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L Radio’s rarin’ in Baltimore!
.. and the BIG BARGAIN buy is still WW/-1-T-H

143,000 radio sets sold last year; only 48,000 TV sets!
W-I-T-H’s audience is bigger now than ever! And the rates are just the same.

Last year more than 143,000 radio sets were added in the Baltimore area.
Now—more than ever—you get a lot for a little from W-I-T-H.

Baltimore is a tight, compact market. W-I-T-H covers all you need with top Nielson—
at rates that make it possible to get the frequency of impact that produces sales.

h Get your Forjoe man to give you the whole story about W-I-T-H
|| and the Baltimore market.

M BALTIMORE

W TOM TINSLEY, PRESIDENT o REPRESENTED BY FORJOE & COMPANY



AMERICAN
CHICLE CO.

DOES A
COMPLETE

wmMmBG
wcoD
WTVR

SO DO HAVENS AND Inc. STATIONS

MARTIN,

The processing and pulverizing and cooting ore just

three of the many exocting steps in the monufocture

of Chiclets ond Clorets, two of the top products of

the Americon Chicle Campony. Constant research, master
technicions, ond o continuous desire for top quolity

odd up to o complete job well done.

The Hovens ond Mortin, Inc., Stotions complete

job through quolity entertoinment, imaginative pragrom-
ing and unexcelled public service hove mode them the
“First Stations ot Yirginia’’. Alreody o fomily insti-
tution in the living room, WTVR, WMBG and WCOD are

P — more ond more eoch day becoming the ‘must-buy’’

TKR—

ICHMONAP;ZF L

on any odvertisers’ medio list.

l

WMBG ~» WCOD ~ WTV!

FIRST STATIONS OF VIRGINIA

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Maximum power-— Pioneer NBC outlets for Virginia's first market.
100,000 watts at Maximum Height— WTVR represented nationally by Blair TV, Inc.
1049 fect WMBG represented nationally by The Bolling Co.

[




Bulova franchises
$5 million plum

Benrus sticking
with spot

Ratings while
you wait

Net tv sponsors

for $100

Film damage
adds costs

"“Lady’’ tops
competition

With over $5 millions in billings, most of it in prime spot tv time,
Bulova is choicest plum agencies have competed for in long time.
Agency which gets Bulova's long-established tv franchises gains
status with stations in clearing time for other clients. Probability
is, however, that account will go to agency already heavy in spot
billings. Bulova wants agency with plenty of time buying experience

and top reputation for air copy. Terry Clyne, v.p. and account

executive for Bulova at Biow, will head up account wherever it goes.
—SR—
Biow had to move fast to replace Bulova account with Benrus. Benrus
account executive and senior v.p. at Cecil & Presbrey, Jack D.
Tarcher, had been talking to another agency when phone call came from
Milton Biow. Tarcher, who has had Benrus account for over 20 vyears
and merged his old agency with C&P two years ago, told SPONSOR:
"Benrus will continue the formula of heavy radio-tv spot usage." Of
estimated $2 million Benrus billings, 95% is spot tv and radio.
Other accounts Tarcher brought into C&P may follow him to Biow, making
total business replaced about $4 millions.
~SR~
Sponsors will sit and watch tv ratings come in while show is on air,
if Pulse's DAX system goes into operation. DAX uses telephone wires
to bring ratings data from meters in sets to Pulse headgquarters
simultaneous with broadcast. It's another example of "methodolgy
diversification” in ratings field, with Nielsen having previously
turned to diary for his local ratings and Hooper too now using diary.
Pulse would start DAX in New York with 400-home sample, expand on
market-by-market basis. First demonstration scheduled last Friday.

—SR—
Show with with most sponsors will be Electric Light program, 23 Octo-
ber on all 4 tv nets (via N. W. Ayer). Half of approximate million
dollars for time and talent is coming from 40 manufacturers, with
contributions ranging upward from $100. Other sponsors are utilities.
—SR-
Big cost factor in tv today is damage to film. One tv commercial
shipper reports 15% of prints come back too badly damaged to be used
again.

—SR—

Second NBC TV spectacular, "Lady in the Dark," topped competition in
New York and Chicago Hooperatings. For 9-10:30 in New York "Lady"
scored 30 against 19, 15 and 8 for 3 CBS. TV half-hour shows on in
same period ("Two for the Money," "My Favorite Husband," "That's My
Boy"). In Chicago "Lady" was less effective, averaging 24 against
23, 17 and 14 for respective half hours opposite on CBS TV. Septem-
ber 1953 ratings for "Show of Shows"” on NBC TV in same time slot were
higher than "Lady," 36 in New York, 27 in Chicago.

SPONSOR, Volume S, No. 20. 1 October 1954. Published biweekly by SPONSOR Publi~ations, Ine. Esxecutive. Editorial, Advertising, Circulation Ofves A
York 17. Printed at 3110 Elm Ave., Baltimore, Md. $S a year in U.8. $9 elsewhere. Entered as second class matter 29 Jan. 1949 at Baltir ofh der
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Politz confirms
radio dispersion

Blair offers

43 radio rating

Syndicated films

net planned

Lewyt expands

use of spot

Multiple tv

homes coming

Politz count of radio and tv sets for all 4 radio nets and BAB is firsJ
broadcasting industry study to get full Advertising Research Founda- I
tion validation. Study puts number of major post-war radio-tv trends
into more definitive terms than previously possible. It found there
were more radios in automobiles as of May 1954 than in living rooms:
that while 17 of 20 tv sets are in living room only 5 of 20 radio
sets are in living room. Total of 45,020,000 homes or 94.7% of U. S.
have 100,920,000 radio sets in working order; 26,180,000 of these
sets are in autos. Total of 27,600,000 homes have 28,450,000 tv
sets; that's 58.1% of U. S.

—SR—
New John Blair & Co. sales plan gives client opportunity to buy all
45 Blair radio stations in one package with one bill. Client gets
ease of buying which characterizes network radio with flexibility
attributes of spot. It's second major instance (Quality Radio Group
was first) of stations banding together to sell spot radio in con-
venient buy. Blair plan seeks to translate mass audience of radio
into tangible terms by promising client equivalent of 43 rating. New
plan is called National Saturation Group, offers 24 announcements
weekly on 45 stations covering population of 75 million.

—SR—
National Film Network of tv stations may be in existence by first of
year. It would offer advertisers established syndicated film shows
with guarantees of Class A time and no preemptions. Network founders
are Julian Kaufman and Gil Lee, manager and sales chief respectively
of XETV, Tijuana-San Diego. 1Initial meeting of interested stations
will be held in Los Angeles about end of October. Outlets invited
(126) include indies and stations without either CBS or NBC affilia-
tion. Network hopes to attract sponsors by offering coverage at much
lower cost than wired network through discounts, lower station rates.

—SR—
Lewyt Corp. is launching its biggest radio-tv campaign to date,
starting 10 October. In 3 months 95,000 announcements are planned, '
half through parent company expenditure, half through co-op with
dealers. Air is 20-25% of budget. Agency: Hicks & Greist.

—SR—
Admen surveying tv's future foresee growth of multiple set tv homes
with coming of color tv. Reasoning is that color buyers won't thros
away black-and-white sets. 01d b&w set will end up outside living
room. Latest prediction of color set growth by RCA President Frank
Folsom is 10 million sets by 1959.

New national spot radio and tv business

SPONSOR

Drackett Co. Cinci
Drackett Co, Cinci
Lewyt Corp. Brooklyn
Lewyt Corp. Brooklyn

C. F. Mueller Co,
Je:sey City

Nationa! Carbon Co,
MY

Yardicy Men's Prods
Co, NY

PRODUCT

bnano. Windex
Drano, Windex

New Lewyt vacuum
cleancr

New Lewyt vacuom
cleaner

Macaroni, spaghetti,
c£g noodlcs

Ever-ready batterics

Men's toilctries

AGENCY

STATIONS-MARKET

CAMPAIGN, stort, du raﬁorn

YGR, NY
YGR, NY

Hicks & Greist, NY
Hicks & Greist. NY

Scheideler, Beck &
Werrer, NY

WwWm. Esty, NY

N W. Ayer. NY

65-70 radio mkts thru country
65-70 tv markets thru country
75 radio mkts thru country
50-60 tv mkts thru country

22 major cities

80 major tv mkts thru country

5) radio mkts thru country

Radio: 2 dayti min partic a wk; 6 Oct
9 wks
Tv: 2 dayti min parfic 2 wk: 6 Oct; 39

wks

Radio: 43.000 min dayt anncts® 10 Octl.
13 wks

Tv: 50.0C0 stn brks. 20- €0-sec anncts:
10 O:zt: 13 wks

Ridio: 3-5 ti a wk. 5, 10, 15-min
noewscasts: mid-Sep to md-Ozt; 52
wks

Tv: 29-sec Class A anncts. 27 Sep: &
wKs

Ridio: 8-10 min anncts carly-morn @&
wk: 8§ Nov: 7-8 wks

SPONSOR



each year in

. . . that 1is if all these paper dollars were laid
end to end. This is one way of saying that 2%
billion dollars is a tremendous amount of
money. In vast, rich Channel 8-Land, 2%

CHANNEL 8-LAND

York Harrisburg Reading
Hanover Lebanon Carlisle

Gettysburg Westminster Martinsburg

Chambersburg Hagerstown Pottsville

Frederick Sunbury Lewisburg

Waynesboro Lewistown Shamokin

Hazleton Lock Haven Bloomsburg
Representatives :

MEEKER TV, INC.  newvon

i4~ OCTOBER 1954

reach the 2%; billion dollars spent

Channel 8-Land . ..

billion dollars is spent each year in retail sales;
effective buying income is 414 billion dollars.
Use this super-powered station to get your
share of this rich profit potential.

WGAL-TV

DuMont

LANCASTER, PA.

316,000 watts

SUPER-POWER
STEINMAN STATION

Clair McCollough, Pres.

Los Angeles Chicago San Francisco



advertisers use

ARTICLES

Firve big needs in spot radio
What kind of basic information do advertisers and agencies need on spot radio?

Why is much of this data not available today? In five separate reports SPON-
SOR discusses some big gaps in spot radio knowledge, other spot radio needs

Haxwell House mixes networl ty, blitz spot drives

Maxwell House, coffee industry giant, backs up its strong network television
effort with short-term spot drives in strateqic markets

Will-it=sell: new test for commercials

Does your commercial motivate the audience to want to buy your product?
That's what new Schwerin test of commercials is seeking to determine

Sweet-0Orr’s tug of war goes on the dir
Men's work clothes manufacturer is adapting its tug-o'-war trademark for the
air with vivid descriptive commercials set at fairground

SPONSOR visits 5 U.S. agencies: 111
In last of three articles SPONSOR takes closeup look at radio-tv operations at
Gardner Advertising, St. Louis and Campbell-Ewald, Detroit

Tv Dictionary/Handbool: for Sponsors: Part V

Is your television knowledge too specialized? Reading SPONSOR's dictionary,
handbook will help you fill in the gaps

VYencork radio show costs
Here is over-all look at network radio 1954 with complete chart of show costs
and sponsors. Article analyzes trends, gives highlights of season

Pinpointing the audience: MBS study shows how
New MBS study shows activities of every member of the family from 6:00 a.m.
to 11:00 p.m. lt's based on sample of 7,000 households

How to mwateh shows with audieaces

Ohio University study comes up with easy-to-read table which matches audi-
ence show preferences with audience characteristics

Network television »s. magazines
How Product X tested one network television show against one double-spread
in "Life.”" Unique point-by-point study of test, with findings

34

338

14

42

44

18 Oct.

1% Oct. J

Yolume 8 Numbe }¢
4 October 1954

DEPARTMENTS

TIMEBUYERS AT WORK

49TH & MADISON

AGENCY AD LIBS

NEW AND RENEW

MR. SPONSOR, Dominick O’'Conr
P.S.

SPONSOR BACKSTAGE

NEW TV STATIONS

TOP 20 TV FILM. SHOWS

TV RESULTS

SPONSOR ASKS

ROUND-UP

AGENCY PROFILE, Nan Marguoe
RADIO COMPARAGRAPH
NEWSMAKERS

SPONSOR SPEAKS 1

Editor and President: Notmah R. &
Secretary-Treasurer: Elaine Couper
Vice President-Genl. Manager: Be«
Editorial Director: Mues Dav'd

Senior Editors: Charles Sinclair, Af=s ‘&
Department Editor: Lila Lederman
Assistant Editors: Evelyn Konrad, J 8
Merks, Keith Trantow

Contributing Editors: Bob Foremas
Editorial Assistant: Karolyn Richmen
Art Director: Donald H. Duffy
Photographer: Lester Cole

Vice Pres.-Advg. Director: RabertP, ¥
Advertising Department: Edwn D,
(Western Manager), Homer Gii&Ess
west Manager), Arnold Alpert il v

ager), John A, Kovchok [Prod™é=
ager), Kath een Murphy, S*ewart Feir

Circulation Department: Eve ,n SiefS

scrip* on Manager) Em y C u
[Ty | A

Readers' Service: Augusta B. Sreatrs
Bookkeeper: Eva M. Sarford

Il Iy by SPONSOR PUBLICATIC
combined with TV. Executive Editorial, € .
sing € 49th ~t  (49th & B8
N N Y phone MU% ar Hg®
Ch 161 E. Grand Ave PhEe s
7.-9362. Dallas Ofice- 2706 Carlisie SL A
doiph 381, Los Angcies Ovy  Smnse! PN
¢ Hollyword 4-30x9, Print'ng Olce e

Ave.. Baltimore 11, Md. Subscriptions

§» a and foreign $9. Segle €8
’rinted U S A Address |:| c{;;'rr.y;...s &
E. 49/h St.. New York 17 N Y MbPm 3
54 SPONSOR  PUBLICATIONS &



IN'T USE KTHS ir vou SELL A
474 /E’ mﬁl oL

(Little Rock ONLY, for instance)

STy IF you want to reach movie stars only — or even if you want
to reach regular people within the city limits of Little Roclk only
— don’t use KTHS!

KTHS is 50,000 Watts — CBS — broadcasts from the Capital
of the State — in the center of Arkansas.

(1%

o Conmar S S, B

K A NS A S

@ UTTLE ROCK

Ly

oinos

With all that, KTHS would automatically get an important
audience throughout almost all of Arkansas, whether or not

.7 %, Y 1 we were very good showmen. Actually, with the most costly,

i\ A1SSIPPI

] *va.

i - inspired and ‘“heads up'’ programming in the State, KTHS does

: ' - S a magnificent audience job practically all over Arkansas.

“, LOUISIANA ¢

14 , . . . . ’ >
Dastine, e Stston KTHS orimary (@.5MY /i) res If you need listeners ounly in Little Rock, you don’t need KTHS.
B 0 e iy e e T But if you need listeners throughout the State, get our story from
other radio station. :
The Branham Company.

| KTHS interference-free daytime coverage extends to the
0.1MV /M contour, except in the southwest quadrant —

50,000 Watts . . . CBS Radio K ' HS

Represented by The Branham Co.

Under Same Management as KWKH, Shreveport BROADCASTING FROM
Henry Clay, Executive Vice President
LITTLE ROCK, ARKANSAS

B. G. Robertson, General Manager




STATIONS

are powerful
enough and
popular enough to
register audiences
in radio survey
ratings of both

Los Angeles

and San Diego '

Of these top
four, KBIG is

® the only
independent

® the least
expensive

® the lowest cost
per thousand
families

/KBIG

The Catalino Stotion
10,000 Watts

74 ONDlY‘?lUR

JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hollywood 28, California
Telephone: HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc,

[1mebmy
a6 work

—

S ——

TR

Isabel Zicgler. Biow-Beirn-Toigo, New York,
has been plunged into color tv with the prepara-
tions for the 1 Love Lucy color telecast on 6
December. “Pm working on the budget,” Isabel told
sPONSOR. “The tv picture will change when color
tv comes in full force. The stations have to
convert their transmitter, and get an AT&T color
cable. Sponsors will probably be reguired to
pay for the cable charge as well as for the time’
Her problem now: What to do about d.b.'s. since
only live stations carry color at this point.

Joau Rutwmearn. \. . Aver, Veuw Yorl, is lvok
ing forward to publication of the new Ward-VIBS
Study (see story on page t} for details). *“It should
be a wonderjul guide for timebuvers in terms of
selling a client on the audience-eomposition and
activities during a particular radio time segment
that we might know is good,” Joan told sroNsor.
“It sound as though this study would make it
possible for us to hack up our buys with facts
more concrete and more qualitative than mere
ratings. Now we should know who's listening to our
commercials, and what thev're doing while listening.”

BDou Chapwau, Ted Bates & Co., New York,
thinks that timebuyers should know research
techniques in order to better evaluate the surveys af
rating services. “Often,” says he, “the explanation
of a rating in question is eastly discovered by
an understanding of the sampling technique. the
scope of survey or the methods of interviewing.
Such knowledge is a distinct advantage to the buver
in eraluating the efficiency of the ratings and
the report itself. I like the school of thought

that accepts the findings of some surveys as
indicative, though not entirely conclusive.”

Mary Ellis. BBDO, Neu York, says that “you
can’t buy bad radio, unless you try very hard.” Her
radio theories can be summed up this way: “Estab:
lish vour radio principles, outline your eclient's
objectives. but don’t generalize about this well-
estublished medium. We usually look for the
ereatest number of potential customers, but we don'i
necessarily find these in the top-rated time period
or on one particular type of station. For the most
part. it's a matter of buving ears, not noses. Buying
letter radio oiten loils down to a timebuyer's effort.”

PSS-S
—=

SPONSOR




51,000 Cook Books

Sold in Food Stores

When nearly half a million—over 454,000—cook books
were sold—which was double the original estimate for
the Rochester area—the promoters were astonished.

When WHAM Radio exclusively did this job better
than any medium previously used, everybody sat up

and took notice—in the food industry . . . in the
publishing business . .. and in radio.

It was WHAM’s persuasive personalities who sent
customers into the stores to buy the famous 24-volume
“Encyclopedia of Cooking.”

In cook book parlance, the best recipe for getting your
share of the 22-county market that spent an estimated

$415,855,000 for food in 1953* is WHAM radio.

Want more proof? Ask us or the Hollingbery man to give
you the details of this stupendous radio success story.

“Sales Management Survey of Buying Power, 1954

LET \ @

The STROMBERG- CARlSONStutlon, Rochester,N Y. Basic NBC * 50,000 watts * clear chunnel “80 I‘
GEORGE P. HOLLINGBERY COMPANY, National Represenfchve

| 4 OCTOBER 1954
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and WCOP’s cost per thousand permits the highest [ru
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ESULTS!

vrin Greater Baston.

inrica’s smartest advertisers know that it’s frequeucy of impres-

withat sells "em — and keeps em sold! That’s why spot radio is
]

noiing — hecause spot radio’s incomparable ecouomy provides

iwondget high frequeucy as no other medium cau.

i te compact Greater Boston market, WCOP’s one-minute satura-
wnplan provides the incredibly low cost per thousand of just 19¢.
he, in America’s second most concentrated market, WCOP pro-
Wi more frequency of impression and MORE RESULTS per

olir than any other Boston station.

| yu want to know why America’s smartest spot buyers are using
WOIP, ask your station or WEED representative to show you the
ietevealing story “HOW TO SELL THE CREAM MARKET OF
E' ENGLAND,”

e

: Ié:j'i-:‘ \‘ ‘“E p—

s \\ WEED
v and Company

]/ _ 5,000 Watts on 1150

Keep good company
on WCOP

Pepsi Cola

Jello

Instant Maxwell House
Minute Tapioca
General Foods
Philip Morris
Parliament

Herbert Tareyton
Ballantine Ale

Blatz

Chevrolet

Ford

Packard
Lincoln-Mercury
MGM

Robert Hall Clothes
Saturday Evening Post
Jordan Marsh
Filene’s

Beacon Wax

H. P. Hood

Liggett-Rexall Drug Stores

Sets per dollar delivered in Greater
Boston by Boston stations, on minute
package basis:

WCOP...... 5,262

Station B cceeveveveniiieienne 3,333
Station C ....... eereierereans 2,176
Station D eevvveeceeireeeeeiiinns 1,867
Station E coevviiniiieinen 1,785
Station F oeceevveereorveennreines 1,470



CARRIES
ALL THE
BIG
ONES

Godfrey and his Friends
Toast of the Town
I Love Lucy

Studio One

Edward R. Murrow
Jack Benny
Topper

Beat the Clock

I've Got A Secret,
Herb Shriner

Strike It Rich
December Bride
Douglas Edwards
Halls of Ivy
Playhouse of Stars
Private Secretary
Lineup

Ford Theatre
Rocky King

And Many Others

Live interconnected Sept. 26th.

KXJB-TV

CBS Primary—DUMONT

Chlonnel &

VALLEY CITY

NO.DAK,BDCST,CO.INC.
Box 626 Forgo, N. Dok.
Phone Fargo 4461
KSJB-600 KC, Jomestown

KCJIB-9210 KC, Minol
KCJ8.TV-Ch, 13, Minot
REPS: WEED TELEVISION
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SFONSOR intites letters to the editor,
Address 40 E. 49 8St., New York 17,

5 US. AGENCIES

Your kickoff story on the “spoxsor
visits five U.S. agencies” in the Sep-
tember 6 issue and the September 20
story are, to put it mildly, terrific.
(There’ll always be an ad man.)

As a matter of fact, we are so
thrilled and excited about your ex-
ceedingly well-written series, that |
would like to have . . . 25 copies of the
September 0 issue and 25 copies of the
September 20 issue, and ship them to
us, at your ecarliest convenience.

MarstALL G. ROBERTSON
Marshall Robertson Adv.

Denver

We just read your article about our
agency in SPONSOR [6 Septemiber 1934.
page 50] and are greatly pleased and
enthusiastic about it.

Would it be possible for us to ar-
range to get 300 reprints of the article
with the spoxsor cover? If it is pos-
sible, what would it cost?

VIRGIL A. WARREN
Virgil A. Warren Adv.
Spokane

® lor the information of readers. SPONSORS
poliey i~ to make reprints of articles available on
request at nominal costs for yvolume orders.

AGENCY AD LIBS

This Foreman feller makes a lot of
sense every time he picks up his pencil.
Next to the “Winchell” part of the
book, Agency Ad Libs is the first thing
1 read—and that’s being going on for
a long time. It's told me a lot of things
I didnt know.
To Bob Ioreman—long wmay he
wave—and you. too!
Josern Katz
Joseph Kat: Advertising
Baltimore

1954 NEGRO RADIO SECTION

May we congratulate you on the ex-
cellent coverage of the Negro market
which appeared in the Septenther 20th
issue of sPoNsoRr magazine. The Ne-
ero Radio section iz one of the most

coniprehensive of any publication T
have ever seen.

It would be very much appreciated
if you would send us tear sheets of
the pages on which WHAT's success
stories appeared: that is, pages 52 and
72. We are in need of quite a few of
these tear csheets, as a sales tool for
our salesmen.

DoLLy Banks
WHAT
Philadelphia

® The 1951 Negro Radio section will be avail-
able In reprimt form roon.

FILM BASICS

Here is another enthusiastic reader-
subscriber to vour Fall Facts issue [12
July 1954]!

If available in reprint form, we
would appreciate having 10 copies of
the Film Basics section. Please bill us
accordingly.

CuarLes Hurtarr

Homecraft Productions
Cleveland

® (apics of the 1951 Film Basics are 23¢ each;
23 or more copies. 15¢ each: 100 or more copies,
10¢ each.

REP CHANGES

As usual. 1 read vour fine publica-
tion fromn cover to cover. This. of
course. is regular routine for all the
executives at KNOE and KNOE-TV.

I would like to ask vou to correct
one item that was published in your
Neptember 6 issue because it might
create confusion. On page 22 of your
September 6 issue under the **Siation
Changes™ section New and Renew you
have listed under change of represen-
tatives. etc.. that KNOE, KNOE-TV
and WNOE are now being represent-
ed by Clarke Brown Co.

This is incorrect. The national reps
resentatives  for KNOE Radio and
WNOE are still H-R Representatives
and the national representative feor
KRNOE-TV i~ still H-R Television.

Clarke Brown is representing the
H-R stations in the Southern part of
the United States and that’'s how vou
probably came to print this informa-
tion. Again. 1 would like to repeat
that our only representatives are H-R
Representatives and H-R Television.

ParrL 1. GoLpymax
Vice President & Gen. Mgr.

KNNOE. Monroe, La.

SPONSOR SELLS DRESSES

We now have proof positive of =PON-

SPONSOR
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To sell the Cincinnati area, WKRC is a must!

Morning, noon and night more pcople listen to WKRC-Radio
than to any other radio station in the Queen City!

Radio Cincinnati, Owners and Operators of:

WKRC-Radio, Cincinnati, Ohio *« WKRC-TV, Cincinnati, Ohio
WTVN-Television, Columbus, Ohio < WTVN-Radio, Columbus, Ohio

WKRC-RADIO ¥CINCINNATI, OHIO

Ken Church,
National Sales Manager

CBS RADIO NETWORK . REPRESENTED BY THE KATZ AGENC

11



Radio station with
a big pizzarating ...

It the munber of pizza pies it sells is not

the measure of a radio station, do’e tell
Camglia’s Pizza Honse, Owmaha,

This restanrant-bakery is about to build
anothier addition, tomrthh m a series ol expan-
sions at least partly atributable 1o one

spot a day on Omaha’s KOWH, T"his has
been virtaaliy all ol Canighia’s advertising.

KOWH whets Omaha appetites for pisza
with the same success attained for many

other national, regional and local advertisers.
Somcthing would be amiss if it didn’t,
becanse much of the time KOWIL 1y alking
to more people than all the other stations
put together. Operating within a format

of top tunes and nnexcelled local news,
KOWLEs air personalines out-Hooper every-
thing else i Omaha in every single daily
quarter hour save three. Average share

ol audience: .\, M.—469; afternoon—
49.3%; all-day—489%. (July-August Hooper
Monday throngh Saturday, 8 am. o 6 p.m.)
Second station: 16.89; third station, 11.39.

KOWIH has dominated Omaha radio, with
first placé ratings, lor the past three vears
without a- break.

Get Sution Mauager Virgil Sharpe to equate
KOWH's ent of Omaha pie to your ent of

the Owaha market.  Or talk 1o an H-R man,

-CONTINENT BROADCASTING COMPANY
General Manager: Todd Storz
WHB, Kansas City WTIX, New Orleans KOWH, Omaha

Represented by Represented by Represented by
John Blair & Co.  Adam J. Young, Jr. H-R Inc.

12 SPONSOR



sor’s selling power!
' The success story you ran in the
August 9 [page 37] issue on Phoenix’s
Toria Tassi has opened a new sales
outlet for them from among subscrib-
ing station staffers.

Just spoke to Mal Werner, the own-
er, who was in the midst of filling his
sixth order from a gal at a Midwest-
ern station—and at least a dozen read-
ers have written him directly for fur-
ther info, patterns, etc.

He wants to pass on his thanks to
:ou and I'm sure you’ll be interested
fin the reaction.

DaN ScHWARTZ
Promotion Manager

KPHO, Phoenix

the hands of each of our salesmen and
the Barber people have requested cop-
ies for their department heads and
store managers.

BERT ARNOLD

V'ice President

KABQ, Albuguerque

® Extra copies of the 26 Jnly isue are avail-
able at 50¢ each. Quantity prices on reqnest.

—-—

OUTSTANDING USE MAGAZINE

. . . It’s easy to understand whv
vour publication is the outstanding
“use”” magazine in the radio-television
field of advertising. In my offlice we
depend on sPONsOR.

RoserT S. Bovyp
Advertising Dept.

WEST HARTFORD 10, CONNEC_TICUT
Represented Nationally by The Bolling Company

Ashland Oil & Refining
Ashland, Kv.

FARM RADIO

Just this week we have brought our
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membership list up-to-date and I am
enclosing a copy for vour files.

As we add new members, 1 will
prompt myself to forward those names
to you.

As an officer of NATRFD, 1 would
like to commend you on the promo:
tion helps you have given to our or-
ganization and can assure you we will
look forward to the future issues which
will deal with farm radio and televi-
sion.

MERRILL LANGFILL
Secretary-Treasurer

NATRFD

|6 SPONSOR’s 1954 Farm Section will high-
licht the 1 November issue. This will be SPON-
SOR’s fifth annual study of farm radio and tv.

BARDAHL

Thanks for your Bardall story [6
September 1954, page 48]. You've
given this very nice handling. Jerry
Hoeck and I particularly liked the way
vou opened it, and the way you've
made the rather complicated parts to
our promotion story flow together.

Joun M. Haypon
Manager, Advertising and Sales
Bardahl, Seattle

BARBER'S SUPER MARKET

If you could spare us a few tear-
sheet copies of the Barber’s story [26
July 1954. page 39] it would answer
the purpose. We would like to have
somewhere between 10 and 20 if possi-
ble and would be very happy to pav
jyour charge. We want to put one in

‘4 OCTOBER 1954

DEPARTMENT STORE

If available. please send us five re-
prints of the article, “A department
store tests radio” published in the Au-
gust 9 issue [page 44)] and bill us the
charges.

Would you please also send a copy
of the 1954 edition of Radio Results.

sPONSOR is a must at WHAW and
our salesmen find that many of the
same principles that apply to larger
stations are very usable in a smaller
market.

Francis E. ANDREW
Vice President
WHAW, Weston, W. Va.

® Reprints of “A department store tests radio”
are 23¢ each; quantity prices on reqnest. Copies
of the 19314 editions of Radio Results and Tv Re-
sults are available free to subseribers. Extra
copies are $1 each: quantity prices on request.

ALL MEDIA STUDY
Please order for BBDO 28 copies of
the All-Media Evaluation Study, to be
delivered to the writer. I understand
that this quantity is at 83.50 per copy.
FrRED BARRETT
BBDO, New York
@ One to 214 copies of the All-Media Stndy are

1 each; 23 to 49 caples. 33.5305 30 to 99, £33
100 or more, 32.30.

BASICS SECTIONS
Would you please send me 20 copies
of the one-fold sheet put out by spox-
soR called Tv Basics. These will be ex-
tremely useful to our local salesinen.
Burt Torpan
Promotion Manager

WTlI'], Miami

(Please turn to page 50)
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FIRST in national and local program popularity.

FIRST Television station in Hartford County.
FIRST in acceptance by local advertisers.

¥

Hartford-New Britain Market 3rd richest in U.S.
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Yeu cannot' dominate this bi

New Britain Market unless

.

WKNB-TV DOMINATES the HARTFORD Market




Neither Rain
Nor Hurricane
StopsThis Bird!

WJAR-TV On The Air One

Day After Worst Hurricane
In Rhode Island History!

Providence. Rhode Island — Here’s
the story of a pretty tough Rhode
Island Red:

Hurricane “Carol” struck Provi-
dence, Rhode Island with the full
fury of 100 mile an hour winds and
8 foot flood tides early Tuesday morn-
ing. August 31<t. General power fail-
ure put WJAR-TV off the air.

On September 1lst. one day later,
WJAR-TV was back on the air from
emergency transmitter facilities in
Rehoboth, Massachusetts carrying
the latest liurricane news and vital
community service information.

On September 3rd, WJAR-TV was
back in full service from their mid-
town Providence studios thanks to the
Caterpillar Mobile Electric Set with
a capacity of 315 KW's,

At the height of the hurricane,
throughout and after the storm. 20
teams of WJAR-TV camera and
newsmen took over 4,000 feet of film
plus hundreds of stills. These on-the-
spot films were shown 27 times be-
tween September 3rd and September
_ 7th. Al southern New England had
= - a “bird’s eye" view of hurricane

*Carol” thanks to WJAR-TV!
NBC — Basic
ABC-Dumont—Supplementary

Represented by WEED TELEVISION =

| WIAR-TV 5

PROVIDENCE, RHODE ISLAND

CHANNEL

e
:
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by Bob Foreman

| Television has made a rather remarkable record in a com-
 paratively few years of news reporting and analysis. It has
| brought spot news into the home with a combination of im-
mediacy and graphic quality that neither newspapers nor
radio could duplicate. By means of remotes and on-location
footage, television has provided us with a regular dict of
news i its most absorbing and realistic form.

Furthermore, tv news is the most uncolored, the least
slanted and completely unbiased visual news brought to the
American public. No newspaper, for example, ever took
such pains to walk the middle of the road during elections.
To the contrary—other visual media usually take definite
sides; it is accepted practice to run “news columns’ with an
editorial bias and over bylines. Not so, however, with tv.

Even on its programs of commentary and editorializing,
there is far less of the partisan and far more of the repor-
torial. All of which is to the medium’s credit and the na-
tion’s good fortune.

There is another side to the ledger though. Tight-rope
' walking has tended to make mosi tv news duller than it might
| otherwise be and has given birth in a few short years to some
| very trying clichés: newscaster-at-desk, grim voice-over.
 grainy stock footage and the everlasting wall-map-with-ani-
lmalion. Maybe there’s nothing really wrong with these but
they do tend to wear badly.
| Worst of all are the words delivered. Tv news-audio gen-

(Please turn to page 58)

k. Tv news is the least biased visual news brought to the
~ American public. But tight-rope walking has tended to make
| tv news dull, colorless, cliché-filled.

i
l Why Foreman criticizes tv newscasting:

1 2. Tv newscasters and news show backdrops often fall into
| stereotype. Grim delivery of wire-service English against back-
drop of wall map with animation is the rule.

l, 3. Tv news shows should strive for warmth, personality,
naturalness to create greater impact. Unstudied shows have
! more authenticity, realism, more audience appeal.

4 OCTOBER 1954
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" How to Look
' aGiftHorse
ML in the Mouth

/' Whichever way you look at a KSDO
gift, it means extra listeners
in Son Diego's biffion dollor morket.

KSDO delivers more home
listeners than any other station
in San Diego ... HOOPER.

More out-of-home listeners .. . PULSE.

These exira listeners—ot no increcsed
cost—is our gift to you.

Moy we show you how a good look
ot this gift will pay-off for you?

\ /

MYy
14
KSDO ...
. 5000 WATTS
"~ Representatives
John £. Pearsan, Ca. — New Yark

Daren McGavren — San Francisca
Walt Lake — Las Angeles



A contract worth telling about!

We're right proud of a new contract one of our picture mighty well. So does their advertising
enterprising local salesmen obtained recently: agency. which also has headquarters in Atlanta.
Delta-C&S, the nation’s fifth largest airline, So. when it came to picking a station—they knew

bought the CBS World News Round-Up, 8 to 8:15 what they were doing!

a.m. Monday through Saturday, for 52 weeks start- To reach the most people, at the lowest cost,

ing June 28—312 broadcasts. in the ever-growing Atlanta market—it will pay
A significant side-light is that Delta-C&S is a you to follow the lead of Delta-C&S Airline and.

hometown company. Its officials know the local choose WAGA.

590
on the dial

5,000

'\ watts

_cBS-radio in Atlanta

Represented Nationally by
the KATZ AGENCY, Inc.
Tom Horker, V.P. and Not'l Sales Director, 118 E, 57th St., New York 22 « Bob Wood, Midwest Notional Sofes Manager, 230 N. Michigan Ave., Chicogo
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New on Television Networks

Renewed on Television Netweorlks

SPONSOR J AGENCY STATIONS
Amana Refrig, Amana, (a Maury, Lee & Marshall, ABC TV 156
NY
American Chicle D-F-S, NY NBC TV 90
Hazel Bishop, NY R. Spector, NY NBC TV 116
Bristol-Myers, NY YGR, NY CBS TV
Brown & Williamson Ted Bates, NY CBS TV 132
(Kools), L'ville
Colgate-Palmolive, Jersey Lennen & Newell, NY ABC TV 156
City
General Foods (lInstant YGR, NY CBS TV 93
Jello puddings), NY
Genl Foods (Instant Max- BGB, NY CBS TV
well House)
General Mills (Gold Medal  D-F-S, D-F-S, Esty, NY CBS TV
Flour, Cheerios,
0-Cel-0), Mnls
GCen Motors (Chevrolet), Campbell-Ewald, Detroit ABC TV 115
Detroit
H. J. Heinz Co, Pittsburgh  Maxon, NY Du Mont 32
Int’'l Harvester, Chi Leo Burnett, Chi CBS TV 83
Knomark Mfg (Esquire ' Emil Mogul, NY ABC TV
Boot Polishi, NY
Lehn & Fink, NY Lennen & Newell ABC TV 76
Light Cos of America Ayer, Phila All Nets
P. Loriflard {(Kent}, NY YGR, NY CBS TV
Maytag Co, Chi McCann-Erickson, Chi ABC TV 156
Natl Biscuit (Shredded KGE, NY ABC TV
Wheat & Milk Bone
Dog Foodi, NY
National Biscuit Co, NY McCann-Erickson, NY CBS TV 55
Pharmaceuticals, Inc Kletter, Du Mont
RCA, NY KGE, NY NBC TV 90
‘Remington Rand (Electric YGR, NY ABC TV
Shaver Divi, NY
Republican Nat't Conven- = BBDO, NY CBS TV 66
tion, Wash
R. J. Reynolds, Winston- = Wm Esty, NY ABC TV 156
Salem |
Serutan Co, NY Kletter, NY Du Mont 35
Speidel, Providence SSCGB, NY NBC TV 90
Sterling Drug, MY D-F-S, NY ABC TV 97
Tide Water Oil, NY Buchanan, NY ABC TV 12
Zenith Radio, Chi YGR, Chi ABC TV 156

PROGRAM, time, start, duration

NCAA Football, cospon Sat afts & Thanksgiving
(various times); 18 Sept: 13 games

Cacsar’s Hour; cospon M (3 wks in 4) 8-9 pm,;
27 Sept; 39 wks

Martha Raye Show: ev 4th T 8-9 pm: 28 Scpt;
10 shows

Honestly Celeste; Sun 9:30-10 pm; 10 Oct

The Lineup; F 10-10:30 om; 1 Oct; 52 wks

Football Scoreboard; Sat 10 min following NCAA
game; 18 Sept; 13 games
Bob Crosby; W 3:30-45 pm: 22 Sept: 3 wks

December Bride; M 9:30-10 pm; 4 Oct
Willy; Sat 10:30-11 pm; 13 Sept

Treasury Men in Action; Th 8:30-9 pm; 7 Oct;
52 wks

Studio 57; T 9-9:30 om; 21 Scot; 52 wks

Halls of lvy; alt T 8:30-9 pm; 19 Oct; 52 wks

Masquerade Party; alt W 9-9:30 pm; 29 Sept;
2 wks

Ray Bolger Show: F 8:30-9 pm: 17 Sept; 52 wks

Light"s Diamond Jubilee; Sun 9-11 pm; 24 Oct
only

Father Knows Best; Sun 10-10:30 pm: 3 Oct

NCAA Football; cospon Sat afts & Thanksgiving
(various times); 18 Sept; 13 games

Adventures of Rin Tin Tin: F 7:30-8 pm; 15
Oct; 52 wks

Halls of Ivy; alt T 8:30-9 nm; 26 Oct; 52 wks

One Minute, Please; F 9-9:30 pm; 24 Seot; 52 wks

Caesar’s Hour; cospon M (3 wks in 4} 8-9 pm;
27 Sept; 39 wks

Masquerade Party; alt W 9-9:30 pm; 29 Sept;
2 wks

Pres Eisenhower & VP Nixon;
12:30-1 am 8 Oct only

Pre-CGame Huddle; Sat 10 min preceding NCAA
game; 18 Sept; 13 games

Life Begins at Eighty; Sun 9:30-10 pm. 26 Sept:
2 wks

Caesar’s Hour; cospon M
27 Sept; 39 wks

The Vise: F 9:30-10 pm; 1 Oct: 52 wks

John Daly and the News; M 7:15-30 pm; 30
Aug; 52 wks

NCAA Football; cospon Sat afts & Thanksgiving
(various times); 18 Sept; 13 games

F 9:30-11 & F

(3 wks in 4) 8-9 pm;

»

PROGRAM, time, start, duration

Danger; alt T 9:30-10 pm; 21 Sept; 52 wks
Walter Winche't: al* €~ 2.9-15 pm; 10 Oct
This is Your Life; W 10-10:30 pm: 15 Sept; 52

wks
Burns & Allen; alf M 8-8:30 pm; 4 Oczt; 52 wks
The Lone Ranger; Th 7:30-8 pm; 9 Sept; 52 wks
Ding Dong Schoo!l; Th 10:15-10:30 am; 30 Sept;
26 wks
Cavalcade of Sports: F 10-10:30 pm; 3 Sept; 52

wks

Burns & Allen; alt M 8-8:30 om; 11 Oct: 52 wks

Television Playhouse; Sun 9-10 pm; 10 Oct; 52
wks

Ch-rnoscope; M, W, F 11-11:15 pm: 16 Aug; 52
wks

Truth or Consequences; T 10-10:30 pm; 28 Sept;
52 wks

I Love Lucy; M 9-9:30 pmi; 4 Oct; 52 wks

Danger; alt T 9:30-10 pm; 14 Sept; 52 wks

Jackie Gleason; cospon Sat 8-9 pm; 25 Sept; 52
k

wks

Bluek Ribbon Bouts; W 10-10:45 pm; 22 Sept; 52
wks )

That’s My Boy; Sat 10-10:30 pm: 9 Oct: 13 wks

Pepsi-Cola Playhouse; Sun 7:30; 3 Oct; 52 wks
Jackie Cleason; cospon Sat 8-9 pm:; 18 Sept; 52
k

wks
Beat the Clock; Sat 7:30-8 pm; 25 Sept; 52 wks

and Tv Business)

SPONSOR | AGENCY STATIONS
!
Block Drug, Jersey City | Harry B. Cohen, NY CBS TV 69
American Safety Razor McCann-Erickson, NY ABC TV 36
Hazel Bishcp, NY | Raymond Spector, NY NBC TV 45
Carnation Co, LA Erwin, Wasey, LA CBS TV 114
General Mills, Mpls D-F-5, NY ABC TV 51
Gerber, Freemont, Mich D'Arcy. NY NBC Tv
Gillette Safety Razor, Maxon NBC TV 67
Boston
B. F. Goodrich, Akron BBDO, NY CBS TV 93
Goodyear, Akron YG&GR, NY NBC TV 58
Longines-Wittnauer, NY V. A. Bennett, NY CBS TV 80
P. Lorillard, NY Lennen & Newell, NY NBC TV 96
Philip Morris, NY i Biow, NY CBS TV 135
Nash Kelvinator . Geyer CBS TV 62
Nestle, White Plains, NY Bryan Houston, NY CBS TV 105
Pabst Brewing, Chi Warwick & Legler, Chi CBS TV 104
Plymouth Div, Chrysler N. W. Ayer CBS TV 144
Corp, Detroit
Pepsi-Cola, NY Biow, NY ABC TV
Schick Electric Razor, Kudner, NY CBS TV 106
Stamford, Conn
Sylvania Electric, NY Cecil & Presbrey, NY CBS Tv 87
- (See page 2 tor New National Spoi Raaio
In next issue: New and Renewed on Television

4 OCTOBER 1954

(Network)

Advertising Agency Personnel

Changes; Sponsor Personnel Changes: New Ageuey Appointuents

4 OCTOBER
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Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

Ben G. Alien

Arthur | Bellarre
Thomas F  Brennan
John B. Crandall
Vincent | Curry
Edith Curtiss
LeRoy H. Dreher
Wallace T Drew
Harold Fasr
James E. Ficken
Gerald F. Ford
Henry G. Fownes
George Glavin
Edward D. Gottlicb
Donald H. Grady
James Harkey
John Hoagland
Robert S. Jones
Kay Knight

Erwin A. Levine
Bernard London
Larry Lowenstein
Gene McKeough
Stanley Merritt

Grant Merrill
Eugene A. Nicland
Robert C. Olson
George Polk

Don Rowe

Gene F. Scchater
Eari W. Schultz

Richard K. Short
John C. Strouse

Earl W. Timmons, |r.

Burton E. Vaughan

Kiesewetter Baker Hageraorn & Smuth, NY,
copywriter

BBDO, NY, hd r-tv copy

Ruthrauff & Ryan, NY, copywriter

Sherman & Marquette, NY, media dir

BBDO. NY

Rhoades & Dawis, SF, media dir

BBDO. NY, acet cxee

Bristol-Myers., adv mgr

Bozell & Jacobs, NY, dir of r-tv dept

Frederick Baker, Scattle, copy chief

Ceeil & Presbrey, NY, r-tv prodr

MacManus, John & Adams, NY, r-tv dir

West-Pacific Adv, Scattle, mdsg

International Latex Coip, adv mgr

BBDO. NY, r-tv copywriter

MecCann-Erickson, NY film prodr

BBDO. NY, r-tv depy

Elroy McCaw Radio Group. str mgr

Meyerhotf & Co., Chi, hd r-tv time buying dept

Cearl & Presbrey, NY copy dept

D'Arey, NY, tv prodr-dir

Benton & Bowles, NY, stf publicist

). P. Pcrshall Adv, Chi

Albert Frank-Guenther Law. Ine. NY, vp & copy
chief

West-Pacific Adv, Scattle, tv prodn

Russell Miller Mifling Co, Mpls

G. M. Basford Co.. NY

BBDO, NY, r-tv dept

BBDO. NY, r-tv dept

CBS Radio, Chi, mgr of res & sls prom

B. F Goodrich Co, Akron, adv & sis prom co-ord.

C. T. Howard Co, NY, copy-contict dept

Cunningham & Walsh, NY, acet exce for Colgate-
Palmolive

Market Rescarch Assoe, LA, res dir

BBDO, SF, acct exce

Sponsor Personnel Changes

NAME
Hadley C. Chapman
Ned A. Corbett
Albert Fertick

A. Mclean Freeman
Edwin T. Gaither
Erwin H. Klaus
Edmund W. Morris
Lewis ). O'Shea

Lesliec E. Parkhurst
Lillian L. Shapiro
Albert F. Watters

FORMER AFFILIATION |

RCA, Chi, vp & div mgr
RCA, Detroit, vp & div mgr
GCallaudet Pharmaey, Wash, D. C.

Chemical Div of Berden Co. NY, hd of adv dept

Tidy House Prods, Shenandoah, exec asst

Northrup, King Co, Berkeley, mktg dir

Bristol-Myers, NY, mdsg mgr

Eaton Labs, div Norwich Pharmacal Co, vp in
charge of sis

American Safety Razor, NY, ficld sls mgr

Schepp-Reiner Co., NY, assoc

RCA iInternat’l Div. NY, dir of assoc co operations

NEW AFFILIATION

Hicks & Greist, NY, scn copywniter

Same¢, vp

Kudner, NY, copywriter

McCann-Erickson, NY, assoe dir of m
Warwick & Legler, NY, acet exce
S. Garfield Assoc., SF, media dy

Same. vp

Grey Adv, NY, acet exec

Same. vp

S. Gartield Assoc, SF.

copy dir

Hicks & Greist, NY, cxe: r-1v prods

Same. NY, vp

Pacific News, Scattle, mdsg mgr
Foote, Conc & Belding. NY, acct exe
Kudner, NY, tv copywriter

Geyer Adv, NY, film supvr

Same, hd prog and taient buying

S. Garficld Assoe, SF, hd r-tv dept & 4

W. D. Lyon, Sioux City, acet exec

Same, copy chicf

Kudner, NY, tv prodr-dir

Same, dir of publicity-prom

Beaumont & Hohman,

Chi. acet cxec

Cunningham & Walsh, NY, Texas Co

Facific News, Scattie, r-tv prodr
David Adv, Mpls, acet exec

Warwick & Legler, NY, contact depi
Same, haison between r-tv and media ®
Same. hd of prodn. bus mgr

Ncedham, Louis & Brorby, Chi, res stf
Cunningham & Walsh, NY, asst aect »

T.6T. & W. Eleetrie

Friend-Reiss Adv, NY, creative statf

Same, vp

Erwin, Wascy, LA, asst

Same, vp

1es dir

NEW AFFILIATION

Same, Caht, vp & div mgr
Same, Chi, vp & div mgr

Maryland Pharmaccutical Co. Balt sli®

asst to pres

Permutit Co, NY, adv mgr

Sanmie, dir of sls

Same, Mpls, hd mktg-adv dept

Same, brand adv mgr

Amecrican Safety Razor, NY, field sls

Same. gen sls mgr

Holzer Watch Co. NY, adv mgr
Same, vp & operations megr

Station Changes (reps, networl affiliation, power increases)

KGA, Sockanc Wash, new nat'l rep Venard. Rintoul &

WCOP, Boston, new nat’'l rep Weed & Co.

WDIX, Orangeburg, S. C.. power iner from 250 to 5. =
WDVA, Danwvilie. Va. new nat’'l rep Robe:t Kelie
WGUY, Bangor. Mec. new nat’l rep Everctt-McKin

McConncll
KOIN, Portiand Ore, new nat'l rep CB3 Radic Spot Sales
KOIN-TV, Portland Ore, new nat'l rep CBS Television Spot

Sales WHOL, Allentown, new nat'l rep Paul H. Rn‘mcr|

WILY, Pittsburgh, new nat’l rcp Stars National Vo
came WILY in August X

WISN. Miiwaukee, joins BAB

WTVW. Milwaukee, new nat’l rep Edward Pctry

KVVC, Ventura Calif, KVVC becomes KUDU

WBAL, Baltimore, joins BA

WBMS, Boston, new nat’'l rep indies Sales, new office Hotel
Somersct

Numbers after names
refer to New and Re-
new category

Gene F. Neehater (3)
Lewis 1. O'Shea (1))

L. Lowenstein (3)
L. L. Parliliurst o
Harold Farr (3)
Henry Fownes (3

Friern 11 Rlaus (1
Grant Verrill (3)
Fdith Curtiss 3
{. M. Freeman (1)
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We got 'em COVERED-

FROM ALL ANGLES!

L

AS one of the most research-minded television stations

WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
" WHO-TV
WHO-TV
fsz_ WHO-TV

4 WHO-TV

e WHO-TV
Ehy WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV

-

(=

<

MY
¥
(A "]

in the world, WHO-TV has (and is rapidly enlarging) the ’ WHO -Tv

same reliable television audience information that WHO

offers on its radio audience.

3 WHO-TV
WHO-TV
WHO-TV

Briefly, WHO-TV now reaches over 227,000 television sets WHO-TV

in central lowa — approximately one of every five families.

WHO-TV

(1,111,400 people). Of these, 566,300 are urban — 545,100 WHO-TV

are rural. These 1.1 million people have an effective buying

tincome of over 1.7 billion dollars.

WHO-TV went on the air April 25, programming from

6 a.m. to 12 midnight. In addition to the best of NBC-TV

attractions, WHO-TV features one of the nation’s largest
local-talent staffs, which means really heads-up local

programming, too. Ask Free & Peters!

4 OCTOBER 1954

WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV

Channel 13 < Des Moines « NBC

Col. B. ]J. Palmer, President
e‘; P. A. Loyet, Resident Manager

‘\4’,) ‘- F'ree- & Peters, In
e National Repr

19



MONTREAL GROWS!

At present there

are more than 4,500
industrial plants in
the Greater Montrea!
Area, and new
establishments are
coming into existence
at the rate of more
than 400 a year.

CFCF GROWS!

Local business is
up 424% in the
past five years.

(February, 1949-
February, 1954).

11

MONTREAL

IN US—WEED
IN CANADA—ALL CANADA

20

O'Connor {above) is proof of his own adage: outdoor listening is bigger thane

Dominiclk O0°Conn

Mr. Spemsor

Nair Window Co., New Yo

Hurricanes Carol. Fdna and Ilorence together didn’t drive in '@
many orders for storin windows as the flamhoyvant saturation a
nouncement campaigns that Dominick O’Connor plans and scheé
nles for Nair Window Co. tthrongh Archer Advertising Associates ¥

“When we started advertising on \ew York radio stations 4
1951, we had a £50 hudget.” OConnor. \air’s sales and ad mae
ager, told sroxsor. “Today. we're spending at the rate of §250.M
a year. all of it in radio announcements.”

The entire storni-window indu~tryv iz an eight-yvear-old post-wa
haby. Although the idea for movable aluminum frames with glas
panes had originated in the Thirties, the business couldn’t get il
feet off the ground wntil the availability of inaterial made productio
possible. Now, some eight or nine independent companies manu
facture these custom-made ¢torm windows. Nair Window Co.. ac
cording to O'Connor. is first in sales, !

“Our operation is patterned somewhat after Muntz Tv.” says hel
“We use radio to create prospects. Qur salesmen are zpecialist~ whe
follow up the leads produced by onr announcements. and go out &
the home owners to measure and fit the windows.”

Announcement schedules range from 70 a week in the New Yord,
metropolitan area to 50 a week on WAVZ New Ilaven. The firn
generally uses local personalities on such stations as WAAT. WMGM
WOR and WOV . encourages ad libhing.

“We want anyone who's a home owner. men and women alike,
O'Connor explains. “The hest radio time for us i< between 6:K
am. and 1:00 p.m.. or after midnight.”

Fach storm window retails at an average of $30. although som:
manunfacturers have advertised them at prices as low as 88 and §9.

“We've never used ‘hait advertising”.” O’Connor continned. ®h
fact. we refrain from mentioning price on the air altogether.”

Despite this approach. which i~ more conservative than the techs
niques emploved by the industry as a whole, \air Window Co.-
sales volume in 1954 is already in excess of S1 million. and is ex:
pected to hit over $2 million before the end of the vear.

Does O'Connor have any complaint: about the business? Yup.
He wishes he'd listened to his own commercials and put some storm
windows on his <eashore house hefore Hurricane Carol flooded it.

SPONSOR



Precious fime

Every minute, night and day

jB W DETROIT
b

ak' every minute count toward greater sales
im Michigan’s richest market.
Icosts you less to reach
more people, more often on WIJBK,
injht and day in news, music and sports
of in consistent high tune in
:very hour of the day in more than
19 radio homes, on 915,000 car radios.

Représented
THE K.
National Sales Dire * {
18E.
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h clearer, stronger

pver a wider area than

Pennsylvania

In TV-as in radio- \
1e lower the |
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channel number
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1e greater
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WPTZ

MAXIMUM POWE

PHILADELPHIA
WESTINGHOUSE BROADCASTING COMPANY, Inc.

WPTZ « KYW, Philadelphia; WBZ-WBZA « WBZ -TV, Boston; KDKA,
" Pittsburgh; wWwowo, Fort Wayne; KEX, Portland; KPIX, San Francisco/

National Representatives, FREE & PETERS, INC.
KPIX represented by THE KATz AGENCY, INC




New developments on SPONSOR stories

i See: “Tv show cost=: why they went
| through the roofl™
Issue: O September 1951, page 39
Q0 (0] Sllbj(‘.(‘l: Ratings for NBC TV first “spectace
ular™

Perhaps the most cagerlyv-awaited rating figures of the season-
l'ulin;_'s' for the first "sp(-('la('nlar” televised in the hi*lor} of the
nmedium  are now a matter of record.

The figure~. as compiled by Trendex and Hooper. reveal the
S300.000 show's audience was  disappointing.  Satins and Spurs
90-minute original musical comedy starring Betty Hutton. was tele-
vised 12 September 7:30-9:00 pon. It drew a 10-city Trendex rat-
ing of 10.6 against Ed Sullivan’s Toast of the Town, which got 344
on CBS TV. The 10 cities eovered in the Trendex report represent
307¢ of 1.S. tv sets. They are: Atlamta. Baltimore. Chicago, Cin-
innati, Cleveland. Columbus. Detroit, New York, Philadelphia and
Waszhington, D. C.

Sullivan threw everything in the book in the way of big namnes at
NBC: Jack Benny. Shirley Temple, Olivia De Haviland, Clifton
Webb, Tyvrone Power and Dan Daitey. Total cost was $65,000.

The Trendex figures show NBC ratings declined during the course
of the show. At 7:30 Satins and Spurs drew 19.7 to 13 for CBS TV’s
Private Secretary. At 6:00, NBC TV’s rating was down to 18, Sul-
livan got 28.1: at §:30. NBC, 14.9; CB>, 41.1.

A three<ity Hooper veport gave CBS TV 38 te NBC TV’s 16 in
New York: 30 to 17 in Chicago; 30 to 20 in Philadelphia.

About 40 million viewers were estimated for the Sullivan show.
Trendex showed that 31.6°7 of all tv sets in the 10 cities were in
u<e at $:00 pan.. or about 297 ore than a vear ago.

Another of the first crop of top-cost shows to be telecast this sea-
son. Westinghouse's Best of Broadway, pulled a Trendex rating of
23.9 compared with 19.9 for This Is Your Life on NBC TV. The 60-
minute show cost the sponsor about $200,000, was televised 15

September over CBS TV, * X x
See: “Where does network radio go from
here?””
Issue: 6 September 1951, page 44
Subject: Tom (’Neil, MBS presidemu and
out' o chairman, expresses faith in network
radio’s fulure

Networks are the most economical program service vet devised
and will continue to exist if only for the need to maintain lines at
low cost for special events and national emergencies.

These were some of the opinions on network radio’s future ex-
pressed by Tom O"Neil. president and chairman of the board of the
Mutual Broadeasting System. during a recent radio panel discus-
<ton. The ~how. State of the Nation, MBS. consisted of questions
fived at O \eil on network radio by tradepaper reporters.

In taking this tack O'Neil affirmed opinions of a cross-section of
top-level executives expressed in a recent spoNsor article on net-
work radio’s future. O™\eil's views. however. were in <harp con-
tra~t to opinions expressed earlier by Brig. Gen. David Sarnoff. RCA
board chairman. Said Sarnoff in a speech to NBC TV affiliates.
“It may yet be possible to eke out a poor existence for radio net-
works. but I don’t know. . . .7

O'\eil's opinion was based mainlv on what he termed the eco-
nomics of network radio vs. other programing systems=. He said
that a pureh program service network set up on a cooperative hasis
wouldn't work because of the high costs and complications,  * * *
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Station Wants Sponsor,
Sponsor Wants Resulfs

News Meet
Acid Test

At WATO, Oak Ridge, the late
success story confirms the reliabilit
and effectiveness of AP newscasts.

The sponsor — Adcox-Kirby (lec
Pontiac dealer) — put the station &
the spot with, “I'm turning my entir
ad budget over to you. What we wap
is results.” Sam Thrower, WATO
commercial manager, mapped out
maximum-audience plan: Seven Al
newscasts per day (all that wen
available), Monday through Saturday
for 52 weeks. In addition, Adcor
Kirby is using 10 spot announcement
daily, Monday through Friday, uat
another AP ‘cast opens up. This put
the auto firm on the air at least onet
during each hour.

The strategy has confirmed the
sponsor’s confidence in the station -
and the station's confidence in Ak
news as a No. 1 audience builder.

Says Manager Ross-Chorles
“"When our stotion's reputatio
is at stake, we don'l hesitet
to recommend AP newscasts.

SPONSOR



SPONSORS WARM TO AP

Because . . . it’s better

and it’s better known.

Case History No. |

The two KARK-TV news cam-
eramen headed for the west side of
town. A minute before, the police
radio had reported a man with a
gun running from house to house in
that area. “They think he’s an es-
capee from State Hospital,” the news
editor velled after them.

En route they heard another re-
port — the man was carrying a shot-
gun.

With Louls Oberste at the wheel,
they rode for about 20 minutes.

“Wouldn't it be fun if we found
him?”" mused Oberste’s partner, Chris
Button.

Oberste drove up beside Police
Chief Marvin Potts.

“Don’t go down the street,” yelled
Potts. “They got him cornered!”

Oberste and Button bounced from
the car at the same time.

“We can’t stop you, but we
warn you,” the chief called after
them.

“Take cover! He's got a rifle.”
bellowed a sergeant nearby.

Oberste scurried to a vacant lot
across the street. Button chose an
evergreen shrub and tried to squeeze
his generous figure behind it. He
poked his 16 mm movie camera
over the top.

The screen door of the house fac-
ing them opened slowly. Their cam-
cras started grinding. A woman
came out of the house, with the
hunted man behind her.

The two walked on out, and the
screen door banged shut. As the
woinan turned toward her captor,
an off-duty patrolman, crouching at

I"We can't stop you
——but we warn you!”

... S0 they moved in closer

the corner of the house, fired five
shots. As the bullets struck home,
the escapee turned to return the fire,
but slumped to the ground. The
woman stumbled across the lawn
and sank to her knees.

Button and Oberste got the entire
action. They hurried back to the of-
fice, and gave KARK-TV News Di-
rector Bob Kemp a sharp, eye-witness
fill-in on the action. Then they pre-
pared their film for the “soup.”

Kemp got The Associated Press
bureau in Little Rock on the phone.

*Chris and Louis got some won-
derful footage on the manhunt,”

he reported. “Anything you want

is yours.
“Now here’s the way they saw it
happen...”

The AP bureau poured out the

story on the radio and news wires.
As soon as pictures were ready, they

Those who know famous brands... S
know the most famous name in news is }P -____x\\\

were transmitted to TV stations and
papers throughout the country over
the AP Wirephoto network.

The Arkansas Democrat, an AP
member newspaper, had provided
The AP bureau with first word of
the hunt. KARK-TV provided color-
ful detail for the news wires and
top-notch action pictures.

Team action all the way. Another
hot news story handled speedily . ..
accurately . . . vividly.

Oberste and Chris Button are
tico of many thousands who help make
The AP better . . . and better known.

Louis

If your station is not yet using
Associated Press service, your AP
Field Representative can give you |
complete information. Or write—

AT Ay S
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Owaned ond operoted by
The Sourn Beno Teisunt

SOUTH BEND

Power Now INCREASED to l

204,000 Watts

Equlpped for Network Color

Now —1,261,000
POTENTIAL VIEWERS

In Northern Indiana — Southern Michigan

CHANNEL 34

Average Share of Audience:

73% NIGHTTIME
71% DAYTIME

(June 1954 Hooper Survey)

Continuous Programming
7 in the morning to 11 ot night

IDEAL TEST
MARKET

e Typical of America

e Self-contoined

e Diversified

e Stable

e Controlled distribution

CHANNEL 34
America’s Outstanding UHF Station

CBS o ABC ¢« Dumont

Paul H.*Raymer Co., Inc., Representative
é
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By Joe Csida

The stories in the papers about the teenage kids who were
committing insane and violent mnrder really had nothing to
do with the ¢onversation on the plane to Palm Beach. Nor
did either of these two ~ituation~ have the ~lightest bearing
on the $300,000 Satins and Spurs -pectacular or any of the
still-to-come NBC-CBS muhti-hundred thousand dollar pro-
gram projects.  Except mayvbe, that RCA President Frank
Folsom, one of the members of the party on the plane, has
five children and eighteen grandchildren with one more com-
ing. And Ted Granik. a second member of the party, has a
couple of kids. and =0 do 1. and. probably. ~o do you.

It was Gramk, who, as the ~hip floated at a serene 200
miles an hour through the pieture postcard sky, brought up
the problems he was encountering with a new show idea
called First Offense. Thi~ i~ a program based on case his-
tories of the debut crimes perpetrated by voungsters. It de
tails not only the stories of their offen~es. but ~hows how
each was successfully rehabilitated. It had been lyving
around for some six months, not only with no takers. hut no
development action of any kind. Later I had luncheon with
Ted and one of the better packagers in our business. Firsi
Offense was discussed.

“As soon.” said the packager—a really very nice guv—
“as you start delivering a message in a show like that—take
up too mueh time on how they're rehabilitated. and so on—
you blow vour ratings.”

“You mean,” said Granik, “vou think it has to be straight
bhoom-boom?”

“Pretty much <0.” said the packager.

It was a highly interesting conver=ation. but nothing con-
erete developed.

Please understand, I'm not trving to sell a show called
First Offense. or any other show. I have no interest or stake
in it, whatsoever, and Mr. Granik doesn’t need the money.
Plea~c Dbelieve, too, that I am heartily in favor of having
Miss Betty Hutton receive $50.000 for her television how,
and I subscribe wholcheartedly to the notion of throwing an
additional quarter-million dollars behind that bow.

\nd I have =een the wisdom of my packager friend’s word=
demonstrated far too many times. not to be in realistic agrees
ment with the cold fact that “message™ <hows do not get
rating~. | recognize. too. the truly great job in the publie

(Please turn to page 125)
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WMVT, THE MT. MANSFIELD, VERMONT, TV STATION
OPERATING ON CHANNEL 3—4,200 FEET UP

A mountain top installation is wounderful for coverage—but people also
want their local news and local personalities with local KNOW-HOW-—

whether it s TV, radio, or newspapers.

WMVT HAS BOTH COVERAGE AND LOCAL POSITION

Its transmitter is on Mt. Mansfield, Vermont’s highest mountain. It is
owned by the WCAX Broadcasting Corporation, which for 25 yvears has
operated Vermont’s oldest aud most powerful radio station.

TO SELL VERMONT — BUY VERMONT

Remember, only WMVT covers Vermont and the Champlain Valley. You
can’t cover Vermont from New lHampshire, and—when you buy WMVT,
y¥ou get this big bonus coverage, too! .Adjacent areas in New York, ad-
Jacent areas in New Hampshire, and the rich Province of Quebec. inelnding

Montreal.

M M)
N WwW N W

— e g | Dt W

ASK A
WEED MAN
FOR
DETAILS

lah e bL CHANNEL 3

BURL!NGTON VERMONT _



They live on the Pacific Coast,,.

they listen to DON LEE RAI:)IQjie 3

“Don Lee IS Pacific Coast Radio

It’s just good strategy to plot your advertising campaign to
cover the most ground at the lowest cost ... on the 45-station
network that covers the Coast from within each of 45 impor-
tant markets...on the nation’s greatest regional network ..

R
V. e
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b o

. N
LY S -l \\ P o~

W Don Lee Broadcasting Systein,

Hollywood 28, California,

DON, LEE
Fl o 0 ‘
“‘-‘-’ ﬁ J = s G L Represented nationally by

R A D | o 1H-R Representatives, Inc.
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2 big needs i
spot. Fadie

Here are specifie ways it can do
{

Complete facts, figures
on activity, spending

(Z )

More intensive training
of timebuyers

a better j()b for advertisers A central org.ar.nzat:on
for all billing

by Alfred J. Jaffe

The size and eomplerxity of spot radio are the ecause of
many a headache to the advertisers and ageneies who buy
it. SPONSOR believes that if the needs described here were
satisfied life would be a lot easier for the buying side
of spot—and for the selling side as well. It would also
tend to boost spot radio business. While fhere is not al-
ways eomplete agreenient on the best way to solve the
problems herein eited, they all represent genuine needs.

A standard form for
showing availabilities

Everybody wants spot dollar figures

but few cooperate in revealing the data

Despite the fact that Doth the broadeaster and advertiser need
and want figures on advertiser aetivity and svending in spot
radio, there is less information available for spot radio than
for any other major medium, Advertisers and agencies want
figures on the competition.
more effective selling.

Here's the type of data that’s needed: (1) produets using
spot radio, (2) stalions used by eaeh product, (3) type of buy
on cach station, whether announcement, program or participa-
tion, (1) frequeney of buy and (5) time of day announcement,
program or participation is run.

Out of this basic information would come expenditure csti
mates by produet and industry, breakdowns by markets, geo-

the imdnstry and comparisons of all kinds.

Out of this, it is ecommonly agrced, would also come a fillip
for spot radio for there is nothing like pointing out what an
advertiser is doing in a mediun to bring in his competition.

Why is this information, then, not available? There are two
' basie reasons.

First, there is the natural reluctance of both the advertising
and broadeasting side to divulge this information. The fierce
competition among those who use spot radio, especially the Big

' Three soap companies, makes advertisers and agencies clam-
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Stations and reps want figures for

graphical areas and seasons or months of the year, trends in

More intensive promotion
and aid to advertisers

mouthed. Statious with protitable schedules don’t like to be
pinpointed for fear of the competition making a piteh for the
business. Reps have the same fear, especially in cases where a
fairly small station suddenly begins to show some life. In the
latter situation, the rep handling the station is afraid that a
competitive rep will try to =ell himself to the station.

Seeond, the spot radio medium is such a huge, rambling affair,
embracing more than 2,600 stations, that the job of collecting
the information is neeessarily a massive one. Furthermore, even
when stations, reps and agencies are willing to reveal the data,
they sometimes resent spending the time and mouney to put it
together. Some of the smaller stations, who only occasionally
dip into the national spot pool, don’t particularly care whether
the data is published or not and are, therefore, indifferent about
(Of eourse, reports from
all 2,600 stations wonld not be necessary.)

Who should provide the information! The commonest opinion,
though not the only one, is that it is up to the stations. As
one important rep expressed it: ‘“Information abont a
should come from the medium itself. It should nc
the back door or from secondary sources. The s
most to gam from the increased business a spot i '

answering requests for information.

nedinm
€om

tion bureau would Dbrirg about. They shonl

-

(Please turn to pa 70

See following pages for other |
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Should agencies or colleges train
timebuyers? Here are some answers

L tell you what's wrong with a lot of young tuucbnyers,*’
<and the excentive of an bnportant rep firm. “fLet me give yon
an exampie: A buyer told we he bought a 50 kw. outlet heeanse
ot ity signal strength and when 1 pointed out that its trequency
was ahbove LS00 kiloeyeles, he gave me o so-what look.

< The wonldn 't admit it but he didn 't know that a 5 kw. on 1330
kilocyeles can do just as well with its signal as o 30 kw. on
1,530 Kiloeyeles, That hoy just didn 't know one of the hasie facts
about his trade. But it wasn't his fault. Nobedy told hin.'”

The prablem of training the thnebuyer has been occupying the
The
growth of television has brought abont expuansion of time buving

thoughts of advertising people more frequently ot late.

staffs with the vesult that Iarge numbers of untrained people
Fave tlowed inta the ageucies. But radio too, though an older
medium than video, i< changing just as rapidly. The impact of
tv, the increasing umnher of stations, the inereasiug speeinliza-
tion of programing, the inereasing use of uational spot has pilted
greater buvdens on the buyer ot radio, has demanded greater
knowledge of hnn,

Frank L. Pellegvin, partuer in 1T R Reps aud IR Ty, Ine.,
highlighted another problem:

““There s a lot of turnover among timebuyers, I think one big
reason s low pay. P'm not tatking about the hig agencies. I’m
tatking about the medivm sized ageney that has a small ratio of

Heavy accounting load at agencies
highlights need for central billing

The problem of paying for advertising is one thing the :adman
seldom worries ahout.

But in spot radio and, to a lesser exteut in spot tv, it has be
come a real headache. This is not a reference to agency eredit
risks. The U.S. advertising ageney is as good a credit risk as
you'll find anywhere,

The issae is, plain aud simply, that the paper work invalved in
billing and accounting operations has piled np to mountainous

roportions,  Not only arc there more stations and more spot
msiness, hut there are more ways of buying spot radio., more
discaunuts, more speeial buying plans.

Thix hax not only slowed up payment to stations but put a
Vigger load on time buying departments who must cheek station
mvoiees, not so nuch to sce that the money figures are correet
art to make sure that what was ordered was run, In many eases
1 same elient pays one station via more than one ageney, which
means that ageneies nust get together to tote up discomnts and
nitke sinre the elient gets the maximum discount possible.

The probiem has beeome aente enongh ta spawn a fear that
some <maller ageneies woubl rather recommend network or an.
other medinm, rather than suddenly impose a heavy load on its
accounting department to pay for, =gy spot radio saturation

aupnign, This, it is felt, may happen in agencies to whom spot
radio 1s an oceasional thing,

30

radio-ty hillings or a small agercey that just duesn’t assigu cnongh

nnportanee to time buying. But even among the big agencies
rou'll find sometimes the attitnde that time buying is just a
stepping stone to what is considered a more glanorous job, like
client contact or tv production.

“+ More intensive training ot timebuyers will raise their pro
fessional status, give the job wore prestige. It's true there are
plenty of timebuyers who have a lot ta say about advertisigg
policy bnt print still has an edge. Tv is glanorous now so
But in the iuner
couneils, radio’s voice wonld Le stronger if there were mure well

doesn 't suffer from any lack of emphasis.

trained timebayers. This applies to spot radio especinlly.”

Pellegrin’s proposil tor a eonrse on time buying has Leen in
corporiated in the upeoming series of 13 lecture-lnncheons ta ke
given by the Radio and Television Exceutives Society. Tt has
been combined with a proposal tor a similar course 1 time selhing
by Claude Barrere, Eastern director of tv at BMI, who i~ in
charge of the project. Barrere has lined up a number of pronm
nent speakers (there will be a least two speakers at each luncheon
froint ageneies, advertisers, stations and networks.
will begin 26 October, ¢nd 2 February.

RTES seut out a questionuaire hefore the course wias decided
upon to find out what advertising people would waut in a cours

The course

(Please turn to pagr <)

Stations, too, come np against the blnnt fact that their bl
ing elerks aren't infallible. The errors that result at the station
inveice level not only held up payment to the station hut put an

additional load on the agencey.

More than one accounting mamn has said to himself: ** There
must be an easier way to do this.'’ And a number of people
think there is: o national centrahized hillings operation or clear
ing house, which would take over completely the operations of
sending ont mvoices and paying stations,

A specific proposal along this line has come from Reg Rollinsen
of Station Representatives Association.  PPut outr about u year
dgo, the plan would work ax follows:

The ageney, after elearing announcement availabilities and
thme with the stations or representatives, would issue an order %
the Clearing House, hsting all the stations for its Super Soap
schedule.  The Clearing House, in turn, breaks this arder down
by reps and sends a confirmation ta cach rep. Shortly after re
ceipt of the order the Clearing llause hills the ageney for th
<t:ations bought for the Snper Soap schedule. The ageney pays
one cheek to the Clearing Ilouse for the schedule.  After the
Clearng House receives siffidavits of pertormanee from each st
tion running the Super Seap announcements, it breaks the sched
ule down by reps and sends each rep a cheek covering the

Please tirn to page H0)
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Agencies want standard availabilities
form to speed buying of spot campaigns

Nubody expeets the standard availabilities form to revolutionize
the buying of spot radio but the common use of sueh forms is
aconsmummation devoutly wished by many time-buying exeentives.

When the presure is on during the buying of o saturation
schedule the lack of such forms slows down ageney bhuying and,
in some eases, may result in a station being Dby-passed simply
because there is not enough time to process the vaviety of avail-
ability forms sent in by reps.

In a particularly important spot radio campaign, when speed
1s important, ageneies will etther send out themr own forms to be
fitled in or copied by reps or will dictate the form the availabili-
ties seliedule is to take.

In one sneh ease a large advertiser told its ageney to abso
lutely ignore any schedule of avatlabilities that did not eonform
with its ukase. In this particular ease the elient asked for pro-
gram logs marked up in a particular way.
question was big and sudden.)

(The ecampaign in

One of the problems in setting up a standard availabilities
form is that ageneies don’'t always agree on what type of form
is desirable., One of the largest ad agencies in the business would
like availabilities marked in such a way that caeli day of the
week is on a separate sheet of paper. Other ageneies prefer one

Single group felt needed to replace
scattered promotional efforts for spot

Among the many proposals to strengthen the usefulness of
spot radio to advertisers is one whieh wraps up all the others
i one bhundle.

There is no one specifie name for this proposal. It ranges
from the simple expression of fecling that the more spot radio
is pushed the more advertisers will learn about it all the way
over to the proposal for a federated Broadeast Advertising
Bureau with independent and competitive network, national spot
and local divisions. (See editorial in sPONSOR, 20 September
1054.)

A ecommon thread running through all these idcas is that the
various plans to strengthen spot radio—and that includes a
spot radio information burcan, pushing cfforts to train time-
buyers, a central billing organization, the Crusade for Spot
Radio, ete., should have a single, eoordinating point or group.

Tt is argued that spot radio promotion is too seattered and
it is pointed out that when an advertiser or ageuey looks for
mformation and advice on spot radio he should find it from
one outstanding souree. At present, the advertiser can go to
BAB or the Crusade for Spot Radio or the reps.

The proposal for a federated BAB grows out of a long-
standing Delief that BAB, as presently set up, eannot be specifie
| cnough in its presentations. This proposal has been given im-

petus by the knowledge that the new Television Burean will he
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large sheet with days of the week shown vertically and hours of

the day shown horizontally. This latter method is, in offect,
program log, and is popular with timebuyers beenuse the avail
abilities picture is evident at a glanee. Most timebuyers agre
that the code of color checks, nsed by some rveps, is helpful, A
green eheck, for example, would indieate a program is availalle
and, similarly, other colors would apply {o partieipations, min
ntes, 20 seconds and I1.D.'s,

The reps, while they appreciate the agencies' problem, are not
overly-enthusiastie about the standard availlabilities form. The
contend it would dampen selling and promotion. The larger reps,
who often go to great tronble aud expense to print up distinetive-
looking material on availille shows and announeement plans, tfeel
that a standard form would tend to bring all rveps down to 2
dead, even level in the cyes of timebuyers. One of the top reps,
who has his own standard form, will not mail it to an ageney
It will always send a salesman over with it. After all, the reps
say, we are salesmen, not information-gathering agencies,

Reps also eontend that the talk of demand for a standard avail
abilities form is exaggerated and that a good timchuyer doesn’t
need suchi a form. The agencies answer that while {he veteran
timebuyer may not need it, it is important for the lower-echelon
* K Kk

and inexperienecd people i media departments.

set up ou a tederated basis. The TvB 15 a merger of the spot tv
philosophy of the now-defunct Television .Advertising Bureau and
the all-industry plan of the NARTB.

Proponents of a federated BAB agree that BAB has done an
execllent job in pointing up the value of radio on the loeal level,
But, sayv these proponents, when BAD makes a presentation to a
national advertiser it eannot use hard-hitting material to prove
the value of spot over network or viee versa.

A federated BAB would have three sections, each of which
would be virtually autonomous. The director of cach division
would have a good deal to say on the line taken by his sales-
men. There would be a top man for BADB, of course, te see that
each division follows poliey set forth by the BAD board. He
would settle disputes, administer the bureau and Dbe closely in
volved in general radio promotion.

The federated BAB proposal is too new to have eaused mucl
debate in industry couneils and it is not yet clear how muc
support it will have. However, federation spotlights e
unanswered questions.

The biggest question—and possibly the only important
is: Will it work? Or, to put it in another way, is d
promotion sctup with different divisions selling
another a praetical idea‘?

(DPlease turn to page 94)



NEW SHOW

Maxwell House Instant bought °‘December Brnde'™ on
CBS TV for its family appecal potential. |It's story of
widow who lives with young couple

:“'___*'-'L L W
F i%», ’. ‘ Z:q

CASUALTY

Red Buttons was dropped more because company felt
it did not appeal to right family audience than
because iatings fell

—

VETERAN

"Mama"' has been on CBS TV for Maxwell House for
jears. Firm may be secking to duphicate same kind
of family appcal in jts new show

Maaxwell Hoi

Number one instant coffee is oulsl:nf

Somelime thi~ month you mav fmally decide to order
those choice tv amouncement spots you have been plan-
ning to buy only to find (11 they are no longer available,
(2) wo announcement time at all is open, at least for a
few days.

If this happens it may be because your markets have
fallen into the path of an advertising lurricane launched
by Iustant Maxwell House Coffee, The brand has been
adding new dimensionx to the spot saturation technique—
the best description of it coming out of General Foods.
where they fondly call their ad blast the “blitz.”

There is nothing radically new in attempting to saturate
a market with an adverticsing campaign. But few campaigns
in recent vears have produced anything like the comment
among broadcasters and coffee people created by Instant
Maxwell House's sweeping efforts. Wherever vou go. whent
the subject of spot saturation crops up. the first name men-
tioned is usually Maxwell House. Because of the success
of the Maxwell House *!litz" thix past Julv. sroxsoR
learned that the company plans another round--to break
soon.

Aware that the Instant Maxwell House success story was
of great interest to admen, sroxsor sought to enlist the co-
operation of General Foods in a study of its approach.
Although General Foods readily admitted the nature of the
“blitz” and was proud of its number one position in the
instant coffee race. its officials would reveal no details of
company policy or practice.

Despite company reluctance, sPONSOR has heen able to
piece together a considerable part of the Instant Maxwell
House story. It was possible to establish the following:

1. The blitz" has been extraordinarily heavy. averag:
ing about 230 tv and radio spot anmouncements per market
during a three-day period.

2. Sales resultz were tremendous.

3. The “blitz”" will be repeated.

sporsoRr discovered. for example, that in Boston more
than 1.000 radio and 330 tv announcements blanketed the
market for a period of two weeks thi= Julh. Several peo:
ple in a position to know company reaction said the cam
paign was considered highly successful.

In Syracuse. $PoNsOR found. an am station this Jul, car:
ried a threc-day schedule of 115 announcements. In Dal-
las six radio stations pounded awayv with 252 announce
ments for a similar period. while three tv stations aired 83
1.D.s.

In tv alone, sroxsor estimates. during the July cam
paign some 910 announcements were carried by 32 sta-
tions. while about 60 radio stations shared in approximate-
Iy 3.250 announcements,

The intensity of these concentrated drives can al=o be
scen in the budgets spent in particular markets. In the

SPONSOR



jes ne v and the spot itz

njle of short-term saturation on spot tv and radio

Denver three-day drive, for instance, spoxsor found that
about $4.700 was spent for tv and radio alone. Support-
ing ads were run in addition in five newspapers.

These figures indicate the nature of the powerful cam-
paign that hit about 18 representative markets throughout
the country beginning generally on 21 July 1954. In most

cases three-day barrages were laid down; in some areas. as

in Boston and Worcester. the campaigns lasted about two
weeks.

How well does the saturation approach rate? Here'’s
what a Maxwell House official said concerning a Philadel-
phia campaign of September 1953. spoNsor learned: “You
can use any superlative you want in describing it. It was
a huge success that generated enthusiasm in our customers,
sales people, and even had the competition talking about it.
It turned the coffee into the fastest moving product in the
business.”

Saturation broadcasting tries to accomplish two things:
fo reach as large a percentage of the viewing and listening
audience as possible; and to stimulate quick buying
through hard-hitting, repetitive sales messages sometimes
based on a ““special.” When you consider that in the case
of Instant Maxwell House’s July campaign there were sta-
tions which had to turn away some of the account’s billing
because there simply was no more time available, you can
see how seriously General Foods takes the concept of high
audience penetration. In at least one case SPONSOR learned
a station was unable to take on more than two-thirds of the
billing requested via the agency. Benton & Bowles.

Saleswise. these heavily financed campaigns do not rep-

BLITZ INTENSITY

There have been saturation campaigns before,
but few if any to top the Instant Maxwell
House 21-23 July tv and radio spot push.
Where?—ahout 18 markets in the East, Midwest,
South-Soutliwest, Northwest.

Number of (v stations ... - 32
Number of radio stations ... . GO
Total tv spots ... . R — 940
Total radio spots ... . . 32350
Average (v spots per market ... __ 32
Average ti spots per station e e 30
dverage radio spots per market . . 180
dverage radio spots per station ... >4
Most tv spots on one station ... .. 65
Most radio spots on one station . 1135

(All figures are approximate.)
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BLITZ RESULTS

Does saturation teclinique work? After the 21
23 July ¢“Dlitz’’ company representatives, dealers
and station men all agreed that Maxwell IHouse
had seored heavily, both immediately and for the
long pull. Grocers’ shelves, stoecked for the hlast,
were swept clean bLefore it ran its course. The
following statcient by a Maxwell House official,
referring to an earlicr drive, is a vivid testhnonial
to the power of this kind of advertising:

““You ecan use any superlatives yon want in
deseribing it. 1t was a huge suecess that gener-
ated enthusiasms in our customers, sales people
and cven had the competition talking about it.
It turned the coffee into the fastest moving
product in the business.’’

Another ““blitz’" is on the way, soon.

resent the company’s desperate effort to forge ahead in the
instant sweepstakes. As its competitors know, Instant Max-
well House has already reached the exalted position of
number one in the field. For some time it has led all its
rivals by a comnforting margin. The “blitz” seems designed
rather (1) to hold on to leadership in those markets where
Maxwell House is already number one, (2) to increase an
already big share of the instant market, (3) to wean new
customers away from regular brands.

It is generally admitted that the Instant Maxwell House
story is one of outstanding success. But the full extent of
its leadership in a highly competitive field is not appre-
ciated until a closer examination of its position is made
with respect to both other instants and the coffee industry
as a whole.

General Foods, although unwilling to talk figures or
specific markets, will agree that Instant Maxwell House is
unquestionably in number one place nationally. Confirma-
tion is to be found in a number of newspaper market
studies of 1953 and 1954. For example, the 1954 edition
of Consolidated Consumer Analysis, which covers 19 mar-
kets. shows Instant Maxwell House holding first place in
17. Surveys of smaller areas show similar results; witness
the Salisbury (N. C.) Post, which found last July that the

(Please turn to page 1106)
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Does vour commercial

want {o huy?

Wllvu the research bovs put radio

and (v commercials under the micro-
<cope, they commonhy focus on find-
ing out two things: ta)r what the con-

~umei remembers about the commenr-
cials and (b1 to what extent the con-
~umer believes what is said.

I the former case. the idea is that
no commercial can be effective unless
the consumer remembers clearly what
it's all about. A big flaw here i< that
even if the consumer does remember a
sales point, iU's no proof he believes it.

In the latter case. the idea is that no
commercial can he effective unless the
consumer is convinced the sales points
are logical or truthful. A big flaw here
is that the consumer does not always
know the real reason why he buv< a
product.  Emotion, not logic, is often
the deciding factor.

=0 the rescarchers (while not toss-
ing overboard the use of rememhrance
and  Dbelievability  data) are turning
more to the probing of sales effective-

ness of commercials. Never mind
whether the housewife remembers from
a video commercials that only Hausen-
pfeffer pickles come wrapped in char-
treuse foil. The question is-——does she
go out and buy lausenpfefler pickles
because of the wrapper color?

The zearch to find out what commer-
cials will actuallv motivate people to
buy the produet advertised is behind a
new technigque developed over the past
three and a half years by Schwerin
Rexcarch Corp.

The effort to measure =ales effective-
pess in commercials is not new. The
Daniel Starch organization, for exam-
ple, came up with a method a couple
of vears ago (see “10 ways to improve
vour v commercial.” spoxsor, 30
June 1952). The Schwerin people be-
lieve, however that their technique of-
fers certain advantages over previous
efforts.

Before going into the whys and
wherefores of the new Schwerin tech-

Carefully chosen sample gathers in theatre. Before and after exposure to commercials, audi-

ence takes part in drawing for products,

Each person indicates brand he'd like to win

[ X

§

ke ﬂlelll |

New Scehwerin test seeks (o answer that

question with novel win-a-prize approach

nique, let's see how it works:

It is first of all an outgrowth of the
familiar Schwerin method of attraet-
ing a roughly representative sample
of about 350 people from the metro-
politan New York area to a private
theatre and exposing this captive audi-
ence to commercials and programe.
On-the-spot reactions concerning re-
membrance, believability and like-dis-
like factor= are the raw material out
of which Schwerin diagnoses commer-
cials and programs and recommends
cures. where necessary.

To this setup. 3chwerin ha- iiow
added an ingenious win-a-prize gime
mick. Upon entering the theatre each
person is handed two numbered tich.
ets. one of which he deposits in a bhox.
Alter the audience 1s seated, the test
director gives a short talk. accompa-
nied by colored slides. to orient audi-
ence members and make them feel at
home.

Then the audience is told there will
be a drawing for a prize. (In the di-
rect mail which is used to corral most
Schwerin audiences. the prize offer is
an important element. |
dent has a checklist.

Each respon-
Let’s cav an in-
stant coffee commercial is going 1o he
tested. The checklist will contain, may-
be. five brand names. (See caption
no. 4 on page 35.) The respondent i
asked to check one brand and to make
sure he will pick the brand he really
wants or would bny. he is told that the
prize conzists of a year's supply. The
drawing is held before the commercial
iz shown.

The commercial 1o be tested is then
shown. either in the advertiser’s own
show or in a special control program
used regularhy by Schwerin.

Following this. the audience is im-
mediately given a free response. or un-
aided remembrance. test. Respondents
are ashed to write down. on a form

( Please turn to page 119)
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Effect of advertising is isolated from other factors

S?e'nq*l'h of
pEreseptation

Special |
| Otfers

Commercial
Efficiency

1. Advertising's influence on customer can't be isolated in store be- 2. Most commercial testing evaluates strength of the presentation,
cause of many factors acting on customer (like above), Schwerin or how well does the idea get across, New Schwerin technique stud-
Il feels. He therefore sets up situation in Schwerin test theatre which ies the sales idea as well on the theory that no matter how effective
. measures sales that would be made if advertising were only factor. the presentation you won't sell if the idea doesn't motivate consumer.
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{Total remembrance 42% higher for B}

b3

. 3. For example, brand B's commercial above produced 42% higher 4. Heart of test is a drawing for products, one of which is under
ﬂ remembrance than A's. |ts presentation was "better.” But A made test. Test audience learns one person will win big supply of product.

many more people want to buy. One of its sales ideas, fact that brand Each person checks name of product he would like to win. Then audi-
. had been proved by experiments, hit harder than all of B's sales ideas. ence sees program with commercials for test product, chooses again.

Lommercials Having Little
- or No Positive Effect

% Choosing ™
Pre
Post D

ﬂ-““"F“ —e

-

e » | Toothpeste QM Aoriicnce
.. q Pa

Pre-Thoxe

3. The drawings before and after program are like a sales situation 6. The rosults vary. In cases above commercial does not increase
in a store. Subjecis know they can win substantial amount of mer- people preferring test brand. Or it may turn people away irom
thandise so they check the brand they prefer as if they were buying. brand. Audience doesn't realize what its pre-choice and post-choice
After commercial, change in response, if any, can be measured. of brand signifies so response is good index of reaction ‘o product.
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Sponsor can learn swwhich of his commercials is best

PPresChojce Used /AS
gontrol | Factora

% of Sampke Ditberence betwees
(hoosing Product Pre « Post
S — F e,

Contistency with Repeat Tests
of . Same._ Commercial

% of Women (hoosing
o Q) ¥ Dt

) ) e @c;
R+ K

7. Slide above shows cases where exposure te program and commer-
cials made more people want test product. With this technique
sponsor can tell if commercial creates desire to buy. He can also
test one commercial against another to find the best approach.

"yiq d(sbns made by
| average shopper—

EY1Y 4 betore crtein stre

10F B8

(5,200 worien buying 67,890
('mrms n 2%0 su:rmrke) Du Pont 1954

. Schwerin avoids hazards of testing before or after buying through
his coincidental technigue. Pre-tests are difficult because shopper
makes up mind in store 709% of time. Testing after exposure to radio-
tv is hard because people forget 609, of what they learn in one hour.

hoising -
Pre

In Show B | tn Show A - -
" Particspating
(Same Program Type) Spot

Responses per
| 100 Persons

11, Influence of program on commercial effectiveness is shown above.
Audiences weren't sold when commercials were in shows A and B. But
buying jumped when commercial was seen as part of a participation
program. In show A commercial actually had a negative reaction.

36

8. Repeated testing of same commercial before different groups
produced consistent results. That's good indication results are sound.
In three tests of beauty product 389c of women chose brand before
seeing commrcials. Gains were consistent as you can se¢ &bave,

Céreals
Iwo Lommercial Lengths

60" Commrcial
. ANBRA
Hriponses per

DD Children

Mentions of
Video Elements:

10. Technique was used to compare effectiveness of 90- and 60-
second versions of commercial aimed at kids. Long commercial pro-
duced greater remembrance; short commercial created more desire
to buy. Longer commercial runs one 30-second film sequence twice.

3% of Time Devoted to:

Positive story
about product

Old-Fashioned way

12, In commercials tested above time devoted to positive story
about product varied. Commercial which spent least time falking
negatively about advantages over old methods was most effective.
You can’t generalize about all copy from this and other cases cited.
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Three years ago, Sweet-Orr & Co.
bought its first radio show. Although
Sweet-Orr had Dbeen in existence for
some 80 years. and radio had been
around for at least one-third of that
time, the two had never been formally
introduced before 1951.

Today, Sweet-Orr is spending an
estimated $100,000 a year, all of it in
spot radio and television.

Is the men’s work clothes manufac-
turer glad it made the acquaintance of
the air media?

“Yes,” says Clinton W. Sweet, chair-
man of the board of Sweet-Orr and a
grandson of one of firm’s founders.
l"‘We feel radio reaches consumers in
{ our largest markets more effectively
than any other medium. It allows us to
achieve consistency in advertising at
a minimal cost.”

Although the firm guards sales fig-
ures closely, Sweet adds, “We’ve no-
ticed business has improved steadily
since we began advertising. And we’ve
had quite a few favorable comments on
our air schedule from dealers as well
as customers.”

Sweet-Orr’s 1954 radio schedule has

0 A

case history
i

-

consisled of a series of 13-week one-
minute announcement drives in its key
Eastern and Midwestern markets. The
present campaign encompasses 12
cities. began 1 September in eight mar-
kets. two weeks earlier in the other
cities. Television thus far has been
confined to the New York area alone,
where Sweet-Orr products are distrib-
uted in 1,800 retail outlets. It takes
(about half the budget, however, to
cover the tv in New York alone.

When Ed Ratner, radio-tv director
of Friend, Reiss began planning Sweet-
Orr’s first air cammpaign some three
vears ago, these are the factors he had
to consider:

e Although Sweet-Orr had distribu-
tion throughout the country. it was
stronger in some areas than others.
This uneven distribution pattern meant
a network effort would represent waste
| circulation,

|* Sweet-Orr’s line of heavy-duty
pants. shirts and jackets are worn by a
variety of customers ranging from
truck drivers and factory workers to
the do-it-yourself crowd. Sweet-Orr

(Please turn to page 98)
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How Sweet-Orr
translates trademar
o Spot campalon

1009, of company’s over-all ad budget goes

for spot drives in its key sales markets

R—— £ J "‘II i | A
) e iy
.?’-‘ '):
Dealers’ signs were once main promotion effort ' 4
“: Now Sweet-Orr uses conuncreials with tug-o’-war theme, firm’s I'
8 trademork. Transeribed pitches are set at fairground, enact =
;g strugale between six men {rying to rip apart Sweet Orr pants l',
' ,




3RD AND LAST OF A SERIES

sroNsok writer Kcoith Trantow visited St Louis :and
Potroit sgeneies on the fast two faps of his

G837 mile aivphrue trip aervoss the UWS0 (seé map),
oy storivs ou fist three agencies  see $PoONsok for

voSeptentber, page S0, and 200 September, page 37
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Bozell & Jacobs
DENVYER

Marshall Roberigon ~ ST-LOVIS ‘
Advertixing Gardner Advertising I

<

St. Louis, Detroit agencies are as

different as milk and machinery

by Keith Trantow

GARDNER ADVERTISING

Test kitchens and a Homemakers Panel are utilized

by St. Louis agency for its big food accounts

I"rom 1933 to 1948 one of the national radio favorites
was Tom Mix and hiz Western Straightshooters. The
man behind the radio serial for youngsters was Elmer
G. Marshutz, who in 1933 was an account executive at
Gardner Advertising Co.. St. Louis.

The year after he got Tom Mix on the air, Marshutz
was elected president of Gardner which was then billing
about $2.25 million. Todav he’s still president, but bill-
ings this year should reach $20 million. of which 139
is in radio and tv.

I was in Marshutz’ spacious office and he was telling
me about how he got Toni Mix on the air.

“I left my own ageney to join Gardner as account
exccutive on the Ralston-Purina account in 1928.” he
said. “One of my toughest jobs was selling hot cereal
to kids. If kids wouldn’t eat it. their mothers wouldn’t
buyv it. Well. in those days Tom VMix was tops with kids.
I thought it would be smart to use this living hero
comie-strip advertising.”

Marshutz signed Vix up. making him the first living
person to be featured in comic-strip advertising. But
putting Mix on radio posed a problem.

“Tom had a reconstructed palate: he wax shot in the
Spanish-\merican war. And the minute he came over
the radio- why. it was awful. i~ name was glamorous
but not his voice.

“So we had to get a ‘double’” for his radio shows and
do you know that every last line on that show spoken

(Please turn to page 100)

38

CAMPBELL-EWALD

World’s largest-selling automobile, Chevrolet, is

best-known account handled by Detroit agency

(jampl)ell-E\'vald Co.. Detroit. was the last of the five
agencies 1 visited. It's about as big in billings as &
combination of the previous four agencies 1 had seen ¢n
my cross-country trip. Last vear it billed an estimated
531 million with about $8.5 million in tv and radio.

| carried awayv the feeling that Campbell-Ewald is a
conservative company. The agency seemed quiet. like a
library; orderly. like an insurance office.

My contact at Campbell-Ewald was L. T. Robinson:
viee president of the agency. lle's been with Campbhell-
Ewald 32 vyears. until recently as copy director. Now
he handles other executive functions.

“There’s a solid. stable core of oldtimers here.” Robin
son told me. “About 61 of our 411 employees hay
worked here more than 10 vears—although about ha
of thi= number are in clerical capacities.

“Yet we have an active young group of emplovees.
too. who lend ideas and vigor to the organization.™

I told Robinson that some of myv New York advertising
friends thought Campbell-Ewald had a reputation for
being a black-and-white media agency.

“I'm afraid vour friends are wrong.” he answered.
“We've never looked down our nose at radio or tv. Of
course. in vears past. we have had a greater volume of
printed advertiing than radio advertising, In the past
we didn't use radio heavilh as many of our ae
counts- -we're very heavy in the industrial and manu-

factured goods field. as vou know—didn’t seem suited

(Please turn to page 108)
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DIER ADVERTISING

Markets & media: Warren Wratky, media dir.; G, II. Shiclds 111, v.p.; Trantow,
and Chas. Allen, v.p.-merchandising, discuss markets. Pielure at right shows

Wiliam Fisher, v.p. § radio-tv dir.; Trantow, and Jay Kacin, asst. radio-tv d

Elmer Marshutz (right), Gardncr
president, rclates some of
ageney’s history to Trantow

Sound & sight: Bill Brown. Purina hlls
radio-tv ase; Paul Visser and Lloyd Clay,
regional a'e’s, and Trantow check Purina

commercial. Right picture: Trantow, Rudolf

Czufin, v.p.-art, William Spencer, v.p.-copy,
look over tv storyboard, packages

Chevrolet is key account at Campbell-Ewald. Although
most active in print media in years past, Chevrolet now
18 spending increasing amounts in radio and television

Vice President of Campbell-Ewald, L. T.
Robinson (l.), tells Trantow about agency

Radio-tv director,
Phitlip McHugh (l.),
was elected v.p. a few
after SPONSOR S§j

him. MceHugh

g




PART 5

M THROUGH o

Sponsor Services Ine.

Is your tv knowledge too specialized? Read

SPONSOR’s dictionary to fill in the gaps

The 'I'v Dictionary/Handbook for Sponsors has evoked great in-
terest among agencymen. hroadeaxters, fihn production executives
—even ASCAP members.  Letters requesting the dictionary
book form have been coming in by the dozens,

Ahmost anvone speeializing m one branch of the radio-tv field
welcomes the opportunity to fill m with general information on
other facets ol the mdustry. The Tv Dictionary provides such
general data ax well as defining speeifie terminology. It was com-
piled by Herbert True, advertising assistant at Notre Dame with
the help of 37 consultantz and contributors within the industry.
The names of those who helped him have appeared with previous
mstallments of the dictionary in sroxsonr ixsues.

ter represents a microphone used in a
telephone system.

M (continued)

MENTAL SET Expected attitude of an
individual which helps to predetermine
the type of response to a particular
situation. (See Research.)

Carbon Microphone A microphone which
depends upon the variation in resist-
ance of carbon contacts for its opera-
tion.

Condenser Microphone Microphone

MERCHANDISING The planning in- . Lo .
b . which depends upon variations in elec-

volved in marketing the right mer-

chandise or service at the right place
and time, in the right quantities and
at the right price.

METER Research sampling technique
using a fixed electronic meter in homes
to determine share, average and total
audiences: used by Nielsen. (See Tv
Ratings for other data.)

MICROPHONE A device whereby sound
waves produce substantially equivalent
electric waves. A telephone transmit-
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trostatic capacity for its operatior..

Crystal Microphone Microphone which
depends on the generation of an elec-
tromotive force by the deformation of
a crystal having piezoelectric proper-
ties for its operation.

Dircction  Microphone A microphone.
the response of which varies with the
direction of sound sources.

Lapel Microphone A microphone at-
tached to. or on the lapel of a coat.

Moving-Coil Microphone A microphone
which depends on the currents which
are set up when a coil of wire is moved
across a magnetic field.

Ribbon Microphone A moving conduc-
tor microphone where the moving con-
ductor is in ribbon form which serves
as the moving acoustical element.

Undirectional Microphone A microphone
responsive to sound from one source.

Velocity Microphone A microphone
which is responsive to the particle ve-
locity from the propagation of a sound
wave through an acoustical medium.

MICROWAVE Tv relay from mobile
unit to studios or in connection with
coaxial as Nashville to Louisville.

MIDDLE BREAK Station identification
at about the half-way point of show.

MIDDLE GROUND Refers to middlé
portions of playing area of studio or
set as contrasted with foreground or
background.

MIKE BOOM A mike on long telescop-
ing arm which may be extended or
retracted, swung in a wide horizontal
arc and raised or lowered.

MIKE HOG Talent that manages to
edge coworkers away from mike.

SPONSOR



MILK 11; To exhaust or extract every
possible bit of humor or pathos out of
g seene, sliuation or line of dialogue.
{2) “Play to ihe live audience.”

MINIATURE Small models of houses,
clties, automobiles.

MIST SHOT A tv shot or still photo
thai is taken through gauze or with
lens oul of focus to achieve soft or
blurred effect.

MIX 1) Optical. Gradual merging
of the end of one shot into beginning
of the next, produced by the super-
imposition of a fade-out on to a fade-
in of eqgual length. (2) Sound. To
¢ombine sounds of several soundtracks
for purpose of re-recording them on
new brack.

MIXER Technician controlling the
sound recording on the scene of action,
ir1 the studio or on location, who is
respansible for placing the microphone
and spund recording apparatus.

MOB SCENE Group of performers
sorving as a crowd background saying

“hobhle-gobble,” ‘“no, no!” or ‘yes,
veg!
GomeLE YES goeaie

MOBILE UNIT Field television equip-
menil mounted in trucks, and/or trail-
ers, generally used for sports, special
events and other shows not picked up
in studio,

MOCK-UP  Pacsimile photostats or
replica of products or container to be
displaved on tv show, usually actual
size of product.

MODEL (1) Miniature, cardboard rep-
lica of a scene or set made by art de-
parbment, usually for purposes of ex-
periment or discussion before the flats
and act are finally constructed full
sl2e ‘and set up on the studio floor.
{21 Miniature model made to be used
in the actual telecasting of a show in
 #tich a way as to give the illusion of
being a full-sized construction,

MODEL SHOT Shot in which models
are used. For example, when small
mode]l ships floating in a studio tank
| would be shot so as to give the illusion
| f real ships at sea.

MODELING LIGHT A light source so
placed and of such intensity as to
bring out the contours and volume of
| & subject. Opposite of flat light.

MONITOR Television receiver in con-
trol room or sponsor’s booth used to
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check the progress of the show and
how action on the floor is coming over.
By use of several monitors director can
anticipate progress of show.

MONITORING (1) Technique of con-
trolling picture shading and other fac-
tors involved in the transmission of
both picture and sound, and it usually
occurs in the control room and’or at
the transmitter. (2) To check show or
spot content and transmission with
on-the-air pictures.

MONOCHROME The transmission of
a tv signal which can be reproduced
in gradations of a single color only,
such as the first tv pictures which were
black-and-white. (See Special Color
Section.)

MONOPAK Film stock of several emul-
sions combined together; each is sensi-
tive to a certain color.

MONOSCOPE Tv camera tube or slide
which contains a simple picture or pat-
tern used for test purposes.

MONTAGE Impressionistic assembly
of short scenes or shots designed to
bridge a lapse of time or forcibly de-
velop a plot situation by briefly indi-
cating the passage of events within it.

MOOD MUSIC Background music to
establish or intensify the mood of dra-
matic action or scene.

MOS (Mit-out-sound) An expression
used instead of saying silent shot.

MOTIVATION The reason or appro-
priate cause of a given event, whether
inferred or in lines or action.

MOVIOLA Special machine used by
editors for viewing film in small size.

MR.-AND-MRS, SHOW Married or
non-married couple gossip or gab show.

MST Mountain Standard Time.

MUGGER (1) Person who insists on

working too near camera or mike. (2)‘

Comedian who uses facial antics.

MULTISCOPE An opaque slide.

MURAL Photographic enlargement of
set or scene used to give impression
that the scene actually exists in studio.

MUSHY Meaning the sound is all
right, but microphone’s pickup is poor.

Dictionary Hundboolk: il

be reprinted in boolk form

After the complete Tv Dictionary landbook
fias appeared in installments in regular
Issttes of sPONSOR it will be reprinted in
bool: form. The book is designed Jor your
convenience as a reference; cost is 82
each. You may reserve your copy now
by writing to Sponsor Services Inc.,
40 East 19 St., New York 7.

MUSICAL (1) Type of light entertain-
ment show containing considerable
portion of music and dancing. (2) Tv
equivalent of a musical comedy.

MUSICAL CLOCK Type of musical
program with visual multiscope news
pattern. Part of test pattern and clock.
Music background frequently inter-
spersed with film commercials.

MUSICAL CURTAIN Music used at the
end of a scene skit or a play as finale
or curtain.

MUSIC ROUTINE SHEET The listing of
the musical numbers, acts and names
of action on a non-dramatic show in
sequence.

MUTE NEGATIVE Picture negative of
a sound film without the soundtrack.

MUTE PRINT Positive film print of
the picture part of a sound film with-
out the soundtrack.

35 MM. Standard motion-picture size
film, 90 ft. to the minute, 30 ft. to
chainbreak. (See Film Information.)
Anything under 35 mm is referred to
as substandard film.

16 MM. Small size film currently be-
ing used for most film commercials
and kinescopes in tv and about one-
third as expensive as 35 mm. (See
Film Information.)

N

NABET National Association of Broad-
cast Engineers and Technicians. Usu-
ally tv cameramen, some soundmen
and light technicians belong to NABET.

NABAT National Association of Broad-
casters and Telecasters.

NAPA National Association of Per-
forming Artists.

NARTB National Association of Ra-
dio and Television Broadcasters; the
industry’s radio association, including
85% of tv and radio broadcasters and
the radio-tv networks.

NARTB CODE Code promulgated and
subscribed to by the members of the

(Please turn to page 122}
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How low @

fetwork

radio prooram costs?

They 've reached a plateau-peint in general

though some shows are higher this yvear

.’ ust how low is the price tag on net-

work radio programing today? In the

effort to keep up with television’s rise

into the Inonetary Stl'alusphere admen

frequently lose touch with network ra-

dio costs. The hst starting at right
spells out network radio’s low cost, giv-
ing vou the talent-and-production price
on every spousored show in network

radio through presstime.

HIGHEST-PRICED SHOW

Lux Radio Theatre

co5 g5VE
L LIV JJ_'

PP

AN i

AVERAGE PRICE
OF WEEKLY HALF-HOUR
QUIZ OR GIVEAWAY SH(
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In general network radio costs in the

past two years have lit a stable level
though a number of major shows have
continued to go down in price. Jack
Benny iz now down to 811,000 gross
weekly from 1953’ §16,000. Gene Au-
try ran $9.500 last vear, now stands
at 35.000. Meet Corliss Archer 1+ down
from £3.0650 to £3.200.

There are exceptions. however. to the

AVERAGE PRICE
OF HALF-HOUR DRAMA

AVERAGE PRICE
OF WEEKLY HALF-HOUR
ADVENTURE OR WESTERN SHOW

$3,750

AVERAGE WEEKLY PRICE
OF QUARTER-HOUR
DAYTIMNE SERIALS

D m— — o—y — — —— — p—

general downward or leveling patter
Gunsmole stood at §2.875 last ye
1> now 83.230: Edward R. Murrow a
the Neus has risen £3.000
£6.250 weekhy,

In point of number. soap operas
still hold the lead a- the mo~t numeT

from

ous type of <how on the radio net=+
there are ~ome 25 of them. Of other
program t\pes. and com-
mentarics come in for high sponser
popularity. Nine quarter-hour
news strips are bankrolled by individ-
ual sponsors at an average cost of
£2.895 a week. aud eight weekhy quar-
ter-hour programs at an average price
of §935 per show. In the five-minute
news category. the heaviest user, 8. C.
John=ou, peppers MBS with nearly 30
such periods each week at a time and
talent cost for the package of $23.000.
Among others, Chevrolet and Longines
bankroll several five-minute newscasts
weekly on CB> at an approximate tak
ent cost of 8550 each.

Other leading show ty pes on network
radio shape up this way: nine musical
shows. seven (uiz-giveawavs.

newscas=ts

oo,

seven
(Please turn to page 74\

AVERAGE PRICE OF HALF-HOUR
SITUATION COMEDY

AVERAGE PRICE
OF WEEKLY HALF-HOUR
MUSICAL SHOW

The average price figures con 1

tained on this page were com-

pute !l from the complete list

of network  radio sponsored I

shows starting al right Ex.

chuded from the mathemstical

average of <how~ werr pro- l

srams appesaring simullaneous-

I¥y on radio and televinon |
()

SPONSOR



SYMBOLS:

and production only.
Costs are gross (inelnde 13% agency commixsion
ISimuleast.

B —
R e o A I Sl :

Chart lists only sponsored network radio shows,

COSTS: PFignres refer
to average weekly show costs nnless otherwise speeified, cover talent

They do not include commercials or time eh

TQuarter honr  cost,

fo the client

#1ive-minute

(Costs are based on radio network eomparagraph which appears v oth

ABC Radio sponsored shows

v

WEEKLY
PROGRAM COST TYPE LENGTH SPONSOR AGENCY
= - . - -
Betty Crocker 82.900 Women's service 5 min. 9 wk Gereral Milis D-F-S
Bill Stern $2.000 Sports news 15 min. 5 wk Anheuser-Busch D'Arcy
%7 QR =)+ Morriing sariety I hr 5 wk Rcalemon: Swift: Rockwood—ra- Rutledge & Llilienfeld: JWT
Brpnl.fasl Club .SJ.".)”H- dio> only. Quaker Oats: Phiico Paris & Pcart: JWT: Hutchins
—simulcast
;D,;_ Om’l Roberls Sl.()l)(l Religious 3G min. | wk Healing Waters White Adv.
Edwin C. Hill 82.500 News-commentary 5 min. 3 wk Philco Hutchins
reatest Storv Eiver Told 86.500 Religious drama 30 min. | wk Goodyear Tire & Rubber Kudner
Henry J. Taylor S1.750 News-commentary 15 min. | wk General idotors Kudnzr
Herald Of Truthi 81.500 Religioits 30 min. I, wk Church of Christ Martin & Co.
Hl)lll" Of Deci;sion 82-000 Religious 30. min. I, wk 8illy Graham Walter F. Bennett
.’/ﬁ(‘k Berch 8$2.350 Musical 5 min. 5 wk Prudential Ins. Calkins & Holden
JO’U! W. Vandercook S2.000 News-commentary 15 min. 5 wk (M1} H. J. Kaufman
[ LOIJ(’ Rnnger 85.500 Western 25 min. 3 wk General Mills D-F-S§
i i 3 [ =t Daytime drama IS5 min. 5 wk Vick Chemical: Junket Brand More Int'l. Mc-E
i Modern Romances S3737 o
1Y d“,iy _/)10,.,"‘"101 Head[i"es SI,IOO News 15 min. | wk P. Lorillard Y&R
lonitor Vieics the News S350 News-commentary 13 min. [ wk Christian Science Monitor Walton Butterfield
My True Slory S$1.200 Daytime drama 25 min. 5 wk Sterling Drug D-F-S
No School Today S900 Children’s variety 30 min. | wk Table Prods. Co. Hoefer, Dieterich & Brown
1)I.faship,!gd Reviral Hour S1.500 Religious I hr. 1wk Gospel Bdcstg. R. H. Alber
Pawul Harvev S750 News-commentary 15 min. | wk Belitone Hearing Olian & Brenner
Rervival Time S7T30 Religious 20 min. | wk Assemblies of God Walter F. Benneft
Sheilah Graham Shoic S300 Hollywood news 5 min. 2 wk. Seeman Bros. Weintraub
Silver Eagle S‘!_Ooo Western 25 min. 2 wk General Mills D.F-S
Spﬂ(‘e Patrol £$3.500 Space adventure 30 min. | 'wk Ralston Purina Ce.; Nestle Co. Gardner: Ceril & Presbrey
The World Tomorrow S750 Religious 30 min. | wk Radio Church of God Huntington Parmelee
Tavlor Grant S730 News 13 mia. t wk P. Loerittard Lennen & Neweit
Vbi(‘e 0/ Firestone 818.0003 Musical 30 min. | ‘wk Firestone Tire & Rubber Sweeney & James
Voice 0/ l’rophecv S1.500" Religious 30 min. 1, wk Voice ef Prophecy Western Adv.
” e - - + Commentary 15 min. | wk Gruen Watch: Amerlcan Safety Me-E
Walter Winchell S17.500: R
Wh(,n a Cirl Marries 82.850 Soap opera 5 min. 5 wk Carnation Co. Erwin, Wasey
W hispering Streets S4.300 Soap opera 20 min. 5'wk General Mills; Seeman Bros. Knox- Reeves® Weintraub
& 1
{
Wings 0/ Healing S1.000 Religious 30 min. |, wk Dr. Thomas Wyatt Century
{
— ~
COS‘!ncIudes both ABC and MBS programs
| (Listing continues on page 6%)

i
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Admen ¢an now relate listening to activities from

’)urin;y the pa<t few vears “the in-
dividual listener”™ has Deen as indis-
ensable to the radio industry a~ “the
onmon man’ is to the political candi-

dan \nd now a rescarch project
the: Ward Dailv Living Habit« Sur-
veyv explains. defines and  analyvzes

this elu-ine fizure. the individual hs.
tener.

Sponsored by the Mutual Broadeast-
ing Svstem to the tmne of S150.000,
this MB=-Ward data was in the proees<
of being tabulated and interpreted at
SPONSOR '~ presstime. The information
contained in it is significant Loth for
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pointimg
new MBS-Ward study shows ho

RESEARCHER WARD (L.} DISCUSSES 600,000-CARD STUDY WITH MBS RESEARCH DIR, PUFF, RESEARCH MGR. STEIN (RIGHT)

the radio andience:

the radio industry and for admen.

For the first time. advertisers will be
able to sce a national studv which
traces the listening habits ax well ax the
activities of individuals within the fam-
ily throughout the day. By providing
diarie~ for each person over six vears
old in the families surveved. the Ward
studv gathered data showing what in-
dividual listeners do throughout the
week Dy quarter-hour time periods he-
tween 6:00 am. and 11:00 pan.

This suivey follows the individuals
i a 7.000-household sampling around
their home< a~ they do household

6 a.m. to 11 p.m.

chores. cook. dres~: it follows them in
their cars to work aud into public
places like restaurant~ and taverns: it
follows them to school and on visits 16
their friends.

In brief. here are ~ome of the major
statistics that the Ward study reveals:

Size of the out-of-home radio audi-
ence listening during each quarter
hour. This is the largest and most
comprehensive out-of-home  listening
measurement the ndusiry has had 1o
date. (Like the subsequent facts high-
lighted in this summary. this data can
be further broken down by age groups:

SPONSOR




L e a— P

MORRNING

. ™ — =

AFTERNOON

Radio’s
TOTAL
AUDIENCE
Millions

of People

KEY

Totol Listening

In Home
Listening

M-

g3-10

lex, geographic location.)

Size of the in-home listening audi-
‘nce, as well as location of the radio
iet that the individual members of the
‘amily listen to between 6:00 a.m. and
(1:00 p.m.

Activities of each individual in the
amily by quarter hours, both while lis-
ening to radio and when not listening.

“We expect that it will take as long
1s a couple of years before the entire

Chart below summarizes the radio-listening habits during a typical

day (Wednesday}. Heaviest kitchen listening,

tween 9:00 a.m. and noon, when 40.6% of total radio listening occurs

DISTRIBUTION OF LISTENING -
®

1-1%

Vard study measures both in-home and out-of-home audience by
nillions of individuals throughout day, as shown in sample chart
bove. Based on a typical weekday, Wednesday, chart above shows

21 12 2.3 34 4.5

wealth of information contained in this
study has been interpreted from every
angle.” Richard J. Puff. MBS research
director, told SPONSOR.

If a sociologist should find this
Ward study some 500 years from now,
he would have a pretty thorough pic-
ture of American living habits today.
However, the immediate and practical
application of this study by advertisers
is beginning to become apparent as the

for example, is be-

MORNING

34
9 AM-12 N

EVENING

910 10-0

peak total listening between 10 and Il a.m. and & and 7 p.m. Peak
out-of-home listening is during lunch time between noon and 2 p.m.
Complete MBS-Ward study shows individual fistening 6 a.m. to {1 p.m.

data emerges from the 3,300-pound
stack of [.B.M. cards containing the
survey data. Upon special request to
MBS, advertisers and agencies can get
information that will help them in spe-
cific advertising probleins.

Here are just a few examples of the
type of guidance admen can receive by
asking questions relating to their in-
dividual product-advertising situation:

If you’re a meat-flavoring manufac-

in the kitchen. It's interesting to note that during the afternoon bed-
room listening is greater than in morning.
shows individual listening habits by Y4 hours according to set location

Full MBS-Ward study

AVERAGE QUARTER HOUR

AFTERNOON

12 N -6 PM.

ars

° ©

56

EVENING

-1l PM

KEY

SRRV eartats
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5

210 6:3

@ Other ‘place: outside home
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MORNING

Millions
of
People
AWAY
FROM
HOME

-

n

AUTOMOBILES

9.0 100 12 194 N7 Ty e

AFTERNOON

Chi n pages 13 X 46 were produced by e Researcle Departuent, Mutual Broudeosting Sgstem

Did you know that the automobile audience, nationally, is largest be-
tween 4 and 5 p.m. New York time? Chart above shows number
of individuels away from home in automobiles throughout a typical

turer: Your advertising aim has often
been 1o reach the housewife in the
kitchen when she is preparing food.
Y ou reahized. of course, that she was
likely to be cooking sometime hetween
9:00 a.n. and 6:00 p.m.

You did not know when, during the
day, she does her shopping, when she’s
liouse cleaning. when she’s  sitting
around reading and precisely when she
does do the cooking.

From the MBS-Ward study. you
will be able to find out. not merely
during what hour, but during which
quarter hours during the day. most
housewives are preparing food. You
will learn. for examnple, that only an
average of some 3¢ of the women
listening to radio are eating or pre-
paring food between 2:00 and 3:00
p.m., shereas some 3097 are domng so
letween 11:00 a.m. and noon.

lf you sell detergents: You've fol-
lowed a pattern of morning advertis-
ing, because you want to reach the
housewife when her mind is on house
cleaning. However. the Ward study
may show that there's a considerable
variation between 9:00 to 10:00 a.m.
and 10:00 to 11:00 a.m. in terms of
the percentage of the listening audience
that i< house cleaning.

Furthermore. by combining the ac-
tivities data with the information the
survey contains about the particular
radio set listened 1o during those ac-
tivities  tsuch as bedroom. kitchen.

36

bathroom, living room. out-of-home),
you will be able to pin down the type
of house cleaning most women are do-
ing during this time. In other words,
a woman cleaning the bedroom or liv-
ing room as indicated by the fact that
she’s listening to a bedroom or living
room radio while cleaning. would have
little uze for a detergent at that time.

This study can make it possible for
an advertiser to put “point-of-use” sell-
ing into actual practice. He can now
reach his potential consumers at the
particular psychological moment when
the consumers’ activities relate to his
product.

If you're an agency with a gasoline
or nre account: You have probably
been buving 6:00 p.m. newscasts, or
else bunching your commercials dur-
ing the early-morning and later-after-
nono hours which seemed to you as the
most likely times to reach men in their
cars,

An analysiz of the Ward study may
show vou that there are other time

periods. such as 4:00 to 5:00 p.m..

during which a higher percentage of
people are driving home from work.
Or you may discover that an only
lightly smaller percentage of individ-
vals are driving to and from amuse-
ments between 9:00 and 10:00 p.m..
and that the lower cost or greater avail-
ability of these time segments more
than compensate for the somewhat
~maller audience.

week-day. Advertisers can get complete day-by-day breakdown of
automobile audiences by V4 hours between & a.m. and Il p.m. upon
request from Mutual Broadcasting System, sponsors of the Ward study

These are just three examples of the
manner in which admen can apply the
mformation countained m over OGOU:
000 1.B.M. cards which record the re
<ults of the Ward ~urvey.

Appropriately enough. the study i
subtitled the “4-W™ study (Whe
Where. What and When).

The survey reveals for the first time
the activities of every individual in
the family (over six years old) fron
6:00 a.m. to 11:00 p.m. by quarter
liours. It shows whether these people
are waltching tv. listening to radie.
where they are doing o, and what
they ‘re doing while they're looking or
listening, 1t is based on a sample of
7.000 households. defined by Jim Ward
as being representative of “‘all LS
households, excluding only trailers:
boats and 1stitutions.”

The data that is even now emerging
from the thousands of L.B.M. cards
still being tabulated. substantiates ani
verifies several major premises upén
which radio sales pitches have heen
liazed during the last few yvears. These
are some of the industry’s most impots
tant claims that the Ward study hears
out:

(1) Radio accompanies its listeners

during all achivities throughout the

day: 1t begins earh in the morning

when the family gets up and rises 0@

peak between 7:30 and 9:00 a.m. Dur

ing the next three morning hours #f
( Please turn 1o page 112)
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*(Source: Nielsenj
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the CROSLEY GROUP

A lot of people have been putting a lot

\\ of lids on radio. And WLW is flipping
/‘ all the lids.
-7 WLW's share of the

nighttime audience is up

72% in the last year!*

What's happening? WLW radio has so
’ much entertainment and selling vitality
that no competing medium has cver
been able to cap the WLW pressure.
And that pressure is rising.

Here, for instance, are WLW radio’s
Weckly Circulation figures:

Daytime Nighttime

Non-TV Homes 895,900 997,480
TV Homes 572,790 350,460

Total 1,468,690 1,347,940

This is WLW-Land—a vast market in which 1WLIY
radio reaches more people more often and more
effectively than any other station or combination of
stations . . . and at a lower cost per thousand than
ANY other medium or combination.

WLW | Radio Crosley Broadcasting

WLW-A | Atlanta C : Offices:
rporat . vales S:
WLW-C | Columbus orporation. S e

WLW-D Da)'lon New York, Cr"’cinnati, Da n,
I WLwW-T | Cincinnati | Columbus, Atlanta, Chi
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MUTUAL. youngest of radio networks, has obseryved
cnough of its elders’ anniversaries to learn two things
about sucli celebrations. Generally, they are important
only 1o the celebrant. And latelv, radio festivities seem
somewhat subdued —perhaps to avoid disturbing the
newest family-member, TV.

Here at our house, things are different. Mutual
was born difterent ... a four-market hookup launched
i October. 1934, as a joint enterprise owned and oper-
ated by 1ts stations. Mutual was brought upy different.
too. .. besides being the world’s largest (and the only
one wholly dedicated to radio), this is the network
whose unique strength today is the community-level
strength ol hall-a-thousand neighborly voices linked
together through all the 48 states.

That's why Mutual’s 20th bivthday is celebrated
1 the name ol 572 athhates. Fach one plavs an increas-
ingly vital role 1 the Tively business ol broadcasting —
and to each one we are grateful, This lively business

means a constant flow of human sound. dehivered day

an informal pause for network !

identification, prompted by the timi

fact that MUTUAL is

20 years old 11’54

and night to welcoming ears everywhere—and 3
grateful to our listeners. Within this flow of 88
has developed a matchless means of selling goods 88
are we grateful to our sponsors!

Obviously, then, the anniversary honors F 88
to radio stations. to radio listeners, and to radio #8
tsers. This is likewise a tune for an accoung &
each of these, of the Mutual Network’s 204 ear 88
ress in service and in stature.

Bare staustics can trace the outline: 4 statugs
572...96.000-watt power to | 100,000 . .. S1.008
in adverusers' 1 estment to over $23.000.000 a 8
a clear pattern of broadening. rewarding ser ic™
radio is too human a medium to be measured m 8%
and dollars alone. This fastest-growing of all net’
has moved toward maturity against a backgreu
surging public interest in broadcasting . .. botl I
and alter the advent of TV, Here is the basiec ¢
Mutual's “score” 1 '51. |

It mmay be conmon knowledge that. dum‘n\ﬁ‘



) q':.ef decades, 1. S. radio homes have more than
e )l’fl (20,000,000-odd to some 46,000,000 tamilies)

i tht radio “saturacdion” is half again as great as in

67, to over 969, of all homes today). But there is
snon significance, we believe, in radio’s advances
o TV. There are actually more hours of listen-
tday than in '43—and it is different listening,
mily more personalized, with car radios and port-
W sfor instance, comprising more than half the
10100 new radios purchased this far in ’54.
Fiinly, the receiving end of this business is geared
» ther medium can be, to go wherever the people
“inly, Mutual’s vast plurality of stations is ideally
4. at the transmitting end, to mesh with the
{iinterest. How can we Dest gear our programn and
‘rvice for the next 20 years. to assure the kind of
J“l:iS which has characterized the past 20?
2 big step toward answering this critical question
1‘Yt’ady been taken. We are now studying the first
s in the largest research project ever trained on
\lerican habits in hiving and listening. For the
tie, we are learning the exact nature and scope
it factors as out-of-home listening, family com-
itin, and program tastes—in and out of TV areas.
ur heavy investment in this forthright research
(ly testifies to Mutual’s faith in the future of
\v%‘k radio . . . it also finances a custom-made key
1 future. For years to come, we look forward to
1z that key and that future, in a truly munual
:e:wi‘th the everlasting trio of station and listener
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THE SCORE IN HOMES & STATIONS (1934-1954)

[ \ 46.7|
! L 4
MILLIONS OF
U. S. RADIO HOMES
'lag.a
/ 32.5
s
#%20.4 i
'34 39 44 29 54

‘34

| |
MBS AFFILIATED

TATIONS
s ° 518
#247
L)
121
4 )
‘39 ‘44 ‘49

'S4

THE SCORE IN DOLLARS SINCE TV (1950-1953)

23.2
$ MILLIONS OF Y
GROSS MBS BILLINGS
)
21.0
/-’17.9
®¥ 6.1
'50 51 '52 53

|

INCREASE IN MBS SHARE
OF 4-NETWORK BILLINGS

(% gain over 'S0)
|
i

16%

'50

64%

®
"V'
(&

i
t



4 ways you can use this
valuable SPONSOR feature

In every issue of sronsor you will find the handy,
up-to-date listing of new tv station grants which appears
below. Here’s how this compilation can help you.

1. You can plan campaigns far in advance by check-

NEW AND UPCOMNING

ing on-air target dates given in chart.
2. Names of permitee, manager and rep for e
new c.p. and station make it easy to get additiona
3. List of all stations newly on air with com
programing during two weeks preceding issue is ha.
reference list to update timebuvers.
4. Box score at bottom of page is succinct sumi
of tv’s status. Includes total number of U.S. statio.

STATI [T “

]

I. New stations on air*
cALL | CHANNEL] ON-AIR ERP (kw)** | Antenns | NET STNS. I SETS IN . : '
CITY & STATE LETTERS NO. DATE | Visual (1)°*" | AFFILIATION | ON AIR ‘”“36‘05'7' PERMITEE & ’“"‘GERI
| |
JOPLIN, Mo. KSWM.TV 12 26 Sept. 59 510 CBS 1 NFA :;’s":ii“ﬂ'g-im S
gen. mor. & film buyer
D T Xnlght, sls. menr
Jack Langford. chlef eng
Noel Ball, prod. mgr.
Ronsld Rebson. epns.
mgr.
LAKE CHARLES, La. KPLC-TV 7 29 Sept. 53 440 2 NFA C"‘:"'" Broageasting
T. B. Lanford. pres.
David Wiison. gen. mgr
Pelhzm Mills, com. mgr
Bob Thempson, pom. dirs
& film buyer
William Shock. chief eng
Enld Norred, contlnuity
dir.
II. New construction permits*
CALL iCHANNELI DATE OF '| ON-AIR £rP (kw)** | Antenna |sTaTions | SETS IN loe EE & MANAGER
AL S LEUE LETTERS NO. | GRANT |  TARGET Visual | (1°** | ON AIR MARMETIEE RIMIT{EERC RS
DETROIT, Mich, WILB-TV 50 8 Sept. 171 466 3 1,468 vhi Sogth Radie & I
John L. Booth. pres.
treas.
E. E. Nyy. sls. mgr.
Eric V. Hay. sis. v.p.
FORT WORTH, Tex. KFJZ-TV 11 17 Sept. 316 1,020 1 401 vhi Texas State Network,
Gene L. Cagle, opres.
Sid W, Rithardson, wp
GRAND RAPIDS, Mich 23 2 Sept. 216 485 1 447 vhi ',’::;"’gf”l_“e::"bnf»_‘-
:'d'\u.rd A. McCreaay Jr..
N5
Howard A. Freck. v g
see.
E. A McCready, treas
HUNTINGTON, W. Va. WHTN-TY 13 2 Sept. 238 740 1 432 vhi G";r:ﬂb’"'un"ﬂﬂm Ra:
A. 8. Hyman, pres
S. J. Hyman, vp.
Fred Webe, vop.
’ T .
TAMPA, Fia. 13 2 Sept. 1 Feb. ‘55 316 793 0 NFA D'ﬂ'y“.';‘ :T."E'.r".'ﬁ.'.'._c:,..,
W. Walter Tison. vp..
gen. mar.
David E. Ward, sec.s
treas.
Mlichael E. Emmanuei;
asst.  sec.
L. S. stations on air, incl. Post-freeze c.p.s granted tex- ~homes in L. S, (1 dug.
Honolul / ka (30 cluding 32 educational grants: '54) . 31.036.000:
Se 3 102 21 Nept. 51 266! U.S. homes uuh ty sets (l ‘
Varkets corered 215 GCrantees on air 293 Aug. "534 G5 %'!
Buth new cp.'s and stations guing o Lthe alr licted here are those whicrhh ocurted belween homes in tv rmernc areac are conslde rul approsimsatedy  “In most cases, the repromma R
0" e granted the new fon, Nnoe s
. SIMINSOR
. v glven the VIS
- Y o |
50
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New Business Getter
'RCA TV Switcher TS-5A

wper-positions to spice up

vour commercials

The RCA TS-5A Video Switcher is a flexible two-unit
Eaquipment designed to mount in a single standard console
housing. The push-button and fader panel may be located
as illustrated or in the upper face of the console. The
TS-5A is designed for color use as well as for monochrome.

You are invited to ask your RCA Broadcast Sales Repre-
sentative concerning the application of the TS-5A to your
specific requirements, or write Dept. ]-264, RCA Engi-
fneering Products Division, Camden, N. J.

ENGINEERING PRODUCTS DIVISION

A MUST FOR YOUR TC-4A!

RCA’s new TS-5A Video Switcher will give
increased flexibility to your programming.
If yours is a “Basic Buy” switching layout,
where video control functions are centered
around the TC-4A Audio/Video Switching
Console, the TS-5A will supplement your
present equipment, greatly enhance the versa-
tility of your station, give new spontaneity to
your commercials.

| 5 EXTRA INPUTS PLUS "REHEARSAL” |
FOR YOUR TS-10A! 3.

If your station already includes the TS-10A
Studio Switcher and you need to provide for
more inputs and rehearsal facilities—the TS-5A
Switcher is the ideal answer. A typical arrange-
ment of these two equipments will provide for
independent studio rehearsal plus 5 extra inputs.

“HANDY As AN INDEPENDENT SWITEHER!

The TS-5A also may be used for independent
switching systems where maximum program
flexibility and economy are desired. The TS-5A
can be conveniently mounted in a standard
console housing adjacent to other console cc
trol units.

RCA Pioneered and Developed Compatible Color Television

RADIO CORPORATION of AMERIC

CAMDEN, J



B .
Chart covers half-hour syndicated fil
- . ——
N = . S . — = _— e e B
Rk pastd Top 10 sh.ows in 10 or morc markets 2 Sl ’
now  rank Period 1-7 August 1954 A"?“ ’~MARKETS ] . 4-STATION MARKETS 3-STATION
—_— TITLE. SYNDICATOR, PRODUCER. SHOW TYPE LeLiED N.Y. LA | Boston Chi. Mpls. S. Fran. Seattle St.L. Wash. | Atianta Ban
1 I I Led Three Livcs, Ziv (D) 29 8.8 14.2114.3 16.2 2]1.3 20.3 10.5 22.0 8.9 12.3 168
I q ‘.‘.""‘ ‘_‘“" srar v wen-tv katp-ty Kron tv Ktnt-ty Ksd-tvy  wnhw wivw 2 whal-ty
I_ DI A SIBI) u 00pin 4-30pm  k:3tipm 10.30pm 9 30pm 10.06pm 10:30pm ‘!o 00pm 10 30py
2 2 | Mr. District Attorney, Ziv (A) 190 § 76 77]193 210 27.0 17.3 22.3 205 109 [16.8 213
| '."f"',’o"'" Kixt Lwnae tv whkh  Kstp-tv Kron-tv King-tv  ked-tv  wmal tv ] wib-tv wbalfe
| T:00pm 10:00pn810:30pmn 9:30pin 9-30pm 10:3bpm 97:00nm Lo:no;.m 107301:3 7:00pm 10:30pa
T o~ . 17.3114.8 17.5 19.8 24.8 23.0 15.7 | 14.3 120
N I 1 Badge 714 NBC Film (D 18.1 . : 2 S . . : :
‘ ’ (D) kY Ronge-ty wen-tv ksip-tv  kpix  kine-ts wnbw | wiw 2 wbaily
U R . _"3_"T 6:00pm %:00pmn $:30pm  9:00pm ! S0pm 7:00pm | ~:30pm 10 oo
! 3 7.2 23.5 17.3 24.0 2 1968
1 10] Raclet Squad.  ABC Film, Showcase (D) a2 235 17.3 240 238 10.0 168
"“.j‘é’é"" kabe-t¢ weeo-tv kg ty &lng-tv kwk-tv wmal-tv | weh-ts
L :30pm 10:00pm | B JOE"T ?:30{1"}__9:00[)m_t ::ﬂm ]0:3(2@ {OLOODm
5 l 1 Favorvite Story, Ziv (D) 16.1 8.8 9.3]13.8 13.0 235 11.3 17.5 929123
wnhbt ktty wnar-tvy - wnhg  ween-tv krnm-tvy king tv wtop-tv | waga-tv
10:30pn % 06pmin g 6:30pm 9:30pm 9:00pm  7:00pm  S:OOpm 10:309::_: 19 -00pm ]
15.5 21.0 21.8 23.3 8.5 6.3 115
61 3 | Liberace. Guild F _ . 4.1 8.6
’ ’ ) "N race, Gmld F||ms (Mu ) “"7 wplx keop wign-ty weeo-tv - Kpix ksd-tv  wtop-iv | waga-tv wha ¢
B - i 7:30pm  7:30pm 9:30pm =-30pm 9:30pm 9:20pm  7:00pm | 7:00pm 10 8Re
. . o . 15. . 3 . . 12.
7|7 Foveigu Iatrigue, JWT, Shel. Reynolds [A) 15.6 Wies  SEAUSRES Grol TGSt HPEHuO e 288
wnbi knbh whz-tv  wgn-tv  kstp-tv  kgo-tv  king tv wnhw
o - 10:30pm 10.00pnd 10:30pm 7:30pm %:30pm 8:00pm X-3Vpm 10:30pm
‘ 147|113 17.3 13.3 13.3 21.3 55| 8.8
) . - - o s 5 o . o 5 A
& I LU i. LULE UTP' 'ROIand ReEd (A) I'," ktty whz-tv kstp-tv  kgo-tv  komo-tv ksd-tv  wtop-tv | waes IV
N - v:30pm 171 :0001 B 9:00pm 9:00pm 7:30pm  9:30pm 7:00pm | N:00pm
a - S | 77 87|20 6.4 18.0 18.0 10.0 | 16.5 103
9 i 2 isco Kic t Ziv (W) 14"’ wnbt  Kabr-tv [wnae-ty wbkb kron-tv  komo-tv wnhw waga-tv nbal it
I . e 6:00pm  7:00pm fi:m?pm 5:0(lnm T:O‘szm_T:OOpm— S:OOpm: T:vmm 7 00pR
o' s | wicc 9.7 12.3 15.8 19.3 20.3 8.5 113
‘ I e S MCA' Revue Procl. (W) I"(’. Kabe-ty fwnae-ty kron-tv king-tv ksd-tv Wags (v wmrar
. T:3upm i 6:00pm 1:00pm fi‘l.mpm 5-00pm 5:00pm © oj_Ou-__
@nk  Past® Top 10 shows in 4 to 9 markets 7
| 4.2 3
1|8 | Awos 'u’ Audy, CBS Film (C) 179 | "(212 ’k8-3 k22-3 6.9
wrhs-tyv X i - V| .
I = . 2:30pm ﬁzor})nm 7.3%lnxln 7?:'%?:: ?E(%)ﬂg
' 8.0]1 r
28 City Detective, MCA, Revue Prod. (D) 7.6 ’ e 2540 ot
I knxt whz-tv weeo-1v king-tv
I 10:30pm; 10:30pm 9:00pm »30pm
P | 1 | Tuner Sanctum, NBC Film (D) 17.6 &m3 2wzl SS9 NES
) kitv wrhq  wten-tv Kron-ty
9:00pm 10:00pm10:00pm 10:30pm !
| S
1! 2 FLoue YWolf. UTP, Gro:s-Krasne (D) 16.9 8.9 16.5 LSS hos
l wgn-Iv kron-tv  king-tv  Ksd-tv wsb-tv
$:00pm 8$:30pm S:30pm 10:00pm 10 :30pm =
I — _3 ‘ ,
3 1 | Famous Playhouse, MCA, Revue Prod. (D) 15.1 8.5 W8 r
l J:5%000m 11 -eam
| o E ™
2.7 6.7 14.3 17.0 1.0
6 ' 7 | Col ol Mare ial Fi :
b | 7 louel Yarveh,  Official Films, Panda Prod. (D)} 1.4.8 - wlkb P — |
— =_ — o 10:00pm N 2:30pm 10:00pm 9:30pm 7 :00pm
73 Heart of the City, UTP, Gross-Krasne (D) 11.6 1.6 8.4 11.0 18.3 9.8 F
l h wabd Kty weeo- v kron-tv weh-t¥ ﬁ
I R - S-00pm  10:00pm I 6:30pm ]0:30]Ht* - 10:30pm B
a8 Royal IPPlayhouse.  United Tv, Bing Crosby (D) 114 ,.67'8l k7|'8
whz-ty RO IX
l o N ll’l:;)ﬂpm ll:‘()()nm i ]
I - _ S — A
. . ) 6.0 22.8 1.3 4.2
9 6 Conuterpoint. United Tv, Bing Crosby (D) 1.1 ol - = R
I PR SO I o | 9:001M 10 :00pm »:00pm 10:30pm b |
I B S . B 11.8
10 Cowboy G-Meun, Flamingo, H. B. Donovan (W) 12.6 e 120 zes .
[ whkh  weeo-tv ksd-tv s aam
6:00pm  2:00pm 12:30pm £-0Mmm

Sy tvpe symbaols (A adventure, (o

(W) Weslern

cvmedy ., (1) drama.

sprace lnelleates flim pot broa «c8+t [n this matket 1.7 August,

52

(M) mystery,

o {Mu ) muslesl
Films listed are syndicated. half-hour length, telecast in four or more markets.
The average ratlng Is an unwelghted average of Individual market ratings listed above.
While network

Biank
shows are fairly

stable from one month to another In the markets In which they are shost,
much lesser extent with syndicated shoms.
trends from one mooth 10 another n 1hi: chart. *Refers to last manth's ehit
was not rated st all In last chart or was in other than top 10.

This thould be borne In mind whes

Class | Scstim

SPONSOR



The Big Battie
Of The Bucks

T .~
o>
/.._:"/
TIOMARKETS 2.STATION MARKETS
1
.__ﬁl —
.‘&ro'MIlw'kee Phila. | Birm. Buffalo Charlotte Dayton New 0.
9.336.5 25.8 45.3 48.8 183 39.8
bottmj-tv wabt  wben-tv  wbty whio-tv  wdsu-tv
0] :30pm $:30pm  9:30pm 9:00pm 8:00pm 9:30pm
7820 9.7] 22.8 35.3 21.3 37.8
S whre-tyv wbtv wlw-d  wdsu-tv
:h:;noi";v 10‘:”:%3111 8:30pmn 7:00pm 9:30pm 7:00pm
0 313.8 10.0] 23.3 48.5 15.0
|
xran-t -tv] wbre-tv wbty wiw-d
ipll‘:.?ﬂ]pr; Tw:(;)%l:)m‘ 9:00pin 9:00pm 6:00pm
90283 7.9

P brtmj-ty will-tv
n :30pm 10:00pm

5 St 39.3 8.0 443

wbtv wlw-d  wdsu-tv
9:30pm 6:00pm 9:30pm

80 19.3 7.3 41.8
it wabt  wbuf-tv W(']su-lv
iz 8:00pm 10:30pm 9:30pm
ig 89] 235 73 40.3
ié weau-tv | wbre-iv wbuf-tv wdsu-tv
o 7:00pmf 8:30pm  8:00pm 9:30pm
33.5 17.8
vtmj-tv whio-tv
l :00pm 9:30pm

3.5;24.3 107} 11.3 32.8 168

~ tirtmj-tv weau-ty] wbre-tv wben-tv  wbtv
pml:30pm  7:00pmf 6:00pm 7T:00pm 10:00am

08 13.5] 16.5 26.5 15.3
% ooz | wabt ki eed In case you hadn’t noticed, the halcyon days of television are fading fast.
= It ain't the penny-ante game it started out to be! As proof, examine
“‘, - ' e the recently released figures on last year's TV expenditures. Network
b sty billings alone checked in at $227,500,000 . . . and production costs
) : - _ S exceeded 150 million. Man, that's big league cabbage no matter how you
“ ']“: countit...and it calls for big league thinking whenever you compete
& B S with it. That kind of thinking is characteristic of Walt Framer Productions
13.0 46.5 ... more than twenty-five years of top level experience . . . with TV
 [Hiom $S30om mainstays like “Strike It Rich” and “The Big Payoff” bearing the Framer
13.8 34.5 banner. Whether you're working with box-car figures or a limited budget,
B 6:300m 105500 let Framer's know-how work for you. For TV formats with a future,
4.8 . 11.3 8.8 42.3 put your confidence in “America’s leading independent TV producer”
~ g - sy ... always at your service.
J._f:z;iv “3dosu3w There are a doxen new Framer shows past the Idea
_D}}S:S%ry | 7 - 5:301)7m stage . . . perhaps one Is tallor-made for you. Call usl
37.3

wdsu-tv :
Lty wa ramer

9.0 -

i productions
3(]35[ 1150 AVENUE OF THE AMERICAS

o o NEW YORK 36, N. Y.*OXFORD 7-3322

7-;!”.3 11.9 24.0 - - )

A Sy

l"l, rket is Pulse’s own. Pulse determlnes number by measur-
B! are actually received by homes 1in the mnietropolitan

-r"" market even though station itself may be outslde metro-
| 4 OCTOBER 1954 ;
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DEPERTMENT STORE

MEAT

ONSOR: T Council Oak Spores AGENCY : Direet

( UEE CASE HISTORY After « recent promotion
sed RNITE tat « cost of 32700, the sponsor

¢ to the station that ~Our sales on promotional items

hick har 'n so acell presented on your station have
cveey . As an example we moved 9.600 of the

ables, a complete sell-out in less than four weeks. We
hat the success of such promotions is in no small
neasure du o our use of “spots’ over KITV. We aeill
ant 1o cont nue the wse of “spots’ in addition to our
moadior st vour station.”

} v, PROGR AM: Anunouncements

WERIE

SPONSOR: Wine Corp. of \merica AGENCY: Weiss & Geller

CAPSULE CASE HISTORY:  Mogen David wine was in-
troduced in the [lawaiian market about 18 months ago.
Initial sales progress was unexciting—an average of 200
cases a month and fifth place in the market’s brand
standing. In October 1953 lMogen David’s Dollar a
Second retwork show went on KONA Sunday evenings
(local Class “A” time, 13-week basis, $108 weekly),
Wilun three months 1.000 cases monthly were being
sold; in February. 1.200 cases. Today, accordiug to
Honolulu Consumer Analysis, Mogen David is first, with
VLOC of families preferring it.

RNONA, [Honolula PROCRAM: Dollar a Second

SPONSOR: R&S Packing Co. AGENCY? o
CAPSULE CASE 1HSTORY: “We know that uhf caig
the job,” writes Earl Welde, commercial manage; pr
WNAOTY. “Qur station competes with two vhi sigs
in the area,” lie eontinues, “yet R&S Packing Co. jursg
retatl sales from 8.000 pounds of meat production
to 206.000 pounds using WNAO-TV as its sole mearg)
promotion. The sponsor huys the hour-long Coly
Stvle live program each Saturday night. There’s noy.
cess story Iike this in the history of the Raleigh-Dur gy
market. ... Time cost (52-time ratey is 8180 an [y

WANAO.TV, Raleizh PROGRAM: Comnry &

GYM SETS

SPONSOR: Pearlinai's AGENCY 1

CAPSULE CASE HISTORY: This sheville /um., '
store used one live commercial over WISE-TI' to aw
tise gym sets. Art Pernitiz. Pearlinan’s sales man
said, “The response to the announcement was sa 48
we sold out the item before our shipment arrived. W}
had to reorder this nwice, with a larger quantiy
volved in each order. All in all. I'd say our salis
more than 3009 above our expectations.” The co
the single announcement was $40. WISE-TV, jne
tally. is a ultf station.)

WISE-TV, Asheville, N, C. PROGRAM: \nneus

HAIR CURLERS

SPONSOR: Weaver Products AGENCY* Gregory & ¢
CAPSULE CASE HISTORY: Tv was the onl_\' wma |
used to promote Spoolie Hair Curlers after their =
duction in the Portland area. At first the sponsor s%
Jor daily participations on Friend of the Famil
three weeks, but at the end of that period he signed't
two announcements weekly [or another two me
After about 35 commercials, Spoolies advanced frors
product with almost no distribution to a product &
in every department. drug and variety store in the @
with total business exceeding $82.000. Total KPTI
penditure by Weaver I'roduets: $2,000.

KRPTV, Portland, Ore, PROGRAM: Friend of the ¥

TROJSERS

AIR COOLERS

SPONSOR: Bargain Barn AGENCY : Bridges. Sharp & Associates

CAPSULE CASE TINTORY: Russ Helton. leader of The
Tratthands (W estern quartety. wears the pants in his
outfit. In fact, on the 11 July program tshow is aired
Sundays at 11 a.m.) he wore some of the sponsor’s pants
and mentioned that they could be bought for 22 each.
Only one of the program’s four commereials was about
the trousers, but 112 pairs of them were sold as a direet
result. And the sponsor twhich promises customers bar-
gains ranging from ratilers to tombstones) is located on
U.5. 25, north of the Davton city limits. Cost of the hour
show is 3313.00 every week.

WIW.L Tovion PROGRANM: Rus< Tlelion's Trailhound-

SPONSOR: Tlollic Fornitnre Cao. AGENCY: D
CAPSULE CASE HISTORY: In mid-Mayv. Doug He

opened his [urniture store. Eight weeks later he bg
sponsorship of the Fridav Owl Movie on KCEB-
(time cost is 392.50 an hour. 52-time rate). “On
opening night as sponsors,” llollis says. “we [catu
the Essex Air Cooling unit. Neither this item. nor v
place of business. nor our location had been publici
in any other advertising media. The day following ¢
initial telecast we sold out our complete stock of Es
Air Coolers, more than 30 wnits. Further. we took
additional orders [or later delivery.”

NCERB-TV, Tul<a PROGRAM: Owl Vs



The mazxe —of details involved in expert film processing presents no problem ol Preci-
sion. Skilled technicians, exclusive equipment, and expert research groups team up coistantly
to keep performance at the highest possible level. Precision-processed film is recognized by
mdustry leaders—producers, directors, cameramen—as the finest in the field.

Just one example of advanced film printing methods 1s the individual Printing Control Strip
technique-—-available only at Precision. This Strip permits complete printing control without
notching or altering the original filmin any way—and may be filed for later precise duplication.

In everything there is one best...in film processing, it’'s Precision.

A division of J. A. Maurer, Inc.

' 4 OCTOBER 1954 e



HOOPER Tells the KC

m Story!

_\‘ Look at these figures
"\ of June '54 HOOPER
\ 8:00 AM-12 N

The picture has
P changed!

Net A — 25.8
Ind A — 16.0
(Negro)
, KuoL — 13.4
Net B — 10.8
Net C — 9.8
ind B — 8.8
Net D — 7.2

Let your nearest FORJOE
office show you the new

June, ‘54, C. E. HOOPER

Lo

KUDL—Kantar C1)
KOKD~—CLnton

KUDL .-—qul cory

/_'—-—N‘

ROW FOR THI PFIXST TiMl
HOMI TOWN COVIRAGI FOR
/ GRLAYER KANSAS CITY,

]

E

% i
P |

* ﬂnczm KDKD u CLINTON
.-—IN THE GREAT KANS:{S cn':( &\ARK"E'T'X

That's the important thing. Ratings, ad-
jacencies, programming, network, don't
mean a thing if you can’t increase SALES,

CAN WJPS GET RESULTS?

Here are just a few:

Sterling Beer — Mid-Continent Petroleym -
— Coco-Cola — Purina Mills — Puffin

Biscuits — Hesmer's Foods — Economy

Super Markets — P. W. Burns Insurance

— International Harvester — Red Bird
Gasoline — International Salt — and

many others that we will send upon re-

quest.

We would like to “Ring the Cash Regis-

;:g'v:or you because we have the KNOW

Let us prove our worth to you.

Robert J, Mcintosh, General Manoger
REPRESENTED BY

The Geerge P. Hollingbery Company

£ @a "A RADIO IN EVERY ROOM?™
‘' "\ Evansville, Indiana

49TH & MADISON

(Continued [rom page 13)

Will vou please send us 50 copie-
of your 1951 Radio Basjes.
MarTin Giaino
Station Manager
WIEF, Grand Rapids
[ ] Copics of the 1931 Radio Baries and Ty
Basics are available free 1o subiseribers. FExtra

cupien, 30c caclis 25 or more copies, 20¢ cach;
100 or more, 13¢ cach,

SHOW PRIZES

One of our clients. @ manufacturer
of occasional tables. is interested in
giving away tables on radio and tele-
vision programs in either metropolitan
areas or on network shows.

We would appreciate it if you could
give us naines and addresses of two or
three firms in the business of placing
prizes with such programs.

C. B. Davis
Lavidge & Davis Adv.
Knoxville

® The following firmns will help place prizes on
giveawsys: Spotlizht Prometions, Ine.,, 123 W,
41 St, N. Y.; VIP Servlee Ine., 33 W. 53 St.,

N. Y.: BandersGlobus & Assoc., 6277 Selma-Cal,

Rank Bldg., Nollywood 28, Cal.

MERCURY CALYPSO

As subseribers and inveterate read-
ers of srPONSOR, we read with interest
“Spot radio’s creative salesmen” in
the September 6 issue [page 56]. Our
interest received added stimulus when
you singled out the Mercury spols as
an example of a salient success in the
spot field.

Although the above article did not
indicate that the Dlercury spot was a
musical commercial. the following is-
sue 20 September carried a reprint
picture of the Mercury Calypso lyrics
with the caption that the mus=ical con-
inercial was written at Kenvon & Eck-
hardt.

All eredit is due Kenyon & Eckhardt
for initiating the Mercury spot cam-
paign and carrying it through with
phenonienal succes<. But neither the
Iyrics nor the music were written by
Kenvon & Eckhardt as yvou state. bhut
by Goldswan P’roductions. Inc. In fact.
the Mercury copy points were given
out competitively to a number of mu-
sical commereial writers.  Our Mer-
ury Calypso was< among several we
submitted. No doubt other writers did
the same. But our Mercury Calypso
was the one zelected.

In fairness to ourselve~ and to our
other agency clients. we would appre-
ciate a correction of this eredit. Know:

ing lhow many agencies are among
your subscribers. your September 20
article would lead our other agenc
clients to believe that we are taking
credit for work we did not do, which
in any man’s language is indicative
of lack of ethics.

The musical commereial
has had —and «till has—a rather up-
hill climb in gaining recognition as a
respected medium of the advertising
world. For that reason we cannot urge
too strongly the need to credit the Mer-
cury Calypso musical commercial to
where credit is due: Goldswan Produe.
Thank you.

Fraxces O'Bries
Account Executive & Pub.

Rel. Dir.

Goldswan Productions
New York

business

tions, Inc.

TV DICTIONARY 'HANDBOOK

We would be very interested in ob:
taining a copy of your Tv Dictionary
ITandhook for Spousors which you say
is available free to subscribers.

Your May issue indicated that the
1954 version is under preparation now
—and no doubt it is not ready yet
But we’ll be looking forward to re-
ceiving it

TrREvOR Evans
Pacific Natl. Advertising
Seattle

Dictionary llandbook is now helng
1t will be available free ta
FExtra copies,

® The Tv
run in installments.
subseribers in book form later on.

$2.

Kindly reserve in my name, at the
address given above. one copy of the
Tv Dictionary Handbook for Sponsors.

Franxk C. LLEPORE
NBC Film Director
New York

RESULT SECTIONS

We would like to lhave. for use in
the Kenvon & Eckhardt library. copies
of the following publications: Radio
Resultz. 1934 v results, 1954,

If this material is for free distribus
tion. we shall be greath obliged if you
will send 1t to us.

IlELEN GREEN
Librarian
Kenyon & Eckhardt
New York
e Copies of the 1951 Radio Results and Tr
Resnlts bookslets are available free 1o subscribers.

Fatra coples. 81 eaehi 10 or more eoples, 5y
25 or more, 530e; 100 or nmiore, 35c.
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“One for the I “Two for the show..."
money..."

ever since WSM-TV took to the airwaves as the
pioneer station in this market almost four years ago—

‘ DR. PEPPER BOTTLING CO.: “After just six montis
on WSM-TV, sales of the six-bottle carton are
an | double.”

~ ’ FIDELITY FEDERAL SAVINGS AND LOAN ASSN.: “Inthe
. ’ u r 11 years we've used WSM-TV our total assets have

grown from $13 million to over $20 million.”

“And This drama in four acts has had a continuous run

SO-TEN (MEAT TENDERIZER): ‘“Just three one-minute
spots on WSM-TV supplied enough sales leads to last
for weeks to come . . . our salesmen can’t keep up!”’

M AND M CANDIES: “Six months after buying a half-
hour WSM-TV show our business is up 25060 in this
area, with jobber orders up as much as 600%¢ in some
cases.”

O’BRYAN BROTHERS, INC. (DUCKHEAD OVERALLS
AND WORK CLOTHES): “Without doubt the best
advertising dollar we've spent in the past 23 years has

been on WSM-TV.”

You, too, can get into the act by contacting
WSM-TV’s Irving Waugh or any Petry Man.

s WSM-TV ci..nc
\

Clearly Nashville’s # 1 TV Station

4 OCTOBER 1954
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BATON ROUGE:. *
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WATCH YOUR SALES

a—

in the
SOUTH’S

fastest growing
marker’

POPULATION
1940 ..., . 88,115
1953 . ..... 197,000

RETAIL SALES

1940 .. $ 20,251,000 °
1953 .. $184,356,000*

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOUISI-
ANA

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

To sec your sales reach their
greatest heights in this rich

petro-chemical market, select
WAFB-TV, the only TV sta-
tion in Baton Rouge, with
programs from all -i nctworks,

and our own highly-rated
' local shows.

Tom E. Gibbens
Vice Pres. & Gen. Mgr.

Adam J. Young, Jr., Inc.
National Representative

*East Baton Rouge Parish,Sirvey
of Buying Power, 1954

V Channel 28

BATON ROUGE, LA.
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(tContinued [rom page 15)

eratly ha~ ~o lttle ring that one wonders what has become of
the lingo that colorful news men of old were able to sum:
mon np—Hevwood Broun, Damon Runyon, Hugh John-omn.
to name a few. If you close your eyes and listen to today's
wordage, you'll find the only ring it ha~ i~ that of boilerplate.

Ax for our on-camera purvevors of news. thev've devel-
oped a school of reporting and commentary that might be
called Grim Omniscience. It should have been gratifving.
therefore, for the televiewing publie to discover there is an:
other school ax evidenced in the summer—and, 1 hope. win-
ter—=scries on NBC known ax Background. (Editor’s note:
Beguming 10 October 19534, Background will be telecast
Sunday< 5:30-6:00 p.m. over NBC TV.)

In place of Thin Lip<. Sad Monotone and Firm Jaw. Mr.
Joseph C. Harseh managed a ~mile at appropriate times,
He also allowed himseH a smidgeon of warmth and a dash of
personality. Mr. Harsch’s words were delivered casually a=
well ax colloquially—quite in contrast to wire-service Eng-
lish. that dreary styvle of paventhetical inver-ions and adjee-
tival splendor which has been lifted Lodilv out of print to
become a tv technique,

As a result. Background has added 1o the immediacy. the
candor and the impact that tv can provide. a new warmik
and personality. Not bad ingredient~. either.

What was most fascinating to me about the show. which
had its early rough =pots. to be sure. wax it~ lack of veneer.
Even the stafl reporters who appeared in the on-location
footage and the lve pickups eem to have been selected be-
caus¢ they looked like Average Joes. Quite refreshing!
Whether attired in fatiques in Hanoi or m an open-collared
hirt during a Missi=sippi clectioncering opus or semi-formal
(with shoes) at a drafices” going-away party. NBC or M
Harsch or someone managed to pick guys who look like they
just happened to be there vather than Madison Avenue Fourth
Estaters just dispatched from Electronics Headquarters.

The re~ult? For one thing the demeanor achieved in the
people filmed and live on-camera wa~ un~tudied and authen-
tic. This 1x what made the ~how. Something worth noling
for tv. the reporter—and perhaps a good hint for tv. the
advertising medium. The giggling shyness of ordinary peo-
ple as they face tv cameras. the reahity of honest conversa-
tion and authentic dialogue have never heen <o fa~cinatinghy
revealed. i

SPONSOR
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I. V. story hoard

A ralnien sponsared by one of the leading film producers in telerision
SARRA

MEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

A entertaining iin(rlc tells the viewers to “lave A Storz” in these highly imagina-
tive mmmcum]s by Sarra.  Animation and stop-motion techniques are used to cin-
phasize calorie control and the satisfying bitter-free taste of Stors Beer.  The
reminder to buy Stors in hottles, cans or a convenient 6-Pack ends the sell. Produced
by Sarra for Stor/ Brewing Company through Bozell & Jacobs, Iuc.

SARRL, Inec
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

A beauty rinse for your clothes is the enticement set forth to housewives in this
animated commercial by Sarra for “NuSoft.”  Ease of use and gentle action are
stressed as the NuSofi fairy is shown ilufhing up and softening linens, towels and
other laundry with a touch of her magic wand. A highly effective spot created and
produced by Sarra for Laurel Products, Inc. through McCann-Erickson, Inc.

SARRY, Inc.

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

A Dbrand new series by sarra for a brand new product, Club Crackers! Shifting
spotlights focus attention on the ne\\ package, and the «rackers themselves are high-
]wht((l by stop-motion sequences. “An Excating New Taste In Crackers™ is the
themt emph.m/cd Lhrmwhom, and high stvle plmmomph\ illustrates that thev can
make any nteal a festive occasion. Pr()(luu(l by Sarra for Heckman Biscuit Co., Divi-
sion of United Biscuit C lomipany ol Amcrica, through George I1. ITartman (nmp"m\.

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

I'his 5 vear winner is outstanding proof that TV commerdals ncedn’t be expensive.
For when thev're expertly done, thcv can be wsed agam and again with effectiveness.
Created by Sarra for Lucky Strike five vears ago, this exciting commercial is now in
its Afth scason as the opeming for the "t Parade.” Produced by Sarra for The
American lTobacco Company in collaboration with Batten. Barton, Durstine &
Osborn. Tuc. ‘

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

a problem in today’s film commercials?

THE PICKED PANEL ANSWERS

GOOD OPTICAL TAKES TIME
By Jav Bonafield
RKO-Pathe,

Ine.. NYew York

The filmed com-
mercial is not a
new device of the
advertiser for it
has  been wused
many i
certain small the-
atres and in the
motion - picture
trailer which an-
nounces coming atlractions.

years 1n

For purposes of television, film com-
mercials have undergone many changes
and much experimentation.  Opticals
and optical printing have had much to
do with the modern tv commercial.
Used intelligently, the optical can en-
hance the value of the commercial.
Dissolves. wipes, fades aud split-screen
opticals often help the continuity of
action 1 getting the sales niessage
across clearly and quickly. The over-
nse of optical eflects can confuse the
subject matter and clutter up the over-
all purpose of the film.

Whenever an optical ix used it must
be realized that vou are transferring
the picture image from original nega-
tive to dupe. thereby losing some qual-
it when the final print is produced for
lelevising.  Proper time muost he al-
lotted for the various steps necessary
to make the optical. First. a fine-grain
print must be made from which th-
optical i~ produced. Second. the finz
grains must be checked for proper
den~ity lefore being put through th
optical printer where the effect i ere-
ated, Finallve the dupe negative onto
which optical has been <aperimposed
must be <ent througl the laboratory

60

Is the use of “opticals”

for development and a print.

The above operations may require
from three days to two weeks. There-
fore the time required as well as the
expense must be taken into account
when deciding if the optical is neces.
sary and if it will increase the value
of the tv spot.

Optical eflects, like all other film
elements making up a good tv com-
mercial. must be chosen with care and
artistic appreciation of the medium.

HAVE THREE ADVANTAGES
By Peter Keane

Technical Director, Screen Gems, Incs
New York

Opticals in tele-

vision film com-
mercials  today
are very neces-

sary because they
achieve three im-
soriant effects for
the chient.

1. Opticals
make it possible
to “say” a great deal in a short time.
For example. if you want to show a
woman awaking in the morning and
thinking about all the work she faces
during the day 1 would take a long
time to get her mto the kitchen. the
laundry, the vard and upstairs mak-
ing the bed and do thix smoothly.
However. by the use of a wipe or a
dizolve each scene can be shown
quickly in a believable fashion. View-

«rs understand and accept this kind
of transition because thev have been
watchine 1t in motion pictures for
acceplable
method of getting from one scene lo

vear~. It i a perfecth
another.  Actually. wipes are punctua-
on marks in telling your story.

2. Opticals are altention gelters,

a forum on guestions of current interesi

to air advertisers and their agencies

O

LExplosion wipes or clock wipes are
used to atiract and hold the atlention
of the viewer. They can’t be used con=
stantly but in their place they :erve lo
caplure the viewer’s eve.

3. Opticals give variety to fihkm com-
mercials. 1 six or seven commercial
of one product are produced at one
time it becomes increasingly difficult
to turn out interesting commercials in
such a series without wipes or dis:
solves. Variety is needed to enhance
the value of the commercials.

Naturally, such special eflects as op-
ticals do cost money and it does con-
sume lLime to produce them. If there
is anv problem connected with opticalg
it is the age-old one of money. Mas-
ters, which are special fine-grain. long-
scale prints on film with negative per-
forations. must be made. Experts thei
combine the various masters onto a
dupe negaltive, creating the optical ef:
fects in that operation. The high de-
gree of skill required in this work
takes time and the time of these skilled
specialists costs money.

And there is something else to fe-
member about opticals. By the very
nature of advertising there is a con-
slant effort to improve and as a result
changes {requently are made toward
that end.

Advertizing films go through cyecles:
One client may want many ginunick-
and opticals i their commercials
which may last for several years. Then
the commercials are replaced by a se:
ries in which the spots are simple and
the straight.  homey. conversational
tvpe =ales message is handled by ane
convincing actor in one simple setling.
Meanwhile. other advertisers. having
nsed a series of simple commersials
may swilch 10 opticals. Thus. opticals
provide the variety needed in film com:
mercials.

SPONSOR



I ANSWERS STARCH CRITICISM
By Robert H. Klaeger

Fice President in charge of production,
Transfilm Inc.. New York
I notice that in
its August issue,
the Starch News-
letter on tv com-
mercials reprint-
ed part of an ar-
ticle which had
appeared in SPON-
sorR. The spon-
SOR article said
that. “A few wvears ago, four or five
opticals in a OGl-second commercial
would have been considered a pretty
elaborate job. Today it’s not unusual
to have as many as 10 to 12 opticals
{wipes, dissolves, titles) in a 20-second
film.” Said Starch Newsletter: “Starch
experience shows such production-hap-
py commereials rank at or near the
bottom of effectiveness level. Reasons
—such rapid change of scenes and sit-

uationz confuse viewer who fails to
crasp what is going on and attention
strays. Further, most opticals are at-
tention-getting devices and all mass
cornnunication research shows that at-
tention-getting devices tend to call at-
tention only to themselves—therefore
away [rom sales message.”

In the first sentence. Starch assumes
that 10 or 12 opticals will automati-
cally create a “production-happy” com-
mercial, but does it? Does he know,
for example, that each title appearing
ot the screen constitutes one optical,
and that when it disappears it consti-
tutes another optical? With this in
mind, it’s easy to arrive at “10 or 127
opticals, if you also consider the ac-
lual =cene changes.

But let’s assume for the moment that
the most horrible example of this
would be 10 different scenes in a 20-
seconid commercial and that each scene
iz in a different part of the world.
Would you be able to identify all of
theze places as they flashed on the
streenn for two seconds each? Prob-
ably nat, but if we superimposed (dis-
zulve in, dissolve out—two more opti-
cals] aver all of these scenes a TWA
plane and the copy said that TWA
eovers the world and can take you to
places of your dreams in a matter of
hours, we would make a good commer-
cial. The plane would be the connect-
ing link that would tie together all the

(Please turn to page 121)
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It's results you're after...

and

Ask your H-R Television man. He has the

answer . . . and it concerns the success a
top advertising agency had with a national
product using WFBG-TV as a test station.
Results were frankly surprising in this
Pennsylvania test area between Pittsburgh
and Harrisburg.

get with WFBG-TV

Channel 10
316,000 Watts

OTHER PLUS FEATURES:

Television Homes 447128
Families _ 651,267
Pcpulation , ......2,280.525
Effective Buying Income _ _____. $2.9 Billion

Retail Sales ... = $2.1 Billion

The Gable Broadcasting Co.

Altoona, Pa.

ABC -
(Basic)

National Representative,

NBC CBS DUMONT

(Interconnected)

H-R Television, In¢
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7:45.8:00 P.M.—ONE MAN'S FAMILY—FOR RACIO CORPORATIOR OF A%
7:30-7:45 P.M_—NEWS O IHE WORLD—FOR MILES LABORATORIES, INC.

You can have a gre

| 0

900930 M.~YOU BET YOUR LIFE—FOR DESOTO MOTOR CORP., OIV. OF CHRYSLER CORP.
9:30-10-00 P M . BIG STORY—
FOR THE AMERICAN TOBACLO CO. (PALL MALL)



8:00-8.15 P.M. DINAH SHORE SHOW
FOR CHEVROLET MDTOR DIV.
GENERAL MOTORS CORP.

dnesday
ht...

00:45 PM.—FIBBER McGEE & MOLLY—FOR PRUOENTIAL INSURANCE CO.
#ERICL RADIO CORPORATION OF AMERICA, ARMOUR & COMPANY (OIAL SOAP)

'I‘his Fall, every Wednesday night program on NBC
Radio is a long-time favorite. Each one in this linc-up has
stood the test of time . . . against all competition. .. for an
average of 13 years on network radio!

Year after year, these programs have paid off’ like ¢lock-
work for a wide variety of advertisers. At this moment
every show is sold exeept one.

You can have this wonderful time because the Great
Gildersleeve is back this year in a brand new sales format.
You can buy as many or as few one-minute participations
as you need, You can also buy “Gildy” as part of the Three
Plan when you want morning, afternoon and evening
round-the-clock coverage. And you also get the audience
carry-over from the high-rated Fibber McGee & Molly
Show. Wish you were here? Call your NBC representative
now for full details.

And on Wednesday night you'll find yourself in the dis-
tinguished company of such advertisers as Miles Labora-
tories, Inc.; Radio Corporation of America; Chevrolet
Motor Div., General Motors Corp.; The Toni Co., Division
of the Gillette Co.; R. J. Reynolds Co. (Camels); DeSoto
Motor Corp., Div. of Chrysler Corp.; The American
Tobacco Co. (Pall Mall); Prudential Insurance Co. of
America; and Armour & Company (Dial Soap). All on

RADIO

A SERVICE OF

e

10:15-10:30 P.M.—THE GREAT GILOERSLEEVE—FOR YOU
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Inside the convention hall "Sisters of the Suds” meet, while outside their husbands "protfest”

More than 1,300 housewives showed
up at a convention of KSEO radio lis-
teners held in Durant, Okla., recently,

The housewives are listeners to
KSEQ's Pishwashers Serenade, a mid-
day hillbilly musical program. A few
months ago Bob Shaw, who conducts
the program. and Leroy Moses, station
manager, decided to organize a club
of listeners to be called the “Sisters of
the Suds.” Within a few weeks over
2.000 membership cards were issued.

When Shaw asked his listeners if
thev'd like a convention, hundreds of
letters poured into the station. A date
was set and the mayor of Durant,
Charles F. Fuller, declared it “Sisters
of the Suds Day™ in an official procla-
mation. The convention was held
the auditorium of SE State College.

Nalional ~ponsors participating in
the convention included Wilson & Co.

meat packersy. 111-C Party  Punch,
Big Top Peanut Butler and Irito’s.

“The only hitch in the proceeding=.™
satd  Mosesx group of
Durant men picketed the convention

“was when a

claiming that thev <honld be allowed
to join “Sisters of the Sud<” because

they. too. washed dishes™ (see pic-
ture) . * k&
64

‘Time Buyers Register’
now in siath edition

The sixth edition of the semi-annuz
Time Buyers Register, listing mor
than 2,000 timebuvers and 6,000 ac
counts for which they buy time. ha
been issued by LExecutives Radio-T
Service. Larchimont, N. Y.

More than 1.000 agencies cqoperat
ed in compiling the new edition, Jame
M. Boerst, publisher. said. He said
the publication lists the specific time.
buyer for each account. advertising
ageney information and an index.

* & 9

Crosley uses radio
to sell its television sets

Crosley is using radio to sell i
television sets this fall.

Fred Gregg, director of advertising
and sales promotion for Crosley radio
and television. said his company is
spon=oring the football Game of the
Week over NBC Radio. Tied into the
broadcast sponsorship is a consumer
contest handled through Crosley deal-
ers. Supplementing the firm’s radio
advertising is national magazine ad-
verlising. * [

CBS affiliates show up at Chicago with prowmotion pieces

When the 150 CBS afhliates met in
Chicago last month thev each brought
with them their collections of adver-
tising and promotion pieces. Don Da-
vis. vice president of KMBC, Kansas
City. collected the displays,

Looking at some of the Storer

Broadcasting Co. promotion pieces are
(I to r.) Howard Meagle. prometion
manager of WWVA, Wheeling; Arthur
Schofield, advertising and promotion
manager of Storer Broadecasting Co..
and Dave Mayo. promotion manager

of WAGA. Atlanta. * k&

Storer Broadcasting Co.'s Howard Meagle, Arthur Schofield and Dave Mayo with promotion
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o:moco to sponsor Houston
| football for third year

Continental Oil Co. is sponsoring
¢ radio broadcasts of all 1954 Uni-
wsity of Houston football games on
[ BS, Houston. for the third consec-

‘ve year.
In the picture, Dr. M. S. Hattwick
: - 5

enter), director of advertising for
‘onoco; signs the contract for the
louston games while Bob Byron (l.),
LBS sportscaster, and Harry Fouke,
‘H director of athletics, look on. **%

“olor tv set sales given
timulus by tv stations

To stimulate interest in color tele-
ision sets, two tv stations in different
ections of the country recently staged
pecial color tv showings in conjunc-
ion with NBC TV’s Sunday evening
‘Spectacular.”

WTVR, Richmond, held an open
rouse Sunday evening and invited all
ts viewers to attend. The event was
yublicized through mailings to more

J WaMe G
W iIivR $ |

{This was length of line 90 min, before opening
ithan 1,000 dealers in the WTVR area,

on-the-air announcements and news-
paper ads. An hour and a half before
ithe studio doors were opened a line

two blocks long and several persons
wide had formed (see picture). WTVR
officials estimated that between 3,- and
4,000 people toured the station.
Meanwhile, WKY-TV. Oklahoma

City. held an invitation showing of

(Please turn to page 121)
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Dragons to slay!

Want to be a knight in shining
armor? Then, take up KSL-TV's sword
and bag a generous share of the
kraken-sized Mountain West market.
Salt Lake City, hub of this market,
boasts a per capita income
13% over the national average—a
“sales performance’ 41% higher in
proportion to population than

the national average!”

Breathe more fire into your sales, buy

KSI-'TV Salt Lake City

REPRESENTED BY CBS-TV SPOT SALES

"Sales Management Navember



“As a time

buyer I shop be-

fore I buy . . .1 look

¥i

\ for ratings true . ..

but, what is
equally impor-
tant, | look for
experience . ..
past results. ..
coverage. ..

cost...

WNHC-TV has, in
my opinion, all these

#’ sales tools. Their

market and

population concen-

tra

tion certainly put

them up near the top

YOUN

in family buying

power as well.”

JOE LINCOLN
MEDIA BUYER

G & RUBICAM, INC.

In New England
WNHC-TV talks

to more than

3'2 million people. People

located in the Nation’s

production and business

center.. . close to their think-

ing, their cultural interests

and . . . their pocketbooks.

Ask your

new haven

KATZ man

connecticut

agency profile Nan Marquand

Tv Producer and Director
William H. Weintraub, New Yori

Can a woman put over a cigar commercial ?

She sure can. Just ask Nan Marquand, one of Willlam Weintraul
agency's radio-tv producer-directors. Of course. she works in the
control room and on the set. not before the camera.

“Producing a tv commercial i just another form of selling,” Na:
told spoxsor. “And it doesn’t matter whether vou're selling Ex
Producto Cigars or Kaiser automobiles, or Revlon hipstick. so long
as you understand the product, its appeal and your medium.”

In the agency buziness for the past four vears, Nan has heen Knee-
deep i client problems both as as-istant to the radio-tv v.p. at Hir-
shon and Garfield and as a producer and director at Weiniraul
agency since 1952, Antong shows that she’s worked on during tlie
past two vears are the Garroway Show for Knox Gelatin and Kaiser:
Pll Buy That for Seeman Bros.: Your Show of Shows. for Kaiser:
Garry Moore for Seeman Bros.; Jane Froman Show for Revlon.

“People keep talking about how much color tv will do for fuod.
fashion and cosmetics products,” savs Nan. “But actually, it will
probably make the zelling of anv consumer product a great dJeal
caster. Color tv mplies a whole new concept of visual selling “a
technique in whieh color patterns or art forms may take the place of.
audio hardsell.”

Nan. who was a Broadwayv actress before <he hecame ageney pro-
ducer. looks at the air media from a cold. calculating Lusines
standpoint.

“When 1 object to high-preszure sales talk in a tv comniercial. I'm
not doing it because 1'm getting arty,” =avs she. “It’s just that some
clients occasionally forget the strong impact of visual demonstra-
tion. And there comes a point when excessive audio can detract from
the video and make an irritating rather than an effective commereial.
IU's up to the agency copy and radio-iv production people to find the
right balance between audio and video.”

As producer at an agency billing at the rate of $20 million in
1954, Nan ha= had ample opportunity to test her theories. Another
pet theory of hers is the need for more “actor’s directing” rather
than mere camera directing in television.

“Have you run into auny difficulties in your job because voure a
woman?”" spoNsor ashed naiveh

“No. I've never thought it a dificulty.”

See picture above for reasons. *

SPONSOR
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. Is This
"COVERAGE"?

THIS HALF
OF NEBRASKA -
IS COVERED'BY
KOLN-TV ONLY!

v, =~ . Lincoln-[,and is Nebraska’s other big market.
A7 o Folvor Tl
N S ,//(;//;(); Salions It has about half the

WKZO — KALAMAZOO R
KZO-TY — GRAND RAPIDS-KALAMAZOO 1
WKZOTY - GRAND RA state’s population and half the wealth,

WJEF.FM — GRAND RAPIDS-KALAMAZOOQ o vy
KOLN — LINCOLN, NEBRASKA ]
KOLN—LINCOLN. NEBRASKA and most of its 186.000 families

eidied il are available via KOLN-TV only.

WMBD — PEORIA, ILLINOIS

The map tells the story.

KOL“ -Tv cOVERs LINCOLN-LAND—NEBRASKA’'S OTHER BIG MARKET

CHANNEL 10 ® 316,000 WATTS e LINCOLN, NEBRASKA

ABC DUMONT

alvery-/(noa’el, Inec., Exclusive National Jeepreéenlal[ueé
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PROGRAM

Allen Juckson

Allan Juckson

Amos ‘1’ Andy
Art Linkletter's House Party
Aunt Jenny

Brighter Day

Choraliers

City Hospital

Corliss Arclhier

Curt Massey

Ediwards

Douglas

Ed. Bergeu-Chas, McCarthy

Edward R, Murrow

FBI in Peace & War
Galen Drake
Galen Drake
Gene Autry

Godfrey Digest

Godfrey Time

Godfrey’s Talent Scouts
Guiding Light
Gunsmoke

Hallmark Hall of Fame
Hilltop House

Jack Benny

Larry LeSueur

Ma Perkins

Make Up Your Mind
Lowell Thomas

My Liutle Margie
Our Gal Sunday
Our Miss Brooks
Perry Mason
Rliiyvthm on the Road
Road of Life

Renfro Valley Folks
Robert Q. Lewis
Robert

Trowt

Romance of llelen Trent

68

Time

CBS Radio sponsored shows

(Continued from page 13)

WEFKLY
COST TYPE LENGTH SPONSOR
S3004 News S5 min, 3 wk Chevrolet
82 256 News 15 min. 5 wk Metregolitan L e
S10.500 Situation comedy 30 min, L'wk CBS.Columbia (alt wks)
S(;.“"“- Diytime variety 30 min, 5 wk Lever; Pllisbury: Kellogg: Dole
Pineapple
N3.600 Soap opera 15 min: 5 wk et pe N
82,850 Soap opery 15 mta. 5 wk P&G
._"_Lﬂou Musical 15 min. 2 wk Longlines- Wittnauer
S2.3500 Drama 30 min. 1wk Caster Prods.
S$3.200 Situation comedy 30 min. | wk Carter Prods ~ Toni Co.
S10.000 Musical 15 mip. 5 wk Mi'es 1abs
8350% News 5 min. 3 wk Arerican Tobacto
S11.000 Comedy variety [ br. fowk Kraft Foods
SG.230 News-commentary 15 min. 5 wk An;‘c;:“t:‘n Bt‘).‘ll\'”(‘:: . Ford Motor;
S3.300 Detective drama 25 min. 1 wk wrigley Co.
S1.375% Musical variety 50 mia. | wk Calgon
S350 Commentary 5 min. | wk Tastl-Diet
8$3.000 Western variety 30 min. | wk wrigley Co.
S3.7507 Variety I he. | owk Brisiol-Myers
S1.8007 Morning variety 90 min. 5 wk (Sze Rudio C:mpacagraph this issue
S$3.70355
S20.000 i Musical-variety 30 min. 1 Wk Themas 4. Lipton
83,000 Seap opera 15 min. 5 wk P&G
S$3.230 Western drama 30 min. 1 wk Lipoett & Myers
S1.000 Drama 30 min, 1 wk Hall Bros.
S2.800 Soap opera 15 min. 5 wk Miles Labs
S11L.000 Comedy 30 min. | wk American Tobacco
S350# News S min. 6 wk Loaglnes-Wittnauer
S3.250 Svap opera I5 min. 5 wk PEG
S2.875 Panel quiz 15 min...5 wk Continental Bakirng
S$7.250 News-commentary 15 min. 5§ &k Kaiser-Willys
83.750 Situation comedy 30 min. | wk Philip Morris
S2.3060 Soap opera IS min. § wk Whitchall Pharmacal
S6.300 Situatlon comedy 30 min. 1 wk Tedl Co.: Whitehall Pharmacal
S3.300 Seap opera IS min. 5 wk P&G
S1.0097 Music-news-variety Iohre 1wk American 0il Co.
N3.250 Seap opera 15 min. 5 wk P&G
S2.000 Rural varicty 25 min. 1| wk General Foxds
N2.¢007 Muslcal varlety 1 b | owk Nehi Curp.: Helene Curtis: Van
Camp
S350 News 5 min. 8 wk Chevrelst
S2.890 Soag opera 15 min. 5 wk Amec-ican Home Prods.: Tonl Co.

Viastuea canfinues on page 70

Campbe!l Ewald
Y&R

Ted Bates
BBDU. Leo Burnett:
FCAE
Y&R
VMiétor -A- BenneR
Ted Bates

Ted Bites: Les Burn
Geeffrey wWade
SsCB

IWT

Joceph Katz; JWT; C

Mithun
Arthur Mcyerhoft'
Ketchum, Maclcod &
Sidney Garfiold
R&R-
DCSS

for (ist of Godfrey ad

Y&R

Compton

CAW

FC&B

‘Geoffrey Wade
BBDO

Victor -A. Bennett:
D-F.S;

Ted Bates.

Ewell & Thurber; Welab
Blow
Joha F%Z Murray

Weiss & Geller: John F°

B&B

Juseph: Katr
Comgton
FC&'B

BBLO: Gordon Best: Bris

Wheeler & Staff

Camobell- Ewald

Johr £ Murray; Lée Burmeft

-

SPONSOR 1




WILK-TV —The World's most POWERFUL TV Station

as of January 1, 1955

WILK-TV r.nwmo:m it again ...We have be- . . This is our story, .uc..m and simple. Now,

gun work on the world’s most powerful TV you can tell your story louder and farther than
station . . . 1,000,000 watts, the maximum ever before possible. Take advantage of the
allowed by the F. C. C. It will blanket the mar- station with production and promotion know-
ket from Binghamton to Reading. how that matches its strength!

~ It's a MUST for coverage of

the Two Million Population
wiikes-BARRE  Wilkes-Barre —Scranton -
__SCRANTON  Hazleton— Williamsport Market!

st in POWER
st in COVERAGE

\\\x\w\w\&
4/ A
\ \WW\\\%\
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PROGRAM

Rosemary

Sanka Salntes
Second Mrs., Burton
Stars Orver Hollyiwood
Stop the Musie
Syvmphonette

This is Nora Drake
Tiwo for the Money
Wendy Warren

Young DPr. Malone

PROGRAM

Back to God Hour

Bill Henry

Break the Bank

Capitol Commentary

Cecil Browen

Cecil Brown

Coke Time icith Eddie Fisher

Counterspy

Lverett Holles
Frank & Ernest
Frank Singiser
Florida Calling
Cabriel Heatter
CGeneral Sports Time
Global Frontiers
Harry Flannery
Holland Engle

It Happens Ervery Day
Jack Brickhonse

Lorne Green

Lutheran Hour

Official Detective

Oun the Line acith Considine

Queen for a Day

70

CBS Radio sponsored shows (continued)

WFEKLY
COsT

S$2,700
sS850
$3.000
S3.15¢G
S2.1007
$7.200
S3.000
S12.0001
$3.230

8$2.850

WEEKLY
COST

TYPE

Soap opera

News

Soap opera

Drama

Muslcal qulz

Muslcal

Soap opera

Oulz

S.rial & news

Soap opera

LENGTH
15 min. 5 wk
5 min. | wk

45 min 5 wk

30 min. | wk

L hr. 1'wk

15 min. 3: wk

15 min. 5 wk

30 min. 1 wk
5 min. 5 wk
15 min. 5 ‘wk

SPONSOR

AGENCY

P& G

General Foods

Armour

Carnation Co.

Quallty Goods Mirs.: Exquisite
Form; Whiteh2all Pharmacal
Longines-Wittnauer
Bristol-Myers; Toni

P. Lorlllard

P&G:. Armour

P&AG

MBS sponsored shows

TYPE

S1.850
S2.000
S1.200
See note §
See note §
S550
S$1.000

Multi-Mes-
sage Plan*

See note §
8750

See note §
S2.600

S1.5007
S2.5300
S1.200
S$1.500

Sce note §
82,000
£300
S1.250
S700

Multi-Ves-
sage PPlan*

S1.000

83.000

Religious

News

Quiz

News

News

News

Musical

Mystery drama

News

Religlous

News

Aud.-partic.-varlety

Commentary

commentary

Sports

Religious

Naws-commentary

News

Humorous commentary

Sports news

Commentary

Religlous

Detective drama

Commentary

Audlence partle.

(Listing continues on page 72)

LENGTH

30 min. 1'wk
5 min. 5 wk
15 min. 5, wk
‘5 min. 5 wk

5 min. 5 wk

10 min, I, wk

15 min. 2 wk
30 min. i,wk
5 min. 2 wk

I5 min. 1 wk

5 min. § wk

25 min. 5 wk

15 min. 5 'wk

15 min. (,wk

15 min.. | wk

15 min. 5 wk
5 min. 5 'wk
5 min. 5wk
10 min. | wk
5 min. 2 wk
30 min. 1 wk
30 min. | wk
IS5 min. | wk
30 min. 5 wk

84&B

Y&R

Henrl, Hurst ¥ MeDeoald
Erwin, Wasey

Grey; .J. F. Murray
Victor A. Benpett

DCSS: Weiss & Geller

Lennen & Newell

Compton: Henrr, Hurst & #
Donald

Compton

Christian .Ret. Church
Johns-Manville

Miles Labs

S. C. lohnson

S. C. Jchnson

State Farm Mutuai
Coca-Cola

R. J. Reynoids: Lemon Frods;
Bridgeport Brass

S. €. Johnson

Dawn Bible Students Association.
S. C. lohnson

Florida Citrus Comm.
Beltone Hearing

Generai Tire Co.

wings of Healirg

AF of L

S. C. Johnson

Block Drug

State Farm Mutual
LCredit Unlon

Lutheran Laymen's League

R. 1. Reynolds: Pan Amerlcan
Ceffee. Lemon Prods.

‘Mutual of Omaha

P. Lorillard: Lettuce, Inc.

&
;
i
AGENCY
Glenn-Jordan-Stoetzel I

W T

Geoftrey Wade

Needham. Louis & Brerky
Needham. Louis & Breby
Needham, Louls & Brarbf
D Arcy

Esty; Mc-E

Necdham; Louis & Brarby
Willlam Gleeson
Needham, Louls & Brerby
IWT

Olian & Broaner

D'Arcy

Century  Adv.

Furman: Felner
Needham, Louis & Brorby
Emil Mogul

Needhzmi; Louls & RBrechy

dwWT

Gotham Adv.

Esty; CAW., McvE

Bozell. 4 Jacobs.

Lennen & Newelly John, Cohan

SPONSOR




For the 15th consecutive year, Home
Federal Savings and Loan Association
of Tulsa, signs up for full sponsorship
of KVOO’s 10:00 p.m. newscast. As
Mr. Louis W. Grant, President of
Tulsa’s largest Savings and Loan As-
sociation says, '‘"We believe in night-
time radio, especially in KVOO'’s
tremendous coverage and dependable
service. We credit our sponsorship of
the 10:00 p.m. news on KVOO for a
great deal of our remarkable growth
these last 14 years. With depositors
in 45 of the 48 States, we’ve gone,

during this time, from a three and a

half million dollar institution to one

Mr. W. G. Skelly, right, owner of KVOO,
congratulates Mr. Louis W. Grant, Presi-
dent, Home Federal Savings and Loan
Association, on his firm’s tremendous
growth during past 14 years.

with deposits of over forty-three mil-
lions of dollars!”

If you have a service or product which
the investment and buying minded
people of Oklahoma’s No. 1 Market
would be interested in taking advan-
tage of, you, too, will find profit and
growth from a consistent KVOO
schedule. There’s no substitute for
quality, especially in radio broadcast-
ing, and KVOO’s more than 29 years
of outstanding service to an ever-
increasing listenership, is your best
guarantee of quality in the important
Southwestern area of which Tulsa is
the dynamic center.

RADIO STATION KVOO

NBC AFFILIATE
~ EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

OKLAHOMA’'S GREATEST STATION

50,000 WATTS TULSA, OKLA
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PROGRAM

Sam Hayes

Sgt. Preston of the Yukon

Squad Roomr

The Falcon

Treasury Agent

Yoice of Prophecy

Wild Bil Hickok

PROGRAM

Alex Dreier
Backstage Wife
Band of America
Big Storv

Bob Hope

Break the Bank
Dinalv Shore
Dragnet

Fibber 3McGee & Molly

Frank Sinatra

Front Page Farrell

Gillette Cavalcade of Sports
Grand Ole Opry

It Pays to be Married

Just Plain Bill

Lorenzo Jones

Lux Radio Theatre

Mary Lee Tayxlor

National Farm & Home Hour

News of the Waorld
(Morgan Beatty)

Nutrilite Show (Dennis Dav)
One Man's Family
People Are Funny

Pepper Young's Fauwily

MBS Ineludes the

sage

MBS

WEEKLY
COST

See note §
S1.250
Multi-Mes-

Plan*

Multi-Mes-
sage Plan*®
Multi=¥Mes-
sage Plan*

S1.500°

S$35.300

sponsored shows (continued)

TYPE

News
Adventure drams

Deotective drama

Mystery drama

drama

Detective

Retigious

Western

LENGTH

5 min. 6/%k

30

30

30

3%

min,

m'n.

min.

min.

2, wk

i 'wk

1/wk

3 wk

——

SPONSOR.

AGENCY

S. C. Johnzaa

Qucker Oats

Lemon Prois.;: R.

J. Rcynolds;
Florida Cltrus

R. J. Rcyroids;
Lemoa Prois.

Florids Cltrus:

Prn American Coffee; R. J. Rey-
noids: Lcmon Prods.

Voice of Propheey

Ke'legg Co.

NBC Radio sponsored shows

WEEKLY
COSsT

S1.500
$2.500
$6.500
$3.000
S11.000
S1.200
$5.000
85,500

Three
Plan*

S3.500
S2.750
510.000%
S3.000

Three
Plan**

$2.300
$2.750
S12.000
S2.800
S$2.000

$2.500

83.000
$35.000
$35.200

82,700

n ry-detection-adventure

L two

TYPE

News-commentary

Scap opera

Musical

Drama

Comecdy-variety

Quiz

Muslcai

Mystery-datection

Situatior comedy

Musical-d.j.

Soap opera

Boxing

Folk music, variety

Audicnce partle.

Scap opera

Scap opera

Drama

Drama & women's

service

Agricuitural news,
features

News

Muslcal varfety

Serlal

Qulz

Secap opera

(Listing continues on page 74

5 23

30

30

30

30

30

aRe.,

min.

mir.

min.

LENGTH

5 wk

5 wk

i/wk

b,wk

I wk

in. 5wk

min.

min.

min,

min.

min.

min. |

min.

min.

min.

min.

min.

min,

min.

10

2 wk

I wk

wk

(3

wk

I wk

5 wk

| wk

5 wk

i wk

5wk

shouws which are hesrd M F 8830 pm Cost

J talent.

Needham, Louls & Br
Wherry Baker & TYildea

Mc.E: Esty; JWT

Esty: JWT; Mc.E

CAW. Estys Mc-E

Western Adv,

Leo Buraétt

SPONSOR AGENCY
int't Harvester Y&R
F&G Y&R
Citics Scrvice Efilirgton
Amurican Totacco SSCB
Armercan Dalry Campbeit-Mithun

Mifes Labs.

Chevrolct

Licgeit & Myers

Corter: Lewis-Howe; Liggett &
Myers: RCA
Teni Co.

Pharmaco; Amcrican Home Profs

Gillettc Safety Razor

R. j. Reynolds

Carter: Lewis-Howe; Liggett &
Myers: RCA

whittka | Fharm.:; Carter Proids.

Colgzte-Palmolive

Lever Bres.

Pet M.lk

Allls.Chaimers

Mi'es Lahs

Mytirger & Caseelberry

Toni Co.: Miles Labs
Mars. ire.: Toni
P& G

\

§$23.000 per Aeck

Geoffrey Wade

Campbeil-Ewald

C&w

Ted Bates: RAR: CAW; Y!“II
Tatham-Lairg

DCSS. John F. Muriay

Maxon

Esty

Ted Bales: R&R: CAW, Kii

Joha F. Mircay? Té4 Bates
Esty. |
IWT

Gardr.er

Bert S. Gitting

Geoflrey, Wade |

Dan B. Mliner

Lco Burnett; Geeffrey Wads

Leo Burnett

B&B

€1.300 per participation per sponsor based on a minimum DU“*'{

SPONSOR ¢




... STATUE OF LIBERTY, presented to
the United States by the people of
France tn 1884. Its torch, a symbol of
hope to millions all over the world,
shines over 350 feet above New York
Harbor. The statue is visited by more
than half a million people annually.

And there’s only one...

. advertising medium that single-
handed covers the Industrial Heart of
America. Only WWVA Radio in
Wheeling, W. Va., reaches all the 100-
odd counties of Eastern Ohio, Western
Pennsylvania and West Virginia that
comprise this Five Billion Dollar mar-
ket ... an area of unlimited sales
opportunity for alert advertisers.
WWVA, and only WWVA, blankets
this entire area 24 hours a day with
its dominating 50,000 watt signal, de-
livering the sales impact of high-rated
CBS Network shows, coupled with the
homespun appeal of WWVA’s own
local personalities. In this fabulous
market live almost 5% million people,
who last year spent over $5 billion in
retail stores alone. With WWVA Ra-
dio, you not only reach this market of
more than a million and a half radio
homes, but you sell it completely with

¢ One Medium {\\
* One Cost

* One Billing

For additional mar-
ket information and
time avatlabilities,
write, wire or phone

(S Wheeling, W. Va.
‘é;é 50,000 watts—CBS Radio

ommS
National Sales Director—Tom Harker
118 E. 57th St., N.Y.C., EL 5-7690

4§ OCTOBER 1954




NBC Radio sponsored shows (continued)

- = R —
WEEKLY
PROGRAM COST TYPE LENGTH SPONSOR AGENCY:
N -
Phrase That Pava SN2 5300 Quir 15 min. 5 wk Colgate. Paimolive Essty
Right ta Happiness ~N3.000 Scap: gpera 13 min. 5 wk P&G D-F-§
Ray Rugl'ru _\'7_.',"" Western varlety 30 min. 1 wk Dodge Div., Chrysler Grant Adv.
| )
Second Chanee Three Audlenee partic. i5 min, 5 wk Carter: Le;é‘.uwg; Lliggett & Ted Bates; R&R: CAw:
. . Myers: A
Plan**
Stella Dallas $2.800 Soap opera 15 min. 5 wk Sterling Drug D-F:§
Strike It Rieh 83,000 Qulz 30 min. 5 wk Co'gate- Palmolive: E'sty
Swenace Three-Star Extre SE800 Ces 15 min. 5 wk Sun Qil Co. Ogilvy. Benson & Mathee
Telephone Hour S8.000 Musical 30 min. i wk Rell Telephene Co. Ayer
Walle A Mile S3.300 Quiz 30 min. 'wk R. J. Reynelds Esty
W eleowme Travelers S L0000 Audience partic. 30 min. 5 wk P&G Biow
woan tu ¥YIv House 82 300 Saap opera 15 min. 5 wk Manhattan Soap Co. Scheideler, Betk & Werner
rou Bet Your Life S2 1,000 Comedy qulz 30 min. 1 wk DeSoto-Plymouth BBDO !
Young Widder Brawu 82,800 Soap opera i5 mln. Stwk Sterling Drug b-F-s IIi !

Inctmdes the (nee 13-minnte strips Indicated above. Each strlp has 15 4 1
chonsing any or ail of the programs on any day Cost per particlpation: Fiblher MoGee, $2,917;

IMlun, Nit¢

one-minute avallabilitlcs a week (3 per showl.  An advertiser must buy a ininimi Q\
articipations a week, 2,025

Second Chance, £2,250; Tt Pays o be Marrled, $

fCost of both radle and tv shiows. The radio show Js taped from the tv production,

NETWORK RADIO COSTS

tContinued from page 42)

mystery-detection  (five of MBS’ in
Muhi-Message Plan). six Western and
five hal-hour dra-
mas. four The
only hour-long drama show is the Lux
Radio Theatre; the only hour-long
comedy-variety program i Edgar Ber-
gen-Charlie McCarthy—Dhoth on CBS.

With their ever-increasing flexibility
and readiness 1o adapt to advertisers’
needs. net radio also offers sponsors
plentiful opportunities to come and go
as they please. Shows and plans which

achenture shows.

situation comedies.

allow sponsors to purchase participa-
tions and segiments of varying lengths
and prices are nothing new on net ra-
dio. but their ranks are growing fast.
\ sponsor with a limited budget or
hmted campaign needs can buy any-
thing froim a one-minute participation
to a quarter-hour segment or inore on
a wide variety of shows day or night.

NBC. for instance. continues the par-
ticipation plan it launched last fall
with a few additions to accommodate
interested The network
reports that about 257 of it= total ra-

ahertisers.
dio billing represents business {rom

74

advertizers on a participation Dasis.
The plan as started last fall includes
the Three Plan (three 15-minute strips,
one morning, one afternoon, one night
time): The Big Preview, Saturday
night, 7:30-9:30 p.m. which sells one-
minute participations for $3.000 each;
and Weekend, Sunday afternoons from
3 to 5 p.m. which has eight availabili-
ties at $2.250 eaeh. Farly this vear, a
four-hour Saturday afternoon stanza
called Road Show howed on NBC with
participations also going for $2,250
(all costs cited in connection with NBC
include time and talent),

Most notably successful has been the
Three Plan which embraces Fibber Mc-
Gee & Molly (Sundav through Thurs-
day. 10-10:15 p.m.); Second Chance,
Monday through Friday, 11:45-12
noon) and /t Pavs to be Married
(Monday  through  Friday, 5:45-6
p.m.). There are three availabilities
per show and a sponsor is {ree to huy
just one or as many as he likes in any
or all of the shows (for costs. see foot-
Fibber & Molly has
proven o popular with sponsors that
NBC has just added another 15-niinute
strip to be heard immediately follow-
ing that show Sunday through Thurs-

note in listing).

day (on Fridayv nights Gillette has its
boxing broadcasts starting at 10 p.m.).
New show was (as was Fibber) origi-
nally a succe<sful half-hour situation
comedy—T7The Great Gildersleeve. Par-
ticipations sell for £2.750 each for one
or two a week. $2.500 each for three a
week or more. Rexall Drug Co. has
already bought into thiz show: among
other advertisers taking part in these
NBC shows are RCA, Murine. General
Foods. Sunheam Corp.. Armour and
Carter.

CBS boastz a flock of across-the-
board and hour-long shows which of-
fer quarter-hour segments for sponsor-
ship. Godfrey. of course. holds the fort
cach morning for 90 minutes as well
as on Friday nights from 8:30 to 9:30
with his Digest (which goes for §3.750
a quarter hour), Art Linkletter makes
whoopee eaeh afternoon at 3:15 p.m.
{on House Party): Galen Drake and
Robert Q. Lewis do their turns on
Saturday mornings (an hour each):
Stop the Music has heen expanded 1o
an hour and a quarter (Tuesdays. 8
to 9:15 pan.) with three of its quarter-
hour segments already bankrolled at
82.100 a segment. '

In addition. CBS has just launched

SPONSOR
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77 % of the buying power of Michigan, almost 6 billion
dollars yearly, lies within reach of the "Golden Triangle™
formed by Detroit, Jackson and Flint. Cut yourself a big
slice of this market. It's ready to serve! Come and get it! R

Look at these figures — radios in nearly 100% of the HEADLEY REED

homes — over 85% of the automobiles.

A& package buy of these three strategically located
' Michigan stations offers you maximum coverage at
minimum cost.

/KMH WKHM WKMF

DEARBORN JACKSON FLINT
5000 Watts 1000 Watts 1000 Watts

(1000 WATTS — NIGHTS)




the Amos 'n” Andy Music Hall across.
the-board from 9:30-35 pai. A <pon-
<or can buyv a sixeminute segmem of
thi~ <how for €1000, a quarter hour
for $2,000 (gross talent cost only ), A
price of $1000 will also buy a quarter-
hour <egment on On A Sunday After-
noon. a music-news-weather  stanza
which runs from 4 pan to 5:55 pan.
on Sundays.

ABC. aside from its multiple-spon-
sored Breakfast Club, offers the Martin
Block Shou each weekday afternoon
from 2:35 to | p.n. which sells at the

modest talent price of 8863 for two
quarter lours a week, and $1,898 for
weekly,  ABC’s
l'eekend News package of 22 five-min-
ute newscasts each Saturday and Sun.
day i< available for $3.1.000, is carry-
ing Rybutol messages for the Vitamin
Corp. on 348 stations till the end of
October.

Mutual’s Multi-Message P’lan which
covers five half-hour mysteries nightly
from 8-8:30 p.m. currently has a “sold
out”  sign, sells
£1.,500 each.

fwe such  <egments

participations for
* * %

WCSC-RADIO

Covers Coastal South Carolina like a Cloak

(5

. . .and
we were
warmed
with

hot sales”

Say: Belk-Robinson De-
partment Store exccu-

Lloyd Fitzgerald and
Advertising Manager,
Suzanne Lewis, Charles-
ton, S. C.

“It was August and temperatures were soaring near the hundred mark
when we advertised a winter coat sale on our “Fascinatin’ Rhythm”
Radio Show, Sunday 6-6:30 p.m. During the two-day promotion every
coat in stock was sold. We reordered and repeated the sale two weeks
later, advertising it on our WCSC-Radio show on Sunday. As before,

our Monday sales were excellent!

RESULTS are what Belk’s wants,

and RESULTS are what we GET from our WCSC-RADIO adver-

tising!”

(signed) L. W, Fitzgerald

IN THE 15 COUNTIES SERVED BY WCSC-RADIO THERE ARE 147,230
RADIO HOMES PLUS 89,000 CARS EQUIPPED WITH RADIOS

We'll get SALES RESULTS for YOU, too, if you'll give us an opportunity.

john M. Rivers
Ceneral Manager

WCSC-RADIO

John B. Hearne
Commercial Mgr.

Charleston, S. C.
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tives, Cencral Manager

SPOT EXPENDITURES

(Continued from page 29)

Lureau right away.”

Early efforts to gather spot figure
concentrated on the stations. In 193
Anne Edgerhy. who then owned Pul
lishers hiformation Bureau, set up
spot radio information service base
on station reports. There were fewe
stations then than there are now hu
at the peak of Miss Edgerly’s effort
only one out of four cooperated. 1
1950, Miss Edgerly. who had presi
ously sold PIB, tried again. This time
she had the idea of getting the stations
to include an extra copy of their
monthly business report to reps and
abstracting figures from these. But
out of 300 top stations surveved. onl
40 said they would go along.

Around 1940, N. C. “Duke” Rora:
baugh started his spot report in Phila-
delphia by going to the stations for
inforination. Neither in Philadelphia
nor in New York. where Rorabaugh
made later attempts. did the stations
show much interest. He then decided
to go to the agencies, hut had onlh
partial success.

In 1951 Rorabaugh aroused a flurn
of interest with a plan to work through
the reps with a questionnaire. (See
“They’re lifting the spot radio veil.”
sPONSOR, 4 June 1951.1 He lined up
22 important reps but three others
balked. Since the reluctant trio were
key firms and since Rorabaugh had
decided he wouldn’t be satisfied with
half a loaf. he withdrew his plan. The
next year Rorabaugh =old his spet
radio report (based on agency infor-
mation) to James M, Boerst’s Execu-
tives’ Radio-Tv Service and concen:
trated on his successful spot tv report.

Boerst's Spot Radio Report gives
monthly spot radio information (but
not dollar figures) on about 250 ac-
counts. The data is provided by over
50 agencies. including many of the
top commis=ion houses in the business.
There is a good representation of food.
oil and beer accounts but few drug
firms are represented and none of the
Big Three soap firms, without whose
figures even a fairly complete spot ra-
dio information service would be fm-
possible. The Spot Radio Report is
considered good as far as it goes but
no one believes it goez far enough.
Too many agencies tell Boerst their cli-
ents don’t want any information on
spot released—even after the fact.

(Please turn to page 80)
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| DUDES AND DON’TS

or, grammar takes a vacation

A grandmotherly librarian, new to
farm life, was out to learn every-
thing in two vacation weeks,

“Which is correct,” she asked an old
hand, “‘the hen is sitting or the hen is
setting?”’

“Lady,” said the oldtimer, “I don’t
know and I don’t care. All I wonder
about is when she cackles, is she laying
or is she lying!”

kook ok ok

An Advertising Man came to a dude
ranch for a well-earned rest. Very first
morning they shook him awake at 4
a.m., told him it was time to saddle up.

“We goin’ to ride wild horses?” he
yawned.

“Nope.”

“Then why we have to sneak up on
’em in the dark?”

S

Wild horses couldn’t drag us from the

commercial:

Re. tv: NBC now ranks KGNC-TV
first among afhiliates for total primary
area coverage.

Re. a.m.: KGNC reaches 78 counties
with 1 million people in Texas. New
Mexico, Kansas, Oklahoma and Colo-
rado.

Re. $: Amarillo is Ist in the nation—
again—in per family retail sales.

| KGNC-AM & TV
' “EEAmbrillo

NBC and DuMONT AFFILIATE

AM: 10,000 watts, 710 kc. TV: Channel 4. Represented Nationally by the Katz Agency

4 OCTOBER 1954
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THE preacher laments not so much the black
sheep of his flock as the grey come-in-a-
whilers who burst his church at the seams come
Easter, Thanksgiving and Christmas.

To round them up he takes to the air. Since
most advertisers shy from Sunday mornings like
poison ivy, station managers write off the time to
public service, and offer their own prayers of thanks
for something to fill cheir logs.

Around Dallas, any way you turn the dial, you're
in church unless you tune WFAA.

SUNDAY’S
SINNERS

.. there are move.of them!
A

J&

.

No sinner likes to be reminded of his sins, so
we give ’em news and music on Sunday mornings.
Being the only station that bothers no one’s con-
science, we've gathered a sizeable, appreciative
audience.

If you’ve a product for Sunday sinners, you'll
find them in our pen. Any Petry man can point out
choice availabilicies . . . at buttons-in-the-collection-
plate rates.

ALEX KEESE, Station Monager

GEORGE UTLEY, Commercial Manager
EDWARD PETRY & CO., Notional Representative
Rodio Service ol The Dollas Moming News
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RADIO COMPARAGRAPH OF NETWORK PROGRAMS
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This SOIL

grows
" bigger crops—
makes

|'
i Here are some basic facts about the fabulous
Red River Valley that you ought to know. First,

bet‘l‘er markeiS! read what the Encyclopedia Americana says:

“The surface of the land in North Dakota is made up of
three broad steps of prairies, rising half a mile in altitude as
they cross the state from east 10 west. The eastern and lowest
step is the fertile and level Red River Valley. The soil in the
Red River Valley is among the most fertile in the world.”

{

The Americana hit it on the head. Our hayseeds ohviously
don’t need magic to make farming pay big dividends. The
Valley’s rich black top-soil averages 16” in depth, and believe
us, “no other region in America can make that statement”.
The result — average gross farm income in the Red River Valley
is $9518, as compared with the national average of $6687.

Also, annual per-family retail sales average
$4164, as against $3584 for the rest of the U.S.

Right plumb in the heart of the Valley is Fargo — hiome of
WDAY, and the shopping and trading center for a 26-county
market which contains almost half a million people.

Many of these facts must have rubbed off on you advertisers
long ago, because you’ve always invested heavily in the Red
River Valley — especially with radio!

oy i

Ever since the Atwater-Kent days back in the twenties, we’ve
made WDAY the Valley’s one BIG radio value, outstripping
ali “competition” by tremendous margins. Fan mail rolls into
WDAY by the bagful, averaging more than 400 letters a day,
including Sundays and holidays. More than 10.000 familie
maintain paid subscriptions to “Mike Notes”. our muc
WDAY newspaper. Thousands of our listeners apparently

| FARGO, N. D. tune to any other station at all.
\, NBC ¢ 5000 WATTS © 970 KILOCYCLES Let Free & Peters give you all the facts on WDAY

FREE & PETERS, INC. quite a story!

Exclusive National Representatives e e S




SPOT EXPENDITURES ers its spot radio “universe”- -1,070
Continued from page 76) stutsuus'. I'hi~ information is comnvert-
ed imo dollar figures by Rorabaugh.

wurse. these agencies. and the  Lever, naturally, concerns itself only

otl o to all sorts of trouble 1o with competitive  categories:  deter-
pot radio information on their  gents. cleansers. toilet soaps, shorten-
competition. Many get month-ings. shave creams, dentifrices, home

its [rom reps. a chore borne  permanents.  shampoos, margarines.
without any great enthusiasm.  Only  deodorants are not  covered.

Tl irtive phone call from adman to  DBrand breakdowns are for Lever’s own
- &7 is an important source of  use but total dollar figures by categor-
idio information but few admen  ies of products are available from

W | take their professional lives on Rorabaugh.
the accuracy of such data. Rorabaugh get~ together dollar fig-
Lever Bros. samples what it consid- ures on spot tv, also. covering the same

a typical [

UNBORN SABLE
HAT
MINK LINED

DELUXE
CADILLAC
CONVERTIBLE

PEARL HANDLE, SSerds 3 :
RUBY STUDDED _ ; ' 12 CARAT
msToL crips B 4 B : DIAMONDS

One might get this impression from all the }‘)-ubblicity about Texas millionaires. Yes,
there are a lot of millionaires but also there are a great many average people. As
a matter of fact there are 4,135,752 in the combined KMAC-KLBS coverge area.

- 5000 WATTS 5000 WATTS
ON 630 ON 610
IN SAN ANTONIO IN HOUSTON

categories as in radio. These are ¢

verted from the information in o
spot tv report, which covers 230 of -
400 U.3. tv stations but which rep.
sents about 837¢ of the time costs§
all these stations. The spot tv dol

figures are projected by a formula s
cover the remaming 130 <tations a
the remaining 157¢ of the total tiy
costs. The formula has been approy
by Lever and Colgate, both of whie
subscribe to detatled breakdowns

these figures. (Rorabaugh hopes

get PEG to sign up shortly.) Mo
than 100 brands are covered. coi
pared with about half that numbs
using spot radio.

The calculations of Rorabaugh
spot tv dollar figures illustrate som
of the difficultiex that would crop u
in putting out complete spot radio fig
ures. The spot tv dollar figures ar
time costs only but they are after mav
imum discounts, the theory heing tha
advertisers in the toilet goods field an
big enough to get these maximum dis
counts. With a complete spot reporl
either in radio or tv. the maximun
discount as~umption might no longe
make sense. Furthermore. (11 ther
are more radio than tv stations. mak-
ing the task of gathering data morc
complex and 12) special deals in ra
dio make the problem of estimating
what an advertiser it actually spend
ing very difficult.

If the nation’s radio stations can be
persuaded to cooperate in a <pol ra
dio information bureau, Rorabaugh's
method and experience will probably
point the way. For his spot tv re
port. Rorabaugh sends out his own
forms with specific questions asked.
The station fills out information for
the first week of each month in a giv-
en quarter. The early belief that the
entire machinery of information-gath-
ering could be simplified if stations
merely sent a copy of their log has
about been given up.

It is not only time consuming. aid
therefore expensive. to abstract the ma-
terial from a log but stations often list
onhy  the advertizers name without
mentioning the specific product con-
cerned. With the huge. multiple-prod-
uct businesses of today. the lack of
specific product names would be a fatal
flaw in any spot radio estimates.

Rorabaugh does get logs from a few
stations and has found that it takes a
skilled girl one day to go over one
station’s log for one week. While a
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What’s Cooking in Sioux City Sue-Land

During a six-week period (six shows) the Crescent Electric Co.

s
reeeciie,,,

of Towa, sponsors of “The Life of Riley™ on KVTI', so0ld 13 carload~

of one model ol the GE electric ranges thev distribute. They tell

10 R 0000

us they have received more active dealer support through our medium
. than anv other ever used. KVTV’s impact in the alleged fringe area
so great that, after the series started, dealers more than 100

was

miles distant from Sioux City came into the program.

There’s no doubt about what's cooking in Sioux City

" Sue-lLand. The answer: GE electric ranges—and KVTV.

TIT Yy L rid O | ) u,_‘u_g‘__z\\
N <

CBS, ABC & DuMont
Represented by The Katz Agency

KV,

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.

\ ’ i
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“ﬁolilm marhcl'"

SELL THE

l 0AMERIGA’S
u:nno POPULATION

WDIA--
50,000 WATTS

Here is a new “golden market”
of 1,466,618 negroes! 37% of the
total area population . . . one-
tenth of the entire negro popula-
tion of America! And it cant be
reached except with WDIA, the
first and only 50,000 watt station
to broadcast exclusively to the
rich negro market.
TOP HOOPER AND
PULSE RATED STATION
IN THE MEMPHIS MARKETI

WDIA—M!MPHIS, TENN.

REPRESENTED BY

JOHN E. PEARSON CO.,

DORA-CLAYTON AGENCY, SOUTHEAST

WHLI

- THE LONG ISLAND sTorY

DOMINATES

Long Island’s Big, Rich
NASSAU COUNTY

* %%k

$287,760,000
FOOD STORE SALES
Sales Magt.}
ok

WHLI hos o larger daytime au-

dience in the Majar Long Island
Market than ‘any ather statian,

on an Sur vey )

station would have to <pend a little
time and moneyv to fill out a spot radio
forin. it would be concerned only with
spot radio data and not the facts on
local and network business also found
i~ hkely

that once stations <et up some kind of

i the log. Furthermore, it
a =zpot radio mformation bureau. the
with inforina-
lend a hand.
Reps who bill for their stations, such

a~ the Katz

their centralized
facilities. would

reps.
tion
Agency (see al-o
in this issue on ceutralized

story
Lillingy,
have on file complete national spot
data and even those who don’t bill for
their stations have the necessary infor-
mation since their very purpose is to
sell national =pot.

While there tsn’t much of a chance
that a ~pot radio information bureau
or anything like it i~ just around the
corner. the needs of the time are ap-
plying a pressure on the spot radio
business that may be too strong to re-
sist. much longer. There i~ probably
no greater need in spot radio than
telling the man who uses it what the

other guy is doing. LA

TIMEBUYERS’ SCHOOL

(Continued from page 30)
kind. The

such factors as research,
coverage.

stressed
ratings and
In hine with these answers.
the first three lectures will deal with
research and some of the other lec-
tures will touch upon research in one
way or another.

of this answers

The roster of speakers was not com-
plete at sPONSOR’s presstime but here
is a list of those who have already
said they would talk. Ward Dorrell
of John Blair and Donald Covle of
ABC will address the first session.
titled “Research—Exposition.” E. L.
Deckinger of Biow, Thomas J. Linch
of Y&R and Llovd Venard of Venard.
Rintoul and McConnell will talk on
“Research The third lec-
ture will be on qualitative research
and while the speaker= have not yet
indicated whether they will be able to
attend. there is a possibility that the
president of one of the largest ad
agencies will be one of those on the
rostrum.

Analysis.”

Two prominent station men are ex-
pected to talk on radio-tv engineering
factors.  Robert Garver of General
Foods will be one of those talking on
marhets: George Kern. L&N. and Rob-

ert Reuschle. WHUM-TV, Readig
will talk  ou  ““Agency Practices

Ruth Jones, Compton, will be one
those 1alking on “Sales Practices:
John Karol, CB> Radio. James Lue
JWT, will talk on networks; Ne
Midgeley, Ted Bates, will be one o
those talking on =pot radio and &
I2d 1Zbel of General Foods and an agen
¢y man will di~cuss merchandising
and Ed Shurick, CBs TV, and Julia
Brown. Compton, will talk on audience
coverage. The 12th lecture is open in
case one of the previous sessions runps
over and the last i~ entitled “Lates
Developments,” with the speakers to
be decided on later in the season.

The radio workshop of the Chicage
Federated Advertising Club will in.
clude one session devoted to timebuy.
ing this fall but most of the other
topics will be closely involved with
timebuying. lHere is a partial list of
speakers and subjects:

Gene Seehafer, Needham, Louis &
Brorby, “Radio Research;” Ken Flems
ing, Leo Burnett Co., “Timebuying;®

Karl Vollmer, Young & Rubicam,
“Radio Commercial Cop), Mac Me-
Kittrick. A. C. Nielsen Co., Rating
Services;” George Drase. WBBM.
“Radio  Selling Locally:” Robert
Wood, Storer Broadcasting Co.. “Mer:

chandising from the Radio Station's
Viewpoint.” and Gale Blocki. Jr.
Broadecast Advertising Bureau, “Radio
Selling Nationally.”

There appears little question 'that
courses in time buying are rare. if not
non-existent at present. Some fears
ago Ned Midgeley. media supervisor
at Ted Bates. held forth on the “Ad-
vertising and Business Side of Radio”
for the School of Adult Education of
New York University. Midgeley was
then at CBS and held night classes at
CBS headquarters in New York City.
Like the RTES course. which Midge-
lev will address. his NYU lectures cov-
ered the time buying and time selling
aspects of broadcasting.  Midgeley
taught the course from 1940 to 194%.
after which he published a hook under
the same title as the course (Prentjces

Hall. 1948). i
“The book was adopted as a teul
by ~ome 90 schools.” Midgeley ~aid.

Midgeley said. that so far as he
knew. there were no special courses
for timebuyers offered at L. 3. schools
. He said. however. thal
be

or universilies.
university
there was no substitute fof

while a course would

helpful.
SPONSOR =«
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IKILOCYCLES

> of the

San Francisco Bay Area's
3,000,000 people are
Foreign Language Speaking!
They multiply, add, subtract and
divide; THEY THINK! THEY BUY!
in their own langquage! Sell them
with KLOK, the station that reaches
them all. KLOK's specialized pro-
gramming guarantees your message
attention-getting IMPACT!

~“'_k * SACRAMENTO
Lo { o=
SAN - .

FRANCISCO G

FRESNO »

San Francisca Studios

P. O. Box 987 Hotel Lankershim
San Jose, Calif. San Francisco, Calif.
Represented by John E. Pearson Co.

San Jase Studios

MEMO FROM

DEE RIVERS —

o Al time-buyers
GEORGIA’S

WEAS

and tts new

50,000 ..

Westinglhouse transmitter

on its same old frequency

1010

should be included
in your Fall Budget.

COVERAGE -+ PRICE
makes it Georgia’'s
BEST 50,000 WATT BUY

CALL STARS NATIONAL

NEW YORK — CHICAGO
DETROIT — LOS ANGELES
SAN FRANCISCO
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actual cxperience on the job.

This attitude is common among the
top agencies, some of whom have spe-
cial positions for training tinebuyers.
to-be. Jim Luce, head timebuyer at
JWT. took  Midgeley’s  NYL

course. satd:

who

“We train timebuvers in our own de-
partment. We have two trainee jobs
~et up ju~t for that purpose. They are
designed for six- to 12-month occu-
pancy. Our personnel department has
lectures for young people at the agen-
cv. J. Walter Thompson policy s that
all employees are advertising people
and these lectures are of a general
nature. llowever. there are otcasion-
ally sessions on something specific.
such a< copywriting. When it comes
to a timebuver. 1 feel that the hest
training i= actually buving time.”

The training situation at BBDO is
somewhat shmilar to JWT. There are
general lectures on various phases of
agency operation. These consist of 14
weekly sessions during the winter sea-
son, last from 5:15 to 6:45 p.m. Fledg-
ling timebuyers are often plucked
from media research, the general
trainee pool or even the mail room, if
the person looks promising. (It is
never forgotten at BBDO that [’resi-
dent Ben Duflv <tarted in the mail
room and came up through media.)

Robert Buechner. personnel chief al
BBDO. told sroxsor: “l should think
a college course in time buying would
be exceedingly valuable. As a matter
of fact. my favorite subject is the lack
of media training facilities. In a way.
i’s amazing that there are no courses
on media buying in the universities.
The big We-tern schools and places
like Syracuse. NYU. Indiana. all have
a good advertising curriculum but no
courses in media buying.”

A media executive at one of the lop
radio-tv agencies said that while out-
side training n time buving would be
helpful to someone starting in agency
work. such intelli-
gence and imagination are the most
important qualities neceszary.

characteristics as

“We have some clerk-tipe time-
buvers.” he =aid. “but it is not lack
of traming that ix holding them back.
It 1= their limitations a~ individuals.
Our good timebuvers are involved in
policy. make presentations to clients.
are paid as spacebuyers
tthongh the average spacebuver has
been in the business longeri. and are
generally highly regarded.” * H

well  as

CENTRAL BILLING

«(Caontinued from page 30)

schedule. The vep subtracts his con’
aud sends the rest of th
money to the stations, Where broad
casts were nissed. the Clearing Hou
holds the money until the ageney and
rep iron out the problem. either by ;
make-good broadcast or credit. '
This i~ not imtended ax a detailed
Llueprint for a major accounting setup,
The idea i~ primarily to =et up a cen-

Imi=<iou

tral group which would bill agencies
tor advertisers) and pay reps tor sta-
tions). It might turn out. for example.
that stations would prefer to get money
direct from the Clearing House and
then pay the rep his commission. rath.
er than the other way around.
Rollinson  believes Clearing
House would (11 eliminate many cleri-
cal errorz that now oceur through sta-
tion billing. (21 relieve the agency of
the paper work imolved in <ending
out hundreds of individual orders, (3)
enable the agency to know within a
matter of minutes the frequency dis
count earned by any client on any sta.
tion. (41 save agencies and station
money and (5) induce more buying
of spot because of the greater billing

his

stmplicity.

At the time Rollinson brought up
kis plan about half a dozen of the teop
agencies expressed inlerest. SPONSOR
queried them recently on their current
attitudes. llere are three answers:

Ralph Neumann. treasurer of Ben-
ton & Bowles: 1 think it is a very
vood idea and my impression is that
there should he certain economies in-
herent in a centralized setup. There
~hould he big savings in the paying of
checks. However. we would still have
to check fimvoices sent by this Clearing
House against our orders. The Na-
tional Outdoor Adverlising Bureau.
which provides a central billings office
for member agencies. checks whether
thie billboard ads we ordered are put
up. but we still check NOAB invoices.

“This proposed bureau sounds very
much like the NOAB. 1'd still like fo
Lnow who is going to finance it and
how much it will cost. 1 think it is up
to the stations to get together and fig-
ure out the details of this proposed
Clearing House.”

Joe Bell. treasurer of Ruthraufj &
Ryan: “1'm not completely sold on the
idea. 1'd have to see it worked out in
more detail. The basic idea has a lot
of merit but what will it cost?

SPONSOR




SUCCESS STORY FOR
UHF IN THE MAKING!

In California’s Central Valleys . . tv homes
were practically doubied in just eight
months due to the advent of

Crystal Clear UHF Reception!

Four years fringe area réception (from S.F.) 52,943 tv homes
EIGHT MQNTHS UHF INFLUENCE increase to 95,272 tv hemes

In eight short months Jan. 1, 1954 the percentage of
tv homes climbed from 35.1% to 55.3%

The imminence of UHF gave promise for improved
service . . . therefore . . . all new sets sold during

the last half of 1953 were 95% UHF-VHF receivers!
KTVU’s Central Valleys have become a hot sales area
for UHF sets . . . Proof of this is the total count . . .

to date . . . of UHF sets within KTV U’s effective

coverage ared . ..

Now — according to NBC research — including Sacramento,
Stockton and Modesto areas — 98,100 UHF homes.
With contiguous counties a total of over 112,000 UHF homes.

B v 36 NBC TV
K T ) u Represented by George P. Hollingbery Company

THE NATION'S MOST POWERFUL TELEVISION STATION
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WHBF

ROCK ISLAND, ILL.
CBS FOR THE QUAD-CITIES,

is. favored by location
in a 4-city metropol-
itan area, surrounded
by 10 of the most pro-
ductive rural counties
in the nation.

In both radio and tv
WHBF is the Quad-
Cities favorite.

Les johnson, V.P. and Gen. Mgr.

0. St ?)

Gt e favosits
WHBF

TELCO BUILDING, ROCK ISLAND, ILLINOIS
Represented by Avery-Knedel, In¢

The

“RESULTS”
STATION

in Washington

Represented Notionolly by John Bloir & Co.
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A Clearing louse should. if it’s
going to have any value. take away
fronr the agencies most of the work in-
volved in checking invoices against or-
ders and afbdavits. H an advertiser
receives a newspaper bill hie usually
pavs without checking to <ce if the ad
ran.  We do the clhiecking, However,
the radio situation is more complicated
than newspapers. There are more rate
differentials and discounts in radio. |
suppose¢ the Clearing ltouse would have
to liave some kind of master file of
rates,

“Efficiency is an important adyan-
tage but. in my opinion. the big <ell in
suclr a Clearing touse would have to
be economy.”

Clavton Huf], assistant treasurer of
Batten, Barton, Durstine & Osborn:
“The idea sounds appealing but it was
my impression that the agencies are ex-
pected to pay for something that will
save the stations monev. ['m not sure
whether it will save the agencies inoney
or not. It might save some but } still
think the setup would have to be fi-
nanced by the stations.

“This Clearing House would insert
another element between the advertiser
and the station in addition to the agen-
cy and the rep. It means more corre-
spondence. for one thing. True. cen-
tral billing by reps for their ~tations
also inserts another party in the bill-
ing procecdure but we feel the rep un-
derstands the situations that inevitably
come up in billing since the rep is
closer to us than the station.

“The NOAB works well but don’t
forget it performs another function.
It checks billboards to see our ads are
run. It would never be economical for
the agency to do that. Stations already
send affidavits of performance. Be-
sides. the billboard business is more
cut and dried than radio and tv. There
i= more uniformity in rates and tabu-
lation maclinery works well.”

The well-oiled and smooth working
machinery of NOAB has evoked many
a sigh from harrassed billings execu-
tives in the radio-tv field. Let's go over
it once lighth :

NOAB is a service organization co-
operatively operated and owned by
nearh 250 ad agencies. Together these
agencies service more than 000 ac-
counts using poster and paint hill-
boards, The latest official count of
members. among whom are included
most of the top 157 house~ in the
busines<. is brokhen down by NOAB
oflices a~ follows: 78 i New York. 115

in Chicago and Detroit and 48 in Sa
Francisco,

This is the way NOAB’s central bil
ing operates: In its preparation ¢
monthly bills to it= members it consol
dates all plant operator invoices by ac
counts and by agencies. h transmit
imoices aund location lists to agencies
applving continuity discounts.  Alte
collecting from agencies it consolidate
all payments so that each plant opera
tor receives one monthly check. Final
Ir. an iteurized statement is issued onct
a month 16 members showing unpaic
iems.

NOAB. however. does a lot more.
Since it is actualh an appendage of
the ageney 1t negotiates and contracts
for space: keeps the agency informed
on the status of such negotiations, such
as when a certain billboard may be
available; arranges preparation of
posters and sends out painting instrue-
tions— just fromn one original piece of
art work; takes care of all shipping
from lithographer to plant operator:
verifies and inspects the far-flung bill
board schedule. helps adjust com.
plaints and many other things hesides,

The ad billings setup in the news.
paper field lies somewhere in between
current billboard and radio-tv practice.
Most of the important dailies turn the
bithing chore over to their reps. The
Katz Agency. one of the few reps which
handles billings for its radio and tv
stations. took the job lLecause it was
first a newspaper rep and merely con-
tinued billing for its stations when ff
entered the broadcasting field more
than 20 years ago. As a matter of
fact. The Katz Agency got into broads
casting initially because its papers got
into broadcasting.

So far as sroxsoR could discover,
Branham. also a newspaper rep, is the
only other broadcast station representa-
tive which bhills for its stations. CB3
Radio Spot Sales and CBS TV Spot
Sales bill for their stations but since
CBS, Inc.. owns a good number of the
stations concerned. thev are not com-
parable to Katz and Branham.

The Katz system paper work starls
ofl a form confirming time
bought. This is mailed to the agency.
A copy alzo goes to the station. One
of the three other copies which Katz
keeps goe~ to the contract department
for thi= confirmation form is the only
written evidence the rep has until the
actual contract conres through from
the agenev. This is usually a month
or two later. Very often a contract is

with
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100,000 WATTS * OVER 650,00
Represented Nationally by THE KATZ

0 RECE\VER
AGENCY, INC.

CBS

TELEVISION
NETWORK
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WANT T0 SELL
CANADA?

One radio station
covers 40% of
Canada'’s retail

sales

CFRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the hames in
Canada, cavers the market area thal
accaunts for 40% of the retail sales.
That makes CFRB yaur No. 1 buy in
Canada’s Na. 1 market.

REPRESENTATIVES
Uniled States: Adam J. Yaung Jr., Incarparaled
Caonada: All-Canada Radia Facilities, Limited

There’s more
to WISCONSIN

than
Milwaukee

The 53 counties (outside Milwaukee)
in which WKOW delivers a merchan-
disable audience account for almost
twice as much Effective Buying In-
come as Ddlilwaukee, and over twice
as much Total Retail Sales.®* WKOW,
Wisconsin's most powerful radio sta-
tion, delivers the mail at less cost
per thousand than any competing
station. Ask Headley-Reed Company
for important details.
*SM Survey of Buying Power.

MADISON, WIS.
Wisconsin’s most

powerful radio station

Represented nationally by
Headley-Reed Co.
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ot received from the ageney until af-
ter the broadeasts are run and the bill
i~ paid.  To Katz. this represents proof
of the es<ential integrity of the busi-
ness,

Katz bills monthly. sends out about
9.000 imvoices a month, It sends out
a separate bill for each product’s use
of cach station. BBDO, for example,
gets about 300-100 bills a month. How-
ever, BBDO sends back about three or
fonr checks every month with eaelr in-
voice itenized.  Thus the check may
have a tail that run~ from one end of
the Katz treasurer’s office to the other.

Katz pavs its 38 radio and 32 tv
stations by the 15th of the month,
whether it secures payment from the
agencies or not. Katz. in turn, protects
itcelf by deducting its commission he-
fore passing on pavment to the sta-
tiona. Each <tation gets one check a
month.

When the contract, or order. comes
in from the agency it supercedes the
confirmation form, The schedule
bought. however. has already been en-
tered on a Katz contract forin which
has a box for every day of the vear

and has space to indicate what dis-
The in-

count rates have been earned.
voices are made up from this contract
form.

Some agencies want the maximum
discount earned for a client’s entire
schedule applied against each month’s
Lill but many prefer to pay discounts
as thev carn them. This avoids their
having to return moneyv in case of a
cancellation.

Katz uses no billing machinerv. As
a matter of fact. the actual bills to
agencies are hand-written. H. J. Gren-
thot. assistant treasurer of The Katz
Ageney. told sroxsor that a punch
card system would be inmpossible to
use in radio-tv billings since there are
too many human decisions that have
to be made in comection witlr rebates.
short rates, discounts. etc. I1urther-
more. discounts have to be consolidated
for one advertiser who lias two or more
agencies, (In this connection. it is in-
teresting to note that Dancer-Fitzger-
ald-sample is paid by Young & Rubi-
cam and Benton & Bowles to calcu-
late frequency  discounts for clients
theyv share.)

While Grenthot said the Katz cen-

tral bhilling operation has proved of

great value he felt that such an opera-
tion for the entire industry wight he
too vast and complicated.

A\t present Rollinson’s  Clearing

House proposal is still treading wat.
Because it is such a “big” proposal
would probably take time before |
scgments of the industry act togeth
on it, assuming both broadeasters afl
advertisers want it. At present, l
agencies are waiting for the stations
take the next step while the statios

are waiting for the agencies to do lik
W il.‘(‘-; * %

MORE PROMOTION
(Continued from page 31)

No one can say for sure, TvB hasn
been tried. Not evervone believes tha
a federated TvB wil work: The prn
media have never had to face the prol
tem of federation because print ane
broadcasting are quite different. News
papers and billboard are local and onl®
local. They are like spot radio. Maga
zines are national and only national
They are like network radio. The Bu-
reau of Advertising of the America
Newspaper Publishers Association
never had to face the split personality
that is found in radio and tv with na-
tional advertising being able to choose
between national spot and network.

One of the problems that comes to
mind is this: I a national advertiser
call: the president of the federated
BAB and asks for a presentation on
radio. what should the president do?
Should lie get in touch with both the
national spot and network divisions
and let each director decide whether
Le will visit the advertiser? Should
lie decide to send out salesmen from
only one division? If hoth netwerk
and spot <alesmen visit the advertiser
and attack each other, will this tend to
make the client think that neither =pot
nor network radio is any good?

It can also be argued that since net-
work and spot do a different Kind of
job for advertizers it is not necessary
to set up competitive divisions within
BAB. A client’s problem ean be ana-
lvzed to discover whether spot or uel-
work will do the jobh that needs doing.
Once this is decided. BAB can pre-ent
its facts accordinglv.

The point can also be made that
most of the money contributed to BAB
by the networks is used to promote
spot with the full knowledge of the
webs, (It is believed the same will
happen in TyB. with the networks tak-
ing the position that spot tv is a prov-

ing ground for future network clients.)
s kX
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family picture

(nor-l:hwest style)

The 490.000 television families in the vast WCCO-TV

market area turn naturally to the picture on Channel Four—that
other member of the Northwest family circle.

In Minneapolis-St. Paul television. WCCO-TV leads:*

® Three out of every five quarter-hours from 8 am to midnight.

® Fvery quarter-hour of that vital daytime viewing

period between 8 am and 2 p.m.

There’s room for your picture in the WCCO-TV Family Album.

WCCO-TV "I CBS

*Telepulse, August
- 1
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Whether it’s a television station, a radio station, or a trade
lication they have this in common—they’re all advertising veh
in business to deliver selling messages to a logical audi

The logical trade paper audience for you (if vou're a r
tv station) 1s the national timebuver, the account

tive, the ad manager, the man on the agenc

board. In short, advertiser and agencv decision-i

If vou can find a trade paper that guarantees regular
thorough readership by important decision- makers YO
got that essential ingredient for advertising success—
advertising medium that’s right for

One of the toughest jobs in advertising is finding the right vehils -
The advertising woods are full of wrecked campaigns that lac
only the right station or the right magazine to keep them on the r«

Trade papers come in all shapes, sizes, and abilities. T
come 1n varied ability to deliver the right audience. Brc

cast publications are no exceptions. How d
SPONSOR rate as an advertising vehic

Answer: if vou're a radio or television station it rates number v
SPONSOR led all broadcast publications in a large-s
study of agency/advertiser trade paper reading habits condu
by a leading radio and television firm. SPON SOR



!
levision station
| s8N @

er one among broadcast trade publications in every seg-
of this study, was 20% ahead of publication “B” in
ar readership and 259% ahead in total readership.

rvey of top agency timebuyers made by an eastern agency

ed SPONSOR the most read, most preferred publication.

NSOR'’s own continuing study (July 1954) 1s soon to be

sed. This compares 1953 readership findings with 1954 and
valid clues to the growth of the broadcast trade publica-

. Some of the summary findings are charted here.

1953-54 COMPARISONS OF BROADCAST TRADE PAPER READERSHIP*

Publication 1953“I read”1954 llélsamkd reg“??;: ;‘9153ead thmﬁg;slﬁ”

.
SPONSOR 869 869 639 689 329 429,
',8ROADCASTING 689% 77% 639 589% 39% 31%
{TELEVISION 539, 739 569 459 209, 249
VARIETY 55% 519 520, 449, 299 279%

: RADIO DAILY 409, 409, 629 439, 359 329
8ILLBOARD 479, 449, 319 229, 89 169

d

survey by CORE, 1954 survey by Alan C. Russell Marketing Research.
lagencies and advertisers surveyed; only broadcast publications at least one year
time of survey included; only Standard Advertising Register and Natjonal
ter Agency List used as sources; 1100 qucstionnaires mailed and 245 returned.

SPONSOR would like to tell you, in businesslike
terms, what trade paper advertising can do
tor you. Interested?




SWEET-ORR

«Continued from page 37)

credits its suceess to it~ reputation for
quality and durability. Tts customenrs,
therefore, are likelv to be fairly con-
senvative  and  to have conservative
tastes in air progranmng,

¢ Although most of Sweet-Orr's cus-
iomers nany a woman will

purchase a pair of pants or a jacket

dre melr,

for her husbamd. Sweet-Orr wanted to
place announcements next to program-
ing that could he enjoyed hotl by men
and women, at a time of day when the
men were at home to listen,
current radio and tv
~chedule reflects all three factors,
During the first few months of 1951
sweet-Orr's air efforts were confined
to a single television show, Jim Me-
hay Sports. over WCBS. TV (Satur-
davs. 6:10-6:15 p.n.i. The firm Dbe-
ean =ponsoring the show in September
1953 and it ran through April of '5L
The show, a five-minute round-up of
the day's sports scores and game high-
lighits. wa~ slotted at a time when the
man of the family was around, prob-
ably watching tv with his wife. VleKay
did the conmercials live, displaying

Sweet-Or's

SERVING 300,000
LATIN-AMERICANSY |

2 " S ——— : B

THE MIGHTY ‘M IKE'’ oF =
SAN ANTONIO
250,000 Milliwatts

®
nww
Spantsh Language

National Time Sales—New York

Harlan G. Oakes & Assoc.
Los- Angeles — San Francisco
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merchandise  modeled on  duinmies.
Sweet-Orr and it ageney were con-

vineed sports shows were a good way
to advertise its product: and decided
to ~witch to radio during the baseball
~ea=on.

They bouglt one-minate amiounce-
ments over WINS immediately preced-
other New York Yankee
came throughout the entire season.

With the New York market ad pro-
lem Friend-Reiss turned 1o
other key  Sweet-Orr  cities. hougln
announcements within «.j. shows in 11
citie~, slotted the one-minute pitches in
the 7:30 to 8:00 a.m. time period in all
cases,

g every

~olved,

Three announcement~ a week
are run in all cities exeept Philadel-
phia. where five anmouncements are
n=ed,

Here are the stations now being vsed

outside New York: KYW. Philadel-
phia; WBZ. Bostonr; WIAM. Roches-
ter;  WIBC. Indianapolis: WDPTF,
Raleigh: WARM. Secranton: WBT,

Charlotte; WRVA. Richmond; WBAL,
Baltimore; WJR, Detroit, and WGY,

Schenectady.

“The early-moruing chatter and disk
jockey show is a good vehicle for us
ecause it gives ux the benefit of an
established personality in a given
area.” Ratner cays. “We don't go in
for strictly jazz shows. We buy well-
known personalities who have an easy-
going approach and a balanced kind
of program as far as the musical se-
'ections are concerned.

“The early-morming hours give us a
chance to gel our message lo a man
while he’s relaxing at breakfast or
driving on his way to work, We
picked the half hour between 7:30 and
3:00 a.m. for our announcements be-
cause the workingman who's a pros-
pect for Sweet-Orr clothes isn't likely
to be listening 1o the radio any later.”

IFriend. Reiss prepared three differ-
ent one-minute e.l.’s for use in all 12
markets. All three versions are done
v Kevin Kennedy, veteran news and
sport~ commentator, who lends a note
of authority and dignitv to the mes-
~ages, .

\Il thiree commercials stress Sweel-
Orr'~ 83 years of experience in manu-
facturing this specialized type of men's
clothes. sell the whole line instead of
mentioning  specific items or prices.
\nother important copy point is the
tnion label found in every Sweet-Orr
procnet.  The company  has always
maintained a policy of n=ing union op-

erators in it~ products. savs this is on
reason for the relatively high price ¢
its products,

Styling  and durability are als
stressed in the copy with phrases lik
“. .. fabric and stitching just wor
tear!™ “. . . made for the rugged ac
tion only workmen can give it. . . "

To dramatize the durability <ale.
point. one e.l. is built around a theo-
retical scene at a county fair (see page
371, Kevin Kennedv's voice gives g
play-by-play account of a “tug-o’-war™
between <ix men- three on one side
and three on the other—who try to pull
apart a pair of Sweet-Orr work pants.
The commiercial runs along like this:

Girl: Look. Dan. it's a tug-o™war.
(Crowd roars sound up)

(Bring down keep in background

Announcer: We're at the fairgrounds
at Newburg. ladies and gentlemen..
where the huskiest, Dbrawniest,
strongest men in the country are lined
up, three on a team. in an attempt o
rip a pair of of Sweet-Orr tug-o’-war
pants.  They re taking up a challenge
Sweet-Orr's been making since 1871+
a pair of pants free to each of the six
men who can rip ‘em, . . .

SIX

The tug-o’-war commercial i= actu-
ally based on more than the vivid im-
agination of a copywriter. The tug-o*
war trademark on Sweet-Orr clothes
and on all window signs and placards
the company distributes dates back 1o
the nineteenth cenutrv. A representa-
tive of Sweet-Orr used to visit county
fairs around the countryv. a pair of
Sweet-Orr pants in hand.

Ile'd gather a crowd before him.
then challenge any <ix men present to
graly the trousers in their hands and
try to “rip ‘em in an even tear.”

Sweet-Orr’s early advertising was
confined mainly to magazines like the
Saturday Evening Post. Over the years
a major part of Sweet-Orr's budget has
gone for large tug-o’-war signs placed
over the entrances of Sweet-Orr dealers’
stores (see picture page 37). The sigis
show =ix men- -three on cach side—
grappling with a pair of Sweet-Orr
over-alls in an attempt to rend them

LOUISE FLETCHER
SELLS THE

NEGRO

HOUSEWIFE
VIA

WSOK

NASHVILLE, TENN:
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Here are the newspapers carrying
our weekly TV schedules in the

M
Land of Milk and Honey

WISCONSIN

Denmark Press

Berlin Shopping News
Berlin Journal

Plainfield Sun

De¢Pere Journal-Democrat
Markesan Herald
Clintonville Tribune-Gazette
Marion Advertiser

New London Press-Republican
Weyauwega Chronicle
Antigo Daily Journal

New Holstein Reporter
Waupaca County Post

Kiel Record

Oshkosh Daily Northwestern
Oshkosh Shop-O-Gram
Green Bay Press-Gazette
Green Bay Farmer's Friend
Door County Advocate
Algoma Record-Herald
Sheboygan Press

Manitowoc Herald-Times
Oconto County Times-Herald
Oconto Daily Reminder
Stevens Point Daily Journal
Wisconsin Rapids Daily Tribune o
Marinette Eagle-Star
Shawano Evening Leader
Waupun Leader-News

lola Herald

Milwaukee Sentinel
Milwaukee Journal

Ripon Press
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Twin City News-Record (Neenah)
Portage Daily Register

Plymouth Review °

Little Chute Tattler

Montello Tribune -

Wausau Record-Herald

Ripon Commonwealth

Fond du Lac Commonwealth Reporter
Green Lake Reporter

Vilas County News-Review (Eagle River)
Beaver Dam Daily Citizen

Wisconsin State Journal (Madlson)
Baraboo News-Republic

Princeton Times-Republic

Mauston Star

Brillion News

Marshfield News-Herald

Rhinelander Daily-News

Waushara Argus (Wautoma)

Fond du Lac Times " '
Sheboygan Co. News (Sheboygan Falls)
Appleton Post-Crescent

MICHIGAN

Iron Mountain News
Frankfort Patriot:
Traverse City Record-Eagle -
Escanaba Press
Cadillac News
Manistee News-Advocate
Menominee Herald-Leader
Petoskey News Review
Benzie Record (Beulah)
Ludington News
Muskegon - Chronicle
Manton Tribune-Record
Hart Journal
'Crystal Falls Diamond Dnll
Marquette Mining Journal
'Stephenson News
Gladstone News
Benzie County Patriot (Frankfort)
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asander.

Friend. Reis< Linnched >weet-Orr's
currentevele of radio and v eampaigns
with the John B, Gambling early-morn-
mg musre and chatter wake-up show

over WOR. New York. Beginning in

1931 it bought the 6:30-6:35 time slot
for two vear~. At first Sweet-Orr an-
nouncenments ran five dayvs a week. later
on. three dav< weekly,

“We bought the show purely as a
Ratner said.
It had the right tinie slot for us, and
Gambling was an old. establi~lied name
in radio. with the right kind of appeal.
The test sold us on radio.”

Future plans?  “We Kknow we're
aoing to keep on with radio and tele-
vision.” savs Ratner. “but the only
definite plans ~o far are in New York.
We'll be on WABD starting September
26 when the foothall season begins.
We're using one-nninute annonncements
immediately following profes=ional
football games Saturday evenings and
Sunday afternoons as
Thanksgiving Day.”

3 - 09
test of radio’s power,

well as on

... bur 14,000 post-
card entries in Bob
Trebor's recent
Daybreaker's Jack-
pot convinced us'
These 14.000 en-
trants not only rep-
resented all Roch-
ester but also 122
towns outside
Rochester.
BOB TREBOR

Your product- mes-
sage will get JACKPOT results on
Kochester's resuit producing morn.
g show, Bob Trebor's Daybreakers.

5000 WATTS
1280 KC.

IN ROCHESTER, N. V.

Represented Nalionally by
THE BOLLING COMPANY
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Suweet-Orr & Co. founded in
1871 by James A. Orr and his two
nephews, Chinton W. Sweet and Clayton
I.. Sweet, The present board chairman,
Climton W, Sweet and his brother,
Stanley AL Sweel. executive viee presi-
dent and treasurer. are direct descend-
ents of the founders,

was

Also instrumental in shaping the
firm’s current advertising policies are
its president. lidgar C. Van Winkle:
Tom Billington, sales manager, and
Bernard Oppenheim, sale~ promotion
manager.

James Orr. often called the “father
of the over-all industry™ turned lis
hand to men’s clothing after a vain
trek to California in search of gold
during the Gold Rush days. He de-
signed and tailored men’s suits for
Singer Sewing Machine for a few
vears. then got the idea of manufactur-
ing over-alls on a “mass production”
basis.

Orr designed the over-alls, had them
made up and went back to New York
with a sample case. His next problemn
was getting enough orders to start
production.  Orr decided railroad
workers would be his ideal first target
for customers. Saniple case in hand,
he went down to the railroad vards,
walked up and down the track display-
ing hiz wares and getting orders. Once
he’d drummed up enough business
Orr rented a loft and began produec-
tion. Thus the Sweet-Orr Co. was born.

Sweet-Orr’s biggest competitors in
the Fast are Blue Bell. sold chieflv
through chain stores. Lee work clothes
and Williamson-Dickie. None is using
the air media on a significant scale at
the pre<ent time, although a few firms
have tried radio and tv for limited
periods in the past. * E &

GARDNER ADVERTISING
(Continued from page 33)

by Tom was an impersonation.

“The radiov announcers. of course.
told listeners that “Tom Mix is imper-
sonated.” but all the kids thought the
announcer said ‘in person!’

“Gardner is an old radio user,” he
added. “We were uzing a lot of radio
back in the 1920¢°c. We're still getting
a Kkick out of over the
country.”

“Weve had Pet Milk since 1921.
And the Marv Lee Tayvlor show was
on almost 21 vears .

radio--all

Marzhutz is interested in televisi;
and radio. He said the night befc
hie had spemt half an hour on the te
phone working out a new show.

The agency also pioneered in te
vi-ion. When KSD-TV, St. Louis. we
on the air early in 1947, Gardner su
plied all the programs for the static
during its first week of operation.

“Now we do a lot of tv, feel
home with i, Marshutz ~aid. *Fe
instance. Pet Milk spousors George G
bel on NBC TV alternating with 4
mour. And we're going into (v ou
side the U.S. We bought Ziv’s Cise
Kid in Puerto Rico, for example.

“But if you want to know mer
about tv and radio. talk with Bi
Fisher. He's v.p. in charge of ai
media. . . .

The grapevine: Marshutz didn't knos
it. but I already had talked with Bil
Fisher a little. He was my “guide’
at Gardner. the first person F saw
when I arrived at the agency.

Ficsher and 1 had hardly met wher
his phone rang. And between 9:0(
and 10:00 o’clock. as I sat in his office.
he got four more calls. AH were fron
outside St. Louis- -Chicago, New York

“People wonder how we keep uj
with what's going on.” he whispered.
his hand over the phone while the op-
erator wax lining up someone from an-
other city. “We're just as close to
Chicago clients as Michigan Avenue
agencies,” he continued. “and wé're
just as close to what’s happening in
tv and radio as Madison Avenue peo-
ple. . . .7 The grapevine of the busi-
ness apparently extends coast-Lo-coasl.

While Fisher was: on the phone 1]
glanced around his office. On his desk
was an old fashioned candy jar—full
of sweets. Next to it lay the hook.
How to Stop Smoking.

| was tickled to see on his wall three
sPONSOR caricatures—titled “The Ra-
dio Director. “The Sponsor™ and “The
Station Manager.”

“My department.”” Fisher said. “is
responsible for production—that’~ all.
The copy department does the writing.
the art department—in the case of tel-
evision—takes care of the video side.
The media department does the time
buving. We coordinate all activities.

“We handle television production on
a team basis.” Fisher continued. “In-
stead of having a production pool.
each member of our tv and radio de-

SPONSOR




© HUDDLING? 5

722N/
7 -
7 v
INDIANA ! S
| 1 onio //
HLLINGIS ' /
~ 4
This is WAVE-TV's coverage
area, based: an engineering
studies and mail respanse, 1 o
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!
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tull in the statistical platoon if you like,

but the best way to find the station that N

reaches the biggest TV audience in Ken-

tucky and Southern Indiana is to...

CALL YOUR REGIONAL DISTRIBUTORS ! 7 //\ A
|
2
Pick up the telephone now and call your wholesaler in C/

Louisville, then Evansville, then Lexington.

Ask them, “What TV stations do your neighbors prefer?”’

These little huddles will cost a few bucks, but you'll

know. the score at kickoff time.,

WAVE-TV i

CHANNEL3 LOUISVILLE
| CONFERENCE TABLE [\

FIRST IN KENTUCKY
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Affiliated with NBC, ABC, DUMONT

|
NBC SPOT SALES, Exclusive National Representatives B

4 OCTOBER 1954



partment i~ responsible for a eertain
nunther of accounts. On each of these
teams is somecone from copy. from me-
dia. Trom art and <o forth. Al the
members of the team work together
on all and an-
nonucements for their particular ae-

<hows, connnerciak
count.”

Before coming to 31, Louis | had
heard a lot about Gardner’s Pet Milk
commercials.

“We do most of them hive,” Fisher
told me. “We like live commmercials
when dealing with food products be-
cause we think it givex ns better qual-
itv. improved clarity,
spomtaneity and flexibility.

“We're not denving that anunated
commercials and fihn can do a good
job. but for food live demonstration
does a better jul)."'

\nother “must” for food commer-
cials. Tisher belieses. is the use of
extreme closeups.  That way there's
more appetite appeal.

“Weeks before a commercial is to
¢o on the network,” Fisher said, “we
take a recipe down to the kitchen. 1
say we take 1t down there—actualh
they probabh developed the recipe in
the first place.

d [)])(‘ﬂ rance,

KWKW &5 14 prererioa

De Los Latino-Americanos
En Los Condados De Los Angeles
y Orange

= which means —

KWKW is the choice

of Latin-Americans in

Los Angeles and Orange Counties
A survey of 696 completed calls made in

Spanish to Latin-American names chosen
at random from Los Angeles and Orange

soolron\::ngtelephone directories showed the
1ST CHOICE IN STATION
PREFERENCE
KWKW 66 1/2%
2ND STATION 71/2%
3RD STATION 7 %
4TH STATION 32/3%
S5TH STATION 32/39

MEXICAN STATIONS 3 %

KWKW

Pasadena - Los Angeles

New York Representative
RICHARD O'CONNELL, Inc.
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"We have a big home economics
departinent  about a dozen employees
—and it works out all the recipes with
our llomenakers Panel. More than
2.000 women all over the U.S. partici-
pate in the panel.

“Anvway, as | said, we start in the
kitchen. The copy is written with a
hhome ccononist looking over the copy-
And we take a Po-
laroid Land Camera down to the kitch-

writer’s shoulder.

en to shoot «tills of the various scene~
that will go into the commercial.

“H evervthing comes out O.K.. we
go over to KSD-TV 10 put the comn.
nercial before live cameras. using pro-
fesstonal models as the home econom-
ists. We put it on just as it will go
If the client’s in
town. he can come over and see the

on over the network.

comnereial.

“1f the commercial works out all-
right at KSD-TV. we send the script
to New York wihere Chic Martini. our
radio-tv director in that office, and his
people produce it on the network
show.”

Pet Milk does considerable in-store
promotion. Iisher said. One of the
promotions isx a recipe-of-the-month.
The agency uses this same recipe for
one of its tv commercials as a tie-in.

“Pet Milk. by the way.” Fisher said,
“}s our Number One tv-radio client.”

Some of Gardner’s accounts are
much smaller than Pet Milk. And that’s
one aspect of the agency business that’s
evident at Gardner—there’s local tele-
vision as well as network television.
Some of Gardner’s local accounts
which use tv include the St. Louis
First National Bank. the Southwestern
Bell Telephone Co.. the St. Louis In-
dependent Packing Co. and the Union
Electric Co.

“These people naturally want to use
television,” Fisher says, “but thev have
relativeh  limited budgets. So when
asing tv with these accounts we have
to make up in ingenuity what they
lack in money.

“Being a big agency in an off-beat
market (not New York, Chicago or
L.A.} our job for local clients he-
contes even niore important.” Fisher
said.

Before joining Gardner in 1951
I'1sher was associate director of tele-
vision and radio for Young & Rubi-
cam in Chicago. At that time Y&R
had 12 Chicago acconuts with billings
of about S18 million—or an average
of SE5 million per account.

“Our accounts don’t conie near
eragmg that here at Gardner.” he sa
>0 we really have to watch the
e)'.,’

One way of saving money is to she
silent fihn footage locally and then u
an announcer's voice svnchromiz
with the footage.

Fisher called in Jay Kacin. Iis a
sistant.  Fisher described Kacin
“young in years but long n entertai
ment and commercial knowhow. He
a professional musician in addition
being an experienced fihn and live ]tvrgr
gram producer,” Fisher said. “A right
handed Frank Remley, Kacin's know
edge of musie stands him in good ste
during the current trend toward an
mated jingle commercials on t1v.%

Fisher wamnted Kacin to take me

to the media department and throug

the art, copyv and research depar

ments. Although Kacin was interrup

ed in the middle of a project, he came
into Fisher's office with a big smib
on his face. It didn’t surprise me pa-l';i
ticularhv, since I'd noticed that ewr}‘
one at Gardner seems to be in a cheer
ful mood. II
Tv ranks high: Gardner’s media dr
rector. Warren Kratky. ranks telei
ston as one of the two top media for
producing consumer impact. (The oth-
er top medium: Four-color ROP news:
paper space—which Gardner has used
successfully on several accounts.) “We
rank television so high.” Kratky teld
me. “because it gives us an opportu-
nity to do the oldest and most effective |
kind of selling—face-to-face selling.
complete with demonstrations.”™

Gardner’s television billing iz about |

evenly split between network and spot.
Within the media department. the buy-

ing responsibility is divided among
three people—Grace McMullan. Earl
Hotze and Frank Heaston—all of
whom spend their full time at the dual
jobs of recommending and buying
broadcast media.

The timebuver’s job is considered
an important one at the agencyv. “In.
itiative. alertness and good judgment
are qualities we look for in our buy-
ers.” savs Kratkv. “The Dbroadcast
field iz a fast-moving field: you have
to have people with these qualities.
plus the freedom to exercise their
judgment on-the-spot. if you're going
to do a top-flight job for vour clients:”

All-media avtists: While Krathy =

SPONSOR
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@ IN THE GREATER SAN FRANCISCO MARKET
& ...you cover more on CHANNEL 4
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KRON-TV COVERS THIS BIG MARKET... BECAUSE CHANNEL 4 PROVIDES
e With a population of 3,600,000

Maximum legal power operating at 100,000 watts

Highest antenna in San Francisco at

» Spending 412 billion dollars annually on 1441 feet above sea level

retail purchases

@

Low channel frequency insuring stronger signal

¢ The eighth largest in set ownership
-+« SO0 COVER MORE ON
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KANSANS
CHOICE
for TOP SPORTS
COVERAGE...

Once again, the cheers are
for WREN and its on-the-
spot coverage of Kansas Uni-
versity BIG SEVEN football
games. A veteran of 10 years
on the grid scene, sports-

caster Max Falkenstien en-
joys a following unrivaled in
the state. You can’t buy the
games of course (they’re sold
as always) but we've a few
good tie-in spots for sports-
minded national advertisers.

5000 WATTS
ABC « TOPEKA, KANS.

RE

Weed & Company
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buviug time for an account. Rudolf
Cenfin. vice president and executive
art director. is overseeing tlie story-
board. layout~ and even packaging.

There's no distinetion made at Gard-
ner between tv artists and print artists
They have o be skilled in handling
art for all media.

When | walked into Czufin’s office

a long. modernistie affair with story-
boards. packages and layonts scattered
about-- he was working on a new pack-
age.

“Ax <oon as we design a package.
we put it on tv.” he said. “Sometimes
we have to change it after seeing it
televised.

“Whether it’s on tv or unot. good
design «till is awfully important.” he
said. “The impact of the name of the
product should come off very fast. You
have to get the storyv told in silhouette
alone. You camnot depend upon color
alone. Generally good grocery foord
display is good tv.”

Czufin is still looking for the ideal
way of selling an inexperienced client
a storyboard. He’s tried drawing the
idea on paper as well as transparent
slides.

“It’s hard to get the idea acro-s to
a client,” he says. “IH vou use an
opaque drawing it's not the same as
projeeted light-—which is television.”

Al the artists under Czufin work as
a team.

“We have a cross-fertilization of
ideas,” he explains. “This happens in
other agencies, too, but the important
thing here is that no one cares who
gets the idea. And no one has to fight
to preserve his idea. You don’t have
to fight to be recognized here.”

The art and copy departinent works
hand-in-glove, he said, as I left to go
over to William L. Speneer’s offiee.
Spencer is vice president and copy
director.

‘Ad wmakers’: On the wall of his of-
fice were two paintings that caught my
eyve. Looking at them closer. | noticed
“Spencer” in the lower right-hand
corner.

“Yup. I'm an amateur painter,”
Spencer admitted.

“Flre theory at this agency is that
vou cannot separate art and copy. We
have to think in terms of pictures as
wel as words.

“When they do a layout or story-
board. the art department should have
the complete sales picture—and think

in terms of what the ad as a wle
should sayv rather than in terms
desigr.

“When we write copy in this depa
ment —well, we couldn’t write the ¢o
without ai least a crude idea of ¢
picture.”

Spencer helieves there should be o
big copy-and-art (or art-and-copy) @
partment, ‘The aim. he says. is a opi
bination of words and pictures th
tells a story. The aim is for everyhoe
at Gardner to be ad makers raty
than merely artists or writers.
applies to radio and tv a~ well a~
space advertising,” he said.

An agency should train its o
copywriters. Spencer helieves. no ma
ter where it’s located—Dbut especial
in >t. Louis.

“We've grown so fast we can’t do
1007 so we have people with a
riety of backgrounds,” he said. *W
have a couple people from radie.
couple from journalism school. sam
from retailing we've been very prou
ofl.”

“Ax far as I'm concerned.” Spence
continued. “the most important thin
—aside from abilitv to handle word
and lively imagination—is a drive t
get someplace.”

Like the art department. Spencer
department turns out all kinds of eop
for all kinds of media. You have t
have a fierce desire to do a better jol
than anvone else.

“Newspaper and magazine copy 16
a lot closer to tv copy than radi
copy.” he says. “Radio copy requires
imagination. IUs easier to swing fron
print nedia to television. Print is real-
Iy very close to television. | believe
the best printed ads. like the best tv

commercials, demonstrate producl ad:

vantages.

The biggest tv headaches he has are
production costs on local shows. It
a headache for the writer. he assert-
because props and visual aids are so
limited.

Tough on recipes: The next place
Jay Kaein took me was the home eco-
nomics kitchen. Or to be more pre
cise. kitchens. There are three céms
plete Kitchensz. Thev all use regular
equipment: two are equipped with gas
ranges. one with electric.

“We turn out two recipes a week
here for DPet Milk alone,” Marjorie
Posthauer. a home economist, told me.
“That's 10} a vear. Here,” she said.

SPONSOR _




kking a pan from a drainboard. “‘you
Lok hungry. Have a brownie.” (It
as the tastiest brownie 1've ever
jad.)

“Every recipe goes through three
»ugh tests before it’s ready for the
ionsumer,” said Clara Jane Lutes, an-
ther Gardner home economist.

Consumer research is under the di-
lection of Thehmna Lison.

“First, we test it. Then we have
vhat we call the novice test. One of
he girls from some other department
f the agency comes down to try out
he recipe. The third test is made by
he Homemakers Panel.”

Marjorie Posthauer rejoined the
‘ouversation. “Some women on the
Joinemakers Panel don’t even make
~ome of the things,” she said. “They
write back that ‘it just doesn’t appeal
0 me.” When they say that without
sven trying out the recipe we usually
ibandon it.”

“Something I bet you don’t know.”
Clara Jane Lutes told me, “is that most
husbands don’t like green peppers. 1
don’t know why,” she added wistfully.
I gathered that she rather liked them.

When I asked the girls for some
facts on the Homemakers Panel they
told me I could learn more from the
research department. So Kacin and 1
went up to see Ken E. Runyon. direc-
tor of research.

2,000 panel mewmbers: “The Home-
makers Panel,” Runyon told me, “has
been going for about five years. It
was set up as another agency service
primarily for recipe testing., but has
grown to cover much broader areas of
consumer usage testing.”

Runyon said he considers the panel
a good cross-section of U.S. house-
wives. He feels sure that it reflects the
usage habits and attitudes of the “mass
market” which spends most of the con-
sumer dollars.

“We have about 2,000 panel mem-
bers,” he said. “We can provide a
larger sample by having each member
of a family fill in a questionnaire for
certain jobs. At times we have done
jobs with the husbands or with the
children of panel members.”

In choosing the sample, Runyon al-
locates members geographically in pro-
portion to the population living in
each of the nine Census regions.

Within each Census region members
are distributed proportionately by mar-
ket size, age of housewife, education
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Although Mr. Thoreau lived long before the era of
television, he expressed a theory that WBNS-TV up-
holds throughout its entire operation.

Seeing is believing . . . and we believe it is important
to give our viewers things they can believe in...whether
it's a fantasy that leads them into a temporary make-
believe world for a short reprieve from every day dol-
drums, or a down to earth honest product promotion.

That's why WBNS-TV makes use of top rated CBS
TV programming, and meets the same high standards
for each commercial production. Whether your spots are
integrated into CBS network or local shows, or are 15
minute to hour strips across the board, all films, slides
and live productions are accorded true showmanship,
then backed up with an outstanding merchandising
promotion.

We at WBNS-TV want the 423,000 homes that tune
us in every day to enjoy the best of full time program-
ming that enables them to believe what they see.

WBNS -Tv COLUMBUS, OHIO - CHANNEL 10
CBS-TV NETWORK — Afiliated with Colnmbus

Dispatch and WBNS-AM ¢ General Sales Off
33 North High St.

REPRESENTED BY BLAIR TV
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NOW on ThHE aIR

HARTFORD’S OWN
TELEVISION STATION

in the heart
of the rich

CONNECTICUT'S MOST
POWERFUL TELEVISION
STATION — OPERATING
ON FULL POWER OF
167,000 WATTS!

WGTH- oo

General Times Television Corp.

Represented by
H-R TELEVISION
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of housewife and husband’s occupa-
Lio,

“We don’t use income as a means of
choosing families,”” Rumyon disclosed.
“We agree with the recent findings of
social seientist= that income. as such.
tells very little about a person’s buy-
ing or speuding habits.”

Am Garduer client mav u<e the
panel for a fee, Runyon said.

The housewives aren’t paid for par-
ticipating but they do get an inexpen-
sive gift at Christinas and after each
recipe receive a dollar to cover the
cost of the ingredients. If it’s heen a
particularly tough job, the agency may
send panelists a small gift afterwards.

“In a panel operation there’s always
a chance that the members will beconie
conditioned,” he =aid. “They
ther llecome lax in handling johs or
they may become ‘experts.” For this
reason we drop 207/

inay ei-

of our panel
members each year and sub-titute new
ones. This means that every five vears
we have a completely new panel.”

In locating panel members. Run-
von's department u-ex various mailing
lists. premium and recipe requests. fan
mail received by tv and radio person-
alities on clients’ programs and friends

or relatives of present members.

“I think we have a more informal
approach than most other panels.” xaid
Runyon. *“We nake all correspondence
‘chatty.” In manyv cases we tie it in
with the season of the vear or current
news. We publish a bi-monthly news-
letter which informs members of the
activities of other members, give~ them
timely recipes and give< them results
of the tests they took part in,

“When thev write to us. we answer
their letters personallv. signing them
‘Jane Blair.” As a result of all this. we
have a wonderful degree of lovaliy
and responsiveness from the panel
members. We get the kind of enthusi-
asm vou don’t get with

mo=t con-

sumer testing panels.”

The last stop on my tour was in the
Purina Mill: account group’s office
lieaded up by V.P. Jack Leech. 1
couldn’t begin to find out all about
The
compamy make~ more than 230 prod-
ucts tincluding mink feed). It's the
biggest firm in St Louis, does abont
=500 million worth of business a vear.

Purina’s advertising methods.

Y ou can see some of its factories from
Bill Brown's office.

Brown is the radio and v aceoly
execulive on Purina.

“We feel that radio stll is the che .
est means of reaching farm peo.
when they re in a receptive mood '«
buving,” Brown “But at fs
same time we recognize changes (|
television has brought about in
farmer’s daily way of living. We
now using 12 tv stations.”

SaV s,

Purina is using 136 radio statiy
three to six times weeklv, mostly fi
dayvs weekly. Brown told me. Puris
is on some 00 stations on a co-
basis.

“Radio gets more than all other n
dia combined.” Brown zaid. “And i
radio budget was increased last fall.

One of the more unique aetivities «
the Cardner account group serigin
Purina is the traveling involved.

Most of the executives working «
the 'urina account. said Brown. spel

* * 4 3 * * * , |

¢vln hic own commuuity, every broad
caster can, if he wishes, become &
<tatesman. a leader of his community
a benefactor 1o the welfare eof his
neighborhood. doing a job which can-
not otherwise bhe duplicated. The ven
nature of the faecility which he ha-
under hi~ control enables him, meore <o
than others, 1o contribute 10 the enjos-
ment of living of each of his fellow
neighbors and citizens,*®

ROBERT T. BARTLEY

FCC Commissioner

* * * * * * *

two or three weeks out of every month
in different areas. They talk to every-
bodyv from the big distributors down
to small farmers. “How grass rools
can vou get?” he asks.

When Jav Kacin and | returned te
Bill Fisher's office. it was after quil-
ting time. He wa- filling in some as-
signments on a blackboard listing all
the tv and radio productions sched:
uled for the next =everal weeks.

By that point off T went on my way
to Detroit and Camphell-Ewald. (For
account of mv Detroit visit turn back
to page 38.)

Gardner's onlv other office is in New
York. It is a fully equipped ageney.
Tv and radio director there is Roland
Martini. One of Martini’s ohseryations
is that “ivory-tower thinking is as ta-
boo in New York as it i< in the home
oflice at St. Louis.™ * ¥ x
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ASK

YOUR

NATIONAL
REPRESENTATIVE

You’re on the verge of a decision, and a problem.
What Dhusiness papers to pick for your station promotion?

It's no problem to kiss off, for your choice can have a telling

effect on your national spot income.

But where to get the facts?

The answer is simple. Ask your national representative.

He knows. His salesmen get around. They learn which business

papers are appreciated, read and discussed by buyers of broadcast time.

His is an expert opinion. Don’t overlook your national representative.

SPONSOR

The magazine radio and tv advertisers use
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Yes, 1 buy covers 3 ... when that one
buy is WJAC-TV, Johnstown. You ac-
tually make triplets out of every budget
doflar, because you’re selling in Johns-

town, Pittsburgh AND Altoona. Here

are Hooper facts on WIJAC-TV.

FIRST in Johnstown
(a 2-station market]

SECOND in Pittsburgh

(a 4-station market)}

FIRST in Altoona
(a 2-station market]

if you want to get your sales message
perambulating around southwestern
Pennsylvania, make sure you inciude in
your plans the 1 buy that covers 3 . ..

SERVING MILLIONS FROM
(|, ATOP THE ALLEGHENIES

JOHNSTOWN - CHANFER 61

Ask your KATZ man for full details
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CAMPBELL-EWALD

(Continued [rom page 38)

for great radio campaign~. But when
we lelt an account needed radio, we
certainly used that medium without
hiesitation,

“In fact we were pioneers in radio.
We were early sponsors of Jack Ben-
ny. Boby llope and Eddie Cantor. For
several vears we handled the General
Motors Sundayv  alternoon symphony
programs, k

“Now television rather
heavily. especially with our Cheyvrolet
account, Chevrolet has used, and is
using. a lot of radio and tv.

were in

“If some people think we're not too
active in air media, maybe it's hecause
we haven’t ballyhooed our radio and
tv as much as other agencies.”

Robinson suggested that we go over
to talk with Phillip McHugh, head of
radio and television for the agency.

I was glad it was a cunny day, be-
cause the radio-tv department is locat-
ed in another building—about a five-
minute walk from the General Motors
Building, which houses Robinson’s of-
fice and most of the other executive
and creative oflices.

McHugh came to Campbell-Ewald in
early 1951 after four years a« radio-tv
director of Tracy-Locke, Dallas.

I was looking forward to meeting
him. A broadcaster. who knew Me-
llugh when he was with Tracy-Locke,
had told me that McHugh was a great
guy to use for road-testing a pre-enta-
tion.

“Whenever 1 had a new idea for
selling time on my station,” the broad-
caster had said to me, "l went first
to see McHugh. If he accepted ny ar-
euments as valid. I figured 1 had a
pretty  good pitch.
quick to point out the weaknesses of
my presentations so when [ went to
sec the next guy. he couldn’t say ‘no’.”

And other people who know Mle-
1Tugh told me thev thought he was
strengthening Campbell-Ewald’s radio
and tv department. (Only a few days
after 1 saw himr he was elected a
vice president of Campbhell-Ewald.)

He was always

No magie: “Don’t expect me to give
vou amy magic formula for using ra-
dio and tv,” Mcllugh told me as soon
as we'd been introduced. If 1 knew
a magic fornla | certainly wouldn't
tell amvone. But unfortunately 1
don’t.”

McHugh has a large. ~quare ofe
with a picture window. The wallk
pancled in maliogany and there jg4
thick rug on the floor. It could luy
bank president’s office, except them
a tv set in one corner.

McHugh wouldn’t sayv whether
dio and television were going to
Camplell-Ena
But he made a passing reference
television that might be considered

nore  emphasis  at

hint as~ to what the agency may &
lHere's what he said:

“Both radio and
their place.

televicion la
But television will ha
an increasingly bigger place in o
advertising spectrum. Color is givis
new vitality to products which couli
use Dlack-and-white television.”
Wlhen Campbell-Ewald is decidis
on an advertising campaign for a «
ent. “we go in with no preconeeiy:

idea~.” McHugh stated.

“We don't take the approach with
client that “if vou don’t do this. vou's
dead.” We find out what the ¢l
wants to accomplish. Then we wob
out what would seemn to hest .achies
that goal.

“Our concept is that radio and tef
vision shouldn’t be ‘sold.” Unles~.
course, they're really suited for th
client. We try to take the position ¢
understanding the problem of the ¢l
ent.

A good radio and tv man. says M
Hugh, knows when not to use radi
and tv. "It takes a great amount e
rounded experience hefore a man (a
arrive at the stage where he will ad:
mit there i= more than one answek

“Our chief concern is the pruper
evaluation of the advertising dollar.”
he says. “rather than splurging for
splurging’s sake. We don't helieve in
a flv-by-night. quick flare kind of deal
We build a solid foundation with a
purpose and a goal that fit~ the objec-
tives of the client.”

Fresh ideas are vital in radio and
tv. he believes. “We're not adverse to
buving packages if they fit a particu-
lar client’s needs. But sometimes it's
better to think up a new idea. If you
have an idea. a lot of people can get
it produced. Not so many people ever
think up ideas. though.”

[lis department is concerned with
creating and producing radio and tv
vehicles for Campbell-Ewald air users.
MelHugh explained.  Time buying 1=
done in the media department.

SPONSOR .




McHugh said that the agency’s close-
mess to its clients was one of the ad-
wvantages of being located in Detroit.
i“Besides,” he said, “you canr do a bet-
iter job out here than you can when
jyou're caught up in all the excitement
ladmen surround themselves with in
New York.”

His radio and tv department works
as a strong functioning unit day in and
day out. McHugh said. Many of the
.ait members have been with the de-
partment a long time and there isn’t
smuch turnover, “We run this depart-
ment as a damn sound business, As a
result we are able to operate efficient-
ly with fewer people than some agen-
cies of our size and billing.”

fn summing up his department’s op-
eration. McHugh said: “Unlike some
agencies where there are 500 people
who are chiefly engaged in rushing
around,” his people operate as profes-
sionals “like in a doctor’s office.”

Zero-a-year budgets: Rohinson
took me to lunch in the Recess Club.
which has a large dining room on the
top floor of the Fisher Building. “Its
membership includes auto executives.”

We joined W. Paul Stewart, vice
president and account executive for
National Steel; E. A. Schirmer, senior
vice president who serves on Campbell-
Ewald’s executive committee. and
Lawrence R. Nelsen. senior vice pres-
ident, secretary and treasurer of the
agency.

I asked the group how the agency
was run.

“At the top there's an executive com-
mittee,” Nelson answered. “It consists
of Henry G. Little. who is president
and chairman of the board; Edward
R thman. senior v.p. and general man-
gpers J. ). Hartigan, senior v.p. and
media director; Schirmer and myself.”

Schirmer entered the conversation
at this point.

“The executive committee,” he said.
“assigns men to accounts, decides ma-
Jor financial and other hasic policies.”

Stewart said that the agency has
contracts with all its clients. “We
have contracts so the client will know
what’s expected of him and how we
expect to get paid. It protects him.
too, by telling him what we're pre-
pared to do.”

Between courses, the conversation
veered around to agency problems.

“When things get tough,” Stewart
said, “you wish you were in a business |
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from the portfolio of m Sales Builders

QT ==

No mystery about the success of this one. Here’s a brand
new series, that boasts an unbroken record of success in
every major medium. Ellery Queen is a fictional detective
who is very real to tens of millions of fans. And Hugh
Marlowe, star of stage (“Voice of the Turtle”) and screen
(“Twelve O’Clock High” and many others) brings him to
vivid life in each episode. 3

With scripts (which avoid sadism and brutality) super-
vised by Ellery Queen, with production on the level of the
highest quality dramatic offerings, the show has won
instantaneous acceptance by local and regional advertisers
throughout the country, as well as by stations which
bought the property to make sure it was on their air. All
of them are profiting from the audience-building tie-in
with the American Weekly.

If you're interested in a series where you know how you’re
going to come out, ELLERY QUEEN is your dish.

For availabilities on this proved winner, contact your
nearest TPA office.

Television Programs of America, Inc.

New York: 477 Madison Avenue
Chicago: 2710 West Summerdale Avenue
Hollywood : 6253 Hollywood Boulevard
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where right i< right and wrong i~
wrong. Like wmanufacturing.”

1 a~hed Robhinson how much clients
of Cawmpbell-Ewald have to spend in
advertising in order to retain the agen-

v,

“We base our acceptance of a «li-
ent.” lie said. “on it= potential. We'd
take a client that was spending $35.000
a vear.” e looked at Nelson. “lsn’t

that right. Lawrence?”

“We'd take a c]i(*ul that was :pcud-
ing zero a vear.” Nelson answered, “
the client had the right kind of peupk
in command. had a good reputation
and <howed financial solidity.”

Then Schirmer told about a chemt
who Campbell-Ewald was investigating
at the present time. lle said the agen-

cy wax going to reconmend that tle

client not spend anything—at this
time. lle added that it wouldn't be

the first time that the agency had ad-
vised clients not to spend money.

“When we're retained by a client.’
Robinson said. “we consider oursehes
a business partner. We try to be as
much a part of that company and a-
vitalh interested in its operation as
its own president.”

Nelzon said that one of the elements
which helped give Campbell-Ewald a
good reputation was the way the agen-
cv senvices accounts. “Serviee is vital.”
he said.

“Then there are the usual depart-
ments that any agency has.” Robin<on
said. “Creative, media and so forth.”

“There’s a contact group for every
account.” =aid Schirmer, “who acts as
liai~on between the account and the
agency.”

I asked if this group included only
the account executive or if it went all
the way—as at Bozell & Jacobs —and
handled evervthing from media buy-
ing to copywriting.

“The group is made up of the ac-
count executive. his assistants and pro-
duction assistants.”  Robinson an-
swered, “The creative end is handled
by the creative department.”

The conversation slowh
around to hiring persomnel.

drifted

“You may recall a two-page ad we

ran in the New Yorker recenth.”
Stewart =aid. “Besides advertising the
agency — obvioush  we believe that

agencies should advertise themselves
mee in a while—the ad pointed out
that a recent group of new employees
included people from almost every im-

arinable business.”
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Robinson ¢leared his throat.

“When 1 was head of the copy e
partment.” he =aid. *“1 almost ma.de it
a point to get people who had a variety,
of backgrounds. This philosophy ga
heing continued.”

“Well. we not only get people with

wide backgrounds but also with uite
a bit of experience,” Stewart added.
“Do vou like this system better than
training your own people?” | ashed.
Robin~on and Stewart looked at eacl
other. Robinson broke the pause,
“To be ]1()11!»5[,” he said.
have as good a training program a

“we dor't

pos-ible.  Although 1 think s proh-
ably as good a~ anyv other agency. Ty

1|1|n" s we llke lo be Letter than other
agencies.

“The thing 1&” <aid Stewart. “that
we don't ha\e a~ much room as we'd
like. You saw where our radio-tv de-
partment’s located. Then we also have
what we call the West Annex. when
the Chevrolet ad fund is handled. A

really good training program needs
room—and we just don’t have the
roon,

“so until the time we can train meore
of our people we do train a few now

we look for wide experience and
varving hackgrounds.”

1 looked for something else.” Rob-
“When I hired copy peo-
I wanted people who had been
well read. who had a solid foundation
in literature. Maybe copy for a par
ticular ad can’t be classed as litera:
ture. But if it's written by someonc
who understands literature—as well a~
selling. of course—1 say it will he ¢
hetter ad.”

mmson =aid.
ple.

After lunch. Robin
son took me over to the West Aunex
lo see the Chevrolet ad fund
worked.

Ihe West Annex. less than a bluck
from the General Motors buildine
looked like a bank’s accounting: de-
partment on the inside.

The co-op fund:

how

“The special computing machines
were designed for Campbell-Ewald.”
Robinson explamed to me as we
walked past rows of girls who were
busy manipulating machinery which
looked as if it had come from a space
ship. "By using these machines. the
girls can keep a record of every Chey.
rolet dealer’s activity in the ad fund.
The machines were built for us by
Burroughs Corp.—which. incidental-
Iy, is one of our accounts.

SPONSOR




... Telepulse Report for the

Wilkes-Barre-Scranton TV Market

SET COUNT
SEPTEMBER 1,
171,000

that WERE-TU tas
15 of the Top I5 Night-time Shows!

that WERE-TTV tae

34 of the Top 40 Night-time Shows!

thar WERE-T7T

During 140 quarter hour periods, from
6 to Il pm, Monday through Sunday
leads in 117 periods!

that WEBRE-T7T

During 44 daily daytime quarter hour
periods leads in 32 periods!

Audience . ..! Audience. .. ! Audience!. .. that's what
you get when you buy WBRE-TV in the Wilkes-Barre-Scranton,

Pennsylvania market. -

The revealing facts of the current Telepulse Report proves what
WBRE-TV has been saying about its Colossal Coverage . . . its
Stupendous Set Count . . . its Superior Quality Picture . . . its
full line-up of N. B. C. shows ... its highly-rated local shows ...

plus engineering know-how . . . and now first

in COLOR-TV in N. E. Pennsylvania.

-TV Ch- 28 Wilkes-Barre, Pa.
m @ e National Representative The Headley-Reed Co.




“I want 1o point oul.” Rebinson
“that the fund
no relationship to the Ches rolet Deal-

onlnmed, ad bears

er~ \w~ociation~. he dealers” associa-

tion~ have then hudeets.
the ad fund. on the other hand.
a fund built up v ecach dealer and
the foctary.,
of cars dehivered to cach dealer and 1t
carcfullv: kept. At no

time can the ad money he spent out-

AL |

< Tenred on the basis

has to be very
<side a particular dealer’s zone of in-
fluence.”

At the far end of the department
wa- the olhice of anl Gunierson. who
1~ responsible tor the fand,

“Glad o <how vou our svstem here,’
~ard Gunerson.

\fter | asked for ~ome bhackground
fund. told me
that it was <et up in 1925, It is bhased

on the ad Gumerson

on a contribution by the dealer and
a contribution by the factory. The
fund.” Gumerson said. “is controlled
like a trust account.”

Gumrerson said that before World
War I networh radio ttv wasn’t a
factor then) couldn’t  he c¢harged

against the ad fund. “Nothing could
be charged to the factory portion.”
he <aid. “that couldn’t be charged to

Just How Much —

the dealer. Network radio wasn’t con-
sidered local enough. so it couldn’t be
charged against dealers. Now. how.
ever. we're able to charge network ra-
dio and tv against the factory portion
of the ad fund”

Fach dealer has a vote in the choice
of media. Guinerson <aid. Onee a yvear
Chiesrolet polls all of its dealers, uskhs
them to fill out a questionnaire detail-
ing the way they'd like their ad nones
spent.

“The two prime media are newspa-
pers and billboards. In smaller towns
minute are
times painted bulletins,

movies u~ed. and some-
“Around new-car time. in the big
cities, spot radio and tv are u=ed.
But
after returning to the General Motors
building from the West Annex. Robin-
<on took time to show me the libran.
“One of the finest agency libraries.”
he said. showing me around. I know
the value of a library.” he continued.
“'m a former
self, you know.”
The agency hax
rooms. one of which ix a combination
conference and sereening room. After

coing through one of the conference

It was nearly quitting time.

newspaper man ms-

three conference

PROGRESS HAS CHANNEL i1
MADE IN THE FIRST TEN MONTHS?

OCTOBER, 1953

ARB ratings showed that Channel
11 was rated first or second in the
market

JULY, 1954

ARB ratings showed that Channel
11 is rated first or second in the
market

IN ADDITION

In the daytime the JULY ARB rates
Channel 11 first or second in the
market

9%

OF THE TIME

65%

OF THE TIME

6%

OF THE TIME
Based on Oct. 53 and July 54 ARB Ratings

ABC Twin City Station

WTCN=-TV 202/ T

Minneapolis - St. Paul

316,000 WATTS FULL POWER

National Representatives — Blair-TV, Inc.
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rooms Robinson started to take nie in
to one portion of the art department
But he stopped halfway through the
doorway.

“Can’t take vou in there.” he said

“Top secret. Theyre working on the
1955 Chevrolet advertisements.”

As we turned to leave the agency
Robinson looked around him as if try-
ing to see into all the offices of the
agency. “I've seen evervthing that's
come out of here for the past 32
vears,” he said. “And 1 think our
agency comes pretty close to its slo
‘Advertising Well Directed” ™

oW

gan

MBS PRESENTATION

(Continued from page 461

does not drop radically. In fact. dur
g the average quarter-hour. 9:(Ki
a.n.-12:00 noon radio generalh at-
tracts= between 10.5 and 13.5 million
listeners in the home. Another million
and a half or more individuals listen
to radio outside of the home during
these hours. (See chart on page 45
for graphic illustration of a typical
weehday.)

During the lunch hour. between
noon and 2:00 p.m., at-home listening
dip= to 10 million during the average
quarter-hour.  But the wider margin
between in-home and total listening
indicates that people histen to radio at
work or in public places while they re
having lunch.

During the afternoon  shopping
hours. between 2:00 and 4:00 p...
some eight or more million people lis:
ten at home during the average quar-
ter-hour: under a million listen in
other places. At 4:00 p.m. out-of-home
listening begins= to =oar. increasing the
margin between in-home and total lis
tening to nearly two million people.
Taking New York time as a base. $:00
to 5:00 p.m. is the heaviest period for
car-radio throughout the
country,

listening

Radio listening increases from 5:00
p.m. onward to reach a peak hetween
(:00 and 7:00 p.m.. when total listen-
mg approaches 15 million during the
average quarter-hour. Conlrur) tao cur-
rent feeling among admen. radio lis
tening between 7:00 and 9:00 p.m. i»
as high as listening during the morn:
ing hours.

After 9:00 p.n.. it begins to dip.
At-home listening during the 9:00 to

SPONSOR




R LRI l]m'iud i= still above the
00 to 5:00 p.. nine million mark.,
wever, out-of-home listening  adds
jljg more than a f'nup}e of hundred
|§.u.~s='m|.| Lo the at-lisme audience. Be-

e 10:00 and 11:00 pom, the lis-

nne audience wavers between six

Faeven million.

[2) The Amertcan people listen to

dios in all rooms of their home, us

df as outside the home. This thcory
currently being proved by two re-
al research projects: the Ward stud,

i the Politz report, entitled “Na-

mzl Survey of Radin and Television

de Aszociated with .S, Households

May 19547 The latter study pro-

de= not only the most recent set

amnt (based on 11020 interviews),

1l ulsn 5]11_}\1.'.- u‘hffrn_- the sets are lo-

ed. 1t will be published and re-

ased by ARF sometime in October.

The Ward study actually correlates

wation of the radio set with the lis-

ners activities, As the housewife
wves around her home during her
4y's aclivities, she listens to the radio

A in the particular room she’s work-

1z in. (Sec chart on page 45 for sum-

tary of listenmyg habits on a typical
n:f!kliaj..j

Figures summarizing the location of
he sets listened to throughout the day
xove the flexibility of radio to an ex-
ent that vio previous survey has shown.
hirimg  the morning. for example,
nore people listen to radio in their
Jdtchen than anywhere else in the
wme: 40.6% of total listening be-
ween U:00 a.m. and noon is in the
ulchen.  Some 34.9% of all people
istening to their living room radios
luring this time, while 10.4% listen
v bedroom radios,

During the afternoon, living room
and out-of-home listening rise at the
expense of kitchen listening, although
354% ol afternoon radio listeners are
still housewives busy in the kitchen.

Al night, 55.3% of the listeners are
m their living rooms, only 21% in the
kitchen, However, it is interesting to
compare these figures with nighttime
tv viewing habits. Between 6:00 and
L:N) pan. 88% of the tv audience is
m the living room, only 12% of it
elsewhere in or out of the house, Dur-
ing this same time period, 42.5% of
radio’s audience is listening to radio
somewhere other than in the living
room. be it the kitchen, bedroom, or
outside the home. During the morning
and afternoon, of course, the contrast
i= even more startling, Never less than
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here’s real
magqic...

the kind advertisers want to see when it comes
to sales . .. And while sensational, there's no
trick to the sales results you get through WTAR-
TV. This established VHF station has just what it
takes plus the know how ... maximum facilities,
topnotch network and local programming, an
audience of 325,000 homes and dominance of
an area that covers the eastern half of Virginia
(including Richmond) and all of northeastern
North Carolina.

b Sl Gonerica’s Horacle Farkel
channel 3
NORFOLK

Represented By Edward Petry & Co., Inc.
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Just this! Joe Floyd’s al-
ready dominant KELO-TV
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now even
power.
installation of new 20 kw

amplifier increasing signal.
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. and signal makes sales
in this flourishing greater
Sioux empire.” KELO - TV,
its great entertainment
medium and constant
buyers’ guide, now reaches
out to bring
thousands of customers
into your buying orbit.

extra
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67.2% of tv's total audience watched
television in the living room. The ac-
tivities report in the W drd study shows,
however, that the housewife spends bet-
ter than 707 of her 9:00 a.n. to 6:00
p.m. day outside the living room.

(3) The American people hsten to
radio both while they're relaxing and
while they’re working. 'This fact is per-
haps the single most important one for
advertisers. It brings to mind a new
sales approach: “point-of-use” selling.
In other words. time your commercial
to that part of the day or evening when
vour potential consumer is doing some-
thing related to the product you're sell-
ing.

For example. the advertiser can find
out from this study such specifies as
the fact that women between 25 and 10
generally wash the family laundry on
one particular day of the week. be-
tween such and such a time. A laun-
dry soap advertiser might find that,
although ratings during that time peri-
od seem relatively low, lhe could be
reaching a concentrated group of po-
tential laundry soap buyers at pre-
cisely the right psychological moment,
and possibly at a lower cost than his
previous shotgun technique of an-
rouncement schedules.

To give admen an idea of the va-
riety of activities that radio listeners
carry on while they are listening, MBS
compiled a sample chart for sroxsor
comparing activities of the at-home
audience and the out-of-home audience
during a quarter-hour in the morning
and a quarter-hour in the evening.

Here. then, is what the at-home au-
dience is doing while it is listening to
moriiing radio (the quarter-hour is one

Lbetween 11:00 a.m. and noon on a
Monday ) :

Dressing. bathing 1.3%
Eating or preparing food 39.9%
General household chores 30.0%
Other work at home. 9.4%
ANl other activities 19.4%

The average evening quarter-hiour
taken for comparison is on a Monday
between 8:00 and 9:00 p.m. Leisure
now takes up 6L77, reading 1-L6%
whereas only 1.2% of the listening
audience is still ealing or preparing
f(nn(].

A similar activities bhreakdown for
the out-of-home audience shows that
the scope and character of this pre-
viously unmeasured audience is great-
er and more diversified than the
radio industry itself suspected until
now. During a ty pical morning hour,

65.0% of the out-of-home listeners ;»
at work or in school, 4.6% are tray.
ing, 2.4% shopping. 2.5% i pub:
places like restaurants, taverns, b
Lers, ete. a

Over 359 of the out-of-hone auc
euce are engaged in some form of )
laxation on a typical weekday evenin
Another 289 of themn listen to the r
dio while visiting a friend or relati
23.89 are working or in school b
tween the sample time period (8:00
9:00 p.an.) while listening to the radi

These, then, are some of the higl
lights of the MBS-Ward study. A
Jim Ward’s research stafl continge
to tabulate and began interpreting th
results of the survey at SPONSOR’s pres
time, it became apparent that son
valuable conclusions about listenin
habits will still emerge from the stud
about the nature of listening habits 1
general as well as out-of-home ani
nighttime Listening. However, the vers
scope of the survev made it difficul
for research analysts to tabulate an
interpret the facts within the relatively
~hort time since the survey was cen
ducted.

A brief explanation of Ward's meth-
od and philosophy in conducting this
survey shows liow and why MBS con.
ducted the study. Mutual President
Thomas F. O’'Neil had earlier decided
to make a study of the true picture of
radio in its over-all relation to selling
media in America. Iu line with this
decizion. Mutual research contacted J.
A, Ward, Inc. They jointly spent a
vear developing survey methods.

Ward spent several months testing
the various techniques. such as tele-
phone. personal interviews and diaries.
Ouce they decided upon the dian
method. the Ward research stafl tested
the various ty pes of diaries. Here's haw
they decided to handle the survey when
the results of their tests came in:

1. Interviewers would place the
diary personally.

2. A diary would e kept by each
individual member of tlie family.

3. The diary was to he kept for a
two-dav period. in order to get maxi-
mum resulls.

J. A, Ward
trained in techniques of approaching
families within the sample. No one
referred to the stndy as anything bhut
the Ward Daily Living Habits Sur-
ver. Neither the network.
in general.

imterviewers were

nor radio
were mentioned to or by
interviewers. so as to prevent slanting.

SPONSOR




This was the survey objective:

To get a projectible sample of U.S.
ouseholds and individuals over age
ix, resident within those households.
From this sample of individuals
‘nd households, the following data
ias to be obtained by quarter hours
ach day: percent awake or asleep;
ercent at home or out of home; per-
ent listening to radio; percent watch-
ng tv; percent engaged in various
pther activities; percent of radio hs-
-eners listening to sets in various loca-
ions; percent of tv viewers viewing
ets in various locations: percent of
sersons in automobiles; percent of
persons listening to auto radios; per-
sent of radio listeners tuned to vari-
ous network afltliates; cross-analyses
and summaries by family of any of
the above.

About the households surveyed, the

‘Ward study was to find out the follow-

ing additional data: the number of ra-
dio sets owned; the location, type and
capacities of each radio set owned;
the number of tv sets owned: the loca-
tion, type and capacities of each tv
set owned: possession of other house-
hold appliances.
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Over 200 interviewers covered the
selected rural and metropolitan areas,
each one equipped with a map which
outhined his work for a week. includ-
ing whom to see and how to instruct
the housewife in the supervision of the
diaries left for her and other members
of her family.

In terms of the length of time the
diaries would be kept, the greatest
number ol days would have been most
desirable for economy of operation.
But testing had shown that the co-
operation of the respondent would
lessen and his recordings would be-
come less complete and accurate after
a couple of days. Also, when a two-
day period was decided upon, Ward
realized that this limit restricted the
maximum recall period to 18 hours.
in case respondents didn't fill in the
diary as they went along throughout
the day.

The short stories that any one of the
interviewers could write about hix trav-
els through cities or through wiles of
countryside looking for the people who
were picked as the sampling would fill
volumes.

Despite difhculties. 91% of the fam-

ilies banded in diaries that were com-
plete for both days. The 997 of fam-
tlics who did not fully complete these
records were characteristic of families
which generally do not complete seH-
administered studies- -that is, low-in-
come, low-education, non-white groups.

The interviewing was conducted dur-
ing March 1954. Every fifth person
(alphabetically by first name) kept a
tonger, more detailed diary, with two
pages of statisties to fill in for every
hour, whereas 8077 kept a condensed
four-page chart for their quarter-hour
achivities,

At the end of the two-day period,
the iterviewer went back to pick up
the diaries, which then went back to
editors in J .A. Ward’s home office.
[or processing.

Out of more than 40,000 complete
diaries, information was theu trans-
ferred to some 600,000 I.B.M. cards.
“Tabulations will require approximate-
ly 480 million [.LB.M. card punches,”
Dick Puff added.

The net result is a study based upon
a bigger sampling than any previous
national living and listening habits
study ever undertaken. LA

... keeps viewers funed to

KMJ-TV

FRESNO e CHANNEL 24

the FIRST TV station in
California’s San Joaquin Valley

KM]J-TV pioneered television in this important inland
California market. The strong pull of top local pro-
gramming plus NBC and CBS network shows continue
to make it this area’s most-tuned-to TV station.®
KM]J-TV is your best buy in the Valley.

Paul H. Raymer, National Representative
*KMJ-TV carries 24 out of the 25 top-rated nighttime programs,

6 out of the 10 top-rated daytime shows in the Fresno area,
(March 1954 ARB report)
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VOLUME
SALES IN
WORCESTER
BEGIN AT
THE FRONT
DOOR!

'/SOME SALES MAY BE MADE AT
THE BACK DOOR IN WORCES
7er, suT WWOR-TV —
THE ONLY TELE-
VISION STATION

WITHIN THIS 32ND MARKET
IS THE FRONT DOOR 1O
YOLUME SALES!

0O © >
| 49Z20ZCoO

VvV  WWOR-TV Is THE
ONLY TELEVISION
STATION wHOSE PRIMARY
COVERAGE AREA COMPLETELY
ENCOMPASSES THIS 600 MIt
LION DOLLAR MARKET

L

REPRESENTED BY

PAUL H. RAYMER CO.
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MAXWELL HOUSE

(Continued from page 33)

Maxwell Mouse Lrand was outselling
competition in Salishury two-to-one.
Exen more startling are some indi-
cattons of Maxwell llouse’s share of
the instant market. In a number of
places. it holds more than half the
market. In Omaha. for example, ac-
cording 1o Consolidated Consumer
\nalysis. the percentage using the
VMaxwell House instant is 60.5; in Se-
attle, 1t 15 57,1, In other areas its lead
i~ substantial, as in St. P'aul, where
the percentage is 43.3;
36.2: Honolulu, 36.3.

To top this, spoxNsor has been relia-

Columbus,

" bly informed that recently unit sales

of lnstant Maxwell House have sur-
passed sales of regular Maxwell louse
coffee. The significance of this can
best be zeen against the coffee experts’
views of imdustry trends. First of all,
regular coffee «ull outsells instant by
a tremendous margin. Last May the
New York Journal of Commerce esti-
that 1931 would see instant
selling about 25% of the market. That
figure is already out of date, accord-
ing to the most recent expert estimates
furnished spoxsor, At the present
time instant coffee is taking about one-
third of the market. By 1960 this fig-
ure is expected to reach 50%. In the
case of Instant Maxwell House, the
forecast 1900 percentage has already
been passed.

That this is no mean accomplish-
ment can be seen from the position of
the regular Maxwell House brand in
the market. A check of the 19-market
study referred to earlier shows that
while the regular is not way out in
front. it is holding its own pretty well.
Out of the 19 markets, it holds first
place in four markets, second place in
two markets, third place in three mar-
kets, fourth place in five markets.

Obviously advertizsing is not solely
responsible for the remarkable success
of Instant Maxwell House. It takes a
hard-hitting operation that involves a
good product, smart salesman<hip and
merchandising, along with advertising
to produce results. But the ad cam-
paigns must be given a lot of the
crediit. Here’s an over-all look at the
Maxwell House ad picture,

Dominance of tv: Jnstant Maxwell
Hou~e relies in the main on television,
hoth network and spot. In radio, of
which it is a long-time user. the com-

pany is now active only on a g
basis, having dropped itz two Cl
Radio daytime programs, The Secor
Mrs. Burton and Wendy Warre
Newspapers are used in about the san!
proportion as spot v,

General  Foods will not  releas
budget figures. but sroxsor has il
views of a source who is in a pes
tion to wake a fairly shrewd estimat
This shows that. of an approximat
87,000,000 budget. almost half goes ir
to tv, The net picture is not quite clea
however, Dbecause Instant Maxwe
Ilouse shares co-ts with Gaines Dg
Food, another member of the Genera
Foods familv. At the present time ap
proximately 207 or $1,100.000 is ear
inarked for spot tv. Network tv gét-
about 81,900,000. About 20¢,
mto newspapers.

As can be seen from the percent
ages, Instant Maxwell llouse believes
strongly in network tv.

The current Instant Maxwell House
network vehicle is Decemnber Bride,
which bowed in on CBS TV this month.
Past shows have included The Red
Butions Show, Life With Luigi and
Masquerade Party. Like the instam,
the regular Maxwell llouse product
relies heavily on network tv, airing
its message through Mama, also on
CBS TV.

A comparison between the coverage
and cost of December Bride and
Mama reveals that a great deal more
money and effort are going into the in-
stant campaign. One estimate has i
that the instant budget is double that
of the regular. December Bride ie
being carried on more than 150 sta-
tions; JMama's range has never ex
tended past 50 stations. Comparative
gross lime charges for the first seven
months of 1954 for The Red Buttons
Showe, whose time slot the new show is

goe

taking over, was $§1.296.000: for
Mama during the same period it was
approximately §845.700,

Since in both cases the coffees share
costs with other General Foods divi-
sions. the actual amount spent by each
for network tine is not easy to de
termine precisely.

Of special interest has been the ex-
perience with The Red Buttons Shouw.
When General Foods dropped it. the
trade talk was that the compans feared
Buttons could not succes~fullv increase
a falling rating despite a =eries of
format revamps.  Yet. at the time
comic and company parted. Bultons
ranked number 13 among the first 15
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. posilion that many advertisers
yuld be quite happy to reach.

PONSOR is mow In a posilion to re-

44l the real reason for the cancella-

tn of The Red Buttons Show. Ac-

qding to an unimpeachable source,
i+ Instant Maxwell House brass were
it concerned more than normally
ith the rating. They were convinced
it the time had come for Maxwell

huse Instant to go vigorously afler a

pre “broadly based” audience. The

sttons show, for all its impact, was
parently not reaching as many of

2 more “mature” viewers as Maxwell

suse wanted. The company felt that

¢ Buttons show had done its job

!I, but that a new vehicle, geared to

different type audience, was needed

the future.

December Bride got the Maxwell

ouse nod. This is a situation come-

starring filmland’s Spring Byington.
ie appeal to the mature housewife,
1d the young married couple as well,

obvious in the concentration on a
iddle-aged heroine whose life is in-
lved with a younger couple. The
iting story on this show is yet to be
1ade, but sPONSOR learns that super-
atings are not what General Foods is
)okmg for in this show, at least not
xclusively. The firm seems more
oncerned these days with type of au-
ience.

The Buitons story, incidentally, has
n ironic twist. The show has gone
o NBC at 8:00 p.m. Fridays, directly
pposite a General Foods show —
Hama! Indications are that Buttons
vill revert to the character and skit

1 the Nielsen rating list, a respecta-

format that originally bronght him tv
success.

Till now, star Maxwell
House tv salesinan been  easy-
mannered Rex Marshall who quietly
but firmly pounds home the story of
“pure coffee” and “flavor huds” that
are the heart of the Maxwell House
message. A sinple demonstration of
the solubility of the coffee, pointing
up ease and convenience of prepara-
tion, is part of the tv sales talk,

Instant
has

Spot (v aund radio: The network
campaign is buttressed by supplemen-
tary spot efforts in specific markets.
Maxwell House is a consistent user of
spot and believes in it strongly. In
1953, sroNsor estimates, about 20%
of the ad budget was split evenly be-
tween spot radio and tv.

These pushes are usually limited to
a few weeks at a time and strike a
particular market intermittently. The
theory seems to be that a concentrated
push will have a strong, but short-
range effect. and should be ended be-
fore a point of diminishing returns
sets in. Then, at a later date, you can
strike again and pick up new cus-
tomers.

Since 1933 (exactly when is hard to
pin down), Instant Maxwell House has
experimented with a number of sat-
uration campaigns. In  September
1953, for example, a campaign broke
in about 70 markets. More than 7,000
announcements were carried by 208
stations in September alone, according
to Spot Radio Report of October 1953.
Philadelphia carried 586 announce-

ments: Baltimore 578; Los Anﬂeles
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195; Washington, D. C., 417; St
Louis -101. These were published fig-
nres, but sroNsor has reason to be-
lieve that they were actually higher in
many cascs.

A typical v spot cammpaign had
been launched at about the middle of
the preceding month in some dozen
markets. Approximately $45,000 pur-
chased abont 415 20-sccond =pols on
mid-week evenings. But these were
limited in nnmber per week, usually
three. on 13-week contracts.

This reveals another aspect of the
Instant Maxwell House spot operation.
There is spot coverage independent of
the big pushes. The strong blows
often involve additional time periods.

Aud then the blitz*’: Uil July of
1054, then, this was more or less the
Instant Maxwell House broadcast ad-
vertising pattern: a basic network
campaign supported by fairly heavy
spot radio and tv spending. Then, on
21 July, came the first large scale
“blitz.”

The figures mentioned at the begin.
ning of this article testify to the scope
of this intensive campaign. Here are
some additional examples of how to
swamp a market. While sPONSOR can-
not guarantee perfect accuracy in every
case, they are believed to be very close
to the mark. The average number of
tv spots per market was 52. In a day
of well-filled tv schedules and limited
number of stations per market, this
figure is quite impressive. Average
number of radio spots per market. 180,
Average number of tv spots per sta-
tion. 3() average number of radio
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WCOV-TV

Montgomery, Alabama

NOW OPERATING

with

200,000
WATTS

We're Transmitting a
Strong, Clear Picture
Over a 70 Mile Area

CBS Interconnected
ABC Interconnected
DuMont—NBC

Get the Details
From Raymer Co.
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spots per station, 54

These are average figures. In Okla-
hioma City alone two stations aired 99
v spots. Stmilar amounts of v ad-
vertising were carried in a number of
places. Radio fared exceedingly well,
in mamy markets the three-day figure
exceeding 200 announcements.

The  two-week  campaigns  were
cqually  heavy.  Worcester's WORC
carried 300 announcements. Boston’s
WBZ- TV carried 205 and WNAC-TV
129 spots in a concurrent campaign.

What were these campaigns geared
to? A “deal” in cach market that was
designed to get quick customer action.
Instant Maxwell Tlouse offered either
a 15¢ or 25¢ discount through the re-
tailer, stocked up dealers’ shelves in
advance, and then let loose the bar-
rage in that area.

The *blitz” clears the shelves:
Given the “deal” and the heavy ad
budget. some effect on sales must re-
sult. and even a success storyv in such
a case is not very surprising. But the
results were apparently <o extraordi-
nary in this case that they may throw
a new light on the effectiveness of sat-
uration advertising when used to its
full potential.  sroxsor found that
dealers and distributors in a number
of markets were delightedd with the
“Dlitz” resuhs. For concrete verifica-
tion SPONSOR went to a typical area
that had not been hit quite as hard as
some of the others, Syracuse, Here one
radio station, WIFDBL, however, ap-
peared to lead the station list in the
three-day campaign with 113 an-
nouncements.  Three other stations
carried the remaining 18 spots. and
two tv stations split about 40 spots.
Prior to the campaign the dealers had
heen well stocked for the 15¢ deal.
Sensing a success story in the mak-
ing. WFBL’s merchandising operation
went to work in advance of the cam-
paign. The station mailed 750 jumbo
postcards (o grocers announcing the
opening of a drive which would fea-
ture the coffee offer 39 times a day on
the one station. It later featured the
campaign in its monthly “WFBL Ra-
dio News,” which it sent to 3.100
grocers. manufacturers and retailers.
The station was right. A success
story was indeed in the making. Only
it was to be greater than anvone ex-
pected. The product moved <o fast
that. according to a Maxwell House
spohesman. “Fifty percent of the stores
had to re-order within the three dayvs

of the campaign.”

A graplic picture emerges by
these statements by Syracuse dea-s-

Martin Connors, buyer [or |4
Food Markets (a Greater Syrage.
chain) - “It went over excellently. Ve
cleaned up on it.”

George Gelsomin, manager of ke
Sweetheart Super Market in Ny
Syracuse—""We increased sales heyy
expectations. | didu’t stock enuuél |
am highly in favor of saturation |.
vertising to sell volume in a sy
tune,

Arthur Dygert, co-owner of Dy
and Lember Super Market. Matgyds
within Greater Svracuse—*“Qur sia
increased 9077 . Instant Maxwell Hos
i~ in front of other brands becausw
this <aturation <ampaign. | appres
wholeheartedly of concentrated d
adverti~ing.”

Ken Chapman. store manager, Ly
jool twithin Greater Syracuse)
had about 1,780,000 call~. | eaq
have sold three or four more ¢ases
just didn’t have enough stock
hand.” Mr. Chapman {eh that the a
power of the campaign had been |
der-estimated by Maxwell [lou-e,

Loug-range effects: At this po
the ¢ynic might very well wonder wl
all the noize iz about. since it i= n
difhicult to dent a market given a ba
rel of money and a price discount
play with. What is important is il
long pull.  What happens after
“blitz?” Do the customers stick wit
Instant Maxwell House?

It is too soon to come up with
definitive answer. There are indi
tions. however. that the Maxwell Hous
saturation approach does produce la-
ing benefitz. One source told sPoNsS&
that in some areas there has heen a
increase of Instant Maxwell Hous
business of probably 30¢% since th
“blitz.”  Another states that the sat
uration campaigns may be deliverin,
12 to 207 increase in steady usage
As indicative as amything. perhaps, »
a survey by the Illinois Daily Newspa-
per Markets. Inc, of 29 markets. as re-
ported by Food Field Reporter. 7 Sep:
tember 1953. The survev showed that
Instant Maxwell House had jumped
from sixth to first place owing to a
“tremendous advertising and prome-
tion canipaign in the Illnois markets.”

In this case the campaign was mere-
Iv tremendous in scope. If it produced
such phenomenal results—not an iso-
fated case. incidentally—what might be
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%xieved via an even more Intense

litz?”> The Syracuse story gives part
+the answer. It was one repeated in
(rket after market, if the reports coin-
i!; lo SPONSOR are any indicatiou..
With such results to point to, station
/in and reps are convinced that Gen-
1l Foods will come along sooun with
;other big punch. Invariably, station
okesmen checking schedules and re-
fts for SPONSOR were of the opinion
it repeat performances are inevita-
5 They are already impatiently
.aiting the time-buying moves of the
ency, Benton & Bowles.

“blitz"": The
litz” is an expensive business and
kes a lot of planning and organiza-
. Unless it produces solid results
company is not likely to repeat it.
is therefore of some significance that
hstant Maxwell House intends to do
repeat very soon, not in the same
arkets, however. You should see
sout three such campaigns a year,
srhaps four.

It is interesting to note htat in past
unpaigns radio and tv have both been
it hard. Without question. the heavy
joncentration of ad fire on radio has
dded to the aural inedium’s spot stat-
re. It might then be assumed that
orthcoming campaigns would follow
he former pattern. Yet SPONSOR has
sarne dthat there is a chance radio
nay not fare so well in the cam-
aign ahead.

How will radio and tv split the spot
udget? According to a reliable source,
oth media will continue to be used
n the normal spot manner. But the
ig “blitz” will be limited to tv, where
thout twice last year’s amount will be

uture use of the

WILL THIS MAN FILL
THE “HOLE"" IN YOUR STAFF??

5 Years active duty with the
Air Force—

Last two as a PIO for SAC

A degree in retailing—
emphasis in advertising

10 years in show business—
amateur and professional,

both acting and stagework
Recently “doubled in brass” at a
4 now-shutdown UHF station

as @ newsman, weatherman,
traffic director, copy writer,
announcer and program director.
| Wife and Boys, my severest critics,
hope you can use my services.

For more information contact
Box 104 ¢/o SPONSOR,
40 E. 49th St. New York 17, New York
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spent. This does not mean that Gen-
eral Foods is brushing off radio. As
one official put it, “We believe in ra-
dio. As far as we are concerned, it is
here to stay.”

Network radio., however, does not
sceni to be in the cards this season,
althougl the company is still apparent-
ly willing to look if it can be shown
anything. And although present plans
for the “blitzes” do not include radio,
this by no means indicates that spot ra-
dio will not be used along with tv.

* * * * * * * *

66Actnally, there will probably be a
lessening in production of black-and-
white sets with color produclion in-
ereasing, and with this there shonld
still be a continning demand for the
monochrome receivers. Initially a eolor
receiver will probably find its way into
the family living room, but television
will probably follow the path of radic
with a black-and-white se¢t in the ehil-
dren’s room, in the patio, playroom
and bedroom.®?
DAN D. HALPIN
Gen, Sales Mgr., Ty Receirver Dir.
Allen B. Du Mont Laboratories

* * * * * * * *

At Instant Maxwell House they are
convinced that radio offers a speed and
ease of jumping strongly into a mar-
ket unmatched by any other medium.
It may be that because of this speed
and flexibility, the campaign details as
they relate to radio are being left to
last. The fact remains, though. that its
use in the “blitz” does uot seem to be
comtemplated at this time,

There is a good chance, however.
that a considerable dollar volume may
yet go into radio for another reasom.
[f sales continue to clinih as they have
during past saturation campaigns, the
decision may be made to throw added
quarterly profits into further advertis-
ing. And the only place for such “ex-
tra” money to go is radio. * k%

SCHWERIN TEST

(Continued [rom page 31)

provided for the purpose, the name of

the prog Wt advertised and everything
they c:* ~ emember that was said or
illustrat._ about it.

Then, #nother drawing is held, also
with a year’s supply of instant coffee
ax the prize. On an identical check list,
the respondent is again asked to choose
which coffee he would like as the prize.

From these check lists the research-
ers compare the percentage choosing
the brand advertised before and after
exposure to the commercial.

This, says Schwerin, is a measure of
the sales effectiveness of the commer-
cial.

Since a percentage figure by itself
usually means nothing, the new Schwer-
in technique actually involves the com-
parison of different commercials of the
same product before different audi-
ences. Three different commercials
may be shown to three different audi-
ences at different times; however. each
time the commercial is placed in the
same position in the same program and
the same tests—pre-choice, remem-
brance and post-choice-—are given in
the same way every time.

For example: Schwerin tested three
different commercials for a beauty
product (see caption no. 7 on page 36).
In the first commercial the increase in
the post-choice figure over the pre-
choice figure was five percentage
points. In the second commercial the
increase was seven percentage points.
In the third, 15 percentage points.

To make these coniparisons, the au-
dience samples are matched and the
pre-choice figures are made identical
by dropping out some of those in the
original audience.

The comparisons show that the dif-
ference in increase between the first

"T ;%—;‘_JQ‘—::"% —
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Wichita Falls
Texas... ?

more people”
wafc/z
KWFT-TV
EIE%NyU%OST

*Wichita Falls TELEPULSE for June
7 thru 13, 1954, from 6 A.M. to
12 midnight, shows that more
viewers were watching KWFT-TV
during 76.73°% of all the quarter
hours when a television station
was on the air in Wichita Falls!

MILESTONES

BMI's serie~ of program
continnities, entitled

“Milestones,” foenses the
spotlight on important
events and problems which
have ~haped the American
scenc,

November’s release fea-
tnres five complete half-
honr ~hows—ready for im-
mediate use—smooth, well-
writien seripts for a varicty

of nses.

“VMilestones”
November:

PADEREWSKI—Pianist, Patriot and
President (Nov. 6)

MARINE CORPS DAY (Nov. 10}
VETERANS DAY (Nov. 11}

THANKSCIVING—We Gather Te-
gether (Nov. 25)

MARK TWAIN—Samuel
(Nov. 30)

*Milestones' is available for com-
mercial sponsorship—see your
locat stations for details

. N e, .
BROADCAST MUSIC, INC.

NEW YORK o CHICAGO < HOLLYWOOD
TORONTO ¢ MONTREAL

for

Clemens

aind second connmercials is too small
to be <ignificant but the nerease shown
by the third commercial was two to
three times bigger than the other two.
The conclusion. therefore, is that the
third commercial was the most effec-
tive of the three in motivating people
to want the product.

~So much for the actual method. Now,
what advantages doe< Schwerin find
in it?

The advantages cited by Horace
Schwerin are those he finds in his ha-
sic audience-tested-in-a-theatre  meth-
od. He gave them in a speech before
the Pacific Council of the 1A’s last
Wednesday.

“To sum up the matter briefly,” he
said. “we have come to feel that the
dezideratum in research such as ours
i= for the measure that i~ usd to pos-
sexs two characteristics:

“One. It should be coincidental.
That is. it should be taken at the time
of the action we are measuring.

“Two. It chould have the quality of
observed action. That is, we should
not just trust to people’s unverified
statements; rather, we must trv to note
what they actually do under condi-
tions like those we are secking to mea-
sure.”

Schwerin pointed out he is not criti-
cizing standard market research and
added that asking questions before-
hand is frequently helpful in predict-
ing trends while asking questions af-
terward “and without complete verifi-
cation through observation iz ahmost
invariably a necessity in market stud-
ies and the degree of error can com-
monly be taken due account of.”

Schwerin cited a recent supermar-
ket shopping study made for du Pont
which disclosed that 709 of the buy-
ing decisions were made after the shop-
pers had entered the stores. (See cap-
tion no. 9 on page 36.) As another
example of the inaccuracies involved
in questioning beforehand. he said that
a number of studies indicate that only
about half of the people who say they
will buv a major (that is. relatively
expensive) product within a certain
time do so.

As for asking questions after the
event, Schwerin stressed the forgetful-
ness of people. He pointed to a classic
study in psvchology (the Ebbinghaus
“curve of forgetting™) which indicates
that most of the forgetfulness of peo-
ple during a month’s time takes place
during the first hour.

As another example of this. Schwerin

mentioned an Oflice of War lnfog.
tion study which disclosed that pe
out of every six persons questiced
said they did not cash in war bige
during the preceding seven days ¢y
though they had actually done so.

Schwerin also stressed that his mh.
od has the advantage of isolating g
«ne factor he is interested in-—the'y.
tent to which people are motivatecy
buy after seeing a certain commerch
That is. his method measurés the
verti~sing alone,

When a person comes into a ste
to buy, a number of factors interv s
to cloud the effect of a commnereial 3
had been heard or viewed previous
Other advertising was also heard §
seen, friends may have hoasted aly
a competitive product they were usy
Once in the store. a myriad of facte
impinge on the consciousnes= of [
shopper: special offers, prices, du
or island displays, the regular sh
~pace allocated to the product in qu
tion, the clerk’s influence and so fort
The location of the store itself is
important factor.

These are things a particular adve
tiser has little control over and are n
possible to measure or predict. Ho
ever, if the advertiser knows he
doing the hest possible job with h
commercials. he has accomplishe
quite a bit.

But what about the method’s rel
ability 7 Will it measure what it sas
it will measure?

Before offering his method tu ac
vertisers, Schwerin spent a good dea
of time testing its consistency. whie
i= what research men mean when the
speak of reliability. One of the firs
things to find out was whether there
would be differences in pre- and post
choices without an intervening com-
mercial. H there were differences, then
the whole idea would be unsound, for
these differences would completely fog
up the significance of the influence of
the commercial. That is, if the post-
choice figure after a commercial was
10 percentage points higher than the
pre-choice figure how could you tell
what amount of that 10 percentage
points was caused by the commercial
and what amount was caused by the
erratic switching around of the con:

sumer’s mind?

Schwerin made a number of experi-
mments without intervening commer-
cials. One <eries involved choices of
six beer brand~ with postchoice
occurring an hour after pre-choice.
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or those not interested in beer, an

ternative prize of $25 was offered.

b no case was there a diflerence of
ore than 19 between the two. This
st was repeated twice with similar
sults.
| Another question was: Would the
fect of a commercial e the sante with
ifferent audiences at different points
{ time? 1f not, then something was
'rong with either Scliwerin’s audience
“mpling or the method itself.

In one test, the same beauty prod-
¢l commercial was shown to three
udiences at different times. The first
ume the post-choice figure was eight
sercentage points higher, the second
ime nine percentage points, the third
ime seven percentage points (see cap-
ion No. 8, page 30).

Schwerin also tackled another ques-
ion that would occur to admen. Won't
xposure to any commercial cause
nore people to choose the brand ad-
ertised? If it did, the method might
it be useful but Schwerin would
nave to get involved in figuring out a
-onstant factor to be subtracted from
his results, which might be quite a

complicated job.

However, experiments showed it is
not true that simple exposure to a com-
nercial increases the desire to buy.
In two cases there were commercials
which had no significant effect on the
desire to buy. In a third case, the
post-choice figure was significantly
lower than the pre-choice—from 50
to 45% (see caption No. 0 page 35).
~If the results from this experiment
are completely sound, then advertisers
who buy radio and tv without com-
mercial testing are taking a tremen-
dous gamble. It means that a number
of sponsors are spending literally mil-
lions on air advertising without know-
ing funtil the sales figures are in, at
least) whether or not they are throw-
ing their money away.

This is certainly a conclusion
Schwerin would not disagree with, He
also concludes that the tests of reli-
ability shown above indicate clearly
that the differences in pre- and post-
choice figures in his testing method
are meaningful.

Which brings us to the final ques-
tion: What are the uses of this new
measure ?

In Schwerin’s experience, the most
common use to an advertiser is to find
out what selling points in a commer-
cial will make the consumer prefer his
product.

4 OCTOBER 1954

lixample: Schwerin was given two
different baking product campaigus to
test. He was given representative com-
nercials for the campaigns. Schwerin
testing showed that Campaign “A” was
decidedly Detter than Campaign “B”
in terms of its power to create a prel-
erence for the brand.

The job now was to find out why.
This was done by examining what the
audience remembered from the com-
mercials  from the two campaigns.
This information is gotten from the
unaided remembrance material which
respondents write down before the
post-choice.

Schwerin researchers discovered that
certain ideas were stressed and remem-
bered in the weaker campaign and not
in the stronger one. One idea—the
tastiness of the finished product —was
emphasized in both campaigns. It was
concluded that these ideas had no in-
fluence in determining “would-buy”
choices. But two other ideas—“bhetter
results” and “appearance” were stressed
and remembered only in what Schwer-
in determined to be the stronger cam-
paign. It was therefore concluded that
these two last ideas were the most im-
portant of those presented in encour-
aging people to buy.

This doesn’t mean that any baking
product will influence people to buy
merely by stressing “better results”
and “appearance.” Aside from the
fact that a lot depends on how well a
commercial is done (remembrance is
still an important factor in Schwerin’s
book), Schwerin is careful not to gen-
eralize his discoveries. The above test
showed why one specific campaign was
better than another specific campaign,
but it is not the final word on how to
sell baking products.

Another use is to study competitive
brands. Schwerin tested typical com-
mercials for two brands of toothpaste
at a time when chlorophyll and other
new ingredients were very much
around.

Results showed that Brand "“A.”
though it started out with a lower
pre-choice figure, did much better than
Brand “B” in influencing people to
choose it. As a matter of fact, the com-
mercial for Brand “B” produced no
significant change at all in the post-
choice figure. This was the case even
though the Brand “B” commercial.
which had more main ideas than the
Brand “A” commercial. scored 42%
higher in remembrance. (See caption

No. 3, page 35.) The Brand “B” com-
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TV film service!
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MARY McGUIRE

Fomen's Interests Director

Conducts WWTV’S popular ‘‘Homemaker's
Time"” Monday through Friday each week.
Mary brings to WWTV Land 11 years of
Home Economics Extension work in Michigan
and extensive TV programing with Michigan
State College.

Educated at Menominee Normal, Ferris In-
stitute and Home Economics Degree at
Michigan State.

Past Secretary of Michigan Home Economics
Assn., past officer of Michigan Home
Demonstration Agents Assn., member of
National Home Economics Assn.

Mother of two year old son, Mary knows
how to talk to homemakers from both train-
ing and first hand experience.

CADILLAC MICHIGAN

PRIMARY CBS - \
REPRESENTED 8Y WEED ~ L. SALES. GRA
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mercial contained five ideas. the Brand
“A”" commercial. three.

In analyzing the two ads. it was
noted that there wax one point which
Brand “A™ put over better -that is. a
point that was remembered  better.
This was a demnonstration of the results
of an experiment in which the brand
The Schwerin researchers
then concluded that this point was the
recason why Brand “A™ did =0 much
better than Brand “B.” 1t is alto like-
v that the fewer number of points in
Brand “A’s" comnmnercial was parth re-
sponsible for putting over its strong
«elling point so well.

The Schwerin niethod is also unseful
for finding the best “presenter” for a
commercial-

wis used.

the person or voree which
advances the claims for an advertizer’s
product.

Another problem involving conmmer-
cials in proper length. Thi- i~ hinpor-
tant to a commercial’s effectiveness as
well as itz cost. Schwerin points out
that while the length of a commercial
depends on how much the adverticer
has got to sav. there is <ome useful test-
ing that can be done along this hne.

Schwerin <tudied two commercials
for a cereal brand. one GO seconds,
one 90. The two were exactly the same

A

AS
Low
AS

except that the first 30 seconds were
repeated to make up the additional
half minute of the longer one. The
audiences were made up of children
(see caption No. 10, page 36).

It was found that there was no sig-
nificant difference in the percentage of
children choosing the cereal; in other
words. the shorter commereial was
just as eflective as the longer one.
Actually, there was ~ome loss of reten-
tion caused by the longer eommercial.
The children were more inclined to
remember non-relevant ampres-
~tons on the longer commercial. a com-

some

mon prohlem in video ads.

The above examples do not exhaust
the uses of the new Schwerin measure.
The question of the program which
carries the commercial is a big one.
for example, and one that Schwerin
has looked into.

Whatever conmercial factors are
measured, however, one thing can be
said and we'll let Schwerin himself
sav it: "Just as there is nothing sadder
and more wasteful than an ineflective
tv commercial. there can, in the right
circumnstances. be no more potent
salesman’ than one that has the right
ideas and gets viewers to remember
these ideas.” * ok Kk

Twm
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TV DICTIONARY
(Continued from page 41)

NARTB to govern television and rijp
practices in the best interests of ne
public and the industry. The NAIB
suggests the following as a guiditg
the time standards for adverticg
copy:

TFNGIH OF ADVERTISING MESSAGE

[.ength of News
program Prograins All other programs
Class "A”
Minuntes Pay. Nite Iime Other Te
5 1:00 1:00 I
10 1.45 2:00 2k
15 2:15 2:30 1:00
25 . 2:50 ] .
10 3.00 -! i
45 4:30 5 45
60 6:00 00

NARRSTAGE Technique whereby d
of the characters in a set.‘ story
film does all the sound volce-ouer

tells the story.

NARRATOR An off-camera Or ba;
ground voice known as V.0. or voio

over.

NARROW ANGLE LENS Qloseup lens€
g0 mm, 135 mm, etc. Picks up .sma
portion of set or action.

MATURAL SOUND Sounds. of act-i_9
whose source is shown in picture “'1‘5
sight and sound simultaneous. A

called synchronous Or sync sound. Op
posite of nonsync or off -screen sOun

NATURALISM Belief in a rendering o
the external world tending to exclpd
artistic interpretation aiming at sim
ple and literal reproduction.

NATIONAL ADVERTISI“NG' ‘Nonloca
advertising. Advertising circulated 1r
regular medium outside the local re-
tail market in which the sponsor kL

located.

NBC National Broadcasting Co. NBC
TV. &

NEGATIVE Film or kine in ?vhich the
natural tone values of the picture are‘
reversed, constituting a master gop..\
from which a large number of_pmm\e
prints can be made. (See Positive.!l

NEGATIVE (a) The raw stock deslgn_ed
for negative images; (b) the negat}\'l
image; (c¢) negative raw stock whxck}
has been exposed but not procgssed.
(d) fillm bearing a negative image
which has been processed.

Negative Appeal The setting up of an
incentive to avoid unpleasantness.

NEGATIVE CUTTING {matching) Cut-
ting of the original negati}'e of a ﬁlm'
to match the edited positive, shot by
shot and frame by frame: the‘ prepa-
ration of sound release negative and
the picture release negative; the proc-
ess of searching out and sorting the
negative. The size of the footage. ex-
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ainess and value of the negative re-
qlre exactness by the cutters.

y.iSATIVE IMAGE Photographic im-
a’s in which the values of light and
sltde of the original photographed
s)ject are represented in inverse or-
<. A negative color image is an im-
g: in complementary colors, from
vich an image in the original colors

(il be printed.

}GATIVE ORIGINAL PICTURE Nega-
te film which is exposed in the cam-
u and processed to produce an orig-
i1l negative picture image.

GATIVE, ORIGINAL SOUND Sound
gative which is exposed in a film re-
rder and after processing produces
negative sound image on the film,

!GATIVE PICTURE Any negative
m after exposure to a subject or
ssitive image and processing produces
negative picture image on the film.

EGATIVE SOUND Any negative film
‘ter exposure to a positive sound im-
‘e and processing produces a nega-
ve sound track on the film.

EMO Term used to designate any
lecast picked up by station crew
hich does not originate in their own
cal tv studios.

ET or NETWORK Multiple tv or ra-
jo stations linked by coax or lines.
1) Coast-to-coast network: a group
f stations covering the whole or great-
r part of the U.S. (2) Regional net-
'ork: groups covering a definite seg-
1ent of the country. (3) Split net-
sork: selected stations of a network
sed to meet specific distribution or
ales efforts.

{ETWORK TIME Telecasting time on
:n affiliated tv station available for
letwork programs either off cable,
ilm or kine.

JEUTRAL Theme or background mu-
iic used under voice-over announce-
mnents.

NEWSREEL Film report of a current
>vent or news story.

N.&. “No Good.”

NICK ‘EM Direction to musicians to
play number or passage staccato.

NIELSEN  Chicago. Both radio and
tv research. Uses the audimeter on
‘national multiple-city and local-area
basis. Covers N.Y. tv market plus five
radio markets. Radio sample base of
over 1,400 metered homes per minute:
tv over 700 meters. Interview period is
continuous with delivery date from
three to five weeks. Cost from $1,500
to $75,000 per year. Over 175 subscrib-
ers and eight networks. Data for ra-
dio and tv quarter-hour Nielsen rat-
ings, homes reached, audience aver-

ages, share of audience, total audience,

program type comparisons,
Jomes reached.

cost per
(See Tv Ratings.)
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NIGGER Form of screen or filter used |
in studio lighting, usually to cover or |
cut down light from strong spot.

NIGHT FILTER An optical filter which
reduces those parts of the spectrum |
that are predominant colors of day-
light, i.e., blue and green. Night fil-
ters are red and produce night effects
by day on black-and-white film. They
require a large filter factor to compen-
sate for the amount of light they ab-
sorb; they are a type of effects filter.

NITRATE Highly inflammable explo-
sive film stock now being replaced by
acetate base.

NOODLE (1) To play a few bars of
background music usually behind titles
known as noodling. (2) Tuning up of
musical instruments, practice runs.

NTSC National Television Systems
Committee. An association of engi-
neers and scientists from RCA, NBC,
Philco, Sylvania, G.E. and Motorola
who advocate the current compatible
color television system. (See Special
Color Section.)

NOTCH Shallow cuts on the edge of
film to warn technicians of light
changes needed in the printer.

NUT Usually the complete cost of
producing a television or radio show.

O

OBLIGATORY SCENE A scene antici-
pated by the viewer where the forces
of conflict meet. Obligatory for the
writer because he has created the con-
ditions of conflict which must meet.

OFF Variant of “off-camera” or “off-
scene.” A script term generally denot-
ing speech, music or other sound to be
heard in perspective.

OFF CAMERA Applies to SAG union
scale rates for all performers except-
ing specialty acts, announcers heard in
commercial portion of the program.
Those who memorize lines, sportscast-
ers and chorus singers. Performers re-
quired to memorize lines, even though
performing off-camera shall receive
on-camera rates.

OFF CAMERA or OFF MIKE Position of
a performer is a little too far from
camera or mike.

OFF SCREEN or VOICE-OVER NARRA-
TION Any narration that is not lip
sync.

OFF-SCREEN SOUND Non-sync sound
that originates in limbo. May be heard
without seeing corresponding picture.

OFFSIDE Off-color skit, action or com-
edy line. Poor taste. A “blue gag.”
Taboo on the air.

(Dictionary continnes next issue)

“The TV Link in the Heart of the Nation”

KHOL=-TV’s

MAXIMUM POWER SIGNAL
COVERS

309%

of Nebraska’s

ENTIRE
FARM MARKET

with

UNDUPLICATED
TV COVERAGE

*SRDS Consumer
Markets, 1954

Wichita Falls,
Texas

motre people”

watch

KWET-TV

CHANNEL 6
(BS & DUMONT

*Wichita Falls TELEPULSE for June
7 thru 13, 1954, from 6 AM. to
12 midnight, shows that more
viewers were watching KWFT-TY
during 76.73% of dll the quarter
hours when a television station
was on the air in Wichita Falls!
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(Connnued from page 6])

locations shown and the filn would
lemve an overall nnpression of the
world at your fingertips. Your audi-
cnee would be aware of the places
they  would like to the [Eiffel
Tower. the Taj Mahal. the Colosseum,
Wonld yvour interest stray if you
in a world tour? 1

see

ele.
were interested
doubt it.

I would have no quarrel with Starch
if the statement read: “Avold produc-
tion-happy commercials.” Period. We
know that only two scenes in a 00-
second commereial can make a “pro-
duction-happy” commeercial if one of
the scenes has no purpose in the com-
mercial.

As for Starcly’s third sentence (%, ..
opticals are altemtion-getting  devices

. call attention only to themselves

"), is lie really referring 1o opti-

cals or what we term special effects?
Let’s consider the use of opticals.
If we see a woman washing dishes and
then dissolve it into a dish rack load-
ed with sparkling clean dishes. is the
audience aware of the dissolve? Not
in my experience. They accept the sit-
uation without ever considering the
device that carried them through what

.

n

Wichita Falls,
Texas. ..

more people”
watch

KWET-TV

CHANNEL 6
(BS & DUMONT

*Wichito Folls TELEPULSE far June
7 thru 13, 1954, from 6 A.M. to
12 midnight, shows that more
viewers were wotching KWFT.TV
during 76 73°% of all the quorter
hours when o televisian station
wos on the air in Wichito Falls!
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ordinarily would e many ninutes of
scrubbing, rinsing and carefully stack-
ing the dishes on the rack. Is the opti-
cal then an “attention-getting™ device?
Certainly not.

For the momem let’s assume that
Starch did not mean that opticals were
attention-getting devices, and examine
the statement that such devices “call
attention only 1o themselves.” If we
aceept this, then we should do away
with:

For it is an atten-
tion-getting device, unless it ¥ used

(1) Annnation.

to explain some mechanical function
that cannot bhe photographed in the
usual manner.

(21 Sound effects. including nusic.

(3) Al “live” commercials exeept
what we call “*straight pitches.”

It would -eem. then. that those com-
ntercials which all of us consider to
be the most effective would have to be
discarded, measured by Starch’s stand-
ards.,

One last word on Starch’s “Good
Rule™—"*Don’t use opticals and effects
unless functional. such as fades. to de-
note lapse of time.”

First of all, T don’t believe anyone
uses an optical effect unless it is func-
tional. An optical properly planned
never is obvious. If the audience is
aware of a “functional” optical.” it
indicates poor planning and not that
vou should do away with the optical.

As far as fades are concerned. some
conunercials do not lend themsehves to
fades. Iade-ns and fade-outs require
about three seconds. 1 wonder if
Starch can tell us how much of the
audienee would be lost after the screen
goes dark.

This doesn’t mean that fades should
never be used. We are currently pro-
ducing a series of commercials for a
national advertizer in which the prod-
uct is  photographed black
backgrounds. We see only the product
—Saran  Wrap—and hands  demon-
strating the use of the product. Be-
cause the =creen is about 75 black.
the use of fades is logical for these
commercials. The fades continue. rath-
er than interrupt. the visual eflect of
a highliglted product on a black back-
eround.

I think Starch should have <aid.
“Make certain all scenes in a commer-

agaiust

cial have a definite purpese and that
there is a definite continuity visually
or in the audio. Use optieals carefully
to clarify a poimt for the audience.”

ROUND-UP

tContinued from page G63)

color tv. The guest list “was comy.d
from those families in an income grip
that can afford the new color receiy s,
even al existing prices,” the stay
said. P’ersons in the first group &
mitted to the station were given pa.
ments reading “Charter Members

Certificate,  Color Television Fy
Nighter. | . .7 L B

Briefly . . .

In a two-color full-pagé newspay
ad.  WCAN-TYV, JMlihvaukee. =
“Thank you Milwaukeeans for maki
our first vear such a tremendous «
cess. To acknowledge your enthusiss
and support we wish to announce p
to build Milwaukee’s Television €
tol designed and built exclusively f
the finest in tv programing.” The
showed a picture of the new stru
and noted thaat 837 of the citv’s
sets can receive WCAN-TV. ulf (
25.

A compass and a small cowbell ¥
among the gadgets received by &
sors and ageneies within the past {o
night.  The compass came fr
WAMTW, Mount Washington, and wa
affixed in the middle of four picture
which showed an Eskimo. a cane
driver, a penguin and a hula dane
looking at tv sets in their native lan'k
The sets were all tuned to WMTW
“Well. a slight exaggeration. perhaps.” -
the station admits. Inside the folder

BARNEY GOLDMAN

is out of a job (

ZIV'S whirlwind sales rep from
1941 to '50; then exec with a
big mid-western dairy and final-
ly general sales manager for
Guild Films IS OUT OF A JOB!
A million dollar annual opera-
tor with a terrific background
of mid-west radio and TV con-
tacts. Available for “immedi- g
ate delivery.” University back-
ground . married . . . 3
children, rarin’ to go and ready
to produce. “I'm tired of
loafin'” . .. get in touch with

BARNEY GOLDMAN
626 WASHINGTON

PHONE WILMETTE 4928
WILMETTE, ILL.

SPONSOR




ia map of the station’s true coverage
2 and “nothing but the truth.”
1e cowbell came from WIBW.TV,
‘Ipeka. in a box leadlined “You're
?'lled to help us ring in the new—
I new 1,010-foot TOWER, and the
iw 87.1 kw. erp TRANSMITTER, of
hBWTV. ..

¥* * *

TThc latest “merchandising” service
fered to San Francisco radio adver-
.ers is free sandwich-board advertis-
g. The space is being offered by
YA. According to Irving C. Phil-
s, station sales manager, “our sales-
en cover 500 walking miles weekly;
is is circulation we intend to mer-
iandise for our advertisers. Our new

rvice will include old-fashioned sand-

" 'Then,

retting serious, Phillips says, “natural-

iich boards for spot clients.

y this is a joke. But believe me, it’s
10 more ridiculous than many of the
>xaggerated claims made by some Bay
hrea stations. It’s high time we sell
radio sensibly with effective, believable
merchandising aids. ”  Sporting
their sandwich boards are (l. to r.)
KYA salesmen Wilkam Ledger, Deane

Banta and Jerry Friedman.

Henry J. Taylor. ABC Radio com-
mentator, has been elected a trustee of
the Manhattan Savings Bank. This is
his second banking position; he’s also

a member of the advisory board of the
Chemical Bank & Trust Co.

Account executives and staffers of
Hicks & Greist, New York advertising
agency, got first-hand information
about what network television has to
offer when the agency loaned office
space to NBC TV. Lewis Marcy, NBC
TV network account executive, an-
swered questions raised by the agency

4 OCTOBER 1954

members. Ted Grunewald, agency ra- |
dio-tv director, said the experiment

was “a tremencous time saver for our
radio and v stafl.”

#* ¥* ¥*

One of the most exclusive radio con-
tests on record is being conducted by
Doug Pledger, KNBC, San I‘rancisco
personality. Pledger’s contest is open
only to physicians and dentists. They
are to tell him, in 50 words or less,
their idea of the ideal patient. The
winner will get a rare collection of old
newspapers. Not any old newspapers,
but a group of papers published at the
time of the San Francisco earthquake
in 1909. P.S.: The entries must be
written on a prescription blank (in

English-——no Latin allowed). % * %
SPONSOR BACKSTAGE
(Continued from page 26)

interest which stations, networks,

sponsors, et al have often performed.

On the other hand—

For $300.000. is it possible that the
fine talents in the television industry
could produce a show which would
shed some light on what’s wrong with
our children—or with us? With a
“message”? With an effective thought
here and there about what might be
done on the parental level? On the
school level? In the courts? Any-
where, anyway?

For $300,000 is it possible to pro-
duce such a show utilizing stars whose
very names would attract viewers and
get high ratings? Is it possible to get
researchers and writers who would dig
deep down into the guts of the prob-
lem, and then state it in words so clean
and strong and simple that in some
way mayhe one, five, ten, a hundred.
a thousand kids might be swerved off
page three of the local tabloid?

Is it possible to find a director to
translate these words onto the tube
with as much gripping intensity as the
average episode of Dragnet?

And can such a show be so present-
ed that it might even sell more appli-
ances and lipsticks than Satins and
Spurs, or promote color tv as well?

In short. does this spectacular in-
dustry have the courage and talent to
do a spectacular on such a subject as
the unhappy spectacle of our kids gone
berserk?

Does it? * ok *

WTRY

ALBANY SCHENECTADY TROY

elivers
114,000

UHF Fomilies
wm the

SEE YOUR
HEADLEY-REED Man,

‘SOURCE ON REQUEST

SELLING 9 COUNTIES

in  WESTERN MONTANA

MISSOULA, MONANA

® UNIVERSITY SITE
® RICH URBAN AREA

® STABLE FARM ond
RANCH AREA

TV s NEW—

GET BONUS VIEWING
AUDIEXCE AT LOW
COST

arEmeES——————————
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TRIANGLE"

Jack D. Tarcher uill join Biow Co. as rice
president and group head effective 1 January 1955,
Tarcher is now a vice president of Cecil & Presbrey,
where he supervises the Benrus Watch account.
Benrus has appointed the Biow Co. to handle its
adrvertising eflective 1 January. At Biow, Tarcher
will continue supervision of the Benrus account. lle
handled advertising for the watch firm since the
inception of Benrus national adiertising in 1924,
Before joining Cecil & Presbrey in January 1933
Tarcher headed his oun agency. ficking up
Benrus follows Biow's loss of the Bulova account

J. Davis Banforth, executive vice president in
charge of client relations, BBDO, has been
appointed chairman of the committee on media
relations of the 4A’s. During his 29 years at BBDO,
Danforth has served in every department of the T

agency. Previous assignments have included
superrvision of account service operations. Danforth
is a former chairman of the N. Y, Council of the
1A’s; a trustce of the Rye, N. Y. Presbyterian
Church, and past president of the Rye Community
Chest. lle is a graduate of Princeton U niversity.

TELEVISION
CHANNEL 12

a 24-county market with
Effective Buying Income of

$1,543,515,000

(Sales Management 1954
Survey of Buying Power)

Larry Valeustein. president of Grey Adver
tising, savs radio and tv are getting “special
emphasis” in the agency's new quarters at 450 Park
Ave. Grey moved into four floors of the new building
27 September, has 155 private offices. Special
features of the radio-1v department include a
projection room with built-in color, B&IF n- sets
and hi-fi equipment and special interlock equipment
to coordinate video and audio in tv commercials.
Grev also has its own tiv camera. Radio and tv ac-
count for over 239 of agency’s §25 million billings.

NOW SHOWING!—ALL NBC COLOR SHOWS

Edgar T. Bell. general manager of KFTI,
Oklahoma City, says the station is now operating at
316.000 watts visual power following completion of
its new 1572-f1. tower 1 Qctober. The tower, tallest
in the country, is 100 feet higher than the Empire
State Building. lis construction cost was about
§750.000. KW'TI" has bheen operating since 20
December 1933 with 50.000 watts under a temporary
authorization. The station is a CBS affiliate. is
represented by Avery-Knodel, Vajority stockholder
is AOVA, Inc.. owned by the Griflin Grocery Co.

Interconnected
Television Affiliate

National Representative:

The Headley-Reed Company
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EASTERN OKLAHOMA'S

Counties Covered ...c.ooocoeernr— 31

Total Population ... -1,038,994 BTy OS2 M AR
N o Port ;. by Park Mo
Hask rter viny. ark Mg,
o 5 Shek .Beggs askelle o o
Total Families ..c.ococnnoeee....313,491 o D e -
KEE 75 o o seﬁ‘
o)e Eram
TV Famikes 158,347 Gmieeen o “SMUSKOGEE
Chulter .

Spendable Income _...$1,298,141,000 &, 4l o Ny, T
Total Retail Sales ...._..__$916,065,000 '

MOST POWERFUL
Television Station

ABC - DUMONTY

53

pr= |1

Asefationdtih it e 3

The KTVX
AREA MARKET

o
Manaforgf!

Bopg,

;
Sapulpag
Fonamrper, Kellplle O ;“ ~-

Irumright

‘eferO Glenpgyr

CFilchs Serin

©8nsng
WS WTosH  oFame
O ferotun

e
SWetumi\ Eufauia g P
Lamay e w1
n o
Holdeny iy, o &.«GRAD E A
Do -

WI0  OCah.n
Stumo|  McAlester g . ga'bon
Krehs Do

GRADE 8

ATIMER 12
Allen

TULSA BROADCASTING CO.

4y

KTUL — CBS Radio, Tulsa
FFPW—CBS Radio, Ft. Smith, Ark. in the KWIV, Channel 9

.L. A, BLUST, JR.
Vice President, Gen. Mgr.

Box 1739, Tulsa, Oklahoma

Operators of ‘ KA1V, Channel 7
le Rock — Pine Bluff, Ark:

MILLIONAIRE STATE Oktohema Ciy r

- . Y
Studios — 720 Eastside Bivd. KOMA — CBS Withi&

BEN M
gl Muskogee, Oklahoma Oklohoma Ci

Natianal Sales Mgr.

AVERY-KNODEL, INC. NATIONAL REPRESENTATIVES




HECTIVE SEPT.26 on WNEM-TV
| ~

Serving SAGINAW, BAY CITY, j
NBC CHANNEL

J. GERITY Jr. PRES. | 5

| &E__J/
Z} HEADLEY-REED, NEW YORK, CHICAGO #MICHIGAN SPOT SALES, DETROIT, MICHIGAN /

J.H, BONE Gen. Mgr,
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in Kansas City—

W’ “ Operation Next Weekﬂ

or TELECASTING IN_COLOR

l,079-foot tower . . . . 316,000-watts power

As you read this page, work proceeds day and night erage map, prepared by A. Earl Cullum, Jr

an the new KMBC-TV tower and RCA transmitter sulting engineer, shows how KMBC-TV increase:

installation in Kansas City. These new facilities make . ..
Channel 9 the undisputed BIG TOP TV station in Kansas City television market by thousor
the Heart of America. The predicted 0.1 mv/m cov- additional TV homes.
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’// Colonel for choice
availabilities.
* WARSAW
FREE & PETERS, INC.
« OSCEOLA , National Representatives

B | 6 gegf power
TOP most tower

With its tall tower and full power,
KMBC-TV brings an entirely new
value to television advertising in the
Heart of America. No other Kansas
City station gives you the unbeatable
\ advantage of mass coverage plus the
vy audience-holding programming of
! \‘ CBS-TV .. . the nation’s leading net-
i) work . . . combined with KMBC- TV s
=J , own great local shows.

I Get on the CHANNEL 9
A” / Bandwagon NOW !

SEDAHA ‘s /

MARSHALL

Contact KMBC-TV or
your Free & Peters

Basic Affiliate

TELEVISION

ONE OF AMERICA’S GREATEST BROADCASTING INSTI-
TUTIONS—Here Channel 9 (and Radio Stations KMBC-KFRM)
originate some of the most ambitious local programming seen
and heard in the Heart of America. TV facilities include [15-set
TV studios, a 2600-seat theater, both RCA and Dumont studio
camera chains, RCA film cameras, t010ps, tele]ectors film pro-
jectors, rear-vision slide projector, spacious client viewing room
and two complete sets of remote equnpmem Color telecasts can

e lledd dpoun h )y

KMBC-'I'

The BIG TOP Station in the Heart of America

Don Dovis,
Vice President

John T. Schilling, George Higgins,
Vice President and General Manager

» . . and in Radio it's KMBC, Kansas City, Missouri

Vice President and Soles Manager

Kansas City’s Most Powerful TV Station

-

KFRM for the State of Kansas





