What’s
outside

WITHtown is what we call the area cov-
ed by W-I-T-H. It’s Baltimore City and
te heavily populated parts of the sur-
unding counties.

Outside WITHtown is some of the most
pautiful farm land in America. But mighty
w people. Mighty few prospective cus-
mers.

Inside  WITHtown are 375,000 radio
bmes. No other station in Baltimore
gardless of power or network affiliation—

can offer you substantially more than that,
because network affiliates overlap each other
in coverage.

At W-I-T-H's low rates, you get more
listeners-per-dollar than from any other
station in town.

We'd like you to hear the whole story
about W-I-T-H and its dominant position
in the rich market of Baltimore. Just ask
your Forjoe man.

IN BALTIMORE w 4«' 4 T—f« H M{

TOM TINSLEY, PRESIDENT—REPRESENTED BY FORJOE & COMPANY

2 NOVEMBER 1953
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RONSON DOES A COMPLETE JOB

HAVENS AND MARTIN,

To give you that immediate, convenient light,
RONSON does a complete job. Behind every light
is RONSON's thorough attention to engineering,
styling and distribution. You never miss with a
RONSON ... for RONSON puts in the palm of your

hand the sure-fire results you're always looking for.

Ever have the Richmond market in the palm of your
hand? The Havens & Martin, Inc., Stations can do
that for you. Years of pioneering and know-how
deliver results in this rich market. WMBG, WCOD
and WTVR offer you loyal listeners. Fine
entertainment and public service round out a
complete job. Join the other advertisers who have
made the First Stations of Virginia their first choice.

HWTIKR—

RICHMONWZIAZ

MAVENS & MARTIN-INC. -

.. | WMBG ~» WCOD ~ WTVFE

———stnd

the souths first tcli vision station,

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

v
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Du Mont expects
$13 million

Air programing
follows leaders

Copy claims
questioned

SPONSOR, radio,
TVond4A’'s agenda

300th member
joins the 4A’s

Peter Paul ups
100% air budget

Baloney, nut firms
sponsor returns

Brisk sales pace at Du Mont TV network has web almost into black ink.
DTN expects to hit 313 million in ad revenue '53, with 15,312 quar-
ter hours sold during 1953 vs. 1952 figure of 8,288. Billings are
up 30%; 17 new clients have signed. Flagship outlet WABD, under
SPONSOR's ex-ad director Norm Knight, expects to gross record %4 mil-
lion alone. Despite increases, Du Mont couldn't hold able Chris
Witting, who leaves 1 January to head Westinghouse stations. General
Manager Ted Bergmann will succeed him as managing director.

~SR—
Follow the leader: "FACTuary" reports there were 5 radio situation-
comedies, 6 TV last year, new totals are 11 in radio, 21 in TV. For
how SPONSOR feels about TV programing mediocrity, see page 106.

—~SR—
Much was said at recent 4A's meeting in Chicago re lack of respect
some groups, especially young people of college age, hold for adver-
tising as profession. En route home by train one SPONSOR editor
checked all 148 ads in current "Life." Result: 81 ads or 54.7% were
considered to be completely true, 24 or 16.2% were considered mis-
leading in part, 43 or 29.0% were considered questionable. Much of
same copy appears in other publications and on air.

~SR—
Resurgence of radio, TV's current status will have prominent spot on
agenda of 4A's Southeast Chapter in Atlanta 13 November. Among speak-
ers: 4A's President Fred Gamble, FC&B's Sherwood Dodge, agency presi-
dent Earle Ludgin of Chicago, C & W's Jack Cunningham, Cox
Stations' Leonard Reinsch, SPONSOR's Ray Lapica. Lapica addressed
closed management session of 4A's Central Council in Chicago 15
October on "A reporter's report on media evaluation."

-SR=
Don't be surprised if holdout N, W, Aver & Son, Philadelphia, finally
joins 4A's. Latter's 299th, 300th members were inducted at Chicago
meeting recently: Greenhaw & Rush, Memphis, Vance Pidgeon & Associ-
ates, Minneapolis. 4A's has 160 applicants; 19 being voted in.

—SR—
Peter Paul of Naugatuck, Conn., spending 31.5 million this year—its
entire ad budget—on radio (70%) and TV (30%) , will up budget for
next year. Candy firm using local news, announcements in 135 radio
markets, announcements only in 14 top TV markets. Maxon's Bob Ferry
is account executive for Peter Paul.

—~SR—
Success story: After Godfrey plugged Hebrew National Kosher Meat
Products on air, salami and baloney firm started to get national dis-
tribution. Tomorrow night (3 November) firm's sponsoring New York
mayoralty, N.J. gubernatorial election returns on New York's WABC,
WCBS, WOR (Mutual) as its first major air effort. Sponsor of elec-
tion returns on WNBC-WNBT (NBC): Chock Full O'Nuts.

b o e e e e

SPONSOR. Volume [. No 22, 2 November 1953. Published biweekls by SPONNQR Publicatlons. Ine.. st 3110 Elm Ave.. Baltimore. Md. Esxecutlve. Editorisl, Advertising. Circu-
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REPORT TO SPONSORS for 2 November 1953

Thor says TV
boosted sales

Starch discloses
1st TV figures

CBS Radio plans
new programing

First returns for
Station Selector

Socony spending
$750,000 on show

Is 159% dated?

SPONSOR

. C

.....

reet Lo, jerscy City

Dale Dance Studios,
NY

Den ty,

orug Supply Corp, NY

inclai o,

NY

Thor Corp. (washers, ironers), Chicago, reported excited about rise

in sales following entry into network TV with "Quick as a Flash" (ABC)
last April. Most of 81 million budget going into TV. Agency: Henri,
Hurst & McDonald, Chicago.

—SR—

Daniel Starch's preliminary figures on new Immediate Recall Survey
on TV commercials (telephone is used) have admen shaking their heads.
Examples: only 41% of audience can recall any single commercial within
hour after show; average for those who saw any one of 3 is 66%. ¥For
announcements between programs, figures are far below average ratings
of preceding and succeeding shows. Results point up 2 things, admen
say: (1) tremendous impact TV must have on those it does reach to
score those sensational sales records; (2) sponsors, agencies and
stations must cooperate to end vicious system of multiple spotting
(5=6 commercials in row)—death to commercial effectiveness.

—SR—

CBS Radio isn't cowering in storm cellar under pyrotechnic program
barrage from ABC and NBC in recent weeks. Look for hot new programing
developments on Adrian Murphy's circuit soon, probably for Christmas.

=SR-

Come January you'll be able to plan your air campaigns with aid of
Sponsor Services' "Station Selector," listing specialized programing
each radio, TV station throughout country offers. Healthy response to
questionnaire to date permits following preliminary analysis: 65% ra-
dio stations have farm service, 62% program hillbilly-Western music,
26% have Negro program segment, 19% cater to foreign-language group,
14% program post-midnight. Of TV stations responding, 23% have farm
service programs, 51% subscribe to newsreel, 89% get wirefoto Services

- SR—

Top spender in big fall crop of radio advertisers for single-program
series is Socony-Vacuum 0il, sponsor of NBC Symphony. 22-week radio
series will cost client $20,000 weekly for talent, production, $14,000
for time. Gross: $750,000 for series. NBC Radio absorbing part of
price of hour-long concerts to keep cost down.

-SR-

"The advertiser who bet $1 million on his media tests," scheduled for
this issue in Media Series, was_unavoidably delayed. See debate on
"Is the 15% agency commission system outmoded?" page 32 instead.

New natiounal spot radio and TV business

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Cashmere Bouquet Sherman G Marquette, | 60-70 radio stns Radio: Anncts; st 3 Nov; 3 wks

hand lotion NY 50-60 TV stns TV: Anncts; st 3 Nov; 3 wks
Dancing lessons Wm. Warren, Jackson ' 13-15 (or more) radio stns in Radio: 10-, 15-minute popular music

G Delaney, NY 9-11 (or more} mkts pgms, evening and weekend time; st
. with cold weather, until late spring

Heet anti-freeze Arthur Meyerhoff & 39 radio mkts Radio: 30-second anncts, partic, 30 to

. . Co, Chicago 80 a wk: st 2 Nov; 13 wks
Christmas gifts Ruthrauff & Ryan, NY 49 radio mkts Radio: Anncts; 2 Dec-23 Dec

. 21 TV mkts TV: Anncts; 2 Dec-23 Dec

Poy X gasoline,  Morey, Humm & 156 radio stns in 110 mkts Radio: 60-, 30-. 10-second anncts; st

Extra-Duty motor oil johnstone 24 TV stns in 20 mkts 25 Nov; 5 wks

TV: 60-second anncts; st 25 Nov: 5 wks

SPONSOR
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WILLIAM L. FOSS, |
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Now JHe —» You start at 478,490 when you start with W T R F-TV. Many of these

sets, developed by a VHF station 52 air miles away, are ess-en!iolly
SERVING

THIS BUSY

CORNER OF 15
: . - ‘But they’re A and B coverage sets to.us.
AMERICA : — .

fringe sets to them.

To you they're sales—a VHF market of 3 million buyers in (22) €ounties
w

in West Vfrginio, Ohio and Pennsylvania.

THE SKYUNE StaTioN Ask HOLLINGBERY for availabilities today.

IN THE TRI-CITIES

-

; . ‘  / BASIC NB C
CHANNEL 4 ‘ ' B . ‘ _ , INTERCONNECTED

7 WHEELING, WEST VIRGINIA

BASIC NBC STEUBENVILLE, OHIO ¢ WEIRTON, W. V4.
MARTINS FERRY, BELLAIRE, OHIO

Serving the irdustrial centers of the UPPER OHIO VALLEY!

Raalo Affiliates - WTRF AM - FM-=-A" represented by HOLLINGBERY .
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Why new clients are bunying radio

Network radio billings have jumped 12.1 between February and August of
this year. Spot radio is at record levels. A special SPONSOR status report
examines the reasons why radio is attracting so many new clients

Sugarless pop revolution

A year ago, Kirsch Beverages was selling 5,000 cases of No-Cal a week. Today
it moves about 10,000 cases per day, is sugar-free leader in New York. Radio
gets credit for helping Kirsch discover a vast unsuspected market for product

Is 157, agency commission system ontmoded?
Emil Mogul started controversy when he showed ad world how percentage-of-
sales system could also work. Here's Mogul's view with opposite side taken by
member of SPONSOR's All-Media Evaluation Board

De Jur finds radio and TV can sell cameras

Only major camera manufacturer to use air media today is expanding into five
markets next year as result of successful radio, TV tests in New York
Shounld a trade paper look at the bright side?

A recent SPONSOR article covered strong points about nighttime radio. Did
SPONSOR serve a constructive purpose? A Southern California adman says
"Nol" while a radio promotion manager says “Yes!” in a spirited debate

Do you make this mistake inranking TV markets?
Sponsors rating markets according to metropolitan area size often overlook fact
that station's signal reaches beyond bounds of U. S. Census-defined zone

What sponsors can learn from BMI clinies

Highlights of advice given at this year's BMI station sessions give admen ideas
they can apply to local-level sponsorship. Includes seven of the most frequently
asked questions along with answers by clinic speakers

Why Baltimore's biggest bakery uses radioand TV

Most bakeries using the air tend to buy kid shows. But the E. H. Koester
Bakery in Baltimore finds that radio and TV saturation announcements do a
top job for bread sales. It puts 807t of budget in air media

 COMING

Why sowme clients don't use air media

Part 13 of SPONSOR’s All-Media Evaluation series examines reasons why some
advertisers don't use radio, TV, lists some examples

tutomobiles on the air: a round-up

The current doings of auto firms on radio and TV, what they spend, how they
use the air, what results they get, will comprise this SPONSOR industry report
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Things have changed

n ARKANSAS, too!

leve us, any resemblanee between the colorful
rkansas of lerend. and today’s Arkansas, 1s en-
relv coineidental! In the last decade alone,
ae State has made almost unbelievable progress.
fectire Buying Income per family is 19517

cater than ten years ago!*

wre's a big new Arkansas radio station, too
1,000-watt KTIIS in Little Rock, CBS, and the
tate's only Class 1-B Clear Chaunel station.
THS gives hiterference-free dayvtime coverage
more than 31% million people, meluding
ractically all of Arkansas. Primary dayvtime
verage exceeds one milhon people, more than
10,000 of whom do not reeeive primary davtime

rvice from any other radio station!

ur Branham man will be glad to eiwve vou all

e faets,

sales Management figures

0,000 Watts . . . CBS Radio

Represented by The Branham Co.

Under Same Management As KWKH, Shreveport

Henry Clay, Executive Vice President
B. G. Robertson, General Manager

' B

BROADCASTING FROM

LITTLE ROCK, ARKANSAS
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LET'S GET
THE FACTS
STRAIGHT!

What station outpulled
cvery other station on the
Pacific Coast in a recent
booklct offer?

KLX

When the final tally was in,
what station had a 179, lead
over its nearest competitor and
a 419, lead over the third place

station?

Oakland, California
Look at This . . ..

A 10 cent booklet was offered
by Anne Truax on her “Adven-
tures in Homemaking” pro-
gram over KLX. The same of-
fer was made on 7 other sta-
tions on the Pacific Coast.

Final Results . . ..

KLX outpulled these sta-
tions by the following per-
centages.

Station A—179%

B—41%
7 C—47%
7 D—=52%
Y E—72%
? F—78%
13 G—90%

Of the first 5 place stations
KLX is the only mdependent.

Of the first 5 place stations
KLX is one of two with less
than 50,000 watts.

For details contact

KLX

5000 WATTS

The Tribune Station — Oakland. California
or the
National Rapresentative
BURNS-SMITH CO.
New York Chicago

Irving Berk, president of Irving Berk Co.,
New York, found that Dodger baseball game adja-
cencies on W OR-TV increased Cyma Watch sales
considerably in the New York area within six months.
“Radio further expanded distribution throughout
the country,” he added, “because we introduced

a trade slant in the 30-second announcements by
referring to Cyma ads in national magazines. Both
air media do most for retailers when integrated
into a comprehensive advertising program—a
type of inter-nedia cross-plugging system.”

Mary Kay Cain, media director, McCann-
Erickson, Los Angeles, placed 200 Class A and B
film announcements on five Los Angeles stations
within 30 days for the Lemon Product Advisory
Board. “We concentrated on September,” she ex-
plains, “because it's the hottest month in this area,
therefore an ideal time for lemonade.” Sales for all
Cclifornia frozen lemonade concentrate, which sells
under various brand names, rose substantially over
1952 in the metropolitan Los Angeles area. The
announcements showed how easily lemonade
could be made from the concentrate.

George Felsher. Henry Bach Associates, New
York, sticks to sports adjacencies for his Buddy
Lee account. “Since both Buddy Lee stores carry
a reasonably-priced line of men’s clothing, with
stress on style,” George explains, “we’ve foand that
adjacencies near programing aimed at young,
sports-conscious men is most effectire”” A
serven-year adrvertiser on WMGM, New York, Buddy
Lee’s ad budget has gradually converted to more
and more radio—today the stores spend 70% of
budget on radio, 30t on newspapers, direct mail.

Lydiao Hatton, Foote. Cone & Belding, Los
Angeles. savs a timebuver could use an engineering
degree to eraluate new TV stations. “At least, that’s
how I felt when I bought 35 T1" stations in 22
marlkets for Trend Detergent recently,” Lydia says.
This first major T1" buy for Purex Corp.s cleanser
covers all the U, S. except the Eastern Seaboard
north of South Carolina. It runs four weeks,
starting this month, arerages four announcements
per station each week. Lydia is now buying

15 radio markets for Purex Liquid Bleach.

-,

SPONSOR
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R ap1o apverTIsiING on WHAM
has given Bardahl Oil its biggest im-
petus for added distribution in this
Western New York market. More and
more new customers and outlets have
been added each month by WHAM
as Bardahl’s only mass advertising
medium.
Bardahl has had distribution in this
area for two years. Since they began

using a 15 minute segment three days

SELL FOR YOU

SALES PUSH
STARTS WITH

a week on “Clockwise” a year ago, sales
have shown a steady increase. August
hit a new peak with sales in excess of
any previous month.

User acceptance has been built up so
fast in a year the distributor is now
matching each advertising dollar of the
manufacturer with his personal dollar
by buying extra WHAM spots and
sponsoring sports events of national

interest.

e Write, Wire or
Phone WHAM or
Hollingbery for
Availabilities.

R “r-— L

The STROMBERG (ARlSON Stahon, Rochester, N.Y. Basic NBC - 50,000 watts ° cleur channel * 1180 kc

GEORGE P. HOLLINGBERY COMPANY, National Represemanve

2 NOVEMBER 1953 7
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|_Source: Pulse, April-Sept., 1953-52

Mopfh after month, year after
| f,
year, here are the plain facts

of New York radio:

WCB.‘S Radio audiences are the

TargestinNew York, morning,

affer"noon’ ahd night. . This year
WCBS Rad:o aud:ences are
e

40.3% largeq thn cm;y other
cadi:‘) station’s. (L

‘They are also The fasfest-

gro;ving-—IB '2%-—bigg:er than

!
lasfyeanand way ahead of

—_————— =

the most, active competition.

- ._l g -l g e

The lznore people you sellto,

the more you sell. It hgures
ghaf your bes;f adverﬂlsmg buy

is the one with the Iargest

s

audlences In New York, that's

plcnnly. X WCBS Rad|o

T New York - CBS Owned
. |Represented by CBS Radio Spot Sales




ONE

ALWAYS
STANDS

by Bob Foreman

Onc of the biggest handicaps connected with television
advertising, especially of the network variety, is the inflexi-
bility of the medium This inﬂcxi])ilily extends into more
phases than price alone—though price is, of course, the most
highly publicized facet of the handicap.

With magazines an advertiser can buy in and out almost
at will, peaking up his frequency or his size of ad-unit during
more important seasons. With newspapers the same is possi-
ble—and on very little notice. In addition, both of these
media permit logos, addresses, and so on.

But to get into television programing it is often necessary
(more often than not if you are thinking about a high caliber
program during one of the better time spots) to sign firm
for 39 or even 52 weeks, many weeks in advance. This can
so strap an advertiser in many ways (one of which is budget)
that it frightens off dozens of potential TV-spenders.

I mention these problems because it’s quite gratifymng to
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-
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In San Diego’s bill.ion dollar ‘ discover a new trend—to find that network brass is concerned l
market, KSDO is best in to the extent of actually doing something about them.
show . . . head and shoulders For example Pat Weaver of NBC. Pat subscribes to the |

above the rest. Judges: | very encouraging opinion that it is up to the television indus-
try to provide ways and means for low-budget advertisers to

Hooper and Nielsen.
‘ get into the medium.
Naturally, KSDO is first in But Pat has done far more than merely subscribe to a point
San Diego. .. first in of view. He has already provided advertisers with big-time
listeners, first in value, first f TV’s most flexible program — namely the 7:00-9:00 a.m.
Today strip which features Dave Garroway, a chimp, and a

in mail-pull.
number of other people and mechanical devices in an interest-
May we show you how to ing as well as effective pattern.
make your product Weaver's Today permits the small advertiser to reach 48
stand out in San Diego? television markets for about $4,000-—at Christmas, let’s say,

on a one-shot hasis. Or he can buy a summer showing if
Or he can introduce his new model

that’s his busy season.
/ for one week only. Or he can buy 52-week continuity and

peak up during special drives with as many more segments
as often or as spasmodically as his sales pattern and budget
permit. Aud he ean get local dcaler cut-ins at economical cost!

This all can be achieved, mind vou, not on a dog program

KSDO

1130 KC 5000 WATTS

Representatives untried and unproven but on Today (a chimp program)—

Fred Stubbins — Los Angeles proven in its succese from an audience, cost-per-1,000, sales
?:;:"EM;EGO"";;‘:‘" (;?"NF;:“;L‘[‘: or any other standpoint that you may wish to put against it.

g ' A program that is heavily invested in by many advertisers of

(Please turn to page 60)
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Atlanta’s WSB=TV
... truly a great AREA station

The audience impact of the recent world series afforded an unusual opportunity
to measure station preferences in the great area served by WSB-TV. Selected

' for the measurement was a city which provided a rest test—DMuacon, Georgia,
75 miles airline from the 1062-ft. WSB-TV tower.

There are two television stations in Macon, one of which was carrving the
World Series, as was WSB-TV. The American Rescarch Bureau did the measure-
ment. Here ts what they found i Macon:

Sept. 30 — 1:00 to 3:00 P. M. Oct. 3 — 1:00 to 3:00 P. M.
Sets in use 48.0% Sets in use 58.7%

WSB-TV . . . . . . 269 WwWSsB-Tv . . . . . . 379
Station B (Macon) . . . 14.5 Station B (Macon) . . . 13.4
Station C(Macon) . . . 5.4 Station € (Macon) . . . 6.3
Station D (Atlanta). . . 1.2 Station D (Atlanta). . . 1.1

These findings have real
significance for the
agency or advertiser
who is concerned with
the cost of television. To
get the most for your
television dollar, look
for the 3 ingredients:

. High tower
. Maximum power
. Low channel
—on WSB-TV
you get all three.

The Eyes of the South

Affiliated with the
Atlanta Jowrnal and Constitution

Represented by Petry

2 NOVEMBER 1953
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YOU or® FIRST
CHOOSE
CANADA'S
FIRST
STATION..

i Populalion up 11.4%
Retail Sales up 369% |
CFCF local sa|e53 ook '%
eal'S CH;F R hs UP o |
Y u?w less than!5%

Grsed on lotes? SH frgures.

I +he U.S., see Weed & O,
In Canada,All-Canada.

12

Joseph Roberts

Advertising Manager
Jacques Kreisler Co., North Bergen, N. J.

M. Spomsor

Joe Roberts’ two young sons take a very personal interest in tele-
vision advertising.

It all started last year, when Joe brought his nine-year-old son to
New York for a bit part on TV. His mother and younger brother
watched his TV debut in their Ho-Ho-Kus, N. J., home.

The show: Tales of Tomorrow, ABC TV, Fridays 9:30-10:00 p.m.
The sponsor: Jacques Kreisler Co., makers of watchbands and men’s
jewelry. The boy’s career decision: He wants to be an ad manager.

One Sunday evening last summer. Joe joined his sons at home to
watch Rocky King, Detective on Du Mout. The boys liked the show.
Joe liked it. Foote, Cone & Belding, Kreisler's agency, liked it.

The agency worked up an elaborate presentation and Joe got ready
to sell Toby Stern, president of the firm, on sponsoring this pro-
grani. Joe never got to finish his pitch. Toby Stern had been regu-
larly watching Rocky King for over a year.

This year for the first time in Kreisler’s 40-year history. 1007 of
Kreisler’s consumer advertising budget is going into radio and TV:
Tales of Tomorrow, through 20 June; MBS’ Multi-Message Plan
through the summer: Rocky King, Detective. Du Mont. Sundays
9:00-9:30 p.m. since this past September.

“We've found that TV produces an almost immediate sales boost
for the item shown on the screen,” Joe explains. “whereas. in the
jewelry field. radio is excellent for promoting a particular product
theme.”

Unlike Speidel. Kreisler’s major competitor (see “Why Speidel
spends 1007 of its budget on TV,” spoxsor. 5 October 1953, page
281, the Kreisler Co. feels radio is effective for a watch band. The
firm’s big summer radio eflort was keved to a seasonal copy ap-
proach and institutional advertising. The Kreisler line was extolled
as being “tropic-tested.” that is. corrosion-proof.

“We sold quality rather than style on radio,” Joe told spoxsog.
“Since listeners were conscious of the problem of sweating through
a watchbaud. our ‘tropic-tested” theme struck a responsive chord.”

Right now. Joe is planning air strategy for the Christmas season—
the big business season for the watchband and jewelry business.
Incidentally. this Christmas marks Joe's eighth anniversary with
Jacques Kreisler Co. * k *
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THAT'S WHAT YOU NOW GET WITH
OUR TERRIFIC NEW POWER ON

—

270,000 additional TV sets now reached by WIBK-TV's
greater power, higher tower! That's the terrific coverage
bonus you get with our new 100,000 watts ERP . . . our
new 1,057 foot tower. And this 270,000 set additional
coverage (which costs you not one penny extra) is the
equivalent of a whole extra city, with more sets than
in the average TV market throughout the country .X.

You buy at our present card rate, based on 1,000,000
set coverage. You get 1,270,000 set coverage! There's
further proof that Channel 2 is the spot for you . . . that
WIBK-TV, Michigan's most powerful station, is your
most powerful sales tool in Michigan's richest market.

7 ) | Represefed
* Nationally by
SDetroit

THE KATZ AGENCY

TOP CBS and DUMONT TELEVISION PROGRAMS

STORER BROADCASTING COMPANY o

2 NOVEMBER 1953

National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-76%90
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Sell 1705

Cities and Towns

With KMA!

If you think the word “Mid-
west” means Omaha and  Des
Moines 1,703

more

then vou have
uesses coming.

For the millions of rich-from-
the-soil midwesterners in KMA-
Land live in 1,705 cities and
towns and on tens of thousands
of farms. And they prefer the
KMA type of rural program-

ming.

MISSOURI

———

They’re America’s top-spend-
ing farm market! In 1950 these
KMA-Landers spent $2,819,-,
660,000 for goods and services

-a figure surpassed only by a
handful of metropolitan markets!

Here s THE big farm mar-
ket . . . served by the 5,000
powerful watts of KNA—-The
Aidwest’s TOP Farm Station.
IF YOU sell products or services
in the rural and small town mid-
west, then YOU BELONG ON
KMA!

SHENANDCAH, IOWA

Represented by

EDWARD PETRY & CO., INC.

1§ you
ﬂa*ed SPen
first at nic
of the poPY

|ation is rural.

Under Management of .

MAY BROADCASTING CO

Shenandoah. lowa®™

{
|
1

-1

|

| running those features.
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WASTE OF TIME?

I think “Anonymous,” authoress of
“Pity the gal timebuyer” [7 Septem-
ber 1953 spoNsor, page 37], is wast-
ing her time as a timebuyer.

I suggest you tip her off that she be-
longs in the copy department.

Frank KNiGHT
Radio-TV Director
Richard A. Foley Adv.
Philadelphia 2

MR. SPONSOR

A couple of years ago . . . you may
recall we had an exchange of corre-
spondence with reference to a special
feature in your publication called “Mr.
Sponsor.”

I should like to know if you are still
... We have

a client who spends over a million

| dollars annually on radio and TV and

the president of the corporation is a
very colorful figure and should make
good copv. If you still have the space
available and are interested, I will be
glad to give you more information on
the subject.

BiLL MINCHER

Rhoades & Davis

Los Angeles

®  SPONSOR welcomes sugzzestions on  candi-
dates for its *Mr. Sponsor” department.

FOOTBALL ROUND-UP

. .. The article dealing with the cov-
erage of football during the coming
season was read with a great deal of
interest by our Sportsvision group
[“Football on the air—1953,” 7 Sep-
tember 1953 sPONSOR, page 40]. How-
ever. with no small amount of dis-
appointiment. we noted that only a tiny
portion of it was devoted to the foot-
ball entertainment millions of Ameri-
cans will be getting this fall from de-
layved telecasting of the nation’s top
games.

Because Sportsvision, Inc., is the top
producer of sports films for television,
and because Sportsvision this fourth

consecutive season is getting the great-
est coverage of the nation’s grid clashes
ever attempted, we know that filined
shows of current grid games in many
areas have a greater viewing audience
than do live telecasts or broadcasts. .
This fall, Sportsvision will filim five

or more PCC football games every
weekend, five or more Big 10 games
every weekend, the top game played in
the Big Seven Conference, plus the top
game being played in the nation. With
its mobile camera crews prowling the
country, games in the South and East
will also be filmed. . .

CarL MaRrcus

Sportsvision, Inc.

Hollywood 38

ADVERTISING COUNCIL

spoNsoR’s ““Applause” editorial on
the council’s eleventh annual report is
a wonderful one [“Tribute to free en-
terprise,” 21 September 1953 SPONSOR,
page 120].

For your information, we are plan-
ning to bring this to the attention of
our board of directors when it meets
later this month.

MaxweLL Fox
The Advertising Council, Inc.
New York

TV DICTIONARY/HANDBOOK
You will find attached my check for

renewal of your good magazine, which
is certainly thoroughly read around
this outfit.

May I ask if it is still possible to
secure two copies of the booklet you
were distributing defining terms used
in television?

We have several customers who are
in dire need of such a glossary,

RoBerT F. Brair
Productions on Film, Inc.
Cleveland

*TY dictionary/handbook™ s
Price is 82 a copy.

® SPONSOR's
still available.

Pitt is offering two classes in tele-
vision this fall for the first time. I am
handling both courses, one a survey
of the TV field in general, and the
other, an Educational TV Workshop.
Recalling the good use to which I put
my subscription to SPONSOR while 4
graduate student at Syracuse Univer-
sity, I am wondering whether another
sPONSOR publication might fit into our
work at Pitt.

SPONSOR
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In the top two or three there’s an ad ageucy

Known as Hennningforth, Jerkin & Smoe . .. - - - -

Who fonght staff complacence
r by demanding obeisance

To the maxim that’d earned
them their dongh.

So at suuset each day all faced Omaha way

And salaamed to old Jerkin’s clear call—

s s hd ‘
'herever you go you’ll hear radio . . . \

But in Omaha KOWH TOPS *EM ALL!”

— ~re- ‘ =

AVERAGE
HOOPER

KOWH
35.7 %

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE;

® Largest total audience of any
Omaha station, 8 A.M. 10 6
P.M. Monday thru Saturday!
(Hooper, Oct., 1931, thru
August, 1953)

® Largest share of audience, of
any independent station in
America! (August, 1933.)

""""""

——

= —_ S E=e el S T e == e e — Y .{
Generol Monoger, Todd Storz: Represented Nationolly By The BOLLING coO.



what diel you say 2

Long Island’s
amazing
" Nassau County

ranks

24th

nationally in
RETAIL SALES...
$838,171,000

(Sales Management)

*
WHLI 1 larger

daytime audience in the

big booming major
LONG ISLAND
MARKET
than any network or
combination of inde-

pendents . . . (Conlan)

WHLI

[
HEMPSYEAD

ot of
VLONG ISLAND. N. Y. MM{MJ

PAUL GODOFSKY. Pres.

16

AM 100
FM 983

I am speaking of sroxsor’s “TV
Dictionary /Handbook.” 1 have no text
available for the survey course and
need such booklets and other aids to
help fill that void. Since both courses
are but one semester and since neither
devotes itself to TV advertising except
for brief mention in the survey course
... I do not feel that 1 would want to
request the students to subscrihe to
SPONSOR . . . 1t would not be appro-
priate to the courses of study. BUT,
the dictionary definitely would Dbe . . .
from AAAA to Zoomar.

Could you quote me quantity rates
for this hooklet?

1 am sure in the approximate two
vears of its existence spPONSOR’s “TV
Dictionary/Handhook™ has heen well
received along with the other valuahle
research data in every issue of the
magazine. | am especially interested
in this work and your magazine seems
to be in a class of its own in that field
as well as many others, I'm sure!).

WARREN Dana
University of Pittsburgh
Pittsburgh

® A limited supply of “TV Dictionary/Hand-
books™ i4 available with a subscription to SPON-
SOR only. Stadent rate is &% a year.

CANADIAN SECTION

Many thanks for this year’s Canadi-
an issue of sPONSOR [10 August 1953].
I enjoved reading it very much and
have forwarded it to interested parties
in the company.

H. E. WaiTing

Manager of Media & Statistics

Procter & Gamble Co. of Canada,
Lid.

Toronto, Ont.

[t was a pleasure to make a contri-
bution to the Canadian section of
SPONSOR. As a co-host for the recent
British  Columbia  Association  of
Broadcasters” summer convention. . .
[ would sav this issue was a marked
SUCCess. . . .

Kex Hurciiesox
Managing Director
CIAl, Port Alberni, B. C.

“FREE" TIME

I have just read vour item on page
2 of the October 5 issue of spoxsor
entitled “Brown Shoe gets ‘free” AM
time” [“Report to sponsors™]

We are one of the stations airing
the program under the new policy. The
Brown Shoe dealer in our town is pay-
mg very little more for the program
now than before. We are getting our
full rate for a good program. The deal-
er is getting the program over the sta-
tion which he uses regularly and which
dominates his trade area.

It is my understanding the program
was previously heard over a national
network. Qur dealer realized no im-
pact then. Now he’s happy. Who's
crving?

WENDELL ELLIOTT
Manager

KGNO

Dodge City, Kan.

NEGRO SECTION

Congratulations to you for the ex-
cellent job you did again this year on
your Negro issue, August 24th.

To avoid a misunderstanding about
WSOK. which may have resulted from
a statement in the Negro section. we’d
like to state that WSOK is an ALL-
NEGRO programed station. In the
Negro section SPONSOR said . . . * sta-
tion with a sizable Negro-appeal pro-
gram schedule. . . .7 [t’s sizahle al-
right, just 1007, that’s all!

NORMAN STEWART
Commercial Manager

WSOK, Nashville

MEDIA ARTICLE

I would appreciate it very much if
vou would send me a copy of the Oc-
tober 5 issue of SPONSOR.

Mr. Boh Button. my Columbia Uni-
versity instructor in NBC Sales, has
assigned students to report on the Duf-
fy article in this issue [“How BBDO
evaluates media.”” 5 October 1953
SPONSOR, page 25].

Rox Hust
379 Cambridge St.
Bridgeport 6

BASICS SECTIONS
Thanks for “Radio Basics™ and “TV

Basice.” This is the sort of thing that
keeps radio on its toes—the type of
ammunition that we can use. SPONSOR
is doing an outstanding job for the
industry.
RoBerT R. FEaGIN
General Manager

WPDQ, lacksonuille

SPONSOR




and Is the Nation's ‘
greatest regional network |

rves more people
" more often than any other
| tising medium

DON LEE broadcasting system




1312 NORTH VINE STREET
HEOLLY NOOD 28, CALIFORNIA

Represented Nationally by
JOHN BLAIR & COMPANY
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New and renew

New on Televi

SPONSOR
Amcrican Chicle, NY
Benrus Watch, NY

Benson & Hedges, NY

Borden Co. NY

Consolidated Royal Chem-
ical Corp. Chi

Dow Chemical, Midland.
Mich

Dow Chemical, Midland,
Mich
Dow Chemical, Midland,

Mich
Englander Co, Chi

Fedders-Quigan Corp,
Buffalo, NY
Ceneral Mills, Mpls
Jay Broiler Co, NY
J-B Watch Bands

Kellogg Co, Battle Creck,
Mich

Kiwi Shoc Polish, Phila

Kraft Foods Co, Chi

Longincs-Wittnauer, NY
Longincs-Wittnauer, NY
Magic Chef Inc, St Louis

Philip Morris & Co, Ltd,

NY

Purex Corp, South Cate,
Cal

Remington-Rand, NY

R. J. Reynolds, Winston-
Salem, NC
Scaly, Inc, Chi

Tetley Tea Co, NY
Whitchall Pharmacal, NY

sioun Vetworks

AGENCY STATIONS PROGRAM, time, start, duration
D-F-S, NY ABC TV 65 The Name's the Same; alt T 10:30-11 pm; 1 Dec
24 wks
Ceccil & Presbrey, NY Du Mont 2 Meet Your Congress: Sun 4.30-5 pm; 11 Oct; 13
wks
Benton & Bowles, NY Du Mont 13 Pantomime Quiz: T B:30-9 pm; 20 Oct: 52 wks
DCSS. NY NBC TV S0 Kate Smith Hour: T 3.30-45 pm; 13 Oct; 39 wks
D-F-S, NY NBC TV Arthur Murray Dance Party; M 7:30-45 pm; 12
Oct: 52 wks
MacManus, John & NBC TV 49 Your Show of Shows & All-Star Revue; alt Sat
Adams, Dctr 10-min scg betw 10-10:30 pm: 19 Dec thru S
June ‘54
MacManus, John & NBC TV 50 Kate Smith Hour; T 3:45-4 pm seg; 17 Nov. thru
Adams, Dctr 1S June 'S4
MacManus, john & NBC Tv 49 Today: M-F 7-9 am; 3 partic wkly; 16 Nov; 52
Adams, Dcte wks
Leo Burnett, Chi CBS Tv 41 Bob Crosby Show: F 3:30-45 pm seg: 25 Dec; 52
wks
BBDO. Buffalo NBC TV 49 Today; M-F 7-9 am; 110 6-min segs 1 Dcc thru
Aug 'S4
Knox-Receves, Mpls CBS TV 41 Bob Crosby; F 3:45-4 pm scg: B Jan 'S4: 52 wks
Zachary & Liss, NY Du Mont 6 Roto-Magician; M, Th 4-4:15 pm; 12 Oct-23 Nov
Lewin, Williams & Saylor, ABC TV 36 Back That Fact; alt Th 9-9:30 pm; 12 Nov; 52
NY wks
Leo Burnctt, Chi CBS TV 47 Arthur Codfrey; M-Th 10-10:15 am alt days; 26
Oct; 52 wks
Aycr, Phila NBC TV 49 Today; M-F 7-9 am: 16 scgs; start 9 Nov
J. Walter Thompson, NY ABC TV 140 Kraft TV Theatre; Th 9:30-10:30 pm: 15 Oct;
52 wks
Victor Bennctt, NY CBS TV 75 Thanksgiving Festival; Th 5-6 pm; 26 Nov only
Victor Bennett, NY CBS TV 75 Christmas Festival; F 5-6 pm; 25 Dcc only
Krupnick & Assoc, St NBC TV 49 Today; M-F 7-9 am; 12 partic; start 22 Mar 'S4
Louis
Biow Co, NY CBS TV 59 Philip Morris Playhouse; Th 10-10:30 pm; 1 Oct;
52 wks
FCGB, LA NBC TV 50 Kate Smith Hour; half of Th 3:15-30 pm scg;
starlf 29 Oct (new ‘‘divided segment plan'')
YGR, NY CBS TV 45 What's My Linc; alt Sun 10:30-11 pm; 4 Oct; 26
wks
William Esty, NY Du Mont 9 | Man Against Crime; Sun 10:30-11 pm; 11 Oct;
NBC TV 40 52 wks
Olian & Bronner, Chi ABC TV 4B Comecback Story; alt F 9:30-10 pm; 2 Oct; 13
telecasts
Geyer, Adv, NY NBC Tv 32 Today: M-F 7-9 am; 26 partic; 2 Oct; 26 wks
Biow, NY ABC TV 20 John Daly & the News; M-F 7:15-30 pm; 12 Oct;

52 wks (sponsors half of program)

Rencwed on Television Netwworks

SPONSOR
American Maize-Prods,
NY
Carnation Co, LA
B. F. Coodrich, Akron
Coodyear Tire & Rubber,
Akron, O
GCulf 0il Corp, Pittsb
Lever Bros, NY
Lever Bros, NY
Jules Montenijer, Chi

Philip Morris & Co, Ltd,
NY
Philco Corp, Phila

AGENCY STATIONS PROGRAM, time, start, duration
Kenyon & Eckhardt, NY NBC Tv 32 Today: M-F 7-9 am; 1B partic; 27 Oct; 9 wks
Erwin, Wasey, LA CBS TV BB Burns & Allen; alt M 8-8:30 pm; 5 Oct; 52 wks
BBDO, NY CBS TV B2 Burns & Allen; alt M 8-8:30 pm; 12 Oct; 52 wks
YGR, NY NBC TV 58 GCoodyear TV Playhouse; ait Sun 9-10 pm; 11 Oct;

52 wks
YOR, NY NBC TV 64 Life of Riley: F B:30-9 pm; 2 Oct; 52 wks
J. Walter Thompson, NY CBS Tv B3 Lux Video Theatre; Th 9-9:30 pm; 1 Oct: 52 wks
McCann-Erickson, NY CBS Tv 81 Big Town Th 9:30-10 pm: 1 Oct: 52 wks
Earle Ludgin, Chi CBS TV 45 tht‘s My Line; alt Sun 10:30-11 pm; 11 Oct;
26 wks
Biow, NY CBS TV 106 | Love Lucy; M 9-9:30 pm; S Oct; 52 wks
NBC TV 81

Hutchins, Phila Philco TV Playhouse; alt Sun 9-10 pm; 18 Oct;

52 wks

(For New Natlonal $pot Radlo and TV Business, see ‘‘Report to Sponsors,’’ page 2.)

Advertising Agency Persounel Changes

NAME
Richard E. Ash

Frank Barton
Everett F. Braden

FORMER AFFILIATION

NEW AFFILIATION
Cetschall & Richard, NY, partner

Stephen Goerl Assoc, NY, acct exec & memb plans
bd

Lennen & Newell, NY, mgr radio-TV dept
FCGB, NY, mdsg dir

Same, vp
Same, vp

(Continued next page)

In next issue: New and Renewed on Radio Networks, Na-

tional Broadcast Sales Executires, Newe Agency Appointments

NOVEMBER

Numbers after names
refer to New and Re-
new category

Alden H. Kenyon (3)
E. F. Braden (3)
George Finley (3)
Otis Winegar (3)
Vincent J. Galbo (3)
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Dounglas Vanson (3)
James [).' Fvrans (3)
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Uirh(m/_ Ames (1)
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James J. Booth 1)
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Advertising Agency Personnel Changes

NAME

Marvin Corwin
Jack B. Crecamer
Hal Davis
Robert Diserens
William Drager
Tris Dunn

Burton Durkee
fames D. Evans
Richard Eyman
Ceorge Finley
Dolph Franklin

S. ). Frolick
Patricia Gabany
Vincent ). Galbo
George V. Genzmer
Richard E. Goebel
James S. Hoime
Charles L. Hutchins
Jean Jaffe

Alden H. Kenyon
Fred Kilian
Douglas Manson
Kennett R. McMath
Bill Munsell

Tony Pan

Elaine Schachne
Jack Van Nostrand
Ray Wagner

Elwyn R. Walshe
Beatrice Kimm West

Paul Wickman

Otis Winegar
Russ Zeininger

FORMER AFFILIATION

Benton & Bowles, NY, acct supvr

Radio-TV veteran

DCSS, NY, timebuyer

Ted Bates, NY, acct execc

Morey, Humm G Johnstone, NY, dir of research

Northam Warren Corp, Stamford, Conn, gen adv
mgr

Wm. H. Weintraub, Detr, mgr

Diamond Match Co, NY, adv mgr

McCann-Erickson, NY, timebuyer

Young & Rubicam, NY, acct exec

Franklin & Gladney, NY, head

Fletcher D. Richards. NY, supvr. TV-Radio commlis

NBC, NY, prog prom dept

Kelly, Nason, NY, vp

Erwin, Wasey, LA, mdsg dir

Own agency, S.F.

US Nat'i Bank of Denver, pub reis officer
Erwin, Wasey Co. LA, creative stf

). Walter Thompson, NY, timebuyer

Geyer Adv, NY, vp, chmn of exec comm
YGR, Chi, radio-TV exec

Bentorn & Bowles, NY, dir trade copy dept
Ayer, Phila, plans exec

W. D. Lyon Co, Cedar Rapids, la, acct exec

William Esty, NY, TV prodn

Cunningham & Walsh, NY, timebuyer
SSCB, NY, radio-TV exec

YGR, Hywd, chg comml opers

NBC, NY, assoc dir

Compton Adv, LA, media stf

Cenl Conference of 7th Day Adventists, Wash,
DC, radio-TV dir & exec secy

Ted Bates, NY, creative stf

McNeill & McCleery, Hywd, hd media dept

Sponsor Personnel Changes

NAME
Michael Ames
James . Booth
Mark Cox
Arthur A, Currie

John Fellmann
Don Hamilton

Virgil C. Rice
John Suor
L. R. Walker

FORMER AFFILIATION

Emerson Radio & Phono Corp, NY, mgr public rels
Rhoades & Davis, LA, acct supvr Star-Kist Tuna
Wilson Sporting Coods Co, Chi, dir adv & pub rel

Sylvania Elec Prods, NY, asst gen sls mgr radio-
TV div )

Deepfreeze Appliances, Chi, mgr field sis

Dolcin Corp, NY, sis mgr

Bendix Home Appliances, South Bend, Ind. dir mfg

Sylvania Elec Prods, NY, supvr of contract sls

Avco Corp, southern regl sls mgr

(continuned)

NEW AFFILIATION

Same, vp

Geare-Marston, Phila, dir radio-TV dept
Erwin, Wasey. NY, timebuyer

Benton & Bowles, NY, acct exec, Best Food
Atlen & Reynolds, Omaha, dir of research
Benton & Bowles, NY, acct exec, Best Food

Maxon, Detr, acct exec, Packard

Sherman & Marquette, NY, acct exec

Lennen & Newell, NY, timebuyer

Sherman & Marquette, NY, acct exec

Monroc Greenthal, NY, exec "

Same, dir TV-radio commls dept (new dept

N. W. Ayer, NY, radio-TV publicity dept

Weiss & Geller, NY, exec vp

Same, hd new sils prom dept

Caples Co, Phoenix, acct supvr

Arthur G. Rippey, Denver, acct exec

Same, London office, hd new radio-TV dept

Lennen & Newell, NY, timebuyer

Biow, NY, vp, memb of key exec group

Lennen & Newell, NY, prog devel exec ]

Same, vp !

Cordon Best, Chi, acct exec i

Bruce B. Brewer, Mpls, acct exec, Nutrena
Food ]

Lennen & Newell, NY, vp & dir comml| prodn
radio-TV

Emil Mogul, NY, timebuyer

SSCGB, Hywd, chg West Coast activities

Same, dir radio-TV opera

Sherman & Marquette, NY, prodr-dir

Henry Gerstenkorn Adv, LA, media dir & pt
supvr

Western Adv, LA, vp cng radio, TV, film proi

FCGB, NY, vp & copy chief
Same, acct supvr

NEW AFFILIATION

Same, dir public rels

C. F. Sauer Co, Richmond, gen sis mgr

Wilson & Co, Chi (meat packers), dir adv, p
vrel & sls prom

Same, sls mgr radio-TV div

Same, mgr appliance sls

Same, vp chg sis

Ronson Co, Newark, NJ, vp chg mfg
Same, sls mgr chg contract & special sls
Deepfreeze Appliances, Chi, mgr field sls

Station Changes (reps, network affiliation, power increases)

CHCH-TV, Hamilton,

Young TV, NY

KAUM, Guam, new AM station scheduled to start oper 1
Dec '53 natl rep, Adam Young

KGEM, Boise, ldaho, ABC affil, now also Intermountain Net
atfil; natl rep, Avery-Knodel

KGEZ, Kalispell, Montana, new MBS and Intermountain Net
atfil; natl rep, Avery-Knodel

KMPC, LA, new natl rep. AM Radio Sales

offices)

Numbers after names
refer to New and Re-
new category

(3
!

{ 1\

Rice )

Ontario,

Can, new natl rep, Adam

KVEN, Ventura-Oxnard, Cal, new Don Lee Bdcstg affil

KWIN, Ashland-Medford, Ore, new Don Lee Bdcstg affil

WANN,

(LA, Chi, NY

Baltimore,

new natl rep, Pearson; southern re

Dora -Clayton
WBBF, Rochester; NY, formerly WARC, affil; now MBS aff
new gen mgr, Thomas L. Brown: new natl rep, Donald Cook
WBEN, Buffalo, NY,
Radio affil I
WBEN-TV, Buffalo, NY, now primary basic affil CBS TV m

formerly NBC Radio affil, now CE

SPONSOR




BunHo

and Get lowa’s Metropolitan Areas..

2lus the Remainder of lowa!

" TAKE GENERAL MERCHANDISE SALES, FOR INSTANCE!

6.3% CEDAR RAPIDS
13.7% TRI-CITIES+ -
16.9% DES MOINES
5.4% DUBUQUE+ -
8.4% SIOUX CITY -
57% WATERLOO - + - -
44.8% REMAINDER OF STATE

Figures add to more than 1009,

e Sk end oo iner THE "REMAINDER OF I0WA” ACCOUNTS FOR THESE SALES:

is included in Tri-Cities. (Which You MISS Unless You Cover the Entire State)
65.4%, Food Stores

S.A.M. DAYTIME 61.69%, Eating and Drinking Places

STATION AUDIENCE AREA 44.89, General Merchandise Stores

55.69%, Apparel Stores

60.79% Home Furnishings Stores

65.1% Automotive Dealers

73.29, Filling Stations

79.69, Building Material Groups

60.49, Drugstores

Source: 1952-'53 Consumer Markets

S.D MINNESOTA

BUY ALL of IOWA =
Pins “lowa Plus”—with

D-.‘ Moines . . . 5°'°°° 'w.m_

FREE & PETERS, INC.. National Representatives Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
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Funny about radio: the lighter it get

the more weight it carnres.

For no other advertising medium turn:
up m so many different shapes and
sizes, to reach out to o many different
customers. And no other’s on such
intimate terms that it goes wherever
the customer goes—from home

to car to pocketbook, right wp tu the

point of sule.

All because of one thing: wherever they
go, whatever they're doing, Americans

like to listen to radio.

What else explains the 110 million new
sets people have bought in the last
eight years. And the 14 million more

they're buymg this year.

What else explains the demand for a set
so light 1t ean ride along with the
shoppming hst...The customer enthusiasm
that’s got the set-maker turning out
more than a thousand a day. .. And

the public’s eagerness for lighter and
even smaller sets that transistors

promise for tomorrow.

Today—by adding « naw outlct crary
3 seconds—rudio is growing faster than

any other advertising medivm.

Radios now fit any pocket. .. Rudio

always has.

CBS RADIO NETWORK

L where Ameriea listens most
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New developments on SPONSOR stories

| ) See: “Fee TV: ix it a threat to advertis-
929

ers? |
HDS Issue: 19 May 1952, p. 40 |
TP FCC may rule on subscription tele- I

o 0 S“h"e"t' vision in 1954

After the FCC has completed its color hearings and made its
decision. pay-as-you-see television will probably get on the agenda:

It’s been predicted the fate of fee TV will be decided some time
during 1954—or alout 23 years afier the idea was first proposed.

Subscription television’s fight for acceptance is being aided today
by the newly acquired support of six UHF stations. This past sum-
mer four UHFers jointly petitioned the FCC to rule in favor of fee
television. This fall, two other UHF grantees added petitions.

The joint petition backs up fee TV's key argument: that subscrip-
tion television will help alleviate economic problems facing some
existing and prospective UHF stations in VHF areas.

Under the present system of TV sponsorship, 400 stations can be
supported profitably, subscription television supporters contend.
Fee TV used in conjunction with commercial sponsorship, they say,
would make possible the existence of some 1,000 stations.

Subscription television is based on the transmission of scrambled
pictures over regular TV channel:. You pay to get a clear picture.

Here’s what FCC ruling favoring fee TV would mean to sponsors:

In the first place, subscription TV would provide a steady source

SALINAS CALIF of revenue to those stations signing up for the plan. This additional
4 : revenue would. of course, be more significant to small stations than

5000 WATTS large ones, might help keep many of these smaller stations alive.

The advertiser who doesn’t include the small stations in his regular

Saturate California’s spot and network campaigns might want to sign them up for satura-
Newest Metropolitan Area tion drives (to introduce a new product, for example). With fee
with the TV the small stations could stay in business, be available to adver-

tisers when needed.

' There’s an equally strong chance, however. that fee TV might
CI-OVER I-EAF ‘ harm advertisers by cutting them out of mass-appeal programs. On

the national level, subscription TV people might be able to pay more

| for the rights to a sporting event. for instance, than any national
STATION ' sponsor. On the local level. a station might be guaranteed a mini-
mum if it put a fight on sub-cription TV. Prospective local spon-

at holf the cost of sors, unable to meet this figure. would lose out.

The crusade for subscription television is being spearheaded by:

using separate stations. . - e . A
Zenith Radio Corp.: Phonevision. According to Millard Faught,

HERE'S THE STORY ... LEAF BY LEAF economic advisor to Zenith on Phonevision. the company now has
, six variations on the original plan which utilized phone wires.
SALINAS $58 Million Retail Sales Iuternational Telemeter Corp.: Telemeter. Unscrambling device is
MONTEREY $35 Million Retail Sales activated when specified number of coins is inserted in coinbox.
SANTA CRUZ $42 Million Retail Sales Skiatron Electric & Television Corp.: Subscriber-1"ision. This iu-
WATSONVILLE $27 Million Retail Sales volves a translucent kev card punched with different codes.

Put them all together for.
ONE STATION COVERAGE
of these four cities and the rest of
this Half-Billion Dollar Market

KU

SALINAS 7 o

CALIFORNIA E;ecs Orfj four UHFers who jointly petitioned FCC: R. Brent, v.p., WIP; W. Baltin,
ome News Pub. Co.; B. Gimbel Jr., pres., WIP; H. Boyd, gen. mgr., Home News;
REPRESENTED BY WEED & CO. W. Lund, co-owner, Stamford-Norwalk TV Corp.; R. Davis, pres., WELI-TV
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5 DAYS A WEEK NORTHERN CALIFORNIA
WONDERS -

PR,
LVARIETY

SANDY SPILLMAN SHOW

With Shirley Splllman, organist

Eloise Rowan
Producer: Sam Ewling
Director: Bob Davy
30 Mine., Tues.. Thurs, Fri. (15

Milins., Mon.,, Wed.)
Participating
KPIX, San Franclsco

Music, prlzes and maglc salted
with quiz quickles make midday
diallng fun for thls stanza aimed
at a femme audience.

Sandy Splilman pumps maglcal
life into what might be just an-
other quizzer by reading the minds
of contestants and plying slcight
of hand tricks for audience amuse-
ment. His yack is smooth flowing,
tricks are clever, and his cheerful
personality and sincerity wring In-
teresting comments from guests.

Contestants, Introduced by em-
cee's petite wife Shirley, guess
tune titics played by organist Eloise
Rowan, answer true or false quer-
ies, and identify film clips. If cor-
rect answers are given to three
questions, contestant wins chance
to name the article in Spillman’s
magic top hat.

When time allows, emcee walks
his mike into the studio audience
and chats with visitors, teases
them with tricks and asks a “"ques-
tion of the day.”

Cameras are deft in kceping
pace with emcee’s magic working
hands. Commercials are ear-easy
and sincere. Tone.

from Variety, September 2, 1953

New and refreshingly different, the
Sandy Spillman show is already tops
in Northern California TV productions.
And we'll let you in on something.
Spillman’s got something in his hat
beside a happy prize; he has a selling
genie all his own who can do a
wonderful job for you. Ask your
Katz man about participations in

The Sandy Spillman Showon..... .

Affiliated with CBS and DuMont Television Networks...represented by the Katz Agency

2 NOVEMBER 1953
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Good pickin’s for Turkey Raisers

VRS
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Only one state tops Paul Bunyan
Land in production of turkeys, Our farms
will send almost 5 million birds to market
soon! In money, that's gbout 25 million
dollars.

75% of these turkey tycoons listen to
\\\7._‘__" \\‘ WCCO mgre fhinvsgycgtpsr «rq'dkio
\ X )8! station and watc - in like
\:':‘,/ Tk proportion. Turkey growers are well-to-
do peopie and can be reached by

WCCO-—the One-Station Buy in Paul

Bunyan Land.

MINNEAPOLIS # ST. PAUL

TELEVISION— 100,000 Watts—Ch: 4
{Free cnd Peters}

. RADIO—50,000 Watts—830 K«(s
“‘\_\ {Radio Spot Sales)
. "Clear Channel.

T
™

SPONSOR
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Why new clients are buying radio

Growing appreciation for advertising value of radio has helped push net-

/

work sales level over 129, sinee Febrnary. is boosting spot (o new peak

by Charles Sinelair

B3/ Lat's behind the revitalization of
radio? What has caused network ra-
din, for instance. to jump its billings
12.1C between February and August
with no immediate signs of slacken-
ing? Why is spot radio =till jam.
packed in the mornings and davtime
anel starting to fill up again at night?
Ax far a< the radio medium itself
zoe<, there have been few changes.

place quietly anrong leading ad agen-
cies and top advertizers. It's a change
in attitude toward radio.

The top marketing executive of a
Madizon Avenue ad ageney spoke for
many of his fellow admen when he
summarized the general situation:

“Last vear. when 1 started to dis-
cuss radio at a planning session. every-
body gave me a look as theugh [ was

several of our clients had a sort of
‘mental bloek™ against anything except
nighttime TV network and
morning spot radio.

*“Now. the continuing high coxts of
TV and the continuing strength of ra-
dio  plus the fact that radio sclling
and radio programing are improving

are causing them to stop and listen
when [ suggest radio.”

Jiows

The biggest change has been taking  nuts. A lot of our account men and Admen concerned with individual

— e e e e en G e S— — —— — — — — — — —— — — o— o— — — — — — S—

Prymourss To spur lagging auto sales, firm has 0.K.'ed co-op spot radio

i D 8 LT U (Y 1 S B

— — — —— —— — — — — — — — —  —  —  G— — — — — — — — —— — — — — O— — —

Extra impact in non-TV and TV markets is geat of ABG “Playhouse”

T

NATIONAL VAN LINES :
JTT

e e — e e — — — — S St — — S Gt G S e o e Gt e e o e — e —

Kew client hopes te promote moving company’s brand name on MBS

Spot radio is used to keep brand among leaders in top markets

Coffee

AP T el L B

2 NOVEMBER 1953 27



Public Relations

radio after five-year lapse.

accounts echo this reaction. Stated a
radio-TV executive of the Hutchins
Agency. ad counsel for Philco Corp.:

“Philco ncver lost sight of radio
for a moment, cven though the biggest
thing in Philco’s air lineup for the past
few -eaxons has been the Playhouse on
NBC TV. We have had a portion of
Breakfast Club and a newscast series
with Edwin C. Hill on ABC Radio.

“Recently, our client added a new
Wednesday night radio ~how—Philco
Radio Plavhouse—on some 300 ABC
Radio stations. There were several
good reasons for this.

“For one thing rescarch ha< shown
that radio set salecs are continuing at a
record level. even in the biggest TV
market~. For another. radio still has

re TV whken it mes t
I L. =, market. And
fin ( ytwise the<e davs is an

|
§tutus report

28

This week Socony-Vacuwm returns to network
Air wvehiele:

22 concerts of NBC Symphony under famed
macstro Toscanini. Objcet: create goodwill

Hard Sell

attractive advertising opportunity.

“The show will be strictly ‘sell” for
Philco. We'll sell Philco TV sets, ra-
dios, appliances. The program will
feature the ‘glamor  approach, using
TV casts and adaptations of TV plavs
we've used on NBC TV. In short,
we'll be using radio to glamorize TV,
just as the radio Lux Theatre glam-
orizes movies.

“Dealer reaction to the show has
been excellent—in hoth TV and non-
TV markets—and dealers are putting a
lot of promotional pressure behind it.
We're sure the program will do a top
job for us—even at night. and even in
TV areas,” the Hutchins Ageney exec-
utive concluded.

Not all of the enlarged crop of radio
sponsors this fall feel, as Philco ap-
parently does. that the road to success
in radio today is via a fairly fancy
program serics. Some sponsors—Iike
B. F. Goodrich, which recently bought
a participation scries in NBC Radio’s
Weelend package and thu: returned
to network radio after a lapse of sev-

Although Phileo has heavy stake in video
programing. the receiver firm has added a
nighttime radio version on ABC of its
““Phileo Playhouse’’ to sell radio, TV sets

eral years—are buying with caution,
looking for low-priced availabilities.
But other radio buys—Ilike General
Electric’s new second show, Meet Mr.
McNutley, on CBS Radio, or General
Motors, stepped-up (from 179 to 332)
station list for Your Land and Mine
on ABC Radio—are shows in the top
brackets of production cost designed
to bhe top audience attractions.

At the local level, the high degree of
advertiser interest is due to a simple
fact: Radio gets results.

A typical case of how a small spot
advertiser became excited over radio’s
ability to sell is that of a real estate
firm known as Plantation Estates,
which sells Florida acreage to North-
erners with a ven lo retire in an at-
mosphere of palm trees and sunshine.

Plantation. via the Percy Brower
agency. used to sell its $690-and-up
land plots through a weekly series of
$100 newspaper ads, often pulling
leads for its salesmen at the rate of 85
apicce. WOR. New York. on the prowl
for new radio business, talked them

SPONSOR
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g ncw crop of radio sponsors is Npool
2 Co., makers of line of scwing necds.
thas bought thrice-iccekly participations

BS-represented “HPL™

i

into spending an amount equivalent to
a newspaper ad on a participation in
veteran John B. Gambling’s morning
radio show.

The WOR announcement pulled -132
leads—at something like 25¢ per lead.
And, the conversion rate was, accord-
ing to the agency. “as good as that of
newspaper leads.”

Result: Plantation has been spend-
ing nearly all of its ad monev—now
amounting to over $1.000 weekly—in
radio.

Said Percy Brower.
Plantation’s agency:

“In all my vears in the real estate
business, 1 have never zeen a medium
pull such fantastic returns as radio.
nor have I ever before seen such a
low cost-per-lead.

“During the season. our cost-per-
lead from John B. Gambling was from
o0¢ to a dollar. On the other hand.
we consider that New York newspapers
are doing a good job if their cost-per-
lead is 85 to $10. Also our salesmen
tell us that it is far easier to convert a

president of

2 NOVEMBER 1953

spot radio programs
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Steady Growth

Plantation Estates (left:
myr.; right . ', Brower.

on WOR, N. Y.

radio lead than a newspaper lead.”

The WOR show. incidentally, is cred-
ited by the firm wtih having doubled
Plantation Estate< sales between 1952
and 1953.

As result of thi< increased advertiser
interest in radio—which starts at the
top clients and works down to the
small advertisers —the ranks of radio
<ponzors for fall 1933 have increased
noticeably.

Last week, the -ales v.p. of a top
radio network =miled at a SPONSOR
editor and gestured proudly toward
the big Monday-through-sunday chart
on his office walk

“Get a load of that lineup.” he zaid.
“Some of it iz brand-new business.
uever before on radio. Some of it
comes from clients who pulled out of
radio to get into TV—and are now
putting radio back on the list. The rest
of it comes from radio clients who are
increazing their station lists or the
number of shows thev sponsor. It
makes vou wonder—"What took them
so long?" ™

. Engd,
ageneyman) has
increased spot budgct tenfold in a ycar
Radio doubled rcalty sales

sales

Indeed, the lineup of radio clients
in both network and spot this fall looks
more like a solid advertising wall and
less like a picket fence than it has in
several -easons,

In some wavs, the media pendulum
i swinging slowlv.

There are fewer adverti<ers in net-
work radio today than there were a
vear ago. According to FACTuary.
there are 131 sponsors with 171 net-
work radio shows on the air this
month, vs. 139 spon-or< with 196
shows in the same month last vear.
Station reps sav that husiness is “ex-
cellent™ in spot radio, but only a few
have actually added new clients to their
rosters,

But the swing is faster when vou
look at sales levels. Radio’s advertis-
ers are spending more monev.

Publizhers Information Bureau gross
figures for network radio ex pe!ldl.lure-
show an average gain of 0.9°7 for the
four major radio webs for the Janu-
arv-August. 1953 period (a total of

({ Please turn to page 86}
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Over 530 non-fattening brands have sprung

up in past two years. More are coming. Air

media are a big factor in gunick growth

"/ hen William Howard Taft was
President. stout men and plump ladies
ate their baked alaska and crepes su-
zette without a guilty glance at calorie
tables.

Today America is afraid of fat.

Is been estimated that 50 to 60
nillion Americans think theyv are over-
weight. And out of the national drive
toward svelte figure lines a new prod-

t i~ starting its climb toward mass

ales  sugarless pop.

The first of the sugarless pops to at-
tract attention in more than one mar-
ket was Kirsch Beverages’ No-Cal
which was launclied via radio.

On an average day this vear house-
wives in a few Middle Atlantic states,
principally in the Greater New York
area, will go out and buv about 10,000

30

cases of No-Cal.

A vear ago they might have bought
1.000 cases in a day. Two vears ago
they didn’t buy any.

How did radio stimulate this sales
spurt?

No-Cal did it with daytime participa-
tions on a small budget. Tt sought to
reach women and limited its advertis-
ing initially to radio until the product
had taken hold. Then television and
newspapers were added. Agency is
Grey Advertising.

I’s probable that the No-Cal pat-
tern will be followed by other bottlers
around the nation. Dozens of plants,
it's believed, are planning to enter the
sugarless soft-drink field. Most of the
companies are small aund sell locally or
regionally. The success of No-Cal in

(A,

(1 e

getting ofl the ground quickly through
radio will get close study from the
small brands as they ponder the prob-
lem of how to introduce a new concept
in soft-drink selling.

The newest of the sugarless soft
drinks, for example, is planning to con-
centrate its fire in radio. The new
drink is a concentrate to which the con-
sumer adds water. It's called Cal-Lac
and will be introduced in two medium-
sized markets. The Presto Beverage
Corp.. Brooklyn. makes Cal-Lac; agen-
cv 1s Wexton Co., New York.

There are over 50 sugarless soft
drinks in all being marketed. First
place in sales thus far is claimed by
the Cott Beverage Corp., whose execu-
tives told spoxsor Cott outsells all
other brands on a national basis. No-
Cal is conceded second place by Cott
and undisputed first place in the New
York market. Soda pop people, in gen-
eral, went along with this estimate.

Cott, with main offices in New Ha-
ven, is spending over $500.000 for ad-
vertising, with an estimated 25% going
to TV. Cout and the Cott Bottling Co.

SPONSOR
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have bought a variety of TV aud ra-
dio shows ranging from Amos 'n’
Andy iu 15 markets to radio and TV
participations.  Ageney is Dowd. Red-
field & Johnstone, New York and John
C. Dowd, Boston.

No-Cal's budget has climbed from
the thousands to an extimated §1 mil-
lion next yvear which will be divided
among television, radio, newspapers
and point-of-sale.

Another big contender will be Can-
ada Dry, which has a sugar-free soda
called Glamor on grocers” shelves in
New York. Glanior went on the mar-
ket last July. but due to a trucker's
strike distribution was delayed until
last month. Glamor is using an intro-
ductory offer technique. telling shop-
pers via print ads that if they will send
in two bottle caps their purchase price
will be refunded. Plans have not vet
been made to include commercials for
Glamor in Canada Dry’s spot-placed
film show. Terry and the Pirates. which
is in 46 markets.

White Rock and Cliquot Club are the
only other majors among pop bottlers
with sugar-free brands now on the
market. Dad’s Root Beer. however,
told sPONSOR it was considering intro-
duction of a sugar-free drink. This
would make Dad’s the only single-
flavor firm to enter the sugar-free field,
the company said.

White Rock and Cliquot Club are
both longtime air media users, will
probably take to the air with their
sugar-frees. White Rock is selling its
new brand in Los Angeles first.

While other majors have not moved
into sugar-free production, all are
watching developments carefully. Pep-
si-Cola’s introduction of diet-emphasiz-
ing copy, for example, coincided with
the initial spurt in sales of No-Cal and

What is sugarliess pop?

I'* +

y LA

Non-fattening sodas
contain no calories or just a fawe. Chemical with swect
taste but no caloric contcnt substitutes for sugar,
Chemical s erpense puts priec of sugarless pops abore

Cott. Coca-Cola said it had no plans
to change its copy theme to ('mphasi/.e
diet and it is not planning a sugar-free
brand.

lu the beer business, several brands
have been stresstug “less filling,” and
“less sugar” themes, Piel's Beer spot
teles ision annonncements that
a quart of Piel’s contains only a speck
of sugar.

Outside beverage fickl, other
advertisers have  become  concerned
over the spurt in dietetics advertising,
American Sugar Refining Co. for its
Pure Domino Sugar is running an ad
with the headline, “Which is less fat-
tening?” The ad says that three tea-
spoons of sugar contain fewer calories
than half a grapefruit. A Bacardi rum
ad now appearing states that a Bacardi

e e e e e e
round-up
AT T

cocktail has fewer calories than two
slices of pineapple.

Connnented an ad man who would
like to see his agency land one of the
sugar-free soft drinks: “The whole
theme of girth-consciousness is revolu-
tionary. We're seeing a turnabout in
the soda business. Once they sold pop
as an energy food. Now it’s something
you can eat and not grow fat on.
Many lines will be affected. And from
a position somewhere in the middle
radio and television should be able to
cash in. They should be able to sell the
sugar-frees on radio and TV as the
means of introducing the concept.
And, on the other hand, maybe the
need to combat the sugar-frees will
give radio and TV their opportunity to
get in the door at the major sugar
companies.”

shos

the

The big sugar-free stress in the New
York market beean about two vears
ago when llyman aud Morris Kirsch,
who Kirsch Ine.,
Brooklyn, took a bottle of a new drink
up to Al Liberman, Kirsch’s acconnt

v Advertising Ageney
New York., llere soft  drink,
they said, that both diabetics and those
on no-salt dicts could drink.

A short tine later No-Cal was in-
troduced on a modest ~cale 1n New
York. I was sold mostly in dietary
<tores, It hadn’t been on the market
long when the Mesers. Kirseh noticed
a funny thing: More cases of No-Cal
were sold than there were people on
special diets.

Kirsch checked with Liberman. and
Liberman checked with the Metropoli-
tan Life Insurance Co. The in-urance
company  produced tables  which
showed that one out of two
adults thinks he is overweight.

A few days later Liberinan was walk-
ing down the street with Morris
Kirsch. “Every other person vou sce
on this sidewalk,” Liberman remarked
to Kirsch, “is a potential customer.”

“That’s fine.” Kirsch said, “but how
are we going to tell them about No-
Cal?”

liberman had the answer to that
one. ‘“Radio.” he replied.

So radio it was that introduced No-
Cal to New York's mnass market.

In March 1952 when No-Cal came
out, production was less than 5,000
cases a week. T[his vear’s production
will top 2.5 million cases. And No-Cal,
priced at two 16-ounce bottles for 29¢,
is considerably more expensive than
conventional soft drinks.

After radio had established No-Cal,
newspapers and television were added

(Please turn to page 935)

own Beyerages,

executive at Grey
was

esery

ordinary soda costs. s plus, some of sugar-frees stress
convenicitee of no-deposit bottles. Below, Hyman and
Morris Kirsch of Kirsch Beverages. Brooklyn,
whore No-Cal was born as beverage for drabetics mainly
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Iy the 5 agency commision
system outmoded ?

Emil Mogul cites 4 reasons why, including rising TV

costs. Member of SPONSOR’s All-Media Advisory Board disacrees
o

SPONSOR’s media story in the last issue (see “llow Emil
Mogul tests media weekly for Rayco,” sroxNsor, 19 Octo-
Ler 1953) has aroused a controversy over the 15% agency
commission system.

Instead of 157 the Emil Mogul Co. gets a percentage of
sales from the Paterson, N. [., car seat-cover maker.

SPONSOR takes no sides on this controversial issue except
to point out that the commission system was “born” a long
time ago and although it has been criticized often, most
agencies are strongly for it.

In this article Emil Mogul gives his side of the 15%
controversy and a member of sroxsor’s All-Media Ad-

Emil Mogul submits reasouns why he feels

1539, is archaic, prefers percentage of sales

Way back in the early horse and buggy era when ad-
vertising agents were space salesmen, the 15% commis-
sion systent was undoubtedly a very practical basis of
compensation. The “agents” were working for media. It
was logical that they be paid by media. The ambitious
salesman who lielped a customer write an ad was still
employed by the publication. What creative talent and

(Continued opposite page at left)

visory Board—uho feels strongly that any tampering with
the 15% would undermnine the agency structure—gives the
opposite view. He prefers to remain anonymous.

SPONSOR estimates that the Emil Mogul Co. gets about
1% of Rayco’s total retail sales, which means the agency
should gross $150,000 from the Rayco account this year if
sales hit the expected $15 million mark. On a straight
commission basis, with 1953 ad expenditures at $800,000,
the agency would gross only $120.000. Sales next year are
expected to total $22 million, which would give the agency
an income of about $220,000 as compared with $187,500
based on anticipated ad expenditures of $1,250,000.

SPONSOR All-Media Board mewmber

defends 1539% as vital te agency structure

Mr. Mogul is on very safe ground when he suggests
that agencies would all like to earn more money.

On that same platform, he could attract bankers, law-
yers, elevator operators, trade magazine editors—and me.

And everybody else.

Mr. Mogul says agencies can’t make out under the 15%
commission system. He wants a new system. Others would

{Continued opposite page at right)

EMIL MOGUL, A/E NORT WYNER STUDY WEEKLY RAYCO MEDIA TESTS (INSET) WHICH MOGUL SAYS 15% COULDN'T COVER
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Herve arve 1 basice reasons for and against 139, agency system

Mogud says 139, ontmoded becawse:

157 system ds dllagical, impractical,
old-fashioncd and candacive lo hos.
It disconrages agency ineenlive,

dgeney shonld be pard by firw which
engages 1, os tn other ficlds, not by
media for achich il no longer acorks.

Modern ayency does more than wrile
ads, cven helps elient planning. Why
should ad budgel govern s servied?

Ageney wmarkap’ of 15 has slaycd
the samne, but costs. ineluding TV, kecp
affeel  service,

= W N | -

ristng.  This has 1o

Pro by Ewil Mogul (contd.)

“advertising experience” he had were assets that helped
him make sales and keep customers. but his primary inter-
est—and his livelihood—was in selling space.

But as the agents became advertising agencies, as cus-
tomers became clients and the agency’s job changed from
selling space to selling merchandise, the commission sys-
teri became less and less logical. Why has it been allowed
to continue as a sacrosanct tradition all this time. while all
of today's modern agency practices have been evolving?

The only defense we have heard from the system’s most
ardent supporters 1z that it still works. (We know where
we can get a horse and buggy that “still works.”") It works
well for us and many of our own clients. with whom we
have the happiest of relationships. but that has no bearing
on our conviction that the svstem iz outmoded.

We believe we have developed a new basis for agency
compensation that works far better—for our clients, for
ourselves and for media: a percentage-of-sales svstem that
makes the agency’s income dependent on what it accom-
plishes for a client, not what it buvs for him.

Our criticism of the 157 syvstem is not simply that it is
illogical or old-fashioned or conducive to bias or that it
discourages incentive. We believe that it is impractical
and stridently out of tune with modern husiness practices
and the modern concept of advertising agency service.

When a company emplovs engineers. lawvers. account-
ants, architects or any of scores of specialists and outside
service organizations. the company pays them. Why should
the advertising agency be paid by someone else? Why
should the agency Dbe paid on the basis of advertising ex-
penditures any miore than engineers are paid according to
the cost of the machines they install or purchasing agents
are paid commissions on the materials they buv? Whi. in

(*Pro* side coutinuned ou page 98)
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SPONSOR adriser says o because:

Agoney trying Lo inercasc oun profil
wnder porecntage-of-soles plan waght
harme clieat by too voceh ad spending.

dgenewes also hclp nedio when they
write ads, fill awhile Media
fecl 1his is payng.

spaec,

serviee  worth

serviee
lo percontage-of-sales.,
when sales drop, now produoet debads!?

What hoppens

1576 was never intended (o corer any-

3 I Vs no dmprovement to lu

thing bul prcparing ads. Whal's wrong

wilh charging fees for colra sorvices?

i

Con by Advisory Boavd member (contd.)

probably settle for just a different commission rate.

However. neither idea is exactly new—or startling.

But before looking at anything else, Mr. Mogul's spe-
cific points deserve an answer.

1. The 15°%. Mr. Mogul says. cannot pay for all the
services expected of an agency today. UHe's right. The
conmmniission system was never intended to cover more than
those functions directly necessary to prepare advertising
to place in commissionable space or time. Basically, that
means creative services. What's wrong with charging fees
for the rest?

Many agency services are onlyv indirectly neces-ary.
You can write ads without doing research ar merchandis-
ing or designing packages.

But in most good agency-elient relationships. such serv-
ices are offered. and in many cases they are covered by
specific agreements.

In research. for example. it is not unusual for agency
and client to agree on three areas of responsibilities:

a. The agency's.

b. The client’s.

c. Areas of joint concern.

In areas 1 and 2. whoever is responsible pav= the billx.

In area 3. payment is discussed in advance. [suallv the
bills are shared.

2. Media, Mr. Mogul savs. should not pav agencies
when actually they work for the client.

Yes. they do work for the client. But in the course of
such work, they do things—like prepare magazine ads
which help magazines fill white space. The magazines con-
sider this enongh of a service to be willing to payv a com-
mission. I'm sure clients like this. And courts say it's legal.

("Cott” side coutinuned ou page 100)
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TV WEATHER SHOW PROVIDES NATURAL TIE-IN WITH PICTURE TAKING, GIVES CHANCE FOR DEMONSTRATION OF EQUIPMENT

e Jur discovers
tidio and television
an sell cameras

Next year firm is expanding to six

markets on basis of test campaign in N. Y. C.

34

by Joan B. Marks

A sk anyone in the business—thev’ll
all tell you the same thing: You just
can’t sell a camera on the air.

Cameras and print media advertising
have been virtually synonymous ever
since daguerreotype days, except for a
few attempts over radio and television,
none considered effective.

Reason? Cameras are fairly expen-
sive ilems, purchased infrequently and
only after careful thought and plan-
ning. Because of the infrequency of
purchase there’s no accurate way to
gauge air media results after a few
weeks’ time. And many admen have
the impression radio and TV aren't
suited for selling anything but low:
cost, mass-sold items.

In the past a few camera manufac-
turers have tried air media. Almost
all chose the same types of shows: the
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camera clinic or the giveaway show.
They all failed -or so photo trade peo-
ple will tell you.

Today the De Jur-Amsco Corp. of
Long Island City, N, Y. which special-
zes i1 movie cameras, is breaking all
industry prevedents by proving radio
and TV can be good camera salesmen.
De Jur is now the only major camera
manufacturer using the air media.
15 so well satisfied with its New York
radio and TV test efforts that it’s plan-
ning to expand throughout the coun-
try with morning radio and evening
television.

In refutation of the theory that the
only paying air venture for a cam-
era firm is a camera show, neither

s

case history.
i

one of De Jur's two air vehicles
are built around the products them-
selves. The TV program is a five-
minute shot over WCBS-TV entitled
Rain or Shine, a simple weather show.
De Jur bought Saturdays (6:00-6:05
p-m.). The radio test vehicle is the
Tex and Jinx Show over WNBC, 8:30-
8:45 a.m. De Jur has Friday morn-
ings. The two shows will eat up about
15 of De Jur's 1953 advertising
budget of $200.000.

Although the television show is only
six months old and the radio program
has been selling camera equipment for

LY

only two months, Bernard Deitelnman,
general sales manager, told srozsor
1953 <ales have been running 20-25°7
ahead of 1952,
significant <hare of the evedit. The va-
dio program ha< been on too short a
time for its effect to be conelusive,

He zives television a

"We hase our conclosions about the
power of television ou reports front onr
dealers and progran nail.,” Deitchiman
says, “Dealers tell nsa good many of
their custowmers are coming in and
a<king for the camera or the projector
or the exposure meter that they saw
ou television. And Carol Reed. star of
Rain or Shine, has been getting more
and more mail from viewers.”

De Jur's air advertising is based on
this principle: I's better business to
create new customers for your products
than to sell the old established busi-
uess  patrons  additional  equipment
{which is what you're doing when you
buy space in a magazine for camera
fans).

Camera firmns traditionally spend a
large portion of their budgets in pho-
tography magazines (De Jur is allo-
cating about 3577 of its budget to
magazines). This strategy brings the
manufacturer’s message to a special-
ized type of consumer, the camera fan.
The man who purchases a photography
magazine is plainly a shutter-bug, will
obviously be interested in purchasing
new types of equipment for his camera.
new models of cameras and projectors.

But just as obviously. the firms

My

Why De Jur went into radio and television

iy

K. Camera firms traditvonally spond most of budgets in
photography, consunmicr magazines to reach specralized econ-

L

L)

canmcra, needs new cquipment.
market is saturatcd? De Jur wanted to tap new field.

3. Firm deeided young homemakers awere best potential,

sumer: the camera fan. They sell to “*sold™ market.

2. Obviously man who buys photography magazine has a

But what heppcns when this

i

1]

best aeay to convinee them to buy camcras was o insist on -
simplicity of operating the equipment.

4. De Jur bought New York City personalitics on morning
radio, weather show on crening TV to reach young mothers,
It plans to follow same pattern tn other markcts soon.

e
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NEW SLANT: Firm's new mass market ap-
proach is summed up by Sales Mgr. Deitch-
man (top), Ad Mgr. Bassuk: "The woman
who works & vacuum cen work a camers”

which concentrate on selling the “sold”
market are heading for a stalemate.
What happens when all the camera
fans have all the equipment they can

use?

Just as the photography magazine is
the favorite print mediun for most
camera firms, the quiz shows has top
priority as an air advertising vehicle.
Camera manufacturers like to get
“free” plugs by giving away their
products.  De Jur doesn’t go along
with this tvpe of advertising hecause.
in the words of Bernard Deitchman,
“You have to give away at least a
million dollars” worth of goods to make
a dent in the listener’s memory !”

De Jur's new slant on advertising is
summed up this way by its ad man-
ager. Edward Bassuk:

“Today the modern housewife is
definitch appliance-conseious. We con-
tend that if she knows how to operate
a vacuum cleaner she can operate a
camera.

“We believe the largest potential
camera market iz among voung par-
ent= of voung children. And we're try-
ing to encourage the housewife to take
pictures in the home. all during the
day. The most natural pictures are
those of events that oecur in the daily
routine. not posed shots during the
weekends.”

{ Please turn to page 78)
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A recent SPONSOR article covered strong points about nighttime radio.
Did SPONSOR serve a constructive purpose? The ad manager of alarge ..
California firm said NO in a critique you'll find below. Te get a
different point of view, SPONSOR turned to Sales Promotion Manager
Sherril Taylor, of CBS Radio Spot Sales, who had himself recently

completed work on a nighttime radio study.

iohttime radio: should a {

says a Southern California adman

In commenting on the August 10, 1953, sPoNSOR article,
“12 fallacies about nighttime radio,” there are some broad
“bugs” in it that come to light immediately. Obviously,
the article is written to attempt to prove radio is not dead
nor dying—possibly an unnecessary effort because few
can dispute the fact that radio still has large audiences and
sales of new radio sets are holding up well. However, this
article like others of its kind makes, I believe, an error in
assuming this is solely because of the merit of the media
—actually, only a glance at our country’s rapidly growing
population figures would serve to show that population
increase alone would tend to slow any decline in radio.

Here are my general comments:

1. It is obvious that the writer is using statistics to
“prove a point” rather than to provide unbiased views.

2. The statements he sets out to refute are so extreme
it is easy to provide an opposite reply.

3. Apparently he has used whatever statistics look most
favorable without reference to their comparability since
in some cases he has used Nielsen Reports and in others
he has used Pulse, Forest Whan and Videotown. Wide
differences are found from month to month in these sur-
veys as indicated by the Telepulse and Teleque ratings on
the attached graph of average radio and TV sets in use
in Los Angeles.

4. In practically all instances he has cited facts that re-
flect favorably on the point he is trying to imake without
reference to other information which may show a differ-
ent situation.

5. Also these articles pick high points where it serves a
purpose to best advantage rather than using an average of
radio ratings.

More specifically:

In each of the “fallacies” the author has chosen a par-
ticular survey study, specific narket, single network fig-
ures, or ca<e history to attempt to prove his point. Junip-
ing from Nielsen in one case to Pulse in another, from

36

network areas in one case to a single city in another,
makes the whole article suspect in that its bases may not
be broad or stable enough to warrant the emphatic conclu-
sions reached—some diligent research (using other lim-
ited bases) could probably prove exactly the opposite in
each case.

We can best explain our views by analyzing the “12
fallacies about nighttime radio” shown on page 30 and 31.

1. “As TV grows, nighttime radio always drops.”

The writer shows an increase of homes reached by night-
time “Top 10” programs of 8.7%. He has picked out a
favorable month for comparison. It happens that the
month of May 1953, compared with May 1952, shows a
drop of 5%, just the reverse of the point made by referring
to April.

Of course it, doesn’t always drop. But, when 47,850,000
people are looking at / Love Lucy (February ARB) they
can’t be listening to radio, too. Selection of the “Top 10”
as a base is a little naive. The average advertiser knows
this pedestal is a hopeless dream for his show and can’t
hope to expect comparable performance for his show.

2. “No big clients are buying nighttime radio.”

Of course, this is not true because of the all-inclusive-
ness of the “no.” Many big clients are still buying night-
time radio. As a matter of fact, there are still many mar-
kets that are not reached by television, and “big adver-
tisers” are using radio in these areas. Many of them are
also using radio in TV markets where they want to get
complete saturation of the market.

Yes, big clients are buying nighttime radio—it isn’t
dead. But they are buying television, too (including Ches-
terfield and General Foods mentioned in the article). I
suspect—although it would take some research to prove—
that the 12.5% increase in nighttime spot sales mentioned
might be coming from sponsors who previously had 15-
minute or half-hour shows.

(Please turn to page 90)
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Sherril W. Taylor, sales promot'on manager
CB5 Radio Spot Salas, recently did nighttime study

per ook al the hright sie?

Ve P : :
S SAVS a4 radio proiofioin manager

When sronsor asked me to give a radio advocate’s answer
to the letter from an advertising manager. i leapt at the
opportunity to do a little extra-curricular tub thumping.
Particularly so since we had just completed a study of our
own on nighttime radio.

1 weleome any opportuniiv to talk to advertisers about
radio’s vitality and abilitv to sell—daytime or night. And
naturally I welcome articles like the one in sPONSOR ealled
12 fallacies about nighttime radio.”™ Alter all. I'm a radio
promotion man. But whether you're in radio’s camp or
are on the other side of the desk as an advertising man-
ager, there are some things vou can agree about.

One of them is the faet that radio has suffered badly
from being buried alive under tons of gloom stories. So
many gloomy generalizations have been passed around and
accepted about radio that manv advertisers have been
swept along into disregarding radio’s advantages for them.

This is harmful to radio: it is just as harmful to tho-e
advertisers who might make profitalle use of radio and
havent because they aceepted at face value the deluge of
generalizations about radio.

In its article on nighttime radio fallacies sPONSOR, it
seems to me. was attempting to cut through the tons of
generalizations about nighttime radio. sPoONsOR took 12
statements whieh. silly though some of them mav be, are
heard among admen todav. It then proceeded to knock
down these generalizations with research factsto the end
that advertisers look further than the-e generalizations
when eonsidering nighttime radio. The intent, it seems to
me. was to open some eyes and minds. H the article served
that end. it serves the interests of both advertisers and
radio.

In eriticizing the artiele. Mr. Advertizsing Manager states
that rating high spots were chosen to make a case {or radio.
It seems to me that it’s reasonable for sPONSOR to take
high spots when attempting to contrast them with the black
generalizations of the gloom mongers. But in our recent.
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detailed study here at CBS Radio Spot Sales we hased all
of our figures on =ix month averages. The facts emerging
were strong and positive indication~ of nighttime radio’s
worth. Let me give them to vou.

[n our study of nighttime radio we set about to prove
that nighttime radio todav offers advertisers many built-in
advantages in reaching and selling large groups of people
who are not readily reached by other media. And. that
nighttime radio reaches large segments of people who are
not accessible during the daytime.

The big question first of all, of course. is how’s night-
time radio faring in the top television markets?

On the basis of Januarv-June, 1953 Pulse in New York.
Chirazo and Los Angeles. we fcurd during the average
quzrier hour it's possible to reach 237¢ more listeners at
night than during the davtime. Moreover. we found that in
all 14 markets represented bv (B~ Radio Spot sales. it's
poszble 1o reach 2077 more listners during the average
quarter hour at night than during the davtime. We al<o
found. in comparing our radio stations with the top tele-
vision =tations in these three marke:~. that the cost-per-
1.030 for television ranged from 30 to 407 greater on
time alone. And these data were based upon the metro-
politan PPulse area onlv. Radio. 50.000-watt -tvle ta~ in
the case of each of our stations in these markets). reaches
far bevond the boundaries of the metropolitan areas. far-
ther. in most eases. than the most powerful television sta-
tion. So our estimates were. to <av the least. conservative.

It wa n't our intent in this studyv to in anv wav belittle
the tremendous impact and growing intensityv of television,
Rather. we attempted to prove that even with television’s
growing aceeptabilitv. radio—and particularly nighttime
radio—is still an excellent way of reaching millions of peo-
ple economieally and at the same time effectively.

The letter calls attention to the fact that it's pretty tough
for an individual to listen to the radio and watch television

(Pieas~ turn o »age 94
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Are vou making this mistak

Tendeney of some sponsors to use Standard Metropolitan Area

by Alfred J. Jaffe

’, et’s suppose you're planning to put
on a spot TV campaign.

And suppose you have enough mon-
ey to reach, say, the top 50 markets.

How would you pick them?

Would you, as many advertisers do.
stant off by ranking markets according
to Standard Metropolitan Areas? That
is, would you rank markets according
to the number of people in a metro-
politan area defined as “standard” by
the U. S. Bureau of the Census?

If so0, you might end up by over-
looking some important markets. You
might find. for example. that figures

Typical markets: Metropolitan area

includes much of zone with greatest TV set density
Sct count for that arca is good index of market's set count.
TY reaches many sets beyond metropolitan arca but these are

few in ratio to sets within U. S. Census-defined metro area.
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on sales and sales potential of your
particular product dictate a look at a
marketl ranked ax No. 60 in the SMA
list.

You certainly will find there iz not
always a direct relationship between
the size of an SMA and the number of
TV homes you can reach from that
market. A small SMA mayv be sur-
rounded by a TV audience far in ex-
cess of the audience located in the
SMA nucleus (see illustration below).
Or, the reverse may be true. You will
also find that the percentage of TV
sel saluration varies. not to mention

area boundaries.

the complications of UHF conversion.

In other words, the SMA definitions
are somewhat less than a perfect tool
—for buying TV time anyway. Some
broadcasters contend that the SMA
“state of mind” among buyers of TV

time loads the dice against a number
of TV markets.

et SMA data and the ranking of
markets by SMA household figures are
widely used for buving TV. The SMA
“state of mind” is a strong factor in
agency and advertising thinking. Rank-
ing of markets according to Census
Bureau definitions is not only found

Unusual markets: metropotitan area

is small but has big outside population. Zone with
greatest TY set density extends far beyond metropolitan
Set count in metropolitan area is no

index of the number of sets reached by stations in the market.
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in such basic sources as Seles Hanage-
ment Survey of Buying Powerand Con-
sumer Markets but also in the broad-
casting trade press. LEven sPONSOR's
latest Fall Facts Issue, which contained
the status of TV stations in 225 mar-
kets, ranked them according to the
Census Bureau’s metropolitan areas.

Why is the SMA concept so firmly
entrenched? How useful are SMA fig-
ures in buyving TV? low “standard”
is a Standard Metropolitan Area?
Should TV markets rank by coverage?

To find some answers to this para-
doxical situation. sPONSOR held in Sep-
tember an off-the-record round-table
discussion by experts on the question
of “What is a market?” This was fol-
lowed by talks with broadcasters and
agencies.

Participating in the round-table were
Philip Salisbury. editor of Sales Man-
agement; Dr. Vergil D. Reed. a vice
president at J. Walter Thompson and
one of those responsible for the Cen-
sus Bureau's SMA definition: Richard
Dunne. director of media re-earch.
Sullivan, Staufler. Colwell & Bayles.
who compiled the market List in spox-
soR's 1933 Fall Facts Issue: Sam Cook
Digges. general sales manager. CBS
TV Spot Sales: Edward P. Shurick.
manager of sales development. CBS
TV: Fav Dav. research manager. CBS
TV Spot Sales. and J. Robert Coving-
ton. assistant vice president in charge
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nking television markets?

overlooking set comnt outside U. S. Census-defined zone

Charlotte’s market rank depends on yurdsticlk you use

U N Bureanw of Censos, Standard Metropoliton Areas, supplemented
with Salex Manogeweat = Potential Metropolitan Areas.”

Nales Manogement, Metropoliton Areas, 10 May 1953,

“Population oud its Distribution,” d. Waolter Thompsou Cao,, 1952

“Blue Bool: of Sowthern Progress,” Manufacturer's Recard

Wholesale Marbets, 1932,

Audit Burcaw of Circulations, City and Retail Tradivg Zone, 1952,

“The 83 Major Markets of the U, S Hearst cldrvertising Researcl, 1952

Television Magazine, Tabulation of TV Markets on 60-uile Radius Basis, 1933

“112 Television Areas ju Order of Total Homes.” Shecwan  Marqoette, 1953,

of sales and promotion, WBTV and
WBT, Charlotte, N. C. Repre:enting
sPONSOR were Norman R. Glenn, editor
and president; Bernard Platt, vice pres-
ident and business manager, and Ray
Lapica, editorial director.

Much of the discussion at the round
table centered around WBTV, which
was cited by Covington and the CB3
representatives as a gross example of
how the Census Bureau definition of a
metropolitan area can penalize a TV
market in the eyes of a sponsor.

Here’s how WBTV's problem was
explained:

Charlette’s metropolitan area. as de-
fined by the Census. consists only of
its home county. Mecklenburg. spox-
sor's Fall Facts Issue listed it as the
102ud U. S. market with about 56.000
houzeholds. A smmmer estimate of
WBTV’s coverage. however, was put at
325.000 TV sets. which means that if
markets are ranked according to the
number of TV families their stations

THIS WE FIGHT FOR
DPoint 15 in sroN<OR's platforn of principles
reads as follows: “We fight for first-hand
knowledge of radio and TV stations by na-
tional adrertisers, advertising agency buvers.
network executivres. We wrge a grass-roots
approach to the stations of America by a
‘let's see for ourselves’ attitude which will

take big-city buvers all over the [ . N7

can cover, Charlotte (which is a sin-
gle-station market) ranks as 21. Cov
ington estimates that nearly 9077 of
the TV homes covered hy WBTV are
outsice the hard and fast boundaries of
Mecklenburg County.

“Despite these facts.” Covingtlon
told sroNsoORr, “we have actuallv been
told on occasion that Charlotte is not
on a list for a planned TV campaign
hecause the client wants only the ‘first
50 markets.” meaning first 50 SMA's”

Charlotte’s situation arises from cer-
tain geographical facts that dont fit
in with the arbitrary standards <et up
by the Cenzus Bureau. Covington ex-
plained. He pointed out that Charlotle
is in the middle of the rural. industrial
South with the population around the
home county spread out more evenly
than in a typical metropolitan area.

In digging into the SMA problem
SPONSOR came up with other markets
that don’t fit neatly into the SMA pat-
tern, though not alwavs for the same
reazon as< Charlotte. Here are some of
the stations concerned (to simplify the
coverage figures. single-station markets
have been used a~ examples):

Among them are WJAC.TV. Johns-
town. Pa.: WJIN-TV. Lansing. Mich..
and WNBF, Biughamton. N. Y. It has
been estimated that more than 907¢ of
the sets reached hy WJAC-TV lie out-
side the Johnstown SMA. which s

(Please turn to page 66)
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at sponsors can leas

These highlights of advice given at this yar

local-level sponsorship. BMI speaie

Carl Haverlin, BMI pres., heaaed clinic teams

gf advertisers and agencics sat in
during sessions held by radio station
people, they could come away with an
undcrstanding of the problems. the
hard-headed thinking, and the cvolv-
ing new ideas that make up today’s
radio scene. They could come away
with programing ideas as well which
might prove useful in initiating and
buying local programs.

Houston (top left): A. Keese. WFAA, Dallas, F. Nahas, KXYZ, Hous-
ton; Phoenix [bottom left): W. Lindsey, KYMA, Yuma, R. Garland,
KOLD, Yuma, J. Outler, WSB, Atlanta; Wichita [top right): R. Jen-
sen, KSAL, Salinas, F. Webb, KFH, H. Bondurant, KFBI, Wichita;

This article will take you on a ver-
bal tour of station scssions.

The sessions in qucstion are those
organized by Broadcast Music Inc.
ani known as the 1953 BMI Clinics.
They are gathcrings at which the in-
dustry’s best programing idea men
speak and answer qucstions from sta-
tion men ‘n meetings all over the coun-
trv. 2.845 Lroadcasters attended in °53.

In the text that follows you’ll find
even of the most frequently asked
ques'tons at the BMI Clinics with some
of the answers supplied by Clinic
speakers. The questions and answers
were compiled for sroNsor by BMI
after all the sessions were completed.

The BMI Clinics had an attendance
this year representing 44.5% of all
U. S. radio broadcasters in 40 states.

Detroit (bottom right): W. Kramer, WJR, Detroit (right foreground,
clockwise), D. de Groot, WWJ, Detroit, E. Nyy, WJILB, Detroit, G.
Grubb, WJUBK, Detroit, W. Pomeroy, WILS, Lansing, J. Riddell, ABC,
E. Voynow, Petry Co., E. Rosenberg, The Advertiser, R. Burton, BMI

SPONSOR




Asessions give

0

They were coordinated with Broadcast
Advertising Bureau meetings held on

the same days.
* * *

Q. Do you consider editorial practices
good policy in news reporting, rather
than straight reporting without opin-
ions? Or am I confusing “editorializ-
ing” with “commentating?”

Summary of broadcasters’ answers:
Station nianagemtent voiced niore or
less violent disapproval of “editorial-
izing”’ news—in other words. most sta-
tions felt that slanting newscasts by
unnamed aunouncers to a station's own
poiut of view is an unfair practice in-
flieting the station’s views on listeners.

Featuring a name ecommentator,
however. either a national or local per-
sonality who interprets the news. is
considered not only fair. but frequent-
ly good programing. particularly if the
same station gives time to two distinct
personalities  representing  different
points of view. Such interpretations,
many broadcasters felt. can serve to
educate the listeners.

Some station managers. on the other
hand. felt that it is as important for a
station to have a definite. though clear-
Iv labeled. policy on news issues as it
is for newspapers.

Quotes: Arch L. Madsen. manager of
KOVO, Provo. Ctah. took a stand in
favor of “editorializing” and “com-
mentating” for the following reasons:

“Editorializing and commentating
are two separate functions of radio
news reporting. I consider both to be
essential factors in good radio news
operations.

R T
programing
iy
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W1 climics

"ll(lllﬁl‘l‘)"s best program thinkers
i

“Commmentating, to me, involves
bringing in supplementary background
factual material on all phases of the
problem as au aid to better under-
standing of a current news story or
situatron.

“Editorializing, to me, involves a
clearly labeled definite statenient of
opinion or policy by the broadcast
licensee or hi< employee in support of.
or in opposition to, specific issues fac-
ing the people living in the area served
by the broadcaster.”

Larry Hevwood. CFAC. Calgary. Al-
berta, Canada, ohjects to “editorializ-
ing” and “commentating” on the fol-
lowing grounds:

“FEditorials and news do not mix!
When folks tune in a newsca-t thev
lrave a right to expect facts and only
facts. . . .

“No station management las the
right to foist its opinions on the listen-
er, under the guize of ‘news.” The sole
purpose of any newscast is to provide
the facts, from whiclt the listener will
draw Ins own conelusions,

“News 1z ‘front-page.” Don't erer
editorialize the ‘front-page.” Call it
‘editorializing.” ‘commentating.” ‘analv-
<i=.” or what vou will. its inclusion in
the bodv of a newscast weakens vour
whole news structure. arouses the sus-
picions of the listeners. breaks down
the goodwill so painstakingly built
up. and the end result will be, tlie lis-
teners will simply tune in another sta-
tion where news is news. unadulterat-
ed by shades of opinion.”

Q. What is the recommended ratio of
pop. hillbilly and classical music for
the average indie?
Summary of broadcasters’ answers:
(Article continues next page)

TR IRDIARA BROROCASTIES
ASSOCIATION

IN THE Witk 4 FLO0R
AUDITORIUM STUDK)

Bill Ryan, BAB president, worked with BMI

Station beauties who brightened BMI clinics
include: Eleanor Nichols (top), SCBA: [mid-
dle): Mrs. Don Hays, wife of WKNA, Charles-
ton, prog. dir, Opal Price, WKNA traffic
mgr. (bottom): Hilde Clark, KTUC, Tucson
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Seattle (left): J. Chytil, KELA, Centralia, Wash., standing; R. Cleland, KELA, T. Chypla, KELA,

seated: H. MacPherson, KAPA, Raymond, Wash., bottom, discussing BMI ¢linie lecture. Omaha
(right): T. Storz, KOWH, Omaha, R. Olsen, F. Fogarty, Mrs. L. L. Reynolds, WOW, Omaha
(left to right), are listening to Karl Jenssen, KTUL, Tulsa, tell about concert music programing

Thal ratio depends entirely upon the
geographic area of the station, the
preference of the audience the inde-
pendent wants to appeal to.

Quotes: Says Dick Campbell, WDV AL

Danville, Va.:

“l do not believe that a definite ra-
tio can be determined witliout an ex-
lraustive survev in each particular lo-
cality. We program 10 or more hours
a day of music . .. but before we de-
cided to schedule so much music, we
very thoroughly checked every avail-
able means of determining what type
or types of music were mnost in demand
and we gauged ourselves accordingly.”

Q. low can we program against T1”?

Summary of broadcasters’ ansiwers:
“Music, music, music!” say the broad-
caslers. Newscasts come in a strong
second.

Quotes: Pete Moon, W]JD, Chicago.
stressed superiority in music:

“We have always felt tlrat the Achil-
les heel in TV is music. No one en-
jovs watching a group of musicians
blowing for a half hour at a stretch.
But people can enjoy listening to nru-
~i¢ for hours at a time. o we changed
our whole format o niusic. getting
away [ronr soap operas and talk pro-
grams. becanse IV can handle themn
more cflectively tdran we can.”

Savs Jint Russell. KVOR. Colorado
Spring=. Colo,:

“The one thing that radio does many
better televicion i news,
On the spot. special event programs are
al~o good T\

limes thaun

conpelition.  In cach
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case radio can present the programs
much less expensively and in many
cases much better than TV.”

Q. “Women's programs—how to at-
tract listeners and sponsors.”
Swnmary of broadcasters’ answers:
Station 1nanagers agreed that a very
personalized approach is most eflec-
tive in selling to women. They dis-
agreed, however, about whether men
or women were the best salesmen to a
woman's audience on the local level.
Quotes: Joe Connolly, WCAU, Phil-
adelphia. championed male salesinen:
“At WCALU. we use a very basice
gimmick. We use men to talk to wom-
en. We use greal care in selecting a
voice that sells with sincerity. We make

sure that he talks about things which
interest the average woman. llis style
is chatty, ahnost gossipy. He never
poses as an experl. hence he achieves
believability. Sponsors follow the hs-
teners.”

Frank Jarman, WDNC, Durhain, N.

C., had this point of view:

“AMake the local women, the women
in vour audience area, a part of your
program by inviting them to furnish
much of your program material such
as recipes, household hints, and even
news about themselves and their neigh-
bors. Never refer to your women lis-
teners as a group but always as ‘you’
<o that each will think you are refer-
ring to her individually. Have women’s
commenlators visit various organiza-
tions and become well known to wom-
en through personal appearances.”

Q. What are the daytime hours best
suited for reaching (a) women, (b)
men, (c¢) children, and what types of
programs have most appeal?

Summary of broadcasters’ answers:
Find out the listening habits and work
habits in the station’s coverage area.
and key programing to them. Make
periodic write-in checks on program
preferences to stay in step with listen-
ers’ lasle.

Quotes: Says Murray Armold. WIP,

Philadelphia:
“It depends on TV saturation in
vour market. normal time being

knocked for a loop due to TV. which

has caused complete reversal of our

thinking. i.e.—out the window goes
(Please turn to page 82)

J. Comas, WSJS, Winston-Salem, N. C.; H. Meyer, WPOR, Portland, Me.; M. Slater, WSPR,
Springfield, Mass.; J. Kerrigan, WHO, Des Moines, lowa, en route to clinic in Canada

SPONSOR




How Baltimore’s hiogest hakery

uses radio and T

Unlike most bakeries, Koester buys

announcenicnis only, will spend S160.000 this year

’f kakery advertisiug on the air could
be reduced to a formula (and who
isn't looking for one). it would prob-
ably sound something like this:

Buy a show to appeal to the kiddies
and merchandise it to the hilt.

The formula makes a lot of sense.
and no one can say it hasn't paid off.
SYome of the shows that have worked
well and are particular favorites with
local bakeries are Ziv’s Cisco Kid. CB>
Film Sales’ Gene Autry and ABC Ra-
dio’s No School Today, not to mention
Continental Baking’s use of Ifowdy
Doody on NBC TV.

The syndicators and networks not

i

case history
A

only urge high-pressure merchandis-
ing to get full value out of the show
and its personality. but they provide
ready-made merchandising packages
for clients. These include a bewilder-
ing variety of sales gimmicks. such as
comic books, photographsz of the show's
leading personality and cast. club mem-
berships and premiums. all of which is
capped off by the hallyhoo of the pro-
gram star's personal appearance.

However. vou'll alwavs find some-
body who does it differently and still
notches up plenty of sales. You'll look
hard to find a better example than the
E. H. Koester Bakery Co.. which sells
more bread in the Baltimore area than
any other firm.

The Koe:ter Bakery buys no pro-
gram. It buys only announcements.

Its $200,000 ad budget this year pro-
vides about $£90.000 for radio and
$70.000 for TV. An even dozen broad-
casting outlets divide the $160.000 mel-
on. The ad money goes to six of Bal-
timore’s eight AM stations. plus three
suburban AN outlets and all of the
city’s three TV stations.

The Baltimore AM stations u-ed are
WITH, WBAL. WCAO. WFBR.
W CBM and WDBMD while the subur-
ban stations include WBOC. Salisbury :
WCEM. Cambridge: WNAV. Annapo-
lis. The video commercials go out over
WBAL-TV. WAAM and WMAR-TV.
The first four Baltimore stations men-
tioned get particularly heavy schedules.
WITH. for example. carries an average
of 6O run-of-the-schedule announce-
ments a week through the vear.

The rationale behind Koester’s sat-
uration strategy is. briefly, this:

Koester iz a well-known name in the
Baltimore area. The firm has 1007
distribution. Koester’s basic selling
problem. therefore. is to keep the Koes-
ter name prominently imprinted in the
customer’s mind. The best way to do
this is to repeat the name as often as
possible, Q.E.D.: Saturation advertis-
ing is the answer.

Carroll Jones. Koester's advertising
director ta colorful figure. Jones has
heen at the helm of Koester’s advertis-
ing since 1930) i= firmly convinced
that no medium-—but no medium-—is
cheaper than radio when it comes to

( Please turn to page 60

Koester makes full line of bakery products but
uses only bread advertising to carry them
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I. New construction permits*

| ! POWER (Kw)** s N )

CASLS SIS Ledrers | CHABNER CERANT ’ TARGET I VISUAL | AURAL SONATRS M;g&%n LICENSEE & MANAGER RAS
CAPE GIRARDEAU, MO. | KFVS-TV 12 14 Oct. ~ 316 158 0 NFA  Himeh Bdesta. Co . Pearsor
DU»I‘.,(IJSTH-SUPERIOR, WDSM-TV 6 14 Oct. ) 100 50 1 n Ridson 1ne. Froo 8
ERIE, PA. WERC-TV 35 14 Oct. 66 33 1 197  Great Lakes TV Co. 3
MASON CITY, IOWA KGLO-TV 3 14 Oct. Summer ‘54 100 50 0 NFA  Lee Ragio tnc. Wl
ORLANDO, FLA. WDBO-TV 6 14 Oct. April ‘54 100 50 0 NFA  Briapde e, o gm0
TERRE HAUTE, IND. WTHI-TV 10 7 Oct. ... 316 191 o0 NFA  Wabash Valley Bdestg.  Bolllng
WILMINGTON, DEL. WILM-TV 83 14 Oct. ) o132 70 0 NFA  Delaware Bdestg. Co. Bolling

II. New stations on air*
| POWER (Kw)** . e SETS IN
[ CITY & STATE Lefers | “MAONE AT VISUAL | AURAL AFFILIATION | ON AIR LR (L 2B L L RE
ALBANY, N. Y. WROW-TV 41 15 Oct. 25 1.25 ABgéSDUM 1 50 UHF [0S0, Yodomman o Bolline
ALBUQUERQUE, N. M. KGGM-TV 13 27 Sept. 9.7 4.85  CBS 2 38 VHF  New Mexico Bdestg. Co.  Woed
CEDAR RAPIDS, IOWA KCRI 9 15 Oct. 33.1 16.6 None yet 2 185 VHF  Gedar Raplds TV Co. i
CEDAR RAPIDS, IOWA WMT-TVY 2 30 Sept. 100 60.1 CBS, Du M 2 185 VHF  {mer. Bdestg. Stns, inc.  Katz
CHARLESTON, W. VA. | WKNA-TY 49 12 Oct. 22.5 12 ABC, DuM 18 UHF  Joo L.smith ye. ine. Vel
EUREKA, CALIF. KIEM-TV 3 18 Oct. 17.3 9.3 All four 1 NFA  Redwesd Bdstg, C. Blalr °
FORT DODGE, IOWA KQTV 21 15 Oct. 224 12 None yet 1 NFA  Northwest TV Co. Poarsor 'V
HOUSTON, TEX. KNUZ-TV 39 22 Oct. 1 0.5 Du M 3 40 UHF  KNuz TV Co. Forjoo !
JOHNSON CITY, TENN. | WJHL-TY 1N 24 Oct. 58.78 29.38 CBS, ABC, 1 35 VHF WML tne Poarsor ¥
Du M 5 . ancaster r.
KANSAS CITY, MO. KCMO-TV 5 27 Sept. 70 36 ABC 4 325 VHF  KCMO Bdestg. Katz
KNOXVILLE, TENN. WTSK 26 18 Oct. 21.09 105 CBS 2 NFA TV Services of Knowvlilo  Pearsonly
LEBANON, PA. WLBR-TV 15 26 Oct. 129 692 . 1 36 UHF  Lebanon TV Corp. Bur
LOUISYILLE, KY. WKLO-TV 21 18 Oct. 215 110 ABC,Du M 3 NFA Mlgo-r:me'rica Bdestg. Tayler
Joseph' Eatol
NEWPORT NEWS, VA. WACH 33 2 Oct. 20.9 10.5 None yet 3 NFA Egg;g;';e*%:“;'g-mf"v- -
NORFOLK, VA. wTOoVv 27 19 Oct. 20 10 ABC,DuM 2 50 UHF  Commonwealth Bdests. Forloo
Robert Wasd |
OKLAHOMA CITY, KTQV 25 11 Oct. 173 8.6 ABC, CBS 2 NFA Okl Cond'Tv & H-R T
OKLA. Phil Jackson
PENSACOLA, FLA. WPFA 15 15 Oct. 20.4 11 None yet 2 NFA  Foufland Tolecasters Adam
PHOENIX, ARIZ. KOOL-TVi 10 11 Oct. 5 2.5 CBS 2 72 VHF  Mericopa  Bdestrs. ol
PHOENIX, ARIZ. KOY-TVi 10 11 Oct. 5 2.5 CBS 2 72 VHF KOV Bdcsta. Co. s W
POCATELLO, IDAHO KWIK-TV 10 15 Oct. 2.6 1.56  ABC 1 NFA  Eastern Idaho Bdests. &  HolfEuy
Charles Crabt
PORTLAND, ORE. KOIN-TV 6 15 Oct. 18.8 9.9 CBS 2 107 VHF Mg::';st? Radlo & TV A
C. Howard L
ROCKFORD, ILL. WREX-TV 13 1 Oct. a7 23.5 2 135 VHF g'ea'::,:*r‘“{ﬁg TVine.  H
- oren 4nkKho!
ST. LOUIS, MO. _KSTM-TV 36 25 Oct. 1 .5 ABC 3 130 UHF  Mashall H, Pengra H-E
WACO, TEX. KANG-TY 34 15 Oct. 18.6 10 ABC 1 NFA  Geotrai Texae Tv Co.  pearsond
Clydo Weatherby
Tot_al "U.S. stations on air, No. of post-freeze CP’s grant- No. of TV homes in U.S. (1
in . 283 ed (excluding 22 educational Sept. 53) . - 25,233,000
A . 23 Oct. ’53) ' 435 Percent of all U.S. homes )
175 No. of grantees on air 176 with TV sets (1 Sept. ’53) .. 3698
; the sl 20 which occurred between Percentages on homes with sets and homes In TY coverage arcas are consldered approximate. &
iy m cases, tho represeatativo of a radio station which Is granted a C.P. aiso represents the®
in FCC TV operation. Since at presstime It Is generally too early to confirm TV represeatations of
R at .cnnl , SPO§SOB 1lsts tho reps of the radle statlons In this column (when s radio statiam
sta or o heen en the TV gr NFA: No figures avallable at presstlme on sets in mi%
44
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the most original, delightful pro-
1 of the new season. It captures
active attention of children and

lglad approval of parents. It’s
INKY DINK AND YOU.”

Mady, thousands of youngsters
talking and playing WINKY
K. (The very first on-the-air
puncement of the WINKY DINK
brought 4,000 letters, each with
from New York City alone.)

this is the secret: The audi-
1s a part of the program in a
wholly new to broadcasting.
a performance that goes on as
1 in the home as in the studio.
playing a game, it’s living a
, and 1t’s all enjoyment.

it’s a performance that can go
) the stores that stock your
ict. For as sponsor of WINKY
<, you can convert this response
ital participation into sales.

S TELEVISION

on
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TV film shows recently made available for syndication

I O

i

10 A

Programs issued since July 1953. Next chdrt will appear 30 November

-1

B

B ‘ I 1 PR 111 S (S Py < 1 14111114
Show name Syndicator Producer | Length | Price Range® No. in series Show name Syndicator Producer Length Price Range® do.s
S
ADVENTURE ]
= —_— -
Adventure Is My takeside TV Hal H. Harrlson 2% mia. open 13 - Racket Squad ABC Flim Hal Roach Jr. 30 min.
Job Syndfcation
ungle Macabre Guild Films Radio & TV 15 min. $50-400 39 Secret Chapter Gulld Films Ron Ormond 15 min. $50-400
Packages |nc. ESwerelun Theatre  Stuart Reynolds  Sovereign Prod. 26 min. 100% Class A
o = The Playhouse ABC Flim Merldlan Corp. 30 min:
CHILDREN'S £ Syndlcation
Anlmal Time Sterllng TV Sterling TV 15 min. on request 104 N T o MUSIC — ‘W
Jump Jump of Goodman Mary & Harry (2 min. 50% of alr = - L
LCCU ALEED Hickox UL 85 Oklahema Chuck+ Lakeside TV Lewls & Clark 12%2 min. $25-500
wagon Boys
King Calico Kling Kling 12 min. §22. 142 65
Opera & Ballet Lakeside TV Transatlantlc TV 12%2 mln. epen
The Cinnamon Bear Fitz & Assoc. Gliwin Prod. 15 min. 50% of Class B 26
Operettas & Ballets Hoffberg Prod. Hoffberg Prod. 13 min. open
Tlme for Beany Co;::ellsdated WA ARC LR LTS 30 min. LD Werner Janssen George Bagnall Janssen 15 min. en. request
Serles & Assoc.
Uncle Mistietoe Kling Kling Y2 min. $25-156 26
- NEWS
COMEDY o
United Press- Unlted Press Movietone News 30 min. on request e
Life with Gullg Films Gulld Flims 30 min, open 39 Movietone News 15 min.
Ellzabeth
DOCUMENTARY SPORTS
How Does Your Intl. Fllm intl. Flim 30 min. 26 All-Amerlcan Consolidated Sportsvisien 30 min. &
Garden Grow Bureau Bureau Game of Week TV Sales
. [ i o £
Your Zoo Video Pictures Video Pictures 30 min. 13 B";;I’I'gb from Kling Kling 26% min. $40.50-675
Reporter alnbo
. Madison Square Du Mont Wwinik Films 26%2 min. $55-500 !
wiid Life In Lakeside TV Lakeside TV 12> min. $25-500 26 Garden 1212 min.
Actlon |
< Play Golf with Consolldated Sportsvision 15 min.
Wtw('iledrs of the Sterling TV Borden Prod. 15 min. 26 a{e Champlons TV Sales
Shooting Princeton Princeton 30 min. on request 1
S Stralght Fllm Center Film Center
DRAMA, MYSTERY
Badge 714 NBC TV Film Mark VII Prod. 26'% min. a1t TRAVEL
Sales - _ —
Borls Karloff Official Flims Hannah Wein- 26'4 min. on request 26 ) Y
steln Hawailan Paradise George Bagnall Franklin 1S min. on request
& Assoc.
Captured NBC TV Flim Philtlps Lord 26'2 min. 26t i
Sales Safarl Sterling TV Sterllng TV 15 min. ‘on request 4
Flash Gordon MPTV Inter. Continen- 30 min, 13 This Is Hawall Franklin 30 min. en request 26 Geon W
tal TV 4wl
General Electrlc Stuart Reynolds  Soverelgn Pred. 25 min. 100%5 Class A 26 This World of Ours Sterling TV Dudley Pictures. 1%z min. on request
Thestre
1 Led Three v Ziv 30 min. 39 ‘B
Lives VARIETY
ioner Sanctum NBC TV flim Galahzd Prod. 26%, min. 39
Sales ”
Interviews of the Academy Fllms  Academy Films 15 min. $50-400 L3
Joa Pelooka Guild Flims Gultd Flims 30 min. 78 Century
On Stage wlith Dynamlc Flims Dynamic Flims 15 min. 13 Gid Amerlean Kling Kiing 262 min. $50-675 2
Menty Wooley Barn Dance
Puise of tha City Telescene Telescene 1242 min. $50.750 26 Ray Forrest Shew Sterling TV Sterling TV 30 min, en request ]
2

*Where price range is not «iven, it has not yet been fixed. or syndicator prefers to give price only on request.

re-released. SPONSOR invites all TV film syndicators to send information on

48

fAvailable in black-and-white or color.

(See Film Notes column, page 50)

1Run

originally under another title, now being

new films,

SPONSOR  ~
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fifteen minute dramas on film

- PLAYHOUSE 15

FIRST RUN in over 115 TV markets

TOP QUALITY . Made for television by the producer of the network hit
shows BIG STORY and T-MEN IN ACTION.
® Finest stories...best authors

® Leading Broadway and Hollywood actors

HIGH UNIVERSAL APPEAL ® Full variety of stories .

suspense . . .

drama. ..
. human interest

..comedy ...
mystery . .

® Cambines two of the highest Nielsen papularity

classifications — drama and mystery {averaging
25.7 and 28.4)

LOW, LOW COST

® Costs drastically less far time and program than a
half-haur show — yet gives yau the same amount
af commercial time

FREQUENCY AND IMPACT

® Enables you to reach your customer two, three, or
five times weekly as required.

Phone, wire or write today your nearest MCA-TV

office for a private screening.
another advertising

SHOWCASE ON FILM trom

NEW YORK. 598 Madison Avenue — PLaza 97500

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
QALLAS: 2102 North Akard Street — PROspect 7536
DETROIT: 1612 Book Tower — W0odward 2-2604

BOSTON: 45 Newbury Street —COpley 7-5830

MINNEAPOLIS- Northwestern Bank Bidg. — LINcaln 7863
ATLANTA. 611 Henry Grady Bldg. — LAmar 6750
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o with a ready - made
audience of .

70 MILLION
FOLLOWERS

¢ HAM FISHER’S beloved ALL
AMERICAN CHAMP . . . now
brings the impact of his unparalleled
{influence and public acceptance to
Television . . . high adventure,
romance, humor, boxing . . . in a
superb Hollywood production with
an ALL-STAR CAST[ including Joe
Kirkwood, Cathy Downs, Sid To-
mack and Maxie Rosenbloom . . .
plus comprehensive promotion, ex-
ploitation and merchandising aids.

e JOE PALOOKA is your best
guarantee of maximum audience ...
maximum results.

JOE PALOOKA

dramatic half hour series available
to local and regional sponsors

COMsANY sne.

510 MADISON AVE.

NEW YORK 22, N. Y.

MUrray Hill 8-5365
HOLLYWOOD * PORTLAND

KANSAS CITY * CHICAGO
CLEVELAND

IN CANADA S. W. CALOWELL LTD. YORONTO

MNINNAY!

and {E\{ TV CHAMPION
.///.//

L

il motes
and tren aﬂ

“Free' conunercials: You can get
your film on television for nothing.

The air time won’t cost you a pen-
ny provided the film falls into the
category of public-service. business or
industry promotion.

The steadily increasing crop of new
TV stations means more and more un-
sponsored, available air time. Many
advertisers are putting these vacant
hours to work Dby mailing stations
prints of business and industry pro-
motion films suitable for free telecast-
ing.

As most advertisers recognize, these
public-service films provide an excel-
lent way of letting consumers in on
particular aspects of a business, or
acquainting them with the various
steps in manufacturing a given prod-
uct. These films stimulate consumer
interest in the products involved.

The only hitch: There are many de-
tails to be handled before film and TV
viewer make contact.

That’s where organizations like the
Princeton Film Center enter the pic-
ture. Princeton Film offers sponsors a
service including TV bookings, clear-
ances. film insurance. transportation.
film handling and advance notice of
on-air date for promotional purposes.

PFC-TV also offers editorial assis-
tance to advertisers in adapting films
to the requirements of television.

Cost to the sponsor is $10 per TV
showing. Inquiries should be ad-
dressed to Sherman Price, director of
distribution, The Priuceton Film Cen-
ter. Inc.. Princcton, N. J.

Wide circulation: Guild Films™ Lib-
erace is now among the most widely
circulated TV filmed shows. with sales
recorded in 115 markets at sPoNsOR’s
presstime.  Among the more spectacu-
lar results from the program: In Port-
tand, Ore.. the U.S. National Bank of
Portland offered a frec disk by Liber-
acc to those opening savings accounts
of S10 or over. Within three weeks’
time the bank had chalked up $300.-
000 in new accounts. with each account
averaging 2409,

If your Western’s noisy,
it's bound to be success

by Armand Schacfer, presideni, Flying A Pictures,,
Hollywood, Cal.

What’s the primary rule for making
Westerns? Simple: There must not be
one silent moment in the entire film.

The Western’s unfailing, year-in,
year-old popularity stems from its abil-
ity to provide fast-moving, suspenseful
action. That’s why we make sure
there’s talk or background music to fill
in every moment of our films.

Action plus scenes from the great
outdoors constitute sure-fire appeal for
young and old alike. When you realize
99% of all television viewers are
cooped up in cities. it’s easy to under-
stand why they enjoy being taken out
into the wide-open country by way of
the TV screen.

Here are somne important rules for
sponsors to keep in mind when buying
a Western filn package:

1. DO look for a story with action,
but make sure the action is believable.
DON’T look for a hero like Superman
unless, of course, he is Superman!

2. DO buy a series with a logical
story line. without too many compli-
cated angles in telling it.

3. DO keep your costs down to a
minimum, but DON’T buy a series
that sacrifices good action for dull
dialogue in order to save a few scenes.

4. DO pick a series in which right
triumphs over wrong, but DON'T se-
lect one which attempts to preach.

5. DO try to work out a premium
angle that you can tie in with your pic-
ture. Kids go for the idea of writing
in to sponsors for a gift or prize, and
parents buy the products their kids
want.

Finally. DO shop around for West-
erns as a good advertising buy if
vou're a manufacturer of products for
the entire family. Westerns have a
proven family appeal, so you’ll be mak-
ing a wise choice.

For instance, the Autry pictures are
now in 49 major markets. There are
many different products represented-——
pastries. chewing gum, soft drinks.
mitk, bread. cars, TV sets, radios—
ves, radios—are some of them.

Food is predominant. but there are
many kinds of food products, and, for-
tunately, most people are interested in
eating. Although it has been claimed
that the so-called “upper classes” are
fost to a Western sponsor, we do not
think this is true. i

SPONSOR
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| WE'RE CASTING A WIDER NET

NOW 100,000 WATTS

KGMB-TV
CHANNEL 9 HONOLULU

HAWAII'S MOST POWERFUL STATION
MORE THAN 90,000 families in our service area

CBS ABC

national representative: Free & Peters, Inc.
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remember when detectives
could count to 10?

AOF

This witty gentleman-is équally at home ’ AS §cot,and Y'ardls.,

with Shakespeare and shakedowns,

Heifitz and heisting. Don’t let his: charm

deceive you. Though he carries no gun;
throws no punches, and kisses no blondes -

— he packs a wallop with his brainl

He heads D-3, the famous "Bepartment
of Queer Complints” at Scotland Yard
which unravels everything from

“missihp men to murder.

L . ' ' 1‘.1
i

oy
- ‘

- J»

1\ A fascinating, BRAND NEW -
half-hour film series of

‘ scientific ‘crime detection
based on material provided by B
AMERICA'S BEST-SELLING {
-MYSTERY WRITER
JOHN DICKSON CARR

Be the first to cash in on TV's

most exciting new personality] Let
*COLONEL MARCH" sell for you on a
regional, or syndicated basis at amazingly
low costsl (Minimum time — 26 weeks.)

& telephone call will bring an Official
Films representative to your

office with as many reels as you-would

like to see — and an unusual merchandising
story in full detail. PL 7-0100.




NOW
AVAILABLE FOR
\OCAL OR REGIONAL
SPONSORSHIP

OFFICIAL FILMS’ fabulously successful, faith-
ful reproduction of the beloved comic strip
that appears regularly in over 220 newspapers
with a combined circulation of more than
TWENTY-FIVE MILLION READERS!

The ratings that this half-hour show pulled
for Canada Dry in 56 different markets are so
amazing, they have to be seen to be believed.

(We're eager to show them to you.)

The merchandising opportunities with Amer-
ica’s best known comic strip characters are
cndless and they all spell P-R-O-F-I-T for
you.

“From cvery standpoint a great bet for any
onc of a hundred bankrollers™ says BILL-
BOARD. Why not investigate today?

ROBERT CUMMINGS

starring in

"'my hero’

JOHN CROSBY, NOTED TV CRITIC, says: ganza, “MY HERO"

earned a national

“The dialogue, the staging and the production
are of a very high order indeed and I see no
reason why ‘MY HERO' can't eventually
GIVE ‘I LOVE LUCY' QUITE A RUN FOR
ITS MONEY.”

NIELSEN RATINGS SHOW: Playing oppo-
site a top budget, hour variety show extrava-

average rating of 29.9!

YOU'LL SAY: “’MY HERO’ is the funniest
situation comedy now available on film!”

Heres good wholesome fun for the entire
family purchasing group. Hollywood stars
they can identify themselves with, right along
with YOUR PRODUCT. This top flight show
sells! Ask us, we’ll give you facts and figures.

39 WEEKS OF HALF-HOUR PROGRAMMING AVAILABLE

Second run in most major markets; first run throughout the rest of the country.

A’S LEADING PRODUCER

FILAR

25 W. 45 SY.,

aui ¥ FILMS
AND DIS‘I’RIBUYOR OF QUAIJTY ™

NEW YORK 36 °

2\
[

adventure “




CONCRETE BLOCKS

SILVER CLEANER

SPONSOR: Price Bros, AGENCY: Dircet

CAPSULE CASE HISTORY:  Construction companies buy
virtually all the concrete building blocks made in this
country—except in Dayton, Ohio. llere’s why: Price
Bros. sponsors a l0-minute across-the-board show on
WIHIO-TV, Story of the Weather. Price Bros. makes
concrete building blocks, pressure pipes, other concrete
products. First, the approach was institutional. Then the
sponsor switched to hard-selling commercials for their
concrete blocks. Hundreds of people came to the plant
almost immediately afterward, and today Price’s business
is 60 to consumers, 407 to construction companies.

Weekly cost of the show is $350.

WIHIEO-TY, Dayton PROGRANAM: Story of the Weather

ELECTRIC PERCOLATOR

SPONSOR: Sil Silver Cleaner

CAPSULE CASE HISTORY:  This manufacturer of a sil-
ver cleaner containing jeweler’s rouge decided to sponsor
two Thursday night amateur boxing bouts over KLAC.
TV, Hollywood. Despite the fact that silver cleaner is a
product usually purchased by women and boxing bouts
are commonly thought to appeal only to men, results far

exceeded the company’s expectations. Proof of the in-

creased consumer interest in Sil Silver Cleaner came
when the company sold 47% more of its product to chain
stores in the greater Los Angeles area, and 39% more to
wholesalers serving the entire southern California market.
Cost of each bout: $150.00.

KLAC-TV, Hollywood PROGRAM: Amateur Boxing

AGENCY: Via dealer

D

——

RUGS

SPONSOR: Nassif Rug Co. AGENCY: Direct

CAPSULE CASE HISTORY: For its initial television

broadcast the Nassif Rug Co. chose a 15-minute newscast.
Next day, the Sioux City Nassif dealer’s gross receipts
totaled $2,000 or a 100% increase over the normal
amount of business expected on that day. Higher-than-
average sales continued in Sioux City throughout the rest
of the week, and a good number of customers were di-
rectly traceable to the program, according to the firm.
Nick Nassif says of the TV venture: “We are entirely
sold and thrilled with the whole idea.” Cost: $101.

KVTYV, Sioux City PROGRAM: Newscash

CUCKOO CLOCKS

SPONSOR: Lobel’s Furniture AGENCY: Direct

CAPSULE CASE HHSTORY: Lobel’'s, a San Francisco
Jurniture store, scheduled four participations in the KP1X
Del Courtney Show to sell its electric coffee percolators.
retailing for $13.95 apiece. After the first program, more
than 400 percolators were sold. Lobel’s canceled the
other three participations because of insufficient stock.
Cost of the single participation for this sponsor: $75.
Gross sales: $5,580. Lobel's is now a regular advertiser
on the Del Courtney Show.

KPIN, San Francisco

PROGRAM: Del Courtney Show

SPONSOR: Ben Tipp AGENCY: West-Pacific

CAPSULE CASE HISTORY: One of Seattle’s largest re-
tail jewelers, Ben Tipp, purchased $225 worth of an-
nouncements over KMO-TV as a test of the medium’s
sales strength. Merchandise selected for the test run was
wall cuckoo clocks, advertised at $14.95 each. At the end
of one week of announcements, all past sales records
were topped with 286 sales of the clocks, all traceable to
the announcements. That’s over $4,000 in sales from an
investment of $225.

KMO-TV, Seattle

PROGRAM: Announcements

BISCUITS

FRENCH FRYER

W EMAN N1 L WL 1 . -
MU bethy Bicenit Co.

AGENCY: Gulf State
CAPSULE CASE HISTORY When the Shelby Biscuit
Co. signed for a half-hour program on KPRC-TV, 12:30-

D0 pan. on Sundays, it felt the show wouldn’t be too
I'e I N

f e lot. The client’s |
The

Hed orer . Ky ;1 s ¢ ctal bookie tter

SPONSOR: Knapp-Monarch AGENCY: Wm. Vernor

CAPSULE CASE HISTORY:  Due to previous unsuccess-
ful attempts to advertise small appliances the Knapp-
Monarch Co. was more than a bit dubious when it signed
for participations on the Chef Cardini Show (KGO-TV,
1:00-2:00 p.n. across-the-board). After three weeks of
advertising its Chefster French Fryer, reports of “boom-
ing” sales began pouring in to Knapp-Monarch from its
district dealers. Says the company: “We are convinced
that participations on the Chef Cardini Show are really
the best method of advertising our product.” Cost per
participation : £80.00.

KGO-TV, San Francisco

PROGRAM: Chef Cardini Show




WLEV-TV

Bethlehem, Pa. ¢« Allentown e« Easton

WLEV-TV 1s the one medium reaching all of Pennsylvania’s rich Lehigh

Valley—a consistently prosperous industrial and farm area. Two years

AU ST of experimental television testing have established the WLEV.TV
signal—assured the ecoverage to reach the homes, serve the

people, sell advertisers’ products profitably, economically.

Take advantage of the steady profit potential offered

s . ou by this large, rich market
) Nazaretlb ,,8,“,\» y ) ©
$1,097,387,000 spent annually

: O Eas'roné s Buv T 1TV
\ Hecktown O m\; th‘ps‘ in retail sales. Buy WLEV-TV
, ’t°"O©Northampton Wilson
t O ON.Catasauqua “'m&m wO {oh
2yp O S o Alpha
£ nmf:p' E v@,(:atasauqua i Psuu. Eastan Often- o Ca?pmms ‘
' | © Raubs- O Ot ¢
eo Fu“e’to tth ;Bet‘l‘!’eh.e) F cemansbulo :J||L('

Bath O

Colesvill

Leiths-
OfnedCﬂS' ville 7
ville \\ ~

NBC

TV AFFILIATE

Represented by

MEEKER T V, Incorporated

New York Chicago Los Angeles San Francisco
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SIS . .

a forum on guestions of current interest

to air advertisers and their agencies

Is there a pressing need for a regular TV set census—or

at least a standard for TV set counts—and who should do i(?

THE PICKED PANEL ANSWERS

Yes, indeed, there
ts a pressing
need for a month-
ly TV set census.
This information
is vital not only
in the appraisal
of the television
medium as a

g whole, but also
Mr. Dibert in terms of the
penetration that

an advertiser can achieve in individ-
nal markets.

To be completely useful, this infor-
mation should the number of
sets by markets equipped for UHF re-
ception, as well as VHF. Beginning
with next vear, color TV sets should
be reported. At some point in the fu-
ture, 1 believe quarterly or even half
vearly reports would be suflicient, but
the situation is changing so rapidly at
the present time that monthly reports
are required for accuracy.

Who should do it?

primarily

show

I believe it is
the responsibility of any
medium to furnish basic data regard-
ing its audience size. 1 believe there-
fore that most of the basic cost of pro-
curing and disseminating this data
<hould be borne by the broadcasters,
but s<hared to some extent by adver-
tisers and advertising agencies. 1 have
in mind an orgamnization very similar
in structure to the Aundit Bureau of
Circulations, which fully answers the
cquestion of circulation for its many
members in the publication field.

A\n ABC report from any member
publication 1= received with the full
confidence of advertisers and agencies.
both of which groups are fullv repre-
~ented on the ABC board of directors.
The cost of audits to the publishers is
in proportion to their circulation size.

The broadeast medivin could safely

56

follow the successful pattern of the
ABC both as to structure and as to
basic philosophy.

GEORGE C. DIBERT

Vice President in Charge

of Media
J. Walter Thompson
New York

There is little
doubt that a TV
set census is be-
coming more nec-
essary as each
month goes by.

It is quite true
that in many ma-
jor markets there
is little or no
doubt in the
minds of adver-
tisers and agencies that television pro-
vides sufficient coverage. It is aca-
demic, for example, as to whether there
are 2,400,000 sets or 2,800,000 sets in
the Greater New York area. Television
is still a major medium irrespective of
which number is correct.

Mr. Gavin

However, television stations have
and are continuing to raise rates on
the basis of increased set circulation.
If such rate increases are to continue,
they should be substantiated by a set
census taken at regular intervals.

Such a census should be made by
an independent research organization,
supervised by members from the ANA
and AAAA. and paid for by the tele-
vision stations collectively.

With few exceptions. no two stations
in multi-station markets give the same
estimate of sets. And, none of these
estimates make any provision for dis-
carded and obsolete sets.

1t should be pointed out that a cen-
sus of the number of sets in a market
would serve only a limited purpose in

new UHF markets and in VHF wmar-

kets where UHF stations are currently
being added. The only circulation,
obviously, that a UHF station in a
VHF market can claim are those sets
which have been converted for UHF
reception. A further complication is
brought about in UHF markets by the
fact that consumers who originally
purchased a set. in most cases find it
necessary to add another bow-tie to
their antenna in order to receive the
second UHF station, unless the set was
originally equipped with an all-station
converter and a roto-antenna. As of
now, adding a bow-tie costs $25.
Whether it is possible, from a cost

standpoint, to refine a census to such
an extent that it would show total
number of sets. total number of sets
converted for UHF reception and to-
tal breakdown of the types of anten-
nae used is a moot question. Never-
theless. it is a problem that should be
carefully studied.

C. Josepu GAvix

Timebuyer

Franklin Bruck Adv.

New York

Any medium in
which the values

are changing
should be mea-
sured.

Indications are
that within two
vears there will
be about 750 TV
| stations on the

Mr. Dunne air or author-

ized. This 1is

three times the number on the air at

present and cannot help but affect and

change values. Change will be progres-

sive, will include the expansion of UHF
and the development of color.

Set measurements are needed, of
course. to determine the size and dis-
tribution of the TV audience as well as

SPONSOR




individual station coverage.  An o ad-

vertiser must have this information m
order to correlate his sales and market-
ing objectives: also to determine bud-
zel requirentents.

Actually, there has never been a
comiplete census on televiston llomes.
Suell counts as have been made are
primarily  estiniates from
fairly large sanmples. While these are
much too expensive to make frequent-
Iv, they shoulil be condncted at least
annually for use a~ a check against in-

projected

terim measures.

With a series of national estimates as
a cheek it should be possible to work
out a sertes of growth curves for the
older markets. These could be pre-
pared by an organization mutually ac-
ceptable to most buvers and sellers.

The newer TV arkets present a
more immediate problem. At present,
the measures or methods by which in-
dividual market set counts are pro-
duced vary greatly and are probably
not comparable. Agreement on the use
of a common procedure conducted by
independent local organizations in each
market could help bring uniformity
into these measurements.

An iniportant consideration here is
the willingness of the industry to
finance such a census. The customary
practice in underwriting the cost of
sucli projects is to distribute it relative
to benefitz obtained by the media, ad-
vertisers and agencies. However, in
view of the large number of TV sta-
tions upcoming. it would seem that this
subject would be of especially serious
concern to those stations now on the
air; it would be to their interest to
support and encourage procedures to
obtain valid set measurements.

After all, a timebuver’s recommen-
dation is only as strong as its founda-
tion.

Ricitarn A. DuaNe
Director of Media Research

SSCB, New York

While a nose
count of TV set-~
every month
would undoubt-
edly delight re-
searchers. 1 hon-
esthhy don’t re-
gard such {fre-
quency as down-
right essential.
(Some may re-
gard this as be-
(Please turn to page 102)

Mr. Whitman
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TEXAS

MARKET

The rich Central Texas market
delivered complete by KCEN-TV ... ./

ONE order + ONE medium — ONE COMPLETf package
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Heretofore coverage of Central Texas has been possible
only by the use of a combination of several kinds of
media. Now ... this great audience of more than
750,000 people, with an annual payroll of nearly
$900,000,000.00, can be blanketed by the most pow-

erful television station in the Southwest.

KCEN-TV starts with the highest antenna, 833 feet,
and with maximum power, 100,000 watts ... and is

the only VERY High Frequency television in this area.

K-CENtiralize your dadvertising dollars if you want
to sell the market they buy.

Channel 6

TEMPLE
TEXAS

owned ond aperated by lhe Bell Publishing Compaony
represented by George P. Hollingbery, nationo!l representalive

Clyde Melville Ca., Texas represenlotive

57



S

S ne
“ 1]
ot

%
«
»

Are you hep on youth market? These facts will help

The youth market of the United
States spends or controls the spending
of about $20 billion a year (or, to
put it another way, about $54.6 mil-
lion every day). What should air ad-
vertisers know about this market?

Here are some facts worth filing
as gathered by sronsor from Lester
Rand, president of New York’s Youth
Research Institute, a nationwide polt
which surveys the 5- to 25-year-olds.

e Sponsors probably will be de-
lighted to learn, says Rand, that 93%
of youngsters between 5 and 18 years
old can name the sponsors of their fa-
vorite TV program; 87% can identify
some of the advertising used; 817%
had consumed the product advertised.
And note this: 78% of the youngsters,
according to Rand’s polt, started us-
ing the sponsor’s product after watch-
ing their favorite programs.

e Youngsters interviewed in cities
where baseball games are sponsored by
beer companies have in many instances
successfully urged their parents to
switch to the beer being plugged.

e On the basis of the Youth Re-
scarch TInstitute’s studies. it appears
that 5- to l4-year-olds whose families
have television view about 22 hours
weekly; 15- to 18-year-olds watch TV
around 25 hours weekly.

e Rand’s poll has shown that the
vouthful affinity for TV appears to be
uniform throughout the nation; wheth-
er rich or poor. youngsters tune to the
same channels, watch the same shows.

o Although youngsters in large met-
ropolitan centers who have watched
TV for more than five vears may tire
of certain programs, thev are still avid
TV viewers. “There is little basis for
believing that viewership declines as
‘hildren grow older.”” Rand points out.

I fact. our studies show that it tends
to increase.”

e \bout 927 of the boys and
33770 of the girlks aged 5 through 11
revel o Western shows: 8277
bovs and 7777 of the
agze croup ke <eienc

of the
irls in the same
fiction programs
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(in a study of boys from 5 to 10 in
Philadelphia, it was found that 47%
would rather visit Mars than Califor-
nia). In the 4 to 10 bracket, 93%
of the youngsters enjoy puppet shows.
Circus programs, zoo shows and pro-
grams featuring youngsters are en-
joyed by inore than 907 of the chil-
dren between 5 and 14. About 88%
of the boys between 5 and 18 like
crime shows; 927 of the same group
like sports programs: 947% of children
from 5 to 18 like comedians on TV—
but they like the visual, unsubile slap-
stick kind of humor.

The Youth Resecarch Institute’s poll-
ing techniques are different from those
used by most youth polls, Rand says.
He explains that his company uses
youngsters as interviewers in junior
high schools. high schools and colleges
throughout the nation. By using young-
sters, Rand feels. more candid and use-
ful information is obtained than with
adult interviewers. Rand’s 1,800 in-
terviewers are “above average” stu-
dents selected for their reliability, de-
pendability and scholastic standing by
teachers and school supervisors. * * *

George W, Norton Jr.
named “first TV citizen”

“Louisville’s first TV citizen.” That’s
the title conferred upon George W.
Norton Jr., president of WAVE.TV,
Louisville, by the Louisville Wholesale
Appliance Association. The president
and five former presidents of the as-
sociation paid a surprise visit on Nor-
ton recently to award him with a
plaque which reads:

“Honoring Louisville’s first TV citi-
zen, Louisville’s Wholesale Appliance
Association presents this plaque to
George W. Norton Jr., in recognition
of his pioneering courage in first bring-
ing television to this area and for his
faith in the development of new facili-
ties enabling WAVE-TV to greatly in-

George Norton: “Louisville's first TV citizen”

crease its coverage in Kentucky and
Southern Indiana.”

Norton is shown, in the picture, re-
ceiving the award from (from 1. to r.)
Sylvester Rapier, Ralph Foster and
Harry Harlow. Other wholesale ap-
pliance members who made the pres-
eutation were George Ewald and Wal-
ter Riley. * ok *x

Timebuyers grateful for coordinated SCBA preseutation

The 56 radio stations and three net-
works which belong to the Southern
California Broadcasters Association.
although competitive, have two things
in common: They believe their mar-
ket is one of the greatest in the world.
and they are sure the be:t way to reach
it 1s through radio.

During the last three weeks of Octo-
ber about 30 agencies heard about the
Southern California market through a
series of presentations which were ar-
ranged bv SCBA. the Station Repre-
sentatives Association and about 20
radio representative firms.

Mrs. Doris Gednev of SRA assigned
each representative one meeting: the
rep lined up the agencv and. with
three or four other reps. attended the
presentation. 1 addition to attending

the meeting he arranged, each rep also
attended four other presentations.
Norman Nelson, managing director
of SCBA, made the pitch for Southern
California radio at each presentation.
Reaction of agencies to the presen-
tations has heen favorable; one agen-
cy spokesman. for example, reported
that he enjoyed Nelson’s presentation.
he learned a lot about the charms of
radio coverage in Southern California.
and to hear one presentation from 56
radio stations, three networks and 20
representatives in about an hour ob-
viously saved a lot of time. One time-
buyver told spoxsor she found the pres-
entation very helpful. She said she
was impressed with a group which
could work so well together and still
be competitive. * ® &

SPONSOR




WLEU wmeets TV competition
with 2.§-hour prograwmiang

While some radio  stations  have
switched from full time to daytime-
only because  of TV competition,
WLEU, Erie, Pa., has reversed the
trend. Last wonth, it became the first
station in Lrie to broadeast vound the
clock, according to Phil lirsch. sta-
tion manager.

Hirsch observed that Erie, the third
targest city in Pennsylvauia, has a
number of manufacturing plants which
operate around the clock. “Response
in the few weeks we have been operat-
ing all night.” Hirsch told sroxsor,
“justifies our belief that a repre:centa-
tive, responsive aundience is available.””

The all-night show consists of popu-
lar masic (but no “class”™ music such
as classical. jazz, polka or hillbilly).
news headlines every hour and time.
temperature and weather forecasts.
Sponsors include the largest tire deal-
er in the area. a jewelry store, hotel,
apphance store, gasoline company and
a paint and wallpaper store.

From 11 pan. to midnight. WLEU
airs the Bob Richardson show. a pro-
gram featuring jazz. rhythin and blues
music. While the program is not spe-
cifically aimed at Erie’s 877 Negro pop-
ulation. the show’s sponsors all have
noted a big increase in Negro business
according to Hirsch, although nost of
the response still comes from whites.
Ouly one of the sponsors is a Negro-
owned firm. * & %

Briefly . . .

All six New York television stations
were to have carried Arthritis Telethon
31 October-1 November, =aid to have
been the first time all New York sta-
tions have telecast the same program
simultaneously. Over-all producer was
James AlcGarry of BBDO. Show was
telecast to raise funds for the Arthritis
& Rheumatism Foundation.

* * *

WTFAM and WNBK. Cleveland. NBC
owned-and-operated stations. promot-
ed two benefit performances of the
Ice Capades for the Society for Crip-
pled Children last month. How suc-
cessful was the promotion? A total of
16,749 people attended the shows to
net 532,126 for the Society.

(Please turn to page 101)
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RADIO STATION

J
HUNTINGTON, WEST VIRGINIA
SERVING 3 STATES

T —— ety

2. Newspaper Advertising

3. Monthly Mailings ¢,
rocers and Druggists

| 4. Special Mailings
| 5. Car Cards
| 6. Trade Calls

7. Point of Sale Displays
5,000 WATTS DAY

1,000 WATTS NIGHT
930 KC

TELEVISION AFFILIATE
WSAZ-TV
Represented b! THE KATZ AGENCY .

AGENCY AD LIBS
(Continued from page 10)

varied hudgets yet one that still is
able to offer flexibility.

Pat Weaver has conceived this
program out of equal parts of al-
trutsm and good business savvy
for lie knows that the industry, if
it 1s to go ahead, mu~t be able to
accommodate advertisers who with-
out blushing can admit to budgets
of less than $4,000,000—in soinc
cascs well under $100,000. He
alxo knows that thesc little guys of
today are those who will become
tomorrow’s carefrec spenders.

Knowledge like this and the tre-
mendous success of Today, from
network’s as well as advertisers’
point of view, will prompt NBC
soon to extend this type program-
ing for many more hours and

. cpportuntties.

CBS, too, will be making avail-
able somc flexible kind of pro-
graming, using it: best time and
personalities — another break for
the little guy and building his
chanee to get in on advertising’s
greatest medium without mortgag-
ing hi= grandmother’s wedding
rig.

ABC and Du Mont have long
provided flexibility of a sort and
should eontinue to do so until their
prime half-liour slots are sold out
at which pomt they’ll have to pre-
sent a new kind of participation
program to make way for more.

This should all be most encour-
aging to the folks who have been
eager to make the plunge bhut
couldn’t find the money—or didn’t
dare to use it if they could.

Furthermore. it brings to tele-
vision some of the bigger advan-
tages of printed media — advan-
tages advertisers have a right to
ook for and get. Thus agency as
well ax advertizer should be happy.
Time <ale=men can rejoice in that
more good time. local as well as
national. i~ ecreated. In faet. every-
one ~hould be overjoved which is
a nice ~tate of affair on which to
he able to report. o

KOESTER BAKERY
(Continued from page 43)

saturation advertising. He also be-
lieves, and he has plenty of company
here, that radio works best for adver-
tisers who go in for tonnage purchases.

TV strategy is somewhat similar.
Jones is more interested in reaching
as many viewers as possible per dollar
than he is in penetrating a selective
audience which prefers a certain kind
of program. He buys a weekly total
of 50 TV announcements on the three
TV stations and gets adjacencies to
such nass-audience programs as Your
Show of Shows, I Love Lucy and
Dragnet.

“We have announcements adjacent
to almost every big show,” said Jones.
“In some cases, it’s before, in some
cases it’s after and in some cases it’s
before and after. By doing this we
get a much larger total audience and
more frequency in our advertising than
we would with a program.”

The commercials stress that Koester
bread provides lots of energy for chil-
dren. To point this up on TV, as well
as to provide human interest and at-
tract the attention of mothers and chil-
dren, the commercials show children
running to the store to buy Koester’s
bread.

This theme is developed ad infini-
tum. The children may wear different
kinds of costumes, or they may use a.
scooter or bicycle instead of running,
or they may run to the store when it
is raining or snowing. On radio the
same idea is developed verbally. Koes-
ter enhances the identification factor
on all its air commercials by using the
sound of the jingle of a cash register.
This cash register jingle has become a
Koester theme in more ways than one.

While the use of announcements
does not permit the same kind of mer-
chandising as a program would, Koes-
ter manages to do quite a bit of it
through its commercials. Recent mer-
chandizing gimmicks include pictures
of space men on the bread package and
3-D comic books which children can
receive by mailing a coupon printed
on the wrapper. These gimmicks are
eiven heavy play on the air. (Koester.
incidentally, sells all kinds of bakery
product= but uses bread advertising
alone to carry the other products.)
The bakery also has a separate $50,000
Ludeet for merchandising and sales

promotion. * * *




The RCA TT-10AL/AH, newest and finest of
all VHF Transmitters, is now being produced
in quantity—and shipments are being made
every week. Already a number of stations are
on the air with the TT-10AL/AH. Other sta-
tions have received their TT-AL/AH Trans-
mitters and will be on soon. Before long this
new transmitter will be the most widely used
television transmitter in the world.

The list of stations going on the air in rapid
succession with the TT-10AL/AH is RCA’s
“proof-of-production.” You too can be on the
air soon with an RCA 10-kw transmitter,

ECONOMICAL... TODAYAND TOMORROW

o This 10-kw VHF transmitter—operated in
conjunction with an RCA high-gain antenna—can
produce 100 kilowatts ERP ar substantially lower
cost per radsated kilowatt than any other transniitter-
anteuna combination now available.
o Ifyouvgotohigherpower,this10-kw VHFtrans-
mitter can he used as the basic driver for RCA's
high-power 25-kw amplifier—such as now in oper-
ation at WAVE-TV. (RCA’s 50-kw rated, high-gain
antenna can handle the extra input—with another
25-kw to spare for any future increase.)’

For complete details—and delivery informauon
—call your RCA Broadcast Sales Representative.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS pspnn:ﬁ@fjs-f_ "~ CAMDEN.N.J.
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even DELHI warcHes

m snake-charmer would
starve in Delhi —
folks there have eyes
only for WHEN.

Natch, na nautch girls in York
A State's Delhi, but if there
w) were they'd be dancing in
= the streets. That's how happy
Delhi is about WHEN . .. and
Delhi is only ane of mare than
250 cammunities braught tathe
Syracuse market by WHEN.
Gat any used cobras ta sell?
Maybe Delhi, N. Y., is not
yaur market, but samewhere
in WHEN's vast audience are
custamers eager far yaur
praduct, whatever it is.

SEE YOUR NEAREST

KATZ AGENCY

N\
. WHEN

MEHED!I’H TELEVISION
STATION SYRACU SE
=
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agency profile John C. Dowd
Dowd, Redfield & Johnstone, New York
President

On Black Friday October ’29, the day of the stock market crash,
John C. Dowd got the first national account for his agency (then
Dowd & Ostreicher. in Lowell, Mass.).

“Not that the day didnt affect us.,” Dowd remembers. *That
morning the account (Green Bros. Candy Co.) was talking in terms
of $300.000 for advertising and a sales force. By the end of the day
we were down to a £30,000 budget and no sales force.”

To Dowd the need for quick sales results from a small advertising
investment meant ‘use radio.” His Tastyeast Jesters commer-
cial for Green Bros. was one of the first singing commercials. The
15-minute variety show he packaged for Green Bros. became one of
the four top-rated quarter hours in radio during the Thirties. Green
Bros. sales zoomed despite the Depression.

Better than one-third of his agency’s $7.5 million 1952 billings
were in radio and television. “Our New York 1953 billings will be
about five times bigger than our 1950 billings,” Dowd told sroxsor.

It was in 1950 that John Dowd, then president of John C. Dowd
agency in Boston. entered New York. He bought out Blaker agency
and nerged with Redfield and Johnstone. The combined Boston-
New York operation today has a staff of 140 people with about 100
accounts. including drugs. fashions. liquor and food.

Said Dowd on the subject of trends in the agency business: “With
the advent of TV and the increased number of services an agency
has to provide for a client. a shift toward larger accounts is indicated.
The minimum ad budget with which an agency can afford to work
today is far higher than the smallest account that could be deemed
profitable a few years ago, especially in New York.”

Active in planning over-all strategy for his accounts, Dowd points
to the radio-TV success stories of two outstanding local clients:
Ehlers Coffee in New York (see “Why Ehlers” $200.000 budget is
spot to the last drop.” sroxsor <4 May 1953), and Albany Carpet
Cleaning Co. in Allston, Mass. Both clients have better than 80
of their annual ad budgets in air media, with steady sales increases
as proof of advertising efficiencyv.

A New Englander by birth, Dowd hves in Weston, Mass., with
his wife and five children. He divides each week between his Bos-
ton and New York offices by flying via Northeast Airlines (another
Dowd account.) * * %

SPONSOR



Channel 5 in Kansas City.

Radio — where the KCMO
STRONG SELL 1was devel-
oped —1is still a top buy.
Ask the Katz Agency, Inc.,
about Kansas City . . . Mid-
America ... KCMO Radio and
KCMO-TV.

; Channel 5

KANSAS

2 NOVEMBER 1953

NEW Low-Band TV

R - o -

with that Same
Strong SELL!

The famous KCMO SELLING ABILITY is now
available on television —low-band Channel 5 in

Kansas City.

Channel 5 is the low-band hot spot —right in the
middle of Kansas City’s TV selling picture.

And the sales picture is great! Kansas City and Mid-
America make up a rich, diversified big-city, small-
town and rural market with high, stable income from

agriculture and industry alike.

Fresh, bright programming . . . low-band Channel 5
position . .. strong selling ability, tested and seasoned
in radio — it’s the KCMO-TV combination that pays
off. Ask the Katz Agency, Inc.

s “:v\\)

o )
basic]"TABC T television

CITY
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OPEN LETTER TO Jack Harris

Dear Jack:

Along with football and Thanksgiving turkey, this is the time
of yvear when ad campaigns are planned.

We hope to tell you personally about SPONSOR, but it occurred
to us that a little "behind the scenes" report might be of value.

So here goes!

EDITORIAL: Our policy of providing facts and figures that buyers
can and do use has been very rewarding during 1953. We've noticed
a big step-up in readership among advertisers. We are told that
our stories are more penetrating, better researched, and generally
more useful than ever. Our Media Evaluation Study especially has
been well received. This study appears every issue and is now in
its 14th installment. Just this week Ray Lapica, our editorial
director, went to Chicago to address a big closed session of the
Central Conference of AAAA. He talked for 45 minutes on Media
Evaluation. We believe that this is the first time that a trade
publication has ever been invited to address a closed session of
AAAA. About 1 November, Ray goes to Atlanta to address the Southern
Conference of AAAA in closed session. Early in November SPONSOR's
publisher is invited to talk before the Farm Sales Clinic in New
York on the subject of "farm radio tips to advertisers."

Visitors to SPONSOR's new guarters at 49th and Madison in New York
are constantly amazed to note that about half the 18 offices are
occupied by editors and editorial assistants. This is an indication
of where our effort is concentrated. We aim 100% at giving agencies
and advertisers the material they need to use radio and television
effectively.

SPONSOR is more than ever aware of the importance of radio during a
TV era. It constantly emphasizes radio with pinpointed articles,
pinpointed sections, and pinpointed projects. We fight for both
radio and TV—no favorites.



CIRCULATION: We've stepped up our circulation effort during 1953,
especially among advertisers and agencies. The increase in account
\ executive, ad manager, and agency top executive circulation is

gratifying. Nearly 100% of the timebuyers have been reading SPONSOR
for some time—we add the new ones as they come along. Of our 8,500
copies guarantee approximately 70% go to national advertisers and
agencies.

OFFICES AND STAFF: During the summer of 1953 SPONSOR doubled its
footage when it moved to 40 East 49th Street (15th floor). Approxi-
mately 30 people now make up the staff, including full-time offices
in Chicago (Wally Englehardt) and Los Angeles (Ed Cooper). Their
field reports indicate a constantly-increasing prestige with the
universal comment that "SPONSOR is doing a better job than ever."
Homer Griffith, whom you probably know, is selling for us in the
Southwest and South. In addition, Bernard Platt (our business
manager), Ted Pyrch, and myself are helping out on sales. One of

us will be delighted to call on you any time you say.

LINAGE: Business has been good during 1953, particularly during

the second half. For example, our 19 October issue closed with

77 pages of advertising; the same issue last year totaled 51 pages.
While this is an abnormal increase we've been averaging about 20%
higher regularly. To us this is an indication not only of increasing
respect for SPONSOR but of the health of radio and television ad-
vertising. We think it will be even better in 1954.

A trade paper is only as good as the service it gives. We want
SPONSOR to be judged on this basis and to fit into your 1954
advertising plans accordingly.

Regards,

/-

NRG/abs Publisher

THE MAGAZINE RADIO AND TV ADVERTISERS USE

A
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MARKET AREAS

(Continued from page 39)

ranked 76th. A good part of this cov-
erage is in Pittsburgh. As for WJIM-
TV. about 75°¢ of the sets it can reach
are outsice its defined metropolitan
arca. The WNBF out-ide sets figure is
about 70 (.

The fact that the ranking of a Stand-
ard Metropohtan Area is often uo in-
dication of the TV coverage originat-
ing from that area has two facets. On
the one hand, as shown above, SMA
ranking can depre:s the importance of
a market to television advertisers. On
the other hand, SMA ranking can be
misleading for the opposite reason.
That is. it can make a metropolitan
area sound like a bigger TV market
than it really is. For examnple, New
Orleans. which was ranked as the 22nd
U. S. Standard Metropolitan Area ac-
cording to SSCB's list in SPONSOR,
was ranked as the 41st U. S. TV inar-
ket by NBC before the network discon-
tinued releasing coverage figures last
April.

In both cases. however. the lesson is
the same: All markets must be intelh-
gentlv  evaluated before they are
bought by the sponsor.

gets around 7« vl

66

All of this leads to the insistent ques-
tion: What is a Standard Metropolitan
Area?

It is first of all a way of comparing
one market with another. The think-
ing behind it was that the inarket zones
chosen for comparison should have a
broad usefulness, not only for media
buyers but for other groups in the
country and other agencies in the gov-
ernment.

In setting up the boundaries of a
inarket zone it is obvious that some
kind of recognized political or civil
boundaries have to be used. You can’t

say that such-and-such a metropolitan

area goes out to Sneering Rock Road
as far as Effingham’s Drug Store and
then shoots south along Highball Al-
ley. for example.

No one in his right mind considers
the corporate houndaries of a city as
useful now. Before the current defini-
tion was worked up. the Census Bureau
defined what it called a “metropolitan
district” along township lines. How-
ever. it was felt that many types of
data useful in comparing one metro-
politan zone with another are available
only on a county basis. So. the county
became the basic unit of the new
Standard Metropolitan Area.

Serving

Intermountain

The current definition was worked
up by 1950. Work was done by a Fed-
eral inter-agency committee under the
direction of the U. S. Budget Bureau,
but local interests were brought in to
help in defining an SMA. Because of
this “democratic procedure” there
were many comprowmises. However,
neither the defined areas nor the cri-
teria have been frozen.

A Standard Metropolitan Area starts
with a city of not less than 50,000
people (the SSCB list in SPONSOR,
based on a Sales Management compila-
tion, goes down to 35,000). By defini-
tion the county in which the city is
located is considered as within the
Standard Metropolitan Area.

The next step was to decide what
contiguous counties 10 add to the nu-
clear county, if any. The general idea
was that the county under considera-
tion must be integrated economically
with the home county. There must be
a large volume of travel and communi-
cation between the city or cities in the
home county and the outlying county.

Here are the rules laid down for
adding contiguous counties:

1. The county must have (a) at
least 10.000 non-agricultural workers,

(Please turn to page 76)

ot of area ... KSL- TV

. and “a lot" mcans 39 big countices in

four Western states!

Two-thirds of a million pcople annually carn almost
a billion dollars in the KSL-TV primary arca alone,

The c¢ffective buying income, per family, is ncarly $5,000.

To ropce vour share of this plump budget, use

KSL-TV, represented by CBS-TV Spot Sales.

’.‘»3, KSI.'TV SALT LAKE CITY

America

SPONSOR
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How to

ANDMIRAL

thaw out customers

for a

frozen food

plan!

This Spring, Radio and
Appliance Corporation, Nashville
distributor for Admiral Appliances,
decided to see if WSM-TV could develop
leads for Admiral’s Smart Living Food
Plan. The plan involved purchase of a large
quantity of frozen foods plus an Admiral
Home Freezer.

The commercials on one half-hour program
were devoted to selling the plan with an
invitation for the audience to call a tele-
phone number for additional details.
Within two hours after the show 120 calls
had been completed! Jammed telephone
lines caused many other calls to be missed.
Calls were used as leads for sales follow-ups.

————  Qut of leads from that single TV half hour,

Admiral sold fifteen Freezers ($429.95 to

‘.
i
i
;l’l
i

$799.25) in the next two weeks and
salesmen are still working follow-up calls!

This is just one more example of the
unusual selling job which WSM-TV is doing
for a wide variety of products and services.
For documented success stories ask
Irving Waugh, or any Petry Man.

Nashvile WISMM=TV channel 4
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in Washington, D.C.... EVENING IS EVEN BETTE

particularly over WHW DC, Washington’s Personality Program Statior |

WWDC Average 40% Sets in Use Listeners Per Set
Ratings |
116%
102%

100% 100%, | 100% }

I

I

6:00-9:00 A.M. 6:00-9:00 P.M. 6:00-9:00 A.M.  6:00-9:00 P.h;r 6:00-9:00 A.M. 6:00-9:00 P.M. '

Comparison WWDC Average Ratings, Sets in Use,
Listeners Per Set 6-9 A.M. vs. 6-9 P.M. Mon.-Fri. 6-9 A.M. equals 100%

-

*Source: The Pulse of Washington, July-August, 1953

This is one in a continuing series of advertisements based

It’s an eye-opener but it’s true—evening radio time is even : i
y on regular syndicated audience measurement reports. i

better than early morning which is indisputably a splendid
value considering listeners per set, audience turnover and
family-type audience.

To achieve a uniform basis of measurement, the radio
stations chosen for this series are all John Blair-repre-
sented outlets . .. all in majbr markets.

JOHN
IR

& COMPANY

For example, a survey* made in Washington, D.C. of the
three hour periods 6:00-9:00 P.M. versus 6:00-9:00 A.M.
Monday through Friday produced this astounding comparison:

40% higher average ratings on WWDC in the evening.
2% more sets in use in the evening.
16% more listeners per set in the evening.

The figure for sets in use at night is especially arresting because B I ,

W gton, D.C. is a mature television market, and a city

where carly rising hours have contributed to greater radio
listening in the “10“11'ng_

And Was ton, D.C. is just one of many other markets
across the nat -again including mature television areas— i
where evening radio offers a much bigger audience than ecarly

morning, and a much lower cost per thousand for advertisers.

All percentages point to evening radio as today’s best buy.

N\ Asrarticor

\dvertisers and agencies who want to get the most tor their
t detailed proof of this statement simply by
calling their John Blair man today!

REPRESENTING LEADING
RADIO STATIONS .

NEW YORK « BOSTON » CHICAGO
ST. LOUIS + DETROIT +« DALLAS
SAN FRANCISCO ¢ LOS ANGELES
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YOU MIGHT CLEAR 15 7% =

BUT.. YOU NEED WKZO-WJEF RADIO
TO “GO OVER™ IN
WESTERN MICHIGAN!

Use WKZO, Kaluamazoo. and WJEF, Grand Rapids, and
vou get more Western Michigan listeners, for cousider-
ubly less cost-per-thousand.

WKZO-WJEF get 37.99% more evening listeners.
105.09 more afternoon listeners, and 70.89, more

GRAND RAPIDS-KALAMAZOO AREA PULSE SHARE
OF AUDIENCE—MON.-FRI.—FEBRUARY, 1953

6 a.m.-12 noon 12 noon-6 p.m. & p.m.-12 midnight

WKZO-WJEF 419 41, 40°%, . . . .
] '% (2] 7 /e morning listeners than the next two stations combined.
X » Mare 53 Nielsen Re redits WKZO-WJEF
STATION “B" 139, 139, 179 T!u .lxr.(,h, 1953 l(,.l~(‘n lhpm:l “td" . Z0-W]JEL
N = B with a 12-county audience of 151.050 davtime homes,
130.530 unighttime homes. On a per-thousand basis,

STATION "C" 1% 75 12°¢ - - . =g = .
i 1% e ’ WKZO-WJEF costs 23.99, less at night. 54.7% less in

. > < <7, N r Y « » > -
STATION "D" 9% 7, 9% the uflornom'l, 18.6{0 less in the morning, than the next
best tico-station choice!

(a) Does not broadcast for complete period and the Ask Averv-Knodel for all the facts on WKZO-WJEF,
share of audience is unadjusied for this situation. Western \'“chi"']n'ﬂ outstandine radio value
- - c‘ > - bl L3 (2 ..

Ihe JT(){)"("/ Slelians y A v
ST €D TAmos KaLawAZOO CBS RADIC CBS RADIO
WJIEF.FM — GRAND RAPIDS-KALAMAZOO
KOLN —UNCOLN, NEBRASKA KALAMAZOO GRAND RAPIDS

Associated with

WMED — PEORIA ILLINOIS Avery-Knodel, Inc., Exclusive National Representatives
*Cornelius Warmerdam of the San Francisco Olympic Club set this world’s record on May 23. 1942,
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THE NEW KEY TO

.
i

KJF-TV;
| Qhannel 53
" ' PITTSBURGH 4

W W HEAR
It’s good business to sell the
rich Pittsburgh market through
WKJF-TV, Pittsburgh’s pioneer
UHF television station. In addition
to “top” NBC shows, WKJF-TV
offers a wide range of local-interest
programs—all designed to assure a
high audience ““‘pull” from America’s
eighth largest trading area. And re-
member——the more than 680,000 set
owners in the Pittsburgh area are

converting fast to receive Channel
53, Pa Pitt’s Preference.

Outstand;
Ing Y4

* Ethel ong Albert
Holl of Fome « Kroft 7
*Dennis Duy'M'-Peepe
Berle Bob Hope .
MO!gie . T*Men .
* Dinoh Shore -
Armsrrong Circle
mony others;

s *Milton
My Line
TV P'°Y“°use
Bob Considine »

Theofre .-.ond

PITTSBURGH

National Represeatatives: WEED TELEVISION. o

New York  Chicogo  Detroit  Boston
San Frandisco  Atlanta  Hollywood =

& - o sW et et Al
.. v «p L\-;*,:'

s AR
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MARKET AREAS

(Continued from page 606)

or (b) 109% of the non-agricultural
workers in the SMA or (c) more than
half of its population living in con-
tiguous minor civil divisions with a
population density of 150 per square
mile.

2. The county must have at least
two-thirds of its working force engaged
in non-agricultural work.

3. A county is considered integrated
if (a) at least 1597 of the workers
living in the county work in the home
county, or (b) at least 257% of those
working in the county live in the home
county, or (c) telephone calls from
the county to the home county aver-
age at least four calls per -ubscriber
per month.

There is one big exception to these
rules. In New England. the city and
town, rather than the county, was
used to define the metropolitan areas.
However, Sales Management, as well as
<uch agencies as J. Walter Thompson,
decided to be 1007% consistent and
use counties for defining the metropoli-
tan areas in that section of the country.

It becomes apparent that a lot of
work, detailed fact-gathering and give-
and-take went into the definition of the
“standard”™ metropolitan area. That is
one reason why it is used as much as
it 1s, even where TV buying is in-
volved.

\s one agency researcher told srox-
sOR, “Where else can you find a stand-
ard that everybody will agree on?
Sure. the SMA definitions won't satis-
fv everybody 1007%. Thev weren't
made to. But thev give vou an awful
lot of information. Thev dont count
all the TV homes covered from anv sin-
gle market. But nothing i< stopping
an agency from going into the matter
of TV coverage. too. It’s not a matter
of SMA definitions being the only
source. It's a matter of their being a
jumping-ofl spot for further research
into what stations to buv.”

JWT's Dr. Reed put it this way:
“The SMA is the volk of the egg. You
want to know how much volk vou have
before going into the problem of the
white of the ege. You can add a~ much
white as vou want afterward. The
SMA definitions are marketing areas,
not a media listing. TV stations are
not the onlv ones who complain that

their coverage and SMA boundaries
are not the same. Newspapers com-
plain. 100. But just because some ad-

vertisers don’t buy media intelligently

ROPED...
HOG-TIED and
BRANDED

KROD-TV “ropes” more viewers
because our full-power trons-
mitter with mountoin-top loco-
tion gives the greotest coveroge.
We “hog-tie’’ more viewers be-
couse we give them top-roted
progroms both locolly and
notionally.

Why don’t you “brond” them
with your brond by toking
ovoilobilities on KROD-TV?

YOU'LL SELL MORE
ON CHANNEL 4

Llet o BRANHAM MAN help you
select choice ovoilobilities ond
give you complete detoils on
EL PASO —the IDEAL Test
Morket.

t KROD-TV is offilioted with
KROD—600—CBS—5000 wotts
ond the El Poso Times

KROD-TV
| CHANNEL 4 ¢ EL PASO, TEXAS

Raderick Broadcasting Corp.
Darrance D. Raderick
Chairman aof Board
Val Lawrence Dick Watts
Pres. & Gen. Mgr. Gen. Sales Mgr.
The BRANHAM Co., Natianal Representative

F:‘
KVOS-TV
ATTS
Kvos lo790 K C
-—ﬂ
KPQ 5560 K C

acgerey po
AT E
[tnawg g

JeN
. ot
L]

Here's 55.47 of
WASHINGTON STATE'S
CASH FARM INCOME

Represented by

jorjoe 8 CO-
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OCAL livetelevision programs

have the most selling power

In Los Angeles that means KT A

KTI.A has more top local live programs than

any other television stanon i lLos Angeles

KTIL.A, its programs and its personalitics won
S out of 21 awards for POPULARITY this vear

.. that 1s twice as many as any other television
station received and more than any other two Los

Angeles stations put together

5 KTLA Offices and Studios e 5451 Marathon St., Los Angeles 38 ¢ HOllywood 9-318]
PAUL H. RAYMER COMPANY « NATIONAL REPRESENTATIVE

I
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is no reason to do away with the SMA
definitions, which are thie most useful
information for marketing men.”

A research executive from one of the
top agencies said, “It makes sense that
TV markets should be ranked accord-
ing to their coverage, but there’s one
big question: Do we have enough re-
liable information on coverage? Per-
sonally I think we don’t. Then there’s
another point. TV coverage i a func-
tion of a station’s signal. [t really has
nothing to do with a market listing as
such. For example. take a TV station
in a small market that gets a good au-
dience in a large market. Does that
inake the small TV market a bigger
TV market? I don’t think so. It means
that the station’s signal goes a certain
distance. H the station holds its au-
dience in the big market, that’s fine.
The station should certainly tell its
story to timebuvers. But all that has
nothing to do with the ranking of the
small market.”

It was generally agreed that an up-
to-date census of TV sets would do a
lot of good at this juncture of TV
history, not to mention an up-to-date
coverage study with, of course, UHF
statious included. Barring this, the
consensus among agency people was

(oming to
AlBANY‘TROY'SCHENECTADY

wrni
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that if a market’s SMA rank gives no
true indication of the coverage of TV
stations in that market, it was up to
the stations to do a missionary job.

However, agencies are not just sit-
ting back and waiting for the station
story to come to them. They are learn-
ing more and more about individual
markets and relying less and lezs upon
SMA data to buy them. The top agen-
cles, especially, are working up their
own TV market data, much of it cus-
tom-tailored for individual clients.

A researcher working on one of
these projects said: “Our TV market
data is comparable in detail to SMA
data. Our aim is to describe the TV
inarket in terins of the actual TV cov-
erage. That’s not an easy job because
there is still the problem of knowing
the extent of a station’s coverage. Niel-
sen coverage data is out-dated. So
while our intentions toward TV sta-
tions are honorable, we still haven’t
reached the point where we can rank
a TV market as accurately as we can
rank a metropolitan area.

“A few of our TV clients prefer to
use SMA data as their basic market
vardstick but we have been educating
them as well as some of our own peo-
ple on the broader approach.” * * %

CHANNEL |
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DE JUR CAMERA
(Continued from page 35)

De Jur’s two air advertising vehi-
cles were recommended by its agency,
Friend, Reiss, McGlone, to appeal to
just such an audience—the husband
and wife listening or viewing together.

Account Supervisor Lee Friend ex-
plains, “We’re concentrating on sell-
ing the wife, but we want the husband
to be there, too, to clinch the sale.”

De Jur has its eve on the man of
the house with good reason. Its air-
sold products are not priced low
enough to be paid for out of a house-
wife’s pin money.

A manufacturer of precision elec-
tronic equipment for the past 30 years.
De Jur moved into the camera line 15
vears ago, concentrating mainly on
movie cameras. Today cameras and
camera equipment account for 60%
of its gross sales.

Via radio and television, De Jur is
plugging the following items:

Exposure meters. retailing for
$26.95. Reflex (still) cameras, $99.50.
Movie projectors, $159.50. Motion
picture cameras, ranging from $77.50
to 8275.

Friend, Reiss, McGlone recommend-
ed Rain or Shine because of the natu-
ral tie-in between picture-taking and
the weather, chose Saturday night
since families have occasion to use
cameras most on Sundays. The show
consists merely of the day’s weather
report presented by comely Carol Reed.

De Jur plugs three items on each
show: one 10-second mention in the
opening shot (Miss Reed holds an ex-
posure meter or a camera in her hand
when she opens the show); one item
is spotlighted in the 40-second middle
break; a third product is mentioned
in the 10-second closing portion.

“Miss Reed’s opening remarks pro-
vide a natural tead-in to her first plug,”
says Ed Ratner. radio-TV director.
“The plugs are all ad-libbed and are
based on the weather itself. For in-
stance, if it’s raining, she’t hold up a
movie projector and say, ‘This is per-
fect weather to stay at home and run
off the movies vou took last summer’.”

During the middle commercial Miss
Reed sells by demonstration. “That’s
one reason we re so sold on television,”
says Sales Manager Deitchman. “De
Jur cameras have many features which
onlv live demonstration can show.”

For example, one commercial may
be devoted to an explanation of the
movie camera’s “Fadematic’ feature.

SPONSOR




When the Nickel Plate Road (The New York, Chicago

and St. Louis Railroad Company) decided to promote a week-

end excursion trip from Chicagoland to Niagara Falls through radio
advertising, Station WMAQ was chosen to do the job — ALONE.

A schedule of only 15 announcements resulted in a complete sellout of 950 excur-
sion trips—or, a 3000 PER CENT return on the advertising investment. As the
Nickel Plate wrote:

“This response is certainly a fine testimonial to the effectiveness of
your handling of the announcements. It is my understanding . . . that
your announcers were specially instructed to get results, and there
is no question that they did.”

HERE 1S PROOF OF SELLING POWER!

Needless to say, the Nickel Plate soon was back with another WMAQ schedule.
This advertiser, like so many others, has learned there is NO SUBSTITUTE for
the Quality Audience and Quality Selling of

the quaviTy STRTION it Chicago Rag;,

Quality Programming az A |
Quality Facilities w

Quality Audience

CcmICAEE
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ALA, WATM

WAUD

WAVU

WBHP

WCRI

WCRL

WwGYV

WIRB

WIAM

wJjss

. WKLF

S [ l l WUAY
WMmLS

| WMOZ

WMSL

WNPT

wpBe

THE SOUTHe -

WRFS

WRLDA

WRM.

WULA
Thru number and diver-. AT
sification small town radio WwwR
is the only medium that m'ﬂ
guarmltees—communfty N.C ai?g
by community—complete ™~y
selling coverage of the DA

south. Each station, be- WEYE
cause it is highly local, WA
knows its own audience wHpe
intimately and programs hi
solely for it—sells solely WLON
WwLTC

to it. Get the whole story WMRA
on 65 small, sure-sell sta- wans
tions that blanket the heart wste
of the South with .5 m/V s ¢ wacs
i S
clear reception, gll at e,
locally competitive rates. wacy
Represented individually WD
i I i J— WGSW

and in combinations by e
WwWLBG

woLs
SOUTHERN RADIO
WIND

REPRESENTATIVES ., i
GA. WCGA

WCON
1

617 Peters Building, Atlanta, Ga.  wimo
CYpress 0053

TENN. WGNS
FLA, wJBS

KWJl) SPOTS
are “Point of Sale”
Advertising

KWJJ’s “On the Spot” Blanket
Coverage plan gives you 175
spot announcements during a 4
week period—PLUS nine solid
hours of Remote Broadcasting
from the dealers own place of
business.

ALL FOR §700.00
Support your local distributors
with this hard hitting »
economical spot pack-
age.

“KWdd

{ 1011 S.W. 6th Ave. -

PORTLAND 5,
OREGON ...

i
T— ‘%Iﬁ&‘

Nat'l Reps.: BURN-SMITH CO.
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De Jur’s Fadematic apparatu- consists
of a knob which the operator turns to
dissohe smoothly from one shot to the
next. With other cameras there is usu-
ally a button to push for each different
scene. making for an abrupt shift in
the picture. De Jur says.

In the Fadematic commercial Miss
Reed liolds a movie camera so that
I'V viewers can see exactly what knob
she’s talking about. and turns the knob
to demonstrate how it works. On the
TV screen itself the TV camera duphi-
cates Fadematic action with a smooth
dissolve from Miss Reed to a closeup
of the movie camera.

The message accompanying the ac-
tion stresses how simple it is to operate
a movie camera and the professional
results you can obtain:

“Here’s truly the Cadillac of all mov-
ie cameras-the De Jur Fadematic
eight millimeter movie camera. This is
the only home movie with the authen-
tic Hollywood touch. With the Fade-
mmatic your home movies look like a
Hollywood production. One scene
fades right into another. Nothing
looks jumpy. Our director is showing
you these exciting effects with the TV
camera. And you get these envied ef-
fects just by turning this dial. No ex-
tra attachments needed. Youw can even
take movies of vourself. And like all
De Jur movie cameras even a young-
ster can take wonderful movies with
it....7

Cowmmercials for other De Jur prod-
ucts follow much the same pattern.
with the TV camera showing home
viewers what De Jur owners see
through the camera viewfinder when
they turn various knobs or push dif-
ferent buttons. For instance. one com-
mercial on the still camera demon-
strates how simple it is to focus the
caniera by showing a fuzzy picture of
Miss Reed followed by a clear picture
(after she turns the focus knob).

De Jur bought the Tex and Jinx
Show over WNBC because it felt Tex
McCrary and Jinx Falkenburg were
established air personalities with a lov-
al following of young homemakers,
and because the show is aired at a
time when many husbands are still
at home breakfasting (8:30-8:15 a.m.).

“Another important angle.” add< Ad
Manager Bas=suk. “is that we cen tie in
the McCrary family (they have two
children’ with the fact that De Jur
is a familv camera.”

All of the show’s De Jur commer-
cials have stres<ed the simplicity of op-

erating the equipment. The commer-
cials counsist of Tex’s explanations to
Jinx of how to use one particular but-
ton or knob on the camera, how to set
an exposure meter, how to use the
projector. Jinx gets one lesson in cam-
era usage each week (Bassuk says the
lessons are authentic; Jinx was always
on the other side of the camera be-
fore).

De Jur features one product for
three consecutive weeks on each show.
Different products are spotlighted on
radio and TV during a given three-
week period.

The company feels it achieves great-
er believability for its commercial mes-
sages by helping performers get first-
hand knowledge of the equipment. To
this end, 1t arranges for the stars to
make periodic tours of its Long Island
City plant. On the tours they see vari-
ous products in different stages of as-
sembly, become acquainted with latest
developments.

Says Bassuk: “We feel they sound
more convincing when theyv talk about
precision equipment if they've actually
seen the kind of work that goes into
making a particular item.”

The camera firm plans to repeat its
successful radio and TV formulas in
at least five additional markets by early
1954, may buy into other markets for
a Christmas promotion as well. Al-
though plans are not as yet complete.
the agency has its eve open for avail-
abilities in Loz Angeles, Detroit, Chi-
cago, Boston and Pittsburgh. It wants
to buy shows featuring established lo-
cal personalities, is concentrating on
weather, news and husband-and-wife
programs.

“We're interested in programs. not
announcement campaigns,” Deitchman
says. ‘“‘Cameras arent the kind of
thing vou run right out and buy after
hearing a commercial. as you might a
carton of cigarettes. For our type of
merchandise you need a good sales-
man with a strong following. We're
aiming for the personality tvpe of sell-
ing.”

De Jur is backing up its air sales
personalities with strong dealer mer-
chandising for both of its air efforts.

Its past merchandising has included
a night letter to dealers in the New
York area preceding the first Rain or
Shine show: hiweeklv mailings which
give dealers information on just which
items are to bhe mentioned on the air
during specific weeks and counter
cards. In addition. De Jur salesmen

SPONSOR




Yes, indeed! There’s big news in St. Louis! “Big Mo,” St. Louis long-awaited ABC television affiliate,
has arrived, and commercial programming is now underway. Missouri televiewers, like national advertisers,
are coming aboard the entertainment battlewagon for a variety of the very best in television entertainment.

Yes, there’s big news in St. Louis! And, there caa be big news around your sales office, if you reserve
space . .. today . .. for your product on “Big Mo!” J>in the many important, forward-looking national and
regional advertisers on KSTM-TV, and let “Big Mo” fight and win your sales battles!

H-R TELEVISION INC. 1w v0rK . CHICAGO - SAN FRANCISCO » LOS ANGELES

ST. LOUIS

AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL
2 NOVEMBER 1953 81




—

received envelopes to distribute to deal-
ers containing autographed pliotos of
Tex and Jinx and Carol Reed. To get
the pictures it was uccessary to open
a combination lock on the outside of
the emvelope. The combination? The
numbers “27 and 660" (emphasiz-
ing the fact that the TV show i on
Channel 2. the radio show on fre-
quency 0600).

The De Jur-Amsco Corp.. headed by
Ralplr A. De Jur. president. and Har-
rv De Jur. secretary-treasurer, ranks
third in annual motion picture cam-
era production. DBell & Howell takes
first place, Revere Camera is scc-

ond. Still cameras were added to the
De Jur hne last year and do not ac-
count for a sizable part of total sales
as yel.

De Jur’s present radio and television
shows are not its initial venturcs in
the air media. About four years ago,
it sponsored Bob and Kay on television
in Chicago, a daytime show, and two
years ago it had Date in Manhattan,
another daytinie TV show, over WNBT,
New York.

Among its chief competitors, Revere
Camera is the sole manufacturer to
have tried out the air media, although
most camera manufacturers rely heav-

A SIMPLE SELL-HOUETTE!

ily on gihveaway shows, hoping 1o es-
tablish their trademarks by giving
away equipment as prizes.

Revere Camera, a Chicago firm,
spent some $700,000, or two-thirds of
its annual budget in radio four years
ago. It sponsored 4 Date with Judy
over ABC Radio among other pro-
grams; it used an institutional ap-
proach, dropped the show because it
wanted to cut down on ad expendi-
tures during a period of plant expan-
sion. The thow was an “educational”
rather than cash register effort.

Revere now gives cameras away over
such <hows as Queen for a Day and
Break the Bank. A company executive
told sroxsoRr the firm would return to
the air only on a network basis to keep
all its dealers happy, would sponsor a
television show only on a shared or
alternate-week basis to cut costs.

Just as the photography magazine is
the favorite print medium for most
camera firms, the quiz show has top
priority as an air advertising vehicle.

Camera manufacturers like to get
“free” plugs by giving away their
products. De Jur doesn’t go along with
this type of advertising because. in the
words of Bernard Deitchman, “You
have to give away at least a million
dollars” worth of goods to make a dent
in the listener’s memory!” * * &

peaches 1t’s |
Wi EN Market,

shows WREN has mare listeners mare hours
than any other station in Tapeka!

WREN has a good Market

WREN delivers yau bath Tapeka—with
big, money-producing industry like Good-
year, Santa Fe, Farbes Air Force Base—
and a rich Eastern Kansas market that
ranks high in the nation far per capita

BMI CLINICS
{Continued from page 42)

5:00-6:00 p.m, for kids’ show time.”
Elmo Ellis, WSB, Atlanta, Ga.:

i e.
fneam “Women: 8:00 am., 6:00 p.m.,

WREN works that Market | i e neif Wi

drama, quizzes, interviews, religious
WREN warks that market with a full-time

and audience participation.
merchandising department ta make sure your

“Men: 6:00 a.m., 8:00 a.m., 6:00-
11:30 p.m. News, music, mystery,
comedy, sports, and quiz shows.

“Children: Saturday morning and
weckdays from 4:30-8:30 p.m. Ad-
venture, mystery, comedy and music
for children.”

praduct is stacked and displayed. A gaad mar-
ket, goad caverage and first-class merchandis-
ing. They all add up ta SALES.

Q. How can a d.j. programn be given
a new nweist to gather more listeners—
as well as keep present audience?
Thie majority thought that local tie-
ins would strengthen their d.j.’s posi-
tion. Among the tie-ins suggested were
question sessions during which local
evenls might be discussed; calling in
representatives of school groups to par-
ticipate in the show: adding weather
forecasts: local sport scores; personal
appearances by the d.j. at local events;

5000 WATTS TOPEKA, KANSAS
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a new station

with a 28-year reputation

What a success story! On the air since October 15th and
already a leader in the market. WHY? Because KOIN-TV
has benefited by the loyalty and audience acceptance which
radio station KOIN has built over the past 28 years. Viewers
have confidence in KOIN-TV's programming--they are
enthusiastic over the sharp clear picture that VHF assures.
This is the kind of impact that sells merchandise.

A POWERFUL station reaching a BIGGER market

What a prosperous market! KOIN-TV’s 56,000 watts of
power (100,000 soon) is reaching out to a family of cities
with per capita sales MORE THAN DOUBLE the national
per capita retail sales average*. Set sales are booming:
with over 150.000** in use now and the number growing
every day. It's a rich, bustling ready-to-tap market.

Write, phone, or wire for complete information and
availabilities.

* 208 1aed 1 53 -\

AVERY KNODEL, INC. National Representatives

New York * Chicago °* Los Angeles * San Francisco * Atlanta ¢ Dallas
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‘Clint Buehlman

MUSICAL i
Top Rated 22

R alph ]f-ulilu’//

Ltocat SPORTCAST DEAN

WBEN has personalities—plus. They add personal punch to

your sales message. Buffalo-area audiences believe WBEN personalities,

Call or Write any CITRISTAL Office in New York,
Chicago, San Francisco, Boston or Detroit.

SOUTHWEST VIRGINIA’S pwnem RADIO STATION

BJ .. Roanoke's LARGE
‘ ECONOMY SIZE

Virginia has:

e 891500 families

e 861,890 RADIO families

e 292,520 TV families

e 413,740 CAR-RADIO families
And the WBD) area

Includes about

V4 of Virginia's Population
and Retail Sales.

Source: A. C. Nieisen Co., Inec.

Established 1924 . CBS Since 1929
AM . 5000 WATTS . 960 KC
FM . 41,000 WATTS . 94.9 MC

ROANOKE, VA.
Owned and Operated by the TIMES-WORLD CORPORATION

_ FREE & PETERS, INC., National Representatives
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answering listener requests. Counted
among station management which fa-
vored this tie-in approach to a d.j.
show were Elmo Ellis, WSB, Atlanta.
Ga.: Mark l.. Haas, KMPC, Los An-
geles; J. F. Jarman, WDNC, Durham,
N. C.; Arch L. Madsen, KOVO, Provo,
["tah; Ben B. Sanders, KICD, Spencer,
lowa: Joseph T. Connolly, WCAU,
Philadelphia.

An original gimmick or novelty twist
was suggested by other Dbroadcasters,
including Bill Kaland, WNEW, New
York: Jack Kerrigan, WHO, Des
Moines, lowa: Murray Arnold, WIP,
Philadelphia; Karl Janssen, KTUL,
Tulsa, Okla.

Prominent among those advising less
chatter and more music was James D.
Russell. KVOR, Colorado Springs.

Quotes: Specific suggestions as to
d.j. program format were made, too.
Said Dick Camphell, WDVA, Danville,
Va.:

“Perhaps such a thing as a simple
gimmick which we incorporated into
one of our shows: devoting about five
minutes to congratulating all those
having a birthday on a particular day.
We invited the listeners to drop us a
card stating their birthday. We read
the names, draw one from a hat and
a local bakery gives the winner a birth-
day cake. ...”

Pete Moon. W]JD, Chicago. found
that the “teen-age gimmick” seems to
work:

“The only new twist we have tried.
which seems to have worked. is to
cut down on the talk—maximum ad
libbing of 15 seconds before each rec-
ord. . . . Also, playing up to the teen-
agers, without making the program
into a ‘juvenile delinquent hour’.”

Besides stressing selection of music.
Jim Hanlon. WGN, Chicago. also em-
phasized the importance of a strong
d.j. personality:

“I suggest devoting thought to de-
velopment of d.j. personality—make
him provocative, interesting and a bit
unpredictable.”

Sid Boyling, CHAB. Moose Jaw,
Saskatchewan, gave a detailed formula
for a successful d.j. show:

“A d.j. program or any other type
of program should be built around the
program formula (1) an idea or ex-
cuse for talking: (2) material—it may
be music. it mav Dbe information: (3)
personality to present the information
or a personality resulting from the
composition of the show. Looking at
this formula vou could see that the

SPONSOR




(FARGO, N. D.—CHANMNEL 6)
COVERS
- THE NATION’S

THIRD-BEST* COUNTY
IN RETAIL SALES
PER FAMILY!

(WITHOUT OVERLAP FROM ANY OTHER TV STATION!)

'\ml besides — Cass County. Fargo’s home connty, 1s the

nation’s 73rd wholesale market. Fargo ranks higher in

2 wholesale sales than many larger eities such as Camden.
\ ; -7 .
i New Jersey and Wilkes-Barre. Penusvlvania.
X Which is just to =ayv that our Hayvseeds thronghont the
. . .
& rich Red River Valley wmake a rchole lot of mazoola
S and spend it rapidly on practically everything vou can
TA . ' . ] .
X thiuk of. including television reeeivers and vour products!
N :
¢¢‘ May we — or Free & Peters — give vou the whole story?
O
< *Cass County is third-best among all U. S. counties of over 50,000 population
SIS
=
25

Affiliated with NBC o (BS o ABC e DUMONT

FREE & PETERS, INC., Exclusive National Representatives




main problem in a d.j. show is that
too much stress is put on the person-
ality and too often there is no mate-
rial for his speechh or excuse for his
talking.”

W. Robert Rich, WBEN, Buflalo,
New York, said:

“Why give twists to .j. programs?
Take a sincere, friendly personality, a
knowledge of music, an intelligent ap-
proaclt to what is in good taste, a feel-
ing for servicing the audience within
the community . . . the result will top
all of the gimmicks in the world.”

‘herever you
o there’s

adio

Hotter than a four-alarm fire are
WGR's new highs in audiences
throughout Western New York,
Northwestern Pennsylvania and
nearby Ontario. It's the most

listened-to station in the areal ™ /
/s

CBS
Radio
Network

Q. How far should a regional station
go in presenting local news?

Summary of broadcasters’ answers:
Station management felt, overwhelm-
ingly, that local news is a vital part
of a regional station’s function. It’s
the regional station’s hold on its audi-
ence—the ability to tell them events of
general interest to the coverage area
from the point of view of familiar lo-
cal personalities and places.

Quotes: Mort Silverman, WMRY,
New Orleans, went so far as to say:

“A regional station covering local

For exomple:

WGR gives Columbio’s
top network programs
some spectacvlar rat-

ings in the Buffalo areo.

BROADCASTING
CORPORATION

RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.
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news should have correspondents in
all important townships within its lis-
tening radius.”

Said James L. Howe, WIRA, Ft.
Pierce, Fla.:

“The secret of local news is names—
names of people we know and with
whom we have some common associa-
tion. A regional station, therefore,
must of necessity limit its local news
coverage to hot spot news to get the
maximum effectiveness in its news-
cast. In reverse, the smaller the sta-

tion, the more local its news coverage
should be.” * % *

NEW RADIO CLIENTS
(Continued from page 29)

$106,313,622) vs. the same period
in 1952. Narrowed down to the last
month of this period, the radio net-
work business level for August 1953
was 0.67 ahead of the same month a
year previous. How healthy this is
can be judged from the fact that in
February of this vear the sales level
was 5.57¢ below that of February 1952.
Network executives are confident that
later monthly figures will show even
greater percentage gains.

As the sales v.p. quoted earlier point-
ed out, network radio business today
is coming from a variety of sources—
new business, old business returning,
present business increasing.

Here are some network-level high-
lights:

1. New business:

North American Van Lines and Na-
tional Homes Corp.—two products as
related as ham and eggs; the first is
an interstate mover, the other a maker
of prefabricated houses—recently made
their entry into big-time radio on MBS.
The two firms are alternate-day spon-
sors of Gabriel Heatter in the 8:45-
8:55 a.m. slot. Agency: Applegate Ad-
vertising of Muncie, Ind., for both cli-
ents.

Coleman Co., manufacturers of
kitchen ranges, started its first major
use of network radio this fall, buying
“Tandem™ on NBC Radio. Shows in
whicli Coleman will have participating
announcements include: Six Shooter,
Eddie Cantor and Barrie Craig. Agen-
cv: N0 WU Aver.

2. Old business returning:

Socony-Vacuum Oil Corp.. which
hasn’t had a major network radio show
since 1947, is back in the act on NBC
Radio, sponsoring a 22-week series
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Milwaukee' ¢ New Baby
i¢ no longer 2n Infant

FROM TODDLER TO MILWAUKEE'S BIG TV
STATION IN A FEW SHORT WEEKS

Yes, WEAN-TV Milwaukee’s million-
dollar TV baby, changed from diapers to
long trousers fast. On the air a week and
WEOANTV was walking right into tens of
thousands of Milwaukee homes. NOW, only
FIVE WEEKS LATER, is running
high, wide, and handsome all over town,
into almost 150,000 homes.

He's really covering the rich Milwau-
kee market for canny local advertisers.
And WCANTV is getting blanket cover-
age for America’s largest and smartest

national advertisers.

So, if you haven't seen Milwaukee’s
newest baby, take a peek now. For even a

baby knows that in Milwaukee you're seen
best on Channel 25, M

TELEVISION

PRIMARY AFFILIATE

\
" CHANNEL 25, MILWAUKEE

REPRESENTED NATIONALLY BY O. L TAYLOR & CO  ALEX ROSENVAN, NEW YORK, BUSINESS MANAGER
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(OLD!

IN SOUTHERN
CALIFORNIA

You don't have to dig for it.
You don’t have to pan it. It's
rolling into the cash registers . . .
as California again this month
hits a new high for “settlers”!

\
&

MARKET FACT NO.1:
More families are moving

to California every month

than ever moved to any part
of the world in any time

in history. It’s a “‘gold rush”
for advertisers.

MARKET FACT NO. 2:
KMPC gives you primary
coverage of Southern
California in 205 communities.
Like to hear about the

golden opportunities for you?
Call, write or wire:

AM Radio Sale: Co.
New York. Chicago. Los Angeles

50,000 watts days » 10,000 watts nighits

Gene Autry, president
Robert Q. Reynolds, vice president

RADIO

AMERICA'S GREATEST

ADVERTISING MEDIUM
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(price: over $750.000) on Sunday eve-
nings of NBC Symphony, starting 8
November. The pitch will be strictly
institutional, but the selection of me-
dia was made in order to reach the
wide t possible audience at the lowest
possible cost. Ageney: Compton.

Longines-Wittnauer, long an impor-
tant advertiser in network radio. has
reinstated a radio show on CBS which
had been given the axe: Wittnauer
Choraliers. The show is slotted in eve-
ning time and is heard Tuesday and
Thursday, 7:30-7:45 p.m. With the
still-running Longines Symphonette it
gives the watch firm two network ra-
dio shows on CBS Radio. Agency:
Victor A. Bennett.

Two former radio clients who de-
camped to become TV pioneers—Bur-
lington Mills and Packard Motor Co.—
are back in the network radio fold on
ABC Radio. Burlington. which spon-
sored a variety show on NBC TV back
in the dayvs when evervone was busy
discovering Kyle McDonnell, sponsors
the radio Cameo Serenade Room with
Sammv Kave Tuesdav-through-Fridav
from 8:15 to 8:30 p.m.—right in TV's
prime time. Packard. which moved its
account to Maxon Agency when a
fancy network TV :how flopped a cou-
ple of seasons ago. now lays down a
comuinercial radio barrage on week-
ends with no less than 24 five-minute
news shows durineg Saturdav and Sun-
dav. Both have little. if anv. TV.

3. Increased business:

Milez Laboratories, a staunch radio
advertizer. has added a third show (at
a time cost of over 816,000 weeklv)
to its present lineup of Vews of the
World and One Man’s Fam:ly on NBC
Radio. The added program: an across-
the-board segment of Break the Bant:,
10:45-11:00 a.mn.. via Wade agency.

On CBS Radio the Andrew Jergzens
Co.—another veteran network adver-
tiser—has hoosted the station list for
its Time for Love show. featuring Mar-
lene Dietrich. to a total of 130. Last
Januaryv. the show—heard on Thurs-
days from 9:30 to 10:00 p.m.—started
with a radio lineup of 80 stations that
excluded most of the major TV ar-
kets. Research later showed Jergens
that it was missing a sizable radio au-
dience in the video areas. \genev:
Robert W, Orr.

In spot radio the storv is the same.

General Foods. which had been buy-
ing les< than half a dozen stations for
radio spot schedules for Instant Max-
well House Coflee a vear ago. is now

airing spot announcements via Ben-
ton & Bowles on over 100.

American Airlines, which already
has midnight-to-morning classical mu-
sic shows in a number of markets on
a spot basis, recently supplemented this
via Ruthrauff § Ryan with a heavy
spot announcement campaign in six
major cities.

Mueller Macaroni, which had
trimmed several of its radio schedules
when TV came along, has upped its
spot radio spending until it now in-
cludes 65 announcements and 19 news-
cast series a week in some 106 cities.
Agency: Scheideler., Beck & Warner.

The automakers—including Lincoln-
Mercury, Plymouth. Dodge, Hudson,
Willys, Chevrolet and others—are ex-
tremely active in spot radio. With
production outrunning sales, virtually
every major manufacturer has sched-
uled big radio drives to help dealers
move their stocks of new autos. Since
many of these campaigns are short-
term advertising blasts, radio is fea-
tured heavily because of its flexibility.

Sample: Hudson Motors latest cam-
paign. which started in late September.
consisted of spot announcements and
station breaks on some 300 outlets.
Hudson put over 907% of the money
into radio; the rest, to TV.

The spot radio clients listed above
have one thing in common today. They
have each turned to spot radio as the
result of a search for an advertising
medium which has low costs. mass cir-
culation and a record of proven re-
sults. And, each has been spurred by
the fact that the U. 3. economy has
become increasingly competitive, mak-
ing radio’s “hard sell’” invaluable.

There’s a lot of brand-new spot bus-
iness, too.

Spool Cotton Co.. manufacturers of
a variety of items for home and com-
mercial sewing, recentlv bought a three-
time weekly participation in all of the
13  Housewives Protective League
shows. Agency: Kenvon & Eckhardt.

National Paper Corp. of Pa. (Swa-
nee Paper Napkins) is currently ex-
panding a spot campaign through Gey-
er, Inc., into a national drive as dis-
tribution broadens.

Other new clients—from giant Lig-
gett & Myers with a steadily increasing
spot drive for its new L&M Filter Cig-
arettes to the modest campaign of the
Littleton Stamp Co. for its “White
Ace” stamp album on New York's
WOR-—are appearing weekly in the
fall spot radio lineup. R
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L She Selyer Slalions
WKZO ~—~ KALAMAZOO
WKZO-TV — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS
WJEF-FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA
KOLN-TV — LINCOLN, NEBRASKA

Associated with
WMBD — PEORIA, ILLINOIS
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NO, SAYS ADMAN

(Continued from page 306)

“TV Areas contribute almost
zero to nighttime radio.”

The writer says that TV areas con-
tributed 3147 of the listening to night-
time network conmmuercial shows. This
is one of those tricky stalements we
sometimes find i a sales presentation.
But how much is 519 ?

Suppose we look at our own situa.
tion as an example. The last report
on our program shows that 53% of
the total audience came from the TV

area, in which more than 75% of all
broadcast homes are located. Now

let’s look at the total size of the audi-

ence. With a rating of 2.0 for the en-
tire area—1.4 in the TV area and 3.7
in the other arcas—it is interesting to
note that this 537 of the total audi-
ence represents only 60,000 homes.
Here again, sharper drops in radio
listening would have been the case had
not population increases helped to off-
set them. Further research here might
show wide variations in radio listening
according to popularity of individual
TV shows (if Lucy owns the town on

DONT BE
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IN ROCHESTER Pulse surveys and rates the 422 weekly
quarter-hour periods that WHEC is on the air. Here’s the

latest score:

STATION  STATION

WHEC B
FIRSTS............ 267 103
TIES.............. 32 30

STATION  STATION STATION STATION
C D E F
12 7 0 0
1 K} 0 0
Stotion on

til sunse! only

WHEC carries ALL of the “'top ten’’ daytime shows!

WHEC carries SIX of the “'top ten’

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: =

)
NEW YORK
- - 5,000 WATTS

evening shows!

lﬁnnmn EVERETT- McKINNEY, Ine, ew Yard, Chisuge, LE g JNNELL CO.. Los Aagales, Son Froncisco

|

Monday, they aren’t listening to radio,
too). In addition, I have not yet heard
that “Videotown™ figures are general-
ly accepted as indicative of a national
pattern.

4. “When a TV set is on, nobody
listens to radio.”

Again, you cite the wnost favorable
instance you can find of 11% of TV
homes tuning to TV and radio simul-
tancously. In our marketing area, as
shown by the reports we have obtained
from research, the duplication of radio
listening in TV homes averages be-
tween 1 and 29

When a TV set is on, people do lis-
ten to radio—but certainly not the
same people. I'd like to have the au-
thor’s definition of “nobody”—maybe
1% is “somebody,” but I'd hesitate to
buy iny own show on that basis.

5. “The sole radio fare of TV homes
is music and news.”

Obviously, this is not true. While
there may be a strong leaning toward
music and news in the listening habits
on radio they by no means represent
a majority of the listening time. The
article states that, in New York, radio
outlets with big name shows got more
than half the nighttime radio listening
in TV homes. That was quite under-
standable, but how big is that half?
In our area it would be about 1% of
the total number of TV homes listen-
ing.

This fallacy is plain silly.

6. “Nighttime radio circulation costs
are rising.”

You are correct in refuting this state-
ment. The networks have had to cut
their night rates to meet a dwindling
audience. Their comparisons with oth-
er media are not valid. They have used
the total number of radio homes as
radio circulation in comparison with
the circulation of magazines, newspa-
pers, etc. It would be almost as logical
to say that the number of all those who
can read indicates circulation for print.
ed periodicals.

Again a “one network” survey, and
a premise that could be either support-
ed or (llcproxed by juggling figures
from various individual stations or in-
dividual programs.

7. “Men listen only in the morning,
early evening.”

This is an unreasonable assumption.
In radio homes the listening pattern
depends 1o a large extent on the time
available for listening, and the state-
ment that men listen more from 7 to
10 p.m. is borne out.
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Jhe, ‘
Stations ‘
K XL :
PORTLAND

K XLY
SPOKANE

K XL F
BUTTE

K XL L
MISSOULA

K XL J
HELENA

K XL K
GREAT FALLS

K XL Q
BOZEMAN

K XL Y-TV4
SPOKANE
K XL F-TVé
BUTTE
($100 perhouris for both tirme and /307/'//&’5)
PACIFIC NORTHWEST BROADCASTERS THE WALKER COMPANY
SEATTLE, WASHINGTON SAN FRANCISCO 5, CALIF. HOLLYWOOD 28, CALIF. MINNEAPOLIS 2, MINN NEW YORK 17, N. Y. CHICAGO |, ILLINOIS
Jones 8uilding 116 New Montgomery 5¢. 6381 Hollywood 8lvd. 1687 N.W. Nat. Bank 8ldg. 347 Madison Avenue 360 North )
MUtual 3377 EXbrook 2-8033 Hollywood 9-5408 GEneva 9631 Murrayhill 3-5830
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in this 5-Station Market,

WESYR s FIRST

Any way you look at it

=t = = 2
Pu l\sE or svnACUSE 7215-Min. Periods, 6 a.m. to Midnight
April, 1953

WSYR FIRST ... in 50 periods
WSYR SECOND in 22 periods
72

(that's all there is)

WSYR FIRST
by 479 to 2129

WSYR FIRST
by 29.89 to 2399

NBC Affiliate « Write, Wire, Phone or
Ask Headley-Reed

KCOR BUILDING, 310 South Flores

i

G

AN ... In Bexar Coun-
ty (San Antonio)
alone, 264,000 cit-
izens of Texas
speak Spanish . ..
45 counties and 691,493 in

o coverage areq | the KCOR coverage

5000 watts area speak the lan-
guage!
(0.8 MM

For the new Bel-
den Latin - Ameri-
can Survey contact
KCOR’s  national
representatives.

Texas’ First and Most Powerful
Spanish-Language Station!

RICHARD O‘CONNELL
K C O R—New York Manager
40 E. 49th Street
New York, N. Y.

HARLAN J. OAKES & Associates
Los Angeles, San Francisco
and Chicago.

San Antonio, Texas
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Dangerous generalizations that could
provide a pitfall for specific advertis-
ers in specific markets. The male his-
tening habits in industrial towns where
swing-shifts and graveyard shifts are
common, are undoubtedly markedly
different from rural areas. (This
would also apply to Number 8 below.)

8. “Women listen to radio only dur-
ing the daytime.”

This likewise is contrary to facts.
Daytime hours are high points but
the evening also represents a good
share of the audience.

9. “Daytime radio is now bigger
than nighttime.”

Generally speaking, this statement is
not true but research indicates that
daytime and nighttime radio listening
are getting closer and closer together.
In fact, during June and August of
1952 the daytime audience was larger.
The trend is in that direction.

10. “Nighttime radio costs more
than daytime.”

As indicated under point 06, most
radio networks and stations have ad-
justed their rates to make nighttime
and daytime radio more comparable
and more in keeping with the size of
the daytime and nighttime audiences.

A terrific generalization. A “sizable
number of stations” have also not
changed to the single rate basis. We
agree “costs at night can even be less
than daytime now”’—that’s always been
true and, as always, dependent on time,
station. and program.

11. “Night TV reaches more people
than radio.”

Such a statement is borne out by
our own reports. The total radio sets
in use in our marketing area during
broadcast of our show (July 1933)
represented 11.695 of total broadcast
homes while total TV sets in use at that
hour represented 25.8% of all broad-
cast homes.

12. “Nighttime TV holds all of the
trump cards.”

This again is one of those all-inclu-
sive statements which obviously is not
borne out by facts. There are excep-
tions to all rules and all trends. There
are some outstanding radio programs
which draw a much higher audience
than mediocre TV programs. It is not
possible to generalize as this statement
does.

This applies to Numbers 11 and 12
above: These statements are double
talk. Groucho Marx on radio will
reach more people than Cowboy and
Guitar on TV—an item of little prac-
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& According to FCC curves, WAVE-TV
il now effectively reaches 85.5C¢ more
Wl square wmiles than previously . . .
54.6S¢ more people . . . 51.5%
ha more Effective Buying lncom

girves you far greater corerage than
any other TV station in this area!

g vv'l*“m. »
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HEIGHT

COUNTS MOST!

WAVE-TV Delivers:
65.7% GREATER COVERAGE AREA

than any ather television statian
in Kentucky aond Southern Indiona!

19.8% GREATER CIRCULATION

than the oreo's leading

NEWSPAPER!
627.3% GREATER CIRCULATION

than the orea's leading

NATIONAL MAGAZINE!

(WAVE-TV's superiority as of July 1, 1953, and still growing!)

Tower Height is by far the most important
factor in a television station’s coverage, par-
ticularly in “reaching out’”’ to fringe areas. Lou
Channel is second in importance, and Poiwer

is third.

WAVE-TV’s new tower on top the highest hill
in this area gives us an over-all height of 1585
feet aborve sea level — 419 feet higher than
Louisville’s second station!

WAVE-TV's Channel is 3!

WAVE-TV’s 100,000 watts of radiated power
is the maximum permitted by the FCC for
Channel 3!

100,000 1watts at our new tower bheight and
lower channel is equivalent to 600,000 watts
from our old downtown tower o Channel 5!

Ask vour local dealers and distributors about
WAVE-TV’s amazing new coverage and about
the great WAVE-TV television market.

LOUISVILLE’S

WAVE-TVY

Clannel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

Free & Peters, Inc., Exclusive National Representativel
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New Guide 1o
ﬁgdio Respoﬂse
\N

Heific rTF)WZSf’

KEX MAIL MAP

Here's a map that tells you not only
where the listeners are, but also
where they're influenced to act!

Based on 100,000 picces of mail
received at KEX, Oregon’s most
powerful station, this new map
provides information never before
available to advertisers interested
in the big Pacific Northwest mar-
ket. Check the map against your
sales figures and you'll uncover
new prospects whose response to
KEX programs is a matter of rec-

ord. Yor details, get in touch with
KEX or Free & Peters.

EX

PORTLAND, ORE.

50,000 WATTS
ABC AFFILATE

WESTINGHOUSE
RADIO STATIONS Inc
WBZ - WBZA « KYW « KDKA

WOWO « KEX « WBZ-TV « WPTZ
National Representatives, Free & Peters,
except for TV; for WBZ-TV and WPTZ,
NBC Spot Sales

94

- _f-‘__

tical value to the cowboy’s sponsor.
author’s apparently blithe assumption
that radio’s audience has large turn-
over aid TV’s audience is frozen is
ridiculous. As to radio vs. TV promo-
tion, seems to nre TV has not heen no-
ticeably lacking in this respect.

In summary. this whole story is
ainted at supporting radio broadcast-
ing. We are definitely in accord with
the view that radio has many advan-
tages for advertisers under certain
conditions. These articles. however,
have, in their attempt to build up ra-
dio, been very one-sided in their ap-
proach and have not presented all the
facts. A good case can be made for
radio under certain circumstances, but
not by the methods employed in these
particular articles.

Properly documented, and with some
effort made to present each media in
its own light. it could have heen an
article valuable for advertisers. It cer-
tainly is not. *

YES, SAYS RADIO MAN

(Continued from page 37)

at the same time. By the same token
it’s tough for anybody to read a book,
a newspaper or a nagazine while
watching television. It may be possible
for an individual to do both, but it’s
obviously not difficult for various mem-
bers of a family to do both and at a
given time.

Remember-—radio is not nailed to
the living room floor. You can take it
with you. It’s in virtually every room
of the house. So that secondary radio
listening becomes an increasingly im-
portant factor. While television view-
ing may occupy somme members of the
family in the living room or den still
other familv members are in other
rooms of the house listening to the
radio. Or thev’re in their automobiles
where. again. there’s radio.

We found that in New York. Chi-
cago and Los Angeles. radio listening
 television homes has shown marked
increases in the last three vears. Ra-
dio sets-in-nse in television homes in
these three top television markets has
incrcased substantiallv—in New York
up 72°%. in Chicago up 19¢7. in Los
Angeles up 727.

And as a counterpart to the fore-
going. we found that it’s the television
markets which seem to he buving most
of the radio sets. During the first six

months of 1953, the top 15 U, S. mar-
kets—where 307 of the nation’s total
population lives and where most of the
television sets are located—absorbed
alnost one-third of all radio set ship-
ments. And this represented a 329
gain in radio set shipments for these
15 markets over the same period last
year.

All over the country. there’s a
marked shift to the suburbs. This sub-
urban living has paved the way for
super markets and super drugstores.
It’s also intensified the already grow-
ing night and weekend shopping. And
shopping trips to super markets in the
suburbs, more and more. include every
member of the family. Each one has
a say in the purchase of merchandise
and the selection of a brand. As a re-
«ult the man in the family is increas-
ingly important to the advertiser, not
only in food and drug itemns but in
the purchase of most lines of merchan-
dise. Take the gas and oil business.
According to a reliable study we have
called “Buying Habits in the Home.”
74¢% of all purchases in this category
are made by the man in the family.

Well. what has all this to do with
nighttime radio? First ofl. it points up
the need for advertisers to blanket the
suburbs as well as the urban areas and
do it at low cost. And it accentuates
the importance of reaching the man in
the family as well as the housewife—
the working women as well as students:
To sell them you have to reach them.
Nighttime radio reaches and sells them
and does so at low, low cost.

The growing importance of men
shoppers prompted us to do some ad-
ditional research. Advertisers don’t
question the importance and eflective-
ness of daytime radio. Yet, at night
during the average quarter hour (be-
tween the hours of 6:00 and 10:00
p.m.), it’s possible to reach 1807
more men than during the average
quarter hour in the daytime in the 14
markets which CBS Radio Spot Sales
represents.

There’s still another factor about
nighttime radio which is important to
a good many advertisers. And that's
this: With its varied programing night-
time radio provides a larger number of
different listeners than during any oth-
er broadcast period. In other words,
most morning and afternoon program-
ing remains the same during week-
days. Evening programs. however, ca-
ter to different tastes each night of the
week. We found that in Minneapolis.
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for instance, with the same number of
announcements during the day time and
nichttime hours, 10.57 of the total
radio homes were reached in the day-
time and 55.5% of the total families
at night during a week's time,

The conclnstons we were able to
draw from our mighttime radio study
were briefly these:  Nighttime radio
andiences are large. More listeners are
attracted  to evening shows than to
shows aired at any other time period,
More men listen to nighttime radio
than to davtinie and carly morning
radio.  More members of the faniily
biving unit can be reached at one
time. More different listeners can be
reached. because of mehttime radio’s
varied programing.

At this stage of the game we feel
that nighttime radio will remain strong

and gain momentum-—in the future.
This is borne out by the tncrease of
radio listening in television homes in
area~ where television saturation is the
greatest. 1t's borne out by the increase
in automobile circulation. The mass
arculation and the flexibility of radio
help to insure its growing strength and
increasing value as an advertising me-
dium. And perhaps the real test is
results. together with the ncreasing
acceptance of mghttime radio bs the
country’s higgest advertisers, as well
ax local elients the nation over. * * *

SUGARLESS POP

(Continued from page 31)

as a supplement. Then. a few nronths
later. Grey Advertising made a sur-
vev in selected super markets in Man-
hattan. Bronx and Queens. Shoppers
were asked:

(1’ Have you seen or heard an\
advertising for No-Cal lately ?

12) Where was that advertising?

The responses indicated that 20.977
of the shoppers had heard the No-Cal
radio advertising. Although only one
TV program was being used at the
time the survey was made. 6.17¢ of
the respondents said they had seen
No-Cal’s television commercials. Slight-
b more than 16¢¢ said they had seen
No-Cal in the store. 0.97% had seen the
trade advertising and 11.37% had seen
newspaper advertising.

“Frankly.”" Liberman says. “we were
amazed at the radio results.”

No-Cal’s most recent big advertis-
ing purchase is on television—although
radio still gets a big chunk of the ad-
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Precision
Prints

CLOSE CIIECK ON
PROCESSING

Pieture ana sound results are held
to the closest limits by automatic
temperature regulation, spray devel-
opment, eleetronieally filtered and
humidity eontrolled air in the dry-
ing cabinets, eirculating filtered
baths, Thymatrol motor drive, film
waxing and others. The exaeting
requircments of sound traek devel-
opment are met in PRECISION’S
speeial developing machiunery.

YOUR ASSURANCE OF
BETTER 16~ PRINTS

16 Years Research and Specialization in every phase of 16mm processing,
visual and aural. So organized and equipped that all Precision jobs are of the

highest quality.

Individual Attention is given each film, each reel,

each scene, each frame —

through every phase of the complex business of processing — assuring you of

the very best results.

Our Advanced Methods and our constant checking and adoption of up-to-
the-minute techniques, plus new engineering principles and special machinery
enable us to offer service unequalled anywhere!
Newest Facilities in the 16mm field are available to customers of Precision,
including the most modern applications of electronics, chemistry, physics, optics,
sensitometry and densitometry —including exclusive Maurer.designed equip-
ment — your guarantee that only the best is yours at Precision!

Precision Film Laboratories —a di-

vision of J. A. Maurer, Inc., has 16
years of specialization in the 16mm
field,consistently meetsthe latest de-
mands for higher quality and speed.

PRECISION

FILM LABORATORIES, INC.
21 West 46th St.,
New York 36, N.Y,.
JU 2-3970

-
-~
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vertising budget. No-Cal has bought
the 7:00 to 7:10 p.m. strip across the
board on WABC.TV. New York. On
Monday, Wednesday and Friday the
program is the Gloria De Ilaven Show;
on Tuesday and Thursday, Dinner
with Lisa.

No-Cal uses participating announce-
ments on seven New York radio and
TV programs. It sponsors John Scott
and the News on WOR-TV, Sunday.
No-Cal also has participating an-
nouncements on wormen’s programs in
Washington and Atlantic City.

The company is buying sectional ad-
vertising in seven magazines, a dozen
trade papers and 40 daily papers in
the greater New York area, in Wash-
ington and — interestingly — Fairfield
County, Conn. (Cott’'s home county).

Many of No-Cal’s radio participa-
tions are on husband-and-wife shows.
The distafl side nsually delivers the
No-Cal commercial, with appropriate
connuents from thie husband. The an-
nouncements, of course, point up the
attractiveness of a slim, trim female
figure.

No-Cal’s new advertising manager is
Milton Wolff (see ‘““Newsinakers in
Advertising,” page 104).

While Kirsch frequently has been
mentioned as the pioncer in the field
George O. Brenner of Colfax Mineral
Springs. Co., Colfax, Towa, said that
his company’s Sugar Fre was first.

The modern type of sugar-free soft
drink originally was made by Colfax,
Brenner asserts, “On September 24,
1950. an article in the Chicago Trib-
une mentions Colfax Mineral Springs
Co. as manufacturer of the then new
Sucaryl-sweetened soft drinks. . . .
Our product was already in general
distribution . . . antedating any of the
others by quite some time,” Brenner
said. Colfax also manufactures sugar-
free waflle and pancake syrup.

There is one big problem which
faces sugar-free soft drink Dottlers to-
day. There are 24 states in which
artificially sweetened beverages are
banned. In some states, the ban exists
because of laws which prevent products
which have no food value from being
sold in grocery stores. In other states,
basis for the ban probably was the fear
that bottlers might try to substitute a
sweetening agent for sugar in an ef-
fort to deceive the public. The sugar-
free drink bottlers, however, instead of
hiding the fact sugar is not used, play

...NBC

FULL 100kw POWER
CHOICE CHANNEL 4

m’}@ Denver, [ FiTizee

CALL PETRY
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up the substitution,

Two states, Florida and California,
had bans against sugar-free heverages.
until a few nonths ago; both states
have repealed the laws. Some bottlers
are watching Pennsylvania since it is
the largest state which still won’t per-
mit the sugar-free beverages. Most
observers seem to think that eventually!
the laws can be deleted or modified in
such a way that calorie-less drinks will
be permitted.

Even if distribution does become a
legal possibility in all 48 states, there
still is the question of whether the
sugar-free beverages will make much
of an impression in non-metropolitan
areas. In the rural communities espe-
cially, it is thought that most soft-
drink consumers are most interested
in getting something that’s cold, wet
and tastes good. Calorie count is of

* * * * * * * *

¢6First, admen must learn to spread
their gospel beyond themselves. Sec-
ond, all of us must work harder to re-
move the intangibles from our profes-
sion. Third, we must become men and
women of business. By broadening our
understanding, and by persistent telling
and teaching the power we are pre-
pared to provide, we can increase sound-
Iy the recognition of advertising as a
vital dimension of business.®?

KENNETH F. BOUCHER
Advertising Manager
Hawaiian Pineapple Co., Lid.
San Francisco

* * * * * * * *

less importance in these areas, say the
bottlers.

The sugar-free soft drinks are “very
definitely a trend because they are
tapping a new inarket,” said E. Wil-
liam Dey of J. M. Mathes Inc., agency
for Canada Dry products (including
Glamor). “People aren’t switching
from sugar beverages as much as new
eustomers, never soft drink consumers
before, are buying sugar-free bever-
ages,” Dey told spoxsor. He said
Canada Dry has equipped only one
plant to produce Glamor on a trial
basis.

There are nearly 1.2 billion cases
of soft drinks sold annually (compared
with this vear’s expected sugar-free
beverage production of about 5 mil-
lion cases). There are 6,000 carbon-
ated beverage bottlers (compared with

the 50 or 60 in the sugar-free field.)
* k %
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Harvesting in Fall and Summer, feeding and milking in Winter,

plowing and planting in Spring . .. throughout the year there is
work to be done on the farm.
And every year in every season, the radio is an indispensable
tool helping the farm family with its work, planning and living.
The sharpest tool for the easing of farm work is WLS. In the
Midwest during 29 years, WLS has met the farmer’s needs. It has

been the farmer’s friend. It has gained his confidence. It has won

his loyalty.

That’s why WLS advertisers . .. Get Results!

i The
PRAIRIE
FARMER

‘ STATION
CHICAGO 7n==

00 /W/Zé/ OeZion

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.
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WHEN I SEENG
SENOR
THEY LEESTEN

il

HERE’'S WHY ...

KIFN, and only KIFN, reaches more than
85,000 Spanish-speaking people in Phoenix
and Central Arizona. This Spanish popula-
tion spent nearly $20,000,000 in refail sales
during 1952. They account for nearly 20%
of Arizona’s population.

Remember, if you sell in Arizons . . .
you shouid sell in Spanish. And to reach
this rich market, you must use KIFN,
Arizona’s only full time Spanish language
station,

S50
"ty PINTO BEANS? SI. SENOR,
;AC = 11 LOVE THEM!
- | helped sell 10 tons of
\b‘ L them for Basha’s Markets,
A Phoenix, during & recent
[ PV week-end. Ask mr. Ed Kearns

st Basha's.
@

St AH, SENOR, WHAT AN
ANGLE FOR A SIESTA!

Using KIFN, Quality Furni-
ture Company increased sales
to Mexican people from 5%
] of volume to over 40%
in two years. Ask
Mr, Al Garcia, Pres-
ident.

\.&’
SENORA COW, SHE NEVER
GIVE MILK LIKE THEES!

In one year my listener
sent 187,500 labels to Bor-
den’s Milk Company in return
for china plates. Check with

Q‘ \ Mr. Sporieder at Borden’s.
I \
- *Statistics from Valley
> \ National Bank Survey.
>
Ask These Yanquis About Me!
LOS ANGELES, CALIF, NEW YORK,
HARLAN G. OAKES N. Y.
AND ASSOCIATES NATIONAL
672 5. LaFayette TIME SALES
Park Place 17 E. 42nd 51,

KIFN

{ “LA VOI MEXICANA”
860 Kilocycles o 1000 Watls

REACHING PHOENIX, AND
ALL OF CENTRAL ARIZONA
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MOGUL SAYS
(Continued from page 33)

fact, should advertising agencies be
paid on any other basis than the com-
pany’s salesmen are paid? Aren’t their
functions essentially the same?

Modern agency service is no longer
confined to the mere preparation of ad-
vertising and purchase of time or
space. It extends into almost every
aspect of business that is connected
with making sales. Merchandising,
marketing, packaging, research, new
product development and many facets
of management planning fall within
the scope of full agency service as we
know it today. Should the agency’s
service in these directions be gov-
erned by the client’s appropriation for
pure and simple advertising? We
don’t think so. Some of the most sub-
stantial contributions we have made to
our clients’ success have been in fields
that the turn-of-the-century advertising
agency considered no man’s land.

We believe it is entirely unrealistic
to try to divorce advertising from all
the other elements that go into build-
ing sales. They go hand in hand, not
tn Lone Wolf Indian style. Our cli-
ents agree with this thinking. and they
expect it of us—whether our income
from the account is 15% or a flat fee
or a percentage-of-sales.

The constantly increasing costs of
agency operation. most conspicuous of
which is the high cost of a top-flight
TV department, have not in themselves
been responsible for outmoding the
15% system, from the economic point
of view. They do. however, help bring
the issue into sharper focus. The
agency business is one of very few that
has not raised its prices or its markup
since it first opened shop—but has had
to let increased income depend on in-
creased volume.

Consider an account that spent $1.-
000,000 in 1940. and spends $1.000.-
000 today. Can the agency render the
same services as it did before the war.
to say nothing of the need for greater
services? Either it made an uncon-
scionable profit then or must water its
services now, unless the 4077 increase
in agency operating costs ts made up
some other way.

While some agencies have inclined
toward flat fee arrangements in lieu
of the traditional 157¢. we helieve the
percentage-of-sales method 1s far
more advantageous solution. 1t makes
the agency the integral part of the cli-

on KC's

popular
independent

STATION

KUDL TELLS
— more people

KUDL SELLS
—to more people

A RECENT SURVEY
PROVED IT

1000 WATTS
250 WATT RATE
CALL FORJOE

GREATER KANSAS
CITY TRADE AREA

Town tB Towd
Local Coverage
KUDL—KANSAS CITY

KOKO—W ARRENSBURG
KDKD—CLINTON

Keen

Genuine
Valuable

Oral advertising

Dhe st Hosly Statiouns

cos KGVO 1200

5000 W
MISSOULA

MONTANA

THE TREASURE STATE OF THE 48

Representatives:

Gill-Perna, Inc.
N. Y., Chi, L.A, and S.F.
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L . . . |
to foreive her for this remissness, i
A
aceey ler N
Th
A W
ston arises from hearine her carh
afternoon show ealled tun’s Pan
try, hstenmye to her mid-afternoon .

melody show, Make Mine Music
and seetng her at alh hours on vari
ous television shows,

It all started when she entered a
singing contest which landed her
a scholarship at the University of
Louisville Selool of Musie,  She
left her ““number please™ i
the phone company to study voice
with a Madam Noe, saving ves
the lure of a new career.

e . While employed by another sta
..-’_f' : ¥, - ,, tion as voecalist, record librarim
“'{{// f; 31 W and part-time announeer, .Ann
' ' ' worked as vocalist with a local or-
chestra. If this sureests that she's

-
-®
0

an attractive voung ladyv, vou re

L ] L ]
Wagnerlan arla, rizht, She often breaks into son
along with the reeords she play:

Scored and unde rscored loves musie, leetnres on musie and

radio i local high schools, and

8 Advertisers have been handing nal, blocking records in her daily once appeared (photographically
Ann Wagner  eommercials, then role as Ann Wagner, Girl Dise on 30.000 match hooks

vetting out of the way, ever sinee Jockey, eoaching a cooking show, If these manifold, expert and
the days when she wrote, sang, decorating interiors, and shooting sust 1 act ke Am
emeeed, annowmiced, typed, planned golf m the eighties, Wagner sound old. we've done her
record shows and acted as recep- Except for the first five weeks of an injustice. She's in ]1(-'. twenties.
tionist for a station in sonthwest her life. Ann has hived in Indiana, Ann jnst | busy. So do ad
Indiana. They get out of the wayv Indianapolitans  (she jomed up tisers i

for the xame reasons that you don't with WIEBM in 147) are inclined PUGASGHIRE

cross streets against tratfie.

La Wagner is a jack-of-all-trades w F B M w F B M - T v

by trade. In this day of specializa-

tion she’s an unusual maultiple- INDIANAPOLIS o CBS

threat performer, vunuing voice Represented Notionally by the Katx Agency

arpegeios around end, quarterback-

ing a five-edition-a-week radio jour- Affiliated with WEQA, Evansville; WEDF, Flint; WOOD AM & TV, Grand Rapids
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CLEVELAND’S

CHIEF STATION

5000 WATTS—850 K.C.
BASIC ABC NETWORK

REPRESENTED
BY
H - R REPRESENTATIVES
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CLEVELAND'S Chief STATION
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/] Reasons Why

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast
Jewish Market
of Metropolitan New York
I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WFD'S WHD ON WEVD"”
HENRY GREENFIELD
WEVD 117.119 West 46th St
New York 19
Managing Director
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‘ BOARD MEMBER
(Continued from page 33)

For whatever statistical and market-
ing services the media render, 1 pre-
sume Mr. Mogul feels the client (ad-
vertiser) gets the service, so he should

pay.

He does, believe me. Always will—

one way or another.

3. The fixed commission, Mr. Mo-
gul has said time and again, discour-

ages incentive.

At this point, 1 react a bit violently.
We all know that, if we can make a
client’s business grow at a profit to
him, he will do more advertising and
our billings will inerease. What more

could we want?

ents.

On the other hand, with Mr. Mogul’s
approach. there is a real danger of
doing unsound advertising that can

actually damage a client.
Here’s how. Let’s assume that $100,-

000 in advertising produces $1,000,- |
000 in sales. This means an advertis- |
ing cost ratio of 10%. But there is al- |
ways a point of diminishing sales re- |
turn from additional advertising in- |

vestment. Mavbe the next $1,000,000

in sales would take $200,000 in adver- '

tising.

If the VMogul-system agency is look-

ing for “incentive” (] assume he ineans |

more money ), it doesn’t concern itself
with this lowered profit. It just wants
more sales. regardless of an increasing
advertising-to-sales cost ratio. What
could be more unsound?

If he wants to tie his coinmissions to
something new and different, we’d sug-
gest Mr. Mogul tie them to client’s
profits rather than to his sales.

BOX 112 SPONSOR, 0 & St, N, Y

ent’s business that it must be in order
to render its fullest service. Moreover
it means that the agency gets paid on
| the basis of results—which is what the
I client wants and what the confident
| agency should be willing to hang its
* * K

Every important agency in America
achieved most of its growth that way.
By doing sound advertising they got
more business fromn their present cli-

4, As to the percentage-of-sales ap-
proach to agency compensation, per-
haps Mr. Mogul could solve these
riddles:

a. The percentage-of-sales formula
assumes that advertising alone is re-
sponsible for sales. It’s an old, tired
thought but still true that inadequate
distribution or an inferior product can
undo all that good advertising can do.
Why penalize an agency for sales fac-
tors over which it has no control?

b. There are mnany timnes in the life
of a product—at the time of its intro-
duction, for example—that advertising
expenses are designed to anticipate fu-
ture sales. As such times, the agency
would be penalized, especially since at
that very time much additional and un-
usual work is required.

In swminmary, what Mr. Mogul has,
no doubt, is a satisfactory way to
handle a medium-sized account which
requires more service than he could
afford to render under a straight 15%.

He prefers to make up the difference
by his own system of calculation.
Others do this by fees.

Interesting. But that’s all.  * * %

(Above debate subs for media arti-
cle scheduled for this issue.)

«22 Television
Talks”

Transeribed from the
BMI TV CLINICS

The book is a practical sym-
posium of TV data by men of
wide experience and recog-
nized pioneers in television.

A good portion of its more
than 260 pages is devot({ed 1to
condensed transcripts oi the
QUESTION and ANSWER
cessions of the Clinics. These
intense general discussions
raised such TV topics as how
to make use of films .. . how
to cut costs . .. how to build
or remodel a plant . . . how to
maintain public sertice . . .
how to hold an audience . . .
and how to direct the other
TV operations.

i 6 and made
:3:i‘llasgleed g! Ba,:” Iar:dSstr.yv Service
at the cost of transcribing and
printing——53.60.

Order Your Copies Today

BROADCAST MUSIC, INC. |

NEW YORK = CHICAGO « HOLLYWOOD

TORONTO e« MONTREAL

.
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ROUND-UP

(Continued from page 39)

Hieli level conferences soon will be
a common occurrence at Frederie W
Ziv Co. A DC-6 has heen leased from
Douglas Aircraft and Ziv s having
the plane redestgned as a {Iying ~crecu.
ing roont. Ziv salesmen will use the
ship in their world-wide sales territory
to screen Ziv films and also to help
train local TV station promotion peo-
ple in the Ziv exploitation techniques.
Fyven without the plane, however, Ziv's
multi-lingual  fihus  are being  sold
around the world according to John
L. Sinu, Ziv TV president. Most re-
cent sales have been in Central and
South Anierica to General Electrie of
Mexico, American  Airlines, Bimbo
Bread, Canada Dry and Fsso of Cuba.
Sinn reported.

* * *

The largest grocery supply company
in New Jersey, Flagstaff Foods of
Perth Amboy, has signed a point-of-
sale cooperation contract with WNBC
and WNBT, New York. Max Buek.
merchandising director for the NBC
stations, said Flagstaff operates 250
United Service Grocers  stores  in
Northern New Jersev, lle =aid WNBC
and WNBT now have working arrange-
ments with more than 2,000 chain food
stores, 8,000 independent food stores
and 5,000 independent drug stores in
Metropolitan New York.

* * *

TV viewers in Minot. N. D.. are
about 2,000 miles from New York and
550 miles from the cable—but they
saw the World Series games on the
same day they were played. John W.
Boler. president of KCIB-TV, Minot,
arranged to have Kinescopes of the
series  flown from WOI-TV. Ames,
Towa. to Minot as soon as they were
developed. The games were telecast
on KCJB-TV at 9:00 p.m. each night
and according to Boler, it was the first
time the series had been televised in
the area.

* *

WKAB-TV. Mobile. Ala.. is sending
advertisers a copy of a lelter it re-
ceived from a TV viewer in Pensacola.
Fla. Julius G. Brady wrote to the ‘o-
bile station. on UHF Channel 48, to
describe the station’s reception as rang-
ing from “*fair” to “very sharp and in-
terference free.” During the same

week, Brady told WKAB-TV. reception
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THEY'RE CALLING HIM

“Mr. Scoop”

- And Herb Morrison, WJAS's News Editor, richly deserves
the title. Take the story of the Turnpike slayer, for example:

Herb Morrison gave Pittsburgh listeners a thrilling on-the-
spot account of the capture of John Wesley Wable, the con-
fessed killer, at Albuquerque, New Mexico . . . THE FIRST
COMPLETE REPORT OF THE CAPTURE direct from

the arresting officer.

Morrison’s radio news techniques have made him the most
talked about newsman in the Pittsburgh market. More and
more Tri-State listeners are turning to Morrison every
morning for their latest news. “Mr. Scoop” . ..

newsman . .

market today.

Serving the

~ GRIATER PITTSBURGH
Metropolitan Area

. 1s the finest radio news buy in the Pittsburgh

a newsman’s

5000 Watts 1320 KC.

Write . . .phone.. . . or wire . ..

George P. Hollingbery Co.

*26 week package as published in S.R.D.S.

WANT T0 SELL
CANADA?
One radio station -

~covers 40% of

Canada’s retail

- sales

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Conodo, covers the morket orea thot
accounts for 40% of the retail soles.
Thot mokes CFRB your No. 1 buy in
Conodo’s No. 1 morket.

REPRESENTATIVES i
Uniled States: Adam J. Yaung Jr., lncorporated

Canada: All-Canada Radia Facilities, Limited
e — _om

CFRB

v
e — -
»
| | {

MARKS
THE
SPOT!

In western Massachusetts,
where more and more ni
tonal spot advertisers are im
proving local coverage at low
est cost per thousand. Only
full-time independent station
serving  Springfield. WXL
has the largest 7: to 8
AL audience of any station
in the arca.

L R G
WTXL, S \f
I

101
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from a VIIF station in Mobile and an-
other VIIF outlet in New Orleans was
not as good as the UHI reception and
at times VIII reception was “terrible.”
Pensacola is about 50 miles from Vo-
bile.

#* #*

Advertisers who want to reach the
colleze market now can buy time on
more than 100 college radio stations
as casily as buying a single station
according to College Radio Corpora-
tion, New York. CRC. national repre-
sentatives for campus radio stations,
<aid stations are owned by colleges
at which they are located. hut are man-
aged by students with faculty advis-
ors. CRC secures availabilities. makes
surveys and arranges for promotion
and merchandising activities at all the
colleges.

* * *

Radio salesmen for WX YZ. Houston.

have all Dbeen given new Emerson

pocket-size portable radios. The sales-

Yes, the station with more local
accounts than any other THREL
Rochester stations put together
has joined Amcerica’s livest net-

work!  Result:—improved pro-
gramming cver inaceasing
audience hetter-than-cver.

buys for advertisers in the rich

Rochester - Western New  York
market!

5000 WATTS « 1280 KC.
"Y \
’ ,

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY
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men will take the radios with them
wher calling on clients. Then, with the
correct timing. a client could hear his
commercial announcement or, perhaps,
the WXYZ program up for sale. Us-
ing the small radios was the idea of
Hal Neal, WXYZ assistant commercial
manager.

#* *

A new market study conducted for
WANN. Annapolis. thows the station
serves more than 000,000 Negroes, or
the second largest Negro market in
America. according to the station. The
study is part of an extensive research
program undertaken by WANN to as-
sist advertisers interested in selling the
\egro market. Further information on
the studies can be obtained by writing
Maurice Blum, WANN, P.0O. Box 749,
Annapolis. Md.

* * *

WAVZ, New Haven. and its v.p. and
general manager, Daniel W. Kops, got
a $500 bond recently as first prize for
the most effective promotion for a mo-
tion picture, The Bandiwagon. MGM
set up a contest among d.j.’s on various
stations for heaviest response to a com-
petition based on hit tunes from The
Bandwagon. WANZ led all other sta-
tions in mail response in relation to its
metropolitan area population. Two of
the station’s personalities. Tiny Markle
and George LeZotte, d.j.’s. each were
awarded $100 in connection with the
contest. * k%

SPONSOR ASKS

(Continued from page 57)

ing overly and sympathetically con-
scious of the man who pays the bill,
but it’s not the case.)

However, 1 certainly do believe a
periodic quarterly census is a neces-
sitv. Otherwise, how ecan the adver-
tiser know how many people are with-
in reach of his program? How can the
agency plans board recommend the
proper allocation of an appropriation?
And (more importantly from their
standpoint than mine). how can the
network or station justify new rate

TV COSTS GOT YOU DOWN?
The Sportsman’s Club

52 popular, well rated, 15 minute hunting, fish-
ing and outdoor shows featuring Dave Newell
and panel of experts. Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.

.

cards without being ahle to flash fig-
ures showiung the increase in TV
homes?

Publishers of newspapers and maga-
zines keep an eagle eye on circulation
so that they can show an advertiser
pretty accurately the size of reader-
ship and where the readers live. It’s
the whole basis of their advertising
rates. Ditto for radio. | believe the
same principle should certainly exist
with TV—particularly in areas with
new stations.

Who should pay the census taker?
The networks or stations should be
tapped, in my opinion. It doesn’t seein
quite logical that an advertiser or
agency should have to pay to find out
how many TV sets his program can
reach, any more than he should pay to
find out his print circulation.

The financial pill needn’t be a large
one, with the cooperation of set dis-
tributors. And it can be sugar-coated
with the thought: “Where else, among
advertising media, is circulation grow-
ing so fast?”

Rocer C. WaiTyaN
Advertising Manager
Bristol-Myers

New York

TISKET-A-TASKET
| A green ond yellow bosket—
| wrote o letter to my friend
ond on my woy | lost it —

I lost it —

The great Kansas City primary
trade area served by The
KMBC-KFRM Team is just one
huge green and yellow basket.
A MARKET basket — filled to
overflowing with the green
and yellow of things growing
and ripening to be exchanged
for “long green’” currency
and for ‘‘gold” coins,

You can enjoy the harvest

in the Heart of America — the
year around! Write a letter,
wire or phone to your friend
KMBC-KFRM, Kansas City, or
your friendly Free & Peters
colonel. The letter won’t get
lost. It’ll pay a BIG profit
because the folks in
the Kansas City primary
area are buying the
things they hear about
on the radio station
they listen to most . . .
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When you buy WBRE . . . you buy 29 years of continuous

performance in radio and now T-V. Our technical knowledge,
backed up by a trained staff of professionals in every phase of
Radio and Television, gives you more than mere medium minded
men to perform the selling job for your client's products.
Ovur record of performance needs no imaginative claims, no false
coverage figures, no theories. The proof of performance is

here .. . we'll be glad to show it to you.

C.A WBRE m
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LOUIS G. BALTIMORE

DAVID M. BALTIMORE

NBC Affiliate Wilkes-Barre, Pa. AM-FM-UHF TV




NO OTHER

radio station

REACHES

as much

OKI.AHOMA _
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The 58 Oklahama Counties in WKY
Daytime NCS coverage area contains

13% “wern swies

7 I OF OKLAHOMA'S

O FOOD STORE SALES
7 407 OF OKLAHOMA’S
O DRUG STORE SALES
7 4(,/ OF OKLAHOMA’S
O AUTOMOTIVE SALES

8807 OF OKLAHOMA'S
O GROSS FARM INCOME

Na ather radia statian reaches
as many Oklahama hames as

WKY RADRIC

930 KC - 5000 W - NBC

Represented by THE KATZ AGENCY
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Miléonrn WolfF. jor the past five and one-hdlf
years assistant ad manager and account executive
for Longchamps restaurant chain, was appointed
advertising manager for Kirsch Beverages
(bottlers of No-Cal sugarless soft drinks),
Brooklyn, last month. Ile announced next years
No-Cal ad and promotion budget will be some
$1 million, about double this year’s. Wolff,

an honor graduate of CCNY, told sroxsor that
“as No-Cal's budget increases, more and more
of it wi'l go into air media’ (see story page 30).

Chris J. Witting, manuging director of
Du Mont Television Network for past six years,
on 1 January becomes president of WWestinghouse
Radio Stations Inc. (WBZ-AM-TV, Boston;
KE'Y and WPTZ, Philadelphia; WOWF O, Fort
Wayne, Ind.; KDKA, Pittsburgh, and KEX, Port-
landy. Said Witting: “A major opportunity for
television lies in its development of regional net-
works along the lines of the pattern developed
this fall by the Du Mont Television Network jor
Westinghouse and six regional sponsors who

are utilizing professional fjootball games. . . .”

Payson Hall, director of radio and television
for Meredith Publishing Co., now has another
station under his wing—KCWQO-AM-FM-TV,
Kansas City. As home-office director of
Meredith broadcasting operations, Hall has
charge of WHEN, Syracuse, WOW-AM-TV,
Omaha, and KPHO-AM-TV, Phoenix. JMeredith
paid more than $2.5 million for KCMO properties.
lall graduated from Cornell in 1936; he was
named treasurer of Meredith in 1947.

Robert E. Lee. new FCC commission named
by President Eisenhower to succeed Paul A. Walker
who retired last month, told srPONSOR he was
“delighted” with appointment, feels it is a
challenge, and hopes to be real help to
Comimission, particularly with regard to fiscal
matters. Commissioner Lee, who formerly was ad-
ministrative officer for FBI (he prepared FBI's
budget), is taking a “Cook’s tour” of FCC to learn
more about it. “Government is my career,” he said.
lle plans to stay 'n government until retirement.

SPONSOR
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More money for radio

The money boys are spending more
on radio this fall.
It's not at the expense of TV either.

The business is coming from three
sources: new advertisers trying the
senior air medium for the first time,
old advertisers coming back after long
hiatuses. current radio advertisers up-
ping schedules.

Who are these hard-headed clients
who are putting new money into a me-
dium that some had buried as recent-
ly as two years ago?

Among the new entrants in network
radio are Coleman Co. (kitchen
ranges), North American Van Lines,
National Homes Corp. and Sego Milk
Products Co. of Salt Lake City.

Among old radio advertisers return-
ing to the nets are Socony-Vacuum
0il Corp.. Longines-Wittnauer. Bur-
lington Mills and Packard Motor Car.

Miles Laboratories, Philco and

:Applause

Andrew Jergens have stepped up their
radio network time.

In spot radio General Foods, Ameri-
can Airlines and most of the auto firms
are extremely active. Among the new
spot radio sponsors are Spool Cotton.
National Paper Corp. and L&M Filter
Cigarettes.

What's behind this activity?

IFor names and views, see SPONSOR’s
round-up. “Why new clients are buy-
ing radio.” page 27,

* * ¥

TV and the forgotten third

sPONSOR has heard three TV experts
in recent days on the subject of TV
programing mediocrity.

Bol Saudek. director of the Ford
Foundation’s Radio- TV  Workshop
(producers of Omnibus and Excur-
sion). bore down on TV’s trend to
slavish Imitation. in addressing a
Pulse luncheon in New York.

Dick de Rochemont, veteran movie
and TV producer and new JWT vice
president, told a 4A’s meeting in Chi-
cago: “In too many homes, the TV
tube is dark most of the time.” He
stressed that 3,000 to 5,000 movies
houses have closed down and movies
have lost half their audience in the
past five years, not only because of TV,
but because motion pictures just lost
their appeal to people over 30,

Now a third expert, an agency ex-
ecutive who’s a psychologist in his
own right, tells us that he’s alarmed
over TV’s refusal or inability to ap-
peal to the top third of the American
people—top third from the standpoint
of intelligence, maturity and income.

Crusade for freedom

When D'Arey Broply, chairman of
the board of Kenyon & Eckhardt and
president of the American Heritage
Foundation. was asked to direct the
Cru~ade for Freedom’'s 1954 drive for
it Radio Iree Furope, he did two
things:

1. e flew over to Europe to find
out on the spot how effective Radio
Free Europe was.

2. lle went behind the lron Cur-
tain tin Vienna and Easxt Berlin) to
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see conditions for himself.

Brophy’s first surprise in crossing
into the East Berlin zone was to be
greeted by a sign reading: “Go home,
Amis (Americans).”

Radio Free Europe is intended to
make sure that freedom doesn’t die on
the periphery of the Soviet Union.

Radio and TV will be called upon to
do their share in enlisting the support
of 25 million people and in raising
S10 milion needed next January and
February. The project is sponsored
by the Advertising Council. Leo Bur-

These people, he wmaintained, are
getting into the habit of not looking at
TV. If the economy hardens—as it
seems to be doing—the profit margin
narrows. The advertiser who can't
reach one-third of his potential cus-
tomers—and the richest to boot—pays
for that darkened tube.

Can TV meet the challenge?

* * *

Is 15% outmoded?

Only a few successful admen, nota-
bly Emil Mogul, think so.

The overwhelming majority believe
that the 159 agency commission sys-
tem is the cornerstone of the advertis-
ing business.

SPONSOR owes a warm “thank you”
to both Emil Mogul and the spoNsor
All-Media Advisory Board member
who answers him for their debate en-
titled “Is the 159 agency commission
outmoded?” (See page 32.)

The issues are basic: How mnuch
should the agency get. who should pay
it and has the new era of TV changed
things?

Another facet of the same problent
will be discussed at the Eastern Con-
ference of the 4A’s in New York 23
November: Why the agency should
continue getting 159% on outside pack-
age productions.

A few months ago SPONSOR examined
the question from the standpoint of
“Do agencies earn their 15% on air
accounts?” (see 29 June 1953 issuel.

With TV forcing a change in net-
work operations. it's quite possible it
may also force a reexamination of the
15% agency commission system.

nett Co. of Chicago is the volunteer
agency for space and outdoor, and
K&E of New York for radio and TV.

A monthly kit is going to all radio
stations in a pre-drive educational
campaign by the American Heritage
Foundation. It contains this message,
written by John (Nick) Carter: “Radio
is the only way we are able to reach
the Iron Curtain countries.”

spoNsOR applauds advertising men
like 1’Arcy Brophy who are contribu-
ting so unselfishly of their time to
make the 1954 drive a success.

SPONSOR




Brew ing Company

+ Bread Company . Bendix Home Appliances i Benrus Watch Cowpany ® Bordeu

r Company ® Brewing Corporation of America " Burkhardt Brewing Company »

)r Brewing Company ® Chrysler Corporation o Commercial Printing Company he

ley Corporation M DeSoto-Motor Corporation ® Felber Biscuit Company ° General
3 Corporation ¢ George Wiedemann Brewing Company -1 Gillette Safety Razor Company
riftin Manufacturing Company . Gulf Oil Cowmpany * Irvin Meadow Gold Dairy ®

gigarettes L Koolvent Awning Company » Krantz Brewing Company ® Lever Bx‘ot.hers1

my Morgen-David Wines, Incorporated e Mutual of Omaha Insurance Company *

¢'s Bakery Company L Ohio Bell Telephone Company o Ohio Fuel Gas Company =

jakery, Incorporated - Pfeiffer Brewing Company ® Quaker Oats Company ° Radio
ration of America . Red Top Brewing Company * Rival Dog Foods Company hd Scott
Company - Sealy Mattress Company o Singer Sewing Machine Company o S5.0.S.

ay ». Standard 0il Company of Ohio d Stroh Brewing Company ® Sun 0il Company
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g Cowpany Day By Day, More National and Regional Advertisers are 7% Cigareties
21 Corporation Discovering it Takes WHIZ-TV to Make Sales in South- ‘ne pamerican Tobacco
: eastern Ohio.

nwe @ August ) ) ) . Wagner Brewing Compa
’ & Join This Ever-Expanding Group of Smart Advertisers

®  Baker Bread and SELL the Zanestille, Ohio Trading Area . .. Covered

rompany " Bendix|
Exclusively From Within By

ppliances ®

_ lenrus Watch Company
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HB-T

BASIC CBS TELEVISION AFFILIATE

HB-TV

CHANNEL @) BASIC CBS-TV
SHARING TIME Kansas City
WITH KMBC.TV

W

770 KC. 10,000 WA
MUTUAL

KANSAS CIT‘Y'S
OLDEST

CALL LETTERS
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