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Baltimore
is
different!

ceand smart radio
time-bu )'1'11 4 /s d szerent
i this compact market!

Baltimore's big population is packed mosdy right inside the city
limits. The number of Baltimoreans who live outside the city in the
metropolitan area is unusually small. What's this mean to the people

who use and buy radio advertising?  Just this:

W-L-T-H covers this highly concentrated market

€ff1't‘1'€)111)’.' You don’t nced—you don’t have to pay for—a big,

powecrful, expensive radio station ro reach the people of this rich
market effecuvely. W-I-T-H will do the whole job for you—at a
fraction of the cost! Overlapping coverage of network stations
from their own affiliates limits their effective coverage to just about

the area W-I-T-I1 1tself completely serves,

Nielsen proves CNI-0-T-WS superiority in the
Baltimore market! The latest Nielsen Coverage Service shows
that W-I-T-H leads c¢very other radio and television station in
town—regardless of power or network affiliation—in weekly day-
time circulation in Baliimore City and Baltimore County. That's

only one big fact that came out of this amazing survey. Get the

whole story. Let your Forjoe man prove to you that the best buy
in Baluimore 1s W-I.T-H.

3

TOM TINSLEY, PRESIDENT

b IN BALTIMORE

REPRESENTED BY FORJOE AND COMPANY




Nielsen plans Arthur Nielsen has thrown his hat into local ratings ring. Proposed

local ratings Nielsen ratings for local markets would get started late summer or
early fall—if industry buys them. Nielsen will use diary method
essentially in local ratings. To (1) make sure people fill in diaries
on time and (2) check on whether they had set on as long as diary
claims, Nielsen has new device called Recordimeter. Diary reports
will be quality-controlled by Audimeters in national sample as well as
Recordimeter.

—SR—-
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Why did Nielsen What prompted A. C. Nielsen Co. to enter local ratings field when it I
enter field? is now serviced by 5 other firms? Here are some of Nielsen's answers: I
(1) Demand from his clients has been insistent over period of years. |

(2) Need seems to exist because 5 services disagree frequently, do not
measure whole coverage area of radio and tv stations. (See article l
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Anti-commercials Gadget which turns off commercials, called Blab-0Off, plans advertis-
gadget buys ads ing expenditure of $75,000 for first 6 months 1954. Firm says that
in addition to "professional people," many of its customers are ad-
men. Blab-O0ff was even in one advertising trade paper, with ad placed
right next to ad for tv station.

—SR—

One-bill system With spot radio billings running currently at estimated %135 million
for spot buys? and tv spot at $110 million, anything that can make buying spot easier

for agencies gets keen attention. SRA's Reg Rollinson had rapt audi-
ence recently when he told Advertising Agency Financial Management
Group about his plan for spot "clearing house." Under plan agency
would get one bill from clearing house for campaign, pay by one check.
Clearing house would pay stations. Plan is in talking stages only
with someone needed to poll stations, agencies for willingness to
finance operation. Plan could increase spot billings by making it
easier, cheaper for agencies to buy Sspot.
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| Ty talent costs of network shows range from $1,160 to $70,000
' Lowest cisf'dinf'ime[;efwo;k;elizision;:;:w.rli;fef ;nl ?:(()DNSOhR'Ist;om- Leave " m the Girls’ ABB Tv o S 49500
paragraph is "'Ding Dong School” on a . per half hour.
1 Lowest cost nighttime show is "Life Begins at 80," Du Mont, at $2,500. n[]“ar d Second; Du M[mt ------ 810;500
!

and "Bob Hope Show," all hour-long stanzas on NBC TV, at $70,000 each. ’
: L Roy Rogers, NBC TV ... ... .. $22,000
For some typical talent costs {excluding time) of network tv shows, see .
selection at right. Complete roster of tv show talent costs with name of My Fflend Ifma, CBS Tv _______ 328,000
sponsor, agency, network, time, number of stations carrying show, ap- Y[]Uf Hit Pafade NBC TV 832 000
y RNOUL Y . .. y

pears in Comparagraph located this issue page 99.

|
|
|
Highest cost shows are "Colgate Comedy Hour," "Milton Berle Show" SUSDEIISB, CBS Tv ............ 813’500 I
I
I
I

SPONSOR, Volume 8, No. 3, 8 February 1951 Published blweekly by SPONSOR Publications. Inc., at 3110 Elm Ave., Baltimore, Md. FExecutive, Edltorial, Advertizing. Clr-
culation Offices 40 E. 49th 8t.. New York 17. $8 s year in U. S. $9 elsewhere. Entered ss second class matter 29 January 1949 at Baltimore, Md. postoffice under Act § March 1879



REPORT TO SPONSORS for 8 February 1954

Texaco buying
spot radio

Film commercials
big business

Filmer converts
pitch for Canada

Tv circulation
study delayed

Tv set count
out in few days

Texaco, which had bought little new on air after dropping Berle show
on tv at end of last season, has lately begun Spending in sSpot radio
at current rate of about 310,000 weekly. Firm is buying nighttime
news- and sportscasts to reach men. Texaco is looking for tv show
but meanwhile may increase spot radio spending. Among Texaco buys
since December: 27 stations of Columbia Pacific Network; KMOX, St.
Louis; WTAM, Cleveland; WMAQ, Chicago. Agency is Kudner.

—SR-

Film commercials will be $18 million business in 1954. That's SPON-
SOR estimate after close study of field and survey of leading produc-
ers, service firms. Hectic pace of commercial production is less
ulcerous than in day when Hollywood-fresh personnel crossed swords
with film-green admen. But you still hear tales of admen who want
impossible last-minute changes and filmers who play "artiste."™ (See
film commercials section, page 43.)

—SR—

Novel filmmaker is Caldwell Audio-Video Productions of Toronto. Cald-
well's specialty: "Canadianizing™ U.S. film commercials. He converts
English dialogue to French-Canadian; inserts Canadian price; substi-
tutes Canadian version of U.S. brand's label.

—SE-

Future of NARTB's proposed tv circulation study is just as foggy as
ever. Television Board decision in Phoenix to create 2 committees
(one to mull over pilot study of complicated "Cawl formula," another
to study ways of raising money for pilot) may well push off study un-

til next year. Delay points up lack of unity among tv broadcasters on

circulation study. Decision to finance pilot study outside NARTB in-
dicates many operators are opposed to study. Pilot study, if done,

might take 3-4 months, is expected to test workability of Cawl formula

as well as indicate cost.

-SR-

While tv circulation issue remains unresolved, complete up-to-date tv
set count will be released bv CBS in about week or 10 days. Count was
done by Nielsen, whose proposed NCS No. 2 has been pushed farther in
future. Delay in NCS No. 2 is linked with NARTB's study in that many
broadcasters want own circulation counting body, don't want to buy
figures from outside industry.

Neiw national spot radio and (v business

SPONSOR

Triangle Publications,
NY

Whitchail Pharmacal
Co, NY

Bristol-Myers, NY

White Sewing Machine
Co, Cleve

Amecrican Homo Foods,
NY

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Seventeen Mag Al Paul Lefton, NY 10 metropolitan mkts o Radio one 5 1_0-, 15-min partic on
dy shows: mid-Feb: 3 mos
Benefax Harry B. Cohen, NY Me, NC Radio: min anncts; 1 feb; test wk by wk
Bufferin YOGR NY 8 major citics Radio: min anncts; 29 Jan; 3 wks
White All-Stitch Zig- BBDO, NY 31 tv mkts covering 77 cities Tv' min partic \n dayti women's shows
TIR Sewing Machine ) 1S Feb; 8 to 10 wks
Clapp's Baby Food YGR. NY 45 radio mkts Radio: min partic on women's and cook -

ing shows; 25 jan; 13 wks
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you can buy
 participation

for as low OS

per thousand™

N.Y

BArclay 7-3260

N.J

call now Mitchell 2-6400
1020 Broad Street, Newark, N. J.

for prices
and packages

*based on N.Y. Pulse-December-52 week contract

National Representatives WEED «nd Co.

8 FEBRUARY 1954



advertisers use

ARTICLES

Why are radio rates low?

Radio lost its chance to raise rates after World War |, now has lowest cost-per-
1,000 of any major medium. Here's history of radio rates -

How (o get the most ont of baseball spousorship

National Brewing Co. got one million ballots in its contest to name favorite =
Washington Nationals player. Story gives vealusble tips to sports sponsors 32

Nielsen expands into {ocal rating scene

A. C. Nielsen is considering expansion of service in fall to embrace local rating ,
picture. Here's what this development would mean to sponsors, agencies g4

fHow (o lanunch a coffee that costs 3¢ more

Chock full o'Nuts restaurant chain pegged ad drive for its new coffee on fact
restaurant coffee is “superior,” got 95% N. Y. distribution in two months 36

21-article media series bookk to be published

SPONSOR is now taking orders for book containing its 21l-part All Media
Evaluation Study. Yolume will be out later this year 38

1954 TV FILM COMMERCIALS SECTION

‘34 splash in (v film conmercials: S15 million

Producers SPONSOR surveyed predict 20% business increase this year over
1953, more emphasis on “'visual sell,"” fewer new faces 14

10 tips on how to get along with producers

How to save money, improve quality of tv film commercials 16

What yon should know about filw service firms ooz
Specialty organizations can help speed production, distribution 18

Tv film commercial producers listing

Eleven-page directory includes addresses. phone numbers, some accounts o0

Tuv filwn service firwms tist

Geagraphical list of labs, sound recording studios, title services, others 52

COMING

Battle of congh syrups

Pertussin, only national cough syrup till 1952, upped radio budget last year to
meet competition from Vicks, well-heeled newcomer 22 Foeb.

Tips for beginners vu making Gi- commercials

This article is designed to help novices cross the two most difficult hurdles in tv
inexperience and high production costs 22 Feb.

Volume 8 Number
8 February 1954 |
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- stations combined!
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AVERAGE DAILY LISTENERS

4

KWKH reaches 22.3% more people than
il other Shreveport

More people listen regularly to KWKH than
to all other Shreveport stations put together.

In fact, KWKH delivers a 22.3% bigger Average
Daily Audience than all other Shreveport
stations combined—yet costs 44.29¢ less than

that four-station competitive group!

These audience figures are from the new
Standard Station Audience Report—the more
conservative of the two recent audience surveys
made in this area.

Ask your Branham representative for the

whole KWKH story.

KWKH

A Shreveport Times Station

Texas |

50,000 Watts « CBS Radio *© EIEEIR T

The Branham Co., LArkqﬂSQS, J

Representatives

Henry Clay, General Manager
Fred Watkins, Commercial Manager



It was o Happy New Year!

Only the second for XBIG, but it fore-
oasts a blg '54. Here's a salute to this
peak Iist of 137 sponsors, already con-
tracted to cover tho still-expanding South-
ern California Community radlo-wise in
1954 via The Catalina Station.

Adier Sewing Machines Alemite, Dave Apple
Furniture, Tom Ashibrook-Dodge Plymouth, Ae-
soclated Chinellla Brieders Be inan's Iloure
of Style, Berustein's Sauces, Diltmore Flowers &
Glfte, Bhue Jay Ire Riak, Bowie PPies, Lobert 1.,
Brechbill Co. California Centrul Airlines. Can a
Pop RBeverages. Carrell Speedway, Champafa
John Charles (‘ooperware, Chatenu Rallroom,
Clnerama, Clinton Clothes, Coca Cola, Culonial
House, Corniler Chevrolet, Crown International
Trading Stamps. Dean Van  Lines, Daodge.
Downtown DBusincssmen’'s Assn FPad lesiery
Felix Chievrolet, J B. Finch Furniture, Flamingo
Hotel, Folger's Coffee, Footstone, Ford I)valers,
Foremnan & Clark, Fortnizhit Magazine, Fritos.
Galien Kamp Stores. Gibraltar Savings & Loan,
Gough Induxtrics, Graybar Electric, Grayeson's,
Gledhil Dodge, Grecne-iialdeman. Handy Spot,
Heims Bakeries, {lemet Pa king, 1lo Maid Bread
Mlx, llouse of Nine, 1luh & Rex Furniture,
ITunt Transfer. Xdeal Mortzage, Interstate 3ak
erler  Jaffe Publications. Jai Afai Games. Fd
Jamves Buick  Ken'« Restaurant, Les Kelley
Ford, Kermin Foods, Kern Foods, Kiay's Furni-
tnre, Kieen King. Langendorf Baking, Lansdale
Parm Ectates, L B Ilair Oil. .o al Lean, l.os
Angeles News, Lubal, Lyon Van & Storage.
M. Curthy l.incoln Mircury, F. A. McKenzie
PFord, Ma millan Oil, Mac'as Kupergloss, Maier
Brewing, May Co., Mstropolitan Savings &
Lonn, Mary Ellen Jams, Leo J. Mevberg Co.,
Louts Milani Foods, MiraMar Regtanrant, Mis-
¢lon Puk. Northrop Aireraft. O'Keefe & Mer-
ritt, Orange Julius, Oven-Off, Owl Druz. Pacific
Citrus I’rod-+., [P’acific Soap, Pacific Tel. & Tel.,
Pap«rmate Pens, Pavo Turkeys, Pep RBovs, Pico
Rivera Bldg. & Loan, Pine View Lodge, Pomona
Paper Prod Reader's Digest, Reliabie Mortzage,
Rendezvous Ballroom, Republi- Van & Storage,
Rheem  Mfz., Rohr Aireraft.  Sally  Shops,
San ‘hez Studchaker, Seaboard Finance, Security
Paints, Serviteria, Shearwater. Simple Nimon
Ples, Shedd Iartusch Foods. Skycoach, W. & J.
Sloan, Snow Canuing, Ro. Catif. Sports Car Rac-
Ing Aesn., Speedwriting, Sturdy Dog Food, Sues,
Yoong & Brown. Television Serviie of I..
Tiulamook Cheese, Ruy Thomas, Thriftimart-Fitz.
slmmons Stores, Town Talk, Trailer Coach .Assn.,
The Traifs Restaurant Union Mortgage, Union
0il, Union Pacific. United Western Distributors,
Von's Grocery. Waullich’s Music City, Walsco
Electronics, A. C. Weber & Co., \Western Amuse-
ment, \Westinghouse, West Coast Packing, West-
ern-1lolly, Wildroot, \illard Tablet, Williams
Chevrolet, Zeeman Clothing.

For Coverage, Impact and Dollar Value,

KBIG is The Glant Economy Package of
Southern Callfornia Radio.

$STUDIOS IN AVALON | GIANT

10,000 WATTS
a1 740

AND HOLLYWOOD ECONOMY
= = PACKAGE OF

B SOUTHERN

CALIFORNIA

\ > RADIO
x/\./\.[ e g S L N N N

The Catelina Station
John Poole Broadcasting Co.
KBIG . KBIF . KBID-TV . KBIC-TV

8540 Sunset Blvd., Hollywood 28, Calif.
HOllywood 3-3205

Nat. Rep. Robert Meeker Associates, Inc.

6

I'imebmye
a0 Work

Williom T. Tieman, Atherion & Currier,
Vew York, feels standardization of station rate
cards for both radio and tv would cut a timebuyer’s
work considerably. “As it is,” he cxplains, “some
stations have same rate day and night, others three
or more rates. Some guarantece their rates for a
year, others don’t. Now if radio stations standardized
their rate cards, a national spot radio campaign
would be both easier to set up and easier to

sell to a sponsor.” Among his accounts. Eno’s
Fruit Salts, Scot’s Emulsion, Cuticura.

Norine Freemaw, media director of Yambert,
Los Angeles, says that minute participations in
women's programs do the most effective job for her
Gallencamp Shoes account, since most of the sales
volume is in women’s and children’s shoes. “Besides
Y0 announcements @ month over various California
stations,” Norine explains, “we also use daily
153-minute Negro and Spanish shows on KOWL

to cover the los Angeles area.” On the air since

1 Septemmber, the client has been so satisfied

he's renewed schedules through 195%.

Edwcard A. Foute. Ruthrauff & Ryan, New
York. savs that the combination of early-morning
and late-afternoon radio announcements during
designated months plus year-'round 20-second tv
films in Class A fime gets top results for Sun 0il Co.
“IFith our radio announcements we reach the

car owners on their way to or from work,” Ed
explains. “Our top tv program adjacencies in 60
markets assure us the maxirnum viewing audience.
e chose adjacencies ranging from strictly male-
appeal to familv-type programing.’

Frances Velthays., VclCann-Erickson, New
York, likes nighttume te {.0).s as a means of
getting more clients into choire tv time. “But,”
savs she, “the use of these shorter commercials
definitely makes for creative and production
problems due to varving formats, even though
much progress has been made in standardization of
mechanical requirements for these ‘quickies” On
the other hand, she adds, there's still room for
improvement in eliminating confusion and high
production costs. Among her accounts is Pertussin.

SPONSOR
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a8

IN ‘““THE PULSE OF GREENSBORO’ REPORT

Previous opinions now proven facts in this survey

Bob Poole is established as the top radio personality in Greens-
boro. ““Poole’s Paradise' is the favorite locally produced early morning

show by a wide margin.

WBIG is the station local listeners tune in most. .. morning,
afternoon and evening ... to hear a carefully balanced program of

our own plus network shows.

In popularity, WBIG is a 2 to 1 favorite when its rating is com-
pared to the combined average of all Greensboro competition.

We will never be satisfied with less than the No. 1 spot.

Contact Hollingbery, our national repre-

8 FEBRUARY 1954

sentative . . . get the revealing facts from
“The Pulse of Greensboro'’ report.

b 284 Yoar of Broadeasting

CBS AFFILIATE | 5000 WATTS
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Busy Market...

If you want a picture of the business going on in the front
of the store, glance at the cartons out back. By and large,
they’ll be these, the brands you’ve heard about most.
They’re all on CBS Radio And they’ve been there, on the

average, eight years...where America listens most:

THE CBS RADIO NETWORK

]
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“An even smarter
buy in 541"

REPRESENTED NATIONALLY BY:
George W. Clark, Chicago, N. Y.

Daren F. McGavren, San Francisco

Dora-Clayton, Atlanta,

OR WRITE

KOWL, Pico at the Occan

Santa Monica, Calif.
TExas 0.5152; DUnkirk B.5800
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SPONSOR invites letters to the editor.
Address 40 E. 49 St.,, New York 17,

FILM REVOLUTION?

We are greatly indebted to vou for
thie wonderful story on Vitapix in your
January 11 issue, “Will Vitapix create
tv filis revolution?™ [page 42], and,
on bhehalf of the company, 1 want to
eaApress our appreciation for the most
complete and accurate story on the
company that has heen published to
date. We especially appreciate the fac-
tual manner which the writer used and
vour taking the editorial responsibility
on yourself for some conjectures as
to our future operations.

We have liad so many requests for
information about Vitapix that this
article answers that we are <ending it
to a great many of our friends who
have wanted to kuow more about the
company. | am sure that the article
will do Vitapix a great deal of cood,
and Boly Worinhoudt and I thank you
for an excellent job.

Fraxk E. MULLEN
President

Fitapix Corp.
New York

RADIO PROMOTION

I can’t resist writing you a note to
compliment you on the fine job that
SPONSOR is doing in promoting radio.
Your recent editorial, 1934 can be
radio’s biggest.” (28 December 1953,
page 100]). and your comments in the
January 11 issue. “The hidden audi-
ence,” [page 104], were particularly
outstanding.

We certainly appreciate this kind of
support and thought you would like to
know it.

Jony KaroL
Vice President in charge
Network Sales

CBS Radio

Once again you have doise a most
interesting report on the results of the
Politz study for 11 Christal stations
“Who listens . . . where . . . when. . .
why.” 1+ December 1933, page 36].
as well as the report on how «ix clients
use spot radio [“12 big spot clients:

how they use the medium,” Part one,
14 December 1933, page 30].

I have read both of these with a
great deal of interest and would again
like to distribute these to some of our
prominent advertising wmen in the city
Will you please send along 100 of
each?

I am sure if we continue to feed
this sort of literature to advertising
people they will realize that radio is
far from dead.

Fraxk G. REvoir
President
WAGE, Inc.

Syracuse

® Repelnts of “Who llstens* and *12 big spet
elients: how they use the medlum,*” Part one, are
20¢ apirce, Quantity pelees on request.

PROVED CIRCULATION

The popularity of SPONSOR was rather
forcefully called to iny attention by
your January 11 issue.

Under your “New and Renew” de-
partinent, my former affiliation is listed
as WCAN, WCAN-TV, Milwaukee, and
my new affiliation as New York busi-
ne:s manager of WTVI, Belleville-St.
Louis. This has created considerable
embarrassment as | am still very much
associated with WCAN and WCAN-
TV. Under my new setup I am acting
as national rep for the Milwaukee sta-

tions and, in addition, I am handling
New York business matters for WTVI,
Belleville-St. Louis.

I would suggest that you personally
call up every timebuyer in New York
advising them of your error, or. now
that you have proved your circulation,
maybe an insertion in your next issue
will serve the same purpose.

ALEX RoseExmax
New York

NEWSPAPER STRIKE

The article on, “What happened on
the air when N. Y.C. newspapers went
on strike,” is a fine thing [28 Decem-
ber 1953, page 30].

Please quote price on reprints for
100. 200 or 600. That's what I like
about sPoNsOR—vou go to work and
come up very quickly with a story that
is still news. Keep it up.

' JoE MivLsop
WCPA
Clearfield, Pa.

® No repelnts of the steike story are avallable,
Extea coplea of the 28 Decembee lasue cost 50¢
apleee. Cost for 100 copies would be 25¢ apicce.

SPONSOR

Y
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Sources on request
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KNX RADIO
IS RAISING
ITS DAYTIME
RATES!

And high time. Since the last increase in KNX daytime rates
(March 1946), the number of radio homes in the Los Angeles area
has increased by 38.8%...and the daytime audience actually

delivered by KNX has more than doubled (up 108.2%).

Small wonder, then, that KNX is raising its daytime rates
effective January 31, 1954. A new rate card, number 13, will be
mailed shortly to advertisers and agencies from coast to
coast. Meantime, you're invited to call KNX or the nearest CBS

Radio Spot Sales office for complete details.

And remember, KNX daytime is better-than-ever time today.
For KNX daytime audiences have increased seven

times faster than rates!

CBS OWNED » LOS ANGELES ¢ 50,000 WATTS KNX

11



You can’t miss

==

TP 5 -

in the BIG, billion dollar Mountain-West market when vou

use KSL Radio. With 50,000 watts of power and top local

and C BS programming, KSI. Radio assures vour sales

message with the biggest™ target in the Mountain-West.

In the Mountam-West the buyv that’s best is alwavs . ..

;{F"#lr ! g’

as definitely proven by

—"'ill- -

Hooper and Netlsen. Ask

g

any C BS Radio spot

salesman tfor detarls.

\ SALT LAKE CITY, UTAH

‘ CBS Radio Network - 50,000 Watts
‘ Represented by CBS Radio Spot Sales

12 SPONSOK



TV BILLINGS

Would you be kind enough to ler
me have a record of the tv billiugs of
the 10 major U. S. ageucies for 19537

If you also have available billings
for these agencies outside of the United
States proper, i.e. in Hawaii, Canada.
South America, 1 should be grateful to
receive details on these figures, as well.

Copies of sPoNsOR on our renewal
subscription are just beginning to
reach us and we find the magazine as
interesling as ever.

J. W. Jackson
Managing Director
Jackson, Wain & Co., Lid.
Sydney, Australia
@ SPONSOR's “Yecareend report™ in the 28 De.
comber 1953 iwcue, page 27, includes a list of
the Top 20 U. S. agencies by 1933 radio-ty bili-

ings. No information on activity onside the U, S,
is available, however.

POSITIVE SELL

I have devoted many years to ad-
verlising and promotion—Dboth news-
paper and radio-—so am quite familiar
with workings and results accomplished
by each. A letter to the editor by Carl
W. Vandagrift. general manager of
WOWO. Fort Wayne. in your Decem-
ber 14 issue motivates this letter.

His final sentence was: “Natural
curiosity, however., demands an answer
to the question: Why Starch reports
for tv (and maybe radio) but not for
newspapers?” I wonder how many ra-
dio folks missed the full impact of
these words! It began long ago and
has continued over the vears while
newspapers sat back and laughed—and
profited. 1 mean the silly idea of audi-
ence surveys and research. The radio
industry as a whole is guilty.

Did vou ever learn of any newspaper
conducting a survey to learn how many
readers saw or acted as the result of
reading the ad or ads of any one store
or concern in a newspaper? Absolute-
ly not. Newspapers are 1oo wise to call
atiention to. or accent. any weakness.
Yet, radio continues to do so. A news-
paper points to the fact that everybody
reads a newspaper, their many features
not on radio. etc.. and if need be, men-
tions their ABC circulation figures. But
they make no effort to pinpoint the
number of readers of any one ad or
series of ads.

They know (as radio should know
by now) that regardless of sincere ef-
fort expended, no such figures portray
the true story. With all respect 1o
Hooper. Pulse, Nielsen and Starch. I,
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for one. believe no survey caun give a
true picture: so why does radio con-
tinue to use such poor, weak :elling
points wlicli only place any salesman
ou the defensive and make potential
buyers skeptical as to value received
for dollars expended?

We in radio have placed ourselves
on a ost unpleasant spot. Let’s get
ofl by forgetting surveys. Everyone is
exposed to radio daily. same as news.
papers. Radio is the hest buy, so let’s
sell positive. Let newspapers make the
surveys.

(Name WiITHHELD)
® While It is trne that newspapere are far less
rescarch-conscions than other media, reports on
newspaper readership of ads are available. Daniel
Starch & Staff, for example, has a newspaper

advertlsing noting service.

REPRINT PERMISSION

Our editorial committee would like
to consider using two tables as pub-
lished i a recent copy of “Radio Bas-
ics” [14 July 1953, page 157]. They
are lables one and 1wo under the title,
“Dimensions  of radio’s audience.”
Could you grant permission to use the
diagram material. adapting some of
the explanation to meet our needs? We
would be glad to use a credit line.

MiLprED GRANDBOIS
Associate Editor

The I'oice of Prophecy
Los Angeles

® SPONSOR is happy te grant permission to
reprint material from the wagazine providing
eredit is given and permission is reqnested in
writing.

TV STATION BREAKDOWN

We are interested in knowing what
percent of the television stations in the
country have kitchen shows: what per-
cent of the kitchen shows are done by
women; and what percent of them are
commercially successful.

[ know this is a tall order but. for
all [ know, you may have this in your
files or know where to cet it.

I would he grateful if vou could have
someone send nie this information or
any part of it that might be available.

Vincent A. Fraxcis
General Manager
KGO-TV

San Francisco

® 62% of the nation’s television station. have
local kitchen shows, almost all of them conducted
by women. 23% have none. The rest have plans.
Facss like this are recorded in the forthcoming
1951 SPONSOR GUIDE TO RADIO & TV STA-.
TION PROGRAMING. Other categories: Farm
programing, Negro. Foreign. Sports. Tv film &
slide spees. and many more—Ilisted station-by-
station, The GUIDE will be available free to
subserihers.

(Please turn to page 110}

RADIO STATION

WS

HUNTINGTON, WEST VIRGINIA
-SERVING 3 STATES ’

“BOSTON
BLACKIE"

NOW

AVAILABLE

for

PARTICIPATING
SPOMNSORSHIP
* *
SUNDAY

thru

THURSDAY

*
10:00-10:30 PM

* *

NATIONAL REPRESENTATIVES

THE KATZ AGENCY

CONTACT

C. TOM GARTEN
STATION MANAGER

5,000 WATTS DAY
1,000 WATTS NIGHT
930 KC

.Y

TELEVISION AFFILIATE
WSAZ-TV
Represented by THE KATZ AGENCY



H@ME//
/

the electronic magazine fi
/




men

HoMEe will be the most practical television
program ever designed for women. True to
its name, HOME will deal with everything of
importance to every woman who has or hopes
to have a home (as well as to her husband).
Beginning March 1—from 11 a.m. to 12 noou,
NYT, every Monday through Friday on NBC
Television, HOME will present the new, the
good, the useful in fashions, beauty, interior
decoration, architecture, food, family affairs,
child care, leisure entertainment, gardening
and anything else that interests women. Just
as in “Your Show of Shows” and “Today,”
NBC has created a totally new pattern for
television.

HOME'S EDITORS are outstanding authorities
in their fields. And behind the scenes will be
batteries of sub-editors ferreting out and
testing HOME’s subject matter. HOME’s
performing editors make up a Who’s Who of
women'’s service experience.

POPPY CANNON, HOME’s food editor, has
been food editor of House Beautiful and
Living. She wrote “The Bride’s Cookbook”
and “The Canopener Cookbook.” ROSE FRANZ-
BLAU, psychologist and human relations col-
umnist in the New York Post, will edit the
family affairs and child care department.
EVE HUNTER, HOME’s editor of fashion and
beauty, comes with plentiful radio and tele-
vision experience in San Francisco and New
York. For HOME’s department of interior
decoration, the editor is SYDNEY sMmiTH, TV
star of the “Swift Home Service Club” and
“Ask Miss Smith.” ESTELLE PARSONS, a grad-
uate of “Today” is roving reporter and “new
brides editor.” (She was married in Decem-
ber). At a later date the editor-in-chief will
be named.

HOME'S HOME is a machine for selling.
It’s a 60-foot rotunda surrounded on its
perimeter by a translucent plastic skin for
front and rear projection or special lighting
and color effects. In its center are two con-
centric, revolving turntables. In its various
stages are a kitchen, a testing laboratory, a
how-to-do-it workshop which can accommo-
date everything from a crochet hook to a
compound lathe, a small garden (with the
richest earth in television.) On the floor will
be three regular television cameras, but high
in the ceiling is NBC’s aerial camera, & re-
mote control camera mounted on a telescop-
ing arm which can cover any position in the
rotunda, giving camera flexibility never seen
before in television.

For displaying HOME’s editorial matter and
advertiser’s products in new ways, some new
devices are needed; like the “tumbler.” The
“tumbler” is a mechanism for handling
heavy objects: for example, to show the con-
struction of an easy chair, the “tumbler” will
whip it upside down, tilt it or spin it effort-
lessly and quickly. Then there is a ‘“picker-
upper,” a mechanical arm which can lift and
unroll a rug or bolt of cloth as easily as you

handle a pack of cigarettes. It will even gen-
tly ripple drapes and curtains if rippling is
In the seript. IIOME can even make its own
weather, At will in a special effects area, it
can produce rain, fog, sleet, snow or hail-
perhaps even sunshine. Some of those gad-
gets may sound a trifle strange, but they are
designed to allow HOME'’s staff the greatest
creative latitude for imaginative staging.

TO ADVERTISERS:

HOME'S PRODUCTS STAR in every program.
The basic concept of HOME is that commer-
cial presentation and program content are
woven in the same fabric. HOME’s spectacu-
lar new staging has a very special advantage
for you. It means that you don’t have to have
special announcers, film commercials or ex-
pensive commercial sets. HOME’s facilities
are at your service. HOME provides the per-
fect mood and setting for selling vour
product.

HOME’S AUDIENCE will be a sereened audi-
ence. Every woman who watches will wateh
because she’s interested in improving her
home, her family life and herself. It stands
to reason, then, that HOME’s audience is
made up almost execlusively of prospects.
And those prospects will see your product
at the best time, in the best setting.

HOME’S ECONOMY is evident in its sponsor-
ship plan. HOME offers eight one-minute
participations per program. As with “To-
day” you may buy one participation or as
many as you want. HOME, then, is a perfect
place for young products, and for limited
budget advertisers who want big time tele-
vision.

HOME’'S CHARTER CLIENT PLAN gives you a
full hour program without extra cost. This
special “merchandising program” can be
scheduled to correspond with the launching
of a new product, a new line or a new pro-
motion. All eight commercials on the Charter
Client’s ‘“merchandising program” are de-
voted to his product. Charter Clients also re-
ceive two more invaluable assets: (1)
exclusivity in their product category in all
HOME programs for the rest of the vear
(2) a color franchise in HOME. To become
a2 HOME Charter Client, you buy 52 partici-
pations, non-cancellable, between March 1
and December 31, 1954,

Your NBC representative has all the details
of sponsorship including the participation
price. He can also tell you more about
HOME’s plans. Suggest vou call him today.

TELEVISION

———

a vervice of Radio Corporation of America
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Yes, in DPennsylvania. 1 buy
covers 3 . .. when that one buy
is WJAC-TV. Johnstown.

Based on October ’53 Hooper
standings. WJAC.TV is . . .
FIRST in Johnstoun
(a 2-station market)
SECOND in Pittsburgh
ta d4-station market)
FIRST in Altoona
{a 2-station market)

If vou want to blanket the rich
southwestern Pennsylvania mar-

ket . . . and do it for the mini-
mum amount of wampum . . .
buy the 1 that covers 3. ...

SERVING MILLIONS FROM 3
TYs ATOP THE ALLEGHENIES

JOHNSTOWN - CHANNEL &

Send up a smohke »signsl or
Get (ull detadle from jour KATZ man;

A
)

— S

AGENCY
1D LIBS

by Bob Foreman

Let's have a chat about money.

Perhaps you've heard: Money i~ the root of all evil. You
can’t take it with you. Money won’t buy happiness.

The foregoing =aws, however. achieved their eminence in
the world of clichés Lefore television. Television, by com-
ing up with a thing called series-on-film, has made it neces-
~ary to rewrite these axioms; to wit:

Money is the root of all tv films. You can’t take it with
vou hut you can leave it with your heirs via residuals. Fur-
thermore, money will buy happiness as I will endeavor to
prove right now.

In other words. the drachma is the prime requisite of all tv
film operations and comes in way ahead of aesthetie and dra-
matic values. Let us examine some cases in point.

You come to me with a pilot film. saying you will provide
me with 38 more films in a series of equal quality. Your
negative eost per film, vou whisper, is $30,000. But if [
purchase a firm 39 shows for use on a network of 60 stations
or for spot buys in 60 markets, you will deliver this series to
me at a cost of only §25,000 per episode. (You are still
whispering.)

Being new in the business, inquisitive as well as naive, I
say: “How come you are doing me this favor, chum? I have
never met you hefore and had no idea of the depth of my
charm. Your pilot film is terrific—just what I need and it has
a name player. Toodles DuFeur. whom 1 never hoped to be
able to afford. How come?™ I stammer blushingly.

You put your arm around me and order another brandy.
Not domestic stuff. The real old liquid direct from la belle
France. “Feller.” vou sav, “don’t worry ahbout my problems;
F'H come out all right on the markets you don’t use and on
reruns. I wanna do you a favor. It's as sumple as that.”

It is a~ stmple ax that and. being as simple as I am, I shake
hands on the deal.

Then things happen. First. I discover vou made this 830,-
000 pilot film at an out-of-pocket cost of $8.000, most of
which you borrowed from vour mother-in-law. The remain-
ing costs were deferred—lab costs. talent costs, director’s
fee (over scale). ete.

It might be worth mentioning here that even if vou had
paid all these charges. they wouldn’t have added up to $30,-
000 hut closer to $25.000. The last 85.000 is a mythologi-

(Please turn to page 68)

SPONSOR




HOOPERS
WhenYou Buy KRNT, Des Moines

HOOPER LEADER MORNING, AFTERNOON, EVENING

75 Firsts, 11 Seconds out of 87 Periods

(Including 3 ties for first and 1 for second)

® KRNT-CBS does it again . . . delivers the BIG audience, according to the latest

Hooper report for Des Moines, lowa (October, 1953).

® KRNT is first in all 23 morning periods. KRNT has

y T — .
t * THE %
REGISTER
23 firsts, | second out of 24 afternoon periods. KRNT o ;:IDBUN[
has 13 firsts {3 ties) and 6 seconds (one tie) out of 20 l STATION
evening periods. KRNT has 16 firsts and 4 seconds

out of the 20 rated Saturday daytime periods.

station that can talk Hoopers! ﬁ

® Talk to a Katz man about KRNT, the only Des Moines

8 FEBRUARY 1954 17




from
16 KW

832 feet ahove
average terrain

channel 4
Very
High
Frequency

In its 15th year—
and STILL GROWING!

On January 4, 1954, WRGB increased its power from 16 KW to
93 KW; its antenna height from 832 feer to 1020 feet above aver-
age terrain, and, at the direction of the FCC, switched from
channel 4 to channel 6. Now transmitting with the maximum
signal permitted by the FCC, WRGB still sells the rich capital
districe, as it has for more than 14 years, plus Northeastern New
York and Western New England. The more powerful signal adds
some 10,000 squarc miles and more than 500,000 people to the

old coverage area that previously delivered 301,750 sets.

The General Electric Station W R G B Represented Nationally by

18

Schenectady, N. Y.

CHANNEL 6

NBC Spot Sales

SPONSOR




+ — IS0

8 FEBRUARY 1954

— ol e

New and renew

New on Radio Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Campana Sales, Batavia, 1lI Wallace-Ferry-Hanly, Chi CBS 174 Julius La Rosa; M 7:35-45 pm; 1B Jan; 52 wks
Dogge Div, Chrysler Corp, Grant Adv, Detroit NBC 201 Roy Rogers Show; Th B-B:30 pm: 2B Jan; 52 wks
etroit

Ex-Lax, Inc, Brooklyn Warwick & Legler, NY ABC 335 Modern Romances; Tu-F 11:25-40 am; 19 )an; in-

| creased sponsorship from 3 to 4 days a wk; also
. new time slot

Minnesota Mining & Mfg, BBDO, NY & Mpls CBS 202 Arthur Godfrey Time; M, W, alt F 10-10:15 am;
St Paul, Minn 22 Feb; 52 wks

Mutual Benefit Health & Bozell & Jacobs, Omaha CBS 207 Robert Q. Lewis; M-F 4-4:05 pm; 20 Jan; 52 wks
Accident Assoc, Omaha

Pharmaco, Inc, Kenilworth, | DCSS, NY NBC 14B Front Page Farrell; M-F 5:15-30 pm: alt days;
N 11 Jan; 13 wks {(alt with Amer Amer Home

Prods)
2 Renecwed on Radio Networks
]

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration

Campana Sales Co, Ba- | Wallzce-Ferry-Hanly, Chi CBS 195 1 Shadel & News; Sat 12-12:05 pm; 23 Jan; 52 wks
tavia, Il

Christia’n Science Publ Walton-Butterfield, NY ABC 30 Christian Science Monitor Views the News; Tu
Society, Boston 9:45-10 pm; 23 Feb; 52 wks

Church of Christ, Abilene, Martin Co, Chi ABC 250 Herald of Truth; Sun 1-1:30 pm; 7 Feb; 52 wks
Tex

General Foods, NY FCGB, NY CBS 100 Robert Q. Lewis; M-F 4-4:05 pm; 20 Jan; 52 wks

Gruen Watch Co, Cinci McCann-Erickson, NY ABC 325 Walter Winchell; alt Sun 9-9:15 pm; 3 Jan: 52 wks

Lever Bros, NY J. Walter Thompson, NY CBS 187 Lux Radio Theater; M 9-10 pm; 4 Jan; 52 wks

National Broadeast Sales Executives

NAME

FORMER AFFILIATION

{See page 2 for New National Spot Radio and Tv Business)7

NEW AFFILIATION

Samuel . Abelow
Howard Anderson
Addison Armor
Ralph M. Baruch
Elisabeth Beckjorden
Chester T. Behrman
George A. Bernstein
Charles W, Besosa
John H. Bone
Richard P. Buch
Lawrence H. Buck
Robert P. Canavan
W. Richard Carlson
Lindell Christell
Edward Codel

Bruce Collier

A. H. Constant
William N. Davidson

Mitchell DeGroot
Jack Denninger
George Dietrich
William P, Dix
Jack Dubberley
Eldon Durand
Neal |. Edwards
Joseph B. Elliott
Leonard Evans
Louis Faust
Robert Feiner
Donald F. Fischer
Alvin G, Flanagan
Bob Franklin
George H. Frey
Don Frink

Jack Fritz

David Froh

John Geddes

H. J. Grenthot

Mark Griffin

William D. Hamilton
Jerome B. Harrison
Edward E. Hewitt

CBS, NY, adv, sls prom dept

WFAA-TV, Dallas, film dir

Lang-Worth Feature Progs, NY, regl sls mgr
Consolidated Tv SlIs, NY, acct exec

O. L. Taylor, NY, chg publicity, prom & research
WEHT, Henderson, Ky, prog dir

WOL, Wash, DC, station mgr

A. C. Nielsen, NY, client serv exec

WLW-TV, Cinci, sls mgr

Consolidated Tv Sls, Atlanta, southeastern sls mgr
Du Mont, NY, sis stf

MCA, NY, sls rep tv synd dept

WLYC, Williamsoport, Pa, gen mgr

GE Supply Corp, Omaha, adv, sls prom mgr
Katz Agency, NY, tv dir

WMAL-TV, Wash, DC, sls acct exec

KONA, Honolulu, mgr

NBC Radio Spot Sls, NY, natl mgr

ABC, NY, chg adv, prom

Blair-Tv, NY, acct exec

NBC Spot Sales, NY, eastern radio sls mgr

WTAM, Cleve, sls mgr

KLMO, Longmont, Colo, pres, gen mrg

WNOE, New Orleans, prodn, mdsg dept

WTTG, Wash, DC, sls mgr

RCA, NY, vp

Negro market consultant

H-R Reps, NY, acct exec

20th Century-Fox, stf member

WQAM, Miami, prog dir

XETV, Tijuana-San Diego, Cal, prog, sls dir

KCW, Portland, Ore, prodn mgr

NBC TV Net, NY, vp, dir sls

Shupe Food Brokerage Co, Honolulu, exec

Lever Bros, Pepsodent Div, NY, prod mgr, Shadow
Wave

WILS, Lansing, Mich, prog dir

Edward Petry, NY, acct exec

Katz Agency, NY, asst treas

ASCAP, Northwest branch mgr

ABC Radio, NY, eastern prodn mgr

ABC TV, NY, acct exec

Movie Adv Bureau, United Film Service, west coast
mgr

BAB. NY, asst dir local prom

MPTV Feature Film Div, Dallas office acct exec

ABC Radio, NY, dir prog sls

Same, eastern sls mgr

MPTV, NY, publicity-publ rels stf

Same, dir tv opers

WLIB, NY, sls mgr

Same, acct exec NTRI

WNEM-TV, Flint, Mich, gen mgr

CBS TV Film Sls, mgr Atlanta office

WABD, NY, acct exec

ABC TV Sis Dept, NY, mkt coverage specialist

Same, vp

May Bdcstg Co, Omaha (KMTV, KMA), natl sls stt

Same, bd of dir

MPTV Film Synd Div; Dallas, sls mgr

KAFY, KAFY-TV, Bakersield, Cal, mgr

NBC-owned Cleve stns (WTAM, WTAM-FM,
WNBK), asst gen mgr, dir radio-tv sls

ABC TV Net, NY, dir adv, prom

Same, eastern sls mgr

Same, natl radio mgr

WOR, NY, sls mgr

KLZ, Denver, sls rep

Same, prodn, mdsg mgr

WMAL-TV, Wash, DC, sls mgr

Same, exec vp chg new Consumer Prods Div

Natl Negro Net, NY, pres (40 E 51 St)

John Blair, NY, sls stf

MPTV Feature Film Div, Dallas office acct exec

WCBS, Miami, prog mgr

KCOP, LA, asst mgr

Same, prom mgr

Same, vp chg tv net sis

KGMB, KGMB-TV, Honolulu, mdsg coordinator

Biair-Tv, NY, acct exec

Same, stn mgr

WNEW, NY, acct exec

Same, bd of dir

KGMB, Honolulu, acct exec
Same, eastern prog mgr

Same, eastern sls mgr

MPTV Film Synd Div, SF, sls mgr

4
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(Continued next page)

In next issue: New and Renewed on Television (Netiwcork); Adreriising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases)

Numbers after names
refer to New and Re-
new category

Ed Codel
H. J.
AT

A.

19
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New and renew |

National Eroadeast Sales Executives (cont'd.)

NAME

Jay Hoffer

R C Hughes
Wallyce Hutchinson
Wallis S vy
Frederick Jacobi jr
And:ew P Jacger
Juhan M Kaufman
John | Kehoe

R Dawid Kimble
Willyrd L Kline
Wilham M Koblenzer
Elmer W. Lower
William Z. McDonald
John McPartlin
Monroe Mendelsohn
Don P Molony
Harold L. Morgan |r
Fred Morrison
Eugene W Moss
Norman Nelson
lames M. Orchard
Jjohn W. Owen
Charles Philips

John Reced Porterficld
Sterhing C  Quinlan
Willtam H. Quinn
William Ramble
Fdward L. Saxe
Regina Schucebel

Fred D. Shavor

Clenn Shaw

Barr Sheets

Jimmy Simpson
Stanley S. Simpson
Edgar T (Ted) Sisson
Earl Stauffer

Larry Stevens

Donaid A. Stewart

Robert C Walker
Theo. H. Walworth jr
W. Walter Watts
Joseph Wolfman

Harry Woodworth
John M. Wyatt

FORMER AFFILIATION

WICC. WICC-TV. Bnidgeport, Conn, sis prom dir

KEPO. El Paso, acct exec

John Poole Bdcstg Co. Cal, tv prom mgr

] Whilter Thompson. NY. acct exec

NBC Fidm Div NY. feature wrnitee

Prockter Synd Inti, NY. vp chg sls

KPHO-TV, Phocnix acct exec

KCRA. Sacramento. sls mgr

BAB. NY, dir natl prom

KEFO. El Paso, stn mgr. sls dir

Du Mont. NY, dcct exec

CBS TV Wash, DC, dir news

WDSU, WDSU-TV., New Orleans, sls rep

WNBQ Chi. sls mgr

UTP. NY. sls prom mgr

WEHT, Henderson, Ky, asst gen mgr

ABC, NY. vp chg tv prodn services dept

Chicago Bears, pro football player

WABC-TV. NY, prom stf

SCBA. Hywd, mng dir

CBS TV Film Sis. Atlanta office acct exec

Edwara Petry. NY, prom dept

WNBK. Cleve. dir sls

WSEE-TV, Fall River, Mass, gen mgr

WENR. WBKB. Chi. zen mgr

A. C. Niclsen NY. clicnt serv exec

KLAC-TV LA, natl sls mgr

CBS Inc, NY. controll2r

Wyatt & Schuebel, NY, partner

WO'-TV, Ames. lowa. asst dir prog devel

KCCC-TV, Sacramento. asst mgr

KNXT Hvwd. exec

WNAO. WNAO-TV, Raleigh, sports dii, slsman

KCOK, Tulare, Cal, sls mgr

NBC Film Div. NY, assoc dir

Diamond Match Co., NY, mdsg stf

KCMB, Honoluiu. stf anncr

Du Mont Labs, East Paterson, Nj. nati mgr new
mkt devel

WABB, Mobile, Ala, prog dir

NBC Spot Sales. NY, sis exec

RCA. NY, vp

WOKY. Milw. sis mgr

ABC Radio Net, NY, acct exec

Wyatt & Schucbel, NY. partner

New Agency Appointments

SPONSOR
Brownell & Ficld, Providence, Rl

Easte'n Venectian Blind Co,

KPTV. Portland, Ore

PRODUCT [or service] AGENCY
Autocrat cotfec, tea, coffee syrup Kastor, Faneﬁ. Chesley &
ford, NY

Baltimore
Program, adv promotion

NEW AFFILIATION

Curtain, drapery hardware div

WJAR, WJAR-TV, Bridgeport, prom mgr
Same, gen sis mgr

Same, also sis rep KBID-TV, Fresno,
Katz Agency, Dallas office sis stf
Same, press mgr

Sercen Gems, dir NY sis )

XETV, Tijuana-San Diego, Cal, gen mgr
KCCC-TV, Sacramento, sls mgr

Same. dir local prom

KLYN. Amarillo, gen mgr

Same, castern sls mgr

Same dir news & public affairs .
Vitapix Corp, southeastern sls rep. hq New O
MPTV. Chi, acct exec |
Cuild Films, NY, sls prom dir

WTSK-TV, Knoxville, Tenn, vp

Same. vp O comptroller

WTVN, Columbus, O. sls stf

CBS TV Film Sales, NY, asst sls prom mgr
KFWB. Hywd, natl sls mgr

Same. acct exec NY office

Avery-Knodel, NY, mgr sls prom
WOR-TV, NY, sls mgr

WNET. Providence, RI, vp, gen mgr
WBKB, Chi, vp n chg

Same, acct excc NTRI

Vitapix Corp, LA, western sls mgr

CBS TV, NY, vp, asst to pres

Also Natli Negro Net, NY, vp

WTRI (TV), Schenectady, prog dir, prodn
KDYL. Salt Lake City, sls mgr

CBS TV Film Sls, acct exec Chi office
WNAO, comml mgr

KCOK-TV, mgr

Same. dir

KMOX, St Louis, mdsg mgr

KGMB-TV, acct exec

KCTY. Kans City, gen mgr

WNOE, New Orleans, prog dir
WNBK, Cleve, tv sls mgr
Same, exec vp chg new Electronic Prods Diy
Same, exec vp

ABC TV Net. NY. acct exec

Also Natl Negro Net, NY, exec vp

Joseph Katz, Baltimore
Pacific Natl Adv Agency.
land. Ore

Manhattan Soap Co, NY
Parker Pharmaceuticai, Chi
Pollard Bros, Chi

Prepared Prods Co, Pasadena

Dowd, Redfield & Johnstor
Bozell & Jacobs, Chi
Bozell & )Jacobs, Chi
Ross Roy, Hywd

Sweetheart Cosmetics line

Nitocin tablets (to relieve tobacco cravings)

Steel factory equipment

Dixie Fry. Inglchoffer Mustard, also new
type cereal to be introduced

Trade Winds, Pan-Redi trozen shrimp

Pens, domestic advertising

Station promotion

Trade Winds Co, Thunderbolt, Ca
Wwaterman Pen Co, Seymour, Conn
WJAR-TV. Providence, RI

Blaine-Thompson Co, NY
Fletcher D. Richards, NY
GCeorge T. Metcalf Co, Pro

dencz, RI

5 New Firms, New Offices, Changes of Address
n

Alan’s Advertising Agency, Tulare. Cal, new agency formed
by ). Alaa Rinchart, ex-asst to gen mgr KCOK-TV

B own Adv. Columbia, Mo. new address, Miller Bldg; new
dir radio-tv. Fred M. Mullen

[ M Hickersen Inc, 2021 Crand Ave. Des Moines, new ad
aency tormed by consolidition of Blakemore Co, Walter
E. Biattenficld Co, of Des Moines, and ). M. Hickerson, NY

KCCC-TV, Sacramento, new LA office, 1610 N, Argyle Ave
Hywd, mgr George E. Ledell Jr '

KSTM-TV, St Lows, new address 5915 Berthold Ave

Marathon Newsreel, NY, new address 10 E. 49th St

Maryland Adv Agency, Chi. new offices 8 . Michigan Ave

Eve ett A Mitchell Adv. Terminal Sis Bldg. Portland, Ore
new agency '

Irwin N. Rosee Co, NY, new address 510 Madison Ave
rels, tv prodn firm)

Stars Natl. radio-tv reos, NY, new branch oftices a%
Beverly Bivd. LA; 681 Market St, SF

Stromberger, La Vene. McKenzie Adv. new address
Latayette Park PI, LA 57

Venard Inc, 444 Madison Ave, NY, ncw radio-tv station
tirm formed by Lloyd George Venard, cx-pres of (
Taylor; Chi office, 35 E. Wacker Dr, mgr How
Meyers, West Coast offices, Mills Bldg, SF and 297
shire Blvd, LA: mgr Duncan A, Scott

Western Adv. LA. new address 4848-60 Wilshire Blvof
is adding Henry Gerstenkorn Co, mdsg, fd specialis

White Adv. Tulsa, new address 2010 S. Utica St, Tul

Numbers after names
reter to New and Re.
new category
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‘Big Mike is the physical trademark of KFAB —
Nebraska's most listened-to-station

N

1954 is a year-long Birthday Party in the Midwest
Empire. This year is the 100th birthday of Omahaq,
and the 100th anniversary of the organization of
Nebraska as a territory. Everybody in the nation
has been invited to the party, and thousands are
expected in Omaha for the many colorful pageants,
sports events, cultural programs and historical dis-
plays. Naturally Big Mike and KFAB are playing
an important part in the Centennial activities, just
as they always play a big part in farming, industry,
commerce and transportation in the vast Midwest
Empire. Of course you are invited to visit the 1954
Centennial, to meet Big Mike, and to learn first
hand more about one of the nation’s great markets.
Or you can get the Big Mike-KFAB story from
General Manager Harry Burke or Free and Peters.




meer ROB
(Two B’s, If You Please)
THOMAS

He might offer you another
explanation, but to his spon-
sors those two “'B's'" mean
Big Business.

Popnlar music, personalily inlerviews,

frequenl news and sporis reports and
pleasam1  chaner  about  Milwaukee
evenls—1ihar’s 1the C“R.T.” formnla on
Rolil’s mid-morning “Record Shop™
and lale aflermoon 1310 Cluh.” Mil-
waukee loves i1, loves WEMP's ronnd-

1he-clock disc-jockey personalilics.

And so do these national advertisers:
Oxydol, Swan's Down, Omar
Baking, Mautz Paint, Robert
Hall, Wonder Bread, Houschold
Finance, Halo Shampoo, Nesbitt,
Howard Johnson's, Musterole,
Bluetone Fuel Oil and others.

Join 1them and find om how WEMDP
delivers np 10 1wice 1he Milwanhee an.
dience per dollar of Milwankee nel
work s1ations.* Call Headlvy -Reed!

*Bised on latest available Pulse ratings
ard SRDS rates.

WEMP wewp-Fu

MILWAUKEE

HUGH BOICE, JR., Gen. Mgr.
HEADLEY-REED, Natl. Rep.
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Irving Gottheimer

Director of Advertising
Vitamin Corp. of America, Newark, N. J.

The Vitamin Corp. of America has quadrupled its annual sales
in three vears. What boosted sales of vitamins from some $£2 to §3
million in 1950 to $10 million in 19537

“Adverti~sing,” says Irving Gottheimer, VCA’s advertising strate-
ist. “Adverti-ing carried through by point-of-sale merchandising.”

Gottheimer stresses that merchandising clinches the sale. VCA
u<es radio and tv to educate the consumer to the need for vitamins

Rybutol and Juvenal). “But it's the druggist who actually puts
Rybutol in the customer’s hand,” he adds. “Of course, it works
Loth ways. The druggist is more likely to push a product that’s
backed with heavy national advertising.”

With the consumer education angle in mind, VCA’s been increas-
ing its national advertising budget steadily from £1.2 million in
1951 (first big vear in national media) to over 82 million in 1954.

Here’s how this budget breaks down: 6090 into tv, 209 into
radio, 20°¢ into newspapers. But VCA follows no fixed or rigid
ule= i allocating money to the various media. “We spend for a
promotion when we feel the time's right, and the campaign is keyed
to our national market.” says Gottheimer.

VCA’s market? The women. particularly housewives in the mid-
thirties and older. Not that the product is designed for only wo-
men’s use. but because women are main buvers of drug nroducts.

VCA doesn’t believe in waste circulation. Emphasis in tv and radio
like is on women- or familv-appeal shows.

On 23 January VCA’s new tv show went on the air: On Your
Way, ABC TV. Saturdays 7:00-7:30 p.m., starring Kathy Godfrey
(via BBDO). This is a quiz show built around contestants” need for
tunds to make urgent trips.

In 1951. when VCA first came out with Juvenal. a vitamin prod-
vet for voungsters between two and 16 vears of age, VCA launched

he new product with Junior Frolies. a WATV. Newark show. Heavy
nerchandising backing and tv programing aimed at developing the
oungsters” own demand for Juvenal helped soar the product’s sales
rom maodest national beginnings to £§84,000 in the New York metro-
wolitan area alone by it~ second season.

Gottheimer’s own formula for stopping “that four o'clock let-
down™? Riybutol. of course. * Kk ok
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When it’s time to sell it’s

Jeletune “Jime

Here’s a Monday through Friday parti-
cipating program that offers hard hitting,

daytime selling.

Teletune Time highlights music played
by Toledo’s popular Lola Smith at the
console organ and sung by the lovely
and talented Barbara Krall. Novelty
touches are supplied by Lloyd Thaxton
and Sanford, Lloyd’s talking parakeet.

“The Mail Bag”, a regular feature of
Teletune Time, gives a personal touch

which brings the hundreds of viewers

o ¥ , . closer to the inner workings of
Lola, Lloyd, Barbara WSPD-TV,

Teletune Time is an action packed show in a market
now boasting 279,029 television sets. Contact your
nearest Katz agency or call ADams 3175 in Toledo.

AM-TV

TOLEDO, OHIO

Represented Nationally by Katz
TOM HARKER, NAT. SALES DIR., 118 E. 57th STREET, NEW YORK

8 FEBRUARY 1954 2



“AN
INVESTMENT
IN
KNOWLEDGE
PAYS THE
BEST
INTEREST"...

Benjamin Franklin

1s of January 16, 1951

we hare inrvested
65,331,060 TV SECONDS

in the buxiness of television hroad-

casting. Each of 1these seconds has
incrcased our knowledge. Thix we
share with our clients for the henefit
of all concerned.

This knowledge has been built onty
through pioncering. The results?
Some great, most good, a few had.
And each result has contribuled to a
hetler over-all opcration.

Your invesiment in KNBI is an
investment in Anowledge . .. pays off
in audience interest and product sales,

Contact KNBIL, llollywoord or NBC
SPOT SALES.

24

New developments on SPONSOR stories

See: “The video rape recorders what ir
means to sponsors”
*The radio station of the future™

Issue: 30 November 1933, p. 38
21 April 1952, p. 25
0 o | s“hj(-(‘l: The use of tape recording in

programing

‘The ~emi-antomatic radio slation requiring only one man to oper-
ate is now a reality. aceording to Stephen F. Temmer. vice president
ond <hief engineer of Gotham Recording Corp.. New York.

It describiug the operation of KEAR. San Francisco, Temmer
=iy~ the <tation operates with a full «taff dnring regular oflice hours.
But at five o'clork evervbady goe~ home. leaving only one engineer
to keep watch over two tape machines and apparatns for operating
the transuiitter by remote control. Actually. said Temmer, the engi-
neer could go home. too. but he hangs around to make sure the
tape machines don’t break down and to meet FCC regulations which
require an engineer on duty.

During the day the KREAR stafl records the nighttime programing;
on one reel of tape they record music, and on the second announce-
ments. ~tation breaks and commercials. A high-pitched tone. which
the human ear can’t hear. is recorded on the first tape at certain
intervals. When the tone is reached. it automatically stops the music,

tarts the second tape with it= commercials. The same principle
operates in reverse to start the music again.

During 1953, Temmer said. almost Y07¢ of all L. 5. radio shows
were recorded in advance. in whole or in part. He predicts that an
«ven greater percentage of programs will be tape recorded this year.

e added that tape programs will be placed on stations on a spot

rather than network basis. * % *
See: “Negro Market Scection™
“pP.st
Essue: 21 August 1953, p. 65

> October 19530 p. 18

Sltllj(_‘(’l: Negro programing on a <xiudicated,
network basis

Two weeks ago the National Negro Network began broadeasting
it~ first daily program. It was a good beginning; Pet Milk and
Philip Morris have signed to sponsor the show, Story of Ruby Valen-
tine, and have one-year contracts. The first program series to be
aimed at a Negro audience on a national basis. Ruby I'alentine is
heing broadeast over 40 <tations which specialize in full-time or
part-time N\egro programing. Two-thirds of the stations are in the
South. but the major Northern \egro market<—Washington. Balti-
more. Philadelphia. New York, Detroit and other hig cities—are
alzo covered.

The new network. which uses transeriptions rather than telephone
lines (as does the Kevstone Broadeasting Svstem). is headed by
President Leonard Fvans, \egro market consultant: Jack Wyatt,
excentive vice president. and Reggie Schuebel. vice president (part-
ners in Wyatt & Schuebel), Evans said tv had litile effect on “the
radio-minded Negro audienee. Now. with NNN. the average Negro
no longer will be confined to behop music and quartets singing spirit-
uals. We will give him the best in radio programing on a national
scale. and emphasize realism. informativeness and artistic and tech-
nical perfection.”

Fxans reported two other programs will soon be released: Cathy
Stewart starring llilda Simms (set to debut in mid-March) and
It's @ Vvstery. Man. with Cab Calloway. Other programs planned
for 13 million Negro listeners include news. sports, drama. panel,
quiz, variety. music and commentary, Ruby alentine is a 15-minute
five-dav-a-week <oap opera starring Juanita Hall. * k%
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MICHIGAN

FT. WAYNE

/NLDIANA

 /NDIANAFPOLIS

VEIRO\Y  »

-
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FORT WAYNE

INDIANA’S ONLY FULL-TIME 50,000-WATT RADIO STATION
COVERS 20 ADDITIONAL COUNTIES
1,700,000 MORE PEOPLE

Here’s complete coverage of 69 counties in one
of the Midwest’s richest farming areas. With
a 5-fold increase in power, WOWO’s new
quarter-million-dollar transmitter now reaches
3,701,600 people—including those in Indian-

apolis, Ind., and Toledo, Ohio. This dominant
coverage with greater intensity and clarity
than ever before 1is yours for audience action.
Another great example of Westinghouse’s con-
tinuing faith in radio!

WESTINGHOUSE BROADCASTING COMPANY, Inc. oo,
WBZ - WBZA « KYW - KDKA - WOWO . KEX « WBZ-TV « WPTZ i@:

National Representatives: Free & Peters







No coverage is more complete than a blanket
of snow. And many advertisers say the closest
thing to it in broadcasting is the coverage
Storer stations provide in Detroit, Toledo,

Birmingham, Wheeling, Miami, Atlanta and San Antonio.

STORER BROADCASTING COMPANY

WSPD-TV WIBK-TV WAGA-TV KEYL-TV WBRC-TV
Taledo, Ohio Detroit, Mich. Atlonte, Ge. Son Antania, Texos Birminghom, Alo.
WSPD WIBK WAGA KABC WBR( WWVA WGBS

Toleda, Ohic Detrait, Mich. Atlante, Go. Son Antonia, Texas Birmingham, Ala. Wheeling, W. Va. Miami, Flo.
NATIONAL SALES HEADQUARTERS:
TOM HARKER, V. P., Nationa! Sales Directar BOB WOOD, Midwest Natianal Scles Mgr.
118 Eost 57 Street, New Yark 22, Eidorado 5-7690 ¢ 230 N. Michigan Ave., Chicage 1, FRanklin 2-6498
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Represented Notionally by CBS Radio ond Television Spot Soles

_

’ The Radio-TV Services
of the Jefferson Stondord
Life Insurance Compony
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CHARLOTTE

N. C.

The signs of Charlotte are signs of a market
bigger by far than city population indicates.
Take air traffic, for example:

In air passengers per thousand population, Charlotte
ranks fourth in the nation, surpassed only by Miami, Dalla]
and Atlanta—surpassing such air travel centers as

Washington, Kansas City and San Francisco-Oakland.

Charlotte's bulging, pre-war air terminal gives way
to a plush, new $1,500,000 terminal building due for
dedication this spring.

Such busy-ness cannot be accounted for alone by the fact
that there is no rival commercial airport for 60 miles
in any direction but only by the additional fact that [
this 60-mile area is densely populated with prosperous
people who depend upon Charlotte for air travel
and myriad other services, including— L

—Radio and television. Charlotte’s great area stations |
WBT and WBTV unite hundreds of populous textile |
communities into one integrated market ranking

in the first 255mc|rk'ets of the nation. ]
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RADIO DELIVERS 1,012 people per $ spent. ..

TV DELIVERS 391 people per $ spent...

MAGAZINE§ DELIVER 337 people per $ spent. ..

t And NEWSPAPERS DELIVER 213 people

Source: BAB, CBS Radio

Why are radio rates low?

Broadeasters feel they let opportunity to raise rates slip through

their fingers after World War II. The reason? Too many fears

A recent story on advertising expenditures in the ad-
vertising column of The New York Times noted that ra-
dio’s dollar volume was “unexpectedly” up 4.3% in 1953
over the year before.

Just why this increase was unexpected was not explained.
It was certainly not unexpected to the radio industry and
those close to it.

But the increase, obviously, was a surprise to those con-
vinced that radio is on the way out.

This radio-is-dying psychology has been the despair of
broadcasters during the past few years. They believe it
has not only scared away advertisers who could put radio
to good use but has been a powerful factor in either forc-
ing rates down or preventing them from going up when
economic logic dictated increases. 7
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In this article, based on weeks of conversations with
both buyers and sellers of radio, sPONsOR takes a broad
look at the reasons why broadcasters, as well as advertisers,
feel radio is an unparalleled buy. But more than that it
reveals for the record what the slings and arrows of out-
rageous fortune have done to radio’s rate card. especially
the networks’ prices.

In discussing the logic (or lack of it) in radio rates,
broadcasters often start off on this tack:

Advertisers might now be paying 10 to 20% more fc
radio—and accepting this higher level without compla
—were it not for a series of historical developments
and before, World War 11 which made the radi
slow to raise its rates when 1t should have done s¢

Why didn't it?

29



4 AGES OF RADIO AND HOW THEY OPERATED TO KEEP THE RATE CARD LOW

i

7<‘-/1’: fﬁ‘ At

EASY-SALES ERA (1937-16)

The halcyon days of radio. Stations were relatively few; there

was business enough for everybody and relatively little concern

about rates. Anti-trust atmosphere tended to dampen rate hikes

| TV-SCARE ERA (STARTING 1918)
Advent of commercial video shattered radio's faith in future
temporarily. Aggressive selling attitude faded, radio failed to

| capitalize on the extra-set and out-of-home listening trends

Right after the war product-starved consumers were in
a big buying mood. Radio was booniing. Not only were
consumers replacing old, worn-out radios in record volume,
but the number of new radio homes was growing at a
fast pace.

The cost of everything was rising. The boom led to in-
flation. Newspapers and magazines openly raised rates
on the basis of increased costs. Radio pushed through
moderate increases but, by and large, held itself in check.
Why?

There were many reasons. One of the most important
was a new FCC concept. The government agency was ap-
proving new stations by the hundreds. Radio <tations on
the air went from 940 in 1916 to about 2,500 today.

This new FCC policy called for radio service to every
community in the land without regard to its ability to sup-
port the number of stations the FCC granted.  Those who
attended FCC hearings hoth before and after the war were
struck by the new emphasis in FCC thinking. During the

30

. MANY-STATION ERA (STARTING 1916)

| Liberal FCC policy toward new stations raised total from 940

| in 1946 to 2,500 today. Fear of competition, as well as fear
of economic slump, held rates down though radio was growing

5 1<
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NET RATE-CUT ERA (STARTING 19351)

Spearheaded by ANA and such clients as P&G, advertisers
forced network rate cuts in ‘51, '52. Local rates affected also
though spot growth made stations resist announcement rate cut

30’s the FCC was concerned with practical economics.
Would the market’s purchasing power be able to support
another station? If not, the would-be broadcaster was
turned down.

But by 1946 the FCC’s greater concern was to provide
competitive programing in the public interest.

The established stations, not sure what this new com-
petition would mean, acted cautiously on the rate issue.
Many felt no pressing need to raise rates, anyway. They
had been making a lot of money. They could afford to
make a little less. Unlike newspapers and magazines. radio
was not saddled with heavy plant and equipment charges
and its operating costs were largely kept under control.

Besides. radio’s customers were not accustomed to being
told that rates would have to e raised because wage in-
creases or the cost of coal made it necessary. Radio adver-
tisers were asked to understand only rate increases based
on bigger audience or increased power.

The fear of competition was reinforced by other fears.

SPONSOR
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Broadeasters are ashamed to adwmit it now but some of
thein were alratd of a dﬂ]:qu-.-i.-'inil. or wira \\'ailing for many
of the new stations Lo fold. Dire predictions of impending
Faitures for humdreds of new stations (or old ones unable
to meet the challenge) were frequent.

Tlien there were fears of new technical developments—
even before these developments matured into full-scale com-
petition. Some of them, like facsimile and fm, never did.
Tv eventually did, of course, but broadcasters emphasize
that videa acted as a brake on rising radio rates even
Lefore it hecame a commercial fact.  When the prophetic
voire of RCA’s David Sarnoff advised NBC's affiliates in
1947 thal now was the time to get into tv. it seemed to some
that the knell of doom had indeed struck for radio.

Same of the factors acting as a deterrent to increased
radie rates are not easily definable. A rep executive with
long experience in the radio business told spoxNsor:

“Take the case of a good-sized market with a dominant
newspaper which owns a dominant radio station. The
markel has the usual complement of network stations plus
one or lwo independents. Naturally, the newspaper is the
chief consideration of the publisher. 1t grosses more than
the station. has a more impressive tradition and has great-
er meaning in his life.

“Being dominant. the newspaper-owned station sets the
rate patlern in the market. But its rates may have been
lield back because it was doing well anyway. because the
ad department of the newspaper so requested. and for other
such reasons. The other stations obviously find it hard to
raise rales i the dominant station keeps rates pegged at
the same level.

“This situation, though not too widespread, was a factor
in helping keep rates down after the war.”

One analyvst long familiar with radio told a sroNsor
editor: “1 find an inferiority complex among radio people.
It muy have something to do with the backgrounds of
station managers. Or maybe radio people don’t consider
themselves as big business. Or mavbe it's because they
don’t have that long continuity of tradition that newspapers
have.”

The sum of all these factors appears to have dulled ra-
dio’s selling and promotion in the crucial postwar years.
Radio was hampered by the lack of network unity as well
as station unity. The webs and stations sold themselves,
but thev didn't sell radio. There was nothing to compare
with the general media presentations put out by news-
papers and magazines.

‘I'his situation is being remedied by the growing aggres-
siveness of such groups as BAB and SRA. But there is still
fertile ground to plough and there is still much that indi-
vidual stations can do. One medium-sized Pennsylvania
ageney complained to spoxsoR that it has been almost
hegging for a genuine radio presentation for almost a year.
And it still hasn’t gotten one.

As an example of weak promotion and selling. broadcast-
ers pinpoint this fact: Radio was slow to capitalize on the
dizcovery that. even before tv. listening in and outside the
home was spreading out. There were plenty of secondary
bedroom and kitchen sets in the late 40's (as SPONSOR,
probably the first to do so, persistently pointed out dur-
ing that time). And when America’s increasingly prosper-
ous family bought an automobile after the war, nine times
out of 10 it bought a radio with it.

8 FEBRUARY 1954

Radio krew, in a rough way, what was happening. But
it told its advertisers with a generons wave of the hand that
secondary and auto sets were just velvet, They're free,
gratis, no charge. Actually, radio didn’t know mnch about
listening on these “bonus™ sets, After all, if radio was-nt
charging for them, why should it pay to nieacure them,
or be concerned how they were measured?

And so radio’s chance for a higher rate hase went down
the drain. When the rate cuts did come, say the radiomen,
they were thus cut from a level that had been too low in
the pre-tv cra to start with.

In evaluating rates today one of radio’s strong argu-
ments is that it can reach the consumer more cheaply than
any other major medium. While comparing media costs
can lead to treacherous mathematical shoals, the advertiser
who wants or needs such a comparizon will usually be told
by his researchers that radio will deliver his message at a
rock bottom cost-per-1,000.

A research executive at one of the top 10 agencies tokd
spoNsoOR: “There is no question in my mind that. among
the major media. radio is still the cheapest way to reach
people.”

A media analyst at another top 10 agency said: “In
terms of a good workhorse medium, able to reach people
at low cost, radio has ahwavs been a good buv. | don't
think there’s any dispute about that.” While the agencies,

(Please turn to page 122)
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WIHY ARE RADIG RATES LOW?
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How much should an ad medium charge?

it

That’s a question that won’t find a rcady

Tt
ith

answer at even the largest ad ageneics, for
the value of one medium vs. another s

Hin 0N

unmeasurable. That radio is eonsidered

the ““cheapest’’ of the major ad mcdia s

e

both a eompliment and an insult. .1 com-

pliment beeause it represents a bargain

buy: an msult beeause radio rate levdls

have been too long based on sloppy selling,

1l

soft business taeties, and fears. In the
artiele on these pages SPONSOR uncovers
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the eyeles and trends that have ecom-
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bined over the past 15 ycars to depress
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radio rates. The study is useful for
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sevcral reasons: (1) It explains factually
why radio. gencrally spcaking is a bargain _

I

buy for the advertiser; (2) it gives a
little-known listory of radio rating phi-

I

losophy. To cvery sponsor and his agcney
we say : Read this onc earefully.
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How o oef the most out of haseh

National Boh puts 8079, of ad budget in tv. radio.

" " ashington. D. C.'< only local elec-
tion last year was conducted by a heer
company  and 1t pulled more than a
million ballot~,

The elxction was to name the favor
ite plaver on the Washington Nationals
ball club and the winner, as any W a<h-
mgton fan can tell yvou., was center
fielder Jim Busby, But the real prize
went to the sponsor of the Washington
Nationals baseball broadeasts and the
favorite plaver election. National Brew
ing Co.

For a relatively small expenditure,
National Brewing got:

o |Inereased mterest m the teamr and
hence in its broadeasts due to the pro-
fesstonally dvnamic hoopla attending

ATION

NATINr\l_aL -

L
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o

Norman Almony, Boh's
ad mgr., has seen firm
grow rapidly under im-
pelus of effective sport
sponsorship year 'round

the favorite player election,

o Domt-of-sale impact of the most
attention-catching kind through ballot
boxes |)|u('(‘(| in taverns and retail
stores,

The whole promotion added up to
intelligent use of radio and television
haseball sponsorship a- the keystone
for an advertising-merchandising-pro-

Contests and other prom

motion parlayv. National’s approach s,
one to do some thinking about if you
now sponsor or are considering buying
baseball—minor league or major.

Promotion. however, is not the only
way in  which National Brewing
squeezes the most out of baseball spon-
orship. The company also takes these
two mmportant steps:

1. It expands outward from the
market in which it sponsors haseball
to cover surrounding territory as much
as several hundred miles away with the
radio ballcasts—and does it without
spending an extra cent,

2. It maintains the continuity of ad-
vertising pressure and fan interest by
carrving awav-from-home as well a=

One mi"ion peop'e Voted in Boh's election to name Nats' favorite player. Below, ballots brought on field before name |
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onsorship

nﬁle’ extra fan excitement

|

honie games, and on a live basis.

Though National Brewing uses every
means of adding to the punch of radio
and tv. it’s not one of those companies
putting a limited sum into the medium
and trying to spread the dollars with
gimmicks. National actually i1s one of
the major spenders proportionately
among U. S. brewers. It puts about
80% of its budget into radio and tele-
vision and traces much of its rapid
growth in the past five years to results
from heavy tv sponsorship year 'round.
The company has shot up at least one-
third in sales over the five years since
it has had tv.

National Brewing’s advertising man-
ager during recent years has been Nor-

man >, Almonv. Itz azency is Kenvon
& Eckhardt. New York.

Although National Brewing’s 1953
baseball approach shows the experi-
ence of a veteran, the company never
had actually ~ponsored baseball broad-
casts until last season. Wrestling. local
variety shows and packaged f{:re had
been its previous programing.

The company has been bottling beer
since 1885 from headquarters in Balti-
more. It has two brands, National
Bohemian and National Premium. Pre-
mium has a limited ad budget and cur-
rently is using newspapers and maga-
zines. It just started sponsorship of
! Led Three Lives, WBAL-TV, Balti-
more. [ts a higher-priced brand
which has distribution in markets as
far away from Baltimore as Los An-
geles and Chicago. Boliemian. on the
other hand. is a popular-priced beer
sold regionally in Maryland, Pennsyl-
vania, Virginia, West Virginia. North
Carolina, Delaware, Florida and the
District of Columbia.

It’s National Bohemian that is the
heavy advertiser. Bohemian — belter

{Please turn to page 116)
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Bill Veeck, former Browns owner, says Jerold
Hoffberger, National Brewing president, is one
of three men most responsible for bringing
team to Baltimore. Even in wintertime brewer
is active on radio, tv, in newspapers. Ad above
is part of Boh's current campaign to excite

LETS BEAT MITWAUKEE!

$ore buttar thae 104, £0t theke sootil
b Lappid buih bearmm 1 1

KATIONAL BOHEMIAN

“O4 bay- what a beer”
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‘“_.I Winner= the sponsor. National Brewing credits tie-ins with baseball sponsorship as having big part in making fans Boh enthusiests

fans, sell season tickets to Orioles’ games
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Using diary technique and new automatic control device, Nielsen h

L;|>l week, veteran rescarchier Are
thur C. Nielsen told the radio-tv indu--
try that he conld come up with a new
local area rating service for radio-t
otie that would give timebusers every-
thing except the Kitchen <ink if the
industry was willing to par for it

With this announcement.  \jelsen
dropped another research blockbuster.

\fter measuring national radio and
tv listening for many vears with the
automatic, patented Audimeter — a cost
Iv electronic mea-uring device—Niel-
sen revealed that his propo-ed new lo-
cal ~ervices would be based primarily
on the use of research diarie~ called
“Audilog=.” These would he filled out
by li<teners or viewers (one diary per
~ct weasuredy. They would then be
“quality controlled™ by Andimeter data
and by data from a new Niclsen device
called the Recordimeter- -a <ort of jun.
ior-erade \udimeter.

Niclsen thu- tossed his Homburg in-
to the local research ring where ~uch
research organizations as ARB. Hoop-

NATIONAL Nielsen ratings use the Audimeter
only, with no human measurements needed

er. Pul<e, Trendex and Videodex have
provided their often conflicting  rat-
ine~ He al-o joined ARB. Hooper and
\ideodex in the use of diaries—a re-
~earc it method the Nielsen organization
has not viewed with favor in the past.
having often claimed that diaries are
~ubject to “considerable human error.”

Nielsen’s main reason for a partial
ahout-face on the subjeet of diaries is

OO 00000000

research
IO

apparently a matter of costz. With a
local human panel keeping a diary rec-
ord of radio-tv shows, the costs are
much lower than those with a local
\udimeter sample. And, unlike the Au-
dimeter. a diary can provide data on
audience composition, long a useful
timebuying tool in pinpointing air au-
diences. Moreover. with Ins new Re-
cordimeter \ielsen feel~ he has found

a wav of compen-ating for some of the
shortcomings of the diary method.

\iclsen’s proposed local ratings
would give admen:

I. A service to measure both radio
and tv using similar diaries and re-
search techniques. The diaries would
be cross-checked for accuracy with the
evisting Audimeter sample. And the
new  Recordimmeter, which acts a< a
“prompter’ will also help to make sure
the diary iz not filled in falsely (sce
explanation next to picture at right).

2. Reports covering at least 30 of
the vountry’s top radio-tv markets, 1o
he issued on a minimum basis of four
times a vear (more, if the industry is
willing to pay the costs). Each report
would cover around-the-clock listening
and viewing in a probability sample
that would include the correct propor:
tion of single and multiple-set homes
(by  Nielsens reckoning). Reports
would cover eight weeks of listening
and viewing.

3. Research methods designed to

LOCAL Nielsen ratings will use diary filled
in by panel members plus new Recordimeter

Advantages: Audimeter is mechanical deiice attached to sets.
It automatically records length of time listened and to what sta-
tion. This trcdures human error to minimum. Person with Audi.
meter in his home rieed only mail tape record of listening to com-
pany bi-weellv. Minute-by-minute, 28-hour record of tuning is
provided. Panel is fixed which is good for establishing long-term
trends. With arvaillabiluy of minute-by.ninute record of tuning,
Nielsen Audimeter figures can shouw flow of audience into and out

of shows. Virtally all ehanee of human error is ruled out.

Disadvantages: Audimeter measures tuming onlyv, not whether
people were actually listening or wewing (though studies hare
shoun set tuned tn generally indicates attention to set), lligh cost
of derice restricts size of sample and has Lept Niclsen out oy local
ratings cxeept in Jew major marlets, Out-of-home listening is
not measured with Audvneter.  Also radio men teel number of
multiple-set homes s sull underplaved in new Nielsen sample.
(Rasically same percentage of muluple-set homes will be passed

over to new local rating seritve using Reeordimeters and diaries,)

34

Adranteges: Recordimeter is simple, cheap. It gives warning to
panel member that it is time to make entry in diary. For tv light
flashes on: for radio lizht flashes on and buzzer sounds. This
warning comes every half hour set is vn. Recordimeter purpose is
to help see that diary is filled out simultaneous with use of set.
not long alter. Device also measures total time set is on. This
provides check. If diary and Recordimeter differ, diary is thrown
out. Thus false listening records can be weeded out. Nielsen

diary, lihe other diaries. vields raluable audience composition.

Disadrantages: New Vielsen method still does not entirely elimi-
nate human element. Panel memlers may be inaccurate in giving
audience composition ficures. Or thev may feel so curious about
presence in home of Recordimeter device and diary that they tune
radio and tr set more than is their usual custom. (\Nielsen has
ways of counteracting this tendency, howerer.) Since Recordimeter
does not record what station is tuned, it can’t giie minute-by:
minute audience flon fizures as in completely automatic Audimeter

system. Audimeters wili be used to check new local ratings.

SPONSOR




rovide area ratings that measure all loeal dialing

Latest Nielsen electronic gadget, Recordimeter, is key to new diary study }

“It looks just like something
dreamed up for George Orwell’s
book 1984,” said an agency research

chief last week as he was shown
the small grey gadget pictured
at right. It was Nielsen’s new
“Recordimeter,” a device which
will be used, along with existing
Audimeters, to cross-check the accu-
racy of diaries submitted by mem-
bers of local Nielsen rating
panels. Gadget is actually a sort
of Audimeter Jr. It has an on-off
switch (which panelist turns “On”
at start of week of diary record-
ing), a Veeder counter (which
records the total amount of time
set is actually on), a flashing light
and buzzer (to remind panelist every

half hour to fill in Audilog diary).

Diary is seen hanging from set.

avoid “short-changing” stations that
reach out beyond the metropolitan
areas in which most of the local rating
services (like Pulse and Hooper) now
do the bulk of their measurements.
Thus, local Nielsen ratings would be
good for a station’s whole coverage
area and give a count on all the homes
reached by a particular program on a
particular station. This would be done.
said Nielsen, by selecting large areas
around metropolitan centers—an av-
erage of 10,000 square miles—in which
to plant the Nielsen diaries.

4. A report which would give time-
buyers a wide range of data, including
audience size and composition, cumu-
lative audience, station shares. both
the metropolitan-only and whole cov-
erage area audiences. Nielsen feels
his data will enable timebuyers to cal-
culate accurate cost-per-1.000 figures.
avoiding the pitfalls of such popular-
but-inaccurate methods as the “half-of-
home-county” and “50% formula” in

8 FEBRUARY 1954

which arbitrary cut-offs are used in
projecting local ratings against cover-
age information. His radio figures may.
by the way, include out-of-home listen-
ing in cars as an “optional” feature.

5. Local research data which, in
many ways, will be an extension of the
network-level NRI and NTI services.
Admen, for example, would be able to
get a picture of how a network show
behaves at the local level in some 30
leading markets, and how these local
raitngs compare with the national av-
erages. Nielsen fecls that his local ser-
vices will be generally compatible
with the national Audimeter data since
the research methods (fixed sample of
homes on probability basis. etc.) are
similar.

Those are the highlights of Nielsen's
proposals. The new Nielsen local rat-
ings will start late this summer. or
early this fall—if enough agencies and
stations buy them. Nielsen has field-
tested his new diary technique and

has detailed plans for putting local rat-
lngs in operation. hut the go-ahead
time depends on industry reaction.
Nielsen may well modify some details
of the local ratings plan in respouse
to suggestions, after the industry has
had a chance to study his plans.

As Nielsen sees it. his main cus-
tomers for the local ratings will be
agencies. who will use this service in

(Please turn to page 125)

Nielsen joins 5 othiers
in loecal rating race

At the moment, no less than five
ratings firms are providing focal
radio and/or tv research data.
They are: American Research Bu-
reau; Hooper, Pulse, Trendex and
Videodex. {For details see "What
wrong with the rating services?’

SPONSOR, 28 Dec. 1953 issue.
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How (o lannch a coffee

that costs 3¢ more

N.Y.C. c¢chain stressed air. made asset of price

by Joan Marks

I or the first three days of Chock
full o’'Nuts coffee’s advertising drive
you couldn’t buy the brand anywhere
in the New York market.

The New York City restaurant firm
purpn:cly started advertising <« new
coffee carly to help force distribution.
Reason: The coffee industry’s highh
competitive, has plenty of well estal.
lishied brands. 1's tough for the new.
comer 1o hit super market shelves un-
less a lot of customers are activehy ask-
ing for the particular hrand.

36

Chock full o'Nuts coffee created this
demand from consumers with a hard-
hitting radio and tv campaign backed
up by newspaper and car card adver-
tising.  It's now spending over hal of
s estimated  $500.000-plus  annual
bhudget on the air media.

Resnlt=?  According to the firm. it
achieved 9570 distribution in the New
York area in just two monmths. (All
major  chains  exeept  ASP.
pushes its owir brands of coffee.

Now that it's on the grocery store

which

Restaurant firm’s ad strategy:

1. New Chock full o’ Nuts coffee is same you get
in its eating places. Peg for entire advertising cam-
paign: restaurant coffee is “superior” coffee.

2. To hit potential customers with utmost frequency
firm narrowed air drive to single radio and tv
station in the New York area, used them often.

3. Catchy jingle, repetition of “‘heavenly coffee”
theme hastened brand identification, got coffee
957 distribution in N. Y. area in just tico months.

shelves the new coffee seems to be well
on the way to reaching its second goal:
making enough sales to stay there. This
quick headway has come despite the
fact that the new brand costs five cents
more than most other coffees.

Chock full o'Nuts is a chain of 25
snack bars (the firm calls them “res-
taurettes”) in the New York area spe-
cializing in hurry-up meals. William
Black. owner of the chain. had long
felt the success of the restaurettes was
due largelv to their coffee. This past
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tall he decided to gamblc with pack-
aged coflee identical to that served by
the restaurettes.

Black faced two main problems:

1. It’s virtually impossible for a new
coffee brand to survive unless it has
sonie distinctive feature which the old,
established brands lack.

2. In this era of can-opener cook-
ing, speed is replacing other considera-
tions in meal planning. Housewives.
are turning to the instant coffees. That
hurts the chances of a new regular
coffee.

Chock full o’Nuts coffee got the fla-
vor of newness by building on an old
established notion: to stay in business
a restaurant’s got to serve good coffee.

Here are the main points used by the
new brand’s agency, Frederick Clinton
Co., in air and print advertising:

1. A restaurant’s reputation is as
bad or as good as the cup of coffee
it serves. The finest meal goes unap-
preciated when topped off by an in-
ferior cup of coffee. The average res-
taurant, therefore, serves a much better
cup of coffee than the average house-
wife.

2. To make this better cup of coffee
restaurants buy a better grade of coffee
than can be purchased in a grocery.
Chock full o’Nuts packaged coffee is
the same coffee that is served in its
restaurettes. Because of its superior
quality its costs a few cents more than
regular coffee.

3. To insure homne consumers of
getting the same cup of coffee as is
served in the restaurettes every tin con-
tains a plastic coffee measure and in-
structions.

The brand’s advertising drive—in-
cluding radio. tv. newspapers and car
cards—was designed to put over these
selling points as quickly and as effec-
tively as possible. The agency wrote
an easy-to-hum jingle for its air drive;
used attention-catching colors and bold
type faces in its newspaper and sub-
way ads.

Incidentally, the coffee’s over-all bud-
get—over $500,000—is a much bigger
chunk than is usually spent to adver-
tise a new product in its initial year of
distribution in a single market. Rea-
soning behind the expenditure may be
that the restaurant chain, in advertis-
ing its packaged coffee, 1s also adver-

A

case history
T
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Restaurant chain
got start during

depression days

Cham was born in 1920 when William Black (1.

William Black

Harold Rieff

opened nut staud. When

depression hit he converted 10 stands mto low-prieced snaek bars. Today.

25 restaurettes gross £10 million annually. Dlack now plots ad strategy
for new coffee with Harold Rieff (r.), exee. v.p., Frederiek Clinton ageney.

B

tising its 25 restaurettes.

Although the plugs for the restau-
rant are always indirect. they are,
nonetheless, strong facets of the copy.
The announcer never says. “Come to
any of Chock full o'Nuts 25 restau-
rettes and you’ll get delicious meals as
well as the coffee that made the chain
famous.” But the continuous mention
of the fact that the restaurettes’ coffee
is superior coffee is almost as pointed
as a direct pitch.

The ad budget, therefore, is serving
a dual function: launching the new
coffee, and getting more business for
the restaurettes.

Here’s how Harold Rieff, executive
vice president of the Frederick Clinton
Co. and account executive for the

(TR IR il

coffee, and William Black. owner of
the restaurant chain. approached the
radio-tv campaign:

e o get the coflee into stores fast
Rieff and Black wanted to make a hard
corps of consumers actively demand
the brand. The best way of achieving
product identification is through repe-
tition. For this reason they decided to
concentrate fire on a single radio sta-
tion and a single tv station, hitting the
audience of each as many times as the
budget would allow.

e To get the most yardage out of the
radio ad outlay within the limits of
the single station Rieff selected an-
nouncements and participations instead
of confining the schedule to a single

(Please turn to page 110)

In addition to announcements firm sponsors tv show, "Jerry Lester's Late Date” (WNBT) whi_ch
reaches adults (Sat., 11:15 to midnight), Jean Martin, singing star (below), is sponsor's wife




ALL-VMEDIA EVALL ATION BOARD MEMBERS read
articles before publication, give suggestions, Top, from left: George
Abrams, ad dir., Block Drug, Jersey City; Vincent Bliss, exec. v.p..
Earle Ludgin, Chicago: Arlyn Cole, pres., Mac Wilkins, Cole &
Weber, Portland: Dr, Ernest Dichter, pres., Inst. for Research in Mass
Motivations. Middle, from left: Stephens Dietz, v.p., Hewitt, Ogilvy,

7

Benson & Mather, N, Y.; Ben Donaldson, ad & sales prom. dir., Ford,
Dearborn; Marion Harper Jr., pres., McCann-Erickson, N. Y.; Ralph
Harrington, ad mgr., General Tire & Rubber, Akron. Bottom, from
left: Morris Hite, pres., Tracy-Locke Co., Dallas; J. Ward Maurer,
ad dir., Wildroot, Buffalo; Raymond Morgan, pres., Raymond R. Mor-
gan, Hollywood; Henry Schachte, v.p., Sherman & Marquette, N. Y.

N-article media sernes:

how you can use it in your work

';n'r since <PoN=oR began publishing its 21-article series
evalnating media. demand for reprints has poured . The
Al Media Evaluation series has proved of keen interest to
excentives in every corner of air advertising: account men:
ad managers: timehbuver<: research men: ~tation and net-
wurk exeentives all have written or phoned o a<k for
back capies or reprints. \ctvallv no reprints are availabl:
becanse when the series i< completed it will be publi<he!
i bouk form. OManmy arders far the Look have already
been received,)

The Al-Media series has had <uch wide aceentance be-
cause it does a job that had never previonshy been done
anywhere, 1t boils down the charactericties of ecach ma-

38

jor medium: probes the methods by which admen seleet
media: takes apart the research tools used in picking
media.  It's virtually a refresher course for advertising
men and media people on every level. At the same time
it provides analvsis which manyv have found stimulat-
ing and helpful in understanding day-to-day media prob-
lems. P'art 17 in series will appear 22 Februarn,

Perhaps in the press of events vou have missed one or
more of the 16 All-Media articles published to date. Or
von mav have read one of the articles and forgotten the
issue date. To help vou in continuing to use the series
in your work von'll find a summary of each part with
i~<ue date ~tarting at right.
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PART 1. “Why evaluate ad media?” Ten pages of
charts including 30 tips to advertisers, agencies and media
on evaluation. Two-page chart spells out how typical agen-
cy analyzes each major market. Another chart gives figure«
through years to show how all mnajor media complement
each other after initial period of competition (all prosper
or show revenue declines simultaneously). Article shows
why media selection still is in “cave man stage,” cites ex-
amnples of various yardsticks (20 April 1953 issue).

LA

PART 2. “Media Basics I.” Two pages, including one
full page of charts and figures, are devoted to each of the
following media: newspapers, direct mail. radio and maga-
zines. Advantages, limitations, biggest clients and growth
charts are given for each medium. Spokesmen for each
medium tell why advertisers should include their particu-
lar media in total advertising schedule. (4 May 1953 issue).

* * *
PART 3. “Media Basics I1.” Two pages, including onz

full page of charts and figures, are devoted to: television,
business papers, outdoor and transit. Advantages, limita-
tions, biggest clients and growth charts are again given for
each medium and media spokesmen tell why advertisers
should include their particular media in total advertising

schedule (18 May 1953 issue).
¥ F *
PART 4. “l. How to choose media.” Different agencies

use different yardsticks in selecting media for ad campaigns.
The various techniques are discussed here. Tips from spon-
sor’s All-Media Advisory Board and executives of research
organizations are given on setting up research, choosing
objectives. Chart comparing billings of magazines and air
media rebuts Life’s claim that it leads media parade in an-
nual billings (1 June 1953 issue).

L S *
PART 5. “II. How to choose media.” Debate on wheth-

er some advertisers’ newspaper backgrounds and complex-
ity of air media create bias in favor of print. Twenty-six
advertisers, agencymen and researchers discuss factors they
personally consider most important in selecting and rec-
ommending media (15 June 1953 issue).

k¥ %

PART 6. “What sponsors should know about Life’s new
4-media study.” Article debates whether Life’s study is
really impartial, reprints charts from study to show mis-
use of statistical data. Network researchers’ and agency-
men'’s opinions on the study are quoted. Highlights of the
report are given with comments by air and print experts
on various points (29 June 1953 issue).

& S S S

PART 7. “Beware of these edia research pitfalls!”
Why both the print and air media are guilty of over-
reaching in their research. Various media sales tests—
including tests made by radio networks—are examined to
show validity or non-validity. Four principal methods of
measuring sales effectiveness are given, with their weak-
nesses. Chart points up 10 media research traps for the
unwary (27 July 1953 issue).
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Here are excerpts from letters

to SPONSOR on Media Study

COMMUNICATIONS RESEARCH DIRECTOR. Albert
A. Shea, director, Communications Research, Toronto:
"The tremendous mass of facts on all media is being
presented in clear and highly digestible fashion. The
layouts are excellent. The articles are full of meaty
pieces of highly valuable material. | am certain that
there has never been so complete, thorough, objective
and highly useful a collection of information

about media in America . . . Congratulationsl”

ADVERTISER. E. S. Schulman, sales promotion, Shell
Oil Co., New York: "The chart giving facts about
the rating services is, in my opinion, the most
concise and informative reference | have ever seen.
| would like permission to reproduce it for
distribution among various people in Shell Oil. . .

MEDIA DIRECTOR. R. F. Hussey, vice president and
media director, Foote, Cone & Belding, Chicago:
"Sincerest congratulations on a lively and remarkably
impartial handling of the highly competitive American
media scene. You do full justice to broadcasting

but you also recognize newspapers, outdoor and
magazines as features of the scenery. This is
remarkable broadmindedness. . ."

NETWORK EXECUTIVE. John Burr, assistant manager
of advertising and publicity, ABC, San Francisco:
"Your article on the Emil Mogul weekly media tests is
packed with the facts and figures—and clear thinking—
we need to sell San Francisco Bay Area retailers.
Therefore, | was wondering if you are planning
to have reprints made of this one article. . .

COLLEGE PROFESSOR. Herb True, assistant professor
at the University of Notre Dame: "Your All-Media
Evaluation Study looks like the greatest thing you, or any
other publication, for that matter, ever attempted. . ."

RADIO-TV DIRECTOR. Miss Dee Freiday, radio-tv
director of Gibbons Advertising Agency, Tulsa:
"Your current series on Media Basics is, in our
opinion, one of the finest yet—congratulations!”

BUSINESS PAPERS EXPERT. John B. Babcock, manager
of information service, The Associated Business
Publications: "We were quite impressed with your
series of media evaluation articles. You did an
especially good job on business papers in the small
space that you were allotted. |I'm wondering in what
shape the entire study might be reprinted later on. .

TRANSPORTATION EXPERT. George B. MacGlennon
managing director of the Natl. Association of Transpo
tation Advertising: "l realize there must have been
tremendous amount of work that went into this s

and | think you have made a real contribution

it

ORI e
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PART 8. 11, Beware of these media research pitfalls!”
Entire text of Advertising Rescarch Foundation’s eriteria
for advertising and marketing research is reprinted. Dis
cossion of “Mediamatics™ tattempt to reduce media selee-
tion to a mathematic fonmula). Twenty-one researchers.
ageneymen, advertisers and air experts tell low they set up
tests and use media rescarch (21 August 1953 jssne
PART 9. “lHow 72 advertisers evaluate media.”™

pages of charts tabulate answers cach of 72 advertisers
gave to SPONSOR's 10-part questionnaire on media evalua-
tion. Theee advertisers <pend total of 137 mllion annu-
ally on advertising. Questions are explained and sPoxsor’s
Includes imformation on advertisers’

FFour

conelusions given.

sources for media datas methods of determining media ef-

feetiveness: which medinm adverticer considers most ef-

fective. Inecludes list of 11 most important facts learned

in survey of 2,000 advertisers (7 September 1953 issue).
A % ¥

PART 10. “llow 91 agencies evaluate media.” Four
pages of charts tabulate answers each of 91 agencymen
gave to sPONsor’s 10-part questionnaire on media evalua-
tion. Includes information on agencies’ sources for media
data: methods of determining media effectiveness; which
medium ageney considers most effeetive. Background of
adimen answering questionnaire is also given. List of 10
most important facts learned in this survey of 1.000 agency-
wen 2] September 1953 issue).

% »* ¥
PART 11. “llow BBDO evaluates media.” Bernard C.

Duffyv. president of Batten. Barton, Durstine § Osborn, one
of world’s largest agencies. gives personal opinions on the
various media. tells what his ageney wants to know about
media before planning an advertising campaign.  Iucluded
are ~pecific examples of which media are best 1o fill <pecial
needs of certain products €5 Octobar 1953 issued.

k¢ ¥ ¥

PART 12. “llow LEmil Mogul tests media weekly for
Raveo.” Customer~ fill out cards while they wait to get
their auto seat ecovers fitted. These eards indicate what
made customer come to Rayveo for seat covers and in what
media thev've noticed Raveo ads. Article gives results of
such tests, with detailed explanation of how agency ean go
about setting up similar system for its own clients, [ull
page of charts shows liow you can profit by being able to
check niedia on weekly basis (19 October 1953 issue).

camprisc the
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PART 13. “\Why these 31 advertisers DON’T use air
media.” Results of mail-and-phone survey of 199 advertis-
ers who are non-users of the air media. Easy-to-read chart
list~ mame of company, product it manufactures or dis-
tributes. ageney, 1953 advertising budget and the reasons
it gave for not using air media. Among reasons most
commonly ¢ited: product “unsuitable” for air advertising;
radio and or tv are “too expensive’; radio gives too much
coverage where produet isn’t being sold; radio and/or tv
“flopped™ in past, firmm has<n’t tried themn since. (16 No
vember 1953 issue).
= .

PART I1. "What's wrong with the rating services.”
Comprehensive reference chart gives point-by-point com:
parison of the rating services from the standpoints of basic
data supphed; techniques; sample bases: limitations, and
advantages. Includes sPoNsoR’s own ideal rating system
and how the six existing services compare from aspect of
sample size. breakdown of figures given, and so on. In-
cludes seven important DONT'S in using ratings (28 De-
cember 1933 issuel.

= R . &

PART 15. “What's wrong with print measurement ser-
vices?” Facts about the three readership services includ-
ing their sampling methods, questioning procedures and
how mueh each one costs. List of basic questions adver-
tisers raise about readership services. Article includes
opinions of researchers on the services, explains why know-
ing the facts about each one is vital to advertisers and
agencies (11 Janvary 1954 issue).

% * *

PART 16. “llow different rating services vary in the
same market.” Ward Dorrell, research director of John
Blair & Co. and Blair Tv, station rep organization. points
out the fact that different services often come up with
widely divergent ratings and sets-in-use figures for the
same market. Dorrell underscores importance of using
other criteria besides ratings when planning advertising
campaign. Three easy-to-read bar charts give examples of
variation in same markets (25 Januarv 1954 issuel.
¥ % X

COMING: Dart 17. "How to set up an ideal media sales
test.” Part 18. “Psychological aspects of media.” Part 19,
“Sales impact of radio and tv.” Part 20. “New media
evaluation and research developments.”™ Part 21, “spox-
sOR’s conclusions on media evaluation.”

STUDY TO BE PUBLISHED IN BOOK FORM [otcr on this
yearoan rosponse to many voquests by readirs. No single articles

will be voprinted separatcly. Book will contaiu entire 21 articles which
Wi-Media Evaluation Study originally printed in
sroxsor boginning 200 Apeil 19330 including all graphs, charts and
prefures accompanying the articles. Volime eill be inveluable souree
of rofercnee materiol for adrortiscrs and egeneymen. You may reseric
ener copy nawe by weriting Lo sroxsor. 10 East 49 8t Naw York 17,
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Yes, indeed! While the reverse is still true, it’s a fact that WFBR'’s
skillful news-handling is rapidly building the good names of our
local and national news sponsors!

At WFBR in Baltimore, we know that hot news cools fast-—and,
like explosives, must be handled expertly -with a sure, deft touch.

Our full-time news director works on nothing else but news. Our
handling of on-the-spot news has become a “‘buy-word”’ in Balti-
more. Advertisers, fully aware of the commercial value of this
kind of effort, are buying WFBR newscasts in increasing numbers.

We are now happy to announce the most comprehensive sponsor-
ship of newscasts in WFBR history.

CURRENT WFBR NEWS ADVERTISERS

MOBILGAS — 24 Newscasts Weekly
ESSO — 24 Newscasts Weekly
ARROW OIL — 1 Newscast Weekly
BETHOLINE-SINCLAIR — 6 Newscasts Weekly
DAVIDSON TRANSFER & STORAGE CO.— 3 Newscasts Weekly
FIDELITY STORAGE CO.— 3 Newscasts Weekly
J. NORMAN GEIPE — 6 Newscasts Weekly
S. & N. KATZ — 3 Newscasts Weekly
SAVINGS BANK OF BALTIMORE — 6 Newscasts Weekly

PARTICIPATING SPONSORS

FORD MOTOR CO.— 14 Participations Weekly
MUSTEROLE — 5 Participations Weekly

The station that has EVERYTHING'

5,000 WATTS IN BALTIMORE, MD.

ABC BASIC NETWORK e REPRESENTED NATIONALLY BY JOHN BLAIR & CO.

8 FEBRUARY 1954 41
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Film Commercials |

for TV for

AMERICAN TOBACCO
COMPANY -

AMOCO GAS

BORDEN'’S

CAMELS

CAMPBELL’S PORK
AND BEANS

CARLINGS ALE
CHEVROLET
CHESTERFIELDS
CHRYSLER
COCA-COLA
CROSLEY

DUMONT

ELGIN WATCH
ETHYL CORP.

FORD MOTOR CO.
FORD FOUNDATION
GENERAL MOTORS
GERBER’'S BABY FOODS
GORHAM SILVER
HELENA RUBINSTEIN
IMPERIAL OIL
IPANA

JERGENS LOTION
LEES CARPETS
LIGGETT & MYERS
LUCKY STRIKE
MOTOROLA
OLDSMOBILE

PALL MALL
PEPSI-COLA

PIEL'S BEER
PLYMOUTH
PROCTER & GAMBLE
PRUDENTIAL INSURANCE
SCHAEFER BEER

U. S. STEEL CORP.

L e

COLUMBIA PICTU
4gth STREET, NEW

SUBSIDIARY OF
233 WEST

—
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Ouver-all look: Latest spoxsor surrey of film commercial
producers and filn service firms reveals an $18 million tr
film ountlook for 1954, up some 20% from last year. Latcst
commercial trends are analyzed in this extensive report.

10 tips from producers: Want to ent down your fv
film commercial costs? Want (o improve the quality of your
filmed video selling? Here, many of America’s top tv film
producers reveal tricks of the trade, give practical hints,

Service firms: A sponsor’s film commcreial operations
ean run a lot more smoothly if he (and his agency) knou
thelr way around the tr film service firms. Herc’s a report
on how such firms provide everything from labwork to musie.

Pirectories: Results of a two-month survey of the video
film industry. Eleven pages Ust produecers, facilities.
and produetion credits, as well as service firms and the
film speeiaities these firms provide agencies and elients.

page 11

page 46

page 18

page 30

This secetion covers tv filne commercials. Last issae: film programs

Project editor:

Charles Sinclair

d
(99



INDUSTRY HAS MASTERED TcAMWORK, CAN TOSS OFF COMPLEX COMMERCIALS LIKE TRANSFILM BATH TUB SCENE FOR P&G'S "ZEST. I

N
= e

1954 splash m tv [ilm commercial

Producers sce 209,

”‘our words summarize the status of
today’s tv film commercial industry:

1. Bigge

2. Shcker

3. Progressive,

4. Cost-conscions,

That's the adman’s eyve-view emerg
ing from a three-month spoNsok study

To gather its facts, spoxsonr snrveyved
or interviewed more than 12C le

commercial prodneers, f dnstry
toppers 1o regional film makers. In

44

addition. sroxsor contacted the lead-
ing filn service companie~. from film
laboratories to stock shot libraries.
The results of the survey appear in
thi< over-all report and in the two de-
tailed articles yvon'll find later in this
section. In addition, there are two sets
of directory listings: (1) Producers
{thirm names, services, {‘r‘c:'E:r: starting
on page H service  companies
ames specialties, locations) starting

lic bus

ness in syndicated film programs, see
section in the 25 January issue of sPox-
SOR.)

Here are the highlights of sPoxsoR’s
film commercial study:

e Tv film commercials, like filmed
programs. are a big-time business. In
questionnaires sent out by SPONSOR

prodncers of film commercials were

asked 10 reveal in confidence their
1953 grosses derived from video as-
signments.

Some 30 companies (representing

SPONSOR

business increase this yvear over 1953 levels, but small fi

?I



4D COLOR PROBLEMS STILL BEDEVIL PRODUCERS

3 million

#n find the going tough

about a third of the industry and about
half of those replying to the survey)
gave answers. Their total: $8.432.000.
A projection to the whole industry.
based on the size of the reporting com-
panies, industry growth rates in the
past two years and other factors, re-
sults in a 1954 guesstimate for all t
commercial producers of about $15
million. Adding in the estimates of
the tv work done by service firms. the
srand total comes to nearly S18 mil-
lion for the present year.

8 FEBRUARY 1954

e Nearly all tv sponsors use filin
commercials of one form or another.
A recent study of 1953 wv filins by Ross
Reports on Television showed that 4,-
750 film commercials were made lasi
year for 750 products of 543 sponsors
local and national. through some 215
ad agencies. This represented “inore
products for a greater number of spon-
sors represented by a larger group of
agencies reported in  previous
vears,” said Ross Reports.

e The 1954 business outlook in tv
film commercials is good, producer~
and service firms feel. Nearly seven
out of 10 firms replying to sPONSOR’s
survey said they anticipated a busi-
ness increase this yvear as against last.
Istimates ranged from 10 to 50% in-
crease. Consensus: Tv film commer
cial business activity, spurred on by
the emergence of many new tv markets
in recent weeks, is likely to be up as
much as 209 this year.

That’s the broad picture at the mo-
ment.

than

Here is a topie-by-topic report on
other key trends and developments in
the multi-million dollar tv commercial
industry.

» Main trends: These trends. among
many others. were cited most frequent-
Iy by producers:

1. More visual “sell,” with fewer
commercials that could be described
as “radio with pictures.”

2. Fewer actors and fewer unfamil-
iar faces in tv commercials. since
Screen Actors Guild (SAG) re-use pay-
ments are a major cost factor today.

3. A high interest, if not a high pro-
duction level, in tv color film commer-
eials for the near future.

4. More concentration of tv com-
mercials in the hands of fewer tv film
producers, with many firms switching
back to production of business films
and not seeking new tv activity.

5. More imaginative use of the tech-
nical tricks of the film trade (wipes.
opticals, animation), although some
commercials are becoming gimmicky.

These were some of the comments
from film producers:

“There are actually two trends evi
dent now in our tv commercial work.
1n spot commercials (for non-program-
ing use) the tendency is to make the
films more costly and more complex
and to make fewer commercials do
the job. In program commercials, the
tendency is to make them simpler
(such as the simple ‘personality’ pitch?

and to make more of them. Both trends
stem from the SAG code. There’s also
a trend toward originality and fresh-
ness.”— Harry W. McMahan, presi.
dent, Five Star Productions.

“The trend I tv film commercials
is for greater production value plus
immediate eye appeal, with a tendeney
to establish advertised product as soon
as possible and maintain this identity
throughout the entire commercial.”—
Charles Michelson. president, Charles
Wichelson, Inc.

“Another noticeable trend is toward
good quality tv commercials. Sponsors
and agencies have learned that there
simply are no short cuts to making
It takes
time, effort and money. The fooling
around with cheap. single-system
sound-on-film spots and the effort to
get something for nothing are gradu-
ally disappearing. In their place there
is a growing realization that good tv
film commercials are worth more than
the money they cost.”—A. E. Wright
Ir., president, Condor Films.

“We predict that sponsors, particu-
larly local and regional sponsors, will
become critical of the quality of the
commercials they used during 1953.
These advertisers have gone through
their educational period and will now
be searching for film commercials that
combine quality with economy.”—/J.
Don Alexander, president, 1lexander
Film Co.

“The most noticeable trend in tele-
vision commercials on fihm is that few-

{ Please turn to page 91}

good tv spot eommercials,

Fewer new faces’

arc striving to keep film eosts
and produetion quality up.

»

most oceasions *‘substitutes’

among 1»r
commercial talent. more and

more emphasis on “risual sell”

Treuds: Producers and adwmen today

sueeeed, SAG seales have nmeant that
new talent seldom gets a break.
are used.

OQutlook: More production of teliv:
sion. film eommereials is Likely to b-
done by fewer firms, many peaple fool
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Money e¢an be saved if admmen work efficiently with filmr makers

1" ost tv admen todayv have had
plenty of basic training in the prob-
lems of pntting conmnercials that sell
on fihn.

But film producers <till run into sit-
nations like these:

o A producer in a large Sonthern
citv recently received a film connner-
cial seript from a meat packer’s ad
agency. According to the seript, the
commercial was to open with a shot
of hnndreds of hams hanging in a huge
smokehon<e. lLaborionsly. the produc.
er had to talk the agency into a simpler
shot. *To bnild and light this smoke-
honse scene.” he later told spoxsor.

Pre-production conferences are the key to smooth agency-producer
liaison, producers feel. At this stage, changes are relatively simple

‘would have thrown the sponsor’s en-
tire tv budget way out of line.”

e In New York a large commercial
producer recently received a call from
the newly appointed film executive of a
medium-sized ad agency. Without bat-
ting an eyelach, the agencyman asked
the producer if he would be willing to
make “a couple of minute commercials
with svnchronous dialogue and stop
motion for 600 apiece.” The produc-
er — who normally charges around
85.000 each for good minute commer-
cials of this sort-—declined with no at-
tempt at politeness.

In it~ extensive survey of leading

film commercial producers, SPONSOR
asked film executives for their advice
to tv agencymen and sponsors on get-
ting the best in tv film commercials.

A wide variety of answers were re-
ceived. ranging from the ABC’s of the
business to valuable. money -saving tips
concerning the latest film techniques.
SPONSOR presents below a round-up of
10 of these tips from men who make
films to the men who buy them.

1. Do business with reliable. estab-
lished producers. This bit of basic ad-
vice ran through nearly all of the com-
ments of the film producers respondiny

Later, a change can cost thousands. Here, Biow tv commercial super-
visor Sol Dworkow discusses Joy commercial with Ezra Baker of IMPS
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Color film commercials will require new techniques, close co-
operation of film makers and admen. Above (. to r.} Peter
Elgar, producer; Joseph Noble, Film Counsellors; Abbott Spen-
cer, Tom Vietor of SSCB discuss commercial

to SPONSOR’s questionnaires.

This remark from L. P. Mominee,
vice president of Atlas Film Corp., was
typical: “Carefully check a producer’s
facilities and experience and make sure
vou are dealing with a reputable or-
ganization.”

This sounds on the surface like pa-
tronizing advice and perhaps a knock
at the smaller producers. Not so. All
of the producers—including Atlas—
were quick to praise others in the busi-
ness, large and small, who are doing
a good, creative job.

2. Producers can be judged to some
extent by their credit lists—that is, the
commercials they’ve made.

Such a checkup at least shows the

for Pall Mall

(See list
of producers and commercial credits,
starting on page 50.)

caliber of the clients served.

Several producers also suggested to
SPONSOR that a tv client about to make
some tv cominercials would do well to
scan through credit lists to look for a
film producer who has done several
commercials for accounts that are in
the same business as he is. In other
words, a bakery client should look for
producers who have made bread and
cake commercials.

Reason: Although a client would
never dream of having his ad account
handled by an agency that already had
a competing advertiser in the shop, this
philosophy does not necessarily apply
to tv film commercials. Producers who

Explaining the complexities of film commercial production to admen is a
necessity for smooth operation, say producers. Telepix Corp. [L.A.} recently
built a cut-away model of their firm's floor plan to show advertisers and
agencies the step-by-step processes involved in making commercial tv films

have done several commercials for a
specific product category—cigarettes
or beer, for instance—have usually
worked out all the minor production
headaches that go with handling any
cigarette or beer film. Such problems
might include everything from prepar-
ing a list of models with attractive
hands (to hold the cigarette) to know-
ing how much light you can use on a
glass of beer (before the “head” col-
lapses).

Knowledge like this on the produc-
er's part enables him to advise agency
and client in the planning stages re-
garding certain general production
problems with particular product types.
Also, it enables him occasionally to

( Please turn to page 97)

Whut producers say about agencies

B Chief gripe of producers is that they are *“always
being rushed’’ ky ad agencies who want top-quality
film work on a ‘‘disaster basis.”’ This, fiin makers
say, invariably results in upped budgets and tempers.

¥ Some agencies try to get around the sizable costs
of tv film production by shopping for bargains in tv
filnf work. Losses must be made up eventually by the
producer, or else the sponsor will get poor quality.

¥ Admen with little film knowhow ate sometimes placed
in high authority at agencies, producers complain. This
can result in exasperating and costly experiments while
high-priced camera crews and talent stand around idle.

How agencies reply to producer gripes

» Advertising business nioves a lot faster than the
usual pace of movie business, admen state. Sometimes,
tfast deadlines are necessary when a new television cam-
paign is breaking. Producers are compelled to adjust.

» Producer bids on film jobs sometimes have no rhyme
or reason; some ageneies complam. Even the most
detailed storyboard can bring a dozen or so different
bids from a dozen or so different producers, admen say.

® TFilm' executives occasionally tend to make a ‘‘big
mystery’” ont of the normal processes of tv film job,
making it most difficult for admen to learn all th
television film making

routine steps of commercial

8 FEBRUARY 1954
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What

v

know about film
ervice firms

Need release prints in a hurery?

Want a stoek shot?

report will show you where to look

”wv\\ adnien will recognize most of
the names of film service companies
histed in the directory which starts on
page 92 of this issne.

Fewer still have seen with their own
eves the extensive. often conmplex ma-
chinery and equipment nsed by these
service firms. some of which is illus-
trated in the pictures on these pages.

Yet film service organizations are
an imtegral. important part of the busi-
ne~< of making tv film commercials.

According to estimates of several
executives in this field. these firms will
do about $£3.000.000 worth of business
in handling filnred video fare for pro-
dncers, agencies and sponsors this vear,

What exacthy is a v film service
firm?

Roughhy  speaking.
bear abont the same relationship to the

these specialties

tv filur indnstry that paint shops. body-
and-fender repair. motor tune-up, parts
shop~ and seat<cover installer< hear to
the antomrotive indnstry. These film
specialties are listed and  discussed
briefly above and in the box at right.

For the most part. thev dnplicate
many of the services that the major
commercial film producers already have
in their stndios. Or elee they dnplicate.
to some extent, tv filn an department~

48
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and shipping facilities of the leading
ad agencies,

Big conmmercial producers and big
ad ageneies of course save some money
in the long run bv handling most.
thongh not all, production and ship-
ping details themselves. since servic:
firms are in business to make a normal
profit on their work. And. a self-con-
tained prodncer can exercise complete
control. step-bv-step. in his film com-
ntercials —something which vou can’t
always do if the work is parceled out
all over town.

But not all producers are giants. and
not all ad agencies have the space (or
the v billings) to set up their own
large-~cale film operations,

That’s where the film -ervice com
pante~ come in.

A small prodncer with limited fa.
cilities can—by having his amimation.
sonnd recording. titles. lab work and
other details handled by independent
contractors turn out some pretty fan-
v commercials. Medium-sized agen
cies can move quickly in setting up
big multi-market tv <pot campaigns
with filmed programs and commrercials,
Even big organizations, cauelt in an
occasional rnsh job or needing  a
nnique specialty, call on service firms,

DEVELOPING:

Here are just a few recent examples
of how film service companies aid (v
producers. agencies and sponsors:

e Last December. the Ford Moto
Company began work on a huge spo!
v campaign to plug its 1954 models.
So many commercials had to be routed.
packed, shipped and stored that the
agency—J. Walter Thomp:on—turned
to a firm that specializes in distributing
film, Modern Talking Picture Service.
According to Alex Leslie, N.Y. man-
ager of MTPS, “Six thousand Ford
film commercials were shipped to over
300 tv stations in two weeks.” The
campaign started right on schedule.
MTPs. incidemtally., handles many
big tv shipping jobs for ad agencies
which include: Y&R, McCann-Erickson.
N. W. Aver, Leo Burnett. Compton.
Beuton & Bowles. Weintraub and FCB.
Services include inserting commercials
in filmed programs. inspecting. ship-
ping and film storage.
» Many a film commercial and/or
program has been damaged by inex-
perienced handling at agencies and tv
stations. or by being projected and
wound on faulty. dirty equipment. Ac-
cordingh. fihn treatment firms—lik=
Peerless. Comprehensive. and Vacuum-
ate -are todayv doing a sizable tv film

SPONSOR

List of film service firms starts on page 92

Firms like Movielab are geared to handle al
of laboratory work, from negatives to finishe
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business in addition to their business
film and theatrical contracts.

Such “treatments” are primarily
processing steps applied to the final re-
lease prints, and often to original nega-
tives. They range from high-vacuum
vapor processes that toughen and elas-
ticize the film emulsion to scratch re-
moval and cleaning. Results: Tv film
prints last longer and can be “bicycled”
between tv stations with less chance of
disrupted schedules due to damaged
films. This actually cuts down replace-
ment costs, and often pays for itself.

Several commercial producers—like
Jam Handy, Wilding, Sarra, Reid H.
Ray, Fordel and Byron—have been
licensed by the film treatment firms to
process tv film commercials right in
the producer’s own shop. And, severa!
program syndicators — including Ziv-
Tv, UTP, NBC and Guild Films—have
program prints treated before ship-
ment to stations.

e Late last season, P. Ballantine &
Sons placed an order for tv commer-
cials with Caravel Films, a New York
producer. Theme of the commercials:
“It’s always winter in your refrigerator
where you store your beer. But Ballan-
tine is deep-brewed for flavor—Afavor

(Please turn to page 108)
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s Video films last longer when toughened by special high-
» vacuum process of Peerless Corp., New York, Hollywood

¥
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SHIPPING:

SOUND. Firms like Cinesound, RCA Victor, Sound Masters maintain
s elaborate sound studios where producers end agencies can
add music, narration, dialogue to films and tapes of all varieties. Such firms
aid .film men greatly in adding extra production polish to tv commercials.
OPTICAI_ a Only the largest commercial film producers have com-

» plete facilities for fancy opticals—special effecis, laps,

wipes, miniatures, trick shots, etc.—which have become a fairly standard
ingredient of hard-hitting tv spots. Many producers sub-contract opticals.

»
ANIMATION- sock to tv film commercials when a client is trying

to establish a brand name or trademark. An expensive specialty, animation
is often done on sub-contract by firms like Cineffects, Cartoonists, Kleidon.
TITI-ES, To create tiile effacts, "crawlers,” brand name slugs and the
s like, firms such as Graphic Arts Workshop and QQ Motion

Picture Titles maintain shops equipped with artists, printing presses who can
work on all backgrounds, from acetate to formica, for video commercials.
STOCK SHOTS. Need a few feet of bathing beauties, busy high-
s ways or the Eiffel Tower for a tv commercial?

You can find almost anything you can think of at nominal prices in the libraries
of NBC TV Film, Telenews, others where 157 million "stock™ footage exists.
MUSIc, Mood and bridge music of all types for all kinds of tv com-
. mercials can be located quickly and purchased by producers

and agencies in the libraries of firms like Audio-Master Corp., Columbia Tran-
scriptions, Thomas J. Valentino. Catalogues range from fanfare to endings.

Like opticals, limited and full animation often adds

Modern Talking Picture Service can store and route as many
as 6,000 tv commercials in two weeks for a single tv client

49



TV FILM COMMERCIAL PRODUCERS: includes list of their 1952-'53 accoun

FACILITIES INCLUOE
Animation

NAME OF FIRM, LOCATION AND SALES CONTACT

ACADEMY FILM PRODUCTIONS.
123 £1tENTNE T NP
CrHiIcado 1o 1L

RERNARD HOWARD

INC

NG AN Coolls

ALEXANDER FILM CO

ALENANI RO FHLAL I3 (L0 ENG
COLORADO SI'RINGS, COLO

J DON MLENANDER  MELROSE b

ALL-SCOPE PICTURES
525 REVERIY BIAD
HOLLYWOOD, Cal.

GORDON = ATCnt L

INC.

WYOMING 10y

AMENIC TELEVISION AGENCY
TOWER THEANTRE
RPRINCGEFIELD, MO

B 3278

AMERICAN FILM CO
1329 VINE
PUNLADELPHIA, 1'A
FREDERICK 1. WEINII

WA 21501

AMERICAN FILM PROOUCERS
1860 RROADWAY
NEW YoRK 19, N Y.

ROBEWRT GROSS, PLAZAV T 3910

CLYDE ANDERSON
338 "\ ONT
RALT LAKE

CITY., 1'TAN

LEONARO ANDERSON
113 WEST IDTIL 8T
NEW YORK. 35, N V¥

LEONARD ANDERSON  DI'LAZA 52

ANIMATED PROOUCTIONS.
1800 RIOADAWAY
NEW YONK N 1y
Al XTAINL COLI'ALUS 5 2954

INC

ATLAS FILM CORP.
1111 SOUTII BOULEVARD
OAK PARK, ILL.

NORMAN ¢ LINDQUIST AL STIN T 20

AUOIO PROOUCTIONS,
6360 NINTI AV E

NFW YORK N Y
PETER 1 MOONLY, COLUMBLS 5 6371

INC

BALL PROOUCTIONS & TELEVISION FILMS, INC.
1750 =\ THIRD AYVE.

MIAME FLA

1S JOSEPI, a2 5750

GEORGE BLAKE ENTERPRISES. INC.
20 PARR AWE

NEW YORNK 17, N Y

DIt DPONNLIE CIRCLE T o222

THOMAS J. BARBRE PROOUCTIONS
120, EANT VIRGININ AVE

Tk Ny B Ol
THOS J RARRRE

Atk 1603

JOHN H BATTISON PRODUCTIONS
451y RoNBURY bt
BETIHEXD A, MD

JOUIIN 11 RATTINON, O] 9 7

BEACON TELEVISION FEATURES. INC.
£20 BOYLSTON ST

ROSTON, MASS

J O LEONARD SANDEER~N (LY ]

BENSON PROOUCTIONS

1020 BROADWAY

KANSAR CITY Mo

A. A RENSON AALENTINE 2022

BLINKEY PROOUCTIONS

100 WEST FNie AR

NEW YORK 2 N

MURRAY WING, S1SQEEITANNA

SYWBOLS

3

Color

.

.s

Chart

Sulpplng
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X means compaiy has this 1acdity available.

10y g "y

AMONG THEIR ACCOUNTS DUPRING 1952-'53 SEASON

Holsum Bread, Melody Hill Wine, Chesty Potato Chips, Col-R-Corn Pop-Corn, Cunning
Drug Stores, Hannah & Hogg Wine, Chuckles Candy, Kayo Chocolate Drink, Pfeiffers

Union Pacific Railroad, Hudson Cars, Continzntal Airlines, Seven Up, Walter Kendall
Food, Mrs. Baird’s Bakeries, Bowman Biscuit Co., Duffy’s Drink, Feature Ring Co., &
Audograph, Morton Foods, Mountain States Telephone & Telegraph Co., Pfaff Sewing |
chines, Prince Dog Food, Arden-Sunfreze Creameries, Calgon, Inc., Central Nebraska Pac
Co., Lind¢cman & Hoverson Co., Budweiser, Frigidaire, Maytag, Elgin National Watch Co.

S.0.S., Tuffy, Louis Milani’s Salad Dressing, Rancho Soup, Gocbel Beer
5. E. Dabbs, Holsum Bread, C. Meek Lumber Co., Mono Mfg. Co., Springfield Grocezs C

(Nat reported)

— U —_— ==

Marcal Paper Products, National Guard Recruiting, Stokely & Van Camp Foods, Arm
WAC Recruiting, Prudential Insurance Co., U. S. Army Nurse Corps, Sylvania Electric

Country Club Potata Chips, Fisher Baking Co.

Cora Jewelry, Buitoni Macaroni, Vaseline, Flit, C-N, Geritol, Serutan, Nunn-Bush Shoes,

Listerine, Canada Dry Ginger Ale, Hazel Bishoo Lipstick, Cannon Towels, Roosevelt Rac

Sunbeam Appliances, Greyhound Buses, Budweiser Beer, Pure Qil Co., Kellogg Cereals,
Washers & Dryers

Campbell’s Catsup, Mott’s Apple Products & Prunes, Birdseye Products, International
Ca., Singer Sewing Machine

Cities Service Gacoline, P&0O Steamship Cruizes, Pabst Beer, Maule Concrete Products, |
Cala ’

Necchi Sewing Machines, Prestone Anti-Freeze, Ben-Gay
Colonial Fuel & iran Coro., Gates Rubber Co., Publix Cab Co., C.F.&l. Co.

{Not reported)

Marshmallow Fluff, Salada Tea, Lewis Candy, Grandmother’'s Mince Meat, Barbo’s Furr W
Pontiac Dealers Ass'n, Glenwoad Range, Avon Soles -

Kraft Foods, Rusco Windows, Maje:tic Steak House
Amazo instant Dessert, Scven-Up, Tv Time Popcorn, Jr. League of Arkansos:

-= means company does not have this facilin, % me s no report aiailable on facilities.

!
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> UTP Proudly Presents... A distinctly New and |
LD--FIRST WEEK Authentic 1t RUN Family-Situation Adventure

'ANDARD OIL
e s B Series ... with a Salty Tomgl

I MARKETS

sLL CITY BEER »
MARKETS | -

|, AVAILABLE—in s L TITATT
tny markets

| starring
PRESTON FOSTER as Cap’'n John of the good tug Cheryl Ann

iﬁATERFRONT* with its authentic locale really lives. The people
| the docks, the tugs, the gulls, the noises, and the smells

the wharf all come alive as you work, fight, worry and

Ive with the men and women who are all part of this
‘tlorful WATERFRONT.

'TERFRONT—The only TV film series todoy that
'd not possibly be done live. (It wos shot on
\tion ot picturesque Los Angeles Horbor, San
ro, Californio.)

TERFRONT—with the largest running cast of
iring chorocters of any TV series, live or
J|ed

Fui

\TERFRONT—where every foot of film was shot
i 2ciolly for this production.

’ll'ERFRONT-—the only TV series ovoilable whose —
le ond choracters develop on endless supply WRITE — WIRE PHONE
ction-adventure ond fomily-situation plots. HOME OFFICE
650 NORTH BRONSON-: HOLLYWOOD
TERFRONT—IS A PRESTIGE BUILDER FOR THE o A )
OLE FAMILY. A NEW SERIES, STARTING WITH HO. 9
FIRST RUN 12 HOURS, FRESH AND ALIVE NEW YORK—444 MADISON * PLAZA 3-4620 o e
H REAL PEOPLE. CHICAGO—360 N. MICHIGAN * CENTRAL 6-0041 8|8V|S|0n

VATERFRONT is a ROLAND REED PRODUCTION

PRODUCERS OF: My Little Margie, Beulah, The Stu Erwin Show, Rocky Jones. Space Rapger

P rograms, Inc..




Tv film shows recently made available for syndication

Programs issucd sincc October 1953. For complete list see 25 January 1954 issue. Next chart will appcar 8 Maich

e T

4 i 1 o
Show aame Syndicator Producer | Length I Price Range! No. in series Show name Syndicator Producer I Length I Price Range! ino,
ADVENTURE MUSIC
jungle Macabra Gulld Flims Radle & Tv 15 min, $50-400 39
Pachages Inc. Werner Jansien ‘Georpe Bagnall  Janssen 15 mlh. # request.
Serles & Assoc.
CHILDREN'S
— _ — = — -— — =
Asimal Timse Sterling: Tv Sterling Tv 15 min. on request 104 NEWS
Junlor Sclence MPTy Junlor Selence, 15 min. 39
Inc.
Tha Cilnnamon Bear Fltz & Assoc.  Gliwin Prod. i5 min. 50% of Class B 26 Dr:v:s’:::‘;:‘“ ¢ MY Charles Curran 15 min.
Terry and tha Offelal Flims Dougfalr Prod. 26 min. 10 Merry-Go-Round
Pirates =
Fulton Lewls Jr.2  United Tv Pro- United Tv Pré- 12 min.
The Birth of the Foundatien Telorama Prod, 15 min, on request 13 : grams grams
Sandman3 Fllms
Time fer Beany Censelldated Tv  Bob Clampett 30 min. unlimited
Sales = —
= SPORTS
COMEDY
Oufly's Tavern MPTY Mal Roach Ir. 30 min. 30 : The Reforeo Kling Kiing 30 min.
Father Knows Bests Screen Gemsy Cavaller 30 min. 26 Vitaplx Champion. Vitapix Corp. val. 1. Lind- 60 min
B ship Wrestilng b 3 in.
My Hero Ofelal Films Ed Beloln 30 min. 39 = R
DOCUMENTARY o .
' i - B TRAVEL
Health & Hagpi- Tv Exploitatien  lack Schwartz 4 min. 104
ness Co.
M0 Tv Exploitatien Natl. Video 5 min. 130
Co. Prod. = Hawallan Paradise George Bagnall Frankl(n iS5 min. on request
Wandors of the  Sterllng Tv Borden Pred. 15 min. 2 = & rAisecs
wiid
= Hollday ch Exploitation Filmakers 30 min.
o.
DRAMA, MYSTERY
= Safarl Sterllng Ty Sterling Tw 15 min, -on -request
Capsule Mysteries Charles Michel-  Charles Mlichel- S min. 39 §_:
son sen = This Is Hawall George Bagnall Franklin 30 min. o request
= & Assoc. i
Colonel March Officlal Films Panda Produc- 26Y; min. on request 26
tlons This World of Ours Sterling Tv Dudley Plctures 11%% min. on request
Damen Runyon Screen Gems. Screen Gems 30. min.
Theatre: 26
Ellery Queen TPA Nocvin Prod, 30 min. 52 — —
VARIETY
Flash Gorden MPTy Inter-Continen- 30 min. 39 ’
tal Tv L
Janet Dean. Repls- MPTy Cornwall Prod. 30 min. 19
tered Nurse Ray Forrest Show Sterling Tv Sterling Tv 30. min, on request’ -
Joé Palooka Story Gulld Gulid 26'% min on request 26 ]
Mr. D.A.T Zlv Tv Phllllps H. Lord 30 min 39 )
Paragon Playhouses NBC TV Flim Sound Masters 30 mln. 39 WESTERN
Racket Squad ABC Flim Hal Roaeh Jr. 30. min. 98 S R —=
Syndlcation
Secrot Chapter Gulld Flims Ron Ormond 1S ‘min. $50.400 28 Annle Oakleys CBS Tv Flim Annle Oakley 30 min.
The Playhouses ABC Flim Meridlan Corp. 30 min. 26 Prod.
Syndicatien ]
) The Tim MeCey MPTv MPTv 15 min. !
Your Star Showease TPA- Varlous: 30 min.. on request 52 Show

1Where price range is not given, it has not vet been fixed, or syndicator prefers to give price only on request.

markets semi-monthly. Scparafe series 1s available for local sponsors in these same markets on alternate weeks

YAvailable in color.

*Canada Dry is sponsoring this film in 80

tAvailable in june. FRun

originally under another title. now being re-released. "Available carly in April. “Carter Products has 20 markets. Samsonite Luggage has 35 markets. Rest avail-

able for local sponsors.

52

SPONSOR inwvites all tv hilm syndicators to send information on new Ffilms.

(See filin notes. page G6)
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~ STARRING:

¢ Earl Stewart, Jr. |

) Ted Kroll

he’s taking lessons
from 15 champs...

¥ x k Kk 4, i .. . . .
Right now, comfortable and relaxed in his own living room, he’s getting a tip from Champion

o Sam Snead on how to improve his swing. Next week Lloyd Mangrum shows him the secret of long iron
Julius Boros play. Then “Doc” Middlecoff gives him pointers on fairway woods. It’s expert,
Lloyd Mangrum entertaining instruction he couldn’t buy at any price. He loves every minute of it!

~ PLAY GOLF::"CHAMPIONS

Cary Middlecoff
Jackie Burke, Jr,

* is a unique series of thirteen 15-minute TV film programs with powerful appeal for the growing
Johnny Palmer millions of golf fans, both men and women. They’re in black-and-white or color, with music

Al Besselink
Jim Ferrier
B‘:)’L‘;“;O?g" and narration. Comedy sequences alternate with instruction to hold the “fringe’ audience.

E. J. *Dutch”
Harrison

* Ed*Porky” Otiver * Produced by SPORTSVISION, INC., makers of the popular football series, All-American

« x x » Game of the Week. For prices, availabilities, write, wire or phone. ..

Dept.S, 233 Sansome St., San Francisco, Calif. « EXbrook 2-3837

SPORTSV|SION’ lNc. Hollywood: Dept. S, 1161 No. Highland « HOllywood §-9205

A N RO NN AN NN R R R ERNE R Chicago: Dept.S, 20 No. Wacker Dr. » CEntral 6-8955
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Are you getting the most Leneath the compilation of those who have received wew
c.p’s is another tmportant listing—-all the stations,

out of this SPONSOR feature? which have gone on the air with commercial programing

_ during the tico weels preceding eacl issue of sPONSOR.
On this page, in every issue of sPONSOR, you il ﬁm/
a haudy. up-to-date listing of new ti station grants
(see below )y, Tucluded is the nome of the company
rl'('('irmg the (Y I I8 the 1echieal /m'[/l'll'('s aranted
and other appropriate fucts. on the air and the number of U. S. tr homes.

The box score. at the hottont of the page, is a succinct
summary of television’s status ine the United States

today. Information includes the total number of stations

‘ i T ' F 3
I \
\ W)
I. New constrncetion permits
i POWER (KW)** | |
‘ , F . i P (KW' |staTions| ,SETSIN RAOI0
CITY & STATE LECTATLELRS CHANP:;JEL! OGARTAEN('JI’ X ?:nels‘; ‘ e i ON AIR ' Mﬁgoxog)'n PERMITEE & MANAGER ' REPY
ALEANY, GA. WALB-TV 10 12 Jan. 1 June 50 25 ] NFA: | flenld R Burn-Smith
DURHAM, N. C. WTIK-TV 11 21 Jan. 316 170 0 NFA  Ourham Betg. Enter  Pearson
Harmon L. Ouncan, pres.
Floyd Fletcher, v.p
HIBBING, MINN. 10 13 Jan. 10 5 0 NEA 3% fh e
HOT SPRINGS, ARK. 9 20 Jan. 12 6 0 NFA  ghuihern Wewspapers inc.
SIOUX CITY, IOWA KCOM-TV 4 21 Jan. 100 50 1 80 vhf O . Pes
II. New stations on air*
| ‘ ON-AIR POWER (xwi | NET | STNS SETS IN .
CITY & STATE LefTers | CHANE 0ATE VISUAL | AURAL | AFFibrATION | DN AIR MA'S:OE,T' PERMITEE & MANAGER REP
BAY CITY, MICH . | WNEM-TV 5 24 Jan. 24 12 Du M, NBC 2 69 vhe 'J‘:n':‘szaffl';;‘ m"'p‘i::’ “‘;giay'
John Bone, mgr.
FRESNO, CAL. KBID-TV 53 13 Feb. 470 235 3 80 uhf ‘j:“: ;:.f:‘:- ‘:"_:‘sﬁ- Co Meeker

ReSert H. Wesson. mgr

NEENAH, WIS.? WNAM-TV 42 27 Jan. 16 8 1 NFA  NemahMcnasha Besta.  Gee. Clark

Samuel N. Pickard, pres,
Doa C. Wirth, v.p..gen.

mgr.
SCHENECTADY, N. Y.3 WTRL 35 15 Feb. 214 112 CBS 3 53 uhp enncTrstERERES e
Richard B. Wheeler, gen.
mgr.
Paul Jaconson. trcas.-asst.
mor.

HI1. Addenda to previous listings
Since spoxsor’s 11 January 1954 jssue. ~ix more television sta- the number of ~tations which have returned c.p.’s to thie FCC to 4

tion grantees relinquished their construction permits. This raises  Nine were for vhi outlets. 32 were for uhf stations. The deletion

CHARLOTTESVILLE, Va., WCHV.TV, uhf ch, 44 GULFPORT, Miss.,, WGCM.TV, uhf ch. 56 MT. AIRY, N. C., WPAQ-TV, uhf ch. 55
GREAT FALLS, Mont., KMON.TV, vhf ch, 3 MARION, Ind., WMRI.TV, uhf ch. 29 ST. PAUL, Minn,, WCOW-TV, uhf ch. 17
Total U.S. statvons on air, Vo. of post-frecze c.p.’s grani- No. 1v homes in US. (1
inct, Honoluly and Alaska 129 educational Jan. 31 L 27.500,0005
Jan. '51) 359 9 198 Percent of all U.S. homes
No. ot markets covered 2R Vo 251 with te sets (1 Jan. "34) . 609,
* o n ar sat ¢ ing tte afr {1 tel ¢ c are th e wh h 3 3¢ St 8 es, the representative f radio stati m which is :‘ran;ed . c.p. also represents the n
S : f at =S t rencrad 1 eariy to confir representations of me
) 1 L thi wh ad aton t
N figures available At pre 0 G ets in mark

1 d M W, Wi ‘A
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RCA Type 1G-24

l‘"l ok B COMPLETELY NEW THROUGHOUT—and in-

. corporating a revolutlonary new multivibrator
c1rcu1t—TypeTG 2A s, we believe, the «/timate
in syncbromzmg generators. It combines all
synchromzmg functions into a single chassis (includes a
Genlock, a Dot Generator, a grating generator, and a regulated
power supply). It takes only 21 inches of rack space (one-third
that required by other sync generators)—is so compact you
can easily install two of these units (one a stand-by) and an
RCA changeover Switch MI-26289 in a single rack. It uses

fewer tubes than other sync generators (38 miniatures, 2

rectifiers). And, of course, the TG-2A can be operated in
conjunction with a Color Frequency Standard.

RCA Type TG-2A’s are now available for all TV stations—
VHF and UHF. For technical details and delivery information,
talk to your RCA Broadcast Sales Representative.

oy

ENGINEERING PRODUCTS DEPARTMENT
®

New RCA single-unit Sync Generator takes less than
one-third the rack space needed by other synuc systems

Smallest, finest Studio Syne Generator ever built!

Only RCA’s TG-2A has these features

In a SINGLE standard

chassis it includes:

—a synchronizing generatar,

Genlock, dot generator,
grating generator,
regulated power supply

Entire unit takes only 21
inches of rack space

Only 4 operating controls

Adjustable pulse output
voltages

Pulse outputs have sending
end-terminations

Adjustable “front porch"
width

Operates with Color
Frequency Standard

RADIO CORPORATION of AMERICA

CAMDEN.N.J.

i
I
!
|
j

® Can be remotely-switched
to Genlock operation

® Provides Dot Convergence
Pattern

® Fewest tubes of any sync
generator (38 miniatures,
2 rectifiers)

& Test jacks for circuit
checking

® Pulse widths and delays
STABILIZED against
tube aging

® Choice of 5 ways to control
basic frequencies

® Characteristics more the
meet FCC and RETM,

standards



Fitz-Gibbon and Cujf disagree on radio, tv valne

Two answers to the old question
“"Why dont departiment
more  radio and  television
ing?” were given to the nation’s re-
tailers last rmonth. The first auswer
came from Bernice Fitz-Gibhon
told why she persoually disliked radio

~toves
advertis-

U~

\\ll()

and tv dnring a session of the National
Retail Dry Goods Association conven-
tion. Her answer came one day hefore
her resigiation as advertising director
of Gimbels departnient store. New
York.

The second auswer was provided by
Sam Cufl. radio and televizion consnl-
tant for Allied Stores. lle sought to
clarify the reasous why department
stores fail to ntilize air media hefore a
sales promotion neeting of the Ark-
wright Merchandising Corp. The Ark-
wright meeting was held the dav fol-
lowing the conclnsion of the NRDGA
comention.

Miss  Fitz-Gibbon
vision commercials as “an intrusion.
an outrageous interrnption in the en-
tertaimment, which is the primary busi-
ness of tv. The commmercial is the grim
penalty one pavs to hear Lucy o1 Fred
Waring. Imagine how distressing i
would be to have your New York
Times snatched away by, sav, Gulden’s
mustard, who would sav. “Now yvou
can’t read Mever Berger or Arthur

deseribed  tele-

Krock unless vou listen to a mustard
commercial for three minute<” Snp-
pose yon had just settled down with a
Walter Kerr dramatic review when a
shrilt 'Better buy Birds Eve’ would
beat in on vour ear drnms?  Tell me,
would that be a good climate in which
to send out your selling nie<sage?”

At the Arkwright meeting, Caff told
the group:

“Bernice Fitz-Gibbon's remarks ves-
terdav. at the NRDGA convention,
most interesting for what
Her statement is iuteresting

were was
omitted.
for what it didn’t sav.
“Miss Fitz-Gibbow didn’t get up and
say. ‘Radio and television don’t sell.”™
Cuff said department stores don’t

use radio and tv mainly becanse they

56

don’t know how to use air niedia.

Lonis Tanmtenbauwn, Maey’s adverti--
g manager. replaces Miss Fitz-Gil-
hon as advertising dirvector at Gimbels
on 1 Mareh,

sponsok’s b May 1933 issue. page
22, reported on Macy's use of radio
and tv nnder Tanuenbaum. The store,
on radio virtually every Friday since
June 1952, used one-minute announce-
ments over WOR and/or WNBC. with
WABC on some weekends.  Macy’s
b pically selects one or two good items
for plugging and uses 15 announce-
ments periten to hit weekend shoppers.
It al~o buys aimouncements for store.
wide sales held periodically throughont
the year and runs them for four days
preceding the sale.

Duriug New York’s newspaper strike
last December. Macy’s was one of the
heaviest departinent store air users.
(sroxsoRr, 28 December 1933. page
30.) Six radio and one tv station were
ntilized. with from 40 to 150 announce-
ments aired daily on the seven outlets.
Gimbels u-ed little air advertising. Be-
fore the strike Macy’s had signed with
Coca-Cola for Santa Claus at Macy’s,
a daily 15-minute pre-Christmas pro-
gram telecast over WABD. * k%

WNEW cheers parents
up for 2:00 a.m. feeding

That totally ignored audience of par-
ents awakened at 2 a.m. every morning
to give their new-born infants the post-
midnight bottle has been recognized.
Starting last week, seven sponsors of
baby acce-sories began sponsorship of
the 12:00-1:15 a.m. portion of Milk-
man’s Matinee on WNEW, New York.

The sponsors—Clapp’s Baby Foods,
Menneun Baby Products, Borden Prod-
ucts, Q-Tips. Lullaby-Lite, Electronic
Baby Sitter and the Continental Insur-
ance Co.—each has the program oue
night a week.

The show. m.c.’d by Art Ford (wlho,
incidentally, is a bachelor), starts off
with fairly bright music to help wake
up the parents.

P’art way through the show he read:
himts for parents from Parents Maga-
zine, and toward the program’s end
starts playing lullaby music to sooth
the baby back to sleep.

Typical commercial starts off this
way

“Gosh all hemlock. That milk really
goes down, doesn’t it. And look at
hin. He's been putling on weight
hasn’t he. No diet for that little man
of vour hfe: no siree. Botile at 2:00
a.n.. and come tomorrow that wonder-

ful menu for a growing little fellow—
Clapp= Baby Food . . .” * kK

For sroNsoR’s opinions on Miss Firz-
Gibbon’s statement on television, see
25 January 1951 issue, page 132.

Memphis department store finds tve outpulls Santa

Not even Santa Clans can compete
with a television star.

Fred Goldsniith, director of J. Gold-
smith & Sons Co. department store,

told WHBQ-TV he wonld consider a

tv advertising schedule if it could be
proved to him that tv could pull in
store traflic.

A good test case, the station decided,
would involve the appearance of one

SPONSOR




of WHBQ-TV’s children’s programes)
stars at the departinent store.

The star selected for the test, “Wink”
Martindale, conducts Mars Patrol, a |
program which includes studio inter-

views with children on a “space ship.” |

Two announcements about Martin- |
dale’s appearance at the store were
made on his show. Between 10:00
a.m. and noon on the first Saturday in
December, more than 400 children
came to see him. The station reported
no signs had been erected in Gold-
smith’s pointing the way to Martin-
dale. In spite of this the line of youngs-
ters waiting to see him was much
longer than the line in front of Santa.

The following week, with more time
for preparations, announcements about
Martindale’s appearance were made on
the Mars Patrol program daily. On
the second Saturday, the line of |
children waiting to see Martindale was
more than 200 feet leng when he ar-
rived at the store. In the two-hour pre-

noon period, he talked to more than
1,300 youngsters. * %k ok

Free & Peters personnel
visit WPTZ, WBZ-TV

Messrs. Griffin, Witting, Baudino, Swartley

Free & Peters men are speaking from
first-hand experience when they give
agencies information on WPTZ, Phila-

delphia, and WBZ-TV, Boston.

Before F&P assumed national rep-
resentation of the two Westinghouse
stations on 1 February the rep firm’s
top personnel were taken on an exten- |
sive tour of the two stations.

Programing, talent, facilities. opera-
tion and sales policies of both stations
were covered in meetings held in
the studios. Rolland Tooke, WPTZ
manager, presided at the Philadelphia
meeting, aided by A. Q. (“Bink”) Dan-
nenbaum, sales mgr.; John (*“Chick”)
Kelly, prom. mgr.; Stan Lee Broza.
prog. mgr.; Raymond Bowley, chief
engineer; Sam Stewart, sales service

(Please turn to page 128)
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bridging your product
to 223,945 TV sets in
63 counties

Virginia North Carolina  West Virginia

296,000 WATTS
CHANNEL 10
Roanoke, Virginia

TELEVISION
ABC

AFFILIATE

INTERCONNECTED

Sh.e,nandoah Life Stationa Incorporated
WSLS AM FM TV '

Represented Nationally by Avery-Knodel Ine
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IN
JACKSONVILLE

it'S .« 0@

276,000 WATTS

NBC*ABC*DUMONT
NETWORKS

CHANNEL 36
The South's
Finest
UHF Station

For information
Call
New York
MU 7-5047
Jacksonville
98-9751

Howard Connell

V.P., Dir. of Radio and Tv
Hewitt, Ogilvy, Benson & Mather, New York

agency profile ‘

Some of the most provocative print ads in years have come oul
of the Hewitt. Ogilvy. Benson & Mather shop. To wit: the man with
the eve-patch who wears a Hathaway Shirt: the girl in the ditto shirt
who smokes cigars: the man with the beard who came to New York
to sell Schweppes quinine water.

A former college prof tno Leard) in a pink Hathaway. who smokes
cigarettes while twirling the remote control knobs of his office tv set..
i the man who's been assigned to give HOBM's air advertising the
same touch. He ix Howard Connell, v.p. in charge of radio and tv.

“The agency’s known for the famous print ads—but. by mid-
March. we estimate 30°¢ of our billings will be in radio and tv,”
savs Connell. (lLast vear’s billings total: S11 million.)

Among the agency’s top radio-tv accounts are Rinso, Good Luck
Margarine. Dunhill. Helena Rubinstein. the British Travel Associa.
tion, Schweppes Quinine Water.

Connell’s theories on producing effective tv commercials are nu-
merous.  Among them: “The indispensable prop—that’s part of
ITOBM print advertising (like beards and cigars and things)—and
there’s no reason to think it wouldn't be effective on tv.

“Take a nmobile. for example. That could he an interesting prop
around which to build a v commereial.

“Now if the art director has a pet mobile or painting that gives
bint ideas for a commercial. let him suggest it. After all. there's
no inflexible rule that savs the initial idea for a commercial must
originate with the writer. The art director’'s a crealive man too.
So’s the lighting man or a chap in production. Let them contribute
their idea<.”

To help carry out hi- own ideas Connell has recruited a group of
oung radio-tv people who. he feels. will be alile to cut through the
pat. clichéridden formulas of v selling.” And when he savs
‘young.” he means it: At H. he’s the second-oldest man on the
taff of HOBML

Save he: "Youngsters are the most critical segment of the tv
audience. They're quick to spot a phony.™ )

Comnell carries his respect for vouth home to Scarsdale with him
every night. Tis own juvenile jury consists of his 11-vear-old daugh-
ter. and his son. age <even. * k *

SPONSOR




Kest.....Over Puget Sound!

¥
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h. TACOMA

‘OLYM PIA

Don’t buy PART when you can get it ALL!

KINT-TV

Covering Seattle, Tacoma and the Puget Sound Area

125,000 WATTS « CHANNEL I

} KTNT-TV AREA e QUICK FACTS AND FICURES
j Population Distribution
City of Seattle 37.65%
‘ Balance of King County 21.37%
| Pierce County (Including Tacoma) 22.22°
| Balance of Areas West and South 18.76
100.00%

TOTAL (1,250,000)

| o
AW Grade A contour covers over 1,000,000 people; Grade A and B contours cover
| over 1,250,000 people; INFLUENCE AREA covers over 1,500,000 people

i

L

AFFILIATED WITH CBS and DUMONT TELEVISION NETWORKS ® CONTACT WEED TELEVISION

A s =
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EAST, SOUTHEAST
\WWBZ-\WBZA
\WGR
KYW
KDKA
WEBL

—

WCSC
WIST
WIS

WGH
WPTF
WDB]J

MIDWEST, SOUTHWEST

WHO

WOC

WDSM
WDAY
WOWO
WIRE
KMBC-KFRM
WAVE

KFAB
WMBD

KFDM
KRIS
WBAP
KXYZ
KTSA

MOUNTAIN AND WEST

KDSH

KVOD
KGMB-KHBC
KEX

KIRO

B TR A A AR A AR AR AR A A T A A T

A ! »
$ | »
—_—

éam@z T T T I O T T A S iR TN R T U YT JUT ORI

| ///;/m/ﬁé SPOT RADIO
7

Boston-Springficld
Buffalo
Philadelphia
Pittsburgh
Syracuse
Charleston, S. C.
Charlotte
Columbia, S. C.
Norfolk-Newport News
Raleigh-Durham
Roanoke

Des Moines
Davenport
Duluch-Superior
Fargo

Fort Wayne
Indianapolis
Kansas City
Louisville
Omaha

Peoria

- . - . .

Beaumont
Corpus Christi
Ft. Worth-Dallas
Houston

San Antonio

Boise
Denver
Honolulu-Hilo

Portland
Seattle

ny

NBC
CBS
NBC
NBC
CBS

CBS
MBS
NBC
ABC
NBC
CBS

NBC
NBC
ABC
NBC
NBC
NBC
CBS

NBC
CBS

CBS

ABC

NBC

NBC-ABC

ABC
CBS

T T . — = P B g > =

51,000
5,000
50,000
50,000
5,000

5,000
5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

50,000
5,000
5,000
5,000

50,000
5,000

5,000
1,000
50,000
5,000
5,000
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 “Choice of Audiences—

The Ones You Want”

by JAMES M. WADE
Manager, Atlanta Office

We have no doubt (and you probably don't, either)
that some men do buy foods, soaps, etc. — that some
women buy pipe tobacco — that some city men buy
farm implements. Etc. But if you were selling tractors
(say) we'll bet you'd want a really rural audience for

your advertising efforts, and a male audience at that.

“Choice of audience” is certainly the most funda-

mental requirement in any selling effort.

Spot Broadcasting, more than any other mass medium,
permits you to select your audience —to reach the
people you want most to reach, with a minimum of
waste. You select the markets, the time, the pro-

grams, the stations that are logical for your prospects.

Spot Radio is “beamed radio” as contrasted with

e

umbrella radio”. It is efficient radio, and it costs

less than any other mass medium you can use.

CHICAGO ATLANTA DETROIT

él

A

-5? \w‘_ L\"! i ‘ |
S 6
':5" CHOICE OF MARKETS

3

5

CHOICE OF STATIONS

CHOICE OF TIME

CHOICE OF PROGRAMS

CHOICE OF AUDIENCES

CHOICE OF BUDGETS

|
‘é
g

REE &

INC.

FT. WORTH

Pioneer Station Representatives Since 1932

HOLLYWOOD SAN FRANCISCC



/P newscasts give station

GOOD
PROFIT
MARGIN

Everybody agrees that if a deal is profitable to both
buyer and scller, the relationship will be a long and

happy one.

At Pleasantville, N. J., Station WOND proposed
a package of 4 daily newscasts to the Atlantic
Cadillac & Pontiac Company, for used car specials.
Price of the cars was reduced stightly cach day until
sold. So eflective has been the program that the
sponsor repeatedly has rencwed the schedule and.
in addition, has bought a one-hour Sunday show

plugging new Pontiacs.

and from still another station——

Station KOCA in Kilgore, Tex., reports the
following experience with AP news—

o In 1953, AP news consumed only 11% of

station’s broadcast time.

e In same year, AP news accounted for
28% of total station revenue.

If vour station is not vet using Associated
P’ress service. your A" Field Representative
can girve vou complete information. Or write—

Those who know famous brands . . .

know the most famous brand in news is /AP ‘
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...sponsor buys more

Says John G. Struckell, general and sales.
manager for WOND:

“Program ideas came and ga, but with AP news
in aur station, we feel we always have a salable
feature. And, taa, the cost per program of AP
news is so low, in comparison with other program
material, that the station can realize a profit
from newscasts with little effort.”

9 All of the stations special AP features
have been sponsored since February, 1953.

Says the station manager: “Our advice to
any sister station having revenue trouble is to
just dig into their goldmine —AP."

SPONSOR |




EMPLOYMENT AGENCY

SPONSOR: Frietsch Employment AGENCY: Standart-O’Hern

Services

CAPSULE CASE HISTORY:  The Frietsch Employment
agency ran a series of 17 announcements over KUDL,
Kansas City, during three consecutive days. The an-
nouncements asked listeners to call BABE-24 for inforina-
tion about the agency. Schedule cost the sponsor §5. The
first day, Frietsch reports it received a total of 431 calls;
the day after that, an additional 582 calls were recorded
and on the final day the agency got 597 calls requesting
information. It gives KUDL a large share of the credi:
Jor attracting the total of 1,010 queries.

KUDI., Kansas City PROGRAM: Announcements

B

R8s SR SN A

OFFICE EQUIPMENT

SPONSOR: National Serviee Co, AGENCY : Katr

CAPSULE CASE HISTORY : I hen the Seaboard Ofl Co
opened its new office in Billings, Vont., they needed
officc equipment badly but Hdw't hnow which were the
best local dealers to buy from. After hearing an institu
tional annouwncement over KGHL for the National Ser-
vice Co., Seabourd’s representative placed an order for a
3560 caleulator and o 892 portable typewriter. Says th
Vational Service Co.: “These two sales would more than
pay for our year’s ad schedule on KGIL.” National uses
one announcement a week.

KGIIL, Billing<, Mont, PROGRAM: \naouncements

PARAKEETS

SPONSOR: B&I sales Co, AGENCY : Diree

CAPSULE CASE IISTORY:  The B&[ Sales Co. sponsors
a 15-minute program Friday nights on KMO called
Jungle Macabre. On 27 November one of the three com-
mercials in the program was uscd to advertise parakeets
which were being placed on salc at $4.95 each. Within
three days 805 parakeets were sold. The sponsor figures
that since the whole program costs $244, one commercial
on it is worth about $81.33. This single commercial pro-
duced a gross return of $3.984.75,

KMO., Tacoma PROGRAN: Jungle Macabre

DEPARTMENT STORE

AUCTION

SPONSOR: T. Eaton Co. AGENCY: Direct

CAPSULE CASE NISTORY:  Last winter, the T. Eaton
Co. bought a daily 15-minute program to sell specific
merchandise throughout its various departinents. When
the contract reached its expiration date and it icas
planned to drop the program for the summer, departmen
managers said they would prefer to see the money neces-
sary to heep the show on the air cut from their news-
paper budgets because they had gotten “definite sales
results” whenever they had advertised on the program.
Daily cost of the program is $20.

CJVI, Victoria, B. C. PROGRAM: Let’s Go To Eaton's

SPONSOR: Allentown Sales Auction AGENCY: Dirert

CAPSULE CASE HISTORY:  Six days beforc Allentown
Sales had scheduled an auction in the Lehigh Valley arca
it began advertising on WAEB. The firm bought jour five-
minute participations daily in disk jockey shows, plus
announcements: total cost was $155. Radio was the only
advertising used except for two newspaper ads (one the
day before opening; one on opening day). Despite o
heavy storm which hit the area on the day the auction
opened, a crowd of nearly 10,000 people was present.
The sponsor attributes 909 of the crowd to WAED.

PROGR.AM: Participations

Announcements

WAEB, Allentown

PIANOS

HANDLE BAGS

SPONSOR: Lester Piano Co.

CAPSULE CASE HISTORY:  Nine years ago the Lester
Piano Co. scheduled a quarter hour of live piano music
at 10:00 a.m. over WIP, five days a week. A year later
the sponsor added a second series of across-the-boar
programs (1:00-1:15 pm.). They next increased the
morning show to 30 minutes. The broadcasts have con-
tinued for the past seven years. Says the sponsor: “More
than a third of our business comes directly from WIP.
A piano is a high-priced unit, and careful records are
kept to show what kinds of advertising pay off. WIP has
sold more than its share.” Cost of the radio schedule is

under 3% of the firm’s total budget.
WIP, Philadelphia PROGRAM: Key: to Happiness

AGENCY : Dittman & Kane

SPONSOR: Yon's Grocery Co. AGENCY': Mogge Privett, Inc

CAPSULE CASE HISTORY:  Tuwenty-five thousand “trick-
or-treat” handle bags were used by this sponsor to test
the pull of radio. Von’s, a chain of 19 super markets
Greater Los Angeles. made two announcements on
news show stating the bags were available at

Within 24 hours after the newscast the

gone. Says N. 1. Bolstad, of Von's: =T

of the response to our offer came

nouncements.” Von's sponsors Hs tion of
the News Monday through Frida) m. Weekly

cost of the program is $110.25

KBIG, Los Angeles PROGRAM: Homemakers’ Edition ol

the News



THE INSPIRED NEW SERIES THAT OUTSHINES
THEM ALL FOR DRAMA, ACTION, REALISM! |

|
inside a real INTERROGATION ROOM |

Inside a real SHOW-UP ROOM
Inside a real COURTROOM
inside a real CRIME-LAB




SAlES MINDED ADVERTISERS'

Champion of
\\N Wi the people,
® defender of
4 truth, guard-

A S

%1 ion of our
2 'fundamental
M3 rights to life,
B\ liberty and

%*-%% the pursuit
1 of happiness

W HOLLYWOOD’S DYNAMIC

enforcement agencies




WTVP

CHANRNWNEL Y7
DECATUR, ILLINOIS

SOLID COVERAGE
IN THE HEART OF

CHAMPAIGN @
*DECATUR

SPRINGFIELD®

PROSPEROUS
CENTRAL ILLINOIS

WTVP

CHANNEL 17
DECATUR, ILLINOIS

DELIVERS ONE OF THE
FASTEST GROWING
MARKETS IN AMERICA

SELL IN...

THE MARKET THAT
MARKETING FIGURES
CAN'T KEEP UP WITH!

WTVP

CHANNEL 17
DECATUR, ILLINOIS

National Representative: George W, Clark, Inc.

66

1

Rise of te il syudication

‘nuparalleled’ in U.S. history

by Sichael VM, Sillermun, executive viee presideat,
I ehevision Programs of lmorica

[lere is universal

recognition of the

importance tele
vision has as the
most spectacular
method of enter-
tainment and
sales in the his.
tory of \merican
life and industry.
Aualysts, poll-
takers, surveyors,
have combined in
televisions  development.
and growth as the most phenomenal
mass medium and most intiniate con-
tact between producer and consumer,

This vear will inaugurate the com-
ing into its own of the decisive instru-
ment of television programing: film
syndication. 195} will be a vear of
ever-increasing demands for the syndi-
cated product, for better program qual-
ity and for vital market-by-market sales
and merchandising techniques.

There are now over 330 tv stations
on the air and over 200 additional
stations have construction permits. At
present, there are 330 television filin
distributing companies and 700 film
production companies.

Mr. Sillerman

soothsavers  all
celebrating

The plhenomenal spurt of distribu-
tion and production organizations in-
volved in film syndication for tele-
vision i~ most significant. Never De-
fore in the history of American busi-
ness has there heen the spectacular
rise of a <egment of an industry to
compare with the development of tele-
vision filnt production and syndication.

One hundred niillion viewers each
day means one hundred million po-
tential customers dailyv. Film s ndica-
tion supplies that exclusive and incom-
parable requirement  for  \merican
busines=: It can intimately dramatize
properties of specific products for the
customer.

Film syvmlication enables local and

regional sponsors 1o obtain top caliber
programs equa]*and often superior to

national network programs. And all
tlis is in prime time periods,

Already. production plans for ’54 in
the tv film syndication field point to
furtlier advances at the same fast pace
in the realms of quantity and quality.
Television Programs of America’s film
production budget for this year calls
for a five million dollar net investment
in our forthcoming properties.

In previous years television produc-
tion and sales syndication firms pre-
sented sprawling and sometimes cha-
otic organizations. Today, as the re-
quircments of American business de-
mand more effective solutions to re-
gional and local advertising problems,
and as the machmery of live network
television falters in the fulfillment of
these basic missions of the medium,
film syndication and production are
emerging as the decisive factors in
television. LA

v v v

First film manunal: The NARTB is
helping tv stations eliminate trial-and-
error tactics in telecasting film pro-
gramimng.

Its first annual Television Station
Filin Manual. recently mailed to all
active NARTB tv station members. re-
flects lessons learned by pioneers in
the use of film on television.

There is information on film pro-
graming hours and costs. case histories
and do’s and don’ts of film practices.

The hours and costs data were based
on a survey of tv stations grouped ac-
cording to the number of television
families in area. One result of survey:
disclosure film programing hours ex-
ceed live in all categories of stations
reporting. Filin shows cost more than
live programing: The average live costs
for one hour in all groups came to
£85: for film. §126.

Case histories on film policies and
operations of six tv stations selected
according to size and geographical lo-
cation include information on film
purchasing. personnel, equipment. L.D.
specifications. engineering techniques.
and programing. There are diagrams
of the six stations” floor plans as well
as drawings of forms used in schedul-
ing. routing. and filmg films. The
~ix stations reported on are KGNC-TV,
Amarillo: KKTV, Colorado Springs:

KRON-TV. San Francisco: WAAM.
Baltimore: WBTY, Charlotte. and
WCAU-TYV. Philadelphia. * x X

SPONSOR
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@‘ Leaning Over Backwards Department

It appears to us that. all things considered, there
are probably fewer tv viewers in our audience
at a given time than there are in, say WCBS-TV’s.
But we’ll match ’em, audience for audien«e and
no holds barred and throw in the New Yorker's
too, for ferocity.

WMT-TV

Channel 2 - CBS for Eastern lowa NN, -

.H s0® ’.:. o, o /
& o, e .ﬁ.:aoﬁtn.;\ ’./,

Mail address: Cedar Rapids lo'o,'.':',..:"‘m'.': S0l K

YR 5 S 5 3 5 » ./f’ '4 .’.'"‘0\_’ s VN %
National Reps: The Katz Agency, which see for bared fangs A Oy /, Y 1 R RATA
3 > °

V 555, 1)
=5 {7l

I\
4y
DY/

Jl rf)ﬁ\\
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Your Best
Buy to Sell
The Rich
Pittsburgh
Market

Every day more and
more advertisers are
learning it’s good
business to sell
America's eighth
largest trading area
through WKJF.TV—
Pittsburgh’s pioneer
UHF television sta-
tion. That's because
WKJF-TV offers its
ever-growing audi-
ence outstanding net-
work shows plus
strong local pro-
gramming.

In case you're look-
ing for a way to get
more than your share
of the 2!, billion dol-
lar Pittsburgh market,
you'll find it pays to
use WKJF-TV. Want
proof? Contact our
national representa-
tives, Weed Televi-
sion, or write us
today.

| WRKRJF-TV
;:.L.- Claunel 55

PITTSBURGH

3 S

(Continued from page 106

cal sum obtained by including personal expenscs such as bus-
nress overhead. salary to your mother-in-law, etc.

It might also he worth mentioning that as each -uccessive
film comes out of the lab, the negative cost has become pro-
gressively lower due to a finagle known as production savings-
which rcally mcans cheating on what you deliver.

But I don’t worry—vet. Things don’t really look as black
a~ all this implies. I've got a pretty darn good show featur-
ing Toodles. that great star of the silver screen, as narrator
and sometimes participant. I'm happy with the ratings which
are =tarting to come in and are hetter than I dared to expect.
So now I am a big man in my league and the people at the
Welatka Country Club in Rolling Ridge, N. J., knowing that
I am a tv entrepreneur ask me questions akout the medinm.
Now / buy the brandy.

Then it happens. I get a letter from a California lawyer.
saying that film number 17 in “my series” will be the last.
The corporation I have been dealing with is bankrupt. The
negatives already existent have been attached. The corpora-
tion I was dealing with discovercd the hard way (and at my
expense) that the cost of selling to the other markets adds
almost 50% to the cost of each negative. Reruns are difficult
if not impossible to market. Unions ask increases. Banks
want their money back. Ete.! Ete.! All thanks to the simple
arithmetical fact that by going out of pocket several thousands
of dollars each film. you have already accumulated a tidy
debt of 17 times that sum.

And hLere I am with time bought in the middle of a eycle
of 13. The crushing blow, however, 1z this: I understand
from a fricnd who was out on the Coast recently that you
were seen driving around in a new Chrysler Imperial. Hmm!

In conclusion may I say I hate vou and mayv I paraphrase
once more—maoney is the root of all happiness. ol

F
. & “\\ i
| \# Nov!. Rep., WEED TELEVISION

OUTSTANDING
NBC PROGRAMS

Letters to Bob Foreman are welcomed

Do vyou always agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs™? Bob and the editors of spox-
sor would be happy to receive and print comments [rom

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

LV story hoard

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

SARRA

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

“Whispering Power” is the theme of new one-minute TV spots {or Evinrude's
Fleetwin outboard motor. Gay, informal outdoor shots invite carefree boat-
ing fun. You fcar the difference as the sound track picks up the guiet flow of
power from Evinrude’s Fleetwin, and the voice-over tetls a hard-hitting sales
story backed up by close-ups of the motor’s mechanical advantages. A smooth
blend of happy promise and convincing demounstration planned by SARRA
with Evinrude Motors and its agency, The Cramer-Crassett Company.

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

TV spots created by SARRA for Bell & Howell’s movie camera have cvery-
thing it takes to clinch a sale: a featured price and strong product identifica-
tton . . . a demonstration in close-ups of exclusive advantages . . . and eno-
tional appeal through such human interest sequences as baby’s first steps
which dramatize the message—"Dou’t let moments like this pass you by.”
Created for Bell & Howell Co., through McCann-Ericksen, Inc. Another ex-
ample of how SARRA “shoots to sell.”

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

In a new one-minute commercial for Jergen's Lotion SARRA merges anima-
tion with live action for effective selling. In an animated sequence winsome
fingers prance to the household tasks they do with detergents and a parade of
laundry, dishes, pots and pans ties in with the theme of Jergen's magazine
campaign. In live action lovely hands smooth on the lotion, give a close-up of
the bottle. A final romantic flash shows hands mecting as the voice-over
underlines the message: “Don’t let your hands let him know you usc deter-
gents.” Produced by SARRA for Andrew Jergens Co., through Robert W.

Orr & Associates, Inc. SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

VIDE-O-RIGINAL is Sarra’s name for a quality-controlled motion picture
print made in SARRA’s own photographic taboratory. This print is the pay-
off on your entire investment. \Whether you order one—or one hundred—
each VIDE-O-RIGINAL of your Sarra-produced TV commercial is custom-
made to give maximum fidelity whencver, wherever your message appears on

the home TV screen.
SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Strect
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e PLENTY!

In this second television market of the nation, one of the
four major radio stations— AND ONLY ONE —has in-

creased its audience since 1950 . . . the period of greatest
TV growth.

The average daily Monday-through - Friday rating for
Station WMAQ (Pulse, Sept.-Oct. 1953) is 13 per cent
GREATER than it was during the same period in 1950.
Meanwhile, Station A has DECLINED seven per cent,

Station B 11 per cent and Station C is unchanged.

In addition, Station WMAQ is the ONLY station of the
four to register average rating gains in each of the three

periods of the day —morning, afternoon and night.

Once again, proof that more and more Midwest radio
homes — now 12 per cent greater in number than four

years ago — turn to

/ée 0
VALITY STATION o¢ 4,
f"’u/w
/i

Quality Programs
Quality Services |
Quality Audience

Represented by NBC Spot Sales



SIKY. ..

Do sponsors need a well-known star to attract large

radio and (v audiences and sell effeetively

THE PICKED PANEL ANSWERS

This is actually
two questions, so
let’s treat it as
such. Firs=t, the
need for a well-
known star per-
souality to gather
a large radio or
tv andience.

Anmv star will
be a failure with-
out the proper
showcase, vet a good show can stand
without a big name personality !

With or without «tar talent. the spon-
sor must have a <how guided by a
sonnd format, good writing and ex-
ceptionally fine talent (not mecessarily
big stars). Since the question posed
deals with that which the sponsor
“needs.” then I must opine that those
elemeits P've mentioned are the most
needed.

Yon can attract a large radio or tv
audience with or without a star. Many
of our better-known radio anid tv show
properties have made the talent into
stars, while there are just as manv
other programs which have heen made
famous by the big-name personalities
plaving in them.

Mr. McNeilly

In television, there is another, and
newer, clement to consider: Promo-
tion! Not show promotion as
known it in the past, but well planned
campaigns. Network and independent
stations alike are alloting record ad
vertising and promotion budgets to
capture audience as intenszely competi-
tive programing really gets underway.
Naturally. the use of a star name i«
going to be aw aid in such a promo.
tion. but not a necessity.

So. the sponsor does not need a well-
known star. If the type of show re-

quires the talents of a big name: il

wehe

72

vou want the little extra push in pro-
motion that a star name affords. then
by all means use them. But, they’re
not needed as long as the sponsor has
the benefit of a good creative staff who
can give the public a show they want
to ~ce or hear in their homes.

As for effective selling, big-time per-
sonalities are much less a factor for
effective sales in radio and television.
The product should be the star. Unless
yvour current campaign actually in-
volves a copy theme about star en-
dorsements, there is no need to detract
from the package. This is particularly
true on tv where every wide shot you
take of a person not involved in dem-
onstration is a picture wasted. Build
up the product and not the person
talking about it!

I believe a show can do well with
or without big-name personalities. Tv
makes its own stars. just as radio has
done for vears. And while you're en-
tertaining the audience. make sure
your product is so interesting in its
presentation that it will be remembered
favorably in connection with the show
——a star In its own right.

Epwarp R. McNEILLY
Enterprise Advertising
Los Angeles

Without a doubt.
no large mass tv
or radio audience
can be developeil
without a top
name star as the
inain  attraction.
That is. of course.
unless the spon-
sor is willing to
wait out an al-
most unbearable
period during which time the verv ex-
cellence of the show itself can be felt

Mr. Yambert

a forum on guestions of curreut interest

to air advertisers and their agencies

O

On radio this frequently can be done,
On tv. due to the size of budget re-
quired, it is almost impossible.

For the local or regional advertiser.
it is therefore better to sponsor a pack-
aged or participation show in which
he can afford the lustre of a top-name
star. This will almost insure an im-
mediate audience for his show.

Size of audience, however, is no sure
indicator of a show’s sales ability, in
my opinion. Here in Los Angeles there
are numberless examples of the low-
budget shows on both tv and radio,
which have paid off rather handsomely.
Some of these are on stations which
sometimes fail to show up strongly on
the rating charts.

The reason fer such results, it seems
to me. is that the sponsor has con-

sistently stuck to his guns, and has

accomplished a good selling job to his
sinaller-sized audience.

It’s great to have a big audience.
But that alone is no substitute for good
salesmanship.

RALPH YAMBERT
President ‘
Yambert, Inc., Advertising
Los Angeles

Show business
provides a few
zeneralizations.
but the question
can only be an-
swered if applied
to specific cases.

A “well-known
star” is just one
element of a pro-
gram. The need
for such a star
will vary according to the strength of
the other elements. Obviously. the
stronger each link in the chain of at-
traction values. the better. If an im-

Mr. Cavallo

SPONSOR




mediate success is demanded of an
unknown show, however, performers
with high public acceptance are neccs-
sary. On the other hand. a well-known
show may be cast with unknowns who
will then gain stature by appearing in
a popular velicle.

When Rogers and Hammerstein -
troduced South Pacific, they cast two
stars, Pinza and Martin, as leads. The
show proved to be so good that these
stars gained in stature by playing in
it. When they left the cast, performers
of much less importance revlaced them
but the show continued to sell out. And
the replacements enjoyed much greater
prestige as a result of appearing in the
show.

It stands to reason that a tv and/or
radio audience likes the star of a show
that it watches continually; the star is
an important element of attraction.
Therefore, a sales message delivered
by that star-surely gets inore attention;
personal endorsement by the star has
more weight.

The use of a star, however, does not
eliminate the need for a sound sales
message properly presented. The star
is just one element in the commercial,
and as such, is needed in varying de-
grees according to the strength of the
other available means of persuasion.

PeETER A. CavaLro ]Rr.
J. Walter Thompson Co.
Chicago

There is ample
evidence that a
sponsor does not

“need’” well-
known stars to
attract a large
enough audience
to make his 1n-
vestment in ra-
dio or television
profitable. The
use of a name star should not be a
pre-determined requirement. A sponsor
can enjoy large audiences with a vehi-
cle utilizing the talents of a little-known
performer. Such perforiners are ire
quently skyrocketed to stardom. For
example, many people have for vears
been enchanted by the stories of Wally
Cox. Yet his nightclub performances
and occasional guest appearances on
radio and tv shows would not alone
bring millions of people to their tele-,
vision sets each week to watch him
(Please turn to page 127)

Mr. Sim pson
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WFBG-TV

316,000 wats

Channe

Covers Central and
Western Pennsylvania

You Need No Other Station Between Pittsburgh

and Harrisburg to Cover This Important Market

% Pmsowcm\ AI.TOONA
i 7 Ch /. "
-g .a”u/:z«;// - Chonse /9 5
- ’ “V ‘Ch/mr/b' A ,’;’
S ? -‘—:-/ ‘.f,_,\“ A3% o4

Ec)
LANCASTER
C'll,mt/ 6 o

N\,

Here Is Selling Power PLUS:

418,798 as of January 1, 1954, and it’s setx that

count

SET COUNT

2727 feet above sea level, 990 feet above aver-
age terrain on Wopsononoek Mountain

TOWER HEIGHT

RADIATED POWER 316,000 watts on Channel 10, the maximum al-
lowed by FCC on any VHF Channel

610.000 families spending over £1.9 billion in
retail sales

RICH MARKET

SUCCESS STORY

6115 pieces of mail in response to 4 Santa
Claus programs

THE __GABLE BROADCASTING CO.
A_Bc Altoona. Pa.
NBC

DU MONT Channel 10, 316,000 watts 1340 ke, NB

Represented Exclusively by H-R Television, Ine.
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NAME CF FIRM LDCATION ANO SALES CONTACT

WM F BRDIOY PRODUCTIDNS
wols SUNSET BLAVD

NoLLYMWooly os oAl

WM P oBRUIDY HULLYMWOOD i 4

LOU BUNIN FILM PRDDUCTIDNS

2w WESNT LTI ST

NEW Yotk 1y N Y

FLORLNCE DAMVIS COLLMELS 5 {292

BYRDN. INC.

1226 WISCONSIN AVE.
WARHNINGTON b ¢

DUINMLEY SPORUILL, DUFPONT 7 (a0

CALDWELL AUDID-VIDEO PRODUCTIONS
447 JARVIS ST

ToORONTO o ONT  CANADA

BICKh SHEPARD RINGSDHALE 2ul

S. W CALOWELL LTD

447 JARVIS ST

TORCNTO 3, ONTARIO. CANADA

G N MACKENZIE RINGSDALE 2103

LARS CALONIUS

35 WEST 5. Ry ST

NEMW YORK 19, N, Y

LARS CALONIUS. CINCLE 7 7761

CAMERA CRAFT

6761 LEXINGTOUN AVE

HOLLYWOOD 3s, CAL

ROBERT CRAWFORD, HEMSTEAD €85

CAMPBELL-CAHILL STUDIO
5 EAST WACKER DR
CIICAGO 1, 1LL.

JERRY CAMPBELL, FR 24449

CAPITDL FILMS (SUBSIDIARY DF TCA)
10283 CONNECTICUT AVE.
WASHINGTOUN, ) €, ST 3 1278

CARAVEL FiLMS, INC.

730 FIFTH AVE.

NEW YORK. N Y

CALHOUN MC KEAN. CIRCLE 76110

CARLA PRDDUCTION. INC.

751 N HIGHLAND AVE.

HoLtywoobh 3~ CaL

CHARLES LARRMNN, WEBSTER 3 7384

CASCADE PICTURES OF CALIFDRNIA, INC.
822 AWANTTIINGTON BLVD.

CLLVER CITY AL

R. vV RROWN, VE 32185

CENTRAL TELEFILMS, INC.
%10 NORTI SHERIDAN RD
IPrORIN 5 QL.

"W KEITIL, 5 7611

CHARTER OAK TELE-PICTURES
H15 SEVENTII AVE,

NEW YORK 19, N Y.

LOI'IS CAVELL, CIRCLE 6 2508

LEW CHATHAM ASSOCIATES
CILATIEAM BLDG
CLAREMORE, OKLA.

LA CHATIIAN, 1122

JACK CHERTOK PRODUCTIONS. INC.
1000 NORTH 1L.AS I'ALMAR AVE.
WMOLLYWOUD AL

PPALL McNAMARA, IWEMPSEMND 5106

FRANK CHRISTL & ASSOCIATES
541 LA CIENEGN BLVD.

108 ANGELESX 4%, CAL

FRANK CRISTL. CRESTVIEW 1.6452

CINECRAFT PROOUCTIDNS, INC.
2515 FRANKLIN A VE
CLEVELAND 13, ollo

RAY CLLLEY. SUPERIOR 1 2300

-
TV FILM COMMERCIAL PRODUCERS: coutinued from page 50
16LE
~f
FACILITIES INCLUDE: AMONG THEIR ACCOUNTS DURING 1952-'53 SEASON i
Ammalien Color  Shippine ’
) v DEI
.- X X Kellogg’s Sugor Carn Pops, Lux Flakes, Meister Brau Beer B
iF
X X - Franco-Americon Spoghetti, Daeskin Products, Howdy Doody Ice Creom: L
) X DuBois Becr, Jenny Gasoline, Briggs Pork Products, Capital Airlines, Hals Beer, Tipon| ;‘:-F
S = U. S. Treasury Savings Bonds, Gunther Beer, Esskay Meats, Motorists Mutual [nsuron
Robin Hood Flour, Borden Co. of Conoda (Storlac, Ice Creom, etc.), Westinghouse Prdb '
X% X X Kolynos, Aero-Shove, Post Cereals, Anacin, Dentyne, Chiclets
1
X -- X Westinghouse, Consumer’s Gas Co., Government of Conodo (Postol Dept.), Remingtoi
— 1L
o4
X X X Borden’s Buttermilk, Sal Hepatico, Mott’s Apple Sauce & Prune Juice E
o 0¥
i L
% % %  Temco Products Skeeter, Reloxicisor, Clopps Foods, Apex Magic Wond :
i
. Fould’'s Mocoroni, Kosto-Pudding & Mixes, Rand Shoes, Hortmon Luggoge, -Monor o
3 % 3 ) i 1
Coffee ¥,
- X X  {Not reported) “‘_
\:
X X X Bollontine Beer, Borden Co., Bufferin, Coco Colo, Fob, E. |. duPont de Nemours, Gaq-i 3
Kent Cigarettes, Ivory Flakes, Ivory Soap, Mobilgas
N —
X% X% ¥ Foygo Beverages, Sunbeom Bread, Peter Pan Breod, Kelly Kor Co., Bluhill Products
0 e 3 s "I l ;
Hollmork Greeting Cords, Toni's White Roin, Diol Shampoo, Liquinette, Kellogg'sTo™
X X X flakes, Pomper, Grond Prize Beer, Frigidoire, Romo Wine, Post Toosties, Cresto mn
Oldsmobile, Sunnybonk Morgorine, Clorox, Hi-Lite rL
i - . ta
X X X Manbeck Baking Co. '
!
B -
.- X X Liqui-Molly, Socony Mobilgos
| r
g . . Oklohomo Tire & Supply Co., Oklohoma Roads for Oklahoma, Gov. Johnson Murrny R
+ & &
Turner Bond Progrom
. Merita Bread & Cakes, Gillette, Phillips Petroleum, Not Buring Pocking Co., Sojon
¥* X* ¥
Luggoge, Peter Pon Peonut Butter
X* X% %  Silverwood Dept. Store, Raper Ranges
Standard Oil Gos, Oil & Service, Leisy Beer, White Sewing Mochines, Sciberling Tire!fubf-\
X X X .
General Tire Tubes
-~ means companmy does not have this facility, % means no report available on facilities.

SYVBOLS X means company has this jaalin aralable,




OF FIRM, LOCATION ANO SALES CONTACT

J TELE PROOUCTIONS

BANTA MONICA BLVD.

YWOOD, CAL.

Y LEIHNMAN, HOLLYWOOD 5-3376

VIOEO PROOUCTIONS., INC.

FACILITIES INCLUOE:

Animatlon | Color | Shipping

AMONG THEIR ACCOUNTS OURING 1952. 53 SEASON

X State of California, Air National Guard, Helms Bakeries, California National Guard, Calo
Dog Food, Drumstic, Optimists Club

JRD, CONN, (Not reported
GARO W. RAY, 2-6590 ¥ ¥ * p )
~ -
CLAMPETT
DRTII BRONSON % . .
z?:()rur?l\a: CAL'\ITL 0399 ¥+ %  Bell Foods, Nehi Beverages, M. P. Hood Dairy, Leigh Foods Orange Juice, Sunbeam Bread
NOCERINE, GRANITE 0522
-~
Tipen (AN FILM CO.
MAPLE AVE. .
wionegsS. TEX. L % % Chill Chest, York
SHAPARD, JUSTIN 3692
«ppGE W. COLBURN LABORATORY, INC.
JRTII WACKER DR. . .
0GO 6. ILL. X X X  Red Band Flour, Sterling Beer, Try-Ade, Wheaties
Y USHIJIMA, STATE 2-7316
IERCE PICTURES . . . G
I.ngm\'“-nn‘\s ST. X X X Jahncke Service, Home Finance Service, Southern Tailoring Co., Sure-Klean, Progresso Foods,
3?&5?@&3\'1)‘?*&‘& — Barth Appliances, Louisiana Insurance Co., Surepine, Welsh’s Baton Rouge, Fair Grounds Corp.
IDOORE PROGUCTIONS, INC.
JRTH L\ CIENEGA BLVD.
TWOOD 46, CAL. X X X  (Not reported)
'ER WHITE. JR., CRESTVIEW 1-7106
B = B JE— . . -
(OR FILMS, INC, Budweiser, Michelob Draft Beer, Wabash Railroad, Stag Beer, Griesedieck Beer, U. S. Air
1’)‘{;]‘;‘115'{}0 . X X Force, Phelan Paints, Red Goose Shoes, Golden Dipt Breading, Old Crown Beer, Modular
_‘]\\mm'ri‘ JR., MAIN 8876 Homes
anor . .
TON W. COUSENS PROGUCTIONS Lustre Cream, Dorothy Gray, Canada Dry (Spur), Cutex Lipstick, Desert Flower, Kiss Me Kate,
1\:?}1;‘]7\8’1;141 s\:r. ¥ X X X Cameo Hosiery, Ad. Fed. of America, Gunther Ale, Tussy Cosmetics, Colgate, Imperia!
“—{TON W. COUSENS, TRAFALGAR 3-5870 Wallpaper
:RION FILMS, INC .
[LE, WASKH. ¥ * %  Portland General Electric Co.
" G"’lCTURES , . . ..
TEUBEN ST. ® % y Fitzgerald Brothers Brewing Co., Saratoga Harness Racing Association
NY, N. Y.
I - e P S N
Bab-0, Barbasol Co., BC Remedy, Buckingham Cigarettes, Campbell Soups, Vaseline Hair
Hig Tonic, Ajax, Zerone, Zerex, duPont Sponge, Esso Standard Qil, Genesee Brewing Co., Holland
L‘iﬁ-g?ﬁ?ﬁ#‘ AClOCEON S ' e House Coffee, Jack’s Tasty Snack Corp., Chesterfield Cigarettes, Colonial Stores, Lipton’s
; '{\L'.OSB&.&L&;'“URRAY — X X Tea, Martinson’s Coffee, Masland Carpets, Mennen Skin Bracer & Spray, Omar Bread, Crisco,
logg’& St o Duz, Quaker Rice, Quaker Wheat, Schlitz Beer, Wm. Schluderberg Meats, Tenderleaf Teq,
3 Thor Appliances, Muriel Cigars, Halo
" 1S PROGUCTIONS
;I:)I;:{K“I'I?\ Y. X X X Save By Tv (Broiler), Surgitube, National Brands, Waite-Less
RENCE R. CURTIS, PLAZA 5-6333
_AI. PROOUCTIONS, INC.
8 .
\-g}gl’g_s; . ¥ ¥ ¥ (Not reported)
RICE T. GROEN, MURRAY HILL 2-0040
" IENES'. INC. . ) , .
mung & BUTTONWOOD STS. &3 ' &  Sani-Flush, Lee Tire & Rubber Co.. Jacob Reed’s Clothing
'ADELPHIA, PA.
,,.'Lcro FILMS, INC.
ES ; . . . . .
su“j(b)’;g#f;{.\s’:ri X X X  Puss 'n’ Boots Cat Food, Clearasil, Coronet Magazine, Minute Rice, Piel Brothers
) ]z HANDS, COLUMBUS 5-7620
__LiEAN DUROIS Co.
WENTY- S 8 i
CER 9, Cg{i‘f" ST .- X --  {Not reported)
| F. DUBOIS, EAST 8122
— o [
,JDIéNN STUO10S
1 ,\cgm;?ﬁo “ o X X X  Coolerator Refrigerators & Ranges, Bendix Washers, Canadian Ace Beer
RISUNN, WH 3-2121
. o - o o _
=

WUBOLS

fiies.

X means company has this jacilitv available. -- means company does not have this facility. % means no report available on facilities.



NAME DF FIRM. LOCATION ANO SALES CONTACT

DYNAMIC FILMS. INC.

112 WEST ~9TIl 8T

NEW YORK. N Y, X X X
NATIAN ZUi'KER TRAFALGAR 3 622)

PETER ELGAR PRODUCTIONS, INC

Is EAST Iy ST

NEW YORK ¥2 Ny . X X
PETER F ELGAR MURRAY LY =

ELLIOT, UNGER & ELLIOT, INC.

11 WEST ATII ST

NEW YORK N Y o X X
STEVIEN ELLIOT JUDHSON 6 §.82

FAMDUS STUOI0S

« WEST 15TH T

SNEW YORK 36, N Y X X =
JUDSON 2 (%0

PAUL J FENNELL CD.

01 NORTIN LA CIENEGA BLVD

LUK ANGELES 4%, CAl. X X o
PALL T FENNELL, CRESTVIEW 6 0817

FILM ASSOCIATES INC.

150 SOUTI DINIE AVE

DAYTON 9, Ol - X X
EDWARD LANG, WALNUT 2181

FILMACK STUOIDS
1327 SOUTIH WARASIE AVE

CilICAGO. 11LL. X X X

DON MACK, ITARRISDN T 3305

FILM CREATIONS, INC.

61 WENT %5TIl ST

NEW YOHK 19. N ¥ X o X
JOSERPIL Al BARNETT JUDSON 23324

FILMWRIGHT PROOUCTIONS. INC.

3 EAST 57T ST

MNEW YORK, N Y o X o
MAX LLANBARD, ELDORADO 5.6038

FIVE STAR PRODUCTIONS, INC.

6530 SUNSET BLVD ’

HOLLYWOOD. CAL X X X
W MeAAHAN [TOLLYWOOD 3 1807

DON FLAGG PRDDUCTIDNS

115 TIARRINON ST,

SAN FRANCISCO., CAL. * * *
DON FLAGG, YURKDN 2 1303

FOCAL POINT FILM PROOUCTIONS

312 MADISON AVE.

NEW YORK 17, N Y * * *
JOHUN STRANG MURRAY MHILL 78717

GEDRGE F. FOLEY. INC.

"2 MADISON AVE.

NEW YORK, N ¥ X X X
D J ANLARDL PLAZA T 1869

GENERAL DISPLAY PRODUCTS €O
195 XORTI SEVENTI ST

ST LOLIS ), MO X * X

ROBERT O XCOTT GARFIELD 6490

GENERAL ENTERTAINMENT CDRP.

124 EANT S6TIL 8T

NEW YORK 22, N Y ¥ 5 ¥*
HOWARD 6 RARNES  ELDORADOD

GLOBAL TELEFILMS, INC.

35 WEST 53RD ST

NEW YORK, N ¥ X X X
WILLIAM SNYDER., CIRULE 5 7991

SYWELOLS X reans company has this facilits armlable.

FACILITIES INCLUOE: AMONG THEIR ACCOUNTS OURING 1952-'53 SEASDN
Animatlen Color Shilgping .

l
‘I— -

Arrid, Flexces, Anacin, Dolly Madison, Westfield Trojan, Jumping Jack Shoes, Charles
Formula 9, Fastabs, Lanolin Shampoo, Bardahl Top Oil, Showmut National Bank, Ba
Pertume, Nash Cars, Chicago Pneumatic Jack &

e

!

Bosca Co., Glance, Palmolive Chloro., Gulf Oil Co., Jergen’s Lotion, Woodbury Shampoo,
terine, Lifc & Viccroy Cigarettes, Remington Rand, Inc., Samsonite Luggoge, Hills |
Coffce, Zippo Lighters, Good Luck Margarine, Colgate Dental Cream, Minute Maid Or
Juice, Super Coola, Royal Instant Pudding, Pall Mall, Phillip’s 66, Bayer Aspirin, L
Army, Amecrican Radiator

Ponds, Tide, Colgate Shaving Cream, Hinds Hand Cream, Pan American, Vicks, Scott Pi
Florida Citrus, Revion, Helena Rubinstein, Spry, Pall Mall, Chesterfield, Drene, Good
Margarine, Lilt, Chloradent

5-Day Deodorant Pads
Campbell’s Soup, V-8 Vegetable Juices, Schmidt’s Beer, Cheerios, Palmolive Shave Ci

Oxydol Detergent, Campbell’s Ketchup, Ked’s Shoes, Rice Krispies, Valley Forge Beer, C
Spray Cranberry Sauce

Jergens Shaving Cream, Gem Commercial Building & Loan

Manor House Coffee, Swift’s lce Cream, Rival Dog Food, Oshkoth B’Gosh Overalls,
Wip, Toni, Secaly Mattress, Helene Curtis, Deep Magic, Quaker Noodles, Bright P
Swift’s Franks

n e
Amoco Gds, Permalube Oil, Roi-Tan Cigar, Amm-i-dent, Electric Auto-Lite, Atlas

Luden’s Cough Drops, Eskimo Anti-Freeze, Omega Watches, Ronson Lighters, S
Medaglia D'Oro, Sylvania Electric Products, Willys-Overland Motors

Prell Shampoo, Prell Packets, Ivory Snow, Tide, Log Cabin Syrup, Sure-Jell, Crosley F
Crosley Refrigerator, Crosley Washer, Crosley Freezer, Better School Campaign, Elna S
Machines, Maxwell House Coffee, Sugar Crisp, Nucoa, American Astociation for the
National Conference of Christians and Jews

-
-

McGlaughlin’s Instant Manor House Coffee, Uncle Ben’s Rice, Raleigh Cigarettes,
Scouring Pads, Pet Milk, Kellogg’s, Stopette, Parker Pen, Schaefer’s Snorkel Pen, Che-sle—
Helene Curtis, Standard Oil, Pacific Coast Borax, Dodge, Ralston, Pabst Blue Ribbon, (?
tion Milk, Budweiser, Baron Syrup, Old Style Beer '
: =
Belfast Root Beer, Tintair, Cardinet Candy Co., Vano Starch, Bleach & Cleaner, (f
Creamery, Cresta Blanca Wine, Emporium Dept. Store, Ford Motor Co., Kay Jewelr
Nulaid Eggs, Oral B Co., Lucerne Milk, Lucerne Frozen Juices, Miss Saylor’s Chocate

White Star Tuna

(Not reported) \

|
Prudential Life Insuronce Co., Maslond Coarpets, U. S. Coast Guord Recruiting, Listerine!w‘
Paste, Phillips 66’ Oil & Gas

1
=g iy

(Specializes in beer commercials)

A. 5. Beck Shoes, Picturesque Stockings, Lady Hompshire Hose

t
Black Drug, National Shoes, Colgate, General Electric

1
-- means company does not have this [acility. % means no report aiailable on farx']ilics.l 1
[



|
- .

FACILIT :
4} OF FIRM, LOCATION AND SALES CONTACT  pnimaot | coitr | ahipming AMONG THEIR ACCOUNTS DURING 1952.'53 SEASON

Y S. GOODMAN PRODUCTIONS

ST 53RD ST .

YORK. N. Y. - - X (Open-end commerciols for various retail cotegories.)
PL GOUDMAN, PLAZA 5:35%0

o B AKDY ORGANIZATION DuPont Cellophone &‘Nylan, l?etroit Firemen’s Fund Associotion, General Electric Fan, Gillette

$8 A ST GRAND BLVD. X X Sofety Rozor, Hotpoint Applionces, Kretschmer Wheat Germ, Narragoncett Brewing Co.,
OIT 11, MICIL . : . .

B & PINCIL TRINITY 5-2150 Oldsmobile, Chevrolet, Packord Cors, Pfeitfer Brewing Co., RCA Estote Appliances (Gas &

Electric Ranges), Schoenling Brewing Co., Trico Windshield Washers & Wipers

LINSON STUDIO

IST AGTH ST. X X X Wesson Oil, Jello, Arnold, Tide, Nestles, Mennen, Silex, Magic Maid Toaster, Krem! Sham-
}10\1‘\11\\1\\\0\\1 . 0133 poo, Pertussin, Surin, Q-T Snow Whip, Snawdrift

IS-TUCHMAN PRODUCTIONS ' . . S 7 ,
$ORTI HIGHLAND % % % MD Toilet Tissue, Procter & Gamble, Louis Milani’s Foods, Koehler's Beer, Shipstads &

YWOOD 33, CAL. :
H TUCHMAN, YORK 7189 Johnson Ice Follies

HARRISON PRODUCTIONS, INC.
S'EST S9TH ST.

YORKK 21, N. Y. * ¥ x
[ILARRISON, SUSQUEIIANNA 7-1657

Phillies Cigars, Coshmere Bouquet Saop, Esquire Boot Polish, Rayca Seot Covers & Convertible
Tops, “TOT’ 50 Stanler, Old Rabbinical Brand Wine

s

.!'S? ‘,?S,ﬂ“é’ﬁm"s' e Lo France Bluing, Sweetheart Soap, Kreisler Watchbond, Surf, G. E. Tv Sets ond Clack Radios,

YORK 36, N. Y. = X - . . _ .
B ARTLES, JUDSON 93960 American Red Cross, Dreem Point, open-end beer commerciols

] - N
Y PHOTOGRAPHS

ﬂnsg'oz’rn ST. ¥ ¥ %  Weber's Horserodish Mustord, Old Friar Brand Wine, H. Seeberg, Inc. {Men’s Clothing)
ALO, N. Y.

b S

ORTH ST % % %  Buffolo Bisons, Pilsener Beer, India Pole Ale
ALO, N.

PTND .WEGLAND PRODUCTIONS

Ship 'n’ Shore Blouses, Coty, Internotionol Sitk, New Jersey Young Democrats Meyner for
Governor, Hudson County Req. Democrots Kenny for Moyor, Morch of Dimes, Colonial Air
Lines, Notionol Air Lines, Merrimoc Hots, A&P Fruits & Veg., Underwood Portoble, Koy-
woodie Merschoum Pipe

YWOOD TELEVISION PRODUCTIONS

'IFTH AVE.

YORK, N. Y. X X X
MAC GOWAN, MURRAY HILL 2-0326-7-8

i —
YW00D TELEVISION SERVICE, INC.

CARPENTER ST. . R

B HOLLYWOOD, CAL. &% =3 % Quoker Oots, Holo Shompoo, Nescofe, Covolier Cigorettes

'ON W. SCOTT, SUNSET 3-8807

-
5 'lhl‘::!? Sc%li,?)n FILMS ¥ ¥ %  Gotes Rubber Co.

hevt . « — E—

({GE HURRELL PRODUCTIONS . . . . .
v WEST ALAMEDA - X X Birdseye Products, Bond-Aid Plostic Strip, Piel’s Beer

BANK, CAL.

A&P Fruits & Veg., Compbell Soups, Window Wonder, Lysoi, Mennen Boby Products,
EIT‘}JDNI%o\v AVE Dunhill Cigorettes, Ipono Toothposte, Mum, Prince Albert Tobocco, Joy Liquid Soap, Angel
YORK . X Skin, Lody Esther Creom, Borden’s Instant Coffee, Arrid, Eversharp Pens, Ex-Lax, Lilt, Vitalis,

et YORK 22, N. Y. £55
i ' ) ) . i H . . . .
BAKER JR.; ELDORADO 5-6620 Knickerbocker Beer, Fronco-Americon Spaghetti Souce, Rise, Simoniz, Bulovo Wotch

i —

[RIAL WORLD FILMS, INC.

\ST OAK ST. X
'AGO, ILL. ,

| DAVIS OR GENE LUKAS, MICHIGAN 2-6200

X X  Griesedieck Brothers Brewery, Nutrena Foods, Peorl Brewery, Esslinger Beer

-JRNATIONAL PRODUCTIONS

LCORN AVE. 3
'NTO. ONTARIO, CANADA ¥ * ¥
ITY 5-2450

Imperiol Tobocco Co., O’Keefe Brewing Co.

[RNATIONAL TELE-FILM PROD.

AD N . " . . . .
YOIRSI?\%‘.A‘Z\E 2. X% X ¥ Comden Trust Co., Bonk of Americo, Minneapolis Sovings & Trust

+ F. MOSS

INC.
{fgooixxK fﬁ}, ¥ > % Perko-Lite, Nutreno Foods, Griesedieck Beer, Peorl Beer

> DAVIS, MICHIGAN 2-6200

——t - —

’gzgxl(]).\'q'm”no" Deorborn Stoves, Mrs. Tucker’s Shortening, Fritos & Chitos, Gebhordt’s Chili, Wichita

[LAS, TEX. E 3 > E 3

Federol Sovings & Loon
HERNDON JR.. TAYLOR 5I68

[”BOLS % means company has this facility available. -- means company does not have this facility. % means no report avail ilities.
(Please turn to page 80)

=
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NETWORK TELEVISION IS UP. Sct circulation is
up to 28 milliou ... viewing time to 132 million hours a day
...advertising investment to 227 million dollars —each

with a year’s gain of more than 25 per cent!

CBS TELEVISION 1S UP. PIB figures, just released,
confirm that advertisers invested more of their 1953
budgets on CBS Television than on any network for any

year of broadecasting history.

They expressed this confidence in CBS Television because
its program schedule won the greatest network popularity*
(with a 19 per cent lead at night and a 29 per cent lead
during the day) ...because CBS Television brought this
popularity into more and more markets (up from 74 to 156
stations in one year)...and because they were enabled to
sell their products in American homes at the lowest cost

per thousand in all television. cBS TELEVISION

*Trendex: Jan.-Dec., 1953



FACILITIES INCLUNE: AMONG THEIR ACCOUNTS OURING 1952-'53 SEASON

NAME OF FIRM, LOCATION ANO SALES CONTACT
Anlmatlon Coler Sulpping

TOM KELLEY PROOUCTIONS . : : i Airways, Regol Pale Beer, Bishop’s Fund Wo:i‘j
T3 NOUTH SEWARD ST . 5 i Catalina Swim Suits, North Americon ye 3 ’ P ’

HOLLYWOUD 3s CAl * 2 T Bilender I
TOM KELLEY. GRANITE 8s31 E

LOUIS W KELLMAN PROOUCTIONS [
1729 81 RANSOAL NT . . 5 , F
FINLADELPIIA 3, 1'A R4 + *  (Not reported) ‘
LOUIS W RLLLMAN RI 6 <191 |

HERBERT KERKOW, INC.

80 LENINGTON AVE

NEW YORK N Y X
HIRRERT LRERKOW  I'LAZA | 1413

Telechron Clocks, Conoco, Hires Roat Beer, Hills Bros. Coffee

JERRY KLEIMAN PROOUCTION STUOIO . .
1158 DE TONTY ST X X % St. Louis Indcpendent Pocking Co.

ST Lotlx Mo
Motarola Rodios and Tv Sets, Standord Oil Products, Angel Soft Tissue, Restonic Mottressc |
Reardon Paint, Hollicrofters Tv Sets, Carnu, Oh Henry, Armour Frankfurters, General Ele
tric Ronges, Refrigerators, Air Conditioners, Cot’s Pow, Serto Mottresses, Seoly Mottress]

WIS RULIDES Corling’s Becr, Roleigh Cigorettes, Sunbeam Products, Admirol Tv Sets, Admiral Refrige

"".'.']"}::'::I"“l-':”“u.\hh . X X X ators, Chuckles, Oii Additive, Electricol Informotion Publicotions, Post Cornfetti, Godcho
i Sugors, Gunnison Homes, “"Chevy’’ Ale, Ideol Dog Foad, O’Cedar Corp., Americon Fom,
?lakes, Schaeffer Pen Co., Story Brewing Co., Toni. Also syndicoted spots for bank coi
mercials, beer, food, bread, potato chips and ice creom

Gunther Beer, Guinness Ale, Seazo Oil, Good & Plenty Condy, Climolene, Riviero Fon (We

LALLEY & LOVE. INC.

oL :;J\.” N inghouse), Pertus:in, Nobisco 100% Bron, Chrysler Autos, Stork Club Show Ooening (Chr
N “t ! - - 3 . e . . . .
JAMEN A LOVE. ELDORADO 0 1382 - X X ler), Studio One Show Opening (Westinghouse), Philip Morris Cigorettes, Etiquet Sti
PITTSRURGH J A, LOUVE. ATLANTIC 1.9508 <oh's Motor Oil

KENT LANE. INC.
1274 SOUTII THIRL ST . B ) ]
LOLISVILLE 3. KY X X X  More Per Mile for State of Kentucky, Honey Krust Breod, Red Owl Stores, Delmonico Fot
KENT LANE., MAGNOLIA $569

ROBERT LAWRENCE PROOUCTIONS. INC. . . . : . g ;
415 WEST 54Tl ST Vel, Eostern Air Lines, Superstick, Cut Quick, Cheer, Oxydol, Covolier Cigorettes, Hide
NEERY SIK (e - 2 X Bed, Beoutyrest, Shell Gasoline, Plymouth Cors, Betty Crocker Coke Mixes

RORERT L. LAWRENCE, JUDSON 2.52]2

GENE LESTER PROOUCTIONS

1187 NORTH VINE ST . . . . . p
nlnl,l,\'\\uun 2, c,\\(,, ¥ ¥ ¥ Chevron Gos, Squirt, Studeboker, Union 76—Gosoline, Triton Oil, Schlitz Beer

GENE LESTER  THLLSIDE 2857

LEWIS & MARTIN FILMS. INC. Johnston’s Candy, Christion Reform Church, Alko-Seltzer, Angel Soft Tissues, Bro-Con-
(-Il:.:mx‘\:_"\i\,',L'\”" X X X Manor House Coffee, Wrigley’s Gum, Shompoo Whip, Florsheim Shoe Co., Gront Kitch
BERSCHELL G LEWIS, WERSTER 96131 wores, Robert A, Johnsan Toys, Rotosphere, Enterprise Point, Picture-Croft

JACK LEWIS STUOIOS
705 EAST MAIN ST
X X

RICIIMOND, Vo

--  Dow Chemicol

JACK LEXY

1862

American Heort Assaciation, ASR Ascot Lighters, Viceroy Cigorettes, Chrysler Cars, Pa
VERNON LEWIS PRODUCTIONS olive Aher. Shave, Druggi'st Supply Co., Bromo-Seltzer, Glamorene Rug Cleoner, Robert |
TLWEST ISTHL ST . % Clothes, Hi-V Orange Juice, Hood Rubber Co. (Beoch Shoes, ‘’P-F”’ Convos Shoes), Koi
?El‘:'\.‘}f\.”;l‘}:‘g"' '\”,?\m”u_uc 2 Frazer Corp., Hind’s Honey and Almond Cream, Nash Cors, Poloroid Lond Comero, Shi
Creme Shompoo, Schaefer Beer, lrich Cream Ale, Seruton, Geritol, Newsweek Mogoz
Westclox Div. of General Time, Wildroot Shampoo, Ziopo Lighters

LOU LILLY PROOUCTIONS o5 o3
716 SUNSET BLVD & Sugor Jets, Camel Cigar
HOLLYWOOD, CAL 9 ’ Cigarettes

LOTT VIOEO PROOUCTIONS
BROADWAY & ELEVENTII ST
SANTA MONICN AL +* +* ¥
D. N LOTT. EXRROOK | 827

LOUCKS & NORLING STUOIOS. INC.

21% WEST . TII ST . , : .
NEW YORK I9. N Y X X X General Electric Refrigerotors
WIL MARCUS. COLUMBUS 5 eafl

— —_—
MAC STUDIOS
ROGSEVELT [OTEL R
HOLLYWOOU, ¢AlL -- -- --  Protect-O-Seal Point Co.
Il GRAFMAN, HoLbywoobh 3 ¢
- - - . — L]
MPO PROOUCTIONS, INC.
1% EAST %Ry ST g . '
R s - X X Harton’s Ice Cream, Ford Cors, Lincoln-Mercury, Borden Co., Remington Arms i
JUDD FOLLOCK MURRAY. HILL S 70
SYMDBOLS X mecans compansy has thes faalits aiailable  -- means company does not have this facility. % means no report availabic on facilities. :




the

. thrift
peddlers
rely on

_'I'v

CHANNEL 4 » NASHVILLE

8 FEBRUARY 1954

That’s the gist of a message from Thad

Crandell, executive vice president of Fidelity
Federal Savings and Loan Association of
Nashiville, who says:

“In the 1Y% years we’ve used WSM-TV
our total assets have grown from 13 mil-
lion to over 20 million dollars. We inter-
view every new customer wcho opens a
savings account, and we’ve learned that
WSM-TV has produced more of our new
business than any other advertising

medium we’ve used.”

For similar success, why not hook vour

product to WSM-TV’s selling power? See
Irving Waugh or any Petry Man for details.

81



NAME OF FIRM LOCATION ANO SALES CONTACT

MARCH OF TIME

e LENINGTON AR
NEAWY Yok Ny
JIpsaN w1212

CHARLES MICHELSON. INC.

1% WEST {7TIl 8T

Nt \ Gt )

CHARLES [ HELsON 1L AZY 7 X

MILNER'S PHOTOGRAPHY
$1. FOREST FARKR \WE
BALTIMORE M

FRVIN M O AIILNER ALag N0l

MOTION PICTURE ADVERTISING CO
1009 CARUNDOLET KT
NEW ORLEANS, LA

MOTION PICTURE SERVICE CO
1Y DE ST

TIANCESLO CAlL
RASHALL, ORD 3 8162

RAN
LEE

OWEN MURPHY PROOUTIONS.
72 SEVENTH AVE
NEW YORK 19 N Y
OWEN MURPUY  PPLAZA T S14)

INC.

NATIONAL PROOUCTIONS
1901 CONNECTICUT AVE,
WANINNGTON, b ©

ROBEWT L FRIENID, ST 3 2222

NATIONAL SCREEN SERVICE CORP.
1600 TROADWAY
ANEW YORK 15 N Y

MELVIN L. GULD, CIRCLE ¢ 5700

NATIONWIOE PICTURES
2180 JACKXON
DALLAY TEX

STANLEY NEAL PROOUCTIONS
4% ROCKHEFPELLER PLAZA
NEMW YORK. N Y

DONALD J  LANE, COLUMBLUS 5 <333

TEO NEMETH STUDIOS
726 SEVENTIL AVE

NEW YORK 19, N, Y.
TED NEMETH. CIRCLE 5 51

NEWS REEL LABORATORY
1773 SANSOM ST
PINLADELPIHIIA. PA

LOULS W, KELLMAN, RI €:3»32

NICHOLLS ENTERPRISES. INC.
2021 % K. BELMONT ST
PORTLAND 13, ORE.

CHARLES NICHOLLS, VERMONT ;

(3

JOHN NORMAN PROOCUCTIONS
PG ROX €93
Mol STuNX 5, TEX

JOIN NORMAN LY 7338

NORTHWEST MOTION PICTURES
1718 OTH AVE ., WEST
SEATTLE 090 WAN]

RAY PALLSEN GARFIELD uiul

OLYMPIC FILMS
CINCINNATL olllo

PACKAGEO PROGRAMS, INC.
£31 PENXN AVE

PITTSRURGIE 220 Pa

M K FIERST, GRANT 17
PARAGON PICTURES. INC.

2718 HANTWOUD
FAANSTON, 1LL.
JAMES F FORD, DAVIS S 900

AVEH

SY HRBOLS

X means company has th

FACILITIES INCLUOE.
Snhipping

Animation

jacilit

Color

£

AMONG THEIR ACCOUNTS DURING 1952.'53 SEASON |

Nash-Kelvinator Electrical Equipment

Opcn-cnd film spots for: used car dealers, retail jewelers, appliance stores, banks, baker
brewers, weather jingles

Esskaoy Mecats, Luzianne Coffce, B&O Railroad

First National Bank of Atlanta, Orkin Exterminating Co.

Italian Swiss Calony Wine, Acme Beer, Sick’s and Rainier Beer, Fisher Flout Mills, Ca
Dog and Cat Food, Fab-Spray, Craftsmen’s Insurance Agency, Pacific Guano Co., Fo
Wheel Brake Co., California State Fair, Bay Mcadows Race Track, Girard French Dressin
Coffee Vendar

|
American Tel & Tel Co., Firestone Tire & Rubber Co., Philco Tv sets, National Biscuit Gl

New Holland i

Dictograph Acousticon Hearing Aids, Modern Compact Vacuum, George's Radio & Tv A
pliances, Bamberger’s Department Store, Schultz Wallpaper

Aeroshave, Autabrite, Prudential, Gemex Watch Bands, Alumaroll Awnings, Croft Ale, Ge
eral Mills, National Bohemian Beer ‘

Fred-Bell Food Products, Vaporette

Armour & Co.

Rise, Schick Electric Shaver, Arrid Spray Deodorant, Coty Cream Powder Compact, Read
Anthracite Coal, Pan American Airways, Old Dutch Cleanser, Goodyear Tires, Ronson Light
Spred Satin Paints, Noxzema Shave Cream, Philadelphia & Reading Coal & lron Co., G
den Paints

(Not reported!)

(Not reported)

(Not reported)

Pacific Power & Light Ca.

Bisquick, Wheatics

Johnston Co. (printing), Termito! Restonic (mottress), Farm Bureou (insurance), Du
Fryrite, Black Angus Rotisserie, Serta {mattress), Florist Association, Savings & Loan Couiil,
Oswald & Hess Mcat Products, Regent Bottling, Carlton Hous, Commonwealth Sonitces
Co., Insurcd Savings & Loan Association, King’s Men Clothes, Nolla Shops, RCA Eute
Applionce Co., Sweet Clean Loundry

-—

Jahnson Outboord Motors, West Bend Aluminum, Hinckley & Schmitt Water, Blue C wd
Spark Plugs '

v available. -« means company does not have this facility. % means no report available on facilities.




Sioux City Sue-land
--the KVTV Market

OSCEOLA

0'BRIZN /OWé’

CHEROKEE | BUENA
VISTA

WOO0BURY [l_OA SAC

MONONA  [CRAWFORD

MADISON [STAN- CUMING
TON

lotra

SIOUX CITY, IOWA

EVTV. a Cowles Station, is under the same management
as WNAX-570. the radio station that for 30 years has
successfully served one of the world’s major agricultural
regions, the five-state area known as Big Aggie Land.

3 C"

f 31 farm-rich counties in lowa, Nebraska and South Dakota
1 with 556,500 population, $653 million in ‘52 retail sales,
and approximately 85,000 television sets as of January, 1954.
Reach Sioux City Sue-land via Channel 9 at minimal rates, maximal
interest. See our national sales reps, The Katz Agency,
for complete data.
' ——————— X o o e e e " e e o
| 3 |
1 b 1
! CBS, NBC, ABC & DuMont {
| Represented by The Katz Agency :
] : |
ol | |
Conli [ {
el | |
B | ]
I |
| ]
i
: |
]
| |
| |
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NAME DF FIRM LOCATION ANO SALES CONTACT FACILITIES INCLUOE; AMDNG THEIR ACCOUNTS DURING 1952.°53 SEAEON
Animation Celor Shlpping
PARROT FILMS STUDID
KEOsAL QU A AT IMTII
DES MOINES  1OW A X - X (Not reparted) |
EDWARD 1 GOLDAMAN 3 421]
]
PAUL PARHY PROQUCTIONS
7557 N1 NSET HLVD 9 . . [
HOLLYWGOD 4n, CAL * T % Calcinatar
FALL FARRY GHANITE 4774 |
LINOSLEY PARSONS PRDDUCTIDNS. INC 4
5748 N1 NSET BLVD ; . , , .
HOLLYWOOD 2% CAL ¥ * 4 Dawson’s Beer, Crowford’s Clothes, Floyd Rice, Ford Dealers, Dow Drug Stores |
LINDSLEY FAR=ONS HUDNON 2 71 4
Corling’s Black Label, Carrier Air Conditioner, Pink Foom, Linit Storch, Kaorm, Eost
:s',‘,rﬁf}f:.:l?"f\ﬁu 0F AMERICA. INC Gas Co., Fisher Brothers Food Choin, Floko, Flokhorn, Junket Rennet Powder, Maj
NEM OYORK N Y X X X Shredded Wheat, Q-T Instont Frosting, Rybutol, Westinghouse Loundromot, Cacg:l
EDWARD J LANMM PLAZA § 5300 i i i ¥
' G. Washington Coffee, Sno-Whio Frosting
RAY PATIN .
€850 SUNSET RLVD X L3 %  Broma Quinine Cold Tablets
HOLLYWUOOD AL
TONY PETRI . i
B4 WESTMINSTER ST X L3 %  Autacrat Coffee Products, Columbio Bicycles
PROVIDENCE 3. . !
PHOTO-ART COMMERCIAL STUDIDS
490 8 W WASIHINGTUN . . .
PORTLAND &, OIE. - X X Standord Oil of Califarnia
CLAUDE PALMER. BR 3411
= —_— = — ———
PDLARIS PICTURES. INC.
535 WEST THIRD ST -
TS AR T (R X X X Holly Ranges, Lucky Loger Beer, Studebaker Deolers, Studeboker, Stondard Oil of T*
PERRY KING, WEBSTER 34608, YORK 5058
R-HARDCASTLE TELEVISIDN PRDO . .
g&g"‘l"“’”.” ‘01‘,: $ % % % Budweiser Beer, Rice Chex, Wheat Chex, Southwestern Bell Telephone Co., Dozmf
ST LOLIS 3, Ao Opener, Old Judge Coffee, Knapp-Monarch Chefster & Cornpopper
NEWSTEAD 3555
FILM CENTER. INC. . . . . . .
,',:{,“\-ff,“,,'\",_c\._‘f\?"‘, . “ (Public service tv films), duPont Paint Div., Stanley Works, Blue-Cross, Blue-Shield,
SHERMAN PRICE. PRINCETON 1 33%0 oo French Co., RCA (service), Block & Decker
(N.YC) PLAZA %0322
Hood Tires, Clevelond Tronsit System, Finco Antennos, Brick Industry, Old Dutel
PRDOUCTIONS DN FILM, INC. Yy Y
R ISHEEID A0 HF Converters (Allionce M¢fg.), Ohio Milk Producers, lron City Beer, P.O.C.
CLEVELAND 15, 0110 x x x U ) | 9. " y » P.O.C. Beer,
AN RPHY MUHENRY SUPERIOR 1 ps29 ard Oil of Ohio
PYRAMIO PICTURES
1520 SFRING ST N W * % % Holsum Breod, Redfern Sousage Co.
ATLANTA  GA
REID H RAY FILM INDUSTRIES, INC. Studeboker Cars, Robin Hood Flour, Grain Belt Beer, Bollord Biscuits, Anderson W
S oD AR X X X Notionol Sofety Council, Creom of Wheot, Lond O’Lokes Butter, G. E. Electric B
0% 8 LA SALLE =T CHICAGO ILL Jocob Beer, Hormel, Internotionol Horvester
RDLANO REED PROOUCTIDNS
¥I5 85 BEVERLY DR L.
"l:l,\'l'lllL\' HILLS, CAL .- X X BISQUICR, Gruen Watch Co.
CRESTVIEW 8-1fol
REELA FILMS. INC
17 N W THIRD ST : o ... . . .
MIAMI, FLA * * #  Cities Service Gosoline, Coco-Colo, Fob-Spray, Pobst Blue Ribbon Beer
FRANR HRODERICK, ¢ 210+
REGENCY PRDDUCTIONS. INC .
112 WEST ¢TI ST - . J. C. Penney Shoes, Grond Union Stores, Old Brior Tobocco, Chunk-E-Nut Peonut
NEW YORK 36, N Y o . .
JOSEEN SCNAEFFER. JUDRON 2 0274 Cook & Dunn Paint, Olympic Tv
REPUBLIC PICTURES \ . . . . .
HOLLYWOOD, AL ¥ ¥ ¥  Generol Electric Major Applionces, Cavolier Cigorettes I
— o . &
; - ~ -
AKO.PATHE. InC Bostan Gas Co., Johnson’s Pride, Cor Plote, Hord Gloss Glo Coat, Beoutiflor an
105 EAST 104TH ST . . o Monsanto Soop Products, National Educotion Associotion, National Foundation for |
NEW YORK 29, N Y . . . . i ;
SACRAMENTO 4 2400 Poralysis, Nationol Multiple Sclerosis Society, Scott Poper Products, Super Kemton P
Trans World Airlines
FREOERICK K ROCKETT CO. .
6063 81 NSET HLVD
HOLIAWOOD L8, X X % Richtield Oil, Nesbitt Orongeode, Rio Grande Oil, Pobco Paint & Linoleum

Cil.

FRED K ROCKETT. 1f1 3181

SYWBOLS

X means company has this tacility avelable.

=« means company does not have this facility, % means no report arailable on facilities
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“Wise public debt management

with its goal of sound money

s of prime concern

to every American.”

MUNDY 1. PEALE

President
Republic Aviation Corporation

-

ANy

A

N

)

“Wise public debt management with its goal of sound money is of prime
concern to every American. Regular purchase of U. S. Savings Bonds con-
tributes importantly to the achievernent of this objective and, at the same
time, helps assure our future security, individually and as a nation. We at
Republic Aviation feel a deep sense of pride in the knowledge that 949, of
all our employees became investors as a result of our most recent campaign
and that $631,000 in bonds are purchased each month on our automatic

Payroll Savings Plan.”

Perhaps the importance of U. S. Savings Bonds and the
Payroll Savings Plan as factors in wise debt management
and the achievement of sound money may not have oc-
curred to you.

Here are a few facts and figures:

¢ For every dollar of public debt held by a commercial
bank, about five new dollars may be created in the form of
credit. Obviously, the larger the amount of the public debt
held by individuals, the greater the check on inflationary
tendencies.

e At the end of 1953, the cash value of Series E and H
Bonds %eld by individuals was more than 36 billion dollars.
This total is growing steadily, thanks largely to the month
after month purchases of Series E Bonds by more than

8,000,000 Payroll Savers.

¢ Sales of E and H Bonds in 1953 —23% higher than in
1952 —provided cash for all E and H Bond maturities and

redemptions and still left over $210,000,008 net for the
reduction of bank-held debt.

* The ownership of more than $36,000,000,000 in Savings
Bonds by millions of Americans constitutes a reservoir of
future purchasing powcr—an asset to industry and business
as well as to the individuals who built it by their Bond-
conscious thrift.

Why not team up with Mr. Pealc and other leadcrs of indus-
try in their efforts to help America reach its goal of wisc
public debt management and sound money? All you havc
to do 1s (1) show a personal interest in your Payroll Sav-
ings Plan. Get the figures on the percentagc of employee
participation and the amount of monthly savings by your
employees. (2) Wire, phone or write to Savings Bond
Division, U. S. Treasury Department, Washington, D. C.
You’ll get all the help you need to build up or install a
Payroll Savings Plan that will reflect your company and its
interest in America.

The United States Government does not pay for this advertising. The Treasury Department

thanks, for their patriotic donation, the Advertising Council and

SPONSOR PUBLICATIONS, INC.

8 FEBRUARY 1954
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NAME OF FIRM. LOCATION AND SALES CONTACT FACILITIES INCLUDE: AMONG THEIR ACCOUNTS DURING 1952-°33 SEASON
Animaflen Color Shipping
ROCKET PICTURES. INC.
6108 KANTA MONICA KLVD. 5 . ‘
Y 5T o X X “  Prudential lasuronce Co., Santa Barbara Chomber of Cammerce
J RECIEARD WESTEN, GRANITE 7131
N N — - _EN
ROLAB STUDIOS & PHOTO -SCIENCE LABS . .
SANDY HODK  CONN X X X Special effects on subcontract basis for New York praducers
IL ROGER. GARDEN 8 2308
MAX ROTHSTEIN
»50 TLNTII AV .
NEW YORK N Y - X X Clearasil
MAN ROTHSTEIN  COLEMBUS % 31
LESLIE ROUSH PRODUCTIONS. INC. Americon Telephone & Telegraph, Benrus Watch Co., Canada Dry Ginger Ale, Ply
o, o Ol S X X X Cars, Eskimo Pie lce Cream, Goodyear Tires, Nobisco Bisquits and Shredded Wheat, V
Y X B
JUHN FON  COLUABE S 5 0130 Rose Coffee
—— R
GEORGE MILES RYAN STUDIOS D a 5 P : :
N e e ot L % Bisquik, Betty Crocker Piecrust Mix |
Lucky Strike, Chesterfield, Encore Cigarettes, Philco, Sylvania Television, Pet Milk; '
e G UORKECHICRGOY Blue Ribbon Beer, A&P Food Products, Chose Nationol Bonk, Sunoco, Virginia Dare \
NEW YORK., N ¥ Solada Tea, B. C. Headache Tablets & Powders, Cunard Cruises, Jergens Lotion, .
¢ HENDERSON [ ALL 3 008, . , . -
;:;"}5\;.:. “'\';\‘R‘[l, r!'r St X X X Rice, Swans Down, Nabisco Sugar Honey Grahams, Ritz Crackers, Northern Tissue, Stoj
ﬁ],[:;“i}::oulrli-vlrﬁ% Wiy 2 Ballantine Beer & Ale, Palmolive Soap, Dyanshine Shoe Polish, Dress Parade Shoe P
' Bromo-Quinine Cold Tablets, Manor House Coffee, Poof, Finesse
Esso, Ford Motor Cars, Gerber Baby Foods, Coca-Cola, Prudential Insurance Co.,
Beer, Campbell’'s Pork & Beans, American Tobacco Color Library, Camels, Motorol
SEREEN GEMS. ENC. Ford Foundation, Schaefer Beer, Pall Mall Cigarettes, Spring Step, Anacin, General M
233 WENT 49TH ST X X X i . :
NEW YORK, N Y - , Oldsmobile, BYD Corp., Crosley Ty, National TB Assn., Chevrolet, Hamilton Watches,
JOIN 11 MITCHELL, CIRCLE 5-504 . . , ; ) .. ] .
: weiser Beer, Lucky Strike, Helena Rubinstein, U. S. Steel, British American Oil, J
Lotion, Kool Cigarettes, Johnson's Wax
FLETCHER SMITH STUDIOS. INC.
21 EANT 44TH ST . : . 2y
i:;“? \\:Tm\' 7N Y X X X Esso, Ponds, Westinghouse, Oldsmobile, Lucky Strike
FLETCHER »MITH. MURRAY HILL 5-662
SOUND MASTERS. INC. Atlontic Refining Co., M & M Candies, Chef Boy-Ar-Dee, Bordens’ Products, Cotts’
l\f’f.“f\"?;-:;,{”f" :T‘. X X X ages, Ehlers’ Coffee, Plymouth Cars, Butferin, Public Service Co., Lava Soap; Dunhill
J. LERUY GIBSON. PLAZA 7 6600 rettes, De Beers Diamonds (editorial)
SOUTHWEST FILM PRODUCTIONS, INC.
5301 POST OAK D,
HOUSTON, TEN ¥ ¥ ¥ (Nat reported)
JONN PAUL GOODWIN
;”6;;'8[?,?‘3}:‘.5\5\?" PRODS. 2 X Cities Service Gas & Oil, Thom McAn Shoes, Sinclair Gas & Oil, Groves 4-Way
NEW YORK 19, N ¥ , 2 Tablets, Celonese Acetate Rayon
WILRU I J STREECH JUDSON 2.3816
BILL STURM STUDIOS. INC. Greenmint Mouthwash, Louis Burk Summer Cold Cuts, Hi-Test Gasoline, Preen Flooi
f\',‘;’_.“'."‘;lf'[?[}'_".\.‘“\’.“ X X X Classified Telephone Book (N. Y.), Hydrox Cookies, Hi-Ho Crackers, Krispy Krockers,
A D OHECHT. JUDSON 61650 Strike, Saturday Evening Post
§3N};QL:.L,:,I‘:'.M§+'NC' X X X The Burger Brewing Co., Cincinnati Reds, Loew’s Theatres, Metro-Goldwyn-Mayer 4
NEW YORK 17, N ¥ : :
CHARLES REED JONES, MURRAY MILL 6-2046 Paromount Pictures, Philco, Schonbrunn Coffee Co.
SWIFT-CHAPLIN PRODUCTIONS
15 WEST JEFLERSON BLVD ¥ % % Drewry’s Ltd.
Lo ANGHELES CALL
!
American Cancer Society, Pall Mall Cigarettes, Amozo Instant Dessert, Hellmon’s
ings, Bulova Watches, Crobbe Clipper, Franco-American Spaghetti, Arrid, Vaselin
Tonic, Vaseline Cream Hair Tonic, Cashmere Bouquet, Cue Shampoo, Fab, Florient 4
Palmolive Soap, Rapid Shove, Veto Spray Deodorant, Cue Magazine, Scratch-Ex, Pos
;.?‘:??:.;L:‘.ﬂﬂ',”i._ . % o Crisp, Buick, Cadillac, Pontiac, Gilbert Trains & Accessories, Gillette Safety Razor, wd
NEW YORK 36. & Y Brewing Co., Grittin Shoe Polish, Golden Crescent Watch Bands, Ben-Gay, Rheingol&
WILLIAM MIESEGAES, JUDSON 2 1400 .
Lux Flakes, Lux Soop, Frostee Sherbet, Nash Motors, Prestone Anti-Freeze, Nescol R
quin Hand Cream, Silk & Satin Lotion, My-T-Fine, Obay, Heed, Ivory Snow, Cama' Z{
Tide, lvory Soap, Drene Shompoo, Crisco, Comels, Servel Refrigerators, Chase & [nl
Cotfee, FFY Caokies & Crockers, Reelshav
. SR -
SYVWDOLS X means ai le. «- means company does not have this facility, 3 means no report available on facilities.




J

)

Assured “Program Interest”’

for Your TV Commercials

X

""Py-Co-Pay, Py-Co-Poy Tooth |
Brush . . . Free-moving pup-
pets make the commerciol o
feoture in itself.
(Cecil & Presbrey
Advertising Agency)

FREE MOVING

PUPPETS

P = - p——

R

“"Notional Shoes ring the bell
... one of the three dancing
singing bells that visuolize the
jingle of this octive, regionol
advertiser.  (Emil Mogul
Advertising Agency)

THAT TALK AND ACT LIKE LIFE ITSELF

® They talk with perfect lip synchronization.

® Amazing lifelike movements with the

unequalled appeal of fantasy.
® Specially created and produced from

No hands, no strings, no gadgets . . . your story
board comes to life with these new custom made,
moving and talking puppets.

These attention-compelling, lifelike figures bring a
new era of glorious fantasy to TV commercials that
assures program interest for your selling message.

your own story board.

® Successor to the flat animated cartoon at
a price well within the reach of the local
or regional advertiser.

Commercials already produced for prominent ad-
vertisers are available for demonstration. Created
in Europe under the experienced supervision of
Ralph N. Weil, Wm. L. Snyder, Amold Hartley
and Richard E. O'Dea. Write, wire or phone
for details.

GLOBAL TELEFILMS, Inc.

35 West 53rd Street, New York

8 FEBRUARY 1954

Phone: Clrcle 5-799I




NAME OF FIRM, LOCATIDN ANO SALES CONTACT

TEMPO PRODUCTIONS

588 FIFTH AVE.

NEW YORK 36, N Y

ERIC T'OMERANCE. PPLAZA 7 0744

TELEFILM. INC.

6039 11OLLYWOOD BLYD
HOLLYWOOUD, CAlLL
INULLYWOOD 9 7203

TELEMATED CARTOONS

70 EART 45TH 8T

NEW YORK., N Y,

SM L, 8 TAFFET. MURRAY LI 8 933

TELEMOUNT PICTURES, INC.
P 0. BOX {555

L8 ANGELER 24, CAlL.
HENRY I DONOVAN

TELENEWS PRODUCTIDNS, INC.

630 NINTII AVE.

NEW YORK 38, N Y.

CHARLESY N BURRIS, JUDSON 6 2450

TELEVISIDN GRAPHICS. INC.
245 WEST 55TI1 BT.

NEW YORK. N. Y.

ILEE BLAIR. JUDSON 68-1922

TELEVISION SCREEN PRDOUCTIDNS. INC.
17 EAST 45TI1 8T

NEW YORK 19, N Y
CILVRLES J. BARCIH JR, MURRAY IIILL 2-8577

TELEVISIDN SNAPSHOTS, INC.
50 PARK AVE.

NEW YORK 16, N. Y.

BARETTE J DONIGER, MU 96874

TEL RA PRDOUCTIDNS
1518 WALNUT ST
PHILADELPIITIA. PPA.
KINGSLEY 8-4140

TIMES SQUARE PRODUCTIDNS. INC.
145 WEST {5TH ST

NEW YORK 38, N. Y.

CIIAR. W CURRAN, CIRCLE 8- 4443

TRESSEL STUDIO

39 W. IIUBBARD ST
CIIICAGO 10, ILL.

GEORGE TRESSEL, SU 7-1207

T.v. SPOTS, INC.
5748 SUNSET BLVD
HOLLYWOOD 28, CAl.

UNIFILMS, INC.

148 EAST 4ITH ST,

NEW YORK, N Y

CIHLARLES F GALLAGIIER, MURRAY IHLL 8

UNITEO FILM & RECDROING STUDIDS
301 EAST ERIE ST.

CIICNGO, ILL

WM. L KLEIN SUPERIOR © 9114

UNITEO WDRLD FILMS. INC.

{45 PPARK AVE

NEW YORK, N Y.

NORMAN E GLUCK, PPLAZAN 9 8000

VAN PRAAG PRODUCTIDNS
1800 RRONDWAY

NEW YORK, N Y.

IPLAZN T 2857

SYWBOLS

Animatlen

FACILITIES INCLUDE:
Color | Shipplng

X X
X .8
X .
X X
X X
X -
X X
X X
X X
X -
X X
X X
X X
X X
X X
X X

X means company has this facility available.

AMDNG THEIR ACCOUNTS OURING 1952-'53 SEASON

Chiclets, G. Washingtan Instant Caffee, Kaols, Campbell Saups, V-8 Juice, CBS-Col
Television Receivers, Plymauth Cars, Cashmere Bauquet, Calgate Shaving Cream, C
Auto-Lite Battery, Flit, Bakers Instant Cocaa Mix, Moxwell House Coffee & Instant
Past-Tens, Post Cereals, General Motars Trucks, Hausehold Finance Corp., Quick |
Starch, Essa Gas & Oil, Jahnson’s Car Plate Wax, Players Cigarettes, Tide, Seobrook
Vegetables, Old Spice Products, Rayal Pudding, Whitman’s Candy, Derby Foods

Nash Mators

— —— Sm———

Sinclair Gasaline, Sinclair Fuel Oil, Langines-Wittnauer Wdtches, Medicks, Richfie
traleum Praducts, Aeramist '

(Nat reparted)

Wheaties, Esso, Jacksan Brewing Ca.

- — —_ a= EUNS

Pepsadent, Philip Morris, General Electric Radios, Tv tubes, Kem-Tane, Spic & Sp
Mall, Ammens Powder, Kalynas, Universol Appliances, Alcao oluminum utensils and
num fail, 1954 Nash Airflytes, Pure Gas & Oil, U. S. Industrio]l Chemicols

—_— —_———

American Legion Aux., Arthritis & Rheumatism Foundation, Bonified Flaar, Flips Dis
Filter, Benrus Watches, Pequat Sheets & Pillowcases

- o

(Editarial, nan-cammercial films), Caty, Inc., Ship ‘n’ Share Blouses, McColl’s Magazi
Cauncil af USA, Dauglas Fir Plywaad Assn., US Brewers’ Foundation, Frogronce Fou

Chrysler Carp., Ford Matar Cars, Miller Brewing Ca.

Chevralet, Nash-Kelvinatar, Servel

Narge

Missian Bell Wine, Ken-L-Rotian Dog Food, Milky Way Candy Bar, Lemon Growers /
Baard, Lucky Lager Beer, American Trust Ca., Thare-Fed Dog Food, Buchan’s Bread,
Oil, Speedway Gasaline, Michigan Bank, Faygo Beverages, Kingon Meots, Wisco €
Jahnstans Candy, Kasca Dag Food, Rainier Beer, Pantiac Dealers, Helms Bread, Be
Bread, Pacific Telephone, Associated Oil, Western Airlines, White Mogic Soop, Missi
Brew 102, Farmers Insurance, Santo Fe Wine, Mars Candy

Chase Natianal Bank, PIO Wines, White Ash Cigar, Straehmann’s Breod, Sun
Helena Rubinstein

Holsum Bakery, Alka Seltzer, Py-O-My, Cat’s Paw, Bake Rite, Studebaker

Pepi-Cala, Caca-Cola, Lustre Creme, De Sata-Plymouth, Bulava Watches, Marlbor
ettes, Camels, Matarala Tv, Lux Flakes

Bank af Manhattan, Bulava Watch Ca., Continental Baking Ca., Fard Motor Co.,
Sales Ca., Kellagg Ca., Pepperidge Farms, Rubel Baking Co., J. B. Williams Ca.

-- means company does not have this facility. % means no report available on Jacilitie:



A la carte

Think of the range of choice film offers. For with film

you can select clips from libraries containing millions of feet. And film clips
wisely inserted, help change pace, set new scenes without expensive

location shots . . . thereby help spark "live" shows, help cut

costs everywhere. They are available on nearly every

. conceivable subject through commercial film libraries

...and made on EASTMAN FILM.

LN

For complete information, wrife to:
Motion Picture Film Department

Eastman Kodak Company
Rochester 4, N.Y.

East Coast Division
342 Madison Avenue:
New York 7, N.Y.

West Coast Division S A
6706 Santa Monica Blvd. :
Hollywood 38, Califomjg"‘z
Midwest Division i

' 137 North Wabash Avenve
Chicago 2, Hlinois r

Agents for the dlurbvﬂ;n and sale of
Eastman Professional Metion Picture
Fllms‘

W. J.-German, Inc.
Fort Lee, N. J.; Chicage, Iii.;
Hoilywood, Caiif.




NAME OF FIPM LOCATION AND SALES CONTACT

VICTOR RAOIO AND TELEVISION ENT,
BOUX i85

PANSARE N S

I OMEYER

VIOEART. INC.

210 EAST 39TIl RT
NEW YORK o N Y
LEXINGTON 2 70

VIOEO FILMS

1001 k. JEFFERXON AVE,
DETROIT 7, MICH

CLIFFORD HANNA, WO 2 3400

VIDEO PICTURES, INC,

310 WEST 5ITH ST

NEW YORK 1y, N. Y

OTIS P. WILLIMS, MC s 1152

VIOICAM PICTURE CORP.

210 FEAST 39TIl ST,

NEW YORK, N Y

AL JUSTIN, MURRAY IHLL 6-3310

VOGUE-WRIGHT STUO10S

237 E ONTARIO ST.

CHICAGO  1Lia

GEORGE T BECRKER, WHITERALL 40214

WBAP.TVY
3900 BARNETT ST.
FORT WORTH 3, TEX

wPTZ MOTION PICTURE UNIT
1600 ARCHITECT'S BLDG.
PHILADELPIIIA PPN
LOCUST 4-5500

ROGER WADE PROOUCTIONS
15 WEST 4NTIE ST

NEW YORK 35, N Y,

ROGER WADE CIRCLE 7 6797

WASHINGTON PHOTO & SOUND
112 K ST N W,
WARIIINGTON 5. D C.

JOHN CONVERY

WELGOT TRAILER SERVICE

€ 0 NINTH AVE.

NEW YORK 3u. N ¥

CHARLES L. WELSIL CIRCLE & 8450

RUPE WERLING
IHDDEN HAVEN
CHALFPONT. BUCKS COLULNTY, |
LEXINGTON 707

WILOING PICTURE PROOUCTIONS. INC
3% MADINUN AVE.

NEW O YORK, N, Y.

PLAZN 9 0304

WILLARO PICTURES. INC.

1 WEST LTII ST.

NEW O YORK 19, N )

JOIIN M. SQUILRs JR., LU 20

WINIK FILMS CORP.

toe MADINON AVE.

NEW YORK, N Y.

LESLIE WININ, PPLAZN 3 06%)

RAPHAEL G. WOLFF STUOIOS
213l HOLLYWOOD RBRLEVD,
HOLLYWOOD 2« ¢V
GRANITE ol2

GOROON YOOER
6055 RIDGECRLST ROMAD
DALLAS ThN

SYMBOLS

Animation

-m

FACILITIES INCLUOE:
Color Shlpping

X means company has this jacidity available.

AMONG THEIR ACCOUNTS OURING 1952-'53 SEASON

—~——y

Sunrise Embraidery Co., Yanala Herb Tea, Syrena Recarding Ca., Magnatape, Redmant

Co., Pal-Tonc Film Carp., Barker Carp., Prebal Drug Mtg. Ca., Mountainside Forms Cd;’

Arnctt Corp., Caldair Carp., Detmall Carp., Varimex Ca., Ltd., Zemal Mfg. Corp.

Rinsa, Spry

Argus Camcras, The Detrait News, Frankenmuth Beer, Kasca Mills, Mini-Breaker, Vei
Ginger Ale, Detrait Edisan Ca., Dadge Dealers af Greater Detrait, Stroh Brewery Co., Mi
Pawer, Big Bear Markets, Candy Creme Wine, Lincaln-Mercury, Mel-O-Dry Beer, Chev
Leader Carpet Cleaning Ca., Salita Headache Tablets, Nash Motars, Natianal Vo
Clcancrs, Schmidt’s Pic Crust, Pfciffer Beer, Ramon Bleach, Republican Stote Central
mittce, Rase Jewclers, Shafer’s Bakeries, Keyko Margarine, 79’ Gasaline & Oil,
munity Tarch Drive

b

Burnett Praducts, Armstrang Cork, Benrus Watches, Poslam, Omega Oil, Alkaids, Mi
Dry Shampao, Wizard Acrasal, Black Flag Autabrite, Acroshave, Tintair, Hytran Ra¢
Tv Carp., Cliquat Club, Dannan Yogurt, Falstaff Brewing Ca., Mrs. Filbert’s Oleomorg
White Owl Cigars, Birdseye Chicken Pie, Griffin Shoe Polish, Yanity Foir Tissue,
Bleach, E-Z Starch, Moanshine Bleach, Bexel Special Farmula, Neo Aqua Drin, Namo L
Naxzema, Old Reading Beer, Remington Shaver, Simaniz, Canti Shampoo, Aerawax

_—_—

Swansdawn Cake Mix, Gencral Electric Major Appliances, Lucky Strike, Hoaver VYoc
General Electric Tv Sets, Stondard Qil, Halo Shampoo, Atlos Batteries, Cashmere Bo
Saap, Birdseye Beefpie, Rybutal, Juvenal, R.D.X., Westfield Watches, Philip Marris,
cyce Fish-sticks, Bufferin, Uncle Ben’s Rice, Good Humor

Da It Shop, Drewry’s, Ltd., Homm's Beer, Casite Mfg., Texize Hausehald Cleaner, ¥
mann Brewing Co., Bendix Washers & Dryers, Dari-Rich Chocolate Drink, Kellogg's
Flakes '

Magnalia Petroleum Co.

r

Pyrene M#fg. Ca.’s Fire Extinguishers

(Nat reparted)

Hammer Beverages, Inkograph Ca., Pratacel Plastic Floar Palish, Calumbia Tru-Fit D
Ring, General Driving School

Write commercials ta arder

Shelby Bikes, Bendix Washers, Dryers, Ranges, Frcezers & Retrigérators, De Sot
Fard Cars, Alcaa

Nash-Kelvinatar, Pcter Paul Maunds, Mcdico Filterettes, American Institute af Acc

Mademaisclle, Blue Bell Wranglers Jeans

(Institutianal advertising fcatures)

Mcrcantile Bank

-- means company does not have this facility. % means no report available on facilitiesd
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NDIANA BASKETBALL FANS have

been defined as Hoosiers who see,
hear and c¢ount by twos. They are
among the first to double-cheer
Tom C(Carnegie, WEFBM’s ubiqui-
tous sportscaster who 1s seen and
heard by double-counting loosiers
every night of the week. His is an
intense, though demanding, audi-
ence. When Tomn recently broad-
cast five high school basketball
games in a single day, his tour de
force was greeted with a roar of
silence. Not that his listeners were
struck dumb: they simply didn’t
want to miss his late sports broad-
east.

People have been hanging on
Tom Carnegie’s words ever sinee
he plaeed 4th in his high sehool
oratorical eontest. By the time of
his graduation from William .Jewell
College (where he was silenced mo-
mentarily when eleeted President
of the Student Body) our Tom had
talked his way into the Collegiate
Oratorieal Championship of DMis-
sourt. Never at a loss for wind, his
lung power propelled him through
74 inter-collegiate debates in 18
states.

In rapid-fire sports announec-
ing, Carnegie’s leather lungs are
vital, espeeially when he finds time
to breathe. Breathless example:
Indianapolis Speedway Classic.
Chief Announcer of the 500-mile
Memorial Day race since 1946,
Carnegie has vet to be lapped. Nor
does he expend his wind talking in
eireles. Leather Lungs Carnegie
has play-by-played more than 100
Big Ten and Notre Dame football
contests, has lost count of the bas-
ketball games.

Mass-produeing words may be
Tom’s specialty, but hLis word

B ‘Qﬁ Y

d ' A Sl g i s

¥
4
o8 Rk ot

Old Leather Lungs

quality is what sells listeners. Car-
negie’s oratorical experience is an
undebatable asset behind the mike.
Journalistieally speaking, the man
can write: a member of Sigma
Delta Chi. he held down a sports
eolumn on the Indianapolis Star
for four years.

WFBM WFBM-TV

INDIANAPOLIS « CBS

Represented Nationally by the Katz Agency

Affiliated with WEOA, Evansville: WFDF, Flint; WOOD AM & TV, Grand Rapids

8 FEBRUARY 1954

Tom was born in Conneetieut
and attended school and college in
Missouri. Iloosiers have adopted
him, however, and his voice has
been heard on Inchana radios since
1942. Almost a native son by now,
Carnegie has been entrusted--for
the past five years—with the saero-
sanct ritual of narrating Indiana’s
official hieh school traek and bas
ketball films.

As one of the most pop
after-dinner speakers m In
Tom personally meets hun
his listeners every vear. I
to thousands nore on ra
as loyval a group of spor
wouen as ever he a eomt 1
Tennis, anyone?

9i



FILM SERVICES:

LABORATORIES

EAST

BAY STATE fILM PRODUCTIONS, INC.
Box 129

Springfield, Mass.

Morton H Real

BYRON, INC.

1226 Wisconsin Ave
Washington, D. C.

Byron Roudabush. Dupent 7.1800

CIRCLE FILM LABORATORIES, INC.
33 West 60th 5t.

New York 23, N. Y,

Merbert R Ptizer, Co $5-2180

COLOR SERVICE CO.. INC
115 West 45th St

New York 19, N. Y.

Robert Crane. Judson 8.0853

CONSOLIDATED FILM INDUSTRIES
Main St.

fort Lee, N. |

Arthur J. Mitter, Fo 8-3400

DE LUXE LABORATORIES, !NC.
BSO Tenth Ave.

New York 19, N. Y,

Alan E. Froedman. Clrele 7-3220

DU ART FILM LABORATORIES, INC. AND
TRI ART COLOR CORP.

245 West SSth St

New York 19. N. Y.

Al Young, Plaza 7-4580

FILMLAB, INC.

130 West 46th St.

New York 36, N. Y,

Joseph H. Bursch, Judsea 2.2863

FORDEL FILM LABS

V1B7 University Ave.

Bronx, N. Y.

Cilflord F. Potts, Ludlow 8-5(100

GUFFANTI FILM LABORATORIES, INC.
630 Ninth Ave.

New York 36, N Y.

Paul Guftantl. Columbus 5-5530

MAJOR FILM LABORATORIES
(Subsid. of Consolidated Labs)
653 Eleventh Ave,

New York 19, N. Y.

Kenneth Colman. Cirelo 6-6950

MANHATTAN COLOR LABORATORY, INC.
254 West S4th St.

New York 19, N. Y,

Ray DeRoberts, judson 8-6282

MASTER MOTION PICTURE CO.
SO Piedmont St.

Boston 16, Mass.

Maurico Master

McGEARY-SMITH LABORATORIES, INC.
1905 Fairview Ave., N, E.

Washington 2, D. C.

Garland Smith, Lawrence 6.4634

MECCA FILM LABORATORIES, INC.
630 Nunth Ave.

New York 36, N. Y.

Harry Gllekman, Cirele 8.5289

MERCURY FILM LABORATORIES, INC.
723 Scventh Ave.

New York, N Y.

Nat Saland. Clrele 5.4930

MOVIELAB FILM LABORATORIES, INC.
619 West S54th St.

New York 19, N. Y,

Saul Jaflee, Judson 8-0360

NATIONAL CINE LABORATORIES
Hyattsvilie, Md.

NEWS REEL LABORATORY
1733 Sansom St.
Philadelphia 3, Pa.

L. W Kellman

92

includes laboratories, treatment and handling servic

PATHE LABORATORIES, INC.
105 East 106th St.
New York 29. N. Y.
J L Woleott. Tratalgar 6-1120

PRECISION FILM LABORATORIES. INC.
21 West 46th St

New York 36, N. Y.

Russell C. Holslag. Judsen 23970

C. LAWRENCE WALSH
801 Brighton Rd.
Pittsburgh 12, Pa.
C. Lawrence Walsth

SOUTH

STRICKLAND FILM CO
220 Pharr Rd.. N. E
Atlanta, GCa.

Robert Strickland

MIDWEST

THE CALVIN CO
110S Truman Rd.
Kansas City 7, Mo.
Forrest 0. Calvin

GEORGE W. COLBURN LABORATORY, INC.

164 N. Wacker Dr.
Chicago 6, Il
George W Co’burn, State 2-7316

CRESCENT FILM LABORATORIES, INC.
7510 N. Ashland Ave.

Chicago 26, III.

Myron L. Freedman. Am 2.5000

ESCAR MOTION PICTURE SERVICE. INC.
7315 Carnegie Ave.

Cleveland 3, Ohio

Ernest C. Carpenter. Endicott 1.2707

FILM ASSOCIATES
440 East Schantz Ave.
Dayton, Ohio

E. Raymond Arn

FISCHER PHOTOGRAPHIC LABORATORIES
1731 N. Mobile Ave.

Chicago 39, Il

Eugene J. Fischer, Merrimac 7-5316

GENERAL FILM LABS
66 Sibley St.

Detroit, Mich.

E. B. Busiey

GENERAL PICTURES PRODUCTIONS
Kempton Rd.
Des Moines, lowa

LAKESIDE LABORATORY
Dunes Highway

GCary, Ind.

Paul lreland

SOUTHWEST

JAMIESON FiLM CO.
3B2S Bryant St.
Dallas, Tex.

Hugh B. Jamieson

SOUTHWEST FILM LABORATORY, INC.
2015 Young St.

Dallas 2, Texas

trvin Gans. Rlverside 6782

TEXAS INDUSTRIAL FILM CO.
919 M & M Bldg.

Houston 2, Tex.

N Don Macon

ROCKIES

WESTERN CINE SERVICE
111 East Eighth Ave.
Denver 3, Colo.

Herman Urschel

PACIFIC COAST

ACME FILM LABORATORIES, INC.
1161 N. Highland Ave.

Hollywood 36. Cal.
Sam Saselson, Ho 4.7471

ASSOCIATED FILM LABORATORIES
$631 Hollywood Bivd.

Hollywood 2B, Cal.

wlilson Leahy. Ho 4-819%

CINEMA RESEARCH CORP.
7000 Romaine St.

Hollywood 3B, Cal.

Harold A, Schelb, Ho 2.7464:65

COLOR CORP. OF AMERICA
2B00 West Olive Ave.
Burbank, Cal.

COLOR REPRODUCTION CO
7936 Santa Monica Blvd.
Hollywood 46, Cal.

Larry E. Layos, Ho 4.8225

CONSOLIDATED FILM INDUSTRIES
959 Seward St.

Hollywood 38, Cal.

Slidney P. Solow, Ho 9:1441

EMMETT-VAIL ENTERPRISES, INC.
6926 Mclrose Ave.

Hollywood 3B, Cal.

T. H. Emmett. We 8.5171

FILMEFFECTS OF HOLLYWOOD

1163 N. Highland Ave.

Hollywood 38, Cal.

Charles S, Leeds, Ho 9-5808-09
GENERAL FILM LABORATORIES CORP.
1546 N. Argyle Ave.

Hollywood 28. Cal.

G. Carleton Hunt, Ho 9-6391

HOLLYWOOD FILM ENTERPRISES, INC.
6060 Sunset Blvd.

Hollywood 28, Cal.

Mlekey Kaplan, Ho 4-2181

FRANK HOLMES LABORATORIES, INC.
7619 Sunset Blvd.

Los Angeles 46, Cal.

Frank MHolmes, Mo 7-6333

HOUSTON COLOR FILM LABS
230 West Olive St.

Burbank. Cal.

Robert Burns

MULTICHROME LABORATORIES
760 GCough St.

San Ffrancisco 2, Cal.

Robort B. McKenney. Hemlock |-6567

PATHE LABORATORIES. INC.
6B23 Santa Monica Bivd.

Los Angeles, Cal.

Charles Amory, Ho 9-3961

TECHNICOLOR MOTION PICTURE CORP.

6311 Romaine St.
Los Angeles 38, Cal.
Dr. Herbert T. Kalmus

TELEFILM, INC.
6039 Hollywood Blvd.
Hollywood, Cal.
Joseph A, Thomas

CANADA

ASSOC. SCREEN NEWS, LTD.
7000 Northcliffe Ave.
Montreal, Que.

Maurico Metzger

CRAWLEY FILMS, LTD.
19 Firmount Ave.
Ottawa, Ont.

F. R. Crawley

FILM LAB Of CANADA
310 Lakeshore Rd.
Toronto 14, Ont.

Arthur Gottlled

SHELLY FILMS, LTD.
156 King St., W.
Toronto 14, Ont.
Leon Shelly

SOUND RECORDING

EAST

RCA FILM RECORDING STUDIOS
411 Fifth Ave.

New York 16, N. Y.

Everett Mlller, Mu 3-7611

REEVES SOUND STUDIOS, INC.
304 East 44th St

New York 17, N, Y.

Chester L. Stewart, Oregon 9-3550 ]

SOUND MASTERS, INC.
165 West 46th St.

New York 36, N. Y,
Charles Bellante, Plaza 7.6600

EMIL VELAZCO, INC.
723 Seventh Ave,

New York 19, N. Y.
Emil Volazeo, Plaza 7-8530

MIDWEST

SONIC FILM RECORDING, INC.
548 Lake Shore Dr.

Chicago 11, il

Jack H. Lleb, whitehall 3.i%40

PACIFIC COAST

CINESOUND CO.

$968 Santa Monica Blvd.
Hollywood 38, Cal.
walter F. Soul. He 5-7103

RCA VICTOR DIVISION, RADIO CO
AMERICA

1016 North Sycamore Avé.

Hollywood, Cal.

1. Watson Jones, Hllisido 5171

SOUND SERVICES, INC.
1021 Seward 5St.
Hollywood 38, Cal.

R. E. Warn, Hempstead ti36

OPTICAL EFFECTS

EAST

CINEFFECTS, INC.
115 West 45th St.
New York 36, N. Y:

FILM-ART ANIMATION SERVICE
1587 Broadway

New York 36, N. Y,

Neil Sessa, Circlo 6-2426

FRANCIS LEE STUDIOS
479 Sixth Ave.

New York 11, N. Y.
Francls Leo, Chelsea 3-8914

VIDEART, INC.

240 East 39th St. |
New York 16, N. Y.

Albert Zuckerman, Le 2-7378-9

MIDWEST

THE CARTOONISTS

100 East Ohio St.
Chicago 11, Il

wlilliam Langdon, Su 7-2755

SPINN & ASSOCIATES
623 South Wabash

Chicago, Il )
Mrs. Louls Spinn, We 9.7334

PACIFIC COAST

HOLLYWOOD FILM CO.

946 N. Seward St.

Hollywood 3B, Cal. |
Ben Teitelbaum, Ho 4-7191 %

RAY MERCER & CO.
4241 Normal Ave.
Hollywood 29, Cal.
Morton Steln, Olympla 8436

TITLE SERVICES
EAST

KNIGHT TITLE SERVICE

524 West 2Sth St.

New York 1, N. Y.

Robert B. Knight, Watkins 4.6688.

SPONSOR |




TITLE SERVICE
ast 47th St.
York 17, N. Y.
es D, Murray, Plaza 9.3074

% TITLE SERVICES

OTION PICTURE TITLES

Sixth Ave.

York 19, N. Y.

7-2126

WEST
2HIC ARTS WORKSHOP, INC.

East Ontario St.
|go, 1.
/. Wirtz, Su 7-2422

igo 11, I

JHT STUDIO
East Chicago Ave.
r F. Krohn, Superior 7-5069

MUSIC FOR FILMS

Madison Ave.
York 17, N. Y.
1l't Rosen, Murray H(il 3-388I

T
$ O-MASTER CORP.
4

IVAS J. VALENTINO, INC.
West 46th St.

i York 36, N. Y.

1s J. Valentino, Cirele 6-4675

| —>

Vest 57th St.
 York 19, N. Y.
Laughlin Jr., Judson 6-5700

> WORTH PRODUCTIONS, INC.

PACIFIC COAST

ASSOCIATED MUSIC, INC.
9032 Burton Way
Beverly Hills, Cal.

CAIN-SCHUMANN MUSIC SERVICE

4606 North Radford Ave.
North Hollywood, Cal.

STOCK LIBRARIES

EAST

ADVANCE FILM LIBRARIES
729 Seventh Ave.

New York 19, N. Y.

Clrcle 5-6873

CBS TV FILM LIBRARY
421 West 54th St.

New York, N. Y.

Clay Adams, Pl 1.2345

FILMS OF THE NATIONS DIST.,
62 West 45th St.
New York 36, N. Y.

INC.

Maurice T. Groen, Murray HIIl 2-0040

FOX MOVIETONE NEWS, INC.
460 West 54th St.

New York, N. Y.

Frank Barry, Co 5-7200

LLOYDS FILM CO.
729 Seventh Ave.
New York, N. Y.

Columbus 5-5400

MARCH OF TIME

1270 Avenue of Americas
New York 20, N. Y.

Bill Mead, Ju 6-1212

NBC TV FILM LIBRARY
105 East 106th St.

New York, N. Y.

Ted Markovle, C! 7-8300

STOCK SHOTS UNLIMITED
1600 Broadway

New York, N. Y,

Plaza 3.0878

TELENEWS PRODUCTIONS, INC.
630 Ninth Ave.

New York 36, N. Y.

Virginia Dlllard, judson 6.2450

PACIFIC COAST

FILM CLASSIC EXCHANGE
1611 N. La Brea Ave.
Hollywood 28. Cal.

Charfes H. Tarbox, Ho 7.4255

FILM TREATMENT

EAST

COMPREHENSIVE SERVICE CORP.
245 West 55th St.

New York 19, N. Y.

Michael Freedman, Co 5.-6767

PEERLESS FILM PROCESSING CORP.

165 West 46th St.
New York 36, N. Y,
Louvis J. Mikulka, Judson 2-0052

RAPID FILM TECHNIQUE, INC.
21 West 46th St.

New York 36, N. Y,

Jack Berrard, Judson 2-2446

STANDARD FILM PROCESSING CO.
723 Seventh Ave.

New York 19, N. Y,

Albert Beck. Cirele 5-4997

VACUUMATE CORP

446 West 43rd St.

New York 36, N. Y.

Lucllle M. Flock. Lonaacre 4-1836

PACIFIC COAST

PEERLESS FILM PROCESSING CORP
959 Seward St.

Hollywood, Cal.

Victor C. Krupa., Hollywood 7.9223

DISTRIBUTION

EAST

BARNETT INTERNATIONAL FORWARDERS,

INC.
723 Seventh Ave.
New York 19, N, Y,
Willlam Barnett, Circle 5-5080

BONDED FILM STORAGE CO., INC.
630 Ninth Ave.

New York 36, N. Y,

Chester M. Ross, Judson 6-1030

MODERN TALKING PICTURE SERVICE
45 Rockefeller Plaza
New York 20, N. Y.
Alex Leslle, Ci 6-0292

MIDWEST

MODERN TALKING PICTURE SERVICE
140 East Ontario St.

Chicago, 1.

Peter Markovich, Deliwars 7-3572

PACIFIC COAST

MODERN TALKING PICTURE SERVICE
612 South Flower St.

Los Angeles, Cal.

John Lipsky, Dunkerque 4-2511

o

TOOLS OF YOUR TRADE

Newly Published—for Everyday Reference

TV FACTBOOK No. 18

Semi-annual Edition of January 15, 1954 (374-pp.)

Contains basic data on all TV stations & networks (including
rates); complete list of applications & CPs granted, with re-
ported starting dates; directories of station reps & major ad
agencies; directories of TV set & tube manufacturers, transmitter
& studio equipment makers, film & live program suppliers, com-
munity antenna systems, FCC personnel, legal & engineering
consulfants; plus many other features—some 50 in all.

$3.00 per copy

TELEVISION MAP
(43x29-in.)

|
| FCC COLOR DECISION

1954 AM-FM STATION DIRECTORY

Listing oll North Americon stotions by stotes

Full text of FCC’s decision odopted
Dec. 17, 1953, including Appendix
describing operation of new system.
Report (15 printed pages) olso
contains full text of FCC’s technicol
stondards amended to incorporote
$2.00 per copy.

ond cities, with compony nomes, addresses,
| frequencies, powers, FM ontenno heights, net-
work offiliations. Directory also includes AM
& FM statians by frequencies, AM & FM op- |
plications by states & frequencies as of
Jon. 1; AM & FM stotions by coll letters.
Printed in convenient loose-leaf form with
spoce for your own notes. $7.50 per copy.

Address orders to: Television Digest, Wyatt Bldg., Washington 5, D.C.

Showing oll stotions in operotion os of Jon-
vory 1, 1954 (U.S., Territories, Conoda ond
Mexican border); oll cities with TV opplicotions I
pending or CPs granted; all cities aver 10,000
papulation; present ond projected microwove
and cooxiol circuits (occurotely drown byAT&T
engineers). $1.00 per copy.

calor.
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FILM OVER-ALL

tContinued from page 15)

or actor- are used. The Screen Actors
Guild terms have =o inereased the cost
of u~ine live actors on or ofl camera
that producers. agencies and advertis.
er~ all devote a certain part of their
efforts to eliminating live actors from
A\~ a result. a chosen few
actors gt more money for less work,
while the majority get both less work
and less money.”  Ralph Coln, vice
president, Screen Gens.

the copy.

One veteram Oilin maker. Transfilm's
Walter Lowendahl. executive vice pres-
ident. summed up the trend situation
when he told sponsor:

“The v il commercial business i<
becoming much more solid and stable
than it was a few vears ago. The Litle
ecuvs. both clients and producers, are
dropping out.  There’s more ageney-
client knowledge, which in turn has led
to more (*.\;p('rimenlhlg. better ]Jr()dut'-
tion quality, fewer ‘cheap commner
cial<.” better planning. more emphasis
on visual selling. and a better blend-
ing of commereials with programs.”

> New developments: \Vitlh color
video due to become increasingly im-
portant in 195} and 1935, a great dea!
of tv film thinking is naturally taking
on rainbow hues.

So far. however. there have been
more brainstorms and bull sessions
than there have been commercial pro-
duction orders. But a few major step-
have heen taken.

Last November, Peter Elgar produc-
tions completed what is generally con-
ceded to be the first made-expressly-
for-tv color commercial. a minute an-
nouncement for Pall Mall, via Sulli-
van, SMaufler, Colwell & Bayles. Some
5,000 feet of color film (Eastman Neg-
ative-Positive 5.218) were shot, as wel!
as some 3,000 feet of black-and-white.
Cost guesstimate: \early 815.000 for
the whole work<. Pall Mall intends to
use it sparingly in black-and-white tv.
meanwhile waiting for tv color to be-
come widespread.

Flear, incidentally. is currently pre-
paring a color docnmentary for Pabst
Beer. The big brewer. one of the few
“national™ beers. plans to use footage
from thi< film in future tv color com-
mercial<. This i< similar to a

step
tahen last <cummer In

\merican To-
bacco. which ordered <ome 47,000 feet
of Techmicolor to be <hot by Screen
Gems in and around Lucky Strike fac-

tories. also with an eye to future tv use.

On the program side of the commer-
cial v fence, some producers have ex-
perimented with shot-in-color commer-
ctal lead-ins to syndicated tv film
shows. A notable example is the color
experimentation done recently by Ziv
v for one of its Favorite Story cli-
ents, Schaefer Brewing. Tests have
heen made, during the color filming of
the syndicated drama series, in which
~tar Adolphe NMenjou hoists a stein of
Schaefer and invites viewers to watch
another of his favorite varns. Schaefer
may ultimately use such color footage
in program telecasts. (For a report on
color film program activity, and a run-
down on color film problems and costs.
see SPONSOR, 25 January.)

Sinee color film has been a factor
in theatrical commercial advertising
for some 28 ycars now, it’s no surprise
that many adverticers have a sizable
stockpile of commercial color footage
stored away. Such advertisers include:
United Fruit. Pet Milk. 5.0.5., Reed’s
Candy. Folger’s Coffce, Alka-Seltzer.

*I’roduction in color serves to build
up a library of material that may be
useful when color telecasting becomes
a daily realitv. Meanwhile, color film
can be used with greater success than
black-and-white for theatrical screen-
ings of commercials,” pointed out Per-
ry King. vice president of Polaris Pic-
tures.

Other producers warned, however,
that shooting a color tv commercial
today still comes under the heading of
experimentation. A stockpile of color
footage is no guarantee that a sponsor
will be geared-up and rarin’ to go when
a sizable percentage of U. S. video
homes have color receivers, they said.

“Color is becoming a factor in our
tv film planning, but in a reverse sort
of way. We recommend very strongly
against making tv spots in color now.
By the time color tv is in popular use,
the products now being advertised will
undoubtedly undergo a great change
thems=elves. In addition, packages and
labels will probably be different. copy
themes and campaigns will be so differ-
ent that it is foolish to think the com-
mercials being made today will be used
a vear or two or three from now.” said
the president of a Midwestern connner
cial film production firm.

But despite such cautions. many ad-
vertisers and agencies want to know the
hasic cost facts and production hur-
dle< facing them today in making color
film commereials.

SPONSOR




As gathered by sPONSOR editors from
producers, agencies, stations, equip-
ment makers and film companies, here
are the facts:

1. Networks are adding color film
equipment now, and there will be a
limited, rotating schedule of colorcasts
during 1954. Advertisers on this color
schedule will need a certain amount of
color film commercials; or they will
have to do their commercials live.
NBC TV for example, plans to air all
of its network shows at least once in
color during the year.

2. The average U. S. tv station, ac-
cording to station and equipment sup-
plier estimates, won’t have local color

film equipment (for spot use) before

early 1955, which puts the starting
date of spot color video a year away.

3. There’s still a lot of work to be
done in the 16 mm. field to resolve the
problems of finding a good, stable,

durable color film print stock for tinted

tv. The 35 mm. color print stocks look

much better on color video—but few
stations have 35 mm. equipment for
black-and-white: fewer still will have
it for color.

4. Color experimentation is expen-
sive. Just to shoot a minute announce-
ment in color instead of black-and-
white, according to Transfilm Execu-
tive V.P. Walter Lowendahl, will add
anywhere “from 25 to 40% or more
to the cost of a finished color nega-
tive.”  Thereafter. color prints cost
about three times as much per foot.

5. The big question mark is RCA’s

Video Tape Recorder. 1f this gadget
comes into widespread use in the next
two years, it will make present color
film commercials. on a processing basis,
over-priced. Color may be cheaper, in
other words, if you wait.

> Industry problems: [, recent
months, the business in tv film com-

mercials has boomed along—but for

the most part the boom has benefited
the larger film producers.

The smaller independent producers
—those who do most of their business
with local and regional accounts—cited
two financial headaches to SPONSOR:

1. A narrowing margin between
production costs and production profits
has put the squeeze on the smaller film
companies.

2. A general lack of film knowledge

at the regional and local advertiser

level makes life tough for small pro-
ducers.
As a result, several of the smaller

8 FEBRUARY 1954

16mm Film Achievements
. bl ; :

"The Look of Things”

It is a truism that the most perfect printing and projection in the world can-
not make up for uninteresting subject matter in a film. But the opposite also
holds true. The finer the sub]ect the more it deserves—and needs — perfect
laboratory duplication to set it forth.

This is why we feel that the finest combination of every factor won for the
notable 16mm film subject THE LOOK OF THINGS the first prize in the
Public Relations Category of the recent Cleveland Film Festival. The compe-
tition ‘was keen, but this winner was outst'mdmg E\ery producer every film
man and, indeed, every individual with an interest in viewing a superior
motion picture should make it his business to see this film. The producer
would be pleased to arrange for screenings through inquiries directed to us.

Precision Film Laboratories doffs its hat to this unusual example of a fine
industrial 16mm color and sound production.

Precision Filin Laboratories—a division
of J. A. Maurer, Inc., has 16 years of
specialization in the 16mm field, con-
sistently meets the latest demands for
higher quality and speed.

FILM LABORATORIES, INC.
21 West 46th St.,
_ New York 36, N. Y.
JU 2-3970
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WHBF-TV
ROCK ISLAND, ILL.

is favored by location
in 3 4-city metropol-
surrounded

B by 10 of the most pro-
ductive rural countiecs

itan area,
in the nation. Over

sets. (250,000)

Les Johnson, V.P. and Gen. Mgr

AM
WHBF

LA 4
TELCO BUILDING, ROCK ISLAND, HLLINOIS
Represeated by Avery-Knodel, loc.

959% of all families in
this area now have TV

he ONLY

singlc medium
to rcach 280,000
| .

- homes in the

rich Agricultural
' Industrial
“Heart of the

Nation”

Kearney, Nebraske
DUMONT

CBS-TV
Represented by
MEEKER TV, Inc.

Duane L. Watts, Station Manager
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commercial produeers told sroxson
that they viewed the near future of tv

. llere are two ty pical eomments:
“The «mall producer i- finding it
more and ore difficult to keep his
head above water in producing tv com-
mercial<, e is being forced into in-
dustrial and educational filims where
he finds conditions more profitable.
We have cut our tv production down

considerably over last year and, while

not turning any business away, are not
seching tv filn commereial
busine<s.” -Bernard Howard, presi-
dent, Academy Film Prod., Chicago.

“Among West Coast aeeounts the
trend is still to buy production of film
commercials on a cost basis instead of
considering the more important fac-
tors of ideas, quality and effectiveness.
The outlook locally for 1954 shows
absolutely no improvement. Our sell-
ing and service costs for one or a series
of tv commniercials, usually obtained at
ridiculous priees, are as large as those
involved in selling and servicing eon-
tracts for longer pietures at fair prices.
Consequently, it is not in our interest
to solicit tv commereial business.” -
Perry King, v.p., Polaris Pictures, l.o0s
Angeles,

In addition to fighting a sometimes
losing battle with overhead, the smaller
film firms frequemntly run into some
diplomatic problems with sponsors.

Here's how a regional film producer
in the South summed up the situation:

“"We have produced nothing but
routine commereials for the following
reasons: (1) Ageneies in this part of
the country lhave no conception of tv
comtmercials or any other phase of
motion pictures. (2) The client’s bud-
get is usually so limited than any devi-
ation from routine, or anything else
that would lift up a commercial from
the routine elass inereases the cost. (3)
We seldoni work from shooting seripts.
All we get is what might be termed a
‘radio cominercial’ to which some pie-
ture ideas are added in a haphazard
wav.,"—Jack Lewis, president. Jack
Lewis Studios, Richmond.

actively

Similarly. a Midwestern independent
produeer. who asked that his name be
withheld. cited the problems that eome
when new tv markets are ereated:

“Station sales staffs are primarily
interested in selling air time. which
they pursue with great vigor. Since
most of these people are earrv-overs
from radio. with little or no tv .e.\'peri
cuce, they are completely oblivious to

the need for good visuals. They get
as many advertisers on the air as pos-
sible, in the shortest length of time.
and as cheaply as possible, usually
using slides and balops prepared by
their staff artist. This condition usually
exists for 60 to 90 days until some of
the more aggressive advertisers be-
come disgruntled with the handling of
their pitches and suddenly beeome eon-
<cious of the need for good film.”

Small producers. for the most part,
saw no immediate solution to such
problems. Only time, larger local/re-
gional ad budgets for tv and better
understanding of film methods by
smaller advertisers are likely to ease
the strain on these film makers.

At the other end of the scale, the
problems facing the big film produeers
are similar, although not as acute.

Ben Gradus, president of Interna-
tional Movie Producers’ Service, sum-
marized them thusly:

“After three or four vears of inten
sive work in making film commercials,
the big agencies and the leading film
produeers have learned a lot.

“However, sponsors don’t always
realize what the problems are today
in budgeting a good film eommereial.
Quality work is available—but it costs
money, and not all advertisers ean see
the value of top work. And, we still
have our problems with ageneies and
clients who want commereials made
on a super-rush basis, whieh usually
cost the client more money and which
reduce the margin of profit for the
producer.

“There’s still room for more film
edueation at advertising agencies, par-
ticularly at the aceount executive level.
Aecount men will sometimes promise
a client almost overnight service on
film commercials; then, we have to
break our necks to back them up. Or
else. timebuvers will snap up a whole
series of good time slots in spot tv
without checking to see if there’s a
supply of film commereials ready to
be slotted in them. Again, we're caught
in the rush.”

(For a round-up of mouey-and-time-
saving tips from producers to adver-
tisers, see story page 40.) * & ok

52 SHOWS READY FOR YOU
Sportsman’s Club

15 minutes hunting, fishing and outdoors with
Dave Newell. High class panel type entertain-
ment. Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1.1355
Pittsburgh 19, Pa.
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FILM TIPS

(Continued from page 47)

steer an agency away from a commer-
cial approach which may be an unin-
tentional carbon copy of a competitor’s.

3. Don’t rush producers on job es-
timates.

Agencies, producers told SPONSOR,
have learned a good deal about the
time element in the actual production
of tv film commercials. But they still
have the habit of asking for rush serv- | |
ice on job estimates.

Producer consensus: It takes a pro-

ducer anywhere from one to two days '
to prepare an accurate estimate on a | | Clnd PROCESSED BY

single film commercial or commercial i
series. And, if the estimate is carried | |

through to an actual production bud- | |

get, it takes at least another half day.

A valuable piece of advice regarding
job estimates was cited by Transfilm’s
Executive V.P. Walter Lowendahl:

-

“Agencies should try to have a meet- -

ing with commercial film producers be- A FOR THE FINEST FILM PROCESSING IN
fore the job estimate is made, at which g ‘

time the agency ShO}lld give the pro- ' V. THE EAST — FILM MEN WHO KNOW
ducer a clear idea of_]ust what the com- , . q SAY \\,T’S MOV,E‘AB”

mercial is supposed to be. If you don’t,
and you want rush estimates, the pro-

ducer must interpret the storyboards - Here—at MOVIELAB . .. efficiency and perfec-
for himself. Bids can vary all over the - tion are the rule. Producers, directors and tech-
lot because of (‘ixffer.ent interpretations. ' hicians have at their fingertips the very best
Later, a low bid might have to be re- in up-to-the-minute equipment necessary to
sy Ungre s domg away with modern FILM PROCESSING techniques.

‘-l‘.“ b

iuiﬂ

any ‘saving’ the agency may have felt
it was making for its client.”

4. Plan far enough in advance so -' 7 7
that the pr?a’ucer has enough time to e ROl{ND THE CLOCK SE’_QV’CES
do:l good f]ob on film commercials. « Negative Developing « First Print Department
most from the beginning of the ¢ . : inti
upward surge in film commeroial bush _ 1y, * Ultra Violet & Flash Patch Track Printing
ness, the production pace has been hec- k - ,\fc} e 16mm & 35mm Release Printiﬂg
tic. And this hectic pace is often costly. \ NG

“We feel that the most important %« Quality Control - Title Department
problem facing the tv film commercial ¢ \ o 22 Cuttlng & Edltlﬂg Rooms.

producer today is that of accelerating

his Production rate,” Robert Gross, ex- ‘ ‘ TR ey gl
ecutive producer of American Film g G OR COLOR
Prod s, told “N Y e11- : . - R VY
ucers, told sPONsOR. “Most agen. vingy, o, IE'S
A f"-‘ b

cies and sponsors, after recovering : -1 ey,

from the initial shock of discovery that a8 .V

filmed commercials could not be de-

livered within 24 hours like radio com-

mercials, have extended their thinking

to provide 30-, 60- and 90-day sched- | |
|

ules.”

MOVIELAB FILM LABORATORIES, INC.3
619 West 54th Street, New York 19, N. Y.  JUdson 6-0360

How long should an agency allow |
for the making of a tv film commer-
cial?

(Please turn to page 106)
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We doubt if there’s an availability adjacent to these ratings, BUT there
ARE some adjacent to these TOP-RATED KBTV and ABC-TV features:

KBTV-DENVER ...

ABC-TV

The Name’s the Some
Moke Room for Doddy
You Asked for It

Sty Erwin

Kroft Theoter
Motorolo TV Hour
Ozzie & Horriet
Pepsi-Colo Ployhouse
Peter Potter Show
Super Circus

Wolter Winchell

* KBTV Tops in 10:00 P. M. News *

w, .

DENVER

KBTV—Bill Miche_lseg

Stotion B”

Stotion "C"

*x KBTV Tops in Weather Reporting 10:15

KBTV:\-/ince Monforte

Stotion "B’
Station “C*

~ - _ _H BETTER

Ht PRV

3?-‘*'.’5“}(1

ARB
44.2
41.5
36.6
33.7
28.0
24.9
23.4
22.8
21.9
20.0
19.4

PROGRAMS

0p-Rated NBC Show--56.1«ss Top-Rated CBS Show--5(n)

B ———eaen— e

Superman 37.7 E
City Detective 32.0 '
Amos ‘n’ Andy 291 .
Liberoce 27.4 |
Johnny Mock Brown 25.1 I\
Abbott & Costello ... 23.4 ‘
Hopolong Cossidy 22.8
Kit Corson e 21.7
Rocky Mtn. Barn Donce . 20.4
KBTV Live Wrestling 20.0
Coptoin Midnight 19.4
_ARB ,
Mon. thru Fri. 180
Mon. thru Fri. f 13 :
Mon. thru Fri. 8.7
Po Mo * |
S ARB .
Mon. thru Fri, T 137
Mon. thru Fri. 10.3
Mon. thru Fri. 8.7

CHANNEL
ABC-TV

DENVER
ABC-TV

SPONSOR |
b
i



Nighttime 8 February 1954
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TV COMFPARAGRAPH OF NETWORK PROGRAMS
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BIG MARBRET FACTS...

WT RFT/

WHEELING

CHANNEL

Serving. ..
and

SELLING

% Ist Market in West Virginia ‘
¥ 48th Market in United States

¥ 20 cities of mare than 10,000
populatinn

¥ Plus a BICH..

primary area

buzzing... BOOMING

Primary Market Data

Population: 1,413,200
Families = 403,700
TV Families: 248,123
Buying Income: £1,877.921,000
Retail Sales: $1,212,266,000

INTERCONNECTED

Primary Affiliaie NBC "
Secondary Affiliate ABC

National Representatives: George P. Hollingbery
o,
New York. Chicago, Atlanla, Los Angel
Francisco

WIRE-TV (7,

Steubenville, Ohio . . . Weirton, W. Va.
Martins Ferry, Bellaire, Ohio

San

Robert, W. Ferguson, Yice President & General Manager
H. Needhiam Smith, Sales Manager

Phone Wheeling 1177
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CBS AND DuMONT
TELEVISION NETWORKS

SUNDAY
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YEAR-END REPORT ON
BELL SYSTEM NETWORK TELEVISION SERVICE

Tn 1953 the Bell System added some 17,000 channel

miles to radio relay and coaxial cable routes for video
transmission. About 50,000 channel miles of coast-to-coast and
border-to-border network now connects some 210 stations

in 150 cities with a potential audience for a

single program of 100,000,000 people.

1953 moved aliead with—

—a record number of stations added to the Bell System

television network

—an international video link with the connection of

television facilities extending into Canada

—the first coast-to-coast color television transmission. 1948

More television “firsts” and new developments

can be expected in the year to come. The Bell System
will continue to keep in step with the

industry’s requirements for network service.

BELL TELEPHONE SYSTEM

PROVIDING TRANSMISSION CHANNELS FOR INTERCITY
RADIO AND TELEVISION TODAY AND TOMORROW




FILM TIPS

(Continued from puge 97)

Here's one large Fastern producer’s
rule-of-thnnb:

o It takes about five weeks to shoot
a good, typical filn commercial  one
which might contain live action, am-
mation and sowme opticals  from the
time the finished storvboard i deliv-
Working at a brisk pace, a
or Iminute-

ered.
nany as two one-minute
and-a-half) eommercials can be turned
out by the producer in this five-weck
period for the client.

e bach additional pair of commer-
¢iale  for the <ame product. and done
in approximately the same manner of
production  requires at least another
week.

e to deliver 100 prints of the com-
mercials, the producer needs another
couple of days to allow for laboratory
processing.

e Commercials that require more
than the usual amounts of animation
or stop motion need up to eight weeks
of preparation, since the complicated
processes involved here cannot be has-
tenedd without getting into great ex-

HERE comes THE BONUS!

(WICHITA AND MORE)

Windy. the bright spirit of TV in Central Kansas, is
rushing in with your KTVH BONUS.. . that’s yours for the
asking! That is...asking for time on the one TV station
that not only blankets the important Wichita-Hutchinson
market but gives vou a vast. exclusive Central Kansas
BONUS coverage...BONUS sales...BONUS profits! KTVH
business oftices in Wichita and Hutchinson; studios in
Hutchinson: Howard Peterson, General Manager.

HUTCHINSON - WICHITA

CBS BASIC—DU MONT— ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS

106

pense and overtime payments.

5. If you must have an occasional
113 99

rush job, don’t try to create “new
commercials.

Producers, who have gotten to know
a lot about agency problemns in the
past four or five years, are aware that
there are times when an ageney must
order commercials on a *“disaster” ba-
sis to meet sudden deadlines. For such
emergencies, producers reeommended
that the agency try first to remake
some old commercials, salvaging as
much original footage as possible. This
is not a money-saver in 1nost cases.
But it does frequently save on time and
tempers.

6. Don’t fail to consult your produc-
er [requently. He usually knows more
about tv film production and short cuts
than you do.

The vice president of a Hollywood
commercial production firm told spox.
SOR recently :

“The most important advice that can
be given to advertising agencies and
sponsors concerning film commercials
is to confide in the producers of their
choice and to regard them as key mem-
bers of their creative and poliey-mak-
ing groups. Qualified producers know
the visual mediuin and have used it
successfully for more than 40 vears.
Television is only another means of
reaching an audience. although it is
the greatest. Wiih the proper agency-
sponsor-producer relationship. the ef-
fectiveness of film commercials will
multiply.”

Such cooperation can save money.
Not long ago, a leading drug firm—

one that spends sizable amounts of

money in both tv program and spot
announcement campaigns—met with a
top New York commercial producer.
The drug firm wanted to order a batch
of filmed program commercials of min-
ute-and-a-half length, and some minute
announcements.

The producer, after seeing that the
same product was to be sold in both
cascs, suggested a moneyv-saving pro-
cedure which the client followed. This
was how it worked out.

The program commercials wers
filmed at a eost of about §5.500 apiece.
Then, for an additional $100 to §150,
the negatives were trimmed down to
minute length and announcements of
standard length prepared. The spon-
sor, in effect, got two items for the
price of one.

SPONSOR




The point: by working closely with
the agency, thc producer liclped plan
the program commercials from the very
beginning so that thcy could be cut
easily to minute length without sacrific-
ing any production values or sclling
impact. 1f the consultation had not
been made, the two sets of commercials
would have cost the client twice as
much as he spent.

7. Try to keep admen with Linle
film experience from tampering with
commercials during production.

The inexperienced advertising exec-
utive or ad manager who “takes over”
at the last minute has become a grim
joke in the film comunercial business.

Reason: He usually manages to run
the costs up before he’s through.

“I’ve seen account supervisors and
advertising managers who didn’t know
an ‘answer print’ from their elbow
show up on the set during shooting
and louse up everything,”
York producer confided.

“Few of them are aware of the costs
involved in making changes at a late
stage of production,” the producer add-
ed. “For example, ‘camera time’ costs
perhaps 8500 an hour within the nor-
mal working day—and this doesn’t
include the charges for talent. If you
go into overtime—as we have on some
occasions when admen have held crea-
tive bull sessions on the set—it will
cost you $750 an hour; again that is
plus talent charges. You can see what
this does to production budgets if noth-
ing is being accomplished.

“My advice to tv clients is to work
out all the details of their tv objective
before the cameras start to roll, assign
a supervisor to the job who knows film
technique and then keep hands off.”

SPONSOR heard many other com-
ments on this topic from film execu-
tives, all of whom seemed to feel about
the same way. Some producers reiter-
ated the “don’t rehearse on camera
time” warning; others warned against
letting inexperienced executives see
processed film in the pre-final stages
since narration, sound, music or opti-
cals may be missing and only an expert
could visualize a good final result.

As Charles W. Curran of New York’:
Times Square Productions sums it up:

“The most important advice is to let
professionals do the job and not the
amateurs.”

oune New

8. Try to learn (or have your ad-
men learn) as much as possible about
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the techniques, problems and trends of
tv commercial film production.

Several producers advised tv spon-
sors and their stafls to pay close at-
tention to what’s being done today in
thc way of new film commercials. As
Gerald L. Karski, president of San
Francisco’s Motion I’icture Service Co..
stated :

contain valuable pointers for you. Re-
member that tv is for the eye.

V. At the same tme, beware lest
your tv admen get so immersed in tech-
nigue that your film commercials be-
come “gimmicky.”

This is the other side of the coin.
Film producers frequently warned that

television screen.

“The trend in tv film commercials is
back to the old proven principle of
mnore picture and less talk. Watch the
ingenious new screen iricks on your
Study the comuner-
cials. Producers are lying awake nights
to dreain them up and many of them

"‘%”,7@,

Peerless
Services
include:

Peerless Protective and
Preservative Film
Treatments

Release Prints, Trailers,
Television Shows on Film,
Kinescopes, TV Commerciols.
Theatre Screen Advertising,
Peints for Continuous Projection
Negotives, Mosters. Originals,
Filmstrips, Transparency Slides,
Micrafilm

Film Rejuvenatian

Shrinkage Reduction
Seratch Removal
Rehumidification

Cleaning ond Repairs

Film Library Servicing
Shipments, Inspection,
Cleoning, Repairs, Inventory
and Boaking Records, Storage

Servicing TV Shows on Film

Insertion of Commerciols, Shipments

to Stations, Booking Recards,
Follow-up, Inspection an Return,

Cleaning, Repairs, Replacements,

Storage, Substitution
Commercials, Reshipments

Film Distributian Servicing
Storoge pending orders,
Inventory Records,
Shipments to Purchosers

Filmstrip Pockoging
Breokdown of rolls into strips,
Packoging in cans, Labeling.
Baxing of Sets, Storage
pending orders, Shipments

fancy film techniques, like too much
of any good thing, can spoil a comnmer-
cial’s eflectiveness.

“As I can see it, the trend today is
toward a growing complexity of teclni-
cal structure, with agencies placing
more emphasis on wipes. superimposi-
tions, and special effects than on actual

A Message of interest to:

Motion Picture Producers,
Distributors, Advertising Agencies,
Sponsors, Film Libraries,

TV Film Producers and Distributors .

7

Without exception,

ALL film should be treated,
if you are to get maximum results

in terms of good projection and number
of showings. Without treatment, your film —

from initial release to the last booking — is much
more susceptible to. damage. And damaged

film can result in an indifferent audience.

Peerless Treatment is the finishing touch and the
least expensive item in the whole process of picture-
making. Yet it safeguards millions of dollars
invested in finished prints.

Peerless Treatment assures: seasoned, toughened,
smoothly projecting prints. Peerless-treated prints
start off right and keep in good condition longer.

So when you order prints, don’t forget to include
“PEERLESS TREATMENT” in every purchase order.

EERLESS

FILM PROCESSING CORPORATION
165 WEST 46th STREET, NEW YORK 36, N. Y.
959 SEWARD STREET, HOLLYWOOD 38, CALIF.

20 YEARS EXPERIENCE IN SAFEGUARDING FILM

PEERLESS TREATMENT aovailable alsa thresgh Officiel Licensses-in
ATLANTA * CHICAGO * CLEVELAND * DALLAS * DAYTON ° DETROIT
HOLLYWOOD * KANSAS CITY * NEW YORK » PORTLAND * SAN FRANCISCO

ST.PAUL » WASHINGTON * Gaime © Brossohs « 3codso « Maxica Cily = Sydesy « Torsale




content of the <pot,” said Herschiell G
Lewis of Lewis and Martin Films, Chi-
cago, It is as though we are trving
to prove to ourselves what a degree of
tee hnical excellence we can pour into
a ~pot. whether that <pot warrvants daz-
Ading treatment or not. The question.
of course, i~ thi~: Does all this striv-
ing for visual effe t add any power to
the commercial message?”

Similarhy  veteran il executive Max
Glandbard, president of New York's
Filiwright Prodnctions, told sposson:

“\ question that spousors should
ash more frequently today st Are
tv commercials using the proper tech-

nique for the particudar result I want?

“In the endless scarch for variety
and novelty, agencies and clients have
utilized a profusion of techniques in
their commerctals, such as animation,
live action. sphit seveen. lip syne, ofl-
~<creen narration. amd =0 forth. Too
often, though. these are lumped to-
sether capriciously with a little anima-
tion here. ~ome off-screen narration
there and the like.

“Take unimation, for example. Aui-
mation ix an eve-catcher; it always
evohes high interest. s a visval de-
vice. it i~ probably unexcelled in its
ability to ereate humor and liveliness.

When Connie Cook Throws a Cookie Contest!

HERE'S WHAT HAPPENED!

October 26th — Connie Cook threw o Christmos Cookie Contest on
her ofternoon ‘Connie’s Kitchen™ progrom over WOW-TV. Moil piled up
... kept piling .. . 14,000 entries by the November 25th deodline . . .
ond more were still coming in! Entries come from os for owoy os Florido
and Colifornio! Thot's o reol vote of confidence for Connie, who began
her ‘Connie’s Kitchen show on WOW-TV less thon 6 months ogo.

You con get this response for your product in the Omoho ond Missouri
Valley Morket which yielded 42,000,000* Drug soles ond 290,800,000

Food soles in 1952,

Ask your Bloir TV mon obout “"Connie’s Kitchen,’

Ebener, Soles Mgr.

or write Fred

*1953 Soles Monogemen! Survey of Buying Power

W TV

BLAIR TV...100,000 WATTS ¢« NBC-DUMONT

A MEREDITH STATION — NBC-TV AND DUMONT AFFILIATE
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to get across certain technical explana.
tions, and to implant a brand name in
the viewer’s mind. If that is the pur-
pose of your campaign. then you nced
nothing else. But if you want the view-
er to feel he must go out and buy your
product, then animation alone cannot
do the job; it cannot deliver an emo-
tional impact.”

10. Don’t try to beat the costs of tv
film commercials by constant shopping
around among the f[ringe producers.
You'll nearly always get poor filns.

Costs admittedly arve up in tv film
commercials,  The same commercial
vou made last year will cost you, sev-
eral  producers esthnated  recently,
about 109 more. The commereial you
made two years ago will cost vou about
20 more today.

But cost-cutting is not a matter of
bargain-basement tactics. Good pre-
production planning and frequent hud-
dles between sponxor. agency and film
producer are the secret.

I’s true that one producer mayv un-
derbid another just to land a well-
known account. But. eventually, the
producer’s loss must be made up if he
wants to stay in business and if he
wants to produce a quality film prod-
uct. The sponsor. in the end, pays—
either in extra charges or in poor films
—in nearly every case.

As one of the largest tv film produc-
ers told sPONSOR:

“True professionalism has come to
the tv film industry. But sponsors must
remember that professionalism has a
price.” * ok k

FILM SERVICES

(Continued from page 49

that chill can’t kill.”” To make the point
visually. Caravel needed some action
shots of skiing. ice boating and other
winter sports. which would be blended
with the Ballantine “sell” through some
trick optical wipes.

Sotution: Caravel got in touch with
NBC Fihm Division's stock shot library,
ordered about G0 seconds’ worth of
sports footage (enough to make the
whole Ballantine series when snipped
upl at a cost of about £2.50 per foot,
plus lab fees of around 15¢ a foot.
These shots would have cost Caravel
(and Ballantine) manyv times more if
they had to be specially shot instead
of coming from the 157 million feet of
stock footage available today in the

SPONSOR
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various stock shot libraries which sell
lo tv.

(For a complete report on the uses
and prices of stock film shols in tv. sece
“157 niillion feet of stock tv ﬁlm' Are
you getting the most out of it?”. sPON-
SOR 14 December 1953, page 30 )

There are other categories of filin
service of interest to adinen, such as:

Laboratories: A nuinber of the larg-
er producers of tv film conunercials
are equipped with full laboratory fa-
cilities, and thus handle all the lab
work in connection with tv film conr
mercial orders. But most producers
have limited lab facilities. or no facili-
ties al all.

In such cases, the ad agency musl
order prints through the producer
(who farms the work out). Or else the
agency is supplied with a finished nega-
tive by the producer and mu:t then
order the work done.

The laboratories listed in the direc-
tory on page 92 are all equipped to
handle virtually all of the routine prob-
lems of 16 and 35 mm. developing and
printing, both of picture and sound.
Some are further equipped to make
“blowups”™ (16 to 35 mm.} and “re-
duction prints” (35 to 16 mm.). A
few—Ilike Precision Film Laboratories,

Byron, Color Service Co.. and Tri-Art
Color Corp.—are equipped 1o turn oul
color prints when the tv need arises,

Sound: Producers and agencies
sometimes need <ound recording facili-
ties when narration is heing dubbed
over filimed action, “lip syuchro-
nization™ 1s being shot or when music
is being scored.

SPONSOR’s directory of service firms
lists several of the top [, S, sound
specialists.  Nearly all are equipped
with sound recording and dubbing fa-
cilities for 16 and 17% mm. (mag-
netic) film. A few have facilities for
complete 35 mm. recording (as many
as three tracks) ;
stages;

when

transcriptions: sound
re-recording theatres; sound
negative development; cutting and edit-
ing facilities; mobile units.

Agencies  who anticipate  special
sound problems iu tv commercials will
do well to dizcuss them prior to pro-
duction with a film service conipany.

Opticals, animation: With the SAG
scales now in effect, live action in film
commercials is sometimes quite costly.
One of the best substitutes—and a use-
ful film commercial tool in s own
right—is animation. A few big pro-
ducers have their own animation facili-
ties, but agencies will find (see 11-page
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chart of commercial filin producers.
starting page 501 that most producers
must shop ontside for this work. Shini-
larly. fancy opticals -which are pro-
duced in much the ~ame way a< anima-
tion—are most often done by
peadent specialty finns,

mde

\gain, service firms recommend that
agencies planning to u<e such teecl:
mques extensively in filin commereials
discuss their problems with the <pecial-
ists. Most have had year~ of experi
euce in the field, and can guide agen-
cies and clients in their creative think-
ing, help save them money.

Titles, music: For the most part,
firms specializing in these items work
direetly for film producers. function-
ing more or less as conmmercial art con-
cerns and musie libraries. Occasional-
ly. agencies and sponsors may have a
special problem in titling—sucl as a
particular type face in which a super-
imposed <logan is to be printed; or a
musical headache—such as the type of
trumpet fanfare needed in a tv com-
mercial’s zound track to introduce a
new product.

Pre-production  meetings  between
agencies and these specialty firms may
solve many minor problems of artwork
and music backgrounds. R

(in East River opposite 86th Sireet)

1.8 miles from Harlem

3.0 miles from East Bronx

4.8 miles from Bedford-Stuyvesant
4.9 miles from Jamaica

50% CLEARER

50% STRONGER
RECEPTION EQUAL TO
ANY NEW YORK STATION

THE ONLY STATION WITH
STUDIOS IN HARLEM ...
the City within a City

WLIB

207 East 30th Street
New York 16, N.Y.
Oregon 9-2720

NEW TRANSMITTER IN THE
HEART OF NEW YORK CITY!
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See Your
HEADLEY-REED Man
for Prime Availabilities
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MILESTONES
BMI introdunces @ new
geries of 1931 program
continnities entitled “Mile-
stontes” . . . complete h:flf-
hour shows—ready for im-
medinte nse—smooth, well
written coutinuity for a
varicely of uses.

“Vilestones” is serviced to

all BMllicensed stations
once cach month, four to
«ix weeks in advance of
program date.

“Milestones' for Febrnary :

“A Few Remarks at Gettysburg"
Abraham Lincoln

»#$t. Valentines Day”
““Washington at Yorktown''
George Washington
“Yilestones”™ for March
“Broad Stnipes and Bright Stars’*
“The Fall of the Alamo"”
*Johnny Applesced™
“st. Patnick’s Day"

“Milestonrs™ is available for com-
mercial |pnn-onhip——lru. your
tacal station far details
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tContinued from page 13)
RADIO'S BIGGEST YEAR

To corroborate iny own opinions on
vour cditorial in the December 28 is-
cue, 1931 can be radio’s biggest,”
page 100], | consulted with our radio
program manager. Accordingly, I dis-
covered he feels very stiougly that
mighttime radio is very far from dead.

Acting on this belief he recently in-
stituted a program entitled This is
Your Tune, a record program whereby
people call in the reque-ts and have
them played within minutes.

The program was scheduled for Sat-
urday evenings from 8:30 to 11:00
p.m. So far it has been on two times.
aud. on ouly one telephone, 177 calls
were recorded on the first program and
219 calls were recorded on the second
progrant. In addition, a lot of favor-
able comment and letters have been re-
ceived in praise of this idea.

We feel this is blatant proof of ra-
dio’s strength.

Jay HoFFEr
Promotion Manager

WJAR, Providence

I agree with the opinions expressed
in your editorial, 1954 can be radio’s
biggest,” that the battle of rating ser-
vices should end before it ruins radio
entirely. Every time somecone gets a
new idea for a survey. radio jumps
headlong into the trap—and buys it.
They still want to convince the radio
“suspect” that Mrs. Jones on Elm St
is listening at 10:29 a.m. Let's get
wi-e!

Radio is still the greatest medium
for reaching the housewife (the real
buver). 1f we would all just show our
true coverage area, we could all do a
better job for clients.

The year 1954 can be the year to
separate the men from the boys in ra-
dio. Those in radio who still don’t
kiow the potency of their inedium had
better try a different field.

I believe 1954 will bring more super
market food accounts than ever hefore.
We have received more inquiries in
the past month than any previous year.

You can’t beat the flexibility of ra-
dra. Ty can’t. and certainly the news-
paper can't. lHere's a very good ex-
ample of radio at work at its hest. We
had enjoved a warm winter- no suow

temperatures 35 to 55 degrees, Fvery
shoe store and departinent store was

loaded

shoes,

with unsold rubbers and over-
Snow started coming down at
a fast pace on Fridav, January 14 at
2:00 p.m. One of our shoe stores (off
radio for a few months) called for
help on overshoes, etc. At 2:30 p.m.
his ads were on the air. Result: Stock
was sold out by 10:30 the following
morning! Yes, he’s back on a regular
radio schedule. His newspaper ad
would have taken two days to even be
placed.

The only thing wrong with radio is
radio itself. After almost three decades,
I believe most everyone thinks it is
here to stay. Radio only has to fight
harder for its share of the advertiser’s
doltar—sell harder—make more calls
on the unfriendly accounts.

Yes, 1954 can, and will be radio’s
biggest year. So, if you have been do-
ing something the same way for the
last 10 to 15 years it’s evident it’s being
done wrong. lLet’s make the change.

Pat O’HALLORAN
Sales Manager
KPQ

Wenatchee, Wash.

CHOCK FULL O’ NUTS
(Continued from page 37)

program. On television he combined
the advantages of frequency with the
prestige value of program sponsorship
by scheduling station breaks in addi-
tion to a weekly comedy show.

e Since the lady of the house usually
buys the family coffee Rieff planned
the radio and tv announcements and
participations to complement each
other, at times when each medium has
the highest potential housewife audi-
ence. Participations were bought in
every WNBC daytime personality
show, and one late-evening personality
show. The tv program. Jerry Lester’s
Late Date, with singer Jean Martin
(Raturday, 11:15 p.m. to 12:00 mid-
night), is scheduled to reach aduhs.

The restaurant chain’s previous air
efforts were confined to one 15-minute
weekly radio show. The Jean Martin
Show, which ran over WMCA. New
York. for one month and then switched
over to WNBC July through October
1952. (Jean Martin has more than
thhe performer’s usual interest in the
success of her sponsor; she’s the spon-
sor's wife.)
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WERD delivers a vast, scarcely tapped

market—Atlanta’s great Negro audience!

WERD stimulates sales. Its listeners go out and
BUY! They have confidence in M station—the only

Negro owned and operated radio outlet in the U.S.

WERD wants the opportunity to sell for you.Write for
our ““Proof of Performance.” We're loaded with success
stories! Surprising—WERD is your most economical
radio buy in Atlanta. Call or write for details.

RADIO DIVISION |
Interstate United Newspapers, Inc. ] ' ATLANTA

Represantgd vationally by 1000 WATTS » 860 ON EVERY ATLANTA DIAL

| | \
lo E w n otro n J.B. B'ﬂ”tnn, ]r., Gen. Mgr.
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The firm’s present air activities rep.
resent “the right fonmnka to reaeh the
Largest rmmber of prospective enston-
er« throneh selective, economieal nee
of radio and televi<ion.” the wan
Havold Riefl expresses it.

Il explains: “In anah zing listening
and. viewing habits of honsewives we
dicovered that tle carlv-morning time
and late afternoons were best 1o use
radio: that worhs best to
reach the honsewife in the earlv after-

television

noons and evenings.’
\bont 50 one-minute annonneements
and participations are used weekly on

DAY

WABC. Participations are such shows
as Wake Up Fasy (Allyn Edwards).
the Jim Coy Show, the Stan Freeman
Show. Herlh Sheldon Shoiw, Fave Emer-
son Show and A Man and His Wusie
tskitch Henderson,

Al are of the chatter-and-mnsie, in-
formal variety with definite adult ap-
peal. Fn addition to attracting the right
andience these shows have two char-
acleristics himportant for a new prod-
uct: loval audiences and personal-type
salesmanslnp.

On tv the ageney buvs all available
10- and 20-:econd station breaks over

(FARGO, N.D.)

IS ONE OF THE NATION’S
MOST POPULAR STATIONS?

Despite loeal competition from three other

112

Afternoon and Evening

major networks, WDAY consistently gets

a greater share of Andienee — Morning,

than all other

stations combined, in Fargo-Moorhead!

N

NBC +« 5000 WATTS
970 KILOCYCLES
FREE & PETERS, INC.

Exclusive National
Representatives

WANBT to show a film produced by
Depicto Fihms.  The commercial is
based around a jingle, also used on
radio. which goes like this:

“Now anyone can make that

lreavenly coffee,

Heavenly coffee, heavenly coffee—

Chocl: full o' Nuts is that heavenly

coffee

At your local chain or grocery

store.”

The jingle, composed by the agency,
has a melodiou~ tune combined with
repetition of ultra-simple, easy-to-re-
membher main theme—
“heavenly coflee™ —is earried out in
all radio and tv commercials and print
advertising and also appears on the
can itself,

In addition to the repetition of the
“heavenly coffee” idea in all phases of
its ad drive the theme of higher price
for higher quality also is used con-
stanth,

words.,  Its

Although thix emphasis on price i~
patently an appeal to the higher-income
consumer who doesn’t worry about
overloading the budget by adding a
few cents here and there. Harold Rieff
points out that most coffee lovers, re-
gardless of income. are willing to sacri-
fice price to flavor.

Al SPONSOR’s presstime the price of
the Top Three coffees in the New York
area — Maxwell House, Savarin and
Ehler<. not necessarily in that order—
ranged between 99¢ and $£1.04 in New
York super markets. Chock full o"Nuts
coffee was selling at about £1.09.

All coffees were recently affected by
the hike in the price of green coffee to
the roaster from about 38 to 72 =
pound. Before the rise in green coffee.
retail prices were five to 10¢ lower on
all brands.

A second increase of 10c a pound
was foreseen late last month by coffee
industry leaders. Thev predicted that
the second round of price increa<es will
be felt by the consumer in February.
The average price for all brands was
expected to climb to about §1.15.

In the event of such an additional
increase.  Chock full o'Nuts coffee
would maintain the 5¢ differential be
tween itself and most other brands. a
spokesman for the firm told spoNsoR
It< higher priee—about $§1.20—would
remain an important factor in adver-
tising copy. the spokesman added.

Choek full o'Nuts™ premium price
has figured in its advertising from the
very beginning. In making a point of
price. rather than hiding the fact that

SPONSOR




228050

(o} o)

o"oooc OOOOOOo
00 0 000 o O

00%90 -

QO v, o900 0 0%0® o oo O
0 o _0 o X} o o
0069 606%000° 09%L60% & 0 %

o 006 ,0O_ 0O 0.0 0 O 0O O 49 0,0 O o o0 OBeo O
° O e o~ 0 ° O T 00 &0 O o ovo o0 ©

o} O,- <\ P hh.“lfh‘)a/&ﬁga«d > OO (_’)O & Oo oooo OOO o g Ooo oo o Oo o ) (X&) - o

O r -

+5 T 9]

ALELYIN SHARE OF AUD

O.,0 oo 0 0690 oooo
[&] oo (o]
po©vo oooaooo oooo

Boston’s biggest attraction !

Throughout 1953—again, as always—WEEI led all

other Boston radio stations, with the highest average ratings

and the biggest querage share of audience—33.3% bigger

than any other station’s . . . and the most quarter-hour wins—

63.8% more than all other stations’ combined. |

Proving once again that more people listen (and listen

regularly) to WEEI than to any other Boston radio

=

station, If you’d like more proof—or availabilities—call

CBS Radio Spot Sales or WEEI

Source: Pulse, Jan.-Dée. 1953 total week




il was nore expensive than most other
brands, the coffee is attempting to turn
an obvious drawback into a <ales argn-
ment. The first radio and (v announce-
ntents asked the con<unter “to gamble
S5¢ 1o make the ot heavenly coflee
ven ever drank, .7 The copy aleo tied
in with the restanrettes, with phrases
like this: . . . The <ame luxnry blend
of the world’s fine=t coffees it has
made our restaurettes famous, . "
Current air copy still nses the res-
laurettes as a peg for mention of price
Here's a <ample of the tv copy used on
the Jerry Lester show. This commer-
cial also indicates how adverticing i«
used to force di-trilution of the brand:
*The Chock full o’Nuls restaureties
serve over three million cups of coffee
a month. That's a lot of coffee in any-
body’s language. Al tiese people
wouldnt keep coming back if the cof-
fee wawn’t something «pecial.  For
vears, customers have been asking if
they couldn’t bny come of this coffee
to make it at home. But THAT i-n't
the reason why Chock full o"Nuts final-
Iv decided to package their coffee for
sale In grocery stores. They tried all
the regular brands of coffee. And they
found that none of them are in the

came clas~ with any good restaurant
coffee, The reason is simple.  Most
reanlar packaged coffees have to sell
at a fixed price. They have to compete
witl eaclt other. They keep on chang-
ing their blends by mixing in more or
less of cheaper coflees, so they can hold
their lower price. That’s why the same
brand will often taste different to vou
from week to week. Chock full o™Nuts
can’t afford to fool around with their
coffee like this. They do not buy and

do not use ONE GRAIN of the cheaper

coffees that may cost as much as 20¢
less a pound. The coffee they put in
thiz can is the same as the coffee they
serve n their re-taurants — the Dhest
that money can bhuv. Look for it at
vour grocer’s next week. If you don’t
see il. please ask for it. It costs a few
cents more than regular brands. But
vou never made coffee before that
tastes so good!”

Other commercials incorporate such
themesx as the benefits of coffee drink-
ing. per se, during the winter month«
and the advantages of regular coffee
over tustant brands. Chock full o’Nuts
feels it's Important to sell the idea of
drinking regular coffee as well as its
own brand. Tt figures the brand will

Billie O'Day, our Women's Commentator for six years, and Bill Ross,

our early A. M. Disc Jockey, combine their talents in a 45-minute

show — 9:15-10:00 A. M. Mondays thru Fridays. Though only a few

months old, the show pulls 2,000 pieces of mail a month and plenty

of results for its advertisers. Cost of participation is low. Ask

Z your Hollingbery Man about putting your minute spots
7

James M. LeGote, Generol Manogar

5,000 WATTS-610 KC-NBC Affiliate

Notionol Rep , George P. Hollingbery Co.
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on the Billie and Bill Show — in Miami .

.. One

of the South's whopping Key Markets!

benefit directly from institutional sell-
ing combined with the more hard-sell
approach.

In addition to these general themes
the coffee’s air commercials are likely
to merchandise another special feature
of the brand: the plastic coffee measure
included in every tin. Commercials
point out it’s important to have exact
mea<urements for each cup to make
really good coffee. Directions are giv-
en to use one level measure of the cof.
fee for each eight-ounce cup of water.

The can itself repeals many of the
<ame themes used in the advertising,
such as the reason for the brand’s
higher price. Imprinted on top of the
can is the message: “You have paid
a premium for the finest pound of cof-

fee. monev can buy. If you brew it

correctly, vou will make the same cup
of coffee that made our chain of eating
places famous.”

Also on the can is a reproduction of
the cartoon drawing of a house which
symbolizes Chock full o'Nuts restau-
rettes. This “house” also appears in
all brand print advertising and on res-
taurette menus. Chock full o’Nuts cof-
fee delivery trucks are exact replicas
of the “houses.”
house will also be used in an animated
electric sign to be located on Broadway
and 47th St. The sign will be in the
form of a one-minute film showing a
man drinking coffee at a restaurette,
then going liome and getting the same
coffee there. The sign was due to begin
operation this month for a year’s time.

Car cards nierchandise the coffee’s
weekly television show. These cards
are a good example of how the firm
uses repetition to build brand identi-
fication and consumer demand. Harold
Riefl signed for a year’s schedule on
New York subways to achieve continu-
al impact over that period. AH sub-
way cards include the house drawing.
the price factor and the “heavenly cof-
fee” -logan: all use the same blue and
orange colors which appear on the
package itself. In addition to car
cards the coffee is advertised in all
New York newspapers and in coffee
trade publications.

The firm’s air advertising is slated to
eet additional merchandising support
thiz month via WNBC’s “Chain Light-
ning’” plan. Under the plan. a WNBC
advertiser must spend 81.500 a week
on time on the station. Once eligible,
the advertiser gets merchandising aid-
in any or all of 12 chains covered by
the plan in which it has distribution.

SPONSOR
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ANNUAL REPORT TO
OUR ADVERTISERS

Since we make daily reports to our listeners on the business we
carry, and the programs we feature, it seems only fair that we
make an annual report to our advertisers who make possible this

fine broadcasting fare.

First, KVOO listeners have continued to increase in number during
1953. They have made more money than ever before; they have

spent more money for KVOO advertised products.

Second, during 1953, every recognized broadcast measurement
service has again proved KVOO to have more listeners all of
the time than any other station in Oklahoma’s No. | market.
This means your advertising dollars spent on KVOO again bought

more listeners at lowest cost per listener.

Third, you'll be interested to know, too, that in 1953 KVOO had

one of it’s greatest dollar volume years in history.

WHAT'S AHEAD FOR 19547

Every indication points to another year of expansion and growth
in the KVOO market. Construction booms. Population growth

is on a steady march. New industry builds new payrolls!

It's a year of opportunity in every field of business in Oklahoma's
No. 1 Market, blanketed only by KVOO, Oklahoma’s Greatest

Station!

To get your share of this prime market, call, wire or write KVOO
or your nearest Edward Petry & Company office for availabilities.
You'll be glad you did!

| RADIO STATION KVOO |

NBC AFFILIATE
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

GREATEST STATION
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coflee 1~ to be

Chock  full

merchandised by aidde and dump dis

o \uts

plave one week this month.

A sroxson <put cheek of DLranche-
of 10 large New York chains and their
purchasing agents revealed <ales of the
new coffee have been brisk, Manacers
replicd “zood™ and “very good™ when
ashed low the brand’s sales had been
running. A\ few estimated the coflec
currenth ranked fonrth or fifth in to
tal coffee <alee for their <tores. And
offives for three

the central hinving

large «lhains reported a large number

of phone inquiries about whether their

“tores were stocking the brand. All
<aid they were planiing to reorder.

\Ithough the company  wonld not
release any sales figures for the prod-
net Harold Rieff reports the firm is
“very pleased”™ withe initial <ales re-
<ults.

However. an execative of one of the
cading New York coffee brands, in
business over a long period of time,
told SPONSOR:

SELL MORE IN THE

SOUTH’S No.1 State!

The current Pulse Report shows

WSJS8, the Joumal-Sentinel Sta-

tion, FIRST in the morning-

FIRST in the afternoon—FIRST

in the evening! For the finest in

AM-FM coverage, it's WSJS
in Winston-Salem.

Represented by: HEADLEY-REED CO.
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“We feel Chock full o'Nuts is wast-
ing their money. We don’t think they're
going about it in the riglt way.

“The company thinks it can take a
certain amount of monev and set the
coffee market on fire. That's not the
You have to get into the
coffee business slowly and build vour

way, at all.

way up over many \ears.

“ln the beginning. a few people tried
the coffee out of curiosity. Now, it's
sleeping on grocers’ shelves.”

William Black. owner of the Chock
full o'Nuts chain, is u<ed to tough com-
petition. He launched his restaurettes
in the depression years,

It all started back in 1920 when he
noticed a vacant space under a stair-
way on 43rd St. and Broadwayv. near
Leblang’s Drug Store. Joe Leblang.
owner of the properts. said Black couldl
rent the space providing he didn’t <et
himself up in competition.

Black took %200 he had saved and
stocked the stand with 12 kinds of
nuts. By 1930 the business had devel-
oped into a chain of 20 stores. During
that same vear. however. nut sales be-
gan dropping fast due to the depres-
sion. Black decided to revamp his nut
stands into low-priced snack bars to
fit shrinking purses of New Yorkers.

Today, the 25 restaurettes gross an
estimated $10.000,000 annually, serv-
ing about 125,000 meals daily at an
average 35¢ per meal. Specialties of
the house: sandwiches. homemade
breads, pies and doughnuts—and, of
course, the same coffee that’s now bhe-
ing marketed by grocers. o ik

BOHEMIAN BEER
(Continued from page 33)

known as Boh—had a budget of well
over 31 million.

When Boh turned to baseball spon-
sorship last vear. it had to go into the
neighboring city of Washington to find
a major league team. This was fine for
Boh since itz distribution pattern in-
cludes the entire Washington Nation-
als” baseball area. But this year with
the coming of a major league team to
Baltimore. the Orioles. Boh will be
buving baseball and will be on about
50 stations. As it did last vear. Boh
will sponsor 41. innings of every game
over WWDC. Washington. and WCBM,

Baltimore.

SPONSOR




YOU MIGHT CATCH A 247-LB. TARPON +—

BUT ... YOU NEED WIJEF RADIO

CONLAN RADIO REPORT
METROPOLITAN GRAND RAPIDS—NOVEMBER, 1953

Share of Share of Share of
Morning Afternoon Evening
Audience Audience Audience
WJEF 29.69, 30.89% 33.1%
B 263 22.8 28.6
C 18.8 24.6 30.2
D 10.6 9.1
E 9.1 7.3 —
F 2.5 1.2 2.7
Other 2 42 " 5.4

Sl .’/740/:)70'1 Slealions

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

KOLN — LINCOLN, NEBRASKA

KOLN-TY — LINCOLN, NEBRASKA

Associated with
WMBD — PEORIA, ILLINOIS

TO LAND SALES
IN GRAND RAPIDS!

Morning, afternoon and night, WJEF is the Number 1
radio station in Western Michigan’s Number 1 market—
Metropolitan Grand Rapids.

Study the Conlan figures, left. On a quarter-hour, 52-time
basis, WJEF gets:
12.69 more morning listeners than the next
station (but costs 11.19, less)
25.29% more afternoon listeners (for 31.1%
less)
9.6% more evening listeners (for 3.1% less)
There are 116,870 radio homes within WJEF’s Metro-

politan Grand Rapids Area—yet a daytimne quarter-hour
costs less than 25¢ per-thousand-radio-homes!

CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY

Avery-Knodel, Inc., Exclusive National Representatives

*In March, 1938, H. W. Sedgwick caught a tarpon this size in Mexico’s Panuco River.




A good indication of the promotion-
savvy tacties Boh will use this year can
be found in its 1953 campaign.

The pitcher had no more than start-
ed his wind up for the start of the ’53
sea~on when Bol tossed up its first
promotion.

It was the Favorite Player contest
and it not only got heavy build-ups on
the baseball broadcasts but Boh also
bhought full-page newspaper ads in
Wachington, D. C.. dailies. (It's buying
full-page newspaper ads in Baltimore
this vear to stimulate interest in the
Orioles.)

The contest, open to everyone of
legal beer-drinking age in Washington,
offered 51 prizes. four of which were
U, <. savings hond<. The Favorite
Plaver was to get a new Packard auto-
mobile.

Here, m some detail. is a picture of
what Boli did to make the promotion
work:

1. Bolt’s dealers were given ballots.
ballot boxes and other point-of-pur-
chase displays tving in with the con-
test. The brewery arranged for fre-
quent collection of the ballots so dealers

TEXANS

ARE

CLANNISH!

Dallas-Fort Worth listeners like
their home town station best . . . so
it takes two stations for the one
big, clannish market. One cost will
do the trick, tho, if you use our low
combination rates . .
more buyers for less money.

weren't inconvenienced,

2. Publicity aids and announcements
were made at the ball park and the
players, in cooperation with the brew-
ery and Packard dealers. made many
per-onal appearances.

3. Packard auto dealers put up show-
rooin displays. bumper cards and other
publicity. as well as donating the car
itself—all in return for the publicity
tie-in,

. Radio and tv announcements em-
phasized the contest deadline, 6 June,
and Ilavorite Player night at Grifhith
Stadium in Washington on 26 June.

5. For Favorite Mlayer night Boh in-
creased excitement by announcing it
would double the first four prizes to
any winners who either were at Grif-
fith Stadium or could appear at the ball
teamn s office within half an hour after
the zame. The stadium. needless to
sav  was jammed to capacity.

6. Before game time, representatives
of National Boh drove around the field
in the new Packard with Clark Griffth,
president of the ball club. Then news
of «econd. third and fourth place win-
ners were called out from a specially

. and get

ASK ANY FORJOE MAN

1190 KC 5000 WATTS

FT. WORTH

1360 KC 1000 WATTS
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constructed Boh platform on the field.

As the crowd leaned forward, Clark
Griffith anunounced that Jim Busby,
centerfielder, had been elected Favorite
Player and winner of the Packard.
Busby himself announced the name of
the first prize winner. Even the stadium
band got into the act by playing, as
the dignitaries left the field, the Na-
tional Brewing jingle, “Cheery-Beery-
Boh.”

So much for the first half of the
season.

With still a lot of baseball to go
National Brewing and Kenvon & Eck-
hardt’s promotion department decided
to get started on another promotion.

The brewery was primarily interest-
ed in getling people to buy more of
its beer—but it also wanted to keep
the interest in baseball at a high level.

Boh thought, too, that because the
Nats had a couple of losing streaks it
was important to keep promoting base-

ball.

Packard cars and governinent sav-
ings bonds were out of the question
for prizes, but Boh offered something
far less costly that real ball fans would
like about as much: An all-expense
trip for two to the 1953 World Series
games. Other prizes were 10 $100
bonds.

To enter contestants had to get entry
blanks from their dealers and tell, in
10 words or less, “Why Boh’s a hit.”

Then every time a hit was made dur-
ing zames, an entry blank would be
picked from a barrel and the fan would
be awarded a set of beer glasses. The
dail* hit winners were then eligible
for the grand prizes.

From past experience, Boh did not
expect to get a mountain of entries.
But when the totals for the season were
added up the eompany was surprised
to find more than 40.000 fans had en-
tered the contest. The contest failed
to raise Washington from fifth place
in the American league. hut resulting
high interest in beer and baseball ac-
complished Boh's objective.

In the meantime Boh did every-
thing possible 10 enable baseball fans
throughout its five-state territory to
liear the games on radio. though it
could not arrange tv coverage as well.

The problem« Boh faced in spread-
ine coverage were (1) cost of tele-
phone lines for a baseball network, and

2) the fact that to buy time outright

SPONSOR




D NEVER HEARD oF oAK HILL, W. VA.!

STATE'S SECOND LARGEST STATION

SURPRISES MANY TIME BUYERS!

STATION COVERAGE DETAIL BY NCS AREAS

ot | stame , DAYTIME Pardon us if we give you a jolt, but 1i’l ole
: ! No.of |
| . 4-Week Cum. Weekl Average Da S .
fedlo Homes | NCS Area  counties [t < y oy bt Oak Hill does contain WOAY — the second
i Area County , NCS Circ.| %* | NCS Circ.] %% | NCS Cire.| %%
] WEST VIRGINIA | most - powerful radio station in West
20,370 FAYETTE i 1849 | 90 | w220 | 89 | w50 | 49 ST . SR TR
18,190 GREENSRIER 3 a0 | s | s | e s720 | 36 Virginia! Matter of fact, we think you’ll
MONROE i . .
SUMMERS have a tough time finding another radio

66,940 KANAWHA S 10,310 15 7,180 10 4,410 06 A .

14,570 LEWIS 4 3,110 21 2.280 1 1,680 1 station, anyu'/)ere, that gives you 102,200
BRAXTON i .-
DODDRIDGE daytime families for a mere $21.60 per
GILMER .

18,260 LOGAN ] 2,780 15 1,960 10 1,020 05 quarter hour (26-time rate).

19,440 MERCER i goo0 | 4 648 f 33 § 390 | 20

14,290 RIFTLES 3 | niaso | 80 | vieso § 77 | e | 4 Our national business shows steady gains,
WEBSTER : s

| 2.9% RALEIGH | 2020 | 84 | wen | @ 8540 | 35 month after month. How about joining the

g Roé\ANlEIiOUN 4 20 | 2 1990} 16 1460 W parade? Address Robert R. Thomas, Man-
JACKSON .
s | ager, at:
16,750 WYOMING 2 960 | 57 | 860 | s 6730 | 40
, 800NE
225,030 10 TOTAL N | 102,200 92,540 51,320 w o AY

l:% of Radio Homes in Area

OAK HILL, WEST VIRGINIA

10,000 Watts AM
20,000 Watis FM



on all the radio station< it wanted
would take a big <hice of it~ adverti--
ing budeet in proportion to <alis ex.
pectancey,

Bol with
~tead of using networh hnes. Bole sin-
ph arranged for WWDC, the padio

gate  in

OV TN obstaclie<, n-

station  which  carvied  the
Washington, to relbroadeast it over it-
fro ontlet: the nearest <tation in a near-
by ity wonld pick up the fin hroadeast
and  simltanconsh
ganie on to the station next in line, Fm

tatie-free

rebroadeast  the

wias nsed Dhecanse it is o

transnis==ion method,

which were delighted
would give BBoh 11,

The ~tations
to get the games
inning~ for it commercials. They were
free to ~¢ll thee other o innings to any
uull-('(’»lllp('lili\(‘ sponsor, ~tations car-
rvine the zames last ~eason are expect.
ed o agree to the same arrangement
this year,

In the meantime. Baltimore— partly
through the considerable efforts of
Boli’s president. Jerold 1lofiberger
has gotten = own major league club.
N\aturallv Bol has ~tepped up to spon-
<or the Baltimore Orioles games this
~eason.

home.

similar major
WIBW . .

known for years.

brand.

Sorving ond Selling

PUZZLE: Find the kitchen cink

The kitchen sink is in the load of corn . . .
made possible by today's attractive cash prices.

In fact, there’'s a whole new steel cabinet
kitchen on the way for still another Kansas farm

The decision to make this
purchases)
. a fact that alert advertisers have

The reason’s simple.
listened to most by Kansas farm families.* Use
WIBW to influence decisions in favor of your

“Kansas Radio Audience, 1953.

-W-1-B-W

“THE MAGIC CIRCLE"
Rep.. Copper Poblicntions, Inq. « JIN (UDY Goa Mgr - WIBW - K(KN.

(and countless
was stimulated by

WIBW is the station
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llast year’s Boh radio coverage of
Nats games marked the first time there
had been a telecast from everv Ameri-
can League city. The tv coverage ex-
tended to 53 games. a celection of
home and a record 30 away games.

Games last year were telecast on
WTTC. Washington. Radio coverage
originated from WWDC. Washington,
and fed to the 33 ~tations carrying the
broadcast~ ou the trade basis.

This season’s basehall coverage “‘will
be the most intensive in the history of
Washington and Baltimore.” save Ad
Manager Almony. '

Because neither one could clear time
for the complete 1931 schedule. two tv
stations are sharing the 26 home and
30 away game- of the Orioles to be
telecast to Baltimoreans. The statjons.
WAAM and WMAR-TV. also will
share in telecasting to Baltimore 30
Washington \ationals’ games.

Radio coverage in Baltimore will be
handled by WCBM. which will broad-
cast every Oriole game (154 in all)
live this vear. Baily Goss. Ernie Har-
well and Howie Williams will handle
the play-bv-play, color and commer-
cials on both am and tv.

In Washington, WTTG will telecast
21 home and 30 away games of the
Nats. WWDC. Washington, will broad-
cast the Nats full schedule on radio.
Most of the 151 radio games will be
carried live. but there will be a few
recreations. Sound effects are used with
the recreated games to add realism.

For the second vear in a row for
\ational Bohemian. Bob Wolff and
Arch MacDonald will cover the Nats
games on radio.

Two separate networks will be set
up for the 51 season. Almony says.
The Orioles™ radio and tv network will
cover Maryland and Central Pennsyl-
vania. The Nationals’ games will be
on stations in the District, Virginia.
West Virginia and North Carolina.
Almony noted that games again would
be telecast from every American League
city during the ‘51 season.

Out-of-town coverage is handled en-
tirelv by National Boh. If a city doesn't
have baseball originations. Boh sets
up its own microphenes. tv cameras
and other equipment.

Some of the away telecast games. al-
thouh sponzored by National Boh in
Baltimore and Washington. are spon-
sored by other advertisers in different
cities. To let two or more sponsors
share the same picture when it’s time

SPONSOR
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VIC DIEHM Says:

ton has the Greatest
asfer Si'we Pau, Revere.(/ 2

Rod MacLeish, News Chief of WVDA would have been a great help
to Paul Revere. Rod’s the kind of reporter who knows the news
before it's news. With a colorful background, from minor news-
paper jobs to covering a revolution for American and Foreign
newspapers, WVDA's Rod MacLeish rates with the best in radio
news reporting. Rod became prominent on the Boston radio news
scene when sent to Holland to cover the flood disaster of 1953.
Several of his shows on this disaster were used by ABC on News of

Tomorrow and Headline Edition. Today Rod averages 2 to 3
feeds a week to ABC.

On the scene radio reporting of the USS Leyte explosion by
MacLeish over WVDA was a national scoop. Shortly thereafter,
a merchant ship exploded in the harbor. Rod talked the compe-
tition into leaving the scene before the real news was available,

thus WVDA-ABC had it exclusively. Rod was radio’s outstanding

news coverage voice at Senator McCarthy's communist hearings
in Boston. He scooped the “earways” on the CIO convention held
here recently. Highlights of Rod’s interviews with the "big wheels”
were used on Taylor Grant’s Headline Edition.

WVDA gives 3 times the news coverage of any other Boston station,
and the high calibre reporting of Rod MacLeish is
reflected in all the stations in the Vic Diehm group.
So, if your client wants a news audience we'll
deliver the tops in radio.

WAZL

HAZLETON, PA. NBC-MBS
(Represented by Robert Meeker Associates)

WHOL

ALLENTOWN, PA. CBS
(Represented by Robert Meeker Associates

7, BLOOMSBURG, PA. INDEPENDENT
(Represented by Paul H. Raymer Company)

WIDE

.-/ BIDDEFORD-SACO, ME. MBS-YANKEE
v {Represented by Paul H. Raymer Company)

WVDA

BOSTON, MASS. ABC
{Represented by Pqul H. Raymer Company

—




What coverage \1

s

la 3
)l tlon gets

300 KC < 1000 WATTS

FULTON, MISSOURI

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

3,000 WATTS

Reprasentofves . . .
EVERETT-McKINNEY, Jnc, New York, Chicage
LEE F. O'CONNIELL CO..Los Angeles, Som Freaciice

for the commercial, Boh devised a
“lean feed’ system. When commercial
time rolls around. the originating sta-
tion, on cue, feeds a picture without
commnercials or commentary to the net-
work. Views of the plaving field, the
crowd in the <tands< and other vistas
thus are sent over the cable while the
orizinating station “inserts” its com-
mercial over its own station, either
from the studios or the
transniitter. In network cities the spon-
sor cither can take the pictures and
recad audio commercials while the ball
park scenes are shown—to give an il
lusion of commercials right from the
stadium—or can insert its own video
commercials.

Boh, incidentally, has separate am
and tv descriptions of the game.

Boh's wintertime air advertising is
extensive. To keep in touch with sports
fans, Boh sponsors tv wrestling pro-
grams. They originate from WDMAR-
TV, Baltimore. and are picked up by
WTTG, Washington, WSVA-TV, Har-
risonburg, Va., WCHA-TV, Chambers-
burg, Pa. and WSBA-TV. York, Pa.
Unlike the baseball broadcasts, Boh
pays the time costs of the wrestling
programs on each station.

downtown

Besides wrestling, Boh winter pro-
grams include a variety of sports, dra-
matic and news shows. This winter it
spon-ored a number of transcribed.
svndicated programs through January,
then switched to other programs. I’rin-
cipal wintertime air activity is in Bal-
timore and Washington.

I'rom 75 to 80% of Boh's million
dollar-plus budget goes into television
and radio. The rest of the money is
divided among point-of-sale. outdoor,
newspapers and other media.

Norman Almony says he doesn’t
know of any brewerv using tv and ra-
dio as much as Boh. “Of all the media
Boh has used, none has been more
outstanding than television,” he told
sroxsor. “If T had to sav what has
been wmore important to us than any-
thing else in our fairly explosive ex-
pansion of recent years, it would be
television, We're alwavs looking for
good tv availabilities. Wherever there’s
tv in our marketing area, we'll be on
it

“Television and radio have per-
mitted visualization and perzonal sell-
ing that no other medium has offered,”
according to Almony. “We bought tv
a few yvears ago at a time no one else

would. It's paid off from the start.”
* * *

WHY ARE RADIO RATES LOW?
(Continued from page 31)

as buyers of media, usually won’t ad-
mit that any space or lime is too cheap,
one of the radio-tv brass at another top
10 agency confided, “Don’t use my
name but I think radio has alwavs been
underpriced. They certainly did lo-e a
chance to raise rates right after the
war.”

Cost-per-1,000 comparisons among
media are legion. The BAB figures
used at the head of this article sum up
the inter-media picture as well as any.

The figures show that for 81 radio
will deliver 1,012 people, tv will de-
liver 391, magazines 337 and newspa-
pers 213. These figures were derived
from the CBS Radio sales promotion
film, I’s Time f[or Everybody. The
peoples-reached figure for CBS Radio
(1.207) was extended by BAB to cov-
er all four networks. Here are the
sources:

For radio: More than nine out of 10 of
every sponsored network show whose ratings
and estimated time and production costs
were listed by Nielsen in November and
December 1952. A 1951 ARB nationwide
study is the source for number of listeners
per home.

For tv: More than nine out of 10 of every
sponsored network show whose ratings and
estimated time and production costs were
listed by Nielsen for four weeks ending 13
December 1952. The December 1932 tv re-
port of ARB is the source for the number of
listeners per home.

For maga:zines: Cost is for the average,
full-page black-and-white ad in eight lead-
ing publications. Page costs are one-time
rate, January 1933. Circulation is ABC as
of 30 June 1952. Readers per copy from
*1949 VMagazine Audience Group Study.”
Percent ad noters from Starch, 1951 and
1952.

For newspapers: Cost is for average 500-
line ad in largest morning and evening news-
papers in 50 largest U.S. cities. Circulation
is ABC as of 30 September 1952. Readers
per copy estimated at 2.5. Percent of ad
noters from “Continuing Study of News-

paper Readership. Nos. 1-125." Space costs

are one-time flat line rate in effect January
1953.

It’s been pointed out that the radio
figures were compiled before the Niel-
sen multi-set sample was increased to
allow the radio medium advantage of
the larger number of personal sets in

LOUISE FLETCHER
SELLS THE

NEGRO

HOUSEWIFE
VIA

WSOK

NASHVILLE, TENN.




the home. Morcover the figurcs do not
include auto listening and. as one
broadcaster commented grimly, do not
take into account under-the-counter

deals.

Many broadcasters fecl strongly, by
the way, that deals are one of the most
potent factors in keeping rates down.
They regard them as an admission by
their own side that radio is not worth
what the card says it is. While they
may sympathizc with the station oper-
ator hungry for business, a goodly
number of broadcasters who practice
strict adherence to card rates will tell
you that more backbone, more promo-
tion, more imaginative selling and pro-
graming are what is often needed. Ratc
cutting, the broadcasters warn, is not
only dangerous to the station that prac-
tices it but also tends to affect the rate
structure of competitive stations.

While the large agencies contacted
by sronsor generally agree that ra-
dio’s cost-per-1,000 is lower than the
other three media mentioned above,
they tend to be wary of using broad
comparisons. Many prefer to measure
specific buys for specific advertisers.
Some feel that it is impossible to com-
pare media. Others feel that the cost
of reaching people is only one of the
many ways of comparing media—im-
pact isn’t taken into account, for exam-
ple. Other arguments against cost-per-
1,000 comparisons are (1) comparing
a program with a full-page magazine
ad or a 500-line newspaper ad is ar-
bitrary, and (2) there is no indication
that the number of people who hear a
program is the same as the number
who hear the commercial.

However, a research executive said:
“Of course, there are dangers in com-
paring apples and oranges. But if a
client wants some way of knowing how
much it cost him to reach prospects
through different media, we must an-
swer him the best way we can. The ar-
gument that cost-per-1,000 comparisons
don’t measure impact is no argument
at all. Such comparisons weren’t meant
to.”

In defense of the BAB figures given
above, it was held that they bend over
backward in comparing the impact of
a complete show with its sponsor iden-
tification and all its commercials as
against a black-and-white page and a
500-line newspaper ad (which is about
five columns times seven inches).

As for the argument that the pro-
gram audience is not the commercial
audience, radio refers such doubters to
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there’s a new look 1n :Uemphzs radio

to make listening better than ever

It’'s WMC’s new

half-wave radio tower
producing 65 % more efficiency

over the typical quarter-wave

antennas operated by other stations

in Memphis

CAPE GIRARDEAU @

KY.

e
MAYFIELD

¢ ® UNION CITY
@ CARUTHERSVILLE

° DYERSBURG

4 o PARIS
it ‘
54 % . TENN
('0. BLYTHEVILLE L4
=, ® e JACKSON
v BROWNSVILLE
WMC

MEMPHIS ® SAVANNAH

NEWPORT

~ ARK.

FORREST CITY

L4
CORINTH

LITTLE ROCK PY
e SENATOBIA ® NEW ALBANY

woss . MISS.

<
: . CLARKSDALE .
’ J
PINE BLUFF CLEVELAND ® GRENADA ,
e 5
® GREENWOOD s
® GREENVHLE N

FM day and night. Now 300,000 watts effective power, scrving
exclusively from Memphis over 70,000 FM sets in the Mid-
South area with clear, high fidelity reception.

r MEMPHIS
NBC — 5000 Watts — 790 K. C.

National representatives, The Branham Company
WMCF 260 KW Simultaneously Duplicating AM Schedule

WMCT  First TV Station In Memphls and the MId-South
Owned and Operated by The Commercial Appeal

The station that ‘“sets the standard” for
finer radio reception in the Mid-South
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LOWEST COST |~
MAJOR
STATION BUY
IN THE
DETROIT AREA

ADVERTISING THAT MOVES MORE
MERCHANDISE PER DOLLAR IN-
VESTED IS BOUND TO BE THE

ONE THAT GIVES YOU THE
MOST COVERAGE FOR THE
LEAST MONEY!

CKLW covers a
15,000,000 population
area in five

important states.

SOON!
CKLW-TV
Channel 9

Adam J. Young Jr., Inc.

National Representative
5

Guardian Building Detroit 26, Mich.

3
J. £. Campeavu, Pres. }l

Nielsen, which regularly mea-ured the
commercial audience to sponsored pro-
grams before 1950, (At present these
fizures are given on special request.)
A~ a matter of fact, one of the reasons
regzular measurement was abandoned
was that the program audience and
commercial audience ratings were so
similar. A study of the Nielen fizures
showed that the six-minute audience
and the commercial audience to a pro-
gram were virtually identical.

The broadcasters do not rest their
case on radio’s ability to reach people
cheaphy. What makes radio also stand
out. contend the broadcasters, is ra-
dio’s ability to reach people—period.
A lot of people. Nearlyv everybody.

Radio’s potential audience i« the ace
in the hole. the industry feel~. No other
medium offers the opportunity to blan-
ket every section of the country. every
part of everv income group. almost
everv spot where a person might he—
in the kitchen. in bed, in an auto. on
the beach, while working. while fishing,
while doing ahmost anyvthing. while do-
ing nothing.

The story that radio-is-everywhere
i< not exactly new. Radio saturation,
so far as homes are concerned. has
been pushing close 10 the 10077 ceil-
ing for some years now. Last vear's
figure was more than 9877, However,
the continuing heavy sale of radio sets

(more than 13 million were produced

last year) has been underscoring the
spread of new places to listen. These
new places are in the home outside the
living room and in autos.

The mounting number of extra sets
n the home has brought about an im-
portant change in the Nielsen radio
sample. Until last fall, Nielsen mea-
sured multi-set listening in 28.67% of
the NRI sample. This figure has been
raised to 43.7¢¢. It is based on the
large-scale Nielsen coverage study of
April 1952, and covers radios which
are listened to once a month or more.

Radio people are firmly convinced
that the Nielsen muli-home sample 1s
already  outdated.  Moreover. it is
pointed out that the cxtra-set trend is
even more prononnced in areas where
there ix tv—which had a lot to do with
spreading out radio listening in the
first place.

BAB fizures on extra sets in metro-
politan areas (which are usuallv v
areas. too) show that there are twice
as many multi-set homes as single-set
homes.  These fizures, gathered for
BADB by Pulse in 1933 also show that

SPONSOR
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(1) more than two-thirds of the radio
sets are outside the living room, (2)
more than half of the radio homes have
bedroom radios—up 12% from 1952,
(3) nearly half the radio homes have
kitchen radios—up 59 from 1952,
(4) during the average day over four-
fifths of the kitchen radio are in use
at one time or another and (5) during
the average day nearly three-quarters
of the bedroom radios are in use at
one tinte or another.

Listening outside the home is con-
sidered in sonie quarters just as inipor-
tant (if not more important) as extra-
set listening in the home.

While special studies by Pulse, Niel-
sen. ARB and others have taken some
of the guesswork out of the amount of
out-of-home listening, there is no regu-
lar measurement of such listening. This
nteans that radio cannot present any
specific cost-per-1,000 figures for its
programs which include such listening.
In an effort to do something about this
the networks are discussing with Niel-
sen the possibility of measuring auto
listening. which is the most important
part of non-home listening. The ques-
tion of the cost of such a service is
one of the most important matters un-
der discussion. (See story page 34.)

While the complete picture of radio
listening may never be measured there
is little doubt left that radio listening
today is far different than it was 10
vears ago. Radio’s joh. therefore, say
the broadcasters, is one of dramatizing
all the aspects and selling strength of
radio’s new look. With its confidence
returned and led by such groups as

ing (particularly in families with sev
eral receivers scattered around the
llousc¢) and don’t measure the tune-in
picture over a station’s entire coverage
area.

The proposed local Nielsen measure-
ments clude two techniques to cor-
rect this situation:

Techuique 1: To measure all of the
dialing done by a family. the Niclsen
“Audilog” diaries will be planted so
that they cover all of the basic radio-
tv receiver locations in a howme, in-
cluding extra-cet and out-of-home (au-
to) tuning. Thus Nielsen may measure
out-of-homne listening on a rezular basis
for the first time. (But this will be an
“optional.” extra-cost feature.)

In each major market, about 400
diarv homes will be established on an
area probability basis. This will mean.
roughly, that some 12,000 or more
diary homes will provide the basic local
research data in the U. S. In turn, these
data will be “qualitv controlled” by the
established Audimeter homes and by
the Recordimeter. The number of Au-
dimeters may be increased in some
areas and on the average 407 of data
used for local ratings will come from
Audimeters.

The new Recordimeter is a <mall
gadget whose George Orwell-type fune-
tion is to remind diary keepers every
half hour (by means of a flashing light
and, in radio installations, a buzzer as
well) that’s it’« time to make an entry
in the Audilog.

Also. the Recordinieter has a bnilt-
i clectric detective to check on the
general accuracy of the filled-in diaries

a special Veeder Counter. wlhich. like
a specdometer logging mileage. logs the
total amonnt of time the Recordimeter-
connected <et has been turned on. This
figure will be cross-checked agzainst the
total volume of listening/viewing as
shown in the diaryv. Diaries <iowing
serious deviation will be dropped.

The entire diary panel for an area
will not report all at Lach
diary-equipped home will record some
six weeks per vear. and never more
than one week in any month, thus ro-
tating the report within an area diary
sample.

once,

The cro=s-checks hetween the diaries
and Recordimeters, and between di-
aries and the Audimeter homes in an
area, \ielwen feels. will greatly im-
prove the accuracy of his forn of diary
rescarch.

WHY HORSE AROUND?

NO

BLIND SPOTS
ON WBNS!

Got a campaign needing
strategically selected spots?
WBNS is a solid choice. Covers
the rich Central Ohio market
area completely, blankets the dial
with more steady listeners

than any other station. Spots
reach a big audience which stays
tuned for the 20 top-rated
(Pulse) programs.

BAB and SRA radio is telling this

story with a new aggressiveness, * * *

NIELSEN RATING
(Continued from page 35)

conjunction with other Nielsen radio-
tv measurements like the national rat-
ing data and Nielsen Coverage Service.
However. stations will be asked to pay
part of the costs by subseribing to the
local Nielseu ratings, entitling them to
use the ratings in their selling. (Also
—as in NCS—there will be more ex-
tensive data provided in reports on
subscribing stations than there will be
on non-subscribers.)

»  How local Nielsen ratings will be
made: One of the pet gripes about lo-
cal ratings is that they seldom reflect

OHIO

accurately all of the listening or view-
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Technique 2: To insure that the lo-

| cal Nielsen ratings will be valid for a

large area, and not just for the central
metropolitan area, Nielsen plans to
plant the diaries in such a way that
they will cover virtually all of the tv
viewing done to stations telecasting
from the central city and most of the
radio listening done to the larger sta-
tions.

The sanple will include what Niel-
sen describes as a true probability sam-
ple of the areca. including metropolitan.
farm. telephone. non-telephone, and
multiple and single-set homes. This will
be in accordance with the findings of
Nielsen Coverage Service.

»  What admen will find in the local
\ielsen reports: Five basic types of in-
formation will be supplied to timebuy-
ers in each radio-tv report. (Subscrib-
ing stations will have all their data
shown: non-subscribers onlv the high-
lights).

Here iz what admen will find on a
typical page in the local Nielsen radio
or video reports:

“Homes-Using-Radio/Tv” ~ This is
actually  more commonly known as
“sets-in-use.”  The local reports will
cover each quarter hour ’'round the
clock, showing station call letters and
program name. For each 15-minute
period, data will include: (a) the num-
ber of homes tuned to all stations
which can be heard within the broad
ontlines of the whole Niclsen-measured
market area; (b) the number of homes
within the Nielsen area tuned to the
local market stations.

“Per-broadcast audience” — This is
the figure timebuvers will probably use
most often because it represents a “lo-
cal air rating” already projected au-
tomatically to a station’s coverage area.

{For a report on pitfalls in getting
a total audience figure without a local
rating of this tvpe, see “Needed: a way
to project ratings,” SPONSOR, 18 May
1953, page 37.)

In the local Nielsen reports, audience
will be expressed in terms of hundreds
of homes reached throughout “NRI-
NTl Area”—which is the coverage
area of most stations hroadcasting
from the central metropolitan point of
a major market.

For those timebuvers who need to
know how much audience a station col-
lects during a quarter-honr slot in the
metropolitan area onh., Nielsen pro-
vides an extra rescarch gimmick—a set
of Nielen<computed
“Metro Factors,™

called
To use them, yon

figures

multiply the total number of homes
reached by the correct “Morning,”
“Afternoon,” or “Evening” Metro Fac-
tor of a station. Result: Per-broadcast
audience in the metropolitan area only.
t The Metro Factors are listed for sub-
scribing stations only.)

In the radio reports, an additional
homnes-reached figzure is shown—that
of “Total.” This repre-ents the num-
ber of homes anywhere that are
reached by a single show on a single
station. Purpose: to show the true
picture of “powerhouse,” other stations
which often reach out well beyond the
10,000 square miles of the average
NRI-NTI market area, garnering audi-
ence in nearby states.

Thus. timebuyers will be able to see
a station’s per-show audience for every
quarter hour on three levels: (a) met-
ropolitan, (b) the NRI-XTI Area and
(¢) anywhere the station reaches.

As mentioned above, these figures
are in terms of “homes.” To get the
usual “rating” percentages, the per-
broadcast audience is divided by the
total number of radio or tv homes in
the area, either NRI-NTI or metropoli-
tan.

“Four-week cumulative” audience—
In the local NRI-NTI reports, the num-
ber of homes in the Nielsen area who
have seen or heard a show at least once
in four weeks is shown. (For radio, a
figure is also given for a “total.”” which
is the number of homes inside and out-
side the Nielsen area who have caught
the zhow in four weeks.) Additionally,
a figure is shown for “times heard” or
“seen ” which is the average number
of times the show was dialed by the
average household in four weeks.

“Such data.” said a Nielsen execu-
tive, “is extremely valuable to a time-
buyer who is looking for a local show
with a high ‘lovalty factor.’ In other
words, if the number of ‘times heard’
1s hizh, the show has a loval audience.”

“Share”—Again, this is a familiar
figure. The new Nielsen reports will
show the *“share™ (i.e.. percentagze) of
“Homes-using-radio/tv™" in the Nielsen
area that are tuned to a particular pro-
gram in a particular 15-minute tine
segment. 1t answers the timebuyer’s
question. “What percentage of the
homes that actually have their <ets
turned on are tuned to this show on
this station?”

Audience composition—For adver-
tisers who wish to pinpoint exactly
their audience in spot radio and tv,
this hax long been a useful research

SPONSOR




nugget. At the moment, ARB, Hooper
(for tv only), Pulse, Trendex and Vid-
eodex supply these data for local
shows.

The planned Nielsen reports will
show the percentages of men, women
and children (8-18 years) in the au-
dience of a particular quarter-hour
time slot. Additionally, the Nielsen
reports will give a figure on “listeners
(or viewers) per home.” This repre-
sents “the average number of persons
over seven years of age per home
reached tuning in six minutes or nore
during each quarter hour,” according

to Nielsen. * kK

MR. SPONSOR ASKS
(Continued from page 73)

But now, through his exposure to the
public as Mr. Peepers, Wally Cox ranks
as a well-known star.

Without the gift of clairvoyance the
sponsor first investing in such a pro-
gram should seek some insurance other
than the hope of making a star. The
vehicle should promise the listener en-
tertainment values sufficient to warrant
the time he spends at his television or
radio set. The selection of the time
period that promises the maximum
number of sets in use is a must con-
sideration. The competition to be
challenged will have a bearing on the
type of vehicle selected, but also re-
quires an evaluation of the division of
available audience which might be ex-
pected. From such an operation may
come a star, but, if not, it should re-
turn an audience sufficient to make the
expenditure profitable to the sponsor.

The January 11 issue of SPONSOR
lists 14 panel shows, the average cost
of which is approximately $8,500. The
same issue of SPONSOR tells us that
Toast of the Town costs $30,000; Col-
gate Comedy Hour, $70,000; Philco
Plavhouse, $32,000; Letter to Loretta.
$30,000—to mention only a few utiliz-
ing well-known stars.

It would seem reasonable for the
sponsor paying $30.000 to expect to
have twice the audience of the sponsor
paying half that amount for his pro-
gram. This is not necessarily the case.
Compare Letter to Loretta, quoted at
a cost of $30,000, with a rating of 24.6,
as against a show without any names

costing $9,000 and getting ratings of |

12.0 to 15.0.
It’s true that the highest-rated pro-

grams for the most part use well-known |
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"Or is this one

a little TOO big?”

You can cook up a mighty big radio splusge in Kentucky —

with one medium-sized “‘stove’”:

The Louisville Trading Area alone accounss for 55.3% of Kentucky’s
total retail sales! 5000-watt WAVE covers this compact market
thoroughly — delivers it plus a big quarter-billion-dollar slice
of Southern Indiana, at amazingly low cost, and without

waste circulation!

Enough said. Let NBC Spot Sales fill in the details.

woowars WAVE

NBC AFFILIATE e LOUISVILLE

NBC Spot Sales, Exclusive National Representatites
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One radio station

covers 40% of
Canada’s retail
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| TORONTO |
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Conodo’s No. 1 market.
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Unlted States: Adam J. Young Jr., Incorporated

| Canada: All-Canada Radio Facilities, Limited §

KWJ)

Chief of N. W. Independents
Help um Scalp Competitors!

You make friend with this
mighty warrior and before many
moon you much richer paleface.
Chief KW]] help you capture
Oregon country, plenty big hunt-
ing ground. Send smoke signal
now—and chief tell you secrets
of him powerful
strength.

National
Representative
BURN-SMITH CO., INC. ™
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stars, but the budget required to pro-
dnce sucl shows is con~iderably higher
Therefore. it scems logical for an ad-
vertiser to invest in a vehicle and time
period with proniisc,

Through the means of alternate-week
sponsorships and the <liaving of “big”

programs. the sponsor witl the <maller
budget lias an opportunity to he associ-
ated witlh name stars. In this case the
audience i< usually larger. but because
of the reduced number of commercial
minutes it's a question of spreading the
budget thinner. Such a sponsor might
reach a greater number of people. but
not with the same impact he would
reach fewer people with if he spou-
~ored his own program each week with-
out the Lenefit of a star.

There ave values to a product heing
associated with a «tay that can make
the 2reater expenditure more economi-
cal. or the purchase of a larger audi-
ence with less mmpact advisable. As.
stnining ecompeting products are well
established  with prestige shows. the
new spounsor should consider what a
known star can do for his product. A
star who is held in esteem by the pub-
lic can bring prestige to the sponsoring
product. The advertiser will reach
more people more quickly. It is many
times a fast road to more sales.

This association with a well-known
star can be a valuable tool in merchan-
dising and publicity. The added at
traction of a picture of Sid Caesar and
Imogene Coca, for example, in a gro-
cery store. i« more important than a
banner on a window saving that such
and such a program is¢ sponsored by
a product sold within.

Well-known stars can stimulate deal-
ers. jobbers and the sponsor’s own
cales organization. Salesmen. like all
of us. enjov being associated with suc-
cess. The buying public accepts well-
Kknown stars as persons in that cate-
gory. Hs a tool placed in the hands of
a <ales organization that can increase
distribution and build <ales.

H is assumed that “to sell effectively
i these media™ means utilization of
well-known stars to deliver the com.
mercial. Let’s have the star personally
associate himself with the product. but
fet the “nuts and holt<" of the sales
message rest in the hands of an experi-
enced sales person. This <hould be
particularly true when the star is car-
rving the load of entertainment. It'«
in e to make all people believe
th wellhnown star is ar expert on
the product of anv advertiser who

might be picking up the check for his
show.

Very successful is a straight testi-
monial commercial where the star’s in-
terest in the product results from his
or her own experience in using the
product. In this instance there should
be a compatible relationship hetween
the star and the product. A ridiculous
but vivid example might he to picture
Tallulah Bankhead personally advocat-
ing the use of a soap powder for wash-
ing heavy-duty work clothes,

Yes, the well-known star in the cor-
rect vehicle will deliver larger audi-
ences more rapidly. At the same time.
the popularity of the <lar can wane
equally fast. It isn’t always possible
for the sponsor to “get out from un-
der” before some budget suffering is
endured.

A large audience is the ultimate de-
sire of every sponsor, but not at any
price.

JACK Siapsox
lice President Radio & Television
Foote, Cone & Belding, Chicago

ROUND-UP

(Continued from page 57)
mgr., and other WPTZ staffers. High-

lights included a special color trans-
mission.
In Boston the Free & Peters contin-

gent heard William Swartley, WBZ-TV
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] Reasons Why

The foremost national and local ad-

vertisers use WEVD vyear
year to reach the vast

Jewish Market
of Metropolitan New York

l. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WHO'S WHO ON WEVD"
HENRY GREENFIELD

WEVD 117-119 West 46th St
New York 19
Masoaglng Director
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manager, and C. Herbert Masse, sales
mgr., discuss the station operation.
Assisting were W. H. Hauser, assistant
mgr. and chief engineer: W. Gordon
Swan. prog. mgr.; Richard Farnharm,
promotion mgr., and Robert Duflield.
filmr and traffic mgr.

The Free & Peters group included
H. Preston Peters, pres.: Lloyd Grif-
fin, v.p. and dir. of tv: William Bryan,
v.p., Detroit; J. Webster Goodhue, con-
troller; Jack Brooke.
mgr. for tv: George Stanton. Midwest

Eastern sales
sales mgr., and Lorin Myers. prom.
mgr.

Also, tv aecount execs Robert Bailey,
Robert McNamara, Elliott Reed, Ar-
thur Muth and Otis Williams. N. Y.,
and Joseph Fisher, William Tynan and
Sam Eadie. Chicago. Other F&P ac-
count execs attending were Lon King,
Detroit; Dean Milburn. Fort Worth:
William Stubbs, Atlanta: John Serrao.
Hollywood, and Richard Rothlin, San
Francisco.

Representing Westinghouse Radio
Stations at the two-city meeting were
Chris Witting, pres.; Joseph Baudino,
exec. v. p. and gen. mgr.: Eldon Camp-

Room 280
Insurance Building

JOHN BLAIR & €O., Representatives
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bell, gen. sales mgr.; George Tons,
Midwest sales ingr.; David Partridge,
adv. & sales promn. mgr., and Jack
Haradesty, Eastern sales mgr. * * %

Briefly . . .

The American Research Bureau will
expand its tv audience measurement
service to 00 iIndividual markets ac-
cording to James W. Seciler. director
of ARB. e said all city coverage
studies use lhe same format so com-
parative data are made available among
all 60 markets. e noted that the twice-
monthly ARB Tv-National report also
can be used on a comparative basis
with individual city surveys. Informa-
tion includes ratings. viewer specifica-
tions by men. women and children,
viewers-per-set, total sets-in-use per
quarter hour and cumulative ralings
on multi-weekly daytime cshows. Some
markets also report total number of
individual viewers,

* * *

KFRO, Longview. Tex.. is now plac-
ing heavy emphasis on personality
shows, according to James R. Curtis,
president. Among those featured on
daily KFRO programs are “Uncle
John” Allen, former professional singer
and musician, who conducts a break-
fast program; Jim Elamon, sports di-
rector and chief announcer who has
covered football games for network
broadcasts; Jack Wandell, station news
editor, who is a former AP, UP and
INS reporter, and Sammy Lillibridge.
well-known folk and country disk
jockey, who conducts KFRO's Hillbilly

Jamboree.

In a booklet recently mailed to its
members BAB reports credit jewelers
spend an average of 7.09% of net
sales on advertising—a higher percent-
age than any classification of retail
business. Other businesses which allo-
cate more than 37 of total net sales
for advertising include fur shops.
furniture stores. nurseries, music stores
and cash jewelers. Companies devot-
ing the smallest percentage of their
sales to advertising include farm sup-
ply companies, packaged liquor. ser-
vice stations. monument dealers and
insurance companies. The approximate
ad expenditures of the average retailers
in 53 different lines are listed in the
booklet. * k&
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California Valleys are

RICH!

Save 20%.
areas in one low cost package

KSJO san sose
KBOX wmodesto
KGST Fresno
KHUB Watsonville
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RAMBEAU

New York ¢ *Chicago San Francisco
Los Angeles * Minneapolis

KEY LINE
Radio Group
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for complete information
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‘ Another Reason Why
Morning Radio PAYS OFF

“This is the
Deacon Speakin

19

By a1l odds 1he top farm-program per-
- sonality in Central New York, Bob
‘ Doubleday. 1he RFD Dcacon. mixes
wisdom and wit to hold 1the enthusiasm
of his huge farm audience. City slickers
listen, 100. Parucipating, Monday
through Sarurday,

5t07 a.m.
Headley-Reed, National Representative

VACUSF

570 KC
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Louis . Weyand, executive vice president of
the Vlinnesota Mining & Manufacturing Co., re-
ceatlhy announced that 3M will sponsor part of
Arthur Godfrey Time starting 22 February. The
company bought the 10:00-10:15 a.m. Monday
and Wednesday segment of the program which is
simulcast over 43 CBS TV stations and 202 CBS
Radio outlets. The firm also bought radio par-
ticipations in the 10:00-10:15 a.m. alternate Friday
segment which is not stimulcast. Weyand said price
ef the one-year contract was nearly £2 million.

JAMES M. CECIL

President

Cecil & Presbrey, Inc.

LIKE MOST
“Mewsworthy’
ADVERTISING
EXECUTIVES
MR. CECIL'S

LATEST

BUSINESS
PORTRAIT
IS BY...

Edgar G. (Ted) Sisson, formerly associate
director, was named director of the NBC Film
Pivision late last month. Sisson’s administrative
respensibilities in his new post include the sale

of nearly a score of syndicated film series, adier-
tising and sales promotion, l:inescope operations and
the NBC filin library. lle reports to Carl Stanton,
NBC v.p. in charge of the film dirision. Stanton
replaced Robert Sarnoff as head of the division.
Before joining NBC. Sissen was director of
programing for N. . Ayer & Son, Inc.

Klans Landsberq. vice president and general
manager of KTLA, Los Angeles tr station owned
by Paramount Television Productions, recently
inounced Paramount has bought the 10-acre W arner
Bros. studio property on Sunset Blrd. He said
structural changes 1will be made “to give KTLA
the most modern facilities for programing in black
and white and eolor.” In addition to originating
ATLA programs, the lot will be used in making
ilms for svndication by Vitapix Corp. Purchase
[rice was reported to exceed £850.000.

foln Coryj. Chicago rice president of Free &
Peters, was elected president of the Broadcast
Fxecutives Chub of Chicago last wmonth, The new
vreanization succeeds the Chicago Radio Management
Club. “The Broadrast Executives Club,” said Cory,
“ts dedicated to quality of standards and
purposes as an industry organization. and will
encompass all broadrast media in meeting these
ohjectives.” First vice president of the club is
Art tHare, WENR general manager. Gale Blocki of
BAB was elected second rice president.

Jean Racbarn

Photographers to the Business Executive
5§65 Fifth Avenue, New York 17- PL 3-1832
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Now Hacket & Mairs »

turned ont living room ('h:nr‘s.
«“RBest for comfort and case.

And thewr ageney man
had a radio plan

That jusl couldm’t
help but please:

“By using KOWH you know,

we’ll end up in the dough,

That they’ll sell, I’ve nairy a doubt
with that Hooper of theirs,

Only Omaha chairs near
the radio sets are worn out.”

AVERAGE

HOOPER

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

e Largest total audience of any
Omaha station, 8 A.M. to 6
P.M. Monday thru Saturday!
(Hooper, December, 1951,
thru December, 1953.)

e Largest share of audience, of
any independent station in

America! (Dec., 1953.) !
O M A H A

a’s Most Listened-to inuependent Statior

= — - e e

General Manager, Todd Storz; Repre_lenfed Nﬂ?ﬂmclly By The BOLLING CO. -

|



Let's sell optimism

I. C. Sowell. alert general manager
of WLAC, Nazhville. recently went a
letter to Hal Fellows. president of the
NARTB. with copies to Kevin Sweeney.
president of the BAB. and to sroxson.

lle urged that radio and tv stations
tahe the lead. through their industn
as~ociations, in selling optimi=m about
the nation’s economic future.

This is a job that hundred~ of sta-
tions. many of them under the leader-
ship of F. C. (then president of the
Tennes-ee  Association of Broadeast-
ers). performed some six yvears ago
when pessimism wa< rampant. The
TADB. other state associations and nu-
merous~ individual station~ picked up
the “Let’s Sell Optimi~m™ theme sug-
ge~ted by spoxsor and proved radio’s
ability to =ell a positive idea.

The BAB already has responded to
Sowell’s letter with  this  statement:
“Your "Nell Optimism’ idea ix an im-
portant one. We will urge it on our
station membership becanse it is im-
portant that stations work for and not
acainst the creation of a climate of
ju-tified optimism. . . .7

» * »
One-bill system for spot

Spot radio and television have long
been acknowledged as< the most flexi-
ble among national advertising media.
Spot gets there fast. And von can

They came up smiling
We can't help but admire such hard-
jes as 0. L. (Ted) Tavlor. owner of
KRGV-TV. Weslaca. Tex.. and his gen-
eral mapager. Barney Ogle.
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A la_u.s:

chauge the emphasis with the market.
But the spot medinum requires detail
work in buving and added detail work
when it comes to paying the hilk

\n ageney with heavy spot radio-tv
billings will have rooms full of clerks
who check. then pay spot bills. This
sivstein s costhy t1y in terms of cleri-
cal womanhours and (2) in terms of
the time and sweat of executives need-
ed to direct the clerical armies,

Now a proposal has Dbeen made
which would help to reduce the ¢ost
and ifliculty of paving spot bills. Reg
Rollinron of the Station Representa-
tives \ssociation has suggested that a
“clearing house™ be set up to eliminate
~cparate billing by each station used by
an agency in a campaign. Fhe clearing
house would send the agency one bilk:
the ageney would send back one check.
It would be the function of the clear-
ing house, using up-to-date machine
methods. to <end checks to individual
~tations.

Thi~ ts an idea which would benefit
the industry and agencies if practical
operating procedures could he worked
out at low cost. But there’s danger
that the idea will be passed over or
put on the shelf for study at some fu-
ture unspecified date. No matter how
busy evervone is with dav-to-day ac-
tivities. the idea deserves immediate
attention,

If nothing else, thorough study of
the problem by an industryv-ageney
committee might lead to ~implification
and standardization of station bills.
The diversity of forms used by sta-
tion~ has< long been a headache in
ageucies.

Veterans of the business who have
grown jaundiced with memory of how
slowlv most industry problem commit-
tees function can take comfort from
one a~pect of the =pot bills question:
It isn’t controversial  Few «tations.
reps or agencies would be inclined to
feel a single bill system could damage
them in anv way. By contrast the old
BMEB discussions and recent studies

On Wednesday morning. 27 Janu-
ary. their almost-crected 791-foot tower
snapped a guy-wire and the 835.000
antenna dropped 060 feet. burving it-
~elf 25 feet in the ground.

of ratings methods were dogged by
the knowledge that someone could be
hurt by the committee decision. 1 a
practical method can he found for a
single-hill syvstem. advertisers. agencies.
stations and reps will gain.

o L 4 *

Blab-Otf

Blah-Off i~ a simple device “that lets
vou fhck off annoving tv sound from
amvwhere in the room.”

Recenth one of our worthy contems
poraries in the general advertising field
saw fit to accept a Blab-Off ad. It cre-
ated quite a bit of comment and com-
mendation—especialh among the print-
ed media reader-.

What created the stir was not only
the anti-commereial emphasis by Blab-
Off. but the interesting fact that on
nearby pages tv stations whose mes-
sages Blab-Off wa< out to eliminate
were adverti~ing their wares,

We don’t exactly know whether one
ad canceled out another. But this we
know: Blah-Off doesn’t belong on the
ad pages of an advertising publication
interested in television.

* * &

The Nashville situation

The big city papers all noted. recent-
Iy, the unique action of the Nashville
newspaper monopoly in withdrawing
its tv and radio programing listings.

Henceforth. was the edict. all listings
must be in the form of paid space by
the tv and radio stations.

Undoubtedly the Nashville Banner
and the Nashville T'ennessean. operat-
ing under a joint advertising agree.
ment were goaded into the action by
the advent of WLAC-TV and WSINX-TV
into the market. joining pioneer out:
let WSM-TV.

It's reminiscent of the earlier days
of radio. when newspapers took simi-
lar action in droves. But one by one
the editorial listings came back.

The Nashville blackout wont last.
eithei. The readers won't ~tand for it,

By mid-afternoon they had two pho-
to contests going. One offered $100 for
the best still photos of the accident: the
other 8100 for the hest amateur movies.

That's enterprise—with a smile!
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Bea Johnson

; ACCOMPLISHED
MIRACLES®

to win

. A
McCall Golden Mike Award! ==

Bea Johnson, Women’s Director, KMBC-KFRM
and KMBC-: TV, “accomplished miracles” to win
the 1953 McCall Magazine Golden Mike Award
for service to her community. Bea's campaign
in the interest of home and traffic safety has
brought another great honor to the Heart of
America and to Arthur B. Church’s radio and
television operation. Thanks to McCall’s and
congratulations to Bea Johnson!

The awards committee, in making the Golden
Mike citation for Bea’s outstanding crusade,
aptly put into quotes, “accomplished miracles,”
which is the very essence of the outstanding
performance that has kept KMBC the top sta-
tion in the Kansas City primary trade area for

SME

almost 33 years. The same performance has put
KFRM in its enviable position and now is
rapidly elevating KMBC:TV to the top spot.

The McCall Golden Mike Award is probably the
greatest recognition a woman in broadcasting
can achieve. Midland Broadcasting Company is
mighty proud of Bea Johnson, and proud to add
this honor to a host of others—all concrete
evidence of the ability of KMBC-KFRM and
KMBC-TV literally to “accomplish miracles” in
the public interest and for its advertisers.

Write, wire or phone KMBC-KFRM or
KMBC: TV, Kansas City (or your nearest Free
& Peters colonel) if your heart is set on selling
the whole Heart of America.

BASIC AFFILIATE CBS TELEVISION NETWORK . SHARING TIME WITH WHB-TV
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