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We knew we had something when we gave
comedian Red Blanchard his own show® a couple

of months ago, but even then we didn’t realize

what a smash hit this super-zany would be, until

| we had the flood. The Great Bottle Cap Flood.

It made us see Red!

Within 2 weeks aiter Red told his listeners to
send in old soft-drink caps if they wanted to join
his club, we were knee-decp in bottle caps. ..
17,712 of "em! We've had to hire 2 more ushers
to handle his nightly studio audiences. And
local columnists —who are as flabhergasted as
we are —are calling our Blanchard phenomenon
“phenomenal.” Zany. phenomenon, genius.
call him what you will...if you want the red-
hottest participation buy in the Bay area,

Red Blanchard’s i1. To see for yourself, call CBS

Radio Spot Sales or 50.000-watt. ..

*9:30-10:00 pm weekdays CBS Owned

KCEBS

San Francisco




Serendipity reaches Eastern lowa

When BAB told the story of the white elephant that radio
put in the black—and the vadio station
involved turned out to be WMT——we inhaled a little.

v 41t twennny Bervas v

1853 in gels results” AWARD . .
g It looked as if we were begiu-

S e mne to get the range when BAB’'s
— - 5 B = g
et M 1952 Radio Gets Resalts™ lonorable
e et b Mention ¢ame our way.

zrmgg;___ i @

And when the smoke of the 1952 Purina
Bowl Coutest cleared away, there was a
plaque for “*best promotion” for the boys

Fusreriadead b

WA e g Vo 1 the back room. Perhaps a few of us
e modestly polished a fingernail
oy, P, . Y ROPO e
ATt on our blue serge.

* Kk K Kk & Hditorial” decided to get into the aet, winning second place
in the Northwest Radio News Association’s annual shindig,
Was this the begimnine of a trend!

L I R . . . R
W It was. The AlHred 1. dn Pont Foundation singled out WMT for
Bite A Lo " . . . . . ..
o its notably comprehensive and mtensive effort i pohitical
S tutiow H ed education at all levels.”” The Station Award for 1952
; inchuded a check for $1,000. Thix, we confess, was heady stuff on
B B o W @ nationwide basis.

oL AL e LTS
flaaridn Voundalios
"I,‘;."ﬂ' - ol

<4

K ]!
T

Now Sigwina Delta (hiy, the professional
Journahistic fraternity, has selected a

sertes of  WMT broadeasts titled ' Polities
Is Your Business™ as  the outstanding
example of pnbhe service in vadio
Journalism during 1952

Nevendipilo is the gift of finding agrecable or valuahle things not sought for. Want some?

WMT Cedar Rapids

5,000 watts

600 ke

Basic CBS Network

Represented Nationally by The Katz Agency




Radio listening,
sets increase

Do you use
this medium?

It you got a

show to sell

Whole tea budget
goes into TV

PR budgets
getting larger

Campbell Soup
switches nets

Radio outlets are
strong in TV areas

Radio-getting-bigger dept.: Latest NRI comparison shows 6.5 million
homes using radio 8:00-9:00 a.m., 8 million at 9:00-10:00 a.m.
(against 5.8 million and 7.3 million 5 years ago). Production fig-
ures show 3.8 million radio sets manufactured first guarter, against
2.2 million TV sets. New BAB report, "The Total Cumulative Audience
of Radio," estimates 94 out of every 100 families who own radios
listen to them at home every week. Nine out of 10 own TV sets too.
—SR—
SPONSOR interviewed 158 experts to get data for "How to choose media,"
page 25. Some of top men in field tell how they do it. One gquote
not used, which came from an agency executive: "I failed to find in
your Media Basics section any mention of one medium we always employ
in launching a new campaign: the fortune teller!"

—~SR—
Note to program salesmen: U.S. Rubber, one-time sponsor of N.Y. Phil-

harmonic, still looking for topflight TV show with stature and dignity
so it can return to bigtime network picture. It's now using spot TV.

~SR—~
Tea Council tested media, decided to spend entire %1 million ad budget
on TV. Now it's concluded motivational study under guidance of Dr.
Hans Zeisel so copy could fit reasons why people drink tea. Some
$400,000 will be spent on summer iced tea campaign: (1) spot TV in 24
major markets 25 May to end of July; (2) 3 segments weekly for 7
weeks on Dave Garroway's "Today" (NBC) in 42 markets.

—SR—
Public relations on air is beginning to make strides. Recent Public
Relations Society of America convention reported 3 PR media won larger
budgets_in 1952: TV, suggestion system, and reading rack. Frederic W.
Ziv Co. reports hundreds of PR sponsors have bought 2 radio drama
shows since beginning of last year: "I Was a Communist for the FBI"
and "Freedom, U.S.A." For PR story, see page 38.

—~SR—
ABC Radio's acquisition of Campbell Soup "Double or Nothing" program
from NBC has aroused much speculation among ABC, NBC, and CBS Radio
affiliates. Reports relayed to them from New York indicate this was
either combination radio-TV deal or Campbell was granted substantial
concessions on radio rates. CBS TV says it's holding onto television
version of show, which it airs 3 times weekly.

—~SR—
Radio outlets in major TV markets are worth far more in average net-
work lineup than some sponsors realize. New CBS Radio study, for
instance, shows average of 37% of audience for radio's "Amos 'n'
Andy," "Jack Benny,” and "Charlie McCarthy" has come recently from
top 10 video areas_at cost _of 15% of total time_and talent. Point: If
sponsors dropped radio outlets in video markets, about sixth of costs
would be saved but one-third of audience would vamoose. (See page 28.)

SPONSOR, Voiume 7, No. 11, 1 June 1933. Published biweckly by SPPONSOR Publications, ine., al AL
jation Offices 510 Madison Ave., New York 22. $8 a year in U. §. §$9 cisewhere. Fntered as second class matter 29 Janualy 1919 at Baltimore, Md. postoflice under Aet 3 March 1879




REPORT TO SPPONSORS for | June 1933

Use of reruns
gains impetus

Kroger finds
you need radio

$500,000 spent
by NBC on plan

ABC, MBS to
syndicate film

Tax cut won't
curb air billing

Super Anahist
is 100% air

How many readers
sce your ad?

Scott spending
$3 million on TV

Second and third runs of same films are increasing. Ford is buying
reruns of Ford Theatre films through JWT, General Foods (Sanka)
through Y&R for summer 13 weeks. Third run of same films will be
yndicated in fall by Screen Gems. TelepulsSe ratings for each of 5
ities surveyed by Consolidated TV Sales recently showed third run

Telepulse ratings exceeded first and second in each case.

~SR—
Agencies, clients will soon see BAB's presentation based on its new
study "Kroger Counts Its Customers." BAB financed ARBI test of news-
papers vs. radio in 7 Kroger markets. Test showed you'll miss about
half the customers you might reach if you use newspapers to exclusion
of radio. (See page 32 for details.)

—SR—
83 clients have utilized NBC's one-and-a-half-year-o0ld merchandising
department so far. To date Fred N. Dodge, NBC merchandising director,
has spent $500,000, won cooperation of 182 radio, 65 TV affiliates,
helped such major clients as Philco, Campbell Soup, Phillips tooth-
paste, Hazel Bishop lipstick, GM, Scott Paper, Colgate, Philip Morris.

—SR—
Come fall both ABC and MBS will be heavily engaged in film business.
ABC working on syndicated film division to be headed by well-known
N.Y. pioneer film specialist. MBS is going into TV film network-type
operation. ABC also shooting first film in East: "Jet Pilot."

—SR—
Will heavy radio-TV advertisers curtail advertising when excess prof-
its tax is repealed—as one trade paper suggested? Here's what one
ad manager spending over $15 million yearly told SPONSOR: "I don't
see it. Our advertising never went up dramatically when the excess
profits tax went into effect; it won't go down when it's repealed.
We advertise to sell products, not to evade taxes."

—SR—
Anahist of Yonkers brought out new anti-histamine, Super Anahist,
went 100% into spot radio and TV (150 radio and 50 TV stations) in
1952-'53 winter season, and reversed anti-histamine downtrend. For
details on how one drug did it single-handed, see page 36.

—SR—
Here's how many readers see your quarter-page ad, according to ARF's
new 138-Newspaper Study Summary:

NATIONAL LOCAL
PRODUCT MEN WOMEN PRODUCT MEN WOMEN
Beer & ale 10% 5% Women's shoes 4% 38%
Gas & oil 12 7 Men's clothes 15 13
Automobiles 21 11 Automotive 12 7
Foods ) 13 Food stores 11 30
Soaps, cleansers 4 13 Drug stores 8 23
In contrast, no listener or viewer can esScape integrated air pitch.
—SR—
"Why Scott plunged $3 million into TV" is answered page 30. Chester,

Pa., paper products firm made TV test in '49, now backs 3 network
shows. Result: Sponsor has moved up $140 million sales target from
1955 to 1953, has set_$300 million goal by end of 1958.
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The TIME of Your Life—

on the

s % g
s MON s

NATIONAL REPRESENTATIVE: George P. Hollingbery Co. i
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advertisers use
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DEPARTMENTS |

How (o choose media (Part 1 of All-Media Study) | ' TIMEBUYERS AT WORK
158 media experts in 7 ad centers were interviewed for this feature. Here's i MEN, MONEY & MOTIVES
he thinking of top men in business on what to consider in selecting media, 25 | 510 MADISON
in a campaign, how not to lose your shirt with a new product - * NEW AND RENEW
. . ‘ ” MR. SPONSOR, George Schultz
Should you drop radio shows in TV marlets: | P.S.
Rescarch shows that advertisers who drop radio in TV markets lose a share of NEW TV STAT]ONS
a proportionate to money saved by the move: cost-per-1,000 homes 28 NEW SYNDICATED TV FILMS
cased. Colgate iried it, then reinstated radio = ] COMMERCIAL REVIEWS
. . o . i I SPONSOR ASKS
Why Scot planged S3 million into TV I RADIO RESULTS )
After studying results of TV test thrce years ago, Scott came roaring back to AGENCY PROFILE, Vic Seydel
medium with three network TV programs. Early returns have caused the 20 | ﬂ ROUND-uUP
manufacturer to revise his sales target sharply upward ' | RADIO COMPARAGRAPH
. | NEWSMAKERS IN ADVERTISING
. »pe geo - S CUS pey . ,‘
Kroger counts ils custormers ik SFONSOR SPEAKS
atest ARBI study, done under BAB auspices in Kroger grocery stores, confirms
vious findings that radic and newspapers reach different groups of people. 32 l
Mora ewspapers-only misses out on big untapped markets M ¥ :
Editor & President: Norman R. Glenn
The top 10 cliches on (elevision l Secretary-Treasurer: Elaine Couper Glenn
CB5 TV presen?ahon rebuts many of generalizations about television which have 3 m Editorial Director: Ray Lapica
Research statistics seem to refute many of ‘hese cliches ’ ; Executive Editor: Ben Bodec
l Managing Editor: Miles David
Super Anahisc's 1009, air budget vrevervses trend . Senior Editors: Charles Sinclair, Alfred J. Jaf
After a spe c?acular debu+ a few years ago, proprietary anti-histamines had ' Department Editor: Lila Lederman
lide until Super Anahist was introduced last fall. Prac- 26 4 Assistant Editors: Richard A. Jackson, Eve[
spot radxo TV campaign arrested trend, shot sales up QL) | I Konrad, Joan Baker ’
0 Contributing Editors: R. J. Landry, Bob
Is your I’. R, man aiv-minded? | Foreman
] ) ) | Art Director: Donald H. Duffy
Probably becaus relations men are ex-newspapermen, air media ‘
have | neglected in the past. Recently, programs which are '‘natu Photographer: Lester Cole
f Ziv's "l Was a Communist for the 28 ' Vice President - Advertising: Norman Knigt
od p.r. too ‘ . Advertising Department: Edwin D. Coope
) . [Western Mananer), Maxine Cooper | Easter
Pocket books on the anr r Manager}, Wallace Engelhardt (Regions
Re tative], John A. Kovchok (Produc
A SPONSOR round-up. Test Y fﬂmLpalgnebv Pocket Books, Inc. has 1‘ Manager], Cynthia Soley, Ed Higgin
’ Jnt mmen e expert- 10 | Vice President - Business Mgr.: Bernard Plat
1 Circulation Department: Evelyn Satz [Sub
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KWKH delivers

22.3% more listeners
—than all other
Shreveport

stations combined —
for 55.8% of their cost!

Compare KWKH’s total Average Daily Audience with that
of Shreveport’s four other stations combined, and you

find KWKH is still out in front by more than 229¢! Yet
KWKH costs 44.2°¢ less!

These audience figures were compiled from the new Standard
Station Audience Report——the more conservative of the
two audience studies made in this area in recent years.

You know the reasons for this superiority—balanced
programming, nationally-famous local shows, outstanding
public service, big, experienced staff, 50,000-watt,
Clear-Channel reception.

Write direct or ask your Branham Company man for the

whole KWKH story.

\KWKH  orkies | | KWKH  oviies J

o o KW K H

| A Shreveport Times Station

| exas )
50,000 Watts - CBS Radio - @R
= (Arkansas

The Branham Company, Representatives
[ Henry Clay, General Manager




HOW MUCH

Is That Doggie in the Window?

By now you probably don't care. But . . .

HOW MUCH

DOES KBIG DELIVER?

Just under & million Southianders

from the Coast to Las Vegas and Yuma, from
above Santa Barbara to deep into Mexico.
Mail and local sponsors back up the map.

HOW MUCH

DOES KBIG COST?

So much less than you'd expect, either
total or cost-per-thousard. Imagine

Daiiy Dozen spots for $120 . . . 72 a
woek for $504 . 96 a month for $491 |
Your KBIG sales rep or Robert Meeker

man has a new Summer Package for you.

i1
10,000 WATTS /|
At 740 |

$TUDIOS IN AVALON
AND HOLLYWOOD

GIANT
ECONOMY
PACKAGE OF
SOUTHERN
CALIFORNIA

;- RADIO
T

John Poole Broadcasting Co.

KBIG e« KBIF  KPIK

6540 Sunsct Blvd., Hollywood 2B, Calif.
Tell¥ od 31.31208

Not. Rep. Robert Mecker Associates, Inc

= s

-

Raymond Simms. associate media director,
Erwin, Wasey & Co., N. Y., is studying radio
railabilities for Seeck & Kade’s cough medicine,
Pertussin. A spot adrertiser, Pertussin has stead-
ily increased the proportion of its budget
allotted to radio from some 30% fire years ago
to approximately 70% in 1963. “Ne’re using
Vielsen Coverage Data to evaluate markets for
Pertussin’s fall campaign,” explains Ray. “And
we're already knee-deep in morning radio availa-
Lility lists in the many markets we surveyed.”

Bernard Rasmussen, Fuller & Smith & Ross,
V. Y., savs: “I'm not interested in radio homes,
I'm interested in fish when | buy radio time for
Linen Thread Co.” Strange? Not when you realize
his account 1s selling nets to commercial fishermen.
Linen Thread Co. averages three five-minute weather
reports and  fishermen’s news items weekly on
stations in major U.S. fishing ports. Best time:

‘ery early morning. Biggest problem: getting stations
to admit to having good ocean coverage, since most
aceounts would consider this waste circulation.

Terri Brady, Raymond R. Morgan Co., L.A.,
leeps busy all year Luying stations for Folgers
Coffee’s and White King Soap’s “doorbell ringing
promotion” that has shot both WWest Coast
products ahead of mauy national coffee and
soap advertisers in the area. For this promotion,
the two sponsors send men around town

dailv to ask housewirves who have the sponsors’
product in their home a contest question,
Winners are announced on dailv newscasts which
Terri has placed on over 300 Far Western stations.

Florvence Katz, Iwil Mogul. N. Y., uses Rayco’s
weeldlv consumer questionnaires as a guide in

ing time for the anto scat cover firm's franchised
stores throughout the US. “Ne’ve found late-
T! and early-morning radio most

" savs Floreace. Campaign, on the air
mud-spring. will extend througl Sep-

her and October in some 50 to 60 radio and

(A rlets. Florence buys saturation campaigns
for apening of new Rayco stores. In other markets,
Re: uses 15 to 30 radio announcements weelly.

SPONSOR




Moving
Day’

CBS TELEVISION FILM SALES

CBS TELEVISION SPOT SALES

Today our Southern offices
(formerly located in Memphis)

are moving to a new address:

31 THIRD STREET, NE
ATLANTA 5, GA.
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For the Jourualist

SPONSOR s10 MADISON AVENUE, NEW YORK 22
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0 SPONSOR s 1953 Fall Faets Issue.

~

. f
double-truck $780  (onc-time ratc) frequency Vdvertising deadline 25 June |
full page $390 (onc-time rate) di T |
half-page $220 (one-time rate) rscounts Extra ' ‘

) ) ! “XIra press run.
third page 3150 {onc-time rate) apply! . I {
S NEVr€G merchans ng!
Firm Extra readership!
City State Extra practical use!

— — — — — — — — t—

Extra long life!
Name




> e’re not stretching it. The Fall Facts Issue (this is our

seventh) is invaluable to timebuyers, account executives, ad managers,

radio and TV directors, station executives. Nowhere else can they get
best-buying tips, costs, trends, directories. Nowlhere else can they get
1953 Radio Basics and TV Basics. Nowhere else can they learn why this fall
and winter are different—and how to cash in on the difference. They get
this (and nuich more) while they're burning miduight oil making fall and winter
decisions. The 1953 Fall Facts is all meat. If's 1009, geared to buyer use.

Anything that doesn’t fit the use requirement is out.

That's why your advertising wmessage should be in.




THE FACTS

speak for them-

selves about

“HOMETOWN,

AMERICA”
on WFBR
in Baltimore!

28,338

Labels Were Bid In Radio
Telephone Auctions

511

Calls Were Made 8y Our
Sales Servicemen

278

New Retail Grocery Outlets
Were Opened For Sponsors

410

Store Positions Were
Improved For Sponsors

469

Stores Are Now Cooperating
And Displaying ‘‘Hometown,
America' Display Material

401

Individual Displays Were
Built For Sponsors

THIS IS ONLY
THE BEGINNING !

!
on WFBR

| ro

| man or

. ry P
dio 9':"::: or phone YOUr

Write, ony WFBR o:couf: S

ABC BASIC NETWORK

10

5000 WATTS IN BALTIMORE MD

amdl Mol

Cap and gown—and one frown

And what is so rare as a day in Jure? Then, if ever, comes the
honorary degree to the business leader. Then stands in cap and
cown the man of distinction in the town. His hand, for once not
holding a Lord Calvert, clasps inscribed parchment.

L 4 * *

June may remind us that there is now a very close partnership
between “business” and “scholarship.” This is especially interesting
to those who look back upon the fierce pugilistics between broad-
casters and educators in the days when Harold MacCarty of the
University of Wisconsin made the neck muscles of radio men inflate
with purple rage during early meetings of the Institute for Educa-
tion by Radio a few decades hack.

» L *

When was it—the memory of living man runneth that far back—
that Owen D. Young was considered something of a prophet when
he looked into his crystal ball and said: “Not only will scholars
2o into factories and exchanges, but men trained in business will
go back into the halls of learning.”

* * *

Today corporation executives and college professors are in con-
stant collaboration. In many instances, the professions are inter
changeable. 1t has been estimated that not fewer than 60 degree-
bearing profs are now officers of big corporations—along with an
even more recent crop of aduiirals, generals, one former field mar-
shal. and scores of other former military men.

* * +

How many Ph.D.’s are employed in advertising agencies? One
notes that the presidents of two networks—CBS and Du Mont—
are “doctors” and that Dave Sarnoff is not only a general but an

Se.D.-Litt. D-LL D-D.CS.-L.H. D,

* »* *

During the past year a former CBS man, Leon Levine, organized
a seminar of the Two-Hundredth Anniversary Committee of the
Muual Insnrance Companies. Some 13 intellectual leaders made
speeches to insurance business men who sat in attentive studious-
ness for three days. The talks produced a highly valuable book,
Facing The Future's Risk (Harper: $1).

* #* *

And so it goes. Ow every hand, in all sorts of ways, the new
friendliness of business and learning is apparent. However, total
harmony has not been achieved. There are academicians who de-
plore other acadenricians in the employ of trade. A strong odor
of the old disapproval appeared in print recently. “Freud And The
Hueksters” it was called, and it concerns advertising.

(Please turn to page 83)

SPONSOR




'MORE
POWER

NOW ... with 100 kw. video E.R.P.
and 60 kw audio E.R.P., America’s FIRST
completely postwar equipped television
station continues to deliver 100°% of the
entire VHF audience in the nation's 8th
largest market.. . . an area with more
than 500,000 YHF television homes . . .
plus a clearer, stronger, better signal
throughout an expanded secondary area.

KSD-IV

THE ST. LOUIS POST-DISPATCH e CHANNEL 5

National Advertising Representative: FREE & PETERS, INC.

NBC, CBS and ABC Television Networks

1 JUNE 1953
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Want to see
your sales

KY HIGH?

anchor
your

advertising

1% CKAC

1. Huge coverage 2
out of 3 French radio

homes in Quebec.

2. Hundreds of
thousands of
faithful listeners day
and night as

reported by B.B.M.

3. Sellin

¢ power
second to none
500,000 box tops

last year.

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

CKAC

MONTREAL
720 on the dial - 10 kilowatls
Representatives
New York. Chicago

\
\

Adam J. Young Jr

12

|Vraas
l Madison
H\W

TV UNIONS

I do not large a

know how
percentage of agency radio and televi-
~ton production people . read the
union articles in sroNsor. but on the
basis of personal conversations Pve
had 1 would =av that it was a fairly
liigh pereentage.

I think the article giving an over-
unions fit into the
pic-

all view of hown
radio and television
ture . . . 1= definitely of value to agen-
ey and television production people
. what they contribute to
t May 1933, page 27).

[ was

adverlising

“TV unions:
the cost spiral.”
While in Toronto last week.
asked by one of the Canadian filim pro-
ducers about the hest method of keep-
ing up lo date on union activities re-
carding television films. | suggested to
him that one of the hest ways I could
think of was for him to become a regu-
lar reader of spoNsoR.
ITaL Megrs
Staff Executive

AAAA. New York
ALL-MEDIA STUDY
Your All-Media Evaluation Study

looks from Part I 120 April 1953.
page 111 like the greatest thing you
or any publication lor that matter has
ever attempted. [ have alreadv de-
voted two class periods in bhoth my
advertising courses to vour first report.
The students were tremendously  jm-
pressed. as | am sure every advertiser
i~ Keep up the good work.

Hers Trug

Assistant Professor

University of Notre Dame

Votre Dame. Ind.

very enhighten-
vour

I was reading vom
Viedia
May L1933 issue, Coming o page 18
however. | that no
was made of the cirenlation of ADRC
Radio in Table 1.

Fable 2. on the other hand.,
ABC Radio to rank =eventh in terims
W orking back.
ard lrom this table and usine the 1.8

c-per-home fignre contained  in

ole. | ealeulated \BC

g story on Basices in

noticed niention

showed

of People Reached.

Radio’s

circulation to be 17.862.000 homes.
This should put ABC Radio in seventh
place in Table 1.

ParL KELLER

Supervisor, Program Aud. Res.

ABC, New York

® Mr. Keller is right., ¢hnission of ABC Radie’s
cirenlation in Table 1 wa< an eyersight,

BASICS SECTIONS

Some time ago you very kindly sent
three sections—“Radio Ba-
" and “Inter-

us Vour
“Television Basics.

7 11952).

We find ourselves badly in need of
another set and should be most grate-
ful if you will send us one copy of
each section. . .

GERTRUDE CANNELL
McCann-Ericlson, Inc.

Cleveland

® Ruadio und TV will be expanded and brought
up to date in SPONSOR's Fall Facts issme. out
I3 Jnly. Incernational broadeast scene will be
covered in the 29 fune j-swve.

\]( s,
national Basics’

NART8 ARTICLE

b

Harold Fellows at Baltimore felevmon seminar

Congratulations on a very  good
issue (200 April 1953) well timed for
the NARTB convention.

I was especially glad to see Hal
Fellows in such good company as Dr.
Detlev W. Bronk. president of the
Johns Hopkins University. and Ren
Cohen.  presidemt  of WAAM. Tne.
("What the 3 radio and TV trade
groups do for advertisers.” page 30).
\s the original print showed. al was
talking at a meeting of the Third An-
nual Regronal Television Seminar at
Baltimore.  which is sponsored by
WAAM and four leading universities
and the U, S, Office ()f liducation.
Thix was such a practical and friendly
meeting of the commercial and the
cducational that T was disappointed

SPONSOR
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COMPARISON OF CINCINNATI NETWORK STATIONS HOOPER
SHARE OF AUDIENCE-FEBRUARY - MARCH 1953

MORNING ... 8:00 AM. TO 12:00 NOON ... MONDAY THRU FRIDAY

55
50
45
40

MORNING |} E

20 17.2

15 14.3

10

8.9

STA.
C STA.

8 STA.

AFTERNOONS 12:00 NOON TO 4:00 P.M. MONDAY THRU FRIDAY

%
55
50
45
40

AFTERNOON | E

20
15
10

16.4

STA.
B STA. S.5
< STA.

EVENING 6:00 P. M, TO 8:00 P. M. MONDAY THRU FRIDAY

%
55
50 |
45 |
40 |

EVENING |5 g

25

20

15 1.8

10 STA.
B

N S:;A' 5TA.

0 I I'e

8.3

And according to the January-February

| David G. Taft, Vice President 1953 Local Pulse, WKRC also dominates
| s morning, afternoon and evening.

; Kenneth W. Church

vie reiden e izt CINCINNIATI'S BEST BUY!
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WAVE'TVI LOUISVILLE,
CHANNEL 3
NOW SERVES
FAR GREATER
TV MARKET!

914-FT. ANTENNA!

(above average terrain)

| Vo LOW CHANNEL!

(from Channel 5 to Channel 3)

" | 2/ear 100,000 WATT POWER!
S (up from 24,000 Watts)

WAVE-TV’s television market — always the
largest in the Kentucky-Indiana area — is
now at least 509, bigger than it used to be.

According to FCC coverage curves, the
new WAVE-TV ftelevision market has

1 fecs, ALL-NEW EQUIPMENT!
"B (the most modern available)

52.1%, additional families . . . living in an

85.5%, larger area . . . spending 54.0%,

more on Retail Sales ... and representing

NOW CHANNEL 51.59, more Effective Buying Income!

Don’t neglect the new and vitally important
NBC, ABC, DUMONT AFFILIATE glect the new and vitally importan

WAVE-TV television market. Ask Free &

2 ; 5 : Peters for all the facts about it — and about
N ‘ & 5 5 . . .
‘: ree eters, Inc., WAVE-TV, the only station that can deliver

Ixclusive National Representatives .o v
it intact, and with impact!
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that sronsoRr should have seen fit to
ink out the sign which was on the
front of the podium. I imagine your
many readers might have been inter-
ested to know that commercial radio
and television were so well represented
at a meeting of this sort, which is
aimed specifically at more than a hun-
dred college students who expect to
make careers in television.

I must admit that, even without the
WAAM credit, it was an effective issue,
well timed. Congratulations on such
consistently interesting work.

JoEL CIIASEMAN

Director of Public Service,
Publicity

WAAM, Baltimore

@ The original picture of Mr. Fellows at the
television seminur is reprinted above.

TV FOR RETAILERS

I’d like to add a few comments on
television advertising for smaller firms
to opinions given in the May 4 issue of
SPONSOR (‘“‘sPONSOR Asks,” p. 00).

Millions of dollars of potential in-
come for TV lie dormant because TV
stations have so far failed to look
realistically at the problems of the
local retail advertiser. Much more im-
portant than the dollars involved is
that this unrealistic attitude has ma-e
it a practical impossibility for even the
largest retailer to include TV in his
advertising budget.

TV must recognize that it is a me-
dium—no different than other of the
existing media—with a dual responsi-
bility. It must put interest into its
programs—and it must deliver to its
viewer public the type of coinmercials
the consumer wants.

Network TV is like national maga-
zines—local TV should be like local
newspapers. The job of local TV—
and its only way to fight the network
for its share of the viewer audience—
is to make its cameras reflect the local,
rather than the national picture. Pos-
sibly local stations accomplish this, to
a certain extent, with programing—-al-
though a study of this over-all pro-
graming shows that nine chances out
of 10 local stations offer the network
type of show, and miss the local boat.
This is a basic error.

The second basic error inade by
local TV stations is that the absence of
local retail advertising detracts from
his viewer appeal. It would be asinine
for any New York City newspaper to
drop all local retail advertising and

1 JUNE 1953

have any hopes of maintaining his cir-
culation figures. It has been proven
time and time again that consumers
want advertising—especially local ad-
vertising. They want to know what’s
on sale, where, and why., The samec
public who cries loudest at the “com-
mercialism” on TV, and complain= of
the brashness and raucousncss of TV
commercials—this same public will
welcome retail commercials. . .

Costs of TV are not adjusted to the
amount of return that a local retail
sponsor can hope to obtain. A retail
advertiser has but one, two, five, 10
or even at most 20 outlets in the cover-
age area. He cannot obtain sales in
these limnited outlets equal to the na-
tional sponsor (on a local station) who
has hundreds or even thousands of
point of purchase outlets in the same
area. It therefore becomes necessary
for the TV station, and for union scale
regulations, to recognize this difference
in potential results, and adjust rates.

It is the duty of the local TV sta-
tion operator to find a way to make it
economically feasible for retailers to
take advantage of the medium. Itis a
duty he should not shirk, because in
procrastination he is aiding and abet-
ting both economic and viewer starva-
tion.

HowaRp A. ScHWARTZ
Beacon Advertising Associates

N.Y.C.

TV DICTIONARY/HANDBOOK

Please send us your “TV Diction-
ary/Handbook for Sponsors.” for
which we enclose $2.00.

L. G. TREMBLAY

General Advertising Mgr.
The Cudahy Packing Co.

® A limited quantity of these guides are still
available at $2.00.

U

RFD EDITORIAL

I want to express my appreciation
of your sending along your editorial
on the work of the RFDs (“Watch
the RFDs,” 9 March 1953, page 90).
Wes Seyler, my farm service director,
and 1 both have read this with much
interest and think yon did a swell job.

You, of course, can appreciate how |

very important we feel farm service is

here in this agricultural Midwest.
Ben Lupy
General Manager

WIBW, Topeha

D
D

200 kw

@

1,016,600 Sets

@

Chan'\nel 10

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

4

NEW
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WILLIMANTIC
1 AHODE FALCRIVER
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HARTEORD ISLAND m‘ ::mn
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"WIJAR-TV

CHANNEL 10
H’:IIUFIDEHCE

Represented Nationally by
WEED TELEVISION
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HIGHER

you go....
the FARTHER
you see!l

Towering more than a mile
high, the -7V antenna
makes television itablé

KALY-TV¢
Spokane, Wash.

GHEST TELEVISIAN
THE PACIFIC

, 6018 Ft. OD TOP

_of mr.spokane &

_ PACIFIC NORTHWEST BROADCASTERS THE WALKER COMPANY

WA N A MINNEAPOLIS 2, MINN NEW YORK 17, N. Y, CHICAGO 1, ILLINOIS
1687 N W. Nat. Bank 8ldg 347 Madison Avenue 340 North Michigan
Murrayhill 3-5830 Andover 3-5771




lu New on Radio J

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
Amana Refrigerating, | Maury, Lee and Marshall, CBS 202 Pcople Are Funny; T 8-8:30 pm: 19 May; 13 wks
Amana, lowa | Ny ) )
American Medical Assoc, | J. Walter Thompson, Chi ABC 350 Medicine’s Report to the Nation; W 9-9:30 pm;
Chi 3 June only
Campbell Soup, Camden, | Ward Wheelock, NY ABC 350 Double or Nothing; M-F 11:30-11:55 am; 22
| NJ June; 52 wks
; Coca-Cola Co, NY D’Arcy Adv, NY MBS 390 Coke Time; M, Th 10:30-10:45 pm; 11 May; 26
i 5 wks
i Firestone Rubber Co, Sweeney & James, Cleve- NBC 160 l Voice of Firestone; M 8:30-9 pm; 14 Sep; 52 wks
| Akron land )
General Mills, Minneapolis | Dancer-Fitzgerald-Sample, ABC 42 Sam Hayes; M-F 12:30-12:40 pm; 1 June; 52 wks
SF
Holland Furnace Co, Chi Direct MBS Wonderful City; M-F 10:35-11 am; 15 June; 13
wks
Jacques Kreisler Mfg Co, Foote, Cone G Belding, NY | MBS 480 (Multi-Message) W, Th, F 8-8:30: 1 Jul; 13 wks
North gerg?ré, NJ
: Mennen Co (Quinsana isi | MBS Gabriel Heatter; F 7:30-7:45 pm; 26 ;6 wk
i Foot Powder), Newark, AL LR earten pm June wks
f N) .
Murine Co, Chi BBDO, Chi MBS (Pinpoint Plan): Fred Vandevanter, Twenty Ques-
! tions; Titus Moody, Queen for a Day; selec
. sched: 25 Mav: 13 wks
Pepperell Mills, Boston Benton & Bowles, NY ABC 350 Coronation Highlights; T 8:30-9 pm: 2 lune onlv
Realemon-Puritan Co, Chi | Schwimmer & Scott, Chi MBS Queen for a Day; M, W, F 11:30-11:45 pm; 18
May; 13 wks
> .y 200> n
zg R
| SPONSOR ) AGENCY STATIONS PROGRAM, time, start, duration
American Home Prods, NY  john F. Murray, NY CBS 189 I Qur Gal Sunday: M-F 12:45-1 om: 1 june: 52 wks
Amecrican Home Prods, NY  John F. Murray, NY CBS 189 Romance of Helen Trent; M-F 12:30-12:45 pm; 1
June; 52 wks
American Tobacco, NY BBDO, NY CBS 210 The Jack Benny Show; Sun 7-7:30 pm; 14 June;
52 wks
General Motors, Detroit Foote, Cone & Belding, NY | CBS 197 ' Arthur Godfrey: T, Th with alt F 10:30-10:45 am;
| | 9 June: 52 wks
Gillette Co, Boston Maxon, NY | ABC 350 Gillette Fights; F 10 pm to concl: 5§ June: 4 wks
Gospel Broadcasting Assoc, R. H. Alber, LA | ABC 271 Old-Fashioned Revival Hour; Sun 4-5 pm:; 14
LA ) June: 52 wks
George A. Hormel & Co, BBDO, NY i CBS 124 | Music with the Hormel Girls: Sat 2-2:30 pm: 16
Austin, Minn May; 52 wks
Lever Bros, NY BBDO, NY CBS 182 House 'l:arty; M, W, F 3:15-3:30 pm; 1 June;
52 wks
Liggett & Myers Tobacco, Cunningham & Walsh, NY CBS 205 Arthur Godfrey; M-F 11:15-11:30 am; 1 June;
NY | 52 wks
Toni Co, Chi Leo Burnett, Chi ! CBS 202 It Happens Every Day; M, W, F 3:55-4 pm:; 4
May; 52 wks
Toni Co. Chi Weiss & Geller, Chi CBS 202 This is Nora Drake; M, W, F 2:30-2:45 pm; 4
May; 52 wks
Union Pharmaceutical, GCrey Advertising, NY MBS 473 Gabriel Heatter; F 7:30-7:45 pm; 14 Aug; 13 wks
Montclair, N * !
Tl o B - o -
3 ‘; $
[ ]
SPONSOR Jr PRODUCT AGENCY STATIONS-MARKET| CAMPAIGN start, duration
General Mills, Min- Swans Down Cake ' YGR, NY 80 mkts throughout 60-sec anncts; 8 Apr; 10-12
neapolis ! Mix . R u.s. . wks
Good Humor Corp, Ice cream prods David ). Mahoney, NY  Major East and Mid- 400 transcr anncts; 18 May; 7
NY west mkts | wks
Life Magazine, NY Life Magazine YGR, NY 50 to 60 mkts, 100 60-sec anncts; May; 26 wks
. stns, throughout U.S,
Paper-Mate Co, Culver | Paper-Mate Pens Erwin, Wasey, NY Expanding in New Eng-  60-sec anncts; May: 52 wks |
City, Cal . land, East Coast,
i ' Southern mkts
White Rock Corp, NY | White Rock soda ' Ellington & Co, NY NY; Hartford, Conn | 60-sec anncts (partic in Chain

| Lightning); 23 Apr; 13 wks

Numbers alter nanies
refer to New and Re.
new category

In next issue: New and Renewed on Television (Network and Spot); G

Fugene King (1
Station Representation Changes; Advertising Agency Personnel Changes Dr.C. Christensen (4)
Bud Averill (4)

Herb Morrison  (4)
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New and renew

walter H Avenll
William E. Babcock
Mrs. Virgimia Benncit
Richard Bradford
Stan Lce Broza

John Buzby

John Carter

Dr. Carl J. Chrnistensen
Guy Cunningham
John T. Curry Jr.
George E. Curtis Jr.
Robert Drucker

Bob Creenberg
Eugene M. Halliday
C. ). Harnison
Garrett Hollihan
Dick Hopking
Douglas Hough
Elmer F. Jaspan
Robert B. lones Jr.
Raoul Kent

Eugene H. King

Don Kneass

William Kreitner
William Kusaek

G. Bennctt Larson
Riehard Lewine
George Lindman

Robert L. Livingston
Don MeClure

F. Carleton MeVarish
Rabert B. Marye
Harold Means

Gordon H. Mills
Herbert O. Morrison
D. Lennox Murdoch
W. R. Murray
Howard O. Peterson
Gene Reichert

Warren W. Sehmidt
Edward A. W. Smith
John S. Stewart

John E. Surrick
Michael Sweencey
Sherril W. Taylor
Fred M. Thrower
Kirk Torney

Robert C. Wiegand
Cunnar 0. Wiig

Yepional PProaec e st

FORMER AFFILIATION

KWK, St. Louis, acet exec

WJAS, Pittsburgh, anner

WING. Dayton, acct exee

Vanee Sanders and Co, Boston

WCAU, Philadelphia, vp in chg of prog

Zimmer-Keller, Detroit, sls |

Adam J. Young Jr., NY, acct exee

KSL Radio, KSL-TV, Sait Lake City, res eng |

CBS Radio, NY, spot sls prom mgr

KMOX, St. Louis. sls prom mgr

Admin asst to Governor Cross, Maine

Pathescope, NY, prod superv

MCA, Beverly Hills, staff

KSL Radio, Salt Lake City, mgr

RTMA, Transmitter Tube Seetion, chmn

Arthur Meyerhoff & Co, Beverly Hills, acet exec

CBS TV. NY, design and construction dept, mgr

KIUL. GCarden City. Kansas, reg sls

WPTZ, Philadelphia, prod-dir

KRMG, Tulsa, vp, gen mgr

MCA, Chi, staff

Offiee of U.S. Speecial Reps in Europe, hd

Art Moore & Son, Portland, Ore, stn rep

YGR. NY, asst radio-TV res mgr

WBKB (Channel 7), Chi, chief eng

WPIX, NY, gen mgr

CBS TV, NY, prod

George P. Hollingbery Co, radio-TV reps, in chg
of SF office

WMAL-TV, Wash, sls rep

N. W. Ayer, NY, TV dept, hd

MBS, NY, mgr of audienee prom
WBAL-TV, Baltimore, eng

KMTV, Omaha, prom

NBC Radio, Chi, mgr

Radio newseaster

KSL-TV, Salt Lake City, mgr
Charleston bdcst exec

May Bdest Co. Omaha, vp, sls mgr
C. M. Basford Co, NY, acet exee

WPAT, Paterson, acet exec

fdward Lamb Enterprises, Columbus, sis

George W. Clark Co, NY, Eastern sls mgr

WFBR, Baltimore, gen mgr, vp

0. L. Taylor Co, NY, sis

KNX-CPRN, Hywd. sls prom, adv dir

CBS TV, vp in chg of sls |
MCA, SF, exec

WJMO, Cleveland, sls I
Gannett Radio, Rochester, mgr dir

NEW AFFILIATION

WTVI, St. Louis, natl sls mgr

Same, stn prog mgr

WIZE, Springfield, stn mgr

Transfilm, NY, acct exec

WPTZ, Philadelphia, prog mgr

KMA, Shenandoah, lowa, regional sls rep
Adam J. Young Jr., NY, asst to pres
Same, vp in chg of eng and developments
WNBF-AM-TV, Binghamton, gen mgr
WBBM-TV, Chi, sls prom mgr

WPMT, Portland, Maine, stn mgr
Transtilm, NY, project superv

Same, Western sls mgr

Same, vp in ehg of radio

Allen B. Du Mont Labs, mkt mgr

KGO, SF, aect exec

ABC TV, NY, exee prod

KTVH, Wichita, reg sls

WCAN-TV, Milwaukece, asst gen mgr
WEFBR, Baltimore, vp, gen mgr

Same, Midwestern sls hd

WEEI, Boston, prog dir

KW]J, Portland, Ore, sis, pubi rel

NBC spot sls, NY, radio res superv
WBKB (Channel 4), Chi, chief eng
KDYL-AM, FM, TV, Salt Lake City, pres
Same, superv of net daytime progs
Same, vp

WNBW, Wash, sls rep

Owen Murphy Prods, NY, assoc prod of TV ecomm
ind films, TV shows

Same, dir of audience prom and mereh

KTVH, Wichita, chief eng

KTVH, Wichita, traffic, prom

Du Mont, Chi, sls div, mgr

W]AS, Pittsburgh, nows dir

Same, vp in chg of TV

WSAZ-TV, Charleston, reg mgr

KTVH, Wichita, gen mgr

The Princeton Film Cenfer, NY, dir of radio, T
films

WINS, NY, acct exec

WIP, Philadeiphia, sis 5 1

Avery-Knodel, NY, acct exec

WORZ, Orlando, Fla, gen mgr

WPAT, Paterson, dir of sls

CBS Radio, NY, spot sls prom mgr

WPIX, NY, gen mgr

Same, NY, Eastern sls mgr

WTVN, Columbus, sls mgr

Allegheny Bdcst Corp. Pittsburgh, exec vp

Ne

AGENCY |

SPONSOR PRODUCT {or service)
Berghoff Brewing Corp, Ft. Wayne, Ind Berghoff Beer Rollman & Peck, Cinci
Bush's Kredit Jewelers, NY Jewelry S. Duane Lyon, NY
Commonwealth Home Prods, NY ‘‘Copper-Glo”' eooking ware cleaner Paris & Peart, NY
GCeneral Mills, Minneapolis Sperry Div Dancer-Fitzgerald and McDougall, SF
Heilig-Levine Furniture Co, Raleigh, N. C. Furniture Walter J. Klein Co, Charlotte, N. C.
Hill Packing Co, Topcka, Kan Hill’'s Gold Label Dog Food Comer and Recames, Kansas City, Mo
House Beautiful Curtains, NY Curtains Weiss & Geller, NY

House of Carpets, Cal

Jones Sausage Co, Raleigh, N. C., Greens-
boro, N C., Danville, Va.

Karl’s Shoe Stores, Cal, Ore, Wash, Ariz, Tex Shoes

J. E. Coyle Advertising, LA

Retail rug sis .
Walter J. Klein Co, Charlotte, N. C.

Meat produets
Walter McCreery, LA

Lo Heet, Cal Stainless steel cooking utensils J. E. Coyle Advertising, LA
Miles Laboratosies, Elkhart, Ind Tabcin-Cold Tablets Robert Otto & Co, NY
Mitehell Brewing Co, El Paso Beer Ringer & Assoc, LA

C. Mondavi & Sons, Napa Valley, Cal

Parke Edwards, NY

Sireo Prods, NY

South Carolina National Bank, 18 cities in

jewell Advertising, Oakland, Cal
Gibraltar Advertising, NY

Fradkin Advertising, NY )
Walter J. Klein Co, Charlotte, N. C.

Napa Valley Wines
Imported and domestic silver
Mail order specialists
Banking service

s. C
Tire Distributors, Raleigh, N. C. Tires Walter J. Klein Co, Charlotte, N. C.
Wt’ass]on Qil & Snowdrift Sales Co, New Wesson Oil, Snowdrift Fitzgerald Advertising, New Orleans
rleans I

(,unnar ). H g )
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New Haven’s bustling industrial

life makes it a “must buy” market
on any advertising schedule.

And the “must buy” medium is
WNHC. Its high-caliber entertain-
ment and its strong community
service make 1t an integral part of
daily living for young and old

in New Haven.

Yes, you'll keep your products

in the homes of New Haven when

you sell the people at home over

WNHC.

n new haven

7 :C‘z'aa’lng }
ﬁ ":’«.‘(‘a((e/"g §:,-'-‘ .
(L (N

U ntil Isaaec Strouse hegan the manufacture ut corsets in New Ilaven, all foundation garments worn in the U.S werc
imported tfiom Jhrance and England.

Rince 1881 the Ntrouse, Adler Compahy has aided women in achieving a fashionable silhouette. Its C/B trademark
continues to be a symhol for the finest in foundation apparel.

\Imnst century old in experience hut young in creativa ideas, the company is a symbol of the integrity and
stabihity of New Haven's more than 350 industrial firms.

' AM
... ;’1:? new haven New England’s first
complete broadcasting service

Represented nationally by the Katz Agency




EVER
g qglwa”ﬁ[yze

-::4‘ CITY?

WEMP ...

and found

Milwaukeeans

prefer

MUSIC
Another reason for the year
‘round popularity WEMP en-

joys in homes, stores, offices,
clubs and cars—day and night.

NEWS

Thirty times daily, prepared by
Milwaukee's largest indepen-
dent radio news department.

SPOBTS

More sports broadcasts than
any other Milwaukee station.
Earl Gillespie, Wisconsin’s fa-
vorite, does three sportscasts
daily and all play-by-play re-
ports.

Th2y add up to consistently high
ratings all ycar long. Remember, for
$100 to $300 per week, or more, a
WEMP spot campaign delivers 2 to
2Y2 times more audience per dollar
than any nctwork station in town.*
Call Headley-Reed!

*Mared on ltatest avitilable Joaper
‘

WE MP wewe.em

MILWAUKEE

24 HOURS OF MUSIC, NEWS, SPORTS

HUGH BOICE, JR., Gan. Mgr,
HEADLEY-REED, Mot Rep.

George Schuliz

Wi Spomser

Shulton, Inc.

What's the hest time to =ell <having materials to a man?  Says
George Sehultz, president. Shulton. Inc.: “We think a fellow ix more
susceptible 1o a sales message for Old Spice toiletries for men while
lie’s shaving, or at least while his face is still smarting from an im-
perfeet shave. That's why we =chedule our national spot radio
campaign for early morning.”

To back up this, and other theories he has about air advertising.
Sehultz has ecarmarked a suofficient portion of the Shulton ad budget
to hit 70 markets via radio on a year-round basi~ and 20 TV mar-
het~ i the fall for the men’s Hine. plus a pre-Christmas TV campaign
m the same 20 markets for gift boxes of both men’s and women’s
totletries. Chri-tmas buying gives Shalton a sharp <ales peak.

The firm gets about half its income from three lines of women’s
toiletries which. hecause of their beautiful packaging. are promoted
visualhv vear-round in magazines and seazonalh on TV.

Shulton got along without radio and TV during the first 12 years
that the totletry Iines were offered. Then. ace m(lmrr to Schultz, “As
we broadened our lines and our markets we felt the need for truly
mass media. We tried network radio. then decided that a spot opera-
tion gave us a flexibility of time and audience that fitted our sales
problem better. Shulton ix growing. and to aintain that growth
we must continue to hroaden our markets. We are currently using
radio i Mexico. Cuba. and Colombia and will be using TV in the
first two of those countries very «oon.™ (See “What spot did for
Old Spice.” sroxsor, 6 Oct. "320)

The addition of international markets should be added spice to
~chultz. He combines business with pleasure by piloting the c¢om-
pany airplane on sales trips. the most recent a 10-stop trip to Mexico
Citv and back in one week. He's logged about 30,000 miles since
the first of the vear.

\ graduate chemical engineer. Schultz started selling for Shulton
tfounded by his fatheri while still at Prinecton. From sales he
moved into production. plant nanagement, and assumed the presi-
deney when his father passed awav in 1950.

The small amount of time that he doesn’t devote to business or
his wife and four daughters ix divided Dhetween flving. golfing, and
the operation of a ham radio station. * Kk *

SPONSOR




70 Aowor 7rose
Getind 7re Vews”

—National Headliners Club has selected Jim Uebelhart of WSPD, AM & TV, as

a winner for the 19th annual Headliner Awards.

As Jim boards the plane this month for Atlantic City ta receive his award,
thousands of Uebelhart fans in Toledo's Billion Dollar Market join "SPeeDy" in
extqn;iing congratulations and best wishes to Northwestern Ohio's outstanding

newscaster.

\ | T .[ j '- ey s
‘ ¥ . ‘. g [’ D \‘ &",‘:"f |
] o )2

TOLEDO, OHIO

Staorer Broadcasting Company

Represented Nationally
by KATZ

SAL
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All It Took was a Sure Thing...

-

N
< J]

5 l o e s gl
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TR
" s Largest total audi-
ence of any Omaha
. . . To act as security for a bank loan. Turned down by the -tation. 8 A.M. to 6
cashier. a poker plaver received a loan on his hand from the If.)l. Monday thru
bank president—who later admonished the cashier. *In the saturday! (Hooper.

future. Suh. consider four kings and an ace as ample security O‘-‘t.“ 119_) 1. thru
for the entire asset: of thi: bank!™ April. 1953.)

* Largest share of
audience. in any in-

If you want to take the ""audience and sales pot™ in the Omaha.
Council Bluffs area—put vour dough on a sure thing— .. .
KOWH: With the big Hooper areraged beloic for the 18- dividual time pe-

month period from Oct., 1951 to April. 1953. KOWH is a riod. of CRARS ind'e'
pendent station in

all America. (April.
1653,

winner hands down . . . and you can bank on that!

35.7%
OTHER

201 Sta.“A" gy g+ STATION RATINGS

T
' Sta. 'C™
Sta. "D’

“America’s Most Listened-to Independent Station™

25
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General Mancger, Todd Storz; Represented Nationclly By The BOLLING €O.
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CHARLOTTE'S POSITION IN THE Hling,g Ok ) .
, Califol.n’. Che'“ York AUMBE
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\TION'S FIRST 25 MARKETS Zemgyia [ oiesgo 42350,
Cafiffiic@”setts hilage g"fi“ 1]’6750’ 700l P4
iop: 1M o, *223,900
| Ciy Ls
) 9 Qhig 52" or Frap, 1752100 B
P, nns Clro Sco ’ 2]’]00 \u
Mlse Van; Clevey nd 986,800

J Co,ouri Pittspiyp gy 47,600 o

Sh Necticy, 1:91; Loy 787967,000 :

Pey, Mtfory. ,500
{vivan; Hayeg,, VoW 396,000 it
D. o Ading..
ca an- 33;

AA[f'aIMand ‘Vashi_lner Area ,100 Q\l

v (5o, },53011 ri lfaltim Of[oﬂ 5_08, 009 '

o i : Yepa Nangs 490,909
1’.1111 ity 474 60 i 00l
. 0 §

1 Texas Dallas-Ft. Worth 409,500

2 Rhode Island Providence 406,000
| 23 North Carolina Charlotte 381,800
§ 4 Indiana Indianapolis 379,000
j) 5 New York Buffalo 357,600
\ 26 Ohio Columbus 343,600
‘\ 27 QOregon Portland 342,000
é 28 Texas Houston 338,000
) by
L |
e e . e e 3
w

and re-confirmed

Bard rodio market in the notion. The
Chorlotte Morket’s ronk is determined

by comparing totol SAMS oudience on the
basis of one stotion per morket.

(_][“h in the notion in TV sets. Among oll
U S. TV morkets, Chorlotte ronks 20th
in totol sets — 7th in totol sets omong
single stotion markets.

17

Cendin populotion. According to Heorst
Advertising Reseorch summory of 200
Americon morkets, the Chorlotte morket |

plumb in the middle of a fabulous market

[EFFERSON STANDARD BroApcAsTING CoMPANY, Represented Nationally by CBS Spot Sales




Part {1 of SPONSOR’s
All-Media Evaluation
Study is hased on
interviews with 158
experts, cites some

controversial views

by Ray Lapica
In this fourth article of sPONsOR’s 10-
article  All-Media  Evaluation  Stud,
some of the top men in the advertising
field explain how they pick media. A
total of 1583 advertisers, agency execu-
tives, researchers, broadcasters, aud
print media experls were interviewed
over a period of eight wonths iu seven
U.S. and Canadian ad centers for this
information. The article will run in
two parts. Part [ in this issue tells you
what to consider in picking media gen-
erally. It covers basic strategy. the
mood of the medium, three basic media
plans. and how uot to lose your shirt
in launching a new product. Next issue
the five groups of experts inlervicwed
will give specifics on each medium.
To date sPoxNsor has devoted three
articles with 28 layout pages to “Why
evaluate media?” (20 April 1953) and
the two-part “Media Basies™ (1 and 18
Way 1953) covering uewspapers. i

George J. Abrams
Vincent R. Bliss .

Dr. Ernest Dichter

Stephens Dietz
Ben R. Donaldson

1 JUNE 1953

ad director, Block Drug Co., Jersey City
_executive v.p., Earle Ludgin & Co., Chicago
Arlyn E. Cole . president, Mac Wilkins, Cole & Weber, Portland, Ore.
. pres., Inst. for Research in Mass Motivations
. vice president, Hewitt, Ogilvy, Benson & Mather
ad & sales promotion diractor, Ford

1 JUNE 1953

News,

farm Faeons Mﬁ?”w

A/W

Cartoon in Duffy's "Profitable Advertising in Today's Media and Marxers  poses proosemn

How (o cheose media

rect mail, radio, magazines, I'l", busi-
ness papers, outdoor, and transit—in
that order. [n subsequent issues the
All-Media Study will contain the re-
sults of a 3,000-questionnaire edia
Survey and cover specific tests by ma-
jor advertisers and agencies, the psy-
chological advantages of one wmediuin
over another, how to set up a scientific
media test, how 100 leading advertisers
and agencies evaluate media, why some
big corporations don't use air media.
and other topics (16 articles in all).
* 4 *
Es/ ives have more to do with media
selection than you think.

There’s the case of a corporation
which was forced to use certain wom-
en’s magazines in a major campaign
because of the personal preference of
the president’s wife.

And of the sponzor who chose a sy
phony instead of a soap opera hecause
\r. Big’s little woman preferred Mous-

T

SPONSOR’s All-Media Advisory Loard

Marion Harper Jr.

Morris L. Hite
J. Ward Maurer
Raymond R. Morgan
Henry Schachte

Ralph H. Harrington

sorgsky to Big Sister. And lost a cou-
ple of million.

And of the advertiser who took a
TV show because his wife wanted to
act. (This one turned out all right.)

But the best one spoxsor heard in
its eight-month investigation of the
evaluation and selection of media was
this story (apocryphal of course) :

An agency, long on air billings, lost
a multi-milhion dollar account because
one of ite more dashing account exec-
utives ran ofl with the client’s wife.

With the switch in agencies the ac-
count also switched media.

When spoxsor’s editorial director
related this story to the president of a
Chicago agency. the adman said:

“That’s nothing. 1 got an account
who'll double his billings if 1 can get
an accounl executive to run away with
his wife!”

How Ayer picks media: N, W, Ayer
& Son. Philadelphia. is an $85 million
agency with 20 million in air billings.
Ayer aired the first sponsored radio
network program. And in TV it had a
sponsored show as far back as 1940.

To Warner 2. Shelly. president of
N. W. Aver. media evaluation begins

_president, McCann-Erickson, Inc., New York
_ad mgr., Gen, Tire & Rubber Co., Akron
.._.president, Tracy-Locke Co., Dallas

.. ad director, Wildroot Co., Buffalo
pres., Raymond R, Morgan Co., Hollywood
... ad director, Borden Co., New York
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How I buy printed media: Jeanette
LeBrecht. spacebuyer. Harry B. Cohen

Magazines:
I. The product must be one that has national distribution.

2, The 2 { the /L‘”"ZL'[“SZZ

R wzine should be vsed.
) hould be advertised
3. C the wholesalers an
Je Life
lers and jobbers
h nedi
] n unpaign. It canmot
b @ thin throughout

1/ 0 identification.

Newspapers:

I lidderi i m

I cith th ewspuper
tions which run far

7 & a prod

none outside

>

&

(3 2 1 {
wort A p
15101

1. In some high 1 itions where the circulation and milline

) 4 conside
aper Jd us hest s ¢ in the wav o lising. ad positiol

e 8 bDuy spot radio and television:

Herd Gruber., timebuyer, Cecil & Presbrey

{ssuming that the product has mass appeal, and 1 seek maximam
Crotmpressions I male sure to checkh v])‘a u)[[uu-:ng:

I. Ruatings of shows hefore and after. and average them if huving station
break.  Swvmetim we  sacrific g8 to get news adjacencies.

2. Siation’s rate roughly compared with its coverage. 1o establisl
whether it delivers audience cconomically in comparison with othe:

svations | wm considering the market teost-per-1,000).
3. ard ol persond olved 11 £ inte local show
I the p S appeal 1o one 105 age group:
I. | sceic audience composition frgures on the program: if they ure not
thle, | make my judgmeur on the hasis of the vious fact
thar  certain forr s «liract cerfwun iyvpes ol listeners
(7Y o g % B 5 r ,
2. [ seel time appropriats the group., 1 product intended to be
chosen by voungsters goes into the atter-school hours time blocl. One
women wld he sold before or after rling hours
I the produc extremeh ccialized, such gardening tools, hohby
cauinment. | L« program that forms a natural tie-i
I. yeal ows devoted exclusively 1o specialized topies.
2.0 d specalized show, disk it, air it on spor basis.
Beca a late starier with some of our products in spot TV we
{ ¢ 3 N N
ol he (la { s I major markets.
7! we hought late erening spots
| H s acere 1o { cials at lower
T/ I cesstul an orer YO of markets so far

with a thorough study of the client’s
business and of outside factors affect-
ing his business.

Purpose: to determine the main out-
linex of the job to be done; 10 keep
basic agency strategy up to date.

Next step is to identify the audience
the agency wants to reach. After that
comes consideration of which type of
media or combination will best reach
this audience.

Aver. as does every other agency
and advertiser among the 2.000 SpoN-
sok contacted, believes that each type
of media has its place in advertising—
newspapers, magazines, business pa-
pers, outdoor. radio. and TV.

Here are six of the factors which
Shelly told sronNsor are considered by
his agency in the sclection of media:

I. Basic appeat ol media to people
they want to reach.

2. Characteristics  of audience
reached In media as to income. occu-
pation, population strata, geographic
location. age, and sex.

3. Size of audience the media can
reach.

1. Eflectiveness of advertising in
media (visibility. cost, frequency with
whieh audience can be reached, re-
sponsiveness of readers. listeners. or
viewers).

5. Amount and type of competing
advertising in media,

6. Technical advantages of media
in terms of speed, flexibility, use of
color. ability to demonstrate a prod-
uct or service.

Shelly cautions: “These factors are
not necessarily in order of importance.
The weight each is given in media se-
lection depends on the requirements of
the advertising campaign  which is
planned.”

Kleppner's techniqgne. Some of the
most penetrating observations SPON-
sorR uncovered on the subject of how
to choose media are those of Otto
Kleppner. partner of The Kleppner
Company. New York.

In interviews with sroxsor and in
his stimulating hook. Advertising Pro-
cedure, he boiled down the principles
of celecting media to two basic ones:

1. Kknow the habits and customs of
vaur prospects in order to know where
and when to place vour advertising so
theyHl see and hear it.

2. llave a definite plan for the use
of media to reach the prospective buy-
e1 economically and cffeetively.

SPONSOR
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“In other words,” he told sPoNSOR,
“your basic media plan is based upon
your basic market plan.” You decide
which of three main campaigns you’re
going to need or want and then pick
the media which enable you to carry
out the campaign most economically.
There are three principal media plans
which can be tied to your three mar-
keting plans:

1. The zone plan. This is the roll-
ing campaign. You pick a gcographi-
cal area, try to sell everybody in it.
You want the media that reach only
those people in the given zone. Any-
thing outside is a waste. Thus news-
papers, spot radio and TV, and out-
door will fit your needs be:t. You
wouldn’t use national magazines, net-
works, or business papers.

2. The cream plan. You go after
your best customers first no matter
where they are. Problem here is to
reach potential prospects at the low-
est cost per prospect. Product exam-
ples are motorboats, swimming pools,
hobby subjects, tree surgery. You

therefore use programs and publica-
tions aimed at thesc specialty groups.
plus direct mail, and gencral maga-
zmes and newspapers which carry fea-
tures or sections of interest to vour
customers.

3. The national plan. This requires
national circulation of media used plus
na.ional distribution of your product.
It’s a combination of hoth the preced-
ing plans. You want to rcach as many
people as you can at the lowest possi-
ble cost-per-1,000. Soaps, drugs, foods,
and cigarettes are examples. Irequen-
cy of u-e also helps determine whether
you'll pick this plan or not. For ex-
ample, you wouldn’t use it to sell
yachts. Media best suited for the na-
tional plan are ncwspapers, macazines,
network and spot radio and TV, out-
door. You're not apt to use hobby
books, business papers, or direct mail.

I I

NEXT ISSUE: “How to pick media 1i”
-tips from advertisers, agencies. research-
ers, broadcasters, and print media experts.

In addition. Kleppner points out. se-
lection of media may be affected by the
stage your product iz in:

1. If i’s in the pioneering stage
texample—clectric clothes drier). you
will probably necd long copy and may-
be a medium in which you can dem-
onstrate your product. TV would be
fine here, or magazines or newspapers.
You’d be less disposed to use outdoor
or transportation, although it has been
done, in some cases.

2. If your product is in the competi-
tive stage (example: cigarcttes), you'll
seek to u.e everything that’s available
to vou to gct the most impressions pcr
dollar.

3. I your product is in the reten-
tive stage (example: Wrigley chewing
cum), where the copv will usually be
much shorter, you will spread the me-
dia list still wider.

Thesc are guideposts rather than
limitations to the use of media, Klepp-
ner cautions.

Two other factors to consider which

(Please turn to page 80)

Life magazine annually boasts that it leads media parade in billings
{But SPONSOR tabulation shows most air media attract bigger audiences)

Caution: Experts agree this type of comparison is full of holes is difficult and confusing, yet obvious relationships emerge,
and must be considered as a rule-of-thumb measurement only. namely: Air media generally outrank print by far from a stand-
These four levels of comparison show why inter-media evaluation point of audiences no matter what level of comparison you use.

V1952 BILLINGSa CIRCULATION® GROSS AUDIENCE® AUDIENCE, TOP FEATURE"®
MEDIUM ABC or
Ratk 1 iions SO s A (mithions) | Rank Program or article (millionss
LIFE . 1 $96.9 10 53 8 309 4 LEAD ARTICLE 18.5
| NBC TV : 2 832 3-4 214 1-2  533.6 2 COMEDY HOUR 313
. SATEVEPOST -3 753 N 42 M 196 7 LEAD ARTICLE 1.7
CBS TV _ . 4 69.1 3-4 214 1-2 53.6 ! I Love Lucy 38.9
CBS RADIO 5 595 2 242 6 435 5 JACK BENNY 17.8
| NBC RADIO 6 479 1 255 5 458 10 GROUCHO MARX 8.2
| ABCRADIO-" 7 350 7 179 7 322 12 OZZIE & HARRIET 80
COTIME .8 327 13 17 13 35 13 LEAD ARTICLE 2.1
THIS WEEK 9 27 9 104 10 218 6 LEAD ARTICLE 13.1
| BETTER HOMES & GARDENS 10 20 12 36 12 176 8 LEAD ARTICLE 10.5
MUTUAL RADIO oomn 210 8 168 9 30.2 11 TRUE DETECTIVE 8.1
ABCTV 15 184 5-6 203 3-4 507 3 LONE RANGER 19.0
DUMONT 105 5-6 203 3-4 507 9 BISHOP SHEEN 10.5
B e o my e e i S oD i G T e S5 pem g sring ¢ e e e
reached once or more weekly, nighttime only, as of May 1952, based on Nlelsen Cover- “This Week” 4SPONSOR took 607 of gross audiencs to get readership of leading

age Service study. TV figures for total uyndupl rated homes reached one¢ or more
woekly, nighttime only, as of 1 March 1953, NBC and CBS figurcs calculated by
updating May 1952 NCS study. This showed each net got about 95% of U.8, TV
homes. STONSOR projected figures to 1 March 1953 when NB¢ TV reported theve
ware 22,551,500 TV homes Du Mont and ABC do not subser'he to NCS; researchers
estimated these two nets reached 809 of U.S. TV homes sweekly, t¢Pulde estimate of
1.8 people per Lome or set at night was applied to get yross audlence; average night-

article or story (Starch organlzation says this is high, therefore falr to mag
Alr audience figures are based on Nlelsen homes multiplied by Vidcodex. ARD.
Pulse persons-per-sct figures for one specific .week carifer in 1933, To gut veader
full-page black-and-white ad and listeners or viewers of program commercials, tas
about 509 of column D figures, experts say. (For add.tional audience and circulation
i May 1953, p. 44.) ¢Not among tlrst 20

Jata, see ‘"Modia Basles,” SPONSOR,
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“Mr. and Mrs. North”’ on CBS Radio

“Fibber McGee” on NBC Radio

Shorw

RESULT: Colgate reinstated the 8 in Jan. 1953

Colgate dropped 3 Tl markets, Jan. 1952
saved 8.7 of costs, lost 18.2% of audience
cost-per-1.000 homes increased 11.0%

I droppimg vour ¢

Reynolds asked [acts on dropping top 14 TV areas
e NBC replied 27°¢ of time costs could be saved
o But audience loss would be 44 of U. S. total

RESULT: Reynolds Metals airs show on full NBC web

adio show 1n a

“market false economy

“Yes,” say researchers whoe point out that a radio network lineup routed

around TV arcas can lose from a third to half of total audience

by Charles Sinclair
Koty i 1932, GBS Radio got a

sizable jolt when  Colgate, one of
broadeasting’s  biggest  spenders, an-
nounced a decision concerning its long-
tme radio property Mr. & Mrs, North.

The decision: Because of “loss of
audience due to TV competition,™ Col.
gate was going to drop eight radio ont-
lets in as mauny big TV areas.

28

Glooniily, CBS executives looked
over the hst of stations. 1t included :
WCBS. New York; WEEL. Boston;
WCAO, Baltimore: WGAR, Cleveland;
WCAL, Philadelphia: WFBL, Syra-
cuse: WISN, Milwaukee; and KNX.
Los Angeles. All were key outlets, and
three were Q-and-O outlets in the 50,-
000-watter class. All eight were faced
with heavy video competition,

Behind Colgate’s move were two
mmportant influencing factors:

1. CBS was in no position to tell
Colgate to go peddie its drug products
elsewhere. and Colgate knew it. Under
fire from TV-dazzled radio sponsors,
CBS had previously told advertisers
that they could drop out radio outlets
i TV markets—if they wanted to. Sole
requirement: that the resulting net-

SPONSOR




work “be acceptable” to CBS, and that
CBS be permitted to sell the show on a
co-op basis in dropped markets.

2. Colgate Radio and TV Director

about 4,708,000 homes.

e With the audiences of the eight
radio stations removed, the show had
an NRI rating of 9.0--or about 3.-

9, TV areas contribute to audience*

852,000 homes in what remained.
e The difference: around 856,000

homes. This represented a sizable

18.2% of the national audience the

Carter Products, American Tobacco.

and Electric Auto-Lite. In virtually

every case, these network radio spon-
(Please turn to page 60)

NETWORK

Evening cost-per-1,000 is lowest

for NBC stations in big TV markets

*INDICATES station is 50 kw,
class are in TV

SOURCE: NBU
weekly radio

arch  Department.

Note

Study |

Rank by| Cost- TVor |[Tep 25 Rank by] Cost- | TV or | Top 2
Les Harris—who supervises C-P-P’s  program had been gathering. lowest [20r-1.000[non- TV | metro lowest. [per-1,00e[non-TV| metrc
5 o1 . . . . cost |»ve. clro. | market [markets cost | eve. circ.| market |marke
multi-million spending in air media- Then CBS applied some dollars-and-
also knew that some 8.7% of the ra-  cents costs against thesc figures. The 1* $.06 TV 43 .32
dio show’s time-and-lalent costs were result was soon obvious: What Colgate 2 .2 44 .32 TV 21
spent in covering the eight radio-TV 4 saving in lowered time costs was 3,; 12 46 32 TV
markets slated to be dropped. Harris, largely canceled by an actual decrease ; :: TT\\j ; :‘7’ gi v
and other C-P-P executives, figured in advertising efliciency. 16 TV 7 48 32 TV
most of this “.'ould' be a le}ngible cas}1 Since 8.7% of the show’s time-and- 7* 16 49 32 TV 5
saving, resulting m-a trnm.ner ship talent costs had been spent in covering g :; v g? gi voe
and greater advertising efficiency for the eight dropped-out markets, the sav- o* 19 TV 8 52 .36
Mr. & Mrs. North. ings hardly matehed an auience loss I 53 .36 20
As of 15 January 1952, the eight of 18.2%. In fact, Colgate’s cost-per- 2= 19 TV 24 gg .36
stations were dropped. But this was | 600 homes in re ching the rest of the :i gg 56 gg v
not to be the end of the incident. country (minus the eight outlets) had 15 .22 57 .37 TV 19
Partly to determine just how badlv gone up exactly 11.6%. 6* 22 TV | 58 .37 TV
I g C5S los o time in presenting the - jge 33 1y o0 37
OO A Ty o3 PO AV
coSsts ing executives. Soon afterward Col- 20 .24 TV 17 62* .39 TV 4
I gate reinstated the canceled outlets o 21 -24 TV & & 39
its lineup for the radio crime thriller. 23 .25 65 39 TV 22
the eight stations had been nicked by In doing so, Colgate Radio-TV Direc- 24 .26 66 .39
TV and partly to lure Colgate back, tor Les Harris stated: ;2* 32 ,R; s 67 .39
CBS Radio’s research department, un- “We discovered that dropping out 27 26 TV 23 :g
der the watchful eye of Director Har- of these cities deprived us of a con. gg gg 70 .40
per Carraine, made a study of the siderable audience, and it began to 30 .27 71 .40
case. From A. C. Nielsen, CBS ordered show up in the ratings. We figure that 31 28 TV 9 72¢* .42 TV 13
31 a special breakdown of audience data there is a 30%-or-better potential for 32* .28 :’Ii g v o2
i for the last rating period before Col- nighttime radio in these markets.” gi* gg .R; ﬁ' 75 .43
3 gate bowed out of the eight stations. Since laffaire Colgate, CBS Radio 35 .30 76 .43 TV
This was what CBS radio research- has made similar examinations of the §6 .30 _7”73 :g v
ers eventually learned: real or proposed “let’s-duck-around- 3; gg 79 44 TV
e With the eight stations in the TV” economies of other leading CB> 39 .30 TV 80 44
national lineup, Mr. & Mrs. North pro- advertisers, including: Lever Bros.,, :f g]] v g; :g 4
duced an NRI rating of 11.0—equaling Cannon Mills. Armstrong Rugs, Pabst, 2 31 83 .45 TV

Most NBC net stations in thi
areas, yet are among cheapest on cost-per-1,000 basi

Raclio Re
station audiences

based on evenin

f NC¥® znd evening half -hour net time eost

These shows get third of audience in top 10 TV areas

] TV AREAS INON-TV AREAS

BALANCE OF
RADIO NETWORK

10 TV-CITY
RADIO STATIONS

ABC (6 programs) ...... 51.79, 48.39,

CBS (15 programs) ... .. 50.5% 19.5% AMOS N ANDY | SN ki

Mutual (2 programs) . ... 36.1%, 3.9 - JACK BENNY tr 42% | 589 “

NBC (9 programs) ...... 52.3¢, 47.79, : | ' . , - _
CHARLIE McCARTHY | 35% 65 %

Average for all ........ 51.0% 49.00, '

*Chart above is from ABC Radio Research Department, and
is based on A. C. Nielsen radio rating data for month of
December 1952. Programs used in calculations are all half-
hour evening commercial shows, aired on full nets in U. S.

In special study, based on A. C. Nielsen radio data for period of 7-13 December 1952
CBS Radio charted the audience-producing value of 10 largest TV markets for three of toy,
CBS radio shows. Of total U. S. audience for these shows (15215000 homes) a,
average of 375 came from top 10 TV areas. Yet costs were less than 159 of over-all tota
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EXTRA! Adverﬁsing News exmrar

SCOTT GOES TV

STAR-STUDDED REVUE BOWS OCT 8

cas Tasre wew ~

Putti Poge The Singing Roge”
To Femcee Sparkling New Show

by Dick Jackson
’n 1951, the Scott Paper Coo- 1\

expenditure totaled a neat zero. o
1052, the television outlay was a mod-
est 3360.000. This vear, the Chester.
Pa.. firm is earmarking more than
500 of a ~5.5 million budeet for TV,

Reason? With TV Scout has been
able to 1ift is sights from a sales goul
of f110 million in 1933 to a new
target of £300 million in sales by
1958, And the firm is using TV as its
primary ammunition to hit that target.
Firat step on the ladder was reached
when the company  ammounced  first
quarter 53 sales of £10 million, 12,
over the comparable period last year.

If that $300 million sales target is

he reached. Scott will have 1o do
a lot of fanev stepping. s \ssistant
VP& Director of \dvertising Harry
C. Pardee tol'l sronsor: “When von're
selling a Line in which the most expen-

sive unil retails for 27¢ the problem

Adve-tising Director MHarry C. Pardee likes to
lirk auality programing with product line

30

Why Scott plunged

P"m‘*"

S million |

Company has boosted its sales

mio TV

arget to

S300 million by 1938 now that it has

three network TV programs to baek it ap

moving lerrific  tonnage.
From the size of our expenditure in
the medium it's easy to figure out
that we think TV will help us move
the necessary tonnage.”

calls  for

But Scott isn’t counting on one TV
program to do this massive job of
paper hauling.  Through its agency.
J. Walter Thompson, Scott has fash-
ioned a three-program lineup which
has a number of novel asperts. This
lineup is unusual because: (1) Scott,
after onlv one TV test period in 1949.
has suddenly emerged with three dif-
ferent programs: (2) two of the pro-
erams are well off the beaten track—
Omnibus on CBS TV and Ding Dong
Schiool on NBC TV; (3) two of the
<hows (Ding Dong School and Scott
Wusie Hall) are bucking Arthur God-
frev segments.

To earry these three
Scotl is spending as much money in
TV this vear at it did in all other
media in 19520 Last year the firm
spent $2.168.101 for magazines, $750.-
127 in newspapers. $360,000 in TV,
and 833316 in rudio. Unfortunately
for Scott. the firm ecannot use TV to
prowote the sale of some of the items
which won the company it~ reputation
for (lllalil} Soft-Weve.

programs,

{SeotTissue.
and Waldorf 1oilet tissues),
The products plugged on TV are
~eotTowels. Seotties factal  tissues,
and Cul-Rite wax paper. Said a Scott
exceuative, “The television people today
are about as touchy on the subject of
todlet tissne achverti ing as were the
macazine publishers back 1 1910.7
fewas i 1908 that the firm decided
to conventrate on sellineg a line of 1otlet
tissucs under it own name (rather

than manufacturing for “private la-
bels”). It appropriated the modest
sum of 83,960 for leaflets, display
cards, and similar material. By 1919
the company was able to budget $100,-
060 for advertising—a sum which im-
pressed such staid publications as
Good Housekeeping and Ladies’ Home
Journal which heretofore had flatly
refused toilet tissue ads although ac-
cepting ScotTissue Towel copy.

Since then Scott products have been
continuously advertised in printed me-
dia with appropriations keeping pace
with sales. Even during World War
I when the product was under strict
allocation, Scott kept reminding the
public of its quality products. For the
most part, Scott has alwavs used na-
tional magazines and Sunday supple-
ments to carry the bhulk of its adver-
tising. Some daily newspapers and
radio were also used. Says Harry
Pardee, “We like all media, but until
recently we only had enough budget to
uze a maximum of two media at a
time if anv were to be used effec-
tively. We've leaned heavily on wo-
men’s magazines and supplements be-
cause women have alwavs been our
sales target.”

It follows. then, that when Seott de-
cided to take a flver in TV in 1949 its
first selection was one day a week of
Dione lLucas Cooking School of the
Air. This program was aired over five
CBS TV outlets for 39 weeks at a total
time and talent cost of 859,500, Dur-
ing this period Scott experimented

(e,

case history
I A
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with various commercials on Cut-Rite
wax paper and ScotTowels. It was dis-
covered that demonstrations of the
products in use had definite entertain-
ment value. But, it was also felt that
the person doing the demonstrating
should not be allowed to take any of
the audience’s attention away from the
product. That’s why there is little
likelihood of Scott employing a Betty
Furness, and certainly not some buxom
lass who would distract the viewer’s
attention from the French fried pota-
toes drying on a ScotTowel.

As a result ol lessons learned in
1949, current Scoit TV programs make
extensive use of camera closeups. The
wet strength of Scotties facial tissue is
demonstrated by focusing on a stream
of water coming out of the tap and
striking the tissues. First, a competi-
tive brand is used and the paper easily
disintegrates under the water; then a
Scottie is pulled from the box and
subjected to the test with completely
different results. The viewers are
shown that the tissue withstands the
water and retains its strength.

ScotTowels are shown on TV per-
forming a variety of tasks. The notion
that the towels are handy only in the
kitchen is destroyed by showing how
useful the product can be in the bath-
room, garage, and all around the
home for household chores.

When the Dione Lucas program was
dropped in November 1949 the com-
pany and its agency sat back and tried

0o [ 1oy )
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SE:OH"S local quiz program on WPWA uses high school students. The show generates county-
wide interest, engenders good community relations, ard assures firm of steadv flow of ~m-

ployment applicants.

to figure out just what had been
learned. Tt wasn’t until three vyears
later that Scott felt readv to put a
sizable piece of cash into TV. This de-
cision was reached by a group which
included: Scott’s President Thomas B.
McCabe: Executive V.P. Raymond C.
Mateer; V.P. and General Sales Man-
ager Francis W. Plowman; Assistant
V.P. and Director of Advertising
Harry C. Pardee; J. Walter Thomp-
son’s S. Kelsey Denton. account super-
visor, and Robert Shirey, account
executive on Scott.

When Cavalcade of America’s alter-
nate-week slot on NBC TV was offered,
Scott snapped it up. Into it went the
Scott  Music Hall featuring singer
Patti Page, comedian Frank Fontaine.

and dancer Mary Ellen Terry.

AP " [T

See "Is your PR man air-minded?”, p. 38 for other air PR campaigns)

After the program had bheen on the
air five months Scott polled 500 of its
employees. (Because of unusually
good employee relations, the company
can count on getting some mighty
frank answers when 1t asks questions.)
The employees ranked the prozram
sixteenth in a listing of favorite shows
and many questioned the suitability of
Frank Fontaine’s type of humor. Scott
emplovees are thoroughly indoctri-
nated in the association of the Scott
name with the word quality. This poll
was one contributing factor in the
firm’s decision to drop Fontaine and
substitute a guest star policy which
gives the program a greater flexibility
and more variety.

One month later 500 more employees

(Please turn to page 58)

Scott’s three TV shows reach varied audience

IWilliam Saroyen (left) was one of many outstanding figures to appear
on “Omnibus,” one of the “off-beat” programs used by Scott Paper
Co. last season. In addition to the show's quality connotation.
. company took advantage of long-single-commercial format of
?g program lo give thorough demonstrations of products
in actual use. Firm also sponsored NBC T1”'s “Ding
_ Dong School,” aimed at preschool age kids and their
\ mothers. For third 1952’53 season program, Scott
used show with more general audience appeal,
“Scott Music Hall” starring Patti Page.
T'otal outlay for 53 T1” advertising
is almost &3 milion, or more
than the paper maker spent in all

other media in 1952. Outlay
for T1” in 1949 was 559,000,
nothing until 1952.




hrooer

Nt

\
A e
e —— P A e e & e 7 =
T A
v
b
&
1
S

3
}
oakay o St

s _’,’\ {

Haurntingion

\
o o it e -
-
’ rvarmer— o
T

ounts is customers

BAB-spensored ARBI
study shows firms who use
newspapers-only lose

sales among customers

ey only radio can reach

1
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5 A ad Study is first for national firm
’.. ‘l "“_‘“.-—v
R SR Although ARBI technique at local level in seven
i 000 - Kroger markets studied was similar to past
j e ARBI tests, this was first for a national firm
Lo —

’fm' maiy vears there have heen
adverlising  managers in companies
with a print-only tradition who argued
for a balanced media approach. Rea-
soning from seat-of-the-pants knowl-
edge of what sells, they've advocated
use of radio ax well as newspapers
rather than reliance on a strietly black-
and-white approach.

Last weck. Broadeast Advertising
Bureau published and sent 1o its mem-
hers a report which confirms the in-
stincts of these adinen. and expresses
them in research terms,

The BAB report is called “Kroger
Counts hs Customers™ and is based on
Advertising  Research Bureau, Ine.
(ARB1) point-of-sale research in seven
cities; 27 of the 1891 Kroger Co.
stores were covered. BAIS key con-
«lusion from the research is that when
a grocery or a grocery product adver-
tiser uses cither radio or newspapers
exclusively, he misses about half the
customers he might have reached Iy
using both.

This reasoning is based on the fact
that two separate and distinet groups
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of customers- —one reached by radio,
the other by newspapers —were found
to have hought Kroger test merchan-
dise, It ix further confirmed by the
fact that the group which reported it
had been influenced to buv by both
media was minnscule.

BAB. whose poliey is to funnel facts
to its members first, had not released
exact figures al SPONSOR’s presstime.
But, in round numbers, this was the re-

e

research
e N

sult of the seven-market Kroger study:

o Advertising as such accounted for
nearly two-thirds of all purchases of
items tested.

e \n approximately equal number
of these customers named cither radio
Ol l](‘\\'.\'l)al)(‘r:" as lh(‘ (‘X('}Usi\‘e source
oi their knowledge about the item they
were buying,

o The overlap between radio and
newspapers  the customers who both

heard the Kroger radio advertising and
read the Kroger newspaper advertising
on the test merchandise—was negligi-
ble. the study showed.

The Kroger study confirms previous
ARBI results obtained over the inde-
pendent research firm’s past three
years of point-of-sale media testing.
These have shown. in market after
market in every section of the country,
that radio and newspapers bring in two
distinet groups of customers. (BAB
has published two reports on groups of
these local ARBI tests previously:
“Count Your Customers,” and “Sears
Counts Its Customers.” Also see “You
need hoth.” sroxsor, 23 February
1953, page 40.)

But the Kroger study is unique.

It is the first ARBI study to have
heen completed for a company of na-
tional rank (though technique used
within each of the seven test markets
was similar to that in previous ARBI
studies for local companies).

It is the first ARBI study which BAB
paid for.

BAB underwrote the study, made at

SPONSOR
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the specific request of the Kroger Co.
Kroger, which had been using news-
papers, plus some radio, in most of its
markets, sought evidence on what each
medium contributed to sales.

BAB. itself, had no control over the
method in which the study was con-
ducted. All arrangements for the study
were worked out between Joseph B.
Ward, ARBI president. and executives
of the Kroger Co. and its agency, the
Ralph H. Jones Co. of Cincinnati. For
the test., Kroger selected seven mar-
kets which represented a good cross-
section of its 19-state network of stores,
The markets were: St. Louis. Mo.: Co-
lumbus, Ohio; Nashville. Tenn.: Ev-
ansville, Ind.; Huntington. W. Va.:
Madison, Wis.; Peoria, Il

The markets were chosen so as to
cover a range of population sizes.
states, population types, and retail sales
characteristics. They also differ in
television penetration.

The test technique. as in all ARBI
research, was simply to have the cli-
ent invest equal numbers of dollars in
newspaper and radio advertising for
the same items during the same time.
Trained interviewers were then sta-
tioned at the point-of-sale to question
all customers who bought the itemn and
find out what influenced them to come
and seek it out.

The merchandise was selected by
Kroger, and in nearly every case was
a Kroger brand. This tended to elimi-
nate the variable of advertising con-
ducted prior to the test because Kro-
ger was working with merchandise
which had received both air and print
advertising previously. It excluded
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completely the possibility that the mer-
chandise would be advertised =imul-
taneously in media other than those
involved in the test, (This would not
have been the case had Kroger selected
an outside brand which gets continu-
ous advertising not subject to Kroger's
control.)

Test merchandise ranged from angel
food cake to frankfurters. Most of the
items used were “specials.” to insure
high enough product traffic to make the
results statistically significant.

The tests were conducted late last
summer. with trained ARBI teams on
hand to conduct the interviews, In
each test. the interview days were
Thursday. Friday. and Saturday.
traditionally heavy grocery buying
days. Product traflic, not store traffic,
was measured, with the researchers
stationed at the shelf position rather
than at the checkout counter. Sales
figures were determined in terms of
unit sales.

Results of the study for “traffic” and
“unit sales” were parallel. Radio and
newspapers together brought in nearly
two-thirds of the customers, and sold
them almost two-thirds of the test mer-
chandise as well. The two media were
on a virtual par in the number of cus-
tomers each attracted, and in the
amount of merchandise each sold. In
past ARBI studies radio has tended
to lead considerably in dollar volume,
attracting customers who bought more
merchandise. In the case of grocery
customers, however, buying is on a ne-
cessity level and logically customers
would be expected to buy in the same

( Please turn to page 86)

you can reach part of your customers

with newspaper advertising

to reach all your customers, however,

you must use radio advertising, too

radio and newspaper advertising,
even when used dominantly, reach
almost mutually exclusive audiences -

with relatively littie overlap

dollar for dollar, radio advertising
produces as many or more customers

as does newspaper advertising

8 | B @B

Agencies now getting this pitch

BAB is aiming its new Kroger study at both
clients. Round of
with presentation has
started. Above, moral of study is summarized

local-level and national

calls on agencies

IS A I (i I

Kroger may inerease radio

budget as result of study

Kroger Co. uses some spot radio in
many of its markets (TV in a

few) along with newspapers as

its major media. It has long

been sold on radio (see picture
left of 1950 transeribed spot radio
program). But results of study were

such Kroger may increase use of radio

33




mass medium”
_“Sets cost S0 much, television will never Be a

3. “People won't watch televisim after the novelty wears off" '

television during the day

S ‘2 “Television mll never cover the country”
a o will never have time for

i;l take a vacation from television”

5. “In the summer, people W

L

«When the glamour W
6. will dro\! 0

7. “Telewsmn is pncmg itself out of the market” *

‘“ i 8 “Television will price |tse|f out of the market

“On orrect statement of the lot, says CBS TV

The top 10 cliches on television

TVeminded admen will discover that many of their favorite video “truisms”

= =

have been taken for a bumpy ride by a new CBS Televisien presentation

(1 he Dland generalizations appearing — eral pnblic?  Or the mivth that televi-  ever, that the High Cost of Television.
T vl 1 ) . . .

the TV scxeer ne will ring fa- sion would never cover the country?  like earlier generalizations about the

Now the  conversations about TV — medium, won't stand up under statisti-

among admen center mostly on dollars cal scrutiny. The network hax accord-
I ( Mention TV todav and the instantanc ingly met the problem of selling its
ns reaction is: “Ouch. those tremend.  viewpoint by building a presentatlion
| ] e T . ’ N
K ! called “The Top 10 Clichés on Tele-
' the contention of CBS TV. how.  Vision.” Gordon Hellman direeting.

Planning and executing this frontal
attack on the strongholds of TV opin-
ion involved mouths of fact sifting.

costs At least 400 pages of documented re-

Il search statisties from program rat-
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ings and prices to newspaper and
magazine circulation figures—had to
be studied over a period of six months.
by Oscar Katz, CBS TV’s research
chief, and research staffers Rosemarie
O’Reilly, and Leonard de Noover.

Original art and charts (among
them, costs chart at right) had to be
drawn by artists Kurt Weihs and Bill
Golden, under the supervision of Jack
Cowden, operations director of CBS
TV advertising and sales promotion.
Finally, several drafts of a “snake talk™
had to be turned out by Copy Chief
Bob Elliott and Messrs. Ed Shurick,
Jack Cowden, and Gordon Hellman,
CBS director of presentations.

In recent weeks, Ed Shurick, man-
ager of CBS TV network sales devel-
opment and a prime mover in the
planning of the report, has made the
Grand Tour of most of New York’s
leading ad agencies to present the new
study. So far, he has called on some
two dozen agencies and clients, from
Benton & Bowles (see picture below)
and Biow to Lever Bros. and P&G.

In almost every case, the study’s in-
dustry facts and figures are greeted
with great interest.

SPONSOR herewith presents a con-
densed version of the “Ten Top Clichés
on Television” for the benefit of TV-
minded clients and agencies who may
not as yet have seen it, or who may
want a handy review of its main facts:

Cliché 1. “Sets cost so much, tele-
vision will never be a mass medium.”

TV delivers more and more gross cirenlation for

less and less money than print media, CBS TV claims

$9.00 [ —
.l _I)ol:lir: figures are cost-per-1,000
$7.00 __-_—f' N I
gross circulation (lmuws, copios}i
$5.00 T —
.| L DR
$3.00 - ,‘?‘fq“""*‘"* = "'1|
weanmes | |
$1.00 - 1 . - B |
Jan, ‘49 Jan. ‘50 Jan. ‘51 Jan. ‘52 Jan. ‘53

SOURCE: CBS TV Rescarch Dept.

TV: cost Is based on time-and-talent for full-network evening half-hour show.

Margazines: b. & w. page cost (less productton) in 8 leading mags. Newspapers: full pege (less productjon) In cach

major TV markot.

By CBS TV’s calculations, TV is
“already in 507¢—soon in 63%—of
all American homes.”

Added the presentation:

“TV has gone into as many homes
in six years—21,000,000—as automo-
biles in 29 years, as electric refrigera-
tors in 30 years, as radio in its first
12 years. And there are four times as
many TV sets as the paid circulation
of the biggest magazine (Life) after
1614 vears.”

Cliché 2. “Television will never cov-

Since 1919, TV flgure has dropped from $8.47 to $2.39; newspapers and magezlnes have risen

er the country.”

Back in 1948 and 1949, most admen
will recall, this was one of the most
popular of the here’s-the-latest-on-TV
statements. Bat last June, TV already
covered areas with more than two-
thirds of the country’s population.

As TV man Ed Shurick states in the
presentation, while he points out the
differences in population density be-
tween TV and non-TV areas:

“It is one thing to think of televi-

(Please turn to page 74)

Agency hears new pitch: Typical presentation of new CBS TV
“Top 10 Cliches on Television' study is seen below before media
experts of Benton & Bowles office in New York. Group includes
(I to r.}): Lee Rich, associate media director; Tom Carson, broad-

cast supervisor: Jim Theiss. Ann Jarowicz, Muriel Mack, timebuyers:
Charles A. Pooler, v.p. in charge of marketing; Charles Sinclair,
SPONSOR senior editor; Ken Torgerson, associate media director;

A. H. Flaten, CBS TV; F. Apt, B&B research; Ed Shurick, CB> TV

-
s
-
.7k

. .
§ -




Anti-histamine cold pills had
been losing ground steadily after first i
frenzy tapered off, New industry was sick .,

@©Underwood & Underwood

Super Anahist reverses trend wit

IdAl .
i he Anahist Co., which made the

bigoest splash  when  anti-histamines

over the counter
«plash with

were introduced
1919, 1
an anti VNN
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Anahist has single-handedly reversed
the over-all sales shde of proprietary
anti-histamines, a dechne that began
the very next year afier they hit drug
store counters with such a big bang.
Super Anahist's sales during the past
winter were large enough to put a plus
the recent total of anti-
histainine proprietary sales in the face
of a notable lack of sensational sales

wntances by other brands, includ-

\nahist’s  other anti-histamine

tl-fighting products,

imates that the Anahist

m beside

PONSOR

Co. spent in the neighborhood of $1.5
million for its spot air advertising dur-
ing the past winter season. The pro-
portion going to radio, Anahist’s basic
medium, was probably about 75%.
The success of Super Anahist (its sales
have alrcady topped the other Anahist
Co. brands) has given the company a
firmer grip than ever on the anti-hista-
mine field. in which it has been a
teader from the beginning. The finn’s
market shaie is now comfortably over
hall of all anti-histamine sales.

Super Anahist is one of five anti-

SPONSOR
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., Spot radio, TV were Anahist's
rescription when it introduced new anti-
' istamine, Super Anahist, and perked sales

. -
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v“rtzlf;*_, 4

2¢ YTABLETS

APROF wERA

ANAHIS?

apg coM'o""p,

histamine products put out by the Ana-
hist Co. The others are the original
Anahist, a straight anti-histamine,
technically known as thonzylamine hy-
drochloride; Hist-O-Plus. which is
Anabhist plus the pain-killing drug com-
bination commonly known as APC; an
Anahist nose spray in atomizer form,
and an Anahist cough syrup.

Super Anahist has APC, too, but it
differs from all other anti-histamine
brands—and, so far as is known, from
all other cold preparations—in that it
contains Vitamin C, touted as an anti-
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SUPER

' ANAHIST ||

| APC COMPOUND 1

V|TAMIN c

£OR SYMPTOMATIC RELIEF OF

COLDS

] IN ALL STAG!S
- | IMPLE HEADACHES
‘ HAY. r:v:n

' hudge

. 12 TABLETS
gl

| TUPEI_I -‘
| ANAHIST |

savi-wand,

I APC courouuo

——

V!TAMIH ¢

‘coLDS

IN ALL STAGES

SIMPLE
HEADACHES

HAY FEVER

ANANIST €O, INC;
YONKERS z. N.Y.

infection ingredient. While the com-
bination of Vitamin C with the other
ingredients is considered an important
technical accomplishment, the idea of
multiple ingredients in drug brands is
certainly not new. The current success
of Super Anahist is. however. further
evidence that the consumer is im-
pressed with the multiple-ingredient
sales pitch. It also confirms what Ana-
hist’s agency, Ted Bates. has always
strongly believed: that spot radio and
TV are great media.

Ad strategy developed between Bates

DISCOVERY

Radio, TV copy made these points

Super Anahist TV story board shows copy
stressed product newness, how “wonder drugs”
shorten cold miseries, fight infection. Bulk
of Anahist’s ad money went into spot radio

and John S. Hewitt, executive vice
president of Anahist, led to the pur-
chase of about 150 radio stations in
100 markets for Super Anahist during
the 1952-°53 season. Markets included
radio-TV as well as 1adio-only areas.
Most of the purchases were one-minute
aunouncements, that length being con-

(Please turn to page 81)

case history
e
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g vour PR man i

ir-mimded?

Many negleet radio and TV, but there is growing awareness of their value

by Alfred J. Jaffe

F e time has passed when a public
relations man can call it a day alter
filching free plugs for his client from
Arthur Godfrev or crowning a bosomy
bathing beauty Queen of Bismarck
Herring Week.

The PR man has come a long way
in recent vears. Now clothed with
stature and responsibility. he sniffs a
little at the mention of “publicity” or
“press agent.” He walks around in a
homburg. talks about “human engi-
neering.” sits beside the chairman of
the board and shispers in his ear. In
place of the hit-or-miss free plug. he
often buvs media as well.

The PR wman, however, often over-
looks radio and TV. This is not usu-
ally deliberate. When it comes to air
media, the average PR man is con-
fused about where to start and all too
conscious of the fact that he lacks
programing knowhow. He feels much
more at home with newspapers. In the
old days. if vou =cratched a PR man,
likehy as not you'd find a newspaper-
man underncath and while this is less
true today. the PR field is still heavily
staffed with ex-reporters.

Hundreds of PR sponsors have bought Ziv's
"l Was a Communist for FBL'® It is often
sold by radic stations to groups of clients
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PR firms readily admit this radio
and TV blind spot. Some of them,
such as Hill & Kunowlton, Inc., which
has some of the choicest clients in the
bu<iness. have begun hiring radio and
TV specialists to work with account
men as well as experiment with PR
techniques on the air. There 1s a
arowing appreciation of TV’s impact,
and some PR agencies. though moving
cautiously, are giving a lot of time

A
status report
I 0O OO

and thought to how to use TV prop-
erly and economically.

The PR agencies are also well aware
that if they dont accumulate radio
and TV knowhow they will lose sub-
stantial billings to advertising agency
PR departments. In opening its new
plant last month, for example, The
Mennen Co. called upon Kenyon &
Fckhardt’s PR staff for a community
relations job via time bought on the
local radio station.

Despite the PR man’s lack of fa-
mihiarity with radio and TV, the use

of air media for PR has been growing.
Business has become more PR con-
scious, one reason being the Taft-
Hartley Act. which removed some of
the limitations on what an employer
could say to his employees.

SPONSOR, therefore, examines PR in
radio and TV in this article, shows
some examples of who has been using
it and why. presents some tips on pro-
graming, points up where PR can be
used best. lists some recent PR trends.
Since sPONSOR has covered regular net-
work PR shows, the emphasis will be
on the local approach. (For network
examples, see “The Railroad Hour:
non-stop all summer long,” 7 April
1952; “Public utilities on the air,”
Part I, 19 November 1951; Part II,
3 December 1951; “Steel melts the
public,” 13 March 1950.)

Here are some trends which indicate
which way the PR wind is blowing:

1. Businesses are becoming con-
scious that a regular air program
means a ready-built and sympathetic
audience when industrial strife or some
other issue requires a concern to pre-
sent its point of view to its workers
or the public. A PR message on a

What you should know about PR on the air

Why buy PR? Businesses are growing aware that year-’rovnd air
programs provide ready-built audience when firm has to present
point of view on special issues. They also realize that bought time
means larger audiences than can be gotien with free material
handed out to plug holes in station program lineups.

Who can use PR? Almost anybody but some firms need it more
than others. A large firm in a small town is particvlarly concerned
with public opinion. Public utilities have to cultivate public sym-
pathy since rates are set by elected officials. Banls must live up
to “public service” status in the community.

PR program types: Ncws, sports, drama, public service shows
are used most often. Community news and home town sports are
considered especially potent in attracting avdiences. However,
there are no copybook rules. A steel firm in Texas uses employee
talent sliow, ties in safety quiz, with success.

SPONSOR




regular program seems more natural
and less “forced” than announcements
bought suddenly, say, during a strike.
2. While many firms and trade as-
sociations are active in putting out
free recordings and films (which sta-
tions welcome to plug holes in their
program lineup), they now realize
that by buying time they get choice
time—that is, larger audiences.

3. In 1948, 10 steel companies put
on regular radio shows while five (in-
cluding some of the 10 with regular
shows) put on special broadcasts. For
1952, the figures rose to 19 and 22.
This was all paid time. and except for
U. S. Steel’s Theatre Guild on the Air,
was all local or regional network time.
Aside from the network show, the total
time bought by steel companies last
year came to more than 1,000 hours.

4. The Frederick W. Ziv Co. has
been selling two radio shows especial-
ly for PR use. They are I Was a Com-
munist for the F.B.A. and Freedom
US.A.

5. The Broadcast Advertising Bu-
reau has recently started working with
the Advertising Council to push the
idea that advertisers should buy public
service programs and material for PR
purposes.

6. The recent convention of the
Public Relations Society of America
announced that three PR “media” won
larger budget appropriations last year:
TV, the suggestion system, and the
reading rack. TV was described as
“the most compelling medium for
reaching the mass mind.”

Why the increased use of air media
for PR? Listen to Harold Kathman,
a business consultant whose specialty
is “communications.” Here he is talk-
ing specifically about industrial rela-
tions, which to PR imen means PR
directed at employees:

“Look into the face of an industrial
worker, and you may he looking into
an acre of diamonds of ideas for long-
term radio contracts.

“Radio has been understandably
busy bending sales curves. Industry,
meanwhile, has been dying to say
something else to its employees, com-
munities, and customers, and has been
somewhat inarticulate. Radio can help
translate the need and dollars into
sponsored time.

“During the past 10 years, while
most sales executives were concerned
with framing ‘Sorry we’re booked
solid’ letters, top management—pres-

(Please turn to page 62)
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Meunuen's plant opening campaign provides PR tips

Before opening new plant in Morristown, N. J.. last month, Mennen Co.
sought to create “good neighbor™ status with community, attract new
employees. Firm bought five-minute spots three times a week on WMTR-

broadcast club and community news. Top, William Mennen Jr.. executive
vice president, left, launches program as Leonard Colson, ad manager.
stands by. Bottom, “Miss Skin Bracer”” flanked by George Mennen,
manufacturing v.p., right, and Bob Stolpke of the station, records pro-
duction line debut. Round of activities and dinners during “Mennen
Week” was tied in with actual plant opening. Mennen’s community uecws
bulletin show on WMTR will be continued indefinitely, company says.
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A SPONVSOR round-up

Pocket hook

ont the air

Against usual sales expeetaney of 200.000, Pocket

Books. Ine¢. sold over 650.000 copies of books

advertised on radio. TV. This test may spur trend

A uccessful test radio campaign by
Pocket Books. Ine. may touch off a
TV advertising
“( book 1
dustry. The Pocket Bookx campaign
was probably the first in the 1l-vear
usiness in which a pub-
whividual  titles
dio pusi.
he n: f the books: The Cardi-
nal aud A Stone for Danny Fisher.
Some of the results: Compared with
average first printing of 200,000,
Pocket Books was able to print and sell
650,000 copies of A Stone for Danny
Fisher. 1t is presently running ofl a
sccond printing which also exceeds the
normal first run. This success 1= in
no sniall measure due to the company’s
experiments on the air.
The Pocket Books campaign centers
in the New York market where the
ipany has had three one-minute an-
nouncements weekly on WNBC since
January. It wa-~ extended this <pring to
other markets, via the firm’s poliey of
encouraging distributors to follow suit

history of the
lisher smgled out

ron Is 11 for a1

i lil NI Il
round-up
IS
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PBOUD ONES
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in buying time: Pocket Books supplies
the commercials. As a result of this
policy. =everal hooks are regularly ad-
vertised now in 35 markets.

Otlier publishers are known to be
watching the Pocket Books campaign
closely and at least two now have lim-
ited air campaigns of their own under-
way: Dell is experimenting with a
four-shot TV campaign over WI'IX.
N\ew York; Popular Library has 10 or
12 distributors who make it a practice
to promote individual titles on local
radio stations, Two other publishers,
while not now trying air advertising,
told sroxasor they felt the time was
ripec for some form of advertising
atmed at consumers.

The soft-cover book industry, while
it has enjoyed rapid growth in the past
seven years, has not tended to use ad-
vertising aimed directly at consumers.
Trade paper ads supplemented with a
few annual institutional newspaper in-
sertions have been the pattern among
those who advertise at alk.

But the emergence of several new
oft-cover publishers in the past two or
three years and the resultant upswing
in competition suggests that the in-
dustry may be ready for its first im-
portant ronnd of consumer advertising.

Pedlocks

A pecsohd sowd of o8 1
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i A frank-and meving-story of artistsd
g and their Bohemian way of life
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SE e Controversial books that might

e offend audiences anywhere in
U.S. are not air advertised. Pocket Books
teaser announcements are keyed to mass taste

Said an agencyman with many years
of background in the publishing field:
“The soflt-cover people have always felt
their margin of profit was too slim to
But the
same argument might have heen given
in the primeval days of advertising for
bar soap or cigarettes. The function
of advertising 1s to make more sales
and more profit, not to eat profits. It
seems to me there's an opportunity for
the soft-cover publishers to use mass
media like radio and TV. It’s up to
some alert radio and TV salesmen to
show how they can do it at low cost.”

allow much for advertising.

(Please turn to page 76)

NOTE TITLES BELOW, ARE PICKED FOR MASS APPEAL, LEND THEMSELVES TO RADIO AND TV CAMPAIGNS

PERRY MASON
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FROM HERE TO

“Qur correspondent in Nairobi . ..

In May of 1945, television was hardly more
than what Fred Allen called “‘the face on the
barroom wall” but that’s when NBC

first set up its television news film operation
with two editors and one pair of seissors

Now in its eighth year the NBC-TV news
film operation is larger than any other
news film company including the newsreels
and other networks.

In the average week NBC news cameramen
shoot a hundred different stories. In a

vear’s time NBC films over 2,500,000 feet of
raw stock. If that were all shown as one
feature, it would last 300 hours, which is even
longer than some features seem.

40 newsmen and 31 cameramen cover

the continental United States from 6 vantage
points for NBC, and of course news

film is sent in from NBC afhiliates in 60 other
cities and towns. NBC staff correspondents
can be found in all the world’s major

news centers.

And NBC correspondents can also
be found in such exotic areas as Jakarta,

ISTANBUL

oo
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Karachi and Istanbul. Our correspondent
in Nairobi gave NBC a notable beat
on the Mau Mau disorders.

Just to be sure that we don’t miss anything,
NBC also has first call on the films of seven

major foreign newsreel companies in Europe.

It's a huge job and it’s a lot of trouble,

but we believe that having the largest and
most active news film operation accounts
in a major way for NBC’s leadership

in TV news. Viewers evidently like it because
we consistently find the biggest audiences
tuned to our daily news shows. Qur
sponsors like it too. Such as the sponsors
on Today (7 to 9 a.m.) easily the hottest
news show around. Yonu can be a sponsor on
Today for less than the cost of two
round-trip tickets to Istanbul.

a service vf Radio Corporation of America

h
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® 'Dual Focus controls

® New precision optical system—f 1.5 projecs - il
tion lens with “‘built-in"" infra-red filter

® Handles 4000-f1. reels —compensated
*“take-up’’ provides constant tansion

@ “‘Still frame’’ projection with 2-sacond
stabilization of picture and sound .

® Framing and motor hand-turnover controls
accessible from either side

G \ k. i | @ Instantaneous exciter lamp chunje* e o lever
! ®
operated|

L]

s

® Everything yﬁif-bulll"for easy mainienance
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BEARINGS

HERE IS A professional equipment
that fits television film standards exactly

AUTOMATIC
" | LAMP HOUSE

. the new RCA 16mm Film Projector
Type TP-6A. It is designed to meet
every requirement of the TV station
looking for the best picture quality
possible from 16mm film.

Unlike standard 16mm projectors
now available, the TP-GA is newly
engineered from “base-to-reels.” New
f/1.5 lens, new framing system, new

Auvutomatic projection
lamp change—takes less
than a second!

'See-through**

.ucite door panel

sur

i

L]
ull inch clearance
etween aperture
late and lens gate

mple film path

features that contribute to its outstand-
ing picture quality. New broadcast-

/es{gﬂe/
r television:

dual focus arrangement, are among the

ojector

/

quality amplifier assures high-quality
sound. New 4000-foot reels (with com-
pensated take-up), new 2-3 claw inter-
mittent in oil, and new automatic lamp
change-over, combine to provide unsur-
passed operating convenience and film-
show reliability.

For a vast improvement in 16mm picture
quality—nothing approaches the TP-GA.
Check the 10 important features at the left.

For more details and delivery infor-
mation call your RCA Broadcast Sales
Representative.

¢

l An outstandmg example of de5|gn 5|mpI|C|ty

ol

f/1.5-projection
Tens

.“\x]l“‘ I“‘_,‘l“_tlu“l

[N

Focus control—
(ont and rear

'RADIO conpoml no;v of AMERICA

ENGINEERING PRODUCTS DEPARTMENT ~—~ ——

CAMDEN, N.J.

= '—...1"




New and upcoming television stationws‘

Rox Score

T £ all U.S. homes with
Total ne. of U.S. stetions on No. (of plaocs’*-(reelz; CdP's g*.rané] ?3’;‘;;‘*(25 ‘:‘ | Apr. '53) . 51.0% §
i : f 22 ed (excluding educationa L ’
Gl AT g | grants: as of 22 May '53) 315 Per cent of all homes in Tv
No. of grantees on air. GG coverage areas (as of 1 Apr. 75.9%5
No. of markets covered 116 No. of TY homes in U.S. - 23,256,0003 53) e
I. New coustruction permits*
' NG POWER (KW)** | 1 rions| SETSIN | LICENSEE-OWNER AMANAGER
CITY & STATE Lt-:cYATLELns CHANPEI)P“IEL, DGA“TAENI%_F Tsﬁgs'r -\{JSUAL AURALl DN AIR MARKET? |
Donald Lewls Hathaway Box 930
Casper, Wyo KSPR-TV 2 13 May 1.2 .6 0 NFA (KSPR)
' ‘ Mathieson
9'000§ Rounsaville & Clark TV 3465" il
Cincinnati, O. 54 13 May 89 50 3 37 Co. Dr. N.E. Al
, Ine. Box 112
Eugene, Ore 13 13 May 56 33.6 0 NFA LILLORA SR o
l ‘ ic Triangle Tele- 8ox 71i
Harlingen, Tex KGBS-TV 4 20 May 12.75 6.89 0 NFA Magle T ReBS) Troy ‘MeDanlel
I i Bdestg. Stat- Barr Bldg.,
Honolulu, Hawaii 4 13 May 58 29 2 16,000§  Armerican Baesta 2 Wash., D. C.
destrs. 311 N. 10th St.
Meridian, Idaho KDSH-TV 2 13 May 16.5 8.3 0 NFA  Bolse Valley Biesirs o s
NFA Greater Rockford TV, Inc. c/o Guyer &
Rockford, HI. 13 13 May 195 98 1 gm‘:?&f?ws‘
Bidg.
|
fI. New stations on air®
POWER (KW)** f
. _— NET STNS. SETS IN e R
CITY & STATE LETTERS ‘c"‘:«%ﬁﬂl PDATE" | ViSUAL  AURAL | AFFILIATION | ONAIR | MARKET! 1 EICEE s ‘ MANAGER ]
: i
Battle Creck-Kala- WBKZ-TY 64 22 May 24 12 ABC bosic; 2 30,000 UHF B“g:g“;‘nasdlo & TV Harry E. Travis
mazoo, Mich, DuM
Bellingham, Wash KVOS-TV 12 15 May 334 17 None yct 1 23,000  KVOS. inc. Rogan Jones
Lubbock, Tex. KCBD-TV N 10 May 24 12 :gg basic; 2 25,000  Bryant Radlo & TV, fnc. George L. Tarter
San Luis Obispo, Cal.] KVEC.TV 6 18 May 16 8.9 DuMm 1 8,000 Va(‘::{lc%')""" Co. Les Hacker

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

C.Ps appearing in svoxsor’s 9 February issue, and in issues the

Alcsandria, La., ch. 62, new call KSPJ
Bottle Creek-Kalamazoo, Mich.,, WBKZ.TV, ch. b4,

tdsho, KIDO-TV, ch. 7, to be CBS supplemon-
tary affil; gen. mgr., Walter E. Wagsteff
WCSC-TV, ch. 5, to affil. with NBC
add’i. to CBS: target 15 Juno '53; est. sets,
3\ )C L] Apu ]
Columbus. Ga.. ch. 28, now call WDAT
Fort Lauderdaln, Fla., WITY, ch. 17, new target 30
S gen. mgqr., Bob Standart
Frasno, Co ! 7. Il KJEC
Harrisburg. Pa WTPA, ch. 71, nat'l rop, Headloy Reed

Bois

as Of

Hartford-New Britain, Conn., WKNB-TV, ¢ch. 30 (on
air), reports 61,789 UHF sets as of 27 April 'S3

Houston, Tex., KNUZ-TV, ch. 39, new target 4 July '53

Kansas City, Mo., KCTY, ch. 25, nat'l rep, Petry

Lansing, Mich.,, WILS.-TV, ch. 54, nat'l rep, O. L.
Taylor; est. sets in coversqge area, 74,000 VHF
(Board of Woter & Light survey)

Macon, Ga., WETV, ch. 47, terget | Aug., '53; nat'l

Hesdley-Reed; to be NBC affil,

Madison, Wis, WKOW.-TV, ch. 27, to be CBS primary
snd supplementery offil.; gen. mgr., Michael Henry

M v, KNOE-TY, ch. 8, target still | Aug. '53;
ost. sets in arca, 9,000

Monterey, Cal., KMBY-TV, ch, 8, nat'l rep, W. S. Grant

rep

Both
May and 22 May or on which information could b
r when

i 1in FCC
t -]

44

w C P ‘s snd stations going on the i listed here are those whieh occurred betwee
obtained

New Orleans, La., WJIMR-TVY, ch. 61, tarqget
Oct. ‘83

Princeton, Ind., WRAY-TY, ch. 52, target Se
gen. mgr., Robert L. Epstein

Pueblo, Colo., KCSJ-TV, ch. 5, new target J
to be NBC »ffil.; net'l rep, Avery-Knodel

Texerkans, Tex.,, KCMC-TV, ch. 6, to be CBS
affil.

Waterloo, Ind., ch. 15, new call WTRI-TY; es
8,000

Wheeling, W. Va., WTRF-TV, ch. 7, new target
‘53, gen. mgr., R. W. Ferquson

Yuma, Ariz., KIVA, ch. 11, new target 4 Jul
nat'l rep, W, S. Grant; gen. mgr., Walter §

n that period.  Station

S.

Rescarch, consists of estimates from the stations or reps and must be deemed approxi
§Data from NBC Rescarch and Planning.

ot speaified sct figures are VHF.
Percentages on homes, with sets and homes in TV coverage arcas are considered approxi
available at press time on the number of sets in the market.

Set figures as of 1 April 1953, Where Ul
In box score, total TV homes figure is as of 1

SPONSOR



Cut to film clip of plane:

A technically simple, low-cost

insert procedure of limitless possibil-

ities. Gives variety—complete

change of pace—to “live"” shows. Most

effective and economical . . . when you

USE EASTMAN FILM

For technical assistance on select-
ing and handling film, write to: ‘
Motion Picture Film Department
Eastman Kodak Company
Rochester 4, N. Y.

East Coast Division

342 Madison Avenve
New Yark 17,N. Y.

Midwaest Divisien y
137 North Wabash Ave
Chicaga 2, lliinois '

West Coast Divisien  *
. 4704 Santa Monlco Blvd.”

.

Agents for the distribution and |
sale of Eastman Professional
Motion Pictura Films A

W. J. German, Iné.

Fart Lee, N. J., Chicago, Ili.,
Hollywood, Calif.




TV film shows recently made available for syndication

ol

T O

=

Programs issued sincc March 1953. Next chart will appear 15 June.
. X! ailli o O
| . . . .
Show name Syndicator Producer l Length | Price Range? No. in series I Show name Syndicator Producer Length Price Range®
ADVENTURE MUSICAL
Adventures of Noah Courneya Prod Jerry Courneya 12 min. $20-500 13
Beery Jr Enchanted Music uTtep George Richfield 26 min,
lvan Sanderson 819 Explerer Pletures ) B, Welll 26'; min. $50.750 26
Game #unt =
NEWS
Rethy Jonci. Spaes UTP Reland Reed 30 min. 26
Ranger Prod.
o Wwashiagton Spot- Goodman Miiten Hamme 15 min. on  reguest
CHILDREN'S light
Fuany Busnles MPTV Dynamle  Films 15 min. on reguest 26 SPORTS
jerry  Bartell’s Apaollo Bartell ' min. to $350 13
PlayTime
Speed Classies Dynamic Flims Dynamic Flims I5 min. on request
Junlor Science Olle Video TV Olla Video TV 12%2 min. on request 13 30 min.
Prod. Prod.
Sports Spotijght Tel Ra Prod. Tel Ra Prod. 122 min. $40-400
Puach & Trudy Riviera Prod. Rivlera Prod. i2 min, $30-250 7
. Telesparts Digest  United Artists Tel Ra Prod. 26'2 min. $45-850
Streamlined Fairy Goodsman Goadman 15 min. 13
! The Bia Playback Screen Gems Sercen Gems- 15 min. on request
Telenews
COMEDY The Thrift ot Louis Weiss &  Adrian Weiss 30 min.
B Your Life Co.
e Andy CBS TV Fitm Jim Fonda 30 min. $100-4.000 52 Tv's Baseball Hall Lew Fonseca MPTV 15 min.
Ssales of Fame
Wrestling trom IWF tWF t5 min. open
Int't Ampltheatre 30 min.
DOCUMENTARY e
Cuntae Comments  Louis Welss &  Adrlan Welss t5 min. 52 o
Ca. - - '
VARIETY
Crusade in the Mareh ot Time Mareh ot Time 26 min, 26 - —
Pacific
Vietery at Ses ANBC TV Flim Henry Solamen 30 min. on request 26 Artthel.:(nllzl:tler e CBS?“:V AL SO ueges RCE UL TR
Sales S !
Camera’'s Eye Teevee Co. Teevee Co. 122 min. open
DRAMA. MYSTERY Cameras & Models  Paul Parry Prod. Paul Parry Prod. 12, min. {
in Action
Cralg Kennedy. Lous Welss &  Adrian Welsy 30 min, 26 Look Magazine uTp Telenews 15 min. Fi
Criminologist Co. Photoqulz
-~
h}
U Am tha Law MCA TV, Ltd. Cosman 26 min on roquest 26 " This Is the Story Morton Prod. Morton Prod. 15 min. "1
Tha Caontlnental Dyngmic Flims  Oypamic Flims {5 min. on  request 13 What's Wrang with Morten Prod. Morton Prod. 15 min.
This Pieture? }
The Vislter NEC TV Film Marlon Parson. 26 min 14§ b
Sates net
Yeur AIll.Star Sereen Gems Screen Gems 30 min. 39 - o — TL
Theatra ‘ WESTERN
R v ‘
HISTORY
Buster Crabbe Fllm Vision J. B. Weill 26" min, $50-750
Show Corp. ol
Fameus FPraopla Regent TV EDIC 13 min. $75.1.000 1
Ghert Towns ot 8 mmet-Meservey  Simmel Mescrvey 36 min. 13 - —
the West TV Prod. TV Prog -
WOMAN'S NEWS
Yesterday W td Immel.Mesorvey Bitmmel-Mewrvey 5 min on request v .
TV Praod TV ¥Prod.
L Your Beauty Cllale MPTV Dynamie {5 min. on  request

*Where price ransie iv aol given it has not yet been fixed: or s

ndicat i i
Now running on NBC nctwork a5 ~“The Doctor”; to be syndicato \4 or prefers to give price only on request.

e s . .
d under mew hame, Run originally in 1951, now being re-released.

SPONSOR invites all TV film syndicators to send information on new films,
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You can have NBC’s world-wide news coverage

in your local markets at a local price. ..

the big news filmed as it happens. .. rushed

& J 7
\/ e Ve gOt to your TV audiences as soon as it happens.

Gathered by on-the-scene NBC cameramen
S f r Ou - throughout the world, this 15-minute
new O y NBC Daily News Report is flown from New York

to local stations several times a day.

This gives you an exclusive up-dated news

°
program datly. A weekly 15-minute news
al y I I < t‘VS summary is also available.

Sponsorship may still be open in your

(and weekly summaries, tOO) local markets. For further information
write, call or wire:

ey

- FILM DlVISION

3

Nt
yit OF Y 4 DANGIIOVS AshGront!

NS 8
HOPALONG CASSIOY DOUGIAS FAEEAL

au pa(e

DAt b WEERY NDWS

NEW YORK, CHICAGO, OS5 ANGELES
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by Bob Foreman

T o1ovsion has been accuscd of
many thing~. Tt~ compelitiveness
has been condemned by Baseball
Clnb~ and PT. A Iis influence
on architeetnre and  education is
already leaving a mark, s effeet
on the home is being felt more
and more deeply.

The very fact that this rather
amazing device is avatlable to so
many people providing them with
drama, news. comedy. =ports 1Is
bennd 1o cause changes in our
wavs of living. Because of TV,
for one thing. people are ~pending
more time at home. This is, I'm
sure. one reason that certain types
o1 reading are on the upswing.
Paper-bound books are an exam-
ple. So are the “service”™ maga-
zines and the “shelter™ publica-
tion~. Interest in the home ~tems
from people ~taying at home.

So T think it is fair to ~ay that
vhite TV may (but 1 doubt it)
compete with fiction in magazines
it certainly stimulates interest in
reading by making people avail-
able more hours.,  Likewise it
arouses a deepening interest in
their dwellings.

[f this premise is justifiable,
then T othink i~ ~afe 10 say that
television i~ going to help sell
many  things-for-the-home.  This
will e done even without TV com-
ineretals being expended on them.

I'think more people home means
that more cakes will be baked. 1
think more people at home means
more candy and peannts and beer
consnmed. T ihink more people at
Lhome means that more cigarettes
will be <ol by the carton more
food freezer< with more food in

them o other words, a oreater
de<ire for nice snrronnding~ and
the extra comforts of home nre
48

to be manifest,

This will, of course. be a =low
and almost imperceptible change.
But. Hke early crocus. ~signs of it
are already popping up. For in-
stance. look at the cireulation fig-
ures of certain magazines like the
Ladies’ Home Journal and Better
Homes and Gardens. On the other
hand. look at those magazines
which seem to be having trouble
and 1'x safe to say they are the
ones being given the most compe-
tition by television (whereas TV
dovetails appealx with these other
publications).

I don’t know of any studies be-
mg conducted on time-in-the-home
these davs= and what new habit pat-
tern~ are the result. But 1 chould
think queries hike this would be
vital to many advertizers. It would
e faxemating, 'm certain, to put
some mtensive research against a
community that swings over from
one TV channel to two or more. 1
imagine some really profound
thing= occur here. Information on
the how and what would probably
prove valuable in eceonomie terms
as well as academic ones,

All of which brings me to one
firther conclusion. I happened 1o
pick up the Sunday paper the day
Fwrote the foregoing sterling prose
and there ~taring me full in the
teee was an ad featuring a deviee
that permits the TV family 1o
tune out commereials. This page
was replete with copy, live draw-
mgs, quotes from cedueators, cle.,
«lb timedested deviees for whip-
ping np o exeitement  about  the
“amazing new deviee that had to
ceme!™ Every teelmique employed
was as blatant and as cornball as
the most hard-bitten copy ever tele-
vised via the medinm they are pro-

commercial review

tecting us against. So I invested
$2.98 in the gimmick in order to
devole a column 1o it (thereby
putting me in the red for a whole
month). Will let you know what
it feels like to keep “those unin-
vited guests out of my living room”™
(announcers). Little do the man-
ufacturers know 1 have a great
n.any friends among that dastard-
Iy tribe of commercial spielers
and they visit us in person, as well
as on the air, by invitation.

[
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TELEVISION

Texaco
Kudner Agency, N.Y.C.
““Texaco Star Theatre’

<PONSOK
AGENCY:
PROGRAM :
There is no doubt that Jimmy Nelson
is one of the slickest ventriloquists in the
business. His solo quartets, his lack of lip
action, and his amusing characters earn
him this ditle precty easily. On the other
hand, use of the man’s talents as a com-
mercial vehicle is open to grave doubt.
The absence of relevant video except
for an insert or two of a Texaco pump
gives further grist to the mills of those
who preach you can’t let audio alone carry

your copy ideas.

SPONSOR: Mum (Bristol-Myers)

AGENCY: Doherty, Clitford, Steers &
Shentield, N.Y.C.

PRODUCER : Television Graphics, Inc.

PROGRAM : “Alan Young Show’’

[ guess if anyone should know the
means and methods of advertising special
deals, it would be the proprietary medicine
people. But so often they get lost in the
deal, especially when they tackle it in TV,
Not so Mum, however, for the Bristol-
Myers ad-crafters have taken all the savvy
built up from years of space-copy and

added the impact of TV to it.

The special free container of Mum that
comes along with the regular is popped
into place. Optically the deal is spelled
out and made attention-getting. A fine
bit of very limited animation symbolizes
how Mum operates on bacteria and then
we reprise the deal again. I daresay this
spot was as inexpensive as it is effective,

proving dollars aren’t the only secret to
TV success. * ko

SPONSOR
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Addvertisement

L. V. story board

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

SARRA

NEW YORK: 200 EAST 56TH STREET
CHICACO: 16 EAST ONTARIO STREET

From a dazling dance of Tek Toothbrushes in stop motion this TV spot by
Sarra moves smoothly into live action. Sales points are ade subtly, deli-
cately . .. the muer arch of a hand, between thumb and forefinger, demon-
strates how Tek fits the arch of the mouth. No china smile! A closing shot
of Tek's counter display assures point-of-sale identification. Produced by
SARRA for Tek-Hughes, Inc., division of Johnson & Johnson, through
Batten, Barton, Durstine & Osborn, Inc.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

A new series of I-minute TV commercials by Sarra sells Northern Tissue
with masterly finesse. Quick shots of “little things that count”—finishing
touches on a Hower arrangement or guest towels—establish the theme. North-
ern’s sales story of new softness at no extra cost is put over with woman
to woman conviction by expertly cast “housewives.” Their home settings
give strong display to Northern products with unforced naturalness. Created
by SARRA for Northern Paper Mills, through Young & Rubicam, Inc.

SARRA, Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street

Sana balances live action with animation in TV connnercials for Martin-
Senour’s Nu-Hue Enamel in Custom Colors. Home scenes pose the deco-
rating problems; store scenes at the Nu-Hue Color Bar solve them and rapid-
ly convince the viewer that perlect color matches are hers to order. The color
wheel motif in the store display is deftly repeated by dots dancing on a paint
brush m the animated finale. And a can revolves to show sales-clinching
slogans.  Just released in I-mimite and 20-second versions to tie in with a
special sales training film also made by SARR.\. Created for The Marun-
Senour Company.

SARRA, Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street
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One network president told SPONSOR that
nighttime radio should abdicate to TV. day-

time TV to radio. What do you think

THE PICKED PANEL ANSWERS

In one word . ..
prvpn:leruns!
If permitted a
few more words
.. I remember

that  about 20
years ago some
]1(‘\\'S|l{l[)(‘]‘ men

were saying that
in five to 10 years
there would be no

Mr. McClinton

newspapers.  hee
cause radio would take over all news.
dispensing.  \bout the same time, the
recording business was plunging. and
that there would be no

more phonograph records because all

i owas said

music would be delivered by radio.
Movie theatres were piping in Amos 'n’
Andy because people wouldn't leave
home if thev had to misz that indis-
pensable program.

Today the total eirculations of news-
papers are greater than ever before;
more phonograph records are sold than
ever before: and the movies have out-
ived tmos 'n* Andy.

Jut now we have it suggested that
radio be half-buried while television be
permitted to half live,

Prepost pardon, 1 <aid that
before. Well. nonsense. then.

Of course radio 1~ going 1o have to
adjust atself 1o this new and almost
frighteningly  powerful medium. tele-
vision. But the adjustiment mnst come
naturallyv. not be artificially mmposed.

Last vear some 9.000,000 radio sets

were sold. Were they pnvehased onhy

for dasheht ns¢? 1 donbt . There
were 0,000,000 television sets pnr-

13 Iu-npl(' who dont want

L
haseball,  or a2 “matinee

' <ure nat,

Of cour~c von don’t histen to the

50

radio and look at television at the same
tme. But in how many homes is the
TV on in the living room while a ra-
dio i~ on in the kitchen or bedrooin?

Radio and television are supported
v the advertiser, But the advertiser
i~ zoverned by his customers. So long
as there are customers listening 1o ra-
dio at night and customers viewing
television in the davtime. no one can
<av that one should be elinnated in
favor of the other.

My erystal ball is not working well
today, perhaps due to <0 many atonmie
explosions in New Mexico and Nevada.
But my common sense tells me that the
law of cconomics will work far more
slowlyv. and more intelligently than iy
anomy nious {riend, who would take the
law into his own hand: and xay that
radio shall live only in the sunlight,
and television roam onlv by night.

Itarorp L. McCLiNTON

President

Callins & Holden, Carlock.
McClinton & Smith, Inc.

TV at night and
radio when the
sun shines! Tlow
easy is the solu-
tion to that wor-
risome  problem
of media buyers,
could
give thought 1o
the  solution of

Then  we

Mr. Geyer other  problems
like  having all

our cold weather in the winter and
leat i the <ummer.
I'm going to have to register my vote
against the <ingle-item diet. 1 like mix-
\nd 1 don’t intend 1o have my
nighttime radio taken away from me

or my davtime television  even though

’

it would inake the agency business less
complicated.

! wonder whether we fully recognize
that the forces of radio and television
have grown to a place where they real-
Iv Dbelong to the public? We who
“own” them ard use them must look
carefully at the fine print in our cus-
todianship contracts. In spite of all
the lost radio listening at night, and
the possibilities of building great day-
time programs. it seems to me that
advertising plans will still have to be
built to fit public behavior, rather than
attempt to modify that behavior sim-
ply because it would simplify an ad-
vertising problem.

B. B. GEYER
Chr. Bd. & President

Geyer Advernsing, Inc.

Will you please
give me that
question again,
SPONSOR . . . Uh,
I guess T heard
you correctly the
first time.

Well. let's see.
If we had only
TV at night. and
only radio dur-
ing the daytime,
and if we followed this general policy
throughout all media, where would this
policy inevitably lead us all?

Next, it might be decreed that news-
papers should come ont only on Sun-
that magazines
could appear only the first week of
each month. Then trade publications
could be limited to only one issue a
vear-—every August!  We wouldn't
Lave to buy so many publications just
to keep up with things

gs,
(Please trn to page 36)

Mr. Leigh

dayv  mornings. and

SPONSOR




m hig-league !
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salesmanship

goes to hat

' for you in ,1;1 <&

E
It's

like hitting .

a homer with the

bases full. In this thriving

metropolis that now has big-league
status in baseball as well as in purchasing
power, WCAN is the hardest-hitting, most merchan-
dising-minded voice. It commands great audience, pulls mail
powerfully and sells merchandise at a terrific clip.
Get big-league salesmanship for every
dollar you spend. Let WCAN
go to bat for you in

Milwaukee!

WICLAN

/ the can-do station in mllwuukee abc affiliate|5,000 watts

represented nationally by 0. L. Taylor and Co.




POWER LAWN MOWERS

~PONSOR D A len Thardw are SGENCY  Ehrect

CAPSUTT CAs] HISTOLNY
mowers, AHen Hardware, using radio on a soturetion

To promote its power laun

Fasis tor the frse tome. bought 20 announcements over
NG AE ol to run on a Fridav, The “special” allowed a
wbstantal tradean on old handmowers.  During  the
ame vav. Jour power mowers were sold ;o that evening
v v more sold. On sanuday. the store racked ap 17
addinnonal sales  This made a total of 27 sales at a gross
of <2790 from the one-day compaign. Cost: =10,

NeoAF. ~ W O PROGCR AN Announeenme -

LOANS

USED CARS

SPONSOR: Woenver Motor AGENCY : Direct

CAPSLLE € ASE JHISTORY:  Weaver Motors, a San Luis
Obispo car dealer. sponsors the 10:00-10:30 a.m. seg-
ment of A 1T s Ranch House Jamboree program heard
on Sunday mornings. The sponsor regularly sells [rom:
three 1o five of the cars he advertises on every program.
One Sunday. the W eaver air copy deseribed the merits:
of 10 used cars he had jor sale. Wf!hi‘n a few days,
cight of the 10 autos had been sold. The sales gross
rotaled 211.000: the adrertising investment: £19.80.

PROGRAM: Ranch House

ATY. =an Luix Ohispo. tal
) Jamborec

PAINT

SPONSOR: Glidden Co, AGENCY: Direct

CAPSULE CASE HHISTORY: When Blumberg’s, Ports-
mouth, §a.’s largest department store, decided to add a
Glidden Paint department. W illiam Johnson, Glidden
division head for the area, scheduled a three-day pro-
motion on W LOW  Norfolk. A total of 10 announcements
and three 15-minute programs were used, with the shows
originating from the store. During the three days, Blum-
berg's new paint department {located on the third floor)
sold $3.500 worth of paint, despite the fact that the store
had never sold paint before. Advertising eost: $185.

WLOW, Narfolk, Va. PROGRAMN: Announcements; point-

of-sale programs

MOVIES

SPONSOR: Signature Loan Co.

CAPSULE CASE HISTORY This sponsor bought an an-
nouncement schedule on KLX to tell people about the
loan services of its new QOalidand office. During the sec-
ond week of the campaign, the company received 70
applications for loans, the largest number received since
the opening of the office and all directly traceable to the
air advernsing. Sinee the sponsor was paving $150 «a
weel for the announcement schedule, his cost-per-appli-
cation was approvimately 82.15. The sponsor was so
pleased he extended his contract for another 20 weeks.

AGENCY : World Syadicuate

KLX, Oakland, Cal PROGRANM: Annonncements

SPONSOR: Bailey Theatres AGENCY: Direct

CAPSULE CASE HISTORY: Bailey Theatres is a na-
tional chain of some 300 movie houses. Six of these are
in Atlanta, Ga. Audiences were filling the Atlanta houses
to only about 05 or 5070 of capacity. Dissatisfied,
Bailey’s decided to try to hypo attendance by use of
radio. It purchased 12 one-minute announcemenis on
WERD for each new showing at each of the six theatres
(at a cost of $60 for each series of 12 announcements).
After four months, Bailey's reported that each theatre
was consistently enjoying an 809 house or over.

WERD, Atlanta, Ga. PROGRAM: Announcements

COOKBOOK OFrER

HOME FURNISHINGS

SPONSOR: Cleseland Fleetrie

Hluminating C,
CADPSETE CASE HINTORY This public utduy company
sponsors a light-pop musie program, Ten O Clock Tunes,
on WG AR datly 10:00-10:30 aan. The show's announcer
and host, Charlie Roberts, offered free 1o listeners a cook
hoollet stressing recipes particularly suited for cooking
on clectric ranges. He made the offer on 10 programs
during a period of teo weels. Posteards and  letters
Jrom more than 270 cities in Ohio, seven other states
and Canada inundated the WGAR mail room. Total 1e-
quests munhered 8920,

AGENCY : Meldrum &

Fewsmath

WG AR, Cleveland PROGRAN: Ten O°Cloch Tunes

SPONSOR: N, Horowitz & Sons

CAPSULE CASE HISTORY : Auning to increase store
traffic, develop and expand its trading area and attract a
better quality of customer. this home furnishing store
bought six daytime musical programs (FEddie Fisher)
weekly. Monday through Saturday, on WIP. A few
months after the start of this schedule, the sponsor ran
a “Mystery Voice™ contest on the program, giving away
£25 discount certificates to winners. The contest pulled
over W0 phoned replies weekly, and the sponsor realized
a SO return on all discount certificates issued. In less
than eight months, business increased 110%.

WIP, Philadelphia

AGENCY: Samuel A. Foster

PROGRAM: Eddie Fisher Show




Picture story of
WKY-TV

OKLAHOMA CITY

PICTURE the warmth and friendliness of a station
that greets its visitors with an attractive reception
room like this one at WKY-TV, above.

PICTURE the effectiveness of telecasts like the
“Cook’s Book” with Sibyl Johnson, produced in a
roomy, modern, well-equipped studio like this.

‘PICTURE your teLevisioN ADVERTIS-

ING REAPING THE SALES BENEFITS THAT

!

i

’ e A N L COME FROM AUDIENCE LOYALTY TO. OKLA-
l ' 4 { ' HOMA'S FIRST, FINEST AND MOST WATCHED
rtltgls}ou STATIONt NOW SERVING
OVER 207,000 TV HOMES.

PICTURE the tremen-
r dous audience loyalty
| earned by WKY-TV

thru the use of the big

mobile unit, shown
! above, as it makes pos-
4 sible a farm telecast
direct from stockyards.

Affiliated With
THE OKLAHOMA PUBLISHING CO.
WKY Radio * The Daily Oklahoman
Oklahoma City Times
The Farmer-Stockman

i STV © OKLAHOMA CITY
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VEN 1< WATCH
EVEN MEXICANS WATCY

Victor Seydel

agency profile

Radio-TV Director
Anderson & Cairns, Inc.

The teason given for many of the recent ageney mergers is the
Ligh cost of maintaming a TV department. We suggest that cost-
conscions admen look into the operation of Vie Sevdel's radio-TV
department at Ander<on & Cairns. tne. A stafl of four people (out
of the agenev's total of 92) handles about 207¢ of the agency’s
£0.000.000 billings. Vie's explanation: “Less glamor. more work.”

.v'
D ay-inand day-out,

the people of Mexico wateh
W HEN and then shop
the greater Syracuse Market.

Since Vie came to the ageney in 1949, its radio-TV billings have
increase:l 1,000, mostly from comparatively small accounts. Take
the Brooklvn Paint & Varnish Co., for instance. This firm wanted
to ns¢ TV in order to compete with the national paint companies.
With a Hinited budget. an extended effort was out of the question,
=0 Vie bought 77 participations for them over an eight-week period

Mexico is only one of more
than 250 communities covered
exclusively by WHEN. Your

advertising dollar, over
WHEN, is exposed 10 over 2" 4
million people. This is 0 mor-
ket with a high stoble buying
income . . . o morket whose
buying habits ore constontly
influenced by wotching
WHEN. This is your opportu-
nily 1o cover the important
Centrol New York Morket with
JUST ONE medium ., . WHEN.

SEE YOUR NEAREST
KATZ AGENCY

oy

é{/ WATCHES

for under 216,000, Davtinie women's shows were used to show how
stmple it iz to apply modern interior paints. Nighttime gardening
shows were added because amvone who is interested in gardening
is probably also interested in the upkeep of his home. As a result,
the compamy had the best vear in its history.

For the Rootes Motor Co. Vie recommended radio as the best
way to spread the good word about the English cars. reaehing the
greatest number of people at the lowest cost. Savs Vie. “We had
the problem of overcoming the hesitation of many people to buy
& fToreign car. By using established disk jockevs, we got valuable
personal endovsements which broke down possible objections.”™

Hard-working Vie and his crew also cuide the radio and TV des-
tinies of Thom Me\u shoes. Madland Carpets, Marlinson’s coffee,
Ascociated Bnlh Growers of Holland. Baldwin pianos. Rolls Razor,
\lderney Dairy, and the National Home Furnishings Show.

Vie brought to Anderson A Cairns an ideal admixture: show
business. broadeasting. and advertising background. He started as
a hoofer. than produced acts for vaudeville and nightelubs, put a
few movie <horts together. then went into radio. He was a pro-

N
(1-,3_ 'E,N nln(‘cr.(lir(zl(“ for [hp ]“u(u hter ARCH \4n0»‘.~,\—‘r\‘ and freelan(.ed
DUMONT w S 't a stint as Eastern radio-TV director of

N TELEVISION ‘ ittt Vic joined Anderson § Cairns

MESEOITH ~ 1

saon - SYRACUSE \ . .

* heeps busy with a wife. two children,
e Stamese kitten. and an allev cat. * oK

>+ SPONSOR
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There is a« REASON

Advertisers stay
year after year

with K11 A

0 fa/l advertisers . . . .

02% were on KTLA 1 year ago
54‘% cwere on KTLA 2 years ago
39% were on KTLA 3 years ago

RESULTS all the way
T'hat's Why T'hey Stay

KTLA

Channel 5

KTLA Studios - 5451 Marathon St., Los Angeles 38 - HOllywood 9-6363

_ Eastern Offices - 1501 Broadway, New York 18 + BRyant 9-8700

9\; wff ~:€u PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE
etzanscon o CLON.

AVARS CTLA . N N e
&\\\\\\\\\\\\\ \ . LAl \\\\\\ \\\\\\\\\\E\\\\\\\\\\\\\\\\\\\\\\\\\%\\\\\%\&\ ANRRRRR \\§\\
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Bo adrertisers have heads in

\ 10-page ~tudy released by KIJ-
Radio. Lo~ Angeles, based on Pulse
fisures. indicates that there are ap-
proximately 1.516.078 radio families

KHJ-Radio says some sponsors, agencies have
heads n sand on radio listening statistics

WHO LISTENS
TO RADIO
TODAY

Researcher says kids render

According to Lester Rand. presi-
dent of the Youth Research Institute,
“Youngsters ecagerly repeat television
which strike
their fancy. liven five year olds sing

and radio commercials

beer commercials over and over agamn
with gusto.”

Rand maintains that the kids ought
to be on advertisers’ payrolls because
of the wayv they pick up and repeat
“A catchy soap jingle
usually sweeps through the knee pants
set.” e adds, “Popular songs fre-
quently are shoved aside in favor of
ditties praising the merits of detergents
and toothpastes.”

Accordingly, a commercial played
once at night on the family television
set will, if the kiddies like it, get lots
of repeats during the day from young,
ardent voices, Aud there’s no charge
for this saturation coverage.

“It is safe to say that in lomes
throughout tlhie nation, millions of

commercials.

56

sand about facts on radio?

and 1.080.000 TV families in the met-
ropolitan area of that city.

other conclusions in the
study are: (1) Radio reaches into the

Among

lome to about the sane extent day and
night. (2) Radio is by no means con-
fined to non-TV homes, for even at
night. TV homes account {or most of
the radio histening. (3} Only during
the peak night hours does TV have any
marked superiority in coverage.

A comparison of costs of KHJ-Radio
ve, TV for 30-second
breaks showed TV rates are from 3.5
to 8.7 times as expensive as KHIJ-
Radio.  Nearest competitor is KI1J-
TV whose rates are 3.5 times as high
as its radio brother.

Station admits that two quarter
hours of Groucho Marx on TV are
toppers. but claims that the radio sta-
tion delivers more homes per dollar
than any Los Angeles TV station at
any other time of day or night, * * *

rates station

air advertisesrs rich service

youngsters under 16 and some adults
are singing the merits of cigarettes,
cereals, beers, sconring powders and
others with the sante vigor displayed
l))’ the most enthusiastic announcers,
They are also much nrore difficult to
shut off.,” Rand says.

Findings are based on six months
study of the effects of comnercials on
voung people under 16 conducted by
Youth Research Institute. * ok K

Arizona TV station makes
carly bid for goodwill

Operating on the theory that the best
way to enjoy public approval of a new
television station is to cuhivate good-
will inr advance, KIVA-TV in Yuma.
Arizona, set up conferences with
Chambers of Commerce in its cover-
age area three months hefore on-the-
air date for the new station.

The station’s team consisted of Park

Dunford, principal owner; Walter
Stiles, station manager; and a rep of
Harwood Advertising, the station’s
public relations counsel. The three
men warned appliance dealers against
using various types of unfair or high
pressure schemes that have sprung up
in the advertising and selling of TV
sets in other TV markets. KIVA.TV
personnel cautioned dealers against
over-stocking: urged them to organize
trade associations for their own pro-
tection. The importance of keeping
high standards of set sales. and partic-
ularly of good installation and servie-
ing. was stressed as a mutually advan-
tageous wav of heading off complaint
calls to both dealer and station.
Station will use bilingual program-
ing to reach the residents of Imperial
Valley in California, the Yuma and
Gila Vallevs in Arizona, and the Mexi-
cale District in Mexico. * x ok

Lever media men get pitch
from spot radio cliniciaus

Bilinore Hotel in New York was
scene of meeting between reps of Lever
Bros. and Station Representatives As.
sociation. The five Lever reps showed
much interest in nighttime radio, will
probably increase its use in the future.
Most recent Lever buy was Mutual’s
Multi-Message Plan. which gives firm
two messages per night. Monday
through Friday. in the 8:00-8:30 p.m.

Lever executives get data on nighttime radio

period.  Scheduled for the time slot
are four crime-mystery shows and a
(uiz progrant.

Shown in the picture (standing)
are: David O'Mara, Lever; Taylor El-
don, The Branham Co.; Willhlam Wil
son, John E. Pearson Co.; Joseph Daly.
Lever: Fred Neuberth. Avery-Knodel,
Inc.; Joseph Doyle. Lever: Alton Cope-
land, Lever: and Reginald Rollinson.
Director of Advertising Relations,
SRA. Seated are Stanley Pulver, Di-
rector of Broadeast Media, Lever, and
T. F. Flanagan, Managing Director of
SRA. * ok ok

SPONSOR




180,000 TV vicwers veto
KNXT switch in programs .

A KNNT. Los Angeles. program
switch proved TV viewers don’t mere-
Iy sit and listen. They can act—and
rapidly. too. if a station’s changed pro-
graming doesn’t meet with approval.

When the Los Angeles station moved
its popular Juke Box Jury programn
from Saturday night to a Sunday eve-
ning time slot, viewers sent in a pile
of mail approving and protesting the
switch.

James T. Aubrey Jr.. general man-
ager of KNXT and CTPN thought he’d
better let the audience decide the issue.
asked viewers to vote between the rec-
ord program and the International
Wrestling show which had moved into
the Saturday night slot.

Over 180.000 responded in the 10-

day period following the ammounce-
o

.

2 in a row

KNXT officers count mail ballots, petitions x Biliboard Award 1952

ments. Juke Box Jury was judged
winner, was returned to its old Satur-
day night time. All this despite the
fact that the record program, when
aired on Sunday, had garnered one of
the top late-evening ratings in the
history of Los Angeles television.

x Alfred I. du Pont Television Award 1952

x Sigma Delta Chi Award 1952

) . Tic- Tac- Toe -3 in a row but it’s not a game with
In the picture above, Don Hine, pro.

gram director; James T. Aubrey Jr.,
general manager, and Edmund C.
Bunker, sales manager (1. to r.), count
ballots. The numerals on letters in the
background refer to the number of

signatures on petitions the station re-
ceived. * ok ok

us—it’s a serious business, and we’re going to keep
right on with our ’round the clock, ’round the calen-
dar top notch programming making every year a
winning year for our sponsors.

the nation's no. 1 test market station.

wbns-tv

CBS-TV NETWORK e Affillated with Columbus Dispatch and
YWBNS-AM ® General Sales Office: 33 North High Street
REPRESENTED BY BLAIR TV

Briefly . . . |

Farmers in the WTAG, Worcester,
area now hear twice-daily insect con-
trol messages which are telephoned in
to the station from all over Worcester
County. George W. Mingin, associate
county agricultural agent, phones in
to the station, his material is recorded,
then aired on the 1:00 p.m. and 4:00

p-m. newscasts. Mingin can substitute

COLUMBUS, OHIO
CHANNEL 10

new recordings via his car radio.

1 JUNE 1953
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SCOTT ON TV

(Continued from page 31)

were polled and the Scott Music Hall
had risen from sixteenth to third place
in popularity, and comments as a
whole were much more favorable. And
despite the faet that the program bucks
the second half of Godfrey and IlHis
Friends it is estimated to have won an
audience of about one-third the size
of King \Arthur’s. By running the pro-
gram through the summer with no
hiatus this vear (and no Godfrey), it
is hoped that the show will build up a

much larger audience for next season.

Admittedly. it takes courage these
davs to buy time opposite Godfrey,
but Harry Pardee told sroxsor: “We
went into the slot with our eves wide
open. We eave some thought to using
a dramatic program but found that
there are plenty of good dramatic pro-
grams already on the air and there is
more room for a good musical show.
Godfrey or no Godirey, we wanted
prime time and we got it. Our prod-
ucts are all in the quick consumption
category and belong in every home:
we want to hit as many homes as

WDAY

(FARGO, N.D.)

IS ONE OF THE NATION’S
MOST POPULAR STATIONS?®

Despite local competition from three other

)

58

/
74
(AR

\ FREE & PETERS, INC.
/' Exclusive National
\ Representatives
/ S
-

major networks. WDAY econsistently gets
a greater share of Audience — Morning,
Afternoon and Evening—than all other

stations combined, in Fargo-Moorhead!

N

),

; NBC ¢ 5000 WATTS
// 970 KILOCYCLES

possible with television programs.

“On this, as on our other programs,
we can demonstrate Cut-Rite wax pa-
per, Scotties facial tissues, and Seot-
Towels. These produets are made to
order for demonstrations in the home
(as you can just about do with TV)
and our eopy is loaded with convine-
ing reason-why and educational ma-
terial, as well.”

With the musical show launched,
Scott signed up as the fifth participant
in Omnibus. Explaining this particu-
lar selection Pardee told spoNsor:
“Scott has ahways put a high value on
the company we keep. We've alwayvs
used media that had some prestige
value and we feel that the public has
come to associate our humble produets
with quality as a result of this poliey.
We also feel that on this particular
program our products would derive
more value tha- the other participants
because we’re not in on the show for
institutional purposes; we’re there to
sell Scott products. Probably we could
make a better buy on the cold cost-
per-1.000 basis, but we feel that we
get a definite plus by being associated
with Omnibus.”

There is every indication that Seott
will be back on Omnibus next falt if
there is a vacaney available.

Scott’s third TV venture eame about
in February of this year. NBC TV’s
Ding Dong School was attracting both
favorable reviews and a growing audi-
ence. Originating in Chicago as a
loeal program, Dr. Frances Horwich’s
program had appeal for parents and
preschool age kids. The network picked
it up and threw it in opposite the morn-
ing Arthur Godfrey show from 10:00-
10:30 a.an.

Strange as the assoeiation of Secott
and Ding Dong may seem on the sur-
face there’s a historical basis for the
selection.  From its earliest days of
advertising  Seott always

it easier to associate its line
babies and children than with
adults. Harry Pardee says, “It’s a
matter of good taste. Nobody will
object when vom try to protect a baby’s
health and make him more comfort-
able. So we've always used the ap-
proach of children’s welfare and let
the parents decide that what's good
for the baby is good for the rest of the
family. Thus, it was casy for us to
sce how Ding Dong’s audience of
mothers might be put to good use for

print has
found

with

our sales purposes.”
One of the reasons for Ding Dong’s

SPONSOR




popularity with mothers is the fact
that “Miss Frances” encourages moth-
ers to leave the child alone in front of
the TV set during most of the pro-
gram, then has the youngster call the
parent during the last five minutes of
the show in order to hand out instruc-
tions for the next day’s session. It is
during this last five minutes that the
sponsor usually gets his two cents in.

Again, Scott’s philosophy of educa-
tional commercials contes to the fore.
Dr. Horwich is given practically a
free hand in her use of the material
furnished by client and agency. Just
about the only way the sponsor can
find out exactly how Dr. Horwich is
plugging the line is to tune in Thurs-
dav morning and watch the show. On
Valentine’s day. for instance, “Miss
Frances™ turned up with a pair of
scissors and a handful of ScotTowels
which she cut up o greeting cards.
Scott officials hope the same thing was
going on in a lot of the approximately
2,000,000 hontes tuned to the program.
That’s a lot of paper towels. And a
lot of homes, too; just about as many
as Arthur Godfrev is reaching at the
same time of day.

To get an idea as to just how many
parents actually watch the show Scott

1 JUNE 1953

offered 30¢ worth of flower sceds for
a dime and a panel from a roll of Scot-
Towels. So far they have received
15.000 dimes and are trying to figure
out just what this indicates. VMiss
Frances estimates (from an analysis
of her fan mail) that 60 of the time
the kids view the show without adult
supervision. the rest of the time the
parents are part of the audience.

Althouglt Ding Dong School will
continue on the air all summer it is
highly doubtful if Scott will go along
with it. Sayvs Harry Pardee. “We just
don’t know low Ding Dong will pull
during the summer months. hut we’ll
probably be back on the show in the
fall if iU’s available.”

Of course, TV cannot be called a
truly national medium yet. Seott recog-
nizes that and takes steps to correct
it. In New England. for instance.
where the company is introducing a
new paper napkin, Scott is using news-
papers, local TV homemaker programs,
split-runs of Women’s Day and Family
Circle and is considering using radio.

Scolt’s radio usage is of two types:
aimouncements or participations in es-
tablished homemaking programs, pref.
erably the latter. Scott uses radio

nearly a billion dollars.

Two-thirds of a million persons live in
KSL-TV’s booming Intermountain coverage

arca. These people annually earn — and spend —

TV circulation is mushrooming, too. Over 125,000
sets are now in the KSL-TV area, which
extends into four great western states.

Get details from CBS-TV Spot Sales, or

KSL-TV Serving Intermountain America

much as it does newspapers: to fit a
specific problem, sucl as introduction
of a new product. and to get local im-
pact. On some occasions, radio, news-
papers are used as a platform for
Last fall, for in-
stance. Scotl used radio 1o put across
the fact that ScoltTissue still comes
packed in 1,000-sheet rolls whereas
many compeling products are now
packed in 050-sheet rolls. After es-
tablishing that fact firmly, Scott can
go ahead with a “new high quality”
appeal later. After the quick impact is
gained the campaign can be switched
to Sunday supplements to get the more
leisurely type of reader, since supple-
ments have a reputation for a longer
“shelf life” than many other printed
media, such as newspapers.

a new campaign.

In the past Scott has used as many
as 55 radio stations at a time, mostly
established housewife shows. Annual
expenditures have never exceeded
$100.000. should run about $50.000
this year. Harry Pardee says. “We
love all media and think that each has
a particular value which we would
like 1o use. But the money problem is
alwavs with the advertiser so he must
be selective in order to stretch his ad-

S
*sources upon request \q
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vertismmy dollar as tay as possible.”
el i 1:
n L 11T W ¢
i~ conmunity relations.,
' Relations Direc-

G\ Dufl, Now in ns ffth vear

v Scott's

(. a weekly half-hour quiz <how
three high school teams

acainst one anolther each week., The

2t high <chools in Delaware Counts
compete in round-robin fashion and
competition between the schools is ex-
tremeh keen. Within each school rival-
rv to get on the school team runs high
and the school vearbooks tend to put
a Hi-() team member on a par with a
baseball pitcher or football quarter-
\ spovxsor editor who visited
Chester in connection with this story
~aw a <crapbook loaded with chippings
from school newspapers. all plugging
Scott’x Hi-Q program. School officials
and educators laud the program and
eladly offer u-e of school auditoriums.
Members of the wihining team in
the annual Anals get appropriate gifix
such as gold watches and the school
they represent gets $1.000 10 buy
equipment serving an over-all student
need or use such as l)mjcr'lnrs, tape
recorders. or TV sets. Only plug for
Scott on the program is the opening
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and closing line. “Scout’'s 1i-Q), pre-
~coll

friendhy place 1o work.” Much good-

sented by the Paper Co.—a
will has been generated in the coumy
by the program. and as mamy as 10,-
000 job applicants turn np each vear.
which gives Scott the opportunity it
wants to be highly  selective i per-
~onnel picking. In the plant. a stock
purchase plan is in operation; more
than 149 of Scott employees are now
stockholdevs. This participation i~ a
~trong factor in the company’s ability
to maintain a high quality  product.
since it stimulates employee interest.

Quality has been a key word ever
since the founding of the conmpany in
1879 by two brothers. . Irvin
Clarence Scott. with a horrowed capi-
tal of 82,000, They started out to sell
wrapping  paper, other
“coarse” papers. Gradually thev nar-
rowed down 1o the toilet tissue field.
Because the product was considered

and

bags, and

“unmentionable™ mevchants hid it in
the back of their The Scolt
brothers overcame this by specializing
in private brands carrying individual

~lores.

merchants” names. At one time the
company  was lurning out 2.800 pri-
vale brands of toilet tissue.

The entry of Arthnr H. Scott into
the  business in 1890 changed the
course of the compamv. [le advocated
the discontimuance of the muhnude
ol brands and the concentration on a
few brands which could be associated
with the Scott name. Under this plan
the busines< prospered and new ma-
chinery was added constanthv. Other
products s=uch as towels and facial
issues came later. s the compam
grew it picked up six subsidiary com-
panies  ranging  from pulp mills 1o
power companies and a short-line rail-
road. Construction of a paper mitl on
the West Coast will enable the com-
pany next yvear to produce paper from
pulp piped direetly Trom the adjacent
Soundview Bivision pulp mill. elimi-
nating the cost of drying and <hipping
the palp Jong distances,

To promote the ale of paper towcls
for out-of-home e,
Washroomn  Advisory
concerns itsell with rvaising the stand-
'rl](’!‘('

Scott =et np a
Service  whieh
ards of dnstrial washrooms.
ix no record of the advisory service
ever recommending cloth towels in a
waxhroon.

Parallehng this operation is a Store
\dvisory Serviee which assizis retail-

ersin displaving Seott’s Tine, * X X

DROPPING TV MARKETS

(Continued [rom page 29)

sorz have reinstated dropped-out mar-
ket~ or have changed their minds about
throwing radio-T\ markets overboard.
In a few cases (notably Jergens Co.
with Time for Lorei. CBS Radio ad-
vertisers have expanded their network
lincups deliberatelv into TV areas.

One of CBS Radio’s most convine-
e argument~ in this field (see chart,
page 29} has been a <tudy done on
three of Columbia’s leading network
radio shows: Amos “n° Andy. Jack
Benny. and Charlie McCarthy. Radio
audiences gathered by these three
<hows in the top 10 TV markets were
totaled apart {from the rest of the coun-
try. a la Colgate. by A. C. Nielsen.
Period covered: 7-13 December 1952.

Herve’s how Harper Carraine of CBS
Radio Research summed up the find-
ings of the study:

“The country’s top 1) video markelts

New York. Chicago. Los Augeles.
Philadelphia. Boston. Detroit.  Cleve-
land. Pittsburgh. San Francisco. and
St. Louis. in that order—account for
some 53¢ of all U.S. TV homes. They
are the stronghold of TV, and have
caused many adverlisers to question
whether radio can still do a job in
these areas.

“Yet our vecent \ielsen tally shows
that. of the entive nationwide audience
for 1 "n A. Benny. and McCarthv.
an average of 37 ¢ came from stations
in these top 10 TV markelts.

“And though these =ame stations
contributed 37 of the total audi-
ence. the cost for reaching this audi-
ence was less than 150 of the over-all
time and talent charges for the three
programs.”

CBS is by no means alone i prob-
ing the effecis of dropping big radio
outlets in TV areas. NBC. which per-
mils nighttime advertisers to slice off
as much as 250 of the radio ontlets
from a full network lneup. has com-
piled many ~imilar statisties.

For example. not long ago, \BC's
radio rescarchers made a study of what
would happen to the efliciency picture
of FibLer WeGee & Molly if Fibber's

sponsor (then Pet Milk: currently.

52 SHOWS READY FOR YOU
Sportsman’s Club

15 minutes hunting, fishing and outdoors with
Dave Newell. High class panel type entertain-
ment., Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.
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Reynolds Metals) were to take advan-
tage of the 25%5-drop-off arrangement.
These were the key findings:

e The sponsor of Fibber McGee &
MWolly could drop the 14 largest TV
markets from his NBC Radio lineup
and still be within his allowable 259%-
reduction from a full network.

e Although the time costs would
then go down about 2797, the show’s
efficiency would suffer.

e In a typical winter season week
last year, Fibber’s nationwide NRI
rating was 10.7, or about 4,580,000
homes throughout the country.

e However, a rerun of the Niclsen
data—leaving out the 14 largest TV
markets—allowed for a rating of 0.0,
good for about 2,568,000 homes.

In other words, some 44% of Fib-
ber McGee & Molly’s audience comes
from 14 areas where well over half the
nation’s video sets are located.

NBC has been getting results with
calculations like that above. Reynolds
Metals currently sponsors the familiar
situation-comedy show on what is vir-
tually the entire NBC radio web. Sim-
ilarly NBC recently sold a full-network
lineup to Chevrolet for its Dinah Shore
show—principally on the strength of
figures which showed that Chevrolet
would lose mearly half its potential
U.S. audience if the auto firm tried to
steer around the big TV markets.

What does the total picture of radio
strength in all TV areas vs. the non-TV
areas look like?

ABC Radio provided sroxsor with
at least one set of answers. Said Don-
ald W. Coyle, that network’s manager
of research:

“We recently labulated average NRI
ratings of hali-hour evening connmer-
cial shows to determine the breakdown
of audiences by TV areas vs. non-TV.
It is quite obvious that better than
half the audience for the average eve-
mng half-hour network radio program
comes from TV areas. For this reason,
the results are somewhat disastrous
when an advertiser seeks an exclusive-
ly non-TV lineup.”

The figures (for details, see chart.
page 29) indeed show real strength for
all the major radio networks in facing
ap to TV. In the \NRI tabulation. an
average for 32 evening half-hour pro-
erams placed 497 of the audience out-
side TV markets and 51% inside TV.

As might be expected. the major ra-
dio webs have been quick 1o promote
these facts to network advertisers who
mright he tempted to huy only outside-
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TV lineups for their progranis.

Typical of such big-network ammiu.
nition are the figures in the chart on
page 29. They show. at a glance, a pic-
ture of cost-per-1.000 evening circula-
tion (homes) of the N\BC Radio net-
work. Currently NBC executives are
making good use of these figures in
persuading network advertisers ihat
big stations in the thick of TV com-
petition are still pulling plentv of
weight with histeners.

With rveference to the charted fig-
ures, which are based on 1952 NCS
data, NBC Researcli Executive lames
Cornell told spoNsor:

“Along with the cost-per-1.000 data
we show whether the station is in a
TV or non-TV city. whether it is in
one of the top 25 metro markeis, and
whether it is a 50 kw. station. As can
he seen in the 1952 table, the low-cost
stations tend to be in the TV markets,
although there is a fairly wide disper-
sion of these stations.

“Closely related to the basic TV an-
ale is the 50 kw. angle. As can be seen.
most of the NBC big-city 50.000 watt-
ers are in the lowest portion of the
cost-per-1.000 profile of NBC Radio.
In fact the 50 kw. stations -which
compete with TV in almost every case

ahnost monopolize the low end of
the picture.

“The fact is that cost-per-1.000 of
evening circulation has decreased from
1919 to 1952 for NBC radio stations
in the great majority of TV markets
with increases occurring in only a
few instances.

Incidentally, what is true here of
NBC Radio is also largely true of the
other leading radio network— CBS.
But all the four major radio networks
have lately been plugging the cost pic-
ture of their largest stations in combat-
ing TV.

Even Vlutual Broadeasting System.
which has lately been concentrating
much of its sales pitches on how well
it does in “Non-TV America.” is now
altering the range slightly on its net-
work promotional guns.

On the first page of a recent net-
work promotion piece. MBS stated:

“In that 159 of L.S. land area with-
in range of television, N\ielzen com-
putes 79.000,000 family-hours of TV
viewing—and 74.000.000 family-hours
of radio listening——in the average dayv.
Even in TV's front vard. ears are in-
decd active: and Nielsen further re-
ports that the Mutual Network is ac-
tnally increasing its share of those ears.

SPECIAL
SUMMER
BONUS!

KMTV Will Soon Be
On the Air With
MAXIMUM POWER

100,000 WATTS

Shortly after June 1st, KMTV’s
power boost will be completed.
A stronger signal with greater
fringe area coverage means a

BIGGER BUY THAN EVER

for KMTV advertisers . . . at no
increase in rates!
Month after month after

month, KMTV has consistently
been Omaha’s most looked at—
listened to station according to
Pulse.

Place your message on KMTV
—the big station with the big au-
dience. Contact KMTV o_r_;'our
Petry representative today.

OMAHA 2, NEBRASKA
‘CHANNEL 3

\Now Represented By

EDWARD PETRY & CO., INC.

S

‘ 8BS
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\« radio hroadcasters find that TV
has not vl ut of business,
the local-l zclling of radio is also
undergoing an aggressive change.

Tyvpical of such muscle-flexing is a

recent study done by Mutual flagship
WOR © New York area. This re-
pe N n Pulse findings in Janu-
g f this vear. made no bones abont
calling the clienl’s attention to some-

thing which i~ often overtooked: In
the leading T\ markets, a sizable per-
centage ol homes still have no TV
sel=. and can be reached onlyv by broad-
cast advertisers via radio.

sSaid the WOR studv of the coun-
irv’s largest TV market:

“No advertiser can afford to over-
look a market the size of San Fraun-
visco. Yel. that's what happens when
‘Non-TV New York™ is lelt out of the
advertismg piclure.

“With 1.080,-100 radio-only  famil
ies. New York 1s the bigegest non-TV
market in America. In fact, there are
onhy four other markets in the entive
U.s. (Chicago, Los Angeles, Philadel-
phia. and Boston) where the total [am-
il population  tops  “*Non-TV  New
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PUBLIC RELATIONS

(Continued from page 39)

idents. vice presidents, and exeeutive
commiilee~—were beating their wayv
to a new plane of relationship and
underslanding with the working force.
In vour rear-view niivror note the ac-
tivities of unions, wage and salary leg-
islation. the sudden rash of pension
plans and other ““fringe” benefits, and

the struggle for skilled help.

“Top management rvealized. a-~ it
never realized before. that it had to
communirate  with its  employees.
Workers who knew what was going
on had a tendency to be wmore pro-
ductive. happier, and were more likely
to stay.”

What are the things management is
burning to sav? Kathman quotes from
the GE manual of instruction on em-
plovee conmmunications:

“1. To keep employees informed on
company policies. practices and regu-
lations and on management’s objec-
tives. plans. problems, succes:ses and
failures.

“2. To give emplovees an under-
standing of the work thev arc doing,
the products thev are making and the
rcasons for all the various demands
made upon them in doing their day-
to-dav jobs.

*3. To keep emplovees informed on
matters in the economic. social and po-
ltical ficlds which affect them and
their jobs. so that they will become
cconomically and pelitically =ophisti-
cated and capable of making <ound de-
cisions in these areas.

“I. To give employees news of
themselves and their own activities so
that thev become hetler acquainted
and {eel at home in the organization.”

Who can use PR on the air? Prac-
tically amvbody. There are certain
kinds of firms that need PR more than
othera. and. gencrally speaking. the
larger the firm and the more impor-
tant 1t 1s to the econonne health of
it particular commmnity. the more
valnable PR can be. lere are some
examples of firms which use (and
need) radio and TV PR:

t. 1 large manufacturing firm in
a small town. The finn’s policies, wage
~cales. and relationship with employees
alfect the community profoundly. Con-
verselv. the nunicipal government's
policies affect the firm. Communiny
and employee opinion is. therefore. of
the utmost impnrlanr(*.

2. Public wtilities. Being monopo-

lies. thesc firms have rates—and hence.
profils—set Dby state commissions.
These commissions are appointed by
officials elected by the public. Obvious-
ty an unsympathetic public must be
avoided by these concerns.

3. Banks. Though essentially a bus-
iness like any other, a bank has a
standing in the community which is
quite unlike the average business. The
public often imparis a public service
character to a bank which the latter
must live up to. On the other side of
the coin, the public has, in the past,
been hostile to or suspicious of the
bank’s influential place in the commu-
nity. These attitudes can affect not
only the hank but the entire commu-
nity, as well.

4. Retailers. The relationship be-
tween retail selling and PR may not
be as obvious, but 1t exists nonetheless.
A store which sells a service or high:
priced goods can and has been bene-
fited by goodwill generated through
the proper use of PR. A recent exam-
ple: B. C. Helzberg. Inc.. a chain of
jewelry stores headquartered in Kan-
sas City, sponsors the Ziv show, Liv-
ing Book, a radio series of Biblical
stories. has received many laudatory
letters from the public.

5. Labor wunions. The American
Federation of Labor has sponsored a
network show (Frank Edwards on
MBS five davs a week) for some time
now but a trend toward buying loeal
shows designed as entertainment seems
to have started. The New York local
of the International Brotherhood of
Teamsters made its debut as a sponsor
on WABC 29 March with Ziv’s Free-
dom, U.S.1.. and three other local
unions in various cities of the Midwest
followed this up with purchases of /
Was a Communist for the F.B.I.

Ziv estimates that hundreds of busi-
ness concerns have hought these two
programs for 'l purposes. About 500
radio stations have sold I Was a Com-
munist for the F.B.I. under a package
gimmick recommended by Ziv. It is
suggested that the station sell the pro-
gram as a publie service deal to a
number of sponsors. perhaps as many
as 10. Since all sponsors caunot get
adequate mention during the show, the
station sells an anunouncement to each
sponsor outside the show which iden-
tifies him and credits him with spon-
sorship of the program.

The use of drama (especially with
Hollywood names such as Dana An-
drews and Tvrone Power) for PR is
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fairty new to local sponsors although
it has been used on networks for years.
Many PR men go for a more localized.
down-to-earth appcal. Home team
sports broadcasts often have a tre-
mendous kick. Ethyl Corporation has
sponsored Louisiana State University
football games over a statewide net-
work. Reynolds Metals Co. has aired
college basketball in its various plant
towns. (See “How a young giant
makes friends in his own back yard,”
10 September 1951.)

Community news was [favored by
Mennen and K&E during the process
of opening the new Mennen factory in
Morristown. N. J. Here’s the storv of
how and why it was used ond how
Mennen and its ageney tied it in with
its other PR efforts:

Mennen’s problem involved nothing :

entire
administrative.  re-
search, and warehousing operations
from Newark, N. J.. to Morristown.
its fourth move since its founding.

The company was progressive
enough to realize that while it was
bringing prosperity, a tax bonanza,
and fresh employnient opportunities
to a small town. it would not do to
use the big brother approach. Mennen
therefore decided to residents
that it was interested in the problems
of the town.

Mennen wanted lo
residents that the new plant was a good
place to work in. Many of its em-
plovees would not make the move to
a new town. and it was of cructal in-
portance to replace them and keep
production on schedule. Leonard Col-
son. Mennen ad manager, told sroa-
SOR that a serious failure to make de-
livery of Mennen products in the high-
ly competitive men’s toiletries and baly
preparations field would cause “great
profit damage.”

The employment problent was criti-
cal for two additional reasons: (1) an
increase in heavy industry in the Mor-
ristown area during the past 10 vears
meant Mennen was competing against
other businesses for labor and (2)
trainees would have to travel to New-
ark five times a weck to learn about the
Mennen operation.

Mennen also wanted to publicize the
actual plant opening during Mennen
Week (which took place 11-16 May ).
tell something about itself and build
understanding attitudes among towns-
people and officials so that there would
be maximum cooperation to avoid
problems which might affect the build-
ing schedule of the plant.

less than the transfer of it<
manufacturing,.

show

alzo convinee
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It was decided to use a Eve-minute
community news program on WMTR.
Morristown, three times a week. It
was called Bulletin Board and started
in January. Newspapers were bronght
into the 'R picture in April.

To gather material on commuuity
K&E sent out form cards to
scores of local organizations of all
kinds. These cards were used to sup-

news,

ply about half of all the local news
material broadcast on the show.

In adition to information on PTA
meetings and church suppers. listeners
heard recordings made by employees

telling about their jobs and activities
at the plant.

Here 1s one of the commercials used:

ANNOUNCER : Ssssshhihh, listen

MURS. MURPHY (by recording
Hello . . . Mennen Company . . . Oh.
hello! I'm Marie Murphy, Mennen

Company =witchboard operator. You
know. we've been getling hundreds of
calls about our new plant in Morris
Township. This is to thauk you for
your wonderful interest. Soon we hope
to announce over Bulletin Board plans
on how you may arrange for your chib.
group or organization lo tour our new

BROADCAST MUSIC, INC.

NEW YORK o

CHICAGO
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Mennen plant when it «pens earhy in
May. . ..

ANNOUNCER: 1 Nz \lurphy's
voice sounds familiar to vou i's prob-
ably because vou know her as a neigh-
bor. Mrs<. Marphy has Byved on Speed-
Wwe, in Morri=town for
scears. The Mennen Company wanted

well several
vou 1o meet Mra, \lurphy on the Bul-
letin Board <how. to tel you she i~ a
valued member of the Mennen Com-
pany family,

Here's another:

ANNOUNCER: Nelcome to the
Mennen Bulletin Board show. hrought
to you every Mondav. Wednesdayv. and
Friday morning by Morristown area’s
newest neighbor—"The Mennen Com-
pany. You know the new Memnen plant
means  emplovment  opportunity - Tor
area resident~. \nd. here today i< Miss
Dorothea Brown. =ecretary to the con-
troller, to tell you about oflice positions
now available. . .

HISS BROW\: Yes. Mr. Bulletin
Board ammouncer. there are openings
for Morristown area residents at the
new Mennen plant. Skilledl ~ecretaries
and typists are being considered now
for positions ai good starting =alaries
with many benefits. A visit to the new
plant for a personal interview will

CBS for CENTRAL OHIO

64

<how vou the wonderful. modern sur-
roundings. Y ou know. the plant is air-
conditioned for working comfort and
theres a Mally stafled cafeteria for low-
cost hunches.  \s for the people who
make up the Mennen Company family
- well The many  wonderf{ul
1've with
VMeunen. Yonre sure to make nam
fine friends. too.

PBuring

made

friends i the vears been

\lennen Week, when  the
plant opened. the Gulletin Board kept
listeners abreast of what was going on,
The actual plant opening was broad-
cast by WNJR. Newark. as
WVTR. and WOR-TY made newsreel
films for later telecasting. The week
mcluded tours by oflicials. press. <tn-

well as

dents and organizations: a ronnd of
dinners and luncheons given by or 1o
The \ennen Co.:a ~tndent press ¢on-
ference: and a carnival at Morristown
Raceways which featnred Du Mont
star Captain Video.

The company considers the Bulletin
Bourd so succes~ful a venture that the
program is now on the air indefinitely.

The best kind of PR programing. in
the opinton of the \dvertising Conn-
cil. 1= public zervice programing. (For
details on how the conneil works. ~ee
“Good Samaritan of the advertising

YOU CAN DO A BIG JOB

FOR PEANUTS

Advertising dollars do a BIG
JOB when you use WBNS to
reach the billion-dollar Cen-
tral Ohio market.

WBNS has more listeners
than any other stadion in this
BIG market . . . has all 20
top-rated (Pulse) programs
... bas helped merchandisers
zoom to new sales highs in
this buying market . . . and
.+ . gives you a low-cost-per-
thousand listeners. Yes . .
sponsors do a big job on pea-
nuts with WBNS Radio.

ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

industry,” 11 \ogust 19521 BAB is
now cooperating with the council in
pushing this concept.

In digzing into the problem, BAB
found there were a couple of tough
nuts Lo crack. It was found that while
the ANP\ Bureau of Advertising has
been sending out publie service mate-
rial in the form of mats whick can be
sold to advertizsers. nothing comparable
looked promising for radio stations.

While BAB felt it could make up
transcribed  public service announce-
which sponsors
could be added. it came up against
these problems: (1) It would be ex-
pensive. (21 a live announcement by a
tocal personality is better than a canned
anmouncement. (31 stations have been

ments to names of

uxed to contributing public service an-
nonncements, () local retailers, most
of whom have small budgets. feel they
have to use every dollar available for
hard-selling commereials rather than
the much more indirect public service
announcement,

BAB is still working on the problem
and at the recent NARTB convention
gave oul a questionnaire asking station
owners what kind of public serviee ma.
terial they could use, BAB. in other
words, Is trving to find the answer to
the question: What is actually com-
parable to a public <ervice newspaper
mat on the air?

While news. sports. drama. and puob-
lic ~ervice programs appear to domi-
nate the PR field. the Lone Star Steel
Co. in Daingerfield, Tex., went some-
what ofl the beaten track and proved
that a hittle imagination is better than
amy program formula.

Lone Star put on an emplovee tal-
ent show on Sunday afternoons at 5:00
p.m. on KNP, Mt Pleasant. It is
produced by the company’s PR depart-
ment, and in addition to entertainment,
(11 it provides the company with a
voice when it comes 1o discussing pol-
ey matters, (2) p]a)ﬁ up employee ac-
tivities. (3) reporiz company and coms-
munity news, and (41 promotes safety.
both inside and outside the plant.

The latter objective is accomplished
through an old radio techuigue. Each
month the company creates a new safe-
ty slogan. which is posted thronghout
the plant but publicized in no other
wayv. Doring cach week’s program. the
announcer picks an employee’s name
at random from company files and
phones his home, If the employee, or

“a member of his family. answers and

gives the slogan. the employee receives
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a share of stock. 1f no vue answers or
if the answer is not known. the share
of stock is carried over to the next
program and added to the prize pot.
{ Employ ees who have uo telephone are
contacted personally.)

Jdas it been effective? You bet. The
slogan is usually known on the first
trv. Employees are tearing down pos-
ters. taking them home and posting
them over their telephones.

Some PR problems are touchv and
complicated, but program answers can
be found for them. Take the case of
the pineapple companies of Hawaii.
Their labor situation is potentially
more explosive than is generally found
on the mainland. The workers speak
a Filipino dialect (1llocano). They are
spread out on plantations over a num-
ber of islands. Their union. the In-
ternational Longshoremen’s and Ware-
housemen’s Union. is very active with
PR on the radio itself. has three regu-
lar programs: two daily, one weekly.

The pineapple companies have two
regular programs. One is Hawaii and
the World Today, a 15-ninute daily
news and commentary broadcast over
the Aloha Network. a chain of four
stations on four islands.

Jovce O. Roberts of the companies’
industrial relations committee, in ex-
plaining the program. said:

“This broadcast of ours is now m
it= third year and has had to cope
with a number of PR considerations
ranging from the establishment of cred-
ibilitv 1o handling the eurrent local
Smith Act trial in which the regional
director of the 1LWU is one of seven
defendants.  The unton’s ¢laim that
the trial is part of an employer plot to
bust the union naturallh posed some
questions for us in handhing the trial.
The indicatious are that we have <o
handled it as to gain increased credi-
bikity even among union members —an
asset for the futnre.

“The program has been used for a
variety of purposes: general goodwill
by participation in. and promotion of.
community events: telling the indus-
try storyv: and. on occasions, entering
into direct conflict with union propa-
ganda when such seemed necessarv.”

The other program is more colorful.
and affords a more complex case study.
It is a daily hal-hour program in
lloeano and has been on the air for
five vears. It is beamed at 10.000 plan-
tation and cannery workers. primarily
the former. The plantation audience.
said Joyee. “is the largest single ele-
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merie and the most complex from the
industrial relations standpoint. Lan-
guage, race, illiteracy, feelings of dis-
crimination. isolation. and sex frustra-
tion for many are all involved-
these clements have all been
ered in our programing.”

Since field work usually  stops at
3:30 or 4:00 p.n. the program is
broadcast from 5:00-5:30 p.an. when
the men are at lome preparing for
their early evening meal. The <how
uses a man and young Filipino girl.
Each day’s program inclndes a birth-
day party for employees.

The length of time both programs
have leen on the air testifies to the
importance of the PR problem in the
islands.  But many firm< are coming
around to the feeling that PR on the
air should always be a 52-week affair.
that the problems PR tries to solve are
not temporary but a part of the daily
routine of operating a business.

Most PR men agree that. a- far a-
the subject of PR techniques on the
air goes. the surface has< just been
scratched. The possibilitiex for imag-
iative use of PR on the air are con-
sidered wide open. But there is also
the belief that the stations themselves

and

‘onstd-

could do more to attract PR sponsors.

\

Forjoe and Company
S. E. Dora-Clayton Agency

Charleston’s most far reaching station

Oue of those calling upon stations
to do a better job in selling PR is A.
\. Schechter. head of A. A. Schechter
\ssociates public relations firm and a |
former vice president of both \BC
and MBx.

“One reason why PR isu't used more
on radio and TV.” «aid Schechter, “is
that stations lave been slow to dra-
matize the possibilities of PR. Stations
have the brains and program know-
how but they miss many opportunities.

“A 52-weeh campaign iz fine for
some sponsors but retailers for exam-
ple. could make better use of special
evenls without necessarilv trying to
selt auything specificallv.  Stations
could =ell I'R spot~ to department
stores on Mother’s Day.

“Advertisers with regular commer-
cial programs could also do themselves
a lot of good by inserting PR messages
en occasion. Why can’t a bread conm-
pany advertising on TV come up with
a good film showing how bread is
prepared and packaged?”

Schechier pointed out that ~uch a
flm should entertain as well as in-
form. He stressed that PR sponsors
must never lose sight of the fact that
PR programing should he able to
compele in attracting audiences, * * %

1000 WATTS

“839 of the audience in Coastal
Carolina is made up either of the

industrial worker or the negro.

“WPAL is the only station catering

to that market exclusively.
“and, it’s the big, buying audience.

“Result — results!”

All this and Hoopers too!
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LE BOEUF SUR LE TOIT,

or 4 apparently unrelated paragraphs

cientific cattle ranching rivals the efh-
S ciency of the hog abattoirs you read
about. where evervthing but the squeal is
vsed.  \s a reporter once put it. “You drive
a cow crilter into one eud of a special cor-
ral and it eomes out  dipped. drenched.
branded. milked, tatooed in the ear. de-
horned. tested for disecase and engaged to
be marrted.”

The Amarillo Livestock  Company, where
non-hetrothed cattle find themselves, is now
the biggest in the world. 1t butcher-block
candidates jam the pens on auction days.
The overflow goes on the roofl. and that's
our excuse for the headline. Frapslation:
beef-on-the-roof.

A visiting Hollvwood  firewoman, a bit on
the serawny side, came to town to launch
a cow epic.  As a local photographer posed

her oo a corral fence, she cautioned him

not to make her look too thin. “\Make me
fook round.” she ordered. He complied;
she slapped him.

The cattle industry’s growth is phenomenal
but not unique —for the Panhandle. Wheat,
cotton. oil. heltum and natural gas all play
their part in building Amarillo’s highest-in-
the-U.s, family income. It’s  enough to
make a time huver look reund.

KGNTC v

Amarillo

NBC AFFILIATE

Represented nationally by the O. L. Taylor Company
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THIS MAN IS GOING T0
ARREST YOU

cITY POLICE
DEPARTMENT

ROD
CAMF.RUN

“C\TY DF.TF.BTNE

hecause ‘‘CITY DETECTIVE", starring Rod Gameron

. is a brand-new series of 26 half-hour films —
created expressly for television — with the kind
of powerful appeal that arrests the attention
{and sponsor loyalty) of TV families who are
your best prospects in your market.

Available now to local and regional advertisers —

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

medium. Week after week, its masterful combination

of suspense and high entertainment wins new Viewers,
builds ratings, makes more customers.

Put Rod Cameron in "City Detective" to work another advertising SHOWCASE from J&

. ,
for you! Find out how by contacting any NEW YORK: 598 Madison Avenue — Plaza 9-7500

of these MCA-TV offices. CHICAGO: 430 North Michigan Ave.— DElaware 7-1100
BEVERLY HILLS: 9370 Santa Monica Blvd. — CRestview 6-2001

SAN FRANCISCO: 105 Montgomery Street— EXbrook 2-8922

CLEVELAND: Union Commerce Bldg. — CHerry 1-6010

DALLAS: 2102 North Akard Street— PROspect 7536

DETROIT: 1612 Book Tower — WOodward 2-2604

BOSTON: 45 Newbury Street — COpley 7-5830

MINNEAPOLIS: Northwestern Bank Bldg. — LINcoln 7863,




10 TV CLICHES

(Continued from page 35)

sion in terms of territorial coverage—
and quite another, in terms of popula-
tion. To coin a cliché of our own,
‘only the rabbit food manufacturer has
primary interest in the jack rabbits of
Texas.”

“Distorting a U.S.A. map to repre-
sent concentrations of population (with
jack rabbits left out of the figures),
and then superimposing TV coverage
as we knew it of last June (1952)—
television long ago hecame a national
advertising medium for all practical
purposes. By June 1, 1953—80% of
total U.S. families will be within reach
of television,” Shurick predicts.

Cliché 3. “People won’t watch TV
after the novelty wears off.”

“Today.” states the CBS study, “fam-
ilies with TV sets give more time to
television than to any other leisure
interest—and they’re watching it more
and more.”

Here are the figures for average set
use daily, based on Nielscen Television
Index findings:

1950 four hours, 25 minutes.
1951— four hours, 43 minutes.
1952— four hours, 49 minutes.

CLEVELAND'S

Clicef

STATION

W

5,000 WATTS—850 K.C.
BASIC ABC NETWORK
REPRESENTED
BY
H-R REPRESENTATIVES
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To point up the value of this ever-
increasing TV set usage. Shurick likes
to cite the dollars-and-cents facts con-
cerning 14 half-hour evening shows
that have been on CBS TV since No-
vember, 1930:

“These 14 programs on an average
have increased their ratings 38% —
and from a ‘homes reached’ standpoint
have increased 206%.. What about
costs? On the average again, time
and talent have increased from $17,116
to %36,110—an increase of 111%.
Yet, ‘homes reached’ during this cost

increase have gone up 206%¢.”

Cliché 4. “Housewives will never
have time for TV during the day.”

This, as CBS TV puts it, is a “some-
what recent cliché.” However, Niel-
sen research shows that set usage in
the daytime has made a gain of 15%
(from 61 minutes daily before 5:00
p.m., Monday-Friday, to 70 minutes)
in a comparison of October 1951 and
1952 figures.

While Shurick freely admits, in his
snake talk, that “daytime television has
been slower to develop.” and points
out that “davtime TV today potentially
stands full bloom and the low-cost op-
portunity to experiment has lessened.”
lie adds that “the growth is there—
somewhat slower, to be sure, than
nighttime—but it is there.”

Cliché 5. “In the summer, people
will take a vacation from television.”

“Radio,” comments Shurick, “many
vears ago awoke one Dbright, sunny
morning to find itself neck deep in the
problem of summer hiatus. And tak-
ing a summer vacation from radio be-
came an insidious habit that at least
CBS TV is doing everything in its
power to discourage. For after all the
advertiser is and should be basically
interested in terms of how many ad-
vertising impressions can be made for
the dollar—whether it’s summer or
winter.”

CBS TV’s figures on this score are
impressive. An ARB chart in the “Top
10 Clichés” presentation shows the fol-
lowing for 14 year-round CBS TV
shows telecast between 3:00 and 11:00
p.m. (period covered: Oct. 1951 to
April 1952 compared in chart with
August 1952):

Average ratings: For the fall-winter
period, 27.5; for the summer, 25.5.

Average audiences: For fall-winter,
8.352.000; for summer, 9,826,000
television viewers.

This set of figures usually makes
agencymen blink. Ilow come, they

want to know, can the average ratings
of 14 shows go down two points while
the average audience increases by
nearly a million?

CBS TV’s answer is this. The steady
increase in the number of TV homes
is primarily responsible, and this in-
crease is “likely to continue for at
least a couple of years at its present
rate.” Other factors contributing to
the seeming-paradox: The number of
viewers-per-set on suminer evenings is
4% higher than in the winter (2.6 vs.
2.7 viewers). Sets-in-nse, as shown by
Nielsen, go down slightly in the sum-
mer, but the share-of-audience of pro-
grams riding through the summer
months goes up. This higher share is
due, CBS TV f{eels, to the fact that
“replacement shows don’t hold up as
well as the year-round programs.”

Cliché 6. “When the glamor wears
off, advertisers will drop out of TV.”

Since there is a turnover of adver-
tisers in the TV medium, and this turn-
over usually makes trade and consumer
press headlines, some people take this
cliché seriously. CBS TV feels.

Bul, as Shurick states, “turnover ex-
ists in all media. Need it be said that
there are dozens, if not hundreds, of
clients who advertise one year in mag.
azines or newspapers—and drop out
the following year?”

“Today,” he adds, “there are over
three times as many sponsored hours

on the four networks than four vears:

ago. In the first week of January 1949,
there were 304 sponsored hours of
TV network time. In the first week of
January 1953 there were 10014 hours
—a gain of 230%. The early sponsors
are staying. Already there are 15 of
America’s best-known advertisers con-
tinuously on CBS TV for four years
and 35 for over three years.

“In the 25 agencies with the largest
tclevision billings, TV in 1952 account-
ed for an average of 2396 of their over-
all billings. And in many of these top
25 agencies, television accounted for
a bigger share of the over-all billings
than any other national medium.”

Cliché 7. “Television is pricing it
self out of the market.”

This is one of the most-documented
points in the new CBS TV presenta-
tion. since CBS feels that this “is the
cliché of the hour.”

“The penalty of seven-league growth
is the unprecedented expansion in all
dimensions,” Shurick states, “includ-
ing costs as well as circulation and

During the 1930s,

values recetved.
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radio grew on a ratio of two new units
of circulation for each new unit of in-
creased costs. Television has main-
tained, and in many instances, bettered
this ratio.

“In spite of all the loose taitk about
TV ‘pricing itself out of the market,’
advertisers are in the market for more
and more television,” Shurick adds.

“Gross time billings of all four TV
networks, based on P.I.B. figures, have
increased from a 1949 level of $12,-
295,000 to a 1952 level of $180,795,-
000—an increase of 1,370% in three
years.

“Television is delivering more and
more customers for less and less mon-
ey. TV’s gross circulation cost-per-
1,000 homes has dropped 72% in four
years—{rom $8.47 in January 1949 to
$2.39 in January 1953. And this TV
figure includes the cost of talent.”

Since most advertisers and agencies
like inter-media TV comparisons, CBS
TV includes in its presentation statis-
tics a comparison of these TV figures
with related figures of newspapers and
magazines (see chart, page 35). As
Shurick points out:

“Magazines’ gross circulation—mi-
nus the cost of artwork and engraving,
which has pyramided recently — has
risen from a January 1949 level of
$2.79 to $3.20. Newspapers’ gross cir-
culation cost-per-1,000 is also up—
from $3.57 to $5.43 in the same pe-
riod of time.”

(Note: In these comparisons, talent .

and time for a full-network half-hour
evening show were compared with the
cost of one b&w page in eight leading
magazines, each with a circulation of
at least 3,000,000. Production costs
were excluded. The same TV quantity
was compared with one page in the
leading newspaper in each TV market,
again not including production costs.)

States CBS TV’s Shurick:

“The truth of the matter—for both
magazines and newspapers—is that
space costs have gone up without being
offset by corresponding increases in
circulation. Print’s sole justification
for rate rises has been, in most in-
stances, ‘it costs more money to do
business today than in the past.” Tele-
vision has not. nor has radio for that
matter, been able to compensate itself
for rising costs of operation—and such
overhead exists in the air media as
well as print.”

Cliché 8. “Television will price it-
self out of the market.”

For the advertiser who finds that
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the future total costs of his present TV
operation are likely to account for an
ever-increasing slice of his total ad
budget, the CBS TV presentation
doesn’t hold out much sympathy.

However, the study does predict that
“TV’s cost-per-1,000 circulation in
1955 will be virtually the same as tele-
vision today.”

The figures are given below:

1952: A total of some 21,000,000
sets in 08 markets at a gross circula-
tion cost-per-1,000 homes of $1.59.

1955: The original 21,000.000 sets
in 68 markets for $1.59: plus 5,000.-
000 more sets at about $.791% in the

to cash in on the $730,000,000

68 markets; plus 5,000,000 sets in 32
post-1952 TV markets at a gross cir-
culation  cost-per-1,000  honies  of
$2.38%%. Combined figure: $1.59.

As CBS President Frank Stanton re-
cently told the ANA:

“In the 100 largest television mar-
kets in 1955—accounting for 81% of
the total families and 82% of the total
retail sales of the U.S.—the higher cir-
culation cost of the new television mar-
kets will be offset by the further circu-
lation expansion in the older, low-cost
68 markets.”

Cliché 9. “The cost-per-1,000 may
be getting lower, but the over-all price

Charleston, W. Va. market

You're talking to more
than $730,000,000 when
you're on WKNA. And
you're speaking with a
power-packed voice that
saturates the market
completely and authorita-
tively. See how an amaz-
ingly low cost spot of
“personality’” can produce
amazingly high returns.

-

WKNA s also sold as part of West Virginia's

WKNA WKNA-FM
Charleston ~— 950 KC

5000 W Day * 1000 W Night
ABC Rodia Network Affiliote

EFFECTIVE BUYING INCOME
Source=U.S Census and BMB Survey, 1950

~ ON WKNA

WILS WILS-FM
Beckley ~— 560 KC

1000 W Doy * 500 W Night
CBS Radio Netwark Affiliate

Here's WKNA s holf-millivolt areo alone

TOTAL POPULATION 671,178
TOTAL FAMILIES 186,235
RETAIL SALES $407,643,000
FOOD SALES $ 86,621,000
GENERAL MERCHANDISE SALES $ 57,711,000
FURNITURE & HOUSEHOLD GOODS SALES $ 22,968,000

$730,771,000

. WKNA-TV!

*coming soon . .

S
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Joe L. Smith, Jr., Incorporated ¢ Represented Nationally by WEED & CO.
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1s getting too high.”

Of all the chichés which CBS TV sel
oul 1o explode. this was probably the
tonghest. TV'< costx are high in terms
of ~traight dolars.

But CBS TV answer. as phrased
by Ed >hericke is to point oul to agen-
cies that for budeet-minded sponsors
“television comes inall sizes in all
combinations of programs and thne.”
a~ Shurick explains this
sLalement. “ean vary by price with
Class "\ B0 and 7 Time
~cgments can range from 90 minutes
down o five
tun fromr “full™ to “participating.”
Fregquencies vary among multi-week.
once-a-week. alternate-week. and single
isertions.  Network =izes start al the
full network the
ba<ic web. while 1alent comes with all

“Rates.”
line.

minutes.  Sponzorships

and run down to
tvpes of price tags,

“An advertizer can buy as little as
for
less than $2.500.7 i< how Shurick sums
up the situation.

What does it all come down to? Just

a five-minute segmenl—one lime

WANT T0 SELL
CANADA?

One radio station

covers 40% of
anada's retail

sales

CFRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1 5 the homes in
Canada, covers the market area that
accounts for 40% of the retail sales.
That makes CFRB your No. | buy in
Canada’s No. 1 market.

REPRESENTATIVES
United Stales: Adam J. Yaung Jr., Incarporaled
Canada: All-Canada Radio Facililies, Limiled
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this, as CB3S T\ =zces it:

Cliché 10. “You can't afford 10 stay
oul of television.”

This. CB= TV adinits, 1s “one chiché
that has: =tood the test of time on tele-
vision.” States Shurick in his windup:

“It’s just plam commaon sense thal
an advertising medium that combines:

1. The persuasiveness of the spo-
hen word.

“2. The pictorial advantages of the
product and its function in pictures,

3. Not static pictures—Dbul pictures
in compelling motion.

*—that advertising mediom cannol
help but be evervthing that radio is
and more— what magazines and news-
papers are and more!

“li fact. there are few (if anv) ra-
dio shows or magazine advertisements
today that are listened 1o or read In
as mamy ax 15.000.000 people. Yet. in
March 1953, there were over 30 dif-
ferent TV shows reaching more than
15.000.000 viewers each in one week
for their sponsors,

“H yvou had a staff of 100 salesmen
working six davs a week. talking 1o 50
people a dayv. it would take. at many
tinies the cost. nine and a half vears

lo make 15.000.000 demonsirations.”
* K *

POCKET BOOKS

tContinued from page 10

In order to evaluate the degree of
air-mindedness among soft-eover pub-
lishers. sroxsor  asked from
leading pocket hook concerns about ad-
vertising policy in this mushrooming
ndustry.

Here’s a vound-up ol advertising
techmique among the leading cight
soft-cover publishers:

admen

Pocket Rooles: Oldes 25¢
book publishers. this hrim decided to
test the eflictency of both radio and
television in moving its pockel books
ofl dealer s<helves by simultaneoushy
starting ils own campaign in the New
York area and encouraging itz 800
distributors throughout the country to
The 1wo books
chosen 10 kick off this 1953 experi-
ment in New York City were Henry
Morton Robmson's The Cardinal, and
Harold Robbins™ A Sitone for Danny
Fisher. Pocket Books ran about three
60-second  announcements weeklv on

New York City station WABC. On

PN. the firm ~upplemented the cam-

among

follow the example.

paign with eight 60-second announce-
nents on WNBT in a three-week peri-
od.  The publisher employs stereops
on TV showing actual book covers cur-
rently on dealer shelves,

Although final results of this five-
month campaign have not yet been
tabulated. comment in the New York
area has been fast and furtous. Both
bFooks were run offl for additional
copies. and were snapped up in the
grea covered by the air campaign as
fast as they came off the presses, For
the first time. people walked into cigar
stores and up lo news slauds request-
mg a pockel book by title, a company
representative lold sPOXNSOR.

Pockel Books™ next step was logical.
The firm began sending out a regular
monthly set of radio connnercials to its
distributors, pushing the line of books
that were coming out that month. Thus
stimulated Dy Pocket Books™ example
and suggestions they use air media. 35
out of 800 distributors have already
begun advertising Pocket Books titles
with regular one- to three-times-weekly
radio schedules,  Although how dis-
tributors use radio copy provided by
Pocket Books is up to them. they gen-
erally use the firm’s copy verbatim,
tacking on a 10- to 15-second local tag.

In some cases. Pocket Books gives
nominal financial support to distribu-
tors whore willing to advertise the
firm’s soft-cover bouks on local radio
station=. In most instances. however,
the distributors pay independently for
Pocket Books ammouncements.  Some
of them are veleran air uvsers for other
merchandise they distribute: newspa-
pers. magazines. sheel music, records.

Pocket Books has no sel advertising
allocation per title, but rather decides
pon the extent of advertising and pro-
iotion that will be put behind a par-
ticular book in the same way iis ex-
ecutives determine the size of the first
printing: merit of the book. marketa-
hility, mass appeal.

The ammouncements mailed out from
Pocket Books™ New York office are ac-
companied by a forn letter from Roger

sales

Damio, promotion  manager.
who encourages distributors to  use

some or all of the suggested copy.

The eopy. presently written by Ar-
thur Bodenheimer. Pocket Books™ as-
~istanl sales promotion manager. often
sticks close to the “teazer™ format on
Pocket Books back cover blurbs. Here's
an example:

“Friends. let me el vou about the
theilling loves and adventures of one

SPONSOR




of the most daring of all sea pictures,
Captain Barney was a militant patriot
during the Revolutionary War who
commanded respect {rom {riend and
foe alike with reckless and alicays suc-
cessful piracy against Enghish  mer-
chant ships and men-o’-war, But those
aren’t his only adventures. His love
for beautiful Lady Douglass Harris, a
fervent Tory. sent him from his home
in Philadelphia to the far-off Carib-
bean . .. and smack into a knock-down.
drag-out sca battle! If you liked Jan
Wescott’s last Pocket Book, The Hep-
burn—you'll like Captain Barney more!
Get your copy of Captain Barney 1o-
day . .. ask your Pocket Book dealer
for Captain Barney . . . only 25 cents!”

This copy runs some 47 seconds.
leaving the distributor 13 seconds for
individual dealer tags.

The technique, overwhelmingly suc-
cessful in moving A Stone for Panny
Fisher off New York dealer shelves.
aroused mixed comment both from the
press and {rom radio Hsteners in that
market, In her Vew York World Tele-
gran and Sun radio and TV column.
Harriet Van Horne reported letters
{from radio listeners fell into three ma-
jor categories: (1) Many were dis-
gruntled because they wanted to read
A Stone [or Danny Fisher hut couldn’t
buy a copy because of its premature
sell-out. (2}  Some people who'd
bought and read the book as a result
of the air campaign had heen disap-
pointed in it. (3) Others resented the
frequency of the announcements.

But indications were overwhelming
that the use of radio substantially in-
creased sales that might ordinarily
nave been expected from this book.

Oldest publisher of 23¢ hooks.
Pocket Books emerged fully grown in
June 1939 when Robhert F. de Grafl,
head of the firm. introduced the
first 10 titles in his series of paper-
covered best-sellers and classics. To-
day—14 years, over 900 titles, and
close to 400 million sales later—ocket
Books is thought to be the top-selling
reprint house.

Here’'s an indication of Pocket
Books™ sales spiral: 1939—1.5 million
books: 1940—1.5 million books: 1941
~9 million books. Wartime paper re-
strictions hampered the growth of this
soft-cover publisher only slightly : 1942
—19 million books: 1943—33 million
hooks; 1944—35 million books; 1945
—30 million books. In 1952 45 mil-
lion copies were sold.

Since the crux of Pocket Books™ dis-
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tribution system is prominent display
ol titles. the firm has supplied free to
dealers rack equipment costing over $2
million to date.  Pocket Looks also
supplies dealers with point-of-sale dis-
play material every month. The fact
that each of Pocket Books™ 800 distrib-
utors services anvwhere from 50 to
1,200 dealers may give an indication
of the scope of this operation,

Available in the United States and
Alaska, Pocket Books are sold all over
the world as well. Overseas advertis-
mg, however. is lelt entirely at the dis-
cretion of each indivichual distributor.

Pocket Books publishes an average
of 10 new titles each monih.
tant Sales Promotion Manager Boden-
heimer said. however. that the firm
considers only six of these new hooks
(average) good for radio promotion.

In September 1950 Pocket Books ex-
panded its line by publishing a new
series of paper-bound titles brought
cut as Cardinal Editions.  This series
consists of hooks which are too expen-
sive to produce [or 25¢ cach. and are
hence retailed at 35¢ a copy. The pro-
portion of 35¢ to 25¢ hooks has heen
approximately two or three out of the
nine new titles published cach month.

About their 1953 radio and TV ex-
periment, Pocket Books
comnient cautiously : “The sales results
aren’t at hand yet. However, it is like-
ly that we will continue on the air. and
that an increasing number of distribu-
tors will join in this advertising.”

Assls-

execullves

Popular Library: Prominent among
pocket-book publishers who’ve heen
watching Pocket Books’ radio and TV
experiment with greal interest is this
long-established publisher in the soft-
cover field. Executives of this firm es-
timate, in an industry where sales fig-
ures are a close-guarded secret. that
Popular Library is neck-and-neck with
New American Library as runner-up
for second biggest soft-cover publisher.
Pocket Books is uwsually cited as un-
disputed first.

Popular Library has been consider-
ing an organized radio and TV sched-
ule for some time. Some American
News distributors  (Popular Library
Looks are all distributed through this
agency) have been using air adverltis-
ing on their own, without prompting
from the New York publisher. How-
ever. only 10 or 12 out of 350 Ameri-
can News distributors fall into this
category. The practice among these
distributors is similar to Pocket Books

WOWO listeners mailed

18,000

pennies in response to
this one appeal!

A FAN LETTER started it all. From
Greene, Iowa, a young shut-in wrote to
WOWO in Fort Wayne.. and, in clos-
ing, he apologized for the performance
of his battered typewriter.

STATION STAFF PEOPLE read the
letter, wanted to help, asked listeners
to send in spare pennies toward the
purchase of a new typewriter for the
Iowa youth.

RESULTS were overwhelming! 78,000
pennies came in.. from listeners in 39
states, the District of Columbia, Canada,
cven Bermuda!

WAS THIS RESPONSE UNUSUAL?
Yes. It isn’t every day that WOWO
gets action in Bermuda! But, as scores
of advertisers know, WOWO can be
counted on to produce action almost
automatically in one of the richest mar-
ket-areas in the Midwest.. an area that

simply isn’t reached by any other single
medium! For availabilities, check with
WOWO or Free & Peters.

OWO0

FORT WAYNE

NBC AFFILIATE

WESTINGHOUSE

RADIO STATIONS Inc
WBZ WBZA KYW KDKA

WwOwW0 KEX WBZ-TV

National Representatives, Free & Peters, |
except for WBZ-TV; for WBZ-TV,
NBC Spot Sales
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distributors™ technique:
On radio. these distributors use 60-
cond rs frequently adopted ver-
ack-cover blurbs. On TV,

telops or slides of book cov-

1 . (
Datli 11e

they shov

ers. Alw these ads close with a
dealer tag, telling the consumer where
nay buyv Popular Library books.

Sale this 1l-yvear-old firmn have
risen from 19 milhion i 1930 to 24

million tn 1951, and 33 milion in
Popular  Library regularly
125 out eight new titles a month, two

of which are usually 35¢ books.

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

AM-FM coverage, it's WSJS

in Winston-Salem.

Represented by: HEADLEY-REED CO.

The average 25¢ book goes to the
distributor at 16¢ a copy, and to the
retailer at 20¢. However. although the
firm customarily prints from 150,000
to 250,000 copies on a first printing,
better than half of its books sell well
over that number.

In appraising the use of air media
by soft-cover publishers, Popular Li-

brary advertising executives said ra-
dio and TV announcements might fur-
ther good dealer relations.

Reasoning behind this approach is
that dealers have been swamped with

1'/79
Cn’y *

% Winston-Satem
is the home of
R. ). Reynolds
Tobacco Co,
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various lines of pocket books since a
postwar prosperity wave brought an
increasing number of publishers into
the reprmt field. In the increasingly
competitive market, publishers are now
fighting for favorable shelf space, since
they’re accustomed to relying on eye
appeal at point-of-sale. Air support is
one means of getting dealer coopera-
tion against competitors.

Through a number of aftiliated cor-
porations, this company has been in
the magazine publishing business for
23 years. Popular Library consistently
uses house ads in all these magazines.

Yew Awmerican Library: Among
top three pocket-book publishers, this
firm sold 42 million Signet and Men-
tor books in 1952. The bulk of its ad-
vertising budget goes into point-of-sale
display posters, dealer promotion,
truck banners, The remainder, no
more than 15% of the total budget,
goes into newspaper and selected trade
magazine advertising. New American
Library’s approach to black-and-white
ads is almeost exclusively institutional.

New American Library grew out of
its parent publishing house, the British
Fenguin Books, in 1947. The firm pub-
lishes about nine new titles a month:
fiction in the Signet series, non-fiction

1 in Mentor books—distributed by Faw-

cett Distributing Co. Company execu-
tives give 250,000 as an average mini-
mum printing for a Signet book, and
150.000 for Mentor.

Queried about future use of radio
and television as part of their adver-
tising, New American Library Ad Man-
ager Hilda Livingston answered that
the small margin of profit per title
made consumer advertising prohibi-
tive at this time.

Faweeit: The publishers of Gold
Medal original pocket books use the
numerous consumer magazines pub-
lished by Fawcett for their advertising.
Besides these house ads, Gold Medal
uses occasional newspaper advertising,
as well as two or three institutional ads
in the Saturday Review annually.

In 1951 Gold Medal Books were the
nost controversial subject in the book
industry. That year marked the first
time in publishing history that original
novels were brought directly to the
mass market in 25¢ editions. The proj-
ecl was met with considerable skepti-
cism in the trade.

In Gold Medal's first year of full
operation. 1951, it was shown that
the skepticism had been unwarranted:
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Fawcett sold more than 29 million
Gold Medal hooks. Today Gold Medal
claims a position second only to Pock-
et Books; however, 1952 sales figures
are not available.

In 1952, Fawcett experimented with
Red Seal, a 35¢-per-copy book series.
These books, containing from 90,000
to 100,000 words rather than Gold
Medal’s average 70,000, proved to be
something of a dud for lack of identi-
fication with Gold Medal. The series
was not contirued on the regular two-
new-titles-per-month  basis. Fawcett
now puts out six regular Gold Medal
titles a month, plus occasional 35¢

Gold Medal Specials.

Dell Publishing Co.: This firm’s ad-
vertising program is most s'milar, on
the whole, to Gold Medal’s, since Dell,
like Fawcett, puts out a large number
of consumer magazines in which Dell
Books place house ads. Supplementing
this direct consumer advertising are
some newspaper ads, usually in tie-in
with chain drug stores, who’re typical
Dell Book dealers. Dell prepares news-
paper copy for its distributors, but has
not made any concentrated effort to get
them to use radio. Like most book
publishers, Dell still depends on free
plugs on radio for its air advertising.

Last month, however, Dell decided
to experiment with TV in the New
York City area. The firm bought four
20-second announcements on WPIX in
a test campaign for The Racing Alma-
nac. These announcements were run
once weekly near The Night Owl The-
atre between 11 and 11:30 p.m.,
through the end of May. Sales results
from this test campaign were not avail-
able at press time. However, Malcolm
Delacorte, advertising director for Dell
Books, expressed doubt that radio and
TV would be used on a regular sched-
ule within the near future. His rea-
son: too expensive, except for an oc-
casional book title that seems ideally
suited to air promotion,

Dell publishes some 10 to 12 new
titles each month, with an average first
printing of 250,000 copies.

Ballautine Books: Siil] in their in-
fancy, Ballantine Books imade sensa-
tional news in the soft-cover field in
spring 1952, when Ian Ballantine first
disclosed his approach to the trade. In
a nutshell, Ballantine Books are a hy-
brid outgrowth of a young and com-
petitive industry, Every month, start-
ing in November 1952, Ballantine pub-
lishes three new titles (five, starting in
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July), all of these from original, previ-
ously unpublished manuscripts. These
titles are put out simultaneously in 35¢
paper-bound and in regular hard-cover
editions. Ballantine Books have signed
two hard-cover publishers so far for
their project: Houghton Mifflin and
FFarrar, Strauss. Hearst Magazines are
distributors for the 35¢ editions.

The usual proportion of soft to hard-
cover books is 200,000 to 5,000 on a
first printing. At the moment, some
509 of the titles are put out in hard
cover by Ballantine, but the firm’s ex-
ecutives report that other hard-cover
publishers will be signing for tie-ins
come sununer.

To date, Ballantine has relied main-
ly upon the gratu’tous newspaper and
radio plugs that some of his hard-cover
books have received. Notable for free
publicity was the first title put out by
Ballantine: Executive Suite, which sold
470,000 copies, and was reprinted three
times by Ballantine.

Ballantine Books have not yet experi-
mented with radio announcements, but,
say Ballantine executives, if sales keep
growing as they have done in the past
six months, an expansion in advertis-
ing budget will be inevitable.

Avon Publishing Co.: In 1951 this
firm underwent expansion as a result
of the general growth in the industry.
but thereafter suffered from a relapse
brought about by vigorous new com-
petitors. In its fight for better shelf
space in dealer outlets, Avon changed
distributors in mid-May, and is hold-
ing off its advertising push until re-
sults from the new distribution system
can be tallied at the end of 1953.

To date, the firm has used some in-
stitutional trade magazine advertising,
as well as sporadic consumer ads in
small, literary magazines, but radio
and TV have not yet been tried.

Avon has stuck to the reprint busi-
ness, putting out the bulk of its titles
in 25¢ editions; it also prints one or
two Eton books (the tall size pocket
hook) each month at 35¢. Its eight or
nine new titles a month are usually
run off in a minimum of 200,000
copies for each book.

Bautam Books: Started in 1940, this
firm has risen to a position near the
top. Its advertising program has been
confined to sporadic trade magazine
institutional ads, as well as spotty
newspaper advertising. However, in-
dications are strong that Bantam will

THE FARMER IN THE DELL...

the farmer in the dell ...
Hi ho the dario. ..
the farmer in the dell.

1t’s “Hi ho** every day for
the Heart of America’s Farmer
in the Delll He’s one of the

| wealthiest farmers in the

| nation.

[ 1111 be “Hi ho* for you, too,

if you call KMBC-KFRM,

Kansas City, or your nearest
" Free & Peters office, right now
2T for time availabilities on
/"49' The KMBC-KFRM Team!
‘y,v The Farmer in the Dell is a

/ pretty important person to your
volume of product or service

=3 turnover, and today he's

buying the things he
. hears about on the
radio station he listens
to mostl

WAL }

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

ROCHESTER, N.Y. [
3,000 WATTS

Roprasaniohved .. .
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“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
local programming they want to hear.

One spot schedule will
convince you

RLLALLES
"’
Studio and Offices

S.W. 6th Ave., Portland 4, Orcgon
WEEQO & COMPANY
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follow Pocket Books" example of ad-

vertising individual titles on  radio
from time to time.
Distributed by Curtis  Circulation

Co., Bantam Books publishes eight to
11 new titles a month. all reprintz. Of
these. two or three are Bantam Giants
retailing at 35¢. Original printings for
this firm run from 200.000 upwards.
AL the moment, the finn has not al-
definite advertising budget.
but feeling among its advertising and
sales executives is that the industry is
gelting to be =o competitive, that
organized. active advertising will soon
As they point out, how-
ever. they re bucking a tradition of no
individual title ads to consumers,

located

Now

lie a necessity.

Here. briefly. is the rationale for this

prospering industiv’s  relatively  late
entry into air adverlising:
1. Nature of the industry: Defi-

nitelv a postwar baby. pocket book

publishing has been growing in the
face of a supposedly <hrinking market

* * * * * * * *

eel think rthat ecreative copy wriling is
withont donb1 the longest lever thar the
ageney has on getting an advertiser a

retnrn on his investment. We mns)
econtinnally work r1owards this end
vietory in  commmnuiecating the right

message in the right way. Bnr the faets
ol life are that there are many prodncets
of fairly equal merit, with fairly eqnal
advertising  budgets, c¢mploying eopy
wrilers and artists of [lairly equal in-
sight und taleut. The result of this is
somelimes a competitive stalemate.*®
SHERWOOD DODGE
Vice President
Cone & Belding
New York

Foote,

* * * * * * * *

of readers. despite the heavy inroads
television and other faetors have been
making in the sales of its parent indus-
try. the hard-cover publishers. Sold in
heavily frequented points of distribu-
Lon. such as news stands. drug chains.
market places, soft-cover books have
relied  principally  upon  cheapness.
tantalizing covers, and availability for
their advertising.  But the intensive
competition inevitable in a rapidly
growing industry has forced pocket
book publishers 1o become advertising-
conscious,

2. Wargin of profit: With the bulk
of volume lurn-over in the 25¢ line.
soft cover publishers count profis in
fractions of cents on each book. The
major part of cach publisher’s invest-

menlt. therefore. has gone into the in-
creasingly compeltitive bidding for au-
thors or book titles with Oood mass
market appeal that thev m]ght reprint.
or else into the equally expensive
search for original manuscripts. Al
though the actual cost of processing
the books or manuscripts has not rep-
1resented a major part of the original
investment. rising printing and paper
costs have made it imperative for soft-
cover people to push an ever-increasing
number of books onto dealer shelves.

3. Distribation  set-up: Since the
same independent distributors  fre-
quently handle as many as four or five
different soft-cover publishers. the pub-
lisher has concentrated on distributor
promotion as well as point-of-sale dis-
play material in order to fight compe-
tition for choice shelf space. The prob-
len1 in the industry. until this moment
at least, has been not so much one of
appealing 1o consumers via outside ad-
vertising. as of persuading distributors
to fight for good dealer display. * * *

MEDIA EVALUATION

(Coutinued from page 27)

will limit your media choices, he says.
are (1) the lengih and nature of the
message you need to tell your story.
and (2} any special [feature. such as
color.  style. live demonstration.
which shoukl ke stressed.

Kleppner emphasizes this point in
summary: “\ product seeking sales in
a clearly defined field will require a
medium whose circulation can be clear-
Iv defined and directed to the desired
prospects.  As the campaign broadens
in scope, these media will be supplant-
ed by others with a grea'er audience
or circulation and with a lower cost-
per-1,000 circulation reaclied.”

or

Richard
Manville. president of Richard Man-
ville Rescarch, was one of the first 1o
uncover the fact that there is no neces.
sary correlation between quantity of
allention (ratings) and quality of ac-
tion (sales or inquiries). lle savs cam-
paign  objectives  can  influence the
choice of media and summarized pos-
sible objectives this wayv for SPONSOR:

1. To =ell goods.

2. To increase the units of purchase
lo present customers.

3. To needle competition.

4. To keep the salesman quiet be-
cause you can't give him a lower-cost

Manville on objectives:

SPONSOR




produet to distribute.
5. To excite dealers or your own
organization.

6. To run a holding operation be-
fore the new product comes out.

7. To see your own name in primt
—vpreferably in big letters.

8. To “keep your name before the
public.”

Once your objective is clearly in
mind, you then write copy to fit it. he
says, and choose media best suited for
conveying the message.

Gallwp on research: iscussing the
choice of media with sroxsor, Dr.
George Gallup of Gallup & Robinson
and president of the American Insti-
tute of Public Opinion. raised one
question about saturation in TV and
cautioned against superficial research.

The question: “What happens when
virtually all the ecigarette companies
begin devoting most of their ad bud-
gets to TV, when TV achieves virtual
national coverage and when nearly all
the pool of 65 million prospeciive
smokers do smoke? Wilt TV then be
considered a poor mediun because it
doesn’t sell more cigarettes?”

The warning against superficial re-
search in choosing media: When Gal-
lup was a v.p. at Young & Rubicam
back in the 1930’s, he polled the lis-
teners to one of the most popular co-
mmedians on the air and found to his
chagrin that they bought less of the
product advertised on the program
than non-listeners. Had the research
ended there, the conclusion would have
been inescapable: to give up the show.
But additional research disclosed an
important fact:

The program’s listeners were in a
lower economic class than the aver-
age; as a result, a comparison of their

purchases in any category would show
them buying less than the average.

Later Gallup had a similar experi-
ence with another topflight radio star.
Everything the star sponsored on the
air sold better on some other program
or when the product was advertised in
some other media.

Conclusion: Some stars, programs,
even media attract the wrong kind of
audiences for your product. Find out
how many customers you have in vonr
audiences before you spend too much.

P.n.: Y&R and the sponsor kept the
first show mentioned above for years
because the program did increase sales
among those who listened.

So choose the right media by test-
ing. How? Use different media in dif-
ferent cities. Check sales for a period.
Solicit inquiries in all the media used
and compare results. Offer samples
and tabulate returns. These will give
you an indication only, of course. For
problems that beset you in doing this,
see SPONSOR's first article in which
one of the top-rank research experts
was quoted on the subject (“Why eval-
uate ad media?” spoxsor, 20 April
1953, page 103).

Word of caution from Richard Man-
ville: Don’t consider only the size of
the audience the medium reaches. but
instead also determine in advance how
many of vour customers or prospects
the medium or program attracts.
Prospects-per-dollar is completely dif-
ferent than readers- (or lisleners) -per-
dollar. The difference can vary by sev-
eral hundred percent not only between
different magazines, for example. but
even within the same magazine (or
prograin) for different products.

Over-all consideration in media se-
lection: “Adveriising is just one step
in the chain that causes you to buy.”

Otto Kleppner told sronsor. “It’s a
presumption to think that advertising
alone create: a demand for a product.”

Tips from Shea: Albert Shea, presi-
dent of CORE (Communications Re-
searcl Inc.) of Torouto has this to say
on the subject of media salesmanship,
vardsticks, and supplanting of one me-
dium with another:

“There is no substitute for salesmen.
The secret of good advertising is how
closely can you approximate the hu-
man situation. On that basis TV and
radio have more appeal. A manager
will not write a letter il he can send
a salesman.

“Yon can't have any yardstick for
measuring media completely indepen-
dent of the product and the market.
Eye-vs.-ear studies are thercfore non-
sense. You can’t generalize. No medi-
um can say flatlhy. *“We are the best.’

“The great assuinption among some
people is that somewhere there’s a mag-
ic yardstick that will make my deci-
sion for me. There is no such thing.
All data are yardsticks, but in the end
vou have to make your own decision.

“Will one mediun ever supplant an-
other? Radio is terrified. or was un-
tit recently. that TV would drive it out
of bu ness. Yet when radio started. it
was said it would drive newspapers
out. It didn't. Instead it made a place
for itcelf. Same with TV. With each
new medium the rate of acceleration
has become greater. 1t took radio 20
years to grow in‘o a dominant medi-
um. It took TV only five years.

“All media have increased over the
years. Reason: more money and more
leisure. People have more lime to ex-
pose themselves to all types of media.
They buy and read more newspapers
and magazines. They listen to more

Every summer day there are 602,000 or

more visitors in our primary coverage area
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Have you seen the new ‘“Pulse of Boston Area”
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rating to 1,423,500 radio homes. Ask
your Blair man for the story!
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radio and watch more TV. They own
more cars and drive more and as a
result sce more outdoor advertising.

“And historically that's a good
thing. for empires have collapsed be-
cause of a breakdown in total com-
munications. or an inability to estab-
lish them. See Harold A. Innis’ three
excellent hooks on the subject: Enipire
& Communications, Bias of Communi-
cations, and Changing Concepts of
Time.”

Tips from Adrvisory Board: spox-
soR’s advisory board for its All-Media
Evaluation Study has contributed frank
and detailed advice on every facet of
media selection, far more, in fact, than
can be reported in one article. Since
the members of the hoard are con-
stantly buying media, spoxsoRr offers a
summary of their thinking on the sub-
ject with confidence it can help you.

Morris Hite. president. Tracy-Locke
Co., Dallas, points out two of the most
important determining factors in the
selection of 1nedia which previous
SPONSOR articles had overlooked:

1. Distribution. “For example, we
serve a milk company that does busi-
ness throughout the South. Some of

The Man
is The Package

| would like 1o discuss, with

an Agency or Sponsor, the de-
velopment of a completely
Clildren’s television
gram for this Fall ... or the
improvement of one ulready
aired. Five years as an Execu-
tive Director in the field of
Children’s Programs includes

new pro-

complete administration of
Promotion, with special lnowl-
edge of Premiums, Retail items,
Public Appearances and
Publicity. Widely acquainted
with merchandising and with
the people, unknown to Broad-
casters, who make it successful.
Sponsor can own the program
entirely, with reasonable
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expectation of liquidating cost
from roydlty income alone.
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510 Madison Ave., N. Y.
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our clients’ milk plants do 907¢ of
their volume within their plant city.
Others do 60°%Z or more of their vol-
ume outside the plant city. In the case
of the plant doing 0092 outside of
the plant city, radio is an ideal pri-
mary medium. We buy coverage
against an actual route map showing
the points where our client has distri-
bution. For the plant doing 90% of
volume within the plant city, newspa-
pers, low-power radio, or TV may be
the best buy.”

2. Product and basic advertising
idea. *“Some products adapt them-
selves better to one medium than to
another. The soft drink people have
used outdoor as one of their basic me-
dia because a lot of soda pop is
consumed by people in transit. An ap-
pliance with a feature than can be
demonstrated is ideal for TV. And
regardless of the product, the bhasic
advertising idea often determines the
medium. In our shop, the idea comes
first. After the idea has jelled, the
media problem frequently will have
resolved itself.”

Henry Schachte. Borden’s director
of advertising, suggests three “specif-
ies” in choosing media:

1. “Most basic point of all in media
decisions is: Find out what idea about
a product will make people want to
buy it. Second step is to learn how
best to present that idea. Then you
can con ider the proper media to use.

2. “Don’t ignore the importance of
the usc of media in combination. Even
in a smaller appropriation, sometimes
it is sounder to split the nroney than to
try to put it all into one medium.

3. “In analyzing results, distinguish
between exact mathematical appraisal
vs. ‘significant’ results. While a num-
ber of advertisers might not have ex-
act rescarch, at least they do have
pretty definite indications of results.”

Dr. Ernest Dichter, president. In-
stitute for Research in Mass Motiva-
tions. New York, calls attention to
four psychological factors in cousid-
ering media. They are:

1. Mood of the magazine. This, he
feels. is possibly more important than
circulation in determining the publica-
tion’s value for the advertiser. A read-
er reaches for the Saturday Evening
Post rather than for Time because of
the particular psychological gratifica-
tion he derives from each. Thus the
person who reads the SEP is psycho-
logically speaking not the same indi-
vidunal who reads Time.

2. Personality of media. Each pub-
lication, TV show, radio program has
a personality all its own. Example:
Time has a faster pace than the SEP.
The SEP has greater intimacy. Life
has variety and curiosity-arousing
characteristics. Thus each medium has
a personality profile.

3. Multiplicity or singleness of com-
munication. Some programs or publi-
cations make you feel that you are the
only one being reached by the mes-
sage. Others give you a distinct feel-
ing that many are receiving the mes-
sage simultaneously with you.

4. Emotional involvement. Some
media are read, listened to, or viewed
in a pas:sive manner. You simply ac-
cept the information without argument
or emotional involvement. Others, like
the Chicago Tribune, for instance, in-
stance, interest you because of the op-
portunity for disagreement they pre-
sent. The Reader’s Digest has a strong
degree of identification and even in-
volvement. Reading is therefore done
in an active manner.

Concludes Dr. Dichter: “Sooner or
later the modern advertiser will have

* * * * * * * *

66As yon must be well aware, this show
(‘1 Love Luey?) is the all-time phenam-
encn of the entertainment business. On
a strictly dolars-and-cents-basis, it is
twice as eflicient as the average night-
time television show in couveying our
advertising message to the public. . . .
Three times more people sce every
Monday night's ‘I Love Luecy’ show
than watched all the major league base-
ball games last year.??
O. PARKER McCOMAS
President
Philip Morris & Co. Ltd., Inc.
New York

* * * * * * * *

to learn to select his media along these
lines, rather than simply on the basis
of considering the circulation figures.
audience composition, or readers per
dollar. He will have to become in-
terested in the right psychological cli-
mate which, in the last analysis, de-
termines the effectiveness of the ad-
vertising message.”

The advice of Vincent R. Bliss, ex-
ecutive v.p. of Karle Ludgin & Co,,
Chicago, is this: “Don’t look for a sin-
gle mcthod of appraisal that will ap-
ply to all products or all campaigns.
Always remember that the most im-
portant factors affecting media are
flutd—not fixed.”

Marion Harper. president, McCann-
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Erickson, cautions against devoting so
much of your advertising budget to
market, product, copy, and media test-
ing that “the working budget might be
dangerously reduced.” He suggests 3%
to 5% for media testing, instead of the
10% SPONSOR suggested.

Discussing a previous SPONSOR me-
dia article in which the launching of
a new breakfast cereal was described
(see “Media Basics,” sPoNsoR, 4 May
1953, page 39), Raymond R. Morgan,
president of the Raymond R. Morgan
Co. in Hollywood, suggested that cou-
pons and frequency of advertising are
two items that should never be ig-

* * * * * * * *

¢¢, . . Evidence is already at hand that
television is a good investment; that it
will spread apaee throughout the na-
tion; that, in most eases, those who are
licensees will get a firm return on their
investment——and the satisfaetion of en-
gaging in a professional pursnit that
presents a new problem praetieally every
minute of every dav.®®

HAROLD E. FELLOWS

President

NARTB

* * * * * * * *

nored in selecting media for such a
campaign. Here’s how he put it:
“Your mythical ad manager will lose
his mythical shirt trying to put over a
breakfast food nationally on half a
million bucks. He is trying to shoot
150,000,000 people with a shotgun.
He should shoot 150,000—count his
game—realign and see where he goes
from there. Local radio is a rifle—if
the guy is smart enough and wants to
work hard enough to make it pay. Life
is a shotgun. Big advertisers made
Life. T don’t know any big advertisers
that Life made. It was the same with
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Jello-O and network radio. Benny
didn’t make Jell-O. Jell-O made Ben-
ny. And GF and its dessert does all
right without Jack, his violin, his Max-
well, or Rochester.

“Incidentally, if the adman were
bright, he’d appraise coupons as a
medium. He could distribute 10,000
copies of LHJ house to house—and set
off against it 10,000 coupons, each
good for a dime on a purchase—in
sonie other town. You can have Starch
readership, most noted, and the works.
I'll take coupons. Maybe 25 years later
the adman can go for Life—nighttime
radio, or even Your Show of Shows or
Berle on TV—if they’re still extant.
I’d rather have 365 classified ads—
each four lines—one a day for a year
—in the Los Angeles Times—than a
full-page ad in the biggest issue of Life
ever published. Frequency is wonder-
ful. It puts starch in sales instead of
Starch on surveys.”

Do all media sell? It took a mem-
ber of sponNsoR’s Advisory Board to
point out a simple but frequently over-
looked truism in advertising that none
of them does. Here’s how Stephens
Dietz, who has just joined Hewitt,
Ogilvy, Benson & Mather as vice presi-
dent and group supervisor, put it:

“No advertising medium can sell.
The advertising medium delivers a sell-
ing message, and the differences be-
tween the media are differences in au-
diences and their mechanical reproduc-
tion of the message. Selling is the re-
sult of all the factors that are brought
to bear. Since the medium’s only func-
tion is to deliver a message, obviously
there is going to be tremendous room
for difference of opinion when you

ask the question: ‘What medium <ells
most?’ " * K Kk

WHDH’s area

MEN, MONEY
(Continued from page 10)

“Seduced by the advertising indus-
try,” the article begins (in The Na
tion), “an increasing number of social
scientists are turning into super-hucks.
ters. Today any number of psycholo-
gists and sociologists will gladly un-
dertake to probe the mass mind to
discover for instance, how non-drinkers
can be persuaded to drink and drink-
ers to drink more. They want onlv a
fat check—which they get.”

* * *

The article continues: “Today the
application of the social sciences to
advertising has become a veritable fad.
McCann-Erickson, one of the five top
agencies in the United States, has its
own psychological research staff. Weiss
& Geller, a large Chicago agency,
holds regular staff conferences with
prominent social scientists: Edward
Weiss. president of the agencv. be-
lieves the social sciences will revo-
lutionize advertising.” Details of vari-
ous psvchological investigations on be-
half of advertisers are then given.

* * *

Still quoting, “The sales executive
looks upon the public as an uninformed
mass of people in whom certain de-
sires must be aroused to get them to
part with their money. The assump-
tion of the business man is almost al-
ways that the public has the necessary
purchasing power but for some ridicu-
lous reason—such as insecurity—does
not want to use it.”

* * *

And finally, this comment: “No one,
except perhaps Mr. Wrigley. can be-
lieve that chewing gum will relieve
the basic frustrations of Pennsylvania
coal miners.” * Kk Kk

Away We Go . . . .!

People on the move listen to radio . . . and people in
listen to...of course —WHDH!
Take advantage of this huge “out-of-home’’ market
and add it to your “‘at home’’ buy!
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ANAHIST ON THE AIR

(Continued from page 37)

stdered necessary to educate the con-
suncr about the new product and ex-
plain that Anahist  protects
against other nfections as well as re-
lieves all the miseries of a cold. Basie
radio ~chedule was five announcements
a week with greater frequency when
Super  Analiist

Super

the  need (lt*\'('}nlmtl.
sales are vomge well enough for the
contpany to consider expanding radio
coverage ahout one-third next season.

Ax for TV, Super Anahist got plugs
o about 50 stations in around 35 mar-
kets. The weckly frequency was small-
er than that for radio. and. in some
cases, 10-sccond 1D~
for produet (Short-
er radio announcement< may he used
next spread the
around and also because it is felt that
detailed commercials are no longer
veeded in many markets.) In addi-
tion to the Super Anahist buvs. about
85 markets were bought for Hist-0-
Plus. though the weekly schedule called
for fewer than for
Super Anahist,

Bates  bonglt

1dentification,

<eason to money

announcements

In buving <pot. Anahizt buys one

CANCEL
CANCEL
CANCEL

% -
Pt L. i

“Bue to increased volume through your
advertising, we are unable to get out the
extra work, Please cancel my advertising
as soon as possible.”

So  wrote Stanley Parker, plumbing,
heating, electrical contractor of Cicero,
N. Y. Mr, Parker explained that he had
received over 20 phone calls per day
directly traceable to his radio program
and was filled up on work orders for
four months,

ence-—that's what produces the sales. And
WSYR gives you the
2399% more daytine
than other local

SAMS and Nielsen,

A good sales story to a good audi- ‘

audience—up to
audience families
stations  according  to

Wirite, Wire, Phone or

Ask Headley-Reed

NKBC Affiliate in Centrat New York

thing: audiences. The company and
agency  have no preconceived ideas
about the best time of day, 1If the
multiple of audience times cost is rea-
<onable. if the market is one that Ana-
hist is interested in. and. if children
don’t make up too great a part of the
audience. then Bates will buy. i TV
markets. most of the radio announce-
ment= are bought during the day be-
cause best audiences are found then.
the ageney feel:, But Bates will not let
a good nighttime spot slip by in such
markels merely because it is at night.

Bates ha~ no prejudice against net-
work buvs but both agency and c¢li-
ent agree that the flexibility of spot is
what Anahist needs. Bud VMacNally.
\nahist account execulive.
agency-client thinking about spot:

explains

“We feel that we can get a greater
total through =pot  than
through network. considering our bud-

audience

get. If we had a lot of money to spend.
we might consider a network show and.
perhaps. have all our products carry
it. Bul. right now. we don’t feel that a
moderate-hudget network program will
get us the audience that spot does,

“Furthermore. our prospects are
only people with colds. That means.
may be. one of six people tuned in. To
waste circulation. we need as
areat a dispersion of audience as pos-
sible. We feel we can get the greatest
dizpersion for our purposes through
spol radio and TV,

“Then. of course. there are the usual
advantages of spot. We can pick dif-
ferent times of dayv in different mar-
kets. We can pick the markets we want
—and we have some very definite ideas
We have learned
quite a bit about markets since anti-

histamines were introduced three years
b

avoid

about our markets.

agn.’

While the flexibility of spot suggests
that the manufacturer of a cold prep-
aration could time his announcements
with the incidence of colds in certain
regions and with the variations of cold
weather, VlacNally said that. in prac-
tice. il won't work.

“It's too complicated.” he explained.
“We've tried working it both wavs in
the past: starting ofl all marketx at the
same time and varving the jumping-off
times with when it gets cold  or when
we think it's going to get cold,

“We learned what a ot of people
alrecadv know. You can’t predict the
weather that eloselv. We could de with
stations what some advertisers do with
newspapers, that is. let the medinm de-

c¢ide when to run the ad. [{ the weather
gets cold and nasty. or if the local
kealth department cold and flu index is
up. then the :tation would presumably
let loose one of our ad blasts.”

Both agencv and client.
prefer to have more control over the
advertising. They feel that a situation
might come up where an ad Dblast i~
called for but the station finds that
choice spots happen to be all sold out
for that dav. What happens? Anahist
ends up with an announcement slot i
doesn’t want or with no announcement-
when it needs thenr badly.,

however.

The Anahist-Bates ad team, there-
fore. decided on the rough outline of
the winter campaign for Super Anahist
last summer. Minor changes were
made as =alex developed and as various
markets reacted differenthy.  Ageney
and client alwayvs had up their sleeve
an idea of what they would do with
the next $50.000.

Generally speaking. Anahist has not
peaked its advertising during the ~ea-
son. Frequeucy of announcements usu-
ally has been fairly steady in each mar-
ket during the cold weather, In addi-
tion. the air schedule for anti-hista-
mines has heen Dbracketed with store
promotions directed at hay fever suf-
ferers durmng the late summer and
early fall and at allergy sufferers in
eeneral during the spring.  This year
Anahist 15 running in drug stores the
Liggest allergy campaign it has ever
attenipted.

Drug stores, particularly the chains.
are also tied in with Anahist’s selling
via co-op advertising, Retailers get
co-op advertising allowances based on
a percentage of their purchases. When
it comes to radio and TV, Anahist tries
to tie in co-op with its regular sched-
ule. though this can’t always be accom-
plished.

Hewitt tokd spoxsor that in making
decisions on co-op buys, the company
finds out if the retailer has a radio or
TV show. If he has. the company will
ask the retailer to use air rather than
newspaper advertising.

“Our purpose,” Tlewitt =aid. “in co-
op advertising ix not to channel sales
through a favored ontlet but to influ-
ence sales of \nahist products in the
entire market.”

The air commercialz for selling Su-
per Anahist, whether used in co-op ads
or in direct agency buys, stressed the
addition of Vitamin C. though it
wasn't wsually mentioned by name.
Both radio and TV commercials con.

SPONSOR




tain identical =ales message.

The wording of the commercials. as
well as the long hst of ingredients in
Super Anahist, are a clear indication
that Super Anahist's target is nothing
less than the entire cold preparation
market. The line between the anti-
histamine market and the market for
other types of cold preparations had
been gradually getting blurred even be-
fore Super Anahist appeared. The
Anahist Co. was not the only anti-
liistamine firm to add the analgesic
APC to its anti-histamine and APC, of
course, is used in other types of cold
preparations. Anahist's atomizer hrand
uses the ingredient phenylephrine hy-
drochloride in it and its Liquid Ana-
hist for coughs contains a cherry-
flavored syrup as do a number of
cough medicines,

Whether this trend toward multiple
ingredients in anti-histamines would
lave taken place even if their sales had
not taken a dive following the flashy
debut of the drug is a moot point. One
thing can be said with certainty: The
single most important reason for com-
bining the anti-histamines with other
medicinal products has been to check
their declining sales.

A brief review of the anti-histamine
story may shed some light on Analist’s
advertising strategy as well as indicate
what the future of the anti-histaniines
may be:

The story starts in September 1949
when the U. 5. Food and Drug Admin-
istration approved the sale of anti-
histamines without a prescription. The
anti-histamines were not new. They
had been used for some years by doc-
tors to fight allergies and. as a matter
of fact, most anti-histamine retail sales
are still accounted for by prescriptions.

The real fireworks hegan in October

vwhen the Anahist Co. and | nion Pha
maceutical (using the name Inhiston)
anti-histamines  backed Dby
heavy consmmner advertising. Then oth-
ers joined in. Bristol-Myers came out
with Resistab. Grove with Antamine.
Whitehall with Kriptin.  Sales
phenontenal.  The \nahist Co. rang
up $1 million during the first month
and budgeted about the same amount
for the season in network and spot ra-
dio. newspapers and magazines.

put  oul

were

demand
were fanned by an article by Paul de
Kruif in the December Reader’s Digest
praising anti-histamines, This was fol-
lowed by a rash of look-what-the-
Reader’s-Digest-said ads In the anti-
histamine producers. The R-D article.
together with the advertising based
upon it. was later counsidered to have
been responsible for more anti-hista-
mine sales than any other single factor.

When the 1949 anti-histamine salex
were tallied. the total. mcluding pre-
scription sales. came to $35 million.
according to Drug Topics. Anti-hista-
mines were the largest single drug
store seller and admen were talking
about a $100 million annual business
before long.

The flames of consumer

Trouble wasnt long in coming. how-
ever. The F'TC barged in and not only
questioned ad claims that anti-hista-
mines would “cure colds™ hut charged
that some were unsafe. Unfavorable
publicity also came from the medical
profession and Better Business Bu-
reaus. The FTC complaint was settled
in the spring of 1950 when the anti-
histamine producers agreed to drop
claims about their products curing
colds and the FTC withdrew its charge
ihat they were unsafe. The anti-hista-
mine firms switched their advertizing
to pointing up how their products

Ask Your Blair Man About the New "Pulse

of WHDH Area"'!
I JUNE 1953

slump?

602,496 More!

Every summer day there are 602,000 or more extra
folks in our primary coverage area . . .
our over 5 milliont What a market! Who said summer

OWNED AND OPERATED B8Y BOSTON HERALD-TRAVELER CORP,
REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

would relieve the symptoms of colds

Whether it was the unfavorable pub-
hicitv  or whether the consumer e
pected too much from the anti-hista
mines is not clear. but sales sagged.
The figures (from Drug Topics) ~how
that sales for 19530 totaled about =27.5
million. less than the figure for onh
the last four month~ of 1949, A second
de Kruil article on anti-histamines
the Reader’s Digest in 1950 couldn't
~tem the tide despite the fact his piece
was headed “=cience Vindicates Anti-
histamines.” In 193], sales shd to be-
iow %22 milion.

Last year. anti-histamines seemed to
have reached rock bottom. Not only
were the cats and dogs squeezed out
but some of the big boys were casual-
ties, too. Resistab and Antamine ad-
vertising are almost dormant accord-
ing to the irade.
Grove. of course. have other irons in
the fire. The money taken away from
anti-histamines went to Bufferin and
4-Way Cold tablets.

While the remaining anti-histamine
producers weren't unhappy to see the
marginal firms give up the ghost, the
felt the loss of their big competitors.
With the lessening of advertising pres-
sure. anti-histamine =ales dropped.

Aside from Anahist. the most active
advertisers are Union Pharmaceutical
and VMiles Laboratories. a comparative
latecomer to the anti-histamine field.
Miles has been pecking away with
Tabein and. if trade vumors are accu-
rate. pretty successfullv. too. Union
put on a strong drive with TV weather
and sports programs in the New York
market last winter and Inhiston is re-
ported to have recorded a sizable
sales record. Hewitt points to this as
evidence that the anti-histamine pro-
aucers can do an effective seling job

Bristol-Myers and

in addition to

BOSTON
30,000
WATTS
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it they put their mind to it.

Besides the big name advertisers. a
fairly substantial amount of anti-hista-
mine sales are accounted for by a num-
ber of private brands sold by drug
chains. Individually they don’t count
for much however, and as a matter of
fact. outside of Anahist’s products, no
single anti-histamine brand has as
much as 107¢ of the total market.

Anahist feels that a definite niche
has been found for the anti-histamines
and the only way sales can go now is
up. Anahist’s straight anti-histamine
has not been hurt to any noticeable ex-
tent by Super Anahist. And even if the
straight anti-histamines can’t hold on,
the Anahist Co. considers itself pretty
secure with Super Anahist, which is
much more than an anti-histamine and
can compete with the other cold prepa-
rations on their own terms.

Anti-histamine products. which first
appcared as one of the great drug
merchandising revolutionary aspects of
the postwar era, look like they're here
to stay. Systematic advertising by such
manufacturers as the Anahist Co. may
well have converted what looked like a
flash in the pan to a permanent part of
the vast drug business. * &k
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KROGER STUDY

(Continued from page 33)

quantity no matter which medium

brought them in.

Kroger lought approximately $2.-
500 worth of advertising for the test,
about evenly split between radio and
newspapers. The newspaper ads it
used for the test merchandise were
actually part of large ads for other
Kroger store merchandise. The news-
papers’ share paid for portions of 15
ads in as many newspapers, while ra-
dio’s share accounted for 148 an-
nouncements on seven stations.

Wilham B. Ryan, BAB president,
told sproNsor, “The Kroger study,
while invaluable at the local level, is
particularly significant because it rep-
resents the first step towards an exten-
sive series of sales effectiveness tests
comparing radio and other media for
branded packaged products of national
advertisers, In addition, of course,
our strategy in financing the ARBI
study for Kroger was based on a long-
range policy of providing stations with
research they can use as sales tools.
We feel that we are helping all adver-
tisers and agencies thereby, because
our material is designed to be factual
rather than merely promotional. If
we can help both national and local ad-
vertisers to understand why radio is
important to them, we feel we serve
their interests as well as the cause of
our more than 800 members.”

The BAB study will be individually
brought to the attention of national-
level grocery manufacturers, as well.
Kevin Sweeney, BAB vice president
who directed planning of the Kroger
study said: “We have already begun
making calls on national agencies and
advertisers to give them a detailed
presentation of the Kroger findings.
Ted Maxwell, a veteran radio sales-
man, has been hired to concentrate on
such contact at the national level. And
the rest of the BAB staff as well, in-
cluding Dave Kimble, Bill Ryan, an-
other N, Y. (soon to Dbe
added), and myself, will make hun-
dreds of national-level presentations
over the coming months.”

BARB hopes that other major adver-
tisers will folow Kroger’s example in
coming to BAB and ask an underwrit-
ing for an ARBI study of their own.
In this way, BAB feels it can help to
pound home the concept that using
newspapers to the exclusion of radio
means discarding a chance to sell. ***

salesman

SPONSOR ASKS

(Continued from page 50)

Following this gawmbit a little fur-
ther. why have ore than one TV or
radio station on at a time anyway?
In a market such as New York, where
there are six or seven TV stations, let’s
just give each station one hour a night.
It’d simplify everything. Just think of
the time you could save! No more
spending three or four hours an eve-
ning in front of the television screen
and then wondering where the time
went. No more excuse for not keeping
up with the current best-seller list!

In fact, you could even set up a
group to choose which program would
be aired on every night of the week.
In that way, the listener or TV viewer
would be sure to get a balanced pro-
gram diet. Doesn't it sound inviting?

No, I'm afraid I'm of that old-
school that believes in
laissez-faire for business, and Jeffer-
son’s doctrine of “The best governed
are the least governed” so far as my
politics is concerned.

fashioned

I'm the sort of guy who wants to be
able to listen to miy car radio if T'm
driving to the country late at night,
and who, if I wish, can move the TV
sel into the bathroom and watch Gar-
roway while I go through my morning
ablutions.

In other words. I want neither indus-
try codicils nor government decrees to
dictate what I must watch, listen to, or
read. That’s what you have to put up
with if you live on the other side of
the Iron Curtain.

DoucLas LEicH
President
Leigh Foods, Inc.

Any questions?

SPONSOR welcomes questions for
discussion from its readers. Sug-
gested questions will be evalu-
ated for their interest to other
readers and, if found suitable,
will be submitted to the most ap-
propriate authorities for answer-
ing. Topic in 15 June issue will
be: “Have you tested one medium
against another (newspapers vs.
radio, TV vs. magazines), and

what were the results?”

SPONSOR




‘| NOW! GOOD TV
‘| MOBILE, ALA!

\
ISIEE | WKABTY

CHANNEL 48

Beu R. Dounaldson, advertising director, i CBS - DUMONT
Ford Motor Co., is a believer in quality program- 3

ing. Through Kenyon & Eckhard:, Ford has NETWORKS
ordered the 9-11 p.m. slot on both NBC TV and
CBS TV to air Ford’s 50t Anniversary Program N
on 15 June. Program, starring Mary Martin C
and Ethel Merman, will use appropriate models

of Ford cars to show how America’s progress hus
paralleled that of the Ford Motor Co. Broad-

way’s Leland Hayward is producing the show. ;
Donaldson is a member of sponNsor’s All-
Media Evaluation Study advisory board.

Chris J. Witting., Du Mont’s managing direc-
tor, who personally negotiated a $1,347,000 contract
with Westinghouse, told sponNsorR: “I'm de-
lighted that the contract will put a series

of 19 professional football games on 65 or COPfiVOfil‘l'

more stations in cvery section of the country

weekly October 3 to December 13. All 12 teams KABBY

will perform before the Du Mont cameras as «a | says:

result of arrangements negotiated by the ! *

network with individual clubs. I'm told the deal o “20.000 television sets al-

will put pro football on a sound financial basis.”

ready in Mobile — and

. they're still coming fast!”

Puaune Joues, board chairman and president,
Duane Jones Co., Inc., made news when AISO, remember . ..
Appellate Division upheld a« N. Y. State Supreme

Court verdict awarding his company $300,000

for alleged pirating of the agency’s business

Ly former employees. Jones, who celebrates his A M
30th anniversary in the agency field this i LU

year, suid: “. . . Far beyond my personal view-
point, 1 believe that the decision is a real

B s RS the High-Daytime
Hooper Bargain!

|| CALL

W. Stephens Dietz, recently appointed v.p. and

supervisor for Lever products at Hewitt, Ogilvy, .

Benson & Mather, joins the elite circle of

men who have worked on the accounts of or for

the big three of the soap business: I’ & G,

Colgate, Lever. Dietz, a member of sroNsoRr’s

All-Media Evaluation Study advisory board, AND
started with P & G in 1938. Armed with a bucket COMPANY
(m‘d cake of soap he gave demons:trations to re- . Offices in: New York s Chicago o Atlanta
tailers, worked up to copy supervisor. At Ted : Los Angeles = San Francisco

1
Bates he was a’e on C-P-P and Standard Brands. SOUTHERN REPS :
Dora-Clayton Agency, Atlanta
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SPONSOR
SPEAKS

Stay on the beam, boys!

\chvertisers have a right to squawk
about the radio broadeasters who lose
themeelves in television. Theyv’re los-
ing more than themselves. They're los-
ing andience.

Yet if the radio broadeaster who is
thinking about getiing into TV, or is
building a TV <tation. or i~ working
99 of the thime o his on-the-air TV
operation finds it next to impossible to
think of amyhing else
hwinan, after all.

well. he's only

Jut being human doesn’t solve the
primary problem,

Radio is too important to be ig-
nored. to he shunted aside “until T find
a little time to spend on it.” At the
recent NARTB Convention in Los An.
geles TV was the thing. Hardhy any-
body talked or saw anything elze. But
when it was over. and we made a tour
of stationn managers on the way hack

Applause

home, the complaints were many. Said
one manager: “'| left after the first day
and a half. I'm a radio man—doing
I found my-
self getting TV-hypnotized at the Bih-
more. and 1 didn’t like it. So [ left
while | could still think straight.”

Some managers are suggesting that
future NARTB meetings he divided
distinctly between radio and TV, with
separate location: preferred.  That’s
worth thinking about.

On our way back, as well as at the
NARTB meeting, we were impressed
by the number of station managers
who said that their radio properties are
doing record business. We heard this
from stations in TV markets as well as
non-TV. So there’s nothing wrong
with radio volume. But there iz lots
with radio programing and
holding down on radio expenses. You
can’t liek these key broadeasting prob-
tems by remote control.

a record business in it.

wrong

Making it easy

Up in Rochester, N\. Y., where
WHEC and WVET are in the process
of building a shared-time TV station,
the two owners have decided to elimi-
nate the confusion of two sets of call
letters by identifying the station only
as Channel 10.

The idea appeals to us. And it may
be just the thing for Minneapolis and
other markets where shared-time sta-
tions are heing readied. Perhaps sing-
Iy owned channels will pick it up, too.
We like to imagine how kd Fitzgerald,
Henry Clochessy, Larry Dupont, Au-
brey Williams. Kav Chille, or Kav

This we fight for .

Exvery industry has its problems. But
in 1953 the broadeast industry  has
more than most.

For five or six vears sPONSOR has
nrged a full count of radio listening.
In our 15-point platform of things
“we fight for” point one is: “We fight
for a {nlt and accurate count of radio
listening. livery medium is entitled 1o
fatr nreasnrement. but radio’s per<onal
~et listening and out-of-home lstening
have not been properly gauged.”

The inequity of basing radio rates

88

on partial count of radio listening is
attracting comment from advertisers
and agencies, In the 18 May sroxsor
tpage 5041 k. F. Kalkhof. advertising
manager of the American Oil Com-
pany. writes: “Radio has always been
unique 1 one respect. It is the only
advertising medium that has consistent-
Iv short-changed itself on cirenlation
figures.  Pathetically litle has been
done to really measure multi-set homes,
automobile radios, and the inevitable
portable setz. The trne dimension of
this ignored cirenlation might well he
a more important factor in radio spon-

Brown might react to “Channel 10,
Rochester™ in the midst of a busy time
buying day and a maze of call letters.
Refreshing? Yes!

% % L3
Doctor of Disk Jockeys
Now comes the DDJ {Doctor of Disk

Jockeys) to join the degrees of higher
learning at the nation’s colleges.

Lddie Chase, who started working
turntables in Los Angeles 20 years ago
and is today m.c. of a top-rated disk
show on CKLW. Windsor and Detrott,
recently donned cap and gown at
Wayvne University. After a series of
appearances as a guest lecturer in the
University’s radio school the students
voted him an honorary DDJ. Then
they took his picture in academic at-
tire to solemnize the occasion.

Whether Harvard and Ohio State
will follow <uit isn't yet clear. Will
DDJ achieve a place in the arts and
science degrees of the nation’s col-
leges? Yes. that is the question.

* * *
How to get out the vote

The Adveriising Council can’t get
over the job done by the NARTB. and
by hundreds of radio and TV stations,
in getting out the vote during the Pres-
idential election. A 10-page booklet
gives the [acts: 3.090 stations joined
in; each station averaged 321 an-
nouncements and 18 programs. In 300
comnninities reporting voling increases
over 1948, a 5,000,000 cain was regis-
tered. The NARTB won the American
Heritage Foundation’s top award for
conducting the air campaign.

sorship than rate adjusiment.”

sronsoRr fully agrees with this. We
helieve that when the full dimensions
of radio are determined radio sponsor-
ship will surge. I advertisers don’t
know the facts, radio has only itself
to blame.

Radio’s expanding BAD is the logi-
cal ageucy to work on this problem.
[ ndoubtedly it already is. With the
help of the many =egments of the in-
dustry we hope it will provide a satis-
factory answer to the question of how
Lig radio really s
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