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Say...whatever happened to

gramming ?

Somehow, among the logarithms and sliderule wizardry . . under
the mountain of rate cards, telescoping discounts and incompatible
ratings — a fundamental about radio often gets lost. Listeners tune
in because they like a station’s programs— and like ’em loud and
clear. In such a climate, advertising is more attentively received . .
sales results more likely.

This uncomplicated psychology is one of several things that cre-
ated the Quality Radio Group—a league of 36 prestige radio stations,
each long-established, regionally dominant. Their power, commu-
nity standing, and awareness of quality programming — these are
vast assets to advertisers using the Quality Radio Group.

For the first time you can have nationwide coverage, reaching 909
of all U.S. radio homes, with only 36 prime stations. You get ad-
vantages of distinctive nighttime programming, choice of best local
times, deep penetration of “outside” areas with minimum duplica-
tion of audience. Yet your cost (including program and top talent)
is less than for any other group of radio or TV stations— or any
national magazine—with a comparable amount of coverage, audi-
ence, or acceptance.

Interested? Then get yourself the facts from us right away!

lity radio group

designed for maximum coverage with
minimum duplication — at lowest cost

509 Madison Avenue, New York 22—PLaza 1-0116




I 90.9% of Baltimore families listen to radio
® during an average week.

2 71.2% of the Baltimore homes are reached
@® by radio on an average day.

>

e

These are the big facts proved by Pulse’s new “CPA™" (Cumu-
e 1 )

lative Pulse Audience) survey.

And here’s what another authority proves about W-I-T-H:
Top Nielsen ratings go to W-1-T-H, too. Combined with low,
low rates, W-I-T-Hl delivers more listeners-per-dollar than
any other vadio or TV station in Baltimore. 1t's the big bar-

caiu buy! Get the whole story from your Forjoe man.

N sammor: AT 5
> - \
P~

Tom Tinsley, President ® R. C. Embry, Vice-president ® Represented by Forjoe & Co.



Is guaranteed tv
circulation due?

Electronicam
benefits seen

RCA spurs
color era

New CBS am head
bullish on radio

Lucky money
to spot radio
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Guaranteed circulation for tv, which has been discussed by admen as
possible outgrowth of magazine plan, won't come until there's agree-

ment on tv measurement. That's consensus among panel of 6 who discuss

guaranteed circulation in SPONSOR's forum feature this issue (page
60). Said Arthur S. Pardoll, director of Broadcast Media, Foote,
Cone & Belding, New York: "With so many rating services available to-
day, it would be difficult to establish one which would be acceptable
in most cases." Max Ule, K&E v.p. and research director, pointed to
fact size of audience is not only advertising criterion. He said
guarantee would not take into account audience composition, response.

~SR—

First benefits to advertisers of Du Mont's new video-film camera
(Electronicam) are seen as speed and economy in making of tv film
commercials. Erwin, Wasey used new camera in telecasting Admiral
commercials live on "Life Is Worth Living" 26 April, is now shipping
films of commercials to dealers. Walter Craig, radio-tv head at
Weintraub, which is testing Du Mont system this week, said he was
especially interested in camera because he understands commercial can
be made in as few as 5 days.

~SR—

RCA determination to fight for fast coming of color tv era evidenced
on 2 fronts: 1. NBC TV announcement to affiliates that objective for
summer and fall is 4 hours weekly of color programing. 2. Reduction
in price of RCA 2l1-inch color tube which was expected at presstime.
RCA now has 30,000 monthly tube capacity at Lancaster, Pa., plant.
That's enough tubes for 360,000 sets annually.

~SR-

New CBS Radio president, Arthur Hull Hayes, is one of few top indus-
try executives who've never had tv responsibilities. He's bullish on
radio, told SPONSOR shortly after sudden takeover of new post he's
confident of network radio's future potential. Observers within CBS
pointed to Hayes' background in developing programs and talent as
presaging new program developments. Said one: "Hayes built the

original Godfrey and Jack Sterling shows when he was general manager of

WCBS, New York. You can look to him for creative programing ideas.”
—SR-—

More Lucky Strike money will go to spot_radio as result of dropping
of Jack Benny on CBS Radio. Plans are for additional sponsorship of
local news shows. Lucky now sponsors such shows on 29 am outlets.
Bigger announcement schedule is also possible along with "slightly
more emphasis" on print media, according to American Tobacco spokes-
man. Firm has also dropped "American Tobacco Theatre" sponsored
alternate weeks on NBC TV. Another sponsor had option on Jack Benny
radio show at presstime.

SPONSOR. Volunte 9, No. 9. 2 May 1833, Pubilshed bLiweekly by NPPONSOR Publications, Tnc. Execurlve, Editorlal. Advertlsivg. Clreulatim Oftlees. 40 F §3th S, New
York 17. Printed at 3110 Elm Ave., Baltlitore, Md. $3% a year in U.S. $0 elsewhere. Evtered as secovd class matter 9 Jan. 1919 at Baltimore postofice uwnder Act of 3 Mar 1872
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REPORT TO SPONSORS for 2 May 1955

Metro inching
into tv films?

Race to sell tv
films due

Tv links P&G
with 5 agencics

C&C firm is both

tv buyer, scller

Specialized shows
accclerating

Only major Hollywood studio that does not have tv film subsidiary
(like Columbia's Screen Gems), or program {like Paramount's $100, -
000-per-show deal with Colgate), or show of its own like Disney's
"Disneyland”), or publicity deal ("Lux Video Theatre," etc.) is Metro-
Goldwyan-Mayer. But even mighty Metro has been checking which route
it'1l1l use to make a tv splash via television "task force" reporting

to studio production chief Dore Schary. You can expect immediate
efforts by networks and or major clients to develop programing

liaison with MGM.

—SR—
Syndicators, who pioneered in tv films when majors were afraid to
offend exhibitors, are determined to maintain their head start in
selling to tv stations and agencies. With most majors becoming active
in tv filming, syndicators expect to start competing directly with
film giants in about 3_years when it's time to start selling reruns.
Race may start sooner if several majors start producing directly for
local syndication. One immediate effect: film firms will be bidding
lavishly for services of top sales personnel., Admen will benefit
through greater selection of top product.

—SR—
Procter & Gamble now employs miniature tv network to review commer-
cials. Each Friday afternoon company execs gather in Cincinnati
monitoring room to watch and discuss agency productions being fed to
screen directly from NBC in New York. All 5 P&G agencies in New York
participate. Arrangement saves time and travel for company and
agencies, and line is less costly than plane and train fares in long
run. SPONSOR reporter home from Cincinnati after exhaustive inter-
views with P&G executives is impressed with company's outstanding com-

munications setup with agencies. (Story of Procter & Gamble, No. 1
U.S. air advertiser, will appear in SPONSOR next issue.)

—SR—
Deal between Walter Mack's C&C soft drink firm and Mattiy Fox's West-
ern Television Corp. for tv rights to some 700 features puts C&C in
0odd position of being both tv seller and tv client. As subsidiary of
C&C Western will continue film sales via Guild Films, its sales agent,
Mack told SPONSOR. But deal also involves nearly $10 million in
local tv announcement slots (part of station karter arrangement for
films). C&C will have first crack at using these time periods in
C&C-owned films, may resell time to other non-competing clients.
Sterling Drug, which owns film series "Mark Saber," has similar ar-
rangement with stations, but not on such large scale.

—SR—
Trend to specialized programing at local level, both radio and tv,
continues to accelerate. Pattern 1is detailed in 1955 "Buyers'
Guide," published by Sponsor Services Inc. after 6-month survey of
U.S. and Canada. "Guide" will be in mails this month. These are
some of findings: Percentage of stations carrying radio d.j. shows
has increased from 88 to 92%. Other radio gains: concert,music, farm
radio, religious programing. In tv, percentage of outlets programing
local newsreels, kid shows, farm reports. sports news have jumped.
Segment airing feature films is same, but shows run later. (For
highlights from "Buyers' Guide" ses article page 36.)

{Sponsor Reports continues page 103)

SPONSOR
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TO REACH THE HEART OF PHILADELPHIA
READ ITS “PULSE"”

Latest survey reveals total rating increase

of 25.9 for WPEN over this time last year

When it comes to the Philadelphia Market — Pulse

makes it easy for time buyers.

Compare Januvary and February 1955 with the same
time last year.

Of 72 quarter hours —from 6 a.m. to midnight,
Monday through Friday—WPEN shows an increase in 68,
remains even in 4. In other words, a rating increase in

94.4 percent of this total time.

...and WPEN increased its SHARE OF AUDIENCE for
the same period, more than any other Philadelphia station.

NOW WPEN IS A BETTER BUY — DELIVERING MORE
LISTENERS, MORE OFTEN THAN EVER BEFORE.

THE STATION OF PERSONALITIES w I E

950 on your dial

Represented nationally by Gill-Perna, Inc. ¢ New York — Chicago — San Francisco — los Angeles
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advertisers use

ARTICLES |

“Why I'm through with big (v shows™

Hazel Bishop's Raymond Spector says he's sold best with shows which have
ntimacy, provide opportunity tc “"harmonize’ commercials. Views of admen
who differ with Spector on spectaculars and magazine plan appear on page 33

Spot radio helps build an airvline

North American Airlines schedule heavy spot radio campaigns to produce high
sales volume, will spend $500,000 this year on saturation drives in 10 markets

Local programing (rend: wmore specialization

This is the picture of local-level radio and tv unfolded after six months of
research on "Buyers' Guide,” to be published by Sponsor Services, Inc.

739, air budge( jumps Savarin (o No. 2 in N.Y.

Steady vse of air media for [0 years moved Savarin from ninth to second in
sales in tough New York market. Company has |.D.'s slotted between top-
rated net shows plus exceptionally highly-rated 15-minute news show

Saturation: how much spot radio do you need?

Top radio experts give their views of exactly what a saturation radio drive is.
how many announcements a week you'll need, how much it's likely to cost you

S100.000 (alent blacklisting probe

Fund for the Republic is interviewing admen to sned light on political criteria
used in hiring talent. Article tells how admen view probe

Blow-by-blow story of a (r t(est

Sales rose 3709 during first half of April es compared to identical period
last year without tv. B&M beans and brown bread continue strona sellers

The machine that buys Gime, a satirve

SRA's Tom Flanagan writes about the machire which would replace time-
buyers. Only way it would differ from humans: you can't take it to lunch

The Procter & Gamble story

A SPONSOR reporter has conducted exhaustive interviews with P&G admen in
b For the report on P&G's air operations see article next issue

Pre-NARTE Convention section

)n the eve of NARTB's 33rd Convention SPONSOR will report sianificance
s facirg broadcast industry this year. Section will include list of
R chibitors, report on film sales plans at Convention
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For Texas Consumer Response

Here is a typical example of the response and interest
your products and services are receiving every day in

response map showing the origin of more than 0
. Range Rider Club membership requests.
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the Gulf Coast Area on KGUL-TV, Below is a consumir
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REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES
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RADIO

KBIG RADIO IS THE “STURDY”
FOUNDATION OF “STURDY” SALES

In 1951 the Sturdy Dog Food Company
of Burbank. California changed from
multiple media to the one medium
which matched its Southern California-
wide distribution-—RADIO.  Through
the Mogge-Privett Agency, the Sturdy
Co. selected a mid-iorning KBIG News
Broadeast by Alan Lisser, the Catalina
Station’s Program Director and award
winning newscaster, as their Advertis-
ing Foundation, This gave blanket
coverage at low cost which was sup-
plewtented by <pot annonncement cam-
paigns,

One vear later Craig Sandlord, Sturdy
President, writes KBIG: “We showed a
17149, gain in sales for the year. The
last six nonths and the first two months
of this vear show a 221,97 mcrease.
Our KBIG new<cast was the only adver-
tising we ran consistently throughout

19517

Sturdy contract renewal on KBIG for
1055 1~ the most eloquent testimonial
possible. Whether its dog feod or
cement, men’s clothes or  groceries,
floor wax or real estate. your KBIG ac-
connt execntive or Robert Meeker man
can sliow von case listories which may
be helpfnl in your Southern California
advertising problems.

/KBIG

The Catalina Station
10,000 Watts

740 °2"
b TP R
i m.,u:},-.l_\"}).,;
JOHN POOLE BROADCASTING CO.

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

Not. Rep. Roberl Meeker & Assoc. Inc,

[Tmehmy
a0 Work

Leslie B. Sterne. radio director, Smith, Taylor
& Jenkins Adrvertising, Pittsburgh, says,

“Spor radio becomes extremely {mportant when one
reolizes that television ratings are subject to
riolent fluctuations. A current radio survey for this
city shows that radio’s daytime audience remoins
foirly consistent. During the 8:00 a.m. 10 noon
period rodio’s sets-in-use vories only slightly

from 214 to 25.0, bur during this time period
1’s sets-in-use goes from 11.8 ot 8:00 am. to 2.7 ar
9:30: from 17.7 or 10:15 a.m. 10 5.1 ar 11:15 a.m.
Further eridence of 11°s spotty ratings is a recent
ARB survev. In San Francisco, a four-starion
market, a certain network program had a 38.2, but
in Detroit, olso a four-stotion market, this sante
progrom on the same night had only @ 12.1.”

Mavie Colewman, Donahue & Coe, New York,
lios one prejudice in radio: “music ar night. Ir's
a huy thot's too often overlooked, even though it
provides a mixed adult audience, often at the lowest
cost-per-1,000. This is the time iwchen radio hos no
competition from television. The rates during the
post-midnight hours are generally reosonable on all
stotions, be they independents or networlk affiliates.
And, while there are no rotings to prove the point,
we're often had proof of the volue of this period
from the mail pull our commercials have drawn.

A surprising number of people worl from 1:00 p.m.
tll midnight, not to mention those, porticularly in
metropolitan areos, who’re up ot thot time. It's

a good buv when combined with other times.’

Judith Bender, Huber Hoge & Sons, New
York, sees television following radio’s example on yet
onother score. “I've noticed a trend in television for
bigger saturotions over the past year,” Judy told
<spoNsoR. “Tp seems to be following radio’s exomple
in its rote structure. For exomple, when I look
through Standard Rate and Data roday, 1 see many
more frequency discounts being offered by stations
than, say, last veor. These frequeucy discounts

in short-run compoigns moke it possible for adver-
tisers to get the added benefit of frequency impact
that's so importont when vou don’t hove time to
build on audience, Part of the reoson for this
trend in television is the ropid increose in numbers
of stotions plus the challenge of radio.”

SPONSOR
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“Best darn salesman I've ever seen!”

That’s what you’ll say after you’ve bought Yes, and it’s no secret that Mt. Washing-
time on ‘‘the mountain’’. With Mt. Wash- ton TV is the best “‘buy’’ in northern New
ington TV you can get coverage of most of England! Over 80 national advertisers, a-
Maine, New Hampshire and Vermont at mong them the sponsors of You Are There,
about half the cost of any other three TV Rin-Tin-Tin and I’ve Got a Secret have

CBS-ABC WMTW Channel 8

l stations in the area combined. jumped on the band wagon already.
|
|

John H, Norton, Jr. Vice Preos. and Ganoral Menager  RIPRESENTED NATIONALLY BY HARRINGYON, RIGHTER & PARSONS, Ine.

|
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STAKE YOUR CLAIM

~IN NEW
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THE. GRANTLAND RICE STORY—from The Tumult and The ~ DO-IT-YOURSELF...Cash in on your local share of the
Shoufing ... 15 minute, once a week broadcast with ' 6 billion dollar do-it-yourself business with this new The-
fdrg’&ls sportscaster Jimmy Powers and big name “‘sports’ savrus ‘‘Do-it-Yourself’” 15 minute show. Three times per A
world’ guests such as Bobby Jones, Walter Hagen, Ty week: '

Cobb and Gene Tunney. Fully recorded.

-

RECORDED PROGRAM SERVICES

RADIO CORPORATION OF AMERICA ¢ RCA VICTOR RECORD DIVISION

© RCA



THE FRANK LUTHER FUN SHOW . . . Frank
Luther, nationally popular entertainer, brings
enjoyment to children from 6 to 96 . .. fully
recorded with songs—many created specially
for this show, plus jokes, limericks, “‘mail-
pulling” ideas and guest stars.

GREAT DAYS WE HONOR . . . 15 minute,
fully recorded show for 39 important holi-
days during the year. 10 Catholic holidays,
10 Jewish, 10 Protestant and 9 Patriotic holi-
days. |deal for institutional type advertisers.
Ray Middleton, Henry Hull, other well known
personalities.

It's our Platinum Anniversary . . . we're 20 years old, _

and to celebrate we’re adding B new sponsor-selling, platinum-studded
features to our service. ' .

For the past 20 years our Library Service has been growing bigger, better;
and more profitable for our subscribers. The broad range of 25 different
shows, complete continuity service, sponsor-selling recorded sell-effects,
voice tracks, sales clinching brochures, new big local time selling
merchandising plan, other selling aids, and 52 new releases each and every
month . . . all this gives RCA Thesaurus subscribers the most profitable

program service in the industry, For example, due to tremendous success
of two of our shows, we are increasing the popular Freddy Martin

and Sammy Kaye programs from 3 broadcasts a week to 5.

Stake your claim to the lion’s share of your local advertisers’ dollars

by using the one Library Service that’s king of them all! Write, wire or listeners.
call, today your nearest Recorded Program Services office.

SHOP AT THE STORE WITH THE MIKE ON
THE DOOR . . . a great new local radio time
selling merchandising plan. Builds sales and

PPERS' SPECIAL...Thi
CONCERT ON THE MALL . . . This rich, lush "V EEKEND SHOPPERS® SPEC This e

PRESENTING THE STATESMEN QUARTET . . .
A popular, talented group brings favorite gos-
pel type singing to your listeners. %2 hour,
once a week.

630 Fifth Avenue, New York 20, N. Y. —JUdson 2-501.1
1016 N. Sycamore Ave., Hollywood 38, Cal. — HOllywood 4-5171
1907 McKinney Avenue, Dallas 1, Tex.— Riverside 1371

sounding band plays everything ... from
“'South Pacifi¢’’ medleys and traditional
marches to symphonic and popular types of
music. V2 hour, once a week.

show was designed to give stations a pro-
gram with strong appeal to sponsors ‘who
want to sell to weekend shoppers. Ideal for
participations. Once a week, 30 minutes.

522 Forsyth Building, Atlanta 3, Ga.— LAmar 7703 :
445 N. Lake Shore Drive, Chicago 11, Ill.—WHitehall 4-3530
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Coming"
into full
bloom!

Sametime during May, the
falks living in the captive
market af Wenatchee,
Washingtan, will witness
the annual blaoming af
the apple trees. These
blascams will result in a
multi-millian dallar crap
far Wenatchee, making it
the “"Apple Capital af the
Warld.”

This apple crap helps
give the Wenatchee area a
per capita incame 16%
abave the natianal aver-
age, and a sales perferm-
ance figure 160% abave
the natianal average . . .
IN A MARKET NON-
PENETRABLE by ather sta-
tians because af the sur-
raunding curtain af 7,000
ta 9,000 faat mauntains.

YOUR SALES RESULTS

WILL BLOSSOM, TOO
. WHEN YOU BUY
STATION KPQ

abl K.C.
WENATCHEE
WASHINGTON

REGIONAL REPRESENTATIVES
Maare and Lund, Seattle, Wash.

NATIONAL REPRESENTATIVES

Farjae

and Ca., Incarparated
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by Bob Foreman

Lew's drveam wmedia salesman

A bunch of the hoys were whooping it up in a Madison Ave.
saloon and there with the rest was a gent named Lew who had
been in the media end of the ad businesx since the days when
agencies contracted for space as cheaply as possible and
brokered it out to advertisers for whatever they could get.
Lew was a media man who'd been in both print and time
buying and now was buying tv programs as well. So he was
on familiar ground when he started to talk about the varied
sales approaches he’d been exposed to and the myriad per-
sonalities who had made the pitches.

This iz a rather eommonplace tour de force for folks on
the agency side of the fence and might lead you to suppose
Lew was sitting there. in his great wizdom. tearing down those
folks who must face up to the terrifying proposition of pre-
senting their wares to that flip, glib, cocky group which buys
what-have-you in an agency.

Far from it. Upon even the slightest amount of reflection.
even the dullest or most hardened among us was aware that
he. too, is a =aleaman. whether it he of ideas, film. time spots
or merely himzelf. Thus, let me assure you, Lew was in a
sympathetic frame of mind when he started to paint a por-
trait of his favorite salesman.

Lew’s top boy ealls for an appointment rather that appear

(Please turn to page 61)

How the dream media salesman opervates:

I. lle makes an appointment and arrives on time for it or i

even a little early. Never pops in unannounced.

2. e keeps his sales pitch short and relevant. Ile speaks

from the buyer's point of view as much as possible.

3. e never reads the presentation verbatim, but gives the

prospect credit for a brain of his own and let’s him read it.

Ao e presents his point of view without knocking others or

bullying the prospective buver with any kind of threat.

.....

SPONSOR




79 ‘. Al
£ — I IILLTT LS Tl
L\ &W>>/\///7i%//i~

g

™ TN
A5

greater
Nashuille

watches

channel

* for weather reports

* for news

(CBS and local)
the station for 62 Tennessee and Ken-
* for top-notch,

) tucky counties—a billion dollar market reached
top rated entertainment

by Nashville’s highest towered, maximum

e for advertising results

powered station.
e for availabilities, check our
national reps, The Katz Agency

WLAC-TV

100,000 watlts channel 5
CBS Basic Affiliate

Nashville, Tennessee




Rx for
Xenophobia®

“fear of strangers

oo all day ;s . every dey .. . in
Jackson Mississippi . .« has 58.3%,
of TOTAL audience . . . 79.6%

of NEGRO audience . . . (7 day.

av) *Merch O'Connor Survey.

NUMBER

MARKET

« « . Jackson . . . Mississippi's

ONLY MAJOR MARKET . . . 45

per cent NEGRO . , . higher than
any U. S, city . . . one of the
NEW South's fastest growing cities

NUMBER

STATE

¢ «  in the United Stetes in pear-

centege of NEGRO populetion...
Mississippi . . . 45.3 per cent
NEGRO, only ONE Negro Stetion
to serve this vest audience

W@I«‘ ,

1000 watts s Jackson

McGillvra

12
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SPONSOR tinvites letters to the editor.
Address 40 E, 49 St., New York 17.

RATINGS

It’s truly amazing that sponsors can
he so badly fooled Ly the so-called
program ratings which appear to re-
flect audience attitude.

As a matter of fact, these *“ratings’
do not indicate andience preference or
acceptance at all! Thev are a measure
(in varying degrees of accuracy) oi
audience toleration.

One of these days. sponsors are eo-
ing to start thinking in terms of pro-
eram evaluation a measore of audi-
ence acceptability of production val-
ue~. When that happens, the present
rating svetens will be heading down
memory lane.

Freperick . Kiren
Tv-Radio Consultant
Hicksville. N. Y.

B & M TEST

Just recently | have opened offices
in the new Simms Building. Our agen-
ey will he specializing in television and
radio.
[ enjov the many fine articles and
features of sroNsor and am deeply in-
terested in the B & VM te<t which vou
are carrving. One of my elients is con-
templating a very similar v campaign.
s0 we are move than interested in the
results of thix campaign.
Huen RiKER
[Tugh Riker Advertising
Albuquerque, . M.

® The B & M 26-week tv test «eries referred to

by reader Riker will he reported in every dssie
until ite completion in Jalv,

ON RATE-CUTTING

Let’s all cut rates and go broke.
\ccording to most of the quotes from
teencies and  representatives all sta-
tions  should cut their rates, offer
pachage rates  (rate cutling), and
special cash di~counts.  This unfair
“pressssure” s being exerted on all
radio ~tations large and small.

tt scems to me that radio with just
half the present audience is «till an
unequaled buyv. And as to the two-
percent cash dixcount: since when has

{Please turn to page 17)

She's one of
1,000,000 Span-
ish . speaking
Mexican Ameri-
cans concentrated
in the Texas Span-
ish-Language Net-
work coverage
area in the South.-
western United §
States.

Over 100 na-
tional and major
regional advertisers are now aware of
her typically American buying habics
and are using Spanish-language radio
to reach her.

Among the adverusers using the
Texas Spanish Language Network are
Best Foods, Carnation, Cocomalt, Gen-
eral Mills, General Foods, Maine
Sardines and others.

For further information contactyour
nearest National Time Sales oflice.

TEXAS SPANISH
LANGUAGE NETWORK

KIww XEO-XEOR XEJ
San Antonio Rio Grande El Paso
Valley

Represented notionally by
NATIONAL TIMES SALES
New York - Chicago

HARLAN G. OAKES & ASSOC.

Los Angeles « San Francisco

SPONSOR



Made in Michigan

...to move the world

DIESEL
EQUIPMENT
DIVISION

Family car — locomotive — jet plane . . . all rely on important

precision parts created by the men and women who work at Grand
Rapids’ General Motors Diesel Equipment Division: Fuel nozzles
for jet planes, unit {uel injectors for diesel engines, hydraulic
valve lifters for GM cars. These products, and many others, are
manufactured thousand-upon-thousand to keep a multitude of en-
gines operating smoothly and surely . .. on land ... on seca

. in the air.

| N

Ahi‘__}lh i, K

L LY. LM

By

.

Boring the inside diameter of the hydraulic valve
lifter body in preparation for a honing operation.

Operator inserts clip by machine which will hold
hydraulic valve lifter assembly together as a unit.

WOODIand-TV is big territory!

GM’s gigantic pace of progress in the precision
parts industry is a stimulant to the Western
Michigan area. Continuing growth and prog-
ress are prominent characteristics of the many
successful industries which flourish in WOOD-
land-TV. And big-time production throughout
the area makes this a bigtime market . . .
always on the go to even greater capacity and
achievements.

WOOD-TV’s program of expansion is right in

‘GRANDWOOD BROADCASTING COMPANY ¢ NBC. BASIC: ABC.CBS. DUMONT, SUPPLEMENTARY e ASSOCIATE

TV, INDIANAPOLIS. IND. ® WFDF, FLINT, MICH.. WEOA, EVANSVILLE, IND. o WOOD-AM, WOOD-TV REPRESENTED BY KATZ AGENCY

2 MAY 1955

OD-TV

GRAND RAPIDS, MICHIGAN

step with the thriving market it serves so well.
First station in the country to deliver 316,000
watts from a tower 1000” above average terrain,
WOOD-TV gives you the primary trading center
of Grand Rapids, plus important communities
like Muskegon . . . Battle Creek . . . Lansing . . .
and Kalamazoo. For top coverage of this rich,
growing Western Michigan market. schedule
WOOD-TV . . . Grand Rapids’ only television
station!

DWITH WFBM-AM AND

13
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Alihough known from coas llzce;t-ﬂ'w Statue of Lib rty s

inspiration is Igreatest at home. -3

Storer Stations, too, have achieved national recognition. But it is their
impact upon the local audience that brought truth to the phrase,

““for sales success — sell it on a Storer Station.”

“A Storer Station is a Local Station.” -

< et el
STORER BROADCASTLNG GOM‘.-

NATIONAL SALES HEADQUAI?FERS.
> %\ TOM HARKER, V. P., National Sales Director . 118 E. 57th 1., New York- 22 Eldorado 5.7690
i} BOB WOOD, MidwestNational Sales Mgr. e 230 N. Michigan Ave., Chicago 1, FRanklin 2-5498
GAYLE V.-GRUBB, V.P., Pac. Coast Nat'l Sales Mgr é 111 Sutter Bldg., San Francisco 4, Calif"WEst 1-2093
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FOR A TOUR OF OUR NEW HOME

WSt T 55

7 Covetage that Countd !

>4

us a call.

Country House .

Frankly we're bubbling aver
with pride here at the

we'd like to share with
you, the members of

our industry. Since the
official opening on
October 31st, thirty-five
thousond people have
visited our new home.

If we were to condense
the collective reaction
into one word, it would
be ‘'fabulous !"’ Having
been in the advertising

business for 20 years,

we're a bit cautiaus

about the word fabulous...
but we do think that

our new Country House,
with its flowing ranch
type exterior and graceful
French Provincial interior,
rates as one of the nation's
finest plants. Certainly
it has no peer far styling,
comfort, convenience and
utilization. We'd like yau
to see it. If your travels
this year bring yau within
shouting distance of
Central Michigan, give

We can

promise you a personal

tour and the most

grocious hospitality.

NBC CBS

Lonsing
Flint
Soginow
Bottle Creck

Jockon

® o o o & o

Grond Ropids

ABC

SPONSOR
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Maury Farrell

Star of
"Time to Rise”
6:45 to 9:30 AM

Stars |Sell on

Alabama’s

greatest RADIO station

WPl

Birmingham

Maury Farrell is liked by Birming-
ham people, and they always respond
when he speaks. “Time to Rise”
gets Birmingham awake, out of bed,
to breakfast, and to work. It’s
loaded with cheerful music. news,
weather and time signals. It’s the
local program Birmingham people
listen to most. It doesn’t quite
double the second station in audi-
ence, as a rule, but it comes awfully
close.

You can SELL

Your Products
to Alabama folks

If you TELL

them on programs

they enjoy hearing

Represented by

John Blair & Co.

Southeastern Representative:

Harry Cummings

2 MAY 1955
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(Continued from page 12)

radio buving been anything but a
cash business? [ am sure that should
the agencies agree to lower their com-
mission by two percent that all <ta-
tions would give a like discount. The
whole picture is verv peculiar when tv
and newsprint raise and raise their
rates time and again while we in radio
are asked to cut our very modest rate
structure.

We are not cut-rate specialists even
though some stations led the media in-
dustry to believe we are. If any ad-
justments are to be made they should
be up—mnot down.

MoNTY MONCRIEFF
Sales Manager

Radio Station WKAN
Kankakee, Ill.

ALL-MEDIA STUDY

1 would appreciate a copv of your
publication entitled “All-Media Fval-
uation Study.”

As research director of this agency
and a professor of advertising at the
University of Georgia, [ would like to
say that | consider your study and re-
port probably the finest ever made and
written on the subject of media evalua-
tion.

ROBERT E. SCHAEFER
Research Director
Tucker Wayne & Co.
Atlanta, Ga.

®  Copicx of the **All-Media Evaluation Study™
are availuble at §1.00 ecach.

U. S. STEEL

I have just received, with consid-
erable interest, the excellent storv on
our United States Steel Hour appear-
ing in your 4 April issue.

The author. [lerman land. deserves
a tribute for the manner in which he
has aligned the facts which. I'm sure
vou'll agree, could have been quite

" complex.

I’lease accept our thanks and appre-
clation.
J. CArLiSLE MacDoxaLp
Asst. to the Chairman

U.S. Steel Corp.

New York

REPRINTS
Mayv we have your permission to re-
print items from vour bi-weekly pub-

( Please turn to page 97)
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Let’s Splice the
Main Brace”

If ever a toast was in order—now's
the time, because as usual WTRF.TV
shows a sweeping majority of viewers
by all accepted standards of measure-
ment. Whether you're a Pulse, Hooper
or ARB man you'll find proof that
WTRF-TV is the big favonite in the
Wheeling-Steubenville market.

Latest Hooper shows “'This
Is Your Life”-48; Dinah
@HUQPER Shore-43; Tennessee Ernie-
\ 23; Pinky Lee-32; George
Goebel.52!

Resuits of the March ARB
Survey were fabulous—and
Hollingbery has the full
story.

The latest Telepulse ratings
are now in—and again
WTRF.TV scores a clean
sweep!

No matter how you look at it (and
apparently most everyone in the
Wheeling-Steubenville market 1s
looking at it) WTRF-TV is the tele-
vision station to carry your message
to the 304,778 television homes in
this rich, important 2 billion dollar
market. For availabilities call Holling-
bery or Bob Ferguson, VP & General
Manager, Wheeling 1177.

*Soilor Tolk—*tc toke o drink"—
especiolly ofter an important victory,

W

Channel

WTRE-TvV) 7

316,000
watts

WHEELING, W. VA.

Equipped for network color

1?7
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HOOPER

There’s wunanimity in Kansas  City:
o matter how you count the audience

the wno. | station is

HERE IS THE WHB
LEADERSHIP LINE-UP:

FIRST PLACE—HOOPER

Average share of audience, ¥ oaan 6 poan.
Mo, Sat., Jan. Feh,, 1t 10,000 WATTS, 710 KC
FIRST PLACE—TRENDEX This is what Mid-Continent programming. ideas
e shave of audience, S a6 pan. and exeitement have achieved for WIHB!' Al
i, Feh., o three  national  surveys PULSE. 1TOOPER,

FIRST FLACE-—PULSE ']‘“l‘:.\vl)]‘].\’ f_";\'l' \\v]I]; Ill(‘ 1()]) (IE]_\"i]H(‘ .\'])Ut
_ with averages as high as 489 (Hooper). So no
natter which vatings you buy by, yonr best Kaun.

as City buy is WHEB Talk 1o the man from Blair
or WIEB General Manager, George W, Armstrong.

-CONTINENT BROADCASTING COMPANY

President: Todd Storz KOWH, Omaha WTIX, New Orleans WHB, Kansas City
Represented by Represented by Represented by
H-R, Reps, Inc. Adam J. Young, Jr. John Blair & Co.

SPONSOR
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New and renew :

1. Newon
SPONSOR

Ball Bros, Muncie, Ind

Bauer & Black, Chi

Boyd A. Peterson (Oldsmobile dealer),
LA

BuTay Prods, LA

Chevrolet Dealers

Chevrolet Motor Div. GM,
Corn Prods, NY
D-Con, Chi tinsecticides)

*‘42'" Products, LA

Gillette Safety Razor, Boston

Hamm Brewing, St. Paul
Harrison Prods, SF

Harrison Prods
Miller Prods, St Louis

Murine Co, Chi
Scholl Mfg. Chi
Seaboard Finance, LA
Texas Co, NY

F. W. Woolworth, NY

(for No-Doz), SF

Radio Networks

AGENCY STATIONS
Applegate Adv. Muncie, ABC
LeLndBurnett. Chi CBS 206
Robin, Lee & Arnold, LA KNX-CPRN
Dan Muner, LA CPN 21
Campbell-Ewald, Det CBS

Det Campbell-Ewald, Det KABC-ABC 350
C. L. Miller, NY CBS 74
Leeds & York. Chi NBC full net
Adcoa, LA KABC-ABC 33
Maxon, Chi CBS 206
Campbell-Mithun, Mnnpls CBS
Sydney Garfield, SF CBS 206
Sydney Garfield, SF MBS full net
Winijus Brandon. St Louis CBS 159
BBDO, Chi CBS 206
Donahue & Coe, NY MBS full net
Frank Bull, LA CPN 15
Kudner, NY ABC 350

i Lynn Baker, NY KNX-CBS

PROGRAM, time, start, duration

Den McNeill's Breakfast Ciub Review, Sat:
June: 13 wks

Codfrey Time:; T, every 4th F
6 June; 11 wks

Today

13 wks

Aunt Mary: 5 min seg W F 2:45.3:00 pm PST:

1 Apr: 13 wks

Robert Trout; add Sun 12:00 noon-12:05 pm: 4:00-
add

Sat 10-00-10:05 am; 10:55-11:00 am; 12 noon-

4:05 pm; 5:00-5:05 pm; Allan Jackson;
12:05 pm; 30 Apr

Breakfast Club; M W F 8:45-9:00 am:
4 wks

Wendy Warren & The News; M-F 12:10-12:15 pm:

23 Miy; 52 wks

Mary Margaret McBride; Sat 10:00-10:05 am: 9

Apr; 8 wks

Bob Garred News; Th 7:30-7:35 am; 6 Apr; 26
Races; 7 May 5:15-5:45 pm; 28 May 5:30-6:00

pm: 11 June 4:30-5:00 pm
Hamm’s Scoreboard; M-F 7:00-7:05 pm:
10:00-10:05 pm: Sat 6:55-7:00 pm: 25 Apr

Tennessee Ernie; 5 min seg; F 7:15-7:30 pm; 20

May; 10 wks
Nick Carter; Sun 4:30-5:00 pm; 12 June

Robert Q. Lewis; Sat 11:00-11:15 am; 14 May; 8

wks

Amos 'n' Andy; 6 min seg alt Th 9:30-9:55 pm;

28 Api; 10 wks

Multi-Message; days not set; 8:00-8:30 pm; 28

Apr; 10 wks

Amos 'n’ Andy Music Hall; 6 min seg MTW 9:30-

9:55 pm; 22 Mar; 13 wks
Texaco News Reporter; Sat 11
times; 16 Apr: 33 wks

times; Sun

The Woolworth Hour; Sun 1:00-2:00 pm; 5 June

2. Renewed on Radio Networks

PROGRAM, time, start, duration

SPONSOR AGENCY STATIONS
Campana Sales. Batavia, Il Erwin, Wasey, Chii_ ) CBS 206
Ceneral Prods, for Offex Dean Simmons, LA KNX-CPRN 23
Lever Bros. NY BBDO, NY CBS 188

May; 52 wks

Story Master: Sat 9:05-9:20 am PST; 2 Apr; 47
wks
House Party; M W F 3:15-3:30 pm; 30 May; 52

wks

10.30-10:45 am;

in LA; M-F 5:15-5:30 pm PST; S Apr:

18 Apr;

T-F

Arthur Godfrey Time; M-F 10:15-10:30 am; 31

3. Broadcast Industry Executives

NAME

FORMER AFFILIATION

NEW AFFILIATION

Rernard M. Alper
Charles Alsup
Alan T. Axtell
Robert M. Baird
Sidney Barbet
George Baron
Joseph H. Barker
William H. Bell
Frank Beasely
Frank Benesh
Frank P. Bibas
Robert Blake
Frvin J. Brabec
George Bristol
Robert Button

John ). Cassin
Edmond Chavanette
Charles Christianson
Marc Conant

Dick Covey

William M. Dawson
Louis Dorfsman

W. Ward Dorrell
Mickey Dubin

Jules Dundes
Wallie Dunlap

WLEV, Bethlechem, Fa, acct exec

Advertisers Tv Program Service, in chg of sls, western div!
CBS R Spot Sls, Chi, acct exec |
John E. Pearson, Dallas, in chg of Dallas office

United Artists

KOWL, LA, gen mgr

WWKO, Ashland, Ky, W. Va. sls mgr

WHEN-TV, Syracuse, comml| mgr

KBAK, Bakersfield, Calif, sls mgr

WNEM-TV, Bay City, Mich, news dir

McCann-Erickson, NY, dir, motion pic div

NBC, NY, dir of publ

MCA Corp

CBS R, NY, dir of sls prom & adv

WAAB, Worcester, Mass, sls stf

KOVR-TV, Stockton

WINS, KTVW, west coast offices

WMBR, WMBR-TV, Jacksonville, acctg dept

KRNT, Des Moines, prog dir

WARM, WARM-TV, Scranton, gen mgr, sec, Union Bcstg

CBS R, NY, dir of sls prom & adv. assoc dir

John Blair, Blair Tv, NY, res dir & prog consultant

MCA-TV NY

KCBS. SF, dir of sls & adv

WICC-TV, Bridgeport, vp in chg programing, dir of tv
opers

WGLV, Easton, Pa, acct exec

Same, sls mgr of syndication div
Katz Agency, Chi, tv sls stf

Same, Atlanta, hd of Atlanta office
WTVW, Milw, film buyer

Same, also vp

Same, stn mgr

WHEN. Syracuse, asst to gen mgr
KNXT, KNXT-TV, Hllywd, acct exec
Same prog dir

Roland Reed Prods. SF. vp in chg of comml film opers
CBS TV, NY, Press Infor Dept. mgr of spec projects

Same. vp

CBS TV, NY, dir of sls presentations

U.S. Infor Agency; Wash, deputy asst dir for r and
Soviet orbit

WRCA-TV. NY, slsman

KFSD-TV, San Diego, dir

Adam J. Young, SF, mgr SF office

Same, local acct exec

Same, also KRNT-TV, prog dir

Same, also Union Bestg vp

Same, co-ditector

Same, also vp

Chad. Wilton, Conn, exec dir of sls

Same. gen mer

WTAO, WTAO-TV, Cambridge. gen mgr
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In next issue: New and Reneiwced on Television (Neticork); Adrertising Agency Personnel Changes;
Sponsor Personnel Changes; Station Changes (reps. uetwork affiliation. power increases):
New Agency Appointinents
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2. Broadcast Industry Executives (continued)

NAME
James Duffy
Donald H. Edgemon
Bruce Eells
Robert Elliott
John Henry Faulk

Peter A. Finney

Richard L. Foote
Jerry Franken
Stephen C. Freach
Paul Freygang
Marilyn L. Friedel
Robert C. Garland
Raymond G. Girardin
William G. Grainer
Gordon A. Hellmann
Howard H. Henkin
Harvey Herbst
George P. Herro
Bill Hippee

Robert Hodges
Allan Jefferys
Frances Horwich
William Kaland
Earl Katz

Martin Katz

joe Kelsey

Ray H. Kremer
Norman Land
Anthony Z. Landi
Ben Lochridge

Al Long

Ray Marsh

Sidney Matz
Thomas McCary
Arthur H. McCoy
Frederick Menzies
Evans Meicr
Herbert L. Miller
Thomas Murphy
Jory Nodland
Albert Oberhofer
William C. O’Donnell
Robert O. Pusey
Tom Ragland
Gilbert A. Raiston
Robert G. Reagan
Bok Reitzel
Michael A. Renault
Raymond Ruff
Richard E. Ryan
Joseph Sarlin
Robert L. Schuessler
Robert E. Scott
Fred Shawn
Alexander W. Sheftell
Harry B. Simmons
James E. Szabo
Sherril W. Taylor
John A. Thayer Jr.
John H. Thompson
Donald E. Tomkins
John ). Tormey
Henry Traiman

H. Taylor Vaden
Jetf Waugh

Jay A. Whalen
Tom Whitesell
Norah A. Yardley

FORMER AFFILIATION

Wisconsin Tel, adv dept

WLWC-TV, Col, client serv dir

Ziv Tv, New England rep

Ruthrautf & Ryan, NY, copy supvr

WCBS, NY, “The John Henry Faulk Show"

Harry B. Cohen Adv, vp in chg of r-tv

Hoag-Blair, NY, acct exec

Lester Lewis Assoc, NY, dir of sis

KLIF, Dallas, acct exec

Platte Valley Bestg, Scotts-bluff, acct exec
Universai Studios, Hilywd

KOLD, Yuma, Ariz, gen mgr

H. B. Humphry, Alley & Richards, Boston, r & tv dir
NBC Film Div, slsman

CBS TV, NY, dir of sls pres

Teleprompter

WFAA-TV, Dallas, prod stf

MBS, Chi, publicity &G prom mgr, mid-west div
KRNT, Des Moines. acct exec

WNEW, NY, proder

WTOP, Wah, own show

“Ding Dong School’* prodcr-star

WNEW, NY, prog dir

WJAG, Norfolk, Nebr, anncr

Blair-Tv, NY, spec projects dir

Philco, Phila, factory rep

Rutledge G Lilienfeld, Chi. r-tv dir

ZIV TV

Enterprise Studios

CBS R Net Sls, Det, chg of Det office
McCann-Erickson, NY, r-tv supvr

WCOL, Columbus, sisman

Best Super Markets, Phila, adv mgr

KRCA, LA, gen mgr

Avery-Knodel, NY, sls mgr

WHEN-TV, Syracuse, regl sls mgr

WJAG, Norfolk, Nebr, opers dir

TPA, NY

Grant Adv, Dallas, vp & mgr of Dallas office
WMAQ, Chi, sls stf

KXOK, St. Louis, sls mgr

KSL, SLC, acct exec

WHBQ, Memphis. stn & sls mgr
Independent prodcr

Public Infor Office, U.S. Army, Fort Ord
CBS R, Pacific Coast Sls mgr

WABC, NY, comml mgr; acting gen mgr
KTVQ, KTVQ-TV, Okla City, sls mgr
KLOK, San Jose, sls mgr

Du Mont, Miami, gen mgr

Atlanta Journal

WFAA, Dallas, sls stf

NBC R, dir of stn rels

WTTG, Wash, acct exec

NBC TV, NY, sis dept

Adam Young Tv, NY, sls mgr tv dept

CBS R Spot Sls, NY, sis prom mgr

Du Mont, NY, acct exec

KNBC, SF, prog dir

Grant Adv, NY, dir of r-tv

Avery-Knodel, NY, acct exec

Robert Lawrence Prod, NY, Editorial Supvr.
WPTF, Raleigh, N, C., prom dir

WDVA, Danville, Va. !
John Blair, NY, asst prom mgr
Louis de Rochemont, NY

NEW AFFILIATION

MPTV, NY

WOKY, Milw. acct exec

WKRC, WKRC-TV, Cin, publ G publ rels dir

TPA, vp in ¢hg of the western div

MBS, NY, dir of adv, General Teleradio, Film D

Texas Bestg Corp, vp in chg of public affa
KTBC, KTBC-TV, Austin & KANG-TV, Waco

Vidicam Pictures, NY, partner, exec vp in ¢
creative prod

Same, eastern sis mgr

TPA, NY, dir of publicity

WNOE, New Orleans, vp & gen mgr

KHOL-TV, Kearncy-Holdregge, Neb, acct exec

United Film & Recording Studios, Chi, dir of pu

KOOL, KOOL-TV, Phoenix, nat! sls mgr |

WFBR, Balt, acct exec

Natl Tv Distributors, NY, pres

TvB, NY, dir of sls prom

Walter Schwimmer, Chi, eastern sls mgr

KTEC-TV, Austin, sls stf

Same, acct exec

Same, also KRNT, KRNT-TV local sls mgr

Same, prod supvr

Advertisers Tv Program Service, eastern sls rep

NBC, NY, supvr of children's programs

Westinghouse, NY, asst natl prog mgr

Same, prom dir

Same, dir of sls dev

WKDA, Nashville, sis stf

CBS R Spot Sls, Chi, acct exec

Same, NY, Intl Div, acct exec

Parsonnet G Wheeler, NY, vp

Same, NY, eastern sls mgr

Blair, NY, acct exec

WTVN, Columbus, acct exec

WRCA, WRCA-TV, NY, mdsg exec

Same, also in chg r net activities, NBC Pacific

John Blair, NY, radio acct exec

Same, comml mgr

Same, asst mgr

NBC Film Div, NY, sls rep {

John E. Pcarson, Dallas, in chg of Dallas otffice |

NBC TV Spot SlIs, Chi, sls stf

Bolling, NY, acct excc

Same, also member of bd of dirs

KSL-TV, SLC, acct exec

John Blair, Chi, sls stf

CBS TV, NY, exec prodcr

MCA-TV, Beverly Hills, wetern div publ mgr

Same, Det, sls mgr of Det office !

Same, gen mgr

KSAN, SF, sls stf

Same, gen mgr

Same, NJ, gen sls mgr

Hollingbery, Atlanta, sls rep '8

WLWC, Col, sls exec '

WABT-WAPI-WAFM, Birmingham, exec asst t&

WMAL, Wash, sls stf

Bolling Co, Chi, acct exec |

Advertisers’ Tv Program Service, NY, natl sls mg

CBS R, NY, sls prom & adv, co-director

Gotham Recording, NY, sls mgr

NBC Pacific Div, mgr of news & special events

Owen Murphy Prods, NY, gen sls mgr

Same, mgr r sls

Same, also vp

WCAU-TV, Phila, prom dir

Same, prom dir

Edward Petry, NY, prom dept

Transfilm, NY, prod supvr

WCOP, Boston, dir of pub rel G sls prom

4. New Firms, New Offices, Changes of Address

Broadcast Management, 5 East 57th St, NY, specializing in
tv and r organizations and talent; Marvin Josephson, for-
merly of CBS TV Legal Dept, hd.

Emerson Radio & Phonograph moved administrative hdqtrs and
plant to lersey City bldg: public relations and export corp
will occupy suite in Plaza Hotel, Sth Ave & 59th St., NY

Filmack Studios, NY, adds new phone service, PlLaza 7-0900.

James Fisher Co Ltd. Toronto, changed name Apr 1 to
Thompson-Peterson Adv Agency

Freitag Adv, Atlanta, will become a div of Burke Dowling
Adams, Atlanta June 1

Ralph D. Gardaer Adv, 745 Fifth Ave, NY, new agency formed
by Ralph D. Goardner, formerly of the NY Times

Herman Hack Productions’ new address is 2441 Beachwood
Drive, Hllywd 28, Calif

Hirshon-Garficld will consolidate with Peck Adv on May 1;

Sydney Garfield, pres of Hirshon-Carfield will be a member
of the board and chmn of exec committee with hdgtrs at
400 Madison Ave, NY

Mumm, Mullay & Nicols, Adv, Col. opened NY office at 130
East §9th Street on Apr. 1

Pace Adv, NY, moved to larger quarters at 19 West 44th St
on Apr 6: phone MUrray Hill 7-4090 i

Public Relations Film Corp, 104 East 52nd Strect, NY; Gilbert
Conte, exec vp; to produce public relations films for
advertisers, agencics, foundations

Tracy-Locke Co, Houston, moved to 2332 W Holcombe Blvd,
Houston

Wiltman & Calahan Adv, Pittsburgh, changed name to Robert
Wiltman Co on April 1; same address; Benedum-Trees Bldg,
223 Fourth Ave, Pittsburgh 22, Pa

Adam ). Young )r opening new office in SF, Fairmont Hotel,
Under management of Charles ““Chuck’ Christianson

SPONSOR



NTA presents...

“THE ONLY SHOW AMONG THE
TOP 5 IN ALL CATEGORIES”

BILLBOARD says: Bullseye AmongMen.
“For 22 basic markets |
... Police Call - I
ranks 2nd among l
Men per 100 viewing

homes. I |

BILLBOARD says: Bullseye Among
Women . For 22 basic
markets . . .. Police
Call—ranks 4th J
among Women per

100 viewing homes." |

BILLBOARD says: Bullseye Among
Teens."For 22 basic
markets . . .. Police

= —— \ Call—ranks 5th
'|.7 -l.
7 - R I'L_ amongTeensper 100

viewing homes

CALL

NTA’s newest TV film adventure series.

hot in the dark ... a man falls ta the The stories are developed from actual case 2 6 half-hour

snd clutching a wisp of cloth. A phone histaries in international police files. Each

s at headquarters and a police sergeant show is steeped in the rich atmosphere of dramas ready for
wers. It's the French Surete, Scotland the foreign lacale in which the case occurred. regional and

d, the Royal Canadian Mounted, the This is a colorful human interest serie::s, pre g

‘an Carbinieri, the famous police forces senting people from every walk of life local sponsorshi
he world, all rolled up into a gripping pulsing, fever-pitch of excitement. P P

s of thrill ills! . .
5 uill® and ghills Auditian Prints upan request.

Call Your NTA Man Today! He’s Only Minutes Away!

N oA N alroral Te/o/f’/m, A.}Jac:/'a/m L, INC.

| 625 Madison Avenue, New York 22, N. Y. * Plaza 5-8200
son s :
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v the first time on television....

WIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY
BEVERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001

ATLANTA * BOSTON * BUFFALO * CHICAGO * CINCINNATI ® CLEVELAND * DALLAS ® DETROIT * HOUSTON ° INDIANAPOLIS * KANSAS CITY, MO. * MINNEAPOLIS * NEW ORLEANS
NEW YORK * PHILADELPHIA °* PITTSBURGH °® ROANOKE * ST. LOUIS ° SALT LAKE CITY * SAN FRANCISCO * SEATTLE * TORONTO ° LONDON °* PARIS

Hand-picked, top budget,
howr-long (53 min., 20 sec.)
Republic Pictures
Corporation feature films
starring Gene Autry

and a cast of top

supporting players.

hour-long features

are tmmediately available
forlocal, regional or

national sponsorship from

AMERICA’S NO. 1 DISTRIBUTOR OF TELEVISION FILM PROGRAMS
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wer before on television.........

These hour-long

(58 min., 20 sec.) Republic
Pictures Corporation
high budget productions
star Roy Rogers and
feature a well-known

supporting cast.

hour-long features

are 1mmediately available
forlocal, regional or

national sponsorship from

ACA
\¥/ L/

AMERICA‘’S NO. | DISTRIBUTOR OF TELEVISION FILM PROGRAMS
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NIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY
3EVERLY HILLS: 9370 Santa Monica Blvd., CRestview 6-2001

ATLANTA * BOSTON * BUFFALO * CHICAGO ® CINCINNATI ® CLEVELAND ¢ DALLAS ° DETROIT ® HOUSTON * INDIANAPOLIS * KANSAS CITY, MO. ®* MINNEAPOLIS ®* NEW ORLEANS
NEW YORK °® PHILADELPHIA * PITTSBURGH * ROANOKE * ST. LOUIS ° SALT LAKE CITY ° SAN FRANCISCO ° SEATTLE ® TORONTO ° LONDON ° PARIS




WEMP

MILWAUKEE

Now!

MILWAUKEE’S

MOST POWERFUL

INDEPENDENT

5000

WATTS on

125

MILWAUKEE’S

BEST BUY

Second Highest Ratings*
mornings and afternoons

in 7 station market

LOWEST COST
PER THOUSAND

Pulse—Jan.-Feb. 1955

WEMP weme-rm

MILWAUKEE

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

Robert Young

V.p. of marketing and advertising
Golden Gift, Deland, Florida

W Sponser

Two years ago, while Bob Yomng was at William Fsty Co.. he
stumbled upon a new product. a fresh orange juice packaged in
containers.  Within a matter of menths. Young's hrother and iwo
other partners had bouzht into the company. Within a veav salex
rose from $500,000 to $3 million. now nove at the rate of 313 million.

“There’s no question but that heavy advertising investments are
necessary to launch a uvew product,” Bob Young told sproxsor.
“However, the groundwork for our suecessful national produet was
laid by 1y partuers, partieularhy Bob Stivers., who heads sales<.”

The two Bobs head up Golden Gift's New York oflice, direeting
sales. marketing and advertisiug out of a Fifth Avenue penthouse.
Both men are tall, athletie-looking, in their thirties. Both have heen
in advertising as clients as well as agencymen.

“llere’s how we proceed into a new market,” Bob Young ex-
plained. “First we <et up distribution. usually through milk eom-
panies. Then we break a campaign, starting with publieity, followed
by 500 and 1.000-line newspaper ads. Within day~ after that our
radio and v ecampaign gets under way. It's my idea that the air
media ~hould take up some 707¢ of onr hudget.”

Cimrventhh in theiv second 13-week cvele in some 30 markets.
Golden Gift spends at the rate of £500.000. The pattern on the air
is a contbination of saturation radio plus tv participations,

Golden Gift's ageney i Harris and Whitebrook, Miami. The
media director. Joan Stark. shares Golden Gift’s New York pent-
house office. Out of it. <he buys a minimum of 30 radio minutes
weeklv per market, plus mimute participations in kid tv shows or
women’s v programs at the rate of five weekly per market.

“We like 1o have the sales piteh delivered live by a personality
whenever possible.” Bob Young savs. "\ new product particularly
needs every extra pnsh it can get. and there’s an indefimable plus
from a commercial delivered by a local personality.”

Fhere’s an aura of continuons activity about Golden Gift's offices,
even thongh the walls still ~mell of fresh paint. and some of the
rooms are ax vel =<cantily furnihed.

Sitting against the wall behind Bob Young's desk is a large
photograph of his seven-vear-old danghter on horsebhack.

“III put it ap.” savs heo “if ever the phone stops ringing long
enongh.” * ok K
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STORER GAYLE V. GRUBSB, V.P., West Coast Sales Manager, 111 Sutter St., San Francisco, SUtter 1-8689 ' Represented
NATIONAL SALES T0M HARKER, V.P., Nationaf Sales Director, 118 E. 57th Street, New York, ELdorado 5-7690 Nationally by
HEADQUARTERS  B0B WO0O0D, Midwest Nationa! Sales Manager, 230 N. Michigan Ave., Chicago, FRanklin 2-6498 | NBC Spot Sales
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22 %

. and 50 per cent of all that’s
packed and shipped in the U. S.
comes from the Salinas-Watson-
ville area.

“Green Gold”, a produce man
tells you, is lettuce . . . and 48
million dollars of Uncle Sam’s
lettuce will pour into this areca
before November in payment
for the leafy product. It’s one
of the crops making this a top
area in agricultural dollar vol-
ume (Monterey county alone is
twelfth in the U. 8.).

Did we mention that the $48 mil-
lion comes in between May and
November? Get your full
share of this Gold (Yellow
Variety) by placing a schedule
on KSBW.TV . .. the only TV
Station covering the central
coast counties of California.

ASK HOLLINGBERY

KSBW

E!DID TELEVISI !
H? hannel &
ALMAS - MONTEREY
CALWONMIA

CBS, NBC, ABC, DuMONT

28

by Joe Csida

Is it a total loss if they forget the commercial?

Roughly about every 10 years I become a rabid fan of
some person I've never met and about whom 1 know little or
nothing. My 1955 enchantment is with Rod Serling, who won
more bomtu than he nceds with his tv drama, Patterns, not
too long ago. | saw another Serling show. this time for U. S.
Steel Theatre. This one. called The Rack, concerned itzelf
with a young Army captain, who was being court martialed
for collaborating with the Chinese Conmnunists.

The kid was intelligent and of fine character, but he’d
cracked under some not too extreme forms of grilling and
torture. Before the captain was found guilty Serling had ex-
plored every facet of this complex. heart-tearing and mind-
johing dilemma, and under Alex Segal’s tight and driving
direction left a viewer, a citizen of the U. S. and a member of
the human race, disturbed, pondering the problem, and the
answers (if any). Left tlns viewer in that :tate, at any rate.

The commercial came on, a spot or maybe two. and the
opening of the wext show, and [ tuned out. It wasn’t until
some time later that 1 hegan to think about the position of the
sponsor in cotmection with a drama of such power. My own
mind had been so filled with Serling’s story and the questions
it raised that T couldn’, to save my life, recall what U. S.
Steel had been selling. T have no recollection at all of the
spotc or the name of the show which followed.

[ don’t believe I'm any more sasceptible to being thus
affected by a tv drama than the next gny. And this ol)vmusly
raises the dollars and sense query: Did U. S. Stecl blow the
commercial benefits of whatever it cost them to bankroll The
Rack? 1 don’t think so. For I know, knew before and while
the show was unfolding that this was the U. S. Steel Theatre.
I was and am nnprosm d with the courage and integrity of
U. S. Steel in sponsoring as adult and thought-provoking a
show as The Rack. To one customer, then, U. S. Steel did not
get across 1ts specific commereial message of that week, bt
it did =ell me on UL S. Steel. as a corporation.

And Mr. Serling, as I've indicated, can write my video
drama any time, any (lay, any station,

x k%

Jack Gould, certainly one of the most able of all obhservers
of matiers radio and tv, did a fine picce in the Sunday (17
April) New York Times Magazine scetion on vadio. Jack

(Please turn to page 76)
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“OK, You’re First in Seattle—But What About Outside?”’

We’ve got news for you. Pulse’s new 15-county study of

Western Washington shows Radio KING to be 23 percent
stronger outside, than inside Seattle. Not bad...considering
we're the highest rated station in the metropolitan market.

That’s not all. KING hauled down an average daytime
quarter-hour Pulse rating of 5.3 among the 533,300 radio

families in the 1S5 surveyed counties. The second highest station

got a 4.4 average rating, and the third station, a 4.1.

So much for the statistics. If you have a SRDS and a
slide rule handy, you can compute our low cost per thousand.

We’d much rather talk about how we can move your
merchandise. About how the KING personalities can put
extra sell into your next campaign. Extra punch to

set your sales force chirping.

There are 2,000.000 customers in 15 counties waiting to be
sold. We've done it before. We'll do it for you.

: FIRST IN SEATTLE

50,000 Watts Radio KiNG

ABC—Blair, Inc.

Otto Brandi, Vice President and General Manager



Sound-est investment

Only on WBT Radio can you associate for your product the

massive, traditional selling power of "Grady Cole Time'"’, now in
ifs twenty-sixth yedr and stronger than ever. Grady gives each of .
his forty-six current sponsors individualized beneflt of his |

8.7 average Pulse rating (5:45 to 9 a.m., Monday
through Saturday) plus canny commercializing
and immense influence with consumers,
retuilers and wholesalers.

The rarity of availabilities underlines the prudence of
regular contacts with your CBS Radio Sales man.
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TV PUT HAZEL BISHOP OVER

Cos<metics firm went from $4.5
million in sales in 1952 o es-
timated 818 million this year.
During this time nearly all the
ad money went into video. In
next fiscal year more tv money
will be spent but a smaller pro-
portion—about 80% will go

o
Rt
o tv which now gets 90%

2 MAY 1955

W\ |

2 MAY 19%%

hy [ through
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shows”

Hazel Bishop’s Raymond Spector says they have

not delivered sales for him. hits ad insertions

as violation of (v's fundamental strength

ee Y .

l elevision costs are reaching the
danger point. Every industry can price
itself out of business.”

The warning comes from a man who
attributes most of hiz firm’s success to
television advertising: Raymond Spec-
tor. head of both Ilazel Bishop, Inc.,
and the Raymond Spector agency. Ha-
zel Bishop is currently spending at the
rate of $6 million yearly on tv to pro-
mole its cosmetics line.

Spector is the most outspoken net-
work advertiser among those disturbed
by skyrocketing costs of time, talent,
and production facilities. In a conver-
cation with sroasor, during which he
spoke bluntly and for the record, Spec-
tor made a nnmber of significant
points:

e “Television should remember that
there are still other great media around
—like newspapers. like magazines. Ila-
zel Bishop is now spending more than
$500.000 in newspapers, and intends to
increase that portion of the ad budget.
Next year’s tv budget, in fact. although
larger in volume than this vear’s, will
drop from 90 to 8077 of the total.”

o The answer to tv advertising does
not seem to lie in the much-promoted
“magazine concepl.” al least not for
advertisers like llazel Bishop, Spector
feels. Thal approach has favored the
large. over-costly show, he says. which
ix in basic confliet with what 15 umque

about the medhmm it intimacy,

e \oreover. the practice of just
dropping in commercials. Spector =avs.
violates the fundamental strength of v
as an advertising medium it~ abiliny
to combine show and sale~ pitch into
one integrated instrument.

e The wav for advertiser~ to solve
the financial and programing headache
is to re-establish control over their
own shows. “The networks are doing
a disservice by departing from the pol-
iy of offering facilities. They have

FOR OPINIONS OF THOSE w4O TAKE OPPOSITE VIEWS
ON SPECTACULARS AND MAGAZINE PLAN. SEE PAGE 33

—a

RAYMOND SPECTOR

Forthright opinions
of Spector do not
mean he is now cold
to tv. e still -l =
feels it s the

agreatest

media, will contim

using 1t heavily

L
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M THROUGH WITH BIG TELEVISION SHOWS®
T A B 3L T VRS st e

~tiigmizhed themselves from a
<PON=OR reports Raymond Spector’s
at length because the issues he
raise~ are of paramount importance to
tv and are the source of much discus-
sion in advertising circles,  Spector’s
argunient with the medium ix that of a
nan who fears that his favorite may be
roing axtrav: he ix anxious to get it
back on what he regards as the right
track
However. there are those who feel tv
i~ on the right track right now. Sun-
heam. Iazel Bizhops own co-sponsor
on the Sunday uight spectaculars, feels
it ha~ gotten it= monev’s worth out of
the big shows and is coming back for
For the views of
Sunbeam as well as others who dis-
agree with Spector on big <hows and
the magazine format. sce next page.
How much Thazel Bishop owes to tv
i~ evidenced in the amazing story of
the company’s growth since 1950 when

nore next season,

Spector became its board chairman.
The ad budget has been growing at
the rate of a million dollars a yvear and
nearhy all of the money has heen going
into tv. Sales went from $1.549.105 in

One sold, one didn’t: Spector says impact of “This~ I« Your l.ife”
on linsitek sales was strong, witlht recorders inmmediately measuar-

1

32

conltnued

1952 to $9.908,301 in 1953. In 1951
sales passed $£12 million. This year's
gross iz expected to reach §18 million.

In 1954, the company estimated that
it was doing 257 of the nation’s lip-
stick business.

Although no advertising has vet ap-
peared to support it. it is reported the
new “Compact Make-up” is in great
demand by the suppliers of Hazel Bish-
op’s 175,000 retail outlets. The com-
pany will put 83 million of ad money
behind it and most of this will be
spent in tv. But Hazel Bishop will not
be programing in tv in quite the same
way il has in the past.

For Spector ix changing course. e
i~ not renewing Hazel Bishop’s spon-
sorship of either the spectaculars or
NBC TV’s The Martha Raye Show. He
=ums it up in the declaration: “We are
finished with big shows.”

azel Bishop’s fall tv plans, fairly
well advanced, put more emphasis on
every week half-hour shows in which
the traditional sponsor loyalty is con-
sidered important. This is the Ilazel
Bishop program line-up for the 1955-
50 season:

1. This Is Your Life. Wednesdavs

1 g

l‘f
'?
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on 100 NBC TV stations: alternate
spousor. Procter & Gamble; cost, $90,.
000 per show for time and talent.

2. Place the Face, a half-hour quiz
m.c.’d by Bill Cullen, will start off on
NBC as a summer replacement in The
Martha Raye Show slot. Time and net-
work for the fall is not vet set but the
show will probably continue on NBC.
About 60 to 70 stations will be used.
Weckly cost is estimated at 360,000
for time and talent.

3. The Dunninger Show. thought-
reading and magic exposes by Dun-
ninger. Thne and network are current-
Iy under negotiation but about 60 to
70 stations will be used. Cost is esti-
mated at §60.000 for time and talent.

For the first time. Iazel Bishop will
add a spol tv campaign in all its im-
portant markets with a budget of $1.5
million. Total ad outlay for the fiscal
year beginning next October is esli-
mated at §7.5 million.

There are other media: Hazel Bish-
op is paving considerably more for
This Is Your Life than a year ago.
\NBC signed up Ralph Edwards for a
(Please turn to page 93)

able. Such obvious sales results were not apparent from llazel
Bishop's Sunday night spectaculars and “Martha Raye Show”

SPONSOR




T'he other side of the story

Many advertsers disagree with Spector, like spectaculars

for their excitement and wayv glamour rubs off on products

For editorial on this subject see page 104

The dissatisfaction expres-ed by Raymond Spee-
tor with spectaculars and insertion-type tv ad-
vertising represents the point of view of those
whe are opposed to the direction in which televi
sion seems to be traveling today. Spector i-
only one among tv advertisers te have voiced
such complaints. But the acceptance of {and, in
some cases, enthusiasm for) the big show and
magazine format indicate to many admen that
these are the pattern of the future. CBS, for
example. has already made plans for adding
spectaculars in the NBC hour-and-a-half mold
next season,

The advertisers and agencies who like spec-
taculars like them for the reasons that NBC’s
Pat Weaver said they would:

e They are talked about by the tv audience.
which adds intensity and word-of-mouth circula-
tion to their impact.

e They create enthusiasm among dealers. add
push to <elling efforts.

¢ They provide a powerful merchandising
springboard to retail =elling.

¢ They surround advertised prodnets with
elitter, prestige.

The adverticers and agencies who use inser-
tion advertising say this about it:

¢ Tt enables an advertiser with a relativelv
small budget to get into television during vrime
viewing hours. thus assuring wide circulation for
his sales message.

e It gives the small advertiser a chance to
surround his product with the glamor of night-
time programing and stars,

o While incertion advertising does not ovro-
vide mch <ponsor identification with the <how
or star, some televicion is hetter than nene.

e The magazine format is here to stav. <o
why not learn to live with it? Maoreover. talk
about viewer lovaltvy to a sponsor whe has his
own shew is cxagegerated.

Among those returning to spectaculars next
season is Sunbeam. which has boucht threc of
the six *positions” in the Sundav nicht “color
anreads” from September throueh December.
(Others definitely retaining hie <how snonsor-
chip are Ford and RCA on NBC. Chrvsler on
CBS)Y Sunbheam is also bnving into the Milton
Berle and Martha Rave shows.

A. E. Widdifield. vice president in charee of

adhvertising for Sunbeant, expressed his firpi’-
thinking on <peetacnlars to sroxsor a~ follow

“Our experience has been that in tv von nnst
reach mass audiences to get tangible results
We were able to get thi- power for the fir-t
tme with the Snndav night ~pectacular |
have rather consistently exposed onr produet
demonstrations to audiences of around 10 mil-
lon.

“We have gone along with the spectacular-
again this fall because the new color <pread
format enables us to obtain power when and
where we want it. during a key merchandizing
period. without incurring the prohibitive cost of
a series of 26 or more shows,

“This is mest impartant to us and is an in-
stance when Pat Weaver’s 1agazine concept
proves practical and desirable. Prior to thi
time it had been difficult. if not impossible to
get mass andience power for a concentrated
four-month marketing effort.”

The excitement of spectaculars and values se-
riving from it were stressed by Ralston 1. Cof-
fin. RCA ad director. RCA will continne with
apectaculars through the summer and next <e
son. Coffin <aid:

“NMuost shows are evaluated on the basis of
ratings and cost-per-1000. But we ¢o hevond
that with svectaculars. We oet certain intangi-
bles. They are not easv to pin down hut thev
are there. We do know that spectaculars pnt
everv dealer and distributor on his toes. T've
never scen anvthing like it

“TIt’s hard to messure the direct impact on
sales. but we do knew that spectaculars have
contribited to aceentance of the RCA line.
Thonsands of letters from viewers show that™

The factor of prestiee i« an imnortant one in
snectacular sponsorshin, hut especiallv imipor-
tant. sav admen. for prodnets wha have or ceek
to create a nosition of leader<hin in their field<

An examnle of this is Hall Broc. makers of
Hallmark ereeting cards. The firm will <pon<m
eight NBC chows produced by Manrice Fian.
next <eason on Sundav afternoons. While not

cnprtanrnlare in the ardinare conee of the term

thev analify hv reason of their leneth  one-and-

a-half honrs and the aualitv of the production

Prestice advertising i= not new fo Hall Bro
(Ploase turn to page 96)




Il was not until North American Air-
lines took to the air that it really got
off the ground.

The firni first went into spot radio
in a big way in 1952, with marked
success. Ticket sale volume increased
about 307¢ to an estimated $9.000.000
in 1953. By the end of 1954 volume
was about $11.000.000. And in 1955
the company hopes to rack up some

515.000.000.

To help accomplish this, the spot
radio budget has Deen doubled. It
stands now in excess of $500.000 to
cover 10 markets. Total ad budget is
estimated at about £1,000,000.

Heart of North American’s radio ap-
proach is saturation. Hit em hard, hit
‘em often. the company has found, and
the flight reservations will come in

At left, three of four owner-founders of
Northt American Airlines, which did $11,000,-
000 business last year, expects to do $15,000-
000 in 1935, Ross lart, Jack Lewing, James
Fischerund. Below, agency president Ar-
thur Fischer dictating on a DC-6B flight

Spot radio helps hutld an airfm

company will spend $500,000 this year on saturafi
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case history
e

as a direct radio result that very dav.

A halt-million dollars spent in only
10 markets can buy a lot of radio time,
but there is more to the North Ameri-
can Airlines campaign that just leavy
schedules. These are sonie of the cam-
paign’s highlight facets:

1. Reversing a common practice, the
atr-travel outfit uses high ad frequency
to sell something as infrequently pur-
chased as plane transportation.

2. Advertising aim is not to create
desire to travel; company’s only pros-
pect is the person who already has that
desire and is planning to take a trip.

3. Copy slants go to contrasting ex-
tremes: from the barker-type, shrill
pitch of the music-and-news station to
the low-key, cultivated address on good
music stations.

4. Rather than spread a schedule
among many stations in a market, the
firm prefers to concentrate it on one
at a time, load it with between 35 to
100 announcements per week where
possible; it gets the best discounts
thereby and fecls it tends to dominate
that station’s audience—though it tries
to use as many stations as the budget
permits.

So successful has the young com-
pany’s advertising been (it was found-
ed in 1950), that it believes it stands
as number one among the so-called
“non-scheduled” or “independent”
lines and claiins to be about sixth in
size among all airlines.

To compete with the long-established
companies, which can operate with the
comfort of mail contracts from the

post office, North American offered the
public the postwar innovation of “air-
coach™ service. It inecreased aircraft
passenger capacity 2077, This permit-
ted substantial price reductions.

Today. reports national sales man-
ager Ralph Sacks, all airlines feature
coach transportation as part of their
service.

The advertising problem has heen to
convince the traveler that cost is the
enly important  difference  Dbetween
North American service and that of the
other airlines. North American’s fleet
consistz of two huxurious DC-6B's and
six DC-4’s, with three additional DC-
0B’s on order. And, as the copy boasts,
the firm has a perfect safety record.

Why radio? Traditionally, ailine ad-
vertising has featured luxury, comfort.
speed. the idea of travel itself. To these
appeals North  Anerican adds the
strong appeal of low fares. But there
is a problem: for the average person
a long trip is a rarity. FEven the busi-
nessman. more accustomed to travel-
ing, seldom hops from coast to coast.

Assuming that your prospect is go-
ing to make only one trip this year.
from New York to lLos Angeles, or
vice versa. New York to
Miami, what do you do to reach him
with vour story at the crucial moment?

or fr()m

* What other airlines do on radio and tv

COMPETITION: 2nd year on radio {see below)
is feted by American Airlines execs Morris
Shipley and Herb Ford, WTOP's Lloyd Deln;!s

To ad director and part-owner Stan-
lev Weiss the an<wer is [requency.
“Keep a barrage of ad impressions hit-
ting vour prospect without letup. Then
when he decides to make that long-
dreamed-of trip. he will be ready to
pay allention to your message.” says
Weiss. If your story gets to him at
thi= very moment. it has a good chance
of stimulating liim to phone your office
for a reservation.

Are there enough such prospects to

(Please turn to page 80)

) EASTERN AIRLINES

via Fletcher D. Richards

Spends about $100,000 for radio an-
nouneements on Eastern seaboard, in-
land eities, once daily Monday-Friday

: AMERICAN AIRLINES

. via Lennen & Newell

Sponsors “Music TiH Dawn” 12:5:50 .
a.m. M-F. N.Y.. Chi.. 1.\.. Boston.
Wash,, Detr.. San F. CBS :ations .

. PAN AMERICAN AIRWAYS

Sponsors “Meet the Pres<”” on NBC
TV alternate wecks. Some radio Wash-

[ - i . via J. Walter Thompson ington, Miami. foreign language N.Y. .
- L -4 z-umn%
e e e e e e ' .
s . ’ UN”ED AlRLlNES Radio announcements 10 West Coa-t
k& - . cities,  Chicago: Tuesday. Thursday .

radio newscasts and tv sports show

via N. . Ayer

U=es little radio at  present  time. .
Some announcement schedules are car-

TRANS WORLD AIRLINES

duce llig]l S:ll(}S VOIIIIIIO; * via BBDO ried in a number of ~maler markets ¢

t )aigns in 10 markets Considers spot radio mest productive .
! : SKYCUACH AIRLINES medium. Heavy schedules in nine cit-

. via Sig Shore jes, some ~pot v 1in New York, T\, 5
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Popalar musie W’é‘}‘/‘g“""&k?‘:‘ £ Farm radio
y YRR ,
Kol
Tren re d s 04 £ More radio shows of se
last ; s nature are being aired
of U. 8. and Canadian fanj
. i Last year, 619 of stal
\ had radio farm shows:

1955, figure stands at
Mo~t are in early morn

B Local radio-

WO SHOWS w(LELY HOURS
Art

1955 ‘Buyers’ Guide.” publisie)

ARKANSAS
. e | " adio and tv spot time buying this
e ILLE A L O ron e Netvars e 1 S=— . . ’ .
L ' " summer is likelv to become even more
Faverrevnat . _ : a matter of skilled decision based on
FORT $am)TH x
knowledge of program patterns and
HELENA . . )
HOT SPRinGS ' ; ! audience tastes,
JONESBORO il

Cosiert  funn LU Weas %

Reason: Stations in the U.S. and
Canada, both radio and tv. are airing
more and more shows designed to
maGNOLIA cateh the fancy of audiences with spe-
oUn A o cialized tastes or special interests.

NEWFPORT

© ! AD . .
:.’fzi%‘o‘um . Agencymen and advertisers will find
'ME BLUFF . g : =
Searcy details of this over-all local trend in

Horramny s : ; ] ers’ Guide whi .
AT BinGe the 200-page Buyers’ Guide which goes
I : out in the mails to sroxsoR subserib-
| ers this month. (Non-subscribers can

purchase copies at $2 apiece.)

UTTLE ROCK

Buvers’ Guide, the only “group por-
trait” of U.S. and Canadian local ra-
dio and television programing pub-
‘It's a Sears-Rocbick catalogue of local radio and television, and just as handy,” is lizhed in the industry, is the result of
ow one veteran agency timebuyer deseribed the 1955 Buvers’ Guide when she saw an  gyver six months of intensive survevine.
Ivance cupy. The compilation, designed to meet the needs of timebuyers, agencvimen e

50.000 RADIO-TYV FACTS & FIGURES SIFTED FOR °55 “BUYERS' GUIDE”

(Questionnaires were :=ent. starting
last December, to every radio and tv
outlet in both countries. Of the U.S.
group. 770 of the radio and 80%

nd radio-tv exceutives, simplifics many a common buying chore by profiling the pro-
ram  “personality” and facilities of 2,172 iudividual radio and 381 television stations.
Publishied by Sponsor  Services, “Buvers” Guide”  was  supervised by Bernard  Platt,
pre<ident; research was directed by Karolyn Richman: design was executed by Donald
M I2nti ob represents eight months of <ifting and <urveying 50,000 local air facts.  of the tv stations rep]ied. Of the Ca-

Featare filins . e . Studio facilities

. & and Canadian ~tations
are well-cquipped 1o handle
local live commercials; 809%
teported permancut facilities,
Of this group, 98% had liv

ing vaon sets, 87% had kiteh-

en sets, 759 had ontdoor sets,




Concert musice Negro radio

Spurred by reeorded niusic 1919:195%+  boom in Negro
and hi-ii boom, concert musie Ith
prograniing has gained no-

ticeably. This year, 78% of

all stations schedule it, last
vear, figure stood at 6l
Group covers Canada and U.S

elerates

as shown by survey of U.S.. Canada

pecialized prooraming ac

Sponsor Serviees, details program trends

nadian group. 677% of the radio and
60% of the tv outlets returned data
forms. In both cases, the returns were
a gain over those of 1954.

Timebuyers, account men and radio-
tv executives will find much in Buyers’
Guide to enable them to evaluate sta-
tions and local programs when build-
Ing spol campaigns,

Under the direction of Bernard
Platt, president of sPONSOR Services,
Inc., and Karolyn Richman. research
director, staffers sifted over 40,000 ra-
dio and 10.000 tv items of time buying
information. The result is a basic time
buying tool—a station-by-station list-
ing of hundreds of local program pat-
terns. In addition, there are special
catcgories wherein stations are grouped
under various programing specialties
to further aid radio-tv buyers.

These include: Music, Sports. Fea-
ture Films, Farm. Religious, Home-
making. Foreign Language, Negro and
many others.

Analysis by sronsor editors of the
thousands of filled-in questionnaires

brought this picture of U.S. and Ca-
radian local radio and television into
focus:

o local Radio: Radio outlets are
staying on the air later than they did
last season, hence are broadcasting
more radio program hours. The per-
centage of daytune-only radio stations
has dwindled from 33 to 29% of the
total since 1934.

The big local radio news continues
to be inusic.

A total of 92% of the responding
radio outlets carry popular music
shows today. compared witl 88% last
year. More than one out of 10 stations
carries 75 or more music hours per
week. In almost all cases, these shows
are built around the ever-popular disk
jockey. and are interspersed with news-
casts.

But the music programing isn't con-
fined 1o d.j.’s with a stack of “pop” or
“rhythm 'n’ blues” records. Light and
classical concert music now counts
more outlets than ever: 78% for 1955,
as compared with over 6177 a vear

ago. Most of the outlets are hig-city
stations. But, interestingly, 187¢ of
the farm stations now air programs of
this type, as compared with only 5%
last year.

Folk music, too, has grown steadily
Last year, 65% of the responding sta-
tions aired folk music programs. This
vear, the figure stands at 777.

Another area in which stations are
making stepped-up efforts to reach au-
diences with specialized tastes is that
of various “Service” programs -re-
ligious. farm, homemaking and pro-
graming slanted to minority (racial or
language) groups.

Here, the most striking jump 1= 1n
religious programing. Today. 837 of
the stations air religious programs
many sponsored by local advertizers
as compared with the 1951 figure of
547

Other local-level radio programing
gains:

Farm programing has edged up-
ward; last year. 647 of radio stations

(Please turn to page 92)

lomemaking shows

tain has been made in the
ercentage of tv

p from 81%
hows are broader in scope,
ange from fashion and dee-
rating to child psyehology.

stations
homemaker shows,
o 90%. But

Local live 1y

3ic.

Sports shows

~poriscasi~ ar
on the downgrade, due per-
haps to brisk radio competi

tion. high prices. Figure
has dropped from 1951 level
to 429 to 19353 figure of

Sports news has gained.
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¢ i hudaed helps

avarin perk 1o No.

m ).

Consistent air use in pasi 10 years. a “quality’ approach and a

catehy slegan helped Savarin esffee rise io a strong second

in a tough market. Tv and

T T |

Savarin climbed from 9th place
in N.Y. to 2nd in nine years

Coffee brands in the New York market
lined up as follows carly in 1955, ac-
cording to a leading grocery survey:

Maxwell 1louse

[\

Savarin

Chock full o’Nuts
Beech-Nut

I-hlers
Martinson's
Chase & Sanborn
Old Duich

. Sanka

10. Medaglia d'Oro*

*Medaglia A'Oro 1s packed by same com-
rar Kavarin,  Medaglla runs a satura

SN Ve W

lf Jean Anthelme Brillat-Savarin, the
French gourmet. could visit New York
today and see how many people buy
the coffee brand which was named
after him many years ago. he would
probably exelaim. “Voila! Clest mag-
nifique!”

And if somebody told him that in
the past nine years.
climbed from ninth place i sales to a
strong second in that highly competi-
tive market, he might go so far as to
say, “Tiens! Est-ce vrai?”

Savarin  has

Savarin had to compete against a
virtnal army of other national and lo-
cal brands in the New York market.
most of them well supported by adver-

Top ratings are garnered by Savarin’s “Saturday Night News” show on WRCA-TV, which
follows “Hit Parade.” This 15minute stanza is in f{ifth year for firm, was fir<t tv buy

/

adio

hudget: about S425.000

tising. How did they do it?

lHere’s the clue that stands out. For
more than 10 years. Savarin has been
devoting a large portion of its hudget
to air media—at first to radio alone,
then. since 1930, to tv as well. So ef-
fective has the approach been in pul-
ting over Savarin’s “quality” story that
today Savarin spends some 5% of its
ad budget in tv and radio—predomi-
nantly tv. SPONSOR estimates that Sav-
arin’s current air expenditure comes
to about 125,000 for 1955. The rest
of the budget goes for subway posters
and newspapers.

Savarin’s sales growth closely paral-
lels its air investments, according to
the Lawrence C. Gumbinner Advertis-
ing Agency, New York. which has been
handling Savarin since 1915. The air
budget has quadrupled since the ae-
count came to them. savs I’aul G. Gum-
binner. radio and tv director of the
agency.

\nother view of Savarin’s growth
comes from John Mazzei, advertising
manager of S, A, Schonbrunn & Co.,
New York. Savarin roasters and pack-
ers. 1le states that when they first
started advertising Savarin back in
1010. the average advertising cost per
pound was over 10c; today the ad cost
i= down to less than 3¢. They now do
in one day the business that they used
to do in a year. says Mazzet.

Savarin ha~ managed to secure an
enviable sales position in a tough mar-
ket. 1t has also managed to pin down
some choice, hard-to-get video time

SPONSOR




Class “A”

i

slots
New York tv stations.

time on leading

Savarin pitches its “coffee-er coffee”
chiefly in 10-second I.D.’s on WRCA-
TV and WCBS-TV. slotted next to top-
rated nighttime network video shows;
on its own 15-minute Saeturday Night
News program (11-11:15 p.m.) on
WRCA-TV (which has achieved top
ratings on its own hook) ; and in five-
night-a-week participations in the late-
night Tex and Jinx radio program on
WRCA.

The above-mentioned [.D.’s appear
as follows: One at 8:00 p.m. Sunday
night immediately preceding Toast of
the Town on WCBS-TV. One at 9:00
p.nm. Monday nights between Sid Cae-
sar and Medic on WRCA-TV. One at
10:00 p.m. Wednesday nights (20 sec-
onds) between Kraft Tv Theatre and
This Is Your Life on WRCA-TV; and
three nights a week, the 11:00 p.m.
I.D. between WRCA-TV’s news and
Uncle Wetherbee.

Savarin’s news show on Saturday
night at 11:00 p.m.. following the /it
Parade. is now in its fifth year on
WRCA-TV. Featuring Bob Wilson as
newscaster and, till recently Jean Alex-
ander as the commercial hostess for
Savarin, the program has pulled down
substantial ratings. Nielsen New York
Area Tv Ratings for January 1955
gave the show a 27.7. oulyv a few points
lower that the /it Parade which pre-
cedes it. This, =ays the agency, makes
the program the highest-rated local

2 MAY 1955
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I.D.’s between major tv shows are keystone of

Savarin campaign. Most are held long time

Bulk of tv budget goes for I.D.'s between such
shows as “Sid Cacsar” and “Medic” (WRCA.
TV), before “Toast of the Town”™ (WCBS-TV).

news show 1 the U.S. (Nielsen). In
New York, it frequently beats out all
other news shows, including those on
the networks. For instance, il more
than doubles the audience of the Camel
News Caravan (NBC TV, 7:15-8:00
p-m.) on an average weekday night:
Camel rating stood at 11.7 in Niel-
sen’s January report.

Though heaviest adverlising is in
New York, tv is alko used in Philadel-

phia (WCAU-TV). in New Haven
(WNHC-TV) and in Hartford
(WKNB-TV).

Mueh of the effectiveness of the ad-
vertising the agency attributes to the
apt and fortunate slogan which was

i

case history
I

dreamed up for Savarin about five
years ago—"It’s coffec-er coffee!” Thix
<logan keynotes all of Savarin's adver-
tising. both air and print. It has come
in for some joshing from professional
comics (among others. Boh and Ray
not so long ago did a bit on “The
tea-er coffee” 1. “We don't mind.” -avs
Paul Gumbinner. who the
extra publicity,

A secondarv slogan serves to rein-
force the “quality™” idea: “The coffee
served al the Waldorf-Astoria.” This
is chiefly promoted by Tex and Jinx
who happen to broadcast from the

welconies

=N

"ﬂ-\

Waldorf-Astoria (Savarin, incidenutal-
Iy, was Tex and Jinx’ first eommercial
sponsor on their old WN\BC morning
radio show in 1947.)

Savarin comumercials run in 10-sec-
ond L.D., in 20-second and in one-
minute length=. both live aud film. The
one-minute films feature endorsements
of the product by such names as Gladys
Swarthout, Constance Bennett. Eva Ga-
l'or, Arlene Franciz:. \aria Riva. On
Bob Wilson’s news =how Saturda
nights. Bob himself now does the com-
mercials. (Jean Alexander handled the
live pitches on their program for over
four yvears: new tack is recent.)

Three little animated coffee pots ap-
pear frequently in the shorter plugs,
are also tags for live pitches. Savarin’s
animated connmercials are generally
backed by deep. mellifluous male
voices, The original voice for Savarin
on radio was Frank Gallup, who
gained fame for lis eeric announcing
chiores on the tv drana series. Lights
Cui. Since then, several announcers
have heen used. most of them chosen
for the rich. mellow qualities of their
voires — considered appropriate {or
talking about the similar qualities in
Savarin.

Who are the men beliind Savarin's
adve
knit compamv-agency teanm comprised
of Milton Goodman. president of Gnm-
hinner: Paul Gumibinner: Jolin Mz
zei. who heads advertising and pro-

i~ing planning. Thev are a c¢lose-

1 Please turn to page 511
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You need announcements fotaling
this number of rating pointsto, . .
v

. SUPER-SATURATION
o ; f » § ) v “.

MOOERATE SATURATION
"‘

. + REACH 25% of radio homes . ... 50% of radio homes . . . . . . WASZX REIT NI

CHART ABOVE is based on formula developed as planning aid times. Rating point levels in chart 1efer to simple arithmetic sum of
fur Colgale’s ad agencies. Note that spot frequency is geometric; ratings of time slots you're buying in major city. Formula is guide,
1o triple homes-reached, you must boost spot Irequency about 10 not absolute, but most veteran timebuyers nse comparable formulas,

\‘ ’ ‘ R ‘ ’ ou want to clobber the radio audi-
: | T ¢ ence.
But the questions come rapidly:
bA I IJ I{}}\rl lﬂ . “How much spot radio do I need to-

day to make a real impression?”
. “What's all thix going to cost me?”
“Just what is ‘saturation radio’ ex-
99’
acthy 7

i ‘ g Chances are. voull know some of
the answers.
L You know, for instance, that there

are more 1.S. radio homes than ever
and more radios in those homes and
l more round-the-clock hstening. You
know that more stations—nearly 2,700

ne
. i ‘ '3 ) 2 i ('()I]]I)Ql(' f()r l()(]ﬂ.\ ’S I‘{l(“() ﬂll(“(‘n('(‘,.
rﬂ I" 0 ‘] ll I| ee Therefore vour saturation campaign
/ ° has to be big enough to make a notice-
0/

able splash in this huge electronic
ocean.

You also know that your campaign,
whatever the final plan will be, won’t
cosl vou pre-war prices for each an-
nonncement. Or even 1947-1948 prices,
is “average saturation.” buyers suggest Stations and reps now sell spot radio

100 annonucements a week in major cities

SPONSOR



in the large economy size—package
plans, saturation plans, special dis-
counts to heavy users.

Therefore you'll get a lot of mileage
today out of your spot radio dollar.

You're determined to find the rest of
the answers, because vou’ve got a prob-
lem and you think saturation spot ra-
dio will be your gimmick.

Perhaps vour biggest competitor is
pounding away in your best markets
so hard he’s stealing your customers in
carload lots.

Maybe you've got a new food or
drug product, and you want to sur
up huge consumer demand before the
other brands know what hit them.

Possibly your problem is seasonal.
You’re unveiling your new line of cars.
You’re pushing a beverage itemn as the
liot weather season starts. You're tie-
ing in with a calendar date, like Moth-
er’s Day or Christimas.

Or, you just want to give your sales
curve in a problem market a good,
kard shove upward.

You call up your agency contact,
The account wan or the chief time-
buyer, or both. You start firing your
questions, but you won’t get nice. pat
answers.

“There’s no over-all formula that
solves everything for everybody.”
they’re most likely to reply. “Satura-
tion radio is a lot of different things
to a lot of different advertisers.”

You mutter something under your
breath about how agencymen like to
duck a direct question. Tlen, as you
probe further and realize the delicate
balances involved in planning a satura-
tion spot radio campaign, you begin to
realize that they're not stalling.

There isn’t any perfect formula.

But there are some very valuable
sign posts,

What is “saturation?”” A\ chemist
will tell you that “saturation” means to
make “the greatest possible amount of
a substance unite with another through
solution.” More simply, it means to
soak something completely.

In air advertising tactics today.
saturation means pretty much the same
thing—*soaking’” the radio homes in
a market thoroughly with vour spot
schedules.

The outer limit is obvious. H you
reached all of the homes in a market
at least once during a week, you cer-
tainly could claim 1009 saturation.

But even if vou bought up all the

2 MAY 1955

radio availabilities around the clock
on all radio outlets in a market, vou
could never hit 100 of homes. You
wouldi’t do badly, though. About
98% of all the homes in major mar-
Kets have one or more radios. And.
about nine out of 10 radio homes, ra.

e e
how=to=do=it
T

dio researchers figure, use their radios
somelime during the course of a week.

To pound on 90% of the radio
homes in a week, however, would in-
volve the biggest ad budget vou can
imagine. One Young & Rubicam staff-
er’'s guess: “about $200,000 per major
market per week.”

Saturation spot radio, in practical
terms. therefore, means something less
than the dictionary definition of 100
“saturation” or even reaching all of
the radio homes.

Generally. it means “reaching a
great many radio homes several times
in a short period.” Or in other words
enough to get the whole market im-
pressed with your produet through ad-
vertising plus word-of-mouth.

But just how many homes and how
often, as velated to practical advertis-
ing budgets. is a matter for individual

deci~ton and acency deliberations

Horw many homes? [{ (ou waut a
<pot radio campaign that i~ generally
con=idered “-aturation.” you’ll have a
choice to make right at the =tart:

I. Try for the Dbroadest possible
nuniber of home~. and -acrifice fre-
queney of impressions on each home.

2. Settle for fewer homes reached.
and hit them ax often as vou can.

Or, you may want lo compromise.
Y ou may want both a fairly broad base
of homes, and a reazonable frequency.

Here's what some of the experts con-
tacted by sroxsor in a survey of a
dozen top ad agencies had to say:

“You ought to use enough spot ra-
dio to reach 40 1o 509% of the radio
nomes per weeck in a market if vou
want to ‘saturate’ the market,” =aid a
media executive of Ted Bates.

“I’d put the weekly ‘saturation’ level
at no less than 5097, said Ann Jano-
wicz, timebuyer at Ogilvy, Benson &
Mather.

“U'd certainly <ay 50% of the homes
at least once or twice on a weekly ba-
sis. and 1I'd put the four-week target
at 70% of the radio homes,” said Dr.
L.yndon Brown, rezearch v.p. of Danc-
er-Fitzgerald-Sample.

The 50 -of-homes-weekly level. in-
cidentally, was the consensus.

(Please turn to page 88)

This is saturation: buy enough radio
to reach 50% of homes on weekly basis

B 110MES REACHED: To reach 909¢ of the radio homes in a
major market with spot radio in a week would require mas-

sive spot pressure. VMost large agencies today agree that a

campaign which reaches 50

7 of radio homes in one week.

70% in four weeks reprezent= adeqnate radio “saturation.”

B FREQUENCIES: Rescarch formulas show. in general. that vou

need huge multiples of spot announcements to keep the

“homes reached™ curve going up. Timebuvers feel. however.

that vate of about 100 spot announcements weekly it major

cities will do “saturation™ joh. reach half of radio homes.

» BUDGETS: Cost of ~pot “maximum effort” might amount

to $1.000,000 annually to cover L .S

vear-round. Henee.

many all-out campaign~ are of short duration. from two to

eight weeks.

But “average saturation” campaign (sec

chart, above left) in top 50 market~ can be bought for

around $250.000 for 13 week-. about $1.000.000 amnually.
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Chief prober John Cogley: He says his aim, as director of The Fund for the Republic’s 1alent study, is to
“.hed light on 1he political eriteria now being used by the radio-tv industry in hiring talent.” A journalist
tformer exccutive editor of “The Commonweal,” a Catholic magazine), Cogley has stafl of eight researchers

Blacklist probe: meaning (o admen

Fuud for the Republice is studying hiring practices in radio«<tv. Herein. its

objectives and approach plus reactions to the study from admen

ks‘"”“‘ time late this smmmer the =ub-
jeet of talent blacklisting will probably
crop up in the nition’s newspapers
again following aelease of a Fund for
the Republic report on talent hiring
practices now enteting its final stages
of research,

What can admen expect as a resnlt
of the repart” What does it seck to
accompli=h ?

sronsor sought answers to these
questions to help guide exeentive read-
er~ wha are concerned in general with
public relations arising  ont of com-
pany programing or who mav have
then welves Lieen approached for infor-
wohon by the Fund for the Repnblie
“taff

42

Manyv admen have already bheen ap-
proached or have geen Fund research-
ers. Late last month, for example. 200
important executives in finms which
sponsor radio and television shows re-
ceived a letter from the Fund asking
for information on talent hiring pro-
cedure, The letters will supplement in-
terviews heing conduacted among ad-
verlisers.  agencies, networks.  talent
and nnion officials. Al told the Fund
expeets to talk to 500 people by the
time it concludes it< near-2100.000
study this sitmmer.

These are highlight fact~ abont the
stndy.

VoW hat is Fund for the Republic?
It i~ an independent organization es-
tablished by the Ford Foundation. It

has a §15 million grant to nse in civil
liberties projects. of which the most
active currently is the talent hiring
stndv which the I'und terms its Lnter-
tainment Project. Another project in
the planning stage: packaging of a tv
show which might be made available
for commercial sponsorship a la Omni-
bus. which is produced by the parent
FFord Fonndation.

President of the I'nnd is Robert M.
Hutching, former Universitv of  Chi-
cago chancellor; chaivman ol the
Fund board is Paul G. 1offman.  The
Fntertainment Project is headed up by
John Cogley. former executive editor
of Commonweal, lay Catholic publica-
tion.

SPONSOR




2. What is the objective of the
study? sPoNsOR put this question to
John Cogley. He stated: “We would
like to report the position the industry
as a whole takes on the civil liberties
issue involved. That is, should known
Communists be kept off the air, fellow
travelers. persons with dubious past
political associations, anyone named in
Red Channcls, etc.? We would like to
be able to report where the industry
draws the line. why it does and what
objective standards are used to deter-
mine who falls into the unemployable
category. We believe the criteria necd
to be aired. to be made public. Then
these criteria can be accepted or re-
jected by the public.”

3. Will the study name agencies or
advertisers as having blacklisted tal-
ent? As far as SPONSOR could deter-
mine, the answer is no. The report, it
was said, will probably reach general
conclusions rather than pointing to in-
dividuals or companies.

4. {low widespread is blacklisting
in the findings of the Fund? States
John Cogley: “Virtually everyone in-
terviewed says he’s against blacklist-
ing. But further probing shows that

political criteria for hiring radio-tv
personnel do exist. The eriteria vary
from agency to ageney. from client to
chent, but exixt they do.”

SPONSOR =ought reactions as to what
the stuch might meau from executives
at major agencies, uncovered <eseral
who had themselves been interviewed
by Fund researcher<. The quotes which
follow show a range of opinion, in-
cluding those who regard the Fund
project as doomed to usclessness and
some who welcome it.

Said the radio-tv director at one of
the top 20 radio-tv acencies: “This
group acconiplish  anything.
theylt have a hard time getting a re-
action from people about this—people
will just clam up. No one’s going to
be completely truthful.

won't

“Is still the sponsor’s money. He'-
spending million to create good will.
Why should he go out on the Kb and
offend somebody—be it a majority or
a minority? It’s the clients who gen-
erally set up the criteria because
they're the ones who get the letters.
They vary in point of view, and the
ageneies and networks just try to fore-
stall adverse client reaction.

“Of course. we dont have any syx-
tem of blackhisting at all. It just makes
that we'd <tay «clear of the
Drapers and Paul Robeson, and 1
wouldn't run a Chaplin ilm. [ don’t
know win anv outside group wants to
spend a lot of dough just to find that
out. What can they do about it any-
how 7™

~CIRe

Said a top radio-tv executive of an
agency that had hit the headlines in
the Matusow case: At my level I don’t
care whether there’s a sarvey or not,
but it can’t serve any useful function.
They won't find out anything. We have
certain specifications for hiring people.
Another agency has other specifica-

tions. What do | care what their cri-
teria are?”’

The head of a major agency’s legal
deparlmenl made these comments:

“The Fund impressed me as being a
group of earnest people. Thev had
talked to many before me. 1t's a fact-
finding job they’re doing, and they
conducted a factual research inter-
view.”

The radio-tv v.p. of a top 10 agency
said succinetly : “They spoke to me and

(Please turn to page Y1)

QUOTES FROM AGENCYMEN ON BLACKLISTING PROBE

“Thi= group won’t accomplish anything.
1t’s still the sponsor’s money. lle’s spend-
Why
should he go out on the limb and offend
somebody- be it a majority or a minor-
ity? 1t~ the clients who generally set up
the criteria because they're the ones who
get the letters . . . and the agencies and
networks just try to forestall adverse cli-
ent reactions,”

ing millions to create good will,

Radio-tv director of one of
the top 20 radio-tr agencies

“I"'m delighted that the Fund is doing thi-
job. We've been running into terrible
problems at times—all kinds of phone
calls from clients because of letters or
calls they in turn have had. It wonld be
very tough for a job like this to be under-
taken within the industry . . . Why it'=
gotten to the point wlere one of our
clients even suspected a big network va
riety show because he was doubtful of
the loyalties of some of the guest talent.
. .. At an agency voure under constant
client pressure. That's why I'm glad this
outside group is undertaking the job.”
Radio-tr v.p. of one of the
top 30 radio-tv agencies

“At my level 1 don’t care whether there’s
a survey or not, but it can’t serve any
useful function. They won't find ont any-
thing. We havc certain specifications for
hiring people. Another agency has other
specifications. What do 1 care what their
I dont if there's a
study or not. and don’t vou draw any

criteria are? carc
conclusions from that.”
A top radio-tr executive

“The Fund me  as being a
gronp of carne-t people. They had talked

fact-finding

impressed

to many before me. It's a

job they're doing, and they conducted a

factual research interview.”

Head of a major ageney’s
legal department

“They (the Fund) mentioned others in
the agency that they wanted to talk to.
but no one else would talk. They have a
bunch of people going around to talk tu
agencie~. bnt they don’t know anvthing
cpecific. It's just not in our interest to
di~enss this subject.”
Radio-tr v.p. of one of the
top 10 radio-tr agencies

——EEEEEEEEEEEEEEEEEEEEE
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Blow-hy-hlow
Loy ol a tv test

“Startling™ is the way B&M ad
manager desceribes sales after first

half of April. Increase hit 3709,

For the first time in telecision and trade paper history,
sPONsOR is able to report results of a tv test eampaign as
they happen. spoxsor recently revealed that Burnham &
Worrill Co. had launched a campaign using tv only in a
market where it had never advertised hefore and where
sales of its oven-baked beans and brown bread were low.
Objective: to see if tv alone could boost sales.

This is sPONSOR’s second major series on media. The
first was sPONSOR’s two-year All-Media Evaluation Study
recently published in book form). The All-Media Study
explored the role of each major advertising medium, urged
adrertisers to test media. The present B&M campaign is
one case of an advertiser turning to a media test in the
cffort to solve a marketing problem.

* *

L 2 ] . .

ll 1s startling 1o get an inereasze of this kind in such
a short period.”

This is the reaction of W, G. Northgraves, Burnham &
Mornill advertising manager, to =ales in the Green Bay,
Wis., test area after 11 weeks of television. The latest
figures shlow a 370°¢ increase the first half of April this
vear compared with the like period in 1951, Total sales
for the 11 weeks of television reported thus far are 757%
above the same period last vear.

To ~ce the full picture of how 1955 <ales compare with
last year's, consult the chart on the page opposite. Tt
<hows total sales of the B&M hean and brown bread prod-
ucts for ecach of the two-week periods reported thus far

1 sroNsoR. Note how the mncrease in sales during 1955

cgins to point upward at a stepped np rate as the effect
f televiston builds up.

The reecent rise is even more impressive, say veleran

oceryien in the area. when vou consider it was achieved

44

Grocers are =miling as B&M sales skyrocket.
I1's been easier to get displays like this one set
up as result of tv campaign. Sales in April rose
despite imminence of tax on inventory (see text)

X

{

-
-

',

= LN

in the face of a Wisconsin state tax on inventories which
falls due 1 May. Wisconsin wholesalers try to cutl orders
for all products they cannot be sure of moving quickly
during the month of April, would not have ordered large
quantities of B&M products nnless they were fully confi-
dent of demand. Reason: the Wiszconsin inventory lax is
57 . which would virtually wipe out profit on B&M proa-
ucts still in stock by the end of the month. (Wholesale
profit on B&\M beans is 5 to 77%.)

Yet to be seen, however, at presstime was whether whole-
salers would continue their heavily increased ordering dur-
g the second half of April as the tax deadline drew near.

Will Burnham & Morrill go into television heavily for
the first time on the basis of Green Bay test results thus
far?

Northeraves had this an~wer for spoxsok: “When the
time for 1956 planning rolls around, we would be most
remixs i we didn’t give television heavy consideration.
There are many other markets corresponding in general
to this test area as far as our sales position 1= concerned

= e ~

TEST IN A NUT-SHELL

PRODUCTS: B&M beans and brown bread

AGENCY: BBDO, Boston

MARKET: 100-mile zone around Green Bay, Wis.
MEDIA USED: lelevision only

PAST ADVERTISING: almost none in area
SUCCESS YARDSTICK: sales, increased distribution
BUDGET: §12,500

DURATION: six months

SCHEDULE: 6-min anncts wkly, most in afternoon

SPONSOR
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Where will sales be after

six months of television ?
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which might respond to a similar campaign.”

Unlike most advertising managers who cannot be sure
just what is increasing sales becausc they emplov <everal
media, Northgraves is able to isolate results in the Green
Bay test. Only television is being used as compared with
last year when there was no real advertising effort iu the
market.

Northgraves attributes the success of the campaign to
the copy approach as well as the medium. He said:
“WBAY-TV deserves a lot of credit for taking the copy
platform we provided and working it into commercials
given in the style of local talent. It’s proved to us that
careful descriptive copy can be engineered into a com-
paratively short announcement.”

Here are some excerpts from copy on the air currentlv:

“Hi there, I'm Cap’n Hal; and you know, you'll always
find something good to cat in your cupboard when you've
got a supphy of B&M Brick Oven Baked Beans on hand. ..

“You see, B&M Brick Oven Baked Bcans are made fromn
a recipe generations old. It calls for choice beans, pork
and rich molasses sauce baked together in open hean pots
all day long to golden brown perfection. . .

“Here’s a real Yankee dimner . . . B&M Brick Oven
Baked Beans and brown bread. Serve them soon but make
sure you get the genuine B&M brand. Look for the orange
and blue label and the oval trademark with the letters
B&M!”

Northgraves points to the full story of how B&M beans
are prepared as a vital factor in convincing the housewife
that there’s a reason she should pay considerably more
for oven-baked beans than for the can-cooked variety. He
feels that description of the product label and trademark
is equally important to make sure the housewife doesn’t
end up picking some other variety of oveu-baked beans

off the shelf. * * *

2 MAY 1955
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TH WEEK OF B&M 26-WEEK TV TEST

||||||||| e o iy

Tius is the weok-hy-weels inside report af
whzt happeus ta a precviously nuadvertised
product in a weak wmarket wheu only
one mediu is used to stimulate sales

Results: Sales for all B& test products in
the Green Bay area totaled 1.6+ dozen cans
during the first half of April. In the samc
period last year sales were only 350 dozen
cans. This 37077 increase was accomplished
despite imminence of @ 57 tax on inventories
which causes wholesalers to slow down in or-
dering unless they arc confident the prod-
uct will move off their shelves quickly.

Distribution: While distribution of brown
bread particularly has increascd, one major
local chain still refuses to stock B& M beans.
Krambo, which has 30 storcs, still says i1 has
enough varieties of beans on its shelves with
out adding B&M. [t has its own private label
brand of oven-baked beans. But Otto L
KNuchn, B&M's broker in the territory, still
hopes to crack Krambo after thc chain has
had a better chance to observe how telerision

has built demand for the B&M line.

4
END OF WEEK 11
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there 1 @ time huying machine

This satire on a niachine that buys time was written by SRA's

1] Te quote hervewith from a state-
ment by William B. Kroske. of Keteh-
Macleod & Grove, Pitt=hurgh, in
<roNsoRr (Timebuvers at work):
“Incidentally, T hear tell of buy-
ers in New York buying by ma-
chine. 1< inconceivable to me
that a buver could feed coverage.

rating and cost info into a ma-

chine and come up with an in-

telligent buving decision.”

Yes. Bill. vou can [eed coverage, rat-
ing and cost info into a machine, as
well as availabilities. and come up
with an intelligent buving decision.
Doubts that a machine can accom-

Time buying robot gets facts at one end, turns out orders at other. Tom Flanagan says
machine will automatically reject inadequate ratings, but can’t be taken out 1o luncheons

/
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plish such things only reflect the skep-
ticism of a skeptical age.

The telephone company has been us-
ing machines that make decisions for
30 years. General FElectric engineers
assure us that “We shall soon have
machines that sense, feel and count
(compulers) capable of logical deci-
sions.”

So you see. Bill, time bnying ma-
chines can make intelligent buving de-
cisions, and they exi-t. just as sure as
the idea of a flying machine did exist
in the minds of the Wright Brothers:
just as sure as the current generation
of boys know that we will have a space
moon, space ships and trips to the
planets.

So, Bill, vou and the other timebuy-
ers will have the stimulating experi-
ence of moving into new fields of
ageney work: becau e, Bill, 10 years
from now it is quite trne that the only
people emploved may e truck drivers
and advertising men. Automation and
cybernetics will do all the rest of our
work for us.

I carried to Oklahoma City recent-
Iv, at a meeting of the Southwestern
Advertising Agencies Association, tle
big news about the advertising copy-
writing machine that is now producing
good. normal 890 a week copv. and is
expecled to produce good $120 a week
copy when transistors are perfected
and available.

At the Radio Round-Up of the sales-
men and executives of our members
carly in March, I described the work-
ing= of this thme buying machine, in-
clnding the fact that there is a rejec-
tion slot for inadequate and grossly
incomplete radio audience ratings. The
machine will not even consider them.
Of course the machine alo will give
no consideration to local cut-rates for
national advertisers.

I think the consensus on Madison
Avenue is that many timebuvers will
go into the research department to do

(Please turn to page 81)

SPONSOR




TABLE CONVERTS FILM FOOTAGE TO TIME OR VICE VERSA
FOOTAGE TO TIME FOOTAGE TO TIME | TIME TO FOOTAGE in 35mm. . . .. in 1Gmm
in — in — -
3omm 8 3 :.g lomm ¢ = i I < <
— ; g E g — Z § -,‘z s l s 3
R T 5 & &% = - <
I
% 00 00 .33 ¥, 00 00 .80 00 00 .33 8 8
1 00 00 .67 1 00 01 .67 | 0 00 .50 12 12
2 00 01 .33 2 00 03 .33 00 00 67 16 16
3 00 02 .00 3 00 05 .00 | 00 01 .00 | 8 21
4 00 02 .67 4 00 06 .67 | 00 02 .00 3 0 1 8
5 00 03 .33 5 00 08 .33 00 03 .00 1 8 1 32
6 00 0l .00 6 00 10 .00 | c0 01 .00 6 0 2 16
7 00 01 67 7 00 11 67 00 05 .00 7 8 3 0
8 00 05 .33 8 00 13 .33 | 00 06 .00 9 0 3 21
9 00 06 .00 9 00 15 .00 00 07 .00 10 8 1 8
10 00 06 67 10 00 16 67 | 00 08 .00 12 0 4 32
20 00 13 .33 20 00 33 .33 00 09 .00 13 8 5 16
30 00 20 .00 30 00 50 .00 | 00 10 .00 15 0 G 0
0 00 26 .67 0 01 06 .67 | 00 20 .00 30 0 12 0
50 00 33 .33 50 01 23 .33 00 30 .00 13 0 18 0
GO 00 40 .00 60 01 40 .00 | 00 40 .00 6o 0 21 0
70 00 16 .67 70 01 56 .67 00 50 .00 it 0 30 0
80 00 53 .33 80 02 13 .33 | 01 00 .00 90 0 36 0
90 01 00 .00 90 02 30 .00 02 00 .00 189 0 72 0
100 01 06 .67 100 02 46 .67 | 03 00 .00 270 0 108 0
200 02 13 33 200 05 33 .33 0f 00 .00 360 0 144 0
500 05 33 .33 500 13 53 .33 | 05 00 .00 438 0 180 0
600 06 40 .00 600 16 40 .00 06 00 .00 510 0 216 0
700 07 46 67 700 19 2 .67 | 07 00 .00 630 0 252 0
800 08 53 .33 800 22 13 .33 | 08 00 .00 720 0 288 0
900 10 00 .00 900 25 00 .00 9 00 .00 310 0 321 0
1000 11 06 67 1000 27 46 67 | 10 00 .00 <00 0 360 0
2000 22 13 .33 2000 55 33 .33 20 00 .00 1800 0 720 0
3000 33 20 .00 | 30 00 .00 2700 0 1080 0
COPYRIGIIT 1935 SCRELN GEMS, I1NC.

How to con

ee "/hal’s the running time on the
air of 147 feet of 35 mm. film?”

“How many feet of 16 mm. film ave
there in a 10-second tv ‘[.D.’?7

You can solve time-and-footage
problems like these with a stop watch
and a tape measure—if you've got
plenty of time on vour hands.

But a quicker and easier way ap-
pears above in the form of the conver-
sion table prepared by Screen Gems
Technical Director Peter Keane for use

2 MAY 1955

ert film teet o time

Chart simplifies task for busy television, admen. producers. editors

by tv film men. It’s baszed on stand-
ard rate of film travel.

Although invaluable to tv film edi-
tors, the chart is not for them alone.
Aecount men, copywriters, producers.
timebuyers, ad managers all may face
the problem of computing the correct
length or running time of tv films.

Here's how it works: To convert
odd chuuks of 35 or 16 mm. film into
time. accurate within a third of a sec-
ond, break the film length down into

the lengths shown in the tables (thou-
sands, then hundred~. then multiples
of 10, then single feet) and add up the
times to get an answer. A |

2.047 feet long breaks d 1.
feet 120 min.}. 810 feet (9 ).
feet (20 ~ec.) and 7 feet (5 ~ec.), T
tal: 29 minntes and 25 seconds.

To convert time into foota_e. the
process i~ meerely reversed.  \dd the
footage counts for the nearest nnmber
of whole minutes, then seconds. * * *
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ratings of Cop s

vk

tn last montb’s chart

1t hiank, show was not rated at all in last chart or was In otber

o}
Chart covers half-tour syndicated film praia“f
. 7-STATION 5 8
' ol Top 10 shows in 10 or more markets MARKETS S ATLoN 4.STATION MARKETS A
zew Period 1-7 March 1955 Average p - B Seattle- —
B TITLE. SYNDICATOR. PRODUCER. SHOW TYPE rating N.Y. L.A. Boston  Mnpls. S. Fran ] Atlanta Chicago Detroit Tacoma Wash. Balt. Buffa @
 —
i | 1 Led Three Lives, Ziv (D) oy o | 67 148} 270 230 200 | 157 132 11.3 154 20.3| 145 313
. £ < ’ 21.9 wabc-tv  kitv fwnac-tv  kstp-tv kron-tv | wsh-fv  wen tv  wibk-tv  ktnt-tv  wre tv | whal tv whben 48
1_0:_001_wm 57:30...11_ 7:00pm  9:30pm 10:30pm §10:30pm 9:30pm 10:30pm 7:00pm 10°30pm310:30pm  9:30p J§
68 19.5 2.7 203 { 12.3 15.3 22.7 21.7] 25.0 24.41
8N 5 aef e o e . . . B . . . A o
> Waterfront. MCA, Roland Reed {A] 20.2 wabd Kkity kevd-te kron tv | waga.tv WEYZ-tS  komo-ty wton-tv | wmar-ty  wer-t
?:f:0|)|u 7:30pm 7:00pn  8:30pm | 7:00pm 7:00pm 8:30pm 9:30pm § 9:30pm 7:00p: 3¢
;2 Cisco Kid. Ziv (W) ) 13.2] 12.5 22.3 20.7 13.2 22.7 23.0 18.4 21.7 20.22
o 4 . v e )
20.1 ktty [ wnac-tv  weeo-tv  Kron-tv J waga-tv  whkb  wXvz-tv komo-tv whal-tv  when-! /g
) 6:30pm f 6:00pin 1:30pm  6:30pm § 7:00pm 5:00pm  6:30pm 7:00pm 7:00pm  T:00pnf#
- = == — = C -
0.7 195 94 19.5 6.3 18.0 1
3 < I “p1°2 S . v > ’ )
3 avorite Story. Ziv (D) 20.1 T oy R re T TT L —— wibk -ty KInE-tv
10:00pm 9:00pm 7:00pm § 7 -00umn ©:00pm 8:00pm ;
- - 1 i — - - r
56 110} 200 17.5 19.3 224 12.5 15.0 22.4 10.7] 15.0 24.5)!
303 | Mr. Distri i 20. ) i ’ ) ’ R
! District A“or"()y’ Ziv (A) 20.1 wgbe-tv  knxt wnae-ty  kstp-tv  kron-tv wsb-te  wbkb  wwj-tv king-tv wmal-te} whal-tv  wer-tie
10:30pm 10:006pmi10:30pm 7:30pm 10:30pm ¥ 7:00pm 9:30pm 10:30pm 9:00pm 10:0ipmy10:30pm 7:00pingd
P p ) N 7.8 169} 19.7 24.7 27.2 { 147 169 143 244 17.0} 11.4 2120
Iy
Ba(lgo 71 s NBC Fl|m (D) 20.0 wor-tv ktty whae-tv  kstp-tv kpix wlw-2a  wgn-tv wwi-ty  klng-tv wre-tv Jwhal-tv wgr-tis
9:00pm 7:30pm § 6:30pm 9:30pm 9:00pm | 9:30pm $:00pm 7:00pmn  9:30pm 7:00pm §10:30pm 10:30p hﬁ
— — — - S - o = o
b . ) 12.0 12.0} 16.7 11.7 20.0 | 26.0 19.2 26.7 9.6 18.0}1 22.7 26.3M
‘ ! UL JAELRLLLRS Flammgo. R. Maxwell (K) 19.7 wrea-ty kttv wnac-ty  wmin kRo-tv wsh-ty  wbhkb wxvz-tv king-tv wrc-tv fwhal-tv wbcn-h..,,n
6:00pin 7:00pm J 6:30pm 11:30am 6:30pm § 7:0fpm 5:00pm 6:30pm 6:00nm 7:00pm § T:00pm 7 :00pmEN
. 13.4 18.2] 15.7 14.7 20.7 17.9 25.8 10.3| 30.7 ]
PN T . n «
Annie Qakley. CBS Film, Flying A (W) 194 { cv ke d wbste —— whkb  WISZ-tv KIng-tv  wite N wbal-tv i
5:30pm 7:00pm § 6:00pm 6:30pm 2:00pm 4:30pm 6:00pm 7:00pm § 5:30pm
. 2 . - 5.1 8.0% 16.2 17.5 26.7 44 9.5 8.0 240 83} 12.0 25.7M
9 leoruco, Guild Films (M“‘) 18.9 wplx ktty wbz-tv  weco-tv kplx wiw-a  wgn-tv  wwj-tv  king-tv  witg jwbal-tv  wer-tv sy
6:30pin $:30pm § 3:00pmn 7:00pm  9:30pm § £:00pin 9:30pm  6:30pm  §:30pm  9:00pm § 7:00pm 6:30pn.,;'
3 . 14.0) 16.3 17.3 1.0 15.0 18.0 9.3
1o Stories of the (c"""'?ls H°”Y“’°°d Tv (W) 7.9 ktty [ wnac-te  wten-tv kovr-ty | wsb-tv king-tv wtop-tv
{ 9:00pm § 6:00pm 5:00pm  7:00pm §11:00pm 9:30pm 7:00pm
ol ¥ Top 10 shows in 4 to 9 markets i
) ) 217 7.5 11.5 14.3 11.3 b b
I ¢ Passport (o Dangevr,ABC Fiim, Hal Roach (A) -0 Keop kegd-te  kron-tv Wz by :::,
) 8§:00pm 7:30pm 10:30pm 10 :00pin y
. . . . 13.0 17.9 18.3 16.2 30.6
2 1 Life of Riley. NBC Film, Tom McKnight (C) 19.1 . N want T
o 8:00pm G:00pm  7:00pm 9:00pm 7:30pm
. . . 3.3 9.81 22.7 15.3
3 Foreigu Intrigue.  Sheldon Reynolds (A) FB.2 4o keen 1 wiste wtop-Iv
%02 - v
10:30pm 10:60pm § 10 -20nm 7:00npm
y ' 9.8) 19.5 18.0 26.9
4 3 Gene Aulry. CBS Film (W) 1.2 knxt wnae tv wbhbm-tv king-tv
WipIn § & O0pm 5:30pm £:00pm
_ ‘ . . 12.3| 12.7 24.0 20.4 12.7 i
NI The Whistler. CBS Film, Joel Malone (M) 16.6 e | byt . King-ty wmar-te i
10 oopm 1108 opm 10:00pn 11:00pm ¢
. 8.7 9.3 13.7 14.2
G 5 | Kit Carson, MCA, Revue Prod. (W) 159 Lo e e - TG
Cipm 530pm #:00pm 6:00pn
- _ 10.2 5.5 5.5 157 13.0} 8.2
T8 T'he Faleon, NBC Film (D) 1.3 e . e | e
10°30pm 00pm 9 30pm  9:00pm 10:30pm] 10:30pm
. |20.1 103 12.2 14.6 !
3 Doug. Fairbanlks Preseats.  interstate TV (D) 1-1.3 wabd  kren Kstp-ty ktnt tv
10:30pm 10:30pm 10 .30pm 10-30pm
. 6.0 12.5 18.5 14.3
9 A"(lyllr of the Toun, MCA, G.-K., R.-G. (C) 13.3 keyil v wsh-t¢v  wnbg  wwj tv
T 30pm 3:30pm  10¢:t0pm 7 00pm
. 7.3 10.6 9.2 5.71% 229
10 Man Behind Badge, MCA, B. Prockter {Doc.) 12.9 e Wbkt S warte
SR U LOR 10:30nn 10:30pm 10:30pm &
R p
nture comedy ©odrema; (Doe)  fo Aary < : March, Whll otk show Irly ble from th t ther In the marketdn
A A LN e o 1 R O n:m,g ",;,,.”T \)dl(-i.u‘u'r"‘hlxlrr) l'\m(ll\'h':!x‘:;: \\\-'I;!I‘;'l’)) u»:':'hil:‘o ':l(;:t‘y‘\\"l‘l.( lh‘n‘;“r;s Blrl"‘uohl(:vlm::fl‘l ﬁ's&z‘:‘rox‘ﬁit n\‘\?!nth s)g\d?::lc(‘l‘rshmn. This i
i y 13 be borme In mind when analyzing ratlng irends from onc month to another In this chart. *Ré&s
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im shows

rjally made for tv

BSTATION MARKETS 2-STATION MARKETS
‘Columbus Milw. Phila. St. L. | Birm. Charlotte Dayton New. Or.
20.7 19.7 15.3 19.9}22.0 55.0 26.3 47.3
wbns-tv wtmj-tv wean-tv ksd-tv wabt whiv  whio-tv wdsu-tv
9:30pm 10:30pm T:00pm 10:00pmf 9:30pm 9:30pm 9:00pm  9:30pm
20.0 18.0 15.7 18.5 53.5 24.5 34.5
wbns-tv  wxix weau-tv wbre-ty  whbty  whio-tv wdsu-tv
7:00pm 8:30pm 5:30pm 10:00pm 9:3%m 7:00pm 10:30pm
12.2 24.4 19.0 34.5
wiw-¢ wtmj-tv ksd-tv wdsu-ty
6:00pm 5:30pm 5:00pm 5:30pm
19.7 7.5 56.5 52.8
whns-tv wptz whtv wdsu-tv
10:00pm 11:00pm 9:30pm 9:30pm
22.4 20.7 13.5 229123.0 58.0 19.0 29.0
wlwv-¢ wtmj-tv wptz ksd-tv Jwbre-tv  wbtv  wiw-d wdsu-tv
10:30pm 10:30pm 10:30pm 10:00pm 3:3rmm’ 8:00pm 10:30pm 10:30pm
20.2 8.2 19.5 28.2129.0 453 18.3
wiv-¢  witnw weat-ty  ksd-tv Jwhre-tv wbiv wiw-d
7:00pm  8:30pm 7:00pm 9:30pm [ 9:30pm 10:00pm 7:00pm
20.0 12,3 20.0 23.3{28.5 37.0 15.0 32.0
wbns-tv  wivw  weau-tv  ksd-tv wabt whty  wiw-d  wdsu-tv
6:00pm  6:30pm 7:00pm 6:00pm J6:00pm 5:30pm 6:00pm 5:00pm
15.7 13.5 14.4 37.3 30.5
wtvn wivw ksd-tv whbtv wdsu-tv
6:30pm  5:00pm 12:30pw 2:00pm 12:00n
20.4 34.9 10.7 19.4]24.0 25.8 55.5
wbns-tv  wtmj-tv  wptz ksd-tv wabt whio-tv wdsu-tv
7:00pm 8:00pm 11:00pm 10:00pm [ 9:00pm 7:30pm 9:30pm
14.3 14.0 31.7 46.0
whbns-tv  wxix ksd-tv wedsu-tv
6:00pm 10:00pm 9:30pm 5:30pm
11.9 56.5 42.5
= e ) -
kwk-ty whtv wdsu-ty
10:30pm 8:00pm 5:00pm
18.7
wxix
8:00pm
8.5 153 50.0
wtvw weau-tv whty
9:30pm 7:00pm 9:30pm
16.8
whio-tv
T:00pm
17.0
wdsu-tv
11:30pm
28.0 21.3
wtmj-tv e h-
5:00pm . - é‘;%p‘,‘n
11.9 19.4 43.0
wptz  kwk-tv -dsu-
10:30pm 10:00pm l“otzlgloxptnvx
15.8 12,5
wptz ksd-tv
10:30pm 10:30pm
13.7 20.8
weau-tv wbre-tv
10:30pm 9:30pm

Classification as to number of stations in market is Pulse's own.

etermines number by measuring which statlons are actually re-
¥ homes In the metropoiitan area of a given market even though
itselif may bo outside metropolitan area of the market.

®
Ultra Violet and
. Flash Patch Printing

16 mm and 35mm

Release Printing
[ ]

Title Department
®

45 Cutting and

Editing Rooms

619 West 54th Street, New York 19, N. Y.

MOVIELAB FILM LABORATORIES.

Celebrating

our 25th ,

ANNIVERSARY

¥
-k

ok

INC.

JUdson 6-0360
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out of
the
NBC-TV

Spectacular

comes

RESERVE THESE
IMPORTANT SELLING DATES:
September 11 DPremiere
October 9 Fall Season
November 6 I’re-Thanksgiving
December 4 P’re-Christmas
January 1 New Year’s Day
and Winter Travel
January 29 Cold Weather Items
February 26 Pre-Spring, Lent

March 25 Pre-Itaster

April 15 Spring Items

May 6 Pre-Mother’s Day

June 10 Pre-TIather’s Day
and Graduation

July 8 Summer Scason

August b Summer Travel

September 2 Back to School




Now for the first time the excitement and power
of the Spectaculars is within the budget of any
national advertiser!

COLOR SPREAD, a new series of 90-minute color ex-
travaganzas, will be introduced this fall and will
be sold on a participation basis. It will be seen in
the primest of prime evening time, 7:30-9:00 pM,
NYT, approximately every fourth Sunday.

sPECTACULAR scHEDULE: ON COLOR SPREAD you will be
able to place a full 90-second commercial immedi-
ately before every major merchandising event
throughout the yvear. Note the key dates at the left,
buy as many participations as vou need —on the
dates you need them most.

exciting things are happening on

3PREAD

SPECTACULAR AUDIENCE: Based on the performance
of the NBC Spectaculars this past season, an audi-
ence of over 30,000,000 viewers is expected for
every COLOR SPREAD commercial.

SPECTACULAR SALES IMPacT: The Sunbeam Corpora-
tion reports that more than a million Sunbeam
Fryers have been sold, at $25 each, following its
commercials on NBC-TV's Spectaculars. COLOR
SPREAD is something that your salesmen can crow
about. Its gigantic nation-wide promotion and pub-
licity can be merchandised to the hilt.

Call your NBC representative while choice selling
dates are still available.

B el
TELEVISION



LAUNDRY SERVICE

DRY CLEANING

<N =Oh Pes 0 Tamdn AGENCY: Direct

AL 1 CAST HISTORY: The Pilgrim Laundry peo-

nat teel their new “Fluff and Fold™ service was
~aur public acceptance, although they were advertis-
o hes deaded to try radio. Tom Brooks. a W >AZ
mer . personaliny toured their main office and plant
tooa quacit himself with the “Fluff and Fold™ operation.
I« week campaign of 22 announcements each week.,
ad Wl hod by Brooks. so increased business that the an-
dorre cments had 1o be switched 1o another service. The
wod Iy cost of the campaign was 392.8:1.

WA/ Hhington, Wo Va, PROGR AN Announcemenis

N5

\mn B\
\/0 results

o o

TOURS

P SO S R

PAPON T

SPONSOR: Henderson's Cleaners & Dyers AGENCY': Direct

CAPSULE CASE 1ISTORY: In keeping with the Cana-
dian government's theme “have vour spring work done
in the slack winter months and aid unemployment,”
Henderson’s cleaners ran a campaign in March [or the
cleaning and stenlization of pillows. A weekend “pack-
age” of six 30-second announcements and six 15-second
jlashes on a Sunday, Monday and Tuesday doubled the
“pillow” bustness. For an expenditure of $25.00 the spon-
sor took in §95.00 in pillows alone, and the majority of
orders were accompanied by dry cleaning business.

CKON, Ketowna, B. C., Canada PROGRAM: Announcements

EMPLOYMENT

.
SPONSOR: Nat'l Employment AGENCY: Max Walter Adv.
Informmation Service
f

CAPSULE CASE IIISTORY: The sponsor used six an-
nouncements, one cach day. on the WING Dave Jacobs
Hill Billy Show to invite phone call or letter inquiries
from potential emplovers and employees. The show is on
Jrom 5:05 to 6 p.m. These announcements alone brought
181 phone calls and letter replies. The cost for each an-
nouncemnent was $15 or a total of $90.

PROGRAN: Dave Jacobs Hill Billy

Show, announcementis

WING, Dayton, Ohio

CARS

3 g

~PONSOR: Ol-en Travel AGENCY . Gencliff-Breslich,

Organization Chi.
(,,\],.‘l ] | \“h l“\]()l{\ /I(Irl'(,’)' ()]_g(’"’ Lo [)()05[ ]”'5
travel organization’s all-cxpense tours to lLurope, spon-
sored a W-minute classical d.j. show. The show is m.c’d
by Norman Ross, Ir., who formerly conducted tours for
(dsen, and 1s on Saturday mornings. This was Olsen’s
first venture in radio. During the first week, mail in-
quiries credited 1o the program brought in estimated
business of over S81.000. The cost of the program 1s
S350 per weel.

WALAQ, Chicago PROGRAM: Classical records

SPONSOR: Johnston Motors AGENCY: Dircet

CAPSULE CASE HISTORY: This Plymouth Dealer
bought CKWX’s “New Car Package,” consisting of 21
one-minute announcements, 15 eight-second 1.I’s and a
30-minute “on the spot” broadcast [rom the dealer’s shoiw-
room. The campaign ran one week. No other advertis-
ing was used. All the new cars in stock—33—were sold.
Additional orders and an excellent list of [uture pros-
pects was also gained. The total cost was $3505 resulting
sales volume about 83.000.

CRKWX, Vancouver PROGRAM: Annocunccments

PLUMEBING

MEAT

SPONSOR: Montoya Bro<. Plumbing Co, AGENCY: Direct

CAPSULE CASE HISTORY:  The Vontova Bros. Plumb-
ing Co. says: “W hen e 1ook advertising with Jose Galle-
gos we were sure we would get good results. hecause of
his lurge listening audience and sales ability.” They do
no other advertising. “llowever,” they state, “We didn’t
expeet anything like the response we have recetved.”
Ifter the first eight one-minute announcements on lis
program, and as a direct result of this advertising. they
sold 30,000 worth of plumbing and construction, with

orders stldl conung in. Each announcement costs $3.30.

KABO AT aanerqgue, o AL PROGRAM: Jose Gallegos

SPONSOR: Hunk & Chunk Slaughter House AGENCY: Direct

CAPSULE CASNE HISTORY: A WSPD salesman was try-
ing lo increase the Hunk and Chunk schedule of 16 an-
nouncements per week on Thursday, Friday and Satur-
day. The salesmnan was told the company wasn’t even sure
the announcenients they had were doing any good. That
weekend, without the elient’s knowledge, the salesman can-
celled all 16 announcements. The [ollowing Monday the
client reported he was sure the announcements weren’t
doing any good because his Friday and Saturday sales
were $1,500 less than they’d been the week end before.
Now the client is convinced of the power of ils schedule
which costs $160 weekly.

WSPD, Toledo PROGRAM: Annonncements




WDAY WINs-
HANDS DOWN!

—

PREFERRED 32 TO 1
IN RURAL SURVEY

1

THE CITY FAVORITE, 100!

vember, 1954, Hoopers forYForg;;
l:‘\‘:)orheqd show that WDAY 9

more than

time listen

three times as many df:y-'
ers as lhe next stalion:

WDAY—-91.7%
B sTaTiON A-—2.3%
- STATION B—1.5% A Rural Radio Survey of the Red River Valley Area was reeently com-
pleted by the Northwest Andit Company of Fargo. A double posteard was
STATION C-1.0%

mailed to 3,200 families living in the 41 eounties within 150 miles of Fargo,

m all direetious.

Out of the 1681 replies, the amazing total of 1541 said that their fami-
hies histened to WDAY most! That’s 91.7% . . . and there were 25 stations
mentioned in the survey! WDAY was the ehoice over the second-hest

statton 32to 1 . . . and 11 to 1 over all other stations combined.

Let a Free & Peters Colonel give you the break-down on these staggering

facts, or write us if you wish.

WDAY

FARGO, N. D.
NBC ¢ 5000 WATTS ¢ 970 KILOCYCLES
FREE & PETERS, INC., Exclusive National Representanves
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G O O D . « » advertising

always pays in the . . . .. Q
A (o A T A \\-\

RICH, GROWING
NORTH CAROLINA

MARKET
BETTER . « » coverage

than ever before is yours with
RADIO inthe . .. ......

15-county
Winston-Salem

NORTH CAROLINA

Market
BEST. « « buy morning,

afternoon and evening is

'EC

AFFILIATE

800 KC—35 KW
AM - FM

] Represented by
HEADLEY-REED CO.

New developments on SPONSOR stories

Sce: Kids and animals on tv
Issue: 3 November 1932, page 30
0 0 Subjeet: Handling animals on television
The man who’s probably booked more animal and circus acts than
any other agent. George A. Hamid, has a reassuring word for the
adman who's concerned about handling circus acts on a show.
“Last summer.” savs lamid. “we flew out a plane-load of a dozen
roaring hons that were featured at the Atlantic City Steel Pier to
play a tv show on the West Coast the following day. Very rarely
does an act fail to show up on time. Circus performers are real
troupers and will go through fire and water to make an engagement.”
Circns talent. like sports promoters, have sometimes worried about
their box oflice after they appear on television. But Hamid contends
tv stimulates interest in a circus act. Many fairs and amusement

parks, lie savs, book talent sight unseen once theyvre assured the tal-
ent have tv credits,

See: Spanish-language market trends

Issue: 9 August 1951, page 20

Subjec(: How zadvertisers nse Spanish broad.
Y Y casling

The theory that the hest way to sell {oreign-language groups is in
their own language is proving out on television as well as radio.
XEJ-TV, located in Ciudad Juarez, which ix just outside El Paso,
has been =elling successfully to the 130,000 Mexican-Americans
who live in and around El Paso.

Two announcements on the station recently helped zell 3500 worth
of Bexel vitamins in two drug stores followed up by a fast reorder of
S500 worth of addit’onal vit~mins,

The border station programs entirely in Spanish. using local
features plus U. 3. film shows with Spanish-language soundtracks.
Among the syndicated film shows in Spanish on the station are Ziv
Tv’s Cisco Kid and ABC Film Division's Public Defender. % * *

YF LTV ugas Spanish lanquaae programs ‘o sell to Mexican-Americans in El Paso

SPONSOR




THE ONLY

OF TRIS VITAL
MARKET AREA

PPopulation 900,000 ‘\ = over e
Retail sales $750,000.000 \‘}3 200 C{m}?cded
Effective buyving income i o L
$1.000,000,000 i ho\gs ABC
4” | Netwmk ‘
-?lr Commerczal DUMONT \

Programs

Channel

b
100,000 |

watts . ;
e T SRS
e e -
R
= e S ‘
N\
= }/\ A
% / = \
‘ / f W
A N {éz—f-’-ﬁ‘—‘-"‘ ——
L
't Tops in
b Texarkana
) Sh

R B
MAXIMUM POWER \\
MINIMUM COST S

. / '\\ 4 &
The only maximum : 3 A
power station between %
Memphis & Dallas

KCMC-TV

Repreaented by ‘p‘ i - N \fsul!\IEPORT
VENARD, RINTOUL & McCONNELL e —===3" [  __ R .= Gy I.OUISIANA
WALTER M, WINDSOR, General Manager Zas // . =

ARK-LA
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Decision-makers with S I
number one sellers are

_ »
A—

&

J

left 10 nght: Robert M. Gray—Advertising and Sales Promotion Manager, Esso Standard Qil Co. Robert T. Moward— Radio Salesman, NBC Spot Sales. |

Robert H. Jones—V. P’res., Account Executive, Marschalle & Pratt. Vernon G. Carrier—Assistant Advertising and Sales Promotion Manager,
Esso Standard OQil Co. George E. Pamental—TV Salesnian, NIC Spot Sales. Wallace L. Rusher—Scction Iecad, Radio and Television, Esso

Standard Qil Co. Curt A. Peterson—V. Pres., Radio TV Director. Marschall & Pratt.
Candid hoto by Robert Frank l
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SPOT SALLES
30 Rackefcller Plaza, New Yark 20, V. I,

Chicago Detroit Cleveland IWashington San Francisco Los Angeles
Charlotte®  Arlanta*  Dallas® *Bamar Lowrance Assaciates

Fisso and the Marschalk
& Pratt Division of
McCann-Erickson are
Sold On Spot as a basic

advcrtising medium!

Esso—first in sales in the area where its products
are sold—was a pioneer in Spot broadcasting. This
is “The Esso Reporter’s” 20th year on the air—a
testimonial to the value of Spot advertising. Spot

Radio and TV’s total flexibility allows Esso tos:

Change Copy To Fit Weather! Esso gears sales
messages to changing local driving conditions.
They’rc on the air with a pitch for Spring change-
overs the day the first robin hits town, and they

sell anti-freeze hours before a cold snap comes.

Pre-select Audience! [sso’s heavy schedule of
news programs reaches predominautly male audi-
euces —tlie people who buy most of the automotive

products.

Sell To Drivers! Spot Radio does the extra job
of reaching drivers while they arc approaching

Esso Service Stations.

These Spot advantages can help you sell your
product, too. Ask your advertising agency or an
NBC Spot Sales Representative.

More aund more advertisers are Sold on Spot,
hecause more of thcir customers are Sold on

Spot . . . and some Spots are better than others.

representing TELEVISION STATIONS:

WNBK Clcveland KPYV Partland, Ore. WAVE-TV Loult
WRGB dy-.11 y-Tra KONA-TV anal:
WRCA-TV ) York WNBQ Chicago KRC A

KSD-TV St Louis WRC-TV | on, . C.

represeniing RADIO STATIONS:
KSD St. Lauis WRC {lashingtan, D. C. WTAM  Cleireland
WAVE / KGU waii WRCA ¢
WMAQ Clhicagp KNBC San Froncisco

and the NBC Western Radio Network



fulltime+0peratton

(ood Proarams
T . Client

DEC JUAN FEB MAR

NEBC ABC DOUMONT

WJHPTV

Cohanned 36

JACKSONV/LLE,
FLOR/IDA

Alfred Hollender

V.p., radio-tv director
Grey Advertising, New York

“There are only two ways to carry on a conversation with Al
Hollender,” some of hix former and current associates told sPoONsOR.
“One is at a lunch table, the other on roller skates.”

Al Hollender’s reputation for Leing continuously on the run may
stem from his singular knack for odd timing: On Election Day 1952
he not only began working at Grev Advertising as radio-tv director
but he also got married.

Since that time Grey Advertising’s radio-tv billings have risen to
$7.5 million. or 3397 of the 1954 total of $23 million. Amoug Grev's
major air clients are Doe-kin Products, Exquisite FForm Bras, 5-Day
Deodorant and RCA. One of Grey’s most recent tv achievements—
the puppet commercials in the NBC TV Peter Pan spectacular.

“Our purpose in buying a high-priced show is to get as close
identification with the star as possible.” Hollender told spoxsor.
“There’s a four-to-one margin between a good and a bad buy in tv,
and that margin depends upon the handling of the commercial.”

The RCA commercials in the Peter Pan show were as closely in-
tegrated into the mood of the program as possible, The Baird Pup-
pets, impersonating Mary Martin as Peter Pan. and Captain Hook,
came out on the scene while a record from the albnm played Mary
Martin’s rendition of the show tunes. RCA sold 50.000 albums of
the show within two weeks after the commercial.

“You can generally do one of two things with a v commercial,”
clairs Hollender. “Yon can sati<fv vour client or keep the viewers.
Advertisers as a rule like to have their product mentioned as often
ax possible and as many sales points made as time permits. Dut, if
vou don’t entertain viewers. vou can't sell them—at least when vou're
selling produets that people don’t automatically like to look at.”

Hollender was well-known in radio and tv circles long before he
became an agencyman. FFrom 1915 until 1952, he headed Louis G.
Cowan. Inc., a packaging outfit that produced Stop the Music and
other current radio and tv properties. In 1952 he headed the Eisen-
hower radio and tv campaign. helped choose its ad agencies.

Todav. when not personally supervising radiotv production at
Greyv. Hollender 15 likely to plan air strategy for agency clients,
And around midnight (during the last few months at least) he can
generally be found pacing up and down the Hollender apartment in
Manhattan with his baby hoy in his arms, * Kk ok




-Trippeds by
his own line!

|

B | =
CLUMSY foot-work and slips of the tongud '
waste time and talent . . . cost money.and .
prestige. Make sure such things don't happen
on your show. Just rehearse it and shoot it *
—and edit. Easy, inexpensive—a big-help in
programming, foo—when you .. . b
USE EASTMAN FILM. X
-1 . "_':or.cgmplete information—what film to use,

v
}u . . ‘s ‘
, te‘ processing technics—write to: /

Motion Picture Film Department -
- EASTMAN KODAK COMPANY

Rochester 4, N. Y.

%

or

Eost Coast Division Midwest Division Waest Coast Division ~ Agents for the sale and distribution of Eastman
342 Madison Avenve ° 137 North Wabash Avenve 6706 Santa Monica Blvd. ~ Professional Motion Picture Films
Q‘ “Maw York 17, N.Y, Chicago 2, llinois Holl 38, Califomia  Fort Lee, N. J.; Chicago, Hll.; Hollywood, Calit.

. _-:_!“‘-\,'ﬁ\ Shoot in COLOR... . it won't be long now!
e R . N
3 4 | ey




PONSOR Asks...

Should television sell on the basis of

STEP TOWARD DESPERATION

By W. Ward Dorrell
| 3 i

and Researclr Pirector
Blair-Tr, Neww York

Qur answer to
this question is a
categorical “No!”
We Dbelieve that
instituting this
poliey for the
sale of tv spot
time is a first
step toward sales

desperation,

Undoubtedly this plan has been bor-
rowed from the publication field where
it has long been in use. 1t is relatively
simple to base magazine or periodical
rates on circolation as determined by
the Audit Bureau of Circufation, which
i~ supported by the industry and mea-
sures the number of copies printed and
delivered to subscribers. There is no
dizagreement in the print field rezard-
ing thix defimtion of circulation, but
converschy there i~ little agreement in
the television industry as to it. Is tele-
vision circulation to be considered the
number of tv sets in the station arca?
Or i it to be considered the viewing
of tv programs a~ reported by the enr-
rent syndicated audience measnrement
services. It is my understanding that
the basis for selling guaranteed tele-
vision circulation is the exizting audi-
cnee meazurement services, 1f so. this
icasurenent would compare more fa-
vorably with the concept of “reader-
<hip™ than “circulation.”

Other reasons for our conchision
come from the practical standpoint of
the station nsing this plan. Some of
the disadvantages are:

I. 1t i~ continually necessary  for
the station to adjust it rates or e
ber of <pots provided to the rapidly
and finctnating
andience measurements used as a base

somelimes  violently
for the contract. 1~ there always agree-

60

guaranteed circulation?

ment between buyer and seller as to
the cervice u~ed?

2. With irregularly patterned pro-
eraming. for example. baseball is not
generally measured on a “per game”
basi~. Conzequently. no aecurate mea-
surement for guaranteed circulation is
possible.

3. In programing that runs 90 min-
utes, cuch as feature ilm programs, the
tendency would be to schedule several
spots each of which would be counted
in the total. but probably represent the
same audience.

1. several advertisers who have
targe guarantees might bring product
conflict problems to other “fixed™ ad-
vertisers due to frequency of schedule
requiret. It has often happened that
stationz having negotiated the guar-
anteed circulation have found that
sufficiently positions not

v good
available for the make good.

are

BETTER MEASUREMENTS NEEDED
By Maxiweell Ule

}.P. and Researeh Director
Kenyon & Eckliardt, N. Y.

Before
establish

can
such a

_\()l]

thing as guaran-
teed (v
tion, there are
three important
eonditions to be
considered:

1. The
: sity for assuring
valid measurenient of audience xize.
There are as yet no andience meazure-
ments reliable enongh to back np and
“agarantee” any eirculations on which
to base v pricing.

2. The inherent gambling instinct
of advertising and marketing people
which. in broadeasting, leads them to
want to take a flver at getting a high

eireula-

neces-

rating show at low cost. Although we
certainly have a lot of respect Tor peo-

a forum ou questions of curreut interest

(o air adrertisers and their ageucies

’

ple who feel they can do better using
theiv own judgment. the evidence
clearly :hows that only a few pro-
grams are really outstanding in de-
livering low audience costs. Until the
ad people are willing to minimize their
propensity for gambhing and submit
to the faet that they can’t beat the
ratings. vou are going to have trouble
establishing a guaranteed tv circula-
tion.

3. Diflerences in the qualities of the
audience, which will not be shown in
audience size or cost figures. The size
of the audience is not the only or even
an adequate criterion for judging the
value of a program. The composition
of the audience and the responsiveness
to the product advertized are overrid-
ing factors in making for values: until
we have measurements by which to
judge these values too. guaranteed cir-
culation alone will have limited use-
fulness,

INTANGIBLES ARE UNMEASURABLE

By Arthur S. Pardoll
l)ir;*('lnr of Broadcast Media
Foote. Cone & Belding, N. Y.
in principle. at
least, the idea of
a gnaranteed tele-
audience
sounds attractive.
The term audi-
ence s 1talicized
<0 as to distin-
enish it from the
- cireulation of
print media since the two are not com-
parable.

In order to work out guaranteed
audience in a practical basis, there has
to be common agreement on the re-
secarch zervice which will provide a
valid measurement. With so many rat-
ing services available today, it would
be difficult to establish which
would be aceeptable in most cases.

vision

one

SPONSOR




Assuming that an acceptable audi-
ence measurement service were avail-
able, what then are the possibilities of
a guaranteed television andience rate
card? Aslong as a seller’s market pre-
vails in the case of highly sought-after
franchises, we cannot foresee an ac-
ceptance of the idea by many stations.
Those stations which lack either net-
work affiliation or highly popular pro-
graming may be compelled to offer
time contingent upon the delivery of
specific rating points.

It should be horne in mind that
there are certain factors influencing
audience potential over which the net-
works and stations have little control.
Cowmpetition and package shows pro-
duced independently of networks and
stations are among these. Obviously
stations have very little to say abou:
network adjacencies.

A guaranteed television audience is
fraught with one serious disadvantage.
namely, a tendency to overlook in-
tangible values. In a system which in-
volves time purchase on the Dbasis of
rating points only, this could lead to
inefficient time buying. It provides an
easy justification for the inexperienced
time buyer and for the buyer who is
figure minded.

One of the primary objectives of all
media selection is to reach the largest
number of prospects at the most rea-
sonable cost. On the surface, guar-
anteed television audience seems to be
in line with this concept. However,
literal application might result in mis-
use. For example, the over-all audience
afforded by a number of announce- .
ments on some stations may be so lim- first choice
ited in scope that an accumulative
mathematical figure could mean reach-
ing a very small group of viewers over
and over agam.

in the Columbus Market

20 top
ACCURATE AUDITS TOO COSTLY pulse .rated
By Ralph C. Robertson d
V.i’. muIIMurk('liug Director programs
Gever Advertising. N. Y. dOY and

I am a firm be- night
licver that rates
for tv time, as
well as for pub-
lication space,
should be related
to circulation as

determined by l‘ JOHN BLAIR

impartial audits.

L L However, as a : V)
long-time user of radio and television d |
time and a former member of the , lo
Board of Directors of the Audit Bu- COLUMBUS, OHIO

(Please turn to page 906)
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Viewers across the nation salute
Gene Autry. The Range Rider and
Annie Oakley as their favorite
television Westerns. ARB™ shows,
for example. that these hot-as-a-
pistol properties draw the biggest
audiences in their time periods

in such major markets as New York,
Boston, Houston, Scattle-Tacoma.
And with good reason. They're all
produced by Flying A Pietures,
assuring top seripting and direction

...top-notch hoss opera.

#] atest available rdirt




Now there’s a fourth Flying A
champion, too: Buffalo Bill, Jr.,
starring Dick Jones of Range Rider
fame. Here’s a brand-new series

of 26 half-hour adventures of a
heroic young son of the Old West...
produced to the same standards
which have made Gene Autry, The
Range Rider and Annie Oakley

the hottest Westerns in television
year after year. Buffalo Bill, Jr.

has already been sold in more than
100 markets to Milky Way.

e

»
]
)
1]
3
L

Act fast while BuflTalo Bill, Jr.
is still available in some markets.

Get details on this fast-selling

new series —or on any of the other
films in this Flying A foursome

— by calling or wiring...

CBS Television Film Sales, Inc.

Offices in New York, Chicago,
Los Angeles, San Francisco,
Dallas, Atlanta, Boston, Detroit
and St. Louis. Distributor in
Canada: S. W. Caldwell, Ltd.

- oy e~



) INDIANA'S
SELL
STATION

NEW POWER!

NEW SOUND!

NEW SPOT —
950

WXLW sells because

Hoosiers are sold on WXLW! #

And now, with an all new
5000 watts of power,
the finest sound transmis-
sion in the state, and a
new location on Indiana
radio dials, WXLW
saturates the state’s
multi-million dollar
central and southern
markets. Dawn-to-
duk WXLW gives
listeners what they
want: music all day
long and news every
half hour. Yes,

Indiana’s top per-
sonalities and mike
salesmen keep ‘em
buying. More than
a million new
Hoosier clients
are listening!

TELL THEM
ABOUT IT
— ON
WwXLw!

ASK YOUR
JOHN PEARSON MAN!

\"

INDIANAPOLIS /

THE HOOSIER STATE'S
“GOO0D-TIME DAY-TIME STATION

suddenly in the lobby and when he calls, it iz because he has
something of =pecific interest.

(Continued [rom page 10)

When he makes an appointment for a certain time he ap-
pears on time. In fact, sometimes he’s even three or four
minutes in advance. This alone puts him in a class by him-
self.

Lew’s favorite salesman has no repertoire of jokes and he’s
completely inept at long-winded and irrelevant prefaces.

According to Lew, when this salesman 1= in the office with
him, Lew feels that the fellow gives him credit for having
half a brain or cven better. This is as< pleasant as it is un-
usual.

He has the habit of speaking from vour point of view, not
from his own.

Every word he utters is strictly relevant. If he happens to
be working from a canned presentation all nicely printed up
and handed to cach salesman. Lew’s pal eliminates the ir-
relevancies as he goes through the pll(‘}l This shiows he knows
what it’s about and to whom he talking. A novel tack indeed!

He never reads what’s on the presentation verbatim. In
other words, he assumes the prospect can recad. He uses the
printed word as a point of departure and eclucidates there-
npon. As a result, Lew says, his favorite guy never sounds
as if he had been handed the prezentation at 9:30 a.m.,
pushed out the door and had to deliver it at 9:32—seeing it
for the first time as he did so.

Lew’s dream man avoids artifice. cham and cornball
whimsy. He doesn’t employ the Stanizlavsky method of ap-
pearing smooth, saccharine and friendly. He’s all businesx.

Brevity is the essence of every presentation he makes. e
know that where there is intrest and more time is needed, he’ll
he asked to stay and take more time.

And here are the final clinchers:

This man, said Lew, never. never says to you he's covered
the boss who was highly in favor of the idea already. (This
implies with all the subtlety of a meat cleaver that you, you
jerk, will lose yonr job if you don’t agree.)

Ile never says: all the other agencies, or stations, or what-
have-vou. are (}\mg to buy thiz <o yon'd better hmn And
Lew’s boy alwavs avoids knocking what is plosoul]v heing
done.

This is quite a guy Lew had in mind. We all wished he
would get aronnd more. * kK
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YOU MIGHT THROW A BASEDBALL 443 FEET -~

BUT ... You NEED WJEF RADIO

GRAND RAPIDS HOOPERS
November, 1954 — January, 1955

MONDAY THRU FRIDAY

7 a.m. —l? noon

262 (217175 153 113
12 noon— 6 p.m. 28.1 17.6 16.4 24.7 106

SUNDAY THRU SATURDAY '
6 pm.—11 p.m, 417 27.2 176

W]EFiB C D E

b TV =4,

N

Ihe ///;){7”()'/ Slelions

WKZO — KALAMAZOO

WKZO.TV — GRAND RAPIDS.KALAMAZOO
WJEF — GRAND RAPIDS

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

TO PLAY BALL
IN GRAND RAPIDS!

WJEF gets the biggest share of the Metropolitan Grand
Rapids radio audience, morning, afternoon and night. Latest
Hoopers show that of the area’s 116.870 radio homes, WJEF
delivers:

20.77% more morning listeners than the next station-
13.8% more afternoon listeners
53.3C¢ more evening listeners!

What’s more, WJEF costs less. On a 52-time basis. vou car
buy a davtime quarter-hour for lesz than 25¢ per thousand radic

i !
nomes.

KOULN-TV — LINCOLN, NEBRASKA
Associated with
WMBD — PEORIA. ILLINOIS

CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY

Avery-Knodel, Inc., Exclusive National Representatives

*Don Grate, an outfielder for Chattanooga in the Southern Association, set this record on August 23,1953.




re's always one

that " 0 PS the rest!

* extremely high transmitting site
(3700 feet above sea level) means
tops in area coverage.

* effectively covers 3 MAJOR
MARKETS in 5 STATES.

* serves 507,000 TV families
in more than 100 communities

% reaches industrial, urban and
rural areas

* offers MAXIMUM TV coverage at a
low cost per TV home

GREYLOCK BROADCASTING CO.

8 Bank Row . Pittsfield, Massachusetts
Represented by THE WALKER COMPANY

WMGT - Channel 19, the only
TV station which blankets the
populous and prosperous area
of Albany and the Hudson
Valley, the Berkshire Hills and
Springfield and the Conneccti-
cut Valley---13 counties in
castern New York, northwest-
ern Connecticut, western Mass-
achusetts, southern Vermont
and southwestern New Hamp-
shire.  Write today for full
details.

Y
N.Y. | { NH.

Albony, .
WMGT

. Springfleld ¢

) - =

CONN.

*Pm.n.ld MASS.
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“The service with the mast subscribers”

LARGEST SAMPLING OUTSIDE U. S. CENSUS

PROGRESS REPORT ON DAX

1. Encouroged by statians, networks, ond agencies, we
are pressing ahead for the first morket tests

2. Improved transistors naw available will be combined
with printed circuits far our cigarette- -package size

Dax Home Unit

w

Engineering simplification hos lawered overall costs
somewhat, permini’ng continuous mcgnetic tape
monitoring far 1009% electronic processing

We are considerably encouraged in laboratory improvements
aimed at short-cuts in time and expense of launching Dax, our
new all-electronic system.

Those of you who were among the numerous groups of ex-
ecutives and technicians who saw the Dax demonstrations at
Pulse Headquarters gave us considerable encouragement. Dur-
ing October, November, December, and until January 15, we
showed Dax in wire-ups from New York homes.

This is the eighth year of developmental’ work on Dax. This
the third year of practical field work,

Without in any way affecting the industry’s tremendous and
growing investment in Pulse standard techniques dating back
to 1941, we are developing Dax as an added service. You under-
stand, of course, that Dax can be used for polling panels—an
operation separate and distinctly apart from ratings.

For those who want machine reporting, Dax will be the best
available. No home servicing, no tapes, nothing to mail in, no
diary fill-in, no “adjustment factors”’, no.so-called "'quality con-
trol.”” Dax is 100% electronic.

We indeed appreciate the interest, support, and patience of
those in the industry who are helping us to bring Dax to com-
mercial completion,

Since reiy o

‘Director

This month throughout the U.S., ﬁ7,000 hames ore
being interviewed for next month’s ’U.S. Pulse TV"

AND URBAN COVERAGE

A s sem sem em wm s s s
PULSE, Inc., 15 West 46th St., New York 36
Telephone: Judson 63316

Daytime 2 May 1955
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As timely as today’s dramatic international events. ... as hot

@s a firecracker . .. as tense as the Far East situation
exploding into o possible World War 1il . .. here is the most
exciting, shot-on-location show you can put on the air.

2 6 up-to-the-minute, ALL NEW, half-hour episodes
-..combined with the original 26, give you 52 half-hours
of top-quality, top-rated programming ...always “rated”
among the “Top 3" in every market shown. Available FIRST

RUN. ..all markets! Audition Prints upon request.

Call Your NTA Man Today?! He’s Only Minutes Away!

Ui . rgy » , I 4
(l/&ﬂl_l(l«/ rle/e/?/ln AJ-}O()I(I/()J ,

N A 625 Madison Avenue, New York 22, N. Y. - Plaza 5-8200




r. Station Manager:

_Are you lookmg for results from

your trade paper advertismg &

('&/M@(k L%mmfn(gw%wa&mf

JO89 BANNOCK STREET OENVEN COLORADO +» PHONE TAbor BI04
CHANNEL

March 2, 1955

¢¢ PH HEROLD
Sﬂlej JOSS'oEn'on Monager

Results on

Mr, Edwin D. Cooper
. Western Manager
f/? ¢ l‘?’lp SPONSOR Magazine
6087 Sunset Boulevard
Los Angeles, California
Dear Ed:

iiﬁ)(?iﬂ{? I found, while on a sales trip to New York, that timebuyers
do look at the ads in SPONSOR. KBTV ran a full-page ad in
the January 10th issue of SPONSOR which coincided with my
)y sales trip to New York. Quite a number of timebuyers mentioned
(/X’((?lleiff they had seen the KBTV ad and were quite impressed with the
story on the program ratings of KBTV.

Sales results on the trip were excellent and I am firmly con-
vinced that our ad in SPONSOR helped to pave the way in ccnnec-
tion with many of our sales pitches.

&

Kindest regards.

Sincerely,

({N Vol

 Jpseph Herold,
( i{tatio“n Manager

JH:rls




1000 WATTS _ CLEAR CHANNEL ; 3 D

TELEPHONE 3-6428 CHARLESTON, SOUTH CAROLINA

i

VARDRY
730 P

Mr. Norman R. Glenn, publisher.
Sponsor Publications Inc.

40 East 49th Street,

New York 17, N.Y.

Dear NorTmsz

I know you like "off-beat”" letters. So bear with me and you'll
find this one fits that classification.

About three years ago ve entered into a national prorotion
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 rumning about six months time buyers would say,

when I, called, "Oh yes, you're from the 'little doggy' station." “(:)/& v)/éiy
’ bJ

Al]l this leads up to the fact that since we've been out our

jdentification has slipped, and we need the push that SPONSOR can

provide. ’

I

So ve'd like to reinstate our schedule of third page ads effective ]/0” 7‘8 from
‘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."

liould you Jre good enough to send me a contract--same rate, I trust. f/le [lff/g
|

- doggy

station”’

Executie Vice President

Here%'whatan ad sehedule in SPONSOR does for vour
station. You're in the limelight. And that’s important
For there are more than 3,000 sets of tv and radio call letters fichting for

the timebuyer’s, account exceutive s, and ad manager’s attention. Your messag

gets the full attention of these decision-makers in a top-rated prestize magazine
where 7 out of 10 readers are in buying Jobs (guaranteed cir n

10,000) and every word of editorial copy is beamed righ
them. You can’t beat a buy like SPONSOR.

SPONSOR

MAGAZINE RADIO AND TV ADVERTISERS UusE
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Make that buy WJAC-TV and you've
taken thc threc busy Southwestern
Pennsylvania markets out of the sun,
and tucked them conveniently on
your own front porch. What better
sales spot? Hooper rates WJAC-TV:

FIRST in Johnstown
{a 2-station market)

SECOND in Pittsburgh
{a 3-station market)

FIRST in Altoona
{a 2-station market)

Enjoy greater sales coverage with
the one buy that covers three

-m_ .

SERVING MILLIONS FROM
{ ( ATOP THE ALLEGHENIES

TZ manf

Cet full dotads from your KA

(Continued from page 28)

pointed oul. as a number of us have been yelling for a nnm-
Ler of years, that radio must program in arcas where it iz
able to do things better than television, and do such things
with daring, ingenuity and imagination. Musie. particularly
serious musie. Jack indicated. was one of those arcaz. Two
recent NBC network radio segments. I believe. were typical
of what radio may do lots more of. and which agencies and
advertizers may profitably adopt as series, which have the
ability to win and hold large audiences.

Both these shows were built around records. hut huilt with
themes and ideas whieh gave them stature and irresistible
andience appeal. One was developed around the question:
“Can music adequately interpret great paintingz?”  Ben
Graner was the m.e. of this <tanza and the art eritic for the
New York Herald Tribune and the music eritic for the New
York World-Telegram were the panelistz. The records played
were sclected from a new RCA Vietor LP m which Henri
Rene presented 12 instrumental selections. each vepresenting
Henri's interpretation of one of 12 great paintings. Included
were Renoir’s “Gabrielle in an Open Blouse,”™ Boticelh's
“The Birth of Venus,” Picassa’s “Girl Before Mirror,” Ton-
louse-Lautree’s “At the Monlin Rouge.”™ and Degas™ “L"Ab-
sinthe.”™

This made a ~timulating. entertaining vet cultural ~how,
which most certainly impres=sed listener=.  On another music
level, the evening previous ax an epizode in its mueh-lauded
“Biographies in Sound™ <eries, the network did a show de-
tatling the manner in whiel country and folk muzic had be-
come integrated into the geneval fabrie of popular American
music over the past decade.  Thiz theme was pegged to Eddy
Arnold’s 10th Anniversary as an RCA Vietor recording <lar.
The Honorable Frank Clement. governor of Tennessee. served
as narrator here. and Perry Como, Eddie Fisher. Dinah Shore
and many other names “appeared™ as guests.,

Certainly for musieal content. both as to material and ex-
celence of performance hive radio shows cannot mateh the
output of the major record companies.  The Rene althuni. for
exaniple, was recorded with 48 men, 48 of the finest nmmsi-
cians in the industry.  The arrangements were sweated over
by Mr. Rene for six mouths before the first of the recording

sessions were held. R

SPONSOR




., Speaking of -
NETWORK COVERAGE IN INDIANA,

|"$ WTT VvV 2to 1

You get 2 Major Markets for the price of 1
when you buy WTTV-NBC —Channel 4

® WTTV Tower located halfway WTTV-Ng
between Indianapolis and
Terre Haute

® Low Channel 4

. INDIANAPOLIS
® High 1000-feet Tower ®
® 100,000 Full Power TERRE wiry  Station A
® Serving TWO MILLION o " vy o

erving =] TOWER

people in the Great Station B NBC

Hoosier Heartland CBS
Cost of CBS two station

Wrrty.NBC

package, 1 Hour #1600
Cost of WTTV-NBC 1000

t 600 difference equals network 1-hour rate for San Antonio, Texas

TTV | channel 4

A SARKES TARZIAN STATION

BUSINESS OFFICE: Essex House, Indianapolis 6, Indiana
Represented Nationally by MEEKER TV, Inc

2 MAY 1955 77
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Pittsburgh ageney to syndicate novel fire-minunte show

\ novel film show helped a Pius-
Lurgh bank move successfully into tv.
The bank’s agency. Cavanaugh Morris.
fonnd that a five-minute show cost only
201 ¢ more than a 20-second announce-
nient and advized the bank 1o choose
the targer period on KDKA-TV. But
what kind of a show do vou put in a
fixe-minate <hot?

Warren R. Smith, Inc., came up with
a unique five-minute film show that
traced the derivation of commeon words
to their origins by using animated fig-
ures.  1's called What's the Good
B ord?, and the commercial message is
delivered in <ame style as the show and
using the same narrator,

they used to call 1t
HORSE SENSE-

now they call it
MOTIVATION

Hotivation research is just
horse sense, says Mitehell

With al the tatk making the rounds
aboul the use of motivation research as
an aid to building better radio and v
commerdiats, arold M. Mitehell Ad-
vertising Agency, New York, has a new
defimtion  of
Mitchell calls it “Tlorse sense,”
tending that an advertiser has to be
able to think like a consumer in order
to ~cll.

Observation on motivation research

motinvation  research,

Ol-

15 from a series of mailings the agency
\nother Miller observa-
tion: an advertiser should change his

has ~cnt out,

~elling tdea before he ehanges media,

if the campaign isn’t selling. L

78

Show has attracted eityv-wide interest
and many grammar school teachers ad-
vise their classes 1o watch weekly. In
addition, the show is promoted by
newspaper and outdoor displays in car-
toon-Hmerick sty le.

Cavanangh Morris  considers  the
show so suceessful after over four

months on the air that it has sct up
the mechanies for syndication on a na-
tional The What's the Good
Word? package, including show, inte-
grated commercials, newspaper mats
and copy as well as outdoor advertis-
ing material. is being oflered at a
weekh package price in key cities.

* K ok

basix,

1.500 women pick format
of new KV morning show

KV, Pittsburgh, has a new wake-up
show beamed al women as the decision-
makers in household money matters.
From 0:00-9:30 a.m.. 1110 Time plays
solely instrumental music and keeps
the “talk™ to a minimun.

Station oflicials sav they are suore
this i~ a format that appeals 1o the
facdy -of-the-house. because they  based
the program on a survey of the tastes
of 1,500 Pittsburgh area women. The
survey revealed that the ladies had a
decided preference for melodic music
and an equally  pronounced  distaste
for “too much talk.”

The “casy listening™ conecept is ex-
pected to be poputar with housewives
busy preparing breakfast and the rest
of hatening audience, a well.

Spensored segments and announce-
ments for the show are on a rotating
basis,

To kick the show ofl and get the gals
into the habit of tuning in. the station
ran a ghve-away for three weeks in
\pril with $8.500 in prizes. The pro-
gram is further supported now by mer-
chandizing featuring cut-out of the disk
jockey, Joe Deane. in many “Steel

City 7 store windows, * Kk K

American radio-te women
to disenss indastry needs

The national convention of Ameri-
can Women in Radio and Televi<ion.
Inc.. offers the guests a chance for a
real bus-man’s holiday when it meets
in Chicago 3-8 May. The ladies will
be given the opportunity to zee radio
and tv programs originating from the
“Windy Citv” and will hear speeches
by several industry leaders and talent.

The members will tour some radio
and tv studios. and participate in pan-
el~ and discussions on various facets
of current industry problems,  * * %

Cincinnati's WLW offers
2 for I merchandising plan

Cincinnati’s WLW is conducting a
campaign to familiarize advertisers
and agencies with the station’s mer-
chandising program. The campaign is
sparked by the slogan, 2 for 1. The
sponsor’s single dollar, says the sta-
tion. buys both a dollar’s worth of air
facilities and merchandising.

Three ashtrays figure in the =2 for
17 promotion.  ‘the slogan is spelled
oul on them in quarters, half dollars
and silver dollars. Four days before
the presentation. the prospect receives
an ashtray with the slogan spelled out
in quarters.  The next dav he gets the
ashtray with half-dollars. and two dayvs
before the presentation his ashtray ar-
rives with silhver dollars.  Finally, the
day before the salesmen arrive, he re-
ceives a leather folder thanking him
for his attendance and piqueing his
curiosity even more. The campaign
was planned by the Croslev Client Serv-
ice Departinent. under Director Dick
Jones. * Kk ok

Dick Jones shows "2 for ' plan ashtrays

SPONSOR




Briefly . ..

New York’s current auti-litter cam-
paign ix receiving support from the
local radio stations in the city includ-
ing WCBS. Jack Sterling, disk jockey
who devotes part of his morning show
to the transit system. presented an
award to a 12-vear old Brooklyn girl
who won his anti-litter contest.

He is shown giving Paula Weissler
the winning check as her mother looks

on. The contest was staged to stress
the litter problem in New York City
subways. and had the cooperation of
the Transit Authority.

Why  out-of-home listening  has
grown is shown by figures recently re-
leased by the B. I'. Goodrich Co. re-
search dept. They found that the aver-
age American family puts 700 more
miles per year on the family car than

it did in 1940.

L * ¥

H Compton Advertising is not care-
ful. they may lose xome of their best
agency men to radio or tv as announc-
ers. The agency is putting their kev
personnel through a speech and tech-
nique of face-to-face communications
course at Columbia University’s School
of General Studies.

The 20-hour course is planned for
10 weeks and is designed to aid the
admen i dealing with their clients and
the general public. Compton plans to
repeat the course at regular intervals.
Shown below are some of Compton
people in the first course. LIRS

H‘ ol

| B

2 MAY 1955

"I didn't like to cook
very much until

" [ started watching

. your program ...

|

\-----------------’

oLLand now I like to cook.'T says a viewer
fromr Trenton, Tennessee, writineg to Carolvn

- N
Godnian of WMUT.

This is just one exeerpt from thousands of
letters Mrs. Godman has received since she has
conducted The 1lomemakers Program with Trent
Wood, over WMCT, Memphis. Some others:

I sure yod're giring groat plaasure fo many
housewires.”’

“Your rceipes ave good. I try lols of then and
pass them ow lo olhors.””

“You make cooking look sa casy and cnjoyalble.””

She really does—every day, Monday throngh
Fridar. Somwe participations still available.

MEMPHIS
wmcerTER
WMC-WMCF-WMCT
MEMPHIS' FIRST TV STATION
NOW 100,000 WATTS

NATIONAL REPRESENTATIVES Owned and operated by
THE BRANHAM CO. THE COMMERCIAL APPEAL

NBC BASIC e ALSO AFFILIATED WITH ABC AND DUMONT

79




FOOD FOR THOUGHT:

TIowa families do things in a big way—flour by the hundred pounds, apples by the bushel, lockers

of beef and pork. The 315,600 television families within range of WOL.TV form a tremendous market)«{
quality products. | |

Quality products demand quality service, the kind of seryice established by WOLTYV, the station =
sistently watched most by Central Iowans for the past five years.

AMES-DES MOINES
CHANNEL S

100,000 WATTS

CBS ABC DUMONT
REPRESENTED BY
WEED TELEVISION

e e |

— —



SAVARIN
I (Condinued from page 39)

motion activities for S. A, Schoun-
brunn; Albert Schonbrunn, who han-
dles sales and production; and S. A.
Schonbrunn. president of the coffee
v concern,

The team believes in strong and
steady concentration on a given area
in order to get maximum selling sat-
uration, rather than in quick expan-
sion. They are aware that coffee

! brands cater to local tastes. which dif-
fer in different areas, are capable of
building strong local followings.

The advertising they buy is selected
with extreme care. Says Paul Gumbin-
ner: “We are always keeping our eves
open for additional advantageous an-
nouncement spots or programs on ra-

&

dio and tv—Dbut we are not interested
unless the buy offers us unusual plusse~
both trom an audience and an ccon
omy standpoint.”

How did they manage to capture the
several choice and desirable 1.1). slot-
they employ, in prinie time and next to
top shows? “It was very simple,” says
Gumbinner. “We just keep on the
lookout for time periods we might like
then alert the station to the fact that
we are interested in those particular
times as soon as they are available.
Since we have built up a reputation for
being a stable advertiver and a long-
time steady holder of time spots, the
stations are gencrally glad to cooper-
ate. Then. the moment we learn of an
especially good availability. we don’t
hesitate or hold any long conferences
—we snap it right up.

“Onee we get a choice period.” Guin-
binner continues. “we ~<imply hold onto
it tight. 52 weeks a vear, Some of our
spot~ became even better than when
we bought them as e higher-rated
~hows were slotted around them.”

The only full-program by~ that Sav
arin has made so far. a<ide from the
Bob Wilson WRCA-TY news show. are
in Philadelphia on WCAU-TV. The
firm sponsors film shows Badge 714
and Boston Blackie on Thursday and
Friday night- respectively. each on an
alternate-week basis. The one-minute
“star” commercials. among others. are
aired on these programs.

The agency attributes Savarin’s ex
pansion to the Philadelphia market to
the effectiveness of their radio adver
tising in New York: enough people in
Philadelphia heard messages on New

I. New stations on air*
| cALL  |cHaNnNEL ON-AIR ERP (kw)**| Antenna NET sTns. | SETSIN o CE e A,
CITY & STATE | LETTERS NO. DATE | visual | (rtyeee I AFFILIATION | ON AIR oo, | ' .
EFFERSON CITY, MO.>  KRCG 13 13 Feb. 105 660 CBS NFA Jeflerson Televisien Co. Hoag-Blair
Robert Blosser. v.p.
Camille Williams, sec.-Ires.
iF, LOUIS, MO. KTVI 36 9 Apr. 214 590 DuAgAcont 'v((?oc'rv 761 vhe ?’L“u’la's:‘;','.,.Tt%f,ff.'“,m..mf;“"“ Tv Reps
CBS KW;(-TV ro?mr;yn.esn:::uenrl.m.l'r..wexec vp & gen mgr
WTVI
NAILUKU, HAWAII KMAU 3 12 Apr. 1% 5,960 ABCZ  None NEA Mavaiian Bety - Free & Potecs
CBS?2 C. Richard Evans, vp & gen mor
I11. New construction permits*
1
GITY & STATE ' LECTATLELRS c”‘N"t‘,"‘EL DATE OF GRANT | TARGET DATE !Esziz‘;l)" A(?t')'m' SB‘&T{?QS MSA‘ESI:KO%‘¥‘ l PERMITEE., MANAGER, RADIO REPY
RCRAMENTO, CAL, KCRA 313 Apr 100 495 KCCC-TV 162,125  KCRA fne - 0 Robt. Mecker
KBET-TV C. Vernon Hansen. vp
‘LORENCE, . D.2 3 6 Apr. 25.7 710 None NFA :‘i'd‘:o,,‘:é;;‘:g O
! g&mla;nd ?t" %’::'bl‘:\l.uvn
111. New applications
I O | |
CITY & STATE CHIEBNEL ’ pATE ERP (kw)ee Antenna LSSl o?si}:szﬂzz 1A ERL ] APPLICANT, AM AFFILIATE
:PHRATA, WASH. ‘ 43 15 Apr. 13.3 656 $82,405  $25,000 None Caseade "Beste. owner
Thos. C. Bostle, pres
B 0 x s c 0 RE *RBoth new c¢.p.’s and statlens golng on the al sted those which «currn t ‘*‘
EIE R R
U. S. stations on air. 129 L
I $hat NRBC Re
Markets covered 263 ‘!
U.S. wsets (1 Mar. ’55) . 35.028,000% .
U. S. tv homes (1 Mar. ’55) .. .. 33.200.000%
uN \
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Y ork <tations to start the ball rolling.
Due to the quality pitch on the atr. the
Lichi-priced  Philadelphia food  <tores

started to <ell Savarin at almost ri-
ficuloushy high prices. giving it “snob

appeal.”™ Over the vears. however. the
price has come down to amore reason-
able level.

~. \. Schonbrunn fir=t put Savarin
mn the consumer market in individual
cans in 1931, No advertisiug was used
until \(plunlm 19-H) when space wax
bought in Sunday color supplements.

In 1041, Savarin launched itz first
radio advertising New York. buy-
ing announcements and participations

Mary
Martha Deane,
They bought time
on practically all the stations in the
citv. The budget was divided about
50-50 between radio and newspapers.

In 1942, bhoth Savarin and Schon-
brunn’s other coffee. Medaglia d'Oro,
withdrawn from the consumer
market due to the war and concomi-
tant shipping difficulties. 1t was impos-
sible for them to maintain the usual
standard of quality in the coflees, ex-
plains John Mazzei, and rather than
comprontise,  Schonbrunn
brand sale~ and for a vear or two sold

in such
Margaret
Worton

morning programs as
MceBride,

Downey.

were

suspended

\ i
\Y

[ HAMM’'S BEER GAINS
| 9% DUE TO KXLY-TV'S
\ FREE MERCHANDISING!

i Big volume ‘tems such as beer als show substantial

\' ll <a es gains when participating in KXLY-TV's free mer

;II \ chendising assistance available to advertisers. Such

\ \'.II \ sales building support is available to you teo. In
LN

vestigate!

on your

— advertising this product.

AN

\\

\g\\\

ol 2

Avallable at a discount

with the XI. network
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"We wish to report an increase of 9% in sales
during the week March 7th through March 12th,
above the previous week.

\ It was during this week you featured HAMM's
“Parade of Products”, and we wish to
thank you very much for your wonderful help in

Yours very truly,
JOEY AUGUST DISTRIBUTORS

Distributors for Hamm's Beer

when purchased In conjunctlon

7
/."_:f':'-"’; ////

\Y -T VIJ.III!HII.'IE'I’IIII

Moore R lund: seoitie, partiand

coffee in bulk only.

In 1914 Schonbrunn resumed the
packing of Savarin (and \Medaglia)
and since then its growth has heen un-
interrupted.

Radio was resumed in 1945. with
two-thirds of the budget allocated to
the air, one-third to newspapers. Sav-
arin rode the husband-and-wife team
trend. Fhey Dlanketed the early-a.m.
women's audience. largely between
6:00-9:00 a.m.. participating in such
programs as Dorothy and Dick, WOR
The Fitzgeralds, WJ]7Z (now WABC):
Tex and Jinx. WNBC (now WRCA).

The schedule they used on radio at
the time was. according to John Maz-
zei. a =ort of “saturation stagger sys-
Thev run a saturation
announcement schedule for about »ix
about 00 an-.
five or six
stop for

tem.” would
weeks, consisting  of
nouncenments a week on

~tations.  Then they would

* * * * * * * *
¢sBy any measurement you | broad-
casters] are in the van as guardians
of the free enterprise for which men

" have struggled through the centuries;

for free specch-—and free speech alone
th¢ last barrier to enslavement.
Your stern resohe against encroach-
ments npoun it must not falter in the
face of improper actions even by con-
stitnted authorities. Freedom has not

—1is

been won by camplacency. nor will it
be held by subservience.®®

ITAROLD E. FELLOWS

President

NARTB. Washington. D. C.
¥ ¥ x x x x x x

about a month, do no air advertising
at all. They would then repeat the sat-
uration and go through the cyele again.

Using this technique, they increased
business volume for Savarin abont
60% Dbetween 1945 and 1916.

In Septeinber 1950 Savarin made
s first sortie into television. pur-
chased the Saturday Vights News on
WRCA-TV. immediately following the
Lueky Strike 111t Parade at 11:00 p.n.
This proved such a fortunate invest-
ment that Savarin looked with favor
toward shortly  after that
hought the 10-recond WCBSTV slot
before the Toast of the Town and has
Within the past
Gumbinner has acquired five oth-
er strategic  adjacencies
i New York
ticle).

In New lhaven and Hartford. Sav-
artn airs  one-minule 20-sccond
commercials. three to six evenings per
week.

tn the (‘Hl'l)
commercial approach consisted large-

more v,

held on to it sinee.
year.
for Savarin
(see beginning of ar-

and
Savarin's

racio day <.
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“LUNCHEON 1S SERVED’’

KGW's four iustore merchandising men check 97 supermarkets, includ-
ing Safeway, doing an cstimated 60% of the area food volume. They
check YOUR PRODUCT'S stock—build displays—better shelf position
and frontage—give re-order reminders—place shelf arrows and display
pieces and furnish you a complete weekly store-by-store report. In these
97 markets YOUR PRODUCT receives two instore broadcast announce-
ments each day.

¥ GROCER OF THE WEEK” 3

Merchandising the way the retailer likes it—at a practical, dollar-and-
cents level. KGW ties YOUR PRODUCT in with a different super-
market promotion each week which boosts store sales as high as 400%
overall. Grocers volunteer cooperation with mass display and ad fea-
tures. Wecklong promotions culminate with KGW personalities plug-
ging products and sales instore. A complete written and photo report
furnished.

YOUR PRODUCT is demonstrated to women’s groups totaling over
1000 persons each month. YOUR PRODUCT participates in ten
luncheons during a 13-weck period. “Luncheon Is Served” is available in
only 21 cities in the United States and is yours exclusively in the Portland
market at no additional cost with KGW,

HOWARD McANULTY...

KGW's Food Merchandising Director
combines agency and radio experi-
ence with a 19-year background in
selling food products. He cames to
KGW from four years of service as ex-
ecutive secretary of the Oregon Food
Merchants Association, knows same
2000 Oregon grocers by their “first
name’'.

Now Represented by

JOHN BLAIR
& COMPANY

KONNIE G. WORTH ...

KGW's sparkling hostess of “To The
Lladies”, Portland’s top Pulse-rated
women's program, does not stop at the
micraphone but takes her large follow-
ing and solesmanship into the area’s
largest markets each weekend to
smash sales records ond sell YOUR

PRODUCT directly.




voof <snemg gingles. which stressed
the finer qualitv of Savarin. justifyving
the few cents more it cost. Today. Sav-
«rn 1~ no longer higher-priced than
other coffee Inands. The personalits-
endorsers of the hrand <tress that even
with it~ superior qualities “Savarin
i~ priced right i line with other vae-
unn-pached brands.”

[t is interesting to note that the cam-
paign for the recentlyv-lannched Chock
full o"Nuts coffee (see sPonsor 8 Feb-
ruary 1950 cunenthy parallels Sav-
arin’s earlv advertising pattern. The
company pointz 1o the brand’s higher
cost, but stresses the superior qualities
which make it worth it. Check full
o' \uts. too. devoted more than hall of
it~ initial budget tabout $500.000) 1o
atr media to seeure diztribution in the
New York market last (10341,
Saleswise. it 15 now third in New York,
follows Savarin.

Vedr

The Medaglia d'Oro brand which
has been packed by S0 AL Schonbrunn
since about 1921, is a demi-tasse cof-
fee. whose advertising is aimed to ap-
peal to a highly sophisticated group.
A zaturation schedule of 11Y's. about 80
a week. on New York's “good musie™
station, WQNR. promotes Medaglia.
primarily in winter and spring. Sub-
way posters give heavy backing. too.
The combination las helped boost Me-
daglia to the No. 10 sales spot in the
citv.  Kiesewetter. Baker. Hagedorn &
Smith. New York, is the brand’s
* * &

agenuey,

* JACKIE GLEASON

* TOAST OF THE TOWN
% STUDIO ONE

4 CLIMAX—SHOWER OF STARS

TIMEBUYING MACHINE

(Continued from page 16)

field work on audience measurement.
W hen they want a job, they will ad-
vertise something like this—"Wanted

Research Field Job. Have heavy-
soled shoes. Will travel.” Perhaps you
will go to Philadelphia to prove again
that the neasurement of 220 diary
liomes proves nothing. since Nielsen
lia~ effectively punctured the worth of
diaries. Perhaps vou will cheek up the
people represented by 31 Audimeters
in a market where there are approxi-
mately 3.000.000 radio sets. Perhaps
vou can solve the problem of how with
31 Audimeters you can project the ra-
dio listening of one-halfl of a teen-ager.
107 of a person listening to a foreign
language program. 19¢ of a traveling
salesman with his radio going all dav
and the ghost of a relaxed businessman
listening to the 10 p.n. radio news.

Mavbe vou'll go into barber shops,
into automobile sales rooms and ga-
rage:. women's specialty shops, fac-
tories where radio sets are going eight
or more hours a day. not to a one-per-
son audience. hut to groups of anv.
where from two up to hundreds.

Of course not all the timebuvers
may turn into research men. There is
no end to account executives. =0 more
timebuyers may end up with that agen-
¢y department. Except Canningham &
Walsh. Having had splendid experi-
ence. C&W mien will be found selling
vegetables and fruits in super markets,

4 ARTHUR GODFREY

* FOUR STAR PLAYHOUSE
* TWO FOR THE MONEY
* THE HALLS OF IVY

Yes, Bill, time marches on. These
darn machines will not inake the minor
number of human errors that creep in-
to time buying decisions. Furthermore,
it isn't so much a question of error as
it is that these machines have exactly
the correct scientific attitude toward
maximun sales at lowest cost per case,
or per unit; and they will not be in-
fluenced by personal considerations.
The designers first thought that they
ought to make a machine which could
handle a big luncheon. But thev
couldn’t get the machine small enough
to be transported to the Stork Club.

* * * * * * * *

é¢Television is the first of the great

modern inventions to bring people back

into the home and keep them there.

Most of the other noteworthy advances

of this age—the auto. the motion pie-

mre, the airplane—have contributed to
taking pcople out.®®

HARRY BANNISTER

V.P. of Station Relations

NBC

* * * * * * * *

Some of the engineers waunted the ma-
chine 1o be able to absorb liquid re-
freshments, but common sense pre-
vailed when it was found that the
liquid would leak through.

And, incidentally, haven’t vou read
that the first Ford cars were built
with a whip socket on the dash hoard?
Well. these new machines at the mo-
ment have a special useless pocket in
you may insert a slide rule.
Bill. you must believe in automation
and cvbernetics, B

wlhich

REMEMBER KXJB-TV & KCJB-TV
COVER THE THREE MAJOR MARKETS
IN NORTH DAKOTA—FARGO—
GRAND FORKS & MINOT

DELIVERING AN AUDIENCE THAT CONTROLS
$879,164,000—SPENDABLE INCOME—
ON KX]B-TV THESE TOP SHOWS OFFER FINE ADJACENCIES

% | LOVE LUCY

% DECEMBER BRIDE

* PRIVATE SECRETARY
% JACK BENNY

BROADCASTING AT 100 KW FROM THE THIRD TALLEST TOWER IN THE U. S. — 1085 FT. — ABOVE GROUND
KX)B-TV IS COLOR EQUIPPED FOR NETWORK — SLIDES & MOTION PICTURES

CBS -DuMONT

WITH STUDIOS IN VALLEY CITY, FARGO, GRAND FORKS (1955) BISMARCK (1955)

84
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Did you cross pollinate 2

However conceived, your ideas for the Advertising Council have grown into
great campaigns. And this is no father to son opinion. Just look below at the
record of only four of the many hundred you have created since 1942. You
can be proud of your brood, but don’t quit now. The Advertising Council
still needs your fertile brains to help solve other problems facing America.
And by you, we mean the agency account men, writers, artists, and media people who have
donated their time, talents, and space for free—and those who haven’t as yet.

W Ay, ol G
& <

w LY
% E ' (9
Tngs “pint

Made millions of men and Helped Crusade for Free-
dom broadcast the Truth to

Iron Curtain countries.

Aided U.S. Treasury in the Helpedrestorepubliccon- :
sale of billions of dollars worth  fidence when a recession women aware.o_f their respon-
of War and Savings Bonds. was predicted by many.  sibilities in Civil Defense.

The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y.
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NORTH AMERICAN

Cortinucd from page 351

wartant unremntting advertizing?  The
\H]lll
Pirces well-populated arvea there arve al

\imerican view i~ that in am
wans some people who want to go
<omewheres and who are thus potential
pissengers,

Frequency, Weiss las dizcovered. is
no=t cconomically obtained via spot
radio. which also turns out to be the
compam '~ mo=t productive medium in
terms of actaal dollar =ales.

Radio. in addition. permits a vasl
coverage of nearly all <egments of a
market population. The company and
it= agency. Van Wood-Fischer. are less
concerned with the individual rating
of an amouncement period than with
the cumulative audience delivered by
the ~tation over the weekly schedule.

The medium’s ability to sell dynami.
callv s pnt to work in <trong mes:ages
urging immediate listener action, The
aim s o sell today.” 10 get the Tis-
tener to pick up that phone and call
the mumber he has just heard on the
alr.

That insistent voice issuing from the
loudspeaker may be just the final bit

of perzuaston that some prospects need
to make up their minds to travel by
air. the company feels. Part of its pro-
motion job i= to convinee the con-
sumer to travel by plane instead of
train or bus.

Hearvy sehedules: \orth Amertcan
believes in dominating a station audi-
[1 ~ecks a minimum announce-
ment ~chedule per station of 35 per
week. but tries to get more where hud-
cet and bulk discounts permit. Prac-
tice ix tending now to favor at least

eree.

one nelwork station and one indepen-
dent. though availabilities and price
attractions are factors n final station
choices, along with rating analy zes,
[leaviest single-station schedule s
KLIF. Dallas. with 100 announcements
per week. Largest dollar outlays are in

Chicago. $2.600 weeklv: New York
and Loz Angeles, $2.500 each. The

other ¢ities on the radio schedule are
Detroit. San Mianui., \Ll-
waukee. Washington. San Diego. Con-

IFrancisco.

tractx are usuallv for 52 weeks. with
emphasis on heavy travel months.
Announcements generally
through the week. but are least {re-
quent on Sunday. They begin with the

run

o ANAMARAR

ugh e v SALT LAKE CITY, UTAH
17°5 K ~ A K SALT LAKE'S OVLY
20 1HOU R INDEPENDENT

PARDON OUR Smoke Signals . . . ... but
INJUN love-um happy smoke signals. Spellum 'heap
good listening on KNAK"'
Make braves happy. Make squaws happy.
Make-um white-man much happy!
{Make-um only competitors sad)

Chicf No-Bull says:

Iron Horsc speaks much truth,
KNAK has heap-big Hooperating.
Alt squaws know

GCet big story from Forjoe man.
Him know much, te!l much!

Happy story tor Paleface Time-buye:
o
M\JS \C

Yau're on the right track with KAY.NAK

0

L R
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wakeup 7 a.m. period. and end by 7T

“p-m. Morning and afternoon “driving

time” is given gpecial attention, while
the Sunday audience is considered a»
a combination of home, car and beach-
park listeners.

The agency likes a well rated sta-
tion, which. according to president Art
Fischer, ¢an deliver a huge cumulative
audience. This was the reason for tak-
ing on WBBM in Chicago, for exam-
ple. At the same time. he feels it neces-
sary to spread out the announcement
schedule in order 10 hit as broad an
audience cross-section as possible. For
this reason, less desirable ratings will
sometimes be purchased.

The payoll: Does spot radio actually
Iring in the customers?  Yes, without
question.  the company Sales
Manager Sacks states that immediate-
Iv after a station i< added to the sched-
nle, the phone calls pick up. However.
lie cautions. vou can’'t always isolate
what it iz that is really causing the
salex jump. because other local media
are at work. too, chiefly newspapers.
One of the group of girls answering
the telephone is instructed to ask the
caller where he learned about North
American’s service.

=ay=.

Radio shows up
stronglv. but it is difficult to pin down
the =ource to the exact ~tation. How
tricky snch surveying can be is illus-
trated by a recent company check in
New York, WMOGN, one of the sta-
tion~ used, scemed 1o show up less fre-
quently than expected in the telephone
nper:ll()r's reports. An experiment was
tried. For a few days. the station call
letters were annonneed after each com-
mercial. Results? There was a sharp
rise in mentions of the station.

Clearest ease of results from spot
radio 1s Dallas. There, 125 announce-
ments had Leen running on KLIF, an
independent. for two and one half
years (xchedule is now 100 per week).
Cthier media are of minor importance
for thi~ city. From the beginning of
the schedule. says Sacks. results in the
Texas eity have been “highly satis-
fil('l()r_\

North American puts a heavy bur-
den on its advertising. tries to make
every ad dollar produce 10 dollars of
business. This is the test which ulti-
matelv tells the storyv. over-riding such
factors as ratings and cost-per-1.000.

Radio meets this test. reports Sacks,
in outstanding fashion.

Mass aund class: Recently, the Van

Wood-Fischer ageney  which handles

SPONSOR
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the account from offices in New York
and Los Angeles, convinced North
American to add another approach to
its radio advertising—=chedules on the
“good music” stations. Reasoning, ex-
plains Art Fischer, is that such stations
have sizable audiences that make good
travel prospects for the price pitch:
teachers, white collar worker~, and the
like, who might be considered to fall
into the lower middle cla=x

Two such stations are now in use:
WOXR in New York, KFAC in Lox
Angeles,

The New York station lineup shows
WOQXR, 42 announcements per week;
WMCA, 47; WMGM, 35 (No net-
work station has yet been added be-
cause of budget lmitations in  this
market).

In Los Angeles KFAC carries 26 an.
rouncements. KABC 70 and KMPC
75.

It i~ still too early to assess the pre-
cise value of the serious music station

* * * * * * * *

¢sWorking with mannfacturers uand re-
tailers, in  such activities distriet
mectings, trade shows and company eon-
veutions, will give radio exeentives un
insight into general ceonomic problems
and these particular ones of the busi-
nessmen they serve, and want to serve.
Rudio broadcasling is a major murket-
ing tool of Amcriean business, and far
too muny stations are giving only sn-
perfieinl atlention to the role radio
plays in this marketing picture.?®
ARCH L. MADSEN
Director Member Service

BAB, New York
x x x x

s

¥ ¥ x x

as a sales producer. but North Ameri-
can has already had indications that
the announcements are pulling,

Listeners to the serious music sta-
tion. Fischer feels, tend to stick with it.
This may mean a lower cumulative au-
dience. but it also means an audience
which is probably being exposed with
greater frequency to your =ales mes-
sage.

The North American copy change-
of-pace on a station like WOQXR s
striking. If you have heard the firm's
average announcement, you know it as
loud. fast. high-pressure. Aunouncers
Fred Utal and Andre Baruch pound
away i a two-voiced high-decibel race.
The pressure pitches pay off. says agen.
cy production supervisor Ricky Mo-
reno, but they are so strong that oc-
casionally complaints are nmade to the
company by irritated listeners, They
will be toned down somewhat in the
future.

2 MAY 1955

None of this is true of the announce-
ments on the good music stations.
Milton Cross
iu his usual unhurried, soft manner.

These are delivered In

Cross hax long been associated with
the Metropolitan Opera broadeasts on
ABC, and full advantage is taken of
the a~~ociation. Hiz copy frequently
uses opera or clazsiecal music references
as take-off points. e mav mention
or conductors,

greal compo=ers per-
formers. compositions.
Because of the announcement fre-

quency on most stations, the agency
feels some changes are necessary at
regular intervals. Every three-month
cycle usually sees a new batch of an-
noulcements cut.

Copy: Whether slam-bang or soft
copy theme s two-fold: (a) airline

fare is lowest: (b) =ervice and equip-
ment are of the highest standards. The
rider is offered 300-niile-an-hour equip-
ment of the latest tvpe. pressurized

abins, a  perfect safety record of
1.000.000.000 passenger miles. two
courteous and helpful  stewardesses.

free food. milk. hottle and baby foods
for infants.

When the first irregular operations
appeared after World War 11. consid-

AN
A

! E

it's

crable public <kepticismn greeted their
cfforts to compete with the solidly es-
tablished But the flv-by-night
operators are gone mow.

Still, travel remains a sensitive prod-
uct, and it i~ generally recogmized that

lines.

despite the advances in air travel. the
average person may yvet feel there i~ a
certain clement of risk in flving.

[ se of the term “non-~«heduled™ has
hurt, the company <avs. Tt implies
that there ix something inferior in the
way the service ix operated. which i~
not the case. company -pokesmen say,
pointing to the new maintenance plant
in Burbank, which they claim to be the
best in the business. ax an example.
North American refers to itself ax an
“independent.” 1t prefers to distin-
guish it=ell a~ a “non-subsidized” line.
that i, one that depends on passenger
coach service alone for revenue and
does not have the advantage of govern-
ment mail contracts,

This s whyv agency v.p. and copy
Lead lee Rogow stresses the luxun
aspects so strongly. The new giant
DC-6B. say the announcements. take
vou from coast to coast faster than the
planes of other major lines. You trav-
el to the airficld by limousine. And
your comfort i= assured by flying

N

a matter of record!

WCUE spins more pop platters, more
often; plays the sweetest music, all day
long. WCUE gives the home folks more
news, more often; reports on their neigh-
bors, brings the whole world into their

homes. You're right on CUE . . . it's

a matter of record.

more MUSIC
more NEWS
more QOFTEN

\Weune

Akron's only independent ~we're home folks

Tiz ELLIOT, Presedens

John E. Pearson Ca., Notiong! Representatives
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ATTENTION, RADIO
SPONSORS
NOW YOU CAN REACH
THAT BIG RICH
CHICAGO BILLION DOLLAR
NEGRO MARKET

121,500

LATEST FIGURES
“JAM WITH SAM”

] N The disk jockev show that
Ll is the talk of the town
y

Monday Thra Saturday—

) 9:30 I’.M.-12:00 M.
WGES_S.OOO Watts —
1390 Ke.

PARTIAL LIST OF SPONSORS
ARMOU R— Carnation— Coca-Cola
Ebony Magazine—IHlinois Bell
Telephone—Lucky Strike
Miller High Life

WRITE, WIRE OR PHONE FOR
AVAILABILITIES

SAM EVANS PRODUCTIONS

203 N. Wabash Ave., Chicago, 111,
Phone Dearborn 2-0664

IF YOU CAN USE THE
SERVICES OF A

RADIO-TELEVISION
SPECIALIST

with extensive ad agency
experience in positions of
responsibility like

Media Dircctor
v Hecod of Timebuying Unit
v Talent Buyer
\  Account Executive

and who is generally recognized as
having worked more elosely with sta-
tions, network executives, and station
represematives than any ene of the
advortising fraternity, . ..

You'll want to get in toneh with me.
I am instantly available and would
like an opportimity to <how you how
myv  vatied  experience involving  the
well-being of 30 diflerent acconnts can

fit your ageney or adverticer needs,
Plcose oddress Box 52
SPONSOR

10 1. 19th St
New York 17NV Y.
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“above the weather™ at more than 300
iniles an hour in pressurized cabins.
For zleeping on the reclining seats you
are =upphed with a pilow and a blan-
ket.

But price i~ still the big pitch: $80
cach way on round trip New York to
Los Angeles. §21 10 Chicago, 839 1o
Miami, $56 to Dallas.

Future prospects: North American
expects to increase it~ radio budget in
the future, particularly after it obtains
certification from the CADB. It was
founded in 1950 by four men who had
gone into the air coach business with
their own finus immediately after the
Second World War with inexpensively
purchased surplus C-47’s (DC-37s).
The firm says it has helped bring
the cost of air travel down to where
the average person can easily afford
it, and has ambitiou~ plans for the fu-
ture to do even more in this direction.
In envisions a future trans-oceanic ser-
vice patterned after its continental op-
eration. Cost for a round trip to Eu-
rope mayv be as low as 3250, * * %

SATURATION RADIO

(Continued from page 41)
Now, how do vou get there?

Spot frequency: Research helps to
guide spot radio clients.

Radio Advertising Bureau, for in-
stance, ordered an analysis from A. C.
Niclsen last year to learn the cumula-
tive effect of spot announcements.

This is what Nielsen told RAB:

“In New York, Chicago and Los An-
geles during January 1933 a total of
seven announcements per week on a
single, top-rated station of all-around
program appeal reaches 21 of all
radio homes an average frequency of
two times weekly.

“A total of 21 anuouncements per
weck on the same station will reach
some 1397 of all radio homes with an
average frequency of 2.3 times per
family.”

There’s the key. To double the num-
Ler of homes reached. vou have to
triple the number of anunouncements,
according to RAB's yardstick.

Other research confirms the fact that
vou have to add radio pressure at a
geometric rate in order to keep the per-
centage figures of radio howmes reached
on the rise,

The Colgate agencies have a formula
tsee page 1) for chart) which goes

something like this:

Using Hooper radio rating points,
and not worrying about duplicated
audiences, it takes a total of 40 points
to reach 25% of the radio homes in a
major market on a one-week basis,
thev estimate.

To reach the 50%-of-homes figure.
vou'll need about 110 rating points.
(The *“509% " level. you'll remember, is
the one at which average “saturation™
begins. veteran buyers feel).

To get the level up to 75% in a
week’s time, vou'll need about 400 rat-
ing points.

Again, it’s a geometric upward
climb: to triple the number of homes,
you have to multiply the number of an-
nouncements you purchase 10-fold.

What does all this inean in terms of
planning a =aturation campaign?

Here’s how a veteran media execu-
tive at Young & Rubicam summed up
the problem:

“Up to a point in spot radio. the
more announcements you pile on. the
more homes you reach.

“But, a= you continue to pile up the
announcements, the emphasis of your
campaign begins to shift automatically.

Tillce Viscon

IN THE LAND OF

MILK ANDﬁONEY

THE ONLY CBS PROGRAMMING AVAIL-
ABLE TO A MILLION NICE PEOPLE!

From 7 A.M. to | A.M.
Yep! Bigger'n Baltimore!

HAYDN R. EVANS, Gen, Mgr °

WEED TV, Rep.
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You slow down in the number of new
radio homes you’re reaching. But you
begin to increase the number of times
youre hitting any one home in the
group you are reaching.”

Where is this magic cut-off point?

It all depends on the campaign and
the product, agencymen told sroNsor.
One advertiser—like an auto firm with
& new car—may want to get the broad-
est home base, regardless of how many
announcements it takes to get there.
Sucl an advertiser will go the limit
on budget. But another advertiser—
such as a baby food—might prefer a
fairly broad home base but would want
to reach young housewives with as
much repetition as possible.

Timebuyers and media men with
wide experience in spot radio have
some formulas of their own as to what
frequency will give you “saturation”
in a major market today.

Here are some examples:

“When Pm just starting to plan a
sizable spot radio campaign, [ usually
take all of the radio stations in the
markel and multiply the figure by two.
That will be my weekly base frequency
o do an average job. If there are 10
stations. I'd buy 20 announcements
weekly, in other words. I'd then go up
or down from this base—but mostly
up.” said Kudner assistant media di-
rector John Marsich.

“If you're going to have a saturation
campaign, you should figure roughly
on 150 spot announcements a week in
the top 10 or 15 U. S. markets. and
about 60 announcements weekly in the
next 20 markets.”” said Mary McKenna,
former Benton & Bowles timebuyer
who is now research chief of WNEW.

“We used to feel that 15 radio an-
nouncements weekly in the top mar-
kets. spread around on three stations,
was a pretty solid schedule.” said J.
Walter Thompson’s Jayne Shannon.
“But today I’d say you had to have
three times that frequency, at least, in
order to have minimum saturation. If
you really want to hit the audience
hard. you may have to have 60 or 70
announcements weekly.”

The David J. Mahoney ageney, in
planning saturation radio campaigns
for Virginia Dare. has another slant
on the problemn. It's one that is par-
ticularly interesting to spot tv adver-
tisers (see “"Virginia Dare comes back
to ‘full strength’ spot radio,” spoNsok
4 April 1955).

The Mahoney media men feel that
you begin to saturate a radio market,
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on a mnimmum basis. with a steady
frequency of around 35 announcements
a week. But, in practice, the ageney
actually runs the frequency rate be-
tween 70 and 100 ammouncemnentsz
weekly, according to Media Director
Roger Buumstead. Reason: Mahoney
figures you can buy 20-25 radio an-
nouncements for the price of one good
tv announcement today and good t
availabilities are too few and far apart.

Dollar  for dollar, the Mahoney
agency has found that in a top radio-
tv market radio delivers about seven
and one-half times more audience im-
pressions than tv.

Station lave -ome
strong ideas of their own on what s,
and what isn’l. spot radio saturation.

Vany would prefer the equnalemt
dolkar vohnne of short-term <aturation

campaigns to be spread over a 52.week

execulnes, too,

basis. 1t's often a real headache, sta-
tion men say. to clear an anunounce-
ment schedule of 30, 75 or 100 week-
Iy on a few davs notice, onlv 1o have
the slots vacated in a month,

But station men feel that i an ad-
vertiser Is going lo run a saturation
schedale, he should make it bie enough
to be eflective,

T. > Marshall. presidemt of Syra-

MR. CIGARETTE MANUFACTURER —

Just two cartons of your cigarettes sold to the homes
reached by WGN alone would mean 53,092,400 packs —
nearly $11,000,000 at $2.00 per carton!”

WGN reaches more homes than any other advertising

medium in Chicago, and our Complete Market Saturation

Plan has proven it can sell your products to these homes.

*Nielsen Coverage Service—Monthly Daytime Audience

Hf i
¥

Chieago ATt 1
| A Clear Channel Station ‘ T i L ;‘13‘
Serving the Middle 117est J e a":"' - LM
MBS I On Your ‘ W N j ! ﬁ
: Dial ol iz SRS DN
For your best tclevision buy in Chicago, it's WCN-TV, Channel 9—
delivering top results for advertisers.
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cuse ~ WOLL. summed it up typically

sreal nianyv advertisers

h e tl narket

>nd up

1ients a
n ct.

are advised by

uch a schedule is

and radio loses a chance
how what it can really do.

T nra ) s

; ¢
saturation.

"1t 12 xignificant that retail advertis
er~. who naturally have a better chance
to chieck results by ‘key specials” than
do manufacturers, ~eldom fool around
with =mall doses of radio. Our super-
market advertisers almost invariably
run 12 or more a day on peak days.
We have at present eight local ae-
count= who broadeast 30 to 57 an-
nouncements a week regularly, and
build peaks on top of this for special
events. This is <aluration.”

What stations? 1f you're playing in-
dustry averages, your saluration eam-
paign now looks <omething like this.

1. You want to reach about 50% of
the radio homes weekly.

2. You'll use between 75 and 100

CKLW rodio covers a
15,000,000 popvlo-
tion in 5 importont
stotes. The lowest cost
mojor stotion buy in
the Detroit oreo.

///

800 kc. Radio
50,000 Watts

National Rep.
Adam J. Young, Jr., Inc.
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THE MOST POWERFUL RADIO AND TELEVISION COVERAGE IN THIS REGION

> a DOUBLE Ringer...
in the Detroit Area! |

announcements weekly in the major
markets to do the trick.

But what outlets should vou buy?

There are two distinet sehools of
thought on this, you’'ll find.

The first group will urge that you
put all your advertising eggs in one
1adio basket. Buy one or two top sta-
tions in a market, they propose. What
stations? The top network outlet and
the top independent. Why? Because
vour conceniration on these two sta-
tions will earn you nice discounts,
And, it will help to off-set the higher-
than-average cost of eaeh announce-
ment, as compared with the average
price per announcement of all stations
in the market.

The second group has the same tar-
eet, but urges a different route for get-
ting there. Spread the announcements
all over the dial. they urge. and forego
some of the discounts. This way,
they’ll tell you. you'll reach a wide
cross-section of listening — network
shows. music-and-news, classieal mu-
sic, sports, farm programs, and so on.

this
point, you can start to doodle some

What price saturvation? Ay

CKLW.TVY penetratesa

populotion grond totol
oreo of 5,295,700 in
which 85% of oll
fomilies own TV sets.

\

Channel 9
325,000 Watts

J. E. Campeay, Pres.
Guardian Bidg., Detreit

figures.
like this:

1. The average cost of well-rated
radio announcements todav, timebuy-
ers estimate. runs between 830 and 850
net apiece in the largest U. S, cities,
provided the campaign is about four
weeks long.

They

should look something

2. You're figuring on a loose aver-
age of 100 spot radio announcements
weekly in the largest markets. That
puts your per-market weekly costs into
the $3,000-$5,000 weeklv (brackets)
if you want to achieve a level of real
saturation,

3. You are, let’s say, planning to
clobber the top 50 markets during the
run of your eampaign. That means a
“nationwide™ weekly cost of some $20,-
000 weekly for time charges. To this
vou can add the costs (fairly nominal)
of recording talent, pressings, shipping
charges for transcriptions and the like.

4. On a 13-week basis, your eam-
paign, timebuyers told sPONsOR, might
run you around $250,000 more or
less.

At this rate, yon’d be spending in
the neighborhood of $1,000,000 annu-
ally to achieve a comfortable level of
steady spot radio saturation.

You’ve probably noticed. however,
that many of the saturation drives
you've seen are of a short-term dura-
tion. Apart from the fact that a brief,
intensive push may be all the adver-
tiser wants at the time, the length of
the campaign is sometimes a matler
of costs.

Remember how many more an-
nouncements you have to buy to push
the level of homes-reached up a few
percentage poinlts?

Apply the figures above to a “75%
of homes” campaign, and you'll find
that it might cost as much as $1.000,-
000 annnally to keep np massive pres-
sure of this type all vear in all major
markets. But this has not been the
pattern.
Satnration's fature: \y the mo-
ment, most saturation advertisers in
spot radio are nsing the technique on
a market-by-market basix, rather than
a nationwide basis.

This includes advertisers suel as:
Instant Maxwell House (Benton &
Bowles). Ilalo Shampoo (Lrvan llous-
ton), Wildroot (BBDO) and L&V
Cigaretles (Cunningham & Walsh).

I'he others who do try 1o cover the
whole nation usnally do <o only for a

SPONSOR




“flight” of announcements (two to
eight weeks). and then drop back to
regular schedules or drop out entirely.

This group includes: Ford (J. Wal-
ter Thompson), P&G (various), Men-
nen (Kenyon & Eckhardt), Lipton Tea
(Young & Rubieam), Super Anahist
(Ted Bates) and many others.

But most timebuvers surveved by
sroNsoR predicted a trend: More and
more advertisers, they said, will start
putting their saturation campaigns on
a regular basis, covering as many mar-
kets as possible. * & %

BLACKLISTING PROBE
(Continued from page 43)

mentioned others in the ageuncy that
they wanted to talk to, but no one else
would talk. They have a bunch of peo-
ple going to talk to agencies, but they
don’t know anything specific.”

Another radio-tv v.p. at one of the
top 30 radio-tv agencies said: “I'm de-
lighted that the Fund is doing this job.
We've been running into terrible prob-
lems at times—all kinds of phone calls
from clients because of letters or calls
they in turn have had. 1t would be
very tough for a job like this to be
undertaken within the industry itself,
desirable though it may be.

“At an agency you’re under constant
client pressure. That’s why 1'm glad

this outside group is undertaking the
job, but I bet they’ll have a rough
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time. | personally would cooperate
fully with them.”

The radio-tv v.p. of still another top
radio-tv ageney put it this wav: “We've
got to be realistic about this. Every
agency has some sort of a file, and
the criteria depend on who runs it
Certain types of clients clamp down
more than others. Personally, I don't
care. [ wouldn’t want to hire a Com.
mie, myself—I don’t think they've got
a place in America. And if a guy's
being investigated and he refuses to
answer, well, vou've got to form vour
own conclusions.  But if a guy clears
himself. T personally don’t see any
reason for not hiring him. Still, it
isn't my dough. lLook at what hap-
pened a few vears back.

“Some gal sang on our client’s net-
work tv show, and the next day that
phone was hopping like mad. It seems
that the sponsor got a letter from some
character complete with a photostat of
a handbill inviting people to some ral-
ly, and the gal’s name was on the hand-
bill as a performer. The client was
mad as hell. He’s spending a small
fortune., so he doesnt want to be
caught in the middle of a controversy.
I felt sorry for the gal, because that
was a one-time thing and the rally had
a real patriotic-sounding name, and
maybe she didn’t know. But what's the
sponsor going to do? And what can
an outside group like this Fund do
when it’s a question of sales?”

sPONSOR spoke to Fund staffers to

SEE YOUR
PETRY
MAN TODAY

get the picture of its operations. The
Fund's approach. according to Michael
Harrington, a former Life c¢ditor who
is Cogley's administrative assistant, is
“journalistic. not academic.” Head-
quarter~ for the project are two small
adjoining offices in New York’s Shel
ton Hotel. Two Fund staffers are cur-
renth working out of lollywood. re.
scarching the political criteria in movie
industry hiring. Five others are work-

* * * * *x * * *

¢There are two forces at work to eun-
conriage  experimemtation and change,
The first of these is that it has become
iveredibly costly to remain on television
and use an ineffective and  imitative
sales approach. Adverticer~ are begin-
ning to realize, in this conneetion, that
relalively little ean be done any more in
the direction of eontrolling the cost of
reaching yviewers, bnt that a great deal
ean be done in increasing the effective-
tiveness of the commereials yon present
to them.2?
HORACE SCHWERIN
President
Sehwerin Research Corp.
New York
* * * * * * * *

ing primarily on radio and tv out of
New York. The staff is composed of
six men, three women. Three of the
staffers were with Time Inc.—one as a
Fortune writer, two as Time research-
ers. Two others have a background in
labor journalism.

Exact form the staff’s report will
take hasz not been determined. It may
be put together as a book or as a se-
ries of articles. Cogley states. % * %
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EVERYWHERE

You Turn, Peopte Are Tuning
In—and KGA’s KASH BOX
is turning out BIG RESULTS:
55732

Letters

Newest Sponsors to add their
names to a mailing list where
every letter means a sale are

¢ Lynden's Ravioli
e Sunny Jim Products
e Surf-Mist Tuna

They're in good company with
five other successful KASH BOX
sponsors

KGA's KASH BOX MEANS RE-
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Reps.: Everett-McKinney, Inc
New York, Chicago,

Los Angeles, San Francisco
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'
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Calgary AlberioriConada ckxt | |
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|
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tContinued from page 37)

had farm shows but this vear the fig-
ure stands at 70°¢. Home economies
sllows have taken a sizable jummp. The
1951 figure for homemaker shows was
107 ; todav the figure stands at 61¢.
The percentage of stations airing shows
tailored especially for minority audi-
ences is about the <ame this year as
Jast—51¢¢. Negro radio is up, from
2510 297,

There’s been a zlight decrease in the
amount of foreign-language program-
ing other than Spam:zh; it went from
19¢¢ carrving foreign-langnage broad-
castx i 1951 down to 177¢ todav.
Spanish-langnage programing is hold-
ing steady at 7%.

There’s no lack. however. in the va-
riety of languagex imolved. which has
grown. Programs in no less than 38
foreign languages are aired in radio
in the L5, and Canada. The langunages
range from \rabie and Greek to Japa-
ese and Lithuanian. There are even
stations which air programs in the Na-
vajo Indian tongue.

o Local Tv: There have been some
major shifts in the pattern of loeal tv
prograning.

The percentage of station~ airing lo-
cal feature films is the same this vear
as last— 957¢. But the feature shows,
largely due to the growing lateness of
network daily schedules. are heing tele-
casl in laler time periods. Last vear.
719 of tv stations had a late-night
[eature film show. This year. the fig-
nre is 84%%, a noticeable gain.

l.ocal tv homemaking shows have in-
creased somewhat. from 81 to 9077 of
~tations. Bunt here again is a trend be-
neath the surface. timebuyers will be
mterested to learn. Homemaking shows
are bhecoming broader in scope. Al
though 9077 of them are still based
around the kitchen stove, 7077 of them
also featnre decorating and fa-hion
tips. 5577 also featnre “do-it-voursel™
activities and 35 ¢ feature child ecare.

The percentage of tv stations carry-
ing loeal newscasts has gone down a
trifle from 97 1o 967, ofl-
set to quite a degree by the fact that
pews coverage at the loeal level ix ex.
panding. lLast vear. only 3290 of the
stations  produced  their  own local
filmed newsreels. This vear. 5070 of
the stations film local happenings.

Two other v categories  have
dropped comewhat, perhaps due to in-
ten=ive radio competition  in

This is

these

fields. Local tv folk music shows were
aired by 43%¢ of tv stations la~t vear;
this vear, the figure stands at 36%.
Local sportscasts were televised by
12 of stations in 1951; todav the
level is 317,

Svndicated fihns this year have be-
come almost as widespread as network
programs, Of the total tv station re-
spondents, 829¢ air svndicated film
shows of 91 alco air
network shows.

Television shows slanted to the farm
audience are al~o on the increase, In
1951, some 4777 of tv stalions aired
farm tv programs  crop reportz, farm-
ing tips, weather. farm bulletins, mar-
ket conditions and the like. This year,
due mostly to the recent growth of tv
in small cities and farm areas, the per-
centage of stations airing tv farm
~shows has risen to 3067¢.

Juvenile-appeal shows have also in-
creased in local-level v programing.
Today, more than nine out of 10 sta-
tions — 927 — - air locally-produced
moppet or teen-age programs. A year
ago. that figure stood at 86¢7.

Programing definitely slanted at mi-
nority viewers has generally eased off
a bit, dropping from a 1953 level of
107 10 a 1935 figure of 977. How-
ever. Negro-slanted tv—following in
the footsteps of the huge success of
Negro-appeal radio — has increased
front 3 to 57°¢, and now covers nearly
20 tv outlets in the LS. Foreign-lan-
guage tv is still confined to one or two
of the largest cities (except for French
tv shows in big Canadian cities hke
\Montreal) and does not a= vet cnierge
as a recognizable trend. * Kk

some  sort:

2
Q;,\g o
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‘... and sce that your radio stays
tuned to Bob Johnson's Early Birds
on KRIZ Phoenix!”
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BIG TV SHOWS

iContinued from page 32)

long-term deal at a high ficure in or-
der to insure against raiding. Alter-
nate sponsors lazel Bishop and Proc-
ter & Gamble are paying a bigger hill
as a result.

Such network deals with talent, Spec-
tor complains, are driving costs too
high. Stations. furthermore, are con-
stantly raising rates. And the various
unions apph their pressures steadily.
Somewliere along the line something
lias to give, the Hazel Bishop head in-
sists. v must not live in a vacuun.”

Most important of all, perhaps, in
Spector’s view. is the increasing dis-
crimination of the audience. Where
block programing was significant in
radio, he believes it plays a minor role
in tv. Viewers are growing more and
more selective.

Thix iz paralleled Ly a more critical
appraisal of the medium todayv on the
part of advertisers, Spector savsz. He
adds the following comment:

“Advertisers have never spent such
great amounts of money in combina-
tion with such frequency in any other
medium as in television. Some of us
are beginning to wonder whether we
could not achieve outstanding results
if we applied the tv pattern to, let us
say, newspapers. | should like to re-
mind the television industry that Ha.
zel Bishop’s first great advertising suc-
cesses were scored in newspapers.”

At the same time, Spector declares,
it must be recognized that television
is the greatest of all media. There has
never been anything like it. The doubts
are arising now only because of the
frightening increases in costs.

“Insertion™ fanlts: Spector rejects
the concept of “insertion”-type spon-
sorship. Such a participation ap-
proach, he {feels. suffers from two in-
herent faults:

No sponsor identification: Spector
views sponsor lovalty as a major fac-
tor in commercial success on tv. Thisx
is made startlingly clear, he told srox-
soR, when This Is Your Life {eatures
a subject with whom specific popula-
tion groups can identify themselves.
Localized sales leaps testify to the ex-
istence of a fund of good will which
is expressed in such instances by large-
scale purchasing of the sponsor’s prod-
uct.

No integration of commercial and
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CARTER M. PARHAM, President .
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program: Spector has a qualitative,
rather than a quantitative interest in
programs. For example, when asked
why he had cancelled The Martha
Raye Show in view of its high ratings
(which he had been happy with last
November see “The Spectaculars. an
interim report,” SPONSOR, 15 Novem-
ber 1954) he replied, *I would much
rather not discuss the entire subject
of ratings.”

Instead, he dismissed them with the
observation that audience mleasure-
ments too often lead people to over-
look the most important factor of all

intensity of viewrng. What counts
is how attentively the viewer watches
and how he feels about the show, he
says.

From this point of view the all-im-

~portanmt question is whether “the loy-
alty and affection which a star gen-
erates flows over to the commercials.”

Spector’s answer is, yes. This is why,
he insists, proper integration of com-
mercial into the show is so important.

By integration, Spector does not
mnean that the star mnust necessarily de-
liver the commercial, or actually take
part in it, but that the transition he-
tween the program and commercial
be smooth and that the cominercial
itsell be in keeping with the show’s
spirit and content.

This might better be described, says
Spector as “hannonizing” rather than
as  “integration.” Commercial and
gshow should “harmonize”™ with each
other.

His agency’s research department
has found. Speclor reports, that view-
ers tend to lke commercials more
when they are so “harmonized” with
the rest of the program.

On the other hand, he insists, the
non-"harmonized” commercial which
is abruptly dropped into a show hurts
both itsell and the program.

“It should never bLe forgotten,” Spec-
tor warns. “that people turn their tv
sets on to sec a sllm\‘, not a commer-
cial.” This = why it is necessary to
lead them on to the =ales pitch in a
pleasant, easy manner. Spector’s pref-
erence is for a lead-in by the star.

But yon liave to be careful not to
mislead the viewer. If you trick him
into thinking he is going to see part of
the show, and then ecateh hin with a
commercial instead, you wind up with
resentiment for your cleverness rather
than approval, Spector states.

In neither the Sunday night spectac-
ulars, which Hazel Bishop has co-spon-

sored with Sunbeam Corp., nor The
Martha Raye Show, has *“harmony”
reigned between the show and com-
mercial. according to Spector.

So far as he 1s concerned, his thesis
is proved by the failure of the big
shows to produce lipstick sales. Many
advertisers are unwilling to attribute
+ales results directly to specific ad ve-
hicles, but Hazel Bishop has found a
sensitive barometer in variety and oth-
er self-zervice stores. These, says Spec-
tor, re-order about every 10 days or
so. and directly reflect customer in-
terest in the product. This Is Your
Life, he reports, produces immediate
sales action that s immediately mea-
surable through the size of re-orders.
Sales in markets covered by This Is
Your Life, he adds, are invariably
ereater than in other markets.

(Hazel Bishop, it should be pointed
out, does not employ the common deal-
ership structure. For companies that
do—Sunbeam. Ford. Oldsmobile are
examples—the merchandising aspects
of the big shows are of tremendous
importance. The lipstick firm has only
nine salesmen, needs no merchandis-
ing gimmicks to stimulate a sales force.
According to Spector, Hazel Bishop
imntroduced modern mass distribution
techniques into the hpstick business.)

Simplicity and showmaunship:

Spector’s opposition to big shows stems
not only {from an irritation over high
costs, but from the helief that they are
too bigcityish, too sophisticated to
satisfy the mass taste. Some might call
him “corny,” but Spector is a strong

aobb

Robimsor

A

“She told me | was the dream that
KRIZ Phoenix had the sandman
send her.”
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advocate of the sentimental and heav-
ilv emotional in programs. This Is
Your Life is a perfect case in point.

Simplicity and showmanship go to-
getlier in Spector’s eyes. You don't
need spectacle 1o interest an audience.
Hazel Bishop’s two new fall shows are
cited as examples of this point. Place
the Face, which has been around be-
fore, will obviously be built on the per-
sonalities and talents involved. Appar-
ently the show is being revised. hut
no details are available at this time.
The fact that the program is a Ralph
Edwards property, however. indicates
that it will not be endangered by too
much sophistication.

The Dunninger Show is described
by Spector as “our kind of show.” He
is convinced that this fall tv show will
be one of the major events of the sca-
son. Present plans call for Dunninger
to read thoughts of famous personali-
ties and to expose famous illusions of
stage nagiciaus. A number of sensa-
tional stunts are planned—which seem
sure to cause nationwide excitement if
they work—Ilike the mass telepathic
communication Dunninger hopes to
carry on with the audience throughout
the country.

It is interesting that Spector says he
bought the show after talking with
Dunninger and convincing himself that
the mman was legitimate. He refused to
look at a kinescope, preferring to be
guided by personal talks with Dun-
ninger. Dunninger apparently con-
vinced Spector Dby a personal inind
reading demonstration.

Look for some bold time-slotting
with respect to the two new tv shows.
While fall periods are not yet set,
Spector doesn’t expect to have any
trouble finding a slot (despite the
crowded nighttime network tv lineup)
because lie says he is willing to take
tinie periods other sponsors don’t want.
Spector has had great suceess in plae-
ing programs opposite rating power-
lhouses. He cites the slotting of Drew
Pearson opposite Jack DBenny back in
the hevday of Benmy’s radio show.
The reasoning was that since most of
the people who liked comedy were lis-

$60.00 INVESTMENT
SOLD $1,500.00 in floor covering

VIA ALL-NEGRO

WSOK

NASHVILLE, TENNESSEE
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tering to Benny, an entirely diflerem
type of program would find different
listeners. Pearson’s success is history,
~aid Spector.

A similar radio snccess was scored,
he said, when Alexander’s Mediation
Board was ~lotted directly against Ed-
gar Bergen and Charlie VMeCarthy.
And on v, Spector =potted This Is
Your Life against the ’abst fights on
CB5 TV Wednesdays. Nobody want-
ed to buck the fights, he recalls, hut it
scemed obvious that women weren't
enthusiastic about themn and would re-
spond if a show slanted their way
came by. The record shows they have
responded.

Note that the talent cost of each new
show ts estimated as being under $525.-
000. a far cry from the huge program-
ing sums laid out for the spectaculars.

Spector says: “*[ am opposed to net-
work control of shows. No individual
can be judge, jury and complainant at
the same time. It is inconsistent with
every element of common sense. The
same is true of networks and pro-
erams. When a network has a flop, it
cannot have the objectivity to toss it
out; too much of itself is invested in
the projeet. The networks thus have
become entrapped in their own crea-

tions, and destroy shat they seek to
achieve.”

Copy: {lazel Bishop copy illnstrates
the Spector approach. Like the pro-
aranis, the commercials are simple and
pretty basic. IFirst mnajor copy theme
was that Hazel Bishop lipstick would
not snrear ofl or leave telltale traces
on the boy friend’s shirt collar.

Later, the “long lasting”™ notion im-
plicit in this non-smear theme was c¢m-
phasized. This is still the main idea,
with the “creamy, won't dry”" thought
added.

Spector makes it sound easy : "There
i+ no guess work. Our copy ~tmph
tells women what our research reveals
they want to hear.” A large part of
the company’s succes~, he explains,
arises from application of research in-
formation in the product field. A nota-
ble example is the new “Compact Make
Up,” which was developed after agen-
cy researchers found out women want-
ed two formulas, one for drv, one for
oily skin. The company expects it to
be its biggest seller.

Commercials are always hve. Rea-
son: “They must convince, and dem-
onstrations are most convincing when
thev are live.” * % %

Twice as Big
3¢ Milwaukee

Sell it at half the price!

The 50 county wKOW COUNTRY market with Madison as
its capitol eity, has retail sales of $2.6 BILLION annually—
62% of the statc’s total, over twice as high as Milwaukee.
You can sell it all at bargain rates on WKOW, Wisconsin’s
most powerful radio station, at half the cost of Mihvaukee.

Ask your Ileadley-Reed Co.
man for proof of performance
and the wKOW COUNTRY
Saturation Rate Plan.

WKOW &

MADISON, WIS.
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KOME

THE MUSIC STATION FOR
THE MAGIC EMPIRE

5000 WATTS

TULSA, OKLAHOMA

OTHER SIDE OF THE STORY

(Continued from page 33)

the firm having sponsored two-hour
Shakespearean productions as well as
Gian-Carlo Menotti's opera. “Amahl
and the Night Visitors.”

In explaining the Hall Bros. ad ap-
proach. Roger Pryor. vice president in
charge of radio and tv for Foote, Cone
& Belding. New York, told sroxsor:

“As the leader in the greeting card
industry. Hallinark cannot be identified
with just any kind of show. The show
must express the leadership and author-
ity of the sponsor and it must fit the
nature of the product. And that’s what

- thie Maurice Evans shows will do.”

Regarding the late afternoon slot,
Pryor said: “While the show will not
be slotted in what is generally consid-
ered prime time, it has nevertheless
been chosen as a thne caleulated to pro-
vide ns with the broadest possible audi-
ence composition.”

The speetaculars are seldom consid-
ered the end-all of tv advertising. The
consensus of top media men is that the
“big ~plash™ show ix supplemental to
the basic form of advertising, namely,
frequency (See “10 Media Directors:
How they view radio and television to-
day,” sroNsoR, 21 March 1955). But
for such purposes as seasonal adver-
tising, special promotions, special holi-
day =ales pushes they are regarded as
extremely effective, for those who can
afford them. And with NBC now offer-
ing single 90-second “color spread’™ an-
nouncements In s spec[acu]ars, the
nunber of advertisers who can afford
them has been greatly increased.

Is it possible to get {requency plus
a big show for the tv advertiser whose
budget won't go very far? The oppor-
tunities are limited, hut they are there
and there will be more of them. Two
current examples are the Jackie Glea-
son Show on CBS and Caesar’s Hour
on NBC. Both are hour shows with
participations for three sponsors.

One of them is Speidel Corp.,
ers of expansion watchbands, who par-
ticipate in the Caesar show via SSCB.
Philip 1L Cohen, vice president and tv-
radio director for the ageney, deseribed
Speidel's reasons for huying the show:

=peidel is after circulation. A big
aundience brings our cost-per-1.000
down and so we bought a big show.
Speidel couldn’t aﬂurd a full hour

mak-

shhow, of course. not even on alternate
weeks, =0 we did the next best thing.

Ihe prestige we get from sponsoring

Cacsar is important. too.” * K K

SPONSOR ASKS

(Continued from page 61)

reau of Circulations. I believe the kind
of auditing that would be necessary—
under tri-partite control similar to that
of the ABC—in order for a station's
or network’s guarantee of circulation
to be meaningful, would add too much
to the cost of television to be practical
at this time. But 1 think the concept
of guaranteed civculation is something
we should strive for in the future.
The magazine concept of program.
ing might have to be universally ac-
cepted before the station or network
could guarantee eireulation. In my
judgment, if that should come to pass,
many of the advantages inherent in the
television medium would be disxipated.
For example, we think there is a big
plus to us and our client, American
Motors Corp.. in Disneyland. We are
selling today’s buyers at a lower cost
per thousand than other automotive tv
shows, and at the same time cultivating
tomorrow’s buyers at no extra cost .
an opportunity not available in the
magazine concept of programing where
you buy an insertion in whatever pro-
gram the network or station selects.

SELL The
Tremendous

NEGRO

DURHAM - RALEICH
And

Eastern North Carolina
(America’s Most Ifabulous
Negro Market)
With

WSRC

Durham, N. C.

1410 Ke. * 1000 Watts
“Only station in Eastern North
Carolina  Programming exclusively
to this great Negro Market.”

0.5 MV/M 138,750 Negroces
0.1 MV/M 187,350 Negroes
*1950 Census

For the complete WSRC Story call
RAMBEAU

Southeastern Dora-Clayton

SPONSOR



NEED AGREEMENT ON BASIS
By Frank Minehan

V.P. aud Media Director
Sulliran. Stauffer, Colicell
& Bayles, Newe York

(-

As we understand
it, guaranteed
circulation would
mean that for a
given cost, a tele-
vision station or
network delivers
a given number of
people or homes
to an advertiser.

The difficulty at the outset seems to
be that this is a general definition, The
practicality of the suggestion would
have to depend on what would be the
basis for defining circulation and who
would do the measuring.

Should etrculation mean:

1. Number of homes within the
radius of the station or network; or

2. Number of such homes that
viewed the station or network with
some degree of regularity; or

3. Number of homes a specific ad-
vertiser could reach with a particular
program or time period?

A51 5‘024

WEST sipg

B NEW YORK

"“Call your local
travel agent for
reservations, or
write hotel direct’’.

Teletype NY 1-3601

x % X

Comfortable Rooms
Sensible Rates

TV Available

Air Conditioning
Central Locations
Fine Food

Friendly Hospitality
Conventions
Garoge "AAA"
{At the Shelton
Enjoy the Free

Pool and

Monte Proser's

“la Vie")

ABBEY HOTEL

KING EDWARD

BE SURE TO
ROYAL CREST

STOP AT
HOTELS

MBPEOWV VMT ot o L=t= 0O=0UDdDD e rdPDDZmAO OZ2>200
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Because none of these factors are
fully agreed upon at present by all
parties concerned, it is hard to visual-
iz¢ how. under the present =et-up, they
could be used as a bazis for circulation
guarantee,

From the buyers” point of view. a
guarantee in anv service is very desir-
able. In television. it might possibly
take some of the enjoyment out of
timebuvers’ work bhecause good buvers
arc intrigued by the fact that they are
in competition with other buvers to
get the most for their monev. They
find a real enjoyviment in putting to-
gether a combination of buys pur-
chased at cost, mear programs
which will help sell a product.

We are very much in favor of having
this subject aired and discussed with
an eye towards seeing if we can sim-
plify or increase our opportunities for
gelling more for each advertising dol-
lar spent. * ok ok

low

40 E. 49TH

(Continued from page 17)

lication and your amnual special fea-
tures for our mounthly “Newsletter,”
Fach month this “Newsletter”™ goes out
to four or five hundred clients and

prospects. without cost to them. When.

ever we use a reprinl from vour pub-

lication we will credit the source.
Jonux W. Warrace
Galloway-Wallace Advertising
Oklahoma City

® Permission 10

been granted to
newsletter,

quote froms SPONSOR  has
Gualloway-Wallace’s  stimulating

FARM BROADCASTING

I have a letter from Corporal Ted
Hutehkroft. with the 513th Military
Intelligence Group in Germany who

hopes to get into farin broadcasting

when lie finishes his Army service.
[e atiended lowa State College and
held farm radio jobs during summer
vacations.

Ted asks particularly if he can get
back copies of spoxsor with features
on farm broadeasting. Would it be
possible for you lo send some of them
to him?

FRANK ATwoobn

President

Nat'l Assoc. of Tr & Radio
Farm Directors

®  SPONSOR is pleased to send the Corporal our
1954 Farm lssue. 1 Novemher, which discusses
the farm market, trends in farm listening and
viewing, farm radio and tv results.

...in the

the

KMBC-KFRM
Radio  EAM

You're making a blue ribbon radio buy
in a blue chip market when you use the
Midwest's leading radio combination
KMBC-KFRM. KMBC delivers metro
politan Kansas City (ranked 15th na
tionally in retail sales) plus 79 counties
in eastern Kansas and western Missour:
KFRM, a bonus to KMBC, serves Kan
sas, sixth richest agricultural state. To
get to this big, responsive Heart of America
at the lowest cost per advertising impres-
sion, the first thing to do is to see your
Free & Peters Colonel. He'll give you
first-rate availabilities on the Team'’s first
rated radio schedule.

KMBC dl Kansas City

KFRM /04 the State of Kansas
Primary Basic CBS Radio

o~
Free &« Pevers, Inc

lote e

14

7
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$454,000,000 Sperndable

Income

£90,000 Population
Spanizh Radio Preferred

KWKW Most Listened To
Station

Belden Market Survey
Available

PAGADEMA - LO5 ANGELES

\ Spanisi Languoge
e Station

s -
representotives:

New York—RIchard O'Connell, lnc.
San Francisco—~Broadcast Time Sales
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HERE THEY ARE!
TOP RATED |

transcribed

RADIO SHOWS

Foley and his Ozark
Jubtlee network
Stars with

audience building
appeal

Red Foley Show
SURE CURE FOR

Mirth{ul, musical
variety plus the
songs of the old
‘Pea-prcker”
himself

There's only one
“Smiley” and he's

this show

® Timc tested stars appealing for-
mats designed to capture and hold the
greatest number of listeners . . . network
quality production . . . at low budget cost

. everything a sponsor wants . . . at a
price he can afford’

FOR COMPLETE INFORMATION

... about these 3 audience-getting shows,
FREE AUDITION DISCS and costs, con-
tact:

John B. Mahaffey ® E. E. Siman, Jr.

RADIOZARK

ENTERPRISES, INC.
SPRINGFIELD, MISSOUR] « PHONE 2.4422
NEW YORK CHICAGO  MINNEAPOLIS

Plaza 13366 State 2.7494 Lincoln 5689
DALLAS LOS ANGELES SAN FRANCISCO
Prospect 3723 Dunkirk 7.4388 Sutter 5568
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\emsmalkers
10 advertisimg

at his best in ‘

Frederie R, Gamble, president of the 4A’s,
prestded over the organization’s 37th annual meeting
at Boca Raton, Florida, 21-23 April. Business ses-
sions and talks were interspersed with golf, tennis,
deep-sea fishing, suimming and other recreations

offered in the area. The roster of distinguished
admen-speakers was long, included such men as
Arno Johnson, v.p., J. Walter Thompson; Fred B.
Vlancliee, exec. v.p., BBDO; Henry G. Liule, presi-
dent, Campbell-Ewald; Lyndon O. Brown, wv.p.,
Dancer-Fitzgerald-Sample; Henry M. Schachte,
sentor v.p., Bryan Houwston, New York.

George B, Storer, president of the Storer
Broadcasting Co., predicts the death of vhf tv
service in the UU.S. within a year unless it can win
more adrvertiser acceptance. Ile is vrging the adop-
tion of “de-intermixture”™—that s, having all sta-
tions in any one market either all vhf or all uhf—
on a market-by-market basis. As a start, lie recently
proposed re-allocating video channels in the Miami-
Fort Lauderdale arca to make all commercial sta-
tions there ubf (this would mean a switch to uhf
by vlif station WTVJ; also a halt on two contested
vhif channels, with one uhf assigned instead).

Arthur Idl Hayes, new president of CBS
Radio, succeeded Adrian Murphy in that post on the
latter’s recent retirement, Hayes was previously
vice president in charge of the network’s San Fran-
cisco office, a position he has held since February
1919, He has been with CBS 21 years, joined the
network in January 1931 as an executive for Radio
Sales. In 1910, he became general manager of

W CBS, New York, then, nine years later, got the
San Francisco appointment, Murphy had been CBS
president since March 1952, joined CBS January 1936.

Dr. Allen B, Du Mont, who heads up Du Mont
Television Network as well as Allen B, Du Mont
Labs, will see the network operation undergo a basic
change soon, spurred by Du Mont’s recently-unveiled
“clectronicam” comera system; the camera com-
bines simultaneows live tv and film recordiug.
ith this system, DTN ill turn from a cable-
connected set-up to an essentially “film network,”
feeding film shows to 200 affiliates, or as many as
time clearance will permit. Only news, special
ervents, sports will be live. Du Mont will lease

system to agencies, producers, stations, other nets.

SPONSOR



AVE

you don’t buy the hog—

with

YOU BUY THE BACON:

YAVE and only WAVE gives you the real meat of Kentucky . . .
t the right price, without waste.

SIGGEST MARKET

‘he rich Louisville Trading Area accounts for 42.59, of Kentucky’s
otal Effective Buying Income! The borders of this area

oincide almost exactly with those of WAVE’S 509, BMB daytime area.

fOP SELLING

.isteners are sold on WAVE programming . . . and no wonder.
WAVE is the only NBC station in or near Louisville. As for local
rogramming, WAVE has 62 good people on radio only, 44 of them
ixclusively for on-the-air radio activities.

Jon’t go whole hog. Bring home the bacon . . . with WAVE,
NBC Spot Sales has the figures.

WAVE . 5000 WATTS
LOUISVILLE NBC AFFILIATE

SPOT SALES

National Representatives
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TV HOMES

(Television Magazine)

F

48 COUNTIES

GEORGIA and ALABAMA

COLUMBUS, GEORGIA
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o
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| WRBL-TV

Call Hollingbery Co.

g e

Dlscover fhls
Rich Market
| Covered Exclusnvely
by KHOL=-TVY
MNEBRASKA

OMAHA

LINCOLN

KHOL-TV

e 30% of Ncbraska’s
Entirze Farm Market
e 128,000 Families
o With a V2-billion
dollars to spend
High per capita income based on

irrigated farming, ranching, light
industry and waterpower.

For information, contact Al Mec-
Phillamy, Sales Manager, or your
nearest MEEKER representative.

KHOL-TV

Holdrege & Kecarney, Nebr.
CBS e ABC e NBC e DUMONT

ADVERTISERS’

ATMS

Broadcast Musie .
CHS-TV ilm
Sam

MOA-T

Mt. Washington
Movielab

NBC Spot

NBC-TV

Nat’l Telefilm Assoc.
Nepro Iadio Routh
Publie Service
T'ulse

Quality Nadioc Group
R\ Thesaurus
tadiOzark

Shelton IHotel

Storer

TSSLYN

CIKLAV, Detroit

KBIG, TTollywood
KCMC-TV, Texarkana
KEDD-TV, Wichita, Kans.
KIERG, Eugene, QOre.
KEYD, Minneapolis

IK(iA. Spokane

KGUL-TV, Galveston
[FGW, Tortland
KIIOL-TV, Kearney, Nebr.
KING, Seattle

KMDC, RKansas City, Mo.
KNAK, Salt Lake City
KOME, Tulsa

KI'Q. Wenatehee, Wash,
KIPPTV, Portland, Ore.
KRIZ., Phoenix
KSBW-TV, Ralinas, Calif.
KTNT-TV, Tacoma, \Vash,
KV OO, Tulsa

KWKW, Pasadena
KXJB-TV, Fargo
KXLY-TV, Spokane

WAPTL Birmingham
WAV, Louisville
WEBAL-TV. Baltimore
WBAY, Green Bay, \Wis,
WBNS, Colinmbusg, Ohio
WRT. Chariotte

WIS, AKkron

WDAY, Fargo

WDHIEEK, Chattanoora
WISIIT-TV, Tenderson, Ky
WICMP, Milwaukee
WOGN, Chicago

WITTLL Baltimore
WJIAC-TV, Johnstown, 1.
WU, Grand Rapids
WIITP-TV, Jacksonville
WM, Lansing
WIKOSW, Madizon

WK Y-TV, Oklahoma tity
WLAC-TV, Nashville
WAMCT-TYV, Memphis
WAMGT, Greenfield, Mass
WOL-TV. Ames. lowa
WOILT, Jaekson, Miss,
WOOI, Grand Rapids
WI'A L, Charleston, 8. O,
WIIGN, Phikudelphia
WIIRLL-TV, ¢ mbux
WSIS, Winston-8ale
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WTRI-TV, Wheeling
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WXLW, Indian:polis
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zVow it costs less
to sell

MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R Channel 9

ORices, Stwdios, Transmitier
FOSHAY TOWER

Minneapalis _
Represented Mationally by H-RTELEVISION, INC,

IN EVANSVILLE INDIANA
WISE
BUYERS
CHOOSE

Complete Coverage WEHT covers ALL
of the rich Indiana, [lilinois, Kentucky
Tri-State.

Unduplicated CBS-TV Coverage

Fringe arca VHF recception of other sta-
tions does NOT include CBS nectwork,

Realistic Rates WEHT's realistic cost
per thousand, has budget-minded accounts
parlaying smart buys into sales cvery day.

Represented by
MEEKER TV, INC. — ADAM YOUNG
ST. LOUIS

CHANNEL 50

SPONSOR




“Broad as all outdoors” is the only phrase that adequately de-
scribes the complete coverage of radio, especially KVOO radio!
And this is especially true in the wonderful outdoor months of
the year which stretch from March through October in our part
of the great Southwest! During these months people are more
than ever on the move! They’re doing things — going places!
They’re not tied down to a room. They’re working in gardens,
boating on lakes. fishing the streams, driving the highways,
enjoying barbecue on the patio . . . and a thousand and one
other delightful summertime ountdoor activities. And guess

what’s always with them . . . what's “"Broad as All Outdoors!"”
Of course, it’s radio . . . KVOO Radio!

That’s why, when you plan keeping summertime sales not only
high, but getting them higher, you plan KVOO radio!

Summertime is radiotime, is sellingtime, is more than ever

KV OOtime! Follow the crowd outdoors . . . follow them with
KV OO radio, the best in entertainment that they can take with
them wherever they go!

Only KVOO with its 50,000 watts power,
clear channel 1170 kc spot, more than 30 years
of outstanding service to the Southwest, and un-
questioned leadership by every proved measure-
ment, can deliver the summer outdoor “on the
move” audience that you need to sell your
product most effectively and at lowest per lis-
tener cost in this market!

Ask your nearest Petry man to give you the
facts on your own particular case. Your client
will be glad you did!

RADIO STATION KVOO

NBC AFFILIATE
_____ EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES

OKLAMEMA'S GREATEST STATION

50.000 WATTS TULSA. OKLA.

2 MAY 1955
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a rich nut to crack..

and the one tool

that does it BEST!

You can crack a nut with a hammer. Or
an ax or vise. But you don’t. You usc a
nut cracker — the logical tool.

That’s how it is with the Central South
— a rich $2,713.371,000 market — more
powerful in consumer spending power
than the cities of Baltimore, Buffalo,
Minneapolis, Cincinnati, or Houston.

At first glance the Central South is an
apparently tough market for the time
buyer to reach and sell. It’s a little known
market composed largely of small towns.

If you attempt to cover it with a combi-
nation of another Nashville radio station
plus small town stations or with a com-
bination of a Nashville newspaper and
small town papers, the cost is three to
fifteen times as high as WSM rates. And
T'V viewers in this market represent less
than half the buying power of the Central
South.

There is only one tool that opens this
rich market at a cost within the bounds
of the sensible advertising budget. It is
radio station WSM.

A May we prove this to you? We would like to put into your

hands a new brochurve about the Central South entitled “The
Mystery Market.” It shoswos the relative costs of advertising

in this market for all major media. \We believe it contains

facts and figures not found in the files of even the most

s

experienced time buyers. May we send you a copy? /’

OPER, Sales Managor
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Tv animation
with mirrors

Chicago likes
combined pitch

EMP discounts
are raised

Test pinpoints
tv's effects

No figures
on spot radio

Saturation radio
is 50% of homes
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(Continued from page 2)

Animation in a hurry at reduced cost is what new technique promises
advertisers. System uses mirrors to project figures or abstractions
on screen from which they are photographed by live or film camera.
Frame-by-frame process normally needed for animation films is elimi-
nated. Technique, developed by Mobilux Lumia Co. of Chicago and New
York (new office), got first network display in recent NBC TV "Hit
Parade" broadcast. Several advertisers are reported using system for
commercials, including Wiedemann's beer, Ohio.

—SR—
Combined presentation by all 4 radio networks to Chicago agencies last
month drew kudosS from most admen attending. Said Geoffrey Wade's
Paul McClure, typically: "To a former radio network sales manager, it
was refreshing to welcome representatives of the 4 network sales de-
partments officially united in a common cause." Tatham-Laird's
George A. Bolas termed presentation "constructive" but said radio
presentations of today are "too general," emphasizing potential audi-
ence rather than making specific proposals. Combined presentation was
"booked" by RAB which may arrange future showings in other cities.

—SR—
Efforts to get more sponsors for small tv stations via its Extended
Market Plan is being made by CBS TV. Newest effort involves increas-
ing top discount to 15% maximum from 10%. Since introduction in Jan-
uary, 30 clients have signed for EMP; 21 stations are EMP affiliates
with more expected to be added. EMP stations are, in effect, separate
network with own discount schedule.

—SR—
Dramatic evidence of television's effect on consumers is being pro-
vided by Burnham & Morrill test campaign in Green Bay, Wis., area.
Sales for B&M oven-baked bean and brown bread products have jumped
75% after 11 weeks of television compared with same period last year.
Sales for most recent period reported, first half April, are up 370%.
Test is unusual because B&M can isolate effect of tv. B&M used no
advertising in area last year, now uses only tv. Agency is BBDO,
Boston. (For latest report on test, which is reported in SPONSOR
each issue, see page 44.)

—SR—
Attempt to provide report on spot radio activity, based on survey of
stations, has not panned out. Spot Radio Report's Jim Boerst, who
launched project with N. C. "Duke" Rorabaugh, says that of 225 sta-
tions contacted only 73 indicated willingness to cooperate. Thus
spot radio remains only major medium without complete data available
as to who its clients are, fact which is considered sales handicap by
many. Boerst continues publication of Spot Radio Report, which lists
activity based on facts supplied by cooperating agencies. Many major
shops, however, do not cooperate. Rorabaugh, who publishes report
on spot tv, is able to furnish virtually complete service based on
reports from tv stations.

~SR—
How many amnouncements weekly constitute "saturation radio?"” Opinion
varies but SPONSOR survey found campaign which reaches 50% of radio
homes in one week is most often pegged as saturation. It takes about
100 announcements weekly in major markets to do real saturation job,
buyers say. (For article on saturation radio see page 40.)
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What the spectaculars did

When the history hooks are written
on television’s first decade, Pat Weav-
er’s spectacular~ will go down as im-
portant turning points. It will he
agreed that they rekindled excitement
al a thne when television was heading
toward a programing plateau; that
they provided tlie <park of interest
whiclt was needed to begin the spiral
of color ~et sales,

Advertisers who sponsored the spee-
taculars have directly experienced this
rebirth of excitement among their sales
stafls and the dealer channels with
whom they do business. The spectacu.
1955 gets the
recoguition for his sponsorship, be-

lar spon-or in same
cause of the shhow magie he hecomes
identified with. as the pioneer sponsors
of 1916 and 1917.

Jut it's an important axiom of ad-
vertising that what works sensationally
for one group of advertisers mayv not
be ~uitable for others. Ravmond Spee.
tor, who heads one of television’s own
post-war habies. the Hazel Bishop Com-
pany. has been a spectacular sponsor

Applause

and his  disappointment
frankly (=ee page 31 this issue).

What  Spector’s  disappointment
should teach advertisers boils
down to this: The television networks
are making available an array of vehi-
cJes. ranging {rom spectaculars to con-
ventional fare. It iz up to the individ-
ual client to choose carefully which
form of television is for him and it is
not the medium that is at fault if his
choice proves disappointing.
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other

Raymond Spector, whose product ix
sold with only a skeleton =ales foree
thecause television has substituted for
company =alesmen), could not benefit
fully from the tremendous merchandis-
ing values of the spectaculars. The co-
sponsor of the Sunday spectaculars.
Sunbeam. bases much of its strategy
on channeling enthusiasm down the
line to its dealers. Hazel Bishop could
not trace sales to the spectaculars, Sun-
beam could. One client had the right
velricle, the other didirt.

Next season. while Sunbeam returns
to the spectaculars—it has hought
participations in NBC TV’s new color
spread — Spector will concentrate on
intimate shows. He fecls the real power
of television lies in programing closely
identified with an individual client and
possessed of an emotional shimmer
which can be passed on to the client’s
product. We agree that this is the real
power of television  for Hazel Bishop
and perhaps for other producis with
similar sales patterns.

What is important is that advertis-
ers continue 1o have a range of choice.
embracing everyvthing from a spectacu-
lar Peter Pan to a This Is Your Life.
Individualist= like Ravmond Spector
would like to see the networks give up
their present role as controllers of pro-

Jingles in the public service

The Westinghouse Broadcasting Co.,
which has had many opportunities to
observe the influence jingle commer-
crals have exerted for <ponsors on its
five radio stations. has created a public
service campaign using jingles. s
purpose is to educate the pnblie abou
the mental health problem and it vses
Ivries by such talent as Bill Hayes,
Sally Ity \Arnold
Bettv Johin-on plus spoken copy.

Swecetland. and

104

The jingles. whiclh are available to
all 1. S0 radio stations, were described
this way recently by Dr. Benjamin
Spock, professor of child development
at the University of Pittsburgh School
of Medicine: “The  Sing-Along  for
Mental Tlealth song. are a job well
done. The music is cateln. the words
cre friendhy and helpful. the messages
are ~ound. . . . P uever would have
thonght it possible to put such worth-

while words as ‘need for rescarch’ and

graming entirely. This i< hardly in the
cards. Happily, however, the networks
have, by and large. shown that they
will continue to provide the adverti-er
and the public with a varied program-
g assortment.

* * *

Tv's pioneer stations

Television has moved into giant stat-
ure so fast i’s casy to forget that tle
first stations went on the air only a
few years ago, completely unsure of
what was to come. <roxsor feels that
television’s pioneers. the enterprising
broadcasters who took the risks 1 efore
tliere were shows, before there were
coaxial cables and frequently bhefore
there were sets, deserve to have their
present success sel against the perspec-
tive of their early struggles. This vear
SPONSOR will again honor the 108 pre-
frecze television stations with a dinmer
to be given on Sunday, 22 May in
Washington, D, C.

The dinner is to be held on the eve
of what looks like one of the mo-t im-
portant conventions in NARTB history.
Broadcasters will come to the nation’s
capital at a time when the whole struc-
ture of the industry is under FCC and
Congressional scrutiny.  Is to be
lioped that in the course of the investi-
gations, the fact that television is still
very young and hence :till unsettled
will not he overlooked.

Speakers al sSPONSOR’s dinner honor-
ing the television pioneers will include
an advertising executive who is imself
a pioneer sponsor, George Abrams, ad-
vertising director of Block Drug. For
further details on the Television Pio-
ieers Dinner. see SPONSOR'= next issue
whicl will include a section devoted to
pre-NARTB Couvention coverage.

‘more trained personnel” into songs
and have themn sound so pleasant and
persuasive.”

Chris Witting. WBC president: Dick
Pack. WBC national program manager
who supervised the jingle project; Ivri-
cist 1y Zaret and composer Lou Singer,
and the talent who appear deserve ap-
plause for once again demonstrating
radio’s persuasive powers in a public
service cause,

SPONSOR




Monday thru Saturday 1:00 p.m.

No question about it . .. the Quiz Club can increase your

sales because this exciting and popular television show is in
a perfect time slot featuring two great persondlities . . . Brent
Gunts and Jay Grayson. Both have long and excellent rec-
ords in TV experience. They greet studio guests with samples
of advertised products. Actually the Quiz Club offers Sy |
a night-time audience at day-time rates. " Grayson
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WKY 'I'V’ SQUARE DANCE \1I
- S Festival |

. a 30-minute network telecast in full

compatible color from the studios of WKY-TV,
carried coast-to-coast by NBC-TV!

With the colorcast of the “Square Dance Festival”
on April 23, 1955, WKY-TV staff members once
again demonstrated the know-how that has made
WKY-TV the leader in Oklahoma Television!

From coast-to-coast, viewers watched the best
exhibition groups of the National Square Dance
Convention in the first full-length color program |
to be fed an entire network by an independent TV |
station/!

WKY-TV employed only its own staff and
facilities to produce a network calibre show, the
same production know-how which is responsible
for Oklahoma’s most popular programming on a
day-to-day basis.

So, whether your plans call for color or black-

and-white TV . . . let the leadership of WKY-TV
in Oklahoma TV . . . born of experience and
cumulative know-how . . . work for you as it has

for others in reaching the largest Oklahoma audi-
ence for your TV dollar.*
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