$ yours on

i
7% (Hooper) to be exact. The other half is shared by
‘en other radio stations, in amounts descending from 17.1¢,
to 1.7%. Note that WHB’s share of audience is nearly

3 times that of the second station.

' This did not happen by chance. It is the Mid-Continent
. formula at work. Listeners have been drawn to WHB by
the music and news they like, purveyed by the kind of
personalities they like and respond to.

Advertisers, too. are responding. In February, WHB
wved 162 separate advertisers—double the number on hand
when Mid-Continent took over just 9 months ago.

- 'Half a loaf is better than 17.1¢,. Talk to the Blair man,
or WHB General Manager George W. Armstrong.

|
A
‘1
\
|

President: Todd Storz

KOWH, Omaha
Represented by
H-R, Reps, Inc.

half of Kansas City

HERE'S THE WHB—KANSAS CITY
LEADERSHIP LINEUP

HOOPER, FIRST PLACE, 48.9%
Mon.-Sat.

Average share of audience, 7 a.m.-6 p.n.
Mon.-Fri., Jan.-Feb., 1955

TRENDEX, FIRST PLACE, 42.8%
Average share of audience, 8 a.m.-6 p.n.
Mon.-Fri., Jan.-Feb., 1955

PULSE, IN HOME, FIRST PLACE

6 am.9 am., Mon.Sat.; 3 pm.-6 p.m.
Mon.-Sat., Nov.-Dec., 1954

PULSE, OUT OF HOME, FIRST PLACE

Total average audience, 6 a.m..midnight,
Mon.-Sun., Winter, 1955

10,000 Watts on 710 K.C. Kansas City, Missoiuri
-CONTINENT BROADCASTING COMPANY

WTIX, New Orleans
Rezresented by
Adam J. Young, Jr.

WHB, Kansas City
Represented by
John Blair & Co.




MILLES LABORATORIES, INC.
Alka-Seltzer

BRAXD

j’ac/l'fi(ma/[;/ f/ie /Oit/)/ ((m/l'c/ence ce

For vens milhons ol Americans have depended on ALKASFLTZER for the relict of conmion

atliments with complete confidence. Application ol scientific qualits conuols, using only

the best, purese medianal mgredients, and continuing medical vescarch by Niles Laboratories have

carned pubhic conhdence. The Havens & Martin, Inc, Stations apply these same principles to {
the a1t ol broadaasting. 'The best possible programming ingredients, conurolled by

skilled mamagement, have carned a loval and responsive andience throughout Virginia for Rich- 3

wound’s only complete broadeasting institution. Join with conlidence the other advertisers using the

First Statons of Vivginia, WNBG-AM, WCOD-IM and WTVRSTV-—serving one ol the South’s

chest arcas.

___—-

TMR‘*

? IC) /7’/11’0/\7119’1747

HAVENS & MARTIN INC.

PIONEER NBC OUTLETS FOR VIRGINIA'S FIRST MARKET

WMBG -» WCOD  WTVR v,

MAXIMUM POWER 100,000 WATTS  MAXIMUM HEIGHT 1049 FEET

|

K 4 ka)d
HANNEL O /

WIVR Represented Nationally by BLAIR TV, INC, thcsomhs"fum ic Lvmon “a“/ml"

WNMBG Represented Nationally by THE BOLLING (0O, —— I



Freeze would FCC staff proposal for vhf freeze would affect 36 markets, 16 among
hit 36 cities the top 50. Proposal would put off FCC action on new vhf C.P.'s where
uhf outlet—either on air or authorized—is 50 miles or less away.
Top markets include: San Francisco, Hartford, Miami, New Orleans,
Boston, Buffalo, St. Louis, Indianapolis.

-SR-

“Lucy’” money Impression given in print circles that all money released in dropping
to print? of "I Love Lucy" by Philip Morris would be switched to print. This
is not true, said Biow-Beirn Toigo's executive v.p., John Toigo.

—SR—

Cigarette dip Dropping of "I Love Lucy"” by Philip Morris spotlights continuing
continues cigarette sales dip. Latest figures from Internal Revenue Service,
covering December domestic cigarette shipments, show _drop of 9% below
previous December. Full-year IRS figures, according to preliminary
estimates, are 368.6 billion cigarettes shipped by manufacturers in
1954 vs. 386.8 in 1953. -

-SR—-

Nielsen auto Nielsen's initial report to clients of first regular national measure-

radio figures ment of auto listening shows peak audiences occur on weekends, go as
high as one-third of home audiences. Nielsen auto radio figures are
part of regular NRI, show total volume of car listening by gquarter-

2 weeks ending 12 February was 2:00-2:15 p.m. Saturdays (N. Y. time)
when 2,109,000 car radios were in use. This represents 28% of in-home
listening at that time. Next peak was 3:00-3:15 Sundays, when
2,018,000 car radios were in use, or 33.1% of in-home listening.

wSR—

Winchell plans Despite severance announcement re Walter Winchell, ABC, many loose
not yet set strings remain before final contractual break. Meanwhile, sponsors,
Bayuk, American Safety Razor, are waiting on sidelines for further
developments before firming next season's plans. Talks between
Winchell, RCA veep Mannie Sacks regarding slot on NBC are still in
exploratory stage.

—~SR—-

CBS TV specs More spectaculars definitely in the cards for CBS TV next season.

in the ards While nothing officially announced CBS insiders confirmed to SPONSOR
new once-every-few-week long shows are being blueprinted. Policy on
spectaculars and other long-range programing plans were set at web
meeting with affiliates 11 March. Already affected by CBS plans is
Pabst Brewing, which switched Wednesday night boxing bouts to ABC TV
because firm wouldn't go along with CBS plans for telecasting fights
2 weeks out of 3.

|
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REPORT TO SPONSORS for 21 March 19355

New day tv
drama trend?

Fear bait ad
probe powers

Auto battle
erupts on tv

Group selling
of am on rise

More tv film
competition

Summer rate
cut given

Success of daytime tv non-serial drama, "Modern Romances," on NBC
this season may herald end of dogma that serials are only proper form
of daytime video drama. Show, Sponsored by Colgate, packaged by
Stark-Layton, got 12.1 in 1 February Nielsen, topped all NBC daytime
dramas. Second non-serial drama, "Way of the World," is now packaged
on same web for Borden by Y&R. Stark-Layton package involves differ-
ent story on late-afternoon strip each week. Continuity is provided
by "story editor"™ Martha Scott.

—~SR—
As action to bar "bait-and-switch" ads on air gathers momentum, admen
wonder if efforts aren't going overboard. Bills introduced in New
York State Legislature, ostensibly to control bait ads, are causing
concern in legal ad circles because of wide powers given State Attor-
ney General. ANA attorney Gilbert Weil said powers would exceed those
of Federal Trade Commission. FCC has already referred bait ad prob-
lem to FTC for advice. New York-area radio, tv outlets have ham-
mered out code of standards on bait ads in discussions with local BBB.
(See "Newsmakers in Advertising," this issue, page 114.)

—SR—
"Who's first?" Chevvy-Ford sales battle erupted on NBC's "Peter Pan"
spectacular. Ford announcer made claim that actual Ford customers
were highest of any make. This followed publication of authoritative
figures by R. L. Polk Co. that 1954 Chevvy registrations were 17,013
higher than Ford. However, Ford got special analysis from Polk show-
ing how many registered Fords and Chevvys were in hands of dealers
and manufacturers. Subtracting this figure from total registration
gave net customer sales, showed Ford 25,000 ahead.

—~SR-
Though still the exception, selling by reps of groups of radio sta-
tions at additional discounts is accelerating. Newest plan is that
of CBS Radio Spot Sales which offers graduated discounts (range is 15
to 26%) for buying 3 or more outlets. Already offering discounts are
Quality Radio Group, John Blair. (For details on group selling, see
"Two plans to sell NIGHTTIME RADIO," page 37.)

—~SR—
With British commercial tv set for this fall, impact on U.S. tv film
market is expected in vear or 2. Once substantial supply of British
commercial video film is in can, it may begin to flow across sea,
could offer increased competition in already sharply competitive mar-
ket. On other hand U.S. syndicators already have huge stock of tv
film ready for British sale.

—~SR--
Problems caused by fact some areas go daylight saving while others
don't (see spot tv coverage in "Summer Selling Section," SPONSOR, 7
March 1955) are answered with rate card differentials by WKRC-TV,
Cincinnati. City remains on standard time all year 'round with re-
sult that web shows are seen hour earlier in summer. Outlet's rates
provide "substantial" reductions for shows that move from "network
time" during daylight saving time. New rate card, station said, is
product of 8-month study of Cincinnati audience viewing habits by
U. A. Latham, general manager of WRKC-TV.

(Sponsor Reporits continues page 119)
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yalf.//?( 0l dcuesi ... and growing all the time
¢

On March 18, 1919, WGAL-TV televised its first show. Since that
day, there have been many happy returns for both viewers and advertisers.
In six years’ time, WGAL-TV has grown from a pioneer in the
field of television to a vital and dominant public-service force. Still growing,
WGAL-TV euters its seventh year with a pledge to continue to give

its viewers, its abundant area and its advertisers many happy returns.

WGAL-TV

LANCASTER, PA. NBC d CBS L4 DU MONT STEINMAN STATION
Cloir McCollaugh, Pres.

Representatives

MEEKER TV, Inc.
New Yark Los Angeles
Chicoago Son Froncisco



advertisers use

ATICLES

Top wedia mien view radio and tr

A panel of knowledgeable admen look at rising tv costs, spectaculars, new
techniques in spot, new trends in nighttime radio, and view the future

Scluceppes briugs the fantous beacd (o spot radio

Soft-drink firm has successfully translated the spirit of its celebrated megazine
campaign featuring the bearded Commander Whitehead to spot radio. First
year of spot radio (1954} helped hike Schweppes sales 233%,

The tweo Toigos: pact 11

This second half of the Toigo saga shows how the individual backgrounds,
philosophies and personalities of the two cousins have influenced their thinking
in the development of advertising strategy for their accounts

The statiou i a spousor’s wiudow

The radio-apathy of Boston department store R. H. White was transformed into
enthusiasm when its joint promotion with WVDA resulted in record sales volume

Two plaus to sell uniglittinee radio

Here are two plans for selling spot radio at night, both of which depend
on group buying but which differ otherwise in their approach

ChES Radio Spot Sales

This organization has evolved a new flexible, graduated dsicount formula
for buying its stations in groups, with discounts up to 26%,

Quality Radio Groap

A “tape programing network,' its effort is to sell almost complete U.S.
coverage with 35 high-powered stations

Video tape: programiug revolutiou to conme
With the first commercial use of video tape looming on the horizon, every

facet of the industry faces eventual change. Here is an up-to-date report on
the current video tape status at RCA and Bing Crosby Enterprises

Biliew-by-blow story of a tr test: Weel: 5

Latest developments in this continuing tv test show grocers are reordering
B&M beans and brown bread. Tv-created demand has resulted in 54% sales rise

U.S. Steel combines por. and sales

Though its tv show was designed as a public relations vehicle for U.S. Steel,
i adapted to actually sell steel and build trade relations

B&AY beans (v test: Weels 7

SPONSOR's continuing series on the Burnham & Morrill test of tv will report
n on iod covering seven weeks of tv-only advertising. Objective
to vl >w-volume market
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THS (LITTLE ROCK)

REGALLY SERVES @ Gueen, roo!

WHEN you use 50,000-watt KTHS, you obviously
expect a lot more than Metropolitan Little
Rock. You expect extensive coverage of

most of Arkansas.

KTHS delivers! De Queen (Ark.) for example, with a

population of 3,015, is only one of scores
@ LTTLE ROCK

of smaller cities, towns and villages served by

. ¢ 7 ¥
KTHS throughout the State. Yet by itself, e Y o amams
\ a2y
De Queen represents only about one tenth < 4
of one percent of the people in the KTHS ' =4
interference-free daytime coverage area! — s

Y

t‘:mmu

In Arkansas, use the BIG radio value — KTHS,
Basic CBS.

N
oSiseye s sy memme

. LOUISIANA

50,000 WCI'H'S The Station KTHS daytime primary (0.5MV /At) area has
a population of 1,002,758 gpeople. of whom over 100,000
A do not receive primary daytime service from any other
radio station . . . Qur interfsrence-free daytime coverage
CBS Radlo area has a poptlation of 3,372,433,

3IROADCASTING FROM
LITTLE ROCK, ARKANSAS

Represented by The Branham Ca.
Jnder Same Management as KWKH, Shreveport

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

i
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" How to Look
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" aGiftHorse
_ in the Mouth

Whichever way you look ot a KSDO
gift, it means extra listeners
/ in Son Diego's billion dollar market.
g

KSDO delivers more home
listeners than any other statian
in Son Diego ... HOOPER.

More out-af-home listeners,

These exiro listeners—ot no increased
cost—is our gift to you.

May we show you how a good laok
ot this gift will pay-off for you?

KSDO ...
[ 5000 WATTS

Repregentatives

John E Pcarson Co. — New York

Chicago Dallas — Minncapolis

Daren McCGavren — San Francisco
Walt Lake — Los Angeles

by Bob Foreman

Writing to fit the Corporate Personality

In the eves of the law a corporatiou is a person with corre-
sponding right= aud responzibilities. In the eyes of the as-
tute advcrlising mau, a corporation has another human at-
tribute—that of a di-tinet perzonality.

Thi~ Corporate Personality is ofttimes the subject of
lengthy diatribes among ageacy personuel who have learned
its make-up by violating it or by heing totally unaware of it~
existence,

To many who have 1angled with this powerful but vebulous

entity, Corporate Perzonality commotes the stuffv, the tradi-
tion-ridden and the old fashioned. But those who recognize
its presence and then try to understand it <o they can portray
it—in advertising words and pictures—as faithfully as the
company president (or hi~ wife!) are bound to be among the
move sueecessful advertising agents,
The Corporate Personality comes into being in mauny ways
and usually over the course of many vears. It mav he a re-
flection solely of one man—his own personality. This is
generally true of the ~o-called “family Lusiness.” T wasn'l
being facetions when I added the “or hiz wife™ above since
many times it is the little woman who looms< large {u these
matters and wields the most decizive brush when it comes to
patuting her Iishand’s corporate portrait,

What all this has to do with television aud radio is fairly
obvious. Siee tv and radio ave advertising media. sponsored
by busineszes large and small. incorporated or otherwize.
family owned or widely held. it i~ ineumbemt upon these
media that they refleet vather thau distort the Corporate Per-
sonality.

Siace print media and print people have for years been ex-
perienced o this avea. they are far more versed at aceurate
interprelation than are hroadeasters. By hroadcasters I mean
tho=c within and without the ageney,

The people in primt are wsed 10 hearing the phrase—this
ad doesn’t lool like us. Thev generally anderstaud  the
statement. are nneh more prone to show sympathy for it (m
al least 10 mask their distaste) and 10 do something eon-
~teaetive about it Thevve kuown for vears that some adver-
ti=ers won't use the “eonfession hooks™ no watter how valid
the <ales <tory. how responsive the andience 1o their type of

(Please turn to puge 6G0)
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The same policy of operation that makes
WKY-TV outstanding in Oklahoma, now guides
the management of WSFA-TV in Montgomery.
Years of TV experience assure advertisers of max-
imum results . . . PLUS the fact that WSFA-TV
serves a remarkable, booming Southeast area
which is enjoying widespread industrial and
agricultural expansion.

WSFA-TV operates on full 316,000 watts — from

T 1,040-ft. antenna, 21 miles south of Montgomery!
l Hoyt Andres
| Station Mgr. WSFA and WSFA-TV WSFA-TV serves Central and Southern Alabama,

(Pioneered with WKY-TV) Southwest Georgia and Northern Florida.
WSFA, NBC Affiliate, Represented by HEADLEY REED CO. ¢ WSFA-TV, Channel 12, NBC Television, Represented by KATZ AGENCY, INC.







she flew into

65,000,000 hearts!

It happened on March 7th. More than 65.000,000 viewers sat
enchanted for two hours while Mary Martin and company

b

brought to life "Peter Pan.” an NBC Spectacular. It was the
greatest audience for a single network show in the history of

television. And the critics raved!

JOHN CROSBY, N. Y. HERALD TRIBUNE

“Conceivably the most polished, finished and
delightful show that has ever been on television.
JACK GOULD, N. Y. TIMES

“An unforgettable evening of video theatre . ..
captivating fun for eye and ear alike.”

HARRIET VAN HORNE, N. Y. WORLD-TELEGRAM & SUN
“Something the inward eye will treasure for a lifetime.”
LAKRY WOLTERS. CHICAGO TRIBUNE

“Through this children’s classic, TV came of age.”
GEORGE ROSEN, VARIETY

“Sheer delight . ..Stunning success ... Unadulterated charm.”

On March 9th, the N. Y. Herald Tribune commented editorially:
... ““shows of this type set a high standard for the future...”

NBC, having set this season’s high standards with its Spectac-
ulars, will continue to maintain them. Plans for next season are
beginning to emerge. For instance, starting October 23rd. NBC
plans to present once a month the Maurice Evans distinguished
series of 90-minute dramatic programs —“Sunday Matinee.”
Mr. Evans will produce and, on occasion, star in dramas from

the finest pages of the theatre.

The Evans series is only one example of how NBC Television
will maintain its program leadership . . . pursue further the
course of originality and excitement that leads to television’s
biggest audiences...keep on delivering to sponsors the great-

est new advertising values they have ever enjoyed.

EXCITING THINGS ARE HAPPENING ON
l 0 0
A SERVICE OF @




WEBC-TV

100KW POWER
2204 FT. ANTENNA

“Giant of
Southern
Skies”’

TENN.

o &
KNOXVILLE_~ N. C.

CHARLOTTE
4 OSPARTANBURG
o GREENVILLE
ANDERSON /
b COLUMBIA

. boasting more people and larger
income within 100 miles radius than
Atlanta, Jacksonville, Miami, or New
Orleans, WFBC-TV s truly the “Giant
of Southern Skies”, and a powerful
new advertising medium in the South.
east.

HERE’S THE WFBC-TV
MARKET

{Within 100 miles radius)

2,924,625 People
Income $3,174,536,000
Sales $2,112,629,000
Television Homes 329,281"*
Marker Data from Sales Management
*Fromm A. C. Niclsen Co. Survey as of
Nov. 1, 1953, plus RETMA «ct chipments

i the 100 niv, econtour through December
1951.

Population

(2% PR or A avhot Data Ryncbse
Write now for Market Data Brochure
/

and Rale Card. Ask us or our Repre
senlatives for

information and assis!

ar

Channel 4

WEBC-TV

Greenville, S. C.

NBC NETWORK
Represented Nationally by

WEED TELEVISION CORP.

10

¢l and

o MADIN0

SPONSOR 1inuiles letters to the editor.
Address 40 E. 49 St., New York 17.

NO SUCH ANIMAL

The February 7th “Report 1o Spon-
sors’” has the following: “According
to latest Nielsen nationwide net radio
ratings, ‘evening once-a-month’ pro-
grams still outpull davtime shows
despite tv inroads.”

A= you know. there are people in
the industry who seem to prefer to
misunderstand audience re~earch. and
therehy find cause to criticize the re-
search companie<: too bad an item
like this helps feed the “confusion”
talk.

You must have looked at our data
on evening once-a-week programs. (Or
may be SPOXSOR is subconsciously root-
ing for spectaculars in radio, too.)

Muerry Hagris
Public Relations Director

A. C. Nielsen Co., New Yorl:

MR. SPONSOR

... I want to compliment vou on the
job vou did of conveying the feeling
of a personality in just a few words.
I only wish | were as interesting a
person as you make me seem to be.
JEROME Pl1eKMaN
Director of Advertising
Paramnount Pictures

JAPANESE REPRINTS

This is a reseavch per-onuel at Ra-
dio Tokvo. commercial radio and tv
station in Tokyvo. Japan. 1 am now in
charge of editing the gunarterly maga-
zine “Commercial Message™ which is
published  for broadeasting  sponzors
in Japan. And the next issne i No. 3
and it shall be a
for onr beginning tv husiness in the
coming April.

“comnmemoration”

Last vear | read a verv interesting
article in spornsor titled “10 wavs 1o
put more sell in your tv commercials”
which was written by vou. Its contents
I thought, that if
it conld be translated into Japanese, it

were o benefteial

would be <o ins(rnctive to every spon-
(Please turn to page 13

SINDIANA‘S Y

BEST

TIME BUYI

NEW POWER!
NEW SOUND!

Nnow! 50

IS A NEW SPOT
ON THE HOOSIER DIALI

E  Yes, Indiana’s sell station
is WXLW, beaming
music and news every
half hour to a responsive
Hoosier audience!
And now, from dawn to
dusk, WXLW’s new
signal, backed by 5000
watts, catches the ear of
countless new Hoosier
ears! Add to this a
completely different
high-fidelity sound,
made possible by the
most advanced,
modern transmission-
equipment in the

have a set-up
for a success
story that's
sure-firel

THE HOOSIER STATE'S
“GOOD-TIME DAY-TIME STATION"

SPONSOR
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... KSTP-TV leads all Minneapolis-St. Paul
TV stations in average weekday program
ratings—week-in, week-out.*

In the nation’s 7th largest retail trading
area—a market which annually commands
more than Four BiLLION DOLLARS in spend-
able income—KSTP-TV gives you greater
coverage than any other station.

KSTP-TV is the Northwest’s first tele-

K ST | P TV 100,000 WATTS
- CHANNEL

UNTIL

MIDNIC 1", ..
=

-

vision station, first with maximum power,
first with color TV and first in audience.
Through superior entertainment, top talent,
showmanship and service, KSTP-TV has
earned a listener loyalty that means sales for
you. That’s why—dollar for dollar—KSTP-
TV is your best buy!

*ARB weekly average, combined metropolitan
and outside area, January, 1955.

MINNEAPOLIS-ST. PAUL Basic NBC Affiliate
The Novtwests. leading Statior

EDWARD PETRY & CO., INC,,

21 MARCH 1955
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Like

an Esplanade evening concert

WHDH

is a
habit in |
Boston

You're not a true Bostonian unless vou’ve enjoyed an
Esplanade Concert on the banks of the Charles River
under a mellow summer moon.

And Bostonians are unique in more than their love for musie.
The over $153,000,000 spent annually on furniture and household
products in Boston is a symphony of sales to any advertiser's ears,

As a powerful independent station, WHDH is in a perfect position
to program to Boston’s unique pastimes and tastes.
WIHDH does . . . and so successfully that it, too, is a habit in Boston.

Next time you have a household product to sell, buy time on
the one station that's a /rabit in Boston ... WHDH!

REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY

,625 | | '
Vﬂ |

‘ 50,000 « BOSTON «» 850 ON THE DIAL
} WATTS Owned and operoted by The Boston Herald-Traveler Corporatiom




MANY un advertising oppor-
tunity is missed because a
new idea, a changing

trend, a vital forecast is not
seen in time. That’s why

an inereasing number of Ad-
vertising and Station Ex-
ecutives—who formerly received
copies via the

frouting system?’’-

now have individual subserip-
tions to SPONSOR.

This way they’re sure SPONSOR
reaches them first thing every
other Monday morning—

sure of getting all the

latest radio/tv faets in

time to aet . .. in time

to profit.

Try an individual subseription
to SPONSOR yourself. At Spe-
cial Introduetory Rates, the
investment is small, the
potential rewards

great.

Order Now—
Pay Later

L‘-----------------n-------

8 1
8 SPONSOR 40 E. 49th St. N.Y. 17, N.Y. ?
] ’ ]

R N 1
: Enter my subseription to sroxsox 1
8 for the next 32 weeks (16 issues) at 8
: 5. (You save =3 under single copy ::
' costs.) 1
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sor in Japan.
Therefore. what | wish to ask you ix
to get a kind approval for it~ transha-
tion and making it an article in our
magazine. H | could get a permission,
nothing would be happier than it to me.
Y. \iikia
Research Bureau. Radio Tokvo
Tolyo, Japan

¢ SPONSOR is lappy to grant perndssion for

reprints of  articles  when made  in
writing and credit is ziven.

request  ds

KSAN & THE NEGRO MARKET

Recently, in an event unprecedented
in the Bay Area. KSAN Radio pre-
sented the story of the importance of
the Negro market to the San Francisco
advertising executives. media buyers
and the press.

In this presentation. KSAN found
the Negro market study published in
the 20 September issue of SPONSOR ex-
tremely helpful. Many direct quota-
tions were made from SPONSOR. such
as the articles entitled “Keystone of
Community Life.” “Tips on How to
Use Negro Radio,” and especially use-
ful was the page in which radio sta-
tions throughout the country who are
programing to Negro audiences were
listed as to the number of hours per
week. percentages of total program
time, etc.

Regarding the San Francisco Bav
Area, it was pointed out that KSAN
is the only station to extensively capi-
talize on the fact that the San Fran-
cisco Bay Area had become the third
largest Negro income group per capita
in the country totaling a daily earnjng
power of $991.000. according to the
statistics of the U. S. Department of
Commerce.

Ricitarp BorTt

Station Manager
KSAN Rarlio.'San Francisco

RADIO BASICS
Our copy of the 1954 Radio Basics

i+ practically worn-out from constant
use. If the price isn’t too much. and
vou still have a few on hand. we could
use 10 copies to great advantage.
Please let me know if vou can send
out so few copiex.

W. H. Hexgy

Assistant Sales Manager. W'SJS

Winston-Salem, N. C.

[} Saupply  of 1951 Radio Basies, 20,000 of
whicle have bLeen tliurilmlm; i~ down ta rock
bottosa. I imited number available,

Radio Station on Wheels

\

N

Houston’s ONLY

FIRST WITH NEWS
LIVE .. . . DIRECT!

-— -

HERE’'S AN ACTUAL
COVERAGE REPORT:

FEB. 1, 9:30 AM.

Window washer falls
10 stories to death.

FEB. 4, 11:45 A.M.
Runaway steer ties up
Freeway traffic. Cap-
tured.

FEB. 7, 1:30 P.M.
Auto -pedestrian fa-
tality.

FEB. 11, 10:22 A.M.
Heights State Bank
Robbed.

FEB. 14, 8:15 P.M.
Truck overturns on San
Jacinto Bridge. Driver
pinned in cab.

All Houston is tolking
about “BIG MIKE”, Hous-
ton’s only Completely Re-

m

ote Rodio Equipped

Truck. Let him sell for
YOU.

7
Not'l Rep. Forjoe & Co.
In Houston coll: Dove
Morris, KE-2581,

\

/
-
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HERE'S CONCRETE
EVIDENCE

Two questions before the bar
of advertiser opinion:

1. Can radio sell a semi-industrial
product in Southern California?

2. Can it reach men in mid-doy?

Associated Products of Puente, dis-
tributors of Sakrete readymix con-
crete products, answer YES on
both counts with a pen dipped in
dollar signs.

Sakrete signed the KBIG noon-hour
five-minute news last spring, re-
newed it for 1955—as its sole con-
sumer advertising.

This contented client also honored
“KBIG News Director Larry Berrill
with a Concrete Sales Award . . .
two tickets to the Rose Bowl!

Any KBIG or Robert Meeker ac-
count executive will show you a
glowing Sakrete letter, detailing how
the Catalina Station's lowest-cost
coverage of all Southern California
cements relations with dealer and
consumer alike.

*The last two years, The Radio-Television News
Club of Southern California Award for the

Best Independent Station News Operation has
been won by KBIC.

/KBIG

The Catalina Station
10,000 Watts

74 ON YOUR
DIAL
< li ui L,
JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hallywaad 28, California
Telephone: HOllywood 3-3205

Nat. Rep. Robert Meeker & Assac. Inc.
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Al work

Paul Girard. assistant director, radio-tv depart-
ment, Tracy-Locke Co., Dallas, wounld like to
persuade tv stations and or reps to give some
practical consideration to the ever-present problem
of “make-goods.” W hy, oh, why will tv stations
submit a make-good availability with a resounding
rating of 5.6 as a substitute for a miss or pre.
emption of time that had a rating of a solid 28.47"
asks he. “The tight schedule or SRO sign alibi
sounds very fine, and, of course, our heart bleeds
for stations in this position. Since ir’s as sure as
death and taxes that a station is going to miss a
few announcements each week, why not reserve a
good spot or two in each time bracket, previously
approved by agencies, for make-goods that are missed
because of goofs. Almost anv local account would

he pleased to cover the station for a good period on 1
a contingent basis, when no make-goods are needed.”

Anita Wasserwan. Lawrence (. Gumbinner
Advertising, New York. says “the second look™ is
wise when it conies to buying local spot radio to
deliver maximum sales and make the radio dollar
go farther in each market. “I’s too easy and
sometimes wasteful to buy the very expensive
- powerhouse station purely out of habit. Sure,
i“\.h_,,-' corerage and ratings are important. But before you
buy. take a second look. Can another station
deliver the corerage, perhaps not so rast in area,
but more concentrated where you need it; does
it have what von want (strong local personality or
well-rated adjacencies) at less cost: will it work with '
yon to give extra local merchandising? We often

find that by taking a second look, we can get the job
done cqually eflectively and at a lower cost  with i
a station that may lack the razzle-dazzle of the I
higgest call letters, yet produces the best resalts.”

William B. Kroske. Ketcham, Macl.eod &
Grove. Pittsburgh. has words of praise for reps.
“The stronger, more aggressive reps push their
stations into adopting saturation packages, more
feasible discount structures. and the many other
broadcast policies that make radio and tr more
eflective media,” savs he. “To my wav of thinking
these reps are not only recognizing the trends they
are prorviding vehicles that enable advertisers to get
maximum efficiency out of their advertising dollar.

I think there are two important fields in which the
reps can do a lot better: unijorm billing procedures
and aqrvailability presentations. Incidentally. I hear
tell of buyers in New York buying by machine.

It's inconceivable to me that a buver could [eed
corerage, rating and cost info into a machine

and come wp with an intelligent buying decision.”

.- — ——————— e e
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KARK pulls 18 “firsts” among 24 morning quarter hours—

3 times as many as all other Little Rock stations combined!

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

as reported by the March 1954 PULSE Area Study

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.

It'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

21 MARCH 1955
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‘ 'q ROSS
. \:{:‘(){251]5 p.M. Mondoy
‘\ through F;'ﬁyMondOY

30'700 p
¢ through Fridoy

3‘00-5:30 pP.M. sundoy
WWJ's Jim DeLun:O

’ 5.15-6:00 p.M. MondoY
through fridoy
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To drive home your message—to sell those with money
to spend as well as time to listen—hop into Detroit’s
teeming traffic with this high-octane trio.

These gentlemen mean business. They program smartly
and intelligently, keep chatter within bounds, appeal to
a wide audience rather than to just one age group. That’s
why Pulse consistently gives them such healthy ratings.

To get folks coming and going—to and from work, on
business and shopping trips. on weekdays and weekends
—make it Maxwell, Mulholland, and DeLand.

WY 22 o
WJ

AM =950 KILOCYCLES—5000 WATTS
FM—CHANNEL 246-97.1 MEGACYCLES
Associote Television Stotion WWJ.TV

WORLD'S FIRST RADIO STATION ® Owned ond Operoted by THE DETROIT NEWS
Notionol Representotives: THE GEORGE P. HOLLINGBERY CO.

SPONSOR
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1. New on Television Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Admiral Corp, Chi Russell M. Seeds, Chi ABC 70 Who Said That; alt W 9:30-10 pm; Mar. 2; 52
wks
Anheuser-Busch, Balt D'Arcy, St. Louis CBS 97 Damon Runyon Theatre; Sat 10:30-11 pm; 16 Apr;
52 wks James K.
Bristol-Myers, NY YGR, NY CBS 56 Garry Moore; Th 10-10:15 am; 3 Mar; 6 wks b AR
Corn Products Refining, NY (Mazola) C. L. Miller, NY CBS 50 Arthur Godfrey Time; W 10:30-10.45 am; 23 Feb;
52 wks
General Mills (Cheerios & Gold Medal D-F-S, NY CBS 86 Life With Father; alt T 8-8:30 pm; 5 Apr; 52 wks
Flour), Minnpls
Gordon Baking (Silvercup Bread), Det N. W. Ayer, Det ABC 114 The Kuklapolitan Easter Show; Sun 6:30-7 pm;
Apr 10
Kendall Co (Bfue Jay Div), Chi teo Burnett, Chi CBS 58 The Morning Show:. M-F 7-9: 12 partic; 4 Apr;
10 wks
P. Lorillard, NY (for Kent) YGR, NY CBS Appointment With Adventure; Sun 10-10:30 pm;
3 Apr
Procter & Gamble, (Gleem), Cin Compton Adv. NY CBS 111 Jackie Gleason Show; Sat B-9 pm; 2 Apr; 26 wks
Revlon Prods, NY William Weintraub, NY CBS 58 The Morning Show; W 7:40-7:45 am; F 7:35-740 Edaward A.
am; 9 Feb; 52 wks Cashin (3)

2. Renewed on Television Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Amer Tobacco (Lucky Strike) NY BBDO, NY CBS 168 Private Secretary, alt Sun 7:30-B pm; 27 Mar; W. McClintic
52 wks | Mitchell 13)
Amer Tobacco (Lucky Strike) NY BBDO, NY CBS 16B Jack Benny; alt Sun; 7:30-8 pm; 27 Mar; 52 wks
Colgate-Palmolive, Jersey City William Esty, NY CBS 82 Big Pay-Off, MWF 3-3:30 pm. 28 Mar; 52 wks
Crane (Plumbing fixtures) Chi Lteo Burnett, Chi CBS 58 The Morning Show; T B:20-B:25 am; 1 Mar; 16
wks
GCeneral Foods (Maxwell House, Benton & Bowles, NY CBS 176 December Bride; M 9:30-10 pm; 21 Mar; 54 wks
Caines, Minute Rice)
General Foods YGR CBS 65 Our Miss Brooks: F 9:30-10 pm; 1 Apr; 52 wks
Minnesota Mining & Mfg. BBDO, Minnpls CBS 49 Arthur Godfrey Time: M 10:30-10:45 am; 21 Feb;
52 wks
Nestle, White Plains Bryan Houston, NY cBS 1M1 jackie Gleason; Sat 8-9 pm; 26 Mar; 27 wks
Robert L.

Foreman (3}

i 3. Advertising Agency Personnel Changes

NAME

Ben Alcock

David Y. Bradshaw
Perry L. Brand
Edward A. Cashin
Charlotte Chadwick
Frank Creden
Austin L. D'Alton
Frank D. Davies
john T. Dunford
Ralph C. Duke
Blaine Faber
Robert Farris

Robert M. Fenner
Robert L. Foreman
Lee Frierson

Paul Gieenfield

EORMER AFFILIATION

NEW AFFILIATION

Biow, NY, vp

Young & Rubicam, NY, r-tv dept dir of opers

Metropolitan Sun Newspaper Group, NY, acct exec

BBZ0O, NY, wp

Ltewin, Williams & Saylor, NY

Carmona & Allen, copy chief

Fuller & Smith & Ross, Chi

Vick Chemical, NY, asst prod mgr

M+rsshilk & Pratt, NY, media dir

Barnes Adv, Mil, asst acct exec

Coronet Magazine, NY

Avco Mfg, Crosley & Bendix Div, Cin, acting laundry adv
mgr

Vi~k Chemical, NY, asst prod mgr

BBDO, NY, vp

Ruthrauff & Ryan, NY, dir

Cunningham & Walsh, NY, acct exec
Same, r-tv dept mgr

Henri Hurst & McDonald Adv, Chi, vp
Same. dir

Smith, Hagel & Snyder, NY, acct exec
Ruthrautf & Ryan, NY, asst acct exec
Weiss & Geller, Chi, acct exec

Same, prod m7r

Roy S. Du:siire, NY, media dir

Same, acct exec

McCann-Erickson, NY, acct exec
Same, flaundry adv magr

Same, prod mgr

Same, dir

Roy S. Durstine, NY, acct exec
Simoniz, Chi, sls prom mer

Charles M.
Underhill (4}

juke Goodman Saks Fifth Ave., NY, art dir Cunningham & Walsh, NY, acct exec fd Tranler
| Alexander R, H. Griffin Al Paul tefton, Phila, r-tv dir Same, vp Ir. t3)
| ,
I Q In next issue: New and Reneiwced on Radio Networks, National Broadcast Sales
| Executives, New Agency Appointments, Newe Firms, Newe Offices. Changes of Address
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3. Advertising Agency Personnel Changes (cont’d)

NAME FORMER AFFILIATION NEW AFFILIATION
-~ ) Norman Grulich Vick Chemical Co, NY Benton & Bowles, NY, asst acct cxec
Juke L) Robert N. Harris Toni Co., Chi, in ¢chg of new prod dev Weiss & Geller, Chi, vp & acct exec
(CCCLL LD & Clifford R. Hauser Tomahawk Hy-Brid Sced, Belmond, regl sls mgr Cary-Hill Adv, Des Moines, acct exec
Mann Holiner Lennen & Mitchell, NY, vp in chg of r-tv Bates, LA, mgr of LA office
' Milton S. Holz Burlington Mills, Hosiery Div, adv mgr Emil Mogul, acct scrv group
Marshall Hurt Lewis Edwin Ryan, Balt, Wash ,acct exec D’Arcy Adv, NY, acct serv man
Jess Joncs Anhcuser-Busch, sls dept ‘ D’Arcy Adv, NY, acct serv man
Claire Koren Foote, Cone, Belding, LA, r-tv timcbuyer I Mort Goodman Adv, LA, media dir
/ /“ ‘ Philip C. Kenney K & E, NY, mcdia coordinator ‘ Same, assoc media dir
- J. Lingeman CBLT, Toronto, comml prod JWT, Toronto, r-tv dir
- - James K. Martindale William Esty, NY, vp & copy chief Lenncn & Newell, NY, vp in copy dept
¥ David Mayer Grey Adv, NY, dir of mktg & sls dev Same, acct exec
‘ Sam Morgan Swift, Chi, prod adv mgr | Clinton E. Frank, Chi, acct exec
George W. Morris Erwin, Wasey, NY, acct excc & copywriter BBDO, NY, acct execc
A e W. McClintic Mitchell — Lennen & Newell, NY, vp & copy group hd Same, st vp & copy dept mgr
Charlotte Morris | KPIX, SF Guild, Bascom & Bonfigli Adv, SF, NY r-tv rep
= Harry Parnas Ceccil & Presbrey, media dir Doyle Danc Bernbach, NY, media dir
\/ Richard |. Pearson Gen Foods, Bircley's Div, LA, adv & sls prom mgr Edwin, Wasey, LA, sr acct exec
Tod Reed . Ruthrauff & Ryan, Det mgr ‘ Same, vp of eastern opers
Y Barry Ryan Ruthrauff & Ryan, NY, pres ! Same, chmn of the bd
joseph A. Schulte ' Avzo Mfg, Crosley & Bendix Div, Cin, cooperative adv mgr: Same, apphiance adv mgr
| / “ T. W. Schwamb Edwards Food, SF, adv mgr Hoefer, Dieterich & Brown Adv, SF, acct exec
I : Joan Stark Wm. H. Weintraub, NY, chicf r-tv timebuyer : Harris & Whitebrook, NY, r-tv media dir
Herbert L. Steiner Ben Sackheim, NY Byrde, Richard & Pound, NY, acct excc
Sidney Stivers Roy S. Durstine, SF, western copy hd Same, vp
Mel Tenenbaum Ohio Adv, Cleve, vp in chg of r-tv ‘ Paul C. Warren Adv, Cleve, dir of r-tv
\ Ed Traxler, Jr. Zimmer, Zeller & Calvert, Det, acct exec Clark & Roberts, Det, r-tv dir
‘%, f;_! Robert M. Watson Ruthrautf & Ryan, NY, exec vp of castern opers Same, pres
SRi?jto):%rc'r(i'-%) Paul Watson Ruthrauff & Ryan, cxec vp in chg western opers Same, exec comm chmn
~: Robert L. Whitchead Roy S. Ourstine, NY, acct exec ' Same, vp
+ 4. Sponsor Personnel Changes
NAME FORMER AFFILIATION NEW AFFILIATION
Rodnecy R. Adler Carrier Corp, Syracuse, asst sls prom mgr Acec Elec, NY, adv mgr
Ben W. Ed Allen Greer, Hawkins & Allen Adv, Houston, vp & dir ‘ Texas State Optical, Houston, dir of publ rels
Alcock (3) Robert |. Angelus Dowd, Redfield & Johnstone Adv, NY, acct exec Cen Mills, O-Cel-O Div, Buffalo, mgr of mdsg & adv
Robert S. Conybeare Dr. Pepper Co, Dallas, asst gen sls mgr A. G. Spalding Bros, gen sls mgr
William W. Cone Zenith, NJ, gen mgr Necchi-Elna Sewing Machine, NY, gen sls mgr
Joseph R. Harmon Hunt Foods, Fullerton, Calif, scc & gen counsel Same, also vp
Louis G. Pacent, Jr Emerson, NY, works mgr Same, vp in chg of mfg
Philip A. Sardi H. ). Hecinz, Latin Amer sls mgr Geo. W. Luft, Tangee cosmetics, NY, export mgr
David H. Simonds Bolta Prods Div of Gen Tire & Rubber, Lawrence, Mass, Same, dir of adv
prod adv mgr
Robert G. Sidener Schenley Intern’l, NY, sls mgr Same, vp
Bernard Sless Bayuk Cigars, Lewis Div. Phila, asst to pres Same, gen sls mgr
William A. Stephens General Mills, Minnpls, comptroller of mech div Same, admin asst to pres
Charles M. Underhill ABC, NY, vp US Steel, NY, public rclations dept tv stf
Robert 1. 1
Angelus (4)
- 1 . [
5. Station Changes (reps, network affiliation, power increases)
CKMO, Vancouver, B. C. changes call letters to C-FUN WDUZ, Green Bay, Wis, became Keystone affil 25 Feb
KATZ, St. Louis, Mo, names Forjoe & Co natl rep WDXI-TV, Jackson, Tenn, began commi programing Sun, 6
KDSH, Boise, ladho, changes call letters to KBOI (rGtv) Mar
1CBS aftil) WELY, Ely Minn, became Keystone atfil 25 Feb
KFVS-TV, Cape Girardcaul, Mo, names Headley-Reed natl rep WEPG, South Pittsburgh, Tenn, became Keystone aftil 25 Feb
Robert M. KGA, Spokane, Wash, names Everett-McKinney natl rep WFLA-TV, Tampa, Fla, went into night-time oper 21 Feb |
Watson (3) KNCK, Concordia, Kan, became Keystone affil 25 Feb

WFRYV, Green Bay, Wis, names Headley-Reed nati rep

LA GEREE PO S L S R TR L) WHMP, Northampton, Mass, became Keystone affil 25 Feb

KWNA, Winnemucca, Nev., became Keystone affil 25 Feb

WBRT, Bardstown, Ky, became Keystone atfil 25 Feb WMGT, Albany-Pittsficld, becomes DuMont affil, cf'fcctivc
WBTO, Linton, Ind, became Keystone affil 25 Feb 3 May, replacing WROW-TV, Albany as DuMont atfil
WCSC-A, Charleston, S. C., has restored service from 6-9 am WSFA-TV, Montgomery, Ala, names The Katz Agency natl rep
WDKN. Dickson, Tenn, became Keystone affil 25 Feb WTVO, Rockford, Ill, names Headley-Reed natl rep
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T AP BIG HUNK
S R e RICH MICHICAN
——— MARKET!

JACKSON, MICHIGAN

Big wampum here! 80% of Michigan’s 6-billion
dollar buying power is covered by Knorr Broad-
casting Corporation’s 4-power-packed stations. And,
folks listen, continuously . . . in their homes . . . in
their cars . . . to the stations that broadcast what
they love most . . . NEWS, MUSIC and SPORTS!

WSAM

SAGINAW, MICHIGAN

BUY ANY 2 OR MORE
OF THESE POWERFUL
STATIONS AND SAVE
10% FROM RATE CARD

WKMH-Dearborn-Detroit
WKMF—Flint, Mich.
WKHM—Jackson, Mich.
WSAM—Saginaw, Mich.

You Buy Michigan’s Biggest Buying Power Through... K N OVR R BMGMW co RP. |
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! No mystery about it. There’s a bag full

'. of money in this plan...an entirely

. new Group Buying Plan by CBS Radio
Spot Sales. And all you need to start
right away is 3 nighttime quarter-hours

(or the equivalent) on any 3 of the 14
leading stations represented by CBS
Radio Spot Sales.

i Then, because you are an eligible GBP

advertiser, you receive — over and above

all other earned discounts allowed by
each station you select — an additional
15 per cent discount!

There’s more. For each additional station
you use, up to and including all 14,
you receive an additional 1 per cent
discount. Adds up to a potential 26 per
cent discount on your total investment
after all other discounts!

There’s lots more. Each of these 14 big
CBS Radio stations is number one in

its market, delivering the largest average
share of the radio audience in its market,

month after month after month!

There’s even more. In dollars and cents
you’ll see how GBP means greater
savings and leads to bigger profits. Call

CBS Radio Spot Sales and we’ll talk
about a Group Buying Plan for you.

- CBS RADIO SPOT SALES

REPRESENTS: WCBS, NEW YORK —~WBBM, CHICAGO
KNX, LOS ANGELES — WCCO, MINNEAPOLIS.ST. PAUL
WCAU, PHILADELPHIA — WTOP, WASHINGTON

| WBT, CHARLOTTE — KMOX, ST. LOUIS — WEEI, BOSTON
KSL, SALT LAKE CITY — KCBS, SAN FRANCISCO
WRVA, RICHMOND — WMBR, JACKSONVILLE~KOIN,

_ PORTLAND — THE COLUMBIA PACIFIC RADIO

' NETWORK AND THE BONNEVILLE RADIO NETWORK

L




This is

San I'rancisco. ..

where KGBS receives mail
from a mintnunn of
30 counties in Northern
California. That’s 200 miles
from the eity 1 every
direetion but west. Tt takes
powerful radio (the hest, of

course) to cover onr market.

KCBS

50,000 wATTS

Rt*l)rv.wulml /;.\' CBS Radio
Spot Sales
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Walter Plaut

W Sponser

Lehn & Fink Products Corp., New York

Nomething new’s been added to tv. over and beyond color and
3-D: another network half-hour of / Love Lucy. this time reruns of
the 1951-1952 films. And Lehn & Fink’s the <ponsor who (through
McCann-Lrickson) has bought 52 wecks of reruns to he telecast over
CBS TV, Sundays 6:00-0:30 p.m., slarting 17 April.

“liveryone on Madison Avenue will be watching this show with
interest.” Walter Plaut, Lehn & Fink Prodncts Corp. v.p., told srox-
sOR. “Of course,” he added, “not with ax much interest as we. Stll,
it’s the first time that film reruns of a show have been put on nel-
work, and that in itself makes it an unusual buv. With this buy we
feel we're getting. at a comparatively low coxt, a =how that has al-
ready proved its andience appeal. And Sunday afternoon we should
eet a different andience than that of the Monday night ~how, in addi-
tion to the people who misced the first run.”

Walter Plaut, younger of the two sons of Edward Plaut. president
of Lelm & Iink Products Corp., is a quiet, scholarly chap with pep-
per-and-salt hair. Tle's modest, retiring. tends to underplay himself.
Brother Alhert Plant. president of Dorothy Grav. a fully owned sub-
sidiary of Lehn & Fink, is the talkative member of the family. who
likes 10 recall ecarlier polo-plaving days. Dorothv Gray will co-
sponsor the / Love Lucy reruns. {See 20 July 1951 sroxsor for
profile of Albert Plaut.)

In 1955. a sronxsor-estimated 807 of Lehn & Fink's total advertis-
ing budget will be in television. With the [ Love Lucy reruns, Lelm
& Fink will continne sponsoring The Ray Bolger Show, ABC TV,
Fridays. 8:30-9:00 p.n. until the contract ends in September.

“It will be very interesting to watch the ratings of the Lucy reruns
and to compare itz audience composition with the Monday night
audience.” remarked Watler Plant.

Does he expect the Sundayv night reruns to take audience away
rour the Monday night show?

“Well. that’s pretty hard to predict.” Plaut answered somewhat
hesitanthv., “Still, we're sure it will have a very good audience.”

Walter Plant, who’s been with the company for the past eight
vears, heads up the Canadian as well as Furopean business of lLehn
£ Fink. “Bnt 1 haven’t been to Europe for two yvears.,” he added
sadly. His U.S, mterests include two sons and a daughter.  * * %
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With innate immodesty, we call your
attention to a Fact:
Amarillo is again No. 1 for the nation in

retail sales per houschold . . . for the third

consecutive year. If this suggests that
we're worth an advertising investment, it's

no coincidence.

KGNC AM
KGNC TV

Amarillo, Texas

NBC and DuMont Affiliate
Nat’l reps: The Katz Agency

23



20407721 000
m retail sales
YOURS IFOR
TIHE ASKING
1von use KSBW.TV
Channel 8. Salinas.
Monterev, Califorma
i Note: KSDBW.TV is
the only station serving
thhs RECTE Central
Cahforma Coast)

122 700 tv sets covored
over 99,000 ar
UNDUPLICATED!

Get vonr share of
this RICIT Califorma
Market., Get it with

KSPW.-TV

vk Hollmeber

iy (g

CALIFCANIA

CBS. NBC. ABC, DUMONT

by Joe Csida

Film price cutting still eritical

There’s little doubt that the film price-cutting ~ithation con-
tinues eritical. In this comection we found Reub Kaufman's
blast against the price cutters interesting. bnt we're afraid
it will have little effeet on the general <ituation. One of the
most expensive of the new half-hour hows (one that’s -atd
to co=t over 850,000 per epizode) ~old for $16.50 i a cer-
tain =mall market, first run. recently. Asx long a~ the major
producers and diztributors will lTet produet go at priecs like
that, there’s little that can be done aliout the general situa-
tion. We've said thi< before. and we repeat it now: In the
final analysis there’s only one wav 1o compete in the tv fihn
market today. and that i~ to prodnce a fine ~how, of a~ ex-
cInsive a nature a= possible. With <uch a show it i~ possible.
providing adegnate finaneing <tand~ behind the produetion.
to hold ont for. and get a fair price for a ~eries. A couple
colimms ago, while ervetal-balling the tv film field. we men-
tioned that we believed this was an era i which the men
wonld Le =eparated from the bovs. and developments since
have cauzed v~ 1o forsake thiz opinion not at all.

An mfrequently diseuszed problem these davs in the tele-
filtm fiekd i< the failure of many aceonntz (and a number of
them considered profitable. =olvent operations) to pav their
bills.  Distributors and producers are running into an in-
creasing amonnt of bad debts. and as a matter of fact, the
first exploratory steps are now Feing taken to band distribu-
tors and prodncers together into an organization, one of the
main functions of whieh would be to <et up a ervedit informa-
tion exchange.  This <ttnation. however. i only one which
plagues the tv hlim field the-e days. and the probabilities are
that many a =easou will have come and gone. hefore the fickl
achieves the de-ived ~tability and statns of indu=try health.

R . Ed ES 4

Jo Dine. Tormerly of NBC and Ziv. and now vuming hi-
own public relations busine-~ with Alan Kalmu=. was telling
me the other dayv about the interesting reaction to the ~torv
theirv firm pnt out about Mickeyv Sillerman of Televizion Pro-
arams of America. Mo-t of the trade press and =ome dailies
carried the varis which <imphe told of a 20-mimite sales filin
Mlickey had made in conmection with TPA™s Captain Gallant
tv hbn ~eries.

This scemed to me a fairly orthodox apphication of the

(Please turn to page 62)
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WDAY-TV
WINS BY A
KNOCKOUT!

HOOPERS show that in Metropolitan Fargo,

WDAY-TV wins all audience-prefcrence honors,

hands down. Actually, five to six times as many
Fargo-Moorhead families tune to WDAY-TV, as
to the next station!

Look at the TV sets-in-use—65% at night!

But Metropolitan Fargo is really just a small
portion of the story, WDAY-TV is the preferred
station throughout the rich Red River Valley —
one of agricultural America’s heavily-saturated
tclevision markets. Ask Free & Peters!

HCOPER TELEVISION AUDIENCE INDEX
Fargo, N. D. - Moorhecod, Minn. — Nov., 1954

TV-SETS Shore of
In-Use | Tclcvision_Audience

| WDAY-TV ' Stotion B

AFTERNOON (Mon. thru Fri.)
: 12 noon — 5 p.m. 28 86 14
48 88 13

5 p.m. — 6:30 p.m.

S S [— - S

. FARGO, N. D. ¢ CHANNEL 6 A e 65 85* 17+

i Affiliated with NBC ¢ ABC -
(*Adjusted to compensote for foct stotions

[ FREE & PETI‘:RS, INC. were not telecosting all hours)

Exclusire National Representatives
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motwates the sale. And some of the peaq

spending more tune in nelwork rad
wncreased s weekly tume on CBS Radio |
and Bristol-Myers, each by forty-|

by a half-hour.... All on C




wn ever before, it's advertising that

0 make the most sales are now

wthe last stx months General Motors has
hour and a quarter. General Foods

nutes. Campana and Liggelt & Myers,

it beginning of October, the above companies - along with Milner

fuwe, Mutual Benefit, Consolidated Cosmetics, Broven & Williamson—

whditional hours on the CBS Rudio Network. More than half of this pm | new tine s

. ]

ui
ne radio. And a good part of it is being invested in the network’s | new five-night-a-week
y v . . . o i
“The Amos 'n" Indy Masic Hall," * The Tennessee Lrnuie Show,” -

L “The Bing Croshy Show.”
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HOPEFUL OUTLOOK jor increased use of radio

CONSENSUS ON was seen by media men. But radio, thev felt,
RADIO'S FUTURE

wonld nced tresher lormats, redlistic priving,
more thorough research, maximum flexibility

NO EXITING OF TVY uas emisioned by media
CONSENSUS ON yanel, eren i costs continue to rise. The
TELEVISION’S COST agencymen felt sponsors would stav t(rtetive,

eren if it meant cutting back on frequency

MAGAZINES IN GENERAL iend to do the best sales

job on agencymen, pancl members felt, citing

CONSENSUS ON
WHICH MEDIUM ,
SELLS ITSELF BEST the long-range objectives of sales campaigns

deep research on readers, age groups, use

Survey covered 10 agencies heavy in radio-tv hillings

WHO WAS COVERED? Media directors or associate media directors in 10 of
agencies with largest radio-tv billings. Eight-tenths of group are v.p.’s. Agencies
are: BBDO; Biow-Beirn-Toigo; Cunningham & Walsl; Foote, Cone & Belding;
Kenyon & Eckhardt; Kudner; Lennen & Newell: Ted Bales: J. Walter
Thompson; Young & Rubicam.

TOTAL BILLINGS? These agencies had total billings of over 8725 million in
1954, based on sroxsoR’s 13 December 1931 survey of the top 20 air agencies.
Air media billings anounted to over $330 million~n 1934.

MEDIA DIRECTORS.

How they view radio and television (oday

by Charles Sinclair

T e anicle beginning on the next page draws together, for the first time. the haxic
air media thinking of 10 of the country’s leading agency media executives. These men
(sce names, photo- next page) make me(ha recommeundations involving over-all hillings
of more than $725 million gross anmually. and radio-tv hillings dddmg up to more than
$330 nnllion. The survey conehte(l of a series of depth interviews conducted atl agency
headquarters.  The media men and their laflx were asked guestions that (lcalt with
everything from spot radio to tv “spectaculars.” and from media buying trends to opin-
ions concerning what media did the best all-around seling job to ageneymen. With many
a client and agency scheduling dizcussions of fall mdm tv plans during the next few
weeks, sSPONSOR considers the comments of these high-level admen pmhcuhnl\ timely.
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K&E: Phil Kennes,

Associate Media Director

10 MEDIA DIRECTORS: they tend to agree on major air maltters

Question 1. [l hat are the principal
problems you face today as a media
executive in the day-to-day buying of
radio and television?

Two major radio-tv problems bedevil
the niedia executives in SPONSOR's blue-
ribbon panel today:

Radio: Much work is required to-
dav to overcome emotional resistance
to radio on the part of tv-conscious
clients.  This job 1s made tougher,
agencynien feel. by the frequent lack
of good. persuasive reasons for pur-
chasing radio furnished by radio sales-
men.

Television: There's little i the way
of basic problems in celling tv values
to clients, apart from occasional justi-
fications of its costs.  Principally, the
tv problem boils down to a lack of
good availabilities to offer clients and
a lack of up-to-date coverage and set
count information.

Most of the problems cited to srox-
SOR in its survey fell into one or the
other (or both) of these categories.

Here are typical opinions:

e “We have no major problems to-
day in re-selling radio to clients.” said
the media v.p. of one of the largest ad
agencies surveyed.  “After much dis-
cussion back and forth with them, 1
think most clients have placed radio in
a good media perspective.  In faet,
we'll probably have more radio in

30

Kuduner: Hugh lohnson.
P'.p. in Charge of Media

1955 than we've had in the pa<t three
vears.”

e “Our principal radio problem,”
said K&I7s Associate Media Director
Phil Kennev. “is still that of justifving
the use of the medium to those who
work in an office all day and then go
home at night and watch tv. However,
there’s been a revitalization of elient
interest lately in radio proposals.”

o “We have a general problem in
radio and tv in that both media lack
standards of circulation and ratings.
In circulation, for example, we are
daily getting further away from in-
dustry  ‘bench  mark’
Ratings often create problems of client
confusion because of their variances
and multiplicity,” said Kudner v.p.
Hugh Johnson.

measurements.

Question 2. Jhat, in your opinion
are some of the opportunities agencies
and clients are overlooking today in
buying radio or tv?

The most immediate answer to this
from the niedia executive panel usual-
ly took the form of “We don’t over-
look any opportunities—we look at
everything. a~ a good agency should.”

Clients, however, somelimes pass
over a good bet in radio or tv before
they’ve investigated it thoroughly. the
admen say.

e “Generalh speaking, the most over-

'.p. in Charge of Media

L&N: Anthony De Pierro,

BBDO: Fred Barret, V.p.
in Charge of )ledia

looked opportunity in radio is that of
its frequency value - - package plans
with a solid punch and the delivery of
a mass audience.” said BBDO media
v.p. Fred Barrett. “In tv, both agency
and clients are constantly investigating
all angles and opportunities. We have
BBDO clients using tv around the
clock, from the choicest network night-
time programs to ‘C’ class time on
local outlets.”

e “I'm not aware that we've missed
any good opportunities,” <aid Y&R

JWT: Arthur Porter,
I .p. in Charge of Media
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ates: C.
{ Group Supervisor

E. Midgley, Jr.,

v.p. Peter Levathes. “1f we're not
‘bullish® about certain slots in day-
time tv, it's largely because we {feel
they are over-priced with relation to
nighttime v rates and audience size,
for example.”

e “Some admen may be overlooking
the value of low-rated radio shows that
feature strong selling personalitics.”
said FC&B media and research v.p.
Paul Gerhold.  “This could easily be
caused by an over-reliance on shecr

statistics which would

not show the

" Peter Levathes, 1.p,
rge of Media Relations
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B-B-T: Jolin Kucera, V'.p. in
Charge of Radio-Tv Time Buying

| ] .-; ]

and Media Director

sales effectiveness of programing.”
The fact that media exccutives face
the special problem of having an over-
whelming =clection of media before
them was stressed by J. Walter Thomp-
son v.p. Arthur Porter, who stated:
o “Before a media man selects from
the over -100 tv stations. 2.698 radio
stations. 1.785 dailies, 544 Sunday
papers, 10,320 country wecklies, 6,092
consumer magazines, and 1,200 out-
door plants available he must know
threc things: (1) a complete picture
of his client’s marketing position, (2)
what kind of copy story is going to be
told, and il it is dependent upon dem-
onstrations, prestige, or it is lengthy
sell or short, fast scll, (3) the kind and
amount of advertising weight being re-
leased by his chient’s competitors.”
To do this, the JWT agencyman
feels, media men must also make
thorough investigations of all media
opportunities,  Those that aren't
bought, for the most part, dont fit the
client’s overall plan.

Question 3. W hat major trends have
appeared in the methods by which
your agency buys radio and television?

The biggest single trend in large-
agency media buying can be summed
up in a word: “integration.”

Thie top agencics. sSPONSOR's checkup
shows, are making a concerted effort
to build closer links and establish firm-
er liaison between broadcazt buving
and other forms of media purchasing.
such as print and outdoor.

C&W: Newman Mclvoy, V.p.

AN

For the moxt part, this has been ac-
complished through step-ups in the
amount of information that is ex-
changed between buycrs, or through
closer linking of broadcast and print
buyers through media supervisors. The
majority of large agencies today buyv
under a “group system.” with teams
of specialists reporting to a group su-
pervisor who is responsible for media
purchases for a group of accountx.

Young & Rubicam, in the past couple
of seasons. has been making the boldest
step of all. Y&R, as most admen know.
has changed to the “account buver”
systemi whereby individual buyers pur-
chase all major forms of media for one
or more accounts. Most agencies. al-
though they’re trending in this direc-
tion. still keep their air and print buy-
ing scparated as far as individual buy-
crs are concerned. However. there's
no separation anywhere of air media
buying into teams of “radio”™ and “tv”
buvers; broadcast buvers purchase
both media, hear proposals from both
sides.

llere are some individual comments
from agencymen on this topic:

o “The more wec work in the "all-
media purchasing’ pattern. the more
we like it.” said Y&R's Peter Levathes.
“Our buvers concern themselves close-
Iy with client problems. and are likely
to be more objective in their selection
of media, and more creative. Most of
the time. vou can’t tell quickly whether
a Y&R buyer has been trained original-
(Please turn to page 108)
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FC&B: Paul Gerhold, I'.p. 1n
Charge of Media and Rescarch



Chweppes hrmos

UP 233 % IN 1954

he lam

Sales rose dramatically during first

” ow do you broadcast a beard?

How do you translate a powerful
visual conceplion into an effective
aural equivalent? This is a classic
question raised by print-oriented ad-
men.

Such a translation may well have
seeimed impossible to many when the
luxuriant chin-piece of Commander
Edward Whitehead first appeared in
The New Yorker in Mav 1953. More-
over, the copy that extolled Schweppes
Quinine Water was sophisticated, lit-
crate, obviously directed to a discrim-
mating minority.

Yet today you are as likely to hear
the polished pitch of Schweppesman
Whitehead between basketball scores
or following a pop disk as during the
intermission of a classical concert.

Spot radio, in fact, has become one
of Schweppes” major media, this year
dividing equally with newspaper and
magazines the spoNsoR-estimated ad
budget of about $1.000.000.

In many markets radio does most of
the job, since the magazines-—The New
Yorker. Gourmet. Cue—cover only a
few cities well. The account’s first full
U.S. radio vear—1951is also the
vear of its most rapid distribution
growth. In 1953 vou could purchase
the quinine water only in New York.
Today. the distribution network en-
compasses some 50 markets.

This growth is reflected in a spectac-
ularly steep sales curve. In 1952 only
30.000 cases were sold. The jump he-
tween 1953 and 19534 was 233%;
Schweppes” agency is Ogilvy. Benson
and Mather. (Sce statement by agency
president David Ogilvy in box, right.)

Hitting o market: The Schweppes
media combination for developing a
market consists of a co-ordinated radio-
newspaper campaign. under the super-
vision of agency media director James
McCaflrey. Pattern is to open hard
with a 40-100 per week announcement
schedule and taper off after the satu-
ration period to a sustained fairly
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{0 spot radio

!;iS'I quinine water turned (o andio version of eelebrated magazine campaign

lieavy announccment frequency.

The qumine water market s sea-
sonal, varying in length with the liot
weather period.

Associate a/e Barry Loughrane ex-
plains the approach this way: “Maga-
zines give us the national prestige cov-
erage; in the individual market the
very largc newspapcr space gives us
strong impact; spot radio provides
frequency and continuity.”

Spot radio pennits reaching a wide
cross-section of prospects says time-
buyer Ann Janowicz. She seeks a sub-
stantial male audience component on
the assumption that the man’s brand
preference is important in determining
the family’s purchasing with respect
to such a product. “This is particu-
larly important,” she says, “in those
areas where the mixer is to be found
mostly in liquor stores.”

She estimates that the ad dollar is
weighted about 65/35 in favor of the
male audience.

For this reason, many of the
Schweppes announcements will be
heard in the early “wake-up” period,
and during the afternoon “drive-home”
time in many cities.

In Los Angeles and Detroit, as well
as in other places, Miss Janowicz re-
ports, the car audience is considered
the important one. In Detroit, for ex-
ample, over 70% of the announceinents
are aired between 3:30 and 6:30 p.m.,
which iz the period when people are
coming from and going to work in ac-
cordance with the auto city’s “stagger
schedule” practice, The man driving
hioine may be tired and lot, therefore
a good prospect for a sales pitch about
a cooling, refreshing drink.

While cost-per-1.000 is not the pri-
mary concern, station package dis-
counts are important. A market’s air
budget, Miss Janowicz explains, is
predicated on the minimums necessary
to qualify for such published discounts.

In New York, for example, the 1951
weckly schedule was divided so as to
take advantage of the rate structures of
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How David Ogilvy views

the Schweppes account

Commander Whitehead is a symbol of the English origin of Sehweppes.
He is chief representative in the W estern Hemisphere of this

great 160-year-old English house.

Consumers seem on the whole to be more interested in people and
personahties than in trademarks and eorporations, a discovery made long
since by Claude Hopkins. One of the most interesting things about
Ford is Hlenry Ford; one of the most interesting things about

Helena Rubenstein is Mme. Rubenstein. The consumer likes to know what
kind of a human being stands behind the produet of his choice.

The impact of the Whitehead advrertisements, whether printed or
broadcast, is fantastic compared with the impact of “ordinary”
advertisements. It reaffirms my belief that the differenee between great
and ordinary advertising is of the same order as the difference

between dynamite and plutonium.

Whitehead in print has an impact the like of which I have never seen,
and Whitehead on radio is even more resultful.

The imagination boggles at the results which we are going to get
when we eombine Commander W hitehead’s voice and visual personality

i in television advertising.

S A R AN R %

five stations: WQXR-20, WNEW.-42,
WOR-10, WMGM-12, WMCA-9.

Note the audience range from the
classical music lover of WQXR to the
sports enthusiast of WMGM. WOR de-
livers the housewife audience, WNEW
and WMCA the music-and-news Ls-
lener, in the agency’s opinion.

A station, says Ann Janowicz, de-
velops a distinct personality, attracts a
certain kind of audience. It is more
important for Schweppes that its mes-

sage reach a large portion of the spe-
cific audience types than that any par-
ticular announcement hit a peak listen-
ership. Thus the lack of emphasis on
ratings, the concern with the intangi-
ble of program character.

The Schweppes problem: [ 1053
Schweppes faced the problem of con-
verting its products from an import to
a domestic basis. The specific problem
(Please turn to page 90)

|n'addi'rion to starring in Schweppes commercials Commander Whitehead gets plenty of pub-
licity for firm in form of interviews like this one on WINZ, Miami. He's natural performer
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Former co-owners of a gas station,
the two cousins now formulate advertising
strategy for competing cigarette brands:

Philip Morris (John) and Old Golds (Adolph)

“Teamwork s for agencies as well as footba)

That's Adolph Tg
viewpoint. (He’s s
at left as L
Chicago guard in 1
At right, L&N

and art dir. (seq
and (l. to r.) E.
v.p. and copy heag
Penberthy, a'e
Mancini, v.p. ang
dir.; D. Muler,

v.p., acct. supej

"/hich is rougher the coal mines
or Madison Avenue?

No nere rhetorical question this.
There arc at least two top ageney ex-
ecutives who could draw such a com-
parison out of their own experience:
Adolph Toigo, president of Lenuen &
Newell, and John Toigo, executive
v.p. of Biow-Beirn-Toigo. Both men
rose to their present positions late in

-

by Evelyn Konrad

1954, within a month of each other.
Both men had worked in the coal mines
back in their Ilinois hometown, Benld,
when they were teen-agers.

Which was harder, mining or ad-
vertising ?

“Well,” says Adolph Toigo, “When
I drove a mule in the mines some 35
years ago, there’s one thing I ahways
told my mule: ‘The only difference be-

John Toigo. Biow-Beirn-Toigo’s executive v.p. (above), says adver-
tising is just “one of several [uctors contributing toward a sale.” How
come Philip Vorris, with their top-rated tv “Lucy”, slipped in sales?
Said he: “1f they’d had a poorer show, they'd have slipped further.”

34

tween you and me is that you've got
to stav here, and I don’t.” But for a
long time I didn’t think I’d make it,
and there are times now when I'm
not so sure it was such a great idea.”
(John Toigo hasn’t had time lately to
reflect on the question in itself a partial
answer.)

In Part One (7 March 1955) spox-
soRr traced this transition from coal
mines to Madison Avenue, sketching
the carcers of the Cousins Toigo from
Benld through the University of Chi-
cago, and after long-term stints with
vartous agencies, on to Lennen &
Newell and Biow-Beirn-Toigo.

Tu this article, sroxsor will show
how the individual advertising back-
ground and philosophies, the person-
alities of the two Toigos have influenced
the development of advertising strate-
gv for their accounts; how their think-
ing is reflected in the use of air media
by these two major radio-tv agencies.
(In 1954, the two agencies, together,
billed well over $50 million in radio
and tv: Biow-Beirn-Toigo had 69% of
total 1954 billings, or $33.4 million in
air media; Lennen & Newell, 57% of
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total, or 520 million i radio-tv.)

“You can’t make eonclusive inter-

media comparisons.” says Adolph
Toigo. “But the indications are that

tv. when used properly, gives better
registration than any other medium.

“The most important thing i~ to un-
derstand the consumers’ attitude about
vour client’s product. And if vour
story is basically right. you should go
on with it indefinitely Decause values
to eonsumers of the product are con-
stant and if the product doesn’t change,
then dramatization i= constant. You
can change the execution of the theme
to maintain interest. but don’t change
the theme.”

Old Gold's ~Treat instead of a treat-
ment” theme is an example of long-
term consistency in advertising; this
theme was used by Lennen & Newell
for seven or eight years. Old Golds
sponsor two half-hours weekly on net-
work tv, used spot radio as well recent-
ly to introduce its new filier king eig-
arette.

Biow-Beirn-Toigo also has a cigar-
elte account as one of its major air
advertisers—Philip NMorris.  spoNsor
asked John Toigo: “How do you ac-
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eount for the fact that Philip Morris
sales are slipping even though the
cigarette has been advertised on the
top-rated tv show?”

“If they had a poorer show, thev’d
probably have slipped further.” John
Toigo answered. adding. “Advertising’s

Twigs, Adolph's son (above), is one
of six Toigo-Rigotti's in advertising

only one of several factors contributing
toward a sale, and tv is onlv one of
several advertising media.”

A few days after he'd made this
statement, Philip Morris cancelled its
four-year sponsorship of I Love Lucy.

PM retains sponsorship of Public De-
Jender. CBS TV. and two CBS Radio

shows. My Lutle Margie and Tennes-
see Ernie. It will put some of the
money freed from Lucy into spot tv
and newspapers.

Though their ageneies are in hot
competition to sell Philip Morris and
Old Gold. the two cousins remain fast
friends. There are. actually, four other
members of the Toigo-Rigotti famih
wlho’re in some phase of the advertis-
ing business: Jerry Toigo is a Pepsi-
Cola hottler in Joliet. IH. and a former
adman: John Rigotti is assistant re-
search director at Foote. Cone & Beld-
ing, Chicago: Romolo Rigotti 1= art
director for MacFarland-Avevard, Chi-
cago; and Oliver “Twigs” Toigo,
Adolpl’s 23-year-old son. is in Lennen
& Newell’s contact department.

The two, however, whose careers
seemed most closely linked are John
and Adolph Toigo. At one time the
two men worked in the samc agency
in Chicago. But Adolph came up
from the ranks through research. while
John began as a copywriter.

Adolph considers Lennen & Newell
a “‘research-conmseious’ agency. per-
continues  his  contact  with
(Please turn to 104

<onally
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CROWDS 5TOOD IN RAIN TO WATCH WVDA WINDOW OPERATION, RESULTS: UPPED STORE SALES, MORE LISTENERS FOR WVDA

The

((on 10 sponsor’s window

When WYDA and R. . White joined forees. they met with unexpected suecess

i)vpurlmenl stores have long dix-
plaved a frostrating indifference to the
use of air media. But np in Boston re-
centhy. the print-oriented sentiments of
one big department store were turned
into enthusiastic support of radio by a
Boston station operating on the prin-
ciple. “H youo can’t lick “em. join “em.”

WA DA was a longtime wooer of the
nuresponsive R. 1L White department
store until one day. a =tation-~tore con-
clave gave birth to a promising idea
for a mutual promotion: moving the
radio stndio to the store’s main win-
dow and rmning it~ full-day broadeast
operation right there. every day for a
~u~tained period.

So it was agreed  and <o it hap-
pened. Vnd so impressed was R, 1L
W hite with the results that it became
WA D Vs biggest user of time. now
spends approximateh 8250000 g year
White
i~ happy with its upped sales volime
WADA
histening.

But the
proved to be a mueh bigger foree than

for advertisineg on the station.

and can boast of increased

““tation in the window™

amone at the ontset thonght it might

36

be. Not only did it attract crowds
which spilled over into the street and
disrupted trafhie. but it turned out to
be a magnet for some two and a half
million people. pulled to the store cus-
tomers from Maine, New Hampshire.
Rhode I<land and provinces of Canada.

The entive operation proved to be a
highh <uccessful “quid pro quo™ ven-
tme. In additon. the fact that store
oflicial~ thems=elves took an active part
and personally appeared on the air.
points np an interesting principle: that

L 000

case history
e

personal contact with and participation
in a given venture can generate en-
thusiasin where none mav have exist-
ed before. Tt was in this way that
WA DA snstained White's interest in
radio after the initial excitement had
worn ofl.

(Please turn to page 66)

Big-name personalities such as Eartha Kitt, Jimmy Durante, Frankie Laine were induced to visit
store, be presented over air. Station in window became mecca for some 2,500,000 people
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Wwo plans (o sell
MGHTTIME RADIO

They offer differing ad approaches (o sponsor

seeking economical. after-dark circulation

CBS SPOT SALES: NIEII” GROUP PlLLAN
New Group Buying Plan of CBS Radio Spot Sales offers graduated

discounts to nighttime advertisers ranging from 15¢, for three

outlets up to 26 for all 11 stations represented by group. To qualifv
for discounts clients must buy the dollar equivalent of three times

the one-time, evening quarter-hour rate on at least three stations.

The GBP discounts are in addition to regular station discounts and
apply to purchases betieen 7:00 and 11:00 p.n., except for Pacific Coast,
where 6:00-10:00 p.n. period applies.  For complete story. see page 38

ORG: 35 STATIONS TO COI'EER THI U, S.

Quality Radio Group, tepe programing “neticorl,” offers adrertisers a
relative handful of high-power stations whose signals, ORG says. cover
90 ¢ of U. S. radio homes. Clients must buy all stations in group.

time purchases must be in units of 15 minutes or more. While no rate
card has heen published, it is known that discounts for buving

group will be offered in addition to regular station discounts. (QRG
stresses economy of powerhouse coverage and seeks to sell

to sponsors with wide distribution. For complete story. see page 10
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=7 (BY Spot Sales approach: up

10 26% discount Tor aroup buys

Gradnated formula gives nighttime elients additional discounts

for buying as few as three stations in latest group selling move

L‘Y ewest effort to sell nighttime radio
comes out of the CBS Radio Spot Sales
~tation rep firm.

It offers something new in the busi-
ness: a graduated discount formula
which combines the flexibility of spot
and the mass eirculation economy of
network buys.

Like the Quality Radio Group (see
following story) and the National
Saturation Group (NATSAT) plan of
the John Blaiv station rep firm it rep-
resents a trend which is blurring the
line between <pot and network buyiug

NVighttime Group Buying Plun of CBS Radio Spot Sales
is explained by Henry Flynn, left, general sales manager. Listening,

in the radio medinn.

Dubbed the Group Buying Plan, it’s
offered to advertizers on behalf of all
14 stations represented by CBS Radio
Spot Sales, Here's how it works:

If an advertiser buys a certain
amount of evening time on three or
more of the CBS Spot Sales stations he
gets discounts ranging from 15 to
2077, depending on the number of
stations he buys. For each additional
station above three, the advertiser gets
another 1% off. (See boxes on next
page.)  These discounts are in addi-

tion to the regular station discounts.

To qualify for these discounts, the
client must buy the dollar equivalent
of three times the single evening quar-
ter hour rate on each station during a
week’s period. On all but one station
this is equal to 21 announcements.
The time must be bought between 7:00
and 11:00 p.m. except for the Pacific
Coast, where the applicable period is
6:00-10:00 p.m.

Like a growing number of radio rate
cards and package plans, the CBS buy-
ing plan is tailored to the in-and-out

l. to r., are Wendeil Campbell, CBS Radio vice president; Stanley Pul-
ver, air media manager, Lever Bros.; Newell Schwin of spot sales firm

SPONSOR
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DISCOUNTS: They depend
on the number of stations bought

TO QUALIFY:: These minimums must
be spent on each station to earn added discounts

NUMBER OF STATIONS DISCOUNTS STATION CITY MINIMUM
ANY 3 STATIONS 15% KCBS SAN FRANCISCO . $600.00
ANY 4 STATIONS 16% KMOX ST. LOUIS 654.00
ANY 5 STATIONS 17 % KNX  ___LOSANGELES 780.00
ANY 6 STATIONS 18% KOIN PORTLAND 225.00
ANY 7 STATIONS 19% KSL SALT LAKE CITY 270.00
ANY 8 STATIONS 20% wWBBM ClHICAGO 648.00
ANY 9 STATIONS 219% WBT CHARLOTTE 510.00
ANY 10 STATIONS 22% WCAU PHILADELPIITA 600.00
ANY 11 STATIONS 239% WCBS _ NEW YORK 1620.00
ANY 12 STATIONS 24% WCCO . _MINNEAPOLIS 720.00
ANY 13 STATIONS 259% WEEI BOSTON 630.00
WMBR = JACKSONI ILLE 114.00
WRV A RICIIMOND 264.00
1 ALL 14 STATIONS. ... ... .. 26%, e S
s Nighttime discounts shown above are on top Dollar figures at right are equivalent of three times the
i of reqular station discounts. Client must single evening quarter hour rate, which is minimum amount
5 buy at least three stations to get them which can be spent at night to earn discounts at left
Q H
¥

advertiser. While CBS, as well as other
radio sales outfits, stress that frequency
of advertising is essential to get the
best results out of radio, a client for
GBP can buy a single week, if he
chooses, and sull qualify for the dis-
counts schedule.

It is interesting to note that the Blair
NATSAT plan. while it can be bought
for a single week. gives additional dis-
counts for greater frequency. The
NATSAT discounts go up to 107 for
52-week buys.

Under the NATSAT plan the adver-
tiser has to buy all -13 stations repre-
sented by Blair, except that the rep
won’t insist on the advertiser buying
markets where he has no distribution.

The Blair plan, which is based on a
minimum of 2.} participations per week
per station. u~ually provides for a com-
bination of day and night purchases.
However, the firm will sell NATSAT
for a mighttime-only purchase.

In its GBP presentation to advertis-
ers and agencies. CBS Radio Spot
Sales stresses its 14 stations’ coverage
of great clusters of the nation’s popu-
lation. This, says, CBS is “the nation
in a nutshell. . . .
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“In fact,”
“37% of the nation’s population lives
within the intense coverage areas of
these 14 stations. And 307 of the
country’s population lives within the
14 stationy’ total service areas.”

CBS estimates, on the basis of the
1952 Nielsen Coverage Service figures
on radio ownership projected against
1954 Sales Management family figures
that 17,665,270 unduplicated radio
homes are within the 14 stations’ night-
time “‘hasic service areas.”

GBP is geared for frequency, CBS
<ays, and gives the following example:
An advertiser can buy as many as 19,.
528.320 fainily advertising impressions
for 39¢-per-1,000 or 34,089.930 hListen-
er advertising impressions for 22¢-per-
1.000. This assumes maximum dis-
counts on both the station and GBP
level. Audience figures are based on
Pulse, except for Salt Lake City, where
Hooper was used.

Costs-per-1,000 with fewer than 14
stations are also low, the presentation
tells advertisers. Here are two exam-
ples cited. Both assume maximum dis-
counts.

For three

the presentation

Savs,

stations: An advertiser

who buys WCBS, New York; WCCO.
Minneapolis-St. ["aul, and KOIN, Port-
land can buy family advertising im-
pressions for 59¢-per-1,000 and listen-
er advertising impressions for 3.1¢-per-
1,000. Weekly cost is $3,502.42. Week-
ty family impressions come to nearly
six milhion and weekly liztener impres-
sions come to nearly 10.5 million.

For six stations: For a weekly cost
of $3,000 even. an advertiser can cor-
ral more than six million family im-
pressions for 49¢-per-1,000 and more
than 10 milion histener impressions for
29¢-per-1,000. Like the above example.
the stations were sclected at random
and are figured on a 52-weck basis.
The stations included in this calcula-
tion are WEEL, Boston; WTOP, Wash-
ington; K3L, Ralt Lake City: KN\,
Los Angeles: WCAU. Philadelphia:
KMO\N. =t. Louis.

One effect of the disconnts.
pointed out by Sherril Taylor, mana-
ger of sales promotion for CBS Radio
Spot Sales. is that if a client buys, ~ay.
WCBS plus two others he can get or
almost get one of them free. In the
three-station example given above an

(Please turn to page 98)

itois
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QRG SAYS ITS STATIONS IN THESE MAR

CALL
LETTERS

MARKET
. 7 WOR 50,000

WGN
KFI
WCAU
wwl
WBZ-A

VI YORK
(HICAGO

1ON ANGELES
PHILADELPII {
DETROIT

BOSTON SPRINGFIELD
SAN FRA NCISCO™
PITTSBURGI

ST, LOUIS

W ASHINGTON
CLEVELAND
BALTIMORE
MINNEAPOLLS

Bl FFALO?
HOUSTON
CINCINNATI
KANSAS CiT}
SEATTLE

KDKA

wTOP
WGAR
WBAL
wcCco

KPRC
wLwW

NETWORK POWER""

MBS
MBS
NBC
CBS
NBC
NBC
Not definite
NBC
Not definite
CBS
CBS
NBC
CBS
Not definite
NBC
NBC
ABC
CBS

50,000 \EW
50,000
50,000
50,000

51,000

FT.

 whare Time

DEN!

IYIERI

SANV ANTONIO
ROCHESTER™
ETIE!
RICHINOND
VASHVILLE
SALT LARE CIT}
TULSA

50,000

50,000
50,000
50,000
50,000

5,000 DES
50,000
10,000
50,000

Ntation pl'ndln_t/ elegranee,

MARKET

e ———

¥l KEX
PORTLAND

ATLANT A
lf’()I\’Tll-l)ALLAS

(1JARLOTTE
ALBI QUERQUE
RALEIGII

cAtL
LLTIERS
ABC
CBS
NBC
NBC

wWwL
WwSB

WBAP
WFAA

KOA

ORLEANS

20 ke
' NBC
ER

WwOAI NBC
NBC
CBS
NBC
CcBS
NBC
NBC
CB8S
NBC

wWOWwW
WRVYA
WSM
KSL
KVOO
WHO
wsT
KOB

WOINES

Nighttiue

NETWORK

Not definite

Not definite

KETS WILL COVER 909 OF US.
AETS WL MV

POWER""

e ————

50,000
50,000
50,000
50,000

50,000

50,000

5,000

‘-’,”“l[k) %
S
2y

g
' he push to ~ell nighttime radio s
ectting important impetus from efforts
by Qualitv Radio Group. The group is
now getlimg underwav i earnest and
s pnlling special emphasis on s line-
up of power stations.

The idea of covering the country
with a small list of high power am sta-
tions has appealed 10 admen for years.
A< far back as the Thirties there was
talk of htanketing the U.S0 with a fow
half-tmllhion watt srenal~ boominmg oul
over vasl regions, cach station cover-

Kilbons of hsteners.,

Fhe super-powerhonscs never came
Lomt bt the 50 kw ontlets and ~ome
csser-powered regional stations  ~till

antial wmbrella coverage.

40

= (RG's approach:

National advertisers have been binving
groups ol them for vears. llowever.
because of network option time, these
buys have often been confined 10 an-
nouncements,  Moreover, it had not
been possible to by a <all group of
powerhouses throngh one salex ofhce,
with disconnts for group purchases,
and  which would provide anvihing
ear national coverage,

Until recenty. that is. Now. through
the Onahity Radio Group, adinen arve
offered a group of three dozen or w0
am power outlet= whose signals. QRG
claims, cover about 9090 of all L .5,
radio homes with a minimimm of over-
fap

e map onext pagel,

ORG was organized Tast Tall after a

few vears of planning. (See "Qualin
Radio Group: what it has to offer,”
SPONSOR, 20 September 1954, Con-
<isting al the time il wa~ organized of
iwo dozen network affiliates. it avowed
purpose was fo sell those nighttime pe-
riods the webs couldn’t.  Sinee that
time QRG has acquired a president.
Ward Quaal. who iz a Crosley Broad-
casting Corp. executive: an executive
vice president. William B, Ryvan. for
merlv president of what ix now RAB:
a stafl and a more clear-cnt idea of
what it will do.

The hasie outline of QRG remains.
It ix a cooperative tape programing
group. nol a network in the conven
tional senze. It is selling wighttime
radio. plus Snnday afternoon. Present

SPONSOR




Grey areas show counties where QRG stations had
SAMS audience.

Signal coverage of QRG stations embraces 90%, of U. S. families, retail sales, effective buying income, says
QPRG presentation to clients, agencies. Of 30 stations currently in group, 26 have 50 kw nighttime power.
As list at left shows, outlets in San Francisco, St. Louis, Buffalo, Miami, Rochester will be added.

10% or more nighttime, once-a-week, 1952
Map differs slightly from list at left due to station changes

) cover the 1.5,

policy is to sell QRG station- as a
aroup only. The early idea of adding
stations to a basic core of QRG outlets
to pick up =ome additional circulation
for clients with specific distribution
problems has been discarded. 1t is felt
that the QRG lineup. as presently con-
templated. covers so much of the U.5.
that additional stations would. in most
cases. mean substantial signal overlap.

The QRG policy of selling it~ell as a
group points clearly to the group’s
sales target: national advertisers with
wide distribution. Regional clients, a~
well as national advertisers with big
lioles in their distribution, would find
QRG’s full circulation wasteful. QRG
seeks to interest advertisers who have
never used radio as well as sponsors

21 MARCH 1955

now on the networks or using spot
radio on a nation-wide basis.

As currently amounced, there are
30 QRG stations covering the nation’s
top markets with San Francisco, St
Louix, Buffalo. Miami and Rochester
expected to be added shortly and per-
haps one or two more to be included
later on. Of the 30 now in, 26 have
nighttime power of 50,000 watts, one
has 25.000. one ha~ 10.000 and two
have 5.000. I current negotiations for
additional stations are carried through.
the five markets to be added will mean
another two 50.000-watt and three
5.000-watt outlets. The 35 stations in-
clude 21 NBC affiliates. nine CB> aflil-
iates and two each from ABC and

MBxs.

Tape programing “‘network’ is sold as group,

is aimed at clhients with wide distribution

As previously brought out. the sig-
nals of these 35 station~ cover about
90¢ of all radio homes i the U.S
To get some idea of the actual audi-
ence these stations have. QRG  =ub.
~cribed to the 1932 sStandard \udit
and Measurement Service coverage
study and had run off a compostte to-
tal of unduplicated listening h

The ficures show that the 35 radio
<tations reached an audience of 19 mil-
lion homes in 1932, This was the total.
unduplicated nighttime audience in
tho<e counties where 10
the radio homes listened one or more
timex a week to the QRG stations. This
ficure i~ belicved to be equal or close
to the comparable nmighttime radio net-

(Please turn to page 70)

or more of

4



Installation of field test equip- Only minor problems and repackag-

RCA ment began this January in New York. K : CROSBY ing needs stand in way of commer-

Completion of tests is expected by ; cial use, says firm, which will
STATUS tall, awith first commercial units STATUS shortly unveil newest design. Tape
possibly ready ecarly 1956,  Above, ! i editing device reported ready.

General Sarnoff with strip of color tape. i | Above, Croshy with technical chief.

Video Gape: programing
revolution on the horzon

Every facet of industry will be affected: Kine problem

may be at end: production of program and commercials |

may be ¢heaper, faster: use of film may give way to tape
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Firsl connnercial uze of the revolu-
tionary video tape recorder may Dbe
only a vear away.

e RCA has brought it out of the
I’rinceton laboratory, has installed a
unit at NBC, New York. for field test-
ing under practical conditions.

e Bing Crosby Enterprises, Inc.
told sSPONSOR its system awaits only a
redesign to eliminate minor bugs and
repackaging for actual industry use.
It has already delivered a unit to West-
inghouse and looks forward to an esti-
mated $500,000 in contracts within the
near future.

Few electronic innovations have so
captured the imagination of program-
ing people in the industry. Typical is
this statement from Roger Prvor, v.p.
in charge of radio and tv for Foote,
Cone & Belding, New York: “The ef-
fects of video tape will be far reach-
ing. If everything claimed for it is
realized. the present form of produc-
tion will become obsolete and film will
be a thing of the past.”

Only 16 months after RCA's widely
publicized color tape demonstration of
1 November 1933, broadcasters, film
and admen surveyed by sPONSOR :ee
these major implications of the video
recorder on the horizon.

e It may mean the dawn of a new
kine era, final solution of plavback
problems created by the country’s dif-
ferent time belts. For the first time it
may be possible to schedule a tv show
at the same hour in every part of the
country. Switching from Standard to
Daylight Saving ‘Time will no longer
upset station schedules. Shows will go
on tape for rebroadcast in the differing
time zones. e
to the
absolute
an errors.

e It will stimulate_L
canned show. Taping 4
control, eliminates live prog

o Syndicated films may. eventually
give way to syndicated tapes e
time and cost savi

o Taping will fend 1o per'peluate the
“live” approach in camera work rather
than the technique of filnmakers.

e

-

e Commercials may become sim-
pler, be produced with greater {fre-
quency and at lower expense than now,
Elimination of lab time and costs will
be a big factor.

o Live show standards may improve
as directors are able to study record-
ings of dress rehearsals immediately
upon completion of shooting.

e Job displacement and jurisdic-
tional union disputes may plague the
transition period.

21 MARCH 1955

tapes '?\iirlg,tn '

A ARRAAAAA AR
programing
A

Many adimen and filnunakers are
even now gearing themselves mentally
for the eventual shift to tape. A num-
ber of agency spokesmen told spoNsoRr
they would go to tape immediately
when practical. Syndicated flm pro-
ducer Hi Brown says: “I intend to
switch over to shooting my two shows
directly on tape. The tape recorder
means simpler, faster production at a
savings up to about 30%.”

What of the film producer with large
investinents in current equipment?
Ziv v.p. and business manager Robert
W. Friedheim reports: “We are watch-
ing tape closely. So far film is best, but
there is no reason not to transfer to
tape if the bugs are licked.”

To film producers with a tv stake.
the question ultimately comes down to
one of costs and quality. Savs Walter
Lowendahl, executive v.p. of Trans-
film, “lt represents a great technical
improvement. most useful to our indus-
try if is it more practical and speedier
than film and if its quality and econ-
omy are superior. When it is eco-
nomically feasible and the equipment is
available, the transition will take place
—there will be no advantage to work-
ing with other ‘taking” equipment.”

The underlying assumption in all
comments 1= that video tape will per-
form as promised. “It sounds like the
millenium.” sighs CBS TV Associate
Production Manager Robert \ilford,
“if it really works.” Ziv's Friedheim
points directly to the heart of the prob-
lem: “The key i= not with us, but with
the manufacturers of the equipment.”

Where does the video tape recorder
stand ax of this moment?

RCA: [nstallation of a prototype unit
at NBC in New York for field testing
began in January. Company spokesmen
say this means the bugs have been
worked out. The following improve-
ments are cited in a recent letler to
General Sarnoff by Harry F. Olsen,
Director of the Acoustical and Electro-
Mechanical Research Laboratory at
the David Sarnoff Research Center in
Princeton, New Jersey:

1. “The improved svstem is now
capable of accepting and reproducing
a composite color television signal
meeting N'TSC standards for transmis-
sion.

2. “Tape speed has been reduced
from 30 feet a second . . . to 20 feet a
second. With the tape now available,
we expect to reach the goal of a 19-
inch reel carryving a 15-minute pro-
gram.

(Please turn to page 74)

What VTR could

mean to programing

(1) Taped kines can be played back

immediately ; sponsors will be able to slot

country. (2) Trend will be toward canning
most shows, becanse control affords possibility
of eliminating ervors. (3) Syndicated films may
become syndicated tapes. and many commercials may
be shot originally in tape. owing to absence of lab work
and costs. (1) Commercials may be simpler. produced
in greater number and at lower cost than now. (5)

techuiques. (6) Live shoiw standards could improve as
directors have chance to study taped rehearsals.

i
E ®

shows at same period and day throughout

“Live” tv approach will be furthered rather than film_

AN



Where will sales be after six months of television

TH WEEK

OF A
26-WEEK
TEST R

Blow-

PRS-

Dlow story |

SE{R

For the first time in television and
trade paper history, sPONsOR s able
to report results of a tv test campaign
as they happen. sroNsor recently
revealed that Burnham & Morrill Co.
had launched a campaign using tv
only in a market where it had never
advertised before and where sales of
its oven-baked heans and brown bread
products were low. The objective: to
see if tv alone could boost sales.

This is sroxsor’s second major
series on media. The first was Srox-
SoR's  two-year All-Media FEvaluation
Study  (recently published in book
form). The All-Media Study explored
the role of cach major advertising
medium, urged advertisers (o test
media. The present B&M campaign
is one case of an advertiser turning
to a media test in the effort to solve
a marketing proilem.

rl" this issue of SPONSOR went to
press there were strong indications of
a consumer swing to B&M products.

For the last two weeks in February
1955 (the fourth and fifth weeks of
tv) wholesale cales were 297 aliead
of the like period last year. In the first
two wecks of the month sales had been
off 33¢/.

The fact that wholesale sales are up
is an indication that grocers have been
able to move initial stocks and are
reordering. The test began the last
week of January but in anticipation of
consmmer  demand the trade had
stocked up heavily during the entire
month of January. Then during the
first two weeks of Feliruary. wholesale
sales were off compared with 1954
while grocers used the extra stocks
on hand.

Total

sales at the wholesale level

for all B&M products under test are
547 ahead of last year (in cans sold)
for January and February combined.
(That’s a period including only five
weeks of television.)

The B&M television test will cover a
20-week period. SPONSOR reports re-
sults in sales at the wholesale level
every two weeks. (Charts below give
the sales picture at a glance. Chart
labeled “‘total sales” covers the whole
period of the test thus far—January
and February. Chart labeled “two-
weck salex”™ gives sales breakdown for
last two weeks February 1955 com-
pared with last year.)

Last izsue sPONSOR reported a Green
Bay jobber had stated: “You’re selling
the competitor's beans as well as your
own.” lle referred to the fact that
sales of Puritan oven-haked beans
seemed to be keeping pace with B&M.

TOTAL SALES JAN-FEB 51 VS.°55 TWO-WEEK SALES 1528 FEB. 51 'S, °55

DOZENS 7954 7955 Sales of two sizes of B&M beans and one 18 oz 27 oz. brown bread
size of brown bread at the wholesale = = = =
level (by dozens of cans)t ’54 vs. '55 ’54 vs. '55 'S54 vs. '55
5000
4500 AREA A (530-mile radius of Green Bay)
1. Manitowoc, Wis. 20 0 10 0 0 0
4000 2. Oshkosh, Wis. 0 20 0 15 0 0
3. Appleton, Wis. 0 0 0 to 0 20
4. Gillett, Wis. 100 0 0 0 0 30
3500 5. Green Bay, Wis. 230 130 115 36 0 150
6. Menominee, Mich. 0 0 0 0 0 0
3000
. l 2 '. Totals A 350 160 125 105 0 200
2500 5
= : ‘r AREA B (50100 mile rodius of Green Bay)
2000 - 7. Fond Du Lac, Wis. 20 0 0 0 0 0
8. Stevens Point, Wis. 0 60 0 30 0 0
1500 9. Wausau, Wis, 0 30 0 0 0 0
: z = 10. Norway, Mich. 0 0 0 0 0 0
‘ [ 11. Sheboygan, Wis, 10 60 S5 40 0 0
1000 \ : " 12. Wisconsin Rapids, Wis. 0 30 0 15 0 10
500 .k, 30 l' Totals B 70 180 25 85 0 10
0 'ﬁ&‘ "’f.‘ﬂ . Totals A & B 420 340 150 190 0 210

Total sales of all B&M test products for '54 vs. 'S5 are
compared above. Through the c¢nd of February ‘55
sales arc ahead 54%,. Tv began on 24 January in 'S5

TOTAL ALL PRODUCTS ‘54—570 dozen cans | ‘55——740 dozxen cans

tTelevislon campalgn began 21 January, 1955
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1T0 l ; T Grocers are ordering B&M produets, showing
e bVlSlﬂll )es ] tv has ereated demand. Total sales are up 5349,

| But the same jobber. Joannes Bros.,
now says Puritan sales have struck an

| average no greater than the previouns TEST IN A NUTSHELL
year’s while B&M is definitely pulling
|.‘ al‘fflfld-  bb . ¢ ‘ PRODUCTS: B&M beans and brown bread
! 1e jobber wrote on the bhottom ol a . .
\ large B'&M order: “Rush as B&M is 6 (e AL SERE OB SR ‘
now taking hold.” MARKET: 100-mile zone around Green Bay, #'ts. (See map below)
| During initial weeks of the tv test MEDIA USED: (elerision only
it had appeared that Puritan was PAST ADVERTISING: almost none in area

| making some headway due to the fact SUCCESS YARDSTICK: sales, increased distribution
that its packaging resembles that of

B&M, leading to the possibility of BUDGET: §512.500

consumer confusion. Moreover Puri- DURATION: 26 weceks
tan is 4dc to Gc cheaper per can. And
as a counter-measure to the B&M tv
campaign, Puritan had launched a
coupon promotion among grocers,
giving them prizes for quantity

purchases. AREA COVERED BY TEST

Battle of the stores: “The impact

SCHEPULE: 6.min anncts weekly, most in afternoon

Map below shows Tisconsin and Michigan area where B&M tv test is being co
of the premiums has apparently worn dueted. Jobbers in cities below report sales to SPONSOR cuch issue during 26-u cek tes

off,” Marvin Bower. ad manager for
Otto L. Kuehn Co., Mihvaukee broker, g~

told sronsor. “This way of buying P S IANORWAY
sales is not long-range. The grocer e
may be tempted to order at first. But
if there isn’t any advertising to help
move the product off his shelf, he isn’t
going to keep ordering just to win
coupons for an appliance. He can go

‘ down and buy the same appliance.”

‘ But to help counter any possible
effeet of Puritan’s coupons on individ-
ual grocers, B&M’s advertising man-
ager, W. G. Northgraves, has urged
stepped up effort to get in-store dis-
| plays, which is proving successful. The
grocer who sets up a display will have
consumer demand more forcibly ealled
to his attention, take a greater interest

| in the B&M products.

The fact that it is now possible to
get groeers to consider displays for
Burnham & Morrill products is one
strong indication that tv is taking hold. A OSHKOSH :
Alden Neville, Kuehn salesman who ‘ ) i
calls on retailers in and around Green
Bay, told sponsor: “I have been able JAFOND DU LAC o
to get about 20 displays into stores in : B SHEBOYGAN

(Please turn to page 906)
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THE FIRST

TELEPULSE

“Jan. 24-30th”

n

MONTGOMERY, ALA.

proves

WCOV-TV

THE DOMINANT STATION

THE TOP 15 SHOWS
ARE ALL ON

WCOV-TV

34 OF THE TOP 36
SHOWS ARE ON

WCOV-TV

THE TOP 10
MULTI-WEEK SHOWS
ARE ALL ON

WCOV-TV

Get details from
Paul H. Raymer Co.
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New developments on SPONSOR stories

Sce: “100¢ air budget puts over higher-

priced Doeskin™
W) S Issue: 9 August 1951, page 42
Subiecet: Doeshin switches from tv to radio
0 0 Jeet

to get greater coverage

“More coverage, more hmpact and more frequency ™ is what Doe-
skin Products believes it will get out of the new air approach it
wnitiates 4 April. Doeskin is switching its advertising eniphasis
from network tv to network radio plus newspapers. will put the
bulk of its $850,000 ad budget for 1955 into radio.

The paper products” firm is dropping its once-a-week share of
the Robert (). Lewis Show on CBS TV (Friday, 2:00-2:15 p.n.)
and will sponsor Dr. Norman Vincent Peale in a Monday-Friday
10-minute strip (10:05-10:15 a.n.) on 200 NBC Radio stations.

Since the fall of 1952, all of Doeskin’s budget has been in tv.
First it was the afternoon Kate Smith show on NBC TV ; then. as of
fall 1951, Robert Q. Lewis. Tv was instrumental in giving Doeskin
the initial pu<l it needed.

Reasons for the switch to radio were outlined by Emanuel Katz,
Doeskin president. The firm and it~ agency, Grey Advertising, felt,
says Katz. that the 50 markets they’ve heen reaching with tv don’t
afford complete enough coverage for them leave untouched large
arcas where they have distribution. The radio network of 200 sta-
tions will triple the number of arkets they cover. In addition. in-
stead of a once-a-week appearance on a tv show which they share
with many other sponsorz. Doeskin will be an exclusive sponsor
and will get airings five times a week.

Doeskin picked a morning time period in radio because, Katz
states, mo-=t tv sel~ are not in operation then—bul radios are. He
believes hou-ewives are more and more passing up morning tv in
favor of getting their houschold chores done, and are increasingly
turning on radio which does not interfere with these tasks.

Why did they choose Dr. Peale? “We think he is a very hot
personality and will pick up a large audience,” explain: Katz.

The show. on NBC zince 3 January as a sustainer, ix in a question-
and-answer format. Doeskin is Dr. Peale’s first commereial sponsor.

See: “Why spousors hate to leave the
Barn Dauce™
Issuce: 3 May 1951, page 12

New comntry music show on v gets
enthusiastic reception

obd/o Subjeect:

Country music continues on the upbeat. It's shown np on tv in
an hour-long live network <how, O:zark fubilee (ABC TV). The
debut was Saturday night, 22 Januvarv (9:00-10:00 pan.) on 59
ABC TV stations  co-op the first hall Lour, national the second.
During the initial telecast. the announcer remarked that theyv-all
were glad to be on v and casuallv suggested that if the audience
was glad. too. they might write and say so. The results were un-
expected: 25.000 letters and from big-citv markets at that.

Station clearance on the show has been unusually high for a co-op
program. sayvs ABC TV: its current 61 stations top such ABC shows
as Stork Club on aboul H0 stations; Boxing. 50 stations: KNukla.
Fran & Ollie. 39 stations. In addition to loeal sponsorship, Regal
Brewing has the show on seven West Coast stations.

The radio counterpart of Ozark Jubilee has been running on ABC
Radio since last June (Saturday, 10:05-30 p.m.) . Ozark Jubilee is
the maiden video venture of producer Radiozark Fnterprises (Spring-
field, Mo.). wineh has abont 250 radio shows running. The firm is
managed by vopJs L. o Siman and John Vahafley. * ok x

SPONSOR

e



President, Gerber Baby Foods, says:

“Babies, bless them. have a way of
getting what they want. And in this
thriving market area, parents can

well afford to be indulgent. Business
is constantly expanding . . . paychecks
are sizeable — and retail sales show

it. WOOD-TV’s continuing expansion
is the logical outcome of this sound,
prosperous area development.”

D
3

v

FREMONT

CITY . LIMIT

- WOODland-TV is hig territory!

There are lots of babies in WOODland-TV
and nobody knows it better than Gerber’s!
Babies are their business . . . their only
business. They cheerfully strain egg yolks.
fruits. vegetables, soups, desserts — even
meats —so youngsters everywhere can get
off to a good, growing start. All this
makes for a good. growing business . . .
in an area where business as a whole is

constantly expanding.

GRAND RAPIDS,

MICHIGAN

WOOD-TV . .. first station in the country
to deliver 316.000 watts from a tower
1000’ above average terrain . . . gives
you complete coverage of this thriving
Western Michigan arca. With WOOD-TV
vou get the prosperous small towns like
I'remont; cities like Muskegon, Battle
Creek, Lansing, Kalamazoo; and the pri-
mary Grand Rapids market. For top re-
sults, schedule WOOD-TV . . . Grand

Rapids’ only television station.

TV

GRANDWOOD BROADCASTING COMPANY ¢ NBC.BASIC: ABC.CBS. DUMONT, SUPPLEMENTARY e ASSOCIATED WITH WFBM-AM AND

TV. INDIANAPOLIS. IND. ¢« WFDF. FLINT. MICH.. WEOA. EVANSVILLE. IND. ¢ WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY
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Chart covers half-hour syndicated film prog
$-ST
Top 10 shows in 10 or more markets 7§|§\TRAJ1$S 5&%3;;::22 4-STATION MARKETS MARE:
':',:. ':.‘,’lr Period 1-7 February 1955 Average - ) T - Seattle- D
TITLE. SYNDICATOR, PROOUCER, SHOW TYPE rating N.Y. LA. I mnpis. s. Fran] Atlanta Boston Chicago Detioit Miwkee. Tacoma Wash. | Balt. 1
! . . 6.3 11.7)25.0 20.2] 16.4 27.5 13.5 16.2 19.0 14.6 187|159 §
1 1 I Led Three Lives, Ziv (D) 22.1 wabe-ty  kttv  Jkstp-tv kron-tv | wsh tv wnae-ty  wan-tv wihk tv wtmi-tvkint-tv  wre-tv fwbal-t
10:00pm 8:30pm £ 9:30pmn 10:30pmY 10:30pm 7:00pm  9:30pm 10:30pm 10:30pm 7:00pm 10 :30pm| 10:30pn;
e . . i 1441249 204§ 12.2 127 20.0 24.2 26.9 16.5 23.5
2 | 3 Cisco Kid, Ziv [W) 21.1 kttv  Rweeo-tv kron-tv \\'agéfth wnae v whkb  wkzy-tv - wimj-ts kamo-ty »-l:)’:)l’“ {
| 6:30pm | 1:30pm  §:30bm § 7:00pm  6:00pm  5:00pm (:30pm 5:30pm T:00pm il
! 7 15.4]19.5 21.3 22.2 139 14.0 19.2 22.7 15.7
2 ' 6 | Mr. Distriet Attorney, Ziv (A) 24 e knst §kstp-te weboty  wnac-ty  wbkb  wwj-fy  wtmj-tv king-ts whal-ts |
| 10:00pmd 7 :30pm T:00pm 10:30pm 9:30pm 10:30pm 10:30pm 9:00pr | R
' . ) . 9.2 1324137 145 5.9 22.4
1' 3 | City Detective., MCA, Revue Prod. (D) 210§ 0 i Baecorts kron.te K-ty King-ty
. 9:30pm 10:30pnf10:15pm 10:00pm 7 :00pm ¥:00pm )
- o ) ” 7.6 18.4123.0 28.9| 125 16.4 179 20.4 7.9 23.8 165§13.2
2 nd Badge 714, NBC Film (D) 20.1 wor-1¥ kttv Bkstp tv  kpix wiv-a  wnae-tv  wgn-lv  wwi-tv  wivw king-ty  wre-tv [wbal-tv
| $:00pm 7:30pm § 0:30pm 9:00pm | 9:30pm  6:30pm  £:00pm 7:00pm  £:30pm 9:30pm 710_(_""“ _0_'30””
[ 1210 97| 209 1.0 172 117 18.7
i 8 Favorite Sun'y, Ziv (D) 20.1 weeo-ty kron-tv | waga-tv jar wnba  wjbk tv king-tv
9:00pm 7:00pm | 7:00pm 10:00pm 9:30pm 10:30pm Riﬁmt i
b 12.1 13.3012.5 22.5| 209 17.5 17.9 242 8.7 24.0_20.5}24.9
- 3 Superman, Flami"go- R. Maxwell (K) 19.8 wrea tv ktty [ wmin  kgo-tv | wsb-tv wnae-tv  wbkb wxyz-tv  wivw King-tv  wre-tv ‘.‘!’0’:]"" .
| 6:00pm  7:00pm§-:30pm 6:30pm | 7:00pm  6:30pm  5:00pm 6:30pm  6:30pm 6:00pm 7'00"5 y Hpm
I 14.1 16.7120.5 12.7 17.4 22.5 18.4 13.0 24.8 10.5}31.5 %?J
8 | 7 | Aunnie Qakley, CBS Film, Flying A (W) 192 Lonste v fatents keo-ts Wbzt whkb wawz tv  wiww kingtv witg | wbalt fo
5:30pm  7:00pm § 5:00pm  6:30pm 6:00pm  2:00pm 4:30pm  5:00pm 6:00pm gRR P L'_!‘
- 6.1 57 144 277]| 7.5 167 9.0 62 358225 79}13.0%
8 o Liberace. Guild Films (Mu.) 19.2 wpix keop §weco-ty  kplx whv-a  whbz-tv  wgn-tv  wwi-tv  wimi-tv King-tv witg \’w!)onol-g r
6:30pm  7:00pm [ 7:00pm  9:30pm [ 8:00pm  3:00pm  9:30pm 6:30pm  S:00pm S:3Em j:OODm faliliy R
| - 7 6.8 28.2 287 11.8 11.4 5.2 243 9
9 RRa nge Riders. CBS an, Flying CAT (W) 18.1 krea e kpix wbz-tv wbhbm-ty ecKlw tv wivw kamo-ty v
T:00pm 7:00pm 7:00pm  5:00pm #:3¢pm 10:30am 7:00pm ,
"..7,?.' o Top 10 shows in 4 to 9 markets
| - . . _ . ) 12.4)20.4 17.9 15.9 18.9 30.8
o2 Life of Riley,NBC Film, Tom McKnight (C) 19.41 wttr @ kstn-te Kgo-ts — S ——
| S:00pm §6:00pny 7:00pm 9:00pm 8:00pm 7:30pm
. N . 14.8 1.3} 14.5 15.2 20.2 18.4 8.2
it Stavies of the Cenin . H°“Yw°°d Tv (W) 18.6 ity kour tv ]| wsh tv  wnac-ty WXVT- Y king-ty wiop-tv
o $:00pm T.00pm B 11:00pm  6:00pm ‘ 3 :00pm 9:30pm 7 :00pm 'y
10.8 23.2 19.6 10.2 27.9
3 1] Gene Autry, CBS Film (W) 17.9
knxt wmac tv whhm tv wjbk-ty king-tv
7:00pm $:30pin Wpm G- 0pm §:00pm k'
|
= . e 8.5 25.5 19.6 |
4 | 5 | The Whistler, CBS Film, Joel Malone (M) 17.1 7
kttv kron-ty king-tv
$:00pm 10:30pm 10:00pm g
I - -
= . 9.2 9.0 14.9 . 16.9
> Kit Carson. MCA, Revue Prod. (W) 17.0 283 ¢
| wrea tvo ktty why a wimj tv whal-tv
. fi-00pm 5:30pm fi:00pm 5:00pm 6.00pm
I ) - 1
. . 7.2113.5 137 .
6 3 | Passpart ta Danger.ABC Film, Hal Roach (A) 16.9 8.7
' keop  fkeyd tv kron-ty WXYZ- LY
‘ 8:00pm FT:30pm 10:30pn. 10:00pm _ | '
o g e 0 - 6.3 9.2 . 14.9 |
7 Secred File, U.S.A.. Of. Films, A, Dreifuss (A) | 1-1.5 25 |
' ktte  Fwten ty kour-ty wwj-tv
l &:00pmBro0:00pm 9-30pm 10:30pm k.
2 - . . . .5 . .0f 6.9
4 I 6 | The Falcan, NBC Film (D) 11.0 941 52 6.5 Sy
knxt keyd tv cklw ty kIng-ty swtop-tv ] weam
. l 10:30pm} T 00pm +-30pm 9:00pm 10:30pm 30:30|)m |
9 l 7 Raston Blackie. Ziv (M) 12.9 s L0 23.7 120 142 112
ktte kgo-ty wnac-tv - wgn-fv cklw-tv wean v
- = R-30pm H.30mn 1n:30pm 9.30pim 7:00pm  6:00pm N
10 | Cauwhoy G-Vien, Flamingo, H. B. Donovan (W) 12.2 1.9 11.3 1.7 10.4
l wor tv wxyZ tv ktvw  wmal-ty
7 nopm 5:30pm 5:00pm  €:00pm

Bhow type symbols: (A) adventure; (C)} comedy; (D) drama; (K} klds: (M) msstery: (Mu)

yndicated, fialf hour length, telecrast In four or moro
The nverage rating 1s an unwelghted average of individual market ratings listed nbovo.
Whilo network shows are

musleal; itms llsted are
m
1 -

1-7 ¥ebruary.,

¥) \Western,

was not rated

much lesser extent with syndicated shows.
trends from one month to anotlier In this chart.
at all in last chart or was In nother than top 10.

falrly stable from one month to another In the markets In which they are shown, this is
This should be borne In mind when analyzin
*lefers to last monmth’s chart.

Classlficatlon as o
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‘ally made for tv

-STATION MARKETS

2-STATION MARKETS

Cleve, Columbus Phlla. St. L.

Birm. Charlotte Dayton New. Or,

0.1 19.2 132 21.3

wxel wbns-tv weau-tv  kds-tv
):30pm 9:30pm 7:00pm 10:00pm
' 12.9 23.7
wlw-c ksd-tv

6:00pm 5:00pm

23.5 54.3 25.3 46.0

wabt wbty  whio-tv wdsu-tv
9:30pm 9:30pm 9:00pm 9:30pm

33.8 33.3

whbty wdsu-tv
11:00am 5:30pm

21.2 149 12,0 21.2

‘wews wlw-c wptz ksd-tv
‘00pm 10:30pm 10:30pm 10:00pm

47 262

56.5 19.5 29.5

wbty  wlw-d wdsu-tv
8:00pm 10:30pm 10:30pm

snbk  wbns-tv weau-tv  ksd-tv
$00pm  6:00pm 7T:00pm 6:00pm

5.5 16.0 167
“wnbk wtyn ksd-tv
A:30p'm 6:30pm 12:30pny
5.2 24.0 11.7 209

‘wews  wbns-tv  wptz ksd-tv
:00pm 7:00pm 11:00pm 10:00pm

16.3 56.3 43.8

wfll-tv  ksd-tv | wabt wbty  wilw-d

7:00pm 9:45pm | 9:30pm 8:00pm 7:00pm

23.2 22,9 19.5 27.0]129.0 46.8 20.0
wrnbk wlw-¢  wcau-tv ksd-tv Jwbre-tv  whtv wdsu-tv
00pm 7T:00pm 7:00pm 9:30pm | 9:30pin 10:00pm 10:00pm
19.2 6.9 55.8 52.8
wbns-tv  wptz whbtv wdsu-tv
10:00pm 11:00pm 9:30pm 9:30pm
13.7 22.2 21.0 19.9 34.3 15.8 31.5

wbty  wlw-d  wdsu-tv
5:30pm 6:00pm  5:00pm

32.8 23.5

wbtv wdsu-tv

2:00pm 12:00n

26.0 29.0 52.3
wabt whilo-tv wdsu-tv

9:00pm 7:30pm  9:30pm

117.5 18.2 31.8 16.3
yvews ksd-tv wbtv  wlw-d
:00p1 11:30anl 5:30pw 6:00pm
304 44.8
ksd-tv wdsu-tv
9:30pm 5:30pm
15.8
whio-tv
7:00pm
4.5 16.3
[‘nbk wdsu-tv
:00pm 11:30pm
' 23.5
wlw-d
6:00pm
12.9 41.8
w kLY wdsu-tv
10:30091 5:00pm
I 24.5
whlo-tv
10:30pm
29.5 11.0 18.7 41.3
whns-tv wptz  kwk-tv wdsu-tv
] 9:30pm 10:30pm 10:00pm 10:00pm
Iy
16.0
weau-tv
7:00pin
| 35.5
! wdsu-tv
5:30pm

‘1in market 1s Pulse’s own. Pulse determlnes number by measur-

statlons are actuelly recelved

by homes In the metropolltan

glven market even though statlon itself may be outside metro-

a8 of the maiket.

"Dig that CRAZY sun/”

“That’s not the sun, son .

. . that’s the CBS EYE!™

“Do you mean that the CBS programming on KATV is so

bright that it blots out the sun in Arkansas?”

“The moon too, son . .

most of the time!”’

. both day and night that EYE is seen
by 836,000 money spending Arkansans in the Heart of
Arkamnsas, where 103,389 TV cets are tuned to the CBS EYE

“Sing on man! If an advertiser wants to shine brightly in

Arkansas, he'll contaet the hep boys at Avery-Knodel today!”

To shine in Arkansas see:
BRUCE B. COMPTON
National Sales Magr,

KATV

Channel 7

Studios in Pine Bluff & Little Rock
John Fugate, Manager

620 Beech Street

Little Rock, Arkansas

To shine in Arkansas see:
AVERY-KNODEL, INC.
National Reps

TELEF\Q@ON
HEQRT
ARKANSAS




OUTBOARD MOTOR

HAMBURGERS

~PONSOR: Hatfieckd's Thdw. & Sport, Gds, AGENCY @ Direct

CAPSUL E THSTORY:  On their regular morning

tv show Hatfield's advertised a Johnson Sea lHorse 25

r speed-liner b was shown as a visual

| Irove over GO miles

N M nplete outfit as displayed

on NFEQ-T1. This sale amounted to over $1,000 and

cas only one of many resulting from this program, for
s114.

A PROGRANM: Tere’s the Life

CLOTHES

SPONSOR: Auto Dine Drive.In AGEXNCY: Direct

CAPSULE CASE HISTORY:  To perk up business the 4‘
sponsor used one-minute live announcements. Talent com-

pared regular hamburgers with Auto Dine’s “Bigger
Burgers.” The campaign ran for six weeks and business
doubled. As a maitter of fact, some people had 1o be i
turned away because it was impossible 1o serve so many
orders. Because of this, the sponsor did not renew, but
expects to use live spots again if need arises.

KCKRJ. TV, Pucislo, Cal PROGRAN: announcements

BOBBY SOCKS

SPONSOR: Leader Dept. Store AGENCY 1 Direct

CAPSULE CASE MISTORY: A seen-age dance program,
Johnny Sobol’s Rumpus Room, was used by this depart-
ment store to push their sales of bobby socks. The socks
sold at three pairs for a dollar. The total gross for the
Leader Store was $1.007 after running one announce-
went a day for three weeks. The program is a weekday
one. The cost of this campaign was $240.

WILK.TV. Wilkes Barre, ’a. PROGRAM: Rumpus Room,
announcements

SPONSO: Dillard™s Depi. Store AGENCY : Direct

CAPSULE. CASE MHSTORY:  For this year’s annual lan-
uary sale, Dillard’s Department Store used television as
well as other advertising media. oward Garland, u
KCMC-T1" announcer. made several announcements on
3t January to promote the sale. This vear Dillard’s did
over 85.000 more business than last year. when telerision
was not included in the budget. The one-dav campaign
rost 3205.

KCNCTY, Texarkana Texas PROGRAN: \nnouncements

HELP WANTED

SPONSOR: Consolidated Western Steel AGENCY: Direct
CAPSULE CASE NISTORY:  Needing 75 arc welders for
a rush job, Consolidated Western Steel ran two 20-second
announcements on NPLC-TV | Lake Charles, La. The next
morning at 7:00 a.m. Consolidated Western had more ap-
plicants for the jobs than they could take care of. In fact
Ly noon, they had over 250 qualified applicants. though
by 9:00 a.ni. they had hired all thev could use. The cost
of each announcement was $10.

KPLC-TV. Lake Charles, La. PROGR AN : \nnouncements

FRUIT

SHIRTS

SPONSOR: Fadler Produce Co. AGENCY : Direct

CAPSULE CASE THSTORY: Ty test whether television
could do a selling job for a wholesale produce company,
the Fadler Co. bought a Sunday cvening film show. For
I3 weels. on alternate Sundays, the half hour program

as used to promote their packaged tomatoes, potutoes
and oranges. “Using the corresponding weeks a vear ago
as a hasis of comparison,” writes Manager C. Curtis
Wathins, “the records show that the sale of our 10 b,
packaged potatoes increased 403970 . . . tube and lug
tomatoes 63.8°7 . . . and crates of Tangelo oranges,
1291077 Fach show cost $03.

PROGR AN Connterpoint

SPONSOR: Bonds Clothes AGENCY: Direet

CAPSULE CASE IHNSTORY:  f new Bond's store in. Min-
neapolis wanted to itest the power of News with Sevareid
over WTCN. A dacron shirt which usually sells for $1.99
was offered at $§2.75 or tieo for 85.00, but only if the
customer told the clerk that he’d heard of the sale
through Sevareid. Tiwo announcements were made on
the Friday evening program (10:30-10:45 p.n.) and
four on Saturday morning. Two hours after the store
opened Saturday morning all sizes were sold out. No
other advertising was used. The cost of the campaign
was $320 for time.

WTCN, Minneapolis PROGRAM: News With Sevareid
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43 Knockouts!

PROOF BY PULSE. ..

Pulse, Inc., recently completed a survey of the
Nashville market.

Results proved that of the three television
stations in this market, WSM has the largest
share of —

the weekday morning, afternoon, and evening
audiences, the Saturday morning, afternoon,
and evening audiences; and the Sunday morn-
ing, afternoon, and evening audiences.

In other words, across the board, WSM domi-
nates.

The survey proved one especially remarkable
fact for users of daytime TV — the unpre-
cedented power of WSM-TV’s DAYTIME pro-

gramming:

There are 44 quarter-hour program
segments between 7 a.m. and 6 p.m.
(Monday through Friday). Pulse
proved that WSM has the largest
share of the audience during 13 of
the 11 quarter hours (and lagged in
the 44th by less than 1 percentage
point). Pulse proved further that in
32 of the 41 segments, WSM has a
larger share of the audience than the

other two stations combined.

Pulse went on to prove that:
® Of the top 25 shows in this

market, 2} are on WSM-TV.

® Of the top 69 shows in this
market, 60 are on WSM-TV.

® Of the top 15 once-a-week shows
in this market, 15 are omn

WSM-TV.

Which is why time -buyers
agree that

Channel 4 ;s

Clearly Nashville's No. 1
TV Station!
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SIKS. ..

a forum on questions of current interest

to air advertisers and their agencies

How do you visualize television 10 years from now 2
O

TV TO BE WORLD-WIDE FORCE
By Robert W. Sarnoff

Executire Vice President

NBC., N. Y.
As T see it tele-
vision 10 vears
now will
have reached its
fulfillment as the
most potent
means of commu-
nications in the
history of man-
kind.

On the basis of present sales trends

from

and of research and development in
electronics, it is a certainty that there
will he two, three or more sets in the
average home. General use ol trans.
sistors instead of conventional tubes
will mecan smaller, lighter receivers
that can be moved around as readily
as today’s portable radios. Through
the perfection of clectronic hight am.
plification. the present picture tube
will be ultimately replaced by a thin,
flat screen that can be hung on the
wall like a picture, with the sereen nn-
der complete control of a litde box.
All the<e developments, adding 1o con-
venience and flexibility in use of re-
ceivers, will that exposure to
television will be vastly increased.
Ten years from tele-
vision, with its tremendous impact, will
be the accepted pattern. and cirenla-
tion of color sets will be in the tens of

mean

now, color

millions.

As part of the full maturity of the
medium, will
be a practical every-day reality. This
development, already technicalhy feasi-
ble, will permit a steady interchange
of news, entertaimment
and special events among nations and
feel  that

international television

infonnation.

continents, | international
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television will play a role of inestima-
ble value in fostering understanding
among peoples.

What will the programing pattern be
like 10 years from now? Foundations
for this pattern have already been laid.
Here at NBC, our thinking along the
lines of increasing the usefulness of
television both to the public and to
advertisers has already brought about
a decisive change in programing. Our
Spectaculars are part of this pattern
—they have proven the success of a
pattern of programing that seeks to
inject excitement. expectancy and sur-
prises into the schedule. a pattern that
seeks 1o keep the medium ever fresh
and new. Our three great magazine
shows. Today, Home and Tonight. are
also part of the wave of the future.

As an cconomic force, television 10
years from now will dwarl anything
we have ever known in the field of
media.  With increased average view-
ing hours, with the general use of the
emotion and reali=m of color. and with
programs of more compelling nature
than ever before, television will spur
the movement of goods from [lactory
to producer, and will serve as catalyst
for an ever-expanding American econ-
omy. And the power of this great ad-
vertising medium will be available 1o
all advertisers, the small ones as well
as the big ones. This goal of a broad-
er base of advertivers is a cornerstone
of our sales planning at NBC. and has
alrcady made network tv available to
a range of small ad budgets.

This. then. is the picture of televi-
sion 10 vears from now as I see it
And to those of ns privileged to have
a hand in shaping the future of this
medinm. the next 10 years should he
the most exciting and rewarding we
~hall ever have known.

TV TO BE TOP SALES MEDIUM
By Oliver Treys
President

Tv Bureau of Adrertising, N. Y.

In the next 10
vears, television
will  exceed its
growth since its
commercial birth
less than 10 years
ago.

In less than 10
vears, lelevision
has grown to a
billion-dollar medium. Advertisers will
invest over a billion dollars in televi-
sion in 1955. This nets down 1o eight
cents per television home per day:
cight pennies now finance the entire
television schedule available on all
channels in each television home.

Television. which has proved that it
can generate sales worth far more than
the eight-cent daily advertising invest-
ment. is bound to grow. In 1965, it
will eclipse any other medium.

Viewing time. which now exceeds
five hours per family per day. will
continue to increase.

There will be a keener understand-
ing of how television works, how it
motivates people.  Depth  studies  of
how and why varions kinds of televi-

sion salesmanship stimulate buving re-
sponse will have laid the foundation
for more effective  “commercials.”
Thus. advertising’s creative men will
be better equipped Lo use television
more efTectively.

Major advances in the art of tele-
vision selling will have been made.

The advertising ereative men, the
“ercam”  copvwriters, will not  be

“space-bound.” Thev will think, first.
in television terms, not in print idioms.
(Please turn to page 51)
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SPONSORSWARMTOAP

Because ... it's better
and i(t’s better known.

"A cop has
been killed...

I'm after it and will call you back.”

Case History No. 6

It was a slow Sunday afternoon
in Kansas City.

At KCKN, Newscaster Bob Court-
ney was munching a late lunch. At
KPRS, News Direetor Dave Butler
was readying his next newscast. At
KCMO, Newscaster Bill McRey-
nolds was due at any moment.

Then news started breaking.

Three men were killed in different
parts of the city.

Within minutes of the first shoot-
ing, Courtney, Butler and McRey-
nolds — three newsmen from three
different stations—were covering the
story.

It happened this way:

On the outskirts of the city, one
man aceused another of stealing $11.
A deputy sherifl, notified of the dis-
turbance, drove out and arrested the
alleged thief.

A bit later, Courtney learned that
the deputy had been fatally shot. He
telephoned The AP:

“Just got a tip that a cop has
been killed,” he said. *I'm after
it and will call yon back.”

In less than a minute, Butler ealled
The AP with additional details—that
the deputy had been shot by the ac-
cused thief on the way to jail.

Butler phoned again.

*Man shot down by the river
front.,”” he said.

Officers, hunting the killer of the
deputy, had surprised a group of
card players. One of the players
moved to put down a water bottle.
An officer mistook the gesture and
shot him.

Then came a call from MeRey-
nolds.

A poliee sergeant had chased and
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COURTNEY BUTLER

shot to death the man who had
killed the deputy.

Three killings, one on top of the
other — all in different parts of the
city, but all stemming from the orig-
inal disturbanee.

Through the quick work of Court-
ney (KCKN). Butler (KPRS) and
McReynolds (KCMO), The AP was

If your station s not yet using
Associated Press service. your AP
Ficld Representative can give you fiy
complete information, Or write—

ﬁ;. h-:-'\-.'. {4 -

McREYNOLDS

able to wrap up a fast, comprehen-
sive story for members everywhere.

Courtney, Butler and Me-
Reynolds are among the
many thounsands of active
newsmen who make The
and better

AP better . . .
Enenen.
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Turn on the soles current, worm up
those customers. WCUE blonkets 12
northeostern Ohio counties. WCUE
covers the bigger, busier commer-
ciol oreos. No other stotion is more
effective. Now you're getting worm
. .. plug WCUE into the notion's
42nd morket. Let the soles sizzle!

John E. Pearson Co.. National Represeniatives

THE BUFFALO E"_'A".E;_HIHG NEWS STATION

CBS BASIC

WBEN-TV

CHANNEL

WBEN-TV LEADS THE WAY

1st on the air ..

. Tstin know how -, . st in experience. WBEN-TV,

Buffalo's favorite station, is also 1st in Niagara Falls, Olean, James-
town, Lockport and other Western New York communides,
WEBEN-TV has high penctration in Toronto and Southern Ontario
Trained and experienced personnel of Buffalo’s 1st station are

equipped o interprec and handle your advertising needs. . . .

G the WBEN-TV Story from HARRINGTON, RIGHTER & PARSQMNS, INC.

>4

There will be a new positioning of
the brand leaders in the various prod-
uct fields. Many of 1965s Number
One hrauds are now obscure. some of
them have not vet been launched. On
the other hand. many of 1955+ leaders
will have <lipped competitively,

The competitive race in the last 10
vears has been run on the print track.
The next 10 vears’ race. starting now,
will be run on the television track.

The underlving canse of the 1965
competitive position of a brand will be
how skillfully it will have used televi-
sion in the wonderful 10 years which
lie ahead.

PAY TV ON FILM TO RULE TV

Jackie Gleason
Tv Star. Producer

CBS. TV, N. Y.
Pay tv on Alm—
that’s the mevita-
ble outcome of
the television in-
dustry 10 years
from now. It’s
bound to he the
most  mportant
change in the
business when the

I don’t mean to suggest that it will
all be pay tv—Dhut it may well be asx
high as 907¢. 1 think there will he
some live shows—but just a few, and
they will be sponsored. of course.

IUs inevitable. too. that most of the
major motion picture ~tudios will go
into producing films for television—
and that after television the films will
be presented in the nation’s theatres.
Pay-as-you-go tv will have achieved
that kind of emphasis 10 vears hence.

Because of the changes in the indus-
try that pay tv will bring about, 1 be-
lieve there mav well be startling re-
visions of the network system as we
know it today. T envision. with pay tv.
more and more regional networks to
take care of sponsorships on a market-
by-market basiz rather than entire na-
tional setups.

The motion picture star will he the
star on television. New stars that may
rize will do ~o on film. and such names
as Gregory Peck. James Stewart, Gary
(\,(mlb(‘l‘— - Or \\ll()(’\(‘l l]ﬂl)l)(‘n.G to l)(‘
their box-office equivalent 10 yvears
from now- will be the stars of payv tv.
\nd they will have, if they are impor-
tant enough, the xame kind of partici.

(Please turn to page 102)
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“Miami's progress in busnt o8 “
and industrial development can |

only be termed phenomena\.

“Miami's growth amounts to
a consistent 10% each year.
Some 7,000 new families
come in each month.”

o i T

Our Thanks
TO TWO GREAT
MAGAZINES FOR
Florida's First GIVING YOU THE
getlgvtiisioo: FACTS ON THE
FABULOUS GROWTH
OF SOUTH FLORIDA

Call ﬁ & ‘ :Colonel_. and
| - | your Free & Peters f
:0: hi::lgiwyle $acts on the ONEl'[:ele':;i‘s'i;’:
S:u‘lion that can give YoU :om: e‘ | -
age of this phe“vnome"nufl market.

Maximum Power 100,000 watts — 6 years “On the
Air” experience — 1,000 ft. fower (tallest in Florida) —
Award-winning Merchandising Dept. — FIRST IN
PROGRAM RATINGS EVERY Y« HOUR OF EVERY DAY —
Telecasting COLOR since September 1954,

GBS

TELEVISION
NETWORR

Basic Affiliate
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Chicago radio show beams (o “*young marvried' market

Radio 1: now slressing the “young
married” market. formerly promoted
alimost exclusively by x~lick magazines.
Chicago’s WMAQ offers the advertis-
er a chance to sell the young married
couple hix goods or services hefore
buying  habits been formed.
Bride's “Bolkay™ solicits the names of
newlv. or xoon-to-he married couples

have

from it~ listening audience. then xends
them a complete merchandising pack-
age of spouzors” products or gift cer-
tificates.

\ complete “Information Sheet” on
cach recipient i= sent to all the partici-

i)

Paul Berlin (left} is Houston's top deejay

Houston Philco listeners
name Paul Berlin top d.j.

Paul Berlin, KNUZ deejay, is the
most popular disk jockey in llouston,
according to the Philco contest just
completed. The 21-year-old winner was
clected over 31 other candidates in a
listener coutest that pulled more than
20.000 votes. He will appear as the
gue=t of Johuny Desmond on the Phil-
co Phonorama Time on MBS in New
York at u date vet 1o be anmnounced.

A native of Memphis. Berlin joined
KNT7 in 1919 and won a newspaper-
sponsored popularity poll that came

vear as the top local deejay. * kK
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pating sponsors. Information on the
sheet micludes salaries, ages, personal
background gathered during a tele-
phone confirmation.

Bride’s Bokay features Henry Cooke.
well-known Windy City d.j.. plus a
popular instrnmental group. It is aired
Monday through Friday from 1:00 to
1:25 p.m. A parlicipaling sponsor is
guaranteced a minimum of 225 deliver-
ies per week of “Bokays,” but the fig-
ure for some weeks runs over 1.000.

Marriage statistics in the area show
60,000 marriages last year with a slight
rise predicted for this year, % * %

Symphony orchestra
fulfills writer's dream

A jingle-writer’s dream came true
recently when the Cincinnati Sympho-
ny  Orchestra recorded a 58-second
singing commercial using 87 instru-
ments and eight voices. The jingle-
wriler, Miss Barbara Canleron, is a
vocalist with the WKRC stations and
has many vears of radio and tv ex-
perience. After she thought of the idea
—ured to raise money for the Cincin-
nati Fine Art~ Fund—Miss Cameron
soon had the cooperation of the Musi-
cians Association. She is the wife of
Joseph Kotler. spot sales mnanager for

Ziv Television. * ok Kk

Holljiwwood's KFWER having
month-long celebration

General Manager Ilarry Maizlish of
KEFWB, Hollywood, announced that the
station is celebrating it= 30th anniver-
sary with a month-long program of
promotion aimed at agencies and ad-
vertisers. Mr. Maizlish, general man-
ager since 19306, bought the station
from Warner Brothers in 1951,

The plans call for the highlighting
ol many of the stars who at one time
or another performed on the stalion.
Iucluded are such personalities as Bing
Croshy, Jack Benny. Eddie Cantor, Al
Jolson, George Jessel. Joe E. Brown.

Started by the Warner brothers. the
slation has served a number of causes
in its history.

KFWB’s coverage of Uniled Nations
Organization Conference in 1945 net-
ted them the Peabody Award for best
regional public service program. * * *

Georgia Panorama receives
AP Broadcasters' amwcard

et See S
N, !

WAGA's Clark ac;epfs Georgia AP award

Radio station WAGA. Atlanta. took
many of the top awards given by the
Georgia AP Broadcasters Association
Newscasting contlest. The station re-
ceived Excellent ratings in State and
Local news, Commentary and Analysis,
and Women's News plus Meritorious
Rating in Sports News. WAGA also
nailed down the Superior rating in
Comprehensive News for their Georgia
Panaroma which reccived the three
highest awards in three categories. Oli-
ver S. Gramling of New York. assis-
tant general manager in charge of ra-
dio and tv operations for the AP, pre-
senled the news editor. Dale Clark,
with the Superior certificate.  * * %

New Orvleans radio station
veally pulls them in

The latest freak reception slory
comes from WWIL. New Orleans. Bill
Brengel announced on his 5:45 p.mn.
World of Sports show that the kids
in Charity lospital needed some toys.
The program was picked up on a sev-
en-tube sel in Seven lslands, Qnebee—

2.000 miles away

and a lislener sent

in a Canadian dollar. The presemta-
tion of the dollar was made by Bren-
gel’s gponsor, the Jack Brewing Com-
pany, through its v.p. Mr. Richard
Jones. (See picture below.)

* &k
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Richmond ad movie malers
meet trade through poem

To introduce themselves to the
world, TV and Motion Picture Pro-
ductions, a division of Cabell Eanes.
Inc., produced a poem describing
four mainstays of the company. Called
“A P’lace Under Southern Skies,” it
starts: “We are four who have found
our way/ to a place where we would

like to stay./To Richmoud we have |
come with camera and gear,/ the fact .

that it’s out-of-the-wayv to us holds no
fear. . . .” Main idea of the poem
was to show that Richniond studio does
a good job economically. Jefl Forbes

is managing director. * ok ok

Film staff introduced by descriptive poem

Briefly . . .
WABC-TV, New York, brought 3-D

to tv when it sent six models around
New York to see most of the big ad

agencies and rival networks, The beau-

ties were dressed as imedieval royal
pages, were used to promote the new

two-and-one-half-hour variety show,

Entertainment. They were preceded by
this telegram to ad execs:

“Wednesday, sometime after tielve

A [air young maid will show her-

selve

Dressed as a herald in silken array-

ment

She’ll be there [or entertainment!

Watch for her! See her sir!”

* * *

David A. Bennett, president of the
Penusylvania Association of Broad-
casters, llas the support of the state's
130 radio stations for an all-out sat-
uration drive to reach over three mil-
lon radio homes in the state. ahnost
1007 coverage. With the theme,
“March Is Radio Month,” the associa-
tion lias supplied each station with pro-

motional packages. The promotional !

campaign is designed to demonstrate
the power of radio in Pennsylvania.

(Please turn to page 111)
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THE MOST POWERFUL TV STATION IN NORTH AMERICA!

You Can SERVE...SELL and PROFIT Well

on CKLW-TVs
MILLION DOLLA{B rour auwce )
M []Vl ES (Y e e | }{

t Detroit Morket. )

N i

=7
=

X
YOUR CLIENT
WILL PROFIT WITH ... )

Six participating film commercials

per week in a repeated First Run

\ Movie Schedule in high.roted
premium time.

YOUR COMMERCIALS
SELL TO AN ESTABLISHED \
AUDIENCE . .. )

Bosed on current performonces First
Run Movies repeoted four times weekly
have produced ¢ cumulative ARB}}

Roting of 50.1 .. . 600,000 TV

homes with an overoge of 2.5

viewers per set ot a cost of 76¢ per /)I
thousand viewers. //_,J

. ;

CKLW-TV channel 9, Detrmt

1. E. Campeas  President

It oll adds up to a million dollor bar-
goin so write, wire or phone your
Adam J. Young Representotive or

SOUTHWEST VIRGINIA'S /)m RADIO STATION

We Do It ALL The Time!

Concentrated LISTENER PROMOTION is another powertul
reason why WDB] delivers Sales Results in Western Virginia. For
example, here is a promotion summary of the last quarter of 1954:

Promotion announcements (Min. or Stabk.) _ , 1,459
Station-break trailers : 3,125
Newspaper ad lineage 11,206
Newspaper publicity lineage . - 26426
Downtown window displays ... . .. - 9

Plus truck posters and “You're In The News” mailings.

Establishad 1924 « CBS Since 1929

AM « 5000 WATTS . 960 EC

FM . 41,000 WATTS » 94.9 MC
ROANOKE, VA.

Owned and Opercted by the TIMES-WORLD CORPORATION
FREE & PETERS, INC., National Representatives
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Exciting things are happening on NBC Television —
and exciting thingsare going to keep righton happening.
Last year, NBC pionecered new patlerns of network
television programming. Here are a few achievements
of this ptoncering:

THE SPECTACULARS. These 90-minute, full color
extravaganzas have become national talkpieces. IEx-
ample-— 2 LIFE covers. They have succeeded in reach-
ing on the average an audience of more than 11,000,000
homes. Nine Spectaculars have won Top Ten ratings.

THE GEORGE GOBEL SHOW. The scarch for fresh

new talent brought George Gobel to NBC Television.

Before the season was half over, this young man wil
the new style had become one of America’s top Cong}
dians; his turns-of-phrase a part of the language.
MEDIC. These authentic dramas of the world of mey
cine have won for the program award after award,
well as the flattery of industry-wide imitation aj
national recognition.
TONIGHT. The last hours of the day were revitalized i
Steve Allen. For sponsors, the program offers an opp}
tunity to talk to vast, adult, Class A audiences at Cla
!

C rales, for the last impression that lasts. |

This scason the average NBC Television nighltix?



NDIC

f

}f)gram has delivered over 500,000 more homes than
> next network.

1€ Television is now pressing ahead with plans for
pxt season. Last yez}r’s originality will be continued
kd extended, and there are dozens of new ideas, all
¢signed to move television forward in pace, original-
, liveliness— excitement!

§= don’t say “wait till next year,” because you don’t
¢ ve to wait—sponsors can become part of this new,
ing television foday. Meanwhile, tomorrow’s plan-
1g is in full swing. For the wise advertiser, NBC’s

§>sent is imperative—and indicative of the future.

l
JURCES: Sept. Report I1, 1954-Jan. Report 11, 1955, A. C. Nielsen Co.
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BATON ROUGE:. '

¥*

WATCH YOUR SALES

A in the ’
> SOUTH’S

Fastest growing
marker!

POPULATION
1940 ... ... 38,415
1953 . ...... 197,000

RETAIL SALES

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

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOUISH-
ANA

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

To scc your sales reach their
greatest heights in this rich
petro-chemical market, select
WAFB-TV, the only TV sta
tion 1n Baton Rouge, with

programs from afl 4 nctworks,
and our own highly-rated
local shows,

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

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

*East Baton Rouge Parish,Survey
of Buying Power, 1934

Channel 28

BATON ROUGE, LA.
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(Continued from page 0)

product or how eflieient the cost of space. Similarly the ex-
perienced print eopy writer would never use certain headlines
or copy lechmiques despite his knowledge of their effeetive-
ness—simply because they would violate the Corporate Per-
sonity with which he iz dealing.

But we in tv and radio are far less experienced in the
ways of advertisers and the means of reflecting their products
and companies. We make many istakes.

That's why ~o muel tv, especially, looks so foreign to so
many advertisers . . . why it is al such greal odds with
what is ceen in other media.

The advertiser who speaks of quality and looks it, in color
pages, often has a bargain basement expression on his visage
i tv eopy. And like as not the show he sponsors iz as out of
keeping with his way of doing business as a keister would be
in Cartier’s.

The big reason such oddly shaped advertizing iz prevalent
in tv is that the ~ponsor. too. iz new at the medium and lest
he seemed old fashioned. he put= np with things that go
against his grain and better judgment.

The most =ordid of whodunits turn up for the most conzer-
vative (in other media) of advertisers. And the most vulgar
of comies often appear in behalf of Corporate Personalities
that could only be red-faced at the result. This laek of edi-
torial judgment on the part of advertiser and ageney (and
lack of imterest on the part of network) will. I suppo=e. van-
i=h as time goes on and the people who control theze decisions
become wizer and more sure-footed. When this happy state
ocenrs there will be a flushing ont of some of the program
tvpes and commercial techniques that we now have to hve
with. This will not only tend to improve our relations with
the presidents of corporations and their wives bt also with
the general public. * oKk

Letters to Bob Foreman are weleomed
Do you always agree with the opinions Bob Foreman cx-
presses in “Agency Ad Libs?” Bob and the editors of sroNsor
would be happy 1o receive and print comments from readers.

Address Bob Foreman, e¢/o sroxsor, 10 E. 49 St.

SPONSOR




I. V. story hoard

A columin sponsored by one of the leading film producers in television
SARRA

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

Here, in this highly creative scries by Sarra for Stopette, is proof-positive that TV
commercials can sell the product and centertain too! Chorcographer Dorothy Jarnac,
in a dance of brilliant pantomine, brings to life the reasons why people should choose
Stopette over all other deodorants. At all times, the product is sold competitively, not
only as a deodorant but as an effective anti-perspirant and a soothing, gentle lotion
spray. P'roduced by Sarra for Jules Montenier, Inc. through Earl Ludgin Company.

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

“Stop Detergent Hands” is the theme of this hard-hitting series by Sarra for Jergens
Lotion, A warm “human interest” opening ol a little girl playing bride gets and holds
attention and then blends gracefully into direct “hard sell”. ‘The message emphasizes
that laboratory tests prove that women who use detergents and care for their hands
with creamier, fragrant Jergens Lotion have smoother, softer hands. Produced by
Sarra for the Andrew Jergens Co. though Robert W. Orr Associates, Inc.

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

Everyone loves to look at a baby (chick) is the theory behind this imaginative series
of one minute and 20 second commercials by Sarra for Purina Chick Startena. Video
opens with a shot of a child cnddling a chick and then alternates the package with
views of broods of baby chicks. The essage states that Startena is blended and
balanced with the same care as a baby’s formula and contains all the anti biotics,
vitamins and minerals that baby chicks need for a healthy start in life. Produced by
Sarra for Ralston Purina Co. through Gardner Advertising Company.

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

IS ——

Called “a remarkable, new medical discovery”, Defencin ‘Tablets are excitingly intro-
duced in these one minute and 20 second commercials by Sarra. An excellent x-ray
negative of the human skull illustrates how this new medication penetrates to lielp
fight the cold germ itself. The pictnre story lends strong support to the claim that 1f
you've taken everything for a cold . . . now try Defencin. Strong package identification
is stressed throughout, Produced by Sarra for Clayton Laboratories, through Gardner
Advertising Company.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street
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wWLBeC-TV
MUNCIE
INDIANA

;\("w

31/ hours per week

Muncie is 1st

in the nation in
s HOURS PER WEEK

SPENT VIEWING TV

WLBC-TV is 1Ist

chaice in

MUNCIE FOR
TV VIEWING

They really go for TV in Mun-
cie as proven in a recent na-
tion-wide survey made in 34
cities by the American Research
Bureau. The average Muncie
family spends 31%2 hours per
week watching television . . .
more hours per week than any
other city ! WLBC-TV leads in
Muncie according to the No-
vember A.R.B. Report, telecast-
ing from 7 A.M. to 11:30 P.M.

CBS- NBC - DUMONT-ABC NETWORKS

" CHANNEL

MUNCIE, INDIANA
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(Continued [rom page 24)

techmique of utilizing film to =ell a film series. | had a little
experience along the =ame lines just a few weeks ago, whieh
secmed a =omewhat more unorthodox approach to the =ame
teehmique. And as I think about it. it ~cems to be it might
point the way to tv filin producers. distributors, agencies and
advertizers for further interesting and practical usage of film
in the bnying-selling phas=es.

Walter Sechwimmer, the distributor of the Eddy Arnold
Time half-howr tv film series, had =old the show to the C. R.
Anthony store in Oklahoma (llv through the Lowe Runkel
Advertizing Ageney, and the Anthouy chain (stores through-
) QIREARe el s cas) and Lowe Runkel were consider-
ing huying the series for many of the other markets in which
tlu ‘i storex were located.

The Anthony chain, however, Tike many another successful
retailing orgamzation, follows a poliey of permitting their
individual store managers a good deal of autonomyv. They
asked, therefore, if Arnold mighl make an appearance at a
meeting of the store managers in Oklahoma City on 20 Feb-
ruary. As it happened, Amo}(} had long before been hooked
into Washington, D. C.. to play the Home Exposition Show
theve, the week of 19 February. so that it was impossible for
him to make the appearanee before the Anthony store man-
{lg(‘l‘.ﬁ.

Then, thanks to the ingennity of Keith Mathers of the Lowe
Runkel ageney and Art Pickens of the Schwimmer organiza-
tion, fihn eame to the reseue. Keith and Art cooked np a
seript in which Arnold 1alked to the <tore managers exactly
a~ he would have. if he’d been able to attend their meeting in
person. We tuterrnpted the shooting of the series it=ell for a
bit to film this special seript for Keith. and on the 20th he
ran it for the store managers i Oklahoma City, Art Pickens
tels us that everybody concerned was highly pleased with
the effort. and the Anthony chain, l}m)u"h their individual
store. managers, have now picked np thv ~how In a large
mimmber of lhon kev markets,

The point. of course. mo=t obviously and simply tated. iz
that not only does it make good =ense for both scller and
buyer of a scries to pnt together an intelligent. factual on-
film sales presentation of a series a~ did Sillerman with the
Captain Gallant Ghn. but many construetive and helpful pur-
poses may he served by ~pum] film such as in the case of
Eddy trnold Time and the C. R. Anthony stores. Kok ox
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A Public Service Tale
Presented With Becoming
(Sic) Modesty, But, Withal,
One of The Great Adventure
Stories of the Atomic Age

o C ‘
"ii

Next to the corn borer, the most
o unpopular item in Iowa is the
Common Fly. With that fact
firmly in mind, WMT cottoned
immediately to a Plan to Cut
Flies Down to Size.

NO FLIES, chemically treated

paper birds, was the method

suggested. The Common Fly,

curious as all get out, would, it

;vas alleged, alight, depart, and
ie.

N 1SN

Lo

We know a thing or two about
fly killers ourselves and have
seen our share of them in our
day, man and boy, so we took
this one With A Grain Of Salt.

& (Ugh.—Ed.) We turned it over
A’ to our Testing Department.

21 MARCH 1955
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) “Bruce,” we said, “what’s on the f-b
: program tonight?”’

] “Well, at 8 we got CBS...”
: “No, no. The Testing Depart-
] ment program.”

:. “Huh?"

: “Remember last week you be-

: came head of Testing?”

/ “Oh, that. Yeah.”

E “Well, test this NO FLIES.”

'

. But let Bruce tell you in his own
5 words:

. “I tested it all over the station,
. wherever flies were likely to

congregate, and I'm not exaggerating

‘ a bit when I tell you we killed three—
:

»

:

. this being an unusually sanitary

E operation.”

. S R

: We ran the fly spots.

S B T T

' We're processing orders for 1,666
. packages of NO FLIES at one dollar
i per. One complaint. Party named
: Muffett, who kept spiders.

)

AM & TV

Mail Address: Cedar Rapids
CBS for Eastern Iowa

National Reps: The Katz Agency

.
:
4
‘

Qoo @
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GRACE
PORTERFIELD

Time Buyer

Benton & Bowles, Inc.

says . . .

“WNHC-TV is power-
ful enough and
popular enough to
deliver results at any
time of the day or|

night. For instance...

WNHC’s DAILY
NITECAP THEATER

cost per thousand

homes averages 66

‘ cents.”’
4
f Compare these facts!
! 15 County Service Area
‘ Population  3,564,150*

l Households  1,043,795*
| TV Homes  934,448**
Saurces
*'55 SRDS Consumer Markets
(Pre-Final)
“*CBS NIELSON 1953 — updated

with RETMA Set Sales January
1, 1955

See Your KATZ Man

Serving Hartfard & New Haven areas
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F. B. Ryan, Jr.

Chairman of the board
Ruthrauff & Ryan, New York

A few weeks ago. Barry Ryan. Jr. succeeded his father as chair-
man of the board of Ruthrauff & Ryan. while Bob Watson moved
up to president from executive v.p. 1Us a significant move and an
interesting one. Ruthrauff & Ryan had always been headed up by
“the family” since its founding as a mail order house by Frederick
B. Ryan, >r. and the late Wilbur Ruthraufl. Bob Watson is the
first outsider to hecome president at the ageney.

“But the most significant change during the last two or three years
actually oceurred in the last six months,” Ryan says. “We've added
over $13 million in new billings. most of these hudgets to go into
the air media.”

Barry Ryan doesn’t expect the management changes to affect
ageney policy. “The main problem of an ageney is always the prob-
lem of properly stafing with manpower that fits the operations of
the client=.” he told sroxsor. “The agency management is close to
every account, of course. But on the account executive level we
lhave men who're specialists in their chent’s field.”

The agency as a whole. though heavy in industrial accounts.
doesn’t specialize. Its estimated $50 million billings for 1955 de-
rive from package goods. foods, beer. automotive and oil accounts.

New aceounts acquired in 1954 include Packard, Sun Oil. General
Flectriec, The Air Force, Griesedick (reacquired) and part of
Minnesota Mining. Early in 1935, however. R&R lost American
Airlines to Lennen & Newell after servicing the account for 18 vears,

“Our accounts have been moving more and more heavily into the
air media,” Rvan told sponsor. “Of course. 1 kind of like to see
that. Back in the carly Thirties 1 headed our radio department.”

Ryan recalls working on NBC’s first soap opera. What lHappened
to Jane?, recalls the high-priced glamor-days of radio. took to tv
in a big wav, but maintains his interest in radio.

“Our radio billings last vear were $3 million,” sayvs Rvan. *I
expect that they’ll be higher in "35. as a result of increased billings.”

Ryan spends part of his time traveling to the 13 R&R offices out-
side of New York, closely supervising the ageney accounts. Alto-
gether, Ruthraufl & Ryan has more than 620 cmployees.

A Manhattanite. Ryan feels that his home’s been far too quiet in
the last couple of vears. Reason: one daughter got married, the
other went ofl to college. * ok Kk
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WFBM-AM & TV

INDIANAPOLIS

National Reps: The Katz Agency
Affilialed wilh WEOA, Evansville;
WFDF, Flint; WOOD AM & TV, Grand Rapids
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The Flags Flew

This is Harry Martin, tv host with the
most. He plows a full schedule of farm
programs on Channel 6 in Indianapolis.
His Market Reports, sponsored by Ralston
Purina at noon daily, has the rapt attention
of the agricultural set hereabouts (here-
abouts includes 90,000 farm families in

our coverage area).

A few weeks ago Purina offered, via
Harry's show, a hundred mail box flags to
the first hundred viewers whose letters or

post cards had the earhiest postmarks,

The single announcement brought 2,606
requests. The winners were all postmarked
within two hours of the announcement.
Martin’s pulling power prompted DPurina
to discontinue the offer, which had been

set for successive repeats.

Harry Martin was born on a farm which
was bought from the government hy one
of his ancestors in 1820. ten years after
Indiana became a state. It would take a
Wabash Indian to claim earlier roots in
Indiana.  Pioneering’s in  his blood —
Harry began the first regular farm tv pro-
gram in Indiana, did the first live studio
demonstration  commercials  (both  for
WFBM-TV) and keeps in touch with the
soil via his suburban acres where he raises

rutabagas and Indiana limestone.

Like all WEFBM personalities, he also
raises results for sponsors.
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STATION IN THE WINDOW

t Continued from page 30}

[t was in April 1951 that the idea
{or the “station in the window™ was
born. The conception took place in the
private »f Abraham Green. pres-
ident of R. 1. White: “fathers™ of the
idea  included  Green:  Max  Gold.
W hite’s advertising and sales promo-
tton manager: Yale Lasker of Lasker

Rizemen. White's ad agencyv: and
Lambert Becuwkes, then general nan-
ager of WNDA, Thev were looking

a tikelv combined station-store pro-
motion which would make an impact
on some 100.000 Bostonians and reap
benefits all around. Suggestions made
ran the gamut from eight-second an-

Finally came the Big ldea.

Between that time and the day the
station in the window was officially
opened, much time and energy were
invested. R. H. White's display man-
ager, James Gosling, designed the win-
dow to make it spectacular and eye-
arre-ting. A score of store. ad agency
and radio stafl employees worked to
disaxsemble the radio station in its
Hotel Bradford studios, move it a mile,
then reassemble it in the window.

Opening dav was Monday. 3 May
1954. It was a grey, rainy day, but
despite that passersby kept stopping
until a erowd of several hundred had
gathered in front of the window, spill-
ing out over the sidewalk into the
street. They stood fascinated. reports

color American Airlines backdrop serv-
ing as a background. three men were
producing the Morning News Beat—
commentator, as<istant and engineer
—uwith the aid of all the typical sta-
tion equipment including United Press
teletype. turntables, control console,
transmitter, microphones., On the wall
were five clocks depicting the correct
time in london, Moscow, Korea. San
Francisco and Washington (reminis-
cenl, to New Yorkers, of Garroway's
window set-up for the NBC T\ Today
program each morning).

For 42 consecutive days, from 5:15
am. to 11:15 p.m. cach day, WVDA
conducted its operation in White's win-
dow. So pleased was the store with
increased traffic and sales volume that

nouncementz to three-hour symphony
broadecasts.

the station. oblivious of the rain.
What did they see? With a seven-

AND UPCOMING TV STATIONS

I. New statious on air*

it wa~ reluctant to let the station leave.
and only con=ented to do so after ex-

‘ o SETS IN
CITY & 8TATE LETTERS lcui‘%yu' oaTE R AR | arribiaTion ‘ oN IR L ' PERMITEE, MANAGER, REP
PORTLAND, OREGON KLOR 12 5 Mar. 316 1,014 ABC KOIN- 287,400  Qreaon Tv due.  Re: Hollingbery
TV Stephen E. Thompson, v.P. & treas
KPTV
LEXINGTON, KENTUCKY WLEX 12 15 Mar.) 171 NBC WLAP-TVZ NFA Guthrie Bell, owner Rep. Forjoe
ABC
. DuMont
II. New applications
|
CITY & STATE CHANNEL o0 ESTIMATED ESTIMATED TATIONS
ND. LIS il LU COST BT AR WG S APPLICANT. AM AFFILIATE
HATTIESBURG, 12 5 Mar. 28.45 488 $185,409 $144,000 None 'B':Ce TX' c,‘,’,'nﬁson
MISSISSIPPI Harold M. Matlson
Mifton J, Fine
WALLA WALLA, 5 5 Mar, 11.76 274 $118,800 $120,000 None J. Elroy McCaw. sole owner
WASHINGTON

1HI. Addenda to previous listings

Anchorage, Alaska, ch. 2, new call KENI.
TV (formeriy KFIA)

Boise, Ida., ch. 2, new call KBOI.TVY (former-
ly KBOV)

Hilo, Hawaii, ch. 9, call assigned KHBC.TV

Milwuakee, Wis., ch. 19, new call WXIX (for-

merly WCAN-TV; first CBS tv-owned uhf 31 Jan. 1955. ; B o T
B : operatin ept. ., ende eb
station; began operating 27 Feb.) Buffalo, N. Y. WBUF-TV, ch. 17, began oper- I‘;’SS. 9 P

OFF THE AIR
Sinee the beginning of 1955, the

[ S statio 432 Post-frecze commercial c.p.’s
259 Grantees on air

following stations have gone off the

aiv but retained their permits.

Albany-Schenectady-Troy, N. Y., WTRI, ch.
35, began operating 19 Feb. 1954, ended

ating 17 Aug. 1953, ended 23 Feb. 1955.
Charleston, W. Ya,, WKNA-TV, ch, 49, began

BOX SCORE— - |

operating 17 Sept. 1953, ended 12 Febff
1955. i
Fairmont, W. Va,, WJPB-TV, ch. 35, begab.“
operating 16 Aug. 1954, ended 28 Feb.}
1955. f
Milwaukee, Wis., WCAN.TV, ch. 25, beganii

Oklshoma City, Okla., KMPT, ch. 19, began|
operating 8 Nov. 1953, ended 3 Feb. 1955.]

1.5 1r sets (1 Feb. "33 31.361.0008 ;

32.600.0005 l

aD33

)
325 LS. 10 homes ) Feb, 55)

*“Both new e p and stallens golng on the alr listed hero are those which necurred between
\ e o

oo et **Effective rsdisted power. ursal
A 15 helght abore average terrain (not

above g rmatlon en of sets in markets where not designated as being
t estims proxi-
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radlo station whieh s granted & e¢.p. 8lso represents tho new tv operation. Stnce at preestime |
‘t s generally 100 early to conflrm tv represematives of most grantecs, SPONSOR LUsts the

reps of the radlo ttitlons in 1hls column (when a radlo statlon has been given the tv grant)
NI’A: No figures avallable sl presstime on sets In marker |
1O0neratien date delaved from 1 Mar INot vt 1+ ST




gee, fellahs,
thanks!

for awarding an EMMY
to LASSIE as the best

children’s television program in 1954

Our thanks to Jan Clayton, George Cleveland, Tommy
Rettig, and Lassie, of course, who have made the ““Millers” very

welcome guests in millions of homes every Sunday.

And a low bow to our producer, Robert Maxwell,

and his co-producer, Dusty Bruce.

t Pa Television Programs of America, Ine.

2% Academy of Television Arts and Sciences.

21 MARCH 1955
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mals in every window, highly imagina-
tive still and mechanical-action scenes
complete with clowns and balloons.
Though it seemed that White did not
need the drawing power of the “sta-
il it insisted

tracting a promise that WV'DA would
return again in September.

lere are just two instances of the
many results the store obtained. A
two-day ~pecial on a stock of F90
chairs was advertised on WV DA only.
By noon on the first day, the chairs
were completely sold out. A major
basement <ale broke all records dur-
ing the “~tation in the window™ time.

W hen September came, it saw the
unma-king of a mammoth sale by R.
I1. White. one which had been in prep-
aration for manv months. Based on a
circus theme. it featured live. wild ani-

PHOENIX 4§%x2s
: .i “ K.

nd
. o G SR 1 L w1 e, ey

2 \sf“‘*“""%" oyt : -I:*
| I'( H *_- s j’h
Hi Sl

T EE R
& ¥
meren L L.-é:t
Flad l"““-‘-‘*— i

mwmmmmm-t""”' r i
«-mmm“—lullll

tion in the window,”
that WVDA return  which it did.
This time. the decor of the station.
too, took on the spirit of the circu~.
But could it attract people when there
were wild animals to be seen in the
other window=? They soon discovered,
to the general amazement of all con-
that the *station in the win-
not only outdrew the wild ani-

c}ﬂitanmankit

IN POPULATION and RETAIL SALES

cerned,
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AUTOMOTIVE
STORE SALES

AUTOMOTIVE Millions Automotive Store sales are soaring!
STORE SALES Phoenix is a sprawling, stretching market,
40| san anTONIO | $1 13-8: where an auto is a “must” for almost half
' a million people who maintain more than

41 | BIRMINGHAM 200,000 cars.
PHOENIX $1 ]0.2 Make sure you include these car-minded,
easy-spending Phoenicians in your mar-
43 | DAYTON keting plans! They are yours to talk with
44| NEW ORLEANS I $107.8 ..and sell to ... with profitable results,
through the dominating coverage of

* SRD Consumer Markets ‘54 KPHO and KPHO-TV!

SOLD
esetied most effectively through . ..

KPHO-TV = KPH

Dial 910 « ABC Basic
Hi Fidelity Voice of Arizona

REPRESENTED BY KATZ

YOUR

Channe! 5 « CBS Basic
First in Arizona since ‘49
AFFILIATED WITH BETTER HOMES and GARDENS o
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mals. but more people paused—and
for longer periods of time, says the
station—in front of the radio window
than during the first visit.

In order to intensify White's inter-
est WVDA et about exciting key peo-
ple in the store by bringing them
into with the listening
public and having them actively par-
ticipate in on-the-air promotions for
the store. WVDA assigned Len Horns-
then sales manager. as the liai-
with the White organization to
contact everybody in the store who
would be affected by the advertising—
from the basement up.

direct touch

bv.
son

(Hornsby is
now slation manager following resig-
nation by Lambert Beeuwkes. )

WV DA listeners. in street and home,
thuos heard White's merehandise man-
ager, furniture buyer. basement super-
visor. household-items buyer. ready-to-
wear department heads. comparison
shoppers and others. including ’resi-
dent Green, tell all about White’s op-
erations: how merehandise pur-
chased. methiod of fair-profit pricing,

18

* * * * * * * *

¢¢There are «trange forces abroad in
the world today, . . . Among the first
objectives of thes<e forces is the control
of public wedia. And a primary step
in that direetion is control of advertis-
ing that <unpport~ those wmedia. Let's
not peruit onrselves to be enehanted
by the idea that wedia would be free
withont advertising. Without advertis-
ing. the media would be in the hauds
of governmmment aund no place else, . . .
Theretore. any effort to Bmit nnreason-
ably or control the advertising of Deer
or bread or antowmobiles or anything
cle is a step away from democracy
and a loug step indeed.*® ’

HAROLD E. FELLOWS

President and Chairman of the Board
NARTB
* * * * * * * *

why merchandise i< placed at specific
locations. how deliveries

how a sale is thought out.

are made,

During the tenure in the window.,
White's

I. A *“Specials  Shopper,” inter-
viewed twice daily to highlight various
departments,

main radio eflorts were:

2. Frequent eight-second “qui-k-im-

pact” announcements. calling altention
individual “hot buvs.”
bearing the e items had

dio .\pv('izll“

Counters
“WDVA Ra-
placards on display,
permeated the store,
down to the lowest-echelon saleselerk.
frequently  told
“he snre and see our

to

I nthnstasm

Emplovees slore pa-

trons to radio
station in the window.”

On its part, WVDA strove to sustain

SPONSOR




Miss North Carolina {Betty Jo Ring) of Lexington, N. C.,

greets Mayor W. N. Angle of Rocky Mount, Va. {left),

and Mayor G. B. Herndon of Fayetteville, N. C. Although

the Mayors live some 150 miles apart, both are faithful
viewers of WFMY.TV,

Mayor R, H. Frazier of Greensboro
welcomes little Miss Lambsie Penn
of Danville, Ya.

Mayor M. C. Kurfees presents

Winston-Salem's contribution to

the "Revue', soprano Peggyan
Alderman,

Coverage of the Prosperous Piedmont

Spectacular coverage! Spectacular participation! On January 30,
local talent from all over Piedmont North Carolina and Virginia partici-
pated in the “Channel 2 Revue”, a two-hour salute to the NEW WFMY-TV.
Talented performers, representing all major cities of the Prosperous Pied-
mont, were introduced by the Mayor of their respective cities. Over 125
people took part in the ‘‘salute’.

The response to the “Revue” by audience and participants alike is
proof of WFMY-TV’s thorough coverage of this $2.3 billion market. No
station or group of stations rivals WEFMY-TV’s coverage of the 2 million
people in its 46 county coverage area.

Chamber of Commerce Head R. D. With full 100,000 watts power ... plus over 5 years telecasting experi-
Warwick and Miss Lucille Haynes ence... WFMY-TV is the only CBS station completely covering more than
of Statesville, N. C. 300,000 sets in the rich industrial section of North Carolina and Virginia.
To get spectacular results in the Prosperous Piedmont, call your

D H-R-P man today.

78N

@ GREENSBORO, N. C.

Represented by
i Righ P Inc.
The ever-present magician, R, F. Now In Our Harrmg?on, '9 ter & arsons, 1n
Snavely of Raleigh, N. C. Sixth Year New York — Chicago — San Francisco
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mterest by inducing big-name person-
alities to visit the ~tore and be present-
ed on the air. \mong those who came
were Jinuny  Durante. Eartha Kitt.
Frankie Laine. clown Emmett Kelly.
To make the tiesin two wav. R. IL
White inserted plugs for WVDA in its
while WA DA

returied the complinient in

newspaper advertising.
its news-
paper ad~ in the Record and American.
The radio editors of the Boston papers
gave an additional shot-in-the-arnn 1o
the promotion with their =everal men-

tions of the “station in the window.”

Both in and out of the window.
White uv-es a mixture of programs
and announcements on WVDA. They
have a daily 10aninute Lady in the
Aisle program, highlighting items on

various counters in the store. They
sponsor a half-hour teen-age <how

called Platter Party on Saturday morn-
ings, which started in September and
attracts crowds to the record depart-

ment.  They run a daily saturation-
sehedule of eight-second  “quick-im-
pact” announcenrents to move indi-
vidual items * k&

IN KANSAS
EVERYTHING IS

,: Aug. 54 KANSAS FARM INCOME UP

36.2¢% over
(July 54 farm
over July '33).%

Ang.
meome

-~ Sept.
18.3% over Sept. 533!
up 190677

wWas

aver same period!*

"13—hits $150,120.000!

up 15.9¢5

54 FHLB HOME LOANS UP
Building permits

Sept. '564 BANK DEBITS (an accurate
aauge of total lnl\lno“ volnme) UP 11

over Sept. 83!
Oct. '64 PETROLEUM PRODUCTION
UP 38.0% over Oct.’H531*

KANSAS is BUILDING! GROWING!

PROSPERING! How to sell this vast farm market?
Put your selling message on the radio station Kansas

. WIBW. 7

Farmers listen to most .

B B - Pe. o .

veraty of Kansas

70

TOPEKA,
KANSAS

Ben Ludy, Gen. Mgr.
WIBW & WIBW-.TV in Topeka
KCKN in Kansas City

QRG APPROACH
(Continued from page 11)

work audiences during 1952. with the
biggest network audience no more
than 206 to 28°¢ higher. and possibly
less. While the SAMS audience figure
for QRG applies 10 radio before the
post-freeze tv xtations began coming
on the air. the networks were affected
by tv to the same extent and QRG as-
sumes that the 1952 aundience relation-
ships «till apply.

In buving a limited group of high-
power stations. QRG maintains, adver-
tiser< are taking advantage of certain
inherent economies. In the first place.
a power station is bound to have a
lower-eost-per-1,000 than a smaller sta-
tion since the additional cost of oper-
ating the big station is a much smaller
percentage than the additional audi-
ence gained by a strong signal.

In the second place, the greater dis-
tances between QRG stations as com-
pared network afliliates
means less duplication of homes. Thix
means there is a minimum number of
homes which the advertiser pavs for
more than once,

with.  say.

While the networks try to avoid as
much duplication a= possible. a certain
amount i- imevitable since network pol-
1y 1= lo cover practicalh every corner
of the country. Both CBS and NBC
claim more than 997 coverage of U8,
radio homes in terms of their affiliates’
signals. Morcover, some network re-
searchers maintain that duplication is
not all had, that a home eovered by
more than one station i< more hkely
to be reached by a network progran.

To what extent the economies of
QRG’s operation will be veflected in
its rates is not yet known since the
group has not vet releaxed a rate card.
IHowever. 1 it~ presentation to adver-
tisers and agencies, QRG says it s
planning national coverage “for as
much as 307 less cost than a national
network.” This figure assumes a half-
hour ~how for 52 weeks,

ht ix also known that QRG's
will provide a discount structure which
will make it cheaper to buyv the QRG
group than its members individually.
QRG will probably have its own dis-
count structure based on the total gross
rates of all stations rather than a group
dizcount on top of the mentbers™ indi.
vidual discount structures.

QRG will sell only programing, not
announcements. Advertisers will be
able to buy parts of shows but at pres-

rates
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This letter
S typical

of the way
thousands

of families
feel about
radio

In the
Atlanta area

A*\-Q'\‘o" Ga
FQ.\OY‘LAO\YY 3' 19 S 5§~

T\'\L M\AS\L MQr\
W S 13
p\'\'\ar\'\'o\‘ r;a

—De.ou'- ™M\ ¢ -X \/,

MQ\/ T RNove o Qo‘:y oY Yhe
Peoe ™ " \N\-\\, e X Love You. 7

Oue bed roow vodio s‘bls
Yarned Yo WSB. We ore awakened
2 ach voraing wWith o0 WS 13 Troaram.

MY motheyr dews w ha den
while  \isYening Yo WS _ tay hushand
vewds 1n Yhe bed roont ~hile \:s'\e_h:ns
fo MS B and L work "\ n —he hreakfast
woorm Vuvned \n o ¥he Same stadion.

WRadias Wil wevar ae our of style
with us We have doue Bus\, owes .

T\«om\«tmx v o owd W:':L\-—ua For you

Q_bv\*-'i v\u.@..oL S“QC&55' E CA A~

\‘ouf'; —\.rw\YI

E : Name furnished

on request
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WSL 50,000 watts—750 kc. Represented by
Edw. Petry & Co. Affiliated with

ATLANTA The Atlanta Journal and Constitution
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ROMERO
OWNS

SAN
FRANCISCO
. JUST LOOK
AT THIS
RATING
REPORT

In San Francisco, says ARB, Cesar
Romero's new TV hit, Passport

to Danger, dominates its time period
...as il has from the first night

it went on the air! Rating is high,
share of audience a whopping

75.5%, and going up.

Now we know this show is ‘‘hot’"!
Top markels are going fast,

but some are stitl available . ..

if you hurry

CESAR ROMERO, starringin...

produced by
Hol Rooch, Jr.

ABC FILM

SYNDICATION, INC.
7 West 661h S1,, N Y,

CHICAGO « ATLANTA « HOLLYWOOD « DALLAS
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ent the minimum buy is 15 minutes.
The group has expanded its program
planning since it= early organizational
days. .\t firet, the plan was 10 eon-
centrate on popular local shows al-
ready on the air and 1ape them for
member stations, the idea being that if
a show was popular locally it was
bound to have some appeal elsewhere.
QRG members are strong in hill-billy
and barn dance programing with sta-
tions like. WLW. Cincinmati: WSV,
Nashville; WRVA, Richmond; WFAA.
Ballas. and others having a long rec-
ord of building loeal shows.

Since Ryan's appointment, all other
programing sources have been exam-
ined. Syndicators. transcription firns,
talent agents. independent producers
have Deen approached and a variely
of ideas have been mulled over. The
possibility of reviving programs not
on the air now has been looked into.

“We're primarily interested in the
kind of programing that people listen
to alone.” said Ryan, “because that’s
the way people listen to radio nowa-
days—alone. We don’t expect 10 dis-
cover any new forms of art but we
want (uality programing. the kind thai
goes with quality stations.

“The shows must appeal to casual
listening but that covers a lot. It can
be a music show or a personality show
But
we're not interested in variety shows.
We can’t beal 1v on variety shows.

“While we feel we fit the needs of
the long-term advertizer. we are going
to provide shows for the short-term
That mean~. of
we'lll be carryving programing snstain.

or an information-type show.

advertiser. course,
ing <o that advertiser~ can jump in
quickly. Stations will probably be al-
lowed 1o =ell unsold time on QRG
shows to local clients but the time will
be preemptable.”

Rvan <¢aid  half-hour  programing
cost would run between $1.000 and
S3.000. “which 1s the popular range
However, he said, QRG was
nol trving to produce bargain-base-
added that he feh
program  budgets should be “traded
up” with more emphasis on turning

today.”

ment <hows and

out a good show and less on culting
coruers,

Since QRG ic not a network. and
has no imtention of beconing  one.
there will be no option time as such.
A\n advertiser who buys a program
will be able to clear time but the pe-
riods will vary according to the best
time available on each station. Since

a large pereentage of the stations are
NBC affilates, there exists a good
chance of getting the same periods on
a majority of the stations. Ryvan said
that QRG stations are favorably dis.
posed 1o guaranteeing time slots and
although these will be in network op-
tion time he doesn’t foresee any prob-
lem of preemption by the network.

Ryan helieves the importance of pro-
graming in air selling is being under-
estimated in radio these davs.

“The difference hetween listening to
commercials within a show,” he said,
“and listenming 1o just an announce.
ment is the difference between a sales-
man talking to vou in your living room
and a salesman lalking to vou outside

* * * * * * * *

¢e. . . women in advertising are gemur-
inely interested in research, for women
—0 it ha< been said—are endowed
with a <izable amaommt of enriosity as
well as intuition. This bodes good for
them since advertising is a field where
they can eompete and also cooperate
with men. . , . In the home, they nse
labor-saving  devices—prodnets  which
have been developed throngh research,
At business. they frequently mnse the
findings of advertising and marketing
research to help <ell more of some of
these prodnet~. . . ,%*®

EDGAR KOBAK

President

Advertising Research Foundation

* * * * * * * b

vour door. It's fashionable nowadays
to talk about spraying vour message
over the radio audience.

“Sure, circulation is important. hut
the advertiser must not lose sight of
the fact that he should sell. in effect,
to one person. And with programing,
he can do this.”

QRG i« selling more than program-
ing on its three-dozen odd stations,
1t is selling radio in general and night-
time radio in particular.

There is no good reason 1o overlook
nighttime radio with the present rate
and listening picture being what it is,
Ryan fecls. Nighttime radio is now
priced about the same as daytime and
nighttime tune-in is about the same.
100.”

(One of the most important docu-
mentations of the nighttime radio au-
dience was recently released in part by
NBC. Undertaken by Starche the study
was made during the 5351 winter.
It disclosed that. on the average eve-
ning. radio i~ listened to in 19,701,000
houscholds and by 50.250,000 persons.
Of these honscholds. 11.850.000 listen
two hours or more. The study also in-
dicated that the longer a family owned

SPONSOR




Chances are you'll went the
largest square mile coverage of
any Texas radio station. . . .

With KENS you’ll get 105 coun-
ties in the .5 Millivolt area, in-
cluding 4,271,400 pcople (1,171,-
100 families) with an annual
buying income of $5,815,696,000.

The powerful 50,000 watt day-
time voice of KENS on 680 kc.
dominates the tremendous oil-
rich, cattle-rich, farm-rich growth
area of South Texas lying be-
tween Houston-Waco-San Angelo.
Del Rio and Brownsville, With
KENS you cover a 109,737 square
mile area at an astonishingly low
cost per thousand! Get details
now.

Represented

Nationally

by

Rt LRI B e b LR el L me

Exrniss-Niws Srarion

FREE & PETERS,

I'nc.
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ANOTHER CITY

“RACKET SQUAD”

s

1S #1 AGAIN!

Yes, in city atter 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.%

WASHINGTON #1 after one month

No wonder this record-busting show
boasts 90% renewais after only 10
months in syndication! First run stiil
available in many top markets. Come

on in fast, the selling’s fine!

Produced by
Hotl Roach, Jr.

ABC FILM

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

CHICAGO - ATLANTA - HOLLYWOOD - DALLAS
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a tv set. the greater the amount of eve-
ning radio listening.)

Rvan believes there 1s also too much
of a tendency to overlook the non-tv
audience. “There is still a substantial
number of radio-only homes.” he said.
“Thix group can make the difference
between P&G leading Lever Bros. or
vice versa.”

Fay Day, director of sales develop-
ment for QRCG, estimates there were
more than 15 million radio-only homes
available as of 1 January. He cited a
Market Research Corp. of America
study, which put tv ownership in the
U.S. at 64¢ of all homes at the be-
ginning of the year. MRCA. he said.
figured a total of 18.258.000 families.

That means, Day <said. that 3677 of
the fanmilies, or 17.320.000 families.
have no tv set. Day then pointed out
that the ARF-Politz set count of last
vear showed that 89.6¢ of non-ty
homes have one or more radio sets in
working order. Thus. 89.67 of 17.-
320,000 or 15.566.000 families with
radios only were available to radio
advertizers.

By this time, the principal agencies
have been acquainted with the general
ontline of what QRG will offer. The
reaction has been varied, ranging from
broad enthusiasm to eye-brow rais-
ing on the question of nighttime radio
audiences. Here are some typical state-
ments made to QRG by agencies:

*“This looks like the future of radio.”

“Quality mav be the answer to the
new buying pattern in radio.”

“You've got Lo prove to us that there
i~ an audience for nighttime radio.”

“My problem is to adjust advertis-
ing expenditures market by market. If
you can help me figure out how I can
huy Quality and supplement it with
davtime spot. I'll he interested.”

“Bevond the major value of Qual-
ity and it= stations, 1 think your sec-
end most important point is the ease
of buyving. | like the advantage of
huying through one central source.”

“My first reaction to Quality was
that 1 could buy the same markets at
one of the big networks. 1 made a
study of this and frankly. I was in-
trigued with the pos<ibility of eliminat-
ing nuch duplication of effort in clear-
ing stations on a spol hasis.”

“Will vou be alle to deliver circu-
lation comparable with other national
organizations in radio?”

“What 1 vonr source of program-

ing?”’ L

VIDEO TAPE

(Continued [rom page 43)

3. “Signal fidelity. picture steadi-
ness and freedom from noise have been
further improved.

1. “The practical test will disclose
the specific form the apparatus should
take to make it suitable for television
broadcast use, 1t will also provide the
opportunity to determine the best
means for taking full advantage of its
ability to perform many of the func-
tions which now require the use of
film.”

Precise dates are carefully guarded
by RCA, but Dr. E. W, Engstrom, ex-
ecutive v.p. heading up research and
engineering. told sroxsor that he ex-
pects the field testing to start this
spring and be completed before fall.
“Assuming favorable outcome of the
field tests.” he said. “the industry
might look forward to having commer-
cial application~ available in 1956.”
This is the official conservative view.
There is reaszon to believe that RCA is
shooting for ~ome form of commerecial
eperation by the beginning of 1956.

Bing Crosby Eunterprises: Only a
few minor problems remain in con-
nection with tv applications, according
to Joseph Hinds. Eastern manager of
the electronics division. The solutions
have already been found. and will be
incorporated in the redesign of the
experimental unit in Los Augeles. Re-
packaging. or cirenit simplification for
purposes of control and maintenance,
must alo be worked out for commer-
cial use. While unwilling to set a spe-
cific target date, BCE contends it is
ahead of RCA in developmental work
and predicts it will not be bheaten to
market. BCE has already delivered a
it to Westinghouse. at a rumored
price of $150.000. for use in conjunc-
tion with the Air Forces. Spokesmen
~ay some $500.000 in contracts are ex-
pected soon.

BCE actually is working on two tape
systems.  The one =old to Westing-
house is similar in principle to RCA’s,
and the company considers it excellemt
as a military instrument. The other
system is specifically geared to tv. and
follows design principles radically dif-
ferent from those of RCA. (For com-
parison of the two systems see SPON-
soR. 30 November 1953.)

End of kines: The present kinescop-

ing svstem may become obsolescent.
Both RCA and BCE will aim their first
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WAL

Slaliow . . .

When you buy a market, you're en-
titled to the complete market  not just
a couple of countics. That's why more
major advertisers choose KOIN-TV. ..
Portland, Oregon’s only maximum
power station.

Only KOIN-TV gives you the full
35.000 squarc mile /icart of the Pacific
Northwest . . . 30 prosperous counties
of Orcgon and Southern Washington.
KOIN-TV has the highest tower—
1.530 feet above average terrain—
backed by maximum power of 100,000
watts on Channel 6.

No other television station or com-
bination of stations—in fact no other
advertising buy in the arca can dupli-
cate this complete sales coverage. Write
or phone for complcte availabilitics.
Or contact your ncarcst CBS Tele-
vision Spot Sales office.

IOOLM‘U

KOIN-TV \T

porTiand, orecon CHANNEL 6

CENTRALIA @
CHEHALIS @

P oy

LONGYIEW @

' / ¢ VANCOUVER ®
"7 s MooD Rives @ THE DALLES
3 PORTLAND
. OREGON CITVY
o @ canB Y
8 TILLAMOOK
© SALEM
oN
A4 ® aLBaNy OREG
4 ® ® CORVALLIS
g NEWPORT
2
&
Z ® EUGENE
%
The BIG
®
Mr. Six

in the West!

¥y

Represented Nationally by CBS Television Spot Sales

21 MARCH 1955

75



ROMERO
CAPTURES
PITTSBURGH
... 68.9%

OF THE
AUDIENCE

ARB rates Cesar Romero's new

TV show, PASSPORT TO DANGER,

a slightly phenomenal 43.3 in
Pittsburgh. Share-of-audience:
68.9%. And look at these other ARB*

ratings and shares:

Milwaukee—34.3-64.6G;
Cincinnati—18.1--36.7¢,
San Francisco—15.1-—-75.5¢;
Jacksonville—-37.0—-86.7

Romero really delivers the audience.
Get him while he's ‘‘hot”’!

*Jan. 1955

CESAR ROMERO, starring in...

“roduced by
Hal Roach, Jr,

Wite O{"
voGt!
€ TAG
ABC FILM

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

CHICACO « ATLANIA = HOLLYWOOD - DALLAS
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~ales programs at the kine market. Step
nunber one for RCA will he Wext
Coast installation for nmmediate solu-
tion of playback problems in connec-
tion with East Coast-originated shows,

At the present time kinescoping i~
handled in two wavs: (1) The network
films the live show from a monitor.
then ships prints to stations on the ad-
vertisers hneup that cannot carry the
show at the scheduled time; these are
plaved at later dates. (2) Stations
across the country make “hot kines,”
film recordings off the line that are
speedily developed for playback within
a few hours.

Tape solves the problem readily. No
processing of any kind isx necessary.
As with audio tape. the recording is
ready for playvback the moment the
show is over. This means that in many
cases “prints” need not be made at
point of origination. Keyv network sta-
tions in a few cities have but to record
off the cable and feed other stations in
their time Dbelts, Technically. there-
fore, there will be no reason why a
program cannot be aired in the same
time slot across the country.

With equipment of all stations years
hence, complete elimination of time
change headaches will be at hand. The
individual station will be able to tape
any show for playback at any time. as
1= done now with audio tape.

Networks, too, may be able to tape
all shows throughout the dav for de-
laved Droadcast to the various time
zones. In radio this was pioneered by
ABC in an effort to prevent the sched-
ule havoc wrought by shifts from
Standard to Dayhght Saving Time and
vice-versa.

Llquipping a station will be no tri-
fling matter. BCE’< current estimate
is about $00,000 for an average black-
and-white installation  with a color
unit to be added when desired. RCA
1~ not ready to talk figures.

Since tapes ean be reused many
BCE ha~ recorded 25 times on
one strip with no quality loss  Kine

tines

recording costs <honld be fairly lTow.
RCA estimates that black-and-white re-
cording should run about 207¢ that of
film. color about 5¢ of film. assunnng
that the tape ix used mamy times. A\
half-hour show in color, using quarter-
inch tape (RCA now usex hall-inch).
is ficured Iy RCA at about $20.00. A
recent BCE color recording was fig-
ured at $286.00.

Will tape dominate? Temptation
will e strong to put all shows on tape,

sayv producers. Reason is expected
ability to combine advantages of live
performance with perfection of film:

You can xee
what your scene looks like immediately
after rewinding tape. If =satisfactory.
it 1= there. you don’t have to “print”
it. 1 un=atisfactory. yvou can erase and

e [nstant plavback.

reshoot at once.

e Time pressure eliminated. Con-
stant live show headache is control of
program length to meet exacting net-
work requirement~. With completed
tape on hand, director can simply snip
out pieces here and there if show is
over-long.

e Synchronous track. Editing on the
~pol becomes a =imple matter because
of perfect «ynchronization of track and
picture. Director does not have to
worry about throwing sound and im-
age out of sync. need only manipulate
a pair of scissors.

e Continuity of performance. Pro-
ducers are excited by prospect of cap-
turing whole performances on tape.
Savs CBS” Bob Milford: “The actor
will be able to carry through his role
as an integrated performance. as in
live production. This should be a tve-
mendous advantage which can only ac-
crue to the benefit of show quality.”

o Live-tape combinations: Use of
recorded inserts in live dramatic shows
may be expected to increase. Film in-
serts are common now. Speed and
economy of tape shooting will give pro-
ducers freer hand to enrich live pro-
duetions with movie-type zequences.

o Schedule flexibility : With tape it
is no longer necessary to keep talent
on hand for entire production period.
If necessary, vou can record separate
sections at different periods of time
when performers are available. Simply
splicing sections together will give vou
a complete show. Widely varied use of
audio tape suggests parallel applica-
tion in video.

Live standards uap. Tien sliows
which remain live are expected to in-
prove. llerhert Bayard Swope. Jr., an
excentive producer at NBC who pro-
duced the RCA color tape demonstra-
tion ~lrow. feels that tape will bring
about an incredible improvement in
standards for the public.”
allows you to see and study the show
before it coes on. In effect, savs Swope,
tape “gives the director another eye.”

Anditions  will be  affcted.  ABC
Prog. Prod. Mgr. Charles Mortimer
enthnses over tape’s ability to permit

ve

Reason: 1t
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DASHING ?

INDIANA
OHIO

ILLINO%

This is WAVE.TV's caverage -
area, based on engineering "™
studies ond mail respanse.

KENTUCKY

i
= e

biggest TV audience in Kentucky and

Southern Indiana, use your head —

prop a telephone against it and...

CALL YOUR REGIONAL DISTRIBUTORS !

Go ahead, talk with your jobber in

Louisville . . .

. . . then in Evansville (101 air miles)
. . . then in Lexington (78 air miles)

Ask each, “What TV stations do you and your
neighbors prefer?”

The calls will cost a few bucks, but you'll have the

facts . . . and you can relax again!

WAVE-TV

CHANNEL 3 LOUISVILLE

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

‘Niﬁ.’]' SPOT SALES
Exclusive National Representatives
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an nerease in the number of o cam-
era’ auditions. simplyv because of ease
and time savings. as well as low cost.

Filmm versus tape: Some il produc-
ers have given lhittle thought to tape.
some are =keptical about its ability to
compele with film. but others, like Hi
Brown, maintain that tape’s economy
and convenience make it filnr’s inevita-
ble replacement.

Tape’s pioneers leave no question of
their final aim.  “In its ultimately de-
veloped state VIR can replace any
photographic motion picture method,™

declared BCIE Chief Engineer John 7.
Mullen a vear and a half ago. And
“electronic photography™ i~ how Sar-
nofl describes the new recording tech-
nique.

Here are the advantages cited by
producers which give tape the edge
over filin in the long run:

1. No labs or processing. Biggest
headache in filming, sav producers, ix
waiting for labs to process and print.
Al this disappears with tape. Only
post-production processing needed is
dubbing of “prints.” Instead of wait-
ing week for the finished product. vou

WICHITA”

G SURVEY

* “‘The Wichito Television Audience’” —
An ARB Metropolitan Areo Report, Jonuory 1955,

KTVH leads with ARB /
7 out oF 10

Leading Film Shows

AREON KTVH

7 out of 10

Leading Network Shows

ARE ON KTVH

Pulse Report, November 1954, also
wives KTV credit for being the lead-
ing telesision station in the arca with
10 out of 10 leading film shows, and
10 out of 10 leading network shows.,

The arca Pulse and the ARB in Wichita
prove what Windy has heen saying
“KTVIE does the job in Wichita and
provides a bonns arca of 14 other im-
portant communities.”

WINDY SAYS, “BUY KTVH AND COVER CENTRAL KANSAS.”

VHF 240,000 WATTS
KTVH, pioneer stotion in rich
Centrol Konsos, serves more
thon 14 importont commuaities
besides Wichito. Moin office
ond studios in Hutchinson; of-
fice and studio in Wichita (Ho-
tel Lossen). Howord O, Peter:
son, Generol Manoger.

CHANNEL I 2
CBS BASIC - DUMONT
Represented Notionolly
by H-R Representatives, Inc.
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walk out of the studio with it.

2. Instant “rushes.” You don’t have
to wait for rushes to sce what vou
have. Says the head of new program.
ing developments for a top 10 agency:
“You have the people there for retakes.
You don’t have to reschedule shooting,
hoping that cast and crew will be avail-
able when you are and studio time is
available.”

3. Editing ease. I'ilm requires spe-
cial editing techniques. involves skilled
speciailists,  For the average produc-
tion, sav tape advocates, the director
can do the job alone since everything
will be on one piece of tape and svn-
chronized. Herlert Bayard Swope, Jr.
expects a trend toward greater use of
live tv cutting techniques. In a live
show, the director selects shots while
the program is on the air, cutting is
“instantaneous.” By utilizing three tv
cameras, says Swope, vou have what
amounts to a live setup. You can cut
via the control board as you tape the
show, obtaining editing eflects, along
with board wipes, dissolves and fades
without getting involved at all in film
editing problems.

Swope envisages the possibility of
utilizing three tapes running simul-
taneously, one for each camera, plus a
fourth recording the composite picture.
In this even film-like editing techniques
might then be employed to improve the
show. since unsatisfactory shots could
be removed and replaced with others
already recorded.

Filmmmakers, however. caution that
svnchronousx tape lnits editing to the
simple operations. Film editing’s great
flexibility. they poiut out, stems from
the use of =eparate round track.

5. Time savings. Total production
time can he cut down to a dav if nec.
essary. perhaps hours. This is of espe-
cial significance where commereials are
concerned. “Sometimes a client does
not formulate his thinking exactly until
late in a project,” reflects Lennen &
Newell v.p. and general manager Frank
Barton, “Or for some nnavoidable rea-
son hie mayv change his mind after pro-
duction has started. When you work
within the inflexible lmits sct by dates.
any changes produce headaches. With
tape it should be theoreticall possible
to work practically np to the last min-
ute if need be.”

The real time savings results from
the elimination of processing. No long-
er will you have to wait as long for
prints, opines Robert Wall. commer-
cial manager of the r-tv department of

SPONSOR




The mazxe —of details involved 1 expert film processing presents no problem at Preci-
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly
to keep performance at the highest possible level. Precision-processed film is recognized by
mdustry leaders—producers, directors, cameramen—as the finest in the field.

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

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

AOGEGEE

x.
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A division of J. A. Maurer, Ine.
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Harry B. Cohen. On the program level,
. prog ;
adds Transfilm's Lowendahl. this may
imohe savings of several weeks at a
time.

6. Over-all economy. i Brown ex-
pects to cut |u()(lu<'linn costs about
o
)“ .

preciselv. but there is universal expec-

Other~ are unwilling to estimate

tation that costs will be lowered. These
are the factors:
~stock costs. =ince tape can be re-used

no lab costs: small raw

andd no work-prints are needed: re-
duced ~tudio time as <hooting gets sim-
pler. One producer estimates that ~ince
tape recording will resenible live pro-

WHLI

“jle /Ouéie 7 rouveas:
ONE sTATION— WHLI

duction a fair compari~on would be
between doing a show on film and
doing it live: ordinarily. he savs. this
nieans approximately 257¢ less expense
for live tv.

OQuestioning roices: Not all think
tape will deliver as elaimed. I am not
convinced that tape will change our
operation markedly,” savz D-I.3 film
commercial producer Robert Johnson.
For all its advantages. he maintains.
tape is limited to what the tv system
can deliver.
omies disappear the monent you get

Its convenience and econ-

“THE VOICE
OF LONG ISLAND"

pendent station!

DOMINATES LISTENING
...in the Major Long Island Market

Morning  Afternoon
Latest Network A’ 20 21
“PU LSE“ NefWOI’k “B” 9 ]2
Network “C*’ 9 7
Report Ind. Station (N. Y. C.) 7 9
Network "D’ 9 é
All Others 15 17

- e DEEaE e ESESE eSO S EE Y E @GN NN EE D EEEO @B E

Onc Station — WHL| — has a larger daytime audience

in the Major Long Island Market than any network or inde-

WHLI
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HEMPSTEAD
LONG ISLAND, N. VY,
Paul Godofsky,

Pres

Represented by Rambeau

into highly complex effectz. These still
require painstaking production tech-
miques if top quality is to he achieved.

s alihity
to handle certain opticals. Standard
wipes, dissohes, fades can be handled
electronicallv, but what about the in-
volved super-imposition. the special ef-
fect requiring five strips of film, ani-
mation?

Movie men question tape’

Motion Picture Stages head. Charles
Vetter, Jr. doesn’t think that live tech-
niques can ever give vou the precision
and polish of film. Nor do the much-
vaunted savings in lab costs impres<
him, since, so far as conunercials are
concerned. they seldom exceed $150-
200 for the average job. he maintain~.

A practical concern i~ voiced by
Filmwright Productions president Max
Glandbard. " \=<uming that tape is the
coming thing.” he savs. “what do we
do in the transition period? Before all
stations are equipped. do we <hoot on
film or tape? Or do we shoot on both?
Can we dub from one to the other?
\nd what do we do if =ome station=
have RC\ and others Croshy equip-
ment? They use different principles of
recording and run at different speeds.
so thev are probably not compatible.”

This raises a question that will be
much in the fore in the years ahead.
Both RCA and BCE are going ahead
with their incompatible syvstems. Sta-
tions will have to purchase one or the
other. The competitive battle will be
keen.

Problem of editing tape wa- raised
by many of sunnceved.  BCE
claims that it has perfected editing
equipment which allows vou to look at
equivalent of a single frame at a time
and listen to the svnchronized sound.

those

Control of a future giant industry
may be at stake. \lthough BCE has no
formal network alliliation ax RC\ hax
with NBC. it i~ reliably reported that a
rival network is lending it a coopera-
tive hand. making costly facilities
available for experimentation.

Film or recording? Should taping
be classified as movie making or as re-
cording? ls it in the category of film
or television? Some predict fierce
strugeles between NABET and TATSE
for jurisdiction. A\t the present time ty
cameramen Dbelong to NABIET. motion
picture cameramen to IATSE. The
same  problem exists with  property
men and the like. Valuable jobs are at
stake. How it will all turn out, no one

knows today. x K *
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How BIG

You've Grown!

You bet. Just six short years ago you couldn’t have found a single television
set in all of Northern California. Now, there are well over a million, with

the number growing every day.

Put it another way —more than 75%, of all homes in Northern California
are now enjoying television entertainment. And you can reach them all

with one medium if you place your sales message on TV.

Your first choice in Northern California is KRON-TV, which gives you

the best and most complete coverage over the greatest area.

AFFILIATED WITH THE S. F. CHRONICLE
AND THE NBC-TV NETWORK ON CHANNEL

No. 3 in the series, “What Every Time Buyer Should Know About KRON-TV"
Represented Nationally by Free & Peters, Inc.
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NOW A buy that, makes sense!

Negro Radio South delivers these markets:

* Houston — KCOH
« New Orleans— WMRY
¢ Ft. Worth-Dallas — KNOK

(Formerly KWBC()

Negro Radio South brings you:

® A COMBINED NEGRO POPULATION OF 1,200,620
®© A COMBINED TOTAL POPULATION OF 5,469,194
® A COMBINED BUYING POWER OF $8,417,698,000

Represented Nationally by:

Gill-Perna, Inc.
Lee F. O'Connell for West Coast

{Sources: U. S. Deportment of Commerce 1950
Census and 1954 Survey of Buying Power.}
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IN INLAND CALIFORNIA (AND WESTERN NEVADA)

DELIVERS MORE

FOR THE MONEY 3/
| /\ 3 xoan

KFBK o SACRAMENTO

KKERN o sAkersriewd

T.hese five inland. radio stations, purchased_ as a unit, /\/\C/ CLATCH y

give you more listeners than any competitive com-
bination of local stations. .. and in Inland California

more listeners than the 2 leading San Francisco QOA ; N6
stations and the 3 leading Los Angeles stations com- 8 D CAST,
bined . . . and at the lowest cost per thousand!
(SAMS and SR&D) P MPA Ny
In this independent inland area — separated from (_/O '
the Coast by mountains — the Beeline taps a net
effective buying income of nearly $4 billion. (Sales AL ARG BRGSO LA LS
Management’s 1954 Copyrighted Survey) Pauvl H. Raymer Ca., Notianal Representative
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SCHWEPPES

1Continued from page 33)

wias how to comvinee old and new cus-
tomers that the quality of Schweppes
product~  was unchanged despite a
change in label and a reduction in
price then possible from 15¢ to S0¢
a bottle for the Quinine Water down to

18¢ a bottle for the domestic product.

In conferences between Al Steele,
pre~sident of Pepsi-Cola, which has the
franchise for the American market,
and David Ogilvy, president of Ogil.

vy. Benson & Mather, it was decided
to present the facts in a straightfor-
ward and interesting manner.

The basic story was that the same
seerel “elixir,” or concentrate, for the
Quinine Water would now be shipped
over from England and the Schwep-
pervescence added here when it was
bottled. How to explain the price re-
duction for the domestic product? The
initial print and radio copy told it
straight:

“And now that Schweppes have giv-
en up the extravagant practice of trans-

HIGHEST
POWERED STATION
on the (BS Network'

\

SCRANTON
WILKES BARRE,
HAZELTON

PA

NATION’S

287"

SOON 1,000,000 WATTS.. . to better cover the
all UHF Scranton, Wilkes-Barre, Hazleton
arca, the nation’s 28th market.

BETTER PROGRAMMING .. .all of the top CBS

shows are on WGBI-TV.

LARGER AUDIENCES ... Pulse reports a steady
gain in share of audicence...shows WGBI-
TV with the largest number of viewers for
any one time period of any station in the

area. *¥##

MORE POWER.. Ratings are up...hut costs are
still low. Now is the time to buy WGBI-TV.
Establish your TV franchise in the all UHF

Talk to your

BLAIR-TV
man today

Northeastern Pennsylvania market.
Y

* CP granted February 1955

** '54 Sales Management —tatal of twa metropolitan city areas

*** Nav. Telepulse repart
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porting heavy bottles across 3.000
miles of Atlantic Ocean. you can buy
their Quinine Water for little more
than ordinary mixes at your favorite
retail store.”

In seeking a dramatic illustration for
the story told by the first ads and ra-
dio commercialx. it was again decided
to give the facts. This was the way
Commander Whitehead came into the
picture, reluctantly as far as the in-
jection of his personality into the cam-
paign as its chief character was con-
cerned.

The Commander, head of the
Schweppes international export oper-
ation. had in fact come to the United
States to work with the Schweppes and
I’epsi-Cola executives and chemists to
sce that, as the copy =aid, “every drop
of Schweppes Quinine Water Lottled
here has the original flavor which has
made it the essential mixed for an
authentic Gin-and-Tonic all over the
world.”

Commander Whitchead was per-
suaded to pose getting ofl a BOAC
plane. The headline in the print copy
and the main theme of the first radio
copy was “The man from Schweppes
arrives!” Thux was the now-famous
Schweppes campaign born.

The campaign was an immediate
success,  Consumer demand for
Schweppes Quinine Water was com-
municated quickly by retailers whose
customers asked for it. Distribution
and sales increased rapidly.

It also hecame apparent quickly that
the distinguished figure of Command-
er Whitchead with his beard had
caught the public fancy. He was per-
suaded to pose for a whole series of
ads.

The reaction to the radio commer-
cials was similar and equally marked.

Since then two other companion
products. Schweppes Ginger Ale and
Schweppes Club Soda. have been in
troduced. According to Pepsi reports,
the quality and aristocracy connota-
tions of the Quinine Water campaign
are automatically being associated with
the uewer products.

While the Qninine Water at present
enjoys peak sales in the summertime
in the growing Gin-and-Tonic market.
the entry of Ginger Ale and Club Soda
gives bottlers a vear-round business.

The same basic {format for print and
radio is being extended 1o the adver-
tising for Ginger Ale and Club Soda.
This also means that Schweppes radio
schedules will tend to spread ont over

SPONSOR
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What do vou lock for when you buy Chicago
radio” You begin, naturally, with blanket
coverage and strong rating story.

WMAQ's kind of coverage and ratings.

But then vou look for the added valies — the
special individual ways in which a station

¢an do a bigger job for advertisers. And WMAQ
gives advertisers a greater sum of extra values

than any other radio station in Chicago:

e More than 10 important awards during the
past five years alone — vivid evidence of
WMAQ’s pre-eminent position in broadcasting
and advertising.

e Program personalities of proven audience
appeal in every category of popular
programming.

o A first team of erack news reporters whose
names are household words far beyvond

their own Middle West,

e A proud record of long-time sponsors who
have been successfully selling their goods
and services on WMAaQ for as long as 19 years.
e A 30-year record of service to public and
advertisers — the longest-established

Chicago station.

e Finally, a management whose keynote is:

THE PAY-OFF IS AT
THE POINT OF SALE

And the application:

the most complete and active merchandising
service in all Chicago radio, featuring the
spectacular “Chain Lightuing”* plan.

By any accounting, wMAQ's sum of added
values means money-in-the-bank for every
WMAQ advertiser,

50,000 WATTS CLEAR CHANNEL g

E RADIO IN CHICAGO

4 aservice of @

REPRESENTED BY NBC SPOT SALES

*¥A service mark of NBC




WREX-TV

delivers Audiences in 94%
of the time periods

WREX-TV
Ist in 466 —V4 hr. periods

STATION B

Ist in 27 time periods

Survey by
PULSE, INC.

3

All 15 TOP once a week
programs are on WREX.TV

9 of 10 TOP multi-week
programs are on WREX-TV

Over 250,000 TV Sets in this
BILLION DOLLAR — 7.CITY
sales area with a population
of well over 1,000,000

ROCKFORDCCILLINOIS

§{>

B
- &

channell

s ABC

represented by
H-R TELEVISION, INC,

WREX-TV |
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the vear rather than be concentrated
only during the lot weather.

At the beginning of the campaign
two years ago. everybody concerned
thought it wa~ an excellent campaign.
Few had any idea of the extent to
which it would penetrate and build
Commander Whitehead quickly into a
celebrity. Two years ago he was a dix-
tinguished looking man with a beard.

Todav he cannot go for a walk in
the street. inte a restaurant. an air-
line or ratlroad station without being
recognized. DP’eople come over to him.
shake hands and greet him cordially
as though he were an old friend: many
of them say. “How do you do, Mr.
Schweppes. I've <cen you in the ad-
vertising and on radio and television.
You certainhy have the most distin-
guished beard. And I am one of your
best Sehweppes customers!”

Many, especially the younger set, be-
seige him for autographs. Al of this
takes extra thme and energy from the
busy Schweppes executive who also has
the title of President of Schweppes
(USA) Lid.

Whitehead appears to have every at-
tribute of the exploitable personality.
Shortly after the advertising campaign
got under way. he received numerous
s itations to be a guest on televizion
and radio shows, including Bob Hope’s
show among many others. Life has
devated a picture story to him. In the
past 13 months he las appeared on at
least 60 radio and television shows and
has been written up by columnists and
in feature newspaper slories.

Last fall when Commander White-
head was in celebrity-filled Hollywood.
stars of the stature of Gary Cooper
askhed for his autograph. One com-
mented: “You are undoubtedly the
most famous Englishman in America.”

On radio: Commander Whitehead’s
clegant radio manner stands at vari-
anee with frequent practice in the me-
dium. The Ogilvy, Benson and Mather
ageney rejects the chierished view that
vouve got to “rock ‘em and sock “em.”
prefers to treat its radio audience as
adult human beings. Here are the
highpoints of the radio approach us-
ing commercials performed by Com-
mander Whitehead a< outlined by v.p.
Toward Connell, who heads up radio
and tv:

1. Most manufacturers are too stuf-
fv. treat the prodnet out of all propor-

tion to it~ actual importance in life of
the consumer, Too many commereials

tend to talk about the item as though
it “represents the second coming of
Christ.”  Schweppes commercials. on
the other hand. start from the premise
that it ix only a drink that is involved,
nothing realy vital.

2. People are grateful for the “soft”
approach. The “Get it today!™ shout
of too many commercials is ridiculous.
Schweppes even suggests vou don't
harry. that the product will be there
when you are good and ready.

3. British dietion is a great atten-
tion-getter,  You are likely to stay with
the commercial =imply to find out what
it’= all about. **The listener has to
make an effort to understand the mes.
<age. There is a lively listener col-
laboration. As a result. he gets the
message, and. we hope. remembers it.”

4. Voice and manner happily com-
bine to <uggest the aristocratic charac-
ter of the drink, which is precisely
what the company is after.

5. The Commander’s radio person-
ality does not clash with the image on
the printed page. seems rather to evoke
a similar tmage in the listener.

True. the beard does not survive the
shift to the kilocyeles. At the begin-
ning, air-copy did refer to it, but ref-
erences declined in importance after it
was noted that the radio personality
was getting across even in those areas
where visual representations were few.

What of the problem of understand-
ing the Britisher? Are there not many
listeners who might find his urbanity
and vocabulary merely perplexing?
Yes, says Connell: —but it doesn’t mat-
ter at all

The reason: the average listener is
intrigued.  He may not understand
every word =aid. but he does carry
away a feeling of class about the prod-
uct. This 15 what is important, Con-
nell feels. even if the histener can’t give
von a “playback.”

Whitehead s effectiveness arises basi-
cally from his ability to make an im-
pression far stronger than that of the
nsual selling voice. “You are either a
fan of hi~. or you hate him. In either
caze, lie has made an impression on
you.”

FFor this reason, goes the argument,
vou are ahmost foreed to listen. Moxt
listeners like him.

Essence  of  snob-appeal:  The
Schweppes ad approach stems from a
popular conviction that a primary
Ameriean ambition is to climb the so-
cial ladder. “Inherent in all of us,”

SPONSOR




“A new station for HPL!”

March 14: WGAR, CBS Radio’s 50,000-watt affiliate in Cleveland
(the nation’s ninth market in total retail sales) becomes the

14th major-market station to carry *‘the most sales-effective

participating program in all broadcasting.” This coupling of HTPL

with WGAR is an especially happy one for advertisers because

i1t combines the tremendous pulling power of Cleveland’s foremost

radio station (WGAR has Cleveland’s biggest average share of

audience) and a complete HPL program service that gets

results every time...everywhere it sells! Now vou can buy HPL

)/

participations on any one, any combination, or all of 14 of \

a—— WGAR-CLEVELAND

N

the nation’s biggest stations. See about your reservations now.

WEEI-BOSTON |

WBT-CHARLOTTE

/4

WBBM-CHICAGO

THE PAUL GIBSON SHOW

/
/4
Z

)
ATV

WCCO-MINNEAPOLIS

o

WCBS-NEW YORK

WCAU-PHILADELPHIA

WRVA-RICHMOND

KMOX-ST. LOUIS

LMES TAYLOR
prector

‘ " KSL-SALT LAKE CITY

KCBS-SAN FRANCISCO

KIRO-SEATTLE

WTOP-WASHINGTON, D.C.

THE HOUSEWIVES’
PROTECTIVE LEAGUE
485 Madison Avenue, New York:

PlLaza 1-:2345

Columbia Square, Los Angeles
HOIIywogd 9-1212

WGAR is represented by
Henry 1. Christal Company.

HPL on all other

stations is represented by
GBS Radin et Seian




COVER

NORTH
CAROLINA’S

Rich.Growing

“GOLDEN
TRIANGLE"

TELEVISION
CHANNEL 12

a 24-county market with

Population of 1,303,700

(Sales Management 1954
Survey of Buying Power)

NOW SHOWING!—ALL NBC COLOR SHOWS

JUBE

Interconnected
Television Affiliate

National Representative:

The Headley-Reed Company
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Frank Johnsou. “is the de-
sire for «elf-improvement.”

savs a, e

“Who i~ without ~ome degree of in-
feriority complex?” he asks. Most of
us want the approval of others. want to
feel we are doing the right thing.”

In the Schweppes campaign these
views  find  concentrated  expression.
Where other companies also try to sell
the idea of qnality through association
with places and persons of wealth,
Schweppes takes the technique a step
further by trying to drive home the
idea of aristocracy. It is done by sug-
gesting that “quality persons™ use it
habituallv, that it is therefore a good
product, socially acceptable, and smart
for vou to imitate them. The effort,
i a sense. is to increase usage by
spreading it from the top down.

Whiteliead's air personality fits the
pattern perfectly, says Johnson, since
it appears that the English voice car-
ries with it an element of social status.
We tend. he feels. to associate the Brit-
ish accent with the aristocratie.

Copywriter Reva Fine, who doesx
botl print and radio, under supervi-
ston of copy chief Judson Irish. delib-
crately aims to achieve the elegant
tone. “1 aim for an aristocratic feel-
ing. of class. high fashion, try to cap-
ture the distinctive and distinguished.”

The “class approach lends itsell in
this case to wit and lightness, and is
based. Miss Fine points out. on the
personality of the Commander. It 1s
his own charni. mtelligence and sense
of humor. which are reflected in the
copy. she feels, since the copy only at-
temipts to capture the Commander’s
most attractive features,

First announcements,
ever, plaved down the lLightness and
humor. were in fact fairly straight.
The impression was similar to what

radio how-

might he expected from actor George
Satders delivering a wine commercial.
Reason for the straight pitch was the
newness of the personality.  Listeners.
it was felt. had to be exposed 1o the
Commander long enough to get to
know hinr as a personalitv. Onee ihe
simple  problem of identification ix
licked, the ageney feels, von begin o
benefit from  the trickier announce-
ments,

Radio annommcements are partially
adaptations of print copy and original
creations for the anral medium. Soon-
er or later most of the print situations
are dramatized. One of the nost popr-
lar tmvolves a barber with a French
accent:

Barber: Commander Whitchead . . .
you sent for me?

Commander: Monsieur Charles! You
are a prince among barbers to
come to my suite.

Barber: But the famous beard must
be trimmed . . . and the man [rom
SCHHWEPPES is a busy man.

Commander: Busy introducing an
emperor to America.

Barber: An emperor?

Commander: 1 refer, to the emperor
of all the ginger ales . . . I tell
vou. Charles. it is simply .. | how
shall T say it?

Charles: Buoyant?

Commander: Oh, buoyant!

Charles: And drv?

Commander: Oh, very dry!

Charles: It sparkles, n'est-ce pas?

Commander:  The Schwepperves-
cence. yes. that lasts the whole
drink through. The pure ginger
essence is imported from Eng-
land . .. gives it that true ginger-y
flavor which children and grown
ups adore,

Charles: I am persuaded, (ete.)

Other current ad situations find the
Commander chatting with a cabbie.
being interviewed by a reporter, talk-
ing to members of the audience on the
telephone. Aristocrat and commoner.

How long the Commander can con-
tinue to expound on the airwaves is
open to question. “There is a magic
in his voice.” worries Howard Connell.
“but that magic mav be perishable.”
The problem: How long can a novel
device be used belore it wears out its
welcome?

Till now, there has been no serious
concern, since Schweppes is still in the
market development stage of its Amer-
ican experience. The problem has been
more how to get a footing in specific
markets than how to hiold then.

A big unknown is tv. The addition
of sight and movement, the agency be-
heves. will mean a tremendous boost
for the popularity of the bearded
Whitehead, especially because he is a
“natural” performer. But thinking has
not elarified yet on the exact nature of
Whether it will be
possible merelv to duplicate existing

the commerecials.

radio or magazine concepts, or wheth-
er entirch new directions will have to
be explored no one is ready to sav as
vel.

There scems to be agreentent only
that tv will offer new opportunities to
build  Schweppes into a major soft

drink Tronse. * ok ok
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MONDAY-FRIDAY

 YOU MIGHT BROAD JUMP 26" 8V, —

IBBUT ... YOU NEED WKZO RADIO

PULSE REPORT —100% YARDSTICK
KALAMAZOO TRADING AREA — FEBRUARY, 1953

6 am.-12 noon | 12 noon-6 p.m. | © p.m.-mdnight
WKZO 59% () 599, 489,
B 21 14 23
C 5 (o) 4 b
D 4 4 4
T E 3 4 7
MISC. 9 14 12

(a) Does not broadcast for complete six-hour period and the
share of audience is unadjusted for this situation.

Ghe Jelyor Slalions

WKZO — KALAMAZOO

WKZO-TY — GRAND RAPIDS-KALAMAZOO

WJEF — GRAND RAPIDS

WJEF.-FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA
KOLN-TY — LINCOLN, NEBRASKA

Associated with

WNMBD — PEORIA. tILLINOIS

TO COVER GROUND
IN WESTERN MICHIGAN!

If you “look before you leap™ in your Western Michigan
time-buying, you'll choose WKZO0, Kalamazoo-—5000 watts

... CBs.

Nielsen credits WKZO with 181.29 more daytime hoines
than Station B. Pulse figures, left, show that WKZO gets
more than twice as many listeners as Station B. morning,
afternoon and night!

Let your Avery-Knodel man give you the whole WKZO story.

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

*Jesse Queens set this world's record at Ann Arbor, Michigan, in 1935.
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B&GM TV TEST

(Continued [rom page 15)

the past two weeks. We never had any
hefore for BEM. The demand was not
great enough to justify any space. Now
the grocers are more interested and
believe me they don’t give you the
space for love.”
Nigns of success: These were some
other indications of what’s happening
throughout the 100-mile radius of the
B&M v test area:

e Schultz Bros. in Sheboygan, Wis,
60 miles from Green Bay where the
test tv station (WBAY-TV) is located,
satrd:  “We are now experiencing a
rapid movement of B&M beans.” The
jobber’s records showed about twice
as many heans had been shipped in
February '35 as in February 5.1
(Commented Marvin Bower: “When a

~wholesaler doubles his sales in a few

weeks, that's terrific.”’)

e The wholesaler in  Wisconsin
Rapids, 100 miles west of Green Bay,
bought 10 dozen cans of B&M brown
bread during the last two wecks of
February. He had never before pur-
chased any of the brown bread which
i now being pushed on tv with the
heans.

¢ Throughout the test area there
were indications that the brown hread
was  begiming to  develop momen-
tum. (Sales of brown bread for the
last two weeks of February 1955 came
to 210 dozen cans. None were sold the
same period last year.)

In a Menominee, Mich., super
market (50 miles north of Green Bay)
the stock hoy stated: “B&M used to be
an ordinary mover. Now 1 can’t keep
the shelves full enough.”

e Grocers throughout the area,
despite indications the campaign was
begiming to take hold, warned: “Your
high price can hold back sales. The
woman coming in to the store is still
going to be tempted to take Puritan
beans mnmless vour advertising has
really sold her. The pots look the
same from the outside so many will
wonder why they should pay 6e more.”
Commerceials: Ty make sure the
housewife is really sold on B&M as the
only quality oven-baked bean. WBAY-
TV, has turned to a testimonial com-
mercial  technique.  The station has

-~ been given anthority by B&M's W. G.

Northgraves and the agency, BBDO),
Boston, to build commercials especially
designed for the market.

Capt, Hal O’Halloran. station per-
sonality who conducts a late-afternoon
kid show. does most of the selling.
armed statements  from  house-
the area. It's felt that the
statements of women in the region on
the quality and unique flavor of the
product will help to establish a rea~on
for paying the extra price.

This is the technique WBAY-TV is
using to gather testimonials.

Ward Gage, one of the station’s six
account service men, has traveled Test
Area A (see map) thus far, giving out
samples of the beans and brown bread.
He calls on the various
cities and towns, asks for names of
women who are community leaders
(directors of the art club, PTA presi-
dents). He then visits these women in
their homes, leaving the samples and
a questionnaire behind. Of two dozen
women sampled, only one failed to
matl back the questiomnaire. Virtually
all comments were highly favorable.
(But said one woman: “Next time why
not give out canned lobster.”)

In the next few weeks Ward Gage
will travel Test Area B to gather more
testimonials. (Area B 1s 50-100 niles
from Green Bay. Area A is the 50-mile
circle around Green Bav. Both areas
are shown i the map on page 45.)
Though it’s far too early to determine
how the effect of tv varies on the basis
of distance from the station, it’s inter-
esting to note that in the last half of
Februarv only Area B sales showed a
gain. Area A sales were 465 dozen
cans in 55 compared with 475 dozen
last year. Sales tn Area B were 265
dozen cans compared with 100 dozen
m the previous year. The incrvease for
Areas A and B combined. therefore,
comes from B’s steep jump.

In addition to testimonials, Capt.
Hal's commercials stress the idea of a
television supper. “Take those good
B&M and some warm brown
bread out on a plate and the whole
familv can sit in the living room and
watch television,” Capt. Hal tells his
viewers.

One of the major efforts of the
campaign is to link eating of the hrown
bread with the heans. As mentioned
above. brown bread (B&M’s molasses-
flavored bread selling at 17¢ a can)
has been a particularly poor seller in
the region. It’s hoped that related
selling of the Dbeans and bread will
increase  hrown bread sales and
distribution.

FFuture fihn commercials [eatnring
Capt. Ilal will show him with house-

with
wihves in

grocers in

heans
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;\V APPROACH. OLD PROBLEM . . .

b, with its outstanding educational system, ranks first in the mation in
cy rate. New teaching methods, such as television, are effectively utilized

wa classes.

a TV Schooltime” on WOI-TV is a part of the regular curriculum in
I than 225 Towa schools, and it leads all other 10:00 a.m. television pro-
s in home audience appeal.

fiding a needed community service, WOI-TV productions like “Iowa TV
joltime” build prestige . . . Prestige shared with all who appear on Chan.

WOI-TV

IDWA BTATE COLLEQGE

I D e e L

AMES-DES MOINES
100,000 WATTS

CBS ABC DUMONT

REPRESENTED BY

WEED TELEVISION
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A Rodic Siofion thol hes good MNews
Covernge b o Rodic Siofien that hos
lislanars.

Bacouse of our vast news covernge both
locolly end notionaolly, Evansville, In-
diono, Esteners moke It a habil to funa to
WJIPS for the NEWS.

WIPS Iy o stofion of specialized pro-
gramming — NEWS — SPORTS —
FARM — MUSIC, along wilh a marchon-
dising deporimant thaol hos all of the
anywers, A live wire stafion — with live
wire progromming ond live wire Ideas.

Let us prove our worth lo yeu.

Kaberi ). Mtinkash, Geneml Monoger
NEPRLRENTED BY
The Gaorgs P. Hallingbery Compony

I ygug@TVfﬁlm
ymk@gd BONDED
TV film service!

“"\

Saves You Money, Worry
and Mistakes!

COMPLETE TV FILM SERVICE FOR
PROGRAMS OR COMMERCIALS

Shipping ® Splicing ® Routing,
Scheduling, Print Control
Records ® Examination,

Repair, Cleaning, Report on
Print Condition ® Storage

Supplies, Equipment
AN
N

BONDED

TV FILM SERVICE

LOS ANGELES « NEW YORK
904 N. Lo Cienega 630 Ninth Ave,
BR 2-7825 JU 6-1030

»

R e =

“A RADIO IN EVERY ROOM” |
Evansville, Indiana 1

wives in the area talking about B&M
beans and bread. Capt, Hal will also
visit a few stores and put on demon-
strations of the product. This will be
a test to see if volume for those stores
picks up appreciably.

No other form of in-store merchan-
di-ing i< planned at present. lavdn
Evans, WBAY-TV' general manager,
told sroxsor:
merchandising  here,

“We don't believe in
That’s the job
of the manufacturer. We <ell the prod-
uct on television.  He or his represent-
atives cover the stores. And as far as
mailings to the trade are concerned,
we feel they are pretty mueh a waste.
Jobbers tell us 9097 of that stufl ix

thrown in the wastebasket unopened.”

Background: 1n case vou've missed
the first three articles in this series,
here’s some background:

The expenditure is heavy for the
volume in the market. Budget for six
v ammouncements  weekly 81X
comex to $12.500. This s
nearly 25°¢ of the total 1951 whole-
sales sales in the area of $54.000.

§ Morrill wants to see
whether a heavy push using tv only
can lift its relatively small volume in
the Green Bay region to ansthing near
the rate of sales in its New England
strongholds. The problem it faces is
that oven-baked beans are simiply not
an  established

for
months

Burnham

favorite in northern
Wisconsin and Vlichigan. Deans cooked
in the can are the big sellers there as
they many
ongland markets.  Can-eooked beans,
in fact outzell the oven-baked variety
to the degree that BEM and its chiel
competitor Puritan share only 4% of
the bean market between them.

are ill Otlll‘l‘ 11011-1\(‘\\‘

Increasing the share of the market
oven-haked beans get- -and making
sure B&M rather than Paritan benefits
= 1z the company’s objective.

Previous to the B&M tv test which
started 24 January 1955, neither B&M
nor had the
market.  Onlyv advertising was in the
form of small insertions within large
newspaper co-op ads by grocers,

Because television is the onlv new
factor of ajor consequence to Dbe
introduced during the first six months
this year, i's apparent it will deserve
eredit if sales increase. The big question
mark is whether make
consumers switch from a low-cost bean

Puritan advertised

evelnr tyocan
caten for generations in the area to a
new  higher-priced produet [rom New
Ingland. * ok ok

CBS APPROACH

(Continued from page 39)

advertiser gets KOIN free and another
S18 to apply against WCCO.

Here’s how that’s figured out. The
qualifying rate for \WCBS is $1.620.
The 157¢ minimum discount for buy-
ing three «tations comes to $243. But
the qualifying rate for KOIN is only
£225. so the additional $18 can be ap-
plied against the $720 for WCCO.

In it= pitch to clients, CBS is alco
stressing the value of nighttime radio
to reach not only the whole family but
the working woman in particular.

“The working woman.” said Taylor,
“cannol. of course, be reached by tele-
vision during the day and not too
many can be reached by radio. At
night, the working woman is often
busy cooking and washing clothes and
dishes so that she cant always be
reached by tv. Ouly radio can reach
her while she's busy with her chores.”

Introduced early this year (the plan
went on tour before agencies and cli-
ents beginning 2.1 January), GBI’ has
been bought by the Chevrolet Motor
division of General Motors. The cli-
ent. through Campbel-Ewald. Detroit,
bought station breaks and minutes on
12 stations.

Among those¢ visited by CBS Radio
Spot Salesmen were Shell Oil, Lever
Bros. and Block Drug. all in the metro-
politan New York area: General Mills
and Pillsbury in Minneapolis; Quaker
Oats, Zenith and International Cellu-
cotton in Chicago; Schlitz Brewing in
Milwaukee; S. C. Johnson in Racine,
Wis.: Miles Laboratories in Elkhart,
Ind.; Ralston-Purina. Anheuser-Busch
and Lewis llowe Co. (Tums) in St
Louis, and P&G and Andrew Jergens

in Cincinnati.  Among the agencies
seen were Cunningham & Walsh and

BBDO.

The tour ol agencies and sponsors
was undertaken by a [our-man presen-
tation team headed by Wendell B.
Campbell, CBS Radio vice president in
lle
deseribed the reaction of advertisers as
“extremely  favorable”™  Others with
Camphell on the tour were Henry R.
Flynn, general sales manager of CBS
Radio  Spot Newell  Seliwin,
manager of sales development for the
station representative firm. and Larry
Hacg. general manager of WCCO and
chairman of a committee of repre-
sented station managers consulted in
the ercation of GBP.

charge of station administration.

Sales;
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- There's a BIG DIFFERENCE

¥
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\

\
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between

NEWSCASTING

and

NEWS COVERAGE

You can hear newscasts on any radio station.
, A newscast can be any announcer's voice read-
* " ) ¢ ing the latest summary torn from a news
| ; machine.

It's news coverage which distinguishes a su-

Represented perior radio station from just another station!
N‘. t' 5

Bleratly At WSYR a staff of five newsmen produces a
by f complete, distinctive news service. They gather
‘ and write the home town and area news. They
THE ; edit the reports of the national news wires
HENRY 1. CHRISTAL with an experienced eye for news that's impor-
| tant to the 1.5 million population of WSYR's

COMPANY an ¢ pop

service area. The result: complete news digests,
reported ten times daily by men who know
news.

* ‘ Central New Yorkers have come to rely on
: WSYR for all the news, all the time. This kind
of news coverage — like WSYR's distinctly
superior geographical coverage — is one of the
important reasons for WSYR's head-and-
shoulders leadership in the $2 billion Central
New York market.

G | _/
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THE SPOTLIGHT'S ON

WEHT (@)

IN THE

EVANSVILLE MARKET

FIRST—
Anyway you
fiqure it!

CBS-Tv
Unduolicated
zoverage really pays
off in the Evansville,
'ndiana Tri-State—per February
ARB—And with a realistic cost per
thousand, you can't go wrong'—In-
terconnected with network color.
REPRESENTED

Notionally by

MEEKER TV, Inc.

Regionolly by

ADAM YOUNG

St. Louis, Mo.

W E H T Channel 50

1955 SERIES

Broadcasters Exchange
of Sueccessful

Program ldeas

planned for

RADIO PERSONNEL
IN ALL DEPARTMENTS

OF ALL STATIONS
28 BMI Program Clinies
have heen scheduled through-
out the United States

COMING YOUR WAY
Write today for the complecte

BIIBADCAST MUSIC INC.

NEW YORK = (HICAGD = HOLLTWOOD
TORONTO = MONTREAL

100

So far a: Blair's NATSAT is con-
cerned the plan has racked up =ales of
aboul $700.000 since it was introduced
last fall. One or two weeks have heen
bought by Cadillac, American Safety
Razor. Reader’s Digest and M-G-M.
while Rexall Drugs signed up for 52
\\(‘(‘l\'.\'.

The weekly cost for NATSAT starts
in the neighborhood of $15.500. This
ix for a buv of less than 13 weeks.
Weekly cost for the maximum buy ix
lexs than $14.000. For this. the client
gets around four commercials a dav
per ~tation for six days — Monday
through Saturday. Sundav is used to
make good commercials that couldn’t
be fitted in the schedule for some rea-
which were not run through
some inadvertent reason.

While NATSAT clients can’t pick
every slot. neither 1= NATSAT exactly
a run-of-schedule plan. The advertis-
er’s requirements are kept in mind, f
the advertiser is Interested in reaching
only men he will he given those avail-
abilities where male listening is pre-
~umed 1o Le highest.

~0n or

What usually happens i~ that Blair
presents a suggested schedule of morn-
e and might :lots for modification,
So far. according to Blair account ex-
ceutive Tucker Scotl.
ally accepted the sugge
without change. While the advertiser
will not be permitted to buy NATSAT
with davtime slots onlv, as mentioned
previously he can buy nighttime only.

The NATSAT plan offers conveni-
ences Lo clients which they can’t get
through huying a group of Blair sta-
tons ndividually.  In the first place.
th=re 1~ a central hilling arrangement,

clients have usu-
suggested lineups

which means one order. one bilk
sMdavit, Secondly. there is special
Elir handling for commereial copy.
Veencies may route and handle com-
wish, of course, hut
Blair will also take over the chores.

In toting up the value of NATSAT,
Blair compared it cost to other mv(]m
NATSAT

would buv one

one

mercials iff they

luvs,  For example.  the
savs Blatr.

¢ marter-page b&w ad per week in each

“roup rale.
Bloir market (gross cirenlation: about
Il mithion) compared to 21 announce-
nents. Or it wounld buy one h&w page
in Life. Look or the Saturday Evening
[ ost.

Yince the Dlair plan is aimed at ad-
vertisers who are heavy spenders in
cpol 1y the NATSAT cost ix also com-
nared 1o video's cost. \ecording 1o

Uloir rescarch, for abont 81,000 wore

than the cost of NATSAT an advertiser
can buv about two Class “A” an-
nouncements weekly in Blair markets.

While group buving plans are the
exception. other reps are pushing
nighttime radio in various ways. Kalz
is offering speeial nighttime discount
inducemenis on about half of its sta-
tions. A number of the discounts are
in the 35 to 43¢ range and they are in
addition 1o regnlar discounts, There is
a minimum number of announcements
that have to be bought to earn these
nighttime discounts but all of them
don’t have to Le at night. Some of
these discounts bring the net nighttime
cost down lower than the daytime cost.

On WKRC. Cincinnati, an advertiser
who buyvs five 1o nine announeements
per week getx a 357¢ nighttime dix-
count on top of the regular frequency
discount. For 10 or more announce-
ments per week, the nighttime discount
goes 1o 407, 1f an advertiser buys.
<ay, five amnouncements during the
day and five at night. he qualifies for
the 10¢¢ discount. However, the 107/
i= applied only against the nighttime
announcements,

A similar discount schedule is in
force on WKY. Oklahoma City, with
35 off at night for =ix 10 11 an-
nouncements per week and 107 off
for a dozen or On KGNC,
Amarillo. the nighttime discount goes
to 457 for 12 or more announcements
per week al any time and this 457 i
on top of the regular earned discount.

more.

Morris Kellner. radio sales chief at
Katz. explained that the nighttime dis-
counts are =et up =o that an advertiser
doesn’t feel he is foreed to buy mght-
thme but can take advantage of the
discount if he does
enough announcements,

“We feel,” he said. “that radio nst
be used frequently if it i~ 1o he used
well. Furthermore. these discounts are
sel up with an eve on the weekh hud-

and if he buys

oet hecause weekly buyving is the grow-
ing trend in radio.”

Regarding group plen=, Kellner =axd
thev tend to take away the prime ad-
vantage of spot: the fact that the ad-
vertiser can pick hi~ markets and his
slat.ons,

W hether
cn. the nighttime discounts are counted
than a fharry of in-
listenine, It is

or nol group plans cateh

on to create more
terest in adter-dark
hoped  that advertisers will look at
nighttime a f[lactual

mllul than writing it ofl beeanse of v,
*x * *

[rom viewpoinl
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day & night

'MORE PEOPLE
LISTEN TO

hY

than any other
radio station in the
Philadelphia area *

*® Largest share of audience in total day, 6:00 A.M. to midnight in NSI and total
station area. December 1954, A. C. Nielsen Survey.

KYW is tirst in America’s Third Market covering over 36 counties. Throughout
this rich area, Nielsen proves that more people tune to KYW than to any other
station. That’s why advertisers interested in lowest cost-per-thousand love KYW.

Best buy nationally
Best buy locally -«
Best by any standard of measurement 060 on YOUR DIAL

WESTINGHOUSE BROADCASTING COMPANY, INC.
KYWWPTZ, Philadelphia; WBZ+WBZA« WBZ-TV, Boston; KDKA-KDKA-TV,
Pittsburgh; wowo, Fort Wayne; KEX, Portland: KPIX, San Francisco

KPIX represented by 'THE Katz Acency, Inc.

All other WIBC stations represented by FREE & Prerers, INc.
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WHERE’'S OMAR

The worlill over they've

heard of Omar's <kl

Ax a tentmaker he had

no cqual, still,

we donbt quite seriously,

this most tfamous of men,

could cover the West Coast of
Flormda hke W PP T N !

WEPIN 1= the most hstened to day-
tune  <tation serving the eleven
county areca on Flonda's West
Coast. This dominant mdependent
Tampa - St. Pelershurg  station
reaches 790,300 people with a buy-
ing income ot £959,640,000.00. Re-
tail sales in the area are ¥335.180,-
(06,00 and 251,270 homes have ane
or more radios.  For the best huy
i daytime radio in the rich West
Coast of Florida market buy the
statton used by most loeal adver-
tisers . ..

WPIN

CLEAR CHANNEL

680 on the dial
Represented Nationally by
Indie Rales, Ine.

TRIED by a
”lo MAN”JllRY

Yes, 10 of the current accounts
on Bob Trebor's "DAY.
BREAKER™ Show have been
sponsors for 3 or more years.
Several for V2 years on this
5-year-old show.

The verdict of this 10-man
jury is justified! From morning
to night WVET gets results
in the Metropolitan Rochester
Western New York Marker,
3rd largest in America’s first
State
5000 WATTS

1280 KC

Tl

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY

//’/”///

,4/

%//

W”‘W 3
//V/

%

lions, foreing a more
“le for the consumer’s dollar.

SPONSOR ASKS

(Continued from page 54)

pation deals that are now prevalent in
the motion picture husiness. Except
that then they will be making films
for pay tv primarily. then the theatres.
The major Hollvwood film studios will
have to go along with the times and
convert for tv.

Al this will have a vast heneficial
effect on show businesx generally. With
practically all of tv on film, there
should be a resurgence in the theatres
of live entertainment.
vaudeville,

especially 1n

TV MUST FACE NEW CHALLENGES

By Harry Wayne MeMahan

V.P, Charge Tr Commercials
MeCann-Erickson, N. Y.

From the
mercial stand-

come-

38 ' point. television
T S e undoubtedly must

face its first real
test  within  the
next 10  vears.
We've reallv had
i no competitive

o A challenge these
first eight Insh boom vears. This chal-
lenge may come from toll tv, oul-
bidding it for choice nighttime hours.
Ocv from changing economic condi-

compelitive bat-
Or {rom
viewer disinterest. once the novelly of
the medium has in some mea-ure di-
luted the impact.

But the television commercial un-
doubtedly will be faced with a sufh-
cient challenge to refine and improve
itself. It seemsx reasonable 1o predict
that commereials 10 years from now
will be infiniiely simpler and more -
formative.  The viewer will be [fav
smarter. e will not waste his interest
on amvthing that nnderestimates his
intelligence. e will look 1o television
as his prime sonrce of information
and edncation on the faster-changing
world abont him.

This will require betier molivational
research on the viewer, better wriling
to “reach’™ him.

Television advertising must he de-
signed more for a long-range educa-
tional job, starting with the youngsters
of three (which other
toucht and creating life-long produet

media cannot

1N Y
“ages,

Prodnction techniques probably will

vary little. Live action photography--
because of its believability—should in-
crease in Cartoon — for its
novelly—may diminish in usage, but
will be used more intelligently.
Special  prediction: good writers,
who really know advertising, television
production techniques and can graphi-
cally interpret motivational research
in terms of the viewer. will be the
high-priced boys of advertising. There
still won't be enough to go around.

usage.

ELECTRONIC WONDERS AHEAD
By Lawrence Valenstein
Presideut
Grey Adrverlising. N. Y.

2 What about tele-
vision 10 years
from now?

When General
Sarnoff  receutly
outlined  before
the Institute of
Eleetrical  Engi-
neers “New De-
velopments in
he told of the banquet of
the HIZ back in 1902 to honor a voung
man named Guglielmo Marconi who
had just succeeded in receiving the first
transatlantic wireless signal. At this
hanquel. a message was read from
Thomas A. Edizon who =aid: “I would
like to meet the voung man who has
had the monumental audacity to at-
tempt and succeed in jumping an elec-
tric wave across the Atlantie.”

Today we look 10 the future of clec-
tronics as it ix ~hown to us by General
Sarnofl and other engineering gen-
iuzes—and we do not think of it as
audacious. We have come to expect
greal things of American engineers.

As an advertising agency man. 1 am,
of course, most interested in liow these
engineering advances in v will affeet
the advertiser and the consumer. We
are now only witnessing the birth of
tv. The creative talents of advertizing
ageney men and women  will make
television a medium that will bring the
wonders of American industry into
every village and hamlet.

It will make the products and serv-
ices of American business known to
evervone evervwhere. 1t will open up
new markets for products of every de-
seription. Televizion by 1905 will be
judged a mo-1 important factor in the
continued prosperity of our country in
that it will be one of the important
“salesmen” that keep more goods mov-
ing to more people.

Flectronics.”
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Cavering the enlire
Nocilhwest rom Spokane

SH-H-H!

Somebody’s Listening’

You bet somcbody's listening
lystening and acting

7,295

Letters in One Week
and still growing'

KGA's
tabulous KASH BOX

is bringing big results to
these national products

Brownic Cookics

Darigold Evaporated Milk
Folger's Instant Coffee
Dr. Ross Cat Food

Dr. Ross Variety Diet

As the KASH BOX grows our
listening audicnce grows too. Every
fetter means a sale.  Your product
is displayed in 68 Inland Empire 1ICA
stores  with additional newspaper
space free, shelf talkers, promotion

spots. All a part of KGA's fabulous
KASH BOX promotion,

Get the facts from:
Reps.: Everett-McKinney, Inc
New York, Chicago,
Los Angeles, San Francisco

Box 141 - Spokane, Wash.

FOR HOTEL ACCOMMODATIONS,
" IN NEW YORK CITY

CALL YOUR LOCAL TRAVEL
REPRESENTATIVE OR
TELETYPE—N Y 1-3601

LEXINCTON AVENUE AT
49TH STREET

1200 Modern Rooms Tele-
vision equipped. Rcasonable
Rates, Swimming Pool
(complimentary fo guests).
Coffce Shop, Restaurant,
Cocktail Lounge.

RADIO CITY AREA

51st STREET, JUST EAST
OF 7th AVENUE

A 23 Story Modern Hotel.
Accommodates 1,000
Guests.  Sensibly Priced.
Brecakfast Room, Stock-
holm Restaurant. AAA

Recommended. 3
r TIMES SQUARE AREA
BeD King Edward frotel
'/” rI i.’ :
(i 44th STREET, EAST OF
BROADWAY
Comfortable Accommo-

dations for BOO Guests
at Modcrate Rates.
Coffce Shop and g

Cocktail Lounge. W
’ @
%)
. v
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TWO TOIGOS

(Continued from page 35)

clients” dealers. ~ometimes  goes oul
and lerviews consumers in slores or
in the home or as a ~pot test. on the
street. to keep in touch with publie
reaction.

“Whether you're using v or maga-
zines or newspapers.” =avs he. “vou're
still doing that one Dba<ie thing: re-
latimg the product to the conszumer.
The basic problem of creating a cam-
paign idea iz research 1o find the
proper communication between the
product and the conzumer.”

A tvoviewer in his spare time (7]
Adolph
Toigo has been mvolved in v since
the dayvs when 8500 a week was con-
sidered a heftv budget. “But von could

like my clients” shows hest™).

sce the potential of the medium even
then.” he recalls.

One of the areas of v research that
he's been probing is the relationship
of the tv program to the produet and
to the message.  In other words,
whether and to what extent a program
ean predizpose viewers favorably to-
ward the produet.

Nick Keeseh. Lennen & Newell ~en-
ior v.p. and radio-tv director. explained
Toigo’s and the agency’s view that
circulation is onlv part of the <tory in
v,

“Take a cigarelie. for example. Au-
dienee-participation  shows  keep  the
product in front of the public at all
times.  (Old Golds sponsor Truth or
Consequences. NBC TV, and Two for
the Money. CBS TV If von give
away a earton of Old Golds every
three or fonr minntes, vou're gelling
immeasurable =ales plis.”

Keesely. a balding man with a deep
all-winter 1an. spoke radio-tv philoso-
phy rapidlyv. without hesutation, occa-
sionally turning 10 Francis  (rank)
Barton. a radio-tv v.p.. for confirma-
ton.  Toigo had said. “Agency eon-
trol of v shows doesn’t matter. Shows
have to ~tand on their merit. and who-
ever produces best. should  produce
the show.™

Now Keesely elaborated on the mat-
ter of program control. “Barton and
I went through a period in radio when
all agencies were on the producing
band-wagon. You sort of got the feel-
ing that they were producing in order
to natify the 15°¢ 1o their elients. Bul

we don’t originaie any  shows here

s

within the ageney. ..

*\ couple of packages were initiated

in the <hop.” Barton put in.

“Good point.” zaid Keeselv. “But
the actual putting together of the pack-
age was done oulside the agency. An
ageney can be much more objective
aboul a show if it’s produced outside,
Selting up production within the agen.
¢y means a tremendous overhead of
people. and an upheaval of people . . .
a conslant hiring and firing. Some
agencies in the radio days held out for
a long time, bhut most of them eventual-
Iy came around 1o buying outside.

“Of course. an agency needs as much
supervisory talent texcepting technical
crews) in order 10 buy knowledgebaly
as it does if it’s producing. We feel
we've gol the know-how in the agency
to do a good job of package buyving.
And after all. the buving, though viial,
i~ stll onlv the beginning in putling
the <how on the air.”

Toigo feels that putting a client on
tv today iz a venture fraught with cost-
Iv gambles.  “Cosl= are so damned
high, thal a man’s got to have 83.5
miliion to go on network tv for a vear
nowadavs.  Thi= has meant that a
~how has to payv oul faster than in the
8300-a-week days. and the hazards of
lannching a new show have increased
proportionately. In the last vear and
a half. 50 shows went on and had to
quit.  The grealest casnaltics seem 1o
be among participating shows. They’re
either verv good, or no good at all.”

Bul when they are good. Keesely in-
terjects.  they’re  “‘great  advertising
vehicles for a highly competitive prod-
uct like cigarettes, because they give
more sales value per dollar than other
forms of programing.” lle expressed
surpri=e that Philip Morriz cancelled
the ] Love Lucy show. “You canl
write ofl that tremendous circulation.
“Now some people say that show’s so
strong yvou remember Luey but not the
product. | don’t agree with that
theory.  If vou reach cnough people
and have a good sales message. yvour
advertising should pav off for the
produoct.”

In order to keep tabs on conzumer
reaclions to prodnets. Lennen & Newell
panel of  3.000
thronghout the country, a <ampling
chosen 1o act as a gange of the entire
1.5, markel.  For example. if the
ageney wanted to know how a new
toilet <oap might be received. Adolph
Toigo 1old spozsor, cach of these
3.000 women would receive an un-
identifiable c¢ake of this soap to u=e
for a week.  \terwards they’d fill out

ha~ a housewives
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a questionnaire giving their reactions
to L,

\dd- Toigo. “We've =pent az much
a~ 2100000 researching a product be-
fore it wa~ more than a theors. But
that's a very real part of helping a
client =ell his product. From the very
beginming. before there’s any question
of advertising or media. you've got to
mahe -ure that the product ix the one
that people want.”

John Toigo. too. has always preached
the hmportance of maintaining contact
with the consumer. Back in 1933. he
wrote the following letter to J. Stirling
Getchell advertising ageney:

“What there that a
*survey” will produce results on a sim-
ple product—sayv a toilet soap? 1
feel reasonabhy sure that at least one
large advertiser who features the value
of olive oil for the complexion is bark-
ing up the wrong tree. | had a little
experience in trving to sell olive oil
for Amenican skins in the caze of Dona
Castile and the job is not easy. De-
sides. a~ the Polish woman =aid to the
delicates=en clerk when he showed her
a tubeful. "What for F'm put oil on my
face?  I'm got too greasy now.”

At Lennen & Newell. Adolph Toigo’s

right-hand man is Thomas C. Butcher,

assurance is

i~ the
“routing system’”’

keeping you from moving

ahead faster?

Many an  advertising opportunity is
nissed because a new idea, a changing
trend, a vital foreeast is not seen in
thme. That's why an inereasing num-
ber of Advertising and Station Fxeeu-
tives  who formerly received copies via
the ““ronting svstem’’  now have indi-
vidual subseriptions to SPONSOR.
This way they 're sure SPONSOR reaches
them first thing every other Monday
morning  sure of getting all the latest
radio/ty faets in time to aet . . . in
fime to profit.

Try an individoal subseription to SPON
SOR yourself. At Speeial Introduetory
Rutes, the investment is small, the po
fential rewnrds great.

order now

pay later

"meCeecesncessesssccesnssesser
’ [}
 SPONSOR 40 E. 49th St. N.Y. 17, N.Y.
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appointed execulive v.p. on 27 Decem-
ber 1931 the same dav Adolph was
eleeted  president.  The appointment
~urprised no one.  Butcher and Tiogo
have known each other for more than
20 vears. worked in the same agencies,
generally  complimented other
through the years.

cach

Butcher came to Lennen & Newell
from William Esty in September 1952
to handle first Schlitz. then all
counts. He had brought Toigo into Esty
some five or gix years earlier as head of

ace

tesearcli. and <o it seemed natural thal
he’d be teaming up with Toigo again.

Butcher understands Toigo. He un-
derstands Toigo’s nse of rescarch. “*Be-
fore a lot of high-priced creative talent
goes off the handle working on ideas.”
explained he. “Toigo uses research 1o
sct up channel markers. hut without
inhibiting them. [It's
vou know. You might sav that research
i~ the cornerstone of an advertizing

not restrictive,

campaign. sort of like an anchor.”

“I met Toigo at Benton & Bowles.
when [ followed Ted Bates and Cou-
tinental Baking there in 1937, Butcher
recalls,  Toigo was then head of re-
search at B&B.  Behind him he had
a colorful nine years of football and
rescarch back in Chicago.

Toigo likes to recall his football day «
most of all. though he’s reluctant to
talk aboul them, “When | was in high
school. 1 didn’t have time to practice
foothbal. (He worked in the coal mines
on the night shift. finished high school

.

in three yvears.) So they made me a
guard, because you didn't have to prac-
tice for that, and I'd just go out on the
fickd on Saturday and play.”

When he got to the University of
Chicago. he made the freshnan team
although he weighed in at only 141
pounds.  Vmos Alonzo Stagg. grand
old txraut of college foothall. once
called Toigo one of the three finest
plavers he'd coached.
somiewhat differently .,

Toigo sees it

1 was one of the main reasons that
a Minnesota lackle wmade All-Ameri-
can.” he told spoxsor. “One day our
team was playmg Minnesota. and 1
made their tackle look so good that he
made  VMl-American that very  afler-
noon,”

Nonethieless. it was Toigo whom
Stagg picked to coaclt the team for a
couple of vears after he gradnated from
the Universily. \ud To this day, Toigo
has stayed n touch with Stagg,
well over 90 vears old and in relire-
nient 11 Stockton.

Nnow

There’s one letter from his coach
that Toigo has kept.  Written in 1952
when Stagg was 90 years old. it shows
how the old man kept track of the ca-
reers hiz star followed, mentioned a
visit of Toigo’s older brother Jerry and
expressed a great deal of pleasure over
that fact that Toigo’s older son. Twigs.
was going to the University of Chicago.

Toigo isn’t sure that the letter would
have been quite ax jovial had Stagg
realized that Toigo’s agency handled
a cigarette account, The old man was
<uch a tyrant about training rules that
on a visil, vears after he’s stopped
plaving or coaching. Toigo crushed out
a cigarette automatically. when Stagg
came hito the room.

“I guess it's so simple that it’s trite,
But most of football. like advertising.
15 a question of teamwork and timing.”
says Toigo.

Even as a boy in Benld, Toigo had
lessons in teamwork that he’s never
forgotten.  “When | lived there, Benld
had population of some 3.000. Every-
one was from Europe. and in almost
the same proportion as in lSurope. In
<chool, the kids were all first genera-
tion. and it’s a funny thing, but I've
never had an experience that compares
with the feeling of affinity with the
kids there that we used to have. . .”

It was late afternoon. and outside
the windows the sky was charged with
rain. Toigo had come back from Mil-
waukee late the night before, and his
first day back in the office had heen
an endless series of meetings.

“There’s a strength about peasant
people.” he reflected,  “They use all
their intellectual and emotional power
as fully as possible.  As vou go up in
a =ense of culture, vou begin to use
vour intellectual powers almost at the
expense of the emotional.”

[t was the ouly time in Toigo’s remi-
nizcing, that he seemed a little nosial-
When he spoke about his youllr.
there was a sense of remoteness,

)
e,

“It’s a strange little town.” he re-
marked. about Benld.  “When mn
father came there, he immediately went
to the niines for a job. He didn’t speak
a word of Fnglish. but managed to
communicate the essentials. The fore-
man asked his nationalitv. and when
he told him, the foreman said they
didn’t hire halians. My father came
llome, went back to the niines the next
day, and on goad advice, told thent
thiat he was French, <o the same man
hired him.”

Toigo’s mother and two sisters still
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live m Benld. where he visits once or
twice a vear.  He hasn't Ihed there
<since 1925, when he entered the Um-
versity of Chicago.  He worked his
wayv thiough to a Ph.B. in English. be-
cane a football coach after graduation.
At the outset of the depression. he got
a job <clling \rinour & Co. coap to the
Chicago retail trade. It was at this
time (19201 that John. then copy-
writer at John . Dunahm. got Toigo
a job with the agency.

Just before Dunham folded (ax John
Toigo puls it. I decided the agency
had gone off the track—become more
interested in craftsmanship than in
selling. and | could see reefs ahead™).
the two Toigos quit John 1. Dunham.
and bought a gasoline =lation in Dal-
ton. Savs Adolph. " An agency can go
only as far as the head of it lets it, and
we could see that Dunham’s future was
limited. 1 was about 22 or 23 at the
thme, but vour instinets for what should
be done aren’t much different at 22
than at 10.”

John and Adolph operated the gasx
station (profitably) for a little over
a year. By 1932, Adolph Toigo was
readv for his second agency job. He
join(;(} Benton & Bowles as a research-
er. He obtained the job on the
strength of hi~ work for Armour and
Dunham.

Toigo left B&B in 1937,
Gever. Newell & Ganger in a planning
capacitv.  In the meantime. around
1942, Tom Butcher went over to Col-
gate, stayed there as ad manager. then
in 1947 joined Wilham FEsty Co. as
account man and v.p. on Super Suds.
He suggested Adolph as rescarch direc-
tor for Isty. and together thev launch-
ed Fab.

Fab got as high as 7577 recall on ils

went to

Subsequent tests showed that

<ales nmiessage.

LLike Toigo. Butcher believes in co-
L . “
ordinating media on one theme, “If
vou've gol one gny shonting one story
in print. and another guy on v <hout-

ing another storyv. you're not gonna
el acros<,” xavs he. UAlso. adver-
tising  needs continnity, 1t doesn’t

work like a hypo. but more like a water
faucet. with s constant drip.”
Adolph Toigo =avs “the business of
advertising has alwavs been nnder ae-
cusation of hucksterisni,  Dut that’s Tar
from a true interpretation of the way
the average manufacturer presents s
story to the public. Most of them real-
ize that you can't fool the average con-
~umer, nonatter how often vou repeat

your message.” ko
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10 MEDIA DIRECTORS

(Continued from page 31)

Iv a~ a print or broadcast buyver.”

e .\ \vcar ago. we reorganized our
media buving into the group syvstem,”
said Lennen & Newell v.p. Anthony De
“We don’t feel that there’s a
greal advantage in all-media buying
since buving any one medium is a
full-time job and develops specialists
unmalched by all-media buyving. How-
ever. there is a (lose lial=on between
buvers. and each knows a lot about
the other man’s medium and the gen-
cral problems of the accounts.”

Added FC&B’s Paul Gerhold:

o “Radio-lv buving at FCADB is tra-
ditionallv handled in close relationship
to print buving, but there’s no real
trend toward ‘account’ buying. There
is. however, closer relationship with
the radio-tv production people in our
shop.  That’s so media buyers can
make sounder appraisals on the basis
of shared knowledge. Also, there’s a
tot of media news exchanged this way.

“We have a strong feeling at the
moment that there are so many aspects
of buving broadcast media where the
success is dependent on day-to-day
working knowledge that the trend to
all-media buving is less efficient—ex-
cept where it exists at top executive
levels. [t’s still a job for specialists.”

Will more agencies change to the
buying practices of Young & Rubicam.
leader in total dollar volume of agency
air billings?

None of the other media executives
indicated  that they contemplated
changing in the near future. However,
most felt that a close relationship in
buving was needed between air and
print buyers at the supervisory level.

Pierro,

Question 1. /s you see it. what is
the future role of network radio—par-
ticularly nighttime network radio?
Although mosxt media executives are
generally hesitant about gazing into
erystal balls. a number of thoughtful
responses were drawn to this question.
Generally, the media men felt that
network radio’s future was assured,
although there was still work to be
done m developing the maximum me-
dia value for network radio,
o I happen to be very keen on the
future of nighttime network radio.”
<aid Cunningham & Walsh vip. New-
man Melivov, “Todav. many of our
top advertisers are fooking for “com-
bination approaches” of radie” and 1y
neage.  Radio. being far mort flexible.

can be made to complement tv very
well.  However, network radio could
do much more in developing fresh
formats.  For instance. radio migh
find it advantageous to find fresh waysx
to utilize big tv names—thus reversing
the trend in which radio properties
have been adapted to tv.”

What must network radio do to
stimulate client interest and assure it-
self of continuing (or inereased) =ales?

One answer came from Biow-Beirn-
Toigo v.p. John Kucera. who stated:
o “To be successful in the future.
network radio must maintain efficiency
of cost velationship to audience size.
Also, radio needs more accurate mea-
surement of extra-set and out-of-home
listening. It’s not enough just to say
‘there were =o0-and-so million radios
sold last year': we need to know how
and where they re used. Also. 1 don't
think over-specialization is the final
answer in radio, If network radio can
successfully deliver specialized audi-
ences at a good price. this mayv be part
of the answer.  But clients look basic-
ally for broad appeal. and =zeldom try
to build whole campaigns out of spe-
cialties,”

Another agency view, in which the

emphasis was on flexibility. came from
BBDO’s Fred Barrett. who told srox-
SOR:
o “l would sav that the direction net-
work radio must go in is that of ex-
treme flexibility and economy of opera-
tion. 1 also believe that personality
elling is going to be a major factor.
Network radio must develop itself into
a ‘companion’ to listeners. due to the
growth of muhi-set homes. rather than
try to he a slar ‘entertainer’ in the
living room, like tv.”

“Have-to-play-KRIZ-Phoenix-
tonight.”
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1955 EDITION OF

TELEVISION
DICTIONARY/HANDBOOK

FOR SPONSORS

*1000 more definitions than
ever before—2200 in all!

*All the new color tv tcrms.

*Special sections covering
painting technique, art work, tv moving displays.

“A Complete Edueation i Television

for Only

The 2200 television terms defined in

the brand-new edition of Television
Dictionary/landbook graphically measures
tv's phenomenal growth, The first TV
Dictionary published in 1950 contained
only 300 terns.
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Compiled by llerbert True of Notre Dame
University—in consultation with 37 tv

experts — the 1955 Dictionary is a “must”

for any professional assorviated with any

part of the television industry!

No more wondering what the other fellow's
tatking about. No more grasping for the
vight word in veur letters! Yonr conversation
and correspondence take on new sparkle,

new authoritativeness.

First Editions Sold Out Completely

The 1951 and 1953 editions sold out almost
immediately. The same will no doubt hold
true of the 1955 edition ouly quicker. Don't
he disappointed. Send for vonr copy today!
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Question 5. hat are the principle
changes vouw've seen lately in the use
ot spot radio by your agenev, or tn the
reasons why you buy it?

Virtualy the entire panel of media
exceutives reported the same trend in
n=age: <hort-term
campaigns of a saturation nature.

<pot radio more

Several agencymen. however. point.
ed out that theze “hit-and-run™ ecam-
paigns were not a replacement for their
regnlar year-round radio campaigns:
theyv were an additional punch. used
W h(’l'(’ 11(“(“(1(’(].

Here's a roundup of conmments:
e “The most obvious change has
been in the greater use of short-term
‘fheghts” of <pot radio announcements.
where clients are seeking frequeney of
nupact in a short period of time.”
(Cunningham & Walsh v.p. Newman
MceEvoy ).
e Our basic use of spot radio hasn’t
changed radically. We trv to keep spot
radio schedules completely flexible so
that we can review them periodically
and keep up to date with the changing
media values of spot radio.” (lLennen
& Newell vip. Anthony De Pierro).
e No basic changes in our recent
uzes of spot radio. execept that spot
radio  merchandising s growing in
weight ax a factor in spot radio pur-
(K&E'< Phil Kemney).
e “The major trend in our use of
spot radio is to heavy, flexible, day-
and-night use of pariteipations  in
<trong local radio shows. We arc out
to buy local personality selling, in
other wordz, and to keep on the move

{Y&R v.p. Peter

chasing.”

after new audience.”
Levathes).

e “We're very active now in spot
radio, and urge its use to clients. Most
of our campaigns are basically ‘regu-
lar’ cammpaigns. but we see an added
trend to the use of ‘waves” of spot an-
nouncements.”  (Kudner  v.p. Hugh
Johnsony,

Question 6. What is likely 10 be the
chief effects of wedia buying of a con-
tinued upeard spiral of tv production
and time costs?

I generall the media executives saw
two results of a contimation of v cost
FIsC S

1. Clients would =pend more money
to stay in 1y if they felt that their pres-
enl (v activily was of great importanee
to them.

2. Clients who conldn’t afford the
pace. bnt who wanted to remain i ty,
would find other money-stretehing <o-
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lution~. principally that of <hifting to
less frequent exposnre (alternate weeks
and suchliket or the use of “magazine”
format <hows <old on a participation
hasis.

Here are samples of individual com-
ment:
o “Advertizers will work hard to stay
in tv. despite rixing costs. o long as
present cost-per-1.000 ratios are main-
tained” =aid B-B-1"< John Kuecera.
o “lligher costs of tv might cause re-
trenchments of {requency, as well as
more use of other media—particularly
radio— to reach the public,” stated
CA&W's Newman MceEvoy,
e Il costs of tv continue upward,
sponsors will be forced to alter plans
You may see more of
them dropping back to alternate-week
sponsorship, more sponsorship of hour
20-minute segments.
major-minor deals, and more use of

N many cases,

shows in more
the occasional big tv splash supported
by non-tv media.” said BBDO v.p. Fred
Darrett,

e “The U, S. economy has enough
blue-chip advertisers, I'm sure, to keep
the prime half-hours at night sold out
on the top three networks—even if the
advertisers have to reduce frequency
to do it.”" added L&N v.p. Anthony De
Pierro.

Question 7. Of all the advertising
media pitched to you, which one does
the best all-around job of selling itself
10 you?

Air media salesmen who confidently
expeet the answer to be either radio
or tv are in for a surprise. Nearly
75°¢ of the media men gave the sething
laurels to magazines,
¢ “Magazines furnish more definite
research tools. often those thev’ve made
for themselves without outside urging.”
«atd Kudner v.op. Hugh Johnson in a
ty pical reply. “Magazines have a much
longer range to their selling and go
much deeper in research.”

“Radio and tv do a good job of
<cllmg. hut they do <o i an expedient
fashion.” <aid YXR’s Peter Levathes,
v s sold often for the sake of enter-
tainment, rather than as a tool 1o sell
products.  Also. air selling  usually
doesn’t look ahead more than just one
seazon. d pick magazines as tops.”
e I think magazines do the hest job
of presenting their advertising valnes
and of relating themselves to the elient
problems of sales and  distribution.
They re not just hlling up periods in a
prograni or spol lineup,” said L&\«

Anthony De Pierro.

e “Magazines. with newspapers and
supplements as the runners-up. Print
media has more ‘sell” in its pitches.
more docuinentation of the sales story.
better tools for us to work with in plan-
ning the creative use of media,” stated
BBDO’s I'red Barrelt.

Mozt of the media executives, radio-
tv sales executives will at least be hap-
py to learn, felt that there had been
striking improvements lately in the
quality of pitches made to agencies.
And. of the two air media, the adimen
felt generally that radio was doing a
better job of digging for hard facts.
“Many v haven’t had to
learn how to sell,” said one Madison
Avenue media director,

salesimen

Ouestion 8. 't are your thoughts
concerning the “big splash™ conecept of
v air advertising vs. the week-to-week
1ype of tv show?

Ax might be expected. this was a
topic which the media executives said
had been the subject of many a recent
agency plans or media-huving session.

The consensus:

A. Frequeney is the basic choice.
which usuallhy means a “regular™ show
schedule.

B. The “hig splash” show can be
extremely effective under certain spe-
cial conditions. but generally sacri-
fices ordinary advertising efliciency.

C. There is plenty of room for both
types of program concepls in tv, and
plenty of sponsors who can. use each or
both with good results.

Here are camples of individual ex-
eculive opinion:

e  “One of the great values of broad-
casting has always been itz frequency
of impression. If you stray too far
from it you will negate one of ils
principal values. By and large, we
would choose week-to-week {frequeney
as the “basic” buy.” said FC&B v.p.
Paul Gerhold.

e “Current studies document the the-
oryof advertising
weight, rather than splitting it. We
~hould Le primarily interested i the
‘hard core’ of regular readers or view-
ers or Hsleners. rather than the mass of

concentrating

$60.00 INVESTMENT
SOLD $1,500.00 in floor covering
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people who are reached infrequently.
Our goal involves the greatest possible
frequency against the largest group of
actual polenlia] customers we can I)u_\'
with our advertising dollars.” stated
v.p. Arthur Porter of J. Walter Thomp-
=0n.

o ““There is certainly room [or both
the ‘splash™ and the regular forms of
tv selling. lowever, | feel that if you
are selling a daily-use product, the
primary tool is that of regular, steady
programing. The splash program can
work excellently. however, on a sea-
sonal or special type of sales problem,
but such a show depends for its suc-
cess on how well vou promote and
merchandise it.” said K&E's Phil
Kenney. * * K

Briefly . . .
(Continued from page 57)

Clete Roberts. the globe-trotting tv
reporter who was the subject of the
“personality " feature in a recent issue
of Fortnight magazine. has forined his
own organization, Clete Roberts Pro-
duction, Inc. The new organization is
handling the production of his filmed
World Reports which are seen in many

cities across the country.
* * *

WCUE, Akron has started a three-
week promotional campaign to end just
before Easter with its theme—-“Give a
radio for Easter.” The campaign will
stress the lasting pleasure derived from
such a thoughtful gift and will also
remind the listener that he can buy a
radio for as little as $10. Though 93¢
of the homes in Summit County are
radio - equipped, the campaign is
planned to promote the radio-in-every-
room trend.

* * *

An all-day. sign-on to sign-off. 13-
lrour radiothon conducted recently by
Houston Negro radio station KCOH
netted over $10.000 for the new Negro
YMCA building there. In the picture.
KCOH Robert  C.

owner-inanager

Meeker is showu signing a letter thank.
ing all participants as A. E. Warner,
chairman of the drive. looks on.

21 MARCH 1955

A father-sou team airs The Sunday
Redl Estate Show over KNYZ. Hlous.
ton. Loy Duddleston started the show
25 years ago as a onc-hour program,
but now it is a six-and-a-hall hour
show with music and news. Lov, Real
Istate Editor for the 1lou ton Post for
13 years, thinks that Sunday is the
ideal time to reach both husband and
wile while they are in a receptive mood
for real estate and household improyve-
ments. Loy’s son Wayne, the ~how’s
director. concurs adding that . .
“when people (in Houston) think of
real estate, they think of Dad.”

* * 3

The Puerto Rican advertising agen-
¢y Publictdad Badillo celebrated its
10th anniversary at an open house
cocktail party for its clients and
friends. The agency was started late
in 1944 by local newspaper and pub-
lic relations man Samuel E. Badillo
with two principal accounts. Today
they have over 50 accounts serviced by
more than 30 employees, and they oc-
cupy two floors of the Villamil Build-
ing in Santurce. Billings: $1,000.000.

Publicidad Badillo's modern conference room

* * *

A third micro-wave television cir-
cuit placed in operation in New Eng-
land early in March gives viewers a
choice of three live programs from
Boston, New York and beyond. it was
announced by officials of the New LEng-
land Bell Telephone Company and Mt.
Washington TV Inc. The new circuit
1s expected to add greatly to the area’s
reception of sports and special events.

* ¥* *

Philadelphia’s WHAT AM-FM an-
nounced a major change in program-
ing with the addition ol seven more
hours of Negro broadcasting per week
and the elimination of all foreign lun-
guage programing. The management
stated that the demands for increased
Negro service came [rom hoth adver-
tisers and listeners. The station now
has more Negro programs on the air
(85 hours per week) than anv other
station in the area, with a higher Pulse
Rating than ever before.

* * *

Detroit’s WWLTY las a new pic-
ture-laden  brochure on it~ way 1o
many admen. The 28-page  booklet
etves the stations background and all
the essential narket data in a variety
of colored charts. The tv station was
the first in Michigan, and its radio
counterpart, WWJ]. dates back to Au-
gust 1920,

* ¢

Televizion climbed into third place
last vear us an extensively used ad-
verli-ing medium among the nation’s
we creant manufacturers. In 1955,
13.7 percent of the ice cream makers
are expected to make this their major
method of reaching consumers with
their sales messages.

* *

WBAL. Baltimore, pulled ofl a very
successful teaser campaign. For 10
days. 85 billboards each spelled out the
single word “AWAKE" on the top half
with no other word on the poster. Re-
actions ranged from suggestions that
it was the start of a highway saflety
campaign to rumors that Billy Graham
was coming to town.

Finally the lower half of the bill-
hoards exclaimed “to the Al Ross Show
—daily 6 to 9:30 a.m.” Ro-s is a pop-
ular d.j. who does the WBAL morning

stint Monday through Friday.
* * *

CBS Radio is currently plugging an
eight-week  promotional  campaign
based on the theme “"Listen While You
Work,” announced Murry Salberg.
manager of program promolion for the
network. The campaign, comnplete with
promotional kits for local stations, is
aimed at the housewife particularly.
but seeks to boost daytime listening
all around. * ko
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1000 WATTS CLEAR CHANNEL 7 3 D

TELEPHONE 3-6428 CHARLESTON, SOUTH CAROLINA

March 4, 1955

Mr. Norman R. Glenn, publisher,
Sponsor Publications Inc.

40 East 49th Street,

New York 17, N.Y.

Dear Norm:

I know you like "off-beat" letters. So bear with me and you'll
find this one fits that classification.

About three years ago we entered into a national promotion
campaign, using only SPONSOR, with a series of ads pointing up
our "Pal" trademark and outlining the specialized negro
programming and high ratings at WPAL. We continued this ad
schedule for two years.

During the period in which the ads were running I was constantly

amazed at the strong identification of our little dog. After our
ads had been running about six months time buyers would say,

when I called, "Oh yes, you're from the 'little doggy' station."

All this leads up to the fact that since we've been out our
identification has slipped, and we need the push that SPONSOR can
provide.

So we'd like to reinstate our schedule of third page ads effective
with the first April issue once a month for one year. Lots of
new time buyers in the business who ought to get acquainted with "Pal."

Would you be gdod enough to send me a contract—-same rate, I trust,

Cordij Y,

' Laurens
J P I] el Executi%e Vice President




1e lite doggy Station

ere’s what an ad schedule in SPONSOR does
for your station. You’re in the limelight.  And that’s
important. For there are more than 3,000 sets of tv
and radio call letters vyving for the timebuyer’s, account
executive’s, and ad manager’s attention.  Your
message gets the full attention of these decision-makers in 1
/1 top-rated prestige magazine where 7 out of 10 readers
are in buyving jobs (guaranteed crculation 10,000)
and every word of editorial copy is beamed right at them.
You can still carn old 1950 rates until April 1956 bv

entering your new contract today.

SPONSOR

E MAGAZINE RADIO AND TV ADVERTISERS USsSE

NEW RATES EFFECTIVE 1 APRIL 1955.

BUT IF YOUR CONTRACT IS IN HAND BY

THAT DATE, YOU GET OLD 1950 RATES

'UNTIL 1 APRIL 13956,

~iy

\1~



gives you

All 3

Market ...
Coverage--.
Programming

Confeet us
or oall yaur
Johz Blglr man
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#30 NILOCYCLES » 50,000 WATTS - ABC NETWORK

Nowe it costs less
to sell

MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R Channel 9

QOffices, Studios, Transmitier

FOSHAY TOWER
Minngapalls

Represenied Mafionally by H-R TELEVISION, INC.
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ewsmakers

S
11 advertising

Johu II. Ballard., president of Bulora Watch
Co., made news when he announced carly this
month that the firm would launch on 15 March

the largest, most concentrated ad campaign directed
by Bulova at the American public. Bulova is
promoting its “precision-adjusted 23-jewel self-
winding watches”™ on 270 radio and ti stations ria
MeCann-Erickson. Ballard said the campaign

was designed to bring watch sales back to the
jeweler. He estimated 1955 ad expenditures

at 87 million, 90% going to air. ;

Paul West., ANA president, has just finished
presiding ar organizations’s 46th annual spring
meeting. Unlike previous meetings, radio-tv talks
were given in closed, workshop sessions. Speakers
included Rodney Erickson, Y&R v.p., who told
“How to keep tr costs down and audience appeal
ap,” and George 11. Frex, NBC TV w.p., whe
explained latest color tv developments. Kex Budd,
Campbell Soup general ad manager, and chair-
man of ANA radio-tv steering committee, was
chairman of the workshop sessions.

Alfred E. Lyou. board chairman of Philip
Morris, whose firm made headlines when it iwas
announced that its four-year association with

I Love Lucy would be ended at close of current
contract on 27 June. Impression that luey money
wounld all be thrown into print (caused by the
announcement of an “intensive’” print drive) iwas
denied by agency, Biow-Beirn-Toigo, which pointed
to plans for “intensive” spot tr campaign.
Tobacco firm will continne with Public Defender
on CBS TI" and two CRS Radio networl. programs.

HnNugh R. Jackson. president of New York
City Better Bnsiness Bureau. was instrumental in
pushing adoption of ad standards on radio and

tr for companies seeking home demonstration,
selling leads. lackson announced adoption of
seren-point standards by 2% radio and tr stations
serving New York metropolitan area following
industry discussions. Standards are aimed at
“hait and switch™ practices under wchich sponsors |
offer low-priced merchandise, then sell only
dearer products when salesmen call at homes.

SPONSOR
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No advertising
message is any
stronger than the
medium you entrust with its transportation. The
logistics of productive advertising demand two
great essentials (which, we’d like you to know, WSAZ-TV
is impressively able to supply). One of these is a
market of abundant prospects with handsome ability to
buy what you sell. The other is the best possible medium
to get their attention, win their loyalty, and influence
their preferences—in short, a profitable pipe line
from you to people you want as customers. WSAZ-TV
commands nearly half-a-million TV homes of such prospects
in the uncommonly large five-state area we reach—a
region rightfully described as the industrial heart of
America. When you route your advertising via WSAZ-TV,
you enlist the one and only super-efficient medium
linking you directly with all of this four-billion
dollar market. Something is bound to happen. And
it does —day after day and year after year—as
WSAZ-TV’s big roster of satisfied advertisers
will testify. For a profitable pipe line into our
land of boom payrolls and eager customers,
just put yourself in touch with
any Katz office.

Huntington-
Charleston,
West Virginla
CHANNEL 38
Mazximum Power

NBC BASIC NETWORK

affitiated
ABC & Du Mant t

~

. T E L

also afiliated with Radia
Statians WSAZ, Huntington
& WGKYV, Charleston
Lawrence H. Rogers,
Vice President and
General Manager,
WSAZ, Inc.

represented
nationally by

The Katz
Agency

Typieal
of the many §
outstanding
industries that
contribute to the
cconomic growth
of WSAZ-TV’s
five-state area 1s
Nitrogen Division, |
Allied Chemical &
Dye Corporation,
at whose South
Point, Ohio, plant
this sceme
oecurs.




’-Q-- ADVERTISERS’ INDEX| CAPTIVE’
uad-City To
. - KGVO-TV

Employment
Is on upswing! .
\ MISSOULA, MONTANA

Employment at the large farm im-
plement plants and at some 300
other factories is keeping pace
with increased product’on sched-
ules. Forecasts of a busy pros-

1955 in the Quad-Cities

are materializing early and rapidly.

‘ *Because of its unique geographical
| location, only KGVO-TV . . . and we
mean ONLY . . . airs an acceptable
signal into this stable area having more
| than $133,900,000.00 retail sales. Di-
o versified economy including agriculture,

The Quad-Cities offer you a good lumbering, manufacturing, University

e ore 3
p—

o e

= =

marketing opportunity.  WHBF is 104 and government workers meckes these
o - o, 1] . " ' . ' .
The Quad-Cities’ Favorite. : 7 ol untics
3
° . .
SESEEC A o7 | IDEAL AREA TO TEST YOUR
R THE CRREL Toronto 1 SPOTS’ "'SELL”-ABILITY
PD'CI}. CRELW., Detroit 0
(4 apOn ANE -
KALIR, Little 15 s .
KATV, Little Roc 49 A .
onrtarons Iollvw 14 wih the HIGHIST TOEVISION ANTENNA firemal T
AT ° ~at 22 in the Northwest gng < y
aota  WmoLINC X IWCMC-TV, T n 107 MISSOULA
< g y A 73 60.000 WATTS .
KIZY 1y AMinneapelis 111 :
a5 vae 800 KGA, Spokane 104 KGVO-TV [0[. 1.+
INGN(C Amarillo 23 [YRRNIN B
Kl IV, G 1 28 v &
M KGA O, Missovli, Mont. 116 J
KM, Kansas City, Mo, BC v
LY KNUZ. Housxton 13 L
FMR KOIN-TV, Portland, Orve, n : F
Y KPHO, I’hoenix 6N e " “nties
WIX1Z, T’hoenix 1S, 111
TELCO RINLDING, ROCK ISLAND, FLLINOHS KILON-TY, San Francisc §1
Reprasntod by Avery-Xoedel, Inc. KRDBW-TYV, Salinas, Cal. 24
K&SDO, San Diego 6
K81, bBen 85
* * * x * * * * * INSTI- TV, Minneapolis 11

KTHS, Little Ilock 5

S 'E f KTREK-TV, Houston 118
et yeur Saﬂ s 0r KTVIL, llutehinson 78
KY\W. DPhiladelphia 101

VAR, Baton Ilouge, La 60

VAVIS-TV, Louisville, K3 7

VEBAY-TVY, Green Doy, Wis 105

8

\WIEN-TV, Buffalo 54

-
wath WINS, Cclumbus N6
VOOV T 16

Mongtomery

THE SOUTH,S E(:\l}f{\‘]?nl‘:ﬂ‘“\l 21 One radio station

VICHIT-TV. Tlenderson, Ky 100

UPER SALE AN W IOSTY, Greenville, 8. C 10 COVErs 40% of
VICBM, Indianapolis 115
WITMY, Greensbhoero, N 69

WG \ ) d ] .
\W 111 Reck Isiand, 11 116 cuna u 5 retull

w E A s WD Boston ' 12

W 1,1, TTe I.. L.
Hg’ﬁ.a %ma@ ‘%ﬁ;’m s :; 1]:,.\\'\.' 1]-"\";] I .\ SGIES
ke KA1 1t
I 4y

with its

.

V1L N
v
VATAQ
AT, "¢
COMPLETE! i
. N (MY \ G4
VOI-TV, 1 97
5@,@@0 WATTS N TORONTO
. VIt 2o
of Pulling Power vz ‘e 1 50,000 WATTS, 1010 K.C.
An idcal combination of N .
. \ CFRB covers over 1/5 the homes in
coverage & price \: 10 Canada, covers(;he market area thal
ASSURES RESULTS. : accounts for 40% of the retail sales.
Th kes CFRB No. 1
Call STARS NATIONAL v Conata's No 1 marker. V"
\ew Yori Gh Detreal e REPRESENTATIVES
Iy on United States: Adam J. Young Jr., Incorporated
X X ¥ ¥ X X x ¥ X Canada: All-Canada Radio facilities, Limited
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e+« FIVE O’CLOCK RUSH

. . . thousands of workers going home from
jobs in Albany, Troy, Schencetady aund 23
other cities of more than 10,000 population
throughout 30 counties of Eastern New

York and Western New England.

More than 119.000 famihies in this area -
turn to WRGB in Schenectady. N\ Y. for .

their television viewing.

Represented Nationally by NBC Spot Sales

WRGB

A General Electric Television Station

17



HOUSTON
CONSOLIDATED
TELEVISION

COMPANY

P.0.Box 12

HOUSTON 1,

TEXAS

General Mgr.,

Willard E. Walbridge
Commercial Mgr.,

Bill Bennett

National Representatives:
BLAIR-TV, 150 E. 43rd St.
New York 17, N.Y.

BASIC

ABC

KTRK-TV
The Chronicle Station

Channel

13

My category is the double-billioned — two-station
Houston market and the best buy is Il

Pick your category —top adjacencies from ABC and
other net shows —top local artists —top syndicated film
shows —top power (316,000 watts) —you’ll find them all
where you find this cat — at KTRK-TV — Channel 13 —
lucky for Houston — lucky for you.

And color too — local programs daily.

BLAIR - TV

SPONSOR
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I Boosted night
| am audiences
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Hadacol tests
5| radio, tv

Gleason sees
i tv mostly fee

il Small video
[l markets used

| Tv hearings
|| to start

Mood can sell
says Schwerin

T
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REPORT TO SPONSOR for 21 March 1955

(Continued from page 2)

Proof that nighttime radio listening can be hypoed is offered by
WNEW, New York indie. Preparing for boost to 50 kw. at night (now
in effect) outlet, which already had 50 kw. daytime power, slotted
top daylight personalities in after-dark hours. Station reports Pulse
share-of-audience for 6:00 p.m.-midnight period last month was 29%
above previous February. Jump during 8:00 p.m.-midnight period was
50%. (For new trends in nighttime radio, see "Two plans to sell
nighttime radio," page 37.)

—~SR—
Hadacol, dormant for past few years, is conducting media tests in 3
Southern cities. Once heavy spot radio client, tonic is testing
radio in one market, tv in second, newspapers in third.

—SR—
Jackie Gleason thinks 90% of tv programing 10 years hence will be fee
tv on film. Gleason, who has 15-year pact with CBS, sees most movie
studios producing tv films. He prophesies that most such film will
appear in movie houses only after tv exposure. Gleason also envisions
sponsored fee tv with regional networks replacing national webs as
means of solving selective marketing problems. Other views on what
tv will look like in 1965 appear starting page 52.

—SR—
Growing interest in small-market tv is indicated in several quarters.
CBS TV has added 5 stations to Extended Market Plan—EMP stations now
total 20—has signed up 28 clients. NBC is also pushing small mar-
kets, has 6 shows running on "unordered" optional stations. Reflec-
tion of interest in small markets is ARB's plan to offer ratings in
140 pint-sized video areas. Ratings are tentatively scheduled for
once-a-year measurement. ARB director James Seiler said service was
designed with realization that timebuyers spend millions in small
markets without knowing facts.

—SR—

Open hearings by Senate Commerce Committee on tv webs and uhf are ex-
pected to get underway this week with FCC as first witness. While it
is not clear whether Justice Department will testify, latter agency
had already stated that reports by former committee counsel, Harry M.
Plotkin and Robert F. Jones had raised questions of "great importance"

regarding possible development of monopolistic practices by video
webs. Department statement, made by William P. Rogers, U.S. Deputy
Attorney General, upset rumors that agency would adopt a "hands off"
policy.

—-SR—

tiveness, says Schwerin Research. Commercials which create mood
rather than concentrating on hard sell, product demonstration can

be potent. Example: in Tonette Hcme Permanent pitch straight-haired
girl sees self as curly-haired in mirror, passes through mirror and
up "stairway of stars" leading to product. This was one of most ef-
fective commercials ever tested, Schwerin said; it accomplished pur-
pose by associating product with impressions of happiness, trust,
rather than proving anything.

e e e e I ——— T I e e ]
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TvB answers a tv blast

Every medium tries hard to sclb its
wares and pot-=hots at the competition
can be expected from time to time, es-
pecially when the competition is tv,
In a
way it’s a eompliment when the power-
ful Chicago Tribune feels it necessary
to single out television for an all-out
attack.  But anv media presentation
must be based on sohd facts. This was
not the case with the Chicago Tribune's

which has risen so far so fast.

recent blast. and advertising decision-
makers aren’t likely 1o be swaved by it.

Perhaps the most constructive thing
to come ont of the Tribune’s blast was
further evidence that television now
has a ~oundly operating champion in
the Television Burean ol Advertising.
TvB's reply to the Tribune’s thrusts
was a model of restrained. fact-hased
rebuttal. We think the 7Tribune can
learn a lesson from reading TvBs re-
marks. 1t might be a good idea. too.
if the T'ribune (which owns WGNTV)
took TvB’s advice and did some tv

App__lu use

advertising of itx own, as suggested in
the following from Tvh's
statement:

I)El.\'.\'aﬂ'e
L=

“Why nol concentrate on develop-
ing its own vitality to levels of its pre-
Instead of
damning television. perhaps the Chi-
cago Tribune might like to give some
thought to television promotion to re-
eain the 97 of its circulation which
it has lost ~inece 1949, a period during
which its rates have increased by 237,
and its cost-per-1,000 by one-third.”

vions adverlising worth?

#* * *

Nielsen in local arena

The advertising executive who was
somewhat confused by ratings up till
now, has a new source of information
—and confu:ion—to contend with, In-
to the ficld of local ratings. already
covered by at least half a dozen serv-
ices, has come the Nielsen Station In-
dex. The new Nielsen rating measur-
ing local listening and viewing has
issued reports thus far for Los An-
geles. Philadelphia. Boston. and San
Francisco.

There’s bound to be a period dur-
ing which the new rating and its re-
scarch complexities undergo close seru-
tiny. Questions have been raised in
many quarters of the indu-try particu-
larly about the ability of the new ser-
vice to provide an accurate count of
today’s radio audience in motion.

sPONSOR has never felt any rating
service has <hown the ability to trulv
measure the radio audience because it
i« an audience of individuals scattered
in-doors and out listening via personal
sels-—a moving target and hence difh-
cult to cover. We urge the same cau-

Bob Foreman ot BBDO
On our de-k. as we write this. i~ a
letter from a <ubscriber asking pennis-
<sion to reprint Columuist Bob Fore-
man’> comment~ on LD s (v station
identification)
VMareh dssue. The reqrest ends with

appearing in the 7

these words. “This states the case for
EDCs clearhy and effectivelhy ™

This i~ by no means an unusnal in-
stance. Requests for reprints of Bob
Foremon colmns are so frequent that
one of these davs we plan to ask Boh
to ~clect the best of the past fonr vears

120

to be published by spoxsor in book
form.

SPONSOR readers recognize in Bobh's
front-of-the-hook unigue
combination of ideas. experience. en-
thusiasm and writing skill. These four
attributes. among others. have brought
Bob due recognition at BBDO. where

columns a

he has been emploved since he was 23
vears old.

Today. age 39. Bob is vice president
in charge of radio and television. For
the past four vears he has been a mem-
ber of the top-echelon executive plans

tion in accepting the findings of the
new Nielsen local ratings.

SPONSOR intends to check earefully
into the workings of NSI and its read.
ers can expect a report which will
throw needed Light on this newest of
the air media’s many measurements.

] . #*

Negro radio’s growth

There’s heen a great deal of satis-
faction for sPoNsOR over the years in
watching Negro radio grow along with
other specialized uses of the medium
which we've sought to throw light on.
From the time when spoxsor pub-
lished its first report on Negro radio
(“The forgotten 15 million,” 10 Octo-
ber 1949) to today there’s been much
progress in programing. selling, com-
munity serviee.

The number of stations with Negro
programing has been growing rapidly,
too. The Buyer's Guide to Station Pro-
graming. soon to be published by
sPONSOR Services Inc., lists a total of
over 500 stations with Negro program-
ing.

One of the most gratifying things
that’s happened since we started cov-
ering Negro radio is an award to
sPONSOR recently announced by Lin-
coln University of Jefferson City, Mo.
I’s the sehool’s annual eitation for
“significant contributions to better hu-
man relations” which this vear will
2o to the Minneapolis Tribune, Look,
the Poutstown (Pa.) Mercury, the
Brooklyn Eagle and spoxsor. Our ob-
jective, of course, was belter husiness,
but if Lineoln University feels we've
contributed to hetter human relations
we're doubl pleased.

board, and for the past two chairman
of the radio-tv plans board. Early in
March Bob became the voungest di
rector on the BEDO Doard.

Before writing thic applause we
talked to one of Bob's associates at the
ageney. We talked about his talents.
his remarkable faculty for expressing
himse on paper, his constant flow of
ideas, hix energyv. “Thats all
we were toldd “but dont forget that
Boh ix also a great salesman.”

We're not forgetting. We're remind-

true.”

ed every two weeks.
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Now for the first fime/i\

/
'\\//-Available for the first time to a million copies of “Chattanooga Shoe Shine
—7\\daily radio audience . . . every fifteen Boy™ ... voted one of the six all time great
/ minute segment of “The RED FOLEY in the Country and Folk music field . .
Show” is packed with the songs, the show- all of this universal appeal and popularity
manship and the personality that has kept . all of the best of the “Fabulous Foley™
this great artist at the very top of his field is found in this sensational new radio
yvear after year. series.

Seen and heard by millions on his You can present “The RED FOLEY
“Ozark Jubtlee” over ABC radio and tele- Show™ with pride . . . and with a sincere
vision networks . . . only Decca recording belief that vou are offering the best tran-
artist 1 his field ever to receive their seribed radio program of its kind m
coveted "Gold Record™ . . . Selling over a America!

| .The RED FOLEY Show is | —
now available 3 to 5 shows @
! aweek. For free audition | R A D l Z A R K
disc, down-to-carth prices for ;
, your market and complete pro- ENTERPRISES, INC.

motional materials . . . contact 606 ST. LOUIS ST. . SPRINGFIELD, MO.
PHONE 2-1422




in the of America!

... with exclusive major-league baseball
coverage of Kansas City Athletics
American league games
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KFRM radio TEAM

BIG

-LEAGUE COVERAGE—The KMBC-KFRM Team blankets the great

Heart of America with a radio signal that’s heard and heeded by a

tremendous audience of faithful listeners. KMBC of Kansas City serves

3 counties in western Missouri and eastern Kansas. Four counties (Jackson and

Clay in Missouri, Johnson and Wyandotte in Kansas) comprise the greater Kansas

City metropolitan trading area, ranked 15th nationally in retail sales! KFRM for

the State of Kansas, a bonus to KMBC, puts your selling message into the high-
income homes of Kansas, 6th richest agricultural state.

w=t*eest - OF A BIG-LEAGUE MARKET—The Heart of America market is big-
. league in every respect. It's big in size—it’s big in population—it’s big
~ in spendable income. Agriculture, manufacturing, mining, retail and

wholesale selling, transportation, oil, insurance and a multitude of other sound
enterprises produce a rich vein of wealth that advertisers successfully tap for

ale
& Peter

o —

with the KMBC-KFRM radio Team. IFor time that sells, contact your Free
Colonel for choice availabilities.

DON DAVIS, Vice President
JOHN SCHILLING, Vice President and General Manager
GEORGE HIGGINS, Vice Prestdent and Saies Manager

Prrers, Inc.

rriled gt

the KM BC'KFRM radio TEAM

6th Oldest CBS Affiliate

Another first for the KMBC-KFRM roc i
As the leoding station in the Heort of
KMBC-KFRM hos been selected o3 the e
originating stotion of all games ploy:-
Kansos City Athletics—to be fed plot-
to o network of stotions in lowa, M
Missouri, Konsos, Arkansos and Okloh
the-spot broodcasts will be hondled
Roy and Merle Harmon. The following
hos been set forthe 1955 season—see y
& Peters Colonel for sure-hit spot od,

SPRING EXHIBITION G.

DATE
Mar. 10
Mar. 12
Mar. 13

TEAM
Pittsburgh
Washingtan
Washington
Mar. 14 White Sox
Mar. 16 Detrait
Mor. 17 White Sox

LOCALE
Fart Myers,
West Palm E
West Palm
West Palm
Lokeland
Tampo

Mar. 18 Yankees West Palm
Mar. 19 Washington Orlando
Mar. 20 Baltimare Daytona B
Mar. 22 Brooklyn West Palm
Mar. 23 Broaklyn Vera Beach
Mar. 24 Baltimare West Polm
Mar. 25 Boltimare West Polm
Mar. 26 Pittsburgh Fort Myers
Mar. 27 Red Sox Sarasota
Mar. 28 Detroit West Palm E
Mar. 29 Pittsburgh West Palm €
Apr. 2 Jacksonville Jacksonville
Apr. 3 Savannoh Savannah, ¢
Apr. 4 Calumbia Columbia, §
Apr. 5 Winstan-Salem Winstan-Sal
Apr. 6 Fayetteville Foyetteville,
Apr. 7 Narfalk Narfolk, Va. i
Apr. 8 Richmand Richmond, V'
Apr. 9 Phillies undetermine
Apr. 10 Phillies undetermine
HOME GAMES
Apr. 12,13 Detroit
Apr, 18319 Cleveland
Apr. 227 23, 24 Chicaga
Apr. 26, 27 Baston
Apr. 28] 29° New York
May 1, 2° Woshington,
May 37 4 Baltimore
May 24; 25; 26 Detroit
May 27; 28; 29 Cleveland
June 1,* 2° New Yark
June 374, 5" Bastan
June 6778, 9 Washington
June 107 117, 12* Boltimore
July 15273 Detroit
July 4* Chicaga
July 57677 Clevelond
July 14715 Baltimere
July 16,17, 18 Washington:
July 192207 21 Bastan
July 22023, 24" New York
Aug. 92107 11 Chicoga
Aug. 12713: 14 Clevelond
Aug. 237 24 Washington:
Aug. 25 26 27 Baltimore
Aug. 28, 29 Bostan i
Aug. 307 31° New York |
Sept. 2730 4 Detroit
Sept. 16717718 Chicogo
ROAD GAMES
Apr. 14 Chicoga
Apr. 16, 17 Detroit
Moy 6,7,8° Cleveland
May 107 11 Baltimore
May 12, 137 14 Boston
May 15* New York
May 17718 Washington
May 207 21, 22" Chicogo
Moy 30* Detroit i
June 14,15,16 Boston
June 17518, 19" Washingten
June 21% 22, 23 New York
June 24; 25, 26" Baltimore
June 28, 29° Cleveland
July 8,9,10° Detroit
July 265 27; 28 Waoshingten|
July 29730, 31" New York
Aug. 2,37 4 Boltimare
Aug. 56,7 Boston '
Aug. 167 18" Chicogo }
Aug. 197207 21 Cleveland |
Sept. 5°* Cleveland l
Sept. 7, 8 New York
Sept. 9710 Washington
Sept. 11* Baltimare
Sept. 13, 14 Boston |
Sept. 19720, 21 Detroit L
Sept. 237 24,25 Chicaga

* Doubleheoder
° Night games

... and for Television, the Swingis to KMBC-TV—Konsos City’s Most Powerful TV Station!




