SP D 12-54
MR wM s HEDGE S
NBC-ROOM 604

20 ROCKEFELL ‘
NEW YQrK 2p SRYPL&ZA

' advertisers use 27 JUNE 1955

50¢ per copy e *8 per year

»auf=nmwu

Radio history is being written (June 19) as Regional Radio
WOW, Omaha, proudly becomes a basic CBS Radio affiliate.

It’s the biggest news in midwest radio since WOW was granted

590 kilocycles, 30 years ago!

Advertisers may now buy in station-created shows (whiclt beat
all competitors two to one!* ) and get the NEW PLUS of association
with the star-studded top-rated CBS network shows . . and .

Both on 590kc, 5000w—facilities which deliver a high-fidelity,

\  strong, signal 200 miles in all directions from Omaha.

| This ““7-Plus” Formula:

area + a quality market + realistic, low rates + top

s WOW + CBS + 590kc + a 750,000 radio-family ZZ

station programing . . . 4

makes WOW Radio a MUST BASIC BUY for every

national schedule!

Your John Blair Man, or WOW Sales Manager Bill Wiseman,
will give you the new WOW-CBS story today.

“Proof: Pulse of the
WOW Area, Nov. 1954

590 ke
5,000 watts
OMAHA B l

Frank Fogarty, Vice President & Gen. Mgr. & Represented by John Blair & Co.
Affiliated with Better Homes and Gardens and Successful Farming Magazines




BIG BONUS

Nielsen now reports that radios in automobiles add as
much as 33¢] to the radio audience. And advertisers get these
listeners free—a big bonus!

In Baltimore, the Department of Motor Vehicles has
announced that today there are more than 300,000 passenger
cars with radios in the Baltimore metropolitan area.

Surveys by ARB and PULSE prove that W-I-T-H dominates
this big out-of-home audience day and night. Just another
reason why W-I-T-H gives more listeners-per-dollar than

any other radio or TV station in Baltimore. Get the whole
story from your Forjoe man.

IN BALTIMORE BUY

WITH

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




to diminish? diminish if new approach adopted by WIMJ-TV, Milwaukee, becomes wide-
spread. Station's new 1 July rate card provides for 30-second an-
nouncements between programs in slots normally occupied by 2 mes-
sages: 20-second chainbreak and 10-second I.D. Station points out
advertiser not only gets 50% more time for message but also has no
other message vying for impact between programs. Number of admen

!
I
I
I
I Double-spotting Criticism of tv multiple-spotting-—from both admen and public—would
!
I
|
I

y have been urging stations to adopt 30-second policy to give messages
l better break.
I —SR-
Watch big push Look for more stress on sale of weekend radio. NBC's new 40-hour
on weekend radio weekend program "Monitor," is factor in drawing attention to weekend
potential but there's been growing feeling on local level as well
that whole-family availability on weekends, other values have been
understressed in radio selling. Latest broadcast entity to announce
major weekend activity is Quality Radio Group which has 8 shows (10-
minute) up for sale under "Weekend Cavalcade" title. Programs will
be carried over 36 QRG stations and executive v.p. William Ryan
states shows will reach 41 million people at cost "as small as $689
a commercial minute."

|

I

|

|

|

|

|

l -SR—

l Bardahl to First "film network" sale for Vitapix-Guild tieup was in final stages

| buy Vitapix as SPONSOR went to press. Deal involves new Guild property, "Confi-

I dential File," and 2 co-sponsors in weekly nighttime airing. Initial
client is Bardahl, West Coast motor additive firm, that has been

l spot tv advertiser (see SPONSOR, 6 September 1954 issue, page 48, for

| article on Bardahl tv strategy). Other client was under wraps. Half-
hour film show will be aired alternately for sponsors on about 45

| stations of Vitapix group plus added non-affiliates. Reps get usual

| 15% commission; Vitapix 5% of gross as service charge.

~SR—

| Fights peak Strong appeal of champienship boxing on radio apparent from audience

| radio audience to Marciano-Cockell bout on NBC; it was heard in 8,300,000 homes,

| making it top radio program in Nielsen report for 2 weeks ending 21
May. Second highest program, CBS Radio "Amos 'n' Andy," was heard in

l 2,201,000 homes. Major factor in fight's big audience was tv black-

l out. Gillette was fight sponsor, via Maxon.

-SR—

| Multi-sets Multiple-set trend is well underway in tv. NBC TV estimate for June

' in tv homes 1955 is 5.65% of U.S. tv_homes have more than one television set.
ARF-Politz study shows 66.2% of U.S. homes have more than one radio.

| _SR-

I Alcoa seeking Alcoa is looking for high-rated, merchandisable tv show to replace

| show with sell CBS TV "See It Now," which it has dropped. Commercials will feature
products of manufacturers who use its aluminum and Alcoa feels the

| greater the audience offered, the greater value plugs have as entice-

| ment for orders. Firm dropped Murrow because it felt rating wasn't
high enough for purpose. Alcoa's tv spending is at rate of $£2.5

' million annually via Fuller & Smith & Ross.

SPONSOR, Volume 9. No. 13, 27 June 1935, Published biweékly by SPONSOR Tublicstions, Ine  Lrecutlve  Editoriagl. A b ertid Uat snoQn o r St New
York 17. Printed at 3110 Elm Ave., Baltimore, Md. $8 a year In U.8. $9 clsewhere. Entered as second cless matter 29 Jan. 1919 at IZ lllmure postefice under Adt of 3 Mar 1379




REPORT TO SPONSORS for 27 June 1955

MGM to film
show for ABC

New MBS
sales plan

Sudless brands
big in spot tv

More television
giveaways due?

How will color
aftect fee tv?

P&GC master at
agency relations

Appointments
from film ranks

2

Metro-Goldwyn-Mayer will produce 30-minute "MGM Parade," a half-hour
show, on ABC this fall. Announcement was made by Leonard Goldenson,
American Broadcasting-Paramount Theatres president, Nicholas M.
Schenck, head of Loew's, Inc. Schenck said movie exhibitors would be
helped, not hurt. Like deal with Disney, Warner Bros., MGM will pre-
sell its own non-tv pictures in show via behind-the-scenes shots,
appearances of its stars.

—SR-
New Mutual run-of-schedule sales plan would permit sale of announce-
ments by network on local shows for first time. Plan is set up for
sale of minutes in 5-minute local shows which stations can run at
their option any time within following segments: 8:00 a.m.-1:00 p.m.,
1:00-6:00 p.m., 6:00-11:00 p.m. Specific segment would be designated
by advertiser. However, station can junk program, run only announce-
ment in its own show if it chooses.

—SR~-
Potential of sudsless detergent market indicated by growth in spot
tv expenditures of Colgate's Ad. N. C. Rorabaugh estimates Ad spent
$64,949 during 1954. But in first quarter this year expenditure
leaped to $102,618, nearly double. Monsanto's sudsless, All, was
largest_spender in spot tv among all brands of soaps and detergents
last year with Rorabaugh-estimated $863,717 spot tv budget.

—SR—
Will "$64,000 Question" spur revival of giveaway emphasis in network
tv programing? "$64 Question" on network radio was major influence
in spite of giveaways during 1940°'s and history could repeat itself
if show delivers striking rating. Despite big prizes, show is
medium priced with SPONSOR-estimated budget around $30,000. Louis
G. Cowan production is sponsored by Revlon via William Weintraub
(CBS TV Tuesday 10-10:30 p.m.).

—SR-—
One factor which has gone unnoticed in fee tv debate is question of
influence color tv would have on fee tv if authorized. All signs
point to big growth years of color tv and fee tv's potential kickoff
as colnciding. Question: Will public want to shell out for new
more expensive color set and pay for fee tv shows at same time?

—SR-
Calculator mentality, for which P&G is famous in media decisions, is
put aside when it comes to human relations. That's conclusion
SPONSOR reached in exploring Cincinatti advertiser's relations with
its 7 agencies. P&G, say its agency men, has fine liaison sense
which draws best efforts from agencies. Among novel concepts: P&G
rarely rejects agency recommendation-—if agency fights hard for it.
(See part four of SPONSOR's series on P&G, which starts page 25.)

—SR-
Three film company executives took posts within broadcast industry
in recent weeks. Bernard J. Prockter, former president of own film
firm, became CBS TV producer. Halsey V. Barrett, most recently in
film business with Consolidated Television Sales, joined TvB as
sales executive. Harry Trenner became MBS sales v.p. after General
Teleradio bought his Station Film Library, Inc. Trenner is former
William Weintraub radio-tv v.p.

(Sponsor Reports continues page 103)
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Represented Nationally by Gill-Perna

New York-Chicago-Los Angeles-San Francisco
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In Philadelphia
more
LOCAL

advertisers

WPEN

than any other
station*

*Source: B. A, R. (nc.




advertisers use

ARTICLES

The Procter & Gamble story: part 4

SPONSOR's series on the air media's largest advertiser ends with a look at
how the company gets the most out of its seven agencies. Chart accompanying
article shows how P&G ad department is organized

NYetwork (v lineup for fall: 55 changes already

Article takes a further look at the network tv lineup giving latest facts on
programing. Fall lineup chart is updated from [3 June issue

Does radio play the wrong musice?

Ohio State University has come up with a survey indicating stations which
play only music on the 'top 10" lists may be narrowing their appeal to
mainly teenage audience, especially during daytime hours

Tips on timebuying from 6 pioneer buyers

A panel of timebuyers active since 1940 gives advice based on |5 years or
more of buying experience. Key points: courtesy to sellers, constant study
of station programing are necessity for success in timebuying

Why Sheaffer became a 83,000,000 (v convert

When Sheaffer developed the new Snorkel filling feature, it needed an adver-
tising medium that could present solid demonstration. They chose tv and
their sales and tv budget have been climbing ever since

Are BAM sales gains reaching a platean point?

in week 21 sales increases may have reached as high as television can push
them during 26-week test period. Only time will tell as test nears end

Local radio’s strength: the cash-register proof

This second and concluding article on the 13 winners of RAB's Radio Results
Contest presents the final seven case histories. Part one appeared in the
13 June issue giving six case histories

1955 Fall Facts Basies Issue

SPONSOR’s ninth annual Fall Facts Basics issue will include sections analyzing
fall radic and tv picture plus four Basics: Timebuying Basics, Rad’o Basics,
Tv Basics, Film Basics. Admen will use Fall Facts Basics as briefing for fall
and winter buying

(R
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Volume 4: The 4th year
Chapter I: Summer 1955

KBIG celebrates $id birthday June I with
[10 adverusars, 1955 running 229, ahcad
of an excellent 1951

R.AB. awards plaques in annual “Radio
Gets Results” contest. Three go to South-
ein California—all to KBIG, honoring
Stuvdv Dog T'ood (Morning News), Sak-
rete Readvmix Cement  (Noon News),
I'vewax Floor Wax (Spots) . In 1954 also,
KBIG was the only Southein California
station honoircd in this competition.

I A Adveritsing Women  award  Annnal
I'rances Iolmes “Lulu™ 1o writer Margee
Phillips Tor careative adveitising writing
(F'on’s Grocery Homemakers News) .

Radio 1elevision News Club of Southern
Cahfornia awards KB1G news director
Larry Berrill “Golden Mike” trophy for
Most Enteiprising News Show. For 3rd
consceutive veur KBIG is only Indepen-
dent Station to aceceive a Golden Mike,

Summer aatings repeat Winter sty Of
onlv 4 staticns powerful  cnough  and
popular cnough to cover all Southein
Calilorma. as measined by key markets
Los Angeles and San Diego, KBIG, the
onlv Independent, delivers by Tar the
greatest number of listeners per dolim

o

The Cotalina Stotian
10,000 Watts

74 ON YOUR
olAL

. MR =
- " SRRy ety e

. 1
myoeslhed

JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hollywood 28, California
Telephone: HOllywood 3.3205

Nat. Rep. Robert Meeker & Assoc. Inc.

Eileew Hearviquez, J. Malter Thompson, Los
Angeles, is disturbed about the serious multiple

spotting practices some radio stations are permitting.

“I would rather pay a premiium for the peak traffic
periods, for instance,” Eileen told sroxNsoR, “than
sacrifice the effect of our clients’ spot announcements
in the ‘stacking’ process.” On the television front,
she feels that a timebuyer should take a long look
at those markets where live tv is available on a
local basis. Depending, of course, on budget,
product and over-all advertising ptans, a lower-rated
local live show where commmercial integration is
possible, could very well be a better buy than a
high-rated film show, she feels. Generally, these local
shows are good merchandising vehicles, she adds.

Juy Wusseewmaw, Benton & Bowles. New Yorl:,
feels that there are some facts [1.S. advertisers must
understand to tuke Jull advantage of Canadian

air media, “National und local radio-tv advertisers
should be aware of the coexistence in Canada of
completely separate Engiish and French markers.
There are, for example, 23 English tv stations, four
French ones, and by the end of thie year there’ll he
25 English and five French v stations in Canada.
Too often large advertisers do not redlize that the
form of message appeal used in one market will
hare little or no appeal in the other. Selection of
Canadian radio or tv should be guided by considera-
ton of the customs of the specific group to be
reached. Today the French market in Canada is a
prime example of a market that has not been
reached to its full potential by U.S. adrertisers.”

Put HNawley, DancerFitzgerald-Sample, New
York, remarks on the ware of new plans for sclling
radio during the past year. “Because of the unmis-
takable influenee of television, radio finds itsely in
an experimental stage,” Pat told spoxson. “The
nature of network radio, as we have known it, must
change in order to fully exploit the lurge adrver-
tising opportunity which it continues to offer.

Alter all, virtually every U.S. home (s a radio liome
and there is un average of about two sets per home
plus car radios. Radio appears to be mecting the
challenge of this transition period with new ideas
retaining the traditional low cost feature. Each
plan, such as the Blair Plan and others, tackles the
problem differenty, but all offer something good,
proting that radio is solving its tv problems.”

SPONSOR
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INDOOR
' ANTENNA SERVICE
IN BOTH FORT WORTH
AND DALLAS

FULL POWER
ON CHANNEL

SET COUNT
APPROACHING
HALF-A-MILLION

Be sure you get full cover-
age and CITY GRADE
SERVICE in 2 GREAT
CITIES — Fort Worth and
Dallas — yours ONLY on
WBAP-TV! Check the
figures in this wealthy
market shown below —

WBAP-TV offers low
band, 1113 ft. tower,
clear signal, indoor an-
tenna service in both Fort
Worth and Dallas. Yes —
V:/BAP-TV’S maximum

power gives rabbit ears
reception in both Fort

see why your sales mes-
sage gets MORE RESULTS

Worth and Dallas. / on WBAP-TV!
' Counties 24
FIRST in coverage, pic- Population 1,894 500

ture clarity, program-
ming and color in the
wealthy Fort Worth-
Dallas market

WB Ap Families 579,800
Total Retail Sales  $2,260,240,000
Buying Income $3,084,413,000

Source: Sales Monagement Survey of
Buying Power May, 1955.

SOON STARTING OUR 7TH YEAR OF TELECASTING

WEBAP-TW

THE STAR-TELEGRAM STATION « asc—nNBc« FORT WORTH, TEXAS

AMON CARTER AMON CARTER, JR. I HAROLD HOUGH I GEORGE CRANSTON
Choirmon President Director Monoger

FREE & PETERS, Inc. - National Representatives

ROY BACUS

Commerciol Manoger
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Investigate at once...“San Francisco Beat’'...39 exciting, authentic half-
hour detective dramas from CBS Television Film Sales.

A network-proven show, this series stands up under any investigation.
As ‘“The Line-Up,’’ it was number one in its time period on the CBS Television
Network...rated 34% higher than the average nighttime network program -
44% higher than the average network mystery program.

‘““San Francisco Beat’’ co-stars Warner Anderson and Tom Tully...in
powerful, fast-moving drama based on actual cases. Produced *‘on location,’’
it’s a vivid portrayal of big-city police in action, filmed by famed Desilu
Productions under the supervision of the San Francisco Police Department.

‘San Francisco Beat’’ is available to all stations for the first time...

subject to prior sale. Get all the facts first-hand from...

CBS TELEVISION FILM SALES, INC. .itorrices

in New York, Chicago, Los Angeles, San Francisco, Dallas, Atlanta, Boston, Detroit and
St. Louis. Distributor in Canada: S.W. Caldwell Ltd., Toronto
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s R invites letters to the editor.

0 £. 19 St. New York 17.
BUYERS' GUIDE

We have found the Buyers’ Guide
quile useful in =electing stations which
carry the various tvpes of programs
which vou hist in vour Guide.

\x a matter of fact, on several oc-
casions we have pointed out to sta-
tion people who call on us the fact
that they are not listed in the Guide
and they tell us that they neglected to
answer your questionnaires.

\s far as we kuow the Buyers
Guide is the only one of its kind and
we believe it would be helpful for sta-
tions if they would cooperate in pre-
paring this useful record.

Concerning foreign programing, we
think it would be helpful if you'd car-
ry a breakdown of the different lan-
guages, such as Spanish, lIalian, Jew-
i~h. elc.

R. C. Granr

Outdoor Space Buyer &
Radio Tiwmebuyer

Williare Esty Co.

Vew Yorlk

Some friends of ours in the broad-
casting industry have shown us a copy
of your 1955 Buyers’ Guide 1o radio
and television slation programs.

I note that this guide contains con
siderable data which apparenthy was
btained from this office as well as
other pertinent information having to
do with agricultural programing on ra
dio and 1el

I am wondering if von would pro
ide the Department of  \erienhnr
with a copy of this gnide. We will he

<t gratefnl for it and wonld ha

1~ion to u~e 31t oas< a conlinnin

Loyt Beary
Clief, Radio & Tr Service
[7.S. Dept. of Agriculture

Washington, 1. (

o recene the
] cchitton of Buye Guide. 1 find

AIR TRAIL

t C C)H\U“

3.\(* U i

Buy any 2 of these stations and get a

» and best of all |
Buy any 3 or 4 of these stations and get a 10‘}"

WING [ WCOL |

DAYTON coLuUMBUS

£

SPRINGF(EUI

SPONSOR




When you sow on good soil, you reap a
' good harvest. The advertising coverage you

have given us on Town View has borne tremendous
results. A total of 98 sales for one week has both over-
whelmed and pleased us . . .

$1,100,000 in SALES
for an investment of $500!

Air Trails Network Stations write, wire or phone collect:

Any N
R Representatives Pat Williams

Office WING

¥21 N. Main Si.
Dayton, Ohio * Hemlock 3773

New York # Chicago

.08 Angeles ° Son Francisco

CIOTHT?

4

ocmosss o Taans Nerwonx
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it an excellent industry tool for facts
not asx readily available from any
other source,
Joux W. Purvis
Radio Sports Dept.
N, W. Aver & Son
New York
® The 1935 ecdition of the Buvers’ Guide to
Station Programing, publishied by SPONSOR Serv-

ices, Ine., is free to all subscribers. Extra copies
are available for $2.

-

When Arthur Casev, our director of
radio sales, received a copy of your
1955 Buyers’ Guide and discovered
that there was no reference whatso-
ever to KSD in anv of the various
classifications, he was extremely dis-
turbed. Frankh we do not know why
the omission of KSD exists . ex-
cept that we are certain it was not a
deliberate omission on your part. The
only explanation I can think of is that
the questiounaire letter which you must
have sent out to obtain the informa-:
tion from the stations did not reach
Ksb.

In any event the present situation is
a most unfortunate one and while we
do not expect you to re-run the hook
1 order to include KD, Arthur Casey
has requested that we send you a hst
of our programing hours =0 that you
may at least have it on file in the
event that an inquiry should be direct-
ed at vour editorial department. The
information is as follows:

Popular Music 37 hours per week
Concert Music 11 hours per week
Folk Music 1 hours per week
Religious Music 11} hours per week
News 22 hours per week
Sports 314 hours per week
Homemaking 2 hours per week
Farm 2 hours per week

Davip PASTERNAK
Promotion Director
KSD

St. Louis

® Karry Relrs Jistlng was omitted frome the
1955 Buyers' Guide. To reader Pasternak and
otliers whose listinge were not fucluded, SFPONSOR
reporte that at least three (questionnaired went to
every station In the Unfted States,

RECORD RADIO MONTHS

With all the controversy and discus
sion about falling radio revenues and
the Wall Street Journal's story (see
P.5., sroxsor, 16 Mayv 1955, page
106) on network revenue decline and

the increase in independents, we

Y .,,.-,,,..-;.\
VLU tarie (v l'u{gc ‘1'r
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YOU CAN'T COVER
WASHINGTON
WITHOUT KPQ!

This rich Wenatchee area is
located in the very center of
Washington State . . . . yet
it 1s surrounded by 7,000 to
9,000 ft. mountains, natural
physical barriers to outside
radio and TV penetration.

CONSIDER
THESEPOINTS

® A captive market

» A growing market

» Diversified agricultural
economy

» Stable industrial growth

» Per capita income 16%
above national average

» Sales performance 160%
above national average

» Maximum clear-signal
coverage with 560KC,
5,000 watts (ABC-NBC)

260 K.C.
WENATCHEE
WASHINGTON

REGIONAL REPRESENTATIVES
Moore and Lund, Scottle, Wosh.

NATIONAL REPRESENTATIVES
Forjoe and Co., Incorporated
{One of the BIG 6 ForJoe represented stations of Washing.
ton Stats)
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by Bob Foreman
Radio-te trade ads need more factual approach

It might he worth devoting a pica or two to the trade ad-
vertising beamed at the folks in our business. While 1 am
far from the last word in this field. T happen to be a poten-
tial buyer of ilems ranging from station time to feature filns;
hence I hope these remarks are valid as well as pertinent.

The main ohjection I have with the general run of this
advertising Is that it seems to contain too little of the re-
straint and factual substantiation that ought to characterize
trade copy. In my experience gained over a decade as an
agency trade copy writer and in the preparation of ads for
literally hundreds of different fields (building, engineering,
Levevage. retailing et al) the most important thing 1 was
taught was that trade copy, unlike consumer copy, should
put the facts up fast and do it without embroidery. The lay-
out should be as direet ax the words and devoid of ostenta-
tion or circus effects.

[owever, a great many of the advertisementz and a lot of
the direct mail aimed at hroadeast people of all categories
are ax blatant and garish as a Ringling Brothers poster. They
get this way. I imagine, because of the “show biz”” influence
on the copy people eoncerned with writing them and laying
them out. They smack of ariety and Shubert Alley which
is all wrong in my opinion. The people to which this ad-
vertising is directed are so often agency account men. time-
buyers and the advertising personnel of manufacturing com-
panies which gronp is, believe me. as sedate as the Epworth
League and as cager for facts as they are leery of the klaxon-
voiced and scarlet-lettered.

But take a look, for example, at the double spreads run
by syndicators of film. Each claims the ultimate in ratings
and shrieks for “attention to make its points which in turn
makes its basie audience wince. What's more important. it
cau~cs them to dishelieve.

Then. too, there i= another cardinal principle of good
trade copy that is seldom practiced by the “admen™ who
write for broadeasters. Again unlike consumer copy, trade
copy is directed toward an audience which is comparatively
well informed. Hence the reader. armed with some back-
ground and fact is looking for more facts and should be con-
sidered fairly able to intevpret these facts.

Too often our trade ads childishly avoid information or
churlishly mis-use faets (such as big headlines about ratings

(Please turn to page 60)

SPONSOR




13 of the top 13 once-weekly shows
6 of the top 10 multi-weekly shows
ore seen on WOI-TY

#vey Source, Telepulse, Inc., Feb. 1955
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“The Jim Pansullo Show” . .
‘eature on WVDA is conducted by that jovial record spin-

. 3 brand new carly morning

ner . .. Jim Pansullo, and we predict many a phenomenal
sales record for the products advertised on his show. |im
opens the show at 6 AM, Monday through Saturday. 9
o'clock is closing time, and every minute of those three
hours are packed full of good music, good selling and

good will.

kas Hhe Bowes ia okl ..

From one to six it's “A Guy Named Smith” every week-day
afternoon over WVDA. Here is a disc jockey show handled
by a well seasoned spinner. Joe packs a tremendous
amount of entertainment and enthusiastic know-how into
five hours. Joe is a former Chelsea, Massachusetts boy;
with a wealth of experience and a wonderful record for

product promotion.

The same high caliber of personalities here representing WYDA are typical of

all stations under the masterful guidance of Vic Diehm.

Sherm Feller is one of the busiest, hardest working disc
jockeys in the business. Sherm has the late stint on
WVDA from 10:45 to 1:00 AM. Sherm's many accom-
plishments include his ability as a composer of music . ..
he has several hits to his credit. The studio is packed to
overflowing with his faithful admirers who range from
newsboys to potentates. Sherm is a one man show packed
with personality, entertainment and selling ability! If

you have something to secil, Sherm will sell it.

Cornelius T. Scanlon, City Editor of the Boston Evening

1

American is the latest top talent member of WVDA'’s
staff. “C. T.” brings with him a wealth of news-gathering
experience, both newspaper and radio. He has done across-
the-boards news analysis on CBS and NBC affiliates here.
Mr. Scanlon has a ready made audience valuable to any
advertiser. Besides his newspaper and radio talents, he
holds A.B. and LL.B. degrees, and is a member of the

Massachusetts and Federal Bars.

WHOL WAZL WHLM WIDE WVDA

Allentc Pa. CBS Hazleton, Pa. NBC-MBS Bloomsburg, Pa. Biddeford-Saco, Me. MBS-Yankee Boston, Mass. ABC
(All Stations Represented by Paul H. Raymer Company)
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Buchanan-Thomas Advertising Company, Omaha, made a
very careful study of the pulling power of each of fifteen
stations carrying a special flower-seed offer, breaking
down the results on the basis of cost-per-order received.
To get the flower seeds, viewers were required to send
in twenty-five cents plus a key strip from a can of
Butter-Nut Coffee. This was the acid test for both corerage

and showmanship — the one and only objective was
ORDERKRS!

Here’s the Box Score on the Top 6 . . .

Here's How Lincoln-Land Responded!

KOLN-TV — 28c PER ORDER

Th
e map shows the percentage of total orders VHF STATION B — 40c PER ORDER

received from each county. It's a perfect example

of the power of KOLN-TV throughout all Lincoln- VHF STATION C — 45¢ PER ORDER

Land generally, and in Lancaster County (Lincoln) VHF STATIONS D AND E — 53¢ PER ORDER
specifically. More than one-third of all orders

came from this, Nebraska's second metropolitan VHF STATION F — 67c PER ORDER

market

If it's results you want, don’t miss the 207,050 families in
Lincoln-Land — more than half of them reached ouly

' by KOLN-TV.
KOlN -Tv COVERS LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET

» ““ S , CHANNEL 10 * 316,000 WATTS e LINCOLN, NEBRASKA
e ,”/'('/)"('7 Slelions

WKZIO — KALAMAZOO s
WK 70T\ GRAND RAPIDS K/ 70 AB( b

3 DUMONT

P,
*
. NEBRASK/

Averyv-Knodel. Ine.. Exclusire National Representatives
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1. New on Radio Networks

SPONSOR

Amoco, Balt

General Motors, Detr

Gillette Safety Razor, Boston

General Motors, Detr

Miles Labs, for Alka-Seltzer,

Elkhart, Ind

Slenderella Systems, Darien, Conn.

AGENCY STATIONS
jos;:p‘h Katz, Balt CBS 91“
Campbell-Ewald, Detr CBS 206
Maxon, Detr MBS
Campbeli-Ewald, Detr CBS 206
Geoffrey Wade, Chi NBC
Management Assoc of Conn CPRN 9

PROGRAM, time, start, duration
Rhythm on the Road; Sun 4-5 pm. 12 June; 13

wks
Allan Jackson & the News. Sat 10-10:05 am;
10:55-11 am, 12-12:05 pm; 30 April; 22 wks
1955 All-Star Baseball Came; T 3:15 pm; 12
July only

Robert Trout; Sun 12-12:05 pm, 4-4:05 pm, 5-
5:05 pm: 30 April, 22 wks

fibber McGee & Molly; M-F 11:45-12 noon; 27
June; 52 wks

Women's News M-f 2:30-2:40 pm; 20
June; 52 wks

Desk;

27

2. Renewed on Radio Networks

SPONSOR AGENCY STATIONS
Gospel Bestg Assoc, Pasadena R. H. Alber Co, LA ABC 279
Ceneral Motors, Detr Campbell-Ewald, Detr CBS 206
General Motors, Detr Campbell-Ewald, Detr CBS 206
LGM Filters, NY Cunningham & Walsh, NY CBS 215
A. E. Staley Mfg, Decatur, Il Ruthrauff & Ryan, NY CBS 206
Sterling Drug, NY D-F-S, NY ABC 350
Toni Co, Chi Leo Burnett, Chi CBS 193
Toni Co, Chi Leo Burnett, Chi CBS 193

3. Broadcast Industry Executives

NAME

FORMER AFFILIATION

Harry Ackerman
lohn H. Bachem
Halsey V. Barrett
Edward H. Benedict

Charles Bernard
|. Joseph Bernard
Henry C, Bonfig
F. T. Boise Jr
John f. Box

William F. Breen
Jack Brumbach
James L. Caddigan

Dean Campbell
Tom Chauncey

E. L. Colbourn
Charles Cowling
Harold B, Day
Edwin M. Fisher
James Gates
William P. Geary
George F. Coodyear
George L. Griesbauer
Ralph W Hardy
Bernie Hargreaves
Dwight Hinshaw
James C. Hirsch
Ralph Johnson
Frank G. King
Murray King

John Knox
Michael Lareau
Pat Lattanzi
Chuck Maillett
Barry Mayer
Donald Menard
Richa*d A. Moore
Joseph Murphy
Robert E, Murphy

CBS TV, Hllywd, vp in chg net programs
Du Mont Tv Net, NY, gen mgr

Du Mont, NY, mgr of spot sls

Ziv TV, Chi, sls

WABD. NY, sis

WCR(TV), Buffalo, gen mgr
CBS-Col, NY, pres

Free & Peters, SF, r sls mgr
WOKY, Milw, stn mgr

NBC Film, NY, slsman
MCA-TV, SF, sls stf
Du Mont Tv Net, NY, dir of prog

KEDD. Wichita, Kansas, sls stf

KOOL(TV), Phoenix; KOPO(TV), Tucson. mg dir
KTOK, Okla City. gen mgr

KAVR, Apple Valley, Calif, gen mgr

WABC-TV, NY, acct exec

Television Magazine, NY, vp in chg adv & sls prom
WIDE, Middeford, Me, sls mgr

WMGT(TV), Pittsfield, Mass, comml| mgr

WGR, Buffalo, pres

WTTG, Wash, sls mgr

MARTB, Wash, vp in chg govt rels

KNEA, Jonesboro, Ark, comml mgr

KCKT-TV, Great Bend, local G regl sis mgr
WRC, Wash, sls mgr

WCIN, Cin, asst stn mgr

KABC-TV, LA, gen mgr

"*Adventures of Blinkey” (tv series), NY, proder, dir
John Blair & Co, NY, r sls prom

WW|. Detr, sls stf

William H. Weintraub, NY, timebuyer

WWOD, Lynchburg, Va., gen mgr

WOND, Atlantic City, sls

WENS-TV, Pittsburgh, sls mgr

KTTV, LA, vo & gen mgr

Coca Cola, NY, exec asst to vp in chg of sls
Arthur Meyerhoff Adv, Chi, timebuyer

PROGRAM, time, start, duration

Old Fashioned Revival
June; 52 wks

Allan Jackson; 1:25-1:30 pm, 5:30-5:35 pm, 7-
7:05 pm, 9:55-10 pm; 2 July; 13 wks

Robert Trout; Sun 9:55-10 am, 1:30-1:35 pm,
5:55-6 pm; M-F 9:55-10 pm; 3 July; 13 wks

Gunsmoke; Sat 12:30-1 pm; 9 July; 52 wks

Arthur Godfrey; M-Th 10:30-10:45 am; alt F
10:15-10:30 am; 19 July; 52 wks

My True Story; M-F 10-10:25 am; 4 July; 52 wks

Our Cal Sunday; F 12:52-1 pm; 3 May; 13 wks

Romance of Helen Trent; M, W, F 12:30-12:37
pm; 30 June; 13 wks

Hour; Sun V-2 pm; 12

NEW AFFILIATION
Same, hd new special projects div
Same, gen supvr "Electronicam’

TvB, NY, sls exec .

Triangle (WFIL, Phila; WNBF, Binghamton;
WHGB, Harrisburg Pa) natl sis mgr

WABC, NY, sls mgr

Same, also vp

Same, also vp G dir CBS

KFSD, San Diego, mgr

Same. also exec vp, Bartell Besters (WMTV, Mad:

WAPL, Appicton: WOKY, Milw)

Same, SE sls supvr

TPA, Pacific NW, acct exec

Allen B. Du Mont Labs Clifton, NJ, dir of “Electron-
icam’ mktg

Same, sls mgr

KOOL(TV), Phoenix. gen mgr

KBTV. Denver, exec sls dir

KCBQ. San Diego, asst gen mgr

ABC TV, NY. acct exec

The Bolling Co, NY, tv sis

TPA, New England, acct exec

Same, mgr

Same, also chmn of bd, exec comm

Weed, Atlanta, mgr

CBS. Wash, vp

WNNJ, Newton, N), comml mgr

«EDD. Wichita, locai & regi sis mgr

Edward Petry, NY, mgr of prom O sls dev for r

Same, stn mgr

KOVR-TV, SF, gen sis mer

TPA, Cleve, acct exec

WABC, NY, acct exec

WOOD, Grand Rapids, sls mgr

Burke-Stuart, NY, sls exce

WLAC-TV. Nashville. acct exec

WABC, NY, acct exec

TPA, Detr, acect exec

Same. pres

WRCA, NY, mdsg coordinator

WBNS-TV, Columbus, Ohio, acct exec

509,

In next issue: New and Reneiwed on Television (Neticork); Advertising Agency Personnel Changes;
Sponsor Personnel Changes; Station Changes (reps. netwcork affiliation. poicer increases);
New Agensy Appointments
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3. Broadcast Industry Executives

NAME FORMER AFFILIATION

(continued)

NEW AFFILIATION

Charles C. Palmisano

Keller-Crescent Adv, Evansville, Ind, r-tv dir

WEHT-TV, Evansville, sls mgr

Ben Park NBC TV, Chi, prog mgr NBC dir of public atfairs
Bill Bill Parker SGW Fine Foods, SF, sis rep KING, Seattle, mdsg mgr
Parker (3} Robert I. Price KLX, Oakland, Calif KCBS, SF, sls acct exec
W. Robert Rich WPIX, NY, prog dir Assoc Artists Prod, NY, gen sls mgr of tv div
Robert R. Rogers NBC Film, NY, slsman Same, NYC sls supvr
Al Rylander Columbia Pictures, NY, mgr of exploitation NBC, NY, dir of exploitation
John E. Schmulbach GE Stations (WGFM, WGCY, WRGB) WGY, Schenectady, mgr of sis
Robert G. Soule WEFBL, Syracuse, pres
George R. Swearingen | Weed & Co, Atlanta, mgr CBS R Spot Sales, Atlanta, mgr
r
]oi’m F. Tobin NBC Film, NY, sls Same, NE sls supvr
Nathan Tucker WBTV, Charlotte, news dept Same, film supve
James G. Wharton Vandcrbilt University, news & publ rels dir WLAC-TV, Nashville, Tean, prom mgr
Jack Williams The Westinghouse News, Pittsbuegh, feature writer KDKA, Pittsburgh, publ dir
Barry Winton Official Films, NY, acct exec TPA, Richmond, Va, acct exec
Joseph Weiscnberg WABC, NY, acting sls mgr WABC-TV, NY, acct exec
Richard S. Zavon WFMY-TV, Greensboro, N. C., prom mgr WLW-C, Columbus, client service dir
Ceorge

Coodyear (3)

4. New Firms, New Offices, Changes of Address

AWL Adv, O Golnick Assoc, Balt, has changed name to
Applestein, Levinstein & Golnick Adv, 1101 N Calvert
Street, Balt 2, Md

Ted Bernstcin Assoc Adv has moved to 112 West 34th
Street, LAckawanna 4-7711

Mclva Chesrown, Inc, Public Rclations moved to 34 East 51st
Street, New York 22, PLaza 5-3407 on June 1

Day, Harris, Mower & Weinstein, Inc, Atlanta, has changed
corporate name to Day, Harris, Hargrett & Weinstein, Inc,
with resignation of Clarendon Mower, Jr, v.p.

Fitzgerald Adv, Providence, RI, moved to larger quarters at

Gresh & Kramer,
S 16th Street

Phila, has moved to larger quarters at 331

Lando Adv, Pittsburgh, Pa, has opencd a branch office in

Erie, Pa, in

the G. Danicl Baldwin BIldg, headed by

Charles H. Sapper

MacManus, John

& Adams will open offices in Miami, Fla

on 1 July in the Alfred [. DuPont building

Malap Adv Agency, Kansas City, changes name to Richard
Lane & Co Adv and moves to 307 West 11th Street,

i Kansas City
Richard S. 228 Weybosset Street on 1 June; GAspee 1-6760 . . .
Zavon (3) Arthur D. Gibbons, formerly a p.’artner of Rpothman & Gibbons, National Telefilm Assoc, NY has moved from 625 Madison
Pittsburgh adv agency, opens an office in Investment Ave to 60 West 55th Street, Piaza 7-2100
Building as frce lance adv and publicity consultant Ruthrauff & Ryan's Dallas office has moved from 1511
Gotham Avd & Irwin Vladimir & Co form new firm: Bryan Street to Suite 515, Adolphus Towers, 1412 Main
Gotham-Vladimir Adv, NY, SF, 1 July Strect
5. New Agency Appointments
SPONSOR PRODUCT {or service) AGENCY
Michacl Adler of Amer, Jersey City Sewing machincs Blaine-Thompson, NY
Larcau (3) Charles Antcell, Balt Bcauty Division Product Services, NY
Chailes Antell, Balt Formula 9 Shampoo, Hair Spray Joseph Katz, Balt
Colgatc-Palmolive, Jerscy City Halo shampoo Carl S. Brown, NY
Corn Products Refining, NY Maizena corn starch (internatl adv) Robert Otto & Co, NY
Corn Products Rcfining, NY NuSoft Fabric softener McCann-Erickson, NY
Dubuque Packing Co, Dubuque, lowa Meat packing Perrin-Paus Adv, Chi & NY
Fisher Nut Co, St Paul . Nuts, cellophane & vacuum packed Bozell & Jacobs, Mnnpls
Foxhaven Frozen Foods, Chippewa, Ontario, Can Frozen foods Comstock & Co, Buffalo
Fronticr Foods, LA E-Z Pop Popcorn Raymond R. Morgan, Hllywd
Robert Hall Clothes, NY Ready-to-wear clothing Frank B. Sawdon is the agency, Carl
' Ruff Assoc publ rels consultants
Hotcel Rivicra, Las Vegas Hotel Mort Goodman Adv, LA and Harris &
Whitcbrook Adv, Miami, Fla
Lever Bros, NY | Rinso Blue JWT, NY
S. C. Johnsen & Son, Racine, Wis i Johnson's wax polisher-scrubber, paste wax, Benton & Bowles, NY
i Jubilee kiitchcn fw.:ix frosti T 0
“Junket” Bsand Foods, Little Falls, NY : Dessert products, fudge, frosting mix . )
Charles C L!:vcr caros, NY Pepsodent Division toote, Conc & Belding, NY

Paimisano 3)

James

Wharton (1) A

18

O'Kecefe & Merritt, LA ‘
Plymouth Dcalers Assoc of Southern Cal, LA
Procter & Gamble, Cinn

Cas ranges
Plymouth cars
“Whirl"" liquid shortening, ‘‘Secrct’” home

permanent

Regina Trading Corp, NY
Jacob Schmudt Brewing, St Paul Beer
Waring Products Corp, NY |
Wonder Products, San Fernando, Calif |

Licbig Soups of France

Waring blender, mixer, Durabilt travel irons
Wondcr-Logs

(barbecue briquets),

I Boxed charcoal

Hixson & Jorgensen Adv, LA & SF
Stromberger, LaVene, McKenzie, LA
Benton & Bowles, NY

Ralph D. Gardner Adv, St Louis
Maxon, Det
Anderson & Cairns, NY

Home | Jimmy Fritz & Assoc, Hilwyd

6. Station Changes (reps, network affiliation, power increases)

KCRG TV, Cedar Rapids, lowa, gonc up to 50 kw in May

KOSI, Denver, inercased power to 5000 watts on Junc 1st

KPTV, Portiand Ore, will incrcase power to 1 million watts
on July Ist

KTVI. St Louis. increased power to 500,000 watts on 31 May

KVOO-TV, Tulsa, Okla, increased power to 100,000 watts
in May

WHTN-TV, Huntington. W Va; Ashland, Ky, appoints Ed-
ward Pctry & Co natl reps

WITV, Ft Lauderdale, Miami, appoints H-R Tv lnc, natl reps

WMTV, Madison, Wisc, will incrcase power to 209,000 watts
on or about 1 August

WNEW, NY, appts Simmons Assoc, NY, natl sls reps

WNAO, Raleigh, NC, has begun operating from its new radio-
tv center at 2128 Western Blvd

WTVW. Milw, has appointed Mathisson & Assoc adv agency
for WISN & WTVW

SPONSOR




pening on

Maximum Power

_ The WPFH
New and Larger TV Audience Area Market
Total Population 5,309,775

’ ; Total Families 1,551,870
and now new call letters S e e

Total Retail Sales $6,176,101,000

! e i
/ PHILADELPHIA
® % CAMDEN /{/

W P F H (formerly WDEL-TV)

m = e = 4. CWILMINGTON
NEWARK.

o~ ©

Represented by
MEEKER TV, Inc.

B
,‘ M’Hn —_

.
ATLANTIC CITY

serving Philadelphia and the Greater Delaware Valley trading area
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Milwavukee’s
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“the voice
of the

BRAVES”

(the Milwaukee Braves
games are not televised)

Milwaukee’s
Most Powerful
Independent

24 hours
of music
news, sports

lowest cost
per thousand

; HUGH BOICE, JR.
A Gen. Mgr.

5
¥ f} HEADLEY-REED,
..

National Rep.

Lawrence W. Kanaga

M. Spomser

“Judging from mv barber, ’d =sav the record business just has to
continue growing.” Larry Kanaga, RCA Victor's new operations
manager, told SPONSOR.

“People who love music will do almost anything for it. Just
recently. my barber told me how much husiness he’s heen losing
because of the Saturdav opera broadeasts. His Saturday trade’s
been going to the competition because they want to hear the ball
games. Bul, as he puts it. ‘If they're in my shop. they gonna listen
to opera’.”

V.p., operations manager
RCA Victor Record Division, New York

Kanaga, who originally started out with an agency. eame into
the recovd business via Montgomery Ward and the San Francisco
Hale Brother Department Stores.

“Lssentially, I'm a merchandising man.” says he. “And with
the new low prices of Lp. albums, mass-marketing techniques are
more and more vital to sales. A record might sell anvwhere from
1000 1o over a million copies—and that’s a mass market. Now take
v. We've heen experimenting with it for the past threc years. but
we've never used it as extensively as during the past season.”

Through Grey Advertising. RCA Vietor has participated in such
\BC spectaculars as Peter Pan. which produced outstanding sales
for RCA's Peter Pan album. RCA claims the biggest chunk of
record industry sales (estimated at £225 million for the over-all
industry in 1951, The firm's advertising budget for 1955 breaks
down this way: 50 in print; 2537 in radio-tv: 25°¢ in sales
promotion.

“Welve nsed spot radio and v for such things as promoting
~how albums. Our distributors use the air media to push certain
mmmber<.” continued Kanaga. “In network tv we usually spread
the commercials over ~everal of our 12 1o 16 monthly album re-
leases.”

37 of the sales are in the new speeds (33%s and 45%).
The split hetween new pop tunes and classical music depends mainly

Some 7é

apon recommendations from the artists and repertoire department.
\ horn diplomat. Kanaga claims to enjov both ty pes of music equal-
fv. but admits that hix teen-age boy and girl in Westport, Comn..
have =nch an uncompromising attitude about music that he’s got

three phonographs in the house. AR

SPONSOR




San Franericao s

red.-/

Francisc© ©

In the San Franecisco area. there’s-a kin-
ship between the city’s “better things” and
the area’s industry. Support for San Fran-
eiseo’s great opera season, for example,
eomes from the ranks of both labor and
management; both have money to spend

and spend it for “the better things”. ...

...AND THE
/ BETTER THINGS
THEY SEE ON KPIX cBS-TV The huge new Ford assembly plant at

Milpitas contributes over a million dollars

a month to the metropolitan area’s
In this responsive area, full CBS program- annnal payroll which grows like this:
ming and highest-rated loeal produetions
give the KPIX advertiser a remarkably
high response potential. Ask yonr Katz
man for the whole KPIX story.

‘T
1945: $825,000,000

- - 1
1954 (est): 52,800,099,000

I

WBZ-WBZA ¢« WBZ-TV, floirew
KYW o WPTZ, Phrladelpbia
KOKA  KOKA. TY, Pi oh
WOWO, rors Waywe

KEX /

KP!
F

SAN FRANCISCO, CALIFORNIA

Affiliated with CBS Televiston Network
Represented by the Katz Agency
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Is a Matter of

Comparison . . .

In New York Harbor you need
the tug. not the liner! And who
would vou rather be, David or
Goliath? 1t prettv much the
same with KsBW.TV. We are
not the largest market in Amer-
ica, but when it gets down 1o
“Cost per Thousand™, Channel 8,
with all four networks and a cap-
tive audience of 102810 sets
(plus a large fringe audience).
can certainly slay the giants and
nudge the largest liner into her
berth. A<k your Hollingbery rep-
resentatine about our rich Cen-
tral Coa~<t of California, noted

for i~ agricultural omput and

maznificent play zrounds.,

KSBW

] nel B
'A l“lfl-ﬂt‘m m

CBS, NBC, ABC, DuMONT

22

by Joe Csida

Fee tv: the fight will be a long one

The few hundred words I am about to pour forth here are
the merest driblet eompared to the torrent of prose that’s al-
ready been perpetrated, and will eontinue to be for a long
time to come, for and against fee tv. But like everyone
else I find the subjeet fascinating.  And the arcas for spec-
ulation re same are truly limitless. I wonder, to begin with,
if any advertisers or agencies aetually eonsider the problem
(from the standpoint of any near future effect on a major
advertising medium) a scrious one. At the risk of cooling off
whatever interest I may have generated in this piece up to
here, T must say I really don’t think it is.

No immediate, or nearly inmediate problem at any rate.
The trade press to a degree, and the lay press even more so,
could easily give any of us the impression that maybe in six
months or a year the whole face of television as an advertizing
medinn might be unrecognizable. The New York IHerald
Tribune. as just one example, recently ran a two-page cdi-
torial spread on the subject with pieces by, or quoting such
industry leaders as. Frank Stanton. General David Sarnoff,
Robert Kintner, E. F. McDonald. Jr. and many others.

Notwith=tanding the fact that the Federal Communications
Commission is digging ito this complex and highly impor-
tant phase of television, and that the Commission will no
donbt make cvery effort to reach a wise and reasonably
speedy decision, one need only to talk 1o as honest. carnest
and hardworking a proponent of fee tv as Millard (Tex)
Faught of Zenith’s Phonevision, to realize that it will be two
or probably three or more years before anything like a reso-
lution of the situation appears on the horizon.

I am not deerying the exiztence of. nor denying on either
side, the great need for the propaganda job that is prezently
mder way. Certainly on both sides much is at stake. As a
matter of fact one of the remarkable points abontthe sitnation
i the incredible nerve and willingness to gamble of all those
interested in the three major fee svsiems. Phonevision. Tele-
meter and Skiatron. When one stops to consider that opposi-
tion of the most powerful and vocal kind must he expected
(and is certainly being received) from the nation’s broad-
caslers as well as the comntry’s theatrical exhibitors (to name
just two fairly stahwart gronps), one begins to appreciate the
ceanomice guts it takes to develop and promote fee tv.

(Please turn to page 062)
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VERIFIED
by ARB* and PULSE*

*WBRE-TV .... the nation’s first MILLION WATT
STATION delivers to the advertiser the majority of
viewers in the key marketing area of Wilkes-Barre,
Seranton, Hazleton, Sunbury and Williamsport with
an average weekly share of audienee of better then 40% and
leads all other stations coming into this vast manufaecturing

and agrieultural market by 239, to 400%.

/ *WBRE-TV not only leads in audience ratings in the
‘ Wilkes-Barre-Seranton area, but also delivers more than
40,000 more sets than the second station in the market.

*These two thoroughly eompetent survey organizations
show that WBRE-TV unquestionably is the leading TV
station in Northeastern Pennsylvania which comprises more
than 17 Counties and a population of over 2,000,000.

\ /i . E — R -
v \ N B CARBOIJ_(_)ALE =
\TOWANDA fCRANTOHNONESDALE

SV W

5 WBRE. TVt

i P . )
\WILLIAMSPORT ( WILKES- BARRE
e ~— SN T =
S R _oiie s, -
S o7 e BERWICK

b -
HAZLETON

u: & i P / :__‘ - . -
\\ .-” i—p - -
N (( BOOMSBURG 270t

. 5 = "%,_":"‘ » -
~7 ' f'l' lr —~ i ,;"_/
_~.7 *Your Headley-Reed representative . ___-..‘-LL. 22z g v

— - O it

has all ARB studies that prove WBRE- - , y = ‘DANVILLE ‘
- TV’s leadership in coverage; in audi- - —— -
_ ence; in programming; in perfect pic- “({ -
- ~ ture...which all adds up to making it -
——  the leader in Advertising Value. | S_ﬂ______ S;‘:{ENVAN,DOAH_ _
r - SUNBURY : = <
) \‘y-' = - - = ’/
5 VER’F’ED SET COUNT OF 259, 500 as of June 1 1955.
_— " - e :‘,\'A_ - ﬁ\\\'— = 45 \“"- — _—g

-TV Ch. 28
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COLOSSUS OF THE CAROLINAS

This potent plus

WBT's biggest plus —your biggest selling opportunity —is a plus of people.

There are around 2,500,000 of them in WBT's daytime basic service area. And
98% of them possess one or more radios. This works out to a plus of 22.4%
over those who take any daily newspaper and a plus of 41.5% over those
who own a TV set.

Now, in 1955, more of these people are listening to their radios than in 1954.
In Charlotte, 49% of the listening, on the average, is to WBT—and WBT beats
31 outside local stations in their own home county.

These are patent and potent plusses for the adveitiser who seeks a mass mar-
ket. WBT has other exclusive plusses, too—such as Grady Cole, HPL and Super-
marksting. Your CBS Radio spot salesman will ply you with WBT plusses—a
call will tell him yoi're open-minded.

e



Part four

of four parts

Lo Buinert 1'A6 Bentup & Bowle 1"t

ageney shice Ialy, agenty shvee 1911,
Lea Burnett, nres. Hubert o Lu k., pros
P&G's CHICAGO AGENCIES P&G's NEW YORK AGENCILES
II. W Kastwr &G Blow - Behin Tofeo,
agency xince 1930 &G agensy sinee
Marsin Iaoms, mg. 1941 v Keamelb

Defriu. pres,

Campton, 1’A agency
stnce 1U22: DBarton

HEART OF P&G AGENCY APPROACH

1! Regard and treat your agency as a
partner with a contribution 1o make,
D F & PAG agency

2' Encourage agency 1o battle fur s stnce 1932, Clifterd
views withour fear seek conviclion, by, Bsaiall G

3' H agency <ticks to itz guns and if
logic, facts are sonnd. accept recommenda-
tion: remember there may be more than

one way fo ~elt a product.
Young & Rubleam. I'a€G |
agency siuce 1919
Sigurd %. Lannon. pres.

How P&G oets the
most out of 10 ¢ agencies

It seeks independent thinking and the best in erveativity

By Herman Land

o9 | . . . .
/Mn account exeeutive i= a guy who. when he bends over 10 tie his <hoelace.

yon give hinr a swift kick in the pants.”™

As thiz vivid, if unflattering definition by the ~poke~man of a prominent
client testifies, adiniration for advertising agencies ix not universal.

No, the elient is not Procter & Gamble. The world's largest air adverti-er
goes rather 1o the other extreme. Indeed it~ ~poke-men will inform vou that
thev adhere to a different doctrine: It 1< that ageney men are human beings. too.

This concept. they will tell von, iz at the heart of Procter & Gamble's
relations with its xeven agencies.

Despite its size, nnparalleled advertizing experience and repnied ommni-
science, P&G claims to depend largely on its agencies for guidance.

There are some. however, who donbt thiz. A caustic eritic comment~: “[t'-
all a gigantic farce. P&G lays down all the rules. The agencies <imply follow
orders. are told exactly what to do.”

A former P&G staffer takes a compromise view: “They like to Inde behind
their agencies 1009.. Well. its trne that they get a lot ont of their agencies. but

27 JUNE 1955 25



f JCTER & GAMBLE STORY ({ontinued)

in the final analvsiz they rule with a
-teel hand.™

What role does the agency really
play in Procter & Gamble’s intricate
operational  network?  Can it truly
make a vital contribution to the adver-
tising thinking and praetice of the
company which is said by some to be
the smartest adsvertizer in the eountry?
Or does it really perform only me-
chanical functions at best? And what
chent role does ’KG itself play ? Where
do eo-ordination and guidance of the
efforts of seven agencies end and dom-
ination begin?  Where do ad ideas
originate, in the Gwynne Building of
Cincinnati or in the ad houses of New
York and Chicago?

No simplified, schematie treatment
can accurately reflect the complexity
that is the P&G-agency emnbination.
In the first place, the company’s own
ad strueture is many-faceted. far from
<simple (see ehart at right). Then there
are the effeets of time; the present ad-
vertising setup took generations to de-
velop. P&C’s first ad, for lvory Soap.
goes back to 1882. Lastly. elient-
agency haison is nurtured in the deli-
cate realn of human relations, where
ready, clear-cut answers ave rare and
skill ‘and tact more important than
forinulas.

Why ageuwecies? From time to time.
one of P&G’s bright young men will
come up with a grand plan, Why not
combine the great ad department of
P&G with the cream of the eompany’s
agency teamn and set np a super-duper
house ageney that wonld be the last
word in ad knowledge and experience?
Why Lother with so many agencies in
e fost place?

Acide from olbvious ethical consid-
cration, part of the answer is that sueh
- venture wonld nake necessary the
creation of a very large and costly
stafl. More important, however, is this
<planation given by eompany execu-
tves. “We need agencies,” they say,
“in order to insure onr getting fresh.
ontside thinking. We can never afford
o take the chance of cutting ofl the
low of creative ideas, which would in-

n ]ll]llli('n were we 1o “P(‘rlll(‘
< within.,” The danger of
Bng™ mast be asoided,

“Oune of onr main tasks,” <avs Ko AL

the

Vdvertising Manager
"l(] SN n”u‘-[i(‘g. l“‘;'\i()'l, “i.\' to

' wencres to - do their

o accomplisle this wothing is left to
ny relations with it~

seven ageneies are the practical appli-
cations of a earefully worked out set
of prineiples on which P&G admen
are raised.

In P&G you will not find the rant-
ing elient, eertainly not the tyrant of
book and movie fame who spat on the
table to prove that the man who pays
the bills can afford to thumb his nose
at propriety and human feelings. About
the strongest thing &G ever says to
an agency is “Will you reeonsider
vour recommendation?”

The eynic laughs at this as equiva-
lent in eflect to a tongue-lashing, for is
it not always true that while the agen-
ey proposes. the elient disposes? But
the P&G agency man will tell you that
the client expects him to stand on his
two feet and fight for his convictions.
“They love a battler,” says an account
executive on one of the major I'SG
products.

“If you stand your ground.” he says
along with others, “and back up your
case with solid faets and logie, you
generally win.”

Jut if your case has holes—look
out! W. R, Chase, Manager of the Ad-
vertising Department, explains: “We
consider that it is the job of the agency
to initiate the campaigns, to come for-
ward with the proposals. for media,
programs. and so forth. It’s our fune-
tion to stimulate agency thinking, to
see that its presentation is based ou
sound logic and hard facts. If we
think the facts stand up, we bu.”

But should the account man be weak
in his syllogisms. he will see his pretty
presentation in shreds when the P&G
logicians get through with it, and he
will go home a sad boy. Let a few
such sloppy pitehes follow, & ’SG man
told spoNsoRr, and a company man will
«it. down with the ageney man for a
solid review of the strengths and weak-
nesses of the precentations. P&G ex-
plains that it works with agency per-
sonnel in much the same way it works
with its own people 1o try to improve
and strengthen their operations. ““If
this doesn’t bring results,” says the
company spokesman, “the ageney may
put another man on the account.”

This emphasis on facts and logie cre-
ate~ special problems in agencies, for
many an advertising man would rather
fly with the ereative wind than steer a
~low and laborious course through a
sea choked with statisties. “You find
voursell longing to sell with excite-
ment, to let yonr enthusiasm and -

(Article continues page 28)
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NEIL McELRC
President

‘GANIZED LIKE AN AD AGENCY i WALTER L. LINGLE, JR. |
| . L ° Executive Vice President

| Unique P&G “built-in agency” dupli-
HOWARD ). MORGENS

Executive
\for department, through “advertising Vice Presidens

cates agency structure, department

production division,” which is
W. ALEXANDER

Adv. Mgr. Drug
8 Products Div.

“staff” function serving all brands

|.p
i‘m
E. A. SNOW
Adv. Mgr. Soap &
Synthetic Div.
BRAND
- W. R. CHASE R. B. SHETTERLY i
| Adv. Mgr. Specialty
| Mgr. Adv. Dept. Products & Shorten-
‘ ing Div.
Brand management and staff func-
tions are co-ordinated through
Chase. Note that key radio-ty
men are also key nien in Procter &
Gamble Productions Ine.. a legal-
ﬂ | ly separate subsidiary firm

o

A. N. HALVERSTADT e

Mgr. Adv. C. C. UHLING
Production Div.

Mgr.
Merchandising Div.

Dir.

| v \ ‘"";:‘:"‘" P&G Productions Inc.
o/ Radio % of Art

G. SMITH

Assoc. Mgr. Adv.
Prod. Div.

A. N,
HALVERSTADT

. W. CRAIG

Dir. -
of Television
¢

" E. H. LOTSPEICH |
Dir.
of Copy

§

|
j 3
!»f Adv. Production Div.
1Halverstadt totals 40




THE

Pr T R & GAMBLE STORY ((ontinued)

1sination run away with you. as vou
miehit with another client.” an agency
man ~tates. “But P&G is not interested
in vour opinionz. only in whether vour
analyvsis s sound.”

“In a way. its rough being an ac-
count man for PLG.7 sighs another.
“You've got to master the group svs-
teni routine. That is. vou've got to get
the hard material from your research.
program departiments, make
ure first it's all sound, then put it to-
gether for the guvs in Cincinnati.
You've got to find the loopholes furst.
You'd better. For if you dont, the
will.”

the svstem appears to leave lhittle
room for the maverick with the leaping
imagination.  Nuccess as an account
executive for PRG depends in the long
run. say admen, on ability to adapt to
the P&G syvstem. This ix why there is
an agency tendeney to tramn account
men from the ground up on P&G. Tt is
difficult for many experienced men to
adapt readily to the calculator mental-
ily an account executive needs if he is
to cope with Cincinnati,

media.

In esxence. the system boils down to
cost-per-1,000.
careful market analysis and the cnd-
tess findings of research studies. Whom
are we reaching. how often, and how
much 1~ it costing us? These are the
basie guestions that PSG ageney men
deal with. And vour proposals should

reliance  on  ratings,

he on the safe. conservative side. some
<av. if vou want P&G approval.

But there are compensations. The
adman who fits the P&G prescription
i~ assured of stabibity in hi< job and

QUICK SUMMARY OF THE -PART P&G SERIES

PART ONE: Behind the dramatie plunge of P&G into the nighttime tv pictnre during

the 1954-55 sea~on lay a complex series of husines< and media factor~. Firm needed

new vehicles for newer drug and seap products. which had large ad sums available.

Nature of product appeals made nighttime exposure =eem neces-ary. 16 May issue

PART TWO: The P&C spot huyving operation is indeed geared to the slide.rule, for

firm feels it buys nnmbers via spot. rather than slhiows. But agencies are not given

fixed rating or cost-per-1.000 “floors™ 1o work f{roni. are expected to nse best buving

judgment. P&G uses spot basically to huild to national disiribution. 30 May issue

PART THREE: P&G, far from dropping daytime tv, expects 10 be in it strongly. but it
has not yet been able to find program key that will do whail soap operas did in radio. High
rating< are a must. company f{eels, because of relatively high costs. Radio cuts represeni

readjusiment 10 needs of new major medium

tv—in P&G media lineup. 13 June issue,

PART FOUR: Some people regard P&G as all-wise in advertising. <ay that therefore

it~ agencies are not important. P’&G, however. credits its seven agencies wih origi-

nating most ideas, It has a carefully worked out set of principles 10 guide its

agency relations, based on scrupulous adherence to i1s role as client. Thix issue

advancement opportunities. for P8&G
likes to stick with its agencies. seldom
makes a change. and there is always
the chance that new brands will come
vour way. P&G trained men, whether
in Cinelmnati or at the agencies. are
regarded as highly competent gener-
ally, and are often songht after because
of their rounded knowledge of adver-
tising and their solid grounding 1n
hasiex.

A mm'ing statement comes from an
account executive who says that work-
ing for P&G has added to hiz self-
respect. He feels that his ability to
handle a tough job and the agency and

HERE ARE REACTIONS TO SPONSOR P&G SERIES
BY EXECUTIVES CLOSE TO THE ACCOUNT

PG ACCOUNT MAN: T expected you would wind up with the usual mixtmre of a

few acenrate fact- and o lot of misiakes. But this i< amazingly gcenrate!

[t's an

v-tenashing job, T beliese ot mente some kind of an award.”™

P&G AGENCY FY VP

“1oenjoved the articles tremendously, Yon hit it right on

D butons You were 1007 right abowt that ‘myth™ Dosinese. Theve are no hlacks
wd whites in Cincinmani, P&G s a very complicated operation, 1 think yon managed

o cnve voms way throngh it very well indeed, They made fascinating reading.”

NMAIWORK ENECUTIVE: “\ fudtclass picec of reporting. You were certainly

arate mpeonting out that they don™t know all the gnswers a< <o many think.”

FORMIER PAG TIMEBUYER: “Congratulations, T used 10 buy for P&G. You

v ptared dic cpint of then hoyiag perfeetlve U< ahont time <omething like this was

P ke v v o do o similar job on the other major <oap firms.”

28

client recognition of hiz service has
enhanced his dignity as a man.

“As vou know,” he told sroxsog,
“this can be a political business. But
with &G, it doesn’t help to be some
big shot’s relative. The onlv thing that
counts is performance. They do not
want to like people: they want to re-
spect them.”

bavariably, vou will find agency men
complaining that the need to conform
to the P&G svstem leaves them restive
on occasion. but they end up savine:
“Well, you've got to admit. it's the
smartest way to operate. You can't
argue with success.”

Right down the line you find this
combination of admiration and ammon-
ance in agency ranks. Savs a show
producer: “On P&G | have the nost
complete freedom of action. and it's
the most restrictive thing imaginable.”

Copyvwriters  oecasionally  complain
that under P&G restrictions they can’t
take ofl creatively. for the compan.
has its strict copy requirements.

A v executive of a P&G agency sums
it np thisx way: “The all-embracing
P&G system reduces the gamble to ven
narrow Hmits. Yon know you have
hule chance of missing mueh if von
follow their tried and proven paths.
But the penalty may be the loss of the
truhy creative. the great wild idea that
pays ofl.”

In answer to this. a P&G spokesman
points out that it was not conservative
to be the first in the business to buy a

(Please turn to page 37)

SPONSOR




Next [all’s (v lineup:
29 Changes already

Again this issue SPONSOR presents

nighttime linenp for fall. See next page.

Liznicups will be updated each issue throngh fall.

Daytime network lincup to appear next issne

T hi fall will e the most radically changed programing ~chedules
on the tv networks =ince tv took off it« swaddling clothex.

By presstime there were abont 55 changes—including new
shows, changes in time zlotz and program-switching from one net-
work to another. This ix among ABC. CBS and NBC alone. (Du
Mont will be hasically a film operation next fall built around its new
Electronicam.)  New <how~ account for alout 35 of the change-.

In order to keep readers abreast of revisions in the fall picture
on the tv networks a- they occuar. sronsonr will continue to run a com-
plete nighttime fall ineup, bringing it up to date cach izzue until fall.
The first such chart appeared last i~~ue (13 June). (A complete dayv-
time lineup will appear in spoxsor’s next issue. the 11 July Fall
Facts Basies.)

Additional information inzerted on the chart thi~ issue i~ an
indication of which shows will be in color thi~ fall. On \BC TV. the
color “regulars” will be the Saturdav, Sunday and Monday hour:
and-a-half spectaculars. But that's not all.  According to Exeentinve
V. P. Robert W. Sarnofl NBC TV plan~ to do about four hours a
week of color programing in fall in addition to the ~pectaculars.
Mot of these new color plans are for the davtime. HHowdy Doody.
which 1s on 53:30-6:00 p.m. every weekdav will he in color daily in a
moye aimed at ABC’s Wickey Mouse Club. \NBC will al<o televise
certain featuves of Home (Monday-Fridav. 12 noon-1:00 p.n.) in

MICKREY MOUSE CLUB, ABC TV, will give network <olidly sponsored dastime
block (5-6:00 p.m.. ML), For dastime lineup next fall see next issue (F July)

YOU'LL NEVER GET RICIL CBS TV, is new ~ituation comeds <tarring P'hil
Sihvers (8:30-9 p.m. Tues). CBS is mahking most extensive schedule changes

PERRY COMO SHOW, ABC TV, is among talent switehies on networks, llonr
show (89 p.m. Sar) is slotted 1o connter CBY TV lineup, has mnlti <ponsor-

FLECTRONICAM 1S DU MONT HOPFE (or nest scason, It'« chown in nse¢ here

simnhtanconsly getting live image and filming episode on “Captain Video.”

29



Dealers will bankroll this new series
of extravaganzas.

me and npdated nishttime charts to appear next issue

Sarnoff  perhaps three or four before
the end of the year.

As for CBS TV’s color schedule, that
network plans “a minimum of two
weekly shows in color on a regular
basis this fall.” according to Jack Van
Volkenburg, CBS TV president. Once
every four weeks, one of these shows
will be Chrysler's Shower of Stars
{Thursday, 8:30-9:30 p.m.) which
continues its color run from this past
season. Most of the 10 Saturday night
(9:30-11:00 p.m.) Jubilee shows set
for the 1955-56 season will he in color.
says Jim Shattuck, CBS TV network

sales manager for color. The Ford

regular daily basis starting

¢ In addition, all or at least segments
er some secments ol this

of Omnibus (Sunday, 5:00-6:30 p.m.)
are slated for color. Other shows to be
colorcast will be announced.

Iready been colorcast.
{ the NCAA football games
televised in color, savs

11 ha

Indicative of hooming automobile
sales is the fact that four of the five
big-production evening shows—the
three “specs” on NBC TV, and Shower
of Stars and Jubilee on CBS TV—will
be bankrolled by auto sponsors: Ford

Motor, Ford Dealers, Chrysler and
Oldsmobile.

As for changes in the fall schedule
which have taken place since last issue,
here is a rundown:

FALL TV LINEUP: 1955

There's big crop ‘of new shows com:

ing on the networks at night. Here's
the picture at SPONSOR's presstime

Heavy type indleate
Blank means chow

new shows in siot.
is not yet set

See {ootnote

ABC CBS NBC ABC CBS NBC ABC CBS NBC
q You Asked P Kukls, Fran & Kukla, Fran
pm For It e : Olile & Ollte
- Bkippy Peanut chi : co-0p ©0-0p
7:15 Btr. Div., Best Lassle rysicre Ch-L Ch-L .
B 55 Frode Campbell Soup Plymouth Dealers Doug 'Ediards -
Guild, Bascom HY F BBDO MeCann- | John Daly. Newa — Johin Daly News Doug Edwards
& BRoofiglt Hy-F  Erlekson Miles Labs - ¢ Tide Water O News
‘ NY-L  Wade Amer Home Prods NY-L Buchanan NyTET R
7:30  Hrlap B T NY-U  BBA&T NY-L sscB
‘ A’.Dony hli’a;tdm watner Brothers Dinah Shore
; . ssoc. Proda. s . -
Feature Fllm® Jack Benny HEcEtIST Kid film show® fobln Hooge  1ebsterChlcago ;’g:;:;o Name That C“"""C"‘ D)"’;'l.
= alt. with (3 weeka In 4) (tentatively obln Hy L Grey; ( } Tune® ampbe
7:43 VAL Private Sec'y Reynolds Metals Jungle Jim or Johnson & __ 1. W. Shaw | Liggett & Myers; Whitehall Dlv. 1Iy-L Ewald
‘P“:::: not Amer. Tubsces  NY-F Seeds | gucens. Queen of JONNsONi Wildroot  News Caravan GE: Monsanto Amer T tomn | TrsCTenT
NY-F BRDO the Jungle) Y&R; BBDO R. J. Reynolds C&W: Maxon, Prods. R. J. Reynolds
: NY-L Esly Y&R; NL&B, NY 1. Esty
Hy-F  Gardner BB&T
08" chowey
Colgate Bunday o 3 81d Ca -13 shows
1% Readei's Burns & Allen 1 esar
e LG , Digest Carnation; (8-9; 8 wks In 4) | Warner Brothers Navy Log® Marths Raye
8:15 e Studebaker. Goodrlch Amer. Chlcle; Presents® Sheaffer Pen: (18 shows)
Colg.-Palmollve 30.8:30 8-9
Hy L&F  Eet Packard K Ry BTSN <t 1l Mastan Sunbesm; RCA:
The B4 Solfivan L 00 o 1 ny R&R Hy-F  BBDO  D-F-6: K&E: (sont'd) Seeds; MeCann- i
8:30 Feature Film® = IN COLOR B-L b.QCB . Y-F | Frltheg Perrin-Paus;
I 7309 Lincoln-Mercury TG _— e - o Producer’s : Ve N Ka&D
(eont’d) Dealern {1 weck In 4 Shioiease Wyatt Easp® Get Rich® Bob Hope
NY L K&F Shhenm | Volte of Talent Scouts (Bpectaculars) . (Phil  Slivers®) (6-8  showrs)
a— Firestone OBS.-Columbla; IN COLOR Parker Pen: R. J. Reynoids;
8:15 piasbeliinel Lipton 2:30 General Milly Amana Refrlg. Dinah Shore
Louts owe Fireatono Tire 4 8.9: Tathsm-Latrd: Esty: Masury, (2 shows)
Perrln-Paus: | XY-I.  Sweeney Bates; {1 week In 4) NY-F s Les & Marshail Chevrolet
Gordon Best; | (simul) & James NY-L Y&R Ford; RCA ° Campbell-
NY L D.-F-8 NY-L K&PR NY-L Ewald
9
Chance of a Medie Make Room for
Litetime® 1 Love laicy 9-9:30 Daddy Mcct Miltle
9:15 Emecson Drug ML RULTT I Procter&Gamhle; (g Loao tn 4) | Amer. Tobaeco; (Tentatlve: Fireside 'gw‘;“
Lentherle n"f‘”‘l Flectrie General Foods Dow Chemleal Dodge sponsorship E’t';ct;r &u‘m‘:
NY-L ten, VY AR RBDO ™ m;yﬁ:m. BB&T: 1157, MacManus 83CB; to be set) ks e
Goodyear;
%% caw Phileo Ay-F Y&R John & Adams | NY-F Grant
b (alt. aponsors) e s T e 1 T Armstrong Circle
. Y&R: Yitls TBA® “"""‘I:"’"" Red Skelton  Theatre; alt. with
y Alfred  Miten. NV I+ Hoiehioa | giba pharm. "“‘:’g) ‘_‘;;“" Pot Milk; Pontisc Hour®
9:4% ok (Mub ol Klesewsttsr.  Iyecomber Bride :30-10: DuPont Yheatre® & C Johnsom 9:30-10:30
oo Hy-F Yan Baker, Hage- General Foods 8. C. Jehnson; DuPont Gardner; Armstrong Cork;
L dorn & Smith NY-L B&N s"h"“f _ BBDO my.F NL& Pontlae
NY-L&F NL&D BBDQ: MacM,
N‘v 1s K&Ft NY.L ’&'A
Name's the
Same® Armstreng Cirele
Bhow not Ths $64,000 Thsatre; alt, with
Ralston-Purins 0 U
dreided * lLoretts Young Robert Mont- Gulld, Bascom Question® Pontiae Hour®
Lor fliard 3';'" gomery Prosenta & Bonfigli  Revion Prods. 9:30-10:30
Yanr P.mv‘to«r Oamhie 0:30-10:30 NY-L NY-L Welntraub (cont’'d)
NY.FP nan (cont’d) °
Studio One
Waestinghouse ST
McCann- . Blg Town®
A\ NY 1, Erlckson See 1t Now teverlbroy
(g A.C. Spsrk Plug
‘ ) Tl gyl §SCB, McC-E
W15 0BM; Brother
NY-F

tlote o network, ‘Including new shows snd

changes starting

late ‘this seasen.

Where shows have multiple spensors, sgencles are




e The Borden Co. will sponsor The

- People’s Choice, a film series with
Jackie Cooper, in the same NBC TV
(Thursday 8:30 p.m.) slot in which it

bankrolled Justice last season.

i e Quaker Qats came in as the al-
ternate sponsor of ABC TV’s Ozzie and

Harrier (Friday 8:00-8:30 p.m.), shar-

ing with Hotpoint.

r o The R. J. Reynolds-sponsored
Bob Cummings Show switched from

NBC TV to CBS TV in the Thursday
8:00-8:30 p.m. period.

® Toast of the Town (CBS TV) title

will be changed to The Ed Sullivan

Show.

spousorships not yet set: Ed Murrow’s
See It Now; Meet Millie; My Friend
Flicka and Cochise the Apache Chief
(tentative title). NBC TV on the other
hand, has its nighttime sponsors
“firmed up” but a few shows unan-
nounced: Canipbell Soup’s on Friday,
Swift’s on Saturday.

Not yet on the schedule but definite,
nevertheless, is ABC’s new MGV Pa.
rade. This is the network’s third movie
ticup and its second new Hollywood
program for the scason, the other be-
ing Warner Bros. Presents. No spon-
sorships of MGM Parade had been an-
nounced at SPONSOR's presstime. While
Saturday is still open on ABC, the web

DuMONT fall evening lineup

at

present comprises

three sponsored shows

the midst

of a revamping of fis

network operation Du Mont is seeking

to

sell spomsurs

on converting thetr

shows to film via the sldeo-filmi cam-

cra,
Du

placed on & spot

tiie Electronicam. If successful,

Mont shows would tend 1o be

Lasts and fts net-

work character would Lo ehaugal, In
additlon to the nighittime shows listed
below, Du Mont reporte it has hopes

of

selling four to slx more,

Life Begins et 80, Sundeys, 9:30-10:00
Sponsor, Seruten; Agency, Kletter
Originstion: NY; llve

Professionai Boxing., Mondays, 8:00

to concluaton

Co-op, originetion: NY, llve

At Pingslde, Mondeys, following boxing
Co-op. origination: NY, live

Studlo 37, Tuesdays, 8:30-3:00
Sponsor, Heinz; Agency, Mszon
Origlnation: NY, iive

What's the Story?, Wednesdsys, 8-8:30
Sponsor. Du Mont Lebs: Agency, direct
Orligination: NY, Ifve

Professlonsl Football, Seturday evenings
Sponsorship not set

e CBS TV has four shows with hopes to scll a drama hour then. * * % Ortiinations warlous. e
v \
4BS NBC ABC CBS NBC ABC CBS NBC ABC CcBS NBC
Kukls, Fran & Kukls, Fran
Ollle & Ollte
Ch-L ©0-0p Ch-L co-0p Gene Autry
. S 2 Wm Wrigley Jr
- Edwards John Daly, News  poyg Edwards John Daly, News D00v8 Edwards NY-F © R&R
'(W;‘"u Tide Water Of1 n Nev‘ll'so.h Miles Labs P News -
’
. NY-I. Buchanan mer, aeco 2 . armeeeutieals
r Ludgln _ NY-L' ~ $SCB NY-L Wade vl Kietter
! Coke Time Dinsh Bhore
r,w, the Cocs-Cols Lone Ranger 8Sgt. Preston Chesrolet Dlrs. Coke Time
"." Chlef® NY-L  D’Arcy General Mills of the Yuken® Campbell- | o puo - My Frle.nd Cocl-Oolla Beat the Clock I —
1sorship. | (alt. ship Quaker Oats Hy-L Ewald kR BY-Li Dkt Syivanls Swift
News Caravan Wher Ao Natlonal Blscult  (ggonsorship . 3
o sot) to be set) ., B ¥ K&B Neiws Caravan NY-L WT IWT
! Plymouth NY-F  D-F-8 NY-F &Tlden Nows Coraven |50 & 0 Plymouth
1 NY-L Ayer R. J. Reymolds NY
¢ NY-L Esty NY-L Ayer
) 3 t Stags Bhow®
' 8ereen Directors® ERNIOA G ool P _Oqgmines [ gl.rt 9 oul;rfp f[n:"lel Meme Truth sr ‘rﬂl‘estle?"
r & His . Admiral Show® ° R i ’
i E E:;tl;‘yahno-u'?ﬁ.k NS | T DeSoto Motor Quakor Oats General Foods Censequences® P&G
e (2 wt | ny-t Wasey NY-F Esty DIv.. Cbrysler |INY-F  Mazon; NY-L B&n P. Lorlllard Bryan Perry Coms®
Co, : ‘A : NY-F  BBDO JWT Hy-L L&N Housten: Dofmeyer:
1 Motars; NY-L  Compton 1opi Collueotton:
ury —Cn a___ = = Nexzema Chem.
| max
1. W, Shsw;
irxumbll (3 weeks In 4) The Peonle’s FC&.;
g o T M 3
i‘& Geller; L iior Knows | 5100 the Musies  Shower of Stars S Feaginy NEOUT U Dur Miss The Heney- NY-L 5SCB
i Burnett; Best® Quallty Jewlrs IN COLOR s (5 Aetlon Brooks® Life of Rlley 4
¥ mates o8 Noechl (1 week In ) (Jackie Coooer) Chevrolet Gult o mooners
i P. Lorlllard : Borden Co Goners) Foods Bulek
et Ry Y&R NY-L Grey 8:80-92:30 Y‘& Cambell- Hy-F Y&R NY-L Y&R
i -F Cheyster NY-F G i - NY-F  Kudner
ﬁ McCann«
By-L  Ertckson
1l Pecpla Are
" Doll Hecond Two for the .
! lllionatre Star Tonight i Dregnet obl:;en‘ D:ﬂd Crusstesy Blg Story Money 1-9:30 3 whs In 4
‘Igate Brillo Mfg. Shower of Bters | oot & Myers Wine Proctor & Gamble  Amer. Tobacco/ N\I":L L""‘”‘L"iw Tenl: PuBer-Mu:-.
o Esty NY-L IWT 8:30-9:30 NY-F Caw Welss & R J. Reynolds Stmoniz N s
{cont’d) NY-F Esty NY-L&AF S8S8&CB —_— ;
[ NY-L Goller it's Aiways Jen* )y D t
_r ] Kraft Tv s ¢ mm;hwuranu
Theatre Procter & Cambls  1n% " Tesus o
& " — er s 1in exas
wx:n Foog‘sw ) Compton ]Iy L Kudner
NY- o =
Jublise® Bpectarulare
g’f;fﬁ: Ford Thestro The Vise Sintifea PESED | MRV SSR RN e s
. house® Campbell Soup (1 wk in 4) (1 \;k in 4
. s n 4)
Binger Sewlnz; - Ford Motor ] eniine DU Seniits Brewiss BB0O 9:30.11 Oldsmobils
Bristol-Myers NY-F NY-F D-F-8 NY-F LEN Ferd Dlr,lw‘r NY-L Rrother
NY-F Y&R 2
Thls Is Your Johnny Carson Dewn Yeu Go® . P e
Lite Show* Western Unlen L Llne.up A Cavalcade of G;‘on_‘lmot:; (j :‘:::, in l“
q Revlon: Brown & Wman: Sports
Hazel Bishop; 0 (ait. sponser) ter & Gembls (3 weeks In &)  Armour, Pet Mik
Procter & Gamble General Foods NY-L A= ey | MR Liggett & Mysrs FCAB:
Bpector; Wslntraub; R Atbert-Frank- B;.:’“' 4 l(‘““'";l C&W lisL  Gerdoer
g Y&R .L - NY- szo0n
Hy-Li Compton Thestre Guenther-Lasw
— 10-11
Lever Dros.
ERE R Person to Person Red Barber's Demon Runyon  Your Ilit Parads
Amor. Ol Co.: Corner® Theatre Amer. Tobsoro!
Elgin Watch (lioRsesnl st (3 weeks tn 4)  Warnsr-Hudnut
Katz; tonel o fisht) Anheuser-Busch BBDO:
N ' State Farm Ins. NY.-F D'Arey NY.L KAE
g e NY-L NL&B

Jjeder ag. cllents. Orlginstions: NY means New York, Hy means Iollywood. Ch mesns Chicago. 4. means live, F meens film, All times srs. Eastern Stsndard,




s radio play (

DEPENDENCE ON JUKE BOX FIGURES,

RECORD AND SIHEET SALES MAY BE RISKY

Mamie Van Doren and Tony Curtis in scene from
Universal International’s “All American™ symbolize
vouth's passion for juke box. It is juke box “plays,”
record and sheet sales which are major factors in
“top 107 listings of times. Ohio State study finds
that teenagers and adults in early twenties buy
more records and sheet music and play juke bhox
more often than any other segment of population.
Thus shows based on top 10 songs may have inherent

vouth appeal with less attraction for older adulis.

WIONg music?

Stations which program only “top” tunes may be neglecting majority of

daytime andienee is provocative finding of Ohio State University stndy

’~ there a radio market that does not know at least one
top-10-0r-20-tunes-of-the-week-type show? For years many
tations throughout the country have adhered 10 the sup-
poscdhsnrefire fornala: build your program schedule

wund the currently most popular ~ongs and vou can’t go

Ohio State University sindy reported here ex-
r the first time suggests that this approach to
ded <hows may be narrowing audience opportunities,
a \ Z]_\t:""‘.
Phe <tndhv. covering female musie preferences in Colum-

s, off calive findings of inlerest to
Tt agencies:
(B} " N
F. Dayvtime <hows that aim at the vonnger set are
ting for a minority andience, since teenagers never

mall pereentage of the audience

that is at home and available to listen.

2. Proportionately, teenagers and young people in their
early twentics buy more pop records and sheet music and
play juke boxes more often than other age groups; this
tends to give song popularity lists based on sales aii in-
herent bias toward youthful tastes to begin with,

3. The jumpy, noisy pop stufl on which the teenager
feeds is at the bottom of the preferenee list of the average
female adult, who makes up the largest segment of the
davtime audience at home and available 10 listen.

1. While currently popular music rates high in female
preference, <o does the “sweet”™ number, the lush orchestra-
tion, recent show tnnes, by mns and spirituals and standards
10 to 20 years old.

5. Stations now concentrating on hit records and teen-
age-slanted numbers might consider extending the scope

SPONSOR




of their musical offerings to appeal to a wider range of
audience tastcs.

The Ohio State study adds up to “case” against over-
reliance on the top-tunes programing philosophy. Does this
automatically make every station which stresses top-10
records programing wrong? You can get a ringing clhiorus
of pros and cons as you bring up the subject with progran-
ing specialists, sPoNSoR found in seeking to put the Ohio
State study into perspective. But this seemed to be the
concensus among a dozen music specialists (dctails later) :
While many stations are over-doing the pop tunes today the
pop category still has the broadest appeal. However, they
say, you can’t generalize as to what is the right strategy
A station may bc forced by competitive necd to specialize
on the teenager, for example. as its strong audience core.

The study was conducted by Patrick E. Welch, a grad-
uate student in radio-television programing in the Depart-
ment of Speech at Oliio State University. It was based on
personal interviews with 2,168 Columbus women and girls
over the age of 14. Some 70 Ohio Statc radio-tv students
made up the interviewer group. All interviews were held
during the week of 9 May 1955.

Each respondent was asked to select “types” of music
she personally “liked” from a hist of 18 catcgories. She
was also asked whether she had bought pop records or
sheet music or played a juke box during the preceding
three months.

The top tunes approach is widely used. Many stations
in fact, build their entire program structure around the
top 40 or 50 songs of the week.

Billboard, Variety and Cash-Box are the standard disk
jockey sources for popularity information. Each runs its
own lists of hits in various categories, based in large mea-
sure on record and shect sales along with reported juke
box plays.

The Ohio State University study showed that in Colum-
'bus a larger percentage of teenagers—81%—played “‘juke
box” records than any of other agc group. The next
largest age catcgory was the 19-30 group, with 54. Simi-
larly. teenagers werc disproportionately high purchasers of

(Please turn to page 92)

TREND TOWARD WIDER MUSIC RANGE

Spoxsor’s “Buyers’ Guide” notes trend toward
broader musical diet, even classical. Guide shows
789 of stations answering 1955 survey use con-
cert music. Still, reliance on hits is widespread.
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Ohio’s Case Against Top 10 Approach

Tables below sum up case against using top 10 tunes. They
also show liow types of music can be slotted to take into
account varying tastes of women, old, young, rich, poor

¥. Its the youngsters who buy the pop records
and sheet music and play the juke boxes

WOMEN AGEO

PERCENT WHO HAO: S
14-18  19-30 31-45 16-60 Over 61

Setected **Juke Box® record ........ evrerennn R1Y% 519 T  13% 2,
Purchased sheet mnsle .oiiiiiiiiieenn. 30 13 12 10 k]
Purehased phonograph record ............ 67 46 43 23 9
Percentage who had done none of the
three, during pasl three months ,...... 10% 28BS, 36% 653% R3%

[ .
2. Bnt as women get older they tend to like
the hot numbers less and less

WOMEN IN GROUP AGEO

PERCENT NOTING “LEKING" FOR: — —
14.18 19-30 31-45 46-60 Over 61
Currenily popunlar mnsic ..... eveeera - 86%% 765 649, 487, 297
“Sweet” popular music .o, 38 45 59 66 51
Familiar hymns or spirftuals ... .cccooeennne. 21 30 43 SS s
Recent Broadway show tunes ....ocoeeee.... 11 52 48 36 21
Big orehestras=——peelal arrangements ....32 51 41 36 31
Musle popular 10 to 20 ycars ago . .20 37 42 7 27
Large choral groups .. s 23 41 33 3R 37
Marching band mueric .cooiiiiiniiiineiiienn 2 33 33 10 146
Musical comedy or opercita musle ...... 40 39 36 31
Symphony orchestras ...t vee w16 31 33 31 39
“Barbershop gqnaretie’” muslke . e 18 25 29 41 40
Weslern musle ciiiniiieennni.. e 20 23 30 35 39
Music popular before 1930 .. I ¥ 22 34 31 37
Old-time or *‘country” musle ..... SA0CO00o0) 14 20 27 3R 45
Latin-Amecrican musle ... AOOCE000000 33 35 27 17 9
“Dixleland” musle 29 22 19 14
Modern or **progres«<ive’” jazz muslec........50 36 17 10 4
STump® or “Jive” music .iiiiiinie. 61 31 20 10 3

3. Women with more money don't like hot tunes
WOMEN IN GROUP ESTIMATEO AS

PERCENT NOTING LIKING FOR: Hligh Income Lower middle UDDN:

group and low middle
Currently popular music ....... S 61%, 63% 62%
“Swecl” popnlar music ................ 63 58 52
Famliliar hymns, apirituals 33 36 48
Broadway show lunes ....... S 77 57 33
BIg orchesiras—arrangements 65 68 28
Musle popular 10-20 years ago...... 4% 44 33
Large choral groups 17 45 30
Marching hand mu-sic ... 41 39 31
Muslcal comedy, operatia musle.... 67 50 25
Symphony orchesiraa [P {3 47 21
“Barhershop quartetie” musle . 31 3 30
Weslern musle i 11 19 3R
Musle popular before 1930 .......... 39 31 26
Old-time or *“ecountry’” musle .. ... 16 20 36
Lalin-Amerlean musie ..o a8 29 23
“Dixleland” musle .oooiiiiniiininnn. 31 25 21
“Progresslve™ Jarz ....coiiiiniinnn 27 21 19
“Jump® or “jhve” musle ... 19 IR 23
(Flgures based om respondents 19 to ycars of age omly. weighted to compensute
for variations In sample size of women of difTerent acges)

4. Morcover, there are few sonngsiers available to listen
in dartime, when majority of women at home are over 30

WOMEN PER 1.000 HOMES, AGEO
NUMBER ““AVAILABLE" AS LISTENERS ——— .

PER 1,000 HOMES: 14-18  19-30 31.45 46-60 Over 01
B-10 AM i rectiinninn e eibeeee eeeens 1O .169 285 15%...... 106
10-12 .......... L0 167.....283......160._... 116
12- 2 I'M . e O 159 . .241......158......115

2- 4 . versae 00066000000 LV Dacoas 161......229......150......10%

1- 6 . . .03, 193 218....161. 111

6- 8 . eocoaeoooo IR 09.0.ene 21%..... 269 193... 127

8-10 ... T 71 207,272 194.... 129

Flgure n
Stephe

ROTUR(
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FRANK SILVERNAIL'S OWN CAPTION (pick one): 1. “So BBDOs Frank sibvernail (above) is among ~ix veteran timebuyers,
u missed the spot.” 2, I know markets are people.” 3. “I'm active in the industry before 1910, who sum unp their tips to thne-
appy about the resalts.” 4. “l1 do not pose for Alka Seltzer buyers in this article. Pioncer buvers stress knowledge of station
pictures.” 5, 1 think reps are fine.” | programing, honesty with reps, judgment among other ““mnsts”

‘Vhat does it take to buy time?

How do you evaluate the dozens of
facts that go into a buying decision?

How do vou builkl up the kind of
reputation for square shooting—within
and without your agency— that lets you
work smoothly with the dozens of peo-
ple who have a hand in a spot radio
or tv campaign’?

1pS on (imehuying
o Y | R
rom b veteran hu

7 [ ‘ the buyer or accomnt executive inter-
ested in evaluating the work of the
buyer assigned to his account; to the
¢/ buyer himself—and there’s no breed in
the business more interested in con-

tinuing self-improvement.
SPONSOR asked half dozen of bunyers active since sroxsok secks the answers to ques:
- tions like these constanth because
nothing is more important in the opin-
ion of its editors than exchange of
thinking on the technique of spending
¢ perspeetive on multi-faceted buyer skills o client’s money.  And perhaps the
most exciting sct of tips on buying
we've ever enconntered has emerged

from a round of interviews with some

[

(910 for their bnying snggestions. Their views

SPONSOR

| |




pioneers of timebuying. six men and
women who’ve been active in buying
or related fields for 135 vears or more.

sPoNsOR’s panel of timebuying pio-
neers were suggested in a poll of other
promincnt timebuyers who themselves
had long years of industry expericence.
The panel includes: Frank Silvernail.
Vera Brennan, Scheideler, Beck &
Werner; Reggie Schuebel, Reggie
Schuebel, Inc.; Linnea Nelson, Kudner
(consultant) ; Bill Maillefert, Peiry.

Part of the industry’s roster of buy-
ing veterans who were active in 1940
o1 before, includes: Ned Midgeley, Ted
Bates; Charlie Ayers, formerly with
R&R, now ABC; Tom McDermott, N.
W. Aver; Frank Coulter. Y&R: Chet
Slaybough, Ted Bates; Margaret Jes-
sup, formerly of McCann-Erickson,
now retired in San Francisco; Francis
Conrad, formerly with McCann-Erick-
soi, now with ABC on West Coast:
Frank Barton. ] ennen & Newell; Jack
Latham, Philip Morris; Wilfred (Bill)
King. Mathes; Hubbell Robinson. for-
merly with Y&R, now CBS; Tom
Lynch, formerly Donahue & Coe, now
with WMCA; Robert McNell. Thomp-
son Koch Advertising; Carlos Franco,
formerly Y&R, now Carlos Franco As-
sociates.

The broadcast industry these pio-
neer timebuyers knew in 1940 was a
far different one from today. National
spot radio (according to McCamn-
Erickson) leaped from $42 million in
1940 to $133 million in 1954. Add to
that another $189 million in spot tv
billings last year, and there’s a picture
of the industry in 1955.

There are certain comparisons be-
tween timebuying ¢ la 1910 and time-
buying a la 1955 that all the pioneer
timebuyers interviewed by sroxsor
made. Here are some quotes that
sketch the contrast:

“Those were the days when there
were no more than maybe 25,000 peo-
ple in the radio industry as a whole.
We knew all the station managers —
something that’s still helpful, but a
great deal more difficult in 1955.”

“All the rating services and infor-
mation available in 1955 should make

S i LT

COMING: BUYING BASICS

spoNsOR’s annual Fall Facts Basics
issue (11 July) will contain a
30,000-word book called “Timebuy-
ing Basics” which condenses the 13
sessions of the RTES, New York,

timebuying and selling seminar.
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for wiser buying decisions. Too often,
however, ratings have taken the place
of judgement.”

“We had to cvalnate stations virtual-
ly through our pcrsonal knowledge of
the market, the station management
and programing character back in
1910. The buyer today has infinite ad-
vantages lecause he has available to
him more cxact precise information.”

“Then as now the good buver had
to be both buver and seller—or ednca-
tor, if vou will. But his job of selling
the air media to clients or agencymen
has become far easier because of the
growth of timebuyer staturc within the
agency.”’

Although the pioneer timebuyers in-
terviewed agreed on fundamental rules
for efticient buying, individually they
stressed different points in giving ad-
vice on good time buying procedunre.
Here, then, is the background of <ix
pioneers and their tips.

Frank Silvernail, manager of sta-
tion relations at BBDO, divides the old
days of timebuying into the “pre- and
post Seed Map davs.” The biggest
problem for the pre-1940 timebuyer,
he recalls, was the problem of truly
evaluating a station’s coverage.

“Station managers used 1o come to
New York more in those days,” says
Frank. “And thev’d bring with them
nail counts and engineering maps, and
the buver had to figure out the cover-
age pattern {rom that. Then &G of-
fered three packs of seeds for an Oxy-
dol box top and plotted requests per
100 homes for every station that came
in. This seed map gave the buyer a
more impartial undcrstanding of cov-
erage.”

In tracing his carcer. Frank Silver-
nail likes to say that he “started out
as a guitar player in 1925”—actnally,
an after-5:00 p.ni. job he did while he
was in sales promotion. He worked in
one form or another of sales promo-
tion until he joined Pedlar & Ryan in
1938 as a timebuyer. From there he
went to Y&R in 1941, BBDO in 1943,

llere are his tips on timebuying:

1. Donr’t be too slide rule and cost-
per-1,000 minded. Advertisers and ac-
count men today tend to be too pat and
formula-ridden in their broadecast
thinking. It’s up to the media pcople
to think more creatively.

2. See reps and station managers.
particularly, whenever they come to
you. Don't keep them waiting— their

( Please turn to page 88)

(134

Fhen and Now” Pictures
of Buying Veterans

Linnea Nelson, Kudner consultant, left,
at 1940 NAB convention and today

b

Reggie Schueliel, head of own firm,
in 1910 and with grandchildren today

Beth Black, Harry B. Colien’s director
of radio-tv buying, in 1910 and 1oday

Bill Mailiefert, Ed Petry radio sales
manager as buyer before 1910, and now

Vera Brennan, Scheideler, Beck & Wer.
ner head buver, working at Biow 1910 now
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Stanvdling., dramatice demonstrations of its new Snorkel pen on higena
= -

lt was the revolutionary new Snorkel
pen and the need for visually dem-
onstrating it unique workings—which
first drew the W. A. Sheaffer Pen Co.
to television in the fall of 1952. Since
then. in less than three vears. the com-
pamv’s v budget has leaped to nearly
~3.000.000. making Sheaffer the big-
gest network  television user among
fountain pen companies.  Before using
television the company had never been
an air advertiser of anv size.

What made Sheaffer’s affair with tv
blos<onr <o fast? Most important. the
responsiveness of its sales curve which
rose to a record high in the company’s
12-vear history the first vear tv was
used. A\nd it has continued to rise. Net
~ales for the fi=cal vear ending 28 I7eb.

Snorkel: why 1t ma

ruary 1951 were 8.5% ahcad of the
vear before. For the nine-month peri-
od ending 30 November 1954, they
were 17.207 higher than in the same
period of 1953.

At the time of the last annual report
(28 Februarv 1955) sales stood at
$27.072.821. may well hit $30.000.000
Ly next year. save the company.

Here is Sheaffer’s approach:

On network tv it bankrolls star-name
shows aimed at a mass audience—*the
beer drinkers rather than the guys who
have a Martini before dinner.” says
Sheaffer Ad Manager. Don A. Reed.
Leading <alesman for Sheaffer the past
two seasons has been Jackie Gleason
on his Saturday night CBS TV stanza.
Dave Garrowav. Arlene Irancis and

THE FAMOUS “WIHTE GLOYES” COMMERICAL for Snorkel i~ something of a
clas<ic. by now, won much acclaim including a Sylvania \ward. The newer Snorkel com-

1 - are getting away from demonstration, put stress on prestige and pride of ownership

Steve Allen are currently plugging for
Sheaffer on NBC TV’s Today-Home-
Tonight trilogy. But come fall. Sheaf-
fer will change its tv approach some-
what with the sponsorship of a dra-
matic (locmnemary series about the
navv. Vavy Log, on CBS TV. A quiz
it currently sponsors on ABC TV.
Penny to a Million, will also continue.

In areas not covered by the tv net-
work effort, Sheaffer has employed spot
tv amnouncements and local shows.
About $200.000 went for this supple-
mentary video support last vear in
about 28 market-.

Sheaffer aims for dramatic presenta-
tion and wmemorability in its tv com-
mercials, which are developed hand-in-
hand with its advertising agencv. Rus-
sel M. Seeds of Chicago. Its experience
with one of these. the famous “White
Gloves™ commercial for Snorkel. has
been particularly  rewarding.  This
pitch, with its arresting demonstration
of a pair of white-gloved hands filling
a “messproof” Snorkel, has won much
acclaim incliding a Sivlvania Televi-
ston Award for 1951 It also sold pens.

Sheaffer has alwayvs placed high im-
portance on itx dealers, stresses the
importance of a close and friendly re-
tationship with them. It selects its na-
tional advertising with an eve to local
tie-ins. furnishes dealers with merchan-
dising and promotional aids a-plenty to
help them benefit from the national
effort.  In addition. repre~entatives of
the company and the Seeds ageney pay
regular visits to dealers during peak
periods of the vear to learn the prob-
leins hehind the counter—which thev
do by doubling ax salespeople.

But it’s been Sheaffer’s tiveless fight
in the interests of Fair Trade and
against price-cutting that has won the
contpany the most solid dealer support
Last vear Sheaffer spent about 81,000,-
000 to ~tand by Fair Trade. Adamant
i 1= determination not to have its
merchandise cut below list price at the
retail level. Sheaffer has dropped some
000 retail outlets since it started its
“war.”

SPONSOR




heatfer switch (ot

itwork tv shows helped Sheaffer sales hit a record high in one year

Sheaffer feels that its Fair trade
battle has resulted in extra sales and
extra profits through extra-loyal deal-
ers. Tv has aided by getting across
the established prices of Shaeffer prod-
ucts in the commercials. And by ap-
plying the sales pressure needed to
move the pens at their list price.

Sheafler has some 34.000 dealers,
selectively limited to department stores,
jewelry stores. certain drug store. sta-
tionery and pen shops. The products
are not sold in men’s clothing stores.
five-and-ten’s, discount hous<es. premi-
um houses “or at Coney Island,” speci-
fies Don Reed.

Where does Sheaffer stand in the
pen market? Sheafler iz first in the
L. S. “fine” or fountain pen market
in domestic sales, the trade believes.
Parker Pen is second, though, accord-
ing to one source, ’arker and Sheafler
are running neck-and-neck in total
sales volume (Parker’s big export vol-
ume® accounts for this. it’s said). Wa-
terinan. Eversharp and Esterbrook are
also high rankers, while Paper-Mate
reportedly leads the ball-point field.

L e o 4

Top Sheaffer executives Walter . Sheaffer 11, president (above, lefty and Craig Sheaffer,
board chairman, <1ood liehind the development of the Snorkel. Don Reed tfar rightr is
Sheaffer ad manager. felt tv could best tell Snorkel <tors, For two sea-ons, Jackie Glea-
son gave ad support: this fall a documentary drama on CBS TV, "Navy Log.” will be need

. I'he men r(%SponSlb]e [Qr the p]an- Good dealer relations have alwavs been stressed by Sheafler. Local tie-in supporl
| ning of Sheaffer’s new high-powered y effon, plus the company’s determined fight to uphold Fair Trade, help win dealer loyalty
ad campaign and the creation of its at-
tention-getting comnmercials are Don
o L i
Reed, Sheaffer’s ad manager; Freeman GREAT NEW BALLPOINT

Keyes, president of Russel M. Seeds;
Russell Young. tv director at Seeds;
and Lee Marshall, copy chief at the TRy, vou SEEEY
agency. Dete Karle, assistant ad nan- FROM THE MAKERS OF THE
ager for Sheaffer has been in charge BEIIRIV S SNORKEL PEN
of advertising for the Iineline Divi-
sion. (to consolidate with Sheaffer 1

dromatic, convincing
demonstrations like these .
—

INSTANT STARTING 6_,‘ » 5
Biveodi Mo N B, /

July), working with <sales manager it
~ - M wWiTH
Gene Troy. DAVE GARROWAY
It took much painstaking experiment on -
and testing—behind closed doors at g oy “/-'?1\
Sheaffer’s factory in Fort Madison, ' ar N'OON : “z,
Wit
lowa—Dbefore a perfected model of the < ARLENE FRANCLS ‘*“
Snorkel pen was completed in January WA o
1952. Sheafler considered this new ' e . ﬁ f‘“
pen just as revolutionary as the intro- o { h‘ . s
| duction of the first lever-filling pen n 2l . oo -
3 5 .. STEVE ALLEN 4.
| 1913. The Snorkel (originally a breath- \J . :
. . ‘ON -
| ing apparatus for submarines) features
|! (Please turn to page 71)
|
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In 21st weel of 26G-weel: tv test:

Are D&M sales gams reachie

Past two sales periods each hit the 1.700-dozen mark. Is this maximmn market

UP 1019%

L -

m

" ith only five weeks to go in the
20-week Burnham & Morrill tv test,
tles tinue ahead of last yvear by
over 10077, These are the
vaign highlights in television weeks

9 tlnou"h 21 ﬁr~t half of June).

Jichtly

l. CURRENT SALES: Burnham &
Morrill sales in the Green Bay, Wis..
test area continued ahead of last vear
in the first hall of June. The jump
was not as impressive, however, as in
the last half of May which was 328%
licad of the <ame period last year
vlien no television was used. First-
alf June sales were aliead by only
109.8¢¢

I'he rcason for the decline in per-
‘ntage gain over last ycar is not to

1951 SALES FOR SAME

PERIOD «NO TV

= W Sgea

1954

WEEKS OF TV:

7.035 DOZEN

be found in greatly reduced sales, how-
ever. Actually the 1-15 June sales of
1.710 dozen cans of B&M products is
only slightly below latter-May’s total
(1.755 dozen). But last year’s sales
during the first hall of June were con-
siderably up over latter-May 1954
(815 vs. 410 dozen). To continue at
a 3009 gain, thercfore, B&M sales
would have had to hit over 3.260 doz-
en cans or alinost double the best two-
week sales record for 1955 thus far.
Why didn’t they? The answer may
he in the fact that there is a plateau
bevond which advertising cannot push
the product in a short period because
of its high cost and relatively un-
known status in the Green Bay, Wis..
area prior to tv. The figure of about

1955 SALES AFTER 21

11,164 DOZEX

"o
Rl

"‘

G -

-.--BAKE" —'

1,700 dozen cans sold may be about
as high as sales will go during any
remaining half-inonth period in the
20-week tv test.

During the latter hall of June B&M
sales would have to shoot over 1,700
to exceed last vear’s sales during the
second halfl of June. Reason: A spe-
cial promotion allowance last vear in
the first two weeks of June brought
B&M sales up to 1.7065 dozen eans.
There will be no similar allowance dur-
ing the same period this year.

Last vear’s allowance came to 50c
offl each case of B&M products. It
was designed to encourage promotion
of the products during the warm-
weather months when sales of beans
arc at their highest.

P~
& -

-
= -

"-

g)“ e
.....BM(EU
BEA'S

1

= BEANS =




e .

b Slaa—

lateau pom(?

sorb nmow in half a month?

This year B&M will make a similar
allowance, starting after the television
test is over on 23 July. Television will
be on its own from 15 June through
23 July competing against a period
last year bolstered by the 50¢ allow-
ance.

*2. TOTAL SALES: For the entire
21-week period of television advertis-
ing (starting 24 January and running
through 15 June), B&M sales are ahead
101.3%. Sales in 1955 totaled 14,164
dozen cans of all test products. Sales
for the same 21 weeks last vear were
7.035 dozen.

The test products are the 18-o0z. size
of B&M beans, the 27-0z size and B&M
brown bread. These produets received
little or no advertising last year in the
Green Bay area (with the exception
of seattered insertions within large co-
op newspaper ads by grocers). The
only change in marketing tactics in-
troduced to the region this year has
been the television campaign which
represents a $12,500 expenditure over
the 2G-week period. The station used
is WBAY-TV, Green Bay, a Channel
2 CBS TV afliliate. Campaign consists
of six one-minute announcements week-
ly aired mainly during daytime.

Commercials are prepared by
WBAY-TV, using copy points supplied
by B&M and its agency, BBDO, Boston.

3. AGENCY’S OPINION: Bum.
ham & Morrill’s sales v.p., E. R. El
well, commented in sPoxsOR’s last is-
sue on the enthusiastie reaction Green
Bay-area sales have been getting al
the Portland, Me., headquarters of
B&M. Similarly down at the Boston
office of BBDO, sales are regarded as
incontrovertible evidence of televi-
sion’s effectiveness for the product.
Burt Vaughan, BBDO +v.p. and head
of the Boston oflice; Richard O. Howe.
account supervisor; and Ralph 1.
Woodfall, account executive, have fol-
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B&M SALES FIRST HALF OF JUNE 1951 vs.

1955

18 cz. 27 0z bl’o«nlbrend
. e S e 1954 vs. 1955 71954 vs. 1955 1954 vs. 1955 ‘
o AREA A (50-mile radins of Green Bay) ¢
1. WANITOWOC, FIS. 0 150 25 60 ( 0 .
2. OSHKOSII, IS, 0 100 0 25 0 0 .
. 3. APPLETON, WIS, 30 150 35 100 60 20
4. GILLETT, I'IS. 0 30 0 50 0 20 .
3. GREEN BAY, II'lS. 90 150 235 75 20 0
. 6. MUENOMINEE, MICII. 0 70 0 0 0 30 °
. TOTALS A 120 650 295 310 80 70
AREA B (50-100 mile radius of Green Bay) ‘
* 7. FOND DU LAC, II'lS. 0 0 0 0 R
. 8. STEI'ENS POINT, K'IS. 90 120 60 85 0 60 R
9. WAUSAU, T'IS. 0 100 0 25 0 30
¢ 10. NORIWAY, MICI. 0 100 0 0 20 30 .
. 11. SHEBOYGAN, IIS. 75 70 35 60 20 0 .
12, KFISCONSIN RAPIDS, IIIS. 0 0 0 0 0 0
TOTALS B 165 3¢0 115 170 10 120

. TOTALS A & B

285 1,010 410 1480 120

190 .

. THREE-PRODUCT TOTAL 195+:
y THREE-PRODUCT TOTAL 1955: 1.710

tTelevision cambalegn befan 21 January 1955

lowed the test closely. They are rushed
advance copies of each issue of srox-
sor to keep them abreast of sales fig-
ures which come to SPOXSOR every two
weeks as quickly as they can be tab-
ulated by the Otto L. Kuehn Co. of
Milwaukee, B&M broker for the Green
Bay region.

Ralph Woodfall’s observation on the
B&VI test thus far points up the unique
nature of the campaign. lle told srox-
SOR: “lt is unusual to get such a clear-
cut case of results from an advertising
medium. | don’t know how you could
cry down television’s role as the only
factor creating the increases.”

It was Woodfall on whom IHavdn
Fvans, WBAY-TV general manager.
made his first call when selling the
B&M test idea almost two vears ago.
“It"s  remarkable.”  Woodfall  ~avs,
“liow closely the test ha~ followed the
Ilue print set down at that time.”

Both ageney and client are thinking
about the use of television in other
markets for the coming vear. Said
Woodfall: “If this is what television
did in a small. poor market, what

815 DOZEN CANS J

DOZEN CANS

would it do in larger and better B&M
markets?”

:J. BACKGROUND: The B&M v
test provided sroxsor with an oppor-
tunity it had long sought to report on
a test campaign while it was happen-
ing. It is believed to be the first case
of a national advertizer testing a me-
dium with simultaueous coverage of
the result= in a trade publication.

The Green Bay. Wis.. area in which
wholesale sales are measured and re-
ported to sPONSOR's readers 1= an es-
pecially poor one for B&M. Reaxon:
B&M iz an oven-baked bean which np
till now in this area was bought by a
small circle of consumers only. The
lower-priced can-cooked beans +Camp-
Lell's. Heinz. ete.) enjoved the big
B&M. mworeover. is the
expensive oven-haked bean on the ma-
ket. lts sales are «tronge<t in \ew
Inegland where oven-baked beans are
a tradition.

Readers with question~ on BAV-
approach are invited te <ubmit them
to sPoNsor, 10 10 49th St NY, * x %

~ales. maost
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Automotive

& T A+ = - . ‘
Mail order towels . L Pr |
Drugs & Products
John W. Black and his mail staff e

daily eheck mail orders pouring in ax
result of Black’s KDK A\ Pitt=bureh chain. and »aul Cohen. =ecretary-treasurer, §
He has WCHs, Charleston, A §2.700 WCHS sche

«old $170.000 worth of toyvs for them. |

Lovis Cohen tleft). pre<ident of the drug

announcement campaign.
more than doubled hi< sale of special-
cloth tea towels since he ~witched
from direct mail to spot radio

cal radio’s strength
e cash-register prool

| Seven |Dl'iZ(‘- \\'illllill,‘.’: local case  ~how local radio’s effectiveness in sell-
PART TWO ing seven different types of serviees

0 - ® . ] 5 .
PoTe paRTe histories shhlow dollar pull of radio and product:

listening habits, program preferences,
competitive factors.

I. Druag stores & products: Colien

Drug Stores, Charleston. W. Va. won

‘g first prize with a Christmas radio cam-
’ itement. above all sixoof the RAB categories (see box).  paign over WCHS. Charleston, W. Va.
th ifies the Tocal dealer’s The remaining seven first-prize winners The Cohen Drue Stores in Charles-
Ve rrnniec eSS E e e R .
' phy e 71 bmythe me are covered an this article. ton had a =erions problem.  One of the

These  case  histortes, chosen by stores” big scllers dnring the Christinas

RAB's panel of judees as illustrative  season has always been their large

teve ffective Jocal radio advertising. can  ~toek of small, under-81 tovs. llow
RAB used by ageneyvmen to show nation-  ever. a Charleston competitor, located

: Tiemts the support and enthusiasm  near the main Cohen Drng Store in the

wre local dealers will give to radio. Radio  city, wax liquidating his toy  ~tock.

i~ a powerful advertising wmedinm,  The advertiser had a twofold problem:

RAB winners agree. The thing  maintain his level of sales at Iris u=uval

roach i~ to nee the medium so as to take ad- price: find an effective and cheap ad-
s vanbige of specific market conditions:  vertising mediunm, particularly  since
SPONSOR
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Amusements

The Feld brothers. owners of Super Music
Enterprises, pick pop records to be played
on their WWDC, Washington, D. C.. radio
programs, The Feld.sponsored d.j. ~hows
give them duel commercial value: (1)
actinal annonncements, (2) mentions of
Super Music Enterprizes where records
can be bought by program’s listeners

.
he had previously been unable to re-
late sales to advertising.

In November, WCHS showed L. W.
Cohen. president of the organization,
the CBS-produced film, Tune in To-
morrow, to encourage his interest in
radio. The film plus a sales pitch tail-
ored to lnis needs convinced Cohen,
and he added the first of his specific-
toy-campaign radio schedules to his ex-
isting sponzorship on WCHS.

First Christmas toy campaign, from
7 November through 23 December con-
sisted of 24 chainbreaks and 18 one-
minute announcements weekly. In the
midst of this eampaign, Cohen became
so enthusiastic over the results that he
added «till more chainbreaks for the
middle of December. He again revised
the schedule upwards during the third
week of December. with two additional
one-minute announcements daily,

By the end of the campaign, Cohen
reported a sale of $170.000 in toys—
far in excess of his anticipations. from
a two-months” total of $2.737.31 invest
ed in WCHS. Said he: 1t has proved
to me that our 16 store~ could get in-
ereased traffic through radio cheaper
than through any other medium. reach-
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Drv Goods

(.. to 1y John O'ConncH,
merchandice manager of Linn &
Scruggs: Bob King, WDZ a’e;
John Heli, president of depant
ment store; Nancy Norman, m.c,

of store-sponsored show, dis-

cuss program format that's
increasing store sales

ing more people per dollar.”

Previouslv. this advertizer had used
onlv two radio station~. In Januarv
1055. becausze of his successful Christ-
mas campaign. he Dbought 2.500-an-
nouncement contracts with four other
radio stotions. for a total of 10.000
annovncerent-. The stations (WIHIS,
Bluefield: WBTH. Williamson:
WYOW. 1 ogan: WWNR, Peckler) are
outside of WCHS primary covernge
area. and will proniote others of the
16 Cohen -tores.

Cohen added that during his Christ-
mas tov promotion he had kept his
other advertising on its usual level
and that he can therefore conclusivelv
pin all the increased sales on radio.

2. Furniture & floor corvering:
Standard Furniture Co. \lbanv.
Kingston. Trov and Schenectadv. N.Y..
won a first prize with announcement
campaigns over WROW, Albanv. \Y.

For 10 years. Standard Fumiture
Co. wasn't going anv place. Then it
azed radio.

Chester Fincherg. general manager
of Standard Furniture Co.. a chain of

tContinued on page ol)

ZINK'S SUPER MARKE

Grocerv Store

Gailard Zink has inereased his super mar-
Ket's sales valume from 183,000 1o §225,
000 a< a result of his dailv 1S-minute WSLM,
Satem, Ind., program. t~ee 6 RAB case
histories in 13 June issue, p. 38)

13 FIRST-IPRIZE WINNERS
IN RAB LOCAL CONTEST

APPARFKL
'y's Cami, us Snot Shop KO

APPLIANCES
N ™ &

A ¥
AMUSENMEN T~

sy Musle  Enterprisss, W\
W -

AL TOMOITIVE

(¥ 1k,

h

DEPSITUENT STORES
Linn & = s WD

BRI G STORES
oan brue S [

FURNITI RF
sramierd 1'urs -
N
PINANE IV
She l Nt }
WA
CROCTRY ST1ORES
Zink v mure ns ke WA

CROCIRY PRODUC TS
" E Gk & MYERY

HOUSiNG
s T

SPLCEAT IZF D SERVIED - ¢
bl t1 R e (]
.
M ORDIR O ) =
O TR
')
.
.
e ¢ 8 6 o & o & 8 8 4 ¢ » L




 Decision-makers wh
strong local impact are

s 4

ISTANT

I 1-.-.-. '

Emmett C. McGaughey — Exccutive Vice President, West Coast, Erwin, Wasey & Co., Ltd. Paul H. Willis — Assistant Vice President, ‘

1
i

Cnrnation Company. Norman Best —Vice President, Erwin, Wasey & Co., Ltd. Glenn Bohannan — Radio-TV Media Director, Erwin,
4 & Co., Ltd. E. A. Gumpert — Advertising Manager, Milk Products Division, Carnntion Co. Walter Davison — Festern Division i

Mnnnger, Television, NBC Spot Sales.
Cnndid photo by Elliotr Erwitt. Taken at the
Carnation Home Service Department Test Kitchen, Los Angeles. ¥




NBCJ SPOT SALES

30 Rockefeller Plaza, Yew York 20, N, Y.

Chicogo Dritroit Cleveland R'oshingion
Son Froncisco Los dngeles Charloite®
Atlonia* Dallos® *Bomar Lowrance Associotes

the Carnation Company
and its agency,

Erwin, Wasey, are Sold
on Spot as a basic
advertising medium!

Carnation, one of America’s top-ranking
food companics, makes Spot Radio and
Spot Television a prominent part of its
master advertising plan.

Spot is uscd as a local selling tool in
specific markets. Guided by sales eon-
ditions in each market, Carnation buys:

20-SECOND STATION BREAKS: to rcach
nighttime Radio and TV audiences at
relatively low cost and, in Television, to
demonstrate uses of the product visually.

MINUTE PARTICIPATIONS: t0 benefit from
the selling personalities and reputations
of local Radio and Television talent with-
in their individual markets.

Complcte flexibility of timing and mar-
ket selection . . . low costs with high
sales return . . . are Spot’s basic advan-
tages for Carnation. Spot ean sell hard
for you, too!

Ask your ageney or an NBC Spot Sales
representative. More and more advertis-
crs arc Sold on Spot because more eus-
tomers arc Sold on Spot . . . and some
Spots are better than others.

representing RADIO STATIONS:

KNBC . WAVE uirt
KSD S5:. KGU H 1y
WRC & WRCA
WTAM WMAQ

ond the NBC Western Radle Netwerk

represeniing TELEVISION STATIONS:

WRC-TV R oshingion, D. C. KONA-TV

WNBK Cleveland WRCA-TV \ York
XPYV Porilond, Ore WNBQ Chicago
WAVE-TV [ouisuil KRCA Los

WRGB Scheneciady.#lbony.-Troy KSD-TV Si. Louws
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RECORD RADIO MONTHS (Cont.)
ht vou might be interested in
the fact that KXON for both the
months of March and April has en-
highest gross income from
More
important. perhaps, our net profit in
cach month has reached a new high
despite the fact that we are paying our
employees between 75 and 10077 high-
er hourlv wages that we did eight

sale~ in the station’s history.

The reason for the increaze in net,
in the face of higher wages and sal-
aries is the use of automatic opera-
tion in part and remote operation.
Thiz ha=. of course. necessitated an
imcrease in capital investment but it
lia= been well worth it

A~ to gross sales, 1t i= simiply a mat-

ter of aggressive selhing with an alert,
wide-awake sales force. Also the fact
that we have concentrated in program-
ing to the out-of-home audience.
Frep RaBELL
Owner, Operator
KSON
San Diego, Calif.
®  Many radie stations report increfsed local
business. For a repoet oun cesults radio has pro-
dnced for a variety of local clients see article,

“Laeal rudio’s  strength,” SPONSOR, 13 June
1955, puape 38 and part 2 thic iwue, page 10.

HOW TO SELL SAFETY

Another big holiday weekend com-
. . the ‘Ith of July. Another
period of slaughter on the highways.
| believe the nation’s radio stations,
and vou by getting the word to them,
can help by using a different approach,
It's an idea which is hard and blunt
. .. but, 1 hope, life-caving.

The majority of radio stations have

ing up .

a noon-hour newscast. On Friday,
July 1st, all radio stations on one of
their noon-hour newscasts can play
one chorus of White Christinas and
follow it with these simple words:
“We are playing White Christmas on
this newscast today for those people
who are preparing to leave on their
long July th holiday. Some of vou
will not be around at Christmas time,
and that’s the last time vou'll ever
hear White Christmas!!!"

Very nearly a heartless, cruel ap-
proach isn’t it? But so i~ death on
the highways . . . and necdless, too.

Let’s use this idea on this big Juh
dth weekend and see what happens,

I hope every reader of sPoxsor will
accept this plan.

LoweLL L, Jack
General Manager

RUAN

Manhattan, Kausas

[ ]
E ]
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I. New stations on air¥*

CALL CHANNEL| ON-AIR ERP (kw)**| Antenna NET STNS. SETS IN
CITV & BIATE EhRs 1O 0ATE Visual l (f)***  AFFILIATION [ oWith LRI UG PERMITEE. MANAGER. REP
Southern Idaho Bestg & Tv Co,
TWIN FALLS, IDAHO  KLIX-TV n 30 May 26.9 660 None NFA Sl L Lo WL
SAN_ ANTONIO, KCOR-TV 41 2 June 17.8 350 KENS-TV = 250,976 R74" Ll on,tm  F ocome
TEXAS WOAI-TV R A Cortez. Jr., v.p
wWm. P. Smytho. v.p,
Robert L. Bobbitt. Jr., vp
1. New construction permits*
T
CITY & STATE CALL CHANNEL ' gaTe oF GRANT | ERP (kw)*®  Antenns STATIONS MSAngS(é¥t PERMITEE, MANAGER. RAOIO REPY
LETTERS NO. Visual (e ONAIR 1 "(g00) ' '
i Wilchita Tv Corp.
w'CH'TAI KAN- 3 8 .lune 100 905 KAKE TV 148,356 George M. Brown, pres.
KEDD wm, J. Mover, v.p.. gen. mgr
KTVH
ROSEBURG, ORE.! 4 8 June 5.3 640 None NFA gou(hues} O:c«cn Tv Best, owned by
ugene Tv lnc..
Oregon Bestg,
C. H _Fisher. pres
wm, B Smullin. v.p. & treas.
111. New applications
ESTIMATEO
CHANNEL OATE ERP (kw)** Antenna ESTIMATEO TV STATIONS
NO. FILEO Visual (fo*=" cos on ST YEARE  IN MARKET AIFPLIBANTS AR A EEILTALE
ORLANDO, FLA. 18 30 May 20.9 228 $88,737 $60,000 WDBO-TY  Qrange County Besters [nc.
Al w
James H. Sawyer. v p.
ROANOKE, IND. 21¢ 30 May 251 763 $345,222 $300,000 None Sarkes Tarzian Ine
Sarkes Tarzlan & Famlly. owners
Supreme Besta Co.
1 6 Junc 29.8 1082 $20,000  $120,000 None e UL
Flora Shieids Owens. v.p.
' -B 0 x S c 0 RE *Both new c.p.’s and stations ®oing on the air llsted here are those which occurred between
| 2 June and 16 June or on which Intormation could be obtained in that perlod.  Statlons are
11¢ consldered to be on the alr when commerclul operation starte. **Effective radiated power, Aural
19 power usually s ono half the visual power. ***.Antenna height above average lerrain (not
- abnve ground). tlntormation on the number of scts In markets where not designated as belng
2518 from N1'C Research, consists of estimates from the stations or reps and must he deemed approxis

mate. §Dhata from NBC Research and Planning. Tin most cases. the rebresentatives of a radle
statton which is eranted a ¢.p. aleo represents the mew tv operation. Slince at presstime it 1s
gencrally too carly to confirm v representatives of most grantecs. SPONSOR lists ths reps of
the radic stathms In this column (when a radio statlon has been given the tv grani}. NFA: Ne
| figures avallable at pressiime on scts in market. 1W'ill rehroadcast programs of KVAL-TV,
aMilated with ABC., NIBC and Du Mont. Zilfocated to Luntington.

35.809,000%
33.900.000%

SPONSOR




how to tell summer from winter

There’s only one difference between WCCO-TV’s summer and winter audience.
The difference is that for the past two summers, more people have watched WCCO-TV in
the summer than during the preceding winter.
At a time when better-than-average sales are the pattern, Channel 4 has up
to 50 per cent more summer viewers than any other Northwest television station.
For WCCO-TV is a sales-potent member of the Northwest family circle—
a family increased by a gencrous share of the 350,000 vacation visitors cach summer.
The year around, WCCO-TV puts your message beforc more

~. Northwest customers. Your ncarest
£ ~ !
’ &\_ : /) Free & Peters Colonel will gladly give
[ you complete details.
| : WCCO-TV

I'he other member of the family
MINNEAPOLIS -ST. PAUL

, CBS
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 She speaks Spanish-
reads Spanish-

listens to Spanish radio-
hut, BUYS AMERICAN!

She’S one of over 900,000
Spanish-speaking Mexican-
Americans in the Texas Spanish
Language Network coverage
area. These Mexican-Americans
have been buying American
products, with emphasis on
products that are brought to
their attention through Spanish
Language radio.

TEXAS SPANISH
LANGUAGE NETWORK

KIWW XEO-XEOR XE)
San Antono Rio Grandc E1 Paso
.

Representzd natlonaily by

NATIONAL TIMES SALES

HARl‘AN G AKES & ASSOC,

1 rand

New developments on SPONSOR stories

See: Summer Selling section: 1955
Issue: 7 Marel 19335, page 13
0 0 Subjeet: Advertisers must continue celling in
summer

Philadelphia’s WPTZ has heen sending out a series of mailings to
agencies and sponsors plugging away at the theme “Sununer can
make the difference.” The mailings indicate that the advertiser who
vaeales a markel in the summer is just turning the market over to
his competitors. l'sing figures from several sources. the station
shows that: (1) summer viewing audieuces are large. (2} brand
switching is common in the summer months, (3) retail sales are
heavv in the summertime, and (}) smart advertisers keep their
advertising schedules solidly filled with summer tv.

The colorfully illustrated mailings with a summer motif consisted
of five pieces cach mailed three dayvs apart. The fifth picce was the
tie-up with illustrations from the others.

See: Should talent sell?

[P S Issue: 28 June 1954, page 36
0 0 Subjeet: Whether or not stars onght to help

5
sell sponsor’s product

When a new department store opened in Levittown, Pa.. Vaughn
Monroe was on hand to lelp celebrate the event. He attended as the
RCA Viclor representative, and sold records behind the eounter,
also autographed albums of his songs. Monroe then starred in two
shows held in the store’s large community room. For both shows he
made his appearance by bursting through a giant paper copy of his
thenic song, “Raeing With The Moon.”

The famed band leader-singer also =old the first RCA television
sel to a customer, and in general promoted good will for the store,
RCA Victor and his own records. Monroe is RC.A Victor's spokes-
man in radio and television commercials. Jt's a case of a star being
asked exclusively to sell,

Yaughn Monroe turns salesman at opening of a Pennsylvania department store

SPONSOR
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DUSSES

FERST AID KITS

1t Transit Sy-tem AGENCY : Direct

KING's disk jockeys were
ptie Fransit Svstem to tell lisieners of
1. Inydiaulic busses. now inoperative, wlhich
for <200 each. W ithin 15
announcement, three queries
ul the | : e recet Woithin 24 hours all the
i sold. Bob W oolson. public relations
. : - it was one of the finest
S v I have ever seen done in Seattle.”

PROGR AN Annonncements

SUPER MARKET

SPONSOR: Elmira Drug & Chemical Co. AGENCY: Runev Adv.

Elmira, \. Y.
CAPSULE CASE MHSTORY': The Elmira Drug & Chemn-
ical Company has been a steady WENY advertiser since
1952. They sponsor Charlotle Calls. jeaturing W ENY
Liome Economist Charlotte Runey. Miss Runey made
one announcement on her morning program (heard
daily jrom 9:00 to 9:10 a.m.) offering lohnson & lohn-
sen First Aid Kits to any listener who iwrote in request-
g one. With 48 hours 292 requests had been received.
Fach program costs sponsor $18.75.

WENY, Elmira, N. ). PROGRAM: Charloite Calls

]

DRILLS

SPONSOR: Mitchell House Drills AGENCY': Direct

CAPSULE CASE HESTORY . A set of house drills cost-
ing 32 were offered on nine Sunrise Salute broadcasts,
heard Monday through Saturday from 6:15 to 6:55 a.n.
Phil Stevens conducts Sunrise Salule; he integrates sales
messages with his ad-lib conversation. Approximately
1.750 orders were received, representing a gross of
$3.500. The time cost was $50%: cost per order, there-
Jore, $.32.

KMOX, St. Louix, Mo, PROGRAM: Sunrise Salute

MAPS

SPONSOR: Jerry's Super Market AGENCY: Direct
CAPSURE CASEHISTORY . Owener Long tells of his suc-
cess acitle Dre Jive: “When I first bought on this pro-
our years ago| I had a small store without self-

service or cash registers. . o] have enlarged my store
iree L I enjoy a supermarket business with five
meal cases. new shelving throughout and three times my
4 Wy gross has tripled the pre-
WK average.” Long nowe uses free quarter-hour pro-
crams. 1O announcements. a half our on Sunday and an
hour remote from his store on Saturday. The cost:

PROGRAM: Dr. Jive

SPONSOR: Troy >aving- Bank AGENCY': Direct
CAPSULE CASE 11ISTORY - The T,‘())' Savings Bank

has Leen sponsoring the Monday through Friday 7:30-
745 a.an. newscast for four years. In an effort to check
the effectiveness of their radio advertising the bank of-
Jered a new street map of the city of Trov. 30-second
announcements were made for one week offering the maps
Jree to those who visited the bank and for 215 to listen-
ers who would write in. Vore than 1.100 maps were
given out: only 130 were requested by mail. Raymond
KA. Veirell, asst. to the president, said, " Radio news is the
best advertising buv todav.” Bank spends $7.020 yearly.

WTRY, Trov. \. Y. PROGR \M: Morning Newscast

EGGS

WOMEN'S WEAR

SPONSOR: Waslor cton Far aer AGENCY : Riane Goranson,

Seattle
laynden eges were selling
Inchorage market when the Il u.s'/llll.L'I()ll

' crat’ on decided to do some
Becinning an Jannary wcith tico an-
the campaign was increased to three

Iprd. Iu addition to the an-
(el / cling ¢
advertising o KENT Lynden sales

Tule cost <1.029,

PROGRAN: Announcements

SPONSOR: Field's Apparel Shop AGENCY: Direct

CAPSULE CASE THSTORY : Field's had never used ra-
dio to any extent an their advertising. In a test of night-
time radio they Lought three announcements a night for
30 consecutive nights. The commercials were written and
recorded by their buver and fashion co-ordinator. Over-
all business increased considerably and many sales were
directly attributed to the radio advertising since items
in guestion had not been advertised in any other media.
Store manager George 1. Leliman reported “most satis-
Jactory results.” This campaign cost Field’s $300.

NTU L, Tulsa, Okla. PROCRAM: Announcements



Do You Know
Central California?

® It’s the big market that fills the
350 mile gap between San Francisco
and Los Angeles with 2,585,773
population!

® 60,263 farms in Central Cali-
fornia have an average cash income
of $27,091 ... over $1,631,877,000!

® Central California ships 95% of
the country’s wine . .. 75% of the
olives. .. produces more farm in-
come than 43 entire states.

® Here is the nation’s richest farm
market...covered 100% by KFRE.

® Call your John Blair representa-
tive for details on the National im-
portance of Central California.
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Announces the appointment of

JOHN
BLAIR

¢ COMPANY

as exclusive
national representative
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The “‘experts” who long ago proved that bumblebees
can’t fly have been examining network radio. It too,
they say, 1s “aerodynamically unsound.” But the bees
aren’t taking it sitting down. And neither is network
radio. Why should it, when...

Network radio is accounting for 130,000,000 ad-
vertising dollars a year.” Soft goods dollars, hard

ods dollars. Dollars from companies just beginning
to advertise nationally. Dollars from companies whose
wdvertising budgets and experience are legendary. In
fact 20 of the 25 biggest advertisers are using net-
work radio in 1955 ithe through March 1955, Time only.

Network radio continues to be the most eflicient
way to reach customers. 1t takes an advertiser’s
essage to a thousand people at less cost than any
her medium. Less than magazines, newspapers, tele-

vision. And in many new radio formats a netwol
advertiser can reach listeners in the evening at a cq
that’s lower than before television came along! |

People have 111,000,000 places to listen. (The st01|
of radio keeps coming back to boxcar figures.) Aroml
the house alone, there are nearly 75 million workis
radio sets: 25 million radios in living rooms, 22 mj§
lion in bedrooms, 16 million in kitchens, 4 million |
dining rooms, 7 million in other places.

Radios today are seattered in so many different plac
throughout the home that only 14 million sets—most
in living rooms—have to double up with the TV set.

With radio now so handy it’s only an arm’s lengt
away, is it any wonder that nine radio families ot
of ten tune in every week. That on the average...




~
§

they spend more than 17 hours every week with
ireir radios. And that’s just the listening that goes
« at home. Add 26 million sets in automobiles, where
_elistening’s only begun to be measured. Add another
) million sets in places people go to work, shop, eat,
Jjnere the turnover is so high nobody even tries to
ep track of all the listening.

ri’ley tune most to netiwork programs — to the kind
X entertainment that only networks can support, the
Ind of programs that make radio worth while: At
light, listeners want Amos 'n’ Andy, Jack Benny,
‘ing Crosby, Our Miss Brooks, Edward R. Murrow,

cBS RADIO NETWORK

/4&1( M Lty ol
ri oty !

Wit i

Lowell Thomas. During the day, Arthur Godfrey, Ma
Perkins, Wendy Warren.

Even in the biggest television cities, people prefer
network radio. Of the top radio programs in TV's 24
largest markets, 89 per cent come from networks,
10 per cent originate locally at network stations, and
1 per cent come from independents.

Their favorite network is CBS Radio. Listeners
spend more time with CBS Radio. Advertisers do, too.
In volume of business this year through March, CBS
Radio leads its busiest competition by 51 per cent.

Whew Md«a« 4£7M7L
o Hhaios !
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Budd Getschal

President
Getschal Advertising Co., New Yors

agency 7profile

“There’s need for an agency that handles the §50,000 to $200.000
accounts,” Budd Getschal, president of his own agency, told sSPONSOR.

“Accounts that size are orphans of Madison Avenue. And, if they
aren’t in a big shop, thev’re handled by cousins. nephews. uncles.
cte. That’s why | opened thiz agency a few years ago.”

Among his major air accounts are Sealy Mattress of New York.
with a budget 707¢ in tv, 207 in radio, 10°¢ in newspapers:
Darling Stores, retailers of juvenile furniture and toys with 30
outlets in the Northeastern U.S.; Ludwig. Baumann & Spears; Ril-
ling Dermetics. Some 509 of his agency’s S1.5 million billings are
in radio and tv. lle and 14 staff people scrvice the agency accounts.

“You can figure about 10 people per million billings in a well-
operated ageney,” Getschal explained.

Although he himself comes from a newspaper family, Getschal
considers himsell among the most air-minded agencvimmen. As he
points ont, Ludwig, Banmann & Spears, for example, put its entire
budget into the air media. And a recent independent study of six
weeks” radio adverti-ing by LBS and four of its competitors gave
Ludwig, Baumann & Spears by far the highe:t radio-eflieiency ratic:
315.57 against 138.0°7 for the next closest runner-up.

“Radio is the most underestimated medium.” concludes Getschal.

Getschal 1s a thin man, of medium height. In his early forties. he
moves very rapidly. with a hint of nervous tension about hini. An
amateur photographer during rare free moments, Getschal has one
favorite subject: son Douglas, a towhead—age threc.

During the <immmer Getschal spends a mimmum of time in his
Sulton Place apartment, a maximmm of time with his family out
al Point Lookout. His mid-town offices have something of a home
atmosphere about them. since the ageney is located in a brownstone
in the Fifues. There's no letsure in his work methods, however.

“What we try to do with advertising is to stress our client’s worth-
while exchisive henefit,” says he. “In other words. why should con-
snmers choose our elient’s product beyond others?”

Recently he used his approach in pntting a promotion for Darling
Stores on The Merry Maillman, WOR-TV. Within 10 days of ad-
vertising, 15 toy manufacturers had signed up for the plan.

Getschal’s ambition for the agency 7 ““I <av §5 million in billings,
Imt actually $3 million will keep me busy enongh.™ * Kk X

SPONSOR




Let’s Face It!

Your lowa Campaign

Starts With

KRNT-TV

DES MOINES

Your lowa campaign starts with Des Moines . . . state
capital and largest city . . . the shopping and distribution
center . . . salesmen’s home base. And your lowa

campaign starts with KRNT-TV, the showmanship station
with CBS shows that run away with the ratings
sweepstakes, PLUS Central Jowa's favorite personalities
with established audiences—and proved power

to move merchandise!

Face the facts! The same showmanship savvy that always
gives you the biggest Hooper and Pulse ratings in Des
Moines Radio will operate the newest Know-How,

Go-Now station. . . . KRNT-TV.

ON THE AIR AUG. 1. .. FULL POWER!
KATZ HAS ALL THE FACTS

e




a forwum on questions of current interest

S to air adrvertisers and their agencies

000

How can prominent tv entertainers best avoid

a “boom and bust’’ in their popularity on video

LESS EXPOSURE—AND ON FILM
By Ely Landau

President
National Telefilm Assoc., N, Y,
[ believe that too
nrany entertain-
ers who are out
for a fast buck-
are over-exposing
themselves on tv.
The publie sim-
ply gets tired of
seeing the same
person every day
or every week, particularly if he’s a
“high-powered” type performer.

I believe that comedians, in particu.
lar, <hould never appear more than
twice a month  or even once a month.
They should oliey the old ~how busi-
ness adage. “Always leave them want-
ing more.” Too much of any one per-

former no matter how good the per-
former is no good,

Secondlhy. [ believe that film will
prove to be the answer in helping per-
formers avoid boom-and-bust cycles.
There is too much strain on the per-
former and his writers in “live” tv. It
18 hmpossible to work on a weck-to-
week deadline and still come out on
top all the time,

The smart performers - for nore
reasons than one  will eventually all
zo on hiln. They will seck a “level” of
popilarity rather than a sharp peak,

will be able on film 1o vetain
the product of their efforts for many
vears In that way. they can
a !

bhust.” With taxes the way they
are today, they make a sad mistake
1 for tl ick “boomt™ killing

erefore twoflold:
"ol your

BE AWARE OF CHANGING TASTES
By James G. Cominos

F.P., Radio and Tv Director
Necedhan, Louis & Brorby, Chicago

It is axiomatic in
show business al-
ways to leave the
audience wanting
more. We have
3 secen many of the
top stars apply
this truism by ap-
pearing fewer
; ‘ times in a single
television season than they once did.
Some of the top personalities have lim-
ited the number of their appearances
from the very beginning.

Other entertainers have changed the
formats of their programs, sometimes
to assume a new role or character
themselves, often to allow other per-
forniers to share more of the spotlight
with them. It seems evident that these
are factors to be considered by the
entertainer whose show is slipping.

There are other considerations, too.
Tv conipetition is getting more rugged
cach vear—new shows and new stars
appear to compete for the attention of
the audience. And like other enter-
tainment mediums, television has its
trends. Because of the impact of tv
and its great circulation, change oc-
enrs more readily perhaps than in mo-
tion pietures or in the legitimate the-
atre.  Lontertainers mnst be constantly
aware of the ever-changing tastes of
the audience.

Talent's view

For a first-hand answer to the
(question, SPONSOR went to Garry
Moore, who has lived with the
problem. llis answer is on page
90.

!

It is true, however, that lower rat-
ings today than a few years ago do not
necessarily mean that an entertainer’s
popularity is failing, for any given rat-
ing today indicates more people view-
ing a program than did the same rat-
ing a year ago. While the television
pie is being sliced into more pieces to-
day—that is, rating points are spread
among a greater number of programs
—the pie itself is much larger than it
was a year ago. The number of new
television homes is growing at the rate

of about 350,000 per month.

It is interesting to note that the top
ten tv shows in January 1955 reached
more homes than the top ten in Janu.-
ary 1954 even though the 1955 shows
had an average rating lower than those
of the year before.

In many enterprises, the successful
have profited by their own mistakes.
But so fast-growing and ever-changing
is the television medium—and so tre-
mendous and instantancous its impact
on the public—that there is little op-
portunity to profit from mistakes: it is
sometimes impossible to survive them.

Entertainers in television should also
make it axiomatic to profit by the fail-
ures—and the successes—of others.

GET AUDIENCE SYMPATHY
By Charles B. Ripin

Radio and Tr Director
Maury, Lee & Marshall, N. Y.

To speak authori-
tatively on a sub-
ject of this nature
requires nlore au-
dacity than I am
cquipped with,
llowever, 1 do
fect that the past
few years of tv

; have pointed up
some salient facts which, if nothing

SPONSOR




more, indicate a direction to be fol-
lowed.

Red Buttons and Red Skelton, both
afllicted with “boom and bust” disease.
are perfect examples of the entertainer
than can “wow” ’em. They both pro-
ject, they are veteran entertainers with
a great talent for what [’d like to call
the “cartoon comic” type of situation
and entertainment. They develop a
passive audience waiting to be inade
to laugh.

Unfortunately a pie can only be
thrown about 39 times before the audi-
euce cries, “Halt!” Thereiu, 1 believe
lies the kev to the problem . . . the au-
dience must be made to aetively par-
ticipate with the entertainer. They
must be motivated to symnpathize with
the entertainer. As a sympathetic part-
ner, the audience is willing to “‘go
along,” for after all these are few peo-
ple that can’t sympathize with them-
selves . . . and they are forced to symn-
pathize with a partner,

Sid Caesar has recently shown an
appreciation of this thinking by insert-
ing his “family type” sketches. The
humor is derived not from “cartoon
comedy,” but from material taken from
real life situations which allows the
audienee to project itself into the skit
and participate with the entertainer.

This close identification of an enter-
tainer with the people in the audience
and their lives is what can continue to
produce booms without busts, for it
touches on the self-interest of the audi-
ence. And I have never known any-
one—even a collective audience—that
didn’t have a lot of self-interest.

SEEK OUT NEW WRITERS

By Nicholas E. Keesely

Senior V.. Charge Radio & Tr
Lennen & Newell, N. Y.

The “boom and
bust” for tv en-
tertainers occurs
when programs
suffer from fa-
tigue, samneness
from week to
week, clichié-writ-
ing, or the stars
fail to keep their
personalities fresh. Oftentimes, when a
program beeomes sensationally suc-
cessful, competition increases and the
program is bombarded by the rival
network. Thus, the bigger the star, the
more pressure placed upon him, and
the quicker he is likely to fall.

Also. as the star rises in popularity,

(Please turn to page 96)
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M. Station FManuger:

Are you lookmg for results from

your trade paper advertising &

(é/owzc/d %sz ('ﬁaa/zw(aﬁ'mz

TOB® BANNOCK STREET DENVER COLQRADO : PHONE TAbor 6386

March 2, 1955

e M SOSEPH HEROLD
d e\s Station Manager

Results on

Mr. Edwin D. Cooper
Western Manager

3 SPONSOR Magazine
f/ZC) frlp 6087 Sunset Boulevard
Los Angeles, California.
Dear Ed:

ol BY2 207
coere I found, whilé 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
(\(‘C’//€/7f 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 axcellent 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;

? 'fr_; aeph Herold,
9tation Manager

JH:rls
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1000 WATTS CLEAR CTHANNEL ; 3 D

TELEPHONE 3-6428 CHARLESTON, SOUTH CAROLINA

Mr. Norman R. Glenn, publisher. \
Sponsor Publications Inc. i
40 East 49th Street,

New York 17, N.Y.

Dear Norm: ) LY

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

About thiee years -ago ve entered into a national promotion
campaign, using only SPONSOR, with a series of ads pointing up
our "Pal" trademark and outlining the specialized negro
programniing 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 stroug identification of our little dog. After our {

ads had been running about six months time buyers would say, |

when I called, "Oh yes, you're from the 'little doggy' stution.” { “(:)/% vj/cty
7

All this leads up to the fact that since we've been out our
identification has slipped; and we need the push thut SPONSOR can
provide. ’

- -
So ve'l like to reinstate our schedule of third page ads effective ]/0” 76 ﬁ 07}2
with the first April issue once & monih for one year. Lots of
neyw time buyers in the business who ought to get acquuinted with "Pal."

Would you be good enouph to send me a contruct——same rate, I trust. f/]g /Iff/€

doggy

station”’

Executive Vice President

Herc’s what an ad schedule 1 SPONSOR does for your

station.  You've in the Inuehght.  And that’s important,

[For there are wore than 3 000 sets of tv aud radio call letters fighting for

Qe timebuver's, aceount exeentive’s, and ad manager’s attention. Your messaze
gets the full attention of the e decistoii-imakers in a top-rated prestize magazine
where 7 out of 10 readers s in bnyvine jobs (enavauteed eireulation

10,000) aud every word of editorial copy is beamed richt at

| them.  You can't beat a buy ke SPONSOR.

~ SPONSOR

MAGAZINE RADIO AND TV ADVERTISERS USE




Revion will give away up to $6.14,00¢—ou a 830,000 budget

Television is growing in the num-
ber of stations and sets in this coun-
try. but it is also growing in another
dimension: It now has a quiz show
with a grand prize of $61,000. Revlon
sponsors I'he $61,000 Question on the
CBs TV network Tuesdays, at 10:00
p-m. A contestant can answer a total
of 11 questions and walk off with
$6-1.000. but unlike the radio show
The 861 Question. the contestant on
the tv version may have any expert
he wishes help him answer the jackpot
questron.

Another variation that
excitement: .\ contestant only gets up
to the £8,000 dollar mark the first
week, and must wait one week to de-
cide whether he will go on to the
£16.000 question. Again after answer-

makes for

New Yorle street and traffice

The Steve Allen Tonight show on
NBC TV came up with a powerful
visual punch in plugging Sandran. a
vim} floor covering. During the day,
tralhc was halted on a street off Thmes
Square while a roll of Sandran was
spread across the street. Al day
long, cars, trucks and pedestrians
went over ity then during the Fonight
show the cameras followed Alen out
mto the street. With a wet mop he
proceeded 1o show how casily the filth

» wiped off.

LY

ing that correctly, he must wait anoth-
er week to decide if he'll go on to the
$32,000 question and a third week to
decide on shooting for the §64,000.

To insure fairness in the question
selection, the questions and their an-
swers will be chosen by Dr. Bergen
Evans. English professor at Northwest-
ern University, and placed in a vault
of the Manufacturers Trust Co. be-
tween shows.

Production costs of the show runs
Revlon about $30,000 per week.

Although the show only began on
7 June, it already has been accepted
Hve by 129 stations. Revlon bought
the show through its agency, William
H. Weintraub Co.. and has sincc re-
fused several bids by major sponsors

to go into a co-sponsorship deal. * * %

are props in rug commercial

The impact was considered sensa-
tional., and the dealers were bricfed
to follow up the graphic demonstra-
tion. A “tv special” had been pre-
pared to capitalize on the show's ef-
fect, and in-store signs were provided
the dealers as a tie-in. Other such
graphic commercials are planned for
Sandran in the future including one
featuring a 3-ton clephant in the To-
night studio.

Hicks & Greist, the Sandran agency,
reported wide dealer approval. * * *

After Sandran lay hours in busy Times Square street, Steve Allen wiped it clean with wet mop

Couldn’t make the sale—till
client almost ran him over

Hard sell gencrally means plugging
a product very pointedly, but when
Henry  Cheney. sales manager of
WOWL, Florence, Ala., speaks of hard
sell he means the job of sclling he had
to do on a client. On his way to serv-
ice one account. he was almost run
down by a car driven by a client he
had been vainly attempting to con-
tact. Cheney thought fast. and before
the client could gather his wits, Che-
ney climbed into the car and calmly
asked him to sign a contract for a
certain time and date. The client
agreed without balting an eye, and
Cheney made a sale in two minutes
that he’d been trying to make for sev-
eral weeks. P.S. The chient who al-
most knocked him down is an insur-
ance agent. * k%

One-minute sportscast
on WXIX for Blatz

The Blatz Brewing Co. and WXIX,
Mihvaukce, have combined their tal-
ents to produce a show they say is the
shortest program in television. Six
nights a week, Sports Flash is tclecast
at 9:30. The show fcatures WXIX
Sportscaster Hal Walker, who gives the
latest scores and reminds viewers that
they can get all the detailz on his later
show. Sports Final, which is also spon-
sored by Blatz.

The one-minute show gives the spon-
sor a chance for a 20-second filmed
commercial that follows the 40-second
live portion. The show is easily pro-
duced since all of the equipment and
personnel are on hand for Walker’s

regular 10:10 p.n. telecast. * Kk K
Briefly . . .
When  Nebraskans  decided  they

wanted a satellite transmitter in the
area, they didn’t waste time. Some
7.000 of them subscribed an average
of $22 cach to build the satellite of
KHOL-TV in lloldrege. Neb. The ap-
plication is now pending before the

ICC.

The fund raising took place this
spring and apparently caught on very
well. A blind man contributed $30:
a soldier in California sent in a check;
a radio station in the area staged a
nine-hour broadcast marathon that
raised 812,000 and cven the land for
the site was donated.

SPONSOR



KSON, San Diego, recently used
their air waves for something besides
broadeasting. To promote the station’s
large out-of-home audience they sent
50 racing pigeons to timebuyers in
Los Angeles with instruetions to place
a note (or order) in the capsule on
the pigeon’s leg. The timebuyer noted
the time his bird was released, and the
station recorded the time each bird
returned. For the timebuyer whose
pigeon came in among the first three
positions, the station had a package of
KSON’s “impaet plan spots” in out-
of-home periods.

Photo below shows Muriel Bullis, a
timebuyer for Foote, Cone & Belding,
San Franeisco, sending baek her order
via pigeon. Not all the birds made it
back to KSON safely. Four birds were
not scen again, but their fate was
darkly hinted at when the station re-
ceived a box of well chewed bones
from one agency.

San Diego. Calformia-
Mugic ond News
R LS T T

i

Portland, Oregon’s KPTV has be-
gun a weekly, half-hour eclassified ad
show called KPTV Classified that will
be used as a real estate sales tool.
Advertisers submit photos plus a brief
description of the property, its loca-
tion, features and cost. The photos
are shown on the sereen and the loca-
tions are roughly indicated on an over-
sized map of Portland.

The station has indicated that the
show has caused mueh comment, and
thinks it might be the forerunner of
programs of a similar nature for small
budget advertisers. Each participa-
tion provides 45 seconds on the air
for a cost of less than §25.

{ Please turn to page 90)
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w=PAL
of Charleston
South Carolina

Cessesnseani

AL 42y

"Your ‘catch=phrase’ could be . . .
‘We'll buy w-PAL iir Charles-

ton

w-PAIL

“And  rememt he 0

comprises half the population of

this entire arca
“Sensational results quick re-
sults: . that’s what you e

from w-PAL. \Wanna try¢”

Forjoe & Company

The 50 county wKOW COUNTRY market with Madison as
its capitol city, has retail sales of $2.6 BILLION annually—
627 of the state’s total, over fwice 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 Milwaukee.

Ask your leadley-Reed Co.
man for proof of performance
and the wKOW COUNTRY
Saturation Rate Plan.

WKOW Q...

MADISON, WIS.

Wkow COH)d)‘(y-“
2La? Twice as Big
28 Milwaukee

Sell it at half the price!

59
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CLOAK AND DAGGER

Bitter about the beautiful-
female-spy myth. takes it
out on his wife. Never
tells her anything. Has
secret charge account at
the corner delicatessen.

But there i1s nothing
gsecret about the success
of WTOP Radio in the

1shington area. WTOP has
(1) the largest average
share of audience (2) the
most quarter-hour wins
(3) Washington's most pop-
U

svirl AN+ o

ti1mecs the nower

iUl 2} LTI LIIT pUWE L

ry

WTOP RADIO

Represented by CRS Radio Spot Sales

(Continued from page 12)

in one channel towns or phony rerun-rating-compari-ons). A
good many. il not most. of the potential buvers can see
through these artifices which tend to unsell the produet Leing
offcred regardles~s of it~ merit.

Finally. the tone of much of this print. Loth published and
sent through the mail. is just too doggone overbearing. A
smidgeon of finesse. a dazh of resiraint. and an iota of good
taste might well make the difference lLetween resulful ad-
vertising and matter it for the wa-tebasket.

Recently 1 received a letter (as did a few hundred other
people) from the sales head of a reputable ~ucce~=ful. and
intefligent firm of film producers. Their produet had long
been exceptionally well made and most of it was already
so'd. Bnt thi= letter. not ofering a thing. wa~ a wice-guy
conipilation of generalities abeut how good they were in
contrast 1o their competitor=. It made me. for one, think
anite a bit lesx ol the writer as well as of the company he
represented. In facl. T was< vo incen<ed I called him to tell
I <o which he had 1o take politely (outwardly). since we
had recently purchared a network property from him,

In a romewhat snmilar vein, a friend of mine who repre-
cents one of the networks 1cok the Lilerty of inailing a news-
paper columnist™s praive of his network’s programing policy
to a wide Ii t ol ageney peeple. In this article the co'unmnist
took a vicious swipe at another network. By rending out thi:
picce of elapirap my pal 150k an unfair eat at a comwetitor
as well as commitied his network to following ont the win-
dew this column’s preeepis forever. something he dare not do
Pecause less {latteriny words are bounld to {ollow vometime,

Perhaps this was a Fit ingentlemanly a- well as nnwise
and the former 1< something which onaht to Le a more im-
portant eriterion in onr business than it n=nallv i

All of which lead me to my coneln ion that a long and
eritical leck at the trade ads in pnblications and direst matl
which are 10 go to advertizer: and agencie< might e a healthy
thing. VMore productive too.

(For sponsor™s analysiz ol radio and tv trade paper ads
and divest mail dirvected to admen, see these recent article
“What ttmelnyers want in radio-ty ad=."" 13 December 1957
“What agenev and elient veaders want in radio-tv ad<™ 27
December 19510 “What admen thiuk of direct mail from
radio and v station-.” 21 Felrnary 1955.) o

SPONSOR
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| How to make Mr. BIG very happy...

So the boss wants to talk on television . . . And what
o headache that can be!

| Stop worrying .. . you can make him a hit—whether
he's star-stuff or not.

Here's what you do: Rehearse and rehearse. Then film
and review and edit—until you're all happy. That's all.
It's safe, sure, inexpensive, when you

««« USE EASTMAN FILM.

For complete informotion-\mgt film to use,
latest pro,cessl'lg fecl'an|t:l*---wﬂt3“".I -t

Motion Pk F|lm De riment East Coast Division Midwest Division Wes? Coost Divisien

d 342 Madison Avenve 137 North Wabash Avenve, 6706 Santa Monica Bivd.
::j“;':: K CoM ANY New York 17, N. Y, Chicago 2, llinols Hollywood 38, Colifomia
1' or W. J, GERMAN, INC., Agents for
.1.' "~ the sale and distribution of Eastman Professional Motion Picture Films

Fort Lee, N. J.; Chicago, Nl.; Hollywood, California

SHOOT IT IN C&OR_‘..YOU'I]. SAVE TIME AND MONEY!

~~t.at ]



NIGHT TIME

RADIO ?

Pleasing Progranmimg*
Keeps
O
LISTENING
11
ROCKFORD, ILLINOIS

an

$809 MILLION MARKET

i
CHICAGO WHITE S0X
NIGHT GAMES

%
PABST BLUE RIBBON BOUTS

Every Wednesday Night

oS

ROCKFORD CITY COUNCIL
MEETING

Faery Monday Night

ROK

No. 1 in Rockford

for over 30 years

ohn J: Dixon H-R
en, Mgr. Net'l. Reps.
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l (Continued from page 22)

One also has sharply brought home, by the same token, the

. fantastic revenue potential which the fee tv proponents see in
their pay-as-you-watch systems. And when as judicions, ex-
perienced. and normally conservative a free-tv executive as
Frank Stanton takes the aggressive, just short of dramatieally
vicious sland as he does against fee tv, it’s casy to <ee that the
possibility of fee tv adoption is not something to he pooh-
poohed. Mr. Stanton referred to the whole fee philosophy
as a “betrayal of the 34,000,000 families who have already
spent $13,500.000,000 for their sets. . . .” He said, “This
(fee tv) is a booby trap, a scheme to render the tv owner
blind, and then rent him a seeing-eye dog at ~o much a mile.”

Not to be outdone. Zenith’s Comdr. McDonald issned a
statement to the press saying: “CBS indicates that if sub-
seription tv 1s approved, that network intends to high-jack the
Ameriean publie into paying for present programing. . .

' There is no room in Phonevision for any high-jackers, and
Zenith intends to ask the FCC for appropriate safeguards in
adopting subscription tv so that neither CBS nor anvone else
having the intent to victimize the public will ever be given a
chance to do s0.”

| This brief exchange eertainly indicates the type of tussel,
whieh is just beginning. Unfortumately all of this, and the
millions of other words, which will he issued on both sides
| of the case, notably in the publie prints. will do little to shed
} light on the basic issues.  One diffienlty, it seems 1o me, is
' that it is so very cazy to oversimplify either side of the ecase.
| Ask the average viewer whether he would be willing to pay
| 50¢ 1o sce a Broadway produetion of “Sonth Pacifie,” “Paja-
ma Game” or “Marty”” and he'H eertainly say he’d be glad to.
Ack the same viewer whether he’d be willing 1o pay the
| =ame half dollar 1o sec “Toast of the Town,” which he now
sces free. and he'll obvionsly seream no!

Can fee tv be restricted to the former, and forhidden to en-
croach on such shows as have previonsly heen available with-
out charge? Can fee tv be controlled at all? And if o, is it
proper to control it in certain arcas?

In one fashion or another the FCC will be faced with find-
ing answers 1o those questions.  As sroNsor has said previ-
ously this is the toughest kind of joh. A fortnnate non-partici-
pant ean only wish them much divine guidanee and huge
quantitics of huck. Adverticers and their ageneies, however,
i my opinion needn’t worry about it for several years, * * *

SPONSOR




the one=station network

in southern california

THANKS . ..
to ADVERTISERS and AGENCIES

who are making 1955 the best busine~= vear in KMPC

history.

THANKS . ..
to the RADIO AUDIENCE
for enabling KMPC to lead all independents and two
network ~tation~ in Southern California according
to PULSE. 8-county arvea ~urvey for March-April
1955.

KMPCNO KC LOS ANGELES

50,000 WATTS DAYS . 10.000 WATTS NICHTS

CENE AUTRY, President R. O. REYNOLDS. Vice Pres. & Cen. Mgr,
Represented Nationally by A. M Radio Sales

Chicago New York . Los Angcles
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1 unwelghted

crage of individual

to laat montb’'s chart.

be horne in mind when anaiyzing rating trends from one month to another in this chart. *Refs
It blank, show was not rated at all in last chart or was in other thfi

(o] ;
ul
= :
Sl ratings of top sp|
Chart covers half-hour syndicated film prog{
5 i
. R 8 4§
ey Pt Top 10 sho.ws in 10 or more markets 7MS,.TR‘Jé$§' SMSAT;KTEQQ 4.STATION MARKETS %i?&’e’&“
ey rand Period 1-7 April 1955 Average Seattle- )
TITLE. SYNDICATOR. PRODUCER, SHOW TYPE rating N.Y. L.A. Boston Mnpls. S. Fran | Atlanta Chicago Detroit Tacoma Wash. Balt. Buffalo |
T :
28.3 21.7 19.0 18.0 13.7 18.7 16.1 18.0) 13.0 28.0 |*
1 1| 1ILed Three Lives, Ziv (D) s0g | 68 149 :
i waghe-tv  ktty § wnae-tv kstp-tv kron-tv | wsb-tv wen-tv wibk-tv kint-tv wre-te | wbal-tv - when-tv 13
o n 10:00pm $:30pm § 7:00pm 9:30pm 10:30pm7 10‘30pm 9:30pm 10:30pm 7:00pm 10:30pm] 10:30pm  9:30pm } 7
) 4 142 13.7 10.4 166 |
2 Passport to Danger,ABC Film, Hal Roach [A) 227 8.4
keop keyd-tv  kron-tv wxyvz-tv  king-ty
L - s g:00pm | 7:30pm 10:30p_m7 10:00pm 5:30pm I
| o ) — — |
, 7.2 204 | 109 16.5 20.6 20.4] 24.2 20.9 |!
32 Waterfront, MCA, Roland Reed (A) 20.3 7.2 219 2 2 !
wabd ktty keyd-tv kron-tv | waga-tv wxyz-tv  komo-tv swtop-tv fwmar-tv  wer-tv |}/’
_ o F7:30pm 7:30pm 7:00pm 3:30Dm~ 7:00pm 7:00pm $:30pm 9:3_02 9:30pm  7:00pm |
. : ! 1.0 175 89 | 177 12.2 !
1| 3 Farorite Story, Ziv (D) 20.2 k7n;4 ot . gt bt .
8:000m | 10%00pm 9:00pm 7:00pm | 7:00pm 10:30pm 1
- } g | Annie Oakley, C8S Film, Flying A (W) T 11.4 16.8% 18.2 15.5 18.3 17.4 24.6 11.2] 26.7
‘ = webs-tv - ktty | whbz-tv kgo-tv whkb  wxyz-tv king-tv  wttg | whbal-tv
- l 1 _ ]3:30pm 7:00pm § 6:00pm 6:30pm 2:00pm 4:30pm 6:00pm 7:00pm [ 5:30pm |
l o 57 159} 202 22.9 16.9 | 20.2 139 14.0 20.6 13.4| 14.0 225 ||
6 | 3 | Mr. District Attorney, Ziv (A) 20.0 20.2 22.9 16.9 !
J \v:'ahc-tv 1'mxt wnae-tv  kstp-tv  kron-tv wsb-tv  wbkb  wwj-tv king-tv wmal-tv] wbal-tv wgr-te 1
B 10:30pm 10:00pmY 10:30pm 7:30pm 10:30pm } 7:00pm 9:30pm 10:30pm 9:00pm 10:00pmj 10:30pm 7:00pm b
L 7.2 151 23.2 22.5 279 14.4 142 23.7 17.7| 12.2 20.0 |
7 [/ .
’ Badge 714’ NBC Film (D) 19.6 wor-tv kttv wnac-tv  kstp-t¢ kplx wgn-tv  wwi-tv  king-tv wre-tv | wbal-tv  wgr-tv l‘
1 B B B B - 9:00pm 7:30pm § 6:30pm 9:30pin  9:00pm - 8:00pm 7:00pm 9:30pm 7:00pm §10:30pm 10:30pm §
2 ’ 7 S . . 11.1 711.1) 19.4 13.8 18.0 | 23.7 16.9 25.2 20.0 18.0] 20.4 253 |
| Superman, Flamingo, R. Maxwell (K) 19.1 { o wnac-ty  wmin  keo-ty | wib-tv  wbkb wxys-tv king-ty ety | whal-te when-ts |2
o 1 6:00pm 7:00pm § 6:30pm 5:30pm 6:30pm | 7:00pm 5:00pm  6:30pm 6:00pn 7:00pm § 7:00pm 7:00pm
= S S DR IR BN 4 B
9 | 9 1| Li - _ | %% 901244 145 245 92 85 72 229 7.7} 140 290 |
’ ’ ’ berace’ Guild Films (Mu) 18.5 wplx kttv whbz-tv  weeo-tv  kpix wlw-a  wgn-tv  wwj-tv  king-tv wite § whal-tr  wgr-tv ¢
_— L - 6:30pm $:30pm § 3:00pm 7:00pm 9:30pm § 8:00pn  9:30pm 6:30pm 8:30pm 9:00pm § 7:00pm 6:30pm l
10 3| e I : 8.4 14.0] 148 12.7 19.5 | 11.9 19.7 21.7 20.6 19.4 18.3
isco Kic s Ziv (W) 18.1 wrea-ty kttv wnac-tv  weeo-tv  kron-tv § waga-tv  wbkb  wxyz-tv komo-tv wbal-te wben-tv
! 6:00pm 6:30pm ¥ 6:00pm 12:15pm 6:30pm % 4:00pm 5:00pm 6:30pm 7:00pm 7:00pm  7:00pm
Rank  Pat? Top 10 shows in 4 to 9 markets
1
. . . 3.8 9.91 24.7 13.9
1| 3 | Forcign Intrigue, Sheldon Reynolds (A) ID.9 1 e wes | whotw wtop-tv
| i - N 10:30pm 10:00pm# 10:30pm 7:00pm
| 17.0 10.0 107 19.3 |
2 | Janet Dean, ROV, UMAM., Inc. (D) I19.6 S - s
o IR _ N . 10:30pm 10:00pm 7:00pm  7:00Dm
. ) i _ 11.4 16.9 17.5 15.2 33.0 T
3! 2 Life of Riley, NBC Film, Tom McKnight (C) 19.1 . Kstp-tv  kgo-ty wan-tv King tv
| . 8:00pm 6:00pm 7:00pm 9:00pm 7:30pm
: . ' 53 9.5 23| 15.9 225 |
1 Awmos "0’ Audy. CBS Film (C) 16.8 wehs-tv  knxt kovr wwj-tv WRT-tY
4:30pm 7:00pm 7 :30pm 7:00pm 7:00pm
- — - - P — N S -
—_— - 16.2 . 22.7 11.9 18.7 11.2
5 | 5 | The Whistler, CBS Film, Joel Malone (M) 16.6 158 ‘
kttv wbz-tv kron-tv cklw-tv king-tv wmar-tv
N - . 5 10:00121 11:00pin 10:30pm _ 7:00pm 10:000m 11:00pm |
. | e . . . 5 17.2 .
G| 3 Gene Antry, CBS Film (W) 16.1 19.5 2.3 23.3
wnae-tv kovr whbm-tv king-tv
i B o 6:00pm 6:30pm . _5:30pm 6:00pm ) !
7 | 7 | The Patcon. NBC Fim (D) o 9.1 5.0 5.0 15.3 13.0
. knxt keyd-tv cklw-ty king-tv wtop-tv
i i lO:!!Omtl 7:00pm D:Sﬁ(fm 9:00p7m 10:30pm 1
18 | Dong. Fairbaul:s Presents, Interstate TV (D)| 11.8 j7.6 143 12.9 14.4
wrea tv krea kstp tv ktnt-tv
Y po0:30pm 10:30pm 10:30pm 10:30pm g
|6 Kit Carsou, MCA, Revue Prod. (W) 11.5 1.3 0.9 e/ 25
ktty § wmur tv wlw-a wbal-tv 1
N _6 :30pm- 7:30pm i »_ﬂ:OOmn i - _G:OOpm_ - -L
10 Victory at Sea, NBC Film (Doc.) 2.9 2 16.9 9.9 -
kttv kstp-ty komo-te
7:00pm 5:30pm 6:30pm
N ure; (C) com Iy, (D) drama; (Doc) documentary; (K) kids: April. While network shows arc fairly stablo (rom one month to another in the markels
pa lsled aro syndleated, half-hour length, which they are shown, this Is true to nuch lesser extent with syndicated shows. This shotdy




the surprise

m shows

‘?ially made for tv

tv film show
of the year

sl

3-STATION MARKETS 2-STATION MARKETS

with that

CHILDREN

Cotumbus Mltw, Phita. St. L. } girm. Charlotte Dayton New. Or.

0 23.3 21.2 133 21.7|25.5 595 28.5 498

wbns-ty wtmi-tv weau-ty ksd-tv bt g -ty wdsu-
8:30pm 10:30pm T:00pm 10:00pmY o tem 9 omm 5 boeey o Soim
28.9 13.7 59.5 36.8
wimj-t¥y wcau-tv t .
9:30pm 10:30pm 3:‘:)39‘;“ “é‘f.i},‘nﬁ,‘{ A N D
222 19.4 22.2 55.5 23.3 B
wbns-ty  wrix wcau-tv whbty  whio-tv
. 7:00pm 8:30pm 6:30pm 9:30pm 7:00pm A D U L I
18.0 55.8 54.0
whns-tv whtv wdsu-tv
10:00pm 9:30pm 9:30pm A P P EA L
12.5 15.5 35.3 33.3
wivw ksd-tv wbtv wdsu-ty “"lh the M "“d
6:00pm 12:30pm 2:00pm 12:00n

sales results as proof positire

AN

. 19.4 17.4 13.3 21.5|26.5 62.3 21.5 31.8

<

wlw-¢  wimj-tv wptz  ksd-tv fwbre-tv  whbtv  wlw-d  wdsu-tv
10:30pm 10:30pm 10:30pm 10:00pmj 9:30pm 8:00pm 10:30pm 10:30pm

(17.4 7.5 17.7 26.4]29.0 43.3 19.3

wlw-¢ wtvw  weau-tv  ksd-tv Fwbre-tv  wbtv  wlwe-d.
7:00pm 8:30pm 7:00pm 9:30pm | 9:30pm 10:00pm 7:00pm

H

'i 18.0 10,9 22.0 20.9)|16.3 38.3 16.3 33.5

g Fbns-tv  wivw weau-tv  ksd-tv | wlw-d  wbty  wlw-d wdsu-tv
¢ 6:00pm 6:30pm 7:00pm 6:00pm §6:00pm 5:30pm 6:00pm 5:00pm

| 21.7 31.7 102 16.5|23.5 53.3
| whns-ty wtmj-tv wptz ksd-tv | wabt ° wdsu-tv
| 7:00pm 8:00pm 11:00pm 10:00pmf{ 9:00pm 9:30pm
‘ 10.7 21.7 16.0 26.8 32.3 Crated FIGHETLH n; ll\l(' l.l.lll()l] .slil()ll .
LIVIS I 5 NSt L L 1w Pxaung
wiw-¢  wtmj-tv ksd-tv bty swdsu-tv t l LI l\l()‘\_ l_R'( YGRA .
6:00pm  5:30pm 5:00pm 11:00am 5:30pm adventure, thiilling suspense and bhreathtaking
drama of the greatest historic events wrapped
E into a superdarged pukage of startling scienc
16.0 55.5 fiction realin FANMIEY ENTERIAIN
weau-tv bty NMENT endorsed by leadg uln"«.'uur\
A 9:30pm ¥ \pplauded by Sponsors aud Stations.
41. ] § & |
0 - Sold NATIONALLY or REGIONALLY or SPOT MARKET
whtv
6:30pm
20.7
wxix
8:00pm
16.9 9.7 22.8 46.5 |
wtvn wivw whre-tv wdsti-tvy
7:30pm 9:30pm 6:00pm 9:30pm |
14.8
wdsu-tv
11:36pm [
17.8
Q== L .
whio-tv 1955 Film Basies” coming
7:00pm . | | | |
R i % Taets issnue. Juls
12.5 205 39.0 m I I” I. t= l N
will kwk-tv vdsu- 1 . - ' era e At
10:30pm 10:00pm o 0em \dmen who .xl‘m film programis and
— —— _ (“‘ Cret 1 { 11 N { ‘. 1
24.5 15.5 22.0 '
als i SPONSORS
wtmf kwk-tv wiw-d o
5:00pm 4:00pm % :00pm | Ba<tes™ t<sue
1
15.2
wxix
7:00pm |
|
Classtfication as to number of statlons tn market 1s Tulse’s own. ]
letermines number by measuring which statlons are actually Tre-
)y homes in the metropolitan area of a given market even though

itself may be outside metropotitan area of the market.
May chart will appear next issue




from the TOP of M. Greylock .

look in any direction and you'll

see plenty of people . . . with warke! |
money to spend $6‘¥5“:ewoss. o
xet® . and N-
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albany -Troy -Schene O ote°

COP“O‘ District Markg;qdy ._ S0

n New York State
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WMGT
*Pimﬂald MASS

3 MAJOR MARKETS IN 5 STATES YOU CAN REACH WITH

WIVNIGT cHanneL 19

AFFILIATED WITH 3,700 FEET ABOVE SEA LEVEL
ABC and DU MONT b it ad looline f ¢y ;

For the thrifty advertiser looking for a lot o coverage for a mini-

TV NETWORKS mum cost — WMGT is one of the “best buys” in the country. It

reaches into five prosperous, well populated states — Massachusetts,

Connecticut, New York, New Hampshire and Vermont. Want to
reach TV families in Albany, Schenectady, Glens Falls,
Pittsfield, Springfield and the more than 250
other communities in this rich and diversified
i area at low cost? Use WMGT.

GREYLOCK BROADCASTING CO. Want to know more?

8 Bank Row . Pittsfield, Massachusetts

AY FOR MARKET DATA FOLDER
Represented by THE WALKER COMPANY WL

° SPONSOR

S ———
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""The service with the most subscribers’ :
LARGEST SAMPLING OUTSIDE U. S. CENSUS

Scientific Sampling from
U.S. Census Block Statistics

UNPARALLELED ACCURACY

25,000 families interviewed per daytime program
6,000 families interviewed per nighttime program
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for accurate

audience comp. data

Pulse interviewers personally, face
ke face, check with a minjmum of
150,000 families each month — all
different homes, % Only Pulse pro-

vides such incomparable protection.

% No wonder more and more agen-

cigs, advertiser

and stations prefer

Pulse validatiori, favored since 1941,

This month throughout the U.S., 150,000 homes are
being interviewed for next month’s “U.S. Pulse TV"

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

Daytime 27 June 1955
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AROUND FARGO,

WDAY-TV
WINS “GOING

AWAY”!

[\

| ¥
2
o

-

WDAY-TV

FARGO, N. D. e CHANNEL 6
Affiliated with NBC + ABC

FREE & PETERS, INC.
Exclusive National Representatives
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IJATEST Hoopers show that WDAY TV just
doesn’t have much competition in and around
Fargo. Day aud night, WDAY.TV gets 5 10 6

times as many viewers as the next station!

Look at the sets-in-nse—28% in the early
afternoon, 489% late afternoon, 659 at

night!

Since the nearest “competitive”™ TV station is
50 miles away, 1's a cinch that WDAY.TV alse
wins “going away”. in most of the rich Red
River Valley. Clieek with Free & DPeters.

HOOPER TELEVISION AUDIENCE INDEX
Forgo, N. D. - Moorheod, Minn, — Nov., 1954

TV-SETS- Shore of

In-Use Television Audience

WDAY-TV | Siotion 8

AFTERNOON {Mon. thru Frl.)

12 noon = 5 p.m. 28 Bé 14
I S5pm. — 6:30 p.m. 48 1] 13
| _
EVENING (Sun. theu Sot.}
I 6 p.m. — 12 midnight 65 85 17

{*Adjusted to compensote for foct stations
wete not telecosting oli hours)
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SHEAFFER CONVERSION

(Continued from page 37)

a tube that extends out of the pen’s
nib and into the ink supply to draw

ki he pen, making it “mess-
proof” and doing awav with the need
for wiping off ink.

With “the fountain pen that doesn’t
have to be dunked to be filled,” Sheaf-
fer had in its handx the only really new
writing instrument since the ballpoint
pen. But the public, it feh, was likely
to be skeptical about any “new” or
“revolutionary” pens, what with the
battle of the hallpoints still raging and
extravagant pen  claims  everywhere.
I: had to bring the Snorkel to the at-
tention of the public in some big,
dramatic way.

A heavy national magazine schedule
hacked Dy plentiful poiut-of-sale mate-
rial was n=ed at first, but this did not
hit hard enough. The nced to show
the Snorkel in action still persisted.
So Sheaffer turned to the natural me-
dium for visual demnonstration.

In the fall of 1932, Sheafler launched
the Snorkel on tv via sezments of Your
Show of Shows. NBC TV. Sales began

to respond almost immediately, and

Sheafler remained on the Caesar-Coca
vehicle through the ’52-°53 season.

In June of 1953, Sheaffer signed for
shared-sponsorship of Jackie Gleason’s
Saturday night show on CBS TV for
the coming season. That summer they
ran on the replacement show with
Larry Storch, till Gleason returned in
the fall. At the end of the summer, the
“White Gloves” commercial made its
bow on the air and started to run on
the Gleason show.

The results of reaching a huge audi-
ence with a starthngly effective demon-
stration of its new product were soon
apparent. The Christmas-selling peri-
od of October, November and Decem-
ber 1953 set a record high in sales,
about two and a half times as great as
for the same period the year before,
according to Don Reed. In fact, the
unexpectedly large volume of sales
caused a stock clean-out in December.

“We were completely out of every-
thing we had in the factory,” recounts
Reed. “We had shipped all the stock
we had on hand to the dealers, includ-
ing whatever we had in the display
cases in the lobby of our building. The
salesmen even sold their samples. Were
we surprised!”

In order to catch up on inventory,

proof positive

WCUE
.. FIRST
.AKRON

SHARE OF ; Mon. thru Fri, Mon. thru Fri.
RAODIO AUDIENCE 8:00 A.M.-12 Noon 12 Noon-6:00 P.M.
latest
7/ WCUE 32.2 32.7
v0per | station B 29.5 28.3
7arings o Station € 27.0 21.6
' | Station D 4.2 | 9.3
W('ll (2 . .. Akron’s only Independent—we’re home folks.

TIM ELLIOT, President

John E. Pearson Co., National Representatives

and also keep up with the demand that
continued even after Christmas—/(an
unprecedented situaltion) —Sheaffer
went on a six-day production week
from January to mid-March 195.1.
Meanwhile, says Reed, the dealers were
screaming, “Ship more pens or put off
that tv show!”

Gleason carried the advertising hall
for Snorkel (and a few other Sheafler
pens) till March of this year. bolstered
by spot tv announcements on film pro-
grams in markets he didn’t reach (such
as Seattle, Milwaukee, Schenectady,
Erie, Utica, Lancaster, Richmond, New
Haven, Providence, llouston).

In  March, Sheaffer launched a
schedule on NBC TV’s Today-llome-
Tonight participation vehicles which
will run through June. Commercials
on these shows support Sheafler ball-
points and other low-priced pens in
addition to the Snorkel. The person-
ality value of stars Garroway, Francis
and Allen was the chiel reason for
choice of this combo, says Seeds’ tv
dircctor, Russell Young. The morning,
noon and night time periods with their
promises of new and varied audiences
were another important factor. An-
other plus: the stars lent themselves
beautifully  to  merchandising and
point-of-sale support.

Since the T-/f-T trio are not tele-
vised on the West Coast, Sheafler uses
Panorama Pacific a daily 7:00-8:00
a.m. wake-up show seen in Loz An-
eeles, ¥an Francisco and San Diego-
to cover that region.

Sheaffer hazards that Gleason plus
T-11-T plus the spot support reached
an estimated 52,600,000 people.

At the beginning of February of
this year (1935), Sheafler, for its
IFineline Division, started to bankroll
I"ho Said That, a pancl quiz with
John Daly on ABC TV. This ran for
I3 wecks till May. at which time the
pen company turned to alternate-week
sponzorship (with Raleigh cigarcttes)
of a new ABC TV quiz, Penny to a
Willion,  m.c.'d by Bill  Goodwin
{ Wednesday, 9:30-10 p.m.).

This latter show was selected, says
Bon Reed, becanse of its wide appeal
to an average general audience; it has
cmpathy, is pitched at a level that
makes people feel they could get on the
show and auswer those questions, too,
says Reed. It is currently running on
abont 80 stations,

A word here about Sheaffer’s Fine-
line Division. This division puts oul
a lower-priced line of pens. Till re-
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L. €. Walker, President
Shaw-Walker, comments:

“Of our products, we say:

‘Built Like a Skyscraper.
Actually, you can say the same
thing about our business. We've
been growing since 1899 — and
we're still on our way up! But
growth has always been typical of
business tn this area. WOOD-TV’s
continuous expansion reflects

the sound, steady development

of Western Michigan as a whole.”

“Built Like 3
PSkyscraper?

MUSKEGON

CITY . LIMIT

WOODland-TV is big territory!

Chances are, your desk and chair came
straight from WOODland-TV — or. more
correctly, from Shaw-Walker, world’s
largest exclusive maker of office furniture

and hling equipment.

The growth of companies like Shaw-.
Walker is typical of the continuing growth
of business and industry. throughout the

entire WOODIland area.

WOoOoD-TV

And this rich. expanding Western Michi-
gan market is all yours with WOOD-TV
... first station in the country to deliver
316.000 watts from a tower 1000’ above
average terrain. You get important cities
like Muskegon. Battle Creck, Lansing and
.. plus the primary trading
center of Grand Rapids . when vou
schedule WOOD-TV . . . Grand Rapids’

only television station!

Kalamazoo

e e

GRAND RAPIDS, MICHIGAN \ S -
GRANDWOOD BROADCASTING COMPANY ® NBC., BASIC: ABC, DUMONT. SUPPLEMENTARY ® ASSOCIATED WITH WFBM-AM AND

[ A

TV, INDIANAPOLIS, IND. ® WFDF, FLINT, MICH., WEOA, EVAN LUl ND.
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client crises must be avoided if possi-
ble, or solved before they reach the
stage of impasse. A good part of the
responsibility for reconciliation of con-
flicting viewpoints is assumed by P&G.

For the agency it means constant
self-examination and scrutiny of rec-
ommendations, strong pressure to elim-
inate careless thinking; it means a
close client relationship—batting each
step back and forth along the way till
it is sometimes hard, SPONSOR is told,
to tell what part of the final recom-
mendation belongs to the agency, what
part to the client.

Behind P&G’s conviction that it is
wise to let an agency go ahead and
spend its millions even if it d0e§n’t
agree with it les a realistic appraisal
of advertising.

“It is our thesis,” says Snow, “that
there is no such thing as a final an-
swer or one way only of doing things
in advertising. The best you can do
is come with a plan that seems, after
careful study, to make sense. If it
does, you can buy it.

“In other words, at P&G we believe
that there may be more than one
right way lo sell a product. The fact
is that P&G does occasionally operate
under conflicting advertising philoso-
phies at the same time.”

P&G cites an example: Prell and
Drene are two shampoos aimed at
women. They can be presumed to have
the same basic appeal. Benton &
Bowles, which handles Prell, proposed
concentration on the housewife market
and urged that the ad money be put
into daylight radio and tv and in the
wonien’s service magazines.

Compton, on the other hand, de-
clared that the working girl should be
important so far as Drene was con-
cerned, as well as the housewife, and
proposed neglecting daytime altogether
in favor of nighttime tv and screen
magazines.

P&G says it bought both presenta-
tions; they were in effect between
1950-53. What’s more, both paid off.

When its bread-and-butter is at
stake, how do you prevent the agency
from falling prey to the all-too-human
ailment of knuckling under to the man
who holds the pay check? How can
you be sure that the agency is giving
you what it truly believes is good for
vou rather than what it thinks you
want to hear?

\ P&G spokesman answers: “As a
practical matter, when an agency
agrees with us, it is also agreeing to

78

share responsibility for the idea. We
give a recommendation a thorough
going over, try to see that the agency
has really thought the thing through
and is not merely going along with
us.”

There are no rules here; you must
rely on intelligence, tact, self-disci-
pline. If there is any principle, it is
administrative: get differences ironed
out before going up the next step of
the scale. How it works is seen in the
typical case of an agency proposal for
a tv show.

First, of course, the account man has

reached full accord with his tv man,
He, or both present the case for the
program to the tv section at P&G. The
next stage is the inclusion of the me-
dia head of P&G and the manager and
associate manager of the tv and radio
operation. After agreement is reached,
the package is presented jointly by
agency and the tv section to the brand
man, who is the client.

From the agency point of view this
systenm1 of presentation permits it to
eliminate weaknesses before it reaches
the top decision-making level in the
client organization. From the P&G

ONLY
CHICAGO
STATION

WGN-TV!

441 N. Michigan Avenue
Chicago 11

llinois

TOPS IN CHICAGO!!

WGN-TV was the only Chicago station to
place in Billboard Magazine's 17th Annual

Promotion Competition!

Best Job of Sales Promotion for TV Film
Programs in 1954!

(Markets 500,000 and over — second in the nation)

Best Job of Audience Promotion for TV
Film Programs during 1954!

(Markets 500,000 and over — 5th in the nation)

Best Job of Merchandising Promotion
for TV Film Programs during 1954!

(Markets of 500,000 and over — 8th in the nation)

Based on their knowledge of station activities, top agency
executives, leading advertisers, film distributors and film
producers placed WGN-TV above all Chicago stations!

PROOF AGAIN THAT THE TOP
IN CHICAGO FOR YOUR ADVERTISING IS

STATION

For the best radio buy in Chicago, it's WGN—reaching
more homes than any other Chicago medium.

SPONSOR




Big Mike is staking out claim to some 100,000 addi-
' tional families as a result of KFAB's switch to NBC
from CBS. These listeners represent, in round num-
ber, those lost to other CBS stations with overlap-
ping primary areas . . . three CBS stations in a
300-mile line. KFAB is the only NBC station in the
same area. The situation is even more favorable to
KFAB when you compare the ""CBS frequencies” . . .
570—WNAX Yankton, 590—WOW Omaha, and
580—WIBW Topeka. It's simple arithmetic that
the CBS audience will now be split three ways.

I+ all adds up to the fact that “three in a row gives
NBC-KFAB an even bigger show."

Free & Peters will be glad to tell you how they feel
about it. So will General Manager Harry Burke.
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FAMILIES WITH
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SPENDABLE INCOME
fSales Management May 1954)

!
1,500

TELEVISION SETS IN AREA

Televisian Magazine Report
March 1, 1955)
The ONE way to reach ALL
of MISSOURI'S 3RD
LARGEST MARKET!
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°
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Commecrcial Manager
°

NATIONAL REPRESENTATIVE
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ORIGINATING STATION ABC
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cently. 1l was virtually a <eparate op-
cralion from Sheaffer, had its own
distribution svstem (through whole-
salers onhy rather than directh to
dealers) and its own advertising and
merchandising operation headed by
Pete Karle. Sheaffer assistant ad man-
ager, and Gene Troy, sales manager
for Fineline.

As of 1 July, the divisional lines be-
tween [ineline and Sheaffer will he
erased. Sheaffer salesmen will start to
handle Fineline products and viece
versa, The advertising eflort, too, will
be a single one, handled by one team.

Penny to a Million will still be de-
voted chielly to promoting the Fineline
pens. The regular Sheaffer line—re-
ferred to by the coinpany as its “White
Dot” pens and which include the Snor-
kel will be supported by a new pro-
gram on CBS TV this fall. Called
Navy Log. it is a dramatic documen-
tary series about the navy
Sheaffer will sponsor on an alternate-
week basis with Maytag. They have
ordered .about 130 for the
show {(which will run Tuesdays. -
8:30 p.m.); wherever they cannot get
network coverage, they will use spot
tv as in the past.

which

stations

Navy Log was chosen beeause the
company feels it will deliver a tre-
mendous and varied andienee of adults
and leen-agers; also. it has a certain
stature and dignity that it is thought
will give added prestige to Sheaffer
advertising.

Asked about the big =witch in their
choice of tv vehicles from comedy
<tar Gleason to a dramatic documen-
tary  Reed remarked: “The fact that
we used Gleason and were successful
with hint doesn’t mean that he was the
We have a
zood feeling about thix new show.”

I’lans are now in the works for mer-
chandising and dealer tie-ins on Navy
Log. whieh effort is likely to be car-
ricd out with the fnll evoperation of
the 1.5, Navy.

The program also furnishes mam

optimmun thing for us.

possibilities for new and dramatic
commercials,

Vleanw hile, the CBS TV network <lot
to be oecupied by Navy Log (proba-
bly by mid-September) will be utilized
by Nheaffer and Maytag during tlns
summer with another show to start 12
Julv. Program was not set at srox-
SOR's presstime.

But whatever chow Sheaffer picks
to fill its summer slot, it will ahnost
certainly be in keeping with the com-

pany’s mass audience objectives: “We
try to aim our advertising to a middle-
income group- -those making between
$4.000 and $7,500 a year.” savs Don

Reed.

Though prices of Sheaffer pens and
desks sets range all the way from
23.75 to 8110, the bulk of the com-
pany’s sales—about 60°¢-—fall in the
58.75-10-810 range. largely the Snor-
kel. Coming up fast in sales of lower-
priced items are Sheaffer’'s new “TIP-
dip” pens—the Craftsman and Cadet

which, hke the Snorkel, also sport
a messproof filling feature (a hole in
the tip-end of the feed).

About three quarters of Sheaffer’s
air budget is still behind the Snorkel.
the compamy’s best seller. The com-
pany s total budget for 1951 amounted
to $3.700,000; of this 75 to 807 goes
to tv.

As mentioned earlier. Sheaffer likes
its commercials dramatic and memor-
able. First and most outstanding of
the pitehes was the prize-winning
* * * * * * * *

se80 great have been the seientifie and

technological  advances. so great has

been the expansion of our industrial

production facilities in Ameriea. that

acinally our ability 10 move goods into

the hands of enstomers today i« lagging

10 10 15 years behind all types of pro-
dnetion.®*®

ROY W. JOIINSON

Executive V.P,

General Electrie

Syracuse. N. Y,

* * * * * * * *

“White Gloves”™ commereial (in which
a voung lady wearing spanking white
gloves proceeds 1o fill a Snorkel and
wipe it across one glove without stain-
ing it). This plug, which debuted in
the fall of 1953, is now being gradual-
Iy “put ont to pasture.” The com.
mercials now show the pen being
wiped across a fresh white shirt cufl
or the sleeve of a lacy blouse. They
are getting away from eoncentration
on the aetual demonstration, lay more
stress on clenients xuch as prestige and
pride of ownership in the Snorkel.
With the Snorkel. the company had
an unusual distinguishing  gimmick
around which to build commereials,
point= out Russell Young. tv director
at Seeds. But the ballpoints. whiel are
practically all the same, needed drama-
tizing. too. So Young and Reed and
Sceds copy chief. Lee Marshall. put
their heads together and came up with
a series of graphic commercials for
the companmy’s ballpoints. These are

SPONSOR




running currently on NBC TV's To-
day-llome-Tonight as film clips with
the star’s voice over.

The ballpoint commercials show the
pens operating successfully under ex-
treme circumstances. One shows the
pen writing on a cigarette paper held
between two fingers to demonstrate
responsiveness of touch; then the same
pen is held against a white-wall tire
furiously spinning at 70 miles per
hour, to show it can stand extreme
pressures.

Another commercial shows a scale
scarcely weighted with three or four
pennies on one platform, while the
ballpoint writes on a piece of paper
on the other platform with a touch so
light as to keep the pennies evenly hal-
anced. Right after that, the scale ap-
pears with a heavy Manhattan plone
book pulling one platform way down;
the ballpoint presses down on the other
one with heavy enough pressure to
balance the tome and manages to write
on the paper.

Fach of the Sheaffer commercials is
edited into plugs for use by dealers,
who are furnished complete sets of
commercials on request. Dealers buy
their own time on the local air. The
commercials are part of a tv tie-in
package which also include 1D mats
for flip cards. suggested *scripts for
voice-over to identify his store and
news releases for the local paper.

Other pen companies have also made
more or less extensive use of air adver-
tising. Sheaffer’s closest competito
Parker. has also dipped into network
tv. Last season, they sponsored Four
Star Plavhouse on CBS TV, alternat»
weeks.  This fall, they will bankroll
an ABC TV network show, Wyar
Earp (Tuesday. 8:30-9 p.n.). Their
tv expenditure is listed at $2,000,000
in the Standard Advertising Register
(out of a total $3,500,000 budget).

Paper-Mate, leader in the ballpoint
pen market, has a current investment
of $2,500.000 in both network and
spot radio and tv. They sponsor Peo-
ple Are Funny on both NBC TV and
NBC Radio. In addition they run a
vear-round saturation spot campaign
in major markets. which alone get~
about $1.000.000 of the broadcast al-
location. Their total ad budget comes
to roughly $4.5 million, according to
Paper-Mate’s  assistant  advertising
manager, Robert B. McDonald. (Pa
per-Mate’s air success was described
fully in spoxsor, 22 February 1951
page 10). * k&
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PROCTER & GAMBLE STORY

tContinued from page 28

five-a-week nighttime strip when D-I-3
proposed it: nor was it conservative to
stay with davtime tv when the “ex-
perts” were <aving that  women
couldn’t watch tv and do their house-
work at the =ame time. And. he adds,
it surely wasn't “safe” to make Clieer
blue or Dreft pink.

No level is free of elient ~upervision.
from copy through produoction  of
shows and commercials. But this does
not mean that P&G people monkey
with the actual work of production it-
self. .

On the contrary. they follow a strict
hands off policy. Never. for example.
will you find a P&G repre-entative tell-
ing a show director what to do in a
studio, or a ’&G copy supervizor arbi-
trarily rewriting a piece of copy. "W
never fell an agency to do anything.”
i~ the way a I'SG man puts it

This client respect for the creative
responsibilities  and personalities  of
agency people wins a warm response
from everyone vou talk to who works
on Procter & Gamble business. It ap-
pears responsible in large measure for
the fierce lovalty you are likely to en-
counter in ad houses. Few clients are
ax respected by the ageney people wlho
work for them.

Strangely. this wide~pread admira-
tion must be expressed in ofl-the-record
conversation. It is somewhat surpris-
ing to pursue a rich round of confiden-
tial interyiews and to pick up practical-
Iv no company dirt.  \nd. let us admit.
it i~ alko ~omewhat dixappointing.

How to handle agencies: he agen-
¢y is presumed to be right. explain:
\d Manager Chase. "This means that,
no matter how argumentative the I'SG
people get. no matter how critical of
an agency s point of view, if after all
the client <harpshooting, the ageney
~tll insists on its wav, PRC will give
in 99-41 1007 of the time.

The company’s main concern. <avs
Chase. i~ that the agency lave a con-
sistent. sensible case. and that it be
absolutehy convinced of it< validity,

Does this mean that PAG renounces
the traditional c¢lient prerogative of ve-
jecting agency recommendations it di-
like«? Chase’s answer ix wortln of
study by other adverticers. “We never
reject a recommendation. We take the
position that if we reject a recommen-
dation we reject the ageney.”

For P&G this means that agency-
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Have You Been
In The Upper

Ohio Valley
Recently?

You wonldn’t know the Wheeling Areca
anymore. New plants, new homes, new
stores and buildings—in fact—the Up-
per Ohio Valley has become @ beehive
of activity—truly the Ruhr Valley of
Amcrica. Once you check the facts you
will lcarn that the best medium to reach
this fast growing market at the lowest
cost per thousand is WI'RFTV, Within
its coverage area there are 397,000 fami-
lics, consisting of 1,399,800 people, own-
ing 301,778 television sets. 'T'he comn-
bincd anmual  spendable  income s
$1980,105,000 or an average of $5,63]
per houscehold, $357 more than the na-
tional average.

WIRF TV, opcrating on channel 7 with
316,000 watts, transmitting NBC pro-
graws, supplemented by ABG and local
originations, is by cvery accepted stand-
ard of wmeasurcment the domimant sta
tiow in this arca,  Uclepulse, 1ooper
and ARB indicate its widespread popu
lan way ahead of any second station.
We would lLike you to sce these ﬁglll‘('ﬁ
and suggest yon call any  1ollingbery
office, or Bob Ferguson, VI and General
Manager, Wheeling 1177

Remember—things are happening in the
t'pper Ohio Valley, and things will hap
pen for you when you see .

WTRF-TV

Channel 7 316,000 Watts

WHEELING, W. VA.

Equipped for network color

—— e

point of view. it allows for company
participation in the actual formulation
of the final presentation. The brand
man, knowing that his brand is getting
his own department’s best thinking as
well as his agency’s, i most unlikely
to object very seriously to the recom-
mendation so long as it fits into his
markeling strategy.

To its operational advantages, the

svstem adds the benefit of enabling
I’8G to put its own considerable broad-
casl experience and knowledge at the
disposal of its agencies and to lend it
a helpful hand. Gail Smith, who su-
pervises the radio and tv departments,
recalls the origin of its top daytime tv
show as a case in pout.
1951, Rov Windsor,
who heads up tv and radio at Diow-
Biern-Toigo. pulled together the idea
of Search For Tomorrow, a daytime
serial.  The first agency presentation
was made to Smith and Bill Craig,
head of P&G television. P&G had just
had an unhappy experience with its
first 1v serial. But as a result of ex-
perience with the show. it had gained
important  knowledge of production
problems and costs involved in a five-
Line-a-week dramatic show.

Somethme in

This knowledge was put to work in
enriching the Biow presentation, which
was reworked to include the P&G ma-
terial. It was the new joint presenta-
tion that was then submitted to the
brand group at P&G. It was bought.

Stmilarly, you will find the radio.
media and copy departments working
together with the ageucy to get propos-
als to managenent in shape.

Despite the jomt endeavors, com-

pany spokesmen repeatedly stress that
the basic responsibility for the adver-
tusing of the brands rests on the
agency.
P&G is studying a
question on its own and has made
some observations. it will refrain from
pressuring the agencies to aecept them.
It may. however. suggest to the agen-
v i the gentlest manner that research
in a certain direction might be in-
teresting.

“For example,” says a P&G repre-
sentative, “we might <end a note to
our agencies which would say some-
thing hke ‘lave you considered pos-
sible changes in the farm market dur-
ing the past decade. involving such
inatlers as age. mcomes, purchasing
habits, and <o forth?’”

How P&G gets the benefit of com-
bined ageney thinking is revealed bv

Even  when

this description of what happens 1o
the recommendation of an agency in
the ecompany line-up.

Says the P&G man: “Suppose we
are wondering—to take a hypothetieal
case—whether to use foreign-language
broadcasting. We ask Agency A to
study the matter thoroughly and make
a recommendation. [f Agencv A’s con-
clustons indicate that the eourse being
followed by a braud handled by Agen-
ey B is questionable, that ageney is
given the benefit of Agency A’s find-
ings and asked lo reexamine its own
recommendalions.

The ageney studiex go on constant-
Iv. They cover a wide range of sub-
jects like: Should we start producing
color commercials now? Are anthol-
ogy shows getting more- or less-pon-
ular? What is the trend in quiz shows?
At Liunes, 1t is reported, the questions
can seem pretly academe.

The eareful attitude which seems to
cut through the whole strueture of
P&G’s agency relations is one that ad-
men working on its brands feel other
advertisers. both large and small. could
well try to duplicate. You don't have
to be spending in the big leagues in
order to get your agency to perform

e 309% of Nebraska’s
Entire Farm Market

e 128,000 Families
¢ With a V2-billion
dollars to spend
High per capita income based on

irrigated farming, ranching, light
industry and waterpower.

For information, contact Al Me-
Phillamy, Sales Manager, or your
ncarest MEEKER representative.

KHOL-TV

Holdrege & Kearney, Nebr.
CBS e ABC e NBC e DUMONT

SPONSOR
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well, they poim out. These are somne
tips from P&G agency exccutives:

First of all. treat your agency with
the respect owing to specialists, they
urge. Make it responsible for the way
its proposals work out in practice.
Don’t try to force vour agencv to work
your way when it really prefers an-
other. Above all. goes the advice. have
confidence i your agency. Remember
that to do its job well it must be prop-
erly informed. If vou do not divulge
full information to your agency, 1t
cannol do its best and vou are short-
changing yourself.

The thing to look for. a P&G man
emphasizes. is consistency. For exam-
ple, if a presentation has heen made t
you urging that a certain show be
bought because it allows for integra-
tion of commercial and a sueceeding
presentation proposes a show on the
grounds that integration. which is in-
possible in this case, is not important.
you might question whether your
agency is really delivering as it should.

An account man, réviewing his ex-
perience with Procter & Gamble, be-
lieves that the bhasic P&G approach to
developing a campaign for a new
product is universally applicable.

o Client and agency sit down to-
gether and decide upon a marketing
strategy covering such questions as
prospects. price range, competition,

packaging.
e The client obtains the most com-
plete product information possible

from his own organization and sees to
it that the agency is thoroughly fa-
miliar with all latest developments.

¢ Client and agency together devel-
op the advertising claims.

e Client and agency agree on an in-
troductory plan to develop dcaler.
salesman and consumer interest.

e The agcencey’s copy and media pro-
posals are tested in local markets while
distribution is being built.

¢ You go national when distribution
allows; by this time the copy platform
and over-all ad approach are com-
pleted.

P&G. with its impressive ad back-
ground, goes an important step fur-
ther in its agency relations.

Advertising Manager Chase puts it
this way: “The continued strength of
our day-to-day operation depends so
much on successful advertising that it
is worth adding whatever dimension
we can.”

P&G ad structare: Tha added di-
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mension is evident in the unique NG
ad department. aptly described by one
of their agency men as “a Dbuilt-in
agencey.” The P&G poliey is to dupli-
cate the ageneyv structure, department
for department. The ad department
does not duplicate ageney functions.
P&G emphasizes; itx role is supple-
mental.

Thus, the agency account man finds
his duplicate in the P&G brand nran,
the tv liead in Director of Television
Bill Craig. the radio head in Director
of Radio Bill Ramsev. The agency copy
head mcets his counterpart in P&G’s

Director of Copy E. . Lotspeich, and
the art director i Director of Art Ger-

hart. \gency time and space buyers
are paralleled by PSG Director of Me-
dia Paul Huth and lis stafl.  And
agency administrators find their cor-
responding levels in A. N, Halverstadt.
PS&G's Manager of the Advertising

Production Division. and s Assoctate
Manager. Gail Smith.

Comtact is maintained on a day-to-
day basts on all these levels with the
agencies. At the beginning this can be
confusing to the ad liouse. but it soon
learns the sense of L.

As a soap ex-

"

Opening ceremonies dedicating expanded facilities at the High

Point Furniture Building . . .

in the heart of WSJS-TV coverage

. . . where the world’s greatest concentration of furn.itur‘e manu-
facturing boosts the big buying power of the dynamic WSJS-TV

market.
THIS GETS BIG COVERAGE EVERY DAY l

WSJIS, TV

WINSTON-SALEM, N. C.
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There's Real
Sales Potential
Here/

=
~

——
WREX TV

a billion dollar market!

all or part of 12 counties and

4;1 over 100 communities—23 towns
over 5,000 population—77 towns
over 1,000 population,

NATIONAIL AVERAGE on per
capita income and 209, ABOVE
NATIONAL AVERAGE on per
family income. Rockford is the
second largest machine tool man-
ufacturing city in the U. S.

The 11,637 farm houscholds in

% this rich area have an average in-
come of TIWICE TIHE N/-
TION AT AT FERACGE,

Ej Rockford alone is 319, ABOVE

WREX-TV ockford, Illinois, the 7-city
station  dominates this tremendous
market with 58 top CBS-ABC network

CBS ABC

AFFILIATIONS

WREX-TV channel 13

ROCKFORD, ILLINOIS

). M. Baisch, General Mgr.
represented by H-R TELEVISION, INC.
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pert puts it: “At P&G administrative
lines are finely drawn; you always
know precisely who does what.”
Although the various sections are
clearly defined on paper, therc are no
fixed lines of separation in practice.
[’8&G’s whole program of personnel de-
velopment is geared to the concept of
the rounded personality who is ground-
ed in all aspects of brand promotion.
You find such a cross-fertilization of
ideas between men who are formally
supposed to be in quite different de-
partments when you observe them in
Cincinnati, that you wonder whether
departinental divisions are firm at all.

For example, you are likely to find a
media man gencrously handing out
copy notions, or an art man critically
holding forth on the value of a network
time slot. “We don’t give a darn where
an idea comes from, if it’s a good
idea,” a P&G spokesman explains,

This is one of the reasons why peo-
ple who have dealt with the company
for years regard P&G as “a thing apart
in the business world,” as one admir-
ing broadcaster puts it.

Says a former employce: “P&G is a
democraey run on pure logic. It is a
self-perpetuating management that will
always do well.  You rise there on
merit only, not on relationship.”

What is truc of the ad department,
which has now grown to over 100 peo-
ple, is true of management as a whole.
The American Institute of Manage-
ment commments that the P&G manage-
ment is “entirely frec of nepotizm,”
and declares: “Based upon compara-
tive management audits of approxi-
mately three thousand corporations.
periodically surveyed by the American
Institute of DManagement, Procter &
Gamble emerges as one of America’s
truly exemplary industrial manage-
ments.”’

P&G’s methods of handling ilx agen-
cies are but reflections of its inlernal
personnel attitude. winich is aimed at
producing responsible executives from
within. A P8&G represenlative slates:
“Our policy is to give our young fel-
lows the ball and let them run with it
The only way to teach a young man
responsibility is to let him grow into it
by practicing it. Unless we conscious-
Iy try 1o develop the initiative and re-
sponsibility of the young men. the ex-
ecutives, who can only get older, will
have no one to replace themm. Unless
we allow able new executives to de-
velop and rise. as a company we're
dead.”

P&G Productions: The policy is il-
lustrated in the way Procter & Gamble
Productions. Inc. works. This is a
subsidiary corporation set up as a
separate legal entity to handle the show
side of radio and tv. It buys and sells
shows, hires talent, signs contracts, ne-
gotiates with producers and agents, as
any produetion outht might. It is
headed by A. N. Halverstadt; under
him as associate manager is Gail
Smith. Radio is headed by Bill Ram-
sey, who has two assistants; tv by Bill
Craig. who has four.

Ramsey and Craig have over-all re-
sponsibility for the shows; the assis-
tant is the “P&G man” directly as.
signed to specific programs. The P&G
I’roduction man has a husy supervisory
life. He is sole contact between agency
and P&G on show questions. He checks
budgets to sce that the agency stavs
within its promised expenditures. He
reviews scripts, watches shows, cheeks
casting, keeps an eye on quality of
production. lle meets with the ageney
supervisory groups once a month, but
visits the agency at least every other
week on a morc informal Dbasis.

To the agency the &G man repre-
sents a sympathetic ear, a client who

IN EVANSVILLE INDIANA
WISE
BUYERS
CHOOSE

SALES WITH SHOWMANSHIP

HIGH NOON RANCH
Mon. thru Fri.—11:45 to 12:15

Featuring Dong Oldham and the
Dixie  Six,  Jeannie Lamb and
Ulysses Camlini—1he tops in “live
local™ programming.

PARTICIPATIONS AVAILABLE

Represented by

MEEKER TV, INC. — ADAM YOUNG
ST. Louls

CHANNEL 50

SPONSOR




understands a lot about what goes into
shows. To P&G he represents an in-
formed means of keeping its shows at
top level all the time. He symbolizes
the policy enunciated by Ad Manager
Chase: “We try to be an informed buy-
er of goods and services. To be such
vou have to know something about
what you are buying.”

It is a lot of responsibility which is
handed the P&G Productions man. An
agency producer supplies an illuminat-
ing description of a typical script con-
ference on a daytime serial between
client and agency. These meetings are
lield once or twice yearly to take up
a basic story sequence just developed
by the writer for what may be a six-
to-nine-month run. Present will be the
writer, possibly the director, the pro-
ducer and whoever may be directly
above him m the tv department, and
for the client, tv head Bill Craig and
the assistant assigned to the show.

“As the meeting progresses,” say
the producer. “you notice that the
young P&C Production guy is doing
all the talking for ’&G. lle is asking
all the questions. Craig sits back quiet-
ly. savs very litile. The young fellow
is actually shouldering the responsi-

o
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bility. Occasionally. he will turn to
Craig when he is unsure of something,
and Craig may toss in a question to
cover a point the other may have neg-
lected. Of course, you know that Craig
is keeping a watchful eye on things, but
i’s clear that ball is in the younger
guy’s hands to run with.”

The P&G concern with the humau
element sometimes upsets departmen-
tal lines. For example, when the ra-
dio serials Brighter Day and Road of
Life were adapted for tv the question
came up of who <hould be assigned to
them for P&G Productions. The deci-
sion was made to put the man handling
them for the radio department in
charge, on the grounds that he had al-
ready developed a smooth working re-
lationship with the agency. producer,
director and writer.

So we find Ramsey’'s assistant han-
dling two tv shows which still remain
Craig’s ultimate responsibility.

The P&G Club: The young P&Gler
kiows that he has a future with the

company. DPresident Neil NcElroy
came out of the ad ranks. Executive

v.p. Howard Morgens was recently ad-
vertising manager. That the P&G com-

POWER
RECEPTION

RATINGS

COLOR

bination of opportunity and =ecurits
has attractions is evidenced by the low
turn-over of personnel.

Occasionally, a P&G ad man does
leave—it may be dis<atizfaction with
Cincinnati, the promise of New York.
a desire to do something else. or per-
haps failure to live up to P&G’s ex-
acting standards.

Since so many of P&G’s men have
lived their whole business life, or a
substantial part of it with the company,
they may have difficulty adjusting to
the outside world. “Thev miss it con.
tinuity and democracy.” a former em-
ployee says,

About 15 1o 20 P&G ex-patriates
meet regularly for lunch in New York
in an informal P&G Club. Their remi-
niscences and gossip are shared in a
colorful restaurant on Park Avenue di-
rectly across the street from Lever
Bros. Their P&G schooling has taken
the place of the old school tie.

The lumits of logic: Like the time-
buyer who must be able to justifv his
purchase to the media department, the
ex-patriate will express his admiration
for P&G’s great broadcasting knowl-
edgze. The company, e will tell you,

.+ » keeps viewers tuned to

KM.J-T

FRESNO, CALIFORNIA - CHANNEL 24

NBC affiliate

the San Joaquin Valley’s
FIRST TV station in...

now 447,000 watts.

Pacific Coast Mcasurement Bureau
Survey (Oct. '54) shows KMJ-TV re-
ception “most satisfactory” in area.
KMJ-TV carries 24 out of the 35 top-
rated nighttime programs in the
Fresno area (ARB report, March ’55)

KMJ-TV was the first local station
equipped to transmit network color
shows and has presented them on a
regularly scheduled basis.

Paul H. Raymer, National Representative
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time for

DAYLIGHT SAVING

SOUTHERN CALIFORNIA

you have to get up prit-tee early these |
days, what with DAYLIGHT SAVING

and all . . . but you still can’t beat the

SAVING, daytime that is, your client |

will make when they buy DAYTIME

TV on KRCA at these cost per 1000 -

strip prices:

7-8 A M. weekdays
10-sec. . 19¢
20-sec. 37c¢
8-9 AM. weekdays
10-sec. . . . 24c
20-sec. 49¢
9-12 N.  weekdays
10-sec. . . . 12¢
20-sec. 24c¢
12-6 P.M. weekdays
10-sec. R ¥ { -
20-sec. . . . . 43c

don’t let the sun set on these prices,
be an early bargain bird and check

now for details with. ..

KRCA'4 Los Angeles

NBC SPOT SALES
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has done its utmost to eliminate error
and uncertainty from the sales depart-
ment to the media department. And
its remarkable career indicatex that the
thoroughness and conservativeness for
which it i= noted have paid off.

Still, despite the facade of logic 1t
like~ to present to the public, P&G can-
not get away in the end from the im-
measurables of judgment, imagination
and taste. Those working in the pro-
gram arca are definitely concerned
with the character and suitability of
shows. The public relations division is
on top of all scripts to see that nothing
creeps in that might hurt the com-
pany’s reputation.

Even the brand men are reported to
be swayed by emotional tides that may
run into direct conflict with carefully
worked out media proposals. Brand
men in charge of the big PG sellers,
for example, are concerned often. as
other advertisers, with the prestige
character of the shows they sponsor.

Finally, when the charts have all
been analyzed. the facts annotated. and
the slide rules put away. must not the
deciding factor in a show choice be
somebody’s  judgment?  Sooner or
later you eome down to “in my opin-
i()n,” whether you are the agency men
trying to convince the tv department
to buv a new show. or whether you are
the P&G tv. media and brand people
trying to decide whether it looks like a
winner.

It was not prezcience, but the hard
road of experience on whieh &G built
it= radio scrial dvnasty. s early tv
years have been marked as much by tv
failures as successes. even though the
media department has the reputation
of being able to predict show ratings
with fair accuracy.

While it may be true that P&G s
more numbers and facts conscious than
many other advertisers, it 1s hke the
larger national democracy to which it
15 x0 well adapted in that decisions are
actnally the result of the rnbbing to-
gether of diverse pressures.

It ix fypical of the company. and
serves Lo svmbolize its ability to fuse
logic and feeling into a harmonious
union that the administrator
one of the most vehement advocates of
strict adherence to ratings and cost-
per-1.000 analyses still writes popular
songs on the side.

who s

In some vague way
il ix reassnring to learn that he started
out as a disk jockey., R

LOCAL RADIO’S STRENGTH
(Continued from page 11)

New York State retail stores, puts it
this way: “We are sold on radio be-
cause radio has sold for us. 1t cannot
be claimed a~ mere coincidence that as
our radio budget ha~ expanded, so has
our business. We helieve that the most
effective advertising we can do in ra-
dio ix spot advertising with a satura-
tion schedule. We believe that such a
schedule will produce more customers
for less cost per dollar than any other
media which can be used to produce
large volume. We like the low produc-
tion costs and the high degree of flexi-
bility that radio spot advertising gives
us,

He backed up thiz statement with a
radio budget of $20.400 in 1951, over
WROW, which reaches the advertiser’s
entire Albany-Trov-Schenectady audi-
ence.

Some time ago this advertiser
changed from an early-morning musi-
cal program to a 90-a-week announce-
ment schednle on WROW, to reach po-
tential around the clock.
Says Iineberg: “We have experienced
excellent results on spectal promotions

customers

such as anniversary sales and most

rd TVMARKET |
Georgia-Alabama Area

AREA POPULATION

1,314,075

182127

TV Homes as of JULY st
(Television Magazine & RETMA]

INCOME

$1,370,306,000

EFFECTIVE BUYING

COLUMBUS, GEORGIA
FULL
POWER

160

Kw

4c
WRBL-TV

Call Hollingbery Co.
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particularly store openings. Advertis-
ing campaigns which concentrated
more than half of the total advertising
budget on radio produced unbelievably
large crowds of 5,000 to 8.000 people
to attend evening store openings when
we opened a new store in a community.
Also, we've experienced a growth of
trading area business which cannot be
accounted for through the use of other
media.”

Standard Furniture Co. computes its
radio budget at 1.4% of sales. and
finds that radio “gets into potential
customers homes more successfully at
a more economical dollar than through
any other media.” Adds Fineberg,
“The radio message, properly done,
can carry conviction that is lacking
through other media.”

His proof of radio’s sales impact is
the fact that his business has increased
seven and a half times since 1915,
when he began using radio more heay-
ily than in the previous nine vears of
the store’s existence. Ten years ago.
Standard Furniture Co. had one store:
today it is a chain of four stores and
an outlet store. It has hecome the sec-
ond largest furniture operation in its
own areca and the third in New York
State outside of the Metropolitan area.

3. Antomotive: Gardner Buick. Mil-

waukee, Wis.,, with announcement
schedules over WEMP, Milwaukee.
Wis.

“Big Bill” Gardner went into busi-
ness as a Buick dealer in Milwaukee
two years ago January. In January
1954 he began putting 759 of his ad-
vertising budget into minute announce-
ments over WEMP, Milwaukee. Three
months later, he was the biggest Buick
dealer in the entire state. for new and
used car sales. Today Gardner sells
more new and used cars than any
Buick dealer ever sold i the siate.
His monthly sales are over 300 cars.

Gardner’s idea was to build a radio
personality readily identifiable with his
business. With the station, he dreamed
up a character. “Big Bill” Gardner.
acted by one amnouncer who tran-
scribed all the Gardner commercials.
“Big Bill” sounds like a cowhoy on the
air, and it’s no small herd of Buicks lie
disposes of monthly as a result.

Both Gardner and the WEMP man-
agement feel that this Buick’s dealer’s
success with radio has been the niost
spectacular growth of a new business
as a result of advertising in one me-
dium only.
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1. Department., dry goods stores:
Linn & Scruggs Department Store, De-
catur, L. with a daily woman’s pro-
gram on WDZ. Decatur, 1L

Traditionally, department stores are
newspaper advertisers. In fact. depant-
ment stores have heen among the most
reluctant to try the air. Limm &
Scruggs, too. puts 81.27¢ of its hudget
into newspapers. The remaining
18.89 however, are in radio. specifi-
cally, they pav for Something to Talk
Abont, Monday through Friday 11:00-
[1:15 a.m. over WDZ. Decatur.

Linn & Scruggs has sponsored Nan-

has to say:

advertising on KXLY.

casting.”

KXLY

920 ON THE DIAL — 5000 W. —CBS

W. 315 Spraguc — Spokane, Washington
RICHARD E. JONES — Vice Pres. & Gen. Mgr.

Representatives

AVERY-KNODEL, NATIONALLY except
MOORE & LUND in SEATTLE and PORTLAND

How to Win Certain
SALES GAINS on RADIO

Sales produced by a planned saturation on KXLY Radio {CBS)
have never failed to show outstanding gains, Read what Mr. Dave
LeFebvre, City Pa~senger Agent for the Union Pacific Railroad

“l am pleased to report that we had a 20% increase. There were
many new faces in the office who stated they had listened to our

Naturally, it cannot be assumed that this increase was due only
to this advertising, but | will go on record in stating that it cer-
tainly caused part of the increase.

If such occasion arises | would gladly extend my support or endorse-
ment to substantiate the effectiveness of frequent radio broad-

v Norman’s fa<hion, household amd
beauty hint show consistently sinee 8
March 1950, J. R. Tlolt. president of
the department store, sav~: “tangible.”
Savs he: “We find that <hoes. hingerie,
hosierv. foundations and infants wear
produce the most tangible return<”
\nd. he adds. *. .. We renewed our
contract, which would indicate that we
felt it wa~ hringing us busines<.”

Here's how Something to Talk About
sell~ for Lmn & Scruggs:

First of all. the m.c.. Naney Norman.
integrates all commercials into the pro-
gram. Thix is a natural development,

Radio
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Kids Buy Big in
the Carolinas

“Kids’ Korral,’ began as a 30-
minute Monday through Friday par-
ticipating show, 5:00-5:30 P.M.,
with the birth of WFBC-TV in
January, 1954. It has sold thou-
sands of dollars worth of meats,
bread, ice cream, candy, apparel
and toys to thousands of kids (and
their mamas) in S. C., N, C.,, Ga.
and Tenn. Weekly drawing for
prizes gave a soft drink an average
of 1,000 entries per week with
reply cards attached to 6-bottle
cartons! Emcee Johnny Wright
got more than 1-million votes at
lc each to win “Most Beautiful
Man” contest in recent March of
Dimes. Advertisers may sample
studio audience with product if
desired.

For availabilities on “Kids’ Kor-
ral,” write the Station or WEED.

ngtjfjiigiﬂlﬁll;'7. .,;‘;E%a

Channel 4

WFBC-TV

Greenville, S, C.

.

NBC NETWORK
Represented Nationally By
WEED TELEVISION CORP.

|

since the editorial content. as in wom-
en’s magazines, concentratles upon tips
and helpful hints that can be of a cate-
gory suitable to the commercial. The
advertiser’s main aim is to sell specific
items of merchandise. He feels that in
so doing. he is also promoting store
trafic. After all, who’s ever seen a
woman walk into a department store,
go to one department and one depart-
ment only, make her purchase and
leave without looking right or left?
Secondly, the store felt that its very
sponsorship of the radio program is a
form of institutional advertising for

~ the store: the department store is the

implied source of the helpful tips, all
of which necessarily revolve around
categories of products that can be
bought at a department store.

Buyers of individual departments in
the store are frequently interviewed on

* * * * * * * *
s¢The pay-television promoters altack
present free tv programiug with the
statement that it is not in fact free be-
canse it is paid for by advertisements
reflected in the prices of the pradnets.
This argument is as absurd as contend-
ing that pnrchases of antomobiles and
clothing snbsidize the press and that,
were there no press, antomobiles and
clothing would cost the consumer less.
Of conrse, it is clementary economics
that  advertising produces increased
sales which in tnrn make possible in-
creased  prodnction, lower costs and
lower prices to the consnmer. More-
over, the lower prices are enjoved by
all bnyers—those who do not own re-
ceiving sets as well as those who do.*?
DAVID SARNOFF

Chairman of the Board

NBC

* * * * * * * *

the show bv Nanev Norman. All of
them are enthusiastic about the results
the program has produced.

Marge Montgomery, buyer of la-
dies” accessories. cites several direct re-
sults of radio commercials, including
the following:

“On 12 January, one gross of pink
pearls, just arrived. were sold follow-
ing an announcement on the programn.
No other advertising.

“In May, five gross of imported
straw handbags selling for 81, were
sold from two radio shows. These were
never advertised i the paper.”

Says Dick Rodgers, buyer in the
men’s department:

“Omn 12 Janunary, sold out complete-
h on a stock of new Phoenix streteh
lose as a direct result of the radio ad-
vertising.

Leone Hise, who buys in the infants’
department. had more than six spectfic
resnlts. including the following:

“On 23 June, out of four dozen
handmade diaper shirts. most were
sold the same day as a result of the
program. No other advertising.”

Examples of such sales results are
too numerous to quote, but Holt feels
that a record of consistent five-year
sponsorship of the radio program and
a 52-week contract for the sixth year
are proof of the pudding.

5. Financial: Shelby Strect Federal
Savings and Loan Association, with
announcements over WFBM. Indian-
apolis, Ind.

The Shelby Street bank first tried
radio in April 1951 with a $6,000 bud-
get. Though reluctant to use radio,
Shelby Street felt the need because it
has 16 competitors in the market. The
advertiser’s aim was to sell the entire
family on the services of Shelby Street.
However, the amount of dividends was
never mentioned.

During the first year, the bank ran
a total of six announcements per week.
one-minute and 20-seconds, morning,
noon and in the evening.

In less than five years of continu-
ously increased radio advertising, Shel-

Covering the entice
Horthweal lzom Spokane

YOU
CAN TELL

the quality of
our

KASH-BOX

Program by the
companies we keep:

Albers Oats
Brownie Cookies
Crescent Spices & Toppings
Darigold Evaporated Milk
Dr. Ross Cat Food
Dr. Ross Variety Dict
Instant Fels Naptha
Lynden’s Products

» Sunny-)im Products

o Surf Mist Tuna

NATIONAL PRODUCTS THAT KNOW
RESULTS . . . FROM KGAI

Reps.: Everett-McKinney, Inc
New York, Chicago,
Los Angeles, San Francisco

Box 141 - Spokane, Wash.
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by Strect Federal Savings and Loan
Association has more than doubled its
office space and the number of em-
ployees. Currently, the bank is engaged
in an expansion program whieh will
mean purchase of an adjoining build-
ng.

In 1955, the advertiser will continue
using only WFBM in Indianapolis, but
will run 20 announccments weekly.

Here’s how deposits and advertising
have stacked up during the first five
years:

At the close of the first year on
WEFBM, Shelby Street savings accounts
were up by $300,289.37, an increase
of 109%. The second year—§841,148.35
mcrease n savings accounts, or 21
up. The third year—8§81,072,313.12 in-
crease in savings accounts, or 23% up.
The fourth year—$1,418,337.98 in-
crease in savings accounts, or 245 up.

These results came about at a cost
of less than $10,000 a year in radio

advertising.

6. Amnsements: Super Music Enter-
prises, with d.j. programing on
WWDC, Washington, D. C.

The two Feld brothers began adver-

‘l- T‘ L
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tising their record business as a side
business to their lunch counter, and
they invested 875 to promote it on a
20-minute segment of a WWDC d.j.
show. The show paid off. Today Irv-
ing and Israel Feld own four Super
Music record stores. selling 10 of all
records in the market, are big theatri-
cal tmpressarios sponsoring all types
of major theatrical and nruxical pro-
ductions, use the record shops as ticket
agencies for their promotions. and re-
corded a net profit of half a million
dollars last year when they success-
fully reopened the Carter Barron open-
air amphitheater for 12 weeks of en-
tertainment.

Some 65% of the firm’s total ad
budget today goes back into radio. On
WWDC the Feld brothers buy eight
hours weekly of d.j. programing. plus
72 announcements each week. The pop
records played on the d.j. shows are in
stock at Super Music. and the d.j. men-
tions where they can be bought. Super
Music also encourages interviews with
entertainment figures who the brothers
bring to Washington for firm-spon-
sored appearances.

Today, Super Music 1s a 82 million
a year operation.

Checlt your automobile windshiel
e comer, Since Libbey-Dwens-Ford is the world’s

“LOF" in,

7. Miscellancous: Johu W. Black,
with announcements over KDKA Pitts-
burgh.

Last year. Jolm W. Black decided to
promote a itew use for ravon viscose
cloth. previously used strictly for
cleaning optical and precision instru-

ment~: tea towels.
Says Black: “I hit Mt Lebanon, a
Pittsburgh suburb with direct mail

pieces, and got quite a few orders at
83 a dozen. but since 1've been on ra-
dio, I've had four times as many or-
ders from the same area even though
the price i now S1 a dozen higher. |
went into this with the idea that it was
a gamble. So far as 1'm concerned
gambling on radio is pretty near-
Iy I)eltm‘y on a sure thing.”

Black first took to ra(llo as the re-
sult of a talk with a KDKA salesman
who =old him a §100-weekly announce-
ment schedule. and who suggested
S4-a-dozen price for the towels. With-
m the first week, the towels netted
$500 worth of orders. By the third
week. Black was getting $1.700 in or-
ders at a 8300 weekly radio cost.

In Dccember, Black bought time on
cight radio stations in other markets

and doubled his KDKA schedule. *%*

now.

nces are you'lll find

iorgesfmfomrer off fominated ¢ safety plate glass.
I.lbb_q?u -Ford is another reason why Toledo has gained
world fomer—and another-reason why the WSPD area is listed

‘&t wbiBon dollar market.

% cover this 18 county market with your sales

tgrer Broodcoiting Compadny

34 yeors the voice of Northwestern

s" J
' -
-

RADIO
TELEVISION

TOLEDO, OHIO

Represented Nahonally
by KATZ
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Finding those rich Southwestern Penn-
sylvania markets hard to sell? It's
child’s play with WJAC-TY. Power-
ful WIJAC-TV boxes in Johnstown,
Pittsburgh, Altoona and everything in
between. Hooper rates WIJAC.-TV:

FIRST in Johnstown
(a 2-station market)

SECOND in Pittsburgh
(a 3-station market)

FIRST in Altoona
[a 2-station market)

You'll corner the market with the one
buy that covers three .

SERYING MILLIONS FROM
'y ATOP THE ALLEGHENIESS

JOHNSTOWN - CHANVEL 6

Ask your KATZ man for full details!

PIONEER TIMEBUYERS’ TIPS

(Continued from page 35)

time’s as valuable as yours. And re-
member, you need them even more
than they need you.

3. Develop reps’ confidence in you.
Be honest with them about vour plans
and budget in a particular market and
vour campaign aims. The more honest
you arc with the rep. the more he can
help you,

Beth Black., director of radio-tv time-
buying, Harry B. Cohen, remembers
her first radio convention in 1935,
when she says she and seven others
were the entire agency contingent:
Fred Gamble, Hubbell Robinson, Jack
Latham, Ned Midgelev, Bob Howard,

Charlie Gannon, and John Benson.

“The most outstanding difference
between then and now is the immense

- growth of the industry.” she told srox-

soR. “That difference in size in some
ways made it a very different busi-
ness.” she noted.

At that time, she added, you couldn’t
buy minutes or use e.t.’s on network.

“There were far fewer stations, of
course,” Beth said, “Far fewer.”
Each buyer had a far more comprehen-
sive knowledge of available facilities.
and at his or her fingertips. Now
there’s need for all the extra research
available to buyers. In those days, in-

dependents, for example, were just be-

gining to be a factor, particularly
because of the success of WNEW in

' New York.

“During the war the picture changed
again, Because of the print shortage,
more money went into radio, and ra-
dio became harder to buy.”

Taking into account the changed cli-
mate in the broadcast industry, Beth
has these suggestions to make to time-
huyers in 1955:

L. Become more familiar with pro-
graming of individual stations. I's not
a buyer’s fault. she feels, if they're not
as acquarnted with station programing
as their predecessors were, hecause of
the growth of radio and the addition of
tv. However, adds Beth. there’s so
mnch research available about station
programing, that the buyer can and
should find out before making any
choices in a particular market.

2. Realize that ratings are just a

tool, and don’t overemphasize them.

Qualitative audience analysis, says <he,
= at least as important as ratings.
Then other factors too must be consid-

ered. like the station’s position in the
market. the income and age groups it
appeals to.

3. Don’t make unreasonable de-
mands on reps. If vou keep telling
them that you need information imme-
diately, although you have one week
leeway. they won't come through for
you when vou really need it right
away.

4. Don’t make everthing a panic.
There’s pressure enough in this bhusi-
ness without adding to it through an
attitude of constant and chronic rush
and despair. You'll be more precise
and inspire more confidence within
and outside of the agency if you learn
to take crises in vour stride.

5. Be open with the account men in
discussions. Timebuyers should have
an opinion about broadcast campaigns
—that’s what they’re paid for. The
buyer today can’t, of course, be as in-
timately involved with all the aspects
of agency work as they could in the
old days=, because radio departiments
were smaller. Everything is more de-
partmentalized today, and sometimes,
if the buyer doesn’t have stature. it
may bhe because of the agency set-up.

Vera Breuunan.

head

KWKW

W EN PRIMER LUGAR
(First in Spanish)
EN

LOS ANGELES

Belden Survey Proves—

timebuver,

Ist in Audience
st in Value

Complete Market Study Available
Member of Sombrero and Spanish
Language Networks

PASADENA-LOS ANGELES

Spanish Langhage
Siation

New York—Richard O'Connell, Inc.
San Francisco—Broadcast Time Sales

l representatives:
Chicago—Broadcast Time Sales
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Scheideler. Beck & Werner, began her
earcer al Biow Co. in 1931, working
for Reggie Schuebel. In 1942 she fol-
lowed Reggie Schuebel to Duane Jones,
then went over to SB&W, when the new
agency was formed.

The year 1940, she feels, was not so
different from 1955 in terms of the
structure of the radio industry. By
that time. for example, there were quite
a few reps, and the buyer no longer did
as much business direct with stations
as three or four years earlier.

“It was still a lot more than today,
however,” Vera told spoxsor. “On the
surface, the main difference between
1940 and today is, of eourse, the addi-
tion of television and the growth of ra-
dio itself. BBut underneath, the ehanges
are more eonsiderable. Someone who
had last bought radio in 1910, would
need a complete refresher eourse to do
a good job in 1955.”

When teaehing newcomers to her de-
partment, Vera adds some “very 1955
pointers to her timebuying tips:

1. Don’t request deals. The most
important faetor in making a timebuy-
ing decision is the programing char-
acter of a station, hence the type of
audience it reaehes. So, talk to all
stations in a market, and stick to the

W ‘TLUMBER
#w”; AGRmULTUREp

v-.«\

5,000 WATTS - 1280 KC

KERG

EUGENE . OREGON

| WANT MORE -FACTS ?

-CONTACT WEED & CO.
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rate card.

2. Be fair about commitments to
clients. If you can’t afford the station
you want, don’t buy skimpy. T might
be necessary to stay out of a market
altogether.

3. Make sure the account executive
briefs you fully, and try to get in on
plans meetings if possible. This has
become easier today than in 1940. be.
cause buyers today have far more rec-
ognition. Work closely with the ac-
count men. and make surc vou're up to
date on the account’s problems, sales
and distribution set-up.

4. Be careful with cost figures. Pt
down the highest estimate and explain
that these estimates are on the current
rate card and subject to ehange. Dou-
ble eheck vour figures with somcone
else.

5. Dor’t ask for availabilities with-
out a budget. Above all. don’t ask the
rep to wire for availabilities if you've
got 10 davs in which to get them. It’s
not fair to waste the rep’s time and
effort. and if you get a reputation for
always being in a ru-h, he won’t take
you seriously again the one time when
you reallv need the availabilities right
away.

6. Don't trick reps or stution men.

~I’s true that yvou get preference on

52-weck eontracts. but if all vour 52-
week contracts start heing cancelled
after a 10- or 13-week run. don’t be
surprised if voure the last one on
VMadison Avenue to hear about good
availabilities.

Reggie Schuebel. president of Reg-
gie Schuebel, Inc. has built timebuy-
ing into an independent and large-
scale business. Iler organization fune-
tions as a radiotv department for
other agencies.

“I won't tell vou how long 1've heen
in radio.” Reggie Scliuebel told srox-
sor kiddimgly. “But T'll tell vou that
I'in a ‘radio pionecr,” so vou can fig-
ure it out vourself.”

Although she has bought time for
many accounts during her career.
<ome of the most prominent clients
~tand out: Dulova (she was a e al
Biow). DPhilip Morris. Salada Tea.
udson, Grove Cold Tablets. Mennen
Shaving preducts, \IL Bab-O. Sweel-
heart Soap. Fanny Farmer, Eversharp.

These are some of the rules that have
anided her in her carcer:

1. Dou’t keep people waiting. >he
doesn’t make appomtments with reps,
but they can drop in any time and

he'll see them. lowever, it a rep

FAIRBANKS
HITS 48%
SHARE-OF-
AUDIENCE
IN NEW
YORK

Throughout last year, ‘'Douglas Far-
banks Jr. Presents’’ topped all syndi-
cated shows in the nation's top mar-
ket: New York. Its average rating was
18.5, share-of-audience over 40%.
This year, it's doing even better. In
January, almost every other viewing
home in New York was watching this
show! (ARB)

“DOUGLAS
FAIRBANKS ur.

PRESENTS"'
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comes with a station manager. it's a
rule for the person he's come 1o see to
drop evervthing he or <he is doing, and
to have them come in immediately.
Stalion men are generally in town for
two or three days only, and in that
limited time they have to see as many
people as possible. It’s only elemen-
tary courlesy for timebuyers to give
them priority.

2. Don’t spend vour time in nnnec-
essary traveling, (and this from the gal
who used to travel all the time to clear
station breaks for Bulova.) “There are

~special problems that require a per-

she 1old spox-
“But travel as sueh doesn’t do
That’s no way to
going through a

sonal vislt to a market,”
SOR.
what research does.
study a markel-——hy
city in a day.”

3. Know research. l.earn as much
as you can about all the tools avail-

" able to buvers, to the degree thal you

will be able 1o evaluate station data
eritically.

1. Don’t unsell air media. 1f an ad-
verliser plans on a budget that’s ridicu-
lously low for the area he's
cover

trying to
, try 1o get him to concentrate on
fe\\er markels instead. but never say,
“Don’t use the medium.”™ If you can
buy in a way to produce top results in
one or two markets, he’ll add to the
budgel soon enough all on his own.

5. Start in a small agency. U you
wan! to become a timebuyer and a
good one al that, vour chances will he
better if you start in a small shop.
There can  get
experience,

more rounded
learn
“bout copy. pr()(ln('li()n,

Vou
agency somelhing

rescarch and

other  phases  of agency ()pualmn
which, while not directly linked with

timebuying, are a necessary part of
the knowledge a top buyer should have.
In a big yvou're likely to
start as a stenographer or secretary,
then become an estimator and finally
rise lo buyer status. But the big agency
s more departmentalized, and if vou
want to broaden yonr experience there.
vou have to reach out for it. In the
amall ageney, von’re awtonatically re-
quested 1o do other jobs as well.

agency,

Linneuw Nelson, 1mnebuying
visor and consullant, Kudner Agency,
retired permanently in 1951 after 21
years with J. Walter Thompson. “But
misses one’s friends in the busi-
;7 she told sronsor. “To me, this
business had become business and hob-
bv combined. T didn’t feel that |

wanled to be involved on a full-time

Slll)(’l'-

Ol1e

Nness

basis, but the thought of returning was
there most of the time.” (See Linnea
Nelson's complete guide to young
timebuyers in spoxsor 235 February
1952.)

In August 1952, Linnea was ap-
proached by Kuduer ou the Republican
national campaign, and she did work
with them as manager of the timebuy-
ing division during the campaign pe-
riod. After that. however. she returned
home to Babylon, 1.. 1., once again.
Offers kept pouring in. but <he refused.
Then, early in November 19533. she
took part in a radio-tv panel at a CCNY
advertising course. A week later she
was offered a part-time position as tv
analyst by Kudner president Jim Elhs.
This time Linnea didn’t refuse. She's
been with Kudner in a consuhant ca-
pacity ever sinee,

Says she, “\ lot of things have
changed in the industry since 1940.
But some of the basies of doing a good
job for the client are the zame today
as they were then.”

1. Take time to listen to a sales-
man’s pitch and watch his presentation.
If you make yourself unapproachable,
the salesman’s likely to try the client
direct.

2. Pass along detail work when i’s
suitable for you to do so. The lack of
excculive abilitv to delegate responsi-
Dilities can slow down the buyer’s work
and the process of a campaign.

3. To ludy buyers: Don’t ask for
special considerations because of your
sex. Remember, you’re a business per-
son and that vour social contacts with
other people in the industry may have
heen founded on a business relation-
<hip.

d. Be [orthright in your dealings
with stations and reps. Don’t lel yonr-

“Maybe KRIZ Phoenix shouldn’t
have advertised pianos."”

SPONSOR
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self be bulldozed into doing something
shifty, because 1'll only hurt your rep-
utation and your organization’s the
next time. If you cry “Wolf!” and
ask for availabilities though you do not
have a budget, you'll soon find reps
offering the best buvs elsewhere.

5. Be famihar with all or as many
of your agency’s accounts as possible.
Know their background and their
needs. Sometimes you’ll hear of avail-
abilities that may not be worth any-
thing to your own client, but might be
just the tlung for another one of the
agency’s accounts.

Bill Maillefert, radio sales manager,
Lidward Petry, started his career in ra-
dio with Compton in 1937, stayed on
as head radio buyer from 1939 until
1947. During the next three years.
Maillefert was general manager of
WVET, Rochester, then joined Ldward
Petry in 1950,

“A buyer,” says Maillefert, “tries to
reach a large number of people at a
reasonable rate. IP’lease note that I
didin’t say the ‘largest number of peo-
ple’ nor did 1 say at the ‘most eco-
nomical rate’ The timebuyer’s re-
sponsibility is to expend his client’s
dollars in such a way that they will

ATTENTION, RADIO
SPONSORS

NOW YOU CAN REACH
THAT BIG RICH
CHICAGO BILLION DOLLAR
NEGRO MARKET

121,500
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y/

§
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produce maximum sales per dollar.””

To the buyers of 1955, Maillefert
gives this advice:

1. Know what factors control sta-
tion value. “During your first dav as
a timebuyer vou probably heard about
ratings and cost-per-1.000,"" <avs Mail-
lefert. “But bv now vou must have
learned that sales are not necessarily
the result of the hest cost-per-1.000.”

To evaluate a station. adds he. the
buyer should recad -«tation preseunta-
tions, listen to reps. meet the manage-
ment when these station men are in
town. lle feels that travel helps too,
because on the spat the buyer can get
first-hand reports from listeners and
local clients.

2. Know vour client and his prod-
uct. A surprising number of broadcast
schedules. says Maillefert. are placed
by individuals who think they know
what they're selling, but who've never
even seen or tried the product.

Only when the buyer knows his cli-
ent’s product and the firm’s manage-
ment well. can he know who his most
logical prospects are, and what frame
of mind he’d like them i when the
client’s conmiercial i broadeast,

3. Know the entire product cam-
paign. I the buyver know» how the ra-
dio schedule dovetails with other forms
of advertizsing for the same product,
either running concurrently or other-
wise, ie can make sounder decisions.

Maillefert suggests that the huver
ask the following questions in order to
find out the basic advertising philoso-
phy behind the campaign: “Does the
radio schedule play the leading role or

i it a supporting actor? Does the ra-

dio copy tie into magazine or news-
paper ads or tv? low does the radio

copy sell?”

Too mam buvers. he adds. make
their placements without ever learning
what their own commereial ix all about.
Yet, without listening to it. they can't
be sure they're buyving the right audi-
ence at the right time.

d. Know vour agency and learn
how it operates. “This sounds trite.”
sayvs he. “But you depend upon many
people in other departients in yvour
work. 1Tow mamv of them have vou
gotten to hnow. and how many of them
will cooperate with you when vou need
to find out ~omething? Lnnch discus-
stons with them will help you learn the
correlation of the different depart-
ments. Other people in vour ~hop have
interesting jobs too and thev'd proh-
ahlv like to hear aboot yours™ * * *

RHEINGOLD
SPONSORS
“FAIRBANKS”

AGAIN ...
3rd YEAR
IN A ROW!

In January. almosl every other view-
ing home in New York was watching
*Douglas Fairbanks Jr. Presents’
(ARB, January '55 ! Rheingold Beer
is so impressed, they're sponsoring
Fairbanks regionally for the 3rd
consecutive year Many markets
available for first run. "Nuff said!

“DOUGLAS

FAll?Bi\NKS JR.
\\
PRESENTS" ' )

ABC FILM
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(Continued from page 33)

disks and sheets. Says the study: “The
table indicates that at least in Colum-
bug, the juke-box-sheet-music-phono-
graph record of selecting popular mu-
sical numbers is one in which extreme-
ly great weight is given to the music
preferences of teenagers and of wom-
en in their twenties . . . but one which
does not represent the music prefer-
ences of older women.”

National corroboration comes from
The Market Research Corp. of Amer-
ica. A company spokesman says:
“Probably half or more of all disks
are bought by teenagers and young
married and single adults. After the
earlv twenties, buying seems to taper
off as marriage and family years
come.

Who's at home to listen? [Jut who
is your largest potential daytime audi-
ence? Certainly not the teenager, who
is most likely at school or at work:
nor for that matter is the young single
woman, who is working—or even the
voung married. This is made clear in
chart 4 which shows the number
of available Ksteners per 1.000 homes
in Columbus (see page 33).

All through the day, the tiniest scg-
ment of the female audience is made
up of teenagers, Even during the late
afternoon, when many stations delib-
eralely aim at them, their representa-
tion is comparatively small. From 4:00
to 6:00 p.n., for example, there were
65 teenagers available per 1,000 homes
as against 2145 women in the 31-45
age gromp.

‘This latter age group 1s the largest.
according to the table. The study
makes a significant point: “It will be
roted that at all hours of the dav,
older women outnumber those under
30 years of age and by very consider-
able margins. . . .7

But you might expect that when it
comes to actual listening teenagers
make up a very substantial share of
the davtime disk shows anyway, since
they are such intense fans. Recent au-
dience  composition  studies  snggest
otherwise.

Nov.-Dec. 19534 Pulse  30-market
studv  showed that Martin  Block's
Make Believe Ballroom on ABC. 2:30-
1:00 pan.. averages only 10 teenagers
per 100 homes as against 99 female
adults. Even ABC’s Platterbrain show,
carried on Saturday mornings 11:00-

1 11:30 aam. found female adults out-

numbering teenagers 54 to 18 per 100
homes: there were twice as many chil-
dren 11 and under than teenagers, in-
cidentally.

WNEW, New York. one of the pio-
neers of the music-and-news formulas,
estimates that the median age of the
audience to its Make Believe Ballroom,
10:00-11:30 a.m. and 5:30-7:30 p.m.,
is 32. Median age of those listening
through the entire afternoon of popu-
lar music is between 28 and 30.

From an advertising standpoint, the
histening age is naturally of vital im-
portance. WNEW’s research director,
Mary McKenna, points out that “The
20-4 age group is the one we are pri-
marily interested in. 1t is the one with
the young housewife and mother whose
family 1= in the building stage, who is
at the peak-buying period in her life.”

What rwomen like: Here is how
preference varies with age. according
to the Ohio State report:

As the age of women listeners in-
creases, preference for the following
decreases: “currently popular.” “Dix-
ieland,” “"progressive jazz,” “jump,”’
“Broadway show tunes,” “big orches-
tra~,”  “musical comedy,” “‘Latin-
American.”

But preference goes up for “hymns,”
“spirituals.” “marching band music.”
“Weslern music.” “music popular be-
fore 1930.” “old time or country mu-
sic.”

The youthful slant of much daytime
musical programing is evident from
surveyer  Welel’s  ohservation  that
among the women up to 30 years of
age who make up little more than a
third of all women over 14—the five
most popular types of music are “cur-
renth  popular.”  “Broadway show
tunes.” “big orchestras,” *“ ‘sweet’” pop-
ular music.” “progressive jazz.”

Appeal to different groups: Con-
cludes Welch: “U'ndoubtedly. the use

PU LSE Proves
MICL

ilkes-Burre

Penna.
the front-running raodie station
reaching more than a Quarter Mil-
lion rodia homes.
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of current ‘hit parade’ numbers in mu-
sical programs of radio stations does
reflect the tastes of a eonsiderable body
of listeners; however, it might be sug-
gested that for the benefit of the large
numbers of hsteners who are not rep-
resented in the selections, stations
might provide certain types of music
at some lours during the day, for
those with other nusical preferences.”

Of course, how a station provides
the broader appeal Weleh refers to
depends largely upon the audience
characteristics of a given area. The
tendency to like a certain type of mu-
sic more or less as one grows older
might not vary inuch from section to
section, but the over-all popularity of
nmusic types probably will. A BMI
spokesman comments:  “You can’t
wake generalizations. Polkas are pop-
ular around the Canadian line. But
vou will probably do well with Span-
ish music in New Mexico. The impor-
tant thing is to study the audience in
the given market.”

Here’s the way several stations spe-
cializing in music look at the problem
of altracting the broadest possible au-
diences with their musie.

At WNEW in New York, the follow-
ing thiuking is applied in making up

FOR SPOT ADVERTISERS

L
~ NBC AND NBC-TV
NETWORKS

National Advertising Representatives

NBC SPOT SALES

THE ST. LOUIS POST-DISPATCH
BROADCASTING STATIONS.
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the selections for the Make Belicve
Ballroom. Says head of the music
library Al Trilling, “We try to exer-
cise our bhest judgnient and taste on
top of popularity polls, sales figures
and requests, For the Ballroom we
generally run about one-third current
hits, one-third older standards. one-
third new reeordings.”

Behind the widespread use of the
old standard is the view expressed by
Mary McKenna that the woman in her
thirties wax a youngster during the
period when the big bands held sway.
The old standards are nostalgic bits
that are therefore of importance in
niusical programing. “It is also ap-
parent.” she says, “that the selections
should appeal to the romantic side of
women.”

A growing number of stations lhave
become aeutely aware of the need to
fit nood to time of day. For example.
Wilham B. McGrath, maunager of
WHDH, says: “Our Boston Ballroom,
from 4:00 to 6:00 p.m. is the town's
top show, but it could not run all day,
for different time periods lave differ-
ent requirements.”

Between 10:00 aamn.  and noon
WHDIE runs “ballads and romantic
softer music; we try to appeual to the
major housewife audience.” The early
morning show “must move. be spright-
Iy, with good orehestrations, but with
few vocals and no jive.”

“Dreamy stufl” takes over at niglt
on Cloud Club, 10:30-miduight. “and
we are careful about the commercials.
McGrath adds. “It's Saturday that we
really go after the kids. In the morn-
ing we do a top-10 show and in the
evening we run Jukebox Saturday
Night. On Sunday afternoon. by cou-
trast, we carry lush orchestrations that
are close to classical in character.”

Interestiugly, on the station’s top
show, Boston Ballroom. which plays
practically  anything  that's  new.
Rhythm and Blues. the eurrent teen-
age craze. is strietly taboo.

McGrath sums it up  this way:
“When people had one radio set. you
had to get the family when you got the
kids. Now, with multiple sets, a sta-
tion has to be more things to wmore
people.”

Many stations base a large portion
of their popular music programing on
requests rathier than best-seller  lists.
One of the exponents of this approach
is WOLF. Syracuse. Manager Sher-
man Marshall reports that Sandman’s
Serenade. 10:00 p.au, to 2:00 aan

YOUR STAR...
YOUR HOST...
YOUR
SALESMAN:

DOUGLAS
FAIRBANKS .=

To all moviegoers in the country (and
that's just about everybody) ‘‘Fair-
banks'' is a magic name. |t promises
action . . danger . . .excitement. And
“Fairbanks’' lives up to that promise
as producer-host of every show, star
of one out of four in the sponsor-
proven TV film series:

“DOUGLAS
FAIRBANKS .r.
PRESENTS"’
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“Laura Lee’s Ranch”
9:45 to 10:00 A.DM.
3.3 IN ITIOME
.7 OUT OF IHOME

4.0 Total Puls;

E . AFTERNOON 3

“Bill's Bandwagon”
4:30 to 4:45 P.M.

4.0 IN HHOME
.8 OUT OF IIOME

4.8 Total Pulse

“IHouston lloedown”
8:43 to 9:00 P.M.

2.8 IN 1IOME
.6 OUT OF HOME

ﬂ Total Pulse*

HNUZ i oL

= OUT OF HOME PULSE
12 soon 1o & P.M. — Men. thew Fri.
Tizd for Wo. T mamings

OUT OF HOME-Jan. '35
N HOME — Jan.-Feb. '33

Finaf i Howston,

hNUZ

MNATL REPS.~FORJOE AND CQ.
N HOINTDOMN, CALL DAVE MORRIR
JAgiksen 3-2381

|

nightly, pulls about 1,000 requests a
week. These are used to program the
1:00-7:00 pa. Jukebox Serenade.
“There is no jive,” says Marshall, “un-
less 1t is a top request.”

On the theory that you've got to
spread a wide broadcast net to catch
listeners of varied tastes, WOLF pro-
grams two Lombardo, two Crosbhy
shows and one Wayne King show a
day. two polka and two hillbilly and
Western programs, two hours of older
pop numbers and a military band pro-
eram.

The appeal of the soft, easy-to-listen-
to bill of musical fare has heen noted
with increasing frequency since the
advent of tv, and more and more sta-
tions are turning to this genre for
their programing mainstay. following
the advice of such as Ed Hochhauoser,
Jr.. sales manager of Muzak. le says:
“The stations that are most successful
in tv-proofing themselves are offering
the aundience that which tv cannot do
as well—music that is easy to listen
to, relaxing, pleasant.”

An interesting example of such pro-
eraming is heard on WPAT, Paterson,
N, J. Gaslight Revue. which runs
nightly 7:00 to 11:00 p.m.. is the sta-
tion's answer lo the big question:
“What can we do i the cream tv
hours between 8:00 and 10:00 p.an.
that tv cannot do as well?”

On Guaslight you find no loud or
jumpy tunes, savs WPAT DProgram
Director Charles Scully, nor any vo-
cals. And except for the hourly and
half-hourly short newseasts, no talk.
Conmnercials  are doubled up before
and after the newscasts, thus allowing
for a maximum flow of uninterrupted
music that ecan serve as a pleasant
hackground for an evening at home.

To text listener reaction, says Scully.
two anuouncements per night were
run for a week a~king for opinions on
whetlier to change the program. The
mail pull came to 15.000  all in favor
of the present format. Another 15,000
yesses came in answer to a request for
reaction to the idea of a
monthly program guide to cost a dol-

listener

lar a year.

Stations are finding that  classical
msic can be profitable. too. The case
of WONR tr New York City has long
been known, BMI reports that 1,200
stations replying to a questionnaire of
lust vear reported averaging six hours,
21 minutes per week of coneert musie.
Commtented WDOK, Cleveland, “Our

concerts have the strongest audience

pull outside of sports.”

“Others might find it profitable to
hecome known as the good music sta-
tion. as we have.” said WDAR, sa.
vannah.

“It took six years to give elient a
taste of good music,” commnented
WDLB, Marshfield, Wiz, “and now
they like it.”

sPoNsOR's Buvers” Guide to Station
Programing recently issued shows that
787 of all stations replying to its
questionnaire are carrying classical or
semi-classical mnsie, an increase over
last year when 617 were carrying
such fare.

It has long been a common assump-
tion that classical musie i~ most liked
by the “upper” income and education-
al groups. This is borne out by table
3 from the Welch =tudy (page 33),
which chows 567 of the high income
group indicating a liking for svmpho-
ny mnsic as against 219 for the low-
cr-ntiddle and low-income group. Sim-
ilarly. those who had heen to college
outnumbered those who had just grad-
nated from high school aniong those
wlio stated they liked syniphony musie.

“Currently popular music,” it will
be noted, appeals equally to all female
income groups. But there is a great
disparity when it comes to “Broad-
way show tunes,” which are liked by
7707 of the upper income group, 339%
of the lower. In the “big orchestra-
arrangeinents” and “musical comedy,
operetta music,” the dizparity is simi-
lar. luterestingly, liking for music
generally seems to increase with in-
come level.

The top=-10 approach: Y ou will find
plenty of stations who consider hit-
tune programing notl only satisfactory
but an excellent means of building
substantial audiences, The thesis s
that popular nmsic has proved itself
throngh experience to be what people
wiant most to hear and that if vou
build your programing inlelligently
around a core of the bestliked num-
bers you have a good chance of win-
ning listeners.

Furthermore, say some station men,
in the competitive era of today a sta-

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED
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tion niust strive to fiud its niche in the
most effective and economical way
possible; for mamy this has been
achieved through the top tones ap-
proach.

Interest in sharing ideas on how to
find the wost popular numbers is seen
in station exchanges of program tips.
For example, the AINIS station group

about 35 wmembers—recently ex-
changed lists of the Top T\wm) A
number of these stations go in heavily
for hit-number programing.

How one station has put the hit pol-

v to work in a way that it believes
cffective is illustrated by the practice

of WTIX, New Orleans. Manager
Fred Berthelson says:
*Our top tune list consists of the

Top Forty, as this is the basis of our
programing. We survey all the record
shops, retail record outlets and other
dealers in New Orlcans, thereby ar-
riving at the Top Forty Tunes i \ew
Orleans. Our theory is to play three
Top Tunes out of every fonr records
plaved.”

Hit-number programing is the vogue
across the Canadian border. too. Al
MacKenzie, manager of CKXL. Cal-
gary. reports: “Our Top Twenty se-
lection is compiled cach week from
listings appearing in Billboard, Cash-
box and Variety. Only the two top
arrangements of cach hit selection are
played—with the “sweeter”™ version
getting the nod on more frequent play.
Top Twenty list is changed once a
week on Thnrsday.” Top Ten shows
run daily at noon and 6:00 p.m., Top
Twenty daily at 9:05 p.m.. Top Fifty
on Saturday. 9:00 a.m. to noon.

And in this day of tv competition,
some Dbroadeasters say, the teenager is
a more important audience than ever,
and certainly worth cultivating. “To-
day a radio station has to specialize.”
maintains Bob Smith. program dircc-
tor of WINS, New York. Between
7:00 and 9:00 p.m. WINS airs s
Rock ’n’ Roll Party, m.e’d by Alan
Freed. “This is strictly for the teen-
ager,” says Smith, who f(‘(']s that his
station started the Rock n” Roll fad.

“And it is a phenomenal success,” he

avers. “For months it pulled about
10.000 request letters a week. Now,
after nine months, it pulls about 1,000
letters a week, even though the andi-
ence knows it is impossible for us to
handle more than a portion.”

Note that this is a nighttime show.
The pop-minded New York station
runs a much quieter show in the morn-
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g between 10:00 aum. and noon. fea-
turing lush orchestrations of standards
mixed with ~tandards, all combined to
appeal to the voung housewife rather
than the teenager. “The music tends
to get brighter as the day progres<es,”
reports Smith.

Prograws. not recorvds: One of the
chief complaints vou run into when
talking with people in the radio husi-
ness concerns the sorry state of pro-
graming that many claim s all-too
prevalent. “Many stattons have no con-
cept of musie programing.”” says one
ceritic. ““They ~imply play records with-
out any thought of how they hang
together.”

“Would you put on a two-hour mu-
sical show in a theatre without plan-
ning it?7 queries another. “But this
is what is =0 often done. Loud num-
ber follows soft, extremes are thrown
together. with no thought of how a
mood is cither created or destroyed.”

This is an old story at BMI where
they have conducted clinies on the <ub-
ject for years. And thev are sill ap-
parently trying to get the \.B.C’s of
the prograimn across to many s=lations.

Jack Ellsworth, program director of

WALK. Patchogue, N Y., believes that
mueh of the trouble arises from the
fact that unqualified persons are de-
terinining show content. In an analy-
~is of radio music Ellsworth states:
“The librarian situation at many sta-
trons 1= appalling. Far too many man-
agers will hire a girk. pos<ibly fre<h
from high school. and place her in
full charge of the record library at a
salary of S35 a week . . . more than
tikelv she 1= far from ¢ualificd to <e-
lect that allimportant music for vour
record shows,
. .. what eveny
station needs is a well-qualified nmsi-
cal director. Many station managers
. .. beeame fed up with <loppy or just
generalh wisatisfactory  librartan  or
announcer-pulled <hows. They realized
that a musical director can be a< im-
portant as a progranl director or a
clitel engineer. These stations hanve in-
telligently planned record shows.™

Fllsworth urges:

Method of study: The Ohto Sate
University study is part of a <eries
conducted by graduvate students in the
Department of Speech under the su-
pervision of llarrison B.
Anmong recent surveys was one report-
ed at length by spoxsor on how pro-
aram preferences vary with andience

Summers.
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It must be good! After just 10 months
in syndication, Racket Squad has
90% renewals from a wide variety
of big-time advertisers, including
brewers, oil compantes, appliance
manufacturers, chain stores, etc. No
wonder . . . look at the ratings and

share-of-audience. (ARB, Dec. '54):

Columbus 17.7
Dayton 20.0
Seattle 21.5

47.3% share
59.5% share
31.6% share

First-run markets are still available,
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characteristics in the 18 October 195
i.‘Fllf‘.

Another study that has received na-
tional attention raised the question of
how closely women watch tv in the
daytime.

The Ohio State studies are among
the few whicli deal with preferences.
As such they are open to the general
eritici=mr that applies to all such re-
search. Hard-headed research men
tend to treat findings based on what
respondents say they like or do with
less confidence than statistical findings
on what thev actually do in practice.

still, researchers with whom spoNsor
discussed the Ohio State study tended
to be sympathetic to the soundness of
its over-all approach. * ok ok

SPONSOR ASKS

(Continued from page 55)

one of the biggest headaches that we
have is to keep his price in line. In
more cases than not, this is kmpossible.
Contracts are rewritten at the end of
the year, sometimes with fantastic
hikes to keep the star happy, but then
what they fail to sce is that il the rat-
ings don’t go up proportionately, so
that the show continues to deliver a
good cost-per-thousand, the handwrit-
ing i~ on the wall; in many cases, the
advertiser has no choice but to make a
replacement and thereby “bust” the
talent.

There is no pat solution to this prob-
lem. Lach “bust” has its own extenu-
ating circumstances, h is also true
that many shows that come on the air
with a bang wear themselves thin with-
in a year. We know fromn studying
audience habits that it is generally
true that after shows are on for any
length of time, the public loses its
enthusiasm and wants a change. This

Where your Boast
Meets the Coast
and Pays You
Greater Dividends

is wliy perhaps one of the best things
that could he recommended would be
a periodic injection of new themes
into the format. a consistent effort to
avoid sameness, and a sharp awareness
for new writers.

| have a feeling that the new writer
is not being given a suflicient chance,
that the “stars” are content to use
those with successful histories. It is
my opinion that too manv entertain-
ers fail to investigale new writers. be-
ing content to take that which is “tried
and true.” It might be wise to bud-
get “experimental” money for writing.
Tv stars must be ever so careful to
present themselves ecach week in the
best light with the best material and
somehow must take an objective view-
point of themselves and their work.

MAINTAIN THE PERSONAL TOUCH

By Garry Moore
CBS TV Star

Intelligent day in
and day out pro-
graming is the
most  nmportant
element to a tele-
vision performer
who cares to sur-
vive the growing
tv mortality rate.
On  June 24h.
the Garry Moore morning show cele-
brated its fifth anniversary of doing
five shows a week, 52 weeks a vear.
We feel that the success of our show is
the personal touch with each member
of our andience. We strive to remain
intimate, to have intelligent personal
contact on an intelligent level with our
audiences.

We know how to et the hig laughs

but we prefer to get the daily warm
chuckles in a cumulative wav. Low-
keved chuckles, warm smiles. rather
than “hit them over the head™ is our

COVERING SOUTHERN CALIFORNIA
WITH 5000 WATTS

Los Angeles i Long Beach
541 So. Spring St. | 3745 Atlontic Avenue
MAdison 5-2551 L.B. 407-907

philosophy. No contrived or obvious
use of stunts or gimmicks - when gim-
micks are employed. they should be
spontaneous and unexpected. The show
i= evenly balanced with no radical
ups and downs. We feel it belongs to
the public.

It is always pleasurable to get mail
from audiences. but on this show the
pleasure is really all mine hecause the
mail bags contain so many construe-
tive, usable suggestions. That’s what 1
mean about being close to the audi-
ence: they feel that the show is theirs
and they do something about it.

Another important ingredient in the
success of our show is the lack of flar-
ing temperament in the troupe. There's
just no time for it. Everyone on the
show is a friend of the next one and we
all work well together. There is no run-
nmg around blindly or <houting. It
makes for not only more pleasant
working conditions. but also a better
show.

So after 1,200 daily shows. our pro-
gram continues to win new {riends—
and we're still having a wonderful
time. Perhaps that’s the basie secret:
we enjoy doing the show. And for-
tunately, the audience seems to enjoy
it too  vear after year.

ROUND-UP

(Continued from page 59)

WGSM. Huntington. N. Y., has a
show called This Is Long Island which
programs strictly for the Long lsland
listencr. A roving reporter, Jack Lynn,
tours the towns on Long Island with
a tape recorder, soliciting opinions on
topics like the polio vaccinations or
the radar system used by police to
trap speeders. 1t's one of the many
wavs in which stations are getling
closer to local interests of their com-
munities.

#* * »*

KXYZ. Houston. feels that its cam-

paign against  objectionable  comic
books, just successfully completed.

shows the true power of radio. Ired
\ahas, executive v.p. and general man-
ager of KNYZ, devoted three minutes
dailv. of his news commentary. To-
morrow's Ilistory. to bringing out the
case against sordid comic book mate-
rial. Ile began in November 1953, [ea-
turing statements from psychiatrists.
legizlators and social workers to hack
his contention that controlling legisla-
tion was needed.

SPONSOR




After appearing before state inves-
tigating committees and as a speaker
before various supporting public
groups, Nahas had the honor to be
invited to be present at the signing

of such a bill by Gov. Allen Shivers.

* * *

KMA, Shenendoah, lowa, recently
sent out cards with a unique angle.
Someone at the station took the trou-
ble to figure out the weight of the
money speut in the station’s market
and came up with these figures. A
freight train eight and three-tenths
niiles long would be required to haul
the estimated $1,910,798,000 spent in
the area if il were in silver, and the
weight of the money would be some

51,594 tons.

* * *

Philadelphia’s KYW has a unique
food promotion service they call,
Luncheon Is Served. The station serves
lunch supplied by food advertisers to
1.000 ladies a week from various wom-
en’s clubs. After the luneheon, the
station’s home economist discusses the
advantages of each product served and
the wonmen are given literature on the
product as they leave.

The station offers the service to ad-
vertisers who qualify by buying a re-
quired amount of time. ‘KYW has a
promotion pieee in the mail now giv-

ing details of the promotion.
* * *

KCOH. Houston, recently received
the first  “Distinguished  Service
Award” from the Houston Negro
Chamber of Commerce. The award
was in recognition of the station’s ef-
forts in conducting two 13-hour radio-
thons. The first resulted in the collec-
tion of 22 tons of food and clothing

“Why not run our ads the painless
way, Boss—just let those KRIZ
Phoenix personalities ad lib them?"
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for an old-age lome, and the second

in $10,000 in small donations for the

Building Fund of a YMCA 1n [louston.
¥ * *

WCET, Cineinnati. is engaged in a
drive to keep itself from going out of
business. The station was the first in
the country to receive an I'CC license
to operate an educational (non-coni-
niercial) station. The management of
WCET figures that they need $150.000
to stay oin the air for the rest of the
vear. Next year (1956) the station cx-
pects to receive funds on which to op-
erate from several schoolx.

The station, with the help of the

Crosley  Broadcasting  Corp., has
launched a drive for public aid.
. * *

The Radio Advertising Burcau has
a promotion piece in the mails show-
ing the listening habits of teen-age
girls. Some of the highlights: (1)
any day of the week an advertiser ean
reach 77.4% of all teen-age girls. (2)
76.3% of teen-age girls have their own
personal radio, (3) 65.67C prefer pop-
ular disk jockeys. (See “Are you
niorning-minded or open-minded?”
SPONSOR, 13 June, page 30.)

* * *

KMAN, Manhattan, Kan.. observed
its fifth anniversary by running a 300.
line ad in the local paper noting that
the station had contributed over
%28,000 in local public service time in
its short history. Commenting on the
advertisement. General Manager Lowell
E. Jaek stated, “The public scrvice
time a radio station gives to its com-
munity seldom s appreciated. and
never recognized . more  stations
might capitalize on their public serviec
to the community. Too often it is
taken for granted.”

* * *

KMFB-TV. San Diego. is making
sure that viewers in the area don’t
forget to watch the Lone Ranger. The
station has the Lone Ranger watching
the viewers. lle is on a bill board 24
feet tall, and watches a stream of
trallic that the station says numbers
over a million each month.

WY™ a1, « ... |-

Lone Ranger watches San Diego for KFMB-TV

CITY AFTER CITY

IS TOPS IN

E SPOT!

| L
ITS TIM

Yes, in Atlanta, Detroit and San An-
tonio (to name a few) Racket Squad
rates # 1 in its time period. Here are
more cities where it tops competition:

DAYTON 22.8 62.1% share
FT. WAYNE 49.4 84.29% share
GRAND RAPIDS 22.9 55.6% share
HOUSTON 30.5 71.4% share

'Rating source. ARB, Feb. 1955)

Some markets are stilf availabie . .,
reserve yours, before someone else
does!

RACKE
SQQAD

Produced by -

Hal Roach, Jr. m /-
e
P

T WiTH 6

ABC FILM

SYNDICATION, INC.
7 West 66th 5t., N. Y.

CHICAGO + ATLANTA - HOLLYWOOD - DALLAS
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WSAU-Ty

WAUSAU, WISCONSIN

CBS - NBC
ABC - DuMont

CHANNEL 7
100,000 watts

1,921 ft. above sea level
540,000 population
$662,899,000

spendable income

152,000 homes

Represented by
MEEKER, TV,
New York, Chi., Los Angeles, SanFran

Stockholders Include

RADIO STATIONS

WSAU - WEFHR - WATK
NEWSPAPERS;

Wausau Daily Record-Herald

Marshficld News Herald

Wis. Rapids Daily Tribune

Merrill Daily Herald

Rhinelander Daily News

Antigo Daily Journal

OWMNED AND OPERATED BY

WISCONSIN VALLEY TELEVISION CORP.

e
I @

STalker
rertisimng

Bea R, Dounaldson was numed chairman of the
Adrertising Federation of America at that organi-
zation’s convention in Chicago the beginning of
this month. Donaldson is director of institutional
advertising of the Ford Motor Co. As AFA ehair-
man. he succeeds Wesley I. Nunn, manager of the
advertising department of Standard Qil Co. of
Indiana. Close to 1,000 AFA members attended the
Chicago ronvention. Donaldson was member of Advi-
sory Board of svonsor’s All-Vedia Evaluation Study.

Henvy Scehachte becomes vice president in
charge of advertising, marketing and public relations
at Lever Brothers on 28 June. For the past two
vears, he has heen senior vice president of Bryan
Houston Inc., New York. Prior to that, he was
with the Borden Co. as director of advertising. [le
joined Borden in 1917 after two years at Young
& Rubicam as an account executive for Borden.
Schachte, too, wus a member of the Advisory Board
of srorsor’s All-Media Evalvation Study.

Harry Treauer is the new vice president in
charge of sales for the Mutual Broadcasting System,
a network for which he was a salesman about a
dozen years ago. le re-joined VIBS following the
sale this month of his owned and operated Station
Film Library Inc. to General Teleradio Inc.; was
also appointed a vice president of the latter organi-
zation. Before setting up his tv film lbrary in
1951, Trenner was with William Il. Weintrauh &
Co. for 11 years. left as r.p. charge radio and tv.

Williamm Fay (top) is president of the new
broadcasting corporation set up this month by
Stromberg-Carlson Co., Rachester, N, Y. Rabert
C. Tait is chairman of the board. Operating
ficenses for WHAM-AM, WHAMFM and WIIAM.
Tl have been transferred to the new Stromberg-
Carlson Broadcasting Co., which eame into being
only after many vears of consideration. Fay has heen
v.p. in charge of hroudcasting at S-C since 1945,
A pioneer in the industry, he started with WGY,
Schenectady in 1921; joining WIHAM in 1928, he
became general manager of that station the neat
vear, continued lo rise in the ranks of liecnsee
Stromhberg-Carlson. Robert Tait, president of the
Stromberg-Carlson Co., has a background of varied
husiness caperience. Among the many direetor-
ships he holds is one on the RETVIA.

SPONSOR



on the fence?

Hardly. These three men are KCMO's walking and talking Farm Department.
Headed by Jack Jackson, with George Stephens as Market Reporter and

Jack Wise as Farm Reporter, they roam Mid-America for farm news from the
grass roots up. Their constant contacts reap a harvest of 55 farm and market
radio and television reports every week.

Such successful promotions as KCMO’s Community Corn Club Contest and
2 European Farm Tours were planned and carried out by this able trio.
Their active work with County Agents, 4-H Clubs, Extension Service Groups
and Rural Civic Organizations has landed them a top spot in their field.
Jackson, former president of the National Association of Radio and
Television Farm Directors, last year was recognized as the

nation’s outstanding farm director.

These men of the KCMO Farm Department are headquartered right in the
big middle of things — Kansas City’s Livestock Exchange Building. From
there, they offer Mid-America its finest, and only complete,
radio and television farm service programming.

.......

TV-FM L3 iy

(| K A N S A S c 1 7T Y, MISSsSs OUR/I
REP: KATZ AGENCY
affiliated with publishers of Better Homes & Gardens and Successful Farming

GEORGE STEPHENS JACK WISE JACK JACKSON
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Kansas Citv's

Advertisers find atten- ¥ m’!
tive, receptive listeners—

and more of them—when

they swing their schedules to
KMBC-TV. Kansas City’s most
powerful TV station. Serving the
Heart of America from a 1,079-foot
tower (above average terrain) with a
316,000-watt RCA color-equipped
transmitter. the Channel 9 signal
goes farther, remains clearer and
holds more audience than any other
Kansas City television facility. For
the facts about the Heart of
America’s best TV buy, see your

Free & Peters Colonel.
q [FREE & PETERS. Inc
Q Lactainrs Notiwnal Brproisniaiows
Lo Primary CBS-TV Basic arfiliate

ond in Radio, it's KMBC 0{ Kansas City
KFRM /o"l the State of Kansos

Independent
Radio Stations!
ALWAYS BEST
in the MARKET -
the AIMS station!

Baston WCOP New Orleons WTIX
Clevetand WDOK New York WINS
Dallos KLIF  Omacha KOWH
Denver KMYR Partland,Ore. KXL
Des Maines KCBC San Antonio KITE

Evonston , HI. WNMP  Son Francisco KYA
Evonsville , Ind WIKY  Seottle KOt
H KNUZ  Springfield,Mass. WTXL
of WXLW  Stockton,Cal. KSTN
<3¢ WIXN  Syrocuse WOLF
WHB  Tulsa KFMJ
WGSM  Wichita.Kan. Kwas
WKYW  Warcester.Moss. WNEB
ouke W
Canada |
Calgary, Alberta, Canadc CKXL
New Westminister, B.C CKNW
Membershig
by invitation
\ully -

P 4

100

ADVERTISERS™ INDE

g ‘iNM&#!-‘.’.C-ﬁMgW‘ %
ABC Film 89, 91, 93, 95 97
AINMS 100
Alr Trails 10-11
Atlas Tv 65
I 49
BM1 100
CBS Radio 50-51
CBS TV Film 8-9
Eastman Kodak 61
vans Prod. 91
Fox Manor . 89
NBC Spot 42-43
Pulse 70
TSLN 46
U. S. Steel 4%
CKLW, Detroit 69
KBH3, Hollywood 6
KCMO, Kansas City, Mo. 99
KERG, RKugene, Ore. . $9
KFADB, Omaha, Neb. 7¢
KFRE, Fresno 49
KGA. Spokane <6
KGER, Long Beach, Cal. 96
KHOL-TV, Kearney, Neb. 100
KMJI-TV, Fresno, Cal, 83
KMPC, I.os Angeles 63
KNAK, Salt Lake City 90
KNUZ, Ilouston 94
KOLN-TV, Lincoln, Neb. 16
KOTYV, Tulsa BC
KPIX, San Francisco 21
KIPQ. Wentchee, Wash, 12
KPRC, Houston IBC
KRCA, Los Angeles 84
KIUZ, Thoenix 90, 97
KIINT, Des Moines 53
KSBW-TV, Salinas 22
Ks8Dh, St. l.ouis, Mo. 93
KAWKW, Shreveport 88
KWLY, Spokane 85
KYTV, Springfield, Mo. 76
WAPI-WADRT, Birmingham 92
WBADP-TV, Ifort Worth 7
WIEAY, Greenbay, Wis, . 100
WEHRIS-TV, Wilkes-Barre 23
WDNS, Columbus, Ohio 55
WET, Charlotte, N. C. 24
WCCO-TV, Minneapolis 45
WDAY-TV, Fargo 73
WEIHT-TV, Henderson 82
WISMP, Milwaukee 20
WIBC, Greenville, 8. C 86
WEBM-TYV, Indianapolis 5
WGN-TV, Chicago T8
WGUE, Akron 74
WILK-TV, Wilkes Barre 9o
WITILHL DBaltimore 1I°C
WJAC-TV, Johnstown, I'a 8s
WJIIHP-1TV, Jacksonville, ¥la. h2
WIKOW, AMadison 59
WMGT, Pittsfield, Mass 66
WOI-TV, Ames, lowa 13
WOOD, Srand Rapids 75
WOW, Omaha FC
WI'A L, Charleston, & C. 59
WIPISN  Philadelphia 3
WPIHL, Wilmington, Vel 19
WRDBL-TV, Columbus, Ga 4
WREN-TYV, Rockford 82
WILOIKK, Rockford 2
WSATU-TV, Wausaun, Wis 9%
WEIS-TY, Winston-Salen 1
WROK, Nashville 94
WSPD, Toledo ST
WRY 2, Syvracuse 102
WTOI MWashingtion 60
WTII-TV . Wheellng, W, Va 80
WTVW, AMilwaukee 7
WVDA, Boston 14-15

‘ % Y.,

 Fillie Viscon

IN THE LAND OF

MILK AND HONEY

THE ONLY CBS PROGRAMMING AVAIL-
ABLE TO A MILLION NICE PEOPLE!

From 7 A.M. to 1 A.M.
Yep! Bigger’'n Baltimore!

HAYDN R. EVANS, Gen. Mgr. o

WEED TY, Rep.

YUY,

Aaaaw

MILESTONES

BMD’s series of program
continuities. entitled “Mile-
stones.”’ focuses the spot-
light on important events
and problems which have
shaped the American scence,
July's release features four
complete half-hour shows
—ready for immediate use
; well written
a variety of

7
7

£

A

—smooth,
scripts  for
1-es.
“Milestones™ for
July:
VACATION TIME. USsS. A—
Tips for a Happy Holiday (July 1-10}

THE GREATEST DAY OF THE
YEAR-—Independence Day
(July 4
THE TRUE OLYMPIC SPIRIT—
Olympic Games, Stockholm (July 15)
THE IMPOSSIBLE TAKES

SOMEWHAT LONGER-—Atlantic
Cable Placed Successtully (July 28)

saétilestones”™ i available for
commercial sponsorship=—sccyour

Joeal stations for details. W

BROADCAST MUSIC, INC.

AW

AW

NEW YORK o CHICAGO » HOLLYWOOD
TORONTO o MONTREAL

SPONSOR
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from SPONSOR

12 SERVICES TO HELP YOU
MAKE THE MOST OF YOUR

: SERVICES INC. RADIO AND TELEVISION
R OPPORTUNITIES
1 ALL-MEDIA EVALUATION STUDY 5 TIPS ON HOW TO MAKE GOOD
155 Pages 2 TV COMMERCIALS 20¢

A»
2
g
]
|

This book gives you the main advantages and
drawbacks of all major media . . . tips on when
to use each medium . . . yardsticks for choosing
the best possible medinm for each product... how
top advertisers and agencies use and test media
... plus hundreds of other media plans, sngges-
tions, formulas you can put to profitable use.

2 TV DICTIONARY/HANDBOOK
48 I’ages $2

The brand-new 1955 edition econtains 2200 defini-
tions of television terms ... 1000 more than pre-
vious edition. Compiled by ITerbert True of Notre
Dame in econjunction with 37 other tv experts,
TV DICTIONARY/HANDBOOK also contains
a separate section dealing with painting tech-
niques, artwork, tv moving displays, slides, ete.

3  BUYERS' GUIDE TO STATION PROGRAMMING
$2

The 1955 GUIDE gives you, in one handy souree,
tlie programing profiles of radio and tv sta-
tions. In addition, you’ll find separate direetories
of stations speeializing in elassical musie .

after-midnight. .. folk musie...musie and news...
sports ... religious ... farm ... foreign language
... Mexiean ... American ... Negro ... film, ete.

w gy

. REPRINTS

4  HOW DIFFERENT RATING SYSTEMS VARY IN
THE SAME MARKET 15¢

Ward Dorrell, of John Blair (station reps),
shows researehers ean be as far as 200% apart in
loeal ratings.

Anecdote-packed article on how to get most for
least. Aimed at beeiuners, but useful for vet-
erans, too.

6  WEEK-END RADIO 25¢

Listener’s-per-set increases 20% on the week-
end ; out-of-home listening jumps 109

7 NEGRO RADIO HAS COME OF AGE  40c

20 pages of facts and tips on how to use Negro
radio successfully.

8 HOWIS RADIO DOING IN TV MARKETS 20¢

Results of Politz Study.

9 HOW 6 BIG SPOT CLIENTS USE RADIO 20c¢

Pall Mall, Esso. Meunnen, Shell, American Air-
lines, Life.

10 ALL-NIGHT AUTORAMA SELLS 300 CARS
20¢

Car dealer seores by adopting eharity ‘“telethon’’
idea to auto sales.

__ BOUND VOLUMES

11 VOLUME FOR YEAR 1354 $15

Every information-packed issue of spoxsor for
1954, bound in sturdy leatherette. Indexed for

e RIS ORDER FORM iammmeaupes 3 quick reference, bound volunes provide you with
SPONSOR SERVICES S a permanent and useful guide.
40 East 45th St,
New York 17, N. Y, Firm
Please send me the Address 12 BINDERS ]—$4 2—$7
SPONSOR  SERVICES
gncircled by number | cure . Zono ... State ITandy binders provide the best way to keep your
123 4 5 6 [0 Enclosed is my payment of $ file of sroxsor intact and ready to use at all
[ Send bill later. times. Made of hard-wearing leatherette, im-
789101112 Quantity Prices Upon Request printed in gold, they’ll make a handsome addi-

tion to vour personal referenee ‘‘library.’’

EENEN . -
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‘ Symcuse is now ranked Amer-

ica’s Best Test Market by Sales
Management Magazine. The
ranking is authentic, because it
is based on an audited study of
505 test campaigns by leading
national advertisers over a nine-
year period.

By authentic standards, VWSYR
Radio and YWSYR Television are
clearly the superior broadcasting
services in the Syracuse market.

Best physical facilities . . . best
local programming services . . .
best customer services . . . these
important advantages give the
WSYR Stations their distinet
leadership in Syracuse and
throughout the $2 billion Central
New York market.

N B8C AFFILIATES

t .

1r ‘v’ 100 KW
CHANNEL 3
Represented Nationally by
HARRINGTON, RIGHTER AND PARSONS, Inc.

RADIO ..
° | 570 KC
Represented Nationally by

The HENRY [. CHRISTAL CO., Inc.

S YR A CU S E, N. Y.

I
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REPORT TO SPONSORS for 27 June 1955
(Continuned from page 2)
ABC mood Will ABC one day be part of company with stake in all aspects of en-
expansive tertainment business? Management of American Broadcasting-Paramount

Theatres, which has made big strides since ABC-United Paramount
Theatres merger, has shown interest in broadening activities base by
launching record company. AB-PT also owns 35% of giant amusement
park in California, Disneyland, which is scheduled to open 17 July;
and it's part owner of Microwave Inc., developer and manufacturer of
electronic equipment and tubes. Gross time sales for 1955-56 season
at ABC TV have passed $58,500,000 mark, way ahead of 1954 gross (PIB)
billings of $34,500, 000.

—SR—
Esty protests Crowded condition of morning radio reflected in recent letter from
crowding Esty timebuyer Dick Grahl to reps. Grahl said some radio stations,
particularly in morning time, are running competitive announcements
with less than 30-minute intervals between them. Grahl pointed out
it was long-standing request of agency that 30-minute gap be kept.
—~SR—
Tv census Tv industry this fall will have first media-supported "set-census" in
out September over year. With ABC, CBS, NBC television webs, TvB and NARTB paying
tab, Advertising Research Foundation has worked out deal with U.S.
Census to gather data in periodic updating of census figures. Check-
up is being made in projectable sample of 25,000 U.S. homes, will
show multi-set homes, total set count, income and geographic tv own-
ership data. (Release target date: September.) Checkup will be
repeated next January. Because of sample size, study won't be able
to give advertisers most-needed timebuying guidance of all: number of
sets in individual markets. NARTB has own tv set and circulation
study planned to eventually fill gap (see editorial page 104).
—SR—
Tv show race Hotter pace of network television program competition reflected in
hotter in ‘55 ARB's Top 10 list for October 1954 through May 1955 season. Last
vear's Top 10 listing, ARB Director James W. Seiler points out,
represented 30% change from year previous but this season's list
shows 50% turnover. "You Bet Your Life," NBC TV, emerges as number
one show with 50.9 ARB 8-month rating. CBS TV Jackie Gleason is No. 2
with 50.4. "I Love Lucy," which was No. 1 last year with 63.1 season
rating, is No. 4 with 49.0 on this season's list. Godfrey "Talent
Scouts" and "Friends" shows, fourth and eighth respectively last
year, aren't on this year's Top 10. ("I Love Lucy" remains No. 1
in Nielsen for 2 weeks ending 21 May with 46.0, is also No. 1 ac-
cording to Videodex for week of 1-7 May with 35.5.)
—SR—
Hooper measures New C. E. Hooper spot radio and tv activity information service will
brand exposure cover 9 cities: New York, Chicago, L.A., Boston, Philadelphia, Wash-
ington, Baltimore, Pittsburgh and San Francisco. Objective is to
provide measurement of "total audience exposure to television and
radio commercials on behalf of a brand" so brands can be compared.
This will be accomplished by applying rating against each commercial
with Broadcast Advertisers Reports monitoring stations to determine
where commercials fall. ARB is also cooperating in enterprise.
—SR—
Coverage studies Both A. C. Nielsen and SAMS are studying possibility of doing new
in think stage coverage studies. Both measured radio and tv station coverage in
1952 and there hasn't been study since.
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Fee tv or free tv

In our 16 May issue we wrote about
fee tv as follows: “Here is an issue
that. in it< basic implications. 1s more
important than anything that has yet
come before the FCC. The i~~ue 1~ the
affect of a svstem of fee tv on a system
of free tv. Can the existing system of
conmercial televiston and radio, ex-
pressing the hroadcast concepts of a
democratic nation, live side by side
with a system that is not free? Will
advertisers he adversely affected by the
compelition  for top-audience sports
events and entertaimment  features?”

Onh six weeks have elapsed since
we posed those questions. Yet in these
weeks much has been =aid to provide
the answers. Stalements in print and
forums on the air are educating the
public.  EFarlv in June Ed Murrow's
See {t Now provided a full-scale airing
by experts on both sides that did much
to clarifyv the issues,

\' New
printed this statement by a spokesman
for Skiatron. “Toll tv ix inevitable.”

York newspaper recently

ITow does spoNsor feel aboul it?

We are in sharp disagreement. Toll
v. in our opinion. is far from in-
evitable. The first-blush enthusiasin of
the public for a “theater with box-office
in the home” is already changing. We
believe that fee tv is doomed—doomed
by the public—unless rome method is
devised that guarantees to the set own-
er that fee tv will not subject him to
constant payments for programing he
formerly received free.

Ilere are some basic reasons why we
feel fee tv will prove unacceptable.

1. The programs that the tv view-
er wants most are exactly the
ones that fee tv firms want
most. And fee tv can outbid
free tv for them. Consequently
the viewer must payv the bill

2. Despite the critics. the Ameri-
can system of broadcasting is
one that the whole world ad-
mires. Neither the public nor
the government will want to
pit it against a money-power-
ful competitor.

3. The American public has
bought 35.000,000 iv sel= on
the basis of a free system of
programing. Without the ex-
press preference of the Ameri-
can public for fee tv. neither
legixlators nor the FCC will
break faith by adoption of a
fee tv system,

1. Television is widely regarded
as the most potent advertising
medium of all.  Legislators
espeeially are convinced of its
ability. With the nation’s econ-
omy at an all-time high nch
thought will bhe given to the
effect of a fee tv svstem on {ree
Iv's ability to perform its ad-
verlising funetion.

l p}g_la use

Tv's creative season
Network inthative and network com
ctition has resulted in a real emer
it creative televiston program-
thi- ~ca~on. The networks me now
consistently with top-noteh pro-
rans <o mnch <o that even the news-

paper ¢ ‘ll]llllliﬁl.\' dare ('Olll])“lll(‘lllill‘}

e f the three major networks

~t pplanse for it~ own individ-

\Y} {8 endation for s
104

breath of vision and extreme courage
in backing the big thinking of its presi-
dent. Pat Weaver, with heavy financial
imestment. This season’s NBC pro-
araming, from the spectaculars 10 the
new Hide, Wide World, have brought
the sense of excitement back to (v,
(CBS is to be congratulated for the
courageous stand it has taken on issues
which inevitably brought it into con-
flict with various pressnre groups. i
i~ to be complimented. too. for its

o

Tv set count

Here's the latest on the status of the
tv set count, which sPONsSOR considers
one of tv’s top-priority projects.

A tv set count sponsored by the
NARTB i~ likely to be realized by next
spring. Chairman Clair McCollough
of the NARTB tv Loard, who has
spearheaded the drive for an industry
~et count. placed this project at the
head of the urgency list at last week’s
board meeting at Hot Springs, Va.
Because of the importance of an in-
dustry v set count, SPONSOR will re-
port progress fronm liere on in.

* * L4

Color acceleration

Color television has been starting
stow. and won’t show mueh progress
this summer. but don’t be fooled.

With NBC and CBS planning more
color programing this fall, wateh for
accelerated color sets sales among the
top income groups. We expect a big
push by one or more manufacturers
this Christmas.

* * *

Fall Facts Basics

We oursehes are getting a liberal
education in the process of editing the
100.000 words spoken at the RTES
Timebuying and Selling Seminar into
a 30.000-word condensation which is
to appear in our 11 July Fall Facts
Basies. We're calling our digest Fime-
buying Basics. The other Basics. whose
preparation is also piving us a look at
facts we never knew hefore are: Radio
Basics, Television Basies. Film Basies.

While vou’re waiting for Fall Facts
DBasies we suggest you think about
wlere vou are going to keep your faet-
packed copy of what will probably be
a near-300 page issue. Belter make it
someplace vou can pul under lock and

kev.

plans to make radical changes in its
programing limeup for next fall. This
shows a willingness to experiment and
to accept wholeheartedly the hest ideas
from whatever ~ources.

ABC has been making remarkable
strides by harnessing the ereative po-
tential of Hollywood. But it has done
more than to merelv build atself. Tt
Lias opened up the avenue 1o coopera-
tion hetween Holh wood and television
for the whole industry.

SPONSOR




«..5 YEARS OLD THIS MONTH
And Still ‘

FIRST
In Houston!




TO’I; QUALITY, TOO!
In a survey of 57 largest cities
DIL RICH TULSA RANKS®

' in consumer spendable income
W per family ($6,666).

percent increase in retail

. ssles since 1948,

in percent increase in
9 population since 1950.

*Source: 'SRDS Consumer Morkets

BASIC CBS
AFFILIATE
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L Edward Petry & Co., Inc.




