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PRESTIGE?

58% of W-I-T-H’s audience have
incomes of $5,000 or more!

W-1-T-H's audience

by income groups

Just about cverybody in the business knows
that WITH has the biggest listening audience
in Baltimore City and Baltimore County. They
know, too, that WITH provides the lowest
cost-per-thousand listeners of any station in
town,

But there’s a lot of talk about the quality of
this audienee. The A. C. Nielsen Company has
recently made a survey which shows the com-
position of the histening audience for WI'T'H and
one other Baltimore station. The other station

1s a powerful network outlet.

—in Baltimore

TOM TINSLEY, President

Audience of Network Station A

by income groups

The upper group—familties with incomes of
$5,000 a year or more¢—make up 58, of the
total WITH audience. Only 487, of the net-
work’s audience is in this group. In the middle
group-—incomes from 3 to 5 thousand dollars
a year—WI'TH has 3377, the network 37¢;.
In the lower group—under $3,000 a year-
WITH has 99/, the network 157,

’

So don’t worry about “prestige” when you're
buying radio time in Baltimore. WITH gives
you all the “prestige” you need. Ask your

IForjoe man!

ITH §-

REPRESENTED BY FORJOE & CO.



SAGC demands Advertisers may pay as much as 15% more for film commercials, if SAG

15% increase gets its way in upcoming contract sessions. Negotiations began in
Los Angeles 1 February. John Wheeler is attorney representing Film
Producers Association of New York. Dave Miller (Y&R) and Jack Devine
(JWT) attend as observers for 4 A's. New SAG demands represent 15%
daily pay increase for actors, 15% increase of existing reuse pay-
ments. Union also wants to end unrestricted reuse rights advertisers
now have if they pay maximum—§$650 per actor for network commercial.
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: New spot data Problem of finding out what your competitor is doing in spot radio

due in April moves closer to solution. Target date for publication first "Spot
| Radio Register" by Jim Boerst and N. C. "Duke" Rorabaugh has been set
| for 25 April, covering activity first gquarter this year. Report will

be based on data from 200 stations in top 43 markets. Questionnaires
| to stations hit mails 15 February. Service hopes to cover 500 sta-
| tions eventually. (See "Spot radio spending: out in the open in
'55," 10 January.)
I -SR-
I Evening net radio According to latest Nielsen nationwide net radio ratings, "evening
| higher than day once-a-month" programs still outpull daytime shows-——despite tv in-
| roads. Nighttime shows which rank as far down as 5th and 6th place
on rating scale deliver as many radio homes as show which ranks first
l in daytime and there are more people per radio home at night.
| (NBC Radio has unveiled Starch study of evening radio-—subtitled
"Last night 56,250,000 listened to evening radio . . ." It documents

I size and characteristics of night audience. Details on study appeared
| in SPONSOR 24 January, page 64.)
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K&E, McCann-E. Can one agency buy time for another's accounts? K&E and McCann-Erick-
spot teamwork son say "yes." When McCann-Erickson got Mennen shave products and

Afta-Shave on 1 January, it conferred with K&E, one of Mennen agen-
cies. Following arrangement resulted: K&E buys radio for all Mennen
products. McCann-Erickson buys tv for all Mennen products. Each
agency cross-bills other for cost of time of other agency's products.
Each agency collects commissions on its accounts only. Client likes
it because timebuyers can get better time for total budget and longer-
range campaigns than when products are split.

-=SR—

Barbasol returns Barbasol began 20-week spot radio campaign in January (through Erwin,
to spot radio Wasey) after 3 years out of medium. Campaign includes 30 announce-
ments weekly in New York, 20 weekly in Chicago, with 5 cities to be
added in February. Barbasol is one of many advertisers buying longer-
range, higher-frequency campaigns than in last few years. (For
other 1955 spot radio trends, see story page 38.)
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REPORT TO SPONSORS for 7 February 19506

Debate starts Look for more debate on ARF ratings report now that industry has had

on ARF report chance to digest voluminous charts and analysis. Daniel Denenholsz,
Katz Agency research-promotion director, started public discussion
in talk before recent RTES buying and selling seminar. Denenholz
felt ARF recommended too small a sample size for accuracy in measur-
ing radio and took issue with set tuning as measure of exposure and
household as unit of measurement. Vigorous rebuttal came from G.
Maxwell Ule, research v.p. of K.&E. and chairman of ARF report work-
ing committee.
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|  WDEL-TV sold; Big station sales and major changes in affiliation continue to make

| Meredith getsCBS news. On station-sale front, WDEL-TV, Wilmington (which with pro-
posed power increase will blanket Philadelphia), was sold by John and

I Hale Steinman to Paul Harron—owner of WIBG-AM-FM, Philadelphia—for

| $3,712,500. Meanwhile, just after losing CBS TV affiliation contract

| for KPHO-TV, Phoenix, Meredith Publishing Co. won CBS TV affiliation
for its 5 other stations: WOW-AM-TV, Omaha, KCMO-AM-TV, Kansas City,

| WHEN (am), Syracuse (WHEN-TV already is CBS TV affiliate). In Minne-

| apolis Harry M. Bitner and his son bought share-time Ch. 11 stations
WTCN-TV and WMIN-TV for 33.1 million (price includes WICN radio).

I —SR—

| Probe season Nation's lawmakers and courts are becoming more involved in radio

| for radio-tv and tv. Current legislative-judicial activity includes: (1) Senate
Commerce Committee probe of networks. (2) Senate Judiciary Committee
investigation of "monopoly" in radio and tv. (3) On local 1level,
Brooklyn Grand Jury investigation of "bait-and-switch" air adver-
tising. Admen queried feel Senate may slow down network expansion
of option hours which has increased problem of clearing good spot
film time.
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I Channels 2-6 Authoritative newsletter, Television Digest scotches trade reports
| in no danger that Navy is demanding television spectrum covering Channels 2-6 for
| its own use. Digest guotes government officials to effect such move

is afoot. (Twentieth edition of semi-annual Television Factbook was
| published by Television Digest late last month, including directories
| of stations and networks with rates, personnel, facilities and lists
| of all new=-station c.p. permits outstanding, applications pending.)

—SR—

| RTES workshop Fact that good Negro radio programing consists of something more than

l on Negro radio rhythm-&-blues music one of major points made by Negro radio panel at

| RTES workshop meeting late last month. Other point: Stations too
often lack full facts on their audience and their markets. (See

l SPONSOR "Negro Radio Section," 20 September 1954, page 47.)

| —SR—-

| NARTB boards Sponsors stand to gain from action by NARTB at radio and tv board

i

I

|

I

I

O.K. am-tv meetings late last month. Boards each voted for more air media
research facts. Radio group suggested primer on radio as ad medium which
will tie together all radio research. Tv board voted to further
means of getting 3 important tv facts: How many homes have tv, what
stations are tuned to in these homes and what public thinks about

tv advertising.
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5 quarter-hours per week
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TV'S BIGGEST VALUE

YOUR LOWEST COST-PER-THOUSAND BUY!

Daytime ratings are climbing throughout the country— yet
time-costs are lower and time-clearance easier. Now 1s the
time to stake out your claim in the sales-productive daytme

. . and IT’S FUN TO REDUCE is the one show that’s
designed to bring you more viewers, more sales . .. at LOWER
cost! More than just an entertainment vehicle, I'T’S FUN TO
REDUCE is actually a keen-edged sales and merchandising
tool that has proved its ability to bring fast results. Contact

GUILD today and get full details!

A PROVED WINNER!

I'T’S FUN TO REDUCE has been tested
and proved as a “live” show i Pitts-
l)urglll by one of the nation’s largest
retarl chain operations!

LOADED WITH
SALES-PRODUCING
MERCHANDISING GIMMICKS:

Successful? Beyond the sponsor’s wild-
est (reams—as a matter of fact, more
than 350,000 women visited the sponsor’s
stores specifically to ask for a “FUN TO
REDUCE” exercise chart . . . and the
shiow has consistantly oulrated every other
local daytime show in the Pittsburgh area!

VRN cuiLp &) FiLms

r'v ¥ V \ 460 PARK AVENUE, NEW YORK 22, N. Y. o WUriay Hil 8:5365. <
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i ARTICLES ' DEPARTMENTS
BV beans: blow-by-blow story of a tv test AN EIELD
0 b ; 4 c] 49TH & MADISON 1'

sing only tv, B&M beans has just started an advertising test campaign in o
Midwestern market. Sales resulis will be attributable to tv because no other T|MEB:YREEZSEW ;
medium is used. SPONSOR will report on results as they happen 31 NEW

MR. SPONSOR, Jerome Pickman 2.

Esso: 1) years of radio news sponsorship SPONSOR BACKSTAGE 2
Spot radio continues to spearhead advertising of this gas and oil company in 18 P. S. 6|
states from Maine to Louisiana. Five-minute newscasts on 52 radio, 18 tv sta- NEW TV STATIONS 7
tions are basic format; 400 independent dealers buy time locally 34 TV COMPARAGRAPH 7
- . ) . ) RADIO RESULTS B
Talent agents: alternatives to paying their price AGENCY PROFILE, L. B. Lindquist §
To keep down tv talent costs, admen advise: keep away from name stars, use SPONSOR ASKS gi
low-cost panel shows, dramatic presentations with less well-known players, put ROUND-UP 8
more emphasis on good writing. 36 - NEWSMAKERS n
Spot radio: off to fast '35 start SPONSOR SPEAKS .. %
Leading reps and ad agencies report a growing resurgence in spot radio interest
among advertisers, with the first few weeks of 1955 showing activity above com-

parable period last year 38

Editor and President: Norman R. Glenn

Industry reacts to 1 A's recommendations Secretary-Treasurer: Elaine Couper Glenn
Opinion among broadcasters, industry groups and agency spokesmen generally Vice President-Genl. Manager: Bernard Pla* l
endorses the recent 4 A's recommendations; some feel they need implementa- Vice President: Jacob A. Evans
tion, ask the 4 A's to put teeth in their recommendations 0 Editorial Director: Miles David

Senior Editors: Charles Sinclair, Altred J. Jaft
Associate Editor: Evelyn Konrad
12 Department Editor: Lila Lee Seaton
Assistant Editors: Keith Trantow, Al Zamelkan
Contributing Editors: Bob Foreman, Joe Csid
19533 REPORT ON TV VELM 17 Editorial Assistant: Florence Ettenberg
Art Director: Donald H. Duffy
Photographer: Lester Cole i

Are (v commercials getting pictare-lazy?

Look-alike tv plugs weaken sales messages, says Art Bellaire. Copymen have
become picture "copycats," must seek new visual ideas

0 H H - - 3 PR & Y » . Y 1
S80 miilion film (v business: sales and headaches Vico Pres.-Advg. Director: Robert P. Mendelsa
Here are solid facts and figures on the $80 million film syndication business, Advertising Department: Edwin D. Coope
its present status and future direction. Data covers sales trends, competition (Western Manager), Homer Grifith (South
in field, new shows, color tv, explains why a half-hour film show costs $5,000 in west Mans ), A \olld Alpert (Midwest Mar
one market and another such show costs $10 in another market. Study includes \ hok 1 ol
charts which throw light on whether or not film reruns lose audience (Nielsen], I
also analyze audience composition of leading film show types {ARB) 48 Circulation Department: Evelyn Satz (Sulf

15t N -~ Fmily, ), Mf on |
y {

Office Manager: therine Scott
Readers’ Service: Augusta B. Shearman
Accounting Department: Eva M. Sanfor:|

.aura AZi

Secretary to Publisher: Janet Whittier
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Traditional tone has disappcared from Coke's advertising, and here's how its ) . ¢ v T T I\“”"‘;";‘T’gil
0 0 0 . N ¢ { 1 0 161 1. Grand Ave. Phone: 8Uperla
substantal air campaigns will be affected 21 Feb. L L e giannd Ave Phone:  8Uperlg
I Lus Angeles Offfee: GONT .\'u;\ et ;iouleriri
) R . I R on 110 E
Are (v commercials getting talent-lazy? . s ns: v rnedmb'tgwil
e e 4 . o
lore observations by Art Bellaire on tv commercial triteness. Next he scores i S i :“1]1'.“’;’ xftz’w'i
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the over-use of personality salesmen, encourages originality in talent selection 21 Feb, q nt o1 SPONSOR PUBLICATIONS INC. (§



poNT"PICK BLIND”

ook AT K WKH's HOOPERS!

JAN.-FEB., 1954 — SHARE OF AUDIENCE

TIME KWKH | station B | STATION C | STATION D | STATION E

Latest Hooper figures are eye-openers.

\o? e MON. thry FRI.
Look l:now we’re lll.ced by the hometown AT O 38.1 19.5 6.2 160 19.5
folks in Metropolitan Shreveport—and MON. thro FRI

. o . T . 44.3 2.2 9.2 6.1 19.4

they represent just 15% of the listeners 12:00 Roon - 6:00 P.M.
. ' SUN. thry SAT. EVE.
in our total coverage! I e ennm. 54.6 n.2 8.5 24.0

ARKANSAS
¢

Look AT KWKH's sSAMS AREA!

10 T —
52 et 49 57 5y 5 18
S.A.M.S. shows KWKH with 22.3% more daytime listeners w 170 o i a 2
than all the other Shreveport stations combined. But cost-per- o EeERYT m’\
thousand-homes is 46.4% less than the second Shreveport TEXAS 2 feeg® 0 s
station! 60 * w 39 /5% h
s [ — | 14 ] &y 0

—
o Y 4 / D\
| K w | H 50,000 Watts *+ CBS Radio |, ﬂ)__/*j

A Shreveport Times Station The Branham Co. Henry Clay Fred Watkins LOVISIANA

| TEXAS Representatives General Manager Commercial Manager

SHREVEPORT, LOUISIANA
) ARKANSAS




NEW YORK, 233 W. 49th ST., N.Y.C., CI 5-5044  DETROIT, 16603 E. WARREN RD., TU 5.5811 DALLAS, 4745 N. CENTRAL EXPRESSWAY, JU 3150  SALT LAKE CIT 3
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rHE BIG PLAYBACK ...

TV’s most exciting all-sports show!

‘&vailable first run —in many markets.

Sponsored by The Ethyl Corporation (through
1.B.D.&0.) in 55 cities for the past two years, this
uarter-hour TV film series is immediately available
1all markets at a price that can’t be beat. This is the
jhow that cost this important advertiser less than 90¢
er thousand viewers.

« It’s the highest rated quarter-hour sports show
1 more than twenty major cities...racking up a
8 in Tulsa, 24 in Indianapolis, another 24 in /

R A AR
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Ao _)}'*5

Omaha, and real sock ratings all across the country.

® Each show features celebrities such as Joe Louis,
The Four Horsemen of Notre Dame, Eddie Arcaro,
Jackie Robinson, Sammy Snead, Doc Blanchard,
Florence Chadwick—and hundreds of others.

e Jimmy Powers, famed sports writer, and Bill Stern,
noted sports commentator, give you 52 all-request
programs...the greatest moments in sports. Write,
wire or telephone us at once for the status of THE
BIG PLAYBACK in your area.

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATlON 233 WEST 49th STREET, NEW YORK 19, N.Y. » CIRCLE 5-5044

The only company providing advertisers with Hollywood and New York custom
produced national shows, syndicated programming, and commercials—all on film.

BLDG.. PHONE 3-3903  SAN FRANCISCO, 995 MARKET ST., DO 2-1060  ATLANTA. 3130 MAPLE DRIVE. N. E., EX 6100  CHICAGO, 230 N. MICHIGAN, FR 2-3696

7 FEBRUARY 1955
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WENATCHEE

A 286 million dollar market
in the heart of Washington
State . . . . surrounded by
seven to nine thousand foot

mountains—natural physical
barriers to other station
penetration,
THE RANCH & FARM
RADIO STATION

KPQ Wenatchee is ABC-

NBC radio for the NEW
IRRICATION  FRONTIER,
the great Columbia River
Basin.

CAPTIVE, BUT ACTIVE!
KPQ's Wenatchee market is
isolated, BUT CAPTIVE,
AND ACTIVE. Market rec-

ords verify that Wenatchee
is the Apple Capital of the
World.

// PER CAPITA INCOME
16% above national average
: SALES PERFORMANCE

160% above national average

”~

STARTING OUR 26th YEAR

) 560 K.C.
J WENATCHEE
WASHINGTON

REGIONAL REPRESENTATIVES,
Moore and Lund, Seattle, Wash,

NATIONAL REPRESENTATIVES,
Forjoe and Co. Incorporailed

8

by Dob Foreman
Identification is key (o (v suecess

As any stndent of the drama or tyro playwright can tell
vou, a play. if it’s to succeed, must offer ready identification
with its audience. You (as a viewer) have to root for some-
one in the performance—and. as you sit there. you actually
become that person. Thix is, of course, just as elementary 1o
television drama as it is to that seen on Broadway. But since
television reaches masses of people cutling through all strata
of ncome, edncation, haekground and ages. identification is
the leading cause for the sameness in tv programing.

In tv especiallv, it takes an artist. indeed. to be able to win
an audience over when the characters he fashions and the
stories into which he places them are off-beat: period pieces.
foreign locales, farce. fantasy. ete. Ilere it requires even
greater ingenuity to create the “quicksilver™ that must flow
betwixt players and viewers.  Minus it, there is an impassable
moat dividing tv tube from living room ehair, {footlights {from
theater.  Even fantasy must build upon eredulity and farce
upon believability if it is not to be eonsidered absurd by the
egocentrics who make up an audience. For example, it takes
as vibrant a personality as Mary Martin an entire aet of Peter
Pan to "make you believe™—and then there’s a lump in vour
throat over the impending death of an invizible sprite known
as Tinker Bell.

What has all this to do with tv fare? Everything. It's the
reazon for the plethora of husband and wife shows—for so
many troublesome (but lovable. of course!) kids—for so
many cynical next door neighbors. The audience itzelf is
made up of millions of husbands and wives and just sueh
kids. And neighbors are always a bit odd.

[t's this Identification Quotient that gives the basie appeal
to Lassie—identification for every member of the family
(henee it phenomenally high viewers-per-set). It’s this same
LQ. that gives Mama = tremendous tug (despite the fact that
the series is a period piece replete with foreign aceent). It's
the reason Ann Sothern is =0 popular: as Snsie MacNamara
she represents, in addition to the Secretariat of the World. all
working girls as well.

Perhaps it point= out the problems in Life W ith Father, one
of the literary gems and theatrical snecesses of onr genera-
tio. Translated for tv. however, sensttively and faithfully
(in my opinion). it «till may not give snflicient identification

(Please turn to page 92)

SPONSOR



38.1% more than in 1950!
For a County total of 769,200! (Calif. Taxpayers
Assoc. estimate, Jan. 1, 1955.)

Even in Jan. 1954, the city of San Diego alone WAL S ii?)’;gi::?:?;\”imm
had more people than Newark, Atlanta R ’
or Indianapolis! (Sls. Mgt. '54)

More people, making more, spending more and America’s mO re mark et

watching Channel 8 more than ever before!

SAN DIEGO, CALIF.
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... useone of
America’s 2
GREAT independents!

WINS
'

50,000 watts . . . |
... 2} hours a day

SAN FRANCISCO SALES:

Chuck Christianson
DOuglas 2-2536

CHICAGO SALES:

George Clark
RAndolph 6-0712

10

th and

SPONSOR invites letters to the editor.
Address 40 E. 19 St., New York 17,

MULTI-MARKET FILM

1 would like vou to know how much
I enjoved reading the article entitled
“lHow to use multi-market ilm shows”
in the December 27th issue of sPoXN-
SOR.

As is usually the case with your arti-
cles, this one is definitely informative.
and therefore worthwhile. However.
my reason for writing, and what im-
pressed me, is the completely fair man-
ner in which you presented your {acts.

R. R. Kauraan
President, Guild Films Co., Inc.
New York

WRONG LETTER

Among the highlight trends in radio |

spot sales for 1935, your comnprehen-
sive “Year-End Report on Radio-Tv”
December 27 predicted “more selling

~ based on specialized audiences,” such

as the music-and-news audience “. . .
stations  like  WOQXR, New York,
WFLN, Philadelphia, and KLAC, Los
Angeles, are landing national business
based on their ‘good music’ research.”
Having just completed the bhiggest

business year in its history with a 21.
hour schedule devoted entirely to
“good music” and news. KFAC, Los
Angcles, heartily agrees with vou in
every detail except one small but im-
portant call letter. KFAC's enthusias.
tic sponsors know very well which sta-
tion has meant “good music” to South-
ern California listeners for more than
10 years. hut wouldn’t all timebuyers
like to know that you meant KFAC?

CALVIN J. SMITH

General Manager

KFAC. “The Music Station”

Los Angeles

RADIO VITAL

SPONSOR’s readers can get some per- ‘ NEW YORK SALES:

spective on changes in radio through
an incident at CFCIF. A man who was

(Please turn to page 14)

‘ to cover the
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o MADINON san Francisco

Bay area...

... use one of
America’s 2

John Barry
BRyant 9-6000

heard over CFCF 33 years ago, sail  CHICAGO SALES:

recently on our Good Neighbor Club,

George Clark
RAndolph 6-0712

GREAT independents!

The Personality Station
... 1260 k. c.

SPONSOR
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MEMO

TO ADVERTISING EXECUTIVES

SUBJECT: TV SPOTS

Eleven of America's most successful agencies are
using Caravel to produce quality TV spot com-
mercials. Reasons for their choice, they tell us,
are: follow-through service; on-time deliveries;
and personal responsibility of the specialists
in Caravel's TV Department.

The roster of products for which Caravel has
recently produced TV commercials includes:

e Borden eGillette e Mistol-Mist
e Bufferin e Goodrich e Nabisco
¢ Buick e Ivory ., e Nash
e Dunhill e Jell-0 e Packard
e Fab e Johnson & Johnson e Socony-Vacuum
e Geritol e Kelvinator e U.S5. Treasury Bonds

'With our clients' permission, we are glad to show
our TV work to executives of interested agencies.

Write or telephone today for our new bulletin
on TV spots, "For Advertising Agency Executives."

CARAVEL FILMS, INC.

730 Fifth Ave., New York 19, N.YV.
Telephone: Circle 7-6110

7 FEBRUARY 1955 1
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By Allah! This program has everything!

The French Foreign Legion! The intriguing and
mysterious desert. Native peoples and animals
and customs. Unprecedented government coop-

eration for highest authenticity.

Add a name star like Buster Crabbe . . . and his
son “Cuffy”, in a role children of all ages will
envy . . . and scripts that weave them all into top
TV viewing—adnd you get a glimmer of the tre-

mendous appeal of this program.

Included in the package is a built-in merchandis-
ing program featuring 36,000 free premiums for
every market ordered: trading cards .. . auto-
graphed photos of Buster and Cuffy . .. comic

books . .. membership cards and certificates. Plus

free posters and special commercials, also free.

It’s all absolutely free—and trouble free, when

‘¢ » I 1Y
C’M/lle’n Cuﬁ?/ C,ra/bbe you buy the show.

“Captain Gallant” is a show whose performance
in the living room and at the cash register will
delight every sponsor. For full details and avail-

abilities, call, write or wire—fast!

EEATIXX TN LLXET 2 ¥ 2

ipas Television Programs of America, Inc.

477 MADISON AVENUE, N.Y.C. - PLAZA 5-2101
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For COMPLETE
| FILM PROCESSING - 4

t

C’Melebrating
our 25th
ANNIVERSARY

16 mm and 35mm

Release Printing
[ ]

Title Department
[ ]

45 Cutting and
Editing Rooms

[ el
" MOVIELAB FILM LABORATORIES, INC.

619 West 54th Street, New York 19, N. Y. JUdson 6-0360
14

- 49TH & MADISON
 (Continued from page 10)

that radio today moves in the daily
lives of people like the sun and fresh
air,

Sixty-five-year-old Isidore Goldberg
of 5185 Terrebonne Avenue made this
remark in referring to the tremendous
strides that radio has taken since the
days when he appeared before a mi-
crophone.

Mr. Goldberg was heard in 1922

over CFCF, producing and singing in

| minstrel, musical and comedy shows.

At that time, there were no other radio
stations in the Montreal area and a
mere handful in all of North America.
He says that station identification was
given after every number in those
days. and not as now, at each quarter
hour. This was to insure that people
who were hearing him on a crystal set
with earphones know what station they
were listening to, as reception was
very poor.

Mr. Goldberg, who in his radio days
was known as “The Singing Bache-
lor,” today feels that radio is a vital
part of people’s lives, not as it was 33
years ago. Goldberg says he is very
much aware of the fact that as a per-
son can open the window to receive
fresh air, they can flick a switch to
hear up-to-the-minute news and coin-
plete entertainment.

ARTHUR WEINTHAL
Promotion Manager

CFCF, Montreal

ALL MEDIA OBJECTIVITY

I finally found the time to finish
reading your “All-Media Evaluation
Study” and I should like to congratu-
late you for a top-notch job on a sub-
ject which is anything but easy to
cover. I particularly enjoyed reading
the comments about Life’s 4-Media
study that was done by Politz.

I was certainly impressed by the ob-
jeetivity of your study—something
that is becoming rare in this day and
age for some “vertical” publications.
Again, congratulations on a splendid
picce of reporting.

GEORGE ANTIHONY

Media Director

Stromberger, LaVene, McKenzie
Los Angeles

® SPONSOR's All-Media Study is available in
book form at $14.00 per copy. Address orders to
SPONSOR Serviees Inc, at 40 E, 49th S,

SPONSOR




FIRST IN SPRINGFIELD

Springfield, Massachusetts, November 1954 Hooper
SHARE OF AUDIENCE

I . _—

| | |

MONDAY l Other
THROUGIH l | | AM &
SATURDiX\T WTXL “r\n Hrgn ((C”l “DM ((E" “PU’ s‘G;, “II,, F‘:\[

9 4.6 | 2.7 1.6 0.7 0.5

=1

7:00 A.M.-12 NOON { 281 | 206 | 198 | 134

12:00 NOON-G:00 PAL| 331 | 160 | 121 147 | 7.6

-1

3427 31 20 | 17

| — = — ——

6:00 P.M.-8:00 PAL | 340 | 20.7 | 175 84 | 74 | 105 04 | 1.1

*The above measurements are adjusted to compensate for the fact that Radio Stations “‘F’" and ‘‘G’’ sign off
at 4:30 in November.

WTXL is first in 19 out of 26 rated half hours. Saturation spots on W'TXIL,
get high rated periods all day.

WTXI is the only full-time independent station in the Springfield market.

For avails and other information. : .
call Liarry Reilly, Gen. Mgr., WTXL, ‘ M .
Springfield, Mass., RE-9-4768 or any | ]

office of the Walker Representation

Co.. Ine. SPRINGFIELD, MASS. |

MEMBER STATION
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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

J KBIG

The Catalina Station
10,000 Watts
74 ON YOUR

DIAL

JOHN POOLE BROADCASTING CO.

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

Nat. Rep. Robert Meeker & Assoc. Inc.

16

H. A. Barkinn. Malcolm-Ifoward Advertising,
Chicago, is very tv conscious “because we hare been
so active in this field since the very beginning of
commercial tv.” [le rarely bases buying decisions
on tv ratings. *“l[’e insist on knowing just who our
audience is,” says he, “and whether i's the audience
the client wants to reach. Then, into that time
segment, we put announcement copy or a progranm
cued directly to that audience. We hare had the
greatest success with saturation programing. In
other words, we don’t try to be all things to all men.
Fe pick a particular audience and we .concentrate
on that audience with heavy bombardment, rather
than attempting to buy coverage or scattered shot tv
advertising. This type of concentration has worked
very well for a considerable number of our clients.”

Anne Small. Scheideler, Beck & Werner, New
York, looks at spot radio 1955 in a new light. “Ifs
an advertising medium in its own right,” says she.
“Not just the father of tv, or something to be
used to supplement tv coverage. There’s a separate
and distinct radio audience, and this radio audience
exists both in radio-only and in tv areas.
Advertisers are finding spot radio an attractive
buy again, partly because wmost of the rates have
been adjusted to the times, partly because they

find that they’re missing part of their potential
market if they ignore this medium. Also they're
nsing a different spot radio strategy. Where five
announcements weelly might have been ‘saturation
a la 1945 it takes 20 or more weekly to

qualify for the term one decade later.”

Hemry W, Cleeff. Marschalle & Pratt Dirision,
VicCann-Erickson, New York, buvs all media for his
accounts. “fl'e conrerted to the integrated creative
media, or ‘all-media’ operation about one year ago,”
he told spoxsor. “f feel that this system does make
it possible to buy media more creatirely. hecause

it gives the buver greater perspective over the
strategy and problems of his accounts. And it
doesn’t mean neglecting one medium tor the others,
by anv means. I see as many of the reps of all
media as | need to, and still have time to buy
media for fire accounts. ['m able to get a feel of
cach account and its problems as o whole. As
all-media buyers, we're expected to make

budget recommeundations that include a media
brealidown., To do this, we lave to be close

to the account’s warketing problems.”

SPONSOR



Even before their eyes are open, folks around Dallas

- ‘,, e ’ e
mtﬁ‘&’

tune in to WFAA's Early Birds, the oldest breakfast-type comedy-variety

show inthe nation. For 25 years, the Early Birds have given

eye-opening performances with music ... patter ... audience participation.

The selling power of the Early Bird program is outstanding

over the Southwest. One national food company has been a sponsor

for 6 years; a drug firm for 7. Many others have found the

Early Birds to be top-notch salesmen for a variety of products.

Latch on to the high-flying Early Birds of WFAA.

Then watch your sales go soaring!

See the Petry man for details.

50,000
WATTS

Alex Keese., Manager
Geo. Utley, Cammercial Manager
Edward Petry & Co., Inc., Representative

NBC

7 FEBRUARY 1955 17






1954 earned for WCBS-TV high

The difference that sets
apart from all othe
New York is its pol
the same effort, ingenu
production skill to each of i
programs, whether in the field
entertainment or in the area of

education and information.

It is this “difference” that last
year won for WCBS-TV the largest
average audiences in New York;

day and night.

It is this same “difference” that in

praise from the critics and the;
community for the largest schedule
of public interest programs of an;
station in New York—plus a

George Foster Peabody medal.

Finally, it’s this same “difference”
that last year persuaded advertisers
to invest more of their dollars *
with WCBS-TV than with any other

New York television station.

This distinction can make a big

difference in sales to any advertiser

who wants to get the most out of

television in 1955.

WCBS-TV New York, Channel 2

CBS OWNED. Represented by

CBS Television Spot Sales.
e




SALES GO
OVER the TOP

when your sales message
goes fo ...

~N

« HOLLAND

MICHIGAN

! * lANSINT

* SOUTH HAVEN ] o BATTLE CREEK

L 3
« | ® KALAMAZOO ’ JACKSON
BENTON HARBOR PAW PAW
. JOSEPH
o SOUTH BEND |
o ELKHART "

MISHAWAKA

INDIANA

FORT WAYNE

OHIO

WKZO-TV (Channel 3) has 100,000 watts of power —
has a new 1000-foot tower — offers you 514,000 families

within its grade B corverage area!

So more than ever, WKZO-TV can help you go over the

top in Western Michigan!

o Vo, 100,000 WATTS VIDEO e CHANNEL 3 e 1000' TOWER

\j%f e /('/ ot Slalions

\: WKZO — KALAMAZOO
x WKZO.TY — GRAND RAPIDS-KALAMAZOO
‘ , &), WJEF — GRAND RAPIDS
% Al L WJEF.FM — GRAND RAPIDS-KALAMAZOQ
; « 247  XOLN —LINCOLN, NEBRASKA
A, / KOLN-TV — LINCOLN, NEBRASKA
B 7 Associated with
~

WMBD — PEORIA, ILLINOIS

OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

20
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. VNew and renew

1. New on

Radio Networks

IS0k -

7 FEBRUARY 1955

PROGRAM, time, start, duration

SPONSOR AGENCY STATIONS
Amer Motors (Nash), Det—- B Ccycr.Ad-v: Det NBC full nct
Bristol Myers (Vitalis), NY DCSS, NY KNX-CPRN 23
Bristol Myers (Vitalis), NY DCSS, NY KNX-CPRN 23
Burton Dixic Corp, Chi Robert B. Wesley & Assoc, MBS 250
General Prods DeS:l Simmons CPRN 23
Ceneral Prods Cean Simmons CPRN 23
MaCrZI Ellen James & Jellies, Berkeley, Ralph jewell, Oakland, Cal CPRN 22
O’Keefe & Merritt f(gas ranges), LA Atchison, Donahue G Hay- CPRN 12
Pearson Pharmacal, NY den. MBS 570
Pharmacco, Kenilworth, NJ DCSS, NY CPRN 23
Philco (phonographs & radios), Phila Hutchins Adv, Phila MBS 565
Reducing Inst, LA N. B. Scott, LA CPRN 23
Rexall Drug, LA BDDO, LA CBS 206
Studebaker-Packard (Packard), South Maxon, Det ABC 350
Bend, Ind
Union Oil of Cal, LA YGR, Hollywood CPRN 23
Vitamin Cosp of Amer, Newark, NJ l BBDO, NY CBS 206

Fibber-McGee & Molly; Sun-Th 10-10:15 pm; Feb
16 & 17 only

Frank Goss News; alt M, W, F & T, Th, Sat 5:45-

5:55 pm; PST; Jan 24, 49 wks

Sunday Night News; 7:55-B pm PST; Jan 30; 48 Bill

wks .

| Les Paul & Mary Ford; W, F 7:45-7:55 pm; Feb Harris (3}
! 16; 55 season

Story Master; Sat 7:45-7:55 am; 9:05-9:15 am,

PST; Jan 22; 52 wks

Story-Teller; Sat 10:30-10:45 am PST; Jan 22;
52 wks

Harry Babbitt Show; alt days 7:45-B am PST; Jan
24; 55 wks

Memory Lane; Sat 10-10:25 am PST; Jan 22; 52
wks

Multi-Message; M-F 8-B:30 pm; Jan 24; 13 wks
Wendy Warren & The News; M, W, F, 9:05-9:15
am PST; Jan 17; 13 wks
Phonorama; Sat 11:30-11:55 am; Feb 19; 52 wks
Don Otis Show; Sat 11:30-11.45 am PST; Jan 15;
13 wks
' Amos & Andy Music Hall; Th 9:30-9:55 (6 min-
‘ ute sponsorship); Feb 16 & Feb 17 only
| Your Packard Reporter; M, W, Th, F 8:25, 9:25,
10:25 pm; T 8:25, 10:25 pm: Feb 7; 2 wks
brank Goss News; M-F 7:30-7:45 am PST: Feb
7; 52 wks
Amos & Andy Music Hall; M, Th 9:30-9:55 pm
(six minute sponsorship); Jan 31 & Feb 24 only

- !

-

[N

Hub
Hood ¢3)

v

2. Renewed on Radio Networks

SPONSOR AGENCY STATIONS
Bristol-Myers, NY DCSS, NY | cBs 206
CBS-Columbia Ted Bates, NY CBS 206
Colgate-Palmolive, NY Wm Esty, NY NBC full net
Miles California GCeoffrey Wade Adv, LA Don Lee 45
Miles California Geoffrey Wade Adv, LA Don Lee 45
Quaker Oats, Chi h Sh(e:r:i\an & Marquette, NBC full net

PROGRAM, time, start, duration

Arthur Godfrey Digest; F 8:30-8:45 pm; Jan 14;
2 wks

Amos G Andy; Sun 7:30-8 pm; Jan 30; 7 wks

Lorenzo Jones; M-F 5:15-5:30 pm; Jan 3; 1955
season

Newspaper of the Air; Sun-F Feb 1; 52 wks

Mike
Shapiro (3)

Here's the Answer; M-F Feb 1; 52 wks

Hotel For Pets, M, W, F 5:30-5:45 pm: Jan 3;
! 1955 season

3. Broadcast Industry Executives

H. Weller

NAME : FORMER AFFILIATION | NEW AFFILIATION
Harniy Abbott KTVQ-TV, Oklahoma City, mgr KCEN-TV, Temole, Texas, mgr
Roger Allen WOTW, Nashua, NH, announcer Same, prog dir

William Andrews
Ceorge W. Armstrong
Leon Arons

Lee Atwell

Ezra Baker \
Kenneth H. Baker
Lionel Baxter

Noel C. Berault
Robert C. Berry

H. M. Bitner Jr
Stanely A. Bogan
Dave Booher

John M. Borghese
Richard W. Brahm
William B. Buschgen
Leonard Bridge
Roger G. Brown
Howard Cann
Richard L. Cass

By Colvig

Bill Cornish

Dan Curtis

john F. Day

William Dempsey {
Paul S. Dixon |
Robert M. Dooley

Leon Drew

John Eichhorn

Paul Frank

John Carfield

Norman Gittleson ’
Wm. Thomas Hamilton
Bill Harms Jr

Bob Hart

Robert L. Harris

KPTV, Portland, sls stf

WHB, Kansas, mgr

William Weintraub, NY, vp & dir of res

WHBC, Canton, Ohio, s's dept

International Motion Picture Studios, NY, dir of sls
Standard Audit G Measurement Svcs, pres

WSFA, WSFA-TV, Montgomery, Ala, vp & gen mgr

WEAN, Providence, sls mgr
WOTW, Nachua, NH, prog dir
Crandwood Bdcstg, Cd Rapids

The American Weekly, NY, acct exec
WMBR, Jacksonville, sls mgr

Amer Korean Found, NY, r-tv dir
WMCA, NY, acct exec

NBC Spot SlIs, NY, radio acct exec
Crandwood Bdcstg, Gd Rapids, controller
CBS-Col. of Texas, southern sls mgr
MBS, NY, acct execc

WBBM, Chi, radio sls stf

KNXT, Hollywood, asst sls prom dir
Edward Petry, Chi

NBC Film, Chi, actg supvr
Star-Ledger, Newark, asst mg ed
KPIX, SF, educ dir

KSL, Salt Lake City, natl spot sls mgr
Blair-TV, NY, gen sls mgr

KNXT, Hollywood. prod mgr

KING radio, Seattle, mgr

WTVN, Columbus, newscaster
WGCAR, Cleve, sls mgr

WIAR, Prov, gen mgr

CBS, sls exec

Edward Petry, Chi, tv rep
KFEL-TV, Denver, comm| mgr
WIBC, Indianapolis, me, dj

Keever (3)

Ziv Tv, northwest rep

Same, vp & gen mgr

TV bureau of Adv, NY, dir of res

Same, prog dir

Screen Gems, NY, comml sls stf

Market Rescarch, vp in chg media studies

WBRC, Birmingham, Ala, sls mgr in chg of local &
natl sls

WPAW, Pawtucket, stf

Same, stn mgr

Samc, pres

CBS Radio Network Sls, acct exec

Same, vp

Magna Theatre Corp, r-tv dir

Media-Mdsg, NY, pres Charlie
NBC Spot Sls, Det, radio mgr Stone (3)
Same, also dir

Same, gen mgr

CBS Radio Network Slis, acct exec

Edward Petry, Chi, TV sls stf

WXIX, Milwaukece, prom-publ dir

Official Films, Chi, sls exec stf

Same, sls mgr of Central sls force

CBS, dir of ncws

Same, prog mgr

Same, exec asst in chg of corporate affairs

CBS Radio Spot sls, sls development dept

WXIX, Milwaukee, prog dir

Same, asst to vp & gen mgr

Same, asst to gen mgr

WXFUL. Clcvz_zr. slsMsH N NH

WMUR-AM-TV, Manchester, , exec vp, gen mgr

WNDU-TV, Notre Dame, sls mgr :grbl:ee:t(s“)/.

Avery-Knodel, Chi, tv acct exec
KLZ-Tv, Denver, local sls mer
WTVN, Columbus, radio sls stf, acct exec

7 FEBRUARY 1955

In next issue: New and Renewed on Television (Network) ; Advertising Agency Personnel Changes;

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

Louis
Hausman (3)

3. Broadcast Industry Executives (continued)

NAME

Louis Hausman
Herb Heilbrun
Ralph Hess Jr
Herbert W. Hobler
Fred Von Hofen

FORMER AFFILIATION

CBS-Col, NY, vp

WKRC, Cin, sls stf

WDVA, Danville, Va, prom dir
TclePrompter Natl Sales, NY, gen sls mgr
KING-TV Secattle, acct exec

NEW AFFILIATION

CBS, NY, corporate stf vp
Same, sls mgr

Same, acct exec

Same, also vp

KING, Seatile, mgr
Same, gen mgr

Hub Hood WKRC, Cin, sls mgr
isabell Hoyt KPOJ, Fortland. Or, mdsg magr KVAN, Vancouver, Wash, mdsg mgr
Walter C. Johnson Travelers Bdestg Service, Hartford, sec, asst gen mgr & Same, aiso member of bd

Robert S, jones
Martin Katz

H. Weller Kcever
George Kenyon
Jaon Carol King
Joseph A. Kijar
John F. Klatt

lames L, Knipe
Cornelius Knox
favid N. Laux
Harry LcBrun
Terry Lee

lcon Levine
Thom3s O tocb
Roy Maner

Dave Maxwell

W. Barrett Mayer
Donald H. McCollum
Paul Mensing
Don H. McGannon

Shaun F. Murphy
Al Nagler

Charles Newton
Wilson H. Oclkers

sls mgr of WTIC

Sidney Garficld & Assoc, SF, radio-tv dir & acct exec

WCAU-TV, Phila, sis stf

NBC Film, Chi, Ccntral sls supvr

US Army

WRC, WRC-1V, Wash, DC, asst to adv prem mgr
KSL, Salt Lake City, prog dir

McCann-Erickson, Chi, media mgr

C. E. Hooper, NY, cxec vp & gen ma3zr
NBC, NY, sls dept

Ruthrauff & Ryan, NY, acct exec

WLM-T, Cin, asst stn mgr

WFAA-TV, Dallas, asst mgr

CBS, NY, dir of cdu & public aftairs progs
NBC Business Unit, NY, prodr & mgr
WSOC, Charlotte

KB!G, Catalina, pub <erv dir

Mechanical Products, Jackson, Mich, regl mgr
S-hwe-in Rescarch, dir of client rel

NBC Spot SIs, Det, mgr

DuMont Tv Stations. gen mgr, also Labs, asst dir of

bdestg
WFIE-TV, Evansville, Ind, sls mgr
WJBK, Det, sports dir
Darlington County asst Farm Agent
Philco, Phila, gcn purch agent

CBS R Net SIs, SF, acct exec

Blair-TV, NY, dir of special sls

Same, natl sls mgr

WJBK, Det, Tv film dir

Same, adv & prom mgr

Same, sls mgr

Standard Rate & Dafa Service, Chi, rate-service med
rel dir

Same, pres & chmn of the bd

CBS Radio Net Sls, NY, acct exec

Studio Films, NY, vp

WLW-A, Atlanta, gen mgr

KOVR-TV, Stockton, vp & gen mgr

Columbia University, dir of radio & tv activitics

Same, Tv Net Prog Div, mgr

WIST, Charlotte, acct exec

KBIF, Fresno, gen mgr

WOND, Atlantic City, natl sls rep

Same, also vp

NBC Spot Sls, Chi, r mgr

Wsetinghouse Bdcstg, NY, vp & gen exec

WTVP, Dccatur, Ill, stn mgr
Same, news & Sporis dir
WBTW-TV. Florence, farm ed
Same, vp in chg of purch

h“" (3 Clifford Ogden NBC Film, Hollywood, supvr ! Same, sls mgr of Western sls force
rons Milt Olin United Artists TV, NY ' Teletilm Enterprises, NY, sls stf
Edwzrd C. Page Gecorge P, Holinberey, NY, tv zcct exec Edward Petry, NY, sls stf
fohn B. Poor General Teleradio, NY, vp Samc, also MBS, cxec vp
C. Wesley Quinn WTRI-TV, Albany, sls rep WTRY, Troy, sls prom mgr
Earl Reilly KING Radio, Scattle, prog dir KING-TV, Scattle, acct excc
Dan E. Ries WKRC, Cin, asst prom dir WTVN, radio, Columbus, dir of prom & publ
Harry Ripps Du Mont, NY, sls mgr Same, gen sis mgr
William P. Robinson WLW-A, (Crosley) Atlanta, pres Croslcy Bdcstg, Cin, hd sls plzns unit
Frank B. Rogers Reeves Soundcraft Corp, NY, vp . Same, exec vp
Lee Savin United Tv Prog ams, excc vp ‘ Gross-Krause., excc vp & gen mgr
Robert G. Scott Du Mont, Cathode-1ay Tube Div. Clifton, NJ, asst sls | Same, gen sls mgr
mgr b
William F. Schnaudt WHK, Cleve, acct exec Telefilm Enterprises, NY, sls stf
Willard Schroeder Grandwood Bdcstg, Gd Rapids, gen mgr Same, also vp
Mike Shapiro Avery Knodel, Cki, tv rep WFAA-TV, Dallas, comml mgr
Theodore F. Shaker CBS Tv Spots SIs. NY, acct exec WKIX, Milwaukece, gen sls mgr
Virgil Sharpe KOWH, Omaha, mar Samc, vp & gcn mgr
Dan E. Austin B. Sholes Presto Recording, NY, asst sls mgr Muzak, Recorded Tape Div, NY, dir of sls
Rics (3) loseph M. Sitrick Internatl Press Service, US Information Agcy, asst chf NARTB, Wash, pub & informational svcs mgr
Chailie Stone WMBR, Jacksonville, vp in ¢hg sls WMBR-TV, Jacksonville, vp
Robert H. Storz Mid-Continent Bdcastg, pres Same, bd chmn
Todd Storz Mid-Continent Bdcastg, vp & gen mgr Same, pres
H. L. Sturtz Omaha World Herald, adv dept WOW-TV, Omaha, focal sls stf
Bill Swanson KTVX (t&TV)Y, Tulsa, sls mgr Same, only TV sls
R. L Swats Jr NBC Radio Nct, Chi, acct exec Same, Det, mgr
David A. Traylor MBS, acct cxec A. C. Nielsen, sls services exec
Donald E. Tomkins Grant Advertising, MNY, radio-tv dir own radio-tv consultant scrvice
lohn L. Viemcister CBS Tv, NY, asst to budget dir WXIX, Milwaukce, bus mgr
Leonard C. Warager NBC Film NY, sup Same, sls mgr of Eastern sis force
R. W. Wassenberg KPIX, SF, prog mgr KTVU, Stockton, stn mgr
Jay Watson KPOA, Honolulu, asst mgr KOVR, Stockton. asst mgr
James P. Walker Tulsa Bdcstg, asst gen mgr KTUL, Tulsa; KFPW, Ft Smith, Ark, in chg
Robert Wechsler Benton & Bowles, NY, acct exec Screen Gems, NY, sls prom mgr
Franklin ). Weiner WCBS-TV, NY, stf prom writer WCBS-TV, NY, asst adv & sls prom mgr
Stanley James A. Wethington William G. Rambeau, NY, cxce vp KONA (TV), Honolulu, sis mgr
Wilson (3) George Y. Wheeler 11 NBC, Wash, stf ' Radio Corp of Amer. stf vp
Wayne }. Wilcox Good Housckeeping Mag, Det sis rep CBS Radio Net Sis, Det, acet cxcc
Stanicy Wilson KFDA (r-tv), Amarillo, Tex, vp & gen mgr Texas State Net, Ft. Worth, asst gen mgr
Nadine Wright WDVA, Danville, Va, continuity writer Same, prom dir
George E, Yonan MBS, sls mgr of co-op div for Midwest Bolling Co, Chi, acct cxec
-
4. New Agency Appointments
SPONSOR PRODUCT ({or service) AGENCY
Alsol Wax, Newark \ Wax Hal Tunis Assoc, NY
Amino Products Div, Internatl Mincrals & Ac'cent (protein dcrivative) Grant Adv, NY
Chemical Corp, Chi
Arizona Brewing, Phocnix A-1 Pilsner Bcer Erwin, Wasey, LA
Buitoni Foods, S. Hakensack, NJ Macaroni Albert Frank-Guenther Law, NY
i’,:‘a"" Checramy., NY April Showers toiletries Emil Mogul, NY
urphy (3) Cliquot Club Co, Millis, Mass Ginger ale, club soda J Harold Cabot, Boston
tberhard Faber Pencil Co, Bklyn Pencils, erasers, rubber bands Anderson & Cairns, NY
Walt Framer Tv Productions Ashlcy-Steiner, NY, LA
Frank Fchr Brewing, Louisville, Ky Beer Dooley, Adv, Louisville, Ky
KDKD, Clinton, Miss Radio Station Devney, NY
KLEE, Ottumwa, lowa Radio Station Dcvney, NY
National Brcwing. Balt Beer W. B. Doner, Det
Northern Cal Chevrolet Dealers Assoc Chevrolet cars Roy $. Durstine, SF
Proctor Electric, Phila Appliances Weiss & Geller, NY
Quality Radio Group, NY Radio Stations Dinc & Kalmus, NY
Revlon Products, NY Hair-Nct Spray. Aquamarine Shampoo BBDO, NY
Schnecider Brewing, Trinidad, Col Beer fimmy Fritz & Assoc, Hollywood
Sweet-Orr, NY Work Clothing Pcck Adv, NY
Storer Bdcstg Co, WJW. Cleve Radio Station The Katz Agency, NY
WGVM, Greenville, Miss Radio Station Devney, NY .
W. T. Young Foods, Lex, KY Big Top Peanut Butter Rutledge & Lilienfeld, St. Louis
Don H. s

McGannon {3)

5. New Firms, New Offices, Changes of Address

National Closed Circuit System, 595 Madison Ave, NY,
formed; sls rep of DuMont's Closed Circuit Dept

Rogers & Cowan, public relations, ncw offices at 17 E
48th St. NY

Lansburgh & Oldham, ncw adv agency, 123 El Pasco, Santa
Barbara, Cal, Mark Lansburgh & Joyce Oldham Lansburgh
heads

Miller & Wallace Mackay, Seattle, merge to form Muiller

Mackay Hoeck & Hartung, 510 Virginia St, Scattle

22 SPONSOR




a TR

T MR Mk
—nttosp bVl
* -'u T el i
& Coad

bautioge B oF
A 5

b e
Yi
“ .

» A,
. &%

P 5
it P A Y

e S I
P 8

]

1%

oIS anadi S lay 1

a2
3

“os e

21

et e e g, Meey P AL

T L TR ,;_.,Aﬁ’:‘).’iﬁiﬁ 2.

If you want to sell
Philadelphia

housewives...

S gz~ PR s
Tl Ak 2 .,

Let Scott Do It is the top-rated 9:00 to 10:00 a.M.
show in Philadelphia . . . according to both Pulse
and ARB . . . the greatest kitchen show in
America. And Alan Scott’s the consistent winner
in popularity polls.

SALESMAN FOR BLUE-CHIP SPONSORS!
National Advertisers who’ve experienced Alan
Scott’s terrific selling power include: General
Foods, Lipton’s, Hoover Appliances, Morrell
Meats, Pillsbury, St. Joseph’s Aspirin, Sunshine
Biscuits, Seabrook Frozen Foods, and many
others.

LOWEST COST! Alan Scott’s Let Scott Do It
has the lowest-cost-per-thousand rating of any
daytime women’s show in America’s major
markets, according to a study by Television Age

.

Over 100,000 TV homes at a cost of only $1.45
per thousand. And now, Let Scott Do It comes
under WPTZ’s “45-12”" discount plan. 45% off
one time rates when you buy 12 or more an-
nouncements under the “°45-12"’ plan.

TOP COVERAGE! WPTZ is peak-powered at
the low end of the band, to deliver a clearer,
stronger signal to more people over a wider area
than any other TV station in Pennsylvania!

WHAT A BUY! Let Scott show you! And be
sure to ask about the *‘45-12” plan. Write or
wire your nearest Free & Peters “Colonel” or
phone Alexander W. Dannenbaum, Jr., WPT'7Z
Sales Manager, L.LOcust 4-5500; or Eldon Camp-
bel, WBC National Sales Manager, Pl.aza
1-2700, New York.

WPTZ cHANNEL 3

First in Television in Philadelphia

WESTINGHOUSE BROADCASTING COMPANY, INC.
WPTZeKYW, Philadelphia; wBZ 1 WBZA*WBZ-TV, Bostorn; KDKA*KDKA-
TV, Pittsburgh; wowo, Fort Wayne; Kex, Portland; wxP1X, San Francisco
KPIX represented by THE KaTtz AGeENcYy, INC.
All other WBC stations represented by FREE & PETERs. INC.

&
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“NBC’s programming of spectaculars and general razzle dazzle,” writes John Crosby in the

New York Herald Tribune, “has given television an importance and « scnsc of exeitement that
1t cannot afford to lose.”

The NBC Color Spectaculars have broken the rigid radio-mold of unvarving strips of half-
hour shows. They have forced wider horizons, new programming concepts . . . they draw into
television great stars, writers, directors from all over the world. In addition they have given
Color Television tremendous impetus by providing regular and impressive color programming.

The special ingredient that has given «ll television its great expansion and excitement has

been the NBC Coloy Spectaculars. And the audience response has been unmistakable,

|



Sinee the new season began in September, Nielsen ratings* show:

Wure than 11 million families watching the average Spectacular - almost

inulile the qudience of the average evening network program.
Stren Spectaeulars with Top Ten-sized audiences during the six rating periods.

Koo homes tuned to NBC — an average of 649,000 more homes than the

second network, with its average nighttime program.

b every rating period, more Top Ten shows from NEC than any other netiwork.

NBC’s program leadership has made it a most exciting' year for the

television audience. And a most profitable year for advertisers.

*isielien second September Report—first December Report 1954. All data verified by A. C. Nielsen Co,

exciting things are huppening on

-

TELEVISION
a service of RQH)



In Milwaukee

Coffeehead Larsen
Spins the Platter
And the

Pulse Goes Up
WEMP

Milwaukee’s Second
Station

Of seven Milwaukee rodio stations,
WEMP now scores No. 2.

Milwaukee’s best rodio buy, WEMP
offcrs more audience per dollar

thon any other stotion,

WEMP audiences are growing bigger
year by year. Latest Fulse ratings
show a 20 per cent increase for
Coffechead Larsen at 6:00 to 10:00
A.M. All other WEMP segments

show a proportionate increase.

Get the facts on Milwaukece’s only
24-hour Music, News, Sporsts sta-

tion—Milwaukee’s best radio buy.

CALL HEADLEY-REED

WEMP wemp-rm

MILWAUKEE

HUGH 8QICE, JK., Gen. Mygr.
HEADLEY-REED, Matl. Rap.

24 HOURS OF MUSIC, HEWS, JPORTS
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JERRY PICKMAN ({R.) CHATS WITH BING CROSBY ON STUDIO SET

W

Jerome Pickman

Wr. Spomsor B TR —

Paramount Pictures Corp., New York

Jerry Pickman directs Paramouut advertising from a dark-pan-
eled office in a tall building overlooking Times Square—thal is,
when he isn’t al the studio in Hollywood, at a San Francisco pre-
view or al a New York opening.

Paramount got into tv back in 1950, when most film studios still
considered the medium a sort of plague that might go away if they
only ignored it. Pickman likes tv. He feels it’s an advertising me-
dium made to order for selling movies.

“I'm an instinctive showman.” he told spoxsokr. drawing his knees
to his chest for comfort. le's a youngi<h 38: dark hair. dark horn-
rimmed glasses. shirtsleeves. tie-less. with a rapid-fire delivery of
niovie jargon.

“Our product can’t be sold through faney packaging,” said he.
“If we're gonna sell a movie, we've golla have a name. That’s why
the studio consults us aboul story, production and cast. H they
wanna sell me my sister, I'd sav, ‘No. She won't sell.” I've gotia
mother and grandmother who act. But T can’t sell em. Kelly. 1
can sell. . .7 (He is currently working on Country Girl. in which
Grace Kelly stars.)

Radio and (v movie advertising. Pickman explained. generally
come into play for about three 1o 10 davs when the new film opens.

“We call it ‘merehandising a motion picture’,” he said. “Whai
we're doing ix conditioning people—Dbuilding the want-to-~ec. Where
there’s a definite plu~, we localize an ad. Like, <ay Bryvee Canvon
appears in a Western - so. we tell “em in Utali to go look for shols
of their own scenery. Each movie’s handled differently. Sometimes
we don’t work Jor a week. then we don’t cee davlight for 72 hours
in a row becanse there’s a rush job.”

The rapid pace comes natnrallv 1o Pickman. who was once de-
seribed by the employees of the Brooklyn Fagle as the “youngesl
newspaperman on six continents”-—a ftitle he earned by starting to
work as a copyboy al age nine.

Mekman has also learned to relax upon rare occasions. A pie-
tire in his desk drawer shows him cound asleep in a terrace ham-
mock at “Dottie’s home in Balboa™ . . . that’s Dorothy Lamour. of
€COUrse. * Kk ok

SPONSOR



| MEREDITH KANSAS CITY: KCMO Ratio & KCMO-TV . ...

SYRACUSE:  WHEN Radio & WHEN-TV 1. cau agene
PHOENIX: KPHO Radio & KPHO-TV 1. ket agene

- Radio and

BTN OMAHA:  WOW Rodio & WOW-TV 2
| STATIONS  Afileted With Beuerl;!gmdgé L Fal.mln g Mogasines
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YOU can't cover

California unless you

use KSBW-TV, Channel 8,
Salinas-Monterey, California.

The rich central coast of Califor-
nia is covered exclusively by
KSBW-TV, 422,709 TV sets, of
which over 90,000 are undupli-
cated,

Consumer Income in KSBW-TV's
Basic Market (which does not in-
clude all the unduplicated cover-
age) is equal to Phoenix, Ariz.,
PLUS Camden, N. J.

Ask Hollingberry.

KSBW

R ADIO TELEVISION
| IQKC hannel
SALMNAS - MONTERE
CRLITDRNIA

CBS, NBC, ABC, DuUMONT

28

by Joe Csida

Film: television’s ""new business®™ dept.

At the Beginning of the fall =eaxon we dimmed the lights
in the seance room at our headquarters, gazed deep and long
into our tv film cry=tal hall and did a Backstage of comment,
ob~ervation and prediciion concerning programing. On and
off for the past several weeks we have again been locked up
with the eerie blue and green lights and the spirit voices, but
this time we u-ed our special tv film husinesx crystal globule.

Appeared therein. of course. the faces of friends who are
practitioners on the producing. selling and merchandising
side of the husiness, like Don Kearney of ABC Film Syndi-
cation Sales. Phil William~ of Ziv, Walter Schwimmer and
mimerous others. And their voices were the spirit voices.
According to the Backstage ball. thix is how the business side
of the tv film industry shapes up:

Competition haz reached it~ keenest. most dog-eat-dog
point. Never sinee the first vidfilm was to-~ed on the market
has there been ax much produet offered for lease by as many
people via as multitudinous a number of deals a~ is the case
today. And this eompetition ix likely to reach even greater
degrees of canine devouring brother canine,

"Way up at the top of the heap a struggle of recently de-
veloped titans is taking place. Strangely enough (or perhap=
not too ~trangely) the powerful network= (NBC. CBS. ABC)
are nol among the titan< in this area of industry operations.
For while all three of the tv wels (and particularly the first
two named) have solid tv film operation~ with good product
and capable sales and mrechandising forces. the gargantua
are. of course. Ziv TV and MCA TV. MCA’s purchase of
United Television Productions gave it the largest and most
impo=ing colleetion of produet in the field. And Ziv's accel-
crated and big-time production as represented Ly itz Eddie
Cautor scries makes it either the reigning champ or the
number one challenger.

Parentheticallv. in the gradual evolution hrought 1o show
businesx aund the advertising business by television generally,
and tv films <pecificallv. another noteworthy  development
might be mentioned here. In the Fooking field MCA’s major
competitor. of course. i~ the Witham Morri- Ageney. Aud
while MCA hax chosen 1o enter the tv filn production aund
distribution Fusines< in a vast and =uperlatively aggressive
manner. the Morriz ageney has steerved elear of tv filmr pro-
duction and di~tribution for the most part. The Morris

(Please turn to page Y1)

Also see film section this issue page 17




Tex & Jinx 1:00-2:00 p. m.
11:20 p. m.-12:30 a. m.
Monday through Friday

When you’re navigating your product through
competitive waters in America’s No.1 market, you'd
do well to let WRCA’s program-personalities help
set your course.

TEX & JINX for instance. The glamor of their per-
sonalities, the interest and excitement of their two

Coffee — “How we feel about
Tex & Jinx for Savarin is best
told by the fact that we are
their oldest sponsor. We are
now on their program five
nights a week in the 8th year
of a very happy association.”
S. A Schonbrunn

President

S. A. Schonbrunn & Co., Inc.
Makers of Savarin Coffee

Beauty Aids —“Tex & Jinx
introduced our new home hair
stylist school with so much en-
thusiasm that we are signing
up new students daily. We are
especially pleased to have
reached such a large audience
of career girls. We certainly
look forward to continuing.”
Victor Vito

President

Victor Vito, Inc.

If your aim is to sell more of your product, fazster,
in the New York market—try selling by the stars
on WRCA. Stars like Tex & Jinx. Stars with docu-
mented records of sales successes. Come aboard!

Call George Stevens, Clrcle 7-8300 in New York.
Or your nearest NBC Spot Sales office.

selling by the stars--on WRCA

daily radio programs, and the warmth and sincerity
with which they deseribe their sponsors’ products-
all combine to make them star-salesmen for a wide
range of contented advertisers. The selling power
of TEX & JINX keeps winning them enthusiastic tes-
timonials like these:

Movies —“Tex & Jinx are
without question two of the
finest radio boosters of motion
pictures in the New York area.
Their approach is sincere and
direct: and their loyal audience
haslearned thata Tex-and-Jinx
endorsement of a film puts that
film on their ‘must see’ list...”

Charles FEinfeld
Vice-President
20th Century-Fox

Beverages-“‘Tex&Jinx were
extremely helpful in making
No-Cal New York City’s top-
selling dietetic beverage. Their
convincing delivery and believ-
able commercials did much to
help attain this goal. We have
just increased our frequency
schedule with Tex & Jinx for
1955.” Morris Kirsch

P it
No-Cal Beverage corp

WRCA-6GO
' Radio in New York

REPRESENTED BY NBC SPOT SALES
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WBTV-WBTW combination creates
market comparable to nation’s 8th largest

in the industry-mushrooming Carolinas

CHARLOTTE(®)

30

FLORENCE (@)

S.C.

N.C.

JEFFERSON STANDARD BROADCASTING COMPANY

Advertisers have a rich
stake in what’s happening
in the Carolinas.

The Carolinas are on the
march economically, and two
top-power stations—WBTV
and WBTW —now service this
upsurging selling market.

WBTYV and newcomer
WBTW can, as a
combination, deliver 50%
of the people in North
and South Carolina.

Together, WBTV and WBTW
create a market of 3,375,000
people, over $3'2 billion

n buying power and

$2%2 billion in retail sales—

a TV market comparable

to the eighth largest

in the nation.

For complete details on how
WBTV and WBTW truly
measure up to ‘“‘Dominance
doubled in the Carolinas,”
call CBS Television

Spot Sales.

SPONSOR
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Where will sales be after

—_——

Test in a nut-shell

1 PRODUCTS: D&M beans and
brown bread

| MARKET: 100-mile zcne
! around tireen Bay, Wisc,
MEDIA USED: only television

|
‘ PAST ADVERTISING: almost
I none m area

SUCCESS YARDSTICK: sales,
increased distribution

BUDGET: $12,500
DURATION: six months

SCHEDULE: six minute
annourcements weekly

Blow-by-hlow story of a v fest

SPONSOR will report sales results of B&M campaign as they come in during

7 FEBRUARY 1955

six-month effort to see if sales ean e wpped using tv only

by Miles David

A dream became reality for spoxsor late last month.

For the first time in television and tradepaper history a test campaign began
which sponsor will report to readers as the vesult= happen.

Traditionally test campaigns are top seccrel. seldom revealed even years alter the
fact. But ever since sronsor started publizhing eight years ago it has sought a chance
to bring its readers the blow-by-blow story while a campaign was< in progres=.

The opportunity eame when the Burnham & Morrill Co. of Portland, Mame,
agreed to give sPONSOR exclusive zemi-monthly reports on sales during a <ix-month
tv test.  (Ageney is BBDO, Boston.)

The campaign began 21 January in a ~ingle Midwestern market. The products
are B&M oven-baked beans and B&M brown bread. The objective: to see what tele-
vision can do to pep up a relatively low-volume market.

B&M Leans has high distribution in the arca but =ales volume is small relative
to New England, home of the oven-baked bean. B&M brown bread hax low distribu-
tion. only a trickle of sales. (Total wholexale =ales in area: $51.000.)

Prior to the campaign both products had virtually no advertizing in the test

31




SALES

WILL BE

THE SUCCESS
YARDSTICK

Figures at right show monthly
wholesale sales of B& MW beans

. i . .
oread inejirs r(ll(

and
1951, ~roxsor will carry 1935
sales as they come in over
stx-montlhe period. (Test

began 21 Jannary.) Figures
or 55 1wl be carried sude-
Iyv-side with "3 to give
reader the box score at a glance.
Note how poorly brown bread
did in "51 and how sales

are stronger i clrea A,
closer to the muajor city

in the region. Green Bay

First six months 1954 sales of two
sizes af B&M beans and one size of
brawn bread (by dazens af cans)

Ist half Feb.
18 02. 27 o2, Bread (8 oz.

January™*
(B oz 27 o2

Bread

AREA A (530-mile radius around Green Bay)

1. MANITOWOC, WIS
2. OSHKOSH, WIS.

3. APPLETON, WIS.

4. GILLETT, WIS.

5. GREEN BAY, WIS,

6. MENOMINEE, MICH.

60 30 50 25 20
S0 25 50 10
100 10 50 100 6> 70 -
100 50 100
310 70 160 60 20
30 2() S0

‘ I
AREA A SIX-Ng

AREA B (50-100-mile radius around Green Bay)

7. FOND DU LAC, WIS.

8. STEVENS POINT, WIS.

9. WAUSAU, WIS.

10. NORWAY, MICH.

11. SHEBOYGAN, WIS.

12. WISCONSIN RAPIDS, WIS.

danuary ot oo gded to show half month figures
I'est wt begin until 21 Jam NN

30 25 30
6O 10 0 40

10 5 30

000 20

40 30 20 25 10
30 10 30 10

AREA B

PART ONE

F A SERIES

market, with the exception of sporadic
mentions within - multi-product news-
paper ads by local stores.

The whole burden of the test is car-
ricd by television. Anyv rise in sales
will be attributable to tv, since no other
new form of advertising will be used
for the duration of the test and no
other mew  factors have bheen intro-
(]l]('(’(l.

\~ admen pointed out while sroxsor
was rescarching the All-Media Study.
it's nsually impossible for the national
advertiser to correlate sales with ad-
verlising in anv one medium. But for
BAM aned the veaders of spoxsonr the

rarce opportunity i~ al hand.

Years of planning: The BV et
campaien will last ~ix months, But it
Iwo and a hall vears to work
ot all the details of the test-in-a-gold-
“.\II‘IN)\\'.

took over

32

Back in the spring of 1952 jus~t af-
ter the NARTB comention. sPoNsOR
Fditor-Publisher  Norman R. Glenn
and llavdn Evans, general manager of
WEAY-TV. Green Bay. Wis. met at
the del Coronado Hotel in San Diego
for breakfast. Over their second cup
of coffec. Glenn confided sroxsor's
long-held ambition to cover a cam-
patgn as it happened.

Havdn Fyvans listened
callh. And. within a few months he
was on the long-distance telephone re-
porting that he advertiser
primed to cooperate in a SPONSOR-re-
ported campaign. In the fmal plan-
nmng, however. the advertiser in ques-
ton decrded to remain anonvmous and
to carefully <hield his vales figures. .\
~eries of Dlow-bv-blow articles became
Nonetheless a test
paign was undertaken,  designed to

enthusiasti-

had an

nnpos~ible. can-
measure a television station’s zone of
milhence. (See “How far owd does a
v station sell”™ sroxsor 3 May 1951,
page 39. Results of this test are con-
cred later i thi- reports

It was not antil Tlavdn Faans sold

W. G. Northgraves. advertising man-
ager of Burnham & Morrill. on a com-
pletelv open v test that the present
series of articles could be undertaken.

B&M agreed to furnish spoxsor with
its =ales figures for Green Bay and the
area within a 100-mile radius-—on an
exelusive basix. The month-by-month
figures for the first <ix months of 1954
appear in the chart above. Figures for
1955 will be published in succeeding
issues of SPONsOR as they are tabulated
by B&Ms broker in the territory. the
Otto L. Kuehn Co. of Milwaukee.

Figures for the comparable period
during 1951 will alwavs be carried
side Inoside with 1955 sales to show
the reader tv results at a glance.

W\ hile no sules figures had heen tab-
vlated at presstime. Walter L. Kuehn.
president of the Kuehn brokerage firm.
tald spoxsok <ales for January 1935
appeared to be up. \mong the reu-
<ons in hiz opimon: anticipation of the
v campaign by the grocery trade.

sales fieures will be reported 1o
~PONSOR from two zones: \rea A, con-

(Please turu to page 109)

SPONSOR
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[ILS Beans, both sizes, 3.001 dozen.

WBAY-TV WHIPPED UP INTEREST IN TV TEST WITH MEETING FOR

7 FEBRUARY 1955

Brown bread:

e
NL/INL/]
NN
N/
NN
N/ENY]

March 2nd half March 1st half April 2nd half April 1st half May 2nd half May 1st half June 2nd half June
2 Bread 18 02. 27 oz2. Bread 18 02. 27 o02. Bread 18 v2. 27 o2. Bread | 18 02. 27 oz. Bread 18 62. 27 oz Bread 18Bo2. 2702 Bread ¥
g . . 20 15 100 N 15 20 15 25
5 10 ) 110 45
5 120 70 70 50 25 100 135 7035 3035 00 o
- 50 10 |
0 20 250 145 230 150 120 65 20 85 90 235 20 280 |
70 50 20 _ -
| LS Beans, both sizes: 6.321 dozen. Brown bread: 380 dozen
o .- SV . 25 50
e 30 30 10 50 30 0 35 90 60 0 90
0 __ 30 30 35 ) 20 70 100 30
[ )0 50 95 : 70 100 20 70
& 20 - 40 30 50 20 20 10 30 555 20 20 10
30 10 30 10 30 10

130 dozen

GROCERY TRADE. POINTING TO TEST AREA IS HAYDN EVANS

NN N/
74\ 74 [/1\] 71N /1N /TN
KPR INNG
PRIRPNREN D
KR NN W
PICAC AT N E/INL/I
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;“Yearl} two decades ago Esso Stand-
ard Qil Co. began a <pot radio cam-
aign consisting of five-minute news-
casts.  The campaign i~ still going.
Aied s still erowing.

In an era which has found many
<pot radio users diverting some of
their radio budgets into television or
other media. Fszo continues to add ra-
dio markets to itz news schedule. From
an original list of 13 stations m 1935,
<50 has expanded Your Esso Reporter
newscasts to 52 stations. each of which
airs the Reporter an average of three
times a day. sPONSOR estimates thal

(4]

It’s now spending

kisso: 19 vears

Despite entry into tv, Esso has increased spot radio news hudget.

Fsso currently spends more than Sl
million annually on the Esso Report-
er for radio. And this doesn’t include
extra spot radio campaign=- like one
now being carried on nearly 300 sta-
tions plu~ the 32 Reporter oullets.

Ex<o experimented with news on tv
15 vears ago. now sponsors a lv ver-
sion of the Lsso Reporter on 16 sta-
tion= and weather reports on two oth-
ers. SPONSOR estimates the annual spot
iv budget at about $1.25 million. Bulk
of tv money iz new money--—unot di-
verted from radio. (In a future is-
sue sPONSOR will tell the story of Es-

Ao news

about S1 million for newseasts over 32 stations

<0’s spol tv news approach and the
lessons it has learned in translating its
traditional radio fare into the visual
medium. )

[lss0 actively encourages it dealers
in <maller markets to use radio. It
sends special kits to radio =tations of
less than 1 kw. tells the radio outlets
how to get business {rom service sta-
tion operators. Iksso doesn’t pay a
nickel toward the time these indepen-
dent service station operators purchase
on local radio outlets. yet about 100
Esso gasoline dealers currently have
schedulex on more than 300 radio sta-

MAP SHOWS ESSO'S I8-STATE MARKETING AREA, LISTS 52 RADIO STATIONS AIRING AVERAGE OF THREE SHOWS DAILY

i)
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tions throughout 18 states.

For nearly 20 years Esso has had
only one regular radio formula: news.
Your Esso Reporter is the name given
Iisso-sponsored newscasts on all 52
radio and 18 tv stations. But the pro-
grams are locally produced. All Esso
does is supply its stations with stand-
ard openings and closing and new com-
mercials. It maintains close touch with
over-all operation, however. A liai-
son man from Esso’s radio-tv agency.
Marschalk & Pratt Division of Me-
Cann-Erickson, New York. visits sta-
tions regularly. But neither Lsso exec-
utives nor the haison man attempt to
tell the stations how the news should
be selected or edited.

The Esso Reporter delivers subslan-
tial audiences. Nielsen ratings indi-
cate the radio version is heard in
34.2% of all radio hontes in liszo’s 18-
state marketing area an average of 5.8

B AN

case history
A

times per month. That’s a monthly
average of 0,323,000 homes hearing
the Reporter for a total of abont 37
millon times. (Details later on how
Esso is able to use national Nielsen
ratings to determine its total local au-
dience.)

Over the years Esso and Marschalk
& Pratt have perfected their use of spot
radio until today. the way they prac-
tice it. 1i’s 1n about the same class ax
fine art. Not only does Esso get {ull
horsepower from the news broadcasts
themselves. but also the company gets
more mileage through promotion given
to lsso and the Reporter by stations.

Why spot? Esso's primary reason
for using spot radio is its distribution
area. Fsso—a wholly-owned marketing
subsidiary of Standard Oil Co. (New
(Please turn to page 10.1)

How statious prowote ‘Repovier’

W hen new FEsso station opened in Portland, |
Me., B CAN *Esso Reporter’ covered event’

W RCA, New York, gives show plug on its
big Times Square spectacular moving sign

WNOX. Knoxville, broadcasts ‘Reporter
from booth at Tennessee l'alley A&! Fair

24-sheet posters are used by some stations
(like 'SJS, Winston-Salem) in promotion

W WL, New Orleans, uses posters on outside
of street cars to plug time show is on
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PART TWO

OF A TWO-PART SERIES

"/ilh a few advertisers already
getting out their shovels to pav net-
work v stars next season. admen are
casting about desperately for answers
to the dual problem of rising tv talent
costs and meagre prospects for sub-
<tantial audience increases.

There is, admittedly. no easy solu-
tion. But there iz a strong feeling that
something muost be done about talem
agentz calling the tune while adver-
tisers payv the piper. (See ““Talent
agenlts: have they won control over tv
cost=?” in the previous issue.) A num-
ber of agency men told spoxsor that
they welcomed its efforts to focus on
a workable solution.

The ad agencies are particularly
frustrated while they contemplate, over
the long terni. the gradual slippage of
program control from their fingers a=
the magazine format comes to domi-
nate the network tv picture. Though
there is a definite fear that the monop-
oly of ~tar talent by the William Morris
Ageney and Music Corporation  of
America is helping to drive star prices
out of line. there is also strong resent-
ment directed at the networks.

The resentment is twofold. On the
one hand, =av admen. networks are
bidding up talent costs and concen-
trating on battling the compelition
rather than payving atlention lo sooth-
ing the advertiser’s headachies. On the
other hand. the control over time slots
and programing by the networks is
limiting the advertiser’s ability to con-

ll'()] program Costs,

Imagination is best alternative to buying high-priced stars, say
admen, who cite Ed Murrow's "Person to Person,” "See It Now' as examples

TALENT AGENTY: wha

Keep away from star names. concentrate on ideas

by Ben Bodee and Alfred J. Jaffe

Nevertheless, admen feel it i= possible
to moderate the obvious excesses of the
rat race which alwavs seems to accoms-
pany the star system.

I. The most common piece of advice
offtered wa~: keep away from stars if
vou po=sibly can. Said one agency
radio-tv department chief:

“Many advertisers would be better
off if they concentrated on shows buih
on idea< rather than names. On a

Are tv costs out of line?

Despite high prices paid for
“marquee¢ names" their cost-per-
1.000 is low because of big andi-
ences.  Average cost of general
variety shows in Oclober was
$2.93-per-1,000 Liomes per com-
mereial  minute,  according 1o
Nielsen data. This was lowest of
all program types on net video.
General drama  averages $3.68

show with ideas names are expendable
and very often not necessary. You may
not get the biggest audiences in the
world but are 20 rating points worth
25 million? I don’t think so. Yon
don’t even need people on your show.
What about dogs? 1'm not kidding. 1
understand one of the two dog shows
has been coming in at little over $2.
per-1.000 homes per commercial min-
ute. And that compares with the best.”

-

A nnmber of ageney men specifically
urged the use of more drama shows.
Said one:

“One of the greatest accomplish-
ments of tv has been its drama shows,
especially the hour-long ones. It’s no
accident that most of them have been
running a long time. And they do very
well without stars.”

Another agency man, speaking of
dramatic shows, said:

“One thing | like about dramatic
slhows 1= that theyre flexible. You're
not stuck with a comedy star whose
material may not be panning out or
who's gradually being devoured Dby
frequency. Each dramatie show gives
vou a {resh opportunily to attract a
loyal audience. Of course. you have
to keep up gnality. But you're not
~tuck with one theme or one person.
You ean do comedy, satire. romance.
mystery. practically anythimg.”

The non-star shows commonly cited
as examples of the direction in which
advertisers can move are N3C’s Kraft
Tv Theatre: the two Lidward R. Mur-
row shows on CBS, Person to Person
and See It Now; CBX Whar's My
Line; NBC’s Mr. Peepers. While it was
acknowledged that well-known names
are connected with some of these
shows, it was pointed out that they
are not high-priced names.

2. Advertisers. ad agencies and net-
works were urged to keep a sharper
eve out for promising new talent and
be willing to invest in a long-term de-
velopment of such talent. A lot of ad-

More intensive sconting of night clubs (where Danny Thc’
developed), other sources is urged to avoid reliance on a few big na
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ag, admen advise. But there's a catehi: “If one pays, everybody pays”

Controlling

factor in at

v

b
'\\_
.-

men feel that there is a shortage of
top names on tv and that this shortage
tends to raise the level of all talent
prices asked by agents.

Most opinions laid the burden of
scouting and signing new talent on the
shoulders of the networks. This atti-
tude, common among the ad agencies,
exists with the realization that it will
do nothing to regain for the agencies
the kind of programing control they
had in radio. However, a typical com-
ment explaining the seeming contra-
diction was: “The networks have
helped create this upward cost spiral;
let them do something to push it down

ine in ageucy-produced shows (SSCB's “City Hospi-
‘as casualty) is limiting power to control costs, agency men say

¥
least 19 name shows

again in the future.”

The emphasis on new talent also
carried over into new program ideas.
Interest was exnressed in the methods
used by NBC’s Pacific division in
building new shows. What caught the
eve of admen particularlv was the
opinion expressed by Frank Cleaver,
the division’s program director. that
the common procedure of picking a
star and then building a program
around him should be ended in tv.

The Cleaver method, taken from the
movies, where he once worked. is essen-
tially a svstem of developing shows bv
stages. It avoids the alternatives of

Paunel shows, such as

factor in at

"What's My Line,"”

show doesn't have to cost a lot of money.
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turning down an idea cold or laying
out $30,000 or more for a pilot film.
It starts out with a writer getting paid
for an idea, additional pav for a first
draft of the program and further pav-
ment for revisions, if necessary. Onlv
when this point is reached are audi-
tions held for talent.

Because of the economv of this
method. the division now has more
than 40 “programs’” in various stages
of development. If everv idea accepted
under the either-or method was made
into a pilot only 10 to 15 new program
ideas could be undertaken, according

(Please turn to page 107)

prove to admen that a popular
Show is one of cheapest on air
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ABOVE MEMO, FROM ONE OF TOP 20 RADIO-TV AGENCIES, IS NOW BEFORE CLIENT; RADIO RECOMMENDATION SHOWS TREND

Spot radio: of

J

A SPONSOR survey of reps, 25 radio-tv agencies reveals upsurge

in spot radio buying. reevalnations of buying strategy

v"‘ho memo above may be a sign of
the times i <pot radio. ItU's a faithful
though carefully <hielded version of a
recommnendation one of the top 20
air agencies made to a client. The
agency  urges the advertiser to come
back to spot radio lhecavily --after a
two-year hiatns.

\ sponsor survey indicates dozens
of ~imilar reconmendations are circu-
lating today. It all adds up to a re-
snrgence in <pot radio interest with
more account activity during the first
few weeks of 1955 than in the compar-
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able period around the start of ’54.
The mento above is in tune with

thinking today for other reasons. It

proposes:

e A schedule spread over both day

and night.

e A higher frequeney than the ac-

connt ever nsed in past spot radio

campaigns,

e A campaign of at least 13 weeks’

duration.

e 1se of major tv markets which the

account had tended to exclude in some

past spot radio campaigning.

I's apparent as you talk to the buy-
ers and sellers of spot radio today that
this is the pattern which has hegun to
develop for dozens of accounts. SPON-
sor spoke to buyers in 25 agencies
and most of the leading reps in this
latest survey of the spot radio scene.
(See report last issue. 24 January, on
sclling methods in use this vear: “Big
1055 push for spot radio,” page 38.)

Not all the 25 agencies surnveved
evinced increased interest in spot ra-
dio. Nor did all the reps queried feel
that valid forecasts could vet be made

SPONSOR



for a big 1955.

“Sull too early to draw conclu-
sions.” said one vep, “we've still got a
tough fight.”

“You can’t count December. It’s not
a typical month,” said Y&R’s Frank
Coulter, but Le added, “l think spot
radio will have a big 1935. Tv costs
have gotten to the point where an ad-
vertiser must either sacrifice frequency
or reevaluate radio.”

A sufficient number of clients have
gone on the air during the past few
weeks with new and different spot ra-
dio campaigns to indicate that spot
radio is being reevaluated. Briefly,
here are some significant characteris-
tics of 1955 spot radio buys to date:

1. There’s the return to long-range
radio buying. “More advertisers have
come to recognize that the mediumn
must be used steadily,” comments Rob-
ert E. Eastman, John Blair & Co. v.p.

Among clients buying on a 52-week
basis is Vaseline Hair Tonic (through
McCann-Erickson). This advertiser
began using spot radio in January
1954, dropped magazines in order to
go into the air media. This January

QI mm—nmm———.,
stfatus report
e

the firm again bought spot radio on a
long-range basis and with an increased
budget.

Atlantic Refining and the Insurance
Co. of North America (hoth through
N. W. Ayer) bought spot radio ~ched-
ules for 1935 on a 52-week basix. Says
Bill  Croasdale, Aver timebuver:
“There’s no appreciable change this
year. except that we’re adding mar.
kets to our 1951 hist, and we're buying
on a more long-range basis this year.”

2. More advertisers are buying high-
er frequency schedules than ever be-
fore. “They have found that spot ra-
dio nakes frequent daily advertising
exposure economically possible on a
long-range a= well as short-range ba-
sis,” says Jack Hardingham, Headley-
Reed’s radio sales manager.

Barbasol (through Erwin, Wasey)
began a 20-week campaign on 10 Jan-
uary, after having been out of spot
radio for some three years. The ac

count is using 30 announcements week-
ly in New York, 20 weekly in Chicago
and plans to increase it= frequen
Chicago.

“We went back into spot radio he
cause we felt the medium gave us bet.
ter coverage and more frequency for
our budget than amy other medium,”
says Keith Shafler, agency timebuyer
for Barbasol.

Late last fall, P&G, for Tide
(through B&B), tested high-frequency
in spot radio in a set area in order to
correlate salex with the number of an-
nouncements used. Schedules ranged
from 100 to 400 a week, and, although
sales results have not all been tabulat-
ed as yet, PS&G is expected to maintain
or increase the level of its spot radio
spending in 1955.

Nestl¢’s  Instant  Coffee  (through
Bryan Houston) bypasses television
in 28 out of 35 markets to buy Ingh-
frequency radio canipaigns for special
price promotions. Nestlé’s Instant is
using spot radio differently this year
than last: short waves of high frequen-
cv, that is some 50 announcements a

(Please turn to page 102)

These are among buyers who have clients active in spot radio

MacDonald Dunbar, Ted Bates,
buys powerhouse stations for
Carter Products for big citics

Vicki Gundell, Bryan Houston,
buys
Cotffee for special promotions

~

&

Bob Wulfhorst,
frequency for Nestle’s

Medat Flour,

D-F-S,
small-town coverage for Goid
a GM product

Ltarry Donino, Kenyon & Eck- Peter Bardach, FCGB, uses
hardt, buys big-city radio for day and night radio for
Nabisco's 1009, Brand Cereal Rheingold in Eastern market:

buys

(Croasdale, N. W. Ayer,
d to Atlantic Refining's
schedules in January

Steve Suren, SSCB, buys day-
time announcements for  Fil-
bert's Margarine for 26 weceks

John Marsich, Kudner, buys ra-
dio for
tors short-range

Ceneral Mo-
promotions

special
Cold Filtertips

John Widholm, Lennen & New-
ell, uses radio to introduce Old
in new cities

Anita Wasserman, Lawrence C.
Cumbinner, bought 40 radio
markets for Q-Tips in January




QUOTES SHOW RANGE OF REACTIONS TO 4 A’s RECOMMENDATIONS

The report is an excellent and positive step forward in ce-
‘ ‘meming station-agency relations, . . . However. the =cction
regarding rates is nol ~o positive as it might be. Certainly it is
the function of the agency to <ecure for its client the most favor-
able rate possible in cach time buy. It is not, however, in my
judgment, the fonction of any agency to encourage stations to
qnote rates which are wnpnblished—or may even represent a bid
for business by playing one ~tation off against another. 1 have
personal knowledge of several instances where reputable agencies
have whipsawed station against station by claiming their ability
to sccure nnpublished prices for time. This can only result in
further pressures being Dbrought to bear on stations and conse-
quently {urther lowering of the agency’s impression of radio. It
cets station against station in open price competition which nay
temporarily be to the advantage of the advertiser or agency, but
which in the lang run can only work to the detriment of all radio.
Thercfore I wonld like to sce the <ection on Rates state positively
that all agencies should net scek rates which are not published.
As a matter of fact, as mo~t agencies realize, there iz great danger
to any ageney whieh buys from ampnblished rates, since that
agency has no assnrance that it has received the lowest rate possi-
ble. As a code, the report is fine, but does the 3 \’s intend to
implement it? Will broadeasters who feel that the code is being
violated by a particular agency have any recourse? Does the 4 A's,
by any chance, propose tn allow its Broadeast Media Comunittee
to be the place where broadeaster gricvances could be referred
so that the 4 A’s could investizate such grievances? And would
the broadeaster who resorted to notifying the committee be pro-
tected from identification? It seems to me that this code needs
implementation. Such a proeedure as outlined in the above ques
tions might accomplish just that. If all stations who had a gripe
about the way they were treated in regard to the provisions of
thic code wonld write the 4 A’ no formal machinery might
even be needed. Beunedict Gimbel. Jr. Pres. WIP, I’In'la., ,

* * *

‘ I believe this i< a needed and valuable policy statement. Ti

will certainly work 1o the advantage of both media and
agencies as time goes along, espeeially if the statcment is given the
widest possible distribution by ageney principals and wedia own.
ers. We have long had a similar expression of policy for print
media and it has been most beneficial through the years. 1 believe
it vital that cveryone in the industry coneerned with broadcasting
read the language carefully and, abave all, take it seriously and
live up to the ethical standards which it elearly states, W’m., ,
R. Baker, Jr. Bd. Chuin. 4 A’s and Benion & Boicles. 7

® * .

I am in full agrecment with regard to €1) publicity. (2)
‘ ‘programs and commercials and (3) operating in the public
intercst. As to (1) rates and (3) merchandising cooperation, 1
am in substantial agreement with some qualification.  While |
agree that the ageney is hound to seck for it< client the lowest rate
availalile for any class of advertising, T do not agree that it he-
comes the responsibility of the advertising agency to enconrage
the broadcasters to publi-h any special rate they may make. While
P agree that as a matter of cthies and goad business, whatever rale
1= made to one should be made available to all. it is my opinion
that the responsibility rests with the broadeaster to make this
known. In my opinion it would be presnmptuous of the adver-
tising ageney to el a bhroadeaster to do #t. As to merchandising
cooperation, 1 agree that the advertising agency may aceept what-
ever merchandising  cooperation a broadeasier makes available.
However, 1 do not weecessarily agreee that agency people shonld not
dentand or encourage other services, It then beconies a niatter of
determining what are execess <ervices or what free services are not
a proper function of breadeasters. Tlere, too, T think the respon-
sibility rests withe the Dbroadeaster. Becanse of the varianee in
merchandising  services offered by stations, including  the facr
that <ome station~ offer none, T think it i< the responsibility
of the merchandising ageney to try 1o get from any broadcaster
el merchandising services as are maximal with the stations
that do mnake these  uerchandising  services :I\‘}lilﬂlhl(‘., ,

il Moguol, President. Ewmil Mogal Company, Ine,
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. .. It is regrettable, and 1 might add embarrassing, that a
‘ ‘~ilualion exists in which the 4 A’s has to put into print
these recommended ‘rules of the road’ for broadcasters. The many
items covered . . . are really the provinces and obligations of the
radio stations themselves. Responsible broadcasters run their
respective busine-<es and =tations with the highest of integrity
and adhere rigidly to sound Dbusiness practices. . . . For these
broadcasters, the recommended practices, as proposed by the 4 A':
are superfluous and unnecessary. Other broadcasters, for whom
the-c practices have been published out of necessity, <hould im-
mediately take steps 1o correct their operations in an effort to bring
them in line with these 4 A recemmendations. . . . H each broad-
caster complies, [this] will do much to raise radio from it= present
day ‘left-over’ status in advertising budgets te that of a pri-
mary medium, . .. E. O. Wayne. Sis. Mgr., B JR. Detroit. , ,

&= * ®

‘ The recommcnded Practices of AAAA is an -important con-
tribution to the improvement of the already excellent rela-
tions between this important group of buvers and the sellers of the
radio industry. It goes abont a- far as any gronp can agree to go.
Most of the minor irritations that exist in the relationships of
agencies and broadcasters are beyond the seape of a document like
this becanse they stem from the manner in which an individ-
val agency runs its own shep. Kerin Swceeney, Pres, RAB., ,

FS * %
‘ An agency has no choice but to accept a good deal if a sta-
tion offers onc. It is oblized. in fact. to seek one on behalf

of its clients. However. demands are out of order. We think we
adhere to the recommendations but -uch codes perform a nseful
function. They sct up standards that von try to live up to, The
4 A’s document should bLe circulated widely within agencies, and
disenssed. It might well be ntilized at training meetings,

Lloyd Baillie. Vice Pres. Head Plans Board. SSCB., ,

%* % *-

... A credo s only as strong ds tlie will of its participants
‘ ‘ to hold to it. Freedom of interpretation should exist. but fulf
and complete consideration nwsi be made of other participants’
views. But tackled with the right pirit and complete sincerity by
all concerncd, the 1 A’s recommendations are to be highly
applauded. Jos. J. Weed. Pres. Weed Television Corp., ,

* x %
‘ VMost ageucics are helaving themselves. We refirsed the ra-
dio billing of a client a few yvears ago whoe wanted to huy off

the rate card. But it is an ageney's dnty to itz clients to look
into any packages stations subwit. Both parties. in other words,
sbould abide by the same code. Our position must be that we
are entitled to the same deal as anyone clwe. It is our expericnce
that the best stations usually will not make a deal. The station
which starts out by offering too much to one agency may finally
wind up unable to supply anything. Stations can do much toward
sctting np de-irable ageney relations Ly sticking to tlwin‘, ,
auns. Whitney Hartshorne. Off. Mgr. Erwcin: Wasey.

* * &

We think fhe recommended practievs for ad agency prople
‘ in their relations with hroadeaster< as approved by the AAAA
ic a significant and constructive step. It is further evidence of he
jniportant progress that is heing made in client-media relations, and
we feel the program will have highly beneficial effects within
the industry. J. L. Van Volkenburg. Pres. CBS TV., ,

% % *

A station whose sales practices approach these employed in
‘ ‘un oriental rng bazaar is digging its own hbusiness grave,
They deprecate their own media and certainly make no friends.
vgencirs who look for the ‘deal’” buy ae in the same category and
project themselves into a precarious position with their chi-
cuts. . . . Thos. B. MeFadden., V.P. Dir. NBC Spot Sales. , ,

(Quotes continue page 111)
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Reactions to 4X's radi-tv stand

Rate and merchandising statement wins approval, but also raises questions

e« N his is terrific, a great help to sta-
tions in stiffening resistance to deals.”

“They ve come out in favor of moth-
erhood and couniry.”

“We like it, but why can’t they put
some teeth into it?”

These three quotes, composites of
statements made to SPONSOR, sum up
broadcaster reactions to the American
Association of Advertising Agencies
recommendations against special rate
deals with stations and other improper
business practices. The recommenda-
tions, first ever to be published by the
4 A’s on relations letween agencies
and broadcasters, appeared in full in
the last issue of sroxsor.

- Summed up, broadecaster opinion
had these facets:

1. There was wide agreemem that
no matter how many codes are issued
or statements promulgated, the buck
rests with individual stations. It’s
their responsibility to operate on a
firm-rate basis and nothing can do
more good than broadcaster resolve
to operate without barter. station men
and reps agreed.

2. However, some suggested that
the 4 A’s could help to relieve what
was regarded as unfairly severe pres-
sure from agencies by putting teeth in
its recommendations. Bernard Gim-
hel. president of WIP, Philadelphia,
suggested the 4 A’s radio-tv commit-
tee could act to hear station com-
plaimts. He feels station suggestions
could be used as a guide for the com-
mittee in its action, without identifica-
tion of the station. (See =tatement
from Gimbel on page at left.)

3. Station representatives stressed
that the problem of rate deals went far
bevond the matter of bargaining for
special prices. There's strong feeling
among many reps that the problem of
dual station rates—national as well as
local—is a growing menace to both the
broadcasiing industry and agencies.
Robert Eastman. John Blair executive
v.p. and chairman of the Station Rep-
resenlatives Associalion commiiiee on
raies told sroxsor: “Up to 50 major
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national advertisers have been trying
to get local rates in radio through dis-
tributors and retailers.”

SRA believes the solution lies m es-
tablishment of a single rate system.
In the meantime, Eastman urges that
the -+ A's take a stand against efforts
of advertisers to obtain local rates.
Implicit in rep warnings to agencies
on the issue is the possibility that
agencies will suffer if the advertiser
seeks to place his national spot cam-
paign on a local basis.

1. Some of the not-to-be quoted
comments indicated the heat of the

Recommended Practeces

Jer

Advertising Ageney People

r therr Relatious with Broadcasters

R rmtwrnded b the

COMMITIFE OGN EROAIN AR MEINA

Copies can be obtained by writing to 4 A's.
Recommendations were in 24 Jan. SPONSOR

issues stirred by the 4 A's. Said one
rep: “There’s a tv code on program-
ing but how many low-cut gowns do
vou still see? 1'd estimate that about
2,500 radio stations out of the 2.600-
plus are guilty of special deals. And
all agencies demand deals when they
can get them. The 4 \’sx recommenda-
tions are meaningless. The goys who
=it on the board just don’t know what’s
happening.”

Agency reaction can he summarized
in these highlights:

1. Agency men sav that better agen-

cies observe the code anyway. They
point out. however, that agencies are
duty-bound to seek out the best rate
and merchandising possibilities for
their clients, that they would be fool-
ish to turn down a good deal offered
bv a station. One agency president,
Emil Mogul, said that it is “presump-
tuous” of agencies to advise stations
to publish all rates, though like others.
he wants to be assured he is gelling
the same treatment as competitors.

2. Agencies universally want to be
assured of getting a deal as good as
the uext fellow’s. which is why, says
Erwin. Wasey General Manager Whit-
ney Hartshorne. “the station that starts
out offering too much to one agency
may finally wind up unable to supply
anything.”

3. In the long run, say ad men,
the rate-cutter cheapens his station.

1. Ageney heads believe the code
can have a long-range salutary effect
as a standard setter. but that it will
require education on the subject with-
in agencies 1o produce results.

5. Most important of all. in the
view of a 4 A’s director and big-agen-
¢y topper, is the fact that “the major
purpose of the recommendations is to
encourage the broadcaxters to run the
kind of business they should.”

spoNsOR queried all segments of the
industry, and received replies from
broadcasters. agencies. representatives,
trade as:ociations. Re=pondents range
from William R. Baker, Jr.. Chairman
of the Board of the 1 A’s and of the
Benton & Bowles agency. to non-t \
member Emil Mogul. whose agency
has been in the forefront of the dis-
pute with reps over efforts to get local
rales for his Raveo account. Among
the most skeptical of respondents is
William Caskey. General Manager of
WPEN. Philadelphia. who writes that
the 4+ A statement will hardly solve
anvthing v merely  “purporting to
wish that this sitwation would go

awav.” Statements begin on the op-
posite page. R
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PART TWO

OF A THREE-PART SERIES
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Look-alike tv plugs weaken g

ﬂ‘llerc once was a millionaire named
Obvious Adams. le got that way by
solving everybeody's big business prob-
lemns through a method ove:looked by

most of lns fellow men. He did the
obvious.

Doing the obvious is no trick with
us television copywriters. It’s the easy
way oul. Often a fairly safe and sound
practice to bool. Trouble is, after a
time we all get so confounded sound
in our thinking we hegin to look alike
and talk alike. And our commercials
do. too.

So what’s the answer? Avoid the
obvious? As far as the video portion
of our comnmercials is concerned, per-
haps this is the road to recognition.
It takes guts for a copywriter to fol-
flow it. And the fewer who have the
cuts, the better for those who do.

Research today provides a pitfall for
the copvwriter inclined to lean on the
picture-cliché.  Certain  research  has
now provided sone generalities about
food commercials: “If vou're selling
food on tv. show somebody eating it.”
The implication is that blunt, so it
doesi’t take brains and daring for
any copywriter to comply.

Bul wait a minute. In my own pri-
vate list of Three Great Food Commer-
cials now on televi-ion. only one shows
anvhody ecating. In that one. a little
airl is devouring a liunk of cake as
big as her liead. DBut there’s a twist.
No awkward posing here. She’s got it
smeared all over her face. She knows
and the viewer knows she’s enjoying
that cake.

Then weekly  series of
cheese commercials. shot entirely in

there’s the
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closeup, casual voice-over, showing
luscious ways of serving cheese with
other foods and by itself. Nobody is
cating il on camera, but my wife is
droolmg on sofa.

And what about that slice of ryve
bread which eats itself away, bite by
bite, in 20 seconds? Looks delicious
without anybody to stare e down as
lie eats it.

This i> no brief against showing
clhiaracters eating food in food com-
mercials. 1t s a Dbrief for avoiding
the obvious—for working harder 1o
create new and different visual se-
quences that could prove to make your
sales messages all the stronger. But
once you achieve it, don’t rest for a
minute. Others will follow, so keep
on the move.

Properly applied. modern-day tele-
vision research can be valuable to a
copy wriler. Tmproperly applied, it can
make him picture-lazy. Those who ap-
ply it improperly are these who are

LAST ISSUE (24 Jan)

Are tv commercials getting
word-lazy?

Arvthor Bellatre, anthor of {his serics, is v.p.
e charge of radio and te commereral copy al
BBDO. 1w his {hree articles, e deplores lhe
various mitalive rols info whieh e feels
mast L1 commereials have fallen. Heve, le
poinls onl (rife scenes. poscs, camera angles in
rideo ptugs whieh hare by won become *“ preture-
e offers suggestions for [resh
rarialions, makes plea for more Tmagiiation

elichés.”

slaves to generalizations from research
findings. 1f research, for example, ob-
serves that from a group of food com-
mercials tested, those which contained
eating scenes scored highest, 1t 15 not
always accurate to conclude that fu-
ture commercials <hould necessarily
picture eating seenes. No research can
ever offer a formula to creativeness—
and research experts are the first to
admit it. No research can ever give a
copywriter that one greal visual idea
that will set him above and bevond his
competitors. IUs onlv after he has the
idea, and expresses it tn an actual
commercial. research can move in and
tell him how great—or how lousy—it
was.

From the picture point of view, many
tv commercials  featuring on-camera
personality selling reallv get lazy. Of-
ten vou are forced to begin with three
constants: (1) vour product. (2) the
man or woman who sells it. and (3)

(Please turn to page 99)

COMING (2] Feb.j

Are (v commercials getting
talent-lazy?




ommercials gettme pieture-lazy

i:ssag‘es says Art Bellaire. Copymen must seek new, different visual ideas

Usunal voice-and-faece approach shouldn’t be
expected to hold viewers still, compete with
between-the-acts toilet habits. Use originality

Aveid the obuvious. 1 food commercials, it
isn’t necessary that the food be eaten. It can be
eflectively presented and sold in other ways

Steer away frowm trite poses when showing
someone holding vour product, No one ever
went wrong showing product in clear

Annonucer-behind-desk should not be over-
used. It is inexpensive but it is possible to
spend even less and still be niore interesting

Cartoons by Alphonse Normandla




“’a filmed version of 'Hit Parade’ ... but it’s got far more in terms of style and

| class which is saying a lot . . . everything about the show spells quality ... a sure

fire vehicle for any type of sponsor be it institutional, hard sell or any other.”

A .~ VARIETY

.” llil\llﬂ\\\\ mnmmuuuummml

OFFICIAL FILMS,
3?M%” but already snapped

IN

up in 20 markets by top quality adver
tisers like : ‘ . '

PACIFIC TELEPHONE
(California, Washington & Oregon), ‘
UNION PACIFIC RAILROAD,

TOWN TALK BREAD,

KINGSBEER,

WORTHERN BANK & TRUST,

PEOPLES TRUST &.5AVINGS. IS g/oﬁowlqmg@/ﬂ //g/

- . . : . - - ‘ = !
Music to the ears of discriminoting regional W Hollywood's most attrac- &C/&/ 30/‘? %d&‘of all-tir

and local sponsors seorching for @ new ; tive, newest singing sensations JOAN tavorites ore spectacular production nu”rl

TV show thot spells WELDON ond BYRON PALMER ond one of : bers inspired by o heortworming them!
P the country’s fovorite recording groups — such as “SHOW BOAT DAYS"* .. "‘ACAL
W&‘@Ww THE PIED PIPERS. : EMY AWARD WINNING SONGS"
p z /Jy “THE ROARING TWENTIES' ... “SALUl
~ Jack Denove,who super- TO LATIN AMERICA".
r ' M MIES),, ; vised the stort of “'Your Hit Porode onTV, :

MUSICAL DIRECTOR—Nelson Riddle,  :
CHOREOGRAPHER — Dovid Lichine. F
: $)




“,..probably the best musi- ., ..the brightest, most “Atlasttelevision is present-
tal show ever done either tuneful, most scenically im- ing a top quality musical
live or on film for televi- aginative half-hour of music show . . . you’ll come away
| sion.’’ yet brought to TV.” shouting.”’
BILLBOARD SAN FRANCISCO NEWS SAN FRANCISCO CHRONI

.

Qo ol

Strike it program-rich while YOUR area is still available,

superla ive Singing, Entrancin ancing,
:u?:erb’Stcgmgg s t B ° W,Q/ﬂ—./ MRE/ p//ONEI
TS THE FUN SHOW OF THE YEAR ~— o e : |
R THE WHOLE FAMILY ! S @ OFFICIAL FILMS, ixc.
1 v ] 25 WEST 45th ST., NEW YORK 36, N.Y. & PL 7-0100
: Atlanta ¢ Baltimore ¢ Beverly Hills » Boston » Chiccgo Dallas * Detroit * Minneapolis * S1. Louis

¥ Awerica s loacling dbsteibutor of uality T Fetws
THE STAR AND THE STORY + MY HERO « COLONEL MARCH OF SCOTLAND YARD
SECRET FILE U.S.A. * TERRY AND THE PIRATES + TUNE-O - TOWN AND COUNTRY TIME




- THE CRITICS TALK

about that terrific new musical film show

says Bi"bourdo “*Eddy Arnold

® Time’ shapes up
to be one of the highest potential TV film
vehicles. There’s no doubt that this show
will stack up as winner and possibly rank as
another Liberace.
““The show follows a definite format with a
unique utilization of a music base flavored
with a story line. It seems to this reviewer

says va riety: ““This series has a lot

of things going for it
in the admittedly rugged musical telepix
sweepstakes. It marks the telefilm debut of
Eddy Arnold, whose name needs little pre-
selling what with his RCA Victor recording
sales now at the 30,000,000 level... And while
Arnold, and rightlyso, is the kingpin, it’s more
than a singleton effort, as he’s aided and
abetted by a worthy supporting cast in the

says Janet Kerns ;e produces wi

sored and on the air in time to cash in on the
mammoth January publicity drive which
RCA-Victor is planning in celebration of
Eddy’s 10th year with them.

“The show may have a good chance to
make TV film history of the Liberace sort.

that several innovations production-wise, will
prove standard operating procedure for this
as well as many other shows using songs and
music.

“All in all, the show rates as one of those
few which are ideally suited for a million and
one sponsors, and this probably is going to
be the least of the worries confronting the
property.”’ —Steve Schickel

person of Betty Johnson, a pert, telegenic lass
with pipes to match, the Gordonaires, a real
pro vocal quartet, and Hank Garland and
Roy Wiggins, guitar specialists . . .

“With host Arnold projecting potently
throughout, this project has a folksy appeal
that escapes the strict country and western
idiom without alienating the c&w fans. It
could well be the first big telepix winner bear-
ing the Windy City dateline.”” — Dave

Arnold has sold over 30,000,000 records in
the 10 years (none of his discs has sold less
than 250,000 copies). When he replaced
Dinah Shore on TV last year, some of his
popularity ratings were higher than Dinah’s

. in fact, there were times he outrated
Eddie Fisher, with whom he alternated.”
~—Chicago American

£c ° 17
Eddy ArnOId Tlme ...a thrilling new half-hour musical film series ...

featuring America’s all-time singing favorite, Eddy Arnold . .. supported by a clever, talented cast.

? ’
We ve GO' em . . . Prices, brochures, audition prints, order blanks! 26 half-

hours now in production, ready for January release. Let’s hear from you!

WALTER SCHWIMMER CO.

75 East Wacker Dr., Chicago 1, lll.—FRanklin 2-4392
New York Office: Ted Beil, 16 E. 41st St.—LExington 2-1791
Hollywood Office: Tom Carradine, 5746 Sunset Blvd.—HOllywood 2-4448
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Projeet Editor

Charles Siuclair

vV VvV v vVvVV VY

Scope: Tv film men predict a boom year and $80
milllon gross in syndieated tv films and features

Cowpetition: Top firms make money, but rivalry
1s keen and mergers of syndicators are common

Selling: P’rice spread can range from thousands
to a few dollars weekly per market for tv filins

Clieunts: Syndicator-sold shows are aired at many lev-
els, from network to local, as result of quest for sponsor

New Filwms: DProducers are busy developing new
formats, from soap opera to cloak-and-sworders

Color: Most produetion continues in black and
white, but a few firms are rolling in color film

Research: Up-to-date charts by ARB and Nielsen
show aucdienee compositions, rerun film audiences

page

page

page

page
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0 million tv {im mdustr

“No business for amateurs® is how film men (lescrihei

‘L‘lore than $60 million worth of gross business will be
done in 1955 in made-for-tv svndicated films, And another
£20 million grosz will be done in feature-length movie
packages. That's the con<ensus of guesstimates from key
executives among the 125 companies that make up the
rambling, scrambling syndicated tv film industry. Total:
S80 million or more.

About 38 million worth of this sum will be in program
film =ales ta sponsors who will air their film purchases on
all of the three leading tv networks. Syndicators or syndi-
cator-producers who landed business at this level include
Screen Gems (Father Knows Best. Rin Tin Tin, Captain
Midnight) via General Artists Corp.: Television I’rograms
of Nmerica (/lalls of Ivy, Lassie. Captain Gallant) and
Official Films (Four Star Plavhouse). MCA-TV. one of
the "Big Three™ syndicators, has no syndicated property
directly on the network. but does handle the sale of many
packages at network level through its regular talent rep
functions. SG also produces Ford Theatre (NBC TV).

Some $12 million worth of film series will be contracted
this vear by national and regional advertisers for spotting
on multi-market station lists that may run anywhere from
five or «ix outlets to over 100 stations. A few: Ziv's Eddie
Cantor show [or Ballantine in 26 markets: MCA-TV's

Budgets: Production spending is reaching new heights.  Ziv's
“Eddie Cantor'" show costs $55,000 weekly to produce in Hollywood.
Shooting is in color. Show is sponsored in 201 U.S. Canadian cities

48
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Soldiers of Fortune for 7-U p in over 100 markets, starting
in April: CBs TV Film Sales’ Annie Qakley for Tv Time
VYopcorn on  alternate weeks in 115 markets: Guild's
Liberace for Bowman Discuits in 12 markets: NBC TV
['tlm Division’s Badge 711 (Dragnet rerun) in 32 markets
for Pure Oil: ABC Film Syvndication’s Passport to Danger
in seven markets for Weleh's Grape Juice.

The bulk of the syndicated business in tv-tailored film
series — about $40 million worth — will be done at the
local level thirough syndicators™ sales staffs. These local-
level sales. film men estimate. will be split alnost evenly
between slations, and local agencies and advertisers.

Almost all of the [eature film packages — such as those
ol Associated Artists, General Teleradio, Hollywood Tv
Service, Guild Films (formerly the MPTV [eature group)
and Hygo— are sold directly to stations, Sales calls are
rarely made by distributors on major ad agencies and clients.

Top spot advertisers, however, are taking much more
notice of feature film packages these days. This is particu-
larly true of prenium packages around which special pro-
motions revolve. \ good example: General Teleradio’s
Million Dollar Movie package showcased on WOR-TV,
New York, which now has eight participating sponzors at
34175 a weck apiece in the multi-exposure showings. Over

Mergers: Competitive pressures have forced many syndicators
into 1954-55 mergers. Biggest was between MCA.TV and UTP [ast fall.
Tie-up gives MCA 22 shows, such as new '"Man Behind the Badge"

SPONSOR




les and headaches aplent)

50 stations have bought the first MD3 package, and many
reps are now pitching slots in it to agencies.

The biggest business i= still in made-for-tv-films. At a
glance, the field looks like a real gravy train. [t isn’t.

liess than half a dozen companies arve really making
money in syndicated tv films. Another half dozen or so are
important factors in the business. but several are shaving
their profit margins paper-thin. The rest are hanging on
by their teeth. or else are specializing in some form of
programing such as cartoons or educational pictures.

In 1955, the syndicated filin business is one of extremes:

e The pricing range is almost beyond belief. A new
show in the top market, for example, may command a
price of up to $5.000 weekly. A rerun show in a small
market may be grossing as little as $10 weekly.

o The success of a few firms continues to be meteoric.
But in the past vear there have been more than half a
dozen mergers and consolidations of syndicators who had
leen financially backed against the wall.

e Syndicators are playing a wide variety of sales angles.
Often, they will try =everal at once. A few are virtually
shifting to production for network airing. One, Guild
Films, ix now in effect in open competition with networks.
Others are concentrating on big multi-market sales. Still

B&W filming: A few firms are shooting in color. But most new
production, such as shown below on ""His Honor, Homer Bell'* {syndi-
cated by NBC TV Film Div.) is b&w. Reason: Scarcity of color sets

ndicated television field, in which yvou can get rich or poor overnight

more are centering on station and local-level sale-.

e The market is flooded with syndicated film properties:
there are literally hundreds of series available. Producers
and syndicator-producers today are being forced to break
away from stereotypes and to find (or invent) new types
of programing. In addition, budgets on existing shows are
being upped 20 to 307.

e Color filming en masse in the syndicated field jnst
liasn’t materialized. About 807 of new production foot-
age will be Dblack-and-white. But some producers are
gambling on a 1955 or 1956 materialization of color tv in
U. S. homes and are shooting all (or nearly all) of their
programs on tinted film.

e Price-cutting, bargaining and various tvpe: of tie-in
package “deals™ are common in the syndicated film indus-
try today. Prices at which some syndicators are selling
existing film series in the top 50 markets are anywhere
from 10 to 3097 below those of last year for many shows.

That's the situation in brief.

On the pages following. are more details on the syndicated
film field today. Information was gathered by spoxsor
editors through a series of extensive personal interviews
with executives of the major syndicators and syndicator-
producers. * Kk

Musicals: One of new program film trends is to fancy musicals,
such as Official Fiims' "This Is Your Music.”" Growing list of spon-
sors includes Pacific Tel and Tel in 14 cities in three Coast states
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Hulti-market: Budweiser recently bought
"Damon Runyon Theatre." Here, D'Arcy ad-
men Roland Krebs, Jack Macheca [center
two) confer with Screen Gems' Ralph Cohn
(left), GAC's Pat Lombard on 50-market deal

Merchandising: Syndicators build audi-
ence, gain sales prestige for their shows
today by developing many merchandising
angles. Michael Sillerman, TPA chief, and
Jerome Capp, discuss tie-ins for “Ramar"

Film “network’: Guild Films has time-
and-program sales plan with over 50 Vitapix
stations and such shows as "“Liberace.” Brother
George and KBTV's Bill Michaelson chat with
pianist star before products of regional client

VIR W

Market is flooded with film re-

Reruns:
run shows, but best ones play on and on.
Gene Autry films of CBS TV Film Sales have
been shown as many as 17 times in a single
market (Chicago}, still draw ratings, clients

50

FILM: new sales gimmicks. new shows, new ﬂlli

COMPETITION: razor-sharp

Syndicated films continue to offer
the lure of millions of dollars in reve-
nue to those who make the grade.

Even major Hollywood studios, like
20th Century-Fox and Republic Pie-
tures. are currently eveing big-time
film syndication and have started
edging into 1it. Fox is now planning to
rent studio space to film producers and
syndicator-producers. is thinking seri-
ously of tapping its own huge resources
to enter tv film production. Republic
has signed a $4 million deal with Sax
Rohmer for the Fu Wanchu properties
that includes a series of half-hour syn-
dicated telepix.

At the top of the heap among svndi-
cators are such firms ax Ziv, MCA-TV
and Screen Gems. This “Big Three”
group are thumping monelary suc-
cesses; each grosses well over the $10
million-annually mark and shows a
substantial net profit. Although their
clief reason for success liez in the
quality of their present tv properties.
each of these firms has been back-
stopped in its growth by the financial
resources of large, experienced parent
colpanies,

Ziv for vears was by far the higgest
and wealthiest radio syndicator. MCA-
TV is the offshoot of one of the two
lcading talent agencies and has top-
level and fihn talent contacts.
Screen Gems is a subsidiary of Holly-
wood’s Columbia Pictures (Caine Mu-
finy, etc.) and has the facilities of one
of the best studios on the Coast at its
disposal.

Television Programs of America.
Ofhicial Films and Guild Films have be-
come notable successes in the svndica-
tion field without being linked to major
parents. All of these, however, have
been the product of shrewd ergers
and clever salesmanship which have
thrust them into the front ranks. The
network-owned syndication firms of
ABC, CBS and NBC tv webs have been
successful, although not in a class with
the top indusiry leaders.

But in the past 12 months. there has
been a round of mergers and consoli-
dations that have made trade headlines
again aud again. The trend of old
firms folding and new firms forming is
likely to continue in 19535, bv all ex-
pectations.  The big ones get bigger.

sales

More than a dozen series from
United Television Programs  includ-

ing Waterfront, lleart of the City. Lone
Wolf and Mavor of the Touwn  were

taken over in late 1951 by MCA-TV,
Wynn Nathan, former v.p. of UTP,
became a v.p. and general sales man-
ager of MCA-TV Film Syndication.
The move gave MCA-TV almost
two dozen made-for-tv film series to
sell in syndication.

The fall also saw a linking of Guild
Films, which has become a major syn-
dicator in less than four years, and the
station-owned Vitapix operation. Thus,
Guild has a time-and-program tieup
with stations in nearly 30 markets to
cover such Guild properties as its new
Ina Ray Hutton Show, Liberace, Life
with Elizabeth and others. Late last
month. Guild acquired the feature filin
packages of MPTV, which had been
rumored in bad financial straits for
nearly a year.

There have been several others.
MPTV turned its local-level syndication
selling over 1o yet another merged
group, UM&M. The re-activated Fla-
mingo Films took over United Artists’
Cowboy G-Men and also the Vitapix
feature-length films made in Europe by
Princess Pictures. National Telefilin
Associates merged with Coinet Tele-
vision. Official Films took over the
feature pictures sold by Lippert’s Tele-
Pictures. Consolidated TV Sales. one
of the svndicator pioneers, joined
forces with George Bagnall.

The situation was summed up by
Johu Mitchell, v.p. in charge of sales
of Screen Gems. when he told sPoxsoR:
“To be successful in the tv film field,
you've got to be a showman, a prophet,
a great salesman and a good credit
1isk. Syndication is definitely no busi-
ness for amateurs.” * * k

SELLING: poker face needed

The top syndicators today can name
a price and get it - provided the show
is new, good and in demand on the
part of stations and advertisers.

Ziv. for mstance, made many a syn-
dicator turn green with envy when it
asked for —and got- a reported $5.000
weekly from ballantine for just the
New York market in the brewery’s 20-
market =pread with the Eddie Cantor
Show. Although the production budget
on the Cantor show has. according to
Ziv President John Sinn, been running
at “more than 855,000 weekly in the
first eyele,” Ziv unow stands a good
chance of getting it back. plus a nice
profit, on the first run. The show, at
last count. was =old in over 200 mar-
kets in the U.S. and Canada.
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But syndicators whose lists of prop-
erties lack Dbig-name value and look
very much like similar lists of prop-
erties are forced to use other tactics.

A few syndicators are trying to keep
up their sales pace through the use of
“bulk” or “library” sales deals to sta-
tions, particularly new outlets in new
markets and ulif-ers in "mixed” mar-
kets. Instead of purchasing a single
series, a station may, under such a
plan, sign up for a whole library of
film series at a low per-show cost. Na-
tional Telefihn Associates, which has a
library plan whereby stations contract
for as much as 1.000 hours of pro-
graming, may get as little as $10 week-
ly per rerun show from small stations
in small markets.

In between such extremes of pricing,
almost anything goes. Some salesmen
manage to maintain firm price struc-
tures because their shows are “hot.”
Others conduct their business in the
classic tradition of poker-faced horse
traders, with the seller quoting a too-
high price and the buyer a too-low
price until a compromise is reached.

“Cut-price selling 1s one of the
toughest problems we’ve got to face in
film syndication,” said Don Kearney,
sales v.p. of ABC Film Syndication.
“There’s no industry-wide policing by
an industry organization. Stations now
haggle on almost every local-level syn-
dicated sale, and brag to their friends
if they can knock the price down. In
the top 50 U. S. markets, show prices
have generally been forced down as
much as 30%, except for a few top
programs.”

Is there such a thing as an “average
price” for a half-hour film show? Film
mcen queried by spoNsor didn’t for the
most part think so. But continued
questioning produced a “loose average”
of around “8700 weekly” to sponsors
for a strong show on a good station in
a major market today.

lu explaining the wild pricing prev-
alent in the industry, several film men
pointed out that there’s a rea=on for it.
“Market-by-market pricing can depend
on as many as a dozen variables—any
one of which can change at almost any
time,” is how Jake Keever, national
sales manager of NBC TV Film Divi-
sion put it.

These factors. as sales executives
describe themn. vary from the size and
importance of the tv market, the im-
portance of the station involved, the
time rates on the station, to the sta-
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or plans of industry are detailed in report below

tion’s network afliliation. Other fae-
tors: the general degree of competition
in the syndicated fiekd; the number of
other shows of a similar tspe on the
market; the age and “run” (first? <cc-
ond? subsequent?) of the ilm; wheth-
er or not the market shows a growth
potential in tv sets: whether or not new
stations are due to come on in the
market; the degree to which the profit
margin  of the
trimmed.

can be
* Kk K

syndicator

CLIENTS: ot cvery level

The film syndication industry often
looks as though it can’t make up its
minds about whom it’s selling to.

e Screen Gems, for instance, is defi-
nitely in the orbit of network film pro-
ducers and program sellers. Accord-
ing to sales v.p. John Mitchell, the Co-
lumbia Pictures-owned firm draws
“about 70% of gross revenue from
shows aired on networks, about 20%
from various forms of syndication, and
the rest from film commercials.”

e Television Programs of America
will shortly have the same number of
shows (three) on the networks as
Screen Gems, but will draw up to 50%
of its expected 1955 revenue froin
straight syndication. TPA looks upon
a network-aired show partly as a reve-
nue-earner, partly as a prestige item.
Stated Michael Sillerman, executive
v.p.: “Local advertisers are happy to
do business with a company that pro-
duces films like Halls of Ivy and Lassie
carried on national networks. It’s like
buying a car from General Motors or
buying a bridge from U.S. Steel.”

e Ziv and MCA-TV are out of the
network picture as far as syndicated
properties go. Official Films has one
package, Four Star Playhouse, aired
on a network basis and draws only
about 10% of its revenue from net-
work activities. But all three will draw
from 40 to 657 of their 1955 revenue
from the sale of shows to sponsors for
airing on a multi-market basis, and
are actually competing strongly with
network-controlled program selling.

e Guild Films is even more conr-
petitive with networks, and has in ef-
fect put itself forward as a direct rival
of welb telecasting. As a result of its
tieup with Vitapix to offer time-and-
program availabilities in over 30 mar-
kets, Guild’s Reub Kaufman told srox-
sor that he had “no intention of sell-
ing any Guild shows to sponsors for
airing on CBS TV. NBC TV or ABC

(Please turn to page 60)

Internntional: Film syndicators are mov-
ing into foreign markets. Canadian Admiral's
ad manager Denis Olorenshaw signs for ABC
TV syndicated 'Passport to Danger' for 26
cities. ABCmen Shupert and Donato beam

Bull: sales: New trend in syndicator sell-
ing to local outlets is "library" package in
which stations sign for hundreds of film hours.
One of many shows in NTA’s library sales is
"China Smith" series with star Dan Duryea

Features: Tony Martin, Yvonne de Carlo
("Casbah") are stars in such big first-run
feature packages as "Million Dollar Movie”
of General Teleradio. On WOR-TV, N. Y,
package has eight $4,175-weekly sponsors

Specialties: Growth of tv has meant bet-
ter chance to syndicate special-appeal shows,

such as Award Television's new, in-color
“"Jimmy Demaret” golf series. Show has star
quests like Bob Hope, Bing Crosby, Snead
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A FIRST RUN, BRAND NEW SERIES OF 26 ONE HOUR o
FILMS (Shot Specifically for Television) featuring match America’s

elimination games between champions of the bowling
world for major cash awards. America’s top stars
under our exclusive contract. This show will build a top
rating overnight in any time slot regardless of com-

petition—even the best feature films.

All-Star Bowlers in the "Championship
Bowling” Lineup:

STEVE NAGY (1955 All-Star Singles Champion)
DON CARTER (1954 All-Star Singles Champion)

BILL LILLARD ED KAWALICS
JUNIE McMAHON BUZ FAZIO

JOE WILMAN JOE KRISTOF
BUDDY BOMAR CARMEN SALVINO
PAUL KRUMSKE ROBBY ROBINSON

AND OTHERS

\ No. 1
Sports |

Show
on Film




Scores Exceptional Ratings
" in Market after Market

Here's o typical Metropolitan market experience: Here's a typical small market experience: In
' After 3 weeks on the air in Cincinnati (WKRC-TV) South Bend, Ind., where 3 stations come into the
~ at 1 to 2 P.M. Sundays, “Championship Bowling” market, and against the week's top live sports

J comes up with a terrific ARB . .. show (CBS fights) on Wednesday night—this is the
"Championship Bowling" Hooper:

" wieerv 14.2 wser.v 22.0

Second Station 3.6 Second Station 6.0
Third Station 3.0 Third Station 2.0

“‘Championship Bowling' also scoring rating “‘strikes”’
in 62 other markets including:

WPIX-TV—NEW YORK « WGN-TV—CHICAGO
WFBM-TV—INDIANAPOLIS « KHJ-TV—LOS ANGELES
WDAF-TV—KANSAS CITY « KTRK-TV—HOUSTON
KTVW-TV—SEATTLE-TACOMA « XETV—SAN DIEGO
KFEL-TV—DENVER « WHAM-TV—ROCHESTER
WMIN-TV—MINNEAPOLIS

For descriptive brochure, prices and audition
film, write, wire or phone

WALTER SCHWIMMER CO.

75 East Wacker Dr., Chicago 1, lll.—Franklin 2-4392
New York Office: Ted Beil, 16 E. 41st St.—Lexington 2-1791

». Hollywood Office: Tom Corradine, 5746 Sunset Blvd.
Hollywood 2-4448




America’s Top

STARSTUDDED SPORTS SO

A Fifteen-Minute TV Series With A Million Dollar Selll

0
D
z
-

——
Featuring Such
Outstanding Guest Stars As:
- BING CROSBY * BOB HOPE
These Stars Will Work TED WILLIAMS * SAM SNEAD
For YouOnTheJIMMY

DEMARET SHOW BOBBY JONES

FIRST 13 SHOWS FILMED
AND READY TO GO RIGHT NOW! 39 SHOWS IN ALL!
Here’s A Combination of PERSONALITY~FORMAT-~STARS...and

a ready-made market that will make the JIMMY DEMARET SHOW
the hottest fifteen minutes in television!

Over 25,000,000 rabid golfing fans form an immediate, eager audience for
personal instructions, anecdotes and interviews by their all-time favorite
... the smiling, colorful Jimmy Demaret.

Jimmy Demaret delivers
the Golf Market—An
active, enthusiastic
market—geared to

A GRAND SLAM FOR PRODUCT PROMOTION, TOO- backing their interests

o A Million Dollars Worth Of Free Advertising—Five national advertisers with buying power!

A now using Jimmy Demaret will slug in “Watch the Jimmy Demaret TV
/ Show” in large space ads appearing in Life, Look, Saturday Evening
TED WILLIAMS Post, Newspapers, et.C- Jimmy Demaret and his
» Demaret mmself delivers personable, polished commercials!
b e The Jimmy Demaret Golf Instruction Book is ready for sponsor imprint! top-name guest stars give 1§
ol ¢ IFilmed in color!

drawing power that will

o I'ull publicity and promotion program backs the Jimmy Demaret Show

’ i ) constantly! A natural from any point of view. appeal to millions of

SAM SNEAD ‘ 1 TV viewers of all interests |
. AN & <K L
(-~ A aill [elevision (o i e}
. N Y P @ ‘ One of the all time money winners on
L J ¢ the links, Jimmy has a great commer-
QU S

PRESENTATION j cial record as well. His reputation,

3.&_.4@@ \ personality, colorful dress and sales-

J manship make him one of the most

BOBBY JONES JIMMY DEMARET successful TV salesmen available.

For further information or audition prints, phone, write, wire, Award Television, 1501 Broadway, Room 1501, N.Y.C., N. Y., WI 7-6



FILM: can reruns still draw large audiences?

— e—

Answer to this poser, on the basis of the Nielsen figures
below, is “yes.” Film rerun share of audience is only 9%
lower than original telecasts, and average minutes of view-
ing only 6% less than first run, Since study is basically
a comparison of winter originals with sumnmer reruns, drop

in ratings is due mostly to lower sets-in-use at time of

Summer ratings drop but share holds up well on reruns

NIELSEN RATING

SHARE OF AUDIENCE

rerun shows. Charts here analyze repeat telecasts du
both summer and winter of 1951 of 24 different program
a total of 254 reruns. Says Nielsen firm of comparison
of new and initial rerun showings: “No appreciable differ-
ence shown.” Study is based on Nielsen Television Index
ficures and are thus considered representative of U. S.

No “mass walkout” on tv reruns

AVERAGE MINUTES VIEWED

4

31.1% 41.2%

23'5 G 22-051!-5.

43.1%
22.0%

Original Rerun Original Rerun

Average of the 254 repeat film telecasts checked by Nielsen is 29%
lower in rating than the original. But, as Nielsen points out, “since
the potential audience is considerably lower during the rerun times;
a more accurate appraisal involves share of audience and average min-
utes viewed.” The average rerun show gets a share of audience that
is 91% of the level of the original, according to the tv research firm.

Original Rerun

Reruns also hold audiences who
dial them, even if large per.
centage has seen it before.
Rerun is less than two minutes
below level of first run in terms
of minutes spent viewing a show.

Winter season repeats are only 20% “off” in rating, and almost a match in share of tv viewing audience

NIELSEN RATING

ORIGINAL RERUN ORIGINAL RERUN

28.1% 28.1%

22.5%
: : 18.6%

WINTER SUMMER

Special break-out of 'summer dnd winter repeats were
part of Nielsen study. Summer repeats fell between 15
June and 15 September; winter reruns at any other
time. Charts give adnien a chance to find out how well
a rerun show will do if it runs in the same season as
the original show (not just summer vs. winter). In
terms of ratings, winter repeats (there were 53 last
year) were only 209% lower than the first runs. Summer
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SHARE OF AUDIENCE

ORIGINAL RERUN ORIGINAL BERUMN

43.3% 38.7% 42.5% 39.3%

WINTER SUMMER

repeats were 34% lower than the originals. But winter
rerun shares of tv viewing audience were only off an
average of 11%. Summer repeats were off even less—
8%. The reruns in both seasons also leld up strongly
in terms of average number of minutes of viewing. Win-
ter repeats were down 5% and sumnner repeat shaws
were down 7%. Admen therefore can safely assume
that good reruns will draw big audience at any season.
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In the happiest
show on radio!

starring o

DDIE
CANTOR

" with

JIMMY

~ Eddie’s favorite
clowning partner!



MR. SPONSOR!

Put this big-time radio show to work

for you now! Think of the merchandise
you'll move, the money you'll make!
The best spots in radio go the fastest,

so call your local station today!

IF YOUR STATION HASN’T GOT
CANTOR, TELL THE MANAGER TO
GET IN TOUCH WITH ZIV QUICKLY!

M/Pff;/

MR. STATION
OPERATOR!

Don’t be caught without this
BIG-DEMAND SHOW. With it,
you'll be selling people you've
never sold before...you'll be
pulling more business from
your regular advertisers .

YOUR MARKET MAY
BE CLOSING SOON.
MAKE SURE YOU'RE

| “THE STATION WITH
CANTOR”., ACT FAST!
WIRE, PHONE OR

you'll be taking over your com- WRITE, BUT-, /fz,
petition’s best customers! DO IT NOWI
: A New y,
6 1-minute spots every Ow
half-hour for single or ik "\\
b participating sponsors! . R S

k 3 LS S [
#
| I o
| 1
2 Tk, !
& . .
-

HERE'S WHAT YOU GET!

*

w You get

D

% You get the

COMEDY SHOW
ever offered to
local sponsors!

ZIV'S ANSWER TO LOCALRADIO'S BIG [l

NEED FOR BOLD, NEW PROGRAMSI

Ry y

/Soy ‘
foqp . Wiy é

\ ”o‘lm%

OHlp

i



FILM:. How does film audience composition vary?

The chart below. specially prepared for spoNsor by the
American Research Bureau. will be of great value to tv
adimen who have asked questions such as these: *Do kids
really watelr kid shows?™, “What kind of syndicated films
do women watch?” or “Do mysteries reach only an all-
male audience?” Most of the shows below are well-known,
and represent several basic types within program cate-
gories. Dercentage figures in columns below are hased on
ARB tv ratings for the month of October, 1954 in a cross-
section of major . S, markets. These markets comprise
New York. Chicago, Los Angeles. Dallas-Fort Worth, St.
Louts and Atlanta.

The chart contains factzs which may come as a surprise

- N
COMPGSITION OF AUDIENCE !‘)‘ @ COMPOSITION OF AUDIENCE
\:/ ' el

Westerns

MEN WOMEN CHIL

RANGE RIDER ............. .. 17 17 66

ANNIE OAKLEY .............. 21 23 56

WILD BILL HICKOK ........... 24 21 55

KIT CARSON .. .............. 26 27 47

Adventure

SUPERMAN 16 21 63

WATERFRONT ............... 34 29 27

RAMAR OF THE JUNGLE ... ..... 22 20 58

TERRY AND THE PIRATES ... ... 15 17 68

If_lystery
BADGE 714 ... ... ... .... 32 37 31

| LED THREE LIVES ... ... ... 30 45 25

RACKET SQUAD ............. 33 40 27

CITY DETECTIVE ... . ..... ... 37 50 13

58

to many tv agencymen and clients. Western shows, for
instance, aren’t confined just to the moppet audience; they
get anywlere from a third or more of their audiences from
adults. Mystery shows sometimes draw female viewers in
amounts that compare favorably with straight drama and
musical programs; “City Detective,” for example, pulls
5076 of its audience among the ladies, “I Led Three Lives”
draws 457. Situation comedies, such as “My Hero,” draw
a well-balanced “family” audience—one reason why they
are o popular with advertisers seeking a mass audience.
Some individual shows are clearly reaching specific audi-
ences. “Douglas Fairbanks” has a few kid viewers, appeals
to adults. Time slot, of course, is important factor.

Situation Comedy

MY HEROS ... ... 30 32 38

Drama

JANET DEAN, RN. ............ 32 39 29
DOUGLAS FAIRBANKS PRESENTS .. 39 58 3
FAVORITE STORY ... ......... 30 43 27
STORIES OF THE CENTURY ... ... 35 41 24

Cltil(lrgega’s Shows

HANS CHRISTIAN ANDERSON* . ... 13 18 69

Music_

GUY LOMBARDO* .. .......... 33 44 23
LIBERACE . ................. 32 56 12

Sports

ROLLER DERBY* ............. 35 4 21

*Rated In once market only.
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PORTRAIT OF A TEST MARKET

~ Essex
| Hamiltan
| . ,
i e ! ey Windsar
? ';( P Rutiand
i\ i
K 2 < VT
r ,h warren E E
i < {Wosh- =
i - - > { lo)
o° ingtan @ Cloremont
R .: My\
= | Saratogo B Windham
w e
T———— S n
= | Fultan RS n
= ; oo o i o
| i o Soratogo n Keene
(o] Springs 9'
Q
o n
Herkimer o}
lpg 2
Y o ‘
oOTvoy F klin
. a
Ofwaterviiet BeNoorth ey
AlbonyOfORennselaeq rAdzms LGreenheldo
Renss- K 3
g | r 4
Albany | olaer_ sh % .
- : P Haompshire

r O o™
P § Greene
Deloware J

\
¥ Not\‘\°m° MA S.

(o]
Pittsfield

~ Ulster \
Kingston O
Dutchess

Litchfield !
OPoughkeepsid o
F Torrington 1}
OBeocon ‘

You can reach 26 cities, each with more than 10,000 population,
with just one message on WRGB, maximum power VHF station in
Schenectady, N. Y. From the metropolitan area of Albany-Troy-
Schenectady to the rural communities through New York and New
England, you can reach every class you desire through WRGB and

service them all with follow-up point-of-sale calls. Ask for details on
WRGB’s unique test market today.

A GENERAL ELECTRIC STATION IN SCHENECTADY
Represented Nationally by NBC Spot Sales
THE CAPITAL DISTRICT’S ONLY FULL-TIME TELEVISION STATION
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FILM SELLING

(Continued from page 51)

'V and that he would “concentrate
stricth on major regional and local
>ale.~.“

e \ational Telefilm Associates has
two new packages, Country Doctor and
Parole Chief (the latter from the earh-
er Vitapix) which it hopes to sell first
in bie multi-market deals, But \TA
will probabhy draw up to 75% of its
revenue thi= vear from strictly local-
level sales, “"You make more money

SPECIAL PRE-PUBLICATION OFFER!

per-market on a local deal if you're
willing to take the long haul in getting
vour money back.”™ NTAs Martin
Roberts explain. “On a network-level
or major regional sale, you may have
to discount yvour prices for such a
multi-market sale to the point where
vour over-all profit margin narrows.
Besides, voure then in a vulnerable
financial position.  1f vour big client
cancels, you've really got to scramble.”

Is there a rhyme and rea=on to these
divergences in -ales approaches?

The answer is “ves.”

"32 TELEVISION TALKS'

transcribed from the

BMI TV CLINICS—1954

Combines the knowledge and
experiences of 32 TV leaders
in every phase of TV
programming and production
... factual, informative and
down-to-earth talks by men
who have been in the
industry from the ground up.

Published by BMI at $7 and
made available as an industry
service at the cost of transcribing
and printing — $4.20 post paid.

! —

“32 Television Talks” i< an entirely
fresh and stimulating report of the
BMI TV Clinie sessions conducted in
New York, Chicago and Los Angeles
during 1951 ., . a new and np-to-date
book which follows np “Twenty-Two
TV Talk<,” publiched in 1932,

“low to do it i~ the theme of “32 TV
Talk.”” with complere data on such
vital topies as: film bnying and film

programuing . . .
erents .
educational and commercial programn-

news and special
.« lwcists in production . .,

ming . . . low cost production . ., local
programming . . . promotion and pnb-
lic relations . ., ideas and imagination
. a~ well as dozens of other essential
clemenis in TV,
In addition to the 32 talks, the book
ineludes transeripts of the QUESTION
and ANSWER periods of the Clinies,

Publication of 32 Television Tallks™ will be limited. Order your copy today.

60

. BROADCAST MUSIC, INC.

589 FIFTH AVENUE, NEW YORK 17, N.Y.
NEW YORK ® CHICAGO ® HOLLYWOOD e TORONTO e MONTREAL

Svndication selling is motivated by
two industry-wide pressures:

1. The time squeeze. The diflicul-
ties that sponsors and syndicators—-
run into in clearing time slots for tv
film shows cover a wide range. ['ure
Oil, for instance, airs its Badge 714
in 32 markets throughout the Midwest
and Sonth. The film shows (a rerun
of Dragnet) are spotted in such mar-
Kets as Chicago. Cleveland. Milwaukee,
Cincinnati, Norfolk and Atlanta.

Because the show is a strong prop-
erty and Pure Oil moved into its time
slots early in the game, the show gets
eve-opening spots. No less than 10077
of the 32 stations air the show in slots
between 7:00 and 10:30 p.m.; 60%
of them air Badge somewhere between
6:00 and 10:00 p.n.—tv’s peak view-
ing hours, according’to Nielsen.

But clearances like this are the ex-
ception, particularhy on stations in the
Fastern U.S. Network programing has
spilled over into the 10:30-11:00 p.m.
slots across the board on NBC TV and
CBS TV in Eastern areas and runs as
early as 7:00-7:30 p.n. In between,
the *S.R.0.” sign is out. Even though
stations nmiake more money from spot-
placed syndicated film shows, there’s
often just no time for sale.

“The question we're asked most of-
ten bv major agencies when we're
pitching a show for a multi-market
sale,” sard Ofhcial’s HerDh Jaffe, “is
‘what kind of time slots can we get?’
I'll tell them ‘You can get good slots
il you Imnt hard enough™ but it’s hard
to convince admen of this.”

Result: Svndicators today have to
take a long, hard look at their exist-
ing properties and then decide just
how high they can shoot with it
“When producers are talking new
properties to ns or showing us pilot
films, we can tell today with a fair
degree of accuracy jnst what kind of
time slots a show can command.”
stated David Sutton. MCA-TV v.p, in
charge of film syndication. “The best
ones will be no problem to the spon-
sors, Stations will manage to clear
slots even in ‘network time™ for them.
and we'll have no hiesitation about sell-
ing them to mmlti-market advertisers.
But the shows below the top level will
have to be =old on a local or small re-
cional hasis.

“That's why yon'll see some s\vndi-
cated shows aired on networks, some in
big mnlti-market deals, some in local
sales and some offered at cut prices on

SPONSOR



any basis whatsoever.” he concluded.

2. The financial squeeze: The big
New York and Hollywood banks and
financial interests that loan money to
tv film procedures and syndicators—
Chase National, Banker’s Trust and
Bank of Ameriea, to name the leaders
—also determine, in a roundabout
way, the direction of much syudicated
selling.

In order to launch a tv film scries
today, a producer or syndicator-pro-
ducer combine must be able to scare
up. by industry consensus, at least
$300.000 for a 13-week, half-honr
film series. The money is borrowed—
and must be paid back.

I a Alm seller has plenty of money
to meet his notes, there’s no great
problem. But if he’s caught in a
squeeze—and some of the higgest firms
in the industry have been so caught—
between his operating and/or produc-
tion costs and slowly moving sales on
a new product, he’ll look quickly for
a way to unload.

He will, in other words, no longer be
able to make a higher—if slower—
profit in market-by-market. station-by-
station sales of his films. He may have
to (1) make a discounted offer to a
network-level or major regional adver-
tiser, or (2) start slashing prices at
the local level or make a tie-in sale be-
tween his “eold” property and a “hot”
property {as rum was sold with scotch
during the last war).

This doesn’t mean that all the big
network-level and regional sales you
see today in the syndicated film field
are caused by film men who are dump-
ing their products in a hurry. Most
are high-level. profit-making sales.
But some of the “*big” sales in recent
months have operated on paper-thin
profit margins in which the syndicator
heaved a sigh of relief to be out from

pum

Now . . get movement on your TV slides
for almost the same cost as still slides.

It’s a new trend inspired by Filmack -
pioneered - stop- motion techniques.

Contact Filmack for all your TV film problems!

under the problem—if ouly for a sin-
gle season.

“You have to have a strong property
that will command good time slots-
amd sponsors—in all major cities lo
even make baek the original ‘nut’ on
a tv film series todav,” is how a CBS
TV Film Sales executive, Walter Scan-
lon, summed it up. Added the film
man, “You can make more money in
the long run from straight syndication,
but you can also sink before vou get

your investment back in local sales
today.” * k%

NEW FILMS: **no stercotypes*

If the syndicated tv industry were to
film its own story, it would look some-
thing like a speeded-up motion picture
about the rise of the Hollywood the-
atrical film industry.

Tv filming had its initial burst of
programs in which the tv audience—
and sponsors—ate up practically any-
thing that came along. Then, in the
past three or four years. star names
have developed, major Broadway and
other properties have been adapted.
At the same tine, some performers
have slid toward oblivion and some
producers found they just couldn’t
make the grade.

Today, as the 1955 advertising sea-
son begins to hit its stride, the new
programing from syndicators 1s reach-
ing a maturity of technique and plan.
ning.

Several major trends are apparent:

1. The drive to upgrade production.
There's been a general upward trend
anyway in production budgets—in the
neighborhood of 109 for the indus-
try, on the average—due to union and
talent demands. and the higher cost of
film raw materials.

But producers and syndicator-pro-
ducers are spending more money to-

10 Seconds

i DPlus small cost
of reproducing
your art.

SEND FOR
SAMPLE REEL

1331 South Wabash F".M A(K S‘I‘UDIOS 630 Ninth Ave
| Chicago 5, lllinois New York, N.Y.
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BEST
DOGGONE

SPY STORIES

SINCE
MATA HARI

And CESAR ROMERO stars in them
as Steve McQuinn, globe-trotting
diplomatic courier. The people you

want to reach will follow Romero . ..

into a strange adventure which
starts in a Budapest prison . .

on the trail of a missing scientist in
Tangier . ..

through a near uprising in
Casablanca ...

on a rescue mission in Ankara . ..

as he risks his life for a lady in
Madrid . . .

even to the inner chambers of the
fabulous Scotland Yard.

What a show! What a star! What a
sure-fire selling vehicle! Better
reServe your market . . . now!

CESAR ROMERO, starringin...

~
\

PASSPORT
TO
DA

produced by
Mal Roach, Jr.

GER
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Wit
1\ME N 1
B\G' ow _Buoct

u
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ABC FILM

SYNDICATION, INC.
7 West 66th St, N. Y,

CHICAGO = ATLANTA « HOLLYWOOD » DALLAS
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TOP TWO...

CBS IN COLUMBUS, GA.

WRBL RADIO
5-KW
(NCS 1952—10-100¢%)
Population

E. B. Income (000) $519,137
Retail Sales (000) $257,776

WRBL-TV

channel 4
(Pulse Area Survey Nov, °31)
Population 937,910
E. B. Income (000) 8785.909
Retail Sales (000) 3112,308
Source SV May 1954

COLUMBUS, GEORE/A

Essential
Couel‘age./

I UNDUPLICATED!

WWOR-TV. CH. 14
serves and sells
wofcssrsn [
COUNTY:

[¢ )
THE NATION'S SZNWQ

Now, * Over 76,000 UHF sets
Receive the Best Picture on
Only

Worcester County's
TELEVISION STATION!

*Based on Pulse, Inc., Survey, Dec., 1955
see PAUL H. RAYMER CO.

WWEOR-TVY

IST STATION IN NEW ENGLAND'S NO. 3 MARKET
A B C — DUMONT
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melodramas. In the first of the-e areas,
Official is launching Juliet Jones, an
across-the-board dastime -oap opera
baszed on the syndicated comic <trip ¢
the same name. Budget: $15,000 week-
Iv—about £6.000 more than the aver-
age live network soap opera. *“Thi- i~
one kind of show that doe<n’t exi-t in
quantity and which <tations can’t du-
plicate locally,” <said Official’s Herb
Jaffe. The syndicator will also have
no less than three new mmade-in-Europe
costume serie- — Robin Hood, Thr

Musketeers and Scarlet
“You've got private eves. cops. West-
ern heroes. international adventurer-
aplenty today.” Jaffe explained. “but
who's got historical adventure?” Of-
ficial expects to launch a twin trend
with it= soap opera and adventure
shows.

Pimpernel.

e Ziv is planning to launch a pro-
gram series shortly ained at the mil-
lions of Americans who dote on sci-
ence fiction. In conjunction with Ivan
Tors, Ziv will soon start Hollvwood
production on ScientiFiction Theatre,
with a high production budget. Tales
of Tomorrow is currently being syn-
dicated on a re-run basis (via kine-
scopes) by an independent distributor.
Tee Vee Co., but Ziv will have the field
pretty much to itself with this brand of
adult *space” entertainment. More
may soon be on the wav.

o TPA may be the first syndicator
to offer the Sahara sands instead of
prairies as the locale of an outdoor ad-
venture series. Due to start shortly
on NBC TV (60 stations) is Captain
Gallant of the Foreign Legion. for
Heinz, with TPA syndicating it as well
in non-Heinz marketz. Independent
producer Ed Gruskin will soon join in
with Pepe le Moko (remember Charles
Bover in Algiers?), a series to be shot
in North Africa and syndicated
through UMS&M. Errol Flynn is ex-
pected soon to turn tv film star and
appear in a series called March or Die
(the Foreign Legion again) to be svn.
dicated through CB> TV.

o Major Television Productions, a
distributor of feature and religious
filins, recently announced that it would
seek a =specialized audience through
svndication: the well-educated class.
Soon to be launched in syndication
will be a half-hour series called En-
chanted Music. a pot pourri of opera,
symphony and ballet. Also due from
Major this vear: a quarter-hour series
of piano classics. called Music for
Millions: a series of half-hour political

HOW TO
TURN A
“HOT"”
PROPERTY
INTO

COLD CASH:

BUY CESAR ROMERO...

always a big name —now even bigger!
(Current top-budget motion pictures, plus
high-rated tv appearances prove it}

IN PASSPORT TO DANGER...

a high-tension series of world-wide
adventure .

TO SELL YOUR PRODUCT

to his vast ready-made audience! Other
top advertisers are selling their products
with this show. Why don't you?

CESAR ROMERO, starring in

PASSPORT
TO,
DANGER _

A
; &
{ \OW- BUDGE '(
A G
price 1A A

~

e \IW“H

ABC FILM

SYNDICATION, INC.
7 West 66th St., N. Y.

CHICAGO - ATLANTA - HOLLYWOOD - DALLAS
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MT. WASHINGTON TV

ACME ?QLIN CO.

f -
[ —]

D

“Best darn salesman I’'ve ever seen!” A~~~ <

W/ 7,
Talk about a good salesman! Mt. in the area combined. The sponsors of
Washington TV makes the calls — Jack Benny, The Lone Ranger and
plenty of them. Its territory is most Person to Person are among over 80
of Maine, New Hampshire and Ver- national advertisers who have put their
mont which it covers at about half money on one of the best salesmen in

the cost of any other three TV stations the business — Mt. Washington TV.
CBS-ABC W M T W Channel 8

John H. Norton, Jr., Vice Pres. and Geners! Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, Inc.

64 SPONSOR




documentaries called The World's
Powder Kegs in a style somewhat like
the March of Time; and a series of
fairy tales set to music. * ok *

COLOR: watchfnl waiting™

The rush into syndicated color films,
anticipated last year at this time,
hasn’t materialized.

L. Producing: Only a handful of
firms are regularly producing color
films for syndication on a speculative
basis. These include two of the indus-
try leaders — Ziv and Guild — and a
number of the smaller independents,
Sheldon Reynolds, Award
Television, George Bagnall, United
Producers-Distributors. Lakeside and
Mode-Art. Ziv films every onc of its
shows in color,

suclh as

* Rt * * * * * *

¢¢Let us tnrn onr backs on the prophets

of doom—Ilet ns be self-confident real-

ists. We will have readjnstments or

dips in bnsiness from time to time over

the vears, but we need not have a dev-

astating depression if we gnard against

being paralyzed by fear. Since free-

dom and confidence are essential part-

ners in progress, we mnst be eertain

that we sustain our confidenee as indi-
viduals and as a nation.*?

ROGER M. KYES

Vice President

General Motors

Detroit

* * * * H * * *

2. Testing: Another small group
has shot some syndicated filins in col-
or. but aren’t active in color produc-
tion at the moment. Screen Gems
turned out a series of Ford Theatre
films (aired on NBC TV but also syn-
dicated) in color. Now, Screen Gems
V.p. Ralph Cohn says “we will do
nothing on speculation.” Part of the
Gene Autry production (syndicated by
CBS TV) has been in color, but fu-
ture plaus, according to producer Ar-
mand Schaefer, are “indefinite.”” Two
of the MPTV properties now handled
Ly UM&M-—Duffy’s Tavern and Jun-
ior Science—are in color, but the oth-
ers are continuing in black-and-white.

3. Waiting: Most producers and
syndicators are following color devel-
opments closely but aren’t doing any
more than organizing their color plans.
This group includes MCA-TV, TPA,
NBC Filmt Division, ABC Film Syndi-
cation, Official, CBS TV Film Sales.
Typical commment: “We'll be ready
when the color receivers are there.
Meanwhile — black-and- white,” said
David Sutton. v.p. in charge of MCA
TV syndication.

The principal roadblock to syndi-
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cated color production is no longer a
question of “what film stock is best?”
or “how do we dress a set properly
for color filming?™ 1t's a matter of
the ~carcity of color receivers and the
slow rate of installation of color film
projection gear by local stations.

A year-end checkup by sProxNsor
(see 27 December, 1951 issue. p. 91)
showed that less than 18.000 color re-
ceivers were manufactured in the first
10 months of last year, and that only
300.000 (enough for about one in ten
tv homes) will be made in 1955. A
SPONSOR survey of stations showed too
that while more than 509 of stations
are now geared to telecast network
color only about 307 will have local
color film equipment by the end of °55.

Speculative color filming in the syn-
dicated field is generally treated as a
long-range investment, not a present
commercial realitv. Ziv's John Sinn.
for instance, told spoxsor that the firm
had invested “more than $1 million™
in its post-1949 color production and
that “it may take quite a while to re-
cover all of the color costs but we
know we will eventually.”

Color is also a luxury investment.
Guild’s Reub Kaufman, who has shot
a series of 13 Liberace shows in color.
says that “to film the same show in col-
or, with no substantial variations from
black-and-white production, adds any-

where from 20 to 30% on top of pro- .

duction budgets.”

In the competitive syndication field
—where costs must often be held to
a rock-bottom minimum-—this differ-
ential can seldom be passed along to
the buyer today. Few syndicators are
willing to try.

The generally cautious attitude of
syndicators toward color production is
also traceable to the niixed successes
of the few color film operations to date.
Last fall, for instance, Ford decided
to pay Screen Gems to switch produc-
tion on Ford Theatre into color. Costs
nmmediately went up about 209%. most-
ly for color film stock and processing.
The original plan was to have 25.000
RCA color sets installed in Ford show-
rooms on which invited guests would
sce Theatre and the Ford-sponsored
“spectaculars” on NBC TV.

“The sets.” a Screen Gems oflicial
explained, “just never materialized in
the quantity expected. After eight
films in color, Ford decided to drop
color filming with the 14th show. and
not to resume until a color audience
was there.” A

ANOTHER CITY

IS #1 AGAIN!
Yes, in city after city, Telepulse rates

Racket Squad as the #1 film show.
Look:

ATLANTA #1, with 29.6
CHICAGO #1 after 3 weeks
DETROIT #1, with 23.5

WASHINGTON <1 after one month

No wonder this record-busting show
boasts 90% renewals after only 9
months in syndication! First run still
available in many top markets. Come

on in fast, the selling’s fine!

RA?KET
SQUAD‘\\\
\ =

Produced by

Hal Roach, Jr. \— — —
. ¢ T WiTH
guUDGET

ABC FILM

SYNDICATION, INC.
7 West 66th St.,, N. Y.

CHICAGO - ATLANTA - HOLLYWOOD - DALLAS
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THE BIGGEST STEP IN TELEVISION



At 9:00 P.M. on December 18th a little
toy soldier stepped in front of a TV camera.

| Ninety minutes later he walked off ... and

“Babes in Toyland” had become the number

gne-rated program.*

A Max Liebman color Spectacular, “Toyland”
was seen in over 14,500,000 homes with

| a rating of 50.5.

Our toy soldier was joined in the
Nielsen Top Ten by ‘“Dateline”, a
Producers’ Showcase Spectacular.

Thus far this season eleven Spectaculars have

appeared on NBC. Here is the record.

. Eight of the eleven won Nielsen Top Ten

rating honors

' ® Average rating —40.3

# An average of more than 11,400,000 homes
reached by each Spectacular

In addition to ‘“‘Babes in Toyland” and

. “Dateline,” four other NBC programs were in

the Top Ten, bringing the total to six for

the latest Report. That’s twice as many as the
second network. Such program leadership

as this over the last fourteen weeks has enabled
NBC evening shows to deliver an average of
576,000 more homes than the next network.

All of which puts our advertisers a big
step ahead, too.

Exciting things are happening on
. TELEVISION

a scrvice of @

Niclsen second December Report. All data verified by A. C. Niclsen Co.

NBC PROGRAMS
IN THE TOP TEN

Babes in Toyland
Dragnet
Buick-Berle Show

Groucho Maraz —
You Bet Your Life

Marthae Raye Show
Dateline

RATING
50.5
44.1
42.0

41.1
40.4
40.3

HOMES
REACHED

14,569,000
12,824,000
12,243,000

12,063,000
11,655,000
11,506,000

|



They sold 10 busses in 24 hours

Want proof of radio’s continuing wallop? Ask the Seattle
Transit System. They released ten “million mile” busses

to Radio KING’s disc jockeys. Within 24 hours, all ten busses
were snapped up by KING’s cager listeners. At $200 a clip.

The buyers used good judgment, too. One family bought
a beach bungalow for beautiful Puget Sound. A sccond bus will
blossom into a backyard hot house. And a neighborhood
church bought three busses to start a new Bible school.

Just proves what radio can do these days. .. even if Radio
KING is an exception. By exception, we mean results on

KING are always exceptional. KING’s men can sell anything.
They make minor miracles look casy.

Got a tough sclling problem in the booming Scattle
market? Get in touch with KING. It's the station with the
Sunday punch that works all through the week.

FIRST IN SEATTLE
50,000 Watts

; “
ABC- Blair, Inc. Rudio KlNG
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New developments on SPONSOR stories

Sce: SPONSOR visits five U.S. agencies
| |||) Issue: 6 September 1954, page 50
S 20 September 1954, page 37
0 0 ‘ Sll')jec(: Radio-tv operatiops in small and
medium-sized advertising agencies

Despite the trend toward agency mergers to adequately service
radio and tv advertising. Edward L. Bernays, public relations coun-
sel, feels advantages of bigness in agencies are overrated.

“Bigness,” he asserted recently, “is equated with success in the
American mind and becomes an agency’s most powerful sales point.”
This automatic assumption is detrimental to a whole segment of
American business and professional services, Bernays said.

Bernays described problems facing small- and medium-sized ad
agencies and recommended solutions to them when he addressed the
fourth annual dinner of the League of Advertising Agencies, held
at New York’s Advertising Club late last month.

Oue “negative element” which smaller agencies suffer from, he
said, is the attitude that “it is economically impossible for an ad-
vertising agency doing less than $10 million to employ specialists
in tv and radio production. . . .” (ln discussing the situation with
sPONSOR, Bernays said: “Yet, the accounts which spend less than
$100,000 a vear need specialists even more than the larger corpora-
tions hecause they’re not equipped to handle these activities through
their own advertising departments.”)

In order that smaller agencies could offer advertisers specialized
skills in fields such as tv and radio. Bernays suggested that the
League set up a central registry of free-lance specialized services to
which members could turn when necessary to seek outside aid.

Bernays praised the League’'s members (agencies range in size
from one with a half-dozen employees to one with several hundred)
for maintaining a personal, immediate approach to a client's prob-
lems and produets, an approach which, he declared, often was lack-
ing in large organizations. He deplored bureaucratic tendencies be-
coming more evident in busziness, saying, “When this happens the
function becomes more important than the man.” * ok K

Sce: Weekend radio: Are you missing a
good bet?

Issue: 114 June 1934, page 36
0 0 Su])je(-j: More and more sponsors are find-

ing that weekend radio is a good
advertising opportunity

When CKW\, Vancouver. Canada, totaled up its hooks for 1951.
it found business up considerably over 1953. Analyzing the reasouns
for the business upsurge. the station’s accountants found one of the
major factors was a large sale of “weekend packages.”

MacIntosh MacDonald. planning & research director for the sta-
tion. told sroxsor the packages consist of 10, 20 or 25 announce-
mnents broadeast Saturdays and Sundays.

“As a result of these special inducements at a very slight dis-
count off the card rate, we were able not only to substantially n-
crease the station’s revenue hut got very wonderful results for old
advertisers and attracted a lot of worthwhile new advertisers as well.

“On just one of these weekend packages,” MacDonald disclosed,
“Johnston Motor Co.. a Vancouver Phvmouth dealer, sold 35 new
cars in five days—without any other advertising. And-—to use the
advertisers own words—it ‘built up a wonderfnl list of prospects’.”

CKWNX. says MacDonald, sees a snbstantial increase in weckend

radio advertizers this year. * ok x
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IN
HOUSTON .. .

LEADS IN COST PER 1000*
SETS EVERY MINUTE IN
EVERY.DAY!

Here's the

COMPANY
You'll Keep

DRANO
DOLCIN
CARDUI
EX LAX
WINDEX
SOFSKIN
GULFOIL
BIONETIC
SKINTONE
STANBACK
§5S TONIC
CANADA DRY
TURTLE WAX
SINCLAIR OIL
DIP ‘N RINSE
SCHLITZ BEER
GEORGE’'S OIL
HOLSUM BREAD
HALO SHAMPOO
LIFE MAGAIZINE
BAYER ASPIRIN
APEX PRODUCTS
M-G-M PICTURES
CIRCUS PEANUTS
IDEAL DOG FOOD
TENDERLEAF TEA
LINCOLN-MERCURY
FAIR MAID BREAD
BRANIFF AIRWAYS
UNITED GAS CORP.
BLACKBURN SYRUP
BULL-OF-THE-WOODS
VIVIANO SPAGHETTI
PARSON’S AMMONIA
POWERHOUSE CANDY
RAYCO SEAT COVERS
SHULTON ‘OLE SPICE
MANISCHEWITZ WINE
VIRGINIA DARE WINE
WILDROOT CREAM OIL
ROBERT HALL CLOTHES
CRUSTENE SHORTENING
LADIES’ HOME JOURNAL
B.C. HEADACHE POWDER
GREEN SPOT ORANGEADE
BONNIE BELL COSMETICS
ROYAL CROWN PRODUCTS
SATURDAY EVENING POST
WAGNER'S ORANGE JULIP
RADIO TELEVISION SCHOOL
WISHBONE SALAD DRESSING
RESERVE LIFE INSURANCE
ITALIAN SWISS COLONY WINE
UNCLE BEN’'S CONVERTED RICE
HERBERY TAREYTON CIGARETTES
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I. Neawe stations on air#

o
L]
e

- ERP (k . A . SETS IN
CITY & STATE LETTERS c"‘r\d%t‘ﬂ. oAt Visear tere | appiLtATiON | ON AIR MARKETY | PERMITEE & MARACER Rer
JEFFERSON CITY, Mo.  KRCG 13 13 Feb. 104 660 CBS NFA e e e haay,, os-Blul
pres. & ogen. mgr.
Leonore R. Goshorn, v.p.
RusseSl L. Rose, sec..tres.
(Apptieant identified with
ownership of KwO0S,
Jefferson City. and Jef-
ferson Clty Capital
News and Post Trib-
une.)
LEXINGTON, Ky. WLEX-TY 18 1 Mar.”? 1 630 WLAP-TVY3 NFA }'.’Lg.x's'g'ﬂ_'.""'m“‘ Forjoe
H. Guthrle Bell, see.-tres.
W. B. Gess, v.p.
PASCO, Wash. KEPR-TV! 19 1 Jon. 10 910  ABC, CBDS, NFA  Cascade Bestg. Co Weed Ty
Du M, NBCt Thomas S. Bostle, v.p.
Frank E. Mitchell, v.p.
II. New construction permits¥*
RP (kw)** | Ant s| BETSI RADI®
CITY & BTATE ’ Lerrers | PN CERANT areiviaTion | Viseal | croeee | SONATR MARKETH |PERMITEE & MANTE RER
|
HILO, Hawaii 95 19 Jan. ABC,CBS’ 2 300 NFA o Somall pres. o
C. Richard Evans. v.p.-
gen. mgor.
JONESBORO, Ark. KBTM-TV 8 12 Jan. 12 200 NFA  Geulonal Besto. OF
Helen W. King, partners
WAILUKU, Hawai 30 19Jan.  ABC,CBSS 1% 5,960 NFA ool eots sven  Frol
C. Richard Evans, v.p.-
gen. mgr.
IiI. New applications
|
CITY & STATE CHANNEL .e ESTIMATED ESTIMATED AM
No. | PAE R ) ettty cosT 0rSTeVEAR | TN MARKET APPLICANT AFFILIATE
WALLA WALLA, Wash. 57 12 Jan. 1V, 1,272 $136,626 $ 31,200 KR ™ Dumning, -
w?l’;?:ﬁm 8. Hyde, sec.
Mlilton O. Fltsch, tres.
WALLA WALLA, Wash. 8~ 20 Jan. 1 6 $ 42,405 $ 25,000 I T A, -
J. B. Watkinson, v.p.
Frank E. Mlitchell, sec.-
tres.
WATERTOWN, S. D. 3 13 Jan. 100 278 $345,137  $185,500 Fri-City Television Corp. KW AT
John W. Erhstrom. pres.
Alan L. Austin, sec.
Robert D. Lusk, v.p.
Ross E. Case, v.p.
U].S. stations on air, incl. Post-freeze ¢.p.s granted (ex- Tv sets in 1. S. (1 Dec.
Honolulu and Alaska (31 fan. cluding 31 educational grants; '34) . 32.996.0005%
'55) 427 26 Jan. °53) 286! U'.S. homes with tv sets (1
Markets covered 2553 Grantees on air 319 Dee. "51) 637,8
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Even a line

won'’t “blow”. .. on filﬁ\}

Another good reason why more and more advertisers are .,
switching to film | Then action is rehearsed. Should an
actor “*blow"'a line—or have an accident like this—the
scene can be re-shot. No red faces! No product kidded |
Besides, it's easy, economical, to produce and
co-ordinate showings when you USE EASTMAN FILM.

" For complete information write to:
Motion Picture Film Department
EASTMAN KODAK COMPANY
Rochester 4, N. Y.

Bl Lim N

"‘.“ \ ‘_'“ "
L AN

N\

W 3

\

ol or W. J. GERMAN, IN

Eost Coost Division Midwest Division Waest Coost ‘*‘i_
342 Modison Avenue 137 North Wobosh Avenue 6706 Santa Mopico Blvd. Agents for the sale ond dishi‘wtion of o, et N
New York 17, N. Y. Chicago 2, inois _Hollywood. 38,' Colifornia Professional Motion Picture Films, e
Fort Lee, N, J,; Chicogo, lll.; Hollywood, Calif. L\
(] q \ & I
*  Be sure to film your show IN COLOR. You'll be needing it . . . soon. F'A % \ 1
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WBZ+WBZA Boston, Springfield 51,000 Watts
KY W  Philadelphia- - 50,000 Watts

KDKA Pittsburgh - -50,000 Watts

WOWO Fort Wayne-—-50,000 Watts

KE X —Portland—50,000 Watts

WBZ-TV.  Boston—Channel 4

WPTZ (TV)-Philadelphia- - Channel 3
KDKA-TV Pittsburgh Channel 2
KPIX (TV) San Francisco —Channel 5

WBC means sales . . . WBC means audience . . . WBC means dudi-
ence-action. Because WBC stations have the power and the people who
know how to use that power to make listeners react. For rates and
availabilities, contact Eldon Campbell, WBC National Sales Manager,
Pl.aza 1-2700, New York.

WESTINGHOUSE BROADCASTING CO. INC.
KPIX represented by T'HE KaTz AGENCY, INC.
All other WBC stations represented by FrREE & PETERS, Inc.




WBC means
KDKA-TV

Formerly WDTV—Channel 2

Pittsburgh’s First
Television
Station




Perfect balance...of skilled operating technicians, specially designed equipment, and

constant laboratory research mamtains Precision leadership in the field of filin processing.

Flectronic Printing, for example, illustrates the results of Precision’s continuing search for
improved ways to serve leading producers, directors, and cameramen. This important Maurer
development in the printing of optical sound from magnetic original 1s installed at Precision

for kinescope and other recording direct to the optical track.

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

g /700N

F | L M L A B O R-A T O R-1 E S , | N C
21 WEST 46TH STREET. NEW VYORK 36. N Y
\
:-"_‘

A division of J. A. Mauvrer, Inc.

74 SPONSOR
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PULSE FOR DEPENDABILITY

We've been yelling about thjs over and over—snd
still it’s “news™ Please note that U.S. Pulse TV
uses a minimum sample of 117,000 interviews

monthly for each report.

Minimum sample
per network program
is 6,000 completed
family interviews!

Regular Pulse subscribers pay the ridiculously low
price of only $100 per. month! For the invaluable
ratings data, full audience composition, total,
families, special films sectfon, efc.—quick delivery,
50 you can act fast on the data, while the informa-

tion is still newsd

This month throughout the U.S., 117,000 homes are
being interviewed for next month’s “U.S. Pulse TVY"

(atace of
INTERVIEWS

(L

AND URBAN COVERAGE

PULSE, Inc., 15 West 46th St., New York 36
Telephone: Judson 6-3316

\PONSOR

SUNDAY

Daytime 7 February 1955
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‘ When you buy a market you want the complete
“Reop Aiver © THE DALLES

melon—not just a slice or two. That’s why adver-
tisers are choosing KOIN-TV, Portland Oregon’s

PO‘Z‘TLA

. CA:::GON sy only VHF station . . . Portland’s only maximum
power station.
Sy The giant KOIN-TV tower, 1530 feet above
. QREGON average terrain, plus maximum power of 100,000
P c:;\?::;s watts on Channel 6 blankets over 35,000 square
EWPORY miles in the prosperous Pacific Northwest.

KOIN-TV delivers a consistent picture as far as
150 miles from Portland . . . reaching 30 Oregon
and Southern Washington counties. No other
advertising buy in the area can duplicate this
sales coverage. Write, wire or phone us for
complete availabilities.

K o I N - I Represented Nationally by
= : CBS Television Spot Sales

PORTLAND, OREGON

® cUGENK
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CREDIT CLOTHING

HOMES

SPONSOR: T nion Clothing Stores AGENCY : Direct

CAPSULE CASE HUSTORY: A retail credit clothing
tore owner has discovered that he can use a radio show
to buwild store traffic immediately. lle sponsored a quiz
program, in Spanish, which offered listeners small dis-
counts on purchases for the correct answers instead of
prizes. Three five-minunte announcements at 11 a.n. on
Monday. Wednesday and Friday for one week brought
LG customers into the store with the correct answer.
The cost per show was 38.65 or a total of $25.93.

PROGR AM: Announcements

KCOR, <an Antonio

TV and RADIO SETS

SPONSOR: Hill Tv and Radie AGENCY: Direct

CAPSULE CASE IHSTORY:  f man who was inclined to
doubt thet radio had onv listeners at night  he’s installed
more (v sels than any other merchant in Ifomilion—dis-
covered that nighttime rodio grealy increased his sales.
e moved $15.000 in merchandise in a three-day period
following an offer on a two-hour request show. Announce-
ments were made on the 8:30-10:30 p.un. progrom that
new clock radios, valued at $69.95, would be sold for $30
with the trade-in of any old clock. Two davs later 115
clock radios had been sold and at least 25 customers
turned away because the supply waes exhausted. Thirty-
one (v sets were olso sold as a result of the (rafjic. The
cost of each program was 3225,

PROGRANM: Tiwo-hour
All Request Show

CHALL, Hamilton, Ontario

———
1

SPONSOR: John F. Long, Home Builder AGENCY: Al Pge

CAPSULE CASE HISTORY:  Saturation announcemens

on five Phoenix radio stations, along with some tv apg

newspaper ads sold 225 homes in six weeks for Blulde;[
John F. Long. The competition in this area is keen. as q
great number of housing projects are being built szmuJI
lml('onsl) John F. Long is convinced that the radio cam.

paign, which costs appronmal(’ly $1.000 a month. playsq}
large part in populan zing his Maryvale Terrace homes.

The schedule is for six months.

KPI1O, KOY, KOOL, KR1Z KRUX, PROGRAN.

Phoenix, Arizona x\nnouncemem;
i

REFRIGERATORS

SPONSOR: Goodyear Service Stores AGENCY: Direqt

CADPSULE CASE HISTORY: Three (;oo(])'par Sertice
Stores used radio to announce the fact that they were gip.
ing away turkeys with every purchase of a GE Refrigers
tor.  Morning and evening announcements Monday
through Saturday in one week cost $450. After all the
turkeys were sold ont, hams were given with the refrig.
erators and after all the refrigerators were gone. GE
Ranges were pushed. In that week the sponsor took in
$20.000 and believes much of it was due to the radip
announcements, |

WMIE, Miami PROGRANM: Gospel Train “Cracker Jim"

DRY CLEANERS

SPONSOR: Baxter Careful
Launderers & Dry Cleaners
CAPSULE CASE HISTORY:  Before opening a new drive-
in laundry and dry cleaning store, the company arranged
for radio announcements. Lewis A. Sperry, Division Man.
ager of the Company. reports: “I have never before heard
the response we got from that advertising. Over 50 peo-
ple mentioned to us that they heard the advertising on
WAKBZ and many of them said they brovght work in 1o
(ry us becaunse of 1. . While the number 50 isn’t a
large amount. 11 is significant to me because I knoiw tha
many others come in who didn’t mention the radio adver
asing, but who must hare been influenced by it. We are

AGENCY': Direct |

sure it did help, because our sales reports show it.” The
campaign lasted nine days ond cost $170.

WKBZ, Muskegan, Mich, PROGRAM: Aunouncements

PUMPS

GCROCERY STORE

SPONSOR: Fairbanks, Morse & Co.  AGENCY: The Buchen Co.

CAPSULLE CASE HISTORY : At 9 o’clock the morning of
a flood in Chicago. the company called the station to place
as many station hreqk announcements as possible to in-
Jorm the public that sump puwmps, de-watering pumps,
clectric motors and emergency generating sets icere avail-
able. Some 1) announcements went on the wir  the first
at 11 a.m. and the last ot 10:18 pan. On that day elone
375 sump pumps ranging in price from £65 (o 8110 were
sold as well as every de-watering pump in stock at double
that price. Sales continue o he made as a resnlt of con-
tacts made all that davy.

WOGN, Chicago PROGRAN: Station breaks

SPONSOR: Lewis Jones Groeery

CAPSULE CASE HISTORY:  This grocery lannched a se-
ries of annowncements on WIAR's Cuzzin Al Show in
June. 1t was so successful that by October Lewis Jones
decided to expand his advertising, bought a schedule con- |
sisting of an hour and 20 minutes of solid time on Sat-
urday mornings for the Lewis Jones Open House show.
After the first broadcast. business rose $500 gbore pre-

O S SR CN——

AGENCY: Direct |

cious Saturdavs: by the third week. it was up $1.100. 1§

Since June, reports lones, his over-all sales have in-
creased 300, IHs Saturday radio show costs $60 a week.

W DAK, Columbus, Ga. PROGRAM: Annonncements;

Lewis Jones Open House



Oft-quoted high ratings frequently turn out to be nothing
but window dressing. . . they’re just not available to YOU.

So when you shop for radio time in Los Angeles or San
Francisco, be sure you get the real merchandise. .. consis- o
tently good ratings that ARE available to do a selling job for
YOU...on KHJ and KFRC. KHJ

LOS ANGELES

Compare specific ratings . . . not averages . .. of availabil-
5000 W —930 KC

SAN FRANCISCO
5000 W—610 KC

itics on KHIJ and KFRC against the ficld. Compare the low,
low.,day/night rates of Don Lec’s key stations that deliver
[hese:two wealthy markets at lower cost per thousand.

n, And remtember ... audiences on KHJ and KFRC are
tuned-for thoughtful listening, not just a muted background.
They hear your message and they respond . . . with sales.

DN LEE:

RADIO
3|

You might buy bigger...at a price!...but you can’t buy
better than the low cost-per-thousand of KHJ Los Angeles
and KFRC San Francisco. Ask your Don Lee or H-R Repre-
sentative for specifics.

Represented Nationally by H'R REPRESENTATIVES, INc.
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STORER BROADCASTING COMPANY

WSPD - WSPD-TV KPTV WAGA - WAGA-TV WIBK - WIBK-TV
Toledo, Ohio Portland, Ore. Atlanta, Ga. ~ Detroit, Mich.

WIW - WXELTV 'WBRC ¢+ WBRC-TV WWVA WGBS + WGBS-TV
g - Cl_ev"elonthhio_ - Birmingham, Ala. Wheeling, W. Va. Miami, Fla.

s ™S . NAL SALES HEADQUARTERS:

. -
onal S

or = BOB 'OD,F;.&est National Sales Mgr.
ado 5-7690. » gﬂ'ﬁfdich jon Ave '_Chicugo 1, Franklin 2-6498




T0 SELL
JACKSONVILLE

(and therich Northeast
Florida market .

BUY

WIHP-TV

Channel 36

§ 88
76,500 UHF SETS-IN-USE

§ 8§38

ABGC <+ NBC <+ DuMONT
Television Networks

§ 88§

For rates, availabilities, and oth-
er information, call Jacksonville
EX 8-9751 or New York MU
7-5047.

§ 83

WIHP-TV

JACKSONVILLE, FLORIDA

276,000 watts

on Channel 36

Represented nationally by
John Il. Perry Associates
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Lansing B. Lindquist

agency profile

Lansing Lindquist, Ketchum, MacLeod & Grove's vop. in charge
of radio-tv, =avs he works “in the woods. Iy Madison Ave. stand-
ards.” To =ervice his air media accounts. Lindquist has to go 1o
New York about twice a month for a couple of day-~.

“I's a choice of commuting to New York or commuting to Pitts-
burgh,” says he. “It scems to management here that it is far more
important that we be immediately accessible to clients. to understand
their problems and needs. 10 serve them on their own gronnd with
a complete agency, nol just a branch ofhce.

“In the second place, my perspective is better here. 1 think, than
in New York. We may not get the information quite as quickly, but
Actually, T have so many friends at all the

Ketchum, MaclLeod & Grove, Pittsburgh, Pa.
V.p. in charge of radio-tv

we can digest it better.
nelworks who are sympathetic to my ‘in-the-woods’ status that |
probably gel some facts on new availabilities and ideas as quickly
as anybody on the Street.”

Lindquist divects air advertising of the ageney™s 50 or more ac-
counts. including nationals like Westinghou<e: regional air users
like the Chevrolet dealers of the Pittshurgh. Harrisburg. Baltimore.
Richmond and Buflalo zones; Revwmer’s Blend (a soft drink):
Sealtest; Braun Baking Co.

In 1952, the ageney bought political convention coverage for
Westinghouse,
and tv buy in the history of the media. 1t had prestige value, ad-
vertising value and an amazing cost-per-1.000.”

Lindquist makes it a point to study all new radio and tv develop-
ments. “Right now. we're actively studying color. particularly color
film. since most national spot and local advertisers will hiave to be on
film for a while. if they u-e color., \s for color ~ets, 1 have to pull
a Will Rogers on vou all 1 know is what 1 read in sroxsor. More
to the point, 1 doubt that color tv will be a revolution.”

"1 would sav the conventions were the greatest radio

Despite the growth of tv activity in his agenev. Lindquist has re-
mained a loval radio fan.

“Part reason, I guess. i< that T et my wife through radio. Vs,
Lindquist was in radio as trafic manager of The Army Hour. She
rouled me thronghout the country during the war vears 1o cover a
different spot each week for The Arny Hour. 1 was =0 impressed
with her knowledee of schedules and routings that 1 decided to take

her out of cireulation as soon as possible.” * * *

SPONSOR




“WE HAVE THE FEELING WE'RE
BEING WATCHED"”

TH[S is not just onr imagination, First,
WDAY-TV is the only TV station in Fargo

. in fact, the only station in the whole of
this rich Red River Valley! The nearest sta-
tion is 50 miles away . . . the next one, 185!

Second, folks around here own TV cets.
I Fargo, set satnration is 70.5% . . . 20
miles ont it’s 57% . . . and 50 miles out
i’s 33¢%.

WDAY-TV

FARGO, N. D.

7 FEBRUARY 1955

Third. WDAY-TV keeps those sets turned
on with 57 audience-proved local programs
and 60 of the best shows from NBC and
ABC . . . including many lire shows, both
network and local.

Yep, were being watched all right
and we love it! Get the facts from

Free & Peters.

CHANNEL 6

Affiliated with NBC ¢ ABC
FREE & PETERS, INC., Exclusive National Representatives
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Can there be peaceful co-existence betwiceen

subseription (v and commerceial video

THE PICKED PANEL ANSWERS
TOLL TV TO BENEFIT INDUSTRY

By Arthur Levey
President, Skiatron Electrounies & Tr
Corp., Y. Y,

There iz no doubt
whatever that
commercial  and
subseription tele-
vision can  and
will live together
peacefully, ecach
functioning to the
other's advan-
each per-

lage,
forming a wital service for both the
industry and the publie.

As | =ee it co-existence is alimost too
term for television’s future
Commereial and toll v

weak a
“new look.”
will be wedded together by the strong-
est bonds of economic neeessity. Their
composite will spell out a greater in-
dustry and. from the point of view of
entertainment  offered. a better  one.
There will be no friction for these
reasons:

1. Subseription tv is conceived as a
“supplementary”  service to regular
commercial television, and would give
it a tremendous and mnch-needed shot
in the arm. It will result in better pro-
grams. a wider. more satisfied audi-
ence and a sounder economic base for
the entire induostry. 1t does not mean

it conld not mean  an end to to-
day’s “free’ television service.

2. Fee-tv will e a hoon to l()(lzl)'gh
broadeasters, beset as they are with
problems of programing and of monnt-
ing cost-. It will benefit the nhf sta-
tion~ most of all. bnt that’s not the
wlhole story,

Once the box oflice in the home is

88

operating. the vhi operators, too. will
find their position vastly improved as
their stations draw on a new source of
revenue. This, in turn, will spell out
henefits for the advertisers, for the rate
cards are going to come down. Some
far-sighted wen in the ad industry
have already recognized this.

Talk all yvou will about the benefits
of toll tv to the industry, the winner

m the long run s still going to be
the public. A whole new vista of en-
tertainment will open up for it—with-
out interruption for commercials and
at reasonable prices.

SPORTS: FREE TV AIDS FEE
By Ned Irish

Exccutive Viee President
Madison Square Garden Corp., N, Y.
For a good many
vears Madison
Scuare
lias been consid-
ering the possi-
hility of subserip-
tion television, In

Garden

onr opinion, sub-
seription  televi-
. stom of our events
without I1ree home television of some
portion of our program would not he
successful, It therefore seems to us
that it will be necessary for us to tele-
vise a good portion of onr events un-
der the xame home television program
that now exists in order to develop
and maintain a g
major events which will be more read-
ilv adaptable to subseription television.

We have fonnd this complementary
n=e of television to be extremely prae-

ood market for those

tical in onr boxing programs which
now find most of the ontdoor major
fights on theatre television,

a forunum oun questions of current interest

to air advertisers aud their ageucies

¢

FEE TV: $10 BILLION GATE?
By Sidney W. Dean. Jr.

Vice President. MeCanuw-Erickson, N, Y.

“Pay as you
look™ television
can peacefully
and cooperative-
Iy «¢o-exist with
advertiser-
financed v —if
its  development
takes two direc-
tions:

I. That it will have its own exclu-
sive slations in each market, over and
above three or four commercial sta-
tions. This sitnation. which we hope
the FCC can nltimately work out. will
give pay tv the opportunity to serve

the “missing audience”™—the 50% of
the homes whose =ets are not in use,
even in the evening hours.

2. That it will develop itz own pro-
graming for profit from the many
types of able-to-pav but more selective
audiences for cultural interests. adult
and extension education, and special
events. An audience rating of only 3%
at 25¢ per home =till represents a gross
revenue of $250,000.

The income potential for pay televi-
sion is much greater than we realize.
Americans are now paying better than
S15 billion for all forms of recrea-
tional, private educational, religious.
and welfare activities.

As mnch ax $1 billion conld now be
served by “fee v svstems. and the
flexibility of the box office in the home
might lift the potential to a~ much as
$10 billion in a few vears. Thix com-
pares with commercial tv's 81 billion
incomme from time and program sales.
This new source of income shonld he
a major stimulant to creative tv.

SPONSOR
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FEE TV WILL LOWER AD COSTS  You Get a Heck of a Big Plus...

By Millard C. Faught Mm y B W[OD ’g

COUNTY
MARKET

Moke no mistake about it—
WIOD's four key counties—Dade,
Broward, Palm Beach and Monroe—
give you Dixie’s newest and fostest
growing key market. And, when you

get in it via WIOD, you grob off a
good plus in the six bordering counties.

The addition of
subseription pro-
gram service to
regular television
will prove ax
great a hoon, if —_—
not a greater one. s
to broadcasters
and advertisers as
ix the subscrip- —————a

tion revenue of newspapers and peri-
odicals to publishers and advertisers.

The dual source of revenue will
make many more stations economi-
cally possible, hence giving advertis-
ers (especially smaller ones) more
station and time access to more flex-
ible tv coverage of a larger audience.

I believe the average viewing family
will buy perhaps one fee program for
every 10 or more sponsored programs
watched. However, the extensive new
revenue will greatly relieve advertising
of its now heavy burden of carrying

all of tv’s high costs, yet give the
sponsors a 909 shot at bigger audi-  James M. LeGate, General Manager

ences via more stations at lower costs. 5,000 WATTS - 610 KC - NBC Affiliate

With its own home box oflice, tele- National Rep., George P. Hollingbery Co.

viston will finally have the economic
answer to its severest current prob-
lems, among them how to telecast the
costliest of spectator sports, top qual-
ity movies, Broadway plays, opera and
the like. Moreover, the added revenue

Things are moving down here, and
fast—and WIOD will help you move your
stuff, too! Come on, get in—coll your
Hollingbery mon for focts.

Miam,

will hielp tv solve another costly prob- you're right
lem—how to pay for color tv.

Today, advertisers are trying to [ 4
pick up the new giant -tv—Dby their on CHO,

own cconomic bootstraps alone. But
when tv becomes a marketing device No need to fluff your lines. There's
itself, and acquires a direct economic
revenue of its own. advertising will
get its turn at some comfortable, thrif- stoge is set in Akron. Why, they
ty. profitable piggy-back riding.

only one CUE to follow when your

love us in our own home town (see

YOU CAN,T LOSE THE SPONSOR our Hooper) . . . One CUE from
By William B. Templeton us ond they'll love you, too.
V.P. and Director of Radio & Tr
Brvan Houston Ine., N. Y. more MUSIC
1 don’t believe more NEW S
that fee tv can be more OFTEN

as successful  as

its proponents
think it will be.
Subscription  tv

1s an a“(’lll])[ to Akron's only independent _we're home folks

create a b().\ Of- Tis ELL1oT, Presedent

fice for tv and.

for a fee. to sup- ‘ \ |‘ x A
) £ p Noti { eI Eer &

7] ¢ Fa E. c~n Ce f R
(Please turn to page 112) (g S el e _,mt:‘“\,,,u\:».,\«\ A
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ESE ARE TIIE STATION

NATIONAL SP¢

%} FREE & IP)ETERS

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
444 Madison Ave. 230 N. Michigan Ave. Penobscot Bldg.
Plaza 1-2700 Franklin 2-6373 Woodward 1-4255

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W. Serventh St. 6331 Hollywood Blvd. Ruess Building
Main 5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798



IR YOUR

'ELEVISION caMPAIGN. ..

EASTERN VHF CHANNEL  PRIMARY
WBZ-TV Boston T4 NBC
WPIX New York 11 IND
WPTZ Philadelphia NBC
WCSC-TV Charleston, S.C. CBS
WIS-TV Columbia, S.C. 10 NBC
WTV] Miami 4 CBS

CENTRAL
WHO-TV Des Moines 13 NBC
WOC-TV Davenport 6 NBC
WDSM-TV Duluth — Superior 6 CBS
WDAY-TV Fargo 6 NBC
WCCO-TV Minneapolis — St. Paul 4 CBS
KMBC-TV Kansas City 9 CBS
WBAP-TV Fort Worth — Dallas 5 ABC-NBC
KFDM-TV Beaumont 67" CBS
KENS-TV San Antonio 5 CBS

WESTERN
KBOI Boise — Meridian 2 CBS
KBTV Denver 9 ABC
KGMB-TV Honolulu o CBS
KRON-TV San Francisco 4 NBC




When She Talks

They Listen!

>>NINA WRIGHT

Packs her daily morning program with a wealth ot
information, helpful to both urbuan and rural house-
wives. Broadcast from her kitchen, Nina places
major emphasis on the important subject of food.
In addiuon, she trequently discusses other subjects
of vital importance to women—fashion, good
grooming, current cvents and civic affairs. Guest
interviews are often a part of her interesting pro-
grams.

Several times cach month, Nina Wright is invited
to appear as featured spe lk(.l’ at arca funcuons, or
to give homemaking and cooking demonstrations.
In towns and cities throughout KSQO's 60-County
Coverage Arca this past summer, the average
attendance ata Nina Wright appearance was 24%
of the total population. The only publicity used to
ateract housu\nu to these events were announce-
ments in the “NINA WRIGIHT SITOW ™ jtself. Yes,
when Nina Wright talks, homemakers histen. And
whea Nina Wright sells your pr()duu homemakers
BUY! This popular KSOO “Personality Show™
draws listeners at a low cost per thousand of
approximately “13 cents.

*based on Niclsen Coverage Service Figures

NINA WRIGHT SHOW
10:25 A.M.—Mon. thru Fri.

500

>F Sioux Falls, S. D.

Nationally Clear Channel 1140 KC
ABC Radio Affiliate

10,000 WATTS DAYTIME
5,000 WATTS NIGHTTIME

Represented Nationolly by Avery-Knodel, Inc.

92

= ==
=

(Continued [rom page 3)

o voungsters (even at 7 p.m. Sunday~). They probably can-
not fathom the clothes and the ~tilted (by present-day stand-
ards) relation of the youngsters to their parentz. The show’s
no~talgia 1= lost on all but a few old=ters, I'in afraid. And its
main character—blustering Father—may strike today™s erop
of people merely as loud-mouthed and ill-natured. rather than
the delightful character that Clarence Day. Jr.. originally
e n(]('(].

I the all-important area of commercial copy. ready iden-
tification often plays a vital vole. If yvou are =howing vour
product heing eaten or driven or d])[)ll(‘(l or worn. it’s entirely
possible that vour hest appeal iz to cast these commereials
with people who can provide identification—housewives who
look and speak =ufliciently like housewives to convinee (rather
than voung ladiex vecently releazed by the Westport Play-
house): damsels who appear at ea=e in kitchen or super
market. Casting as well as direction can make or break the
copy for. il vou ereate unbelievable people, whatever thev do
or =ayv can only be unconvineing, Television with 1= relent-
lessly prying and shameleszly revealing eve can magnify the
phoney to =uch a degree that even the most uneritical viewer
will turn away, if not in disgu~t, certainly in diskelief.

[ your copy calls for an authority to do the rales pitch, he
or =he had better Took and zound authoritative. The words
had hetter fit. the gestures be easy and relevant, the eves and
mouth convineing. I not. you more than destroy whatever
concepl vou had in mind: vou et vourself back.

And be wost careful of animation. Use it correctly—aor
avoid it. Combine it with live action (vealism) if necessan
witless it can rely =olely on its ~ound track 10 gain identifica-
tion. By the symbolizing of a ~itmation and the drawing of
people. vou have taken facts and =et them into faney: vou
have replaced reality with fantasv. And with fantasy in copy
a~ i drama. it is far harder to build a high Identification
Quotient. *oxx

Letters (o Bob Foreman are welcomed

Do you alwavs agree with the opinions Bob Foreman ex-
presses in “Ageney Ad Libs?™ Bob and the editors of sroxson
would Le happy to receive and print comments front readers.

Address Bob Foreman. ¢/o sroxsonr, 40 [, 19 5S¢,

SPONSOR
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ONLY A COMBINATION OF STATIONS
CAN COVER GEORGIA’'S MAJOR MARKE

! THE
GEORGIA
TRIO

)| ATLANTA
® f
SAVANNAH ==

The TRIO offers advertisers at one low cost:

® (Concentrated Coverage

® Merchandising Assistance

= 1290KC ® Listener Loyalty Built By Local Programming
® Dealer Loyalties

IN 3 MAJOR MARKETS

represented individually and as a group by

THE KATZ AGENCY, INC.

NEW YORK » CHICAGO « DETROIT « ATLANTA « DALLAS » KANSAS CITY » 1LOS ANGELES » SAN FRANCISCO
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_always pays in the . . .. \\
'/ S o Vs W

RICH, GROWING
NORTH CAROLINA

MARKET

BETTER « « o« COvVerage

than ever before is yours with

RADIO inthe . ... .....

15-county
Winston-Salem

NORTH CAROLINA

Market
BEST . » buy morning,

afternoon and evening is

AFFILIATE

800 KC—5 KW
AM - FW

L Represented by

I HEADLEY-REED CO.
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tContinued from page 28)

philo~ophy. a~ =tated 1o me by its top people. i~ that they do
not ~ce how they can represent talent (produeers. directors.
writers. performers) on the one hand. and be the employers
of such talent on the other. This ~eceming paradox apparently
troubles NCA not at all.

Mergers and combines between producers and distributors,
producer~ and producers and distributors and distributors
are the order of the day. This fast is merely another symp-
tom of thiz struggle for <urvival which is taking place in the
field. And the ~truggle haz ereated what i< probably one of
the most unstable pricing situations existing anywhere in tele-
vision. Some producers and/or distributors. faced with heavy
imvestments in produet. running out of cash and the sources
for replenishing the exchequer, ave reaching the point of
dezperation.

It i= becoming inereasingly common for xuch an operator
to go into a market and =ell his product at what from any
sound husiness standpoint mu=t be considered a vidiculouxly
low price. This has a tendeney to, and often doesx. tear down
the over-all price structure in a market. Probably no other
pha-e of the hroadeasting pictnre has zeen the price ~trnetnre
in one or more markets change a< drastically and as quickly
as frequently happens in v film. On a given Mouday mom-
ing the going rate for a half-hour <how of a certain type and
caliber mma given market may he $300. and within the span
of a week that price may be dragged down 10 ax little a~ $200.

Healthy or not. thix sitnation exi=t< and inevitably musi
continue for ~ome time. Our evyvstal ball sends us the nut-
shell message that 1955-°50 i< the period in the tv film busi-
ness wlhich will =ee the youngsters ~eparated from the adnlts.

It suggest=, too, that the entire development of the v filmn
industry may be doiug television generallv an imneasurably
important and long-lasting ~ervice. For the very nature of
the competition is forcing tv filn distributors and producers
to go out iuto the hushes and ot up every last conceivable
advertising prospect. This is resulting in an tuereasingly
steady and heartening flow of new advertisers. firms who have
never hefore nzed television. And this must, inevitably. he of
great henefit to the industry at large.

From the standpoint of theze. and e<tablizhed television
advertizers, of course. the fierce competition in tv film i~ a
blessing. too. For they arve being offered more and better
sliows at more and more economical prices than they have

ever enjoved before. LA R
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ATLANTA'S TOP INDEPENDENT

MOVES GOODS FAST IN THIS

$100 MILLION MARKET

The WERD listening audience
predominantly made up of the
290,000 Negroes in the WERD
coverage area, is responsive,

loyal and partial to the
specially-designed programming
of this Negro-owned and managed

1000-watt outlet

More and more national
advertisers are discovering
that the magic forinula for top
sales in one of America’s

top markets is

AMERICA’S FIRST NEGRO
OWNED RADIO STATION
860 ke 1,000 watts

Kadio Division—Interstate United Newspaper, Inc.

Represented Nationally By JOE WOOTTON
J. B. BLAYTON, JR., General Manager
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Testing ground for commercials: JWT's Ch. 3 tv *station’

A new tool for more effective tele-
vision advertising was  demonstrated
recenth by J. Walter Thompson Co.

i New York. It a completely
equipped television  studio  located

about two blocks from the compan’s
What makes the venture
nnuzual is that the tv studio. equipped
for ive and film telecasting. transmits
commercials on a closed circuit to the
agency oflices over co-ax cable. They re
picked up on television sets scattered
around J. Walter Thomp=on offices. all
tuned to Private Channel 3.

The new studio, called the J. Walter
Thompson Workshop, is the result of

main offices.

a year's planning and research. 1t's be-
ing used to test and demonstrate com-
mercials for Pond’s. Eastman Kodak.
Lever Brothers, Scott Paper Co..
French’s mustard. P. Ballantine and
others. Bart McHuogh. v.p. and mem-
ber of the JWT tv department. said
that not only are more eflective com-
mercials developed through use of the
Workshop but also that there ix a con-

After 25 experiments, JWT devises commercial:

96

siderable saving in time and money.

“When a live conunercial is being
created.” Wallace W. Elton. v.p. and
art director, explained. “we can watch
it actual development. see what the
commercial will look like before incur-
ring costs of final production and can
sce auditions of talent or pilot films
under actual broadcast  conditions.
Without waste of expensive produc-
tron. flaws can be eliminated and im-
nmediate  vecommendations  can  Dhe
made. Good ideas are made better and
the end result is a higher standard of
quality at a saving of time and mon-
ey.”

One recent example of the Work-
shop’s use, zaid Elton, was the devel-
opment of commercials for Scotkins. a
paper napkin product of the Seott
Paper Co. The picture shows a test
=cotkin commercial. one of morve than
25 expermments conducted by the
Workshop to develop the most dramat-

ic way of demonstrating the strength
of the napkins. * k%

Wet Scotkin holds apple, competitor's doesn't

Adrvertest survey shows
radio popular in tr howmes

Music and news appear to be the
higgest drawing cards for radio. That's
one of the basic findings of an Adver-
test Survey of radio listening in tele-
vision homes,

Results of the survey were released
by WANEW, New York. which was one
of the participants in the study. The
study is one of a sertes of monthly sur-
veys on television viewing made by
Advertest and subscribed to by six
New York tv stations and major adver-
WXNEW participated
in the surveyv hecause it involved radio
listening.

tising agencies.

Highlights from the study include
the following findings:
e There are an average of 1.92 radio
sels in working order per average tv
home: 39.5%% of the respondents had
oune radio in working order, 33.6%
had two. 18.19% three. 3.2¢ {four,
3.29 five or more and only 2.4 re-
ported no radios in working order.
e More than 129 of the respondents
spent more time listening to the radio
in 1951 as compared with 1953.
e Main reasons given for increased
radio hstening: 29.89% said it was be-
cause of radio’s music. 2449 =said
they could listen while doing other
things.
e More than 359 of the respondents
had cars equipped with radio: 41.1%
caid that when riding in the car, the
radio was “alwavs on,” 13.57 said
it was “frequently on.”
e Necarly 587 =aid there were radio
programs that they listened to regular-
Iv. Ranking first—with 13.97¢ of the
respondents naming it—was WNEWs
Vake Believe Ballroom. * k%

Musical jingle prowmotion
gets city-wide response

For anyone who may still wonder
about the impact of musical conuner-
cials on radio stations. WIKK. Erie.
and Goldswan Productions, New York,
offer this tale:

Late Qctober Texas Jim llurley,
who's nues of a Western program on
WIKK. wrote 1o Bryan Houston, Ine.,
that the ageney’s Western-style musi-
cal for Nescafe was “almost the Nnm-
ber One song™ in lirie. e said it
“was the first time in five vears that
I've received requests from listeners to
play a commercial.”

Hurlev went on to say that he was
running a contest as to the identity of
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the singer in the conunercial —and that
a local theatre was going to give free
tickets to the winner. “So that's my
problem,” Hurley concluded. *Please
tell me the name of the singer who re-
corded the jingle for vou so I can end
the contest.”

Jules Bundgus, radio-tv Dhusiness
manager for the agency, contacted
Goldswan Productions, Inc., producers
of the Nescafe musical commercial se-
ries, for the singer’s name. Goldswan
enlisted the cooperation of RCA Vie-
tor, for whom the mystery singer-
Bernie Knee——recorded as a member
of the Smith Brothers Quartet. RCA
Victor (Label X division), in turn,
sent to Hurley all the group’s releases
—plus a dozen albums as prizes for
Hurley’s contest. (Bryan Houston con-
tributed a case of Nescafe.)

Charles R. Kinney, WIKK station
manager, reported to the agency that
“The Smith Brothers Nescafe promo-
tion was a tremendous success.
These boys were jumping all day. We

have never had a nicer group to work
with.” * k%

WFMY-TV desceribed as
“modern as tomorrow’

“Plenty of space for lavish shows or
commercials” was the order Gaines
Kelly, general manager of WFMY-TV,
Greenshoro, N, C., gave to his station
engineers and architects over a year
ago when he decided to eularge the
station.

On 1 February the station officially
opened its new studios, which were
christened with its first local, live com-
mercial program—a demonstration of

the 1955 Chrysler line of cars.

Kelly said the new building “is as
modern as tomorrow. It's one of the
best-equipped stations in the country.
has two major studios with outstand-
ing lighting. With five-and-a-half years
of experience behind us we have every-
thing to look forward to.”

The new building gives WFMY-TV
eight times the space it had in its old
quarters. Coupled with the move was
a power increase to 100 kw and a 759-
foot antenna tower. Kelly savs the
new power and tower adds about 300,
000 people to WFMY-TV’s audience
for a total of more than two million.

L
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B THE MOST POWERFUL TV STATION IN NORTH AMERICA!

You Can SERVE.. SELL and PROFIT Well

» . MILLION DOLLAF
KTV ovies

YOUR AUDIENCE W". SEE « o« » o The Finest collection of First Run

Mavies ever scheduled in the Detrait
Market,

YOUR CUENT W”.’. ROF’T WITH Six participating film commercials per

week in a repeated First Run Mavie
Schedule in high rated premium time.

YOUR COMMERCIALS SELL TO
AN ESTABLISHED UDIENCE « + « Based an current perfarmances First

Run Mavies repeated four times
weekly have praduced o cumulative
ARB Rating of 50.1 ., . 600,000 TV
homes with an average of 2.5 viewers
per set at a cost af 76¢ per thousand
| viewers.
{

|
It oll adds up ti o million dollar bargain so write, wire or phone your

Adom J. Yaung Representative ar

ONE STATION w HI-I

DOMINATES LISTENING
in the Major Long Island Market

;----------------------------------------

: Morning Afternoon :

WHLI 23 23 :

latest Network “A” _ 2(9) ﬂ i
13 3] Network “B” - R :
PULSE Network “C” ? ; '
surve Ind. Station (NYC) 5
y 4 Network “D"” = 9 6 H

] All Others 15 17 '

ONE STATION—WHL]—HAS A LARGER DAYTIME AUDIENCE
IN THE MAJOR LONG ISLAND MARKET THAN ANY NETWORK

OR INDEPENDENT STATION!
AM 1100
FM 983

HEMPSTEAD tn‘ﬂ
LONG ISLAND, N. Y,

Paul Godotsky. rees.
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TV COMMERCIALS
(Continued from page 42)

the same weekly set. At first there
lardly seems room to do much about
picture so you concentrate on the
words and let the pans. cuts and dolly-
ins fall where they may.

But, again, that’s doing the obvious.
Viewers, whose toilet habits are now
strangely regulated for between-the-
acts and between-the-programs, are be-
ginning to demand ore than just a
voice and more than just a face to hold

themn still for any selling message. It’s
trucr now than it was a year ago—and
it will De still truer in the years to
come: would-be customers have to be
shown why.

Recently one of the most notorious
of all such televiion personalities woke
up onc evening to discover that one of
his star products had just yielded first
place in the market to a late-starter.
Out of fairness, quality of product
must play a part in the ever-more-se-
lective American market. Yct the fact
remains that thc personality in ques-

NBC

CBS

Yes . . .
Custer set out from Bismarck in the 1870’s
for the ill-fated battle of the Little

Big Hornl

thousands of TV-viewers.

ABC

would rub
his eyes...in
anitazement!

things have changed since General

He wouldn’t recognize the office buildings
and industrial plants which now crowd
North Dakota’s capital city . . .
rounding countryside, once roamed by

the Sioux, now dotted with prosperous farms.
Today this is the land of agriculture, of
oil—and television sets!

And . .. what the good name KFYR

has meant to radio listeners for the last 30
years, KFYR-TV (with 100,000 watts of
maximum power) now means to increasing

or the sur-

May we whet your

further interest with some interesting facts?
We've got em—so has Blair. TV, Inc.

DUMONT

KFY R'tV channel 5

BISMARCK, N. DAK.

Represented Nationally by Blair-TVY, Inc.
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tion—the person who got results by
clever understatements—was a party to
a product that had slipped. His com-
mercials were picture-lazy. From now
on. he’ll have to do more than just talk
about this product—more than stick it
within camera range whenever he
pleases.

The days of 1007 reliance on tal-
ent to go it alone in a tv selling pitch
are fast fading. The reason is viewers
are simply outgrowing the influence of
testimonials which are not carefully
planned and ambitiously visualized.
Christ himself had some trouble con.
vincing more than a certain number
because the proof He offered for sal.
vation went just so far, and faith was
suppose to take over from there.

The tv pitchman cannot afford to
leave any part of his story to faith.
His audience may not be so inherently
hostile as those Christ faced, but they
are seldom cheering him on unless
they know from experience his prod-
uct is best.

One cigarette company recently did
a twist on the old unbelievable and
stilted testimonial by securing as on-
camera endorsers famous people who
never openly endorsed anything be-
fore. They were more the skeptical
type. And their copy was honestly
skeptical. These people were placed on
a set resembling their natural habitat
rather than in a typical living room or
bedroom. The whole thing came off as
credible and eflective. So effective was
it, in fact, that competition began hop-
ping the bandwagon almost immedi-
ately.

An clectric razor may be for shav-
ing a facc, but to get across a strong
copy story, the copywriters comple-
mented the obvious by making it shave
a peach and a hairbrush. All this,
mind you, demonstrated by a piece of
high-price talent who has been known
to go it on his own, aided in his heyday
with nothing more visual than a small
boy and a couple of large charts.

By no means am I undcrrating the
value of selecting sales talent with the
finest of care. Sincerily is a require-
ment, ves. But were mature enough
now to take sincerity thoroughly for
granted. It’s like wearing pants. It’s
only noticed when it isn’t there.

What about the number of scenes in
a commercial? While you don’t need
a great many to hold the viewer, vou
can spark vour eflorts by not dwelling
too long on any one shot. Certainly
if the famous Iittle girl with the con-
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vertible sofa could do her act, night-
gown and all, in 10 seconds flat, a lot
of ground could be covered in a min-
ute. Consider the animated razor blade
commercials on the boxing shows. So
much happens in 50 seconds that you
are left slightly dazed. But not con-
fused.

True, animation offers the perfect
opportunity for visual interest. But
what about advertisers with limited
budgets? lsn’t the announcer-behind-
the-desk technique worth the money?
Sometimes, but it’s often possible to
spend even less money than that and
still be more interesting and sell hard-
er. One of the most fascinating film
commercials 1 ever saw concentrated
on nothing but still photographs. The
camera moved in and out—one photo
even revolved to give the impression
of a live and moving ferris wheel. 1
know from sales results it was highly
successful. And the whole job cost
less than three hundred dollars.

Putting a commercial in a class by
itself picturewise is naturally easier in
some cases than in others. Cigarettes
are to be smoked and they cannot
shave peaches. Automobiles are to be
driven and they cannot revolve like
ferris wheels. Detergents, too, must
strain a bit to illustrate claims that
sometimes overlap in similarity. But,
for my money, many of the greatest
commercials on the air stem from
products in these categories_ hecause
certam copywriters were bold enough
to seek adventure into fields where
even research had not yet trod.

Because there are so many variables,
it i= presumptuous for anybody to at-
tempt to set down rules for avoiding
picture-laziness in tv commercials. For
instance, a commercial within a pro-
gram does not have to bid quite so
strongly for initial attention as does a
spot commercial fending for itsef. An
animated commercial may be created
for an ever-building impact on a heavy
spot schedule, but may show up poor-
ly on a one-shot test or when not given
the opportunity to establish itself.
Some types of products just naturally
demonstrate better than others. And
the amount of money available for pro-

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED

WSOK
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duction of the commercial is always |

a factor.
With that in nind, perhaps we can
generalize to this extent:

1. Observe what competition is do-
ing. 1f you can then create a different-
looking commeercial without sacrificing
sellmg impact, do so.

2. If you decide on an on-camera
salesman, give him something to do
that will help to sell the product vis-
ually. A little extra rehearsal may
cost more, but it’s good for the soul
—and the commercial.

3. Whenever a person is shown hold-
ing your product, steer away from
trite poses. Nothing looks more ridic-
ulous and unreal than a smiling bim-
bo holding the package next to her
ear. It may frame right, but that’s all
that can be said for it. Nobody ever
went wrong showing the product in
the clear.

4. For advertising impact, if not for
viewer interest, remember that super-
imposed lettering at strategic times
can help drive home your basic sales
theme.

5. Relate your picture to your spo-
ken (or sung) copy and vice versa.
Both suffer when they work at cross
purposes.

6. Use as many scenes as you need
to tell your story. When several scenes

are called for, make none less than |

four seconds. Be sure the transitions
from one to another are smooth and
logical so the viewer can follow com-
fortably.

7. Remember that some of the most
successful commercials are loaded with
closeups. When using a medium or
long shot, keep the picture simple and
the background uncluttered.

8. Plan the kinds of scenes that take |
little or no explanation. The picture |

should pretty much stand on its own.

9. Make certain every scene is di-
rectly relevant to selling. The man who
takes so long to slide down the snowy
hill in the wine commercial entertains,
but he hasn’t much time left to sell.

10. [deally, three craftsmen should

' collaborate on the creation of the com-

mercial—the copywriter, the art di-
rector and the producer.

, 1. Keep abreast of television re-
search. It can save you time before
] you even begin. * kK

“The TV Link in the Heart of the Natien

KHOL-TV’s

| MAXIMUM POWER SIGNAL

KIEXCUUSIVELY S

COVERS

30%

of Nebraska’s

=§

ENTIRE |

FARM MARKET |I
with

UNDUPLICATED |

TV COVERAGE

*SRDS Consumer
Markets, 1954

Lo

=

| JACK GILBERY, STATION MGR
Operated by BI-STATES CO.. Holdreg-

Noww it costs less
to sell
MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R ' Chainel 9

Offices, Studios, Transmitier

FOSHAY TOWER
Minneapolis

Represented Nationally by H-R TELEVISION, INC,
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1955 RADIO AND TELEVESION

buyers’ guide

to station pI‘OgI’aming Wednesday

If you were a timebuyer asked to make up a list of 60 farm
stations how would you go about it? If it were your job to
expertly suggest lists of stations featuring farm program-
ing, or sports, or negro, or news, or Mexican-Spanish
programing, or classical music, or homemakers' shows where
would you turn?

If you were making up a tv station list on one day's notice
and needed film and slide requirements of each station, if
you had to know about likely homemakers' shows, movie
participations, farm programs, sportscasts, feature film
availabilities what would you do?

The busy timebuyer, account executive, and ad manager turn
to the Buyers' Guide to Station Programing. It works wonders
for him. It's the only tool enabling him to quickly,

accurately, and expertly sort out the 3,000-plus radio and
tv stations of the U.S. and Canada by program characteristics.

The 1954 Buyers' Guide, admittedly an experiment, was a huge
success. The 1955 Guide will give buyers even more data
about your station. It's as basic as your rate card.

Your ad in the 1955 Buyers' Guide will have the advantage of
565~-day exposure for the price of a single insertion. We
need your "yes" right away. Advertising forms close Feb. 25.

Sincerely, -
pe |~

P.S. SPONSOR @¢ld rates and frequency discounts apply. All ads in the Buyers' Guide
are preferred position{either master listing, category listings, or front-of-book)

at no prefsrred position charge. Please advise which placement
you prefer .. first come first served.

Published by SPOMSOF SErvVICES INC.

L0 east L9t strevt) new york 17, new park s gnicrray hidl $-22°8




N-W-AYER & SON..

30 Rochefelice Plase New York Cily

Mr. Bernie Platt,

Sponsor Publications, Inc.
LO E. L9th Street

New York, New York

Dear Bernie:

For some time I have been intending to send you this note express-
ing my compliments to Sponsor for the excellent industry service
provided by your Radio and TV station, Program Guide.

An important consideration in the selection of a station for local
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Transmitter: Los Angeles, California
Executive Offices: Santa Monica, California

National Representatives:

Forjoe & Co. New York, Chicago,
Dallas, San Francisco
Dora-Clayton Atlanta, Georgia

‘I Mgr.

the
KMBC-KFRM
Radio TEAM

You're making a blue ribbon radio buy
in a blue chip market when you use the
Midwest's leading radio combination,
KMBC-KFRRM. KMBC delivers metro
politan Kansas City (ranked 15th na
tionally in retail sales) plus 79 counties
in eastern Kansas and western Missouri
KFRM, a bonus to KMRBC. serves Kan
sas, sixth richest agricultural state. To
get Lo this big, responsive Heart of America
at the lowest cost per advertising impres
sion, the first thing to do is to see your
Free & Peters Colonel. He'll give you
first-rate availabilities on the Team's first-
rated radio schedule,

KMBC d{ Kansas City
KFRM /0‘! the State of Kansas

5
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N fkare s Pareas, Inc
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SPOT RADIO ROUNDUP
(Continued from page 39)

week per market. The spot radio bud-
get has remained constant in 1955.

Jell-O (through Y&R) increased its
1955 spot radio budget substantially
—some 317¢ over 1954, At least part
of the reason is the fact that Jell-O is
buying higher frequency this year than
last.

3. More advertisers now buy radio
consistently in large metropolitan mar-
kets. “Lots of buys last year were an
attempt to buy ‘beyond tv’,”* says Mor-
ris Kellner, Katz Agency’s radio sales
manager. ‘“They used to buy tv in
some markets, radio in others. Actual-
ly, there are more radio-only liomes in
big metropolitan markets than in
smaller ones.”

Lincoln-Mercury (through Kenyon
& Eckhardt) is one of the outstanding
examples of an account that not only
recently increased its use of spot radio,
but has also put most of the added ap-
propriations into coverage of big met-
ropolitan tv centers: New York, Chi-
cago and Los Angeles.

Another K&E account, Nabisco’s
100% Brand Cereal, is also planning
regular and heavy spot radio sched-
ules in big metropolitan centers. The
campaign, starting 7 February, will be
the brand’s first large-scale push.

Ex-Lax (through Warwick & Leg-
ler)
years.
spot radio last fall after a three-year

has been in radio for some 30
The account came back into

hiatus, with coverage of big metropol-
itan centers as well as smaller markets.

Fitbert’s Margarine (through SSCB)
is buying spot radio more heavily in
big metropolitan centers this year than
last. The account’s spot radio budget
has remained constant, but Filbert’s is
getting greater frequency in certain
markets.

Barbasol (through FErwin, Wasey)
is concentrating its spot radio cam-
paign principally in big metropolitan
centers. The 20-week campaign that
started on 10 January is confined to
New York and Chicago at the moment.
but Barbasol expects to go into Phila-
delphia, Boston and Cleveland as well.

Account-by-account. here is some of
the most recent activity in spot radio:

Brown & Williamson (Ted Bates):
manufacturer

This cigarette moved

back into spot radio on 1 January with
a new strategy and an expanded mar-
ket list. The firm reconsidered spot
radio because it felt that it could not
afford to overlook radio-only homes in
tv markets, not to mention the existing
radio-only markets. B&W concentrates
on early-morning radio in tv markets,
morning and night in radio-only areas.

Carter Products (Ted Bates): Car-
ter Products have consistently used
spot radio. However, this year the
agency has added high-powered sta-
tions in metropolitan centers to “reach
out beyond tv coverage.” In tv areas,

Carter is generally on radio between
7:00 and 9:00 a.m.

P. Lorillard Co. (Lennen & New-
ell) : P. Lorillard used spot radio and
tv to introduce its new brand, the Old
Gold Filtertip cigarette. There’s the
same emphasis on spot radio in 1955
as there was in late 1954. In short,
Lennen & Newell is buying five- to six-
week saturation campaigns, using
early-morning radio in big tv markets.
Frequency ranges from 10 announce-
ments a week to 40 or 50.

Sterling Drug (Dancer-Fitzgerald-
Sample) : Sterling’s Bayer Aspirin is
continuing its 1954 spot radio strategy
into 1955. This year, as last. the prod-
uct is using radio in some 75 markets,
generally on a 52-week basis. Sched-
ules range from five to 15 60-second
announcements per market per week.
Bayer’s has no set pattern where types
of stations are concerned, but seeks
the broadest audience in each market.

Dr. Lyons Toothpaste, another Ster-
ling Drug product, is also continuing
its 1954 spot radio strategy. This
product covers 30 to 40 markets with
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daytime and early-morning announce-
ments throughout the year.

Liebmann Breweries (Foote, Cone &
Belding) : This brewer has one motto
for his Rheingold Beer: “We want to
dominate whatever medium we're us-
ing in the area we're using it in.” In
radio this has meant an increased ap-
propriation for 1955. On New Year’s
Eve 1933, the firm sponsored one hour
of Guy Lombardo over eight New York
City stations. Last New Years Eve
coverage extended to 28 stations in up-
state New York, Connecticut, New Jer-
sey and Philadelphia.

Rheingold’s announcement schedules
have remained constant this year, with
a frequency of some 300 announce-
ments weekly over 20 stations in its
Eastern distribution area. Rheingold
is al-o a heavy spot radio user in
Southern California. The brewer uses
morning, afternoon and nighttime ra-
dio.

Lincoln-Mercury  Dealers  Assn.
(Kenyon & Eckhardt): This advertis-
er is plunging into spot radio with a
far bigger appropriation than he had
in 1954 because the dealers liked the

sales results the medium produced last
year. Lincoln-Mercury Dealers will
continue to concentrate on early-morn-
ing and late-afternoon schedules in or-
der to reacl men while they're driving,.
Unu-ual for this client, however, is the
addition of major metropolitan mar-
kets, like New York, Chicago and Los
Angeles.

National Biscuit Co. (Kenyon &
Eckhardt) : Nahisco started its first
large-scale campaign for 100%¢ Brand
Cereal on 7 February.

The schedules are not being placed
in a pre-determined time slot. Rather,
K&E is looking for adjacencies near
programs with a particular following.

Nabisco is not planning to use tv
for this product right now. The firm
will launch two waves of spot radio
announcements, each lasting five
weeks.

Jell-O (Young & Rubicam) : Jell-O’s
spot radio strategy of 1955 has a new
look. Last year. the agency looked for
local personalities. This year, Jell-O
is concentrating on early-morning ra-
dio and frequency (five to 20 an-
nouncements a week per market)

rather than on personality. This year,
as last, Jell-O is buying powerhouse
stations for extensive coverage.

Jell-O's 19535 spot radio budget is
one-third higher than its spot radio
budget in 1954, Why is Jell-O put-
ting extra emphasis on spot radio?

“Because we can get the most cov-
erage most economically with radio,”
a Y&R executive told sPoNsoRr.

Filbert’s Margarine (SSCB): This
client was among the first to go on
the air in 19535.

“We're doing the same, only more
of it,” says Steve Suren, timebuyer on
the account. “We've stepped up the
frequency to about five announcements
a week per market.”

This year, as last, Filbert’s is in
some 40 markets with a 10- to 13-week
campaign. Since the product is bought
and used by housewives, SSCB buys
daytime and early afternoon sched-
ules. The firm will be on the air with
two more radio campaigns in 1935.

Q-Tips (Lawrence C. Gumbinner):
For its first national air effort, Q-Tips
is using a combination of network ra-
dio and spot radio. The spot radio

= Stronger pull
- than ever! .
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KM.J-T

FRESNO, CALIFORNIA ¢ CHANNEL 24

boosts power!

Video power up to 447,000 watts
Audio power up to 223,500 watts
. . . increasing signal power 12.58 times

KMJ-TV pioneered TV in this important inland Cali-
fornia market. It’s the San Joaquin Valley’s most-tuned-
to TV station®. Now, with a powerful new signal and
the finest transmitter location in the Valley, it has more
audience pull than ever. And more than ever, KM]J-TV
is your best TV buy in the Valley!

KM]J-TV — Fresno’s First Station — First in Power
— First in Audience

Paul H. Raymer, National Representative

°KMJ-TV carries 19 out of the 25 top-rated nighttime pro-
grams viewed in the Fresno area. (October 1954 ARB report).
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schedule started on 31 January in 40
markets.

“Spot radio can do an extremely
effective job for us at a comparatively
low cost,” =says Anita Wasserman,
timebuver for Q-Tips. “Also, we have
the added advantage of merchandising
support that stations offer us.”

The 20-week spot radio campaign is
aimed primarily at young mothers.
It consists of three to six broadeasts
weekh on each station of a 60-<econd
announcement mentioning the advan-
tage of Q-Tips swabs in baby care.

The agency decided 10 go into spot
radio on a large scale as a result of
a successful fall 195} campaign on
WNEW, New York., Q-Tips broadcast
some 35 20-second announcements
weekly over the station from Septem-
ber through December.

General Mills (Dancer-Fitzgerald-
Sample) : This elient began using spot
radio for its Gold Medal Flour for an
additional purpose last fall, is con-
tinuing through spring 1955: to cover
small towns with little or no tv. Some
30 to 35 of its spot radio markets are
in that category.

/ o[od :Z)e[a//é /

(Just The Facts)
on the
I.. A. Mexican American

KWKW'-’s

Belden Survey
Shows

® Produet Preference

® [‘amily Income
® Media Preference®

* Yes, the sumey shows KWKW
andienee o be
that of the
combined.

better  than

next two  stations

GET THE FACTS FROM

KWKW

PASADENA - LOS ANGELES

am

REPRESENT ATIVES:
New York: Hichard O'Connell Ine.

San Iranelseo: Broadeast 1lhme Sales
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The firm also uses spot radio 1o
reach special groups: 10 Negro mar-
kets. six to eight Spanish-language
markets.

General Mills” schedules, always day-
time, are on a 39- to 52-week basis.
Frequency ranges from five to 10 an-
nouncements a week.

Atlantic Refining Co. (N. W. Ayer) :
This newcomer to spot radio (this is
firm's second year) has been adding
to it~ schedules consistently, Current-
Iy. Atantic Refining is using 5-, 10-
and 15-minute newscasts on 060 sta-
tions throughout the South, from
Maryland to Florida. In New York,
the agency has bought 3-minute weath-
ercasts to be broadcast three times
weekly over 18 am and 12 fm stations,

Like most gas companies, Atlantic
also sponsored baseball in New York.

* * * * * * * *

«The real truth is that freedom of the
press and the freedom to broadcast are
policies rather than priueiples, and they
vary widely with changes in public opin-
ion—and with the opinion of persuasive
thought leaders. 1 think it’s safe to say
that the geuneral publie is inherently and
automatically in favor of the preeept
of freedom to broadeast, without eon-
dition or qualification.*®

THAD II. BROWN, JR.
Viee President in Charge Tr
NARTB, Washington

* * * * * * Y *

New England and Pennsylvania in
1954 is expected to do so in 1955.

Though there is unquestionable in-
terest and activity in spot radio, the
medinm  isn’t necessarily entering a
sccond honeymoon with clients and
agencies. On several fronts, spot radio
continues to have an uphill fight.

There are, for example, a number of
acconnts that are reducing or drop-
ping spot radio. Among them, Bab-O
(through D-F-3) is significant, be-
cau-e of its long history in the medi-
um. American Chicle (through D-F-S)
plans to buy less spot radio because
of the expense of its new network v
buy. The Texas Co. (throngh Kud-
ner) s dropping spot radio for net-
work radio this spring. And Nescafe
(tlrough Bryan Ilouston) is reducing
it~ spol radio schedules somewhat.

ttis <till too early for a conclusive
forecast of spot radio 1955, For Jan-
uary, however, the positive side of the
coin shines far brighter than the nega-

li\“. * ok K

ESSO

(Continued from page 35)

Jersey)—covers the Eastern seaboard
and part of the South—18 states in all
ranging from Maine to Louisiana.

Esso could use a regional network.
It likes spot for two reasons, however.
First. the Esso Reporter in each town
is identified with the local radio sta-
tion and the local “voice” (announc-
ers remain anonymous. but they're
usually among the better-known an-
nouncers at each <tation). Further,
local news can be featured—to the ex-
clusion of national or regional news,
if warranted.

Second, Esso likes spot because it
can air commercials which are appro-
priate for each market. The company
may want to push anti-freeze in New
England. for example, and promote
tires in lLoutsiana. This is important
to a company operating in a wide
range of climates, Esso Ad Manager
R. M. Gray and As<istant Ad Manager
Vernon Carrier stressed to SPONSOR.

Some advertisers may fear spot ra-
dio. however. Thev may feel that it’s
hard to hold together a scattered op-
eration and to promote relatively un-
glamorous spot (as opposed 1o net-
work) to its dealers.

This is where the agency steps in.
Marschalk & Pratt keeps in close touch
with all the radio stations and with
Esso as well. Here’s how:

As soon as a new station is added
to the Lzso lineup. Tom Brown. Mar-
schalk & Pratt’s liaison man between
the agency and the radio-tv stations,
or Curt Peterson, M&P radio-tv vice
president-—or both—visit the station.
Along with the usual handshaking the
station manager gets a book from Mar-
schalk & Pratt called “Your Esso Re-
porter—Instructions & Suggestions.”

The book spells out exactly how the
Esso Reporter iz 1o be handled by the
station. It emphasizes that “selection
of news service and news content is
the responsibility of the local station,
without sponsor limitation or restric-
ton.” It caution,
against editorial interpretation.
it mentions that “on more
oceasion.  the

however.
And
than one
sponsor been in-
volved in an unflattering news inci-
dent on the sponsor’s own program.
That’s a caleulated risk, because the
news must remain inviolate,”

does

has

The Dook ghves suggestions to an-
nouncers, (Example: “The vigor and
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enthusiasm of the announeer’s voice
plays a large part in the impression
news —or commercial—makes on the
audience.”)

Even emergencies are covered in the
instruction book. In case of a tragic
event in a station’s area, for example,
the announcer is told to discard the
scheduled commercial and to substitute
a “standby” anouncement. These an-
nouncements bricfly touch on topics
such as freedom of the press, with only
the mention of Esso as sponsor of the
program. In addition telephone num-
bers and addresses of Marschalk &
Pratt and Esso executives are listed so
that they can be contacted in an emer-
gency, if warranted.

lisso gives stations carrying the Re-
porter a gentle hint that it would like
them to promote the show. It doesn’t
demand extra promotion and it prob-
ably wouldn’t drop a station from the
schedule if the outlet refused to pro-
mote the show. As the company ex-
plains, however, “It goes without say-
ing that a good news program will
prosper . . . in direet proportion to
the promotion that is behind it. Isso
Standard Oil Co. backs up this pro-
gram from time to time with newspa-
per advertising and sales promotion.”

Esso advises its radio stations that
it’s doubly important that they keep
Marschalk & Pratt advised on their
promotion. “First.” Esso says, “it’s
important that you don’t ‘hide your
light under a bushel.’” Second. these
reports help us to help you by acting
as a elearing house for good promo-
tion ideas.” Esso “suggests” that sta-
tions send in monthly reports on their
activities; to make the job easier—
and to more or less aet as a reminder

-the agency sends the outlets a stand-
ard promotion report form to be filled
out and returned. Liaison man Brown
and radio-tv director Peterson also dis-
cuss promotion of the Esso Reporter
with the stations on their periodic vis-
its. (Some of the promotion Esso has
obtained from =tations is illustrated
on page 35.)

What are the criteria Esso uses in
choosing stations?

Most basic. perhaps, is cost-per-
1.000. Yet even this is not the final
answer. For example. Curt Peterson
told sroxsor that the cost-per-1,000
for radio has gone up in the past few
vears. “We didn’t drop radio.” he ex-
plained, “because even at the shight
increase in price iU's still a darned
zood buy.”
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The cost-per-1,000 is figured with
the help of local ratings. In one mar-
ket it might be Pulse, in another Iloo-
per, and so forth.

(The various local ratings cannot be
averaged oul to give Esso an indica-
tion of its total audience, however.
Besides the faet that the rating serv-
ices vary widely in teehnique, the days
or weeks which they survey are not
the same for all markets. Seasonal va-
riations in listening would therefore
make the results inaccurate.
tain its average monthly audience Esso

'l‘() ()b‘

L SO —

uses Nielsen ecumulative ratings figured
on a network basis. In other words,
although Nielsen couldn’t give kEsso
a rchiable rating for many of the mar-
kets on an individual basis because of
an inadequate sample, Nielsen can—
using the same techniques it uszes for
obtaining network ratings—give Esso
a reliable indication of its audience
over the 18-state area.)

Esso uses “prestige” stations. This
means that [requently the company
buy< time on one of the higgest, most
powerful outlets. But  not always,

A New Orleans street named Desire

—but where is cvcryl)ody?

If the time is between 6 and 9 aan., they're very

likely

listening to Lomnisiana "Larm Clock. Thisx

sprighth. WDSU program acts as eye opener to a

large and loyal following. And it has been an eve

opener Lo sponsors to sce how well "Larm Clock’s

Harry Wood can sell their prodnets.

\‘f l) S U l{;&D lO —New Orleans—VYiral To The Somb’s Biggest Markel
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Every now and again it drops a sta-
tion it’s had for a long time and sub-
stitutes another in the same city. A
couple vears ago. for instance, Esso
dropped a 50 kw outlet which had car-
ried the Reporter for more than 18
years and bought instead a 5 kw sta-
tion. The former outlet covered more
territory. The 5 kw station obviously
covered fewer people but two years
before the switch Esso had bought
three stations which actually were
within the covcrage area of the power-
house. The company apparently feh
that it was better to have more local
coverage with more stations rather
than one big station blanketing an en-
tire region in this instance. However,
out of the 52 radio stations now on the
schedule, 13 are 30 kw outlets. (On
the other hand. five are 230 watt sta-
tions. )

Time periods bought by Esso drop
into one of four periods, with an aver-
age of three of these periods used by
Esso on cach station. Time periods are
early morning {breakfast), lunchtime,
early evening (dinnertime) and late
evening (bedtime).

Esso believes it reaches the most
men this way. During some of these

f/le music f/lal
/9/ea.se.s o the I)eo,l)/é)
l)/eadoJ (l/OlL 50 G

/

l/z e sponsor.

CALL OR WRITE
NOW FOR SPOT
AND PROGRAM
AVAILABILITIES

KOME

THE MUSIC STATION FOR
THE MAGIC EMPIRE

5000 WATTS

TULSA, OKLAHOMA
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time periods in some markets, says FEs-
so, more women than men may actual-
ly be listening. As long as the number
(rather than percentage) of male lis-
teners is high and the station rate card
favorable, Esso says it’s getting a
sound buy.

Dealers buy time: Fgco encourages

a2

its dealers (who operate as indepen-
dent businessmen: they don’t even
have to feature Esso-only products)
to buy their own time on radio. Twice
a year the agency writes to 1 kw (or

less) stations in Esso's marketing
area. It asks these 032 stations if

they’d like Esso’s book, called “How
Local Radio can increase business and
profits for an Esso Dealer.” In re-
sponse to the current mailing, 360 ra-
dio stations said, “Send it.” A follow-
up letter went to the stations which
got the book, offering a new Margaret
Whiting transcribed musical jingle,
free of charge. But the radio station
was to indicate how many Esso dealers
had bought time. Replies to this letter
still are coming in but by sroxsor
presstime the radio stations respond-
ing indicated a total of more than 400
Esso dealers buying time.

The dealer book is in three parts.
The first, addressed to radio station
managers, gives hints on how to sell
announcements or programs to Fsso
dealers. The second part, for the deal-
ers’ use, offers practical advice on the
value of local radio programns and
some of the principles of advertising.
(Example: “DO give your radio ad-
vertising a chance to prove itself!
DON’T sponsor a few isolated broad-
casts, then give up because you aren't
immediately swamped with custom-
ers.””)

The third part of the Esso dealer
book contains more than 60 30-second
commercials to be read with a novelty
musical jingle (not the Whiting jingle
but another called “See your Esso
dealer”). The commercials are hard-
selling copy for more than a score of
Esso dealer products and services.

In an introduction for its dealers,
Esso says “llundreds of Esso dealers
are proving radio’s selling power every
day by sponsoring their own advertis-
ing. They buy one-ininute announce-
ments on their local stations—one of
the most effective kinds of advertising
ever devised. . . . When you put these
commercials on the air, you take an
important step toward more business,

increased profits.” Esso reminds deal-
ers that when they do their own radio
advertising they “enlist the help of
millions of dollars worth of advertis-
ing which Esso Standard Oil buys to
tell people about the products and serv-
ices you offer.”
‘Reporter's’ start: The Esso Re-
porter was conceived on the corner of
43rd and Broadway in July 1935 and
born on October 7, 19353,

It was on the corner of 43rd and
Broadway that Harry C. Marschalk
ran into Clifford Glick, a salesman for
NBC. Glick told Marschalk that the
United Press had decided to change its
newspaper subscribers-only policy and
was ready to lease its news service to
NBC. Glick suggested that possibly
Marschalk could sell the idea to Esso
which sponsored Guy Lombardo on
radio through M&P.

Marschalk proposed the idea of
news programs to Dr. R. T. Haslam,
then the Standard sales manager.

Only Marschalk had a twist to the
NBC proposition. NBC had offered
Marschalk an opportunity to buy 15-
minute news shows. Marschalk thought
it would be better to sponsor four
five-minute shows daily. When it be-
came obvious that Esso would like to
buy five-minute segments, NBC was
aghast. The network didn’t have a
five-minute rate. After a little pon.
dering, NBC agreed to sell Esso, via
Marschalk & Pratt, five-minute news
shows.

For 26 weeks Esso bought the net-
work, but then it began to shift to a
spot campaign, covering the territory
which Esso serves. It's used spot radio
this same five-minute form ever
since.

n

Because it is a regional firm, Esso
canot use most magazines. It does buy
space in the New Yorker, however,
and an occasional Sunday supplement.
It uses newspaper advertising and has
extensive billboard locations. Esso al-
so works closely with dealers in direct
mail campaigns to Esso customers.

(In a future issue: llow Esso tele-
vises the news.) * kK
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TALENT PROBLEM
(Continued from page 37)

to the west coast program director.

Many admen feel the networks
should set up more opportunities for
new talent to expose itself and develop.
Some would like to see more amateur
talent shows on the air. Others would
like the webs to provide more local
opportunities on their owned-and-oper-
ated stations.

While agencies look to the networks
to carry the brunt of talent scouting,
they feel they have some scouting re-
sponsibilities themselves. Some of the
talent people at the agencies want to
get sponsors more involved in the
talent quest on the grounds that an
agency would not sign up new talent
itself unless client indicated interest.

3. The opinion that ad agencies must
show more backbone in talent and pro-
graming negotiation was expressed in
some quarters. It was not frequently
expressed (it is, after all, self-criticism)
but when it was expressed, it was in
strong terms.

Agencies were advised to (1) set a
ceiling on talent costs and stick to it
and (2) assert more control over pro-
graming. An example of the former
policy is the ceiling set by J. Walter
Thompson (in the forefront of those
fighting the talent agent price scale)
on Lux Video Theatre. This ceiling is
said to be in the neighborhood of
£3,500 for the lead player. The agency
turned down Gloria Swanson’s asking
price of $7,500 (Editor’s note: errone-
ously printed at 875,000 in the previ-
ous story) for appearing in “Sunset
Boulevard” and hired Miriam Hopkins
instead.

Agencies can assert more control
over programing if they become more
active in producing their own shows,
it was said. This will help prevent a
situation. so common now, whereby a
complete show package is presented to
the agency, either by talent agents or
the networks, leaving the agency with
a simple take-it-or-leave-it alternative.

The fact that the agencies often have
little to say about supporting and non-
performing talent in their own shows
makes it doubly difficult for them to
control costs. One big network adver-
tiser told sPONSOR the talent agents
often “dump second-rate supporting
talent on us” because of the growing
trend toward presenting complete pack-
ages to sponsors and agencies. An
agency programing executive said
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angrily that he couldn’t even get from
a talent agent a breakdown of above-
and below-the-line costs for an expen-
sive film show he is considering.

“If T told you what the show cost,”

he said, “you’d understand why I'm so
mad. But what can I do when the
package is already made up? What
makes it worse is that the talent agents
are so arbitrary about things. I'm just
expected to acquiesce.”
4. More dependence on writers is
often suggested as a way of getting
around the high cost of tv talent. An
agency tv department manager said:

“The agencies and networks would
do well to pick up some writers durnped
by Hollywood and get them into tv.
There are a lot around since the movie
people aren’t producing as many pic-
tures as they used to. Some of these
euys are good, though they may have
to get used to the lower tv pay scale.”
(Y&R has such a system already in
effect.)

The fact that writers generally get
paid less than performing talent is the
prime reason why admen would like
to see more emphasis put upon writing.
A source familiar with writers’ salaries
said that in many cases they get from
15 to 25% of what a performing star
gets. Even when a writer’s name be-
comes known he is not able to capi-
talize on it to the same extent that a
perforniing star can, it was pointed
out.

A sponNsoRr check disclosed that tv
network writers get from $250 to
¢2,500 per show with most of them in
the lower end of this range. There
are cases of writers who get $3.000 or
even $4.000 but this is rare in tv and
when it occurs the writer may perform
another function, such as producer.

For a half-hour show, a free-lance
writer will be budgeted from $600 to
double that, but with 8750 the most
common fee. For the hour drama
shows, the range starts at $1,000 and
ends at about $2.500 with only top, ex-
perienced people getting the latter.
Comedy writers get from $250 to
$2.000, with a few going above that.

An interesting sidelight on the
writers’ pay scale is the fact that an-
other 8100 or so may be given for a
drama script run during “rating week.”
3. The number of adimen who said
they would like to sce the government
do something about talent costs can be
counted on the fingers of one hand, but
the fact that U'ncle Sam was mentioned
at all gives some idea of the intensity

of feeling in some circles. This vocal
minority would like to see the govern-
ment take away from the networks
their programing functions and limit
them to selling time, the idea being
that the combination of the two con-
stitutes a form of monopoly. If the
networks’ programing wings are
clipped, it is held, there would be less
entphasis on higli-priced shows.

One source said he thought the talent
agents might well come under U. S.
scrutiny on the ground that their power
to tie in secondary and non-performing
talent with the sale of a star constitutes
restraint of trade.

Actually, many admen, while they
don’t like the talent cost situation, con-
sider it an example of free enterprise
in exaggerated form, which is one of
the reasons why they feel helpless to
do anything about costs. Here are the
difficulties the ad fraternity says it
faces:

Said an agency radio-tv department
head: “Talent costs are just a matter
of supply and demand. The high prices
for Gleason and the others exist simply
becausze somebody 1s willing to pay the
price asked.”

Another adman put it even more
succinctly: “If one pays, everybody
pays.”

The point that the high prices paid
by a minority of sponsors affects the
entire price scale for talent inevitably
raises the question of whether the high
price shows are worth the money to
those who sponsor them. For if they
are, admen say, there is not likely to
be any change in the situation until
costs become obviously uneconomic.

4
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The standard  though not the only
cost-per-1.000
homes reached or cost-per-1.000 homes
per commrercial minute. The latter 1=
useful Lecanse it enables the slide-rule
boyvs to conpare costs-per-1.000 for
<hows of different length,

Niel~en figures indicate that the big-
name variety ~hows are =till worth the
cosl.  \< a group, the general variety
shows on network tv are the most eco-
nomical cost-per-1.000 buv despite the
fact that the time-and-talent
cost iz higher than any other group.

measuring  rod s

average

The average nighttime general variety
~how. during early October (not in-
cloding the =pectaculars). cost $2.93-
per-1.000 homes per commercial min-
ute. Average show cost was~ 397,000.
These are  once-a-week shows, bhoth
hour and hall-hour in length.
Averages. of course. can be mislead-
g and it must be pointed out that the
range went from 31.069 to 58.73-per-
1.000 homes per commercial minute.
While Niclzen would not reveal the
cost-per-1.000  homes per commercial

minute for =specific <hows, it was
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vite pres. & gen. mgr.
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KXLY-TV's merchandising

. DOUBLES SALES
for Garnation’s Instant Milk!

results

“May | take this opportunity to express my sincere
| gratitude for the help and guidance you extended
to us during our recent Telemarket promotion on

We received excellent cooperation from the Retail
Stores, Advertising Accounts and Store Supervisors.
Displays were featured in most all stores, and our
sales of Carnation Instant Milk were doubled during ff

KXLY'S-TV Merchandising is FREE

1o qualified Advertisers!

tlon with the XL /\
e
\:\ct\\ork o ? /

level

ad

at point-of-sale
for KXLY-TV

Sincerely,

Phil G. Withers

District Sales Manager /
Carnation Milk Ccmpany

Rep.- AVERV-HNODEL
Moaore Elund:seattle, portiand

learned that the big name shows with
their big audiences tend to be at the
cheaper end of the cost-per-1,000
range.

( The cost-per-1.000 homes per com-
mercial minute is calculated as fol-
lows: the average audience — not the
regular six-minute Nielsen rating —is
multiplied by the number of commer-
cial minutes, This is divided by 1,000
and the resulting quotient is then di-
vided into the cost of the show.)

After general variety shows. the next
cheapest program category is general
drama with a figure of $3.068-per-1.000
homes per commercial minute. Dear-
est category was what Nielsen call
“varietv music and other music.”

So far as trends go, however, the
picture appears to be one of a leveling
off of tv network costs-per-1,000 in
1954 after a continuous drop previous-
ly. The cost-per-1,000 homes per com-
mercial minute for evening
during October was $3.91, compared
with $3.97 during the corresponding
period in 1933, The six-cent differ-
ence is not considered significant.

A comparison of half-hour evening
shows in terms of 1,000 homes reached
during the same October periods shows
a slight increase from 1933 (810.76)
to 1951 (810.98).

What will happen during the 1955-
’50 season is another question. Admen
expect that, with rising talent prices
and more station competition prevent-
ing any great increases in tv per-pro-
eram audiences, the costs-per-1.000
may well zhow a substantial increase.

No advertizsing analysis can end with
cost-per-1.000, however, and there’s the
rub for those looking for a respite in
the upward price spiral. In the first
place. even if his cost goes up 5077,

S]]O\\'S

Gleason is not a bad buy. Secondly,
and most important, Buick bought
Gleason to create excitement for its
product, which has shown a spectacun-
lar rise in sales, having displaced
Plymouth as the third ranking car, (If
Buick sales are no better in 1955 than
last vear. the Gleason talent-and-pro-
duction package will cost Buick - - or
Buick owners, depending on how you
look at it — around $6 per car.)

The motives for Buick™s pavment of
83 million to Gleason during the next
season shed light on why some of the
other big =penders are acting as they
are. It is notable, say admen, that the
auto firms - to whom cost-per-1.000
is less tmportant than, say, soap firms
—stand out prominently among the
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big spenders.  Oldsmobile. Lincoln-
Mercury, Chryesler are all heavily in-
volved in the big-name
sweepstakes now going on in tv. Olds-
mobile. like Buick. has been overtaking
its competitors; Lincoln-Mercury deal-
ers have expressed undying gratitude
for the sales job Ed Sullivan has done
for them and probably consult the
rost-per-1,000 index seldom, if at all;
Chrysler has made an all-out tv bid
to regain its former standing.

big-show,

The situation described above ix, in
eflect, the basis of arguments used by
those who defend the prices asked by
WM and MCA. It is the job of talent
agents, say the defenders, to get the
highest price they ean for their clients.

“The trouble with most talent.” said
a veteran agency talent buver. “is that
they believe their publicity. And if
they feel their agent isn’t gelling as
much money as possible for them.
they’ll junk him. Of course, talent isn't
too likely to junk MCA and William
Morris. but there is always the possi-
bility that a big name will jump from
one to the other.

“It's true that MCA and William
Morris are tough bargainers and 1
think one reason why prices are what
they are is that some tv talent buyers
don’t have enough experience to bar-
gain for or evaluate talent. But, you'll
sometimes find the big talent agents
more reasonable than the talent.”

Said another agency talent buver:
“It’s often a convenience to be able to
go to one source, like William Morris
or MCA and get them to put together
a program package. It can save us
time and money. Sure, I've heard
people say that ageneies are getling
lazy when they accept a package from
an agent. but those outside talent buy-
ing don’t appreciate the problems.

“And another thing. Whether we
like it or not, the American public
likes big names and the place to get
them is at William Morris or MCA.
You can’t avoid dealing with them.”

On one subject there was wide agree-
ment among admen. Barring a de-
pression, video was too dynamic, too
exciting to be hurt by high talent costs.
It was admitted there might be some
temporary derangement caused by
cosls going way out of line, but the
iron law of economies, admen assured
SPONSOR. is an automatic regulator of
prices. Look at Hollywood, they said.
It happened there. But so long as tv
offers good entertainment to the public,
nothing disastrous can happen. * * %
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B&GM TV TEST

tContinued from page 32)

sisting of cities with jobbers which are
located within 50 miles of Green Bay;
and \rea DB, consisting of jobbing
points 50 to 100 miles away from
Green Bav. Area A. in other words, is
the heart of WBAY-TV'x zone of influ-
ence; \rea B i the outer region.
(These two designations should not be
confused with the usual \ and B con-
tour terms in tv coverage. .'\'()le, also,
that ~ales are given {or individual cities
within Areas A and B as well as for
the whole area.) One of the interest-
ing poiuts the test may reveal iz wheth-
er Area B will get as big a sales Lift
from the tv campaign as Area A.

S$12.500 budget: BN sales for the
entire year of 1951 are estimated by
the broker at only $37,000 in sales
Area A, $17,000 in Area B (wholesale
basiz). Nonctheless, B&\M’s tv cam-
paign will be as heavy as the average
six-month effort on the station by na-
tional advertisers. Budget for the cam-
paign is $12,500. It is allocated 100%
to WBAY-TV, a Channel 2 CBS TV
affiliate  (representative: Weed). The
$12,500 is about 25¢ of gross whole-
sale sales for the entire previous year.

The eampaign will include six one-
minute announcements weekly, three
in Class “A™ and three in Class “B™
time. Total over six months: 156 an-
nouncements, All announcements will
he done live. many by the station’s
personalities.

Copy furnished by BBDO will be
adapted to suit the style of WBAY-TV
personalities, although a eareful check
will be maintained to see that the basic
copy platform is not violated. (Ex-
amples of commercials used will be
covered in a subsequent article of this
series).

Success yardsticls: sponsor asked
B&M Ad Manager Northgraves what
his yardstick for success of the cam-
paign would be. In view of the propor-
tionately heavy tv budget, would it be
necessary for the profit from increased
sales to equal the number of tv dol-
lars?

“No.” was his answer. “that would
be expecting too much.” A substan-
tial sales inerease plus increased dis-
tribution of the brown bread is the
objective . sought. No dollar bench-
mark for success or failure has been
set in advance of the test.

H B&M deems the results strong

cnough. its first regular televi<ion cans-
paigning in other markets may follow.
The firm has used tv on rare occasions
only and has never before conducterd
a i test—or any other media test.

B&V s total ad budget for the vear
is estimated by sronsor at over S200.-
000. The New England firm has used
a variety of media in recent years,
ranging from magazines to newspapers
to store-distributed magazines. It is
currently using radio in 11 markets,
not including Green Bay.

Marketing backgrouud: The B&M
bean is the most expensive. ounce for
ounce, =old in the Green DBuay area.
I's of the oven-haked New England
variety.  Most of the beans it must
compete 2gainst are the lower-cost,
cooked - in - the - can brands.  Heing,
Campbell’s and several hundred other
canners make the can.cooked beans.
Onlyv B&M and a few other New Fng-
land firms specialize in the bean baked
in a brick oven.

While the molasses-rich oven bean
is the big seller in New England. in
most other areas it has only a small
fraction of the market. Otto L. Kuehn’s
advertising manager, Marvin W, Bow-
er, estimates that the cooked-in-the-
can bean has 96 of the sales in the
Green Bay region. It's believed that
B&M sells at least 509 of the oven-
baked beans in the area. which would
give it 2% of the total bean market.
Its chief competitor among oven-baked
beans is Puritan, whieh sells at a low-
er price than B&M in most eases.

B&M beans have virtually complete
distribution in the area and sales have
been growing slowly. B&M brown

'53 Retail Sales in the
Wheeling - Steubenville
Market were $331,732 -
000. You cover this rich
market best with—
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bread, however, has poor distribution
—under 50%. The company moved
only 380 dozen cans of the bread in
sales Area A during the first six
months of 1951; only 130 dozen in
sales Area B. It’s believed few people
in the region relate the two products,
whereas brown bread and beans are
a favorite combination in New Eng-
land. One of the objectives of the cam-
paign. therefore, will be to establish
the brown bread and beans as items to
be eaten together.

“Our problem,” says Ad Manager
Northgraves,” is to change the basic
eating habits of the population. Sell-
ing oven-baked beans to people of this
area is a little bit like coming into
Maine to sell chile con-carne when the
people here aren’t accustomed to any-
thing hotter than a fish chowder.”

The Green Bay test has considerable
significance for B&M because it has
many markets where sales are at a low
volume relative to its best markets.
While it is a nationally distributed
brand, about 0609 of its brokers do
90¢6 of the business. The South, for
example, is a particularly poor area
for the Yankee oven-baked bean. B&M
sells through 87 brokers in key cities

Rodio Statlon W J P 5 k THE sports sia-
ftion in tha Evonsville, Indiana market. if
yeu wonl to reoch MEN, chack our avail-
obilifes oround our live ploy-hy-play
sport . . . the year oround, -
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—
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and Otto L. Kuehn, operating out of
Milwaukee, covers the entire test area.

The Kuehn company acts as B&M’s
exclusive sales agent, selling the prod-
uct through jobbers and through chain
outlets. It's hoped that one effect
of the television campaign will be to
stimulate interest in B&M among groc-
ery jobbers, chain stores and indepen-
dent retailers. Otto L. Kuehn repre:
sentatives started talking up the six-
montlh test early in January and
WBAY-TV organized a dinner for the
wholesale grocery trade in the area to
explain what was coming. That was

back on 10 January.

Shortly thereafter. B&M streamers
appeared on the windows of Red Owl
stores in the area, indicating the ad-
vance publicity was beginning to take
effect.

Otto L. Kuehn representatives have
urged their clientele to stock up inore
heavily than usual in anticipation of
demand. Extra supplies of the B&M
products are available in the area on
short notice in case of need. The in-
evitable question arising in the first
weeks of the test: “Is it advance or-
dering by grocers that accounts for
sales increases or demand at the re-
tail level?”

The answer won't be known quickly
since sales figurcs can be compiled ac-
curately only at the broker level. But
it's axiomatic that if tv-induced retail
demand does not show up, reorders
later in the test will tell the story.

After grocers gel more B&M on their
shelves, will they push the brand hard-
er with the housewife? It's agreed
this is possible, tending to raise the
question of whether it’s the tv adver-
tising that sells the produect or the ex-

- 63% LOCAL LISTENERSHIP!

Get the WONDerful
Stary Todoy! Market
Dota, Stotion Cover-
oge and Pragromming
Informotion on Request

Owned and Operated by

tra stocking as a result of the tv cam-
paign.

This, however, is a perennial
chicken-and-egg question in any prac-
tical test and in the last analysis the
advertiser is not concerned with the
exact mechanism of the sale. The
cash register results are the index of
success.

Retail price of the B&M products
varies with individual grocers. The
27-ounce size costs 29¢ to 33¢ per pot.
Sales figures rcported to SPONSOR will
be broken down to cover wholesale
movement of both 18-ounce and 27-
ounce sizes. It will be possible to see,
therefore, whether television stimulates
trial purchases in the small or the larg-
er size. (Brown bread has only one
size.)

Previous advertising: spONSOR
asked Otto L. Kuehn’s ad manager,
Marvin Bower, to comment on the
amount of advertising for bean prod-
ucts in the area today. His reply: “To
the best of our knowledge competing
brands of oven-baked beans and brown
bread do no national advertising in the
Green Bay area. The only medium em-
ployed by B&M as well as our com-
petitor, Puritan, is to make available
co-operative advertising funds to the
chain stores and voluntary groups
based on their own purchases.

“In the case of Burnham & Morrill,
they allow the buyer at the wholesale
level 2% of their purchases for co-
operative advertising. This allows the
chain or the wholesale house that spon-
sors a group of stores to insert copy
for B&M in their weekly newspaper
ads up to the amount of money that
accrues based on their purchases . . .
no oven-baked beans are promoted ag-

A recent survey* shows 63% listenership to local radio stafions in
the Atlantic City-County area, the heart of the $325,300,000 South
Jersey shore market. And WOND is rated the top station by farl

11954 Survey by Advertest Research Availoble on Request

WOND -

SOUTH JERSEY SHORE KEY
PIONEER BROADCASTERS, INC.
Pleasantvillé, New Jersey [i{1)

N. Y. Office: 550 Fifth Ave. COlumbus 5-1430
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FULL TIME

SPONSOR

e o—__




gressively here.”

If past advertising has been almost
non-existent, what is the possibility
that competing brands will rush into
the area with counter-campaigns de-
signed to confuse results of the B&M
test; or designed to hold onto their
own share of the market?

The question arises because test
campaigns are traditionally subject to
counter-blasts from competition, once
they are discovered. It’s believed this
problem will not occur in the present
test campaign. Reasons: (1) There is
no past history of aggressive advertis-
ing by other bean companies in the
area, as noted. (2) The B&M budget
for the test is proportionately too high
to encourage counter-campaigning just
for the purpose of confusing results.

The previous test: Results on the
previous WBAY-TV test, designed to
determine how far out a television sta-
tion can exert sales pull, have been
compiled by the University of Wiscon-
sin. A new product, previously un-
advertised in the region, was the
guinea pig. University of Wisconsin
researcliers used 11 cities distributed
at varying distances from Green Bay
as their check points. It was found
that to the north where WBAY-TV
had no tv competition during the test
period (15 February through 15 July
1954) sales effectiveness extended out
to the fringes of signal coverage.

These are some highlight conclu-
sions from the University of Wiscon-
sin report on the WBAY-TV study:

o “The fact of area coverage by a
station reaching away from major
competition is clearly established. One
might say that a 100 kw station with
an 800 ft. antenna can cover.a.radius
of 60 miles away from competition
over average terrain as effectively as
its home city. Beyond that distance a
station’s effectiveness gradually de-
clines but it can be 75% as eflective
90 miles away as it is in its own mar-
ket.

e “Station and program listening
are a good rough index of sales ef-
fectiveness. In fact, under certain lim-
ited conditions, tv station mail has a
degree of validity as an index of sales
effectiveness.”

(Copies of the University of Wis.
consin study, giving full details in re-
sults of the sales test plus telephone
coincidental and mail ballot research,
are available from WBAY-TV, Green
Bay, Wisconsin. Address requests to
Haydn Evans.) * K %
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4 A’s REACTIONS
(Continued from page 40)

€6, . . It isn’t reasonablc to expect an over-
night reversal of a trend which has gath-
cred such momentum, but an agreement
among so large and influcntial a segment
of the agency ficld cannot help but aid sta-
tions and networks in an effort to hold to
the letter of rate cards and policies in all
the areas under discussion. . . .*® John II.
Bachem, Gen, Mgr. Du Mont Tv Net.

¢¢These problems are best handled by in.
dustry associations, rather than by individual
reps, who alone cannot establish rate prac-
tices. The SRA Rate Committee is working
on it. If all the reps can be gotten to think
along the same line, then somcthing might
be done. The 4 A agencies are usually rea-
sonable. But when somc agencies get away
from the straicht and narrow, others want
the same special deal. Something like thcse
recommendations is needcd from time to
tiine as a reminder that we take stock.®®
Adam J. Young, [r., Pres. Adam |[.
Young, Jr., Inc. and Pres. SRA.

¢¢. . . Adherence to these rules should be
easy for the great majority of advertisers,
their agencies and for broadcastcrs. As is
to be expected, I am most interested in the
section on rates, I am encouraged to see this
stand against secret practices but I feel that
on this point the Association might have
been more positive in its approach. Here
the burden of proof performance lies with
the broadcaster. 1 think that a few agen-
cies often not only encourage but foster
undesirable rate practices. . . . Roger
W.Clipp, Gen. Mgr. WFIL, Philadelphia

¢eWhile most agencies want to conduct their
business decently, there are some which are
naturally chiselers, and others which try
hard to squeeze every bit of juice out of
the lemon for their clients. On the whole,
the recommendations should have a bene-
ficial effect. Weak stations, especially, can
find them helpful. For they can cite the
4 A code in discussions with agencies and
advertisers that.seek to depart from good
practices.?® John E. Harrington, Part-
ner, Harrington, Righter & Parsons.

€¢The 4 A statement is a most laudatory
document. The SRA Rate Committee feels,
however, that the most significant problem
has been complctely overlooked—that of the
national advertiser who attempts to buy
radio time at local rates. There can be no
criticism of either advertiser or agency for
trying to get the best possible value. 1t is
rather a question of using dollars to pres-
sure stations into quoting improper prices.
The only ultimate solution is for the 4 A's
to take a stand against attempts of na.
tional advertisers to get local ratcs. And it
is basically up to the stations to eliminate
the multiple rate system. Everyone suffers
from this evil: The station’s product is
cheapened, and the agency endangers its
control of accounts and commissions.2?
Robert Eastman, Exec. V.P. John Blair
& Co. & Chrmn. SRA Rate Committee.

¢o, . . It is almost universally testified to
by agency people that merchandising aid by
stations rarely cnters into dccisions on sta-
tion buying. It is only after the purchase
that merchandising help is inquired into
and souglu. Furthermore, it is widely known
that with all media, merchandising is longer
on promisc than it is on performance. . . .
Many large advertisers look askance at nion-
ey spent by stations on merchandising, with
the feeling that the station’s object should
be to provide audicnce, not products. . . .
The wide disscmination and universal ap-
proval of the 4 A statement is bound to
correct the operations that now reprcsent
somcthing less than good mcdia practice. . ..
Now that the 4 A’s has dealt with thcse
touchy subjccts . . . can they promulgate
the truth on identical local and national
rates? Where the local rate is lower, the
agencies are in some cases subjected to an-
noying arguments and work. The stations
having the samc national and local rates win
agencies’ applause. And cooperative adver-
tising, with its widely known weak morals,
might be dealt with in the same forthright
manner.?® T. F. Flanagan, Mg. Dir. SRA.

€6The rccommendations serve the excellent
purpose of setting up standards. We do not
object, of course, to the usual requcst for
normal merchandising support, but some
requests are far out of line. I intend to
read thc document to our men at our regu-
lar weekly mecting. Each of our 26 sales-
men should be supplied with a set of the
recommendations for use at agencies. They
may help in cases where agency requests are
unreasonable. Agencies that further the
trend toward the use of co-op advertising,
so that the client can benefit from getting
the local rate, might keep in mind that that
co-op money comes, by and large, out of
national spot. In the long run the agencies
are hurting themselves.?® Frank W. Mil-

ler, Sr. Chrmn. of Bd. Headley-Reed Co.

¢6All rates should be published. There is
nothing wrong with merchandising, which
can be of help in obtaining business. It is
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ShB’S one of over 900,000
Spanish-speaking Mexican-
Americans in the Texas Spanish
Language Network coverage
area. These Mexican-Americans
have been buying American
products, with emphasis on
products that are brought to
their attention through Spanish
Language radio.
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Valley
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the exira effort and expense somelimes de-
manded thar is the difhculty, for the sta-
tionu caunot pos=<ibly do 1he <ame kind of
job for all adveriisers. 1 am happy to say
that we have little pressure exerted by agen-
cicw. Occasionally there i~ an effort 10 get
The trend
toward the single rate is a hopeful sign for

local rales for mnational accounts,

an ultimate solution of thi< problem.*® Rues-
sel Walker., V.P. Johu F. Co.

Pearsou

éc. . . 1 feel that the means and language
which this Committee has nsed to present
this problem may not remedy 1he sitmalion
it has pointed out as much as it would tend
lo canse an aecccleration of the very
and factors it
1 feel that thie slalemenl on rates was some-

forces
iz ostensibly 1rying to enrh.

what incomplete and that it did not propose
a conclusive remedy. On the one hand the
agencies are enconraged 10 seek the lowest
rate available for any
without any regard for the possible value
delivered in exchange for those rates, while
on the other hand the Committee has simply
songht to legitimatize rate deals hy insisting
that they be published. . . . The rale para-
graph has implicilly put advertisers on no-
tice 1hat lower rates are obtainable .

from the majority of broadcasters. Thus, the
major effect of the rate paragraph becomes
one of branding broadcasting as the medinm
whicli is selling ii1self on the single standard
of price. This situation has been aided and
abetted on the agency-advertiser level. . . .
It is wy belief that the solution of this prob-

class of advertising

lem will not come as a result of two simple
statements regarding rates in the AAAA re-
port, purporling to wish that the <situation
The Phil. R&TvB Assoc,
Our belief is that
‘Al efforts at a solution of the rate prob-

would go away. ...
has studied the question,

lem must be based on eonfidence and faith
in the medium and in each other
the knowledge of what we have in the way
of a preduet)

hased on

We have a good product to
‘deal’ to re-
place program development, efficient manage-
menl, promotion and salesmanship.®® Wi,
B. Caskey, V.P..Geu, Mgr, WPEN. Phila,

sell-—we do not have to use the

we believe that
the agencies hrave a responsibility not 1o en-

¢6, . . In today’s situation,

courage stations to sell off rate, nor to play
one station against another in an eflort to
force «pecial rale concessions, These impor-
tant matters were left ont of the rate section
of the AAAA release, and shonld be defined
in 1lie same manner as were the specific ob-
jections to current practiees in merchandis-
ing and publicity. We further snggest that
the ANAA establish a commitiee on ethics
which would release to all members exam-
ples of agencies who deliberately practice
rate enlting, insi=t upon use of copy in poor
ta~te, and make excessive demands for free
service from stationg,
in such unethical practices are held up 10
the light
will become less
fert. Sls. Mgr,

If agencies indulging

of industry scorn, such practices

Bill Maille-
* K %

prevalem *®

Idwe, Petry.

SPONSOR ASKS

(Continued from page 89)

ply good programing without commer-
cials. But can this box office offer en-
tertainment good enough to lure view-
ers away from the free program on
another channel? Can this box office
in the home take the place of going
to the neighborhood theater or local
sports event and leaving home prob-
lems behind?

What entertainment can subscription
tv offer that sponsors can’t? When the
viewer is at the point of deciding
whether he is going to pay £1.00 to
see Subscription Movie N or see spon-
sored Show Y on another channel for
free. then the entertainment values
come into play. If fee tv presents
Moby Dick for $1.25, the sponsor may
say. "O.K. We'll give them Gone With
the Wind free of charge.”

Subseription tv, in order to go over,
will have to offer top entertainment
to viewers, Dut will it he able to
compete with what the audience has
been getting free of charge?

When they must pay for some of
their entertainment. there is the happy
possibility that home viewers may “re-
discover” commercials, regard them
with new appreciation as the means of
receiving [ree enlertainment.

Even if subscription tv should suc-
ceed and grow so big that it does away
with commercially sponsored video,
vou still can’t lose the sponsor because
the sponsor will find some way to com-
pete and present betler speclac]es.

In any event, if fee tv does go over
with a bang. you can rest assured that
it will be one of the biggest operations
in the world because every ad agency
man will be in it with a box-top deal.

Robinson

*“"KRIZ Phocnix advertised these dresses as
cut to almost nothing.”

SPONSOR




Raymond Nelson is closing his own adver-
tising agency to join Television Bureau of Advertis-
ing as national spot sales director, 11e’s second recent
appointment to TvB staff, follows by a fortnight
naming of Dr. Leon Arons as research director.
Nelson s broadcast media veteran, was one time
production manager at NBC, supervisor of tv
at Mutual in t0's infancy, produced and sold first
hatf-hour tv show (Tintex Show) to be sponsored.
In 191 he built, sold first “spectacular”—Du
Mont’s Boys from Boise (two hours long.)

Manvice H. Needhawm is one of country’s
few agency executives to give employees and public
complete financial details of his operation. At
annual nmeeting of Needham, Louis & Broby Inc.
employees, hie said agency’s billing for year ending
November 1951 was $28,933,000, an increase of
$1.4 million over 1953. Net profit, he disclosed, was
$303,400 compared with $221.600 year before. New
figure represents about 1% of gross billings. Agency
is entirely owned by 170 employee-stockholders.
Agency’s 1951 radio-te billing: About $12 million.

John B. PPoor, v.p. & general counsel of Gen-
eral Teleradio Inc., is newly elected executive tice
president of MBS. Poor will retain vice presi-
dency of General Teleradio in his new post, which
will be “the administration of Mutual network
activities,” according to Thomas F, O'Nell, president.
He's expected to become acting head of network
when O'Neil is not in New York. Poor joined Gen-
eral Teleradio in 1952 following an ussociation with
the law firm of Dalton & Poor, Boston. He's a
Harvard man, is married and has five children.

Henvy Schacehte, senior vice president of
Bryan Houston Inc. and member of spoNsor’s All
Media Advisory Board, has received a citation from
the Advertising Research Foundation for “outstand-
ing leadership of and distinguished service to”
ARF. Schachte has been ARF board member
sinee January 1952, served as clhairman during 1953.
e continues to serve as an ARF director. The
citation was presented to Schachte by Edgar
Kobalk, ARF president, on behalf of the organiza.
tion’s houard of directors.

When thot 1 buy is WJAC-TV, Johns-
town, you not only steer your way into
the rich Johnstown oreo, but you
coost right into the Pittsburgh ond
Altoona morkets, os well!
Lotest Hoopers show WIAC.TV:
FIRST in Johnstown
(a 2-Station market)
SECOND in Pittsburgh
(a 3-station market)
FIRST in Altoona
(a 2-Station market)
Smooth the woy for more soles with
the 1 buy that covers 3 ...

SERVING MILLIONS FROM
r"v ATOP THE ALLEGHENIES

JOKNSTWN - CANNEL 61

Get  full dctails from your KATZ man!
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National products get best results . . .

CASH REGISTERS RING RESULTS

Product labels mailed in by housewives playing for cash prizes, play
a merry tune of profitable advertising wherever kash box has been
used.

® NATIONAL PRODUCTS USING KASH BOX
on KGA immediately following highest rated Don
McNeil’s Breakfast Club . . . will force sales
throughout the hard to sell Inland Empire by
using radio time, plus free newspaper tie-ins and
display space in 68 IGA Super Markets. Your
products are bound to move.

® BONUS IMPACT ... KGCA’s 50,000
WATTS. The only 50 kilowatt radio
in the nation’s fastest growing mar-
ket . .. command’s listeners every-
where . . . give's buyers the lowest
cost-per-thousand.

KGA

Aftiliate

Represented by:

Venard, Rintoul

and McConnell
Chicago - New York - San
Francisco - Los Angeles
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WINS 10
W10D 89
WITTI 1FC
WIAC-TV 113
WINPTV 86
WJrs 110
WKZO-TV 20
WAITW 61
WYNAY IBC
WOND 110
WPTZ 23
WRBL-TV 63
WRCA 29
WRGE 59
WKIS 9t
WXOK 99
WTIETY 62
WTRFEF.TY 107
WTXIL 15
W WOR-TY 63

i
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...lL’s the

KARK pulls 18 “firsts” among 24 morning quarter hours—

3 times as many as all other Little Rock stations combined!

—as reported by the March 1954 PULSE Area Study

Your sales pitch, no matter how persuading, can’t convince
anybody who doesn’t hear it. So why blow your budget
on bigger signals that reach more dead sets? The station
that pulls the biggest bonafide audience in the Little Rock
market, the station actually listened to most, is KARK. The
proof of the pulling is in the rating. And PULSE rates KARK

tops — morning, afternoon and evening — 66 quarter hour
“firsts” out of 72.

Why such popularity? For one thing, KARK is a habit—and
a good one—with Little Rock listeners. Dials have been fixed
on 920 since 1948. Furthermore KARK programming includes
the best of NBC.

lt's program popularity and proved listenership like this, rather than power alone, that attracts customers

for you .

. . or to put it another way, it's not the reach—it's the PULL!

Advertise where people listen most, where the cost is low—on KARK!

920 KILOCYCLES 5000 WATTS
LITTLE ROCK, ARKANSAS

7 FEBRUARY 1955

NS

SEE YOUR
PETRY
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SPONSOR
SPEAKS

TvB progress

The Television Burean of Advertis-

ing i making tracks fast. N has al-
rcadv - Lnmched  important  rescarch

which  the advertizer and
ageney will receive eagerly once they

are off the statistieal griddle.

projects

As an example of things to come.
the TvB has sigued with AL C. Nielsen
for a stndyv of television viewing in
homes which own washing machines.
The objective: to shiow why manufac-
tnrers of sudsless detergents for wash-
ing machines can’t afford to stay out
of . Newspapers today get the big-
gest eob of sudsless business. a sitva-
tion Tyl 1= determined to change.

TvB has won wide support among
broadeasters  (latest count at
time: 7O-plus stations and firstyear
budget of over $400,0001. CBS is the
first network to join. And John Blair
& Co. recently became the frst rep-
tesentative member.

The John Blair decision to support
TvB has considerable significance in
light of the initial desire of many reps
for a promotion burean geared 100%
to sell spot. TvD} has been organized
to give cach of the three branches of
the medinm  spot, network and local

press-

y | p;_;la, use

force. This hax un-
doubtedly reassured Blair that its mem-
Lership dues will provide direct sup-
port for expansion of spot business.
I's to be hoped other reps, other net-

its own sales

works. and film syndicator~ as well,
will become members. sroxsor, which
advocated establishment of a tv pro-
motion bureau ax far back as February
1953, feels that the advertizer as well
as the mndnstry will gain from solid
growth of TvB.

* * *

Let’s get basic

The major printed media  (news-
papers, magazines, hillboards and car-
cards) have lived and prospered by
their circulation statistics.  Over the
vears this has simplified existence for
agency  media men. who could start
with a basis of given cirenlation and
go on from there.

Not =0 with radio and television.
Long ago the air media unwittingly
made basic such complexities ax “sets-
in-use” and “=hare-of-audience.” While
the value of this research data is un-
deniable as a starting point in evalu.
ating radio and television’s place in
advertising appropriations. it leaves
nmeh to be desived.

In 1955 radio and television hroad-
casters will do well to concentrate on
the task of making circulation basic.

By circulation we mean the number
of sets in workable order within the
individual Dhistening or viewer area.
their disposition in the home and other
factors that are roughly comparable to
the circulation information on which
the Cliicago Tribune or the New York
Daily News thrive. We'd also like to
make basic such national radio intelli-
genee as the average number-of-hours-
of-radio-listening in all radio homes, in
v homes, in  automobiles — broken
down by some three or four periods
during the day.

Keeper of the Code

Faeryv indnstry has s stalwarts
those few nopaid indnstry-minded men
who pave the wav and do the rough
chores ~o all may benefit.

The radio and television broadeast-
er<. more an mos=t. have needed un-
<clfi<h The those
who provide it are well-hnown and

erviee, names  of

none with greater respect and affection

116

than John k. Fetzer, outgoing Chair-
man of the Tv Code Review Board.

A big, quiet, sell-cflacing man, John
Fetzer makes himself heard only when
there ix a problem that calls for a
prompl constructive action. Then he’s
heard from plenty.

At the recent meeting of the NARTB
Directors gave him a
copy of the tv

Board the tv
handsomelyv-hound

If radio and television sources will
agree to foster and stick by some sim-
ple yet logical yardsticks (we suggest.
in addition to the aforementioned, a
coverage map made by each station in
conformity  with standard specifica-

tionsi., we believe that media direc-

tors, ad managers. account men and
time buvers will express their grati-

tude in tangible fashion.

The NARTB i< on the right track
with its in-the-works tv set count. This
count can’t come too soon. for today
there are no less than three conflicting
trade paper tallies of an unofficial na-
ture augniented by many compiled by
large advertising agencies from out-
dated estimates. This chaos is typical
m the history of radio and tv, hut can
be remedied by an ofheial industry
count that advertisers and agencies will
welcome,

* * *
Toast to radio

Lincoln-Mercury. Kenvon & Eck-
hardt and Ed Sallivan performed a
service to radio in presenting their
“Cavaleade of Radio”™ on a recent
Toast of the Town telecast. They not
onlv dramatized the medinm’s history
bhefore a nationwide CBS TV audience;
they alko served to remind advertisers
and agencies of the dynamic values in-
herent in the aural medium which are
too often overlooked today.

Essentiallv the 1id - Sullivan
took a backward look at radio from
the 1920°s through the 1mid-1930%.
Now we'd like to see someone drama-
tize radio as it is today. Radio is =0
natural a part of living, it tends 1o be
taken for granted. But tangible hene-
fits in boilding stronger listening hab-
s, greater exeltement \alues, can ac-
crue for the industry if it merchan-
dises itzelf 1o the public more consis.
tently. We sav take a cue from lHolly-
wood which has learned to use tv pro-
motion—and radio too—inercasingly.

show

Code containing this inscription:

“To Jolm E. Fetzer who served as
Chatrman of the Televi ion Code Re-
view Board from 19532 to 1956 in ree-
ognition of selfless service to the na-
tions television broadeasters and to
the andience they serve”

John Fetzer's acceptance was short
and typical. “Let’s call this an award
not to a mai. but to an ideal.”

SPONSOR




in the land where radio reigns

Toking the measure of big Aggic is o
man-sized jab. It's a big figure to
work with, Far Big Aggie Land is

a land of 190 caunties in parts of

5 states in the great Upper

Missouri Valley — Minnesata, the
Dokatas, Nebraska and lawa.

WNAX-570 strides the length ond
breadth of Big Aggie Land. Plays
a far bigger rale in the lives of
the 670,000 families in this area
than any ather medium. (To mast
of these families TV simply l

means Taint-Visible,)

Yes, this is the land where radio
reigns . . , morning, naon and night.
And WNAX-570, the Big Aggie
Station, is radia in prasperaus

3JROAD COVERAGE =&

' Whatever media you buy in ather

! lands, there is anly ane law-cast,

. high-return way ta sell the 670,000
tamilies in the great Upper
Missouri Valley. WNAX-570,

|
! _
| BIG AGGIE LAND:

| Where 80 of the homes
| hear WINAX-570 from 3 to 7
| times a weck.

WNAX-570

Yanktan, Sauth Dakata

A Cowles station. Under the some maonoge-
ment as KVTV Channel 9, Swoux City, fowa.
Don D. Sullivan, Advertising Director,

Ask yaur Katz man. C8S Radio
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Firstin Houston with TV Ex perience...0Qver 500 Man-Years

The Golden Gulf Coast Market has heen sold on KPRC-TV

ever since it made Honston’s first telecast i 1919,

F 4

Today’s exeellence in market-wise programming. produection,

promotion. and engimeering is the resnlt of these vears

[ 3
. » g . . Y g 2 g
of experience. KPRC-TV remains first in the eves of Gulf Coast Channel Houston .
viewers ..omornigs .. .afternoons L L. evenings . L, 1ACK HARRIS,
. . Vice President and General Manager
all the time, and over 300 man-years of experience is the ;
’ Nationally Represented by
priceless ingredient that makes it ~o. EDWARD PETRY & CO.

FIRST I N TV EXPERIENCE WITH OVER 500 MAN-YEARS
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