN: Negro Radio’s network

New National Negro Network built arcund transcribed show has 45 outlets
3. Tips on selling via Vegro Radio

Approach should be simple, factual, built on logical "reason why"

6. Negro Radio’s talent

Here's a portfolio for timebuyers of Negro Radio's top performers

7. Negro Radio listing

Details on number of hours programed weekly by Neg=c stations

| COMINCG

SPONSOR visits 5 U.S. agencies: 111

Last of three-part series giving intimate look at five agencies describes opera-

tions, radio-tv setup at Gardner, St. Louis, and Campbell-Ewald, Detroit

31

34

starts page 17

139
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TIMEBUYERS AT WORK
AGENCY AD LIBS

49TH & MADISON

SPONSOR BACKSTAGE

NEW AND RENEW

MR. SPONSOR, Russell Klemr
NEW TV STATIONS

NEW TV FILM SHOWS
FILM NOTES

RADIO RESULTS

SPONSOR ASKS

AGENCY PROFILE, Arthur Bell.e
P. S.

ROUND-UP

TV COMPARAGRAPH
NEWSMAKERS .
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IN SHREVEPORT!
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 ar K 's HOOPERS!
wok At KWKH's HOOPERS!
x JAN.-FEB., 1954 — SHARE OF AUDIENCE

Hoopers show that despite competition TIME KWKH | station 8 | station ¢ | svavion o | svavion ¢
from four other stations (and all three MON. thru FRI. 38.1 95 02 6o s
other networks), KWKH and CBS are the 8:00 A.M. - 12:00 Noon
BIG Shre.veport favorites. And of course ]2:;:)0:;0:!“:"6:;:";‘M‘ 44.3 2.2 9.2 6.1 19.4
Metropolitan Shreveport represents only SUN. thry SAT. EVE. 546 - . "o
a fraction of KWKH’s total coverage! 6:00 P.M. - 10:30 P.M. : : ' :

3] 'ABKANSAS

wok At KWKH's sAMS AREA!

g5 56— | 2 I 2
50 0 o
> Sh( ‘_7_“ ‘ : i’ a
\\’\-‘
S.AM.S. credits KWKH with 22.39, more daytime homes than A p ’°('w[ " -!_u \‘: B
. . ! . . E— \ 1 \ '
all other Shrev.eport stations, combined! Yet KWKH gives you DR l wl o \m
89.49%, more listeners-per-dollar than the next-best Shreveport sz fengt (% .
station! Lo [, Y2
_ 113 v ‘
7;i o ~ " 7 "
7\ " RN '

50,000 Watts ¢« CBS Radio

) | . 3e IS A i &
A Shreveporf Times Station The Branham Ca. Henry Clay Fred Watkins '_J. . _LOUISIAN -
u TEXAS Representatives General Manager Commercial Manager

HREVEPORT, LOUISIANA
- | ARKANSAS




STATIONS

are powerful
enough and
popular enough to
register audiences
in radio survey
ratings of both
Los Angeles

and San Diego

Of these top
four, KBIG is

® the only
independent

% the least
expensive

®* the lowest cost
per thousand
families

,;z:-'* ~—T-
NI
=

JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hollywood 28, California

Telephone: HOllywood 3-3205
Not. Rep. Robert Meeker & Assoc. Inc.

lTmebnyers
Al work

KBIG

The Catalino Station
10,000 Watts

740 °% 8"

1
Barbara Bergh., C. J. LaRoche, Néw York, savs I
radio-tv reps rould cut a timebuyer's work in half
by standardizing their arailability lists, confirmations
of orders and schedule changes. “We hare to
spend too much time figuring out how the differeni
forms are set up,” says she. “It would hely the
reps too if they could devise a svstem whereby the
mimeographed availubility list they get from the sia-
tions could be the one that we see. Essentiallv. ther'd
just need to have rates and ratings inked in, and
if they were standardized, they'd do the job for us.?

Si Lewis. Products Services, New York, found
that saturation spot radio produced speedy results
for Strauss Stores. “‘Just last spring,” he told
SPONSOR, “Strauss had some 8.000 tires sitting in his
warehouse. W'e put on a four-week radio campaign,
with 200 or more announcements a week. Before the
campaign was over, Strauss had to reorder tires. An
automotirve accessories retail chain, Strauss started
using radio this year. The firm has already had a
900% increase in bicycle sales, 5009 increase in seat
cover sales over 1953. 1951 budget is 80Gc radio.”

Frances Joha, Bryan Houston, New York, came
into buving radio and tv after years purchasing
space. “The print experience has helped me a lot,”
she told ~poN<OR., “Print experience can help any
timebuver. | jecl that knowing all media gives
the buyer more scope in eraluating any one mediums:
At this agency, we're all-media buvers and must
hare both print and air experience to make our
niedia recommendations. If you know the
effectiveness oi competing media. vou can
etaluate your oun medium better.”

Roberie A. Burke. Cunningham & W alsh, New
York. suggests that more stations start including
announcement packages on their rate cards.
“Advertisers’ budgets could be elasticized,” says Fe,
“If they could take adrantage of the large discounts
that are arailable by using ‘packages’.” 1| these dis
counis were made known to the agency early enougn,
he adds, more announcement campaigns could be
included in the original media recommendations. ** All
four parties 1would benefit: adrertiser: agency that
places the business: and the rep and stations.”

SPONSOR *



It won't help you....if it's not available

When you're shopping the Los Angeles and San Francisco
radio markets, be sure you buy availabilities that aren’t
picked over remnants on the bargain rack.

Choose where the stock is best . ..on KHJ and KFRC
where consistently good programs and spots ARE avail-
able ... to fit your requirements. Remember, high specific |}
ratings can'tsell for you if youcan't buy them...high aver-
age ratings mean nothing if the spot you buy rates low.

On the Don Lee stations, low, low daytime rates apply
to nighttime, too, delivering the serious, responsive, high-
spending Los Angeles and San Francisco markets at a
cost-per-thousand that you'll recognize as a real bargain.

Want more details? Ask your Don Lee or H-R Repre-
sentative what's current and choice. . .he's got ’em!

LOS ANGELES
5000 W —930 KC

SAN FRANCISCO
5000 W~ 610 KC

Ml
DON LEE

RADID

Represented Nationally by H'R REPRESENTATIVES, Ixc.

20 SEPTEMBER 1954
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Wenatchee

WASHINGTON

“The Apple Capital of the World”’

KPQ’s N.C.S. AREA

GIVES YOU

Washington leads the natit;n
in apple production . . - t ef
doltar volume exceeds that 0

the California Orange.

Washington's lowest 0.
gn;sency, 560, delivers BIG-
ST ranch Coverage

5OO,OOO new . °
bia Basin, seres in Colum.

5000 watts . - - the most
powerful station betwee.n
in

Seattle and Spokane e
the center of Washington.

ABC-NBC

S000 WATTS
560 K. C.
WENATCHEE
WASHINGTON

Reg. Reo.-MOORE & LUND, Scattle, Wash.
Nat’l. Rep.-FORJOE & COMPANY, Inc.

8

by Dob Foreman

In a medium where mmnovation i~ familiar and novelty
has become commonplace. thi~ fall ~ea~on <hould prove the
most interesting by far of all the tv falls we've experienced to
date. We are faced with several diverting and diametricalhy
oppo=ed philo=ophie~. In addition to warring philosophies.
we have color to watch, for color will get it first real chance
as an advertizing tool and it= biggest opportunity to date to
create et demand. Add to all thi~ the impre=sivelv improved
quality of tv product now available to broadcasters aud theig
audience~ on local as well a~ network level and the premise
set forth in the opening sentence seems (to me anyway)
valid indeed.

In the vears previous as we uzhered in each new -ea-oil.
other things concerned us—-uch as rapidly rising cost~ or the
dilenuma of film v=. live or the effect of reruns on a time slot.
[ don’t mean to imply that we have attained definite conelu:
sions ou all of the queries raised previously. but we at least
have acquired the ability to <hrug them off. This vear. hows
ever. is bearing an entirely new crop of quandaries. In fact.
the entire structure of programing mayv be at stake.

We will witness the outcome of the <o-called “extrava:
ganza’” vs. the more typical weekly program with its familiar
face~ and ~ituations and =ingle spon=or (or cosponsors}. Not
only will the program structure of the medium be vitally
affected by the outcome of thi~ battle (which is essentially a
CBS vs. NBC joust) but the relation of advertisers and ad:
vertising to the tv broadcasting business also hangs somewhat
in the halance. If the extravaganza out-extravaganzas it~elf—
in other words. if each succeeding opus takes the bloom off
the next and the unexpected becomes expected and then np-
wanted, as might well occur. the high cost of these works plus
their lack-to-the-advertiser of continuity. of frequency and
identity or integration will have a distinet bearing on the ine
dustry’s pattern the following vear. Al-o. if thi~ does hap-
pen. CBS. by adhering more rigidly to the half-hour weekly
format. singly sponsored or eosponsored. will hecome the
norm if not the king-pin in 19506.

On the other hand. if Pat Weaver ha~ created the patterii
that sticks. it i~ obviou~ that more of ~ame will be in order—
not onh on NBC but at the three other networks. too. In faet.
the others are already leaning in that direction without top-

(Please turn to page 71)

SPONSOR



RIGHT THIS WAY

FOR THE HOTTEST

THINGS ON REELS!




CESAR ROMERO

DELIVERS THE
AUDIENCE . ..

ALSO YOUR
COMMERCIALS!

PASSPORT TO DANGER

This show combines a big box-office star and a sure-fire subject: intrigue and
espionage in cities all over the world. As a globe-trotting diplomatic courier,
Cesar Romero gets in and out of trouble like you and I get in and out of
the bathtub. The films are the work of Hal Roach, Jr., and what’s more,
they’re brand-new . . . never before shown in any market. Romero is available
to add excitement to your commercials. Want more facts? Call:

In NEW YORK: Don L. Kearney, 7 West 66th St.,, SUsquehanna 7-5000
In CHICAGO: John Burns, 20 North Wacker Dr., ANdover 3-0800
In HOLLYWOOD : Bill Clark, 1539 North Vine St., HOllywood 2-3141

ANOTHER HIT FROM ABC FILM SYNDICATION, INC.




THE WORLD’S
MOST FAMOUS
MAGICIAN

WILL DO

~ WONDERS

FOR YOUR
SALES!

MANDRAKE THE MAGICIAN

A brand-new series with—PRESTO! —a ready-made audience of 50 million
fans, most of them adults, who follow the famous magician in comic strips.
Here’s adventure, mystery . .. plus all the surprise and excitement of leger-
demain at its best. Coe Norton, a top TV actor and skilled magician, plays
“Mandrake.” How can you go wrong with a selling force like this?

-

i [
In NEW YORK: Don L. Kearney, 7 West 66th St., SUsquehanna 7-500C | T & B
In CHICAGO: John Burns, 20 North Wacker Dr., ANdover 3-0800 Syndication, Inc. D
In HOLLYWOOD: Bill Clark, 1539 North Vine St., HOllywood 2-3141

ANOTHER HIT FROM ABC FILM SYNDICATION, INC. ]'
. 2 s



WANT MORE REEL HOT SHOWS?

- 4

I— KIERAN- - . - USE
RACKET SQUAP . l o dRAN S KALEIDOSCOpy uE PLAYHO il
sinceé " oted th . cts
wals t0 85.'7 {)e for syndi aneoyg si f)est-sy ndicated Misce] Multi-mar conttl:ze account r
Rer_\e ame “"a“ab second 5 78 in BILLBOARD . nat\ona‘ dverty
Sen_es \ fall ,,_l nnual Ty film ay S ing f tota gales ]
tion la8 e — ——— ards! 80.8%

RACKET SQUAD: Geared to sell to a ready and waiting audience . . . combining
fast-paced entertainment with public-service appeal . . . at just a fraction of
its original cost! 98 half hours available. KIERAN'S KALEIDOSCOPE: Witty
John Kieran, writer, sports authority, naturalist, and colossus of knowledge,
holds a mirror up to nature to provide unduplicated entertainment for the
entire family. 104 quarter hours available in 26, 52 or 104 segments or in our
unique library plan. THE PLAYHOUSE: This dramatic series, sparkling with
big box-office names, has a big-time, network quality that vou couldn't
duplicate for many times its cost to you! 52 half hours. Get full details . . . call!

l In NEW YORK: Don L. Kearney, 7 West 66th St.,, SUsquehanna 7-5000
In CHICAGO: John Burns, 20 North Wacker Dr., ANdover 3-0800
In HOLLYWOOD: Bill Clark, 1539 North Vine St., HOllywood 2-3141

3 MORE HITS FROM ABC FILM SYNDICATION, INC.
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SPONSOR snvites letters to the editor.
Address 40 E. 49 St., New York 17.

DANNON YOGURT

I want to express my sincere admir-
ation for the really professional job
you did on Dannon Yogurt [“Radio-
tv’s mission: to make yogurt as Amer-
ican as hot dog,” 23 August 1954,
page 40]. As I was rereading it last
night, it struck me that you welded the
whole assortment of relatively unin-
spiring facts into a fast reading. re-
markably interesting piece.

Thanks from the Dannon people and
from all of us here at the Zlowe Co.

MiLTON SUTTON
Copy Chief
The Zlowe Co.

New York

FALL FACTS

Like many other people, I am all too
remiss when it comes to handing out
bouquets, but I don’t want to fail to
compliment you on your recent 8th An-
nual Fall Facts issue. It is the finest of
many fine jobs done by sPoNsoR.

JERRY N. JORDAN
N. W. Ayer & Son
Philadelphia

ALL-MEDIA BOOK

We are getting plenty of promotion
about your “All Media Evaluation
Study Book.”

We ordered this the first time you
inentioned its proposal of publication,
but as yet have had nothing but more
promotion.

How about delivering the orders al-
ready placed? Maybe we’ll want more,
but let’s see it first.

The series and your inagazine have
done a swell job. We like your pub-
lication and have to order more sub-
scriptions as the “pass along” copies
get stalled, as being too interesting to
scan.

- Thanks for your good urgent work
in this pressurized industry.

C. Remn WEBBER

Webber Advertising Agency
Grand Rapids

; ‘SPONSOR.S All-Media Study (168 pages) will
be in the mails in late September. Copies $t
cach, with discounts for quantities.

20 SEPTEMBER 1954

[ should like o place an order tor
two copies of your soon-to-be-published
All-Media Evaluation Study hook as
soon as it is released to the public.
WesLEY H. WaLLace
Dept. Radio, TV and Motion Pictures
University of North Carolina

Chapel Hill, N. C.

Please counsider this letter our order
for two copies of sponsor’s All-Media
Evaluation Study.

Many thanks.
Rocir C. BuMsTEAD
Media Director
David ]. Mahoney
New }York

® Copies of SPONSOR's All-Media Evaluation
Study book containing the 26 articles in its all.
media series are now available. Price i» $1 a
copy. You may order by writing te 10 E. 49
St., New York 17.

STORE TESTS RADIO
Would appreciate receiving 24 re-
prints of the article starting on page
44, entitled “A department store tests
radio.” August 9 issue. It’s just plain
excellent.
FrRED L. BERNSTEIN
General Manager

WTTM, Trenton

® Reprints of “A departmieut store tests radio”
cost 10¢ each. Quantity prices on request.

SPECIAL PUBLICATIONS

As a subscriber to your very valu-
able publication, I should like to take
advantage of vour free offers and re-
quest the following:

(1) sroxsor’s 1954 Radio/Tv Di-
rectory.

(2) 1954 Program Guide.

(3) 1954 Tv Dictionary/Handbook
(to be reserved pending publication in
book form). |

Again, many thanks for the useful
information we obtain from your pub- |
lication. l

A. K. Dixox
Chief, Research & Reports
National Film Board

Ottawa

® SPONSOR’s 1934 Radio 'Tv  Directory and
Program Guide are availahle free to subscribers.
Fxtra copies of the Program Guide cost 32 cach.
The Tv Dictionary, Handbook is now being run in
installments and will he free to subscribers in
book form. Extra copies, 32 each.

TV DICTIONARY/HANDBOOK

As a subscriber, I'd like to reserve
a copy of the new Tv Dictionary’
Handbook for Sponsors to be sent to
my home. Also, how much will extra
[ would probably need

copies cost?

it takes

TOWER

and

@POWIR

to cover the Dakota area

KXJB-TV

gives you more of both

N. IDATK., { RINK,

~3 —0rafton
pa

Thief fwver Falls

Grand For'ks (

KXJB-TV )
'V_T“e;%;l STATION B

Wi
et FARGO { MoorFee

Wahoetor, | Breckenndge
Pa{ Grade B PT

Q S. IDAK. <
EX COMPAKE KXJB-TV Station B
R Tower 1085 ft. 433 ft.
A\ Power 100KW 65 KW
= Above
(lS"'.' sen 2495 ft. 1383 ft.

In 100 MV/M Area
Pop. 327,500 256,900
Families 86,300 69,700

%g}g;l $397 mi. $292 mi.

In the 100 MV/M area
KXJB-TV will give you
279% more people, 23%
B more families; 369 more
N retail sales.

Live interconnected Sept. 26th,

% KXJB-TV

S CBS Primary—DUMONT

. Clawnil 7

: VALLEY CITY
() FARGO

NO.DAK.BDCST.CO.INC.
Bax 626 Fargaq, N. Dak.
Phone Fargo 4461
KSJB-600 KC, Jamestown

KCJB-910 KC, Minot
KCJB-TV-Ch. 13, Minot
REPS: WEED TELEVISION
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our brilliant aggregation r
‘ of Talent!

| THRER THRILLING HOURS

E OF ORIGINAL COMICALITIES .'
|

| SATURDAY NIGHT ON

3C-TY




the Kings and Queens of Hilarity
guaranteed to Revive, Renovate, and
Revitalize the Sagging Spirits

The capers of a most clever couple

ETHEL & ALBER'T

The merry mishaps of a mighty mite

MICKEY ROONEY |

Fabulous fun with a frantic ex- ﬁghter

Wt DEie

d
The irresistable, impulsive, mco’mparable ' 1
| /
I MBGENE COCA ¥

The one, the only

JIMMY DURAN

alternating with dancing, dashing

DONALD OCONNOR

- A great new entertainer, worthy member of this classic and unequalled retinue

GEORGLE GOBEL

And to play, sing and dance to the favorite ballads of the nation

ni!lli}llllm.

N N N BN N SN N N SN SN B SN N N N N R N

7 And as a special added attraction...
‘Every fourth Saturday, 9:00 to 10:30 pm, a stupendous S0 minute
NBC “LIVE” .COLOR SPECTACULAR...“MAX LIEBMAN PRESENTS”

SOLD OUT!

Each and every booth
is already taken and
will be crammed full
of wondrous wares to
be sold during the stu-
pendous congregation
of the public Saturday
nights on

INB[: TELEVISION
—e

A SfRVICE OF
RADIO CORPORATICN OF AMIR A
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There are MORE g

rubberneckers 4
2 A
per set and w5 A

<
MORE 4
sets-in-use ;@f :3
tuned to g %‘?
CHANNEL 5"1
in the 75 é;

Denver Area

KBTV leads... with
o high of 32.4%

aof sets-in-use in the
four-station ]

A".k }E
Denver market for ;};‘{* a8

daytime program-
ming (1:30-7:00)

... Be sure of

results: with o
greater tune-in, a

buying audience

268
> /
NL
Ny
CHANNEL

Ask about our
“Four-Minute Plan'

DENVER, COLORADO

Cantact nearest Free & Peters Representative

16

about 22 or 23 for the members of
my v department here.
De Witt O'KIEFFE
Pice President
L.eo Burneu Co.
Chicago
® The 1v lhictionars Handbhook now being run
in installinents will be reprinted in Look form,
Copies will be free to subseribers,  Quantity

prices for extra copies hase not yet been de-
termined.

Congratulations on your Tv Dic-
tionary landbook for Sponsors. This
i< something that no sales department
~hould he without. By all mieans please
resenve a copy for me.

Miss DALE Baun
Sales Service
WTiD. Durham

Would you please send us three cop-
ies of the Tv Dictionary Handbook
for Sponsors. . . .

Joy C. Marks
Tv & Radio Sales Promotion
Bulova Watch Co.

Flushing

Please send to the research librarv
two copies of yvour publication. Tv
Dictionary Handhook for Sponsors.
Thank vou.

EveLyn BECKER
Librarian

Needham. Louis & Brorby
Chicago

SUBSCRIPTION RENEWAL

Plea-e renew miv subscription for
two years,
Constant congratulations on a con-
stantly terrific magazine.
ELk Harwoob
Harwood Advertising. Tucson

TV TYPOGRAPHY

Here's a letter which I'm unable to
answer sensiblv. since my knowledge
of techniques of adverti-ing is rather
limited.

C()ul(l a”(l \\'0"](1 one ﬂf ‘\()llr Slﬂff
be able to help this chap? Fll appre-
ciate it if vou eould have this done.

Erox G. Bartoxy
Idvertising Fed. of America
\ew York

Would vou give we some informa-
tionr on a possible research area in the
television field? I'm exploring the

advi-ability of doing a doctoral dis-
~ertation on typography in television
production,

Since my contacts with television are
practically nil. I am not even sure that
questions remain unanswered in this
phase of tv production. My viewing.
however. leaves me with a feeling that
present l\pU;:Mphi(' treatment in tele:
vision in mam cases leaves something
to be desired! It <cems to me. for in-
stance. that work might be done on
amount of copv. sizes of type. type
faces or families. contrast in cop
background. perhaps even preparation
methods.

Does televizion production consider
its use of type a problem area?

If so. might there be merit in fur-
ther exploration of the problem area
as dissertation material?

Any leads?

My Ph.D. degree will be in mas-
communications ({rom the SUI School
of Journalism) with major emphasis
on typography and printing design.

MERaLD E, WRoOLsSTAD
Publications Editor
State University of lowa
Towa City
® SPONSOR has not printed any articles an
televisien typography techniques. It will welrome

auy infermation from readers concerniag ihe beed
waurces aof such information,

RADIO BASICS

I just received yvour latest issue ef

Radio Basics 1954 and was very mueh

impreszed. 1 would like to order 25

copies for use by our sales deparunent.
Since vour memo did not state the rate
of this sized order. would vou please
enclose an invoice with the shipment
=0 that we can =end v ou your chech?

I am sure that this information will
he most helpful to our commereial de-
partment.

C. Wayne WRIGHT
Commercial Manager

IWBCK, Batie Creeh

® Copies of the 1951 Radio Ba-ies and T»
Basics arec 30¢ cach; 23 or more ropice. 20¢
cach: 100 or more. 15¢ cach.

RADIO TV DIRECTORY
Your Radio Tv Directory i~ again
terrific. I have been using it for years.
and frankly dont know how | gof
around without it; It certainly saves
carrving a very heavy briefcase.
Could | possibly have two additional
copies?
Harorp H. MEYER
President

' POR, Portland

SPONSOR
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Rudlo and TV

THE M
4-Step Feature .,n, D_MER TEKX

Foods Merchandising

in 200 Top-Volume
Food Supers in

Greater Kansas City \

The KCMO Feature Foods Merchandising

plan offers you merchandising with a point,

_ o
featuring a complete on-the-scene staff

and solid in-the-store selling push

over full 13-week cycles.

Here’s the merchandising you get FREE in 200

high-volume independent and chain markets:

1. Point-of-purchose merchandising—a minimum of 200 store colls in 13 weeks.
2. A minimum of 75 speciol one-week disploys in top-volume stores eoch 13 weeks.

3. 50 days of Borgain Bar promotions each 13 weeks, plus demonstroting,
sampling, couponing, distribution of recipes or product literoture.

4. Full reports twice eoch cycle on oll activity in eoch individual store.

Nothing is left to chance — the KCMO Feature Foods merchandising
staff works in the stores, actually handles the promotion,
arranges shelf displays and stocks, pushes your product

at the Bargain Bar, and reports fully on every step!

Wrap up the Kansas City market now for your product by calling

B Radio- 810 Kc.
11 TV - Channel 5

. — j Affiliated with Better Homes and Gardens and
KANSAS CIT Y, MoO. \5—// Successful Farming * The Katz Agency, representatives

KCMO or your nearest Katz Agency representative.

20 SEPTEMBER 1954 17



~

YOU MIGHT SCORE 4 TOUCHDOWNS IN 12 MINS.* -

BUT ... YOU NEED WKZO RADIO
TO BREAK SALES RECORDS

PULSE REPORT — 100% YARDSTICK IN WESTERN MICHIGAN!
KALAMAZOO TRADING AREA — FEBRUARY, 1953

MONDAY-FRIDAY WKZ0, Kalamazoo, scores heavily. eighteen hours per day
- " (6 am-12 noon [ 12 noon-6 p.m.  © p.m.-midnight in Western Michigan. Pulse figures. left. prove it On
59 quarter-hour, 52-time basis, WKZO delivers:

321.1“¢ more afternoon listeners than Station B—a®
181.0°C more morning listeners- -for only 35.3% mor
s money.

Niclsen figures confirm the WKZO audience facis. They

(a) Does not broadcast for complete six-hour period and the ”ed'it_ W KZO‘ A .'.(h 177.77C more average daily davh
TG G [ N R ST families than Station B!
O
W
] 7o T o, /[
- (} - Ihe ,/,()/).,(;, Sletliaois
LY F 7, WKZO — KALAMAZOO
s ASS WKZO.TV — GRAND RAPIDSKALAMAZOO
""\ \1"’ ajg;a@?&:{;?ﬁilosuu 200 .
! Ay % \ d —_ MA
- (B R R TR O R D T
-y o Avociated with AND GREATER WESTERN MICHIGAN
£ 8D — PEORIA ILLINOIS

Avery-Knodel, Inc., Exclusive National Representative:

Red Grange of Hhnois did it in the first 12 minutes of the 1921 Vichigan game.

18 SPONSOR



By Joe Csida

Some 18 pages have been torn from the calendar since 1
last pecked out the word “Backstage™ at the top of a column.
On that occasion. a year and a half ago, I was doing my sec-
ond farewell piece. as editor-in-chief of The Billboard. In
the spring of 1949, after more than 15 years on that trade
newspaper. I went to work for the Radio Corporation of
America, first as number two man to John West. (he was v.p.
in charge of public relations at the time) and then as director
of popular artists and repertoire of the RCA Victor Record
Division. I returned presently to the editor-in-chief slot at
Billboard. only to leave once again to set up two music pub-
lishing firms. and one talent management operation.

Apart from meeting Norman Glenn's and Miles David’s
request that I introduce “Spon=or Backstage™ with a small
hunk of autobiography it may serve another purpose for me
to mention my present enterprizes here. There 1s a BMI
firm called Trinity Music. Inc., and an ASCAP house called
Towne Music Corporation. Additionally, the talent manage-
ment operation. called Csida-Grean Associates, Inc., guides
the destinies of the following performers: Eddy Arnold.

Frank Luther. Kathy Godfrey. Betty Johnson, Johnny Parker
and Eddy Manson.

It is entirely possible that in one Backstage or another I
may have occasion to mention an activity of one of the three
firms. Should I write that Eddy Arnold is the greatest singer
of the day, or Frank Luther. a performer without peer in the
field of children's entertainment, the reader may reasonablv
assume that such statements conceivably could be a mite prej-
udiced. I have been too long a working new=paperman. how-
ever, and have fallen into too decent reputation for integrity.
to wittingly u=ing this column as a propaganda platform.

To dispense with further personal notes let me conclude by
saying that throughout my business life I have had two loves:

putting words on paper. and show businesz in all its fasci-

nating facets. Trinity. Towne and Csida-Grean more than
satisfy my lust for the latter love, and :itting here at this
SPONSOR typewriter fills, for me, a void which has existed
these past 18 months. [ am grateful to spoxsor for the oppor-
tunity, and I hope spoxNsoRr’: readers will find these Drief

pieces entertaining and perhaps. occasionally. even useful.

In the summer of 1951 I spent three of the most frantic
(Please turn to page 60)
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SATURATION
COVERAGE
of this rich

SIQUX EMPIRE FARM

POPULATION

99.539% of farm homes
have radios!

The vast Sioux Empire
t produced a gross farm
income of $1,311,209,-
500 in 1953. The
average gross income
per farm was §10,-
660. The 469,050 Sioux Empire
farm folks live in one of the world’s
richest farming areas. They have
money to spend! What is the most
¢conomical way to reach this
wealthier-than-average farm audi-
ence? RADIO-KSOO! 99.53% of
these folks have radios to bring them
crop and weather reports, news and
entertainment. RADIO-KSQO is
your best means of really covering
this market because KSOO covers
82% more of the Sioux Empire than
any other station. For low cost, ef-
fective saturation coverage — it’s

MARKET

FACT
NO. 2

RADIO-KSOO!

The Dakotas’
Most Powerful
Radio Station!

SOUTH DAKOTA

\ I’i MINN.

s Ny
< SIOUX FALLS

;/ﬂ.,""\

KS00

SIOUX Falls, S. D.

l\anonally Clear Channel 1140 KC
ABC Radio Afhliate

10,000 WATTS DAYTIME

5,000 WATTS NIGHTTIME

Represented Nationally by Avery-Knodel, Inc.
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Whenever Lanny Ross sings. .. wherever he goes. .. delighted
audiences ask for more. And now, after time out for a smash-
hit concert tour, he’s stage-center once again in a bright new
show of song,* easy conversation and favorite disks, every
afternoon (Monday through Friday) on WCBS Radio. “The
result 1s,” according to Variety (August 11), “a soothing half-

hour of good music. His taste in pop disks ranks with the best

... He's easy on the between-the-disks patter, and his voice is as

vibrant as ever . . . A pleasing entry to the housefrau audience!”

Such comment comes as no surprise. Lanny’s been pleasing
housefraus and everybody else ever since the day when, as an
apple-cheeked choir boy, he sang his first anthem in the St. John’s
Cathedral choir. He’s sung his way to top-rank stardom (and
into the hearts of the American public) in almost every field
of entertainment —night clubs, movies, radio, television,
stage, concert hall —and his list of sponsors has read like

a “Who’s Who in Advertising”:

W2\ ... Packard (Mardi Gras)
X/ f}“, ... Camel (Caravan)

.. Franco-American

) ‘\‘ @@ Qo@ .
¥ 4 ... Procter & Gamble

A \@ ... Swift...Gulf 0Oil

@ . .. Hellmann’s Mayonnaise.

N 1 Now, located melodically between Galen Drake and John Henry
Faulk in WCBS Radio’s afternoon parade of stars, Lanny Ross
is singing and selling for Coca Cola, General Foods, MeCormick
& Company, Hunt Foods and Nescafe. If you'd like to join this
distinguished list of advertisers, Lanny will be happy to accom-
modate you. Call Henry Untermeyer at WCBS Radio (PLaza

.I"IO New York 1-2345), or the nearest CBS Radio Spot Sales office, for details.
(3S Owned

I *With Milton Kaye at the piano
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All New WEATHER SHOW

Which Weather Show would you tune to?

THIS
-

Weather
Tomorrow

Alsa in daily papers,
an radia and TV,

Weather
Tomorrow

Also in daily papers,
on radia and TV

Weather
Tomorrow

Alsa in daily papers,
an radia and TV.

THIS

-
WM - akead

Keeps Your Audience

or
Fully Informed 7 days
In Advance!

Put yaur shaw ahead af the pack
with 7-day farecasts every day.

W@até«%
NEXT MONTH'S
WEATHER!

Exciting new audience game
with 30-day forecasts,

A TOTAL OF 56?45

or Veew, U Vew 7eczthe¢.

Farm & Garden e Q& A Bax ¢ Weather
Praverbs, True or False ¢ Mechanical
Weather Brain e Under The Weather-
man's Hat e Out Of The Dr.'s Black Bag

or

Exclusively yaurs with the
Krick TV package-

Pulls Sponsors
hecause it Pulls
the BIG Audience

The new Krick Weather Show
has everything a program director
ever dreamed about for up-rating
his show...everything a TV sales
manager could want to build a
solid selling vehicle for sponsors.

High interest features galore
never before secen on  weather
shows. Tele-visual aids to spark
staging technique; production and
promotion assistance.

Ovutstandingly different.
Krick's new exclusive features en-
hance your weatherman'’s own ca-
pabilities and showmanship,
whether he be trained meteorolo:
gist or stafl announcer.

Advertisers looking for big:
time glamour and showmanship
in a low budget show will find 1t
in the new Krick weather package
Ask your TV station for it or write
us direct.

WIRE US: we'll tell you all
about this business-building.new
weather show...how you can ob-
tain  exclusive rights in your
market... how, 1n most cases, you
can add the famous Krick team of
80 weather specialists (oldest and
largest firm of industrial meteor-
ologists n the world) to your
weather staff for less than the cost
of a competent secretary.

TWX, dvam PHONE, RAcenewg 'WIRE OR WRITE
DENVER 9, COLO.

"IRVING P. KRICK

22 SPONSOR

Meteorological Consultant Inc.

460 SO. BROADWAY




New and renew

New on Radio Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
All-State Insurance, Chi Christiansen Adv, Chi MBS 569 World Series Roundup; 12:30-45 pm and 15 min
seg following World Series game; 29 Sept to
conclusion of series
American Home Prods, NY| . F. Murray, NY CBS 206 Stop the Music; T 9:15-3C pm; 7 Sept; 52 wks
American Tobacco, NY SSCB, NY CBS 206 Douglas Edwards & the Mews; W, Th, F 8:25-30
pm: 15 Sept; 52 wks
Beltone MHearing Aid, Chi Olian & Bronner, Chi MBS 570 Gabriel Heatter and the News: alt T 7:30-45 pm:
21 Sept: 13 wks
Block Drug, Jersey City Emil Mogul, NY MBS 570 Itll;applfns Every Day; M-F 8:55.9 am; 11 Oct;
wks
Murine, Chi BBDO, Chi ABC 352 Breakfast Club; partic spon M-F 9-10 am; 3
Sept-17 Sept
Murine, Chi BBDO, Chi NBC Fibber McCee & Molly; partic spon Sun-Th 10-
10:15 pm: 19 Sept
Nutrilite, Long Beach, Cal Dan B. Miner, LA NBC The Nsutrilite Show (Dennis Day); Sun 5:30-6 pm:
ept
Pet Milk, St. Louis GCardner, St. Louis CBS 206 Arthur Godfrey Time; alt skcd M-F 10-10:15 am:
31 Aug: 52 wks
Quality Goods, NY Grey, NY CBS 206 Stop the Music; alt T 8:45-9 pm; 24 Aug; 52 wks
Seeman Bros, NY William Weintraub, NY ABC Sheilah Graham Show; T & Th 2:30-2:35 pm:
14 Sept; 52 wks
Toni Co, Chi Tatham-Laird, Chi NBC Frank Sinatra Show; W & F 8:15-30 pm; 1 Sept
Tasti-Diet Foods, Stockton,  Sidney Garfield, SF CBS 206 Calcn Drake; Sat 1:25-30 pm; 11 Sept; 52 wks
Cal.
Rencwed on Radio Networks
SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
American Tobacco, NY BBDO, NY CBS 213 Jack Benny; Sun 7-7:30 pm; 26 Sept; 35 wks
Colgate-Palmolive, Jersey Bryan Houston, NY NBC Ph;ase That Pays; M-F 11:30-45 am; 27 Sept;
City 3 wks
Gillette Safety Razor Maxon MBS 569 World Series; 12:45 to conclusion; 29 Sept
Kellogg, Battle Creek Leo Burnett, Chi CBS 201 Houseparty; T & Th 3:15-30 pm; 31 Aug; 52 wks
Nestle, White Plains, NY Cecil & Presbrey, NY ABC 348 Space Patrol; alt Sat 10:30-11 am; 2 Oct; 52 wks
Toni, Chi Weiss & Geller, Chi CBS 206 Arthur Godfrey Time: T & Th 10:45-11 am; alt
F 11:15-30 am; 31 Aug; 52 wks
Star Kist Foods Rhoades G Davis CBS 198 Arthur Godfrcy Time; alt M-F 10:15-30 am; 31
Aug; 52 wks
Toni, Chi Weiss & Geller, Chi CBS 206 No;a Dni;ake; M, W, alt F 2:30-45 pm; 30 Aug:
2 wks
Dr. Thomas Wvyatt, Port- Century Adv, Portland, Orc ABC Wings of Healing; Sun 2:30-3 pm: eff 22 Aug:

land, Ora

National Radio-Tv Sales Executives

NAME | FORMER AFFILIATION
john D. Allison KCMB, Honolulu, local radio sls mgr
John P. Altemus WCAU-TV, Phila, spec asst to sls mgr
Frederic S. Bailey WTAOQ-AM.-TV, Boston, gen mgr

Tom Barnes
Amos T. Baron
Hugh L. Bearg
Howard H. Bell
J. Birney Blair
Aaron Bloom
Warren . Boorom
Don Briese

Robert Brown
William Carlisle
Les Castaneda
Trent Christman
Jerry Danford

Sam Cook Digges
Richard Drummy
Mickey Dubin

A. Donovan Faust
Charles E. Friar
Clark George

Rod Gibson
William Gorman
Sherman D. Cregory
M. W. Hall
Arthur Hamilton
John Hansen
Robert B. Hardenbezrgh

WOAY-TV, Fargo, ND, tv sis mgr

KABC, LA, mgr

Famous Players & 20th Cent. Theatres, Toronto, mgr
NARTB, Wash, asst to vp for tv

KHQ, Spokane, sis staff

KGO, SF, acct exec

WTOP, Wash, dir of prom & adv

Burke Co, Seattle, am-tv dir

KBTV, Dcnver, sls stf

Rust Industrial Co, Manchester, NH, bdest sls mgr
KNGS, Hanford, Cal, anncr & eng

Gillham Adv, Salt Lake City

WABC-TV, NY, acct exec

CBS TV Spot Sales, NY, gen mgr

Eaward Petry, Dallas, in chg tv sis

Robt Lawrence Prodns, NY, vp in chg of sls
WENS-TV, Pittsburgh, co-mgr

WAYS-TV, Charlotte, NC

CBS TV Spot Sales, NY, Eastern sls mgr
Everett-McKinney, NY, acct exec

WOR-TV, acct exec

TV Guide, Phila, mgr

U.S. Navy

WNBC, WNBT, NY, controller

KGO, SF, sls mgr

Crosley Bdcstg. Chi, sls office

52 wks

NEW AFFILIATION

Samc, radio sis mgr

WABC-TV, NY, acct exec

‘WBMS, Boston, mgr

WDAY, WDAY-TV, Fargo, ND, mgr
KABC-TV, LA, mgr

S. W. Caldwell Ltd, Toronto.
Same, asst to pres

Same, commi mgr

Sanie, sis mgr

BAB, NY, asst dir of local prom
KTVU-TV, Stockton, Cal, acct exec
Same local sis mgr

NARTB, Wash, field rep of stn rel dept
Same, prog dir

KONA, Honolulu, prog ‘mgr

BAB, NY, acct exec

WCBS-TV, NY, gen mgr

ABC's Western Div, Hywd, sis mgr

MCA TV, NY, sls exec

WIJR, Detroit, stn mgr

WIST, Charlotte, NC, dir prom & mdsg
Same, gen mgr

WSTV-TV, Stcubenville, O,
Same. asst sls mgr
WFIL-TV, Phila, sls mgr
KLAC, LA, sls serv rep
Same, mgr of prod & bus affairs
KABC, LA, mgr

Bolling Co, Chi, acct man

sls staff

natl sis mgr

4
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(See page 2 for New National Spot Radio and Tv Business)

In next issue: New and Renewed on Television (Netwcork); Adrvertising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, neticork affiliation, power increases)
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Natioual Radio-Tv Sales Executives (continued)

NAME

Murray Heilweil
James W. Hieks
James H. Hulbert

Theodore C. Johnson
E P. H. James
Rofand Kay
Charles L. Kelly
Charles Larkins
Craig Lawrcnee
Beitram Lebhar |Jr
(Bert Lee)
Charles E. Lohnes
Paul Martin
Stuart T. Martin
Murphy MeHenry
Vineent Melzae
William MeCormick
Sig Mickelson
John A. Miller
Ww. S. Morgan Jr
lack Mohler
fohn Mulvihill
Paul S. O'Brien
Mel Offenback
Andrew E. Peranni
C. P. Persons Jr
Ervin  Pinkston
Robert H. Prigmore
John Quinlan
Don Quinn

Don C. Reeves
Dan F. Rice
John F. Sloan
Stan Smith
George L. Snyder
GCene Terrell
Mike Thompson
Arthur Tolehin
William Veneman
Paul von Hagel

Willard E. Walbridge |

Edward Wallis
Dwight William Whit-
ing

William Wiggins
Jay W. Wright

Melvin B. Wright
William Wyatt

John Yeager r

FORMER AFFILIATION

NEW AFFILIATION

NBC Mdsg Dept. mgr
WDAK, Columbus, Ga, ecomml mgr
WNBC & WBNT, NY, spee proj coord

W S. Grant, LA, mgr

MBS. NY. vp

CBS Radio. NY. Eastern sls rep for KNX (LA!
WMAL, Wash, mgr of tv

KMBC & KMBC-TV, KC, asst sis prom mgr
WCBS-TV, NY, genr mgr

WMGCM, NY, dir

KHQ. Spokane. opers & comml mgr
WIP, Phila, asst prog dir

Consulting Elcetronies Eng

Los Angeles Record, LA, man .editor
Atomic Ene-gy Comm, Wash

WOR & WOR-TV, acet exce

CBS TV, NY, dir cf news & pub affairs
Henri, Hurst & MeDonald, Chi

KGKO, Dallas, comml mgr

WOR, acet exce

WOR-TV, acet exce

WXYZ, Detroit, adv sis stf

KNGS, Hanford, Cal, acet exec
WAFB-TV, Baton Rouge, sis dept
WABT-TV, Birmingham, vp & mgr
Carpenter Paper, Des Moines, cls stf
KEX, Portland, Ore, sls mgr

KLPR-TV, Okla City, continuity &G prom mgr

Lincon Dellar Co, Saeramento, vp of natl sls &

sls mgr of stns
KNGS, Hanford, Cal. gen mgr & echief eng
Walter Klein Ageney
WOR-TV, NY, sls mgr
ABC TV Net, NY. Eastern sls mgr

KNBH, LA, asst ro exec prod

WTIK. Durham, NC, sls mgr

WMCM, NY, sls exec

KABC-TV. LA, nail sls mgr

WITH-WNAYV, Bait

WIIM Inc, Lansing, Mieh, exee vp & gen mgr
WIP, Phila, dir sis prom O pub

KTTV, LA, sls mgr

Distriet News Co, Wash, prom
CBS TV, ehiet radio engr

KGMB-TV, Honolulu, sls exee
A. C. Nielsen, NY, acet exee

KCFW, Kearney, Neb, stn mgr

New Agency Appointments
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PRODUCT {or service}

Same, dept head

WRDW-TV, Augusta, Ca. managing dir

NARTB. Wash, asst to mgr of Employer-Emm
Rel Dept

john Blair & Co, LA, acet cxec

A. C. Nielsen, vp & asst to pres

CBS Radio Spot SIs, NY, acet exec

WSUN-AM-TV, St. Petersburg, gen mgr

WFAA-TV, Dallas, sls prom mgr

CBS TV Div, NY, dir of stn admin |

Bremer Bdestg., Newark, vp T sls dir, Wé &
WATV '

KHQ & KHQ-TV, opers megr

Same, prom O pub dir

WCAX Bdestg Coro, Burlington, Vt, vp & Cor

Traastilm, NY, acet cxec

TPA, Wash, acet cxe¢

Same, regl sls mgr

CBS Inc, NY, vp in chg news & pub affs

Jules Power Prodns, NY, Eastern gen mgr

Same, mgr

Same, asst sls mgr

Same, prog sls mgr

WLIB, NY. acet cxec

Same, commi mgr

Clarke Brown, Houston, mgr

KOTV, Tulsa, vp & gen mgr

KRNT. Ces Moines, acet exee

KGW. Portland, Ore, eomml| mgr

KCMB & KMGB-TV, Honolulu, prom dir

KABC-TV, LA, asst gen sls mgr

[,,.

KMOD, Modesto. Cal. owner G gen mgr
WIST. Charlotte, NC, sls rep

Ziv, acet exec

Ziv, aect exee

W{BK-TV, Dctroit, mdsg mgr
KONA. Honolulu, prom-pub mgr
WTVD, Durham, NC, sls mgr
Same, stn dir

TPA. SF, aeet exce

WORD, Spartanburg, SC. gen rigr
Channel 13. Houston, gen mgr
WPTZ, Phila, mgr sls prom & pub
Blair-TV, LA, aeet exee

WTOP, Wash, dir of prom & adv s

Radio Serv Corp of Utah (KSL & KSL Ty Sa%
Lake City, vp

Same, natl spet sls acct exec

Same, vp resp for Eastern territory @n W
Nielsen Stn Index

WOW, Omaha. slis rep

AGENCY

Allen Kirkpatrick Co Rchoboth Beach, Del | F:ozen oyster prods

Lady Esther, Ltd, Chi
Norex Labs, NY
Para Labs, NY

Republican State Comm, NJ

R.lI. Development Couneil.
Sylvania Elcetric Prods, NY

Taylor-Reed Corp, Giennbrook, Conn. ' E-Z POP (instant popecorn}

U-Doo-It Weather Master, Boston Aluminum cereen & storm doors

WwDSU, New Orleans

A. C. Weber & Co. Chi

Numbers after names

refer 1o New and Re-
new category

Blair  (3)
Robert Brown (3)
(.. .. Snvder 3)
( harles Lohnes  (3)
Pand Viarnin 3

. J. Boorom (3)
I itliam Wiggins (3)
Jaox W . right (3
drthur Tolchin (3
Stuart T, Martin (3

1. Birne

Face powder & tace cream
Amitone antacid tablets

Queen Helena Bcauty Prods,
1954 NJ] Republiecan campaign

Blaine-Thompson, NY !

Dancer-Fitzgerald-Sample ¥

Grey Adv. NY

Huber Hoge & Sons. NY

Lewin, Williams & Saylo ¥ =
ark

r
R.1. Rhode Island vaeation & resort prom Bo Bernstein & Co, Prov '

eonsumer use

am, fm & tv stations
SPCED-O-KNIT machines

Wide range of electrical prods for ind &

J. Walter Thompsen, NY

Cunmingham & Waish K
Platt, Zachary G Sutton Y
Fitzgerald Adv. New Orll}i
Daneer-Fitzgerald-Sampie 'Y

SPONSOR
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Biggest Market Coverage
Lowest Cost Per Viewer

Dollar for dollar, KOIN-TV is your single best buy in
the rich, productive Oregon and Southwest Washington
Market, centered around Portland. Your KOIN-TV
advertising budget puts your sales message before more

eyes than any other station or combination of stations
1n this commercial heart of the Pacific Northwest.

Highest Tower, Maximum Power

‘The giant KOIN-TV tower, 1530 feet above average
terrain, plus maximum power of 100,000 watts on Channel
6 blankets over 35,000 square miles in the prosperous
Pacific Northwest. KOIN-TV delivers a consistent pic-
ture as far as 150 miles from Portland . . . reaching

30 Oregon and Southwest Washington counties.

20 SEPTEMBER 1954

Your Retail Market:
$1,944,735,000

Over a million and a half Northwesterners work, play,
buy, watch television in the tremendous KOIN-TV
influence area . . . prosperous people who live in a
family of cities with per capita sales more than double
the national per capita retail sales average. These are
your potential customers . . . people who can, and do

buy the things they want.

Only KOIN-TV Covers This Market

To reach the people with the money to spend . . . to

sell this rich, responsive 30-County Portland Market . . .

you must schedule KOIN-TV. No other advertising
buy in the area can duplicate this sales coverage. Write,

wire or phone us for complete availabilities.

CHANNEL 6

OREGO

PORTLAND,

25
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Bigger audiences than ever!

Great programming! Intensive merchandising! And now—

NEW SAVINGS NO BUYER CAN RESIST!

WLW-T, Cincinnati-WLW-D, Dayton - WLW-C, Columbus

10% Savings when time is
bought on all 3 Basic TV Group stations.
equal in length, classification and simul-
taneous (all in the same week).*

for perfect comple-
mentary coverage of the 50th State,
3,533,000 radio homes, of which 1,300,000

are non-TV homes.

30% Savings on WLW night
time radio when using the Basic TV Group
and buying an amount of time equal to
the time purchased on the Basic TV Group
in length. (used in the same week).

5% Additional Savings

on the Basic TV Group when using WLW

ighttime radio. equal to the Basic TV
Group in length, and simultaneous (in
the same week)

25% Sav1ngs when using the
Basic TV Group. time to be equal in
length. classihcation and simultaneous (in
the same week)

* Excepting certain announcements and published package prices.

SEE HOW YOU SAVE!
Y2 Hour, Class A, 52 Times

WLW.T, WLW.D,
WLW.C, WLW-radio
{(nighttime) and
WLW.A purchased sep-
arately:

$2,027.64

Same Group with new
Group Rate Discounts

$1,671.16

Basic TV Group,

WLW.T, WLW.D,
WLW-C plus WLW.
radio (nighttime) pur-
chased separately:

$1,760.88

Same Group with new
Group Rate Discounts

$1,404.40

Basic TV Group,
WLW-T. (Cincinnati),
WLW-D (Daytion),
WLW-C (Columbus),
PLUS WLW NIGHT-
TIME RADIO.

$1,404.40

Next best TV stations:
Cincinnati, Dayton and
Columbus. NO RAD1O:
(No radio combination
is comparable in cover-
age to WLW),

$1,283.20

You save $501.00 since your WLW Nighf-
time radio with the combination of all
discounts costs only $119.00, against

$620.00 rate card.

It's the biggest bargain in
advertising and sales history!

Special rates on participating programs on request,

** Replaces “Regional Discount™ in WLW-A rate ca

SPONSOR




Bigger retail sales than all of Texas!
Twice the population of New Jersey!
5 times the effective buying income of
the whole state of Kansas!

W, .

STATE

3

Home state of the Crosley
Basic TV Group and WLW-radio

Figure it any way you want. Wheel and deal Look at these boxcar figures

and work out any combination of stations. for the 50th STATE! o OF | RANK
The answer will always be the same. The | U.S. | AS STATE

one best buy in the 50th STATE is the Populotion I 55500

Crosley Basic TV Group—WLW.T, WLW".D, Fonilies I aanam T

Totol Retail Soles | S11,114,445,000 hs

WLW.C—plus nighttime WLW-radio to pene- Food Soles S 2,670,620,000 6.7
trate the 1,300,000 non-TV homes {not to Generol Merchondise 5oles $1,244,529,000 6.6

mention an additional 2.233,000 radio homes i eroNERAFR [fncel sotes I 94765+ 0COR] S-S
Automotive Sales $ 2,009,086,000 | 7.2
Drug & Proprietary Soles $ 323,598,006 ___6.9
Effective Buying Income 516,308,947,0ha 7.0
effectiveness at anywhere near the Crosley Farming Gross Income  § 2,591,331000 17

Group price.

in the area). No other combination can give
you so much coverage or comparable sales

Call for a Crosley representative to come and see you—to sit down
and figure out with you the low, low costs using Crosley’s new_Group
Savings. You'll hardly believe it's possible to cut yourself in on amn
ELEVEN BILLION DOLLAR MARKET for so little!

Don’t wait! At these rates, availabilities will harrow down fast! Atlanta
Columbus

Dayton

: the CROSLEY Gnoug L Cincinnatt |

Exclusive Sales Offices: New York, Cincinnati, Dayton, Columbus, Atlanta, Chicag :

20 SEPTEMBER 1954



ANOTHER
LEADER....

... IN THE
WEMP PARADE!

BILL BRAMHALL, ane af WEMP’'S fa-
maus air salesmen, emcees two great
shows daily. His hamespun ctyle is all
his own, yet fits lLke a glove in the
WEMP family. One thing is sure, if
B:ll says it's gaad, they buy it. Some af
his national advertisers are:

Ceca-Cala, Oxydal, Omar, Simanize,
Robert Hall, Hausehald Finance,
Miller Brewing Ca., Hala Shampaa,
Musterale, Haward Jahnsan, Blu-
tone Fuel Oil, Nesbitt.

WEMP dclivers up ta twice the Mil-
waukee dudience per dallar af Mil-
waukee netwark stations.* Call Head-
ley-Reed!

‘Based an latest available Pulse
ratings and SRDS rates.

WEMP wewp-rn

MILWAUKEE

HUGH BOICE, JR., Gen. Mgr.
MEADLEY-REED, Nati. Rep.

24 HOURS OF MUSIC, NEWS, SPORTS

_ o
T rrers

) Russell Klemm Jr.

M Sponsor

Advertising Manager
Marcalus Manufacturing Co., East Paterson, N. J.

In the picture above Russell Klemm looks a~ if he’s acting out an
old spot radio and tv slogan: Use a rifle. not a shotgun. Klemm
applies the slogan in business as well az hunting. A< ad manager
for Marcalus Manufacturing Co.. he put= his advertising mones
mto =pot.

Marcalus distributes some 20 different household paper product®
from Marcal napkins and tissues to Marcal paper towel: maink
along the Eastern Seaboard and through the South.

Klemm’s major problem: pinpointing a limited budget (3350000
in 1954 to get the maximum sales inipact in the face of the ad-
vertising onslaught of Marcalus™ five big national competitors.

“To date we solved the problem by using spot radio and tv an-
nouncements plus newspaper ads to get brand identifieation.” Klemm
told spoxsor. Calkins & Holden ix Marcalus™ agency.

Marcalus first used air media two years ago. In 1953 sales hegan
climbing, and this year they’re sonie 25‘¢ higher than in 1933
Traditionally eonservative during it~ 23-vear historv. Marcalus never
put more than a small percentage of ~alex into advertising. In 1934
however. the firm doubled its advertizing appropriation.

“Over 509 of this budget is scheduled for spot radio and tve”
Klemm continued. ~This fall we'll keep using daytime radio and &
participations and announcements in our major markets. We're alx#
sponsoring a half-hour tv drama in New York. our mest impoer
tant market.”

The show. Ziv's [ Led Three Lives. is being cosponsored hy Mar
calos and Ronzoni over WABC-TV, Fridavs 10:00-10:30 p.amn.. hay-
ing started 3 September,

“We feel that this film attracts a mixed family audience in spite
of the fact i's an adventure show. Figures show that more women
than men have watched it in the past.”

The show will he merchandised through letters from Richard
Carlzon. star of the show. to retailers, a2 well as in-store displays for
grocers and super markets in Marcalus™ home market. New York.

“Fventually. we hope to put the show into other big Marcalus
markets.” Klemm conclnded. looking at his watch. It was late on a
Friday afternoon. and Klemm was on his way back to Ridgewood.
where he lives with his wife and two little boys. L8

SPONSOR
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Something to sell 2 ?
Evening Varieties

will sell it!

The familiar organ strains of “Time On My
Hands” brings Jane Schroeder, lovely femmecee
of 5aenm¢ Wm&'ed, into each WSPD-TV
home, sometimes with a bit of reminiscence and
sometimes with a twinkling sparkle of anticipa-
tion.

The early evening program features Ralph Brunk
at the organ, Cliff Johnson as vocalist, and pro-
fessional entertainers, in various fields, as weekly

guests.

Euvening Varietées highlights a different

theme each program. Sometimes Jane takes view-

ers to Florida; to a school prom; on a roast; to a
circus; out West. Every guest is dressed to fit the

theme and works in as part of it.

No matter the mood, hundreds of letters have
proven Jane’s ability to reach out, grasp her
audience and make them part of her show.

Jane Schroeder

The Toledo-area billion dollar market is SOLD on 5aem,m; Vancetces.

For further information, call your nearest Katz office or ADams 3175 in Toledo.
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WSP

Storer Broadcasting Company

TOM HARKER, NAT SALES OIR. 18 € Sth STREET, NEW YORK

e \.
(3

e

RADIO

e=— TELEVISION

.~ TOLEDO, OHIO

Represented Nationally
by KATZ

29



The signs of Charlotte are signs of a market infinitely
more important than its city size suggests. Speculate,
for example, an the number of New York Stock Exchaje
member brakerage houses in Charlotte,

Nine such firms have invested in Charlotte branches. Only
Dallas and Memphis among southern cities have as many.
Forty-five cities larger than Charlotte and fifteen whole st=s
have fewer SEM brokerage houses. And the growth of
Charlotte as a market for securities is underlined by the f

GMW Z‘a Ma,tcjg tj;e MMM that 4 of the 9 have been established since 1946.

Represented Notianally by CBS Rodio and Television Spot Sales Charlotte’s out-size prominence as a market for securities

proves once more that you sell the city short if you ignorths
rich and prosperous area it serves—dependent upon it four
transportation, distribution, and many specialized forms of

business -and cultural activity, particularly —

PURSENN

=

{{; FY === —radio and television. Jefferson Standard Broadcasti
\'fq( : CHARLOTTE, N. C Company’s great area stations 50,000 watt WBT and P
Vet

| =7
’\ A
The Radio.TV Services

of the Jefferson Stondard
Life tnsurance Company

power WBTV, 100,000 watts on Channel 3, like CheeHt
brakerage hauses, help integrate many prosperous
communities inta ane massive market for

anything you have to sell.

s
——




Is radio copy foday’s
aoency stepchild?

Yes, say top admen. And the situation

ean get worse unless agencies take steps.

Bui indusiry check shows gquality of

radio copy is holding up thus far

BFow has 1v's speclacular rise as
media billings and glamor champ af-
fected the way leading agencies handle
radio copy? Is it Lrue, as some broad-
casters and admen fear, that they tend
Lo }_{iu: il :rnf]. casual attention? That
it is “afterthought™ copy? Is the ra-
dio commercial, jn short, being given
the stepchilid treatinent?

A number of important admen think
the answer is ves.

QUOTES ftrom

ggLess attention is paid today to radio
and fewer capable people are

doo1oawith the lelt hiawd,

I
doing i, There is a tewdeney to be lax, to |
!

”T!u' writer s L,

It 15 only narural
that he will responid
to the elamor and

prowmi=e of television.”

20 SEPTEMBER 1954

But, paradoxically, this does not nec-
essarily mean that the quality of na-
tional radio copy has deteriorated. On
the contrary, there is widespread agree-
ment that in general it has not; that it
may have improved in sonie cases.

Future prospects, however, are not
so cheering. There are signs that it
may not be easy to maintain the qual-
ity of radio copy during the conming
vears unless agencies take positive

l
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sleps to train new radio copywriters
and maintain the interest of experi-
enced copy hands,

These conclusions are drawn from a
series of intensive off-the-record talks
with key executives in more than a
dozen of the nation’s top 20 agencies:
vice presidents, copy chiefs, account
men and top-ranking copywriters. In
a number of agencies the subject was
considered vital enough to warrant the
preseuce ol two or three vice presi-
dents in panel-type discussions with
sPONSOR.  To encourage {rankness,
SPONSOR agreed to quote 10 one by
name or agency.

Some agency executives, once they
were sure their views would not be at-
tributed to them specifically, were
frank to state that radio copy was get-
ting second-thought attention. Other
agency men disagreed, stating that
their shops had recognized the possi-
bility that radio might be elbowed to
the sidelines by the greater glamor of
television and had taken steps to pre-
vent this. But implicit in what almost
every adman interviewed had to say
was the fact that maintaining attention
for radio copy is a problem. It became
apparent in the course of sSPONSOR’s in-
terviewing that if an article could ac-
complish one purpose alone—that of
focusing attention on radio copv as a
problem to be watched—a constructive
purpose would he zerved.

admen on agency handling of radio copy today

Fut don't quote me, ™’

‘ ‘If the

radio billing
were major 1t would be
different. Still, the
man who foots the hills
is entitled to the best
vou ean give him.”’

¢ ¢ What to do? First, realize it 1s a

goes out. And train the new man right.”

I problem. Keep a sharp eye on what copy
1

— s W eSS mmm— e ———



What copyweriters say: \o one 1s
i a better position to assav the status
of radio capywriting than the man who
does the actual work. the capywriter,
srossok talked witlh a number of copy
ntenr, antong them one of the highest
paid copywriters tn the country. a man
whase copy ha< suecessfully launched
more than one national product. He
was of the decided opinion that radio
copy was Dbeing slighted at the big
agencies and cited his own experience
to prove it

“1 have to admit.” he -aid. “that in
this and other agencies radio i~ left to
the last minute. My own experience is
that today radio copy i~ turned out by
the lowest paid people in the agency or
by the lower-eclieclon writers. Aud even
where an upper-echelon writer is con-
cerned. he usually does it with his left
hand. ~o to speak.”

Thiz very “upper-echelon™ writer
sums it up thi< wav: “Franklv. the
copywriters are getting lazier about
doing it. the client les< persnickety
abont O.N.ing it and the account man
less consciou~ that it exists at all.”

In response to sPONSOR's request for
a case in point. came the follawing de-
scription of a tvpical agency meeting:
“Let me give vou an example that I
think is pretty tvpical in agencies to-

w0

dav. We're having a weekly creative
meeting, We discu~s the tv and print
~tufl and are about to break up when
someone casually  brings up radio.
‘How's it going?’ he asks. There is
<ilence. Nobody knows—even though
we ourselves have done the copy. So
we check it. and find. to our embar-
rassment. that we have forgotten to
alter it to go along with the new treat-
ment of the tv and print! Well. we do
a rush alteration job. and the radio
commercial is now in line. Ordinarily.
vou would think it would cause some

connnotion with the client. But the

simple fact is that the client never no-
ticed his radio copy was aut of line.”

And  what about this top-priced
copywriter himself? llow does le deal
with a radio commercial now? An
academic question -- for this writer,
with his great radio experience to call
upon. is never asked to do a radio
commercial any more.

At another well-known agency the
radio-tv copy chief. once as:ured of
anonyvmity. was quite willing to state
that Le was having trouble with his
writers’ radio copy. “What I tell you,”
lie cautioned, is not to be attributed
to me or thi~ agency. For quotation
I've got a whole set of other answers.
Let's face it. Less attention is heing

Why Schucerin feels today’s radio copy is better

. The advent of television has had a beneficial effect upon radio copy to

s
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the extent that it seems to have resulted in the departure from radio of some
of those who think you can just huy a powerful medium and expect it
autamatically to do your work for you.

2. As o correlary to the above, radio time buying is being done more by
those who are conseious of their reasons  their specifie reasons, that is—for
buying and vsing the medinm.

3. Those produets and those copy points that needed video the most (that
conld be and needed to he demonstrated visually) have gravitated toward tv.
This ““automatic sereening process'  hias also tended to make the average
effectiveness of those commereials remaining on radio higher.

I. Our general cxperience Crom our tests of radio commercials is that the
current ones we test are, on the average, somewhat more effective than those
we tested in 17 4N we reter to ability to achieve remembrance, helicf,

3. Itis in the basie nature of raho, g one sense medium, that it requires
more repetition than do auwdio and video combimed. lTnereased realization of
this app: rently has made radio cven more widely utilized than hetore for
reminder and ollier types of repetitive copy. To some (xtent, it may even
have gone too far m this direetion.

paid to radio copy than before. What's
more, less capable peuple are doing ra-
dio. Sure we're lax, hut the billing is
mmuch less, considering. and the client
won’t listen anvway. As a matter of
fact, just today I had to reject some
commercials as helow par. And they:
were written by a very capable guy—
he was just sloughing off.”

Why is this 0?7 Why does the capa.
ble guy “slough off”? Perhaps the an-
swer lies in his feeling that radio rep-
resents the past and tv the present and
even brighter future. So. at least. the
top copywriter quoted earlier feels.
He puts it this wav: “A writer feels he
can no longer make a reputation on the
quality of his radio copy. He feels
nobody is known any longer for radio
copy. It is in tv where a writer thinks
his reputation and future are to be
made. Naturally that is where his pri-
mary interest will lie. It is understand-
able that he will therefore pay much
less attention to radio.”

Is the writer making a mistake in
helieving that radio commercial~ of
standout appeal won't help build his
career? The fact that admen cited out:
standing pieces of radio copy a~ having
received wide~pread notice recently in-
dicates writer~ can still win plaudits
for radio copy. But the problem is
that writers have overlooked their op-
portunities in radio in their drive tu
Luild a tv reputation. And agency ex-
ecutives in manv cases have failed to
channel enthusiasm of writers in the
direction of radio.

The fact is. and no wishful thinking
will eliminate it. that manyv highh
placed executives are themselves con-
vinced that radio copywriting no long-
er can claim to demand anv special
skills.  Witness thiz strong statement
by the tv-radio commercial director of
one of the oldest and largest of the tap
10 agencies: “The fact i~ that tv is a
primary medium. while radio i= a col-
lateral medium. Any good account
writer can write radia copy as well as
a so-called ‘radio writer.” Fram a fune-
tional viewpoint. the radio copywriter
as such has disappeared.”

The opposing view: \ot all agency
executives went along with such views.
\' number naliantly defended their
agency effort< in connection with radio
copv. Some denied that their copy-
wrilers discaunted radio in any way.
Others insisted that their agencies gave
the same degree of attention as former:

SPONSOR
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Benvon & Eekhardt Tne.

PARK

AVER NEWO Nl

£ 103
. . i
”ﬁ RECORLED SPOT #9

. CUARTEK

nE RECOLLEL: 5/12/54 md

Thet Mercury engine under the hood

1s o hundred end sixty onc herses good

ind let mo- 2dd thet I'm ulse

sgrcenatic

Join the swing to Mercury,

Every thing 18 in % owroury.

B There's triple value in thut weaderful car,

= et =

Morcury —= the fineswn cir whot e

Mercury calypso

Here is one of a number of cases of top-grade radio writing cited by
admen as having created a stir in the industry. It was written at Ken-
yon & Eckhardt for a spot radio campaign designed for local dealer

sponsorship.

ly to radio copy. although not in total
time, since tv takes more of the bud-
get.

At a relatively young agency which

can boast of some recent copy suc-

cess stories, a vigorous rebuttal was
tendered by the vice president heading
up radio-tv copy. He said that about
four times as many man hours were de-
voted to tv than to radio. but insisted
that this ratio roughly reflected the bill-
ing. “This does not mean,” he de-
clared, “that less time is spent per com-
mercial. Actually as much time is spent
as formerly. You might compare us to

an ice cream factory which, because of

market demand, produced 807 vanilla
and 20% chocolate ice cream. 1t would
be ridiculous to assume that therefore
the quality of the chocolate ice cream
was being lowered.”

He pointed to a pile of copy on his
desk. “The fact is that we try hard to
maintain a certain tone in all our copy.
whatever the medium. This batch of
radio copy has been rewritten 10 times.
We rewrite our radio copy at least as

20 SEPTEMBER 1954

estatic about the drive colled

Its calypso rhythm and clever lyrics proved so catchy

show.

much as our newspaper copy.”

This executive. incidentally. is one of
the few who report that his clients
scrutinize the radio copy as carefully
as print copv.

But even where an agency spoke--
man stoutly maintained that there was
no letting down on radio in his shop.
he tended to weaken his case when
justifying the spending of greater time
on tv than on radio copy. For. what-
ever the reason. the fact still remained
that the attention and interest of the
writer were riveted on tv. An example
is this agency defense by the vice
president in charge of tv-radio copy
of one of the perennial contenders for
top place in the broadcast billings com-
petition: “It would be ridiculous for
us to short-change the client on radio.
We still have radio billing, not as large
as the tv billing, to be sure, but very
substantial. We have to pay attention
to it, and we do. We try to do a good
job in radio. and if vou check our re-
cent commercials. [ think vou will
agree that we are not letting down.”

At the same tinie this adman ac-

| ‘[ ¥

jingle shows writers can still get aftention with radio copy

and effective that decision was made to bring it over to television.
Patti Page sang it on "Toast of the Town,"” and a few weeks later
Metropolitan soprano Rise Stevens (above} performed it on the same
It is also now a regular feature of the Guy Lombardo tv show

knowledges that the tv writer has
achieved an importance far greater
than that ever attained by his radio
counterpart. This. he points out, arises
irom the fact that he must spend so
much more time on a tv commercial.
and so much more time with the client.
As a result. “he becomes pretty impor-
tant . . . this is unavoidable.”

Most significant is this executive’s
statement that because of the natural
appeal of tv to the writer, “we have to
be very careful about our radio. We
have to watch it because of t’s
elamor.”

Note the admission that a problem
does exist. FEssentially, this iwas the
stated or implied view of almost every
agencyman talked with — that there
was a natural tendencv for the writer
to look toward tv. and that he might
not normally be as concerned with
turning out a sparkling piece of radio
copy as some would like him to be.

The appeal of tv is probably a n
jor reason why mnone of th 1
queried by spoxsor about their cc

(Please turn to page 90
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F20.000 Lores

Net tv helped indunstry giant Dow Chemical make

a smash hit at selling its first consumer product

_”‘lu‘ dizzy sales rise of Saran Wrap
in a period of less than a vear justifies
the use of superlatives. Amazing!
Spectacular! Ineredible — pick  vour
own adjective after vou read the facts.

To make the storv even more un-
usual, Saran Wrap lappens to be the
very first attempt of a well-known in-
dustrial @iant, the Dow Chemical Co..
at sclling a consumer product.

Just last October (1933, Saran

Initiol campaign hit hard: Saran Wrap message was launched
in November 1953 on three powerful NBC TV shows: Kate Smith,

Wrap, a clear plastic all-purpose wrap-
ping product, was virtually unknown
by consumers in all but about half-a-
dozen markets. Sales were sluggish.
averaging about 120.000 rolls a month.
Now. barely 10 months later. Saran
Wrap is in 76 of all U.S. grocery
outlets. Sales have skvrocketed over
2.500¢¢. Todayv it is selling upwards
of three million hoxes a month. with
the figure continuing a fast climb.

A. C. Nielsen Co. says no other prod:
uct it such fan-
tastic and immediate public acceptance.

survevs has shown
What happened to change Saran
Wrap sales from Lilliputian to Brob-
dingnagian proportions so fast? In a
word: tv. Specifically. network v im
a hard-hitting campaign launched last
November which reached several nil-
lion people morning. noon and night
for 26 weeks (on NBC TV). Mornings,
Dave Garroway lauded Saran Wrap on
his Today show; Tuesdav afternoons.
Kate Smith talked about it: Saturday
nights Your Show of Shows featured
specially keved filin commercials.

"Your Show of Shows" and "Today." The air campaign was allocated
budget of $1.2 million, secured distribution for the wrap in 67 markets




With this powerful sales combina-
tion, the demand for Saran Wrap soon
exceeded “the wildest
quotas that had been set up.” according
to Ernest A. Jones. Dow's account
supervisor on all products at the De-
troit office of Dow’s agency. MacManus,
John & Adams. He states that at one
point early in the spring of 1951, the
supply line to retailers ran dry for two
weeks till production caught up again.

production

So satisfied are Dow and MacManus,
John & Adams with their tv results
that they lave confidently doubled the
budget for video for the 1954755
season. Of the 33 million-plus advertis-
ing allocation for this fiscal vear, tv
will get well over two-thirds. The rest
will go for ads in leading women’s
magazines like Ladies’ Home Journal,
Good Housekeeping, Woman’s Day,
McCall’s and Family Circle, as well as
a few farm publications.

Garroway continues to plug Saran
Wrap on Today, is considered the
product’s chief air salesman by the
agency. Through 11 September. NBC
TV’s Saturday night All Star Revue
also supported Saran Wrap: but as of
13 September, a new show made its
bow on NBC TV on behalf of the

product.

Called Medic, it is the first nighttime
network tv program fully sponsored by
Dow. In format. it is a series of behind-
scenes dramatizations of actual medical
achievements and case histories filmed
on real-life locations (hospitals. clinics,
doctors’ offices). It grew out of long,
painstaking research by creator-writer
sames Moser (formerly with Dragnet)
and has the official encdorsement of the
Los Angele: County Medical Associa-
ilon. Medic is presented on 75 NBC TV

TV representation continues strong: For
son, air budget has been boosted to over $2 million.
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Tv was selected for Saran Wrap because
product needs v'sual demonstration to give it
strongest sell. "Saran Wrap Girl" (Carol
Brooks) appears in all film commercials for
the wrap, demonstrates its varied uscs, spe-
cial features: clear transparency, self-cling-
ing quality, ability to hold moisture, coarros
odors, and the fact that it's also re usable

stations threz Mondavs out of four,
9:00 to 9:30 p.m. (every fourth Mon-
day is Spectaculars night).

Dow chose a show like Medic, says
Ernie Jones, because it iz “real.” it is
performing a public service. and at the
same time, has the power and 1mpact
to sell a product. Dr. Leland 1. Doan,
Dow president. puts it this way: “As
a chemical company, we are cons'antly
occupied with developing new things
or making old things Letter. This pro-
gram coincides with our philosophy
of progress. It is as worthwhile educa-
tionally as it is enterlaining dramatic-
ally, and we believe it will set a new

1954-'55 sea-
Big chunk of

*T‘u

standard of v programing.”

such is the faith of Dow and its
agency i the program and its audi
ence-building power that the fact that
it bucks CBS TV’s high-rated / Love
Lucy in the same time xlot doesn’
worry them one bit,

The lightning rise of Saran Wrap in
a short time is in a way representative
of the phenomenally rapid growth of
the company itself in the past few
vears. Since the war. Dow has blos-
somed from a small-to-medium-sized
chemical producer into a powerful
contender for big-league status. In
point of size. it now stands fourth, just
behind du PPont, [Inton Carbide and
Allied Cheinical. Annual sales of its
hundreds of chemical products have
gone from $125 million in 1945 to a
carrent $428 million.

In line with Dow’s “philosophy of
progress” the company regularly in-
vests 3% of its alex revenue in aggres-
sive research activities. It was out of
these activities that Dow developed
saran (from which has emerged Saran
Wrap) as well as ethylcellulose and
Stvron. the company’s three major
plastics materials. Dow’s plastics de-
partinent has come up since the war
from practically nothing to account for
about one-third of the firm’s total sales
revenue loday.

It was in 1945 that Dow made a
tough. plastic film from saran which
promptly found use in wrapping war
materials for shipment. and after the
war. grew in popularity as a commer-
cial food packaging material. Cheese.
meat. dried fruit. candy and a host of
other food products have been pack-
aged in Saran Film (as it's known com-
mercially) for years by major com-

this will go for full sponsorship of new show, "Medic,” which bowed
for Dow this month on NBC TV. Garroway will also continue selling




parency tso foods can be identified al
durabilitv:  and moisture-

anie~. N~ qualities of complete trans.

a4 glance
protection (<o food~ dont dryv out)
put it in growing denund,

\Dbout four vears azo. Dow Chenrical
made a marketing agreement with an
orvanization which was to seek con-
wuiner distibution for the product as
a wrapping naterial in competition
with wax paper and aluminum foil. But
comehow. ~ales of Saran Wrap  its
ew consmer pame neser reallv got
oll the ground,

Farlv in 1933, Dow went into con-
sultation  with  MaeNManus. John &
Adani~ on what to do about Saran
Wrap. It was decided that an adver-

Dow announced Saran Wrap air plans to food brokers at meet in
October 1953. Below, Fred Dodqe, former NBC dir. of merch.; Mil-
lard Hooker, Dow adv. mgr.; Ernest Jones, acct. supvr.,, MacM,, J. & A,

I mapping oul an aggressive air cain-
paign on the NBC TV network to start
in November. Garroway, Kate Smith
and Show of Shows were selected. as
mentioned above. “We chose these
vehicles to carry our message,” says
\rthur M. (Bod) Ehrlich. tv aceount
excceutive at the ageney’s NJY. oflice,
“because for the amount of nmoney we
had to =pend. they gave us the broadest.
cmnulative, non-duplicated  andience
that we could possibly reach.”

Dow allocated $1.2 nillion for a 26-
week drive,

A montly before the launching of the
air pusl. Dow called a national meet-
ing of foo | brokers at its auditorium

)

i

the tv coverage in 3} markets.

No Saran Wrap was off, with heavy
support on all sides. to cut itself a
slice of the wrapper market. In less
than a vear, it achieved distributiow
cqual to that of all other leadiug wrap.
ping produets. each of which took con-
stderably longer to expand to this
point. Today it is on the shelves of
about 185.000 stores. which represent
about 7677 of the total grocery out-
let~ in the country.

Jefore saran Wrap entered the
wrapper market. waxed paper accounted
for about 807 of the sales. aluminum
foil albout 2077. There are no figures
available on just low this picture might
have changed. bul. according to the

Planning session for new "Medic” series on NBC TV brought together
Amos Ruddock, Dow merch. mgr. of plastics; Worthington Miner,
exec. prodr.; James Moser, creator-writer, Syd Eiges, NBC wv.p.

tising pusli would be made directly Iy
Dow and the agencv a completely
new ~tep for the companyv which had
never before entered the con<umer
market ou amv appreciable ~cale.

To determine what mediun could do
the best job for saran Wrap. the agency
ran a test in \pril 1953 in four Ohio
cities Cincinnati. Columbus. Dayton
and Toledo  experimenting with ty
radio and newspapers, The test showed
that the product ueeded visual demon-
stration to give it the strongest “<ell™
go the medium which atlowed for this

v zot the nod.

Dow executives worked with Frnest
\. Joues, who is account supervisor for
all Dow products at the ageney. and
Henry Fownes. radio and tv director,
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in Midland. Mich.. to announce the big
L roadcast plans for Saran Wrap.

On the ~trength of the 67-city uet-
work lineup of the shows. Saran Wrap
secured di-tribution through the food
Drokers in those areas. The fact that
Saran Wrap ollers a big markup and
profit for vetailers (the agency says it
gives a 2177 margin compared to the
average 177 margin of most food
market products) was an added in-
centive for super markets and grocer
stores to <tock the produet. This Weel
magazine was u~ed to “*complement”

00O

case history
I

1EN
LAY

agency. there is reasou lo helieve that
mos=t of Saran Wrap sales represent
additional rather than replacement
busines~ in the market. Surveyrs in the
Chio test eities. consisting of door-to-
door inmterviews. turned up the fact
that 857 of the housewives used Saran
Wrap in addition to other wraps. and
only 15%¢ emplosed it in place of other
wrap~. This i not surprising since
Saran Wrap has extra uses above and
hevond wax paper and foil and can not
alwavs replace special uses which the
others have: for instance. it cannot
replace aluminum foil for cooking pur-
poses. It does however. lend itself to
sucl usex as packing clothes for travel-
ing. wrapping paint brushes. keeping
1 Please turn to page 130)
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SECOND OF A SERIES

Last issue covered Virgil
A. Warren. Next article is
on Gardner Advertising
and Camphell-Ewald
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SPONSOR writer, on second and third laps of

agency trip, stops at agencies in Denver and Omaha

by Keith Trantow

This sunmmer spoNsor writer Keith Trantow traveled cross-country visiting

five U.S. agencies. They ranged in size from one specializing in retail
accounts with $600,000 in billings (Marshall Robertson, Denver) to Campbell-
Ewald in Detroit with its Chevrolet account and $34 million in billings.

The agencies were chosen purposely for their diversity. Trantou spent a day
talking with as many as a dozen people at each agency, covered 5.337 airline
miles in all. Story this vssue: His report covering Marshall Robertson
Advertising Agency, Denver, and Bozell & Jacobs, Omaha

MARSHALL ROBERTSON: BOZELL & JACOBS:

fdea for tv commercial is discussed by Marshall Robert- Frank Miller, exec. v.p.-gen. mgr. [(right), explains
son (center) and Jim Briggs, copywriter; Trantow observes storyboard to Trantow and Henrietta Kieser, copy v.p.




Mr. & Mrs. tecam
plain prod

MARSHALL ROBERTSON:

Since tv came to Denver two ycars ago agency has doubled billings.

Robertson and his wife Mary arec man-and-wife agency team

" y;\u'hiny, lim carry an anmload of
props into a b stadios vou'd never
rness that Mar<hall Robertson aud s
wife, Marv. own an advertising agency
billing more than 600,000 mnrually.

The Marshall Robertson Advertising
\ceney has eight other enplovees who
could take care of props.

“But television™s my hobby,”™ Robert-
son says. “Besides. we'd have to hire
too many extra people if 1 didn’t do a
lot of extra-curricular work.

“That’s where some local agencies
get sour-—they hire too niany extra
people and costs go up.”

Robertson figures that he might as
well deliver props to various tv stations
=ince he has to be at the stations. any-
wayv, lo oversee the commercials and
programs his clients telecast.

Mar-hall and Mary Robertson started
their agency in 1929. It grew steadihy
until about two years ago-—when
Eugene OFallon opened KFEL-TV.
Denver's first television station. Robert-
<ons were billing $300.000 then. Now,
with three more tv stations in the ity

v.
13
an
Ildco moan, Varshail Lol sonr.

copy with Ma ret Py ol
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KRBTV, KLZTV., KOATV), heir
annual billings have doubled.

“Television is the greatest challenge
there i~ to an advertising agency.”
Pobertson says. Part of the challenge
comes from the complexities of televi-
stonr production. That’s why Robertson
goes to the tv stations to supervise the
production. “Production i~ important
hecause of the impression it inakes,” he
said. “IUs like a salesmau. You can’t
sent out a poor. sloppy salesman and
expect decent results ... 7

Alias George Arcus: Ji wac a few
minutes before nine o’clock, my first
morning in Denver. | had just stepped
out of the shower when the telephone
rang in my room at the Albany Hotel.

“Good morning,” the voice at the
other end greeted me. “This is John
by of Marshall Robertson Advertis-
ing.” (Eby is vice president and a e
for 10 retail accounts.)

“If yvou haven’t had breakfast.” Eby
said. “how about meeting me and a
couple of others from the ageney

At tv studio
Maru Robertson
directs commercial
stagina  wath
Bob Potre and
Iathan Helling

a few minutes
beforc «ir time

A few minutes later 1 met him i the
hotel lobby. ~1's funmy that you should
slay at the \lbain.” Eby told me after
we had met. “ItU's one of our accounts.”
We went into the dining room and mel
Jim Briggs, tv copywriter. and Wendell
AMeWilliames. account executive.

Over an enormous Westernt break-
fa<t the trio filled 1ne in on some of the
highlights of the agency.

“Robertson is great for doing thing-
up big.” Eby said. “When he goes into
~omething—Ilike tv-- he goes into it
seriously. Back in "3Y. for example,
e didn’t know beans about salon
photography. In just a few vears he
wux one of the nation’s forentost pho-
tographers. ranked 32nd in the world,
was in the American Annual of
Photography for five vears straight,
U sed the pseudonym ‘George Arcus’ ...

McWilliams interrupted. " With Robs-
ert=on,” he said. “everything is a pro-
duction. He does such a careful job qn
v commercials that the local news:
paper radio-tv columnists say he thinks
he’s making motion picture shorts in.
stead of tv commercials.

“This is one agency where the loss
works longer hours than the staff. He's
in by nine every morning. doesn’t get
home until midnight four nights a

(Please 1urn 10 page 102)

Video and oudio:Lavern Everson (l.); arl duccetor.

designing balop card while John Eby, v.p. (ecnter), and Trantow
observe. Pictare al right shows seript confercnce as audio side of
commercial 18 rchearsed. From 1. to r. arc Jun Briggs, tv copy
writer; Lillian Helling, tv ‘piteh’ gal; Tranlow; John Eby, v.p.;
Bob Petre, tr ‘pitchman’; Wendcdl MeWilhams, account excentive
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Lucky Tiger radio commercials are ad libbed by talent
Discussing account are (L to r.) Winston Twrnbow, tv-radio writer;
Gerald Freeman, associate a.c.; Jack Dow, v.p.-ae.; Trantow

Storz beer sales
Jumped from 130,000

to 400,000 barrcls since
B§-J got account.
Randall Packard, v.p.
and a.e., explains details
to Trantow

BOZELL & JACOBS:

Omaha agency has ‘team’ for each account instead of departmentaliza- -

tion.

A ike a farm boy, Bozell & Jacobs
grew up in the country and then went
into the big city.

“That’s the principal way in which
we're different from other agencies.”
Frank Miller, executive vice president
and general manager of Bozell & Ja-
cobs. paused for a moment and glanced
out his office window overlooking 17th
Street in downtown Omabha.

“As you know.” Miller continued,
“most of the big agencies get their
start in big cities and gravitate toward
smaller centers.

“But since we grew up in the coun-
try before moving into the cities, we
believe we have a better grasp of sell-
ing.”

B&J’s home office is in almost the
geographical center of the United
States, in the middle of “America’s
Heartland.” The agency has grown
from one desk (rent free and provided
by its first client) to an organization
with 12 offices and more than $13.3
million in billings.

Miller was giving me a little back-
ground on the agency before I made
a first-hand tour of its offices, spread
over several floors of the Electric Build-
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It says advertising, merchandising, public relations go together

ing
since the agency got its start and early
reputation handling electric utility ac-
counts). He had just begun to explain
some of the characteristics of the
agency when his phone rang.

“It's Morris Jacobs,” he said. “He’s
free for a few minutes. You'd better
see him now since he's going out of
town in a few hours.”

Riggest phone user: Social service
is Morris Jacobs’ hobby. He's one of
the best known men in Omaha—so well
known. in fact, that a letter with only
his picture and “Omaha. Neb.” on it
was delivered to him.

Jacobs’ office is big and handsomely
furntshed but it’s not ostentatious. His
big desk was absolutely clear except
for one or two letters.

“This agency.” Jacobs’ told me, *is
a natural evolution of ambitious per-
sons. Leo Bozell and I just happened
to be living in Omaha when we opened
up the agency.”

In view of the agency’s present size.
I asked him why the agency didn't
move its home office to New York.

“Financially,” he replied. “from the

(a rather appropriate address,

standpoint of making money, we should
have moved to New York years ago.
But if we had, we might have lost our
grass rools relationships.

“Besides, with the communications
of today, there's no more reason for
me to sit on Madizon Avenue than on
the corner of 17th and Harvev here in
Omaha. Take telephones alone,” he
said. “We're the biggest user of
phones in Omaha.”

An agency can have its offices almost
any where today, Jacobs believes.

“There’s one doctrine we religiously
follow,” Jacobs noted. “It's comple-
tion. You can't leave stuff on your
desk undone. We make it a rule around
here to clear correspondence on the day
it’s received.

“There’s another thing about agency
business I want to mention,” he =aid.
“You know, there’s a lot of mysticism
built up about some very normal parts
of agency procedure.

“For mstance. sume people call go-
ing to the files to get old correspon-
dence ‘research.” We call it going to
the files.

“Certainly there’s a need for re-
search. but there’s too much mysti-
cizm, The same with media buving.
Media men can be prejudiced. can be
overbalanced. One man can't make
the right decisions all the time. Tl
why we use the plans board system re

(Please turn to page 106
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Art Director-VY.P.

Floyd Wilson (left) turns
to talk with Julian K.
Billings, crealive visual
coordinator, while Trantow
looks at tv storyboard



These are 26 Quality Radio Group members thus far

ONE-TIME EVE.
MARKET CALL LETTERS POWER (WATTS) AFFILIATION '4-HOUR.RATE
Albuquerque KOE S0,0000 1 25 000 N NBe $ 64
Atlanta WSB S0,000 ¢lear chauwuoel Nie Flus
Boston-Springfield WB2Z o ¢ clannel NRe 224
WBZA "o
Charlotte, N. C, WBT 5 0 v r channel CBS ¥170
Chicago WGN SO00 clear elorunel MBS F180)
Cincinnati WLW 0,000 clear chanuel N he #1479
{50,000 clear channel NBC# 200
Dallas WFAA 000 regional channel# ABC ¥ 54#
Des Moines WHO 000 clear elainunel NI F208
{50,000 clear channel NBo# $200
Fort Worth WEAP | H.boo regional ehaunel# ABe ¥ 544
Houston KPRC 5,000 regional channel N e F108
Kansas City, Mo. KCMO S0.000 1y, 10,000 N ARC $108
Los Angeles KFI 50,000 elear channel N $250
Milwaukec WTMJ 5,000 regional channel Nne #1114
Nashville WSM 50,000 ¢lear channel NIC $180
New Orleans WWL 50,000 clear chanuel 0 1 169
New York City WOR S0,000 ¢lear ehanuel MBS €240
Omaha WOoOwW 53,0000 regional channel N RBC s120
Philadelphia WCAU 30,000 RS $240
Pittsburgh KDEKA 50,000 ¢lear chanvel N B¢ ¥120
Portland, Ore. KEX 50,000 ABC $ <6
Raleigh, N. C. WPTFE H0,000 c¢lear chanuel NRBf F124
Richmond WRVA 000 elear channel CRBS PN
Salt Lake City KSL 50,000 clear channel ('BS $112.50
San Antonio WOAI 50,000 clear c¢hannel N B¢ $136
Seattie KIRO 50,000 ('BR $ 75
Tulsa KV00 30,000 ¢lear channel NBC $120
Totul _$_414_156_

Explanation: D means daytime, N means nighttime. * WBZ, Boston (50,000 watts), and WBZA,
Springfield {1,000 watts), operate synchronously and simultaneously. # WFAA and WBAP, both
fulltime stations, share time on 570 ke. {ABC channel) and 820 ke. (NBC channel). Former channel
rides on 5,000 watts, latter on 50,000. The $200 rate applies to 820 ke. Note: These are members
ss of |0 September with more stations expected to join.

New QRG members may come from among these net affiliates™

MARKET ABC cBS MBS NBC
Dctroit WXYZx WJIR# CKLW# WWJIx
San Francisco-Oakland KGO# KCBS# . KFRCx KENBC#
St. Lonis KXOKx KMOX# KWEKx KXSDx
Washington, D. C. WDMAL«x WTOP# WWDCx WRCx
Clevcland WIWx WGAR/ WHEK«x WTAM#
Baltimore WFBRx WCAOx WCBM=x WBAL#
Minncapolis-St. Paul WTICNz WCCO¥ WDGYa KSTP#
Buffalo WKBW WBENx WEBR«x WGRx
San Diego KCBQ:. KFMB KGBx KFSDx
Providcnce WPJIBx WPROx WEAN«X WJARX
Dcnver KVOD«x KLZx KIMNx KOA#
Miami WQAM/ WGBSH WKAT, WIODx
Louisvillc WEXKLO. WHAS: WGRCz WAVEx
Birmingham WSGN~ WBRCx WILD: WAPIx

Explanation: * Included here are the 14 largest markets, according to population, not i
SPONSOR's presstime, in the Quality Radio Group. With QRG‘sgiargep* Eeing arOund':::::eddc;z:z
members by the end of the year it is likely that about a dozen of the above stations will be enrolled
by that time, one to a given market, # means 50,000 watts, a means 25000 watts, b means 10.000
watts, x means 5000 watts, z means 1,000 watts. Where day and night power differ, the n.ighi
power is given.
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New organization g

Though the formation of the Quality
Radio Group i= one of the most sig-
nificant radio developments in recent
months. mention of its name elicits
hardly more than a blank stare from
most admen.

While the group is not yet rolling
in high gear there are enough hard
fact~ about it to warrant close exam-
mation by advertisers and agencies.

In those circles where it is being
discussed - and a few of the top radio
advertisers are examining QRG very
closely -— there is some speculation
about it~ long-termi [uture. The most
radical idea being bandied about is
that QRG is being groomed to be heir
(or. at least. the most important heir)
to the established networks when and
if one or more of the latter decide ta
fold up their tents.

Whether or not such a thought lies
in the back of QRG’s members” minds
there is little immediate likelihood of
anv such inheritance. The important
thing about QRG right now is that it
i= girding its loins to sell nighttime
radio and has something new to offer
the advertiser.

Crosley station executive Ward Quaal s
slated to be chosen head of QRG today

SPONSOR
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Here, then, is what QRG is all about

.and what it has to offer:

What it is: Quality Radio Group is
a cooperative tape programing out-
fit. It is composed of an array of high-
power stations from coast-to-coast and
its short-term aim is to cover about
807 of all radio homes in the U.S.
Its coverage is intended to interest ad-
vertisers with wide distribution.

Who's in it: At sPONSOR’s presstinie
26 stations had signed up (see list at
left). Al but three are 50,000 watters,
the others being important 5.000 watt
regional outlets. All are affiliates of
the national networks, Nost of the
affiliates—15 of them—are NBC out-
lets but all the other radio networks
are represented. There are six from
CBS, three from ABC and two from
Mutual.

The current 26-station lineup is by

no means final. The situation is quite
fluid and there will undoubtedly be
new members between SPONSOR’s press-
time and publication date. It is under-
stood that the entry of some new sta-
tions is only a matter of formality.
QRG’s target is about three dozen out-
lets with all expected to be signed up
by the end of the year. By the time
sales activity gets under way in ear-
nest during October about 30-32 sta-
tions will be available.
Status of operations: Although
thinking about such a group as QRG
has been going on for a couple of
years the organization didn’t officially
jelt until 3 September when incorpora-
tion papers were filed in Delaware. It
is currently being steered by a group
of about a dozen broadcasters under
the temporary chairmanship of John
H. DeWitt Jr. of WSM, Nashville.
Also active are Frank Fogerty, WOW,
Omaha, acting vice chairman, and
Ralph Evans and William Wagner.
WHO, Des Moines, the latter acting
secretary-treasurer.

The most important name to emerge

20 SEPTEMBER 1954

Group: what 1t has to oller

advertisers on the economy of covering the U.S. via 36 am powerhouses
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Among local shows to be sold on QRG stations is ""Midwestern Hayride," produced by WLW,
Cincinnati. Segment of three-hour show has already been bought by Aveco Manufacturing

is Ward Quaal. vice president and as-
sistant general manager of Crosley
Broadcasting Corp.. whose WLW, Cin-
cinnati, was a charter member. Quaal,
who has been handling legal and finan-
cial matters, is slated to he elected
chief of the organization today (20
September) when the board meets at
the Pahner House, Chicago.

In addition to firming its policies
the board and Quaal may pick a man-
aging director. What is more likely,
however, is that a committee will be
chosen to screen names already sug-
gested. The man chosen will be a
salesman, will receive a “substantial”
salary and will head an office of about
12. This office is expected to he set up
in New York City about the middle of
October. If business is good an oflice
will be set up later in Chicago.
What and Low it awill sell:

The

purpose of QRG is to sell and promote

nighttime radio. tt will surprise no-
body to learn the primary purpose is
to fill those holes left in the night-
time schedule by wunsold mnetwork
shows. The eventual sale of daytime
periods is not precluded but with day-
time network in a fairly healthy state
right now it would be too hard to clear
time for advertisers.

QRG is offering program periods of
15 minutes or more for sale. No an-
nouncements will be offered. However,
segments of participating shows can be
hought if they are no less than 15 min-
utes in length.

Avco Manufacturing, parent of Cros-
ley Broadcasting and QRG’s first cus-
tomer, has already bought a segment
of Midwestern Hayride, one of the top
local radio shows in the country and
produced by WLW. A three-hour Sat-
urday evening show on WLW, Wid-
western Havride is sold in half-hour

(Please turn to page 98)
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spot. [l

Petrolenm company grabs hefty aundiences with top-rated film show.

seceures eream (ime segments, fits coverage o distribution

,S ince June of 1933 the Phillips Pe-
troleun Corporation  of  Bartlesville.
OKla.. has been a member of the select
circle of nine manuofacturing corpora-
tions with assets exceeding one billion
dollars. 1t i< al<o one of the largest
multi-amarket film users in ty.

Phillips” 195} all-media budget of
an estimated $5.000.000 allocates $1.-
000.000 to ts. an increase of $100,000
since 19320 and $500.000 1o spot ra-
dio. which the company has always re-
garded ax basic.

The company’s intensive and contin-
vous advertising mnst be paying off.

if the highest camings in its 37-vear
history are any indication. The 16,800
distributors of its gasoline and motor
0il must have been doing a sizalle
business in the Phillips 30-state area
for sales of finished liquid petroleun
products to rise from a total of some
2.900,000,000 gallons in 1949 to 4,750,
000,000 gallons in 1953.

The mammoth concern produces
aviation fuels, natural gas and chemi-

T

case history
e

cal products, synthetic rubber and
rocket fuel:. and is active in the field
of atomic energy. But the Midwestern-
er and Southerner probably know it
best for automotive gasoline and mo-
tor oil. which it pushes hard in ty,
radio. newspapers, outdoor and farm
papers. The ad budget is actually quite
heavy when vou consider the major
markets on either coast are outside
Phillips” distribution area.

Why filw?: [t is the peculiar config-
uration of the Phillips marketing area
that is the key factor in its choice of
film on a spot basis, As Frank Mace,

Company-agency advertising team

(1., to r.) Frank Mace, senior viee president. Lambert and Feasley,
apervisor of the Phnllips aceonnt: Fred Rice, manager of advertising

dept.. Phithps Petroleam;

K. S0 Admmes, chamman ot the Board, Philhips;

Jolim Bates, diveetor of tv aud radio, Lambert and Feasley.

SPONSOR
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who supervises the Phillips account
for Lamibert and Feasley. New York,
told sPONSOR, this arca. despite its
vastiess, probably containg 1o more
than some 35% of the country’s tele-
vision sets. Network coverage would
obviously be ineflicient and wasteful.

The spot approach secmed to offer
the best possibilities hecause of its
flexibility and was adopted some ycars
ago in both tv aud radio by Phillips’
Fred Rice, manager of the advertising
department and Advertising Manager
0. E. Bettis. (Sce the 15 December
1952 issue of spoNsoRr for a review of
Phillips’ radio and tv activities up to
that year.) Since then, together with
the agency. they have developed and
perfected their spot approach to the
point where it functions smoothly and
pays off in hefty audience impressions.

According to Mace, film enables the
advertiser to take maximum advantage
of the potentials inherent in spot tv.
First, with film there is no reason why
top programing cannot be achieved on
a par with the most popular live shows
from the coast network centers. This
means that the regional advertiser can
compete on pretty near even terms with
the network advertiser.

Second, spot advertising allows for
greater precision in time buying and
the nailing down of valuable time
franchises. This is particularly impor-
tant where the advertiser, as is the case
with Philhps, wants prime evening
time only. By working on an individ-
ual market basis, agency Timebuyer
Bill Hinman was able to wrap up a list
of 27 half hours that represent all any-
one could ask for. The list itself is a
powerful argument for the wisdom of
the Phillips spot approach.

Spot film has certain decided addi-
tional advantages in the eyes of Phil-
lips. It eliminates costly live shows in
individual markets. It makes for eas-
ier, more efficient handling. It makes
possible, too. advertising identification
with a big-time show in any market.
Stations. Phillips has found, are more
likely to throw themselves promotion-
wise behind a spot film show than a
network show. This is one of the most
important factors cited by the Lambert
and Feasley agency. More of this later.

In one respect agency thinking in
this case differs from that of some
admen. As explained by John Bates,
director of television and radio, it is
the agency's belief that a show that is
good is good most anywhere. Some
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produced "l Led Three Lives.”

think that programs should be selected
especially for each market, but Lam-
bert and Feasley feel that once they
have latched on to a show that all be-
lieve in, the best thing is to give it an
all-market ride if possible.

Thus, though Phillips has tried a
uumber of film shows in the past, since
December of 1953 it has gone along
with the following unusual combina-
tion: a 52-week cycle on each station
made up of a 39-film Ziv package, /
Led Three Lives, and a long standing
13-show series of filmed half-hour ver-
sions of Big 10 and Big Seven foot-
ball games. Supplementing this con-
bination are occasional spot tv
nouncement campaigns.

It is the I Led Three Lives show
which takes the major bite out of the
tv nut. Together with the agency. Phil-
lips checked over 200 shows before de-
ciding on the Ziv production. The
syndicated series is now carried by 27
stations under the Phillips’ banner.
With so much riding on the show, how
has the decision paid off?

an-

A glance at the rating history pro-
vides some part of the answer. Na-
tionally, / Led Three Lives rates con-
sistently near the top among filn
shows. And in the Phillips cities test-
ed by Pulse. the typical ratings print-
ed below show that sizable audiences
are heing delivered just about every-
where.

PHILLIPS PULNSE TV RATINGS, APRIL 1954
I Led Three ILives
Na. of Sets
stations Rating in-use Share
Chicago. § 9.9 55.2 17.9

% 2

Phillips and Lambert & Feasley agency screened over 200 shows before deciding on Ziv-
The film has consistently delivered top ratings everywhere

11 suston 2 3.0 50.5 67.3
hansas  City 2 21.8 60.5 36.0
Milwaukee 3 47.0 57.3 82.0
Minneapolis-St. Paul 2 20.5 53.5 37.9
st. lLouis 3 44.3 50.0 8.6
Spokance 2 35.0 55.5 63.1
Fuisa 2 5.3 57.8 93.9

Effectiveness of spot radio: A\« 1n
tv Phillips relies completely on the
( Please turn to page 110)

Phillips gets prime clearances for film shows,

Il Led Three Lives,’”” "Game of the Week’’

LOCAL
STATE & CITY STATION TIME AND DAY
TEXAS—Harlingen KGBT 2:30 hom. Run.
N. MEX.—Albugueraue KO0B-TV 9:00 p.m. Tues.
TEXAS—Amarillo KGNC-TV 9:00 p.m. Tues
N. MEX.—Roswell KSWS-TV 9:09 p.m. Thur:
ILL. Chicago WGN-TV 3 . Tue
MICH.—Grand Rapids wooD.-TV 9:30 p.m. Wed.
Kalamazoo WKZ0-TV 9:00 p.m. Tues
l.ansing WIIM-TV 9:00 p.m. Tue
WISC.—)iilwaukee WTMI.TV %:00 p.m. Thur
Madison WMTV 10:30 p. W
COLO.—Denver KOA-TV 0 1. Thurs
JLL.—Rack Island WHBF-TV m. \Wed
IOWA —.Ames-Des Moines wolI-TV 1] We
Sioux City KVTV N3 We
TEXAS—MNHouston KPRC-TV 9
IND.—Bloomington WTTV 4 1. ‘Tues
Indianapolis WFBM-TV m. Fr
WASH.—Spukane KHQ-TV 8 Wed
MO.—Kansas City WDAF-TV 0 p.m. Wee
Springtield KYTV S:30 ¢ Tue
MINN.—Minneapolis-St. Paul KSTP-TV Tue
NEBR.—Omaha WOW-TvV n
I1LL.—DPeoria WEEK-TV
. st. Louis KSD-Tv
FLA.—Miami wTv)
Tampa-St, Petersburg WSUN-TV
OKLA . —Oklahoma Cit KWTV
Tulsa KOTvV
UTAH —Salt Lake City KTVT
KANSAS—Hutchinson-\Wichita KTVH
" *ln most markets “Game of the Week' runs duris ooth
season, ‘| Led Three Lives’’ going into same tim lot. for

rest of 52 weeks.
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Sponsor Serdices Ine.

Are vou seeing the whele tv picture? Reading

the dictionary provides broader outlook

A man who'd had no radio-tv experience onee landed a $10,000
job in the industry afrter he'd boned up by reading copies of
sroxsor. I’.5. He was fired after his employver caught on. The
moral of the story is that there's no substitute for actual experi-
ence. But to people specializing in one facet of the sprawling
radio-tv business, an over-all look like that provided by the Tv
Dictionary/Handbook should provide valuable background. The
dietionary was compiled by Herbert True, advertising assistant
professor at Notre Dame with the lielp of consultants and contrib-
utors within the mdustry. (Names of those who helped him have
appeared with previous installments of the dictionary.)

make the negative come over the sys-
tem as a positive picture.

K (continued)

KILOCYCLE Measurement of long-
wave broadcasts. In radio, a kilocycle
is 1,000 cycles a second as contrasted
with megacycles, which means one
million cycles, very high waves and
very fast frequency.

KLEIG LIGHTS or SCOOPS A patented
type of wide-angle lights, usually 1,500
kw, famous because of their long use
on the stage, now used in tv.

KLINKER An incorrectly played musi-
cal note that stands out in a tv pres-
KILOWATT (kw) 1,000 watts. entation.

5 KW 5,000-watt bulb used for flood-

ing light and fill lighting of large areas.

KINE or KINESCOPE (1) Technique
developed to record rather inexpensive-
ly on fllm complete tv programs. (2)
Tube used in receivers or monitors on
which the television picture is repro- L
duced. Trade name as developed by
RCA., (3) “Hot Kinie"—Quick devel-
oping of a negative which is screened
usually within two hours. The polarity
of the tv system must be reversed to

LAP DISSOLVE Cross fading of one
scene or image over another. Momen-
tarily both pictures are visible. One

44
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picture disappears as another picture
appears.

LASHING FLATS To fasten flats to-
gether by their cords or lash lines.

LEAD (1) The most important role in
a dramatic show. (2) The actor or
actress who plays the lead role.

LEAD-IN Words spoken by announc-
er or narrator at the beginning of some
shows to perform a scene-setting or
recapitulation function.

LEAD-IN SPIRAL Blank, spiral groove
at the beginning of a transcription
record to guide reproducing needle in-
to sound grooves.

LEAD SHEET (1) The cues or leads to
guide the musical director. (2) Notes
to guide cameraman in shots coming
up.

LEADER—LEAD (1) Blank film at-
tached to the beginning of reel to
thread in projector so that it can run
up to speed before first scene is pro-
jected. (2) Blank film at end of reel.

42
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LEFT or STAGE LEFT Direction mean-
ing to the talent’s left as he faces the
camera.

LEG A branch or link of tv stations
telecasting show or in a network.

LEGS, RIGHT or LEFT Curtain verti-
cals, either stretched or on travelers,
or supporting part of the permanent
curtain border.

LENS LOUSES People who wave when
ty camera pans audience.

LENS TURRET Revolving device on tv
camera carrying two or more lenses,
any one of which can quickly be turned
into position for shooting.

LENSES .

35 mm (wide angle) Speed: £3.3. To-
tal angle of view in horizontal: 51.5°.
At 4 feet actual distance from object
takes picture equal to being 31 actual
feet from object.

50 mm (two inch) Speed: f1.9. Total
angle of view in horizontal field: 34°.
At 4 feet actual distance from object
takes picture equal to being 2% actual
feet from object. 50 mm gives you
large depth of focus dollying in and
out, little distortion, less difficulty to
follow focus.

90 mm (3% inch) Speed: £3.5. Total
angle of view in horizontal field: 19°.
At 4 actual feet from object gives pic-
ture equal to being 114 actual feet from
object,

135 mm (5% inch) Speed: £f3.8. To-
tal angle of view in horizontal field:
13°. At 4 actual feet from object gives
picture equal to being 11 actual inches
from object.

8V2-inch (215 mm) Speed: £3.9. To-
tal angle of view in horizontal field: 8°.

13-inch (telephoto) Speed: £3.5. To-
tal angle of view in horizontal field:
5°. At 100 actual feet from object
gives closeup.

15-inch (telephoto) Speed: £5.0. To-
tal angle of view in horizontal field:
4.5°,

17-inch (telephoto) Speed: £5.0. To-
tal angle of view in horizontal field: 4°.

20 SEPTEMBER 1954

25-inch (telephoto) Speed: £5.0. To-
tal angle of view in horizontal field:
2.15°,

Zoomar Lens TFocal lengths: 5 to 22
inches. Speed: 5.6 to f22. For use in
quick and continuous variation of fo-
cal length from extreme long to very
close shots and vice versa. Gives ef-
fect of camera or changing lens. Used
outdoors, and to great advantage on
such shows as Kukla, Fran & Ollie.

Belowstar Lens Focal length: 7 inches.
Speed: f1.3. Total angle of view in
horizontal field: 10.5°. Extremely fast
lens used where lighting is unfavor-
able or of mixed colors. Sometimes at
boxing and wrestling matches.

Reflectar Lens Focal length: 40 inches.
(Actual length: 16 inches.) Speed (var-
iable) : f8 to f22. Total angle of view
in horizontal field: 1.9°. Extra long
telephoto focal length built into short,
compact mounting to avoid interfer-
ing with other lenses on turret.

Electra-Zoom One of the latest types
of automatic focus Zoomar lenses that
is particularly adapted to studio use.
Notice: Vertical angle of view will be
only three-quarters of the horizontal
angles given above because the aspect
ratio of the television camera is three
by four. For example: an 8!%-inch
lens which has a horizontal field an-
gle of eight degrees will have a vertical
angle of only six degrees. An easy way
to remember lens sizes and compari-
sons is by the fact that the larger the
lens is in size or number, the closer
and tighter the shot. The speed of a
lens is not at all consistent with its
focal length.

LETTER OF ADHERENCE Agreement
between some advertising agencies de-
fining and/or limiting, accepting con-
formity with the TVA Code, which is
an agreement between some tv sta-
tions and AFTRA and SAG.

LEVEL—VOICE LEVEL Test of mike
position in picking up talents’ voice
for best qualities in relation to camera
placement, picture. Also refers to eye
level or level of vision.

LEVITATION Flying a prop or actor.

Dictionary /Handbool: will

be reprinted in bool: form

After the compiete Te Dictionary. Handbool
las appeared in instellments in regular
issmes of svonNsowr {t will be reprinted in
hook form. The bool: is designed for your
convenicnee as a reference, will he avail-
able free to subscribers.

32 each.

Extra copies,
You may reserre your copy now
by writing to Sponsor Services luc.

40 Fast 19 St., New York 17.

LIBRARY SHOT (1) Film shots used
in a show but not recorded specially
for it. (2) Shot taken from a library
or store of shots kept in the hope that
they may at some time be useful. A
stock shot. (See also Stock Shot.)

LICK An ad-lib musical phrase usu-
ally not in the score.

LIGHTING Illumination of a scene in
front of the camera. The scene is
thought of as dark so that its appear-
ance is created by the color, disposi-
tion and intensity of the light which
falls upon it. Photographic lighting
is designated by the direction from
which it comes. Important Note: Light
can be (1) reflected, (2) refracted
(bent), (3) transmitted, (4) absorbed.

LIGHTS

Cross Lighting Lighting intermediate
in its direction and the effect between
front and back lighting.

Fill, Flat or Balancing Light TUsed to
provide general over-all light and in
particular to control contrast by soft-
ening shadows which are too harsh or
bringing wup illumination on back-
ground objects so that principal fea-
tures do not stand out so much.

Front Lighting Lighting of the set
from behind or beside the camera from
in front of the set. The more front
lighting, the flatter will be the light-
ing (the lower will be the contrast).

Highlighting Additional illumination
applied to a small area. Extreme high-
lighting may result in a hot spot.

Modeling Light TUsed to bring out some
special feature of the subject which is
not properly accented by remainder of
lighting. It need not be a very strong
light, but is usually fairly sharply fo-
cused to ensure that only area desired
is illuminated. Similar to hot light as
opposed to flat lighting.

Key Light TUsed to point up the high-
lights of the subject, talent or main
feature of shot. Usually placed higher
than camera to give better differentia-
tion between upper and nose shadow
Lens may be determined by the 1
quirements of the key light
is key light which illuminates
of interest for scene or se

(Dictionary continues
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‘It s o Mystery Mon’’

WERD Atlanta, Ga.
WAUG Augusta. Ga.
WSID Baltimore, Md.
WBCO Birmingham, Ala.
WBMS Boston, Mass.
WPAL Charleston, S. C.
WGIV Charlotte, N. C.
WMFS Chattanooga, Tenn.
WGES Chicago, lII.
WCIN Cincinnati, Ohio
WIMO Cleveland, Ohio
WCOS Columbia, S. C.
WPNX Columbus, Ga
WILB Detroit, Mich.
KWBC Ft. Worth, Tex.
WESC Greenville. S. C.
KCOH Houston, Tex
WRBC Jackson, Miss
WOBS Jacksonville, Fla.
KPRS Kansas City. Mo.
KGHI Littie Rock, Ark
WLOU Loussville, Ky.
WDIA Memphis, Tenn.

WMBM m ach, Fla.
WMOZ
WRMA 1 \la
WSOK ¢

WMRY New Orleans,
WOV New York. N. Y
WRAP N

WHAT

WHOD

WANT Ric

KSTL
KWBR San Fr:
KENT Shreveport, La
WEBK Tampa, Fla.
WOOK washington, D. C
KBYE Okla. City, Okla
WIVK Knoxville, Tenn
WAAA Winston-Salem, N C.
KWKW Los Angeles. Cal.
WtV Savannah, Ga

Oakland

——

HILDA SIMMS
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o ...FOR TH

FIRST TIME IN

ADVERTISING
HISTORY...

A single coordinated program can take you to the
heart of the 16 billion dollar American Negro
Market. This new selling concept offers an advertiser
a rich sales frontier virtually uncultivated by
national advertising.

I

The new Negro market is filled with pent-up desires for freedom of expression and
opportunity to react to the basic selling invitation of advertisers who direct the
campaigns in media most acceptable to the market. Negro network radio, in its
pioneering effort, offers the first daily means of communication and selling

this specialized market.

National Negro Network’s first program proves successful for Pet Milk and
Philip Morris. Special Pulse Ratings indicate responsive audience and high
acceptance in 42 markets with a potential Negro audience of 13 million.

Some Pulse ratings are:

————
NI P L TV R I LR T N E S VAR A VA A R & 2

WERD Atlanta, Ga............. 9.8 WOBS Jacksonville, Fla....10.3
WSID Baltimore, Md.......... 9.0 KWBC Ft. Worth-Dallas.....7.3
WGES Chicago, Ill.............. 7.3 WOV New York City.......... 3.9

When you want a fresh viewpoint on sales potential—
especially from a sound dollar and cents angle—we

at NNN are particularly qualified to utilize our years of
experience for your benefit. Let us give you a new
concept of selling specialized markets profitably.

Send for our ) '
new booklet—
The National
Negro Network
—Gateway to a
New Sales
Frontier.

The National

THE
S\ NATIONAL NEGRO
7 NETWORK, INC.

203 NORTH WABASH AVENUE, CHICAGO 1, ILLINOIS ¢
7 EAST 47th STREET, NEW YORK 17, NEW YORK .

'\

PHONE: DEARBORN 2-6411
PHONE: ELOORADO 5-7785

FRLLIEY Q)| AANAARA
a -

amgu

Rt xt N 2211
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Highlights of 1934 radio picture

This fall, some 400 U.S. radio stations will

be beaming an averaye of 28% of theiv pro-
graming to Negro andiences. The 45-station
National Negro Network now offers adinen a
transcription netwaork outlet. About 100
large national and regional elients air
scliedules in Negro Radio; many now spend
between 5% and 109 of their radio-tv ad
budgets in Negro-slanted radio ecampaigns.
Existing Negro-appeal radio shows have
Jumped their ratings from 8% to 15% in big
markets on an all-home basis. have wcreased
from 10% (o 50% in Negro homes. Growth of te
is having only nominal effect on Negro Radio.

| Preoject Editor: Charles R. Sinelair

20 SEPTEMBER 1954

Jrd Anunual Negro Seetion

Negro Radio comes of age:

It has the respect of its

andience and advertisers.

Analysis: Negro Radio has
grown considerably. Here

is the step-by-step picture.

Loyal Negro listeners bny
air-sold prodncts as these

13 **suecess stories” show.

The NNN: Negro Radio’s
network. What it is. how

it grew. how much it costs.

How to mnse Negro Radio
successfully: a ronnd-up of

tips from many veterans.

Cross-section of Negro
Radio omntlets: a special

listing for timebuyers.

page 48

page 50

page 52

page 54

page b6

page 139

47



“Bluc-sky" selling of earliest days

]‘Iu' time: ~iv vears ago. The place:
the conference room of a large New
York ad agency. A\« the former chief
timebuyer of the ageney, now a broad-
casting executive, recalls the story

“One of our biggest food accounts
was worried because xales had slipped
and their over-all <hare of the market
was down. All afternoon we discussed
wayvs and means of reaching every pos-
ible ~egment of U.3. hou-ewives. Fiu-
allv, 1 suggested: "Why don’t we huy
some Negro Radio as part of the eam-
paign?’ | can still remember the hlank
look~ | got.”

That was =ix yvears ago.

Today. the 45-station National \e-
ero Network offers a network-level pur-
chaze 10 advertisers.

Today, there are over 100 radio out-
lets beaming part or all of their pro-
arams at Negro listeners.

Today aronnd 100 big advertisers
place =ubstantial schedules at all hours
of the clock on \egro-appeal radio sta-
tions (~ee list, page 52).

“We have just rearranged our radio
advertising and have included the Ne-
oro market,” a v.p. in charge of adver-
tising of one of the large tobacco com-
panies told sroNsor.,

Program base of Negro Radio is constantly broadening, now includes
prestige vehicles like live radio symphony concerts at North Carolina
College, with Norfley Whitted as narrator, aired on Durham’'s WDNC

eoro Radio comes

“The Negroo market is particularly
responsive to our products,” stated the
advertising director of a leading drug
product manufacturer. “While ‘ordi-
nary media’ do reach Negroes, we he-
lieve the market deserves extra adver.
tising effort. lu general. areas in which
the Negro population is a higher per-
centage of the total show favorable
sales when Negro Radio 15 used. We
now spend 6'c of our total radio-tv
budget in Negro Radio.”

In the stories that follow in this see-
tion. sroNsok’s fourth annual spot-
lighting of Negro-appeal radio. admen
will learn many of the details of Negro
Radia’s coming of age.

They will discover, for example, that
there 1= more Negro Radio than ever
before, that a network pattern has
emerged and \egro-appeal program-
are constantly increasing their audi-
ences. They will find a charted cro~s.
section of Negro Radio outlet= (see
page 139) which spells out in detail the
power. programing structures and pric-
ing of Negro Radio. And. theyv will
be able to take an armchair tour of
Negro Radio shows in order to get
a closeup view of many of the popu-
lar. sale-productive personalities who

is gone. In its place: facts

have been developed in the mediun.

There are other important signs. too.
that point to the general maturing of
an ad medium whiclt only ~ix or seven
vears ago was considered an “experi-
ment,”’

As Richard Scheele. manager of
WANT. Riclimond (one of the seven
N\egro-appeal stations in the United
Broadcasting groups stated:
outlook for national
spot busines< i~ excellent. Offhand. 1
would =ayv that it has more than dou-
bled over last vear and the prospects
for next season look even hrighter.
This 1= due to the fact that the national
advertisers are heginning to realize the
potential of the Negro market and that
\egro radio stations. such a~ WANT,
are continually tryving to du a better
job of programing and community

“Our current

service among the Negro people.”

“More advertisers are changing over
to a different buving pattern.”™ Mort
Silverman. general manager of New
Orleans” WMRY told spoxsor. “After
buving the power station in the mar-
ket. more advertisers <eem to he look-
ing at Negro-market stations ax the
secondary buv.”

Why ha- Negro Radio come =o far

Backbone of Negro Radio program structure is still the top-rated
disk jockey personalities, such as WBOK, New Orleans’ "Okey Dokey."”
Below, he presents refrigerator to winner of Luzianne Coffee contest
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Negro Radio has stature.

to mark opening of new Thrifty Drug store.

fm such a short period of time?

As far as admen are concerned. the
ansyer lies in Negro Radio’s abilitv
o measure up to today’s radio time
buying yardsticks of ratings vs. costs.
loyal audiences. merchandising follow-
through. contractual stability and firm
rate structures.

“Negro Radio proves its case today
with the kind of facts and figures that
impress a client and no longer has to
rely on a ‘blue-sky” come-on.” is how a
Benton & Bowles buyer who places

Roots of Negro Radio are deep in the Negro community.
Houston pitched in with radio fund marathon to aid Eliza Johnson
Show raised needed money, won respect

Home for Aged Negroes.

California's Governor "Goody" Knight (far
left) was guest of honor at special broadcast of KOWL, Los Angeles

D.J. Joe Adams is at right

General Foods schedules put it.
As far as stations and representa-

tives who have reviewed for sPONSOR

their experiences with \egro Radio
are concerned. the explanation of Ne-
gro Radio’s success lies primarily in
the ability of broadcasters to discover.
develop and maintain programing that
attracts Negro listeners.

“Negro been a
‘forced” success,” Joe Wootton. a sta-
tion rep and advertising consultant
who is himself a Negro. told sPoNSOR.

Radio has not

KCOH,

At SUQR{\\

Royal Tour of U.S. and Canada by Ethiopia‘'s Emperor Haile Selassie
was subject of special Negro-slanted broadcasts by WLIB, New York.
His Highness was presented with taped shows by WLIB's Harry Novik

ears.” Negroes at every level in the
“There is no such thing as "segregated
Negro community in which they live
will dial Negro-appeal stations simply
because they like what they hear. This
loyalty. coupled with the Negro's con-
stant desire to improve the standard of
living of himseH and his children. is
of great importance to any major ad-
vertiser.”

Developing Negro Radio to the point
at which it is today ha= not been easy,

(Please turn to page 149)

Biggest broadcasters recognize potential of Negro Radio; many, like
ABC Radio owned-and-operated station WXYZ, Detroit, are in the
act. Monday-through-Saturday nightiime d.i. show features Jack Surrell
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MORE STATIONS

Ll
|
.

Number

— ———

of Negro-appeal outlets has grown 1,0000;

since 1949. New all-Negro-programed station is WCBR,
emphis,

Above, manager signs rew rep contract

Long list of national advertisers now buy Negro

Radio.

WHOD, Pittsburgh's Mary Dee <tands be-

fore store display of competitive products on station

D

About three out of four Negro-slanted
stations currently offer merchandising
aids, like those of WMRY, New Orleans

MORE PROMOTION

400 U.S. radio outlets n;«*

special SPONSOR study

1‘7 ew advertisers are constantly heing
added to Negro Radio. In March of
this vear, one of the largest food-prod.
uct manufacturers started his first cam-
paign in the medium. Early this month,
the firm’s advertising director told
SPONSOR:

“When planning a saturation radio
campaign for areas today which con-
tain a large Negro population. ve feel
this= extra buying power cannot be
overlooked and can be reached most
effectively  through high-rated Negro
programs. We know that N\egro lovalty
to brand~ advertised in their own
media is very high.”

But. although Negro Radio has
gained in acceptance among large ad-
vertisers. mauy admen still have only
a hazy notion as to its true size. shape.
and other advertising dimension-.

sPONSOR editors thus feel that much
of the following data will answer mam
questions of Negro Radio advertisers.
whether they are national-level giants
or small local chents.

As part of it~ third annual study of

Montgomery float at

SPONSOR

R ‘

Razzle-dazzle stunts by Negro Rad o
often geared to special events, sutﬁ*!

Negro fobs



analysis

werage of 289, of their programing at Negro listeners. a

isin andience size of up to 509, are now common

2
5
T

i

Negro-appeal radio, SPONSOR surveyed
some 400 stations who now air Negro-
appeal radio shows. The stations were
quizzed on a wide variety of market,
programing and research topics. More
than 125 stations—a cross-section re-
turn of nearly 389 —replied in detail.
Many furnished special market data,
surveys, rating charts and other
material.

In its broadest outlines, this is how
Negro Radio shapes up as the fall 1954
season gels underway:

1. I¥s bigger than ever. Over 400
U.S. radio stations air Negro programs.

2. It’s more powerful. Some 5% of
the outlets have increased their signal
strength.

3. [is audiences are larger. Ratings
show a steady upward growth, despite
competition.

4. It’s a national medium. More
national advertisers than ever are in
the act.

5. It’s more entrenched. The pro-
gram base is broader, attracting new
Negro listeners.

EROGRAMS

20 SEPTEMBER 1954

New show types are emerging at local level in
Negro Radio. WLIB, New York has
____ program starring Buddy Bowser, Sara Lou Harris

"Mr. & Mrs."”

That’s the general picture. Now for
a closer look, in a step-by-step analysis.

More stations: Since 1949 the year
in which the biggest initial growth of
Negro Radio took place—the number
of U.S. radio outlets beaming all or
part of their programs specifically to
Negroes has grown tremendously. The
level today is about 1,000 more than
the 1949 figure.

It’s still growing, too, although the
rate is leveling off. By the conservative
estimate of station representatives and
timebuyers contacted while this report
was being prepared, the figure today
stands at over 400 stations. The growth
figure may easily hit 10% for the
year 1954 alone.

The Negro-appeal outlets in the U.S.
represent a little more than 15% of the
total U.S. standard radio stations. But
thev zre by no means spread thinly,

since Negroes tend to concentrate in
the South and in the large industrial
cities of the North. Every major Negro
market in the country is covered by at

MORE LISTENERS

in audience size, according to Pulse studic
siudio

least one—aund often by two or three-
Negro-appeal stations.

About one station out of every 100

in the U.S. total is entirely Negro-pro-
gramed. Latest addition: W CBR, Mem-
phis, which joins WDIA in that market
as a second station beamed entirely to
the 38¢-of-population that are Ne-
groes.
More power, move coverage: Ac-
cording to SPONSOR’s cross-section of
Negro Radio. about one out of every
20 Negro-appeal stations in the country
has either increased its power or im-
proved its broadcasting facilities since
last season.

Many changes are the direct result
of petitions from Negro-appeal stations
to the FCC, in which the stations argue
for a power increase on the basis of
providing a “special service” to the
Negro segment of the audience.

Net result: Advertisers can often
reach more Negro listeners with the
same rating on the same station as last

{Please turn to page 158)

Existing shows in Negro Radio are steadily gro

\ {

WMBM, Miami Bes

visitors  at



\eoro Radio result

IHicher-than-average spending by Negroes for

-

elass' prodncets can be tnrned to client’s

advantage through well-planned Negro Radio

( an the tremendous listener lovalty
of Negro Radio’s audiences be trans
lated into sales results?

The answer. by all indications, s

‘--\(\S.?~

From the mass of material submit-
ted by more than 125 stations reply-
ing to sPoxsoR’x fourth annual survey
of Negro-appeal radio. editors chose
these 15 case histories”
sented They cover a wide
range of products and services. from

“sales pre-

helow.

pet food and 1’et Milk to retail cloth-
ing and real estate.

Admen anxious to check the effect
of Negro Radio on product purchasing
will do well to study these success
stories. They show that Negro lis-
teners will readily buy ordinary house-
hold products when they’ve been rec-
ommended by a favorite disk jockey.
homemaker. newscaster or other Negro
air personality.

But thev also serve as proof that

Neuro listeners cannot be pigzeonholed
c PIE
as “lower income counsumers. As an

caecutive of a Nashville Negro-appeal

station pointed out while discussing
sales results produced by his station:

“The Negro todav spends more mon-
ev on the so-called ‘class’ items on the
American market than the average
white citizen. e i~ constantly seeking
to find ways to better his station in
life. He has a greater tendency to-
ward extravagance in the things he
buys because it gives him the oppor-
tunity to elevate himself into a posi-
tion of importance.”™

Thus admen will find that the itenis
reported on in the case histories lie:
low bear price tags that go all the wav
from a few pennies for a can of evap-
orated milk to many thousands of dol-
lars for a new car or an attractive
house.

Negro Radio sclls them all.

ranges (WHAT, Philadel-
phia): Family Furniture Co., a large
Caloric Gas Range dealer in the Quak.-
er City. recently had its accountants
analyze expenditures,

Gas

advertising

ACT-ON & PEP-T-KON
AMERICAN BAKING

APEX PRODUCTS

AUNT JEMIMA PANCAKE FLOUR
BALLANTINE BEER & ALE
BAYER ASPIRIN

BC HEADACHE REMEDY

B. F. GOODRICH TIRES
BLACK DRAUGHT

BLATZ BEER

BLUE JAY PRODUCTS
BLUE PLATE FOOD
BORDEN'S SILVER COW MILK
BREAST O° CHICKEN TUNA
BROMO-QUININE
BUDWEISER BEER

BUICK

BUITONI| FOODS

BULL DOG MALT LIQUORS
CALORIC STOVES
CALUMET BAKING POWDER
CAMEL CIGARETTES
CARNATION EVAPORATED MILK
CARDUI

CHEER

CHOOZ

CHRYSLER

CLOVERLEAF DRY MILK
COCA-COLA

COLGATE DENTAL CREAM
CONTINENTAL BAKING
CREOMULSION

CRISCO

DENTYNE CHEWING GUM
DIXIE PEACH

DOAN'S PILLS

DR PEPPER

More than 100 products of leading national and regional air advertisers are sold via NEGRO RADIO

EX-LAX

FALSTAFF BEER

FEEN-A-MINT

FLETCHER'S CASTORIA
FOLGER'S COFFEE

FORD

FOUR-WAY COLD TABLETS
GLEEM TOOTHPASTE

GLOVER'S HAIR PRODUCTS
GOLD MEDAL FLOUR
GOODYEAR TIRES

GULF OIL

HUNT FOODS

INT'L HARVESTER APPLIANCES
ITALIAN-SWISS COLONY WINES
JAX BEER

JERIS HAIR TONIC

JEWEL SHORTENING
KELLOGG'S CORN FLAKES
KROGER STORES

LARIEUSE HAIR COLORING
LA ROSA MACARONI )
LIPTON TEA b3
LYDIA PINKHAM

MAGIC CHEF RANGES

MAINE SARDINE INDUSTRY
MAXWELL HOUSE COFFEE
McCORMICK'S TEA & SPICES
NIAGARA STARCH

NuMAID MARGARINE
OCTAGON DETERGENT

PAL BLADES

PAN AM GAS

PAPER-MATE PENS
PEPSI-COLA

PET EVAPORATED MILK
PHILIP MORRIS CIGARETTES
POWERHOUSE CANDY

PREAM

REAL-KILL

RICELAND RICE

RICHARDS WINE

ROMAN CLEANSER BLEACH
ROYAL CROWN HAIR DRESSING
SAL HEPATICA

SAYMAN SOAP

SEVEN-UP

666 COLD REMEDY

$ss TONIC

SCHAEFER BEER

SNYDER'S POTATO CHIPS
SOUTHERN BELL TELEPHONE
SPEED QUEEN RANGES
STANBACK

STAR KIST TUNA
STRONGHEART DOG FOOD !
SULFUR-8 HAIR CONDITIONER
SUPER SUDS

SUNBEAM BREAD

SUN OIL CORP.

TAYSTEE BREAD

TETLEY TEA

TIDE

TUBE ROSE SNUFF

UNCLE BEN'S CONVERTED RICE
U. S. ROYAL TIRE

U. S. TOBACCO PRODUCTS
VASELINE HAIR TONIC
WALKER'S AUSTEX CHILI
WARD BAKING CO.

WHITE CROSS INSURANCE
WILDROOT CREAM OIL

WILSON FRESH MEATS

WILSON BAKE RITE SHORTENING
WONDER BREAD

WRIGLEY'S GUM

52
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*Blue-chip® air clients: Negro Radio today abounds
in air schedules placed nationally by big clients,

or on co-op basis through retailers or dealer groups.
Montage above includes such national spot or co-op
buyers as: Coca-Cola, on KTXN, Austin; Ford

cars, on the '"Kae Williams Show' heard on Philadel-
phia's WHAT; Sunbeam Bread, a regular sponsor on
WSOK, Nashville's "Louise Fletcher" series; Carnation
Milk, air-sold to Chattanooga Negroes by WMFS;
Caloric Stoves, co-op advertiser on WBOK, New Orleans

When tne returns were in, Family Fur-
niture’s Arnold Horn contacted the
pioneering Negro-appeal station to re-
port:

“Our contract with WHAT was for
a total expenditure of $609 covering a
period of seven weeks to advertise
Caloric Gas Ranges. We based the
average sale at S5225 per range.
Through the exclusive use of WHAT.
we sold 122 gas ranges, which re-
solved itself into the following break-
down:

“For every $1.00 spent, the yield
was $45.07 in sales. For the $609
which was the total expenditure on

20 SEPTEMBER 1954

WHAT, there was a total sales volume
of $27,450 or an advertising cost of
2.2% of sales.

“You can readily understand why
our sales department is completely
‘sold’ on WHAT. Never. in our many
long vears in the appliance business
have we encountered such a terrific
sales result as that which we enjoyed
through the use of WHAT.”

Reul estate (KOWL, LA, area):
Star performer in the program lineup
of this 10 kw. Los Angeles-area sta-
tion is D.J. Joe Adams. now celebrat-
ing his sixth year with the station.

Recently Holly Manor FEstates, a
new housing tract in Compton, bought
a series of minute announcements on
the Joe Adams Show, Thursdays, Fri-
davs and Saturdays. Object: to sell 33
new homes in their tract. The homes
were priced at $11.500 and a down
payment of $1.500 was required. No
other advertising was used.

Reported the station:

“The results were spectacular. Every
home was sold within three weeks
representing a gross sale of $379.50(
at a total advertising cost of less tha
$400 for radio time. Tract owners

(Please turn to page 153
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Juanita Hall, star of NNN's "Ruby Valentine'" daytime soap opera,
meets trio of small-fry fans in grocery store. Show, aired since January

on transcribed multi-market basis, is sponsored by Pet Milk and Philip
Morris. Daytime serials have always had high ratings in Negro homes

4 \X: Negro Radio's network

National Negro Network was built around transceribed *Ruby Valentine™

show. now has 435 outlets. Web plans new shows. more research

g/ ' . - -
’ o o=t people. the morning of 25
January 195} was just another mid-
winter morning,

Jut to a small group of executives in
New Yorke Chicago and St. Louis. and
to hundreds of thousands of \egro ra-
dio listeners. 1t was much more than
just a date on the calendar.

It was the day on which Ruby 1alen-
tine, a transcribed across-the-board
~oap opera. first took to the air on 10
Nearo-appeal stations in the 1. S0 to
hevcame the first program of the Na-
tioral Negro Network. The alternate-
dav ~ponsor<: two advertising “blue
chip™ accounts. Pet Milk and Philip
Morris,

It was alco the date on which Negro-
appeal radio passed it~ last big fron-
tier and began to offer adverti-ers a
network-level <ervive as well a< spot

54

radio purchasing throughout the larg.
est Negro markets in thi= country.,

Many an adman and a number of
\egro leaders pondered the questions:
Why a soap opera? Why not some-
thing with more prestige to launch net-
work-level service to Negroes?

The answers are significant, and he.lp
to explain how and why the National
\egro Network came into being in the
first place.

There were three good reasons for a
soap opera instead of. sav, a concert
by Marion Anderson or an adaptation
of Othello, They were:

1. The backers of Ruby 1alentine
were going by the form charts in pick-
mg their network entry: ratings have
<hown for several ~casons that ordi-
nary davtime serials rate very highh
i1 Negro homes  even agains<t many

Negro d.j. programs and homemakers.

2. Ruby I alentine was concocted
out of ingredients that its planners
knew had acceptanee with Negro lis-
teners—blues and popular music. per-
sonalities with which the ordinary Ne-
gro listener could identify herself more
readily than in an ordinary “white”

(Please turn to page 150)

NNN President Leonard Evans (second from
left) meets with advertising and sales reps of
Pet Milk and Philip Morris, web clierts, for
recent "Ruby Valentine” promotion in Detroit
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NEw "y ODKEY DOKEY
ORLEANS live and Blues DJ

WB

NEW
ORLEANS

HDNEYBDY HARDY
Spiritual and Gospet D)

—

WB
REACHING 1,250,000 NEGROES NEW

ORLEANS

MAMA LDU
Homemaker and Splritual
Program

" The Gold Coast of the Gulf Coast from Corpus Christi, Texas to Panama
City, Florida . . . the greatest industrial expansion and increased wages
of any area in the entire U.S. The OK Group covers a population of over

|
4,000,000 people and over 1,250,000 Negroes. WB
|

FIRST IN NEW ORLEANS (WBOK) ... the first NECRO 1 NEW D T
HOOPER taken in New Orleans offers proof positive that WBOK dominates ORLEANS Sportscaster and Public
the Negro auditnce of 248,000 . . . with a share of audience of 449% Relations Representative
and at many periods of the day more than all other ten stations added

together . and better than two to one over its all Negro competitor.

FIRST IN BATON ROUGE (WXOK) . . . the highest uu K

rating in the important morning segment . . . first overall in Hooper be- )

tween 7:00 A.M. and 6:00 P.M. With close to 40% of the population BATON D

in the area being Negro, WXOK is the best buy. ROUGE Jive and Blues DJ
FIRST IN LAKE CHARLES (KAOK) . . . latest ratings

show KAOK first (morning, afternoon and night) in this rich market

with the highest per family income in the state. During its Negro pro- K

gramming KAOK reaches the largest audience or any station.

GDLDEN BOY GRIFFITH
Spiritual and Gospel D)

BATON

TOPS IN HOUSTON (KYOK) . . . for Negro radio, reaching ROUGE

more than 246,000 Negroes in Harris County alone. KYOK's nationally
famous Negro DJs have made its Negro programming a near sell out to
local, regional and national advertisers.

o=, X

PRDF. MURRY

News, Sports and Public
Relations Representative

A Radio Bargain BATON

A low cost buy. ROQUGE
BUY ONE SPOT ON ALL FOUR STA- )
TIONS FOR $17.51. A low cost buy . ..

one contract . . . one affidavit . .

one bill. KA

Nobody . . . but nobody can reach more people or seli more goods at a : - —
lower c?st per thousind on the Gold Coast of the Gulf Coast than the LAKE
OK Stations. Make the four station buy and save money (159 discount) . .

BUBBER LUTCHER
Blues, Jive and
Sgiritual D)

HOTSY TOTSY
Blues and Jive NJ

CHARLES

KY

HOUSTON

REV. TILLMAN

Represented by Forjoe and Company for the Louisiana Stations: John E.
Pearson Company for Houston, HOUSTON

Stenley W, Ray, Jr., Vice Pres. & Gen. Mgr., 505 Baronne, New Orleans, 12, La, i
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SEVEN WAYS YOU CAN IMPROVE YOUR NEGRO AIR CAMPAIGNS

' ‘.
B ' Never use Negro-appeal radio to sell a second-rate prodact, or one
1 which (s stereotyped as u *‘colored” product. Negroes 1oday earn
= good wages, prefer 1o buy premiam-priced and top-quality merchandise

Don’t try 10 ase high-pressare selling methods in Negro Radio. The
Negro listener resents i1, will show his dislike at the cash register.
Approach shoald be simple, factual, built on logical “reason why”

ne® » 2.
U ‘ e
III Vl(l Eaperiences of leading Negro-appeal stations and top advertisers
. 3 show that, with few exceptions, commercials aimed at Negro dialers
-

produce the best results when they are done live Ly Negro artists

Attempts by advertisers to produce a synthetic “Negro speech” in

e
y ™ ‘ 4 agency copy usually don’t work out. Stations recommend that the
s talent bLe furnished fact sheets, be allowced to work “in own style”

T Don’t expect short-term miracles from Negro radio. Camjpaigns
5 must be consistent, just as they are in “regalar” radio to get resalts.
s Veterun adiertisers prefer 26- and 52-week Negro air campaigns

What type of show to buy?

' lire programs, and ntusic shows composed of race reeords are not the

What copy slant? Best time 6 only 1way to sell the Negro air audience. True, they .autract a big
* andience. Bat gospel programs, homemakers reach more \egro women

slots? Herein are answers ;
Althoagh quality of arailable radio research in Negro market is
7 improving, there are stll many gaps. A good picture of local Negro

. radio can often be obrained quickly from sponsor's own distributors

Tlm W DA, Philadelphia disk jock-
ey didn’t like the look of the copy.
But he read it anvway.

Within miutes, the \egro-appeal
station’s phones were ringing. Negro
callers were furious.

Station manager Bob Klein started
checking in a hurry and ~oon dis-
covered what had gone wrong., A
large ~uper market, anxious to stimu-
late weekend sales in its meat depart-
menl. had sent over some last-minute
copy which went something like thix:

“Nay. folks . . . want some good
o’ Southern eating? Well, just get a
load of some of theze weekend meat
specials just waitin’ for you to come
in and huy “em.”

The copy went on to explain what
the “specials™ were. Pig knuckles.
Hanv hoeks. Chitlins. Plate beef. Kid-
nevs.  And other meat cuts in the
Iowest price brackets.

\ typical comment from a Philadel-
phia Negro listener who lived in the
~wank Lincoln Drive area of German-
town summed up the trouble. “]
wouldn't feed that Kind of stuff 10 my
poodle.” she told the statiou,

56

ANeedless to say, the advertizer’s next
sel of commercials on the Randy Dix-
on Show went back to plugging the
prime steaks and Dbetter-grade poul-
try which had been featured success-
fully before.

“Negro listeners will blow their tops
at the ‘condescending’ commercial,”
WDAS" Bob Klein explained. “In this
case. the ‘good ol Southern ealing’
was exactly the kind of things Negroes
don’t look back to with am fond re-
membrance.” |

Things like this don’t happen too
often in Negro Radio tedayv. .Adver-
tirers and their commercials are care-
fully screened. Many stations have
firm policies about advertising accep:
tability.

“A recent sunvev of Negro con-
sumey habits indicated an overwheln-
ing preference for nationally known.
brand-name products.” Manager Har-
rv Novik of WLIB. New York. told
SPONSOR.

“Given a choice. a Negro consumer
will alwavs buyv quality merchandize
if he or she can possibly afford it
and will not be satizsfied with a little-

known or substitute product. We (et
out new products and get a reaction
to advertising clahms from a panel of
Negro editors and community leaders
before we accept them on the ~tation.
In fact, it's safe to say that Negro Ra-
dio 1z generally more cautious in ac
cepting advertisers than are print me-
dia slanted to Negroes.”

This system of “advertising quality
control” is now growing in Negro-ap-
peal radio. The National Negro Nel-
work. for instance. has turned down
offers of business which it feels won't
measure up to a quality standard. In-
dividual stations--like WERD. Atlan-
ta:  WBCO. Birmingham: WDIA,
Memphis:  KSAN, San  Francisco;
WRMA. Montgomery: WMFS, Chat-
tanooga: KWBR. Oakland, and many
others—hold a very strict check on
the type of advertising they find aec-

(Please 1urn 10 page 110)
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Negro Radio section,
talent story, station
listings continue p. 137
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BROADCASTING EXCLUSIVELY
| TO NEGROES . ... A BIG

/

FOR THE

ff line

IN AMERICA

WATTS

“GOLDEN MARKET” OF-

th

|
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NEGRO POPULATION

ARK.

AMERICA’S

1%

**\sl'TETQVA'

MEMP

TOP HOOPER AND PULSE RATED
STATION IN THE MEMPHIS MARKET!

o
PINE BLUFF

LA

I
ClARKSDALE
i '
: MI1ss. /)
oGREENWDOD ,/'
sumwuz IS8 .
(

o
&7 YILKSBURG
/,O:

JACKSON

-

L by
TUPELD %

autpl.uwzus

o JACKSON

Represented by

JOHN E. PEARSON CO.,
DORA-CLAYTON AGENCY, SOUTHEAS
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To sell the Cincinnati area, WKRC is a must!
Morning, noon and night more people listen to WKRC-Radio

than to any other radio station in the Queen City!

Radio Cincinnati, Owners and Operators of:
WKRC-Radio, Cincinnati, Ohio = WKRC-TV, Cincinnati, Ohio
WTVN-Television, Columbus, Ohio ¢« WTVN-Radio, Columbus, Ohio

@  WKRC RADIO AND TELEVIS.

CBS RADIO AND TELEVISION NEAU

58 SPONSOR
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WKRC—TV programming

CBS programming dominates

the Cincinnati area day and night

over WKRC-TV.

Radio Cincinnati, Owners and Operators of

WKRC-Radio, Cincinnati, Ohio
WKRC-TV, Cincinnati, Ohio

W TV N-Television, Columbus, Ohio
WTVN-Radio, Columbus, Ohio

‘!'lcinnati,f Ohio, Channel 12

| Ken Church, National Sales Manager
EENTED BY THE KATZ AGENCY
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Irvin A. Viadinur

(President)
Iriwcin Viadimir & Co.. Ine.

LIKE MOST
“Newsworthy”
ADVERTISING
EXECUTIVES
MR. VLADIMIR'S

LATEST
BUSINESS
PORTRAIT
IS BY

Gean Ractleure

Photographers to the Rusiness Exccutive
505 Fitth Avenue, New York 17 PL 3-1882
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(Continued from page 19)

and mteresting weeks of my life in Hollywood and environs
oy own personal Operation TV FILM. Siarting with
breakfa~t dates each morning, aud winding up with a quiet
might cap the following morning (with lunches. office ces
ston~. ~tudio and on-the-lot investigation~ and eocktail meet-
ing= 1 between) 1 endeavored. in that 21-day stretch. 10 -ce
every producer. director. writer. svudicator of tv films on the
Coa~t. And 1 just about did. Among those who were kind
enough 1o lend me of their knowledge and experience were
Hal Roaeh Jr.. Hal Roach Sr.. Guy Thayer, Roland Reed.
Billy Broidy, Carol Case. Basil Grillo. Dick Dorso and Bar-
neyv Girard (all of Bing Cros=by Enterprises), Louis Weiss,
Louis Snader, Ben Frye, Desi Arnaz, Lucille Ball and htelall\
seares of others. Prior 1o that Coast visit. 1 had ~pent equally
long and enchanting hours with tv film men of every descrip-
tion in and around New York. | came away with one very
~lrong impression:

That here was a new, dynamie industry in which virtually
all the practitioners were groping to establish succes~ful oper-
ating patterns. The producers of the highest-rated show- were
loxing money on the shows; the ponzors of those tame <hows
were protesting that the eosts were way out of line: ete.. ad
infinitum. From what I've obzerved film practitioners are
~till, for practical purpose~. groping for ~ucce-ful operating
patterns,

Not too long ago a gentleman named Harold See who
manages KRON. San Franeizeo, eonfirmed this observation by
propo=ing at a BMI Program Clinie that tv film ~vndieators
attempt to join forces with the aim of standardizing practiees
and procedures. Other sueh effort~ have Leen made by vari-
ous groups i the past several years. Yet in no area of v il
activity does there seem to me to be a greater need for an ex-
change of information about actual experiences than on the
sponsor-advertiser level. In the earlier day~ of tv film a
number of advertizers took on either whole or part proprietor-
ship of some film series. Lever Bros.. for example. with
Big Town; R. J. Reynolds with Yan Against Crime; Sterling
Drug with Mark Sabre; P&G with Fireside Theatre. All of

these advertisers. and others, have utihized their seres m sev-

eral ways, presumably best suited to achieving their own indi

vidual objectives. The first two mentioned have been =elling

their film to stations and other advertisers on second and

third runs in a fairly orthodox manner. Sterling. on the other

hand. has zet up a spot time for film exchange arrangement
with stations, whereby Sterling gives a station Wark Sabre. in
return for an amount of spot time equal to what the filin
wonld normally co=t the station,

Thi~ subsequent (rerun) use of film originallhy pmdu(‘ed
and owned by an advertiser iz merely one facet of activity on
which an interchange of ideas and experiences might prove
mutnally benefie 1a]. There are literally scores of others:
like to hear from anvone who may have any constructive
thought= on which presently existing group. or what =ort of
group might be created to serve as a study board and clear-
ing house of tv film activity. Such a group. doing a conscien-
tious joh. could prove of immea-urable vahie to advertisers,

ageneies and others interested in the great tv film field, * * *

SPONSOR
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COULNG 17 ST4TI0KS

I. New stations on air®

e

NET [ sTns S

2 t PERMITEE & MAN‘AGERI
AFFILIATION [ ON AIR | RE

] . kw)**| Antenna
CALL CHANNEL ON-AIR ERP ( 0
CITY & STATE LETTERS NO. ODATE Visual . {ft)

. 2 204 vhi Skyway Broadeasting Co.I Vm:.m
ASHEVILLE, N. C. WLOS-TV 13 18 Sept. Yol TESD) [SECRONR Chartes B Brit oeee e

v.p. nat
Bradiey H. Roberts, coml. SE-m

mar.
Fred Brown Jr.. pgm.

mar.
Chas. B. Britt. exee. v.p.

! 2 78 vhi Murray Carpenter & Venwe
wTwoO 2 12 Sept. 14 641 Assoc. Rint

BANGOR' L2 Murray Carpenter. pres ltCAI'

& gen. mor.

Rudy Mareoux, bus. mgr.

Robert walton, lel. sls.

mor.

willlam Clark. operations

mar. i
Clifton Reynolds, proi.
~ mor.

4 D 1 hi ing Co. '
CHARLESTON, S. C. WUSN-TV. 2 25 Sept. 100 796 Bu M. NBC 2 1Sk o it T
rh(:oa:::' 6"."'Maybank.

v.p.

Dougias Brasham, dlr.
operations & asst. mor

Philip D. Porterfield, sls.
mar.

Edward Brant, lel. sis.

mor.
Robert W._ Cawiey, pgm.

mgr.
Walter Nelson, chief eng

FORT WAYNE, IND. See Waterlco, Ind.

1 NFA Rossmoyne Corp. Denst |
HARRISBURG. PA WCMB-TVY 27 15 Sept. 184 930 Edgar T. Shepard Jr.. Cont
. . pres,
Edear K. Smith, v.p. &
gen. mgr.
Rudolf ©. Marcoux, sis.
mor.
J. Heward Bialr, chlef
eng.

HARTFORD, CONN. WGTH-TV 18 22 Sept. 163 640 1] NFA General-Times Television  H-R.

orp.
Thomas F. D'Nell, pres.
& gen. mor.

Fred W. Wagenvoord,
v.p. & gen. mgr.
John M. Kinsella, :zls.

mgr.
John 0. Downey. pgm.
dir.

Daniel German, 9im dir.
Rogers Holt, chief .ng.

MONTPELIER, VT WMVT 3 25 Sept. 18 2,729 ABC, CBS 1 NFA  WEi) Brosdeasting b

orp.
C. P. Hasbrook, pres.

Marcla B. Hasbrock, v.p

Stuart T, Martin. gen.
mer.

John A, Dobson. sis. mar.

James W. Tierney, chiet
eng.

§ | Broade 0.
MUSKOGEE, OKLA. KTVX 8 15 Sept. 316 1,020 ABC,Du M 1 NFA o e e ™ AT

L. A Blust. v.p. & gen.

mgr,
James P. Walker, asst.
gen. mgr.
William Swanson. lel. &
reg. sls. mgr.
Ben  Molmes. natl, sis.
mgr.
Ted Cramer. prog. dir.
Lewis Brown, chlef cng.
Gco:‘qe Keteham, prom.
d

r.
Robert T, Snider. eng.
dir.

- Utah Broadeasting & LT
45 3,060 ABC 3 164 vhi Teleeasting Corp. i
SALT LAKE CITY, UTAH] KUTV 2 29 Sept. . Frank C. Carmen, gen.
mge,
S. John Shife. com. mor..
Jor';q P. Brophy. pgm.
ir.
Lynn Jonnson. chlef eng.
Miles T. lvers. film dlr.
Brent Kirk. prod. mgr
General Plains Entcr-
230 vht prises
William Skelly. pres.
Dean A. McGee, thair.
ran
Robert S, Kerr, v.p.
W. B. Way. gen. mgr,
2 93 uhf :"ri-i'tate Television Inec. H-R
. : o orrls Pieree. pres.
WATERLOO, IND, WINT 15 26 Sept. 12 800 E. Harry” Comatvg
Frederick C. wolf. treas.
E. ). Skienleka. see.
Ben B. Baylor Jr.. v.p
gen. mgr.
Robert C. Currie Jr.,
F9™. mgr.
Cherics  wallace, chiet
cna.

. . -
WINDSOR, ONT CKIW-TV 9 16 Secpt. 325 670 CBC, Du M 4 1,468 vht f"“E‘_ g:‘,’::::zf":r':f“& . -

gen. mgr.
Canada (Dectroit) W. wardell, com. mgr.

E.
R. J. Johnston, Canadian
S.

TULSA, OKLA. KVOO-TV 2 30 Sept. 35 200 3

sls. mgr, .
C. Ritchie. prog. dir.
William Carter. chlef

eng.
Arthur MeCall, Alm buyer

S Aug  and 10 Sept formathon on the numwber 1 sets In markets whore ag destensied as belng from NBE W‘1 {
. . &l i 5 ¢ A

"
g Ing on the air 1 sted fiere are tlime witheh oo trre 1 befue n . 15 of e~thmate 1atton < and must be deemed approximate
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$4.00 for a 1-minute TV spot in the Number 1 U.S. market! That was what our first
advertiser, Bulova Watch Company, paid, based on the very first television rate card in
America —issued by WNBT, NBC'’s key station in New York. The year was 1941.
Today —in 1954 —a 20-second station break costs $350 AND IS A BETTER BUY! Here's why:
Thirteen years ago there were 3,000 TV homes in the New York area. A 5.0 rating
meant a $4.00 spot gave a cost-per-thousand-homes of $26.67.
Today, with 4,327,000 TV homes in the WNBT area, the same rating of 5.0 means a
cost-per-thousand of only $1.62.
For collecting customers, today’s WNBT rate card is really the precious collector’s item.
But economy isn’t the whole story. WNBT 1is first by many standards.
FIRST IN NET BILLINGS
During the month of August, WNBT sold $214-million in television advertising — more
than any other New York TV station.
FIRST IN ADVERTISER-SERVICE
WNBT made a clean sweep in the 1954 Billboard Competition for excellence in
merchandising, promotion, and advertising. 3 out of 3 first prizes!
FIRST IN NEWS
The 11th HOUR NEWS, with John K. M. McCafirey, is by far New York’s
highest-rated daily local TV news program.
FIRST IN COLOR
WNBT schedules more color television programs than any other
New York television station.
No doubt about it, in the 13 years since WNBT’s historic Rate Card #1, almost
everything about television has changed except the basic superiority of WNBT.
If you'd like a souvenir copy of television’s first rate card —a fascinating collector’s
item and useful conversation piece —call or write WNBT, 30 Rockefeller Plaza,
New York 20, New York.

o
WN BT Channel 4 N B C: in New York « a service of @ Represented by NBC Spot Sales

20 SEPTEMBER 1954 63



DAVID NIVEN
NGELA LANSBURY

...each

story selected
and introduced
by its own star!

...stories
from the

works of cele-
brated writers!

N

Setting a new standard of exce
for local and regional Spc

s « » and many, many more top Hollywood names . ,,. Judith Anderson . . . Keefe Brasselle . . . Step

PETER LORRE
JOANNE DRU




BRIAN AHERNE
ALEXIS SMITH 4

...bythe
producers of
4 STAR PLAYHOUSE!

. ..included il ’ *-,

4 are 13 tales
by Somerset Maugham! §

JOFFICIAL FILMS, ic.

25 WEST 45th ST.. NEW YORK 36, N.Y. =« PL 7-0100
Afianta + Baltimore ™ Beverly Hills ¢+ Boston « Chicago * Dallas * Detroit + St. Louis

¥ Al AMERICA’S LEADING DISTRIBUTOR OF QUALITY TV FILMS
SHARPE, Executive Producer ~ COLONEL MARCH OF SCOTLAND YARD * MY HERO = TERRY AND THE PIRATES
B producer TOWN AND -COUNFRY TIME + SECRET FILE USJ. + JHE STAR AND THE STORY

JAN STERLING

C
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Tv film shows recently made available for syndication

Programs issued since June 1954. Next chart will appear 18 October

AU 000 0250000 R0 00l i e ¥ 1 AR R ey

Producer ' Length | No. in serigs

Show name Syndicator Producer Length No. in seriesl Show name Syndicator

ADVENTURE ] MUSIC

Jungle Macabre Radio & Tv Radlo & Tv 15 min. 520 Floclan ZaBach Guild Flims Guild Fiims 30 min. 39
Packages Inc. Packages inc. Showt
Mandrake the ABC TV Atlantle Prod. 30 min. -267 Frankie Lalno Guild Films Guild Flims 30 min- 39
Maglelan Showt
Passport to Danger ABC TV Hal Roach Jr. 30 min. 267 Horaco Holdt Consolidated Tv Geo. Bagnali 30 mir. 26
Showt
The Guy Lombardo MCA MCA 30 min. 52
Show
CHILDREN'S ) g
This Is Your Jan Prod. Barrett 30 mim. 26:
Muste2
Adventures of Danny Leo Irwin Rosoo 15 min. 130
Danny Dee
Boy's Rallroad Assoclation Assoclation 15 min. 6
Club Fltms tnc. FHms Inc. h ’ ) i
Playtime with Sterling Jerry Bartoll 15 min. i3 NEWS
Jerry Bartell — = ~ = ==
S Adventures |n Sterling ‘Telenews 15 min %6
the News
COMEDY
Meet Corllss 2iv Zlv 30 min. 39 ﬂ 1
Archers B ) PANEL ) ‘
Meet the D'Briens  Offictal Roland Roed 30 min. 39
The Littie Rascals Interstate Hal Roach 20 min. 100 Answers for Facts Forum Hardy Burt 30 min. 174
10 min, Amerlcans
DOCUMENTARY T
J— SPORTS
Impact Natl. Tolefiims Horbert Breg- 60 min. 26 /
stoln Att-American Sportsvision Sportsvision 30 min. Not set:
. Gamo of Woek
Tenth of a Nation Essex Flims American News- |5 min. 26,
rool ‘ ! College Grid Vitapix Ray Gordon I's min. 3
Classles
Where Wero You? UTP Bing Croshy 30 min. 26
Greatest Flights of Mannle Baum Altlan Black 15-min, 52+
the Century Enterprisos
Pro Grid Vitaptx ‘Ray Gordon i5.min. K3
b Classics
AMA.
R = M_YSTER__Y o Telesports MCA Tel Ra 30 min. 39
Digest
All St Sereen
LGOS ST 30 min. 78 The Big Fights  The Blg Fights The Big Fights 60 min. 52
Celebrity Theatre Screen Gems Scrcon Gems 30 min. 78
Conrad Nagel Gulld Films Andre Luotto 30 min. 26 This week In INS Hearst- 5 nvin,, 52
Theatre Prod. Sports Motrotone
His Honor, NBC TV Ga'ahad Prod. 30 min. 39 Touchdown MCA Tel Ra 30 min: i3
Homer Bell Film
Hollywood to Atlas Tv Demby Prod. 30 min. 13 World's Greatest The Blig Fights The Big Fights 15 min. 52
Broadway Flghters In
Action>
Man Behind the MCA Procktor 30 min. 39
Badge
Mayor of the urTep Gross- Krasne 30 min. 29
Town# e
Tales of Tomorrow  TeeVee G. Foley 30 min. 26 VARIETY
The Eddle Cantor Ziv 2lv 30 min. 39 _— - - =
Theatre
i tard i . B 1 15 min, 26
The Star and tho Dfficial 4-Star Prod. 30 min. 39 Oate B 2 ST SONRAUESTY  EERIRE }
SiLat Movie Museum Sterling Blograph 15 min, 26
The Whistlers CBS TV Film Lestie Parsons 30 min. 39
EDUCATIONAL WOMEN'S
This Is Charles TeeVee Gregory-Harrls IS min. 26 The Scwlng Zah'er Films Centaur 15 min. ]
Laughton Room?

180ld to Rheingold in CaHfornla, N Y €. New Haven and Blnghamton Other markets available for sale to local sponsors 2Sold to Pacific Telephone tn California
Wa himgton an ) Gregon (ithor pnohets asallable to leal <spon ors  #Avatiatle in calor 4Avalable 1 Seplember  SFormerly knewn ac Greatest Fights Ine 639 Jn black &
white; 13 In coler  Ready 1% Ot 1800, S her 52 In productlen  SPONSOR  Invites ail tv fihm syndicators to send information on new flims,

66 (See film notes. page 68) SPONSOR



*PAINT ONLY WHAT You Gor-—-
IT’s How YOou USE 1!~

Little Egypt could doubtless boast some special
features that most of us hayseeds at WDAY-TV
ain’t got—but boy, how we use what we do got!

First, we got the only TV tower in the fabulous
Red River Valley—the only TV station in Fargo!

INTERCONNECTED FOR LIVE NETWORK PROGRAMS

ON OCTOBER 1, 1954
Location Of TV Stations
Nearest To Fargo, N. D.

“ Minneapolis -St. Paul . , More than 200 miles
Bismarck, N. D. .+ . . « More than 185 miles
| Valley City, N.D. . =« : . More than 50 miles

20 SEPTEMBER 1954

Second, we got the best programs from NBC,
CBS and ABC, and leading film producers—plus

57 sparkling local programs!

Third, we got engineering and programming
know-how that’s worth approximately a million
watts, as far as audience preference is concerned!

And lots more! Ask Free & Peters!

WDAY-TV

FARGO, N. D. = CHANNEL 6

Affiliated with NBC ¢ CBS o ABC
FREE & PETERS, INC.,

Exclusive National Representatives

67



& WREX-TV

)47.000
WATTS
E.R.P.

FALL

ASSURES YOU

" Léons Share

of the big

'ROCKFORD - MADISON
AREA AUDIENCE

* Disneyland

* [ Lave Lucy

xS teel Hour

* Professional Football Games
*.Jackie Gleason Show
*¥\o'ce Of Firestone

*N.C.A.A. Collegiate Footbhall
X Rake - . Ch

O . LEeWIS Di
* Blue Ribbon Bouts
* Bob Crosby Show

* Toast Of The Town

* Perry Como

* Arthur Godfrev

* Make Room For Daddy
*

*I've Got A Secret

+« What's My Line

) Now Serving
)’ Over 214,992
f Television

SETS

ROCKFORD - ILLINOIS
NETWORK AFFILIATIONS s ABC

REPRESENTED BY

H-R TELEVISION, INC.

68
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Swaps filmm for time: S(prling Drue

J O
N

w i

has found a unique way to rerun its
film properts.  IUs swapping its v
film <how, Wark Sabre. in exchange
for announcenients on tv stations.

Number of announcements used per
market vary. depending both on the
stalion’s rate and whether the
show is first, second or third-run
the particular market. Stations bene-
fit because they pay for the show with
time, not money. and then resell it to
local advertisers.

card

The plan was inaugurated in Au-
gust. and. according to Sterling’s
agency. Thompson-Koch. 10 stations
have already signed the show. Sterling
expects to get a few hundred thousand
dollars” worth of “free” advertising
on these stations as a result of these
sales,

Mark Sabre has been shown over
ABC TV by Sterling for the past two
vears. There are 57 half-hour flms
in the series,

v v v

Rewmembers rerunns: Three out of
four tv viewers who watch reruns are
aware thev've seen the show hefore.
according to a recent survey by Ad-
vertest Research.

Mamy of these viewers (15°¢) said
they watch repeats Lecause they “en-
jov seeing a good ~how more than
once.” Some 30°¢ zaid they watched
a rerun because “usvally nothing bet-
ter is om.’

Do these viewers approve of the
idea of repeating programs? Three
out of 10 anzwered “ves.” qualifving
thix response by =aving that a show
must be “good”™ or “interesting” to
bear repetition. Five out of 10 dis
approved of the practice.

.

vehemently  ex-

reruns-

who most
disapproval claimed
annoy them and thev are a “cheap
trich™ 1
the
“rather <ee something nesw or differ-

Those

pressed

\pproximatehy 9°¢ of

re-pondent=  <aid thev  would

Y .
it on (v,

Mo t of those who dis-
approved (55771 said they “just don’
like to watch a program over.”

The best thing about reruns. said
the respoudents. was the opportunity
they afford to see progzranis missed the
first time around. The worst feature
of reruns is that repeat shows are of-
ten ““boring. monotonous. tiring.”

The Advertest survey was conducted

in the New York area during Julv
1951 and was based on personal inter-
views in 731 tv homes. The programs
analyzed were Dragnet, Groucho
Marx, Four Star Plavhouse, Our Miss
Brooks, Burns & Allen and Private
Secretary. All six programs drew ap-
proximately 907 of their rerun audi:
ences from past viewers.
Stars do commercials: | geal spori-
sors of Guild Filnis tv properties can
now have their products plugged by
the stars of Guild shows.

Under a new plan recently am-
nounced by the syndication firm. two
types of commercials are available for
local sponsors:

1. The straight endorsement. runs
from 30 second: to a minute.
the star exhibiting the product
dezcribing it against the perma-
setting of the show;

ning
with
and
nent

2. An eight- to 10-second commer-
cial in which the star mentions the
product and introduces the comven-
tional generalh shown

during program intermissions,

commercial

Commercials will be as varied as the
sponsor wishes. according to Arl
Gross, director of client relationz for
Guild. Thev mav incorporate spevial
seltings. stop-motion animation and
other special optical effects including
sphit screen and rear-sereen projection

as well as lettering and title overlay.

v v v

Film Basics reprints: Spon-=or Ser-
vices has reprinted the six-page Film
Basics section which appeared in the
1954 Fall Facts issue. 12 Julv. Film
Basics 1= packed with valuable data on
the rapidh -growing tv film industry.
including information on reruns. net-
work and local film programing.
Prices: 100 or more copies. 15¢ each:
25> or more copies. 20¢ cach: single
copy, 25¢. You may order by writing
to Sponsor Services. 10 East 49th SL.

New York 17.

SPONSOR




' You can teach
a bird to talk BUT-

Can you make him talk when you want
him to2 Can you be sure of what he will
| say 2 Of course you can’t! Nor can you
be sure with a lot of non-feathered
| "birds"! There's an answer, of course.
A simple, easy answer. You're
sure—and safe . . . when you

USE EASTMAN FILM.

For complete information,
| write to:

Motion Picture Film Department
EASTMAN KODAK COMPANY
Rochester 4, N. Y.

|

{ oy

|
| *
| East Coast Division Midwest Division Woest Coast Division

| 342 Madison Avenue . 137 North Wabash Avenue 6706 Santa Monica Bivd.
“ New York 17, N. Y. Chicago 2, Illinois ' Hollywood 38, California

or W. J. German, Inc.,
Agents for the distribution and sale of Eastman Professional Motion Picture Films
Fort Lee, N. J.; Chicago, liL.; Hollywaod, Calif.




* WHAT HAPP

\-.__"—"__‘#-_

e+« AFTER




HTER THE SHOW IS OVER

OMMERCIAL'S DONE?

MERCHANDISING IS THE ALL-IMPORTANT
ECOND STEP THAT BRIDGES THE GAP BETWEEN
]

' YOUR MESSAGE AND THE CASH REGISTER

Ir|,ommercial says, “Remember
i me.” Merchandising says,
Jiaw me on television . . . here
n Result? Many more sales
n nsupported commercials will
'd'léex.

in with an NBC FILM DIVI-
‘bshow, you get the most pow-
#l nerchandising package in all
t, work for you. This includes
‘ilustry’s largest assortment of
‘bf-sale and other merchandis-
‘pces, publicity, audience pro-
i, exploitation, and advertis-
2.s.

[h NBC Film Division’s com-

IBC FILM

SERVING ALL SPONSORS...

plete merchandising packages are
specially designed for each show to
increase the sales effectiveness of
every commercial...to wrap up
viewers and deliver them as
customers.

And because this unique mer-
chandising comes to you on a syndi-
cated basis, the cost to the individual
advertiser is unbelievably low.

The combination of an NBC
FILM DIVISION quality show and
its companion merchandising pack-
age gives you a complete campaign
designed to build more business for
your business.

DIVISION

SERVING ALL STATIONS

tocl’effer Plaza, New York 20, N. Y. ® Merchandise Mart, Chicago, IIl. ® Sunset & Vine $ts., Hollywood, Calif.
In Canada: RCA Victor, 225 Mutual Street, Toronto ® 1551 Bishop Street, Montreal

s e s




RESTAURANT

SPONSOR: Iland Tuz & Barge o, AGENCY @ Direct
CAPSUEER CASE FHISTORY So  that  their  employees

would have a handy place to eat, the Island Tug & Barge
Co. built a distinetive restaurant from a converted ship’s

ey and superstiucture. But the restaurant lost money

cause of lon volume. Then the firm Fought tuo an-
nouncements datly for a month on CIV 1. In spite of the
location  across a bridge, wnder two railroad tracks,
amid shipvards the restaurant got so much business
the announcements had to be discontinued. Datly cost

of the short-lived campaign: $9.50.

VI Viewtoria, Bl (L PROGR AV Announcements

results

SIGHTSEEING

SEWING MACHINES

SPONSOR: Reliable Sewmg Machine Co. AGENCY: Iy

CAPSLLE CASE HISTORY : The sponsor, whose he

office is in Lincoln, Neb.. bought one five-minute ;!
gram from 1:00 to 1:05 pun. on WNAX one day rece
tv. The Class “B” one-time rate was $30.00, After |
program, . F. Donolue, partner in the sewing macks
company, nrote W NAX that “The program| ... g
us excellent results. We were very well pleused and s

proLably be wanting the services of your station ag
in the near future. , . .” Donoliue told the station ¢

the program produced 320 inquiries.

WN AN, Yankton, = D. PROGRAM: Five:minute «

LAUNDERETTE i

T
SPONSOR: West Street Washietie AGENCY: i
CAPSULE CASE HISTORY: When the Washeite 0,}1"
last spring, it budgeted $100 monthly for mh‘erm'
divided between newspapers and radio. William Heil
mun, the owner. reports that . . . we get greater retud
from our investment in four half-minute radio annour
ments each weck than we do from our newspaper ad
tising.” He said that he found his $100 nionthly ap i
priation for advertising was not too high. Aud he §
renewed [or another vear on WKVE.

WANE, Keene, N, II, PROGRAM: Annouricen §

GARDEN CONSULTANT

SPONSOR: Crystal Cave Co. AGENCY: Ad-Art Association

CAPSULE CASE TNSTORY:  To promote tourist interest
in this natural wonder. the cave compuny bought one
participation weekly for 13 weeks on the Hi Neighbor
shouw with Ralph Collier, a daily program aired at 4:00
pn. In the first announcement, which cost 815. the
company offered listeners a folder describing the cave
and featuring a map showing the different routes to the
altraction. Vore than 200 requests for the folders uere
recetved  from the single announcement and requests
conlinue (o come in.

WOAT, Philadelphia PROGRAM: Hi Neighbor

SPONSOR: John D. Lyon. Inc. AGENCY: D

CAPSULE CASE IISTORY: This spring the 3por
signed for two five-minute programs weehly at the en
hour of 6:00 a.m.—but it signed somewhat reluctay
since it didn’t think a program at that time would rch
enough home and gardener listeners. Resulis sta®
coming in. however. on the very first day. The spor
increased the schedule to three programs weekly ¥
“. .. there has never been as much direct result | %
advertising as has been occasioned through these .
programs.” John D. Lyon told the station. Cost: 825.

WIZ. Bo<ton PROGRAY: New England Farm 1%

NURSING SCHOOL

CEMENT FIXATIVE

SPONSNOR: Beaumont School of Nureing AGENCY : Direct

CAPSULE CASE HISTORY : A fen weeks ago the spon-
sor renewed s contract on WHAT. telling the station
that . . . this renewal is for a one-year period |and)

. calls for additional time on your staton. . . . We
have found that WIHAT has brought us a greater return
for the least amount of money spent than any other ad-
vertising . . . respouse was indeed overwhelming |
50 of our enrollment due to WIHAT . . . an amazing
return . . . exceeded onr expectations. .. The sponsor
was buying six participations daily at $5.25 cach.

WHAT, Philadelphia PROGR AM: Purticipations

SPONSOR: MeMillan Produets Co, AGENCY: D¥
CAPSULE CASE HISTORY: The sponsor. who ¥
acres of cement floors. developed a product which 1
allay the “dusting”™ common to such floors. Called 1%
Top. the product was so successful on McVillan's ®
jobs the firm decided to offer it on the retail mayk
Last November McMillan bought six announcenients ¢t
a two-week period on WIBK. But results were so gi
company signed for five announcements weekly o8
“tll forbid™ basis. The firm. which started with
dealers. now has more than 200 in the Detroit area

WJBK., Detroit PROGRAM: Annoyncenats
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| Donold "Red”

| Blanchord ...RAIN OR SHINE

... INDOORS OR OUT

When Midwest America plans its county and state fairs
or community celebrations of any kind WLS is the place
they look to for proved stage entertainment.

For Midwesterners have relied on WLS talent to spark
their shows for more than three decades — so long that
WLS is a “must” for wholesome, clean down-to-earth tal-
ent that will draw the crowds and send them away happy.

This is another form of WLS results — the demand that
has resulted in WLS providing the talent for more than 200
outdoor events this summer — that brought over 400,000
people to see WLS acts during the first half of 1954 — that
will cause WLS entertainers to travel a total of more than
a quarter million miles this year.

Lulu Belle ond |
Scotty ond

This friendliness—this neighborliness—this listener loy-
alty to WLS prevails throughout the Midwest. On such
listener loyalty depends advertising RESULTS!

CHICAGO 7

ABC NETWORK—REPRESENTED BY JOHN BLAIR & (OMPANY
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ACTI!ON in translating YOUR
message for the largest Spanish speaking
andicuée in the Great Southwest. . .
ACTION in top pertormance and pro-
duetion by a skilled staff of translators,

lirectors, anunouncers, aectors, singers
and musicians, . .

A CTI10ONin putting YOUR produet in
thousands of homes in the San Antonio
area,

WE INVITE YOU TO
ASK ABOUT OUR

K nowhow
Co-operation! and
(O n-the-beam

R esults

Many national advertisers have success-
fully invaded this profitable market
through KCOR'’s superb faecilities and
service. . .

Some of them are:—

PROCTER & GAMBLE
LUCKY STRIKE
GENERAL FOODS
BRISTOL MYERS
CHESTERFIELD

R, A. Cortez, Pres.
SAN ANTONIO, TEXAS

Texos' First Spanish Station
Represented by
Richard O’Conncll, Nat’l, Adv. Dir.
40 East 49th St., New York 17, N. Y.
PLoxa 5-9140
LOS ANGELES — SAN FRANCISCO

74

(Continued from page 8

pling—ready to fall into line if it becomes necessary. (Dis
ey on ABC, Chrysler on CBS. and =0 on.)

Then. too. there are other changes that are about to be
stirred up by the new look.

Advertising via tv as we now know it will be affected, too.
I daresay. With less control over programing. the daily ex-
travaganza could mean that the advertiser after concerning
himself with the essentials of time buying and commermal
production, must then reconsider what he gets for his money.
Less commercial integration is possible (if any at all is)
the muhtiple-sponsored program: no main title to be created
nor commercial format probleni< to be resolved. You take
your minute zlot and fill it; that’s all, brother! Sacrificed.
too. is personalized selling, that happy wedding of star and
product. (For this last reason it is not sound to classify the
NBC's multiple-spon-or effort~—T7Today, Home and Tonight
—which so efficiently and effectively employ their stars as
salesmen with the extravaganzas of mid-evening despite the
fact that both are being discussed under the broad but ill-
named heading of magazine concept of broadeasting.)

Well. to get back to the fall it may be the ~eason of mists
for some or perhaps of mellow fruitfulness for all to para-
phrase a predecessor of Pat Weaver, J. Keats. That remains
to be seen.

Of one thing we can he sure, however—the months ahead
will be interesting as well as indieative. The scramble for
talent which means the problem of using up astronomical
talent budgets, the writhing about for formats which will
sustain interest over longer periods of time than a half hour
or even an hour, the difficulties of spotting numerous commer-
cial announcements that are needed to underwrite the show
without incurring the wrath of the public—all these point to

a busy time. F01 those that lve through it. it should be fun.
T

Letters to Bob Foreman are welcomed

Do vou alicays agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs”? Bob and the editors of sPoN-
SOR 1would be happy to receive and print comments from
readers. Address Bob Foreman. ¢ o sroxsor, 40 E. 19 St.

SPONSOR




This is

of the camera—which makes its live ac-
tion shows leaders in the Detroit area.

ACTIVISION is television in action . . .

and the most active TV station in Detroit
is WW]J-TV!

With the largest, best-equipped produc-
tion and studio facilities of any TV sta-
tion in its arca, WW]J-TV produces net-

WW)]-TV productions include Michigan
Barn Dance, Time for Music, Jean Mc-
Bride’s Cooking Show, Faye LElizabeth,
Nancy Dixon, Ladies First, RF.D. No. 4,

work-caliber action shows and hve com-
mercials with maximum audience and
sales appeal.

And WW/|-TV has the creative, experi-

enced talent—both in back and in front

Happy Hollow Ranch, Time Off for
Sports, Michigan Outdoors, Singin’ Along,
Motor City Fights, News, Weather and
full-production studio commercials for a
long list of filin shows.

In Detroit . . .
You Sell More
on channel S

WWJTV

NBC Television Network
DETROIT

Associate AM-FM Stotion WW)

WWJ-TV can help YOU build o show and build
your sales in Delroit. See your Hollingbery man . .«

FIRST IN MICHIGAN ® Owned ond Operated by THE DETROIT NEWS o Nolionol Representatives: THE GEORGE P. HOLLINGBERY COMPAN

20 SEPTEMBER 1954






WHY BUY 121 WHEN 5 WILL DO THE JOB?

WBC'’s five 50,000-watt, clear channel radio stations cover 26 million customers. You might
buy a total of 121 stations—every one at least a 5,000-watter—before you equaled WBC'’s
coverage. Of course, you wouldn’t. But why buy even three, four or seven stations to reach the
audience you reach with one WBC station?

Buy WBC radio. You’ll save bookkeeping. You’ll save scheduling headaches. You’ll save
money—Dbecause the more you buy, the more you save. You’ll make money- because WBC
radio is famous for Audience Action. Have it worked out for you. Call any WBC station . . .
WBC’s National Representatives . . . or Eldon Campbell, WBC National Sales Manager, at
Plaza 1-2700, New York.

WESTINGHOUSE BROADCASTING COMPANY, Inc.

WBZ-WBZA » 'WBZ-TV, Boston; KYW « WPTZ, Philadelphia; KDKA, Pittsburgh; wowo, Fort Wayne;
KEX, Portland; kPi1X, San Francisco

National Representatives, FREE & PETERS, Inc. + KPIX represented by THE KaTz AGENCY, INC.
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What steps can be talkken as a safety measure

the star of a program can’t

By Nicholas E. Keesely
Senior Vice President in Charge Rodio
& Tr. Lennen & Newell, New York
e This is a ques-
tion [ hate to

think about.

Frankly. after
SO many years in
this Dbusiness, |
still am proud of
the old phrase.
“The show must
‘ go on.” [ take
pride in knowing those entertainers
who regard themselves as servants of
the public and make every effort to
preserve the tradition of holding noth-
fng back if it helps the show.

As vou think about this situation,
vou cannot help but be surprised at
the small percentage of times a star
actually fails to make a show. Sacri-
fice is a common practice among our
more successful entertainers. It was
true in the halcyon davs of vaudeville
and it is still the tradition of tv.

However, on those occasions when
the star fails to appear, a substitute has
usuallh heen made available without
too much effort. Sowmetimes the show
will suffer. but today the modern audi-
ence is conditioned to accept the sub-
stitute when necessary and without re-
sentment.

In audience participation. panel or
juiz ~shows not dependent in their en-
tirets on the ~tar there i< really no
serious problem. aside from the last
minute inconyvenience in getting some-
one to carry on.

The expense of television prolibits
the enplovment of ~tar understudies:
all one can do i~ hire the best substi-
tute available when necessary,

Hope for the best if vou don’t have
a spare Kine.
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There are too many things that keep
me awake nights with shows where the
star always shows up to consider this
question beyond this at the moment. |
just pray that everybody stavs healthy,
ircluding me.

By Joel P. Nixon
Radio & Television Departient

Maxon. Newe York
A sudden attack
of high-priced ab-
senteeism is like
one of Rocky
Marciano’s over-
hand rights — it
will hurt you hut
vou can roll with
the punch if
you're looking

for .

In simplest terms. a producer should
look for trouble in advance and make
some plans for the possibility of losing
the star on embarassingly short notice.
Depending on the nature of the show,
he can provide for an understudy or
for suitable stand-by material. A
straight unserialized dramatic program
may lose some of its zip if the little
blonde in the back row has to pinch
hit for the leading ladv but it’s still a
dramatic show.

Sometimes the format of a program
is 0 completely wrapped around the
particular talemts of the star that it is
impossible to bring in an understudy.
Then substitnte material—live or film

amust be employved. Some advance
thought can make that material suit-
able and entertaining, The minimal
cost= inmvolved in lining this up are well
worth it when vou consider the invest.
ment being protected. In gome pro-
grams, of course. it is possible to sub-

a forum on questions of current interest

to air advertisers and their agencies

in case

appear

stitute a kinescope of an earlier show
chosen for its lack of topicality.

There is nothing that ean be done to
prevent absence due to sickness or in-
jury where the talent is concerned. But
particularly at sport or special event
remotes another problem is intensified
—-that of getting the talent where he is
supposed to get safely and on time.
Anyone who has fought the crowd out-
side a championship prize fight, seen
credentials torn out of peoples’ hands,
or waited in traffic as the time of the
bout neared knows that the trivial
seeming matter of pinning down ade-
(quate transportation or even police aid
for all involved is very important.

Coping with the problems created by
a missing star is no picnic, but looking
for trouble in advance makes it a bit
eazier to handle when it comes.

News Note

In a recent tv rehearsal 30
minutes bhefore airtime Red Skel-
ton plunged headlong into a door
and suffered a concussion. At the |
last minute a replacement was
found and the show went on as
scheduled. What precautions can
a sponsor take to avoid last-
minute frenzy in case his star is
unable to go on? Some advertis-
ing executives give their sug:
gestions on these pages.

In the case of the Skelton show.
performance by the replacement.
Johnny Carsen. won this praise
from Time magazine: *. . . did
avery funn job. . ." Carson is
a nightelub veteran. has his own
CB> show.

SPONSOR



By Larl Perrin i
Presideat. Perrin-Paus.
Chicago aud New York
When our chent. '
Sanbeam Corpor-

NOW, more than ever. .. QUALITY COUNTS

ation, invests |
S160.000 on one |
show. built
around one star. |
we want to pro-
tect that invest-
ment under any
circumstances.
For example on September 12th. the |
Subeam Corporation. through Perrin- |
[Paus, sponsored the first 43 minutes of
the Max Liebman color Spectacular on
\BC TV. starring Betty Hutton. With.

out Miss Hutton there could have been

|
l
|
no show since this musical comedyv was |
built around her personality. With |
other type shows, such as hatf-hour |
dramas, comedy situations, or vanety |
shows. an understudy could step in at |
the last moment and be acceptable to

the client and the viewing audience. ‘ e’ The superior
But at the recent hour-and-a-half Spec- | : QUALITY CONTROL consistently maintained
tacular. built and rehearsed for many | % by MOVIELAB on all film processing assignments has earned
weeks around one personality. vou | [ it the jealously-guarded reputation of being the “QUALITY

LABORATORY" in the east.

More producers, cameramen and technicians throughout
the east put their trust into Movielab’s “KNOW-HOW" and
“personalized service” than any other.

Get to know Movielab—for this is the standard by which
all film processing is judged.

wounld have to take into consideration
not only the sponsors desire. but the
viewing audience. Therefore with a
dizappointment to the vast television
show hke this there was no wav to
prepare for an unforseen incident. The

show simph could not have gone on
without Miss Hutton and some film -
programing would have been inserted \ ; K SERVI
in its place by the network. probably l CLQC -
on a sustaining basis. This example .
dramatizes the problems faced by ad-
vertising agencies associated with costly
television productions. ' : . .
\ similar situation exist~ in the com- . "SHOWPLACE OF THE EAST” Negative Developing
mercial handling. When a chient invests *"“whatﬁ.ﬁ'm Ultra Violet and Flash Patch Printing
<o mamny thousands of dollars to show-
case his merchandise. it is of equal nu-
portance to protect the commercials : ; 16 mm and 35 mm Release Printing
from all contingencies. We provide ; ' ' '
understudies for Peg Murdoch and
Bob Sheppard, the Suubeam stars. : ' 25 Cutting and Editing Rooms
In the case of our Kthel and Albert
show for Sunbean. ilness of one ol
the performers would again he too big

Quality Control

Title Department

First Pnnt“Depoﬂment

a problem to solve with an understudy. for color it's....,
It wouldnt make sense to have a o Three Channel interlock proiection o,
strange face “inasquerading” as one of e 16mm 172 mm & 35 mm tape

the Ethel and Albevt duo. We would

; : . e 16 mm & 35 mm interlock projection
us¢ a kinescope of an earlier show m I

the series. )

Certainh  television  has  again
widened the realm in whieh an adver-
lising agency operates  this time In
bringing the agency into show business.

20 SEPTEMBER 1954
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What Makes a Radio Station Grate?

“"Commercials.”” — J-kn Cr-sb-

® Now Read What these Other Folks Have tg
Say About WMT and WMT-TV

I've beew buying time on the aodio for many a day,
nmn and boy, and 1 never  wo never! saw oa letter-
head Lilbe yauis before?!  Or wince.”

e Buyer,
Oclwemn, lowa

“Your "Lights Out’ Program gives me the creepy.”

—Ch«. Adems

“HWhy don’t you groe ws the vight tine?”

—Nicely Nicehy Johnsoi

“Give us more programs bike the Coronation.”

Briush bistener

“I)ll'ﬂ\(‘ \I'H([ me a lui(lhiglll',"'

— . Inon

[ sure admire the art v vom ads.

Ttutch

Tlic movie last wight wes tenific. But my popcorn
didw’t come. 1 been a good custoner of yours for many
a day, man and boy, and I never—nuo, never! didn’t get
my popcoru before. What's television coming 10?”

—Your friecnd P

List might your Weatherman  promised me
Lair and warmer and today it rain. Whin
the heil kind of station yvou run anvwav:”

Wet Hen

You sute a bunch of good sports.”

Fait Gummmins, WML Sports Director

But we st vou the order
Last week, Gheck the transom.”™

I'he Katz Agenay

WMT AM & TY

CBS for Eastern lowa
Mail Address: Cedar Rapids
National Representatives: The Katz Agency

SPONSOR
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obvious from Bellaire’s
he discusses writing like a farmer talks about his crops—nothing

Arthur Bellaire

V.P. in charge of Tv-Radic Copy
BBDO, New York

| agency profile’

“When a copywriter or client tends to tire of a good commercial,
that’s when you can be sure it’s beginning to sell.” Art Dellaire,
BBDO’s v.p. in charge of tv-radio copy. told sronsor.

Bellaire’s 33 radio-tv copywriters turn out 100 commercials a
day to service BBDO’s over $50 million in annual air billings.

“We want our writers to be professional admen and salesmen
rather than abstract creative writers,” Bellaire savs. “In fact, when-
ever we can. we get them out into the field. so they get first-hand
acquaintance with a client’s
problems.”

production. distribution and sales

Hizs business approach to the creative guts of advertising is
own appearance. A Midwesterner by birth,

arty here; it’s a craft, a job.
He was recently named vice president in charge of tv-radio copy.
Bellaire formerly headed up the tv-radio copy department.

“Copywriting is serious selling with words and ideas.” Bellaire

stresses. “Not that there isn’t any fun in the business.”

He recalls a Croslev television set commercial BBDO filmed.
Footage was shot of a Ringling Bros. elephant, barker and rubber
ball while the circus was seiting up for an afternoon performance.
This tied in with the Crosley copy theme: “The biggest picture
(sign on the elephant) in the smallest cabinet (sign on the rubber
ball which the elephant stood on).”

“We're always getting calls from agents offering us the services
of pet cobras. chimpanzees and haboons.”

Since the advent of tv, savs Bellaire. there is no less care and
thoughtfulness in the preparation of radio copyv. A< a case i point.
he played a new Bond Bread recorded commercial for spoasor.
The sales pitch is delivered by a dignified male voice against a back-
ground of a 23-piece orchestra playing appropriate dramatic nrusic.

Does he get inspired copy ideas on weekends or evenings at home?

“Rarely.” savs he matter-of-factly. “That’s where 1 relax with my
wife and three kids. Ideas ordinarily dou’t jnst hit vou. Most of
them need some sweating out.” * kK

20 SEPTEMBER 1954

10 SELL
JACKSONVILLE

(and therich Northeast
Florida market .

BUY

Wi 1

§§%§
62,500 UHF SETS-IN-USE

§ 88

ABC < NBC - DuMONT
Television Networks

§ 88

For rates, availabilities, and oth-
er information, call Jacksonville
98-9751 or New York MU 7-5047.

§§§

JACKSONVILLE, FLORIDA

276,000 watts

on Channel 36

Represented nationally by
John H, Perry Associat

81




THE BEHIND- THE-SCENES DRAMA OF
OUR LAW ENFORCERS IN. ACTION

starring Hollywood’'s dynamic
DAVID BRIAN

Dramatized so vividly Each half-hour a com-
. . plete story with 5 spon-
listeners live the sor identifications, in-

ADVENTURE cluding 3 full-length
! selling commercials.
EXCITEMENT

AND ACTION & Tedwiol Supervi-
as MR. D. A., Harring- ]  sion through the

ton and Miss Miller [EEEN] ¢ooperation of the.

los Angeles Law

match wits. with the Enforcement

underworld.

% PROVED BY
PAST PERFORMANCE !

Renewed for 12 years by the same sponsor.
During this period, the sponsor tried and
dropped other shows because none could
match Mr. D.A. in sales!

P

-'-._

- ,/m
—

\ =




N RADIO TODAY! &

E

JAKERIES ARE
UYING !

nnington Bakeries in 7 markets;
yal Baking Co. in Provo and
gon, Utah; Mcintyre Baking Co.

Kayser, W. Ya.; Adams Baking
:' in Portsmouth, Ohio.

PPLIANCE DEALERS
D DISTRIBUTORS
RE BUYING !

err; Inc. (Zenith}) in 8 markets:
on Distributing Co. (Zenith} in
ashington, D. C. and Baltimore,
., Leo Maxwell, Inc. (Zenith) in
kklahoma City; Jefferson TV &
bpliance (Philco} in Beaumont,
Ixas; Goff & Snider (Philco) in
*aumont, Texas; Geer TV & Ap-
ances in Kennewick, Wash.; Jack
lashburn Co.(Maytag) in McComb,
$s.

," EAT PACKERS ARE
UYING !

aas-Davis Packing Co. in 4 mar-
its; Archie McFarland & Son in
it Lake City; United Packing Co.
1 Wheeling, W. Ya.

pion of the
e, defender
wth, guardian
v fundamental

1% to |ife, liberty
dthe pursuit of

IGppiness.

Y PROVED BY CURRENT SALES!

| Sales-alert advertisers like these are buying up market after market.

e BANKS ARE BUYING!

Liberty Nationai Bank in Louisville,
Ky.; Home Savings Bank in Albany,
N. Y.: Houston Bank & Trust Co. in
Houston Texas; Western Savings
Bank in Buffalo, N. Y.

* SAVINGS & LOAN

ASS’NS ARE BUYING!

Women’s Federal Savings & Loan
in Cleveland, Ohio; Oak Cliff Sav-
ings & Loan Assn. in Dallas, Texas;
First Federal Savings & Loan in
Wichita, Kansas; First Federal Sav-
ing & Loan in Gainesville, Ga,
Standard Building & Loan Assn. in
Columbia, S. C.

e BREWERIES ARE

BUYING !

Terre Haute Brewing Co. in 13 mar-
kets; Gettelman Brewing Co. in 6
markets,

UTILITIES ARE
BUYING !

Carolina Power & Light Co. in 5
markets; Oklahoma Gas & Elec-
tric Co. in Woodw‘qrd, Okla.

WRITE, PHONE OR
WIRE NOW FOR
FULL FACTS ON THIS
NEW SALES PLAN
FOR ADVERTISERS.

* INSURANGE

COMPANIES ARE
BUYING !

American Home Life Insurance Co.
in Topeka, Kan,; Bon General In-
surance Agency in Casper, Wyo.;
R. E. Daniel Insurance Agency in
Indianapolis, Ind.

RETAILERS ARE
BUYING !

Dearco Glass & Paint Co. in Sha-
wano, Wisc.; E. A, Scott Paint Co.
in St. Johnsbury, Vi.;Big Red Ware-
house, Inc. in Tulsa, Okla.; Manu-
facturers Qutlet Shoe Store in Colo-
rado Springs; Best Gift & Jewelry
Shop in Zanesville, Ohio.

FOOD LINES GALORE
ARE BUYING!

Tarnow Food Delicacies in Tampa,
Fla.; Interstate Coffee Co. in Ben-
nettsville, S. C.; Acme Super Mar-
kets in Syracuse, N. Y.; Equity Dairy
Stores in Lima, Ohio.

PLUS MANY MORE
VARIED LINES OF
BUSINESSES !

......
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LEADS IN COST PER 1000*
SETS EVERY MINUTE IN
EVERY DAYI

Share of Audience in
Cost Per 1000 Sets,
Monday through Friday.

———

MORNING
8:00 A.M. to 12:00 NOON

K-NUZ ... 24c¢

IND. STA. “A’ 60¢
IND. STA. '8 50¢
IND. STA. "C” 60c¢
NET. STA. A" 35¢
NET. STA. "B” 35¢
NET. STA. “C” 44c¢
NET. STA. “D” 28¢

e

AFTERNOON
12:00 NOON to 6:00 P.M.

K-NUZ ... 22¢

IND. STA. “"A* 48¢
IND. STA. B
IND. STA. “C”
NET. STA. A"
NET. STA. "8”
NET. STA. “C”
NET, STA. “D”

T

EVENING
6:00 P.M. to 12:00 P.M.

K-NUZ ... 22¢

IND. STA. “A” . 60¢
IND. . 'a” (OFF)
IND. .orer $1.20
NET. . A 48¢
NET. . B 3S¢
NET. . e 49¢
NET. . “D” 72¢

«APRIL-MAY PULSE
Share of Audience
againsl SRDS One Min-
ule Rales

Forfjoe & Co.-Nat’l Rep.

or

DAVE MORRIS at KE-2581

Radio
Ranch
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New developments on SPONSOR stories

See: “New Nielsen local ratings plan: why)
yon shonld know abonr i

Issue: 8 February 1954, page 31
Y Y Sl’lbjc('l:, Niclsen places contracis Liv ins1all first

6.000 Recordimeners

\. C. Nielen Co. expects 1o install the first 6.000 new Record.
imeters designed to measure local area ratings for it~ new Nielsen
Station Jndex beginning next month.

\ielsen Station Index has heen contracted for by 11 agencies awd
advertisers, the company reports. Latest to sign: CBS Radio.

fustallation of the new models follows <ix months of field testing
200 pilot models of the device. a company spokesmian said,  The
6.000 Recordimeters to he installed in a cross-<ection of howmes iy
major markets will represent an investment of over $230.000,

The new \SI service combines Audimeter data and Recordimeter-
controlled Audilog (diaryv ) data.

Recordimeters warn panel members when it's time to wake an
entry in the diary by mean~ of a flashing light for television and a
buzzer for radio. These signals are given every 30 minutes. The Re-
cordimeter measures total time the set is on to verify the diary, If
the diary and the Recordimeter differ. the diary i< thrown out.

Subseribers to the new \SI service include the following: Benton
& Bowles, the Borden Co.. Dancer-Fitzgerald-sample. Foote. Cone &
Belding. Brvan Houston. Lambert §& Fea<lev. Lennen & \ewell.
Marschalk & Pratt. Dan B. Miner. Rhoades & Davis. YSR. LI

Scee: “What happened on the air when

NG newspapers went on sirike”
Issue: 28 December 1953, page 30
0 0 Subject: Gimbel's launches new spot gadio

drive on WCBS. New York

A new Gimbel's vadio campaign over WCBS. New York. is just
one indication of the increasing ~wing to air media by department
stores.

The 13-week radio announcement drive. launched 30 \ugust. con-
sists of 20-second station breaks at 8:00 a.m. Monday through Satur-
day. The announcements are delivered live. are slotted hetween Local
Vewes and CBS World News Round-up.

“We chose an earh-morning time slot to reach both men and
women. during the breakfast hour.” a store spokesman told srox=or.
“We think of these radio announcements as a kind of supplement to
our print advertising.  They're planned to remind <hoppers about
special items. and we think a 20-second announcement is just the
right length to serve this purpose.”

‘The announcements concentrate on store specials —itemi= that are
priced low for a short period or which offer unusual value for the
shopper. The items plugged on the air range from women’s apparel
to home furnizhings and children’s items.  Gimbel's placed the cam-
paign through the Telesales Co.

Gimbel’s previous air effortz include a summer 1954 radio an-
nouncement drive built around the theme of Summer Festival values.
It also used air heavilv during the New York Citv newspaper strike,

“We find radio i~ particularhy eflective during the sunmuertime,”
the <tore executive <aid,  “Most people travel at one time or anather
during the summer. especially on weekends. While theyre in the
car or relaxing outdoors theyre apt to listen to radio but rarely look
at a newspaper.

“One of the reasons we decided to u-e radio this fall was that the

summer campaign proved so succes=ful. we wanted to extend it
* %k

SPONSOR
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Congratulations,
you’ve won half

That is. we modestly claim

only half. (Surveys show we

reach much more.) Smce vou

went and left. Dur. you've gone

a long wav. Anyways. we just

want you to know nearly half
the state of Indiana i~ watching

you.

What happened. Dur, was
this,  We changed our tower
(now '~ 1019 feet) and fat-
tened up our power (100.000

20 SEPTEMBER 1954

Durward Kirby
of Indiana

watts, FRP). You know how

it 15, Dur—progres-.

Now when you conte through
lndiana datly over Channel 6
vou cover more ground (16.-

080 square miles). and visit

with more people: 1.865.191
live in our A and B contours
ouly. That's 15« of all rexi-
dent Hoosters — nearly half.

Dur.  Yonr half.

how they go for yvou—just a-

You know

they did when you got started
in radio over WFBM. Not
just  because you're  home-
growir. Dur. You really do de-

liver a show.

And Durward. niaybe vou
can figure out something funny
to say about this: 39.1°¢ of
vour half lives in eities (o=t
by Indianapoli=): 32.5°¢ are
subnrbanites and 28.1"¢ are
The folks

i your 153°¢ of the state have

dowir onr the [arm.

a mean income well above the

average.

Finally. Dur—if vou want
to keep posted on vour half of
Indiana just for old times" ~ake
——there's a Katz oflice up there
i New York.

chat.

Stop in for a

 Affiiated with WEOA, Evansvi e WFDF, Fint- WOOD AM & TV,



Television 1.D. winks at riewers, coal sales jump 3009,

\ bhinking. winking television L1,
ide i- credited with boosting ~ales
for a Cincinnati coal company 3007,
<inee 1932 in face of an over-all de-
vease of 12°¢ in the citv’s coal busi-
ness,

The blinker ginmriiek ds being used
by the Moelder Coal Co. on WCIPO-
V. \bout Y0 of the firm’s ad bud-
st goes for the blinking LD s

Fight times a week a standard Gen-
eral Electrie balopticon projector fo-
cuses on a Mocelder card. 1n the halop
card’s upper left-hand corner (see pic-
ture)  a like the
phone nmumber or address i< flashed.
itself  advertises

special message

The card one of
Voclder’s unusual services. including:
vending  nrachines  which  dispense
packaged coal 2.4 hours a dayv; delivers
of packaged coal; screening of iron
particles from the coal by a special
magnetie device, and other <ervices.

The secret of the blinking <lide isn’t
really complicated.  Here’s how the
gimmick works:

The GE halop projector is made to
e slides or opaques. either of which
measures 310 X 1y fnches, The de.
vice i~ rigged so that a 31, \ 11,
inclt opaque card forms the outline
and mask for a 2 X 2 iuch transparent
shde. The slide is inserted hehind the
opaque in a specially machined shide
holder. The <lide’s me~sage then lights
np when the light normatly used for

When  light

~trikes the opaque card from the front.

Jides 1 switched  on.

Typical slide features ‘winking' phone number

Kirby
] 3080

p7

it illuminates the opaque card but the
transparent slide ix left dark.  The
blinking on and off light~ are con-
trolled from the projection operator’s
panel.

The blinker action eard was devel-
oped by Paul Adams, WCPO-TV eugi-
neer. and Ed Weston, assistant general
manager. Thev designed the device
for time and temperature reports.

Then one day Pat Grafton, WCPO-
IhY executive, Robert
Grannon. of Leonard Sive agency. de-
cided 1o adapt the idea for use by the
Moelder Coal Co.

Dollar volume figures aren’t avail-
able. but Moelder <avs that s coal

account and

vending achine business alone in-
creased 27577 in the last cight months=
of 1953, And the increasze i~ attribut.
ed solelv 1o the blinking tv 1.1, * * #

Newspaper term. ‘group.’
used by radio. (v stations

The old space media term. “gronp.”
is heing appropriated by radio and tv
stations.

Recently Crosley Broadeasting Corp.
unveiled “The Crosley Group™ plan.
And almost simultaneously. on the
West Coast, five Inland California sta-
tions formed the California Valley
Group.

Both of the new groups are <imilar
to sueh mewspaper groups as “The
First. Three Markets Group.”™ which
consists of the Sunday rotogravure
magazines of the New York Daily
Vews. the Philadelphia Inquirer and
the Chicago Tribune.

Basic characteristies of botlr radio
and t¢ groups are: Rates quoted for
the ¢roup embady a diseount- -the re-
ward for guantitv buving: the group
i~ promoted and <old a~ an individual
entity. offering one market and one
rate,

Croslev includes three basie group
ontlet<: WLEW.T Cincinnati,. WEW-C.
Columbus and WLEW.D, Duvton. Two

optional gronp members are WEW.A|
Atlanta and WLW | Cincinnati.

The California Valles Group ~a-
tions are: KFRE. Tresno: KROY. Sac-
tamento: KNERO., Bakersfield: KIHSI..
Chico and KVCV, Redding, A\t least
three of the ontlets must be bought to
carn discounts which range up 1o 20°,
Lelow  establishied  rates.  Representa-
tive for the California 2roup is Avery.
Knodel, ASAE

Radio art class beamed
(o 30 Illinois classrooms

When Central
open in a few days, students will mareh
back into rooms with poliched desks,
glossy  blackboard~ -and radios, Fot
radio has become almost as much a
part of the classroom it the Blooming-

Ilinois ~ehool~ re.

ton-Normal, .. area a» de<ks and
blackboards.
The radio~ are used for a weekhy

art class beamed to elementary school
student=. lLast vear more than 3.000)
children  “aticnded™ the class each
week : the figure probably will be much

classroom

higher this year.

Yet the program isn’t carried on an
educational station. 1t'~ broadeast
Monday afterncons by WJ]BC. Bloous-
ington. which offers it as a public sers-
ice.

The idea for the program came frane
Dr. F. Louis 1loover. art director for
Hlinoi= State Normal Umnversity. He
broaehed it to WJBC.

T wa~
whether or not thi~ particular tyvpe of
programing would be successful.”
Warner C. Tidemanu. WJBC general
manager. lold SPONSOR.

By the end of the 193351 «whaol

vear. schools in more than 50 Central

~somewhat  dubious i~ fo

Hitois cities and towns were picking
up the programs. More than 500 teach-
et~ requested elass instructions. which
had been prepared by Dr. Hoover as

The

a supplement to the progrmn,

SPONSOR



university presented 2,800 special cer-
tificates to students who had partici-
pated in six or more of the 25 broad-
casts last year. And on next Saturday
the university is conducting an all-day
workshop for teachers whose pupils
will take part this year. * * k

Briefly . . .

The nationwide debut of the Meet
Corliss Archer show was over WBAL-
TV. Baltimore, on 12 September. Just
a few days before the show’s debut,
final arrangements were completed by

(from L. to r.) Willis K. (Bud) Frei-

bert, WBAL-TV sales manager; James
Mcllvaine 111. merchandising manager
for Renuzit Home Products Co., and
Stanley Goldstein, radio-tv director of |
Feigenbaum & Wermen Advertising
Agency.

% * *

Construction has started on the new
WDAY-AM-TV, Fargo. studio-office
building (picture below). The $400.-
000 structure. to be located in uptown 1

’_\—".1 3
WwoR
—

RALIO ‘”"“!Lﬁ'."?

Fargo, will be a three-story steel. con-
crete and brick building with a full
basement. All WDAY radio and tele-
vision operations will be centralized in
the building upon completion, At the
present time. tv studios are located at
the transmitter three miles south of
Fargo while WDAY radio studios and

offices are in Black Bldg.. Fargo.
o . . |

The advertising director of the Blatz
Brewing Co. has bought an interest in

WCAN-TV. Milwau'ee uhf station. and
(Please turn to page 132) |
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TV and
the Model T

An old advertising confrere of ours likes to describe television shows as,

simply, vehicles for the sponsor's message. It's an apt definition, but
rather broad in scope. For example, that vehicle in question might turn out
to be an old sputtering Model T.. .. or it could be a classy, fast-moving,
custom-built job. Personally, we specialize in the latter. Our clients always
ride first class . .. as proved by current top-rated vehicles like “Strike

It Rich" and "“The Big Payoff." For TV packages that pay big dividends ...
for imaginative, sales-effective formats with a future . .. put your
confidence in “America’s leading independent TV producer”

.. always at your service.

There are a dozen new Framer shows past the Idea
stage . . . perhaps one Is tallor-made for you. Call us/

walit framer
productions

1750 AVENUE OF THE AMERICAS
NEW YORK 36, N. Y.*OXFORD 7-3322
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really the process

of teaching

—and 1n

teaching there 1s no
substitute tor

FREOQUE

says Professor Gordon F. Dernés

'It 1s almost a truism of psychology that repetition is an
important factor in the process of learning. Any effec-
tive teaching technique should provide for adequate
frequency of repetition—and some clement of attention,
interest and meaning should be offered for successful

learning.”

f”

Credentials—Dr. Gordon F. Derner, Ph.D.

Director of Clinical Psychology Training Progran
and Associate Professor of Psychology, Adelph
College, Gardea City, Long Island.

Author of:
The Clinical Diagnosis of latelligence, Psychologica
Aspects of the Tuberculous, and Articles in' profes

sional journals.

SPONSOR



Bemu&e of its Emﬂ 0my R_ADIO
15 the ideal medium for

|

1e copywriter’s cherished dream of the one-shot
spression that bowls over the consuming public has
zaporated in the intense competition of modern ad-
rtising. Practical advertisers understand that a
ugle advertising message is easily lost or forgotten;
iey recognize the importance of repeating an impres-

bn at frequent intervals.

I,ading radio stations deliver mass circulation at such
‘fonomical. cost that you can afford to use radio daily,
ie year 'round. If your strategy calls for constancy

. telling and re-telling the consumer about the
joduct you sell . . . then your ideal medium is radio,
e inseparable companion of the American family,

‘herever they go, whatever they do.*

v HENRY 1.

REQUENCY

To exploit fully the basically great opportunities of
radio, you will want to select stations which have
dominant coverage of important markets, high stand-
ards of management ability, and solid records of
successful performance. Stations like the 12 which we

are privileged to represent!

We are being called upon more and more frequently
to assist account executives and media departments
in formulating more efficient radio plans. That is our
business . . . our only business. Our staff, concerned
exclusively with radio, is at yowr service at a word

from you.

*QOne of the many interesting facts developed
in the Alfred Politz Study “The Importance
of Radio in Television Areas Today.”

CHRISTAL co, inc

NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO

Representing Radio Stations Ounly

BAL Baltimore (NBC)
The Hearst Corp.

BEN  Buffalo (CBS)
Buffalo Evening News

‘GAR  (leveland (CBS)
Peoples Broadcasting Corp.

JR Detroit (CBS)
The Goodwill Station, Inc.

[TIC  Hartford  (NBC)
Travelers Broadcasting Service Corp.

‘DAF  Kansas City (NBC)
Kausas City Star
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KFI Los Angeles (NBC)
Earle C. Anthony Inc.

WHAS Louisville (CBS)

Louisville Courier-Journal & Times

WTM]J Milwaukee (NBC)

Milwankee Journal

WGY Schenectady (NBC)
General Electric Company

WSYR Syracuse (NBC)

Measure Herald-Journal & Post-Standard
of a Great WTAG  Worcester (CBS)

Radio Station

Worcester Telegram-Gazett



RADIO COPY

(Continued from puge 33)

structures maintain a ~eparate radio
copy department. Several  agencies
Benton & Bowles and Kenvon & lck-
hardt among them. have tried separat-
ing radio and tv copy. Both have
dropped the <eparation approach. \i
Benton & Bowles radio and tv copy
are today handled in the same depart-
ment, At Kemvon & Fekharde all nie-
dia are now integrated. the copywrit-
ers working in tv. radio and print.
Most other agencies divide generally

along these lines.

Among those agencies which com-
bine tv. radio and print in the same
copywriters are Foote. Cone & Belding,
MceCann-Erickson. 32CB. Cecil & Pres-
brev. Dancer-Fitzgerald-Sample. Some
of those which separate their radio-tv
copy operation from prim are BBDO,
BARB. Hewitt. Ogilvy. Benson & Mather,
J. Walter Thompson,

In sonie agencies tv has been given
an even stronger status, At Biow. for
example, radio and print copy are han-
dled by the same writers, but special-
ists in tv create the tv commercial; they

pop

Prds Aa
r' D V '.T-”o':]’

o by
“

Ly ¢ b du

Colden corn . .
each help boost the Kansas farmer's income to the stagger-

ing total of $1,092,211,000!*

KO/MOA 1Y
BACK ON THE
GOLD
STANDARD

. golden wheat . . . millions of bushels of

Each farm family has $8,312 to spend® . . . 58% above the
national average! Mister, here’s a market that's worth

going after in a big way!

And the best way to turn these above-average-income
prospects into buyers is to put your selling message on the
radio station Kansas farmers listen to most—WIBW?**,

*Consumer Markets 54
*Kansas Radio Audience ’53

) TOPEKA,
_ . KANSAS

D
|
0

Ben Ludy, Cen. Mgr. WIBW - WIBW-TV and KCKN

are called “tv creative supervisors”
and work with the copywriter.

At Kuduner, tv is also an individual
department, although on some accounts
the tv writer will handle the radio copy
as well; ordinarily radio is done by the
same person who writes print.

The particular copy setup generally
reflects agency theories on the shnis
larities or differences between the cre-
ative demands of the various media.
Some, for example. {cel that radio and
television wriling are hasically so simi-
lar that it would be foolish 1o separate
them: others regard tv as unique. while
still others look upon media techniques
as -econdary to primary advertising
thinking.

It is interesting o note. however,
that in no case is radio copy a separate
department. at least among those agen-
cies surveved by sroxsor. In shorf
major agencies have not followed the
practice of radio and television stations
and networks in separating radio from
v activities.

How copy quality is affected: |f i
is true that agencies are more and more
handling radio copy via the “lefi
hand.” it might be reasonable to as-
sume that the copyv they turn out is
lower in quality than heretofore. Yet a
round-up of qualified opinion from a
variety of sources upsets the easy ag
sumption in quite startling fashion.

Agency principals. of course. how-
ever candid they may be. find it hard
to admit. even off-the-record. that any-
thing could ever be wrong with their
shop’s product. It was not surprising
to find them stoutly defending the
quality of their radio copy. Before dis-
counting these views as necessarily self-
protective, please note that the same
observations were made by those who
had been most severe in their criticisms
of the agencies. This applies even to
the top copywriter whose frank views
were quoted earlier.

The consensus seems to be that basi-
cally the quality of agency radio copy
has not declined in recent years, that
it has. on the contrary. improved in
many ways.

That is the agency view. How do
broadcasters feel about it? A spot
check of networks and independent
stations in New York showed only a
minority criticizing the agency prod-
uct. In nearly every case the broad-
caster felt that the copy and e.t.’s com=
ing to the stations and nets have, by
and large, kept pace with the times.

SPONSOR
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Measure of a Great
Radio Station

He scores with buyers in Northern Ohio

If you want buying action, you want McColgan!

Northern Ohio’s ace sportscaster, Bill
McColgan, knows the score. He knows what
sports fans want to hear—and he knows how to
move them to action. When he’s “Speaking of
Sports” nightly on his three fast-paced sports
roundups, he produces the
type of listener response that
rings cash register bells.

cs
KL

1

2 One feature alone of Bill’s
’ m program, his “Athlete of the
Month’’ listener vote, draws
over 5,000 cards and letters
monthly! Response like this
helps explain why WGAR
is Northern Ohio’s most-
listened-to station ...why it
can get results for yox.
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Giveyour salesa boost by letting Bill McColgan
speak for yox when he’s “Speaking of Sports”,
5:05 p.m., 6:10 p.m. and 11:10 p.m. Get the facts
now from your nearest Christal representative.

THE STATION WITH

4>, MILLION FRIENDS
IN NORTHERN OHIO

CBS—Cleveland—50,000 Watts
The Peoples Broadcasting Corp.
Represented by The Henry |. Christal Co.
In Canada by Radio Time Sales, Ltd., Toronto



Ihie continuity director of a radia
stwork told sirossok: “Not onlyv has
the copy not deteriorated: it i~ actu-

allv Tetter now, Selling via radio s

than
it i~ improving. The bad copy

nore foreeful hefore. By oand

1
come~mainh from new advertisers.”
\ network manager
sted evidence of fresh approcches in
radio copy and felt that more concen-

~ales  service

tration wa~ being given radio than a

vear dgo, Sales departments of nets

i independent stations in New York.
together with copy acceptance depart-
ments, all agreed that radio copy. far

Let the

the West...best!

Call Petry
850 Kc
50,000 Watts

92

Write today for the September

KOA Western Market folder,
detailing the latest facts and figures
on population, income and

sales in the Western Market.

from aeclining. might actually be im-
particnlarly  recorded an-
number cited the
Hunt jingle a~ a case in point.

The sales manager of a network sta-
tion held that his station was helping
to keep copy quality up by maintain-
ing strict standards, even though this
might mean considerable billing loss
each week.

proving.
nouncements, A

A network spokesman who thought
there might possibly be a copy prob-
lewn, hut that it was only incidental if
it did exist. also emphasized the impor-
tance of the net’s continuity control

I
leader do the job!

For 30 years, the entire Western Market
of 302 counties in 12 states

has relied upon KOA as its main source of
news, information and entertainment.

|

|

|

[

|

I

|

|

|

|

I

|

This length of service, unmatched |
coverage and program excellence has :
enabled KOA to consistently |
maintain its dominance. It is the :
|

I

|

|

|

|

|

l

|

|

|

|

]

I

1

"single station network.” KOA covers

Advertisers! To get more for your
advertising dollar, you can’t afford to
miss the Western Market of

3,644,400 people and over $5 billion
buying income! Sell this entire market with
KOA’s 50,000-Watt dominance.

KQ
DENVER
Covers The Wesl... Bedt;/

~etup to the continued good quality of
copy.

Main criticism wax leveled at local
and retail copy. This view, ineiden-
tally. was backed up more than once hy
admen. who went even further to claim
that most of the trouble with radio
copy can be laid at the door of those
local radio stations which in their coni-
petitive hattle for billing have let down
the hars.

Going outside the immediate arena
of agencies and stations. SPONSOR
asked Schwerin copytesting organiza-
tion. to compare commercials of today
with those of pre-tv davs. The Schwerin
conclusions are published on page 32.
Note particularly the observation that
current radio commercials tested Iy
Schwerin seem more effective today
than those of 1917-48.

How to explain thi- apparent contra-
diction between internal agency atii-
tudes toward radio copy and its .con-
tinuing high quality? The rea-ons most
often cited at agencies are: (1) the
long industry experience witli radio
copy; 121} the specific experience of the
copywriters themselves in radio: (3.
the beneficial effects of tv writing on
radio copy.

Reasons one and two need little
elaboration. As one copywriter put it:
“I know the tricks. and after years of
experience. | can handle a radio prob-
lem swiftly and easily.”

Reason number three. however. may
come as a surprise to many. Rightly or
wrongly. the feeling seems widespread
that radio writing benefits from tv.
Nearly all interviewed agreed that a
copywriter's radio ability is heightened
by his experience in television. “From
tv.” stated a tv commercial head, “a
radio writer learns to he fastidious
about what he is writing. He learns
moderation. economy and precision.”

A top all-round copywriter declares
that “Working in tv first on a commer-
cial forces you to think a lot harder
about how to explain the same thing
in words. The result is. vou think bet:
ter.”

A reason cited by more than one per-
son was that tv helps @ man to think
basically. this because tv thinking is.
more and more, becoming basic cam-
paign thinking.

One agency vice president in charge
of tv and radio copy stated that because
of « “hetter manpower is being
brought to bear on radio commercials.
Since in our agency the same man does
hoth. and since tv enjoys the higger

SPONSOR



WGY’s Charles John Slevenso
proves the point!

FREQUENCY IN RADIO ADVERTISING
1S ECONOMICAL

65 spot announcements over a period of 13 weeks
purchased by a nursery to sell flowers brought in
4,771 orders and almost $15,000.

For every dollar spent buying radio time there

was a $7.50 retirn in new business.

WGYGENERAL ELECTRIC
STATION

Measure of a Great ALBANY—TROY—SCHENECTADY —plus—
Radio Station 54 counties in New York and New England

Represented nationally by Henry I. Christal Co., Inc.
New York—Boston—Chicago—Detroit—San Francisco
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What can you do
with $1487

3148 offers you a hatful of choices. You could have
Scoteh grouse and champagne for less. Or yvou might
buy a handsome sports coat,
or even give your wife a few weeks
of extra maid service!

Or, if you want advertising values —

ON WOAY, $148 will buy 13 five-minute spots!

WEST VIRGINIA STATION COVERAGE DETAIL

ill, i Yirginia' ost '
WOAY, Oak' Hill, is West Virginia's second m i | No.or r— “
Powe"{lJl station. Homes NCS Area Coun- | 4-Week Cum. Weekly Average Doy
in Areo tles NS Cire.| % * [NCS Circ| % * |NCS Circ] %"

WOAY covers 21 West Virginia counties.

20370 | FavETTE 18,490 | 90 | 18220 | 89 | 10150 | 4
WOAY delivers a total Nielsen audience of 102,200 18,090 | GREENBRIER 1549 | 85 | 1530 | 83 | 4720 | %
radio homes — an average daily Nielsen audience 66.940 | KANAWHA 10310 { 5 ] 7080 | 10§ 4410 3506
o 5|'320 radio homes! 14,570 LEWIS 3noe 21 2,280 15 1680 | 1

2,780 15 1,960 | 10 1,020 | 05
8,000 41 6,480 § 33 39% | 2
11,450 80 1 no0s0) 77 6,620 | 4
23,930 RALEIGH 20,220 | 84 19.610 | 81 8540 | 3
12,290 ROANE 2,720 22 1990 § 16 1460 § N

16,750 WYOMING 9,630 [ 57 8.610 | 5 6730 | ®
w AY 225,030 10 TOTAL | 2 102,200 92,540 51,320

*=% of Radio lHomes in Area
OAK HILL, WEST VIRGINIA

18260 | LOGAN
) . 19,440 MERCER
Write direct for fuil details. 14290 | NICHOLAS

Robert R. Thomas, Jr., Manager *
10,000 Watts AM—-20,000 Watts FM



hilling. television is actually paying
most of the freight of the radio copy-
writers.”

‘The future? It might seem, then, that
all is really in order and that the agen-
cies may proceed without much con-
cern to bat out radio copy in the ac-
cepted manner of the day. But this
attitude may prove unrealistic in the
long run. A warning word comes from
an agency vice president who super-
vises one of the industry’s largest ac-
counts: “In the heyday of the Jack
Benny radio show, we heard how it got
the personal attention of George Wash-
ington Hill. That kind of attention is
now given to tv. Radio is still essential.
and so far I do not see any let down so
far as copy is eoncerned. There has been
to much skill and experience accumu-
lated for that to happen rapidly. How-
ever, the new breed of copywriter is
tv-oriented. He may have had no ex-
perience in radio—never heard of the
Hummerts — and what’s more, he
doesn’t care. What happens when he
comes to the fore? How will the pic-
ture look years from now?”

Another of this agency’s vice presi-
dents, who was participating in the ses-
sion, commeuted :
we are living off radio fat.”

What can agencies do about the ra-

dio copy problem? First, of course, it

1s necessary for them to recognize that
it can be a problem, that the copy must
be carefully watched.

More specifically. here are some sug-
gestions from a copy chief and vice
president who is responsible for major
network tv and substantial regional ra-
dio billing—and who is, incidentally,
one of the very few spoken to who has
given the question any real study.

1. Recognize that the copywriter is
human, that he will necessarily tend to
favor the most glamorous and impor-
tant medium. This tendency should not
be held against him. But management
should do something about it.

2. Try to keep the copywriter inter-
ested in radio copy. Take it seriously
yourself. Treat it as important. Try to
make the radio writer see that radio is
still very important in moving goods,
that people do listen and hear what he
ereates. Teach the copywriter that ra-
dio today is important for its mass
coverage and cumulatively huge audi-
ence so that the writer has some of the
same understanding of the medium’s
Importance as a timebuyer.

3. When possible inforni the copy-
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“At the present time

writer about the times of the day he
can hear his commercials, especially
if they appear locally in the morning
or when he may be driving. Nothing
gets a writer so excited as being con-
fronted by Iis own material over the
air.

4. As supervisor you must be will-
ing to assume responsibility for qual-
itv. If a bad piece of radio copy slips
out. it must be considered the super-
fault, not the copywriter’s. A
supervisor who is snowed under with
work will tend to neglect radio. It
should occasion no surprise if the writ-

VIsOTr's

ers do the same. The quality of radio
copy is directly dependent on the
amount of time and interest devoled t

it by those in responsible positions

5. Make sure that the new cop:
writer is taught the fundamentals of ra-
dio copywriting, that he learns to re-
spect it as an important and necessar
advertising medium. Seek to train the
new writer in radio.

Another suggestion came from the
copywriter whose hard-hitting state
ments appear at the beginuning of this
article. He thinks the trade magazines
should pay more attention to good ra-

CENTRAL NEW YORK’S

NUMBER

R ONE

RADIO STATION

BEST Power
BEST Circulation
BEST Local Talent

BEST Production Know - How

BEST Customer Service

DON'T SETTLE FOR
LESS THAN THE BEST
IN THE BOOMING, BUYING
CENTRAL NEW YORK AREA.

enT: Fag
o t,

NBC Affiliate

FOR DETAILS
- Ask -
The HENRY 1. CHRISTAL CO.

5KW % SYRACUSE * 570K

N
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STORER BROADCASTING COMPAN
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KGBS « KGBS-TV ~ WBRC « WBRC-TV WWVA W
San Antonio, Texas Birmingham, Ala, Wheeling, W. Va. Ai
NATIONAL SALES HEADQUARTERS: : !
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales

118 E. 57th St., New York 22, ELdorado 5-7690 @ 230 N. Michigan Ave., Chl*cagol..'l.} Frar
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DOGS

10

DOUGHNUTS!
\

Perhaps the variety of products
hasn’t been literally that broad
yet! Butthe KQV-A & P Merchan-
dising Plan has already boomed
sales on this diversified list of
products. And look at the happy
results!
“Sales up 81.9% during promotion”
—Breakfust Food
“Biggest month in our bistory”’
—Dog Food
“Almost double normal case sales”
—Ginger Ale
“Biggest sales gain we ever bhad
with A& P —Root Beer
3,120 extra cases from warebouse”
—Cuoffee
All this, plus bigh, high KQV-
CBS ratings in Piusburgh. Beteer
contact. KQV or your Raymer
man for full details.

A
CBS Radio®™% w anssuren
5000 W—1410 KC

National Representatives:
PAUL H. RAYMER Company
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dio copy, featuring examples of good

copy and creative personalities. This,

e feel=. would perk up interest among
copywriters.

The client: Perliaps the most positive
influence for good radio copy is a posi-
tive clicut. one who. in the words of a
disgruntled radio network official, “de-
mands more than just the junior copy-
writer.”  Where clients give radio its
proper due, the agency re-ponse is im-
mediate and definite. A number of
such cases were cited to SPONSOR.

ln <ome cases, however. the client
tends to brusl off radio in favor of the
niore exciting tv. And 1t is only nat-
ural that the agency will tend to reflect
the apportionment of the client’s inter-
est and billings. As one copy chief put
it: “Little money is not going to get
the attention the big money gets. In
creative thinking on an account, you
start with the major expenditure. The
billing is the controlling factor.”

The amount of billing is the common
denominator tying together the diver-
gent views of practically all those
spoken to in the top agencies. The
primary thinking does not start with
radio where tv gets a much larger share
of the budget. According to agency
spokesmen, “On major accounts radio
is largely a translation of print or tv.”

The advertiser himself is likely to

pay less attention to the aural medium,
in the belief that tv, because of its very
newness, demands more time and
thought than radio. Here is how the
advertising manager of a national con-
cern marketing a number of well-
known food products explained it to
sroxsoRr: “Frankly. we do not devote
as much thought and research to radio
as to tv. Radio is older and betier
known. More research is needed in tv.
More effort is needed in the sight me-
dium.”

Furthermore, the advertiser, too, is
a human being, and like many others
finds it difficult to resizt the unparal-
leled glamor of television.

On the other hand. manv clients. ac-
cording to some agencies. are just as
conscious of radio as ever. In these
cases. the radio copy is treated with
the respect and attention so commonly
devoted today to tv. This bears out the
contention of those who insist that in
the final analysis the continued excel-
lence of radio copv depend~ on the
principals involved.  1f  clients  and
ageney heads care enough. they will
¢ ntinue to get good radio copyv. * * *

QUALITY RADIO
(Continued from page 41)

segments, of which three are sponsored
weekly in Cincinnati. However, onl\
Aveo’s half-hour segment will run on
the QRG stations.

Aveo and other future QRG clients
must buy the complete QRG lineup.
While a ~ponsor cannot drop any QRG
markets he is not interested in. QRG
will add non-QRG markets to an ad-
verti~er’s lineup.

Cost~?

Basic time costs will be the sum af

the individual station rates. There will
be. in addition, over-all discounts for
frequency. These discounts, under
present plans, will rise to a maximum
of 257 of each station’s one-time rate
for buvs of 52 times or more.

Program costs will be figured on a
national scale. which means the price
of talent on QRG will be higher than
it would be on a local station. This is
because of the necessity of paying the
national AFTRA union scale.

As in spot, the advertiser will be
able to choose different times for his
program on the various QRG stations.
Buying will be simplified since lists of
availabilities and clearances will be

handled through one source. The
availabilities situation will also be

simplified by the fact that most of the
QRG stations are NBC outlets; unsold
network time will he the same on all
of the NBC stations. While all the
specific periods for sale have nol been
decided on vet they will probably all
fall between 7:00 and 10:00 p.mn.
While there is ahlways a chance that
unsold network time will suddenly find
a sponsor there ix little concern about
preemption of QRG time slots. In the
first place. there are enough periods

for sale so that conilicts between net-

work and QRG sales are unlikely.
Whenever a QRG sale is made the net-
work will be notified immediately té
avoid embarrassing complications.
Of course. there i~ always the pos-
sibility that the network will come up
with a sponsor for time that QRG i
readv to sell 1o itz own client. From
the elearance point of view adjust:
ments could he made between QRG
and the network in question. QRG can
easilh move itz taped show to the pe
riod preceding or following the nel-
work show. In fact. the client may pre-
fer the idea of following or preceding
a network show. Or it would not be

SPONSOR
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Big Mike is the physical trademark of KFAB —
Nebrasko's most listened-to-station

N
j Hybrid Corn! Thot's the answer you'll probably get, says

Big Mike, if you ask any corn belt farmer what is the
greatest development of the past century.

Agronomists figure hybrids have increased corn yields on
the aoverage of 20 per cent . . . representing mony millions
of dollars annually. Much of the advance research ond
development of hybrid corn wos done in the Big Mike-
KFAB orea — the greotest corn producing area in the
world. Today, virtually all of the corn produced is hybrid,
and Nebraska alone boosts @ 10-year overage yield of
226 million bushels. KFAB has helped tell the hybrid corn
story to formers in this area. It's a selling tool recognized
by the hybrid corn producers themselves . . . MORE OF
THEM USE KFAB TO TELL THEIR STORY THAN ANY
OTHER STATION. To sell hybrid seed corn — any product
for that motter — get the focts on KFAB-Big Mike success
stories. Free and Peters con tell you, likewise Harry Burke,

N
General Manager,

By WAl /gy
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wimsual for a station to tape the net
work progran ofl the line and run 1l
it a later period.

There are obvious complicatious o
~uch adjustment~ and QRG is working
ot the legal problem of <etting aside
its own ~pecifie option times, 1 it can
o considered a network i the FCC
neaiting of the term, QRG feel~ it will
liave the right to set aside periods for
«dle, \ ~tation can be the affiliate of
wmore than one network. it ix pointed
ont.

QRC realizes it will have to offer
clients ~ome kind of guarantee iu their
time periods. While nothing definite is
vel worked out the feeling among QRG
echelons is that this guarantee would
have to be for at least a year. This
and other thorny questions will be
aone over at the QRG hoard meeting
in Chicago.

All - this mnay  make it
look a~ if QRG is setting itself up as
a network in competition with the oth-
er networks. But QRG firmly denies
this implication. Quaal told sPoNsoR:

“Quality Radio Group is not au ef-
fort to fight the nationally establizhed
radio networks. We intend to supple-
menl inferconnected networks. It is

WHLI

NASSAU

dizcussion

the heart of Long Island

* X X

POPULATION
1,000,000 people

*x K* K

WHLI

has a larger daytime audience
in the Major Long Island Market
than any other station.

WHLI

our intention to concentrale on night-
time periods the networks aren’t sell-
ing and establisi new interest in radio.
We definitely have no intention of go-
ing to battle with the networks. That’s
the remotest thing from our minds.

“We feel this new sales stimulation
will not ounly benefit all stations but
will make the advertiser and agency
more aware of the value of nighttime
radio and radio in general. As long as
we can keep up the level of national
radio stalions will not
have to lower their rates. The small
statious will benefit, 10o. since with
QRG stations going afler national ad-
vertisers, the local field is left to the
little fellow.”

If the interconnected networks are
upset about QRG. they are showing no
signs. The number of NBC outlets in
the group indicales at least a tacit well-
wishing pat on the back from David
Sarnoff. CBS has

businessz the

stated it welcomes
efforts by stations to keep themselves
financially healthy. As another indi-
cation of web feeling, there has been
talk that one of the networks” 080’s
may join up soon.

Why buy QRG? The new radio group

“THE VOICE

OF LONG ISLAND"

COUNTY

. ... just topped

{Conlan)

AM 1100
FM 983

HEMPSTEAD tkom

LONG ISLAND. N. Y.
PAUL GODOFSKY. Pres.

Reprosented

Jong islond

by Rambesu |
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feels it hias two slrong grounds for ap-
pealing to the advertiser aside from
reputations of the member stations:

1. QRG will tell the advertiser it
can reach a national radio audience
more cheaply than any other kind of
radio buy. spot or network. This js
because of the powerhouse reach of
the members. which means that it takes
fewer stations to reach said wnational
audience. When you use fewer outlets,
savs QRG, it is bound to be more eco.
nomical.

QRG promises no fancy fronts I
says it will keep its overhead down and
pass the savings along to clients. Pro-
graming will be reasonable, too, since
talent costs for shows produced outs
side of New York and Hollywood are
cheaper. even with the AFTRA na-
tional scale.

2. QRG feels it has something new
to offer in the wav of programing.
Carlos Franco. general sales manager
of WLW. told spoxsor: “All of the
Quality stations have at least one good
local show which would have national
appeal. Many of them originate net-
work shows and have the reputation
for creating new talent and programs.
A number of present-day stars started
on WLW. In WSM. Nazhville. vou
have the hill-billy capital of the world.
There are others, too, with top-notch
programing. To name a few: WCAL.
Philadelphia: WGN, Chicago: KFI.
Los Angeles: WWL., New Orleans.

“Don’t forget that WLW's Midwest-
ern Hayride was on NBC TV during
the summer. 1t got fine ratings. 28 to
30 on ARB. There are other shows
with good local ratings that have hever
been seen outside of the market where
they originate. 1t's the clear channel
~tations that are spending money on
programing these davs.

“This local programing is not the
only thing we will offer. An advertiser
will also he able to buy syndicated pro-
grams and. possibly, network co-op
shows, And we may create some spe-
cial shows just for QRG clients,”

While few
agencies and advertizers are familiar
with the Quality station setup. a small
group of the top agencies and radio
users are evaluating it. There is na
great excitement about QRG but it
should be understood that the outlines
of QRG are not fully drawn nor are all
its policies decided.

A media executive who makes deci:

What adrertisers say:

SPONSOR
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ManrTHA WHITE MILLS, INC.

GENERAL OFFICES + NASHYVILLE 6, TENNESSEE

A QUALITY LINE SINCE HIS

July 23, 195k

Mr. Irving Waugh
Commercial Manager
Radio Station WSM
Nashville, Tennessee

1 Dear Irving:
4 Itve read your ads where you say "Radio stations
1 everywhere « o but only one WSM." Looks as if
that?s true.

On a recent mail pull promotion we used WSM
and five other stations (four radio, one TV).
When we had tabulated the returns we discovered
that 66% of the response came from WSM,

Just thought you'd like to kmow how high WSM
radio still ranks with Martha White.

o Kindest regards.
Yours very truly,
MARTHA WHITE MILLS, INC.

O o

Cohen T. Williams
President

g e

SE e ! et g g S 56 % S L s

ver having claimed that
€r stations pyt together!
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WSM’s Irving Waugh o
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<ions for one of the most mmportant
lients in network and =pot radio said:
1t ~ounds like a good idea. We're in-
vestizating it carefullh. I'm always
looking for wavs of buving radio more
cheaph more effectively.  The
more wavs there are of bnving radio

and

aud the more ways there are devised
to =ell it the better for the bnsiness
and the better for us. Preemption by
the networks? 'm not worried about
it on nighttime radio these days.”

\ time bming executive al one of
the top radio-ty
conkd be a fine buy hut there are a
lot of questions I'd Hke answered first.
IFirst. how big are they going to grow?
If they stick to about 25 to 30 stations
and cover abont 80¢ of the U.S. ra-

dio homes that’s just about the right

agencies said: “lt

size. But if they get bigger they're
bound to get into overlapping. We're
trying to get away from overlapping.

“Second. program costs, I'm not so
snre 1'd want to pay network prices
for a local show. If thev could work
out some deal whereby the originating
station gets paid the local talent rate

for the show and the others get paid a

HOOPER Tells the KC
[ Story!

\ Look at these figures
2\ of June '54 HOOPER
8:00 AM-12 N

The picture has
. changed!

Net A — 25.8
Ind A — 16.0
{Negro)
Kuot — 134
Net B — 10.8
Net C — 9.8
Ind B — 8.8
Net D — 7.2

Let your nearest FORJOE
office show you the new

W/‘
L || June, ‘54, C. E. HOOPER

SOON.... DENVER, TOO!!

RUDL—Ranvtar Civg ==
RORO—Cuinrom

HOw JOK THL PIKST Timl |
MOML TOWN COVIRAGE FOR
ORIATIR KaniaS CIVY

i ¥
[ for exira covercge , ¥ {
£ M"(DKD}-CLINTON

§ !
—IN THE GREAT KANSAS CITY MARKETF/
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handling charge of some kind, I'd be
really interested.

“Third, time costs. H I buy Class
"\’ time and get only 25% off the one-
time rate for a year's programing. 1'm
not sure whether it’s worth it. If 1 get
the 52-time rate from each station for
a vear's programing and then an addi-
tional 2577 for buying the entire
group. that would be more like it. Af-
ter all. it’s a very inflexible buy and
there should be some monetary ad-
vantage.

“I don’t expect they will actually
offer a 52-week guarantee against pre-
eniption. But I'm not worried too
much about that. It tooks like night-
time network radio will have more
availabilities. not less. this coming sea-
Son.

“The thing I like about the Quality
group is the way it cuts across network
tines for clean, maximum coverage.
That kind of coverage is ideal for the
advertiser looking for good. reason-
able circulation—you know. the kind
of guy who wants to reach everybody
and doesn’t want to pay too much for
doing it.”

One of the top timebuvers in the
business said he liked the idea of buy-
ing a small group of powerhouse sta-
tions but “the big question in my mind
is programing. If the Quality group
grinds out the same old stuff they
might as well forget the whole thing.
F'm waiting to see what they offer. I'm
also wailing to see their coverage
maps. Actually. it's hard to say too
much about the Quality group until
they have more detailed material to
present.”

While most admen were not too con-
cerned about the long-term future of
QRG, this question could not be ig-
nored n industry circtes. Much of the
specutation centers around NBC. There
are a couple of reasons for this: (1)
David Sarnoff’s pessimistic speech
about the future of network radio be-
fore the NBC TV afliliates at the end
of August: (2) the fact that most of
QRG’s members are NBC affiliates;
(3) the fact that three members of a
special NBC affiliates conmmittee to
stndy the changing economic patterns
of network radio are members of QRG.

Whether Quality Radio Group does
nothing more than <ell nighttimme peri-
ods or whether it is destined for big-
ger tlnngs, the fact remains that ad-
men will be hearing a lot more about
it in the future. i

MARSHALL ROBERTSON
(Continued from page 38)

week. Other nights he and Mary work
until 8:00 or 9:00 o’clock.”

Yo wmurals: The Robertson agency
i~ utilitarian. No fancy murals on the
walls. 1o vast expanses of cement block
partitions. It looks more like an attors
ney’s office—until yvou peek into the
rooms and see v storyhoards. balop
cards, radio seripls.

Marshall and Mary Robertson work
together in a large office. Robertson
was on some newspaper ads with
Lavern Everson. the art director, when
I came into the office. 1 admit | ex-
pected his wife to look like a crisp
career woman. But she was wearing an
attractive dress and looked as if she
were going to a ladies’ club luncheon
rather than an advertising agency.
She’s a journalism school graduate
from the University of Wisconsin,
Before Robertson started the agenecy
she wrote departinent store fashion
copy. Now she directs some of the
agency’s tv programs. prepares the food
used in the tv commercials. arranges
some of the food commercials for
camera. >he and her husband are kind
of a Tex and Jinx team behind the
cameras.

While her husband was tatking with
Everson about the newspaper ads,
Mary Robertson told me a little more
about how the agency operates.

“Nobody has just one job in an
agency of this size,” she said. “We
all double in bhrass. For example Elaine
Gormley is our bookkeeper. But she's
a wonderful secretary. too. And she
does the radio and tv billing.

“Wendell McWiliams, whom vou
met at breakfast, 1¢ an account execu-
tive but he also directs production on
the Baptist Hour. And he writes radio
and tv copy. too.”

I said that since each staff memher

had to be so versatile. | assuined that

when they hired new employees the
primary requisite was a wide back-
eround.

“Well.” Marny  hesitated. “vou're
partly right. Except we're inclined to
rank personality and attitude as heing
more important than anything else.

“Qur people have to handle several
phases of work at the same time for
different accounts, And thev have to
le able to work very closely as a team.
And there often tines is sone extra
eflort needed from evervone. H a

SPONSOR



“My Ideal Rep ™

savs MILDREBR FULTON of BIOW CO..
“‘uses the valuable time in a buyer’s office to
sell his stations rathier than to undersell the
competition. He sells hix stations honestly,
thereby assuring the advertiser of sales

results that mateh the zales piteh.”’

JEPCO stands for positive selling.
A Pearson man studies his stations thoroughly
and has the full, positive data that meets the

advertisers needs and sales objectives.

JEPCO
knows

y how
the wind

blows

John E. Pearson Company

MADIO AND TELEVISION STATION REPRESENTATIVES

e
‘W YORK & CHICAGO * MINNEAPOLIS °* DALLAS * LOS ANGELES * SAN FRANCISCO




person doesn’t have a good personality
and a cheerful attitude, lie can’t fit in
with our kind of ageney.

“Nlong the lines of aldlity. owm
vadio-tv people (and that’s nearly all
of u~) need to be able 1o express ideas
o paper as well as visnalize them on
televisian and radio.”

There i=n’t nruch tmrnover at Robert-
son’s agency,

Jolm Eby has been there 15 vears.
Lavern Everson and Margaret Pier-
~or. radio script writer. have been
there eight years,

W Lien the ageney ~tarted doing a lot
of tv two years ago it added three
peaple to the stafl. They're <till there.

Tv credo: The opposite of “live™ i¢
“dead.”

“To =av a filmed.”
~avs Marshall. 1= just a nice way ol

commercial s

<aving it's dead.”
L-ing lIihe
number one in Marshall’s Credo Adver-
tere | ideo.
televiston

conmnercials is  point

“Live has reviualized all
advertising.” he =avs. "Some agencies
don’t take live television very seriously.

We do.

“The charm of live commercials 1=

—

o LT,
& _

N

N\

A\

—

EE NICHOLS

ountry Music Man

"“Sagebrush Serenade’’
“Western Requestin’’
“Lee Nichols Show’

THE MART STORES

™ “For lhe first time we had
~volume sales that could directly
« be attributed to our advertising.”

DOUGLAS OPTICAL

“We attributc a good sharc of
our traffic to the terrific impact of
our KWBB spot announcements.”

MM

N\

Represented by
George W. Clark, Inc.
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that they can be tmely. “The first
thing we look for when we plan a tv
armouncenient i~ a timely theme.”

Point two in his ereed i “a beautiful
picture.”

“Every scene of our tv commercials
we trny to make beautiful to look at.
We want nice composition. We want
to he able to snap a photograph of any
part of any of our commercials and
have it come out a complete. attractive
picture that says something.”

VMarshall s against very elaborate
v set~. “The only important thing is
what's on the screen.” he zavs. “Often
small things within the scope of the
camera like a pretty arrangement of
flower~ on a table and a lovely lace
tablecloth are 10 times better than a
8500 background.”

Closeups are u~ed in the Robertson
tv commercials.

“When we show a sizzling -teak. we
real. honest-to-God  sizzling
steak right off the grill. We <how a
closeup of it.  You can almost smell
it on vour screen, We don't show the
whole damn banquet hall: what we
show 1= a steak, a juicy. sizzling. de-
licious ~teak.”

show a

("The agency use~ real food in all its
commercials. Mary usually prepares it
right in the studio and sometimes the
preparation is part of the commercial.)

“When we show a couple of people
talking.” he savs. “we show head shots.
People want to see the expression in
other people’s faces. A lot of tv is
ruined by long shots.”

Besides forbidding long <hots, Rob-
ertson also frowns on pan shots. Most
of the time a pan <hot takes too long
and enough.  “You
havent time to pan in a one-minute
commercial.”” he avs. “What we want
are quick takes of tight shots. [Pan
shots are confusing unless thev're
natural. slow. graceful. You can’t get
a graceful pan <hot in an 1.D.”

Other requisites of good live
spomtaneity and a
“pitch™ personality.

“Here’s where we contradict our-
selves just a hittle bit.” Robertson said.
"W e said everyone around here has to
he versatile. That's true—up to a point.
But we do have two “pitch™ people who
do nothing elsc.

“Bob Petre and Lillian Helling de-
liver most of our commercials. I guess
vou'd call them talent.

“We don’t let them do anyvthing else.
We dont want them to think about
anvthing else. The result is that when

doesn’t  <how

com-

mercials: good

they deliver a commercial, they put
it right in your lap.”

Petre is a former radio newscaster
and a professional photographer. Miss
Helling i~ an actress and was a Bar-
model.  Petre more or less
punches away at his commercials;
Lillian handles hers in a more conver-
sational manner.

“We don't let Bob and Lillian use
prompting devices,” Robertson said.
“We want spontaneity. You don’t get
spontaneity when your ‘pitch’ per-on
i= reading his lines off a prompling
gadget. If they can’t memorize the
whole commercial. take off
camera and let them read it.

“We want Bob and Lillian to pre-
ject,” Robertson emphasized. *We
want ’em to get over to each viewer.
We want each viewer jo think hes
bemg addressed personally. The secret
Is to project . . .

“That's the secret of a goud play.
you know.” Robertson observed.
“When the spectator hecomes part of
the play. We want the viewer to take
part in the commercial . . .~

There's one more thing that Rolerts
son wants in his commercials. It's
“spoken” copy. The agency doesn't
allow “literary” radio and televisio
copyv. They want writing to be simple,
colloquial.

“You might say that what we wan
in each of our commercials i~ a littl
drama. Of course we get into the pitch
pretty  damn fast.” says Robertsom
“We sell pretty hard. But with good
copy and a beautiful picture. it's a hit
like a short little drama . . .~

bizon

we cin

Props stored at home: |y the after-
noon John Lby and Marv Robertson
drove me to see some of the sights
around Denver. But most of the drive
was business,

The first stop was the Robertson
home. located on the edge of town over-
looking a beautiful valley.

We stopped at the house 10 pick up
props needed for that night’s tv com-
mercials. One room of the hou<e had
been converted from a bedroom to a
ty prop storage room.

“I have to use a lot of my own things
for our commercials.” Mary said. I
use myv own sterling. tablecloths and
china for some of the food com-
mercials.”

We went outside to the garden where
Mary picked a bouquet of flowers.
“We're using some flowers in a cont:
mercial tonight.”

SPONSOR



THEY LIKE IT HERE

When advertisers check into wMAQ, they usually stay a long, long time. For instance . . .

a sample of just eight wMAQ sponsors adds up to 75 uninterrupted years of contented residence. An amazing
record for a radio station, and a pretty revealing clue to its standing with advertisers.

Here are the eight sponsors and their individual records under wMAQ's roof:

WIEBOLDT STORES, INC. (Department Stores) — 19 years. CHICAGO & NORTH WESTERN RAILWAY — 17 years.

SKELLY OIL COMPANY — 16 years. CHAS. A. STEVENS & co. (Women’s Apparel) — 7 years.

METROPOLITAN LIFE INSURANCE COMPANY — 6 years. TALMAN FEDERAL SAVINGS & LOAN ASSOCIATION — 4 years.
STEWART’S PRIVATE BLEND COFFEE COMPANY — 3 years. OLSON TRAVEL ORGANIZATION (European Tours) — 3 years.

Advertisers like it at wmaq for lots of reasons. wMaQ is centrally located — right in the heart

of America’s second greatest market. Every wMaqQ room commands an encompassing view of the biggest-buying
audiences among Mid-America’s 4 million families with an effective buying income of $24 billion. waaqQ’s
merchandising, advertising and promotion activities are the most extensive of any Chicago radio station.

If your advertising plans cover just next week, the next 13 weeks, or the next 13 years, you're sure
to like it at wmaQ — where transients usually become permanent residents.

WMAQ N Bi;) IN CHICAGO « service of @ Represented by NBC Spot Sales
i



\iens” photographs
were on the walls. They were all heau-
tifnl. 1 thonght.

Neat stop was Miller's 23rd super
market. which had opened a few honrs
It was in a big uew snburban

SO George

carlier,
development.

“"We took sort of worried about this
opening.” Mary said. “Most of the
budget for advertising went into radio
and v

It looked like a ronsing success to
ne. We had a hard time finding a
parking place on an enonnous parking
ficld and the store was crowded. The
thice owners were waiting for Many.
She talked to them abont the opening
md went over some ideas for fnture
connnercials,

Seeing Mary Robertson talking with
a client about commercials that would
be aired that night. T realized how
flexibly an agency with retail accounts
must  function. 1t one of the
strongesl inipressions | took away with
me as | left for mv next
the agency circuit- -Bozell & Jacobs.
Omaha. (The story of my experiences
at that agency ~tart~ on page 39.1

* Kk K

was

stop on

That's our business. Buying radio time .is
one thing — Getting resuits is another.
WJPS maintains a planned Merchandis-
ing Service that guarantees RESULTS.
WJIPS has a plan to fit any potketbook.

‘Our- Merchondising and Promotion De-
partment won 2nd PLACE in THE BILL-
BOARD competition this year — How
good con you gel?

Let us prove ourworth to you,

Robert,J. Mclntosh, General Manager
REPRESENTED BY

The Geerge P. Hellingbery Company

1 .
Iw — -
‘@* “A RADIO IN EVERY ROOM”
\ . .
¥ '\ Evansville, Indiana
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BOZELL & JACOBS
tContinued from page 39)

hgioushh  not just for lip service,”

\ter seeing B&S's List of accounts, |
asked Jacobs if there was any limit on
how big an accomt has 1o be before
he'd 1ake it.

Jacobs chuckled. “You know.” he
zaid, "a guy from \NBC told me once
that he had noticed we didn’t have any
real big accounts but we had a lot of
billings,

“Certaiuly,” T told him. ‘Here's
why. We take “em when they’re small
and build "em up. One of our accounts,
now billing $380.000. was spending
£3.000 when we got it. Another one
was  spending  $80.000, but wvow s
spending $600,000. This happened in
the past seven years.’

“I told the NBC man.” Jacobs con-
tmued, “that an account doesn’t have
lo go to an agency run down at the
heels to get service. We'll take a =niall
chient and give him top talent. We'll
help him grow.

“It's  all  merchandising,” Jacobs
went on. “Clients all have different
problems. but essentially the sum total
that we give them can be called mer-
chandising.

“Some accounts need public rela-
tions, some trade paper advertising,
and so forth. But it’s all merchandis-
ing.”

1 asked Jacobs if there was a con:
tract between the agency and its clients,

“We have no written contracts with
chients,” he answered. “After all. if a
client’s unhappy. a contract won't cheer
him up much.”

Ex-police reporter: After meeting
Jacobs | was anxious to learn more
about him. So | asked Sandy Wood-
bridge. who was acting as my guide.
for some background information.
( Woodbridge is B&J's production man-
ager. |

“Jacobs was a police reporter on the
Omaha Daily Vews.” Woodbridge tohd
me. “Leo Bozell was hi- city editor.
They started doing some publicity for
the Nebraska Power Co. in their off
hours and the ageney just sort of acci-
dentally came into existence. | think
it was about 1921, They both held on
to their jobs at the Vews for awhile he-
fore formallv opening an agency.

“One day they were introduced to a
voung Catholic priest. Now Jacobs is
a Jew. Bozell was an Episcopalian. But
all three of these men were concerned

about =oine boyvs down on Douglas
Street. Father Flanagan took in five
boy=. That was the beginning of Boys®
Town. Morriz Jacobs thought up thag
name, by the way. Jacobs worked om
fund raising drives for Father Flana-
gan. He's still vitally interested in civie
programs.

“He's chairman of the Omaha Cen.
teumial right now.”

Woodbridge got up from his desh.
“Why don’t you go back and finish
your conversation with Frank Miller.”
he suggested. “Then we'll have lunch
and T'll show vou the rest of the
agency.”

Account teams: ] wa. about 10 tell
vou how we handle a typical account
when Morris called vou in.” Miller
“We have a number of teams
rather than different departments.

“Fach account executive has a team
around him. On this team there are
copywriters, media men.. and so forth.
Therefore, we don’t have a media de-
partment. You might say we have a
whole bunch of media department-.
however—one for each team.”

Two drawbachs to a “team™ opera-
tion occurred to me, One. the danger
of isolation and two. the possibility
that an account executive could pick
up his team and walk out of the ageney
with a client.

“Theoretically. 1 suppose there is a
danger of isolation.”” Miller replied.
“But our plans board meetings are a
meeling of the "agency’s best minds.
Even if the account executive of a cer
tain team wanted to go off on his own.
the other members of the plans board
wouldn't let him.

"As far as account executives walk-
ing out with an account is concerned.”
Miller said, “I doubt if it would hap-
pen. It never has. All the executives
of the company know the clients as
well as the account execulives. One ol
the things we ‘sell’ to a client is our
plans board. An account executive wha
took away an account couldn’t pos
sibly offer the experience and knowl-
edge of that board to an account.”

Miller is account executive for Mu-
tual of Omaha.

“The Mutual account isn’t exaeth
typical.”™ Miller said. “Two men in
New York work on it as well as people
here.

“Mutual uses Sundav supplements
for lead production. Our radio and
television for Mutual are not designed
primarily for lead production but rath-

said.
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“COME ON IN
and SELL Us§1~

You're Welcome In Over 5 Million Homes Every
Day When You Buy The Meredith*Radio Stations

The 5,732,000 people living within the range of Meredith Radio Stations have a total of
$6,652,959,000 to spend, according to Sales Management. You can effectively reach
and sell these people with the Meredith Radio Stationin Omaha, Phoenix, Syracuse, and
Kansas City. These stations have a combined total of 87 years of on-the-air service to

their listeners . . . naturally, they're old friends and welcome visitors in over 5 million
homes every day.

Meredith Rzdic Stations

wow B KPHO

- OMAHA, NEBR. _I PHOENIX, ARIL.

'WHEN

KANSASCITY,Mo. [l SYRACUSE, N. Y.

KCMO

K(MO, WHEN and KPHO represented by The Katz Agency--WOW represented by John Blair &(C

Successful o

“Meredith Radio Stations Are Affiliated with Beuer Homes and armlng Magazines

and Gardens



ASK

YOUR

NATIONAL
REPRESENTATIVE

You're on the verge of a decision, and a problem.

IWhat business papers to pick for your station promotion?

It’s no problem to kiss off, for your choice can have a telling

effect on your national spot income.

But where to get the facts?

The answer is simple. Ask your national representative.

He knows. His salesmen get around. They learn which business

papers are appreciated, read and discussed by buyers of broadcast time.

His is an expert opinion. Don’t overlook your national representative.

SPONSOR

The magazine radio and tv advertisers use
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er for pre-selling. We think radio and |
tv are wonderful pre-selling media.”

A few days before 1 arrived in
Omaha, Miller had signed for Friday |
night periods on NBC TV following the |
(onclusmn of the Gillette fights and
up to 11:00 pm.

I asked Miller what motivated this
particular buy for an insurance com-
pany.

“The big thing you buy today,” he
replied, “is audience. Sometimes you
have to build audience. But we didn’t
want to spend $40.- or $50.000 every
week on a show that, eventually, would
attract a big audience.

“The Friday night fights deliver an
audience of about 20 million people.
Yet our weekly production will be only
about $4,500. So for a total of $1 mil-
lion, we get 100 tv stations with ter-
rific audience exposure.

“What if the audience switches to
another station after the fights?” 1
asked.

“Well, we don’t think it will. The
fights usually end at an odd time, like
at 10:38 or something between conven-
tional station breaks.

“We figure that for that reason alone
we'll hold the audience. And since our !
show is a sports shiow. we assume that
most people who are interested in fights
will want to watch it.” (The program,
Greatest Moments in Sports, features
Walter Kiernan as host, is a combina-
tion of live and film, started 30 July.)

“Also, most stations have local news
shows at 11:00 o’clock on the East
Coast, at 10:00 o’clock here in the Mid-
west. So it’s quite an incentive to keep
tuned in to see the news.

“But if we hold only 70% of the
Gillette audience.” Miller pointed out,

“we’re doing a helluva ]ol) for $5.000
worth of productmn -

For tv: The first television commercial
to be aired in Omaha was prepared by
Bozell & Jacobs. And the agency claims
to be one of the first to inaugurate
regular farm programing.

Sandy Woodbridge. my B&J guide.
had a framed letter in his office from
WOW-TV. Omaha, It congratulated
him for the first tv commercial in the
area for lowa Master Breeders Hatch-
ery, aired 29 August 1949.

“Two months after WOW.TV went
on the air,” Woodbridge said, “Staley
Milling Co. had bought a farm pro-
gram. The man in charge of that ac-
count is John H. Dow....”

Dow is one of B&J’s vice presidents
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Sponsors pile up winning seasons, one after the other,
with WBNS. We've got loyal listeners (in fact . . . more
listeners than all other local stations combined). Our fans
stick with us through the TOP 20 PULSE-rated programs

and follow through with record purchases of WBNS-

advertised products.

ASK
JOHN BLAIR

COLUMBUS, OHIO

CBS for CENTRAL OHIO



ind acconnl executive on g number of

portant accomnts which n-e radio
ind v Staley Millmg Colo Gland-0)-

Lac. Loacky Tiger hair tonic and others,

His olhee was cluttered with point.
of-purchase displavs for Lucky ‘Figer,
Gland-O-Lac
prints and other evidences of his ad-

posters,  four-color  re-
vertising activities,

“We believe we were first with agri-
ultural programing on tv.” said Dow.
‘But radio still is vitally important.
Take Gland-O-Lace for example.

“It's a line of medicines and bio-
lovies for chickens.

“In the past it never used radio year
round. but rather just at those times
when farmers were hoyviy pnnltr_\ sup-
plies.

“We convineed the Gland-O-Lae peo-
ple that they should advertise all vear
to pre-sell farmers on their

We put 607 of the hudget
and in two vears sales in one
state are up 3077, Now we're on three
~tation= bhut hope to expand to eight
or 10. We know radio is doing an out-
standing job.

“] think noontime farm radio has
never been a~ good as it i~ today.”

m order
product.
mm radio

4
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40 E. 49th St.
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Please send me Binder holding 13 issues and bill me later.
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for quick, easy reference

to your copies of
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get the durable new

Sponsor binder

looks like a million . . .

[ costs only
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(] 84 one binder
] 87 two binders
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I told Dow that Woodbridge liad
mentioned the Staley tv advertising.

*Since fall of 1919 we've experi-
mented with various times of day and
program formats in an effort to find
out how to reach the farmers via n,”
Dow replied. “We've gone through
fonr phases:

1. Noon market report with pie-
tures of livestock taken that morning
to <how farmers what the stock looked
like that very morning as it came in.
Thi~ wa~ in the earlv davs on tv.

“2. Farm commentary, an inter-
view kind of program at the noon hour.
Then it was moved to evening time.

3. .\ panel quiz show called Toun
& Country. ldea was *who's siharter—
the ¢city man or a farmer?” Three busi-
nesz men and three farmers from a cer-
tain community were featured on each
show. This was run in Kansas City.
Omaha, Springfield and St. Joseph.
IU'x still on Springfield and St. Joseph.

“The fourth, and latest. is a noon
show with stock market reports, weath-
er and so forth. In Kansas City. over
WDAF-TV. the program is staged by
the University of Missouri School of
Agriculture. It's a good show.”

After experimenting with tv for five
vears, Dow has a strong feeling that
there's no such thing as a real farm
program on television.

“Radio built up a solid nuvon hour
audience’ that brings every member of
the family to the radio.

*At night. the farmer—Ilike the city
person——wants to be entertained. After
the chores are done—and they’re done
pretty early now with our electrified
farm—he wants to relax.

“We know that he histens to the ra-
dio for information. weather. markets,
news. We haven't been successful using
tv for information and education at
night. We think it’s an entertainment-
only medium-—at least during the eve-
ning hours.”

Lucky Tiger is using radio in about
20 markets. About 307¢ of its budget
goes to radio. about 70¢ in national
magazines.

“We use radio for Lucky Tiger in
‘ailing’ markets.” Dow said. “in mar-
kets where we need local promotidit.

*We use mosth d.j.’s and local per:
sonalities.”” Dow said. “*We send each
one some Lucky Tiger hair tonic and
shampoo. We ask them to try it for
two full weeks. Then we tell them to
go on the air and tell their listeners
why they liked the products. in their

SPONSOR
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{ 1 Waras
\lthough we're u-n radic
~onalities now. we wilh expand to tv

olh

i cerlain market<,”

Did Dow have any other connuents
aboul radie?

“There’s one thing wrong with ra-
dio.” e said. “Radio people generathy
<honld <pend more time listening to
their own radio stations.”

By this time I'd been in BAJ ser-
eral hours. But | hadn’t seen oy im-
peceably dressed 1vy League graduates
transporting mail from oflice to office.

“We don’t follow the mail room the-

ory of traming people,” Dow  said.
“We dont want people fresh out of
~chaol. We'd rather hire a man after
hes had two or three yvears of good,
<olid background in media. The agency
husiness is too hard for youngsters to
pick up when theyre right out of
~chool. Some of our people come from
newspapers. some from radio or .
We have 56 employees in Omaha now.
There are 197 BX] eniployees  alto-
gether.”

W oodbridge came back to
to see how Dow and |
along. If you're about

Sandy
Dow’s oflice
were getting

ONLY with KXLY-TV

CAN YOU REACH

ALL the television HOMES

. FACTS SHOW IT!

21.8%
(Videodex
thousands of TV area homes
OTHER TV STATION .
foot tower on top of Mt. Spokane.

RESULTS PROVE IT!

“iIt would certainly appear that our association
with KXLY-TV has proven to be a wise choice on
our part,”” says Mr. Charles Radford, advertising
in the Spokane Market.
Statements such as this are plentiful. KXLY-TV
advertisers get desired results!

KXLY-TV gives
weekly audience

manager,

RICHARD E. JONES
vite pres.& gen. mgr.
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IGA Stores

greater metropolitan
Feb. 1954} PLUS
reached by NO
. . because of the 6018-

WASHINGTON|

Rep.- AVERV-HNODEL
Moore &lund:seottle,portiond

through here,” he said, I want you te
Randall Packard and Henrietia
Kieser. Randall is a v.p., handles the
Storz beer account. Henrielta’s also a
v.p.s she's copy chief.”

e

Storz and guts: “The big reason for
Storz” success,” said Packard, toying
with a Storz can. “is that they've got
advertising guts. They're not afraid o
¢o inlo a market where there’s a big
conipetitor. And it has follow-through,
whieh is just as importam as the initial
courage.”

In spite of increased national conpe-
tition. ’ackard says Storz has raised its
output from 130,000 to 400,000 bar-
rels annuath, “This i= a big increa-e
for a regional product. when regionals
have been dropping.” he observes.

It was then I learned that to sell any
beer in Nebraska is a tough job
“There’s not the large off-sale of beer
in this state that you have in, say. New
York.” Packard said. “For instance,
out of some 500 to 600 grocery stores
i this area, only 50 or 00 <ell beer.
They account for only 57 of all the
beer =old.

“That means: that you doun’t have the
housewife buying beer at the store as
an impulse item. H che’s buving the
family groceries. she has to get beer in
atavern -and most women think twice
before popping into the neighborhood
tavern.

“W hat we do is lo get the man to buy
beer when he stops by the tavern.
We've found that over 30 of the men

| who buy tavern beer tu take home buy

it on impulse. You can see how impor-
tant p-o-p displays in taverns are. then,
One tavern owner was finally talked
into putting in some Storz p-o-p mate-
rial and he found- -to his delight--that
his sales were upped 31 as a result.”

IPachard has another problem in sell-
ing Storz. Lack of broadcast media.

“Up to a vear ago.” he said. “only
two stations in this entire area would
take local heer advertising. But even
at that time. over 257 of the media
budget went into air media. Now there
are eight or 10 stations that take Storz
advertising =0 the budget. airwise. is
being upped.™

Packard’s phone rang. After hang
ing up he turned back 1o Woodbridge
and me. “Meeting coming up.”” he
said. "But if yvou have more questions,
Henrietta will probably know all the
answers, ...
r. r.

and edvertising: Henriettd
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to do the
Best TV Sales Job

in Western New York

CHANNEL
100,000 5

watts
WHAM-TV

WHAM-TV
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Rochester’s most power-
ful station—now tele-
casting on 100,000 watts
—extends its leadership
and coverage to 17 sales-

producing counties.

CHANNEL 5

Rochester N.Y.’s \

i
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MOST POWERFUL |

Station

When you want your
product to gain first
position in this area, use
WHAM-TV—the first
TV station that’s still

first.

*population...
1,029,200

homes...
315,050



Kieser's ofhee 1= right neaxt door to
Frank Miller’s. They work closely on
several accounts as well as over-all
J2CNCY npvl‘aliun.

“1 don’t know if vou've heard it be-
fore.” she told me. “but our philoso-
phyv. if vou can call it that. is that you
can’t divoree advertising from public
relation=." (1 already had noticed that
the firm’s letterheads <aid “Bozell &
Jacobs, Inc.. Advertising and Public
Relations.")

“We define public relations]” she
said. “as any contact between a com-
pamy and it customers. Advertising is

one of <everal lminls of comact,”

On Miss Kieser's desk | noticed a tv
<toryboard and some radio commer-
cials. So I asked her what she had to
do with radio-tv.

“l try to coordinate information on
stations and services.” she said, “IUs
part of our file and library set up.

“We keep up to date on radio and tv
 several ways.

“Of course. Harold Fair, in the New
York office, keeps in touch with the net-
W ()l‘kS.

“And we get quite a few media reps
through Omaha. We have a high re-

ﬂ;%% T -476de aeea inouw as B Cn-Li-Tox
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~
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. SHREVEPORT

IS THE MAJOR TELEVISION MARKET

... with a consumer spendable income of $3467,597,000. PULSE
PROVES that precedent-setting KSLA . . . Shreveport’s FIRST ond

ONLY television stotion
home porish with

138 %
o4 %

. . . DOMINATES Shreveport and its

of the TV audience daytime!

(100600 P. M)

of the TV audience nighttime!

(6:00-12 MID.)

PLUS ... the top 15 Ark-lo-Tex once-o-week shows!
The top 10 Ark-la-Tex multi-weekly shows!

Fringing the outskirts ond getting to the
heort of o morket ore two different
things. Heres proof thot 10 sell the
Shreveport TV oudience you must buy

the SHREVEPORT Tv STATION

Channol /2

Represcated by

KSLA

SHREVEPORT, LOUISIANA

Atfiliated with

¢ NBC e CBS ¢ ABC o DuMONT

Codde Pansh talepylie Avg 79 1934

Maw Yok Chucoge

PAUL Il. RAYMER €CO., INC. e oo
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ward for media reps.” she continued.

Sandy Woodbridge stuck his head
m Miss Kieser's door.

“It's getting close 1o quitting time,”
he explained, “and I want vou to see
the art departmment, .. ."" It looked like
a combination of a Salvador Dali paint,
g and a HHouse & Garden den.

“This s Floyd Wilson’s suite.”
Woodbridge said as we walked in, Wil-
son. who looked more like Hollywood’s
idea of a stock broker rather than an
artist. got up from his drawing board
which was Dbuilt into a big L-shaped
desk.

“I'm working on a storyboard right
now,” he said, "INl he for Mutual of
Omaha.”

Wilson looked at his watch, Wood-~
bridge looked at his. Then | looked at
mine. It was 5:30.

“Well.” <aid Woodbridge. *1 think
vou've about covered Bozell & Jacohs’
Owmalia operation.”

“When you get back to \ew York,”
Wilson interrupted, “yvou might wamt
to stop by that office.”

Woodbridge and 1 left Wilson’s oft
fice and went up a flight of stairs to
Woodbridge’s. The other offices were
dark.

“We don’t have to work overtime too
often.” Woodbridge said. as we left his
office and rode down the elevator to-
gether. “l guess there are fewer in-
terruptions here than in New York.
Anyway. we seem lo get outl pretly
good work on time, . ..

P. 8.2 When I got back to New York,
I called up Henry Obermeyer, one of
four vice presidents in B&J's New York
office,

1 forgot to find out something about
the agency when | was in Omaha.” I
told him. “It's about yvour Nuclear
Energy Information Division.™”

“Come on over when vou have a
minute.” Obermeyver said. “I'll show
vou what it’s all about and you can see
the New York office while vou're at
...

B&J's Gotham oflice is a short walk
from sroxsor. It covers the third floor
of 2 West 15th Street Building.

Obermeyer greeted me by handing
me two fat hooks.

“These volumesz.” he said. “contain
just about everything there is to know
about nuclear energy — that c¢an be
made public.

“We sav nuclear energy instead of
atamie  energy.” he said “hecause
atomic has a =ort of scary connotation,

SPONSOR




The industrial pageant of our busy Ohio River
Valley presents many spectacles that are as arrest-
ing to the eye as its statistics on industrial output
are appealing to the mind. In both cases, fact con-
sistently outstrips fiction.

No visitors from outer space, these flood-lit spheres
are actually part of one multi-million dollar oil re-
finery, working twice around the clock each day
to provide fuels and lubricants for a mechanized
America. It is only one of the hundreds of manu-
facturing plants that give steady employment and
spendable prosperity to the million families who
live and work in our industrial heart of the nation.

Two facts, we think, are significant to you: (1)
These people spend over two and a half billion
dollars a year for things they want. (2) The only
advertising medium that, singlehanded, gives in-
tensive coverage of this whole 116-county area is

WSAZ-TV.

Whatever you’re selling, with WSAZ-TV you can
show and talk about it right in the front parlors
of over 400,000 TV homes across five states. You
can do this with the knowledge (and immediate
results) that your message is more persuasive for
being delivered by a well-known, well-liked friend.
The proof is abundant — as the nearest Katz office
‘will be glad to show you.
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Latest methods and modern equipment combine
to make this giant oil refinery near Ashland,

Kuy., an important producer of petroleum products
It is operated by the Ashland Oil & Refining
Company, and is another example of

the great industrial diversity throughout

WSAZ-TV’s 116-county area.

T E L E VvV I S I O N

Huntington-Charleston, West Virginia

Channel 3 —100.000 watts ERP

NBC BASIC NETWORK-affiliated ABC and Du Mor

Also affiliated with Radio Stations WSAZ, Hunting

Lawrence H. Rogers, Vice President & General M \Z,
Represented nationally by The Katz Age



great day
In

the
mornin’

{3

-~
(and
afternoon,
too!)
,
You bet housewives in the Greater
Wheeling market watch WTRF-TV

(n the daytime as indicated by :
these Spring TELEPULSE ratings:

Breakfast Club 1.9
Ding Dong School 924
Betty White Show 9.9
Armchair Theatre 10.1
Calling All Carrs 13.5
Pinky Lee 18.0
Hawdy-Doody 18.7

That's quife a lineup of daytime
TV, supplemented by local origi-
nations, cll pleasing WTRF-TV
listeners. |f you're interested in
reaching a receptive daytime
oudience (we're practically S.R.O.
ot night) call Hollingbery or
Wheeling 1177 for ovailobilities
on WTRF-TV—the BIG station in
the Wheeling market.

witrf-tv

Channel 7 316,000 Watts

NBC Prmory . ABC Supplementary
REPRESENTED B8Y
HOLLINGBERY

A

Now equipped for network color TV,

116

“These hooks,” he ~aid. “are our nu-
clear energy ‘Kits.” As you know, the
Flectrie Light & Power Companies is
one of our client<.  So all the ELP
menmbers got the kits for olivious rea-
sons. But let's go iu o see Don Hoo-
ver.”

Hoover i< president of B&J in New
York. Bozell & Jacobs i« organized xo
that all offices are under cotmmon own.
ership but each oflice  except the two
service  ofices in Los Angeles anid
Washington- are full-fledged agencies.
with their own executives and officers.
Hoover i~ president of the New York
“agency.”  His office i~ comfortabh
furmished with leather upholstered
chairs and a matching =ofa. He has a
big mahogany desk with an antique
desk lamnp. Next to the desk is a tvpe-
writer,

“Most B&J executives think on their
tvpewriters,” he said. 1 recalled that
Frank Miller had one in his Omaha
oflice.

I asked Hoover if the Nuclear En-
ergy Information Division had gotlen
the agency any new accounts,

“Not one.” he said. “That wasn’t
the reason for setting it up. We de-
signed it as a service to exisling ac-
counts.

“By 1951, we knew that nuclear en-
ergy would aflect—sooner or later —
virtually all our clients.

“It would affect power companies.
who might comeday use nuclear energ,
instead of coal or water in generating
clectrical current.

“It would affect our drug and medi-
cal accounts.  Theyv use neutron<—or
something like that—in tracing the
path of certain injections made in both
animals and humans,

“It would affect our food accounts.
Staley Milling Co.. for example. might
be able to u<e nuclear particles in fer-
tilizer. thus getting more grain out of
each acre.”

I asked loover if anyone could come
to B&J for data on atomic—I] mean
mclear- -cnergy. He said they could;
the kit<. he said. are sold for S8.

“Well™ 1 said. it sounds as if BAJ
reallv Keeps up on things. What's vour
neat project after nuclear energy 7™

“Weve already started it he said.

“IUs =olar energy.” He paused a
moment and chuckled. “People don’t
call u~ a pioneering ageney for noth-
ing.” he said.

INent issue: a visit to Gardner Ad-
vertising.  =t. Louis. and  Campbell-
Iwald. Detroit.y * k&

PHILLIPS PETROLEUM
(Continued [rom page 43)

spot approach i radio. It i~ still
-pon~oring the \National Darn Dance
in Chicago on WLS. which it has had
for many vears. lt~ present half-mil-
lion dollar radio hudget testifies to the
company '~ continued faith in the aural
medium.  Actually, radio permits pens
etration in ~ome hillips areas not coy-

ered by their tv programs: it al<o ties

together with the tv campaien in other
areas to form a potent ad package,

'resent radio coverage hit~ 15 mar-

kets.

Phillip- find< the <ame advantages
m spot radio as in spot tv. In add:-
tion. it is able to make good use of
the local program which it finds un-
feasible in the sight medium. Nost
of the Phillips programs are newscasts
by the outstanding local newscaster.
usually a man who has built a loyal fol-
lowing over a long period of vears.
In most cases. too. in order to exploit
the local potential to the full. the copy
is delivered live. either by the per-
sonality or by the announcer. who has
been auditioned via recording. E.L's

(Please (urn to page 120)

n

Wichita Falls,
Texas...

mote people’
watch

KWET-TV

CHANNEL 6
(BS & DUMONT

*Wichita Falls TELEPULSE for June
7 thru 13, 1954, from 6 AM. to
12 midnight, shows that more
viewers were watching KWFT-TV
during 76.73% of all the quarter
hours when a television station
was on the air in Wichita Falls!

SPONSOR



]
1

Gives you the sales power and prestige
that sells more goods than any other Atlanta

tv outlet...because WSB-TV is—

/

7

| /
The great AREA station
f the Southeast

Atlanta, Georgia

vy CHANNEL 2

* 1062-FT. TOWER Represented by Edw. Petry & Co.
* 100.000 WATTS Affiliated with The Atlanta Journal and Constitution
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NOW ON 7# '4//? /

THE MOST POWERFUL & v
STATION IN NORTH AMEIIRICA

@gg[gjyaw vetnind

GUARDIAN BUILDING
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MOST PEOPLE
IN WHEELING

KEY TO/THE GREAT WHEELING M{\RKET
" ) nf'l‘

plus (""’?ezzzzae&zzzw; -zz-":n.'.'z:zzzz.’zzzmm‘u‘
Steubenville - Pittsburgh - Youngstown

THE BIGGEST BUY

Canton

IN TY TODAY

1,083,000 TV homes for the price of 399,400

*CBS reconrch
*%54,49, of Wheeling's entire viewing
oudience saw the June 13 Cleveland-Boston
ball gome on WSTV-TV,

**589% of Wheeling's survey respond-
ents sow Senotor McCarthy's Senate Investi.

gating Committee Heoring‘s :n W;I\{-TV. And NOwW!
rcen was even higher— —in the
A el o=l FULL POWER
230,500 Walti}

Be realisticl Don't limit your thinking about

WSTV.TV's extraordinary coverage. The clear from our

signol of this stotion extends far beyond 881 1.

Steubenville — blankets the rich Wheeling mor- MOUNTAIN-TOP

kel — pervades the 9th largest market in the TOWER

country: industrial Pittsburgh and nearby Contan 204 n

ond Youngstown, Yet you pay for only a froc.
tion of whot yau get|

Wsrv

ANOTHER AVERY KNODEL REPRESENTED STATION

\nbou 1ea loval)

TV STEUBENVILLE-WHEELING
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| PULSE FOR DEPENDABILITY

Check these Important Advantages
of this new Nation-Wide Service

U.S. Pulse TV pravides a timely sales aid and a True
Mecasure af what yaur TV dallars are buying in this.

periad af dynamic change

[] Unprecedented large sample—giaranteed mmimims of
250710 completed inteeviews for every davtimn network pro
gram, eegardless of length, £ 000D mimmum completed intee-
views fur engry righttnn program  regardless of length

Unparalleled statistical accu-acy' muamum er1or possiblr
/10 of 1 per cent of n able offoct o comparigg
nrne <ol al

only il

al thiwne

92% of U.S. television population 1n the
sample 11 drawn

62 arcas, ration wi ke ehishibulion

27% of sample cueal  the homes hard to get By amy, oflwr
thod. 1n sigiidigant number

| Accurate audience composition ehuldegn
fecnogers wi were per progeam, as reported by all members of

wach hous hold interviewed

en, v

Special tilms sectien, muli mack shwigs of half-hour

tHm programs

(] Total number of stations for each network

ptopared by Sponsor Magazme

prograr

Convenient indexes nghvigdual sponsar dnd by pro
raim hitle for rapid rference
[] Complese comparability of data o5 reporiec the m

fividual per markal TelePulse copies, the latter vital m re-
vealing the indiidual markete requining exleg merchandising,

promotion, salvs ¢ffort

Sensible price as Litle as $100 monthly for subscrbers
to the Pule ratho and TV repor Tral usage will more than
substantiate every clam made for this usetul new US Pulse

ECORY nu rerquy’

1 1 J iy RALTS

This month thraughaut the U.S., 117,000 homes are
being interviewed for next manth’s “U.S. Pulse TV"

AMD URBAN COVERAGE

Inc.. 15 West -16th St., New York 36
Telephone: Judson 6-3316

PULSE,
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ANAT - |
IN ROCHESTER ELAIE Y= L yge.

CHANNEL 10 NOW LEADS!

After only 8 short months on the air in this Two Station Market —

CHANNEL 10 LEADS IN THE MORNING!
CHANNEL 10 LEADS IN THE AFTERNOON!

CHANNEL 10 MAKES IT A “DEAD HEAT” IN THE EVENING!

SOURCE: Hooperatings, July 1954. Sunday through Saturday. It’s what
top programing, promotion does for a station! Detailed breakdown on
request We have a few fine spots and times available for September

starts . . . Phone or wire! B -u—-s,,\}
CHANNEI. '|o

125,000 WATTS o BASIC e« ABC AFFILIATE

OPERATED SHARE TIME BY

WHEC - TV-WVET - TV ROCHESTER N.Y.

' CBS

TELRK ST
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to the Nation's
Test Market!

WLBC-TV

Muncie . . . sometimes called Mid-
dletown, U.S.A. . . . has been the
nation’s recognized test market for
years. Reach this rich Muncie area
market via WLBC-TV.

% 70,000 UHF sets (May 1954)
% 65% tuned to Channel 49
Y $225 Base Rate

% All 4 networks

v Prcven Test Market

CHANNEL

a9

INDIANA

MUNCIE,

126

PHILLIPS PETROLEUM

tContinued [rom page 1106)

are  used o avgment these radio
pitches. particularly when new prod-
ucts are being launched.

Some of these shows are in evening
titne. where the personality has proved
lii< loyal following. In Des Moines, for
example. their 6 pan. newscast is the
top-rated radio program in the market.
But the great trend has heen to early
morning prograwmng, the 7-8:00 aan.
period where possible. As Frank Mace
explains it: “We Delieve people have
been conditioned to listen 1o the radio
for morning reports of news. weather
conditions. crop reports and so forth.
while they are doing other things. We
expected the shift in listening when tv
first got started. and simply adjusted
our ad program to go along. We are
firm believers in the value of radio.”

Mace also is convinced that there is
a large car-riding audience that is of
particular 1mportance to a company
promoting gasoline and motor oil. Ra-
dio, he feels, also allows for great
flexibility in the commercial story;
Phillips takes advantage of this to
switch commercial copy ax the weather
and seasons change.

Tips to film nsers: Several vears of
experience with syndicated films have
taught agency and client certain im-
portant lessons. some of which came
from sad experience. llere, for exam-
ple. is the Lambert and Feasley atti-
tude toward “bicycling” of prints—
they are dead set against it. On some
of their past shows the agency found
that a print sometimes reached a sta-
tion damaged, in no condition to go
on the air. 1, for any reason. the sta-
tion failed to notifv the agency in
time. no show could go on as sched-
uled. And even if a print were sup-
plied, the cxtra expense of printing
and shipping could never be made up.

To avoid such troubles as broken
sprocket holes. scratched emulsions.
lears, and unforeseen trausporlalion
snafus. the Ziv organization is given
the responsibility  of checking the
quality of each print. Prints go di-
iceth to the stations from Ziv. They
are probably new prints in most cases.
but even if they are not. the client is
assured of a thorough inspection be-
fore shipment. and thus of perfect
quality at the station.

Shipping the prints from a single

source offers an importamt advantage
m greater control of commercial tim.
ing.  With connnercials cut into the
~how, bieyeling prints from station to
~tation would make it almost impossi-
ble to schedule airing of commercials
at specific periods. since a nuinber of
different commercials would be float-
ing around at any given tine. But cut
ting in the commmercials at the point of
shipment, the client can control pre.
cisely the co-ordinated launching of a
campaign.

This brings up another question—
why not have the station cut in the
counnercial print? Here is how Lam-
bert and Feazley look at it. The com-
mercial is, after all, the basic ad ele-
ment, and it inust be handled right.
The more hands involved. the greater
the chauce for a slip-up. The equip-
ment and personnel of the stations
vary in quality and ability. With 27
organizations splicing in comnmercials
there is a greater chance of something
going wrong than with one organiza-
tion you know is geared for the work.
With one, the operation is smoother.

MEMO TO MEDIA
BUYERS:

WRBL Radio and WRBL.TV
are the ONLY media in
Columbus with *“AREA IM-
PACT"!

The only means of delivering
your clients’ messages to 92
of ALL homes by radio and
to 50 of ALL homes by tele-
vision . .. and, at lowest cost-

per-thousand.

WRBL AREA is IMPOR-
TANT in the Southeast!

636,000
150.000
138,000

82,000

Population
Families
Radio Homes
Car Radios .
TV Homes 74,000
Retail Sales (000) §360,500
E.B. Income (000) . $670,000.

COL UMBUS, GEORGIA
| CALL HOLLINGBERY |

SPONSOR



WONDERING ?

INDIANA_

OHIO

7

ILLING

This is WAVE-TV's caverage
area, based an engineering

~ studies and mail respanse. Qg
e
h

KENTUCKY

. 1f you are wondering how to get the biggest TV

audience in Kentucky and Southern Indiana —
ASK YOUR REGIONAL DISTRIBUTORS !

Now you can quit wondering, pondering or “‘thinking” about

what TV station to use in Lovisville! Grab your telephone,

and ask your distributors anywhere within 100 miles—

“What is your favorite Lovisville television station?”

Lots of busy ad men have reached some quick and accurate

conclusions this way. We bet you can, too!

WAVE-TV

I N S=s

#

‘ CHANNEL3 * LOUISVILLE

9 FIRST IN KENTUCKY
Affilioted with NBC, ABC, DUMONT

p

NBC SPOT SALES, Exclusive National Representatives

)
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TOP QUALITY!

MARY McGUIRE

W oomen's Interests [hirector

Conducts WWTV'S popular “"Homemaker's
Time'' Monday through Friday each week.
Mary brings to WWTV Land 11 years of
Home Economics Extension work in Michigan
and extensive TV programing with Michigan
State College.

Educated at Menominee Normal, Ferris In-
stitute and Home Economics Degree at
Michigan State.

Past Secretary of Michigan Home Economics
Assn,, past officer of Michigan Home
Demonstration  Agents Assn., member of
National Home Economics Assn.

Mother of two year old son, Mary knows
how to talk to homemakers from both train-
ing and first hand experience.

CADILLAC MICHIGAN

PRIMARY CBS "ABC, DUMONT
REPRESENTED 8Y WEED -W.L.SALES, GCRND. RPDS.

Wichita Falls,
Texas ...

mote people”
watch

KWET-TV

CHANNEL 6
(BS & DUMONT

*Wichita Falis TELEPULSE far June
7 thru 13, 1954, from 6 A.M. to
12 midnight, shows that more
viewers were walching KWFT.TY
during 76 73 % of all the quarter
hours when a television station
was on the air in Wichita Falls!
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By having the Ziv organization han-
dle the commercial iserts. the client
and ageney are assured of delivering
a complete, perfect package to the sta-
tion. and knowing. therefore. that it
i~ unnecessary for an ageney rep to be
on hand to supervise anvthing. L ix
a great saving of sweat and worn.

Jet-propelled football filins: Thix
careful attention to the mechanical de-
tails has paid off in a smooth-running
film operation. Even more impressive
from the point of view of efliciency is
the lightning-fast footwork that turns
perfect film <hows of foothall games
over 1o stations within 18 hours after
they have been played. \ series of
finely-executed  transportation  plavs
and  high speed lab and produetion
operations are imolved in providing
the Big 10 and Big Seven Game of
the Weelk to the 27 markets in the
Phillips area. Heve's how it works.

After a pre-selection of games by
the agency in New York, hased on the
expertl’s forecasts, Sportsvision. Inc., of
Hollvwood. =end~ five-man crews to
the two conference games. Each en-
tire ganme is zhot, on 16 mm. The film
rolls are flonn immediatelyv to the
Acme lab in HNolhwood, which has
turned over its entire facilities for the
weekend operation. The plane is met
at the airport, cither Saturday mid-
nicht or early Sunday and the film
rushed to the lab. The answcer print
is ready for viewing at 6:00 p.m.
Sunday night!

The prints start leaving the lab that
night at 9:00 p.m.. the latest going
out on Tuesday. Since the shows are
slated  for Tuesday, Wednesday or
Thursday. there is plenty of time for
the prints to get to their destinations
around the sprawling expanse of the
Phillips marketing area. For safety.
cach Big 10 station i< sent a print of
a Big Seven game in advance to hold
i reserve just in case, while a Big
Seven station is sent a safetv Big 10
print.

It i= a fast-moving operation that
Joln Bates. or Frank Mace. together
with a Phillips representative. have
to oversce. Each week during the 13-
wech ~ea~on. there is weekend com-
ututation between New York and Hol-
Ivwood. A\t the Holhv wood end agency
and client supervise the rapid editing.
and the recording of the ad-lib narra-
tion (Bill Brundage does it with a
“live” quality Iy following a cue heet

and a ~potter as he watehes the film),
llow do you control the commercial
part of the show nnder such hectie
conditions? To cut in priuts of the
commercials as is done in the case of
I Led Three Lives would require
time and cutters at a moment when
both are precious. The solution in the
Phillips case is to avoid the print stage
entirelv. A negative of the commer-
cial i~ edited into the negative of the
film along with the other footage. The
entire package is then printed as a
whole. Thus, the cut-in process occurs
only once, and again assures complete
control at the transntission end.

In the early days of the operation
~-nafu~ did occur from time to time, a=
might be expected in a country where
the weather i~ not always well-hehaved
and where human beings are only hu-
man. The amazing thing is. however.
that in the entire 1953 season there
was not one slip-up anywhere along the
line! How smooth can an operation
gel?

You might think all this is quite ex:
pensive. and you would be right. Tt is.
AL least a~ expensive a~ a good dra-
matic film show on a per station hasis.
according to Frank Mace. Nor are
the ratings probably the best. How:
ever. Phillips feels that the selective:
ness of the foothall shows makes up
for the lack of rating. Men are. after
all. the primary audience aimed at by
Phillips. and they are still the fans. b
and large. The foothall fan loves to
see the game. and. as Phillips has
found, he tends to be grateful to the
sponsor for bringing it to him. Lel-
ters, dealers’ comments. word-of-mouth
reports, all convince Phillips that in
the football series it has a powerful
promotional package.

5

Combining the fall football seriest
with / led Three Lives for the rest:
of the vear permitz Phillips to take
advantage of 52-week discounts. It
further provides continuity of cover-
age. Phillips has reason to believe that
the foathall series adds new audiences
to those large oues already reached by
the dramatic show.

Station promotion: \s mentioned
carlier. the spot-fikn approach seems
to encourage the station to go all out
in promotion, At least that has heen
the Phillip~ experience. It is no small
factor in Bill 1linman’s sizing up of a
station. by the way. Seme of the prév
motion aids now offered by :tations.

SPONSOR”

M



IF YOU
KNOW...

The Northern
California market
(and KPIX)..

THIS'LL ee
a CINCH! |

area of KPIX,

But is it?

3.county coverage

E Let's give YoU ¢ hint. In the 2
, Chonne\ 5, San Francisco, there are:
' 4,161,500 oeople
\,369,400 family units
982,070 TV homes
Ready for the quest'\on? How many impressions per average
weekaré currentl deli ered by KP\X?Whichisthe correctﬁgure?
4 \23,456,275
4 97,453,227
240,905,
225,28 352
if you said “240,905,270" you'd be correct - -- the largest num-
ber of weekly impressions delivered by any Northern Cali-

fornia TV station.

This should g
San Francisco market. For mof [

kpix
PXs

Pt
P FRANCISCO V @
| Repre;e;ege;lbfb f(i;BS,and DuMont 72’/' C'ALI At I o
y the Katz Agency evision Networks ‘ l KDKA. g?nb' o

. Pt
@ | WOwWo, Fa:r:ul;ih«

| ;(ZEX' Portland e
epre.
sented by Free & Peters, Inc.

W
ESTINGHOUSE BROADCASTING COMPANY, INC

WBZ-
BZ-WBZA « WBZ-TV, Boston

20 SEPTEMBER 1954



If you-use TV-film
you'need BONDED
TV film service!

Saves You Money, Worry
and Mistakes!

COMPLETE TV FILM SERVICE FOR
PROGRAMS OR COMMERCIALS

Shipping ® Splicing ® Routing,

Scheduling, Print Control
Records ® Examination,
Repair, Cleaning, Report on
Print Condition ® Storage

Supplies, Equipment

LOS ANGELES * NEW YORK
904 N. La Cienega 630 Ninlh Ave.
8R 2-7825 JU 6-1030

FASTER, SAFER, LESS COSTLY...
Because it's More Efticient!

»¥Mcet the Artist”’

BMI introdnees another
complete continnity pack-
age as part of its regnlar
Station Nerviee.

“VMeet the Artist® comes
to vou as a I5-minnte—
three-per-week  series _uf
ceripts highlighting lwh.lnd
the seenes glimpses into
the nmusie bnsiness . . . the
aories of Anterica’s favor-
ite  wmns~ieal personalities
and their song hits.  The
material ix factual, np-to-
the-minnte and  presented
in an easy, informal style.
Di~c jockeys will cnjod
nsing it—listeners will ap-
preciate hiearing it.

“Meet the Artist” fills o
speeial need in areas where

aneh  data is not  easily
asailable . . o highly eom-
wmereial.

¥

BROADCAST MUSIC, INC.

NEW YORK o CHICAGO o HOLLYWOOD
TORONTO o MONTREAL
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according to Hinman are: dealer meet-
ings and luncheons with station men
where the dealers are informed of the
show and get to know the ~tation peo-
ple; dealer display< for use m dealers’
bus and taxi cards; bill-
bhoard~; letters to dealers: ad< in news-

windows;

paper and local tv publications.
The effort put behind the spot show

is. in the eyes of the ageney, one of
the outstanding benefits of this tyvpe of
tv broadcasting.

The commercial pay-off: |n the
end rales are the payv-ofl. And to
achieve volume it ix not enough to
reach an audience. you must hit them
with a convineing <ales message. Here
1= the Phillips approach to commer-
cials: A commercial should not at-
tempt to compete with the show as en-
tertainment. for this is rarely done suc-
cessfully: it should be informative and
interesting; and it should bhe short,
not more than a minute.

The Phillips film commercials follow
this prescription. As run off for spoxN-
sok thev showed demonstration tech-
niques simply but graphically em-
ployed to prove the superiority of Phil-
lips 66 Trop-Arctic All-Weather Motor
Otk testimonial-ty pe
commercials push the new premium
gasoline, Phillips 60 Flight Fuel. which
i« said to utilize an exclusive ingredi-
ent developed by Phillips for aviation
use during the war and only recently
released this vear for commercial use
by the government—it is called “diios-
opropyl.”

The new prenmium fuel has heen on
the market since spring and has been
featured in the Phillips ad campaign.
How well has the advertising worked?
No precise figures are available at this
time. but the company reports that the
premium fuel has caught on and that
sales are mounting rapidly.

The future: Will this successful spot
pattern be

Strong-selling

for futnre use?
Despite it= proven success. o one can
really tell. Client and agency are con-
cerned, as mmany are today, with mount-
ing costs of tv advertising. As the
Phillips” marketing area expand-. it
may prove too costly to cover it via
the present svsteni.

retained

But this is for the crystal hall ex-
perts to answer. As for Phillips and
the Lambert and Feasley agency, theyv
will simply continue to watch trends
carefullv and to adjust their advertis-
ing thinking to the needs of the mar-
ket as they emerge. B

SARAN WRAP

(Continued from page 361

silver from tarnishing,

Saleswise, Saran Wrap has a 9.2
annual turnover. which is equal to all
but one of the e<tablished brand names
of houschold wraps, according to a
recent agency presentation. (By turne
over 1~ meant the rate at which a retaijl
store turnx out its stock annually.)
The leading paper shows 1%
“turns” (turnovers) a year, while other
papers turn an average of 9.2 tunes
The leading foil shows 9.2 turns. all
other foils 6.1 a vear. “Our goal is a
turnover of 17 times a year.” says
Ernie Jones.

Saran Wrap retails for 33¢ a pack-
age in super markets, slightlv higher
in the independents.

~ince the air campaign started, NBC
has extended merchandising support
which has given Saran Wrap a consid-

wax

erable additional hoost, points out
Jones.  NBC’s  merchandising field
men reinforced Dow’s own food

brokers in getting distribution. During
April and May of this vear. NBC ran
a special promotion. “Star Value
Parade.” for a selected group of clients
including Saran Wrap. The extensive
effort put point-of-sale displays in over
5.000 super markets throughout the
country. Displavs tied in with the ts
shows.

It may or may not have had any thing
to do with thi~ special push but it was
in the spring of 1954 that demand for
Saran  Wrap exceeded production
quotas and the pipelines ran dry for
two weeks.

Dow’s present sales objective with
Saran Wrap is to sell one-third of the
families in the U.S.—20 million fam-
ilies—two or three boxes a year each.
Considering that sales have already hit
the three-million-a-month mark and are
steadily increasing. this does not seem
to be very far out of sight.

Commercials for Saran Wrap stress
the versatility and the special features
of the product. Except for Dave Gar-
roway’s live pitch on Today. they are
all one-minute film plugs which point
up one or more of the product’s five
main features:

1. Transparent

2. Self-clinging: no
rubber bands or string

3. Moisture-proof: foods stay fresh
for months

4. Odor-protecting

5. Re-usable: tough and washable

need to use
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Here is a portion of a typical plug
delivered by Carol Brooks, the “Saran
Wrap Girl” who appears in all the
product’s film commercials (as she
talks, shie demonstrates) :

Saran Wrap lets you prepare a sum-
kner supper or even a picnic way ahead
of time. Just watch how this magic food
wrap clings to form a tight and mois-
ture-proof cover that keeps meats fresh
and flavorful. And Saran Wrap is
crystal clear, you won’t have to search
for the sandwich you want. Why you
can even slice tomatoes ahead of time.
No leakage can get through to spoil
anything.

Saran Wrap checks food odors, too.
Now you can safely pack strong
cheese, even onions right next to cot-
tage cheese. So buy a roll of Saran
Wrap in this blue and yellow box at
your favorite food store.

The commercials are adapted to the
type of program on which they are
run. On the afternoon Kate Smith
stanza, a straight “kitchen pitch” by
the Saran Wrap Girl was used. But on
Saturday Nite Revue, the one-minute
plug started with a “comic problem
situation” in keeping with the comedy
spirit of the program, in order to hold
onto the audience which otherwise
might take a “commercial break.” One
commercial showed a helpless husband
who had promised the little woman he
would put away the leftover food from
dinner. He shuffles into the kitchen,
looks with horror at the endless array
of uncovered bowls. Awkwardly he
places a piece of paper on top of a
bowl. stretches a rubber band for the
purpose of securing the paper on the
bowl, but the rubber band breaks with
a loud twang. The voice-over announc-
er says, “There must be an easier
way ...  and the Saran Wrap girl ap-
pears and says, “Of course there is

..” and proceeds with a brief spiel.

The commercials on the Wedic show
have no “kitchen selling” at all. In
keeping with the dramatic mood of the
program. the films are in the “spot-
light” or “limbo” technique in which
all objects are seen on a black back-
ground. The only human things which
appear are hands which hold Saran
Wrap and set it down next to pre-
wrapped items. A voice-over announc-
(er does the talking. This approach fo-
jcuses complete attention on the prod-
uct and its uses, with no extraneous
background to distract attention.

The key men at Dow Chemical who
are connected with Saran Wrap and its
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a 200 mile wide
| 1
habit!

for nearly 6 years;WMCT Memphis

was the only TV station

IN THE MID-SOUTH

The habit of tuning to WMCT during that long
period is one that is firmly fixed today among
285,737 Mid-South TV homes.

And WMCT on preferred low band VHF
Channel 5, operates on a maximum 100,000 watts
power from its “topper” tower of 1,088 feet.

today, WMCT Memphis

is the only TV station
THAT EVERY TV HOME CAN
GET IN THIS AREA

This means that WMCT delivers a better signal
service . . . a clearer picture over a wider area
than any other Memphis TV station from 100 to
135 mile radius.

THE ONE TV STATION THAT
SELLS ALL OF THE MID-SOUTH

MEMPHIS’
First TV Station
NOW 100,000 WATTS
. WMC ~ WMCF — WMCT

MEMPHIS - CHANNEL 5
Affiliated with NBC—Also affiliated with ABC and DUMONT

Owned and operated by National Representatives
The Commercial Appeal The Branham Co.




n

Wichita Falls,
Texas

more people”
watch

KWET-TV

CHANNEL 6
(BS & DUMONT

*Wichita Falls TELEPULSE for June
7 thru 13, 1954, from 6 A.M. to
12 midnight, shows that more
viewers were watching KWFT.TV
during 76.73% of all the quarter
hours when o television station
was on the air in Wichito Falls!

342 On/y

COMPLETE BROADCASTING
INSTITUTION IN

pl.(,’/l mon 6[

WMBG-»
WCOD-—

WTVR

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV lInc.

advertising are Willianr Dixon, assis-
tant general sales manager; Amos Rud-
‘ock. merchandising manager of plas-

tics; Millard Hooker. Dow advertising
manager. Ed Bodensiek directs adver.

tisimg for Saran Wrap. aund William
\elwon is Saran Wrap sales mauager.
At MacManus, John & Adams. Bloom-
field Hills, Mich., Ernest Jomes is ae-
count supervizor of all Dow products
tas aforementioned), Milt Coulson is
Dow copy chief. hr the agency’s New
York office, Henry Fownes is Mac-
Manus’ radio and tv director. Bud
Lhrhiclr i v account executive and
Dick Tves handles tv copy.

Dow Chemnieal was established in
1897 at Midland. Mich., under the
leadership of 1lerbert H. Dow, a young
chemist who hiad devised new processes
for extracting bhromine and chlorine
from natural brines. Foday. Dow is
one of tlie country’s largest producers

* * * * * * * *

celt isn’t how many people you reach.
it's how many pecople vou effectively
sell. Too often stations sell ratings and
not their ability 1o move a clieunt’s mer-
chandise¢ through tep: on-the-air sales-
manship and vigorous merchandising,”
JOHN T, MURPHY

Vice President

Crosley Broadcasting Co.

* * * * * * * *

of both chlorine and bromine, though
it consumes 1nost of its own production
in making various chemical com-
pounds. ‘the chemicals it manufac-
tures run into the hundreds, have in-
dustrial, agricultural. pharmaceutical
and aromatic uses. It is also the
world’s largest producer of magnesi-
um, as well as a supplier of plastics.

Mention has already been made of
Dow’s almost-startling growth in the
past several vears. [Its investment in
new plants and facilities has grown
from £63 million in 1945 to $1418 mil-
lion in 1951, lts pavroll during this
period rose by 10.000 emplovee<

Some idea of Dow’s s present size can
be gotten from the following: it has 11
plants scattered from Connecticut to
California; it has seven subsidiary
companies. including Dow Chemicals
of Canada, Ltd. and three export com-
paries; it has three associated com-
panies: Dow Corning Corp.. Ethyl-Dow
Chenrical and the Saran Yarns Co.

In speed of growth in the past dozen
vears, it stands first among the 12 ma-
jor chemical companies. Somehow. in
the light of Dow’s talent for fast ex-
pansion, the rocket-like soaring of its
first consunier baby into the sales
heaveus seems almost natural. * * *

BRIEFLY

(Continued from page 87)

was elected a director of the company.
He is Theodore Ros~enak, formerly with
two Chicago advertising agencies and
until joining Blatz in 1951—adver:
tising director of the Joseph Schlitz
Brewing Co. While at Schlitz he intro.
duced such well-known shows as Halls
of lvy and Pulitzer Prize Playhouse:

* * -

Three Birmingham radio and tv sia-
tions and the two newspapers which
own them cooperated in promoting
“Mown’s Day Out”—a two-day evenl
for Alabama mothers and their chil-
dren held at the Alabama State Fair
grounds. 'their efforts bhrought oul
more than 50,000 inothers and their
children and was “one of the most
amazing and heart-thrilling spectacles
I've witnessed in more than 30 years
experience.” R. H. Mclntosh, veteran
amusement park operator and general
manager of Fair Park. declared. All
atiendance records at the park were
broken. he said. WABT, WAPL
WAFM and the Birmingham News and
Post Herald cosponsored. * A

in Ihe Heari of America}

KMBC-TV, the BIG TOP
station, dominates the Kansas
City market as no other station
can! Using full 316,000-watt
power and 1,079-foot tower,
Channel 9 covers thousands of
additional TV homes. For cov-
erage details and choice avail-
abilities, see your Free & Peters
Colonel.

Note: full-power,

tall-tower operation

from Sept., 1954.

FREE & PETERS, INC.

3 s
National Representatives .
*,
Basic CBS-TV atfilicte N
8]
b4
J
¥
;

KMBC Suilding, 11th & Central Sts. 4

Kansas City, Missouri = !
d
@ ‘

KMBC-TV
v

The BIG TOP Station
KMBC—Radio, Kansas City, Missour
KFRM—Radio for the State of Kansas

in the Heart of America

SPONSOR



TV DICTIONARY
(Continued [rom page 45)

High-Key Lighting Lighting technique
\where the key light forms a large pro-
portion of the total light of the set,
resulting in low lighting contrast and
the effect of general brilliance. Before
1939 a favored Hollywood method still
irecommended for color shooting.

Low-Key Lighting Lighting technique
',where the key light forms a lower pro-
portion of a smaller total illumination.
The result is that some objects fall into
isemi-darkness or total blackness, while
sther objects fall into stronger relief.
This dramatic style of lighting has
won acceptance in Hollywood for cer-
tain types of film, both in black-and-
white and color. This type of lighting
makes greater demands on emulsion
Eharacteristics and on processing tech-
niques than does high-key lighting.

'Back Lighting Lighting from behind
the set, or toward the camera, the ac-
‘tual light sources being shielded so not
;0 shine into the lens. This type in-
creases lighting contrasts up to the
2xtreme condition of a silhouette.

Broad or Broadside (1) Floodlight used
o0 illuminate whole set. (2) A floor-
stand type light with wide angle used
[or general fill.

Kicker or Booster Small light used as
rear crosslight which may shine up-
wards or downwards depending on the
effect required. Used extensively on
Paul Whiteman and Wayne King
shows.

r eye light. A small spot usually
mounted on camera which adds little
to over-all light, but brightens the
2yes, face and causes eyes to glint and
show with a brightness which is never
obtained with the lighting normally
Esed.‘Good for facial expressions when

et with controlled rheostat.

Right Angle Lighting Pattern
start for most lighting setups.

’gbe Light Also known as obie, blooper

Basic

© (Back Light)
’X (Subject)

O (Key Light)

{Camera) X
O (Fill Light)

‘Rimming or Outline Light Used behind
main talent or subjects to provide
means of separating them from back-
ground. If two colors are similar and
there is strong risk of their failing to
iseparate, this light is established at a
very high intensity from above and
behmd so that the edges of all objects
}t is desired to emphasize are rimmed
in light. Hands, for example, sparkle
due to light from behind being picked
Up and reflected by tiny hairs as well
as refraction due to skin surface chan-

20 SEPTEMBER 1954
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neling light rays to front. This type
of light is almost always necessary un-
less the background is of definite pat-
tern which contrasts with subject.

Spotlights, Baby 34 kw intensity.

(formerly % kw).

Junior 2 kw intensity
Senior —— 5 kw intensity

Top Lighting Lighting from above the
subject and shining down on it. Ac-
cording to the position of the light,
it will fall into one of the above cate-
gories,

LIGHT and SHADE Variations from
calmness to tenseness, softness to
shouting, which keep a tv production
or musical numbers from being monot-
onous and add drama.

LIGHT BRIDGE Control board from
which the ceiling and floor lights are
remotely controlled and operated.

LIGHT FLARE White spot in tv picture
caused by improperly used or badly
located floor or spot light, also called
a lens flare.

LIGHT LEVEL Ambient or general in-
tensity of illumination on a subject or
scene measured in foot-candles.

LIGHT METER Meter used to (1)
measure in foot candles amount of
light on the set; (2) indicate the
amount of reflected light from the ac-
tors and props; (3) measure incident
light. Light meters are designed for
the reading of reflected, incident or
both types of light.

LIGHT SCRIPT Chart used by the
lighting technician to record position
and intensity of the lights to be used
in a given tv scene or show.

LIMBO Any area not within the set
area, used for cover shots, superimpo-
sitions, montage effects, flip cards and
similar devices.

LIMITS Limitations of artists’ posi-
tions within range of the camera’s
view.

LINE A line shall consist of not more
than 10 words and part of a line shall
be considered a line. It is the intention
that the five-line or less category in-
clude only those performers who have
very minor parts to perform. (From
Screen Actors Guild Agreement).

LINE, SCANNING LINE A single scan-
ning line across the picture screen in
a horizontal direction containing high-
lights, shadows and halftones. The
electron beam is a small white dot, but
makes a line because of its moving
speed: 525-line definition is the U.S.
standard for television.

LINE OF SIGHT A straight, unob-
structed path between two points.

LINEARITY Straightness, evenness;
uniformity of distribuition of a regular
picture or pattern on a tv picture tube.

Poor linearity crowds the picture at
one side and stretches it out on the
other. Poor vertical linearity crowds
the picture at the top or bottom and
stretches it out of shape.

LIP SYNC or LIP SYNCHRONIZATION
Direct recording of sound from scene
that is being filmed. This term usually
pertains to films where you can see
actors and their lips moving.

LIVE On-the-spot televising of events
and/or people in contrast with trans-
mission of film or kine material.

LIVE CAMPAIGN A series of shows or
announcements by living performers
as contrasted with film or recordings.

LIVE REPEAT PROGRAM A repeat per-
formance of a live broadcast trans-
mitted also as a live broadcast.

LIVE MIKE Also hot mike. A micro-

phone that is on and transmits every-
thing you say.

LIVE TITLES Titling material which is
televised directly by studio camera
rather than supplied from slides or
film.

LOADED (1) A show or script having
an overwhelming amount of hard
work. (2) A script containing exces-
sive camera shots or action. (3) Diffi-
cult sound or music cues.

LOCAL Show originating in local
station or in the town in which the
station is located, as contrasted with
a network program.

LOCATION Any location outside of tv
studio where you are televising or film-
ing action.

LOCATION TRANSITIONS Changes
which involve a change in set.

LOCK JAW
lifeless singer.

(1) A tired, uninspiring,
(2) Talent who speaks

- with little or no facial expression.

LOG A record kept by stations and
networks of every minute of telecast-
ing, including errors. It is required by
the FCC.

LONG-CIRCUIT APPEAL Advertisemeng
approach based on the presentation
( Dictionary continues page 13
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SEE YOUR
HEADLEY-REED Man

GLEN MAPES

“l nele Glen™

The friendly face bchind this bushy beard
prings 45 minutes of fun to children through
out Northern Mizhigan cvery afte-nosn, Mon-
day through Ffriday on WWTV'S *“‘Uncle
Glen Show™

Native Detroiter. Glen has I ed 'n Mosthen
Michigan since his youth. Ed.i-a‘cd at Ferris
Institute. Glen is a former opc-a“ar of con-
struztion and wood oroducis b ess, thea-
ter oncrator and manager. arts and crafts
project director, industrial personnel work
and cook on Great Lakes Ferries.

Glen has two boys 13 and 11 years of age
and a girl of 4 who azt as voluntary con
ultants on his show material.

_ CADILLAC MICHIGAN

ABC, DUMONT

REPRESENTED BY WEED -1 L. SALES,CRND. RPDS
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of a fact and reasons which call for a
slow deliberate type of response.

LONG HAIR A term often applied to
(a) serious music; tb» the critical at-
titude of “art for art's sake.”

LS—LONG SHOT Shot actually or
appalrently taken with the camera a
considerable distance away from the
subject. When people are included
they are far enough away so that their
features are not clearly discernible.
(See Camera Shots).

LONG UNDERWEAR Sheet music.

LOOP Bend of slack film left above
and below the gate in threading a film
camera or projector in order to pre-
vent the intermittent action straining
and tearing the film.

LOSE THE LIGHT Term used in direct-
ing cameramen as ‘“move to next posi-
tion when you lose the light.”

LOW-FRESSURE SHOW Typical easy-
going tv approach.

M

MARK-IN or MARK THE PARTS (1)
Outlining position of actors on studio
floor with chalk or washable paint.
(2) Using colored pencil to mark up
script to make it easier for talent to
identify his lines in first run-through.

MARRYING Slang for the photo-
graphic combining of the sound and
picture portions of a film in the print-
ing after editing. Called a married
print, or a composite print. Marrying
is also used in regards to the combin-
ing of lines after a deletion.

MASK (1) Shield placed before a
camera lens to cut off some portion of
the camera’s field or view, (2) To con-
ceal by use of scenery pieces any por-

tion of set, background, flies. Also
called a matte.
MASKING PIECE or WALL Section ar-

bitrarily used to provide a backing for
sharp or definite changes in camera
angles.

MASS MEDIUM An advertising medi-
um which does not have a very selec-
tive audience but which reaches near-
ly all classes of people, tv fol' example.

MASTER CONTROL <Central point at
which all studios in a tv station are
linked and from where shows are re-
layed for transmission.

MASTER POSITIVE Positive film with
special photographic characteristics to
make it suitable for use as a master
from which a series of dupe negatives
can be printed with minimum loss of
quality

Picture Master Positive A picture dup-
ing print made for producing a pic-
ture negative for release printing.

Sound Master Positive Sound print on
special film stock made from a sound
release negative to produce sound dupe
negatives for release printing,

MASTER SHOT Single shot taken of
entire piece of dramatic action to fa-
cilitate assembly of component shots
of which it will be composed. (See
Camera Shots.)

MATCH DISSOLVE Perfect overlap -or
cross-fading from one scene to an-
other where persons, objects or prop-
erties are in identical positions and
you create illusion of one object.

MATERIALS Inclusive term to indi-
cate elements which a writer may work
with on a show; the time limit, the
number of sets and actors.

MATTE A mask-type obstruction of
metal or opaque material with an
opening of a desired shape placed in
front of a motion picture mechanism
to block out definite portions of the
picture to expose those portions sepa-
rately.

Matte Box Box mounted in front of
the camera lens to hold camera mattes,
usually combined with a sunshade,

Matte Shot Part of the picture is
blacked out during exposure, such as a
scene seen through a keyhole.

Matte Rolls (traveling masks) Pair of
film rolls used as light modulators
When one roll is clear, one is opaque:
these rolls are matched to rolls of orig-
inal black-and-white, or of color re-
versal positives, in the printing of
black-and-white or color duplicates.

MATTE BOX Large lens shade for a
motion picture or tv camera contain-
ing a slide to hold mattes of various
shapes before the lens.

MBS Mutual Broadcasting System.

MC—EMCEE Master of ceremonies.

MCU—MEDIUM CLOSE-UP This term
is gradually being replaced by more
specific terms, but means a shot that
cuts off actors or talent just above the
knees. (See Camera Shots.)

MEDIATION Use of outsiders to ad-'

vise and assist in settlement of dis-
putes.

MEDIUM Any means by which an ad-
vertisement is presented to the pub-
lic; the plural is media.

MEDIUM SHOT or MIDDLE DISTANCE
A shot of subject or set showing onl¥
part of each, midway between close-up
and long-shot. (See Camera Shots.)

MELODRAMA Exaggerated, romantie.
exciting and improbable type of t¥
drama. Characters are usually over-
drawn and stress is laid on action or
situation.

(Dictionary - continues nextissie)
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MARY LANDIS
Cooking Expert
This culinery gen-

| | ; . jous stresses variety
in meals. Her fam-
| ous recipes have
been collected on
her travels through-
out the world.

, Each personality on Homemakers’ Institute is an expert in
her own field, chosen for this show because she is an expert.
This brings talent, knowledge and entertainment to thou-
sands of housewives in the WBAL-TV audience.

Monday thru Friday, 1:30 to 2:30 PM . . . what housewife
isn’t ready to relax at this hour? It’s lunch time . . . the time
they sit down for an hour and treat themselves to learning

MOLLIE MARITIN
Homemaking Expert
Inspiring a“.d
friegdly Mollie
brings amazing new
interests to 2
housewives plus
most intriguing
interviews.

more about everything that interests them most.

Known as the “Women’s Magazine of the Air’”’, Homemakers’
Institute combines all the factors usually found in several
different magazines. It’s a 60 minute, fast moving session,
divided into three sections; cooking and kitchen demonstra-

KITTY DIERKEN

Fashion Expert
Interviewing a fam-
ous guest or selling
a product . . - 1US
her contagious en-
thusiasm that
makes her sO fam-

tions—news for women, including interviews with famous : ous:
I , guests—fashion highlights.

And better yet, Homemakers’ Institute is backed by mer-

chandising to help food brokers, appliance distributors and
sales representatives.

AL HERNDON
Expert Announcer
Al adds continuity
from one set tO
another . . . keeps 1
the show moving.
When he does a

5 1
commercial, hesel Is,

BUT GOOD! 1

ILIATE * TELEVISION BALTIMORE

WEA[“ Tﬂ

NBC AFF
Nationally Represented by

EDWARD PETRY & CO.

“m‘uﬂ K
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IN PHILADELPHIA
'WDAS IS NEGRO

I NEGRGO POPULSTION — 500,000 PURCHASING FOWER — OVER $6,000000 IFEL WEEKR
L—_—_—_—_—ﬁﬁ‘—-\-$———_—1———_——-'-—t——:_-
76 HOURS OF NEGRO f ; ) PIONEER NEGRO MARKET STUDY*;
EXHIBIT 1 EXHIBIT 4 The most comprehensive study of its kind

BROADCASTING WEEKLY - In the field!

TABLE OF CONTENTS

POPULATION: Medjan Dollar Value by

Distribution by E
Retal]l Tradi OCCUPATION:

Rhythm and Biues,
Pops, Spiriiuals, ( Dlstributlon hy acupation
. . 0 ( INCOME:
Audience Participation, ik Negro persons | 1 o\
Community Service, 3 o EDUCATION:
! Median Scvwl
News and Sports. Qousmc ¢ 35 vea er
_ Y i NEIGHBORHOOD
Dixon Group p & shopping Qutlets (Fonl Clothing
n Itrugs Beverages Applisnce

NEGRO STAFFED
MERCHANDISING DEPARTMENT:

PHILADELPHIA'S TOP

NEGRO TALENT—Bywords All EXHIAIT 18

EXHIBIT 2.

SERVICES AVAILABLE
< g, Place  RXp Displays, Slicly
g i de M Letters, 'oat
N
8 p3) \
\ y AOVERTISERS MERCHANDISED FOR - -y |
‘_""/ 1al Caprels Dulany  Frezen Food Wiidrom,
RAVDY pixoN | BEINICE THOMPSON | JOLKO & ) - [ taglon, M o sl e i
WM 930110 AM 9:40 PM-1:30 AM 1 ' 1 s -
M I P W I
EXHIBIT 3 FHILADELPHIA'S TOP EXHIBIT 6 TOP REGIONAL AND NATIONAL
' NEGRO AUDIENCE—PULSE R i USERS OF WDAS NEGRO
ulse Nurvey taken on N Listene Camels Maxwell House Coffee Se'fur 8
Wpis Is In First Pla for tl of Amcrican Stores Calotabs Palmer's Skin Sucees
o i ! e 1 deast fo Pl Boid Cig:u'sh Manlschewitz Wine: T eenamint
P Lydia Plnkham loana Vicks
500.000 T I shar Phila. Dairies Chooz Spatola Wine
i or : Sinzlawr-Timkin tchmidt's Beer Autt jemima
\ \ he highest in Gretz Beer Jacquin Cordlal Kings Wine
P e Sun Ship Nadno'a Penn Frult
T Leng Aid Btack Draught Medigum
g Quaker Qats QOak:te Cleanser Phifa. Coke
@ 220, ad over th €0 station G bson Wine Wildroat Cardu)
3705 ) r n o tion 666 lark's Cheese Tulst Ex-Lax
\ Stanback Swanee Paner Napiuns DNalany
Hale Swan’'s Down Magie Mix
totu _ Roya) Crown 3. Way Cold Tablets Gult 0il
1 PM 1 M
290 t xtatio 4 Granted Feor 1090 Incrense=—Now Under anstrucioy

1400 ON YOUR DIAL
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PHILADELPHIA'S OLDEST INDEPENDEN

NATIONAL REPRESENTATIVES: FORJOE & C€O.

NEW YORK »°

CHICAGO »
SAN FRANCISCO -

ATLANTA

LOS ANGELES
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WCIN

in buge ou.He’r of."O.K" s’raf.ilons Traffic jammed when Brother Clarence Welch Staff of Cincinnati station keys activity
urd dije's like D.lggle Doo" and appeared at L.A. market. His Negro Spirituals to interests of Negro community, works with
,H(F‘ Boy" above in platter shows bring loyal following to his sponsors too NAACP, has won repulation for civic betterment

\eoro Radio's talen

They are real “stars® to loval Negro listeners.

Here’s a portiolio for timebuyers of Negro air performers

MMFS Chattanooga personalities often

emonstrate sponsors' products at point-of-sale

[ LOU Two favorite Louisville stars feature

mmunity slant in station's daily news programs

NANT Richmond's Bill Gibbon does weekly

sstore quiz. broadcasts for varied advertisers

KGFJ Hunter Hancock, a white d.j. plays

1o L.A. Negroes, holds NAACP Merit Awards

WMRY Laura Lane with N.O. Red Cross

worker chat on former's popular homemaker show
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Joe Adams is the 1st choice of
National, Regional and Local
advertisers to sell the vast Negro

market in Los Angeles county.

Joe Adams was selected to play
one of the male leads in the
Otto Preminger production of
“"Carmen Jones.”" This multi-
million dollar technicolor,
CincmaScope picture will soon
be relcased thru 20th-Century Fox.

138

in Los Angeles.

Joe Adams was the 1st radio
personality to be honored
by Los Angeles when
“Joe Adams Day"” was
proclaimed May, 1953.

Joe Adams was the 1st
Negro to M.C. an all Negro
TV show in Los Angeles.

Joe Adams is the 1st Negro
disc jockey in the homes of
over 350,000 Negroes in
Los Angeles county.

Now in his 7th year, Joe Adams is still 15t on

10,000 WATTS

Transmitter: Los Angeles, California
Executive Offices: Santa Monica, California

National Representatives:

FORJOE & CO. New York, Chicago,
Dallas, San Francisco
DORA-CLAYTON Atlanta, Georgia

€ c»ga/amb

Joe Adams was the 1st
Negro disc jockey

Joe Adams was the 1st Negec
to become a staff announcer
on a major network
in Los Angeles,

) Joe Adams was the 1st

Los Angeles Negro disc jockey
to headline a show to entertain

our troops in Korea and Japan.

SPONSR



A CROSS-SECTION OF NEGRO RADIO STATIONS WITH THEIR POWER, FREQUENCY, RATES, REPS

These 130 stalions replied in detail to a SPONSOR questionnaire ating in Negro Radio, All costs below are Class A" Where items
t which was sent to ail Negro stations listed in SPONSOR's Program are left blank information was unavailable. For more complete list
Guide. They are good cross-section of the type of outlets now oper- of Negro outets see page —.
il -
[ Nanro Hrs.
City Call letters Powcr Frea. Yearon ali shews Negro 95 Negro —— HRS. WEEKLY BY TYPE ——Cost 1 hr. Cost i min, Mcrehan. N twerk National rep
since programs hrs. D). Relig. News Hceme Ec¢ Other { timet I tim-? dising
ina
ISIN WIMA 250w 1150ke 1938 3 2%% 3 $7000 $600 yes  ABC Sears & Ayer
' WAUD 250w 1230kc 1947 1947 7 419 1 5500 400  yex  ABC  Continental
IGHAM WBCO 250w 1450ke 1950 1950 126 100% 63 63 - 7500 800  yes NN Forjoe
WEDR  1kwD 1220k 1949 1949 84av  100% 18 21 5 6 1 12000 1000  yes  IND  J. 11 \IcG.
ELE WOWL 250w 1240ke 1045 1947 15 12% 15 (.00 500 ye<  IND  Rambean
TSILLE WBIIP 250w  1230ke 1937 13 1% 12 1 5000 3.00 MBS Continental
fOMERY ~ WRMA IkwD  950ke 1953 1933 90 100% 16 46 1 1 6 5000 500 yer  NANJIL MG
CJGA WMLS  Ikw  1290ke 1948 5 5% 3% 1% 3000 500 ves IND  none
en -
NI KRIX 250w 1340ke 1947 1954 12%  10% 11 114 5000 500  yes  IND  Indie
("'T am - - -
BROCK  KXLR Skw  1150ke 1946 1950 21'% 16% 13 5'% 3 60.00 750  yes MBS VR&\Me
wenia . . o -
¥  KGST 1kwD  1600ke 1919 1949 10 8% 9 1 7 60.00 775  yes  IND  none
SASELES  KGFJ 250w  1230kc 1926 20 123% 18 2 6500 800 no IND noue
KPOL 10kwD 1540ke 1952 1952 7% 9% 171 , 000 1000 no  IND R Keller
KFVD  Skw  1020ke 1925 1943 21%  21.8% 18w 2% 1, 8000 1000 yes IND J. 1L McG.
AD KWBR 1kw  1310kc 1920 1934 45 6% 10 3 vl % 7200 1000 yes NN Forjoe
24A KALL  5kwD  1430ke 1950 1950 24 231% 2 9000 1150 yes IND 1L Oakes
| KWKW 1kw  1300ke 1942 194 12 10% 8% 1% 12000 1200 yes N\N OConncll
FANCISCO  KSAN 250w  1450ke 1938 1919  77%  61.7% 51% 21% 5 86.10 900 ves IND Stars Vat
RFAEL  KTIM  lkeD  1510kc 1947 1948 10 0% 10 1705 170 ye~ IND LaFontesse
AMONICA KOWL 10kwD 1580ke 1947 1938 30  50% 24 3 1 2 7200 830 ye< IND  Forjoe
ure Tl o -
IGTON  WILM 250w  1450kc 1922 1950 20 4% 18 2 12500 650 ABC  Bulling
) D . 7
A WKKO 250w  860kc 1953 1953 4 5% 4 1000 5.00 IND  H. Est
lice WARN 1lkwD  1330ke 1952 1952 103 13 10% 6000 600 yen  ABC none
SUVILLE ~ WRHC 250w 1#00ke 1950 1950 37 280, 22 12 3 6000 600 no IND Forjoe
u . WFEC 250wD 1220ke 1948 1952 Var.  100% 6500 650 no IND Interstate
H WMBM 1kwD  800ke 1947 1953 8lav  100% 0 38 1 3 2 10000 1200 yes MY Forjoe
WEBK 1kwD 159ke 1950 1950 14 35% 123, 1% 4100 385  ye- NN DC
A4 BEACH WJNO 250w  1230ke 1936 . 4%  35% 315 1 5000 600 yes  CBS  Meeker
!s..' R T I -
N  WRFC Ikw 690ke 1948 1948 10 6% 9% 5000 600 yes IND . IL MeG.
NA  WERD 1kwD  860ke 1918 1948 8lav  100% 7500 T30 ve- NN laterstate
58  WAUG 250wD 1050ke 1951 1951 55  50% 23 21, s 5 1400 500 ves  \NN Interstate
NUS WGEA 1kwD  1270ke 1947 1953 25 2% 8 16 1 5000 500 ves  IND L H.MeG.
| WDAK 250w 13i0ke 1943 1943 22 5% 11 11 8000 900 ses  N\BC H. Reed
T WHIE 1kwD 1320ke 1952 1952 1 167% 10 3 1 3000 250  ve- IND D
RNGE WLAG 250w 1240ke 1941 1941 13 3% 12 1 60.00 660  ves MBS Indie
AN WCOH 250w 1400ke 1947 5 4% 2 1000 3.00 MBS none
NAH  WsAV 5kw  630kc 1939 1939 26%  21% 6 2 18% 11000 1800 se-  \BC
0
OUIS  WTMV 250w 1490ke 1935 1919 16 13% 16 75.00 IND
{CoLIs WMOK 1kwD  920ke 1951 1951 31 1% 2% 1 6500 6.0 :
——— M N - S/ CRN - N _
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City

Tundiana

GARY
HAMMOND
MICHIGAN CITY
Keutuelry
BOWLING GREEN
COVINGTON
FULTON
LEXINGTON
LOUISVILLE
MIDDLESBORO
Lonisiona
ALEXANDRIA
BATON ROUGE
LAKE CHARLES
NEW ORLEANS

OPELOUSAS

Haryland

BALTIMORE

YMassachasetts

BOSTON
Michigan
DETROIT
Mississippi
ABERDEEN
HATTIESBURG
JACKSON
TUPELO
Hissotasi
ST. LOUIS
Yewe Jersey
ATLANTIC CITY
CAMDEN
NEWARK

TRENTON
Newe Yorlk
BUFFALO
NEW YORK

North Carolina

CHARLOTTE
DUNN
DURHAM

FAYETTEVILLE
KINSTON
NEW BERN
RALEIGH
REIDSVILLE
SMITHFIELD

140

Call letters Power

WWe A
WJOR
WIS

WY
wW/Ip
WEFLI
WLEX
WI1ot
ARVIN

KSYL
WANOK
KAOK
W BOK
WINR
WAIRY
KSLO

WITII

WAON

WAYZ

WAIPA
WFOR
WRBCE
WEILO

KXLW
KSTL

WFPG
WCAN
W1
WAJR
WT\J

WRKDBW
WLIB
WON

WGIN
WORDB
WS~
WIDON\C
WFLB
WELs
WINT
WERAL
W FRU
WAIPA]

no

Freq Year on ali ::I::';o N':;‘ro % Negro HRS., WEEKLY BY TYPE —— Costi hr. Cost | min. Merchan. Network
since programs hrs. D.J Relig News Home E¢  Other | timet I timet dising
e I1270he 1919 1919 36%:  28% 30 314 3 80.00 1200 yes IND 1
250w 1230kc 1928 1928 1% 9.1% 1's 11y 1 B 9000 1000 yes IND_
Ihw  1120he 1917 1917 6 5.3% 6 6000 800 no IND
Skw 1110ke 1910 1918 5 1% 5 6000 600 yes MBS
230wb  1050ke 1917 1930 15 185 9 6 60.00 800 oce. IND
IwD  1270ke 1951 1954 9%  7.8% 6% 1, 14 2 3200 250 no IND
Ihw  1300ke 1916 1951  16% 9% 101 6 90.00 830 yes IND
kwD  1330ke 1948 1951  96%  100% 543 224 6 814 43, 10000 1200 yes NNN
500nD  360ke 1918 4 3.5% 6000 600 ve IND
Thw 970ke 1917 1917 10 0% 8 2 80.00 1200 NBC
IhwD  1260ke 1953 1933 41 51.5% 5500 600  yes IND
250w 1150ke 1917 1952 21 19% 21 13.00 600 yes MBS
TkwD  800ke 1951 1951 65 77.5% 6500 730 ves IND B
500w 990ke 1915 1915 16 20% 12 2 2 5000 350  yes IND
5000 600ke 1919 1950 8lav  100% 15 32 3 5 7000 800 yes NAN
230w 1230ke 1917 1917 6 5% 6 9600 620 yes  ABC
2350w 1230ke 1911 1911 25 5% 2 4 10000 1300 ves  FND.
5kw  1600ke 1918 1918 15 125% 11 2% %W % 17300 2200 yee  IND
Skw o 1270ke 1925 1952 18 120 18 35000 1200 ves  ABC
250w 1210ke 1952 1952 6 55% 5 1 60.00 500 ves IND
250w 1100ke 1925 5 1% 21y 2 75.00 750  yes  \BC M
5kw  1300ke 1917 1917 40 3% 30 8 1 1 10000 1230 ves MBS By
250w 1190ke 1911 1941 3 23% 1 1 1 6000 500  ves VMBS )
- - ’
kwD  1320ke 1916 1 51% 11 5 10000 1500 no  IND
kWD 690ke 1918 1918 277 25 191, 8L 12000 1560  yes  N\\ EM
530w 1150ke 1913 1913 7 6% 7 90.00 800  ves  CBs
250w 1310ke 1926 81 50% 84 . _ 7500 900 no  IND
25hw  1280ke 1921 1910 18 10067 ! 19000 1000 no  IND
tkw  11loke 1917 1953 168 100% 126 35 7 150.00 1300 yes IND Bd
250wD) 1300kc 1923 6 6 1500 530 yes I\D ;
50kw  1320ke 1925 2 12% 2 20000 2060  no  ABC &
Ikw  1190ke 1911 1919 1279 60% 18 13 4, Cvar. 16500 1750 yes  IND
Skw  1280kc 1928 1912 60  417% 52 1 1 3 3 25000 2500 NAN
WD 1600ke 1917 1917 50 5550 36 8la 1'a 2a D1'; 9000 900  ve- NN\ R
IkeD  780ke 1916 1918 3% 3% 3 i : 1000 150  no  IND e
Bow 1190k 1917 1917 33 2% 25 8 7059 9.1 MBS i
Show 620kc 1931 1935 10 7% 9 1 100 1500 e CBs R
250w 1190ke 1918 1919 13:55 1260 15:55 5100 550  ve-  ABC BY
IhwD  1010ke 19530 11 17 11 3 60.00 500 no  IND N
200w T150ke 1912 1912 & 1%, 1, 10.00 5.00 ves B~
250n  1210kc 1939 1918 9 1% 8l 1, 7500 1000  yes  IND
ke 1600ke 1917 1919 8 T 1, 1000 250 yes  ABC
IhkwD  1270he 1950 1950 6 e o 5000 3.0 IND e

SPONSOR
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[HAT is the LEADER in Philadelphia

negro programming and listening

FIRST

M i

FIRST

al

FIRST

PTG

11H:

FIRST

wanmnmn

FIRST

ST TR TR L R R et

Represented nationally by

INDIE SALES. INC.

1 20 SEPTEMBER 1954

i

WHAT s the first station in the Philadelphia market to
nse negro personalities on the air.

WHAT 1as developed the top negro personalities in the
market. Color mmagazine voted Georgic Woods as one of the
top “Jockeys” in the nation—the only one selected from

Philadelphia.

WHAT has the highest rated (Pulse) program in the per-
son of Kae Williams—Iistened to by more people than any

other personality on any other station, either day or night.

VWHAT was awarded the 1954 M('Cz}“ l\ila_gaizriine’s Gold Mike

for its work in promoting a better nnderstanding of the needs
and problems of the negro eommunity.

WHAT was selected as the logic2: outiet ot the National
Negro Network in Philadelphia.

No matter how you look at it— WHAT
should be your FIRST buy—
because it is Philadelphia’s best buy

WHAT .. ..

1505 Walnut St., Philadelphia 21, Pa. Rittenhouse 6-2058
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City Call fetters Power Freq Yecar on air :::09": NHtr:r-o %, Negro —— HRS., WEEKLY BY TYPE —— Co'tlhr Coitl = n Mcrchan.  Nitwork
since programs hrs. D.J Rellg News Home Ec Other I tiret il t dising
WADESBORO WADE  IhwD  1210ke 1917 1931 162 17% 11 1% 13 5000 100 yes  IND
WINSTON-SALEM WAL ThwD  980ke 1930 1950 825  100% 50 29 1t 5 6000 600  ves NN
Qhio o | .
CINCINNATI WOIN  kwD  1180ke 1953 1953 98 100% 61 22 5 3 3 15000 1650 yes  NNN
STEUBENVILLE WSTA 2350w 1310ke 1930 1910 % A% 1 80.00  8.00 MBS
TOLEDO WTOD  1kwD  1360ke 1916 1919 4% 5% 2 1 1 7200 1000 ye  IND.
Peausylvania
PHILADELPHIA  WDAS 250w 1100kc 1922 76 5% 48 10 5 1y 1% 9000 900 yes IND
WHAT 250w 1310ke 1925 78 59% 50% 124 4l 2la 815 12000 900  yer AN
WIMJ  lkwD  1500ke 1918 1918 6 3% i 1% 10000 1500  wo IND
PITTSBURGH WHOD  250wD  860ke 1918 1918 19 61% 30 10 5% 3% 10000 1000 yes  ANM
South Carolina o
BARNWELL WBAW  250wD  7I0ke 1953 1953 10 2% 6 4 B 6000 300 yer IND
CHARLESTON WPAL  IkwD  730ke 1997 1919 47 63% 25 22 _ m. 1000 300  yes N\
COLUMBIA WIS skw o 560ke 1930 1913 1% 1% 14 8000 1400 no \BC
GREENVILLE WARE  5kw  IHOke 1950 1950 3% 24% 3% 7000 730  yes  CBS
WESC  5kwD  660ke 1947 1919 11 3% 10 1 7000 900 yes  NAN
MULLINS WIAY  1kwD  1280ke 1919 1919 10 142% 6 4 _ 1500 350 yes IND
SUMTER WasC o 100w 1240ke 1953 1953 12 10% 12 - 5000 350  yes  ABC
'I'('llllc':\'.\'('(' - N - _
CHATTANOOGA  WMFS IkwD  1260ke 1951 1951 91 100% 49% 25 2 6 8% 7600 895  ves  NAA
CLARKSVILLE WJZA 250w 1400ke 1941 1911 9 1% 3% Sk N 5000 1000  yes MBS
COLUMBIA WKRM 250w 1340kc 1916 1936 3%  27% 3 1, N 2275 100 mo  AIBN
JACKSON WDXI  3kw  1310kc 1948 1918 12 u% 12 . 7500 700 yes MBS
KNOXVILLE WKGN 250w 1310ke 1947 1918 7% 6% Tl i 10000 800  yes MBS
WIVK  lkwD  860kc 1953 1953 12%  143% 114 1% 5750 800 yes HAN
MEMPHIS WDIA  50kw  1070kc 1947 1918 84 100% 75 63 11% 4% 61 13000 2000  yes  NAA
WCBR  IkwD  1480ke 1951 1951 8lav  100% 51  31% 4 1 7500 150  yes IND
NASHVILLE WSOK  lkwD  1470kc 1951 1951 8lav  100% 48 20 3% 4 6% 6815 890 ves NAA |
Texas 7 | 7 -
AUSTIN KTXN  1kwD  1370kec 1947 1919 30 305% 25 5 ) 5500 650  ves _IND
CORPUS CHRISTI  KEYS Ikw  I14i0ke 1941 1952 2  15% 2 B 12000 1440 yes  CB~
AUNO 250w 1d00ke 1950 1953 10%  10% 10% S 5000 690 yes IND
CROCKETT KIVY 500w 1290kc 1950 1950 7 8% 7 2800 250  yes IND
DALLAS KLIF  5kw  1190ke 1947 1950 18  10.7% 18 o 90.00 900 yes IND
KSRY  1kwD  660kc 1941 1941 17 209% 13 4 8000 830 IND
FORT WORTH KWBC  lkwD  970ke 1947 1951 61%  66.6% 12 19 3 12600 900  yes M
GALVESTON KGBC  1kw  1540kc 1947 1997  16% 13% 15 b - 1000 600 yes  IND
GONZALES KCTI 250w 1450ke 1947 1919 1 1% 1 ) B 2080 315 yes IND
GREENVILLE KG\L 250w 1100kc 1916 1916 17 6% 6 I B 1500 450 yes MBS
HOUSTON KYOK 5kw  1590ke 1916 1951 -2 336% 10 2 7500 950  yes IND
RCOII IkwD  1130ke 1918 98 109% 18% 28 7 7 Th 7980 990  yes MM
HUNTSVILLE KSAM 250w 1i90ke 1938 1950 3% 3% 31z - 3000 150 MBs
NACOGDACHES  KSFA  1kwD  860ke 1917 1937 8, 1o, %, 5000 375 yes IND
ROSENBERG RFRD  1kwD  980ke 1918 1918 3  35% 3 1500 500  ves IND
TERRELL KTER 250D 1570kc 1949 1919 7%  10% #a 3 2100 325 KD
Virginia
BLACKSTONE WKL\  250uD  1190ke 1917 1947 9 125% 9 - 18.00 175 yes MBS
DANVILLE WDVA ke 1250ke 1997 1947 4% 3a% 7500 900 MBS
HOPEWELL WHAP 250w 1310ke 1918 1952 6l 3% ol 1900 190  ye IND
NORFOLK WLOW 250w looke 1917 1018 31 19% 31 10000 1200  yee MBS
WRAP Ik 850ke 1952 1952 126 100% 731, 42 1 91, 9000 960 ves AN\
RICHMOND WANT  IkwD  990ke 1951 1951 91 100% 60 28 1 2 10000 1000 yes  ANA
ROANOKE WROV  250n  1200he 1916 1916 ; 000 900 no  ABC
142 SPONSOR




ATLANTA'S TOP INDEPENDENT

MOVES GOODS FAST IN THIS

$100 MILLION MARKET

The WERD listening audience
predominantly made up of the
290,000 Negroes in the WERD ~ \%'EE
| I?IIU E

coverage area, is respousive, . - m
loyal and partial to the N N 7] {) .»—3
. . , )
specially-designed programming - ] ‘ '
of this Negro-owned and managed - ;

1000-watt outlet.

More and more national

advertisers are discovering
that the magie formula for top
sales in one of America’s

top markets 1s

AMERICA’S FIRST NEGRO-
OWNED RADIO STATION
860 kc 1,000 watts

Radio Division—Interstate United Newspaper, Inc.

Represented Nationally By JOE WCOTTON
J. B. BLAYTON. JR.. General Manager

| 20 SEPTEMBER 1954



HUNTER HANCOCK SLIM GAILLARD “DADDY’ SEARS

FROM HOLLYWOOD CAL. FROM ATLANTA GA.

- O, .
RAMON BRUCE GEORGE HUDSON HAL WADE CHARLES GREEN JOCKO MAXWELL

NEWARK

5,000 Watts 1430 kc Day and Night
The ONLY ALL NEGRO station for
NEW YORK and NEW JERSEY

o
q@"a A

src{)r 1 | ROLLINS BROADCASTING INC.

% % - —o— 550 Fifth Ave.—New York City l_—_

h Yy : Phone Circle 7-6634

|
Want an E}S!EA
579,000 Buying Customers'

. Beam your sales message to the
ENTIRE Negro Market m Norfolk
Virgmia  with

= *cf 37000 Navy obs a*
3 e;q'.‘ N . 'al [ _.'cﬁs
‘ - I 1000 Watts, 850 KC, Day and Night

he only ALL NEGRO Station

Eastern Virginia

144 SPONSOR



Radie stakons.

NEGRO RADIO STATIONS WITH NUMBER OF

[This list of Magra Radio outlets is drawn from SPONSOR's Program
Guide with additions furnished by reps of Negro Radio stations since
the Program Guido appeared. It is not a complete list of Negro
It includes only those stations which have thus far
raported to SPONSOR that they program to Negroes. Hours a sta-

'fion pragrams for Negroes have been updated for stations marked

ALABAMA
Auandor City .WRFS X
i o WHMA 3
e WSPC 5§
it ~aWBeo . 1221
ingham i
PTtEn *WEDRt 841
WILD 10
WILD 60
WLEé Ig
nan WDl
¥ WOOF 8
Eila Wj-g-lﬁ- ;
Feage W
§ awowWE 15
Ciden WCAD 1
Ceva WOEA 1
Fitville “WEHP 13
Siinn W LA o
hjla __WHKAR 18
WHERG 3
WhOZ+ 98t
Fraeville WHMEC a
Eniga mary WMOCY 18
“WRMAR 200
1 [ika W HE &
Enix Chiy WPENX 213
Ticauga =W MLE 5
ARIZONA
Fatatt .- KGPH 7
bonix=-Glendale KRUX 30
| FHRIX 1215
ARK ANSAS
Lssekl i CRAGH q
eftewille _ KGRH 3
IoSmith . EFPW 3
e e KEFA 15
It Springs KWFC 7
ceabare KETH 2
1He Kock KGH1 10%
[ KTHS 14
! SKXLR 20
Braha ..~ KVMA 14
wpart .. KNBY 5
feznla KOSE &
oo Bluff KOTN 7
|
i CALIFORNIA
keesFicld KBIS 15
o *KGST 1
ng Brach .. KFOX 28
| KGER 40
2 dnpefcs . *KFVD 21
e lapg Bearh, KGF) 18
|"eaadens. Santa * KPOL Vs
\anica
klang .. KROW 12
*KWBR 45%
Aathing ~FKALI 23
] FKWKW 124
zburg =4 KECC &
n Bermading .. . KCSB 7
1 Francisco *KSAN 77
e Dinkland, Pitts-
hbrn,  Ean Joze
n |ose - KLOK 5
i Kafael ~_*KTIM 10
‘nta Monica . *KOWL 30
ackicn KXOB 1
illeja KVON 2
COLORADO
hnver KvVOD 1
COMMNECTICUT
arwealk WNLK 6
-amfard — WSTC 1
' DELAW ARE
“ilmimgzton *WILM 20

HSTRICT OF COLUMBIA

i‘a:hing!nn e WOOKTt 104%
fee Anmapolis & WWDC 15
Iﬂl"lhl-nln. Nl

! FLORIDA

iearwater WTAN 2
acos *WKKO 4
Jestwiow —..WCNU X
1rtPh‘.~f€£ - ..*WARN 10

|
i
|
|I
i
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Gainesville ... WRUF
WGGG
Jacksonville . . WJHP
WOBS
*WRHC
Lakaland . WONN
Lake Wales ... WwWIPC
Miami EWFECtH
*WMBM+t
WMIE
WWPB
New Smyrna Beach WSBB
Ocala WMOP
WABR
Orlando WHOO
Sanford . WTRR
Tampa _ _*WEBK
West Palm Beach . WIRK
*WINO
GEORGIA
Albany _ ~WIJAZ
Americus ___ _ __ WDEC
Athens ... ____ _*WRFC
Atlanta .. _ _ .. WBGE
See Decatur *WERD+
Augusta . *WAUG
WAOK
WBBQ
WGAC
W|BF
Brunswick ...WMOG
Columbus .. _*WDAK
See Phenix City, WGBA
Ala.
Decatur
Douglas
Dublin .. _.
Fitzgerald
Griffin
La Grange . ..
Macon -
Newnan
Savannah

Summerville . _____ WGTA
Thomasville __ WPAX
Tifton .
Valdosta ___.
Waycross ... WACL
ILLINOIS
Belleville ... ... WIBV
Chicago ... ... WAAF
WAIT
*WGES
WSBC
E. St. Louis . ... *WTMV
La Grange L WTAQ
Metropolis .. *WMOK
Oak Park _ .. _WOPA
Urbana . WKID
INDIANA
Evansville .. ...
Ft. Wayne
Gary .. .
Hammond . _ __
Marion .. ..
Michigan City ...
Richmond ...
South Bend .. .. .
IOW A
Des Moines _KSO
KANSAS
Wichita KANS
KENTUCKY
Bowling Green .._*WLBJ
Columbia . ........._.WAIN
Covington _*WZIP
Fulton _FWFUL
Lexington .. _*WLEX
Louisville ... _.*WLOUt
Madisonville __.....WFMW
Middlesboro ......*WMIK
Newport . WNOP
LOUISIANA
Alexandria . . .. *KSYL
Baton Rouge _ _WIBR
*WXOK

N———
LW LbOARND

—
AXUINWN XU

p—

— N
amammozﬁqa\—-

p—

—w
——n—RON— —

p—

00—
cobLVIDAVOVI—WN

—
++

[
Swo

Hammond - WIHL
Lafayctte KLFY
KVOL
Lake Charles *KAOX
Minden KAPX
Monroe KLIC
KNOE
New Orlcans *WBOK
WI(BW
WIJMR
*WMRY+
WWEZ}
Opelousas “KSLO
Shieveport KENT
KWKH
MARYLAND
Annapolis .. WANNY
Baltimore . *WBAL
WITH
WwSID+
Bethesda WUST
MASSACHUSETTS
Boston o —— WBMS
*WVOM
New Bedford . WNBH
MICHIGAN
Benton Harbor WHFB
Detroit WJLB
*WXYZ
Flint WFDF
WMRP
Port Huron WHLS
MISSISSIPPI
Aberdeen . *WMPA
Canton ... ——_..WDOB
Cleveland oemeeee WCLD
Greenville ________ WGVM
Grenada ... WNAG
Hattiesburg ... *WFOR
Hazelhurst .. _WMDC
Indianola _______ WNLA
Jackson e WIXN
*WRBC
Laurel e WLAU
Louisville . ______WLSM
Meridian .. __WMOX
WTOK
Philadelphia _.__._WHOC
Tupelo .. ... _WELO
MISSOURI
Kansas City _ ___KPRS
KUDL
St. Louis ... —KSTL
KXLW
NEVADA
Las Vegas __.._..___KLAS
KORK
NEW JERSEY
Atlantic City —— *WFPG
WMID
Bridgeton WSNJ
Camden ... *WVCAM
WKDN
Newark .. ... WAT
WHBI
Trenton . WBUD
*WTN]J
WTTM
NEW YORK
Buffalo . . *WKBW
Buffalo-Kenmore  WXRA
New York ... WEVD
See Newark, N. J.WHOM
*WLIB
WMCA
*WNJR
*WOov
WWRL
Niagara Falls _ _ _WJJL
Patchogue _. ... WALK

77

84¢
70

—_y——

BN =
WAVINO L ORONAVINONO R

++

—_——

84t
6

20t

39

NN

—_—— 00
NAGRNDDN =~

3
2

NORTH CAROLINA

....WBBB
WFNS

Burlington . .

5
5

Charlotte WBT
*WGIV
WwSOC
Dunn *WCKB
Durham *WDNC
*W5SB
WTIK
Fayctteville WFLB
Greensboro wCOG
Greenville WGTC
Hickory WHKY
High Point WNOS
Kinsion _®WELS
WETC
New Bern sWHIT
wOoow
Raleigh WNAO
*WRAL
Reidsville *WFRC
WREV
Roxboro ... . . WRXO
Smithficld . . *WMPM
Southern Pines ... WFEB
Tarboro WCPS
Wadesboro _*WADE
Wallace WLSE
Wilmington WMFD
Wilson WwVvOT
Winston-Salem *WAAAY
OHIO
Akron WADC
WHKK
Bellaire WTRF
Cincinnati *WCINTt

Sce Newport, Ky. WSAI

Cleveland ... WDOK
WIMO
WIwW
WSRS
Columbus ... WHKC
WVKO
Dayton WONE
Fostoria ... .. ... WFOR
Lima WIMA
Springfield _.. . WIZE
Steubenville EWSTV
Toledo ... WSPD
*WTOD
Washington C. H.  WCHO
OKLAHOMA
Muskogee . KBIX
Oklahoma City KTOW
KBYE
Wewoka KWSH
PENNSYLVY ANIA
Erie .. . . . WLEU
Harrisburg . WCMB
McKeesport WMCK
Philadelphia =WDAS
*WHAT
WIiMJ
Pittsburgh ... ... WCAE
*WHOD
WILY
WPIT
SOUTH CAROLINA
Andcrson WAIM
WANS
Barnwell . FWBAW
Bernettsville .. WBSC
Camden WACA
Charleston wGlv
*WPAL
WUSN
Columbia WIS
woIC
WMSC
wWCOS
Florence WIMX
WOLS
Greenville - *WAKE
*WESC
Greenwood . WGSW
Mullins FWIAY
Newberry _. WKDK
Orangeburg WDIX
WTND
Sumter *WSSC
Union WBCU
TENNESSEE
Chattanooga WDXB
*WMFS

HOURS PROGRAMED TO NEGROES WEEKLY

with single asterisk.
SPONSOR's 1954 Program Guide.
Explanation of symbols: *means station data appears in more detail
on page J39; fmeans station is 100¢

For other stations hours are as reported in

Negro programed; }means
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station is affiliate of National Negro Network.

Clarksville *WJZM
Columbia *WKRM
Fayctteville WEKR
Franklin WAGG
Jackson “WnDXI
Johnson City WETB
_ *WKGN
Knoxville WIVK
_ WKXV
Lewisburg WM
Memphis *WDIAT
*WCBRY
WHBQ
WMPS
_ KWEM
Nashville WLAC
*WSOK+
TEXAS
Athens KBUD
Austin *KTXN
) KVET
Bay City KIOX
Bcaumont KJIM
KTRM
Beeville . KIBL
Big Spring KTXC
Brenham . KWHI
College Station WTAW
Corpus Christi . *KEYS
*KUNO
) KWBU
Corsicana KAND
Crockett . EKIVY
Dallas *KLIF
] =KSKY
Denison KDSX
El Campo KULP
Fort Worth KCNC
*KWBC
KXOL
Galveston "KGBC
Gladewater _. . _KSI}
Gonzales . . *KCTI
Greenville *KGVL
Houston *KYOK
KCOHt
KLVL
_ KNUZ
Huntsville *KSAM
Kerrville KERV
Longview — KLTI1
Lubbock KFYO
Lufkin ___ KTRE
Midland . K|BC
Nagadoches . *KSFA
Paris . KPLT
Rosenberg *KFRD
San Antonio . KCOR
Sherman KTAN
Sweetwater . ____KXOX
Terrell . *KTER
Texarkana KTFS
Texas City KTLW
Tyler KTBB
Waco WACO
VIRGINIA
Blackstone *WKLV
Crewe WSVS
Culpepper WCVA
Danville .. *WDVA
Hopewell _. *WHAP
Norfolk SWLOW
*WRAPt+
Richmond FWANTT
WLEE
WXGI
Roinoke _. .WDB]J
*WROV
WASHINGTON
Scattle . KRSE

WEST VIRGINIA

Beckley WILS
WWNR

Charlestown WTIP
Matewan .WHJC
Montgomery WMON
Oak Hill _ . .WOAY
Welch WBRW

WISCONSIN

WCAN 6 Milwaukee
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NECRO TIPS

(Continued jrom page 50)

eptable for use on the arr.

Most  large  advertisers,
linve little to fear on the subject of ae-
ceptabilitn. Their problent is not <o
much getting on tle air in Negro Ra-
dio but rather what to do once theyvive

however.

~tarted a campaign.

\dvertisers anxious to make the
fullest use of Negro Radio have [ew
obvious guides to follow. There are
no textbooks to follow. Only the large

such as BBDO. C&W,

al agencies

\S

J

(be-sel(

~. = L0 \p§.\\3§§

IR R
oo."% R -

OWVLE YR 3o

Ol S ’5

—_— o \g \§m

S N

¥ 8%

3
|
v
N
N
»
S
N
O
2
\\

he

B
>
X
X
X
Q
<
NO
X
& -

¢& 2eC

9/0/017

s
G L SFENCER

Golden Road”

(S

146

b m

cllent, your products.. . M

only al(-eg
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top se
%

Bentorr & Bowles, Harry B. Cohen and
others ~hiave on their stafls account
men, timebuyers or copywriters who
have extensive expericnce in \egro
Radio.

Where. exactly. can the newest air
advertisers (and many of the old ones,
too} in Negro Radio turn for advice?
llow can they plan their campaigns?
Their time purchases?  Their copy
~lants?

For the most part. the answer to
this question was furnished last ~ea~on
by WERD, Atdanta’s J. B. Blayton
Jr. who told spoxsor:

vL 7ELL Yoo/

JOSEPH HERSHEY McGILLVEA. INC.
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“In normal radio buying, the spons
sor and ageney usually know maore
about the teclinmique of reaching and
selling a radio audience than a loecal
station does. The sponsor. after alk
has the advantage of national perspee-
tive. But in using Negro-appeal ra-
dio- perhaps because of its fast growth
and complex personality- -this «itua-
tion is reversed. Sponsors should not
be afraid to seck the advice of a sta-
tion experienced in handling Negro
campaigns.”

Of course. this =i’t always dasye
few admen can take time outl to tour
the nation’s largest Negro markets
and soak up information.

A good compromise, for a non-net-
work campaign as suggested by sev:
eral stations. seems to be this. Adver
tisers with their own distribution or-
ganizations can learn a lot about Ne
gro Radio by having regional or le-
cal sales executives collect basic data
about the Negro Radio outlets in their
cales territories. And siation reps at
the national level can provide muel
additional data to round out the pie
ture.

As Jim Vaughn, manager of Miane
Beach’s WMBM (represented by Dora-
Clavton), points oul:

1 would advise a national =pot ra-
advertiser to deal first of all
through station representatives wha
have access 1o all the information the
timebuy ers will require in setting up a
\egro-appeal campaign. In each in-
stance. a national radio advertiser
should consult both the represemtative
and the station, wherever possible
concerning program choice and ap-
propriate times required 1o reach the
desired audience.”

dio

During spoxsoR’s fourth annual sur+
vey of Negro Radio. broadcasters and
admen were asked to pass along what:
ever advice they felt would be of prae
tical value to natioual advertizers us
ing Negro-appeal broadcasting. Ak
though sroxsoRr iz aware that market
differences and product
make generalizations difficult, the tips
below should prove valuable to new
advertisers in the field and provide
some new slants for veteran clients.

necessities

). “What type of Negro-appeal
show shonld I buy?*"
A,

thi< topic:
WMES,

Heres what stations adyised an
Chattanooga: “Recently.

SPONSOR



Howard High School of Chattanooga
conducted a Negro radio survey. It
was made by the Social Science class
‘of this school without the knowledge
of WMIS. Based on a cross-section
of 70.000 Negro residents as shown in
{1.369 personal intervicws, this is low
program preference shaped up:

!

Negro singers or orchestras (records) 36%
“General” popular music (records). 22%
Religious music .. . 21%
Religious programs . . 10%
Classical music . 6%
Hiltbilly and foll: music 1%

“i genera"l, Negro listeners seem
to prefer local personalities and re-
corded artists of their own race.”

KGF], Hollywood, Cal.: “As far as
program choice is concerned. this audi-
cnce according to recent surveys pre-
fers personality disk jockey shows fea-
turing rhythm and blues music. They
like the casual, friendly approach.”

WSOK, Nashville: “It would be nec-
essary to be specific regarding the type
of product or service in question be-
fore we could make a program recom-
mendation. For instance, if the adver-
tiser has a food product, we would
advise the use of one of our spiritual
and gospel programs or our housewife
program. If it’s a product for men,
we would advise an early-morning or
late-afternoon rhythm and blues show.”

KWBR, Oakland: “Rhythm and
blues is by far the most popular choice
with the Negroes in this area and con-
sequently it makes up the greater por-
tion of our Negro schedule with shows
iunning morning, afternoon and eve-
ning.”

Q. “*What copy approach should
I nse?”

A. The majority of stations advise a
simple copy theme, perhaps used in
conjunction with a catchy jingle. But
when it comes to the actual selling.
stations are virtually unanimous in
making statements like these:

KCOH, Houston: A campaign that
is highly successful, say, in Memphis
might fall flat on its face in Houston
or some other market. With this defi-
nite thought in mind, we not only be-
lieve but strongly recommend. that
advertisers selling our particular Ne-
gro market use live copy. and wher-
ever possible and feasible allow our
disk jockeys or air sales people to
rewrite or reword their commercials
in such a way as to be most effective
in reaching this market.”

20 SEPTEMBER 1954

WLEX, Lexington: “The copy ap-
proach dcpends largely upon the prod-
uct being advertised and upon the per-
sonality giving the piich. A hilarious
piece of copy will sell a promotion,
whereas the intimate fircside chat will
sell furniture.”

WIHOD, Pitisburgh: “The question
of copy approach is an area of Negro
Radio that requires inuch care in han-
dling. High-pressure nethods are re-
sented. Condescending copy is equal-
ly bad. Furnish talent with a ‘fact
sheet’ and let then: use their own style
of presentation.”

NEGRO FAMILIES IN
\ NEW

| the only
all-negro
station

WAAA, Winston-Salem: “We have
found that Negro personalitics do very
well in ad libbing continuity.”

Does all thic mean that the adver-
tiscr can function successfully only
when station talent is performing his
commercials? Does this rule out the
“uniformity” of copy approach which
many advertisers (such as drug cli-
ents) feel they must have?

Not  necessarily.  This is  what
WMRY's Mort Silverman told spox-
SOR:

“It becomes more and more evident
that copy approach is becoming sec-

ORLEANS

*PULSE prores WMRY best huy

in  New Orleans Negro Radio
Audiences
*PULSE prores WMRY tops all

stations in Negro homes

*PULSE proves WMRY out-rates
the “integrated”™ White-Negro sta-
tion by more than 58¢;

*PULSE proves WMRY leads 30
to 9 quarter hours over ‘“inte
grated” White-Negro station

Represented Nationally by
GILL-PERNA, INC.

Mort Silverman, General Marager
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ondary. Many advertisers have proved
that excellent results can be obtained
in \egro Radio through the use of
regukir copy. and not copy prepared
especially. 1t would seem that the fact
that the advertiser is favoring our sta.
tion and the Negro market with spe-
cial attention. just by being on the
tation. is suflicient to get results.”

“*What time of day is best to

-

0.
reach Yegro listeners?’
A. Judging from the variations in
the replies received by sroxsor to
this question. there is no “formula”™

that applies to all markets. Best bet:
consult station reps and stations for
audience figures. However, here are
some sample responses:

KALL, Los Angeles: “In a recent
telephone =urvey. it was found that
the earhh morning and mid-day are
the best times to reach the Negro air
audience. They have radios in their
automobiles and places of business as
well as in their homes. You will find
that whenever they have a few minutes
to themselves, they are listening 1o the
Negro radio shows which mean so
much to thent.”

BUY THE VOICE TO THE
RICH RED RIVER VALLEY

hreveport’s
Afl-Negro

Program

Radio Station

POPULATION :~—Est. 1951

MUSIC

Spirituals
Folk Songs
Popular

Jazs Bands

NEWS
Local

Regional

Sports

WETROPOLITAN AREA:—156.000

30-MILE RADILS:

KANV

396,000

White 103.000 (66.19%)
Negro 53,000 (33.9%)
W hite 210.000 (61%)
Negro 156,000 (39%)

1050 K. C.

250 Watts

Daytime

TELEPHONE 2-3122

2730 TALBOT STREET

P. O. BOX 3611

SHREVEPORT, LOUISIANA
Represented by DORA-CLAYTON, Southeast
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KW BC, Fort Worth: “Best times of
day to reach all of the working Negro
audience are earh morning, 6:30-7:00
amn.. and evening. from 5:00-6:00
p-m. However, for a product attrac-

ine mainly to women, the best times

are late morning, 10:00-11:45 am,
and id-afternoon, 1:30-4:00 p.m.
Kid< you get with popular music any.
hour of the day or night.”

WRMA. Montgomery. Ala.: “Adver
lisers are missing a large Negro audi-
ence with double purchasing power
during the hours from 9:00 a.m. fo
3:00 p.m. Negro maids tthere afe
15,000 of them in this area) tune to
this station while they are working in
white homes. Many of them do some
of the -mall-item grocery buving for
the white family, such as Lread. milk,
coffee. tea. sugar, etc. Also. Negro
maids are the ones who actually use
floor wax, furniture polish, glass clean-
er. laundry starch. detergents and
soaps. They u-e them in their home-,
too. If the maid suggests one brand
over another, the white housewife will
usually comph.”

KCOII, Houston: “In every survey
we have made or have had made for
u<. Negro sels-in-use figure< are as
high or higher during daylight hours
as zels-in-u<e in the market as a whole.
Naturally. the time of day used to
reach various segments of the Negro
radio family varies. But the correla-
tion between white and Negro audi-
ences by time of day is very close.”

WHOD. Piusburgh: *Farly-morn-
ing time is unusuallh good in Negro
Radio due to the high percentage of
factory workers in the Pittsburgh area
who start on an 8:00 a.m. shift. These
~ame workers tune in during the day
at their place of employment. We
have talked with many employers whe
like their emplovees 10 listen to our
shows while thev work. Fast rhythm
music meanz fast work tempo.”

ATYN, Austin. Tex.: “To us, one
of the most startling bits of informa.
tion in a recent Daniel Starch surves
for Ebony was that in the Negro mar-
ket the woman should he considered
a breadwinner a~ well as the man. We
established to our satisfaction
that this i~ true in our area and have
proved advertising results are alwavs
areater in our morning program Blues
Before Breakfast, heard daily between
6:30 and 8:00 a.m. or in the following
spiritual show, Siceet Chariot, 8:00-
8:30 a.m.” * X

have
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NEGRO COMES OF AGE
(Continued from page 49)

as any veleran broadcaster the field
‘can tell you. Like any growing me-
jdium, Negro Radio reached maturity
only after passing through an “Awk-
ward Stage.”

“In these past six vears, mistakes
Jhave been made and lessons have heen
learned,” Leonard Walk, manager of
Pittsburgh’s WHOD. a pioneer Negro
‘outlet, stated. “Experienced station op-
erators have come to realize that you
jcannot generalize about Negro likes
and dishikes any more than you can
generalize about ‘American taste.’

“We have learned to differentiate be-
tween ‘gospel’ and ‘spiritual’ music,”
he added. “We have learned that
‘Rhythm and Blues” music is not catnip
for all Negroes. We have learned to
do newscasts that answer the question,
“How is this mews going to affect me as
a Negro?” We have learned to say
no’ to per-inquiry and mail order ad-
Lertisers and 1o sponsors who sell
‘down’ to the Negro. We have learued
that church and social news deserves a
unique place of nnportance in our
daily Negro programing. These and

advertiser or

nrany, many other lessons that have
been learned mean a solid foundation
for the advertiser who is entering tle
Negro Radio field. He is no longer
sailing uncharted waters.”

The third factor that contributes to
the media developinent of Negro Ra-
dio is not under the control of either
broadcaster, but its
growth nreans continuing success for
both. This factor is the importance of
the Negro as a consumer market.

Viewed in national perspective, the
Negro market is extremely important,
As the ad manager of one of the lead-
ing national beer hrands told srovsor,
“The Negro market is often tle differ-
ence between ‘breaking even’ with a

good consumer product and making a

real sales gain.”

Negroes in the U.S.. by the estimates
of the U.S. Burean of the Census, now
antount to about one out of every 10
persons. And, according to the USRBC,
thev are increasing faster than whites
while their median incomes are rising
more quickly than white medians,

By the most conservative estimate.
Negro families in this country have to-
tal incomes of well over $15 billion.

Viewed al the regional or local level,

the U.S. Negro nrarket spotlights the
nnportance of Negro Radio in reach-
ing this quality-conscious audience.

Here is a typical case:

“In the South, generally, reading is
at a very low ebb. This is demonstrat-
ed by the fact that the leading naga-
zines in the U1.S. have very few read-
ers in this avea,” Jules J. Paglin, pres-
ident of the four Gulf Coast “OK” sta-
tions, told spoxsor. “In this area you
have constant opportunities to fish.
humnt, enjoy sports and indulge in paid
recreation. This also diverts the read-
ing habit. Negroes are generally get-
ting their information. their news and
thetr enlertainment from radio.

“lu the past 10 years, Negro wages
in this area (Pensacola to Corpus
Christi) have risen from $13-27 a week
for unskilled labor all the way to 8125
a week. Formerly, the building trades
workers, largely Negroes in this area.
received 75c to 90c¢ an hour. They now
receive from $2.15 to 82.35. lu the
large chemical industries which domi-
nate this area. Negroes now earn from
$1.25 to $1.90 per hour.

“This added take-home pay has
made the Negroes in the Gulf Coast
area able to buy every type of cost-of-

Over 200.000 Negroes in and around

MONTGOMERY, ALA.

Listen everyday . . . support whole heartedly . . . and are proud of . . .

1. ELLIS FORD—

leader among the local gospel groups in town.

“Morning Rerveries” 5:30-6:15 A.M., Mon.-Sat.

2. BILL JOHNSON—

local boy made good wiilt that extra selling personality,

“Tan Town Coffee Club” 7:00-9:00 A.M., Mon.-Sat.

] 3. “ACE”
] ANDERSON—

selected by Color Magazine as one of nation’s top D.J. s.
“950 Club” 2:00-£:30 P.M., Mon.-Sat.
“Highwavs to Heaven”—9:30-11:30 A.M., Mon.-Iri.

4. JACKIE (THE
JOCKEY) JACKSON—

WRMA’s new female D.J. sensation
“Male Call” 11:00 A.M.-2:00 P.M., Saturday
“Lunch Cdll” 12:00-1:00 P.M_., Mon.-Fri.

: » « Al heard
daily over

W R M A tion serving every Negro com-
munity in the center of Alabama’s
{950 KC, 1000 Watts) . . . Black Belt.

Joseph Hershey MeGillvra—Nat'l Rep

Montgomery’s only all-Negro sta-

20 SEPTEMBER 1954
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Iiv g itemn they need and al~o most of
e Tinury With lns rent -
cveasing at a slower rate than for

ienrs,

whites.  the Negro,  therefore,  has
ravsed his stamdard of living in food.
dothing.  furniture. appliances, auto-
niobiles. beverages and sweets,”
Primarily, what sroxsonr stated last
vear i its smrvey of Negro radio s
stll true: A Negro will often buy the
very best of those things he can buy
readily in order to prove- if only to
other Negroes or even to himself  that
he s just ax good as ambody else.”

This. therefore. is the final secret of
i
in Lo
most every

Negro Radio’s coming of age. At a
time when U.S. Negroes are earning
more than ever before and during a
period where they are learning to up-
arade their standard of living, Negro
Radio is helping to establish new con-
~unter huying habits and to break old
Ones,

Has Negro Radio solved all of the
Liuge problems which faced it only a
few vears ago?

The answer i~ “ves,” for the most
part,

Negro Radio can now offer adver-

isers a choice of network-level buy g

listens to

LOW
... HERE'S WHY . ..

LOU is the radio station with Negro
Louisville. Metropolitan Louisville’s
180.000 Negroes, plus a bonus audience
in surrounding counties, appreciate
LOU’s all-Negro programming. It plays
an important part in their religious,

social and civic life.
They believe in LOU . .

radius.

To expand your market in Louistille,
sell to this closely knit audicnce. IU's a
powerhouse, with 80 million dollars a
year to spend! You'll get your share if

LOU is selling for you!

GET THE BEST RESULTS
WITH;LOUISVILLE'S

ALL-NEGRO PROGRAMMED

. and in her
sponsors! 1’s proved consistently with
over 2,000 letters a week from a 60-mile

LOU'S appeal
plus strong
merchandising
has made her
first choice
for results
with scores
of sponsors . . .
local and
national! See
our reps for

NOW UNDER CONSTRUCTION ... WLOU-TV!
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WLOWU

National Reps: Forjoe and Company
Southeast: Dora-Clayton Agency, Inc.

A /eoundavi”e Station

the facts!

or nulti-nrarket spot purchases, I cai
offer tested programing, loyal audi-
ences, popular entertainers and pro.
motional follow-up.

But Negro Radio still has areas i
which much remains to be done. Al
though most Negro stations today sell
on the basis of market data and pro-
gram ratings. advertisers and agencies
frequently voiced to sPoNsORr the de.
sire for more program audience infor.
mation. marketing and <ales inforna-
tion and coverage data and studies
whicl <how the effectiveness (pantry-
shelf reports, store checkups) of the
medium.

There is still rooin for improyvement
m Negro Radio programing. particn:
larly where it involves the developmeni
of specialized program types (women's
appeal shows. prestige vehicles. special
events. variety shows. juvenile pro-
grams) which can serve as advertis
ing vehicles for air clients who want
to reach specialized segmeits of the
radio audience.

Few hroadcasters in the \Negro Ra.
dio field deny that theze problems ex.
15t But few indeed feel that they won't
be solved—and solved soon.

“I's just a natter of time.” said a
“We're
k¥

Philadelphia station manager.
out of the woods now.”

NEGRO NETWORK

(Continued from page 51

sodp opera.

3. Most national advertizers are =till
unfamiliar with wmany of the subtletie:
of Negro programing. But most big air
advertivers know daytime serial pre-
graming in radio. and often have it
(as in the case of P8G) down to a fine
advertising art. A Negro-appeal soap
opera. NNN officials believed. would
serve as a useful bridge hetween the
known and the unknown.

Todav. Ruby I'alentine is aired from
e.t.’s on atotal of 43 stations—a 12.5%
increase over the original starting list.
It ix currently in its second 20-week
evele. Pulse ratings. on an all-home
basts. run around a 2.0: on a \egro-
homes-only hasis. the rating is around
a 5.0. Nccording to Leonard Evans.
president of the NNN. some 17 more
\egro-appeal outlets have asked to jomn
the network to carryv the transeribed
show,

Both
has had a “noticeable eflect”™ in hoost-
ing product sales in \egro areas and

advertisers report the show

in getting premium display opportuni-

SPONSOR



ies in grocery stores and other outlets.
Actually, the National Negro Net-
vork, unlike most otlier web opera-
jjons. slarted oul as a program in
iearch of an outlet. rather than the
bther way around.
| About a year and a half ago, Evans.
i that time a Chicago Negro market
“onsultant. met with Reggie Schuebel
and Jack Wyatt, then partners in the
agency consultant firm of Wyatt &
schuebel. to discuss program ideas for
he burgeoning Negro radio markel.
Fhe result, eventually, was Ruby Valen-
ine. starring Juanita Hall of “Bloody
Mary” fame (South Pacificy. The first
rade anouncement of it. incidentally,
was an ad in sponNsoR’s 1933 Negro
adio Section.

A number of advertisers showed im-
mediate interest. On a first-come-first-
served basis, Pet Milk (via the Gardner
Agency in St. Louis) and Philip Mor-
ds {via Biow in New York) got the
nod.

The program producers soon found
they had a problem on their hands.
Clearing time for the daily quarter-
hour strip meant a lot of stations would
have to juggle their programing
around. Not all of them were sure just
how to do it, or if they wanted to do
fit at all.
| Leonard Evans. acting for the pros-
pective sponsors and for the produc-
tion team, started to make a U. 3.-wide
tour of Negro stations to pave the way
for the show. It was decided from the
istart that the show would be placed on
la network basis, providing the economy
\In a specialized market that advertisers
‘zet In a mass market.

In day-to-day operations, the NNN
now works like this:

1. Time sales: Through its sales
offices in New York and Chicago. the
NNN offers advertisers quarter-hour
and half-hour segments on a group of
45 station by mieans of a Keystone-like
lranscription service. At the moment,
the network is sold on an all-or-nothing
‘basis; there are no “regional” groups
tavailable. The one-time price for half-
bour segments: $1.248.25. For quarter-
hour segments: $729.89. Prices do not
Jinclude programs. The 15% agency
commission applies on net stalion time.

2. Programing: Although the NNN
| merely states in its rate card that “the
{ services of NNN's program department
in arranging and presenting programs
are available to clients,” in practice the
'NNN is quite firm about not selling
‘time or programs only. “We are pro-

| 20 SEPTEMBER 1954

viding a  special package service,”
Evans explained to sronsor. “To keep
our programing consistenl. we prefer
to do it ourselves and not just act as
thne salesmen. Also, we don’t enconr-
age the idea of selling programs to the
major networks, since we don’t want
to contpete with ourselves.” In the case
of Ruby Valentine, incidentally, the
combined talent-recording charges come
to a total of about $1.750 per week.
which is split by the two sponsors.

3. Station relations: Like most net-
work radio operatious, the individual
stations make considerably les< money

(after commissions) on the <ale of
their time through the NNN than they
would if they sold it locally on a spot
basis. The payoff for afliliates, again
as it iz in the major networks. is in
selling adjacencies to top shows (somne-
times al a premium price). thus bring-
mg the local-vs.-national picture more
closely into balance. A veteran <tation
rep in the Negro Radio field <tated that
“most Negro stations have been yearn-
ing for years for this kind of prestige
advertising, and would do almost any-
thing to get it.”

4. Consultation: The NN\ does not

IN HOUSTON

Represented by
George W. Clark
or call
Bob Meeker
KCOH, Houston

_HOUSTON, TEXAS

COH sells

THE NEGRO

MARKET

KCOH is the one di-
rect way to reach over
350,000 Negroes in the
tremendous Houston
retail trading zone —
at a cost of only 13c
per one thousand
Negro radio homes.

ONLY
station programmed

EXCLUSIVELY

to the
NEGRO MARKET

Here is a market that
represents more than
six hundred million
dollars of Negro spend-
able income — don’t
overlook it!

Houston’s

The voice of the
Negro in the South’s
fargest city.




Your Best Buy For

GREATER MEMPHIS’

NEGRO
MARKET_

WCBR
OVER 250,000

NEGRO Population

In .5MV Area

SURPRISINGLY
LOW RATES

ALL
NEGRO
Programming

WCBR CONCENTRATES
its SELL in and around

greater Memphis where
over 250,000 Negroes live,
work - - and spend. You

buy programming that is
proved successful in build-
ing and holding listener-
loyalty. That means sales.
For further information,
coverage data and rates,
write

Joseph He:zshey McGillvra, Inc.

National Representatives

ALL DAY LONG!

WCBR

1000 WATTS

One Rate to Ail

Local-Regional-National

Studios on Famous

“BEALE ST.”

MEMPHIS, TENNESSEE
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write the commercials heard on Ruby
I alentine, and has no intentions of
But Evans
and Reggie Schuebel are happy to con-
<ult with N\ advertiser on problems

dome <o on future <hows.

wliere it concerns
angling copy to the Negro air market.
A= Fvans deseribes it. *This consists of

of copywriting

dropping in occasional place names
familiar to Negroes. or providing the
right musical settings for the com-
mercial. or building it on a social
theme which will «trike a responsive
chord with \egro listeners.”

What of the N\ \s future?

As SPONSOR wenlt to press, a number
of things were in the works.

For one thing. the NNYN s reported
ready to launch a second soap opera,
starring Hilda Simms, for a national
advertiser. “l can’t tell you who it i~
but it’s one of the Big 10 air adver-
tisers.” Evans told spoxsor. Other
tran:cribed Negro-appeal shows—two

* * * * * * * *

o+ We sinecrely believe that today’s ad-
vertising manager has 1the great oppor-
tnmnity——as never before—of beeoming
an extremely important and sital mem-
ber of the general management team.
But we alko believe ihat he will be con-
~tantly measnred by management for
his position on the team. in terms of
his abilities to <necessfully operate. a-
well as to create. In other words. <kill
in managing., as well as <kill in adyver-
tising. will be taxed to the ntmos,**
CEORGE B. PARK

Manager. Advertisinug & Sales Prouw..
Markerting Serrices Div.

General Electrie Co.

Schiencctady

* * * * * * * *

more soap operas and half-hour
mystery show with Cal) Calloway--are
in vartous stages of readiness. The
NAN i also discussing the feasibility
of feeding live Negro-appeal events-
such as a spectal salute to Liberia. the
all-Negro African republic—to some
60 or 70 stations as a special event.
For another. NN\ officials plan to
launch a “Negro Market Sales Index™
in November as a service to network
clients. Itz purpose: to provide facts
and figures on 203 grocery and an
equal number of drug outlets in 43
large Negro markets. The re-earch
work would he done by an independent
research  firm and would be free
to network advertizers ordering the
service. Through it. the NNN feels.
sponsors can keep close tabs on prod-
uct sales in the Negro markel. and can

judge the effectiveness of ¥XN shows
in boosling product sales.

But the biggest task facing the NNN
i~ still the hurdle of acceptance in the
advertising world.

“\Most of our inquiries come directly
from clients. who have heard aboul
NN\ through their field represeuta:
tives or regional sales offices.,” said
NN\ President Evans. “Agencies are
aware of our existence. and watch our
growth closely. but a lot of them are
otill reluctant to come right out and
make a major reconnmendation on
Negro radio. preferring to keep can
paigns at the ‘test” level while watching
to see what others do.”

“But.” added NN\ V. P. Reggie
Schuebel. “the ice has been crached.
We're going lo keep it thal way.” **&

® Reprints of the 1954 Negro
Radio section will be made avail-
able on request. Please address
your inquiries to Sponsor Serrices
Inc.. 40 E. 49th St., New York 17
N. Y. Reprint prices are nmm'rtai
and bulk rates apply for quantity

orders.

Need a
Gpecialist?

Reach the
Specialized

NEGRO MARKET

through
@ Market Data
e Coverage Facts
e Experienced Counsel

# Pin-Poinfed Availabilities

DORA-CLAYTON
AGENCY

Regional Representatives for Radio and v
Alpine 7841

502 Mortgage Guarantee Bidg. Atlanta, Ca.

)

SPONSOR



N E

\:
CRTTE TR TR ST ST ol i

| 20 SEPTEMBER 1954

RETURN €

IN THE VAST
NEGRO MARKET
OF CENTRAL TEXAS

KTXN

PROVES:

P An exclusive
“Listening Franchise™!

p Consumer Acceptance
in 207 Retail Markets!

B Cooperation of
Wholesalers and
Retailers!

P Active assistance
by our experienced
Merchandising Staff!

» Qur guarantee of
serving ONLY ONE
ADVERTISER OF A KIND!

we KNOW we BLANKET

THE NEGRO MARKET
OF CENTRAL TEXAS

KTXN

AUSTIN, TEXAS

- - = > >
National Rrpresentative
RICHARD O'CONNELL

NEW YORK
LOS ANGELES » SAM FRANCISCO

NEGRO RESULTS

(Continued from page 53)

slated they could have sold out the
first week f the down pavment had
been modified.

“Sixty percent of the tract visitors
said they had heard about the homes
through the Joe Adams Show.”

Varions (WROK, New Ovileans):

“It is tmpossible for any product to
attain leadership in the Gulf Coast
area without the Negro market.” the
president of the four-station OK
Group. Jules J. Paglin, told sroxsor.
Paglin cites these examples:

“A dog food brand came into the
New Orleans market and songht to
gain distribution through the use of
a large network station and WBOK,
using a divided budget. In about nine
months they liad reached the numnber
one spot in the market.

“A canned milk company with a
program of jive d.j. music sought to
eain leadership in the local market
and reached that goal only after mak-
ing a determined pitch to the Negro
audience.

“On a promotion for used cars us-
ing a special appeal, a dealer sold
$40.000 worth of used cars in one week
pitching at the low income market—
and his greatest success was in the
Negro market.”

Carnatioun Millk (KTXN. Anstin):

Like many stations in the Southwest,
KTXN has been programing success-
fully since 1949 to the Negro and
Mexican segments in the air audience.
Together. these two groups comprise
some 36.15%¢ of the total population
within reach of the station, manager
Frank Stewart reported.

“Erwin. \Vaie\' of Los Angeles
bought both Negro and \panhh quar-
ler llour> across the board in 1951. at
a time when Carnation Evaporated
Milk were extremely low. B
the spring of 1951. Carnation enjoyed
more than 317¢ of all canned wmilk
sales in the greater Austin area. Thev
cancelled their schedule in order to
re-allocate  much-needed
other markets. We are the fair-haired
bovs at Erwin, Wasey; but we worked
ourselves out of a job!”

sales

Margarine (KWBC, Ft. Worth):

It's long been axiomatie that Negro
consumers will go all-out to buy the

montes for .

KEVD
TOPS!

IN
SCUTHERN CALIFORNIA

PULSE
NEGRO
SURVEY

For 3 soiid hours from 1 to 4
in the afternoon — Quarter
hour by Quarter hour, Mon-
day through Saturday, KFVD
is No. 1 in the Southern Cali-
fornia Negro Home. (Esti-

mated 350,000 Population)

COMMANDING-

559 More Listeners
Than the Leading Network
Station!

COMMANDING-

More Listeners Than the Next

Over

Two Leading Independent

Stations Combined!

HUNTER HANCOCK’S

“HARLEMATINEE"

Is A “Must’” To Sell This Market!
for Details, Contact KFVD, Los
Angeles 5, California

Represented by
Joseph Hershey McGillvra

Chicago Los Angeles

New York

San Francisco
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PITTSBURGH’S
NEGRO
PROGRAMMING
STATION

Since 1918 Mary Dee has been
waking Picsburgh Negroes up
with her 7-8:30 ALM. Disc Show
and helping drem through the
afltermoon
2:45-1:50.
153 minuces

with music from
Mal Goode presents
of Negro skimted
times

-1 P.ML

news and  sports four

dailv. 8 AN, 3 P.M.,
and 6:15 PO

CALLFORJOE

Pittsburgh’s
' NEGRO STATION

860 kc

154

very best quality of an item they can
purchase readils. A good example
was provided this sprimg m connec-
tion with a promotion done by Clover-
bloom 99 Margarine in Fort Worth.
With a general grocery price war
on in Fort Worth and a slowing wmar-
ket on margarine. Closerbloom hought
a daily ~egment of a KWBC d.j. show
featuring Jerry Thomas.
were conducted in stores by Thema-s,
who awarded prizes of a pound of
margarine to those who Iad the prod-
uet in their shopping baskets,

Cloverbloom was up agamst plenty
of price rivalry; "99” Margarine sells
for 33c¢ a pound (it ix a churned mnar-
garine) vs, about 16¢ a pound for
others.

Result of the campaign: Sales shot
up in 17 out of 22 grocery stores.

And <ome gains were as high as 3007¢,

Household hleach (WSOKR. Nash-
ville): About a vear ago. a regional
brand of household bleach. Roman
Cleanser. was launched in Nashville.
The competition was stiff: Clorox and
Purex were the brands which dominat-
ed the Negro community:

Reported WSOK's Norman
art:

“After only three
tained the rank of third place i the
Negro segment of the Nashville mar-
ket. Its share of the market was 187
as indicated by
pantry survey.
tained despite the fact that competi-
tors ran heavy newspaper schedules in
the two dailies in Nazhville.

Stew-

months 1t at-

the station’s regular
This position was al-

The ex-
penditure was approximately S50 per
week.

“The account executive had this to
~av after using the station for about a
vear: ‘If I ever have to cut my budget
i Nashville. I'll cancel evervthing but
WSOK. They're really doing a job for

us.”’

I'ei Mill: (WIVEKR. Ruaoxville):
This Mid-South outlet i1s one of the
15 stations afiliated with the \ational
Neoro Networh.

Reported Owner-Manager James A.
Dick:

“We are currently running the seri-
al Ruby I'alentine. As vou know. Pet
Milk and Philip Morris have alternate
davs on the five-day. 15-minute serial.
Shortly after thi~ program started. the
local <ales representative for et Milk

dropped into nnyv office to report

Interyview~

that his company was realizing an ey
cellent increase in sales.

“Besides his own sales figures i
~ubstantiate the increase. lie reported
that grocery sfore managers and own-
ers expresscd amazement at the re:
sult< this program was delivering.”

GE appliances (KGRC.
ton): Jim Braduer Jr.,
ager of KGBC,

story to SPONSOR:

Galves-
owller-mai-
told this sales success

“One out of every four families iy
the nine-county KGBC area is a Negro
family., In all some 249,341 Negroes
live in this market area. One interest-
ing thing about thi~ particular Negro
market is the fact that Negroes are
on the average, much higher paid thafi
Negroes in any other Southern mar.
ket.

“Locally. Schreiber & \Miller Furni-
ture Co. has used our \egro program-
ing. along with other programing on
Since
beginning this advertising they have
won every General Electric sales cons
test in their district. which includes
stores in Houston. Port Arthur. Beau-
mont. San  Antonio, Corpus Christi
and Lake Charles. 1n 1952 they were

lhe station, for over four years.

The only station
in the rich

KANSAS CITY

metropolitan
market. ..

'.Oo.;. WA ns
1800 KC

. beamed

(«])
o 00
000 O
14

exclusively

to KANSAS

CITYS 118,000
Negro Market

KANSAS CITY, MO.
Represented Nationally by

JOSEPH HERSHEY McGILLVRA, INC..

= - o

SPONSOR



- — o —

KAL)

5000 watts

sells meore

in

| THE NEGRO MARKET

] for

LOS ANGELES COUNTY

with
BROTHER
CLARENCE WELSH

7:30-8:00..am
11:30..am-2:00..pm

Monday..thru..Saturday

4:00-4:30..pm

J Sundays
—
l for

THE SPANISH MARKET

| L0S ANGELES COUNTY

Variety of Spanish Shows

Eight hoars per day

- KALI

430..Kc
Pasadena & Los Angeles
RYAN 1.7148

I Represented by:
G. Oakes

Harlan & Assoc,
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one of the top 10 dealers of the year.

“They have just won another dis-
trict sales contest. They spend about
half of their total GIX advertising bud-
get on KGBC and a large share of that
1s in Negro programmg.”’

(W SID.
market
have often pointed out that Negroes.
who do not have access in the South

Balti-
consultants

Upholstering

more): Npgr(,

to as much out-of-honie entertaimnent
as white Southerners. will often con-
centrate on improving their homes, in
which much entertaining is done, This
pride in home furnishing can often be
turned to an advertiser’s advantage.

A consistent advertiser on WSID is
the Bond Upholstering Co. of Balti-
more. Wrote Morton Levinstein of the
A.W.L. ad agency recently to the sta-
tion, one of the seven Negro-appeal
UBC outlets:

“Although Bond is. and has been
on many stations in many cities. their
cost-per-call is just about the lowest of
all on WSID. This is an account which
must get direct, immediate results from
its advertising. For that reason, Bond
has been on your station. without in-
terruption, since their beginning. I've
always found your audience very re-
sponsive.”
RBeverages (WMBM,
Beach): In a market which consumes
plenty of bottled beverages, competi-
tion is understandably brisk. Negro
radio in such cases can do much to
hoost sales. Reported WMBM:

*“7-Up, through their Miami distrib-
utor, purchased a series of foothall
broadcasts in 1953 and then followed
it up with a spot campaign on WMBM.
Prior to the campaign, 7-Up did not
rank among the top three beverages
in the Negro market. Theyv now rank
number one.

“Schaefer Beer has consistently used
four so-called ‘white’ stations in Mi-
ann, while using WMBM to spread
their sales story to the South Florida
Negro audiences. Negro sales of
Schaefer Beer have shown a greater
increase than sales to white consum-

-9
ers.

Miami

Snuff (WSAV, Savannah): Com-

mercial Manager Don Jones told
SPONSOR:

“One ol our outstanding success
stories for advertisers beaming to the

Negro market is that of a snuff prod-

00.....0.0.0.0.....0...9.......OQ....OQ«B..‘..........0.0.0...........0.0..00.........O.....O...........Q......ﬁ........

....................0.0.0.

WE PIONEERED
IN NEGRO RADIO
IN

South Carolina

FIRST

In Negro Artists

FIRST

In Negro Programming

.
FIRST
In Ratings
@
FIRST
In Results!
¢
730 ke — 1,000 W

IN CHARLESTON
SOUTH CAROLINA

FORJOE & CO.

or
DORA-CLAYTOY
Can Tell the Whole Story o
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REASONS

WHy You

MUST USE

WLIB

TO SELL THIEE NEW YORK

NEGRO MARKET

1. WI.IB hax more Negro lis-

teners every morning than any
other New York radio station-
Network or {PULSE
Mav. 1951)

2, WI.'B is the only  New

York

Harlem.

3. WI.IB powerful new trans.

nritter has improved coverage and

Indie.

station  with  studios in

reception to equal any  50-kw
outlet,

4. WI.IB broadeasts 32 exclu-

sive Negro community news pro-
arams per week.

5. WI.lB i= the only \.Y. sta-

tion to win both 1954 Varietv
Showmanagement  Award  and
First in The Billboard's
1954 Merchandising Promotion
Context.

Place

LI

1130 ON THE DIAL

207 EAST 30 ST.

NEW YORK 16, N. Y,
ORegon 9-2720
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uct used primarily by Negroes. This
advertiser ran a test belween two oth-
er Savannalt stations and ourselves,

“In this test they offered a four-leaf
clover charm for each top from a tin
of snuff. Seven announceinents a week
were run ot one =lation, three an-
nouncements a week on another, and
five announcements a week on WSAV.
The test ran approximately four weeks
and WSAV pulled 375 responses—
more than the combiued response of
the other two stations.”

WSAV, incidentally. is a 5 kw. (full
timet NBC Radio affiliate but airs
more than 2077 of its schedule to the
Negro audiences of this important
Georgia market.

Retal clothing (WRAPP, Nor-
folkc): With over half a million Ne-

groes living in its 0.1 mv. contour,

WRAP has often rung up many over-
night sales successes. Bul. as the sta-
tion points out, “We are most proud
of those which have heen
brought about over a period of time.”
Sample:

SUCCe==es

Liberal Credit Clothiers. a quality
merchandise firm, has been u=zing
WRAP since the independent station
opened. A nominal schedule of an-
nouncements is used on a vear-round
basiz with added emphasis preceding
Laster, Thanksgiving and Christmas.
During these three periods. extra at-
tention is given te adding new ac-
counts to the store’s business roster.

“In an eflort to gain these new ac-
counts WRAD® was used last vear to
offer free ham at FEaster. turkev at
Thanksgiving and a toy at Christimas
to cach new customer opening an ac-
count of $30 or more.” manager Rob-
ert Lyons reported. ““The budget set
aside for specific  occasions
amounted to a total of $1,000 to be
Tur-
kevs, hams and toys cost an average
of about 53 each.

these

u~ed for spot announcements.

“Asx a result of thi= expenditure.
Liberal Credit Clothiers opened slight-
Iv more than 1.500 new accounts dur-
ing the three pre-holiday periods. The
have Dbeen enlarged since
their inception.”

majority

RBovdeun's (WANT., Richmond): ]
think our best success story.” report-
cd General Manager Richard Scheele.
“i= with Dorden’s Sther Cow Evapo-
rated Milk.

“Borden’s, throngh Y&R. began a

l

30006000000 000000000000000

For Negro

Market Sales in
FORT WORTH-DALLAS

it's KWBG-970

Studios and offices in
Ft. Worth and Dallas

Serving 300,000 Negroes

with their music, their

news, their religion,
and directing its public

service toward them,

Call Bill Rambeau!

£00900900000000000000020000000000000000000000080Ra00DOOS

e

0000000000000 000550 000000

Reach the ENTIRE |

Central California

] 2 0000000900 000000060000000000000000000090000000000000000000

Negro Market
on
ONE Station
with
[DIVERSIFIED
PROGRAMMING

* Rhnvthm & Blues !
* Spirituak

% Homemaking

* Sports
* Diamsa

Y o lie .
* Religious

BR 1,000 watts d
1310 on vour daal

i —

Represented by FORJOE & CO., INC.

SPONSOR




PULSE REPORT SHOWS

DELIVERS

 WEST'S

-~ LARGEST
NEGRO

~ AUDIENCE

9 P.M,.-12 MID.

* The station thai's famopus for Notre Dame
Faothall, Mock programming, and Origi-
el Wighr Owl™ Shaw, Details on request.

KG Fl Sunset & Vine, Hollywood, Calif.

America's No. 1

Negro Market

WWRL has a larger audience in the
1045371 MNew York Negro Market
than any other station—network or in-
dependent—according to Pulse Ratings.
WWRL moves merchandise FAST—
that's why:

Comel Cigorettes

Scoft’s Emulsion
Lydia Pinkhom

Corolino Rice
Aunt Jemima Flour
Tip Top Breod

Feenomint Cornotion Milk
BC Heodoche Monischewitz Wine
Powders

use WWRL to outsell all competition.
Discover today how New York's Negro
Market (greater than ALL of Boston,
St. Louis or Pittsburgh) plus WWRL
programs and merchandising can pro-
duce greater sales for you.

Pulse Report on Request
DEfender 5-1600

In New York City
at 5,000 Watts
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campaign about six months ago with
us. They bought a campaign of five
15-minute shows per week and 10 spot
announcements in the same period.
One program per week is done {rom
a different grocery store with Bill
Gibbon, one of WANT's top d.j.'s.
Total cost: $192 per week. Their ob-
jective was to increase the sale of
Borden’s Evaporated Milk in  the
Richmond area. especially to the Ne-
groes. This has been accomplished by
the combined efforts of the Borden’s
distributor, the salesmen,
and the merchandising cooperation of

WANT.”

Borden’s

Touni¢ (WHOD., Pittsburgh): Ne.

groes consume higher-than-average
amounts of packaged drug products
of all types. To some extent. it is due
to the fact that Negroes in many arcas
have not had medical facilities that
are up to white standards. And sales-
manship via Negro radio and other
Negro media has been a contributing
factor. Reported Leonard Walk. man-
ager of WHOD:

“Hostetters Tonic is a 100-year-old
veteran of the patent medicine field
with headquarters in Pittsburgh. When
President W. P. Ortale contracted for
a strip of five spots weekly in the
Mary Dee Morning Show (7:00-8:30
a.m.) and a similar strip in the Mary
Dee Afternoon  Show  (2:00-4:30
p-m.), it was the first Hostetter adver-
tising schedule placed in 30 vears.

“Within 12 months sales in several
‘test’ drug stores in Negro districts

had climbed 512%¢.7

Various (WJIMO, Cleveland): [;
sometimes takes a lot of courage to
take the plunge into Negro-appeal pro-
graming, WJMO DManager C. C.
Courtney told SPONSOR:

“WJMO was changed from a popu-
lar music station to Negro radio pro-
graming exactly two years ago. This
change took place overnight and so of
course we had quite a time of it at
first. During the first six months of
this type of operation, we lost about
807 of our old advertisers. It took

us approximately eight to 12 months

to become known as a station that
was broadcasting to the Negro radio
audience.

“But it is sure paying off now.

“In the appliance field. we have
sold huge quantities for our regular
sponsors. Some of these appliance

heamed directly
at San Francisco
Bay Areda’s 180,000
Negro Market

“JUMPIN’
GEORGE”
OXFORD

Each year Jumpin’ George tops
the Bay Area’s popularity polls.
George sells more national and
regional accounts to the West's
fastest growing market than any
other negro appeal disc jockey.

JACKIE
FORD

Jackie emcees a combination disc
jockey-women interest show. She
offers the only show of this type to
the large San Francisco Bay Area
negro home listening audience.

“"ROCKIN’
LUCKY”

Rockin’ has his own loyal follow-
ing. He holds them—and sells them
with a most effective formula for
negro appeal programming: spirit-
uals, thythm, and blues shows.

A full staff of negro disc person-
alities makes KSAN the number
one negro music and personality
station in Northern California. To-
day KSAN is the voice of the fast-
est growing population market in
the West—the big, buying Bay Area
negro market—180,000 strong!

K S A " Studio and Offices: 1355
Market St. » San Francisco, Calif.
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400.000

St. Louis

can’t be wrong!

Day m...dayout...
k\L\\' is the key to their
buying habits. Your sales story
turns that key when it reaches
this important and ever-ex-
panding market through the
powerful salesmanship of St.
Louis’ two leading Negro
disc jockeys . . .
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SPIDER BURKS

V'Spinning with Spider’
Daily 1 p.m.-5 p.m.
Sundays 2:30 p.m.-4 p.m,

GEORGE LOGAN
“The G Shous™

Daily 9 a.m.-12 naan
Sundays 9 a.m.-11:30 a.m,

L ]
®
[ ]
[
the golden circle station”
[

on the dial

ST. LOUIS

represented nationally by

JOHN E. PEARSON CO.
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»
»
Y
®
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store advertisers have heen with us for
a year and a half now with an aver-
age of one hour each per day on week-
davs and sav they expect to continue
with us indefinitely  because of the
result< they are getting.

“Many local merchants owe their
With 10 an-
nouncements a day. six dayvs a week.

expansion directh to us.

local Nudson dealer sold so many
cars through our station that he is now
one of the largest dealers in Ohio.

“A small variety shop with one five-
minute Negro newscast per day in-
creased their sales by 5077 and now
ha~  expauded. moving into larger
quarters and adding more items to
their list of products.” * k%

NEGRO RADIO

(Coutinued from page 51)

year. Conversely. stations can often
offer admen larger audiences than ever.

Sample changes since last season:
e KOWL, Los Angeles, went from 5
kw. full-time to 10 kw. full-time.

e WDIA. Memphis, went from 250
watts to 50 kw. daytime and 5 kw, at
night.

e WRAP, Norfolk, went from 3500
watts to 1 kw.

e WDAS. Philadelphia. has gone up
in power from 250 watts to 1 kw.

e WLIB. New York. moved its trans-
mitter to a new $75.000 tower in the
Last River, now aims 1ts signal squarely
at the Harlem area.

e WHAT. Philadelphia, is moving its
transnnssion to a new. non-directional
tower and its broadcasting facilities
into new studios. Its fm signal is now
20 kw.

A number of other changes-<tower
relocations, power increases. new stu-
dios—are in the works at other sta-
tions. Some stations. incidentallyv. have
even applied for tv chamnels to the

FCC.

Network-level medimu: Today. Ne-
gro Radio offers advertisers a choice
between spot radio. purchased by time-
buvers through station representatives,
and  network-level  buving. mainly
through the National Negro Network.
(Ree page 34 for special story on the
urowth. development and future plans
of the 15-station NNN.)

But other network-level straws are
also in the wind. ABC Radio this fall
will air a erie< of hroadcasts of Negro

... can't put it off
any longer!

Dear Heginald :

You know, the darndest thing happened
ohen | sot doon to write yoo abaut the
AW AR Ncgro market.  First, the offire
choir with the broken caster slipped out
from under me and ! landed on the floar
ond threw out my sacroiliac, My secre.
tary tried to lift me and she slipped and
sprained her ankle, 30 thev had to take
us both to the hospitol. On the oay, the
ambolanre got a flat tire and they dis.
covered the tools were onder my cot, 3o
they pot me on the sideoalk ohile they
clionged the tire. Jost aboot the time they
finished they got a rodio flosh aboot a
big necident, so they doshed off, forgetting
me.  Aboot this time, a gusy cotting his
laon arvend me oith a power mauer
bumped into my ballberaring whecled cot
ohirlh immediately rolled douwn the street.
Vhere vas a big applianre store near the
corner and believe it or not, my col rolled
right in and up to the desk of the aoner
who oas trying to reach me on the tele.
phone to boy participations in aor after-
noon and ecening MNegro Spiritual  pra-
grams, to reach the 350,000 Negraes in
(Creater los Angeles.

Furtonately, | had a rontract oith me
und he was most pleased with the prompt
servire.  Funny thing, the pain then dis.
appeared from my back. At the moment,
I'm trying to sell the cat and already
hove 8 offers, bur I'm laaking for a sob.
stituie secresary.

Any suggestions?

s Rill Beoion

KWK

PASADENA — LOS ANGELES

New Yark Hep.—Richard O‘Cannell, ine

WRB

JACKSON
MISSISSIPPI

Selling
352,138
Negro Listeners

All-Afternoon Programmin

Doctor

Daddy-O

“The Ole HepCat™
and the

Southern Sons Quartet

€0eP

5000 watts Day
1000 watts Night

SPONSOR*



' of CHECK THIS «ccau..

KRUX

First in Results in PHOENIX
with “MAMA’S LITTLE BOY
FREDDIE”—I10 PM to Mid-

nite

of First and only Negro
programing

W Only regularly scheduled
Negro programing

of Only regularly scheduled
Negro program between
El Paso and Los Angeles

Reach This Untapped Market

on

1340 K.C.
P.O. Box 2319

“West’s Most Western Station”

Phoenix, Arizona

i

To Reach ALL
The NEGRO
ﬁ MARKET

in the

' CORPUS CHRISTI
AREA

KUNO

' JIMMY JOHNSON

Musie - Sports - News
10:30 P.M. Till Midnight

] Daily

KUNO-250 w. 1400 ke

| CALL
Everett McKinney, Natl. Rep.
40 E. 49th St., N.Y. 17, N.Y.
Joe Harry, Reg. Rep.
Box 8194 San Antonio 12, Tex.
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college choirs on weekends: ABC’s
owned-and-operated WXYZ in Detroit
now las a late-night across-the-board

| Negro disk jockey. Jack Surrell. and

web officials are watching the success
of this program closely.

WINS, New York. intends to syn-

- dicate a three-hour taped version of
- Alan Freed’s Negro-appeal Moondog

d.j. show to some seven or eight
stations, and a one-hour version to a
potential list of nearly 100. Participa-
tions in the shiow will be offered via
reps to advertisers interested in multi-
market program purchasing.

WBOK, New Orleans, recently sub-
mitted to New York ad agencie: an
audition recording of a new daytime
cerial, Dr. Charles Brown, M.D., de-
signed for multi-market sponsorship.

Independent producers, too, are
being attracted by the potentials of the
Negro Radio market. Anchor Produc-
tions, founded by ex-Transfilm execu-
tive David Osborn, has packaged and
recorded a daytime Negro-appeal soap
opera with a religious theme, Rock of
Ages, starring William Marshall. A
five-minute transcribed sports show,
featuring famed Negro track star Jesse
Owens. has been packaged in Chicago.

Even Negro-slanted tv shows are on
the market. Essex Films, Inc., a sub-
sidiary of American Newsreel (which
services a Negro newsreel to some 400
theatres each week) has packaged a
Negro-appeal quarter-hour film show,
Tenth of « Nation. It is currently heing

, aired over tv stations which include

. WPIX., New York. and WTTG, Wash-

ington.
Reported Milton Simon of Simon &

- Gwynn, the film firm’s ad counsel:

“Negroes in New York and Wash-
ington are seeing this show and are
immensely appreciative of it. In a
rather limited sample made, we found
that 60% had watched our program,
209 had tuned in other programs and
the remainder had been doing other
things at program time. Some 80¢%

~ of the group interviewed had heard of

the program.”

All of the radio and tv stations. pro-
ducers and film firms involved in
planning Negro-slanted shows are
pitching them to big agencies for air
use by national-level clients. either
through one of the major networks or
on a multi-market spot basis.

More national clients:
page 52 of this issue is dramatic proof
of the fact that many of nation’s top

The list on

WEBCO

Reaches and Sells
the South’s Largest

NEGRO
AUDIENCE
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TOTAL NUMBER OF QUARTER
HOURS PER DAY EACH BIR-
MINGHAM AREA STATION
RANKS FIRST IN NEGRO
LISTENERS.

';‘.L O'Connor Survey,
Homes, Spring 1954
Monday through Friday
6:00 A.M. through 10:00 P.M.

2,600 All Negro

Over 240,000 Negroes in Metropolitan
Birmingham will spend $248,000,000.00
for retail merchandise this year!

IF 1T's FIRST N SALES IN
BIRMINGHAM IT'S ADVERTISED ON

WBCO

TIP TOP Bread

DUNCAN HINES Cake Mix
PET Canned Milk

COMET Rice

ZEIGLER'S Bacon, Sausage,
Coneys

ALAGA Syrup

RED DIAMOND Coffee
COCA COLA, Soft Drinks
FRIGIDAIRE Refrigerators
MAYTAG Washers
CHEVROLET Automobiles
CAMEL Cigarettes

BIRMINGHAM'S
ONLY FULL TIME
NEGRO STATION

WBC

NIGHT AND DAY
Birmingham and
Bessemer, Alabama

J. E. Lanier, President

Eugene P. Weil, Sales Manager

National Representative—Forjoe and Company
Southern Representative—Dora-Clayton, Inc.

159



ir advertisers are using Negro Radio.

Today. the top-rated disk jockey, gospel
siritnal music, newscasts and
other ~hows feature schiedules from

ver 100 major clients

lu a number of prodnct categories,
efinite radio rivalries have sprung up
between leading advertisers anxious to
Id or increase their shiare of the U5,
Negro market,

The biggest brands of canned milk,
’et Milk, Carnation,
it out in

i example -
Borden's are now fighting
maimy markets via Negro-appeual radio,

For the most part, this ad battle was

1000 WATTS

whatever your
product . ..
whatever your
budget . ..
WCIN will
failor a
promotion

fo assure

your share

of this

$150 MILLION
NEGRO MARKET

all-Negro- programmet

GUN

Yes, it’s new .
those two fabulously successful all-negro-
programnted stations, WMBM, Miami and
W LOU, Louisville! (Sece their ads in this
issue.) Call our reps for success stories.
One look and you’ll know .
Cincinnati’s 225.000 Negroes s through
W CIN, for it’s built on a sound foundation
of past successes in two of America’s most
profitable markets!

NOW UNDER CONSTRUCTION . .. WCIN-TV!

triggered by Pet Milk's cosponsorship
of the first multi-market Negro pro-
gran. Ruby V'alentine, on the NNN.

Among the country’s leading ciga-
rette brands. similar rivalries have
started. Lucky Strike, to match Philip
VMorris” expenditures on the NNN, has
stepped up  its Negro  print nedia
schedules and is considering a major
move into Negro Radio. R. J. Reynolds
tCamels) and L.5. Tobacco (Sano,
Encore) are also “regulars” in the
list< of long-term Negro air advertisers.

Automakers like Ford, Buick. Old-.

mobile, Hudson, Nash and—note this

CINCINNAT
has Its owr

radio statior

- 1480 KC

. and a sister station to

. . the way to

CINCINNATI'S NEW
ALL-NEGRO PROGRAMMED

WEUN

A Kounsaville Station

Vational Reps: Forjoe and Company
Southeast: Dora-Clayton Agency, Inc.

Cadillac are inolved in direct Negro
radio competition. or are parlicipants
in dealer co-op spending that lands, in
part, in Negro radio. Drug brands are
becoming fiercely  competitive; big
rivalries include those between firms
like Ex-lLax. Feen-a-Nint, SSS Tonic.
Bromo-Quinine and BC. Hair tonies,
like Wildroot, Roval Crown and others
are stepping up their spending in
Negro Radio. Noap firms, like Colgate
(for Blue Super Suds Detergent). are
beginning to test Negro Hadio cani
paigns. and mayv increase their ex
penditures to meet competition.

The<e rivalries. many optimistic
\egro Radio broadcasters feel. are onls
the beginning. More firms are likel
to join if rivals threaten to cut deeph
into a share of the U.S. Negro markel.
More local shows: The amount of
time that stations devote to local Negre.
<lanted programs is <teadily increasing.
sPONSOR's checkup of Negro Radio out-
let~ shows<. Apart from the handful
of 1007¢-Negro-programed outlets a
couple of seasons ago. the average sta-
tion beaming programs toward \egre
ears was devoting around 10%¢ of its
airtime to this field.

Todav, the situation—according te
SPONSOR’s cross-section checkup—Ilooks.
like this:

1. Independent stations: With ne
non-Negro network shows to displace,
independent stations have naturally
been able 10 add Negro programs at a
faster rate than the afhliates of the
major webs who also program for
Negroes. SPONSOR estimates that the
average independent station (includ-
ing NNN outlets) airing shows speaf:
ically slanted to Negroes now devotes
37.8% of ils program time to \egro
programing. Independents represent
ahout two-thirds of all Negro-appeal
outlets,

2. Network afiliates:  Although
some network affiliates will run as high
as 27 in devoling a portion of their
schedules to Negro shows. as in the
case of CB3 Radio affiliate WSSB in
Durham. N.C.. most network outlets
run around 1077 or less. The average
for unetwork afhiliates: 8.37.

3. Industry arverage: Putting all the

LOUISE FLETCHER
SELLS THE
NEGRO

HOUSEWIFE
VIA

WSOK

NASHVILLE, TENN.

SPONSOR



figures together. the average for the
400-odd stations programing for Ne-
groes comes to 26.4% . This means that
about one out of four program hours,
on the average, aired by 157 of all
U.S. radio stations, is now slanted at
Negro audiences.

Naturally, more shows mean more
Negroes reached, as new time slots are
opened to Negro programing.

But existing Negro shows are con-
sfantly gaining in audience, according
to radio research. Pulse, Ine.—which
now issues regular “Negro Radio
Pulse” studies covering Negro homes
in 25 major markets—told sroxsor:

Between last season and this season,
Negro Radio shows in cities like New
York, Atlanta, Birmingham, Philadel-
phia, Los Angeles and Washington
have increased their ratings “anywhere
from 8 to 15% 7 on an all-home basis
in the markets as a whole.

On a Negro-homes-only basis. the

steady growth in ratings is even more
striking.  According to recent Pulse
studies in the same cities, program
ratings of Negro shows in Negro homes
have gone up “from 10 to 509" since
last season.
@v competition: In an era where
many radio outlets have lost audiences
to television. it’s only natural that an
adman, confronted with the figures of
Negro Radio audience growth, should
ask himself, “Don’t Negroes watch
television?”

Much of the answer lies in the facts

of Negro ownership of broadcast re-
ceivers. SPONSOR asked stations to sub-
mit radio and tv penetration figures for
their areas, which most stations did.

This was the pattern:

1. US. Negro radio ownership:
Slightly over 90%.

2. U.S. Negro television ownership:
27.2%.

(Note: This figure correcponds fairly
well with an \‘BC TV study. “Daytime
Tv s Profile,” made last year, in which
NBC TV researchers found by check-
ing major markets that 615 of white
women had tv sets in their homes while
pnly 36% of Negro women had video
sets. SPONSOR’s figure is lower primarily
becaUse it included the tv saturation of

small Southern tv markets which have
nly recently gotten tv. Growth rate

ftvin Negro homes, networks have |

earned, invariably lags behind that in

vhite Lomes.)
LNorthern Negro markets. as you

ight expect, have high tv penetration

SEPTEMBER 1954

rates in Negro households.  Sample
estimates: New York—75% ; Philadel-

phia—75¢¢ ; Pittsburgh—78% ; Boston

017 ; San Francizco-—060%. As you
travel further South. the figure slarts
to drop, as in the case of cities like
Charlotte (529 1, Norfolk (309 ) and
Miami (40 ). In the small Southern
markets, it virtually hits bottom, as in
the case of llattieshurg. Miss. (19 )
aud Alexandria, La. (49

Radio averages, on the other hand,
arve consistently in the 80’s and 90’s.

But a lower tv penetration figure is
not the only answer.

G

%%

As Robert Lyons, manager of Negro-
programed WRAP in Norfolk. a market
where more than a half-million well-
paid Negroes live within range of the
station, told sPoNsSOR:

“Television has not penctrated the
Negro audience to the same degree as
it has the white audience. This is not
due to lower buying power but to the
fact that a Negro seeking entertainment
is more apt to find it in listening to a
program of specific Negro interest than
in viewing a television program com-
posedt of white actors dealing with a
white family situation. * K Kk

Here's the key
to the great

$100 MILLION
NEGRO MARKET

on Florida's

Gold Coast!

\J//Clear channel coverage from West Palm
to Key West . . . from Nassau to the Gulf
U"’Coasu It's a 100-million-dollar Negro market, and WMBM

" all-negro programming, plus top all-negro personalities con-

sistently deliver the goods! They’ll deliver your goods to this
profitable market of 190,000 Negroes with sound advertising
and merchandising techniques; and they’ll do it most econom-
ically! See our Reps for the complete story.

Get complete coverage with Miami’s
all-negro programmed

VVAVIIB

1000 watts

ACTUAL
RESULTS:
ALMOST
FANTASTIC!

NATIONAL
SOUTHEAST:

have

800 kilocycles

Many “Per Inquiry” merchandisers have
bought WMBM on a straight time-buy
basis (P.l.s are not accepted) .
found their cost-per-sale over
WMBM actually less than average P. |
cost. That’s ample proof of power!

REPS: FORJOE AND COMPANY
DORA-CLAYTON AGENCY,

. and

INC

A Rounsaville Station
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NORTH CAROLINA
~ MARKET
BETTER ... coueose

than ever before is yours with

RADIO inthe . . .. .....

lﬁbunty
Winston-Salem

NORTH CAROLINA

Market

BEST . . buy morning,

afternoon and evening is

AFFILIATE

600 KC—5 kKW
AM - FM

(l Represented by
' HEADLEY-REED CO.

Terry Cnuninghaw. director of advertising
and sales promotion, Svivania FElectric Products,
recently announced J. Wulter Thompson will be
handling the firm’s account. Svlvania, which has
sponsored Beat the Clock jor the past four years
tCBS T, Saturdays, 7:30-800 p.m.). spends abour
one-third of its ad budget on tr. Cunningham, who
believes in estublishing program identity through
“sticking 1ith one program oiver u period of tme”™
anticipates no immediate change in the firm’s t:
lineup. Former agencies: Cecil & Presbrev; Durstine

Edward P. Shuricle has been appointed
national director of station relations for CBN T
He'll report to H. V. Akerberg, v.p. in charge ot
station relations. Shuricl. a veteran of 22 vears in
the broadcasting business, has been with ('BS since
Vlarch 1950, was manager of network sales develop-
ment from July 1952 until the present. Shurick, il
makes his home on a Connecticut farm with his
wife and four children. tie 1s the author o} a bool
on broadcasting's history entitled, The Fir~t Quarter
Century of American Broadcasting, published 1916,

Keuueth W. Bilby has been appointed v.p. in
charge of pub. rel. at NBC. He will report to
Robert W', Sarnofl, exec. v.p. For the past three
vears Bilby has been connected with Carl Byvoir &
Assoc., pub. rel. counsel to RCA. A graduate of
U. of Alabama.. his working career began when heé
joined the \.Y. Herald-Tribune as eopy bov. He
became a general news reporter in 1939. Appointed
as NBC v.p. along with Bilby were Davidson Tavlor,
r.p. in charge of public affairs: Richard A. R.
Pinkham, v.p. in charge of participating programs.

Seu. Johu W. Bricker (R.-Ohio). chairman
ot the Senate Interstate and Faoreign Commerce
Committce, has named former FCC Commissioner
Rabert F. Jones ta head an nvestigation of radia
and tr networks. The investigation stems from a bill
on network regulation introduced earlier by
Bricker. The inquiry is expected to encompass the
whole telerision aflocations structure, FCC ad-
ministration and related subjects. Harry Plothkun.
former FCC assistant general counsel, has been namea
minority counsel for the investigation,

SPONSOR




“HALF A MILLION WATTS FROM HALF A MILE IN THE SKY”
WITH A

3 MARKET VIEW

———— . W B — e —_— — ————— —— ——

1 SACRAMENTO

POPULATION ... .. ... cee e . 314,200

2 STOCKTON

POPULATION . ... ... .......... 230,000

3 MODESTO

POPULATION ... .. .. e 143,600

With contiguous counties a market of more than

a million people with over 112,000 UHF homes.

36 NBC-TV
g Represented by GEORGE P. HOLLINGBERY COMPANY

THE NATION'S MOST POWERFUL TELEVISION STATION
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A federated BAB

I.ike Gaul, radio business i< divided

into three parts: network, natioual
<pot and local.

Each of these three facets of radio
hilling present separate problems and
demand separate sales and promotion.

The Broadcast Advertising Bureau.
the promotion arm of the radio adver-
tising industry, works hard for radio,
but principally with respect to local
husiness, Its efforts on behalf of local
radio are noteworthy. The steady
erowth of sales knowhow and billings
i the local category must he attrib-
uted in substantial measure to BAB.

But national spot and network need
the same kind of attention by the radio
bureau to sell advertisers and agencies
on their qualifications. That the job
isn’t being done for national spot or
network is due to the fact that the BAB
isn't set up to do a big job in three
separate directions.

So what's the answer?

We think the answer is found in the
machinery being developed for the new
television bureau (TvBi. The TvB,
which is the counterpart of BAB for
television. is heing set up on a fed-
erated basis providing separate hard.

hitting divisions for local. network

and national <pot. Each division will
be competitive to the others.

spoxsoR has long been in favor of
federated systems for the associations
and bureaus of the broadcast adver-
tisin gindustry. As long ago as 6 June
1949, it published its “Blueprint for
a Federated NAB” which would have
separated tv and radio within NARTB
mto pinpointed units. llad such a sys.
tem been adopted the current criticism
that NARTB i~ not giving radio its
just due could have been avoided.

sPONSOR urged the establishment of
a federated TvB.

A federated plan for BAB, which
would give heads of each of the three
divisions virtual autonomy. could work
well with a board of directors and a
top president to administer the bureau,
maintain harmony. plan and implement
common objectives. make final rulings.

The work of the BAB for local radio
is already well defined. A well-organ-
ized plan by the network division
would do much to erase the dog-eat-
dog era of radio networking and hriug
the nets together on constructive mea-
sures such as sound sales practices and
a basic network presentation.

In the national spot area advertisers
would benefit by basic spot presenta-
tious. by a spot statistical headquarters
now largely lacking despite the good
work of the Spot Representatives
Assn. (SRA). by a coordination of
rep and station sales facilities to help
educate advertisers to radio spot much
as the Bureau of Advertizsing of ANPA
has built up to sell advertisers on news-
paper space.

The way to get a federated BAB is
for stations, who foot 8077 of the BAB
budget, to write Kevin Sweeney and

the BAB Board.

L & »
Tv set count

sPONSOR has been carefunlly studying

Appl aus_eg

Joe Csida: Columnist

Though be is engaged in several lu-
crative show business enterprises. Joe
Csida’s first love is tradepaper jour-
e was with Bilboard for 18

vears before he left the editor-in-chief’s

nalism.

chair there to set up in talent repre-
sentation and mnsic publishing., Now

he comes back to his ty pewriter to do a
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sPONSOR column called “Sponsor Back-
stage.” It starts this issue and we rec-
ommend you get used to turning to it
for ~ome lively reading (see page 1914,

Joe Csida is one of the most re-
spected reporters who've patrolled the
radio-ty -show-busivess  beat.  You'll
find that he has a knack for getting at
the underlying problems of the busi-
ness and projecting them against lis

the problem posed for the buyver of
television by the absence of an official
industry set count. It’s long heen a
sPoxsoR Dbelief that publication of un-
official figures by a number of trade-
papers. one set of figures often differ-
ing with another. represents confusion
for the industrv. sproxsor has not
wanted to further muddy the waters by
bringing out an additional unofficial
set count of its own.

Because of the importance to adinen
of means of estimating sets. however.
sPONSOR is studving the possibility of
providing its readers with the raw ma-
terial from which they can more easily
make their own set estimates. In a fu-
ture issue sPONSOR will report its prog.
ress in thi< direction.

& & "

Negro Radio’s growth

Back when spoxsor first called the
attention of advertizers to Negro Radio
five vears ago. the medium was a small
segment of the industry (See “The
Forgotten 15.000.000.” 10 October
19191, Today there are over 400 L. S,
outlets which program an average of
28¢¢ of their hours for Negro listen.
ers. \egro Radio has grown rapidly
in keeping with advertiser acceptance
of specialized programing.

Negro Radio pays out for the adver-
tizer because it gives him impact on the
Negro consumer that can’t be equaled
by media aimed at the general L. %
audience. You are tyving in with tre
mendous  psychological forces when
you ride the Negro airwaves. |nstead
of selling from the outside looking in.
vour message is coming from within
the community. The approach has
proved eflective for a growing list of
national and regional clients,

The special section on Negro Radio
starting this issue on page 47. is SPON.
soR’s third section on the subject.

vears of seeing the trends shape up.
Joe will specialize in television flm.
which he has followed closely. and n a
variety of the facets of air advertising
which tie in with showmanship.

SPONSOR is happy that he's retained
a ven for reporting even while husy
with his Csida-Grean Associates and
two music publishing ventures. Trinity
and Towne music.

SPONSOR



IN INLAND CALIFORNIA (ano westErN NEVADA)

These five inland radio stations, purchased as a unit, give you
more listeners than any competitive combination of local
stations . , . and in Inland California more listeners than the
2 leading San Francisco stations and the 3 leading Los
Angeles stations combined . . . and at the lowest cost per
thousand! (SAMS and SR&D)

Beeline listeners in this independent inland market spend
over $3 billion annually at retail, nearly a billion annually
for food alone. (Sales Management’s 1954 Copyrighted
Survey)

MCCLATCHY BROADCASTING COMPANY (&) S

| SACRAMENTO, CALIFORNIA ¢ Paul H. Raymer Co., National Representative 4-2[ ~_ }/
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