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FIRST STATIONS OF VIRGINIA

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

DOES A COMPLETE JOB . . .

Esso Standard Oil Company knows its business well. It does o
complete job in the refining, distribution

ond sole of Esso products. The geologist,

rigger, chemist, tank truck driver ond your

Esso Deoler ore but o few of the skilled

members of the Esso fomily. And their

specialists in odvertising effectively use

the oir to develop wide distribution ond

sole of Esso products.

Specialists in management ond progromming at

the Hovens & Mortin Stotions, Inc., olso do

a complete job. You'll find o combinotion of
experience through pioneering and progrom
imagination that has built up lorge and loyol
audiences in the rich areas around Richmond.

It’s a complete job of turning ideos into sales

results for odvertisers on WMBG, WCOD ond WTVR.
Plon your campaign to work hond in hand with the
"First Stations of Virginia.”'

WMBG ~» WCOD

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

WTVR




Fard buys record
radio, tv sked
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I ’ Some tv film
trends for 1954

Harper elected
ARF chairman

Nielsen meters
shown by city

Out-of-home
radio higher

Ford's opening 1954 bid for first place will be made first 2 weeks
of January when new models come out. It will spend (through JWT) some
$1 million to $1.2 million on 1,500 radio, 300 tv stations—probably
an all-time record for spot air media—plus heavy print schedule.

"Ford Theatre" (NBC TV) will also be used. 1In addition Ford will
push Lincoln, Mercury models on Ed Sullivan show (CBS) and via an-
nouncements on 400 radio stations, tv stations 4 top markets for 2 to
13 weeks starting 4 January. Agency: Kenyon & Eckhardt.

—SR—-

Several important trends already evident for 1954 in $100 million tv
film industry. SPONSOR's research for upcoming (25 January) Tv Film
Section shows: (1) SAG contract has put virtual stop to producers ex-
perimenting with untried talent. Too expensive. Handful of elite
talent getting most of jobs. (2) Color becoming big factor in think-
ing of film producers. Transfilm, Screen Gems, IMPS, Sound Masters,
others have shot color commercials. CBS TV, MPTV, other syndicators
will release part of their 1954 program films in color. (3) Competi-
tion sharpening between networks, syndicators for development of tv
program packages. Some non-network film producers would like to see
government step in and divorce network broadcasting and film.

—SR~

New board chairman Advertising Research Foundation is Marion Harper
Jr. At 37 he's also president of McCann-Erickson, has book to his
credit ("Getting Results from Advertising"), is on SPONSOR's All-
Media Evaluation Study Advisory Board. Sherman & Marquette's Henry
Schachte, retiring ARF chairman, and Wildroot's J. Ward Maurer, both
of whom also on SPONSOR's board, will serve as directors. BBDO's
Fred B. Manchee is new ARF vice chairman. Edgar Kobak remains presi-

dent and A. W. Lehman managing director. ARF now has 187 subscribers.

—SR-

Here's Nielsen's sample bases for his 5 individual market radio re-
parts: New York—180 metered homes; Chicago—185; Cincinnati—145;
Pittsburgh—120; Los Angeles—75. For Pacific Regional it's 200; for
New York tv report-120. Firm cautions: When report lists 4-week rat-
ings, you should rightfully quadruvle sample size for weekly program,
multiply it by 20 for 5-times-a-week show. For analysis of 6 rating
organizations, see "What's wrong with the rating services?" page 34.

—-SR—-

1954 will see big increase in interest in out-of-home listening. NBC
Radio has figures showing it can run to 40% of in-home. At least one
net reported negotiating with Nielsen to install meters in cars and
put measurement on regular basis. Pulse, Hooper, others also devot-
ing more attention to out-of-home listening.

| culation Offices 40 E. 49th St., New York 17, $S a year in U. S. $9 elsewbere. Entered &5 second class matter 29 January 1949 st Baltimore, Md. postofice under Act 8 March 1879

E SPONSOR, Volume 7, No. 28, 28 December, 1953. Publlished biweekly by SPONSOR Publications. Inc., at 3110 FEim Arve.. BRaltimore. Md. Fxecutive. Fditorial, Advertising, Clr-
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REPORT TO SPONSORS for 28 December 19353

FCC color plan Long-expected formal FCC approval NTISC compatible color televisien
O.K. hits sales system came at worst possible time—8 days hefore Christmas. Industry
had hoped FCC would wait till after shopping rush. Firms planning
color receivers were guick to announce production plans for 1954.
Cautions that quantity production will not hbe available until 1855
were buried and will be overlooked by shopping publie. Alrzady-
dwindling sales of black-and-white receivers expected to drop more.
—SR—
WOW-TV on air WOW-TIV (Omaha) reports it successfully transmitted Midwest's first
with color color tv Sunday, 20 December, after working 3 nights to install,
modify color equipment. Station picked up and rebroadcast NBC's
"Amahl and the Night Visitors," out of New York.
—SR—
Year's radio, tv Both tv and radio set output dropped in October, but 10-month tv total
set output zooms was at record level while radio's production for same period was
highest since 1950. Tv set output for 10 months ran to 6.2 million
sets (against 3.4 million year ago). Radio figures were 11.2 million
against 8.4 million in similar 1952 period. '
—SR—
Some new net Niagara Mfg. & Distributing Co., Adamsville, Pa., makers of profes-
radio sponsors Sional massage equipment, entering network radio 5 January when it
starts sponsoring Gabriel Heatter Tuesdays 7:30-45 p.m. Mutual.
Agency: Olian & Bronner, Chicago. Also new on Mutual: Grand Duchess
Steaks of Akron (Di Nuoscio Adv.), which sponsors "Remember with Tiny
Fairbanks" Saturday 11:15-30 a.m.
—SR—
Drug firms take Pharmaceuticals, Inc., makers of Geritol (Edward Kletter agency) has
on 4th tv show signed to cosponsor "Rocky King, Detective” on Du Mont for 2 years
starting 3 January. American Chicle is other sponsor. Pharmaceuti-
cals and sister firm, Serutan, now sponsor 4 tv shows; other 3: Red
Skelton, "Juvenile Jury," both CBS IV; "Life Begins at 80," Du Mont.
—~SR—
Air has $42 mil. Air media's stake in intensifying imbroglio between medical profession
stake in tobacco and tobacco industry is at least half SPONSOR-estimated tobacco ad
expenditure of $85 million this year. Here's how tobacco ad budgets
have increased in past 3 years (from PIB and ANPA, with some dupli-
cation regarding newspaper supplements): 1950—$64.5 million; 1951—
$70.4 million; 1952—%§77.8 million. Why all tobacco companies are
worried: Latest British Medical Journal states flatly abolition of

cigarette (or total abstinence) appears "most beneficent single
step in cancer prevention to us today."

— — — p— — — — — — — — — — — — — T ey — — — ——
e e -
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New national spot radio and tv business

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration |
Anahist Cn, NY | Anahist | Ted Bates, NY 1125 rural and small-town mkts | Radio: min anncts; 20 Dec; 13 wks |
} throughout the country
Cantrell & Cochrane, | Super Soft Drinks Ted Bates, NY 14 radio, 6 tv mkts on West | Radio-Tv: min anncts on radio: min, 20.
NY . Coast sec anncts on tv: 18 Jan; 52 wks | [
Ford Motor Co, Dear- | Lincoln, Mercury Kenyon & Eckhardt, 400 radio stns, 4 tv mkts Radio-Tv: min, 20-sec anncts on radio,
born, Mich NY ) tvi 4 Jan; 2 to 13 wks
Ford Motor Co, Dear- | Ford Prods & Dealers | ). Walter Thompson, 1,500 radio, 300 tv stns Radio-Tv! min, stn brks for radio; 20- I
born, Mich NY sec, min, I.D.’s on tv; 1 Jan-6 Jan;
. . 1 to 4 wks
General Motors Corp,  Buick Kudner, NY 450 radio, 125 tv stns Radio-Tv*® min, 15-sec anncts on radio;
Detroit, Mich } . stn 1.D.’s on tv: 3 Jan; 7 das
Minute Maid Corp, NY Minute Maid Orange Ted Bates, NY Top 50 Minute Maid radio and Radio-Tv: min, 20-sec anncts on tv: min | 1
Juice tv mkts anncts on radio; 4 Jan; 43 wks
2 SPONSOR




WGY-Land i1s Vacationland
AND RADIO GOES WHERE VACATIONERS GO

From the first winter snow until the Spring thaw, winter sports
fans from all over the country flock to upper New York State and New
England.Asinthe summer WGY-Land again becomes vacationland for
millions of people. From Lake Placid to the Catskills, from the Finger
Lakes to the Green Mountains, wherever people ski or sled or skate.
WGY reaches an increased audience all through the winter season.

Y A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK

Represented Nationally by Henry I. Christal Company
NEW YORK—BOSTON—CHICAGO—DETROIT—SAN FRANCISCO
I,«“Zs DECEMBER 1953
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advertisers use

ARTICLES |

Year-eud report on radio and tv

SPONSOR makes an appraisal of the biggest radio and tv events in 1953,
with interpretations designed to be useful to advertisers in 1954

Radio-tv's vole in N.Y.C. newspaper strike

With newspapers out during the recent engravers' strike in New York, depart-
ment stores took to the air to get messages across but spent only about 15%
of the amount they would have spent on newspaper ads for radio and tv

Radio-tv resolutiouns for 1954

SPONSOR went to broadcasting industryites and admen, asked each group to
suggest resolutions they wished the other group would make for the coming year

What’s wroung with the air rvating services?

Many broadcasters have denounced ratings in recent months, advertisers and
agencies have mixed opinions. This article in SPONSOR's All-Media study
summarizes the debate, tells what services offer and how they compare

flow six major spot advertisers use tv

An analysis of how a half dozen big spot tv clients key their approach in this

medium. Spot tv billings for this year may hit $100 million

fHlow to get the most out of an indepeundent station
From AIMS [Association of Independent Metropolitan Stations) come tips to

advertisers and agencies on how to make most profitable use of "indie" radio
stations; close relationshin with retailers, distributors stressed

COMING

Is radio too cheap?

SPONSOR’s investigation of radio rates and circulation indicates it is under-
priced in relation to print media. Facts and figures over 10-year span

IPat Weaver: a profile

What makes the new NBC president tick? SPONSOR goes behind-scenes for an
intimate study of this 44-year-old dynamo who shot to the top so fast

What's wroug with the priut rating services?

Article 15 of SPONSOR's All-Media Evaluation Study delves into industry
opinion about the print rating services, presents pertinent facts on services
and techniques of Starch, Readex, Gallup-Robinson

30
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39
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things have changed g

n ARKANSAS, too!

=
IVE-FIGURE incomes may once have been rare in
ckansas, but believe us, times have changed!

1e State has recently made spectacular econpomie

g vances — Farm Income, for example, is 132.3%

feater than it was ten years agzo Retail

fles are 251.7° greater!?

I dio in Arkansas has also taken giant strides

Eward. Almost all the State can now be covered

%:h one radio station — 50,000-watt KTIIS in

¢ tle Roek — CBS Radio, and the only Class 1-B

Bar Channel station in the State. KTIHS eives
pary davtime coverage of 1,002,755 people, more
In 107 of whom depend upon KTIIS exclusively for
ymary daytime service. KTIHS actunally delivers
dinterference-frec daythme signal to 3,372,433

¥ ple!

Bk with your Branham man. seon, for all the
(1S faets.

Sles Management figures

50,000 Watts . . . CBS Radio

Represented by The Branham Co.
Under Same Management As KWKH, Shreveport
Henry Clay, Executive Vice President
B. G. Robertson, General Manager

KTHS

BROADCASTING FROM

LITTLE ROCK, ARKANSAS
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ANNE DOES IT
ACAIN!

ANNE TRUAX, noted home economist,
i on her "Adventures In Homemaking™ pro-
| gram over KLX a few months ago, offered
a 10 cent brochure on Home Decorating.
This same offer was also made on 7 other
Pacific Coast radio stations.

You Know What
Our Anne Did?

She just out-pulled all 7 other stations
. . . that’s all.

And Look At This! |

The same offer was repeated a few
weeks ago and . . . that's right . . .

Anne Out-Pulled
Them All Again!

Let Anne and KLX sell your merchan-
dise to the Oakland-San Froncisco Bay
radio audience.

contact

..," . -\
. and KLX-FM )
M, ey

il

No. 1 in News ¢ Sports e Music

THE TRIBUNE STATION
TRIBUNE TOWER
OAKLAND, CALIFORNIA

Represented Nationally by
Burns-Smith Company
on Pacific Coast
Duncan A. Scott & Company

Anne Wright, J. Falter Thompson, feels 1953
saw an increased tendency to look at all broadcast
media in the light of actual value received.
“Performance meant more than glamour,” she
told sronsor. “There was a greater surge toward
creative thinking i use of radio, with some of

the old standards replaced, or changed. The
increased familiarity with broadcasting on all execu-
tive levels brought a demand for really adequate
statistics to back up claims of coverage, listening
and effectiveness. This is our greatest cheallenge.”

Charles M. Wilds, N. . Ayer, thinks 1954
will bring solutions to many timebuyer problems,
among them getting clearances in one.station
marlkets. “Next year,” he says, “I think television
will enter the competitive stage. The single-station
market situation is becoming more and more
alleviated.” Charles also foresees more money
going into network television and less into spot as
more stations begin operating. He supervises radio
and tv baving for such accounts as Atlantic Refining
Co., Hawaiian Pineapple Co. and Howard Johnson.

Grace Porterfield, Benton & Bowles, predicts
a definite upsurge of interest in nighttime radio
next year. Reason: Adrertisers will realize night-
time radio is one of the best media to use to

reach the lower-income group. Grace’s own account,
Instant Maxwell House Coffee, is already using this
formula even in markets in which it has nighttime
television. She explains, “Some people can’t afford
to buy television sets. One of the most effective
ways to reach them, therefore, is through radio.

Vany advertisers are just beginning to learn this.”

John B. Collins, Sherman & Marquette, believes
the era of the all-media buyer may be close at
hend. For the past few years his own agency has
trained its buyers to have equal familiarity with

all media. and he notes some other agencies have

also switched over to the all-media system. “l feel it’s
better for the udvertiser if buyvers think of product
before media.” he says, “because they have a com-
plete picture of which media work best to fill specific
purposes.” John is now buving time and space for
Cashmere Bouquet, Ajax Cleanser and Colgate.

SPONSOR
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New idea in SELLING
sold on

B A new concept of furniture merchandising

which met wich instant acceptance was featured
on WHAM Radio.

Three young men have long believed furniture should be sold
from a homelike atmosphere if its ultimate destination was
the purchaser’s home. From the rooms of a century-old home in
a delightful suburb, Monroe Cherry House, sells the rich lustre
and satin patina of traditional woods.

Traffic produced by WHAM personalities resulted in carloads
of fine furniture being moved from Cherry House to add to the
warmch of living in WHAM area homes. This success story

is typical of many that have been sparked by Bob and Ann
Keefe on “Hometown” and Ann Rogers on her own program.

Success like this is not accidental. It can be yours if
you use WHADM Radio to sell your product or
service to Upstate New York purchasers.

“’l’!A“ RADIO SELL FOR YOU
--‘--‘..-:ﬁ*

The STROMBERG-CARLSON Station, Rochester, N.Y. Basic NBC * 50,000 watts * clear clumnel * 1180 ke
GEORGE P. HOLLINGBERY COMPANY National Representative

hid )
LE1

&
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WMCT u:

announces Memphts and Mid- South’

tallest television towem

1088 feet

on preferred CHANNEL S

now operating on maximum power allowed
for low band TV stations

100 000 watts

greatest coverage
finest reception

delivered by any Memphis TV station by far
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IRST IN TOWER HEIGCHT!

FIRST IN COVERAGE!
FIRST IN PROGRAMMING!

Those three phrases sum up the unmatehed
superiority of WMCT in the Memphis Market,

q/
0

O

R

Y

W

(X

(X

X

A

X

Tower height is a key to solid coverage. WMCT
tower is the tallest in the South. Searing 1088 fi.
sky, 1335 ft. above sea level, WMCT now delivers a highe
“signal service” and elearer

B
3

le
v\ 0

.\TL.!‘_

viston alion

n L .\[ I S"
Our preferred “low band™ channel—number 5
the pick of top network and film shows, plus our own locally

produced shows, plus five years experience, mean~ without

question that the shows sent from the tallest tower in the South

Cunlnlzuui a ereater audience in ,\1(‘1(11);1]\ and ilh \h(l S()lliil mar ;u}l.

- ® I

Attention, time buyers:
’

In casc you haven’t seen the figures.here’s the

low-down. Judge coverage by Government standards

According to U. S. Government Engineering Standard~—a
television station operating on a preferred “low band™ VHF

Channel at maximum power. (Channels 2 through 0) dehvers a
better signal servi

ind ho
than a =tatic g hig Sham
at maxunum power (Channel rough 13)
In M < Mid S
1 low band Ci 1

: WMCT.
| . .
any other Memphis televi-ion <tation!

With our new increase of power to the maximum
100,000 watts. sent from our “topper’ tower of
1088 feet. WMCT effectively reaches more peo-

ple by far. more zquare miles by far. more

® ® L3

Memphis’ first TV Station
CHANNEL 5

buying power by far to give you your best TV

buy BY FAR in the rich Memphis and Mid

South market.

* NBC-TV-BASIC
Also affiliated with ABC and DUMONT
Owned and operated by

National Representa* ves
The Commercia! Appeal
i
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KMA COVERS

AMERICA’S

TOP SPENDING
FARM MARKET

fOWA

DS MOWNES o

(| The millions of rich-from-
the-soil
KMA-Land comprise America’s

midwesterners tn

top spending farm market.

( In 1952, they spent $3,081,-
010,000% for goods and
figure surpassed
only by a handful of metro-
politan markets. And, this year,
as in the past, KMA was again
the favorite station in this
wealthy, rural market.
*¥1952 SM & SRDS Estimates

services — a

( If you want to sell products
or services to the rural mid-

west, then YOU BELONG ON
KMA.

5000 WATTS—960 K. C.

KMA

SHENANDOAH, IOWA

Represented by
EDWARD PETRY & CO., INC.

th and

- MADTSON

SPONSOR invites lctters to the editor.
Address 40 E. 49 St.,, New York 17.

IDEA STEALING

Thauk you for the highly compli-
mentary reference in Bolb Foreman’s
sPoNsOR column for November!

I. too. continually gct the “how can
I protect my Little One from being
stolen by the Gypsies?” My answer
has always been just about the same
as yours, if not as well said.

A more embarrassing problem for
me is in being asked for a qualitative
judginent on a new script. When an
cctor asks for criticism, you know he’ll
settle for fulsome praise, but writers
are a slightly different breed of cats,
and it’s sometimes hard to know wheth-
er to give the Pure-Bred Perzian or
battle-scarred alley-Tom approach. 1
doubt if either you or I welcome sit-
ting in Olympian judgment on fellow
writers, but [ suppose that from a van-
tage point of experience, we're bound
to give an honest answer, tempered
where decently possible with hope, in
the form of constructive help. 1 have
found that as a rule, the writers who
resent gctting what they asked for,
critically, are the ones who worry most
about having their 1deas stolen.

Over the ulcerous and happy years,
[ have evolved, for my own satisfaction
at least, a few basic rules about com-
edy writing which | see substantiated
week by week in practically all enter-
tainment media. Bul you’d be sur-
prised—or maybe you wouldn’t—at
the number of neophytes who still think
there is some concealed trick or some
occult device which will permit them
to by-pass the immutable laws of pub-
lic acceptance. These are the Short-
Cut Kids who are suspicious of maps.

Anyway. thanks again for the kind
[t’s nice to know that Some-
body Remembers,

Do~ Quinn
Supervisor of Comedy Programs
Young & Rubicam. Hollywood

words.

Re your Bob Foreman column of
November 30: Bravo! bravo! bravo!
Epwarp H. RusseLL
Ass’t to the presiden!
The Biddle Co.
Bloomington, 1ll.

TV SALES COMPARISON

In connection with a rccearch proj-
ect on which we are working, [ would
like to obtain figures showing a com-
parison of the results of tv advertising
with that of other media. Such a study
might show, for instance, the superior-
ity of tv advertising over that of radio,
magazine, billboard and national news-
paper advertising for a particular
product in terins of sales.

Miciaer W. R. Davis

First Research Corp. of Florida

Miami 30
® SPONSOR has never published fizures on any
major study comparing the results of tv adver-
tising with that of other media. llowever, *Media
Basics I' and *Media Basics 11, 4 May 1933 and
18 May 1933. respectively, lict vital facts on
eight major media including tips on how hest to
use, strengths, limitations, costs and other data.
Many of SPONSOR®s case hisories and capsuled

result storics have media comparison aspects
as well.

FARM QUOTES

As producers of television and com-
mercial motion pictures, we are ex-
tremely interested in the farm televi-
sion arlicle beginning on page 76 of
your October 19 issue of SPONSOR.

We will appreciate permission to
quote from this article, giving appro-
priate credit line. This request is made
because of the fact that we are now
in the preliminary production stage of
a farm series which is planned for re-
lease shortly after the first of the year.
At such time as we have full informa-
tion and schedules, a press release will
be forwarded for your possible interest.

H. L. WiLsox

General Manager

Samn Orleans & Assoc., Inc.
Knoxville 15

® Permiscion granted provided SPONSOR is

earcfully identified as the source.

We’d like 50 reprints of your splen-
did farm story in the recent issue of
sPONSOR—exact date not at hand [19
October 1933]. Anyway, it was the
“Farm Facts” release—and a damned
good one, too!

Ship ’em right to me, please, by
either parcel post or Railway Express
—whichever is 1more convenient to
vou. But, ship them today—huh?
Thanks a million!

Darras WyanT
Promotion Manager
WKY.TV

Oklahoma City, Okla.

® Reprints of SPONSOR’s 2%-page farm section
in the 19 October issuc arc not available, Lim-
ited supplics of the issue can be purchaced at
30¢ cach, however.

SPONSOR
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NO W THAT WERE >!

iy A fellow matures rapidly in tele-
vision. KPIX, San Francisco's
pioneer station, went on the air

on December 22, 1948. Now, five

years later, KPI1X has the wisdom g

that characterizes television's

veterans...the wisdom, among other
CHANNEL

| r \ things, to recognize that in tele-
o vision you can’t stay young . . . and
you must never grow old.

SAN FRANCISCO, CALIF.

1" (BS an

|

e
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WHEN EUSTAGE S. SMORCSH
filed plea T e

from the judge . . .. B

“Expect no revision. .. this is

my decision,
And from it I’ll never budge;

While the court finds it’s true, and

definitely you b
Get less time than KOWH with your wife... {
g-.-—-';;s -
!./ Vs g—}\ ’llo- » — . i
\&}/ That’s no grounds for divorce—you’re
N aware of course, P
; : . * | KOWH’s part of the whole town’s i 3
QF A\ } / @ ﬂ home life!” : . ‘
@ N
A\ !
@é“ B AVERAGE

HOOPER

KOWH

ﬂﬂnral

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

o Largest total audience of any
Omaha station, 8 AM. to 6
P.M. Monday thru Saturday!
(Hooper, Oect., 1951, thru
August, 1953)

¢ Largest share of audience, of
any independent station in

_ America! (August, 1933.)
[

bt i [ sl

General Manager, Todd Storz; Represented Ncnonclly By ‘lhe BOLLING CO.




TV CODE BOARD

May I commend von for vour edi-
torial on page 112 of the November 30
issue concerning the Ty Code Board's
“First Report.”

Quite frequenthy we hear clogirent
vodees alttacking the Code and it< ad-
num=trative board for lack of action
o some particular indunstry practice
which obviously s a violation. Whant
these critics overlook i< that the Code
Board deals spectfically and coufiden-
tially with stations and networks cou-
cerming these matters. It has never
been onr purpose to publicize these in-
dividual negotiations. | am sure vou
can understand the ellicacy of this
principle.  Altogether too often it i
assumed by our erities that because we
hold the self-policing job in confiden-
tial status that the Code Board is in-
active or a do-nothing gronp.

I iave said repeatedly that the re-
sponsible men and women of our code
board are not devoting considerable
time at great personal sacrifice to deal
in platitudes. However. we can exhort
and wield the big stick without avail
if individual management fails to serve
the role as executioner. The whole
principle of voluntary self-regulation
will collapse unless the industry un-
derstands this joint responsibility,

The trade press is an important part
of the play. Your editorial indicates a
keen understanding of the problem.

Joux E. Ferzew

President & General Manager
Fetzer Broadcasting Co.
Kalama:zoo

®  SPONSOR' recen( artlele, "ls v over.eam-

mereialized? 11 December 1933, page 27, pro-

elded additlonal decails ou (he work of (he Ty
Code Board. Mr. Fe(zer heads the Roard.

SOUND RESEARCH

The article, “Beware of these mis-
uses of Starch tv figures.”™ by Beville
of NBC and the reph by Jack Boyle
[30 November 1953, page 12]. proved
to be interesting reading last night.
It proves the great need for aud the
importance of the work now carried on
by several Advertising Rescarch Foun-
dation committees. working towards
setting up standards in this type of
research and furthering the under-
standing of proper usage of advertis-
ing research.

Articles such as this one. committee
meetings, conferences. are all helpful
in providing everyone with backaround
and information. However. it takes
more than this. To make progress in
this very important problem. which

28 DECEMBER 1953

allects the value of the wdvertising
dollar, 1t 1< necessary that we get more
contribution< throuzh brainwork and
money for the work of the \RF. We
realize that <elf-interest i~ bound 1o
crop up but mtellizent vescarchers,
all branches of the advertising bnsi-
ness, must work together, selles<dy, 1.
ward our nlinate soal of <onnd re-
~careh properhv applied.

Epcan Konwk

President

IRF. New York

TV CENSUS

SPONSOR's round-np on the 1opic,
“Is there a pressing need for a rezular
tocensus?” [Tsponsor \<ks,” 2 No-
vember 195330 page 36|, was quite
timely and pertinent.

At the time it was prepared. how-.
ever, vou had no wav of knowing of
Nielsen's nmationwide tv honte census,
now in progress. which CB~ TV is
~ponsoring and wlhich the network an-
nounced recently. This <urvev. the
largest of i~ Kind and the first since
the NC3 count in 1932, hecomes. then,
a mnch needed answer to the indns-
try’s demands, a~ speeified by vonr
forum’s participants.  Resnlt< will be
announced in January., and a great
many existing conflicts in set estimates
should then be resolved.

In the forum piece Mr. Dibert sug-
cests an organization similar to \BC
for tv censu-es. Practically speaking,
that type of audit work takes place in
offices. whereas a tv measurement is
a complex job of field research all over
the U. 5. Hence. 1t needs an entirely
different type of organization. with ex-
tensive facilities and highly trained
personnel. too if the nsers of the stud,
don’t want to hire Fort Knox to pay
for it.

With two such nationwide studies
already under our collective belt tone
also included station circulation). and
with our other measurement- of radic
and tv now mljoyillf_v wide acceptance
throughout the industrv. it appears
fairly logical that we are that Kind of
organization.  Cons<equenth. \. C.
Nielsen Co. i< readv. willing. and we
feel. eminenth qualified 10 <erve as
television’s census-taker. in order to
provide bath buvers and -ellers of
time with continuing bases of accurate
facts about ownerslip.

MURRY HARRIS

Public Relations Director
A. C. Niel<en Co.

Vew York 30

BASIC ABC-TV
AFFILIATE

SATURATES
CENTRAL CALIFORNIA’S
RICH INLAND MARKET

Effective buying income

$942,044,000

in KJEO coverage area
61,364 sets Oct., 1953

(90 mile contour area)

REPRESENTED MATIONALLY BY

THE BRANHAM COMPANY

Offices in Leading Cities

CHANNEL.

O'NEILL BROADCASTING €O.
FRESNO, CALIFORMNIA
Fhose T-2405

F. O. Bpx 1708
J. E. O°'Nelil, President
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\ *Hooper

"“If you've got some-

thing to sell, we can
make a leetle room for

you to reach the tenth
largest agricultural

market in the U. S. ...
a market larger than

10 states combined.

1 dbout 9WVing ug 3 jingle”

Let us show you why
we're NUMBER ONE
in San Diego.

kSD0 Yl

Representatives !

<7 Fred Stubbins  Los Angeles .
k Doren McGavren  Son Frandisco
John £. Peorson, Co.  New York
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by Bob Foreman

That scgment of the theatre known as legitimate may seem
strangely out of place in these pages which are usually if not
always devoted to the more illegitimate forms of dramatic
art—radio and television. However, 1 do believe that Broad-
way’s problems have a bearing on the ones which we face
weekly in broadcast advertising <o I shall launch this session
with a pica or two on Miss Mary Martin’s (and Charles
Boyer’s) Kind Sir, a play that may be seen at the Alvin
Theatre, which itself is only a stone’s throw from such works

as Arthur Godfrey’s Talent Scouts, and the Jackie Gleason
Shouw.

Kind Sir, despite what vou may have read, is a thoroughly
enjoyable evening in the theatre, tightly and amusingly con-
ceived and scripted and charmingly played by one of the
world’s most delightful people—Miss Mary Martin. After the
sliow, I had the enviable opportunity of discussing the show
with Miss Martin in her dressing room where, inevitably, the
fears and self-consciousness that she and the others in the
fine cast are surrounded by were mulled over at length.

I tried to dispel as many as I could by revealing the extent
to which my wife and 1 were cntertained by the on-stage
doings we had just witnessed—and vouching for the fact that
thecre must be thousands more like us—the drama critics
notwithstanding.

And now to the tv relevancy: Kind Sir, it seems to me, set
out to achieve the goal of so much television drama—simply
to give folks a good time, unburdening them of their own
cares, absenting them from the ills of the world and the col-
lective nastiness of the human race. If this isn’t what most
people want and have a right to get from the theatre or tv or
radio, then I'll tear up my Sardi’s credit card.

Not that the theatre as well as broadcast media aren’t
capable of airing the more horrendous facets of life, nor do I
mean to condemn those writers who attempt to resolve the
world’s ills via the theatre. However. there is still plenty of
room for the unabatedly pleasant legitimate play just as there
is a basic need for the pleasant sponsored media. Actually,
it is to the theatre, live or electronic, that people turn to for
escapc and simple pleasure and they darn well have a right
to expect both waiting there for them.

In television and radio, the criterion of pleasantry is, of

(Please turn to page (1)
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NO CIRCUS

“BALLYHOQO”

at

ONLY FACTS

For over six years K'THA has been acknowledged as the leading
1c vp( wdent television st l.\..l i Los Angeles. In the face of o \
'\.l' ll I': 3t 14 b vyl < ¢ ¥ ) ‘
will prove t to vou arain. For example: both ARD and HOOPER
n O(tohvl and again in November show that KTLA ranks above
all other 1ndepend: tations more than a6 [ ats elass .\

. BUT RATINGS ARE NOT THE ONLY MEASURE OF

LEADERSHIP!

KTLA leads in publie aceeptance and has won more awards n
any other TV station in 1. .\,

KTLA leads in top loeal personalities |

appeal which means more sales for yon.

KTLA leads in proteeting its andience |

has wever allowed “*switeh ™ advertisers.

KTLA leads in strict application of NARTB standards

Its time elasses to lusnre andience lovalty,

KTLA leads in eommereial effectiveness heeause we nea
up with those triple and quadraple spots whi

sales,
When yvou eheck all the faets, yon. too, will ag that
truly the Leading Indepen Te N \

KTLA Offices and Studios ¢ 5451 Marathon St., Los Angeles 38 o« HOllywood 9-3181
PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE

\“\\\«\m“«-%
I %

ARV ARSI \& YA
| (RBAAS. KTLA-Tue eest ADVER
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becomes
the

National
Representative

| PHILADELPHIA, PA.
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January 7,
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JOHN BLAIR & COMPANY

represents

W F I I- — the station that gives the Philadelphia Market new dimensions!

The WFIL coverage area is prime sales territory almost
twice as big as the Philadelphia Retail Trading Area.

This is WFIL-adelphia...

. « » where a population of 7%-million annually has $13-billion to spend
. « « where 2%-million families each year spend $2%-billion for food alone

« « « where almost 80% of 2-million car owners have car radios

WFIL Covers the Territory — Sells the People

. « « through programming designed for modern tastes
. « « through promotion geared to reach people at home and on the move

« « » through merchandising that makes a WFIL-advertised product the star of
the stores

This is the reason Philadelphia advertisers —
who live in and know the market— place more spot

advertising on WFIL than on any other station.
(SOURCE: Broadcast Advertisers Repart, September, 1953)

WFIL, The Philadelphia Inquirer Station, is an ABC offiliate
and serves Delaware Valley, U.S.A., site of the greatest indus-

trial expansion of the 20th Century. Get the whole WFIL story
from your John Blair man today. j 0 H N

REPRESENTING LEADING RADIO STATIONS B I_AI R

& COMPANY

NEW YORK * BOSTON * CHICAGO
ST.LOUIS - DETROIT - DALLAS
SAN FRANCISCO - LOS ANGELES



She Pictures

Today’s Woman
for Mid-

America

Radio and TV

Here’s the perfect likeness of the active, well-
informed women who plan and buy for Mid-America
households—Anne Hayes, KCMO’s Director of
Women’s Activities. Wife, mother, clubwoman,
journalist, and star of “Today’'s Woman” with
Anne Hayes, she brings the women’s world into
sharp focus on radio and TV. “Today’s Woman,”
with 12 years of suecess on radio, is already building
area-wide acceptance on KCMO-TV Channel 5 in
Kansas City. Right now, you can pick a few
participations . . . radio and TV.

¥

KANSAS CITY

On TV, Anne prepares food in
KCMO-TV’s complete electric
kitchen, interviews outstand-
ing personalities, puts the best
in homemaking “on camera.”
Her radio format—tested and
refined over 12 years — in-
volves women’s news, recipes,
personalities, and a merchan-
dising plan featuring record-
ings made at prominent Mid-
America women’s clubs.

Today’s Woman on
KCMO-Radio . . .
11:30 ‘til 12 Noon
Monday through Friday

KCMO-Television . . .
2:30 to 3:00 P, M,
Monday through Friday

Radio - 810 Ke.
TV - Channel 5

It’s good to know “It's a Meredith Station”

18
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New and renew

New on Television Yetworlss

SPONSOR AGENCY STATIONS PROGRAM, t me, slart, duration

Amcrican Oil Co, Balti- joseph Katz, Baltimore C

more
Calgon inc, Pittsburgh Ketchum, Mclcod & CBS TV 43 Bob Crosby Show, W ) 4S5 pm g Q fe¢

Crove, Pittsburgh 4 wk

Ceneral Mills, Mpls Knox-Rceves, Mpls CcB8S TV 41
Ludens Inc, Reading, Pa J. M. Mathes. NY NBC TV S$0
National Dairy Prods. Ayer, NY CBS TV 66

NY
Pan Amecrican World J Walter Thompson, NY NBC TV 22

Airways, NY SZ wks
Pharmaccuticals Inc. NY Edward Klctice, NY Du Mont 65 Ki

Cd
Procter & Camble, NY Compton Adv. NY C8S TV 70 T D. M
$2 wks

Realemon-Puritan Co, Schwimmer & Scott, Chi ABC Tv 28 John Daly G News

Chi Dec. S2 wks
US Envelope Co. S. R. Leon, NY NBC TV SO Kate !

Springficld. Mass
Whitchall Pharmacal, NY john F Murray, NY NBC TV 40

Benewed ou Television Yelivorks

SPONSOR AGENCY STATIONS PROGR L tm
Bayuk Cigars, Phila Ellington & Co. NY ABC TV 18 t el
jan 'S4, 52 whs
Colgate-Palmolive-Pect, Ted Bates, NY NBC TV S2 ow Doody: S 2 i
jersey City, NJ
Ele~tric Cos Adv Prog, Ayer, NY Cc8S TV 83
NY Z0 2 whk
Cencral Electric, 8800, NY c8S TV 85 v
Schenectady
Cenceral Electric, 88DO, NY CcB8S Tv 93 ne Froman; Th
Schenectady
Kcllogg Co, Battle Lco Burnett, Chi CBS TV 62
Creck, Mich
Kcllogg Co, Battle Lco Burnett, Chi ABC TV 47
Creek, Mich 4. 52 wks
Thomas ). Llipton, YGR, NY c8s Tv 73 Codtre T
Hoboken, NJ 2 4. S7 wk
National Dairy Prods, Ayer. NY CBS TV 62 Big Top, Sat 12-1 pm, 23 | 54 S2 wk
NY
Norwich Pharmacal, Benton & Bowles, NY CB8S TV S0 N¢
Norwich, NY 'S4, S2 whks
R 1. Reynolds, William Esty, NY CB8S Tv 109 ve Cot A S w
Winston-Salem, NC 52 wks
R. I. Reynolds, William Esty, NY CBS TV 96 oper; F
Winston-Salem, NC
Schick Inc. Stamford, Kudner, NY CBS TV 125 Show
Conn 'S 18 alt wks
Speidel Corp, Providence, SSCB. NY NBC TV 72 Na that Tu ym 3 |an
RI 26 progs
Westinghouse Electric, McCann-Erickson, NY CcB8S Tv 88
Pittsburgh

Advertising Ageucy Persounel Changes

NAME FORMER AFFILIATION NEW AFFILIATION

Wendell Adams William Esty. NY, acting radio dir Same. radio dir

Ceorge C. Anthony Media excc, LA Str

Jamcs F. Behan William Esty, NY, acct exec Same, vp

William E. Ferchtold McCann-Erickson, NY, vp mc Reg yers altler names

. Z.
' In next issue: Newe and Renewced on Radio Networks. Ya-
tional Broadcast Sales Executires, Neic Azencey Appointnients

28 DECEMBER 1953 19
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New and renew

DECEMBER

20

3.

Advertising Agency Personnel Changes

NAME

Don Blauhut
Robert ). Black
Ralph Brockway
George |. Chatfield
Gene Clayton

Douglas |. Coyle

Mary Dunfavey

George Thomas Fry
Robert M. Ganger
Richard E. Goebel

Walter A. Gracbner

Kermit Hansen
Bud Hayward

Robert E. Healy
Ann Janowicz

Claire Koren
Gene G. Lilienfeld
Linnea Nelson
William J. Newens
Dawson L. Newton
Wendell O"Neal
Percy J. Orthwein
George C. Oswald

John H, Owen

John Peace

Charles W. Reinhart
Wilbert G. Stilson
Ted White

FORMER AFFILIATION

(continued)

NEW AFFILIATION

Raymond Spector, NY, hd radio-tv dept
Own agency, LA

Fred Smith & Co, NY, exec

William Esty, NY, vp

WTMYV, East St. Louis, Ill, news dir

Kenyon & Eckhardt, NY, acct exec Richard
Hudnut

Harry B. Cohen, NY, radio-tv media dir
Kenyon & Eckhardt, NY, vp, acct supvr
P. Lorillacd, NY, pres

KOY-TV, Phoenix, Ariz, dir tv

Time-Life-Fortune, London, rep to Gr.
Europe

Allen & Reynolds, Omaha, acct exec
Prodr, ‘“Voice of the Army’ prog

Britain,

McCann-Erickson, NY, vp
Benfon & Bowles, NY, timebuyer

FCGB, LA, timebuyer

Price & Brown, NY, acct exec

). Walter Thompson, NY, chief timebuyer
Allen & Reynolds, Omaha, acct exec
Ruthrauff & Ryan, NY, dir mdsg
Beaumont & Hohman, Chi, acct exec
D'Arcy Adv, NY, chmn of bd

Kenyon & Eckhardt, NY, acct exec Lincoln-
Mercury

Compton Adv, NY, acct exec, Socony-Vacuum
group

William Esty, NY, media dir

Sylvania Elec, NY, adv migr fixture div

McCann-Erickson, NY, vp

Beaumont & Hohman, mgr SF office

Edward Kletter Assoc, NY, dir radio & tv
Hicks & Greist, vp West Coast office, LA
G. M. Basford Co, NY, acct exec

Same, exec vp

Westheimer & Block, St. Louis, publ res
copywriter

Same, vp

Town Adv, Phila, radio-tv dir
Same, dir
D'Arcy Adv, NY, chmn of bd

Advertising Counselors of Ariz, Phoenix, agt
supvr

Erwin, Wasey & Co Ltd, England, mng dir

Same, partner

James Lovick & Co, Ltd, tv-radio dir, Mo}
branch

Same, gen mgr

Hewitt, Ogilvy, Benson & Mather, NY,
timebuyer

Western Adv, LA, chief timebuyer

David D. Polon Adv, NY, acct exec, res dir
Kudner Agency, NY, tv analyst

Same, partner

Ellington & Co, NY, acct exec

Same, vp

Same, chmn exec comm

Same, vp

Same, vp

Same, vp

James Thomas Chirurg, NY, acct mgr
Same, treas, bd of dir

Same, vp

1. T. Maunders
John Peace

Wendell Adams
James F. Behan
George Oswald

Sponsor Personnel Changes

NAME

FORMER AFFILIATION

Robert W. Bales
Cornelius E. Braren
Roger Greene
Thomas P. Hawkes
Johbn R. Latham
James T. Maunders
John R. O’Connor

Charles M. Wilmarth

Albert Pick & Co, Chi, slsmn

Piet Bros, NY, retail mgr

Philip Morris & Co, NY, adv mgr

Piel Bros, NY, adv, sls prom mgr

Curtis Publ, NY, exec

Detroit Bd of Commerce, asst secy

Philip Morris & Co, NY, regl mgr for Pacific
‘Coast, Alaska, Hawaii

Wine Inst, SF, asst to dir publ rels

NEW AFFILIATION

Cory Corp, asst terr mgr for Chi, northern HI
Same, adv, slis. prom mgr

Same, adv dir

Same, gen sls mgr

Philip Morris & Co, NY, adv mgr

Bohn Aluminum & Brass, Detr, dir publ rels
Same, asst to vp chg sls

Gen Petroleum Corp, supvr publ rels, adv, N i
div, SF

Station Changes (reps, network affiliation, power increases)

KALI, Pasadena, Cal, now bdcstg with incr power of 5000

watts

KBID-TV, Fresno, Cal, ch 53, natl rep Meeker Tv

KOWL, Santa Monica, Cal, power incr from 5000 to 10,000
watts (stn specializes in forcign lang and Negro prog)

KROD, ElI Paso, Tex, new natl rep, Branham Co

Radio A.E.F., Brazaville, French Equatorial Africa, new Amer
rep, Pan Amer Bdcstg Co

Southwest Net (KAVE, Carlsbad, NM; KSIL, Silver City, NM;
KOSA, Odessa, Tex: KUIN, Pecos, Tex; KVLF, Alpine, Tex;

Numbers after names
refer to New and Re-
new category

Joln R. Latham
G. Chatfield
Douglas Coyle
Bud Hayward
Percy Orthwein

t4)
(3)
(3)
(3)
(3)

(4
(3)
(3)
(3)
(3)

KVKM, Monahans, Tex; KGFL, Roswell, NM; KWEW, Hobl

NM)J, new natl rep, Branham Co.

WOR-TV, NY, now transmitting from Empire State Bl
tower; power incr from 22 to 165 kw

WATV, Newark, NJ, new natl rep, Weed Tv
WAVE, WAVE-TV, Louisville, Ky, natl rep, NBC Spot Sales
WFIL, Phila, new natl rep (radio), John Blair

WRCB, Schenectady, NY, will switch from ch 4 to 6 eft
Jan ’S4; will incr power from 16 to 93 kw

WTMA, Charleston, SC, new natl rep, Hollingbery

SPONSOR
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BunHo

and Get lowa’s Metropolitan Areas..

2lwo the Remainder of lowal

TAKE HOME FURNISHINGS SALES, FOR INSTANCE!
6.7% ceoar RapiDs - - - j‘ |
9.6% TR-Cmese + - - - NN W
127% Dts momnes - - - - (NN
2.4% DUBUQUEs - -

.- B
37% sovx ary - - - - [l
. -

6.3% WATERLOO

60.7% RemAINDER of sTATE |

Figures add lo more than 1009

Tl
st

bormune Rock toons Coomnr Mien THE "REMAINDER OF 1OWA' ACCOUNTS FOR THESE SALES:

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

S.A.M. DAYTIME 61.6% Eoting ond Drinking Ploces

STATION AUDIENCE AREA 44.89, General Merchondise Stores

55.6% Apparel Stores

60.7% Home Furnishings Stores

65.

13.

79.

MINKESOTA

wiSCONMSIN .
Source: 1952-°53 Consumer Markets

ILLINOTS

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

£ | Des Moines. . . . 50,000 Watts

2 FREE & PETERS, INC., National Representatives Col. B. J. Palmer, Preaident
‘ P. A. Loyet, Resident Manager
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Ned Pines

W Spomsar

Pines Publications, New York

College Life, the first magazine published by Ned Pines, hit the
newsstands in 1928—unsupported by any form of national advertis-
ing. In 1953 Pines Publications put out over 40 magazines plus a
line of pocket books and allocated an advertising budget of $250,000
to help increase circulation during the next year.

“We've found that spot radio gives us the flexibility and fre-
quency of impact we need,” Pines told spoxsor. “We've also tested
spot tv and have discovered that it is an effective medium for <elling
both magazines and pocket books. Because of the immediate sales
stimulus that air media have provided, we've increased our 1954
advertising budget by 1507 over the $100,000 allocation in 1953.”

This example will show you how Pines uses air media:

In January 1953 Pines Publications bought two movie fan maga-
zines—Screenland and Silver Screen. To launch first issue of these
two magazines under his ownership, Ned Pines, Promotion Manager
Norm Hill. and Circulation Manager Frank Lualdi decided to use a
short-run, intensive radio campaign in 15 markets. These markets
were selected on the basis of population (towns with 100,000 to
400,000 people) and location (scattered throughout the U.S.). From
15 to 20 announcements a day, both minute and 30-second, were
placed on a run-of-station basis on top stations in each market. The
campaign ran for 10 days.

Results of this $50,000 radio effort were a 609 increase in circu-
lation over the previous issue of the two magazines, as well as a
cumulative effect on newsstand sales of the subsequent two issues.

In outlining his approach Pines distinguished between weekly
and monthly publications. “A weekly magazine lends itself to an
institutional campaign,” he explained. “In advertising a monthly
magazine, however, you have to push an individual article.”

A former space salesman, Pines is still plenty advertising-conscious.
He shoots for constant promotion of his established line of books
and magazines with radio and tv campaigns along with air cam-
paigns for the new books. True Life Stories was introduced in Sep-
tember 1953 with a $60,000 national tv announcement campaign in
major markets.

You can tell Pines is a firm believer in keeping close touch with
his reading public. He uses his two little daughters in Scarsdale as
a yardstick for good comic books. * Kk ok

SPONSOR




‘Bulls-Eye!

SPOT YOUR SPOT ANY TIME
NIGHT OR bAY ON WIJBK . ..

AND GET RESULTS!

WIBK's powerful balanced daytime and nighttime program

format gives you top adjacencies at any hour around the clock.

TOPS IN NEWS...Night and Day

Every hour on the hour, WJBK's newscasts keep Detroiters
up to the minute on latest newsbreaks whether they're ot
home or in their cars.

TOPS IN MUSIC.. . Night and Day

Every moment, doy ond night, leading disc jockeys bring
fovorite music to Detroiters in their homes, on their jobs
or in their cars.

TOPS IN SPORTS... All Year 'Round

Baseball oand hockey key station . . . football and all the
other mojor sports on WIBK, the station that's tops with
sports fans in the nation’s hottest sports town.

LOWEST COST...Per Thousand Listeners

Compare WIBK's 44¢ daytime per thousand Michigan
radio households, 59¢ nighttime * with other Detroit stations’
rates and you'll see why WJBK is your best radio buy.

*'52 NCS Coveroge Study

w m&c.betroit

STORER BROADCASTING COMPANY
Tops in MUSIC, NEWS and SPORTS
National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORALCD 5-7690

Represented Notionolly by THE KATZ AGENCY
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*Gracias -

that’s how 85,000 Spanish-speaking people say
“thank you’ to the many local and national
advertisers who display — and sell — their
products on KIFN — the only full-time Spanish
voice of this rich market: $20,000,000 in retail
sales last year!

Si, Senor Businessman — my
friends appreciate — and
buy — when you do your
selling-in-Spanish! Better
wake up, amigo, to the pos-
sibilities of this market that
can bring you mucho
dinero! Join the more than
80 local merchants and num-
erous national accounts who
are keeping their sales HOT
as chili con carne, this easy
KIFN way!

Por ejemplo! Just 27 spots
on KIFN sold 680 pens
ordered from Senor Folger
for 25¢ and a band from »
Folger coffee can! Quality
Furniture received 220
letters from a single musical
quiz program . . . friends of
KIFN are friends of Quality
Furniture! And just 11 an-
nouncements for Moe’s Food
Fair sold 2500 pounds of
pinto beans (only one of
several items mentioned in
the ‘spots.’”’)

REMEMBER . . . if you sell
in Arizona, you should sell
in Spanish . . .on KIFN . . .
Central Arizona’s ONLY full-
time Spanish-language
station!

ASK THESE YANQUIS ABOUT ME!

NATIONAL TIME HARLAN G. OAKES
SALES AND ASSOCIATES
17 E. 42nd St. 672 Lafayette
New York, Park Place

New York Los Angeles, Calif.

860 Kilocycles * 1000 Watts
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA

24

New developments on SPONSOR stories

See: “Why all 11 Banks in Kingston use
radio”
Issue: 30 November 1953, page 32

Subjeet: Arizona bank uses tv 10 sell yvoung.
sters on saving

The Phoenix, Ariz., First Federal Savings & Loan Assn. is using
television to make saving fun.

The bank has fulfilled its aim of making youngsters saving-
con:cious by building its television show around the youngsters them-
selves and tying the show in with a savings organization for children.
The show’s personalized appeal exemplifies the more emotional,
direct-sell approach many banks are using in air advertising today.

Although banks have been slow to use the air media and tradi-
tionally avoid hard-cell. sroxsor’s 50 November article emphasized
that more and more banks are using radio today. It cited a survey
conducted by the American Bankers Association this year. Out of
2,285 respondents, 787 use radio. In 1936 only 145 banks reported
use of radio in a similar survey.

First Federal’s Ranger Show, which marked its one-hundredth
performance recently, consists of 45 minutes of entertainment by
talented children, songs by members of Junior Church Choirs from
Arizona churches and serialized movies. The show also honors mem-
bers of the children’s savings group, the Rangers. who’ve increased
the amount of their regular savings.

Telecast over KPHO-TV, the program features the Ranger Lady
(an employee of First Federal). and Goldust Charlie. a Western
“philosopher.”

The Ranger Lady brings news of the bank’s activities to tv viewers
and tells youngsters how to join the Rangers. Goldust Charlie pro-
vides the Western touch with bits of philozophy and stories built
around the theme of saving.

During the first nine months of the program nearly 1,900 new
Ranger accounts—all children—were opened. Each account averaged
%45. More than 8,000 children belong to the Rangers group. And
President Joseph G. Rice attributes the bank’s increase in assets
partially to the marked rise in children’s accounts (First Federal
assets are now 330 million). ¥ k%

Kid show on KPHO-TV rounded up 1900 accounts for Phoenix bank in nine months

SPONSOR




' THREE TIMES THE TIME IN DAYTIME

Put it this way: The average half-hour nighttime television show (all networks!
costs $40,797 and gives you three minutes of commercial time. The same money put in NBC
daytime TV will give you three quarter-hour shows on three different days totalling

nine minutes of commercial time. In the clear light of day, it’s obvious that

Daytime Dollars Buy More when judiciously placed on NBC Television. fm .
P " '
Y
NBC TELEVISION WHERE DAYTIME DOLLARS BUY MORE o™ “

G osertice o Rudie Cerporatinr of Amera -

sovkces Gross tune cost PIB Januars - aApnl 1950 Talont coat Variets estimales Novembnr 1952
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and found wanted: by peep-
ing Thomasinas,* who peek
Thru the Kitchen Window five
AMs a week; by a vocational
counsellor, who told her to quit
her anonymous menu-planning
and get in there and sell; by the
Army Quartermaster Corps, who
investigated her palate and gave
her 100% in tasting; and by ad-
vertisers who . . . but whoa, it’s
too early for the commercial.
Aside from the fact that any
fool could take one look and give

SHE HAS been investigated

Irene Lindgren 100% in taste,

the QM was real perspicacious.
Our Irene was serving at the
time on the Food Testing Panel
of the National Restaurant Asso-
ciation, which was Building
Morale for the U. S. Army
which notoriously travels on its
stomach by getting to a soldier
through his you know what.

“Okay, you got a 100%
palate,” said our commercial
manager. ‘“What else can you
do?”

Before he could say Fred
Waring’s Orchestra, Irene sold
him a Waring Blendor, cooked
a seven-course meal on a couple
of old kilowatts, and acted out
the story of Anna Baltauf, Girl
Chocolate Soldier, a babe out of
the XVIIIth Century Vienna
woods who practically invented
Home Economices and was im-
mortalized by a contemporary
artist named Liotard for use
several generations later as the
Baker Chocolate trademark.
Everybody confused? Well,
Irene had once directed a play

* Peeping Toms too. Ever notice all the men
grocery shopping these days?

WFBM

She has
been investigated

about Anna B.; she got a job
organizing sales meetings and
training demonstrators for War-
ing Blendors after the vocational
counsellor changed her vocation;
and she had been a menu-
planner, dietitian, and food
buyer for a chain of Chicago
restaurants.

WFBM-TV

INDIANAPOLIS « CBS
Represented Nationally by the Katz Agency

Affiliated with WEOA, Evansville; WFDF, Flint: WOOD AM & TV, Grand Rapids
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“You,” said our CM, “are our
new am-tv Home Economist.
Take that kitchen over there.”

This was in 1952, and our
palates never had it so good, to
say nothing of same for our
viewer-eaters. When a Hoosier
homemaker walks into her fa-
vorite store after a session with
Thru the Kitchen Window she
knows what product to buy. She
knows what it looks like, what
it will do, and how to fix it. She
saw Irene Lindgren use it on
tv—or heard her talk about it
on her daily radio show, Kitchen
of the Air.

Participate, anyone?

SPONSOR
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CS Of 1953

Radio’s sales plans: how and what they're doing

ARC-U PPT merger: outlool for ABC «t year's end

Post-freeze v: there may be 700 stations in ‘51

Rusiness owdlool:: economies and «ir advertising

Radio clients: top 10 net sponsors, spot leaders

Tev clients: top 10 netcorls sponsors, spot leaders

Radio-trv resewrch: “muddle’” committee report

NY.C. newspaper strikke: see full story. page 30

& Color television; what's happened, what's ahead »>

¥ Video tape recorder: revolutionary implications >

B> Radio business report: covers spot and network >

L Y A T T Y AT T D TR TIT L Qs o

B Nighttime radio: ‘53 buildwp may pay off in *31 >

B Ultra high frequency: the problems, possibilities B

» Out-of-lrome listening: more important in 351 >

» Television's costs: production is holding level B

> Television nnious: negotiations set for new year >

m i —— Produced by Alfred J. Jotfe and Evelyn Konrad

B Color television

The long-awaited and long-expected
go-ahead for color tv came from the
FCC on 17 December. The green light
was effective imniediately rather than
30 days after the FCC approval is pub-
tished in the Federal Register.

Actually the decision itself will
cause no great disturbance among
broadcasters, manufacturers or adver
tisers. The momentum toward color
has been irresistible these past few
months and plans had been made by
various sectors of the industry just as
if the FCC okay had already come.
Another reason the FCC color decision
won't make much of a ripple is that
there aren’t any color sets for the pub-
lic and there won't be any in sub-
stantial numbers for at least a vear.

Top 20 radio=te agencios and their billings next page
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Estimates of the number of color
sets to be produced in 195} range from
50.000 to 300.000. RCA is zeared to
turn out about 2.000 tubes a month.
CB3-Hytron’s  Newburyport.  Mass..
plant will be in pilot production by
February with mass production of the
CB=-Colortron tube (including a 21
inch rectangular tube) scheduled to
begin in September at the new Kala-
mazoo plant. The first production unit
at Kalamazoo will be capable of turn-
ing out 15.000 tubes a nionth. Prac-
tically al the set and tube makers, as
a matter of fact. are in the color swim
in various degrees of immersion.

Even if )00 color sets ar
duced (and nobody is predicting more
than that) it wont mean that many
for the consumer. A substantial por

tion of color <t~ will 20 to retailer<
f()l' (](‘? nonst 'ali‘ N PIHIPoO=e~,
Whi re

Lawr tl

larms
the on In
CB=.
able t
cheaper than the RCA tube,

1a8s prodi

3750 and 1 ! t &].(m N

fact that mo~t -ci~ 1
olor LIs eX ~hot
in the yF
However. the -]
br. W. R. C. Baker.
H-ind
tenis (

18 months which t

A3} 1 oS

1<t
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Top 20 agencies by 1953 radio-tv billings

SPONSOR consulted executives of 30 major agencies throughout the

country to determine the 20 agencies with the largest radio-tv bill-

ings for 1953. Whenever agency policy permitted, figures were

checked with the agency treasurer, the head of the radio-tv depart-

ment or with the agency president. For the one agency (marked

with double asterisks in chart below) which did not release figures,

SPONSOR estimate is based on account activity in this agency.

Agency billings  billings  totallsof  billings

(milllons) (milllons) (mllllons) total (millions)

1. BBRDO - e $350 . $145_ $49.5 .33%.. 137
.» )”'I:)(‘/\(} & RUBICAM 336. 14448 40%. 140* IIIIII
T T e e o
N T Lk
N D ) el
';[)A\FFRHT/GERAID.SAIIILI; 100 130 vg o)% 51
7. WM.ESTY 200 7.0 -7 | 60‘;;. 45
8 TED BATES 185 65. """" 25"” 60%. 41
% o el T LR
N L s
T i G s e e e (ol Ty T e L oy
12. LENNEN & NEWELL 140 10  18.0 53% 33
V5. KEION © FCKHARDT 110 .50 . 16.0 _10% 40
e ol ol oA |
p—— BP0 i e
0 T ) W
17. CONNINGIAM & WALSH 90 40 _13.0 37% .35
v osscn 90. 10 _ 13.0 50% 26
w SHERVAN & UARQUETTE 7.5 35 uo 48% 23
m \EEDIAM, LOUIS & BRORRBY 65. 45 uo 40%~ 215

*Including international billlngs
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**SPONSOR cstimate unconfirmed by agency officlals
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David Sarnoff's dream of video tape recording
will be a reality soon, aid growth of color tv

1955 run the gamut from 200,000 to
three million with 1956 and 1957 be-
ing picked as the first big years for
color.

On the broadcasting side it appears
that network conversion to color will
be well under way by next fall but a
good start will be made by the first of
the coming year. About 15 NBC sta-
tions will carry the 1 January Tourna-
ment of Roses from California in color,
AT&T willing. Nearly 70 NBC sta-
tions have signed the color amendment
to their afhliation contracts and or-
dered equipment, while the CBS figure
is 25. CBS is now preparing for late-
afternoon colorcasts three times a
week, starting 15 January. These tele-
casts will include only New York and
Baltimore at first. but after 1 February
will extend to Chicago and then the
West Coast. Both networks will con-
tinue a policy of rotating “color pre-
mieres” of their major nighttime shows
during the months ahead.

Aside from those markets where net-
work color shows originate, local color
telecasting will develop much slower
than web programing. This indicates
the networks will get the lion’s share
of billings for color tv in the early
vears. Most stations will buy slide
color scanners, a comparatively cheap
item, but film scanners, involve a sub-
stantial outlay and complete equip-
ment for live color programing will be
almost prohibitive for all but the big-
gest stations at first.

There are still a number of technical
problems to be solved. Available trans-
mitter equipment is considered by some
to be in an experimental state. * * *

SPONSOR




» Video tape vecovder

While magnetic tv tape will eventu-
ally revohrtionize the process of nrak-
ing motion pictures of all Kinds. its
immediate future scens to be that of
veplacing the Nine. The ouly two firms
which lave publich demonstrated re-
RCA.

which umveiled color tape on 1 De-

corded  electrouie l)it'llll'(’N
cember, and Bimg Crosby Futerprises,
which first showed black and
video tape in 1951 ~have made it elear
that their initial target is the Kinescope

white

recording.

The excitement over tv tape is dne
to the fact that. nnlike film. 1t requires
no processing. It can record and plan
back tv pictures instantancously, This
ix a bonanza to the movie as well as
the tv industry. It means that a scene
from a movie or v program can be
viewed by the director as soon a~ it i~
completed. tf the scene is good. there
is no delay m finding ont. There is
no waiting for filn “rushes.” Tape can
also be re-used by merely wiping out
the electronie picture.

Obviously. this means economies 1o
the v advertiser. economies that will
be welcome in the light of high v
costs, not to mention the prospect of
even higher costs when color comes
in. * ox Kk
» Radio business report

Spot racdio business has rizen 8%
over 1952 expenditures.

Network radio. in the first nine
months of 1933, earned 177 less than
network radio during the comparabhle
period of 1952, according to Publish-
ers Information Burean.

Taken over a longer period. the
growth of spot radio expenditures he-

Out-of-home listening is growing percent of
am audience. Nielsen may measure car radio
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contes wrore appatrent. by ertisiog e
vestment in spot rindio gosw 187, from
LT 1o 1953, that i~ an inerease from
SOLSSL2H in 1917, to a projected
SE3S.000,000 e 1953, or 210,000,000
twore i 1953 than i 1932,

The netwaork picture tells a differ.
cut ~story, Total PIB fignres for rinkn
billings of the four uetworks <how a
stow  downward  trend frone 1919
througl 1952: 157,500,329 total bill.
ings e 1919, SI83.510.037 i 1950,
SETLTI059E m 1951, 163,153, 166 m
1952, While complete 1953 PIB fig-
nres are not vet available, PIB <how-
the folowing totals for the first wine
wonths of 1932 compared with  the
comparable period of 1053: 2131050
TO7 in 1932 8132561180 1 1953,

Tlere's radin. revenue breaks
down over the past four full vears In
network .

Il()\\

ABC cBS
1949 $42.342 854 1949 $63.403.583
1950: 35.,270.845 1950: 70,744,669
1951: 33.708.846 1951: 68.784.773
1952: 35.,023.033 1952 59,511,209
MBS NBC
1949: 518,040,596 1949 $64.013.296
1950: 16,091,977 1950: 61,411,546
1951:  17.900.958 1951: 54324.017
1952: 20.992.109 1952 47.927.115%
> Vighttimwe radio
195« “newest” ad mediom mavy

well be nighttime radio.

That’s the industrv consensas  as
1953 draws to a close.

The opinion was gathered by spox-
soR throngh interviews with network

anc  station  broadecasters. reps  and
trade associations, Their reasoning:

Radio at night i~ “new™ because
today it bears only a general resent-
blance to the mghttime radio of. =ay.
1910. Or oven 19147, Broadcast ad-
men today point to such trends as
the<e:

1. Vighttime radio costs: Prices are
still dropping at night. A glance at
spoNsOR's  Comparagraph will
any adman how rock-bottom the cost-
of nighttime network radio shows have
become. Network discount stroctures

where already  dollar volume dis-
countz can be twice ax hig at night
compared with davtime— may change

show

even more.  Spot rates  too have
changed. and are »till changing. ‘the
Station  Represemtatives  \ssociation

told sroxsor that an SRA stads of a
cross-section of UL =, radio outlets had
revealed the following: (1) gross costs
of everything from night-tuime one-min-
ute announcement <lot~ to nighttime
one-honr segment: have dechined in
cost anywhere from 377 to 77 in the

period 1918-1933; (2) datime rates

<
v 2
T
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Economists think spending will be tighter in
54 but that advertising volume won't go down

Iave gone np almost as much as night
rates have dropped: (37 a dav-mght

rate balatee has been achieved on
nearlhy a third of all t. S radio sta-
tions,

2. Sales progress: Radio at night i<
full of all Kinds and <hapes of adver-
tising opportunities and sales plans,
many designed to catch the eve of
seasonal or  <hort-ternr - advertisers,
Fhere is a tot of new nighttime busi-
ness, too. Some 337 of the new busr-
ness which NBC Radio, for example,
has stzned since the first of June is
for nighttime campaiguns,

» Ultra high frequency te

The pa<t 12 mounths have made one
thing clear ahent uhf <tation<: with
the right Kind of promotion thev can
induce a high rate of conversion and
new set sales< but where there's a lot of
vhi competition  well. a ubf station is
just going to have a Int of trouble. In
other word< the important factors that
deterntine the success of a nhf «tation
have little to do with the technicalities
of nhf tran<mission and reception.

There are still a few technical prob-
Power 1< the
have

lems with uhf. however,
omverriding one.  Manufacturers
<till not developed transmitting equip-
ient with the maximum power per.
mitted uhf by the FCC 1.000 kw .oy
The uhf operators and enzineers expect
that reception problems in fringe areas
and in mam  <o-called “dead <pots”
can be vvercome with more power but
it will take time until the cquipment
can be developed.  \<ide from <ome
minor circuitry bug- and the impor-
tance of educating tv semvicemen in
the proper installation of uhf home

Please turn to page 94y
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Despite strike department store sales in New York dropped only 5% ‘

New York department store sales were down 5% during first week of strike when there were
no papers. They were down 10% during second week when papers were missing for only two
days. Sales elsewhere in U.S. down this much—and more—compared with same 1952 weeks

What happened on the air whe
\.1.(. newspapers went on strike

-

To show store crowds during strike, an alert WNBC-WNBT
photographer took this picture for SPONSOR

Availabilities were poor, time for planning nil—yet radio-tv sold goods

by Keith Trantow

The report starting on page opposite is based on in-
terviews with executives of all radio and tv stations
in New York City, calls to ad chiefs in 14 depart-
ment stores, checks with leading specialty stores. It
divides into three parts: (1). an over-all appraisal
of the newspaper strike, its effect on radio and tr
stations, its effect on retail sales; (2) a summary of
what a broadcast station executive or retailer conld

do to prepare for possibility of a strike in his city.

30

and (3) a list of all large retailers who used air
media during New York’s strike, stations they
bought, scope of their broadcast activity. Highlights;
* Stores spent about $300,000 on radio and tv.

* Those using air media spent about 15 of their
usual newspaper budget in the “new”" media.

* Retail sales didn’t drop markedly as expected.

o Subway traffic was actually higher.

* Many stores got results, plan more radio-tr.

SPONSOR




j‘, ew York's uewspaper strike earlier
this month proved at least one thing:
In times of emergency, departunen
stores will turn en masse 1o air nedi
Bevond that, it probably dida’t prove
a wpreat deal  thongl it mav have
opened up some doors and miuds for
air media salesinen.

Depending upon whom von talk t
department store trafic was up be
canse of the use of radio and television
during the 1l-day newspaper strike, or
ftore traflic was down becanse depart-
ment stores conld not n<e new<papers,

Departiment store nse of air nedia
during the strike was unigue in at
least one respect. Neenstomed to using
radio and tv—il at all inainly for in-
stitutional purposes. departiment stores
turned to comniercial annonncements
that sought to sell xpecific items. listed
prices, told customers to come in to-
day.

The New York retailers were not on-
Iv competing against cach other during
A the strike period, but they were also
competing for air time, Some stores
ordered “all available time™ on certain
stations. an action which obvioush
prevented any other retailer from using
the outlets.

Henry Untermeyer, WCBS sls. mgr.,
and John Willim, WCBS department
store representative, flash through
Gimbels doors on way to ad mgr.
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Messrs.  Willim, Untermeyer discuss
availabilities and copy with Bill
Meyerson, Gimbels ad chief. He
says he'll phone final O.K. to statior

)

Radio-tv demonstrated speed: Gimbelsawcas on 10 minutes after placing order

Crecing ava ab
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Willim gets go ahead and copy from

| Meyerson over phone. Jo-Ann Hay-
ward stands by to have commercial

| checked by station legal department

Forty minutes after WCBS approached
Gimbels, store's commercial is aired
by John Henry Fzulk. The entire job,
says WCBS, sets a record for radio

On the following day another example of radio's

fluidity. Hearns Department Store, city's oldest,
signs contract with (l. to r.) Lon Shaw of Hoffman,
Manning Agency; Clement V. Conole, president of
Hearns; Ray Gutter, asst. to president and sales
promotion manager; Messrs. Untermeyer and Wil-
lim. The WCBS due dash from Hearns (below]).
Commercial was on the air only 45 minutes later.

I

I

dia’s effectiveness, (2) the years and
vears of advertising in newspapers
must have, they said, a cumulative ef-
fect which could not be discounted.
and (3) people had to do their Christ-
mas shopping anyway.

Lleven major department stores and
a half-dozen other larger retailers who
usually do not use air media boughi
time during the strike. Eight major
department stores did not buy any
tiine, as far as SPONSOR could deter-
mine.

Twelve radio stations and six tv
outlets reported extra business during
the newspaper hiatus. A few radio
stations said they did not make any
effort to pick up accounts during the
strike because theyv were sold out.

sroNSOR asked department store ad-
vertising managers and station execu-
tives if they thought department stores
might change their attitudes toward
radio and tv—as a result of the strike.

Most of the store ad managers said
radio and tv proved to be plexible,
fast and perhaps a feasible advertising
medium for certain items, About half
said they’ll either keep on using air
media (a few were using the air regu-
larly before the strike started) or will
give air media far more serious con-
sideration “after Christmas.” The
other hal feel radio and tv are unsatis-
factory substitutes and are uncon-
vinced that air media should be used
when there are newspapers,

One departiment store executive said
he expects to see three or four major
stores using air media—if onlv on a
limited basis—within <ix to nine

month-.

Samuel Feinberg. columnist for the
authoritative Women's Wear Daily,
urged that during the strike depart-
ment stores re-evaluate their advertis-
ing. He opined that the stores would
reinstate their advertising policies in-
tact the minute the strike ended. Fein-
berg observed that department stores
base their advertising on competition
and habit, not on the person who is

suppo:ed to be mfluenced to purchase

goods from the advertiser.

Feinberg quoted Sir Richard Bur-
bidge, chairman and managing direc-
tor of Harrods, Ltd., London, who
charged that the U.S. retail attitude
toward advertising is “absolutely ter-
rible.” He deplored the amount of
“wasted” space.

The station managers. for the most
part. said they think department stores
wil be “more receptive” to their calls,
now that they have had radio and tv
experience. They felt the stores had
learned the air media were flexible and
fast—and could sell.

The 18 radio and tv stations which
carried “strike” business perhaps
grossed $300.000. The exact figure
may never be known because. on cer-
tain stations. a few pre-strike advertis-
ers increased schedules during the
newspaperless period and found re-
sults so satisfactory they decided to
continue the heavier schedule vear
1ound.

WNBC accountants figure that it
took in about £40.000 worth of bill-
ings, while WNBT grossed around

(Please turn to page 89)

Peck & Peck lined up tv time, got models, went on the air with improvised tv commercials.
Tv executives said tv technique used by many stores was poor, yet many got good results

SPONSOR
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Radio-tv resolutions for 191
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Resolutions admen should
malke—suggested by veps

I resolve during Y954 never to call up
@ radio or tv sadesman and say he's
necded for an SOS devision then Leep
himt waiting for A5 minutes after he
comes running over to the agency.

I resolve to stop saving, on the one
hand, that stations ought to stabilize
radio rates and stick to rate cards
while, on the other hand, ashing for
a special rate deal cvery nme I have
u I(Irg(’ order to ])1(1('1‘.

#* * *

I resolve to stop making radio and trv
salesmen carry my client’s brand of
cigarettes when they come to muke
calls at the ageneyv. Hlow many pock-
ets can a poor rep have for all the old
and new cigarette brands?

L L +

I resolve to stop comparing radio with
what it was pre-te and start judging it
on the basis of its 1951 ralne against
any comers.

L * *

I resolve to huy time with the thought
of selling goods uppermost in my mind
instead of buving only what can be
made to look good on the hasis of
rating arithmetic.

L e *

I resolve never to call up reps and
have them rush together lists of avail-
abilities before 'm actually sure there
is an appropriation.

L * *

I resolve not 1o be skeptical about re-
search just for the sake of being shepti-
cal. greeting every figure presentation
with a sneer unless 1 really  have
studied it and found a flaw.

* * *

I resolve to use cost-per-customer as
a criterion in buving time instead of
falling baek on the old crutch of cost-
per-1.000. * x x

Resolutions radio-tr shonld

malie—suqqested by admen

I resolire never toleace miy station and
trarel (o see a nmebuser acithour first
gamming some hnowledge of the bass
on chich he buvs t me jor hic account;
in that way 'l make sare vy putch s
one that has some Learing on s bhuy
g decision,

I resolee that in the course of iy jols
as a rep sdesman |acill Leep timebuy-
ers in dlose toueh with any change that
takes pluce ¢t my stwations nstead of
IC'HI.H‘[{ uechs go Iy fm/nrr' / (II()II n
and mention that the program schedule
has been rearranged or that sometling
elsc has bheen done affecting tune previ.
ously bought.

I resolve to call timebuvers inadvance
before droping in on them during trips
away from my station.

* * *

I resolve to do a better job of /nrl
gathering in 1951 so that my «ation 1s
ready to supply reps with tangible sue-
cess stories and other sales informa-
tion whenever it's needed for a uell-
founded pitch,

I resolve 1o promise no more than [
can deliver in the wav of merchandus.
ing support and deliver wlat | prom.
ise instead of drawing up claborate
lists of aids and ¢ ving only lp-<ervice
performance to myv alvertisers,

I resolve not to in<uldt the intelligence
of buvers with trichy ficurcs that any
experienced exe can sec are loafed and
instead concentrate on diggong up
straichtioraard. and useful. facts.

I resolve to stop selling niy station by
tearing down other stations. and in-
stead will <ell niv medium 1<, other
media, Furthermore | won't antagon-
ize buvers by intimating thes're crazy
when they say they're buving an oppo-

o0 . * *
Jlion statron. -
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SPONSOR’S IDEAL RATING SYSTEM—and how the services compare

IDEAL SYSTEM ARB* HOOPER NIELSEN PULSE TRENDEX  VIDEODEX®
A. Non-controversial points:
1. Has sample big enough to give Y4-hr ratings YES YES YES . YES YES YES
2. Covers complete broadcast day, using same system YES TVY--YES YES YES: NO YES
R--NO!
3. Measures out-of-home same basis as in-home so
can combine . (No Radio) NO3 ... NO YESY . NO (No Radio)
4. llas audience composition as to people, households YES TV--YES . NO7 YESG . YES YES . I
R--NO
5. Has audience flow figs YES YES> YES NO NO YES _
6. las cumulative audience figs YES TV--YES YES YES NO YES _ !
R--NO
7. Has arerage audience figs. NOS . YES YES? NO YES NOS
8. Has total audience figs YES NO YES YES NO YES
9. Veasures all listening and viewing in house YES NO!1O0 NOI11 NO10 NO!10 YES ‘
(tv only) (tv only)
10. Bases local and national ratings on same source YES NO NATL YES . NO NATL NO NATL YES .
11. Measures radio & tv with same technique & sample. (No Radio) NO YES YES .. NO ____  (No Radio

SPONSOR subscribers are urged to rate the services according to the five controversial points below and

return this table to us. We will publish the results. This is your chance to “rate’” the rating services.

B. Controversial points:

. Has truly representative sample .

—~—

N

. Covers complete market area.

W

. Reports reasonably frequent, up to date.

. Cost reasonable in terms of data delivered.

wn o

. Technique accurate.

Hooper ers hour time periods regularly published. 7. Nielsen can give home characterlsties:
coincidental 2. Pulse reports stop at midnight but can continue overnight. territory, siz family, t¥pe of market, age of family, simliar data. 8. ARB
3. Mooper uses personal colnecidental interviews to measure out-of-home ({cars) and Videodex can give average total aud.enee rating. 9. Nielsen's is only technique
which, Hooper says, can be combined with in-home. 4. Pulse can do this on order. giving 241-hr minute-by-minute averages. 10. Each service claims it measures most
5. Hooper can supply audience flow through use of duplex coincidental. 6. Pulse listening or viewing within reason. 11. Nielsen is in process of adjusting 44%
has audience composition for program unit zvailable on order; composite for one- of radio saniple to register tuning to 4 radio and/or tv sets. *Covers tv only

complete radio broadeast day when using dlary and telephone

What's wrong with
(he rating services?

Article 14 of 20-part All-Media Evaluation stndy

ices?

An advertiser fed up with the seem-
ing contradictions in rating reports
told spoxsor: “What ISN'T?”

Jut an executive of a leading rating
service took the opposite view. “Your
article.” he said, *should be entitled,
‘What's RIGHT with the services’.”

Which view is correct?

In this article, 14th in SPONSOR's
All-Media Evaluation Study, an at-
tempt will be made to answer the fol-
lowing about the air rating services:

What do the agencies and advertis-
ers who spend some $5-6 million a year
on air rating services think of them?

What do the researchers and the
services sav about each other?

What are the facts about each?

shows what sponsers think of ratings

by Ray Lapica

[V etwork presidents on down the
broadcasting ranks to station mana-
gers have denounced ratings in re-
cent months. How right are they?

A rescarch director of a major
agency spending $30.000 a year on
rating services told SPONSOR:

“An advertiser wants, must have and
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will get—vith or without the broad-
caster's cooperation—some measure-
ment tool that will tell him two things:

“1. How well his program is doing
from week to week.

“2. Who's listening, when and how
much.”

What's wrong witll air rating serv-

What qualities should the ideal rat-
ing service have and how do the six
major existing organizations stack up?

The entire broadca<ting (and adver-
tising) industry is waiting for the
first of four reports by the Advertising
Research Foundation on these very
topics. The Foundation’s committee on

SPONSOR

——————————————— A



rating services headed by Dr. Law-
rence Deckinger of the Biow Co. has
been warking for over a vear. Tts first
report  deahing with the ideal rating
service (the subcommittee for this proj-
ect 15 headed by Go Maxwell Ule of
Kemvon & Fekhardt)  was due last
September but has been delayed antil
February partly because of the difh-
culty in reconciling the contradicton
viewpoints of the rating organizations.

Meantime
question  of

intere~xt in  the whole
whither rating
grows rather than abates, Because of
this interest SPONSOR is publishing this
article on which research becan in Au-
gnst 1952 at the start of the work on
the All-Media Fvaluation Study. Over
the vears this publication has held out
for two things in the ratings contro-
versy: (1) more accurate research and
(2) a count of all the lstening. not
just a part. As a result it has cla<hed
with several of the rating organiza-
tion -,

SeIVICes

Meantime some progress iz be-
ing made on both these points: Each
rating service is working hard to im-
prove the accuracy of its reports. and
measuring extra-set and out-of-home
Hstening is growing in importance.
Rating services todayv suffer from
three practices, SPONSOR's vear-long
survey has revealed:
of each
other to the point where an objective
reporter could conceivably  conclude
three things if he pooled the state-
ments made bv each: (a) The rating
services don’t reatlv know who's listen-
ing or viewing: (b) their techniques
are invalid: (e) their samples are un-
representative,

1. Destructive criticism

2. Stations, agencies all bring pres-
sure to bear to keep ratings high. srox-
SOR has :een letters from stations to
rating services promising to buv the
service “when you can show uvs: on
top.” Account executives. on the oth-
er hand. shop around for the highest
rating for their shows to prove to their
clients that theyv made a good choice.
Both these factors put a premium on
higher ratings rather than accuracy.

3. Misuse of the rating services by
sponsors and agencies. The most com-
mon are: Buving or dropping a show
on the basiz of one rating or two.
Taking the rankings of shows in anv
“top 107 or “top 257 lists too serious-
lv. (Because of “probable error™ <ta-
tistically. the exact order is relatively
unimportant.) Projecting ratings be-
yond the projectable area to other cit-
ies. Overemphasizing the significance
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of averaze vating~ i compammg the of-
fectiveness of prograin tvpes. Forget.
tinz that <hare of audicwce may e
as aportant as rating fignres. \ecept.
ing, at face value, ratings offered pure-
Iv for promotional pmrposes,

What do the
about cach other?

Some of the connmnents
have been made publiclv, <ome privite-
b Withaut taking <ides spoz<our <nle
mits them onh to <how how wvereh
the services themselves eriticize ca b
other.

rating  services  say

fn“u\\il\"

(1t ~tands to reason that the
spon-or, knowing little of the details of
technigues nsed, will question alt the
tatings as a resnlt)

Vbheart Nielsen (meteri s “He's got a
fixed investiment in ontmoded achin-
ery.” I one eheek we ran we called
200 homes in the davtime and found
that 367 of all t tnmed  on
weren't being watched.™ =W hen is he
going to finish converting to muli-
meters to take
listening 7™

About (phone coinciden-
tal): “Doesn’t measure up to 197 of
the in-home h-tening, to <av nathing
about the out-of-home.” *lle
don’t answers ‘not listenine.”

sels

account of extra--et

]ll)()l)('r

ralls
I['F\\'
does he know theyv aren’t listening in
their cars or at ~ome bar?”

\bhout Pulse (roster recall)y: “He's
measured shows not even on the air.”

STUDY IN BOOK FORM

SPONSOR s Al Med s
Study ~ N be publahed in bool
form in the sprng after the re-
man‘ng art'cles in the 20 article
series appoar. Price has not yeof
been determined. but you may re
1erve a copy now.

fvaluation

amvone o list of books
not |rll|»|i~]|l-ul. ads not swnitten anel

" can <how

<how~ not aired ek people will cwear
thon™ve (b pead themn, 1210 <een the,
t 31 beard them”

\ln:lll \““

heeping a diary for a week? You i

chiary s Ulver oty
their put down anvtlang vou please, or
drap it after o dav or two until the
ond of the week when vou try to recap.
\nd hos abont other rembers” view
ing tu the faual 27

Criticisim of Videodes tcharve mod
I'renddex ¢ phoner was much Tike that
of ARD and Hooper above,

W hat does the advertising profession
think of the rating
~oR's ~unvey of 2,000 advertiser~ and
agencies  in which 3F advertisers and
Fo azencies answered specificath on

CerVices?  spPoN.

i~ ~ummarized in
Ba<icallv. the

57 advertisers and agenecies eriticizend

information ~ources
the «hart on paze 38

rating reports for being incomplete, in-
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THE FACTS ABOUT THE RATING

SERVICES: }i

RADIO PROJECT- v SAMPLE (NTER-
TECHNIQUE AREA MARKETS ABLE NA- SAMPLE BASE VIEW
NAME o oR TV 75 " M TIONALLY " i TABULATT PERIOD i
American Re- -y 1700- 18002
. Nat| & 2200 diaries natl; 500- . Ist 7 days b
Search B reau Tv Diary local’ 60 Yes T (T natl, 325 city of month 8
{averages)
(Washington)
2 2
Tv-diary,’ Tv-1l/ to 3 times no. E}:fioo.*; 288
R-duplex- diaries tabulated; st Ty
Ooper Both phone Local Tv-50 No R-600 phone calls up phone  calls Tv'ls*.wk' B
coinci- 55 er Y4-hr pro ram in UP Per Va-hr  R-varies 1‘
{New York) omial P ; \ p ,9d program in 2
enta wk perio wk period
| -
L]
Natl, R-1500 metered homes A .
NIEIsen Both Meter multi- Tv-N.Y Yes per minute; Tv-over Approx 10% Contin. 3*
. R-5% less uous8 !
- {Chicago) city, local 700 meters b
R-400 interviews /2 hr
Roster wkly program; 1000
Pugse Both recall Multi- Tv-72 No for 15-min 5-day wkly Same as sam- Ist 7 days
(personal city, local R-97 show; Tv-200-300 for ple base of mo
{New York) interview) I/2 hr wkly, 1000 for
I15-min 5-day wk show
Tv-1st 7
) N |
Trendex Phone Tv-multi- Tv-10 T|: 70_0 ;aglsoper /2 br Tv-500 days of
Both coinci- city '{'45 No ;oc::i;g ;;eriod p(e|}4 ;:; Rv-300 mo, R-last
dental R-local ) ) 3 wks of
B {New York) enta oca 8 am-8 pm) Wr’n: o
»
Natl, e 9200 natl, 200
VIdEOdex Tv Diary multi- 659 Yes }Ahpprox bs A’+ bgrlea:ec; to 600 local ISLZ days 2-
g (Chicago & New York) city, local an number tabulated  guaranteed me |

FOOTNOTES:

increased from 35 markets covered most 1953,

accurate, not comparable and not use-
ful. Supplementary criticisms ranged
from too promotional, dated, high cost
and sample not valid to not enough
qualitative data.

Here are some direct quotes:

“Rates are not standard. Survey
material is often inaccurate. Measur-
ing data 1s not uniform.” (Atlanta
agency)

“Limited size of sample. Multipli-
cation of data and variability of re-
sults. Heavy use of above for special
commercial media selling by reps.”
(New York agency)

“Not dependable enough. Not quali-
tative enough. Too costly.” (New
York agency)

“Too slow in answering questions.
Too little consideration given to cli-
ent’s problems. too much to sell ‘us’
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( !ARB publishes 2 national reports monthly, 15 city reports monthly, 11 for
city reports quarterly, 11 city reports 3 times yearly, 23 city reports twice yearly. Had
2ARB National Supplement, based on ered.
separate sample about 1/3 size of regular sample, covers second 7 days of each month

vs, competition. Incomplete data aimed
at big-budget advertisers.” (Washing-
ton agency)

“Standard format would be helpful.”
(Atlanta agency)

“Unbelievable audience estimates
and projections.” (St. Louis agency)

“Incomplete. Too late. Inaccurate.”
(Cleveland agency)

“Not broad enough sample.” (Akron
rubber company)

“Cost too much—media should pro-
vide a dependable measure of radio
and tv audiences.” (San Francisco
food company)

“Radio information is almost com-
pletely lacking on audience and listen-
ing habits. Farm publication reader-
ship information is improving faster
than radio.” (St. Louis farm feed
manufacturer)

programs not

Angeles plus separate Pacific Time Zone Report.

covered first week. 3Hooper uses

“National rates listed are never cor-
rect.”” (Eastern pharmaceutical house)
“Tv rating services so confusing you

don’t know which to believe.”

other pharmaceutical house)
“Not quazlitative.”
rubber company)

(An-

{Another Akron

“Sample too small. Data is dated.
Hard to read. Standardization lacking.
Format and type is bad.” (Pittsburgh

steel company)

“Tv too contradictory—don’t believe
any of ‘em!” (Major Chicago food

manufacturer)

“Confusion and contradictions due
to variety of techniques and differing
frames of reference.” (Eastern jewelry

manufacturer)

In some 12 months of digging, spox-
SOR also obtained some interesting
comments from agency and indepen-

SPONSOR

telephone coincident:
diary in 9 tv cities as check; correction factor is then applied to all 50 tv citi
sNielsen has radio reports for New York, Cincinnati, Pittsburgh, Chica:
C 8Videodex publishes 27 mont
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5.
v
n st SUBSCHIBERS BASIC DATA SUPPLIED LIMITATIONS ADVANTAGES
. '/4-’1.r ratings, sehs in use, .M.afal Undopondebil 'ty of diary teeper. Re Diary nespens va  Maeasuresr c-nsc ous
o P $900 262 agencies, aydnonce. audience composition, turns may not bo representativo. Limited viowing. Covers completo broadcast day
4 § Rprt, ad\_ferhsers. viewers por sot; alto sponsor, to weak's viowing per month. Keoping Also station ares ‘eme datsa may be
no for stations pl:n number cities carrying tolecast for diary short period could inflate riowing, used in local natons reports. Y elds
Rprt retworks, mise natl rprt, cumulfhvo ratings day- Somo family .mombors may bo mssed data on short pacriads aud ence compe-
time Can't measure spois. vtian flow of asudience
%
51500 178 advertis. Both R & Tv: ratings. share of au- Phor;o doosn’t roach non-ph?no .homox. Phone: Can etoduco quich results. Mo
. r‘-nphfe 378 adverti dience, sots in use; Tv only: au- rural aress, oarly or late listaning or memory |$§‘-§ increate: accuracy of rat
) ')qe % *,'. 9 *, e e e 1 e viowing or ouf-o(-ho‘mo.‘M uox‘uninown ngs. Flevib™i ty in '“°'"f" s6 ection, Con
\cies, sta 'im. nets audience., woekly averages,- uhf amount oxtra-sot listening. Dnary has y'eld audionce compos tion. Uso of diary.
Licors works, misc penetration samo weakno.ssos' as I\RS: Cisry-phone phono toqethor oliminates w~eakasssy of
combination queostionod, o ther used alons.
4
. Both R & Tv: Ys-hr Niolsen Rat- Meaxu'rex tuning only not peoplo. Mechanical. Reduces human factor to
I75d agencies, oy [T G0 ok Ot o Doesn’t measure oll axtra-sot listoning minimum (plac'ng motor, mailing ?a.pm’.
to |T ;erh:ersk. dience, share of eudience. tofel or any ouO-of-home.. Too few local ro- Mo:ssuros ‘24.'1’ 'danly minute by.-m nute
Jayr 8 ';:e wrks, audience, program-typs compari- ports befauso of h'.gh cost of moters. tun ng: this prov-c!os -qahh of data not
others e ) D o A Set broskdowns, failuro to return tape obtainable otherwise, Firod pancl better
can affect sample. for trend date.
—

400 stations,
100 agencies,

Both R & Tv: V4.hr ratings, view-
ers per set, audience composition,
share of audience, sets in use,

Interview technique can bo inflationary
because of memory failure, confusion
factor. Technique expensive, ospecially
rural Some family members may

Yields ‘round-clock data, also for short
timo poriods. audionco flow. Samplo can
boe rigidly controllod. Cuocst ors can be

12 for tv (inc.
CBS, NBC,
ABC): R-just
started | Oct

Vs-hr daytime, V/3-hr evening rat-
ings, sets in use, average audience
by minute, audience composition,
indexes 3 times yrly, sponsor iden-
tification 3 times yrly

phone homes, rural areas, early or late

I'stening or viewing or out-of-homo.

Misses unknown amount exira.set listen.

ing. Radio report limited to 8 a.m..8
p.m. week days,

advertisers di ¢ oras. addod or changed to obtain now data.

10 mo7 number cities carrying show be missed. Misses those not at home Can combine with marboi. product sur-
when calls made. voys of & kinds.

00 yr Phone coincidental doesn't reach non- Very fast. Lito Hooper Tronder doos

not ask rospondont ebout rad'o ard tv

at same t'me. This tands to give h'gher

redio ratings. Only servico giving net

wort populerity reports. Other advan-
tages sim’lar to above

106 advertis-
ers, agencies,
media, others
in addition

UYs-hr ratings, sets in use, audience
share, average viewers per set by
time period and by program,
number of homes reached, num-
ber cities carrying show, sponsors

Limitations much like ARB above. Ro-

tating parel used (same homes kept 7

months, | 7th changing each month),

Is 7 months too long for eccurate diary

keeping? Additionally diary returns may
not be representative.

Rotating panel enables Videoder to dis-

card first weeks diary a3 “inflationary

ctherwise atypical. Cle'ms it can build

more representativo sample over long

oeriod. get more accurato trend data
than one-shot approsch.

8 quarterly.

s each month.

dent researchers and the rating or-
canization executives themselves which
should help the advertiser better un-
derstand ratings.

Here are some of them:

A research executive of one of the
five leading agencies in the country:
"1 doubt Hooper can mix the diary
and the telephone coincidental (for tv
reports) and get anivthing satisfactory.
I'm sorry Hooper is mixing the two
systems. for we don’t know how to
correct for the errors inherent in each
system. We use Nielsen for national
ratings. He's most accurate from the
standpoint of tuning. But I doubt his
sample is big enough for projection
purposes—both radio and tv. but es-
pecially the latter. Neither do T think
he mieasures multiple-set radio home
listening accurately. The roster recall
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*Nielsen National Radio reports issued biweekly, cover first and
eks of month (1 each), National Tv reports issued biweekly, cover 2 consecu-
“Pulse package includes all radio and tv market reports plus
tv network report plus twice yearly radio network report.

media for basic service
available at mar2inal cost

Trendex can report

method used by Pulse cannot be 10077
accurate. | wonder how well anvone
can recall names of programs. times,
sponsors am! other data. In fact. |
know from tests how inaccurate the
recall svstem is. As for diarv
by ARB and Videodex'. it gets more
inaccurate the farther vou get awas
from the program. People tend to fill
it in at night so they gue-s at davtime
listening. They therefore record big
nighttime ~hows more accurately. This
inflates popular programs. deflates the
less popular one<.”

In defense of the ratme
why do thev do what they do?

Their executives have explained this
publicly or to sroNsor. as follows:

Pulse uses roster recall. according to
Dr. Svdnev Roslow. president. I ecause
1) vou have to 2o from hou-e to

{u~ed

~SeTVICES,

by wire in 12 hours on any on> program.
(network, multi-city and

Videodex price 10 agencics. advertisers and
local reports)  zdditional markets

house to get
2) it enables vau to measure earlv
morning and late-nizht listening: (3

adequate <amphing:

it enables vou 1o interview evervane
at home in the familv and catch as
much listeninx or siewing as i« po-si-
ble 1o get: 1}

position ficnres: 15)

it ainves audience caom-
it enables von to
measnre out-of-home listeninz

James W. ~eiler. directar. \merican
ARB u-e< the

erh

Rescarch Dureau. -avs
diarv because “a encineered
diarv 15 equal in a curacv 1o am
practical method vet deviced. In ad
ditton. 1 the adh

erti~er~

VEXT ISSUE:  Whats wrong w'th the
print rat~g se~v'ces? Artce 15 of SPON-
SORs A -Med a Eva sat'cn S*udy =" cover
Starch, Reader Gs uo-Rob'mson techn'ques.
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What 77 advertisers, agencies think of rating services

Answers based on sPoNsor media evaluation survey of 2.000
advertisers and agencies; 31 advertisers and 46 agencies answered
specific question dealing with information sources. No attempt
was made to separate air and print, but answers generally applied
to the air services. Percent is based on 77 respondents.

CRITICISM NUMBER®  PERCENT
e ARG R B B 5 856 8 aadad et o aasaasoas 3200 .. 41
2, INACCURATE, NOT OBJECTIVE,
NOT DEPENDABLE .. ... .0 o0 o . 2946 0 a0 0 a 28
3. NOT COMPARABLE . .. ... . . . ... 245 006 a ¢ 28
4. NOT FORMULATED (N USEFUL TERMS,
NOT EXPLICIT OR PRECISE ENOUGI . . . . .. i...... 14
3. TOO PROMOTIONAL . ... ... ... ... ... T . ..0009
o N e e 6 aaaaaaaaaacoaaaaaaaat G....... 3
7. COSTTOO MUCH .. .... .. ... . ... f.:..... 3
N T S 8 B B e o 6000008000600 0050800 S -1
. NOCRITICISM . ... ... .. . ... b -1
10. NO COMMENT ... ... .. .. .. 9. ... .. —

*Total (111) exceeds number of respondents (77) because of multiple answers. <Other Includes
too bulky (1); mot a valid sample (1); not enough material on qualltative aspects (1).

see national and city ratings put on a
comparable basis, which the diary
does; (2) it gives audience composi-
tion figures; (3) it measures program
duplication.

Seiler on occasion has raised a fre-
quently forgotten point: “The greatest
philanthropic organizations in the
broadcast field are the audience mea-
surement services.” His reasoning:
“They contribute at least $50.000 a
month gratis to the industry.” His ex-
planation: “ARB spends $1.200 a
month, for example, to do a rating on
Philadelphia. It gets back only $1,120.
And Philadelphia has four services.
The only way they all can survive is
by selling national reports into which
the locals have been combined or by
doing special jobs and tabulations.
“The situation can’t last.” he has stat-
ed. “The services are spending more
on market-by-market ratings than they
can get back.”

Why does Hooper use the telephone
coincidental for radio and a combined

George J. Abrams
Vincent R. Bliss
Arlyn E. Cole

Ben R. Donaldson
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ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicago
pres., Mac Wilkins, Cole & Weber, Portland, Ore.
Dr. Ernest Dichter pres., Inst. for Research in Mass Motivations
Stephens Dietz v.p., Hewitt, Ogilvy, Benson & Mather, New York
ad & sales promotion director, Ford, Dearborn

diary-“duplex” phone coincidental for
tv?

Hooper has used the phone coinci-
dental since 1934. Reason: It meets
five of the six fundamental require-
ments of validity and reliability “in a
highly satisfactory manner.” He ex-
plains these as follows: The technique
yields a valid measure of listening be-
havior and of program preferences:
the measured unit remains constant:
the result is representative of all tele-
phone homes in the areas covered:
samples are adequate for the purpose.
Only fundamental principal the tele-
phone coincidental fails to satisfy is
“universal applicability,” Hooper says.
This means it can’t be applied to all
populations, the results can’t be ana-
lyzed by educational level. racial and
economic status and vou miss the be-
fore 8 a.m. or after 11 p.n. listening.

As for the coincidental-diary tech-
nique for tv. Hooper says it was adopt-
ed to give advertisers information the
coincidental could not produce alone.

U CT T i O] i i

SPONSOR’s All-Media Advisory Board

Marion Harper Jr.
Raiph H. Harrington
Morris L. Hite

J. Ward Maurer
Raymond R. Morgan
Henry Schachte

The diary gives audience composition
figures, late evening and early morn-
ing ratings, daily 15-ninute ratings,
economic data on the family, flow of
audience and audience duplication as
well as “projectable” ratings. By join.
ing the two, he feels the new system is
“accurate.” “its scope is complete,” “it
is speedy,” “reports are frequent” and
“it is economical.” In support of this
view Dr. Matthew N. Chappell has
written a booklet entitled Coincidental-
Diary Method of Television Audience
Measurement, published this year by
Hooper.

Biggest complaint of agencies and
stalion reps interviewed by sPONSOR
on this system: The diary and tele-
phone are used jointly in only nine
cities. The telephone figures are used
to “correct” the diary figures. This
correction is applied to the other 41
tv markets in which only diaries are
used.

(For a defense of the Hooper tele-
phone coincidental method, see Radio
Audience Measurement, Chappell and
Hooper. 1944, and Comparisons of
Ratings, Chappell, 1952. For a de-
tailed criticism. see The Basic Defi-
ctencies of the Telephone Coincidental
Method of Broadcast Audience Mea-
surement Compared to the Personal
Interview - Aided Recall Technique,
Pulse, 1952.

Why does Nielsen use the meter?
(He still insists he loses over a million
a year on his radio-tv service.)

In his own words the other basic
methods—coincidental phone, personal
recall and diary—are “unsound re-
search tools” whereas the Audimeter
technique is “ideal in all major re-
spects.” He inaintains that thiz tech-
nique gives you: (l) Accurate audi-
ence (home) figures with samples rep-
resentative of urban and rural, phone
and non-phone. accurate recording of
listening and complete recording of
“all persons: all sets”: (2) a measure-
ment of all hours: (3) an accurate
easurement of spots: (4) an accu-
rate measurement of trends because the

(Please turn to page 76)
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president, McCann-Erickson, Inc., New York
ad mgr., Gen. Tire & Rubber Co., Akron
president, Tracy-Locke Co., Dallas

ad director, Wildroot Co., Buffalo

pres., Raymond R. Morgan Co., Hollywood
v.p., Sherman & Marquette, New York
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TURN PAGE FOR 6 T CASE HISTORIES

| 2 Ino spot. chients: how

PART TWO

A 2-PART  SERIES

 (hey use the mediumn

The tv spot sponsor gets flexibility plus the visual impaet of

video. Industry estimates foresee S100.000.000 in billings this »ear

Spot television offers  advertizers all the well-known
flexibility of spot plus the visual impaet of video. Al this
without having to dig deep in your jeans to pav for an ex-
pensive showcase.

What flexibility means ha~ already been covered in this
two-part article (see previous article 11 December i-sue
for a general discussion of spot plus six spot radio case
hlSlOrles). What visual impact means. briefly, i< this:
The advertiser can not only show the consumer what his
product looks like but can show how it works.

Industry estimates foresee over S100 million for spot
tv in 1933, compared with $80 million last vear (year-by-
vear charts for spot radio and tv appearul last iscue).
The spot tv increase ix 1.29077 since 1919, Estimates [or
spot radio are 8135 million this year. up about S10 mil-
lion over 1952 and up almost 507 from 1917,

While the six spot tv clients covered in this issue are
not necessarily average (who is an average tv advertiser?)
a summary of the characteristics of their spot tv adver-
tising may prove interesting.

Five of the six are buyers of announcements. Only
Pacific Coast Borax has a program. ht i~ Death alley
Days, the famous old radio series. which the firm con-

verted o an expe n=ive video show Last fall

Five of the <ix keep their <pot tv pre-siure on the vear
round. A< for the <inth, Super Anahis a enld
i‘ natumll\ pll‘htu II&!‘!I‘ ~{ !IIIIH the \\llllt'l a1

allcrg) sinflerers bt tv is not imvalved, The 52-week
advertising of the others i< evidence of the nnportance
of time franchises.

Among the announcement buvers, there s a preference
for the shorter-length commercial. Nabisco, Bulova and
Ron~on use the 20-<econd length. K | i
all its 20.<ccond conmmercials 1o [0-see wie=sages. The
Anahist Co. uses a variety of commerdial lensths for <ell
ing Super Anahist but many of the 60wccond buve age
combination commercials with other Anahist produet.

The <horter conunercial: indicate that even withom the
cot of a network <how. spot tv imvolves a sizable outlay
in ca<h. It i= apparentlv sizable enouzh to warram tl
use of short ccnumercials so the ca-h ¢
the country. But the nee of «l creials al<o |
dicates that advertiser~ find tv'~ power. ke radio’s. lie- in
the way brand name< can be inprinted on the consnmer
mind through con~tant repetition. * oW
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P » 6 SPOT TV CASE HISTORIES

Nabisco seal and paclkage
pushed via short wessages

The National Bircuit Co. uses tv
spot for brand identification. Why?

1. Cookies and crackers are items
bouglit on impulse and Nabisco has
found from consumer research that

housewives often purchased its

lesser-known products without realiz-

ing they were made by Nabisco.
2. Nabisco has redesigned its

packages and is featuring its seal
in a new position. The firn wants

to make 1ts new package familiar.

3. Nabisco advertises about 20
products out of about 200, uses
the 20 to carry the advertising
burden for the entire 200.

For brand identification purposes,
Nabisco finds that 20-second com-

mercials can do an effective job.

It has been pushing the Nabisco name
in about 65 markets through 1953.
The world’s largest baking com-
pany will spend about $7.5 million
this year, of which about $1.5 mil-
lion will go for tv and $1 million
for radio. The bulk of the tv money
is for spot and the bulk of the radio

money is for network advertising.

In placing time for its brand-
identification drive, Nabisco got
a choice collection of nighttime
slots by a <imple device.

The agency, McCann-Erickson, sent

letters to reps last year, hefore
the drive began, explaining that
Nabisco was sceking 20-second

periods adjacent to top-rated shows

in the evening. The reps were told
that when they called with avail-

abilities they would have an answer

R .
within five minutcs.

Reps naturally called the agency
first when time opened up and time

was lined up four months earlier
than expected.
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Auahist scatters its shots
to reach cold prospects

The manufacturer of cold remedies,
whose sales go up when the tempera-
ture goes down. must keep his adver-
tising as flexible as possible. That’s
why spot is a must with such firms.

The Anahist Co. spends practically
all the ad money budgeted to Super
Anahist (its top-selling anti-hista-
mine) on spot air advertising.

During the "52-'53 season, radio
spot accounted for most of the ad
expenditures but this season tv
pressure will be heavily increased.
The agency, Ted Bates, plans to
use 70 tv stations this winter.

Anabhist is only interested in one
thing in its tv operations: reaching
as many people as it can in the mar-
kets of its choice at a low cost-per-
1.000. It has no preconceived ideas
about the best time of day for cold
remedy advertising except that it
doesn’t want a high proportion of
children in its audience.

The agency estimates that
people with colds account for one
out of six of those tuned in to its
well dispersed commercials.

While some cold manufacturers
carry spol advertising to its ut-
most flexibility by advertising
only when the weather is bad (by
leaving it to the station to decide
when to throw in a sales message),
Anahist prefers to have more control
over its advertising. It finds,
moreover, that jumping off campaigns
in different markets at different
times, according to when the weather
in each market normally gets cold.
doesn’t work either. The weather
is just too hard to predict.

Anahist and Bates, therefore. decide
on a rough outline of the campaign
before the season starts. * *x *
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Bulova blaulkets U. S. but A
doesn’t peal holiday ads

Bulova is one of the most active
advertisers in the field of tv spot.
It probably uses more 20-:econd
announcements than are used for any
other single product.

Bulova covers tv America like a
blanket. It is in about 150 markets
and uses about 200 stations. This
coverage will increase as new
tv markets make their debut.

Bulova, via Biow, buys announce-
ment franchises, which means it is
a 52-week spot advertiser. When
it comes to peaking its advertising
during the big gift seasons, like
graduation time and Christmas, Bulova
must rely on print advertising since
it has no money left in its tv
budget for special campaigns.
It has been estimated that Bulova’s
total ad budget comes in at around
87 million, most of which goes
into radio and tv announcements.

While Bulova seeks announcement
franchises, it is continually trying
to improve them, especially in pre-
freeze markets. Bulova started in tv
with time signals but found them
too short to tell its watch tale.
So it switched to the 20-second
announcement and. as a result, had
to begin hunting for availabilities.
To make sure it gets in on the ground
floor in new markets. Bulova buys |
its franchises early, has been
known to sign up with stations
before the outlets even got their
grants from the FCC.

The firm still uses time signals
on radio. However. Bulova has been
graduallv cutting down on radio as
it has been building up on tv and |
usually doesnt buy radio time in
areas where it already has tv
{(except for big markets). * Xk
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Rouson seeks nighttime slots
adjacent to top-rated shows

The Ronson Art Metal Works.
makers of cigarette lighters and allied
products, is an ex-tv network adver-
tiser now well ensconced in spot.

Ronson has been slowly building
up valuable tv announcement fran.
chizes over the past five vears and
has now reached a schedule of 74
stations in 05 markets,

Its last network show, Star of
the Family, with Mary lealy and
Peter Lind llayes, ran out in June,
1952. With tv becoming more ex-
pensive and Ronson’s over-all
budget dropping because of the dip
in the jewelry market after the
Korean boom. Ronson and its agency,
Grey Advertising, decided to expand
its spot tv schedule.

The firm runs mostly 20-second
announcements from once to three
times a week per station, During
graduation and Christmas seasons.
Ronson runs special commercials
with a gift theme but it does not
expand its tv announcentent schedule.
lHowever. last May and June the
firn ran some extra radio announce-
ments in morning time in the top
15 markets of the 1.3,

Grev’s Ronson timebuyer looks for
nighttime tv slots adjacent to top-
rated shows. Since the agency knows
that purchasers of lighters are
equallyv divided between men and
women. it wants the audience com-
position for adjacent ~hows to be so
divided. 1t has corraled announcement
slot~ adjacent to such programs as
I Love Lucv. the Buick-Berle Show.
Your Show of Shows. Dragnet and
Toast of the Town. The agency <eeks
slotz between shows whosze average
rating iz 20 or more. A\t present its
spols average about 25, R
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Borax show on alternate
weeks gets good clearances

A\« a spot v oadvertiser. Pacific
Coast Borax is in an enviable posi-
tion with its filmed Death 1alley
Days. There is probably no show
on the air that i as clozely identi-
fied with its sponsor.

The deeision last vear to place the
alternate-week program in spot
rather than network is not regretted
as the agency. MeCann-lrickson,
looks back on 15 month~ of experi-
ence. Time clearances for the night-
time show have not proved to be
any more difficult than a network
lineup would have been, the agency
{eels. and, in some cases, clearances
have heen easier.

The show =started out last fall
in 58 markets and is now on 73,
Its latest Nielsen rating is 28.3
and even during the summer, when
the firm kept the show on three-
quarters of its ~tation lineup.
the lowest rating wa- 24.5

Since Death 1alley Days i: the
firm’s major advertising effort.
fairly complete coverage is sought.
\t first even overlapping stations
were bought. The client is more
selective now as new tv markets
appear all over the map. but it is
estimated by the agency that well over
907 of the tv hame- are covered.

The Gene \utry Flving **\™ Studios.
which produce the film~ has shot
its first color version of the show.
The shooting also marhs the first
“complete”™ tv film made in Techni-
color. It will be shown sometime in
February. though onlv black and
white release prints will be used.
Pacific Coast Borax ha- alreads
made commercial- in color and ~hown
them in black and white. R
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Kool now converting all

commercials (o 10-seconds

drown & William<on Tolaeco Corp.,
one of the heaviest n-er~ of <pot
eir advertising, i now in the process
of comverting it v ~chedule for
Kool, its top ~eller, to all 10-<econd
aunonncements. (Vicerov is
al~o heavily -|ml--n|(|.'

The Kool <cliedule liad been fairly
evenly divided between 20-<econd
announcentents and 10-second 1.D.s,
The client and 1t~ azenev, Ted
Bate«. felt that the current copy
theme  “Break the ‘hot” «izarctte
labit™  wa< adaptable to the <horter
length announcement. The decicion
also enabled the firm 1o <pread
it tv monev aronud more,

Brown & William-<on's mentholated
cigarette i< being adverti-ed via
spot over nearly 60D <ations in
115 marketz. The annonnecements run
32 weeks a vear and the frequency
ranzes from <ix to 20 annonnce-
ments per week per market. In a
few of the top market there s
cven greater saturation.

Bate< buvs no davtime tv for
Kool which i< interested in get-
ting audicnces a~ evenhv split as<
possible hetwern men and women.

Like manv other ~pot tv sponsors,
Kool gcoes after time franchises
and often hovs tine befare a new
tv outlet i~ on the air. Kool
also ~pousr~ Vv Friend Irria on
S0 (B TV <tations o ndas
10:00-10.30 pm.y In spot radio
Kool 1< 85 markets,

Vicerov. Brown & Wilhiam-on's
hing size Alter tip. is alie a
heavy v ~pot nscr. It i~ on 163
<tation< n 118 markets with
2h<econd announce nents,  The
frequency range is three to <y

times per week per marhet. LA R
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Some independents stress coverage of local school events from sport
competitions to special field days. Above, KOWH, Omaha, goes

Ever since 1948 a group of independent radio stations in markets spread over
the U.S. have been exchanging advice, tips and critiques on effective air adver-
tising. With this article sPONSOR opens the trenchant comments of these inde-
pendents, outstanding representatives of the hundreds of fine indies in the U.S.
and Canada, for inspection by admen. Their name: Association of Independent
Metropolitan Stations (AIMS). AIMS functions as a clearing house of ideas on
good radio (members get booted out if they fail to contribute letters every tio
months to a mail box forum). What AIMS stations say constitutes some of
the best thinking available to you on indies. Some subjects SPONSOR asked
AIVS members 1o comment on: how sponsors can get the most out of using
independent stations: and what are roadblocks indies encounter in selling.

r . -
"/ hen it comes to selling goods
. - 2
over an independent station, there’s no
one more familiar with the problems
and potentialities than station opera-

tors. N\eo group’s more unanimous,
either. sponsor found there was vir-

tually complete agreement among in-
dependent stations ax to tactics adver-
tisers could use best with their stations.
Here under nine numbered points is
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the advice AIMS members gave spPoN-
SOR as told largely in their own words.
1. Make the most of the indie’s
personalized relationship with listeners.
Allow stations or station personalities
to rework copy to suit the style of the
local announcer. 1It’s his styvle that
sells your goods.
As Dan Kops. v.p. and general man-
ager of WAVZ, New Haven, puts it:

on a treasure hunt. Station announcer goes into an Omaha home
to accept a child's contribution to "Omaha Opportunity Center'

How to get the mos

ont ol @

“If vou brought in 50 salesmen of your
company and told them how to sell a
product, vou would still expect each of
them to adapt the sales pitch to the
words that come most naturally to him
and are most effective with his custo-
mers.”

Steve Cisler, president of KEAR.
San Mateo, Cal.. says: “Give the sta-
tion some freedom with copy and
presentation. You get the individual-
ized results that bring success to local
retailers this way. Too manv agencies
are adamant about using their pet e.t.
spot or else. KEAR as a good music
station has had to turn down many a
spot schedule where the agency in-
sisted on using a hollering. screaming
announcer pitch. Or a jive jingle.
Such things would do an advertiser
more harm than good.”

2. Outline for the station man-
(Article continues on page 44)
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For locel anpeal CKNW, New Westminster, interviews sailors aboard programs music
thips in Canadian harbor [above). Worcester independent, WNEB, -hool stude o studio to enjoy sporsor’s prod

ependent station =z

AIMS is group of metropolitan
indies who swap management tips

AIMS, the Association of Independent
Metropolitan Stations, was bern in 1948
out of a realization that independent
operators could profit from each other's
broadcast experience. It is a group of
news and music stations exchanging in-
formation to increase their local appeal

28 DECEMBER 1953

Latest list of AIMS members includes stations in major U.S., Canada markets

wWOorreE thron, Ohio KDBYE Okichorma €16y
weor » \ KOWN
CKNL ¢ KL KX
WDOK : WXGI
KUYR /) ( NRITAY
KCRC  De: VI KITE
WIKY F KSON
KNUZ DA
WAL KEAR
WANY for.
KREW -~
KLMS naTy -
Wiy L WoLr
R117 fipiins
WKDA WTXL
WAVZ KWRE
WTIN CKY
CKVW WANER
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ager the objectives of your advertising
campaign. [lave a cooperative spirit.
Either advertiser or agency should
send the station manager a memo ex-
plaining the purpose of the campaign,
whom the sponsor wants to reach with
liis message; in other words, all the
inforination pertinent to the sponsor’s
strategy. If the station nanager is so
equipped with information, he will be
able to add his knowledge of the local
market to putting the campaign over.
His knowledge of the listening habits
in his area, of the programing prefer-
ences, the shopping tastes of the people
are apt to be a great deal more person-
al than inforination derived solely out
of market research.

Todd Storz. general manager of
KOWH, Omaha. \eb., feels that all too
often the agency’s or advertiser’s at-
titude towards independents, far from
being cooperative, can be summed up
like this:

“All independent stations are dogs.
We don’t buy independent stations un-
less we can get a ‘deal.” Our client au-
tomatically buvs a 50.000 watt station

Many indies stress cooperation with retailer outlets, supply in-store dis-
plays, point-of.sale merchandising posters, such as CKNW, New West.

whenever available because 50,000
watts is the highest power authorized
by the FCC and is always the Dest.
We don’t usually buy independent sta-
tions, but in this case we’re making an
exception. Incidentally, please have
your salesmen report to us daily on the
results of their calls on the 348 drug
stores listed on the attached list.”

Bill Simpson of KOL, Seattle, Wash.
says: “The average radio station is
more anxious today than ever before
to produce maximum results for every
dollar spent. Most independent opera-
tors are sincerely interested in working
closely with the account. If a national
advertiser were to ask the local station
mmanagement’s advice on how to use
their facilities inost effectively, the sta-
tion would ‘break its back’ to make
sound recommendations, tailored to
that specific account’s problems.”

WXLW, Indianapolis, had this ad-
vice: “Listen to local and regional
sales managers and get their station
preferences. Buy saturation promo-
tion if your problem is to move mer-
chandise immediately. WXLW
listeners are not just program listeners
—they are listeners to the station turn-
ing their sets on in the morning and
leaving them on all day. . . . Take the
management of independent stations

into your confidence. They know the
market—they know the unique selling
impact of station operation and will
sincerely advise and assist in achieving
maxnnum selling power for the client
involved.  Determine the extent of
merchandising cooperation that can
be wnade readily available to the sup-
port of any promotion camnpaign.”

CKN\W, New Westminster, B.C., also
stressed merchandising heavily in ad-
vising a close tie between station man-
agement and sponsor:

“Maintain constant liaison between
account executives at agencies and/or
advertisers’ local representatives with
station stafl. Give local agencies or
local branch outlet leeway in keeping
radio camnpaign flexible to meet local
conditions. Help station’s merchan-
dising department with ideas, and sup-
ply station with display material for
the product advertised. Send along
information about the campaign to all
advertisers outlets, wholesale and re-
tail.”

3. Tell the station the names of
local distributors or other sales repre-
sentatives. Frequently, the indepen-
dent station will go out of its way to
work hand in hand with the sponsor’s
local sales forces. Here, for example.
are some of the extra services provided

minster, permanent grocery display (left), CKY "Chain Action Mer-
chandising” in Manitoba (center), KOL, Seattle, shelf displays {right)
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by some of the VIV siations:

i o Revudar retadt and whole<ale ~tock
checks 1o (lt'lvrnmhw \\!wllu-r ol qu ]0 tlpS on hOW to gct fOp VJlUC out of indic e
the product advertised is varvried

i to what extent, 1. Vale the §the indie ol '

e Promoting gond will and rnthnosi

listener
as=m toward the prodmet among the

loral store awners, wholesalers, ¢lerhs 2.
e \Mailings from the ~tation o is ma |
advertiser’s  distributors and retailers
telting them the adviertiser’s schedule .
to help promote good distrilmtor-manu. tie-l

facturer relations,

L. Ler the station lielp you arith
vour schedule and don’t buy ratings
alone. Savs Tim Elliot, president and 5. A
general manager of WCEUE, Akron,

uct infor
Ohio: “Don’t be adamant in insisting )
on the highest-rated position~.  Often G. Iy
your indie rep will want vou to have ewmulal
them.  But there are times when a _
smaller audience will respond more 0 ,‘,_’ e
favorably 1o your message. and he'll total liste

Know when they are.” 8.
Dan Kops. of WAVZ. New Haven, T

. ze the

stresses the help a station manager can
provide. He savs: “Don’t confine vour 9. Cooperate u
e . 7.00.9 - .
schedule to the 7:00-9:00 a.m. groove. ply them with
The block programing of independents
has an even appeal through the day. 1¢. K
In wsing independents take with a tlerted anpn
grain of salt the drop m sets-in-use in

(Please turn to page 82)
Indie radio often pulls top mail response. WAVZ, New Haven, cam nwid y Dan Ke aAVZ
paign for M-G-M's “"Bandwagor" won first prize for mail pull in nas etz, M-G-M P
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NEW AND UPGOWING TV STATIONS

I. New construction permitls

[ POWER (KWw)** |
CITY & STATE . ICH':"%FEL' (LG | ONE VISUAL AURA—[! sm‘rmgs[ wns,?g{(;s(o%'#t PERMITEE & MANAGER RADIG
AMARILLO, TEX. KLYN-TV 7 11 Dec. . 50 26 2 37 vh  Plalns Empire Besta. Blalr
Hwa.rd Roberson,
gen. mar.
ASHEVILLE, N. C. WLOS-TV 13 9 Dec. 170 85 1 13 vhf Skyway Bestg. Co. Taylor
Charles E. Newcomb
gen. mpr.
BALTIMORE, MD. 18 9 Dec. 85 42 3 516 vhf United Bestg. Co. of
Eastern Md.
Richard Eaton, pres.
BLOOMINGDALE, N. Y. 5 2 Dec. Summer ‘54 4 2 0 NFA Great Northern TV lInc. -
Joel H. Scheler, pres.
CLEARWATER, FLA. 32 2 Dec. March ‘54 93 53 0 NFA Ploneer Gulf Tv Bestrs.
CLEVELAND, OHIO WHK-TVY 19 3 Dec. 220 120 3 810 United Bestg. Co. Headley..
Sterling E. Graham, Reed
pres.
CORPUS CHRISTI, TEX. 43 8 Dec. 37 19 0 NFA : ll: i:‘untt SO
. . uni, pres.
DULUTH, MINN. KDAL-TV 3 11 Dec. 100 50 1 32 vhf Red Hiver Bestg. Co. Avery-
Oalton Le Masurler. Knodel
pres. and gen. mgr.
JACKSON, TENN. wDXI-TV 9 2 Dec. June ‘54 56 28 0 NFA Oixle Bestg. Co. Burn-Smith
Aaron B. Robinsen, pres.
LEXINGTON, KY WLAP-TVY 27 3 Dec. 250 125 0 NFA Amerlean Bestg. Corp. Pearson
Gilmore N. Nunn. pres.
MIAMI, FLA. WMIE-TY 27 2 Dec. 200 107 1 214 vhf WMIE-TV Inc. Pearson
E. 0. Rlvers, Sr., pres.
MIAMI, FLA. 33 9 Dec, 182 98 1 214 vhf Mi&?; Blscayne TV
Rex R'and, gen. mgr.
and 1/5 owner
PROVO, UTAH KOVO-TV 11 2 Dec. 64 32 2 145 vhf KOVEQ Bestg. Co. Avery-
C. A. Tolhoe, pres. K nodel
RICHMOND, VA. 29 2 Dec. 17 9 1 182 vhf  WimstnSalem Butg. oo
Jamc's W. Coan, pres.
I1. New stations on air*
CALL |CHANNEL| AIR POWER (Kw)'? | | sETSIN | |
AU LETTERS | NO. | *0ATE | VISUAL | AURAL | AFFILIATION | ON ATR B i REP
ASBURY PARK, N. J. WRTY 58 1 Jan. 4 1 NFA Atlantic Video Corp. R
o walter Reade Jr., pres.
AUGUSTA, GA. WRDW-TY 12 15 Dec. 102 51 CBS 2 35 vhf Radlo Augusta. Inc. Headley-
’ G. C. Maxwell, pres. Reed
Allen M. Woodall., v.p.
W. R. Ringson, gen mgr.
BISMARCK, N. D, KFYR-TV 5 7 Dec. 10 5 CBS, Du M, 1 NFA m:;erp'acﬁtgms:;. res. Blalr-Tv
R NBC F. E. Fitzsimonds, v.p.
CADILLAC, MICH. WWTV 13 3 Jan. 94 47 ABC, CBS, 1 NFA Sparton Bestg. Co. weed Tw
John J. Smith, pres.
Du M L. T. Matthews. v.p.-mgr.
CHEYENNE, WYO. KFBC-TV 5 25 Dec. 19 9 ABC, CBS ] NFA Frontier Bestg. Co. Hollingbery
’ R. S. McCraken, pres.
wm. C. Grove, gen. mgr.
COLUMBIA, MO. KOMU-TV 8 21 Dec. 48 24 ABC, CBS 1 32 vhf U. of Mlssouri H-R Tv
Du M, NBC George Kapel, mgr.
DENVER, COLO. KOA-TV 4 24 Dec. 100 50 NBC 4 180 vhf  Melropolitan Tv Co R
EAU CLAIRE, WIS. WEAU-TV 13 20 Dec. 57 28 ABC, Du M 1 NFA  Gentral Bestg. Co. HolImguiy
NBC Harry S. Hyett, magr.
GREENVILLE, N. C. WNCT 9 20 Deec. 93 56 ABC, CBS, 1 22 vhf caf:!'"a Bestg.  System.  Pearsom
Du M, NBC A. Hartwell Campbell.
mar.
SEATTLE, WASH. KOMO-TV 4 11 Deec. 100 50 NBC 4 305 vhf Fllsl!:eer's Blend Station, Hollingbery
0. W. Fisher, pres.
] W. W, Warren, mgr,
ARUCEAE R LTSAEE A DL U ONEA fmesan e o A
John Esau. gen. mgr.

1This statlon was incorrectly identified as WATV in SPPONSOR, 11 December 1933 issue.

BOX SCORE

Total U.S. stations on air, No. of post-freeze CP’s grant. No. tv homes in US. (1

incl. Honolulu and Alaska (18 ed (excluding 28 educational Nov, 33) . 26.361.000%

Dec. *53) 345 grants; 18 Dec. ’53) 182 Percent of all U.S. homes

No. of markets covered. 214 No. of grantees on air 237 with tv sets (1 Norv. '53) . 380,38
'Both new CP s and stati _going on th alr listed here are those which oceurred between Perceniages on homes with sets and homes in tv coverage areas are considered approximste. [In
5 Dec vhie formati be ob talnw‘ in that period. Stations are most cases, the representative of a radio statlon which is granted a C.P. also represeats the new
ton tart *Power of C.P.'s is that recor tv operation. Since at presstime it is generally too early 10 confirm (v representations of most
in 2 T m f ual e G In{(rmatlon on the number of sets grantees, SPONSOR lists the reps of the radio stations In this column (when a radio station hss
ip markets w er 0 eing fram NBC Resear consists of estimates from tbe been given the tv grant)., NFA: No figures avaiiabie 2t presstime on sets in markets
stations or re nate.  §Data !rom NBC Research and Planning
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WKZO — KALAMAZOO

WKZO-TY — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS-KALAMAZOQO
KOLN — LINCOLN, NEBRASKA

KOULN-TY — LINCOLN, NEBRASKA

)
WMBD — PEORIA, ILLINOIS
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TOP RATINGS IN MARKET AFTER MARKET! i?

Sat. eve. - rates 53.3 - Telepulse, June 1953 Tues. eve. - rates 21.4 - Telepulse, Aug. 1953 RENEWED FOR 2ND YEAR!

Beals Robert Montgomery, Mr. & Mrs. North, Beots Deonger, Suspense, Kroft TV Theatre,
Eddie Cantor, Ford Theatre, Ployhouse of Steors. Douglas Fairbanks Presents, Lux Videa Theotre.

- | @ BLATZ Beer in 3 markets!
©® KANSAS CITY - 1st Place! © SAN ANTONIO - 2nd Place! ‘

Fri. eve. - rates 32.3 - Telepulse, Aug. 1953 Tues. eve. - rates 26.3 - Telepulse, Aug. 1953 | @ DREWRY'S Beer in 9 markets!

Beats Phiico-Goodysar TV Pioyhouse, Ford Theatre, Beats Suspense, Blind Dote, Bums & Alien, Kraoft
Kroft TV Theatre, This Is Yaur Life, G.E. Theatre, TY Theatre, Toost of the Town, Beuioh, G. E. | .
‘Whot's My Line, Godfrey’s Talent Scouts. Theatrs, Robert Montgomery, Lux Videa Theatre. | @ OLYMPI A Beerin 6 mufke's!

® PITTSBURGH - Ist Place!  * @ PORTLAND - 2nd Place! o GENESEE Beer in 5 markets!

Thur. eve. - rates 41.5 - Telepulse, Aug. 1953 Tues. eve. - rates 58.5 - Telepuise, Sept. 1953

Beats This s Your Life, Down You Go, Ford Thea- Beats Break The Bank, Chonce of o Lifetime, Ploy- . .
tre, Playhouse of Stars, Robert Montgomery. house of Stars, The Goldbergs, Bie Stary. © SCHAEFER BeerinNew YorkCity!

No. 1 FILM SERIES NATIONALLY!—Telepulse, August, 1953
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WDAY-TV POWER

FARGO, N. D.
e wvowon
FULL POWER

(UP FROM 13,000 TO 65,000 WATTS)

AND CARRYING PRACTICALLY

ALL TOP-RATED PROGRAMS
FROM ALL 4 NETWORKS

(AND LEADING FILM PRODUCERS)!




Alfred J. Scalpone

V.P. in charge of Radio and Tv
McCann-Erickson, New York

agency profile

“Motivational research!™ says Al 2calpone, MeCann-Ervickson’s
v.p. in charge of radio and tv. “That's our chief method of in-
suring the maximum effectiveness of a client’s air campaign.”

By motivational research, .\l means the whys and wherefores of
bu\m". what goes on in the customer’s mind before he plunks down
his money.

“Take Pepsodent. for instance,” he told sroxsor. “Motivational
research showed that people brush their teeth not <o much to get them
clean as to improve the tasle in their mouth. This bit of information
helped us decide on ‘clean-mouth taste for hours' as a copy theme.

“Also. women. who're the majority of toothpaste buyers, are ac-
customed to using detergents in their kitchen. Therefore. they re-
sponded very favorably to the other component of the Pepsodent
copy: ‘the only toothpaste with an oral detergent.” Proof of the
pudding—Pepsodent did not take a dive during the chlorophyll
revolution though it remained white.”

As radio-tv head at the agency Scalpone closely supervises West-
inghouse’s Studio One (CB= TV, Mondays 9:00-10:00 p.m.). and
other programs for MeCann-Erickson accounts.

Research was important in picking Studio One’s product an-
nouncer. “Betty Furness was no accident.”” he savs. “In our tests
we saw that she handled appliances with ease: in other words. <he's
a comincing housewife. not a phonv. Appearance and personality
factors counted too. of course.”

Says Scalpone about tv and where it's going:

“Tv is more merchandizable than other media. Retailer- and
distributors like the sales effectiveness of tv and will support it bes’
More and more of our clients have come to realize these factor~ and
have been expanding their tv budgets. Oune of our accounts~. for
example. had a 350,000 tv budget in 1953. In 1951 they’ll be ~pend-
ing over §1 million.”

Last year Scalpone brought a touch of Hollywood to Conuecticut.
to the delight of his family (two children: a bov and a girli. lle
built a swimming pool by his house so that his California-born wife
would not miss her home state. *Motivational research needn’t end
at the office,” says he. e
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: SE ratings of top §
Chart covers half-hour syndicated film pag"
Too 10 shows in 10 or more markets !
Rank  Past* . ESTATION i
sow  rank Period: 4-10 November 1953 Average MARK T8 . 4:5_“.”0_” MARKETS ~ 3-STATION Vi
TITLE, SYNDICATOR, PRODUCER. SHOW TYPE LULT N.Y. L.A. Boston Chi. Mpls. Wash. Atlanta Balt. Buffaio Cinc. Cleve. C-
l 82 6.2]19.3 54 19.3 158 | 11.5 17.8 21
1 | 3 | Favorite Story, Ziv (D) 221 | ot : : .8 21.8
A ! wnac-tv wbbm-tv weeo-tv wtop-tv £ waga-tv wkre-tv - wews
I J - . EO.S‘mm 8:00pm § 10:30pm 2:00pmn 9:00pm 10 ‘Opm 7:00pm 9:30pm 10:30pm
' 9.2 107! 12.0 13.0 17.3 16.6 | 153 14.0 41.0 23.5 17.0
2 | o is <] i ) )
jd -~ Cisco hld’ Ziv (W) 21.4 wnbt  keca t¥} wnac-tv  wbkb  wceo-tv  wnbw waga-tv wbal-tv wben-tv wepo-tv  wnbk
! - e - 6: 000"1_7 OOpm 6:30pm 2:00pm 3:00pm 6:30pm ]| 7:00pm 7:00pm 7:00pm 6:00pm 6:00pm
' . . 25 7.4 4.8 8.5 44.3 13.3
53 I Cl(y Detective, MCA, Revue Prod. (D) 20.6 wpix knbh wtop-ty wmar-tv  wben-tv wnbk
| 7:30pm  10:30pm ) ) 113001117 B _ll:OOpm 10:30pm 10:30pm
' _ . . 18.9 14.7§ 18.5 13.4 20.8 15.0 3.3 12.3 21.0
113 Foreign Intrigue, JWT, Shel. Reynolds (A) 19.8 wnbt  knbh | wbz-ty wnba  kstp-tv  wnbw 8:00pm 8:30pm wews
] 10:30pm 10:30pm{ 10:30pm 9:30pm 9:30pm 10:30pm 10:00pm 1f
| o 4.0 64| 143 1456 10.6 14.5 18.3 1
5 4 Boston Blackie, Ziv (M) 9.1} o ke | wnacty wenoty T S whe-t 10
- . 170:0(me lO:OOpn‘ _"_307pm 9_30pu1 SZ30DT, B _710:30pm i 10:30pm
. . 10.4 3.7 13.8 7.0 51.8 27.5 18.3 2
6 7 I Led Three Lu:cs, Ziv (D) 18.5 wnbt  keca-tv | Bnac-ty wiw-a wben-tv  wiw-t wews  wi
| 10:30pm  7:00pm -7:00pm ) . 10:30pm 9:30pm 8:30p7m 10:30pm §
| o ! g —
. _ o o 102} 24.8 7.3 12.4 | 100 21.0
7 | 10] Range Riders, CBS Film, Flying "A" (W) 17.3 knst b wbote weco-tr wtop-te | wb-te wel
| 7:00pm § 7:00pm 5:00pm 1:30pm | 6:00pm 7:00pm
; E— S n = — - —
. -, |140 77 8.8 25.5 14.0 | 13.3 17.3 '
8 8 Hopalong Cassndy, NBC Film (W) 174 wnbt kttv wbkb weeo-tv  wnbw wsb-tv wiw-t
6:30pm 7:00pm 5:30pm 6:00pm 7.00pm § 6:00pm 6:00pm
, 3 B E — — r
11.0 11.4] 13.3 125 7.5 15.3
99 Kit Carson, MCA, Revue Prod. (W) 17.3 wnbt keca-tv | wnac-tv wiw-a  wmar-tv wnbk
6:00pm 7:30pm § 6:00pm 6:00pm 6:00pm 6:00pm 6
B 10.0 1351163 86 7.0 7.4} 150 128 41.0 11.3 185
iI0 Superman, MPTV, R, Maxwell (K) 17.0 wnbt Keca-tv | wnac-tv  wbkb wcco-tv wmal-ty § Wwsb-tv  wbal-tv wben-tv wkre-tv  wnbk-tv wb
6:00pm 8:30pm J 6:30pm 5:00pm 5:00pm 6:00pm § 7:00pm 7:00pm 7:00pm 6:30pm 6:00pm 6 1
S ] 5.5 10.0] 88 144 21.3 12.8 | 12.5 10.0 253 14.3 14.8 2i |
i Wild Bill "lC'u'Ok, W. Broidy (W) 17.0 wabd ktla wnac-t¥  wbkb  wcco-tv  wtop-tv § wsb-tv  wbal-tv wben-tv wkre-tv  wnbk-ty ubr
7:00pm 6:00pm ¥ 5:00pm 1:30pm 35:30pm 1:00pm § 5:45pm 7:00pm 1:00pm 6:30pm 6:00pm 8:0
r:,::‘,k P Top 10 shows in 4 to 9 markets
6.2 1.8 B
1|1 Jeffrey Jones, L. Parsons (D) 254 Kty whuf-ty
7 8:00pm B B 9:00pm
T 6.4 10.3 11.6 6.2 2.5 B
2 4 Victory at Sea, NBC Film (DOC.) 16.8 wnbt wbz-tv  wnbq wnbw wbes-tv
7:00pm 11:15pm 9:30pm 7:00pm §:00pm
] o 2.3 3.7 13, ¢
3 | 6 | Orient Express, PSI-TVY, lnc. (A) I6. wabe-tv keca-ty o=
8:00pm §:30pm 93
- . 6.0 159 130 6.8 7 |
4 3 1 Amos '’ Andy, CBS Film (C) I14.8 |webs-tv imxt | whztv whbhm-ts
2:00pm $:00pm §11:15pm  2:30pm
| I - 12.8 12.3 10.8 13.5 18.7
3 8 Cowboy G-Yen. United Artists (W) 11.4 whz-tv weeo ty waga-tv wepo-tv whns
| B & 6:00pm 1:30pm 7:00pm 1:30pm 6:30
- - 1191 1.8 7.9 9.0 §
G Genve Autry.  CBS Film, Flying "A" (W) 2.8 5}(3%;(“1 wnae-ty \\ob(r]n tv weeo-ty L
S _ 6:30pm pm .
: — . — - E 5.9 : 3
J 8.0 1.8 20.0
7 Fileart of the City, United TV Programs (D) 12.4 LA R T wkro-tr
Oh;Op.n 11:15pm %:00pm 9:00pm
Tt - - 109  9.2] 20.5 13.6 13.8 6.8
3 Abbott & Costello, TCA (C) 12.3 wnbt  ktty § wjar-tv  wbkb wtop-ty wmar-tv 1
6:00pm 7:30pm f 10:30pm 5:00pm €:00pm 6:30pm
T | B o - ' ; 19.0 85| 2.0 15.8 11.3 2.3
9 |7 Doung. Fairbauks PPreseuts, NBC Film (D) 10.8 wnbt  knbh | wiar-tv wtop-tv whal-tv  whes-tv
| .0:30pm 7:00pm § v:00pm 10:30pm 10:30pm  $:00pm a |
T N B I B 1.9 5.8 .
10  I0} Faunk McCune, Video Pictures (C) 10.8 kiac-te wbib
6:00pm 2:30pm

Show type symbois: (A) adventure: (C) comedy;
(M) mystery; (W) Western: (S) sports.
in r e markets. The

(D) drama;

(Doc.) documentary; (K} kid show;
Fiims {isted are syndicated, haif-hour iength, broadcast
rerage rating is an umweighted average of individual market

ratings listed above,
November 1953.
market in which

they run,

Blank space indicates fiim not broadcast in this market 35 ©
Whife network shows are fairly stabie from one month to another
IC

this is true to much lesser extent with syndicated shows.
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B shows

i!n;afr made for TVT

TN 2.STAT 1.STATION
MKTY MARKETS
™ §ea Phils. S Fran. Sesttle St L, Blrm. [Chartotte New O.
IT5""8.0 19.0 33.0 47.0 57.0 49.0
wptz  kron.tv king tv kel v whty  wdsu t¥
T:00pm S-00pm X 00pin D .30pm 9:00pm 9 Jopn
"% 140 25.3 38.5 29.5 |23.3 335 280
vy wrau tv kron ty king-ty  ksd tv Jwhre tv | uwbiv  wdsy v
% T:00nm T 00pm  FT.00pm 4:30pm | %:00pm |11 Yoam 5 00pin
19.3 22.5 |54.0 37.5
kron-ty wabt wity  wdsu-ty
10 00pm 3vpm § %:00pm 10:00pm
‘W 124 9.5 29.8 205 [17.3[54.5
» wrau-ty  kgo tv  king tv ksd-tvy  Jwbre-tv whty
10 .30pm 10.30pm 2:30pm 11:00ptn § 9 30pm § 9:00pm
12.8 13.0 19.8 158.0 45.3
b kga-tr  Kktnt-tv wrbe-ty whte  wdsy te
= < 3opm 10:30pm 10:00pm § 8 °00pm 10 :06pm
} 14.2 16.3
weau-tv  kron-ty
+:00pm  10:30pm
R 4 23.3 31.0 41.0
J kpix king-tv wdsu -ty
i 7100pm 7:00pm 00pm
12.3 19.3 |28.5 30.3 |
keo-ty wbre-te | wbty  wdsu-ty
6:00pm 6:00pm 3 30pm 4:00pm
§ 10.8 8.5 22.0 24.0 |25.5 |27.0 39.8
T wptz  kron-te King-tv  ksd v wabt awhty  wdsu tv
i §:30pm  4:00pm  5:00pm 1°00pm | 6:00pm [ 5:30pm  4:00pm
18.8 9.3 21.8 27.5 |23.3 |24.0 24.3
¥ weau-tv  kgo-tv  king-tv  ksd tv waht whty  wdsu-ty
% 7 00pm 6:30pm 5:00pm  5:30pm [ 6:00pm [ 5:00pm  5:00pm
18.6 16.0 21.8 27.8 |24.0 }28.0 24.8
¥ wWntz kgo-tv  kine-tv  ksd te wabt wbty  wdsu tv
6:30vm  6:30pm  5:00pm  12:00n | 6:00pm #5-30pm 12 -Z0opm
39.8 53.8
ksd-ts wdsu .ty
10 :00pm 7:30pm
- - | P
15.8 47.3 40.5
kren-ty kzd tv wdsu tv
$:00pm 9:30pm 1-30pm
- —-_— — A e ep—
8.0 11.5 34.8 43.5
wptz  kgo-lv  king-te wdsu-ty
10:30pm < 30pm $:30pm
4 e | a—
32.5
kirg tv
T 30pm
25.3
ksd-tv
2 700m
4 22.0
!' king-te
' u 3 00pm
13.5 1.5 38.8
kron tv  kmo-t¢ wdsu ty

11.4

weay-ty
10:30pm

7.4

weau-tvy

2 00pm .

10.30pm 9 .00pm

22.3
Kron-tv
2:00pm

15.0 20.3

Kron-tr klng-tv
9:30pm  4:30pm

F ]
bEBme In mind when analyzing rating trends. from one month to

infgls chart.

*Refers io0 last month's chart.

-d‘ all in last chart or was in other top 10
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first shot, with

wimy-tv

It's all fairway down in the 29 high

income counties of the Piedmont
surrounding WFMY-TV. Your sales
message scores a hole in one . . . right
into the homes of families who last year

boasted nearly $1,500,000,000 in
buying power.

That's a lot of green—waiting to be spent

on what you have to sell.

Dozens of America’s most aggressive
advertisers have found how you can
cover the prosperous Piedmont in easy
par (when your partner is WFMY-TV) .
because WFMY-TV is the one televisi
station those families watch daily,

believe in completely.

Any Harrington, Righter and Parsons

wfmy-tv

Basic CBS Affiliate — Channel 2

Greensboro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago—San Francisco
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Mcn Chicagoland tclevision families want the
news of the day, they turn in overwhelming num-
bers to one stattion—WNBQ, the Quality Station
of Mid-America.

The average audience for a WNBQ local news
program is MORE THAN THE COMBINED
average audiences for similar shows on ALL other
Chicago television stations and MORE THAN
TWICE that of the sccond station.

Thirty-three of the 36 WINBQ local news periods
during a single week—more than 26 per cent of
all such shows on all Chicago stations—are rated
at four points or better by the American Research
Burcau. ONLY nine periods on Station B fall in

this upper level, five on Station C and nonc on
Station D.

Here is convincing proof that such WINBQ per-
sonalities as Jack Angell, Alex Dreier and Len
O’Connor, regularly featured as reporters-com-
mentators, hold an unequalled viewer confidence
—further strengthened by an outstanding ncws
department staff.

And they are only a part of a family of WNBQ
personalities — all favorites of Chicagoland — all
daily proving the leader and

the QUALITY STATION it Chicago Televigi,, o

Quality Programs
Quality Service
Quality Audience

RPRESENTED BY NBC SPOT SALES




CHILDREN'S CLOTHES

SALMON

SPONSOR: Youthtown AGENCY: Ilartman

CAPSULE CASE HISTORY: Last January, immediately
[ollowing the heavy Christinas shopping season, Youth-
town, a children’s clothing shop, advertised a child’s
coat with one announcement on WSYR-TV. The an-

nouncement was made on Ladies Day, an afternoon show

on which the sponsor has regular participations. During
that same afternoon and the following day a total of 35
of the coats were sold as a direct result of the announce-
ment. That’s a total of $593.25 in sales from an adver-
tising investment of $48.

WSYR-T\, Syracuse PROGRAM; Ladies Day

SALADMASTER

SPONSOR: Christian Bros. AGENCY: Dii

CAPSULE CASE HISTORY: This food broker wanted
get distribution [or its product in Georgia. It purcha:
a test schedule of five-minute weekly participations
Saturday Jamboree, telecast 7:30-9:00 p.mn. Saturde
on WROM-TV. Station personnel assisted the broke
salesmen by making dealer calls. In less than a mon
Whitney’s Salmon was firmly established throughout
state with requests also coming in for the product fre
as far away as Alabamna and Tennessee. The firm h
renewed its tv schedule indefinitely at a $38 weekly co.

WROM-TV, Rome, Ga. PROGRAM : Saturday Jambor|

400-DAY CLOCKS

)
SPONSOR: Kerr’s Dept. Store AGENCY: Knox-Ackerm:

CAPSULE CASE HISTORY: Tuwo participations sold 10
clocks—the entire supply—for Kerr’s Department Stor
in Oklahoma City. The announcements were made ove
two WKY-TV shows: Guest Room and Here’s How. Tota
cost of the television advertising was $80. Total sales fo
the sponsor: $1,9935. Resuli: Kerr’s canceled its adver
tising on the clocks in another medium because it ha
sold out the entire stock.

WKY-TV, Oklahoma City PROGRAM: Guest Room: Here’s How

MOTOR CLEANERS

v

SPONSOR: Saladmaster Sales AGENCY: Direct

CAPSULE CASE IIISTORY: Although its magazine ads
were giving the product prestige, Saladmaster Sales, [nc.
was getting no leads for its salesmen from print adver-
tising. To demonstrate the product it bought six five-
minute shows in a four-week period at a total cost of
§360. At the end of the four weeks the firm reported it
had received calls, letters or telegrams from 1,014 pros-
pects. these attributable directly to the television shows.
Saladmaster salesmen made 927 demonstrations based
on these leads and sold a total of 572 Saladmasters. To-
tal revenue for the advertiser: 517,000.

KTBC-TV, Austin PROGRAM: Demonstrations

SPONSOR: Sioux Motor Cleaner Mfg. Co. AGENCY: Direat

CAPSULE CASE HISTORY: Television [ur outpulled ali
other media combined for this Beresford, S. D., motor
cleaner manufacturer. He bought Front Page Detective
over KELO-TI", found the sales response to the shou|
“immediate and terrific.” During the first five weeks on
the show 15 Sioux Motor Cleaners were sold at 84350
apiece as a direct result of the program. The sponsor
wrote the station: “It might interest you to know tha
these orders were from [armers our salesmen would neter
have normally contacted.” Weelly cost of the show: $123.|

KELO-TYV, Sioux Falls PROGRAM: Front Page Detective |
|

RECORDS

SLICER

SPONSOR: 18 Top Tunes AGENCY: Parker Adv.

CAPSULE CASE HHSTORY:  one-week test shot on
Bruce Vanderhoof's Open House paid off with $1.365 in
sales for this sponsor. The producer of popular record-
ings advertised his $3 record packages on the late-after-
noon KDY LTV, Salt Lake City, variety program. The
show is telecast from 4:00 to 5:30 p.m. across-the-board.
After a weel on tv (total cost: $250), the sponsor re-
ported 339 phone orders and 116 mail requests for the
vackages. Mail orders came from as [ar away as 194
miles north, 197 miles south and 85 miles east of Salt
Lake City. The sponsor immediately renewed his schedule.

KDYL-TV, Salt Lake City PROGRAM: Open llouse

SPONSOR: W. R. Feenmster Co. AGENCY : Direct

CAPSULE CASE HISTORY: A local jobber for the
W. R. Feemster Co. went on WEHT, a new uhf outlet in
Henderson, Ky.. to sell a kitchen gadget that slices vege
tables. Ile bought 10 participatious in various programs |
at a total cost of $100. running one announcement @
day. At the end of this period the sponsor had re
ceived 2.880 direct mail orders for the slicers. In addr
tion. the station had received calls from a local drug
store and a chain store saying they wanted to distribute
the product. The manufacturer had to express an addt
tional supply of slicers to the area to meet the demand:

WEHT, Henderson, Ky. PROGRAM: Various
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Vocabulary used in beer advertising Greele to consumers

How effective is beer advertising?

Answers to that question are con-
tained in “A Motivational Study of
Beer Advertising” which was to be
released last weck to a group of beer
companies which are clients of the
Institute for Research in Mass Motiva-
tions, Inc.

Details of the study have not been
inade public since it was conducted
for specific firms. It is understood,
however, that the study shows con-
sumers do not know beer advertising
“vocabulary.” The consumers will re-

Tour of WEEU-AM-TV held
by station for ad people

More than 40 representatives of New
York and Philadelphia advertising
agencies recently toured WEEU-AM-
TV, Reading, Pa. Purpose of the tour
was to show agency representatives
WEEU-AM-TV’s facilities and the
wide industrial diversification of the
region. Some of the group which
toured the station, shown in the pic-
ture, included (fromn 1. to r.): Tom

Martin, executive vice president and
general manager of WEEU-TV; Allan

r"r . &

Part of N. Y. ad group which toured WEEU

Sacks, J. Walter Thompson; Ann Jan-
owicz, Hewitt & Ogilvy; Guy Capper.
Headley-Reed; Sally Reynolds, Scheid-
ler, Beck & Werner; Hawley Quier,
president Hawley Broadcasting Co.
(WEEU-AM-FM) and Reading Eagle
Co.; Jeanne Bahr, Compton Adver-
tising; Dr. Harrison Flippin, vice pres-
ident of Reading Eagle Co.; Herbert
Kobler, editor of the Reading Times
(owned by Reading Fagle). * ok ok

58

peat the claims made by various beer
firms, but that they actually have a
small understanding of the claims,
such as “light, dry beer,” “water.”
“age” and so forth. According to one
informant, this is one of the more
significant findings contained in the
study.

The Institute is said to have studied
more than 350 beer ads, of which 2577
to 3097 were seen on tv or heard on
the radio. Magazine and newspaper
ads and beer packaging also was re-
ported to liave been studied,  * * *

Briefly . . .
Ability of the RCA-NBC color sys-

tem to transmit color film depends on
how well the film was made and not
necessarily whether or not it was made
especially for color tv. That’s one of
the points made by Stan Parlan, NBC
TV color film consultant, who ap-
peared as one of six color tv experts
at a recent New York Radio & Televi-
sion Executives Society Workshop.
Parlan added that NBC hopes to per-
fect color film transmission equipment
so that all present as well as all pre-
tv color films can be televised.
* * *

Apropos Stan Parlan’s statement
that soon all color films (Eastinan,
Technicolor and Ansco) may be satis-
factorily telecast (see above), Parlan
outlined six rules which, when fol-
lowed. make for better color tv films.
The rules are: (11 Use flat lighting
with a lot of fill lighting (60% of a
scene’s effectiveness depends upon the
lighting) ; (2) avoid large dark areas;
(3) use as many close-up shots as prac-
ticable; (4) avoid many long shots or
sustained long shots; (5) usc com-
plementary colors, and (6) for illu-
sion of depth and better contrast, ar-
range for color separation hetween
background and foreground in scenes.

* * *

KGO, San Francisco, signed up 18
new accounts in November, making it
the station’s top sales period so far this

year. Paul T. Scheiner, general nan-
ager, said the new accounts ranged

froin banks to baseball clubs.
* * *

WTOP-TV, Washington, has started
a see-yourself-on-television display at
public events such as fairs and home
shows. At some events WTOP-TV has
its stars on hand, to De televised stand-
ing next to the people in the crowd.
Occasionally the station provides a 60-
second Polaroid camera so people can
take a picture of themselves on tv see-
ing themselves on television.

They're looking at themseives on television

“A Tail of Sioux City’s” (with the
caption, “What the Dickens?”') arrived
on timebuyers’ desks recently. Inside
each of the volumes was one of sev-
eral million bulls’ tails shipped out
of Sioux City, lowa, home of KVTV,
which sent out the tails. The pro-
motion piece said the tail should be
kept handy to dust off accounts which
don’t realize Sioux City is America’s
34th largest wholesale market, or that
EVTV provides fowa’s largest televi-
sion market.

® * B

Five presidents gather for an in-
formal photo, taken during the “Good-
will Cavalcade™ staged in New York

by WIJR, Detroit. earlier this month.

Five pr-esidenfs at WJR "Goodwill Cavalcade”

The Cavalcade was a one-hour show
presented by 75 of WJR’s entertainers.
In the picture are (l. to r.): Adrian
Murphyv, CBS president; Henry G. Lit-
tle, president and chairman of the
board of Campbell-Ewald agency;
Henry 1. Christal. Henry 1. Christal.
Inc.. president; John F. Patt, WJR
president. and Harold E. Fellows,

SPONSOR

NARTB president. l
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Union Carbide & Carbon Corporation covering both shores and an island of the Kanawha River at South Charleston, W. Va.

WHAT'S OUR BIGGEST PRODUCT?

Our industrial heart of America turns out an
impressive array of products —chemicals, glass,
steel, furniture, tobacco, and many more. But
our biggest, most important product is a thing
called prosperity.

It’s the natural outcome of busy manufacturing
with large payrolls. And —in the middle of this
114-county beehive —is WSAZ-TV, attracting the
eyes of more than a million viewers in five states!

No other TV station...in fact, no other single
medium...commands this whole prosperous region.
WSAZ-TV’s influence upon buying decisions here
1s obvious. Like so many other advertisers, you can
quickly find out for yourself.
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Huntington-Charleston, West Virginia
Channel 3—84,000 watts ERP—NBC-CBS-DuMont-ABC

Lawrence H. Rogers, Vice President & General Manager, WSAZ, Ine.
Represented nationally by The Katz Agency
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Money taIKS! And advertisers today

are investing 36'« more with WCBS RADIO than they did a
year ago. They’ve found their advertising coin can carn a mint
with WCBS, because WCBS audiences are the largest in New
York — 41.7., greater than any other station’s. And they're
the fastest growing audiences — 13.4‘¢ larger than they were
just a year ago*; larger today than in 1947*, before television!
Nice thing about WCBS RADIO .. . its cost can be counted
in pennies but your return is reckoned in the rustling
kind of cash. Call us or CBS Radio Spot Sales.

Lo
kLY 1
: :’}%\Lp

Source: Pulse of New York, June-November 1953 °Same: period

NEW YORK WCBS RADIO




R Asks...

a forum on questions of current interest

to air advertisers and their agencies

radio stations to the best advantage

How can adrvertisers and agencies use independent ?
0

The answer to
your question is
easy! Buy and
use independent
radio the same
way local adver-
tisers do. Use the
saturation tech-
nique. Buy at
least 18 an-
nouncenients per
week — the more
the better. Thirty-six a week is ideal.
And let the station schedule them. In
our files are many startling success
stories telling what we have done for
local and regional accounts.

Mr. Reilly

These advertisers, as a rule, buy
multiple spot, usually one-minute, run-
of-schedule announcement:. A tech-
nique we recommend is five or six a
day. six or seven days a week: two in
the morning. two in the afternoon
and one or two at night. After a week
the spots are shifted 15 or 20 minutes
one way or the other. The purpose is
to hit often the people who listen to
our music all day long—as thousands
do—and. at the same time. to hit the
“moving” audience.

The moving audience includes shop-
pers in the many stores which pipe our
prograins over their public address
systems: people taking short trips in
their cars, and listeners to our music
between favorite network shows on
other stations.

We continually stress the importance
of Monday through Saturday advertis-
ing with emphasis on Saturday because
that is shopping day in Springfield.
One Saturday morning announcement,
heard by a man on his way to Spring-
field from wuearby Windsor. Conn..
Conn., brought him to a furniture store
where he purchased a $£219 bedroom
set!

Saturate and sell! We do it every
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day in the week with everything froin
flavored bread crumbs to $5.000 auto-
mobiles.
Lawrexce A. REILLY
General Manager

WTXL, Springfield

’ KNTUZ’s high rat-
ings have been
built on block
programing fea-
turing top per-
sonalities. | dare-
say in most cases
the success of in-
dependents can
be traced to spec-
ialization with
well thought-out
programs beamed to particular audi-
ences. We have found that KNUZ can
be a much more productive sales vehi-
cle for national advertisers when they
give the station and the personalities
used a wide range of freedom on copy
treatment. We are firmly convinced
that each of our 11 personalities knows
his audience, and consequently can do
a much more effective sales job when
allowed to present the sales message
in his own way. Naturally, all ex-
temporaneous messages must fall with-
in the realm of good taste.

[ am also convinced that satura-
tion campaigns on independent radio
stations will pay off handsomely for
national advertisers. And in most
cases the cost of saturation advertis-
ing on independents equals that of
fewer spots on larger stations.

More and more of our national ac-
counts are using our suggestions on
copy freedom and are finding even
greater results than they had before.
Davip H. Morris
General lanager

NNUZ, Houston

Mr. Morris

One way that a
national advertis-
er or agency
might be able to
get more out of
spot radio would
be for timebuy-
ers to stop rank-
ing radio stations
as they did be-
fore tv reared its
ugly head. Most
people don’t have to be told that the
successful programs on tv are direct
improvements on top am drama shows
before tv. On the other hand. since tv
doe:n’t contend extensively in news
and music it’s pretty obvious that “the
old order changeth.”

Mr. Marshall

Another hindrance to the national
advertiser is the blanket, national spec-
ifications which don't apply to specific
local market situations.

I can’t give national advertisers or
agencies tips on how to get the most
out of all independent stations. There
are no two stations exactly alike: but
here are some general suggestions:

1. Avoid the times and tvpes of pro-
grams that have become best buys un
network stations.

2. Leave vourself free to buy the
best thing that the station can offer;
don’t standardize on a specific time or
a specific type of program.

3. Ask the station to make. and
support its own recommendations.

4. Remember that the normal mu-
sic station is strongest when the nel-
work stations are weakest; i.e. Satur-
day. Sundav. late afternoon. early eve-
ning and late evening.

3. Supply station management with
complete information about the aims
of vour campaign, type of audience
vou want to reach, and over all strat-
ezv in that station’s market.

6. Buy strips or minute announce-
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ments or short newscasts; and avoid
spending all the budget on one period
of one day. People eat, driuk and
wear things every day.

Assuming that all independents pro-
gramt a backbone of nmsie, it is ob-
vious that tv has not drained the in-
dependent station andience as it has
drained the drama. comedy, guiz, va-
riety and sports play-by-playv andicnces
of other stations. Station WOLF. and
I believe most well-run independents
have gained in progran ratings alter
the ﬁnl shock of tv competition. (In
the last two years onr average rating
is np 107¢.)

Very, very few items can be sold in
15 seconds. We believe the maximum
impact is of one-minute dnration. In-
dependents can deliver full minutes in
or adjacent to amy show thev carry.

Independent mwsic stations  enjoy
the bulk of out-of-home listening. The
207 average bonux this represents can
be donbled or tripled for the mnsic
stations.  And the lizstening in retail
outlets is a very important pls; a
point-of-sale  reminder to customers
and an eflective merchandising factor
with the dealer.

Here at WOLF we've wmade use of
the local impact of our station for na-
tional advertisers through our “place-
ment plan.” llere's how it works:

We approach a local retailer. a gro-
cer, for example. give him a choice of
some 12 different copies of commer-
cials that he might like to tie in with.
We then broadcast this grocer’s testi-
monial free, giving hi~ name and ad-
dress. and. of course. his plug for the
national advertiser.

This “placement plan™ is just one of
many types of methods indeperdents
have to get maximum local impact.

SHERM MARSIHALL
President
WOLF

Svracuse. New York

Independents are
different!  And.
they should be
bought on a dif-
ferent ba-is, We
specialize in sell-
ing and depend
upon impact to
spread the gos-
pel!

Bny saturation!
Specifically. a na-
tional advertiser can get complete au-

(Please turn to page 80)

Mr. Whisand
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Represented by
AVERY-KNODEL, INC.
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Edgar T, Bell, Exec. Vice-Pres.

OKLAHOMA TELEVISION CORPORATION

* Fred L, Vance, Scles Mgr. |
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and in just a few months .

on the air full power

WITH THE WORLD’S

[ALLEST == [OWER

316,000 WATTS, ERP * 12 BAY SUPER GAIN ANTENNA * RCA EQUIPMENT
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~ | checklist
for a husy

_film-buyer

Seven keys to bigger TV
audiences with such sales-
making favorites as . ..

ABBOTT & COSTELLO SHOW

52 sure-fire comedies that click with
kids and grownups alike in millions of
homes, made especially for TV.

BIFF BAKER, U.S. A.

Overseas intrigue in a fast-moving
family adventure series of highest
network quality.

ROD CAMERON in
CITY DETECTIVE

Recently rated as the country’s #1

local film for television—and sold to
Falstaff Beer in 118 markets for the
largest regional sale in TV film history.

FAMOUS PLAYHOUSE

“A super-assortment of over 175 original
half-hour dramas with Hollywood
names and sure sales appeal.

FOLLOW THAT MAN

The exciting **Man Against Crime’" films
(34.6 network Nielsen average)
starring Ralph Bellamy, retitled for
first-run in many TV cities.

I'M THE LAW

Starring George Raft in the unique
adventures of a metropolitan police
inspector, packed with sales punch.

PLAYHOUSE 15

78 fifteen-minute dramas of highest
quality made for TV by the producer
of BIG STORY and T-MEN IN ACTION.

They ALL bear the same
MCA-TV stamp of quality!
For information, on these
or other MCA-TV Advertising
Showcases on Film, just clip
this advertisement to

your letterhead.

NEW YORK: 598 Madison Ave., PL 9-7500
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(Continued [rom page 14) |

course, almost a must, since the fact of sponsorship is such a
dominant one. Most advertisers, especially those who are
selling products designed to give pleasure such as cars and
food and cigarettes, wisely prefer to surround their messages ¥
with programing in the pleasure-giving category. The re-
searchers of advertising messages will tell you that the con-
texts in which their advertizing messages are placed have

a great bearing on the way the public receives and remem-
bers them and for how long.

They can also demonstrate, the more hideous the subject,
the more of a burden upon the few minutes of commercial
time allotted the advertiser.

In addition, it’s apparent that many people instinctively
turn away from the sordid when it pops out of their sets and
into their homes—just as people instinctively avert their eyes
when they see an auto accident or a man jump from the
fourteenth floor.

This probably will not make the hollow-cheeked dramatists
of the Suffering School very happy, but it nevertheless is a
fact. Furthermore, it still leaves room on occasion for the
grippingly realistic drama. And. to erase another popular
fallacy, writing for tv and radio evidently does no harm to
an author. Consider that Seven Year Itch, Solid Gold Cadil-
lac and Sabrina Fair are all the product of broadcast writers.
So it’s difficult to believe that a league of stunted writers is
the only outcome possible from writers of tv and radio. Which
brings me back to Kind Sir, a delightful play calculated as
well as able to keep you amused and laughing for several en-
joyable hours. If this is the tyvpe of thing vou prefer from the
theatre, in the home or out, I'd say vou’d better get vourself
a couple of tickets. It’ll be around for a long. long time just

as sponzored broadcasting will. * iy i

Letters to Bob Foreman arewelcomed

Do you always agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs”? Bob and the editors of sPON-
soR would be happy to receive and print comments from | 1

readers. Address Bob Foreman. c/o sroxsor. 40 E. 49 St. I

SPONSOR '
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0[[]0# 0[/[ FOR BUYERS OF TV FILM COMMERCIALS

*Slightly biased

Who is qualified to make TV film commercials?

Advertisingmenwhoareexpertsinvisualselling.

55’2’34 has been a specialist in visual selling for

more than 20 years.

Which technique is best for my commercials?

The one which best suits your product and
sales story.

What is the best way to work with the producer?

A good producer deserves to be made a member
of your team. Whether he works from your
storyboard or his, the more you draw on his
specialized experience, the better the results.

5"224 has had brilliant success with anima-
tion, live action and stop motion and
combinations of all three.

5_4’224 s permancent stafl of script and story-
board experts are equipped to do the
complete job, or they will cooperate
with the agency’s departments to carry
out its ideas.

How much of the creative preparation should the
producer contribute?

As much or as little as required.

51’224 has produced more than 2500 film com-
mercials, of which 65% were created by
SARRA'’S own stafl.

How much should a TV commercial cost?

There is no such thing as a cheap commercial.
There are good and bad commercials. Good
commercials are inexpensive.

51’234 commercials are inexpensive because
they sell effectively. They are so fresh
and interesting they can be repeated
for cumulative effect without becoming
tiresome.

- — —— e E—— — —— — —— G — ——— — — — D —— — — — — — — — — — — — — — — — — — — — — — — —— — -

Should the producer be expected to submit a
script or storyboard on speculation?

No. An established producer’s stock in trade is
ideas and he is worthy of your confidence.

How important is the quality of the TV film prints?

The print that goes on the air represents your
investment of time, talent, and money. It should
be the finest available for TV reproduction.

59’234 does not submit material on specula-
tion. SARRA charges for the creation
of scripts or storyboards but once
okayed, they become part of the overall
quotation. However, you do not gamble
time or money for, of over a thousand
storyboards and scripts created by
SARRA, only 7 have not been pro-
duced.

5_6’234 insures good reproduction. SARRA has
its own laboratory for the sole purpose
of making prints of its commercials for
TV presentation. These prints are
called Video-O-riginals and whether
you order one or one hundred, each
one is custom made.

Are better commercials made in the East, in
Chicago, or on the West Coast?

Geography doesn’t matter. Facilities and
equipment are only as good as the men who
use them.

5_4’224 specialists are available in SARRA'S
own New York and Chlcago studios
and in associate studios in California.
The script and your convenience de-
termine the location.

TJELEVISION COMMERCIALS o

PHOTOGRAPHIC
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ILLUSTRATION o

5‘«&%%

SPECIALISTS IN VISUAL SELUNG
New Yark: 200 East 56th Street
Chicaga: 16 East Ontaria Street

MOTION PICTURES o

SOUND SLIDE FILMS
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YEAR AFTER YEAR

EXPERIENCE HAS PROVED™*

N\ia m\}ﬁ\”

Audiences larger per dollar
th ion ir '
California

/
* Your Los Angeles Market coverage is incomplete without I—-l]
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from coast to coast. "

1

E ING IS E\lEN EJTER

In a series of advertisements inau-
gurated last June, John Blair &
Company stated that evening radio
time 1s even better than early morn-
ing which is, of course, a recognized
bargain. Recent events indicate that
the industry in general now concurs
in this opinion.

The chart on the opposite page
summarizes the findings of our re-

search department and 1s based on
regular syndicated audience meas-
urement reports. It compares
6-9 P.M. with 6-9 A.M. Monday
through Friday on the bases of sets
in use, average ratings and listeners
per set...shows that the arresting
facts on evening radio hold true in
markets across the nation—markets
with complete television penetration.




Percent Increase
6-9 P.M. over 6-9 A.M.
Monday through Friday

Listeners
Rating Sets in Use per Set
Omaha Area (Jan.- Feb.)
WOW Area 6-9 AM 8.4 27.407,
6-9 M 11.3 33.0
Increase* 135 123
Pittsburgh (Aug.-Sept.)
WWSW 6-9 AM 3.4 14.2 158
6-9 PM 4.3 20.9 183
Increase 126 147 116
Tulsa (April)
KRMG 6-9 AM 3.1 15.8 .
6-9 PM 3.6 22.3 —
Increase 116 141 —
Dallas (June-July)
WRR 6-9 AM 3.1 18.6 169
6-9 PM 4.9 22.1 191
Increase 158 119 113
Houston (July-Aug.)
KTRH 8-9 AM 3.1 23.6 146
8-9 PM 5.5 25.1 192
Increase 177 106 132
Fort Worth (Apnl-May)
KFJZ 6-9 AM 3.7 15.2 165
6-9 PM 3.9 21.5 191
Increase 105 141 116
Boston (Sept.-Oct.)
WHDH 6-9 AM 2.7 17.1 168
6-9 PM 3.1 21.0 176
Increase 115 123 105

* 6-9 AM represents 100%

Representative advertisers using night time radio on JOHN BLAIR & COMPANY represented stations.

Wildroot Ford Phillips Petroleum
Halo Drene Eastern Airlines
Parker Games Life Kools

My-T-Fine Gleem Camels

Vick’s Vapo Rub L & M Cigarettes

ALL Detergent Lincoln Mercury

Bromo Quinine Garrett Wine

Zerone Park & Tilford Cosmetics

Tide McCormick Hy Gro
Dentyne Schaefer Beer
Dreft

Tender Leaf Tea

Palmolive Shave Cream G. E. Lamps B L A I R

& COMPANY

REPRESENTING LEADING
RADIO STATIONS
NEW YORK « BOSTON « CHICAGO

ST. LOUIS <+ DETROIT « DALLAS
SAN FRANCISCO <« LOS ANGELES




NEW ARRIVAL!

...BIG CHANGE
AT WVET

the statton with more local

Yes,
accounts than any other THREE
Rochester stations put together
has joined America’s livest net-

work! Result:—improved pro
gramming ever increasing
audience better-than-ever-

buys for adverusers in the rich
Rochester - Western New  York
market!

5000 WATTS » 1280 KC.

Represented Nationally by
THE BOLLING COMPANY

RING AROUND A ROSY

i A pocket full of posies

Last one down’s a cry-baby!
The KMBC-KFRM Team has
welded a ring around the
“rosy’’ Heart of America. And
the pockets full of posies are
the nice green-backed kind that
always look good in the
pockets and purses of
advertisers who use The Team.

If your sales are down and

I you feel just a little like

weeping, call KMBC-KFRM,

Kansas City, or your nearest
Free & Peters office, for time

" availabilities on The Team.

The folks who can fill

your pocket with posies in the

great Kansas City Trade Area
aren’t crying—they’re toQ

" busy buying the things

. they hear about on

the radio station they

listen to most . . .

o .
/3 ¢
S RADIO FOR THE HEART OF AMER'
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RATING SERVICES

(Continued [rom page 38}

samples are fixed; (5) use of same
methods and same homes for both
radio and tv; (0) *“comprehensive di-
agnostic information.”

Niclsen likes to emphasize that he
has 175 corporate clients on a continu-
ous basis at prices ranging from $10.-

. 000 to $200.000 a year per client and

that the Audhneter technique is now
the only one regularly used for the
measurement of network radio and one
of two techniques used for network tv
(diary being the other). (For a de-
tailed explanation of his technique and
a critical analysis of others, see Niel-
sen’s Radio and Television Audience
Research, a speech published and copy-
righted by the Bureau of Business Re-
search, School of Business Adminis-
tration. University of Michigan. 1953.)

Here’s how Videodex’ Allan Jay,

~manager. explains why it adopted the

rotating panel and diary technique:
“We decided on the diary because it
could best give us (1) quantitative
measure of tv audiences. size and com-
position fully projectable to the entire
reception radius of each tv station be-
ing measured. (2} a qualitative mea-
sure of family preference for pro-
grams. (3) a store of information on
IBM cards which is available for spe-
cial tabulations and analyses of view-
ing, and (4) research on tv homes and
non-tv homes related to investigations
of consumption patterns in these
homes. After trying a one-shot sam-
ple of diary l\eepm" homes. we adopt-
ed the rotating panel (each member
stays on seven months; one-seventh of
the panel is changed each month) to

~eliminate the possibility of inflationary
- bias inherent in using shorter periods

and so that accurate trend data could
be accumulated.”

Videodex issues network, multi-city
and local market ratings as well as
special reports.

Trendex, according to Edward G.
Hynes Jr.. president, concentrates en-
tirely on the telephone coincidental for

- both its tv and its new radio reports

because it feels the method is accu-

~rate, speedy, flexible and economical.

Of its 12 tv clients. three are networks.
They like Trendex’ speed. Hynes says
more than 80 of all special Trendex
surveys have been delivered to clients
within 18 hours of the program’s
broadcast. By asking respondents what
is advertised. Trendex can publish

sponsor indexes (identification rat-
ings) three times a year. For tv, Tren-
dex publishes only multi-city ratings
called “Tv Program DPopularity Re-
ports.” They are based on 10 inter-
connected tv cities all served by three
or more tv stations. Sample is 600 tv
homes per one-half hour, once weekly
program.

What a sponsor can use each service
best for thus depends on just what he
wants, how fast he wants it and how
much he wants to spend. Each service
has its unique uses, and each exists be-
cause there is a proved need for it.
spoxNsOR will list the rating services’
special reports, the markets they cover
and their frequency in a subsequent is-
sue.

What would the ideal rating service
look like and how would each of the
existing organizations stack up against
it?

sPONSOR examined the question of
the ideal service last year in an article
entitled “Can radio’s full audience be
counted?” (spoxsor, 21 April 1952,
page 32). Its conclusion then: “The
over-all ‘measurement’ of radio can be
achieved by a process of combining the
results of the four basic research tech-
niques [meter. phone coincidental, in-
terview, diary]. The flow of basic data
would have to be weighted properly,
shortcomings and variations consid-
ered and then resolved in a series of
complex equations. Such mathemati-
cal concepts are possible, provided you
can utilize today’s new electronic cal-
culating devices to do the tedious, com-
plicated ‘leg work’ involved.”

Significantly the article stated: “The
newly expanded Advertising Research
Foundation is probably the only body
which could help bring researchers and
the radio industry to take steps toward
bringing about more ideal measure-
ment such as described in this article.”

In researching this current article
SPONSOR came up with several “ideal”
rating systems. some compiled as early
as last February. Basically the points
are similar. SPONSOR svnthesized these
into its “[deal Rating System”
and attempted to rate each organiza.
tion according to the qualities desired.
See page 34 for the table. Because
there was no agreement among the rat-
ing services or researchers consulted
on all points, those found controversial
were listed separately. Readers are
urged to rate the services themselves
and return the chart to spoxsor for
publication later.

own

SPONSOR




STARRING AS

JANET DEAN

REGISTERED NURSE"

A suspenseful, unusual TV film show based on a nurse’s exciting adventures among the
rich and poor...in big cities and small towns...in peace and war ...at home and abroad!

JANET DEAN qvailable for local, regional, and national spol sponsorship is ready for
o March 1, air date with 39 half-hour custom-made films!

AUTHENTIC —cach dramatic show is based on an actual case history!

HIGHLY ACCLAIMED — personnel of the Air Force Nursing Corps have called the

Janet Dean show a tribute to the nursing profession!

PRODUCED BY EXPERTS — filmed by Cornwall Productions — William Dozier
executive producer; Joan Harrison, producer; Peler Godfrey, director!

For auditions, HERB JAFFE FRANK O°DRISCOLL JACK McGUIRE MAURIE GRESHAM | Here are the MPTV
prices, and sales plan 655 Madison Ave 2211 Woodward Ave. 830 N. Wabash Ave 9100 § Bhvd properties available
. . Naw York 21, N Y Deteost, Michigan Chicago, 111 to you now:
write, wire, or phone: TEmpleton 8 2000 Woodward 12560 |
® DUFFY'S TAVERN

655 Madison Avenue, N. Y. 21, N. Y. Fim Syndication Division ;

MOTION PICTURES ,\,1,‘33*\,— FOR TELEVISION, INC .
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HELP WANTED
TV STATION

. . . wanted in Pittsburgh to
help sell our many fine products
to the 981,000 families in the
area. See National Advertisers.

Pittsburgh’s PIONEER
UHF television station!

:.IT'S GOOD
BUSINESS
TO SELL
THE RICH |
PITTSBURGH
MARKET

..THROUGH

F PITTSBURGH

National Representotives: WEED TELEVISION

New York Chicago Detroit Boston
San Froncisco  Atlanta  Hollywood ‘

78

One of the best of the “ideal” sys-
tems came fromn a research director of
one of the top 10 agencies last Febru-
ary. SPONSOR is publishing it here now
both to show how it compares with
SPONSOR's own chart and also as an
indication of how the Dbest features of
all the techniques could be combined.
This agencyman’s nine-point system:

“l. Radio and tv measurements
shiould not be on a family basis but
on an individual one. Reason: So re-
sults can be applied to individual
products.

“2. I should know something about
who the individuals listening or view-
ing are. their ages. sex.

*3. The rating system should in-
clude all listening—out of home, out-
side the living room, cars. bars, barns.

“4. I should get an audience com-
positionn report at least every three
months, preferably every two months,
because it changes so rapidly. It should
be in terms of numbers of children,
men and women—of varying age
groups—who heard or saw programs.

“5. T should have audience-size
measurements on a family (home) ba-
sis at least once a month covering two
successive weeks (to get every-other-
week shows).

“6. Should it give the average size
or the total size of the audience? 1
believe the former would be better.

“7. How do I get the above? The
most accurate way anyone has been
able to devise is a mechanical recorder
—provided the sample is right and
covers all states. But it measures tun-
ing, not listening or viewing. and
doesn’t get at out-of-home listening or
audience composition.

“8. So I need a correction factor on
the above to measure the type and
numbers of listeners or viewers and
out-of-home. Here a diary or personal
interview has to be used.

“9. If I need speed, some means of
getting a rating together fast must be
used. Could be the telephone or tele-
grams. DMatter of fact. any practical
‘ideal’ rating system would use the
telephone because of speed and cost.”

“No one service alone at present
provides all we want to know,” this
agency research director told srox-
sor. “The above may be an unattain-
able ‘ideal.” As a matter of fact, even
this ‘ideal,” as defined, is one step
short of an ultimate. It measures peo-
ple but doesn’t give an estimate of mar-
ket volume coverage—which, conceiv-
ably, could be worked out for individ-

ual products, once the audience com-
position was known.

“Conceivably, we would have to set-
tle for much less than this ideal for
local audience measurements—though
it might be we could come reasonably
close to it for national measurements.”

There is one other technique not in
use today except for special car sur-
veys: the coincidental interview. Al-
though it’s expensive, some researchers
think it should be tested and used more.

For example, the Special Test Sur-
vey Committee headed by Dr. Ken-
neth H. Baker recommended a test of
the method in its 1951 report entitled
A Plan for the Evaluation of Audience
Measurement Methods.

In sunumary, “What’s wrong with
the rating services?” can be answered
partially with this statement: “Un-
familiarity on the part of users as to
their limitations.” If you know what
each service can and can’t do and
how it's put together, you won’t mis-
use the ratings. If you’re a broad-
caster, you won’t use them as your
principal selling tool. If you’re a rat-
ing service executive, you won’t claim
the blue sky for your method and
ridicule everything about your com-
petitor’s. If you’re a sponsor, you
won’t hit the ceiling every time your
program drops a point.

And if you’re an agencyman, you’ll
paste the following advice in your hat
to quote on any occasion when the
ratings go against you. It’s from
Shepherd Mead’s How to Succeed in
Business Without Really Trying,*
taken from his chapter on research:

“1. You may not see it in the fig-
ures, but the trend is obvious.

“2. There’s every reason to believe
that the ‘Don’t Cares’ are with us.

“3. Of course it isn’t an adequate
sample.

“4. Forget the figures—look at the
curve!

“5. Completely superficial! A depth
interview would give an entirely dif-
ferent picture!”

Or, if the results are disastrous:

“We've begun to question the valid-
ity of their whole method!” * K %

(SPONSOR has published numerous articles on
ratings in just the past three vears. Some of
them: ‘““Are better Nielsen ratings coming?” 26
January 1953; **Radio, TV research, techniques
and weaknesses,” 14 July 1952; “"Does Hooper
undersell radio®’ 19 May 1952; “Can radio’s full
audience be counted?’ 21 April 1952; "“Is there a
way out of the rating muddle?’ 12 March 1951;
“Are vou in the middle of the research muddle?”
23 October 1950.)

*Publisher: Simon & Schuster, Copyright
1952,

SPONSOR




Delivers: ..

656.7°/, MORE COVERAGE AREA

than® any ofhar felevision station
in Kentucky and Southarn Indianal

19.8%, MORE CIRCULATION
than the area’s leading

MEWSPAPER!
627.3°%, MORE CIRCULATION

than the area’s leading
NATIONAL MAGAZINEI

Now NBC SPOT SALES

will bring you our story!
(effective January 1, 1954)

Everybody knows that tower height is a TV station’s most
important asset in delivering corerage — that low channel is next
most important, power third. Look at the WAVE-TV score
on all three counts:

WAVE-TV's tower is 419 FEET HIGHER THAN LOUISVILLE'S
OTHER VHF STATION!

WAVE-TV is Channe! 3 — THE LOWEST IN THIS AREA!

WAVE-TV's 100,000 watts of radiated power is the
MAXIMUM PERMITTED BY THE FCC FOR CHANNEL 3!

Lec NBC Spot Sales give you all the facts about WAVE-TV’s
tremendous new coverage.

cwsc: WAVE=TV

FIRST IN KENTUCKY

NBC Spot Sales, National Representatives

Channel 3 ® Affiliated with NBC, ABC, DUMONT
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SPONSOR ASKS
(Continued from page 63)

dience dominance {in the Boston mar-
ket, for example) for onc entire week
—seven days of complete coverage—
for the same price (or less) as a half-
hour, once-a-week network program.

And, you can select markets and
stations.

Independents capitalize on the pop-
ularity of local personalities. Don’t
place undue emphasis on ratings alone.
Instead, buy because of merit and

adaptability. A top d.j. can really in-
{luence his listeners!

And, hunt for the outstanding “‘ex-
clusives”—maybe a whole block of
time of the city’s leading d.j.—or, per-
haps a hot local sports personality, or,
nmaybe a sports play-by-play feature,
or a specialty (like our own //ayloft
Jamboree).

Finally, place your confidence in the
independents. Let us know you respect
our ability to do a job. Tell us what
is expected and listen to our sugges-
tions and ideas as to how the job can

""\"'w )
%

h. .
- -‘
o,

When Connie Cook Throws a Cookie Contest!

HERE'S WHAT HAPPENED!

October 26th — Connie Cook threw a Christmas Cookie Contest on
her afterncon "“Connie's Kitchen'" program over WOW-TV. Mail piled up
... kept piling . . . 14,000 entries by the November 25th deadline . . .
and more were still coming in! Entries came from as far away as Florida
and California! That's a real vote of confidence for Connie, who began
her "Connie's Kitchen” show on WOW-TV less than 6 months ago.

You can get this response for your product in the Omaha and Missouri
Valley Market which yielded 42,000,000* Drug sales and 290,800,000

Food sales in 1952,

Ask your Blair TV man about ““Connie’s Kitchen,' or write Fred

Ebener, Sales Magr.

*1953 Sales Management Survey of Buying Power

W=

YW TV

BLAIR TV...100,000 WATTS » NBC-DUMONT
A MEREDITH STATION — NBC-TV AND DUMONT AFFILIATE
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be done Dest. Remember, independent
radio men exist 1009 on their ability
to be origmal and creative.
Take advantage of this!
Roy V. WHisanD
General Manager
WCOP, Boston

I haven’t been in
the radio busi-
ness very long—
only a matter of
seven years, since
my release from
the service. But
in that time I
have seen a real
transformation in
the thinking of
advertisers, agen-
cies, account executives and timebuy-
ers when it comes to independent radio.

I can think back to the “dog days”
of 1946-47 when the amount of na-
tional advertising run on all New Or-
leans independents was not enough to
buy a good lunch at Antoine’s. But in
those days when calling on the agen-
cies, you spent most of your time sell-
ing independent radio and then, after
getting a thousand “no’s” you still had
enough breath to try to sell your call
letters.

It was difficult to convince the time-
buvers who bought by the old rule—
power, network. agencies and age—
that an independent station with a to-
tally different programing format was
capable of doing a good selling job at
a low cost-per-1.000 measured by any

Mr, Ray

vardstick.

Today, as everyone knows, no one
questions the emergence of the inde-

| pendent station as a strong competi-

tor both for the listener and the ad-
vertising dollar. The latest Hooper and
Pulse ratings show many independents
in some of the top markets of the coun-
try to he on a competitive level with
network affiliates rating-wise and in the
amount of national business carried.
Many national advertisers in buying
independent radio, however, do not
take full advamutage of the strong points
of the various independent stations
theyv buy. For example, one indepen-
dent may be especially strong on news,
another may be strong on sports, still
another on specialized programing
such as Negro or hillbilly. The nation-
al advertiser should specifically make
use of the strong features of the inde-
pendent’s programing by asking for
the recommendation of the station man-

SPONSOR
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[hie ie the
Landof.. .27 M/%W

wisconsin’s most show-full station I o 0 o o 0 |
Chann’ Z

-~

HAYDN R. EVANS, Gen Mgr. — Rep. WEED TELEVISION
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A TOP ARB
STATION

IN LESS THAN/

45 DAYS

CHAMPAIGN

SPRINGFIELD *DECATUR

Decatur, Champaign, and Springfield
are yours when you use WTVP, WTVP,
lacated in the center of this vast po-
tential market far yaur product, has

brought about this phenomonal set
conversion—by hard hitting ... pro-
gramming to the consumer....The
result is yaur product will be sald
solid on— WTVP,

*Before 1st World Series TV
in Decatur Area

WTVP

CHANNEL 17

DECATUR, ILLINOIS

Represented by George W. Clark, Incorporated
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|

|

ager or representative who is familiar
with the station’s format. On most in-
dependents the feature that stands out
is the d.j. personality. In many cazes
the advertiser will take no notice of
the tremendous perconal following car-
ried by the d.j.,, nor of the tremend-
cus impact his words will have in in-
fluencing the buying habits of his lis-
teners.

In many cases the advertiser will
have a tatlor-made recorded spoken
commercial singing commercial
which will be sent down to be used
“as 137 by the station. By so doing
the advertiser will lose the advantage
of using the top personality, because.
in my opinion, the personality can do a
better job, on the local level, by pre-
senting the conmercial in his own way.
My thought would be to have the ad-
vertiser check with the station man-
ager or representative regarding the
type of program to be used and wheth-
er live copy or a recorded announce-
ment would do the nost effective job.

Once zn advertiser has determined
which station to use. he can make the
best use of this station by accepting
recommendations from the station
management and representative regard-
ing the actual placement of the an-
nouncement and what type of commer-
cial to use.

Radio is a good buy today—and in-
dependent radio is a better buy than
ever. | have great confidence in the
future of independent radio.

STaNLEY W. Ray Jr.

Vice President & Ceneral Manager
The OK Group

New Orleans

or

One advantage
which the nation-
al advertiser se-
cures through the
use of indepen-
dent radio is flex-
ibility.  More
than any other
medium, it 1s
possible for aun
advertiser to
schedule his ra-
dio advertising to COINCIDE WITH
HIS SALES PEAKS by day, week,
and month.

In order to take full advantage of
this flexibility, advertisers have found
it advantageous to use saturation ad-
vertising during these peak sales peri-
ods.  An analysis of ARBI surveys

Mr. Simpson

taken throughout the country have
slhown that an advertiser secures maxi-
mum results through the use of this
technique. Applying this technique to
food advertisers, for instance, an ac-
count could use 10 announcements per
day on Thursdays and Fridays rather
than three announcements per day,
six days per week. Many independents
throughout the country have designed
their rate cards to allow maximum dis-
counts to advertisers using saturation
spot packages.

This use of radio allows the adver-
tiser to take full advantage of the turn-
over of independent listening. Conse-
quently, it allows the air salesman to
present the product’s message to listen-
ers whereever they may be . . . |, . in
the kitchen, bedroom or out-of-home
in automobiles, grocery stores, beauty
parlors, etc. The largest percentage of
out of home listeners are of course
found in automobiles an audi-
ence of which the largest share listen
to music, news and sports stations. The
importance of the auto listening is
particularly accentuated in the West
hecause of the distances traveled and
the small use of public conveyances as
compared with the East.

BiLL Siypsox
Radio Station KOL
Seattle, Washington

INDIE STATIONS
(Continued from page 45)

audience surveys for late morning and
afternoon. For independents when
home listening declines, out-of-home
listening goes up.”

A. R. MacKenzie. manager of CKY,
Winnipeg. Man., is even more emphatic
about this point: “Buy radio as an ad-
vertising medium rather than as an
entertainment medium.” says he,.
“Along with ratings, study coverage
and cost-per-1,000 in placing the bud-
get. Then. seek advice of the stations
being considered on acquiring those
availabilities that will do a good job
in reaching the customers. There is a
growing belief today that stations
know the market best.”

Says Sherm Marszhall. president of
WOLF. Syracuse. N.Y.: “There’s al-
ways the sponsor who doesn’t want to
be on hefore 7:00 p.m. because men
who work aren’t available till then! In
Syracuse the usual factory quitting
time is 4:00 p.m. and the stores close
at 5:30 p.m. and oflices at 5:00 p.m.,

SPONSOR



FIRST

UHE on the air in Maud America

risT €

UL live studio teleeast  nnywhe

FIRST

UHF to feed progrimming to a VHEF
station!

FRsT €

UHF remote telecasts of basketball!

FirsT €

UHF origination of college football!

HRST &

To televise four 1953 home games of
college football!

FIRST g

Closed-Circuit coverage of college
football practice!

A Wy T} U3 =
e T

ANNIVERSARY

| AND A YEAR FULL
OF FIRSTS FOR

WSBT-TV

There are 84,120 authenticated Channel 34 sets in the WSBT-TV Northern Indiana-Southern
Michigan coverage area (through November, 1953). And South Bend's own viewers
are FIRST in the Nation in Effective Family Buying Power. This rich market is yours with WSBT-TV.

SOUTH
BEND,
IND.

Owned and operated by CBS - NBC
The SourH BEND TRIBUNE CHANNE:}\ pulfont - ABC

Get the full story from PAUL H. RAYMER COMPANY, INC., National Representatives
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and you can go from one end of Syra-
cuse to the other in less than 30 min-
utes in a bus. It’s not like commuting
to Connecticut or New Jersev! But
as one zponsor is alleged to have said,
‘Why [ wouldn’t buy time at $:00
p-ni.: evervhody’s plaving polo then.” ™

Lawson Taylor, manager of KFMJ,
Tulsa, Okla., summarizes his advice to
advertisers this way: “Split the budget
at least two ways—one for high ratings
and one for frequency on the inde-
pendent station.”

3. Keep the station advised of
objectives and results of the campaign.

Bill Hughes of CKANW, New Westmin.
ster. B.C., goes so0 far as to call for a
“constant liaison between account ex-
ecutives at agencies and/or advertisers’
local representatives and the station
<tafl niembers.”

A further reason for this constau
contact between agency and station
personnel is the flexibility of the cam-
paign. If the station is kept up to
date on product changes and changes
in general sales strategy. the station
management may be able to apply
these changes locally and thereby con-
tribute to maximum sales eflectiveness

BM_I Eroduct anJ—Service
Reach a New High

ITH each succeeding year BMI's product and service attain new highs in

volume and value.

During the past four consecutive years, for example. BMI-Licensed soug hits
were voted Number One in all categories by the nation’s juke box operators in

the annual Cash Box popularity Poll.

A Partial List of Some of
the More Recent Song Hits
Licensed By BMI

ANNA
CHANGING PARTNERS
CRYING IN THE CHAPEL

DON'T LET THE STARS
GET IN YOUR EYES

EH, CUMPARI
GAMBLER'S GUITAR

IN THE MISSION OF
ST. AUGUSTINE

MANY TIMES
RICOCHET
SAY YOU'RE MINE AGAIN

THE SONG FROM
MOULIN ROUGE

TELL ME A STORY
TELL ME YOU'RE MINE

TILL | WALTZ AGAIN
WITH YOU

YOU, YOU, YOU

YOUR CHEATIN' HEART

BROADCAST

From

directors, artists, disc jockevs,

ol thy -u|uu|'-ur1.- HIg==age, 5.‘;]}5 Gﬂui"&_ﬁ
Clark of KYA, San Franciseo: "Any
addiional product intermation that the
sponsor or agency sends along to the
~tativm with its regular copy will help
the station’s sales personality to famil-
warize himsell with the funciions and
guahties of the product.  Then, in
selling it. in his own wav, he'll be that
much more convineing and effective,”

“- {.r'li“ S R TR TN ) ﬂ”’f.l'l Fﬂl"‘
tieipations 1 saturelion quantity. The
same expenditure will hit a hbigger
cumulative audience via announce-
ments than in shows. and if you use
the local sales personalities for vour
commercial.  It’s better to aim for
frequency on the independent station,
where listening is not necessarily
bunched into early-morning and late-
evening hours.

Fred and Dorothy Rabell, owners
and operators of KSON, San Diego,
emphasize the effectiveness of satura-
tion advertising this way:

“The best tip to national advertisers

, and agencies as to how to get the most

The parade of BMI Song Hits (current and
standard) is a long one and is a fine trib-

ute to the composers and publishers affihi-
ated with BMI.

BMI Service, too. is reaching new highs.
Over the past 14 years BMI has made avail-
able to its licensees—AM. FM. and TV—

a steady flow of practical program aids.

program continuities to progran

clinics, BMI Service is a daily help to sta-

tion managers, program directors, musical

music li-

brarians, and all who are concerned with

music in broadcasting.

Your BMI Field Representalive,
who visits your station periodical-
ly, can be helpful in many ways.
For any personal problem in seleci-
ing or programming music send
your inquiry to BMI's Staiion
Service Department.

MUSIC, INC.

580 Fifth Avenue, New York 36, N. Y.

NEW YORK CHICAGO
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HOLLYWOOD

TORONTO MONTREAL

out of independents is, first, buy as
many spots in one day’s time as your
budget and the station will allow.
Think in terins of daily saturation be-
cause while 50% of every radio home
in the area may listen to the indepen-
dent at some time during the day—the
turn over is great—multiple spots are
a must. The second tip, is to take the
Independent Station’s advice on which
of their personalities will sell best for
the sponsor and follow Life Magazine’s
example.”

From WCUE. Akron. comes this ad-
vice: “Saturate the indie if vour bud-
get will allow it. Run a minimum of
three times daily, even if vou have to
omit certain davs of the week. Most
indies are flexible enough to be able to
offer the saturation that gives maxi-
mum impact on an audience.

“Most indies have active merchan-
dising  departments. Buy heavily
enough to command effective merchan-
dising support.”

Steve Cisler. president of KEAR,
San Mateo. makes this suggestion:
“Try a rotating time placement. On
one station use the night hours. then
switch to the morning. then afternoon.
Or with muhti-station campaigns switch
around hours on all of them. Go inte
Saturdav and Sunday time. Indies have
amazing successes on those days.”

7. Remember out-of-home listen-
ing. Traditionally the independent
music-and-news stations, have long

SPONSQR



"YOU MIGHT SKATE FIVE MILES IN 11V VIINUTES” -
BUT ... YOU NEED WKZ0-WJEF RADIO

T0 BREAK RECORDS
GRAND RAPIDS-KALAMAZOO AREA PULSE SHARE IN WESTERN MICHIGAN'

OF AUDIENCE—MON.-FRI.—FEBRUARY, 1953

If you want to break sales records in Western Mi

remember this:
6 a.m.-12 noon 12 noon-6 p.m. 6 p.m.-12 midnight 1 0 i Be
) — * Kalamazoo, a W] Grand |
WKZO-WJEF 41%, (a) 41%, 40%, county audi 1
_ nighttime homes!
STATION "B’ 13% 139, 17% 2. WKZO-WJEF give
= — ©r-,
STATION "C" 1% 7% 12 ! B K
STATION “D* 9% % 99, 3. ¢
t
(a) Does not broadcast for complete period and the share of
audience is unadjusted for this situation.
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' :/, ~~ et /) N / » i
\‘if‘ﬁ?}y J//mg’/'ﬂ()"()‘/ Slelions EAY “B"Y B ¥
N e (BS RADIC (BS RADIO

WJEF-FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA KA‘.AMAZOO GRAND RAPIDS
KOLN.TV — LINCOLN, NEBRASKA

Associated with

WMBD — PEORIA  ILLINOIS Avery-Knodel, Inc., Exclusive National Representatives
*Ross Robinson set this record on February 12, 1927, at Lake Placid. New Yo
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THE EYES

SOUTHWESTERNERS
are on
KROD-TV
channel 4

EL PASO, TEXAS

KROD-TV oflers more and better programs. both
nationally and locally, than any other TV station
in the Southwest. Besides the top rated shows on
CBS. DuMont and the ABC Networks—KROD-TV
vllers many outstanding local shows including:

Allen Smith Entertains

Sporte Slants

News Room

The Wayne Johnston Show

Red Browns Ranch

Adventures in Home Making

My Friend Bernie

YES ... THEY SEE MORE...
YOU'LL SELL MORE...
on CHANNEL 4

KROD-TV's Tower is 1.585 above average terrain
—the highest installation in Texas. lts transmit-
ter operates on 56.300 watts on VHF 4. Let a
BRANHAM MAN give you lull details on KROD-
TV availabilities and EL PASO—the IDEAL Test !
Market.

KROD-TV is altiliated with KROD (600.CBS-5000
watts) and the El Paso Times.

KROD-TV

CHANNEL & » TL PASO. TEXAS

RODERICK BROADCASTING CORP..
Dorrance D. Roderick
Chaieman of Board
Val Lawrence Dick Watts
Pres. & Gen. Mgr. Gen. Sales Magr.
THE BRANHAM CO. National Representative

80,000

tv sets now in
aioux Lity
Sue-land

(based on RTMA & distributor-survey estimates)

lowa

City,
CBS, NBC, ABC & DuMont

Sioux

Represented by The Katz Agency
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counted out-of-home listening as an
important chunk of their total listening
audience.

Says John Hurley, general manager
of WNEB, Worcester, Mass.: “Tran-
sient audiences listen most to inde-
pendents.  The out-of-home surveys
have shown that indies get top ratings.
There is little doubt that the millions
traveling the nation prefer the musiec-
news to dramatic programing. It is
an added opportunity for the national
advertiser to remind this audience that
whether it be Worcester, Mass., or
Seattle, Wash., he can still pnrchase
his favorite cigarette. gasoline, or
breakfast cereal.”

8. CGet your timebuyers into local
markets so that they can familiarize
themselves with actual market situa-
tions. Charles W. Balthrope. president
of KITE, San Antonio. Tex., feels that
national business is too sporadic to be
profitable to the independent. and that
the national dollar. if an indie gets it,
is spread rather thin. Here. however,
are some observations he has which
amplify point 8:

“National business must depend on
national surveys as a yardstick for
buving. National surveys seldom show
the actual picture as far as local, on-
the-scene tastes are concerned. Na-
tional surveys put all the national busi-
ness in the laps of the ‘top-rated’ sta-
tions, and make dogs out of the others.
This isn’t often true. as national time-
buyers would determine if they had
the time to visit all markets, and live
in all of them at once.”

9. Capitalize on the air personal-
ity’s ability to commmand a loyal audi-
ence. Says Al Meyer of KMYR, Den-
ver: “In utilizing the advantages of an
independent operation, the national ad-
vertiser should capitalize on the fact
that the personalities employed in an
independent station are well known to
the listeners of that community, having
heard them day in and day out. . . .
Do not use your transcriptions on an
independent station—you miss out on
the personal touch. Your independent
is the station that is selling from with-
in— thereby your local representative
is a neighbor and you should speak of
him in talking to the listeners of an
independent.  Always let the station
place the copy on the schedule, in ac-
cordance with their beliefs and know-
edge of the buying habits and the pro-
graming they are offering.”

Some of the tips the AIMS stations

offered to national advertisers and

agencies would help overcone obstacles
indie station salesmen have had to
fight.  Among the major roadblocks
the independents pointed to were such
problems as, lack of confidence in local
personalities, lack of recognition for
impact of indies in selling to special-
ized audiences.

Jerome Sill, general manager of
WMIL, Milwaukee, is sympathetic to
national agencies in their difficult task
of evaluating stations, though he recog-
nizes that the impersonal manner of
buying time is the biggest road-block
facing independent station manage-
ment: “When a timebuyer is dealing
with thousands of stations in hundreds
of markets, she must use a simple all-
inclusive yardstick such as one of the
standard audience ratings. She can’t
be expected to know the peculiarities
of each market. She can’t know that
a 2.0 rating on WMIL for one of her
clients might be more valuable than a
4.0 on a station that programs for a
widely dispersed audience or for bob-
by-soxers. More than that, it is pretty
difficult to expect her to reinterpret
this for the client and the account
executive, because one particular sta-
tion in one pariicular market really
isn’t that important.”

The tendency to rely on old formulas
was one of the major road blocks cited
by Bill Simpson of KOL. Seattle:
“There is still a tendency on the part
of most national advertisers to buy on
the old formula of using a power sta-
tion with five or 10 spots a week. These
advertisers, in most cases, would not
even think of carrving a one column
by two-inch ad in the metropolitan
daily, but instead expend the major
portion of their budget on Wednesday
or Thursday in order to reach the
housewives at the time when they are
most likely to react immediately to
their advertising. There is a growing
tendency on the part of local retailers
throughout the country to use this ap-
proach in radio advertising. Why
can’t national advertisers increase the
results obtained by carrying a satura-
tion campaign of 10 to 15 or 20 an-
nouncements on independent radio on
Thursdavs and Fridavs. for instance.

52 SHOWS READY FOR YOU
Sportsman’s Club

15 minutes hunting, fishing and outdoors with
Dave Newell. High class panel type entertain-
ment. Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsbuegh 19, Pa.
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If they can only afford to use satura.
tion of this type once out of every two
weeks, fine.”

1. S, Jacobson, of KNI, Portlnd,
places the blame on timebuy ers: “The
greatest road bloek to securing nation-
al advertisers is the timebuyer who
wishes to fortify himself behind facts
and figures that will justify anvthing
that he may do in the purchase of time
over a radio station, Onr progress has
heen coming in through the back door,
zoing through the retailer, the whole-
saler, the branch oflice, the broker, the
sales manager and even the president
of the company.”

And Rollo 1. Bergeson. general
manager of KCBC. Des \lmne~ adds
this plcu. ‘Alb we ask of timebuyers is
that they ask the people responsible
for local sales for a recommendation
before they buy radio advertising in
Des Moines.  They should do this as a
matter of routine. We feel that they
owe this to their principals.  Distribu-
tor after distributor has told us that
the methods of choosing radio stations
for advertising liis product is a niysterv
to him.

“I don’t begrudge New York time-
buyers the (omforl they find in the
customary yardsticks of network affi-
liation. power. Hooperatings and glos-
sy promotion. I think they are very
foolish when they fail to solicit the
valuable advice of the people who are
on the front line of selling their prod-
ucts.”

Lawson Taylor, general manager of
KFMJ, Tulsa. blames rating “blind-
ness:” “Ratings are hardest obstacle
with national timebuyers. Even with
a low cost-per 1.000 the timebuyer still
wants to buy quantity of audience. le
has this to fall back on in the evem a
campaign does not sell well. It's the
biggest and best I could buy. is his an-
swer.  ‘Must have been the copy.” or
some other excuse. but his timebuyinrr

was correct. Many. many ecampaigns
have run with proﬁ table sales results
on smaller ratings.

CKY. Winnipeg. charges that
quency discounts often take
away from the independent: “Frequen-
cy discounts prove somewhat of a
road block in obtaining our share of
the national advertisers’ dollar. The
tendency seems to be to place all the
budget on one station in a market. This
type of buying is designed to save bud-
get dollars by earning maximum fre-
quency discount. The advisability of
this seems well founded, vet. does it

fre-
monev
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WITH NETWORK AND LOCAL
PROGRAMMING

o KFYR-TV now offers
market penetration into wealthy

impact™

Midwest farmy homes—families

/

4 NBC

»

7 DUMONT
i ¢BS

who rank near the national peak
m buying power, and through
KFYR radio, have been welded
into a loyal and profitable audi
ence for your sales story.

M"tv CHANNEL BISMARCK, NO. DAK.

REPRESENTED NATIONALLY BY JOHN BLAIR
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ules for Jell-O on a number of stations
throughout the country, asking listen-
ers to participate in a write-in contest.
The disk jockey receiving the most
Jell-O contest entries was to be award-
ed a special prize: a round-trip to
’aris for himself and his wife as
guests of General Foods. Sandy Jack-
son of KOWI won the award. pulling
more mail response than any other
station on the schedule.

Many stations cited the experience
of Life to iHustrate the sales effective-
ness of independents:

Robert H. Temple. manager of
KREM, Spokane. Wash.. told of a re-
cent Life campaign. during which
KREM was the only station used by
this national advertiser in the Spokane
market.  Life announcements were
done ad lib by disk jockeys to promote
newsstand sale of the inagazine. KREM
had been chosen for its musical pro-
graming, and. because as an indepen-
dent, the sation was flexible to changes
in scheduling. At the end of the cam-
paign. Life found that Spokane had
shown the greatest sales increase of
any Western states during the period
which the KREM announcements were
run.

WXEB, Worcester. Mass. was one

of the original test stations used by
Life. “We are now in our third re-
newal with the Life account, having
been instrumental in increasing their
over-all circulation in the Worcester
arca over 9%.,” the station reports.

WCLUE, Akron, reports Life used in-
formal, ad-lib copv approach, ‘“on
theory our staff knows just liow to talk
to local audience.” 1t runs 14 spots
each weckend (hetween 5:00 p.m.
Thursdayv and noon Saturday.

“Results?  Percentage of newsstand
scellout in Akron consistently has been
second only to Cleveland, where two
stations are used. Client evidently is
pteased, because WCUE is now run-
ning out its third renewal since cam-
paign started in February 1953.”

KYA, San Francisco, tells of the fact
that Life increased its schedule on the
station after the initial run. The Life
account man, says the station, “went
on record in writing in his report to
the effect that George Ruge’s Koffee
Klub on KYA was a must buy for all
Y8R spot radio drives in the San
Francisco Bay Area.”

And in Canada, CKY, Winnipeg.
savys it was used to reach the Manitoba
market for the magazine. Life used
17 announcements a week Mondays.

" SOUTHWEST VIRGINIA’S pm RADIO STATION

Them that has...

GITS!

There’s an extra punch in your advertising dollar
on WDBJ! To demonstrate, look at these Promo-
tion figures for the Fall Campaign (Aug. 30-Nov.

30):

Newspaper ad Lineage 31,195
Newspaper Publicity Lineage 7,057
Spot Announcements 545
Downtown Display Windows 14

plus stationbreak trailers, dealer cards and letters, and
“Drug Briefs" and "Grocery Briefs" published monthly
for the area drug and grocery stores!

Established 1924 + CBS Since 1929
AM . 5000 WATTS » 960 KC
fl 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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Tuesdays and Wednesdays. CKY was
used “mainly because of our air per-
sonalities — selling  personalities who
are well known and believed in by the
very people whom Life wanted to sell.”
After the first 13 weeks of Life’s Ca-
nadian campaign, run simultaneously
in large markets throughout Canada,
the majority of these markets showed
a decided increase in Life sales. CKY
reports it was among four stations with
higher-than-average records of news-
stand increases in their communities.

John Engelbrecht, president of
WIKY, Evansville, Ind., cites a three-
month Shell Oil campaign as an out-
standing success story. Shell had used
WIKY with an “impact package’—
that is a concentrated short-run an-
nouncement campaign-—to announce
the opening of one of Shell’s stations.
The campaign brought such good re-
sponse in terms of traffic and sales
to the station. that the firm doubled its
WIKY budget for its next grand open-
ing.

From WXLW. Indianapolis, Ind.,
comes the following Shell Oil success
story: When Shell introduced its new
campaign in summer 1953, advertising
the addition of a new component
(TCP) in Shell gasoline, WXLW got a

large chunk of the announcements ap-

| portioned among the three stations in

the market—30 one-minute announce-
ments per week. TCP penetration in
the market and sales shot up beyond
Shell’'s expectations to an estimated
25 increase.

From KNUZ. Houston, Tex.. comes
the story of the National Biscuit Co.’s
campaign for Milk Bone dog food.
This campaign was run exclusively on
KNUZ. To promote it. the station
joined the Houston S.P.C.A. in offer-
ing dogs for adoption. New owners
were given Nabisco’s booklet on the
care and feeding of dogs, as well as a
supply of Milk Bone. Over 300 dogs
were actually adopted, but the demand
kept outpulling the supply of pups.
Nabisco salesmen reported that retail-
ers were very happv about the cam-
paign and had seen an increase in sales
of all Nabisco products. The com-
pany gave KNUZ the award for the
station with the outstanding promotion
for that year. * %k K

Do vou use SPONSOR’s index? |
Each six months sPONSOR publishes
an index [or the preceding period.
1U's a valuable guide and copies are
available to vou without cost.

SPONSOR
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NEWSPAPER STRIKE

(Continued from page 32)

835,000 during the strike.

WOR earried about 330,000 worth
of strike advertising, and WOR-TV at
least $5.000 worth.

WAICA probably carried more strike
advertising than any other indepen-
dent station, roughly 330,000 wortl.
(This docsu’t mean the station had a
lot of availabilities, station exeecutiyes
said;: WMCA was able to arrange its
schedule to fit in more accounts.)

The remaining stations did not esti-
mate their strike business, but by tabu-
lating their strike accounts and fol-
lowing their published rate cards,
sPONSOR  believes they accounted for
about $160,000 worth of business.

H retail stores spent about 157¢ of
their newspaper budgets on radio and
tv during the strike as several authori-
ties estimate: and if SPONSOR’s estimate
of radio and tv billings during the 11.
day period brought in beccause of the
strike is reasonably accurate. it would
indicate these stores would have spent
about 82 million in newspapers.

* * *

Should a newspaper strike hit
your market. what zhould you do if
you are a station manager. or what
should you do if you are a retailer?

Perhaps vou can benefit by what
New Yorkers in both those categories
did.

Those radio and tv stations which
had available time took the initiative
in calling retailers. The strike started
at 6:00 p.m. on a Saturdayv: on the
same day some stations started calling
department store advertising managers.
In a few cases. the stores started their
air campaigns on Sundayv-—some as
early as noon,

Advertising managers for two of
New York's largest stores told spoNsor
they were hoth amazed and impressed
with the speed with which thev could
get on the air. \n interesting point,
however: These ad managers first
bought time from stations which were
aware of departiment store advertising
problems and which had approached
the stores over the past few vears with
presentations  which the stores de-
scribed as intelligent. One advertising
manager bought time on only one ra-
dio station—Dbecause it had been the
ouly station which had bothered. he
zaid. to make periodic calls before the
strike had occurred.
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half, incidentally)

TOPEKA, KANSAS

5000 Watts—ABC

CRAC

THE EASTERN
KANSAS MARKET!

N4

More listeners, more hours than any other station in
and a go-getting merchandising plan that's
won national honors. Add 'em up and it spells sales for

you in Eastern Kansas. (We're talking about our better

Weed & Co.

gl
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TELEPULSE Survey proves...

MOST POPULAR

TV STATION

IN DENVER<
Herne ane the Facts

® 8 of the top 10 once-a-week shows...on KLZ-TV
(including, of course, first place)

® 8 of the top 10 multi-weekly shows...on KLZ-TV * Telepulse audience survey,

(including, of course, first place) for late November, 1953 proves

@ AND: of the highest rated multi-weekly shows, that KLZ-TV...tops with

ALL of the first five are KLZ-TV local originations. e -
facilities, personalities and

. * * * . * ---. ' 'th ]
This is convincing evidence of local TV leadership: Sttt i

—and by a wide margin.

Most popular local TV newscast and weather... KLZ-TV Literally skyrocketing into
10 PM . .
Second most popular local TV newscast and KLZ-TV overwhelming dominance of
weather... % P the Denver TV scene, KLZ-TV...
Most popular local western show for kids— KLZ Tv Ch : " "
- annel 7...is the “Must buy

Sheriff Scotty...

Most popular local sports show—Larry Varnell
Sports Shop... KI-Z'TV

Most popular local kitchen show... KLZ-TV

...and there are others!

for advertisers.

See your KATZ man or write, wire or telephone...

. Z -TV CHANNEL / oenver

OWNED AND OPERATED BY ALADDIN RADIO & TELEVISION, INC,

Affiliate
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air material,  This, oo, impressed
store execuli es,

It probably s more than coineciden.
tal that those stoves, inchiding Maey
and Gimbels, which had vsed radio
and v in the past, if only sporadi-
callv, got the best time periods and

These

the most avatlabilities, same
stores. competent observers  agreed,
sullered  the least sales decline and

some actoally did better during the
strike than they did the week before
the strike.

For department  store  executives,
then. this advice: A radio or tv sched-
ule, even if a modest one, may be
valuable insurance in case your local

newspapers are one day elosed down.

* *

What did the departinent stores
do in New York during the strike?
tlere is sSPONSOR's store hy store hreak-
down:

Macy’s: Six radio and one tv station
used: WCBS, WNBC. WQXR, WOR.
WINS, WMCA and WPIN. Depending
upon the station. from seven to 2§
announcements per day were bought,
or an average of from about 10 to
about 150 announcements daily. Macy's
also bought ncws programs on a few
stations. iucluding two hour-long
news shows on WNBT, a 15-minute
newscast on WMCA and a 10-minute
Sunday newscast on WPIX. It hought
every available newscast on WINS, An
hour-long Saturday Night Dance Pa-
rade, on WMCA, was taken. The
store placed a standing order with
WOR for all available time. Macy’s
mentioned specific items of merchan-
dise in its announcements. as well as
prices.  (Before the strike. Vlacy's
and Coca-Cola signed for Santa Claus
at Macy’s. a daily 15-minute program
telecast over WABD. It ran through
21 December.)

learns: Five radio and four tv sta-
tions nsed: WCBS, WNBC. WHOM.
WMCA. WABC. WCB3-TV., WABC-
TV. WPIX and WOR-TV. Depending
upon the station. from less than five
to more than 20 announcements were
bought. or an average of from 30 to
well over 100 announcements daily.
Hearns bought two 15-minute periods
on WABC-TV of Ed and Pegeen Fitz-
gerald and featured its toys. The store
also hought Italian. Polish and Span-
ish announcements on WHOM. as well
as announcements during WHOVM's
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{ i . i}
Maey's,

merchandise

mentioned  specifie
and  prices n
nouncenents,

s ru
tv stationr wsed: WOEBS, WG]
WONILD WO, WOV, WOR
WCBSSTY, “The <store honghit

anuouucemen Hen ¢

and

considerable nunther on other outlets.
Bloomingd:ld's did not emphasize par-

. .
trenlar atens or prices qute as nuech

131

DON\'T BE

FOOL

ABOUT ROCHESTER

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 STATION STATION STATION STATION
WHEC B C D E F
FIRSTS............ 267 103 12 7 0 0
TIES ... 32 30 1 3 0 0
Stotion on

‘il sunset only

WHEC carries ALL of the “top ten’’ daytime shows!

WHEC carries SIX of the “'top ten’’ evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

=

JWHEC
.\ 5,000 WATTS

Reprosantuiiver: EVERETT- McKINMEY, Inc. Mew Yark, Clicogn, LEE F. O'COMMELL CO., L Anpeies, S Fromrsans
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John Willim at WCBS. Willim told
him to turn on a radio if he wanted to
hear for himself how fast WCBS could
work, Meyerson recalls that he spent
a couple minutes looking for a radio,
and that almost as soon as he had
turned it on the hosiery announcement
came on the air (sce picture series
pages 31 and 32). “Fantastic.” said
Meyerson, “simply fantastic.” The
main purpose of the radio announce-
ments, according to Meyerson, was to
advise listcners that the store would
be open until 9:00 p.m. “We were
planning to announee the later hours
during the week the strike broke,” he

said.  “With no papers. we turned to
radio and tv to get our message
across.”

Abraham & Straus: Two radio and
one tv station used: WNGM, WMCA
and WABD. A&S bought the heaviest
schedule of any dcpartment store on
Du Mont’s WABD. On WMCA, the
store first ran announcements of a help-
wanted nature, advising listeners that
Christmas jobs were open at the store.
Later it switched to item and price
announcements. Because the Brooklyn
Eagle was not involved in the New

York strike. A&S. Brooklyn’s largest

department store, was not as seriously
affected as stores in Manhattan. Wil-
liam Tobey, A&S advertising manager,
said the store’s business was affected
in only one area: mail and phone or-
ders.

John WWanamaker: Two tv stations
used: WNBT and WPIX. It is be-
lieved that Wanamaker’s was the only
store to arrange for telecasts direct
from the store. WDPIX on Sunday,
Monday and Tuesday of the strike
carried remote telecasts {rom the store,
called Christmas at Wanamakers. The
store bought mostly news programs on
WNBT. J. Walter Thompson Co. for
the first time handled Wanamaker’s
account.

Ludwig Baumann & Spear’s: Two
radio stations: WNEW and WMCA,
LB-Spear’s already was on WNEW be-
fore the strike. however. The store
bought 49 newscasts weekly on WMCA
and is continuing to use the station
through Christmas. Howard Kuh, LB-
Spear’s advertising nanager, said the
strike didn’t demonstrate anything be-
cause no opportunity was given radio
and tv to replace papers. He said the
stores did not give radio and tv anv
more than 15°¢ of the money they

DOUBLED IN 53

theiy sales mnessages. . .

Anacin Fab

Askin Stores 4-Way Cold Tablets
Bordens Milk Falstaff Beer

Camay Feenamint

Camels Fletchers Castoria
Carnation Milk Greyhound Lines
Cheer Italian Swiss Colony
Chesterfield Ipana

Coca Cola Jax Beer
Creomulsion

Joy .

Lee Optical
Lone Star Beer
Lucky Strike

Crustene
D'Franssia Lab.
Dr. Caldwells Syrup

Spanish Language ... .

Regional—over KCOR, doubled in 1953! Adve;tzsmg over KCOR 1s
directed to 691,493 Spanish-Speaking people who prefer Spanish radio.

THANKS...

to the many advertisers, who choose KCOR, Texas’ Furst and most
powerfal Spanish-Language station to program to this vich market.
KCOR 1s proud to have been selected by these famous names to carry

5000 Watts Day — 1000 Watts Night
KCOR Building e San Antonio, Texas

Maxwell House Swansdown Cake Mix

Mejoral SSS Tonic

Mercury Stanback

Oxydol Shinola

Pearl Beer Supreme Crackers
Pertussin Texas Rice Ass'n.
Pepsi Cola Texas State Optical
Pioneer Flour Thom McAn Shoes
PurAsnow Tide

Sal Hepatica Vicks Vapo Rub
Seven Up Virginia Dare
Scott’s Emulsion Vitalis

Super Suds White Auto Stores

Richard O’Connell
Nat. Adv. Dir.

40 E. 49th St. New York, N. Y.

Harlan ). Oakes & Associates

Los Angeles, San Francisco & Chicago

VEETEES TR OFE IR S

~To key
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would have spent in newspapers over
the same period, so “it’s silly to com-
pare media under these circumstances.”

(Other experienced observers of the
department store scene agreed no store
spent more than 15%. Some spent

less.)

Kuh believes newspapers still are
best for mail and phonc orders.
however, even if budgets for both

media are the same. In commenting
on the use stores made of radio and
tv during the strike. Kuh said “there
were reports day by day from the news-
papers that the strike was about to be
settled, so the stores couldn’t embark
on an intelligent program.”

Saks Fifth Avenue: One radio sta-
tion used: WCBS. This high-fashion,
high-quality store bought several an.
nouncements which described certain
items of merchandise and mentioned
prices in certain cases. The store was
signed up by WCBS’ Henry Unter-
meyer and John Willim at 10:20 a.m.
Monday. The first Saks commercial
was aired just 45 minutes later. One
Saks announcement. aired in the morn-
ing, was about beaded handbags. In
spite of the fact it was a rainy Mon-
day. during the afternoon many of the
handbags were sold. One high Saks
store official was quoted as saying.
“The results were awfully good.”

Schlossmans: Two tv stations used:
WOR-TV and WPIX. Saturday morn-
ing at 10:20 Schlossmans signed with
WOR-TV, and the store was on the air
at 11:00 with a four-hour show. The
next day it was on WOR-TV for 10
hours, Schlossmans promoted. princi-
pally. its mail and phone order items.
While other stores all reported a sharp
drop in mail and phone business, a

- spokesman for Schlossmans said the

store’s business was so heavy that ex-
tra help had to be brought in on Sun-
dav to handle all the orders.

Blumstein: One radio station used:
WWRL. This store. said to be the
largest department store in Harlem.
bought two five-minute periods a day
on WWRL's Doc Wheeler Show. high-
rated Negro program. The store made
a special offer to WWRL listeners.
returns a certain price not
mentioned except for the radio an-
nouncements, was used.

Namm Loeser’s: One radio station
used: WNCA. A large Brooklyn de-
partinent store. Namm Loeser’s
limited schedule of announcements on
WMCA. As in the case of Abraham §
Straus, another Brooklyn store. Namm

ran a
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Loeser's was able to keep on ustng the
Brooklyn ELagle throughout the <trike
of Manhattan newspapers,

Two large specialty stores tnrued 1o
air media,

Peck & Peck: Oue tv station used:
WABT., Two 15-minute programs on
Sunday (the first day of the strike).
Late Saturday afternoon, Stuart lLud-
lumn, tv director of C. J. La Roche &
Co., and Don Shaw, account supervisor
for Peck & Peck. put together some tv
commercials by using proofs of adver-
tisements whielt were scheduled to ap-
pear in the Snnday and Monday news-
papers. They arranged for a 12:00.
12:15 news program on WNBT and
called two actress-announcers to han-
dle  the commercials. On Sunday,
the actresses had 121% wminutes to de-
cide on how they would present the
commercials before the program was
telecast; they ad-libbed the copy. and
the cameras moved in for close-ups of
the ads. Immediately after the pro-
aram. Peck & Peck bought the 3:00.
3:15 p.m. period on WNBT. A spokes.
man for La Roche said business in
Peck & Peck’s New York stores the fol-
lowing week was ahead of a year ago.

Tailored Woman: One radio sia-
tion used: WMCA. New to radio—a:
least new to WMCA — the Tailored
Woman, a swank Fifth Avenue spe-
cialty store, bought one 10-minute pro-
gram on a trial basis. Then the store
bought two 10-minute segments on two
WMCA disk jockey programs. and also
took two 15-minute news programs.
M. M. Fleischl, WMCA vice president
and general manager. told spoxsor
that although the store did not specif-
ically mention how well radio worked.
he assumed that the programs it
bought following the trial program are
at least indicative of satisfaction with
the job radio could do.

Two grocery chains bought an-
nouncements on both radio and tv sta-

tions. A&P and Grand Union both
bought fairly heavy announcement
schedules on WCB3. WNBC and

WPIX, and ASP also ordered time on
WNBT. The food store chains listed
grocery items:. prices, and in soine
cases compared food priees with a vear
ago. apparently an adaptation of their
newspaper adverlising.

Plummer. Lid.. a fine china and
glassware store on upper Fifth Ave-
nue. bought a full hour program on
WABD. The Chicago Symphony Or-

chestra telecast on Sunday night was
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~|mn.-u|'wl ln) the store,

Two large appliance chains, Dayvega
and Vi, mereased thetr radio aind ty
~chiednles, neing extra <tations,

Lerner Shops, woman's wear «lain,
hought time ou WPIN,

Antowmohile trned to air
media duringe the sirike, Dodue, Line
coln-Mercury, Cadillae and Willvs wer

dealers

among the makes advertised over the
air.

One of the most interesting auto <im
cess stories was reported by WOV! The
station said the Willvs Dealer< of New
York bonght lalian language time on
the station and got immediate results.
A spokesman for the Willys dealers
said they were “tremendonsly pleased”
with the radio campaign.

Other large users of air time includ-
ed many of the motion picture theatre
chains, particularly Loew’s, Paramount
and Warner Drothers. Other motion
picture companies on the air were
Columbia Pictures, United Artists.
M-G-M and 20th-Century Fox. Thea-
tres using radio and tv included Radio
City Music Hall, Rivoli. Mayfair. Cri-
terton and Capitol.

Rogers & Hammerstein ~igned sched-
ules on several stations for their “The

“somth Pacifie” and " Me

Ko & 17
AN Juli('l.“

The I e ta e

bought lielp-wanted annonnceents on

WONRD Vuother WONR

Vann Gle Vrpels, higlieLaes
Wwenne jewelry ctore,

Ceneral Conrpany
adyertiser
W
:.:glll
\ ¢ jew

St

ui“, l'l““l_\
nrehased auuouneements on a
few  statie

The Darling Toy ~tores, whicl has
28 <tores i the New York area, was
one of WANICV'Y 53200eck
which ncreased their <chedule dining
the strike, vhain
bought only but
u~ed participations and programs al-o

adverticers

Formerlv  the to

nouncements,
durine the strike. Re-nlis were <o sue-
ces~iul that the store s coutinniug o
us¢e |)rngram.-.

Stoch market report on WMGM
were sponsored by one of America’s
olde-t  brokeraze houses,
Loeh & Co. The firm sponsored mar-
Ket reports from 6:54 1o 7:00 nighth

Newhureer

An executive of Allied =Stores. h
of which Stern’s i< an afliliate, <aid the
strike - 1t hi~ opinion
ment ~tores that they were spendn
advertisinz., at

showed depart-

too much

money on
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least on newspaper advertising. The
strike showed, he said. that department
stores don’t have to he married to just
one medium.

“The strike may have a great many
effects upon department store advertis-
ing.” the Allied Stores official, who
could not be quoted by name, told
sPONSOR. “It may, for one thing, cause
the boys who actually own the stores

and who haven't paid a whole lot of
attention to their advertising—to pav
attention to the way their advertising

money is being spent. [t may maka

the store owners stop and say. ‘Let’s
re-examine our ad budgets.””
Howard Abrahams. manager, sales

promotion, for the National l{elall Dry
Goods  Association.  commented  to
SPONSOR that the 11-day strike simply

was not long enough to prove any-
thing.
“Over the years.” he said. “there

has been a colossal amount of nromen-
tum built up by newspaper advertising.
No one can deny this. In addition.
the Christmas season. a traditionally
sclling season. was bound to carry bus-
iness along. A few weeks before, or
after. this season and perhaps some

effect might have been fel.,” % *x %

YEAR-END REPORT
(Continued from page 29)

antennae, nothing has come up to up-
set the initial belief that a uhf picture
is just as good as a vhi picture—and
in some cases (because uhf signals are
less subject to interference),
better.

The progress made by many uhf out-
lets has been spotlighted in surveys
run by such outfits as the American
Research Bureau and Videodex. ARB
has completed three studies of uhf in
markets where it facez vhf competition

even

and will make a fourth—in close to

100 markets—next month. Its third
report in October, which covered 51
city showed that in 1 cities
there is no longer a uhf conversion
problem since 8)’< of the sets in use
can recelve uhf. Four more cities are
80-85% converted. and nine additional
cities are 50-73¢ converted. Of the
less-than-30¢{ -converted cities. some
are new uhf markets but a few

areas,

have
been hampered either by poor engi-
neering or the fact that too many good
outside vhf signals have been getting
into their areas.

Among the headaches of some uhf

stations is the lack of network affilia-
tion. The UHFA considers this a criti-
cal matter. Some of the more pessimis-
tic of the uhf crowd are warning that
uhf will go the way of fm if the lack
isn’t remedied.

To the neworks the problem is sim-
ply one of circulation. They point to
the number of uhf affiliates as proof
they are not prejudiced against the
“upstairs’” band. As of SPONSOR’s press
time, the number of uhf network affili-
ations were as follows: at NBC, 40
out of 161; at CBS, 54 out of 158; at
ABC, 69 out of 182. and at Du Mont,
75 out of 203. * * *

> Radio’s Ustening bonus

While advertisers have long been
aware that a measurement of the audi-
ence for their show or commercial was
not complete without including out-of-
home and secondary-set listening, they
still don’t have a standard day-to-day
measurement of the complete listening
picture.

A big step forward in this direction
was taken this year with the revision
of the Nielsen radio sample. Under the
old sample 28.67 of the homes were
considered multi-set homes. This fig-
ure has been raised to 43.7. The in-
stallation of MRM (Muhiiple-Receiver
Metering) Audimeters to reflect this
new sample is underway now and will
probably be complete by the early part
of 1955. During the interim period
rating figures are being weighted to re-
flect the new multi-set sample.

This weighting began in September
and a couple of Nielsen studies com-
paring ratings under the old and new
samples indicate an average increase
of about 597, That is. a rating of 10
under the old sample would be 10.5
under the new. Nielsen researchers.
however. do not regard this as the final
word since the period studied (early
fall) is not considered ideal for such a
comparison.

The out-of-home listening picture is
getting a lot more attention. One rea-
son is the growing helief that, while
the average amount of radio listening
in the home is going down. average
amount of out-of-home listening mav
be going up.

Year-byv-year figures on the out-of-
home audience contes from Pulse sum-
mer aud winter surveys. The research
firm reports that away-from-home lis-
tening added 22.277 to the radio audi-
ence in 23 major markets this summer.
This compares to 18.9% in 15 markets
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the summer previous and 173770 in 114
marhets during the simmmer of 1951,
Similar studies of winter listening dur
ing January and Febroary in 1953
1952 and 1951 came up with the fol-
lowing percentages, respectively @ 18.0,
15.2 andd 13.7.

The tmportance of ont-of-home lis-
tening as a percentuge of in-home li-
tening 15 getting inercasing attention
at NBC. hts research and plaming d -
partment recently assembled and taba-
lated a mass of Nicken and Pulse fig-
ures, whiclh indicated to NBC that
out-of-home listening i< growing more
important becansze in-home listening is
decreasing. pereentage-wise.

NBC found, for example, that dur-
ing the $:00-5:00 p.m. peak Saturday
period out-of-llome histening was 107
of in-home this vear. Last vears Niel-
sen figure was 23.6% (or 25.10 in
termis of local time). During the 8:00-
9:00 p.ne. pertod on weekdays the old
figure was 7.2, the new ficure 1077,

I any form of day-by-day non-home
histening measurenment s set un next
vear. the hkelihood is that it will be
a Nielsen measurement of auto listen-
ing. A lot depends on whether Nielsen
can develop a practical audimeter to
do this. Nielsen technicians. it’s known.
are working on a simpler type of audi.
meter and, if they are successful. it
may be used for local radio measure-
ment as well as auto listening.

Nielsen's non-home listening figures
for 1952 showed that auto listening
was two-thirds of all non-home hsten-
ing. The rest of non-home hstening is
in public places.

The importance of auto listening
has also been recognized by the
Broadcast Advertising Burean. BAB
measured auto listening among cars in
use in 1952 and this vear refined its
information by relating 1t to the num-
ber of cars actually on the road. With
the latest information, advertizsers can
estimate the probable number of auto
radios turned on in metropolitan areas
of various =izes by hours of the dav.
BAB also made studies of extra-set
listening in metropolitan areas this
vear and last. * k%

> Television's costs

While television became more ex-
pensive in 1953 then it had been in
1952 the main reason was that adver-
tisers were paving f{or more circula-
tion.

Talent and production costs seemed
to have reached a peak and even dipped
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Experience with tv production has
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‘WMR mi ¢ taught both advertisers and networks
Edward

ONE OR MORE NETWORK STATIONS

% 39 out of 6 quarter hours
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% 23 out of 46 quarter hours

THREE NETWORK STATIONS

® 9 out of 46 quarter hours

As a market buy or a Negro Market
buy, WMRY measures up. Our MP
IPlan Merchandising Service meas-
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denly crop up.

new ways of saving money.

J. Stegemen, program budgets mana-
ger for NBC TV, told sroxsor that
careful planning and scheduling is the
most important cost-saving factor in
tv production. He stressed that having
a script ready on time is vital. When
a script is subniitted on schedule, he
pointed out. there is less likelihood that
many emergency expenses will sud-
It gives the producer
or director time to shop for talent and
puts them in a better bargaining posi-
tion. [t also allows them time to come
up with cost-saving devices, such as
rear-screen projection and split-screen

scenes (which permit smaller sets).
* K %

> Television unions

Labor costs in the broadcast indus-
try will level off through 1954.

But this blunt statement needs modi-
fying. Union contracts in radio and
television are usually negotiated to ex-
tend over a two-year period or longer.
It is impossible, therefore, to compare
1954 labor demands with demands
made during 1953 — different umnions
are involved, and different work cate-
gories covered. However, the feeling
prevails among agencies and networks
that sponsors are paying top produc-
tion prices now in television, and that
networks will take a firnter stand than
ever in trying to hold the cost line.

Several key unions will be negoti-
ating for new contracts during the
coming year. Many of these coniracts
will be discussed by union leaders with
the labor negotiators of the radio and
tv networxs in joint sessions.

The most significant single event in
tv labor relations to occur in 1953 was
the negotiation and signing of the 2
March Screen Actors Guild contract.
This contract put into effect the princi-
ple of re-use payments to performers
appearing (either on or off-screen) in
television film commercials. Use of
film commercials was limited to no
more than two years after production
and editing: cutting of commercials
was further regulated by the union.
Performers’ re-use payments vary ac-
cording to the number of markets in
which a particular commercial is
shown and the number of times it is
used within each 13-week cycle.

The effects of this SAG contract
were manifold. Film producers began
to devise various techniques to cut the

cost of talent to be used in a commer-
cial, without affecting the sales im-
pact of the film itself. Conmercials
using more voice-over, table-top pho-
tography and product demonstration,
animation, documentary sequences and
single announcers began to replace the
lavish dramatic commercials.

After living with the SAG provisions
for 10 months, agencies and indepen-
dent producers agree that use of film
commercials by national and regional
sponsors was not affected materially.
Advertisers who had been on the fence
about using tv might have been affect-
ed initially by the increased cost of
film commercials. However, shortly
after the contract was signed, both
agency and independent producers de-
vised production techniques that cur-
tailed talent costs without damaging
the quality of the commercial.

While no official figures are avail-
able on 1933 employment of SAG
members, fewer performers were used,
at first. per individual commercial
wlen the contract went into effect.
Since August commercials have been
starting to use more performers again.
The major effect, however, of the SAG
contract in the field of labor negotia-
tions was to entrench the re-use princi-
ple more firmly than it had been previ-
ously established. * k%

> Radio's sales plans

The big news in network radio sales
plans this year was NBC’s new offer-
ings, called by spoxsor the Three
Plan and the One Plan. The purpose
of the plans was to open up network
radio to small and medium-budget ad-
vertisers. But like NBC’s Operation
Tandem. now dead, and the special
sales plans of the other networks their
attractiveness to advertisers also lies
in the way they can disperse the spon-
sor’s message.

Tandem-type plans allow the adver-
tiser to buy one or more commercials
in a variety of shows and thus reach
more different homes than he could if
he bought one show with. sav, three
comnercials. Naturally. not evervbody
1s interested in dispersion. Many ad-
vertisers prefer to hit the same homes
many times with three commercials in
the same show,

NBC's new plans depart from the
pattern of the past in that none of the
shows concerned are half-hour presen-
tations and the sponsor can buv into
daytime segments. The Three Plan is
composed of three 15-minute five-day
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strips. One is in the morning (Second
Chance), one in the afternoon (It Pays
to Be Married) aud one in the evening
(Fibber McGee and Molly). The mini-
mum buy is three one-minute partici-
pations per week for four consecutive
weeks, The client can buy three partiei-
pations in the <ame show if he wants
but he can’t get more than one com.
mercial per 15-minute program. Dis-
counts rnn up to 8¢ for 156 or more
participations in a year but the dis-
count schedule cammot be combined
with other NBC Radio buys. Purchas-
ers include Louis lowe Co. (Tums)
amdd Paper Mate Pen Co.

The One Plan takes in two shows,
The Big Preview, a one-hour record
show on Saturday mornings, and
Weekend, NBC Radio™s two-hour Sun-
day afternoon newspaper of the air.
These shows are especially tailored to
the small-budget advertiser. Like NBC
TV's early morning program, Today,
the client can buy one commercial in
cither one if he wants. Purchasers
have included B. F. Goodrich.

The CBS Radio Power Plan will
start the new year with openings for
two sponsors. Nescafé dropped out in
October and Brylereem will drop out
at the end of the vear. P&G’s lLava
Soap is signed up for the first 13 weeks

of 1954.

The MBS Multi-Mes<age Plan, a five-
show <celling gimmick, has been con-
spicuously successful. It is more flexi-
ble than the Power Plan and the now-
defunct Operation Tandem. allowing
the advertiser to buy one commercial
if he wishes and spreading four com-
mercials rather than three over each
show. The plan goes into 1951 three
quarters sokd out. Clients for 1951 in-
clude Camel. S.0.8.. PSG and Bromo
Seltzer. There is one participation open
on Tuesday. Wednesday and Thursday
and two on Friday.

Mutual’s revolutionary compensa-
tion plan for affiliates was tossed out
the window last month but not before
it created a big stir in broadcasting
circles. The proposed scheme would
have worked as follows: The network
would broadcast five hours of pro-
graming per day for which the sta-
tions would not get compensated. In
return. the network would broadcast
14 hours a week of programing which
the stations could sell locally or to na-
tional spot clients and keep all the
money. The theory was that the addi-
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tional money the network would get
by Keeping all the income from its five
daily hours of programing would be
used to put on better shows. A stroug
gronp of MB> afihats wouldn't by
the idea. however.

Mutual also has something it calls
the Pinpoint Plan which is not so much
a plan as an offer to advertisers of any
available commercial segnient, in whole
or in part, on the network.

ABC Radio’s Pyramid Plan. like Op.

eration Tanden, is a casuzlty, * * *

> The ABC-UIPT merger

Now that the marriage of the Anreri-
can Broadcasting Co. and United Para-
mount Theatres has been consummated
and the first offspring delis ered. those
in and around the broadcasting indus-
try are making their first appraisal.

The appraisal must necessarily be
tentative since ABC’s revitalized tv
programing (radio is being revamped
at a slower pace) has not been on the
air long enough to show what that
final arbiter of network success or fail-
ure—the U.S. audience—really thinks.

Early rating returns have surprised
nobody. They show that the estab-
lished shows like the Lone Ranger,

zzie and Harriet and the Stu Erwin
Show lead in popularity among ABC’s
video offerings. The number one
ABC TV show. according to Nielsen’s
second November report was O:zie
and [larriet with a 31.2 rating. Of the
new shows, the U.S. Steel Hour ranked
highest with a 24.6. Practically every
show on the web got a higher rating
in this November report than at its
fall premiere—some by large margins.
These figures have cheered the ABC
hierarchy who don’t underestimate the
toughness of the struggle ahead. They
feel, though, that shows must be given
a chance to prove themselves and hope
the sponsors feel the same.

As for radio, the outlines of ABC
strategy are becoming clearer. A re-
shuflle and promotion of personnel late
in October further separated manage-
ment of the radio and tv networks. Re-
search and sales development are now
spht.

ABC Radio program plans for 1954
will concentrate on story-type pro-
grams in the morning with mostly mu-
sic planned for the afternoon. For the
evening ABC will put on an important
program using a big-name personality
as disk jockey. The net is also plan-
ning an evening radio show of tv gos-
sip and chit chat. * & X
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Arthur C. Nielseun, president of the research
company bearing his name, helped observe
its thirtieth anniversary this month by
announcing: A new national tv ownership
census, establishment of New Zedaland offices,
inauguration of a monthly Food-Drug Index
audit for manufacturers and additions to the
scope of the Radio-Tv [ndex. Reporting on
his 30 years in the field, Nielsen said:
“Marketing research is no longer an experi-
ment or a luxury. It is a necessity.”

Richard E. Joues, executive vice president
of Northern Pacific Radio Corp., purchasers
KXLY-AM-TV, Spokane, say the area offers
unparalleled business opportunities. His firm
paid $1,723,000 for the stations, which had been
principally owned by Ed Craney and Bing Crosby.
Jones is a former vice president of the Storer
Broadcasting Co. where he had charge of the
Northern District for Storer. Until recently

he was manager of WABD, New York, and
director of Du Mont's o&o stations.

PrPanl H. Raywmer, one of pioneer station
representatives (he’s been in field since 1932),
recently acquired the O. L. Taylor Co. Raymer
adds nine am, five tv stations to his list in Far
Fest, Southwest—*“to better serve both agencies
and stations.” Raymer takes over Taylor's Dallas
office, adds Stewart Kelly, Bates Halsey (formerly
Taylor account executives) to expanded New York
office. A Cornell graduate, Raymer was in agency
business from 1921 to 1932, at one time published
a newspaper, and was in the Navy Air Corps.

@. L. (Ted) Taylor last month withdrew
from station representation field after 10 years.
He'll concentrate on his own stations, KANS,
Wichita, and KRGV-AM-T1", il eslaco, and his
application for tv channel 3 in Wichita. He was
reported to have placed several million dollars’
worth of business annually on the 37 am, 12 tv
outlets he represented. A new company, under the
name O. L. Taylor Co. but not connected with Ted
Taylor or Paul H. Raymer Co., will represent most

of the remaining stations not taken over by Raymer.

|
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» Post-frecze television

It is doubtful if any U.S, industry
hus ever prown as fast as television
broadeasting has during the past year.
With the ('ll(lillg of the freeze on new
tv station construction in the spring of
1952 new stations dribbled on slowly
at first, with perhaps a dozen new ont-
lets on the air by the end of 52.
Through 33, however. witlt the FCC
grinding ot approval of construction
permits by the score, new stations came
on the air at a furious rate, sometimes
hitting a nn('-l|('w-slaunn-zl-(la)' pace.
By 31 December the number of stations
which make their debut this year will
total about 250. Together with the
pre-freeze stations, this means a grand
total of about 360 stations.

And next ycar? Listen to Richard
Dunne, director of media researeh.
SSCB:

“1f competition is the life blood of
trade, 1954 should be a much healthier
year than 19533. There will be a back-
log of 250 construction permit hold-
ers who will undoubtedly make cvery
cffort to get on the air hefore mid-
swmmer, Failing that, they will un.
doubtedly be on the air by the year’s
end.

“Thercfore, we can definitely count
on about 600 outlets for tv. In the
mcantime, there are applications in
hearing and it is not difficult to an-
ticipate the fact that we may have as
many as 700 stations on the air at the
end of the year or approximately
twice the number with wlich we
started.

“If anvone is interested in a healthy
compelitive atmosphere, they will cer-
tainly have it in tv.” * Kk *x

> Business ontlook for *51

Business will be down: advertisin
up.

That seemns to be the overwhelming
consensus among manufacturer, re-
tailer and adman. One thing’s certain:
1954 will be the vear of hard-sell.

Here’s how Dr. Sidney Alexander,
CBS Inc. econowmist, forecasts the
trends in radio and tv in 1934:

“Television may very possibly go

(14
o

unscathed through one recession. just
as radio did during the depression of
the 1930’s. Since tv growth is on the
upsurge, a national business set-back
is likely to slow down this growth and
make selling tougher but not halt it
entirely, unless the national picture
changes far more drastically
seems indicated at the moment.”

than
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> Radio’s top clients

Procter & Gamble heads the roster of
lup 1053
SPONSOR S

radio  network spenders,
survey  of reprs
seemed to indicate that Procter & Gane
ble also holds top place as a ~pot ru-

dio n=er.

station

PIB figures (January throngh Sep-
tember 1953) lists 1953 network radio
advertisers by size of wet radio budget
as [()“()\\‘S‘:
LProcter & Gamble

Viles Laboratories
General Foods

£10,821,291
571,082
195,720

Gillette 1,157,789
Colgate-Palmolit ¢ L2007
Lever 3.712.803

General Mills 3,710,781

Sterling Drug 3,318,111
American llome Prod, 3,155,717
Liggett & Myers 333171

To determine the top spot radio
users in 1933. sPonsoR surveyed lead-
ing station reps. Most frequently
picked out as major spot radio spend-
ers were the following 10 clients. in
alphabctical order: Colgate-Palmolive:
General Foods; General Mills; Grove
Laboratories: I’rocter & Gamble: RR. J.
Reynolds: Standard Brands: Sterling
Drug: Vick Chemical Co.: Whitehall
Pharmacal. Most of the reps queried
by sroxsor. however. named Procter
& Gamble as the Iggest spot radio
user.

Othier advertisers cited as heavy spot
radio users m 1933 were \merican
Home DProducts, American Tobacco,
Best Foods, Brown & Williams=on.
Charles Antell. Continental Baking,
Ford Dealers, Kellogg, Liggett & \yv-
ers. Mennen, Lydia Pinkham, % * *

B Television's top celients

Top v spender, both in spot and
net. is Procter & Gamble. with Colgate
Palmolive ranking second in network
tv budget, and Brown & Williamson
Tobacco ranking second i use of spot
Lv.

PIB figures (January through Sep-
tember 1953) rank the top 10 network
tv spenders with their budget- to date
in the following order:

Procter & Gamble £10,964.113
Colgate-Palmolive 8.153.183
R. J. Reynolds 6.521.376
American Tobacco 3.256.081
General Foods 1.615.256
Liggett & Myers 1.172.182
Cillette 1.298.761
Lever Bros. 1125048
General ills 3.970.751
General Motors 3.930.281

Rorabaugh Report lists the (op 25 cpot 1y usrere
iluring the fiest three gquariers of 1953, Buring
the first quartee. listlng adsvertisers hy the namlier
of schedules and markets, the 28 majar (v <pend-
ers were: Procter & Gammble. Brown & William-
san, Ceneral Foods. Standard 8ranmils, Bualova.
Colzalte-Palmaolive. National Riccult, Miles Labora-
tories, Willlamson Candy, Kellogg, Seeman Bros.,

Toni. Ronson. R. J. Reynolds. Philip Morris, The

SN, ta, Hieal Packing Co,
Nash  Motors, t heveoletr, DParlfic (oast DBeras,
Bristel-Myecre, B HlHams o, lHasel Bishop lird
for twentvehiftl plare Jouring the first quarter of
1540 weree Borden, ( suada liey aml tanteen (o,

Doelug the secnnd quartee of 19%°¢, the Hora.
Langlh 1t starked np se follows Procter & tiame
e, Bruwnr & WlHllam:on, Tond, Huluva, leser
Hens,, Standaril $rands, Geieral Joods, ( olgate.
Palwslive, Sinerivan (hifcle, Miles 1 aliorstoeies,
Natlewsal Bisrnult Ve, Haneon, W Ilamson Ut ands,
Aelligg, BBest oaids, 1Paridie (vast Slarss, Barden,
hraft, 1. J Reviolds, PPepee-Mate, J(isal 1'aching
Cu,, lelen Produets, Tehn X Vukh Feadaets, Lae.
tee Praducis,

Millee Hrewlng,

Lhe easter «f ihe 25 top spat tv neers durlng
the thiled ynarter of 193538 loowks ke 1hie
ter & Goamlide, Hrawn & Willla
laliveaturles, Bulosva,

1"ror-
w, lonl, Mliles
ColgateI"alinedlse, { arter
Products, Thowmas J. Llpton, Sastlonel  Bleculr,
Berst Luumle, . J. Hevnulde, Leser Hros,, General
Mille, Anicelean ( Llele, Bouson, Alllanee Manu.
factarlng ., Lehn & Diak Proluets, hellogn,
1 uedl Boelew, Standar] llrande, Trlcro
Parhinug (o, tenersi

Dealers,

isal

Proolarts,

t ooda,
SO, Lo,

k K &
> Radio-tr rescarch

Biggest rescarch  developments in
1951 will be: Advertising Reecarch
Fonndation™s reports on the air rating
muddle: the trend to measure ont-of-
home listening more accnrately ; CBN
financing anew of an A C. Nivlsen 1y
et census by counties, due in January.

llere are =even of the biz rescarch
development« in air media in 1953

1. ARF hnvestigation of the air rat-
mg services (and separately of the
print).

2. Publication of Nielsen and >tand-
ard Audit and Measurement Services
(SAMS) coverage figures for radio
and tv stations in L. S.

3. Spurring of interest in out-of-
home and extra-set listening, high-
lighted by Nielen's agreement to in-
stall more Nielsen multiple-set Audi-
meters (which measure up to four ra-
dio or tv <et~ in a home) to conform
to the Nielsen estimate of
with more than one <et.

4. Increase in tv markets with lift-
ing of freeze plus ending of one-:tation
markets ereating demand for competi-
tive information -
surveys on

home~

including  special
uhf home=. \ll rating
service~ expanded tv market coverage,

5. Trendex went into radio tele-
phone coincidental a- correlary to its
tv service. Different interview periods
will be used.

6. Hooper completed first vear with
diary and “duplex™ coincidental as
check on tv ratings.

7. Three important ~tadie~ of air
media’s size and impact released:
Life’s =\ Study of Four Media.” show-
ing gro<« audience and duplicated audi-
ence of five tv and four radio shows
in comparison with magazines and
newspaper supplements: NBC TV's
study of brand switching called “Why
Sales Come in Curves": and Christal
stations’ qualitative radio studv. * * *
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1954 can be radio’s biggest

What with new and continuing tv
excitement in many markets, some in-
dustry voices are predicting that radio
is in for an especially rough 1934.

To the contrary. the new year can
well prove to be radio’s best.

This is not mcre wishful thinking.
A careful look at the signs reveals that
in 1953 there has been a definition of
purpose, a mental conditioning, an
improved modus operandi among ra-
dio broadcasters that should bear fruit
in 1954.

Here are some of the signs:

1. The radio industry is beginning
to realize the inadequacv and super-
ficiality of its selling methods; can be
counted on to provide better competi-
tion to the hard-selling and often di-
rect-selling print media.

2. There is much to be said for
nighttime radio. Agencies especially
are buying the idea that personal and
multiple-listening in the home is big-
ger than the rating services show.

CBS’ tv ownership study

How many tv scts are there in each
of the 3,000-some counties in the U.S.?

How many can receive uhf?

These are the two principal facts
CB> TV wanted to uncover for itself
and the television industry.

To get the answers it put up over
$50.000 and askcd A. C. Nielsen Co.
to do the work. Nielsen, using its 1952
Coverage Service sample of over 100,-
000, has completed the job. Mail,
phone and personal interviews were

100

Ap.lse

Furthermore, sponsors who dropped
radio just to be able to buy tv are re-
turning. The pendulum swings back.
And with excellent time buys and re-
duced program costs, nighttime radio
should gain increased favor in 1954.

3. Studies soon to be published
(sPONSOR plans one in January) will
clearly prove that radio is the bargain
buy among advertising media.

4. Radio research, qualitative as
well as quantitative, is increasing.
Most of it is mature and believable re-
search, too.

5. Spot radio is an accelerating
medium; 1954 is likely to be its big-
gest year by far.

6. The nets can’t forget radio in
1954. Pat Weaver at NBC, tagged by
many as “a tv man,” will give the
Fineshriber & Cott radio team every
opportunity. CBS is on top and doesn’t
intend to lose ground. ABC, which
has high hopes for its radio network,
should unveil its radio bag of tricks
before many months are out. Tom
O’Neil at MBS is a fighter who has
already shown his mettle. He has
plenty at stake in radio.

7. Out-of-home radio, backed by
research on both network and local
levels, will command attention.

8. Radio broadcasters in many cities,
as well as the networks, are finally
recognizing the futility of battling one
another (frequently a battle of the
rating services) and are going after
new business. This will create new
radio revenue.

9. BAB, despite its growing pains,
is tooling up for a big 1954, including
considerable effort on the national
front. Among the tools is a budget
of some $700,000.

used during November to reach these
homes.

The figures will be available to CBS
TV 15 January and will be released
to the industry about 1 February.

Why was the study made?

Says CBS TV’s Research Director
Oscar Katz: “County-by county figures
are greatly in demand by agencies and
advertisers. We learned that from the
enthusiastic reaction to our Mav 1
booklet in which we made some statis-
tical projections to obtain county-by-
county figures for tv sets.”

10. New opportunities, such as the
now-organizing Negro Network, will
expand 1954 radio.

No, radio is not a declining medium.

‘We look for radio to show the adver-

tising industry a thing or two in 1954.

* * *

What's wrong with ratings?

SPONSOR’s year-long (though admit-
tedly intermittent) study of the rating
scrvices reveals three things funda-
mentally “wrong” with them:

1. They suffer from criticism of

each other that is so severe as to be

shocking. Many of them have run tests
purporting to show the other to be in-
accurate. A man from Mars might
well conclude that none is valid. Ac-
tually each has only accuracy to sell
and must strive to increase it.

2. Broadcasters (and agency ac-
count executives) shop around for the
highest ratings, not for the most ac-
curate. Stations will offer, on occa-
sion, to buy a certain rating service
if it can show them on top. You can
well imagine how this might tempt the
hard-pressed research organization.

3. Sponsors and agencies too often
buy and sell programs on the basis of
a few isolated ratings. Their other
misuses of ratings range from worry-
ing over their program ranking on the
“top 10” or “top 25” lists to a simple
thing like averaging the “before” and
“after” programs to get the rating of
a station break.

sPONSOR’s exhaustive “What’s wrong
with the rating services?” starting
page 34 fully covers the 85 million-a-
vear rating industry. Don’t miss it.

CBS TV deserves and will get the
plaudits of the industry for making
this survey. But the job is an indus-
try one. NBC Research Department
filled the gap for awhile. Other worth-
while set-count projects are going for-
ward in Phoenix and elsewhere. It is
hoped that a regular industry-wide set
count will develop as a by-product of
the coverage study plan the NARTB
is working on.

By year’s end 1954 perhaps the tv
set count everyone can use will have
emerged.

SPONSOR




Air.coorin THROUGHOUT, this
25-KW equipmentis youranswer for
an economical high-power VHF
pltant. Add up these technical and
moncy-saving advanwages:

O®RCA's “25-KW" operates cntirely
without water pumps, water interlocks,
tanks or plumbing (lower installation and
maintenance expensc for you).

ORCA’'s “25-KW'" uses the lowest priced
P.A. tubes of any high-power VHF equip-
ment (aural and visual amplifiers employ
the “proved-in”" RCA-5762—suggested
price, only $§195 each). You save on tube
replacements. You save on tube inventory!

®RCA’'s “25-KW"—with its modern
“rollback’ doors —¢liminates door-swing
space and saves you money by reduction of
costly floor area. (Yes —and RCA 25-KW
cubicles are small enough to move through
standard doorways, and in and out of
standard elevators).

®IMPORTANT: This 25-KW VHF can be
operated from 10 1o 25 kilowatts (to remain
within FCC Regulations for 100 KW ERP,
if you operate “'low band").

RCA 25-KW VIHF transmitters and power
amplifiers are being shipped to TV Sta-
tions regularly. For a delivery estimate and
technical information, call your RCA
Broadcast Sales Representatinve

Low-cost RCA-5762 P.A. triode—"''proved-in" in
more thon 8 years of service in TV, FM, commu-
nications, ond industrial operotions. Reodily ovoil-

- istributor.
REA TI-258H Transmitter oble ot your RCA Tube Distributor

in operation #t KBTV

R
R‘DIO CORPORA TIO” of AMERICA \

== EMOINEERING PRODUETS .E P‘Rr"f’"
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KANSAS

CBS

TELEVISION

I Don Davis, President
} John T. Sehilling, General Manager

FRE to advertisers and l
agency executives I
SWING, the vest-pocket-size magazine |
published monthly by WHB and
WHB-TV, is packed with interesting |
and informative reading for time
buyers, advertisers, agencies, advertis. l

TV

BASIC CBS-TV 710 KC. 10,000 WATTS

ing and sales executives. Articles on

markctingE ad\'cjtiaing.(research o CHANNEL
excerpts from  John Crosby's Radio H?
and Television Column , . . pictures. 3:::'::‘2% Kansos City MUTUAL NETWORK

jokes. quizzes and cartoons . . . you'll
find them all between the covers of
Swing. Request your free copy on
your company letterhead.

KANSAS giry
OI.DEST Represented

notionolly by

CALL LETTERS JOHN BLAIR & CO.

Represented Notionolly by

| e ——————



