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in the
PACIFIC NORTHWEST

6018 Feet above sea level
and because of no other

mountains close by. ... the
greatest square mile coverage
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Bkowu &WIlllAMSON DOES A COMPLETE JO

SO DO HAVENS AND MARTIN, Inc. STATIONS . .. wCcoD

WTKR

RICHMONIVZIAZ
HAVENS & MA!EEN'INC.

e

thesouths first television station

FIRST STATIONS OF VIRGINIA

WMBG

WTVR

Brown & Williamson Tobacco Corporation offers the
ultimate in smoking pleasure plus health protection

in their Viceroy Filter Tip cigarettes. Careful
attention and expert handling, from the selection

of choice tobacco to the manufacture of the filter i
tips, have built Viceroy into the biggest-selling |
filtzr tip cigarette in Amerira today. |

Havens & Martin, Inc. Stations know, too, the pay-off
that comes with experience, skill and service. Their
audiences have grown larger and more loyal with each
passing year. Advertisers today buy these First Stations
cf Virginia almost by "second nature.”” Your pay-off in

thz rich maikets around Richmond will come casily
when you rely on WMBG, WCOD and WTVR.

WMBG -+ WCOD ~ WTVR

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.



TV Comparagraph
in this issue

NBC heips pay
Colgate TV tab

Details of new

ABC-UPT shows

!
l

: More media facts
start on p. 39

Nets making
pilots for ‘54

Hollywood pilots
worth $2 million

SPONSOR's TV_Comparagraph of Network Programs re-debuts with this is-
sue (see p. 99), as a companion piece to the Radio Comparagraph with
which it will alternate every other issue. Each shows talent costs of
programs. Some TV examples: NBC's "Ding Dong School," $985 per half
hour; Du Mont's "Captain Video," $2,500; ABC's "Rootie Kazootie,"
$3,500; CBS' "Sports Spot," with Mel Allen, $1,250. Top luxury show:
NBC's "Your Show of Shows," $70,000 for 90 minutes.

Colgate and NBC have their heads together over how much network will
contribute to "Comedy Hour's" cost for 1953-54 season. Colgate now
paying $55,000 for packaged hour. NBC reputedly contributed %780, 000
in show_costs for Sunday night period in 1952 with small portion going
for "Big Payoff" substitute last summer.

SR~
Here's what ABC-UPT is offering and asking for its Ray Bolger and
Danny Thomas TV programs: 33 original Bolger showings on film at
$48,875 gross each, 6 reruns at $16,000, summer replacement at
$17,000. On 52-week basis cost of time and talent for Bolger and re-
placement thus totals $3,127,000. $48,800 is being asked for Danny
Thomas show. Other costs are similar to Bolger's.

—SR~

Media-are-growing-up department: SPONSOR's third article on media
evaluation, "Media Basics II," starts p. 39, contains 9 pages of dope
on why business papers, outdoor, and transit, as well as TV, are a
good buy. Last issue, newspapers, direct mail, radio, and magazines
were given similar treatment. Now comes "Editor & Publisher" quoting
Leo Burnett's v.p. in charge of media, Art Porter, that newspapers

are 4 to 8 times as expensive as TV in reaching women with commercial
message. Effective next issue, both magazines will hereafter be known
as "Editor and Sponsor."

—SR-

Even though their night and Sunday matinee schedules are practically
sold out, CBS and NBC are more deeply immersed than ever in making
pilots. Explanation networks advance for all this bustle: Show cas-
ualty rate is so great in TV advertisers will be looking for replace-
ments in fall 1954. Advertising men's comment on that viewpoint:
Pattern of TV program between now and fall 1954 may change so radi-
cally, programs built in mid-1953 may become old hat. Aggravating
the gamble is possible introduction of color TV in early 1955, as
predicted by David Sarnoff.

-=SR—

Agencymen estimate TV program pilot films now accumulated in vaults
on West Coast must have cost at least $2,000,000. Prediction admen
make: Only a miniscule of these pilots, or their intended progeny,
will ever see network sponsorship or even syndication.
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Kent brand
t makes good

Arthur Murray
offers 26 films

Nets invade TV's
morning schedules

New store device
recites air copy

Booming radie
sales at KCBS

Separate agency
scale in video?

[ TV fight ratings
on downgrade

More jingles,
fewer TV actors

Kent cigarette production reported to have reached over billion-mark.
The Lorillard brand reached this point of successful sailing after
headachy start, involving modifications of filter tip, tobacco blend.
In tobacco manufacturing circles, cigarette is regarded as established
when production reaches 1 billion. Xent's agency: Young & Rubicam.

—SRe-
Arthur Murray Studios have 26 quarter-hour TV films ready for distri-
bution among franchise holders across country. It's syndication ar-
rangement, with franchisers buying own_local time. Films were pro-
duced by Arthur Murray and Wally Gould.

—SR-
TV program battle shaping up in network morning time next fall. CBS
has late morning tied up but faces determined bid by NBC, now readying
10:00-12:30 block of shows. One behind-scenes factor is NBC affili-
ates' complaint that lack of daytime network shows forces them to
lay out own money for local entertainment. See "Daytime TV: Where
is it headed?" page 27.

—SR—
Sunny Jim Peanut Butter, large West Coast advertiser, is testing new
merchandising plan on KLAN, Seattle-Renton indie. Tests involve
extensive use in Seattle supermarkets of "KLAN Message Repeater,'
device placed behind stack displays in stores and used to repeat same
commercials in store as Sunny Jim uses on KLAN. Bill Simpson, mer-
chandising specialist, KLAN manager, planned test.

—SR-
Sign of times: Arthur Hull Hayes, CBS v.p. and gen. mgr. of KCBS,
San Francisco, reports CBS-owned station registered highest billing
in station's history preceding 6 weeks. Increase came mostly from
national spot business in East, which normally precedes West Coast
activity by several months.

—-SR—~

Agencies are much concerned by high costs of servicing TV accounts.

In answer to query "Are radio and TV agencies earning their 15%%" some
10 agency execs told SPONSOR at 4A's convention in White Sulphur
Springs that so far as_ TV accounts were concerned 15% didn't pay the
freight. Example: Campbell-Ewald's Henry G. Little said agencies

have spent more than they made in TV because they were pioneering. He
feels costs are leveling off, but if they go up more, agencies will be
justified in asking higher commission or fees.

—SR—

Y&R recently did survey for Borden on question of whether fight tele-
casts had reached point of diminishing returns. Answer was "yes."
Comparison of 1952-vs-'53 ratings on Wednesday (Pabst-CBS) and Friday
(Gillette-NBC) fights showed evidence of wearying interest. Ratings
of competing programs were either holding own or were up.

~SR~

Latest aftermath of Screen Actors Guild increased scale for performers
on film commercials: Advertisers, according to N.Y. film producers,
have turned heavily toward animation with jingle sound-tracks. Device
eliminates on-camera actors, who cost more than off.

SPONSOR



HEAD
ROOSTER

on the nation’s BIGGEST farm!

KNBH sells your product to
farm-rich, industry-rich
Southern California

Plant your advertising seeds in fertile

ground, and they’re sure to sprout profits.

Los Angeles County has the highest

farm income in the U.S.
And KNBH gives you widest TV coverage of
this great spending area.
Yes, more of your potential customers
watch Channel 4. Of the first
15 top-rated shows in Southern California
8 are televised by KNBH'!
Retail sales in Southern California
are leaping ahead — have quadrupled
since 1939. Use KNBH and watch your
sales grow, too! Consult KNBH, Hollywood,

or your nearest NBC Spot Sales Office for details.

') (TR

VIEWING Vet
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s

COR FIRST NBC HOLLYWOOD
| Cbzmnel4
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ARTICLES |

DBaytime TV: Where is it headed?

t hasn't grown as spectacularly as expected but audiences are up for every
hour of the day. Most network sponsors appear satisfied with their program
buys and network cost-per-1,000 is lower than nighttime TV

607, of Imuana budget is in radio-TV

Once-obscure lowa firm has shot past appliance giants to become leading
brand in home freezer field. Via evening network radio program, a daytime
TV segment, big dealer air efforts, Amana is most air-sold freezer

What TV did for Castro convertible sofas

Television built Castro's one store into a $10-millicn-a-year chain operation.
The formula: {1} TV to demonstrate product; (2) Radio jingles for brand
identification; (3) Newspapers for direct merchandising

CBS Radio turns sponsor

Brand selling techniques are being used to sell radio via radio. Radio's sales
power is promoied by relating cold facts to everyday life

Veeded: a method ef projecting ratings

Agencies this month are struggling to decide how to use coverage data.
One of the most important problems is how to project radio ratings to
et cost-per-1,000. This article describes four commonly used methods with
eaknesses, then discusses a fifth new method which some agencies and reps
feel improves on older approaches. Must reading for timebuyers

Bedia Basies H (Part( 3 of All-Yedia Study)

What every adman should know about Television, Business Papers, Outdoor,
Transit—tips, advantages, weaknesses, top advertisers, revenue, circulation,
-ost. Nine pages of charts, tables, and factual data

Yeacorl: TV Comparagraph

Counterpart of the network radio Comparagraph, this feature diagrams net
TV programs. Data includes cost and whether live or film

COMING

What 158 media experts told SPFOYSOR

Part 4 of SPONSOR's 8-month All-Media Evaluation Study. Here's best
thinking in the field—U.S, and Canada—on what to lock for when buying media

Vehy Scott is sold on TV

Scott Paper Co. tested TV two years ago, studied techniques and results, then
plunged back in with three programs at a $3 million outlay
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NOW YOU CAN COVER ALMOST

ALL.ARKANS

WITH ONE ULTRA-MODERN STATION—
THE NEW 50,000-WATT

(CBS SOONY)

@ the only 50,000-watt Class 1-B clear channel

station in the State ® LITTLE ROCK

@ the only Arkansas station with 28 years of con-
tinuous broadcasting experience — v,

@ formerly located at Hot Springs with 10,000 watts
on 1090 KC. —

@ now broadcasting from Little Rock, with 50,000 |
watts on 1090 KC.

@ now offers primary daytime coverage of 1,002,758
people, of whom more than 100,000 do not receive
primary daytime service from any other station . P

@ secondary coverage (between .5 and .1 contours) '::_LO UISIANA
adds another 2,369,675 people! i

.................... .|
. ) i I
@ superb new equipment — superb new program- e -
ming planned for every segment of Arkansas’
population

@ same ownership and operation as KWKH, Shreve-
port. whose KNOW-HOW has made KWKII one
of the South’s great stations

@® EFFECTIVE JUNE 15th, KTHS JOINS THE

CBS RADIO NETWORK THE 50,000-WATT (CBS SOON!)

@ ask yvour Branham Man! Several truly unusual T ‘ s

“charter opportunities”, now open, may not be
BroADCASTING FROM LiTTie rock, RRKANSAS

available again for years

Represented by The Branham Co.
Henry B. Clay, Executive Vice President
B. G. Robertson, General Manager




KLX

in the
Qakland-San Francisco
Bay Area
Meant Their

New Year’s Resolution

to be

BIGGER:BETTER"*53"

PROOF?
1, INCREASE IN POWER

1.000 to 5.000 watts.

KL\ is now the Bay Area’s domi-
nant and only independent «tation
broadea~ting 5000 watt~ day and
night.

2. TOP "*53" PROGRAMS

BURGIE ROUNDUP

The best in western and folk
musie,

CALIFORNIA FARM BUREAU
PROGRAM

A KLX origination for an in-

dependent network.

THE MAX BAER SHOW
The Champ himself,
Interviews- Chatter—Mu-ie.

OAKS BASEBALL BROADCASTS

All games at home and on the
road.

3. WINNER OF 2 AWARDS
ALREADY IN *‘53"

Firat place award to AP’< Cali-
fornia Loeal News Contest,
Third place award—Apparel
BAB’s National Contest.

MORE PROOF?

Contact

KLX

THE TRIBUNE STATIONS
TRIBUNE TOWER
OAKLAND 12, CALIFORNIA

and

KLX-FM

Represented Nationally by

BURN-SMITH CO0., INC,

Pacific Coast

DUNCAN A. SCOTT & CO.

Wallace Lancton. Dowd, Redfield & Johnstone,
is busy buving radio time for Dormin sleeping
tablets’ summer campaign. “This is the first vear
that Dormin will stay on the air through the hot
months with a schedule comparable to their usual
winter campaign,” he explains. Aimed at insom-
niacs, Dormin’s chainbreaks and 60-second mes-
sages are placed mainly near early morning and
evening news and sports adjacencies. Recently,
Dormin also began buying regional nets.

Jean Simpson. Anderson & Cairns, has found
that being dealer-conscious pays off. Masland dealers
end salesmen were instructed about the intensive
radio push before she bought 20-second e.t’s in
some 35 radio markets to promote Masland & Sons’
Saranette rug in a concentrated three-day mid-

{pril campaign. Result? Jean reports dozens

of enthusiastic Masland dealers bought many an-
nouncements on their own to reinforce campaign.

Stephen Siddle Jr., Bermingham, Castleman
& Pierce, introduced Dif Corp.s new product,
Carfoam—a car wash—uvia 20-second baseball ad-
jacencies on four Eastern Tl stations. “I bought
time for both Carfoam and for Dif’s hand cleaner,”
Steve explains. “We put commercials for both
jroducts in those time slots.” The Tl campaign

is scheduled from April through October. Radio
announcements are being used in upper New York.

Maria Carayas. Roy S. Durstine, is kept busy
clearing Class A T1” time for her West Coast
account, B-B Rol-Rite Pen. “Pm placing these
cartoon commercials in family-viewing time slots,”
she says, explaining this ballpoint pen is handy

for all age groups. On the air since January,

this campaign has grown to cover 23 major
markets. Plans are now afoot for a campaign

to enter New York, the last major market

in which B-B Rol-Rite Pen seel:s distribution.

SPONSOR
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PIONEER MERCHANT

77 W

in pioneer radio station’s !
30th anniversary year i!

For 41 years, down in the lovely winding Genesee

Valley, Mt. Morris Furniture Company has been sup-

plying the furniture needs of the surrounding com-

munity. The business—founded in the front room of !
the family home on Main Street—has grown and

prospered until today it is one of Western New

York’s largest and finest.

Upstate New York’'s pioneer radio station, has played
a big part in the most recent growth of this furniture
establishment. Success stories are the regular report
from Mt. Morris’ use of the morning “Clockwise”
program and frequent special spot promotions.

Business is gopod—up 35% over the first three months
of last year. Special promotion just sold chairs—217
of them. At $50 a piece, this was going great guns for
a two-week promotion.

o There are many sponsors using
WHAM who report similar successes.

WHAM will be glad to help you sell in WHAM-land.
Call HOLLINGBERY or write WHAM for details.

The STROMBERG (ﬁRlSON Siuimn, Rochester, N.Y. Basic NBC » 50,000 watts * clear channel » 1180 ke
GEORGE P, HOLLINGBERY COMPANY, National Representative

18 MAY 1953 7
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first in time . . . first in know-how . . . first in facilities . . . first in the homes of -
Houstonians! And now, KPRC-TV is first to combine with AM and FM to give
Houston a complete, new Radio-Television Center, one of the finest, most
modern in the nation.

Channel 2 - Houston
NBC CBS o ABC o DUMONT

JACK HARRIS, Vice President and General Manager
Nationally Represented by EDWARD PETRY AND CO.

i
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40,000 square feet of completely

air-conditioned floor space

3 LARGE TV STUDIOS

A garden studio for outside shows

An audience-participation studio seating
200 people

4 radio studios

Doorways in all television studios, large enough
to admit automobiles

3 rear screen projectors — one for each studio

12 microphones in each studio

3 film previewing studios

Viewing booths over each studio

Complete audition facilities

Separate controls for directors and engineers

Three “memory booths” for announcers and
actors

4,000 square feet of prop room space

New 750

COMING SOON!

100,000 Watts

KPRC-TV is now telecast-

tts of
i at 65,000 wa
‘:jwer L L.owill complete

new 750-foot tower c;r(\)d
telecast at muximur? 1 .,‘;‘
000 watts sometime 1

June.
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ONE
ALWAYS

STANDS

In San Diego's billion dollar
market, KSDO is best in
show ... head and shoulders
above the rest. Judges:
Hooper and Nielsen.

Naturally, KSDO is first in
San Diego . .. first in
listeners, first in value, first
in mail-pull,

May we show you how to
make your product
stand out in San Diego?

KSDO

1130 KC 5000 WATTS

Representatives
fFred Stubbins — Los Angeles
Doren McGovren — Son Froncisco
/ John £. Peorson, Co. — New York

:®M9M}:(B obert ). Londs
1 Moty
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New miracles will kindly wait in line

Barnum’s yokel who upon viewing his first giraffe blurted, “There
ain’t no such animal!™ is a symbol of a time when Americans were
fit to be tied dumb with ineredulity in the presence of new phe-
nomena. Classic in American folklore is the tale of the doubting
Thomases who flatly refused to believe their ears when Don Ameche,
alias Alexander Graham Bell. demonstrated his electric telephone
in 1875, Only yesterday, at the dawn of talking pictures, the habit
of skepticism was still strong in the land and more than a few enter-
prisers became notorious as “The man who passed up Vitaphone!”
It was Barnum. again. always an astute judge of the American
trader, who said: “In this wideawake land. there are more persons
humbugged by believing too little than too mueh.”

3 ¥

Somewhere between radio broadeasting (1920). and talking pie-
turex (19261, and spimnng-disk television (19311, wonders of all
sorts began to crowd in upon the eonsciousness of Americans seo
that skepticism became not only dangerous but unfashionable. We
have now gone to the opposite extreme. Today industrial, chemieal,
and pictorial miracles are commonplace. We are wonder-drugged,
wonder-fabriced. wonder-transported. wonder-serviced, and wonder-
dazed. Nobody now questions the possibility of new miracles, but
only their timing and market impact. That’s about how it is with
one of the newest miracles, color television.

#* * ¥*

Abetted by some Congressional quotes, and some Carl Byoir public
relations. the reeent color television demonstration at the RCA labs
in Princeton drew one flurry of publicity. then vanished from the
news colunms. Granting that the black-and-white manufacturers are
nol, at the moment, over-anxious for much color ballvhoo, the low-
kev reaction of the press still bears out our point: We Americans
have grown amazingly matier-of-fact about amazing facts. And in
the case of color, there have heen so many stops and starts of the
miracle’s birth as to blunt public enthusiasm when the blessed event
finally takes place.

There are, right now, some 17 fan publications pubhshing or
about to start in the television field. A spot check snggests that not
one story on color TV is eurrently scheduled. These fan books are
devoted to answering such reader questions as whatever happened
to Roberia Quinlan, Kyle MacDonnell, Dagmar, or Bert Lytell? Even
the trade papers have been rather oh-hum about color, although we
learn. with inlerest, that the editors of sPoNsor are planning another
ronnd-up. which mav be the kind of foresight eritic John Crosby
had in mind when he vecently eurtsied that this publication made
“the most sense.”

(Continued on page 105)

SPONSOR
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w representalive firm is no
stronger than the men who

. 14 o =™
sell...on the street! RADIO g m TeLevith

&%
=

%
There can be little argument with that statement . .. g
it's just plain, everyday horse sense. "
Every owner of H-R Representatives was a competent and highly
successful sales executive in previous advertising
. businesses before joining hands three years ago to form one
. . . . . 405 Lexinglon Avenue, New York 17, N. Y
of the fastest growing representative organizations in the Murroy Hill 9-2606
radio industry. 35 E. Wocker Drive, Chicogo 1, Iflinais
RA ndolph 6-6431
And one of the big reasons for this phenomenal growth And On the West Coost:
is the service H-R renders to its family stations. Every owner is Horold tindley, Vice President
. . . 6253 Hallywood Blvd., Hollywood 28, Colif.
out on the street every day, calling on advertisers and agencies. Gronite 1480
THERE IS NO DESK-BOUND BRASS AT H-R. Jomes Alspaugh, Monager

110 Sutter Street, San Froncisco, Colif.
That's why the statement can be made . . : man for man IIGTLS Al
there is no finer quality representation — actively on the

street — than is offered by H-R Representatives.



| THE PIECE
THAT’S NEEDED

T

IOWA
DES MOWES » L !
OMARA ¢ \
NEBRASKA ;'gn(NMDOM
MISSOURI
\ KANSAS stiosen /)

L Yes, KMA’s ': Millivolt day-
time contour area shows you that
the KMA area is the “piece’ that
is needed to give you complete
coverage in this—America’s top-
spending farm market!

Rivae

At last count 2,779,531 predomi-
nantly-rural midwesterners lived
within the KMA 15 MV line.
That’s a market greater than
Iowa, Washington State or Okla-
homa—or Colorado ard Nebras- %

ka combined!
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SHENANDOAH, IOWA

Represented by Avery-Knodel, Inc i

/
] / *op_spend'\ng

An«er'\c:S 1950 these
markett 52‘8\9.

—a figure s

handfull of ™€

kets!

Under Mcncgevrnicnt of

MAY BROADCASTING €O.

Shenandoah, lowa.

KMA |
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") ||Madison
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TV BOOKLET

Since entering the agency busines:
less than a vear ago. | have been a con-
stant and enthusiastic reader of vour
magazine SPONSOR and | am now
turning to you in the hope that you
can help me in connection with a spe-
cific project that T have on my hands.

This agency is planning a booklet on
television which will be offered to the
general public. a booklet intended to
bring the average Canadian up to date
on television in Canada both a< a me-
dium of entertainment and as a power-
ful advertising force.

At the moment. television is quite
new to this part of the world. There is
spotty reception from KING-TV, in
Seatlle. a distance of 80 1o 90 air miles.
KVOS-TV. in Bellingham. Wash.. a
distance of approximately 30 air miles
away, should be on the air about May
15 with a good <ignal in this area. And
the Canadian [Proadcasting Corpora-
tion is building a televi i6n stalion in
Vancouver, scheduled 1o go on the air
sometime this fall.

While I have copies of your maga-
zine daling back for about a year or
more, 1'm nlost anxious to receive any
material which you might have in your
files concerning television in a broad
senze. lhe kind of articles and speeches
prepared for public consuniption and
relating to television as a medium of
enierlaimment— how il afects the aver-
age American’s day by day living -
and also as an effective and new meth-
od of advertising.

I feel that. if I can compile enough
of this kind of material. | can condense
it down to the purpose of this booklet.

W. E. BELLMAN

Radio Dirccror

James Lovick & Co.. Lid.
I ancouver

TV Basies™ contains «udjes alonz the lines
required by Mr. Bellman. Copies are still avail-
able to <ubseribers,

TV RESULTS

We are in the process of cracking a
virgin TV anarket and are anxious to
show prospective clients what results
have been achieved with specific ideas
i other TV markets.

e principal concern is for facts

ard figures on a 3, 10, or 13-minute
weekly fashion show for ladies’ readv-
to-wear, where it has Leen tried. and
with what result~ —good or bad.

If spoxsor cannot help in this par-
ticular mstance, we would greally ap-
preciate a reference as to where this
information mav be obtained.

Hop L.ovE

KELO-TV representative

Sioux Falls, S. D.
¢ 1933 “TV Resalts™ (101 full page and eap-
sule ease histories) were mailed to all SPONSOR
subscerihers early in April, Ineluded arez exam-
ples along the line requested by reader Love.

Extra eopies of TV Results™ are available at §1
pur copy, with reduced quantity prices.

1951 ISSUES

Do vou have available your issues
January to December, inclusive. of the
year 19517 If so, will you please ship
them to us with your bill for same.

GLEN Epcar
Advertising Manager
Hollywood Brands, Inc.
Centrclia, 111,

® The 1951 iscues of SPONSOR are available
only in bound volumes. The volumes are $15
a set.

TV VIEWERS BY HOURS

As this agency has made use of your
research article, “Total U. S. TV homes
using television by hours of the day,”
in a client presentation, we would ap-
preciate your mailing us another copv
of the April 6, 1953 1ssue of your
publication.

MRS, SIHHARON SULLIVAN
Media Director

Tavlor-Norsworthy. Inc._

Dallas

MILLINE RATES

I have just read with great interest
the first part of vour “All-Media Evalu-
ation Study™ (20 April 1953, p. 41).

If the members of vour advisory
board have not already concluded their
deliberations, there is one problem
that I would like to have them ex-
amine. It is the much used “milline
rate.”

A newspaper will use this device as
an evaluation of its cost and coverage
picture through the years. But may 1
suggest that there is a single factor of
greal importance that is never taken
into consideration.  The number of
pages conlained in an average edition

SPONSOR
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- The ONLY professional turntable |

tailored specifically for
“fine groove” 33% or 45

automatically with speed
changes

New, smaller size ... only 28"
high, 20”7 wide, 1614 deep

Faster starts. Full speed in less
than 1{ turn

Easier cuing . . . through faster
starts and disengaging of driver

No record slippage. The cen-
ter of the platter is recessed to
handle the inside shoulder of
45’s, Easy to handle

idlers

Goodbye operating errors.
Center hole diameter changes

Wow and flutter as low as
RCA 70 series turntables

SMALLER than any Professional Broadcast turntable . . . yet
capable of delivering the same high-quality output as RCA’s
famous 70 series . . . Type BQ-1A is your answer for a simple-
design turntable matched and styled to meet the trend in
transcription requirements. It enables you to take full advan-
tage of the vast library of 45’s and 33%5’s now available. It takes
up less space in your control room. It enables you to take ad-
vantage of the important space-saving features offered by
ey “fine-groove.” AND Notk THis Facr: The price is right!
Type BQ-1A is ready for immediate delivery, complete—or
mechanism only. For details, call your RCA Broadcast Sales
Representative.

S

-,
RCA Type BQ-IA Fine-Groove Tron-
scription Turntable. There is omple room
for o booster amplifier—and plenty
of shelf space for progrom records.

p

~ I 4
- ~ i

/
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< ¥ : /
RADIO CORPORATION of AMERICA XS

ENGINEERING PRODUCTS DEPARTMENT




All It Took was Something Extra. ..

P e

/ ® Largest total audi-

I And kson's life in a duel with T *s hest pistol shot. Wi e O
. To save Andrew Jackson®s life in a duel with Tennessee’s best pistol shot. 1en . ,
O s e A J . t ) station, 8 A.M. to 6
Andy faced his opponent in a great-coat several sizes too large, the marksman mis. P.M. Mondav thru
judged his target, and only wounded him. Jackson's return fire wrote finis to the Saturday! (Pfooper
y. ’
duelist’s carcer,
Oct., 1951, thru
KOWIH too, has been shooting for that, ““Something Extra®, and scoring a solid hit. Mar., 1953.)

Proof of a bonus audience is the Hooper averaged below for the 17-month period
from Ocotber, 1951, to March, 1953, Let KOWH bullseye the Omaha-Council Bluffs

arca for you!

® [argest share of au-
dience, in any indi-
vidual time period,
of any independent

35.7 UO station in all Amer-
ica! (Mar., 1953.)

25.

"OTHER
Stq. A" Sta. "B STATION RATINGS

20q“

15.)
S'a. llc"

—

IO‘ Sfd. “D"

Sta. "'E"

54

0.

e ———— e

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




must have a direct bearing on the
chances of any given advertisement in
that paper securing the reader’s atten-
tion. In many centers, newspapers that
have prospered through the vears have
almost doubled in size during the past
20 years.

A newspaper that had, say. 30 pages
in 1939 may today be publishing edi-
tions that exceed 00 pages. Addition-
ally, the “advertisement content per-
centage” may have substantially in-
creased. Can such a paper’s milline
rate be presented year-by-year without
any reference to such changes?

I have never heard milline rates dis-
cussed from this point of view, and I
would be interested in hearing the
opinion of your panel. In radio. an
hour is an hour and a day is a dav.
Man’s arbitrary division of the earth’s
rotation governs alike the largest and
the smallest stations in the land. In
the publishing world, one daily news-
paper may contain 10 tinies as many
pages as another. How is this factor
to be interpreted?

Incidentally. T was delighted to find
vou advising against the arithmetical
gymnastic known as “cost-per-1.000.”

PAaT FREEMAN
Director of Sales & Reseurch

CAB, Toronto

® SPONSOR’s All.Media Evaluation Study’® will
touch upon the problem of whether readership
decreases as size of publication increases. SPON-
SOR’s advisory beard for thic study, incidentally,
reads each article before publication and suggests
:‘lhangcs, makes comments, supplies additional
ata,

REGIONAL NETWORK

It would be appreciated if you
would forward to us a reprint of the
14-page section which appeared in the
October 6, 1952 issue of sSPONSOR
called “Regional network: 1952.”

Marie T. EHRLINGER
The Joseph Katz Co.
Baltimore

CANADIAN RADIO

I guess all of us in Canadian radio
are looking forward with keen enthusi-
asnl to your next issue featuring the
story of private radio in our country.

Enclosed are copies of our monthly
publication, “CJB Cues.” which you
perhaps will find of interest. “CJB
Cues” is mailed to retailers in Belle-
ville and Trenton and also to most
national advertisers in Canada.

18 MAY 1953

Some time ago we produced a book-
let called “Farm Facts”™ which gives
some pretty detailed information con-
cerning the farm market that we serve.

Among our prowmotion cfforts, also
for advertisers, are window displays
arranged at our offices and studios lo-
cated on busy Victoria Avenue in
Belleville.

Frank C. MURRAY
Assistant Manager
C/BQ

Belleville, Ont.

MEDIA STUDY

1 have read the highlights of your
“All-Media Evaluation Study™ in the
April 20 issue of sponsor (p. 41).
You have done an outstanding job on
this very difficult assignment.

I am sure you must feel very happy
about the end result of your eight
months’ painstaking, exhaustive effort
to thoroughly cover the subject. My
congratulations to you.

I, and no doubt most other people
in the advertizing business. will keep
this issue of sPoNSOR handy for a long
time to come. I am looking forward
to elaboration of this study in your
subsequent issues.

Wirniam B, Ryvax
President, BAB

Are you planning to repriut your
14-part “Media Evaluation Study™ in
booklet or other form?

I have been teaching a course m
media at the University of Baltimore
for some years and would find this ex-
ceptionally helpful as a summary text.
Frankly, I haven’t found any usable
material on this subject outside of
Ben Dufly’s comprehensive volume.

GusTAV BERLE
Welch, Berle & Mirabile, Inc.

Baltimore

¢ SPONSOR may reprint serics. Annouriceinent

will be made later on in year.

TV UNIONS

Thanks very much for sending the
May 4 issue of SPONSOR conlaining the
story on broadcast unions. | enjoyed

reading it very much and think you
did an admirable job on this very
difficult assigninent.

FreEp RUEce
Asst. Dir. Labor Relations
CBS, New York

1,016,600 Sets

|

- NEW
CHANNEL

Chan"nel 10

Pinpoint Your
Persistent Salesman
in an increased
Multi-Million-Dollar
Market

{

NEW
HAMPINIRE

JAWRENCE

FITCNBURG

PUTNAM

WILLIMANTIC

1
CONNECTICUT
NARTIORD

CHANNEL 10
‘r“vm:u::

Represented Nationally by
WEED TELEVISION

15



GREATER
COVERAGE

THAN EVER!

“Z¢not FOR YEARS

WAVE-TV now
TREMENDOUSLY INCREASES
ITS SUPERIORITY!

WAVE-TV--the only low-band VHF station in
its area is now teleeasting from the tallest
tower, on the HIGHEST POINT in or uear
Lonisville, on a NEW low-hand channel (3).
with a NEW trausmitter with radiated power
of 100,000 watts! Onr ALL-NEW equipment is
tlie mnost modern obtainable.

Net result. aceording to FCC eoverage enrves:
WAVE-TV now effectively reaches 85.5% niore
square niles . . . 5109 more people . . .
51.50¢ more Effective Buying Income - - gives
you far greater coverage than any other TV
station in this area!

rAVE-TV, LOUISVILLE, CHANNEL

NOW GIVES YOU

\
T

e
H
{
;
-

R A
|

W

o
o

‘

Vew 914-FT. ANTENNA!

(above average terramin)

Peos LOW CHANNEL!

(from Channel 5 to Channel 3)

‘Vecr 100,000 WATT POWER!

(vp from. 24,000 Watts)

“Vecr, ALL-NEW EQUIPMENT!

(the most modern available)

TOWER HEIGHT MORE
IMPORTANT THAN POWER

100.000 watts on onr new Chaunel at our new
914-f1. height (above average terrain) is equiva-
lent to 600,000 watts from our old downtown
tower and ehannel!

Cheek any TV engineer for the significanee of
our new antenuna, our new Channel 3, and
our new 100.000 watts of radiated power. Then
ask Free & Peters for all the faets on the
vitally important WAVE-TV television market.

WAVE-TV— NOW CHANNEL 3

FIRST IN KENTUCKY

NBC -« ABC

Free & Peters, Ine., Exclusive National Representatives

e DUMONT

SPONSOR



New developments on SPONSOR stories

See: “Bab-0 bounces back™

; . 22 October 1951, p. 27
Issue:
0 0 Suhject‘ When Ajax cut into Bab-O sales.

firm fought back with network TV

After 20 years in network radio and TV, the B. T. Babbitt Co. is
now embarked on one of the biggest radio announcement drives ever
undertaken. To push its home cleanser. Bab-O. the compauny. via
Dancer-Fitzgerald-Sample, has bought announcements on 200 radio
stations in 105 markets. The 52-week campaign, which began late
last summer, consists of from five to 40 one-minute and 20-second
announcements per week per station for an estimated annual total
of about 150,000 announcements.

Bab-O’s entire ad budget is now in spot air advertising. The
radio canipaign includes announcements in about 25 TV markets
and, in addition, TV spot announcements are used in 20 cities.

Bab-O commercials highlight its “new bubble-action” and claim
that it “foams away grease instantly.” The message is partly in
jingle form. and cartoons are used on TV.

The spot drive was initiated right after Babbitt switched its
agencies last August, with D-F-5 taking over from the William
Weintraub Co. Weintraub had been given the j»b two years before
of fighting off the inroads of Colgate’s Ajax on Bab-O sales after
the Duane Jones Agency daytime-serial-plus-premiums formula lost
favor with the client. Weintraub substituted newscasts on nearly
500 MBS stations and boldly ventured into Saturday daytime TV
with Bab-O as well as two other clients., The agency bought Two
Girls Named Smith for Bab-O on ABC, noon-12:30 p.m.. later
switched to one girl named Swmith (Kate, that is) on NBC TV at
night. When NBC dropped the Kate Smith Evening Hour, Babbitt
pulled out of network advertising.

See: “Radio: summer report™
6 April 1953, pp. 62 and 87

Issue:
0 0 Subject: 1ever Brothers, originators of the

neiwork radio summer hiatus, are
geing for 32 weeks with “Lux Radio™

In recent years, CBS Radio has concentrated much time and
effort in persuading Lever Brothers to keep Lux Radio Theatre on
for the full 52 weeks. Until recently, it was largely an uphill job.
The Lux show was the original hiatus-taker, first cracking the ice
in the mid-1930’s.  Everything {from tradition to a comfortable dis-
count picture caused Lever to take a summertie exit for sonie eight
weeks during 17 seasons of airing the show.

Late last month however CB> finally did the trick. A small
mountain of research facts and figures—which showed that summer-
time CBS audiences compared favorably with winter on a price-vs.-
size basis. plus some deft reminders to Lever that the summer season
is also a soap-selling season, convinced the company that the buy
was a good one to push their products.

Another persuader: As CBS now calculates network rates, only
the 52-week radio advertisers are entitled to the 814 % off for maxi-
mum consecutive weeks. Although Lux was still entitled to plenty
of discounting on the basis of dollar volume, a 44-week run would
not earn the 814%.

Result: As of 1 June of this year, Lux Radio Theatre will take its
usual summer vacation. But into the slot will go Lux Summer
Theatre, a CBS-produced dramatic package with a name-star policy

and eight scripts written around light. summery themes. The show
will be done in Hollywood. LR S

18 MAY 1953

prosperous,

progressive

port of
Mobile . . .

Valuatlon Ala,

Metropolltan

Population State Docks
194 1940

114,906 $20,000,000
1951 1951

231,105 $30.000,000
% Increase %, Increase

101% 50%

CALL

Adam Young, Jr.

National Representative

GCeneral Manager

or F. E. Busby

ON THE DIALTIO

SRRl

Mobile, Alabama

17



(Ho0SE
CANADAS
FIRST
STATION...

in | Population up 11:4%
Retail Sales up 36.9%
CFCF |m| sales

ars | GFUF Ratys T
/ u?x*‘f:s than 5%

Lused an 5T SH figures.

FCF

" Iy the U.S., 900 Weedx Go.
In CﬂHﬂJA,A“-CAHJJn-.'
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W. A. Blees

M. Spomsor

in charge Crosley Div. sales

Leading companies into the winner's circle has become ahuost
vecond nature for Willlam A. Blees, vice president of Aveo Manu-
facturing Corp. in charge of Crosley Sales.

Before taking over the sales helm at Croslev, Blees seored notable
triumphs in the automotive, advertising, and aviation fields.

At the age of 61 Bill turns out a dav’s work that would stagger
many a younger chap. Funny part of it 1= that he quit agricultural
s«chool at the University of Missouri 1o strike out on his own “he-
cause a farmer had to work seven days a week and 1 innocenilv
thought city fellows only worked five-and-a-half days.”

But Bill has a mighty capable sales assistant these days—television.
Frout his frequent trips around the country he has first hand knowl-
edge of the effect of TV on dealers and public.

“We must reach the entire family with our advertising message,”
he savs. “There are few better ways of doing this than with a net-
work radio and TV program that puts primary stress on entertain-
ment such as the Paul Winchell-Jerry Mahoney show.” Via Benton
& Bowle:. Croslev allots about 3097 of an estimated $10 million ad
budget to air media.

Bill's diversified background helps tremendously in his selling
job.  Back in World War | days. young Bill hooked up with the
British government. . . .thinking | was gomg to war.” Instead.
he wound up buyving U.S. goods for the British. Later, he settled
i Kansas City, running a small advertising agency and print shop.

N\ext. he sold Model T Fords, developed a finance plan which
was snapped up by General Motors.  He held various high-ranking
jobs with GM: president of General Motors Accounting Co.. v.p.
in charge of sales for Pontiac. v.p. in charge of sales for Buick.
Gldsmobile and Pontiac combined.

During the 1934-38 “<emi-retirement” period he went into the
advertising business in New York, then got back in the sales swim
as general sales manager for auto sales of Nash-Kelvinator.

Adter rejmvenating the Nash sales organiration. he moved to Young
& Rubteam as vop. in charge of West Coast operations.  Bill's nexi
move was o Consolidated-Vultee as v.p. in charge of sales. When
Aveo sold s interest i Consolidated-Vultee, he 1ook the sales helm
of Crosley., * ok ok

SPONSOR



NEWEST SUCCESS STORY:

One Weekly WIBK-TV Program

- . Was
no other media . . .,
I WJBK—TV ¢ e . rudlng S M lanny pigy
osnetyi for this Detroit campaign f°;nz here's Gy o S
Masonse Teuply Sutlding
lC’- cinnati Cream Ale and Lager. TS M eon
in S
what the agency reports:

Aoril 17 194,

Dear Lanny

Yo thouehe YOu mieNt 14, to s .
tury, 2 . 2 he {0:30 .
OF our cifewe Breding
) s Toweriey Umua, the spongar m'nu{xunon
T oN the troerem 33 over 53¢, ¥hile we pay our
(%} 0 U R c €ontimuity derartment o0 their ¢lover ead
ve muye ¢ the strone en: ve
R E A s E D have 5| ve&d on our telecase hoy been laresiy
A s due to thy Sreetive g IRteroretyy Brodye.,
0 ion or Your etary, Tour essjecy, .
D Cooperation il the wyy *lo
IN THE PAST L

ne (¥

L} e 1t eayjer tor
UE Lo tupn gye $hov thet ye €an de prouwd of,
Intnrpreun. this 1 sales (leures, v have
Feceived TEDOrt that oy €liene'sy businese
i Deeroge LT Increaseq nearly sog 4, the
DAL three "Onths of 195y Compared tq the

3 M 0 N T H Jame aonthy ,p lesz,

SAME MONTHS OF 1952 =

Hon B yormgy
Radgo - vy Coordnntor

ther Proof that N
’;u;'l:NNEI. 2 1S THE SPOT FOR YO

NIBREY

Represented Nationally by
L 2
Detroit

THE KATZ AGENCY

GRAMS

CBS and DUMONT TELEVISION PRO

’ Y

© STORER BROADCASTING COMPAN s cioomano s 760
Director, TOM HARKER, 118 E. 57th, New York 22,

National Sales Director,

19
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MILLI

will listen

SPECIAL TO BROADCASTERS:

Your local Zeuith distributor

will gladly help prouwote your station
and programs through dealers

fu newspaper ads and displays.

Get in toucl with hiw today.

all summer long

OF AMERICA
Only»FM

insist on FM in your schedule

and get complete radio coverage

Acary THis SUMMER. vor'll need F on vour
schedules to be sure of complete radio
coverage. Typical example: In many localities,
baseball broadeasts, particularly night

games, will be carried only on IFM.

What’s more. millions of listeners know from
experience how A ents through static and
mterference to give realistic reception of
radio programs even during summer storms.
With the “summer statie season’™ on its
way. many will turn to FM programs exclusively.

VMake the most of these seasonal listening
nabits. Include FM in vonr summer time huying
schiedules. and be snre of reachiing the whole
radio audience more cffectively.

ENI TH
The royalty of television and RAMDIO®

ZENITH Rabpio CORPORATION, Chicago 39, Illinois

My

COPR, 1983

SPONSOR



SPONSOR
Admiral Corp, Chi

Charles Antell, NY
Coca-Cola Co, NY
Friedman-Shelby Div of
Intl Shoe Co, St. Louis
International Silver, NY
P. Lorillard, NY
Minnesota Mining & Mfg
Co, Minneapolis
Minute Maid Corp, NY
PGC, Cinci
PGC, Cinci
Pet Milk Co, St. Louis

Plymouth, Detroit

Reymer G Bros, Pittsburgh

W. A. Sheaffer Pen, Madi-
son

Simmons Mattress, NY

Sunbeam Corp, Chi

SPONSOR
Ceneral Mills, Minneapolis
P. Lorillard, NY

Scott Paper Co, Chester
Singer Sewing Machine, NY

SPONSOR
Charles Antell, NY

Fedders-Quigan Co

Cood Humor Corp

Minute Maid Corp

NAME

Robert S. Aitchison
Harry J. Anderson
Norman F. Best

William S. Blair

H. W. Bluethe

Philip Branch
William A. Chalmers
Courtney A. Crandall

Cood Humor

Orange Juice

David ). Mahoney

ice cream
Ted Bates

FORMER AFFILIATION

Industrial Marketing, Chi, ed
U. S. Steel Corp, mgr of displays and exhibits
Erwin, Wasey & Co, LA, vp

Hewitt, Ogilvy, Benson & Mather, NY, acct exec
Wheelco Instruments Co, Chi, adv mgr

Al Paul Lefton, NY, timebuyer

Kenyon & Eckhardt, Detroit, vp, dir of radio-TV
Harold Cabot & Co, Boston, copy chief

Chi, Detroit, NY,

AGENCY STATIONS PROGRAM, time, start, duration
Erwin, Wasey, NY Du Mont International Colden Gloves;, Tu 10:30 pm-concl,
16 Jun only
Television Adv Assoc, NY Du Mont 9 What’s Your Bid; Sun 10-10:30 pm; 3 May; 9 wks
D'Arcy, NY NBC TV 78 Coke Time; W, F 7:30-7:45 pm: 29 Apr; indef
| D'Arcy, NY Du Mont 27 Tom Corbett, space cadet; Sat 11:30-12 noon; 29
| Aug; 20 wks on alt wk basis
YGR, NY CBS TV 35 My Favorite Husband; Sat 9:30-10 pm; 12 Sep; 22
wks on alt wk basis
Lennen & Newell, NY CBS TV 110 Two for the Money; Sat 9-9:30 pm; 15 Aug; 52
wks
BBDO, Minneapolis NBC TV 43 Ding Dong School; Tu 10-10:30 am; 5 May; 5 wks
Ted Bates, NY NBC TV 32 Cabby Hayes; M, F 5:15-5:30 pm; 11 Jun; indef
Biow, NY CBS TV 33 Jackie GCleason; Sat 8-9 pm; 16 May; 5 wks
D-F-S, NY NBC TV 64 Kate Smith Show; Tu-Th 4-4:15 pm; 29 Apr; 2 wks
Cardner, St. Louis NBC TV 65 Ted Mack's Original Amateur Hour; Sat 8:30-9
pm; 25 Apr; indef
N. W. Ayer, NY ‘ ABC TV 32 Plymouth Playhouse; Sun 7:30-8 pm; 26 Apr; 9
| wks
Ketchum, Macleod & | ABC TV 8 Lash of the West; Sat 10:15-10:30 am: 16 May;
Crove, Pittsburgh I 13 wks
Russell M. Seeds, Chi CBS TV 64 Jackie Gleason; Sat 8-9 pm; 9 May, st 20 Jun; 27
wks
YGR, NY CBS TV 35 My Favorite Husband; Sat 9:30-10 pm; 19 Sep;
\ 22 wks on alt wk basis
Perrin-Paus, Chi NBC TV 55 Ethel and Albert; Sat 7:30-8 pm; 9 May; 32 wks
AGENCY | STATIONS l PROGRAM, time, start, duration
Dancer-Fitzgerald-Sample, ! ABC TV 57 | Stu Erwin; F 7:30-8 pm; S5 Jun; 52 wks
NY
Lennen G Newell, NY ABC TV 50 Chance of a Lifetime; Th 8:30-9 pm; 21 May; 52
wks
J. Walter Thompson, NY NBC TV 43 Ding Dong School; Th 10-10:30 am; 7 May; 3 wks
YGR, NY CBS TV 72 Four Star Playhouse; Th 8:30-9 pm; 24 Sep; 52
l wks
PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Hair products Television Adv Assoc, Du Mont 30-min film series: Sat mid-
NY night; 11 Apr; 52 wks
Air conditioners BBDO 30-35 mkts 20-, 60-second film anncts;

South st May;
June; 10-15 wks
20-, 60-second films; live; st

North st

New Haven 18 May; 6 wks
51 mkts 60-second films; 25 mkts in
Apr, 26 mkts in May; 26
wks

NEW AFFILIATION

Saunders, Shrout & Assoc, Chi, vp

Wasser, Kay & Phillips, Pittsburgh, media dir

Same, acct superv for Evaporated Milk Div of
Carnation Co

Same, dir of res

Saunders, Shrout & Assoc, Chi, secy

Ruthrauff & Ryan, NY, timebuyer

Campbell-Ewald, Detroit, vp, dir of radio-TV

Same, vp

In next issue: New and Renewed on Radio Networks, New National Spot Radio

Business,
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National Broadcast

Sales

Executives,

New Agency Appointments

Numbers after names
Yrefer to New and Re-

new category

Wm. 1. Chase  (3)

John P. Yoser 135)

S. J. Robinson (5)

V. M. Jones (1)

C. A. Crandall (1)
21
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Numbers after names
refer to New and Re-
new category

. A. Chalmers (1)
. . Burkhart 15)
GCary G. Grant 15)
James D). Shouse (5)
Wichael Kory (5)

Donald B, Seem (5)

. L. Suunders (1) ’

U. Grunewald o

D. P Sheridan (5)
1)

oS Bl

NAME ’

Leslie N. Daniels
Martin P. Dwyer
Horace J. Elias

BBDO, NY, staff
Radio, TV prod

James R. English
Ted Grunewald
Larry Huseby
Maitland Jones
Robert E. Kennedy
Ceorge Kern
Edmund G. Malooley
Richard A. Mancini
Arthur Menadier
Warren |. Michael
Ralph Morris
Arthur Pardoll
Theodore B. Pitman Jr
Craig Ramsey
Charles L. Saunders
Olin Saunders
Barbara Sherman
James E. Shrout

A. C. Nielsen, NY, res

Wm Esty, NY, TV dept, bus mgr
Hywd, TV prod

Hutchins, NY, creative hd

Look Magazine, NY, adv exec
Benton & Bowles, NY, radio-TV
Ruse & Urban, Detroit, art dir
Wm Esty, NY, art dir

BBDO, NY, acct exec

BBDO, NY, asst art dir
SSCB, NY, media dept

KFEL-TV, Denver
Harrison Industries, Chi, pres

Emerson-Rogers, NY, media dir
Shrout Assoc, Chi, hd

Hugh Sutherland J. Walter Thompson, LA, asst media dir
Wm. H. Weintraub, NY, mkt, merch exec

Arthur Toft

NAME \

William H. Burkhart
William H. Chase

Lever Bros, NY, prod vp

merch, sls prom dir
John W. Craig
Cary G. Grant
Michael Kory

Lever Bros, NY, prod mgr
Emerson Distrib Subsid, NY, mgr

Ted Lewandowski
Va, asst mgr

Ceorge F. Lignante

Va, mgr
John P. Moser Lever Bros, NY, gen mgr

Wrigley Offield
S. Jesse Robinson

Donald B. Seem
D. P. Sheridan
James D. Shouse

NY mfg cos., NY, sls mgr

Corp

KEAR, SF, power iner from 1,000 watts to 10,000 watts eff

fun

KLX, Oakland, Cal, power incr from 1,000 watts to 5,000
watts eff 31 March

KRLD-TV, Dallas, power incr from 27,300 watts video and

;3.&00 watts audio to 100 kw video and S0 kw audio eff
ay

FORMER AFFILIATION

Foote, Cone & Belding, NY, copy superv

Nelson-Willis, Minneapolis, acct exec
John C. Dowd, Boston, radio-TV dir

Hewitt, Ogilvy, Benson & Mather, NY, vp

FORMER AFFILIATION

Avco Mfg Corp, Bendix, South Bend, asst adv,| Fedders-Quigan Corp, Buffalo, adv, sls prom mgr

Avco Mfg Corp, vp, Crosley Div, gen mgr | Aluminum Industries, Cinci, pres

O’Sullivan Rubber Corp’s L.H.GC. Div, Winchester, O’'Sullivan’s Laing, Harrar & Chamberlin Div, NY,

O’Sullivan Rubber Corp’s L.H.GC. Div, Winchester, Same, adv and prom mgr

Wm. Wrigley Jr Co. Chi, copy superv

Electric Autu Lite Co, Toledo, adv mgr
Remington Rand, NY, ACTS sls prom
Avco Mfg Corp, senior vp, chmn of Crosley Bdest] Same, chief exec officer of all Crosley Div opers

NEW AFFILIATION

Lennen & Newell, NY, copy superv
Lennen & Newell, NY, acct exec

Kaufman-Strouse Adv, Baltimore, acct exec, di¥f
of radio, TV }

YG&R, NY, in chg of radio-TV res |
Doyle Dane Bernbach, NY, radio-TV dir
Howard R. Smith, Tacoma, dir of radio-TV
SSCB, NY, vp and copy exec

Doyle Dane Bernbach, NY, acct exec

Lennen & Newcell, NY, radio-TV media dir
Same, vp

Lennen & Newell, NY, vp

DCSS, NY, vp, acct superv

Bruce B. Brewer & Co, Minneapolis, acct exec
Abbott Kimball Co, NY, art dir

Foote, Cone G Belding, NY, bdcst media dir
Julian Cross Adv, Hartford, vp in chg of radio, Ty
Ball & Davidson Adv, Denver, TV dir

Saunders, Shrout & Assoc, Chi, pres

Compton, NY, acct exec

Eugenc Gilbert & Co, NY, hd of media res
Saunders, Shrout & Assoc, Chi, vp

Same, newspaper and trade paper space buyer
Ross Roy, Hywd, dirof sls dev

i

NEW AFFILIATION

| Same, exec vp

Same, gen mgr

Emerson Radio and Phonograph Corp, NY, admin
dir of sls i

acting mgr

Same, prod vp

Same, adv mgr

Pal Biade Co, NY, vp

Same, vp and dir of adv
Same, asst mgr, sls prom dept

KXLR, Little Rock, Ark, new natl rep William G. Bambeau |
Co, cff Apr

WNAC-TV, Boston, power incr from 26.6 kw to 220 kw eff
26 Apr

WTVP, Decatur, lll., new stn rep George W. Clark, eff Apr

SPONSOR



IOWA PEOPLE

lowa Radio Users Spend More Than Twice

As Much Time With Radio As With
All Other Media Combined!

Gag-writers’ humor to the contrary, we all know
that the American housewife is a very hard-
working individual. Much as she might like it,
there’s relatively little time for “chaise longues,
bonbons and novels” (or for television, magazines
and newspapers). What a plus this is for adver-
tisers who use radio!

The 1952 lowa Radio-Television Audience Survey
shows that Iowa women use radio 44.69, of all
the weekday time they are “at home and awake”.
48.89, of this time they are also “working in the
home”— cooking, washing dishes, etc., etc. They
average 5.75 hours per day listening, as compared
with 1.56 hours watching TV, thirty-four minutes
reading newspapers, and twenty-three minutes
reading magazines!

18 MAY 1953

WHO 1is the favorite radio station in lowa — is
“heard regularly” by 68.5¢ of all lowa families,
as compared with 31.99, for Station “B”.

Write for your copy of the Survey, today. It's one
of the industry’s most highly-respected audience
analyses. You will find it iutensely interesting.

* for lowa PLUS #
Des Moines . . « 50,000 Watts
Col. B. J. Palmer, President

_‘P. A. Loyet, Resident Manager

e
< @ FREE & PETERS, INC.
National Kepresentatives
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...can be yours for exclusive
sponsorship...market-by-market. ..

local or regional.

Fifty two half-hour films of
broadcasting’s longest-running
hit are ready to roll for you...

13 of them never before seen.

Amos 'n’ Andy, during their run
on the CBS Television Network —

...gathered a weekly audience of
more than 16 million

...won more than half of the total

viewing audience
...averaged nearly 3 viewers per set

...outranked the average rating
of all network evening programs
by over 40 per cent

...and built equal popularity in all

sections of the country

No other comedy team has ever
won the heart of the nation so
completely. Now the Amos’n’ Andy
success-story can be your story.

Call or wire...

New York, Chicago, Los Angeles, Memphis, Atlanta, Dallas

Source: ARB, Oct.’'52 —Apr.’53



No. fof a series

Anony moux people who add up to well known

buving power in the areas of

WCCO-TV

photo ... Ralph Hobbs, Jr.... Mpls.

Measured in calls to or calls from?

The young ladies who
man our switchboard —
have their own Audience

measurement system.

Our pulse ratings . . .
high as they may be . . .
are based upon telephon-

ing viewers. At the end

"\ ol The / BUNYAN
- 4
Jw '_ g‘;} ._% BU\(//

of 30 days the calls are

translated into ratings.

In 30 minutes any girl at
our switchboard rates
public opinion of any
given program by the

way her board suddenly

comes to life.

MINNEAPOLIS « ST. PAUL
Nationally represented by FREE ond PETERS

We’re a forthright people
in the Northwest: If we
like your program we

phone or write to say so.

If we believe in your mes-
sage about your product
. . we go to the store

and buy it!

SPONSOR
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It headed?

by Alfred J. Jaffe

Y .
1 wo vears ago a network advertise-
ment in the trade press =aid, in part:
“Most reliable professional opinion is
that daytime ('TV) will be a complete
sell-out within a year.”

Granted a certain amount of natural
excess in zeal, the copy reflected an
authentic optimism at that time. Ob-
viously, what had been predicted did
not come to pass in 1952—nor 1953,
for that matter. Daytime TV has
grown. not in a sharp or spectacular
manner but at a comparatively slow
and steady pace—and. perhaps. it’s
just as well for the future health of
the voung business.

To shed some light on what hax hap-
peued and how next fall shapes up,
SPONSOR takes a look this month at
daytime network TV, will try to an-
swer some uestions about audience
trends; what advertisers in daytime
TV think of it; how its costs compare
with other segments of broadcasting:
whether any new program formulas
have been developing.

Here are the key daytime TV trends:

1. Daytime TV audience is steadily
growing. For every hour of the day,
from 6 a.m. to 6 p.m. Nielsen figures
on the number of setz in use show a
decided increase vear by vear.

2. Daytime TV viewing pattern ap-
pears to be solidifying. The percentage
of sets in use from 6 am. to 6 p.m.
for February 1952 and for February
1953 are remarkably similar. accord-
ing o Nielzen figures (see chart on
page 281, The percentage figures rise

W e N R

Should daytime TV abdicate?

A network president made following
comment to SPONSOR's editorial di-
recter: "Daytime network TV, night-
time network radio should abdicate—
better, cheaper, more popular pro-
grams would result and maybe we
networks could make some money."”

ORI T ITIA]
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DAYTIME TV: Where 18

18 MAY 1953

Audiences are growing, most network elients

are satisfied with results, costs heat nighttime

"There's One in Every Family," audience-participation show, offers short-terra buys to adver-
tisers. Popular daytime TV fare on the networks also includes soap opercs, variety programs

steadily In the morning. reach a peak
during the noon-1:00 p.m. hour, stay
fairly level at that point until 3:00
p.m.. then rise sharply as the kids flow
home from school and then freeze in
front of the TV screen.

3. Daytime network Tl spending by
advertisers seems to have reached a
temporary plateau. Desl)ite the grow-
ing daytime TV andience. as move sets
are bought, network TV billings have

leveled off. PID figures for January
and February of this year show net-
work TV Dillings for all daytime seg-
ments except Sunday afternoon total
$8.071,596. The comparable 52 fig-
ure was $7.394.642 and the relatively
small increase can be partly accounted
for by higher rates and new stations.
For 1951 the January-February day-
time grosses came to 52,979,173.
The reazons for this slowdown in
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NBC prepares a.m. TV battle: NDBC’s Lold step in early morning with “T /%,
turned out well. Web is making foll pluns to compete with CBS during
of morning, especially with slots jrom 10:00-12:30. is depending on “Ding

CBS holds daytime cards: ¢
davtinie hours of NBC tall shows aliore have sponsors), has been
siul during weekdays, with near solid 10:00-3:30 KHneup

Vetwork has twice the sponsored

40

35

davtime TV Dbusiess are not eas, 1o
in down explanations
-an probably Dbe traced to advertisers

since  most

who are not in davtime video--and  works. CBS. with a number of pro- they are. There are :ome exceptions ,l
there are lots of them. Some advertis- ¢ram successes hanging from its belt. to this but none of them is a black
crs are waiting for larger daytime au-  mereased its 1953 January-February  mark against davtime TV. Colgate re- k
ces. Some are afraid to pit a new  grosses over 1952 by more than S1 mil-  cently moved The Big Pavoff, one of '
rostanm against an existing <how be-  lion. NBC is down a bit. Du Mont i1s  the top daytime shows. from NBC to
ause they [eel existing audiences are  up a bit. ABC's 1953 figure is about  CBS, but the regular discount given for
too gmall to split up. Some have 0% off from '52, which wasn't big to  larger hillings figured largely in this Jl

found success in davtime TV spot.

Average daytime TV sets-in-use (percentage) dnring February 1951, 1952,

Others feel they can’t afford daytime
TV in addition to their present media.
The slowdown doesn’t hit all the net-

start with. No pattern is emerging.

1. Daytime network Tl advertisers
are generally satisfied with their buys
and are showing this by staying where

move, according to admen. and Colgate

1953

30

25

- 1953
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ol” tabore) as anchor tor ws program lineup. The program brohe with tradi-
by being only network kid show bejore 5:00 p.n., has three sponsors. NBC
w talking about another “sleeper” for morning, may ulso use new soap o, cras

e T

is still in davtime TV with the show.
Minute Maid will pull out of Kate
Smith next month but the money will
go into daytime TV spot. flexibility be.
ing the current need of this advertiser.
P&G has been complaining about day-
time rates on one hand and planning
to increase daytime programing on the
other. Lever canceled its Hawkins Falls
purchase but some of the money will
go to extend the radio and TV net.
work for Art Linkletter’s House Party,
another daytime show (and another ex-
ample of CBS picking up money lost
by NBC). The Lever cancellation was
sparked by its unwillingness to pay
Class B rates (Hawkins Falls is tele-
cast in the 5:00-5:15 p.m. slot). espe-
cially when it turns out that it is sell-
ing soap (Surf) to the moppets.

5. Daytime network Tl costs are ex-
pected to rise slowly, if at all. The cost
increases that do come will be tied in

SPONSCRED HOURS ON NETWORK TV BEFORE 6 P.M,

with growing audiences, Daytime TV
does not have the same talent cost proh-
lem as nighttime, and. while the Ar-
thur Godfrey, Garry Moore, and Kate
Smith shows are not exactly low cost.
they are sold in segments and the price
has been attractive to many advertis-

00
status report
A A

ers. The networks are trying to pre-
serve reasonable production tabs dur-
ing the day.

While daytime TV costz-per-1.000
are lower than nighttime, there ar
still complaints about the “high cesi
of television.” This is particularlv true
of the big spenders who are trying to
spread their daytime nioney over as
many programs as possible. or adver-

Other ncts silent on plans: [Ju

P
3 R I
ST

i
i thast

e %
1 it

“Haul biven

=

Show
ove) Is sole sponsored dayidme program during weel, ABCs

(abor ) 1 l da prog luring L. ABC

daytime sales are confined to weeh-end, lall plans not vet tormed

Wont s

tisers seeking representation on both
day and night TV.

6. There is an incrersing [eeling
that daytime TV conmercials should
be different than nightiime T1 selling.
[t goes without sa ing that daytime
TV selhing is aimed primerily at the
housewife while nigt tt'me TV is aimed
primerily at the fancil,. Put many ad-
and age: cies have long felt
that dayvtime viewing is not generally
as a'tentive. that tne housewife tries

to combine housework

e .
yeriisers . 1CIL

with viewing
an- often waiks around the house while
the set is tuned in. There has been
ro research on this problem but copy-
writers are more conscious of the ar-
cument that emph-sis should be on the
aucio veriion, rather than the video
portion of dartime TV eommercials,

7. Daylime compe iton among the
networks has Leen almost nil so far as

(Please turn to page 80)

Viewers-per-i99% homes during duy.

night

AB[}‘ CBS |DTN|NB[}| Total

September 1951 . 6.256 14

September 1852 . 3.53 16,75 1 12,25 33.50

April 1883 .. ... 4

350 8

22,75 125 11 39

31.75

SOURCE: CBx® TV Rales Development

TR
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*TOTALS divided by 100 give viewers pev «et,

29

MARKET VIEWERS l 10-11 A M. l 4.5 P.M. l 8-9 P.M,
men 9 .. 20 77

women £2 ... 74 101

New Ygrk teen . . 5 . 13 22
(7 stations) R 57 62 30
Total . 153* 169 230

men .14 21 79

=R . women . . 716 . ... &0 100
Cincinnati pomer ‘o B 04
(3 stations) kids ) 65 75 38
Total 165 199 241

men . ) 15 18 .94

' women 101 65 97
New Orieans pomen S 1 o2
(1 station) kids 33 74 20
Total 162 . 169 235

SOURCE: T'ulze, Inc. Date: Mareh 1923




Jdwmana foll: live by ’
customs of old days. }
bt picked most B
up=-to-date media to b

sell thedr freezers

by Charles Sindlair

"501‘(‘ than 1.300.000 L .=, Tamibies
will buy a home foal freezer this vear.

Viore than one oul of 10 ol these il
frecses will bear a name ahuost un- § 11;
known when the postwar boom in '1!':*‘
frcezers becan Amana. li'f‘!
This 107, -of-the-toarket <hars males %% t
the independent firm of \mana Re- A

frigeration. Ine. the front romner i a S
field  of S0-o0dd apphance ’
thoronghbreds.  outdi-tancimg
those of General
KNelvinator.

some
surh
brands as

Pllil(‘n.
other famous hrands. R R

But aivaininded Awmana isn't taking
time out to pat itsell on the back., A
vou read this. the company will be

freczer

Flectrie, and

making its newesl move i oair adver-
tising lo go after the nine-out-of-10

Once this show is underway. Amana
will be the most widely promoted hne
of rome freczer= on the air (=e> hox.
these pages, for broadeast activity of
other {reezer firms).
this promolion. Amana spends nearly
60¢ out of every advertising doltar for
national or local-level radio and TV.

Here's how the Amana air hneup

llomes who don’t own a
food freezer.

Startimg 19 Mav, Amana will <pon-
ror People Are Fununy on 211 €8S

\d manager Merlin E.

To accomplixl
Radio outlets.
Morris deserthes this as “the largest
ever lo

Maury.

H("l\\'()l’k carery lll(‘ .\ll()\\.“

( \eeney: Lee & Muar<hall

N.Y

will ook a~ of this week:

Cepee

These men guide Lwmana aivselling

Sparkplug of mund's rapid rise to the top spot in
home [reezer field is Executive 171, George . Foer-
stner. 1 native  ITmana, Foerstner Jorrsuw hig post-

war opportunity for upright home Irvezers, urged the
directors of tmana Society to enter consumer freld
Foerstner tleft, topy hives with his

famity acithin easy wall of gant treezer plant. . Ad
strategy, which centers on stiessing tested superiority

ol freezer products, is under direction vf Merlin

L Morris. Native of nearby Cedar Rapids, lowa. Vorris

is technically an “outsider”™ to Amana Society, but

dovetails neutly with traditionul way of Amanu life. ’
From simple office in Amana Colony, Vorris tleft, hot-

tom) directs spending of $2.250,000 ad hudget. tollows

latest treads in air advertising and freezer fndustry.

Varried. he lives in Cedar Rapids, has two duughters

n u big wm.
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MNew $3,500,000 expansion program in lowa plant of Amana Refrigeration, Inc. will make it
world's largest freezer factory by October, increase output 300% to level of 1,000 units daily

0" radio ai
0. [reent

-
=

RS

Radio: At the network level. as men-
tioned above. Amana  will
People Are Funny on CBS Radio.
Tuesdavs 8:00-8:30 The 214

station nelwork carrving the program

sponsor
p.m.

includes every CBS outlet in the U.s,
(20} total). as well as nearly a dozen
other affiliates in U.S. territories and
Canada.  Amana will be sponsoring
the show for about 20 weeks until
Mars. Inc.—the program’s regular ad-
vertiser—returns {rom itz usual long
summer hiatus.

Television: Paired with the radio
selling of Art Linkletter on People Are
Funny is veteran TV personality Kate
Smith.  Currently, Amana is a sponsor
of the 4:15-1:30 p.m. segment of Kate's
show on Thursday afternoons.  As in
the radio effort. the emphasis 15 on
widest possible coverage.  The Amana
portion of the Kate Smitlt Hour is being
telecast on what is probably the largest
TV network for a commercial video
show —82 NBC TV outlets. of which
07 are hive.  Accordmmg 1o the ealcula-
tions of Amana Executive V.I. George
Foerstner, “98¢ of the nation’s tele-
vision homes will be able to see and
hear the program.”

Local Level: Amana has no factory-

SPONSOR




V hudoet helps make Amana

wa firm puts over half of $2.250.000 ad funds into a nighttime

lio show. a daytime network TV series. and sizable dealer air campaigns

sponsored spot radio or television. But
Amana — like hig appliance
makers—is a great believer in dealer
co-op advertising, particularly on the
air.  Well up on the list of approved
media for co-op use are radio and TV,
and Amana dealers take full advantage
of this fact. By the latest ageney esti-
mate, more than half of Amana’s 7.000
dealers are involved in local air ac-
tivity. from morning radio newscasts
to late-night TV fihn shows. splitting
the costs 50-50 with Amana.

most

As might be expected. this major
air eflort represents a sizable amount
of Amana’s 1953 ad budget of $2.250.-
000. At the network level of radio
and TV. about $875,000 will be spent
for People Are Funny and Kate Smith.
By year’s end. this figzure may be even
larger if Amana continues in the fall
its present policy of being in both net-
work radio and network TV.

At the local level, between $100,000
and $500.000 will be spent in 1953 by
Amana as the freezer firm’s share of
dealer co-op radio and TV,

Total: about $1.325.000——0r some

Amana on the air: Freezer firm has been a national-level air adver-
tiser for only a year. First program (left, below) was star-studded

18 MAY 1953

60 ¢ of the total ad budget. While
this is not the largest electrical appli-
ance ad budget (it is dwarfed by the
multi-million outlays of such firms as
General Electrie, Crosley. Philco) it is
the largest =um being spent on the
air to promote a single line.

Amana did not build gradually to iix
position as the number one freezer firm
and the top freezer sponzor in broad-
cast advertising. It shot to top posi-

A0

case history
H A

tion within just a few years.

As George C. Foersiner, executive
v.p. of the Amana Society and a prime
mover in Amana’s entry into the [reez-
er business told sroxsor:

“Our plan has been to keep one
jump ahead of the big full-line appli-
ance firms in merchandising our single
product—freezers. Then. we come up
with a new merchandising idea when
the rest of the field starts to follow our
already -established pattern.”

"Paula Stone Show”

How well Amana has succeeded with
this merchandizing philosophy can be
judged from the Looming growth of
the Towa firn:

o According to Amana’s George
Foersiner, “Sales for the first quarter
of 1953 are 63 over the lovel of the
same period last year.”

e Buring the past three years. sales
of Amana freezers——thanls largely to
an excellent product and the tremend-
ou~ consumer acceplance of the Amana-

ploneercd upright freezer models
have jumped 565%. “That’s five

thmes the average growth rate of the
freezer industry.” account executive
Maury Bergiman points out proudly.

e Amana's expanding freezer fac-
tory. deep in the lowa farmlands. is
running neck-and-neck with demand.
Unique among major electrical appli-
ance makers. Amana has no factory
warehouse. ships its products directly
from the end of its modern assembly
lines as fast as they can be turned out.

e A major $3.500,000 plant expan-
sion is underway in the seven villages
of the famous Amana Colony in lowa.

on Mutual, from June to December 1952, Now

Amana has "Kate Smith” on NBC TV, "People Are Funny' on CBS Radio
&
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presents
THE GREATEST DAYTIME
TELEVISION SHOW

IN HISTORY
Sie

hKATL

—\r “p L - . TNE FUREST “SHLE™ EVER OFFERERT
FHJ-M-"“TJ‘H" THAT NOHCHET BJT MOBSBY | FHE
INPmE SEELOE MSULIRY EAN M ATOHI
i FRIE B LR,
; : FOHL FAMIEY 3128

ON THE ENTIRE N.B.C. NETWORK
ﬂ'ﬂ‘ﬂ

STARTING THURSDAY,
FEBRUARY 19th, 1953

w-mnn-m“wvw-
Consait your Jocal popes for teme sad sretion.

$0 POWERFUL...IT BEATS DAVE GARROWAY!
SO DYNAMIC. .. 1T OUT-PULLS ARTHUR GODFREYI
$O EFFECTIVE, . .IT ACTUALLY “MAKES YOUR SALE""!

YES. . EAMILIES COAST-TO-COAST
WILL READ... HEAR. .. SEE.., #0"' ’5 THE fh"f-u

AND 2¢Y THE Amana STORY YOU ¢aAN SET THE BEMEFIT OF

every mowTh of TaE vean) i e
MAIL THIS CARD TODAY, ' .

AND YOL'RE DH YOUR WAY %

CHEST FREEIER &

AL O T ARSI O |
RETENE AT THE dMATIWE
PRECE OF QBEF

ana. i
FooDTEREELERS AMANA REFRIGERATION. INC,
e Workls Lomppest Ereluwioe Monufarcturde of Food Froozers

AMANA IOWA

Merchandising: Amana air shows are thoroughly promoted via mailings, window stickers, counter
cards and the like. Object is to impress new dealer prospects with size of Amana advertising
campaigns, aid present 7,000 dealers in localizing impact of big radio and TV names (Kate
Smith, Art Linkletter), cash in on consumer loyalty to Amana air stars, sell more Amana freezers

By vear's end. Amana executives esti-  of the dealers when plamming any moves
tal P4
wale. the output of the Amana freezer  in broadeast advertising.

factoryv. one of the most modern in Here’s how Agencyman Dergnian

the world  will be tripled. and the size and Radio-TV Divector Charles Ripin

of the factory doubled. summed up Amana’s air advertising
o In less than a decade, Amana lras philosophy to spoxsor:

franchised zome 7,000 dealers in all Basic approach: “An ordiary elec-

part~ ol the U.S0 Now. with produe-  1rical dp[)lmn(‘ like a toaster or an

tion being stepped up and the adver-  clectrie clock,” Bergman stated. “can

tising program pulling in the custo-  do about as well in newspapers as in
mers. Sales Manager 1. L. Hinehliff  radio and TV,  But home freczers—
expects to line up 8,000 more dealers  even though there ave 5,000,000 of
in the near future. thenr in the country- -are sull a speeial-

Partly  becanse tlie dealers have ty item. You have to explain 1o house-
plaved a major role i building the  wives what a freezer can do for them.
firm’s sales and partly because Amana  not give them a mechanical lecture.
feels it has reached only the half-way  That means vour advertising must hit
mark in building it ultinate dealer  a wide market and produce plenty of
orgamizalion, Amana thinks primarily  leads for vour dealers, So {ar. radio

32

and TV have proved to be our most
successful wedia in producing leads
at low cost.”

Talent policy: Up to tlte present—
end theve’s little likelithood of change
—Amana’s air vehicles fall into the
hitch-your-wagon-to-a-believable-star
category. Amana’s first national air
venture was Mutual’s The Paula Stone
Show. a three-times-weekly mid-after-
noon program in which the comely
Miss Stone interviews {famous celebri-
ties.  The program ran from 9 June
to 5 December 1952, at which time
Amana canceled out in order to spon-
sor Kate Smith. Amana’s preference
for shows featuring star performers 1s
refiected in the present lineup. Both
Kate Smith and Art Linkletter are. as
Amana puts it. “household per<onali-
ties around which we can build pro-
wmotions to hoth the public and our
7.000 dealers.”

Food plans: The “food plan,” where-
Ly a dealer makes a tic-up with a sup-
plier of frozen foods in order to ser-
vice his freezer customers. did wonders
in gaining initial urban acceptance for
Amana. The {reezer firm encouraged
dealers to start such plans and to pro-
mote them widely in dealer co-op ad-
vertising. However. since some freezer
food plan deals have been strictly fly-
by-night. Amana insists on checking
over any dealer co-op air copy which

(Please turn to page 110}
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How other freezer

firms sell on the air

No other line of freezers among
50-0dd brands on the market is
as widely air-sold as Amana.
Industry leaders in appliance
field, like General Electric,
Westinghouse, Philco. Admiral,
Crosley plug their freezer lines
occasionally on big radio and T1”
shows like “Studio One” and
“Philco Playhouse.” Deepfreeze
Products (first home freezer) has
had portion of “Gabriel Heatter”
recently on Mutual. Jordon
Freezers, relative newcomer to
consumer field, are being pro-
moted via TV spot campaign in
30 markets. Most freezer firms
include radio and TV in their list
of approved co-op media for
dealer use, as does Amana.

k-l Wi
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BERNADETTE CASTRO

HAS BEEN OPENING CONMVERTIBLE SOFAS ON TV SCREENS SINCE 1548, SHE PUT HER DAD'S FIRM ON MAP

How Castro “converted” one store

mto 7 via TV

twan a local retail store fit television
into its advertising budget?

Castro Convertibles. until 1948 a
single store with a handful of sales-
nten, found that the small advertiser
can afford television. and. furthermore,
that clever use of air media can be the
skyrocket to success.

Today. Castro Convertible sofas are
manufactured in several plants, are
sold in seven stores in the New York
metropolitan area. Until his debut in
television in 1948, Bernard Castro,
president of Castro Convertibles, never
sold more than 100 units a week in his
small 21st Street and Sixth Avenue
store. A SPONSOR guesstimate places
Castro’s 1952 sales volume in the viein-
ity of 310 million.

O 0 0 A

case history

O A

18 MAY 1953

Known since 1948 for his memora-
ble TV commercial, Castro began us-
ing radio in October 1930 to get fre-
quency of impaet, With plans for fur.
ther expansion already made, Castro
intends to stay faithful to the air ad-

In 4 years TV demonstration plus radio

iingles put firm in S0 millien elass

vertising formula that helped him to
success within four short years. Here
it is in a few words:
1. Television: Use TV for product
demonstration, and to identifv copy
(Please turn 1o puage 93)

On radio since 1950, Castro developed successful formula: (I} catchy jingle sung to ltalian
tune; (2) radio personality to give pitch. Below: Mr, and Mrs. Castro, Skitch Henderson, wife
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RESULTS:

GEORGE BRISTOL, CBS RADIO PROMOTION DIRECTOR (L.} DEVELOPED CAMPAIGN APPROACH;

®  ADVERTISING CASE HIS

CBS Radro
GBS Raodio |
.400.000.000

.

(B Radio turns sponsor

Brand selling technigues are being nsed to sell radio via radio

A
( BS Radio has taken a leaf from the
Look of its advertisers. For probably
the first time in the history of network
radio promotion il is using radio to
<oll radio to potential sponsors and
ageney execntives.

The techniques used in the campaign
are =trictly commerctal  and worthy
of study by copy-minded agencvmen
and clients. For CBS deliberately
sought to preparve 20-second announce-
ments whicle wonld not only veflect the
best in air selling 1echnique bt go one
<tep further and use attention-getting
deviees which agencies are inhibited
from tryving by too-cautions clients.

Phase one of the CBS Radio cam-

patgn began in December with a series

34

of svstem cnesc tAmong them: “Amer-
ica now listens to 105 million radios

and 11 listens most to the CBS Ra-
dio network.”™)

Phase two has been unfolding this
month with airine of the attention-
compelling  20-second  announcements
(see examples printed at right).

Phase three will consist of a series
of one-minute  autobiographical an-
nouncements by CBS Radio stars. tFx-
ample: Jack Benuy recalls high points
in his radio carcer. adds radio selling
points on medinm’s effectiveness.)

O 000

commercials
0 T

CBS Radio’s director of sales pro-
motion and advertising. George DBris-
tol. worked out the campaign in the
manner of an ad manager with a prod-
uct to sell.

First he et forth his objectives. (1)
To reach local and national advertisers
and agencies as part of the general
audience: (21 1o reach retailers. edi-
tors. publicisis, writers--in short the
“opinton makers” of advertising and
the conntry at large——with the facts on
radio; 13) to build the prestige of his
product wmong regular users (listen-
ers). thereby getting them to use even
more of it.

Then  he considered  his  selling
points. These cousisted of the weight

SPONSOR

FREELANCER GORDON AUCHIN<#§:
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JUCED COMMERCIALS. SEE SAMPLES, RIGHT

of factual evidence radio’s researchers
have been compiling ever since tele-
vision put the pressure on radio to sell
hard. He had facts. among others, on
the vast number of radio’s families. on
set sales, multiple-set homes, clock ra-
dios. car radios. the comparison of ra-
dios-per-home vs. beds-per-liome, even
tractor radios. This was the raw am-
munition—the product’s selling points.

For the system-cue series starting in
December, Bristol had the facts shaped
into six announcements of 20 words
or fewer. Each hit one basic point
about radio in general, then sold CBS
as “listened to most.”

From 8 December when the system-
cue campaign started through 1 May,
George Bristol estimates CBS made
5.400.000,000 hstener impressions. His
arithmetic:

e There were 00 system cues per
week.

e Ratings showed that on the aver-
age each reached 57¢ of U. S. families.

e That multiplies out to 30077 of
(1.S. families,” or 135,000.000 families.

{ Please turn to page 88)
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These are three of auention-arresting

commmercials which sell radio’s sales power

by relating cold facts (o everyday life

ACTOR 1:
ACTRESS 1:
SOUND:

ACTOR 2:

ACTOR 1:
SOUND:

ACTOR 1:

ACTOR 2:

ACTOR 1:

ACTOR 1:
ACTOR 2:

ACTOR 3:
ACTOR 2:
ACTOR 1:

ACTOR 2:
ACTOR 3:

Hello. operator—I want to call every
phoae in America!

One moment. Deposit four willion five
hundred sixty-three thousand six hun-
dred dollars please.

DIMES START ALSO QU/ARTERS

Don’t waste your money, brother. Twice
as many homes have radio as phones.
You can buy a half hour with three min-
utes of commercials for a fraction of
the cost . . .

You can? Operator—cancel the call!!

CASCADE OF MONEY

(RR Station Echo Dit)y All aboard for
Chicago, Philadelphia, Los Angeles,
Detroit. Baltimore, Cleveland, St. Louts,
Washington, and Boston . . .

Nine of the ten biggest cities in the
United States. And yet there are more
people listening to the radio this instant
than the total of their combined popu-
lations. Like to move w on them?
Take the radio special . . .

D-0-0-0-0-a-a-r-r-d!

Boy—I'd like a good American cup
of coffee!
Knock on almost any door. Alwmost forty-
three million homes have paclaged
coffee in their kitchens.
I'd like a good American radio. What
are my chances?
Even better . . . there are more radio
homes than coffee homes.
More radio homes?
Almost forty-five million .
Let’s play a brand new record for all
of em . . .

(open end)

Pohom ' .




’Thcsc -4 methods of projecting radio ratings were among those used with BMRB No. 2

The methods shown below for projecting ratings beyond
home county to entire coverage area of a station have
serious disadvantages. Yet they have been used by time-
buyers in lieu of any other better method. Timebuyers
understand that any projection of a raling measured in
the home area to counties outside is not good use of

research. Yet they feel they must have some means of

1 50% formu!a- (.‘mmries'wirh' less than 50% of

D ® homes listening once or niore
weekly, aceording to coverage service, are dropped out of consud-
eration. Total number of radio homes in rest of counties is used
as base against which rating, usually nieasured in home county
onlv, is projected to get total listeners in statian’s coverage area.

DISADVANTAGES: 1, 509 cut-off point is arbitrary. [T hy
not 8% or 5277 Theary, by no neans scientific, is that by using
all homes in 50%e or more counties you balance omission of under
500: counties from the calculations.

2. Stations deliver effective circulution beyond 50% area. For
example, a “20% county” which has 50.000 homes means more cir-
centation than 807 of a 10,000-hame county.

3. A county in which station has 509 penetration gets us niuch
weight as the ane in which the station has 100% penetration.

1. NCS cluster method mulkies it even more difficult to deterniine
the true 509 area. Suppase there’s cluster of faur counties which
Nielsen gives 0% penetration. Two af the four counties might
well he over 509% mark but can’t be included in true 50% area

T
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getting a cost-per-1,000 based on inside and outside lis-
tening to use as one factor in comparing stations. Mate-
rial for the descriptions of the four formulae below was
compiled by Dan Denenholz, research and promotion
director of The Katz Agency. Several top timebuyers,
researchers agreed the facts constituted an accurate
summary of the four projection methods.

2. Half of home county: Siciion is credited itk

® any county which has
coverage percentage which is at least half that of honie county.
Total number of radio homes in these counties is then used as
base for projecting ratings. Method is similar to one at left.

DISADVANTAGES: 1. Method has many weaknesses of
509 formula. It is equally arbitrury and unscientific.

2. It penalizes the stronger stations. For example, suppose Sta-
tion A has 9% NCS in the home county and Station B has 60%.
Also suppose that in one outside county NCS shows 44% of the
famikties reported listening to Station A. This comes out less than
half the home county figure and accordingly that county would be
dropped out of consideration for Station A. Suppoese that on the
other hand NCS reports 30% listening to Station B in that sume
county. This is just half of Station B’s home county figure of 60%.
The county would therefore be credited to Station B but not to
Station A, even though A has about one-hatf more NCS listeners in
the county (that is 4% of radio homes listening as compared with
30% of radia homes) .

»  Pattern of listening percent-
3' Paateau SYStem' ages in counties is examined to
determine point where they seem to drap off shurply. Those coun-
ties whose percenrages show sharp drop from stronger caunties are
omitted from consideration. Al other figures, no matter what the
percentage of listening. are counted.

DISADVANTAGES: 1. This method combines weaknesses
of the two preceding formulae. It requires some arbitrary sub-
jective judgments on just where the cut-off point should be. In
other words, two different buyers might get two different answers.
2. This method daes not take into accaunt a station’s full circula-
tion. Dropped out are counties which may have more listeners,
berause their population is lurger, than caunties which are included.
3. NCS cluster methad will affect accuracy of this method ad-
versely as explained under 50 formula above. Some of clusters
which are dropped out will include counties which really belong in.
4. Vethod will tend to penalize stronger station: Cut-off point for
strong station nay be higher percentage than that for weaker one.

WO . o Dran

s

. . \ .
4 T t ! d = Base for projection of rating to
D 0 a au Hence‘ the coverage area of station is
total number of homes (listening weekly) credited to the station
in all its counties by the NCS or SAM coverage reports.

DISADVANTAGES: L. This method severely shortchanges
the station and radio. For example, suppose a station has 100,000
total radio homes in its home county and it has a SAM weekly
daytime audiznce of 50% (or 50,000 homes). Also suppose a day-
time program on the station comes up with a rating of 5.0. By
definition a rating is a percentage of all radio homes in the mea-
sured area. Thus the 5.0 rating in this county means 5% of 100.-
000 homes or 5,000 homes. But if you make the SAM audience
figure your base for projection you must take 5% of 50,000 homes,
giving you only 2,500 homes. Obviously this figure is wrong for
the honie county so it will be wrong for the outside counties as well.
2. Another way of looking at error contained in this method: It's
like saying that among those 50.000 SAM listeners, only 5% were
listening to program. Actwally 10% mninst have been listening.

TR I O T R " B s Hnnm TRy

This new method may be proposed by SRA to eliminate some of fanlts of others

New SRA metho « A4 comm'illce of 1h4e ..S'Iuliou Rep-

® resentatives Associatian was con-
stdering recommendation of a projection method to the industry at
SPONSOR’s presstinte. Vethod grows out of total audience approach.
(No. Vabove). It attempts to “correct” ratings so that they can be
projected to a station's entire coverage area with less shortchang-
ing of radio. For full explanation of this methad, see text of arti-
cle at right. What SRA liopes to do is get timebuyers, if they feel
they must use « formula, to use its approach in hHeu of the four
ahove. SRA f[eels its technique, while still far jrom perfect, is
more realistic and fair than the other methods. Fndependently of
SRA, the Marschalk and Pratt agency has come up with the same
approach and is now working with it. Another ageney, Fesley As-
sociates, has already used a similar method in buying time jor a
Shulton ecarly-morning campaign (Okd Spicey. There may bhe
other agencies using the correction method as well. AH coacerned
agree that the method has disadvuntages stll but that these seem
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less serious than faults of the 50% formula and others. lMany
agencies are just now in the process of deciding how to use SAM
or NCS data in projecting ratings and most of those contacted by
SPONSOR suid they were extremely interested in seeing how well the
SRA approach worked out in practice. It's likely, therefore, that
the technique will get close study over next few weels.

DISADVANTAGES: 1. This mcthod shortchanges farm sta-
tions in that it assumes intensity of listening will be the same out-
side the home area as inside. The farm audience, of course, being
outside the rated arca is not reflected \n most ratings. Other sta-
tions which have stronger listening tntensity outside their honie
counties thun inside are also shortchanged but not to the same
degree as in the older projection methods.

2. Method still las same jault of older methods. [t projects a
non-projectable ruting. But there’s no wuy to avoid so doing until
projectable ratings are made avuilable.

SPONSOR
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ily {0 project ratings

SRA may propose improved method. Several agencies already trying it

Before reading this arti-

SuggeStion: cle, take a look at de-

scriptions of the old and new in projection
methods on page at left. They'll give you a
quick refresher course on the problem at hand

by Miles David

I’ ow can you project a rating that’s
non-projectable?

That’s the question which this month
has sent timebuyers, media directors,
researchmen in agencies all over the
country inlo incessant slide-rule-and-
scratch-pad  sessions.  With Nielsen
Coverage Service and Standard Audit
and Measurement Service data finally
in their hands, agency people now have
to make up their minds how to use it.

At agency after agency contacted by
sPONSOR the decision had not vet been
reached on how SAM or NCS would he
used in projection of radio ratings to
get a cost-per-1,000. This is an all-
important policy decision to make be-
cause ou it may depend (1) which sta-
tions get spot radio business in the
campaigns of the next few years, and
(2) how much business spot radio as a
whole gets in the tug of war with other
media. Hanging in the balance is the
way in which an estimated $135 mil-
hon-plus in "53 national spot radio bill-
ings will be channeled into the busi-
ness during this year.

Youcan start a statistic-slinging free-
for-all at almost any agency when you
get into the method to be used in pro-
jecting ratings. But curiously almost
every media specialist and timebuyer
is agreed on this point: Projecting rat-
ings is wrong to begin with.

Everyone knows this and everyone
does it anyway.

It’s done because it’s hard to get a
measure of one station’s performance
in comparison with another unless vou
determine its cost-per-1,000 homes for
the entire listening area. Getting the
cost-per-1,000 for just the home county
of a station isn’t enough for then you

18 MAY 1953

often have no way of determining dif-
ferences between statious. Most stations
in a market are going to show you
pretty much the same intensity of cov-
erage right within the shadow of their
antennas, And vet all stations don’t
have the same rate. You have to go
outside the home area to find out if
an announcement costing 8100 is worth
10 times one costing $10,

But projecting ratings to the outside-
of-town counties is wrong since the rat-
ings are usually made on the basis en-
tirely of phone calls or interviews with
people inside the town. They are rep-
resentative of listening only in the area
they sample and are published with
that specific instruction.

What's the solution to the problem?

Answer: none. Since sampling peo-
ple regularly beyond the immediate
area of a station is too costly for most
broadcasters” pocketbooks, you’re not
going to have projectable local station
radio ratings for the large majority of
st~*ions in the near future—if ever. So
the practical buyer has to come up with
some makeshift answers. Even if buv-
ers didn’t want to use cost-per-1,000 as
a yardstick. dollar-minded advertising
managers would force them to it.

It’s 1o the credit of most buyers, iu-
cidenmally, that they resist over-empha-
sizing these makeshift cost-per-1.000’s
in deciding what to buy. They use
them as but one of many factors that
go into an intelligent choice. (Many
feel the only yardstick should be cash-

register results such as are demon-
strated by ARBL instead of ratings
and cost-per-1.000s. )

One of the few agencies which has
thus far tentatively decided on the pro-
jection method it will nse with cover-
age data to get a cost-per-1,000 is
Marschalk and Pratt.  The method
they're trying (and it may be in use at
other shops not surveyed by spoxsoRr)
is due to come in for considerable at-
tention in the next few weeks. A Sta-
tion Representatives Assoeiation com-
mittee was on the verge of deciding to
advocate this method, which they came
upon independently, as the best avail-
able at sPONSOR’s presstime. Rep sales-
men and station promotion. therefore.
may be talking it up soon with consid-
erable fervor,

The method is a refinement of the
use of SAM or \CS total audience fig-
ures as a base for projecling a rating.
(Definition: Total audience figures
represent all homes tuning station on
a daily or a weekly basis. with day and
night given separateh. These figures
are printed on the coverage hooklet.)

The trouble with simply using the
NCS or SAM total audience figure as
a base for projection is that this short-
changes radio stations and radio as a
medium. So what, you say—as~ long
as all the stations are getting short-
changed on an equal basis.

The answer to that one is that in-
evitably cost-per-1,000’s are going to

{ Please turn to page 111)

How do YOU project the unprojectable?

SPONSOR invites tumebuyers, media specialists, research men,
station operators to submit their own suggestions for making
projections of ratings to the coverage areas of stations. Your
thoughts on the subject will be printed with or without your
name and affiliation, as you prefer. The problem is complex
and everyone in the business will benefit from the [ullest airing
of ideas. So please make the pages of SPONSOR your forum.
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DON'T JUDGE OUR WOOL
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Every so often someone buvs a 24-page
special section in The New York Times.
Costs a lot of money, but, we're told,

it pavs off.

Four-page, full-color inserts in Life
magazine don’t go for peanuts either.
But people buy them and, chances are,
they get value received.

Does this mean that «ll newspaper and
magazine advertising is expensive?

Of course not. You don’t have to buy
24-page sections or 4-page inserts;

yvou can buy small space too. You, the
advertiser, decide whether you are
going small or going big. The advertising
medium itself isn’t expensive, unless
vou want to doniinate the space. Then

it does cost money, and . . . it’s worth it.

Same way with television.

A full-hour, star-studded show in choice
evening time will dominate the TV
schedule. Like those four-page inserts,

it costs money, but . . . it’s worth it.
On the other hand, you can buy a
six-minute daytime TV segment on
NBC-TV for $3.400. And three million
people will see your commercial.

Network Television, like newspapers
and magazines, lets you decide how
much “space’” you need or can afford.
$3,400 on NBC-TV is a good investment,
and not a costly one. If you spend more
than $3,400 yvou'll get a proportionally
greater value. So, if you want to
advertise your product on television,
don't let all this talk about high costs
scare you away. If vou'll give us a call
today, we'll be glad to develop with you
a schedule on NBC Television that
fits your advertising budget.

a scrvice of Radio Corporation of Amerieq

SPONSOR
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Media Basics 1l

Part 3 of All-Media Evaluation Study

TELEVISION

Fijth among major media in dollar volume, T1"s
headed for 1st or 2nd rank. Here’s why. See
strengths, limitations, statistical data puge 10

BUS. PAPERS

These form backbone of many industrial ad cam-
paigns. Charts and tables show how this best-
read print medium is growing steadily page 12

OUTDOOR

If vou want to reach them outside, this workhorse
medium is for you. Tips, charts, data show why
biggest advertisers use outdoor

page -1l

TRANSIT

Akin to above, transit is distinctive enough to
warrant separate treatment. Here are data on
audience, costs, bigeest advertisers

page 18 4

NEXT ISSUE:

by Ray Lapica

The first article in sroxsor’s eight-month All-Media
Evaluation study showed why the subject is of vast impor-
tance to the advertiser. (See “Why evaluate media?”.
sPONSOR. 20 April 1953.) The second article listed the
vital facts about newspapers, dircct mail. radio, and maga-
zines and told how one synthetic advertising manager spent
$500,000 to launch a breakfast food. (See “Media Basics,”
SPONSOR, 4 May 1953.)

This concluding part of “Media Basics™ covers television.

SPONSOR’s All-Media Advisory Poard

George J. Abrams _ad director, Block Drug Co., Jersey City
Vincent R. Bliss _ ..  executive v.p., Earle Ludgin & Co., Chicago
Arlyn E. Cole _president, Mac Wilkins, Cole & Weber, Portland, Ore.
Dr. Ernest Dichter .. _ pres., Inst. for Research in Mass Motivations
Stephens Dietz = _account executive, Ted Bates Co., New York
Ben R. Donaldson_._..... ... ad & sales promotion director, Ford
Marion Harper Jr.. president, McCann-Erickson, Inc., New York

Ralph H. Harrington ad mgr., Gen. Tire & Rubber Co., Akron
Morris L. Hite . president, Tracy-Locke Co., Dallas
J. Ward Maurer . e ad director, Wildroot Co., Buffalo
Raymond R. Morgan .pres., Raymond R. Morgan Co., Hollywood
Henry Schachte ... . ad director, Borden Co., New York

18 MAY 1953

"What 158 media experts told SPONSOR." Everyone has his pet
theories on best way to use media—here are some of them

business papers, ountdoor, and transit. Like the first pait.
it contains statements by media representatives on why the
medium should interest the advertiser, tips on how best to
use, strengths, limitations, biggest clients, costs, and other
data. The eight media covered in these two articles are
certainly not the only ones of interest to admen. Farm
papers, comics, Sunday supplements, movies deserve special
treatment and should be studied by every buyer of adver-
tising for what they can and can’t do. Stunt advertising
is a growing field. But lack of space prevents more than
occastonal mention of these supplementary media in this
14-article series.

One note of cauntion: Earle Ludgin’'s executive vice presi-
dent, Vincent R. Bliss, a member of sronsor’s All-Media
Advisory Board. points out that “if all we were dealing
with consisted of testing and measurable elements, we
might safely leave media planning in the hands of the
media departments. However, as someone observed dur-
ing the last war, the big military decisions are far too
important to entrust to generals.” So it is with media
basics. Don’t depend on them exclusively. They are
only a beginning for more scientific media evaluation.
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Why an advertiser should be interested in television as a medinm

v T Sum Jones wallced into the boss™ office
= '-.]"f with his  just-completed  television  sales
presentation weatly and confidently tneled
wr ber hes arm. Thev exchonged the usual

cottnas. and as Sam ploced his worl of

- art o Jront ot the boss he couldn’r help
-~ thinking to himsell how mypressed the man
. ¥ Lohid the large mahoganmy desk wovld be,
!,}'l He would be  especially  pleased.  Sam

thoneht. with that two-page list of reasons
Mr. Brown why Mr. Adverniser should  get inlo.tcl('-
viswen. The boss tarned the page quiclly.
Then he cd bacl to Sam’s “impressive list.” The well-dressed
and somewhat nerrons voung nan leaned forwcard an his chalr.
Th vy was now antently reading, The phrases Lept flashing
Sam's [ “Sight sound” “heeping pace with the
strong damily appeal” “product demenstration”
act” Ulhagh believabiliy.” . ...

IS ¢ hne Dist, Sam. no dowbt ehout that. The reasons all mal e
good sense. But " Neribhhing something across the peage, he
handed 1t to Sam. “Let’s sav it this wav.” The Boss had writien
just one word on the banl sheet of paper ... “Res<alt=”

Televistou: T\ i a medium of so many firsts it's hard to
be objective. For example. TV ix:

I First in dollar-volume growth  up 1760 <inee 1919,

2. First in cirenlation growth—{rom 160,470 homes 1
January 1917 10 over 23 million today (NBC estimates) .

3. First in impact  no impartial wmedia expert disputes
thi~. Reason: sight plus ~ound plus wmotion.

1. Bigeest decrease in cost-per-1.000 (homes) reached

down 018 <ince T January 1939, on €BS TV, for ex-
znnplv. [Gross costs, however, are way up.}

TV ranks filth in media 1oday- ~from the standpoint of
dollar volmne.  [Es picked up from S150 million to $200
million a year for each of the past three years. 1 it con-
tinntes this growth. there’s no doubt it will surpass maga-
zines and radio to become the third medinm by the end of
1953 (1o rank after newspapers. divect mail).

Whether TV can ever cateh newspapers™ huge 52,5 hil-
lion dollar volume is problematical.  Chiefl reason it will
be hard: Newspapers can add more pages to accommodate

TV cost-per-1,000 homes down 61.8% since 1949

$4.00

1
0 |
Jon | 1949 1950 1951 1952 1953
SOURCE: Iix I\ el Daov. o X ap sine vitte ehrendntion of at least
SN grel ot ol b & pa SR AT BTN f Ve e evening show CRBNOTY
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The story of Sam brings howe thet important point: The adrver-
tuser is concerned with results abote all else. In television, as in all
media. results are closely tied with eosts. And today in television
the cost to Mr. Advertiser of reaching each potential customer has
been going down. For each dollar spent, Mr. Advertiser reached
320 more potential customers during the yvear prior to mid-1952
than the preceding year! At the present tune. 2699 counties out
of 3000 are eaposed to telerision. Coaserrative estimates point to
enother 6.000.000 recetrers during the vear ahead alone.

As to TV results, we can only look to the record. It shows, for
example, that during the secoud quarter of 1952, some 1567
national adrvertisers were using net and spot television, to say noth-
ing of the thousands of adrvertisers in local marlets. Preliminary
1952 figures point to an advernsing investment in television of over
$380.1 auillion. (It might be noted that during T1’s rise since 1918
all media profited by over a $2 billion increase in the total adver-
tising expenditure.) We lbeliere that $§380.1 million is the best
testimontal to the one ingredient which Sam left out—*results.”
e know that the American adrertiser does not place his faith
Cend his moneyy in anything that falls short of that goual.

Tuan H, Browx Jr., ice President and Couusel
in charge of Television Affairs, NARTB-TV

more advertisers: siation time periods are limited. (This
curbed radio network growth in "307%<.)

Possible trend 1o watch in TV: u<e of sales money (in-
stead of advertising funds) to pay costs on grounds TV can
do much of the work of the sales foree.

Two questions admen pose in considering TV :

1. When will it stop growing? One guesstimate heard
frequently in the field: at around 1.000 stations grossing
S1.5 bhillion to $2 billion a vear.

2. How will advertisers pay for TV'? spoxsor’s media
izbles show that all media, except network radio, continue
to grow, so niedia-robbing to pay for TV is not as serious
as somne wmake it out to be. Secondly, interviews revealed
that more sales money is heing used. ( Network radio, in-
cidentally, is in throes of a comeback.)

Can advertisers continue to spend more on TV?

Here's how one major adverliser answered this question
for sroxsor: “All advertising is part of the selling expense.

So long as sales keep elimbing, we'll keep spending!™ * * %

Where did you see or hear product advertised?

SAWOR | NEWS- | MAGA-
HEARD AD| PAPER ZINE RADIO TV

CIGARETTES 80.85 39.2¢. 16.9% 24.0¢

CATEGORY

GG. 19,

SOAP 65.0¢c 18.6¢; 18.0% 1597 . 13.3%,
AUTO 66.5¢ 28.3%, 20.2% 10.5¢%  38.77,

DRUG 56.7¢. 27.7¢¢ 10.4¢% 11.4<  -10.37,

17.69;,

AVERAGE 67.3% 28.5% 16.4% 15.5%

SOURCE : Advertest survey based on 762 Interviews N.Y -N.J. area 6-16 October 1952,
Fram *“Fhe Televislon Audicnee of Taday,”” October 1852, copyright 1952 by Adver-
tent Research,  Hespondents were  acded 1f they saw  or hemd ads day  before.
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5. TELEVISION BASICS

advantages

I. Only medinm combining sight, sound, motion,
2. Result is greatest impact of any od wmedimn.
3. Creates high spansor-product identification.
I. Ouly medinm for demonstrating products.
3. TV spousor can integrate message into show.
6. TV messages thas hare high believability.
7. TV show carrvies high prestige for adrertiser.
8. Advertiser has chance (a build loyol aundience.
9. Cost-per-1,000 sets is steadily decreasing.
10. Sponsar has flexibility in chaice of maorkets.

SOURCES: Young & Rubicam's *'Evaluation and Use of Advertlsing Medla,” Sechafer

limitations

1. Line-af-sight t(raunsmission Iimits coverage.
2. No full national corverage at the present time,
3. Cost of program, station time is increasing.
I. Medinm demands total andience attention.
3. VYony praducts dan't need TV's adrantages.
G. Too casy (o misuse and arouse viewer ire.
7. Life of commerceial is shart compared ta cost.
8. Na calar at present,. althongh this may change.
9. TV station cleorances often are difficult.
10. Choice ecrvening time periads orve Timited.

vertlsing 1’svehology and Iiescareh,” Brennen's “Advertising Medla,” and SPONSOR's

eight month all-media  ev tudy

& Laemmar's ““Suecessful Radio and Television Advertising,’”

Lucas & Britt's *“Ad-

durlng  its

10 tips

biggest clients

Bl QLT i - £ -
How best to use TV to get results Network TV leaders
I. Buy television "in any size:' for maximum sales effectiveness depending Company Millions
upon your advertising objectives. .
. . . L . . S11.2
2. Consider sales budget with thought of diverting funds into television, USRI R L
the medium that presells the customer. 2. Colgate-Palmolive-Peet .2
3. Investigate daytime, with high percentage of housewives controlling -
purse strings, providing rifle-shot efficiency. 3. R. J. Reynolds Tobacco 7.
. Make haste slowly to change program or time franchises. for television d. General Foods 7.4
investments are too important to '"chase rainbows.
3. For special promotions, investigate availabilities of national network 3. Lever Bros. 6.6
television on a single insertion basis at $2,000 per. -
" 0 .. . . . 6. American Tobacco 3.9
6. Make use of "spot" television for introducing a product or service on
ket-by-market i ion. =
) a market-by-market basis across nation 7. Liggett & Myers 3.0
7. Profit from national network's prestige and word-of-mouth publicity
about programs and personalities who make news. 2. General Motors 3.0
8. Promote and merchandise program with dealers and retailers—small
investment pays rich dividends in sales results. 9. General Mills 3.9
9. Exploit dealer and retailer eagerness to support television advertising . o
with product displays—window, counter, and floor. I10. P. Lorillard 3.8
10. With color television "around the corner"—food, fashions, and others -
should be getting franchises set now for future. SOURCE: “National Advertising Investments’ 1973
— based on PIB data  Figures for gross time do ne
SBURCE: Industry experts consulted by SPPONSOR. include talent or producticn or spot TV
il T (] =
H y
medium’s growth TV trends
% OF | GROSS BILLINGSI (millions) Ratio | — — -
YEAR STATIONS TV HOMES* TOTAL ane
(31 DEC.) (1 JAN) FAMILIESt | NATION- | LOCAL l TOTAL 37224
(1 JAN.) AL 3500 — —— . A
L4
OCTOBER 1948 BASE ,
'917 ’5 ,6,476 0.04 P [ [ 3000 - 4500 FOR TIME COSTS "’ e
570,018 FOR SET CIRC ¢
0423 285" FOR NETWORK 4
q TIME SALES 'I
1918 50 189,900 048 .. o 2500 —— —— - — - oy
Networs Time Saies /4%
4
3. 2000 |- 4
19.19 98 1,000,000 2.4 $49.2 $19.2 $68.4 S S
- 1500 — ’ ;;2—04
1950 107 3,950,000 9.2 145.9 55.0 200.9 ,
1000 |- 7 — B
s :
1951 108 10,549,500 239 296.7 91.7 388.4 500 e fie ot
1952 129 15,777,000 35.3 4424 137.7 580.1 " 00 :
OCT  APR OCT APR OCT APR OCT APR OCT JAN
‘48 49 49 50 ‘50 51 'Sl 852 'Sz ‘53
=
"'03 2112341100 46‘5 - e SOURCE: €BX TV =ales Development, 195
TV's costs have nol Inereased propartlon to giant wih In It
civeulation,  la
*NBC Research & TPlanning Dept 1 bhased on ''Sales Management'' estimates for families. $McCann- at 1.292 i
Erickson estimates prepared for “Printers’ Ink.”




Why an advertiser should be interested in business papers as a medium

An adrvertiser should be interested in
business papers because aaly in them can
se 10 natque ralues:

The editorial conteats of a business
paper precoadition the reader’s wind for
the advertiser's message when that message

s pert

‘ 2. Rusiness papers offer a positive assur-
'* aace of reader faterest in the adrvertising
where the adiertiser will take the paius to
tell how his product or service will help

sorae jol blent,

MI’. DEBI‘G‘

The advertiser huows in adrvance precisely what frawe of mind
the reader s (o when he picls ap his busiuess paper.

Business Papers: |f vou're new in advertising, vou call
them trade papers. But trade papers are only one-third
the business paper fiekd, This field contains two other
eroups of publications as well: the industrial and the pro-
fessional. Examples: Tron Age (industrial), Oral Hygiene
(professional). Boot & Shoe Recorder (trade).

Standard Rate & Data Service lists 2.000 business pa-
pers. Of these. the circulation of 307 paid papers is
audited by the \udit Burean of Circulations and that of
330 free papers by the Controlled Circulation Audit Bu-
rean. [ naudited papers total approximately 1.300.

\n hmportant point to remember: ABC publications
carry the most weight even though they are in the minority.
\ survey made by Edward Jacoby several vears ago among
leading advertising ageney space buvers asked t(wo ques-
tion~: (1) Name the 10 ouvtstanding trade or technical
publications, and (2} name the leading publications in 15
different business-paper fields,

In answer to one, 75% of the responses named ABC
publications. 12.60 listed CCA. and 12.2¢ cho<e un-
In answer to two. 91.19 ¢ited ABC
publications. 6.8¢% unaudited. and only one mentioned a
CCN paper. .

audited publications,

Total circulation figures actually mean little. however.
xtent of market coverage. readership. and prestige of

the paper are the hmportant things, In fact. il a paper

Costs-per-1,000 up 36% in 14 years

ITEM 1940 1953

9, increase

Average page rate. siss.s1  s304.91 929

C”CUI&“O" e .. 4.7 million 6.6 million 40

Cost-per-1,000 .. ss63  s1177 36

SOURCE:”.\MG: B Venezlan, M Graw HIL prepared  for “Industrial
Marketlng . hased on tudy of 255 comparahle  publleati 137
AV [IXRY othe
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1. The advertiser buys selective andicaces ia business papers.

5. The advertiser Lnows he is buving a mentally alert audieace.

6. The wlrertiser kuows waay business paper readers at a given
time are {n a buyving wood when they pick up a business paper.

7. The business paper advertiser travels in select company, is
introduced to his prospects by sponsors in whom those prospects—
the readers  have high confidence.

8. The busiuess paper advertiser can buy greater and wore inten-
sire corerage of specifie wmarlets,

9. The business paper advertiser dips into a bigger purse. The
average business paper reader muay have tremeadous buying iaflu-
eace on the job as agaiast limited buyviag influence at home.

10. Basiuess paper advertising is low-cost advertising.

WirLian K. Bearp Jr.. President
Associated Business Publications

suddenly shoots up far beyond its market potential, the
careful space buyer will want to know why,

Ben Duffy. BBDO’s president. who discussed media
evaluation with spoasoR, cautions the buyer in his Profir-
able Advertising in Today’s Media and Markets:

“In planning trade and industrial advertising it is most
essential that the publication iself he carefully studied.
An association paper may be a good trade paper or it may
be simply a house organ for news of association activities.
A trade paper may he a newspaper of the field or it may
feature articles of interest in production, in merchandising.
or in management.  All types of papers have their own
special value and use, and should be carefully analvzed
for coverage, reader acceptance, editorial integrity. and
adverlising results.”

The Advertising  Research  Foundation’s  Continaing
Study of Business Papers has surveved four such papers
to date and provides invaluable data on them. Example:
Nearly eight out of 10 business paper readers specify or
buy.  \nother excellent study was conducted by 18 ad-
vertisers (including Aluminum Co.. Goodyear Tire & Rub-
ber. LS, Steel, Westinghouse Electric) and McGraw-Hill
in 1950, lntitled .1 Cooperative Readership Study among
Men in Industry, it polled 198,837 men; 42,878 replied.
Highlights of the study:

1. Each man reads 5.2 publications; 2,876 magazines
were mentioned, of which 0296 were business papers, 3176
general magazines,

2. 198-—or just 219 —of these business magazines ac-
counted for 887 of all mentions received by all of them.

3. Duplication 1s high. A chart of the composite lead-
ing. second. and third publications in 10 fields showed
that the first reached 70¢¢ of the total men reached by all
three, the sccond added 19¢¢. the third added 117 —with
nearlv two-thirds of itx total audience alreadv reached
by the two leaders.

1. Cost of general magazine coverage of the same mar-
ket can be up to 22 times as high as business papers.
Fxample: Sponsor \ discovered he could reach 197 of
all his customers and prospects with a page in a general
magazine at $1LO00.  But one business magazine delivered
2190 coverage at less than $500 a page.

Eaeli of the 18 sponsoring companies found this cost-
coverage paltern to hold true for itself (although the
fignres varied, of coursey., * * K

SPONSOR




6. BUSINESS PAPER BASICS

advantages limitations

1. Low-cost selliag wethad for industeial firwas. I. Sowme ave puff sheets for theiv advertisers.
2. Intease veadeership due to job requirewments. 2. Oue-third of business papers ave given away.
3. Specialization enables you to pinpoint wmaorlet. 3. Sowme have too wmunech waste circulatioa.

4. Color. othee reprodurtion qualities excelleat. 4. Long elosiang dates make timeliness difficualt.
3. Little waste circulation if sticl: to owan field. 3. Little quualitative ceadevship researvch.

6. Power, influence due to Lknowledge. prestige. 6. Taelasticity—roverage way not il your needs.
7. Editor nsually has intimate Lkunowledge of field. 7. Preparing ad sonmetimes exeeeds cost of space.
8. Ads geunervally as well read as editorial wmatter. 8. Standacds and prices varvy., fluctuante widely.
9. Readers geunerally buy ov influcace buying. 9. Duplication of veadeeship is usually high.
FITEEE B A e v A Rt el e ot T e B i it o e e O D

5 tips biggest clients

I

How best to use business papers Top 10 in business papers
I. Make a careful analysis of your sales potentials by industries in order Company Millions
fro dlefen:mne your best r?arke’rs and your most influential buying factors I. General Electric $2.44
n planning your campaign.
in p 9y paig 2. General Motors 2.01
2. Examine carefully every publication serving your fields. 3. Allis-Chalmers 1.72
3. Gear your selling messages to the job interests of the men in each of 1. E.I.du Pont 1.45
your fields. Talk their language—tell them what your product can do 5. Westinghouse Electric 1.34
for them in their particular lines of work. G. Aluminum Co. 1.31
4. Concentrate your fire-power in the one best publication in each field. 7. US. Steel 1.02
Add others only if the budget permits. e e =
° y L 8. Union Carbide & Carbon 0.96 =
o. Use adequate space—consistently—to make sure that your advertising 9. Eastman Kodak 0.90 =
has impact on your potential consumer. - o =
P K 10. US. Rubber . 084 =
SOURCE: McGraw-Hill’'s “"Mechanizing Your Sales with Business Paper Advertising'” SOURCE:- Associated Dusiness Pubs.’ figs. for 1952
Fill ot - (TS
H y
medium’s growth
Business papers have increased 23.8% since 1942 Ad volume has risen 46% in 5 years
1942 1953
o . N 1948 1952 .
Type of circulation 9% increase T f lat 0,
P No. | 9% of total| No. , % of total| ype of circulation (millions) {millions) % increase
I. Total paid 791 S4.4c 1047 58.2% 32.4% S13.5 S17.0 o e
° I. Sworn free (6.0,) (5.39,) 28.49%
!
AB 271 13.6 381 21.2 10.6 - -
c ' o ccn - 15.0 70.0 66.8
= (20.09,;,) (22.90,) e
Sworn paid 220 35.8 666 37.0 28.1
5 . 15.0 2.8
CoM e ‘ 3. 85 . . — 4.8
e worn paid (20.09,)  (13.19 L9
2. Total free 276 19.0 oGl 31.2 103.3
i 2.5 181.0
. ABCT Mz o
* - 134 =-ge o) ()7 Ded oD
CCA 128 8.8 299 16.6  133.6 (50%)  (56.2%)
- . 5.0 8.3
Sworn free 118 10.2 262 1.1.6 77.0 Do IO (1.09 (2.59,) -8
WA e
- Total ad volume $225.0 S327.5 16 9
3. Not stated 386 26.6 191 16.6 —350.5 aay ’ e 0
Business papers 16871 1829 .49,
Graad Total 11453 100.0c 1799 100.0% 23.8
*Controlled Circulation Audit Bureau (audits free publications). {.Audit Bureau of
cem Circulations {audits paid for publications)
SOURCE: Angelo R. Venezian, McGraw-1H1l, prepared for “‘Industrial Aarketing,'”
1953, based on January issues of ‘‘Standard Rate & Data Service” SOURCE: Angelo & Venezlan, M:Graw-11ill, prepaved for “Industrlal Marketing,”’ 1953
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Why an advertiser shonld be interested in ontdoor as a medinm

T place the sales appeal in the mind of
the consumer, to malke it stick, to make it
capand into the buving act  this, in sim-
plest torm, s ceriainhy the great ambition
of ull adrvertisers.

The tact that so many adrertisers nour-
ish this worthy ambition expluins today’s
Leen. healthy competition for the consum-
er’s attention. One of the wavs to beat this
competition is to position the advertising
appeal adiantageously as to time and place.
The place ot the ontdoor adrertising me-
mem s the outdoor area  the companion hali of the indoor areu,
ind the tune ol the outdoor adrvertising medium (s when Americd’s
160 nnllion consumers go outdoors nearly every day ol the year or
tor rccreation. Ontdoor advertising dominates this outdoor area.

Mr. Fulton

has no stgnificant media competition in it.

Outdoor adrertising delirers a mass audience. According to a
recent surrey. approximately 83.1C¢ of the American people go out
doors ervery dav. These ontdoor Americans comprise men and wom-
cn ot dll ages. occupations. and income groups. And in addition to
customers it includes a group vual 10 the success of uny sales cam-
paign: dealers. distributors, and retail salesmen,

Thanks 1o the antomobile, Americans get around more than any
other people on earth. Last vear, for example. they rolled up an
estimated 865 budlion passenger travel miles. Frerv dav. all day

Outdoor: The outdoor medium comprises three main
fnrms. as f(l“()\\h:

1. 2dsheet poster, of uniforn size throughout the coun-
trv. assembled in paper sheets on panels.

2. Painted displayv. hand-painted on either a panel fac-
ing or huilding wall surface,

3. Electric spectacular. or large lashing “Tines Square™
clectric sign.,

The organized outdoor advertising medium likes to con-
<ider itself apart from such other outdoor advertising forms
as =Kywriting. street vending by voice. store window dis-
play<. and a large classification of small signs usually
called “commercial signs,”™ 7

Ontdoor posters alwavs display the name of the local
company which erects and maintains them,

Don’t use the word “billboard™ to an outdoor man.  1t's
derived from the old-time cirens or theatrical use of post-
ing bills on fences, trees. bars. and other places. The
term <2 l-sheet™ dates back to the time when only one plate
size was available and the foll-size poster had to be printed
m 21 single-sheet sections. Todav it can be cut in either
L0 or 12 sections,

The Traflie Audit Bureau measures or comnts the eircu-
lation of outdoar advertising.  1Us sponsored by the #\'s,
the AN\ and the Outdoor Ndvertising Assi of America.
Circulation consist= of connting 5047 of the pedestrians
and anto riders and 2577 of the street car and bus passen-
cers. AL first glance this seems like gros< overcounting,
but it's been fonnd reasonably aceurate by independent
surveys of specific markets.

Besides the TAB. such independent rescarcli organiza-
tions a~ Marion Harper \ssociates and Poster \ppraisal
Service also measnre copy remembrance and ellectiveness,

The TAB stndy of Cedar Rapids in 1950, for example.

44

long, outdoor adrvertising puts selling ideas into the minds of this
rast tide of husy, uctivre Americans as it ebbs and flows through the
streets and highways of the land.

Outdoor adrvertising keeps working all dav long, day after day.
FEach outdoor poster. [or example, remains on display for a period
of 30 davs. It has been found that during this 30-day period in an
arverage American city 91.15¢ of the population was exposed to the
sales appeal of a No. 100 showing* 19.07 times. Here is all-essential
repetition in an exceedingly high degree.

Outdoor advertisements compel attention becuuse they ure strate-
gically placed 1o command commercial streets and highways of
heaviest circulation and because they are big. dramatic, colorful.
People can read and understand outdoor’s short, telegraphic word
and picture message casily in the few seconds it takes them to ride
or walle by an eutdoor panel. Thus outdoor advertising Is perfectly
geared to the pace of modern living.

The outdoor advertising medium offers the adrvertiser todayv a
seller of goods and services that dominates one of the two areas in
which the consumer lves—the outdoor area; a dvnamic, colorful
salesman that delivers the sales appeal dramatically, in its entirety,
and with « degree of repetition that is truly unique.

Kerwin H. Frrrox, President
Outdoor Advertising. Inc

“kKnough posters te cover market

T

revealed the following about outdoor advertising:

1. 74.6% of the population was exposed 10 a No. 100
showing (enough posters to cover the markel, or, in this
case. =X illuminated and eight regular panels) the first
seven days: 9L17% the first 30 days.

2. 56.5%0 of the population was exposed 1o a No. 50
showing (half of above) the first seven days: 79.370 the
first 30 days.

3. Each person exposed received 19.07 exposures in 30
days (against 5.79 the first week).

4. 98.7% of the population went outdoors at least once
during the 30 days.

The above documents three of the most important attri-
butes of outdoor adverti-ing: (11 circulation, (2) cover-
age, (3) repetition. The fourth. cost, is considered lowest
among all major media—around 14¢-pev-M on a national
hasis, according to Outdoor \dvertising. Ine,

Three other interesting facts on outdoor: (1) It donated
75.000 full posters worth £1.719.000 to public service mes-
sages in 19521 12) two-thirds of the poster plants (popu-
lation standpoint) have heen audited by TAB or have
applied for andits: (3) best new reference on the subject
i~ ANV\'x Essentials of Ouidoor Adreriising.

How many actually remember vour poster?

TABs 1946 study of Ft. Wayne came up with some inter-
esting answers. First a check was made before the posters
were displaved. Up 1o 51070 claimed to have seen them
(Coca-Cola’s, fTor exampled, Then after the 30-day posting.
another survey was wmade and an adjusted formula was
used to determine the actnal remembrance. These remem-
brance figures ranged from 237 for General Tire to 11.5%¢
for Standard Oil (No. 100 showings) and from 2087 for
Kellogg Corn Flakes to 3837 ¢ for Eskay Dairy Co. for No.
50 showings.  Coca-Cola’s eight illuminated and 14 regular
posters had 65.677 remembrance, * k&

SPONSOR




1. OUTDOOR

BASICS

advantages

PDominates ontdoor area. especially in cities.
Delivers big coverage—men., women, children.
Huge size. brilliant color permits showmanship.
Brevity. simplicity malee it ecasy to read.

No. 100 showing reaches 9117, pop. in month,
Flexibility allows marlk:et-by-marl:et coverage.
Cost of reaching 1.000 people averages 117,
Message has long life. can extend into years.
No national-local rate differentials.

10.

Posters can be seen from distance. 1

SOURCES for advantages and disadvantages: Outdoor Advertising, Ine., Roeltester Tn

“Advertising Media,”” Baton’s “*Advertising Handbonk, ™

limitations
National coverage is expensice. not complete,
Yo national pacliage rate hinders planning.
Circulation hard to judge in nnaundited arecas.
Selling is limited to few words or reminder.,
PPainted displays need year-to=3-yr. contracet.
Advertiser muast supply posters: costs are high.
Ban on posters a problem (Hawaii. others).
You have no selectivity of readership.
9.
0.

Prestige value of ontdoor is not high.

No editorial or program to nin andience.

Young & Hubicam’s  Kvalin.

Hey

dustrial Advertivers’ ‘‘Practical Advertising Procedure,”” Wleppner's **Advertising Tro- tion & Use of Advertising Media,”” SPONSOR interviews with media experts in half
cedure,”” Duffy's “'Profitable Advertising In Teday's Media & Mavkets,” DBrennens a 1 advy t NAS 1 sing
10 tips major clients
How to get most out of outdoor advertising Leaders in outdoor advertising
I. Take time to plan your campaign well in advance. AUTgMOTllv_F._TIRES & ACCESSORIES:
eneral Tire
2. Outdoor Advertising, Inc. will he[p advertisers and agen?ies free of AUTOMOTIVE—CARS: Chevrolet
charge through I3 sales offices with art and copy, planning outdoor
campaign, preparing space and cost estimates. AUTOMOTIVE—GAS & OIL:
) Standard Oil of Ind.
3. Design posters for fast-moving outdoor audience of all types. BEVERAGES—BEER: Anheuser-Busch
. This means keep word copy short. Under 7 words seems to be best. {Budweiser)
3. Use copy, package, trade-mark illustrations, But be simple. BEVERAGES—LIQUOR: Schenley
6. Use bold contrasts, plenty of warm colors, lots of white space I3 as e e A RO SR
T oUsene - plenty ) . pace. FOOD: General Foods—Birdseye
7. Silhouettes are important, make figures easily recognizable. RADIO-TV-REFRIGERATORS:
8. Avoid bizarre or esoteric in both word copy and illustrations. General Electric
9. Arrange all poster elements to "read" from left to right. MISCELLANEOUS:

10. Be consistent; campaign posters should show "family" likeness.

SOUhCE: Outdoor Advertising, Inc., 1053

Intl. Cellucotton, Wrigley

SOUKCE: Outdoor Advertising, Inc., 1453,
randem  (rom  largest  outdeov  rategories:
necessarily biggest spenders in field.

at
net

Taken
firms

medium’s

growth

National outdoor revenue has risen 500% since 1932 Vital statistics on outdoor advertising medium
1. Organized outdoor advertising medium provides 24-sheet poster coverage in approxi
mately 15,600 clties and  towns.
2, ;lv‘heru are approximately 200,006 outdoor panels (poster panels and paint unit-) in
$96’700’000 "l;Téﬁtsl.’"’“mmmd estimated 11,008 outdeor advertising operating companies
3. (% "here is ne unitorm national rate stuucture for o~utdoor advert.sint medit
NATIONAL - 2
L: \
]952 Fallowing is list of se¢lected markets with 1952 costs of No. 1l posfer roveraze
SALES VOLUME 30-day posting period.  In additien to expense for space, advertiser must previde
his own paoste
1. ional av
n-tllu-{1llumi-| Space ost Au )
. Popu- . ;
City or town lation minated | nated per mont effec. clre.
. posters | posters
Atlanta Mkt. 458.672 30 16 $1,213.80 436,000
Bainbridge, N. Y. 1,505 1 15.00 No audit
Boston Met. Mkt. 2,388 663 60 75 5,400.00 No audit
Bradford, Ark. 720 1 15.00 1,440
Chicago 3,620,962 80 80 6,000.00 2,920.000
Ft. Wayne Mkt, . 154,226 12 6 486.00 178.380
s‘s 000 000 Kingston. N. Y. 28,817 5 3 235.00 35,770
Y U New Haven Dist.. 293,509 20 20 1,380.00 289,400
Philadeiphia Mkt. 2,283,715 54 54 3,780 00 1,433.660
Providence Dist. 434,485 32 16 1,360.00 396,320
Pueblo, Colo. ... 63.685 8 6 370.30 89,440
SOURCE: Outdoor Advertising Inc.. 1953 . | . — St. Joseph, Mo.. 82,188 12 4 420.00 88,640
Chart shows national outdoor advertising sales volume has risen more than five tlmes . "
since formation of Qutdeor Advertising, bInc.. Industry’s national sales orcanizatlon. Syracuse Dist, 255,794 14 14 931.00 221,840
Business suffered in early war wvears, of course, but has gained steadily since then,
If local figures are included, gross dollar volume is even more impressive: 1935-
$31,100.000; 1940—341,700,000; 1945-—8§71,700.000; 1950—$142,500,000; 1952—8$161. 600,
000. TThese are McCann-Erickson estimates prepared for “"Drinters” Ink™” and include
about $20,004.000 (or transit advertising for nostwar Years, SOURCE: Outduor Advertising, Inc
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Tedauras MINTS NEW SHOW FOB

% Qamimy Kaye

a sparkling quarter-hour radio series that will

swing big audiences and Swgqy, new sponsors

PEGGY
POWERS
’ ‘\_/’.

/i

Music for Millions featuring

THE SAMMY KAYE ORCHESTRA
PEGGY POWERS * JEFFREY CLAY
THE KAYDETS * THE KAYE (9 Jeli




IORE STATION SALES (.

ERE’S the same Sammy Kaye who’s built televi-
H sion and radio audiences in the millions. ..
who’s smashed attendance records in hotels, night
clubs and theatres across the country. . . the same
Sainmy Kaye that every Thesaurus subscriber can
now sell to sponsors !

Sammy Kaye makes music for millions—music with
solid family appeal. That’s why no matter what the
product —any sponsor can be sure of a tremendous
ready-made audience for his selling message.

It’s powerful entertainment—put together in a
sparkling quarter-hour program to sell time and
make talent fees for you !

It’s brand new material, including recordings
available only through Thesaurus ... complete

with Sammy Kaye voice tracks: openings and
closings, tie-ins, lead-ins, pre-broadcast and
on-the-air audience promotion breaks.

SELL THESAURUS SHOWS AND
YOUR LIBRARY PAYS ITS OWN WAY

Phil Spitalny’s “Hour Of Charin”

“Date In Hollywood” (Eddie Fisher & GloriaDe Haven)
“Music Hall Varieties” (Joe E. lloward & Beatrice Kay)
“Sons Of The Pioncers”

“The Tex Beneke Show?”
“The Freddy Martin Show”
“Musie By Roth”

“The Wayne King Serenade”

And many, many more — complete with
sponsor-selling brochure, audience-building
promotion kit, sales-clinching audition disc.

Phone, write, wire today for Thesaurus brochure

recorded
program
services ..

HERE THEY ARE!!

The Grand Prizz Winners of RCA’s Thesaurus
Sold Rush Pigeon Derby’’ at the NARTB Convention:

RCA Estate Electric Range
J. N. Lawrence—KOVO, Provo, Utah

RADIO CORPORATION OF AMERICA RCA VICTOR DIVISION
Complete Set of Golf Clubs ls)aetm}hctx-so New York 20, N. Y JUdson 2-5011
. i venue, New Yor CNY o son 2-
Frank Cummins—WJAC-TV, Johnstown, Pa. 445 N. Lake Shore Drive, Chicago 11, Il . . . . WHitehall 4-3215
. 1016 N. Sycamore Ave., Hollywood 38, Calif. . . . . . Hlllside 5171
Movie Camera 522 Forsyth Bldg., Atlonta 3, Ga. . . . . . . . .WAlnut 5948

Stanley Pratt—WSOO, Sault Ste. Marie, Mich. 1907 McKinney Ave., Dallas 1, Texas . . . . . . Rlverside 1371




Why an adrervtiser should be interested in (rausportation as a mediunn

Card card advertising can help the ciny

arker advartiser to buy maximum number
of vemembered tmpressions. at Jow co-t,

In the arverage city. eight out of 10
people. 15 vears of uge and older. ride pub-
lie transit. are exposed to car card adver.
psing. This includes 765¢ of all men, 817¢
ul all women, and 81%¢ of oll housewives.

Vost people ride regudarly: Approximate-
Iv 63 of the men and 5970 of the women
ride four to 10 times or more a week,
Arerage one-wuy ride is 25 minutes,

I high as 020 ol « city's busie population were proven readers
ol « specific car card after it hed been displaved in hall of the
city's tehicles for 30 dayvs. Averoge readership of ¢ 28" card 1s 20%
ot the basic population,

Car cards are standard 117 high, but for budget flexibility, widths
vary trom U1’ to 817, Service may be purchased (m one market or
any combinations of markets thronghout the country,

Mr. MacGlennon

Amounts of

Trausportation Advertising: The tenin “1ransportation
advertising” includes:

1. Car card advertising inside buses. sireet cars. sub-
wavs, and suburban trains.

2. Traveling displays. the large signs on the outside of
buses and street cars,

3. Station posters. one-. two-. or three-sheet posters in
subway. elevated. and suburban stations.

Transportation or transil advertising is the most station-
i its dollar volume totaling $20
million in both 1915 and 1952. But it is up today over
1950 and 1951, primarily due to new accounts. extended
schedules of present advertisers. and increased availability
of the outside traveling display.  Advertisers are using a
wider range of card sizes. both larger and smaller than
the usual 28" card.

Fhiorescent

ary of the major media

colors have increased acceptance.  New
vehicles are more comfortable. Jarger and better lit
Transit companies are adjusting routes to cover new areas

of ¢ity development. Civie authorities. business leaders.

Audience of average 28-inch cards

Study \ Display period® I Basic l %5 of basic Number
pepulatien populatien

Newark October 1944 440,000 20 %8,000
New Haven November 1944 170,000 16 27,000
Detroit March 1945 1,250,000 26 330,000
Cleveland Mar.-Apr. 1945 840,000 22 195,000
Milwaukee October 1945 535,000 20 106,000
St Louis December 1945 733,000 21 154,000
Chicago May 1946 2,930,000 16 480,000
Frisco-Oakland October 1946 1,150,000 15 170,000
New Orleans January 1947 370,000 15 56,000
Buffalo March 1947 635,000 18 115,000
Boston October 1947 1,110,000 29 325,000
Providence April 1948 460,000 16 72,000
Johnstown October 1948 80,000 25 20,000
TOTAL 10,733,000 20 2,138,000

AL tudy cards were dispiayed under normal condltlans of g <fandard 30-day showing

¢
\"
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Adverti Jng

service sold (full, half, and querter) give additional flexibility to
adrertisers who employ the medium.
Full color

interest

for package identification, appetite uppeal, and human
(s onother advantage of the car card medium,

Car card advertising can be readily merchandised. Extra cards
may be printed for store and window display. Window streamers
can be made jrom cor card plates printed on soft paper.

As a by-product of the §1 billion transit industry, the car card
adrvertiser utilizes « readyv-made audience, guthered by the common
need jor public transit. Without the expense of building and
maintaining its audience, car card adrertising quite naturally lbe-
comes low cost. Netional arerage (s abour 7¢-per-1.000 circulation.

Although relatively small in the total advertising picture, car card
adrertising has served its advertisers well orer the course of 70 vears,

Georce B, MacGrex~ox, Managing Director
Vad, Assn. of Transportation Adrernising, Inc.

SOURCE: “tContinuing Stuay op Transpertation  Advertising.” ARF

and transit companies are experimenting with city trathe
plans to speed the movement of people via publie transit.

National ridership in 1952 the total number of fares
of each vehicle gives vou the circulation—is expected to
continne at about 10 billion passengers yearly.

What's the latest in transit research?

The Advertising Researeh Foundation last year com-
pleted its fourteenth study —of Los Angeles. Here are some
highlights from the 13-Study Summary, published in 1950,
which is based on interviews with 20,117 persons over a
four-year period at a cost of 3200,000:

1. Eight out of 10 persons 15 vears and older use the
mass transit system at least once monthly,

2. 76°¢ of the men and 84¢ of the women are riders.

3. More persons in the 15-29 vear age group ride than
in the 30-41 year group or the 45 and older group.

4. There is little variation in the percent of riders found
in each of the four rental groups, but more in the two
fower brackets ride five times weekly.

5. Average length of ride is 25 minutes.

0. One-fourth of all riders see the average 28" card.

7. Toni’s “Whieh twin has the Toni?” card ranked first
of 149 listed in 13 studies, with an audience of 627.

8. Top 15 eards had simple layouts. headlines with nane
of product. one or more illnstrationz fexcept one). a pic-
ture of prndu(*l or pa«-kago {except one).

9. Up to 50 words can be used for complete message.

10, Up to 207 of people asked will claim they saw vour
card before vou've displayed it. So be eareful in estimating
lotal audience.

Here are the comments of one media expert who studied
this section for sPONSOR:

e  “Transportation advertising has even less prestiee value
than outdoor advertising.

e It is somewhal hmited as to type of job it can do.

e “In a way similar to outdoor. it has perhaps more
publicity than strong sales pull, although this is not al-
ways true. Some people have applied it 10 secure hetter
direet sales kick by linking it fairly well with retail out-
lets served by the transportation.

e “It generally must be 1thought of as part of a ecam-
paign rather than its backbone.” * k%

SPONSOR
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8. TRANSIT BASICS

advantages

1. Low cost-per-1.000 passeungers carvried.

2. Mass city wmavlket corverage provided.

3. Repetition, continnity give dounble nwmpact.
4. Loung exposurve of wmessage (o transit publie.
3. Ihigh veadership due to travel counditious.
6. Color at local level shows off produet.

7. Selectivity of marvket or wmarkets.

8. Flexibility of size and service.

9. Limited cowmpetition for reader's eyge.

limitations

I. Poor suburbau or rural coverage.

2. Adrvervtiser can’t seleet his andienee.

3. Copy is lunited (o under 50 worvds.

1. HHigh cost of national corerage.

3. Closing dates may offer a prohlem.

G. Difficnlt to cheek wost diveet vetarns,

7. 80 trausit advertising fivms in field.

=

Advervtiser wmust supply cavds and posters.

10, 1“'!1‘0”.\' i .\'i_flll(. dny aund uighl. SOURCES for advantages and lhnitations: Lucas & Britt’s “Advertlsing Psycholopy &
. Research.” Y& R's “Evaluation & Use of Advertising Media,”” B e
Il1. Close to point-of-sale or en ronte. TMundbook.”” Brennen’s **Advertislng Media,” ractical
g Ty
12. Readily mevchandised in stoves. portation  Advertisl SPONSOR interviews with media expeits
8 tips major clients
Sl e
How best to use car card advertising John H. Breck, Inc.
1. Simple layouts, strong headlines, and dominant human interest illustration California Fruit Growers Exchange
attract high readership, assure impact and memorability. Calvert Distiller Corp.
2. Consider curvature of card when planning layout. Simple Gothic let- :
tering is best. Avoid tricky lettering, thin scripts. ST LA XL
3. Package is important but should not dominate layout. Emerson Drug Company
4. Compare different sizes of cards. Weigh value of minimum size over Frankfort Distillers Corp.
long periods against large size for shorter periods. Rates are based on
size of card, number vehicles, consecutive months display. General Foods Corp.
5. If product has several uses, consider "split-runs.” A split-run advertiser Grove Laboratories, Inc.
uses more than one design, running them simultaneously. No extra h
charge is made except for production costs. Johnson & Johnson
6. Merchandise card card campaigns to sales forces, distributors, broker's Liggett & Myers Tobacco Company
salesmen. Many of them do not use public transit daily.
- . y . e . Y Miles Laboratories, Inc.
7. Print extra cards for counter and window display. Print card copy on . L
soft paper for window streamers and mailings to trade. National Distillers Products Corp.
8. A car card is not a "baby billboard.” Use enough copy to tell story. Wildroot Company, Inc.
But brief it. 35-50 words are easily handled on a 28" card.
Wm. Wrigley Jr. Company
SOURCE: Natl. .Assn. of Transportation Advertising, 1953 g
SOURCE: Natl. Assn. Transp. Advertising, 1953
o ! s
h

medium’s growth

Dollar volume unchanged from 1945

I94L ..o S 9.000.000
19412 ... 1¢.000.000
1943 14.000.000
[ X 18.000,000
1945 20.000,000
1916 .. ... 21.000,000
1947 . 23.300.000
1948 21.300.000
1949 .. ... 19.000,000
1950 . ... ... 18.300.000
1951 o 18.500.000
1952 . . 20,000,600

SOURCE* Natl. .Assn. of Transportation Advertising, 1953

Campaign costs range from $13,000 to $104,000 a month

I. "Big" national campaign—11x28" card in every vehicle in every city listed

in "Standard Rate & Data Service" (circulation of I1.418.000.000 -
month}. . SI101.000 a month (annual rate}

2. "Medium" national campaign—I1x28” card in half the vehicles in every
city listed in SRDS S3.1.000 a month (annual rate)

3. "Minimum" campaign—I|1xi4” card in every 4th vehicle in 50 largest

cities S13,000 a month {annual rate)

Above are theoreticul purchases. Car card rates are same for focal and natlonal advertisers
and are pablished in Transpoertation Advertising Section of monthly “"Standard Rate & Data Serviee,

SOURCE:. Nath Assn. of Transp. Advertising. 1933
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Will equalizing day and nighttime radio rates

atiract more local and national advertisers to

THE PICKED PANEL ANSWERS

['ve heen  Amo-

co’s advertising
manager {or zome
35 vears. so |
ask yYour
cence if I =ound
a little
ioned.

indul-

old-fash-

But even in ihe

long
bhefore the shde-

old  dayvs.

Mr. Kalkhof

rule boys  came
out from the hack rooms and marched
into advertising’s front ofhees. T found
out that the cost of an advertising me-
dium could not be judged except in

relation to potential result. | think
that’s the longest sentence | ever
wrote. and it all boils down to two

words: eirenlation cost.

Now we all know -~ it's certainly
well enongh publicized—-that television
has cut into radio’s ewreulation. But
radio has alwavs Dheen unique in one
respect. It is the only advertising me-
dium that  has
changed itself on cirenlation fignres.

consistently  short-

Pathetically little has been done to
really measure multi-=et homes. auto-
mobile radios. and the inevitable port-
able sets. The trne dimension of this
ignored eirenlation might well be a
more wnportant factor in radio spon-
sorship than rate adjustment.

Iven on the basis of today’s cost
and circulation veports. the right kind
of a radio program and the right radio
time s Gl a fine buy.

To maintain its competitive position
as an advertising medium, | think it
is most important that vadio establish
its true \lter
thorough study of the rate structure by

cirailation, that. a

the industry would he in order.
Once those two things are accom-

50

¢

nighttime radio

plished. we'd probably all he para-
phrasing the Hollywoodian slogan to:
“Radio is better than ever!™

In the meantime, one expedient is
as good as another. but leaves much
to be desired.
E. F. KaLknor
Advertising Manager
dmerican Oil Co.. Baltimore

My answeris
“Yes ... 1933
. among net-
work advertis-
ers.” But lets be
sure we agree on
one point first.
Dayume radio
rates already are
as high as they

Mr. Capelle

should go. 1 as-
~ume, therefore.
that there would be no increase in dav-
time rates before this “equalizing”
process took place.

With this understood. [ believe many
network sponsors would find it advan-
tageous and preferable to use evening
radio hours at the equalized rates. It
should
users of nighttime radio to continue.

certainly encourage  present
if they are faltering slightly.

Perhaps we who Live apart from the
biggest cities twhere every roof has an
antennat hold radio in higher esteem
than do some of the bovs who remain
I so. it
isn’t becanse our eves are closed. We

close to the ivory towers,

recognize {nlly the inroads made by
TV in the metropolitan eenters, but
we recognize the needs of the open
spaces. too. Certainly radio remains
a great national advertising medinm,
\nd. getting back to the question. ra-
dio stations in scores of cities still at-

tract bigger andiences by night than

they do by day. At “equalized™ rates.
they offer excellent values.
OLIVER B. CAPELLE
Advertising Manager
Miles Laboratories, Inc,

Elkhare, Ind.

I prediet it will.

The glut-to-
scarcity trend of
early morning ra-
dio over the past
few years has set
new patlerns and
formulas in spot
time buying. The
obtained
have Deen excel-
lent and economi-
While national spot advertisers
have discovered early morning time
and escaped conflict with television
hours. local advertisers have been “dis-

results

A,
Mr, James

cal.

.covering” nightiime radio with spots,

participations and programs. Equaliz-
ign the rates is going to encourage that
transition  of into
nightime hours. because the local ad-

local  advertisers
vertiser has to get result= with =ale~ . . .
and he will! And when he gets those
solid week-after-week results. the na-
tional advertiser will be baek in night-
time radio again . . . not just the few
biggest advertisers. but the many.
Equalizing the rates will enconrage
that transition of the successful local
advertisers from davtime to nighttime
It will satisfy a few frustra.
tions. too. born i the "30%s and 0%s

radio.

when the local advertiser couldn’t af-
ford to buy nighttime radio. There
have been a few frustrations develop-
ing of late in early morning radio.
when a local advertiser found national
spots occupving s old place on the
“VMusical Cloek.” Then. there are ad-

SPONSOR




vertizers both local and national who
are dissatizfied with the No. 3 and No.
4 station in their market and will try
nighttime on those same stations with
budgets that never permitted night-
time radio in the past.

Broadcasters have understandably
resisted the clamor to equalize day and
night rates, hut the fact is that equal
rates do exist in the 25 top market:
today. The top stations in those mar-
kets have not taken that step, but the
third or fourth station in the market
has . . . and it is paving ofl.

There 1s a great deal of statesman-
ship and leadership needed before ra-
dio will wear its mantle as proudly and
as profitably as it did in “Radio’s
Roaring '40’s.” liqualization of rates
is just one step of change that will
help re-shape radio’s role for the fu-
ture. Just as all media need their basic
adverisers, all need their marginal ad-
vertisers. Radio needs its hardware
stores and clothing chain just as well
as it needs its soap and drugs and
cigarettes from the networks or as spot
campaigns. Equalizing the rate is go-
ing to make it possible for more agen-
cies fo recommend more radio strong-
ly once again . chain lightening,
tandem. et al.

Radio has to take new and flexible
steps . . . now! Perhaps the old soap
opera actor said it best . . . “You've
got to keep those studio doors open to
you . . . you can't let them shut in
vour face!”

HaL Jayes
V.P. and Radio-TV" Dir.
Ellington & Co., Inc.

Bromotion
Plus

Any questions?

sPONSOR welcomes questions for
discussion from its readers. Sug-
gested questions will be evalu-
ated for their iuterest to other
readers and. if found suitable.
will be submitted to the most ap-
propriate authorities for answer-
mg. Topic in 1 June issue will
be: “One network president told
spoNsOR he thought better and
cheaper network radio and TV
would result if nighttime radio
abdicated to TV and daytime TV
to radio. What do vou think?”

The VMore WWe TELL

HERE'S ANOTHER “EXTRA” ...
WDSU ano WDSU-TV
GO TO THE FOOD FAIR!

BT 1hc More You SELL

F= |
- WD |

4 =

,é’ L)
DAL /280 _5 =

Promotion Plus . . . that's how
it's done at WDSU and WDSU-
TV all year ‘round! No oppor-
tunity is ever overlooked to
effectively promote our spon-
sors’ products. A recent ex-
ample was our booth at a
statewide grocers convention.
Spotlighted in the colorful dis-
play was Amanda Lee, WDSU-
TV’s popular cooking personal-
ity who greeted over 7,800
agressive, sales-minded grocers.
This latest “extra’ is typical of
our year ‘round program of

Promotion Plus for our clients.

Write, Wire or Phone Your JOHN BLAIR Mant!

18 MAY 1953
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Like the weather, sales in Southern California conform to
a steady year-round pattern, rather than fluctuating with
the seasons. And KNX provides the perfect atmosphere

for sales — Fall, Winter, Spring...and good old Summertime.

BRISK SUMNMER TRADE!

Take Summer as a year-round sales barometer : Your
customers in Southern California make exactly one-quarter
of their total annual purchases in July, August and September,
in perfect balance with the other three quarters of the

year. These Summer sales alone amount to almost two

billion dollars—more than the people of Toledo, Omaha,

Fort Worth, Tampa, and Jersey City combined

spend in a whole year!

CONTINUOUS CASH-INFLUX!

Year-round, free-spending vacationers (with thousands
upon thousands of portables and car radios) flood Southern
California resorts. Last year these visitors numbered

three and a half million. And 38% of them arrived in

the three Summer months.

STEADY AIR ACTIVITY!

Through all the seasons, too, radio listening stays at

the same high level. In Los Angeles and Orange counties
alone 379,020 families have their radios tuned in during
the average Summertime quarter-hour, compared with

368,370 families in the Fall.

@ And KNX —any month, any season — reaches more

of your potential customers than any other station in

Southern California!
SALES FORECAST:

5 For Los Angeles and vicinity, moving masses of your
\\}\\\\\\\\\\\\‘\:“:‘\\\\\\\\{&{\\ product to be followed by rising profits...when you use
Al

SURAI
R /I

£ ,000-watt KNX year-round.

= HKINX
* L.os Angeles * CBS Owned

>
= Represented by

CBS Radio Spot Sales




New England’s

 fastest
growing
a I'Ga is Eastern

Conn....Served best
by its largest city

*NORWICH thry

' P
I y H
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Some of Eastern
Connecticut’s big
installations include

s DOW CHEMICAL

(Six miles f[rom Novwich)

e ELECTRIC BOAT CO.

(Submarines)

e SUB BASE, GROTON
(Ten miles, neavly 15,000 people)

¢ PHIZER CHEMICAL
# AMERICAN SCREW CO.
e U. S. FINISHING CO.

& AMERICAN THERMOS CO.
and hundreds more.

Here is the #1 Hooper

station with the best Local Music

and News programming and
Now

one |0W rate
6:00 AM-10:15 PM

| Major Sales 08
force of

Fastern ﬁx}
Conn, > i
contact John De_n;e, -Mgr.

*Norwich 37,633 New London 30,367
54

s

22.-minute film provitdes closeup lool: at broadeasting

To take Mr. and Mrs. Average Lis-
tener on a behind-the-scenes tour of a
typical local radio station. Albany’s
WAKW has filmed a 22-minute docu-
mentary telling the storv of broad-
-asting operations.

The film. a year-and-a-half in the
making. shows actual scenes in broad-
casting and lechniques used to present
programs. It takes the audience on lo-
cation for remote broadcasls and ex-
plainz commercial <ponsorship. ~how-
ing its value to the general public in

providing entertainment and public
interest features.

The film was produced by the Cham-
plain Valley Broadcasting Corporation
(WAXKW), Stephen R. Rintoul, presi-
dent. It is being released, frec of
charge, to civic, {raternal, educational,
and church groups. in the area.

Walter J. Maxwell was writer and
chrector: George Wetmore. technieal
director: Walter Neals, art: Lvle Bos-
ley. narrator: Earl McGuirk and Fred
Chambers, photographers. * * %

New members of the bourd are chosen at fA°s convention

New members of the board of the
1A’s pose for their portraits following
their election at the group’s Thirtyv-
Fifth annual mecting last mouth in
White Sulphur Springs. W. Va.

Left to right. front row. in picture
Lelow are Louis N. Brockway. Young
& Rubicam. NO Y. retiring chairman.
advisory council; John P. Cunning-
ham. Cunningham & Wabksh. N. Y.
‘hairman. advisory councily Henryv M.
stevens. J. Wahlter Thompson. N Y.
hairman of the board: Earle Ludgin.

arle Ludgin & Co.. Chi.. vice chair-
man: Winthrop Hoyt. Charles W. Hoyt

. Ine NoY., secrelary-treasurer.

cond row. same order; Clifford L.

itzgerald.  Dancer-Fitzgerald-Sample.

Y.: Freceric . Gamble. 4.V’s presi-

dent; Harold H. Webber. Foote, Cone
& Belding, Chi.; George Link Jr.. asso-
ciation eounsel; third row: Kenueth
W. Akers. The Griswold-Eshleman Co.,
Cleve.: E. E. Svlvestre, Knox Reeves
Adv.. Minneapolis: Wilham R. Baker
Jr.. Benton & Bowles, N. Y.: J. Paul
Hoag. Hoag & [IP’rovandiec. Boston:
Edwin Cox, Kenyon & Eckhardt. N. Y.:
Marion Harper Jr., McCann-Erickson,
\. Y.; rear row: Henrv G. Little.
Campbel-Ewald. DBetroit; George P.
Richardson Jr.. J. Walter Thompson.
Detroit: Dan W. Lindsev Jr., Lindsey
& Co., Riehmond: Lawrence Valen-
stein. Grey Adv.. N. Y.: Charles R.
Devine. Devine & Brassard. Spokane.

A ok X

(Please turn to page 63)
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CHANNEL 2 IN THE “LAND OF MILK AND HONEY”

WBAY-TV, with maximum 100,000-watt power and a tower 811 feet above average terrain,

is designed to serve 1,150,000 Wisconsin and Michigan people from Green Bay

The story ol
WBAY-TV is
a story of big-
ness, unique-

ness and reputation.

Reduced to terms of significance to
the buyer of TV advertising, it is the
story of:

—Maximum power—100.000 watts
—on Channel 2.

— Coverage of an intensive indus-
trial area, plus America’s richest dairy-
land.

—A market with $1,189,679,000 in
retail sales.

—A market which ranks among the
best in eeonomic stability.

——~A market which is beeoming more
eitified every year.

—A station management with a dis-

tinguished record for ereative pro-
granung and alert know-how in radio,
all of whieh it has transposed to T1".

To cach of three groups the call let-
ters WBAY in radio has for over 20
vears had a special meaning:

To the area’s listeners it has meant
personalities, programs and public
service tailored to regional character-
tstics and needs.

To advertisers it has meant a station
on which vou buy a franchise to loyal
audience~ and not merely participation
in a schedule.

To advertising agencies it has meant
an exceptionally  low cost-per-1000,

consistent  audience promotion and

P m

This presentation was researched on the scene,
and prepared in its entirety by SPONSOR
Presentations, Inc., for WBAY.TV,

streamlined service.

All these meanings have been inte-
erated into the WDBAY-TV operation.

WBAY-TV began its regular sched-
ule of operation 17 March 1953 with
0.000 watts on Channel 2 and with a
tower 405 feet above average terrain,
In late September or early Octoher
will inaugurate its full maximum pow-
er of 100,000 watts and have completed
construction of its new tower 811 feet
above average terrain.

WBAY-TV is a basic CBS-TV :ta-
tion. It's also afhliated with ABC and
DuMont. An accurate check listed more
than 00,000 sets in the area as of 1
May. With the advent of 100.000-watt
power the count. it is conservatively
estimated. will be in excess< of 200,000
sels in Eastern and Central Wisconsin
and Upper and Lower Michigan.
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WBAY-TV's MARKET: GREAT INDUSTRIAL
AREA AND RICHEST DAIRYLAND

Station’s primary in region of fast expanding industry

and citification; where in ‘52 retail sales were $1.2 billion

The WBAY-TV primary area is a
pattern of highly industrialized cities
and  towns——which. added together.
make up a city of far more than 500.-
000 people  far removed from any
other metropolitan center.

This industrial area. plus America’s
richest dairyland. is blanketed only by
WBAY. TV (cec coverage map. page 1).
The combination well bears out the
slogan — “The Land of Milk and
VMoney.”

Fach city has its own newspaper and
one or more radio stations. but only
with WBAYTY can you completely
saturate this entire market.

llere are ~ome facts abowt the
WEBAY TV market that are culled from
@ recent series on the State’s economie
future  “Wisconsin’s Balance Sheet”
~in the Vilwaukee Jonrnal:

Wisconsin is an industrial state and
1= coming more industrialized and «iti-
ﬁ()(] ("\'(”“\ )l'al'.

The census today classifies six out of
every 10 Wisconsin residents as nrbang
a sizeable portion of rural residents
work 1 towns and cities,  The state
ranks 20th among the 1 in urbaniza-
tion,

Of the 1.000.000 Wisconsin persons
with jobs in andnstry, constinction,
trade and on vartousx Govermmental
payrolls well over 4097 are within the

WBAY-TV primary.  (This is exclo-
sive of the people in similar classifica-
tion= in WBAY-TV’s upper and lower
Michigan coverage. Such as Vlenomi-
nee, Traverse City and Escanaba.)

Ol these million plus job holders.
Wisconsin State Industrial Commission
figures show a total of 474800 em-
ploved in manufacturing.

Three times as many Wisconsin resi-
dents work in factories and offices and
other *city” jobs as work on farms.
(The ratio in the heavy industry con-
centration coming within WBAY-TVs
primary is closer to five to one.)

Eightv percent of the total popula-
tion increase - Wisconsin, between
1910 and 1950. came within the State’s
ereat industrial Triangle. WHBAY TV,
Primary coverage represents a highly
potent segment of this triangle.

To retailers and consumers through-
out the country. the label “Made in
Green Bayv. \ppleton. Kankauna. Osh-
kosh. Shebovgan. Wansau. Foud du
Lac. Manitowoe. Menasha, Traverse
City 7 is hecoming almost familiar as
“F.0.8. Detroit.”

There is no Audience Hiatus in the
“Land of VMilk and Monev.”™  The
WBAY-TV area offers all-vear-round
impact for the advertiser.  Its land
o'lakes region animalhy tures hundreds
of thousands of vacationers.
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100,000 watts

Basic market data on W BAY-11s primary
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COUNTIES POPULATION I HOUSEHOLDS RETAIL SALES FOOD DRUG | HOME FURN.  BLDG. MAT. & HDW APPAREL
Adams 8,000 } 2,380 $4,677.000 ‘ $881,000 ) o
Brown 99,000 26,630 114,043,000 \I .23,763,000 $3,236,000 $7,217,000 $9.351,000 $9,407,000
Calumet 19,000 ‘ 5,130 18,739,000 3,036,000 339,000 767,000 3,498,000 279,000
Columbia 34,200 10,050 41,348,000 7,424,000 ‘ 1,045,000 1,088,000 7,084,000 1,510,000
Dodge 58,000 16,130 50,168,000 10,940,000 1,062,000 1,931,000 9,022,000 1,547,000
Boor 21,000 6,030 21,798,000 | 5,068,000 ‘ 581,000 \ 863,000 3,945,000 716,000
Flovence 3,800 1,090 2,328,000 802,000 .
Fond dn Lae 68,200 19010 77,650,000 15,922,000 2,546,000 | 3,459,000 11,494,000 . 5,300,000
orest 9,500 2,540 6,778,000 1,408,000 } 183,000 ' 116,000 1,066,000 239,000
Green Lake 14,800 4530 18,406,000 3,472,000 ‘ 290,000 628,000 4,505,000 674,000
Kewannee 17,500 4,760 14,225,000 2,213,000 261,000 1,608,000 2,193,000 350,000
Langlade 22,100 \ 5,930 24,197,000 5,612,000 ‘ 403,000 1,004,000 3,024,000 784,000
Manitowoe 67,600 18,830 70,496,000 | 17,191,000 i 1,173,000 2,918,000 6,935,000 2,863,000
Marvathon 80,800 21,470 80,504,000 \ 15,527,000 ‘ 1,588,000 3,864,000 9,339,000 3,879,000
Marinette 36,000 | 10,110 33,509,000 ‘ 8,658,000 ‘ 708,000 925,000 3,500,000 1,689,000
Marquette 8,900 2,730 7,254,000 1,543,000 ! 124,000 I 1,185,000
Oconto 26,400 7,140 20,241,000 3,666,000 260,000 886,000 . 3,131,000 519,000
Outagamie 82,200 | 22,120 92,364,000 19,990,000 | 2,120,000 4,800,000 12,346,000 5,218,000
Ozaunkee 23,500 6,630 24,836,000 5,134,000 ‘ 561,000 879,000 4,108,000 527,000
Portage 35,100 9,170 30,711,000 7,144,000 910,000 i 1,587,000 2,969,000 2,862,000
Shawano 35,500 9,450 27,351,000 5,948,000 ‘ 521,000 549,000 5,347,000 519,000
Shebhoygan 81,000 23,760 89,426,000 18,638,000 1,918,000 3,698,000 11,310,000 3,861,000
Washington 34,100 9,450 ] 36,497,000 7,242,000 668,000 1,775,000 6,398,000 906,000
VWanpaca 35,300 10,170 i 41,722,000 \ 7,528,000 907,000 1,497,000 7,581,000 1,482,000
Waushara 14,000 4,200 ' 12,449,000 ‘ 1,930,000 ‘ 182,000 335,000 2,416,000 62,000
Wood 50,800 13,750 54,174,000 12,394,000 1,173,000 1,508,000 7,465,000 1,874,000
Winnebago 91,600 26,280 103,103,000 } 26,395,000 2,700,000 5,152,000 9,232,000 6,133,000
Mason, Mich. 20,700 6,270 22,825,000 | 6,489,000 701,000 1,484,000 3,623,000 861,000
Manistee. Miceh. 18,700 5,720 16,380,000 4,886,000 823,000 ‘ 1,013,000 1,505,000 805,000
Menominee, Miceh. 25,550 9,780 31,450,000 9,720,000 1,220,000 1,148,000 3,516,000 1,499,000

TOTAL 1,142,850 I 321,240 $1,189,679,000 1 $260,564,000 ‘ $28,203,000  $52,699,000 $157,088,000 $56,375,000

® © 0 0 00 06 0 0 0 0 00 00 0 000 000 00 00 000 00O 000 000000 00 0O 0O 0 000 O O ® O O 0 00 0 00 v oo

{
SOURCE: 1932-53 Consumer Matkets
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PREDICTED FIELD INTENSITY CONTOURS §

MAP SHOWING EXTENT OF

FOR WBAY-TV
CHANNEL 2 - 100 KW - 811 FEET
GREEN BAY, WISCONSIN
APRIL, 1953
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WBAY-TV'S STUDIO A COVERS AROUND 9,000 SQUARE FEET AND CAN ACCOMMODATE AN AUDIENCE OF 2,500 PERSONS

WBAY-TV IS EQUIPPED FOR MAXIMUM SERVICE

Studio A: an arena type studio of approximately 9.000 square feet (shown
above ), with an adjoining stage of 1,400 square feet and a sealing
capactty of 2,500 persons. The ramp from outdoors leading to Studio A is
large enougl for the entry of car, trucl or tractor. Studio B: 40 by 30 feet,
connected witl master control. This (s an all-purpose studio. Studio C:

Studios

complete permanent kitclien set, with adjoining livingroom suite.

Two RCA TK-11-A studio cameras with a third on order. One RCA TK-
20-0) film camera. Two 16 mm SOF film prejectors. One Projectall muli-

Cameras ple purpose projector, including 2 stage 3x4 baloptican projector, 2 stage
2x2 (ransparency projector, roll-up or moving tape picture attachment and
Jull dissolve beticeen all stages.

Includes Kodak Cine Special, Bell & Howell T0DL camera and a dark-room

for processing all photographs and slides, A film editing departmient with
Film facilities all facilities necessary to any neiws or other film handling.

Screen equipment for viewing of films by sponsor and agencies. Rear

screen projector on order.

. apsge Equipment and personnel for creation, design and construction of any type
Production facilities J : J

of set. A complete art department and workshop.

v . Hammond organ. Mason {lamlin Grand. Complete recorded music and
usic ‘ '
sound effects library.
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,4[/.@ programing

A BIG PROP IN WBAY.TV'S PROGRAMING LINE.UP: PARTY LINE LINKS THE AREA TOGETHER WITH UNIQUE HUMAN INTEREST

WBAY-TV CAPITALIZES ON REPUTATION
FOR SOUND CREATIVE PROGRAMING

In the ficld of creative programing
the management of WBAY-TY s more
than mamtaining  the  repalation il
caned  with WBAY as “Wisconsin's
For W\
TV the sight< are even hneher.

Twentv-five poreent of all WEHBAY

IV programing is of local origination

most ~how-ful station.”

and the pohey s to keep al geared at
ronnd that proportion.

W BAY 'S fair for program creation
as over the vears Inoueld  several

colunmar  accolades from “Variety,”

Fach program or personality under-
taking basically  has the same direc-
hon: a strong identity with the region
rerviced by the station, The singular-
Iv successful Party Line now in ils
WIBAY

points up this fact. In deseribing how

.

Ith year on graphically

the station “nakes one greal hig party
line out ol this whole Green Bay arca.”
“Business Week™ wrote:

"\ dailv histener to WBAY  prob-
ablv drinks morning coffee 1o exactly

that backeround the station’s own

Party Line program. It's a show where
people phone neighborly-like. asking
lwuscehold questions, telling ol things
they ve lost, found or need. It in-
cludes a recital of the babies born the
dayv Dbefore. a trading post and other
thing= that make \WDBAY the hub of
closely knit conmunity intervests.”
WBAY-TV  has  <upplemented  the
cream of its locally created programs
which have made their mark in radio
with a host of programs specifically
created for TV. In addition to being
heard on radio the following programs
are now seen on WBAYTV: Party
Line, the Captain llal Show, Koffee
Klatsch. Talent [lunt, Michael Grijf-
fin’s News. Clair Stone’s Sports. Helen
Dav's Kitchieuw Club. Towu Hall To-

night.
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N HALL PLAYERS: The transition of this troupe to TV
b natural; it played last year to 177,000 paid admissions

ET THE ISSUE: ldeally tailored for a region where pub-
| questions and problems excite a high level of interest

} Hal O'Halloran

Famed as network “Steamnhoat
Bill.” he daubles as Fire Chiel of
fid show to Noon Hour Jamboree

Helen Day b

Behind her daily Litchien show
is a wealth of radia knoe-hoie
and nntold personal appeurances

{ Eob Nelson

“Vr. Weatherman™ got started
on forecasting at college and
lved it at airpor! Lureans

Eddie Jason )

Two shows a dey and m.c. of
the Tawn [lall Plavers have made
him dgred’s top air persanality

programing

100,000 Watls

Heve are the highlights of WBAY-TV's programs

The Wisconsin Story -t weelly hall-hour of dramatized epi-
sodes on the history of Il isconsin: a cavaleade dating [rom 16306.

TV Talent Hunt | television adaptation of a program that

ned exeepti / -~ ) " o o
gained exceptional favor on W B.AY acith the performers both
professional and amateur.

TV Pariy Line The Tl cameras translate 1o sight a morning
B BAY program that's a daily “must”™ in the station’s area: and
a consisten' sell-out for four vears.

Town Hall Tonight Lven before their debut on 11 the Town
Ilall Plavers rated «s Wisconsin's oun most-seen unit

of dramatic and musical entertainers. Plaved (o 177000 paid
admissions on 317 personal appearances last year in l BA4Y"s
Zoune of Influence. They're also big julkebox favorites in 17

W isconsin counties.

Sagebrush Playhouse  Daily estern films jor the youngsters,
{and adultsy. with Eddie lason as ni.c.

Meet the Issae | panel discussion of regional issnes and
problems. with Wichael Griffin as moderator and four guest
reporters or editors [rom Wisconsin newspapers quizzing public
officials and others.

Wisconsin At Work Behind the scenes siories in documentary
and interview Jorm dealing with I isconsin’s growth and emnence
as an industrial and agricultural center.

Wisconsin ar Play Romantic stories of W isconsin and
Vichigan as recreational and vacation lands.

Dairyland, U.S.A. By and Jor the I'isconsin dairy farmers:
in cooperation with the agricultural department of the University
of Wisconsin.

Televisit  An open-house veliele in which viewers are brought
into intimate contact with WEBAY-T1 s programing developmnents
and personalities: includes comment on the T world and o
question box: m.c.’d by Burke Farquhar.

Clciv Stone }

Northeastern W isconsin has jor
12 vears recognized himr as its
top anthority on all sports. [1e's
alsa a prominent figure in the
regian’s noted fishing, hunting
and canservation achivilies

Wichael Griffin p

Ilis news programs mayv frequently
start arguments, hut he's alcavs
close to the news, problems and
thinling of the area. Background:
Time Magazine editor. sereral
city editorships, the Paris Times
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management & staff

100,000 Watts

A BUILDING SPACIOUS ENOUGH FOR ANY ORIGINATION OR COMMERCIAL SERVICE

MANAGEMENT FAMED FOR SHOWMANSHIP

WBAY has heen one of the most
commented-about stations in radio the
past 11 vears. The accolades and ref-
crences in consunier magazines  rang-
ing from Variety 1o Business Week
have been many and frequent.

The reason for all this. plus out-
standing commercial snecess:

I. \ programing formula founded
on creating and developing its own per-
sonalities.

2. Investing as many of the pro-
crams as possible with twhat Business
Week termed) an over-the-back-fence
flavor.

3. Regnlarly schednled personal ap-
pearances thronghout the Zone of In-
fluence of all on-the-air personalities,

These basic tenets are now parl and
parcel of WEBAY-TV,

Here are come examples of the sort
of shiowmanship stunt= in the realm of
public <ervice that have contributed to
W EBAY s repitation for andience pro-
molion:

\nnual contest marking the spring
opening of the Fox River. (More than
25.000 letters and cards were received

the five days of the 1953 contest.)

Annual Santa Claus Caravan. (Over
30.000 hoxes of candy were distributed
gratis to children in the area Christ-
mas 1952.)

Amnual Fishing Party in which com-
muanity-selected anglers  (70-0dd in
1052) compete i a 3-day Fishing
Derby (all expenses paid by the sta-
tion) at Northern Holiday. a Fisher-
man’s Paradise on lLake Gogebic in
Upper Michigan.

Annual January junket at WBAY's
expense of the Junior Packers {oothall
teani to the Pop Warner Foundation’s
Ranta Claus Bowl at Lakeland, Fla.

Annual award of college scholar-
ships.

WBAY-TV went on the air with
every member of the staff thoronghly
arounded m the new medinm. lach
department  head. whether manage-
ment. technical or programing. had a
hackground of local TV station opera-
tion.  (See biographical sketches  at
right.) The same principle has applicd
eenerally in the angmenting of the
~tafl.

NATIONAL SALES REPRESENTATIVES:

NEW YORK » BOSTON + CHICAGO e« DETROIT

WEED TELEVISION

HOLLYWOOD « SAN FRANCISCO « ATLANTA

Ree. M. Beemster
Wanaging director,
representing owners,
Norbertine Fathers, on
orer-all policy since 'A7

Haydu R, Evans

T1H. 4V General Vlanager.
Created Party Line, Pot
O'Gold, other net shows.

Wgr. here since 1939

Burliett Farquliar
lle took over as Vanager
af B BAY-TI after fonr
vears at WOI-T1 | Ames,
la., inclnded Prog. Megr.

Robert C. Nelson

WRAY-TY Sales Mgr.,

with 12 years in radio

sales and management;
also sales promotion

Wally Staugel
Chief Engineer of i'BAY
for 18 years, and now
W BAY-TI , with 20 years
of service in radio

Miltou Geis
Art Director. Started
in T1 with Vilwaukee
Station. Graduate of
Layton School of Art

Jim Krause

Came to WBAY-TI as
Fitin Director follmeing
three vears with a
leading TV station

Lee Dudels

Production Manager. /as
had three vears af varied
experience in TV, with a

radio backgraund also

W. Manuschot. Jr.
Staging Director, 1lis
backgronnd: tico vears
at BTVULTI, flm stu-

dios and theatre worlk

Robert B. Meister
W BAY-TI”s Promotion

Manager: 10 vears of
radio promotion, con-
tinuity and production
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ROUND-UP

(Continued from page 54)

PDirug council plans first
ad drive to aid retailer

For the first time in the history of
the organization. the Pharmaceutical
Council of Greater New York has
launched an advertising campaign 1o
aid the independent druggist.

The initial phase of the all-media
ad drive is the Council’'s sponsorship
of a radio program. Tello-Test, over
WOR Monday through Friday 3:15-
4:00 p.m.). Among participating spon-
sors on the program will be Colgate-
Palmolive-Peet, for its dental cream.

The advertising program is geared
to support the Council’s 4.100 inde-
pendent drug store members in the
metropolitan  area.  Fvery member
store is pledged to display advertised
merchandise prominently, and make
use of such merchandising aids as
placards, window streamers, signs.
Wholesalers will distribute these aids
to the dealer.

During future months. newspaper
and TV drives will feature Colgate,
Helene Curtis. Kings Men Toiletries,
V.C.A. Laboratories (Rybutol), Owens
Brush Co., and others.

Briefly . . .

A nationwide appeal for clothing for
Korea over the Garry Moore Shouw.
CBS TV. on behalf of American Relief
for Korea. Inc.. is helping the societv
reach its two-million pound geal. The
appeal was made on the portion of the
show sponsored by the Masland carpet

Sponsor, star help load clothes for Korea

manufacturing firm. In the picture
above, Frank E. Masland Jr. (left),
president of C. H. Masland & Sons,
Carlisle. Pa.; and Garry Moore hoist
the first of a carload of bales of cloth-
ing onto a, truck. Checking off the
load, at right, is Colonel Ben C. Limb,

ambassador-at-large to the United Na-
tions. * ok %

18 MAY 1953

Thisis Mr. Arthur . Harroun

President, Odessa Savings & Loan Association

1%

This 1s what he says

-
 a

“My regard for Fulton Lewis, Jr., is tio-fold.
On the personal level, he is. in my opinion,
oue of the most distingwished commentators
on the air today. From «
business standpoind, the faet that his program
commands «a large audience in the West Texas
area s reason enough for the Odessa Sarings
and  Loan . Assoeiation to  sponsor
Mr. Lewts on KRIG, Odessa.  His
high type of program is in keeping with
ouwr policies.”

This 1s Fulton L.ewis, Jr.

whose 5-thines-a-week program is available for sale
to local advertisers at local time cost plus pro-rated
talent cost.  Currently sponsored on 864 Mutual
stations by 752 advertisers, the program offers a
tested means of reaching customers and prospeets.
Cheek your loeal Mutual outlet or the Cooperative
Program Dept., Mutual Broadcasting System, 1410
Broadway, NYC 18 (or Tribune Tower, Chicago 11).

63
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Box Score

—
{ no. No. of post-freeze CP's grant- Per cent of all U.S. hornes with _ ]
Tt ‘ of 8 ed {excluding 16 educational TV cets {as of | Apr. '53). _ 21.0% §
i70 grants; as of 8 May '53) 338 Per cent of all homes in TV .
No. of grantees on air_.___ G2 coverage areas {as of | Apr.
111 No. of TV homes in U.S. 23.256.000% ‘'53) . 75.9%8§
ry
1. New coustruction permits* _r
‘ i
L POWER (KW)'™ | SvATiONS| SETSIN | ADDRESS & REPRESL|
CITY & STATE LETTERS CH o e CERANT TDATE' | ViSUAL | AURAL| ONAIR | MARKET! LICENSEE-OWNER NAGER TATIVE|
! ancaster, Pa. 21 7 May . 18.4 1.1 1 183,000% Harold C. Burke L 5::-;;-_#
Lubbock, Tex. KFYO-TV 5 7 May 100 50 | 25,000 e T 0. L. Tay 1*.;..
i
Richmond, Ky. WETM-TV 60 29 Apr. - 81 47 0 NFA Blue Grass TV Co.  colo WoBetts . .. | “ﬂi
Ky.) Maysville, Ky. ]
La,, Francisco, Cal. KSAN-TY 32 29 Apr. ) R 81 46 3 600,000 S .H. Patterson 1355 Market St. — |
1
(1. New stations on air®
, {
POWER (KW)**
. _— T STNS. SETS IN . REPRES
CITY & STATE LETTERS CH?q%r‘dELi OpATE TVISUAL | AURAL AFFILIATION  ON ATR | MARKET! LICENSEE-OWNER ' MANAGER ’ TATIVE
| ! !
Bethlehem, Pa. WLEV-TV S 8 May 2.25 2.25 NBC 1 NFA  Asseciated Bdestrs. Themas Nunan Meeker
Ft. Lauderdale, Fla. WFTL.-TV 23 4 May 19 9 NBC 1 12,000 UHF Gore Publishing Co. Noran E. Kersta Weed TV
Muncic, Ind. WLBC-TV 49 8 May 16 81 Allfour 1 NFA  TriGity Radio Con.  W. F. Crais Walker
Phoenix-Mesa, Ariz. KTYL-TV 12 3 May 33 16.5 Primary NBC 2 56,8008 Ha(""é'.lf‘\s(L?d"”' tre. Hz:)r‘!eys‘Nace. I, Ave'y‘K“‘l I
. | &
Sioux Falls, S. D KELO-TV 11 13 May 55 33 NBC, ABC 1 21,500  Midcontinent Bdesta. Co. Evans A. Nord o. v 7 f

T

£

1HI. Addenda to previous C.P. listings These changes and additions may be filled in on original chart of post-freeze

C.P.s appearing in spoNsOR's 9 February issue, and in issues thereafter.

Akron, Ohio, WAKR-TV, ch. 49, new target June '53;
to affil. with ABC about | July; gen. mgr., S.
Bernard Berk: nat'l rep, Weed TV

Belleville, 11l., WTVI, ch. 54, now DuM affil., nat'l rep,
Weed TV

Bloomington, M, ch. {5, new call WBLN

Buffalo, N. Y., WBUF-TV, ch, 17, target 1-15 June '53

Butte, Mont., ch. 6, new call KXLF-TV

Champaign. Il!., WCIA, ch. 3, target | 3Sep. ‘53

Columbia, S. C.. WNOK-TV, ch. 67, new target |
June '53

£l Paso, Tex., KROD-TV, ch. 4 {on air], became ABC
affil. 4 May in addition to CBS, DuM

Fargo, N. D., WDAY.TV, ch. 6, new target 22 May
'53; NBC affil.; pres., E. C. Reineke; nat'l rep,
Free & Peters

Fresno, Cal., KMJ-TV, ch. 24, target | June '53

Hannibal, Mo., ch. 7; new call KHQA-TV {formerly
KGMO-TV)

Harrisburg, 1ll., WSIL-TV, ch. 22, new target Nov. '53

Houston, Tex., ch. 23, new call KTVP

Kansas City, Mo., KCTY, ch. 25, new target early June

Las Vegas, Nev., KLAS-TV, ch. 8, new target | Jul.
'53: gen. mgr., Alex Struthers

Lincoln, Neb., KFOR-TV, ch. 10. new target 31 May
'53; nat'l rep, Paul Raymer

Longview, Tex.,, KTVE, ch. 32, new target 20 July '53

Macon-Warner Robins, Ga., WMAZ-TV, ch. 13, target
27 Sep. '53; to be primary CBS, secondary DuM
affil.; nat'l rep, Katz

Madison, Wis.,, WMTV, ch. 33, target now 21 June
'53; to be ABC, NBC, DuM affil.; sales mqr.,

Morton J. Wagner; nat'l rep, Bolling [see also
Addenda, 4 May issue)

North Adams, Mass., WMGT, ch. 74, target | Nov.
'53; nat'l rep, Walker

Rochester, Minn., KROC-TV, ch. 10,
June '53; nat'l rep, Meeker TV
Rochester, N Y., ch. 27, new call WGVT

new target

Oklahoma City, Okla., ch. 25, new call KTVQ
]

Saginaw, Mich.,, WKNX-TV, ch. 57 (on air) to carry |

programs from all four nets
Scranton, Pa., WGBI-TV, ch. 22, new target 7 June '53
Seranton, Pa.. WTVU, ch. 73, new target | June
South Bend, Ind., WSBT-TV, ch. 34 {on air), became
ABC affil. as of 15 April; now affil. with all 4 nets
St. Joseph, Mo., KFEQ-TV, ch. 2, new target July '53
Wheeling, W. Va,, WTRF.TV, ch. 7, target | Nov. ‘53;
nat'l rep, Walker

I i S

|

|

*Both new C.P.'s and stations going on the air listed here are those which occurred between
5 April and 8 May or on which information could be obtained in that period.
re considcred to be on the air when commercial operation starts.

*power of C.P.°s is that recorded in FCC applications and amendments of individual grantees.
Information on the number of scts in markets where not designated as being from NBC
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Stations

Rescarch, consists of estimates from the stations or reps and must be deemed approximate.
§Data from NBC Rescarch and Planning. Set figures as of 1 March 1953,
not speccified set figures are VHF.
Percentages on homes, with sets and homes in TV coverage areas are considered approximate.
NFA: No figures available at press time on the number of scts in the market.

Where UHF is
In box scorc. total TV homes figure is as of 1 April.
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Millions of viewers weekly will follow the Visitor through barred gates
into the lives of fascinating people. And, wherever he goes,

The Visitor Sells Your Products!

In your markets, ot locol prices, you con sponsor this high-rated
program exclusively. As “THE DOCTOR" on NBC Network, it
scored o 5-month overoge Nielsen of 29.2. In brond-new formot,
the show is fresh, oppealing, popular.

Whot's more, eoch sponsor's sales efforts ore strongly supported
by odvertising, promotion, publicity, exploitotion ond merchon-
dising. You get the program PLUS the full force of this power-
ful bocking.

Order “THE VISITOR" immediotely for your specitic markets.
Don't delay. Coll or wire today
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"YUPH BELLAMY..

whose exciting “Man Against Crime”

adventures—retitled *Follow That Man”
—are now available FIRST-RUN

" in. many television markets.

Ralph Bellamy —the ‘“Man Against Crime” — already has a vast following
that numbers millions; of TV families every week!

Now, these same swiftly-paced films, made expressly for television, are being offered
to local or regional advertisers for first-run sponsorship in many important
TV cities. These are the same half-hour programs — featuring the
same Onigque outdoor locations and realistic action —that have earned
“Man Against Crime'’ ah dverage nationwide rating of 35.7.*

Another MCA-TV Advertising Showcase, ‘‘Follow That Man'’ brings a ready-built
audience acceptance and a can’t-miss sales formula to local and

regional television. Your customers will fallow that man! For all details,
contact your nearest MCA-TV .office.

*Nielsen national ratings, Oci. '52.— March '53 aﬂother adVel’tiSlng S”OWCAS[ fme




OLLOW THAT
AN...
IRST-RUN

N THESE

V MARKETS:

Oklahoma City
Utica

Mobile
Spokane

t. Louis
rovidence
| lilwaukee
chenectady
ortland, Ore. - Montgomery
lew Britain  Jackson, Miss.
Atlantic City
Saginaw
Batan Rouge

jashville Springfield,

Mo.
Austin

srand Rapids
Nilkes-Barre
«outh Bend

eoria

Sioux City
El Paso

oanoke Amarillo

Colorado Springs

Nilmington,
Del. . Bangor ’

-

NEW YORK:.598 Madison Avenue — Plaza 3-7500

CHICAGO: 430 North Michigan Ave. — DElaware 7-1100
SEVERLY HILLS: 9370 Santa Monica Blvd, — CRestview §-2001
SN FRANCISGO: 105 Montgomery Strest — EXbrook 2.8922
ELEVELAND: Union Commerce Bldg, — CHerry 1-6010

DALLAS: 2102 North Akard Street — PROspect 7536

DETROIT: 1612 Book Tower — W0odward 2-2604

SDSTON: 45 Newbury Street — CQpley 7-5830

MINNEAPOLIS: Northwestern Bank Bldg, — LiNcoln 7863
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3-D orer-rated’: TV industry in-

terest i 3-1) was stirred recently by
ABC’s demonstration of 3-D in a 30-
nute telecast over KECA-TV, Holly-
wood. Industry veterans made these
observations. however: (1) 3-D TV
requires the use of polarized glasses;
(2} a specially designed TV receiver
with two (instead of the usual oue)
picture tubes is necessary: (3) present
TV sets camot receive 3-D pictures;
to convert existing sets to receive these
telecasts, an outlay of at least 8150 is
required.

A sPoNsoR poll of TV film producers
revealed most companies specializing
in films for television aren’t enthusias-
tic over the prospect of bringing this
latest film development into the home.

As the eastern manager of one TV
film firm put it. © a lot of people are
making a lot of noise about three-
dimensional films. but nobody’s going
to care about it in a few years from
He compared 3-D to the latest
development in radio. frequency modu-
lation. “Both are just slight refine-
ments of established processes.” he con-
tinued. “In the long run. 1 don’t think
make significant
changes in the wedia.”

Another observation on the 3-D
technique for television comes from
Bob Kirsten. of Telenews Productions.
Said Kirsten: I think the idea of 3-D
is a little ridiculous in the home. The
largest TV screen made is still too
small to successfully get across the
idea. And even if 3-D television were
perfected, most people wouldn't want
to spend any extra money on it. You'd
have to have a gadget that would adapt
it 1o present sets.”

l]()\\’.”

either one will

v v v

Who buys “em?: Beverage manufac-
turers are the quickest to grab up
filmed shows for local sponsorship.
with food manufacturers a close sec-
ond.  This information came to light
in a recent eight-month study condue-

#See top 20 TV films chart, p. 68.

ted by Peter VL Robeck. general man-
ager of Consolidated TV Sales, €
researclr was undertaken 1o
what classifications of advertisers are
‘)ll‘» :u iuu.‘\u;ualru = lll 1 Y (=,
In cases where sales were made di
rectly to the stations, Consolidated’s
salesmen n the field checked to dis-
cover to whom stattons resold films.
Beverage companies take the lead
in sponsorship of filmed programing
(365¢); foods are second (20677 :
then appliances. 1277 : aulomolive.
10€¢ 5 dry goods, 87 : banks & utili-
ties, 377 : miscellancous. 57¢.

v v v

Signs of expansion: CDS il Sales.
with its new expansion program in full
swing, is completing final negotiations
for a new half-hour dramatic series
Ludgeted at $300.000. The series is
slated to go into production later on
this spring, will have Hollywood stars.

Other signs of increasing film activi-
ty are also in evidence at CBS: (1)
the firm is handling syndication of
Art Linkletter and the Kids (39 quar-
ter hours) ; (2) It scored sales totaling
§500.000 the day following the an-
nouncement that Amos 'n’ Andy was
available for syndication: (3) CB> has
doubled its film sales stafl and is open-
ing new officez in Dallas and Atlanta.

v VvV v

Mortician spreads education:
Among the commercial sponsors of the
educational-type films distributed by
Assoctated Program Service are a West
Coast funeral parlor. a telephone com-
pany, and a bank. The films, all pro-
duced by Encyclopedia Britaunica
Iilms, include 19 separate shows on
American history, politics. safety. de-
mocracy, science, ete. Before APS
took over the films last year, Encyelo-
pedia Britannica distributed them to
various educational institutions and
clubs around the country. APS does
most of its business with the stations
themsclves, WSPD-TV, Toledo, has
been running a variety of the shows
five days a week for over a vear now
from 9:30-9:45 a.n.. and the pro-
gram is No. 2 among morning shows,

TV COSTS GOT YOU DOWN?
The Sportsman’s Club

52 popular, well rated, 15 minute hunting, fish-
ing and outdoor shows featuring Dave Newell
and panel of experts. Write for audition prints.

SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.

-
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ST ratings of top s

Chart covers half-hour syndicated film progrm;

ank Paste Shows among top 20 in 10 or more markets 2 STATION S.STATION
e rank Period: 6-12 April 1953 Ayetr_age MMARKETS MARKETS 3.STATION MARKETS
TITLE. SYNDICATOR, PRODUCER, SHOW TYPE rating NY LA Chi _Wash._ Atlanta Balt Cine Columbus Det. ;r.‘
— o |
. 99 11.9|114.6 10.2 )] 25.3 23.3 31.5 23.8 18.5 24.8 4
1 2] Cisco Kid, Ziv (W) 21.5 oo e ?‘
wnbt  keca-ty whkb wnbw waga-tv  wbal-tv  wepo-ty whns-ty  wxvz-ty
- - o T00pm 700pm f 2:00pm  £:30pm § T-00pm Ti00pm  6:00pm 7:00pm  7:00pm 'E'-
109 9.0|18.4 15.3 19.8 24.8 158 &
2 12| Farvorite Story. Ziv (D) 21.3 1
wrht ktty thbhm-tv wepo-ty whns-tv  wwj-tv g
- - i 10 8pm s 30pm ] 9 30pm 9:30pm 10:30pm  9:00pm  10:30pm iy
18.0 14.9 13.5 21.3 11.8 19.5 153
3 1] Abbott & Costello, MCA, TCA (C) 28.3 li i e
¢ - whw ot wlw.e  wxyz-ty
N o ~_ Qi0Etpm ¥ fbpm I 10:30pm 9:30pm 10:00pm  9:30pm  9:30pm
18.5 12.0|158 11.8] 17.3 20.0 16.3 15.3 22.3 16.0 L.
1 6 "01,"’0"9 ((l.\‘Sldy, NBC Film (W) 22.2 wnbt kity whkb wnbw wsh-tv  whal-tv  why-t whns-tv - wwj-tv p-
o 6:30pm  7:00pm { 2:00pm  1:30pm [ 3:3%pm 5:30pm - 5:30pm 1:00pm  5:30pm B
) _ ] ao s | 82 99) 32 11.4) 158 7
1 3] Raunge Riders. CBS Film, Flying "A" (W) 222 Lbetr  wknat | wong wtop-tv | wsb-tv
G:15pm  T:00pm } 2:06pm 1:30pm § 6:00pm .L.' —
B ’ ' oo 4.7]19.2 16.8 12.5 .
3 11| The Unexpected. Ziv (D) 22.1 kecarts Tebbm-to waga-tv  whal-tv 1
K:00pm § 9-30pm 10-30pm 10:30pm Hi
R ) 13.7 | 15.0 17.8 13.3 12.8 20.3 (7
6 2] Kit Carson, MCA, Revue Prod. (W) 21.8 Kera-ty whkhb wlw-a  wmar-ty whns-1v g
S H :30pn‘ 2:30pm _ﬁﬂmm 6:00pm T:30pm n
- . . i oy o 16.9 14.7}111.0 16.0 19.5 21.8 17.5 il
7 71 Foreign Intrigue, JWT, Shel. Reynolds (A} 21. o | T a—— e a— wivk-ty BB
B 10:30pm 10:30pm 10:a0pm 10:30pm 9-30pm 10:30pm  1m
. > 6.5 9.9124.6 19.8 29.8 15.0 28.8 21.3 |
8 8 Boston Bl“("\"(’g Ziv (M) 21.0 wabd knbh  Rubbm-ty wbat-tv  why-t wbns-t¥  wwi-ty
9:30pm  7:00pm § 9:30pm 10:30pm 8:30pm 10:30pm  9:39pm  §:30pm !1!
| —— — - — - I - N _ I o T __ — ol
. ’ i > 85 1191128 156| 19.5 20.0 21.8 14.3 285 133 !
' 1o “"" ,hl' ,'l(?'\'()’\', W. Bl’Oldy (W) "0" wabd ktla wbkb  wtop-tv wsh-tv  wbal-tvy  why-t wbns-tv  wxyz-tv 1
7:00pm  6:00pm J 1:30pm 1:00pm § 3:30pm  7:00pm  6:30pm G:00pm  6:30pm
S o B S B T [ — B I _ T i
10 9 . 5.0 10.2]16.6 6.2 18.3 153 14.3 14.3 155 150 .
¢ .Snpvrmnn, MPTV. R. Maxwell (K) 18.; wabe-ty  keea-tv wbkb wmal-tv | wsh-tv  wbal-tv  wkre-tvy whns-tv - wxyz-tv \‘\éq
6:15pm  8:3%pm § 7:30pm 6:00pm § 7:n0pm  T:00pm 6:30pm  6:00pm  G:00pm  §:30pm g
Shows among top 20 in 4 or more markets (ranking omitted) w
1
14.5 8.4 13.3 el
China Snl“'h PS'-TV, Tableau (A) 28.; keca-tv wnba whns-tv
f£:30pm | $:30pm 9:30pm
) . ' ) 18.5 11.0 13.3
Doug. Fairbaulks Presents, NBC Film (D) 20.5 | s wen-ty -ty
10 :30pm 9:30nm 10:30pm
’ - . 8.5
Gene Autry, CBS Film (W) 1.6 _ knst
7:00pm
N 4.2 4.3 4.2 10.2
Marceh of Time, March of Time (Doc.) 13.0 wabt — kttv ] wbkh  wtep-tv
7:00pm  T:30pm [ 8:00pm 10:30nm
13.5 4.6 6.2 10.5
Liberace, Guild Films, Snader (Mu) 17.6 klac-tv § wen-tv witg whal tv
<:200m 9:30pm 7:30pm £:30pm
55 9.6 143
Heart of the City, United TV, Gross-Krasne (D) | 173 ke bown WXSZ-tY
T30pm f192:30pm 7:00pm
’ 11.0 15.3
J(-ffroy J(Hl(’s, CBS Film, L. Parsons (M] 16.2 whbm-tv wibk-ty |
16:00pm 6:00pm
3.2 19.3 20.5 7.8
Cowrboy G-Men, United Artists TV (W) 16.1 wplx wepo-tv whns-tv  wwj-tv
) Vi30pm 1:30pm £:30pm  2:30pwu
10.5 12.2 15.8
Dick Tracy, Snader (M) 15.6 wnbt witg whal-tv
G- 0hpm 5:30pm 6:30pm

Show tvpe symbols (A7 adventure; (O romedy, (D drama: (Dee ) docmentary; (K) kht show |

[ miater:

M (W) tern Hated ur te

Terd i

muste ; syndicatedt, half t

ual market ratings Hsted above.

Aprlil 1943

which they run, this Is true to much fesser extent with syndicated shows.

. -
Btank Indicates film not broadeast in thls market as of [

A new chart will appear in the 29 June issue

White network shows are Catrly stabte from one month to another, In the mark ih

This shoukd be I
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m shows THE EAST
e For COMPLETE
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f
2-STATION MARKETS 1.STATION MARKETS ‘ v : OV"E

Birm.  Bost. Dayton Mpls. ’—Buﬂalo NewOr. Seattle St. Louls

71303 188 19.8 | 37.5 28.0 47.7 41.0
whre-tv  wnae-tv kstp-tv [ when-tv wdsu-tv king tv  ksd-tv
9:30pm 5:00pm  5:00pm  T:00pm  4:30pm

21.3 22.3 51.5 49.5 51.5

waac-tv weeo-ty vdsu-tv king-tv  ksd-tv 7 ‘ et
19 :30pm 9:00pm ‘9:01,," C30pm 9:30pm u'.: FOR ._ e
- 2 niega gyl ‘ g T' )
Y o
20.5 18.5 | 495 52.3 i g ‘ @/ NEGATIVE IPA
wlw-d  kstp-tv when-tv klng-tv | e . e DEVELOP’NG
9:30pm - 5:00pm - {1p:30pm Y :30pin LT T 2 g

>

11.0 13.8 27.5 | 390 440 39.8 33.0 |l N 7T Lad 2/ FIRST PRINT /ol

whz-tv wiw-d = weco-tv N hon ty wdsu-tv king-tv ksd-tv f k. :;, /)

1:00pm 6:00pm 6:00pm {2 gopm  2:00pm 6:30pm 9: 031!11 ; _ i DEPARTMENT

25.5 25.3 57.0 42.5 : : . = '

oo it ovon oo | ULTRA VIOLET A 13 ROUND
12.3 248 | 555 49.5 ®/ & FLASH PATCH . 5
wnae-tv weeo-tv wdsu-tv  king-tv TRACK PRINTING b THE

4:30pm 9:30pm 9:30pmn  9:00pin

'22.8 10.3 25.3 1 a5 40.5 . — ﬁl" | (IO(I{

v Ewafm-tvy wnae-tv  wiw-d wdsu-ty ksd-tv ] -." "% & 35'%. /
n_ 4li:00|)m 5:30pm  6:00pm 1 2 I(_)pi 27',3(}pm '~ RELEASE . ‘ SER VI([
23.5 22.3 54.5 23.5 A PRINTING », ‘
wpae-tv kstp-ty wdsu-tv ksd-tv [ - — i
u_ ] ‘iO:SOnm_ 9:)0011 [l 9 :30pm 11.00E| .F — - = |
29.3 265 31.8 25.0 &/  Quaury o4 ” A NEW ADDITION
0 A SO ‘u‘ggﬁtu‘l_ ) 1lfmt:):>‘m - CONTROL - ‘ | TO OUR SERVICES
22.8 10.0 12.8 16.8 | 27.5 49.5 253 34.5 i — 4 { 1  The most modern
]S S oveem 5o | e 5 i Soben 15mon e e 3 prevue theatre
24.5 10.8 15.3 | 44.5 29.5 25.5 37.0 & DEPARTMENT ; , featuring
N o F 0o § 3 wopm Sdopm 5.0bam 3:300m | | Three Channel
| Interlock Projection
3] 308 46.5 50.8 48.0
S it AN
‘ 18.8 23.0 38.0
: 1:)":')3%}:;‘;1 ‘l]{g';(q]—):l‘l 1}():'56:;;11
19.3 19.8 27.8
wafm-tv weeo-tv king-tv
“_ 6:00pm 6:30pm A10pm B
11.3 2.0 56.0 52.0
S5m0 300m 5 5o 8 30mmn
28.3 46.5
v weeo-ty wdsu-tv
u 9:30pm |} 10 :00pm
10.3 220 53.0
¥ whre-ty when-tv wdsu-tv
e § 9:30pin 11:30pm 9:30pm
1 20.0
whz-tv
m_ 191301)111_
13.0 16.3 32.5
e treco-tv ked 1 - — -
5:00pm :30pm 12:36pm
238 ' t MOVIELAB FILM LABORATORIES, INC.
whz-tv ) = —

6:000m 619 West 54th Street, New York 19, N. Y.  JlUdson 6-0360

iind when analyzing rating trends from month t0 month in this chart.
ers to last month's chart. 120 markets are covered in chart. Shows
ing only few of these markets are not fully reflected in ratings

See page 67 for Filin notes and trends.
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Surprize air attack can be discouraged and prevented
if you do your part in your local community,
Civilian voluntcers are needed now
in the Ground Observer Corps.

Contact your state or
local Civil Defense Director
or write to:

GROUND OBSERVER CORPS.

U. S. Air Foree
Washington 25, D. C.
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The larger the city, the grcater the problems . . . and the more difficult

S — it is to get the “town hall” action of smaller comnmunitics. Yet Storcr Station

WJBK-TV found a way in Detroit with its “Community Newsreel.”

Newsreels and documentaries put Detroit’s needs and problems right
before the eyes of the public. Viewers become eye-witnesses and participants
in the philanthropic and civic drives of this great city. The camera goes into
schools and hospitals, reveals the true picture; it fosters graphically traffic safety,
civilian defense, community funds, Armed Service appeals, bond and blood bank
campaigns. Those who will not read, sit up and act when the problem is

brought home forcefully by the penetrating WJBK-TV camera.

In one year, these programs have had such impact that today no city drive is

PUBLIC SERVICE

considered completely organized unless this TV newsreel spearheads the effort.

Here is another example of the many ways the seven radio and
four television stations of the Storer Broadcasting Company fulfill their
obligations regardless of cost or effort. Building such bonds between station and
audience is “broadcasting in the public interest,” a policy from which

Storer has never deviated in more than 25 years.

STORER BROADCASTING COMPANY

WSPD-TV  — WIJBK-TY —— WAGA-TV - KEYL-TV
Toledo, Ohio Detroit, Mich. Atlanta, Ga. San Antonio, Texas

WMMN — WSPD —— WIBK —— WAGA == WWVA — WGBS - WAl .
Fairmont, W. Va. Toledo, Ohio Detroit, Mich. Atlanta, Ga. Wheeling, W. Va. Miami, Fla. Cincinnati, Ohio

veans TOM HARKER, V.P., National Sales Director

IIOII:’“II.‘
"::‘g'r:;:“ NATIONAL SALES HEADQUARYTERS:
118 East 57 Street, New York 22, Eldorade 5-7690 ® 230 N. Michigan Ave, Chicago 1, FRanklin 2-6498




by Bob Foreman

prexy ol Snook. Crappie & Brean.
Inc.. the Madizon Avenue shop.
has once more delivered his Cros-

v the papers Ed Snook.

of Gold oration on the good old
\d-Game. The locale this time was
Pamted Bow. Idaho. and the vie-
thin~ were members of the Ad &
sale< Club.

Ed has delivered this Philippice
~o often that he can follow his
notes. eves closed. His audience
can follow Ed the same way: in
{act thev often do.

i wention Ed's adjectival outlay
for two rea~on<. Number One, 1t
brings to mind <omething that re-
cently happened to me upon de-
Hyvering my=elf of an epochal ser-
mon in the sovereign state of Ohio.
N local newspaper gentleman, ~eat-
ed at my right on the dais re-
ported the speech ax a condemna-
ton of television and flatly <tated
that | doun’t think muech of the
medium at all,

I reread my notes and if that’s
what 1 conveved I sure had the
words twisted. 1 did Taugh hers
and there at ~ome of the idioxvn-

cracies of TV (~uflicient laughing
matter, I'd ~av. for a 52-week pro.
«ram). But throughout | expressed
my sincere beliel that TV is the
areate~t means of communication
and max=-=elling vet devised. Per-
haps the greatest that will ever be
devised: who knows? Yet this
Tildy Johnson saw fit to take my
transitions and asides and pare
them from context.

Soutehow T wish thi~ weren’t <o
conmonplace. Mayvke some news-
papermen are xcaved of the com-
petition and thus feel impelled to
give TV the needle every chance
thcey get. There are papers, you
know, which refu-e to list TV pro-
grams. compelling the channels in
the town to buy space for listings.
Others always seem to play up big
thoze occasionx when an advertiser
spends a =lice of his budget in
newspapers. ignoring such items
a= the faet that over 50 of the
budget mav be going nto the
~hout-and-sce hox medium.

Which brings me back to Ed
Snook and Point Two. Last vear
Ed refurbished his speech. adding
& pica or two on television. In this

Demonstration, not personal salesmanship, is key to effective Beautiflor commercial (sce p. 74)

72

section he refers to the high cost.
which i~ hard not to do and. al-
though he mentions that eost-per-
1.000 ix falling nicely, he managex
to drag in the cliche about TV
“perhaps" (the quotes are mine
from him) pricing it<elf out of the
busincss altogether.

Well, the gent who wrote up the
festivities for the honietowners
cave top hilling to the idea thai
TV was pricing itself out of busi-
ness “according to a Madi-on Ave-
nuc expert.”

I wish there were ~ome wav to
dispel thiz. It i~ true ~ome adver-
tiers have dropped out of TV.
Others have had to split spon-or-
~hip of highly successful programs
because of increazed time as well
as talent costs. Still other spot
t=ers are reducing their percent-
age of expenditure in the medium
because of higher union costs.

On the other hand, the list of
people entering television right
now is twice as long as my arm
(<leeve 33). The problem of find
g Claz: A chainbreaks in the 50
one-channel markets asx well as
many of the multi-channel citiex is
extremely difhicult to solve.

[ alzo get sick of hearing the
quote about P & G seriously ques-
tioning the medium. | don’t know
P &G from B & O. but I do know
they <pon=or more shows than any-
body and each year seem to top
the previous annum in  dough
spent. - Who wouldn’t question a
multi-mitlion  dollar outlay like
theirs? That's the ouly way to
kecp on top of it and make it work.

l also get fed up with the re-
~carch outfit which blithelv states
the fact that TV has never proved
a good salesman for any but new
and newsworthy products. Where
they got this drivel (except from
those pink and blue charts they
conjure up). I don’t hnow. And
where they found the audacity 1o
invade the domain of advertising
copv {which puts the news value
o a product), 1 can’t say.

\nyhow, Id Snook made s
talk again and | thought I'd report
thix fact to vou.

SPONSOR




The Self-Serviceldea that resulted
in the spread of Supermarkets
the nation over happened first

in Memphis.

. . . and another Memphis First is

J—

WA

b))

anm

First on ihe.Memphis Dial

*  On September 9, 1916, at 79 Jefferson
Avenue, Memphis, Tennessee, the first Pig-
gly Wiggly self-service store opened its
doors. In seven short years there were up-
wards of 2500 Piggly Wiggly stores serving
the nation from coast to coast. These proto-
types of today's super-markets offered more
value at less cost and revolutionized food
merchandising and food distribution.

In 1953 there will be more than 500,000,000
dollars of food products bought by consumers
within the Memphis trading area. And radio
—because it also offers more for less—uwill
be management's most important sales tool
in building brand preferences.

- - A 1=
W IH I5CQ~"]
soon... e, !'I > ""5:’4/
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Precision
Prints

PROFESSIONAL PREVIEW
YISUAL and AURAL

The final result of all motion pic-
ture production is the image on
the sereen and that is why the final
inspection of prints at Precision is
carried out by checking under ac-
tual projection conditions, both
visual and aural, and with modern
equipment.

YOUR ASSURANCE OF
BETTER 16~ PRINTS

15 Years Researclh and Spe-
cialization in every phase of
16mm processing, visual and
aural, So organized and equip-
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
each film, eaeh reel, each seene,
each frame — through every
phase of the eomplex business of
processing — assuring you of the
very best results.

Our Advanced Methods and
our eonstant checking and adop-
tion of up-to-the-minute teeh-
niques, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc., has 14
years of specialization in the 16mimn
Sield, consistently meets the latest de-
mands for higher quality and speed.

enable us to offer service un-.
equalled anywhere!

Newest Facilities in the 16mm
field are available to customers
of Preeision, ineluding the most
modern applications of elee-
tronies, chemistry, physics, opties,
sensitometry and densitometry—
ineluding exelusive Maurer-
designed equipment—your guar-
antee that only the best is yours
at Precision!

[PRECISION

FILM LABORATORIES, INC.
21 West 46th St.,
New York 19, N.Y,

JU 2-3970

arapperassen ae o . ¢ 1

commercial reviews

2y
~

TELEVISION

SPONSOR: S. C. Johnson & Son
(Beautiflor)

AGENCY: Needham, Louis & Brorby,
N. Y. C

PROGRAN ; Robert Montgomery, NBC

Always one of the slickest users of rele-
vision in telling the story of their products,
the Johnson folks have come up with an-
other commercial that does far more than
lip service to the fact that TV is the me-
dium for demonstration. Their product,
Beauriflor, cleans as well as wasxes; two
product-points that were proved simply,
conclusively, and most dramatically on the

Robert Montgomery epic recently.

The crucial sales points are all made in
real tight close-ups and with excellen:
lighting. The floor is scuffed and the
scuffs are clear as well as realistic. Then
a hand adds not only grease crayon but
lipstick and again the camera work shows
clearly what the words on the sound track
are describing. Next comes a real scrub
with soap—but little or no effect. The
clincher, of course, is a quick wipe or two
with Beautiflor and the dirt is removed

quickly and easily.

SPONSOR: C-P-P Co. (Rapid Shave)

AGENCY: Sherman & Marquette,
N. Y. C.

PROGRAM : “Strike It Rich,’”’ CBS

Rapid Shave shares sponsorship of
Strike It Rich with other Colgate products
and comes off quite well. I’d say that the
main reason for the success of this com-
mercial is its excellent pace, created opti-

cally as well as with animation.

Following a lead-in from M.C. Warren
Hull, we launch into the film which be-
gins with an animated version of the con-
tainer making like a rocket plus appropri-
ate sound effects. The animation is used
to spell out various virtues of the product
which is then followed by well-shot live
action close-ups of hands squeezing the
plastic container, and close-ups of older-

type shaving creams and disadvantages.

We end with a reprise of the animation
plus a tag (the only sour note in my
book) of a guy justshaved, nuzzling a
girl. This rather hackneyed wind-up adds
little if any believability to the copy and

might well have been edited out. * * *

SPONSOR




When you ride the road to success with
Operation Chain Action, you re traveling
with a proven performer on WBAL, Radio

Baltimore!

Operation Chain Action . .. a mighty
’ . .
advertising-merchandising plan . . . a chain You re on the rlght trOCk w“'h coe

of hard hitting selling operations all

pushing your product in one unified e e °
promotion. You get powerful radio adver- m
tising with a big merchandising plus . . .

217 food stores and super markets guar-
antee you prominent point of sale displays.
Operation Chain Action means business

... for you!

And one success story follows another!
National Spot advertisers show increased
sales and distribution for such products as

. . . candy, insecticide, cigarettes, relish,
peanut butter, tea, salt! Want to know more
about Operation Chain Action . . . the
advertising-merchandising plan with the
double punch! Contact your Petry man . ..
he’ll be glad to put you on the right

track, the road to success with Operation

Chain Action!

WBAL

RADIO BALTIMORE
NBC {IN MARYLAND

Nationally Represented by Edward Petry & Co.
18 MAY 1953 75




EVEN (ICER,OT}

WATCHES”
e

S

ust last night Cicero watched

WHEN television and today
he's shopping the Syracuse

market.

Cicero, suburb of Syrocuse, is only
one community in the rich 26
county morket covered exclusively
by WHEN. Over 2V million
people in the heart of indus.
triol New York Stote — people
with big city ideos ond shopping
hobits — wotch WHEN, for only
WHEN gives COMPLETE COVER-
AGE of this vosl oreot

SEE YOUR NEAREST
KATZ AGENCY

WATCHES

WHEN

ggi TELEVISION
pumonT\\ SYRACUSE
A MEREDITH STATION
76

. W, Newell

agency profile

President
Lennen & Newell, inc,

If Gertrude Stein were writing this sketeh. she'd probably start off
by saying. A salesinan is a salesman is a salesman.” It would be a
logical ~tart.  “Hike™ Newell started his business career doing that
highly personalized form of selling known as door-to-door.  Today,
with an estimated 5077 of Lennen & Newell's 330 million billings
coing into radio and TV. Newell is still in the personalized selling
field, though he’s a long way {rom the door-to-door days.

For such cients ax . Lorillard. Schlitz. Tidewater Oil. Lehn &
Fink. and Colgate. L & N has a hall dozen TV programs and an
cqual number of radio shows on the air. And he’s found it's a far
more effective—and casier—way to =ell goods than by ringing in-
dividnal deorbells.

“Hike™ got his foot in the door as a Frigidaire salesman just
after getting his degrees from Dartmouth °200 and Amos Tuck
Graduate School of Business 17211, e worked his way up to New
Fngland sales manager and was called in by the parent company.
General Motors. to be =ales v.p, for the Frigidaire Division.

Eighteen yvears ago he joined Pat Gever and Boly Ganger to form
Geyer. Newell & Ganger. Then. in the fall of 1952, he and 1Phil
Lennen ot l()golll('r to form Lennen & Newell.

N\ever a follower of the flambovant school of advertising. Newell
told spoxsor: “\dvertisers have rearched so [ar for claims that thev
have lost a high degree of believabilitv.  Most of the medical and
therapentic claims made for prodincts today are an insult 1o the
public’s intelligence.  In the case of Old Golds. we make a specific
appeal (o those people who are displeased with the advertising
of competing brands of cigarettes.”

Whether it's the advertising approach that's responsible or not,
Old Golds claim 1o be the only standard =ize brand to show a sales
increase every vear for the past five yvears

And effective as TV advertising has heen for L & N elients. Newell
~says, “laerybody has a lot to learn. s a struggle to get away
from radio teehniques. TV is nothing but personal =elling on a mass
hasis and (the more ingenious we are the more effeetive we can be.”

Newell makes hix home in Greenwiclhi. Conn.. with his wife and
two children. i< diversions inelude fihing aud hanting. * x %

SPONSOR
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BUT ...

YOU NEED THE
FETZER STATIONS
10 “GO OVER”, IN
WESTERN MICHIGAN!

TELEVISION: WKZO-TV, Channel 3. is the Officiul
Basie CBS Television QOutle: for Kalamazoo-Grand
Rapids—Ameriea’s 25th television market! There are
more television homes in the WKZO-TV eoverage area
than there are in Houston, New Orleans. Seattle or
Denver, which rank 14thL, 16th. 191th and 25th respec-
tively, in population. And how WKZO-TV deminates
this two-billion-dollar market! Mareh 1953 Videodex
Report eredits WKZO-TV with 140.7% more afternoon
viewers than the next station—153.29, more evening
viewers!

RADIO: The Fetzer Stations offer wonderful radio

values, too — WKZO, Kalamazoo, and WJEF, Grand
Rapids. The February 1952 Pulse shows WKZO gets

‘;mu_

niore listeners — morning, noon and night — than all
other stations combined! For Total Rated Time Periods
(Febo-Mar. 1952 Hoopers) WJEF gets 15.49% more
listeners than its nearest eompetition. Use both WKZO
and WJEF, and you get 62.69 more listeners than
the next-best two-station eombination in Kalamazoo and
Grand Rapids — yet actnally pay less money for the
bargain!

Gel the whole Fetzer radio and television story. Ask
Avery-Knodel, or write direet.

¥Cornelius Warmerdam of the San Francisco Olympic Club set this world’s record on May 23. 1912,

WJEF

WKZO-TV

WKZO

WA IN GRAND R APIDS Wd IN. WESTERN MICHIGAN t”‘ IN KALAMAZOO

-AND KKENT COIINTY
(CBS RADIO)

AND NORTHERN INDIANA

AND GREATER
WESTERN MICHIGAN
(CBS RADIO)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL. INC..

EXCLUSIVE NATIONAL REPRESENTATIVES

18 MAY 1953
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PARAREETS

SALADMASTER SLICER

Wing & Fin Pet Sh AGENCY : Direc
(Al CASE 1S Cashing tn on the new
- ryv Pan Wiseman. owner
] C Fin Per S VNew York, bought time
WNBT Sundays at 9:15 a.m. to show the colorful
ach I the show features eight or
ut. looking into mirrors and
1 the first announcement, 1.000
s came into the shop for parakeeis, even though
i 0 umber was not mentioned on the pro-
I’a are now oulselling canaries nine to one.

PROGRAM: PPet Time

COOK BOOX

SPONSOR: Raladmaster AGENCY : Direet

CAPSULE CASE [HSTORY: L. H. Miller, independeni
district manager of this company’s southern Florida divi-
sion for Saladmaster slicers. appeared personally on the
Magic Menu show, WTVJ. neice weekly to demonstrate
Iiis product. During his first month on TV, he sold the
second largest volume of all Saladmasters sold through-
out the country. When he took five announcements dur-
ing just one week, he sold a total of 33 Saladmasters, 10
ring up sales amouniing 1o $987.35. Cost of each demon-
stranton to the district manager: 850.

WTNJ, Miami PROGRAM: Announcements

SALES PROMOTION

SPONSOR: Brideford Hams AGENCY: Direct

CAPSULE CASE THSTORY: Bridgford Hams, a regular
adpertiser on the Smokev Rogers General Store show
atred over KFMB across the board, worked out a promo-
tion deal involving personal appearances by the star.
Smolkey turned up at the Food Basket stores in Pacific
Beach and on El Cajon Boulevard. According 10 Reggie
Jensen, manager of the San Diego Bridgford plani, “Re-
sults were spectacular—the best sales promotion we've
ever had.” Bridgford sold hundreds of hams 1o the crowds
who came to see Smokey Rogers.

KFMB, san Dego PROGRAM: Personal Appearance

el

PUNCH BOWLS

AGENCY: Tatham-

Laird, Chicago
CAPSULE CASE HHISTORY This Neuwport, Ky., brew
ing company offered a free cook book in one announce-
ment on the George Palmer Front Page News show.11:15
pan. over WKRCTV . The offer was made briefly in the
uddle of the program. and was not repeated at the end
of the show. In less than a week, the company jeceived
2.000 letters. and an untotaled amount of phone ealls.
Several weeks later the offer was repeated. with compara-

SPONSOR: Weidemann Brewing Co,

ble results. Cost per announcement: $105,

WRKRCTY, Cinemnati PROGR AN Front Page News

SPONSOR: Roval Dunloggin Dairy AGENCY: Direct

CAPSULE CASE NISTORY: To promote the sale of a
special purchase of punch bowls, the Royal Dunloggin
Dairy bonght four one-minute announcements for four
weeks over a WHAR-TY program slanted to a feminine
audience. The Woman’s Angle. Hithin one month. the
sponsor had disposed of over 3,000 of his punch bowls.
lle anribuies the fasi wurnover of these produets directly
to his aliility 10 reach the desired audience of potential
consumers through television.

WALARTY, Baltimore PROGR AM: Announcements

P e Ee—

FLOOR CLEANER

SUIT SPECIAL

SPONSOR: Bruce Floor Cleanar Co. AGENCY : Christiansen

Adh.
CAPSULE CASE THSTORY As a “give-meay” designed
to stimulate ingerest in its product, the Bruce Floo
Cleaner Co. offered a four-ounce sample can free orver
the Del Courtney Show. KPIX. After just four announce-
ments  total cost S2000 the concern recetved 2.200 re-
quests for the floor cleaner, and was forced 1o discontinne
the offer. The Bruce Floor Cleaner Co. is now an active
articipant in the show  and its sales volume s continuin,

show a healithy inerease.

Pl an Franecisco PROGR AM: \noonnecments

SPONSOR: Bond Stores. Ine. AGENCY : Direct

CAPSULE CASE HISTORY: On its regular Tuesday
night 1elecast over KPRC-TV, Bond Siores plugged a
ladies™ $39 suit special on Sports Album. The women’s
sutls were presented for only 53 seconds of the 1wo-and-
a-half minute commercial, the rest of the nme being
devoted 1o men's apparel. The following day, Bond's
sold 17 women’s suits. Puring the rest of the weelk, the
store moved a total of 100 ladies’ sulls, representing over
M0 of the siock on hand.

KNPRCTN L Touston PROGR AN : Sports Album




LEV'TV

BETHLEHEM
ALLENTOWN « EASTON
PENNSYLVANIA

PRIME PROFIT MARKET

WLEV.TV. in the center of Pennsylvania’s rich Lehigh
Valley. reaches out to capture a king’s share of this con-
sistently prosperous industrial and farm area. The people
in the WLEV-TV area are a prime target for advertising.
Each vear. for example. thev spend $281.832.000 for food
—$23.526.000 for drug items.

For bigger sales . . . for profitable advertising . . . buy
WLEV-TV.the onlv medium toreach this entire prime prof-

it market. Top time available now. Write for information.

A Steinman Station

Easton
ek iengd N ;‘!T__iépl.ll'p‘..

U Northampton
NE

UW : x (.,lr ‘k
All {y'g‘ }1- \’ J"‘ :
entow -
ey Bet?lehem_

JAlpha
1

Represented by

MEEKER TV,

Heilerty

1,047,110

people

£

$1,037,542,000

retail sales

$281,832,000

food sales

INCORPORATED

18 MAY 1953

New York Chicago
Los Angeles San Francisco
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DAYTIME TV

(Continned from page 29)

programs go. but
the fall. The net-
waorks co that steady davtime TV
mth depends on a variety
Fhare isn't much choice for
If she does

netw ork
¢ how
he housewrfe right now.
ot like a particular network show. ~he

1=t either turn to a local program
o1 ~witch off the set.

The  weekday  sponsored
vwhich is the heart of davtime TV
can be described in a few words: NBC
has the carhh morning and late after-
woon tied up. while CBX has the rest,
However. NBC will make a bid for
late morning supremacy next fall with
a =olid 10:00 a.m. to 12:30 p.n. pro-
gram block.

The results of this late-morning bat-
tle will be watched carefully by day-
time and potential daytime advertisers,
There s no question but that some of

linenp

the good davtime show ratings and
homes-reached figures will not stand
up against competition. Many adver-
tizers feel the present dayvtime andience
pie is too =mall to he cut up by net-
work program battles. There will have
to be a substantial boost in daytime
viewing. they zayv. before program com-
petition becomes sponsor competition.

No one can prediet for sure how
the day the audience will grow, bnt if
past growth can be projected. it looks
like the networks will hay e nothing to
worry aboat. Here are some Nielsen
averages on davthue viewing seven
davs a week during Febrnary of 1951,
1052. 1953, These figures include all
viewing. local and network:

o lones reached :00.0:00 a.m.:
167.000 in 1951 710.000 in 1052;
F.0983.000 in 1953,

o [omes reached noon-1:00 pan.:
1,638,000 3.355.000; and 5.0006.000,

o [lomes reached 3:00-1:00 p.om.:
2.571.000: 3.790.000: and 5.203.000.

o [omes reached 5:00-6:00 pom.:
1.390,000: 0,290.000: and 7.772.000,

The percentage of sct= in use is an-
other 1mportant indicator of what's
what with daytime TV andiences. \s
mentioned carlv in the storv. the view-
my pattern appears to be firming. This
may be only temporary. Future pro-
graming can change the proportion of
PV et~ tuned in daring the day, Nev.
ertheless, past averages point up fac-
tors which must be taken o acconnt
m future daytime TV planning.

80

The first thing vou notice about
TV sets-in-use figures is the way they
differ from radio. Radio listening rises
much more sharph in the early morn-
inz and by 10:00-11:00 aa. is prac-
ticallv at it davtime peak. though not
quite.  Radio reaches its actual day-
time peak during the hour between
1:00 pane and 2:00 pan. according to
Nielsen figures of December 1952,
February 1933 Nielsen averages show
TV viewing goes up in a shallow climb
to a 2287 figure from noon to 1:00
p.m.. levels off for a few hours. then
starts climbing to a daytime peak of
35.17¢ between 5:00 and 6:00 pon.
Radio listening declines steadily after
itz afternoon peak of nearly 1947 and
doesn’t get back to that figure until
after 7:00 pn.

To sum up: radio gets hetter audi-
ences during the morning than during
the afternoon while the opposite is true
of TV. Thus davtime TV’s greatest
potential growth is in the morning.
And that is where the upcoming NBC-
CBS battle will take place.

While there has been little ¢change in
the percentage of TV set= in use from
February 1952 to the same month of
1953, the vear before showed a sub-
stantial increase between 7:00 am. and
1:00 p.n. For example. here’s a com-
doesn’t rise until after 7:00 pou.

e  O:00:9:00 a.m.: Sels in use rose
from LA m 1951 to 1.1 in 1952

e 10:00-11:00 a.mn.: Sets in use
rose from 5.2 to 13190,

o  Noon-1:00 puan @ Sets in nse rose
from | L7 to 2087,

On the other hand. there has been
a snall drop in sels-n-use percentages
during the late afternoon. Here's a
comparison of February 1951 and Feb-
ruary 1953:

o 1:00-5:00  pan.: Sels-in-use
dropped from 30.5 in 1951 to 27.17%
m 1953.

o 5:00-6:00  pam. Sets-in-use
(]I‘()M)(‘(I from 39.1 to 35.1.

W hile it is possible that the child an-
dience s getting over the noveliv of
TV, no one s particularly worried
about the long term. The 1:00-0:00
p-m. segments have ('nnsisl(‘nl]) drawn
the best andiences for davtime TV,
Furthermore, the birth rate has heen
high and as ecach child ontgrows How-
dyv Doody. there will be another 1o take
his place in front of the TV screen.

Don’t get the idea from all this that
davtime T\ has developed into two dis-

tinet audiences: Kids during the late

afternoon and housewives during the
vest of the day. Look at these Pulse
figures on viewers-per-100 homes dur-
ing the hours of 10:00-11:00 a.n. and
4:00-5:00 pan. Pulse has no national
figures. so three markets were chosen
for comparison: New York, a seven-
slation market: Cincinnati, a three-sta-
tion market: and New Ovleans. a one-
station market. The figures (see also
chart page 291 are from March 1953:

e In New York. the viewers-per-
100 figures for women are 82 (10:00-
11:00 am.} and 74 (4:00-5:00 p.m.d,
For children  (not including  teen-
agers), A7 and 02,

e In Cineimati. the figures for
women are 70 and 80. for children, 65
and 75,

e In New Orleans. the figures for
women are 101 and 65. for children,

33 and 7.

What does this daytime audience like
best in the way of programs? Daytime
entertainment  for the housewife 1s
wrapped up in three types of offerings
—variely. soap opervas, audience par-
ticipation programs.

While =ome soapers haven’t heen
able to make the grade. all indications
point to their being steady fare on
daytime TV just as they have been on
davtime radio. P&G’s Search for To-
morrow is the top-rated non-kid show,
according to the latest Nielsen figures.
The average daily audience for the pro.
gram is four waitlion homes. which rep-
resents a rating of 19.1. That is equiv-
alent to 9.1¢ of all radio homes and
would put it in seventh place among
all radio shows i terms of homes
reached. It is topped onlv by Howdy
Doody, whose top quarter hour recent-
Iv got a Niclken of 23.5 or 1.667,000
homes viewing the show.

The two other soapers in CBS’
F2:15-1:00 p.ae bloek have also been
doing well. PRG's Guiding Light, which
follows Searele for Tomorrow, has been
reaching nearhy three million homes,
and  Vmerican Home Products” Love
of Life, which precedes the top-rated
soaper, has been hitting over that.

This prime example of block pro-
graming of soapers points to similar
developments as =oon as the audience
warrants it. NBC tried to sell a four-
program block last vear called Home-
toren, U S, A. The idea of developing
four story lines around the same town
and using sets interchangeably carried
block programing to the wth degree.
but NBC found no sponsors willing to

SPONSOR




We ran this ad
July 21, 1952—

NOW look at the story—

Complete for 1952—

LOCAL BUSINESS
45.2%

INCREASED
This made 1952 the TOP year for

Jlocal business on KLRA!

- 11.6%

This set o new record for Spot business
—top year for National!

THERE'S A

Programmed for Arkansas with shows that folks like to
listen to, plus a strong Merchandising-Promotion De-
partment that not only plugs KLRA shows and personali-
ties, but has racked up an enviable record of successes
in merchandising KLRA advertisers’ products . . . all
have made KLRA ‘“‘Arkansas’s Listening Habit”". Our
Farm Service Department has Johnnie Holmes and Jim
Moffett on full-time farm service work . . . our full-time

NATIONAL SPOT
INCREASED

Bt e

| 10,000 WATTS DAYTIME
5,000 WATTS NIGHT
1010 KC ,
“ARKANSAS'S LISTENING HABIT"

18 MAY 1953

JRRRRVA

LITTLE ROCK

First Quarter, 1953 —

LOCAL BUSINESS ‘
30.5%

1S UP
Qur ““home folks’’ can check results—that’'s why
they more and more prefer KLRA!

39.1%

Again we have our fingers crossed; the greatest
month in KLRA’s history was March, 1953!

REASON-

News Department of Mark Weaver, Gene Goss and
Randy Gover has scored innumerable “‘scoops” on news
stories . . . our top Disc Jockeys, including Bob Hicks,
Bob Hess and Al Dent, are “most-listened-to” in the
area. These are all “plus-values” you get when you buy
KLRA. And, coming soon, a top sports personality and
a top women's service director to add to the value of
your message on KLRA.

NATIONAL SPOT
IS UP

YOUR O. L. TAYLOR COMPANY
MAN WILL GIVE YOU
COMPLETE DETAILS
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There

ure

still o
few—a

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

WEBR

ABC NETWORK IN
BALTIMORE

Represented nationally by
John Blair and Company .
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pick up the bill. The net is still tryving
to sell Lever on the idea of two soapers
hack-to-bhack.

Lever's davtime TV plans for the
fall are up in the air right now. \Mong
with the cancellation of Hawkins Falls.
N. Wo Aver lost the Surf account to
BBDO. The latter agency took over 160
May. and it i~ not likely that Lever's
dasvtime TV decizions will harden be-
fore a couple of months,

Colgate. the third of the Bie Three
soap companies. whose moves in day-
time TV have tremendous effect= on
the mwedium, i~ firmly ensconced iu
davtime TV with two successful audi-
ence participation shows. The Big Pay-
off and Strike it Rich. hoth Walt Fram-
Both are half-hour
shows, run  five day- a
but are sponsored by Colgate only
on Mondavs. Wednesdavs. and Fri-
davs. Strilee 1t Rieh reaches nearly
four million homes daily during the
half hour hefore noon. The Big Pavolff
in woving to CBS remained in the
same tme slot 13:00-3:30 p.n.) and
next fall will lace the first half hour of
KNate Smith. who is heing moved up
an hour,

er productions.
\\(,’el\'.

\ number of sponsors went over to
CBS with The Big Pavoff, and the wel
is confident it
against Kate. Whatever happens. one
thing is sure: Kate Smith will <et up a
P8G. which take-
over the 1:00-5:00 p.m. \NBC segment
with

will hold on to them

e audience for

Pelecome Travelers and another
half-hour undecided.

nate's top quarter hour has been pall-

show. as el

ing in over three million homes,

\nother advertizer with a suecessful
audience participation show i~ West-
inghouse. The appliance firm s new
to davtime TV and i< now represented
by two <hows. Weer Betry Furness (15
minutes every Iridayv at 10:15) and
Freedom Rings (a hall-honr show,
Tuesdavs and Thursdavs at 2:001. The
fatter  shiow. spotted  hetween Garry
VMoore and Art Linkletter. topped the
ratings of CBS™ afternoon personality
bhovs within five weeks.

Freedom Rings has turned out to he
a cood blend of studio audience and
viewer  participation. Three  women
from the stodio audience
play cames ina contest to win %50 and
$100 bonds,  For example. in one tele-

cast. one woman had to put a cot to-

conlestants

gether, another had to put on makeup
withont a mirror. a third had to draw
a pig. To make it more interesting.
various obstacles are put in their way

in Out-Of-Home Listening!

You get a big, important bonus in
Out-of-Home listeners when you use
KMpC. Survey after survey reveals
that kmpc is tops with Southern Cali-
fornia’s mobile millions! We’'ll be
happy to show you the facts and fig-
ures. For regular resulis rLus the big
out-of-home bonus audience ... give
your product the selling power of
Southern California’s “One-station
network.” Represented nationally by
H-R Representatives Inc.

LOS ANGELES

50,000 watts days. 10,000 watts nights.
Gene Autry, president
Robert O. Reynolds, vice pres. & general mgr.

RADIO IS AMERICA’S GREATEST
ADVERTISING MEDIUM

SPONSOR
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The home andience is brought in
through questions a=ked by phone. The
questions are hard. bhut the prize is

=2 i linghous<e apphances,
W ¢ it= dealers by pro-
them with elue sheets which
aundience answer the

( clue <heet- are It(‘illg

I of 13-20.000 a

week at Westinghouse outlets.

W hile momings and early afternoons
are mosth confined to coapers and au-
dience partictpation and variety shows,
NBC has come up with two non-formu-
indicate there s

la programs which

a davtime TV andience for any kind of
interesting show. One is Today, a bold
carly-morning effort that panned out.
and the other i~ Ding Dong School,
another morning show and the only
program for children on daytime net-
work TV before 5:00 p.m.

Like Dave Garroway. Ding Dong
Nehool was developed by the Chicago
school of TV programing. [t was pul
on the network on a hunch by NBC’s
program chief, Charles Barry. and it
proved to have sock appeal. 1f vou let
him, anyv \BC TV zalesman will ply
vou with stories about how such-and-

Hore people listen to WIHLI daytime

S WHEI- &

W

in the Major Long Island Market than
to any network station . . . or more
shan

all other independent  stations

combined.”

AY OUT IN FRONT

HLI

LATEST SHARE OF AUDIENCE

WHLI

Network “A”
Network “B”
Network “C”
Network “D”
All others

One station, WHLI, dominates
the major Long Island Market

Morning

29.1

WinLl

After-

noon

28.2

21.4
20.0
11.6

1.5
11.3

Entire
Survey

28.8

22.0
17.7
12.2

8.9
10.4

23.2
14.6
13.0
10.8

9.3

AM 1100
FM 983

Data Conlan Study of Listcning
Habits Monday Thru Sunday
AM 5:30 PM Feb.

Hempstead, L. 1, N. Y,
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LONG ISLAND, N. Y.
FAUL GODOFSKY, President

Represented by Rambceau

such a store sold out their entire stock
of cravons (or clay, or paint brushes)
after “Miss Frances™ told the voungs-
ters to get mommy to go out and buy it.

Besides opening early-morning time
to TV Today has the virtue of offering
to advertisers five minutes of program-
g for as many (or as fewl) times as
they want to come in. CBS is now
offering similar buys on There’s One
in Every Family, an audience-participa-
tion program. Those who have bought
in ~ince February include Bymart,
Ine.: Carter Products: and Serutan.
CBR reports that for the first two cli-
ents the show delivered their messages
at a cost of 8lc and 94e¢, respectively.

Agencies in davtime TV queried by
SPONSOR  were almost unanimous in
the opinion that there should be more
of this kind of buy available. Such
show= offer. it iz pointed out, (1) an
opportunity for the small advertiser to
use davtinme network TV and (2} flexi-
bilitv to any advertiser seeking short
burstz or short-term saturation Dbuys.

These agencies felt. however, that in
general. davtime TV is a better buy
now than it was a vear ago, and most
of the admen <aw a glowing future for
dayvtime TV. mavhe not in a short time,
but eventually.

There are gripes about daytime TV
costs. Spearheading this brigade is
P&G. which has a lot of products to
sell. has to buy a lot of media to sell
theni. and ix wondering where it is
going to get the money to buy daytime
network TV in addition to all its other
media commitments.

Not that P&G is keeping out of day-
time network TV. In addition to the
two soapers mentioned and its plans
for the late afternoon on NBC, I'&G
hax bought into Garry Moore and Kate
Smith. But it has shewed signs of dis-
zatisfaction by almost canceling out of
Garry Moore. And it has heen burned
with two soap operas that didn’t turn
out successfullh—First 1000 Years and
The Egg and 1.

The heart of P&G’s complaint is that
daytime TV network rates don’t accu-
rately - refleet  the daytime audience
when compared  with nighttime  net-
work TV (for details. see “ls daytime
TV overpriced? . spoxsor, 20 October
19521, While daytime network rates
ave 50 of nighttime, say &G and its
agencies, the davtime audience is less
than 10 ¢ of nighttime. Said one P&G
agencyman:

“The trouble with davtime TV is
that there’s nobody to talk to. especial-

SPONSOR




An hour a week on WLS

PROVES RADIO'S POWER
FOR ALKA-SELTZER...

In February, 1933, Miles Laboratories decided to sce what an

hour’s sponsorship of the WLS National Barn Dance would do

for its relatively new product, Alka-Seltzer.

By the middle of summer, Alka-Seltzer was selling so well in the
Chicago area that Detroit and Pittsburgh stations were added
and, eventually, this popular WLS program was being broadcast

over a total of 133 stauons for Alka-Seltzer.

Throughout Miles’ fourteen-year sponsorship of the WLS
National Barn Dance, sales of Alka-Seltzer increased so rapidly
that Miles used radio more and more, until it became one of the

largest such advertisers in the field.

Today Alka-Seltzer is using a saturation schedule every
night on the WLS National Barn Dance program. WLS is
one of the few individual stations on the Miles’ otherwise
network radio schedule...further proof of the pulling power

of WLS, and the importance of the vast WLS listening audience.

If you want to put your product over in a big way...
see your John Blair man, or contact us, today.
Alka-Seltzer is only one of many products which
have started on the way to fame and fortune

with WLS advertising.

DRUG INDUSTRY "\

_:J-&' ‘ The
i PRAIRIE

%W %‘W A\ CHICAGO 7 ;ﬁm:

BP0 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY,
18 MAY 1953 85




THESE FOUR TOP

KDYL

PERSONALITIES

will i
Wright
ﬁ <

Joe lLee

Bill
a Manning
are responsible for these
typical sales results:

* A garden uller compuny en-
joyed a 35070 increase in sales
in less than v months.

* A home apphance dealer in-
of food
freezer plan sales more than
1007, 1n one month,

creased  hrs volume

* A health snsurance company

recenved 2500 teads in less than

a year from spots by Will
Wright
For SALES results in

the greater Salt Lake
City market, use KDYL.

Salt Lake City, Utah

Nationol Representotive: John Blair & Co.
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Iv in the morning. And it doesn’t look
like the sitnation is getting better.
Sure. some shows have pretty good au-
diences. but they have no competition.
What's going to happen to those audi-
ences when the networks veathy begin
to compete against one another and
when the number of one-station mar-
kets beein to dizappear? A reduction
in rates iz not onh called for on the
ba-is of the davtime aundience. but it
would bring in nore advertisers.”

\ rescarch man for a P&G agency
zot a httle more specific:

“Fhe networks can make a good case
~howing that cost-per-1.000 i~ ~heaper
on daytime network TV than nighttime
network V. bnt | othink —and ihis s
just a general feeling 1 have  that
some of the advertisers feel that the
TV cost-per-1.000 spread on day and
night =hould be more hke it is on
radio.”

The researcher cited =ome recent
cost-per- 1000 figures comparing day-
time serials on radio and TV with
evening hatf-hour shows in both media.
He pointed out that while daytime TV
cost-per-1.000  was  about T0¢ of
nighttime TV, the davtime radio cost-
per-1.000 was about 307¢ of night-
time radio,

A lot of advertisers.” the research
man =aid. “take a took at the davtime-
nighttime radio ratio and can’t see
why they <houldn’t get the same kind
of spread on TV.”

\ network executive.
with these figures. answered:

confronted

“I'lt aceept those hgures. But to me
they mean that daytime network radio
is offering more of a bargain than it
should. We passed by the opportunity
of raising day ime network radio rates
1o 75-80° (.

low davtime radio rates and. right

Advertisers got nzed to

now. there isn’t mueh that can be done
about yaizing them.”

The network man then hought out
his own figures.

“P&G s interested in reaching wo-
men. right? Well here are two shows.
both spon=ored by P&G. one on night-
time TV one on davtime. The day-
time show is Search [or Tomorrow
with a weekh talent cost of 88.500,
The nighttime show is The Doctor
with a weekhy talent cost of =15.000,
Purineg the hve shows in one week.
Searcl for Tomorrow yeached 8.050.-
000 different  women,  Buring  one
show. The Doctor veaches 5.860.000
women. Who savs there is no daytime
andience for television?”

L) 11"_11”

The best view is
from the moeuntain tep
CHANMNEL 14— El Pasg—

has mountain-top location

KROD-TV’s zntenna is 1783 feet
above the city, yet it is right in
El Paso. It transmits a perfect
picture into every part of the
city, and for more than a hundred
miles in every direction. That’s
COVERAGE. And with superior
program, it gets best RESULTS,

too.

KROD-TV

CHANNEL 4

CBs o DUMONT o

Nationally Represented by
0. L. TAYLOR CO.

ABC

Service to the
Broadcaster

BMI ~ervice 10 the broad-
easter takes many forms
. from performance
right= in an extensive and
constantly growing eatalog
of musie 1o a variety of
helpful and practical pro-
granuming aids,

RECORD REPORT: Forecaxt

of tomorrow’s song hits.

MUSIC MEMO: The radio
man’s guide 1o BMI musice
. . Recordata, Phlatter
Spinners Parade and Tip~
an Tunes.
NEWSLETTER:
message to the broadeaster
... An exchange of radio
and mnsie ideas,

Personal

I'hese are but a  few  of
many specific program aids
in daily use by BMIdlicensed
broadcasters.

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

SPONSOR




“He never was mueh for letter-
writing when he was In college.
But he must know how anxious
Mother and I are ... now that he’s
off in Korea. Haven't heard from
him in six weeks. Of course, they
say ‘no news is good news’ . .. but
I wonder. Maybe lie can’t write . . .
because . . . maybe he’s in a hos-
pital somewhere. And maybe he
needs blood. 1 don’t know . . . but

Give Blood Now

CALL YOUR RED CROSS TODAY!

I’'m not taking any ehaneces. That’s
why I'm giving blood.”
*x kK

Yes, all kinds ol people give blood
—for all kinds of reasons. But
whatever your reason, this you can
be sure of: Whether vour blood
goes 1o a eombat area, a local hos-
pital, or for Civil Defense needs—
this priceless, pamless gift will
some day save an American life!

NATIONAL BLOOD PROGRAM

20 APRIL 1953

Business Executives!

\/ Check These Questions!

If you can answer “‘yes” to most of them,
you—and your company—are doing a
neededjobfortheNational Blood Program.

Have you given your employees
time off to make blood donations?

Has your company given any rec-
ognition to donors?

Do you have a Blood Donor Honor
Roll in your company?

Have you arranged to have a Blood-
mobile make regular visits?

Has your management endorsed
the local Blood Donor Program?

Have you informed employees of
your company’s plan of co-
operation?

Was information given through
Plant Bulletin or House Magazine?

Have you conducted a Donor
Pledge Campaign in your company?

Have you set up alist of volunteers
so that efficient plans can be made
for scheduling donors?

Remember, as long as a single pint of blood
may mean the difference between life and
death for any American . . . the need for
blood is urgent!
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tiser resistanc

1t

h

NBC has some an=wers to “adver- ute: 5230 during the day and 33.42
lavtime television.” in the evening hours.

ut that +1+ wome ers \BC al=o point~ oul that there i<
lay tim more davtime listening and viewing

among large families than
<small. In a research report put oul in
Mareh, the network said:

“Davtime radio listening has always
been much stronger in the larger-sized
[amilies. which use a greater volume
of soaps. foods. drugs. ete.. than in
<maller families. The value of selective
penetration is even greater in daytime
television than it was in daytime radio.
First. television ownership is much

davtime pro-

<< than half the

e~: (3) commer-

ugher in the

aylime slation line-

iplete. The network

< verage quarter hour on

\ with the average halfl hour
time TV ton all networks)

3| SV
000-homes-per-commnercial minu-

among

with the followmeg cost-

WSAZTV

HUNTINGTON ® CHARLESTON

channel

You can SELL
o hisrich ...

growing
prosperous market

with only ONETI

Station . ... The Only
T Station in the
area

Exclusively covered . . . in 103
2 Counties of West Virginia,

Olio. Kentucky and 1 irginia
o The Retail Sales: ST.828.557.000;
Effective Buving Power :
$2.873.118.000 .. ..

a fine reception with the
excellent promotion and
sales-wise departments
of WSAZ-TI at vour
service .. INT EST \
vour advertising
hudgzet where vour
returnc will be assured.

3 Your products will receive

HUNTINGTON, WEST VIRGINIA

loo,ooo watts :‘ riii§sented by THE KATZ #&GENCY:
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areater in larger-sized families than in
small families. Over and above the
selectivity of TV ownership 1s the fact
that the larger-sized TV families do
davtime viewing than

much more

smaller families.”

To prove this. NBC shows the fol-

lowing Nielsen figures on daytime
viewing habits:
e For families of one-to-two persons,
36 are light. 179¢ heavy viewers.
e For families of three-to-four per-
sons. 0% light, 477 heavy viewers.
e For families of five persons and
over. 18¢ are light viewers and 3067
are heavy viewers.

\BC hopes to sell advertisers with
more than statistics, however. With
CB= now sporting twice as many spon-
sored hours during the day, NBC’s
program strategy shapes up as follows:

It will use Ding Dong School (it
now has three sponsors) as ils anchor
at 10:00 a.m. and lead into a woman’s
show during the next half hour with a
spiel something like this: “Now, kid-
dies. mommy has let you look at tele-
vision for a while. How aboul letting

her look at it now ?” * Kk Kk

CBS PROMOTION

(Continued from page 35)

o There’s an over-all average of
two listeners per setl. which puts the
number of people reached at 270.000.-
000. This multiplied by the 20 weeks
from 8 December through 1 May yvields
5.100.000.000 listener impressions,

Briztol called in Gorden Auchin-
closs. freclance writer and producer,
to fashion the 20-second announce-
ment scries for Phase 2. He explained
to veteran radioman Auchincloss that
he wanted to use everv technique com-
mon to product selling on the air and
then some-—dialogue. sound eflects,
sex appeal. He knew he could expect
creative thinking from the man who
produced the striking sound track for
CBS” VYore than Meets the Eve movie
last vear. He was right.

The innovation during the weeks
that followed was reminiscent of Co-
lumbia Workshop days.
Auchincloss experimented with enthu-
stasm to translate the dry facts about
raido mto hard-sell-cum-entertainment
value. When they were through. they
had 20 disks which put the abstract
slatistics into  situations directly  re-
lated to evervday life.

Bristol and

SPONSOR
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DAYTON

i —and a Rich Market’s Yours tor the scheduling !

WHIO-TV coverage
lot éw Dayton

Six of the top eight once a week shows in the WHIO-TV
Service area are seen on WHIO-TV. (March Pulse). As
the first step in our long range program of better service we
have just moved to Channel 7. About September 1st this

new program will be completed when we increase power.’

to 316,000 watts and use the tallest TV tower in the world
(1104 feet). This will increase the primary service area
from 41 to 65 miles—adding nearly a million new viewers.

WHIO coverage
lot cuw Daylon /

37.977 of the total radio audience. This compares with
13.5¢, for Station B; 26.57{ for Station C; and 14.1%,
for Station D. (Hooper average for the past year)

THE DAYTON MARKET

1,465,852 prosperous prospects-—-485f000 families. Payrolls
in'Dayton for 1952—$679,959,941. Retail sales for Dayton
and, Montgomery County—$479,750,000. Average weekly
industrial paycheck in Jan.-Dec., 1952, $83.43—highest in
Ohio and one of the highest in the country. Dayton has
been dé§ignated a “Preferrfed City” by Sales Management
every month for several years.

¢

Ly

AP

]

&

%727:\, P ’,/?\\ YOU CAN DOMINATE THE DAYTON MARKET WITH EITHER
*)

|’ " il WHIO-TV OR WHIO—WITH BOTH OF THEM TOGETHER,
NS NG Ay

RN //,3_, YOU CAN SATURATE IT. ASK NATIONAL REPRESENTATIVE
SSONC = SATURATE

N v GEORGE P. HOLLINGBERY CO. FOR FULL INFORMATION
N <Y © ¢

OHIO
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BUFFALO

THE NO. STATION

IN RICH NEW YORK STATE’S
hay SECOND LARGEST MARKET

' NBC BASIC IN BUFFALO |

IS Get the full story from HENRY 1. CHRISTAL—New York-Chicago-San Francisco

o , M\ . . you sell Spanish-
FlSh\}’\g OOd speaking people using
gl

in Saf Artono ||

Remembet! Over 50%
of the people in the

you Use
‘Hﬂe \”\Uh*r JE‘

San Antonio area
speak Spanish!

Write . . .

For the new Belden
Latin - American
Survey regarding:
Radio Listening
Buying Power
Brand Preferences

rtul
and Most i
fast 5!a\3°““

Represented by: Texds age
g\l

Richard O'Conncil— New York Manager-—KCOR Span\sh““m
40 East 49th Strcet

Harland C. Oakes & Associates
Los Angeles—San Francisco—Chicago

310 South Flores Street
San Antonio 5. Texas
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Omne announcement starts with <ound
eflects of a ball game. segues into the
simple fact that there are more people
listening to radio “right now™ than
went to major league ball games last
vear.

Another use- the telephone as the de.
vice to bring home radio’s size. A
man is heard asking the operator to
connect him with every home in Amer-
ica. He begins depositing the neces-
sary number of dimes when a voice
cuts in to suggest he can do it cheaper
with radio.

Figures on the number of men in
the armed forces during World War
11 are a third CBS Radio device for
relating radio facts to a listener’s own
knowledge. In this commercial. drum
beats are used to catch attention. Then
an announcer narrates: “During the
second World War. the grand 1otal of
men and women n the armed services
was a miklitary secret.” Another voice
discloses the figure: 12.290.000. As a
payofl line. the original announcer
savs<: “But every week by radio more
people hear this man sav . . . ‘lello
azain- ~thi~ is Jack Benm’™ . . . (with
Benny s voice dropped ini.”

* * * * * * * *

ev Advertising i~ helping the cconomist
reduee middlemen and middle-coste—
and advertising i~ becoming more and
more respected and used by these whe
never dreamed they eonld nee it. And
<o todas. ins<ide this ceonomie miraele
that is <lowly ecoming into foeus, we ean
~tand a little straighter—with our heads
well np—amoeng the voeations of man-
lind.**

JOIRN 1", CUNNINCGIHAM

Ex-chairman of the Board

AAAA

* * * * * * * *

For several of the commercials Bris-
tol and \uchincloss created a charac-
ter named “Nosey™ Parker who sets
himself up a= an authority on any sub-
ject. The announcer asks Parker about
“the bathtub situation.” gets this re-
ph: “Bathtub=?  Great place for fig-
urcs. The figures show over thirtyv-one
and a hall million homes have private
baths or showers,” DBut, Parker adds.
there are more hhomes with radios. sav-
ing. “Guess people’d rather be sung to
than sing.”

The commercials go on the air with-
- sustaining network programs, and
disks are also mailed out to stations to
use during local programs and station
breaks as they wish. Several fit into
k.j. show formats. One. for example.

SPONSOR




N\ ith KRON-TV's

¥ NOW you can be sure of reaching the largest group of
' consumers in the rich Northern California market over
Channel 4. Now you can take advantage of KRON-TV’s
4-POINT SUPERIORITY.

. LG
T G e HIGHEST ANTENNA in the San Francisco-Oakland Bay
| Area, with effective transmitting height of 1441 feet,
gives you maximum clearance of local obstructions.
s f S
o HIGHEST POWER allowed by law for Channel 4 gives
you added thousands to see and hear your sales message.
l Viewers as far away as 200 miles report fine reception.
\\ ; o LOW FREQUENCY on Channel 4 gives you a more
' efficient wave length and more effective coverage over
l \I /N a wider area.
X / e GREATER DEPENDABILITY. Your advertising benefits
/ from the unmatched protection of a double antenna
\ i q ; system and an automatic standby generator to insure
—\/ = ! against telecast failure.
A S, | |74
i FHI 1
// \ ' /\:' : Add it all up and the answer is: You get better coverage...
BT - more complete coverage...more dependable coverage in
g ™\ f' frie | W2 Northern California on Channel 4. Take advantage of
Do e KRON-TV’s 4-POINT SUPERIORITY for
TR Al SUPER SALES from a SUPER-SIGNAL
/BN BN
ehee & verens IKE:@'I 1V,
- National Representatives
- SAN FRANCISCO
i L T °~'ﬁz‘"»
i G el
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ends with a (question. “And now what

i 7 answered Dy the

< a ques

1 ) ather. ( Both ap-
| | ,

‘ ~ for clients

v 1 of integration

(}-=¢ 1l n

1 . r radio as a me-

( CBs Radio in par-

1 »ivable that they could

lustry-wide use. No plans have

but CBS may prove
enerally once

F1 1 ).

willing 1o release them

they've been aired on its afhliates for
a sufficient length of time.

In addition to sending the disks 1o
alliliates. CBS has extended the cam-
paign’s scope by publication of a se-
ries of fact about radio for
writers. directors. and producers. Sug
gested by a successful technique used
by the O.W.1. during the war. the fact-
slicet approach seeks to encourage use
of items about radio in the continuity
of network and local shows

The iteins from the fact sheets which
follow are interesting reading iu themn-
selves and also because they counstitute

sheets

DONT BE FOOLED

ABOUT ROCH ESTER Why Song-Ads

IN ROCHESTER 432 weekly quarter hour periods are

Pulse surveyed and rated.

STATION  STATION

WHEC B
FIRSTS. .. .. 254....147.
TIES....... 7 5

Here’s the latest score,—

STATION STATION  STATION | STATION
C D E F
222, .. 2..... 0..]..0
T..... T..... 0.. 0

Station on
‘til sunset only

WHEC carries ALL of the ''top ten’’ daytime shows!

WHEC carries NINE of the ‘'‘top ten’’

evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

CROve

Z’oc/zedéa

NEW YORK
5,000 WATTS

hpnmmr !V!l!"-McKINNEY, Inc. Now York, Chicogo, LEE F. O' CONNELL CO., Los Angeles, Son Froncisco
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the

material from which Bristol and

Auchineloss  shaped their announce-
ment campaign:

O.

Fact sheet Vo. 1

In the U. S. 41.756.000 families
have one or more radios.

This is virtually complete satura-
tion of the U. S.-—-98% of all
families are radio families.

Thev own a total of 105.000.000
radio sets in working order.
to 2.5 for

amounts sels

fanily.

This

every
Actually, multiple-set ownership
looks like this:

24.732.000 homes have 1 set
13.946.000 homes have 2 sets
5.171.000 liome have 3 or

more sets

The kinds of radios—and places

where people use them—work out

this way:

Auto radios 25.000,000
. Kitchen radios 14.000,000
. Clock radios 3.000,000
. Bedroom radios 20,000,000
. Living room radios 27,000,000

. Ouiside living room

16,000,000

No. 4 ln A Seriu

Sell

Song-Ads Scothe The -
Dial Twisters
No dial twisting when your

commercial is a Song-Ad.
Chances are the family will

) sing right along with it —

word for word. And when
they know the words, they've
got your message. So sell it
with the rhythm and rhyme

of a Song-Ad.

Three Song-Ads on an
audition presentation record,
any one product, $75.00.

m COMPANY.

¢ 5927 Sunset Bivd.
Hollyweed 28, Colif,

é é i
i = Glodstons 6181

Wnte For This Formula—~"'

SPONSOR




In lowa. where radio has heeu
anatomized most thoroughly:
.20/ of all barns have radios

.12% of all farm trucks have radios
cover 2,400 tractors have radios

-1

8. In 1952, listeners bought over
9,000,000 new radio sets. L\ great
many more radios than TV sets.)

Fact sheet No. 2

657 of all U.S. autos have radio.

2. The average American family list-
ens to the radio sonte three hours
a day.

3. A lot of this listening goes on in
television homes. One TV home in
every five is listening to the radio
during TV’s big nighttime hours.

4. The same big-name comedy, drama,

and variety radio programs that

are most popular in non-TV homes
are also the most popular radio
programs in television homes.

The number of people tuned in to

radio at any moment is approxi.

mately:
13.000.000 in mid-morning
13.000.000 in mid-afternoon
20,000,000 in mid-eveninz

G

W

in out-of-home [

Latest Pulse survey shows
WWDC by far the leading
Washington station in out-of-
home audience. WWDC had
24.4% of this audience —
6 A.M. to 12 midnight for the
entire week. Second place sta-
tion had only 13.7%.
24.4% So get this big PLUS
fromWWDC when you
advertise in the rich
Washington market.

13.7% 1049 -
o’ 6.8%
I 5.9
WWDC A B C D !

In Washington, D. C.—it’s

WWDC

Representod Natlonally by John Blalr & Co.

18 MAY 1953

0. Across the Umted States things are CASTRO ON THE AIR
not what they =eem in New York.
Hollywood, and Chicago. Here’s
the radio-TV score:

(Continued from page 33)

theme (in Castro’s ease: “casy to oper-
ate” ) with produet. If your product

Radio homes where T can’t .
16,161,000 1= bought by women for the home,

reach

Radio homes withont TV in TI' p!acc yonr m;l}ll])(el‘(-ials near early eve.

areas . . . ... 7216000 ning programing to create demand by

the entire family. Castro’s conmmer-

TOTAL RADIO-ONLY {1OMES 23410000  efals appear nex! to Class \ programs,

TOTAL T HOVES 20.139.000 2. Radio: Use radio for {reqneney

to put across name of the product and

7. And these television homes listen  where it can be bought. Use some de-

to radio an average of one hour. vice to make your eommercial mem-
43 minutes a day. * ok ok {Please turn to page 102)

SYMBOL OF MODERN FARM LIVING

The Farmers
Daughter

1953 MODEL

Today's farm girl is a symbol of advances in farm living
that makes Kansas one of America’s most desirable markets.
She’s equally at home at a formal dance or in a livestock
judging ring. Advertised fashions, cosmetics, and LP’s are as
much a part of her daily life as home freezers, automatic
washers and copper-clad cooking ware.

Only one thing is unchanged in the life of the modern
Kansas farmer’s daughter and her family. WIBW is still

their favorite radio station™ . a 3-to-1 choice over the

nearest competitor. No wonder WIBW is also the favorite
of advertisers who dominate this billion dollar farm market.

’—W:lr w“

* Kansas Radio Audi- Serving and Selling
N .
ence '52 “"THE MAGIC CIRCLE
Rep.: Capper Publicatians, Inc.« BEN LUDY, Gen. Mgr.» WIBW « KCKN &,___,,/ b,

i, i —————

—
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KEY TO THE CITY

KPIX consistently wins not only awards

such as this for public service, but accolades

from sponsors for many a job well done.
“Unusual policies™ in public service, coupled
with great CBS, DuMont and local programming,
have won such faith and following that KPIX

is indeed the “key to the city™. . . and to every

| W television home . . . throughout Northern California

"{ TELEVISION CHANNEL
b2 SAN FRANCISCO, CALIF.

Affiliated with CBS and DuMont Television Networks, Represented Natimmlly by the Katz Agency

94 SPONSOR
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MONDAY

Arthur  Godfrey*®
Spow Crop, Mxn:
Consol Cosmetics,
Duggan alt das
Owens-Corning,
FSR; Fr Sardine:
star-kist tuna;
R&D alt das
Lever Bros:
pepsodent

mw
McCann-Erlckson

Plllsbury  Mills:
flour, mixes
m-th

Leo Burnett

There’s One in
Every Family
My L

S-min partic:
$355

Strike It Rlch
Colgate: tthpst;
vel. super suds,
palmolive, fab,

ujax
63NY
w.f
Esty $8000

Bride & Groom
Gen Mls: hlsqkt
4TNY m-f L
DFS, KR $15,000
Love of Life
Amer Iome Pr
A2NY m-f L,
Blow $600
Search for Tom'w
P&G: joyt
AINY
Biow
Culding Light
P&G: Ivory. duzt
SINY m-f T,
Compt  $10.000

No network
programing
m-{

Carry Moore
Masfand: rngs
458Y monl L

A&C {see bel)

Pilishnvy  Mills:
duff hkg mixes
46NY altm 1,
C-M hr $2038

Double or
Nothing
Camphell Soup
4INY L
m-w-f

Ward
Wheelock  $8000

Art  Linkletter
Lever: surt
26Hy mw.ith L
Ayer  (see hel)
Plllsbury  Mills:
flour, mixes
28ily  m-th I,
LB Y hr $4000

Blg Payoff
Colgate: fab,
chlorophyll tti-
pst, cashmr bat
BINY  mawf I,

(sus tu,th)

Esty $12.000

_—

Action In
the Afternoon
Western drama

Phila  m-f L

15min: $1350
lahr: $3200

No network
programing
m-f

No network
Drograming
m-f

No network
programing
ail wk

No netwmk
programing
m-f

No tetwork
programing
all wk

No network
programling
m-f

No network
programing
m-f

Paul Dixen
Show
m-f 3-4
(Participating
segs availabie;
see cost helow)

Scholl Mfg:

foot aids
10Cine L
m 3:30-10 seg
Thnin:
D&C $376.76

No network
programing
m-f

No network
programing
m-f

Ding Dong
School
1h m-f L
(sponsored tu,
i, f)

Proiogue to

the Futuer
NY m-f P
Ask
washingten
Wash m-f L
Mrs USA
NY m-f ¥

No network
programing
m-f

No network
programing
m-1

No netwmk
programming
m-f

Break the Bank

NY L
(Imin annets,
23 hrs available)

welcome Trav'irs
Ekeo Prods:

kitchenware
R1Ch alt m 491
DFS (see Dhel)

P&G: prellt
61Ch 511,

m-f 3:45-1
Biow %4hr $1200

Kate Smith
m-f 4-5
James Lees;
earpets, rugs

/NY
m 1-15-30
segment

1l

D Arcy $3500

Hawklns Falls
Ch m-f 1.

Cabby Hayes
Quaker Oats

32NY m.f 30L

Per prog:

S&M $3500
Howdy Doody

Standard Brands:
royal puddings.
gelatln
B3NY 48L,
m.th 5:145-6
Bates '4hir $1550

No network
programlng
m-f

Na network
programlng
m f

Nu network
programing
m-{

Na network
programing
m-f

No network
programing
m-I

No network
programing
m-f

Nu network
programing
m-t

No network
programing

m-f

TV COMPARAGRAPH OF NETWORK

TUESDAY

Arthur  Godfrey*
snow Crop, Mxn;
‘ansol Cosmetics.
Duggan aft das
Uwens-Corning.

FSR; i't Sardine:
star-Klst tuna.

R&D alt das

General Mirs:
Frigldalie Div
i, th

FC&

Pillsbury  Mliis
flours. mixes
m th

Leo Burnett

There’s One in
Every Famlly
Hy L

5-min partle”
355

Strike 1t Rich
m

f
sus tu.th
by

Bride & Groom
General Millls
_ni-f (see mon}
DFS, K-R

Love of Life
Amer lome Pr
m-f {(see mon)
Biow
Search for Tom'w

P&G: jovt
w-f (see mon)
Biow

Gulding Light
I'&G: ivery, duzt
m-f (see mon)
Compten

Neo network
programing
m-{

Carry Moore

Piflsbury  Madls:
ballard bisenits
48NY s

tu 1:43-2 seg

C-M Jihr $2038
Freedom Rlings
Westinghouse.
appliances. TV,
radio sets, tur-
bojet plane mtrs
33NY  tudh L.
FSR $6000
Art

Linkletter
Keliogg® ail pr
281y 1.
Le tu 2:30-15
Pillsbury Mlills

m-th 2:45-3
LB ;hr $4000

Big Payoft

n-
NY sustuth L

Action In
the Afternoon

m {
Phila L
{sec won}

No network
programing
n-f

No netwnrk
programlng
m-{

Nbo  network
brograming
all wk

No network
programing
m-t

No network
programing
all wk

Nu  network
Programing
m-f

N network
programming
m-f

Paul Dixon
Show
m-f 3-1
40CIne
(Participating
segments avail-
abie)

T'or tinnin-
$376.76

No network
programing
mn-t

No network
programing
m-f

Ding Dong
School
Minnesnta
Minlng & Mig
scotrh tape
Ch tw onl L

BBDO ':hr $985

Prolegus to
the Future

NY m-T ¥

Ask
Washington
Wash m-t i,

Mrs USA

NY m-t I

No network
programing
m-T

No network
programing
m-{

No network
programing
m-{

Break the Bank
co-0pn
NY m-13-3:30 L
{1min anncts,
Lihrs available)

welcome Trav'lrs
P&G: prell
ivory snowt

m-th 3:15-1 seg
(sec mon)

DFS

Kate Smith
I’'&G: dift, prellt
GINY i,
DFS (see hel)

tu-th ‘l-l:_l.'i
Doeskin Tissues
52NY tu 4:15 30
Crey (seen bhel)

Block Drug
BANY tu 4:30-45
C&P__ fsve bed)
Knomark © esq pol

BINY L
alt tu 1:15-5
14hr

‘Mogul $3500

Hawkins Falls
ch m-f L

Cabby Hayes
NY m-f I
sus tn.th
Howdy Doody
Kellogg Co:
rice krispiest
ARNY 111,
LB {see bel)
tu.tir 5°30 i3
Coigate: tthpst
SINY 5°15-6 8L
Bates !,iir $1550

No nework
programing
m-¥

Ne netwink
programing
m-f

Noe uetwork
programling
m-t

No network
programing
m-f

No network
programing
m-f

No network
programlng
m-f

No network
programing
m-f

No network
programing
m-f

Arthur  Godfrey*
Snow Lrop. Mxn;
tonsol Cosmetles,
Duggan alt dax
Owens Uorning.
FSR: 1 Sardine
star kist tuns
R& D 1t das
Lever DBros:
pepsixient
McCanﬁl'E}iqkson
Pilishyry  Mitlls
tiour, mixes

m-th
Lco Burnett

There's One In
Every Famlly
1'arter: liver
pilix  arrld

INNY L

wob15-10

Partle:

Bates $355

Strike It Rlch
(ulgate
m.w.t

(s¢0 mon)

Esty

Bride & Croom
General Mills
m-{ (sce_ mon)
DFS, K-R

Love of Life
Amer lomo v
m-{ (see mon)
Blow
Search tor Tom'w

PaG. joyt
m-t (see mon)
Blow -
Guiding Light
rati: ivory. duzt
m f (see mon)
Compton

No  network
progiaming
m-f

Garry Moore

Best PPoods:

rit. shinola
5INY

w o 1:45-2 seg
Earie 1ghr
Ludgin $2033

Double or Noth'g
Campbell Soup
mw.f (see mon)

Ward_Wheelock
Art Linktetter

lever: surt
m,w.th  2:30-15
Ayer

Pltisbury  Miils
m-th 2:45-3
{3ee mon)
Leo Burnett

Big Payeff
Colgate
m.ow.f
(sce mon)

Esty.

Action in
the Afternoon
’hila  m L
{see mon)

No network
programing
ni-t

Nu network
programing
m{

WEDNESDAY

No pvetwork
programing
all wk

Noo network
prograniing
ur

No network
programini
all wk

No  network
pPlodraming
m-{

No network
programing
m-f

Paul Dlixon
m-f 3-4
Partle sponsors:
River Brand Rice
Mills: earoiina.
tiver brantd rtee
w 3:30-4 ser
Donahue & Coe

Vitamln Corp-
rybutel, jusenal
wo3710-50 se
KFCC (sec bel)

10CIne L

D&C 10-min seg:
KFCC $376.76

No network
programing
m i

No network
programing
m f

Ding Dong
School
Ch mt Ls
tsponsorml tu,
th.t)

Prologue to
the Future
NY m-f I

Ask
Washington
Washi m f le

Mrs USA
N Y m f 2

No o netwmk
programing
m-f

Nu network
pograming
m-f

No network
programing
m-f

Break the Bank
co-0p
m-{ 3-3 30
NY »
(I-min annets,
Y, hirs avaifable)

Welcome Trav'lrs
rP&G: predi.
ivory suowt
m-f 3 45 |
(see mon)

DFS

Kate Smlth
r&G
tuth 4 115
FS {see 1)
4.15-30 sus
Nestie Co:
neseafe. hestea
STNNY | 3

Sherman &
Marquette
w430 {5
Gerber  I'rods
GENY 1.
AL BT )

Yohr
$3500

D Arcy

Hawkins Falls
Ch m{ I,

Cabby Hayes
NY cmopw 1.

Howdy Doody
Conthnental Jikg
wonder breail,
Fostens cakes

EAINY 29L
Tahr,
Bates $1550

P

N
s

gt
n

L 1}
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l‘l'“En\‘
i

No
prog

N
prog

No
prok



000

oncy

1t

0.000
Jassy
ard

"N

1.600

dine

naba

VL
£2000

\RAGRAPH OF NETWORK

DFS

20th Century

Tales

Hour Glass
INY

Double
Exposure
Y

Wrestling
Irom Rainbo
cOoop N s

a4 30 Tim
HS

$9500 Cn N

WEDNESDAY

Captain Video

mit

B&B
D Edwards News

M ooldsmobile What's the Story?

Allenr BB DuMant

D P Brother Labs: dumont tv
Perry Como
N M chasterrld
(see mol

Walsh Ditect $1750

Godfrey’s Friends

Pillsbnry  Mills:
ur. niixes Johns Hopkins
IN Science Review
LB 3alt L
alt
N1
W&G ) Stage a Number
i 5 (Bill Wendell)
| Y Ki3n-9-80
Yot 5/26 L
VY
The Straw-hatters
Varviety
q atter /2 P
C&W slir $45.000 ) After B0

Sirike 1t Rich
Colgate: lustre

paling
shv erm. Vel
INY

Stage a Number
(cont’ 1)

$8500

Esty s
Man Against
Crime
R J Reynolds:

camel cigs programing
ISNY

Esty $28.000

Blue Rihbon
Bouts
Pabst Sales:
bhite tibbon  Deer
Nar 1,

Wrestling I bm to eonel © No network
Irom Ralnbo programling
ontd
R CE Warwick &
Legler  $30.000
Sports Spot
General Cigar
white ow
SSNY 1000511 14
Y&R $1500
Chronoscope
Longlnes
m.w.f (see inoh)
¥V A Bennett
Wrestting No network
trom Rainbe programing
eont’d) No network !
DYDY Lt nl
DuMont Labs., dlrect DTN W 7:30 8 qun
DuPont, BBDO  NE¢  alt W S.30 9 pra
Ekco Progs., )y 1° NBC, wit M 0] pin
Elecirjc  Auto.Lite, t'vdil & I'ire CRX, T
93010 ym
Floetele Co.. Ayer CDRS. alt Suan 6 opm
Falth for Today. RockbhIll  ABC Sun 12 30 1 pm
Firestone, Sveency & lames NI2C, M X309 pm

Ford Motor. JWT" NIBC Pl 9 30 10 pm

Fram, Van Sant, Imgdale NDBC, Sap 55940015 pm

Fri-nch Sardine, hoades N Davl] CIS_ M Th
[ 1o san fale davs)

General Cigar, Y& O3S, W 10 [0 1) pm

Genral Electrie, DB C BS =g v 4 20 pm; *th
T He® pm Y&R ONNBE AW N ¥ pim

General Foods, Yalt x| ot o B
EOS 10N N 40 pnn: MO 30 10 s, DTN, M.

W

General Milis, i) s
I

LU 111

e, NI R
AL, U
SA& Knoy eeves

T i
300X pim: 10
RSN I

1202 15 pn, Hidtlenn balnd NBCO 1 1o 1o Bae

Gineral Motors.
AUNEER A\

(s T
ficeter Prods..

vl Nal

Giulden Ceo., Meldinmm &

[T
B
Gowlyear

Dldsmoblle,

1y Arey
G Notte Satcty Razor,

Goodrich,
Y& R

Lo
N,

I [N

el

I Baother

a1y pm; Frigldalre,
[o 3 1% ane
N,

Muxon

1 pm

I ew petle

Wolh
AYHERS

5 pm
L pm o
NpEe e

CIN
all

xlt M % 4 Un pn
=t 4o lo nn

network

No network
] AMing
th

Eddie Fisher
Caea-Cola Co

No network

programing

No network
nrograming
mt

Lone Ranger

PROGRAMS

THURSDAY

No network
programing
m-f

No network
programing
m-t

" D Edwards News

Am g pall mall

No

network
programing

m-f

Captaln Video
NY

h

m-f

sns fu.th

No network
programing
m-f

No network
programlng

Dinah Shore
Chevrolet Motor

No network
programing
m-{

No network
programing
m-{

Nightt

FRIDAY

No netwerk Non network
programing prograining
m-f m-{

No network

programing
m-I mw.f

(sce mon)

B&B

m-
General Foods

i

Stu Erwin Show

D Edwards News
GM . oldsmobile

Al

TENY w42 . § tu.th (see tu) tu,th (see tu) n Mills:  m.w.f (see mm)
D arey s20000 ST MU ssca  No nework Campbeli-Ewaid (L ST DB prother | Xonetwork
Camel Nws Carva 16NY ' Jane Froman programing Camel Nws Carvin 56NY © Perry Como programing
R 4 Reynolds GE:. Lamp Div R J Reynolds L M chesterflds
m-f (sce mod 24NY in-f {see mon) w.w, I (see muan)
Esty DFS $18.000 BBOD $4500 Esty OFS $11.500 Cnah’'m & Walsh
You Bet Your Dzzie & Harriet
Life Tlotpoint Applian Mama \
Lmarr e hoan Life With Guide Right (Groncho Marx) w2Hy altf F  Gen Fds: max- E'
GL.‘I':,L;‘I;}I.HJ."GI;(" Carnlval Ifuiul u{'arietv DeNoto Mtr Div Maxen  (see bel) well hs coftee. No netwmk 4
meay The NY F 1y oY ) of  Chrysler sambert Phamn minute rice nrograming
TONY.Tly F My L 2INY QINY ¥ Iamll)ie;tterllnlemm 36NY L il
BBD $18,50 prly et (F & $20,000 1
A D 18,500 r&iv B&B . !
YR .329_.000 o At i\ T T L&F $35.000 i
Scott Music Hail Amos 'n' Andy
Ncutt Paper Chance ol a Blatz Brewing Broadway to Treasury Men My Friend Irma .
AONY alt wke 221 Lifetime S9lly  altth IP Hollywood in Action I’ J Reynolds: Jimmy Hughes, &+
IWT $27.500 P Lorillard:  WHW_ $30.000 Tide Water Assoc Borden Co: No network cavalier cigs Rookle Cop
Cavalcade of Am . 0l eold clgs — poyr Star Plyhs 1.(7)&1\‘( o t_\'(lnlL 0!%0{1{33:1 inst «-20‘:\‘1‘ programing INY L 5NY LE
DaPoni: inst'l 19N = Ningen sewliz IS i
2HNY alt wks P 551 a PR .
BBDO $35.3000 L&N $6500 Y&R §20.000 L&N $4500 DCSS $14,000 Esty $24,000 k
iy
Life EBegins | i
Lux Video Dtagnet Schlitz Play- ‘3(. 19 Ey
Theatre Treasure Hunt! LiBgeft & DIvers:  ppgointment house of Stars Serutp Coy
Lever Bros: lux tuterview paddlima cigs with Love Schlitz Brewing Seittan. geritol g0,
soap, Inx flakes qNy 1, ONY F Ny Fi50NY T HENY L
Kraft TV SONY ). I
Theatre Motor City Cung'hm & Edward
Kraft Voods: Fights IWT $18.500 Walsh $21.000 L&N $23.500 Kletter $3000
velveeta, kratt Bom\ng = - 7 Tal . —_—— 1
delnxe slices co-op & sus . ales o !
1N Y oL 9Detr 1. Big Town Ford Theatre Tomorrow Dur Miss Brooks | .
Lever . rinso. Author Meets  Ford Mator o' Tacques Krejsier: (eneral Foods: _ o d
shadow wave, the Critics autos, truck watch bands,  Swansdown flour, No network g
chlorodent INY INY I men's jewelry sanka coffee Drograming
JUNY 13 2ON'Y 3Hy I "
alt wks
IwT §20.6¢00 McE $21.000° IWT $22,000 H-G $12,500 Y&R $30.0001
Tids Is Msr:in'KaEne— QTwe'qty
Your Lile My Little rivate Eye uestions
ITazel Bishop: Margie X 1'% Tob: model, . Mtl:olx;;ath:’:‘s h':f(:th Bauer & Black:
cosmetieys No network ’hilip Merrls: The Big Idea old briar, dlll's No network colgate ttlmqf . cnrads
Iy 5L, pragranting phil morris cigs GNY L best, tweed programing Iy T 2TNY L
5INY o GINY 45L : {
Raymond . Leo
Spector  $12,000  Biow $23.000 Kudner  $13.500 S&M $23.000 Burnett $7009.
I Got a Secret Down You Go
Quick a sa Carter: arridt Carter prods:
Flash BONY altth L No network L . arrid, risei A
No network Ther Appliances SSCB $7000 No network programing No network No network Bates  (sce bel)
Dragraming INY 1. Raéliel guad Programing w.th DPrograning programing Helene Curtls:
alt 1h Toni: promt spray net
G68NY altth L 21Ch L
HH&M $8000 LB $10.000 R&R $7000
|
Chronoscope
Longines
m.w.l (see mon)
V A Bennett
Ko network No network No network No network No network No network No network
programing programling programing prograwming programing programing programing !
all wk . tth,f ¢ w-f all wh wn.tu,th.t No network m-(
programing
m-f
L
Green Giart, Leo Burnett: CBS, F 2:30-45 pm 8:30-9 pm; M. W, I 7:15-8 pm; Sat 7-7:30 Procter & Gambie, D»Il
Griffin MIg., bLermingham, Castleman & Pierce p; NBC. Th 9-9:390 pm ABC, Tu T7:30-% b
N1, sat 10 min, Det. 9'30-10 pwm Lincoin- Mereury, KaE: CBS, Sun %9 pm CRBS, Sat S-9 puw
Gruen, MeCann Lrickson: ARG, San 6:30- 15 mn Themas J. Lipton, Y&It. CINS, M %:30.9 pw 12:36-15 pm; NB¢
Guit 061, Y&I: N, 1° 830 9 pm Lenglnes, V. A Bennett: 83, M. W, F, 11- 4-4:15 pm; Nun 7
Hall Bros,, IFC&DB. NI Sunp §-5:30 pm 1115 pm Nun 10-10:30 pin
Hawley & Hoops, sty CHS, Snn 12:30-1 p P. Lorillard, Y&RR: CBS, Sun 10-10:30 pm: L&N: Prudential, Calkins & '
Hotpolnt, Inc., Maxon. ADLC, alt 17 8 X:30 pm NBC, 'Tu 10 10:30 pm; ‘Tu 10:30-13 pin; ABC, & Smith: NBC, alt
int’l Shee, DrArvey: DYIN, Sat I1:30-12 noen; Th 8-30-9 pm Quaker Oats, Needham.
Mem!  Durse & MeDonald. NBr. ah 1° Masland, Anderson & Calrms: CBX, M 1:30-40 pm Sun 4:30-5 pm; S
5156 pm Minnesota Mining, BBDO: NBBC, Tu 10-10:30 am M. I 5:15-30 pm
Ironrite, Mruoke. Swlth, Frepeh & Dorrance: ARC, Minute Maid, Bates: NBC. Th 4:30-15 pm Ralston-Purina, Gardnet
Mon 7330 % pmn . Montenler, Ludgin: CBBX, Sun 10:30-11 pin RCA, IWT: NBC, I° 8-
lergens, R W Orr. CBX, alt Sat 10.20 11 pn Philip Morris, Blaw: ¢Bx, M 9-9:30 pm: Th To- Revere, St George & b
Johrson Candy. Bruck: AL, Sat 10:30-11 am L3 piy: NBC, Sat #-8:30 pin Reynelds Metals, Sewds
S. C. Johnsen. Needitam, Lonls & Brorhy: ARC, Motor Prods., Deepfreeze Appliance, Ruache Wil- R. J. Ruynolds. Esty: CI
wlt o (eI pmy NBED alt M9 3010 2o Mams & tleary: CHBS, Th 1:30-47 pm G pm; CBS, M I T
Pt AR Sat 9 pun to conel, Mutual of Omana, DRozell & Jdacabs: NDPC, Tn River Brand Rice Mill
Kcllogg, Burnett. CBS. Tu 2:30 45 pm; F 215 104511 pn Wo3:e-10 pm
Dopme M1 2 p NJIBC T, Th D300 10 pm Nat'l Dalcy Preds,, Ayer: ¢DBX. Nat I2 1 pm Rosefield Packing, Gu
Kelvirator, Geye NBzLOR ne- 10 pm Nestle Co.. Sherman & Marguette: CRBN, Sat ¥ @ ABC, Sun T-T:30
Knomark, 1antl Mognl NEC o glt Ta, 1°15 5 jan pm NDBC, WO 1:30-15 pm Schick, Ine,, Kudner:
Kralt Foods, W'D NBC, W 4 16 pm Norwich Pharm., B&D: ¢BX, Sun I1 11:10 pm Nat X-9 pm
Kretsler. Dirshon Gartleld  ABC. alt 1° 9.30 10 pm Dwens-Corning Fiberglas, Fuller & Smith & Ross: Schiltz Brewing, L&N:
Lambert Pharm., Lambert & Peasleys ABC, alt CBNOON Th I0:153-300 (alt days) Scholl, Donalme & Coe
I % 3y pra Pabst, Warwick & Legler: €183, W 10 pm ta enonel Scott Paper, JWT: NI
Lnrus, Warnick & Legler 1PN, San 9 30 16 pm Pet Mitk, Gardner: NBC, Sat :30-9 pm 10-10:30 am
lamrs Lees & Sons, 13 Arey. NUBC, M [:15-30 pm Phlleo, lIntehlns: NBC, alt Sun % 10 pm i Serutan Co., Ixiward Kl
Lelin & Fink, L&AN NI, alt Sat 10 1030 pin Pillsbury Mils, Burnett CBS, alt W 8 $:30 pin: F 9-9:30 pmn
Lever Bros.: JWT: CBR.Th 9 9:30 jun: MeCamn | M Th 10151 am; M-Th 2:45-3 pm; Camp- Simmons. Y&R: CBN,
Lirlekson s CBS. Th 9300 1O pan; M, W B 30 Letl-Mltbun- CHBS, gt M 1:05%-2 pm: Tu Simeniz Co., SNCB: N!
1 mm Ayer €S0 MW Th 2:30 45 pm [ 115-2 pm 9-9:30 pm
Liggott & Myers, Cunulughuimn & Walsh. CBS, W 1 Plymenth, Ayer: ARQ, Sun 7:30-8 pm Singer Sewing, Y&R: |
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|
WSATURDAY

No network No network |

| programing programing .
1 Dy

ll No network No network - [ n
programing programing ave Is exp ana Ion
a
What In the -
No network World?
programing Phila L

$3000
'
| aul Whiteman |
" Teen Ciub Stork Club
Sweets Co: Liggett & Myers: Mr Wizard

{| tootsle rolls chesterfields No network . ) |
Aila L 1Ny L programing (‘,hmwm'e pro L ow 0 use e omp ra

selle & Cun’ghm & L4}
san $12,500 Walsh $9000 g
Beat the Clock Ethel & A‘Iber? . . . . . 4
| Sylvania Blectr  jonany Sunbeam Corp: This chart is designed to give you detailed facts at a
lifnlm featurer Prods Juplter electr appmnceis §
‘ © ASNY LB~y 40NY s d . a . ;
; b L glance about network programs. Chart at left is
Perrin-
9000 : P & : T - . .
1A Paus  $12.000 television; next issue will be radio. Nighttime pro-
Jackie Gleason ). .
Sopgand) My Hero grams appear on the face of the chart yoiw're looking
: . Phitip Morrls:
shavers o o o 50
Kudner_(see be) sy at now. Daytime is on the reverse side. Necessarily,
45
Nestle: nescafe . . o . . . l i
Feature N Thette No network Boisw  $28.000 information given is in abbreviated form. To help
W L&F P&G: it R Mack's . . . . cvpd]
Blow  thra 6/13 e Macks make grasping the informmation easier, an enlarge
Sheatfer i’en Hour . N
Seeds start_6/20 "ty Tk, portion of the Comparagraph is shown below
63NY L
65NY 58L o . . . .
(Agencies ) X R 4 to etl‘/l(?l‘ Slde o o &
ahove) $65,000 Gardner $11,000 &ltll expl(”latzons p' ”lt d
ngﬁ:urg?:hts Show of Shows
{BoxIng) q (tr 5/39)
Co-sponsors This Is Show 9-10:30
.‘l uk Cigar Co: Business No network R J Reynolds
B it COY L programing  72NY 9-930 L
gin(?ton h Esty 2hr $27,500 y
> Johnson: . o
1 S was 5 10min (9:30-10): LS
fohnson's  wax $18,150 p %OS CElegal}(er =
o cCann-kErickson
INY L Wrestling Benrus Watel
L&B  $14.0C,  Meet Millie from Chicago  eeil & Preshroy Sponsor M y true Story
ny fo-op Griffin shoe poi S 1i Drug: Name of show appears
_9:30-12m BC&P terling g in boldface
Fight Talk 15Ch L " Bristol-Myers . olle. en- ! |
IVar L DCSS bayeyr, m 5 #
— AL crgine. dr lyonst =
O lor
Ait sat 10-10:30: ) 914 _f
Prudential Ins ’ 21 2N m-t L Products advertised
» Quiz Kids | feN Y s il Num.ber T,{ s’ra’riodns c:ar; 10-1 0 :zgrz 0 on sh?:. Tmeac;\s ’;here
1 Lehn & Fink: rying show and poin D F S 523 are other products
lysol, hind's er of origination s not listed -\
No network Wrestling BN . . E®
programing s News to Me (cont*d) L&N Yehr $27.500 Wh|sper’g Stl‘eets o
ggg‘{fe“;l‘{e&f(e“i Your Hi'tr Earade Gen Mls 10 125-45
Orr __ (see bel) G mErgEErobaccol . . "y, L 5
f—— lucky strik g . . g 3 . . ¢
Simmons . beauty ToNY . SoL TlmeI is ILs’rzd whe: t\ heaties, bisq kIL L means show is live
) show length doos not 224N m-f F means fle
Y&R $10,500 BBDO  $30,000 all within even K - R $3250
quarter hours
Sports Showcase N .
Boyle-Midway: When g|r| marries
lgmautobrite | I ]“d
1
w gLis-20 Durkee as I,
ar Q .
Bothwell $1500, l b5N ln ﬁ\‘ ’f net
No network No network No network LB $3250 fﬂxgency name appears H
programing programing programing in bold face at bottom
of each listing for a
Wiestling d show. Also
(resumes 11:20) sponsored s 0
in boldface is SPON-
SOR’s es’rima(’re of pro-
T . . gram's cost (excluding
Sustaining programs are L|ve like a time)
4 ime). Agency names
Compton: Snow Crop. Maxon: CBS, M-Th 10-10:15 am (ait those which show no m illiona|re are abbreviated. For
-9:30 pm; days) listing for a sponsor
K P full e see sponsor m
pm: M-F $.0.S. Co.. McCann-Erickson: NBC, Sat 10 min. 106N m-f 1. N .
n; Tu-Th bet. 9:30-10 pm list at bottom of page b
45-1 pm; Speidel, SSCB: NBC, alt M 8-8:30 pm .
McChi . Standard Brands, Bates: NBC, M. Th 5:45-6 pm
MtClinton Sterling Drug, D-F-s: ABC, Mon 8-8:30 pm
|\'1i(‘ alt Stokeley, Calkins & ilolden: CBS. Th 1:15-2 pm
"'e. NBC Sunbeam Corp., Perrin-Paus: NBC. Sun 5:15-6
" kS pm; Sat 7:30-8 pm
11:30 am Swanson, Ludgln: ABC, alt Tu 10:30-11 pm i
4-1:30 pm f  Sweets Cog.. MTOS;I:ISeO & FEisen: ABC, Sun 12-12:30 ¢ I .” be il
1-6:30 ] pm; Sat 7-7: pm . . . _ e wi '
5-6:30 pm Sylanls, ol ' Prlihey: GBS, sat 7i90:8 p NOTE TO Starting next issue, this two-column spac u
n, 1" 8:30- exas Co., Kudner: NBC, Tu 8-9 pm (3 of 4 wks ° Q 9 H H
-9:30 pm Thor, Appilanccs, Henri, iturst & McDonald: ABC, available for advertisers. For detailed information, T
loe: DTN, h :30- pm . . .
Tide Water OIl, L & N: DTN, Th $:30-9 pm ADVERTISERS wire collect to Norman Knight, 510 Madison Ave, W
RBonfigll: Tonl Co.. Weiss & Geller: CBS, alt W 8-3:30 d
pm: Leo Burnett: CB%. alt Th 10:30-11 pm Llil
9:30 pm; U.S. Tobazco, Kudner: NBC, Th 10-10:30 pm i Y
) Vitamin Corp.. i<astor, Farrell, Chesley & Ciifford: 4
pin ¢ DTN, W 3:40-50 pm 18
0-40 pm ] Welch Grape Juice, Doherty. Clifford, Steers &
8 pm; Th' ° Shentield: NBC. alt ¥ 5:45-6 pm
Westinghouse. dicCann-Erickson: CBS, M 10-11
3:30-9 pmy pm; Th 11:15-30 am; KFuller & Smith & Ross:
CBS. Tu, Th 2-2:30 pm al
pm 1 Willlys-Overland, Ewell & Thurber: CBS. Tu 6:30-
bm; alt I 7:30 pm: 11-12 mid. (2 .lune oniy)
Wrlgley, B&R: CBS, Sun 7-7:30 pm
30-9 pm Yg. People's Ch.,, Camp: DTN, Sun 10-30-11 pm




205,000

TV homes in Memphis area

According to latest distributors’ figures
WMCT reaches more than 205,000
homes in the 2 billion dollar mid-South
market.

Average Meorer 13,297,
$1.92°

In the morning, average homes
reached are 27,060

*This figure is based on Class D™
minute rate.

Cost per
thousand homes

N s 21.4%
fhoucs?:f:dp:;mes $Io78 .

In the afternoon, average number of
homes reached is 43,870.

*Based on Class “C” iminute rate.

Here’s proof that if you are selling the
Memphis market, your best advertising
buy, dollar for dollar, is WMCT.

National Representatives The Branham Co.
Channel 5 * Memphis
' Affiliated with NBC

Owned and operated by
THE COMMERCIAL APPEAL
Also offilioted with CBS, ABC ond DUMONT

Memphis ONLY
TV Station
WMC WMCF WMCY

No network
programing

No network
programing

Tootsle
Hippodrome
Sweets Co:
tootsie rolls,

other candy pr

44NY
Moselle &

Eisen $4500

Faith for Today

No network
programing

N0 network
programing

In the Park
Phila L

$3350

Candy Carnlval

Faitlt tor Today, Hawley & Hoops:

Inc
12NY

m&m  candy

I, 34Phila L

Rockhill $2000 Esty §12,000

Seminar

INY

Both Sldes

Amer Fed of

Labor
10\Wash

Furman,

Felner $2000

Junior Press
Conference
Forum
12Phila

No network
programing

Nu network
programing

No network
programing

Super Circus
Kellogg Co:
corn flakes

45NY

5-5:30

Public affairs
L

No network
programing

No network
programing

No network

programing
Amerlcan
In Holland
NY 1
Lamp Uuto
My Feet
NY L
Man of the
Week
Wash
$4150
Adventure

(In ro-ob with

LB %hr $14,000 Musenm ot Natu-

Mars Inc:
candy
2NY

5:30-6

LB Tuhr $14,000

val Illstory)
NY 56 1.

1hir: $23.100
Lol $12,500

18 May 14

SUNDAY

No network
programing
all wk

SN0 NEIWOTrK
programing

No network
programing
all wk

No network
Dograming

No network
programing

No network
programing

No network
programing

No network
programing

No netu§ |
Prograny n

No netw
prograni

No  netw
Dprogrami

Youth Waf}
to Know:
Wash

Frontiers
Faith
Religious p1
in co-op W
Nat Council
Chs of Cln

American
Inventory |
Documenta
series

NY

Amerlcan Fon
of the Ai
Wash

TBA

THBA

alt wks i
IWT $40

200 Parade

uaker Oats:

ken-1-ratlon |

ANCh .
alt wks

NL&B $3t

Hallmark
Theatre
Hall Bros: hal
mark greetly)
cards

§ 25
FC&B $13,M
Vacationi'd Am
I‘ram Filter Cuj
S9NY
vVanSant  $8¢
Window on W
Sunbeam Cory
16Wash 3
Perrin-
Paus Sl

e




On Guard
Publle serviee
documentary

1\'

A

You Are There
Electrie Cos
Ady Program

40NY

(sponsored  alt

wks; sus others)

Ayer $20,300

Walter Winchell
‘Gruen WWateh Co
2511

1ty L
¢E r&tv $15,000

See It Now
Alumlnum Co:
aleoa aluin prs

‘34NY L&l
Other Lands,
Fulier &
V?ther People Smith &
+ Ross $16,000
] Y°"__‘NA5";°" Gene Autry
i Wrlgiey:
§ ]
1311y L&F
¥
| GB&B  $11.500 R&R $28.000,

Plymouth Playhs
Plymouth Dlv,
Chrysler Corp

32NY. 0Ly L&F lucky strikes
(9 wks startlng $INY I
1/26)
] véy"er $(5,000 BBDO $24.000
Toast of the
Town
' ABC Ali-Star Lincoln- Mercury
§ News Dealers
INY L 3INY 1
8-9
K&E $30, 0004

1 Americs In View
}1 “Travelogue
NY B0

Private Sec'y
American Tob:

Fred Waring

General Electr:

inst’l
SHINY

BBDD

v

|
This Is the
Life

Religious
o

Hour of Declision
Billy Graham

20V L
Bennett $3500

Focus
Tublic service
documentary

0y

F

No network
programing

ui |

Paul Harvey News
Burton-Dixie
L

9Ch
Wesley $850

No network
programing

Time to Smile
Bristol- Myers:

™

SUNDAY

NY Times
outh Forum

Georgetown
Univ Fornm

Wash

No netwark
programing

No network
programing

Rocky Kling, Det

LClo-sponsors:

Am Chicle: clorets
DFS

{see bel)
P&G:
ivory flakes

45NY L.
$22,500 Compt sir $6500
Plainclothesman

Co-sponsors:

sal hepatica, Larus: holiday,
ipana. bufferin, edgeworth tob
vitalis, mum W&L  (see bel)
321y NY L cCarter: arridt
23NY L
Dcss $20,000 Bates sur $6500
What's Your

The Web Bid?

P Lovlllard: Charles Antell:
kent elgs hair preps
S50NY 1. ONY L

TV Adv
Y&R  §11,000, Assoc $3500

What’s My Linc? Crawgﬁrd Chorus

Jdules Montenier:
stopette, poot

Orch

Young [D’eople’s

Ch of the Air

BT I 5Phila L
Earle I M
Ludgin $8,500 Camp $2500

Sun News Spec't
Norwlch: pepte
bismol, unguentny
ISNY I
B& B $1250

No network
programing
m-sun

No network
programing

Meet the Press
Revere Copper
& Brass:
wetal prs
22Wash 191,
St Georges

& Keyes $3500

Roy Rogers
Gen Ids: grapo
auts, post toasties
3911y

10

B&B $22.000

Red Skelton
P&G: tide
59Uy I

B&B

Mr Peepers
'Tteymolds Metals

sluminuin prs
34NY 330,

M
$18.000

Russel
| Seeds

Colgate Comedy
Hour
Uolgate: ajux,
nalmolive, halo,
rolgate tthpst
Ty P
8-9

Sherman
& Mar-

quette $50,000

Goodyear
TV Playhouse
9-10
Goodyear Tire
& Iubber
HRNY 11l
Y&R €28.000
alt wks

Phileo TV Plyhs
I’hileo Corp:
radio, TV sets,
refrlg
8INY 54l
alt wks

Hutchins $28,000

No network
programing
m-r

No network
pragramiug
mf

$40.000

Hollywood
Screen Test
Ironrite. Inc:
machines
2XNY

BFSD
Inspector

Mark Saber
Sterling Drugs

bayer, phlllipst

19NY y

DFs $9000
Dark

Adventure

NY ol
TBA
Talent
Patrol

NY L

The Doctor The Curtain
P&G: camay Rises
5INY P NY
B&B  $17,000
No network No network
Drograming Drograming

No network
programing

No netwerk
programing
m,t.th.(

Notes and explanations to help yon nse this chart

COSTS: cover talent amd nroduction only.
is Kastern
ABBREVIATIDNS: Balt.
alternate:
L, live; I, fllm; TBA,

TIME:

various; ait,

1 =

Daylighit

pr.

Time.

Baltimore;
products; rdety,
to be annonnced.

All costs
Ch, Chlcago;

75NY

Hy,

means show

are weekly

ITollywood: NY, New
radio and TV; simml, simuleast: shr, sh. share;
3 ] ls cavried on 75 stations.
nates in NY('; 0L means 50 of those stations tclecast show live, the rest cany it via kine.
STATIDN LINEUPS: far all networks except CBS TV are as of 1 May "53.

$7250

unless otherwise snecified.
York; Var,
o1igi-

Lineups for

M O N

No network
programing
m-¥

No network
programlng
mt

D Edwards News
GM: oldsmoblle
3ONY mw.t L,
DPB sur $12,000

Pesry Come
. chestertlds
mw.( L,
$25,000

2INY
C&w

Burns & Allen
Carnation
alt m

Co
681ly
ES
Goodr
6710y

BBDD

alt m
$30,000

Talent Scouts
Thos 1 Lipton:
tea, soup mixes
3TNY 1.

Y&R $20,000

| Love Lucy
I'hilip Morns:
phil
Golly

Biow _ $27.509
Red Buttons
Gen IPds: inst

maxwell hs cotl;
ga.in.es dog  td

HINY 1.
B&B $20.000
Studio Dne

Westinghouse :
appliances, TV,
radio scts. tur
bojet plane mtrs
GINY 1.

McE $22,000

Chronoscope
Longines- Witt
nauer Watch o
I9NY mwf 1.
Bennett $4 00

No network
programing
m-I

Spousors listed alphabetically

DTN. Tu 8 8:30 pm

AF of L, FMurman. Feiners ABC, Sun 1:30-2 pm
Aluminum Co. of Amer.,
nm
Muwy Lee & Marshall: NBC, Th

CBR.

miotrls  clgs
X 6

Admiral, LErwin.

Amana Refrig.,
115 20

18 May 1953 Nighttime

DAY

No network
programing
mrv

Captaln Video

22NY mw.it L.

tavailable tu.th)
Pev prg

B& B $2500
Nao network

Programing

No network
prograining

The Big ldea
NY

Boxing
ca-op
9:30 to conel
UNY

Boxing
{eont’d)

Girl Aflone
Music
5¢inc

No network
pragraming
n f

Wasey:

Sun 6:30-7

p

by

BBDY

No network
programing
m-f

No network
pragraming
n-th

Bob & Ray
Y

A 4

Camet Nws Carva
It 1 Reynolds Tob
GBONY m-t L&IT
Esty $16,500

What’s My Name ?

Crosley Div Aveo
G6TNY altm 8L
B&B  (see lel)

Npeldel Corp:
wateh bands
AONY alt m 41l

SSCB shr $20,000

Volce of Flre-
stone
Iflrestone Tire
& Rubber
62N'Y 5714
Sweeney
& James

Slmul,
$18,000

Eye Wliness
NY

4

$9500

R Montgomery
Presents
1:50-10:30

K (' Jahnson wxs

SONY alt m 451

NL&B (see bell

Awer Tob:
lucky strikes
TUNY alt m 151,

$30,000

No netwark
programling
-t

No network
progranming
m

Beulah
&G
dreft. woxydal
2INY F

DFS

No network
progranming

ABC Flghts
(Boxing)
co-ap

9-10:30

ABC Fights
{cont’ )y

$17,000

Whe Said That?

Panel quiz with

Walter Kiernan
co-op

NY 1.

No network
programing
all wk

Fuller & Smith &

Fred W. Amend, llenrl, 1lurst & MeDonald: ABC,

Name’s the Same
Neanson: plry
45NY ettt tu s
Ludgin (see Dbel)
S C Johnson wxs
JGNY  alttu L

NL&B $7000

No network
nrograming
m,tth,{

TUES

No network
nrograming

.\.4
Coronation No network No i1 bre
6:15-7:30 programIng prog
W illys- Overland ;
Moutors (
Thlondon i
6/2 only
Ewell &
Thurber
Coronation \pgmalr:n :IIdeol-
(cont™) T sus tu.th
NO
prog
D Edwards News B B
A Cig: pall mall (
NY tu.th L
SSCB sh $§12,000 network c
5 - ¥ rograming
Jane Froman prograniie s
NY tu.th I
sus tu E
Life Is Worth
Living
(Bishon Nheen)
Admiratl Corp:
TV. anpllances
TINY I 67
Erwln, No r
.\[-‘eature L o Wasey  $11.000 brogi
§
wlsdom of K
the Ages
serutan Co- i
serutan. geritol €
IONY v
[
Edward 4
Kletter $1500 Ky
Crime Syndlcated
schick: elec shve Fir
RINY alt tu 1, 1
The Musle
Kudner_ﬁ_ﬁ,%(j Show
City Hospital ¢y 1. 60>
tarter: arridf
THNY  alttu e No
SSCB $6500" | Com, o0
u
Suspense Cf
Iilec Auto-Lite: .
spark plugs, Thf”?:l“_,lff”e Arm
batterles 11w fl‘ S 1, foo
36NY M asl 4 SINY
C&P $13,500 BBDT
v E
Two fer
Danger " 1
. . td
?lzl::)l:xk-ilt)llcl:ﬁ.. Whlt)a‘ret Wasl 1?7 olch
pycopay brusises ,“\.\."’ QUL L E3NY
35NY L " 1
LAN -
C&P $10.000 . Club EX
1 Lo 1.
emba
ANN'Y
No network No network L&N |
prograning programing Bob ¢
Muatua’
13NY
B&)
Coronation
Wiys - Overland No network No net
Motors Ca prograniing prog
75London |7 m-{ all »

6/2 only

Ewell &
Thurber

TV CO}|

DAY

with ageney and time on air

Boyle-Midway, Bothuweli: TYIN, Sat 11:05-20 pm
Bristol-Myers, Dulierty. Clilford. Nteers & Shen
Ross tield: CBN. Sun 300 [0 pn; NBC. alt Nat
10 nin. between 30 10 pn
Buick. Kudner: NBC. cvery jth Tu £ 9 pm
Burton-Dixie, Wesley MO, Nun 9 9:30 pmn

programs on the CBR TV et are (with u few later-dated exceptions) as of 15 1eb. *33, alt Sat 11:30-12 noon C“mgbf_f':_!ms‘:)ll‘:; ;{\l?; ;‘ h“:((l«l:‘l\u ‘;”]l:\ RS
the latest listlng available from the netwark. Amor. Chicle, D-F X: 1'FN. Nun 9-9:30 pm: W . . . o,
TOther products in_addition to those mentloned in chart we plugzed on this progran. PR p;n T Na Ol Do Carnation, Erwin, ‘\\asq CRXM 8 830 pm
*CBS TV: Artnur Gedfrey, M-Th 10-11 amn; sold as simulcast, thne plus tatent &1, 150,000 A ‘“Cl & Ci SSUB: OBR, T Th 730- Carter Prods., SXCB. €CBX. alt Th 10:30-11 pm
annually for two TV quarter heours and 2% radio quarter hows per week per a-lvertiser. Menc g.' NBe g.',l ’]', 9 5’,30 DL 1 TH alt ‘Pu 9-9:30 pm; Bates. CBRN, W 11:05- 1
Telecast on 30 to 49 statioms; uriginates live from NYC. other points. Douglas Edwards, 13 b o G 1 W-hedfl [ o am; [YTN. Sun ¢ 30 10 pm; P 10:30-11 pm
| News, M-} 7:30-45 pm  repeats telecast for West Coast gt 9:30-45 pm EDT; Perry Como, Amer. Heme Pr., Blaw: ¢S, M-F 13:14 30 pm Chesebrough. €avton: NBC. F lu.li-11 pm
M.OW, 1 7458 pm. repeats shaw at 9:45 10 pm KDT. Amcr.  Tobacco, BIBDO: (“BX. Sun 7:30-8 pm; Chevrolet Meotor, Campbell Ewald: NBC, Tu, T
P NI alt M Y:30 10:30 pm; Nat 11)::%1;-l| pm 700 45 pm
TDDAY, NBC TV, 7-9 am (ot on chart) Is scld to advertliers in segments of ahout six Chas. Antell, TV Adv.® DTN, Hin l‘)-lll.- 0 pm Coca-Cola, Darey: NBC. W 7730 15 pm
minutes cach at a gross cost (time and talent) of $3,333 per segment.  Segments are avail- Armstrong Cork, _Bm’“i NBQ. Tu !".30‘-10. nm Colgate, Esty. CDBx 3. W, 11:30-12 noon; W
able to advertisers an a widely flexible hasis: a client can purchase anything (rem a onre- Billy Graham, Wulter I, Renneti: MBC, Sun 10- 4-9:30 pm: M. W, F 33430 pm; Sherman &
shot to a regular schedule of from one to five segments a v.eek ta an intensive campaign of 10:15 pm . Marquette: CBS. 1M 10530 pm; NBE, S
several se¢ments per show. Nome clients have participated only In gertain klnds of weather Bauer & Black, Burnett: DTN, 1" 10 10530 pm N9 pm; Bates NBC, Tu 50158 pm
| (Vick Chemical uses announcements only on stormy daysl. Due to Teday's vommercial flexi- Bayuk Cigar, Ellington: ABUC, Nat 9-9:15 pm Consolidated Cosmetles, Frank 12 Duggan. CB=S
bility the status of its advertlsevs ls constantly in u state ol flux. Today has carrted 32 Betrus Watch, Cecll & Presbrey: NBC. Nat 1 Al Th 18- 10°15 am talt days)
ellents so far in 1953, among these curiently ar recently using the program are (listed with min. bet. 9:30-10 pmn N , ) Continental Bkg., DBates NI W 5 30-64 pm
agencles): Armour & (o. (Dlal soap)., FCXB:. Anson. lue., Grey; Bymart (Tintair), R&ER; Best Foods, Karle Ludghi: CBS, W 1:45-2 pm Crosfey, BAB® NRC. alt M S N30 pin
Congoleum-Nairn, MctCann-iSrickson; Glamorene. R&R: lloover (o, Burnett: Kalser-Frazer, Hazel Bishop, Spector: NBC. AW 10-1d°30 pm Helene Curtis, R&R: IVEN IF 10 11 pm
Welntraub: lnt’l Silver. Y&R; Red leait Dug Food. Commercials are seen on {rom alt Th 8:30-9 pm % )

32-14 statlons In_the East, Southeast and Mldwest.

Ayer.

The show is actually telecast
hours, 7-T0 am, EDT: the first hour is seen only in the Fast. the second liour In both the
East and Central zones, and the third howr only in the Central zene.
advertisers in the first hour are repeated In the third hour In ovdm

The

for three

commerclals of
to cover both sectlons.

pm;

Blatz, Welntraub: CB:
Block Drug, Cerll & 1
Npe,

Tu

Presbrey: CBX. Tu 10-10:30
1:30-45 pm
Borden Co., Dulierty. Clitford. Xteers & Shentleld:

NBC, Th 8:30-9 pm

Rat 11:30-12 noen

DeSoto Motor. B
Doeskin Prods., Grey

Derty Foods, Needliam. Louls & Ibrorhy: ABC, al

NBC Th %-%:30 pm

NBC, Tu 4 15-30 pm
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In Detroit, America’s 5th Market, this is the proved “success formula™:

Take the overwwhelming popularity and community acceptance
of radio station WWJ. . . . plus the prestige and network pro-
gramming of its NBC affiliation. Add the * -million Auto Radios,
and the 15-million Home Radios in the primary listening area.

A multitude of successful advertisers, during the past 32 years, have followed
this formula for doing BIG business in a market with the largest income per family
of any major market in the U.S.A.

Through WWJ, you reach more of those families in the middle income group
and above, than other Detroit stations do . . . for less than the average cost-per-

thousand-listeners for radio time in Detroit.

‘The time to sell Detroit is now . . .
the time to buy is . . .

;;?
/ l Associate Television Station WWI.TV

AM—950 KILOCYCLES—5000 WATTS
fM CHANNEL 246-91.1 MEGACYCLES

WOR!D
ORID'S FIRST RADIO STATION. Owned and Operated by THE DETROIT NEWS ® National Representotives: THE GEORGE P. HOLLINGBERY CO.
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LOOK!
No Fence

Around KOA’s Million
Squarce Miles of Range

NIELSEN REPORTS
PROVE 10 to 1007¢ of all
radio families in 302 Counties
in 12 states listen regularly to
KOA.

But this is only part of the
story, because ‘‘you can't
fence KOA in!”" These figures
do not include KOA’s Bonus
Coverage!

Bonus Coverage

IKOA is the best Outdoor
Advertising Medium in the
West! With appeal that's alive
wherever youdrive!...In more
locations than you could af-
ford to buy.

KOA is a favorite with as
many as 97 of the radio fami-
lies in thousands of counties in
over 31 states (plus Canada
and Mexico) who respond by
mail!

The unfenced KOA range
1s the home of millions of buy-
ers with billions of dollars in
their jeans...millions of buy-
ers who are BEYOND TV
HORIZONS.

The most positive way...
the most economical way to
reach this rich market is
through programs, spots and
participations on KOA...the
radio station which..,

Covers the West. .. Best!

\‘w ,,,/

Write for KOA's
The Western Market,

DENVER

850 Kilocycles... 50,000 Watts
1625 California Street

Natlonal Sal

entauy

Nielsen Coverage Issuc.

CASTRO ON THE AIR

tContinued from page 93)

orable  Casxtro’s 1= a caichy jingle al-
wavs sung to mandolin  accompani-
ment.  Also. Castro’s policy i~ to use

a ~trong radio personalitv whenever
possible 1o give his sales pilch,

U se newspapers for
showing the

3. Newspapers:
direct  merchandisine,
full scope of vour line.

Castro’s entry into TV virtualh ~o-
incided with 1the medium’s
age. e hegan using T\ in 1918 when
there were buat 30.000 set= in the New
York area. compared with today’s 3.
100.000. Bernard Karlen. then a free-
lance creative man. approached Cashro
with ideas for a TV With
the Castro account Karlen
then set np his own advertising
ev. Newlon \dverlising.

Castro got the idea for a film com-

coming of

campaign.
in hane.
agen-

merciai the firmn has been nsing ever
sinee 1916 when he saw Bernadette. his
fivesvear-obd danghter. trot into the
iving room and open the living room

sola unaided. h b him lnln!f‘(lldl(’l\

Show Bernadetie in the film actually
opemng a Castro Convertible.  Copy
theme: S easy to operate. even a

hild can open in.”

This 60-second film was shown onece
weekh starting Julv 1918, then
ually.
demonsiration. the schedule was in-
Today the Gl runs about
WABD. WOR.
and WCBSTY,
Castro ran this
Fngelish-language commercial near an
Halian  film WOR-TY.

Howevero the audience research proved

orad-
as Castro saw the resulis of the

Cres ‘(’(1
mn(‘ imes a week over

SNJZATN D WARBT.

\lmul lwo vears ago.
program on

that this <ame group of viewers was
the regular English
program adjacencies. Other 1han this
Caxiro
dropped a time slot.

being reached by

imstance, however. never has

Television actually put Castro on ihe
map. althongh the time was particular-
h opportune for a Castro campaien.
\mions factors nol conneeled with ad-
vertising helped 1oward his growth:
1 The housing shortage in the late
I'('I'li(‘ﬁ was a8 acule ds  onNer, h(“”('()
the trend 1owards =maller. compacter
apartinents in the metropolitan area.
20 The market for convertible sofas
was wide open. Though they'd been
available i some form since the Twen-
tties. they sere little known to the pub-
Heo 131 Castro was among the first

destener-manufacturers to develop  a

Wi

CLEVELAND’S

STATION

5,000 WATTS—850 K.C.
BASIC ABC NETWORK
REPRESENTED
BY
H-R REPRESENTATIVES

LOUISIANA PURCHASE

'=SINCE 1803

WMRY, New Orleans’
Negro Market Station

Based on latest morning Pulse and
published announcement rates, you

pay less, far less, per percentage of
listeners, with WMRY.

% OF COST PER %

STATION LISTENERS LISTENERS
WMRY (Ind) 12 44c
Station A (Net) 28 $1.07
“og 12 $1.17
“oc n $0.65
“ p 10 $1.50
Y E (ind) 6 $0.88
R 4 $1.40
“ 6 " 4 $1.05
W 3 $1.63
SR 5 $1.06

600KC "“THE SEPIA STATION"

NEW ORLEANS, LA.

EDWARD PETRY & CO convertible which filled hoth the need
. A - La
San F )+ Los Angeles » St. Louls » Dallas lor comfortable sleeping ar night. and | Gill-Perna, Inc.—-Nat'l Rep. _J

102 SPONSOR




THE ]7 TH STATE™

Traveler

“Everyday people and places—they’re news’
is the plnlnsophv hehind the WGY Traveler’s
program. Wandering over the highways and by-
ways of WGY.- l,am] Enoeh Sqm[m encounters
many interesting people and pla(‘v\ A veteran

radio and new spaper nan, Iinoch is the kind of

a fellow who has a knack at ferreting out stories
from complete strangers. And with thv rich his-
torical and }vﬂ('m]ar} character of the WGY area
(from the Hudson River Valley to the Canadian
border aud from mid-New nﬂland to Central
New York) he’s having a field day in gathering

N P

human interest material for his 15-mimute pro-

gram on Station WGY at 2:15 pam. every week-

dav. Some of his material is fact and some of it
15 legend, but Enoch Squires has become very
real to the people of the 17th State.

An intensive promotional campaign for this
new program has made “The WGY Traveler” a
houschold word in Eastern Upstate New York
and Western New England. See your Henry L
Christal representative for choice spots on this
unique program.

Wherever the story is, Enoch
Squires will fmd it. Walking through
fields. visiting general stores. or just
kirocking on strange doors are the
WGY Traveler’s teehniques. And
they work hecause the WGY audi-
ence is richly rewarded with the
little known facts about the every-
day people and places in the WGY
ecommutnity. The WGY Traveler is
a home-spun show whieh has taken
the 17th State by storm.

*The WGY area is so nomed because its retail sales is exceeded by only 16 states.

50,000 watts Studios in Schenectady, New York.

A GENERAL ELECTRIC STATION

Represented by Henry I. Christal Company, New York ¢ Chicago « San Francisco

18 MAY 1953
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wa~ a hand<ome piece of furniture dur-
ing the dav. However. the little girl
opening up a Castro <ofa by herself in
his television commercial probably con-
tributed more than anvthing else 10-
ward making Castio a household word
in the New York area. Caztro believes.

Fhis vear Castro plans to produce a
new version of the commercial using
Bernadette’'s fivesvear-old  brother in
her original role. Thi~ film. as was
the fir~t. will he <hot in Castro’s own
Iiving roont.

Castro’s approach to radio is no less
original than his TV campaign. His
radio anunouncements. preceded by a
catchiy jingle sung to mandolin accom-

a
miss step
can ruin
your score

* RADIO
. IV
« NEWSPAPER

panient. are heard some 20 times a
week over New York stations WNBC.
WCBS. and WMCA. Neither Castro
nor his ageney has a vigid policy on
the length of time over which a par-
ticular jingle is useful. As Bernard
Karlen pnts it: “We change the jingle
whenever we get a good idea for
new one. And often we run two or
three jingles simmltaneously over dif-
ferent stations or at different times.”
These jingles do have twe things in
common: (1) Thevre easv to remem-
ber because of their rhvime: (2) they're
accompanied by Ttalian folk music.
peppy and melodice, played upon a man-
dolin in Neapolitan style. and there-

for a perfect score every time

it’s WII00

ORLANDO, FLORIDA

A step in the wrong direction can ruin your
sales results in any market. But you’ll click
when you choose WHOO in Orlando, Florida.
Local people in the know choose WHOO to
carry their sales messages. You, too, will be
able to sit back and watch the Sales Chart.

Natianal Representative
Avery-Knadel, Inc.

1)

New York Office—Hotel Borcloy ~Home Qffice—500 Security Bidg., Toledo, Ohlo

104

fore with a fresh appeal to the ma-
jority of radio listeners.

Here’s one type of lead-in to a Cas-
tro radio commercial. although it’s dif-
ficult to call it typical. because there
have been so many over the past four
years during his use of the medium:

There was an old woman who hived
in a shoe,

She had so many children she didn't
know what to do.

Every evening at bedtime she'd sit
alone and weep.

There 1were beds for her children—
but no place for her to sleep.

From this poem pointing out a need
for a comfortable bed. the copy leads
imto a hard sell of Castro’s Converti-
bles. Copy stress is on comfort, con-
venience, brand name, and economy,

The jingles themselves are the result
of agencv-client effort. Sometimes Cas-
tro himself writes the jingles, some-
times they originate in the Newton
Ageney.  When theyre done in the
agency. the jingles are a team effort.
Involved are a composer-folk singer
who arranges and records the ditty,
as well as the two Karlen brothers. who
operate the Newton Agency together.

’---\

THE

QUAD-CITIES
1 Radio Station I

No.
I WHDBE

joins the nation’s
No. 1 Radio Network

CBS

Effective July 1, 1953

q
1
I

TELCO BUILDING, ROCK ISLAND, !I.I.II'I'DIS
Rapresantad by Avery-Knedsl, Ine,

SPONSOR




NEWS =Rising Sales Curves_!_

“Sales Increased 50%
Through Sponsorship
Of AP News”

Y. . . that's the record scored by
Schreiber & Miller Furniture Co.,”
says James W. Bradner, Jr., Owner-
Manager of KGBC, Galveston, Texas.
“Other sponsors report sales increases
ranging from 11% up to 700%.”

Of the sales increase at Schreiber
& Miller, Jack Miller says: “A case in
point was a promotion of General
Electric Wringer Washers.” We adver-
tised them only on our three Sunday
newscasts — nowhere else. By noon
Monday, we sold out our entire stock
of 21 washers at $119.95 each. Dur-
ing the three years we have spon-
sored KGBC-AP News we have won
every G.E. district sales contest. And
last year we were named one of the
top ten dealers in the nation.”

James W. Bradner, Jr.
Owner-Manager, KGBC.
Galveston, Texas

=

For full information on how you can put Associated Press news to work
for you and your sponsors, contact your AP Field Representative or write

Hundreds of the country’s finest stations announce with pride,

“THIS STATION IS A" MEMBER OF THE ASSOCIATED PRESS.”

“30% Of Our Revenue Comes
From AP News”

“...and 90% of our AP news spon-
sors have been with us for more than
three years,” says C. C. Thompson,
General Manager of KSOK, Arkansas
City, Kansas.

“If a sponsor of another type of
program cannot see direct results, we
sell him an AP newscast or news
participation . . . that usually does it.

“News on Parade, a 30-minute
roundup, is sold on a participation
basis and has a waiting list that has
had no openings during the past two
years.

“I contacted Bridges Style Shop,
which is now in its third year of co-
sponsorship of News on Parade. Mrs.
Lydia Bridges, owner, told me that
News on Parade has done a consis-
tently fine job for my firm the past
three years. Just this month one an-
nouncement on. this AP newscast
brought out one of the largest crowds
she ever had to an after-Easter sale.”

S. C. Thompson
General Manager, KSOK,
Arkansas City, Kansas

50 Rockefeller Plaza, New York 20, N.Y.

REDIO DIVISION
'THE ASSOCIATED PRESS




SOUTHWEST VIRGINIA'S [7¢0428€/2 RADIO STATION

wDBJ TOTAL WEEKLY AUDIENCE-SAMS 1952

Day 110,861

Night 92,186

and 3-or-more days and nights

Day 92,885

WDBJ’s weekly SAMS.1952 daytime

Night 67,743

audience is 1249,

greater than the second stations; and for 3-or-more days,

1929, greater.

WDBJ’s night-time audience is 949, greater,

and for 3-or-more nights weekly, 1259, greater.

WDBJ’s rates average less than 20% more
than the second stations.

Compare . . . then call

: B Established 1924 . CBS Since 1929
! AM » 5000 WATTS . 960 KC
FM . 41,000 WATTS - 94.9 MC
| ‘ ROANOKE;: VA. ¢

Free & Peters, Inc.!

Owned and Operated by the TIMES-WORLD CORPORATION
FREE &:PETERS, INC., National Representatives

KWJ

is for the (w4

“Careful Buyer”

The buyer who must make every ad-
vertising dollar do double duty—the
local advertiser who knows the Port-
land market best—they are the steady
customers of KWJJ. They have found
that this powerful independent brings
more sales per dollar spent because
KWJJ brings local people the kind of
locel programming they want to hear.

Onc spot schedule will oy

convince you dPDT A
KWiJJ " )
1011 S.W. 6th Ave., Portland 4, Oregon

Studlo and 0Offices
WEED & COMPANY

,\« g
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At the crossroads of U.S.

93 and 10 to Glacier and

Yellowstone National

Parks, Sun Valley, Flat-

head Lake, Blackfoot
Dude Ranches,

tap this Tourist Mecca

by using

EUTTT watts 250 watts

Night & Day Night & Day
MISSOULA ANACONDA
BUTTE

MONTAN A

THE TREASURE STATE OF THE

Represcntatives:

Gill-Perna, Inc.
N. Y., Chi,, L.A., and S.F.

First the composer sings a version of
the new jingle. accompanying himself
with a guitar. While he’s singing, the
Karlens take notes, rarely interrupting.
For the second run-through. they make
their word to be
changed here or there because it isn’t
clear when it's sung, a phrase changed
for more direct sales appeal. After
anvwhere from six to 15 run-throughs,
the three men agree that they’ve got
“a good one.”” It’s then typed up for
presentation to Bernard Castro who
frequently makes further changes.

suggeslions—a

Best proof of the success of these
jingles has been the overwhelming
number of write-ins from listeners ask-
ing whether they might have copies of
the words. These write-ins inspired a
promotional idea that is still in the
planning stage at the agency. For the
opening of the new Hempstead, L. 1.,
store in June, Castro was planning to
have some 10,000 records of the recent
jingle printed for distribution to the
first week’s customers. At the moment
the plan is floundering on a reef of
AFM regulations, with the musicians’
union asking a per-record rate that
would make the promotion too expen-
sive an undertaking.

Beside the 00-second announcements,
Castro also spongors 10- and 15-minute
segments on four d.j. shows, includ-
ing Skitch Henderson, on WNBC, Jack
Sterling, on WCBS. Bill Leonard. on
W CB>s, and Gallagher and O’Brien, on
WMCA. Three of these are morning
shows; Skitch Henderson is heard in
the late evening. and has long heen an
effective salesman for Castro.

SPONSOR estimates that Castro spends
some $100.000 annually on radio and
television. He places his newspaper ad-
vertising  dircet—Tfull-page ads an-
nouncing a special sale.

Bernard Castro began designing and
manufacturing Castro Convertibles in
1932. selling his line from a smnall
store on New York’s 21st Street. For
over 20 years, he designed and manu-
factured the Castro line on the floor
above this one store.

Design conscious. Castro now has a
line of 00 or more styles, each made in
three sizes: love-seat, sectional. and
sofa. He carries somc 2,000 fabrics
in stock for customers to choose from.
The price range, considercd low by
the industry, is $155 to 3650 for con-
vertible sofas.

Since he hegan expanding to other
stores. Castro has added other picces

SPONSOR
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of furniture as a customer convenience
to round out his line.

No other large firm in the New York
area, trade sources say, both manufac-
tures and sells its own convertible
sofas retail. However, a number of
other convertibles compete in this mar-
ket with Castro. Among the most
prominent competitors is Simmons’
Hide-A-Bed. with its Dbig national
brand uame behind it. The Simmons’
product usually retails at around $199,
and is sold by Simmons to various
New York stores.

The Sinmmons Co. spenl some $500.-
000 nationally for its 1952 network TV
advertising, dividing its budget be-
tween Hide-A-Bed and Deauty Rest
maliresses. During 1952 Simmons was
bavkrolling a I5-minute segment of
the Kate Smith Show oun NBC 'TV.
This year, the firm sponsors John
Daly’s I’s News To Me. CBS TV,
10:30-11:00 p.m. Saturdays, alternat-

“We are especially pleased
with the completeness and
accuracy of Western Union’s
reports.”

Use fast
Western Union

OPINION POLL
% Service

Western Union’s
Opinion Research
Polls spot-check
publications, radio,
and television audi-
ences, consumer reactions and brand
ratings...obtain opinions and require-
ments from professional and indus-
trial customers.

Other Western Union Services

® MARKET SURVEYS — Fast, efficient way to
check consumer attitudes and brand
preferences.

® DISTRIBUTION — Fast distribution and
messenger service.

© CIRCULATION VERIFICATION—Checksttitles,
buying influence and addresses.

® “OPERATOR 25" — Enables advertisers to

give prospects names of local dealers

by telephone — provides missing link

between advertiser and consumer.

For further informotion on ony or all
these speciol services, coll your

ocal ofice o INMESTERN
UNION
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ing with Jergens. About half of the
Stmmons commercials are devoted to
their convertible [urniture.

Sachs Quality Stores, a chain of [our
furniture stores all within a 50-mile
radius of New York City, also have
their own brand of convertible soflu
lo compele with Castro’s. The Sachs-
0-Matic, retailing from $129 upward.
is made by a contractor for Suchs
Quality Stores. Sachs considers it=elf
in direct competition with Castro be-
cause both firms make their pitches to
budget-conscious customers, hoth scll
Lo the same lower-income groups, Sachs
put an inlensive push Dbehind the
launching of its Sachs-O-Matic last

fall. with some 20 to 30 radio and T\
announcenments a week for two weeks.
Since then, the firm’s heen averaging
about one TV announcement a week.
\lso. the company has just rencwed,
for the fourth time, it~ 13-week eycele
of Decorators’ Work Shop, WPIX
12:30-12:415 p.n.

A big competitor of Castro’s on the
retail level is Macv’s. While this de-
partment store does not manufacture
its own =ofas, it does have ils own
brand name: Maceyv’s Savbrooke, retail-
ing at $190 in sofa size. Suppliers for
both Macy’s and Sachs Quality Stores’
converlible sofas are Eclipse Sleep
Products and the Chesapeake-Siegel-

audience . . .

Paramore.

You get guaranteed point-of-
purchase advertising and regqu-
lar station mention direct to
the merchant.

Guaranteed Product Displays
with regular customer reaction
checks by WREN personnel.

*

*

5000 Watts—ABC

If you're looking for a tried and true merchandising plan for your
product—then don't overlook WREN in Topeka. WREN sells TWO
WAYS . . . builds consumer acceptance thru the area’s top listening
makes sure the merchant features your products thru
cooperation of its merchandising department headed by Miss Dorothy

A Definite Merchandising Program

MORE LISTENERS . . . MORE HOURS . . .

THAN ANY OTHER STATION

Regular report to the account
on general product acceptance
and store positioning.
Availability of WREN's coop-
erative program with TOPEKA
FOOD DEALERS’ ASSOCIA-
TION.

*
*

IN TOPEKA'!

Weed & Co.
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top station

According to the Dr. Forest L. Whan Survey of the
Boston Trade and Distribution Area, New England TV
families tune most to WBZ-TV. Here are the exact figures:

Station
“Listened to Most” Daytime Nighttime
WBZ-TV 54.8%, 52.49,
Station B 32.59, 37.3%
Station C 8.7% 7.1%

.. 1n an area that's tops

in TV interest!

New England women really have cyes for television. So
do their men and children! You can be sure of results
when you use WBZ-TV to build your sales in a territory
that devotes such a sizable slice of every day before the
picture tube. Here’s how Dr. Whan mcasures length-
of-listencrship:

NUMBER OF HOURS AVERAGE PERSON SPENDS

WATCHING TV—DAILY
(in homes equipped with television)

Average Woman Average Man

Over 18 Over 18
Weekday 3.71 hours 2.62 hours
Saturday 4.14 hours 3.43 hours
Sunday 5.20 hours 4.61 hours
Average Teen-ager Average Child
12-18 4-1
Weekday 2.64 hours 2.45 hours
Saturday 4.28 hours 4.66 hours
Sunday 3.97 hours 4.14 hours

With the Whan report at your clbow, you ean plan vour
New Lngland advertising more cffectively than ever be-
fore. Its 70 fact-filled pages tell you the station and the
hour that are best for your purposes. If you don’t have a
copy. get in touch with WBZ-TV or NBC Spot Sales.

Land Co.. both New York firms, nei-
ther of them radio and TV advertisers.

Kroehler’s. a Midwestern upholstery
house. attempted to snag the New York
market with its convertible sofas in
1952, but despite its relatively heavy
spot television campaign, was driven
out of the area by Castro’s consistent
effort. trade sources report.

Todav topmost in convertible sofa
<ales for the New York market, Cas-
tro has been :couting out locations in
other Lastern Seaboard areas for fu-
ture expansion. Other markets are defi-
nitely being considered, but for the
moment. at least. these plans are be-
ing guarded with a secrecv worthy of
the counterspies.

It is safe to bet, however. that when
Castro does decide to move his highly
successful operation into other ILast-
ern markets, the opening of his new
stores will probably be accompanied
by a jingle and Neapolitan tune, and
potential customers in the new city will
<ee films of little Bernadette or her
brother opening up a Castro Converti-
ble with the greatest of ease.  * * %

MEN, MONEY

tContinued from page 10)

Meanwhile. let there be no doubt
about color television among advertis-
ers. When 1t comes, 1t will be sheer
revolution. Color television will give
the broadcasters an answer to four-
color photoengraving. a great come-on
for space salesmen during the past
decade and more.

* * *

And when does color television ar-
rive om scene? Educated guessers tell
us within anywhere from one to five
years. The system successfully demon-
strated at RCA’s plant presumably
meels previous c¢niticisms.

* * ¥*

Will color add to studio production

costs? These are already disturbingly

B o s To N high in  Dblack-and-white telecasting.
The technicians’ answer: “No.”
= PR
| Chdnnel 4 Color will undoubtedly bring tech-

nical changes. The greatest of these,
for the business man, will center on
the redesigning of packages so that
color, shape, and trademark wording
will shiow 1o maximum best advantage
over the air as well as on the shelves
ol retail stores. * kK

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

National Representatives. Free & Peters, exeept tor WBZ-TV;
for WHZ-1V, NBC Spot Sales
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On the beach
—or in the car
listeners dial

WGAR...

HIGHWAYS

81% of all cars in Northern Ohio
have radios, 75% in use and
35% tuned to WGAR at any
given hour. Drive your !
sales message homel o 4 g

COTTAGES

Along Lake Erie are more
than 15,000 summer
homes. They listen most
to WGAR, the 2-to-l
choice in this area.

Nearly 1500 motels and tourist
hotels serve Ohio’s summer resi-
dents. Transient dialers also
stop at WGAR for top
CBS and local shows.

TRAILERS

Listeners follow the W GAR trail
in 750 trailer camps. It keeps
them in touch with the
world ond -gives them

g
worlds of entertain- ‘/\(Q‘

RESORTS

Listeners in more than 100

vacationlands in Northern Ohio

resort to WGAR, as do smort
advertisers who
want to reach
prospects year
~round

THE SPOT FOR SPOT.RADIO

Clevelfahd
50000 watts

5'FifthrAve,, N‘Y C.r
Represenfed by The Momy I Chmiol Co:
In Conod; by o%uo

AMANA FREEZERS

tContinued from page 32)

promoles  food -uppli = well as
freezers. If the food plan is not up to
\mana’s high standards. the campaign
is nol approved for a co-op budget.
If it is really wild in its claims. Amana
will cancel the dealer’s franchise.
Although a siz-
able number of Amana dealers a
handling both [reezers and food. the

ommercial policy:

conunercial copy on the [wo networ

shows steers clear of food plans. “The
trend today ix away from food plans
and toward the selling of freezers like
ordinary appliances,” Bergman ex-
plains. “and the day of the appliance
dealer who's also in the food business
i drawing to an end. The majority of
Amana dealers right now are selling
\mana freczers \nlhoul any food tie-
ms.

However. the dav of straight brand
selling of freezers has not yet heen
reached, as ML&M agency executives
point oul.  Women must still be sold
on the freczer concept. how a freczer
will economize for them, in addition
to being sold on the straight merits of
a particular brand.

In the radio commercials of People
Are Funny, this double-barreled ap-
proach is carried out, typically, as
follows:

“Let’s turn from fun to fact for a
moment. Amana Food Freezers are
by far the best made, but what makes
a freezer best? First, a freezer must
freeze foods quickly, Dbecause fast
freesing allows the foods to retain all
their natural tasle, vitamins and nu-
tritional goodness.  And the Amana
freczes foods more than twice as fast
as the next best brand tested. . .and
cvery leading brand was included in
these impartial tests. Second, a freezer
musl maintain an ‘even-zero’ tempera-
ture because variations in temperalure
cause the foods to contract and expand.
and this changes their structnre and
their taste.

“In the Amana. every szhell is a
primc freczing surface, and there are
]mmo fm(‘/mﬂ snrfaces in the top and
m the l,‘ollom too. . .posilive assurance
of even zero temperatures throughout
the freezer. And third. a freezer should
be economical 1o operate, and the
Amana froze foods at less cost than
any other freezer tested.  And fourth.
whien vou by a freezer, be sure that
its advertised and rated size is actual

lorage capacity

Just the ticket for

SUMMER SELLING
in Northern Ohio

WGAR

Our listeners take
vacations . . .
but no vacation

from listening!

FISHING

Loke Erie and the inland lokes
abound with fish and portable
radios—catching the best CBS
o and local programs

I A on WGAR.

PICNICS

Food under one arm,
portable radio under the
G other; picnickers listen to
WGAR in o recep-

tive mood.

CONVENTIONS

Visitors ‘will bring $15
million extra spending
in 1953 to Northern
Ohio ... where listening
to WGAR is a conven-
tional habit.

HOME JOBS

,9 Stay-at- homes listen
while they work or play.
This Northern Ohio mar-
ket is served best by
WGAR!

THE SPOT FOR SPOT RAD'O
Clevelund g
50, 000 wa"s

.

.G
¥y 1. "Christal Co:.

855 F
“Represented by Thc
In Cdnada by. Radio Time Snles, ua Toron

SPONSOR

-




“In the Amana. every cubic foot of
sizc is available for storing foods. . .
no tubes, grates or bars fill the space
vou purchased to keep food in. Well
. . +hat’s it. . .the simple story of
Amana superiority . . . freezes foods
faster and at less cost . . . inaintains
even zero temperatures throughout the
freezer . . . gives you full storage ca-
pacity. Your dealer will be happy to
show you all the results of the inde-
pendent tests that prove Amana best.
Why not drop in tomorrow and see for
yourself. And remember, the freezer
guaranteed to out-perform all others is
Amana, backed by a century-old tra-
dition of fine craftsmanship.”

Television commercials in the Kate
Smith program are done by live dem-
onstrations of the Amana freezer
backed up with a running commentary
by Kate herself. More or less. they
are demonstration versions of the radio
commercials, and stick pretty close to
the sanie two points: (1) Freezers do
a wonderful job for the busy house-
wife, and (2) the best freezer is the
Amana.

Here’s a typical recent commercial
from the Kate Smith show:

Amnouncer Ray Morgan takes two
steaks and shows them to the TV
cameras. The demonstration goes hand
in hand with the dialogue.

“Here are two steaks . . . same size
... same quality. This one was placed
in the Amana just three hours ago . . .
and this one was placed in an ordinary
freezer at the same time. Notice how
it’s still soft . . . the surface is only
beginning to freeze. The Amana steak
is frozen solid!

“Now, food must be fast frozen to
retain all its original flavor and vita-
mins. Here’s how the Amana does
this fastest. . .”

What tollowed was generally <imilar
to the selling points stressed in the
People Are Funny radio copy. Viewer
attention was called to the construction
of Amana freezers. and liousewives
were invited to “ask your dealer to
show you the freezer that is guaranteed
to out perform all others ... Amana.”

Dealer tie-ins: Although Amana is
a relative newcomer to national-level
air advertising. the company and its
agency have an extensive radio and TV
background gained through several
years of dealer co-op Dbroadcasting.
One of the first things Amana learned
was that radio and TV work be-t when
there is strong point-of-sale identifica-
tion between programs and dealers.

Accordingly. Amana goes to con-
siderable lengths to provide its 7,000
dealers with extensive promotional ma-
terial to tie-in with People Are Funny
and Kate Smith. To prepare for the
19 May start of the People show, for
stance, Amana has sent dealers a
complete promotional kit containing
everything from recorded promotion
announcements by Art Liukletter to
window stickers and counter cards.

Similarly. Amana supplies distribu-
tors in video areas with plenty of pro-
motional aids geared to Nate Smith.

This steady stream of promotional
mailings, kits, and flyers serves two
important purposes for Amana:

I. It keeps dealer and distributor
enthusiasm at a high level, since the
men who sell freezers to the public
know that Amana is doing its share
with heavy advertising campaigns,

2. It adds to the combined punch
of radio and TV by relating national-
level programing to the dealer. As
agencyman Bergman puts it. “our
products become identified with people
that the public likes and trusts.” * * %

RATING PROJECTION

{Continued from page 37)

be used for more than just rough com-
parison of one station with anotler,
which is all theyv logically should be
used for. Theyre also going to be
ferreted out unseientific as this is-
for inter-media comparison. and if
you’re using a vardstick which has to
make radio look higher cost than it is
-watch out. The newspaper boys will
be selling someone at the chent’s or-
ganization to quit spot radio.

So Marschalk and Pratt and the Sta-
tion Representatives Assoeiation, each
working independently, sought to hck
this problem.

Here are some sinple figures to il-
lustrate what they were up against.

Suppose you had a station in which
the home county had 100,000 radio
howmes all told. Suppose further that
NCS found 5097 of the homes in that
country, or 50.000 homes. reported lis-
tening once or more weekly to that
station in the daytime,

If you were interested in a daytime
program with a rating of 5.0, how
would you project it to get the number
of homes it reaches? Simple. You'd
take 57 of the 100,000 because, by
definition, a rating i< a percentage of
all the radio homes in the sample area.
That would give you 5,000 homes.

You would not take 59 of the 50,
000 homes. That would give you only
2,500 homes. shortchanging the station
by 2,500 homes.

Yet this is exactly what you're doing
if you apply the 5% rating to NCS
total audience figures for outside- and
inside-the-home county. You're pro-
jecting a rating based on percentage of
all radio homes against a base which
consists of less than all the homes. Or

Every summer day there are 602,000 or
more visitors in our primary coverage area

18 MAY 1953

PR Easy Listenin’ !

survey? WHDH

Have you seen the new ‘“Pulse of Boston Area’”
is first again with a completely
projectable rating to
your Blair man for the story!

OWNED AND OPERATED BY BOSTON HERALD-TRAVELER CORP,
REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

1,423,500 radio homes. Ask

BOSTON
50,000
WATTS
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to put it another way, you’re project
ing a rating against a rating.

What SRA may recommend instead,
and what Marschalk and Pratt is do-
ing, is to use a method that corrects
this error.

Here’s how the correction works. In
the example above 59 of 100.000
homes were found to be listening to a
program. But because NCS found that
station had a weekly audience of 50,-
000-only in that home county we know
that those 5,000 hsteners must in gen-
eral have been confined to the 50.000.
Now 5,000 Hsteners is 109 of 50,000,
In other words, if you're going Lo pro-
ject any rating at all, the one to use,
says SRA, is the corrected rating in
the home county among the NCS audi-
ence—the 109 .

This “eorrected” rating is then ap-
plied 1o the total NCS weekly audienee
for all counties covered by the station,

Dan Denenholz, research and pro-
motion director of The Katz Agency
and a member of the SRA committee
which is considering this method, was
a leader in working it out. He told
sPoNsoR: “No method of projecting a
rating produced in a limited area to a
broader area is correct. We are how-
ever faced with the practicalities of a
situation. Ratings are being projected
with one formula or another despite all
the warnings of the pitfalls. This for-
mula, of eourse, has its weaknesses in
that among other things it assumes that
a station’s circulation as reported by
SAM or NCS will have the same listen-
ing patterns in the outside areas as in
the rating area. While there is no
denying this fact, we believe it is not
too far fetched an assumption in that
we are dealing with a station’s identi-
fied circulation to hegin with., Despite
this weakness, however, this formula

For complete "at home'' and “out-of-home’
ratings see "The Pulse of WHDH Area"
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comes closer to reality than any other
method currently being used. In other
words it is the least bad of the meth-
cds we now know about.”

Other memberz of the committee
are: Ward Dorrell. of John Blair.
chairman: Lou Maore of Robert Meek-
er; Jones Scovern of Free & Peters:
Ru~s Walker of John I, Pearson.

S.NL Giellerup. Marschalk and Pratt
vice president had this favorable com-
ment: “[t scems no more than consis-
tent to figure the home county rating
against home county potential (week-
Iy circulation) because when the locel
accomplishment iz projected it is pro-
jected against the station’s potential
(total weekly circulation).”

One timebuyer in another major
New York agency. asked by sroxsor
for a reaction to the method, pointed
out: “You certainhy aren’t inflating the
audience when vou use that type of
‘correction.”  We know that usually
the degree to which people listen to
radio is more intense outside the city
Hmits than it ix inside, especially in
TV markets.”

A. C. Nielsen waz exposed to the
correction method when he attended a
meeting of the SRA commillee on cov-
erage services. He said that he and his
organizalion were aware of the prob-
lem in projecting ratings and were now
working actively to =olve it. Appar-
ently, Nielsen is developing a method
of correcting ralings which goes be-
yond the SRA technique. Nielsen
hopes thereby to solve the problem for
the industry. The reaction of A. C.
Nielsen to SRA's method. meanwhile,
geems not unfavorable.

Kenneth H. Baker. president of
SAM, was asked for his comments by
spoxsoR. He warned that any use of
coverage dala in projecling ratings

WHDH’s area

was wrong and hannful to radio 1
evitably. he felt. this data wculd be
taken up by the printed media and
ssed to slap radio in the face. The
problem. as he put it. was one of toach:
ing the printed media not to compare
cost-per-1.000 copies of a publication
with  cost-per-1,000  hsteners.  Until
they start using cost-per,OOY actual
readers, he thought, radio was foolish
to provide them with a cost-per-1.000
listeners figure that could be used
against it

Said Daker: “There must be a thick
~tone wall down through the middle of
those agencies who let their space buy-
ers figure in terms of home. reached
and their timebuyers in terms of hs-
teners,

“l =e ratings for deterniining where
the valuable adjacencies are and. when
they are combined with audience com-
position data, for determining the best
time aud place to reach a particular
cudience. But keep the ratings out of
the calculating machines.

“This, | know, is whistling against
thunder, but the thunder may
away.

In addition to the
od of using total audience n project-
ing ratings described above. SRA hax
come up with a <implified technique of
handling the arithmetic.

This teehnique is a real time saver.
What SRA suggests is that the buver
using itz method first calculate for each
station a standard correction for its
total daytime or nighttime audience.
This corrected total audience figure
can then be used directly with a rat-
ing and kept for use each time the buy-
er is figuring costs for that station.

Go back to the case of the station
with 100.000 radio homes in the home
county. Let’s say that the total weckly

o
o

3

‘corrected” meth-

Away We Go . . . .!

People on the move listen to radio . .
listen
Take advantage of this huge “out-of-home’ market
and add it to your “at home” buy!

OWNED AND OPERATED BY BOSTON HERALD-TRAVELER CORP.
REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

. and people in
to...of course — WHDH!
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Other TV Film *Who's Fhe™
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DIRECTORY
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TV FILM PACKAGES
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FREE TV FILM
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MARKET Spotane

Valker Co. (1o
goT s mep Jeter L (S U ey
* OPERATING HOURS
D)

MOTION PCTURE CAMERAS e 3

The Broadcast Information Bureau’s TV Film Program
Directory services keep the industry on the ball...
report in detail all film availabilities

and the personnel & equipment at stations as well.
Individual issves at $15.00 each, *

Annual subscription (12 issues) $100.

Free Fanfold on the services, for the asking

as well as sagmple directory pages.

*“Who's Who" at $25.00

FILM CAMERA CHAING 2

FILM STUDIO (Progecton Room) 1
18t Srerwrntverl

FILM STUDIO ADORESS  gratioe KITL-

N3 v. s
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(es of March 18, 193)):
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I M .12 a4, IMm .22 e, 3 m-)2 ma.

DL REGIONAL HOOK UP
SOLD IN COMBINATION  vith IL Stations

110100 w01 who' on prevans | * OWNER YL.T (87m0ne Droatoasting Co.)
L - QUEF DXEC FOR OWNER 8. B. Crasey, Pres.
Sarwss Javiins, Maneger
JBTATION MANACER Norman Bevkine
* COMMERCIAL MCR

CNIU ENCINEER  obar Varringuen

Richart P. Keplar
Richard P, Espletr
Richard 7. Kepler

FILM SHIPPING, INSTRUCTIONS

Mat “gtrevon of

BROADCAST INFORMATION BUREAU
535 Fifth Avenue, N.Y. 17, N. Y,

EXTL-T? Piia Deye.
319 V. Sprague Bt
Spokans §, Veskingtos

— tWrn page tor §1870n him facihien -




audience of that station in its whole
coverage area is 000,000. You know
from the previously worked out cor-
rected rating of 109 that a program
with an aectual rating of 57 would
reach, then. 60.000 homes all told
(10% of 600,000} in that station’s to-
tal coverage area.

But you had to do two pieces of cal-
culation to get that figure: (1) find
the corrected rating; (2) apply it to
total homes. The simpler way to do it
would be to realize that there is always
a constant in the correction being
made. You are always working with
the relationship between 50.000 NCS
homes in the eounty and the 100.000
radio homes. You can make a simple
proportion equation out of this in
which 50.000 NCS homes is to 100,000
homes as 600,000 total NC3 homes is
to X.

50,000 600,000

100,000 X
The answer to the equation. of course,
is that X is 1,200,000 homes.

The 1,200.000 homes becontes your
corrected base for projecting ratings
which then themselves do not have to
be corrected. You simply apply 5%
to 1.200.000 homes, get 60,000 homes
for your answer just as you did by
applying 1097 to the uncorrected to-
tal homes figures of 600.000.,

An even shorter way to arrive at the
same result is by dividing the total
weekly audience (SAM or NCS) by
the weekly percent penetration in the
rating area. This will give the same
base for projecting ratings. (The per-
cent penetration is printed on reports
of both services.j

When using this method with NCS.
the “four-weekly cumulative™ audi-
ence can be substituted for “weekly”

Ask Your Blair Man About the New ''Pulse

of WHDH Area"'l
18 MAY 1953

audience. The rating area must be de-
termined from the specifie rating re-
port used. It may be the home city.
home eounty, or a group of counties.

Ken Baker. SAM president, pointed
out that the projection method can be
applied to any selected group of coun-
ties, that it did not have to apply to a
station’s entire coverage. lHe was not,
however, in favor of use of this or any
other projection method.

Joe Knap, media director of the
Wesley Associates, worked out a simi-
lar method of correcting a station’s to-
tal audience figures when he bouglit
carlv-morning time a few weeks ago
for the ageney’s Shulton account (Ofd
Spice men'’s toiletries). He used dif-
ferent arithmetic but arrived at a simi-
lar result,

He pointed out that this method in-
evitably penalizes farm stations. “Pulse
and Hooper.” he said. “do not reflect
this listening. Therefore when you use
performance in the home counties as
vour index for the rest of the st.tion
area. it’s rough on the farm audience.
But in the case of Shulton we were
seeking an urban audience only so this
fault of the method was no problem. It
could be quite serious for an account
which wants rural audience as well.
This is just one more indication that
no formula should replace intelligent
judgment of all factors.™

One other difficulty with the meth-
od was pointed out by Ward Dorrell.
veteran researchmen who was a Hoop-
er viee president, is now with Blair
and heads the SRA committee on cov-
erage services. Said Dorrell:

“This method assumes that the NCS
and SAM hgures are uniform through
the day, which we know can’t be true.
The method would be better if NCS

and SAM took their measurements for

slump?

602,496 More!

Every summer day there are 602,000 or more extra
folks in our primary coverage area . .. in addition to
our over 5 million! What a market! Who said summer

OWNED AND OPERATED BY BOSTON HERALD-TRAVELER CORP,
REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

two-hour segnients iustead of for day-
time and nighttine. But we know it
would be too expensive to do that, so
you're back to the fact that a compro-
mise has to be made. 1 feel this is a
satisfactory compromise in most cases.”

Dorrell aid that he had checked the
method against figures for some of the
Blair stations which lrad bought speeial
area rating studies, including their out-
side counties. Ile found the weakness
mentioned by Joe Knap—the method
underestimates farm audience. But re-
sults for programing with uniform ac-
ceptance, he fel, were good. And
most programs. lie pointed out. are de-
signed to have uniform acceptance.
Breakfast Club, for example, was only
11 off the projected figure when
checked against the actual figure for a
city station with strong farm coverage.

Dorrell summed it up this way:
“This method still doesn’t give radio
full credit, but at least it will give
agencies a closer feeling of cost-per-
1,000 than they have had.”

Why is it that radio reps or buyers
never used this method widely in the
past? Cam Higgens. timebuyer at
Marschalk and Pratt, put it this way to
spoNsor: “Radio never had to worry
about trying to count every set. The
medium had circulation to spare. So
even though a lot of people groused
about using 507¢ coverage of a county
as a cut-off with BMB No. 2. few peo-
ple got around to doing anything about
it. Radio still looked good in compari-
son with other media even when it was
giving away audience. But now, with
TV cutting into the audience, reps and
buyers are becoming more conscious
of the need to count audience care-
fully. If they don’t make a careful

count, the picture gets distorted in
(Please turn to page 119)

BOSTON
20,000
WATTS

115




.«...plus!

with KTNT-TV

[soon to increase to 125,000 wolts to give
even greoter coveroge)

Thisis the SEA-TAC
area coverage:

Seottle (corporote limits) 467,591
Tocomo (corporate limits) 143,673
Bolonce, King County 300,809
Bolonce, Pierce County 150,027
SEA-TAC AREA 1,062,100
This is the PLUS:
.
Thursion County {Olympio) 46,200
Kitsap Couniy (Bremertan) 79,300
Snohomish Caunty (Everett) 115,500
Moson County (Shelton) 15,600
PLUS AREA 256,600
TJOTAL—

SEA-TAC and PLUS AREA

KTNT-TV AREA IS
VIBRANT, PROSPEROUS, GROWING

The Puget Sound Country is growing . . .
it is populoted with people oble to buy {net
effective buying income, $5162 per fomily;
well above national overage). As of Morch
15th, there were 243,000 television sets in
the 418,100-fomily oreo . . . and set sales
continue good.

1,318,700

Write or wire for the complete KTNT-TV story.

KTNT-TV

CHANNEL 11
Affilioted with

CBS ond DuMont Televisian Networks
‘ Transmitter strategicolly lacated
3 at Tocomo, Washingtan,
- in Middle Puget Sound

Fepresented nationally by WEED TELEVISION. rep
Tesented in Pacific Northwest by ART MOORE & SON
Seaitle and Portlond.
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SMalers
TerbIsIng

Juwes C. Douglass, formerly radio-T1 director
at Erwin, Wasey & Co., has been signed for

a similar position at Ted Bates & Co. Bates
partner, Tom Harrington. told sponsor; “The
accelerated puce of T) activities by our clients
made it necessary for us to gel a lop-

notch man to handle East Coast TV activities

aos Austin Peterson does for us on the IFest
Coast. ['uth the agency taking over super-

vision of Colgate Comedy Hour, a new Viceroy
show, and other things, Jim will be plenty busv.”

Willicwe H. Hylecw. v, in chorge of CBS TV
Network Sules, announced the signing of
£8.750.000 in new billings for the month of
April. Of this total, $4,750.000 was pacted

in one week and covers the contracts signed
by Prudential Insurance, Chrysler Motors,
General Electric. und Purex Corp. Hylan

savs, “CBS TV s far in front of all

other networls in the matter of sponsored
tme. with an advantage of 285 orer its
closest competitor. We plan to stay on top.”

Jawes M. Ceetl. president, Cecil & Presbrey,
Inc., stated the case for dirersification of accounts
in agencies at a meeting of the League of
Advertising Agencies. He sad: “The major
advantage of non-specialization is the fact

that experience in one field fertilizes one’s
knowledge and comprehension of another

field. . . . First-cl-ss creative people

have a genuine neced for variety in their
worle.  Specialization erventually bores then
and it shows in copy and personnel turnover.”

VMary Margacvet MeBride. often called the
“first lady of radio,” recently started her

20th consecutire year of hroadeasting.
Fschewing the household hints type of program,
Vlary Vargaret insists thet she 1s first,

last, and alwavs a reporter. When she left
NBC to join ABC in 1930 it tools her less than
an hour to get assurances from her 17 sponsors

that thev'd go along with her. A book published

last vear by B. (. Forbes & Sons listed her
as one of “America’s 12 Master Salesmen.”

SPONSOR
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One of America’s top
disc jockeys

WSM’'S SMILIN" EDDIE HILL

In their 1953 Disc Jockey popularity
and trade aspects surveys, Billboard
asked this question:

“Which three disc jockeys, in your
opinion, had the best local radio

and or TV jockey shows over the
past year?”’

THE ‘I ;
| EDDJE HILL V. &% &
i 0 _ 4 When all the ballots were counted,
SHOW [ iEs WSM's Smilin’ Eddie Hill was in a
; i neck and neck tie for second place
in the country and western field.

Not bad, considering the fact that
the Eddie Hill Show has been aired
by the Central South’s Boss
Salesmaker for only six months.

For all the facts about WSM's
extraordinary ability to scll the
Central South Market, just ask
Irving Waugh or any Petry Man.

WSM Nashville .. . 650

e Clear Channel 50,000 Watts
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i THEY LOVE
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PR o g o

Catba Xl

- NOW for the first time @
; advertisers can buy full "
coverage at a sensible 3
price

THE GREAT

KANSAS CITY
MARKET

AT A 250-WATT RATE

Get top programming and
: all the coverage you need
; at a sensible price—BUY

T Studios: 1012 Baltimore Bldg
: Phone BA-0077

KuDL
KANSAS CITY

The Missouri
Triangle
Covers
the Greater
Kansas City

Trade e
Area
N W,

SEE_FORJOE
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ewsmakers 1 Advertising cconinaea;

Edmund L. Cashwman, Foote, Cone & Belding
v.p., is enjoying the critical acclaim for Hall.
mark Greeting Card's production of Hamlet

on NBC TI. Ed told spoxsor: “The show
was on a par with Amahl and the Night Visitors
and is in keeping with the philosophy of
Hallmark’s president, J. C. Hall, that we
should do our best to raise the cultural lerel
of TV while, at the same time, attracting

a mass audience. e think viewers associate
quality programs with quality products.”

James A. Farley, chairman of the board,
Coca-Cola Export Corp., said in the course of a
speech before the Export Advertising Association
“The more people we expose to American
products. American ways of business, including
American advertising, the better they will under-
stand the kind of people we are. The more people
there are who experience our merchandise, the
better off both they and we will be, and the
greater the mutual understanding between us.”

Harold E. Fellows. VARTB president,
announced to broadcasters at the recent con-
rention that the association now has a total
of 1,760 mermbers compared to 1,135 three
years ago. In the course of outlining the
responsibilities of broadcasters, Fellows

satd: “Anything we as broadcasters can do to
increase understanding and appreciation of
advertising is a contribution to the total
welfare of the nation, and thus a contribu-
tion te the richness of the individual”

Harry L. Blilyard, treasurer of American
Tobacco Co., told a group of Boston security
analysts: “Our company’s cigarette advertising
costs only about one-third of a cent per
package. Advertising, as in many if not
most industries, has been one of the chief
means to create and expand the demand which
has made mass production possible. Without
the volume of cigarette sales created by ad-
vertising the price to consumers would
necessarily be much higher than it is today.”

Adrian Samish, former Dancer-Fitzgerald-
Sample radio-TV director, was tapped by NBC
to join the creative production group under
V.P. Charles C. (Bud) Barry. This group is
expected to promote the development of new
talent and ideas, and to create a fresh com-
mercial approach to TV production. Addition
of Samish is expected to strengthen the net-
work’s move to tighten programing control
by assuming responsibility for creating,
casting, and packaging more programs.

SPONSOR
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Brazil's newest captive audience, reports Jose Kfuri of J. Walter
Thompson's Sao Paulo office, are small-town couples who stroll through
city square. Loudspeakers broadcastirg recorded music and 3 or 4
commercials between each song are newest low-cost air medium. Average

cost_is 500 cruzeiros_ (slightly under $15) for 300 straight commer-

cials or_jingles a month, each of 30-word or 30-second length.

Bra-

zilian towns have anywhere from 1 to 35 loudspeakers.

Hokkaido Bdcst.
head wvisits U.S.

—IRS-

Shizuo Abe, chairman of board of directors, Kyodo News Service, Tokyo,
and president of Hokkaido Broadcasting Co.,
to gather information about radio.

Sapporo, is visiting U.S.

In existence only since September

1951 in Japan, commercial radio now does 3$800,000 a month in time

sales, Abe reports.
is Radio Tokyo, an RCA-eguipped 50-kw.

property.

Of 16 commercial radio stations, most powerful

NHKX, government-

controlled radio system, has some 120 stations.

CBC airs shows to

—IRS—-

Canada's_servicemen,_ stationed in most_remote_northern_ Canada, receive

most remote area

virtually same_radio_fare as_listeners in large population centers,

since 1 April.
in Goose Bay, Labrador,
knife in Northwest Territories, Whitehorse in Yukon,
in British Columbia,
tional Service,

Japanese TV to

Programs,
Churchill,

CBC's Nationral Service,

—IRS--

taped in Montreal,

and Dept.

and Yellow-
and Fort Nelson

through combined facilities of CBC's Interna-
of National Defense.

First private commercial TV station, headed by Matsutaro Shoriki,

start June

newspaper publisher, will go on air in June or July.

Station NHK,

government-owned,
—it is first TV station in Asia.
Tokyo and surrounding area.

Caracas TV debuts
in early May

Caracas early this month.
as well as Mexican films.
programs for their clients,

—~IRS-

"Televiza," Venezuela's first commercial TV station,
Programing consists of live talent shows
Agencies in Caracas are busy preparing TV

started experimental transmissions in February 1953
Two other stations are planned for
They'll reach 12 million people. To

date there are only 2,000 TV sets in Japan, with sets selling at $600.

went on air in

mir & Co.,

Irwin Vladimir,

president of Irwin Vladi-

related upon his return from Venezuela.

are broadcast to soldiers
Manitoba, Hay River,

PROJECTING RATINGS
(Continued from page 115)

favor of other media.

“True you couldnt compare cost-
per 1,000’s worked out by the inevita-
bly makeshift methods for radio with
printed media—where they are count-
ing copies—Dbut it’s going to be done
at times anyway.

“But, forgetting other media, just to

18 MAY 1953

be fair to stations some intelligent
method is needed of approximating a
projection of ratings which eliminates
the faults of the old techniques.”

Cam Higgens wasnt ready to fully
endorse the method he and his agency
are now working with and the SRA
may advocate. But both he and sev-
eral other buyers contacted by spoxsor
said they were extremely interested in
seeing how well it worked in practice.

And you can be sure that in the
weeks ahead buyers all over the coun-
try will be giving the technique care-
ful study as they prepare for the
heavy summer season of buying for fall.

NoOTE: sPONsOR learned at presstime
that Henry Porter, when research di-
rector at WNEW, New York, worked
out a projection method identical with
the one discussed in the article above
in ’46. Method never got wide use.
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SPEAKS

Non bene dicta, Magister

. George W, Stoddard. president
of the University of Hlinois. made a
hivhly controvervsial statement  about
T\ the other day

[le <at | commercial TV fears ednca-
Gonal TV berause the latter will raise
T\ standards =0 high the comnrercial
<tattons will have to meet them.”

Up to now. he added. standards of
many TV programs have been “very
low indee mvder, crime. and ihat
sorl of =tufl.”

We make thiee points o reply:

1. Caost. \NBC and Hallmark Cards
ave the nation a two-hour ffamfet on
TV several weeks ago al a cost of

17 Voo S150.000. Could educa-
ticnal TV ever bhe able to alford this?
And how ahoul the exdraordinarily {ine
shows like CBS® Omnibus (865,000 a
week 1. You dre There (820,700 a
week o and Ed Murrow™s See [r Now
1S160.000 a week). NBCs T Gpera
Tlearre. and manv others thal make
IV the excitrng medinm it is Lo}

S
2. Waturity. Onlv the \merican

Applause

people themselves can lift the maturity
of their mas= media rewspapers. mag-
azines. radio. TV. movies—and thes
are doing 1. just compare todav’s oui-
pul with 1930, Dr. Harry \. Over-
street. the brilliant philosopher who
wiote The Vature Hind. told =roNsoR
“The Awmerican peovle are
themselves maturing, and at a veny
rapid rate. We have been profoundh
sobeved by onr apparent inabiliiv to
ocl rid of war and have heen le] in-

recently :

evitably to worry onl social cans~< and
effects. In <hort. we have been led to
thinf: and this means that we are far
less amenable to mere senzationalism
or sentimental soporife”  ‘nd Dr
Paul Lazarsfeld of Colivrbia hes said
repeatedly in his hoo' < that a mediun
can neither lag hehind por precede s
audience too far or it will lose that
audience completely.

3. Programs. The areument thnt
cemmercial broadeasters are not in-
and thus.
Show

terested in better provrams
bigger audiences is spevious.
broadcasters. sronsors, and acencyvimen
a better form-t. a wore excitine. moe
nnacmative wav of precentine a stor
a cheaver method of prodecing Ham-
let. Deor Po<onkavali
Hoplins Science Review

a* the fohns
and the Il
O the oth-

« TV roster,
and veu'll 1ein us in disioreeing with
r. Stoddard recardine the cuality and
<ltandards of modern television. You
can =i down every nieht of ihe week
and enjoy a matnre. even cistinguished
program. In fact. perhaps this is the
kev to the dwindling of movie audi-
ences recently.

Let the educators build their sta-
tions. their programs. and th~ir audi-
ences, and commercial TV will prove
a cheerful pnpil.

beal a vath to vour door.
er hand. leok over tod

Clairvoycnt general

Gencral Sarnofl s addres< Felane (h
\noeles
wo~ more than an aural Boeprint o

R - N
the dramatic developments vet 1o come

VARTRB comvention in Los

n this elecirenic age. For the sponsor
now sleeling with risie cos<t< and
i some cases. diminishine fervor. nol
the Jeast important of General sar-
nofl’s remarks was his reassivance that

the rising costs of lelevision “mnst
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and will be «tabtlized eventually ™

Television. he continned. “has be
‘'ome <o indispensalle to the publie
and <o valnable 10 the busines< com-
munity  that it will of nece<sity find
«ensible solutions,” .

The numerous stories aont T\ prie-
e itself outl of hisiness don’t seemn to
impress this distingni<hed pioneer, 1n
facl. he foresees adverlisers investing
more than a billion doll+re in the me-

Dear Tom . .
{Tom O Neil, president, MBS)

sPONsOR last issue quoted Starch,
Crosslev. \ielzen, and Pulse figures to
show that seven radio and TV net-
works outrank Life in total people
reached weekly but Mutual lags behind
1 30.196.400 nighttime listeners vs. 30.-
900.000 readers). (See “Media Ba-
ics.” spoxsoR. 4 May 1933, page 48.)

Thought vou’d be interested to know
that a leading agency researcher wenl
to ~ome length upon reading this to
show us that mathematically Mutual
11so has a bigger audience than Life.
Here’s how he figured it:

“You're taking unduphicated homes
and multiplying them by people per
sel to get an unduplicated audience fig-
ure. But you've forgotten or neglected
to consider that you may have different
.udiences in the =ame home for differ-
ent programs. For example: Take two
shows with a rating of 10, or a million
homes each. Now assume you have
ane listener per home. An unduplicat-
ed home figure may sirike out 50%
of one audience, giving you 1,500,000
homes histening to Loth shows. But
-uppose only men listened to one pro-
gram and only women to the second.
You’d have no duplication and vou'd
he penalizing yourself 500.00C listen-
ers per home which you did, mn ef-
fect. in vour article. So Mutual 1s
mathematically certain to have a big-
wer weekh unduplicated audience (peo-
ple. not homes ) than Life.”

Point we’re trying to make is this:
Every network. radio and TV. reaches
more homes and more people than any
single print medium.

O.K.. Tom?

(Ree page 39 for No. 3 in SPONSOR™s
All-Media Evaluation Study.)

dium onhy a few vears from now when
1= many as a thousand stations will
dot the land.

General Sarnoff cttes a dozen won-
drous things to anticipate in TV, But
perhaps vou. the sponsor, wonld more
profitably want to panse and consider
his nrgent plea for vigilance in main-
taining high program standards and
avoiding the easv course of program-
ing he calls the “road 10 sterility.”

SPONSOR




IN THE

HEART OF
AMERICA!

IF YOU are among the many wise advertisers who “ride” under the
colors of The KMBC-KFRM Team in the great Kansas City Primary
Trade Area, your chances of being ‘“‘on the nose” any hour of any
weekday are 52 to 19. What’s more, if you're not among the 52 firsts,
you can be sure of ‘“place” money, because The KMBC-KFRM Team just
isn’t running to “show”!

ITS A FACT! According to the latest Kansas City Pulse survey (Jan-
uvary-February, 1953), from 6:00 A.M. to Midnight, Monday through
Friday, KMBC programs rate first in 52 of the quarter hours and
second in 19—and NOT ONE SINGLE KMBC PROGRAM RATES
BELOW SECOND IN LISTENERSHIP!

JUST AS IMPORTANT is the fact that of the top ten daytime programs
listed, FOUR are locally-produced KMBC features!

Yes, indeed, it’s easy to pick the winner in the Heart of America, but you
owe it to vourself to get the complete story. Write, wire or phone
KMBC-KFRM, Kansas City, Missouri, or your nearest Free & Peters
colonel for

THE TICKET THAT WILL GET YOU BOTH WIN AND
_ PLACE MONEY FOR YOUR PRODUCT OR SERVICE!

CBS RADIO FOR THE HEART OF AMERICA

OWNED AND OPERATED BY MIDLAND BROADCASTING

COMPANY




L morethan (0% of the
nationt illing sation
calec {akec place in

W /R< primary “
coverage 9réq

the great voie

of

WIR MARKET DATA o5 0 %7/7 great [akes

Population. . . ... ... i e 12,601,300 8.3
Radio Homes . . ................c..c.. 3,785,540 8.6
Farm Radio Homes . ................... 328,990 59
Food Sales . .. .. .. ........ ... . ....... $ 3,266,766,000 9.4
Retail Sales . . ...................... £13,613,431,000 9.3 v“-—w_\
Drug Sales.. .. ... .. ... ... ool $ 464,447,000 10.3 ;‘V"‘*"' -
FILLING STATION SALES............... $ 739,614,000 101
Passenger Car Registrations. . ............ 4,116,934 10.2 : w\//
: ..|_
Here's an area that aceonnts for an important part of V¥ 1!?”' il "'"S"’"""
. ALMOST 10 PER CENT Radia Network

all filling station sales —an area whose summertime OF AlL OF THE NATION'S SALES *};,50 oo-u.wa"; Cleor Channel
potential can be measured by the fact that it is the e i = )

> R PRIMARY COVERAGE AREA y
Midwests number one vacationland! Sell your filling Iy o J- -7
station items foreefully and economically in this arca o
by nsine tl . le sal A e ffee Q W IR, Fisher Building, Detroit 2, Michigon
Yy nsing the one single sales voice that covers at eliec- SoROT WIR, Eostern Office: 665 Fifth Avenve, New York 22
. ) ) . N o Q 5 ] Represented Nationolly by the Henry 1, Christal Campany
tively., Use WIR, the Great Voiee of the Great Lakes. JFRee 5{& i Conadian Represantativer: Radia Tima Sales, (Onforia) U1d,
Contact WJR or your Christal rvprcscnlmivc l()(la)'. GAlgs Radio—America’s Greatest Advertising Medium




