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- Take your choice

We don’t care which rating service you prefer.
Because W-I-T-H’s big audience always puts us
up with the leaders —night and day!

At W-I.T-H’s low, low rates, this big audience

means listeners for you at the lowest cost-per-
thousand i1n town! Get your Forjoe man to tell

you the whole W-1-T-H story! -

l “I "4" .

Tom Tinsley, President R. C. Embry, Vice President

In Baltimore buy
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gquarters that he is on way out.
—SR—

—SR—

§ What's Weaver’'s What changes now that Pat Weaver is chairman of board and Bob Sarnoff

new role? is president of NBC? One theory in informed quarters is that change
means very little, that team of Pat and Bob continues in pattern
established over past 2 years with Pat sparking creative ideas and
Bob bearing brunt of management responsibility. If anything, goes
theory, Pat Weaver will now be freer to create concepts like magazine
plan, long shows which he pioneered. Speculation among those who
know Weaver best is that he'll be active chairman of board, particu-
larly in programing. He's said to have long term contract.

Bob Sarnoff At 37, Bob Sarnoff is believed to be youngest ever to hold post of
youngest prexy mnetwork president. Elevation of Sarnoff to presidency and Weaver to
top policy post followed wide speculation such a step was forthcoming.
Sarnoff has more and more in recent months borne brunt of administra-
tion and, it's said, Weaver prefers creative roll to management re-
sponsibilities. Active Weaver role would offset speculation in some

| ' Y&R‘agaﬁr}op Young & Rubicam is again top agency in tv-radio billings this year,

air agency SPONSOR survey reveals. Y&R has $72 million in tv-radio billings
this year compared with $64 million last year. BBDO remains second
with 360 million this year compared with 859 million in 1954.
Erickson moves into tie with BBDO, also with %60 million.
Erickson was No. 4 last year with $46 million in radio tv billings.

For breakdown on top 20 agencies in radio-tv billings, see page 36.

Fiest details First details of NCS No. 2 have been revealed by Nielsen in prelimi-
on NCS No. 2 nary letter to stations under date of 30 November. It is understood
letter promises larger sample than NCS No. One, more area breakdowns,

fast reporting, up-to-date data on radio-tv set ownership,
auto radios, out-of-home listening and viewing. Timetable:

including
field

work during spring 1956 ; computation and analysis during summer; re-

port production during late summer ; delivery by early fall.

There

will be separate radio, tv questionnaires, Separate day and night

radio, tv reports. Data will be similar to NCS No. One,
| following questions: What areas, homes does station cover?

will answer

How many

families tune regularly to station? What outside signals come in?

II —= — — — — — — — SPONSOR announces major editorial expansion — — — — — — — —

| In a major editorial expansion SPONSOR has promoted Miles David to executive editor

and appointed James E. Allen editorial director. The move will enable Nr.

David, for

I the past 6 years managing editor and editorial director, to devote his full atten-

“ tion to creative ideas, leadership projects and further improving SPONSOR's editorial

content. Mr. Allen, who has just resigned as advertising and promotion director of
l Crosley Broadcasting Corp. and, prior to that, was city editor of the Cincinnati

] Post, will have charge of all editorial administrative functions.
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| REPORT TO SPONSORS for 12 December 1956

| Pepsi, $8 million, Record for number of upheavals has been set at Biow-Beirn-Toigo with

| Beirn leave Biow (1) sudden loss of Pepsi-Cola, $8 million account, (2) coincidental
exit of President F. Kenneth Beirn, (3) resumption of presidency by

| Milt Biow. Rupture in Pepsi-Biow relationship is reported to derive

| from factors far removed from advertising efficacy and likely to lead
to further headline developments. D'Arcy has been mentioned as new

| Pepsi agency on basis of its long experience with Coca-Cola account

rl (which it lost to McCann-Erickson). At presstime Pepsi-Cola was mum.

—SR-—

| CBS TV evening Early indications CBS TV early evening weekday strip (7:30-8:00) was

| ratings up doing badly compared to 1954 are now reversed. November ARB ratings

| show increase of 16% over 1954. ABC TV, whose successful programing
in that time period last season was behind CBS TV revamping of strip,

l showed increase of 9% over 1954. October ARB ratings had told an-

l other story. They showed CBS TV down 20% compared with 1954 with ABC
TV up 82%. Big reason for this ABC showing was fact that "Disney-

l land" and "Rin Tin Tin" were not yet on air in October 1954, hence

| ABC increase in October 1955 looked good.

l —SR-

Total radio, tv Recently released FCC figures on 1954 broadcasting income does not

l 1954 spending represent total advertiser spending in 2 media. 1In addition to

| $1,042 million in network and station revenue reported by FCC there's
$133 million in commissions to agencies and reps plus $193 million

' for talent and program production paid to non-broadcasting firms.

| Thus, total comes to $1,368 million, which is identical to 1954

| estimate of McCann-Erickson's research department.

—SR—

I P&G buys more P&G's purchase of 30 participations in ABC TV "Famous Film Festival"
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participations is another indication Cincinnati soapmaker is becoming participation
minded. Previous P&G participation buy was on NBC TV as part of
pre-Thanksgiving one-day splurge for Fluffo (Sponsor Report, 28
November 1955). ABC TV buy is for Shasta shampoo at cost of $195,000. =
P&G in past had concentrated on half-hour show sponsorship. Biow-
Beirn-Toigo is agency for both Shasta and Fluffo. I

~SR-

Can symphonies Can long-~hair tv show sell for mass-market product? One advertiser
sell groceries? who flouted traditional belief "you can't sell socap with a symphony”® !
and made it pay is North Carolina food chain, which sponsors Char-
lotte Symphony at program cost of $1,300 weekly. September Tele-
Pulse: 47.5. See story page 44.
—SR=~
B&M’s post-tv In third month after Burnham & Morrill 26-week tv test had come to
gain: 107% end in Green Bay, Wis., sales of New England firm's bean and brown
bread products were 107% over same month previous year. That's carry-
over effect of tv campaign. No advertising was used at all during
period when these sales were recorded and furnished to SPONSOR.
Sales increase for post-tv months actually topped 98% gain scored by
tv campaign itself. B&M is now back in tv in Green Bay on WBAY-TV
with participations in local morning show, "Party Line." (Complete
figures for B&M's third month following tv campaign will appear in
26 December issue of SPONSOR. )

(Sponsor Reports continues page 123)
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NETWORK
STATION

120 zfs ands or buts
... 0l even maybe
NETWORK

station 11% Is
" FIRST

In out of home
listenin g

INDEPENDENT |
STATION 3

No additional comment is needed ...

The Pulse figures speak for themselves

In Pbi/adelpbizz it’s...

*Palse Sept.-Oct. 'S5
Represented Nationally by Gill-Perna Inc.
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Is “marketing'” a new ageney tool—or cliche?

Advertisers ask an ever-increasing number of marketing services. This second
SPONSOR article on agencies in transition traces the results of these demands

Tv impact for the price of radio

Using tv sound tracks on radio recreates the tv images the listener has seen
before. ''Radiovision” corcept is product of KWKH's Henry Clay, Shreveport

Beauty. brains . . . what a combination

Viewers are getting a chance to see both Miss America and Miss Universe
as the beauties turn their talents to tv and make merchandising easy to take

The top 20 air agencies

SPONSOR's annual survey of air media purchases among the top 20 air agencies
finds an over-all increase of $86 million, total air billings of $673 million

Radio-and-giveaicays: cheap, fast sales tool

You've got to give to get is what Ray Morgan tells advertisers, and the
best medium for the job is radio, when it's intelligently bought and used

**So you think you've got headaches!™

Part four of SPONSOR's six-part series on industry headaches eavesdrops on a
radio rep and tv rep as they discuss their respective problems over lunch

How film sponsors promote their shows

Promotions using the stars or themes from their syndicated film shows
pay off for those sponsors willing to do a little extra work and spending

A symphony selling for a supermarlet?

Harris Supermarkets in Charlotte, N. C., is using a symphony program on tv
to sell itself. While breaking all of the usual supermarket selling rules, it has
managed to break some of its previous sales records, too

Ave you neglecting talent vesearch?

Why pay high prices for your big-name talent today when you could have
picked up the same entertainer last year for a song? A small investment now
in talent research might turn up a Gleason or Gobel for your show tomorrow

‘ N
COMING
Role of account supervisors., executives

Third part of the agency-in-transition series will show how account super-
visors and executives are being affected by the emphasis on marketing

IHeadaches of radio and (v directors

Radio and tv directors air their gripes in the fifth of a six-part series
on industry headaches, tell why they need decision-making authority
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If you're looking for a plan that will deliver maximum
honest value, we're your men. Or—collectively—the 36

stations of The Quality Radio Group are your medium.

We believe in RADIO—its ability to move goods
and services, its tremendous power of personal
persuasion, its unmatched mass coverage — 120
million sets in the U.S. today, an anticipated 14
million new set production for the year 1955. We
know that RADIO, used intelligently, with re-
sourceful imagination and boldness is the most
effective, low-cost mass advertising medium for
national advertisers.

We're equally positive we've evolved a successful
formula for the profitable use of RADIO. Because
we have honest faith in the medium, and the un-
doubted worth of our plan, we're starting a second
year this month with this reaffirmation of certain
basic principles—

K- QUALITY in stations and programs builds audiences.

»

’k EFFICIENCY in coverage —minimum duplication—means a more efficient investment of advertising funds.

«ﬁ EcoNomY of increased sales at lower costs is a necessity for national advertisers.
oo

And this, briefly, is what we offer—

The facilities of 36 of the nation’s great radio
stations, delivering 90 of all U.S. Radio Homes.

Daytime and night-time program formats—from
five-minutes to half-hours, priced for one-time or
frequency use for cumulative circulation.
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An economical rate—day and night—tailored to fit
one-time or frequency requirements. Lowest for
the circulation provided. And easy to buy: one
order, one invoice.

The merchandising know-how--at the local level
of our member stations.

be

1
YO

There are more details, of course. Theyv're waiting t
revealed to smart advertisers, keen for the prc t
gained from the best use of today’s greate

dium, RADIO. If youre the Diogenes type,
further. PLaza 1-0116 is our number

uality radio group, inc.

Ward L. Quaal, President
W.
21 East 32nd Street. New York. M)
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Yep. Just added

the two big

Northwest markets,

morama Pacifie”?

Portland and
Seattle -Tacoma.
Now 91% of all
Iest Coast
telecision families
arc within reach
of the Coast’s

favorite morning

show, on the
CBS Television

Pacific Network.”

*Panorama Paciic is KNXT Los An ’IX ~an Fra
KFMB-TV Sa I
8-9 am Monday-Friday (also 7-> y (FMB-TV only).
For details and ilabilities. call the OB Telovision Pacifie Network

or CBS Television Spot Sales



in Southern
California

there’s

only

Independeht

powerful enough

and popular enough
to register audiences
in radio survey ratings

of both
Los Angeles

and San Diego.

Reach BOTH

these great markets
via the saltwater route
from Catalina by
KBIG . . . at a lower
cost-per-thousand
listeners than any

othar station.

Any KBIG or Robert Meeker
Account Executive will show
you the documents.

/KBIG

The Catalina Station
10,000 Watts

ON YOUR
Dl1AL

JOHN POOLE BROADCASTING CO.

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

Not. Rep. Robert Meeker & Assoc. Inc.

Anne Wright. J. Walter Thompson, was one of
four timebuvers who rerviewed radio-tr trends in
“Timebuvers at work” two vears ago (December
1953). At the time she saw a “greater surge to-
ward creatire thinking in use of radio.” This
description has been borne our both in terms of
timebuying and such program derelopments as,
those on network: radio. Miss Wright is now an
associate media director at IWT, a post created
when agency revamped media buving functions.

Charles M. Wilds. now roving around Europe,
was at N. W. Ayer two vears ago when he pre-
dicted that tv “will enter the comnetitive stage”

in 1954. His statentent, made at the beginning

of the tr thaw, has become especially prophetic as
regards network tv. The season following his state-
ment saw the beginning of svectaculars. the un-
surge of ABC TV, the battle to sign up star tal-
ent. Clearances have also become easier for
timebuyers. Rumor has it Wilds will set up some
kind of advertising serrice in Switzerland.

Grace Porterfield. Benton & Bowles, pre-
dicted at 1953’s end an increased interest in using
nighttime radio to reach the lower-income radio-only
families. This use of nighttinie radio lhas become
more pronounced as tr saturation has increased.

A recent sPON~OR story. “hat you get when vou
add radio to a tv campaign.” 28 Norember 1933,
pointed up the use of rudio for low-priced products.
Viss Porterfield, now as then, works ou the Instant
Vaxwell House Coffee account for General Foods.

Jahn R. Collins. Benton & Bowles, was at
Sherman & Varquette (now Brvan Houston). when
he said the era of the all-media buyer was at hand.
In December 1933. Collins was buying space and
time for three products. In moving to B&B re-
cently, he became an assistant media director in
the agency’s semi-integrated media buying setup,
superrises both time and space buying jor a group
of preducts. 1lis prediction looks better than etver
now with J. Walter Thompson being the latest

to integrate air and print buving functions:

SPONSOR




One dot represents MILES
2,000 people

Area Coverage Means
L= s

More Viewers Per Dollar

The Texas Gulf Coast Television Market is
nearly twice the size of the Galveston-Houston
Metropolitan market alone.

Galveston-Houston Gulf Coast TV Market*
Families 333,000 544,800
Income $2,075,371,000 $3,076,812,000

! 00 Sales $1,347,228,000 $2,091,153,000

KGUL-TV — the CBS Basic Affiliate for the Gulf Coast

0@ Area — completely covers the fastest growing major

Op,
£ oy

More audience every day means your advertising
dollar buys more ... every day on KGUL-TV.

*Measured by Research Department of Television Magazine
Y P

Represented
Nationally by

©

CBS Television ;
Spot Sales Gulf Television Company

| Galveston, Texas
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/ VLoves 2
| KPQ-WENATCHEE

E' Mr. Claus knows the
Christmas items he delivers
to this area will sell like
mad-——if they’re advertised
on KPQ. He knows that

" KPQ, an ABC-NBC affili-

ate, is located in a rich

area that outside radio and

TV can’t penetrate because

of the high mountains.

Santa recommends KPQ
for year ’'round use, too.
Agriculture, industry, and
growth potential make the
Wenatchee market a dog-
gone good buy.

IN CASE WE DON'T GET
ANOTHER OPPORTUNI-
TY BEFORE CHRISTMAS,
SEASON’S GREETINGS
FROM KPQ

5000 WA
%60 K.0.
WENATCHEE

WASHINGTON

REGIONAL REPRESENTATIVES
Moaore and Lund, Seattle, Wash.

NATIONAL REPRESENTATIVES
Forjoe and Co., Incorporated

(One of the Big 6 Forjoe Represented
Stations of Washington State)

10

S <
o

= =

by Bob Foreman

Recommended reading for admen of all ages

To those who despair that the art of reading will. like the
vermiform appendix. become atrophied, 1 say: take hearts
Your correspondent. of all people, has read a book, and by
“book™ T refer not to one of those paper-backed erotica which
grace the spimming racks at airline terminals and railroad
depots. but to an honest-to-goodness tome, board-covered and
replete with pages and fine print.  May I say with justifiable
pride that this here book i= 568 pages long. Tt is heavy with
substance.

It was written by Charles L. Whittier, one of «dvertising’s
statesmen. Whit looks 10 years younger than his age, has the
vigor and interest and courage of a man 20 years younger.
As a person he is tops, as an agency competitor he i= rough,
as an advertising consultant he i~ inspiring. In no way does
he ever resemble a man in a gray flannel suit or a huckster.

Whit has written about the heart of the advertizsing busi-
ness, all of it relevant to readers of this publication. For
this reason alone the book should not be miszed. But his book
1s of even greater imporlance than ax a source of information.
Call this added factor the spirit of the book, if you will, which
i= pure Whittier, 100 proof. This spirit is a jov of working,
an enthusiasm for the profession of advertising and a sincere
belief that the business is essential. What a marked contrast
to most of the book writing done on the subject of advertising
these days when authors seem to try so hard to muckrake our
business and put its denizens on a par with dope-peddlers
and keester-operators.

In addition to wizdom and practicality, Whit’s book gives
access to such vital documents as Clarence Eldridge’s outline
for writing a marketing plan and Mr. E’s exposition of what
the agency-client relation ought to be.

But to come back to that big plus mentioned before. There
is a rather strange and quite wonderful quality in the book
which makes it ideal reading for the newcomer to advertising
as well as for the long-time practitioner of the business. This
(uality 1s one that ['ve never before seen achieved in hooks
o our business. Generally speaking. they are too elementary
for the person who's been in the business or too difficult for
the student to comprehend. Not z0, however. with “Creative
Advertizing” by Charles L. Whittier.

Since Whit’s is a comprehensive book. T doubt that there

(Please turn to page 59)
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Mrilwaukee's Best Buy

1935.19535 . . - 20 vears, of Service to Milicaickeé

Yes . . .we're the BIG SHOT when it

comes to play-by-play sports in Milwaukes,

QOur Earl Gillespie does the Braves Broadcasts,
Marquette University and Green Bay Packers
football. And, for good measure, we round out the

year with University of Wisconsin basketball.

To over a million “‘sports'’ in Milwaukee,

radio means WEMP, 50 a pretfy healthy hunk

of the. population is ready and waiting.to receive
your message . z . over WEMP. . . at the

lowest cost per thousand. Local buyers know it , . =

and take advantage of it. Why don’t you?

5000 wWatts at 1250

 Represented natiorally bv Headléy-Reed’

Y%

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

CAMPAIGN WAS LARGER

Your recent capsule case history (28
November issue) on our experience
with Rayco Auto Seat Cover Co. in
Los Angeles failed to indicate that the
Emil Mogul Co. is the advertising
agency.

In addition, please note that our ad-
vertising effort in Los Angeles was not
limited to four stations as indicated
but, as a matter of fact. included
KRCA-TV, KCOP-TV, KTTV, as well
as KMPC, KLAC, KFMB, KFOX and
newspapers.

The KTTV buy definitely produced
maximum results per dollar invested,
but I would prefer to refrain from any
dollar-investment and station-pull anal-
ysis between the various stations, as
you present it, in view of the differ-
ence in character between the buys.

| Our success with KTTV was not antic-

|

ipated in view of the fact that we were
using live commercials in Jackson’s
Theatre, whereas our buys on the other
television stations were both 20°s and
minutes—on film. I think the differ-
ence between the two types of buys
renders comparison on a “dollars of
sales for dollars of advertising invest-
ed” Dbasis virtually impossible.

In addition, the data presented on
numbers of sales produced for our
weekly outlay on the station which, in
turn, is related to sales produced on
the other stations at the various invest-
ments made of them, are misleading in
view of the fact that the alleged sales
and advertising budget figures do not
embrace a long enough period to make
the case statistically.

[ should point out for the record
that for Manischewitz we have been
running a very heavy schedule on
KRCA-TV (as well as KMPC, KLAC,
KFMB and KOWL) and have enjoyed
excellent results—completely dominat-
ing the kosher wine market of Los
Angeles for years now as well as being
one of the more important supermar-
ket and liquor store call items in
southern California.

NoRrT WYNER. Account Executive
Emil Mogul Co., New York
(Please turn to page 17)
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FIGURES BIG
IN THE
FLORIDA MARKET

N
from Gulf TO cean v Gainesville To Okeechobee

JACIZO{::«;:?\

GAINESYILLE

Here’s why the scales are tipped so
heavily in favor of the WeGTO
advertiser. 959 of Florida’s golden
citrus belt lies well within the 0.5 m/v
contour of WeGTO. Thats a lot of

vitamin C.

Florida has come into its own as a cattle producing
state—800,000 graze in the lush pastures from Gulf to Ocean
—Gainesville to Okeechobee! High in protein!

And in mincrals, well, nobody anyplace produces
more phosphate than the state of Florida and 799, of that

' sT. 'ﬂ'llsll}l
lies almost at the feet of the WeGTO tower. A

P\

Y riace &

Tt wisT o
® FORT myiRs Eats atacH

/
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This and other diversificd industry brings in an

effective buying income of $1,869,606,000 annually.

On top of this WeGTO is heard by hundreds of thousands
of tourists who each year spend $650 million

in the WeGTO arca.

When these thousands of buyers return
to their home statcs, they remember

your message heard on WeGTO.

How can an advertiser reach so many
people from so many different states at

one low cost? Use WeGTQ, of course. | W G T
O
w IIAINES()C;g"zYI. FLA.
; | PHONE -
IO,OOO WATTS ‘ owned and operated
: by KWK, St. Louis, Missouri
540 KILO CYCLES | ¢ Represented by

WEED & COMPANY




 to right:

N, JR. —Advertising Monager, Miller Brewing Co.
C ON — Rodio ond Television Media Director, Mothisson & Associates, inc.
EDWARD G. BALL - Vice President, Mathisson & Associates, inc.
GEORGE F. GILL —Assistant Advertising Manager Media, Miller Brewing Co.




Men who

build brand Icmlvrship

sol
on

, Spot

Miller Brewing C()mlmny and its
agency, Mathisson & Associates, Inc.,
are Sold on Spot as «a basic

advertising medium. of e vations 383 beers,
Miller’s igh Life ranks among the top ten in sales volune,
Product quality is one reason. Effective advertising is another

.and Miller’s sound use of Spot contributes heavily to the
success of its overall campaign.

Sports fans are among Miller’s best customers. On a Spot
basis, Miller sponsors many major sporting events in specific
markets for low-cost precision selling: to its choice prospects.

Your product message may require a different program
ming environment, your distribution pattern a different buving
approach. But you can tailor Spot Radio and Spot Television
schedules to your own selling situation.

Call your agency or an NBC Spot Sales representative.
You'll see how Spot can build your sales volume in twely

major markets, accounting for 437 of the nation’s retail sales

NBCE SPOT SALES

30 Rockefeller Plaza, Ncw York 20, N. Y., Chicago,
Detroit, Cleveland, San Franci
Charlotte*, Atlanta*, Dalla

representing television stations:

wreB Scheneetady-Albany-Troy, VRCA N

KONA-TV Honolulu, Hawari, WRCA-TV KNB St

New York, wanQ Chicago, krca Lo WR . TANM
Angeles, xsp-tv St. Lownis, WRC-TV n WAV
Washington, D. C., w~rk Cleveland K

roxo-Tv  Scattle, xetv  Portland NBC WESTERN RADIO NETW OB}
Ore., wavE-Tv Louisille.

NOW AVAILABLE-the greatest boon to time bhuvers since the inven-
tion of the coffec break. The NBC SPOT SALES RADIO=TV siX MAT

* Instantly determines “audience size”

» Instantly determines “cost per thousand.”
For your frce copy, write to: NBC Spot Sales Research Departinent,
30 Rockefeller Plaza, New York 20, N. Y.




People on the Pacific Coast say..

“Don Lee 1s Our

¢, y B {
{6

tation ,Joﬁl

. : by
from a survey by Dr. Ernest Dichte*

When Dr. Ernest Dichter, of the Institute for Motivational Research, surveyed Pacific Coa "
network radio he asked listeners which network most nearly typified the West. Results of t} JW
survey showed that listeners strongly favor Don Lee. ‘

]
At

’ EXCERPT FROM THE DICHTER : *“85% of respona .
DOH Lee ig SURVEY: “85% o our. . po d
ents consider Don Lee typical of western living ..

P&C ]_ f l C C 0as -t far more typical than any other network.

Radio

70% of the respondents say, ‘Don Lee is our station:”

For a viewing of the film strip,“The Depth of Penetration of a
Advertising Medium,” illustrating Dr. Dichter’s survey, wril
to H-R Representatives, Inc., or to the Don Lee Broadcastin
System, 1313 North Vine Street, Hollywood 28, Californid -




40 E. 49TH ST.

(Continued from page 12)

JOB SEEKERS TAKE NOTE

Bob Foreman's November [Farcticle
about “How to prepave a job-getting
resume’” was eacellent.

You are right about such a job be-
ing “the toughest.”” But what is there
about selling one’s self that floors the
man who can sell most anmything else?

1 learned this during the 1930
when, with job competition keen. |
worked on the Man Marketing Clinic
run by the New York Sales Executive
Club. We helped hundreds of top bus-
iness men and women prepare their
resumes. It was amazing the way ex.
cellent exceutives flopped at selling
themselves.

Also, along the lines of yonr article,
[ have another observation. Recently
I had to get a sales manager for a cli-
ent. | ran an advertisement which
brought in hundreds of resumes. fo
my amazement. about 40°¢ had been
prepared by some outfit that evidently
employed stereotyped paragraphs or
format and just dropped in the mdi-
vidual's facts. It was so obvious, |
felt sorry for those job seekers who
paid out good money thinking they
were each getting a “tailored” resume.

Georce G. FELT

Felt Advertising
Fast Orange, N. J.

BON MARCHE RADIO SUCCESS

We are very much impressed with
your fine story (14 November) oun the
way Bon Marche u<es radio. We would
like to spread this gospel among the
local department stores.

[ imagine you will have many fa-
vorable comments on this article, in
which case you may make up reprints.
If you do so. we would like to have
200 copies. If vou do not make up
reprints. we would like to ask that vou
send us 35 copies of the magazine.

Ricitarp 1. Vooriis
Manager

WMCWMCF
Memphis

® KReprints of Radio-print teamwork breaks
sales records for Bon Marehe™ are available at
13¢ each.

(Please turn to page 109)
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CHANNEL 10

Seems to be vnang you look

Vanety, Baltboard, Television, M C A - Pulse, ARB or what
have you, WBNS TV conseslently stays on top of 1he 1ating
heap, Haso't been a tune in our 6 years of operanion that
wehrve wairnied less than 6 of the top 10 shows, and we're ou

for more  Our sales charts reflecd these hgh ratings o Not i
much eft except some spots v ) r
if you want to put your products on 10p here in Ohio we -
suggest you get an touch with 1T or Lut 1he
statron right away at 33 North Hgh St C Ohio
|
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~ ASK THE MAN
IN THE GREY
FLANNEL SUIT!

BERNIE HOWARD
Stars-National, New York

HE KNOWS!

1. THE BEST RADIO BUY
2, THE BEST AREA BUY
3. THE BEST MARKET BUY

PLUS

Complete Product Merchandising
all at NO EXTRA COST!

949% NEGRO PROGRAMMING

- KSAN

SAN FRANCISCO

i RICHARD BOTT, Station Manager

18

' M Sponsor

Edward Gellert

Manager of Sofskin Products
Viek Chemical Co., New York

“We moved to network tv because we want the prestige of net-
work associated with our product,”” Ed Gellert, Vick’s manager of
Sofskin Products, told sPoxsoOR.

“Also, we want to mmake Sofskin a brand name covering a variety
of cosmetics products. At the moment. we're marketing Sofskin
Regular Hand Cream and Sofskin Moisture Magic.”

“Our budget has increased 2007 over last vear,” says he, “partly
because Moisture Magic. as a new product, needs dynamic advertis-
ing support to launch its first year of national distribution.”

Starting last October, Sofskin has been on NBC TV’s Home,
ABC TV’s Film Festivals and Mickey Mouse Club.

“The way Arlene Francis does the commercials for us is most
representative of the tvpe of thing we like,” Gellert explains.
“There’'s a live lead-in showing flowers that are drooping on the
desk. then a pan to some flowers that are fresh. The moral, of
course. is that your skin. just like the flowers. needs moisture. Ar-
lene sells the products with such enthusiasm. that we feel eonfident
of results.”

Gellert, a tall, blond young man in his early thirties, might qual-
ifv for a sort of “Jekvll and Hyde” title in advertising: a knowl-
edgeable, verv intently serious adman during the day. he loves to
spoof “"Madison Avenuese” and the foibles of the air media when at
home in Westport, or relaxing over a drink at the Yale Club. “I'm
all ham at heart.” he admits candidly. “Only at home ['ve got com-
petition.” He's referring to his 15-month-old son and four-vear-old
daughter.

“We're working on a unifving theme for all our advertising now,”
savs Gellert. He works with Vick’s agency. Morse International.
“The basic theme will still be ‘everyday use of Sofskin’”

When not painting the Westport house or building new shelving
or kids" tovs. Gellert occasionally retires into his cellar workshop-
office to pound out a tv seript. He generally prefers to keep any
artistic inclinations under wraps but cannot deny being the creator
of a glamorous “study in red” oil painting of his wife in the

living room, * Kk x

SPONSOR




Whether you're selling mink coats or motor cars, cheese
or cosmetics, smart time buying prescribes the selection
of stations that reach the most responsive markets at the
lowest cost. In the five NocMac markets that means the
NoeMac stations.

While cach of the five i1s an independent local station,
operating under separate management, all five follow the
same proven programming pattern. Programming that
has produced a wide. growing and fabulously responsive
audience.

You can buy onc or all five NoeMac stations, they are
five of a kind . . . all different. Each the best buy in its
market.

For availabilities, rates and
market facts, call your H-R MAN.

Nationally Represented by

=N

Representatives, Inc.

FIVE OF A KIND

. . » ALL DIFFERENT
ALL FABULOUS VALUES

Mink Coat Arnisiocrafs
Feam Evans Furs, Chicogo
Amecrico’s Master Furrier

KLIF
DALLAS
L
First in both Hooper ond Pulse

KELP
EL PASO

First in Hooper and Pulse

WNOE
NEW ORLEANS
°
Tops all independents in
August Hooper

WRIT
MILWAUKEE

[ ]
The most talked about station
in the midwest

KNOE
MONROE, LA.

First by for in Hooperotings

FiVE OF

s NOEMAC I STATIONS s
NEWS ’MUSIC
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BILL WILLIAMS
Adventures of

KIT CARSON

-

Atlanta {ARB)
Dayton, 20.2 (ARB)
Rockford, 26.2 (ARB)

*  THE

Toledo (Yideodex)

Tulsa, 23.4 (ARB)

" Philadelphia, 20.9 (Pulse) Kalamazoo-Grand Rapids, 37.6

CHARLES BICKFORD

RAY MILLAND ~ MAN BEHIND ;

SHOW

THE AGE
32.5

Dayton (ARB)

(Videodex)
Birmingham, 28.3 (Pulse)

0o’
o

A show for
every product. ..
every market ...

every budget!



JOHN HOWARD

DR. HUDSON'S

Y LOMBARDO

| AND HIS
@ ROYAL CANADIANS

S0.8
Birmingham (Pulse)

Pittsburgh, 40.9 (Videodex)
Shrevepori, 29.4 {ARB)

SECRET JOURNAL
34.4

Pitisburgh (ARB)

Si. louis, 2B.7 (Videadex)
Buffalo, 26.4 (Yideodex)

WESTERN FEATURES
STARRING

GENE AUTRY
21.9

Phoenix (ARB)

Columbus, Sot. AM, 12.9 (ARB)
dionapolis, Sot. AM, 11.6 (ARB)

WESTERN FEATURES
STARRING

ROY ROGERS
22.2

Phoenix (ARB)
Boston, Sot. oft., 13.9 (ARB)
Houston, Sot. Noon, 14.9 (ARB)

For both Wesiern feotures: 27.1 weekly cumulotive
roting in L, A. lowest cost per 1000 homes per
comm’! minule in TV film progromming —42 cents !

FAMOUS

PRESTON FOSTER

WATERFRONT
40.5

Charlotte (Pulse)

Son Froncisco, 21.4 (ARB)
Toledo, 36.4 (Videodex)

PLAYHOUSE

45.8

New Orleans (Pulse)
Dollos-Ft.Worth, 26.0 (Videodex)
Atlonto, 16.6 (ARB)

one, wire or write
ur MCA TV office
* your audition

int today!

CORE AGAIN !

FIRST

CHOICE

FOR

ALL AMERICA!

Choose your rating service — ARB, Pulse,
Videodex. One thing you'll find they all have
in common: Film shows syndicated by

MCA TV are top-rated* everywhere.

Big audiences that spell big sales for youl

*September-October, 1955, ratings are shown,

PAUL HARTMAN

ngm&““ CITY DETECTIVE

44.2 36.2
Norfolk (ARB) Buffalo (Pulse)

Kolomozoo-Grond Ropids, 26.0 Columbus, 22.7 (ARB)

(Videodex})
Toledo, 18.8 (Videodex) New Orleons, 39.0 (Pulse)

new show—pre-syndicalion
network rolings shawn

ROD CAMERON

OGRAMS

Serving you with
30 offices in
principal cities



43.79,! That's the average share of audience Hooper (October-November)
gives KOWH. Latest Pulse for Omaha-Council Bluffs gives KOWH top
spot in every time period. Ditto Trendex. KOWH has placed first n
audience year after year. ... gradually increasing its first-place dominance,
until now KOWH is first in every time period of erery survey in the Omaha
market. Mid-Continent ideas, programming and excitement plus good cover-
age (6060 KC) are working hard and getting good results for national and
local advertisers. No matter which rating habit you have—vou can feel
secure with KOWH because all 3 hear Omaha radio ear-to-ear-to-ear. Chat
with the H-R man, or KOWH General Manager Virgil Sharpe.

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

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

No matter who asks the questions in Oma hCl 7

the answer is K ’ WH

SPONSOR
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1. New on Radio Networks

Kenneth H
. . Bochmer 14)
i SPONSOR AGENCY STATIONS PROGRAM, time, start, duration m
Ar—mmonrg Nurseries, Ontario, Calt. Jordan Co, LA CBS 47 Rosc Circus: Sat | 30-14S pm. S Nov. 4 wks
Calf. Prunc & Apnicot, San Josc, Calit Long Adv, San Josc CBS 203 Housc Party, Th 3-3:1S pm S Jan; 26 wks
Drackett Co. Cinn Ralph H Jones, Cinn ABC Brcaktast Club; 9 35-9 40; 21 Jan
Easy Washing Machinc BBDO, NY CBS 203 Arthur Godtrey Timc, W & cvery 4th F 103
10:4S am; Il Jan; 26 wks
-M Sced Co, Dctr MacManus, John & Adams. cBS 203 )
e ' ‘Bclooar:;‘nclc: H':lls. Mncr: Carden Gate; Sat 9:45-10 am. 25 Feb. 11 wks
Gencral Motors, Detr Kudner, Detr CBS 203 8|ng Crosby; F 7:30-7:45 pm. 5 min scg. only
cc
Gencral Motors. Dctr Kudncr, Detr CBS 203 Callgn DDmkc;I Sat 10:40-10:45 am; 26 Nov and
cc only
General Motors, Detr Kudncr, Dctr CcBS 203 Hc]lc-noTrcnt;| M & W 12.30-124S, 2B Nov &
ce only
Rug Co, Chi Prcsba, Fellers & Presba, ABC Brcakfast Club; M 9:25-9:30 am; 23 Jan, W 9 2 )
" ' 'Chaa . ! 9-30 am: 25 Jan ‘ jutian
Radio Bible Class, Inc. J. M. Camp. Whcaton, Il MBS 232 Radio Bible Class; $ 10-10:30 am; 1B Dec: S2 wks Ficld (49}
R. ] Rcynolds, Winston-Salem Wm Esty, NY MBS 309 Ccacral Sports Time; T & Th $:30-5:55 pm. 2B
ov
Scven-Up Co, St. Louis JWT, NY MBS Tomorrow's World; S $:50-5:55; 10 Dec-31 Dec S5
Seven-Up Co, St. Louis JWT, NY | MBS Stand by with Bob and Ray: M-F S 30-5:4S. §
Dcc-30 Dec
Stanback Ltd:, Salisbury, NC Picdmont Agcncy, Salisburyl ABC When a Girl Marnics; W 10:45-11 am; 2B Dec

2. Renewed on Radio Networks

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
S = = — —_ = Jamcs A.
All-State lInsurance, Chi Christiansen, Chi ABC Sports Today with Bill Stcrn; alt M-F 6:30-64S: Gates (3}
12 Dcc; S2 wks ]
Hazcl Bishop, NY Raymond Spcctor, NY cBS 203 V3 sp'ship of ftollowing: Backstage Witc: T, Th,
F 12:15-12:30 pm- 2 Jan: 13 wks; Our Cal
1 Sunday; T, Th, F 12:15-12:30 pm; 2 jan; 13

wks: Sccond Mrs. Burton: M, W. F 2-2:15 pm:
2 Jan: 13 wks; Pcrry Mason: T, Th 2-15-2:30
l pm; 2 Jan; 13 wks

Frce Mcthodist Church of NA W. F. Bennett ABC Light and Life Hour; S B.30-9 pm; 23 Nov
Gencral Motors, Dctr Kudner. Detr NBC 195 Henzry ]. Taylor Ncws; M B-B 1S pm. 12 Dcc;
S2 wks

Coodycar Tire & Rubber, Akron Kudncr, Detr ABC Createst Story Ever Told; S 5:30-6 pm

Milncr Products, Jackson, Miss Gordon Best, Chi CBS 203 Robert Q. Lewis; Sat 11:45-12 n; S Nov: 52 wks

Sun Qil. Phila Ruthrautt & Ryan, NY I NBC 37 Sunoco 3-Star Extra; M-F 6:45-7 pm: 9 Jan. S2

| wks
. l Fred
B Haic (3)
L
-

r3. Broadcast Industry Executives
NAME FORMER AFFILIATION NEW AFFILIATION

Seymour Abelcs CBS Radio, NY Associated Artists Productions, NY, sales rep

Thomas E. Bclcher KGEO-TV, Enid. Okla, commcrcial mgr WSAV-TV, Savannah, commercial mgr

John Bendik Robert S. Atkins. San Fran KSFO, San Fran, salcs

Ewart M. Blain KYW, Phila, sales Same, sales mgr

John Bocscl A. C. Nielsen, NY, client serviccs cxec .Same, acct exce

Walter Brown . _ __RAB. Ncw York. salcs excc Same, sales devclopment mgr

John Burns ABC film syndication. Chi, midwest mgr Same. vp and natl sales director

Robcrt Burris Ceneral Fhoto, San Fran . . .—XSFO. San Fran. salcs .

Charlcs Burge KXOX, St. Louis, asst salcs mgr KMOX, St. Louis. salcs mgr Richard R

Jack Chapman | __WHRYV, Ann Arbor. Mich. president and gencral mgr lolitte (3}

William Clark ABC film syndication. midwest mgr Same. vp and western sales division dircctor

Charles M. Conncr WOOD-TV, Grand Rapids, acct cxec WTCN-TV. Minn-5t. Paul. acct cxec

Robert J. Dcan KMJ-TV. Fresno WEIE, Evansville. Ind, gencral sales mgr

Jack Donahue ) CBS Radio. Chi, spot sales, acct cxec Samec. Pacitic Coast network salcs mgr

loscph P. Dowling Headley-Reed. NY, rescarch and sls development mgr WTOP-TV. Wash, D. C.. salcs promotion dircctor

Charles Edwards WWCA, Gary, Ind Same. promotion and mcrzhandising

William W. Firman CBS Radio, Chi. acct exec CBS Radio, Detr, network sales mgr

]amqs A. Ca;es - TPA, New England rep Yankcc Network, national salcs service, merchandis 1

William Golding . Avco. NY, Crosley div. salcs promotion mgr Ziv International. Cinn, acct cxcc

James A. Gunn KTVW, Scattie. salcs mgr KONA-TV. Honoluiu, gcncral sis mgr

Leonard E. Hammer MCA-TV, NY, sales WABC-TV, NY, acct exec

Richard W. Jolliffe CBS Radio, NY acct excc Same. sales service. administrative mgr

David Kaigler |r. Adrian Bauer Adv. Phila, vp of rad-tv WPFH, Wilmington. prcsident

Robert M. Kiley WMBD. Pcoria, regional sales mgr Same. natl sales magr

David Kitrell _Katz Agency, Dallas WTVD, Durham, NC, sales ')

Walter M. Koessler WROK, Rockford. Ill, gencral mgr WCBS-TV, Miami. mng dircctor N Dawid

David A. Lindsey Omaha “World Herald,” natl adv mgr WOW. Omaha. promotion mgr . -5 Kaigler, Jr. (3)

Les Lindvig — _KPHO-TV, Phoenix. acct excc Same, local sales mar

Carroll R, McKcenna RAB. NY, asst natl oromotion director Same, natl sales exec o

William B. MacRae Crosley B'casting, NY, acct excc TvB. NY. sales =

In next issue: New and Renewed on Television (Neticork); Adrertising Agency Personnel Changes;
Sponsor Personnel Changes; Station Changes (reps. neticork. poicer);
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Newr and renew |

David A.
Lindsey (3

Stephen C. Rid-

dleberger (3)

Robert M.
Riley (3)

Frank A.
Tooke (3)

Ernest M.

Walker

Daniel
Weinig

(3)

P.
(3)

NAME FORMER AFFILIATION

3. Broadcast Industry Executives (continued)

NEW AFFILIATION

Richard P. Morgan
John R. Porterfield
Henry R. Poster

Earl Rast

Stephen C. Riddleberger
George Rice .

Robert M. Riley

Tom Rook
Harold P. Sce

John E. Surrick .

James E. Szabo
Franklin A. Tooke _KYW, Phila, general mgr
Ernest M. Walker _ABC Radio, NY, acct exec
Daniel P. Weinig Katz, NY

MBS, NY, sales plan mgr
KANG-TV, Waco ..

 _WABC-TV, NY, film director . __
WMBD, Peoria, regional sales mgr
-Filmack, Chi, production
KRON-TV, San Fran, station mgr

ABC film syndication, NY, asst to president
Storer B'casting, Chi, eastern natl sale mgr

_ABC TV, network program admin mgr

-WAKR, WAKR-TV, Akron, asst to president
~Adam Young Television, NY, sales mgr

_Same, vp in charge of business affairs
_WABC-TV, NY, acct exec
_______ ) —ABC Radio, NY, sales development mgr
. KFSD-TV, San Diego, sales
_____ABC Radio, NY, business mgr
Same, program director
_..Same, natl sales mgr
.Same, tv sales rep
R ——..Same, general mgr
_____WPEN, Phila, jocal sales mgr
WABC-TV, NY, acct exec
_ _WBZ-TV, Boston, general mgr
— __ _Same, central division, sales mgr
_..Storer B'casting, NY, Eastern Radio Sales Mgr

GCeorge Haight
Charles P. Hirth Biow, NY, acct exec —
Leonard H. Russell .. Warwick & Legler. NY

Kerry F. Sheeran Weiss & Geller, Chi, acct exec

_McCann-Erickson, Hllywd, programing dir

4. Advertising Agency Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
Edward R. Beach _ Benton & Bowles, NY _. ,_ I McCann-Erickson, NY, vp and chrmn of mkt plans
Kenneth H. Boehmer __ WJEK-TV, Detr, merchandising and promotion mgr.._ _Ralph Sharp Adv, Detr, vp
Julian Field .. William Esty, NY __. R __Lennen & Newell, NY, sr vp and creative dir
Stewart L. Fritche . _Robert S. Otto, NY, acct exec _ . . Same, vp
Fred Hale .. ~Utica Drop Forge & Tool, Utica, adv mgr . _Wilson, Haight, Welch & Grover, NY acct exec

. Same, NY, vp in charge of rad-tv
North Advertising, Chi, vp and acct supvr

.. S3ame, vp in charge of research

North Advertising, Chi, acct exec

Anderson & Roll Advertising, Omaha, has reorganized as The
John V. Anderson Agency

Associated Artists Productions, New York, created a national
sales divisicn 1 November

GCeorge Blake Enterprises, New York, will use additional space
at their present address for major expansion

Bryan-Houston, New York, announces the location of their
new offices at 730 Fifth Avenue

Compton Advertising, New York, will move to new quarters
at 625 Madison Avenue about 1 March

Forbes and Associates, new tv and motion picture con-
sultants, have opened offices in the First Federal Bldg,
Richmond

5. New Firms, New Offices, Changes of Address

Kennedy, Walker & Wooten, a new Los Angeles agency, has.
opened at 8743 Sunset Blvd

The Quality Radio Croup, New York, has moved to larger

quarters at the Berkshire Hotel, 21 East 52nd Street

RCA, headquartered in New York, announces the creation ‘of
new sales posts in Latin America

Warren R. Smith, Inc., Pittsburgh film producers, have ex-
panded their studlo space and enlarged their staff

WMCA, New York, will move to new quarters located at
415 Madison Avenue about February

SPONSOR

6. New Agency Appointments

PRODUCT (or service)

AGENCY

Brown & Williamson Tobacco, Louisville
Coca Cola Bottling, NY

De Pree Co, Holland, Mich.

E & )} Gallo Winery, Modesto wine _
B. F. Goodrich, Akron

Firestone Tire & Rubber Co, Akron
Jacoby-Bender, Woodside, NY
Norcross, NY

J. F. O'Connor & Sons, So Calif.
John Oster Mfg. Co, Milwaukee
Pillsbury Mills, Minneapolis

RCA Victor, Canadian div, Montreal
Shaler Co, Waupon, Wisc.

Weston Biscuit Co, Passaic, N}

York Pharmacal, St. Louis

..du Maurier cigarettes .
__soft beverage ..
. pharmaceuticals

flooring products

auto supplies

- watch attachments

greeting cards .

Lincoln Mercury cars

home appliances

—cakes and mixes

radio and television receivers
Rislone motor oil alloy
biscuits and cookies
pharmaceuticals .. -

Ruthrauff G Ryan, Chi
Marschalk and Pratt, NY
Crant, Schwenk & Baker, Chi.
. Doyle Dane Bernbach, NY
__McCann-Erickson, NY

_Foote, Cone & Belding, NY
.Grey Advertising, NY

Young & Rubicam, NY
Kennedy, Walker & Wooten, LA
Mathisson & Associates, Milwaukee
Leo Burnett, Chi

Kenyon & Eckhardt. NY

Walker B. Sheriff, Chi.
Biow-Beirn-Toigo, NY

Warnzr & Todd, St. Louis

SPONSOR
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cHanner 11

LITTLE ROCK!

KTHY, Little Rock — only on the air since November 27 — 1s now building

a new 1000’ super-tower, 1800 feet abore average terrain!

With maximum 316,000 watts on Channel 11, KTHYV will deliver an excellent
picture to most of Arkansas. Presently on the air from 5 to 10:45 p.n. daily,
and 4 to 10:45 p.m. on Sunday, KTHV will soon be going full time,
becomes Basic CBS Television Outlet on April 1!

The star-spangled CBS and ABC shows below are already scheduled. Better
ask your Branham man for ‘availabilities NOW’!

OMNIBUS

BISHOP SHEEN

G. E. THEATRE

ALFRED HITCHCOCK PRESENTS
APPOINTMENT WITH ADVENTURE
FAMOUS FILM FESTIVAL
ROBIN HOOD

BURNS & ALLEN

GODFREY TALENT SCOUTS
DECEMBER BRIDE

STUDIO ONE

NAVY LOG

THE PHIL SILVERS SHOW
MEET MILLIE

GODFREY AND HIS FRIENDS

THE MILLIONAIRE

I'VE GOT A SECRET

U. S. STEEL HOUR
FOUR STAR PLAYHOUSE
MAMA

OUR MISS BROOKS
CRUSADER

WANTED

PERSON TO PERSON
BEAT THE CLOCK
STAGE SHOW
HONEYMOONERS

TWO FOR THE MONEY
IT'S ALWAYS JAN
DOUGLAS EDWARDS NEWS

Plus LOCAL NEWS, WEATHER, SPORTS

316,000 Watts

Channel m

| NOV/ AFFILIATED WITH CBS AND ABC

Full Atfilialion on April

Henry B. Clay, Fxecutive Vice President
B. G. Robertson, General Manager

Affiliated with KTHS, Little Rock
and KWKH, Shreveport?



When it's cold outside and you’d like
to create a warm feeling in three
choice Western Pennsylvania mar-
kets, start burning up the wires to
WIJAC-TV, Johnstown. What a siz-
zling Hooper! WJAC-TV is:
FIRST in Johnstown
{a 2-station market)

SECOND in Pittsburgh
{a 3-station market)

FIRST in Altoona
{a 2-station market)

You really put the heat on sales . .
with the 1 buy that covers 3—

SERVING MITTIONS FRO
’QV7 ATOP THE ALLEGHENIE

JOHNSTOWN - CHANNEL 6

Ask your KATZ man for full details!
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by Joe Csida

Is not what you play, it’s how you program

Four or five years ago I played a string of one-nighters
as a speaker on a BMI Program Clinic tour through the
West and Northwest. In my own ineloquent manner I tried
to point out to the assembled station people in town after
town the vast, unexplored opportunities for great, yet inex-
pensive, music programing. It is probably a tribute to my
lack of talent as an orator that all evidences point to the fact
that to this day I made only the very smallest kind of dent.
If any.

The most recent documentation of my failure was a piece
in the 14 November sPoNsOR asking the question: “Is radio
overdoing music-and-news programing?” This piece, you
may recall, revealed that by far the biggest segment program-
ing 1s popular music.

My ready answer to the question is the very point I tried
s0 hard to make from the rostrum a half-decade ago. Radio
isn’t overdoing music; it’s simply underdoing intelligent se-
lection and imaginative usage of the available music, both re-
corded and transcribed.

When I made my point some four, five years ago that
there was a wealth of non-top-10 material available on disks
and ET’s which, with a little showmanship, thought, and in-
genuity, could be utilized for powerful programing, the
point, I believe, had great validity. There was considerable
material around. Since that time, and virtually year by year
(for reasons it is unnecessary to dwell upon here) literally
thousands of additional packages of recorded material have
become available. And scores of new packages are being
made available every week.

For ever since RCA Victor and Columbia introduced the
45 rpm and 33 1/3 rpm Extended Play and Long Play
records, rcspectively. every record manufacturer has in-
creased his output of packaged merchandise. Most of the
major manufacturers, as a matter of fact, have set up =ep-
aratc divisions to handle their package output and their
single record output. EP’s and, espccially LP’s exist. or are
being produced, on just about every conceivable subject and
theme, featuring every variety of artist and embracing every
known style of music.

Ignoring the single offerings of the record makers, and

(Please turn to page 68)
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, Channel 2 Means Bu/gill -

NN
x '\

....serving more than 500 healthy cities and
towns in Wisconsin and Upper Michigan.

Vep-Bigger n Baltimore!
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COLOSSUS OF THE CAROLINAS

- Sound-est investment

Only on WBT Radio can you associate for your product the
" massive, traditional selling power of ""Grady Cole Time", now in
T s twenty-sixth year and stronger than ever. Grady gives each of
his forty-six current sponsors individualized benefit of his
8.7 average Pulse rating (5:45 to 9 a.m., Menday
through Saturday) plus canny commercializing
P and immense influence with consumers,

) 1 ¥ retailers and wholesalers.
N ‘* The rarity of availabilities underlines the prudence of

regular contacts with your CBS Radio Sales mean.

S
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ADVERTISING PART TWO: Advertisers’ insistence on broader marketing

AGENCY IN

TRANSITION aid from agencies stirs controversial points ol view

THE SECOND article in what sroNsoR regards as
its most i(mportant series to date starts below.
Researched for months, the series collates and
analyzes the thinking of the men who are shaping
the marketing revolution at the nation’s major
advertising agencies. {Sce also editorial page 12.1.)

by Ben Bodece

I e expansion of marketing services by adverti<ing
agencies built on a =ound foundation or i~ it destined to
pass away i a few years as just another fad?

Or does this development offer the ageney an oppor-
tunity to establish itcelf more firmly than ever as an
integral foree for selling goods?

These are the two basic questions vet to be resolved
as the “marketing revolution™ takes shape.

Agencymen are alo asking such questions as: (a) Is
the expansion of marketing services an assurance or a
threat to the ageney’s economic and professional stabil-
ity? (b) Is “marketing”™ becoming an agency tool—or
cliche? (¢) Will marketing upsct the authority and
stature of the ereative. media and other traditional
~ervices in the agency?

One top management agencyman. in discussing this
quandary with spoNsor. compared the agency field's
predicament to the old wheeze about holding a bear by
the tail. He added this observation: “Regardless of
what we may think about all the talk about the agency’'s
widening role. we've got to bear in mind that ours is a
highly' competitive and opportunistic business. If we
find that busine=s judgment dictate< that we conform to
the client’s new requisites we'll to it gractously and as

Jack Williams, C&W s.p.. (rightt svmbolizes agencies’ trend ‘to
evaluate client’s marketing activities by means of direct retail contacl

9 Cunningham & Walsh
( executive v.p. at work




ily a~ possible.”

oxs0R ha- been inquiring into the
ge in client-agency relationship
about by what is referred to
the “marketing revolution,” the
ney = reactions to this change and
the part that television has played in
-hanging marketing concepls as well
as that relationship. For the purposes
of this series sPONSOR surveyed a repre-
sentative top level
Lusiness management, ad managers.
market directors and sales managers in
client organizations. agency top man-
agement and agency marketing direc-
tors. These companies and agencies
represent collectively over $§500-million

a vear in advertising expenditures.

Before going into the findings of
SPONSOR's inquiry, lere’s a quick link-
up of the factors in thix "marketing
revolution™:

® Business management’s shift of
tlre activity and problem center from
production capacity to marketing.

® The incrcased frequency of new
produets and brands. (Example: 25%
of today’s grocery business derives
from products developed only in recent
vears.)

® The rapid growth of self-service
supermarkets. (They account for about
0657 of all grocery and 55% of all
drug product sales.)

® The emcrgence of television as a
super-potent facility for preselling the
consumer.

* Arm-in-arm. the cascade of new
products. the spread of supermarkets
and the impact of television have in
combination so intensified competition
for the manufacturer — meaning the
advertiser—that he has had to sharply
oricnt his marketing concepts. strategy
and planning. Broadly speaking, he
now bypasses the dealer and concen-
trates his sales attack on the consumer.
His new focus makes the manufacturer
the direct seller to the consumer.

In effect. the big grocery and drug
products manufacturer says to his
ageicy 1ow:

“We've got new marketing ap-
proaches and concepts and we want
vou lo assist us in those aspects with
counsel and services. Of course. you’'ll
liave to shift your orientation as far as
vour relationship with us is concerned.
We're beginning to feel that vour func-

cross-section  of

LOOK FOR THESE UPCOMING ARTICLES

S ""MARKETING* NEWEST AD AGENCY TOOL OR CLICHE?

(continued )

tion in general marketing counsel and
services is about as important as your
preparing and placing of advertising
copy. So we suggest that vou retool
your approach and give us as much of

a hand as you can in helping us solve

our marketing problems.

“And we also suggest that you gear
your advertising plans realistically to
our total marketing budget and that
your planning of any nature for us be
integrated with our marketing strategy.
To us you're not just an advertising
agency but a general marketing serv-
ices agency.”

And what are the highlights of spon-
SOR's observations emerging from the
inquiry? Here they are under niue
headings:

1. What clients expect: The die
seems to be pretty well cast as far as
the big advertisers are concerned. They
welcome and  “expect” a broader
variety of marketing services. It may
be Dbecause bigger companies have
more complex marketing problems.
And sroxsor’s collection of comments
from advertisers spending $5-million
and up indicates that the pressure for
expanded marketing service from these
(uarters is getting progressively firmer.
Take, for instance, these comments:

Donald S. Frost, advertising v.p.,
Bristol-Myers (56% of $8-million
tv-radio budget): “It is not only ex-
tremely desirable but urgent that the
agency participate in the client’s over-
all marketing operation. The agency
can’t do a thoroughly eflicient adver-
tising job unless it has a full concep-
tion of such factors as product de-
velopment, packaging. pricing. sales
promotion and merchandising.”

Henry M. Schachte, advertising
v.p., Lever Bros. (68% of $18-million
budget in air media): “The big agency
or little agency that’s making the big
impact on the client are those who
have got themselves integrated to a
substantial degree with the client’s
general marketing picture — that is,
taken responsibility for evervthing that
can help sell a product. When Lever
Bros. launches a new product, it dis-
cusses all aspects of the product—the
entire selling strategv—at a meeting
with the agency on the product, and
the result invariably is sound ideas

results of the various specialists that

BBDO MARKETI
DEPARTMENT PROVID
THESE SERVIC

MARKET ANALY

Development of over-all marketing st
by determining basic consumer

PROMOTION PLANS, PROGRA

Themes designed to increase cons
sales stimulate trade activity,

TRADE SURV

Drug, grocery, department stores,
dicate, specialty shop, jewelry,

SALES PROMOTION SERVI

Contests (consumer and trade), premij
and additional sales hypoder

NEGRO MAR

Experienced specialisis interpret
ent’s marketing programs, poten

PACKAGE DESI

Package analysis, consultation
design se

STORE TEST ‘OPERATI

Product testing of labeling, pricing,
uct display, location; traffic, sampling,

PUBLICATIONS, TRADE RELATI

Food, drug and department siore staff
sentations, newsletters. slides, book

TRADE GROUP PRESENTATIL

Food. drug, department store staff stus
and seminars to colleges, trade asso

SPORTS CONTA

Iiaison for radio-tv of special spori
cvelnts, testimonials, endorsements, ¢

SALES ANALYS

Analysis of clients’ sales and distri
tion, competition, narket service repc

from the agency on the marketing of
the product. Aware of all these things;
the agency’s marketing plan is a lot
sounder. . . . How can you create a
piece of copy unless vou put the end

compose marketing in the right pro-
portion to the product’s needs?”

PART HI
PART IV

WHAT AGENCIES NOI" DEMAND OF ACCOUNT SUPERI'ISORS AND EXECUTIVES __
1S THE IMPACT OF TELEVISION CHANGING MARKETING CONCEPTS

26 DEC.
9. JAN.

(Other related articles will be announced later)



BDO's marketing sctup contains specialists in wide variety of produet field to Purcell; Paul Freyd, mark n t: Jim Colir visual
i picture from left to right, seated: John Procope, Negro marketing: Charles Mullen, department store marketing; \ Moultak i Y
earn, drug marketing; Edward loare, Jr., grocery marketing; Lyle Purcell, v.p n Robert ) ) ] R I
charge of marketing d(‘p“r“urn‘; Alfred Syﬂl’ks. grocery lu.‘r",nlfﬂ-,;., Adrian marketing: Charles O'Rourke. drng marketin . W
ecker, premiums, sales hypodermics; Louis Kruh, jewelry marketing, Standing uper W
Fahame Enthoven, staff presentations® Joseph Spencer. administ -ative assistant niarketing;
Executive v.p..1chose firm is in the ing, 517¢ tv-radio): “We bring the agency =ervice us with advertising.
orver-815-mllion  bracket (587 tv- agencies in on our marketing planning  Whenever we find ou : f

radio): “We're in an era of ever-in-
creasing competition and specializa-
tion. To be successful we must do
everything we can to minimize our
risks. to eliminate guess and put our
marketing program on a semi-scientific
basis. To help us. it is important that
our agencies gear their functions. as
well as planning, to our entire market.
ing ‘spectrum’.”

Edwin W. Ebel, v.p.-marketing,
General Foods (826-million advertis-

12 DECEMBER 1955

because we believe they cannot give
the full measure of their adverti-ing.
promotion and merchandising re-
sourcefulness unless they’re brought in
on the whole picture. . . . They are i1
a position to produce advertising that
is keyed to the marketing objectives.”

However. spoNsor encouutered a
number of smaller advertisers who
preferred the old relationship. 3aid
one of these: “We've done very well
through the vears by just letting our

special marketing services
a marketing. or i
ant. Good marketi

men are hard t | <
3 smatl S | - af
permanent basis tl -
1
2. Agency thinking: \{..
topline agencies have on th -t

~easoned, fes~10nal irhetim T



<irg personnel or are in the

iding threir marketing

1 I'he ru<h to liire among come

neies 1= greater than the availability

f toptlight marketing men. Most of

then from the manufacturing

field, they've <erved as sales

nanager or product manager or ner-
chandising manager.

wher

There’s wide variance among
agencies on what constitutes marketing

services and also the meaning and
scope of merchandising. Suflice to say,
few of the agencies in SPONSOR’s fairly
substantial cross-section were found to

“ MARKECTING'® NEWEST AD AGENCY TOOL OR CLICHE? (ioniinued)

maintain an in-depth marketing divi-
sion or a large staff of merchandising
men working in the field with the
client’s people.

SPONSOR  encountered among  top
mmanagement agencymen a disposition
to talk but not te be quoted. Here are
some quotes that span the range of
opinion among them:

Chairman of the board whose oper-
ation is in the 350-million-plus class
(607 air media): Our agency offers
mmarketing services to help the client’s
marketing director which are his to
use at lis discretion. As we see it, the

object of the client’s bringing the
agency into the marketing picture is
to improve the agency’s function not
only on advertising but as a general
zid to =zelling goods. The agency may
not be able to handle all the marketing
functions of an account but it must
know how each of these functions is
performed so that it can offer intelli-
gent counsel on the client’s marketing
strategy and planning as well as
execule an appropriate advertising
campaign. Otherwise. yvou can func-
tion in a vacuumn.”

Executive viece president of dn

HOW THE AGENCY CAN BEST RENDER MARKETING ASSISTANC

Summarized from expressions obtained from adrertisers by SPONSOR

Orient the agency’s thinking and marketing approach to the client’s broad
marketing problems and goals; both in immediate and long-range terms.

Provide the type of research which will aid him in his forecasting and tell him
where his growth potentials are and where he can expect to mncrease sale

Include in the agency’s campaign presentation a professional fabricated
marketing plan, which will serve as a keystone to the advertising campaign
and prove flexible to change if the need arises.

Call to the advertiser’s attention the latest marketing techniques,
whether they are techniques developed and applied in his particular field
or, having been used in other fields, are of value to his field.

The agency’s manpower should include marketing or merchandising

personnel who have mature, professional backgrounds in the practical fiel

of marketing and who have, as executives in the manufacturing or retail
field, had the responsibility for building a product’s sales.

Show an interest in all the processes of the client’s business, including
production.  In other words, try to understands the dynamics of the advertiser’s businesy
so that the agency can harness its selling techniques to the

advertiser’s productive ability with maximum effectiveness.



agency with over $30-million in billings
(38°¢ tv-radio): “An agency should
be particnlarly qualified to offer sound
marketing advice becanse it functions
in wider and more diversified fields
than the client, and it encounters data
on marketing sitnation that shonld he
of valne to the client. We look upon
the expansion of the ageney’s serviees
in marketing ax a challenge and an
opportunity, bat we have vet to de-
termine how widely we can spread
ourselves in marketing manpower and
<ervice until the guestions of agene
cost amd compensation have been re-
solved.”

Partner in o $10-million  class
ageney (abont 657 in air media):
i~ as important to keep a client sold
on the ageney’s over-all sales plan as
on the advertising plan.  Henee the
expanding importance of the market-

ing or merchandising executive in the

agency —al least in ours. These days
you, as an ageney., must have a direct
line of contact to the marketing or
sales director of an account as well as
the ad manager.”

President of an agency in the
$15- to $20-million range (3077 t(v-
radio): “The talk about marketing
and the agency’s responsibilities to the
client for a lot more of it have the
earmarks of somebody selling a new
glamor babv. Anvbodyv who is a sound
advertising man in approach has to be
a basically good marketing man. and
vou can't isolate the two. We've always
been an active merchandising agency
and a successful one. but we're going
to stay within our depth. When an
agency undertakes to offer general
marketing counsel or service. it's
taking on a big load. and. in my
opinion. a very precarious one. I'd
rather create good advertising and
build sales by merchandising that ad-
vertising properh..”

3. Role of tv: T)e impact of tele-
vision as a preselling instrument has
influenced the thinking and structure
of today’s marketing strategy and
tactics. Television has produced a new
element of flexibility—an emotional
interest and reaction—which is caus-
ing the advertiser to revise periodically
his concept of the relation of the
mediumn to his entire marketing plan-
ning. For instance. he has found out
that the merchandising value of his
product to the dealer is greatly en-
hanced by a television campaign and

( Please turn to page 110)

12 DECEMBER 1955

TELEVISION

I
TV IMPACT AT THE

I
I
|
|
|
I
|
I
I
|
I
I
I
|
v

PRICE OF RADIO

That’s what you get, says KWKH’s Henry Clay, when

you put sound track of tv commercial on radio

" adio can achieve virtnally the same hmpact as television
at a much lower cost— if advertisers use the ~aine sonnd
track for both their radio and tv commercials.  That’s

the thesis of Tlenry B. Clay, executive vice president and
general manager of KWK, Shreveport. La. lle calls his
concept “radiovision.”  Says Clay: “When the listencr hears
the message, his mind reereates and vi<ualizes what he's
secn on televiston.” In addition to tv advertiser~ who

want to extend their impact to radio at low cost. Clay feels
radiovision should figure in the thinking of (1) the advertiser
now in radio and (2) the advertiser-to-be. The current radio
advertiser can create tv commercials “that will be recognizable
inumediately to viewers who are also listeners.” 'Fhe
advertiser with a low budget who is about to start using radio
can build a commercial readily convertible to tv when he's
able to afford it. In fact. says Clay. the new radio advertiser
might do well to work out his visual message in adhvance, * * *
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Miss Universe of 195"
Miriam Stevenson, is
shown (big picture)

relaxing after day wh

includes two tv shows
on WIS-TV, Columbic
She trained for weeks
to learn tv under WIS
Dixon Lovvorn {with |
in top picture). Besi
the work there are '
some light moments a
in picture [middle)

with Tom Cureton ant
Charlie Roman. Amo

most important activi

MISS UNIVE

for Miriam is work
clients., She's shown
(bottom picture) with
Robert H. Lovvorn,

president of Calhoun
Life, who is seated on
right. They're plannin
sales meeting with dis

supervisors. Miriam

also works closely wit
Calhoun's agency, Br
Graham and Hamby,
with William Hancock
Buick dealer who is a
sponsor. Miriam's all-

o

=

visit to Hancock show
helped draw capacity

Beanty, hrams...

Beauty contest winners are proving able as tv performers and merchandffm
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"'I|||Miss America of 1955,
Lee Meriwether, adds
wan's touch to "Today,”

everything from news
L weather to interviews.
:"w‘e Garroway (in big
picture} clowns with
.00 over tears she shed

when she won title.
She's in on football
wedictions fun (bottom
picture farthest left}).
he interviews J. Fred
39s (center) and gets
itside "'Today' studio
for sidewalk interviews

$S AMERICA

tht). Lee is available
o "Today" clients for
ppearances at conven-
tions and other
merchandising activity,
wpending on her sched-
Among recent trips
e has made from New
York headquarters of
iday” were to Chicago
where she was hostess
2t National Association
of Food Chain Stores
convention and to
Hollywood, Fla., where
she attended air
nditioning convention.

sed to be that all a girl needed to win a beauty eonte-t wa= the right

iment and a bathing suit. But with the emphasis on brains and ability as

12 beauty whieh emerged in the Miss Ameriea requirements and in the newer
Universe competition, Leauty contests today are an ideal source of fenminine

for television. The two organizations which recognized thi- most reeently—and
are wWis-Tv. Colmmbia. S. C.. and NBc TV. wis-Tv

Miss Universe of 1955. Miriam Stevenson. this fall to do two daily show-

t simultaneously

Il as appearanees. NBC TV recruiled Miss America of 1955. Lee Meriwether,
‘egular member of the east of Today. The pictures above reflect the hard work
rirls are putting into their new tv eareers. Thev're alzo a reminder to admen

hen it comes to hiring talent who can be merchandized 1o a client’s trade.

g beats the value of a beautiful girl—with brains. "

12 DECEMBER 1955
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The TOP 20 air agencie

Total tv-radio billings among top 20 increased S86 million in 1955

’) uring the calendar year 1955 the
top 20 air media agencies will account
for more than $673 million in radio
and television Dbillings. according to
sponsoRr’s third annual survey of agen-
cies. This $86 million nhicrease over
the 1954 total of $587 million is ac-
counted for predominantly by televi-
sion’s continued growth.

Ilere are some of the highlights of
the hectic year past: The most spec-
tacular increase in air media billings
was made by McCann-Erickson, with
$14 inillion more in radio-ty than dur-
ing 1954 and by Ted Bates which also

lhad a $14 million increase in air
billings; K&E follows close Dbehind

with $13.5 million over 1954 radio-tv
billings. This year again Dancer-
Fitzgerald-Samiple remains the larg-
est radio agency, but the margin be-
tween D-F-S and radio hillings of oth-
er major agencies has narrowed. In-
teresting too is the fact that the pro-
portion between tv and radio at D-F-5
lhhas virtually reversed itself this year,
from $12 million in tv and $18 mil-
lion in radio in 1954, to $19 million
in tv and 813 million in radio in 1955.

Trends emerging from SPONSOR’s
survey are mostly a continuation of
developments taking shape two years
or more ago:

o The air media continue to take up
an ever-increasing proportion of total
agency billing. even in the fact of gen-
erally substantial rises in over-all bill-
ings within these agencies.

o There’s Leen an over-all decline in
radio billings among the big shops,
which is more than oflset by the tre-
mendous growth of tv.

e Radio billings continue to derive
principally from spot, whereas network
accounts for the bigger chunk of tv
billings.

While 1955 has been a big vear for
account switches, many of these
changes do not cshow up in the 1955
billings chart. For example, some $15
nillion out of close to 840 million in

w  McCann-Erickson Dillings (the

36

by Evelyn Konrad

Coca-Cola account), wont actually be
in the shop until spring 1936, although
the agency change has heen announced.

Another recent change will affect
Biow-Beirn-Toigo billings in 1956: The
agency has lost the $8 miillion Pepsi-
Cola account. At SPONSOR’s presstime,
Pepsi-Cola had not yet announced its
new agency.

Here’s a breakdown on top agency
billings in 1955:

1. Y&R: radio-tv billings, $72
million; tv, 860 million; radio, $12
million; radio-tv share of over-all bill-
ings, 407..

During 1955. Y&R had 73 different
tv shows sponsored by its clients either
on network or locally, 23 different
radio shows. The agency’s major tv
clients were Borden, General Electric.
General Foods and P&G. On network
tv. Y&R had eight quarter-hour shows,

195 5: THE TOP 20 AIR MEDIA AGEN

= oo
1 1 Y&R $60 812 872 40
2 2 BBDO 8195 $10.5 s6o 0
2 4 McCANN-ERICKSON  $495 8105 s60
4 5 B&B $415  § 38 $49.5 55
5 3 Iwre $39  $8 s47 2
'@ 6  BURNETT $363  § 5.8 s42.1 60
T 10  BATES 35  §7 $42 70
8 12 K& 829 65 $34 57
9 8§  DFS 29§13 832 60
10 9 ESTY E 28 $3 $31 60
11 7 BIOWBEIRN.TOIGO 5  §5 s30 68
12 1 COMPTON 202 $41  $243 5
13 15 AYER §16  §7 $23 25
14 13 FCB 4§75 $21.5
15 13  LENNEN & NEWELL $16 $4 $20 50
16 19  DARCY $145 §5 $19.5 36
17 11 caws $15  $4 s19 4
18 18 SSCB 45 $33  SI17.8 5
19 20 MAXON $135 §1  $14.5 48
20 16 KUDNER $IL5  § 25 si4 23

*Including Internatlonal.
released or confirmed figures in above chart

**Estlmate based on account actlvity

At other 18 agencles, top managemeant




31 hall-hour shows, eight one-lrour

On
shows, two lall-lonr shows,

Y &R is the undisputed Number Oue
ageney both i air media and over-all

sliows, radio, Il qnurter-hour

billing~.

2. BBDO: radio-ty billings, f60
S19.5 mnlhon: radio, S10.5
million; radio-ty share of over-all bill.

gs, 0%y

million; ty.

This ageney had 109 active radio ae-
counts, 100 active tv accounts during
1035, four uetwork radio shows, 17
network tv shows, 105 spot radio ac-
counts, 93 spot tv accounts. Its big
network radio buy for the year was
Walter Winchell on MBS for TWA.

2. McCann-Erickson: radio-ty
billings, 860 wmillion; tv, §19.5 il
lion: radio, 810.5 million;
share of overall billings,

radio-tv

ors
R4S I

This ageuey got four major accounts

in 1935, althongl one of these won't
actnally: bill throngh the ageney nutil
spring 1936:  Coca-Cola, SI5 illion;
W estinghouse consumer and Tamp oy
vistons, X5 million: Bulova, >0 million:
Swift & Cog, ST anillion.

It s estimated within the trade thrat
this ageuey is one of the three Tikels
to Lt 5200 million over-all billings in
1936, The agency’s air nedia billinzes
are expected to it an estimated 875
million wext year.

(The fact that BBDO and McCann-
Frickson’s radio aud w billings for
1955 are idemtical is sheer coiuci-
dence. In the case of these two agen-
cies as in the case of 15 ont of the 20
in the chart, sroxsor obtained 1935
estimates from top management within
eacl agenev. Neither agency kuew the
billings of the other hefore stating its
own 1955 bhillings.)

I. Benton & Bowles:

Lilling=, S 195 willion: .,

vadio-ty
~HLS
LHon: radio, S8 million; radio v <hare
of over-all billings. 55

This agenes acoqmired S18 million i
& ) ]

new  billing during the past vear:
Stiedebaker,  STES million;  Flonida
Citru~ Commis<sion. =3.5 willion: ~

C. Jolinson, 21 million.

3. ). Walter Thompson: radio-
tv billings, 87 mllions tv. £39 nul
Lo radio, >0 milliowr: radio-ty <liane
of over-all bLillings, 2777,

This ageney. long-tinte Nunther One,
telinquished it sapremacy i over-all
billings to YR, through loss of some
821 willion doring the past vear, in-
cluding these account<:  Ballautire.
Swift. Florida Citrus. Parker 'en.

6. Leo Burnett: radio-tv, 312,10
ntllion: v, 836.3 unllion: radio, 835.8

(Please turn to page 115

FOR COMPARISON, STANDINGS IN PAST SURVEYS

o5 air is of Total bitlings

ndlcale agency was pot among top 20 for 1953

Ageney w lgs?mll"z:‘l’)l. s (:!v;lr‘ld;;‘ tmmi{i ’:ﬂ‘l‘l’l';;" total 1953 }954(mlillons) lz;‘:ﬂ"(::‘l‘l’l::)
Y&R 50 <14 | S64 S48 40 31 £160* $110°
BBDO $16 813 $59 $49.5 40 36 $149 8137
JET* 838 812 $50 $39 27 24 s185e s161°
McCANN-ERICKSON 35t 811t $46 $22.5 3 22 g31e $103°
B&B 830 $75 8375 $36 55 60§68 $ 60
BURNETT ©276 $62  $33.8 s24 64 56 853 s
BIOW - $278  $56  $33.4 s28 0 s s48  $51
D.F-S $12 318 s30 $28 39 55 $ 51 $51
ESTY $26 $3 s29 $27 6 60 $ 45 t45
BATES s s6  $28 s25 62 61 $ 45 ¢ 41
COMPTON $168  $55  $22.3 SIS 54 43 $ L3 £35
K&E $13 $75  $20.5 s16 a1 10 § 50 ¢ 10
LENNEN & NEWELL  $16  § 4 $20 s18 57 55 $ 35 £33
Creap | sz $ 8 $20 $19.2 24 2 $ 82 $ 77
 AYER s12 $6 s18 ~ - 2 & 87 $ 83
" KUDNER 55§92 $17.5 $16 39 36 £ sa
C&F $12 s4  SI6 $13 12 37 s 38 $35
" ssce 512 $3 SIs $13 50 50 $£30 §2%
D'ARCY $9 5 SI4 . 28 . $ 50 £ 46
MAXON " s95 ¢35  SI3 S14 a7 10 $ 35 ' 35
international. **Estimate based on accoun) lc(lv;U‘ 17Br;nkdwn> between l~' and radio 1s SPONSOR. esfimate: Total air blllings come from McCamn- Exickson.



litdio-and-giveaw

bhack four decades. Ilis first radio giveaway customer: Norma Shearer

Raymond R. Morgan, president of
the Hollyiwood agency bearing his
name, has achieved giveaway
results like these in radio:
1.500,000 box tops in a few years
for White King soap in an area
of only 7,000.000 families;
600,000 unwinding bands in a
recent offer for Folger's coffee.
The article at right expressing
Morgan’s vehement faith in radio
is adopted from a recent speech

at NARTB’s San Francisco

meeting.

“Queen for a Day”

[y

astest, cheapes

That’s Ray Morgan’s opinion and his experience with “giving to get” dates

I was born up in the gold country,
near a little town called Sonora, Cal.
The main street was three blocks long
and on it were 37 saloons. 1 think
that must have been where Alcoholics
Anonymous came from. Because there
were plenty of alcoholics, and most of
them were certainly anonymous.

In this little rough and tumble foot-
hill town, I learned two lessons that
have helped me sell many millions of
dollars of radio time—and helped ad-
vertisers use this time with great profit
to themselves. I would like to tell you
about them.

When [ was about eight or nine
years old I had to go to work. So I
sold the Saturday Evening Post. A

is one of many shows Morgan has created. (L. 1o r.) Nicholas Keesely,

Lennen & Newell v.p.: Miss Hawaii of 1954; Ray Morgan; Jack Bailey, m.c. of “Queen”
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Post sold for a nickel. It cost ine 3c.
So I made 2¢ a copy.

Now [ didn’t want to work, any
more than any other youngster wants
to work. It was no fun trudging
through the mud and snow trying to
sell magazines.

But the Curtis Publishing Co. built
its circulation by having boys sell their
magazines, copy by copy, from door to
door—from saloon to saloon. And
they did this by offering the boys
prizes! Toy steam engines, magic lan-
terns, magnifying glasses.

One month I did particularly well,
and what do you suppose they unload-
ed off the Sierra Railroad for me? A
shetland pony! The point is, Curtis
sold magazines by giving away ponies!

They made young bovs who are all
notoriously lazy, into hustlers and
rustlers, by giving them a plus induce-
ment to get them into action and keep
them going.

About 1911 I got the agency for the
Ford car. I was about 15 vears old.
Still in Sonora.

Price of the Ford Touring Car was
8685, 15% commission to me. No
self-starters. You had to crank the
things. And if you didn’t shove the
spark lever back, it kicked back and
broke your arm. Tail light was a
kerosene lantern. Headlights burned
gas made by water dripping over car-
bide in a contraption hooked on the
car’s side. A hand throttle but no gas
foot feed. Tires blew out every 50
miles or so and had to be pumped up
by hand.

I thought I was some salesman be-
cause | had been a whiz selling the
Saturday Evening Post. But I couldn’t
seem to sell a Ford. I gave demon-

SPONSOR

. e




stration after demonstration. 1 can-
vassed prospect after prospect. My
nerve was wearing ont. Aud my Ford
was wedring ont,

One day I had a farmer with a pen-
cil in his hand, abont to sign the con-
tract. My first Ford sale! But he
backed away fromi it. All of a sndden
I got a bright idea. | said to him,
“Have yon and your wife ever been ta
the c¢ity?” Up there in the tall timber,
people called San Francisco, “The
City.”

| don’t have to tell you the rest of
the story. Bnt in a few years in this
little mountain eounty 1 was selling
300 Fords a year. The point i, the
best way to get something is to give
something. The lure of a trip to the
city sold many Ford cars, gave many
people happiness, made me many dol-
lars and much success.

Years went by, A war was fought
and won. [ found myzell sales man-
ager for a gasoline company. A little
company in Long Beaeh called the
Macmillan Petroleum Co.. and its fond-
est dream was to sell 8,000 gallons of
gasoline a day, througl 200 stations.

Obviously. there is some competi-
tion in the gasoline business—and
some sizable eompanies such as Stand-
ard and Shell—and an equally fond
dreami of theirs is to keep any little
company from selling 8.000 gallons a
day. Or eight gallons for that matter.

Anyway. there was a radio station in
Beverly Hills, located in a back room
of a furniture store owned by one E.
J. Krause. He ealled the station KEJK.
We bought the radio station and
moved it over in baek of a gas station
and changed the eall letters to KMPC.
The MPC came from Maemillan Petro-

leum Co. I never did know where the

K’s on radio stations came [{rom.

At this early date, no one had ever

thought of selling radio time. We just
wanted to talk about our gasoline.
And that we did. Not only hall an
hour a week—or 15 minutes a day. We
were on the air for Maemillan Gaso-
line 16 hours a dav. And our radio
station and towers were part of our
swell new serviee station across from
the Beverly Wilshire Hotel.

On opening dayv we sold 200 gallons
ol gasoline. After thiree months on the
air, 16 hours a day for our product,
our gallonage was—200 gallons a day.

Obviously there was little power in
adjectives to sell gasoline.

So, one evening we went on the air
and offered a budget book. All vou
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7T TIPS FROM RAY MORGAN ON USING RADIO

Don’t tet ratings fool you.

I'd rather talk 10 100

people and «cll 10 than talk 16 o unthon people aud

end np <elling 10 nour of them,

There's

no point to bnying a $10,000 show when the commerdials
e are wrilten by a §10 a week hack,

P rather reach four people out of every

2 [t's the commercial on the show tar sells ar doesn't,

100 every day

When you scll on radio cell hard and sell atraight. No

salesman ever came oul of a groeery ~torr with an

3. than 10 people out of every 100 once a wee
I ecinging a jingle or “entertaining” the grocer.

Nobody ever heard a watt. Nobody ever heard a radio
The listener hears the program and may hear the com-
prog Y

a mercial that’s on i1

To get something, give something.

rder by

tation.

[f you are going ta offer

a premium, look for the concealed value. \ can opener ounds
o like a dime no matter if it’s worth $5,

von start something on radio. never, never «top,
o stick, don’t start or you'll lose your <hirt.

had to do to get it was to drive in and
ask for it. It was a simple little book.
It only eost a few cents.

Inside of five ininutes a long Isotta
Franchini wheeled into the station,
bought 20 gallons of gasoline. It was
Norma Shearer. She had come in for
a budget book.

At the end of 30 days, our gallon-
age was 2.000 gallons a day, in one
station. We then put our attendants
out in the neighborhood. calling house
to house and giving away coupons
good for two gallons of gasoline. We
used radio to tell people about these
coupons and to bring them to our sta-
tion.

People came in by the hundreds.
Nobody ever said, “Put in two gal-
lons.” They said “put in five—or 10
—or—All her up.”

The point is—the best way to get
something is to give something. The
Bible says it is more blessed to give
than to receive. It says also. “Cast
your bread on the waters and it will
return twofold.”

All right. What has all this got to
do with making radio sell—at a profit.
Just this. Radio offers the fastest,
cheapest, surest way of inducing peo-

If vou ean’

7 Be patient. Look at years instead of weeks or months. Once

ple to buy merehandi-e the world has
ever known. This, providing you hase
(1) the right angle, (2) the right offer
and (3) the right copy. 1 exclude tele-
vision from this statement because it's
too new a medium to acenrately ap-
praise as yet.

What do we mean by right offer?
Well, witen President Koosevelt wa-
alive. Mrs. Roosevelt  FEleanor
Lill put throngh eongress which per-
mitted a book of any ~ize to he <ent
through the mail anvwhere for just
one penny postage. You could mail
a 20-pound volume [rom here to llon-
olulu for a penny po-tage. il vou want-
ed to.

We found a dictionary {or a dime.
A good big book. Bound in Fabrikaid.
With eolored maps. and the name
“Webster” in gold on the cover. We
bought a 100-word announccment
from Ed Franklin up at KJB= offering
this dictionary for a dime and the
unwinding band from a tin of Folzer's
Coffee. Next day we got 700 letters.
And 700 unwinding bands.

We quickly added other stations and
it wasn't long until we were buving
a carload of dietionaries a week. And

{ Please turn to page 113)
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" PART FOUR |

| OF SIX PARTS

Said the (v rep to the radio rep:

o vou think you've got head

Then, as they talked, it turned out they had many migraines in common

If there is any resemblance between the tico characters portraved in the

story below and any persons liring or dead. it is purely coincidental.

If there is any resemblance beticeen the topics discussed and the actual

headaches of station representatives, it is purely deliberate. There are few

headaches like a business headache and no headache like your own. But

the station rep, as the dialogue brings out, has a peculiar migraine

syndrome. While he is first and foremost a salesman, his joh, in the

best sense, inrolres service to two groups: customer (the agency) and

client (the station). And he sometimes gets the frustrated feeling that

neither—especially the agency—permits him to do the best job he can.
On top of this, his client is often affiliated with a network. wchich he
must sell against (though it creates adjacencies for him), and his customer

is linked to an advertiser. 1wcho must be both satisfied and pacified.

No wonder. as this fourth story in SPONSOR’s series on “Adrertising

Headaches™ shoiwes, his temples sometimes throb like a runaicay jackhammer.

by Alfred J. Jaffe

() ne day recently a tv rep met a
radio rep on Madison Ave.

After exchanging the customary
greetings. the tv rep asked the radio
rep, “How’s business?”

The radio rep moaned.

“It’s enough to make you want to
give it up,” he said. “Nobody seems
to understand spot radio. Nobody
seem= to recommend it any more. The
timebuyer won’t go to bat for it. He
says everybody and his cousin wants
tv. The dealer wants it. So the client
wants it. So the account executive
wants it. So the timebuyer wants it.
liverybody wants glamor and nobody
i= interested in a bread and butter
buy that can’t do anything but selt
goods at a low price.”

“Uh-hubh,” <aid the tv rep. And
how’s busines<?”

“And not only that,” the radio rep
went on. “How the hell can you sell
<pot radio against those damn network
pot carriers?  You can't compete

40

against those prices. | go to a time-
buyer and I show him some good
availabilities. So he says what's the
rate as if he didn’t know. And I say
550 per. Then he comes back at me
and says he can buy the station with a
spot carrier for $15.”

“Yeah,” nodded the tv rep sympa-
thetically. “that makes it rough.”

“Sure,” said the radio rep. “l can
tell him that I’ve got buys that come
down to a lower cost-per-1,000. And
I can tell him that I've got a personal-
ity on mv station who can sell any-
thing from vacuum cleaners to tooth-
paste by just saying hoo. He just tells
‘em. “It’'s a good product. Take my
word for it.” And vou know what the
listener does? He runs right out and
buys it. But that 850 versus $15 has
got a bad sound.”

“l know what you mean,” =aid the
tv rep. “But how’s business?” he per-
sisted.

“Terrific!” said the radio rep. “You

know a lot of our stations are sold out
in the morning? It’s tighter than a
stubborn ovster in September.”

At 5lst St. the tv rep cheerily
flagged down a timebuyer he knew
well.  They chatted a few moments
about the timebuver’s hobby, photog-
raphy. As thev parted, the tv rep
slapped the timebuyer on the back and
said. “So long. pal.”

“You think you got headaches?”
the tv rep said to the radio rep. “Now
you take that guy. I do a slow burn
inside now every time I see him. Let
me tell you what happened recently.
His account has a big announcement
schedule on one of my stations. Every
time I used to see him. he’'d asked me
if anything good had opened up so
he could switch one of his late eve-
ning announcements to “A” time.
Now, wouldn’t 1 tell him if I had any-
thing good, a big account like that?
Anywav. a couple of months ago.
somebody canceled a 20-second slot
rext to Lucy.

“Switched to spot radio?” the radio
rep asked hopefully.

“First thing I do,” the tv rep con-
tinued. “is call this guy up and tell
kim I'm handing him the spot on a
silver platter. (And I have to buy him
Christmas presents.) So he tells me
to hang on to it and not to breathe a
word about it. He's got to check the
account man because it means more
money. It's just routine. of course, he
save. Can vou imagine that? A time-
buver having to get an okay on a spot
next to Luey?”

“I'm getting hungry,” said the ra-

SPONSOR



dio rep. “Ilow about Toots Shor’s?”

“Okay.” They turned down 52nd St
“So T said I’d hang on but please.
please, get an answer quick. That spot
is money in the bank, you know.”

2

“I don’t know,” said the radio rep.
“I don’t watch Lucy so much any
more. It’s the same ol(.l lhil}g. I bet.a Rens aomplbin thay donilalvays gat o folr
lot of people are getting tired of it. crack at new business, say some timebuyers
Did T show you the latest radio sets- keep on using same stations over and over
in-use figures for . . .”

“This is Monday morning at 11:00
a.m.,” the tv rep went on. “I figured
if I don’t get an answer by noon, some-
thing’s wrong. T didn’t, so I called
back. The guy’s not in. At two
o’clock, I called again. He’s at a meet-
ing. What do these agency guys do
at all these meetings, anyway? I final-
lv catch him at four and he tells me
the account man is out showing the
client the town. When I ask him how Timebuyers resent reps going over their
long it’s going to take to get an okay. heads, but, reps sey, this sensitivity
he asks what’s the hurry, the guy still isn't found among buyers of print medis
in there still has 30 days to go. So I
tell him—in a nice way, of course—
that he’s not the only advertiser in
the world and there are plenty of time-
buyvers who would give their right arm , .
for that spot. . . .”

“Do you really think Lucy is such
a wonderful show?” asked the radio

rep. “I...7
(1]

ZLOTNICK

. . . Naturally, he comes back at

i " Chaining timebuyers to desks doesn't give
n.]e “}th’ Well, DRELEIn Ot the only sta- them a chance to travel and get first hand
tion in the world and look at all the data about market differences, reps say

money the account is spending.’” I get
the point and hang up. Well, would
you believe it, that an okay didn’t
come in for two and a half weeks. He
lells me they had to go to the account
and get a little extra money to buy in
“A” time in that market. Extra mon-
ev. I could just about buy you a lunch
for that extra money. As a matter of
fact, I think T will.” the tv rep fin-
ished as they went into Toots Shor’s.

ADVERTISING HEADACHES

A series of articles designed to put in perspective

The radio rep protested mildly. the air media problems of:

“Oh’ hell,” said the tv rep, “it,S on 1. Timeburers .cececeeeceneccocicaceeseons ‘......’.‘.‘31\Orla:r:
1l. Accoun! execulives ..ee.cooocioveanccess Norembe

the expense account.” AS they “.alked 111. l;rmanaerrl .................................. 28 November
to thC bar the tv rep Said’ ‘.There,s IV. Representalives . cco.ccco-eeemmiconssess; £aD00m0000 this issue
1°, Radio-tv directors...... reonanssannanesien. 26 December

(Please turn to page 93)

cvoneee..9 January

Ntation execulives...
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rograni-Product Ads: Goodman's Noo-
lles merchandises Long John Silver in

featuring products, show premiums
I F'ranz Buller-Nut Bread uses theme
{ “Fun To Reduce” fihn show and tune.in
lugs to sell energy valucs of i1s bread prod-
icts; Domino Cigarettes uscs endorsement
rom syndicated star Eddy Arnold in print.

‘Ii; Gl.l(.;l Pirate Story Ever Tl

. Long John Silver
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e _ Effectiveness of syndicated filmm series is hoosted .
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advertiser backs films with promeotion drives

National or regional advertisers
who sign for multi-market campaigns
with a syndicated film series often de-
velop a cold, glassy stare when some-
one suggests an extra budget to back
the show with a big merchandising or
promotion campaign.

With what seems to be crystal-clear

throughout the syndicated film indus-
try. And with good reason. The con-
sensus of film industryites queried by
$sPONSOR boils down to this: the film
program advertiser who lets his show
exist in a promotional or merchandis-
ing vacuum, once it’s on the air, is cut-
ting its potential effectiveness by as

» CN—— logic, the advertiser is likely to ask much as one-third.
T ) gy “Why can’t the program do a job .
R i without extra help? Why should | Iasic aids: Where does a non-net-
te . have to advertise my advertising?” work advertiser look for assistance in
\ ' . i 0?7
. ITSFUN As sponsor found by an extensive lizekStobin yalis 51.10“ .
= TO checkup jamong leading program fbuys The best answer is the simplest:
REDUCE T oL ST check with the firm that sold you the
Shirwam i ers and top film distributors, the an- .
KOIN-TV . show. (See also box at right.)
Sre ot swer seems to be this:
The additional expenditure is well
s = W,Orth 8 (TS O_f larger a,UdIences’ Personality creation: Susie cartoon char-
lllg]ler SpOIlSOT ldentlﬁcatlon and acter created to gi\‘e new sponsor iden-
ails stepped-up product sales. tification with rerun of Private Secretar)
= PP , PP ) aided TPA in landing tv sale. First run
Sl seran: Here’s how two film industry execu-  of show is continuing at network level for

Leom Lddy Armotd
...TO FOLKS WHO KNOW A GOOD BUY}

DOMINO-the

. cigarette
that saves you up to 30¢ a carton !

tives expressed themselves.

“Even the best film show can get
lost in the television shuffle of dozens
of weekly programs today unless the
advertiser makes every effort to keep
the show, and the products he sells on
it, constantly before the viewing pub-
lic through program promotion,” said
M. J. Rifkin, sales v.p. of Ziv Televi-
sion Programs.

“A close examination of the prac-
tices of top film advertisers tells the
best story,” added Television Pro-
grams of America’s v.p. Michael M.
Sillerman. “Successful advertisers are

T -y convinced that a great deal of the mag-

28 o . . .
— v ic in the medium evolves from thor-
oy

\
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ough and continuing merchandising.”
With few variations, you'll hear the
saime basic advice urged sincerely

American Tobacco, hence retitling of show.

[ -
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Almost every syndicator who’s got a
new or rerun program series for sale
has air extensive hue-up of promotional

aids a sponsor can use.

Usually, therce’s a basic promotion
kit which contains detailed adviee for
in-advance promotion (advauce wail-
ings, on-the.air teasers, billboards, use
of company promotional media, ete)),
aud the outline of a running promeo-
tional campaign good for the dura-
tion of the show’s cyele. lu addition,
there arc prepared publicity releases,
photos, ad wmats for tune-in veminders
in newspapers, and suggested point-
of-sale materials.

“Just these basic promotion aids
alone,” said Official Filins’ John New-
man, “make an advertiser’s program
compete promotionally with all but the
biggest national program offerings.”

Such stock promotion kits are a fea-
ture of shows offered by top-rank
film distributors like. alphabetically,
ABC Film Syndication, CB> Televi-
sion Filim Sales, Flamingo Films, Guild
Filims, MCA TV Ltd., NBC Film Diwvi-
sion, National Telefilm Associates, Of.
ficial Films, Screen Gems. Television
Programs of America. U.NL&M., and
Ziv Television Programs.

But, under the competitive pressures
of today’s telefilm industry, such basic
promotion kits—to be used jointly by
sponsor, ageney and outlets—are only
the beginning of promotional hoopla
for today’s syndicated film shows.

Topical Vie-in: Promotion Director Leo Gutman of Ziv
Tv Programs shows ofl barrage of promotional aids, store
posters, car cards, etc. available to sponsors of telefilm
Highway Patrol serics. Show's strong safety slanmis make
it possible for sponsors, sucl: as Ballantine, Carnation,
Kroger and others to tie in with traffic safety campaigns.
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Four steps 1o take in promoting a syudicated Gibur show

1. Basie kive: Syvndicators generally malee available to adiertisers a
promotion Lit comtaning samples of specal dosplay  material, outline
Jor @ running promotion campuign, and publicay material, A can usu-
ally be ased as is, or adapted casily 1o sponsor’s promotion camjpegn,

2, Tie-in merchandise: Advertivers can otten oltain at cost special
merchandise items ted in witle the show, such av Western hats, shap
models, partor games, cte. These can be used as self-hquidating premi-

urns, prizes in contests, giveawavs at pornt of sale, or other oiilers

3. Swr values: Stars of syndicated shiows are often avadable, at nomu
nal costs, to male “customized” commercials on film for wational, re
gional vr local elients to bvost sponsor identifcation. Also, many star
are qvatlable, again at modest cost, to make special personal appearances

1. Timely promotions: Wil a little ingenuity, syndicared shows can
be tied into local community, civic or charitable campaign. For example,
a show featuring Navy activities could tie in with a local Nary recrun
ing drive, a show stressing higlueay safety can be tied to “Safe Driving’
campaigns. Sometunes, lelcﬁ!m stars appear tn currenl [eature povies
and promotions are possible witl local theaters, tv stations, newspapers

Special  gimmicks: There are an  games. Often, they are an important

endless variety of ghmmick promo-
tions, often pretested. available to filin
program advertisers from distributors.
Here's a quick round-up that will show
the range.

o Franchised erchandise: Fver
since the radio days of Tom Mix, pro-
gram producers have been quick to
realize the value of tie-in deals with
everything from sweatshirts and toy
guns to do-it-yourself kits and parlor

Club plan outlined below.

source of extra revenue to the produc-
er, enabling him to Keep his show costs
down. But, more importantly, they of-
fer promotional opportunities to the
sponsor. since most of the merchandi-e
is available to the advertiser at re-
duced prices through the filin distrib-
utor.

Sometimes, the merchandize avail-
able for a tie-in promotion has, in ef-

( Please turn to page 102)

Kid’s club: Juvenile-slanted telefilms offer many promotional opperiuni-
lies to spot tv adverticers, such as Stere Donovan, Junior Western Marshal
The show. from NBC Film Division, can be
uszed as springhoa:d for club campaign in which moppet viewers mail in
boxtops for club badge or ring. Followup campaign of club meectings,
civic activities, tie-ins with police authorities are also in club plan.
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Big gamble taken by supermarketer Bill Harris, president (left), to sell soap and cereals has had big payoff in increased store sales,

and J. J. Earnhardt, ad manager, in using live symphonic tv show gratitude of cultural interests. Show has popularized classics..

Who ever heard
Symphony

selll
1 supermarket

Charlotte’s Harris food chain spends

S1.300 weekly to produce a live, long-hair

music show on tv that's doubled sales

4

A decade ago, Charles Luckman,
then president of giant Lever Broth-
ers, laid down what has since been
generally regarded as one of the basic..
unbreakable rules of radio-tv adver-
tising.

Said Luckman: “You can't sell soap
with a symphony.”

But, in Charlotte, N. C., a local firm..
Harris Supermarkets, is bu:ily prow-
ing once again that making advertis-
ing rules is tricky business.

Not only does Harris sell everything
{rom soap to sausages with the aid of
symphon’c music, it sells them on tele-
vision, where serious music is regarded
as one of the most un-visual program
ingredients in the book.

The selling takes place once a week.
on Charlotte’s WBTV, where Harris
sponsors a half-hour symphony con-
cert featuring the live 30-piece Char-
lotte Symphony under the direction of
Dr. James Christian Pfliol (see cut
on opposite page). Weekly program
costs: about 81.300.

A waste of time? Hardly.

Reports Charlie Kincaid. of the Kin-
caid-Chandlee ad agency that handles
the Harris account:

“Acceptance of the program by the

SPONSOR



Production ingenunity of WBTV <affers and Charlone’s pride in
local symphony group have made weekly live video show for Harris

Chri~tian Pfhal lead

food c¢hain the top loca | I '

the 30

tv public has been tremendou-. Sep-
tember Telel’ul<e rating for the <how
was J7.0—which nmeans that it iz one
of the highest-rated locally produced
shows 1 the nation.”

But even an enthusiastic tv follow-
ing. hawever large. is meaningless to
an advertizer unless the program can
produce sales. Again. the program.
known az Carolina Iour, rates in the
upper brackets,

Here. as rounded up by tv-minded
KNincaid. the young and dynamic pre:-
ident of the ad agency. are some of
the result= achieved with the program
series:

e A single 20-second announcement
on the show loosted the sale of Swi't
and Hormel hams 0 11,000 pourds in
one week. Top figure for a newspaper-
centered campaign previouzh had hezn
8.000 pounds weekh.

¢ J.J. Earnhardt. secretary end trea-
surer of the Harris chain who directs
the firm’s advertising. decided recentls
to test the sbow’s pull with a specialty
item—a tv table. In just one week. the
chair of four stores sald 900 tables.
the entire =upply.

® New products in the Harris stores
have h-en lifted from obscurity over-
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night to the stramns of Beethoven anid
Bartok. A new starch. Kleer Blu. was
at the bottom of the lit of products
of itz type in =ales. After being fea-
tured on the classicallmu~ic tv show a
few times, it bounced. according to
LEarnhardt. so high that it “now beats
all other brands of =starh put to-
gether!”

mercial in Carolina Hour.  Re-ult:
15.000 chichens were <old the foll
ing week. In terms aof pounds. fryvers
jumped from 26.000 to 33.000 pound~
¢ lce ¢ream has been given a big
sales hoost by the show. Ac gt
adman Kincaid: e

the stores moved anyv quautit
prozching the 10,000 worth they -old

o In Charlotte. where f{ried chieken the week following a Carolina Hour
i= one of the culinary specialties of  plug. Now theyv are in tl 3
most homes. frvers had leen selling gallon bracket with Borden'~.

con istently at 8.000 per week. Once.

during a =pecial nawspaper drive. the @ffbeat stare: ol .

sale had jumped to 12.000 chickens show ha< been attribut

weeklyv. Then came a single v com- (Pleas 2

At planning <~e~sion for “Caroliva Hour™: Gil Stampe I N

Charlotte Svmphony manager: Tom Cookerly, WEBT\ ( Ni . pre-ident
Kineaid-Chandlee \dverti-ing: Bob Rierson. WBTV productio : br. )

conductor: Kenueth Fredwell Jr.. WBTV v
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Bill Smith, who wrote the urticle below.

talent from two strategic van-
tage points: For many years he was
talent reporter and editor of The Bill-
board, and currently he represents tal-
ent and takes an occasional flyer as a
small investor in Broadiway plays (this
month he's casting a musical comedy).
I's Bill’s belief that advertisers can
do something about the high cost of tv
talent if they themselves take an active
role in the search [or new—lence in-
Bill ought to be
money-conscious. e doubled as a

expensive — talent.

stock marlket expert and theater col-
umnist at one point in his career.

T o throw an old saw at you: “Noth-
ing succeeds like success.” Today
you'd like a Jackie Gleason to sell
your product; or a George Gobel; or
an Ed Sullivan—or take your choice
of any of the top-rated people.

A few short years ago if the Glea-
sons. Gobels and others were offered
you, you’d be indignant. You were
spending zillions of dollars.  You
weren't spending that loot to run a
school for talent. You didn’t want
unknowns or has-beens identified with
your product.

Well, dear reader. listen here:

Before Gleason caught on at Du
Mont—that was about 1950—he was
marked off by the trade as washed up.
He had been knocking around night
clubs for some vears; he was too fat

AUTNOR BILL SMITI, CENTER, IS SHOWN CHATTING WITIHH

Maybe there’s no reliable formula for erecatin

a star, but here are some of the ways to

find the kind of performers you wamnt

and liked the night life too much. Oh
yes, Gleason was a good sketch comic.
But that was all. Just about the same
time there was a play going the Broad-
way rounds entitled. ““The Buffoon,” to
star Gleason.

“Gleason?” asked the boys who
“know,” throwing their hands up in
horror. *Are you kiddin’? That guy
has no box office.”

George Gobel was what the trade
called a “standard club date act.” He
worked out of Chicago in the Midwest.
About 1951 he got his first New York
exposure at La Martinique, a night
club now closed but then riding high.
Gobel failed to impress, was canceled
and returned to Chicago.

Tv was already inaking a noise;
performing talent was in great de-

mand. But who wanted Gobel? Don’t
all yell at once.

Gobel came back to New York a
year later, this time to the soignee
Pierre Hotel. He was funny, genuine-
ly funny. His Midwestern twang as
he described his domestic problems
bred chuckles and spread warmth. But
most of all, his comedy had audience
identification.

We liked him so much we urged in
print that tv talent searchers grab this
boy. To our knowledge at least four
network reps took a look at young
Gobel. Result? Uh-huh, you guessed
it. Nothing.

We met Gobel in a Broadway shoe-
shine parlor (he paid for our shine).
He was feeling very low. “What do 1
have to do to make a dent in this

MILTON BERLE AND HIS MANAGER, IRYING GRAY, AT BERLE'S WEDDING
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Lnwanted: Gobel. shown giving NBC v.p. Durocher some lip,
and Gleason, putting the arm on Carney, were struggling nightclub

town?” he asked disconsolately. “Ev-
erybodyv. including Dave (that was
Dave O'Malley. his Chicago agent who
is his partner today) tells me [ have
to nrake it in New York. Well. here I
am. After this job I've got nothing
else. Looks like I'll have to go back
to Chicago and club dates. At least
people know me there.”

At this point T should step forward
and tell you how 1 advised him what
to do. And how he went out and did
it and promptly became the success he
is today.

But if memory serves me correctly
what T actually said was. “Uh-huh.
Yeh—things are tough.” If my ob-
servations were any more profound |
don’t recall them.

In 1954 Gobel came back to New
York at the Waldorf-Astoria preceded
by an NBC drum-thumping campaign
as that web’s “new™ comedy find. Go-
bel was a hit. In the parlance of the
trade. he “killed the people.”” But
vou know something? He did about
the same act at the Waldorf that he
did at the Pierre and La Martinique.

I don’t know why I cited Gobel and
Gleason as examples. 1 could have
picked on any number of currently
high-rated tv personalities who. when
they first started knocking on doors,
were regarded with disdain—if they
were regarded at all.

Before you start thinking that 1
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wrote the book. permit me to admit
that I was one of the many “‘experts”
who thought Ed Sullivan was a tepid
cup of tea. 1 even went further than
that. I wrote a prece that brought
him and his producer. Marlo Lewis.
to my office ready to tear my head
right out of my collar.

But sPONSOR isn't giving me all this
white space to reminisce or brag.
There's a point to all this. The point
i= there 1= as good performing talent
around today as there was four or five
vear- ago—talent that can be bought
comparatively cheaply and, if nursed
along and developed. become the
star salesmen of tomorrow, and not at
astronomic prices.

You. Mr. Cosimetic Manufacturer—
vou, Mr. Automobile Maker—all of
vou who spend thousands. perhaps
millions of dollars on research: how
much research have vou done in show-
business? You have a training period
for vyour engineers. chemists. sales
staff. It is out of this research that
vou come up with new products that
keep vou in business.

So now vou're in tv. Youre in
showbusiness whether vou like it or
not. You can call it sales promotion
or whatever name it suits vou best to
call it. But whatever it 1s. brother.
vou're in showbusiness. Directlv or
indirectly. vou're hiring talent—com-
ics. singers. writers, directors. produc-

performers only a few vears ago nnnl <omeonic
ered” them off the beatan entertainment track

L} oy !
wldenly “discov.
Gl .l'nl first

Mor

ers, announcers and goodne~~ knows
what else. The chances are that all
you know of these strange people is
that they cost a lot of money.

Sure. you want the best there i~
until vou find out how big the tab is
that you'll have to pick up each week.
So vou seek the second best. Second
best performers? Not necessarily.
secand best known? Mavbe theyv’re al-
<o too high. So vou go a step lower
until vou fhnally hat what you hepe is
the happy medium.

Was there any research involved?
Hardly. It was hit and miss. ending
in hope.

Now where do vou get this per-
forming talent? \ctually vou don’t
get it. Your ad agency comes up with
it. Where did they get it? They got
it from a talent agency or from a net

work. The

talent agencv can bhe a
packager. which mean- it gives vou
the whole <hebang rforming talent.
writers. directors. producers. The
same goes for the networks. Thev als
give vou the whe kaboodl
performers. writer=, etc.

There will bhe times w sit

and sign checks wonderine where these
talent agencies or web-~ cot thi- talent.
how th ut it tocether. How were
these pe trained? Where did t

get their experience. .\ lot of research
mu=t have ¢

into it. Or so vou

( Please turn to page 86)
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DICK LEWIS

Here's
Your Man!

FOR SELLING THE LATE
MOVIE AUDIENCE
IN DENVER

“Controversial”’ Dick Lewis . . .
Denver’s TV “pitchman” . .. gets
more salesmanship into ’tween-
reel minutes than any cinema-
jockey in The Denver area! Buy
the Dick Lewis “Late Show’ on
KLZ-TV for SALES RESULTS!

Your KATZ man knows.

(8BS Television in Denver

KLZ.7

\ Denver's Highest Powered Television Stutlon

50

See: What happens when tv hits a market

Issue: 30 May 1935, page 40

0 o) Subject: Effect of tv on a previously unex-
posed market

Dr. Thomas E. Coffin, manager of NBC research, recently re-
leased part two of the NBC TV Fort Wayne tv study. This portion
of the study dealt with attitudes toward television in the food and
drug trade.

Information obtained by sPOXsOR gives a breakdown of the figures
showing the effect of television in answer to specific questions put
to the retailers, before and after tv. Among the questions, and re-
plies (not shown in the two charts below, were: “Which form
of advertising seems to cause the most comment among your cus-
tomers?”’: Tv, 659 ; “Which form of advertising would you advise
a company to use in a national advertising campaign?”: Tv, 73%;
“What is your opinion of tv as a national advertising medium?”:
Very good, 62%; Good, 25%; Fair, 5% ; Poor, 1%; No Opinion,
7%. Here are two key questions with before-and-after data:

Which form of national adver- | Have you recently noticed
tising influenced you to give any national adrvertising for
more shelf-space to a brand? products you carry? Where?

Before After Relative

tv tv change Before After Relative

tv tv cthange

Gave more or
better space 339, 379% +129% Noticed advertising 77% 94% +229%
Television 89 259% +2139% | Television 219, 719 -+238%
Newspapers 17% 109% —419% Newspapers 369 339% —89%
Magazines 7% 4% —43% Magazines 229 19% —14%
Radio 9% 49 —569% Radio 229% 16% —279%
See: Tea Couuncil puts 100% of budget

into tv
Issue: 14 June 1954, page 42

0 0 Sll])ject: Tea Council’s use of spot tv
S“Wed?- The )'oung'lad}' surround'ed -b_\'
wr posters boosting hot-tea drinking
15 26' 1956 . o .
JANUAY ¢§,§ symbolizes the promotion which
@ \' = will be put behind a spot tv cam-
$R .
Weey - paign on behalf of tea. The tea
: [ council launches its ‘“Take Tea
and See Week” (13-26 January)
?’.\-;, as the main effort in its eight-
> month hot-tea promotion, which
- has a spot tv budget of $650,000.
ﬁn... . bl .
@ (This figure is exclusive of the
~= group’s four-month summer push
for iced tea.)
w

The spot tv campaign will be
supplemented with in-store dis-
plays, local publicity and mer-
chandising. * kX
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SEPTEMBER 6-12, OCTOBER 5-11, 1955

ATLANTA METROPOLITAN AREA  THE PULSE, IIC.

TOP TEN EVENING & DAYTIME SHOWS

Evening . Daytime - 5 a week
Program Average Program Average
Rating Rating
Sep Jul Sep Jul
Oct Aug Oct Aug
Boxing,Misc(Fri) WSB 5.7 News (7AM) WSB 9.9 9.5
f Network Program Sta.B 5.7 5.3 News(T:45AM) WSB- 9.9 9.3
Network Program Sta.B 5.7 Merry Go Round WSB 9.h4 9.1
] Lone Ranger,Misc, World News Roundup,
(6:30FM,Mon-Sun) WSB 5.3 4.8 (8AM) 1ISB 8.3 7.2
Sports Parade, Morning Melodies WSB 6.3 5.6
(6:15PM,M-F) WSB 5.3 5.1 Young Widder Brown VSB 5.5 L.9
J Band of America WSB 5.2 4.8 News(12Nn) WSB 5.4 5.6
News (6PM,M-F) WSB 5.2 5.0 Stella Dallas WSB 5.3 4.7
Barn Dance Jamboree WSB 5.1 Pepper Young's Fmly VISB 5.3
Groucho Marx WSB 5.1 Farm News(12:15PM) WSB 5.2 5.0
Drew Pearson WSB 5.0 Right To Heppiness VWSB 5.2
Network Program
(6:45PM,M-F) sta.B 5.0
SATURDAY & SUNDAY DAYTIME
Program Average
Rating
Sep Jul
Oct Aug
News(7:45AM,Sat) WSB 7.3 7.0
World News Roundup(8AM,Sat) WSB 7.0 6.3
I Hews(7AM,Sat) WSB 6.0 5.5
Merry Go Round(Sat,AM) WSB 5.8 5.7
Morning Melodies,Misc. WSB 4.8 L.1
i Football,Misc(Sun,2-5FM) WSB k.5
g Nutrilite,Misc(Sun) WSB 4.3
; News(12lin,Sat) WSB L.3 3.8
Football,Misc(Sat,1:45-3:45PM) WSB L.2
Parade of Music(Sat,AM) WSB L.l 3.7

AVERAGE QUARTER HOUR RADIO SETS-IN-USE FOR THE WEEK STUDIED
Entire Week, 6 AM - 12 Midnight

September-October, 1955 18.3
July-August, 1955 17.9
September-October, 1954 17.6
September-October, 1953 16.6

1a
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film shows recently made available for syndication

New or first-tv-run programs released, or shown .in pilot form, since 1 Jan, 1955

Show name Syndicator Producer I Length ‘ No. in series Show name Syndicator Producer Length No. in seriei
ADVENTURE ‘ DRAMA. MYSTERY
adventures of CBS TV Flim Joe Kaufman 36 min 26 Ellery Queen TP& Norman & 30 mia. 32

Long John Sliver Irving Plncus
Caetain Gallant TPA Frantel 30 min. 39 Highway Patrol® ZIv Ziv 36 min ‘Ia preduct]on
C t ef 3 in. oductl . . i

°é",'m: Mnte b RcerpitemRett &0 G Inipzeduction New Orleans UM&M ‘Motion Pleture 30 mia. .
Cross Current® ofslal Officlal 30 min. 39 Polles Ocpt. Adv. Svc. Ce.

Crunch & Das NBC Flim Dlv. gcrmudnﬁl’rad."1 330 min. 78 Parls Precinet UM&M Etoile 30 mla. 39

Dateiine Eurepe* Officlal heldon Reynelds 0 min. 39

Or. Fu Manchu Hellyweod Tele- Studlo City TV 30 min. In productien Pollee Call NTA Proctor 30 mla. 2
vislon Serviee Prod. Sherlock Helmasg UM&M 8. H. TV Corp. 30 min. 32

:“S‘g;'“ bé&AMTV ((;}Lolslz-)(msna gg ',:Il:'_ In |l?3duetibn *Sponsored by Ballantine In 21 Eastern markets.

Joo Paloeka Guild Guild 30 min. 26

Jungle JIm Bereen Goems Sereen Gems 30 min 26 -

May Called X Ziv Ziv 30 min. In production MUSIC

New Adventures NTA Bernard TabaklIn 30 min. 26 - 2 -

of China Smitb ) Eddy Arnold Time Walter Schwim-  Walter Sehwim- 30 min. 28
Overseas Offislal Sheldon Reynolds 30 min. 39 mer Ce. mer Ceo.

AR Baadstand Revue KTLA KTLA 30 mia (1
Passport te Dsnger ABC Fllm Synd. Hal Roacb, Jr, 30 min. 39 Bobby Breen Show Bell Bell 15 min. 4 (pilet)
pEmuS"Ths  TEW B . > 52 Frankle Lalse  Gulld Guild 15630 min. 78439
Sheena, Queen of ABC Fllm Syad. Nassour 30 min. 26 Abble Neal & Her NTA Warren Smith 30 mia, 28

the Jungle Ranch Glris
s.::d:{u.mo't. MCA-TV Revue 30 min In production Ne;m“b,n“ Gulld ‘Gulld 30 mjn: 18 produstisg

th CBS TV Film  Tony Bartley 30 min. 26 o . P .
Ta’!_e:"r;n |_°"|m Song Storles of Glbraltar [Althea. Pardea 15 min; 3
Trepls Hazard Sterliag Sterling 15 min. In productien the West
Mocnerty ("tl)ed7,,5”“2"1113"]“‘;.; L ) s StaGrrlano; (t)l:: opry Flaminge Flaminge 30 mim, 3
.. 1 - 1 ‘ 3 3, meny are en on alt te- . 1

8ponsored by p in - marke u y op alternate-wee as Stt;ry Bi:"‘:’ . Randall-Song Ad 30 nidn 1 (alloty

I our Musie
o CHILDREN'S SHOWE_ o Th':‘l |Il Your OfBelal Jack Denave 30 mip. E
— - B — usle
An’!_:niartyod_ralﬂ General Teleradlo Lotte-Relnger 10 min. 26 Florlan ZaBach Gulld Gulid 30 min, 39
Flash Gerdon UM&M UM&M 30 min. 39 L =
Jet Jackson Screen Gems Screen Gems 30 min. 39 T
NEWS
COMEDY Drew Pearsen uMaM UM&M 15 min. 39
Duffy’s Tavern UM&M UM&M 30 min. 39 Cavalecade of 1955 UnAted Press. United Press 20 min. I
The Geldbergs Gnlld Gulld 30 min. In production SSoc Assoc.
Great Glidersleeve NBC Fllm Dlv. Matthew Rapf 30 min 39
Halls ef lvy TPA TPA X 30 min. 39 RELICION .
| Married Joan Intelrstnte ém'II‘d Oavis 30 min. 98 » )
ey Guild = 80 Imin. B Hand to Heaven  NTA NTA somio. 18
Little Rascals Interstate Roach 10 min. 22— reel

(**Our Gang'') 20 min. 68—2 reel SPORTS T

Leonay Tunes Gulld Waraer's 15 min. te Library
ene heur 191 N - —
My Little Margle Official Hal Ro:ch. 5r.- 30 min. 126 Big Playback Screen Gems Sereen Gems 15 min. 52

. Roland _Ree Bowling Tlime Sterling Discovery Prod. I heur 13
s"g':cre('::;‘)'a“ TPA Chertok Tv 30 min. 52 Champlonship Walter Schwim-  Walter Sehwim- I hour 53
Trouble With Guild Hal Roach, Jr.- 30 min. 130 Bowling mer Co. mer Co. ) )

Father Roland Rced Jimmy Demaret Award Award 15 mla.: ‘la preductiss:
Wwilly Officlal Deslleu 30 min. 39 Show

- Mad Whirl NTA Leo Seltzer 30 min. 26
DOCUMENTARY Sam Snead Shew RCA Pregrams Scope  Pred, 5 min. 3
Sport Review Unlited Press Unlited Presg 30 min. b
The Big ldea Oonn Bennett Donn %:;nett 30 min. 22 of 1955 Assoe. Assoc. -
Key teo the Clty "?:ﬁm Tv "g:.y.:_ v 15 mia. 7 Texas Rasslin'® Sterling Texas Rassiln® 30 mla. lor produstian
Liviag Past Flim Classles Flim Classley 15 min. 7 [ or | heur
Mr. President Stuart Reynelds Stuart Reynelds 30 mla. 3 Touchdown** MCA-TV Tel-Ra 30 min, Apprex. 13
Sclense In Astlen TPA Callf. Asademy 30 min. 52 -
of Sslencos In eontinual production.
Uneommon Valer Go{_‘ofl'al 4 Ex;c:;lvol 30 min. 26 **Avallable wlith start of football season. New film each week. NO reruns:
sleradle rod. Inc. )
VARIETY “‘
DO-1T-YOURSELF : )
e Eddle Canter 2lv 5
Junlor  Selence UM&M UM&M 15 min. 39 c.m,,y'"-,th,,m A Sopoig 1oRprouasticn
Walt's Workshep 8terling Reld Ray Prod. 30 min. 39 Hollywood Preview Flamlnge Batllsan Produs- 36 min. Ielpredtiction
ons
DRAMA, GENERAL Movie Museum Sterling Paul Killlam 15 min 03
All Star Screen Gems Screea Gems 30 min. "7 Showtime Studle Fllms Studle Flima 30 mle. 39

Theatre®°°® T.V. Court UM&M UM&M 30 min. 26
%amer':'l Eye 8terling ;:oVee&Prod. 15 min, 1n productiaa -

r. Hudsen's MCA.TV lew & Morgan 30 min. 39 R
Co?o:rl‘tty Jeurnal - - - p : WESTERNS

abr reen Gems reen Gem 30 min. 9 D

P lavhsuse® o ' 3 Adventures of MCA-TV Revue 30 min, 104
Canfidential Flle l?:‘IAdM Gulld 30 min. In preductisn Kit Carson
Janet Oean UM&M 30 min. 39 Buftale BIll, Jr. CBS TV Flim Flylng “A™ 80 min 1e preduction
0‘,":.?'“ Falrbanks, ABC Flim Synd. Do#:.':,:m“ SOpmlic: 20 Frontier Dostor Hellywood Tele- Studle Clty Tv 30 min. In production
Invitatien Sterling TeeVee Prod. 15 min. 26 vision Servieo i

Playhouse Gabby Hayes UM&M UM&M 30 min. 52
1 Il:le‘t'!“:l’.hraa Ziv Ziv 30 min, 52 Gaa. Autry—Rey MCA.TV Republle 1 hour 13

R egers
Msa'r;::: Lsyghtan Stegligs Heeies Greds U9 Ll 26 Judge Roy Bean Sc¢roencraft Quintet Prod. 30 min. 38
Little Theater Sterling TeeVee Prod. 15 min. 52 Tim McCoy UM&M UM&M 15 min. 39
”';m,?:‘?;.'i'. Zlv Ziv 30 min. 52 Rod Ryder CBS TV Flim  Flylng “A" 30 mia. 1 (pllot)
Conrad Nagel Gulld Andre Luotte 30 min. 26 Steve Oonovan, NBC Fllm Dlv; Vi-bar 30 min 39
Publle Defender Interstate Hal Roach, Jr. 30 min. 69 Westorn Marshal
Scattergood Balnes CBS TV Film John Loveton 30 min. I (pilot) Storles Of The Hollywood Tv Studie City Tv 30 min. 39
&Imcthletun 2Zlv 2Iv 30 mlin. In sreduction Century Service Prod.
Stane“7 TPA Doa Sharpe 30 min. 39 Ta_:_es Of The Screea Gems Screen Gems 30 min. 26
Tales 0f Sterling TeeVee Pred. 30 min. 26 D (e
r Tem;)rrow s - -

op Plays of 1955° Screen Gems Frank Wisbar 30 min. 44 MEN’

"I;;ubn(NAm;Lcl IS, CHRTE C:hertok TvI 30 mla. In predustlen — bl 3 =
rong Number n r an John Christlan 30 min. } llet ’
Your Star Showcase TPA Varlous 30 min. 5(2. . ‘"'Eym}’u','@{’:"’"' s NIA U'g:,?:, Featurs 5 mia. 8
°Very slmllar to Screen Gems' ‘‘Ford Thaatre.”” Pllot unnecessary. It'e Fun Te Gulld Gulld. 15 mla. 158
':ﬂhow Is In third productlan cycle, sponsored by Phillllps In 60 markets. Reduce
K} ' 10 second production cycle, sponsored by Carter Products in 40 markets: Life Can Be ABC TV Flims  Trans-Amerlcah 15 min. 5 (plists)

“‘Ford Star Theatre’” in syndlcatlion.

Beautiful
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You Asked For It

KING-TV’s late news show took viewers out of this world KING-TV’
recently for a close-up look at the moon...using the exclusive close
KING-size telelens, naturally. dramatic coverage

You've probably scen this super lens in action yourself. Such ingenuity is s
It was demonstrated Nov. 13 on the popular *You KING-siz¢ and
Asked For It™ program. Kinescopes of the now famous flip do anc

of the hydroplane Slo-Mo-Shun V were shown to

illustrate the tremendous power of the lens.

This Fall, both the ABC and NBC networks borrowed FIRST IN SEATTLE-TACOMA
the Super KINGe-size lens to bring the nation’s sports fans W

closer to the action of pro football from Detroit...the Ohio Kl NG-TV
State-Stanford game from Palo Alto... jet speedboat :

thrills from Lake Mead.




From the pages

of The
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POST
comes a
powerful
dramaltic

NEW
TV Series

For more than 17 years, millions of Saturday Evening Post readers
have looked forward eagerly to the appearance of each new CRUNCH
and DES adventure story by best-selling author Philip Wylie.

Now, millions more will await each new television adventure of these
two favorites...Crunch, captain of the charter fishing boat “Poseidon,”
and Des, his mate. Each week a completely new story . . . new people
... new action, romance, suspense, comedy, drama . . . all spectacularly
filmed by RKO-Pathe in Bermuda.

=

-



Forrest Tucker, Hollywood star with more than 70 top
pictures to his credit, stars as Crunch. Everything about this
series of 39 exciting half-hours bears the mark of sure success
... stories, author, star, production, location, promotion. Sign up
CRUNCH and DES for your markets today. Write, wire or call.

NBC FILM DIVISION

serving @ll sponsors . . . serving @ll stations

30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Ill. Sunset & Vine,
Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal




CHANNEL 7
- 110,000 watts
1,921 ft. above sea level

| 540,000 population
$662,899,000

spendable income

152,000 homes

Represented by
MEEKER, TV.
New York, Chi., Los Angeles, San Fran.

Stockholders Include

RADIO STATIONS:
WSAU - WFHR - WATK

NEWSPAPERS:

Wausau Daily Record-Ilerald
Marshficld News Herald
Wis. Rapids Daily Tribune
Merrill Daily Ilerald
Rhinelander Daily News
Antigo Daily Journal

OWNED AND OPERATED BY

 WISCONSIN VALLEY TELEVISION CORP. |
| \
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.:But we're leoving the casting of this key character io
one of you gentlemen who may have a Sales Problem...
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Help wanted: Television programs
of America ran the ahove full-page ad
in The New York Times on the back
page of its 7 December issue. Placed
through Abbott Kimball, the ad ex-
plains that the network or national
sponsor of TPA’s upcoming Tugboat
Annie show can have one of the prin-
cipal characters in the series as his
personal sale:man. The idea is that
the series has not been filmed vet.
hence the advertiser can select his rep-
resentative to appear in all of the
filmed versions and then act as a per-
sonal salesman throughout the year at
conventions, sales meetings and the
like.

The novel idea for inclusion of a
character to represent the sponsor
came from Milton Gordon. TPA presi-
dent; Michael “Mickey” Sillerman.
TPA exec. v.p.; and Paul MacNamara.
v.p. and general manager of Chertok
Productions, which produces the show.

Backtall:: Admen recently got a
chance to sav just what they thought
was wrong (or right) about a tv film

show before the public viewed it. A
“<neak preview” of MCA TV's Doctor
Hudson’s Secret Journal was held for
a select group of agencymen. the San
Francisco office of Brisacher. Wheeler

& Stafl.

After the two films were run, the
admen “talked back” by means of
questionnaires, later evaluated by Tv
Department head Bob Hayward. He
passed the information on as a part
of the agency’s recommendation. The
show is produced by Fugene Solow
and Brewster Morgan.

Interest: To help sponsors stir the

enthusiasm of employees and rep-

resentatives, Ziv has had charts such
as the one below printed up to herald
the new Man Called X series. The
17 x 22-inch two-color posters are de-
cigned for display on bulletin boards
and exits of the sponsor’s facilities and
are imprinted with the client’s name
and station as desired.

Man Called X is another former ra-
dio property modernized into a tv
property. The Ziv version stars Barry
Sullivan in the role that was performed
on radio by Fredric March. * K X

Iy
DVENTUR!

THIS IS YOUR PROCRAM tatk it up!

TELL FRIENDS AND NEIGHBORS ALL ABOUT IT

The BIGGER the Audience The BICCER cur Business
Channel © ~ Fridays at 100 P M

COMPANY NAME

SPONSOR




forward...

For improved kinescope recording . . . use Eastman Television
Recording Safety Film Type 5734 (35mm), Type 7374 (16mm).

Developed primarily for ultra-violet kinescope recording, this
versatile new Eastman Film yields improved low contrast photographic
results with current television recording systems also.

In fact, it may be used both to produce kine recording negative ar
to make positive prints from existing picture negative.

Like all Eastman Films, this new television recording material is
uniform, fully dependable under all conditions. For information address:

Motion Picture Film Department

EASTMAN KODAK COMPANY, Rochester 4, N. Y.
or W. J. GBIRMAN, INC.

East Coast Division Midwest Division West Coast Division Agents for the sale and distribution of Eastmon
342 Madison Avenue 137 North Wabash Ave. 6706 Santa Monica Bivd. Professional Motion Picture Films
New York 17, N. Y. Chicago 2, lilinois Hollywood 38, Calif. Fert Lee, N. J.; Chicago, M.; Hollywood, Colif.




A vadip schedulE For PEOPLE who HAVE
EVErything —inclvding TELEVISI

(The abc’s of ABC’s NEW SOUNDS FOR YOU—
written and illustrated for advertisers

; f age 25 and over.)

NEW SOUNDS FOR YOU

EVENTS OF THE DAY” 8:45 1’art 4—your success
. ), — 3 e
7:30 Today’s Sensational Story ggg ;qzrwt:) ndviteonyoldrhone
7:35 Inside Washington e :
7:40 Transatlantic Exclusive
7:45 1’ersonality of the Day
7:50 T'’he News and You 9:00 Sounds of Yesterday
7:55 News 9:05 Sounds of Today
9:15 Sounds of No Importance
9:20 Soundings

"SOUNDMIRROR"

“THE WORLD AND YOU” 9:25 News
8:00 Arrivals and Departures )
8:05 Let's Visit “OFFBEAT”
8: 1(3 Yeste!‘day at Ml(lmght) 8-30 Offbeat Humor
B:15 [Emericn at Work and Play  g.35 Focus on the Future
8:20 Elm Street to the 9:45 Soloscope

Great White Way

8 925 News 9:55 News
=MONDAYS
“YOUR BETTER TOMORROW’’ * 8:30—The Voice of
Firestone.
8:30 Part 1—words to live by TSy
8:35 P’art 2—advice on your TUESDAYS
marriage and family
8:40 I’art 3—improving your 8: 30—Rishop Sheen's
personality ‘“Life Ts Worth Living.”’
R AT 200 o, '%w& " o ~ ..wwww,mmﬂ 5
) iﬂm’.‘{ny{‘sﬁd‘;mﬁ-‘“ -~ L4

9 WAS THE NIGHT BEFORE TELEVISION. The family settled in the living room
IL for a long evening of radio. When TV was installed, the family began lis-
tening to radio a new way. Ma tuned in her kitchen radio. Pa listened in his car,
his den, his workshop. And the children played their bedroom radio. Radio lis-
tening became a personal affair. To fit this new listening, ABC Radio created
NEW SOUNDS FOR YOU... personalized programing. Handy 5- and 10-
minute segments. Each 1s regularly scheduled. (Every week night, same time.)
Each wins its own audience. Each can be sponsored as a “strip” or night by
night. Surprisingly little money buys a 5-minute segment, full network. Your
ABC salesman is ready with all the facts.

'"""”;:;m}m:i"mﬂ" H|IP]”:E::E}"'HI"”’m“““m .... the new sound of ABC Radio

il
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page 10 ﬂ

i~ an individnal in the bonsiness, vegardless of the length of
hix tenure, who will not find areas of imformation where his
own experience is limited. Also, none of the pages i <o con-
strueted that the tyro will not be able to get the message
readily.

Perhaps 1~ the fact that Whit wrote this book that makes
such a seemmgly contradictory approach possible. Personal-
Iv. I attribute it to the fact that Whit approaches advertising
as a yonng man wonld. His enthusiasm i that of youth. His
cagerness o ~ecek ont new faets and to tackle new problems
(nnlike most people who have heen in the bhusiness a long
time—i.e.. he seems to enjoy television) makes his hook not
only comprehensible to the newcomer but also an mspiration.

The flyleaf states what seemingly 15 impossible—that
“Creative Advertising”™ ix intended for account executives,
adverti-ing managers, art directors. copy writers. copy chiefs,
executive vice presidents, marketing specialist~, media Lnv-
ers, presidents, radio commereial writers, research ~pectal-
1sts, =ales managers. =ales promotion managers. tv commer-
elal writers. vice presidents. Take my word for it, this is fact.
Among the chapter heads are: The Art of Persunasion, Media,
Rescarch. Retail Advertising. Radio and tv. to name a few.

Being an egomaniac. I'm proundest of the lines that appear
i my copy on the first page. They are written in pen and go
hke this: “To Bob—with regard for hi~ idea~ and admiration
for his ability—Royv Whittier.”™ Coming from Roy. that en-
titles me to buy a larger homburg. el

Evaluation of television
(From “Creative Advertising”™ by Charles L. Whittier)

If an advertizer Iras the means to enter television, the
cost of hi~ program — time and talent — i~ unimportant
provided it lielp~ to produce -ale~ at a profitable ratio,
For example, if an advertiser can afford to invest in ad-
vertising 5% of his sales dollar volume. it makesx no
difference if his television venture calls for an annual
expenditure of 82.000.000 or $1.000.000 if the figure
represent= no more than 5% in dollars of the sale- it
helps to create.

There are 1wo other measure~ of a program’s effective-
nes~. however, that ~hould be known from week 10 week
or fromt month to month, One i~ the size of the audience
the program attract, The otler is the spon-~or identifica-
tion the program achievex: that i~. what percentage of
viewers can correctly associate the name of the product
with the program on which it is advertised. Two pro-
grams may lhave audiences that are similar in size. hu
one may have a 65% sponsor identification while 1he
other ha~ 91¢-. Oblviou-ly. the impact of the adrertising
1~ greater in the program with the larger =pon~or identifi-
calron.
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IN
SALT LAKE CITY

KNAK s FIRST

KNAK's Joe Lee, top news-

caster of the Iutermountain

West.  Five minute periods
every hour. “On the secne”
broadcasts of all LOCAL
headline storiex plu< LUD.
KNAK is FIRST with the
mews in Salt Lake City.
Hooper 39.1.

MUSIC
NEWS
SPORTS
21 IIOURS A DAY

NOW GRANTED
5000 WATTS

LOWEST COST

Per Listener in

SALT LAKE CITY

(Hooper Feb, 1955 12 nwn to 6 pm)

Represented Nationally by

FORJOE & CO., INC.
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Based on
material from the
files of one of
AMERICA’S
FOREMOST
INTELLIGENCE
EXPERTS!

—— -

et

- —

+ Chief Analyst,O.N.I.

% Special Consultant to
the Joint Chiefs of Staff.

Y The man who pene-
trated the intelli-

* POWERFUL STORIES revealing.the world’s

Great Powers locked in_a_ titanic War of Wits.




DANGER is his constant companion!
SECRECY is his way of life!
THE WORLD is his field of operations!

As Master:of -~
International Intrigue

* SUSPENS! Every ad-

venture is althrilling ex-

NTRIGUE

riin the cen-
of secret di-
acy and un-
ound activ-

|

perience tharged with
constant danger! ‘ ¥

.
A, 5 T o« e SIWREYS

* known by a gigontic audience built
rs on network radio Hooper rafed
OP 10 month after month.

NEW YORK
CHICAGO
CINCINNATI

HOLLYWOOD
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UPPERMOST

FOR KARK-TV ADVERTISERS . . .

vy FULL POWER
v HIGH TOWER
~ Yy TOP SHOWS OF NBC
:— v QUALITY
~ LOCAL PROGRAMS
., ¥ BIGGER MARKET | |
,, v COLOR FACILITIES

Futt POWER KARK-TV delivers your sales message with BIGGER MARKET KARK-TV’s new power and tower carry

maximum power—a full 100,000 watts on channel 4. your message to thousands more viewers—to almost all of
HIGH TOWER KARK-TV’s new antenna is one of the tallest Arkansas. Here’s the 100 mv/m contour coverage:
in the South—1,693 feet above average terrain, 1,807 . LG 0 Stistia it
above ground. Count1e§ ..... ... T 44 5
Population ........................ 1,038,800 1,892,000
TOP SHOWS OF NBC KARK-TV, now as before, is the Households ................... 290,100 527.100
only exclusively NBC station serving Arkansas. And the Effective Buying Income $1,024,507,000 $1,807,618,000
great list of shows featured by NBC this year will increase Retail Sales ........ccccoeveeeee. 724,199,000  1,399,040,000
the Pulse-proved audience lead of KARK-TV. Gross Farm Income ........ 218,119,000 528,901,000

S : 1955 Sales M t S f Buying P
QUALITY LOCAL PROGRAMS KARK-TV’s “home-grown” (Source e

shows are also top-rated. Specialized local programming

such as Pat’s Party for the children, and News Final, with  COLOR FACILITIES KARK-TV is now equipped with full
KARK-TV’s award-winning cameramen, are favorites network color facilities—will carry all of the season’s
throughout the state. NBC color spectaculars.

Your license to succeed
in the Land of Opportunity .

I Ghannet 4

LITTLE ROCK, ARKANSAS

See Yaur Petry Man TODAY !

62 SPONSOR



William R. Hillenbrand

| agency proile

“An advertising ageney today must he able to give a client many
services beyond the ones required five or 10 yvears ago,” says Bryan
Houston’s new president. Bill llillenbrand. “We've been moving
toward that type of organization for years. and now we're equipped
to be sales and marketing consultants as well as advertising experts.”
(See “The advertising agency in transition.” this issue. page 29.)

President
Bryan Houston, New York

Hillenbrand’s own background as a P8&G produet manager some
vears ago instilled in him the euncept that effective advertising must
be part of an entire marketing philosophy.

“That’s one of the reasons I like our present agency setup,” he
adds. “Every Kkey man in our aeeount department has been in
marketing positions on the client’s side as well as in advertising.”

With current billings at the rate of nearly $19-million, the agency
is looking forward to added expansion after New Year's. During
the past vear Houston added two air media aceounts: Gunther
Beer. with heavy szpot programs in the Baltimore-Washington area,
and J. P. Stevens Textiles, to go on Omnibus. Heaviest-spending air
accounts are still the agency’s Colgate and Nestlé products.

“My feeling on the hour show has changed over the past two
vears.” Hillenbrand told spoxsor. “The hour format has lost the
prestige that used to be intrinsic in the sheer length of the show.”

A tall, slender man with graving hair, Hillenbrand has a lanky
stride reminiscent of Jimmy Stewart’s, breaks into occasional slow
smiles. talks with thoughtful deliberation. He's a man who gives an
impression of single-minded determination (**1 planned to go into
advertisng even before college. joined P&G right after I graduated
from Miam LU.7).

“There’s a strong temptation for sponsors to want to crowd as
many commercials as possible into an expensive program,” savs he.
“However. it’s easy to reach a point of diminishing returns. Obvi-
ously. though three commercials might be effectively handled in a
hal{-hour show. that doesn’t necessarily mean you can get away with
nine in an hour-and-a-half. The number of commercials alone. how-
ever, is not the determining factor. We try to integrate the commer-
cials in order to entertain and sell at the same time. When commer-
cials break the mood of a show, then thev can be harmful.” * * %
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We're

Not Being

KITTENISH

But —

It's Purr-ty Nice

o e WELCOME 1»
90,000 HOMES

This Winter!!!

NBC Affiliate

WIHP-TV

ABC

Jacksonville, Fla.
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FURNITURE

WOMEN'S APPAREL

+ Cole Furniture Co. AGENCY: Direct

TORY:  This sponsor has been ad-

W'D A since the station began operations in

In order to run a check on the effectiveness of its

ising, the client offered a free gift to listeners who

Irop in. The announcements ran before 6:30 a.m.

Wonday through Friday for two weeks and brought 2,400

ople into the store, each of whom was given a yard-

In addition to store traffic rising, sales climbed to

dl-time high. The suecess of the $35 worth of an-

nouncements resulted in an advertising increase to six
ve-minute program segments per week.

WDVA, Danville, Va. PROGRAM: Announcements

AT = dheoio

SPONSOR: Bon Kay Fashion Shop AGENCY: Direét

CAPSULE CASE HISTORY: Once you get the gals intc
a women’s clothing store, you can usually get them t¢
buy more than they intended. In order to get them in
and also get an idea of the effectiveness of the two one
minute announcement schedule he has daily on WHOK
the sponsor tried a radio special. With each sweater
sale made, the store offered the ladies a French hand.
kerchief if they mentioned that Norman Wain “pushea
thent through the door”” A total of 125 handkerchiefs
were given away, each marking a radio sale. Daily an
nouncemnerlts cost the client $24.

5 v e

Teny

2

2 g e

.....

<

At

ROSE BUSHES

WDOK. Cleveland PROGRAM: Announcements
FLOOR COVERINGS
SPONSO};: QOlio Floor Cm'orin,t; . AGENCY: bire;

CAPSULE CASE HISTORY: A Cleveland radio station
sold so effectively that it lost business as a result.
When Oliio Floor Covering planned a three-day sale, a
32-announcement schedule was bought. Eight announce-
ments were planned for the day preceding and each day
of the sale. Before the end of the first day of the sale.
Pat Michaels, president of the store, called to cancel the
remaining two days’ schedule. All of the merchandise
had been sold out. Cost of the 16 announcements: $128.

WJIMO. Cleveland PROGRAMS: Polka Party and Jockey-
John Show, Announcements

FURNITURE ’

SPONSOR: Honse & Garden AGENCY: Parker Advertising

Specialtiex Inc.
CAPSULE CASE HISTORY:  Figuring that if an early
bird can catch a worm the ideal place to catch a gar-
dener is on an early morning programn, the sponsor
turned to WCAU’s Sunrise Salute (6:30 1o 7:00 a.mn.
Monday through Saturday) to sell rose bushes. Using
three announcements the first week and six the second.
the client sold a total of 283 rose bushes at $3.98 each.

SPONSOR: Furniture Mart AGERCY: Murphy & Lang
CAPSULE CASE HISTORY:  After having tried a variety
of other advertising vehicles with litile or no success, the
Furniture Mart tried radio. The first buy made was a
Gene Barry remote disk jockey show Monday through
Friday from 2:30 to 3:30 p.m. Encouraged by the initial
attempt, the sponsor then purchased a Saturday after-
noon program from 2:00 to 5:00. The combination

LA

Sales totaled $1.126.34 as a result of the nine-announce- proved so powerful that business rose 30% from August ..%‘
ment schedule that cost llouse & Garden Specialties $375. 1954 when the schedule began. Weekly cost: $520. T
WCAU, Philadelphia PROGRAM: Sunrise Salute, WING, Dayton PROGRAM; Gene Barr 3
Announcements §
-
e B
SOAP PRODUCTS BOATS i
7 N _ =4
."Bn
5 f

SPONSOR: Corden’s Super-Valu AGENCY: Direct SPONSOR: Bob Stacey’s Fuel Service AGENCY:; Direct
CAPSULE C/\SE HISTORY: then [,le ﬁrs/ /reight car- CAPSLLE CASE HISTORY' A[ [he Bea,chco,nbe‘r pre- )“‘

load of Procter & Gamble soup products arrived in
Kelowna, B. C., the sponsor launched an eight-day, 105-
announcemen! carnpaign over CKOV. During the first
weekend of the promotion, seven tons of soap, fully half
the carload, were sold. By the following weekend, two
thirds of the carload amounting to 84,000 had been sold.
This was normally a four-month supply of soap for the
Cost of the eight-day campaign: $244.50.

PROGRAM: Announcements

sides over The Beach House, a program specifically de-
signed for the advertiser with a small budget. Clients
can buy from one to five announcements a week. This
client bought one announcement weekly and used his
first 15-second flash announcement to advertise o
small unpainted boats he had for sale. He immediately
sold both boats for $50 apiece. The flash announcement
cost $2.50, and was the only advertising he used.

CHUB, Nanaimo, B. C. PROGRAM: The Beach House,

Announcements ,




YOU MIGHT SCORE 10 POINTS IN ONE GAME

BUT ... You NEED WKZO RADIO

6-COUNTY PULSE REPORT
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955

SHARE OF AUDIENCE MONDAY-FRIDAY

6 a.m. | 12 noon | 6 p.m.
12 noon | 6 p.m. |__ midnight

WKZO A% | 31% | 35%
Station B 18 ﬂ 17 16
Station C 10 ' 12 G
| Station D 10 =89 7
Station E 8 | 7 B 8
~_ Others 14 18 | 24

Sets-In-Use 20.1%, 202% | 1759,

YOTE: Battle Creek’s home county (Calkoun) was included
in this Pulse sampling, and provided 309 of all interviews. The
osther five counties: Allegan, Barry, Kalamazoo. St. Joseph and
Van Buren.

/Y :',’/7('()"()'/ Sletlrces

WKZO-TV — GRAND RAPIDS-KALAMAZOO
WKZO RADIO — KALAMAZOQO-BATTLE CREEK

WJEF RADIO — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS-KALAMAZOO

KOLN-TV — LINCOLN, NEBRASKA

Associated with

WMBD RADIO — PEORIA, ILLINOIS

TO MAKE POINTS
IN KALAMAZOO-BATTLE CREEK AND
GREATER WESTERN MICHIGAN!

WKZO CBS for Kalamazoo-Battle Creek and greater West-

ern Michigan—is one of America’s most obvious radio buys.

New Pulse figures, left. prove it. WKZO leads in all 72 quar-
ter hours—gets more than TWICE as many listeners as the
next station \n 54 of the 72 quarter hours!

Write direct or ask Averv-Knodel for rate~ and availabilities.

WKZ0

CBS RADIO FOR KALAMAZOO—BATTLE CREEK
AND GREATER WESTERN MICHIGAN

Avery-Knodel. Inc., Exclusive National Representatives

*Ernie Nevers of the Chicago Cardinals set this N.F.L. record in a [929 game against the Chicago Bears.



Supe? supermarket




...WITH WCBS RADIO'!

When it comes to delivering the goods, WCBS Radio

personalities keep the supermarket boys hopping.

And that’s a tribute to the loyalty and trust they’ve
won from their audiences, who consistently place more
WCBS Radio programs on the list of Top Ten local
daytime participating shows than all the other New
York network stations combined.

Because people trust this warmly human WCBS Radio
team—just as they trusted the advice of the old-fash-
ioned grocery clerk—they walk into supermarkets

pre-sold on the brands they choose.

Make sure your products are among those pre-sold by
the Number One Station in the Number One Market.
Simply call CBS Radio Spot Sales or WCBS Radio.

G

JACK STERLING BOB HAYMES MARTHA WRIGHT GALEN DRAKE LANNY ROSS

JOHN HENRY FAULK ~ HERMAN HICKMAN BILL LEONARD
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HAVE THE AUDIENCE!

HERE'S WKBN-TV’S
SHARE OF AUDIENCE!*

WKBN Stations

_ TV B C DEF
Time Period
Mon.-Fri.
7 am.-Noon 44 31 14 3 3 5
Noon-8 p.m. 44 29 11 3 8 6
6 p.m.-Midnight 45 33 7 3 9 3
Saturday
Noan-6 p.m. 50 31 6 3 3 7
8 p.m.-Midnight 47 35 6 2 4 6
Sunday
Neon-8 p.m. 52 17 12 6 8 6
8 p.m.-Midnight 49 34 6 2 5 3

Station B is Youngstown. Stations C, D G E
are Cleveland, Station F is Pittsburgh.

CLEVELAND OR PITTSBURGH STA-
TIONS DO NOT COVER THE YOUNGS-
TOWN MARKET! WKBN-TY SHARES
OF AUDIENCE FAR SURPASS LOCAL
AND OUTSIDE OPPOSITION. WHAT'S
MORE, CHANNEL 27 HAS THE 16
TOP RATED PROGRAMS* IN
YOUNGSTOWN AND 366 OF 442
| QUARTER HOUR FIRSTS.*

*Source: Telepulse, September 18-24, 1955.

WKBN
YOUNGSTOWN, OHIO

Tz (8- ABC ) JR

Rogressated Natisaally by the Pasl H. Reymer Ca.
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Continued
from

page 26

utilizing EP and LP packages exclusively, any imaginative
program director can build an unlimited number of pro-
grams with specific and powerful and continuing adult audi-
ence appeals.

I will cite just one example with which 1 happen to be
thoroughly familiar. [t deals with an RCA Victor album
entitled ““Passions in Paint.” This is an LP consisting of
12 original compositions by Henri Rene, each named for
one of the world’s great paintings. This collection of works
was recorded by RCA with an orchestra consisting of some
50 of the best musicians in the world. It is a fine work of
intriguing and excellent music performed with great in-
tegrity and artistry.

NBC took this album, arranged to have the art critic of
the New York Herald Tribune and the serious music critic
of the New York World Telegram on a show to discuss the
relationship between good music and fine art. The modera-
tor was Ben Grauer. This made for a full hour program,
which would be difficult to equal for genuine interest and ap-
peal to lovers of serious music and art. RCA also had scripts
written, suitable for 15-minute. half-hour and full-hour shows.
in which the paintings and their creators were literately dis-
cussed. These were sent to some 750 radio stations. who also
received the “Passion in Paint” LP itself. T had occasion to
see the actual performance loggings of the works in this fine
package some three months after it (complete with scripts)
had been laid in the stations’ laps. To say that the perform-
ances were minimal is an understatement.

Here was an example of a fine musical program idea vir-
tually handed to programers on a platter, with very few
takers. This would indicate, I believe, not only a lack of
mmagination and ingenuity on the part of many program men
m radio, but quite possibly just plain, ormery laziness. This
might indicate also that some station managers, eager to de-
velop larger audiences for more advertisers, might well =it
down with their program people and explore this area.

Any station manager or program man who embarks seri-
ously on such an exploration will find more than enough
classical, jazz, popular. country. general albums of any kind
in any category to build countless program series with vast
audience and sales appeal. Any radio man will also find the
record companies, promotion departments more than eager
to coopcerate in the intclligent exploitation of packaged disks.
If I can be of any help in supplying to interested readers tlie
names of such promotion men at the various record com-
panies I’ll be glad to. This. as I said in the beginning. is a
point I’ve been trying to make for a long time. It would give
me considerable satisfaction to make it effectively. * * *

SPONSOR
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TV INDIANAPOLIS

Represented Nationally by the Katz Agency

with WFBaL R

WFBM

ted
Grand Rop:ds, WFDF, Flint, WTICN, WT(N.TV
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I8 Aoks...

a forum on questions of current interest

to air advertisers and their agencies

How would you advise clients on handling and

interpreting mail drawn by shows

JUDGE WELL OR TEMPT OBLIVION

Storrs Ilaynes, v.p. in charge of tv-radio
Compton Advertising, New York

® Two things must be borne in mind
when considering the value of pro-
gram mail to the advertiser. One is
that the amount of such mail is usu-
ally microscopic by comparison to the
number of viewers or listeners a pro-
gram may have. The second is that,
in my opinion at least, the letter-writ-
ing public is not a cross-section of the
audience. The motives which prompt
people to write to the sponsor about
his program may be very subjective,
and thus they cannot be relied upon to
reflect the attitudes of the audience as
a whole. Letter writers are a self-

B o b R TR

selected sample, which is, of course,
no sample at all.

Program mail is therefore a very
thin reed indeed to lean upon in mak-
ing program judgments. Yet I vividly
remember one sponsor who assembled
his entire board of directors to con-
sider dropping a noted newscaster on
the basis of one letter.

This is not to say that program mail
should be ignored entirely. I think it
should be read by someone, either in
the advertiser’s organization or at his
agency, who has a reasonable amount
of judgment. It should be tabulated
if it reaches any proportions, though
this tabulation need not be any more
complicated than “likes program,”
“dislikes program,” “thought story was
silly,” etc. The tabulation should then
be forwarded to those directly con-
cerned with the program in question
for whatever value it may have. Frank-
ly, however, anyone who alters a sound
program judgment on the basis of a
handful of letters is tempting oblivion.

Should program mail be answered
as a matter of public relations? Gen-
erally, I don’t think the advertiser
need go to this expense, though the
judgment of the initial reader will un-
doubtedly help select some letters
which would be worthy of acknowl-
edgment.

o)

ACKNOWLEDGE, ACT CAREFULLY

Paul Gumbinner, director of tv & radio
Lawrence C. Gumbinner Adv., New York

® Letters, particularly spontaneous
ones, written to a sponsor as a result
of his program can be made very
valuable. They tell him that an indi-
vidual was impressed enough with the
program to write a letter about it. If
the letter is not a crank or pressure:
group weapon. it deserves an answer.

We advise our clients to get the
greatest benefit from these letters by
analyzing them and making whatever
adjustments they feel the suggestions
merit. If there is no action that can
be taken, the sponsor ought to at least
answer the writer to thank him for his

SR e R 2

TIPS ON HANDLING CONTEST ENTRY BLANKS
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Much contest mail consists of entry blanks, but they
have their pitfalls. Various FTC, postal, state and lo-
cal regulations must be carefully considered. Rules
must be specifically stated and then remain un-
changed throughout the contest period. For example,
a contest cannot be extended to pull in more entries,

llere are a few pointers from the Reuben H, Don-
nelley Corp., one of tlie top contest-judging organi-
zations in the country: '

e Eniry blanks. If you want all entries sub-
mitted on official blanks, provide for adequate dis:

tribution at the dealer level throughout the contest
period. If you will accept facsimilies, you must
announce this fact.

e Contest rules. If they're not printed on the
entry blanks, make them available to the contestants
in written form, either in other advertising or at
your offices or at your distributors’. Stress the
need for strict adherence to rules. As many as 20 to
30% of entries are rejected because the contestants
did not follow the official rules, left off their names
and addresses, or for similar disqualifying reasons.
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interest and tell him that it 1s appre-
ciated. Such answers, even if net fol-
lowed by company action, can do a
fine public velatious job on the indi-
vidual who wrote the letter,

Some letters are obvionsly the work
of pressure groups. It is generally
casy to spot them from the concentra.
tion in a given geographic area and
the similarity in wording or message,
Sponsors ean expect bursts of these
from time to time, but for the most
part they can be ignored as easily as
the occasional nusigned crank letter
we get. However, if there is a general
feeling by many viewers in all areas
that a given program was in poor taste,
I’'m certain a sponsor wonld take swift
action to correct the sitnation. lle can’t
afford to antagonize his customers.

Of conrse. it is not alwayvs bad to
get letters of criticism from the audi-
ence. A program dealing with a con-
troversial subject is bound to draw
some houest remarks that will be un-
favorable. Still, those people who write
in about the show may be the spon-
sor’s best customers because they will
remember the show if they are inter-
ested enough to critieize it. Their in-
terest can be converted into enthusi-
asm even with a thank-you form letter.

ANSWER EVERY ONE AMIABLY

Jaines C. Douglass, v.p., radio-tv director
Ted Bates & Co., New York

@ The reasons why people write let-
ters about radio and television shows
are as numerous as the hairs in the
beard of the Prophet. The reasons are
also fairly myvsterious. There is little
mystery. however. in why such letters
should be answered. Here are three
fundamental reasons:

1. It protects the best interests of

the elient.
2. It’s common courtesy, and com-

(Please turn to page 116)
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p ETERS, INC.

NEW YORK
250 Park Arenue
Plaza 1-2700
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CHICAGO
230 N, Michigan Are,
Franklin 2-6373
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and we can tell you why

If you really want more business and will tell us a few
basic facts about your sales policy, distribution,

and sales objectives, we will research your industry,
competitive sales strategy and media patterns. If

our study shows promise of greater impact, economy and
RESULTS through Spot Radio, we will submit campaign

tdeas and budgets. You then decide for yourself.

Product and media research is one of the many
services we offer to advertisers and their agencies.

Please call or write us today.

‘DETROIT
Penobscor Bldg.
Woodward 1-4255

ATLANTA
Glenn Bldg.
Murray 8-5667

FT. WORTH
406 W, Seventh St.
Fortune 3349
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EAST, SOUTHEAST
WRBZ--WBZA
WGR
WWJ
KYW
KDKA
WFBL

WCSC
WIST
WIS
WPTF
WDB]J

MIDWEST, SOUTHWEST
WIIO
WwWOC
WIDSM
WDAY
wWOWwWO
WIRE
KMBC-KFRM
KFAB
WMBD

KFDM

KRIS

WBAP

KENS
MOUNTAIN AND WEST

KBOI

KVOD

KGMB-KHBC

KEX

KIRO

HOLLYWOOD
6331 Hollyuond Blid,
Hollywood 9-2151

Bosion+-Springfield

Buffalo
Detroil
Philadelphia
Pittsburgh
Syracuse

Charlesion, S. C.
Charloiie
Columbia, S. C.
Raleigh—Durham
Roanoke

Des Moines

Davenpori
Duluth—Superior
Fargo

Fort Wayne
Indianapolis
Kansas City
Omaha

Peoria

Beaumonti

Corpus Christi
Ft. Worth—Dallas
San Antonio

Boise

Denver
Honolulu—Hiloe
Portland

Seatde

SAN FRANCISCO
Russ Building
Sutter 1-3798

51,000
5,000
5,000

50,000

50,000
5,000

5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

50,000
5,000
5,000

50,000
5.000

5,000
1.600
50,000
50,000

5,000
5,000
5,000
0,000
50,000
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Midwestern te viewers help financee satellite tower

What is believed to be the first at-
tempt by residents to contribute their
money to open a satellite station in
their area will soon bear fruit. This
is the solution to a threc-fold problem
around llaves City, Neb.: a commu-
nity antenna was impractical because
of the scattered ranching population;
a local station was unlikely because of
the low population; and a satellite sta-
tion was too expensive an investment
for the stations nearby.

Despite this dismal atmosphere, lo-

cal residents formed the Southwest
Nebraska Television Committee to col-
lect $150,000 to finance the building
of the satellite. With the cooperation
of the local weekly newspaper, which
held a dance drawing 3,000 persons,
and a nine-hour radio marathon that
netted over $12.000, the Commitiee
succeeded in bringing v to the com-
munity.

The latest word on the satellite sta-
tion is that it is due to go on the air
within the month. * Kk Kk

Local stations produce daily community “newspaper”

Several radio stations have begun
publication of their own daily free
news sheets in order to promote the
stations” news coverage or supply
printed news in communities where
there are no Sunday or Monday morn-
ing papers printed.

Among these stations, five come
cut at noon with a Tablegram; they
are: KLZ. Denver; KGGM, Albuquer-
que; KOLF. Scotts Bluff, Neb.: KVOP,
Plainview, Tex.: KVWO. Cheyenne,
Wyo.

KVWO does one of the most exten-
sive jobs with its Tablegram, pub-

Edison Foundation supports

The Thomas Alva Edison Founda-
tion will cooperate with the producers
of the syndicated film show The Big
Idea to keep Edison’s spirit of “inven-
tive-mindedness” alive. The show will
be syndicated nationally by Donn Ben-
nett Productions.

Inventors appear on the show and
demonstrate their ideas with the hope
of interesting someone in the audience
who has capital or manufacturing fa-
cilities. During its seven-year live run
in Philadelphia the show has presented
such unknown idea men as Lloyd Rudd
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lished Monday through Saturday. Be-
cause no Sunday or Monday morning
paper serves the area, the station’s
Monday morning edition is in particu-
lar demand and is thus its major ef-
fort of the week.

Though the stations™ Tablegrams are
too small to actually compete with the
newspapers in the area, they pride
themselves on the fact that some issues
carried stories that were beats on the
regular newspapers in their area. Rou-
tine fare consists of market news,

weather and local and national news.
* k *

film show ““The Big Idea”

and Cyrus Melikian, inventors of the
now famous Rudd-Melikian automatic
coffee dispenser. (See “How tv put
over a coffee vendor,” sPoNsoRr, 22
September 1952, page 32.)

The Foundation selected the show
on the basis of a study conducted in
its behalf by Albert Frank-Guenther
Law to determine the most suitable
vehicle to encourage invention. At
SPONSOR’s presstime The Big Idea had
been sold in 39 markets starting 1 Jan-
uary, but local sponsorship may up the
figure to 70 by that date. * k k

Radio station plugs self
on car record players

Station Manager Bill McGrath of
Boston’s WHDH came up with an idea
for recapturing any part of the sta-
tion’s car radio audience that might
swiltch to using the new auto record
players. He cut a record of the type
normmally played on these sets and
made arrangements with car dealers to
put it into the hands of the people
buying the players.

The record is labeled “For your lis-
tening pleasure, courtesy of radio sta-

Station manager McGrath readies car disk

tion WHDH. Boston, 850 on your ra-
dio dial.™ The listener hears music
played by the station’s musicians with
an announcer culling in inquiring
whether the listener is inissing the
sports, road conditions and the like

that only a radio station can provide.
* K %k

KVTV polls country for
21st Century guessiimates

A metal receptacle is being built into
the wall of KVTV’s tv and radio stu-
dios. The Sioux City station is collect-
ing guesstimates from people in many
walks of life about what the world will
be like in the year 2000. All of the
answers will be sealed in the metal
container on or about 15 December
and left there until 1 January 2000.

When they are opened. the station
will determine how good present-day
business people were at looking into
the future. Many of the “guesstimat-

ers’” are. of course. in the broadcasting
industry. * k%

Baunk vice president
delivers (v conmercials

A Wichita bank vice president may
find himself becoming a tv personality.
The v.p.. Ken Johnson. appears on
KTVH alternate weeks. when the Kan-
sas State Bank sponsors the Liberace
show, and takes part in the program’s
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Bank v.p. does tv film show commercial

two commereials in an informal nwan-
ner.

Other bank staffers appear with him
and demonstrate the wav a customer
can bank by mail. open a cliecking ac-
coint or horrow money. 'the bank has
been very enthusiastic over the results,
has said: “We believe that the success
of our commercials is Jdue to the fact
that stafl members represent the bank
on the air. giving the tv audience a
chance to meet the people who serve
them, and showing the actual services
available to them.” i

Briefly . ..

Shortly after sales were combined at
WMUR and WMUR-TV, Manchester,
N. H.. the Clvde CGarfield Ford Co.

You need only buy WEBG-TV o cover all of central

and Western Pennsylvania. With maximum power of

316,000 watts, WEFBG-TV blankets the rich, heavily-

- WFBG-TV

channel 10

bought a schednle of annonncements /:Jz

on both stations. The schedule made C

use of 3300 worth of announcements Basic

and streszed the tdea of a one-cent sale. €8s fﬁ’} g
Customers buying a new Ford at ff"{"’ A,‘ VBC

erape

list price could obtain a Ford acces-
sory for each additional one cent.
Sales were ‘impressive: 30 in the 21
hour sale period.

* » *

Timebuyers in more than a thou-
sand American and Canadian ad agen-
cies received copies of the special tele-
vision sections that appeared in both
newspapers i Calgary. Alta. The sec-
tions were the combined work of the
newspaper staflers and CHCT-TV's
promotion department who supplied
many of the photos used.

Purpose of the special sections was
commemoration of the station’s intro-
duction of local. live programing. Un-
til 14 November the station had been
originating itz Dbroadcazls from its
transmitter facilities. After completion
of its 8750.000 studio facilities the sta-
tion started a. schedule of 26 hours of
local, live broadcasting a week. This
gives the station one of the heaviest
such schedules for an independent in
the dominion. B %k
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 populated areas between Pitsburgh and Harrisburg.

[n addition to the 537,452 tv sets in its coverage

area, you get a bonus of 131,556 television homes in

Metropolitan Pittsburgh.*

(344

WEBG-TV

Altoona, Pa.

BASIC NETWORK
also ‘IBC, NBC uﬁ?/iuia

Represented exclusively by H - R Television, Inc.

Ja 15, 1955 Gives WFBG-TV 11. 1 Pittsburgh, 13
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I. New stations on air* |
CALL CHANNE ON-AIR ERP (xw)**| Antenaa | NET STNS. ' STy, PERMITEE, MANAGE
CITY & STATE LETTERS NO DATE Visal | ()00 | AFFILIATION | ON ATR | Tga0; : o
EL DORADO, ARK. KRBB 10 18 Nov. 24 630 NBC None NFA e L o Peals
W. C. Brewster, v.p. M
BISMARCK, N. D. KBMB-TV 12 14 Nov. 132 310 : KFYR-TV 25 Nerth Daketa Besta Co. Ine. Hec
GRAND FORKS, N. D. KNOX-TV 10 21 Nov. 2.95 220 None NFA Community Radlo Cord:
Don E. Whiteman, v.p.
Adolf Lund. v.p. .
Elmer 0. Hanson, v.p. & gen. mar.
WAILUKU, HAWAI KMVI1.TVI 12 7 Nov. 30 3,910 NBC KMAU NFA jMa'f,i, Publishing Co. NBC Spot Safi
5 alter Cameron, pres.
11. New construction permits*
CITY & STATE CALL CHANNEL | paATE OF GRANT | ERP (kw)®® | Antanns | STATIONS l‘ ffﬁ(é# ERMITE ANAGER, R :J
[ LETTERS NO. RA Visual (1)>** ONAIR | LR E, MANAGER, RADIO REP
|
BILLINGS, MONT. 8 23 Nov. 87.1 574  KOOK-TV 22 Midland Empire Besta. Co.
BUFFALO, N. Y, 59 23 Nov. 25.1 419 WBEN-TV 9822 Frontier Television Inc
WBUE-TV Rlthardl S s A
WGR-TV |
B 0 x S c 0 R E U. S. siations on air._ 4208 Markets covered _ .. 2608

*Both new c.p.'s and stations going on the alr listed here are those which occurred betwees
31 October and 11 November or on which information could be obtained in that period. Stations
are congidered to be on the air when comrmercial operation starts. ®**Effective radlated power
Aural power usually is one-half the visual power, *"**Antenns height above average terrain (Dor

abrre ground). tlnformation on the number of sets in markets where mot designated as bein®
from NBC Research, consists of estimates from the stations or reps and must he deemed approm
roate §Data from NP Researeh and Plamming NFt Ny fimures avallahle at pressho
on sets In market. +4Plans to retransmit programma of KONA, Honolulu. 2Includes Canadial
sels eovered. '
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. « - keeps viewers tuned to

FRESNO, CALIFORNIA = CHANNEL 24
Basic NBC affiliate

the San Joaquin Valley’s
FIRST TV station in...

POWER now 447,000 watts.
RECEPTION

viewer survey shows KMJ-TV reception is
rated most satisfactory and snow free in
the Fresno area.

KMJ-TV was the first local station equipped
to transmit network color and now trans-
mits local color slides and films.

Paul H. Raymer, National Representative
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$1,509.052,000* consumer
spendable income in 1954,

More than Dallas, Miami, Denver,
Columbus, or Indianapolis.

San Diego has more people, making more,

spending more, and watching
Channel 8 more than ever before.

*Consumers Markets 1955.
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WRATHER-ALVAREZ BROADCASTING, INC ; SAN DIEGO. CAL'P
REPRESENTED BY PETRY

America’s more market
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ABC FILM SYNDICATION, INC.

NEW YORK CHICAGO HOLLYWOOD DALLAS ATLANTA SAN FRANCISCO
10 E. 44 St. 20 N. Wacker Dr. 1539 N. Vine St. 3123 McKinney Ave. 267 Colonial Homes 277 Golden Gate Ave.
SU 7-5000 AN 3-0800 HO 2-3141 RA 6302 Dr. NW. - EM 4621 UN 3-0077
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NEW ENGLAND

Reed St.
Western Circle
westfield, Mass.

LO 2-3487
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“The service with the most subscribers’’
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Bringing “' Orldi
to the nation...

Florida's First
Television Station

100,000 WATTS SNOW, SLEET, HAIL AND ICE?
1,000 FT. TOWER
Ropresertetl atiasaily Not In Sunny Florida!!
by Free & Peters, Inc.
More and more network producers ond adver-
tisers are finding thot a Flarida setting odds

glomour ta the pragram and points ta the RAT-
INGS.

Plon naw to originote your show fram fabulous
Flarida by using the facilities of Miami‘s Channel
4. WTVJ hos the personnel, equipment and ex-
perience to ossure you af quality service.

Basic Affiliate
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LENT RESEARCH

ntinued [rom page 47)

k. Hold on. Mr. Executive. Tal-
it agencies do mot develop talent.
Thev do no researching. Talent, like
Topsy, just grows. Talent agencies
acquire what they call “properties” by
many and devious methods. Few, if
any are interested in representing the
tyvros, beginners.
Instead, they prefer the well-esta-
lished properties: those who are in

demand and are regularly employed.

Talent agencies operate on the the-
ory, “Let them knock themselves out
first; let ’em get a rep. If they’re any
good we’ll get ’em one way or another.
If necessary we’ll steal them.”

So how does one of their artists
(that’s what the talent agencies call
their properties when they speak to
you) become big and possibly appear
on your show. at a big price?

Here’s one pattern. The scene is the
office in a major talent agency and X,

- 11-11:30 a. m.

Mondéy thru Friday

Big audience!

Here is how to SELL Foods in
this $129,460,000 food market!

Lorelei Stroble’s daily cooking program is locally produced
to produce local results. Put her sincere personality and
know-how to work for you! Participation spots available.
Call, wire or write for details. WBRZ’s local productions
reach the audience you want!

The only television station covering the heart of
Louisiana—uwith its $899,481,000 buying power.

NBC-ABC
Represented by Hollingbery

Channel
Power:
100,000 watts
Tower:
1001 ft. BATON ROUGE, LOUISIANA

a comic, is on the phone with Y, his
agent.

X: “I’ve been with your office for a
year. I signed with you because you
promised to get me my own tv show.
Up to now you haven't even gotten me
a guest shot. If you guys don’t come
up with something very quick I'm
gonna ask for my release.”

Y: “Don’t get impatient, kid. We're
working on something pretty big. We
ought to be getting word about it any
day now. Now don’t ask me what it
is because if it leaks out we’ll blow the
whole deal. So sit tight. And don’t

' call me. I'll call you.”

That evening the talent agency has
its department head meeting. This is
the confab where all the problems are
thrown out on the table and the agents
discuss il.

Y: “X was in today raising hell.
He’s getling tough to handle. If we
don’t get him a tv shot he may demand
his release. Anybody here got any
ideas?”

The agents, all department heads,
ruffle their papers, look up at the ceil-
ing, out of the window, at each other.
Nobody has an idea. One lad who is
in charge of guest tv shots finally says,
“Maybe I can get X a shot on Garry
Moore or Steve Allen.”

“That’s it!” is the general agree-
ment. At least X will get some expo-
sure and who knows.”

So the next day our enterprising lad
calls on the producers of the Garry
Moore show or the Steve Allen show,
or both. He describes X’s talents in
the most glowing terms, boasts how
much money the office gets for him in
night clubs and theaters and how many
people want him. “But as a special
favor we’ll let you have him.”

The producers, who'’ve heard agents’
tales before, are cynical. They prefer
to “see” the comic first. This means
an audition and the agent doesn’t know
if X will stand still for that. However,
he goes back and reports to agent Y,
his boss.

Y phones X: “We fially came up
with just the thing for you. Steve
(or Garry) has been after us for you
for a long time. But we wanted just
the spot. Well. we finally got it. But
some of the boys haven’t seen you for
some time and wanted you to come in
for a quickie run through of your ma-
terial. So when can you come down

| this afternoon?”’

So our comic lakes the date afler
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NO SELLING CAMPAIGN

IN THE SAN FRANCISCO AREA IS COMPLETE WITHOUT.
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| WESTINGHOUSE BROADCASTING COMPANY, INC.
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I'he talent ageney is
mtarily relieved because X will
now get his first exposure.

\ woes o is pleasant without being

standing, and that’s that. The net-
work people who were supposed to
liave watched him forgot to, were
busy doing something else, playing
gin, or drinking it. or simply were
not interested.

Suddenly in comes a load of mail
asking who that “new face” is and the
talent agency starts to move. It is now
excited. They get X, add a girl (also

is 2000 feet above average terrain

VA.

displeased witli her lack of progress),
get an outline of a format—and presto!
a new package is born.

If you wanted the bhoy before you
could’ve hought him for 8500 tops.
The girl for perhaps another $400.
Now the package price, along with mu-
sic, props, etc., is £20,000.

So much for the research or devel-
opment by talent agencies,

The networks operate differently.
One web, NBC TV, has recently start-
ed a nationwide campaign for (1) new
writers and (2) new performing tal-

W!

UP TO MAXIMUM POWER
WITH THE

BIGGEST TV BUY
IN THE SOUTH

656,675 SETS!

MORE THAN ANY OTHER STATION
SOUTH OF WASHINGTON, D. C.

More than top power — here's top coverage,
jool WSJS-TV's new mountain top tower

...beams

your sales story to the Golden Triangle

cities of Winston-Salem, Greensboro, and
High Point, plus 91 counties in 5 states ...
with a whopping total of 3,943,000 people!

A 45 BILLION DOLLAR MARKET

AN\-SU\Y

WINSTON-SALEM, N. €.
CHANNEL 12

X

« A\

HIGH POINT

88

7> GREENSBORO
N.C.

WINSTON-SALEM
‘{b( GREENSBORO
HIGH POINT

HEADLEY-REED, REP.

ent. | think this is the third such 1al-
ent-hunt launching started by this net-
work. The plan is laudable and neces-
sary. Somebody will have to come up
with new stars when the present flock
outlives its usefulness.
operate?

A comic, for example, is placed un-
der contract to the network for a nomi-
nal suin—with options, of course. No
network is so crazy as to tie itself up
without some out. A writer or writers
are assigned to create a format and
write appropriate material for this new
comic.

A format is finally developed and
material outlined. I will skip the many

! hands it has to pass through before
it is finally approved. Well, the show

- is now on paper and arrangements for
a kine are made. The kine is viewed
by the brass and assistants and every-
body is crazy about it. They’d better
be. Money has already been invested
and heads can roll if the enthusiasm
isn’t there. The web’s sales force now
goes out to sell the show. I'm assum-
ing that time has already been made
available.

The preliminary work. research, sal-
aries and kine costs now amount to

How does it

* * * * * * * *

¢¢Radio set sales are greater than tele-
vision; most people have more than one
radio set; there is less radio set listen-
ing in living rooms and more in other
rooms and cars; radio is listened to by

| individuals and not by the family; radio
listeners look for both personal guid-
ance and entertainment; and last, and
probably most important, most daytime
listeners do other things while they lis-
ten, while two out of three nighttimme
listeners concentrate only on the pro:

‘ gram. To put it another way, about as
' many people listen to radio as before.
but they do not listen as extensively.®®
ROBERT E. KINTNER

President

ABC

* * * * *x * * *x

about £25,000. A tidy sum. You need
a show. You like the kine. You feel
it will help sell vour product. The
price to vou, §40,000 a week.

I{ the show represents your product
successfully vou get increased sales.
H the show builds to a respectable rat-
ing and option time comes around,
your cost has now risen to 860,000—if
you want to keep the show. And so
it goes. If the figure gets too high for
vou, you share the cost with another
sponsor, and still another sponsor.

| Do you think the foregoing isn’t 4
fair example? How do you think the
Red Buttons show was built? The
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the Omaha Area . . . Beatrice Foods selects KMTYV for its

survey leadership and merchandising help.”

says Jim Switzer, Vice President, Foote, Cone & Belding, Chicago

¢ c\ ( 7 E wanted Beatrice Foods advertising to be on Omaha’s most
popular TV station and we wanted lots of merchandising
help,” Mr. Switzer said. “So naturally we chose KMTV.”

“Qur 15-minute Sports For The Family film secured a fine rating,”
said Mr. Switzer, “and the Omaha manager for Beatrice Foods was
highly pleased with the help KMTV gave him in merchandising and

in promoting a contest among Omaha youngsters.”

According to the latest Pulse survey (Sept. 6-12), KMTV has 13
of the top 15 weekly shows . .. 8 of the top 10 multi-weekly shows
.. .and leads by wide margins in most of the weekly Pulse time classi-
fications.

So profit from the experience of many successful national adver-
tisers. Contact KMTYV or your Petry man today for more information
on many choice KMTYV availabilities.
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IT'S NO DRAW —IN OMAHA
SMART ADVERTISERS ALL AGREE: IN OMAHA THE PLACE TO BE IS CHANNEL 3

TELEVISION CENTER
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MAY BROADCASTING CO.
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tact that it fell by the wayside is an-
othier =tory.

~o what can you do about it? A
long way back we told you you're in
showbusiness. If you're in it you'd
better think of research and develop-
meut. Go where the talent is and learn
something about it. What makes it
click? What do you see in it that
would appeal to your market? Get
acquainted with it before the asking
price makes you faint. H you're go-
ing to buy lollywood and Broadway
names you'll always pay through the
nose.

So meet the performing talent in its
own home grounds. With fewer places
where talent can display its wares.
the task isn’t too great. You’'ll have to
stay up late. You'll mneet and talk to
strange people. You may even have to
learn a jargon that will puzzle you.
But in the long run your chances of
success in coming up with something
you'll like will be as good as, if not
better than, anything you’re given by
erther the talent agency or the network.
And the price won't be something that
will raise your blood pressure.

Comedians are the most widely

Obviously

OUTSTANDING .

SIX FULL TIME NEWSMEN OUT OF
A STAFF OF 44 GIVE PEORIAREA

THE MOST COMPLETE COVERAGE

OF LOCAL

AND WORLD NEWS

FREE & PETERS, Inc., Exclusive National Representatives

90

sought, so go out and watch them.
Dow’t bother with the well known.
They already have a price tag, are
usually too expensive, and have al-
ready been on tv. What you want is
something new, different.

Avoid the comedian who stands and
tells jokes on the order of “my girl
wears open-toed army shoes.” These
stand-up comics seldom are actors, and
tv needs actors, not just bad joke
tellers.

Don’t mistake overacting for com-
edy. Underacting is often the hallmark

- of the basic comedic art. It requires

more intelligence than just learning
lines. Also, look for a pliable face
and expressive eyes.

You’re not going to find the him
or the her right away. It 1akes time.

So where to look?

If you're in or around New York
try the Catskill Mountains (commonly
known as the “Borscht Circuit”) or
the Poconos.

Don’t bother with the headliners;
watch the supporting acts instead. The
smaller night clubs—not the Copas or
Latin Quarters or hotel spots—are
good hunting grounds. The Blue An-
gel, Ruban Bleu and occasionally one
or two other places are recommended.

If vour fraternal organization, club,

or business gives some kind of a din-

ner where entertainment is provided,
pay particular attention to the per-
formers. They’re usually young people
known only to the entertainment dj-
rector.

Once you find what you think is 1t,
the hard work begins. You've done
some research: now begins the train-
ing. The person you choose will need
coaching, material, lessons.

If you already have a network tv
show, use your influence to put your
protege on sustaining local tv shows.
When he’s had enough seasoning put
him on vour show for a few minutes
at irregular periods. Your producer
may object. Let him. Chances are he
doesn’t know anv more about comedy
than you. All opinions are subjective.

As a general rule. avoid singers.
They’re too often artificial products of
a record hit. They can't act, have lit-

~tle personality and frequently have

little else but a trick voice. Your Per-
ry Comos and Bing Crosbys don't hap-

pen often.

That’s about all for this session—

so good hunting . . . it’s open season!
x Kk K
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SUPERMARKET SYMPHONY

tContinued [rom page 15)

: a Lang-up promotional job by
nt. agency aund station WBTV: the
eral rize of tterest i classical mu-

~ic stirred up by hi-fi and low-priced
longplay records; the upbeat of cul-
tural interests that is part of the post-
war growth in the South.

But the actual idea for a live televi-
ston symphony came from the success
of a pop concert of the Charlotte Sym-
phomny sponsored by Bill Harris, presi-

dent of the grocery chain that now
averages over $200,000 weekly in sales
volume. A capacity audience packed
the local annory to hear the concert.
Eight months later, customers were
still talking about the show,

Harris reasoned that the symphony,
on the larger stage of television. would
arouse widespread interest, and pro-
vide a civic-minded program vehicle
to promote the store chain. As events
prove, he was right.

Says supermarketer Harris:

“The people of our city should have

SUNDAYS, MONDAYS ana ALL WAYS

WOL

has a lion’s share of audience

SUNDAYS (daytime) 32.6% Ist PLACE
MONDAY WOLF
thru SATURDAY Share of Audience
Mornings 8 A.M. - 12 Noox 16.9 % 2nd PLACE
Afternoons 12 Noon - 6 P.M. 33.3% T1st PLACE
Evenings 6 P.M. - 10:30 P.M. 29.7 % 1st PLACE
everywhere you go . . .
MONDAY thru FRIDAY 9 A.M. to 5 P.M.
Barber Shops e 50% (tie) 1st PLACE
Beauty Shops 3y 1st PLACE
Cleaners 231 % 2nd PLACE
Dentists 24.6% 1st PLACE
Drug Stores .36.4% 1st PLACE
Grocery Stores 47.3% 1st PLACE
Service Stations 51% 1st PLACE

RATING for RATIGNG -
in CENTRAL NEW YORK i

RATE for RATE

FREE . . « Get the whole story (Spring
1955) covering home-auto-store listening, 4
and B8 yecar trends, TV operating hours, also
new (October 1955) Business Establishments
Survey. Included are the basic market facts
on population, labor force, industrial work
hours, automobiles, telephones, and monthly
sales comparisons. Ask for your copy of
The Syracuse Inside Story.

WOLF

SYRACUSE, N. Y.

National Sales Representatives

| THE WALKER COMPANY
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an opportunity lo see good musicians
perform. In this nervous world, we
need to listen to music. Good nusic
Believing this, we
have given our wholehearted support
to this community program.

is for everyone.

“It’s certainly gratifying to us to be
in a position of gaining materially as
a result of a civic enterprise.”

The Carolina Iour has also dis-
proved the notion that only the upper-
bracket shoppers will “dig” a sym-
phony. Says adman Kincaid: “It's
been amazing to the sponsors that peo-
ple of every stratum seem to like the
show. More folks of the lower- and
middle-income class ention the show
than those in the higher-income brack-
ets. by the way.”

Is a show of this type out of line
with other local tv shows available to
the supermarket chain? According to
Harris executives. the answer is “no.”

“Production costs of the program,”
Kincaid states, “have been slightly

* * * * W * * »*

66, . . the more people your ad calls
upon, the more sales you are going to
make for your product or service. It is
true that a good many advertisers be-
lieve there are advantages in owning a
paticular show that outweigh this em-
phasis on frequency. But either way,
network radio is now in a position to
fulfill the individual requirement of any
acceptabie product.®?®

JOHN KAROL

¥.P. in charge of Neticork Sales
CBS Radio

* * * * * * * *x

higher than ordinary live local pro-
grams, but sales results have proved
it a profitable venture.”

Show stopper: The show has become
a phenomenon and a pattern-setter in
musical circles as well,

A representative of the Charlotte
Symphony traveled to the American
Symphony Orchestra League meeting
in Evansville, Ind., last June for the
annual muszical conclave.

Amidst the talk of Mozart and Mah-
ler. of flatted fifths and sharp-tongued
sopranos. there ran a leitmotif: How
can symphony orchestras stay within
their budgets in an era of rising talent
costs?

The Charlotte man finally spoke up.
and told about the sponsorship of the
Charlotte musicians hy a supermarket

SPONSOR




chaii, Mt fiest, the other symphony
managers thought he was kidding,
Now. sertons musicians all over the
comtry ate eveiug the Charlotte
show as a <ort of wnusical pilot opera-
tion, Sinee a local ssymphouic v show
can be a conmereial as well as artistic
suceess, the feeling runs, why can’t the
idea be repeated in other cities that

have local serions music groups?

Codu: |y o coda-like <ummation of the
show, aud its effects on the comnin-
nity. adman Kineaid tokd spozson:

"Never have | seen any advertiser
realize such hinmediate and consistent
results from an advertising vehicle or
medinm.  We feel that the Carolina
Hour excites civie and educational in-
terest by programing good music aud
providing the opportuuity for area tal-
ent to perform in a professional man-
ner.

“Primarily. we are delighted to offer
proof that televised Baeh and Beetho-
ven can sell everything from soap to

cigarettes for our client and compete
favorably with the best of tv program

fare.” * kK

12 DECEMBER 1955

REP HEADACHES

tContinued [rom page 1

one more thing b ogotta tell vou. Be
fore 1 got the okay the commercial
of the station called o tell
me that if | wa< having such a havd

nuanagel

tinte selling a good ~pot, what woukd

b do when sonething hard to <el came

atong.  Boy! | feel ke a double
~cotch.
“I'H have a double scoteh,” the

rep said to the barteuder.
“Me, too,” said the radio rep.
Fach

thoughts for a few moments. Finally,

was  silent with  hix  own
the radio rep said, "You know, we
often get sore at timebuyers but they’re
have

problems. There are a lot of things

really good guys.  They their
zoing on they don’t like, but they can’t
do anything about 1. Like, suppose a
timebuyer calls me and asks me for
morning availabilities during the week.
Well, as | said before, there’s little
around so | try to get some informa-
tion about the campaign. You know,

maybe [ can come up with something
) £

it’'s a plane?

it’'s a jet?

that'H it the prodoct even if it~ not
momorning time,”

“Jeez, 1 know just what voir'ne go-
tng to say,” the tvaep saud " Aad von
can sayv that awain.”

“Yon Hdn't give me a chanee to say
it the first time” said the radio rep.
funishing hi- drink. "What I was go-
ing to ~ay was that if vou a<k a time-
buyver for information abont campaign
~trategy e he save he's not allowed
to tath abont it even thongh he wants
to. vou can behieve hine After all. a
timebmver knowe we can help hin if
we hnow what theyv’re trving 1o do
with the product. We can shorten his
work aund just give hin the best avail-
abilities instead of all of then”

“Yeah,” said the tv rep, “but those
accomnt men. Y ou might think theyire
protecting the secret of the aton bomb
the way they keep campaign <trate-
gies sccret.”

“Yeah,” said the radio rep, “some
secret. Two days later. a competitive
timebuyer calls up. tells you what the
campaign is all about and a=ks you if
the competition is buying thne oun your
stations<.”

“Jeez,” said the tv rep. “vou can say

it’s LEE KNIGHT!

Constantly looking for unusual, audience-gefting
material, Lee Knight, hostess of WSPD’s daily

“plane recently to make a taps recording.
:‘And this summer, Lee toured England, France,
“ltaly and Switzerland gathering some 40 taped
... interviews for outstanding program content.
! ‘““Homemakers’ [nstitute’’ programming gets the
audience. Your advertising mes-

3

‘dollas market.
Y- : - : -

- sages get the sales results in
h°. WSPD's 16 county, billion

< <A S<=2= Call Katz or
CHerry 8-6201
in Toledo.

TELEVISION

TOLEDO, OHIO

Storer Broodcas)ing Compony

IOV MAFRER N2T, SALES TR. 1'S FL 87 STREET Nia YR

Represented Nathonally

by KATZ
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Grady Edney
Dick Pack Program Manag
WBC National Program Manager WBLZ, Boston

Tom Bennett
Program Manager
KDKA, Pittsburgh

Bill Dempsey
Program Manager
KPIX, San Francisco

oL

Guy Harris Byron Dowty
Program Manager Program Manager
WOWO, Fort Wayne KDKA-TV, Pittsburgh

Gordon Davis |
Program Manc@
KYW, Philadel




Month in, month out, these WBC program managers develop a steady
' stream of ideas for new shows. Exciting, out-of-the-ordinary ideas that

produce big audiences and big payoffs for advertisers!

Like Swan Boat, on WBZ-TV, Boston-—a morning variety show that
successfully combines big-time quality with local home-town atmosphere.

Like teaming up the city’s five top disc jockeys: Moon Mullins,
Barney Keep, Bob Blackburn, Al Davis, Al Priddy, on a single
station —KEX, Portland —and then alternating the five flavors prac-
tically around the clock.

Like the crusading documentary WPTZ’s Telescope that uncovers
and covers current serious problems of Philadelphia.

Like new, fast, first-hand coverage of local news by KDKA, Pitts-
burgh, on the scene instead of only in the newsroom.

Like many, many more bright, imaginative programs on WBC'’s five
radio and four TV stations.

On location in six big markets, and at Headquarters in New York, WBC
idea-hunters are eternally at it. Result No. 1: brilliant programming.
Result No. 2: big audiences. Result No. 3: WBC stations are the best
buy in six markets where 26 million people live and buy. Get all the
facts. Call Eldon Campbell, WBC National Sales Manager, MUrray
Hill 7-0808 in New York City.

No selling campaign is complete without the WBC stations

WESTINGHOUSE BROADCASTING
COMPANY, INC.

RADIO TELEVISION
BOSTON—WBZ+WBZA BOSTON —-—WBZ-TV
PHILADELPHIA—-KYW PHILADELPHIA—WPTZ
PITTSBURGH — KDKA PITTSBURGH — KDKA-TV

FORT WAYNE —-WOWO SAN FRANCISCO —KPIX
PORTLAND —KEX

KPIX REPRESENTED BY THE KATZ AGENCY, INC.
ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS. INC.

Bill Kaland Gordon Swan
WBC Assist. National Program Manager Pragram Manager
WBZ-TV, Baston

Stan Lee Braza
Program Manager

Mel Bailey WPTZ, Philadelphia

Program Manager
KEX, Portland, Oregon

Gordon Hawkins
WBC National Educational Director



that again. Gimme another double
~cotch,” he said to the bartender.

“\e, too.” said the radio rep.

“Say,” said the tv rep. “i=n’t that
Gregory Peck? | heard he was tour-
ing Madi<on \ve. to get the feel for a
niovie about advertising.”

“Nah. that’s not him,” said the ra-
dio rep. ““And what if it waz? What’s
he <old? Just because you can recog-
nize a guy doesn't mean he’s so great.
We've got personaliiics on our stations
that could <ell circles around Gregorv
Peck and if any one of them walked

i here nobody would recognize him.”
“That’< the trouble with you radio
guys.” said the tv rep. “You're too
sensitive. Let’s get a table and eat.
Mayhe we'll feel better.”
“This business would be a lot eas=-
. ) . .
ier,” «aid the radio rep after they were

seated. “if the agencies gave every-

body a crack at new business.”
“Jeez,” said the tv rep. “vou . . .
“Okay,” said the radio rep. “I'll say
it again. This business would be a lot
easier if the agencies gave all the rep-
a crack at new business. Now. mind

29

cents a pound!*

* Nielsen Coverage Service

A Clear Channel Station
Serving the Middle W est
MBS

Los Angeles—411 W. Sth St.
Chicago—307 N. Michigan Ave.

Just one pound of your coffee sold to the radio homes in
WGN’s area would mean 2,343 tons sold—$4,217,400 at ninety

WGN reaches more homes than any other advertising medium
in Chicago and our Complete Market Saturation Plan has
proven it can sell your products to these homes.

( 11

J 50,000 Watts [l

, 720 &
I \ On Your §

Eastern Advertising Solicitation Office.
220 E. 42nd Street, New York 17, N.Y. for New York City, Philadelphia and Boston

Representative: George P. Hollingbery Co.
New York—S00 Sth Ave. o

TONS
COFFEE!!

Dial

Atlanta—223 Peachtree St,
San Francisco—625 Market St.

For your best television buy in Chicago, it's WGN-TV,
Channet 9. “Ny Little Maigie” and “Stu Erwin Show”
available for imnouncements Mondav-Friday 10:00-11:00 A M.
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you, they're pretty fair a good deal of
the time. But, boy. it gripes me when
a timebuyver buys his favorite station
list without giving me a chance to
show what I can offer. What are you
going to have to eat?”

“I think I'll have Yankee pot roast,”
said the tv rep.

“Me, too,” said the radio rep. They

ordered.

“Just between you and me,” said
the tv rep. “with all this talk ahout the
agencies and timebuyers keeping things
back, let’s face it. some of my stations.
aren’t exactly angels in this respect.”

“You don’t even lave to say it
again,” said the radio rep. “You want

* * * * * * * g

¢¢Today in media researeh, too much of
our effort is eoncentrated on proving
that something happencd. Researeh is
being done to provide post-factum ego-
building material. 1ts dedieation is flat-
tery rather than fact. Aund some re-
seareh is even being done to prove that
someone ebse has over-flaitered them-
selves,*®
SEYMOUR SMITH
Director
Adrertest Research

* * * * * k. o -

to know what a station pulled on me?
This station inanager comes in town,
see, and begins giving me the husiness.
I'm not doing so well, he says. His
compelition is getting some juicy na-
tional business that he thinks ought to
be on his station. And at night. too.
I felt like telling him that if he’d do
something about his crumby nighttime
programing. mavhe he’d get some bus-
iness. Talk about dogs. Well, he’s a
kind of temperamental cuss, so I just
kept my mouth shut. 1 got enough
trouble without his switching to an-
other rep. Hey, you stole my butter.”

“You're getting too fat. anyway.”
said the tv rep.

*Do vou ever look in your mirror?”
said the radio rep. “Anyhow, where
was 1? Oh, ves. Now. get this. No
sooner do we visit the firzt timebuyer
when he begins spouting about some
new programing he's putting on at
night. Well, vou know. it was a terrific
idea. But does he tell me about it
first? No. he does not. And it's been
on the air for three weeks. Meanwhile,
the timebuver is looking at me with a
where-have-you-been expression. Then
he tells the station manager that this
puts a different light on things and
that his station will certainly get more

SPONSOR




They talk of Pigeons and Glitch

“Pigeons™ are not birds to a Bell Svstemn
technician. They are impulse noises causing
spots which secem o fly across the TV picture.
And when he talks of “glitch™ with a fellow
technician, he means a low frequency inter-

ference which appears as a narrow horizontal
bar moving vertically through the picturc.

It is important that our technicians can dec-
scribe the quality of their signals in terms which
mean the same 1o Bell System technicians in
television operating centers along the line.

They continually check their monitors and

12 DECEMBER 1955

oscilluscopes 1o guard the quality of the
as it wings across the nation, If one of
notes any defect in the picture, he may
to compare the signal he is receiving with those
rcccived by monitors back along the linc. Tt is
important that they talk a uniform langu
with precise definrtions. That way they quickls
isolate the point of interference and correct it
This tcamwork along Bell System lines is an-
other item which assures the network that the
signals represent the best possible service that
Bell System ingenuity can provide.

BELL TELEPHONE SYSTEM

PROVIDING TRANSMISSION CIIANNELS FOR INTFRCITY TEI )N TODAY AND TOMORROW
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serious conzideration, especially since
this kind of programing is just what
Lhe was looking for. And whlen we
walk out the station guy has got one
of those smug that’s-the-way-to-sell-
radio-<on looks. Brother! I could have
another double scolch.”

“Iley, take 1t easy on my expense
account,” said the Lv rep.

“What? Wilh the tax bracket yvou're
in. a drink doesn’t cost you more than
a dime,” said the radio rep.

“Boy, you have had too much to
drink,” said the tv rep.

—that's

“I'm only kidding,” said the radio
rep. “I wonder if that station guy de-
liberately held back on that nighttime
show just to prove t¢ me he was a
good salesman?”

“Hey, you're letting things get you
down,” said the tv rep. “My guess is
that he figured if he sprang the new

show on timebuyers during a personal

visit it would have more eflect.”
“Well, maybe,” said the radio rep.
“But those things sure can be aggra-
vating.”
“Yeah,” said the tv rep.

the yearly income*

of WIBW farm listeners!

Here’s the man to sell. He’s got plenty of cash to buy your

product.

Kansas farm families are buying like mad these days, buying
cars, tractors, tools, appliances, luxuries. They’re building barns,
sheds, homes, granaries. They’re using services like never before.

Remember that figure $8,830, after taxes — it gives them

plenty of cash to play with.

And remember too that WIBW is the radio station Kansas

Farmers listen to most.}

=Consumer Markets, 1955.
+Kansas Radio Audience,

1954.
TOPEKA, KANSAS
Ben Ludy, Gen. Mgr.

WIBW & WIBW.-TY in Topeka
KCKN in Kansas City
Rep: Capper Publicaticns, Ine.

SERVING A MARKET 529 ABOVE U. S. AVERAGE
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“You say, ‘yeah,”” said the radio
rep, “but you tv guys got it easy.
We've gol Lo sell our medium in addi-
lion to selling our stations. We’re not
glamorous like you. We’re under-pro-
moted. And I'll be the first to admit
that part of the fault lies in our laps.”

“We've got our probleins, too,” said,
the tv rep. “Don’t kid yourself. We
can talk about terrific impact but then
the advertiser comes back with, ‘I can’t
afford it.” It’s hard to argue with that.
And for tv to have a big future, we've
got to bring in small guys as well as
the big guys. And there’s another
problem we face in common with you
guys. It’s hard to go over the head of
a timebuyer and try to sell the account
man or ad manager. For some reason,
timebuyers seem to resent it, although
on the print side it’s very comimon.”

“Yeah,” said the radio rep. “I've
noticed that, 1oo. Still, I think if you
talk to the timebuyer first it helps.”

“It helps a little,” said the tv rep,
“but the magazines and newspapers
have tradition on their side. They've
been selling themselves for years and

X x x X X X X x

¢¢Although there has becn one asbstain-
irg member. the Board of Directors—
which establishes our poliey-—has been
substantially unanimous in their action
regarding Toll Tv. Qur position is clear:
We don’t want any kind of change in
free-enterprise televizion which will
lessen to any degree its free charaeter-

isties.”?
HAROLD E. FELLOWS
Presidont

NARTB
X ¥ ¥ ¥ x ¥ x =

years. We've got to get the same kind
of acceptance.”

“I'll tell you what we’ve got to get,”
said the radio rep. “We've got to get
those timebuyers off their backsides
and get west of the Hudson River.”

E13 %
“You can . . .

“There are some markets you just
can’t understand unless you get out
there and walk around the town, talk
to the people, the dealers, listen to the
local radio shows. . . .”

“There are local tv shows, too, you
know,” said the tv rep.

“You talk about your headaches,
I'll talk about mine,” =aid the radio
rep. “This business about Madison.
Wisconsin, not being the same as Mad-
ison Avenue, has become a cliché. But
there’s a helluva lot of truth to it. It’s
amazing the differences vou find be-

SPONSOR
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This holiday month we Face the
Facts with the world’s greatest
advertiser and promotor of good
will.

Head of his own firm, Santa
Claus is, without a doubt, the best known
of all accounts . . . and he'll be visiting
every home in the KFAB area 'long about
December 25.

It's going to be another great Christmas
in the KFAB area . .. with business at an
all-time high . .. and communities small
and large bursting at the seams. ..
growing bigger and better.

As we count our blessings, we extend
our good wishes to our many advertis- ¥~
ers, old and new, who make our service
possible and to the thousands of loyal §
listeners who have made our record A4
great,

Everyone at Free and Peters . .. join
Harry Burke and the entire KFAB staff
in wishing you ... MERRY CHRISTMAS.

1]y
f”f{?s/////
///// //'jf/ )y
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BOYD EVANS
Star of

ALABAMA FARMERS’ JOURNAL
WAPI 5:45 to 6 am

fed Statewide Network)
ALABAMA FARMERS’ TIME
WAFM 12 to 12:15

—all Monday through Friday
NOON EDITION
WABT 12:18 to 1223

These programs of Farm Service (not
“‘Farm Entertainment’’) are heard and
heeded by substantial farmers all over
Alabama, Boyd is well fitted for this
work. Ile attends about 2 farm meet-
ings a week and speaks to more than
100,000 farmers every year.

Stars Sell on
Alabama’s ‘

greatest RADIO station |

w/\P1

Birmingham

Represented by John Blair & Co.
Southeast, Harry Cummings

greatest TV station

NLBT

Birmingham
BLAIR-TY

Represented by

100

tween one market and another. They
may seem subtle at first but when you
reallv learn about a market the differ-
euce becomes tremendous.”

“Well, i’ not always the timebuy-
er’s fault. He can’t get out and travel
around.” said the tv rep.

“You took the words right out of
my mouth,” said the radio rep. “They
don’t like getting a secretary’s spread.
They’re dying to hop on a plane and
see the country. Still, when you talk
to them about a market they’ve never
virited and tell them there’s something
special about it. they put on a blank
look. You know, as if to say: ‘Aren’t
you overdoing it a bit, old boy?’ or
‘Well, it’s your job to sell the market
and you have 1o say it’s something
special.” ”

“Many’s the blank look that’s come
my way,” said the tv rep. “Sometinies
I feel like dragging these guys out of
their offices and putting them right
smack in the middle of Main Street
and telling them, ‘This is the U.S.A.’”

“Just between us girls,” said the ra-
dio rep, “l wouldn’t hit
Street angle too hard if 1 were you.
After all, what covers Main Street like
radio—2,700 stations, count ’em.
2,700. And what’ve you got that com-
pares to a 50 kw. clear channel?”

“Okay, okay,” said the tv rep. He

burped. “You know, 1 always eat too
much for tunch. Makes me groggy all

i afternoon.”

“And another thing,” said the radio

rep, “if you're going to drag anvbody

| out of their office it might be a good

idea to start with agency presidents or
some other agency brass. Theyre the
guys that have to decide to give the
timebuyer time to travel. \When they
chain a timebuyer to a de:k they save
pennies and lose dollars. Have a
cigar?”

“Thanks,” said the tv rep. “I'll save
it until after dessert. 1 think I'll have
banana cream pie and coffee.”

“Me. too,” said the radio rep. “l
really shouldn’t but I can’t resist gooey
pies.”

“Two gooey banana cream pies and
coffee,” the tv rep said to the waiter.

“You know, today’s a great day for
golf.” said the radio rep.

“Yeah, I might as well have played
it yesterday for all I accomplished.”
said the tv rep. “l had an appointment
with a media director at 2:30. When

that Maim.

I get there, his secretary tells me that
an ecmergency plans meeting sudden-
ly came up and would T want to take
a chance on waiting or nake another
appointment? Well, it was hard get-
ting the appointment so, foolish fellow
that 1 am, I said I'd wait. So 1 wait
and 1 wait and 1| wait. At 4:00 the
secretary comes out and says it looks
like this thing is going to drag on
until early in the evening.”

“Occupational hazard,” said the ra-
dio rep. “All salesmen suffer from it.”

“What makes you so philosophical
all of a sudden?” said the tv rep. “Do.
all salesmen have to call up a station
and ask them to move a hig local client
out of a juicy spot for a national ac-
count who may spend a lot of money
in the future but isn’t spending much
now?”

“I'm just trying to forget my trou-
bles,” said the radio rep. “Boy, is this
pie good!”

“Do all salesmen have to worry
about selling guys who buy only cost-
per-1,000 and forget about impact?”

“Stop it, please,” said the radio rep:
“Don’t get me started or I'll give you
an earful. You haven’t sold radio in
recent years. Did you ever hear of
rate cutting?”’

“Rate cutting? Rate cutting? Mmm.
Seems to me ['ve heard something
about it. What is it?” said the tv rep.

“It’s the quickest way to sell a me-
dium down the river,” said the radio
rep, “that’s what it is. Once you do it
and it gets around—brother! Most of
my stations stick to the rate card but
there are a couple that have gotten
themselves into a nice, vicious cycle.
Boy, the way they play around with
local accounts! Sugar?”

“No, thanks, I gotta start watching
my diet, and coffee without sugar is a
good place to begin,” said the tv rep.

“1 think I'll skip coffee,” said the
radio rep. “All this talk about head-
aches has given me a headache.”

“Me. too,” said the tv rep: * K K

IN GEORGIA = >3°

you can
have your cake

...and eat it, too
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—one, cold and bare, the other in full foliage...
the difference between inconsistent
and regular advertising.
For year ‘round results. ..

Sell ‘'em on a Storer Station

WSPD <« WSPD-TV  WIJBK * WJBK-TV WAGA - WAGA-TV WGBS - WGBS-TV KPTV
Toledo, Ohio Detroit, Mich. Atlanta, Ga. Miami, Fla. Portland, Ore.

WWVA WBRC + WBRC-TV WIW - WXEL-TV
Wheeling, W. Va.  Birmingham, Ala.  Cleveland, Ohio
NATIONAL SALES HEADQUARTERS:

TOM HARKER, National Sales Director BOB WOOD, Notional Soles Mgr
118 E. 57th St.. New York 22, MUrray Hill 8-8630 280 N. Michigan Awve., Chicago 1, FRanklin 2-6498

111 Sutter Si:, San Francisco 4, Calif., SUtter 1-8689
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“the
"big

listen

.

1S
to

kbis

bakersfield
california

970

DOMINATING CALIFORNIA'S
SOUTHERN SAN JOAQUIN VALLEY
WITH POPULAR MUSIC AND NEWS
24 HOURS A DAY!

representalive;

*  NEW YORK
CHICAGO
ST. LOULS
LOS ANGELES

ADAM YOUNG JR.
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| EXPLOITING A FILM SHOW
(Continued from page 43)

- fect. preceded the show, and is already

. solidly established.

Eddy  Arnold, star of Walter
Schwimmer Productions’ Eddy Arnold

' Time, has for years been one of the top
folk-music recording artists in the busi-
ness. In the past decade, his record-

than 30 million copies — a score
matched only by disk sales of Bing
Crosby and Perry Como.

To advertisers using Eddy Arnold
Time, Schwimmer makes available. at
a rock-bottom price of 27¢ apiece, spe-
cial Eddy Arnold records (“Barbara
Allen,” “Careless Love,” "Red River
Valley.” etc.) that can be used in a
wide range of give-aways, prizes or
promotion stunts. Special song folios
are also available to advertisers, the re-
sult of a tie-in with Trinity Music, Inc.

TPA has a productive tie-in with
Pocket Books to plug the telefilm ad-
ventures of Ellery Queen whereby the
sponsor can buy at cost a standard
Pocket Book display rack filled with
Eltery Queen titles. Special wrap-
around binders can carry the pro-
gran's time and channel, complete
with the sponsor’s logo or slogan.
NBC Fihm Division has a tie-in with
the manufacturer of a line of plastic
model warships to promote its film
syndicated series ! ictory at Sea. CBS
TV Films can offer its advertisers on
the fitmed Gene Autry or Annie Oak-
ley series the opportunity to cash in
on franchised Western gear. And so
on and on.

e Personal appearances: The per-

~onal appearance of a film star in New
York, Chicago or Hollvwood arouses

interest. but nothing like the whoopde-

doo that’s generated in the major cities
that are not program
points when a tv star comes to town.
This fact is not lost on tv syndicators.
some of whom make arrangements to

I share the tab with regional or local

| advertisers for a splashy local appear-
ance by a tv favorite who works for
them.

Ziv Ty, for example, plans exten-
sive routes for stars like Duncan Re-
naldo (Cisco Kidyi. Richard Carlson
(/I Led Three Lives). Ann Baker (Cor-
hiss Archer) months in advance. work-

| ng the tours in between shooting ¢y -
| cles. Manv regional and local adver-

tisers thus find they can easily afford !

ings for RCA Victor have sold more

origination |

to share the transportation costs, since
they often represent only the carfare:
from a nearby city, rather than all the
way from Hollywood.

The effect on local sales, and the
publicity value of such appearances,
is eye-opening. In a recent tie-up be-
tween TPA, Good 'n’ Plenty, Lit Bros.
Departinent Store, and WFIL-TV, a
special jungle <how starring Jon Hall
(Ramar of the Jungle) was staged in
the big Lit store in Philadelphia. Store
traflic jumped sky-high; more than
20,000 Philadelphia-area fans crowd-
ed in at 25c a liead. Cost to the ad-
vertiser: nothing.

NBC Filin Division’s Steve Dono-
van, Western Marshal recently visited
Rockford and Champaign. llL.. for the
show’s sponsor. Purity Bakeries. A
total of 160,000 ““Junior Western Mar-
shal” kits ordered from NBC Film Di-
vision for the occasion were promptly
snapped up by small fry viewers who
crowded to see their Western hero in
person.

There’s a long list of junketing tele-
film stars available for personal ap-
pearances (depending on their sched-
ules at the time a request is made).
A few: Official Films Gale Storm, star
of the syndicated reruns of My Liule
Margie; CBS TV Film Sales” Gail Da-
vis, who stars as Annie Oakley; MCA
TV’s Thomas Mitchell, the Mayor of
the Town: Guild Films™ curly-haired
pianist star, Liberace.

A typical visit is likely to include:
a visit to the sponsor’s plant or big re-
tail outlet. civic and community group
lunches, guest appearances on local
radio and tv shows. press interviews
with local tv editors (many of whom

“They both enjoy KRIZ Phoenix—
she likes Sinatra and he likes
Sibelius.”
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|




which tolradio trade IHAGAZIINC

should top your list m 1956 7

A BRIEF AND USEFUL SPONSOR ANALYSIS
FOR BUSY STATION EXLECUTIVES




At the right are 10 key points
which will help you evaluate SPONSOR

in your 1956 trade paper plans
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PONSOR ADVERTISING FACT SHEET

EDITORIALLY, SPONSOR 15 TOTALLY HEAMED TOWARD NAVTIONAL
DVERTISERS AND ACENCIES, O6 & MISSION 1S TO GIVE ““TIE NMEN

(O FOOT THE HILLST GUIDANCE IN THE EVALUATION AND PLRCFIASE
F TV AND RADIO TIME AND PROCGCRAMS,

3. SPONSOR'S CIRCLLATION IS THE PHREST FOR YOUR PURPOSES IN TIIE
L/RADIO TRADE PAPER FEEER, OF 10,000 CIRCULATION, ABOLUT

00 GO TO NATIONAL AND REGIONAL AGENCIES AND AD\ERTISERS;

050 TO ADVERTISERS, 3,300 TO AGENCIES. THAT'S 7 OUT or 10

A REMARKABLY PINPOINTED CIRCULATION.

5“ SPONSOR IS THE USE MAGAZINE OF THE INDUSTRY. TV BASICS, RADIO
ASICS, TV RESULTS, RADIO RESULTS, FILM BASICS, TV DICTIONARY,
IEBUYING BASICS, TV AND RADIO STATION BUYERS' GUIDE, TIME-

IWWYERS OF TEHIE . S, AND MANY, MANY MOKE PROJECTS ARE EXAMPLES

IF SPONSOR USE VALLE. SPONSOR AVEKAGES 250 INFORMATION REQUESTS

JONTHLY FROM ADVERTISERS AND AGENCIES,

“ ALL IMPARTIAL AGENCY-AND-ADVERTISER-TRADE-PAPER-READERSIHIP-STUDIES
{MADE DURING TIIE PAST TWO YEARS PROVE SPONSOR'S DECIDED

" EADERSIIIP IN ITS FIELD (DETAILS ON REQUEST).

i
Y, SPONSOR AVERAGES NEARLY 20 PAID SUBSCRIPTIONS (AT ITS QUALITY PRICE
r)r S8 PER YEAR) AT THE 33 TOP TIMEBUYING AGENCIES. AT JWT,

IBDO, Y&R, AND M-E SPONSOR 1:AS FROM 0 To G0 PAID SUBSCRIPTIONS.
\CENCY LIBKARIANS REPORTED, IN A TRADE PAPEK STLDY, TIIAT SPONSOR

§ KEPT ONE YEAR OR LONGER AS A REFEKENCE SOURCE, TIIE AVERAGE
UPLBLICATION SIX MONTHS OR LESS.

AC

6_ RECENTLY, SRDS COMPLETED A STUDY OF ADVERTISING GAINS OR LOSSES
AMONG THE TRADE PUBLICATIONS OF OUR FIELD. OF THOSE LISTED ONLY (Idve)‘fisers
TWO SITOWED GAINS—SPONSOR AND SRDS. SPONSOR'S GAIN WAS OVER 2350 PAGES.

|

S ... sronsor o

the magazine

tv and radio

7, ALTHOUGH TRADE PAPERS ARE FREQUENTLY REGARDED AS INTANCIBLES.
SPONSOR IS ABLE TO SHOW SPECIFIC RESULTS (FOLDER
OF EXAMPLES ON REQUEST).

8 SPONSOR IS A PRESTICE PUBLICATION. YOUR PRESTIGE MESSAGE GETS
THE ADVANTAGE OF SPONSOR’s EXCELLENT STANDING IN ITS FIELD.

9, SPONSOR FIGHTS FOR WORTIIWHILE INDUSTRY IMPROVEMENTS, PROJECTS,
AND REFORMS. IT IS REGARDED AS TIIE FOREMOST ADVERTISING MAGAZINE
IN THIS RESPECT. THIS HELPS PRODUCE A HEALTHY. ACTIVE

| CLINIATE FOR YOUR MESSAGE.

THE INFORMATIVE BROCHURE
10, NATIONAL REPRESENTATIVES LIKE SPONSOR. THEY KNOW HOW “1HOW MUCH SHOULD A STATION INVEST
THOROUGHLY IT’S READ AND USED. ASK YOURS WHAT HE THINKS OF SPONSOR. IN TRADE PAPER ADVERTISING”
K HE'LL BE CLAD TO TELL YOU. HE KNOWS SPONSOR. IS AVAILABLE TO YOU ON REQUEST.

.
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have never met a real hive tv star),
visits o local schools and hospitals,
and often a parade through town.

Advertizers
bmving syndicated shows are sone-
times surprised when they learn that
the star of many a show is available,
at nominal costs, to make commercials,
Fibm veterans are fully in agreement

e Custom commerecials:

that advertisers should, wherever pos-
sible, take advantage of the opportu-
uity to order such custom commer-
cials although they’re not available
with all shows.

For one thing, they’re not as expen-
sive a= they look. If a show is in pro-
duction when the advertiser buys it,
commercial lead-ins or lead-outs can
be sandwiched in with shooting sched-
ules, using sets already Dbuilt and cos-
tumesx already rented. Often, the stars
will work at rock-bottom scale. since
it's “found money” for them. Some-
times telefihn stars own a piece of
the package and—although the money
doesn’t mean much in their tax brack-
ets—will do custom commercials pri-
marily to boost the show in advertis-
ing circles.

This approach is similar to the per-
sonal-appearance technique (see above)
widely used today in film syndication.
The two are closely related; personal
appearances by a star and “custom-
1ized” commercials team up to give the
non-network advertiser strong ammu-
nition with which to tackle his re-
gional or network competitors.

Availability of stars for custom com-
mercials, and prices for the finished
commercials. vary. IU’s best to check
this with the film distributor from
whom you’re buying or are thinking
of buying a show.

Other gimmicks: Many an outstand-
ing promotional stunt on a local or
regional basis is possible through clev-
er use of basic potentials in the filn
sllow being used, or through cashing
in on local tv conditions.

For example:

In Cleveland, the Society for Sav-
ings sponsors Guild Filins’ Liberace,
probably the Dbest-known syndicated
show in the business. Since the show
is a musical one, sponsor and distrib-
utor evolved a simple tie-in stunt that
has helped the Cleveland firm to in-
crease its deposits a whopping $20-
million in less than two vears.

For opening an account of $25 or

. more. or for adding $25 to an existing

account, Society for Savings depositors
were given free special recordings by
Liberace of “Dark Eyes” and Brahmg’
“Lullaby.”

The was backstopped
with a teaser newspaper campaign two
weeks prior to the show, 24-cheet bill-
board advertising before and during
the first month of the show, special
radio and tv commercials, window (lis-
plays and carcards, special mailings to
depositors, lobby displays, inserts in
pass books, and other attention-getters.

The promotional pressure, during
the long-range campaign, has paid off
many times in increased business for
the Society for Savings. Over 60.000
Liberace records have been distribut-
ed. Hundreds of new accounts were
opened. with the average
standing at $875.

In California, the 10-store shoe re-
tailing chain of GallenKamp’S started
its sponsorship of Screen Gems’ Jun-
gle Jim at the end of October with a
sizable promotion campaign aimed at
viewers and its own store employees
in the San Francisco area.

A special “Jungle Jim” television
bulletin was sent to all store execu-
tives by the Berbard B. Schnitzer ad
agency lo tell them:

“We all know by now that tv sells
shoes, and with Jungle Jim as the at-
traction. it is bound to get a bigger
audience than ever, so we're all in for
another fine year of GallenKamp’S
television entertainment. We firmly
believe that this series will draw a tre-
mendous family audience.”

Prior to the kickoff of the new se-
ries. commercial time on the last epi-
sode in the Hopalong film series then
being sponsored by GallenKamp’S was
turned into a tv “trailer” for Jungle
Jim. Instead of the usual program
commercials. clips from the first three
episodes and details of the new show

promotion

halance

were used.
ups of Jungle Jim. with a poster show-
ing time and channel. were spotted in
stores in the San Francisco area.
In New York. Goodman’s Noodles
sponsors CB3 TV’s syndicated Long
John Silver show on WABID. The pro-

motion-minded advertiser needed a

IN GEORGIA...

it takes
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SEE PAGE 100 i
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good <tunt to help lanuecle i, and found
one in the basie concept of the <how
itself.

The telefilm sevies, produced i Ans-
tralia while a featnre il segnel to
Treasure Island was being made, i<
based on the famons characters of
Robert Lonis Stevenson. And Steven-
con is a basie part of Fnglish litera-
hire courses,

Result: The sponsor had a profes-
sivnal actor tonr New York City avea
schools as “Patch.” one of the color-
ful characters in the storv. e lee-
tured on Stevenson’s worhks, p;n'li('ll-
larly the Treasure Island storv. and
distributed <ouvenir gold coins and
other promotional gimmicks. thus help-
ing to build a big juvenile viewing au-
dience while winning the cooperation
of ednecators,

Such public sernvice stunts arve not
confined to the younger viewers. ei-
ther. Not long ago. Gold Seal Wax
signed to sponsor the Guild Films-dis-
tributed  Confidential File: on  New
York’s WPIN. The program ix a hard-
hitting show. telling in unvarnished
terms the facts about xuch problems
as alcoholi=m. narcotics. sex molesters,
and abortion.

Since the recent premicre, the spon-
sor has been snowed under with letters
of commendation. and with requests
for use of prints of the show. Most of
these requests are being wet. includ-
ing those from the Board of Educa-
tion. the New York State Congress of
Pavents and Teachers. the New York
Police Academy (which wants to show
prints to police officers and rookies in
training}. from the National Associa-
tion for Mental Health. the Better Bus-
iness Bureau. and the Salvation Arun.

The publicity  value of servicing
these requests. and in seeking other
public service tie-ins for the show. i:
sizable—Dbut the costs are relatively
low.,

Dr. Hudsor’s Secret Journal. an
MCA TV vehicle. is promoted in a
book-band flyer around copies of
Lloyd Douglas’s Grosset & Dunlap
edition. The banded books are sold 10
sponsors at cost for use in resale or
give-away promotions. One of the Dr.
Hudson sponsors. Northwestern Bank
of Duluth. gives each new depositor a
copy of the book.

In addition to the Grosset & Dun-
lap affiliation. MCA TV recently ran
a contest to select a teenage boy to
play the role of “Tim™ in this series.
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ACCOUNT EXECUTIVE to Sell

OUTDOOR ADVERTISING
to Qualify

e Creative Salesman With Business Background—

Merchandising Experience

o Know Top Business Executives of Firms Using Outdoor
Advertising. New York Agency Acquaintance Will Help
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o Applicants Absolutely Protected
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“~ome 5,000 contestants responded,
sending audition tape recordings. pho-
tographs and Dbiographies. The win-
ner, Joe Walker of louston. was se-
lected by a pancl of judges including
Ray Milland, Jane Wyman and the au-
thor’s daughter, Betty Douglas Wilson.

There are some nmportant new
trends developing in syndicated filn
promotion.

Last sumnier. for example, Ziv Tele-
vision Prograins made a series of in-
dependent research checkups among
employees of several large manufac-
turing coucerns with heavy tv expen-
ditures. Interviewers sought to find
out wlhat percentage of the average
large company’s employees could suc-
cessfully mname the following three
things: (1) the show being sponsored,
(2) the tine slot. (3) the outlet or
channel being used.

The clieckup showed that between
50 and 70% of emplovees couldn’t
give the complete set of information.

The result is the special “Employee
Enthusiasm Kit™ that’s now a standard
item in Ziv promotional backstopping
offered to show chients. In this kit,
Ziv maps out a four-point program de-

signed to aid advertisers i boosting
interest and recognition among the
sponsor’s own employees—executives,
salesmen, factory workers, officer per-
sonnel, and <o on—through the use of
gimmicks ranging from special public
address systemn announcements to em-
ployee contests.

Re=ponse to this plan by adyertisers
lias heen enthusiastic. Currently, spon-
sors of Ziv’s Highway Patrol such as
Ballantine, Pfeiffer Breweries, Lion
Oil, Kroger, Carnation, Safeway Stores
and others are beginning their promo-
tional efforts within their own com-
pany structures, then branching out to
aim at the general public.

Also indicative of the rising interest
of telefilm sponsors in finding new
merchandising opportunities is the
case of Drewry’s Limited, U.S.A., Inc.,
a brewer who recently siguned for the
rerun of Private Secretary, now dis-
tributed Ly TPA under the title of
Suste.

The problem here was a special one:
Ann Sothern, star of the show, is still
under contract to American Tobacco
Co., which still is airing the network-
level run of the show. How could

Acousticon Dictograph, Toronto.
Commercial Manager, J. R. Peters.

REPRESENTING

437,404 TV HOM ES

REPS

He is shown receiving his $1,000.00 cheque from station

(SQU
2 ‘I 51 77 8 ELLIOTT-HAYNES
D)
/ / LIM

PEOPLE WITHIN OUR PRIMARY COVERAGE AREA

CANADA—ALL CANADA TELEVISION
U.S.A—ADAM J. YOUNG INCORPORATED

In a recent CHCH- 1V contest to determine total population in the primary coverage arca
(A & B Contours), the winner was Mr. R. L. Johnston, manager and advertising director of
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Drewry’s build its own sponsor identi-
fication in the face of national promo-
tion and publicity by American To-
bacco and CBS TV?

TPA, the distributor, and Stone and
the firm’s
consultants, found a way out by creat-
ing a pert animated figure, Susie, that
acts

Associates, merchandising

as a ‘“‘new” characterization to
link with the show. Present Drewry’s
plans call for creating strong identifi-
cation with the Susie theme.

She will be used in the firm’s future
advertising, in special opening and
closmg commercials, in the form of
self-liquidating leather and plastic
pocket secretaries, imprinted Susie key
chains, magic kitchen pads, and even.
a plastic “Lazy Susie” that holds
can of beer.

Most of the examples of successful
promotion mentioned have been drama-
type series. However. any form of tv
film show can be promoted successfully
Ly heads-up audience-building tech-
niques. NTA’s roller derby show. for
example. Mad Whirl, doesnt have
drama characters to build around for
its tie-ins. But there’s plenty of op-
portunity for premiums, such as roller
skates. Other tie-ins are roller derby
team buttons. ete.

What of the future of filin syndica-
tion and program promotion? Syndi-
cation has certainly earned for itself a
sizable portion of television advertis-
ing, ranging from first-run
campaigns like Carter Products (40
keyv with AMr.
D.A.) down to advertisers who spon-
third-run in just one

“national”
markets coast-to-coast
sor a show
mnarket.

But the booming growth of syndi-
cation among spot tv clients is not al-
wavs being matched by a growth of
understanding of the values that Ke in
backstopping filns with hard-hitting
promotion campaigns, distributors feel.
ABC TV’s Lee Francis. promotion di-
rector of that network’s busyv syndica-
tion offshoot, told sroxsor she some-
times found that “only about 25¢% of
the advertizers using a syndicated se-
ries really take advantage of the pro-
motion kits and other materials made
available to them.”

Does this mean that the use of pro-
motion campaigns by advertisers using
svndicated shows will not gain in the
future? Not at all. distributors feel.

Said Walter Scanlon of CBS TV

SPONSOR
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“The day of merchandis-
a syndicated film
Agencies,

Filin Sales:
ing aud promoting
show is  here to  stay.
amd  distributors have
proved to deal-

.\P()”S()lf?’
throngh promotions,
ers and jobbers that a good merchan.
dising job is going to mean additional
sales for them. Nobody, at least not
with 1936 at hand, wauts to overlook
a sale. Merchandi<ing i< a technique
that will increase in significance and
effectiveness in the years ahcad.”™ ***

40 E. 49TH ST.

(Continued from page 17)

STUDENT AIDS

One of the toughest problems in
training students for professional tele-
vision and radio broadeasting is the
availability of current information in-
formation about a fast-changing in-
dustry.

SPONSOR Magazine i one of the best
sources of such information. It is a
primary source of current statistics
that help define the fast-changing di-
mensions of the broadcasting indu-try.

Specifically, what reprints or other
spoNsoOR-assembled  information are
available for classroom use? The last
reprint that | am aware of was your
“Television Basics.” the reprint of your
Fall Facts issue. Julv 1933. Are re-
prints of current articles of this nature
available? H so. how do we obtain
copies for our students? How might
we receive such reprints for use in our
classes on a regular and continuing
basis? What about class-quantity sub-
scription rates for sroNsor?

® Reprints of many current and popular S1ON.
SOR artlcles are available. Oreders <hould be ad-
dressed to Sponsor Services and the ehances are
we can hielp the reader obtain what Le wants,
1955 Tsv Basic« are available at 30¢ each.

FARM SECTION

The October 31 issue of sPONSOR
is one of the best I have ever read.
The fourth annual Farm Section is
terrific: vou did a good job on it
You have rendered an invaluable pub-
lie service by publishing this pertinent
information about farm radio and tv.
and I. for one. want to thank vou for it.

PuiL Avaapi
Farm and Garden Director

WRCA. WRCA-FM. WRCA-TV

12 DECEMBER 1955

Vol PAL g

» ‘Undisputed domination of

@

1 the negro market!

That’'s w-IPAL in Coastal

Carolina. . ..
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® 22nd in Total
Growth in US.A.
® |9th in Food Sales Growth in
U.S.A.
ONLY KROD-TV effectively covers
all of El Paso's market.
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 MARKETING: NEW TOOL

| (Continued from page 33)

that to get choice promotional display
or shelf space in a supermarket it is
unperative his product get the presell
treatment from television.

Because of his big financial stake in
advertising today, particularly in and
because of tv. the advertiser wants
more counsel on the strategy and
tactics of using that money. As Henry
Schachte. Lever Bros. v.p., expressed
it to sronsor: “When you put your
tv dollars on the line (and because the
medium requires so many of them)
vou have to be surer than ever that
you're right when you adopt an adver-
tising campaign. That in itself is a
good reason for any agency to be right
in on the ground floor of the planning
of a product’s marketing strategy.”

And here’s another angle that brings
television graphically into the market-
ing picture as far as the advertiser is
concerned: the ability of television to.
<horten the selling process (from man-
ufacturer to consumer) and thereby
eliminate several costly intermediate
steps. Sidnev Dean Jr., McCann-Erick-
son v.p. on marl\etmﬂ described it this
W a} o

“When the advertiser became
equipped with a medium that could
impel people to prompt and direct
action. the agency at that point was
challenged to figure out whether the
advertiser could or should substitute
television for other selling functions,
such as high-cost point-of-sale promo-
tion, high-cost missionary selling, high-
cost wholesale margins and discounts,

%

etc.

| 4. Small agency's problem:
The accent on marketing services has
crealed a widening sense of uneasiness
among the smaller agencies. The basic
reason is economic. The type of
marketing man who can meet client
management on an equal level of ex-
perience and authority comes quite ex-
pensive and a set of such marketing
personnel would throw a small agency s
payroll way out of whack. The other
reason revolves around the fear that
big agencies with extensively staffed
marketing divisions mayv use this as
an added approach in going after the
medium-size account. This anticipation
is somewhat bolstered by something
sroNsor noted in talking to adver-
tisers: Those who haven't well-rounded
marketing staffs of their own are look-

SPONSOR




FLORIDA PAYCROUND

On Jacksonville's only YHF station
you reach an area containing
322,736 tv sets, at a cost-per-
thousand-family-impressions as

low as 33c.

WMBR-TV

Jacksonville
Basic CBS
Channel 4

CBS Television Spot Sales
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ing  tn their agencies for hroader
marketing services, Here's a comment
(rom an ageney president whose firm
i~ in the approximately  $5-million
category @

I owas present at a PAS neeting
when Kennoeth Laird said that the *ad.
vertising” agency was on the way ot
and the “merchandising” azeney was
on the way nup. I admit it <ounded
viery formidable, but | think that the
sraller ageney  will be loath to <up
out and render these adiled <ervices
until a definite formula for vonpensa-
tion for swh services has been  de-
veloped. o the meantime  we,  the
smaller agencies;, will have to stand
pat with the way we're now organized
and take the chance of raids from the

bigger ageneies.”

3. RBaule for eontrol: Tere's a
prospect for a big intramural power-
play in the emergence of the marketing
man as a figure of consequence in the
agency.  Nome marketing directors
have already disclosed their thinking
on who shonld control nedia.

Practically all the ageney marketing
directors taiked to said that eventually
the decision-making on media strategy,
planning and selection will fall within
their authority. These marketers con-
tend that the choice of media and how
it should bhe used is logically and
strategically the responsibility of the
agency marketing director. How else,
he asks, can the agencv be sure that
the recommended advertising plan will
mesh effectively  with  the  eclient’s
marketing plans and goals? lHere's a
quote from the marketing division head
of one of the top four agencies:

“The marketing people who repre-
sent the elient’s marketing plan within
the agency must be thoroughly indoc-

trinated on how the agency can hest

serve the client’s marketing needs. H
he has faith in his comictions. he
should go so far as to lobby in favor
of or against some media or medium
and assert the right to conrdinate the
advertising plan  within the client's
marketing plan. The marketing plan
should be huilt before the advertising
campaign is determined. instead nf
building the marketing plan around
the advertising plan. Your marketing
man insures efficient coordination hy
plaving an active role when it comes
to media decison-making.”

Implied in these comments from
marketing directors i a curious point
of view and attitude. Thev seem to

VANTED |

F

PAUL SIMPKINS, alias ""MISSIS-
SIPPI SIMPKINS”', whereabouts

reliably reported as Montgomery,
Ala., attempting to hide out on
50,000 watt WBAM, 740 KC,
newscasting at 7 a.m., 10 a.m. &
12 noon, disc jockeying during
midmorning on weekdays. WARN-
ING: this man is armed with ex-
plosive sales impact. REWARD in
terms of tremendous sales for
advertisers having knowledge of &
using this regionally famous
personality. For further information,
contact SPECIAL INVESTIGATORS
ot Radio-TV Reps, Inc., New York,
Chicago, Hollywood, or call
DETECTIVE Ira Leslie, collect
6-2924, Birmingham, Ala.
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KVWO

Radio

Wm.T. Kemp
Box 926 2-6433

Cheyenne Wonderful
Wyoming

Hooper and Other Surveys
Prove

Wonderful Wyoming’s Most
Listened-To Station
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no matter how we.-dr‘ess .
it up — the thought
is still the same —

SERSON’S
GREETINGS

from all the gang at

WMRY

600 KC-THE SEPIA STATION
NEW ORLEANS, LA.

GILL-PERNA, INC. — Nat'l Rep.
Mort Silverman, Gen‘l Mgr.

be under the impression that the gen-
eral run of advertising man and media
specialist permits himself to be taken
in hy the glamor of a particular
medium. and that this alleged tendency
should be curtailed. They vigorously
deny that this view stems from the hias
of self-interest and that, hecause they
are so steeped in the prohlem of
getting the product on the supermarket
shelf and surrounding it with the
proper in-store promotion, they tend to
overlook the complex job of preselling
that product.

Said the ad manager of one of the
big soap and drug companies on this
theme:

“There’s a decided
different aspects of marketing and can
be considered professionals. However.
such people, by being put in a strategic
decision-making position, could be a

serious threat to advertising. If you
rut into such positions men who

haven’t a specific knowledge of how to
put together a media campaign, who
don’t know how to mix media and, im-
portantly. don’t understand television,
vou'll probably get bad adiertising.
It would be better if the marketing
men were picked and developed from
sales research, creative advertising, or
even the statistical part of advertising;
they’re hetter prepared as a whole for
determining the value and place of an
advertising campaign.”

6. New liaison procedures: The
trend to broader marketing services
within the agency is creating a new
relation and protocol in client-agency
contact. Because of the multiplicity of
services he performs and the fact that
he talks top business management’s
language, the marketing director has
moved into the upper strata of client
relationship, whereas the general run
of account supervisor is confined in his
contact to the company’s ad manager.
This new juxtaposition is already
posing some ticklish problems of inter-
personnel procedure within the agency.
Nevertheless, the trend, it appears, is
toward a more intimate working rela-
tionship between top husiness manage-
ment and its agency.

Contributing to the increasing
stature of marketing services and the
agency’s professional marketing man
within the framework of client-agency
relationship is this: the change taking
place among big business management
in the area of coordinated responsi-

shortage of
people wlo have bheen through the

bility. The management setup in many
manufacturing firms has been recon-
stituted so that the vice president in
charge of sales coordinates the activi-
ties of the sales manager, the adver-

tising manager and the marketing
director. The other device, one just

adopted by Kraft Foods, is to set up a
“marketing unit” under a marketing
director, who coordinates the activities
of the sales manager. the advertising
manager and the merchandising man-
ager. All marketing facts and opera-
tions fall within the domain of these
coordinating heads. Their biggest
function is to forecast sales and de-
terinine marketing policies, strategies..
tactics. and techniques,
acceleration: Tle
big ad agencies are in a particularly
strategic position to hoost their billings
enormously through still further expan-
sion of services. They’ve got the
organizational setup and qualified
personnel for it. The trend among
business today is for services that can
supply total communications needs—
for services that will integrate the uses
of all media for reaching the people
the company. wants to influence, in-
cluding sales promotion, puhlic rela-
tions, direct mail, the preparation of
speeches, etc. In other words, a central
service that will pull the whole “com-
munications” plan together. The pros-
pects are that this trend will put more
and more agencies in the category of
big business. Several agencies are
already heading toward the $200-mil-
lion mark.

7. Billings

8. Payment: The question of who
pays for what marketing services is a
perplexing one to the agencies. So far
as could be learned by SPONSOR. no
agency has come up with a fornmla
for charging. Meanwhile some. top-
bracket agencies are rendering their
marketing services without extra com-
pensation and others are charging for
it. It is estimated that the cost of
maintaining a substantially staffed
marketing division for an agency over
the $100-million class can run between
a million and a million-and-a-half dol-

you can

have your cake
...and eat it, too

SPONSOR




lars a year. It i< estimated  that
McCann-lrickson’s marketing division
in terms of payroll and expenses comes
to around $L5-million.

Several important  advertisers  ex-
prcsﬁv(l themselves to sPoNsoOR as qnil('
willing to pay extra fees to their
agencies for marketing assignments, if
they make special requests for services
that entail added the
agency,

Oare solution offered for putting the
ageney’s marketing services on a pay-
as-you-go basis= 15 this: separate the
marketing or merchandising functions
from the general ageney and set up a
separate it much as the hig agencies
have done with their publicity depart-
ments, However. the idea isn’t expected
to mnake much headwav. The chances
are it wouldn’t be acceptable to ad-
vertisers, since marketing or merchan-
dising is too much of an integral part
of the over-all advertising campaign
1o make such dual operations workable
or convenient, * k¥

expense o

(Hlow the marketing function is car-
ried on in various agencies will be
sketched in a subsequent article in this
series. Plus pertinent comments ob-
tained fromn agency marketing depart-
ment administrators.)

RADIO GIVEAWAYS

(Continued from page 39)

selling many carloads of coffee a week
because of radio and a hot offer.

Now what about copy?

I'd like to show you a piece of bad
copy. This sent out to us for
broadcast by a large La-tern advertis-
ing agency. It was released for one
week over 583 radio stations. Now
this is really a pip.

was

“Ladies. Realemon. Realprune and
Realime are three ways to get the most
out of refreshment. Take wonderful
Realprune Brand Prune Juice, the de-
lightfully different prune juice. Real-
prune, you know. is the only prune
juice in the world that's zipped up
with a touch of Realemon Lemon
Juice.

“Then for a delicious tangy lime-
ade there's Realime Reconstituted
Lime Juice—real lime juice in bottles
instantly ready to pour. If yvou prefer,
you can make limeade with Realime
Frozen Limeade in the handy six-
ounce can.
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*Last bot not least, theve's Realem-

on Brand Lemon Jotee, veal lemaon
juice in bottles. You know your best
buy is Realemon. So buy Realemon,
REALEMON  Reconstituted
Juice, Real Prone and Real Line and

Reahime Frozen Limeade.

Lemon

“You'll like them all. Your money
cheerfully  refunded  if  von
agree.”

Now that chissie must have realls
been wntten by a viee president in
charge of confusion. They have prob-
ably quit radio. They said it didn’t
pay. They must have taken Bill FField'~
You remember W. Co Ficlds.
He said: “Hf at first you don't succeed,
guit. There’s no need to make a damn
fool of }()UI'RC”.“

Now here i~ a piece of good copy.
[t isn’t from radio but it's good copy.

Jlnl‘ t

advice.

I's a highway sign. You know those
big billboards that say “Welcome to
Modesto™—or “Welcome to Watson-
ville™—or something like that?

Well. most of them are deadly dull
and godawful. But here’s one 1 saw at
the out~kirts of Stanton, Tex.:

A COMMUNITY OF 2.400 HAD-

and a FEW OLD

welcomes you to

"M PLOPLE
SOREHEADS

[y 1
Slantoq.

If y want to
te ikt
What do we mean by
I will give yon tw

wonlil ven ke t ! of
custonnn s
For the past Zo years my company
ent h
W nte King |
rocler I oloate and L
Lro~.. White Kinz has some lu-ty

free-wheeling, free-spending  conmpeti
tors. They are reported to vee radic
too. And television

Jix brief vear: 100 I it
of 100 nsed soup for washing clothes
and dishes. In came the detergents.
Tide, Surf, Vel Cheer and dozens of
other brand-. They took 1070 of the
soap market  then 20 30 50 70
0077,

Now there are le < than 20¢, of the
Lkomes from Denver we-t that u

for washing clothes or dishes.

)il

Be it Resolved in’56 ...

Y s

L * nail down more sales for advertisers

Channel 9 4
325,000 Watts

Natianal Rep.
Adam J. Yaung, Jr,, Inc,

with these powerful tools.

800 ke. Radio
50,000 Watts

J. E. Compeau, Pres.
Guardion Bldg., Detrait
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17,000 square miles is o tol of territory
750,000 people is 0 lol of TV audience (B Ring)

100,000 walls is a lot of TV power {maximum)
{Tawer 833" abave avercge terrain}

they get together

—

with

KCEN-TV
Channel 6 VHF

to reach the

BILLION DOLLAR BUYING POWER
of the

WACO -TEMPLE

Central Texas Market

FOR RESULTS
K-CENtralize your SALES STORY
on

KCEN - TV

Temple, Texas

MAXIMUM POWER » NBC INTERCONNECTED

General Offices:
P. O. BOX 188
Temple, Texas

Studias and Transmitter at Eddy, Texas
(between Waca and Temple)
Sales Office:

Professianal Building
Waco, Texas

Representatives:
Notional: Texas-
GEORGE P. HOLLINGBERY CLYDE MELVILLE COMPANY
COMPANY Melbo Building, Dallos

IN CANADA'S

THIRD MARKET
IT'S

CIKWX

RADIO VANCOUVER

reps: Weed & Company
All-Carada Radio Facilities
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a package

Put it another way. There are 7.-
000,000 homes in White King land.
Some 5,600,000 of these homes have
tipped over [rom souaps to detergents.

Surely then. to keep a big factory
going with 807 of 1ts consumers ir-
revocably lost is a severe test for ad-
vertising. Now mark vou. White King
made soap and soap alone.

Recently, White King has started to
market a detergent. But for six long
years the battle lines had to be held
on zoap—and 80% of the housewives

didn’t want any part of it, any place.

any lime. anvhow. Obviously with
80% of potential users blown out of
the window, we had to sell four times
as much product to the 207 of the
possible customer homes that were left.

We just bought more radio. White
King has always been a radio success,
since the davs of the first soap opera.
Chandu the Magician, \nany years ago.

True. there are two other
planks in the advertising strategy. Use
of full color pages in the American
Weekly. And giant painted bulletins.
wherever highwavs curve throughout
the west.

But for the quick stimulus—for the
very existence of the companv itself—
the heavy load of the vaniching cus-
tomers was taid on radio’s hroad back.
For 16 vears. without interruption.
White King has been broadecasting
Frank Hemingwav and the news six
davs each week on the full [lacilities
of the Don Lee Mutual network. That
great regional network of 80 stations
and that fine newscasler and great
salesman has been the cornerstone of
White King advertising success.

Part of the strategy was that of the
offer and the contest. And nothing.
but nothing but radio delivers box
tops so [fast—from such an area—in
such dramatic quantities.

Let me tel vou that in the last few
vears, radio has produced the return
of more than 4.500,000 box tops for
White King. Why there are only 7.-
000.000 families in our area!

This means that 4.500.000 times
that we know of—pcople did what
White King asked them to do on its
broadeasts. Thev went out and bought
of White King. They
proved it by sending in a box top.

[ know what some of vou are think-
ing. Why use up expensive radio com-
mercials for begonias as a box top
offer—or a Laundromat contest when
we should be talking about coap.

Let me point out that a radio com-

basic

mercial with an offer or a contest gets
twice the listener attention that a
straight soap-sell commercial produces.
So if only hall the copy talks about
soap. the attention is doubled and the
hox tops are pure, cosi-free bhonus,
Not everyone who sends in a box top
remains a customer. We know that.
Jut a lot of them do. Of that we are
certain.

Suppose we cut out one box top
offer from a series of Frank Heming-
way newscasts that would send 250.000
people to the stores for White King.
A quarter of a million! That’s a loss
of more than 20.000 cases of soap!

You see a White King custonier pick
up a package of Tide. Well, it’s only
a package of soap. That isn’t impor-
tant. But it isn’t just a package of
soap. [f che stays with Tide, that’s
two cases she will use in a year. That’s
two cases vou will lose in a year.

A cu-tomer is two cases of soap a
year. Never forgel that. And il you
are a radio salesman—don’t sell time.
Sell cases!

Lose 5.000 customers. Your sales
will not just be down 5.000 packages,
but 10.000 cases. I speak in round fig-
ures. Give a hittle. Take a little.

Here's a second exaniple of what 1
mean by the right angle in radio ad-
vertising. Now | am going to discuss
coffee. Coffee is far and away the
biggest single volume item in a gro-
cery store. More than $40 out of every
thousand spent in a grocery store goes
for coffee. Soap is the next largest
item. About $12 out of every thou-
sand or something like that.

Grocers tell me that they can’t make
monev on coffee or on soap. 1 point
oul that coffee and soap are items to
make money 1with, not on. But they
must be wanted coffee—and wanted
soap.

Find the bait that the most fish want
and you'll catch the most fish. Find
the coffee or the soap that the most

Pl".SE Proves

Penna.

| the front-running rodio station
reaching more than a Quarter Mil-
lion rodio homes.

Call Avery-Knodel, Inc.

SPONSOR




women want and vou'll hring the most
through a market.  Yes, through a
warket and 1o a market.

Let's look at what the supenmarket
operator is np against. e starts with
reut.  That's abont 31O & square
foot, whether he does any business or
not.  The cheapest help he employs,
the l)t)) who stacks the shelves, costs
hitn 81.90 au hour. This snpermarket
has got to have volume and got to
have profit to stand that Kind of costs.

The <upermarket mnst have fast
turnover items to lead with so that he
ean <ell high percentage markup items
snch as lloor wax and Kleenewy to hive
on. I've seen a supermarket sell White
King at 6V ¢ below cost. And bring
more than 10,000 people into the back
end of the store on a single Satnrday !

And that’s where the soap <ection
and the collee section should be—in
the rear of the store =0 the custom-
ers have to pas< by all the deviled ham
and ~tnfT they don’t want to get to the
soap and coffee they do want.

bmpnlse buving will load baskets on
the way. Do you know any other kind
of magie that will deliver women into
a store for 0Vje apicce?

Collee is a great custonter leader.
But to be a leading leader. it must be
a leading coflee. Well. how does a cof-
fee become a leading coffee? That's a
261000 question.

By talking abont flaver strengtly
aroma economy - last drops or shak-
ing cans? Now vou know and I know
that every Kind of coffee has a last
drop. Even Folger's, And the house-
wife can shake any kind of coflee she
damu pleases until her arms fall off.
The grocer won't care unless she
knocks the stack down. And as for
tired old adjectives. flavor. strength.
aroma and economy. the light of their
power is flickering. if not entirely out!
Folger's Coffee i= Number One coffee
i sales in the area where it is sold.
It has passed Chase and Sanborn. Max-
well House. 3 & W. MLJ.B.. 11ills Broth-
ers and all the rest, It ix the mosl
wanted coflee.

The formula for this success is not
difficult to discern. I'll give vou the
onestwo-three of it. (1) A superb

in NASHVILLE, TENNESSEE
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product. Nothiug ever got to he first
by being worst, 020 Fine management
and wreat, aggressive selling. 3 Ln-
ceasing, relentless radio advertising
that never stops!

The backzronnd of Folger's Coffee
advertising i~ radio. Frank Hemin
wiay on Bon Lee Muotnal ~ix times
week, That formula hasa’t changed or
fultered for 16 vears. Onee von stait
radio yon muost never never stope
sty on top ven st stay with the
force that put yon there,

The business of Folger's advertising
i~ the bnsiness of arithmetic. The av.
erage family uses 03 pounds of colfee
a vear. So, to <ell a milhon ponnds of
coffee, you just need 16,000 families
that v~c your collee all the time. It
a~ ~imple as that.  Fuot dou’t forget
some custonrers witl die, Some  will
move away and some will even take
up Sanka.

To builkd million-pound  territories
for Folger =alesmen. we huy millions
of dollars worth of rudio time—aud
hope and pray for million dollar ideas
to nse with it. Because nobody ever
leard a watt, Nobody ever heard a
radio station.

One offer which ran recently on Fol-
gers Coflee radio pulled i a few
weeks more than 600.000 unwinding
bands=! That's 30 cars of coflee car-
rving 20.000 pounds of eoffec each.
Brother. that’s pressure grocers can
feel. And brother. that’s results from
radio. * k k

TOP 20 AGENCIES

(Continued [rom page 37)

million: radio-tv share of over-all bill-
mgs. 60, .

The onh outside-of-New York agen-
¢y to stay consistently among the top
10 air media billings giants. Leo Burn-
ett gained close to $10 miltion in tv
billings alone over the past year. over
216 million in (otal agency billings.

7. Ted Bates: radio-tv hillings.
S42 million: v, 335 million: radio. 87
million: radio-tv share of over-all hill-
mgs. 0%,

This ageney's inereases derive most-
Iy from expanded budgets for existing
agency accounts. The next vear. how-
ever. may see an increase in air media
Lithngs due to the recent purchase by
Vicerov of oue-third of The Colgate
Hour time relinquished by Colgzate on
NBC TV. and a heavy spot buv for
Continental Baking: the Annie Oakley

MILESTONES
BMI's series of progrion
condinnilies, entitled **Mile.
“ones,” foenses the spol-
light ow imporind evenls
and  prablems which hove
haped the Minericirn scene.
Jannury's release fealnres
fonr complele lmlf-hnn'r
chaws—resaly for immedi-
ale nee smooth, well wril-
ten seripls for o vaich of

LAY B
“Wilestones™ for

Juuuuary:

1999 WORLD OF TOMORROW
(Predichons By The Experls)
Janvary 8. 1956

THE WITTY SAGE FROM
PHILADELPHIA ' )
(Bengamin Franklin—250th
Anniversary?

Born January 17, 1706

“THE GENERAL AND THE LOST
CAUSE
IRobert E. Lec)

Born Janvary | 07

»200TH ANNIVERSARY SALUTE
T0 MOZART'M .
(Wolfgang Amadcus Mozart)
Bovs\’ ‘;;.munvy 27, 1756

Y., — by

BROADCAST MUSIC, INC.

NEW YORK o (HICAGO ¢ HOLLYWOOD
TORONTO e« MONTREAL

albuquerque
denver
salt lake city . . .

buy
all 3

SKYLINE
GROUP
DISCOUNTS

F SN:IE QGUERQUE KOB AM'TV

SKYLINE GROUP, RADIO-TV
Covering the Uranlum
Trlangle—Colorado, Utah, New Mexico

J.1. MEYERSON, 3432 RCA BLDG.. N. V.
THE KATZ AGENCY - BRANKAM CO.




T
k.

T ABC
A KMBC-TV

v Kansds City’s
‘Most ®owerful

“B1G TIME DAYTIME” programming with any
commercial handling vou want . .. live cameras
always available.
“BIGTIME DAYTIME” precedes the sensational
new ABC-TV evening schedules. Contact Free
& Peters or:

Don Dovis, First Vice President

John Schilling, Vice Pres. & Gen. Mgr.

George Higgins, Vice Pres. & Sales Mgr.
Mori Greiner, Director of Television

‘Alﬂ TRMLS NETWNK

promotes sales in a

BILLION
MARKET

Dayton
Louisville
Columbus

Springfield
Ashland-Huntington

Call any H-R Office for:

WING—WCOL—WIZE
WCMI

or

John Blair & Co. for WKLO
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half-hour fihn show, starting January
1956 (syndicator is CBS TV Film
Sales).

B. K&E: radio-tv billings, 834 mil-
lion; tv, $29 million; radio, 85 mil-
lion; radio-tv share of over-all, 57%.

The bulk of K&E's tv increase is due
to the 24 spectaculars sponsored by
existing K& clients. (KL lost the
$2.5 million Schick account to Warwick
& Legler late in the year.)

9. D-F-S: radio-tv billings, $32
million; tv, 819 million; radio, $13
million;
60%.

Most significant change here 1s the
fact that tv. for the first tiine in D-F-S
history, has outstripped radio billings.
There’s been no significant account
turnover within the agency.

10. Wm. Esty: radio-tv billings,
S41 million: tv. $28 million; radio,
83 million: radio-tv share of over-all
billings. 60%.

This has heen an active tv year for
Esty. The Ballantine account, close to
$7 million, billed through the agency
starting last summer, and the existing
agency cliemts expanded considerably.
Esty’s network tv shows this year in-
clude five shows for R. J. Reynolds:
four for Colgate; Mickey Mouse Club
for General Mills and Highway Patrol
for Ballantine.

There’s been considerable activity
in a number of agencies which will
affect 1956 billings: Bryan Houston.
which slipped down to 87 million in
tv. $2.8 million in radio, added three
new accounts late in 1955: Gunther
Brewing, J. P. Stevens and the food
division of Hueblein. The agency ex-
pects air media billings to excesd $12
million next year.

Norman, Craig & Kummel, with 8§7.5
million in the air media in 19535, is
adding another $1.8 million through
the Big Surprise billings for Speidel
in January, may find 1956 a decisive
vear, depending upon continued suec-
cess of Revlon’s $6L,000 Question.

Weiss & Geller's loss of Toni. not
vel reflected in the agency’s $10 mil-
lion air media billings in 1955, will
show up in 1956 billings. During
this year. however. the Chicago agency
added two new clients. lollingshead
Corp.. and Purex Corp.. sponsor of
Big Surprise on alternate weeks.

Tatham-Laird, Chicago, upped itz
air media billings from $9.5 million
in 1934 to $12.3 million in 1955,

radio-tv share of over-all,

mainly through nearly $3 million in
added tv billings.

Needham, Louis & Brorby, Chicago,
remained close to its 1954 air media
billings total with $12 million for 1955.

Monsanto’s All is its newest network
tv client, * * Kk

SPONSOR ASKS

(Continued from page 71)

mon courtesy is a small, inexpen-
sive investment that can bring
big returns.

3. s just good, plain public rela=

tions.

And for those who regard the task
of answering listener mail as nothing
but a big headache. here is a medium-
size truism: There is something much
worse than a listener who writes in;
it’s one who doesn’t. With the ones
that write. you have at least a fighting
chance to tell your side of the story on
a person-to-person basis. Those who
don’t write are merely anonymous fig-
ures in the Nielsen Report.

Now as to the three fundamental
reasons. Reason No. 3—good public
relations—is. obviously, what results
when reasons 1 and 2 have been effec-
tively applied. For Reason No. 2—
common courtesv—Ilet’s go back to an
old newspaper precept, since news-
papers were in on the ground floor of
this letter-writing business and. indeed,
have learned to capitalize on it. The
precept goes: “If people are interested,
enough in vour newspaper to read it
and pay money for it, the least you
can do is to acknowledge their support
by answering their letters.” Surely,
the same applies to radio and tele-
vision,

Let's explore Reason No. 1. Cus-
tomers are something very few busi-
nesses can do without, and the sole
reason radio and tv shows are spon-
sored is that the sponsor wants to get
customers and keep them. He wants
them happy and satisfied. lt isn’t long,
liowever. hefore he discovers that the
show has taken on the identity of his
company. is representative of the com-
pany and what it stands for. So he

IN GEORGIA...

it takes

SEE PAGE 112
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wamts the show to keep the cnstomer
happy. too. This effort then beecomes
the responsibility of the sponsor’s ad-
vertising ageney, the program’s stars
I tirn, answer-
ing letters hecomes part and parcel of
the effort.

If the letter writer says he dislikes

and the broadeaster.

the show or takes nmbrage at one of
the thousand-and-one things  viewers
take umbrage at, he should be an-
swerad in a letter that has two aims:
(a) to calm his tronbled spirit and
(h)

that will encourage hini to keep watch-

hold promize of improvements

* & * * Kk * K &

ss (Coneerning) the life vxpectaney of a
filmed comuercial:  For all practical
purposes, it is good forever. The ouly
fator that miligates ggainst s perni-
ancuce is a change iu the produet, copy
live or the diseovery of a better way 1o
tell the story. la this way, the initial
cost can be awmorlized over as long a
period as it can do the job for which
it was inteuded.**
BOB IHAYWARD
Director of Radio and Tr
Brisacher, Wheeler & Staff

San Franeisco

* * o *. * o * *

ing the show. [{ the viewer likes the
show, he should be informed that the
sponsor. the agency and all concerned
are delighted that he should have taken
the trouble to say so. If he writes in
for tickets or wants to get his aunt on
a give-away show, lie should receive
a prompt, informative reply.

The reason people write letters is,
perhaps, parthv, psychological and
parthy because they are. in the Ameri-
wan tradition. exercizsing the franchise
guaranteed them in that clause of the
Bill of Right~ which begins. "By God.

R
Q’%v@n

“It happened right after Bill Bailey
said over KRIZ Phoenix, ‘Here's

1

a hot bargain for you'.
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'm gonna write a letter. .07 There is
imohed the desire to e part of some-
thing, to belong, to have ownership.
are very and
should not he taken lighthy, Fiery <o
often *The
Sentinel is my paper,” and there are
nmany people who think Arthnr God-

These  feelings real

von lear someone sav.

frev is their own personal discovery.
it shonkd
sentiments to rncourage,

H sou read much listener mail,
vou'll also find that people relate them-
selves o big companies in terms of
David and Goliath. Some think all big
concerns are basically venal and are
caustic.  Others think of companies as
big. sprawling monsters and their let.
ters begin: “Dear Sir. | know you'll
never read this, but. . .. The sim-
ple act of answering these letters, in

be obvions that these are

an amiable fashion. goes a long way
towiard humanizing business concerns.

Al Ted Bates & Co. the problem of
letter answering is no different from
the problem elsewhere. nor are our
procedures. There is one exception.
One of our shows. The Millionaire—
sponsored by the Colgate-Palmolive
Co.—is a fiction series baxed on the
gimmick of a billionaire who likes 1o
give away anonymous gifts of one
million dollars to unsuspecting souls.
Incredibly enough, a majority of the
Willionaire letters are from people who
actually believe money grows on trees.
«ince they write, quite forthrightly:
“Dear Sir. | would like to receive one
of vour millions. . . .7 Then they tell
vou how thev’ll spend it,

The rext. though. is fairlv standard.
Letters reach our agency from the
~ponsor and from the networks, some-
times being forwarded by the owned-
and-operated stations or afliliates. A
lot of it ix fan mail for the actors. Sur-
prisinglh - —and happily ~ complimen-
tary letters nsnally outweigh the eriti-

Where your Boast
Meets the Coast
and Pays You
Greater Dividends

cal ones, Some letters contain story

tdeas  amd thy=e e retnrned  along
with onr covering letter which, while
conched in ~trict legal terminology | is
w polite rejection. There are letters
from people with special axes to grind,
There are letters which tell pitifnl
<tories of poverts und illness, Some
are in foreign hangnages,

nearlhy illegible,

Sofne are

They are all answered. Fach letter
i~ typed, instead of  mimeographed,
since we believe the perconal equation
i~ important, Form letters are need,
because of the bulk of mail and be-
canse mam touch on the same sabject,
It we do not “write down™ 1o any.
one. thi~ achicves
nothing for our clients hnt enraged,
insulted customers,

since we  belivyve

And. basicallv. we have no formula.
Fxcept the firm belief that a letter
writer deserves the courtesy of a reply.

* * *

COMPARAGRAPH NOTES

(Continued from page 1)

Quallty Jewslers. Grey: ABC. Th %°30-9 pm

State Farm Ine, NL&B., NBC. F 10:30-11 pm

Sterling Drug. D-F-8: ABC, F 98:30-10 pm

Studebaker-Packard, R&R: ABC, M 8-8:30 pm

Sunbeam, Perrin-Paus, NBC, T 8-9 pm

Sweets, Moselle & Elsen: NBC. Sat 10:30-11 am

Swilt, JWT: MeC-E: DTN, Th 1:45-2 pm

Sylvania, JWT: CBS, S8at 7:30-8 pm

Texas Co.. Kudner: NBC. Sat 9:30-10 pm

Tide wWater Assoc. 0il, Buchanan: ARBC, M Th
7:15-30 pm

Tonl Co.. W&, CBS. M 8:45-9 pm: W 8.8:30
pm; M, W 11-11:13 sm: alt Th 10:153-30
am; Burnett: NBC. Sun 7.7:30 pm: CBS.
T™h 3:30-45 pm; SKal 9-9:15 pm; Tatham-
Laird: ABC partic § $:30-9 pm

TV Time Foods, direct CBS, Tu 5-5 15 pm

U.S. Steel, BBDO: CBS, alt W 10-11 pm

Vieks. BBDO W 5-515 pm

Wander Co., Tatham-Laird: NBC, W 10:15-30 am

Warner-Hudnut, K&FE: NBC, alt Sat 10:30-11 pm

Webster-Chicago. J\W Shaw: NBC, M 7:30-45 pm

Welch Grape Julce, DCSS. NBC, alt F 5:45-6
pm; ABC. T 5:15-5:30 pm

Wesson Oll, Fitzgerald: CBS, Tu 12-12:15 pm

Weslern Union, Albert Frank-Guenther-Las: Th
9.30-10 pm

Wastinghouse, McCann-Erickson: CBS, M 10.11 pr

Whelan Drugs, Product, Du Ment, T 9-10 pm

Whirlpool, K&E, NBC, T 89 pm

Whitehall Pharm.. Blow-Belrn-Toigo: CBR, Sst

9:30-10 pm: CBS, M 7:30-7 43 pm: T 7 30
S pm: NBC W 10:30-11 pm

COVERING SOUTHERN CALIFORNIA

WITH 5000 WATTS

Beverly Hills ; Long Beach

419 So. Robertson I 3745 Atlantic Avenue
Boulevard

BRadshaw 2-3429 | L.B. 407-907
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WHEN CLIENTS ASK
THE QUESTION...

“What'’s this | hear about
the Sacramento valley—

A new TV station?”

KCRA
™
Channel

SACRAMENTO,
CALIFORNIA

NBC Basic Affiliate

100,000 WATTS
MAXIMUM POWER

NEW STATICGN!
NEW VIEWERS!
NEW NBC SHOWS!

KCRA-TV delivers one of the
country’s richest markets, with
spendable income of more than
two billion dollars!

As Sacramento’s new station,
KCRA-TV, Channel 3, is the only
low-band VHF station in the fab-
ulous Sacramento Valley. Full-
line NBC programming.

Be sure to review vour present
television programming and spot
schedules. Then call Petry.

Channel 3

SACRAMENTO, CALIFORNIA
100,000 Watts Maximum Power

BASIC AFFILIATE

represented by Edward Petry & Ce.

“‘THERE'S LOTS TO SEE ON CHANNEL 3"

e
In a

Il
b
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George Haight, new tice president in charge of
the television and radio department of McCann-
Erickson, takes over in New York on 1 January.
His present post is in Hollywood as director of pro-
graming for the agency, where he has carried the
agency responsibility for the Chrysler Corp. tv
shows, Climax and Shower of Stars. Earlier, he
was the producer of Robert Montgomery Presents
and Four Star Playhouse. His background also
includes producing for MGM and RKO, legit stage
work in New York, co-authorship of “Goodbye
again,” and “Sweet Mystery of Life”

Charles G. Wright has been named by Kraft
Foods Co. as vice president in charge of the mar-
Lketing department, a merger of the sales, adver-
tising and consumer service departments. The
consclidation was made to meet the problem of
today’s food sales and distribution business by cor-
relating these marketing functions, stated Kraft
exec. v.p. J. C. Loftis. Wright's former position
was vice president in charge of sales and adver-
tising. The company sponsors the Kraft Tv Theatre
on the NBC TV network (Wednesday 9:00 to
10:00 p.m.) through J. Walter Thompson.

Charles E. Claggett has been named president
of Gardrer Advertising, succeeding Elmer G. Mar-
shutz, now chairman of the board. After joining
Gardner in 1931 as a copywriter, the new president
worked up to the position of senior vice president
and general manager in 1954. He was responsible
for the development of The Tom Mix Show, one

of the pioneers of the now-traditional radio and tv
shows with cowboy heroes. One of his major ac-
complishments was the formation of the agency’s
radio department in 1935 and the derelopment

of several network shows.

Johu McDonald. farm director of WSV, Nash-
ville, is the new president of the National Associa-
tion of Television and Radio Farm Directors. For
the past year he has been vice president of the
association. He has been in charge of WSM farm
activities for the past 10 years, currently writes
and produces Noontime Neighbors, an entertain-
ment show with guests from prominent agricultural
groups. Ilis background is strictly “local boy
makes good”: born on a farmn, he was educated
and taught agriculture in Tennessee schools
before joining the staff of WS\

SPONSOR




WAVE is its Mother!
MONITOR is its Father!
© WEEKDAY is its Kissin’ Cousin!

’- LTHOUGH only a few weeks old, WAVE'’s exciting new radio
service — DIAL 970 — has already made a BIG name for itself

in the Louisvilie Area!

Listeners love its Monitor-like format . . . its informality . . .

its immediacy. Advertisers love DIAL 970°s "new look in radio”

I‘“ — its freshness and vitality — and the way it stirs

LOUISVILLE people to action!
5000 WATTS * NBC AFFILIATE DIAL 970 is a coordinated group of programs that's skillfully

blended with Weekday to provide a continuous flow of music, news,

weather and traffic reports, interviews, sports and household
SPOT SALES features. It's heard eleven sparkling hours each weekday,

Exclusive National Representatives

with participations and spots available as early

as 6 a.nw., or as late as midnight.
Better burry! Ask NBC Spot Sales for full details.
DIAL 970—

WAVE’'S DYNAMIC NEW RADIO SERVICE
FOR A DYNAMIC NEW LOUISVILLE!



" ADVERTISERS’ INDEX
YOU GET s |

" ADBC Film o 78
1,000,000 WATTS \3C Radio \etwoxk . . 58
® \ir T'rails Group 116
AT &T 97
P Avery-Knodel, Inc. 100, 106, 112, 116
17 COUNTY COVERAGE Broadcast Music, Inc. 115
IN N. E. PENNSYLVANIA CBS-TV Pacific Network 6-7 |
EKastman Kodak 57
® Free & Teters, Inc. 72-73
8C BASIC BUY Don Lee Network 16 |
N S MCA-TV . 20-21
° Mid-Continent Group 22 |
|| NDBC Film r 54-55
| | N13C Spot Sales 14-15 |
FASTEST NEWS SERVICE Neemace Group 19 |
["ulse, Ine. 82
To COMMUN|T|ES | Qlllxll\l‘xt\ n}%adio Group P
OF AREA Raeburn Studios 120 |
RCA TV Engineering 121
@ Skyline Group 115
Sponsor 103-105
ENGINEERING Stalcup. Ine. 107 - ' ]
Storer Droadcasting 101 —
KNOW-HOW Westinghouse Lroadcasting 94-95 J. GLEN TAYLOR
: Ziv-TV -61
Vice President
e | C1ICH-TV, 1lamilton, Ont. 108 (Vice . )’
| CKLAW, Detroit - 113 General Teleradio, Inc.
NBC-RCA COLOR CREAV. D b Ld
CKWX, Vancouver, I3.C. 114
e | KARK-TV, Little Rock 62
1 : KB1G, Hollywood 8
BEST PICTURE | KI3IS, Bakersfield, Calif. 102
® KCEN-TY, Temple, Tex. 114 |
KOMC-TYV, Texarkana . . 3¢

KOMO, Kansas ity 1IBC i -
KCRA-TV, Sacramento 118 LIK ; M ST
KFAB, Omaha 99 : :
KI'MB-TV, San Diego hn v
am KCGER, Long Beach, Cal. 117

u KGUL-TV, Galveston 9

| KHOL-TV, Kearney, Nebr. 1o 6‘N h yy
s KING-TV, Seattle ..
Wilkes-Barre, Pa. |30 . NeWSWwortny

KMBC-TV, Kansas City 116
KAMJ-TV, Fresno . 6

. KMOX, St. Louis 48-49 | : o= o
National Rep. The Headley-Reed Co. | 21177 Omaha. Nebr. Y
, : . KNAK, salt Lake City 59 |
KNUZ, Houston 106 £ %2 : 1 Y

lN EVANSVILLE INDlANA KPIX, San Francisco : 87 |

KPQ. Wenatchee, Wash. " 10
WISE KR1%, Phoenix 102, 117
KROD-TYV, El Paso .. 110
BUYERS KSAN, san Francisco 18
I\’SLA-TV, Shreveport 91 ‘ |
CHOOSE | KTHYV, Little Rock 25
KTRRIK-TV, Houston 122
{ ~AA KVWO, Cheyenne 112 ) y
% WAPI-WABT, Birmingham 100 Mr TAYLOR s
(\ WAVE, Louisville 119 n
WRBT, Charlotte, N. C. 28 |
WEBAM, Montgomery 111 |
WIRAY, Green Bay 27 ;
WBNS, Columbus, Ohio 71
WERBNS-TV, Columbus, Ohio 17
WLRE-TV, Wilkes-Barre 120
WDBRZ, Baton Rouge .. 86
WOCBS, New York ... . 66-67 ,
WCUILE, Akron . - 109
WDER-TV, Chattanooga 107 BUSINESS
t § I WDIA, Memphis . ¥C
TEcpAnzwer Vo Tied iiovies WEHT-TV, Ienderson, Ky. 120
4o 4 " WIEMP, Milwaukee | 12
The Nightcappers WEBG.TY, Altoona 75
MON. thru FRI.—10:30-11:30 P.M. WEFBM, Indianapclis 69 !
—bright . ith WGN, Chicago 96
()il (@OSIGAT WOGTO, Haines City, Fla. ~ 13
LOREN BLAKE’'S BAND WIBW, Topeka 98
WILK, Wilkes-Barre 114
—Emcee JIM STEWART WISIT-TV, Indianapolis — 11
—Starring PETE DOOLEY WITFI, Raltimore IFC
Participating Spots Available WJIAC-TV, Johnstown 26 1
WJIHP-TV, Jacksonville 63 R P E
Represented by \\'}(BN-TV.1 Youngstown 68
"K7Z (& az .
MEEKER TV, INC. — ADAM YOUNG R e 5
ST. LOUIS WMDBR-TV, Jacksonville 111
WAMRY, New Orleans 112
WOLI, Syracuse 92 2
WI'AL, Charleston, & C, 109
CHANNEL §(Q WPIIN, Philadelphia 3 ﬂm v
WSAU-TV, Wausau, Wis 56
WS, .\tlanta 51
WRIS-TY, Winston- Salem S8
WSROK, Nashville 115
WSI'D, Toledo 1911 Photographers to the Business Executive
WENYR., Syracuse 1¢ :
NOW OPERATING i 81 565 Fifth Avenue, New York 17—PL 3-1882
WEOA—CBS RADIO WTVI, Miami, Pla. §5 - .
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ewe a competitive edge”!

lre your presentations

ut of date ?

re vour commercials limited 1o “direct
witching”™ from scene to scene—or ~simple
ades 1o black—because an  elememary
Weo switcher is used? I so, the sponsor
s not getting the full benefit of all the pro-
ramming  ingenuity  that could he
s dizposal.

How to

eture techuignes now also used in TV productions—and they like it! Take
way smooth switching—fades. lap dissolves, and transitions they are used to
atching—aud comuiereials look flat, dull. and jerky. Add these effeets and the
e presentations take on sparkle and dimension. In short. your commercials

How to make

commercials ‘‘live”’

Modern video switching with speeial effeets
is your answer. With i1, program directors
can produce a variety of attention-getting
eflects inan mstant: horizontal and verteal
wipes. horizonial and verueal splits. con-
trollable inserts, wedges, and other optical
eflects. You push the button for whatever
vou want—and insert the effect wherever
vou want it. Up goes audienee mterest.
And up goes ~ponzor =atisfaetion.

Which Switcher
for you~?

RCA has a video-switching system to meet
the speeific requirement of cach and
every station.

For example, RCA'S TS5\ s ddeal for
small studio  operations—provides fade-.
lap dissolves. super-positions—handles 5
signal inputs.

Type TS-11A is designed for maximum
utihization of faeilities—for any size opera-
tion. It provides all faeibities—includes a

give your TV commercials

a “"COMPETITIVE EDGE”

elevision awdiences today are “conditioned™ to many of the brilliant motion

o AR

TS5 VIDEO SWITCH

program tran~fer switch for previewing

fades, lap dissolves, and <pecial efleets,
| |

Studio program~ can be rehearsed while

network or film i~ “on-air.”

Type TS20 0 a refay switehing system for
the larger installanions. 1t is the ultimate in
flexibitity for modern programmimg. You
can begin with a~ few a~ 6 input~ and 2
omputs and buikd up 1o a maximmn of
12 inputs and 6 outpnits.

Special effects equipment

Twelve attention-getting effecis at vonr
finger-tip< . . . You pu<h the hnton for the
effect vou want. You ~wing the “eontrol
~tich™ and put the <elected effeet wherever
vou want it Stiples inexpensive—requires
no «-mnplira((-d CQUIPIMENE OT eNFa Cameras,
Ay oone of the above <witehe ted
with thr- ~pe ‘qal
vou the extra <a

B

InIent ¢ (o

For expert hely lanning the nght video
~witching anld special eflect= <vtem. eall
vour RO\ Broadeast Sales Represemative.

RADIO CORPORATION
of AMERICA

ENGINEERING PRODUCTS DIVISION - CAMDEN, N.J.

In Canada: RCA YICTOR Company Limited, Montreal
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THE PIED PIPER =) OF HOUSTON

KiTiRik-—Channel 13's black magic mascat has en-hanted the children of Houston, and changed the
Houston market in less than a year. Houston has become Hamlin Town with the grateful parents
joining the parade to KTRK TV.

October ARB shows our daytime combination ol children’s programs, films and family features.
Irequently leading network competition. In the late afternoon more than 689 of the audience hears
KiTiRik’s “Piper’s Tune” at 4:30 daily to lead in‘o “Mickey Mouse Club” and the great new lineup
of ABC family shows—Topper—Warner Brothers Presents—Disneyland—Lone Ranger—Rin Tin
Tin—Wyatt Earp—Ouzzie and Harriet. And KTRK TV still programs more sports for Dad each
week. Good shows make good adjacencies. Call us or Blair-TV.

THE CHRONICLE STATION, CHANNEL 13 KTRK'T V P. 0. BOX 12, HOUSTON 1, TEXAS — ABC BASIC

HOUSTON CONSOLIDATED TELEVISION CO., General Mgr., Willard E. Walbridge; Commercial Mgr., Bill Bennett
NATIONAL REPRESENTATIVES: BLAIR-TV, 150 E. 43rd St., New York 17, N. Y.

SPONSOR
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Sullivan vs,
"“Question”’

Film “rough’’
advocated

Nature next
tv upbeat?

Best commercial
40 times better

Era of pre-sell
just dawning

Heavy ABC
Disney plugs

12 DECEMBER 1955

REPORT TO SPONSORS for 12 December 1955

(Continned from page 2)

Trade and consumer press Stories about Ed Sullivan leading $64,000
Question” in viewers, according to November ARB, overlooked story be-
hind story, gave misleading impression to laymen unfamiliar with rat-
ing data. ARB release gave Sullivan credit for 47.5 million viewers,
"864,000 Question" credit for 43.6 million. Release also showed
Sullivan had 49.8 rating (in third place) while "Question" had 57.3
rating (in first place). Actually, latter show reached 2 million
more homes. Disparity is explained by higher viewers-per-set for
Sullivan: 2.9 versus 2.41 for "Question." Interesting sidelight:
High viewers-per-set of Sullivan show indicates high percentage of
kid viewers, who probably have little or no influence on auto buying.
~SR—
"Rough" film commercials to be used for pre-testing and as guide to
finished production were advocated recently by Donald H. McCollum,
Schwerin Research Corp. v.p., in talk before National Television Film
Council. 1Idea has apparently been gathering interest among admen and
McCollum feels only resistance to it comes from film companies. (Film
rough costing $207 was described in 29 November 1954 issue of SPON-
SOR. It was made by DCSS to take place of storyboard for demonstra-
tion commercial.)

—SR—
Nature documentaries, which have been one of components of "Disney-
land" show on ABC TV, make up entire content of new sSyndicated film
series being released by RCA Recorded Program Services. Called "The
World Around Us," series was filmed by John H. Storer who did portion
of Disney's Academy Award-winning "Water Birds." If show does well,
look for more efforts to tap interest in nature subjects for tv.

—~SR~-
Importance of commercial to tv advertiser was highlighted in Grey
Advertising's December newsletter in way worth thought. Said Grey:
"Research has demonstrated that commercials for one brand can achieve
as much as a 40 to 1 advantage over another brand. . ." That means,
said Grey, a tv show costing $80,000 can vary in selling effective-
ness to degree of being worth anywhere from 32,000 on up. Key to
getting full money's worth, Grey contends, is close adherence to
concept that on tv you sell to individuals like door-to-door sales-
man rather than lecturer.

-SR—
Pre-selling of goods sold in supermarkets via air advertising is con-
sidered essential today. But decade hence need will be acute beyond
anything now known if predictions made at recent National Association
of Food Chains convention in Chicago come to pass. Among them: Con-
sumers will shop once a month for groceries because home storage
facilities will have tremendous capacity. Pressure will be on to get
consumer into store via advertising and in-store showmanship.

~SR-
ABC is milking its Walt Disney tie-in for all it's worth. To back up
Disney's 3d show on ABC ("Walt Disney's Magic Kingdom," on ABC Radio
11:35 a.m. to noon on weekdays), web devoted all on-air promotion on
day of premiere, 5 December, to new show. This applied to tv web as
well as all oko's. Radio affiliates were also asked to plug new
show, dealing with Disney's amusement park, Disneyland. Disney's
other ABC shows,"Disneyland" and "Mickey Mouse Club," are on tv web.

— e s e oD Sm—m W Ee  GEEED s e D IS GOTW  GEmmm et e v e
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Perspective on marketing

The more deeply we get into the
fascinating and truly basic marketing
revolution which is now underway at
the nation’s major advertising agen-
cies. the more we are convinced that:

1. In many respeets the broadening
of the agency’s services to include
counsel in the actual strategy of mar-
keting reflects the changes television
has wrought in our national economy.

2. 'There can be real dangers for
advertisers and agencies in the broad-
ening of services. As the second arti-
cle in $PONSOR’s searching series on
the “Advertising agency in transition”
points out (this issue, page 29), a
nunber of admen are already con-
cerned that specialized media and cre-
ative functions of the agency may fall
under the control of marketing men.

SPONSOR undertook to delineate the
changing role of the agency in order
to provide its readers with guidance in
depth about what may he a real turn-

ing point in the history of the adver-
tising agency. While we are profound-
ly in synipathy with the concept of an
agency as the counselor of the client
in every facet of his selling operation,
we urge caution nidstream in the
process of change. We've already been
exposed to marketing mmen at agencies
who've argued that they should be
placed in charge of media strategy,
planning and selection. To us, this
statement nade to SPONSOR by an ad-
vertising manager of one of the five
biggest firmis among national adver-
tisers strikes the right note:

el

I'he marketing man and the adver-
tising man have basically a different
perspective, even though their goal is
the same. Only the seasoned advertis-
ing man understands the philosophy
and implementation of what constitutes
a good and sound advertising cam-
paign. Any course which overshadows
good advertising and good media strat-
egy is inimical to the manufacturer’s
best mterests.”

#* H %*
Sloppy film projection

We were having lunch with a tele-

vision director at one of the impor-

tant Eastern agencies and one of his
clients the other day and both harped
on a problem they felt needed solving:
variations in quality of fihm projection
at stations around the country. “It
could make you sick the way our com-
mercials look as projected by some of
the stations on our schedule,” said the
client.

“What's needed,” said the agency-
man. “is a firm which might check

y: | pﬁ_l ause

Tv in the courtroom

The tmpact of television and radio
in covering national events has been
aptly demonstrated to advertisers and
agencies many times in recent years.
The political conventions. the various
Congressional hearings all come across
with a you-are-there immediacy un-
matched by other media. But in one
area, that of covering the courts. radio
and television are frequently shut out
by regulations refusing entry of such
equipment as cameras and recorders.

As head of the NARTBs Freedom
of Information Committee. Robert D.

124

Swezey, executive vice president of
WDSU-TV, has been spearheading
NARTB’s battle to widen the scope of
television and radio news coverage in
the courts. Recently Bob. wlho is him-
self a lawyer, dramatized for a group
of lawyers the degree to which the ban
of tv-radio equipment has become out-
moded. During a panel session of a
nine-state regional meeting of the
American Bar Association in New
Orleans, he paused and said. “I don't
know whether you've moticed it, but
this meeting is being covered by three
television film cameras.” Later film

quality of projection for spot tv ad-
vertisers.”

We agree and wonder what firm
already set up to ofler allied services
will be first to offer reports on projec-
tion quality. Industry efforts to pro-
vide quality standards are helpful as
well, of course, but there’s no substi-
tute for having trained eyes keep a
careful watch on commercials. It can’t
be said too often that the commercial
—and the way it is presented—is the
payoff. Sloppy handling shouldn’t be
allowed to destroy the opportunity to
sell for which the advertiser is paying
handsomely.

* g 3 *
Nielsen's timetable

Report No. 10: The news that Niel-
sen has given preliminary specifica-
tions for its second NCS study and
committed itself to a timetable is
welcome news (see Sponsor Reports,
page 1). This means that by this
time next year agencies will be study=
ing avidly the data on station cover-
age and popularity and, presumably,
making switches in spot and network
Luying. If the changes between BMB's
last report and the first NCS are any
indication. NCS No. 2 should reveal
some fascinating (and unexpected) de-
velopments in station popularity, par-
ticularly since no coverage study has
measured in detail the effects of the
tv thaw.

Meanwhile. there has been no word
on ARF’s attempts to come up with a
formula for hreaking down the June
Census study into tv set count figures
by counties. We hope something will
be forthcoming soon.

taken at the sessions was shown to the
attornevs during a luncheon.

As Swezey pointed out. films and
cameras have now been improved to
the point where tv news cameras can
cover almost any court proceeding
using no special lighting and soundless
cameras which can be completely un-
obtrusive and in some cases hidden
altogether. Swezey, in demonstrating
this advance to the attorneys, is help-
ing to pave the way toward a wider
scope for tv coverage which can’t help
but be reflected in audience and stature
expansion for the air media.

SPONSOR
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. « . with nearly TWICE the AUDIENCE

of ALL other TV stations combined . . .

ST In SHARE of AUDIENCE marins, cternecn and righ

for the entire area.

In EVERY SINGLE PROGRAM PERIOD day and night,

seven days a week (7:00 a.m. to 12 midnight).

In TOTAL AUDIENCE ir 15 of the 26 counties. Second in

five counties; third in two counties.

Here Are the Facts that Make KCMC-TV the Powerhouse of the Southwest

k
Pulse Proves
\ Dominance In

26 Counties

AMAR

LAFAYETTE |

FRANKLIN

*Area Telepulse MONDAY thru FRIDAY SATURDAY - SUNDAY TOTAL
September, 1955 MORN. | AFTIN. NITE MORN. ! AFTN. NITE MORN.] AFTN. NITE AUDIENCE ‘.
KCMC-TV 68| 69| 61| 66| 57| 66| 73| x| 75 | 65
Station "B 6 11 12 12 14 1 13 | 12 017 (17 | 12
All Others 25 | 21| 27| 23| 30| 21 | 5| 19] 8 23
Combined “ ; ~ ; , [ o

These counties form the primary core of the full KCMC-TV service territory. Your order buys complete dominance of this
area — PLUS — substantial audience in 17 additional counties in 4 states.

Now Telecasting 100,000
Network Color - Watts

CHANNEL 6

TEXARKANA TEXAS - ARKANSAS

C
CB rercomeerd\ BC

REPRESENTED BY
Venard, Rintoul & McConnell, inc.

WALTER M. WINDSOR
General Manager





