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100,000 WATTS CHANNEL 6
AT One of the five preferred

channels in the lower end

1049 FEET of the VHF band.

Over 494,000 sets. Coverage INTER-

in 70 counties in Virginia and

North Carolina including a 100 m/v CONNECTED

or better certified measured
signal in Norfolk, Virginia. WITH ABC
: AND CBS

The South’s

first TV Station
is RICHMOND’S only TV Station!

In Virgima, don't be satisfied with less than WI'VR’s ALL-AROUND, POWER-
PACKED SERVICE from RICHMOND, “the Capital City”. Buy with

the confidence and assurance that your campaign on WTVR, “the wide area sta-
tion” will be handled by A PIONEERING TELECASTER with SKILL.
KNOWLEDGE AND ABILITY. WTVR s proven record offers experience long and
varied which spells SELL AND RESULTS. I~ This SUCCESS FORMULA
working for vou? Call Blair TV, Inc.. New York. MUrray Hill 2-5641.

WMBG AM  WCOD M WITYR TV

First Station of Virginia WR =
i

TCHATONA "Wj

A Service of HAVENS & MARTIN, INC. ,.m,.“.,.,,, g
WMBG REPRESENTED NATIONALLY BY THE BOLLING CO ﬁ
WTVR REPRESENTED NATIONALLY BY BLAIR TV. INC V —" ‘x m

hesouthﬂxm e \_!;Slon smn"




Big tv tabs on
top fall shows

—

New sales plan
from Katz reps

lew PM package
. has "tv appeal”’

{BC affils weigh
| more 'Monitor”’

| Baseball moguls
. sk tv “blackout”’

|

| $ facts on
l spot tv due
i

Price tags for production and talent on biggest tv shows this season
are dwarfing big tickets on last year's shows. Hour-long programs,
like "Chevvy Show" on NBC TV and "20th Century-Fox Theater® on CBS TV
cost over 3100,000 mark. NBC TV spectaculars are now nearing 3275,000

mark. Time costs are additional. Low-cost shows, however, still
make rating grade. "364,000 Question"™ on CBS TV belies big figure,
costs sponsor only $25,000 weekly. (For costs of all sponsored net-
work television shows see page 49.)

~SR-

In next few days, Katz Agency rep firm will start sales ball rolling
on new "group purchase" plan in spot radio. Flexible sales plan is
designed to wrap up many types of choice spot availabilities in
national-level package, and to compete with major radio networks.
Major group of stations, owned by leading broadcast firm, also plans
multi-market spot "package" for near future.

=SR—-

Upcoming change in Philip Morris' package design, which may go into
effect this month, is due largely to television. 01ld brown package
with coat of arms had cluttered detail, lacked visual punch compara-
ble to PM's tv-styled Marlboro package. New design, of red, gold,
and white, will be telegenic in both black-and-white and color.

—SR—-

NBC Radio will roll out its reddest, plushest carpets when station
brass of NBC affiliates gather in New York later this week. NBC is
seeking to extend weekend "Monitor" to 10:00 a.m.-t0-5:00 p.m. format
during week, tailored for distaff listeners. Since affiliates rack
up something like half of all national spot revenue in this period,
elongated "Monitor" will meet opposition, hence kid gloves treatment.
NBC may offer more local slots in show as bait. (For article on
"Monitor's" economic implications for future of radio see page 39.)

—SR—

Baseball management is still blaming tv, not itself, for slumps at
boxoffice. Yankee general manager George Weiss has proposed to
Giants and Dodgers that they "black out" night tv baseball games next
season. Combined loss of admissions, says Weiss, for 3 clubs this
year has been 600,000 attendees. Weiss' plans ignore fact, however,
that multi-market survey by p.r. firm of Stephen Fitzgerald & Co.
for Commissioner Ford Frick says prime cause of audience loss is bad

location of ball parks, poor service, parking—not tv.

—SR—~
Dollar spending in spot tv, long a subject of agency guesswork, may
be out in full view shortly, if present negotiations of TvB and

N. C. "Duke" Rorabaugh go through. Final details of such a project
are being hammered out (see story this issue page 42).
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REPORT TO SPPONSORS for & September 19535

BAR firm steps
up airchecks

TvB revenue

hits $500,000

CBS TV's faith in
situation comedy

Local clients buy
more tv film

NBC or CBS link

Lucky pitch
best liked

More v channels
on horizon

Kefauver blast
arousing parents?

|
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Monitoring firm of Broadcast Adver.isers Reports is pushing a Stepped-

up sleuthing service to top agencies. BAR now monitors radio and tv

in 14 key markets, expects to up list to 30 by end of 1956. Firm

recently began monitoring network shows as well. Using tape recorder

method, firm provides such hard-to-get information as what brands of

multi-product advertisers are sold on network shows. 9
—SR—

NBC TV is latest network to join TvB, whose membership now consists

of CBS, NBC, 152 stations, 8 reps. Revenue in TvB's first year will

probably top $500,000.

—SR—
"Situation comedy is not dead. Only bad situation comedies are
dead," stated CBS TV programing v.p. Hubbell Robinson in recent net-
work closed-circuit program previewing 2 new comedy shows, "You'll
Never Get Rich" with Phil Silvers and "Joe and Mabel." Said Robin-
son of the 2 shows: there are no jokes, they are not typical Ameri-
can families or set in typical towns, they are not "wholesome to the
point of revulsion.*®

—SR—
Sales of syndicated film shows to local sSponsors are on big upbeat,
says MCA-TV. Two-thirds of 100 markets in which new film show, "Dr.
Hudson's Secret Journal," is being aired were bought by local admen.
In almost all cases, sales were made directly to client or agency,
not to station. MCA-TV has boosted 3 sales directors-—Tom McManus,
Ray Wild and Hank Long—to v.p. level to concentrate on local level
sales efforts. They report to sales v.p. Wynn Nathan.

—SR—
FCC study of tv station income in 1954 shows that era when big tv
outlets pushed network around in matters of clearance, contracts 1is
ending. Affiliation with tv webs of CBS or NBC is now worth $30,000
monthly or more to station.

<SR-

Lucky Strike commercials are best remembered and best liked among
all tv advertisers, Advertest study during June 1955 found. Lucky
Strike was also leader in similar study last year. (Study is based
on sample of 745 tv homes in New York metropolitan area.) Advertest
also found both men and women prefer male tv announcers.

—SR—
Creation by FCC of more vhf channels is distinct possibility, Wash-
ington observers believe. Present allocations system requires sepa-
ration of channels on fixed mileage basis to prevent interference.
FCC plan now taking shape would drop new v's among existing channel
allocations. Directional antennas, power limitations would keep new
v's from interfering with existing channels. (Principle similar to.
that long used with radio station.)

—SR—
Sponsors of action-type kid shows can expect increase in letters pro-
testing violence in wake of Kefauver report condemning "saturated
exposure" of children to crime and violence on tv. KXefauver report
called for FCC supervision of programing but at same time pointed out
no link between crime and crime shows has been proved. Trouble is,
said report, nobody's proved tv can't promote crime.

(Spensor Reporis ceatinues page 133)
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TV Area TV Sets
New York 4,730,000
Chicago 2,255,000
los Angeles 2,107,168
Philadelphia 2,094,852
- Detroit 1,553,200
- Boston 1,308,362
Cleveland 1,195,000

Pittsburgh 1,134,110

LANCASTER

St. Lodis

Milwaukee 774,803
Washington,D.C. 741,000
Cincinnati 724,140
Indianapolis 663,000

Channel 8 Mighty Market Place

Harrisburg  Lebanon  Hanover  Gettysburg  Chambersburg  Waynesboro Frederick  Westminster  Carlisle Sunbury Martinsburg
York Reading  Pottsville  Hazleton Shamokin Mount Carme!  Bloomsburg Lewisburg Lewistown  Lock Haven  Hagerstown
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316,000 Watts

WGAL-TYV

LANCASTER, PENNA.
NBC . CBS . DuMont

WGAL-TV’'s 316,000-watt signal on Channel 8 beams a clear
picture from its mountaintop transmitter location to a wide area
which collectively creates the tenth largest TV market in the Na-

tion. Stations in only nine other areas reach more television sets
than those in the WGAL-TV Channel 8 Mighty Market Place.

STEINMAN STATION Clair McCollough, Pres.

Representatives:

MEEKER TV, INC. . s
) i =1, 9 I 4 ® Llos Angeles Son Francisco

NP I NORTHAMPTON ¢




- advertisers use

| ARTICLES

Does Monitor sales strategy help or hurt radio?

Where does network flexibility end and affiliste business infringement begin?
Broadcasters, network executives and agencymen give their views on this
question centering around NBC's '"Monitor"

Is the iron curtain on spot tv $ figures lifting?

Spot dollar figures may soon be made available to the industry, at least as far
as tv is concerned. This first step toward the removal of secrecy concerning
these vital statistics may be sponsored by TvB through data from Rorabaugh

Stunt commercials sell Sandran on tiny tv budget

Rugged "Torture Tests” on tv demonstrate floor covering getting abuse it would
never receive in actual use. Heavy merchandising of ""Tonight" participations
have raised sales 108%, with tv outlay 709 of relatively small ad budget

What the B&M test means to B&M

What did Burnham & Morrill, its broker and new ad agency learn from the
recent 26.week tv test? How will it affect their future advertising plans?

Network tv costs: $25.000 is peanuts

Prices for the average show are rising but, despite this, there is a trend toward
more big shows than ever. Listing of network tv shows with prices is given

How to get “‘tear sheets” in radio

Kansas City agency, R, J. Potts-Calkins & Holden, monitors its clients’ spot
radio campaigns via tape. Admen go directly to markets used, play tapes for
station managers and discuss any shortcomings in delivery, time or adjacencies

Vim: nearly a 3007 growth in seven years

Metropolitan. New York appliance chain grew from 15 stores in 1948 to 56 in
1955, allocates 35%, of ad budget to the air media through Frederick Clinton

SPONSOR INDEX: JANUARY-JUNE 1955

COMING

Negro Radio Section: 19535

SPONSOR's annual look at the size and scope of the Negro Radio field outlines
programing trends and points way to most efficient method of using Negro radio

Why spot business is booming

Spot radio and tv revenues are still climbing. SPONSOR analyzes major ac-
counts and their thinking, airs views of broadcasters and agencymen
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KTHS—Basic CBS in Little Rock—is the only 50,000-
watt station in Arkansas. It is heard and
believed by hundreds of thousands of people

T .oy MDD ED D WE e mD D @R DO D WP iE

throughout the State. gl

Bee Branch (Ark.) for example, is part of our hive. ey /i
True, it only has 141 souls, but there are

* BEF BRANCH

hundreds and hundreds of other such com- i ,
, n l 1 hicl i £ R K & N S A S
munities—some larger, some smaller—which T,

combine to give KTHS interference-free

daytime coverage of over 3-1/3 MILLION
people!

Your Branham man has all the BIG facts on KTHS.
Ask him!

BIOADCASTING FROM
LITLE ROCK, ARKANSAS

Represented by The Branham Co.
Uiler Same Management as KWKH, Shreveport

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

Y mis MERR

‘."‘l- SEDN DB W

I.IOI.JI SIANA “

2°

50,000 Watts |
® The Station KTHS daytime primary (0.5MV M) area
CBS Radlo has a population of 1,002,758 pecple, of whem ever
100.000 d¢ not receive primary daytime service (rem

iy other radio statlon . . Our Interference-iree
daytime covera ea t ulati 3.372.433




The NBC Radio affiliate in Seattle, Washington . . .
“20th largest metropolitan area in the country
. 18 a 50,000 Watt clear channel station with a
frequency of 1,000 Kilocycles. It covers 617,570
families in Washington and Northern Oregon plus

a large bonus audience in Canada.

SEATTLE
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30 Rockefeller Plaza, New York 20 N.Y.

Chicago + Detroit + Cleveland » Washington, D. C. Representing RADIO STA

San Francisco » Los Angeles * Charlotte* :ll:IcA‘GNCe: York r;;’;
. icago
Atlanta* * Dallas®* *Bomar Lowrance Associates KNBC San Francisco WAVE
KSD St. Louis KGU H
» WRC Washington, D. C.

and the NBC WESTERN RADIO NET




The 100,000 Watt NBC Television affiliate in
Seattle, Washington, Channel 4, covers a
market area of 1,816,441 people with an effective
buying income of over three billion dollars.

A bonus market in Canada and Oregon totals

an additional 583,367 people.

OMO-TV

SEATTLE

} l

18 nationally represented by

SPOT SALES

80 Rockefeller Plaza, New York 20, N. Y.

Chicago « Detrort * Cleveland * Washington, D. C. Representing TELEVISION STATIONS

San Francisco - Los Angeles ¢« Charlotte® :Il‘“.? New York KOMO-TV Seattle
. . NBQ Chicago KPTV Portland, Ore.
Atlante® * Dallae®* °*Bomar Lowrance Associates KRCA Los Angeles WAVE-TV Louiswill
KSD-TV St. Lowis WRGS Schensctady- |
WRC-TV Washington, D. C. Aldany-Troy I
WNBK Cleveland KONA-TV Honolulu




the MOUNTAIN
to MAHOMET

Some broadcasters cry in their martinis
for the good old days when thousands
- flocked to see radio.

Others get off their swivel chairs and take
radio to the people.

Over one million visitors see as well as
hear Stu Wilson, veteran disc jockey and
special events director of KBIG Catalina,
broadcast from the September Los Angeles
County Fair, world's largest, at Pomona.
Daily they shaka his hand, hear his music
and verbal vignettes, then walk away with
KBIG pictures and literature.

|

\
Focus of KBIG promotion is its Volkswagen ‘
mobile broadcasting studio. Every day of
' the year a KBIG disc jockey broadcasts
from the Volks, somewhere in the eight-
county territory served by The Catalina
Station.
Southern California millions have met such
KBIG personalities as Wilson, Carl Bailey,
Larry Berrill . . . at county fairs of San
Diego, Riverside, Orange; Hemet Farmes
Fair, Holtville Carrot Festival, San Bernar-
dino Orange Show, Los Angeles Sports-
men's Show, Hobby Show, Do-lt-Yourself
Show . . . on populous beaches . . . Long
Beach, Corona del Mar, Santa Monica . . .
in window and parking lots of a market,

restaurant, furniture store.

They say radio has become a personal
companion in kitchen, bedroom and car.
KBIG mikemen go further: they're taking
themselves to the people, making the
station-listener relationship a personal
thing.

KBIG

The Catalina Station
10,000 Watts

N YOUR
DIAL

JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hollywood 28, Cclifornic
Telephone: HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc.

Howard Filyuu, Wulter McCreery Advertising,
Beverly Hills, was impressed recently with results
of a query to KTTV, Los Angeles, viewers asking

if they wanted a fourth run of “Victory at Sea.” This
query, made at the sponsor’s suggestion on the last
night of the third run brought in 9.003 calls and
763 letters within 21 hours. “We immediately
scheduled the fourth run,” says he. Howard feels
that the most effective way to evaluate a time period
is to check on sules results of programs one buys.
“l do think that sales results align themselves with
ratings. That's one reason why I like to buy radio
sports events of national importance, such as the
Alemorial Day Race in Indianapolis on KBIG,”
which | bought for an industrial account.

Mary “Mickey’ McMichael, BBDO, New
York, complains, “August is no longer early enough
to start buving for September and October starts.

It seems as if everyone is now asking for avails

in July. Some stations hold firm to the 30-day
confirmation period while others will give more time,
but subject to a firm contract. Part of the solu-
tion is in priority lists and acting immediately
when a prime spot is offered. Some of the stress

of getting 8:00-10:00 p.m. adjacencies in one-
station vhj markets will be eliminated with the FCC
grants for a second vhf in the area.” Nor does
Mickey underestimate the value of working closely
and well with both station reps and management.
“I’s important to be among the first to learn of

an arailability, so that your client gets first choice’”

Beth Norwman. Richard N. Meltzer Advertising,
Los Angeles, worked both as talent and in pro-
duction in radio and tv back in her San Francisco
days. She adds that this background comes in
handy at the oddest times. “W hen you're buying
time, ratings are very useful of course,” Beth admits
“But your own background should help you evalu-
ate the selling power of a particular time slot. The
niost important factor, however, can be selective
selling. For instance, the women who are interested
enough to watch or listen to home sewing lessons
might not add up to a high rating but are very apt
to be good prospects for sewing machines, zippers,
or yard goods.” Beth says if program and time slots
sell her product, she doesn’t care about ratings.

SPONSOR
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Rise 'n Shine
with BILL HAHN

6:00 to 9:00 A.M.
Monday thru Saturday

Gus Saunders’ Show Easy Listenin
2:00 to 3:00 P.M. with FRED LANG
Monday thru Friday 3:00 to 5:00 P.M.

Monday thru Friday

Another LOow-cosT BUY
FOR A 5-DAY SATURATION OF THE BOSTON AREA

Customers who BUY your products are fed up with rock 'n roll
noise. In droves they're tuning to 680 for MUSIC easy on their
ears. They get news and weather, too. This is where your messages

will reach them. For here they find MUSIC That's MUSIC
and they stay all day for smooth, E-A-S-Y LISTENIN'.

Ask your H-R Man or WNAC Representative for availabilities

WNAC =
. 680 KC

KEY STATION OF

THE YANKEE NETWORK
DIVISION OF GENERAL TELERADIO, INC. 91 BROOKLINE AVENUE, BOSTON 15, MASS.

Reprinted from WNAC's September 1955 Trade Campaign
5 SEPTEMBER 1955
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Whichever woy yau laok ot a KSDO
gift, it meons exfra listeners
in San Diega's billion dollar market.

KSDO delivers more home
listeners thon ony other stotion
in Son Diego ... HOOPER.

More out-of-home listeners,

These extra listeners—ot na increased
cast—is our gift to yau.

Moy we shaw you haw o gaad loak
at this gift will pay-off for yau?

3 k :
KSDO ...
! ‘ 5000 WATTS
Representatives
John E. Pearson Co. — New York
Chicago — Dallas — Minneapolis

Daren McGavren — San Ffrancisco
Walt Lake — Los Angeles
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by Bob Foreman

Tv eats writers lilke the Greelk monster Minotaur

As I've heard it told, there once was a monster named the
Minotaur who devoured Cretan maidens and boy youths
52-week cycles. It wasn't until recently, however, that a more
voracious Caliban came along and took the title away. T re-
fer, of course, to Television, which consumes more bO) and
g111~ daily than Princeton plus Wellesley dizgorge in a vear.

But I shall not dwell onr this phase of the medium’s insatia-
bility; instead, I would like to shed a tear or two over the
way tv uses up material. Story matter, that is.

The Ivory Tower Boys are constantly hacking away at
television for its sameneszs and I guess they are right. There
is a certain similarity of situation and plotting as one twists
the dial across the various channels.

I can’t say, not being statistically inclined, just how many
situation-comedies have dwelled on the problem of inviting
the boss to dinner or how many of the current crop of
anthologies have unfolded Westerns in which the Bad Man
has turned respectable and doesn’t want anyone to know of
his past, especially his curly headed daughter, only to dis-
cover he has to shoot it out with a notorious fast-draw artist.
thereby divulging his own skills in the matter.

By the same token, when the daily newspapers devole a
column or =0 1o an item on how some intrepid denizens of
an Iron Curtain Country stole a locomotive and scrammed,
you can bet your bottom ruble there will be at least six live
shows that will work up the same plot in the next few weeks.
The film shows will come along with it later, of course,
changing the locomotive to a sailboat.

But let’s not be too unkind. All of Show Business since the
beginning of time did not use up as much material as tele-
vision has in the few years it hax Leen operative. Furthermore.
each season can only increase the difficulties of making or
keeping fresh a dramatic seriesx.

Here is the reason for the trend to situation drama which
provides continuity of characters, locale and relation=hip.
This type of program can lean less heavily upon plot struc-
ture and can rely 1o a far greater degree on familiarity. on
the vunning gag, and on the strengths of established character-
izations—and thus the audience tends to overlook the plot-
cliché or even the lack of plot.

When Lucy and Ethel are involved in a situation vou've

{ Please turn to page 74}
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SD-TV

FOR SPOT ADVERTISERS

Re C()QD‘(/ TV: Having attained a 939, penetration

for black-and-white TV in Metropolitan
St. Louis, KSD-TV is now expediting
the development of COLOR TV in

the nation’s 9th largest market.

Therefore, until further notice, KSD-TV
is making its slide and film COLOR
facilities available to Spot Advertisers
without additional charge.

NBC AND NBC-TV
NETWORKS

National Advertising Representative:

NBC SPOT SALES

THE ST. LOUIS POST-DISPATCH
BROADCASTING STATIONS

S SEPTEMBER 1955

11




‘WBRE-TV NOW AMERICA'C‘

MOST POWERFUL STATION WITH

One Wittion Watts}

POWER . . . PUNCH . . . PERFOR- WBRE-TY has to its record som |
MANCE . . . PERFECT PICTURE . . .. standing “Firsts’’ but none ¢ iw
PROGRAMMING PERSONNEL than being the FIRST MILLION i

. . . PERSONALITIES . . . PULLING Y STATION IN THE NaA
POWER . . . PEOPLE | | And now . . Xfﬂ“fnfl‘,’,o"n"t';;dti°";;‘:’ e
. a MILLION WATTS of power to o AT

’ 1 the F.C.C. It is a source of sa¢:
make even our previous achievements  that we have been able °
seem picayune.

grant in less than tw
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WBRE-TV Serves a 17 Countr
Areu in a Matter of Minute

WBRE-TY's Regional News Cover-  Counties

Nov. 1, 1954 Wilkes-Barre-Scrantt,

age is produced by a 10 man news
staff, with cameramen strategically
located at vantage points over the
vast area served by WBRE-TY.

News is received, developed and
aired the same day it happens...
often while the news is still being

made. .
For News WBRE-TY is the only
medium to cover the above 17

Telepulse-Evening News Ratin
were as follows:

WBRE-TY 17.4

Station B 5.8

Station C

Station D 2.4

Set Count as of March } L‘st

-TV Ch. 28
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BRE-TVS Powervil Influence
I. - _q

>

makes it an Y
NBC Network

”e[‘é € P r 00f..

ow First Million Watt
iaﬁon in the Nation!

Serving 2,000,000 Population!
Verilied Set Count 225,000!

i
p . and <onsder that now you <an
et the entice Northeastern arca of Penn
vama with the Natwon's most Powerful

\gaste,,/
) T

With a full schedule of NBC shows .. out
standing local shows ... news and sports
coveraye of Tocal. regional and national in-
terest. WBRE TV s the ‘basic station buy’
in this thakly populated industrial-agecul-

65+99:40
[70F 6717

.. of
WBRE-TV's

SUPERIOR SALES POTENTIAL

Sales Figures Reported by....Sﬂjfd MIMMM

Based on 1953 Retail

O the Netion's 100 Metropolitan County svees.
Witkes-Barre, Luterne County ranked 65th . ., .
Sctanton, Lecke~enne County 99th . . .. yel
the combined retel seles ol thete two major
Penntylvenie merkets covered by WEBRE.TV, es.
ceeded thote of the Netion's GOt reted sales

o million =atts covers 17T of tha 67 counties m
Pennsylvenis, heving e combined retal seles
equivalent to the Netion's J2EI market, Behts
more, Md.

WBRE. TV i the POWERHOUSE of Northeest:

ern Penntylvenia

terving over *225,000
tets with the most powedul pr:q'hMﬂ!'Ta'ss’\

locel, regione! end netionel F‘)C:’c:('/ji
ot v =
R

won. MWBRE. TV !!! tucal market. L merket, Sen Bernerdino, Calilornie
~¢¢®:

sSnss

In eddition to this impressive fect, WBRE-TV with

1 \
k
\/\

-TV Ch. 28
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VERAGE
cfEVADERSHIP

*WBRE TV the naton’s fiest MILLION WATT

ARBON
< s adg,
; CRANTON endia.
1 ; . o o . . fA ‘.‘.L
B 1 iext vl be ion SCrves a ~mitlc »
The nations first Million Watt Station scrve 70-mile WBRETY
T | . o P . . S lean > TY S
ATE GE' | radius, comprising 17-counties (plus) in N, E. Peansylva -::-A . WILKES-BARRE
C AGE: nia with a population of over 2,000.000. LUt ac) . ‘
VER [
¢ ! ARB and PULSE surveys show that W BRE-TV has an y Sy
¥y mad
T I average weekly share of audience of over 407¢ and leads by A
EATES E' | 23C% to 400C; over the other stations! B METCH
(?{DIENC " | One station ... WBRE-TV" ... dehvers the viewers in the »
f I key marketing areas of Wilkes-Barre, Scranton, Hazleton, Ho
| Sunbury and Wilhamsport. ] it 4
Verified Set Count of 250,000 as of April 1955 Pamauie a
‘ Your Hcadley-Reed representative has these and 5 o S e <5\
more facts to prove the consistent class lg sunsuay JunE 9 J
WBRE-TV ... he will be glad to show them VERIFIED SET COUNT OF 259,500 as of June 1,1955. = - &?'-

I
I
I
:
I
]
I
I
I
)
I
I
|
_ |
WBBAE-TV Rlways Head of the Class :
|
|
|
:
|
|
I
|
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SPONSOR invites letters to the editor.
Address 40 E. 49 St., New York 17.

B&GM TV TEST
SPONSOR certainly deserves lots of
credit for the Green Bay test of s
sales effectiveness for B&M beans.
As one who has long believed thal
media research should be concentratec
on measurement of results. I can onld®
hope that your pioneering eflort wil
stimulate others to make such tests. .
H. M. BEvILLE | |
Director.
Research & Planning
NBC
® We plan to do mere <tudies along simila
lines. Any candidates please apply to SPONSOI

For a follow-up article on the B&M scriex se
page 46 this issue.

I would be very much obliged if vou
would send me two or three copies o
the Procter and Gamble story whicl
vou have now made up into a hooklel

RoBERT A. WULFHORST

Media & Space Buyer
On stage at WBEN-TV . .. and a crew of experts goes to Dancer-Fitzgerald-Sampl.
work ! Experts because WBEN-TV’s well-knit team of New York

directors, announcers and technicians have been with this R
We are subscribers to spoNsoRr bu

pioneer station since its beginning in 1948. These TV missed the Procter & Gamble article

veterans have had seven long years of experience in the Would you please send us a copy ?
production of television commercials. J. C. FitzpaTRICK
President
WBEN-TV scheduling assures enough rehearsal time for Fitzpatrick Bros.
every commercial. Two fully equipped studios permit ((:I])f_—’fergenfsy cleaners, soaps |
' cago
staging effects that are polished to perfection. o
. . , P&G SERIES
Standards like this cost no more, — that's why more and I wi e _
_ wish to compliment SPONSOR f¢
more time buyers buy WBEN-TV more and more often. the thorough and splendid job done

the P&G story. Not only does this s
ries of articles obviously show a gre
deal of exacting research and inves
gation. but the report comes off as
formula—an example in a sense th
| those of us in advertising media ¢z
| refer to.

I had all members of the tv a
' radio  department here read
series. .

Let quality production tell YOUR story in a quality way.

Bty ltos e,

I A PR IS 2 20 2B G NNk
h““ e :'A‘i!hh‘;A‘ e ;A‘ PatTad At FatTta Ta e T

Davip E. Durstoy
Director Radio and 1
Lynn Baker Advertisin

S
p ’
/‘N . 0% ‘o\'\o“' BUFFALO " Y New York
o‘v& o ¢ . ! & b4 L4 ® Reprints of the four-part Procter & Gaml
. ~

series which appcared in the 16 May, 30 M
13 June and 27 June 195335 issues of SPONSt
. are now available at 40e a copy. Address

ol 7 quests to Sponscr Services Inc., 40 E, 4%th §
WBEN-TV Representative New York 17, N. Y.

Harringten, Righter and Parsons, Inc..NawnYorl_(. Chicago, San Francisce (Please turn to page 171

14 SPONSC,
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HEIGHT ... IN THE RICH MARKET OF

RICHMOND

PETERSBURG AND CENTRAL VIRGINIA

;é MAXIMUM POWER ... MAXIMUM TOWER

WXEX-TV covers all the rich heart of
Central Virginia. Its tower is 1049 ft. above
sea level —the maximum height allowed.
It’s 943 ft. above average terrain — more
than 100 ft. higher than any station serving
the Richmond market. And WXEX-TV has

maximum power—316 KW.

So you just can’t cover more land area
or more TV families with any other station!
You can get the whole exciting story of this
new basic NBC-TV station for Richmond,
Petersburg and Central Virginia from your

Forjoe man.

SsWXEX-TV

Basic NBC-TV Network — Channel 8

Tom Tinsley, President Irvin G. Abeloff, Vice-President

Represented by Forjoe & Co.

5 SEPTEMBER 1955 15




“ KLQmuaﬂA* are ()wz/ ..

3
»

*We ought to know ... we were the '

first with the mast. .. 316,00 wotts. ‘

But in Louisville . ..

WHAS-TV Programming pays off! .

|

“THE HERBIE KOCH SHOW"
10:00—10:30 P. M,

Sunday

(Market's anly live Sunday
musicol, with the nation’s
largest studia organ.)

Wagps
VICTOR A. SHOLIS, Director S.Tv
NEit CLINE, Stotion Mgr.

Represented Notionolly by Horrington,
Righter & Porsans,

Your Sales Message Deserves

The Impact of Programming of Character

New York, Chicogo, Son Francisca

Associoted with The Courier-Journal
& The Louisville Times

BASIC CBS-TV NETWORK

16 SPONSOR .




Happy Wilson
Star of

Yawn Patrol

45 to 6:30 a.m. Monday-Saturd:
Stars Sell on

Alabama's
greatest RADIO station

AP

Birmingham

Happy has become Birmingham’s
No. 1 Hillbilly personality during
his twenty years of entertaining on
WAPI. He builds extra popularity
by traveling all over Alabama
making personal appearances.

On his early morning record show
“Yawn Patrol” Happy has a wide
following among farmers and the
large early rising industrial popula-
tion of Birmingham.

You can SELL

Your Products
to Alabama folks

If you TELL

them on programs
they enjoy hearing

Represented by

John Blair & Co.

Southeasters Representative:

Harry Cummings

5 SEPTEMBER 1955

| 40 E. 49TH

(Continued from puge 1)

ALL-MEDIA

The Institute for Motivational Re.
carch furnished us with soni
rial pertaining to various aspects of
motivation researel, inelnding Wl
adiimen buy what they do™ of vonr Il
Media Stndy. We would he very glad
indeed to lave all the other articles
the study.

nalte-

Ne are closely connected with the
Niiruberg School of Eeonomies and
N e look for the Latest
material available both in Germam
and abroad. especially in yonr conntry

Dr. Gurn
Institut Fur Abstaz-l nd
Ferbrauchsforschung.

Niirnberg, Germany
&  SPONSOR™S “enesyelomedia,” the “AllMelta
Esaloatton Stady™ is available at 1 a2 <lagle copy,

Social Seiences,

BUYERS' CUIDE

What do you do to sell the products
of an association when the brands of
its members are issued under differing
labels and with descriptions of the
product which vary considerably ? We
faced that kind of situation recently in
preparing a campaign for the Associa-
tton of Japanese Crabmeat Packers in
five major U S, markets,

An important part of our solution
was to use homemaking shows on tv
with strong merchandising follow-
through. We think you'lt be interested
to learn that we used sroxsor’s Buvers'
Guide to Station Programing in draw-
ing up our hst of tv stations with
strong homemaking programing. It
was a big help in launching what now
looks like a quite successful promotion.

ANDREW N, VLADIMIR
Radio-Tv Plans Director
Gotham-Viadimir Adv. Inc.
Veuw York
® Many readers have ecported they find the
Buyces' Gunide an invaluable source In preparing
radio and v campaignc.  SPONSOR's curioslty
ahout the Japancee erali weat problem iv plqued

and we're cheeking reader Viadimie for the de-
tails. Look~ like there's a «tory there.

TIMEBUYING TIPS
Not infrequently 1 find interesting
articles in sPONSOR, but occasionalh
there comes one which in my opinion
is especially so. I'm referring particu-
larhy 1o “Tips on timebuying from <ix
veterans in a recenl iszue. Whoever
did it deserves a pat on the back. and
s0 do vou for running it
Sav VarT
Timebuver
Biow-Beirn-Toigo
Vew York

iU’s a
cold fact

IS THE HOTTEST
STATION IN
THE NORTHWEST!

No matter how you figure it—
it's a cold fact that WLOL
always gives you more listeners
for your ad dollar. WLOL is the
top-rated independent station
—Ileading all other independents
and three of the four networks in
the Twin Cities, according to
PULSE. Out-of-home WLOL leads
every station, It's MUSIC, NEWS
and SPORTS that makes WLOL
your best buy!

N

MINNEAPOLIS - ST. PAUL

LARRY BENTSON,
Wayne “"Red"” Williams, I/
Joe Floyd, Vicc-Pres.

17
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ilked

No trade secret is more jealously guarded by
advertisers than the specific effectiveness of
their television commercials.

The other day we succeeded in coaxing one of
them into talking about a particular 90-second
announcement which was broadcast one night
at 8:26 on the CBS Television Network.

Immediately following the broadcast 29,972
people in the audience sat down and wrote to
an address in New York City. The postmarks
disclosed that each request had been mailed
prior to 11 p.m. the same night.

The fuse which touched off this explosion of
letter-writing was an announcement oftering
free samples of Nescafé to anyone who wrote
and asked for them. The offer was made by
The Nestlé Company on its CBS Television
program on the evening of September 19,1953.

Over a period of eighteen months 15 similar
announcements, each taking no more than a
minute-and-a-half, yielded a total of 2,163,775
requests from the audience.

More than any words, these statistics speak
volumes about the extraordinary impact of
television —its power to activate swiftly and
simultaneously vast numbers of people —

and the economic consequences of this power.

Although conspicuous for its dimensions, the
Nestlé story is typical of what happens when
an excellent product, effectively presented,
receives the exposure of the largest single
advertising medium in the world.

CBS TELEVISION




HOOPER STYLE

TN e,

FIRST PLACE Hooper®* first place Pulse.

That’s WHDB with nearly as many daytime histeners
as all other K.C. stations combined, aceording to
Hooper (45.1% ). Mid-Countinent programming,
1deas and excitement are responsible. The product
you 're responsible for: Want more folks calling for
1t and recalling it! Call the man from Blair or
WIIB General Manager George W. Armstrong.

; *Al'rfrzqe share of audience 7 ‘a.m.-(;"p.m., Mon-Fri., June-

uly, 1955

Average share of audience 6 am.-6 p.m., Mon-Sat.
March-April, 1955

President: Todd Storz

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

20

The most listened-to station
in Kansas City is

10,000 WATTS, 710 K.C.

-CONTINENT BROADCASTING COMPANY

KOWH, Omaha
Represented by

H-R Reps., Inc.

WHB, Kansas City
Represented by
John Blair & Co.

SPONSOR




New and renew. | SPONSOR

5 SEPTEMBER 1955

. New on Television Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
'm Pctroleum lnst, Pittsburgh NBC 1976, 4 30-S 30 pm, Oct 9, one time only
k¢ Pittsburgh Fuller & Smith G Ross, NBC To alt with Goodyear Tv Playhouse, Sun § 10 pm Shafto H
Clev 16 Oct Dene (3
ey & Co, Chi: Heé\;‘:'. Hurst & McDonaid, ABC B3 Mickey Mouse Club; M F S 6 pm, 3 Oct 52 wks
1
. NY YGR, NY NBC The Peopie’s Choice; Th B 30-9 p m; 6 Oct
|-Myers, NY DCSGS, NY ABC B3 Mickey Mouse Club, M-F 5-6 pm; 3 Oct. 52 wks
Flint Kudner, NY CBS 146 The Honcymooners: Sat B 30-9 pm: 1 Oct 52 wks
e2¢ell Soup, Camden, NJ BBDO, NY NBC Star Stage: alt F 9 30-10 pm; 9 Sept. 52 wks
jell Soup. Camden, N) Leo Burnett. Chij ABC B3 Mickey Mouse Club; M-F S-6 pm; 3 Oct, 52 whks
rough-Pond’'s, NY J. Walter Thompson, NY NBC Star Stage; alt F 9:30-170 pm, 16 Sept. S2 wks
I Mills, Mnnpls Knox Reeves Adv, Mnnpls ABC B3 Mickey Mouse Club: M-F $S-6 pm; 3 Oct. S2 wks
!:I Mills, Mnnpls BBDO, NY CcBS 72 Garry Moore; F 10-10°1S am; 2 Sept: S2 wks
h 5l Mills, Mnnpls Tatham-Laird, Chi CBS 64 Tales of the Texas Rangers; Sat 11 30-12 noon
3 Scpt: 52 wks
Wl Mills, Monpls D-F-S, SF ABC The Life SO Legend of Wyatt Earp alt 2 B 30-9
m; 6 Sept
tal Motors, Chevrolet Div, Detr Campbell-Ewald, Detr NBC Thg ChevaDShOW: T B-9 pm: 4 Qct; |7 wks i
n & Johnson, New Brunswick YGR, NY NBC 63 Tennessece Ernic Ford Show; T 12-12 1S pm. 9 John D
Aug: 7 wks )3
! !-n G Johnson, New Brunswick YGR, NY NBC Ted Mack Matinee; T 3:15-3 30 pm: 9 Aug; 7 whks Burke
W mwn G Johnson, New Brunswick YGR, NY NBC 4B The World of Mr. Sweeney, T 4:30-4°4S pm; 9
¢ Auz: 7 wks
Y Masland Sons, Carlisle, Pa, Andecrson & Cairns, NY CBS 67 Garry Moore; W 10-10:15 am; 24 Aug; 12 wks
1S
Labs, Elkhart, Ind Geottrey Wade, Chi CBS 74 Bob Crosby; T 3:45-4 pm: 27 Sept. 52 wks
| Pen, Janesville, Wis. Tatham-Laird, Chi ABC The Lifesb Legend of Wyatt Earp; alt T B:30-9
' pm; 6 Sept
@ r & Gamble, Cin, for Ivory, Compton, NY NBC 126 Jane Wyman's Firessde Theatre; T 9-9:30 pm; 6
) co & Duz Sept, 52 wks
r Oats, Chi, for Aunt Jemima ). Walter Thompson, Chi ABC The Adventures of Ozzie & Harriet; every dth F
B-B:30 pm; 30 Sept
n Purina, St. Louis Gardner Adv. St. Louis ABC Grand Ole Opry; every 4th Sat 7-8 pm
Ids Mectals Co, Richmond, Va. Bu;hanan. NY; Clinton E. NBC 65 Frontier; Sun 7:30-B pm; 25 Sept. 52 wks
rank, Chi
W _ inc., Stamtord, Conn. Fitzgerald Adv. New CBS Robert Montgomery Presents the Schick Ty Otto
Orleans Theatre:; alt M 9:30-10:30 pm; 12 Sept; 52 wks Prochazka (8}
ix:td Brands, NY Ted Bates, NY NBC 63 Tennessce Ernie Ford Show: M-F 12-12:15 pm seg;
1S Aug; S2 wks; 27 Sept T, F
ird Brands, NY ‘Ted Bates, NY NBC 73 Howdy Doody: alt M $:30-6 pm. Sept. 52 wks
e Rolls, Hoboken NBC fuil net Pinky Lee Show. Sat 10-10:30 am; 17 Sept
so, Chi Leo Burnett, Chi CBS 76 Garry Moore; alt Th 10:15-10:30 am: ) Sept; S2
| wks
S n Oil & Saowdrift Sales, KGE, NY NBC 97 Valiant bLady, M-F 12 noon-12:1S pm. 6 Sept.
#¢+ Orteans 52 wks
Whall Pharmacal, NY B-8-T, NY £BS 93 Name that Tune; T 7:30-8 pm; 27 Sept; 52 wks

—_— E——

.\3 Renewed on Television Networks

Austin A.

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration Thomas (3
‘hnum Ltd, NY ). Walter Thompson, NY CBS Omnibus; Sun $-6:30 pm: 9 Oct
.'I' ('_"w'"k"“sm Tobacco, Ted Bates, NY CBS §3 Robert Q. Lewss; alt F 2-2:15 pm: 30 Sept: S2
1Isville wks
i-Myers, NY YGR, NY CBS 9B FouE Star Playhouse; alt Th 9:30-10°pm: 22 Sept:
§2 wks
ﬁ""MYefs. NY YGR, NY CBS 53 Arthur Godfrey Time; M W 10:45-11 am; 24 Oct;
2 wks
& bell Soup, Camden, N) BBDO. NY CBS 71 Lassie: Sun 7-7:30 pm; |11 Sept: 52 wks
-0 rted Rice, Houston Leo Burnett, Chi CBS 76 GCarry Moore; alt F 10:45-11 am; 16 Sept; S2 wks
Wl Dynamics Corp, NY Morey, Humm G John- NBC 2§ Youth Wants to Know; Sun 2:30-3 pm: 14 Aug:
& . . stone, NY 13 wks
'®. Battle Creek, Mich Leo Burnett, Chi CBS 70 Houseparty; T Th 2:30-2:4S pm: 30 Aug: 52 wks
® Bros, NY F. C & B, NY CBS 44 Uncle Johnny Coons; Sat 1:30-2 pm; 3 Sept: 52
) wks
nllard, NY YGR, NY CBS 116 Appointment with Adventure; Sun 10-10:30 pm: "
- ! 2S Sept; 52 wks 1 Julian
Sewing Mazchine, NY YOR, NY CBS 110 Fog'Z Star Playhouse; alt Th 9:30-10 pm; 29 Sept: ]
L wks
iia Elec, NY ). Walter Thompson, NY CBS 91 Beat the Clock: Sat 7:30-B pm: 24 Sept: S2 wks

fa Co, Chi Weiss & Geller, Chi CBS 7S Bob Crosby: Th 3:30-3:45 pm; 1 Sept: 52 wks

| cort
3 Advertising Agency Personnel Changes

NAME ! FORMER AFFILIATION NEW AFFILIATION

:‘w Armstrong Leo Burnett, Chi, vp in charge of art Same, also member of bd
;:rd M. Baker Ansul Chemical, Marinette, Wis., director of publ rels Brady Co, Appleton. Wis, vp in chg publ

Janks Ruthrauff & Ryan, NY, vp Same. member of bd
2 nce Barnard Life, NY, drug mdsg mgr Carl S. Brown, NY, dir of mdsg
Bt C Black Kendall Foods, LA, adv mgr & divisional sales mgr Erwin, Wasey & Co. LA, sr acct exec
& F. Black Benton & Bowles, NY, acct supvr Same. aiso vp e
Herik Bovraem, Jr McCann-Erickson, NY, vp Same. also director of r-tv planming

I{l next issue: Newe and Renewced on-Radio Networks: Broadcast Industry Executives;
New Firms, Neiwe Offices. Changes of Address. Agency Appointments
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Yernon
Bowen (3

Henry
Cragg (4)

Myron P.
Kirk (3}

James F.
Black (3)

Stephen
Cardner (3)

Clarence
Hatch, jr. (3)

3. Advertising Agency Personnel Changes (cont’d)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Vernon Bowen
Thomas G. Brennan
Julie Brown

William E. Brownell
jJohn D. Burke

Leo Burnett

Rufus Carlson

F. Strother Cary, Jr.
Clinton R. Clark
Amadee J. Cole
Shafto H. Dene
George DePue, Jr.
Alfred W. De Jonge
Ray Deitrich

éulian Field

tephen Gardner
Philip E. Genthner
Charles Hanson
Clarence Hatch, jr.
Richard N. Heath
Ray Hermann
Ernest A. Holmes
Myron P. Kirk
Warren Krey

Frank P. Lapick
William Lines

Eric G. Mantle
Paul Martin
Jacquelin M. Molinaro
Robert P. Mountain
Russ Paulson

Otto Prochazka
Arthur W. Ramsdell

Geyer Adv, NY, acct exec |

Radio-tv producer, NY

Compton, NY, in chg media research |
| Campbell-Ewald, Detr, copy chief

Erwin, Wasey, NY, vp & copy chief

Leo Burnett, Chi, pres

KVI, Seattle, special events director

Leo Burnett, Chi, admin vp

Dodge Div, Chrysler, Detr, coop. adv mgr
| Geyer Adv, NY, creative director

Kudner, NY, vp & copy chief

Bryan Houston, NY, acct exec

Harold M. Mitchell, NY, media director & acct exec

tv producer, Santa Barbara

Ted Bates, NY

Hazel Bishop, NY, natl sales mgr

Scheideler, Beck G Werner, NY, vp & acct exec

YGR, Detr

D. P. Brother, Detr, exec vp

Leo Burnett, Chi, exec vp

Foote, Cone G Belding, Chi

Joseph Katz, Balt

Kudner, NY, vp G r-tv director

D-F-S, NY, traffic mgr

F &G S &G R, Clev, Westinghouse apparatus div, opers mgr)

Pasadena Star-News, natl adv mgr

BBDO, Pittsburgh, acct exec

GCeyer Adv, NY, tv art dir

Foote, Cone G Belding, LA, space & timebuyer

YGR, NY, vp

J. Walter Thompson, Atlanta, acct exec

Benton & Bowies, NY, creative supvr

Weiss & Geller, Chi, in chg of mdsg dept

Same, also vp

Foote, Cone G Belding, Chi, r-tv suvps
Same, assoc media director

Erwin, Wasey, NY, vp & cogy chief

Lennen & Newell, NY, vp copy chief
Same, chmn of the bd

Frederick E. Baker, Seattle, asst copy directois
Same, also member of bd

KGE, Detr, media director

Kudner, NY, copy chief

Same, also sr vp

Biow-Beirn-Toigo, NY, acct exec

Same, also vp

The Kemble Co, Santa Barbara, in chg r-tv d
Lennen O Newell, NY, vp

Biow-Beirn-Toigo, NY, asst to pres

Geyer Adv, NY, acct exec

McCann-Erickson, Detr, sales prom acct exes
Kudner, NY, sr vp

Same, pres.

D-F-S, NY, acct exec

Carl S. Brown, NY, director of research & mk
Same, also sr vp

Same, coordinator of creative activity
Same, also vp

Erwin, Wasey, LA, sales prom staff

Same, also vp

KGE, NY, tv art director |
Anderson-McConnell, Hllywd, media directar
Same, also director of r-tv dept

Same, SF

Same, aiso vp

MacDonald-Cook, Chi, vp & acct exec

Crosley Bcestg, Cin, prod mgr
Compton, NY, hd space buyer
Ruthrauff &G Ryan, NY, vp

Bob Roberts
Maurice Sculfort
Edward C. Simons
Ronald P. Smillie
Charles Standard
Gordon Stephens
Harold T. Tasker
Austin A. Thomas
Jack Wormser
William T. Young

NBC, NY, natl sales dept
Gibbons O’Neill, Clev

ABC, Hllywd, net dir

Majestic Mfg, Huntington, Ind, sales exec

Fuller & Smith G Ross, Clev, acct exec
B &G B, NY, art deot bus mgr; supvr prod G traffic

Leo Burnett, Chi, vp in charge of creative planning

Same, assoc media director

Lennen G Newell, NY, vp

Krupnick & Assoc, St. Louis, acct exec
Biow-Beirn-Toigo, NY, acct exec
McCann-Erickson, Clev, acct exec

Same, also vp

Same, also vp

Erwin, Wasey, LA, director-expediter, r-tv de
Same, also member of bd

[
[
[
l Biow-Beirn-Toigo, NY, tv commercial dep!

4. Sponsor Personnel Changes

NAME l FORMER AFFILIATION ] NEW AFFILIATION
George Abrams Block Drug, vp Revlon, NY, vp & adv dir
H. L. Barnet Pepsi-Cola, NY, exec vp Same, pres.
C. W. Cook Maxwell House Div General Foods, asst gen mgr Same, also vp

Henry Cragg
S. Prall Culviner
Irvin Dunston
A. N. Steele

Edison Elec, NY, publ rels
KGE, NY, research dept
Pepsi-Cola, NY, president

Minute Maid-Snow Crop, in charge Fla mfg

Same, admin vp i )

Sylvania Elec, NY, publ rels project mgr
Serutan & Pharmaceuticals, NY, director, mk ™
Same, chmn of bd

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

General Teleradio has acquired controlling interest in WEAT
(TV), W Palm Beach

KCRA (TV), Sacramento, Calif has appointed Edward Petry
natl reps; goes on air in Sept,

KCOP, Hllywd, will increase its power to 170,000 w on 12
Sept,

KCRG-TV, Cedar Rapids, lowa, is now operating with 316,-
000 watts of power from newly constructed 1,085 ft tower

KDAL-TV, Duluth, Minn has added 262V, ft to its tower and
antenna. It is now 816V, ft above the ground and 2,049
ft above sea level

KFMB-TV, and KFSD-TV, San Diego, increased to 316 kc
on 20 July

KFOX, Long Beach, Calif, Las appointed William C. Rambeau
natl reps

KFVD, LA, changed call letters to KPOP on August 1

KJBS, SF, has appointed Adam J Young natl reps, effective
10 August

KOMO (TV), Seattle, has appointed NBC Spot Sales natl reps

KTVQ, Okla City has appointed oseph Hershey McGillvra
natl reps

WACA-TV, Atlanta, GCa, transmitting with new 1,100 ft
tower, 1,070 ft above average terrain

WBNY, Buffalo, appointed Burke-Stuart natl reps

WDEV, Weterbury, Vt, has appointed Everett-McKinney natl
reps

WDSU-TV, New Orleans, is now broadcasting with complete
color facilities

WGBE, Atlanta, Ca has been bought by Bartell Bcsters
Bartell operates WOKY, Milw: WMTV, Madison; WAPL
Appleton. Sale is subject to FCC approval

WGCTH-TV, Hartford, Conn bought by CBS 8 July, subject tc
FCC approval

WHLI, Hempstead, NY, has appointed Gill-Perna natl reps

WHOT, South Bend, Notre Dame's commercial station, has
changed call letters to WNDU

WINS, NY, has appointed Burke-Stuart natl reps

WIRL, Peoria, has appointed H-R Reps natl reps

W)OB, Hammond, Ind, has appointed William G. Rambeau
natl reps

W)OY, Burlington, has appointed Everett-McKinney natl reps

WJRT, Flint, Mich, has appointed Harrington, Righter &
Parsons natl sls rep

WKBH, La Crosse, Wis, has appointed H-R Reps, natl reps

WKBT, La Crosse, Wis, has appointed H-R Tv natl reps

WMCM, NY, has appointed George P. Hollingbery natl reps

WNAO-TV, Raleigh-Durham, N.C. has moved into new and
larger quarters at 2128 Western Blvd

WNOW (TV), York, Pa, has appointed Robert S. Keller nati
spot, net sis and sis prom rep.

WPAC, Patchogue, NY, has appointed Robert S. Keller sls
prom and natl spot rep

WTSP, St. Petersburg, Fla, has appointed Forjoe natl reps

WTVD, Durham, NC, has appointed Edward Petry natl sl
rep, effective 1 Sept

WW/{, WW]J-TV, Detr, have appointed Free G Peters nafl reps

SPONSOR



WHO’s Farm Director,

HERB PLAMBECK

gets behind the

IRON CURTAIN:

N/ OU’VE been hearing about the twelve American

farm experts who are now touring Russia, while
twelve Russian farmers study American agriculture
in Iowa.

We of WHO are tremendously proud that our own
Herb Plambeck was chosen as the only radio farm
news man to accompany the American delegation
to Russia. He’s taking pictures and making on-the-
spot recordings. You will be able to hear these on
WHO. His material will be available to NBC, ABC,
CBS, MBS, Clear Channel Broadcasting Service and
the U, S. Department of Agriculture.

You can imagine the pressure that must have been
used by every sort of medium, for representation
on this trip. Why was Herb selected? Because, in
addition to being the favorite farm commentator in
America’s most productive farm area, he was recom-

Affiliate

S5 SEPTEMBER 1955

FREE & PETERS, INC., National Representatives

mended by the U. S. Department of Argiculture and
by the nation’s three largest farm organizations
The American Farm Bureau Federation, the National
Grange and the National Farmers’ Union (also by
the National Association of Radio and TV Farm
Directors, and other groups).

Herb’s Russian tour is a tremendous “plus” for
WHO listeners and advertisers. It's the sort of “plus’
you always expect— AND GET—from lowa’s most
important station.

BUY ALL of IOWA—
Plus “lowa Plus”—with

Des Moines . . . 50,000 Watts
Col. B. J. Palmer, President
P. A. Loyet, Resident Manager

23
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the
big

listen

IS
to

kbis

bakersfield
california

97

The only popular music and news in-
dependent station in Bakerstield and
Kern county, dominating Catifornia’s
Southern San Joaquin Vailley 24 hours
a day!

representatives:
SAN FRANCISCO DAREN McCAVREN

NEW YORK
CHICAGO

ST. LOUIS
LOS ANGELES

ADAM YOUNG |R.

Arthwr E. Goldman

M. Spomsor ——e

Gunther Brewing Co., Baltimore, Md.

“There’s a lot besides advertising that I learned from George
Washington Hill.” Gunther Brewing Co.’s Art Goldman recalls.

“For one thing. though [ was in my twenties when I worked for
him. I became a very light sleeper. Mr. Hill would think nothing
of calling me at 2:00 a.m. to make sure I'd see him at 9:00.”

Goldman feels that directing advertising for Baltimore’s Gunther
Brewing now is far less nerve-racking a task than his three-yedr

stint with American Tobacco. |

“Mr. Hill had us gathered in the conference room one time to
listen to a playback of the Sophie Tucker radio show which we had
on for Roi Tan Cigars. When the transcript was finished. Mr. Hill
asked each of us how often Roi Tan had been mentioned, and after
each had guessed wrong, he shouted out triumphantly. ‘Thirty-three
times!” and this, to him, was great advertising.”

Of course Goldman doesn’t ignore frequency impact today in his
advertising strategy for Gunther Brewing. Some 53% of this firm’s
$2 million budget (through Bryan Houston) is in television. The
firm’s pattern is year-round sponsorship of such syndicated film
shows as Badge 714 (NBC Film Division) and Waterfront { MCA-TV)
in Baltimore, their major market. Added to this are strips of sports
and news coverage over WMAR-TV and WBAL-TV.

“Selling beer is a 52-week operation,” says Goldman. *Selling it
in the winter is as important as selling it in summer. It takes more
than a message during the peak season to keep a beer in top com-
petitive position.”

To reach special groups, like Negro audiences, and (o insure
maximum advertising impressions. Gunther also sponsors a nightly
sports show and newscast on WBAL. “And during the summer.
we’re running 400 radio announcements a week in Baltimore alone.”

Gunther also uses heavy air advertising in Washington. D.C..
Richmond. Norfolk, Lynchburg. Harrisburg. Altoona. Roanoke.
York and Lancaster.

“Mr. Hill was the master of hard sell,” adds Goldman. “and ['m
of that school myself. OQur commercials make a strong. direct pitch,
tied in with the show whenever possible for easy transition.”

A fast. decisive talker. Goldman doesn’t even relax when at the
heach, has been known to sit down on the terrace and carry on
business during his vacation via long-distance telephone. *a

SPONSOR
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AIR TRMI. NETWORK
promotes sales in a

BILLION s s

MARKET w:14..

o o? T e
YT
N

,(UlSVlLLB © DAYTON - COLUMBUS - SPRINGFIELD > ASHLAND HUNTINGTON



MAKE MONEY with
AIR SALESMEN!

PERSONALITIES WHO SELL! u

IN LOUISVILLE @ DAYTON @ COLUMBUS e SPRINGFIELD @ ASHLAND-HUNTI

i STATIONS DONT
el ynUE AIR TALENT-
WE DO HAVE |

AIR SALESMEN!

$$S95 $$956F5F5596555559955588!

HHHHHHHHHHHHHHHHHHHHHHHHHH




DISCOUNTS? Suse!!

when buying

any 2 of the

A1IN stations . ..

SEREBEREEERREEELEEEEEREER RN
when buyinge

3 or more of the
ALTN stations ...

UE RN EEEEEEEEEEEEEEEREEREEEEERE

To deliver your message better

BUY

All A Trails Netzoork stations
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1955 fac-sf
Combined ATN coverage area

The consolidated coverage of the Air Trails Network—WKLO, WING, WCOL.
WIZE, WCMI —represents nearly $6 billion in buying power, $4 billion MARKETS
in retail sales and 1,132,000 radio homes. Each station’s market contains
thriving, diversified industries. with retail sales per family substantially above

national average. and agricultural area~ where the dollar yield per acre i<
among the highest in the country,
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270,600
511,100
996,100

137,100
138,770
307,840

$565,655,000
$999,947,000

$1,726,778,000

$449,141,000
$596,922,000

$1,084,670,000

$101,245,000
$145,446,000
$263,384,000

$74,163,000
$79,024,000
$111,684,000

$22,457,000
$28,058,000
$50,905,000

$81,427,000
$107,267,000
$209,030,000

$16,768,000
$21,383,000
$34,097,000

-y
ML 8 I
e S

[ WCOL |

The Capilal Stalion

LTTTTHET, i

408,900
551,300
917,900

169,740
171,980
280,980

$809,635,000
$1,094,718,000
$1,580,086,000

$597,408,000
$663,309,000
$1,137,691,000

$126,993,000
$146,360,000
$229,967,000

$96,475,000
$97,940,000
$119,482,000

$32,615,000
$34,187,000
$48,083,000

$118,012,000
$122,657,000
$177,595,000

$18,882,000
$21,118,000
$28,127,000

Survey  of Busing Power

WIZE

SPRINGFIELD

1

83,000
120,200
263,900

..26,910
36,950
79,290

$151,692,000
$208,325,000
$428,900,000

$112,005,000
$126,115,000
$276,463,000

$26,497,000
$29,938,000
$61,573,000

$11,914,000
$12,058,000
$20,369,000

$6,559,000
$6,779,000
$13,164,000

$20,881,000
$22,905,000
$52,599,000

$3,487,000
$3,665,000
$11,363,000
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llllllll 1A
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WCMI| |
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NErAge smaller suliined area
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140,800
255,000
339,600

51,720
71,640
92,310

$321,640,000
$332,941,000
$400,860,000

$187,670,000
$217,624,000
$253,299,000

$41,542,000
$53,642,000
$64,646,000

$22,884,000
$25,666,000
$28,779,000

$11,463,000
$12,532,000
$14,241,000

$40,799,000
$45,082,000
$52,863,000

$5,514,000
$6,345,000
$7,207,000

7 LAWRENCE

/)

All TIAILS N[TWUII

3,822,300

1,131,390

$5.930.875,000

$3.916.832.000

$891.726,000

$405.125.000

$184,170,000

$§728.417,000

$118.930.000



ESMEN 5""

me - L s -l e m o

THESE TOP AIR SALESMEN

promote
sales on . . .
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She Also Charms Sales

As WING’s Slhiow Girl and sultry vocalist,
Shirley offers a special reason for WING’s commanding
popularity among Miami Valley audiences
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Jinnuy Osbora

A big hit-maker in
Y folk singer records:
his warm, homespun
stylo hypos sales

Jinuny lLogsdon =
Tiptop ad libber -
with commercials <
between  his  folk )
music disk spinning LY

Bud Baldiwin

Dayton's dean of
d.j.'s and sales wiz
whose quips are
constantly quoted

Juek Zeigin

16 years of news-

casting has made (M
him No. [ favorite ¢

in his local field - -

Miles Folaud

Hotshot at creating

store traffic; been
entertaining  radio
audiences I8 years

Alice Balman

She's created sin-
gular sales rec-
ord in 12 yrs. of
women programs

& |
GFIELD

Buddy Guinm

Most sold d.. in
Tri-State area pre-
» sides over unique

4.hr. morning show

This presentation was prepared in its entirety by SPONSOR PRESENTA-
TIONS, INC., under the supervision of Ben Bodec, for the Alr Trails Network

Becoelier Frank

Louisville's top d..
and sales stimulator:
came to WKLO in
1951

Veaul Coveles

Top-rated d... from
Loxington and WILW
—land  with great
sales success record

Gene Barry

Combines unique
style of d.. com-
ment and salesman-
ship; here 11 yrs.

Los Bodiue

, A hillbilly  d..
who fractures
sales records as
well as audience

Walter Furniss

News commentator
27 yrs; has had the
same clients for up
to 15 years

Johun

Vckuaney

Famed for his com-
edy characters o-
sales powerhouse,

"Rise with WIZE

Bill Campbell

Area's favorite all-
around mike talent;
clicks solidly with
all age groups

Tompiy Dorcns

His country music
a sonsation in the
record fisld:  big
audience buildes

Bill ket

. Miami Valley's lead-
“ing sportscaster
~ whose inflyance
amazes advertisors

WPe.

IES WHO SEL

for you!

Bob Lincille
Clicks as big
producing soles as

he does with humor-
>us disc comment

0] O O
Clay Lager
Produces maximum
i sales among his big
¥ hidbilly wesiern
4 music antel
Oy (J

Ber Bartou

Packs refreshing d.
style: exceptions
eflective with low
key sales delivery




Alﬂ THAll.S NETWDRK

promotes sales on

directed b 'y

Charles Sawyer

Former John Pattison
(Pat) Williams
Erecutive vice
()f Commerce president of the
Air Traile Net-
work—INK L0,
to Belgium ING, WCOL,
WIZFE and WCMI/.
Former president
of the Ohio
Association of
Broadeasters: 13
uears with Adir
Trails

U.S. Secretary

and Ambassador

4 Alexander Buchan,

adminisirative assistant of th

Air Trails Network. Former W=
manager of WEOL, Elyria, 0. %
IFCCC, Hartford; 22 years in 88

WKLO-——WING WCOL— WIZE-—WcH

D. C. Summerford Jack Wymer Williain H. Spencer Mrs. V. Bennett W. R.(Dick W%
WKLO general man- Station manager; now WCOL manager; in WIZE manager; an ac- ] Station manar
ager; in radio manage- in 25th year with radio sales management count executive at years in radio 0
ment and engineering WING: his daily ""Man 19 years; previously WING four vyears, WCMI on sale sg0
for 23 vyears; started on the Street” for Coca spent two years with coming from WSAIl's f casting, preas
here in 1948 as tech- Cola now in its 20th other Air Trails stations program  supervisory news and proot®
nical director consecutive year staff

for EASY BUYING write, wire or phone collect

A7y H-R Representatives /i or] v John Blair & Co. fj’

J0r WING © WCOL o WIZE o WCMI f07' WKLO
OF| Pat Williams, Alex Buchan or George Lenning WING 000, TReeT parTon 2. onio
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} l IN ‘INLANVD CALIFORNIA (AND WESTERN NEVADA)
i

These inland radio stations, purchased as a unit, give you more W . RenO
listeners than any competitive combination of local stations . . . KFBK 2 ~cramento
and at the lowest cost per thousand! (SAMS and SR&D) N

In this mountain-isolated market, the Beeline serves an area with 'EMJ ‘
. e . FRESN
over 2 million people and over 314 billion in spendable income. Y O

55 ~ - Markets) -
(1955 Consumer Markets) x KER" BAKERSFIELD
i
\

&,
71 \
L ~
= : . ™
SACRAMENTO, CALIFORNIA « Paul H. Raymer Co., National Representative T~
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THE EXPEDITER

Calls himself"the short-
est distance between two
points': known around the
office as the Short Cir-
cuit. In constant touch
with aman who can get you
anything from a crate of
eggs to a hot motorcycle.
Favorite song: "In the
Gloaming." Writes poetry,
has a tendencyto fall out
of canoes.

In the Washington area,
one station gets more re-
sults faster for its ad-
vertisers than any other.
That stationis WITOPRadio
with (1) the largest aver-
age share of audience (2)
the most quarter-hour
wins (3) Washington's
most popular local per-
sonalities and (4) ten
times the power of any
other station.

WTOP RADIO

Represented by CBS Radio Spot Sales

By Joe Csida

RCA’s color tv drive repeats 45 rpm history

A couple of Backstages ago, in a piece on Pat Weaver, |
mentioned in passing, the faith. courage and financial re-
sources involved in RCA’s introduction of the 45 rpm phono-
graph player and record. An elaboration upon this and a
brief recapitulation of the problems faced and dealt with in
successfully establishing the doughnut disk shed amazing
light on the current color television situation. .

To deal with ultimate effects first, it should be pointed out
that the development of the 45 rpm record has had major
effects on every person and organization in the phonograph
player and record industry, exactly as the eventual wide-
spread use of color will have on everyone in the ielevision
business. Today, some 10 years after RCA iniroduced the
45 rpm record, approximately 55% of all single record sales
are accounted for by 45 rpm, and 459, by the 78 rpm platters.

In 1945, when the 45 rpm player and disk was put on the
market there were obviously no 45 rpm phonographs in
American homes. There were some 16 million 78 rpm pho-
nographs in use. RCA met practically universal opposition
from other phonograph manufacturers and, for all practical
purposes, found it necessary to create a market for 45 rpm
records by selling 45 rpm phonographs single-handed.
Columbia had introduced the 33 1/3 rpm record, and most
manufacturers of hoth players and records who were inclined
to get involved in the new speeds rate race at all were going
mto 33 1/3 production.

RCA put on the market a line of phonographs embodyving
in one fashion or another the 45 rpm speed, along with 78.
and. in some sets, even the 33 1/3 speed. But its big gun i
the drive was a 45 rpm plaver attachment, not a phonograph
of iteelf, but a device which could be piped into any radio
or tv set via use of a simple jack. This it marketed for $12.95
retail. and occasionally, with a sample batch of good 45 rpm
records tos<ed into the bargain. As I recall it, RCA was los-
ing about $1.00 on every such attachment it sold. But it wa~
effectively developing the 45 rpm market.

The analagous nature of the current color tv sitnation,
think. is glaringly obvious, with, however, some truly stagger-
ing exceptions. In the past several weeks, RCA has an-
nounced that this is the year it will establish color, by sub-
stantial mass production of sets at reduced prices. In the

(Please turn to page 80)
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make a market?

“Positively, yves”, say more than 150 highly-suecessful national, regional
and local advertisers who have used WBTW during the past vear.

WBTW, with 316.000 watts on Channel 8, provides quality network

and local shows for 1,106,700 potential customers in the 26 Eastern Carolin:

counties making up its basic service area. Those million potential ct r
1 | Py ~F h,

have a billion dollars in effective buying income . . . and fully
receive no other Grade “B' television signal.

Check WBTW by vour own standards for a productive televisi
allocation. Let CBS Television Spot Sales show you how it qua
in facilities, audience and results.

W EFFERSON STANDARD BROADCASTING COMPANY






EW PROOF...

one radio statron dominates

You'll start to find out about WJR’s amazing
sales power the minute you put your nose in the
reviutionary new report on radio listenership
made by Alfred Politz Research, Inc.

Here’s a reallv new method of audience study
— gualitative as well as quantitative. It proves
that radio stations, like printed media, have cir-
culations—regular, faithful listeners.

Based on an extremely large sample (1,873
interviews) checked around the clock, Politz
found that in the Great L.akes market WJR is the
eonstant companion of more people than any
other radio station.

In fact, in an average day, 41.4¢; of all adults
specify that WJR is their radio station.

That’s even more meaningful when you realize
that in the parts of four states surveved by
Politz there are 196 other radio stations fighting
for listeners.

Politz asked what kind of programs listeners
preferred, and what station thev chose for their
favorite program.

Read this: for comedy. 52 prefer WJR: 47¢¢

e Great Lakes area

prefer WJR for drama; for the news, 427, choose
WJR; for music (and some other stations are
nothing but) 24¢¢ choose W.JR; 38 prefer the
sports news via WJR; and 37, of farm listeners
prefer WJR market reports.

Politz didn’t stop there. His researchers founa
that people regard one station as best for “‘reli-
‘handling of ad-
for “helpful-
ness,” and in “public spirit.” Again, WJR.

That isn't all. The real payoff in station pref-
erence and trust came in answer to a question

<

ability and completeness,” for

'y <«

vertising, types of programs,”

asking what people would do in case of a war

rumor. More than 50¢7 said thev’d turn on the

radio. And 25¢ of the total said they'd turn on
WJR.

Even that isn’t all. The whole report is must
reading for anyone concerned with advertising
and selling.

For your free copy either write directly to
WJR, Detroit 2, Michigan, or vour local Henry 1.
Christal man.

The Great Voice of the Great Lakes

WJR..

50.000 Watts

CBS Radio Network

Don't wait! Ask today for vour free copy Th =

offer 1s Limuted to those who have something to sell

tn Dctroit and the Great Lakes area.




TELEPULSE

k &'fv

Anyway you look at it — things are changing in the Galveston-
Houston market. According to the July, 1955 Telepulse for the
Houston-Galveston Metropolitan Area, the number one show was

"$64,000 Question” and had a rating of 32.6. In the July 1955
Telepluse for the Houston Metropolitan Area, the show, “$64,000
Question”, was Number One with a rating of 30.7.

NOW MORE THAN EVER=THE BEST BUY IN TEXAS

KGUL-TV GULF TELEVISION COMPANY GALVESTON

Represented Nationally by @ CBS Television Spot Sales

38 SPONSOR
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THE DILEMMA:

Yes, radio 1s pawerfnl,
But how profitable will
it continne to be an the
national front if sales
strategies like Honitor
become the norm? Net-
work radio revenne is
alrcady dizconnted by
stations that formerly
relied heavily ou it
Many managers now
feel that national spot
radio revenne, which
HI IMAiy cases I8 over
5090 af the total. is
threatened. (See text.)

Does the Monitor sales strategy

lelp

jvo‘i since the palmiest radio days,
when Madison Avenue buzzed with ru-
mors of what Stop the Music was do-
ing to the ratings of its competition,
has there been a network radio show
that’s caused as much talk as NBC
Radio’s Monitor.

The weekend-long show is far more
than just a program brainstorm from
NBC’s nimble chief, Pat Weaver. It is,
in one vehicle, the concept of network
radio “flexibility” carried to the ulti-
mate. And its sales strategy—by which
advertizers scatter their network shots
in lengths ranging from a minute down
to six seconds for hours on end—is
being eyed as a pace-setter by more
than one of the other networks.

Is this brand of “flexibility” a help-
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or hurt radio:

ful or harmful trend for radio?

You'll get many answers, often con-
flicting, these davs. But on the answer
to that question may well hang the en-
tire future of radio—both network and
spot. Eventually, an answer will have
to be found.

As many station executives see it.
network flexibility is a nouse around
their neck. The head of a group
powerhouse outletz afliliated with
major radio web told srox=oun:

“If the present trend toward s
carrier’ programs is carried out on a
full-time basis. we'll be slowls squeezed
out of business. We built the r 1-
tions and audiences of our
with local. spot-sponsored programs as
well as with network shows. But. if

station=

Controversy over flexible

sales plans reaching peak

the network continues to sell announ

ment tin ur stat
that is \ g s
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MONITOR: HELPS OR HURTS? (Continued)

MHONITOR HEI-PS

Flexible pattern has icoi
new elients. audiences f[or

netrwcork against tv rivals

“FLEX'BLE sales strategy s
the only course by which net-
work radio can survive today,”
say nelwork executives, point-
ing to influx of new business
brought in by flexible network
selling on all major webs. Admen
like low cost-per-1,000, high
cumulative audience ratings of
the flexible sales plans, feel that
MONITOR has spearheaded “a
revival of client interest in net-
work radio.” Although few
stations make much money from
network compensation derived
from flexible sales plans, many
have picked up additional spot
revenue for slots in and
around network shows. ““We're
sold out on our local slots in
MONITOR," reported stations in
Milweukee, New Orleans, several
midwest markets. “"MONITOR
has been a shot in the arm to
weekend radio," said manager of
an outlet in a large Texas city.
Flexible sales plans, network
executives say, "are not

aimed exclusively at landing big
spot radio accounts as network

radio clients, are helping radio."”

networks will find that they have them-
selves destroyed network radio as a
major advertising mediunt.”

“aid a vice-president of a leading
radio station rep firm:

“Radio networks: are in an all-out
competition between themselve~ and
with us to see who can offer the lowest
prices to advertisers—all adverti<er-.
This will incan eventually that reps and
stations can no longer compete for na-
tional spot radio campaigns without
cutting back drasticallv on client serv-
ices. merchandising campaigns and lo-
cal program quality.”

The whole question of network ra-
dio flexibility. and its effeets ¢n radio
advertising. iz due to be aired in two
mportant sessions within the next few
dayvs.

On Fridav. 9 September. at New
York’s Waldorf-Astoria. a record at-
tencance is expected at the annual
gathering of NBC Radio affiliatez. The
highest-ranking NBC brass. including
Weaver and Bob Sarnoff, will be on
hand. Since the meeting i= a famih
business session, NBC Radio 1= being
understandably  close-mouthed about
what will be discussed.

But the trade is already talking
about some mew program plans NBC
intends to unveil. At the top of this
list is a proposal to extend Monitor
from its present weekend length into a

program service that runs across tli
board n daytime slots as well. Tinu
plotting: 10:00 a.n. to 5:00 p.un.

Nor is NBC Radio the only web witl
plans afoot to revise its nztwork oper
ations. Four days after the \BC con
clave. a similar meeting of CBS Radic
afliliates will take place at Detroit’
Sheraton-Cadillac. Again high network®,
brass, including Frank Stanton and
CB> Radio President Art Hayes. will
lie on hand.

CB> Radio will be szeeking the affi-
liates” stamp of approral on network
sales plans that center on a “segmenta-
tion formula”—breaking up across-
the-board shows into five-minute seg-
ments. each carryving a one-minute par-|
ticipation but priced at a five-ininute
rate.

New rate policies, hammered out
over the course of many months. are
due to be announced at the two meet:
ings. NBC is expected to propose new
packages of economy-priced participa-
tions and discount structures more fa-
vorable to agencies and advertisers.
CBS Radio will be discussing a new
“single rate” price schedule for the
network. and a 20% cut in networhk
compenzation to affiliates.

The trend doesn’t end there. The
other two radio networks—ABC Radio
and Mutual—have fall plans afoot tg %
match the pricing, if not the sheer

“Flexibility™ at work: Trend io flexible celling at network level has charpened compe-
tition between major webs, and between networks and -pot interests. Networks today sell ¥
participations or segments in programs. have relaxed rulings on contract lengths, size of
network lists. Quartet of programs below typify trend of network sales tactics 1o have
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lerigth. of Honitor and other participa
tien shaws an the twa largest webs,
On the eve of these smatherings of
network afhliates, stations are present
ing a relatively calm exterior, at least
for publication. What i< lheing s
chssed among them privatels, however.

i~ another story.

The station squeeze: \NBC's Voni-
tor, in ils present version, has wou a
number of staunch supporters among
station exeeutives, for a good reason.

A\~ the manager of a major south-
western NBC Radio afliliate put it:

“Monitor’s been a shot in the arm to
the sale of weekend radio.  1t's caused
talk. both nationally and locally. We
are near 1o a scllont on the local time
we have for sale tn and around the
program,”

Execotives at the management level
of stations aflihated with other net.
works made similar comments about
the wav local sales next to network
patticipation shows have perked np
latehy,

Bul stations are griping neverthe-
les~. “thi~ is the sttuation in a nul-
shell:

e Slation execntives interviewed by
StONSOR, almost without exception. in-
dicated that they were resigned 1o get-
ting a =mall percentage- perhaps as
little as 1077 —of their operating reve-

e 1 the forn of netwark pavinent
»  Radio stations rely taday for e
bulk of their revenue on <pot 10 dol
lars.  Purely local husiness i the cas
of major network afhiliates, nines
sonie 109 af the revenne., 1
of the hosiness i< national <pul
e, which caw biring 50 or non
a4 station's earnings,
e A< mueh as 90 ar mare of the
national <pat busines~ on the averag
network athliate tolay falls comewhen
between the hones of 6:00 aan, and
O:00  pane. Monday -through-Frida
National ~pot at other hours does exis
lat ageney hoving patterns taday ave
gencrally in the category  jnst men
tioned.
o  Most of the newest network “flesi-
bilitv plan~" including the extension
of Wonitor — fall within the dayvtime
bracket. This. many stations feel that
the newest  participation  plans  are
aimed primarily at grabbing a chank
of the statian’s choicest davtime ~pot
revenue.
o Aany najor radio afliates sav
they can't fight this because they feel
thex™ve caught in a tv squeeze. It
works like this: \ station. let’s say, is
afhliated with one of the big network
radio chains and is losing money.
But the station also has a money-mak-
ing afliliation with the television twin
(Please turn to page 1211

“something for all classes of advertisers,” At network level today, participations as s~hort
as six seconds can be had. Shown below, L to r.: *Martin Bloek,” strip on ABC Radio:
CBS Radio’s “Tennessee Ernie,” a <egmented strip: “Nick Carter,” part of Mutual'~ Multi-
Message plan (81,500 per minnte?r; N\NBC's

“"Monitor.,” newest of flexible approaches,

VONITTOR HURTS

Bargain-priced nencorks
triean stations lose spot

dollars, must cut qualsty

2Neotwork flexibility, spear-
headed by MONITOR, is slowly
strangling networt radio. say
opponents of new brand of
sales strategy. “We're losing
money on these deais” said
head of big station group. "“"We
get less network revenue, which
means a cut in the quality of
local programing. This in turn
mears lowered national spot
revenue. Eventually, we may have
to drop our network aHiliation
and go independent.’ Other
station men and reps see
flexible network selling “a3 a
means to siphon off the cream of
national spot revenue by offering
a retwork spread at a price
less than the spot prices for
only 30 or 40 markets.” Many
stations keep quist and don't
buck network strategy. Veteran
broadcasters say its “because
they are afraid of losing
valuable television affiliations.
Biggest squeeze will start, sta-
tion men say, "if MONITOR
moves in on choicest daytime

slots and daytime revenue.”
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s the 1ron curtal
S loures hiftme?

For the first time in the history of
the spot air media, dollar figures on
the spending of all clients may be
made available te admen.
Official announcement of this devel-
opment may come within a few weeks.
Spot television figures are involved
in the expected announcement but
on the spot radio front as well ef-
forts will be pushed firmly this fall to
crack the iron curtain on spot spend-
ing figures.
Here is the information most likely
to be made public:
1. Dollar figures on all spot tv ad-
vertisers annually.
2. Dollar figures on spot tv product
categories annually.
3. Dollar figures on the top spot tv
advertisers quarterly as well as the

1955 MILESTONE:

Adyertiser=
. &
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¥ Celgate-Paimelire Co. by m_i(’l L0 6543005 12 330,600 104202 83.000.000 .- $3.000.06
. Ford Meter Co. . ... SIS 0z 3Ty A BI0ZA §1.730.008 810.500 000
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i6. \mtlomni Daley Prodoeis (..r" g l,w.a.ﬂ‘ﬂ* 1202475 2781.8) 5';”‘&;-} h.nu\!u o Kible
17. American Home Predaets Corp. LORIZ 3338891 agmarys o SHNEY.  me estimmte 51.2
::' :""'“‘" Seep Co, ‘ L :'ZAUJITI 1387823 25805 ,?1;—':: 3881217 S100.009 ss'lo“m'“.
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« Merling Drag Ine. > 0 978 A9 2.26%.A%0 47435 - ——  aet eligible " ate
21. Quaker Onts Co. | . A A9Iv 299 2god g4 l.‘ﬂ'\'l_'Z)l"l: 1'-1“'?3’2 1631011 me entlmate - '"l‘l“'
;: ::;:l::‘ s, L IEOSELEE S0 o8 :..';n.nm 21,40 2= oan '—;’_l(lf-‘: 3 ::'x,um 51.500, :«; estlmate
= Flame e e e 0., TIAG = oy o AT0.8 235 08 R 1.000.000
B 27 e Milis lme. ., T ﬂ-w;':);;l; ,1.2;39{) 13M.81 1o i"ﬁl':v:f'l $5200.000 no ikl
28 Mites 1 :'on Co. ... x-,.“.'“) _“.{ﬂv 1516827 201,132 l;m';‘-‘ sader 235000 L. Py
: 29 Su“.; | T e 219116 O232 Somzlo  Lewrie o mmder £23.000  aader R2S 000
i 30 W rands foe, ... 2 U2 18 3vom RNA9 8172392 momae 3330.000 ne eatl
- Westinghoune Eleetric “.926 186 3Twasy 125 MASY  me estlmage - mate
> . . $230.000 -000.000
" %1.600.000
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Formula

total number of advertisers during
each quarter.

The above information, based upon
data gathered by N. C. Rorabaugh,
would be released through the Tele-
vision Bureau of Advertising. Nego-
tiations are now going on between the
two and while no firm commitment has
indica‘ions are that an

been made
be hammered out

agreement

shortly.
The release of information has been

decided upon in principle, SPONSOR
learned. Bugs to be ironed out revolve
about the matter of cost, method of
compilation and use of information so
that Rorabaugh’s business of supplying
special tabulations would not be af-
fected. Certain special breakdowns
would be given to TvB for use in pro-

will

esss Bowiozpers

"

e .

e ———

for reporting outlays hy

advertisers now heing worked out

moting spot tv. Release of this data
would be allowed with certain restrie
tions depending on the nature of the
breakdown involved.

This important development in the
spot tv field comes on the heels of pub-
lication by sponNsor of the first pub-
lished estimates on spot tv and radio
spending by many of the country’s
leading advertisers. These were dis-
closed in the 1955 Fall Facts Basics
issue (11 July, see cut below).

Additionally, as SPONSOR reported
in one of a series of articles on the
problem of secrecy in spot spending
(“Let’s bring spot spending out in the
open,” 25 July 1955 issue), there are
two efforts underway to increase dol-
lar data available in spot radio—by
(1) the Radio Advertising Bureau and

First published estimates of advertisers’ spot tv and radio expenditures appeared in spoxsor’s 11
July 1955 (Fall Facts Basics) issue, may presage regular, more complete tabulations of outlays

e

.73

208027
Jja0

For comments of admen on spot dollar problem se¢e page 78
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'!by (2) Fxcentives” Radio-Tv Service.
The former will coneentrate on getting
uslaliuns to lift their veils on sput dol-
lar spending and ERTS will go after
the ad agencies in an effort to fil out
the holes in its Spot Radio Report.
Unless these efforts are successful,
the pnblication of spot tv dollar figures

b would leave gpot radio as the ounly ma-

|

1]

| I,,jor medinm withont fignres showing
h||

its size, importance aud the list of
those who use it. It is the firm belief
of broadcasters and many admen that
tlre silence surronnding  spot radio
spending rather than giving it glamor
only serves to hide its value.

Dollar spending in all major niedia
except spot has heen published {or
years. Network tv, network radio,
magazines and newspaper supplement
spending is published by Publishers
Information Bureau. Newspaper spend-
ing (including supplements) is pub-
lished by Media Records through the
American Newspaper 'ublisher’s As-
sociation’s Bureau of Advertising.

The commonly-published lists of
leading advertisers are often mislead-
ing because lack of spot spending fig-
ures gives only part of the ad picture.
The situation has been particularly bad
in regard to spot radio. The thin
amount of information available in
this field has bedeviled agencies for

1939 MILESTONE:

ADVERTISERS - SPOT

ACQUA LINA MWFG, CO

Aoqus Line
AGASH REFINING CORP.

Ttelian Cook Salad 01l
AIR CONDITIONING TRAINING CORP.

Afr Conditionirg
ALL-NU PRODUCTS CORP.

1-Nu Floor Polish

APMLOAATES MEAT & BUTCHER TORKERS
ANERICAN BEVERAGT CORP.

Dr. Brown's Cel-Ray Tonic

AMERICAN HOME-BTERLING PRODUCTS
Aeromiet
Asrowax
Anacin_(and Kolymos)
B81so0dol
Cal-Aspirin (and Heley's \wL0)
Calif. Syrup of Figs
Cascareté
Danderine
Ciamond Tinte
Dr. Lyon's Toothpowder
Freezoms (end Fly-Ded
Glostore

jL
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THHS WIS
| FIGHT
FOR

g 1" 1. RIPONROR
M “— vy, elltorlal platfism
}‘%Kﬁ 2% July 195 lssue)
e fight for regular pabliea-
“We fizht for regul bl
tion of spot 1» and radio
expendilnres of companies
comparable 1o figures

mvailable for all other wmedia™

vears, forcing them to spend precions
maun-hours sending questionnaires to
stations and leading to all sorts of
cloak-and-dagger operations in an ef-
fort to find out who is spending lhow
much, where and on what products.
From the begiuning of spot tv’s com-
mercial history, however. there was
less of this secrecy-laden atmosphere.
N. C. “Duke” Rorabaugh (who in
1952 sold his monthly report on spot
radio advertising to James M. Boerst’s
Executives’ Radio-Tv Service alter 12
vears of operation) published his first
Rorabaugh Report on Spot Television
Advertising in June 1948. Getting in
on iv’s ground floor and with the help

ADVERTISZRS - SPOT

Historic first Rorabaugh report on radio was for New York City, had dollar figures.
baugh and TvB are planning regular release of spo1 tv dollar figures baszed on Rorabaugh data

of prominent v broadeasters; Rora-
bangl was snecessful in conmvincing
video ontlets that release of <pat
advertising data wonld help them as
well as the indostry.

Rorabangl’s first ts veport, a thin
200 pages, covered 200 <tations i 1
cities and Listed 230 acconnts, of which
FEL were retail and 16 were network
buvers. (Rorabangh later dvopped the
network and retail acconnts and con.
centrated on national and regional spot
bosiness olelv.y s Latest report, for
the second gquarter of 1935, 1< a thick
208 pages, 216 «ations who
reacl an estimated 937 of tv hores
and share abont 907, of the total dol-
lars speut in national and regional
spot tv it lists some 3977 products.

COVETS

It is this information that will be
the basis of dollar fignres which Tvl}
would release. The report. however,
does not contain dollar fignres. |t i«
the cost of converting Rorabaugh Re-
port data into dollar fignres and the
question of what data can be relea<ed
without hurting ~ome basic sources of
Rorabaugh income that are the core
of negotiations currently underway be-
tween Rorabaugh and TvB. In other
words. it's a matter of money. There
is nothing else in the way of data to be
gathered. It is solely a matter of con-

(Please turn to page 110)

Now Rora-

\NYC 8POT

NYC SPOT
$ 645,00 AMERICAN LEAGUE FOR PZACE ) ggg.gg
AUERICAN SAFZTY RAZOR CO. ' o
0. Gen Rozors & Blades .
1 50 AVERICAN TOBACCO CO. 4,400 00
4 . 62 Lucky Strike Cigerettes &
335 ANDERSON, CARL 22. %
00,00 Sarvice 3tation
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120,00 8hos Btores e
4,740,00 APOTHEXER, WE!CZL
Shipping Agency e
ARMSTRONG CORX CO. 3,120
00, 00 Qusaker Rugs .
203 ARUITRONG PUBLISHING cCs ;8.%
ARONSTEIN FURNITURZ CCRP. 3().(n :
2,112, 50 ASTOR JEVELRY STORS 30,00
2,112.50 ATKINS, T. J.
TRTC CITIC CO 212,75 4
ATLANTIC % PACITIC o . 1%,
211250 A;(TG?I-HSFH TC3ACCO CC. =,470,00
, @0 20 Grand Cigsrettes ‘
he300 AYVAZ WATZR %030 CC. §73‘50 .
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Nandran commercial
mitke mpact witl
udeet and grant stunt

Floor covering manufacturer gets 1089, sales
hoost. doubles distribution from S150.000 television

budget plus heavy merchandising to the trade

_IIO“' can you make a mouse-size tv
budget look like an elephant?

“Put spectacular type demonstration
commercials on network tv.” says
Charlie Skoog. Hicks & Greist v.p. and
Sandran account executive. “and mer-
chandise the hell out of "em!™

Hicks & Greist did just that for
Sandran Stainless Vim! floor covering.
in a field where such giant competitors
as Armstrong Cork Co. and Congo-
leum-Nairn spend millions to show the
public how floor covering can beautify
kitchens. Results were immediate:
66 sales increase in June 1955 over
June 1954 alone.

“With only $150,000 a year to do
the whole job of advertising Sandran.
we decided we’d better call a different
play,” fullback-sized Skoog told spox-
sOR. “The big difference we stress be-
tween Sandran and other floor cover-
ings is the fact that it's stainless and
easy to clean. And we felt that we
could demonstrate these qualities
graphically on tv.”

And graphically they did demon-
strate: Commercial Number One on
Steve Allen’s Tonight, NBC TV last
May, showed a roll of Sandran lying
across an off-Times Square street. with
heavy New York City traffic slushing

COMMERCIAL BY THE HEFTY

(325 POL

over it in the evening rain. With a tv
camera trained on the street. Steve
Allen rushed out. fully equipped with
raincoat. pail and mop. and proceeded
to demonstrate how easily all the dirt
from the traffic could be wiped off the
Sandran floor covering.

This commercial was followed the
next month by one showing an ele-
phant trampling an unappetizing mix-
ture of ingredients (eggs, grape juice,
ink, mustard, catsup, tomatoes, lenion
juice, grapes, bleach) on the Sandran
floor covering under its three-ton-plus
weight. A weighty demonstration of
Sandran’s stainlessness and the ease of

TORTURE TESTS BY ELEPIHANT, NEW YORK TRAFFIC. STEAMROLLER GRIND DIRT INTO SANDRAN, SIHIOW EASE OF CLEANNNG LOOR COVERING

44
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\INLESS VINYL

|

RS QN S TONGHTY DEMONSTRATES SANDRANS STAINLESSNVESS,

leaning it. along with its durability.

\ second commercial in June
showed Steve Allen operating a steam-
roller over a similar mixture of messy
ingredients on Sandran. with Skitch
Henderson heading the clean-up com.
mittee. Still another summer commer-
cial showed the three hefty (325
pounds each) Borden sisters doing a
song-and-dance routine on Sandran
without inflicting irreparable damage
upon the floor eovering.

Sandran’s result= to date. after no
more than twe minute-commercials a
month on Tonight. have heen a speetac-
ular sales increase of 1087 during the
first six months of 1955 over the previ-
ous vear and the addition of 1.122 new
dealers in the month of May alone—
hoth results direetlv traceable to the
I advertising and the merchandising
of this advertising to the trade.

How did Hicks & Greist hit upon the
suecessful formula?

As m the case of any advertising
eampaign. the components were three-
fourths  planning and one - fourth
chance. Back in 1951, when the agen-

5 SEPTEMBER 1955
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THEIR WEICUT ALSQ

¢y took over the account, Sandran was
spending essentially the same amount
this vear.
But the company wa-n't doing well.

on advertising as it does

Ageney and client execulives agree
that several faetors contributed to the
sad state of Sandura Co. affairs until a
few months ago: (1) a problem prod-
uct: 12) a pedestrian approach to ad-
vertising that forced Sandran to com-
pete with the giants on their terms.

The product problem iz one that
arose in 1930, after the company had
been fu business for some 27 unspee-
tacular vears. [t was during that vear
that Sandura’s president. John Clem-
ent. decided to introduce the new >an
dran. a speeiallv treated plastic
eovering made of viml plasti~ fl
with laminated felt on the back of it
The idea was fine: the product wasn't.
Sandura introduced it three different
times over five vears. recalled and r
deemed
1The firm is still standing bhehind it~
original merchandise at the rate of
some 5500.000 a yvear. though the bugs
are now out of the product: it ex-

the merchandise each tin

B

STAINS

SANDRA

\

DIVWIATIZES THE

DI RABILITY OF 1'ME PRODUCT

pectz to be fully in the clear by th
end of the vear.)

In terms of its past advertising. San.
dura was strong on newspapers and
magazines from its birth. in Philadel-
phia in 1923, virtwallh until 1955
Then tn January 1955 ilicks & Grewst
pushed the product into network by for

the first time. with ute i
tion on NBC TV« HHome. =ales re
mained sluggizh. although the <how
carried mto  the |
.

AGENCY. CLIENT AND STAR

T. (
Harbert. \RC T\ (
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B&M tv campaign was successful close to station
and in Area B (50-100 miles from WBAY-TV, see
chart below right). In picture WBAY-TV General

How D&M vie
one month after the fmal results

Manager Haydn Evanz (standing left) holds month-
ly meeting to discuss ways in which programing
builds WBAY-TV, Green Bay, as “area station”

g I8 tv est

In retrospect B&M still finds it incredible that 26 weeks of tv could

revolutionize cating habits. Now it’s studying what more tv would cost

0ne month after the finish of the
Burnham & Morrill test tv campaign in
the Green Bay. Wis., arca, executives
of the Portland, Me., comnpany were
still shaking their heads over the re-
sults. In retrospect the fact that 26
weeks of tv had boosted sales of their
oven-baked bean and brown bread
products by over 987 seemed even
more unbelievable than when the final
tabulations first came in. (See SPONSOR
8 August 1955, page 38).

What seemed to most stir up the
wonder of the B&)M executive, Yankees
or adapted Yankees all, was that they
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could successfully change deeply in-
grained eating habits in the Green Bay
area.

“Consider this analogy,” said W. G.
Northgraves, B&M advertising man-
ager. “Suppose you came to the people
on the Maine coast who are known for
their bland eating habits. and who've
never eaten anything hotter than a
chowder, and you presented them with
the ridiculous idea of forming a taste
for chile con carne—\exican style.
That would be a gastronomic revolu-
tion. Yet we've been doing something
quite similar in Green Bay.

“A high percentage of the peoplein
this region are of Scandinavian stock.
Molasses cookery is unknown to then.
Baked beans as thev know it is beans
cooked in the can In a tomato sauce.
Yet we were suddenly able to almost
double our sales in 26 weeks of tele-
vision after having had no such pre
cipitous spurt during 15 previous years
in the market. This despite the fact
our molasses oven-baked bean is con-
siderably more expensive than the
tomato sauce bean.”

SPONSOR sought out the views of the
Burnham & Morrill firm one month

SPONSOR




uter completion of the $12,500, 20-
veek v test in order o provide read-
irs with BEMs considered analysic of
he test's During  the
ourse of the test, seonsor brought its
caders a blow-by-blow coverage of
ales every from
tart of the test on 2t January through
ts finish on 22 July. bt is believed that
his is the first tune a media test has

sigutficance,

results two  weeks

tver been reported openly in a trade
aper while it took place aud sroNsor
« now seeKing the opportunity to re-
sort other campaigns on a similar
asis (see box).

In addition to the views of B&VM.,
sroNsoR has also rathered analvtical
~omment from B&M's broker in the
Green Bay area, Otto I.. Kueln Co. of
Milwankee: from WBAY-TV. Green
Bay. the station which carried the test
ampaign. literallv risking its reputa-
tion as an advertising medium in the
process by allowing admen to see what
't could do for a produet with no facts
withheld; and the John Dowd agency
{Boston and New York) which took

over the BANM account effective 1 Sep-
teinber from “““(), Boston.
{Announcement of a new ageney
during the course of the tv test was iu
no way related to the test which lad
heen nndertaken at the chieut’s request.)
Here in their own are the
analysis of (1) B&W's Northgraves;

(2) WBAY. TV Tlaydn LEvawns, the

words

OO0 AR A A B T I g

WHOSE MEDIA TEST WILL
BE REPORTED HERE NEXT?

sroNsoR 1= seeking the cooperation of
other advertisers in openly reported
media tests {ike BEVL AT you'd like
ta cooperate, write to  Miles David,
Fditorial  Director, srosson, 10 1.
1%th St,, New York 17, NU Y,

station’s general manager (and a man
who as creator of radio’s first big
quiz, Pot ’o Gold, is at least a God-
father to the present quiz upbeat);
(3) Marvin Bower. advertising man-
ager of the brokerage firm of Otto L.
Kuehn Co.. of Milwaukee.

1. The client: (V)
. The real ieaning
to u~ of the Green Bay resnlts is that
we have experienced at first hand the
power of television to not only sell hut

G. Northeraves,
BAM ad manager

f-.r
them was a new product,. We feel that
the station imohed. WBAYSTV ., de-
~scrves a creat deal of ¢redit for its
masterful development of commercials

al~o cducate consnmers too what

sutted to the local scene from our copy
themes,

“SPONSOR readers will recall seeing
a picture of a model of a B&M oven
which the station built in order to pro-
vide atmosphere for the commercials,
We were amazed at huw well the oven
captured the idea of our uwn ovens
which the station had never actnally
secen. We believe the atmosphere <ur-
rounding the commercial wa< a big
factor in selling the product,

“Despite our satisfaction with the
television results any future use of
the medium will not neeessarily follow
the Green Bay pattern. llere we were

(Article continues next page)

B&M SALES THROUGH END OF 26-WEEK TV TEST

Sales by dozens of B& M beans snd —~
brown bread at wholesale levelt

(1 Jan.-22 July 1954 vs. 1933)

18. oz, ,37 2.

brown bread

- N Y
1954 vs. 1955 1954 wvs. 1955

- N
1954 wvs. 1955

AREA A (50-mile radius of Green. Bay)

1. MANITOWAC, WIS. 290 520 230 430 o 114
2. OSIIKOSH, FIS. 380 610 155 291 10- 120
3. APPLETON, FIS. 800 2,126 805 1,112 250 1,000
4. GILLETT, IlS. 240 470 270 540 20 160
5. GREEN BAY, FIS. 1,910 3,830 1640 2,700 60 1,170
6. MENOMINEE, MICH. 270 600 0 95 60 130
TOTALS A 3920 8,156. 3100 5,171 100 2,69

AREA B (50-100 mile radius of Green Bay)
7. FOND DU LAC, FIS. 160 320 115 205 0 30
8. STEVENS POINT, FIS. 490 796 335 585 10 180
9. FAUSAU, FIS. 480 640 110 177 20 70
10. NORWAY, MICH. 410 6350 700 775 10 150
11. SIIEBOYGAN, IS. 105 810 338 596 80 170
12. WIS. RAPIDS, FIS. 170 220 65 128 0 30
TOTALS B 2,115 3,436 1663 2,460 150 630

TOTALS A and B

6,035 11.592

4,763 7,631 350

3.324

Grand total 1 Jan.-22 July 1954: 11.348 dozen cans

Grand total 1 Jan.-22 July 1955: 22.547 dozen cans

5 SEPTEMBER 1955

$Televislon campalgn begas 21 January 1933
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entermg a small market with sales on
a tow level and spending heavily to see
if tv could pass an acid test. In the
future  we will probahly seek out
markets with more potential provided
we can buy v economically enough.”

2. The station: (llaydn Lvans, gen-
eral manager, WBAY-TV). “spoxson
has commended us for courage in a tv
test whose results were made completely
open. But I'd like to point out I felt
reasonably sure the results would be
excellent because we had conducted
a somewhat similar study in 1954 in
conjmiction with the University of
Wisconsin (“The Area of Effectiveness
of a Selected Vhi Television Station.
sponsor 3 May 1954).

“Our 1954 stndy proved that we
were delivering a successful sales im-
pact for nearly 100 miles in all direc-
tions- and even farther to the North
and West. So I felt sure we could do
the same for B&M, especially since our
set saturation had increased from less
than 50 to more than 70°¢ during the
nearh 12-month interval.

.

“About a wmonth after the study got
under way. I worried about the high
price of B&M beans. The distribution
had been nearly perfect for years—
and there was certainly no question of
quality. But | suddenly realized that
our hasie job was not one of hrand-
switching, hut one of selling our audi-
ence ofl a 10c item on to a 39¢ item.

“Perhaps the biggest thing I learned
from this study was that daytime tele-
vision is often better than nighttime
for certain products. I can’t prove this
—Dbut T would have tried to sel the
client on a largely nighttime schedule
if 1 felt it would have done the hest
job. Instead, while we started on a
three day and three night announce-
ments weekly basis, we soon sensed
that our daytime announcements were
carrying the heavier impact. We also
sensed that spots within personality
shows were better than one-minute
station breaks.

“Frankly. 1 was very concerned near
the close of the campaign, when our
job was to prove that advertising could
overcome the special price deal (50c

B&M SALES FOR THE MONTH AFTER END OF TV TEST
(22 July-19 Augus: 1954 vs. 1955)

I8 ez. 27 ea.

brown bread

Nales by dozens ot B& M beans and
brown bread at wholesale level

r N
1954 vs. 1935

l4 e =™
1954 vs. 1955 1954 vs. 1953

AREA A (50-mile radius of Green Bay)

1. MANITOWOC, WIS 20 50 10 75 20 0
2. OSHKOSH, WIS. 60 98 0 50 0 0
3. APPLETON, WIS. 240 300 10 359 70 120
4. GILLETT, WIS. 50 50 75 75 0 0
5. GREEN BAY, WIS. 460 300 235 300 20 140
6. MENOMINEE, MICH. 70 50 0 0 0 30

TOTALS A 900 8438 330 859 110 290

AREA B (50-100 mile radins of Green Bay)

7. FOND DU LAC, WIS. 50 30 0 25 0 (6}
8. STEVENS POINT, WIS. 94 150 60 75 0 60
9. WAUSAU, WIS. 0 24 0 5 0 0
10. NORWAY, MICH. 0 0 0 0 0 0
11. SHEBOYGAN, IIS. 50 80 0 60 20 30
12. WIS. RAPIDS, WIS. 30 0 10 0. 0 0

TOTALS B 224 284 70 165 20 99

TOTALS A and B 1,124

- co B s e S

1.132 400 1.024 130 380
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a case) which had been used the pre:
vious vear. But we topped that hurdle
very nicely, as you know. Right now.
I'm very curious te see what wih
happen to B&M sales in this territory
without any advertising. How long
will the advertising effect last? Frank
Iy, I'd prefer that B&M refrain froin
spending any additional advertising
money over this station for the next six
months.  Perhaps certain advertising
men have the answer—but 1’'m curious
to see what happens to B&M sales,
month hy month. 1n other words, we
gave B&M sales a strong push for six
months . . . now lets see how well their
wagon will coast.

“I believe it’s important to note that,
B&M's results were strong in the outer
test area tArea B. 50-100 miles from
Green Bay) as well as in the closer-by
area {Area A within a 50-mile radius
of Green Bay). This is in keeping with |
our efforts to build WBAY-TV as an
area station.

“A true area station is made not &
born, it ought to he pointed out. The & |
fact that a station signal covers a
wide territory doesn’t mean a thing I";l
The effectiveness of a station’s area |

coverage is in direct proportion to a
station’s ahility to make the folks who
live relativelv far away forget about
distance—and to feel that they are

simply ‘on the other side of the screen.
“Here’s what we do to build as an

area station. 1
“We insist that an average of two
regional film stories be used each day. s

Some days we use three—other days
only one—hut we maintain an average
of better than two regional stories
daily. To do this. our news depart-
ment has two sound-on-film cameras °
plus the usual photo equipment. We
think it is important to get the voices L
of our area, as well as the video parts

“Perhaps our most unique twist in
developing our area concept is what
we call our stationhreak Salutes. On at
least one stationbreak per hour from
7:00 a.m. though midnight, we salute
a different person somewhere in our
area. Perhaps at 8:00 a.m. our an-
nouncer says: ‘This is WBAY-TV,
saluting Sheboygan and Mrs. George
Schmidt who has just heen elected
President of the Sheboygan Garden
Club.’

“In other words. instead of making

each stationbreak a relatively drab and |‘

repetitious affair. we turn it into: (1)
a promotional item: (2) a news item.

t Please turn to page 127)
SPONSOR
|
|
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E§PRICED SHOW (ALL TYPES)

alor Spread (NBC TV 5 b

' $265,000

v show cos

Spectacualars at quarter-million level with regular

yHa3T:PRICED WEEKLY SHOW

weni’s lour (NPE TV

$112,900

° ) go-e . ‘. - » .
AST.PRICED WEEKLY SHOW . program costs zooming. SPONSOR survey reveals

Jolinny Coons (CI3S 'Y

$3,500 K vie ancient davz of television (two vears ago) a tv ~how cost of
$:10,000-850.000 was~ con~idered a~tronomical. This <ca~on at Jeast 13
shows will erack the $100,000 mark for talent and produc

As with last sea~on. it NBC that i~ putting the biggest program
money behind it= spectaculars. Top-budgeted ~how i~ it~ Color Spread.
with six sponsors pitching in a gro~~ production total of $265.000.
Producer’s Showcease i~ getting a reeord $2060.000. VWax Lichman
Presents 1= budgeted at $231.800. Boby Hope's appearances for
Chevrolet will be paved by a $235.300 program nnt. NBC TV now
boast= 10 shows in all whose budgets exceed $100.000. among
them those of Berle, Rave, Cae~ar, Como.

CBS TV hax two wew entries iu the big-amoney elas~: it~ own
Special Project”™ 90-minute Ford Star Jubilee, budgeted at $150.000.
aud Trwentieth Century-Fox Theater at $125.000. Chry=ler’s Showce
of Stars on CBS TV has been upped to S110.000.

6 PRICE OF ONE-HOUR ORAMA

$55,900

£ GE PRICE OF HALF-HOUR
SITUATION COMEDY

$26,000

A\l PRICE OF HALF-HOUR DRAMA

$32,380

ABC TV a> well contribntes to the high-cost sweej »ld]\t\ wi
Disnevland at 875.000 and Warner Brothers Presents

But victory in the battle for audience can .
spender, a~ evidenced by The 861000 Question
out~tanding bargain at $25.000.

AC PRICE OF WEEKLY HALF-HOUR
t1Z OR GIVEAWAY SHOW

{ o
$19,150 - SPONSOR's show-cost e-timates on the g
¥ prepared with the assistance of specialist= among advertisers
' ¥t agencies. and networks.  Figures are gro- p Ce
! talent and production for all <how~ abon fo

be obtained by presstime. do not include time costs

\VRAGE WEEKLY PRICE OF
DAYTIME SERIALS

$11,400




Chart hists only sponsored network television shows. All

figures are gross, as paid by advertiser. They include talent, script,

direction, production, but not commercials or time charges. In the case of

shows on five times weekly, cost is total for week and is so designated.

Where show is designated as simulcast cost is for both radio and tv.

Costs appear in sPONSOR’s network tv Comparagraph every other issue. -

PROGRAM

Break the Baulk:
Chanee of a Lifethue

John Daly, News

Disueyland

Dollar a Secoud
Down You Go

DuPout Theatre

Faith for Today
Grand Ole Opry

Lone Rauger

M-G-M Parade

Ted Maclkl’s Amateur Hour
Malke Roow for Daddy
Masquerade Party
Medical Horizons

Mickey Mouse Club

Name's the Same
O=zzie & IHarriet
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ABC TV sponsored shows

WEEKLY COST
UNLESS NOTED

$23.000
$10,500

S19.500
5 ¥; hrs

$75,000
$23,000

$8,500
$35,000

$2,000
$12.000
$24,000
$14,000
$14,000
$10,000
$20,000
$10,000

$2.800

per Y4 hr
S16.200

S12.000

Talent

News

Miscell.

Qulz

Quiz

Drama

Religious

Barn dance

Western

Film shorts

Talent

Situation comedy

Panel quiz

Deocumentary

Children's

Quiz

Situatlon Comedy

LENGTH

30 min.

3¢ min. 4,

15 min.

I hr. I,

30 min.

30 min.

30 min.

30 min.

[ hro d

30 min.

30 min.

30 min.

30 min.

30 min.

30 min. 1,

I hr. 5

30 min.

30 min.

1, wk

5, wk

‘wk

1,/wk

1/wk

17wk

1/wki

wk in 4

1/wk

1/wk

1,'wk

1, wk

|, wk

wk

1wk

I wk

SPONSOR

Dodage

Emerson Drug; Lentheric

Miles Labs; Tide Water Assoc.
0il

Amer. Motors: Amer; Dairy;
Derby Foods

Mogen David Wine

Western Union

DuPont

7th Day Adventists

Ralston-Purina

General Mills; Amer. Dairy

Amer. Tobacco; Gen. Foods

Serutan

Amer. Tobacco; Dodge

Knomark: Pharmaceuticals

Ciba Pharm.

Armour; Bristol-Myers: Campbell
Soup: Carnation: Mars; Welch
Grp Juice; Gen Mills

Ralston-Purina

‘Hotpoint; Quaker Oats

BN

AGENCY IR

-———

Grant

.
Lennen & Newell; Cu
Walsh |

Wade; Buchanan
G aon e o
Weiss & Geller
Albert Frank:Guenther i
BBDO

Rockhlll ..

Gardner

D-F.S: Campbell Mit
SSCB; B&B, Y&R
Kletter

SSCB: Granf

Mogul; Kletter

IWT

Henrl, Hurst & McDen D.
Burnett: Erwin Wase K
Knox- Reeves

Guild, Bascom, & Borll

Maxon; IWT

SPONSOR-

.
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PROGRAM

Peuny to a Million
Riu Tiu Tin

Bishop Sheen

Star Tonight

Stop the Masie

Super Cirens

Treasury Hen in Action
T Reader's Digest
The Vise

Y eice of Firestous

B reiter Brothers Preseunts
W ednesday Xight Fights
Lawrenee Welk Show
Wyatt Earp

Tou Asked For B¢

ABC TV sponsored shows (continued)

WEEKLY COST
UNLESS NOTED

S23.000
$21.000
$20,000
S17.600
520,009
S15.800
326.500
S21.000
£25.000
8$21.000

simul

S65.000
$35.009
$6.750
S$26.500
$9.100

TYPE

Quiz

Drama

Discussion

Drama

Musical quiz
Children’s
Documentary drama
Drama

Drama

Muslcal
Drama
Boxing
Music-variety

Western adventure

Quliz

LENGTH

30 min | wk

30 min. | wk

30 min. | vk

30 min. | wk

30 min. | wk

b ohr, 17wk

30 min. | wk

30 min. | wk

30 min: | wk

30 min. | wk

I he. | wk

About
1wk

45 min.

I he. | wk

30 min. | 'wk

30 min. | wk

SPONSOR

Sheaftir Pen; Brown & Wmsen
Nat'l Blseult

Admiral

Brillo

Quallty Jwirs; Neechl Sewling
Kelloga; Chunky Chocolate
Chevrolet

Studebaker- Packard

Sterling Drug

Firestone Tire

Liggett & Myers: GE; Monsante

Pabst Brewling: Mennen

Dodae

Parker Pen: Gen Mills

Gulld. Bascom & Bonfigll

CBBS TV sponsored shows

PROGRAM

GGene Autry
Beat the Clock
Jaek Beuny

Big Payoff
Brighter Day

Burnus & Allen
Captain Miduight
Johuuy Carson Show
Climax

Contest Carnival
Unele Johuny Coeaons

Bob Crosby

Crusader

Bob Cummings Show
Decewmber Bride
Bounglas Edwards. News

Ford Star Jubilee

- S

Four-Star Playhouse

WEEKLY COST
UNLESS NOTED

$25.000
S17.500
$35.000

$3.000

per '3 hr

$9.000

5 Y hrs
S$32.500
$13.509
$28.000
S635.000

S7.000
$3.500
S$3.700

per '3 hr
S30.000
$26.000
S$28.000
S8.500

per show

S150.000
$30.000
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TYPE

Western varlety

Audience partic.

Comody-variety

Aud. partic.

Serial drama

Comeily

Children’s adventure

Comedy-variety

Drama

Children’s quiz

Children’s

Varicty

Advenlure

Situation comedy

Situation comedy

News

Varlety

Drama

LENGTH

30 min. | ‘wk

30 min. 1'wk

30 min. alt wke

30 min. 5 wk

IS min. 5 wk

30 min. | wk

30 min. | wk

30 min, | wk

I hr. 3 wks in 4

30 min. | wk

30 min. | wk

30 min. 5 wk

30 min. | wk

30 min. | wk

30 min. | wk

I5 min. 5 wk

90 min | wk in 4

30 min | wk

SPONSOR

wm. Wrigley Jr.
Sylvania
Tobaceo

Amer.

Colgate-Palmolive

P&G

Carnatlon; Goodrich

Wander Co.

Revion; Gen. Foods

Chrysler

Quaker Dats

Lever Bros.

Gen. MII nl: Simoniz; Secott
Paper; S "
Milk: M

R ey

Bristel-Myery

AGENCY
Beods. Bates
K&LE
Erwin. wWasy
IWT
Grey
Wl
Cun'gham & Wailsh Mazen;

Y&R NL&AB. Gardnee

Warwlek & Lrgler. McCann-
Ericks K& E

Grant
Tatham-Laird. D-F-8

Rosefleld Packing

AGENCY

Ruthrauff & Ryan
IWT
BBDD

Esty
Y&R

Erwin, Wasey; BBDD

Tatham-Lalrs

Y&R

B&B

IWT

Y4 R
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ager of radio-tv accounts of Potts, Calkins & Holden agency (Kan-
m sas City) makes off-the-air recording of client’s spot radio show

How to oet “tear sheets™ m

1 RECORDING: Parked on highway in Colorado, Al Christy, man-

ing

using car radio and portalile tape recorder. On recent “monitor-
trip, Christy traveled 4,000 miles through 11 states, made
taped “tear sheets™ at cost of some $30 per area or city checked |

Using off-the-air tapes, agency reviews, improves client spot campaigns

Executi\'es of the Kansas City ad
agency of R. J. Potts, Calkins & Hol-
den (an associate firm of New York’s
Calkins & Holden) are a far cry from
the usual pattern of radio and televi-
sion “private eyes.”

They aren’t behind in their rent.
They wear tweed toppers instead of
belted trench coats. They don't talk
in the flip, tough phrases of Mike
Hammer or Philip Marlowe. Their

52

clients are not luscious blondes reclin-
ing invitingly on a chaise lounge in a
sexy negligee.

Instead, they are hardworking ad-

men, whose radio and television ac-
counts include such diverse clients as:
Colonial Hatchery, Cook Paint, Bran-
iff  Airways. Interstate Bakery. Pio-
neer Chemical, Mid-Continent Petro-
leum. K. C. Southern. Pen Jel and
Gooch Feed.

But private eyves they are neverthe
less for they have developed a form of
“detective work™ to solve an advertis-
ing problem common to many clients,

This scene might be typical:

We're in the office of the general
manager of a midwestarn radio sta-
tion. He's sitting at his desk, smiling
pleasantly, not quite sure what's going
to happen next. Across the desk, Al
Christy, one of the agency’s radio-tv

'SPONSOR




exeentives, plugs in his tape recorder,
flips a switch, aud lets it roll.

The station wanager’s face is a mask
of surprise.

“Did oue of
Lthat?” hie ashs.

“Yeu! replies Christy with o grin,
Ille pronounced ‘stilbestrol’ three dif-
ferent ways in the same commereial”
| Or the checkup way come in the
form of a written report.

our anuouncers  do

This oue, selected fronr the ageney s

arowing correspondence  with  radio
Loutlets, 1= again ty pical:

4 “As a service to our client, D-N\ Sun-
rav il Co. this ageney has recently
vompleted o -L000-mile  trip during

B which we made off-the-air tape ehecks
of our client’s broadeasts.

“Your

lwo oceasions

was air-cheched on
Juue 11th, from Dix-
on, lll.. and June 15th. from Osceola.
lowa. The program was presented in
| conformity with our contract., and copy
rotation was correct.

station

“While we do not presume to have
[ the right to tell you what the editorial
content of your newscast should De.
‘we do feel that we are justified in re-
lating that we believe there is an obvi-
vus lack of local and regional news in

PLAYBACK: Next step for Cliristy i

How stations view ageney’s “‘privine eye’ tape tacties

At hiest, stations tesented PCKTE ageney chechups o spot vadio, lates

came to realize eservone benetited, Followmy i~ quote {raam

fetter fronr Bill Quarton of WAMT, Cedar Rapids, 10 PCKI admen:

“Thic may <onnd ~strange coming from a radio station, b we setnally weleome

this «ort of lllillg, for we, hike vou, are very anxions that the elients” wishes

1 are being carried ont, Hothey are not, we would be the first

to want to know abent it. There i< nothing a< comforting as a happy ehient”

v easy to clieck. after the fact or by
tnnimg in doring the show. But spot

broadeasting, witlr its far-flung cam-
paigns and diversity of local-level per-
sonnel. is something else.

There cotmercial
monitoring frrms  operating in some
markets that will prepare spot nedia
“tear sheets” to order. These include
firms like Radio Reports, Ine.: Marie
C. Longstreet; and Broadcast Adver-
tisers Reports.  Spot announcements
will be logged and transcribed. either
in typed reportz or on tapes with costs
starting at around 502 apiece and
ruming  upward.  Sometimes  these

are. of course.

big cigarette amd anto accounts  often
et up monitoring teans to record coms-
petitive vadio activity, Top agency ex-
ccutives, however. <eldom zet involyed
in the actnal preparation of the<e “tear
sheet<.” The nearest zlpprnuch to this
comes when agencies oceasionally send
ont timebnyers on the road to make a
tour of outlets and to get a close-up
look at local radio.

But the PC&H agency derided. about
a yvear ago. that what was needed wasz a
personal checkup <vstem — one  that
could work constructively for the «a-
tion ax well as the spot advertiver.
PCSH's traveling executive “‘private

REVIEW: Back at ageucy. Christy and

ficld checks i< 10 play recording back to
Bslation manager, discu~= handling of copy

PC&Il admen replay tapes, <tudy programs
B for improvement of commercial-, formais

il

gy

the two newscasts that were checked.

"We feel that if a reasonably large
portion could be devoted to local. state
and regional items. it would certainly
enhance the value of this vehicle for
our client. We would appreciate any
comments you have re this.”

What the PC&H admen have evolved
i> actually a variation of the standard
print media practice of sending over a
“tear sheet” of an ad. so that agency
and client can see what it looked like.

Network radio. with its tapes of net-
work performances. and network tele-
vision, with its Kinescopes. is relative-
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]

firms are monitoring commercials to
check performance. Other times they
will be acting as agency lookouts to
sec what other competitive clients are
using spot broadcasting.

A few agencies and clients make
regular checkups on spot radio and tv.
For the most part this consists of send-
ing out quarterly questionnaires to a
long list of stations to scout out the
spot schedules of the competition !see
article on problem of getting spot data
page 42 this issue). But a few—in-
cluding some P8&G agencies. Colgate
agencies. and the agencies handling

eves” were the answer for the agenc)

The how
Gene Dennis. agency radio-tv director.
describex the background of the PC&H
agency s setup:

“Complaints occastonally show up
in ad agency mail when client sales
forces have been continuously prodded
to listen every time possible to local
radio programs being broadeast in
support of their sales efforts.

“Checking out the complaints with
the stations usually indicates that the

t Please turn to page 116)

caper’’ starts: Here's
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How radio-tv helped Vi

Add 41 stores

New York appliance chain puts 359% of S1.75 million budget into

‘round-the-clock air saturation for coverage, frequency

'rim Stores have found the secret to
fighting competition (discount houses )
on their own grounds: saturation use
of radio and local television announce-
ment schedules.

For the past seven years about 35%
of the New York City firm’s $1.75 mil-
lion budget has gone into air media,
60 of that chunk in radio. The re-
sults have been steady and rewarding.
In this seven-year period Vim has
grown from 15 to 56 stores, with a
rate of expansion fixed at half a dozen
stores a year.

“We've always sold hard on price,”
savs Leon Mesnick. Vim’s ad manager.

TODAY VIM BUYS PARTICIPATIONS IN RADIO-TY PERSONALITY SIIOWS, LIKE

54

who has headed up the appliance re-
tail chain’s advertising strategy for
SONIe seven years 110W.

“Our strategy boils down to this:
Recognize that every adult in the met-
ropolitan New York area is one of our
potential customers, then launch as
much of an advertising barrage as
money will permit.”

This is the theory that turned Vim
from program sponsorship to a heavy
minute-announcement campaign some
15 months ago.

“We found that we could get as
many as five times more advertising
mmpressions out of saturation cam-

WRCA'S

“TEX AND JINX™ (L.):

paigns on the air as we could from
program sponsorship,” explains Mes-
nick. “And, in the retailing business,
particularly the hard-hitting. competi-
tive end of it we're in, it’s frequency
tmpact rather than sponsor identifica-
tion with programing that seems to re-
sult in sales.”

To nake up for the promotional and
identification value of program spon-
sorship, Vim uses a highly recogniz-
able musical jingle as a lead-in to its
radio commercials—a jingle which. in-
cidentally. embodies the main. price-

conscious copy-theme of the chain:
“Vim. Vim., Vim. Vim.

SPONSOR

Vim for
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IHOW VIM USES RADIO TO
REACH SUBWAY TRADE

]. Snlurnlion: Vi feels it
.
gels oSl o exposure via

annottbcements, ol shows

2 ‘Time: For maxinmm cov.
N3

ernge, buy  niinnies  throughont

morning, afternvon, night

3, Copy: Fell Rey sales poimt
in muosical jingle folow
with diteci-selhing commereial

value . . .7 is the tried-and -true theme
used most often. but its variation dur-
ing bargain-happy summer months is
a direet challenge to discount houses:
“Vim. Vim. Vim, Vim, Vim for dis-
counts.”

As one of the country’s major elec-
trical appliance chains, Vim has been
particularly  vulnerable to the post-
World War Il trend of discount house
selling. Part of Vim's answer to the
problem derives from its purchasing
strategy; as a S6-store chain, Vim
claims to have early access to “good,
low-cost buyvs.”

“If there’s a factory close-out on a

Te SPPONSOR
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[RALF-HOUR SHOWS LIRE WANBT'S

“f
anees,” say Vim execntives, “we're top
in line to find out abont it Bevond
this we operate on the theory that vol-
mue uuthes np for the hig mark-ups
that vsed to be the rule in onr hnsi
W hatever
break we get from nanufacturer<, we

particular line electrical  appli.

.

ness notil the wmid-Forties.

pass on to onr enstomers i the form of
low prices and special sales.”

\im hops on this price theme strong
Iv in all of its advertising (through
Fredevieh Clinton Advertistng), from
its 1.O0Oline newspaper ads in such
mass-appeal print media as the New
York Daily Vews to its seven daily ra-
dio annonucements and its 30 tv an-
nouncements weekly.

Beyond its competitive pricing, Vim
boasts an advantage over discount
houses in support from manufaeturers.
Iirst. and intangible, is the approval
that any giant retailer might get from
manufacturers of such durable goods
as washing machines, refrigerators. ra-
dio and tv sets. Second. and tangible,
is the financial support Vim gets in the
wav of cooperative advertising bud-
gets, which manufacturers are loath to
offer discount houses. In fact, a sPox-
SOR guesstimate pegs some 059¢ of
Vim’s annual $1.75 million expendi-
ture as co-op money.

In radio, Vim has spread this money
throughout the day and evening. The
firm’s pattern is a constant search for

STALENT SEAKCI

{R.)

Wil Bas _

I
Vi Precident ~am Ra-sover,  holding
NYLC honer certifieate, built chain from
" 1
1 ¥

broad coverage and <pread of aud
ence. Curvently, Vin is on WRC\ and
WMCA. with minor ~chedule
WLIB directed at Negro and Spani<h
audience groups.

on

.

Radio strategy: 'y pical of his time
buving strategy for Vim. according to
Harold Reifl, president of Frederick
Clinton agency and account executive
for Vim, is this current ~chedule on
WRCA: “We uce minute announce-
ments in general, scheduled five times
weekly within seven early-morning. af-
ternoon. and nighttime programs. The
types of programing we generally buy
into are variety. interview shows. pro
grams headed up by strong local per
sonalities like Tex and Jinx. Jim Cov.
Al Coling, Sid Smith.”

On WMCA, Vim ~ponsor~ 18 10-
minute segments a week, a package
buy that gives them three minute
annouiicements  per Vim's
current tv schedule. patterned after the
store<’ use of radio. consists of 30 an-
nouncements weeklv all on WARD.

“We have no et rule about our
choice of station.” say~ Mesnick. *We
continuously see station reps and sales.
men and keep listening for good buys.
Mainly we're interested in broad cov-

segment.

erage and n reaching both a family
and a housewife audience.”

Here's the type of me-sagze Vi
broadeasts to its audience: immediate
ilv after the Vim dise .

“Folks. here’s a ver ~ual state-

ment. H vou walk into any of the 56
neis hood V ne furi
their amazing Anniversary Sale.
assured of the greatest dollar savings
in town on the top-name v set or ap-

(Plecase turn to page 12;\;

CUSC Wit L0 pRig

oure
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ON THE AIR
SEPTEMBER

490,000 TV SETS IN THE
\lw% FORT WORTH-DALLAS AREA
|

. will be carrying the NEW BRAND IN TEXAS

Channel 11 . . . the new brand destined for

fame . . . bringing a new view and qualiiy

in TV entertainment . . . with 210,000 watts
power . .. 1074 foot tower.

Nyt

Clarke Brown Company ¥ :-7/2,/

NOW and get in on the

biggest roundup of

viewers in the Southwest.

They have the program i
(_/%&'schedules and availabili- -

/
e

ties and your times are
guaranteed in this two
billion dollar market.

NG =2

‘: ;r’ \

NG
L~

/ CHANNEL™ P
/ TEXAS
( REPRESENTED NATIONALLY BY H-R TELEVISION, INC.

\ REGIONALLY BY CLARKE BROWN COMPANY

56
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Advertising Agencies

Curt \. Peterson, Marschalh & DPratt Division,
MeCann-Eriekson, prolile
Rolam1 Martini, Garduer Advertising, profile
Lansing B. Lindeuist, Ketehum, Maclead &
Grove, profile
J. Walter Thomp-on’s new v <tuelio

Maron L. Brown, Coleman, Prentic & Varley,
v profile
I. The Two Toigo~: \dolph, pres, Lennen &

Newell; John, exec. vop. B-B.T,
les Per<ky, Product Serviees, profile
Fornm: Should agencies get production or com-

mercial eredit?

II. The Two Toigos

F. B. Rvan, Ruthraulf & Ryan, profile

Ed (1Shepherd)y Mead, Benton & Bowles, profile
Peter \. Krug, Calkine & Holden, profile

Alfred Hollender, Grey  \dvertising, profile
William Bernbach, Doyle Dane Bernbach, profile
Robert S, Nyburg, Nyburg Advertising, profile
Samnel . Northeros~, William Esty, profile
Buded Getschal, Getschal Advertising, profile

profiles

Appliances
from nothing to 83,000.000 on tv

Sunbeam:

21 Feb.

7 Mar.
T Mar.

7 Mar,
Mar,
21 Mar,

21

t \pr.
18 Apr.
2 May
16 May

13 June

30 May

27 June

10 Jan.

Antomotive & Lubricants

Es<o: 19 years of radio news

Ess0’s tips on tv news.

WTVJ. Miami. all-night autorama sclls 300 car~
Spot radio nps Boston auto dealer’s salex 60095
KGLUL-TV. louston, stages all-night telecat

17 Feb,

21 Mar.

18 Apr.
30 May
30 May

Broadceast Advertising Problems

and Developments

[. Admen post top radio-tv questions for 1955 ..
.\'pul radio ~pending: out in the open in 5357
“Raelio never went away: Worth Kramer, WJR
Big 1955 pu=h for spot radio
4\~ ~tand on rate tleals. merchamlmn" CXCesses
I1. Admen pose top radio-ty questions for 1955
Mot tv stations agree to fnll-screen LD
Spot radio: off 10 fast 55 start . L .
Reactions to $A's radio-tv stand .
Should radio have both national and local rates?
I.D.’s are available and effeetive: Foreman
Radio merchandising: do you do too much?
Ssummer selling: 1955
Radio: slump disappearing
Tv: six million wmore homes this Jnly
Income, retail ~ales keep winter levels
Over 90Gc winter audience i= available
N\ielsen survey on in-home listening _ ..

Out-of-home listening at record height: Pulse..
Nielsen chart on snmmer ne\nng_- B
Do replacements mean andience loss?

Writing to fit eorporate personality: Foreman

10 media directors give views on radio. tv today.
CB> Spot Sales offers up to 266¢ discount for
gronp bny-
Quality Radio covers 35 stations, wells lapf' pro
graming a- a gronp .
Adviee from sponsors to the sponsor about to
choose a v agency
Tv stars should sell: Foreman
The dream media salesman: Foreman
Saturation: how much spot radio do you need?.
Forum: Should tv sell gnaranteed circulation?
Free & Peters’ “Spot Radio Guide" gives rela-
tionship of spot costs to radio coverage .
Fonr nets’ radio presentation an |mpre:>ne co-
operative venre, say Chicago agencies
NARTB Convention <ection
The issnes .
The agenda
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61
58

. 56

58

. 112

60
66
52

. 3t

36
43
52
53

~rossor’s Ty piopeers dinner
Film at the comention
Map of Wadhington, D, €,
Radio program seryviees
Fxhilsitors’ deseription-
NARTB activities which affeet admen
Wall Street Journal corrects confosion between
Ioccal and net radio
Fornu: Can a <iow with intense andience app
distract too mnch from the conunereial 2
Top 100 advertisers: before (1918) and after t
Admen renew plea for Il <pot radio data
Forum: Can the negative approaech <ol ¢
Local radio’s strength proven with RAB econtes
ca~e listories

for broadeasters

16
16
[N
16
It
10

16
16
30

30
14

¢

May
May
Mas
Mas
Mas
May

May
May
May
May
h

June

Commmercials and Sales Vids

Ford's “Thi< Ole [lou<e”™ jingle
radio satnration campaign

Kick~ off <pot

[low big an andience for commereials: NBC <ty

I. Are tv commercials getting word-lazy 7: Art
Bellaire, BBDO

I Are tv commercials getting picture-lazy?: \n
Bellaire, BBDO .

Needed: Data on how a show affects the eom
mercials: Foreman

1. Are tv commercials getting talent-lazy7: Ant

Bellaire. BBDO
Should you redesign your package for color v?
111, What admen think of station direct-mail
Forum: llow eflective are radio commercials when
the audience is doing something else?
The McBoing-Boing “<choul” of animation is ton

highbrow for tv: Foreman
Radio-television trade aid< need a factwal ap-
proach: Foreman
A . Q
Costs

I. Talent Agents: do they control tv cost~?

1. Talent Agents: what are the alternatives 1o
paying thur price

Free & Peters “*Spot Radio Guide™ gives relation-
ship of spot costs to radio coverage

Non-morning spot radio delivers 1092 more home-,
is lower cost-per-M

Drugs and Cosmetics

William G. Mennen. Jr., The Mennen Co.,
Emmanuel Katz, Doeskin, profile.
Walter Plaut, Lehn & Fink, profile
100% 1v budget gives life to 5 Day Deudorant

profile

Foods and Beverages

tbean & DLrown bread) 28

Wise., Ist week

Burnham & Morrill
week test in Green Bay,

B&\M test, 2nd week.

Coke’s new look: hard-hitting copy. madernity

B&M test, 3rd week .

Schweppes sales rise a= Commander Whitehead
goes on radio

B&M test. 3th week

Virginia Dare find~ -pot radin powerful

B&M test. Tth weck

B&M test, 9th week .

Robert Young. Golden Gift tfruit juice-), profile

755 air hndget helps Savarin coffee lwcome num-
ber 2 in N. Y..

B&M te<t. 11th week

B&M test. 11th weck
B&M test, 16th week.<ale< np 817
70% ~pot radio budget 1increases Golden Gifi

(fre<h juice) sales 1.3007¢
Comdr. Edward Whitehead. Schweppes,
James Raven. Minute Maid, profile
H. A. llebberd. Stokely-Van Camp. profile
B&M 1est, 18th week: sales gain hit~ 1007%.

profile

10
10
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Feb.
Feb.
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Insurance and Finance

Forum: llow can sponsors protect against right
of privacy and defamation suits arising out
ol televicion shows

Jewelry and Walches

Lester Krugman, Bulova, profile

24 Jan.

4 Apr.

Miscelluneous Products and Services

Radio forced distribution for cement coating

Morning radio draws ladies to Slenderella .

How spot made llud<on number 1 paper napkin

L. S. Steel makes friends, sells on the air..

Trewax (floor wax) grows with «pot radio

Jess Shwayder, Shwayder Bros., (Samson lug-
gage), profile

John~0n & Johnson uses magazine p:an on maht
time net .

Snorkel pen made Sheaffer switch to tv

Musie

Admen would do well to study rhythm and blues
trend: Csida ...

Lawrence W. Kanage, RCA Victor Record Divi-
ston, profile . . . .

Does radio play the \\rong music? Ohio State
~tudy B

Programing

Development of talent needed: Csida ._._
Forum: What if the critics pan client’s show?. _
Nets come of age in program maturity: Csida..
\ldeo tape: programing revolution on the horizon
“Why I'm through with big tv shows,” Raymond
Spector, Hazel Bishop
Local radio-tv increase cpecrallzed programma,
1955 Buyers’ Guide reveals ... .
Westinghouse’s national proaramma concept.
Radio programing services at NARTB Convention
Fall revamping in nighttime net lineups. ...
Fall tv lineup . _
Monitor: net radio’s future pattern"
Radio station KWIZ, Santa Ana, uses tabloid
approach . . R
Fall tv lineup . —

Movies

Jerome Pickman, Paramount Pictures, profile.
Forum: Are movie companies getting a “free
ride” on television? = —

Research

Pulse’s cumulative audience report

NBC-Starch study on evening radio listening .

Tv copytown: Starch. station measure commer-
cials’ recall in Alioona

Nielsen Station Index: can it measnre loda) s ra-
dio audience?

Blacklist probe: meaning to admen (Fund for the
Republic stndy on h1r1n practices)

NBC TV s It. Wayne study: “what happens when
tv hits a market? . .

Retail

Radio built Washington, D. C. record stores.

Wi DA, Boston, operates frum store window

Departinent stores need tv to stop market decline

Why radio and department -tores misnnderstand
each other

Why Woolworth bonght net radio
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10 Jan.
21 Feb.
7 Mar.
1 Apr.
1 Apr.

18 Apr.

18 Apr.
27 June

21 Feb.
27 June
27 June

10 Jan.
10 Jan.
21 Mar.
21 Mar.

1)

May
2 May
16 May
16 May
13 June
13 June
13 June

13 June
27 June

7 Feb.
30 May

10 Jan.
24 Jan.

4 Apr.
18 Apr.
2 May
30 May

24 Jan.
21 Mar.
1 .»\pr.

4 Apr.
18 Apr.

(R =R SR SR
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22

50
32
38
38
12
22

32

24
20
32

74
76
29
42
31

36
26

31

32
12

29

26

52
64

32

. 40

- 410

50
36
34

36
34

Soaps and Cleansers

Michael J. Cnllinane, Oakite, profile. . _ 10 Jan. p. 34
Esquire hits hard, but not often, on tv__ 24 Jan. p. 40
Allrich S. Harrison, A. S. IHarrison Co., profile. 7 Mar. p. 20
[. Why Procter and Camble plunged into night-
time television 16 May p. 31
{l. How P&G and its seven agenc1es buy spol 30 May p. 38
HI. What's behind P&G’s daytime radio-tv cut-
backs? 13 June p. 34
IV, llow P&G gels the most out of its seven 1
agencies o . 27 June p. 25
Talent
Forum: Does it hurt radio talent to go on tv? 21 Felr. p. 48
Tv ~tars should sell: Foreman = . 18 Apr. p. 27
Blacklist probe: meaning to admen (Fund for
the Republic study) = 2 May p. 42
Fornm: llow can pmmmem tv entertainers avoid
“boom and buast” popularity? e 27 June p. 54
Television
Tv i a woman's world: Foreman 10 Jan. p. 6
Audience identification; key to successful televi-
sion drama: Foreman . . 7 Feb. po 8
Fornm: Can there be peaceful co- esibience Be-
tween subscription and commercial tv? . 7 Feb. p. 88
The Plotkin memo: implications for admen . 21 Feb. p. 29
Forum: Does it hurt radio talent to appear on tv? 21 Feb. p. 48
Forum: How do you visnalize tv ten years hence? 21 Mar. p. 52
Forum: How to cpeed up production, marketing
of color sets? 18 Apr. p. 58
Fee tv. admen say. won't gam ‘wide acceplance__:,,: 16 May p. 38
George Abrams, Block Drug: speech at sPONSOR’s
Tv Pioneer Dinner . 30 May p. ¢4
Tv's progress should make admen proud ‘Foreman 13 June p. 10
Fee tv fight will be a long one: Csida ... — 27 June p. 22
Television Film
Commercials and Hollywood: Foreman _._ . 24 Jan. p. 8
Film: tv’s “new business” department 7 Feb. p. 28
Film Section: 1955 _ . . B 7 Feb. p. 48
Scope: $80 million industry. . - 7 Feb. p. 48
Competition: razor sharp . e 7 Feb. p. 50
Selling: poker face needed N 7 Feb. p. 50
New Films . ... . 7 Feb. p. 61
Attitude towards color: “watchful “amng 7 Feb. p. 65
Nielson charts on re-runs .. ... 7 Feb. p. 55
ARB audience composition ‘chart 7 Feb. p. 58
Dilemma: how to put soap opera on film . 18 Apr. p. 38
Converting film feet to time: chart._ .. ... 2 May p. 47
{ 10 Jan. p. 56
Tv film shows available for syndication: listing J 7 Mar. p. ©
1 Apr. p. 4
{ 13 June p. 30
24 Jan. p. §8
GPO\\]OR -Telepulse ratings of top spot film shows: ‘3% g[e:r‘. g -31223
chart © o e e 08 Apr. p. 48
2 May p. 18
30 May p. 54
L 27 June p. 64
Tv film at the NARTB Convention ~ 16 May p. 50
M cBoing-Boing “school™ of animation too high- |
brow for tv: Foreman .. ... ... 30 May p. 10
Timebuying
Top timebuyers give ways sponsors can make bet-
ter u<e of air media and timebuyer<’ skill< 18 Apr. p. 29
Satire: a timebuying machine; Tom Flanagan 2 May p. 16
Tips on timebuying from six veteran huyers . 27 June p.- 34
Travel and Transportation
North American Airlines nses heavy spot radio 2 May p. 34
Bekins Van & Storage Co. finds that radio and v
increases business S 16 May p. 3%
Transeriptions and Tape
Video tape: programing revolution coming 21 Mar. p. 42
SPONSOR
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sell for you on KSTP Radio!

Bill Ingram, Bee Baxter, George Grim,
Johnny Morris—these are famous names
in the great Northwest.

These and many other top KSTP stars are
avatlable to sell for you on KSTP Radio.
Your message is presented by a favorite
personality—a familiar voice that adds
selling mpact and believability to each
announcement —and builds sales for you.
Only KSTP offers you this hard-selling

EDWARD PETRY & CO., INC. *
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KSTP Kadie
MINNEAPOLIS ~ ST.PAUL
"PRICED and PROGRAMMED" to serve today's radio needs!

combination: your choice of one of the
Northwest’s favorite performers to sell
your story, plus a reahistically priced pack-
age-rate plan to enable you to do an
effective and economical selling job in this
vital market of 850.000 radio homes and
Four BiLLioNn DoLLARS

in spendable income.

Basic NBC Affiliate

NATIONAL REPRESENTATIVES
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[ o
- Sl ratimes of top:
|
i Chart covers half-hour syndicated film
Top 10 shows in 10 or more markets oI JoTAION +-STATION MARKETS o
Rank Past® Period 5-11 July 1955 Averags Seattle- T
now  rank TITLE. SYNDICATOR, PRODUCER. SHOW TYPE rating N.Y. L.A. Boston Mnpls. S. Fran | Atlanta Chicago Detrolt Tacoma Wash. Balt.
g . _ 3.7 13.4| 244 19.0 16.0 | 140 11.4 184 155 187|150 7 ;
l i ' "‘.d T'll‘(‘(’ LI!(’.S. Ziv (M) 20"") wahe-tv kttv | wnac-tv  kstp-ts kron-tv wsh-tv  wgn-tv wjbk-tv  kint-tv  wre-tv | whal-ty
l ., 10:00pm R::NTT 7:09pm ~:30pm 10:30pm { 1¢.30pm 9:30pm 9:30pm  9:0upm 10:30pm] 10:30pm
| - . _ 14.4] 17.5 14.5 19.2 129 19.4 168 12.4| 11.2
2 2 'f(((l.(](’ d ‘Ll' NBC Film (D) 18") ktty wnac-tv  kstp-tv kplx wegn-tv wwj-tv  king-tv  wre-tv | wbal-¢v T
¢ T:30pm| 6€:30pm  9:30pm Y:00pm #:00pm 10:.00pm 9:30pm 7:00pm} 14 Z0pm 1_
-  to Dang AB Fies Hal Roazh (A HoLs 6.2 9.5 13.0 13.7 13.8 .
3 . asspor o anger, 1lm, Hal Roac e —_ . wwj-tv  klng-Iv
Bt 3m 10 300m 10:300m ¥ :300m
‘ . . - 4.9 13.0] 25.0 25.8 17.9 13.9 9.9 13.5 16.0 7.5 8.9
l . l ,"". nis"..("t Attor"ey’ ZIV (M) 1"4 wabe-tv knxt whnac-tv  kstp-tv  kron-tv wsh-ty wbkh wwj-tv  Kking-tv wmal-tv] whal-tvy
9:30pm 10:00pm} 10:30pm  9:30pm 10:30pm f 7:ipm 9:30pm  9:30pm 9:00pm 10:30pm§ 10:30pm °
| . 6.4 10.3 12.9 8.4
5 ' 7| Man Behind the Badge, MCA-TV Film (M) IS8 | o e wilflets wmal-t)
' £:30pm  8:30pm 9:30pm 10:00pm
. R . ‘ _ 6.3 10.8 7.9 205 16.7 | 15.0 5.9 149 5.9
6 P 8 C"y Detcctue, MCA' Revue Pmd' (M) 10‘3 wpir knxt wbz-tv  kstp-tv  Kkron-tv wil-tv cklw-tv  klng-tv wmal-ty,
v $:30pm 10:30pm{ 11:15pm 8:30pm 10:00pm | 9:30pm 10:30pm %:30pm 9:00pm
N (. 49 17.7 8.9 202|159 15.4 14.3 14.2] 12.3
G Y 11} “t(’rirﬂ"tg MCA Roland Reed (A) 15.3 wabd kty keyd-tv kron-ts | waga-tv wryz-ty komo-tv wtop-ivf wmar-tv «
7:30pm T:30pm 7:00pm 8:30pm | 9:30pm 10:00pm 7:30pm 10:30pmj 10:30pm *
N 4.4 136|11.3 84 1.3 8.2 9.9
8 | 6 | Stories of the Century, Hollywood Tv (D) L5 feoste xies | wnacts wientv  koer - ——
5:00pm  9:00pm} 6:00pm 4:00pm 7:00pm 9:00pm 6:30pm
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be bome in mind when analyring raling trends from one month to spother in thls
1t blank, show was not rated st »ll tn last chart or was 1o oF
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&-m«um 88 1o number of ststions in market is Pulse's own.

tites number by measuring which stattons are actuslly re-

SFoxmes in the metropolitan area of a given market even though
may be outside metropolitan area of the market
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ARE YOU
IN THIS

PICTURE?

BETTER TAKE A CLOSE LOOK AT THIS PICTURE. WE THINK
YOU OUGHT TO BE IN IT AND HERE’'S WHY ...

ASK Paul

WSBT-TV DOMINATES THE
SOUTH BEND MARKET

No other station, UHF or VIIF, whawre signal reaches the South Bend
Market, even comes clase to WSBT-TV in «hare-of-audience. South
Bend i« a fringe area for (hicago and Ralamazoaa TV <tations. To
iHustrate: After WSBT-TV began carryving the Ed Sullivan Show, this

program’s South Bend audience incrcased aver 3009 Further proof:

from 29 to 80%%! (Hooper, Nov,, 19514).

WSBT-TV VIEWERS COMPRISE ONE OF
AMERICA’S RICHEST MARKETS

South Bend®s Metropolitan Area Is the Nation™s 5th richest in faoils
incame. The South Bend-Mishawaka City Corporate Area i« Indians’«

2nd largest in income and sales!

WSBT-TV GIVES YOU A BIG, PROSPEROUS
14-COUNTY COVERAGE AREA

Population of the station’™ corerage arca in 81 L600 or 218,900
homes. Effeetive Buying Income . .. 31.3 12,802.000. \n exceedingh

impaortant market!

WSBT-TV REACHES 181,953
UHF EQUIPPED SETS

95¢ afthe TV homesinthearcaare | HEequippedio receive WSRBT-TY,

SOUTH

BEND,
IND.
css

CHANNEL 34 Du Monf

A CBS BASIC OPTIONAL STATION
H. RAYMER COMPANY ¢ NATIONAL

REPRESENTATIVES



Market Information f|

Population 1,384,000

Radio Homes 456,630
Effective Buying Income $1,869,606,000
Retail Sales 1,347,875,000

Food Sales 328,473,000
General Merchandise 133,811,000
Furniture-Household 75,230,000
Automotive Sales 255,985,000
Drug Sales 50,868,000 '

Gross Cash Farm Income 449,262,000

SOURCES: Radio Homes, SRDS’ 1955 ""Consumer Markets’;
All other cotegories, Sales Management’s 1955

"Survey of Buying Power.”
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MEN’'S CLOTHES

!

SPONSOR: Chet & Don's Style-Mart AGENCY: Direct

CAPSULE CASE HISTORY:  Chet & Don’s Style-Mart,
a men’s clothing store, dropped its newspaper advertising
to give tv a six-week trial. It scheduled three live an-
nouncements per week over WMBV-TV. After one Fri-
day 1.D., over 90 people in the store mentioned seeing it,
the following day. The store credited many suit sales to
its annoucements, plans another similar trial of tv in the

fall. Cost of the six-week campaign: $600.

WAIBV-TV, Green Bay, Wis PROGRAM: Announcements

AUTOMOBILES

AMUSEMENT PARK

—

SPONSOR: Santa’s Village AGENCY: Arthur A; M &

CAPSULE CASE HISTORY:  Santa’s Village, a chi g
wonderland 85 miles east of Los Angeles, used . &
nouncements on Major Domo’s North Pole Revieyp
a few announcements on a San Diego tv station. Neg, [
advertising was used, and the park got not one ip,
newspaper publicity. In the first 30 days they had §
paid admissions. (Children 40¢, adults $1.) Cost’
tv campaign was 32,500 and the sponsor quickly re;

KRCA, Los Angeles PROGRAM: Major Domo' w
Pole Review

LAUNDRY

SPONSOR: New England Laundry Co, AGENCY: &

Harriso'j
CAPSULE CASE HISTORY: Jn less than four
New England Laundry Co.’s blanket cleaning depar &
increased from a negligible nummber of jobs to over ¥ |
a week. All of this increase was directly attributable &
sponsorship of Club 30 (Monday-Friday, 4:0(8
p.n.y. The blanket cleaning commercials were o
small part of the advertising done on the program .
is beamed to the clubwomen of the area.. J

WKNB-TV, West Hartford, Conn. PROGRAM:(C &

DRUG STORE

SPONSOR: Hardcastle Motor Co. AGENCY: Direct

CAPSULE CASE HISTORY: The H("-dcas[[e ]l[o[or Co,
bought the 12:15 p.m. news program one day a week for
a trial period of four weeks. Owner-Manager Dock Hard-
castle, in extending the contract indefinitely, said: “After
just our first and second broadcasts we received calls,
letters and showroom visits from people all over middle
Tennessee and southern Kentucky. After the second
broadcast our sales people were answering telephone calls
for more than 30 minutes.” Each program costs $85.

WSM-TV, Nashville PROGRAM: Widday News

SPONSOR: Preston Drugs AGENCY: »

CAPSULE CASE HISTORY: Sponsoriﬁg the hu[] n !
TPA film program, Ellery Queen Show, Preston |

sold over 1,000 aluminum tumblers after promoting %

on the show. President Wayne Preston reports, “im

previous promotion, regardless of product, has be %

sell-out.” In addition, the drug stores have traced

other direct sales to the show, find “public acceptanc i

evident with any other type of advertising.” Cost ¢!l

show: 8125 per week.

WIJHP, Jacksonville PROGRAM: Ellery Queen

HOME FURNISHINGS

FLOWER PLANTS

SPONSOR: Lawrence Mayflower Furniture AGENCY: Direct
Warchouse

CAPSULE CASE HISTORY: In January 1955. sponsor
started two filmed announcements weekly in late movie
show, increased to five per week within a month. Sales
rose so much that in 60 days the firm bought a half-hour
country music show, which in turn boosted its sales again.
Finally the company bought an additional 15-minute news
program, now attributes 909 of its business directly to
tv. The sponsor’s dollar volume increased approximately
309 in a competitive market area in which other dealers
had suffered volume drops of 15% and more. Total cost
of tv campaign to date: $2.250.

KHSL.TV, Chico. Calif. PROGRAM: Ozark Jubilee;

KHSL-TV World News

SPONSOR: Stringer Bros. Nurseries AGEXNCY: !

CAPSULE CASE HISTORY: ]n []13 ﬁrs[ e;\'periencelli‘
firm had with rv. it used a live one-minute announce M
on WHBQ-TV, Friday night. It was amazed when it}
all 500 of the advertised gardenia plants in the first ‘i
of business Saturday morning. In the following uk
the complete stock of 1,000 plants was sold every S
day following the Friday night commercial. Believi.
had a 30-day supply, the nursery advertised its Ech
Magic Mulch, and was sold out on Saturday, caust. @
hurried reorder. Cost of each 00-second announcernt
per week ts $100.

WHBQ-TV, Memphis PROGRAM: Announcerfis

7 w 4




.. AIR BORNE!

On the air at last with the ONLY low channel, the ONLY MAXI
MUM POWER station serving the Shreveport area. We're oper
ating at 100,000 watts Video, 69,800 watts Audio from a tower
1143 feet above average terrain, 1153 feet above ground and
1403 feet above sea level.

1,351,700 population® . .. 151,941 TV Setst . . . $Billion Market

'SM May, 1955 fRETMA
\’ The Best TV Buy K I B ] V

) Between Atlanta
CHANNEL

and Dallas

E. NEWTON WRAY
President and General Manager

PREY:S s Represented by

Edward Petry & Company

SH REVEPORT, LA.

5- SEPTEMBER 1955
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Rogers Tobacco to launch ad campaign using radio and (v

The handlers of over 200 different
items for smoking. including 80% of
the tobacco pouches sold in this coun-
tryv. Rogers Imports. lue.. is launching
an 1utensive advertising campaign in
October. The campaign will feature an
experimental radio and tv campaign
that the company describex as the big-
gest in its history,

\nnouncements will be used in the
following markets: San Francisco,
Minneapolis. Washington, D. C. and
Norfolk, Va. The campaign may be
broadened to include other markets de-
pending on the reaction in these four
markets. Also used in the promotion

California radio contest
featuring European trip

A radio contest co-sponsored by
KFWB. Hollywood, the Thrifty Drug
Stores and Allen’s Formula 25 began
in mid-August. Theme of the contest
is “Vote for Your Favorite Disk Jock-
ey,” and the grand prize for both the
winner and the disk jockey chosen will
be a two-week all-expense trip to
Europe. with the wife or husband of
the winner and the d.j.’s wife included.

In addition. there will be weekly
prizes (seven in all) until the contest
ends in October. Finally there will be
another bonus prize of $1,000 in cash,
The name of the grand prize winner
will be drawn at a huge picnic hosted
by Allen’s Formula 25 and KFWB.

The promotion is being aided by in-
store advertising. large newspaper ads
and other displays and will be cli-
maxed by a two-hour show broadcast
on KFWB featuring top recording

artists from Lincoln Park plavground.
* % %k

Suunday tv saturation
by Sealy begius 2 October

Monday is one of the biggest sales
days in the week for furniture and de-
partment stores. So the Sealy Mattress
Co.. Northeast Division. Allston. Mass.

66

will be consumer 1nagazines, trade
magazines and point-of-sale merchan-
dising. Object of the campaign will be
a 507 increase in the distribution of
Rogers” newly acquired Weber line,
and the eventual goal of 25,000 retail
outlets in the country.

The promotion was called the com-
pany’s ‘“most ambitious advertising-
merchandising-promotion push to date
in anticipation of the biggest year in
our 5l-year history,” by President
lLeonard G. Rogers. The Dobbs Co. is
Rogers” agency and Seymour Zelnick is
Rogers’ advertising manager.  * * %

is going to concentrate its selling on
Sundays. A heavy tv promotion will he
launched on 2 October called “Watch
Sealy on Sunday.” WNAC-TV, Boston,
will carry the MCA-TV filin Water-
front, which Sealy will sponsor on al-
ternate weeks. In addition, Sealy will
scatter announcements throughout the
day before several top-rated shows on
the station. This combination is ex-
pected to give Sealy a potential family-
at-home audience of over three million
prospects.

The “Watch Sealy on Sunday”™ cam-
paign is believed to be an industry
“first,” according to the station, The
project is being backed by a colorful
brochure to the 2,000 Sealy dealers in
the New England area who are being
urged to prepare for a “boatload of
sales” brought about by tv. “the
world’s best sales force in use todav.”
Sealy’s agency is Tarler & Skinner.
Inc., Boston. * * K

Briefly . . .

Spot Radio Guide. Free & Peters’
tool for top executives (see SPONSOR.
16 May 1955. page 34) has been pre-
sented to over 4.000 advertising and
agencymen. The guide provides fast
cost estimates for use when making
spot radio plans. giving data on 161

i

markets whose radio outlets reach. ac-
cording to Nielsen's NCS data. 97%
of U. S. potential coverage.

Copies of the guide are siill avails
able on request froin Free & Peters.

% * *

There’s an old adage among actors
warning about sharing the stage with a
cute child or a dog. The experience
that WAVE.TV, Louisville, had re-
cently indicates that colts ought to be
included in the warning as scene
stealers.

On its Farm show (Saturday. noon
to 1:00 p.n.) the station put on a
show in cooperation with the Ameri-
can Saddle Horse Breeders Associa-
tion. Colonel C. J. Cronan, Jr.. sec-
retary of the association. traced the
history of horses. their development
and breeding. Naturally, some horses
were shown to illustrate the various
types discussed. One colt accompanied

Camera-shy colt objects to making tv debud

his mother on the show and completely
stole the scene. He reared up and in-
dicated his mistrust of humans, cables
and cameras. After a while, though,
he quieted down and the show went

on as planned,
* * *

When Omaha’s KOIL turned inde-
pendent, late in August. it revised its
format, giving new emphasis to nusic.
news and sports, as so many other re-
gional radio stations have been doing.
KOIL scheduled 10 minutes of news
per hour, around the clock. Five-min-
ute news programs. on the hour and
the half hour. together with continuing
accent on KOILs “Big Five” disk
jockeys, provide listeners with the lat-
est in music and news.

% * =

Signing rep contracts with Katz 18
getting to be a habit with the Storer
Broadcasting Co.. which just recently
reappointed Katz national reps for six
radio and six tv outlets under a new
long-term contract. The Katz Agency
has been associated with Storer for
over 10 consecutive vears. starting

(Please turn to page 73)
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AS HEAD QF THE HIGHWAY ,PATROI...

D:ON THE. EXPERIENCES OF HIGHWAY PATROL.OFFICERS IN ALL:48 STATES! (!:

Eg!—%ﬁﬂ ———m —

WRITE, WIRE OR PHONE TODAY FOR YOUR AUdITIONL NOW AVAILABLE IN SPANISH

AUTHENTIC! TECHNICAL SUPERVISION
BY STATE HIGHWAY PATROL OFFICERS|

% BRODERICK CRAWFORD as
DAN MATHEWS

HIS CREED—devatian to duty.
HIS REWARD—unswerving
loyolty af his mep.

NEW YORK
‘CINCINNATI
HOLLYWOOO

A
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ROUND-UP

{Contitiuéd from page 60)

with representation of WSI'D, Toledo.
i 1939,

Stations covered by the latest re
newal  contract  are: WAGN  and
WAGA - TV, Atlanta. WBRC and
WBRC-TV. Birminghani; WJW and
WXEL (TV), Cleveland: WIBK and

! WIBK-TV. Detroit; WGBS and

WGBS - TV, Miamiz W=PD  and
WSPD-TV. Toledo,

Present at the signing of the con-

. rye

tracts were, left to right, Tom Harker.
Storer v.p. and national sales director:
Lee Wailes, executive v.p. of Storer;
and Edward Codel. a director of Katz.

Storer reappoints Katz after 16 years as rep

Charleston’s WUSN-TV never looked
so good as when picking lovely Robin
Williamson to be Miss WUSN.TV.
Drinking a toast with the southern
belle are. left to right. Harry Mutford,
H-R Television. Inc.. and Biow-Beirn-
Toigo’s Ken Kerns and Al Sessions.

Occasion was a cocktall party co-
hosted by Drayvton Hastie. president

of WUSN.TV and H-R Television, Inc.

Admen, reps toast lovely Miss WUSN-TY
* * »

Swissair. the airline of Switzerland.
will use radio as part of its over-all
advertising for the first time this fall.
Beginning in September. they will
sponsor two 20-minute piano concerts
weekly on WQXR and WWRL. N, Y.

(Please turn to page 1006
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Totem Pole

“Top of the Totem Pole” Hooperatings in
41 out of the total of 62 measured quar-
ter hours, Monday thru Friday. 7:00 a.m
10:30 p.m. See the January-February
1955 Hooper Report.

V-

NBC AFFILIATE in CHATTANOOGA, TENN.

CARTER M. PARHAM, President L4 KEN FLENNIKEN, General Manager

ONE

OF THE

P FOUR

INDEPENDENTS IN SOUTHERN CALIFORNIA

The POPular station

1@2@ on the dial

5,000 watts serving 6,000,000 people

K"p@p Los Angeles

Represented Nationally by Broadeas1 Time Sales - New York - Chicago - San Francisco

73



YOU'LL SELL

MORE BREAD
with these

$60,000%*

Animated Cartoon

TV BREAD
LCOMMERCIALS

Ongmal production cost. This has already
been paid by one of the country’'s largest
bakers. This is what it cost 0o produce
these films from the start, but you can get
them for a tiny fraction of the original cost.

Here’s what you’ll get:

FULLY ANIMATED FILMS —Animated cartoons are
top salesmen on TV. You get full, not partial,
animation.

SHOWS YOUR WRAPPER OVER AND OVER—-Your
wrapper appears in the animated cartoon se-
q(timnces, 1t's also shown full screen size repeat-
ediy.

YOUR BRAND NAME REPEATED OFTEN — Your
brand name, slogan and the sales slant you are
now using are made part of each commercial.
Entire sound track is made to your order.

FAST-MOVING ACTION THAT PACKS A SELLING
WALLOP!-This series was created by bakmg
industry people to fill the need for top-flight
television film commercials for bread. It's test-
ed and proved—is now doing an outstanding
job of increasing bread sales for bakers in one-
fifth of the country.

EXCLUSIVE USE—No one else can use if in your
market—ever! Extra prines guaranteed available
up to three years.

POINT-OF-SALE TIE-IN— A((ratrne cartoon young-
sters (named for your bread in the film} offer
many possibilities for merchandising.

USE AS TV SPOTS AND IN PROGRAMS-Strong
appeal to both children and adults makes these
commercials appropriate for use at any time
during the television day —as spots, in pro-
grams, or within parcicipating shows.

TAILORED TO YOUR BRAND—You get strong iden-
tification of your brand name throughout, in
both sight and sound. These films look as
though they were specially made for you—rtop
quality production puts your commercials up
with those of America’s biggest television ad-
vertisers.

LOW C€OST — Because original production costs
have been paid, this series is practical for even
LIMITED ADVERTISING BUDGETS.

AVAILABLE QUICKLY — Prints will be delivered
ready for use within 35 days.

DON'T
DELAY!

This series is
available to
only one baker
in a market.

TELEVISION DIVISION

LEXANDER
Fiw )

202 Alexander Bldg., Colorado Springs, Colo.

Mail the coupon now for full details — no obligation
T AT TS G Ghae SR SN EEr S S - e

Television Division, ALEXANDER FILM CO.
202 Alexander Bldg., Colorado Springs, Colo.

Send detailed description of Animated Cartoon
Film Commercials for bread.

NAME

FIRM

ADDRESS

ciry STATE
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(Continued from page 10)

seen or heard before (maybe a dozen times) chances are
you’ll bear with them for these two performers have a special
appeal which enables them to get away with a yarn that might
cause anguish if performed by a Y.M.C.A. Little Theatre
Group. Similarly, Jack Webb can hold your interest in a
whodunit, the story for which, if reduced to bare essentials,
would cause the most ungifted of pulp writers to blush.

However, it’s the anthology programs that really have to
secramble for stories and these are the ones that hungrily use
up plots by the thousands each season. Not only are there
many such network shows both live and on film but there
must be equally as many in syndication. As a consequence.
large producers must have staffs of readers and editors
to comb the magazines and libraries for material.

Books and newspapers too are scrutinized for plots and
sub-plots and possible vignettes. No matter how extensive the
research, the problem of producing 39 sparkling dramas
a half hour or one hour in length, is as tough an assignment
as has been meted out. This is made even more difficult since
the rights to these plots when discovered must be cleared
at a price the producer can afford, then the story must be
submitted to a budget breakdown to determine if it can
actually be produced and, if a star or two is concerned, it
must then gain his or her aesthetic approval-——often the most

difhicult task of all.

I have not mentioned, of course, another prime source of
story-matter—the original. Dramatists who have grown up
in or turned to the medium are also helping to fill the void
that is (unprogramed) television. However, originators are
far fewer than those who are adapters. Nevertheless, this
group has already made a real contribution not only to the
medium itself but to the legitimate theatre and big screen
motion pictures. Some of the best plays seen and to be seen
on Broadway as well as top-fare flickers are not only the
work of tv writers but actual adaptations of produced tele-
vision programs (“The Rainmaker,” “Marty,” etc.).

So—rather than criticize the men and women who write
for tv as fashioners of the stereotyped and perpetrators of the
unimaginative, I think it is more appropriate to admire what
they have already been able to achieve in so few years and
to hope that many others will join them, learning the craft
of selecting and adapting as well as originating. Our modern
Minotaur looks as if it is going to get hungrier. *
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Yes, smart advertising investors
are taking stock of the fact that
KSLA offers Shreveport’s lowest
TV cost per 1,000 because KSLA
goes full-power this fall but
present low rates stay in effect
THROUGH JUNE, 1956!

With maximum 316,000 watts
power coming in early fall,
affiliations with CBS and
ABC, and 20 months tele-
casting experience, KSLA’s
averages keep rising in

the advertiser’s favor.

Your Raymer man
will gladly issue A
your shares in / e

Shreveport’s /
BEST television ,’{ "I‘BX
buy’ KSLA. J ’Lop..(iy'gw

\
\ - N

FULL POWER COVERAGE

—_— -— ——— —— -‘A- e

KS LA »\““ ' 2

FIRST IN SHREVEPORT, LOUISIANA

GBS

TALAVISION
. mavwonn

PAUL H. RAYMER CO., INC. ““ccicies
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They are part of the largest local talent roster maintained
by any radio station in Central New York. They

are old hands in the business of serving the needs and
tastes of this great area. They have become, over the years,
the TRUSTED daily companions of a great share of

the 428,000 radio families in WSYR’s coverage. They are
RELIED UPON for good entertainment, authoritative news,
important public service. Naturally, the products

which they advertise share in their public acceptance.

, NBC AFFILIATE -

SY

SYRACUSE——
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’ ROD SWIFT, News Commentafor BILL O'DONNELL, Sperts Editer ' N ELLIOTT GOVE, Vimekeoper Show |
# — : i ; O

JEST SALES FORCE!

The market which they serve is one of America’s truly important markets.

Mtropolitan Syracuse is ranked by Sales Management Magazine as the
‘ncion’s best test market. The great trade area served by WSYR
etbraces a population of 1.5 million, with annual buying

pwver of $2 billion. WSYR's superior population coverage,

It WSYR’s superior local program-

mg service, is clear beyond dispute. |

1 ED MURPHY, The £d -Murphy Shows

Represented Nationally by
THE HENRY I. CHRISTAL CO., INC.

NEW YORK ® BOSTON @ CHICAGO ® DETROIT o SAN FRANCISCO

' W
Y35 518
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NSOR Asks...

How would publication of spot radio and tv dollar figures

be useful to advertisers and agencies

MIGHT INFLUENCE STRATECQY
By Frank B. Kemp

Assistant Media Director
Compton Adrertising. N. Y.
Although each of
us is constantly
scrambling to get
competitive ex-
penditure figures,
it is hard to esti-
mate the value of
the specific uses
to  which these
estimates are put,

The general feeling is that we just
don’t want to close our eyes to what
the competition is doing. In this con-
nection, competitive figures might re-
veal the following:

1. Areas in which competition is
placing extra weight (the next step is
to find out “why?”).

2. How much money a competitor
is spending in relation to his estimated
sales.

3. Whether competitors are divert-
ing earnings from profitable brands
to give extra support to relatively less
profitable brands.

The first item might affect our “buy-
ing strategy” -that is. where and in
what medium our money is spent. But
it is very rare that competitive media
selections influence our media selec-
tions. We just don’t think it is good
business to let our competitors dictate
our advertising strategy. Our aim is
to do something better than they do.

The second and third items might
affect our “spending strategy’—that
is, the amount of dollars we are willing
to spend per unit of merchandise. Our
spending strategy has not infrequently
been influenced by competitive activity.

Competitive figures may also be
used as a crutch by agencies and sales
departments. When sales are down. a
good slide-rule man can usually dem-
onstrate that he is being out-advertised.

78 For article on spot dollar problem see page 42 this issue

So the availability of competitive in-
formation is useful to advertisers and
to their agents. It is probably even
more useful to the media, since they
can check on the business their com-
petitors are getting.

There are central sources for most
of this information. . . . But no satis-
factory source for spot radio!

There are three sources from which
competitive spot radio costs can be
obtained:

1. Directly from the sponsor (or,
with permission, through his agency).

2. Directly off the air via some
kind of monitoring system.

3. Directly from the station,

Source number three is the only like-
ly solution. Actually, the stations are
probably spending more time now fill-
ing out questionnaires from dozens of
agencies and advertisers than they
would have to spend filling out a sin-
gle questionnaire to be released from a
central source and covering all prod-
ucts. The RAB should be able to
handle this or should be able to enfran-
chise some private firm to do it.

P.S. It would also relieve the agencies
of a lot of work that might be bet-
ter spent in figuring out good
ways to spend the advertiser’s

dollar.

SOLVE MARKETING PROBLEMS
By Charles J. Weigert

Media Director

Lyun Baker, N. Y,

No matter how
well an adver-
tiser’s product is
selling he must
be <concerned
with the share of
market his prod-
uct controls and,
above all. how
and where his
competitors are spending their adver-

a forum on questions of current interest

to air advertisers and their agencies

O

tising dollars. It's a relatively simple
matter to determnine dollars spent for
magazines. newspapers, supplements,
network radio and television, outdoor.
etc., but it’s extremely difficult to de-
termine spot radio and television ex-
penditures with present sources of
information now available to research-
ers in general.

National advertisers spend approxi-
mately 15% of their advertising dol-
lars for radio and television spot an:
nouncements. On the surface one can
say that if 85% of national advertising
can be pinpointed. then a fairly ac-
curate picture can be drawn of com-
petitive advertising. This is not true
when we consider that many adver-
tisers are heavy users of spot announ-
cements, and without accurate infor:
mation on this medium the competi-
tive picture of other media tends to
lose its effectiveness.

Publication of dollar radio and tele-
vision spot expenditures would make
it possible to account for 1007 of
competitors’ advertising expenditures.
These figures would be especially use-
ful in solving local marketing prob-
lems which may be caused by a com-
petitor’s intensive use of radio and
television spots.

Currently when we are faced with
local marketing problems we contact
station representatives or station man-
agers to determine the extent of com-
petitive activitv. In most cases we
have found station representatives and
station managers to be cooperative and
only in a few rare instances has this
information been refused.

With the publication of dollar radio
and television spot expenditures thou-
sands of man hours could be saved by
advertisers and their agencies, not to
mention hours saved by station repre-
sentatives and station personnel:

SPONSOR




'WOULD SAVE TIME
By Harry Parnas
| Media Director
Doyle Dane Berubaclic MY,

e Media  Records
and 1B mea=nre
and record pl'illl
and wetwork
Lroadeasting  ac-
tivities, and Hll
areat need in the
advertising  busi-
ness, These sery-

ices are ~o highly
régarded by mam people in advertis-
ing that they are considered almost
indispensible tools for the smooth and
dllicient handling of their individual
operations.  There are other services
that also help to keep ns reliably
informed. such as the Rorabaugh Re-
port for spot tv, and Brad-Vern and
the Associated Business Publications
Studies for trade papers.

What do these services do for us?
They first of all give ws extremely use-
ful information about the advertising
activities of our competitors - market
by market and medinm by medinm.
With this material available we are in
a much better position to plan our
cammpaigns more intelligently for our
clients. From a buyer’s viewpoint it
gives us an opportunity to follow media
trends closely and accurately.

For spot radio. an important
medinm. expenditures tor schedules)
are unavailable. and only the super-
optimists holdd out anv hope that the
situation will he changed. Just think
of all the time and effort that would
be saved at agencies. station represent-
atives and stations if such information,
by product and station. were available.
No calls to the reps or regular mailings
to stations would be necessarv. And
the figures would be fairly accurate,
not half-baked and misleading.

There are two wavs to get this in-
formation: either from cooperating
agencies with the kind approval of
their clients. or from the stations
direct. The Jatter source appears to
be the best one.

The establishment of a clearing house
to compile and release this information
would be a boon to spot radio. to
agencies and to advertisers. It would
give us another valuable tool to help
us do a better advertising job. It would
also give spot radio an opportunity to
show the advertising world its true
dimensions and should help it get a
bl“"er chunk of the advertiser's dbllar.

| 5 SEPTEMBER 1955
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,gf In a Telepulse Survey just completed (for May

In 1955). WAFB-TV, two-year uncontested TV
champion in Baton Rouge. rated fir-t for 321 of the
331 quarter hours when hoth TV ~tations were on

, ‘ the air. Every one of the top 15 favorite
B ATO N weekly programs were on W AFB-TV. Eight
of the 10 (all of the first six) lavorite

Ro u G E “daily™ program- were on WAFB.TV.

Monday to Friday
7 AM-12 AM 12 AM-6 PM 6 PM-12 PM
WAFB-TV 78 61 59
Station “‘B” 10a 29 33a
Station “C” 12 10 8

Saturday Sunday
12:15 PM-6PM 6PM-12PM 1 PM-6PM 6 PM-12PM

WAFB-TV 76 64 76
Station “B” la 27a 8a 33a
Station “C” 23 9 16 6

a Does not broadcast for complete period. Audience unadjusted.

WAFB-T

CHANNEL 28
affiliated with WAFB, AM-FM

CBS—ABC—DUMONT 200,000 WATTS
Reps: Call Adom Young, Notionolly or Clorke Brown in South & Southwest
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For speed . .. excitement . .. adventure . . . there's nothing like
Chris-Craft! This is the spectacular new 18' Cobra ... a dar-
ingly styled speedster, exceptionally smooth riding at flashing
speeds . . . the marine counterpart of the daring sports car.

Chris-Craft, the world’s largest builder of motor
boats, contributes to the growth of WOOD:anp, U.S. A.

On major waterways throughout the world, you’ll find sleek, powerful Chris-Craft
sports boats. And in WOODland — in Holland and Cadillac — you'll find two

large Chris-Craft plants, which contribute to the prosperous growth of the area
as a whole.

Many other world leaders are located in this rich, Western Michigan area — in
the primary trading center of Grand Rapids; in Muskegon, Battle Creek, Lansing
and Kalamazoo. And the entire market is yours with WOOD-TV — which has
the 20th highest set count in the country. For top sales results, schedule WOOD-
TV, Grand Rapids’ only television station!

)<
5 o D mE T WOODLanD CENTER
,A -— ' GRAND RAPIDS, MICHIGAN.

GRANDWOOD BROADCASTING COMPANY ¢ NBC, BASIC; ABC, SUPPLEMENTARY @® ASSOCIATED WITH
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.;
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY
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New developments on SPONSOR stories

ﬂcet Na v oser and coserage shiulies, so
everyane's planning them

Issune: 22 August 1955, page 39
o | Subjeet: Industry need far an anthemie

iy ~i't caunt

\ccording to first figures released by the UL S0 Census Barew,
there are 32 million tv houscholds i this conntry, as of June 1955,
This figare indicates to advertisers that 677, or shighthy more than
two out of three, hontes in the UL S, have one or more tv sets. Fizuies
ot multiple-set houtes are scheduled for release fater in Septentber.
with another Census lureau survey due in about five months.

While the above figures give the over-all picture of tv homes, there
is still a long way to go before the long-awaited county-by-county set
comtt figures will be nade available, According to the four services
planning these studies, the closest date will be sometime next vear.
The services plinning countv-byv-county studies are: American Re-
search Bureau: A, €. Nielsen: Statistical Tabulating; NARTR:
‘Cawl Project.”

See: Aging-of-the-customer: why dept.
stares need tv 1a lick it

Issue: 4 April 1955, page 31

.0 0 Sz“],j,,ec(: Use of tv by dept. stares

Gimbels, New York. long a leader in advertising aund merchandis-
ing innovations antong department stores. recently turned to tv as a
means lo create interest and increase traffic in the store.

The store’s two-week tv attack was a two-pronged effort.  First it
vooperated with Du Mont to have a closed-circuit color tv system in-
stalled so that shoppers in various parts of the store could see articles
Gimbels wished to promote.

The second phase of the tv effort consisted of regular telecasts of
Du Mont’s WABD. New York. for nearly three hours one dav from
Gimbels. The stars of these and other WABD shows then returned
to the store to be seen over the closed-circuit color tv system.

Also designed to boost store traffic was Gimbels” offer to customers
to “see yourself on color tv.” The opportunity to see the Du Mont
color tv systent was also a novelty. since this was the first public dis.
play of Du Mont's “Vitascan.” which had been first unveiled at the
NARTR Convention in Washington last June. Du Mont also had
its complete line of radios. phonographs and tv receivers on display.

During the color tv studio’s operation at the store it was open to
the public. and color receivers were placed in store windows to at-
tract passers-hy. R

Crowds flock to Gimbels' store windows to see merchandise shown on color tv
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... for KBET-TY,
yvour best bet
_in television!

K

351,000
televiewing
familics in

22 counties
watch KBET's

B basic CBS

| evening
programs

E at a ratio
of 22 to 1!

T-V--10

Sacramento, Calif,

H-R Television Inc.

22RE APRE M3
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XELO Coverage Map based on mail received Jan. 1 thru Dec. 31, 1954

- _...\._%w; /v-'

Canada 195
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Alaska .........
Canal Zone ..... Mexico 58
Hawaii ......... 23
Jamaica ....... 1
Malaya ..e..... 1

TOTAL 79,666 PIECES OF MAIL IN ENGLISH
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'&ERFUL than any U. S. radio station

2S5 0,000 WATTS COVERS 43 STATES

® You’ve never seen coverage like this. XNELQO's nighttime
broadcasts in ENGLISH literally blanket every single state west of
the Mississippi and marginally cover all but five states cast

of the Mississippi. (Mail also from Canada, Alaska, Hawaii. ..
even Malaya!) No English language station in the western
hemisphere is so powerful, so penetrating.

Here is the perfect teammate of television. Your current TV schedule
in combination with XELO Radio will augment your audience and fill in the
gaps in your TV coverage....all at a remarkably low cost.

If your product is distributed west of the Mississippi,
you can reach more customers over a wider area with XELO
than through any other radio or television station.

A quick phone call to PLaza 5-9140 in New York will
bring Dick O’Connell running with the whole exciting

' story, including some unbelievably

< attractive availabilities.

H, O'COMNN EX..X., 40 East 49th Strcet, New York 17, Ncw York

E1 Paso Address: P.0. Box'188, El Paso, Texas. El Paso 60511

-




LES
BLUMENTHAL
Vice
President
Wm. H.
Weintraub X
& Co., Inc

says

"Welldeserved kudos
to the WNHC-TV peo-
ple in this their 8th

telecasting year. In

the center of one of

America’s most pros-

perous markets they

can produce results

and many times on

extremely limited

budgets. Here’s one

case where experi-

ence, and that means

‘know-how’, cer-

tainly pays off.”

e

Compare these facts!

15 County Service Area

Population 3,564,150
Households 1,043,795
TV Homes 934,448

Channel 8

SERYING HARTFORD & NEW HAVEN AREAS

represented by the katz agency, inc.

Televnslon

84

Lloyd Whitebrook

agency profile

Vice President

Kastor, Farrell, Chesley & Clifford, New York

Lloyd Whitebrook’s a “kingmaker.”

Of course. he'd be the last one to call himself that, but as a special-
ist in political advertising. he’s directed the strategy of more major
state and national political campaigns than virtually any single man
along Madison Avenue. As president of his own agency (with bill-
ings somewhat above $1 million). Whitebrook handled the New
York Democratic State Committee. Prior to opening his agency in
fall 1954 he was ad strategist in the successful gubernatorial races
won by Meyner in New Jersey, Harriman in New York and Leader
in Pennsylvania.

“Main difference between selling a political candidate and selling
soap,” says practical adiman Whitebrook. “is the fact that in polities
you've got a one-day sale on Election Day and a maximum five-week
campaign prior to it.”

Whitebrook’s only prognostication for the 1956 Presidential Race:
“Politics (including state and local elections) will rank among the
top 10 air media spenders a year from now.”

Radio and tv stations were sluggish in realizing the financial po-
tential of political spending back in 1952, he says. “Timebuying was
the toughest problem, yet national candidates got ratings that beat
Max Liebman at the peak of convention and election periods.”

Disclaiming any possible sour-grapes attitude, Whitebrook none-
theless stresses one inevitable by-product of the growing importance
of air media in politics. *“The party with the dough has a big ad-
vantage,” says he, adding. a little pointedly : “The Republicans out-
spent the Democrats five to two in radio and tv back in 1952.”

Whitebrook feels there’s a mutual educational process between
commercial and political advertising. “Liven now,” he admits. “our
handling of political advertising is influenced immeasurably by suc
cessful product campaigns.

Among political advertising firsts, Whitebrook likes to refer to the
use of marionettes in 1952 minute election films. “We used a marion-
ette in the form of the Democratic donkey (a Will Rogers type char-
acter), one shaped like the Republican elephant (blustering), and
Johnn Q. Public (patterned afier Will Jonstone’s taxpayer).
These films were successful all right.” he mmuses regretfully. “We just
got them on the air a Dbit too late.” * % 8
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Hollywood
Freeway

N

.
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KMPC

Delivers more of this vast

“CAPTIVE"""

& e
H-.' 3

il ¥ 3,199,904 outomobiles ore
registered in the oreo
served by KMPC
— o vost Out-of-Home
Rodio Audience.

than any other station in Southern
California — Including all Networks ! **

** The Pulse "‘Los Angeles Metropolitan Areo Out-of-Home Rodio Audience
— Summer 1955 shows KMPC far ohead of all other Los Angeles Stotions.

D A tremendous listening PLUS to the
HOME Audience regularly tuned to KM PC

LOS ANGELES, CALIFORNIA

50,000 wotts doy 10,000 wotts night
; Gene Autry, President

R.O. Reynolds, Vice President & Gen. Mar.

REPRESENTED NATIONALLY BY A. M. RADIO SALES

Another reason why

your advertising dollar

is worth more on...
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all
| products

Too< better

dngG

sell faster

on

\WMAR-TV|

| Ba|timore
CHANNEL 2

MARYLAND'S
basic CBS station

;place your

order nowl

Represented by
THE KATZ AGENCY, Inc,
New York, Chicago, Atlanta,

Detroit, Kansas City, Dadllas,
San Francisco, Los Angeles

*

TELEVISION AFFILIATE OF THE
COLUMBIA BROADCASTING SYSTEM

Telephone MUlberry 5-5670
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(Continued from page 34

same period, too, practically every other manufacturer of
television sets has made it abundantly clear that he is going
on no special drives to make or market color video sets.

Again history is doing a reprise. RCA is taking on the
task of moving color along virtually single handedly. But,
as a decade ago, it must continue to get its share of the black
and white set market. Two weeks ago as this is written three-
to five-page color spreads appeared in the New York Daily
News roto section, the Times Magazine section and other
media, introducing RCA’s new black and white line. No
mention was made of color. And with 21" sets starting at
$149.50 the line seemed so attractive I wondered why any-
one would sit around and wait fo1 color. Other manufac-
turers will, naturally, have equally attractive black and white
lines, with equally aggressive selling and merchandising
campaigns behind them.

But now for some of the staggering differences. RCA could
introduce a 45 rpm player attachment at $12.95 and take a
loss of $1 per item. or $1 million to get a million gadgets
for playing 45 rpm disks in the hands of the consumer. But
can RCA, or any corporation, introduce a color television
set for under $500? And what will the loss per set sold be?

RCA could produce a recording date for $2.000, and man-
ufacture 45 rpm records (along with 78’s of that same date)
for approximately 12¢ to 14¢ per 45 rpm platter. But how
long can RCA or sister NBC pick up substantial parts of the
tab on the product for color tv, the program, at $50.000 to
$500,000 per show? True, CBS is turning out an increasing
number of color shows, too, but the burden still rests with
RCA and NBC.

I mentioned the guts exhibited by Frank Folsom and Gen-
eral David Sarnoff in connection with the 45 rpm effort, and
the display of that same characteristic by Pat Weaver on the
NBC programing and :ales level. It's a happy eventuality
for the television Lusiness that these gents are so amply
endowed with this faith and courage.

It’s also a happy circumstance that RCA has the bankroll
to make endeavors of this nature. The corporation is shoot-
g for its first billion dollar gross year this period. Let’s
alt voot for them to make 1t, fellows, 'cause 10 years from
now we’ll all be tasting of that color tv pie, which they’re
now so busily baking. Just as phonograph and record induss

try gentry are smacking their lips over that 45 rpm dish,
* k&
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Little Jazgis!”

5 days a week at 1:00 p.m.on WPTZ.
Now available for local sponsorship . . . first time in
any market.

Terrific ratings at low cost! L.ook where MARGIE is
scheduled! Every day, 1:00-1:30 p.m., Monday thru
Friday, when WPTZ out-rates the combined ratings of
the competition, month after month! This is the same
time period in which Hollywood Playhouse gained the
rating of the lowest cost-per-thousand feature film
program in America.

Fit a show like “My Little Margie”’—which has

NOW—NIGHTTIME PROGRAMMING IN THE DAYTIME

maintained average national ratings of 30.4 over the
past three years into such a top-notch time period,
and you have the most outstanding combination of
audience-getting elements since WPTZ’s FUN HOUSE.

Another WPTZ first: “Nighttime programming in
the Daytime!” “My Little Margie’” joins the long line
of successful sales producers presented by WPTZ, such
as: “Let Scott Do It,” “Hollywood Playhouse,” “Fun
House,” “Award Theatre,” “‘Frontier Playhouse" and
“Academy Theatre.”

Four one-minute commercials will be accepted per
half hour. The show is already 45% sold out, so let
Alexander W. Dannenbaum, Jr., WPTZ Sales Manager,
tell you about Margie right away! Call him at LOcust
4-5500, or Eldon Campbell, WBC National Sales Man-
ager, at MUrray Hill 7-0808, New York.

NSATEPT IO CHANNEL 3 ¢ FIRST IN TELEVISION IN PHILADELPHIA

WESTINGHOUSE BROADCASTING COMPANY, INC.

RADIO
BOSTON -WBZ+WBZA
PHILADELPHIA—KYW
PITTSBURGH—-KDKA
FORT WAYNE-WOWO
PORTLAND—-KEX

TELEVISION

BOSTON—-WBZ-TV

PHILADELPHIA-WPTZ
PITTSBURGH KDKA.TV
SAN FRANCISCO- KPIX

KPIX REPRESENTED BY THE KATZ AGENCY INC

ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS INC.
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CAN THE FARMER USE YOUR PRODUCT ?

&

L e

(\v

e

ENOCH SQUIRES

Here Are
J Big Ways

You Can Reach Farmers in New York and New England

DON TUTTLE CHARLES J. STEVENSON

FARM PAPER OF THE AIR 12:15—1:00 p.m.

Monday through Saturday.

With the latest market and agricultural news,
and crop reports, edited by Don Tuttle.

WGY TRAVELER 12:15—12:30 p.m.

Monday through Friday.

Now a part of the FARM PAPER, the WGY
Traveler, Enoch Squires tells of the history
and legends of WGYland.

CHANTICLEER 6:15—7:00 a.m.

Monday through Saturday.

Charles John Stevenson brings music and
human interest stories flavored with rural wit
to the WGY farm audience.

1 ¥ A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK
: SERVING 878,130 RADIO FAMILIES
' Represented Nationally by Henry I. Christal Company
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has a lion's share of audience

— e g — — ey

Sundays (diaytime) 326% Ist Place
Monday WOLF
thru Saturday share of audience
Mornings 8 AM.-12 noon 16.9 % 2nd Place
Afternoons 12 noon-6 PM.  333% 1st Place
Evenings 6 PM.-10.30 PM. 297 % 1st Place

T —

RATING for RATING - RATE for RATE
in CENTRAL NEW YORK it's _
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FREE .. Get the whole story (Spring !

1955} covering home-auto-store listening,

4 and 8 year trends, TV operating hours.

Included is the basic market facts on popu-

lation, labor force, industrial work hours,
automobiles, telephones, and monthly sales

. Va: ripatric Ot
comparisons. Ask for your copy of the The on Refuselaer g fyripatrict Shreetsy
s Inside S Syrac Nﬂ /P‘hone 2.1 :
yracuse Inside Story. 1490 K.C.
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NATIONAL SALES REPRESENTATIVES-THE WALKER COMPANY
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back in '52
we said...

[ ]
.....
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| KILOWAT

...NOW more than ever

With the recent delivery of a new DuMont 50 KW television
transmitter, KDUB-TV, Lubbock, Texas,
extends its range to reach an even greater audience.

The excellent performance record of the original KDUB-TV
Du Mont 5 KW transmitter is reflected in the purchase of
the new 50 KW model. KDUB-TV now joins the ever-
increasing list of television stations that have started and
grown with DuMont television broadcasting equipment.




TALLEST TOWER

= = —

WEST TEXAS' MOST POWERFUL!

| Man, KDUB-TV has power running

| out its ears as West Texas’ most pow-=

erful station! The Lubbock, Texas

| Market is dominated with the best

programming (CBS & DuMont Nets).

The best reception and the most com= |

plete coverage.

When you want Texas you need
KDUB-TV for more (high income)
viewers per dollar than with any

 other Texas television.

FIRST STATION IN WEST TEXAS

© =

NATIONAL REPRESENTATIVES: AVERY.XNODEL, INC.

Rogers, President & Gen. Mgr.
George Collie, Notionol Sales Monager

‘iUBBOCK, TEXAS

ESTABLISHED 1952



PROGRAM

GE Theatre
Godfrey & His Friends

Arthur Godfrey Time

Guiding Light

Gunsmolke

Alfred Hiteheock Presesnts
I Love Lucy

It’s Always Jan
I've Got a Secret
Joe and Mabel
Lassie

Robert Q. Lewis

Art Linkletter's House Party

Lone Ranger

Love of Life

Mama

Garry Moore

My Favorite HHusbaud
Name That Tune
Navy Log

Omnibus
Oun Your Account

Opening Night

Our Miss Brooks

Person to Person

Private Secretary

Robin Hood

Damen Ruuyouw Theatre
Schlit= Playhouse of Stars

Search for Tomorrow

The Secret Storm

Sgt. Preston of the Yukon
Shower of Stars

Red Skelton

98

(Continued from page 31)

CBS TV sponsored shows (continued)

WEEKLY COST
UNLESS NOTED

$50.000
835,000

per 2 bhr

S3.9935

per Y4 hr simul

$9.500

5 Y hrs
$35,000
S45.600
$350.000
$32.500
S$25.000
S36.000

$30.000
$3.150

per ‘s hr

$4.000

per Y4 hr
S18.000
$8,500

5 Y hrs

$26.000

$3.140

per ‘4 hr
$32.500
$15.000
$35.000
$17.500

per s sponsorship

$3.000

per Y2 br
$25.000
$30.000
$33.000
S32.5¢9
S$34.509
$35.000
S32.500

S10.000
5 Ya hrs

$8.500

5 % hrs
$32,600
S110.000
$11.000

TYPE
Drama
Varlety
Morning varlety

Serial drama

Western adventure

Drama

Situation comedy

Situation comedy

Panel-quiz

Slfuation comedy

Drama

Varicty

Aud. partic.

Western adventure

‘Serial drama

Orama
Morning variety
Sltuation ‘tomedy

Musical quiz

Documentary drama

Variety-drama

Aud. partic.

Various

Sltuation comedy

Interview

Situation-comedy
Adventure

Story dramatizations
Drama

Serial drama

Serial drama

Adventure
Variety:

Comedy

LENGTH

30

min. | wk

I hr. 1, wk

1 hr. 4 wk

30

30

30

30

30

30

30

30

30

30

30

30
90

30

30

30

30

30

30

30

30

30

min. 5 wk

min. 3 wks in 4

min. i ‘wk

min. | wk

min. '3 wks in 4

min. | wk

min. I ‘wk

min. 1. wk

min. 5 wk

min. 5 wk

min. | wk

min. 5 wk-

min. 1. wk

min. 4;wk
min. | ‘wk

min. | wk

min. |:wk
min. |/wk

min. §, wk

min. 3wk

min. | 'wk

min. | 'wk

min. | wk
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min. 3 wks in 4
min. | wk

min. 5 wk

min. 5 wk

min. | wk

I hr. | wk in &
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(Continued on page 100)
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G.E.

Tonl: Gen. Motors: Pillsbury Milts
‘Bauer & Black: Bristol-Myers:
Lever; Pillsbury: Gen., Motors:

Kellogg: Tonl: Corn Prods:
Dow Chem

P&G

Liggett. & Myers

Bristol-Myers
P&G: Gen. Foods
P& G

R. }. Reynolds

Pharmaceutical Ine.; Garter

Campbell Soup

Miles Labs: Helene Curtis; Corn
Prod; Gen. Mills: S.C. Sfohason
Brown & Williamson: Lanolin
Plus

Lever; Plilsbury; Kelioggs Oole

General Mills

Amer. Home Prod.

Gen. Foods

Bristol-Myers: Prudential: Mlles

Labs; Kellogg: Simoniz: Seott
Paper; Chun King: Toni;
S0S; Converted Rice; Yardley;
Staley Mfg.: Masland

Gen. Motors (Frigidaire)
Div., Home

Whitehall Amer.

Prod
Sheafier Pen; Maytag

Aluminium: (td. of Canada; Secott
Pager

P&G

P. Lorillard
Gen.. Foods

Amoce; Hamm Brewing; Elgin
Wateh

Amer. Tobacco
Johnson & Johnson; Wildroot
Anheuser-Busch

S:hlitz Brewing

P&G
Amer.. Home Prods

Quaker Oats
Chrysler

Johnson

Pet MIIk: S. .

‘BBDD

Wweiss & Gellers
Burnett

Fi

Burnett; Y&R; FCAB
Geller; Miller: MaeM
& Adams

Compton

Cun‘gham & Walsh
Y&R

B-B-T: Y&R
Conipten

Edty

Klctter; SSCB.
BEDO

Wade: Ludgin: Miller
NL&B: Bates; Dugg

BBDO; Burnett: AYer

D+F.$

Biow-Biern-Tgolgo

B&B

0CSS: C&H: R&R;
Burnett; Tatham-Lair
McCann-Erickson; Ay
derson & Cairns

Kudner:

SSCB:

Seeds:

IWT

B& B,

¥& R
Y&R

Katz: Camgbelf- Mithu

§800
Y&R: BBDO
0"Arcy

& Newell

Lennen

Biow-Beirn-Toigo
Biow-Beirn-Toigo.

Wherry. Baker & Tnldefl
McCann- Erickson

Gardner; NL&B

SPONSOR. |




it takes KPTV's N

Television Giant

to cover the
Portland, Oregon

scene!l

channel

TELEVISION

STORER NATIONAL TOM HARKER. V.P.. National Sales Director, 118 E. 57th St. New York, ELdorade 5-76
; BOB WO0O0D, National Sales Manager, 118 E. S57th Street, New York, Eldorade 5-7690
SALES HEADQUARTERS  LEW JOHNSON, Midwest TV Sales Manager, 230 N Michigan Ave.. Chicago, FRanklin 26498
GAYLE V.GRUBB, V.P., West Coast Sales Manager, 111 Sutter St.,San Francisco, SUtter 1-3631

Represented
Nationally by
NBC Spot Sales




(Continued from page 98)

CBS TV sponsored shows (continued)

WEEKLY COST

PROGRAM Nl Mo TYPE LENGTH SPONSOR AGENCY
Strike It Rich S$3,000 Aud. partic. 30 min, 5:wk Colgate-Palmolive Esty
per Y2 hr
Stndio One $38,000 Drama I hr. |, wk Westinghouse McCann: Erickson.
Ed Sullivan Show S$60,000 Variety I hr 1wk Lincoln-Mercury K&E,
Talent Scouts $28,000 Talent varlety 30 min. | Wk Liptons: CBS-Columbia Y&R; Bates
simul
Tales of the Texas Rangers $l2,500 Western adventure 30 min. }/wk General MIlls Tatham- Lalrd,
The Big Top $13.500 Children’s 1 hr. 1wk Nat'l Dairy Prods Ayer
The Honeymooners $40,000 Situation comedy 30 min. |/wk Buick Kudner
The Lil)Cl)p 532,500 Crime detection 30 min. 1/wk Brown & Wmson; P&G Bates; Y&R
The Millionaire $28,000 Drama 30 min. |/wk Colgate Bates.
The $61,000 Question $25,000 Quiz 30 min. 1/wk Revlon Norman, -Craig, & Komr
20th Century Fox Ilour $125.000 Drama I hr. alt. wks G.E. BBDD
Two for the Money $279500 Audlence partic 30 min. 1/wk P, Lorillard; Sheaffer Pen Lennen & Newell; Seed:
U.S. Steel Hour $45.000 Drama | hr. alt. wks U.S. Steel 88DD
T Serial drama 15 min. 5/wk General Mllls D-F.S; Fitz Id; w
Valiant Lady S12.000 el e ; Fitzgera Y
5 Ya hrs
Welcome Travelers $3.000 Aud. partic. 30 min. 5/wk P&G D-F-S
per Y2 hr
What’s My Line? $28,000 Panel 30 min. 4/wk Remington-Rand; Jules Mentenler Y&R: Ludgin
Wild Bill Hiclkkok $22.000 Western adventure 30 min. I/wk Kellogg Co. Burnett
Winky Dink and You $4,650 Children's 30 min. 1/wk tdeal Toy Grey
) Documentary 30 min. }/wk Electric Cos. Adv. Prog; Ayer; Calkins & Hold
You Are There $239000 Prudential Y “
Youw'll Never Get Rich $38,000 Situation comedy 30 min. I/wk R. 1. Reynolds; Amana Refrlg, Esty; Maury, L& & Man
Phil Silvers
0] <
NBC TV sponsored shows
WEEKLY COST
TYPE LENGTH
PROGRAM T L =) SPONSOR AGENCY
Armstrong Circle Theatre $50,000 Drama I hr. alt wks Armstrong Cock BBDO
Red Barber’s Corner $5,300 Sports talk Anln/ro:. 15 min. State Farm lIns. NL&B
w
Milton Berle S146,700 Comedy.variety thr 1wk in 3 Sunbeam; RCA; Whirlpool Perrin-Paus; K&E
Big Story $32.500 Drama 30 min. 1/wk Amer. Tobacco: Simoniz ssce
3 . g =4 Drama 30 min. I/wk Lever Bros: A.C. Spark Plug SSCB; McCann-Erlekion,
Big Town $32.,500 Ly oG
D. P. Brother
Caesar’s Honr 8112’900 Comedy-variety I hr. 3 wks in 4 Amser. Clhicle: Remington-Rand; D-F-S; Y&R: SSCB
peidel
Camel News Caravan $5.000 News 15 min. 5/wk R. 4. Reynolds Esty
per Vi hr
Campbell Playhonse $35.000 Drama 30 min. 1/wk Campbell Soup BBDD
Capt. Gallant of Foreign Legion $25.000 Adventure 30 min. |/wk Heinz Foods Maxon
Capt. Hartz & His Pets $12.000 Bird show 15 min. I/wk Hartz Mtn. Prods. Hartman
Cavalcade of Sports $10.000 Sports Apgas. 4 min. Gillctte Maxon
Colgate Variety Hour $80,000 Variety T hr 3 wks in & Colgate-Palmolive Esty
» ? 9 Musical varlety I hr. 1wk Dormeyer; Int'l Cellucotton; Gold J. W, Shaw: FC&B; Cyasdl
PcrrJ Como bl08’000 Seal Wax; Noxzema Mithun; SSCB
H N Toddler’'s show 30 min. 5 wk P& G; Manhattan Soap: Colgate; Biow-Beirn-Toigo; SBAY
n".g Dong School Suelr,('i()g Wander; Gerber; Gen Mills Bates: Tatham-Lalrd; ¥©
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CHANNEL 8

WISH-TV

INDIANAPOLIS

1,000 FOOT TOWER

316,000 WATTS

CBS

TELEVISION

SEE THE
BOLLING COMPANY
FOR
AVAILABILITIES

the most popular programs

in the Indianapolis area

are now on WISH-TV
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First-run sponsorship

may still be available in your market

NBC Film Division’s “Adventures of the Falcon” makes a habit of raising station ratings
substantially in its time period. Out of ninetesn major ARB-measured markets where before-
and-after information is available, “The Falcon” boosted ratings in fourteen! In Memphis, for
instance, a 14.4 rating before “The Falcon” soared to 25.6 with ‘‘The Falcon.” That’s the kind

of spectacular rating-increase scored by the series virtually everywhere it runs!

Advertisers of every description have strengthened their competitive position by sponsoring
“The Falcon.” Brewers, grocers, appliance dealers, furniture retailers, banks and loan

companies, department stores — they’ve all discovered its built-in selling power.

“The Falcon’ sells because it pulls audience . .. immediately ! Exciting episodes of adventure all
around the world, the exotic flavor of authentic locales, a great new star —Charles McGraw —
whose movie fame is expanding rapidly . .. these are the strong audience-values you get with
sponsorship of ‘““The Falcon.” You also get an exclusive package of advertising, promotion.

exploitation and merchandising, unmatched in the industry!

First-run syndication sponsorship, at a down-to-earth cost per thousand, may still be available

in your market. Write, wire or phone NOW!

NBC FILM DIVISION

serving all sponsors
serving all stations
30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, 1l
Sunset & Vine, Hollywood, Calif. In Canada: RCA Victor, 225 Mutusal St.,
Toronto; 1551 Bishop St., Montreal.

OVER THE WORLD!




PROGRAM

Dragnet
Father Knows Best

Feather Your Nest

Fireside Theatre

First Love
Coke Time (Eddie Fisher)

Football Scoreboard
Ford Theatre

Tennessee Ernie Ford Show

Frontier
Fury
George Gobel

Hallmarl: Hall of Fame
Maurice Evans Presents

Pinky Lee Show
Home

Howdy Doody

It Pays to be Married

It’s a Great Life

Kraft Tv Theatre
Pinky Lee Show

Color Spread
Spectaculars

Max Liebman Presents
Life of Riley

Lux Video Theatre
Tony Martin

Medie

Meet the Press

Modern Romanees

Robert Montgomery Presents
NCAA Football

Louella Parsons

People Are Fuany

Pontiac Hour

Producer's Showecase

Martha Raye
Roy Rogers
Sereen Directors Playhouse

Dinah Shore Show

Texaco Star Theatre

*Includes time and talent costs.
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(Continued from page 100)
NBC TV sponsored shows (continued)

WEEKLY COST

GTH A .
UNLESS NOTED Ui LEN SPONSOR GENC
S$36,300 Detective drama 30 min. 1/wk Llggett & Myers Cun’gham & Walsh
838,000 Situation comedy 30 min. 1/wk Scott Paper IWT I
$2,700 Quiz 30 min. 5/wk Colgate-Palmolive (15 min alt Esty
per /4 hr days): R. J. Reynolds (1 day)
$33.000 Drama 30 min. I/wk P&G Compton
$2,700 Serial drama 15 min. 5/wk Jergens Orr
per Ya hr
$28,000 Musical 15 min. 2/wk Coca-Cola D'Arcy
for 2
$5.500 Sportscast 15 min. I/wk Dow Chemical MacManus, John &
$40,000 Drama 30 min. I/wk Ford Motor JWT
$2,700 Musical varlety 30 min. 5/wk P&G (I5 min. 5/wk) B&B ;
per Ys hr )
539-800 Hlstorical drama 30 min. 1/wk Reynolds Moetals Seeds
No estimate Adventure 30 min. I,/wk Gen. Foods B&B i
S$12,1400 Comedy varlety 30 min. 3 wks of 4 Armour; Pet MIlk FC&B% Gardner
$165.000 Drama 90 min. 1 /mo. Hall Bros. FC&B
. . Ll
$2.800 Children’s 30 min. 1/wk Sweets Co. Wioselle & Elsen
per partic
87,000* Women's Service 1 hr 5wk Many Many
per | min. part.
2.800 Children's 30 min. 5/wk Standard Brands; Kellogg; Colgats- Bates; Burnett; Matl
~s i Palmolive; Cont’l Bkg; Luden’s: HH&McD; DCS
per Ya hr Int'l Shoe; Welch Grp Julce
82,400 Quiz 30 min. 5/wk P&G (15 min. 5/wk) B&B
$39,500 Situation comedy 30 min. 1/wk Chrysler-Plymouth Dealers McCann-Erickson
$28,000 Drama I hr. L/wk Kraft Foods IWT
$2.800 Children’s 30 min. 5/wk Gen. Fds; Int'l Shoe Y&R; H,H&McD;
per ¥4 hr

8965 000 * Musical comedy 80 min. | wk in 4 Sunbeam; Maybelline; Lewls Howe; Perrin-Paus; Gordon A

~ 4 (except first show: Goodyear; US Rubber; Buick: D-F-S; Y&R: Fleg |
hrs) Std. Brands; U.S. Savings & Ricbards; Kudner: !
Loan
$231.800 Comedy variety 90 min. 1 wk in 4 Oldsmobile Brother
Ly
$30.500 Situation comedy 30 min. 1/wk Gulf Oil Y&R
$50,000 Drama I hr. 1/wk Lever Bros. IWT
S$15.000 Musical 15 min. 1/wk Assoc. Prods; Webster-Chicago Grey% J. W. Sha¥l
$38.200 Drama 36 min. 3 wks in 4 Dow Chemical MacManus, Jjohn & AI§ £
56.100 Panel discussion 30 min. 1/wk Palvrllz;:\ﬁﬁg' world Airways; Johns- JwT
-
$2.000 Daytime drama 15 min. 5/wk Colgate-Palmolive Bryan Houston
per Y% hr
$47.100 Drama 1 hr. T;wk S. C. Johnson; Schick NL&Bi K&E
<4 3 Football Approx. 2'2 nrs. Schick: Avco; Gen. Clgar; Gulf K&E; Ludgln; Y&R
$58.800 prox
Interview 30 min. |/wk Toni; Brown & Wmson ‘Weiss & Geller; Bafe
$214,700 Interviews 30 min. 3 wks in 4 Tonl; Paper-Mate Burneti; FC&B
S$67.800 Drama I hr. alt wks Pontlac MacManus; John & J@i
$2(;0.000 Drama, comedy 80 min. 1 wk in 4 Ford; RCA K&E
(2 spon @
$130,000 ea)

3146.700 Comedy-variety I hr | wk in 3 Sunbeam; RCA; Whirlpool Perrin-Paus; K&E
823,500 Western 30 min. 1/wk General Foods Benton & Bowles
$140.000 Drama 30 min. 1/wk Eastman- Kodak IWT
$30.000 Musical 15 min. 2/wk Chevrolet Dealers Campbell-Ewald

for 2 ~
855.000 Comedy-variety 30 min. 3 wks in 4 Texas Co. Kudner

(Listing continues on page 106)
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Advertisement

Marketing Gold Mine!

By John Pepper and Bert Ferguson

There's not a sales manager alive
who wouldn't be glad to give his eye-
yecth for a brand new market. Well,

weve got one. Not simply brand new.
But hrand new and heavily populated,
Brand new and free spending. Brand
new and sold 100 percent on one
medium !

. Try and find a market like it—we'll
het you can't! This single market is
bizgzer than New York City. Bigger
than Los Angeles. Bigger than St
Louis— Cleveland —Thiladelphia,
And it’s been right under the nose of
everybody in Memphis for a long time.
O Byt until our radio station WDIA be-
canie the first to program exclusively
for Negra listeners here, this great new
market remained undiscovered,
107, of USA: For WDIA commands
the Negro market in this area. And
rizht here are close to 10 percent of all
the Nearoes in the entire United States!
» We call it the “Golden Market.” It

niubers 1.230.724 Negroes.

Spend RO, : These folks make money.
What is even more important to sales
managers, they spend most of 1t.

It is a fact that these folks spend. on
the average, 50 percent of the money
['l“’.‘:.' EATN. Thf_‘_\' Hi}f‘l'lr]: it. nn consgpmer
goods and services,

And here’s something else, As has
been recently pointed out in SPONSOR,
these folks are not to be classified as
“buyers from a low inceme group.”
Quality Bayers: They buy. if any-
thinz. the better quality items for sale.
1‘]]'&}' E'I||:|| Elifnt}' ﬂi F'l'lutf.'hfb Eil"] ].H.‘Lil]g
soda and soft drinks. Bul theyre also
eager customers for big items. Biz cars.
Nice houses. Faney suites of [urniture.

What we're getting at is this. These
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folks buy for the same reasons that
other folks huy. But they have addi.
henal reasons, peculiar to their own
group.

The Memplis market is 10 pereent
Negro - an important fact to think
about in its own right. But add to it
these facts.

That Negroes buy 6:1.8 pereent of all
flour sold in Memphis,

Negroes buy 56.6 percent of all laun-
dry bleaclies sold in Memphis.

Negroes buy 30.3 percent of all may-
onnaise sold in Memphis.

Negroes buy 60 percent of all chest
rubs sold in Memphis.

Negroes buy 60 percent of all deo-
dorants sold in Memphis.

That is not “low income” buying.
That is what we wmight call “special
group” buving. For special reasons.

And one of those reasons is that Ne-
groes in the South use their homes for
a great part of their social life. They
spend money on things for their homes.

They have larger than average fam-
ilies. They spend money on things for
their children.

The point is that they are willing—
far more willing than the average man
—to spend their money. They have
been spending it, and are continuing
to spend it.

In our WDIA area, their wages will
amount to 8278,152,551.00 this vear.
That's over a quarter billion dollars.

And remember that 80 percent of it
is going to be spent on things for home
and family—consumer goods.

Their Own Station:

Now here is
where we can tell you how vou can
reach this market—positively.

You can reach it with WDIA.

For WDI1A was the first station to
talk to these folks in accents thev know
and understand. in the Southern city
that ranks first in Negro population.

WDIA uses Negro music. Turn the
dial idly—you can’t istake it.

WHIA uses Negro voices. Willa
\lonroe, star of “The Tan Town Home-
maker Show,” was the first Negro wo-
man broadcaster in America. Ford
Nelson. star of “Glorv Train.” “lHigh-
wayv to Heaven™ and “Tan Town Jubi-
lee.”" is known to every Negro for miles
and miles around.

Tremendons Response: N wonder
these folks regard WDIA <o prondly as
the only station - their station! No
wonder they keep WDIA tuned in
morning, noon and night.

No wonder this keen appreciation
this frerce devotion  has swept WDIA
from 250 watts 1o 50,000 watts of pow-
er in just one big step!

No wonder this feeting has pmt
WDIA at the top of hoth llooper and
Pulse tabulations. And this, in a freld
of 8 stations, some of which had bheen
on the air in Memphis fuor more than
25 years!

Does this combination of heavy
spending. concentration of cu-tomers
and direct contact through a single
medium of unmatched acceptance get
results?

Yon bet it gets results.,

Here are just a few of the nationally
famous advertisers who came to WDIA
and got results—whopping results:

Crisco, Halo, Kool Ciga-

rettes, Super Suds, Drano,

Folger's Coffee. Huut's To-

mato Sance, Kellogg's Corn

Flalies, Swansdown Calie
Mixves, Pet Mills, Wildroot
Cream Oil, Gold Medal

Flour, Wrigley.

We could add a list of many more.

But we'd like to talk about the kind
of product and sales problem that es-
pecially interest you. No matter what
the product, we'll have some pertinent
information. No matter how the prob-
lem of making sales in the South has
looked to you until now, this is a new
slant.

You write us a note, and tell us what
product vou're working with. We'll
send vou back promptly the hot
cold—figures on our "Golden Market.”

WDI\ is repre-ented nationally by
John E. Pearson Company.

P

JOHN FEPPER, President

ity

BERT FERGUSON, General Manager

A

HAROLD WALKER, Commercial Manager

not

—
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(Continued from page 104)

NBC TV sponsored shows (continued)

WEEKLY COST

3
TYPE ENGTH SPONSO
PROGRAM UNLESS NOTED L NSOR AGENCY
] 1 oS v « Comedy-variety I hr | wk in 3 Chevrolet  Dealers Campbell-Ewald
The Cherry .Sl,ou (Bob Hove. '8 shows:
Nariely: S116G.700 Dinah Shore, 2: Betty
: S92 Hutton, I others)
Bob  Haope: 8235.300
The People's Cholee S35.000 Drama 30 min. 1. wk Borden Co. V&R
This is Your Life S58.800 Dramatic interviews 30 min. 1, wk Haze! Bishop; P&G Spector: Compion
Today *83.900 News & Information 2 hr 5 wk Many Mary
per | min. part. e
’l‘oniyhi *5.“00 Variety 1¥2 hr 5 wk Many Many
per | min. part.
Truth or Consequences S21.000 Comedy quiz 30 min. | wk P. Lorillard Lennen & Newel]
Te Playhouwse 837.000 Drama Iohr. 1wk Goodyear; Alcoa Y&R; F-$.R
Way of the World S2.600 Scrial drama 15 min. 5/wk Borden Co. Y&R
per V4 hr
Bide Wide World S150.000 Documentary 90 min. 2,mo.
Panl Winchell Show $28,200 Children's 30 min. 1wk Sweets Co. Moselle & Eisen
Worid of Mr. Sweeney 82,700 Daytime drama 15 min. 5/wk P&G B&B
per Vi hr
Yon Bet Your Life S12.500 Comedy quiz 30 min. 1/wk DeSoto-Plymouth Dealers BBDO
Loreita Young Show $10,000 Drama 30 min. 1/wk P&G B&B
Your lHit Parade S$38.000 Musieal 30 min. 1, wk Amcr. Tohaceo: Warner-Hudnut BBDO
! Yonth Wants to Know S3.800 Question-and-answer 30 min. 1/wk Gen. Dynamics Morey. Hurim- & JSoil
.
Zoo Parade S13.009 Children's 30 min. V/wk Quaker Oats: Amer. Chiele NL&E: 5
“Includes time and talent eosts. T
ROUND-UP tion's achievements. General Manag-  a $10.000 color filmi called “The KLAC = |

(Continued from page i3) er John Pallottini, of WCRO, Johns- Story.” The 20-minute film outlines

WDEF and WDEF-TV., Chattanooga.
senl out a promotion piece to admen
recently in the form of a mouse trap.
Their “Better Mouse Trap™
exactly catch mice, but it's

doesn’t
a handy

way to hold down papers on a desk
even while the fan is going. The station
omilted any mention of anyone beating
a path to their door, but they do label
their promotion the “Better Mouse
and they can hope.

Trap.”

WDEF's “Better Mouse Trap' promotion in use
* ¥ *

That the local radio programing
trend is proﬁlal»le to individual radio
stations is borne out by

another sta-

106

town, Pa.. announced that local busi-
ness for the quarter just finished has
increased 122.4% over the same pe-
riod last year.

Reason for the spurt, according to
allottini, is the station’s emphasis on
music. sports, news and local events.
with less and less reliance on the net-
work service.

4% %* %

l)

E. S. Mittendorf, general manager
of KOPO-TV. Tucson, contracted with
Pan-American Telefilms Inc. for 260
Spanish feature films. One movie is
shown every Monday, Wednesday and
Friday at 10:00 a.m. and a double
feature is run on Sundayvs, beginning
at 12 noon.

KOPO-TV's phone lines have heeu
tied up with calls thanking them for
the new program. Mittendorf explains
his plan as a thank you to the Span-
ish speaking population. “They have
been very loyal to KOPO-TV and its
advertisers. and in offering these Mexi-
can films for their enjoyment. 1 do
so as an expression of my gratitude
for such lovalty.”

& #* =

KLAC. Los Angeles, has premiered

KLAC

the growth of radio in general and
in particular, and is directed
at ad agencies and sponsors.

Talent in the film consists of the
station’s own “Big Five,” disk jockeys
who describe their shows and sponsors.
The time elapsed between the writing
of the story and the final editing was
only 17 days, and the film was super-

Adams (seated) and Hall inspect KLAC film

vised by Station President Mortimer
Hall and Sales Manager Felix Adams.

After the film was released. Hall
commented that it was “another giant
step forward in the optinnmsm we all
feel for the future of radio.” *®*%x*

SPONSOR
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“Gran'pappy seen it on Garry Hoore.

a‘ﬁ.
{WCHS -TV '
| CHANNEL 8 |

* \ CBS
ICHARLESTON |

"""""""

It's @ Toni.”



WIN THIS 21-INCl

wm thas hastory-making contest sponsoredb:

Just as color television adds an important new dimension to advertising,
so “BUYERS’ GUIDE TO STATION PROGRAMING” adds an important

new dimension to the buying of tv and radio time.

In the two years BUYERS’ GUIDE has been published, we've heard of scores of ways
it has been used. But we’d like to hear still more uses so they can

be passed along for the profit of our readers.

And so this exciting contest was conceived to get the answers from SPONSOR subscribers . .,

all of whom received “1955 BUYERS’ GUIDE TO STATION PROGRAMING” on May 16th.

Enter the Contest today. The rules are simple. The prizes are exciting. And win, lose

or draw . . . your rewards from using “BUYERS’ GUIDE” will be great. =

Extra copies of BUYER'S GUIDE are available @ $2 cach.

Non-subscribers may get one by entering a subscriptioh to
SPONSOR @ 88 for 1 year, 812 for 2 years.



" PRIZE

ificent 20-Inch RCA
e Colar Set!

the thril of big screen Color TV
less rea'nty of ugh diama—=the

Mor of Broadlway mnsicals,

superh performatice goes stunuing
cabinetry, For hwere s television's
houctte, styhish amd low . . 0 a shaws
«h mahogany or bloud tropical

fimsh. Brngs you all the programs
rea, too! Magnificent “color-casts' in
lor—aund all the other shows in

er black and white,

ICA COLOR TV SET

YIRS’ GUIDE TO

2ND, 3RD AND

"fm AT PRIZES—
E_.' RCA “Slumberente”
= Clock-Radio

# umberette is designed to give you
B round the clock. At bedtuime, enjoy
S8 0 hour of music—inviting sleep, then
B uts off autematically. In the morn-
& automatic switch uirns radio on and
S8 buzzer ten minutes later. Automatical-
B coffec-maker. Bailt in phoiosocket.

ONTER, HERE'S ALLYOU DO!

100 words or less tell one wav vou are
BUYFRS GUIDE TO STATION
?(.\.\nx(‘." {(mailcd free to all SPON-
bscribers on May 16th)
Sinies will be judged on the basis of
W%ty and freshness of thought by a
f judges that includes Pete Cash.
r Station Relazions, TVB; R, David
Director l.ocal Sales &  Scrvice,
SBand 1 awrence \Vebb, Managing Di-
- SRA,
plicate prizes will be given in case of
S aplovees of SPONSOR are not cligible.

il sourr entry to:

UYERS' GUIDE CONTEST

o SPONSOR SERVICES INC.
) East 4910 St N YL 17, N YL

tries must be post-marked no later
“0 ptember 30, 1955,

STHH THROUGH
10Tl PRIZES—

RCA DeLuxe “Personal”
Portable

SSnawerful litt'e nerformer is hnused in
‘nkakable “impac”, won’t dent .

- crack . . . or break. Here's sensi-
€ ception, too ., , , plus room-size vol.
Me Aad i< all in a portable about the
€ +a book, less than 6 inches high. Plays
t;‘-l!s' . .. MO warm-up . . . no wailing
wd by sclf-contained batterics.

STATION PROGRAMING

THESE EXCLUSIVE FEATURES GIVE BUYLERS” GUIDE

HUNDREDS OI' USES

\/catalogs the local programing of 2172 radio station- and 381

television stations in U. S. and Canada.

tells at a glance the program character, audience interests

and facilities of each individual station.

\/provides separate lists of stations appealing
to specific groups and tastes.

\/shows the number of weekly hours each radio and
tv station devotes to 10 principal categories
of programing.

\/gives studio facilities and film and slide
speeifications of tv stations.

\/gives power, national rep. network program
hours, services.

*
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SPOT TV $ FIGURES

(Continued [rom page 13

what is there into dollars.

It may well be asked: If the data i<
all there why dont adverticer~ who
ubscribe to Rorabaugh Reports (cost:
15 per quarter) do their own con-
verting?  Answer: Some of them do.
PRG  agencies, for example. divide
mong them the job of converting
Rorabaugh spot tv figures into dollars.

verting

N\ext obvious question: Why. then.
should TvB pay Rorabaugh for data
and thren make some of it public? The
first answer is that TvB is doing a
sales promotion job for the industry.
centering attention on spot tv by mak-.
g clear just how much nroney is
spent in total and by individual adver-
tisers in the medium. Secondly, con.
verting figures is a costly and time-
consuming job. Rorabaugh contends
that because he has know-how and can
do conversions in volume. he can do
it cheaper than anyone else. The fact
that clients such as Colgate. Lever
jros.. Ted Bates buy special tabula-
tions from him tends weight to this
contention.

Rorabaugh is now investigating the
possibility of saving time and money
by putting his report, as well as the

doHar data. on

ing an estimate on what it would cost

at presstime.

Rorabaugh material does not lend
itself easily to IBM muachine ealcula-

tions.

dous number of calculations that must
The size of this task

This is because of the tremen-

he worked out.

explains. in part, some of the problems
ivolved in hammering out an agree-
ment between Rorabaugh and TvB.
There are about 40,000 different
computations involved in getting all
the dolar figures from the Rorabaugh
Report. This is in addition to the tre-
mendous fact-gathering job invohlved
in putting out the Rorabaugh Report
in the first place. Besides recording
the fact that sueh and such an aecount
used such and sueh a station, the re-
port must indicate which of 27 differ- In
ent kinds of activities the advertiser
bought and the number of each.

IBM and possibly
LNIVAC machines. Recording & Sta-
tistical Corp. lhas set up a system for
doing this and Rorabaugh was await-

These activities
nlents, partieipatio
each type of time

classification  will.

different

noted together witl
- e
(aytime. nighttime

tions.

It would not bhe

50°¢ per quarter.
posed IBM system
20.000 new puneh

20,000 punch card
for that quarter.
caleulating

baugh’s elients are

I. Necw stations on air*

works from rate cards.

inelude announce-
ns or 1.D.s. For
buy it is indicated

whether it is on daytime, nighttime, or
late nighttime. This last classification
is a new refinement in the Rorabaugh
Report. which previously lumped all
nighttime buys together.

The new
of course, make

dollar calculations niore aecurate.
The above activities add up to nine

eombinations.

there are six different program lengths

In addition,

1 whether they are
or late nighttime.

This adds up to another 18 combina-

so bad if tho same

advertisers advertised on the same sta-
tions each quarter.
The turnover, on the average. is about

But they don't.

So far as the pro-
this means
-card entries each

goes.

quarter phlus the dropping of auother

s from the system

Rorabaugh
Because Rora.
the dollar fig-

Costs

big.

CALL  |CHANNEL ON-AIR ERP (kw)**| Antenna NET STNS. SETSAM o
OITY & STATE LETTERS l NO. ' DATE | Visal | (10°** | AFFILIATION |0NT2ISR MA BT PERMITEE, MANAGER, |
1 Frontier Bcastg Co. Hel oo
SCOTTSBLUFF, NEB. KSTF 10 7 Aug. 12.3 620 None NFA R.'S. McCraken ores
Also operates KFBC-TV
Cheyenne. Wyo.
FT. WORTH, TEXAS KFJIZ-TV 1 9 Aug. 316 1,020 ~ WBAP-TV 455 Gene L. Cagle, ores "
2 5 Forest Caoltal Beastg. Co: -
LUFKIN, TEXAS KTRE-TV 9 17 Aug. 25.1 650 - None NFA porest Capltal
E. L. Kurth Sr., v.p.
R. Lewin, v.p.
PETERSBURG, VA. 5 : Petersburg TV Corp. L
‘ A2 S 8 n Aug. 316 940 None NFA T. G. Tinsley Jr., pres
i. G. Abeloff. v.p.
H. C. Myers Jr., v.p
—
I1. Neiw applications
. ESTIMATED
CITY & STATE CHANNEL DATE ERP (kw)** Antenna ESTIMATED | TV STATIONS NT.
NO. FILED Visual (e cosT OF EXRENSE | IN MARKET APPLICANT. ARUSIS
ELMIRA, N. Y.3 18 8 Aug 16.4 438 $142,040  $65,000 None Tricngle Publications Ine: (¥
elevision DIv.
PHILADELPHIA, PA. 23 15 Aug. 266 553 $414,100 $500,000 WCAU-TV Herbert Mayer (oko) db #
Enterprises
WFIL-TY
WPTZ
— w—
B 0 X S c 0 R E *Both new c¢.p.’s and stations going on the air listed here are those which occurred iee
8 August and 20 \ucust or on which Information could be obtained in that period. S :“
s 5 5 Y considered to be on the air when commercial operation starts. **Effective radlated powe
U. S. stations on @ . 421 power usually Is one-half the visual power. ***Antenr.a height abote arversge term o
) ey above ground). tlnformation on the number of sets in markets where not designated beid
Marl:ets covered 2033 from NBC Research, consists of estimates from the stations or reps and musi be deemed ¥&

. S tr sets (1 July ’55)

36.177.000%

110

vehroadeast programs

mate. §Data from NDBC Research and Plaming.
on sets In market.
from KPRC-TV, Houston. but is not an NRC afiilllate
f WNBF.-TV Binghanon. N Y

NFA* No ficures acaliable af 18
18atellite of KFBC-TV Cheyenne, Wyo.

»2tation wlli receive NBC ‘M8
3\pplication is for s satl®
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Maxwell means "MOXIE"”’

That’s what makes the
difference in the

Entertain, sell; sell, entertain. They’'re one and the same to Bob Maxwell, major-
domo of this sparkling weekend feature on WWJ-TV.

To the delight of teen-agers and young adults, astute Mr. Maxwell presents a
parade of guests from the show world—especially top recording artists who sing
their latest releases live. Other typical features are spotlight segments on current
fads. sports cars, the newest in clothes and other dominant interests of the young
in heart. Earl Stuart’s orchestra gets in plenty of good licks, too.

Spice your Detroit campaign with Maxwell’s “moxie”. Full participation details
are immediately available at all Free and Peters offices.

7~ ‘ ~

"
7/

H \
| I .
i BIG MAN i In Detroit . ..
| : | .
| | You Sell More '
| ON RADIO, | : .
I | on channe ‘
! 1
: TOO! ! —
| From 6 to 9 A.M. weekdays on : Hec Te;gt::‘:ehmh
| WWJ, Bob Maxwell coptures a . .
| huge home-ond-highway oudience : CHULCRLL s L IO R A D
| with music with a melody, news, |
| weother ond troffic condition re- i
"7 ports . ... Better check on this, also. i FIRST IN MICHIGAN ¢ Owned and Operated by THE DETROIT NEWS
:
N o e s National Representatives: FREE & PETERS, INC.
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ures he works up on their ~pot adver-
tising and that of their competitors are
hased on maximum discounts — 312
times for announcements, 1.D.’s and
participations and 52 times for pro-
arams. However, since most spot tv
advertising campaigns are not big
tonly 500 out of 4,000 use 10 or more
tations per quarter), the figures for
I'vB will be based on the one-time rate.

This will not simplify the calcula-
tions any. There will still have to be
a dollar figure worked out for each of
10,000 entries. 1f Client X uses three
Class “A” 1.D.’s for Brand Y on sta-

tion Z in April, for example, the one-
time Class “A” rate for 1.1).’s on that
station is looked up and multiplied by
three. That’s one calculation.

In most cases, Rorabaugh increases
the national totals of big brands 109

to take care of the stations which do

not report to him. However. at least
two prominent agencies have found
that Rorabaugh’s dollar totals for its
brands are so close to the actual spend-
ing that they assume the same is true
for Rorabaugh figures on brands com-
petitive to their accounts.

Basic to an understanding of the

Obviously

OUTSTANDING .

A STAFF OF 44 PEOPLE DEVELOP
IDEAS THAT SELL FOR MORE
ADVERTISERS THAN ALL OTHER
PEORIA STATIONS COMBINED

FIRST in the Heart of lilinois

CBS RADIO NETWORK

£

PEORIA

5000 WATTS

&CF FREE & PETERS, Inc., Exclusive National Represéritatives

112

TvB-Rorabaugh negotiations is
sizable cost of gathering informati
from tv stations. Rorabaugh estimat
this comes to $200 per station. The
costs are hardly covered by agenc
subscriptions.

Rorabaugh, therefore, inakes k
money on the special dollar tabulatio
he provides. It is easy to see that pu
lication by TvB of detailed brand ar
market information would take aw:
actual or potential sales income, sin
no advertiser would pay for facts &
ready inade public. TvB could, .
course. pay for any potential sales lo
to Rorabaugh which would result fro
the publication of detailed dollar dat
but the price would undoubtedly |
way above TvB’s head. As a matter ¢
fact, it is Rorabaugh’s intention to sy
ply data to TvB at cost. In retun
TvB will help Rorabaugh in gettin
additional stations to report (TvB
president Ollie Treyz has already pe
suaded Denver stations that they ougl
te enter the fold).

There are few important holdout
among tv stations not reporting
Rorabaugh, the Crosley outlets bein
the prime example. Of the total ¢
246 stations reporting for the secon
quarter of this year, 80% were vhf.

The main reason stations do not r
port is their dislike of competitoi
knowing what accounts are usin
them. However, stations who do rt
port are able to cut down, if not d
away with entirely, the time-consun
ing business of answering questior
naires from agencies about tim
bought by competitors of the agencie:
accounts. They can return questiol
naires with a note referring the agenc
to the station’s own listing in the Rort

baugh Report.

Interestingly enough, it was statio
reluctance to reveal their business th
killed Rorabaugh’s first effort to con
pile broadcast data back in 1939. H
put out one report on both networ
radio and spot radio in New York Cit
in July and that was that. 7

Dubbed “National Radio Records:
it was a report to beat all report:
Never before had so many facts bee
gathered about who's buying what-
and probably never again will such
complete report on spot radio be pt
out by anyone.

The spot report listed (1) the proc
uct name, (2} the advertiser’s name
(3) the agency which placed the bus
ness. (4) the name of the station. {5,
the power of the station. (6} the namf
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King of a new frontier!

"0 A MAXIMUM

POWER

WITH 259 MORE SETS THAN ANY OTHER
NORTH CAROLINA STATION

WSJSTVY Winston-Salem now has one of the South’s biggest TV markets!

Its heart is the rich Golden Triangle of key industrial citics—Greensboro.

Winston-Salem aud High Point,

WRIS-TY s new muanimum power taps over -4 billion dollars in huying

power and reaches 627,982 TV Lomes—257 more than sny other N. (.

station!

MAXIMUM POWER — 316,000 watts!

MANXIMUM HEIGHT — 2,000 feet above

average terrain.

MORE COVERAGE — 91 counlies, in five states.

TV HOMES — 627,982 sets,
3,913.000 people.
$4.350.000.000 buying power.

A=

WINSTON-SALEM, N. C.
CHANNEL 12

" VA. . WINSTON-SALEM
< , o, ! {b( GREENSBORO
T ‘ '\} HIGH POINT
0 i
N SBORO -

, - -
WINSTON-
STON SALEM e HEADLEY-REED, REP.

HIGH POINT

R
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f the program or number of an-
nouncements with a <eparate listing
for each program and for each group
of announcements on a station, (7) the
oross time cost of each program or
sroup of announcements on ecach sla-
ion for the month. (8) total gross
:pending for time of each brand per
nonth. (9) whether the program or
innotincements  were lhive tran-
=cribed. (10) whether or not the an-
nouncemenls were in a participating
rogram, (11) the exact time of the
program. (12) the number of program

or

broadcasts for the month (13) time of
day announcements were placed, (14)
the length of announcements, (15)
type of program hought.

The network section had about the
sanie kind of information as contained
under each adverticer’s listing in PIB.
In addition, there were all kinds of
cross-indexing of information between
network and spot.

The stations who gave Rorabaugh
the information (there were 14) got
free copies of the report. When they
saw it. they changed their minds.

Q7!

at KBTV Denver
DENVER’'S KBTV

“The Prettiest Picture in Denver’”’

will be the only TV station to ever
dominate the nation’s 24th market for

3 solid hours Monday thru Friday

CHANNELSD

CORKY'S CLUB

4:00 to 5:00

P.M. Monday thru FrldOY

N CLUB
MICKEY Mé%éjpsj Monday thru Friday

JOHN C. MULLINS

President

g T

5.00 to
h Frid
A 6.00-6:30 Monday Tuesday Wednesday Thursday riday
- - . ' sy  HOPALONG LONER
AN;?L‘EEY SUPERMAN  y1nG  CASSIDY  RANGE
OA
JUNGLE
DISNEY- RIN
. VOICE OF AMOS & I e
1953 6:30-7:00 FIRESTONE  ANDY LAND  TIN
“QUEEN
OF
¢coLorRADO”

Fall Availabilities NOW BEING BOOKED!

1089 BANNOCK =< DENVER

Free & Peters, Inc. Natzonal Representatwe

JOE HEROLD

Station Manager

Phone TAbor 5-6386
5 oy

\

X vty

el

A year later, Rorabaugh began his
spot radio report based on information
fromn agencies. He continued this until
it was sold to Boerst in 1952,

Boerst’s Spot Radio Report has a
long way to go before it can approach
the degree of completeness represented
by Rorabaugh’s book. Boerst’s prob-
lem, admittedly, is tougher. In the first
place, there are many more radio sta.
tions than tv-—about 2,700 am outlets
compared to about 425 video stations.
Liven taking into account the fact that
many radio stations do not figure in
spot business, the spread is impressive,
P&G agencies check about 1,400 cta.
tions for spot radio data. Lever’s spol
radio “universe” 1s about 1,100 sta.
tions big.

In the second place, while Boerst
seeks information from only a few
dozen agencies. these sources are un-

* ok  *x ok Kk * Kk &

; . the only technique which was in-
herently satisfactory to measure both
television audiences and radio audiences
at the same time was the personal inter-
view. The reason is simple, for when
the interviewer is in the home it is eas
to cstablish that the home is a television
home, and to conduct the complete
radio interview hefore going on to the
tv interview. There is not the possibility
of the respondent being too eager to re-
port their tv viewing and neglect the fact
of radio listening as was the case with
the combined telephone interview.%*®
WARD DORRELL
V.P. & Research

Director

John Blair & Co.

Neiwe York

* * * * * b S 4 *

der more direct pressure from clients
not to divulge data than stations are.
Agencies are, after all. representatives
of chents. while the customer-seller re-
lationship of advertisers to stations is
a less close one.

On the bright side, there is this to
be said. The advantages of full e
posure of spot radio data are begin-

' ning to penetrate through to advertis-

ers and agencies. This has become
apparent in recent conversations SPO\-
sorR editors have held with admen.
Many agency men are weary of the
effort put into sending questionnaires
to stations and digging up sub rosa
rumors concerning what the competi-
tion is doing.

During the past three years at one
time or another, each of the Big Three
soap firms have assented to publlcatlou
of spot data. The trouble has usually
been that when two of them agreed,

S .SP,ONSOR
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WU MIGHT WIN 3 WIMBILEDON TITLES —

BUT ... You NEED WKZO RADIO

6-COUNTY PULSE REPORT
ALMAZOO-BATTLE CREEK AREA—MARCH, 1955
'"HARE OF AUDIENCE MONDAY-FRIDAY

o am. 12 noon 6 p.m.
g 12 noon 6 pm midnight
VKZO |~ a19 37% 35%
*stion B 18 17 16
tation C 10 12 i
tation D | 10 9 B
tation E— T 8 [
dthers i e 8 1 2
Sletsdn-Use | 200%  202°, 17

WT  Battle Creek’s home county (Calhoun) was included
K Pulse sampling, and provided 30So of all interviews. The
*i've counties: Allegan, Barry, Kalama:zoo, St. Joseph and

wren.

&

- TV ~

[ .

WKZO — KALAMAZOO
WJEF — GRAND RAPIDS
KOLN-TV — LINCOLN, NEBRASKA

Associated with
WMBD — PEORIA, ILLINOIS

Se %()m Slelions

WKZO-TY — GRAND RAPIDS-KALAMAZOO
WUJEF-FM — GRAND RAPIDS-KALAMAZOO

TO “NET” BIG RESULTS
IN KALAMAZOO-BATTLE CREEK AND
GREATER WESTERN MICHIGAN!

I vou want to star in Western Michigan. use the 5000-watt
voice of WKZ0- ~CB> radio for Kalamazoo-Battle Creek and
greater Western \Michigan.

Pulse figures, left, tell the storv. WKZO0 is the big favorite
18 hours a dav - actually gets more than TWICE AS M AVY

LISTENERS as the next sta 73 the ! !

Your Avery-Knodel man has all the impre-<ive facts.

WKZ0

CBS RADIO FOR KALAMAZOO—BATTLE CREEK
) AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

% 1920. Suzanne Lenglen of -France won the Wimbledon Women's Sinzles and shared the title in the Bomer's Doubles and \ized Duubloan

5 SEPTEMBER 1955
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SHORTY
SULLIVAN
captures

FIRST"

place on 7:15 a.m.
weekday show
in Montgomery, Ala.

captures
FIRST”
place on 11:30 a.m.

weekday show
in Montgomery, Ala.

Capfuring first place with the immediate
city audience with both his weekday pro-
grams, Shorty is batting a thousand, but this
is only part of the story. The BEST news is
that Shorty is on the 50,000 watt

740 Ke WBAM 740 K¢

the ONLY radio station covering the entire
Montgomery retail trade area, the ONLY
station delivering a Georgia, Florida and Mis-
sissippi bonus audience as well, Call Radio-
TV Reps (Peg Stone in New York, Ed Nickey
in Chicago) or Ira Leslie, Collect 6-2924,
Birmingham, Ala.

*CONLAN, APRIL 1955

e —

El Paso County

Sth in Texas

In Population®

TEXAS' TOP TEN COUNTIES
1—Harris County (Houston) 1,012,000
2—Dallas County (Dallas) 751,300
3—Bexar County (San Antonio) 549,200
4—Tarrant County (Ft. Worth) 486,500
5—EL PASO COUNTY (EL PASO) 248,000
6—Jefferson County (Beaumont) 218,900
7—Nueces County (Corpus Christi)

211,500

8—Hidalgo County (McAllen) 194,500
9—Travis County (Austin) 181,600

10—Cameron County (Brownsville) 158,300

*1855 Sales Mgmt. Survey of Buying Power

KROD-TV

CHANNEL 4
EL PASO TEXAS;

CBS - DUMONT - ABC_

AFFILIATED with KROD=-600 ke (5000w.
Owned & Operated by El Paso Times, Inc.

Rep, Nationally by the BRANHAM COMPANY

116
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the third found some current reason
to veto. The reason has usually been
the introduction of some new product
and the reluctance to reveal the all-im-
portant market hopping and narket
strategy involved.

However, the possibility still exists
that the trio may get together in one
room and say “yes” at the same time.
And there is no doubt among admen
that once the big soap firms give the
nod, the ball will get rolling.

The percentages working toward the
release of spot radio data are helped
by the fact that two efforts are being
made this fall to unearth advertising’s
biggest secret. Besides Boerst there is,
as mentioned, RAB. The radio promo-
tion outfit is playing it carefully by not
trying to get too much. It seeks data
from a cross-section of radio stations
and dollar figures would be projected
from this cross-section. If this limited
effort is successful it should be easier

to eventually get the complete picture.
* % %k

RADIO TEAR-SHEETS
(Continued from page 53)

vast majority of them are unfounded.
or a matter of misunderstanding.

“However, the problem of assuring
the client that the local radio features
he sponsors are being properly pre-
sented is not as simple as a reassuring
letter or an expensive long-distance
call. And a notarized ‘afhdavit of per-
formance’ merely indicates that the
program was broadcast—not how it
was delivered. produced, or prepared.”

Dennis himself made the first trial
run on the agency’s private air checks.
Carrying a portable tape recorder, he
toured a number of markets in which
the agency had local radio schedules
going. Without station managers be-
ing aware that Dennis was within ra-
dio. ear-shot, he recorded programs,

| checked them against over-all running

time, checked to see if the proper copy
was being used, and judged—in the
field—the quality of delivery of com-
mercial copy. and show production.

This done, he dropped in on local
stations, playing the air checks back

and discussing good and bad points |

with the station managers.

For inost of the broadcasters, this
was usually a big surprise, and not al-
ways a pleasant one.

Recalls Dennis dryly:

“One hundred per cent of the mana.
gers, a year ago, were a little amazed
when an agencyman walked into their
studios to have them hear one of their
own shows. A few indicated that, per-
haps, the agency was going a little too
far with this kind of detective work.”

Later, in the client’s advertising de-
partment and at the Kansas City head-
quarters of the agency, programs were
again reviewed and further sugges-
tions from the admen were passed
along to the stations carrying the
audited shows.

Today, the checkups are still going
on, although PC&H Radio-Tv Account
Manager Al Christy does most of the
field work and tape recording of radio
“tear sheets.” As many as 11 western
and central states will be covered, with
mileage traveled running well into the
thousands.

Cost-per-air-check, the agency fig.
ures, is now working out to about £30
per city or area.

The big payoff: PC&H clients have
made a net gain in improvement of the
quality of their radio campaigns as a
result of the continuing checkups, the
agency feels. Says adman Dennis:

Concert Music

Typical of BMI “service” is
the complete kit of “Concert
Music” material used by
broadcasters daily . . . scripts
and data which help solve
many music programming
needs. v

Included in BMI's Concert
Music Service are:

CONCERT PIN-UP SHEET—

A monthly listing of new re-
cordings, contemporary and.
standard.

YOUR CONCERT HALL—A
series of half-hour scripts for
use with phonograph records.

TODAY IN MUSIC — Dates

and facts about the important

music events of the month.
BMI.licensed stations —
AM, FM and TV —can be
depended upon_for com-
plete service in music.

— L7 7

BROADCAST MUSIC, INC. |

NEW YORK » (HICAGO o HOLLYWOOD

MONTREAL

TORONTO o

SPONSOR

Loy

—g"\

P S O U

I



E

The eyes and ears of more than
1,000,000 homes jn Northern California
are focused on MISS KRON-TV

——

lo]ls]
B

STATION SHARES OF AUDIENCE
Monday through Friday

oI

& T

WRp| el

MORNING AFTERNOON
9 AM—12 N 12 N—6 PM
KRON-TV 49.7% 40.3%
Station B 45.7 324
Station C 4.6 27.2
Others # 0.1
Sunday through Saturday
NIGHT TOTAL DAY
6 PM — MID 6 AM — MID
KRON-TV 47.8% 44.6%
Station B 32.7 33.7
Station C 19.3 21.6
Others 0.2 0.1

Nielsen Stotion Index TV Report April 1955

=
i =
=

San Francisco

KRONKNE

AFFILIATED WITH THE S. F. CHRONICLE
~ AND THE NBC-TV NETWORK ON CHANNEL }

A n nafAN I
10 v I\,qJ/L’AbAU'\/ 'ﬂ of Jﬁ

Represented Nationally by Free & Peters, Inc.

No. 5 in the series, 'What Every Time Buyer Should Know About KRON-TV"

S SEPTEMBER 1955
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ENHIHNE IR HEINNIEI N Neannnnne:s

A BIGC LOCAL MARKET

MORE THAN 65000
RADIO FAMILIES
Fulton-Mexico-

Columbia-
Jefferson City

LTI« NI S TS TS
B e LI LU LITHIHTTTSIIIITHITII 9}

[T S ITLL NI TR EIT ST ST O B

KFAL COVERS!
30 COUNTIES—Y2 MYV.
INFLUENCES SALES!
FROM DAWN TO DUSK

STUDIOS & OFFICES AT ||
FULTON, MISSOURI

Represented Nationally By
Benton Paschall Company

THE QUAD-CITIES

Rock Island @ Moline o East
Moline, 1l1l. e Davenport, la.

NOW
I 1/a

MILLION
PEOPLE

According to Sales
Survey of Buying Power (May 10,
1955) the Quad-Cities now have
250,200 people with an Effective
Buying Income of $5843 per family
or $1794 per capita. Cover this good
450 million dollar market with WHBF
radio or TV—the Quad-Cities’ favor-
ites.

i
|

Management’s

0-Cry
> ‘o

tewa

Birinront

! :
[ o tasy
vt
so(n  WoLw(
. Miso
% A

‘TELCO BUILDING, ROCK ISLAND, ’II.I.INOIS
Represented by Avery-Knodel, lnc.
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“The most recent air check indi-
cated that the stations which had pre-
viously Leen air-checked showed great-
Iy improved program quality on behalf
of the agency’s clients.”

The majority of radio stations, the
agency has discovered, do a good and
conscientious job.

“Nine out of 10 stations deliver
broadcast quality exactly as called for
in the agency contract,” says Dennis.

What about the 1097 on the other
side of the fence?

“Of the 10%¢ who fail,” Dennis an-
swers, “‘the majority are using client
time for adjacent one-minute an-
nouncements; rewriting agency copy
without specific approval; scheduling
competitive copy too close to the cli-
ent’s program; are guilty of poor or
unrehearsed delivery by the announc-
er: or have spent an inadequate time
in program preparation.”

Trv eyed™ too: As a result of its suc-

cess with the radio “tear sheet” opera-

* * * * * * * *

¢¢lt is my belief that it’s more impor-
iant for you to know the composition
of the audiences in the time periods
you are buying or selling than it is to
know the sheer size of the audiences,
whether the size is expressed in terms

of total sets, toial families. or total
individuals,®®

J. A, WARD

President

J. A. Ward Inc.
Market Research
New York

* * * * * * * *

tion, PC&H has tried its checkup meth-
ods out on television stations, too, with
the agencymen looking at hotel room
tv sets (usually at night) while they're
monitoring radio.

Again, the agency found that most
stations carrying the agency’s spot tv
schedules were handling them well.
But. as usual, there were some maver-
icks in the advertising corral.

“For example,” Dennis told spox-
SOR. ““in a major market we discovered
that one station was bracketing our
‘prime adjacency’ with one 20-second
film and two 10-second films. In other
words—four different commercial an-
nouncements sandwiched between two
important nighttime programs. This
seemed to be the rule on this station.
On another occasion, we found three
announcements between a pair of
evening tv shows on the same station.

“Instances of this nature are few.
but even these few cause considerable
concern lest the practice of ‘multiple-
spotting” become widespread.”

PC&H maintains a simple-but-firm

policy. Clients using spot tv announce-
ments, the agency feels. should be

sandwiched hetween shows with no
more than one other advertiser. either
a 20-second or 10-second advertiser as
the case may be.

“In the event the station policy is
such that it permits more than two an-
nouncements between programs,”
Dennis.

. says
“we seek other availabilities,”

Does PC&H feel that its electronie
(11 9 .9 .
private eve’ methods are worth their
costs?

Yes, indeed.

“While this represents a substantial
operating cost for the agency, it is
serving the purpose of providing cli-
ents, for the first time, with a ‘tear
sheet’ of local radio and reports on tv.
Results after one year of checking in-
dicate the agency investment is paying
off in dividends of more effective use
of radio for clients, and in building
and maintaining sponsor confidence.”

Points out Dennis:

Although stations grumbled at first
at what they felt were "Peeping Tom”
methods of the agency, most have now
come to realize that the “tear sheet”
svstem works for their benefit, too.

One of the brightest mornings PCSH
adman Gene Dennis spent recently oc-
curred ~when the following letter ar-
rived from William B. Quarton, gen-
eral manager of Cedar Rapids” WMT.

Stated Quarton:

“This may sound strange coming
from a radio station, but we actually
welcome this sort of thing for we, like
vou. are very anxious that the clients’
wishes are being carried out. If they
are not, we would be the first to want
to know about it. There is nothing as
comforting as a happy client.” * * %

CHARDWARE DER

“KRIZ Phoenix says you have
everything—please, sir, may | have
a wolf-trap?”

SPONSOR




vAnyone who reads
this is interested

in radio

150, we might add, are wre, so
{ook out for that last paragraph)

Linee upon a time there was a preacher

why got up early. This was four vears

tzo. The preacher was a Reve Jones, who

fives near Clarence, towa, When he got up

arly, he tirned on the radio and there was
Chnek Wereester tetling abouat Myzon, which s
an additive that you feed to poultry, hogs or cows
if you hasve poulity, hogs or cows, which this

preacher had becanse he was al=o a farmer on the
<ide, which i=n’t too unnsnal in lowa, but he hadn’t
hegard of Myzon before, which is. The way Clek
carrie:t on abowt Myzon made it sonnd pretty good,
o the preacher tried i, Today the Rev. Jones swears

-
- —-o-"‘

by ... well. let’s just zay he thinks Myzon is great,
[Te ay~ hi~ flock tof hens 140 at last count) sometimes

sives him 100 eggs a day and seldom less than 72, He
<ays he can get his hogs ready for market now in 5% manths,
which is like writing an advertisement in 5% minutes. This speaks
well for Myzon, of conrse. and it also proves that preachers
believe what they hear on WMT.

{tems like the paragraph above convey the impression that lowa
is foll of farmers. It is, of course, but it would be nice to
find a preacher who is a part-time manufacturer so we
coukl make another point. Qur home county ranks among
the himdred leading U.S, countie~ in the manufacture
of food and Kindred proilucts a~ wel a~ in the
manulacture of machinery. The industrial payroll is 21,
time~ the agricultural income for the country., The
state’s industrial income is greater than it~ farm income,

Go ahead and think of lowa a~ great farm country.
But don’t overlook industry, Four of the five top
industrial connties of Towa are located within our
2%, mv contonr. All of the counties within the
25 mv contour add up to two-third~ of the «tate 1otal.
Yet. there is no big concentration of consumer buying
power, industrial pavrolls or farm income in lowa.
You ve got 1o have coverage in lowa. Our 600 ke
2.000 wartt signal gives it to you. Plus

L
~§---—--h-- P o ]

Fsteners  more, in fact, in our 33-connty primary
arca than all other radio station~ in the

area combined. For details, see the

man from Katz.

RMT o Vail address: Cedar Rapids e CBS

-5-.

-

5 SEPTEMBER 1955 119



FIRST

PUEBLO
COLORADO

CHANNEL 11

FIRST IN

COLORADO
SPRINGS, TOO

Covering Colorado Springs and Pueblo
for CBS, ABC, and DuMont
television networks
NATIONAL SALES OFFICE
KKTV, PUEBLO, COLORADO

Represented by GEO. P, HOLLINGBERY

more
for your
money

SKYLINE
GROUP
DISCOUNTS

Triangle—Colorado, Utah, New Mexico
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SRR K € CITY KD'I-'K"'
% U] DENVER Kl.l AM‘TV

FNE cuERGUE KOB AM-TV

SKYLINE GROUP, RADIO-TV
Covering the Uranium

J. 1. MEYERSON, 3432 RCA BLDG.. N. Y.
THE KATZ AGENCY » BRANHAM CO.

SANDRAN

(Continued from page 45)

season whicly begins in early spring.

Driving back from a client meeting
in Phitadelphia. Ted Grunewald. agen-
cy radio-tv  director. and Charlie
Skoog. discussed the Sandran problem
somewhat morosely. Summer was ap-
proaching and both men feared that
reduced daytime tv viewing would just
about ground Sandran’s tv advertising.

“How about trying Steve Allen’s
show?” Grunewald suggested.

The idea appealed. For one thing,
both agencymen felt that 7Tonight
would reach the working girl, which
the /fome show could not. Further.
they were convinced that the women
viewing Tonight tended to be the
younger women, mothers of sinall kids,
who are better customers for the
style-conscious floor-covering industry.
Thirdly, the agency felt that the for-

mat of the T'onight show would lend it-

setf to a more dramatic presentation of
Sandran commercials than a home-
maker show. And lastly, the idea of
product identity with Steve Allen ap-
pealed to a firm conditioned to having
dealers associate Congoleum with Dave
Garroway half a decade after Congo-
leum ceased sponsoring Garroway.
Today, Sandura puts 709 of its bud-
get in tv. 30% in print. Merchandis-
ing accounts for as big a split of the
budget as commercial time and talent.
“Let’s get ’em talking about San-
dran,” said Skoog. Grunewald’s car
sped up to an enthusiastic 65 miles an
hour. It was a rainy. slushy afternoon
but the New Jersey turnpike, though
streaked with mud. glistened under the
drizzle like a giant sheet of linoleum.
“Wonder how Sandran would stand

| up under this trafic?” one of the men

mused. (They’re giving credit to each
ther for the idea. so it’s tough to pin
down which of the two actually orig-
inated it.)

However. the main thing is that the

. 1dea for the first commercial was con-

ceived right there on the highway.
They decided that it would be a
graphic demonstration indeed to show
Times Square trallic grinding over a
roll of Sandran, only to have all traces
of dirt swabbed away on camera in a
few easy wipes of a mop.

The commercial would have fallen
flat on its face if the floor covering
cracked, crumbled or turned out to be
impossible to clean. Hicks & Greist

| was not about to take major chances.

To test the stunt, the agency spread- &
roll of Sandran along a Peunsylvania
highway for seven days, subjecting it
to the daily car, bus and truck traffic.
Sandran not only passed the torture
test. but came out looking clean and
new after some wipes (thorough, but
no scrubbing) with a mop.

’roblems solved, commercial on the
air? Not by a long shot. It seems that
no one up and down the line of New
York City dignitaries, would okay the
use of New York’s own streets for this
purpose. Hicks & Greist prepared an
alternate script, but refused to give up.
At 10:00 a.m. of the day the commer-
cial was to go on, the agency still
didn't have permission to put floor
covering on the street behind the Hud-
son Theater, the studio that Alleu
telecasts from.

The situation was tense, but mot
hopeless. It seems that busy New York
police had to patrol other streets that
night. and someone somehow managed
to stretch a roll of Sandran across the
street. As luck would have it, it poured
that night, but the commercial was
produced as planned. Not quite as
planned actually, because crowds of
spectators gathered as Steve Allen ap-

peared with his mop and pail, and Al- |

len. carried away with the stunt. in-
vited a couple of sailors to “swab the
deck.” with numerous closeups of
Sandran after trafhic but before clean-
ing.

That one commercial alone was re-
sponsible for an addition of 76 new
franchised Sandran dealers in New
York City alone. (Since Sandran
started advertising on tv, the number
of dealers handling the product in New
York has jumped from some 200 to
700.) Even the agency was swamped
with calls for Sandran. which NBC TV
referred to Hicks & Greist,

The pitch itself. delivered by Steve
Allen, was a straightforward. direct
sales message. stressing price. written

I. . . QUAKER 0ATS USES'

PASADENA - LOS ANGELES
\ Spanisn Language
Station

representatives:

New York—Richard O'Connell, Inc.
San Francisco—Broadcast Time Sales
Chicago—Broadcast Time Sales

SPONSOR
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TV star that
nobody sees

One of the rcal TV network “stars” is this tech-
nician at work in onc of the scores of Bell System TV
control rooms across the country.

You never see him on a television sercen. But because
; | of his work, television network programs — black and
whitc or color — arc successfully transmitted from city

to city.
|

His job is to keep an eve on TV —to make surc that

i

,P‘G

| W

5 SEPTEMBER 1955

the pl"‘tlll’C IS ]"gh qn:ﬁir\ to switch programs from on
pickup city to anothcr, to add stations to the nctwo
to change channcls as necessary

He 1s onc of
nicians who arc engaged m th

They usc special
to provide the finc

n nearlv ~0.000

S % BELL TELEPHONE SYSTEM

‘KL Providing transmission channels tor intcrcity television today a
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TIE KGGF 10 KW
SIGNAL DELIVERS
PRIVARY COVERAGE
TO 87 COUNTIES
IN KANSAS,
OKLANOMA. MIS-
SOURI & ARKANSAS
WITH A POPULATION
OF 2,750,000

'
|

ABC

690 KC

COFFEYVILLE, KAHSiAS

John E. Plears-on_ Co. Nat' _Re‘p-.

IN EVANSVILLE INDIANA
WISE

BUYERS
CHOOSE

SALES WITH SHOWMANSHIP

NANCY THOMPSON

Homamaker Supreme

Every survey for 18 months

shows WEITI'T’s NANCY

THOMPSON “tops” as the

Evansville, Indiana Tri-State’s

NUMBER I Homemaker
PARTICIPATIONS AVAILABLE

Represented by

MEEKER TV, INC. — ADAM YOUNG
ST. LouIs

CHANNEL 50

t2 Ny

NOW OPERATING
WEOA—CBS RADIO
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by Carl Cobb.

television copy.

H&G’s supervisor of

“You know, once in a while a prod-
uct comes alonv that’s =0 oulqtan(lmo

<0 much l)ellcr than anything you've
ever seen before—yet priced so right—
that you want to tell everyone about it!
Well,
ran- the Stainless Vinyl Floor Cover-
“But it's not enough to tell you

. . we want to prove it to you. This

ing.

afternoon, we started putting Stainless

Sandran to the most rugged test we
could dream up. We actually put a
strip ont here on the street . . . just off
Times Square . . . and all this time,
hundreds of people have been walking
over it . . . cabs and trucks have driv-
en over it . . . dirt and dust have been
pounded into it. Just look at all the
dirt . . . the tire tracks and foot prints!
Yet with all that rough treatment,
watch this: it takes nothing more than
a wet mop to wipe 1t clean. You don’t
even need to scrub it!

Copy wound up with a strong “price
I 2

pitch” and urge to go see a reliable
franchised Sandran dealer fast.
Retailer comments began pouring i
to the Sandura Co. immediately from
the field, reported Sam Pollock, San-
dran’s aggressive advertising manager.

Young’s Dependable. Tampa, Fla.—
“Arranged for tie-in on tv for August
10 Steve Allen show. Will also have
window, advertisement in August 10
paper and sidewalk display.”

Sears, Roebuck. Akron, Ohio—
“Since Sandran sold so well, they let
their stock go down so that felt base
stock could be cleaned out. Didn’t do
a bit of good. Bought eight rolls
Sandran. Clerk sold 22 yards of
#1370 from my sample while I was
standing there. Running one-quarter
page ad on Sunday. August 14 to tie
in with August 10 Steve Allen show.”

Little Neck Furniture, Little Neck.
N. Y.—“Running Steve Allen sidewalk
promotion.”

The sidewalk promotions referred to
above were created by Hicks & Greist
and Sandran sales executives — then
featured in batches of broadsides the
Sandura Co. sends out to the dealers
continuously. “You too can make a
Sandran torture test.” they suggest to
the dealers. *“Put Sandran on the street
Lefore your store and watch results.”

Did Hicks & Greist find it impossi-
ble to top the success of its first Steve
Allen commercial?

Not at all. For the second commer-
cial the agency merely hired an ele-

that’s how we feel about Sand-

phant from the Chateau Riding Aec:
emy, had to have him trucked in fre
New Jersey at a total tab of $500 .
cluding trainer. The elephant arrivi
at 6:00 p.m., somewhat disgruntled
the rain, and Hicks & Greist execut
producer Gerry Ford prefers to fory.
the evening. Oh, the commercial w;
a hit all right, but Ford recalls many
tense moment when the elephe
seemed on the brink of doing any nu
ber of uncalled-for stunts,

With an eye to continuous ent
tainment value and novelty, Hicks
Greist is now negotiating with Nan
Walker to do the next commerci
While Steve Allen declaims about t
neatness and efficiency of the typie
housewife. Nancy Walker would do
thorough a job of messing up the s
dio kitchen as any summer hachel
might.

Beyond that commercial, plans «
still vague. However, it is certain t!
Sandran will be buying more minu
participations than ever on the All
show this fall. Furthermore. the agc
cy anticipates that its client’s budyg
will leap to half a million in 1956.

The $500,000 figure is, incidental
somewhat more in proportion wi
Sandran sales—estimated at £6 n
lion in 1955, against 82 million thr
vears ago. One reason for the re
tively small amount in advertising !
date is, of course, the burden of 1
deeming the faulty earlier product.

John Clement, president of Sandu
Co., who founded the firm in 1923, ¢
presses some amazement still about t
“spectacular returns” of the Steve /
len commercials. Says he, “If
weren’t so large, I'd be tempted to ha
an elephant as a pet.” o

.uL

“Now that KRIZ Phoenix has an-
nounced a lay-away plan for un-
dertakers, I'm about to croak.”

SPONSO,

L




F

VIM SATURATION

Continued [rom page 55)

Jignee von need, Biggest disconuts of
24 fur 1407 S
wer, Fach of the 56 uneighborhood
Vi stores is now featnring the all-
ww ID35 Lewyvt with
Neser, NEVER have yon seen any-
hing like it. Mounted on big rubber
vheels, this revolutionary new Lewyt
« the world’s first and only vacunn
hpner  that  rolls  effortlessly  all
heough sour house. No lifting, no

E l,ar;_'v\'t trade-in allowances

big  wheels.

arpying,  Rolls over door sills
dong bare Noors
pes and thickest varpets. Rolls over
1= awir cord without langling. It not

ralls from

across scatter

wely swivels, bt room to

wmtt,  Larriea 1ls owan (‘l(‘llllillg tools,
s, Al thi= plus more power. un-
sputlled quietness, instant dust dis.
wal. bigger dirt vapacity, no dust
ag o empty. Big $20 trade-in allow-
e for vour old vacuum cleaner. So
Ll I.N\j.l now al Vim's lowest pri(‘(‘ in
dwn !

Vim vhanges its commercials con-

:|1|.:u|h'-]:., il nll|}' to rotate sales mes-
sages for the various appliances that
‘he stores sell, bul also to announce its
antinuons “special sales™ and “close-
ails" Lo the pu]rii!‘.
Television strategy: [n v, Vim
wsmally i<es the upen-end films pro-
vided by the various manufacturers,
and adds a live storestag to them.
somietimes the firm <ticks to slides or
vimpletely live announcements,

A pont frequentls stressed in Vim
alvertizing. bevond low price and dis-
roliitts. s the chain’s credit policy.
“You pay the same price whether
‘oire paving cash or taking the mer-
chandise on credit.” Mesnick explains,
He feels this credit policy has been a
lig [avtor in building the chain’s suec-
ieda, “'ll's a sales point that appeals to
the larze mass of middle-class buyers.”

Is & sales point that appeals even
|riere to the low-income, special ethnic
and langnage groups. and vet only a
fraction of Viw's air advertising is di-
reetly aimed al them. The reason: “We
feel that our broad newspaper and air
coverage  should blanket just about
evervone who reads or understands
English at all. We don’t want to spread
our dollars too thin by trying for each
spevial group i the metropolitan New
York area separatelv. With the wide
spread of our announcements sched-
ules plus our heavy Daily Vews adver-
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Name __ _
: Company
Address

City ___

HERE'S WHERE YOl

ORDER

THOSE SALESWINNING
SPONSOR REPRINIS!

SPONSOR SERVICES, INC., 40 E. 49 ST., New
PLEASE SEND ML :

copies TELEVISION BASICS

(12 pages)

copies RADIO BASICS

(16 pages)

(‘upi('x‘ FILM BASICS

(8 pages)

O Pavment enclosed

York 17, N,

1-24 30¢
25-99 25¢
100 or more 20c¢

1.24 30¢
25-99 25¢
100 or more 20c

1-24 25¢
25-99 20¢
100 or more 15¢

O Bill e later

Y.

RATES

each
cach
cach
cach
each
cach
cach
tach
each

t\Minimum order for alling

privileges: 821

Zane

~lale

latest
Hooper
ratings

March-April
| 1955

proof positive

WCUE
... FIRST
~AKRON

SHARE OF Mon. thry Fri, Mon. they Fri,
RADIO AUDIENCE B8:00 A.M.-12 Noon 12 Noon-6.00 P M
WCUE 32.2 32.7

Station B 29.5 28.3

Station € 27.0 21.6

Station D 4.2 9.3
WCIIC . .. Akron’s only Independent—we're home folks.

TIM ELLIOT, Presideni

John E. Peorson Co., Nolionol Representalives
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WVET-RADIO
Saves the Day !

I'sclusive announcement over WVIET.
Radio of the strike scttlement at a large
Rochester industrial plant at 6:15 A M.
made possible normal 1work attendance
that  Monday morning. This “Town
Crier result proves again that \WVET.
Radio 1» ALL-POWERFUL for getuing
vour client’s message across to the public
just as we sared the day for the plant.

5000 WATTS

Represented Nationally by
THE BOLLING COMPANY

gives you

All 3

Market--.
Coverage--.
Programming

WES

CRICAGD 7

Contaet us
or eall your
John Blair man

TODAY!

50 KILOCYCLES - 50,000 WATTS » ABC NETWORK

I tising, we figure we get pretty much
most of the carriage and the subway
trade,” says Mesnick. Admittedly, of

e
course, it’s the subway trade that ac-
counts for the mass volume turnover
that has built the Vim chain into a
multi-million a year business.

Until late 1954, Viin tried to woo
the subway trade by sponsoring a se-
ries of local radio and tv shows, pro-
moting them by having the stars ap-
pear personally in Vim stores, provid-
ing life-size cutouts and display pieces.

Vim - sponsored  chows  included
WNBT’s Talent Search Mondays
10:30-11:00 p.n., and Quick on the
Draie, Thursdays 10:30-11:00 p.m.,
both on between 1950 and 1952. For
several years Vim sponsored /nforma-
tion Please on WOR, Sundays 10:00
p.m.. and. until six months ago. Walter
White’s interview show on WLIB. In
1953 and 1954 Vim sponsored another
tv interview show. City Hall (WPIX)

a half-hour weeknight show.

“These shows gave us unquestion-
ably good sponsor identification.” Mes-
nick recalls. “Further. we were able
to merchandise the programs with in-
store displays, newdspaper ads. etc.
However, in terms of dollars and cents.
we decided that we would get more
coverage and greater impact from sat-
uration announcement schedules.”

He added that each hzlf-hour pro-
gram gave a maximum exposure of
three commercials, for a price that
might otherwise buy 15 participations
in various shows throughout the week,
with a considerably greater audience
turnover and coverage.

“This fall we intend to do a particu-
| larly heavy job in the air media.” says
he. “Our plan is to make Vim a house-
hold word in Greater New York from
September to Christmas, our heaviest
season. We'll do this by buving a bar-
rage of minute announcements and
continuing our policy of scheduling
them around-the-clock on radio and
television both.”

A family business, the Vim chain is
headed by the four Kassover brothers;
president is Sam Kassover. Individual
store managers report directly to them.
Warchouse and headquarters of the
chain are in Brooklyn.

“We don't feel that we're through
with our expansion plans.” says Mes-
nick. “We’ll ahwvays look at new sites.
And vou can be sure that when we do
open a new store you won’t be able to

turn on the radio without hearing
about 1t.” * k%

MONITOR: HURT RADIO?
(Continued from page 41)

of its radio network. The tv affiliatio
might be yanked back if the radio af
filiation was junked by the station. So
the station keeps quiet and plays ;
waiting game. \Whether anything woule
actually happen is highly conjectural
But stations prefer not to take a chance

The whole question. in any event, |
bound to be Topic A at the upcomin;
afhiliate meetings.

If the networks compromise in th
next few months to keep peace in thei
radio families, advertisers and agencie
may find that:

1. Costs of network radio participa
tion shows may increase. particularl
those shows which stations feel com
pete for national spot revenue.

2. Stations may soon be offering a
spot availabilities more slots in net
work-originated shows, narrowingeve
further the gap between “network” ane
“spot” buying.
view:

The networl Networks. a

any adman knows, have their radi
troubles too. Most of them will h
very lucky to show a 1955 profit. NB(
Radio. for example. is expected

IT'S

FWB

LOS ANGELES
THE STATION OF

Ou bstan (/l'ng

persona ﬂ lies

jor ml:iic

* ZEKE MANNERS
* AL JARVIS
* BOB
MCLAUGHLIN
% LARRY FINLEY
* FRANK BULL '
% JOE YOCAM

Vews

% DAVE BALLARD
% BOB KENNEDY
% BILL DANIELS

_Sjl)orf.i

* ERIK PAIGE
* MARK SCOTT

KFWB

7

301‘

THE 980 STATION

LOS ANGELES—CALIFORNLj
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SOUTHWEST VIRGINIA'S ﬂmnm RADIO STATION

b wid up the year in the red somewhere
fiween $1.5 mittlion and $2 million,
At the same tine, networks can’t
it step ont of the picture aracefully,
hiving the ficld clear to independent
Jeration.  1Us understood in Madi-
o Avenne cireles that at least one
pjar web asked the UL S0 government
#it could drop its radio network, The
swer: Yo, The reason. voiced nn-

. .- ’/
veially by government authorities:
fulio networks are needed in the - /
pests of national security and com- HOOPE R For 31 years
micattons, and the networks owe a ; /A" WDBJ has been
iyt the non-tv pubhie. ’
| ] < the MOST LISTENED

I the case of Vonitor, most {lexible : yd
network sales plan. YBC Radio exe-
tives are qnick to point out that

TO—MOST RESULT-
FUL RADIO STATION in
Roanoke and Western Virginia.

Ask Free & Peters!

vnitor provides lo-al stations with a
w kind of spot vehicle.  Unlike other
twork participation shows, Monitor
ves stations a total of three minutes
sell locally tor via national spot) in

| - .
ch hour of the 14 "network option™ Established 1824 . CBS Since 1929
urs on weekends. During the re- AM . BOOO WATTS . 960 KC
tining 26 hours of the 40-hour week- | FM . 41,000 WATTS . 84.9 MC
d sho\s.‘;\lomlnr is fed as a free pro- ROANOKE, VA.

am service.  AH of the commercial
8 in it—a total of some nine min- Owned and Operated by the TIMES.WORLD CORPORATION

es per hour- -belong 1o the station FREE & PETERS. INC., National Representatives
iring “local option™ periods.  These o - 7
its can be sold on a spot basis to
itional and local clients. A similar
ttern is expected to prevatl if Moni-
is extended to weekday s,

As VBC Radio sees it. the fact that
inute announcements via the network
les. channel on Mom'tor cost less than
e total of equivalent spot time is
nmterbalanced by the “free™ pro-
am service offered by the network.
“or morc details on Monitor see story
SPONSOR. 13 June 1933.)

Pointed out a CBS Radio official:
“There are very few natiomal spot
idio advertisers that reallh use the
edium on a ‘national’ hasis. Most of
iem are using spot radio for area sat-
ration jobs. or to cover non-tv mar-
s, or to bolster a weak =ales region.

1,000,000

WATTS

st in Power

d c CKLW.TY peneiraies o popu- CKLW radiocovers o 15,000,000
v ra e lotion grond lolal orea of popvulation area in 5 |porL.,..
an o = g 5,295,700 in which 85% of oll itates. The lowesl cost major

slation buy in the Detroil oreo

families own TV sets,

b Channel 9 ! Y 800 kc. Radio
=~ Wilkes-Barre 325,000 Watts | A | | $0,000 Watts

Scranton
Call Avery-Knodel, Inc.

Nationa! Rep. L B B Y 4 | J. E. Compeau; Pres.
Adam J. Yaung, Jr., Inc. ; Guardion Bidg., Detveit
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MORE

| We can't chase that kind of business and advantages to both network ane
because we can't become that flexible.”  spot buying.

i Stations admit this is true. but “When we buy radio today, we gen
than any other Montana point out that around 307 of all their erally seek a ‘scatter’ basis, so man;
TV, is the reason why national spot business comes from network plans fit in with our thinking

multi-market campaigns big enough to  Today, we buy on this basis in orde

excite thie interest of networks. While to build back to the kind of radio Tal
K G v - this 307 doesn’t represent all national — ings we used to get. As advertisin;

spot revenue. stations say, it often rep-  counsel for our clients, however, we’r

Missoula, Montana resents the difference between break- obligated to check all radio offering
lis 9 ing even or making a profit at the sta- and to try to get the best value we ca
sells tion level.) for them at both the national and loca

Montana counties Network executives stoutly deny that levels.
there is any connection between a net- “Therefore, we draw our primar

MO RE work radio and a network tv affiliation.  distinctions on the basis of how man:

They also say there’s little chance to markets we want to cover, and. latel
MAGNIFY YOUR SALES \

boost network radio prices. in order to  on price.”
jump station compensation upwards, at
IN THIS STABLE $140,000,00000 a time when agencies are shopping for A solution?: At various levels of th

4 . MARKET the most attractively priced radio buys. Tﬂ(].i() iu(}us.try. executives today hav
¢fs p their own ideas about how the diff
KGVU \ University City What admen say: For the most part. f‘,ulties aroused by flexible network sell
-TV Rich lu;bering and admen today are trying to maintain a  ing can be smoothed out.
MISSOULA Agricultural Area classic position of neutrality. “We buy They range from new methods of ra

both network and spot radio.” said a  djo selling to new ideas for networl
Foote.Cone & Belding executive, “and operation. A few:

¢] | we make our distinction on the basis of
how wide a coverage we want. How
can we afford to take sides in a scrap

MONTANA
’ '.p'.

167 Mountainous. Miles trom n Spokane

e A number of leading station opera
tors are quietly urging that the radi¢
networks drop out of the sales picture

between networks and stations?” but not out of the program business

. But admmen are not unconcerned As these station men voice it, network
about the brewing hassles between net-  should concentrate on supplying a pro
work and affiliates. “Anything that  gram service that stations would pa

there’s an force;s a s.latiou to cut back on the for. as they now pay for wire servic
. § quality of its operations and program- news. This, at least, would mean tha -

AIMS Stiflthn ing.” said the chief timebuyer of a New  npetworks could imaintain their “hel

in the market_ (‘ York agency. “will ultimately do dam-  \ ork® character {thus keeping the gos '

age to ra(li(), Sin(,‘e it \\7i11 lO\\'er ilS ap- ernment happ)-) ‘\-ithout having t
Y b E T peal to the listening public. We’re cer-  hustle for business (thus keeping sta
t’s tne B S ‘ tainly in favor of network operations {jons happy, since they would sell th.

INDEPENDENT! that work to a radio station’s benefit. programs on a spot basis).

But,a network 13lan that puts a Sta- o Sjation reps, who would be har
tion’s back against the wall won't

Boston WCOP New Orleans  WTIX benefi the 1 hit if an increasing amount of what i
Clevelond WDOK New York WINS ’ eneht aqn; one 1n the ong run. least currentlv regarded as straighl spot rex
Dollas KLIF  Omaha KOWH of all us.” ! i
Denver KMYR  Portland, Ore. KXL Al ] fnd . enue went to the networks, are pushin;

Des Moines KCBC Son Antonio  KITE HSO,‘ admen hind many a price 1ag a4 meanwhile to compete with net

E:::::/Tﬁé ml,nd wvllex g:;\ml;roncnsco gft on elxll)}e net\sorlc’\ }.)acl\age.s.too goo_d works. This week. for instance. thi

Houston KNUZ  Springfield.Mass. WIXL a deal to refuse. Said a Phll“p Morris  Ka1; station rep firm will unveil wha

;nd:(anopoli’sw v\m;\ﬁ 2tockton.CoI. xgll: , ad.man recently of “”0””;’{3 At those it calls “a new spot radio pacl\'ag:‘ -

ockson / 5 2 - B - .. . . . F

M ylocuse prices, how could we afford to stay plan™ that will tie together spot radi

Kansas City WHB  Tulso KFMJ l?” Adm hardlv 1 bl d . Lo . el - :

Huntington, L.l WGSM Wichito,Kon. ~kwes [ =~ Oul:  Zidmen can hardly be blame availabilities in a long list of majo,

ALAO.T:::JIL; vax\'r: Worcester,Moss. WNEB | fF)r buymé1 mto a national participa- markets, Blair, Free & Peters. Pear
;lon sprea1 at prices undreamed of a son, Ravmer and others are busily put

Canada ew years hack. ting together new presentations tha

Calgary, Alberta, Canada S A good summary of average agency < th :

New Westminister, 8.C, CKNW - ) 1dac azCll€y  ctress the choicest advantages of spo
viewpoint on ll'el\so-rk flexibility came over network buys. * % 1
from the media director of a well- = -
known Madison Avenue agency. Said

Only % é‘_’\MP 8 le: $99.00 INVESTED in the

in eac invitation . . S s

arket "y—-m;-— “b don’t think that if Monitor and | NASHVILLE, TENNESSEE

g ] the other flexible network plans were NEGRO MARKET
, B = unavailable that we would necessarily SOLD $3,500.00 in appliances i
put the same money into national spot
ADIO GR o W ' o ViA
g tas W N b radio, We =see clear-cut distinctions :
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GM TV TEST

S icd rom pase 16

186, to enumevate our eflorts to

welop area popularity, especially in

}r so-called “B”
nl.

l('l‘l'ilm’) we'!

e daily sound-on-film news

TICS,

N2

Salute the little guys who live

) to 100 miles away.

3.

Send ont speakers to o address

nice clubs, farm gronps, churches,

lzes, ete.

3,

Keep both onr farm director

d farm editor concentrating on the
tisities in this area.

=R

Work with our traveling nnits

scheduling dates throughout Area

y+y
.

We have two such units—one

mposed of four entertainers and the
her seven. They play an average of

e nights weekly.

Our promotion

inager acts as their booking agent-
thout the usual fee.

“f,

Have Captain Hal. M.C. of our

| show, stage Saturday morning kid
rties at various theatres during the

I and spring months.

(Vlany back

ads are closed-in during the heavy
nter season and we don’t care to
sappoint any children who might live

country roads.)

s

d. Tlee brobev: Nlarvin Bower, ad
manager, Otto Lo Konel Caor W'l
confine vur remarks to the BANT <l
i the test area doring the one-montls
period following conpletion of the
caupaign (22 Julv-19 Augnst)

“BEM ales for this period of 1955
are rupning approximatel caiel
of the same period in 1955 We wonld
hive expected the fignres for 1955 o
be considerably higher even after v
was dropped. We feel the reason lies
i the fact that for
period in 19531 were abnormally high.

sales this =ame
The reason they were so bigh goes back
to the 30¢ per case price deal of spring
1951, Readers of sroxsor will remem-
ber that after this deal in 1951 the
carhy July figures for B&M sunk very
tow. They then snapped back up in
fate July and August probably because
the trade had to replenish its by then
depleted stock. We believe, however.
that in the next one-month period (19
August-16 September) B&M sales in
1955 will be considerably higher rela-
tive to 19547 (sronsor will carry
these figures in its 3 October issue.

d. The uew ageney: spoxsoR had
hoped to be able 1o present an outside
viewpoint on the B&M tv test—that of

BAM'S mew azenoy, Plow \ e
enes ntinves were el
for bl on. however, Deearise e
felt they shonld not mnterpt
Wil h they had
-
BA 1o resnlts etre nte
o | S
I 1]
wiig o BAN
Futuee pluns: BN hned 0o t hnal
tred advertising plans fur s fiweal
el
SOR wen \
wirhier in thi fromr \d Man
age ran ihicate, ton
fiznres in the co 1 thinking al
thouch it's own  whethe
this i« for i algns or

for future con-ide
SPONSOR' s next

the BAVE v test

on how the braud fares s the Green

ownp r:'lmrl (51

will present figures

Bay area during the second nontls
It will

appear n the 3 October is=ue ol ~PoN

after the tv campaign ended,

sor and by that time it <hould be
possible to cover B&s decision on

media for the fall and winter mouth-<
* * K

TV FILM DIRECTORIES FOR AGENCIES AND SPONSORS

 WHO'S WHO
& WHATS
WHERE AT

TV
STATIONS

vital to traffic

DIRECTORY
OF FREE
TV FILM

for the program depart-

'WHERE AT

ment

TV WHO'S WHO
& WHAT'S

PRODUCERS &
DISTRIBUTORS

directory of
tv feature
film

the only source directory
in the industry

FILM

i

series, serials

%

e

packages--
tv film
program

directory

FACTS,
FIGURES,
& FILM

' The Commercial TV Film
| Directory and Research

NEWSLETTER

film

(in planning stage)

directory of
tv religious

(in planning stage)

DIRECTORY
OF TV
COLOR FILM

(now part of regular film
directories)

TV FILM DIRECTORIES FOR STATIONS AND PRODUCERS

Broadcast Information Bureau .

535 Fifth Ave.

. New York 17, N. Y,
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THAT'S RIGHT! K-NUZ HOUS-

TON during the first 6 Months of
1955 has increased its billing 30.1%
over the same period in 1954.

WHERE is this increase coming
from? FROM OUR HOME TOWN
- .« Yes, our biggest increase is
locally, WHERE PEOPLE KNOW
THEIR STATIONS BEST.

Write for

“OPERATION TIN HAT”

(our FREE Survey on Houston’s

Tremendous Industrial Market)

In Houston the swing is to
RADIO . . . and Radio in Houston

isa-’, L)

Houston’s 24 Hour Music and News

NAT‘L REPS.— FORJOE AND CO.
IN HOUSTON, CALL DAVE MORRIS
JAckson 3-2581

128

\emwsma

ISIME

Dan Seymour will leave his post as vice
president in charge of radio-tv programing and
production at Young & Rubicam 1 October to join
J. Walter Thompson as radio and teletision
vice president. During a radio-tv career that
goes back some 20 years Seymour has been a
performer, announcer, and producer. He was
with the Yankee Network from 1935 to 1936,
then a CBS announcer from 1936 to 1939,
over-lapping as a free-lance announcer for Y &R
from 1938 to 1950, when he joined the agency.
In 1953 he moved up to his present position.

Lawrence D’Aleoise, vice president of Dancer:
Fitzgerald-Sample, New York, has taken on the
additional job of creative director heading up @
newly formed Creative Review Board. D-F-S has
had a Creative Committee for years but has
decided to intensify this activity. Says he: “QOur
Creative Committee has had the planning respon-
sibility till now. This change reflects a broader
functioning by the board members. It will enable
us to tighten still further our regular, weekly re.
view of accounts and protide a constant check on
our thinking in creating campaigns.”

Julia Brown has been named associate media
director of Compton Advertising. Formerly in
charge of media research at the agency, she

took part last spring in the timebuying seminars
held under the auspices of the Radio and Tele-
vision Executives Society (reported in Fall Facts
Issue of spoNsorR— 11 July), her subject: “JV hat
does coverage cover?” Along with Miss Brown,
Maurice Sculfort, formerly head space buyer

for Compton, was also upped to associate

media director of the New York agency.

Gerhart B, Wiebe, research psychologist for
CBS Radio since 1916, has been appointed assist-
tant to the president of Columbia Broadcasting
System, Inc. Before joining CBS’s research depart-
ment 13 years ago. he was a research associate in
the Bureau of Fducational Research at Ohio
State University and served as a psychologist in
the armed forces. As an author Dr. Wiebe has
turned out numerous articles for professional and
trade journals and wrote the chapter on mass com-
munications in the textbook, “Fundamentals of Social
Psychology.” He is president-elect of the
American Association for Public Opinion Research:

hmmcatend
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ov to keep from getting lost
n NEW YORK and CHICAGO

Ever wonder whether Leo Burnett
was on North Michigan or South Waeker? Ever

worry as you pulled out of Grand Central Station OF NEW YORK
hou: many important calls you forgot during your AND CH'CAGO

three days in New York? It happens to the

best of us, at the worst times. 1955-56 EDITION (revision =4)

Next time yow're in New York or Chicago make

very minute and call count by using SPONSOR’s 1955
pocket-size, 16-page booklet titled **Radio and TV
Directory of New York and Chicago.” Here you'll
find names and addresses, by categories, of key
advertisers, agencies, stations, networks, news
services, representatives, TV film services, music and
transcription services, research firms, hotels.

airlines and railroads.

We'll be glad to send vou a Radio and TV Directory

% % %k %k % %k k k %k k %

on request—uith the compliments of SPONSOR.

P.S.—Don‘t forget to caoll on us

next time you‘re in town,

SPONSOR THE MAGAZINE RADIO IND TV ADVERTISERS USE.

NEW YORK 17—
CIHICAGO—
DALLAS— %] 4 b4

LOS ANGFELESe—




NEW CONSTRUCTION
AT FANTASTIC CLIP
IN WREN’S BACKYARD!

Just to give you an idea of the
booming Topeka market — take a
gander at these figures on con-
struction now underway in Shaw-
nee county alone:

Cost

New Yeteran's Hospital 2l-million
New State Office Building 9-million
Forbes Air Base Run-Way 10-million
Kansas Turnpike 83 -million*

*(Engineers estimate on Shawnee
County’s share of 160-million total
for the turnpike}

Project

Needless to say this leaves out “trifles'
like a new million and one-half dollar
parking lot, a 5-million dollar real estate
development by one private builder and
more than ten buildings in the under I-
million class] Why not ask your John E.
Pearson man for a really conclusive re-
port on the Topeka market, and why you
can't cover it effectively without WREN!

5000 WATTS . ABC
TOPEKA. KANSAS

ADVERTISERS

MME Group .12
Air Trails Group . 25-32
Mexander Film T4
AT, & T. . 121
BBroadeast Info, Burcau 125
13N 116
C1IS TV Network 18-19
MuMont Laboratories . . 96
SPPONSOLL 129
Sponsor Services 108-109, 123
MceClatehy Uroadceasting 33
Mid-Centinent Group 20
NIXC Filim 102-103
NDC Spot Sales 6-7
Raeburn Studios 130
Skyline (iroup 120
SRDR . 131
Steinman Stotions 3
Yankee Nelwork Y
Ziv 67-72
CKLW, Detroit 125
KBET-TV, Sacram. nto 81
K13I1G, lollywood S
W3S, Bakersfield 24
KTV, Denver 114
KDUB-TV, Lubbock 97
KIFAL, Fulten, Mo, .. IIs
KI*JZ-TV, Ifort Worth 56
KFWBEB, Los Angeles 124
KGGF, Coffeyville, Kans, 122
KGUL-TV, Galveston __ 3N
I KGVO, Missoula. Mont. 126
KKTV, Puebio, Col 120
KMBC, Kansas City BC
KMPC, Los Angeles 85
KNTUZ, Houstcn 128
KPHO-TV, PPhoenix IBC
KI'or, Los Angeles 73
WPTYV, Portland, Ore. 99
IKRIZ, I’hoenix 11s, 122
IKROD-TV, El Paso 116
YRON-TV, Sfan Francisco 117
KSD-TV, St. Louis 11
<SDO, San Diego . . 10
KLA-TV, Shreveport B
LSTP, Minneapolis B4
KTBS-TV, Shrevepcrt 63
KTHS. Little Rock k)
KWKW, I’asadena 120
WAFB-TV, Baton TRouge 79
WAPP1L, Birmingham 17
WEBAJM, Montgom ry 116
WBAY, Green Bay _. FC
WEBEXN-TV, Buffalo 14
WENS, Columbus, Ohio 92
WBRE-TV, Wilkes-Barre 12-13
WBTW, Florence, S. C. 35
WCHS-TV, Charleston, W. Va. 10%
WCUE, Akron . 123
125

WDEBJ, Roanoke B .
WDEF, Chattanooga . 73

\WDIA, Memphis 105
WEHT-TV, Henderson, Ky. 122
WEEBL, Syracuse . 91
WGTO, Haines City. Fla. 62-63
WGY, Schenectady NN
WHAS-TV, Louisville . 16
WHBF, Rock Island, 11l 11y
WHO, Des Moines 23
WILK-TV, Wilkes-Barr 125
WISH-TV, 1ndianapolis 101
W.JR. Detroit . 36-37
WKZ0O, Kalamazco 115

W1LOL, Minneapolis 17

WLS, Chicago 124
WMAR-TV, DRaltimore S6
WMBD, Peoria 112
WMT, Cedar Rapids 119
WNAC-TV, Boston Y
WNHC-TV, New Haven N4
WOLF, Syracuse 05
WOOD, Grand Rapids N1
WPTZ, Philadelphia NT
WREN, Topeka 130
WSBT-TV, South Bend 61
WSJIS-TV, Winston-Salem 113
WSM, Nashville 132
WSOK. XNashville 126
WEYR, Syracuse T6-77
WTODP, Washington, Il C. 34
WTVER, Riechmond 1FC
WVET. Rcchester 124
WWJI-TV, Detroit 111
WXNEX-TV, INichmond 15
XELQ, Laredo, Texas £2-83

GORDO.
(Vice President)

Yutual Broadcusting System

LIKE MOST
“Newsworthy”
BROADCASTIN
EXECUTIVES
MR. GRAY’S
LATEST
BUSINESS
PORTRAIT

IS BY...

Jean Raeturn

Photographers to the Business Executit
565 Fifth Avenue, New York 17—PL 31

H
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Agency and client «
behind closed doors »
chopping on the schedule -
your medium, your market
are mentioned « a question
is raised « the ageney man

reaches for Standard Rate . ..

in a Service-A\d near vour listing.

For the full story on the values 1.161 media get from their
Service-Ads. see Standard Rate's own Service-Ad in the
front of all sRDs monthly editions; or call a Standard Rate
Service-Salesman.

Note: According to a study of SRDS use made by National Analy-t-,
Inc., 837 of all account men interviewed have sRps availahle at
meetings in clients’ offices,
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DRINGE ALBERT

|

N PUBH UD e——

TO OPEN=PUSN U'——“‘\

CRIMPCUT
LONG BURNING PIPE AND
'CIGARETTE TOBACCO

X

P.A.

picks a winner |
and |
packs them in!

Here’s proof that Prince Albert's
Grand Ole Opry network show s
bigger, better, more popular than
ever!

Last July 2 the Opry played to the:
biggest live audience of all time —
8,500 persons. And more than
12,000 additional applicants for
tickets had to be turned away.

For the first time in the Opry’s 29-
year history, the entire house was
emptied in mid-show i order to
admit the thousands who were
standing in line outside hoping for
just a glimpse of the program.

The Opry has been a mainstay of
Prince Albert’s advertising pro-
gram for the past 17 years, and the
record-breaking July 2 show is
further proof that P. A. picked a
winner !

CLEAR CHANNEL—50,000 WATTS
650KC — NASHVILLE, TENNESSEE

Bob Cooper,

Sales Manager

John Blair Co.,

National Sales Representatives:

SPONSOR




| REPORT TO SPONSORS for 5 September 19535

ne l (Continucd from page 2)

| itrong radio set Radio sets are outselling tv sets in 7 Southern California countic
r sales in S. Cal. 2% to one, according to reports recaching Electric Loague from set
distributors. Home and portable radios sold during July totaled
27,973, automobile radios in new cars were estimated at 31,700,
making radio total for month 59,673. Tv sets sold in July: 23%,655.

-8R~

Hi-fi, music are High-fidelity trend and "multiplex:d" broadcasts arc viewed as_major

| boost to fm shot in the arm for fm radio by NARTB executives. At recent Fm Com-
mittee meeting, chaired by KQFM's H. Quenton Cox, broadcasters told
of' "increasingly vigorous interest in fm by public and new_awareness
of medium by sponsors. With "multiplexing" (different progrum:
simultaneously on one station's channel) due next summer, fm men are
also planning new round of huddles with Muzak-type licensing firms

I for more fm music service.

—~SR—

Tv expansion at In their rapid growth, top film syndication firms have sprawled over
Official Films into other tv entertainment fields. Official Films now (1) sells

film programing at intermational, network, regional, and local levels;
(2) has subsidiary handling talent representation; (3) packages live
and film tv shows; and (4) has thriving merchandising license busi-
ness. Firm will soon double its sales force under Herman Rush, sales
v.p., and Herb Jaffe, executive v.p., and is looking for further
fields to explore.

e,

~SR—

Price cut on Watch for more "miniaturized"” radios and portable record players.
GE transistors General Electric has slashed prices of transistors, which can replace
vacuum tubes and are smaller from 15 to 50%. Prices became effective
1 September, represent second cut this year. Transistors now cost
only slightly more than ordinary tubes in small radios. "Wrist watch
radio” of fiction now comes within range of practical reality.

—~SR—

Radios in 83% More than 8 out of 10 cars leaving dealer showrooms today have radios
of new autos in them, reports RAB as result of multi-market study of 376 new car
agencies. Present estimate for nation of radio-equipped cars: 31 mil-
lion. Study, by Fact Finders, will be basis of new RAB presentation.

—SR—-

Post salutes Current "Satevepost"™ article spotlights operation of tv stations in

A tv outlet small video markets, shows how KDUB-TV (Lubbock, Tex.) has made home-
town hit with shows that find stray pets or help husbands with
alibis. Station was bellwether among outlets in markets under 200,000
population with President "Dub" Rogers fighting and winning uphill
battle to prove area could support station, article points out.

~SR-

Air-sold name Nationwide Insurance (life, auto, housing projects, security plans)
changeover is using heavy spot_radio-tv campaign in major markets to drum in
change of name from Farm Bureau, which it had for 29 years. Firm is
big believer in air advertising, owns Peoples Broadcastiing Corp.
(WGAR, Cleveland; WRFD, Worthington; WTITN, Trenton, WMMN, Fairmont).
Firm now has 3 million policies, expects further national expansion.

e —— = = : - -
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The danger to national spot radio

The newest evolutions of network
radio. notably, Monritor, are remark-
able for their programing ingenuity.
And mithons of listeners are respond-
ing warmh to these welcome signs of
renewed network interest in radio (see
articte on Monitor, page 391.

But accompanying programing prog-
ress 1s a trend that SPONSOR views with
mixed emotions. While we applaud
the successful efforts to improve and
expand radio network listening, we
deplore the inadvertent result: a fur-
ther undercutting of the already low
price structure of national spot radio.

Perhaps the networks don’t see it
quite this way. But here is how the
threat shapes up to us.

When the NBC Radio affiliates meet
with the network early in September
one of the key subjects on the agenda
will be expansion of Monitor from
weekend to every-day operation. If this
comes about, and we think it will, the

competitive-to-spot  commercial avail-
abilities on Monitor will be oflered
throughout the week.

Competition is fine, but can individ-
ual stations competc? [t will be tough
compelition. to say the least. Numer-
ous spot advertisers will be attracted
by the Dbargain rates — considerably
less than individual stations can offer.

We are syinpathetic to the probleimns
of the networks and recognize that
their fresh efforts will bring new spon-
sor interest to radio. Their lot is not
easy. Their pricing structures are dic-
tated by what they think the traflic will
hear today. But as the prestigc of net-
work radio improves the traflic may
bear more—yet it wil be virtually im-
possible to boost severely-deflated
prices to what the medium is worth.

The fact is that all radio networks
compete for national spot business.
Thus the problem is broader than
NBC’s Monitor.

And there are no easy solutions to
this problem. But spoNsoRrR believes
the following suggestions warrant con-
sideration.

1. The networks should operate on
the philosophy that national spot
has its special niche as an adver-
tising medium and nothing that
the networks do in their efforts
to get business is designed to in-
jure national spot or its pricing
structure. There should be de-
fined limits to network flexibility.

2. Networks should price with an
eye to increased network prestige
and value.

3. spoNsOR believes that the pres-
ent phase in radio networking is

Applause

TvB's fast buildup

With the decision of NBC to join
Television Bureau of Advertising, tele-
vision's promotion arm is now as-
of half a
revenue during its first year of opera-
But TvB, under Oliver Treyz.

has already done a lot more than es-

sured milhon dollars in

tion.

tablizh itself on a sound financial base.

These are some of the high points
in Tv’s bricf career as we see them.
o TvB's presentation to the sud-<less

134

detergent manufacturers. It was based
on an original study made by Nielsen
for TvB which charted television
viewing among owners of automatic
washers. This kind of solid approach
to selling is of benefit to the buyers
as well as the sellers of television time.
The buyer wants honest facts.

e Launching of a second major
study designed to provide facts of vital
interest to the automotive industry.

e TvB’s direct sales results, includ-
ing its important part in persuading

only an evolutionary step towar
program franchise services d
signed to yield the networks |
profit. If the networks agree,

might be better to take the con
plete step now rather than suffe
through more years of unece
nomical service during whie
spot rates are impaired.

What is the advertiser’s stake in al
this? 1f Monitor and other networl
sales plans based on extreme flexibilit
siphon off spot radio income from sta
tions to the point where they are badly
hurt, the ability of the stations to inves
in their own programing wilt be
crippled. The advertiser who has used
radio effectively (and they are legion
cannot be disinterested in this process.
He wants radio to continue as the
strong, sales-productive mediun it is
meant to be.

#* * *:

Reminder 3: it's up to NARTB

At this writing three commercial re..

search firms continue to indicate to
the trade that they plan county-by-
county tv set and coverage studies in
1956 (SPONSOR, 22 August). The obvi-
ous solution to this impending research
muddle is emergence of one good
study, and one only.
NARTB has a

underway in its Cawl project. But

NARTB must (1) move fast (2) make

its intentions to move fast clear to all

(3) or leave the field clear for others
with the hope that one industry-ac-
cepted formula will emerge. This it has
not yet done. Meanwhile the pressure

from admnen to get an accurate set |

count and coverage study mounts. It's

clearty up to NARTB at this point.

promising study {

Philip Morris to launch a heavy spot
tv campaign after it dropped out of
network television.

In the offing is still another major
accomplishment. TvB is seeking to
work out an arrangement for regular
publication of spot tv expenditure of
all advertisers (story page 42).
Achievement of this goal. which spPoN-
soR has long considered essential and
campaigned for incessently in a serief
of articles and editorials, will add an
important victory ta TvB’s string.

SPONSOR
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LATEST ARG PHOENIX AUDIENCE SURVEY CONFIRMS KPHO-TV FIRST

IN QUARTER HOURS CAPTURED FROM 5 PM TO STATION SIGHOFF

THROUGHOUT THE WEEK AGAINST THREE NETWORK AFFILIATES=
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This is the survey the entire industry has been
awaiting since KPHO-TV became independent in
a 4 station VHF market.

Percentage of quarter hour ““firsts’ from 5 p.m. to
station signoff, Sunday through Saturday.
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Network StationA. . . . 30.5%
Network StationB. . . . 21.5%
Network StationC. . . . 13.5%

DATA VERIFIED BY ARSB. AUG. 16,
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KMBC-TV

The man who said “build a better mousetrap etc.” wasn’t kiddj
Ever since we announced our new ABC-TV affiliation to be
fective Sept. 28—and plans for our new “Big Time Daytime”
programming—time buyers have not only beat a path to ourd

..they’ve darn near beat down the door requesting availabilit's!

The first four weeks after our announcement we had the biggit
upsurge of spot business in our hlstory—gratlfymg proof tit
dynamiec, imaginative programming is the number-one

mand of the nation’s TV advertisers!

The new ABC evening line-up of such fresh, stimulat
shows as Mickey Mouse Club, Warner Brothers Preser
MGM Parade, Wyatt Earp, Bishop Sheen, Wednesc
Night Fights and Disneyland (plus the older ABC-TV n
work favorites) will be preceded by a “Big Time Daytin{’
schedule that’s a sponsor’s dream.

-

Now, for the first time in Kansas City, you have fle-
bility of format that allows any type of commerc
handling you desire! You can assume complete sp<n
sorship of high-rated station-produced shows...of fi
syndicated film shows...or you can buy filmed minu-
participations...schedule live commercials, demonst -
% tions, sampling or audience-participation testin-
4

nials . .. utilize station breaks or IDs in saturati,
schedules. See your Free & Peters Colonel for detai.

{‘ You ask for it, we’ll deliver it — to the farthe
6 reaches of the Kansas City trading area from o-
/ 1,079-foot tower (tallest in the area) and 316,0
watts of power. Hope we’ll be ABCing you .

Channel 9 this fall!

KMBC-TV

Kansas City’s Most Powerful TV Statio.




