BUTTE
America’s RICHEST Secondary Market
A BUTTE of a Test Market!

NOW HAS
A BUTTE of a Television Station
KXLF - TVé
with
A BUTTE of a Rate ($100 Hr.
for time and facilities.)
A BUTTE of a Buy (20C¢ Savings
nith other XL Stations.)
A BUTTE of a Network (NBC-DuMont)
MONTANA'S FIRST!
on the air Auguse 14, 1953.
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PACIFIC NORTMWEST BROADCASTERS bars THE WALKER COMPANY
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ROASTED & PACKSD 2Y \pur
GilL CO:
JAMES G oASTE

WMBG
SO DO HAVENS AND MARTIN, Inc. STATIONS .. .<{ B LLL
M  WTVR

For 51 years the Jumes G. Giil Compony hos been serving

its customers with "'Gill’s Hotel Speciol Coffee.”” The
business began in o smoll shop in Norfolk, Virginio, shown above.
its present doy modern equipment is stonding evidence thot

its owners know their business well.

The ever exponding services of the Hovens & Martin, Inc.
Stotions speok well for its owners too. Pioneers in radio,
then FM ord TV, they estoblished the only complete broodcost
institution in Richmond. WMBG, WCOD, ond WTVR olwoys
hove been, and ore todoy, the first-choice stotions of

listeners ond odvertisers olike. Try them yourself ond cee why!

WITKR =
ﬂUﬂHU@VDﬂ%j

HAVENS & MARTIN INC.

- ﬁmﬁm WMBG - WCOD  WTVR

700.--.
thesouths first 1clevision statnog _
Havens & Martin Inc. Stations are the only

complete broadcasting institution in Richmond.
. e, g Ket.
FIRST STATIONS OF VIRGINIA Pioneer NBC outlets for Virginia’s flr.st marke
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.
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Gal confesses

Anti-ecnzyme war
takes to airways

Ronson to switch
ad approach too

Media: adman
refutes admen

Packagers turning
to radio programs

Don’t get your
Kinseys mixed

If you want to know what Madison Avenue timebuyer—especially pretty
one—really does during day, read "Pity the gal timebuyer," page 37.

—SR—

Here's how anti-enzyme toothpaste war 1is developing in air: Lambert
Pharmacal, first away with Antizyme, upped ad budget by 32 million,
will put 60% into network radio-TV ("Ozzie & Harriet"), spot com-
paigns. Block Drug's sinking 31 million into 6-week print-TV campaign
to emphasize anti-enzyme quality of Amm-i-dent. Bristol-Myers step-
ping up air sked for revamped paste product. Colgate, Whitehall both
reportedly preparing anti-enzyme entrants. Dark horse to watch: P&G's
Gleem toothpaste, which has special detergent anti-enzyme action.

Next 6 months should see 35-87 million spent on campaigns. Question:
Will public believe 'em this time?

~SR—-

Ronson Art Metal Works' switch from Grey Advertising to William H.
Weintraub 1 January will be followed by new ad approach. To push its
gift line and new line of lower-priced products, firm will stress
woman-appeal programing. Possible choice: "Queen for a Day."” Ad bud-
get will probably be 50% air media (with network radio and spot TV).

—SR—

One of most articulate of SPONSOR's All-Media Advisory Board members,
an agency executive, read following sentence in latest article (starts
page 27): "Interviews indicated most advertisers know in general what
combination is best for them . . ." Underscoring this sentence, exec
scribbled: "The hell they do—but you can't expect .them to admit their
ignorance! And most of the time it is impossible to know! Don't
forget the defensive aspects of media buying—to fight a competitor's
special efforts." So if you still think media poop is dull, read
current article, "How 72 advertisers evaluate media." It should
change your mind about topic.

—SR—

Some medium-sized packagers returning to building radio shows after
forsaking field for TV lo these several years. Reasoning: Profits
are small but steady. Three of the nets reported encouraging trend.

—SR—

Carl S. Brown Co., agency for Kinsey Distilling Corp., busy preparing
small ads for newspaper campaign in New York, Illinois, California to
appear simultaneously with release of THAT BOOK, not as matter of
promotion but one of "self-protection."” Theme of ads: "Please, we're
Kinsey, the distiller, not Kinsey, the author-scientist."” Firm's re-
ceived too many labels soaked off Kinsey bottles requesting "a copy

of your free sex book." P.S.: Note difference between restrained newvs
treatment of Kinsey report by air media as compared with print.

SPONSOR, Volume 7. No. 18, 7 Septeruber 1933. Publizhed blweekly by SPONSOR publicstions, Inc., st 3110 Elm Ave., Baltimore, M4 Esecutive, Editorisl. Advertising, Circu-
Istion Offices 40 E. 49th St., New York 17. $3 2 yesr In U. S. $9 elsewhere. Entered as second class miztter 29 January 1949 st Paltimore, MdJ. postoffice under Act 3 Mareh 1579




NBC Radio leads
that other net

Adman says rate

deals still on

Most TV stations
merchandise: K&E

SPONSOR looks at
children’s shows

Agency changing
media department

UHF seen winning
sponsor approval

SPONSOR

Packard Motor Co,
Detroit

Peter Paul, Nauga-
tuck, Conn

Sterling Drug, NY
Tea Council, NY

U.S. Industrial
Chemical Co, NY

Vick Chemical Co,
NY

Vick Chemical Co,
NY

Whitehall Pharma-
cal Co, NY

REPORT TO SPONSORS for 7 September 1950

NBC execs happy as kid with new toy. Reason: Latest Nielsen Radio
Pocket Piece (for 17-25 July) shows NBC Radio leading with biggest
audience per commercial minute 4 nights a week, CBS 2, Mutual 1. It's
first time NBC's been ahead since May. CBS reaction: "Wait till fall
programs return."”

—SR—-
Phone call from account executive buying over $1 million of radio-TV
time annually: "Somebody pulled your leg on rate-cutting. You say the
era of spot radio rate 'deals' is coming to an end. Well, I haven't
paid card rates for a single dollar's worth of time I bought during
the past year in radio. Some of your biggest New York stations were
involved too. As for TV, I can make a deal there too, but it's hard-
er. My advice to stations is to end this sort of thing, for if my
competition gets a cut rate, I'll bust a gut to get a lower one."
(See SPONSOR, 27 July 1953.)

—~SR--
K&E surveyved radio and TV stations recently, found 138 or 99% of TV
stations answering offer some form of merchandising or promotion
service to advertisers. For details, see article page 38.

—SR—
Are children's shows bad for children or just badly written? SPONSOR
study page 42 shows wide divergence of opinion on whether crime and
violence on air harm children. There's less disagreement that quality
hasn't gone up. One explanation by Ron Manders, KFI, Los Angeles:
Buvers and sellers of products have taken over from radio personnel
who were interested primarily in entertainment and education.

—SR—
Big New York agency reorganizing its media department, with time-
buyers, spacebuyers under all-media supervisors. Radio-TV department
will lose independent status. Unlike Y&R system, however, print and
air buyers won't become experts in each other's media. Announcement
of the change due soon.

—SR—-
One year of UHF shows following: 55 new stations, 1.5 million UHF
sets, growing conviction among advertisers, agencies that UHF is TV,
same as VHF. Key to its future seen by many to lie in hands of net-
works. For latest facts, figures, opinions and problems of this new
IV develorment see "UHF—one year later," page 32.

New national spot radio and TV business

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Packard 1953 model Maxon, NY 30 radio— mkts t;\_ro;ghout country | Ratiio: 4? m‘i(nute anncts, chnbrks; st 28
Aug; wks
Mounds, Almond Joy Maxon, NY ‘ 80 radio, 15 TV mkts throughout Radio: 5-, 10-, 15-minute news: minute

anncts; TV: 10-, 20-sec Class A

anncts: st 1 Sep: 39 wks

80 radio mkts throughout country Radio: minute anncts: st 1 Sep: 52 wks

12 major TV mkts, covering TV: minute cartoon anncts; st 26 Oct;
54.6% of U.S. TV homes 26 wks

46 radio stns: Va, Tenn, S.C.,

country

Carl S. Brown, NY
Leo Burnett, Chi

Fletcher's Castoria
Hot tea
Radio: 20-, 60-sec anncts; 5-, 10-, 15-

Pyrenone (plant G. M. Basford Co,
NY

protectant) N.C., Ga, Miss, Ala minute partic; st 24 Aug: 7 wks

Vick's Vaporub, BBDO, NY 30 TV mkts throughout country TV: 10-, 20-sec anncts daytime; st 28
Cough Syrup I Sep; 20 wks

Vick's Cough Drops, BBDO, NY 30 TV mkts throughout country TV: 10-sec anncts Class A nighttime:
Va-tro-nol st 28 Sep: 20 wks

Anacin john F Murray, NY 200 radio mkts throughout coun- Radio: minute anncts; st mid-Sep: 13

| try wks

SPONSOR




No More Blue Sky!

-

AT LAST—A CLEAR PICTURE

OF COVERAGE
in the GREAT READING MARKET

,' - ’f WEEU-TV
CHANNEL 33

NOW OPERATING

WITH FULL POWER

165,000

WATTS (ERP)

ONE OF AMERICA’S "HIGH SPOT’ AREAS

Reading: Rated by Sales Managentent as a “*preferred *° eity; thivd induos GCOOD NEWS FOR ADVERTISERS
trial eity in the state: T4th Metropolitan Area per eap
10 higlier than national average. Gone are the herringboues of doult . . . the

Grade X Area: Population 1,230,000, Reé N1 A waise Fast

mated)

ENGINEERED FOR DOMINANCE

With the newest G.E. 12 kw transmitter . . . and g speei
tronicaily-tilted antenna.  Broadeasti from tl ]
miles from Reading—the site 1 ri re

to eover the READING MARKET.
PROCRAMMED FOR DOMINANCE

Top NBC 1 ABRC network shows; the most diversified sel

NATIONAL REPRESENTATIVES

HEADLEY-REED TV

Television Station Representatives

Thomas E. Martin, Exec. V.P., Gen. Mg-.
Ewart M. Blain, Dir. of Sales




ARTICLES

FHow 72 adrvertisers evaluate media
Part 9 of SPONSOR's All-Media Study. First results of SPONSOR's 3,000-

questionnaire survey disclose how 72 advertisers spending over $137 million
annually in various media select, test and use media; their reasoning and results

LHF: one year later

In just a year at least 55 stations have gone on the air, have built an audience
potential of close to 1.5 million. In and out of established VHF areas some UHF
operators have made excellent headway, are operating in black in record time

Block Drug rediscovers radio

Spiraling TV costs caused this sponsor to take a one-year hiatus from network
radio. But after the success of newscasts on Don Lee and Yankee networks,
Block bought Gabriel Heatter on Mutual {full net}, is lcoking for another show
Haow spol won Liqui-Moly national distrihution

in only four areas last year oil supplement credits spot radio and TV with big
share of credit for increased distribution. Air media now get 44 of budget
Pity the gal timebuyer

The diary of a busy New York timebuyer discloses that her job usually exceeds
“banker's hours" and that her life and work would be much less complicated if
station managers, account execs, station reps observed simple rules of etiquette
Merchandising: what TV stations offer

Kenyon & Eckhardt's Nat Steen reports that 93% of TV stations responding to
poll offer some merchandising or promotion. Here are some examples and ideas

Foothall on the air: 1953

A round-up of the air coverage of upcoming pigskin activities. Despite re-
strictions placed by both college and professional grid associations, $10
million will be spent on radio and TV coverage by advertisers this year
Are c¢hildren’s shows harmful?

Citizens' groups and eritics have been up in arms about the content of many
radio and TV shows aimed at children. Advertisers defend their program buys,
say crime shows are not harmful, point out many excellent shows now on air

COMING

How 91 agencies evalnate media

Part 10 of SPONSOR's All-Media Evaluation Study. Concluding portion of
SPONSOR's 3,000-questionnaire survey of leading advertisers and ad agencies
How ABC will compete

Here's a report on what's happened at ABC since the ABC-United Paramount
Theatres merger last February. Programing of other networks will be highlighted

tv
-~
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DEPARTMENTS

TIMEBUYERS AT WORK el
MEN, MONEY & MOTIVES -5
49TH & MADISON s 3
MR. SPONSOR, Jamés Bergman Jz.
P.S. ,

NEW & RENEW

NEW TV STATIONS

NEW SYNDICATED TV FILMS
FILM NOTES ...
COMMERCIAL REVIEWS :
TV RESULTS

SPONSOR ASKS =
ROUND-UP o

AGENCY PROFILE, E. H. Weiss
RADIO COMPARAGRAPH =
NEWSMAKERS

SPONSOR SPEAKS __

Editor & President: Norman R. Glenn
Secretary-Treasurer: Elaine Couper Gle
Editorial Director: Ray Lapica
Managing Editor: Miles David

Senior Editors: Charles Sinclair, Alfred J.
Department Editor: Lila Lederman

Assistant Editors: Richard A. Jackson, |
Konrad, Joan Baker
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Foreman
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Photographer: Lester Cole

Advertising Department: Edwin D. C
[Western Manaaer), Maxine Cooper (E
Manager]), Wa¥ace Engelhardt ({Recn
Representative), John A. Kovchok (Pru
tion Manager), Cynthia Soley, £d Hi
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scription Manager), Emily Cutille
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Office Manager: QOlive Shsrban

Tublished blweekly by SPONSOR PUBLICATIONS
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Adrertising Offices: $9th & Madison (40 E. 4%tk
New York 17, N. Y. Telephone: MUrray Hill . (g8
Chicago Office: 161 E. Grand Ave. Phone: Sii
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lings have changed
1 ARKANSAS, too!

rn one-room =chools to Fulbright =cholars
from *‘one-crop”’ farms to a hooming
Qnn Arkansax is getting its share ol
South's new progress and wealth. One
nple: Effective Buying Income per family
p 195.1% over ten years ago™!
bre’s been a big change m \rkansas radio,
You can now cover almost all the State
1 00,000-watt KTHS trom Little Rock  now
5. and the only Class 1-B Clear Channel
don in Arkansas, KTUHS offers primary
gtime coverage of more than a million
le secondary, interference-ree day
12 coverage ol more than 31, million people,
wing practically all o Arkansax (and
8409 radio homes in =X adjacent states)!

* vour Branhant man for all the KTHS facts,
1.

R e Y

Ses Management figures

1),000 Watts . . . CBS Radio

Represented by The Branham Co.
Under Same Management As KWKH, Shreveport
Henry Clay, Executive Vice President
B. G. Robertson, General Manager

T

BROADCASTING FROM

LITTLE ROCK, ARKANSAS
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Outstanding
Brewers
Choose

KLX

| =T
g LUCKY LAGER
Oakland Baseball Games

BURGERMEISTER
Burgie Roundup

. GOEBEL
| Golden Gate Races

.

LandKLX-FM /
S
No. 1 in News ¢ Sports ¢ Music

THE TRIBUNE STATION
TRIBUNE TOWER
OAKLAND, CALIFORNIA

Represented Nationally by

Burns-Smith Company
on Pacific Coast

Duncan A. Scott & Company

B 5 S L i e o

James R. Gentile. Campbell-Ewald Co., Detroit,
says, “WWhen Chevrolet says ‘saturation campaign,
they mean saturation. | bought abour 21,000 radio
and about 1,200 TV announcements for their two-
week 1933 New Car campaign in January.” ¥ith
an average of 39 announcements on each of 600
radio stations and two to 13 spots on every TV
station, Jim was snowed under by estimates,
aratlabilities and ratings. Cherroler’s aim: to get
near top-rated shows that reach the maximum
adults. Jim’s aim: to watch new TV stations.

Johu Forney. Keegan Adrertising, Birmingham,
steers clear of “kitchen” and “kiddie” shows when
placing chainbreaks and 1.D.s for the Bama Co.
(manufacturers of jams, jellies, peanut butter)
because he jeels these types of programing appeal to
housewife who does own canning. This southern
manafacturer advertises in large markets to
compensate in volume for thin profit margin per
item. *I buy principally Class A TV adjacencies,
plus some davtime run-of-station radio time,”
Jolin says. Bama spends 90¢; of badget on air media.

Albert Sessions, Al Paul Lefton Co., New York,
is lining up the October campaign for his Grayson-
Rolinson Department Stores account. “Qur
‘Christmas in July’ campaign was such a big success,”
he e¢xplains, “that the client is continuing his

radio effort.” The two-week campaign in July
extended into 11 markets scattered throughout the
South and Midwest. On the air regularly

with 60 minute announcements per market per
month, the firm doubled its jrequency for its mid-
sammer promotion. Result: unexpectedly high sales.

Norman Scehwerke. Cusick-Schicerke & Wild,
San Antonito, concentrates on news and injormation
program sponsorship for Farm and Home Savings.
“Qur aim has been to supplement ihis savings
assoctation’s institutional campaign with local
direct-sale impact,” Norman explains. “We achieved
this through announcements bv local personalities
in live radio and TV news shows.” The campaign
covers the Southwest the region in which the
banl: has its branches. In the past six months Farm
& Home assets jumped from §76 to $87 mullion.

SPONSOR



of the Road and Sports

For more than one hundred years The Studebaker Corporation

has been making fine vehicles. For 11 years promotion of the

sale of cars and trucks in the Upstate New York Market has
been boosted with a sports program on WHAM, Rochester,
N. Y., at 6:10 each evening. Studebaker’s sales story has
been personally enhanced by WHAM'’s Sports Editor Bob
Turner for ten years.

The consistent sales impact of Bob Turner’s "Speaking of
Sports for Studebaker” on WHAM has contributed greatly
to Studebaker's leadership in sales and prestige in the West-

ern New York area served by WHAM.

R4 Ll
LE1

\4

11 YEARS OF
“SPEAKING OF
SPORTS FOR
STUDEBAKER”

* Write, Wire or
PhoneWHAM or
Hollingbery for
Availabilities.

> [~ 5. 453 i e =
The STROMBERG.CARLSON Station, Rachester, N.Y. Basic NBC - 50,000 watts * clear channel * 1180 k¢

GEORGE P. HOLLINGBERY COMPANY, National Representative

7 SEPTEMBER 1953




Effective February 1, 1954

WBZ-TV.-.

NBC Affitiate in BOSTON scroing 1,314,000% TV Sers

AND

WPTZ.-s

NBC Affiliate in PHILADELP“IA serving 1,463,080* T'! |

WILL BE AMONG THE
OUTSTANDING VHF TELEVISION STATIONS
REPRESENTED BY

Free & Peters, Inc.

*TELEVISION AGE, AUGUST 53




EASTERN
WBZ-TV
WPIX
WPTZ
WCSC-TV
WIS-TV
WTVJ

CENTRAL
WOC-TV
WDAY-TV
WBAP-TYV
KMBC-TV
WAVE-TV
WCCO-TV

WESTERN
KDSH-TV
KBTYV
KGMB-TV
KRON-TV

Fre

VIIF CHANNEL PRIMARY

Boston

New York
Philadelphia
Charleston, S. C.
Columbia, S. C.
Miami

Davenport

Fargo

Fort Worth-Dallas
Kansas City
Louisville
Minneapolis-St. Paul

Boise-Meridian
Denver
Honolulu

San Francisco

%/‘;

1 NBC
11 IND
3 NBC
S CBS
10 NBC
k! ALL
S NBC
6 NBC
S ABC-NBC
9 GBS
3 NBC
1 CBS
2 CBS
9 ABC
9 CBS
1 NBC

L & p CTERS, INC.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
444 Madison Ace. 230 N. Michigan Ave. Penobscot Bldg.
Plaza 1-2700 Franklin 2-6373 Woodward 1-4255
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W. Seventh St. 6331 Hollyuood Blid. Russ Building
Main 5667 Fortune 3349 Hoilywood 9-2151 Sutter 1-3798
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PUSH

A PRODUCT
YOU GOTTA PUT

S‘I‘RENG'I'H

HIND IT”

“Ilm.

And we've got the muscle . . .
FOUR TOP DISC JOCKEYS,
whose programs establish
KSDO as San Diego's first
station...the one with most

listeners.™

May we show you how KSDO
can help yau muscle-in on this

billion dollar market.

*HOOPER and
NIEI SEN

KSDO

‘1130 KC. 5000 WATTS

Representatives

Fred Stubbins — Los Angeles
Doren McGovren — Son Frondisco
John E. Pearson, Co. — New York

10

and Motives |~

“Where there's smoke . . »°

Tobaceo is a five-billion-plus industry. Tobacco is a whopping
big category for any advertising medium. The competition for, and
the divvying up of, tobacco budget money is always prime advertis-
ing news, and probably always will be.

* * ¥*%

The above being true-to-obvious. all media and all agencies with
a stake in cigarettes should familiarize themselves at this time with
the various signs and portents which suggest a growing “social”
antagonism to cigarette smoking and to advertising on behalf of the
leading brands which aims, in the conviction of such social critics,
to “capture” the yvung very young indeed.

* * *

First of all. chums, take careful note of the phrase which is creep-
ing into the new temperance movement vocabulary: “intemperate
smoking.”” What does that mean? One pack a day? Two? Three?
And what follows as a goal of the new drive, if drive it really is,
against intemperate cigarette “addiction?”

* * *

We can provide a hint of what the “social” critics may be driving
at. Hidden away in an unreported speech against tobacco made
by Roy Norr at a Seventh Day Adventists seminar in Loma Linda,
Cal., was the following telltale comment: “Public interest requires
Congress to declare that it is against public policy to promnote
tobacco consumption on the air.”

*. * #*

This is. of course, the same Royv Norr who authored the lead
article. “Cancer by the Carton.” in Reader’s Digest, circulation
11.000.000. plus reprints in 10 foreign-language editions. This is the
same Roy Norr who has written other articles. a book. and who
plans now a publication against smoking. But don’t stop there.
Your dutiful student on men, monev and motives also points out
that it was Rov Norr. then as now a public relations counselor at
11 W. 42 Si, Manhattan. who forced the late George Washington
Hill of American Tobacco to abandon his famous “Reach-for-a-
Lucky-Instead-of-a-Sweet” advertising campaign.

* * *

Another unreported-but-significant comment of Norr's in his Cali-
fornia speech was this, and note well: “Temperance and health (sic)
forces in every community should demand of the stations which
carry such advertising the right to refute false cigarette claims.”

* *
Norr's audience in California included many doctors. and the

ficht about cigarettes mav be plausibly described as a fight for the
“public opinion” of the medical profession. Speaking about shoul-

( Please turn to page 85)

SPONSOR
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Loy ’
;Robl.Burns '
o F Y

Look at cigars. (Like Robt. Burns, which reaches more
than a quarter-million men viewers mghtly on Channel 2’s

Sports of the Night, three evenings a week.)

Only on TV, of all media, can you draw a full picture
for your prospect of the relaxation and satisfaction
a good smoke offers...with sight, sound and motion.

when he’s most likely to wish for a fine cigar.

And only on WCBS-TV will you find the highsst average
rating, day and night all week long, in the nation’s biggest
television market. .. the most quarter-hour wins

... the biggest unduphcated audience.

Your product looks good—your business ts good-
when you are on the station most New Yorkers, men and

women, watch most of the time. .

WCBS-TV New York. CBS Owned. Represented by CBS Television Spot Sales



r AMERICA’S

- TOP SPENDING

+  FARM MARKET
TN

IOWA ¥
O€S MOWmES o \
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7 SHENANDOAN

NEBRASKA

MISSOURI

* ST JOSEPM

Yes, KMA’s > Millivolt day
time contour area shows you that
the KMA area gives you com-
plete coverage in this—America’s
top spending farm market.

t At last count 2,779,531 pre-
. dominantly rural midwesterners
| lived within the KMA % Milli-
©  volt line. That’s a market greater
than Iowa, Washington State, or
Oklahoma — or Colorado and
Nebraska combined.

'KMA

SHENANDOAH, IOWA
Represented by

EDWARD PETRY & CO., INC.

doah F"eo
nities in
marxet.

E\‘\s top sP

Under Management of

MAY BROADCASTING CO

Shenandoah, lowa®
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UTILITIES ON THE AIR

We read the letter in vour issue of
July 13 from Sherwood Arnnstrong of
Brooke. Sinith. French & Dorrance’s
San Francisco office. I it is not too
wuch trouble. we would appreciate
copies of the same tear sheets as you
scnt to him [case histories on utilities
air advertising]. One of our clients is
the Tucson Gas, Electric Light and
Power Co.

I hope you like your new offices.
It’s nice to outgrow old ones. We're
building a new building. It will be
right across the street from the new
KVOA-TV studios.

PAaT BARBER
Harwood Advertising
Tucson, Ariz.

[ ] Sorrv. those tear <hcets are no longer avail-
able. But we recommend onr 1953 TV Resnlts™
for new case histories on utilities.

BASICS SECTIONS

I am very much taken with the sec-
tion in vour Fall Facts Issue edition
July 13 labeled “TV Basics.”

I would like each one of our account
executives to have a reprint of this
section. Could you, therefore. send me
10 reprints. and if there is any cost.
please bill me accordingly.

Congratulations,

H. Lyyax Hart
President
Hart-Conway Co.
Rochester

® Reprints of the 1953 “Radio Basies’” and
“TV Basics™ sections are now available. Price
is 30r for single copy. 20c¢ for 23 or more
copies. 13¢ for 100 copies or moere.

Will vou please enter our order for
400 of the TV Basics’ pamphlets and
200 of the “Radio Basies™ pamphlets. . .

W. L. CiEsnaN
Rosengarten & Steinke, Inc.
Memphis

If reprints . . . on “Radio Basics™
and “TV Basics” are available, we
should very much appreciate having

one copy of each section. . . .
R. E. Riorpax
Director of Research
Ross Roy, Inc.
Detroit

What would be the price for 200
1eprints of “Radio Basics™ and/or “TV
Basics™? . . .

CHARLES W. BALTHROPE
President

KITE, San Antonio

Please send us 10 copies of “Radio

Basics”™ and five copies of “TV Ba-

sics”’
J. D. HiLL
Promotion Manager

WISN, Milwaukee

Please send us 25 copies of vour
new fall “Radio Basics™ . . .
Ep WieBe
Program Director

WLOL, Minneapolis

TV MARKET DATA

The seventh annual Fall Facts [ssue.
like all the rest. is a honev. In fact.
this one is even better than ever.
Among the wonderful things that you
have featured in this issue is that spe-
cial and very valuable 10-page section
prepared by the media research depart-
ment of Sullivan. Stauffer. Colwell &
Bayvles—the status of TV stations in
225 metropolitan county markets (13
July 1953. page 205).

This is the first time. to my knowl-
edge. that this information has been
published in this breakdown. We have
spent a great deal of time. ourselves.
in taking the material which Sales Man-
agement’s recent issue, "Survey of Buy-
ing Power,” has so completely provided
and found for ourselves the wonderful
position in which Jamestown finds it-
self as a metropolitan county market.
However. the advertisers. the networks.
and the agencies have not had it put
in this palatable style for easyv digest.
ing until you had it done for this Fall
Facts Issue of sroNsor.

With Jamestown in one hundred
twentyv-third position in the country.
we are naturallv. very pleased that it
will now get in the hands of every ad-
vertising agency and be there for all
to see. We would like 10 reprints of
this section. if vou're going to Dreak

{ Please turn to page 15)

SPONSOR
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ONLY television station with
JER...100,000 watts

SERVING AN AREA OF 15,800 SQUARE MILES
1,108,600 FAMILIES...OVER 4 MILLION PEOPLE

e With its new maximum power
of 100,000 watts and increased

W B omport

N witnagter

MARYLAND

tower height, WNBW is
Washington's most powerful tele-
vision station, serving a larger
number of viewers than any other
Washington station. lLet your
advertising message on WNBW
prove these facts on your sales
chart.

now

NBC in Washington

WNsv4

Represented by NBC Spot Sales
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! TV« AM « FM
NORFOLK
VIRGINIA

proudly announce therr affiliation with

| ’S .

RADIO AND K
TELEVISION
NETWORKS

effective September the nineteenth

This combination of Norfolk's
dominant stations . .. WTAR and
WTAR-TV ... with the Nation's
most listened to networks assures our
advertisers greater sales results in

\merica's Miracle Market.

14 SPONSOR




it down that way. and if theyre avail-
able, please send them and bill us for
sate.
Sivtoy Gorpyan
General Manager
WirNy & WJjrN-ru
Jamestown, N. }.

e Weprluta ol the J0-page section ou TV sta-
tlows i 223 adetropolitug codaly  workets are
aow asablable, Cost b 30c¢ cach Tor 100 coples or
wver.

\mong the readers of vour excellent
Fall Facts Issue (13 Juby 1953} there
are mwany, | am sure, who would be in-
terested to know the standing of lTtono-
luta among the Metropolitan County
Markets listedd on pages 207-212,

Honoluhi, having 88300 families,
would fall in the sixty-seventh place in
vour list, just after Wichita and ahead
of Harrisburg.

Perhaps you will also allow me the
opportunity of noting that the average
family income in Honolulu, $6.216. is
among the highest 1 the nation; and
that buying patterns and listening-
viewing habits are very similar to those
of the mainland.

WarNe KEarL

Asst. Gen. Vgr.
KCMB-AM.TV
Honolulu

STATION IDENTIFICATION

SPONSOR prides itself on service to
readers, and justly.

Ilere’s a chance to provide a worth-
while zood deed: See if you can’t get
radio and TV stations to identify them-
selves in promaetion pieces, schedules.
and availability lists. Too many sta-
tions send out mail with their call let-
ters plastered all over the place hut you
need a microscope to find out what city
they're in. We don’t buy call letters;
we buy markets. [t's common sense
therefore. for stations to proclaim their
arigination points very clearly. It’s all
very well for them to call themselves,
“The voice of the woolly West.” or
some such thing. but let a fellow know
where the voice is coming from, will-
va?

Hexky Ersex
Moselle & FEisen
New York

FALL FACTS

Your Fall Facts was crammed with
1cal meat—one of the best issues of
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any publication I lave seen [13 Jnh

[ u~ed it to advautaee several timnes
the niformation was real hot,
Ihamiy L Covivines
Southeastern Radio Station Rep

Jaclsomlle, Fla.

while

Please ~end us a copy of vour hi
210-page Fall Faets issue,
Faxtdentlhy we did not receive o
copy and know that it will be very
valuable to us, as we benefited greatiy

from your last issue,

Jornxn S0 A\niex
1.1, in charge of Sales
Tl

Miami. Fla.

I have been looking high and low
for the July 13 is<ue of spoxsok. which
was the seventh annual Fall Facts Is-
sue. [However. [ have not been able to
locate it anywhere,

I'm wondering whether or not it
would be possible to send me an extra
copy.

I want to congratulate sroxsor for
various articles on farm programs. Ac-
cording to the information | received
from RFD’s these ave starting to pay
off. .

[TaroLp J. Scrnrz
Farin Service Director
KFEQ

St. Joseph. Mo.

e SPONSOR'S biggest and wost hoportant {arm
radio and farm 1V project is vow io preparation.
It will Le published in the 19 October laane

KSTM-TV, ST. LOUIS

[t is with deepest regret that we an-
nounce the death of KSTM-TV's presi-
dent and general manager. Bill Ware.

He died at 11:30 a.m.. Thursday.
\ugust 20,

Bill was known in his profession the
country over as a fair plaver. a hard
worker. a man who knew radio and
televicion and loved it.

The KSTM-TV
optimistic smile. his cheery way of
solving every problem. his gentlemanly
character.

Knowing that Bills ultimate ambi.
tion was to create a fine televi-ion sta-
tion. we'll carry on with KSTV-TV,
just as he would have wanted us to do.

WiLLiay 1. Bices
Chairman of the Board
RKSTM-TV. 8t. Louis

staff will miss his

in the
HOUSTON
MARKETY

since

K-nuzTV
(Grrrrl 39

introduced the

SQUARE
DEAL
rate card

Get every ounce of results for eoch
dollar ploced on K-nuz TV — and cam-
plete cost per thousand protectian on
a fair and square bosis. The SQUARE
DEAL Rate Card chorges only rates that
can be justified by actual sets in the
market!

Jain the rush of ogencies and odver.
tisers buying K-nuz TV ond paying only
for what K-nuz TV con deliver,

Write for the SQUARE DEAL Rate Card
taday!

DAVE MORRIS, Vice Pres.-Gen'| Mgr.
FORJOE TV, Notionol Representative




YUU on® FIRST
CHOOSE .
CANADA'S
FIRST

STATION..

in | Population up 11.4%
|} Retail Sales up 369% |
CFCF local sales

i P
e thanis

A&mﬂ/ﬁﬂdsﬁnf57//%?mnﬁs

CFCF
In +he U.S.,see Weed s Co.
In Canada,All-Canada.
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James Bergman Jr.

W, Spomser

If ever a firm made a jingle make sweet noises on the cash register,
it's River Brand Rice Mills and its product Carolina Rice. After six
years of saturating the airwaves with its sweet talkin® Southern-
drawl musical trademark, Carolina stands head and shoulders above
the competition in the world’s toughest market—New York City. As
the company’s distribution is improved the jingle is used to win
customers in cities such as Philadelphia and Chicago.

Eying New York’s 8,000,000-plus population, Jim devotes much
of the company’s budget to keeping the Big Town Carolina-conscious.
In order to sell this hcterogeneous mass Jim uses a wide variety of
radio. And to reach the general market he uses both network and
independent stations. The city's growing Spanish-language market
is reached via a condensed version of the English-language jingle
followed by a half-minute pitch in Spanish on WWRL. The Negro
audience is reached via WWRL and WLIB’s specialized block pro-
graming. More than 909% of Carolina’s New York budget goes into
spot radio.

Because of the fact that rice is a traditional food with Negroes and
people of Spanish extraction a heavy pitch is made to these groups.
Says Jim, “You don’t have to teach these people how to cook rice; all
you have to do is sell them on the superiority of Carolina Rice. And
being big rice-eaters, once we've gotten them to try it they stav sold.
There’s the difference between the minority groups and the general
public: The general public. not using too much rice. has to be sold
and resold on the factors which make top quality. The minorities
recognize quality instantly.”

Jim Bergman could be an agencyman’s nightmare. Having spent
seven years at the Hanfl-Metzger agency (now Buchanan & Co.).
Jim insists on a minimum of meaningless double-talk and a maxi-
mum of solid thinking.

Joining River Brands 20 years ago. he has played a strong role in
the change from bulk to package-selling of rice. To {urther this trend
Jini and the firm’s agency. Donahue & Coe, went into TV last vear.
used the members of the Paul Divon Show (10 stations DTN) to
pantomime the famous Carolina jingle.

Married and the father of two children, Jim makes a hobby of
getting as close to water as a grain of rice—he's a vachtsman. * * *

V.P. charge Sales and Advertising
River Brands Rice Mills, New York

SPONSOR
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DETROIT'S YEAR ROUND SPORTS STATION

FIRST AGAIN FOR
FALL and WINTER

Key Station—Entire Schedule

RED WING HOCKEY
Uni ve;:;; ;;/ d:f Defron‘

Cash In On the Station That Captures the Huge Sports Audience
In The Nation’s Hottest Sports Town!

Your sales story really scores when you pitch it to the loyal listeners of WJBK, the station
that's a "must” for sports fans. Another plus that makes WIBK your best radio buy.

Represented

Nationally by
Tops in MUSIC, NEWS and SPORTS THE KATZ AGENCY
3TORER BROADCASTING COMPANY « National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-76¢:
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3 i)
BUTY g
'Z'a’/ "4
0 RING AROUND A ROSY
L A pocket full of posies
Last one down’s a cry-babyl
The KMBC-KFRM Team has
welded a ring around the
“rosy’’ Heart of America. And
the pockets full of posies are
the nice green-backed kind that
always look good in the

pockets and purses of
advertisers who use The Team.

If your sales are down and
you feel just a little like
weeping, call KMBC-KFRM,
Kansas City, or your nearest
Free & Peters office, for time
availabilities on The Team.

/ The folks who can fill

A your pocket with posies in the
/,"«!fc“ . great Kansas City Trade Area

v aren’t ¢rying—they‘re too
busy buying the things
they hear about on

the radio station they
listen to most . . .

. KMBC
KFRM

Team, S=S

o

CLEVELAND'’S

CHIEF STATION

5,000 WATTS—850 K.C,
BASIC ABC NETWORK

REPRESENTED
BY
H - R REPRESENTATIVES

:
I <« =

CLEVELAND'S C’/u‘c/ STATION

See: “How Camel slavs on top” ]
“IHow 1’all Mall zoomed to No. 4™
@ Issue: 21 April 1952, p. 28
m 23 March 1933, p. 28
0 0 Subject: R. J. Reynolds ramored to hit stands
i with king-size Camel

Arc Camel cigarettes ready to suecumb to the king-size rage?

Industry rumors indicate that the top-selling cigarette brand will
be on the stands in king size hy spring 1954. R. J. Reynolds’ popu-
lar hrand has been making a valiant stand against king-size encroach-
ments in the cigarette market despite the slightly declining sales curve
that has been hitting the regular-size brands.

Camel’s 1952 sales are estimated to have bLeen over 105 billion
cigarcttes, one-third higher than Lucky Strike, its nearest competitor,
whose 1952 sales tallied 73.5 billion ciggies. However, during the
first half of 19533, Camel sales began to dip slightly from king-size
competition, Camel’s strength derives from non-king-size areas—
rural markets. particularly the South.

When king-size Camels hit the stands. R. J. Reynolds may follow
its traditional advertising pattern for introducing a new cigarette:
first spot radio and TV, then expansion into network TV and radio.
On the other hand. with regular Camel’s unquestioned lead in cigar-
ette sales. the R, J. Reynolds Co. might possibly launch the king-size
Camniel with a network TV show all its own.

The question now: Would a king-size Camel hurt sales of R. J.
Revnolds™ present king-size contender, Cavalier?

Cavalier’s track record. after a stand-still at .8 billion in 1931 and
1950, leaped to 2 billion in 1952.

In the 83 million bracket. Cavalier’s 1953 ad budget is devoted
mainly to air media, although R. J. Reynolds™ agency, William Esty,
is characteristically reluctant to reveal vital statistics in the highly
competitive cigarette race.

Until mid-1953 Cavalier sponsored My Friend Irma on both CBS
Radio and CBS TV. This program’s production cost on a per-show
basis for radio and TV was $7,000 and $24,000, respectively. For
its summer replacement, Cavalier sponsored I've Got a Secret, CBS
TV, Wednesdays 9:30-10:00 p.m (a panel show costing $7,000 per
production). has extended its contract through the fall.

Cavalier's long-range network TV plans include an agency
packaged drama series, The Hunter, which William Esty 1s currently
filming. An anti-Communist spy thriller, the program is slated to go
on network sometime this winter.

The 1952 roster of king-size cigarettes stacks up thusly in order of
volume sales: Pall Mall (an estimated 43 billion cigarettes sold) is
first. followed by Tarevton. king-size Chesterfields. king-size Philip
Morris, king-size Raleighs, Fatimas. Vicerovs. Cavalier (eighth),
Embassyv. Dunhill and Regents.

Pall Mall. with an estimated $6 million 1953 ad budget. follows the
cigarette tradition of heavy bhroadcast media expenditures. Here is
Pall Mall’s approximate budget breakdown: 6277 for TV, 117 for

radio, 167 for magazines. 5°¢ {or comics and 6°¢ for newspapers.

Camcl’s estimated $19 militon 1953 ad budget 1s divided approxi-
mately this wav: 567 for TV. 147 for radio, 157 for magazines,
77 for comics and 8¢ for newspapers,

(SPONSOR’s guesstimate for the 1953 ad budgets of the various
king-size cigarcttes lines up as follows: Cavalier. §3.2 million: Fa-
tima. $2.8 million; Dunhill. $2 million: Tarevton. §1.5 million: Em-
bassv, 81.1 million: Regents. $300.000.) * x %

SPONSOR




“THEY DON'T
SH00T YOU
FOR HOLDING
o ACES,..

turns the younger
Son Froncisco’s

local kid show

WILLIAM WINTER...

Internationally-known
commentator and
Northern California’s
top TV news onalyst,

SANDY SPILLMAN...

Quizmaster, magician,
who quizzes and )

- mystifies on o favorite
audience participation
program.

< €
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world into results with

fovorite multi-weekiy

i nucoumun\’\\
4 famed bund leader \/

mc¢’s San Francisco’s
most popular daytime

norticipotion show,

FAYE STEWART.

whose household hinis
lighten household
stints ... whose KPIX
Kitchen is every
womon's kitchen.

FIVE ACES for you who have

spot problems. One or more is a

CAPTAIN FORTUNE...

sure-enough answer when it
comes to spotting promotions where
they'll get the mostest of the bestest.

Ask your Katz man for full details.

SJK(PHIX

TELEVISION CHANNEL
SAN FRANCISCO, CALIF.

Affilioted with CBS ond DuMont Television Netwarks

Represented notionally by the Kotz Agency

19




i

THE MEDIA DIRECTOR

of Smelton and H('(.‘lor
To the heights of his trac

le quickly soared.

e didn’t think much of surveys
and such . ..
Ilis tool was a hot Ouija Board!

«ﬂm from ail records kept, the spirits were hep

To the answers all surveys had sliown —

invention
Always elicked out, “ KOWH STANDS
ALONE!”

When radio was mentioned, the ghostly \

KOWH

4 Moral -

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

® Largest total audience of any
Omaha station, 8 A.M. to 6
P.M. Monday thru Saturday!
(Hooper, Oect., 1951, thru -4
July, 1953.)

® Largest share of audience, of
any independent station in

\Amorica! (July, 1953.) j

General Manager, Tadd Storrz:

35.5%

AVERAGE HOOPER

Represented Nationally By The BOLLING CO.
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1. New on Television Networks

SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
Amcrican Cig & Cig, NY SSCB, NY ABC TV 76 Ray Boiger Show; alt Th 8:30-9 pm; B Oct; 26
(Pall Malh telecasts
Amcrican Dairy Assn, Chi Campbell-Mithun, Chi CBS TV 33 Bob Crosby Show: T, Th 3 30-45 pm scgs of M-F
3.30-4 pm show, 22 Scp S2 wks
Amcrican Oil Co. Balt joscph Katz CBS TV 45 Pceson 1o Peeson; B 10.30-11 pm; 2 Oct; 52 wks
Aemour & Co, Chi FCGB, Chi ABC TV 57 Pade of thc Famiy; alt F 9-9 30 pm: 9 Oct;
26 tclecasts
B. B. Pen Co, Hywd Hilton & Riggio, Hywd ABC TV $4 Georgic Jcsscl Show; alt Sun 6:30-7 pm: 13 Sep:
26 tclccasts
Hazcl Bishap, NY | Raymond Spcctor, NY ABC TV 67 Pcter Poltce Jukc Box Jury; Sun 9:30-10:30 pm;
4 Oct; 52 wks
Block Drug Co, Jcrscy City | Cccil & Pecsbrey, NY NBC TV 72 N-"“kc That Tunc; alt M B-B:30 pm: 7 Scp; S2
wks
Bristol-Myers, NY YGR, NY ABC TV §7 Pade of the Family; alt F 9-9:30 pm: 16 Oct:
26 telccasts
Brown Shoe Co, St Louis teo Burnctt, Chi ABC TV 54 S"‘""‘ﬂ' Ed’'s Gang; Sat 10:30-11 am; 22 Aug; 52
wks
Cats Paw Rubber Co. Balt S. A tevync, Bait NBC TV §7 Your Show of Shows and All Star Rcvuc; Sat 9-
10:30 gm: sp 10-min scg bctw 10-10:30 pm:
[ 12 Scp-S june 'S4
Corn Prods Refining Co. C. L. Milter, NY NBC TV Kate Smith Hour; M 3:45-4 pm seg; ait wks; 21
N Scp-11 Junc 'S4
Ccmex Watch Band Co, BBDO, NY ABC TV 22 Ccorgic jcssel Show; alt Sun 6°30-7 pm: 20 Sep;
Union, NJ 13 telecasts
Cerber Prods, Frcemont, | D'Arcy, NY NBC TV Kalt)c S[rlsuath Hour; W 3:45-4 pm scg: 23 Sep-16
Mich cc
Hamm Brcwing Co Campbell-Mithun CBS Tv 11 Pcrson to Person; F 10:30-11 pm; 2 Oct; 52 wks
Int’l Silver, Meriden, Conn | YGR, NY CBS TV 35 My Favorite Husband; alt Sat 9:30-10 pm; 12
I Sep: 22 telecasts
Johnson G Johnson, New YGR, NY NBC TV 57 Your Show of Shows and All Star Revuc; Sat 9-
Brunswick, NJ 10:30 pm; sp 10-min scg betw 10-10:30 pm;
12 Scp-S June '54
Knomark Mfg Co, Brook- Emil Mogul, NY CBS TV 39 Arthur Godfrey: M-Th alt days 10-10°15 am; 31
lyn, NY Aug: S2 wks .
Jacques Kreisler Mfg, FCGB, NY Du Mont 47 Rocky King, Dctective; Sun 9-9:30 pm; 27 Sep:
North Bcrgen, NJ 13 wks (co-sponsor with Amcr Chicle)
Lady Esther, Ltd, Chi Biow, NY NBC TV 66 Bonino (with Ezio Pinza); Sat 8-8:30 pm; 3 Oct-
26 Dec: fco-sponsor with Philip Morris)
Landers, Frary & Clark, Coold & Ticrney, NY NBC TV Kate Smith Hour; W 3:30-45 pm seg 14 Oct; 10
Necw Britain, Conn wks
James Lees U Sons, D'Arcy, NY NBC TV Kate Smith Hour; M 3:30-45 pm seg: 21 Sep; 39
Bridgeport, Pa | wks
Liggett G Myers, NY Cunningham & Walsh, NY CBS TV SO Arthur Godfrcy; M, W 11:15-30 am: 3 Aug; 52
(Chesterfields) ; wks
Philip Morris & Co, Ltd, Biow, NY NBC TV 66 Bonino (with Ezio Pinza); Sat B-8:30 pm; 12
NY Scp-26 Dcc
Mutual of Omaha, Omaha Bozell & Jacobs CBS TV 41 Arthur GBodfrey; M-Th 10-10:1S am; alt days; 3
Aug; wks
PGG, Cinci YGR, NY ‘ NBC TV Parl Wigghcll Show; Sun 7-7:30 pm: 30 Aug-27
une '
Sccman Bros, NY Weintraub, NY I CBS TV 37 1'll Buy That: T, Th 2-2:30 pm; first 15 min; 29
Seo; 52 wks
Shcewin -Williams Co, Fuller G Smith & Ross, ABC TV 76 Ray Bolger Show; alt Th B:30-9 pm: 8 Oct; 26
Clcve Cleve telccasts
Simmons Co, NY YGR, NY CBS TV 35 My Ffavorite Husband; alt Sat 9:30-10 pm; 19
’ Scp: 22 tclecasts
Simoniz Co, Chi SSCB, Chi NBC TV Kate Smuth Hour, Th 3:45-4 pm scg: 24 Sep: 39
wks
Speidel Corp SSCB, NY ABC TV 149 Danny Thomas; alt T 9-9:30 pm. 6 Oct; 52 wks
Toni Co, Chi Wciss & Celler, Chi CBS TV 52 | Arthur Codfrcy; T, Th 10:45-11 am; 4 Aug: S2
wks
Toni Co, Chi Leo Burnett, Chi C8S TV 52 Bride & Croom; T, Th 12-12:15 pm: 4 Aug:; S2
wks
U.S. Steel Corp, NY BBDO, NY ABC TV 105 U.S., Stcel Theatre; alt T 9:30-10:30 pm; 6 Oct;
S2 wks

Wine Corp of America, Chi ( Weiss & Gellcr, Chi Du Mont 62 Doltar A Second; Sun 10-10:30 pm; 20 Scp; 52 wks

2. Renewed on Television Networks

SPONSOR AGENCY STATIONS PROGRAM, time, start, durafion
American Home Prods Biow ~ CBS TV 65 Love of Lifc: M-F 12:15-30 pm; 21 Sep: 52 wks
Benrus Watch Co, NY Cecil & Presbrey, NY NBC Tv §7 Your Show of Shows and AIll Star Rcvue: Sat. 10-
min scg bctw 9:30-10 pm- 12 Sep to 5 June °54
Campbell Soup, Camden, Ward Wheelock, Phila CBS TV 42 Dosublc zr Nothing; M, W, F 2-2:30 pm; 5 Oct;
N 2 wks
Criﬂep Ciant Co, Le Sueur, Leo Burnctt, Chi CBS Tv 41 Art Linklettcr; Th 2:30-45 pm seg: 3 Sep: 52 wks
mnn

Criffin Mfg, Brooklyn, NY Bermingham, Castleman & NBC TV S§7 Your Show of Shows and All Star Revue: Sat, 10-
Picece, NY min seg betw 9:30-10 pm; 12 Sep to S June '54

Kellogg Co, Battle Creck, Leo Burnctt. Chi C8S TV 38 Art Linkletter; T 2:30-45 pm; F 2:45-3 pm segs:  Numbers after names

il 1 Sep: 52 wks refer to New and Re-

(For New Natfonal Spot Rsdlo dnd TV Business, see ‘Report to Sponsors,” page 2.) new category

L. E. Mller (3)

. . Richard S. Bean (3)

‘ In next issue: New and Renewed on Radio Networks. Va- Wiliam R. Seth (3)

\ . . ) i ) R. C. Robertson (3)

tiorial Rroadcast Sales Executives. New Agency Appointments Sam Ballard (
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Renewed on Television Networks (continved)

Mars Inc, Chi
Pillsbury Mills, Mpls

Schick, Inc, Stamtord,
Conn
Schick, Inc, Stamford.

Conn
$.0.5. Co, Chi
Thor Corp, Chi

:

Leo Burnett, Chi ABC TV 54 |
Leo Burnett, Chi | cBS TV 34
Kudner, NY CBS TV 77
Kudner, NY l CBS TV 88
McCann-Erickson, NY NBC TV §7
Henri, Hurst & McDonald, ‘ ABC TV 36 ‘

Chi

“Super Circus; Sun 5:30-6 pm; 6 Sep; 52 wk

Arthkur Godfrey; M-Th 11-11:15 am; 31 A
wks

Jackic Gleason; Sat 8-9 pm; 19 Sep; 52 w
alt T 9-9:30 pmy 1,

This Is Show Business:

Your Show of Shows and All Star Revue; Sa
min seg betw 9:30-10 pm; 5§ Sep-29 Ma 1

Quick As A Flash; Th 10:30-11 pm; 10 &
telecasts ‘

Advertising Agency Personnel Changes

NAME

Sam M. Ballard
Richard S. Bean
S. W. Brown Jr

Daniel M. Burns
Thomas C. Bufcher
Jack Daly

french L. Eason
Parker Ekren
Richard E. Goebel
Henry B. Grandin
Melvin G. Grover

Robert Guggenheim
R. W. Heizer
Robert H. Higgons

Douglas Huntington
Porter Harder

Jchn H. Jackson
William P. MacFarland
James S. MacVickar
Penn Mcleod

L. E. Miller

Frederick A. Mitchell
Robert L. Nourse Jr

Ceorge C. Papineau
Carol Pauker
Ralph C. Robertson

John W. Schoeffler
William R. Seth

William R. Stuhler
Warren F. Warner

FORM ER AFFILIATION

NEW AFFILIATION

Gardner Adv St Louis, chmn mgmt comm & dir
Danzer-Fitzgerald-Sample, NY, media dir
Brown Bros. St Louis, pres

ton Gussow Publs, NY, vp

Lennen & Newell, NY, sr vp

Daly & Richardson, SF, partner
FCGB, Chi, acct exec

Coremus & Co, Chi, creative dir
QOwn agcy, SF

Western Family mag, adv, prom mgr
Fawcett Publs, NY, adv dir

Major TV Prodns, gen mgr

Compton, Chi, acct exec,

Amer Paper Goods, Kensington, Conn,
prom mgr

Doremus & Co, Chi, copy chief

FCGE, SF, acct exec

Gardner Adv. St Louis, exec

N. W. Ayer, NY, acct exec

Benton & Bowles, NY, acct exec, Norwich Pharm

Head, own mkt research org, Toronto

Metro Group, NY, sis exec

Needham, Louis & Brorby, Chi,

Roy S. Durstine, LA, acct exec

Socony-Vacuum
adv, sls

acct exec

Needham, Louis & Brorby, Chi, mdsg dir

Brooke, Smith, French & Dorrance, SF, copy chief

Colgate-Palmolive-Peet, NY, asst adv mgr chg
budgets & media

Shell Chemical, NY, exec

Needham & Grohmann, NY, vp

Price, Robinson & Frank, Chi, partner & vp

WLW-C, Columbus, prog dir

Ceyzr Adv, NY, vp, chmn ot acct policy con
GCrey, NY, media dir I
Gardner Adv, St Louis, radio-TV acct exs |
Purina Chows (eff 1 Oct)

Wm. Esty, NY, mdsg, sls prom stf

Same, dir acct planning

Caples Co, SF, acct supvr

J. R. Pershall Co, Chi, acct exec,

Same, vp
Caples Co, Phoenix, acct supvr
N. W. Ayer, Phila, plans-mdsg dept

Wilcon, Haight, Welch & GCrover, Hartford,
vp & dir

Wm. H. Weintraub, West Coast rep, Revlon

Ruthrauft & Ryan, Detr, acct exec

Hicks & GCreist, NY, asst acct exec

Same, vp

BBDO, LA, media dir

Grant Adv, NY, creative dir

Young & Rubicam, NY, acct exec

Kenyon G Eckhardt, NY, acct exec

Walsh Adv Ltd, Toronta, dir mktg res

Lennen & Newell, NY, vp, mgmt accts supvr

Same, vp

Hilton & Riggio, vp chg new West Coasf ¢
(1680 Vine St, Hywd)

Same, vp

Same, radio-TV dir )

Geyer Adv, NY, vp, mktg dir

G. M. Basford, NY, asst acct exec

Lewin, Williams & Saylor, NY, vp chg radio b
SSCB, NY, exec, radio/TV dept

N. W. Ayer, NY, radio-TV dept, prog stf-

Sponsor Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION |

James Beam
Howard R. Bloomaquist

G A, Bradford
Matthew Cantillon

Barney Corson

F. F. Duggan '

J. A. Hoban

David P. Jaicks
Bernard M. Kliman
Harold T, Leiskau

C. L. McCall
Edwin P. Mcintyre
]. ]. Moftatt l

Chester T. Morledge

M. . Roche ’
L. ]. Sorensen

Victor Adding Mach Co. Chi, sls prom mgr
Lever Bros, NY, gen mgr, prom div

Gen Electric, Syracuse, adv mgr, tube dept

Dobeckmun Co, Cleve, dir adv, sls prom

Tidy House Prods, Shenandoah, la, sls prom mgr
& dir mkt devel

Crosley Div, Avco Mtg, Chi, gen sls mgr, major
appliances

B. F, Goodrich, Akron, Ohio, tire &G equipment
div, gen mgr, mdsg

Leo Burnett, NY, exec

Hirshon-Carfield, NY, exec staff

B. F. Goodrich Rubber of Canada, Ltd, asst adv
mgr

C. Helleman Brewing Co. LaCrosse, Wis, sls exec

R. T. O'Connell Adv NY, acct exec

Free Sewing Mach Co, Beverly Hills, Cal; vp, gen
sls mgr

B. F. Goodrich, Akron, Ohio, mgr, auto &G home
supplies dept

Lever Bros, NY, adv exec

Deepfreeze Appliance Div, Motor Prods Corp, Chi,

vp, gen mgr

1

Paper-Mate Pen Co, Culver City, Cal, adv mgr

Gen Fds, Post Cereals Div, Battle Creek, Micl
dir mktg

Same, mgr adv, sls prom, radio-TV dept

Owens-Corning Fiberglas, Toledo, adv mgr, tex
prods div

Same, dir mdsg

|
Deepfreeze Appliance’ Div, Motor Prods Corp, !
vp, gen mgr
Same, vp

Cen Fds, Franklin Baker Div, NY, asst produck
Omega Watch Co, NY, dir adv, sls prom
Same, adv mgr

Same, vp chg sls & adv

M. ]. Merkin Paint Co, NY, adv mgr

Necchi Sewing Mach Sales Corp and Elna Sa’
Corp, NY, gen sls mgr

Same, tire & equipment div, gen mgr, mdsg

Same, gen mgr, prom G adv serv div (new div
Same, exec vp

Numbers after names
refer to New and Re-
new category

. L. VUeCall })
L. 1. Sorensen hH
F.F. Dugean )

Daniel \l. Burns (3)
Vae) ickar  (3)

1S,

B. . Kliman 1)

1. J. Vofjatt h
\I 1. Roche (1
**** (Corson (1
1. R. Bloowmquist 1)

SPONSOR |
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and Get lowa’s Metropolitan Areas..

e e E—— . e

- PYus the Remainder of lowa!

i TAKE FOOD SALES, FOR INSTANC
| 449% CEDAR RAPIDS - - -
10.7% TRI-CITIES+
10.7% DES MOINES -
3.1% DUBUQUE- -
4.7% SIOUX CITY -
4.3% WATERLOO =« « + -

" 65.4% REMAINDER OF STATE

[
L]
L]

Figures add to more than 1009,

because Rock Island County, Hlinols THE “REMAINDER OF IOWA" ACCOUNTS FOR THESE SALES:

is included in Tri-Cities. (Which You MISS Unless You Cover the Entire State)
65.4% Food Stores

61.6% Eating and Drinking Places

44.89, General Merchandise Stores

55.69% Apparel Stores

60.7% Home Furnishings Stores

65.19, Automotive Dealers

73.2%, Filling Stations

79.6%, Building Material Groups

60.49% Drugstores

Source: 1952-'53 Consumer Markets

g

MINNESOTA

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

Wil

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

INC.




MAXIMUM POWER
APPROVED...
316,000 WATTS

Top coverage from antenna
2380 ft. above mile-high Denver.

LZTV

HANNEL 7 DENVER

EPRESENTED BY THE KATZ AGENCY




The Farmer (and his wife) in Paul Bunyan Combine these figures with wages of the big

Land sell eggs and chickens each year for cities! Paul Bunyan Land has high income, a
over 146 million dollars, They own 1%2 mil- million radio homes and a half million TV
lion dairy cows—more than you'd find in sets. They are tuned to WCCO more than
New York State. any other station.

The One Station Buy in a land of Giant Earnings

MINNEAPOLIS wcco SAINT PAUL

CBS

RADIO—50,000 Watts—830 K.C. e TELEVISION—100,000 Watts—Ch. 4

(Radio Spot Sales) (Free and Peters) -

26 SPONSOR
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LD most important facts SPONSOR u
wuncovered in media survey :

L. Fivws prosident hotps choose madva onty fifth of time

20 Harket and towe hest to reack it is most important
_\‘I‘N‘(/Il‘ ,.(Il'fln‘ fn I'I)u(;_\'{"ul nulln'n fn)' nnn.\-f ”,[,“,"
(34 4 o
. * o
B Half of advertiscrs depend on agoney for media data,

A, Fowe
oo Most advortiscrs thint of print wodia before air media

advertiscrs are salisficd withe wedia data sourees.

i planning now campaign
G. TV has affceted wediaase pattern of 5 out of 10 adeor-
tiscrs. Most eut other micdia, especially radio.

T. Only onc of five advortisers testod differont mcdia in
different eities, TV
8. Despite #7,

media combination is best for thar product

D. Dut farcr than one an fire has established a corrdlation

won morc often than other wmcdia,
most advortisers ave sure they know welich

between sates and advortising medium or media used.
RO. Advartisers use o difforent systcms for dctermining %
print and air advertising costs. This penalizes air media.
FIL. Product vathor than adman’s bactground scems to hare A
more cffcet on which modia he uses.

\ N VB NS ':‘,rs‘ * 9

oW ¢2 advertisers evaluate media

results of 3.800-gquestionnaire survey of major advertisers and agenceies

by Ray Lapica

Sl’O.\'SOR mailed 3,000 question-
naires to 2.000 advertisers and agen-
cies earlier this vear to find out how
they evaluate media.

The 20-question inquiry went to
1.000 leading advertizers and 1,000
agencies last February, March and

...........................

George J. Abrams

ad director, Block Drug Co., Jersey City

April, One follow-up mailing went to
the 500 top names in each list.
Among the advertisers. 72 of them
spending well over $137 million a year
in all media returned questionnaires
that could be tabulated.
The questionnaire was pre-tested and

aeten avrsnn [OTR—

SPONSOR’s All-Media Advisory Boord

Marion Harper Jr.

revised before mailing. Personal inter-
views in Chicago. Cleveland. White
Sulphur Springs. West Va. and Hot
Springs. Va.. as well as in New York.
were used to obtain additional data
and check on those not responding.
Resultz were quite similar.

president, McCann-Erickson, Inc., New York

ad mgr., Gen. Tire & Rubber Co., Akron
_president, Tracy-Locke Co., Dallas

) ad director, Wildroot Co., Buffalo
pres., Raymond R. Morgan Co., Hollywood
. ad director, Borden Co., New York

Roiph H. Harrington
Morris L. Hite

J. Ward Mourer
Raymond R. Morgon
Henry Schachte

Yincent R. Bliss. . executive v.p., Earle Ludgin & Co., Chicago
Arlyn E. Cole ___pres.. Mac Wilkins, Cole & Weber, Portland, Ore.
Dr. Ernest Dichter  pres., Inst. for Research in Mass Motivations
Stephens Dietz _.v.p., Hewitt, Ogilvy, Benson & Mather, New York
Ben R. Donaldson .. ad & sales promotion director, Ford, Dearborn
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Three-mo::th SPONSOR survey reveals media selection

is usunally Cased on habit rather than careful testing

This article gives the results of the
72 questionnaires returned by adver-
tisers spending over $137 million a
year in all media. The uext article will
tabulate the responses of the 90-some
agencies wlich replied.

Included in this portion are the tab-
ulated answers of such multi-million
advertisers as Ford, Block Drug, Bor-
den, National Biscuit, Ralston Purina.
General Tire & Rubber, Firestone,
Kraft, Wrigley. U.S. Rubber, Ameri-
can Chicle, Libby, McNeill & Libby
and others. Of the 70 who listed e-
dia, 54 or 77.1¢/ used radio during
thhe past year, 47 or 67.1% used TV.

The names were selected on the
quota basis from the Standard Adver-
tising Register. Only criterion was that
the corporation chosen had to be listed
as using more than one medium.

Here in brief are highlights of what

Here are the 16 questions and answers based on 72 questionnaires returned

sPONSOR learned from its questionnaire
survey of the nation’s top advertisers:
1. The corporation president helps
determine the choice of media in only
20.8% of the cases. The ad manager
helps decide 90.3% of the time.

2. Most important factor in choos-
ing media for 81.9% of the advertisers
(39 of 72} is the market and how best
to reach it (or “who buys and how to
reach”™). One advertiser mentioned
“editorial support’” as a factor.

3. Asked what they want to know
about a medium before starting on a
campaign, 04 advertisers or 88.9%
checked “How well does it cover the
market?” Sixty or 83.3% checked a
similar question, “Does it reach the
buyers of my product?”’

4. Most important source of media
data for most advertisers (38 or
52.8%) is agency media department.

5. Of the measurement and research
services used, Nielsen for radio and
TV and Starch for print received the
most mentions.

6. What's wrong with the informa-
tion sources available to advertisers in
their work? Most answers fell in the
category of “contradictory,” “unrelia-
ble,” “promotional rather than objec-
tive.”

7. Thirty-three of 68 respondents
or 45.8% think of magazines first in
planning a camnpaign; 31 or 45% think
of newspapers; 21 or 30.2% listed
radio, and 20 or 29.4% put down TV
as among the first media considered.
(Answers exceed 68 or 100% because
some listed more than one medium as
“think of first.””)

8. The respondents collectively use
most media, 61 or 87% mentioning
magazines and newspapers, 54 or 77%
listing radio, 51 or 72.9%, business
papers, and 47 or 67%, TV.

9. Thirty-seven of the 61 answering
or 60.7% said TV had affected their
media-use pattern: 24 or nearly 40%

Who determines the medinm or combi-

£ 2 What influences the choice of medinm

nation of media to be used in a campaign?

or combination of media for a campaign?

ADVERTISER MEDIA INFLUENCES
EXECUTIVE NUMBER* PERCENTAGEf FACTOR NUMBER  PERCENTAGE
Ad manager GS 90.. Market (who buys) and how best to
Sales manager S 25 31.7 reach* . L 39 81.9
President - R 15 20.8 Goals of campaign 31 43.1
Regional or district sales manager. b1 6.9 Amount of appropriation 14 19.4
Sales staff ‘ 4 3.6 Type & cost of product 9 12.5
Board of directors 3 4.2 Experience with medium 8 11.1
Other! 14 19.1 Cost of medium per M 7 9.7
Type of copy used . . .. 5 6.9
- AGENCY Merchandising & program or editorial
Account executive ~ 38 88.15 p promotion b)l"rnedlum ) '.; 3'2
Media director 31 72.1 ‘resu;."e of med L p S
Plans board 9 20.9 Experience stories in trade press 2 2.8
Research director '.; ';1"6 Recommendations of dealers, others 1 1.4
President :4 ').'l Experiment (test) 1 1.4
1tiple T 7 N Tw yarate answers on questionnaire (*\Who buys and how to reach’” and “"Market
! o T §];la rcsnonsc'isé rﬂncludms and how best to reach’') were comhined in tabulation becaus‘e they mean 8bout same.

Ad manager has most to say about choosing media for campaign with
president taking part in only 20 of cases. Treasuier, comptroller,
public relations manager, product officers and others are among
those who help determine media in some cases. Ad manager seldom
works alone, as agency part of chart shows. At agency he depends
mostly on account executive and media director, but plans board,
research director and president often help select media to be used.

These answers were for first choice only. Each influence was rated in
various order of importance (from second to fourteenth position) by
some advertisers. Fourteen choices were offered in all. No adman
checked off "'time and space salesmen's talks'" as of prime importance,
but 3 listed this factor in fourth to ninth position. One adman
told SPONSOR: "All these factors are considered and influence our
choice of media. But after a while we do it instinctively, by habii.”




3_ What do you want (o know about a medium before starting a campaign?

FACTORS

HOW WELL DOES IT COVER THE MARKET?. . ..
DOES IT REACH THE BUYERS OF MY PRODUCT?

HOW EXPENSIVE IS IT? .

HOW DOES IT RATE IN A PARTICULAR MARKET AGAINST OTHER MEDIA?
ANY RESEARCH AVAILABLE (OR WHERE DO | GET MY FACTS ABOUT THE MEDIUM)?.
WILL | NEED OTHER MEDIA TO COMPLETE THE COVERAGE?
WHAT MERCHANDISING OR PRODUCT COOPERATION WILL | GET FROM THE MEDIUM? . .
WHAT IS THE MEDIUM'S PRESTIGE OR QUALITY?
WHICH OF MY COMPETITORS IS USING IT NOW? HOW MUCH?
CAN | SATURATE THE MARKET QUICKLY?

Data Wanted

...................

.........

---------

...................................

NUMBER PERCENTAGE®

88.9
83.3
68.1
54.2
48.6
47.2
40.3
375
34.7
23.6

64
60
49
39
35
34
29
27
25
17

IF MY PROCUCT IS NEW, HAS THIS PARTICULAR MEDIUM EVER BEEN USED TO SELL A SIMILAR

PRODUCT?
OTHERT

*Rased on

This chart shows advertisers want to know everything they can about
a medium before they buy. The 13 points cited should be of especial
interest to media representatives anxious to sell an advertiser. In

In the first
group most said they had cut other
media, especially radio.

10. Most advertisers {16 of 59 an-
swering or 1877) say they test or judge
effectiveness via sales results, among
some seven methods listed.

11. Only 15 or 20.8C had tested
different media in different cities. Re-
sults? Six said they couldn’t tell; five
said TV came out on top; two said the
results were even (once when newspa-
pers and TV were opposed) ; one said
radio won, and one said newspapers
won against radio.

12. Advertisers are perfectly willing
to put down what medium or combina-
tion thev have found best for their
products, as follows: Seven mentioned
one medium (TV was cited most
often) ; 20 listed a two-media combi-
nation (radio and TV, newspapers and
radio, and magazines and newspapers
received the most mentions): nine
found a three-media combination best
(radio. newspapers and magazines re-
ceived two mentions. all other combi-
nations one each): nine advertisers
listed four media as most effective for

said it had had no effect.

7 SEPTEMBER 1953

72 respondonts.  tLIsted by advortleers:

........................................................

Does It sell goods?” (1)

them (newspapers, magazines, direct
mail and business papers were cited
most often—by industrial or distillery
corporations). Others depend on as
many as nine media. Conclusion: The
more media the advertiser uses the
more often radio and TV will be on his
hist.

13. Only 13 of 54 advertisers or
21.1¢% said they had established a cor-
relation between sales and advertising
media used. The rest said “in part.”
found no correlation or didn’t answer.

14. Only a small percentage of ad-

vertisers use Starch. Gullup or other
readership ratings to determine cost-

per-1.000 readers of ads. but most use

air rating services to measure cost-per-
1.000 listeners or viewers. This penal-
izes air media if comparisons are
made, (More detailed explanation will
be given later.)

15. There seems to be only a slight
correlation between a man’s back-

NEXT ISSUE: “How 9% agencies evalu-
ate media.” Second part of sPo~soR™s 3.000-
questionnaire surrvey of United States admen

8 11.1
2 2.8

“Proot of amdlence or readership’ (1

view of the opposition of many stations to merchandising. note that
40.3¢¢ of the advertisers who answered mentioned merchandising or
product cooperation as important factors in choosing a medium.

ground before he got into advertising
and the media he buys. Product seems
to be the determining factor. Some
ex-newspapermen use air media heav-
ilv; at least one ex-radio man buys
magazines and newspapers almost ex-
clusively.

Before the detailed results are giv-
en, a word of caution is necessary:
These results are indicative only. They
contain no specific rules for using me-
dia; neither do they provide any an-
swers on how Dest to use them. Instead
they show what 72 advertisers spending
over 3137 million a year think of me-
dia. how they clhoose them, and how
they test them. In a field as broad as
media evaluation there is plenty of
margin for error room for a variety
of opinion. These results are offered
as only signposts to help guide vou. if
vou wish. along the road to better
evaluation of media.

Results of 12 of the questions are
tabulated on pages 28-31. The other
six follow. (Questions are not in the
same order as thev appeared in the
questionnaire. Of 20 questions a=ked,
answers to two could not be tabulated

29




and two were combined with two oth-
ers so only 10 questions and answers
are given in this article. For complete
text of questionnaire see SPONSOR, 9
February 1933, pages 87-89.)

11. Which of the following re-
search and neasurement serve
ices do you use?

SERVICES USED
Radlo & TV
(34 of 72 ansuered)

Service Number Percent®

NIELSEN 24 70.6
HOOPER 5 11 32.1
PULSE . 11 32.1
VIDEODEX . 9 26.5
AMERICAN RESEARCH BUREAU 7 20.6
TRENDEX 6 17.6
ADVERTISER'S AGENCY . 6 17.06
CONLAN 4 11.8
STANDARD AUDIT G MEASURE-

MENT SERVICES = — 2 5.9
MARKET RESEARCH CORP.t 1 2.
NO ANSWER 38

*DBased on 31 respondents  Ti\Written in by adrvertiser.

Print Medla
(33 of 72 ansicered)

Service Number Percent®
STARCH READERSHIP STUDIES _— 22 66.7
ADVERTISING RESEARCH FOUN-

DATION READERSHIP STUDIES 10 30.3
READEX 7 21.2
IMPACT STUDIES OF CALLUP (J

ROBINSON .. . .. 6 18.2
OTHERY = . . . 4 12.1

*Based on 33 respondents. {Own research (1), age:.ry
(1), “‘other’’ not listed (1).

The above is not a popularity poll
and is not to be used as such. It mere-
ly shows some of the services advertis-
ers use in evaluating media. One ques-
tionnaire was sent to each advertiser.
so large and small firms are given
equal weight. Additionally some ad-
vertisers use these services through
their agencies. The above does not
show which actually buy the services
direct and which use the agency copy.

I12. What's wroug with the iu-
formation sources available to
you in your work?

CRITICISM OF DATA

(31 of 72 responding)

Criticlsm Number Percent*
INCOMPLETE _ 13 41.9
INACCURATE . 12 38.7
NOT COMPARABLE 3 9.7
DATED 3 9.7
COST TOO MUCH 1 3.2
NO COMMENT 11

'Based on 31 rcspo_.u.w - o

Under “incomplete.” such criticisms
were listed as sample not broad
enough, inadequate breakdown of read-
ership or audience. not tactual and
specific enough. inadequate coverage

(Please turn to page 100)

Advertisers list media they found ¢

4_ What medium or media combination have yo

found most effective in selling your products?

I MEDIUM

NUMBER

PROOUCT

MOST EFFECTIVE MEDIA (51 of 72 responded)

REASON

TV
Magazines

Newspapers
Business papers
Direct mail
Radio

2 MEOIA
Radio, TV

Radio, newspapers
Mags, newspapers

Mags, Sunday sup
Mags, bus papers
Dir mail, bus papers
Radio, farm mags

TV, mags
Mags, dir mail

3
I

1
I
I
0

NUMBER

3
3

(U

Gum, jewelry, cleanser
Industrial, sports goods

Not listed
Bldg materials
Industrial, farm feeds

PROOUCT

Drugs, food, tobacco

Razors, banks, soft drinks

Transp, industrl goods, men's
wear

Pipes, canned food

Planes, bldg matls, glass

Med, chems, appliances

Commercial feeds

Drugs & drug products

Office equipment

Newspapers, outdoor Fresh fruit

[T L *F LR ICR

Bus papers, exp pubs

3 MEDIA NUMBER

Radio, newsp, mags

Radio, TV, outdr

Radio, TV, newsp

Radio, TV, mags

TV, mags, bus papers

TV, mags, newsp

Newsp, mags, Sun sup

Dir mail, bus papers, exp pubs 1

4 MEOIA NUMBER

Newsp, mags, dir mail, bus
papers

Radio, TV, mags, newsp

Radio, TV, mags, Sun sup

Radio, TV, newsp, Sun sup

Radio, mags, newsp, bus prs
Radio, mags, dir mail, bus prs

1
I
1
Radio, TV, newsp, outdr 1
1
1

5 MEOIA NUMBER

Radio, TV, newsp, mags, outdr I

Radio, TV, newsp, Sun sup,
mags
TV, newsp, mags, bus papers,
Sun sup
6 MEOIA
Radio, TV, newsp, outdr, dir
mail, wkly papers
Radio, TV, newsp, mags, Sun
sup, comics
7 MEDIA

NUMBER

NUMBER
Radio, TV, newsp, mags, dir
mail, bus papers, Sun sup 1
TV, newsp, mags, dir malil,
outdr, bus papers, transit ¥
8 MEOIA NUMBER
Radio, TV, newsp, mags, outdr,
dir mail, Sun sup, comics 1
9 MEOIA NUMBER
Radio, TV, newsp, dir mail,
mags, bus prs, wkly prs,
exp pubs, forgn lang i

Total media and comb nations:

Industrl products

PROOUCT

Resort, phonographs
Confections

Rubber goods
Major appliances
Notions, jewelry
Watches

Sewing machines
Bakery flours

FROOUCT
Motion pic, industrl
egpmnt, distilleries
Drugs
Cleaning products
Drugs
Petroleum products

Steel
Animal, poultry feeds

PRODUCT
Petroleum products

Life insurance

Paper products

PROOUCT
Petroleum products

Drugs & cosmetics

PROOUCY
Fashion accessories

Bank

PRODUCT
Automotive

PROOUCT

Tires, auto supplies

"Sight, sound, ’

"Natl coverag

penetratio
"Known circula
"Specialized m
"Can use couj

REASON €
"Get best res

"Intense local
"Color, dealer

"Color, low co
"High readerst
"Rifle-shot me

"Continuity, ser

"Sales"
"Reach busines
"Saturation che

"Nature of pr

REASON
"Heavy impat
"Reach masse!
"Action medic
""Saturation ¢
""Prestige of
"Covers our |
"They work"
"“Specialized

REASON

"Specialty
air" ‘
"Need time t¢|
“Sales results" i
"“TV's personal
manship"
"Hit most pe
cheapest”
"Reach our be
"Reach farm;
aud"”

REASON G §
"Economic ma
agell

h

b

"Parallels sales

distrib"
"Results" |

REASON GI
"Best covers te

“Faith"

REASON GIY!
" » | 1}
Best national

age"
"Effect checked

Vey"

REAsaN GI']

“Tell well-rounc
story"
REASON GI'

"Reach mass au

40. listed by 51 adveitdsers

Chart abore reveals this important fact: Only 7 advertisers out of 54, or

eonsider only one medium to be most effeetive for them.

All others cite 2 ¢

up to 9. Moral: It scems to bc the combination you nse—plus how you use

which single medium, that pays the biggest dividends.
and 3 oil firms vary in their ansicers as to which

Note hoi the 5 drug cor

media are ‘‘most eﬁ'(1




d

‘e they get most data, how TV has changed their media pattern

I
' hich sources give you the most media data?

i erder of importance in your worl:.)

SOURCES FOR MOST MEDIA DATA

B (Ouly those Uisted Jor first position were tabulated)
-3

) | SOVRCES NUMBER® PERCENT*
S WEDIA DEPARTMENT 38 2.8

PERIENCE WITI MEDI M 26 36.1
11 19.1
ATEMENTS 13 13,1

ECORDS, PIB DAT A .' 2.3

SPACE REDS 8 11.1

OTHER COVERAGE REPORTS 5 8.
JLE MEASUREMENT SERVICES (RATINGS) 6 8.
+ASING RESEARCI FOUNDATION READER.

STUDIES 4 3.6
& (PUBLICATION) : 1.2
«MMAIL PROMOTION : 1.2

'RADE PRESS 1 1.1

I oxceeds 72 because of multple ooswers,  tllased on 72 respondents.

‘s agency media departmen) and his own cxperience with
( Bnain his chicf sourees of information, but he does nse all
standard information sourees. .Among these is Starch, whose
studies were cheeked as uscful but drew no first places,

Mich medium is first choice for campaign?

wl FIRST MEDIUM CHOICE (68 of 72 answered)
|

MEDIUM NUMBER PERCENT®
i -
 BES 33 48.5
KRS 31 15.6
3 21 30.9
: 20 29..1
"85 PAPERS 19 27.9
" 13 19.1
% SUPPLEMENTS G a8
B PUBLICATIONS G 8.3
A NESPAPERS 3 e
MAIL 3 7.3
o . 2 2,8
B 2.9
LANGUACE PRESS e 2.9
&F PURCHASE ] 1.5
. WER d

“Based on 63 respondents.

rtisers lisied more than one medium, Nearly all consumer
rms ciled & main media. Imdustrials lowered air arverage.

s TV affected your media use paitera?

EFFECT OF TY

YES NO
37 M VMBER 21
ol PERCENT 33.3

(VO ANSIFER—18: PERCENT—153.3)

in by those answering “yes” (28 of 37 gave evplanation) :

EXPLANATION NUMBER PERCENT?t
OTHER MEDIA, INCLUDING RADIO* 15 a3.6
EPLACED OR CUT USE OF RADIO. .. 6 21.1
PANDED BUDGET TO ACCOMMODATE*. 3 17.9
ARST, FILL IN WITH RADIO AND PRINT_.. 1} 3.6
FOR DEMONSTRATION MERCHANDISE
. . I 3.6

cases firm cut cther medis and expanded budget {Based on 23 explanations.

8_ Haow do you test media effectiveness?

MEDIA TESTS (59 of 72 respunding)

TESTING METHOD NUMBER* PERCENTY
SALES RESULTS 16 78.0
TEST WARKETS 27 A5.8
(L IPONS 25 12,1
RATING SERV ICEN 16 27.1
USE DIFFERENT MEDFLIN DIFFERENT (ITIES 11 13.6
SURVEYS 1 G.3

POBLIC RESPONSE ] .7
DON'T TEST OR NO ANSH ER 13
*Includes multiple answers  §3a ¢ on %0 respondents.

Dersonal intervicwing diselosed that (he aborve guestion and some of
the answers were slightly ambiguons because of 2 factors: (1) some
alvertisers  considered *cheelng’’ on advortising  «ffeetiveness and
losting’! individual modia to mcan the same; (2) there's no way of
telling from the above whether the advertiscr was trsting produet,
market, copy or media, except for the fifth method: ‘‘Use different
media in Jdifferent cities.'’ Ncovertheless the tabulation is of somc
nser It shows that the overwhelwming majority of the advertisers an.
swering are vilally coneerned with media lesting, that nmiost depend
on sales resulls ag the ultimate test, One advertiser wrote: **I wwsh
we ecould find a surc-fire test. DBut it isn’t possible al presenl.’’

9_ 1f you used different media in different
cities (newspaper in one town, radio station in
second, TV in third), what was the resule?

RESULTS OF MEDIA TESTS (15 of 72 answered)

RESULTS NUMBER PERCENT®
COULDN'T TELL > 10.0
T o N 33.3
WEDIA CAVME OUT EVEN 23 13.3
RADIO OV ! 6.7
NET'SPAPERS WON OVER RADIO H G.7

*Bazed on 15 respondents.

Testing media in differont cities is hard. crpensiee Above shows why
it’s not done very often. Some sample comments 23 milhon drug ad-
vertiser: *CNewspapers vs. radio showd newspaprrs bettcr, Neowspapers
and TV rs. newspapers showed T17 addition better.”’ £2 million confee-
tioncry adrverliser: ** Radio scored 1, TV 2, nowspaper 3.7 - adlion
drug advertiscr: ‘* Tested newspapers ve. TV in 2 citiecs and TV re-
sults werc over 100t greater,’’ . bigger drug firm: bout even.'’
20 million food advertiscr: *“T1" most effcetive.’” Another major food
firm: **No worthwhile indication.”' Watch eompany: ** Good results from
both TV and newspapers, It's impossible to make exarl comparisons.’’

10' Have you ever established a corvelation

beticeen sales and adrvertising media used?
SALES-MEDIA CORRELATION

7 ANSWER NUMBER PERCENT*
YES e 13 21.1
IN PART .18 33.3
MO ) R 12.6
NO ANSITER i3 21.1

*Based on 51 respondents.

Results of this key question were disappointing,  Arswers seemingly
contradie! those to Question 4 as to which media con ation the asl
vertiser has found most cffective in selling his products. Intervews
indicated wost advertisers felt thry know in g ral which combina
tion sclls best for them but are hacy about spreific media. Above
indicates far more work needs to be done in testing indiv .

(Chart 11 starts page 30)




LHE: one vear lat

Batiling prejudice and technical bugs, UHF operators have put more

than 535 stations on air, can reach close to 1.5 million homes

by Alfred J. Jaffe

Commercial UHF television saw the
light of day a year ago this month.

Since last September. UHF station
operators have hacked through a jun-
gle of prejudices about the technical
abilities of UNF.

Thev have cleared land and put 55
stations on the air (up to the middle
of last month). with the total expected
to be more than 100 by the end of ’53.

Together with set manufacturers,
they have built up a full head of steam
in promoting UHF conversions and
UHF set sales. While no one knows
exactly how many UHI homes are in
the U. S., rough estimates put the total
at nearly 1.5 million through June

Test of how top network programing can induce conversions is going
on in Norfolk, where NBC's UHF affiliate WVEC-TV is promoting its
name programs. Below, left, a store placard distributed by station

BEAT THE RUSH!
JIMMY DURANTE <y

get your TV set converted to see me
this fall on

cuamnet 15 WVEC-TV
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1953, with a possible total of nearly 4
million by the end of the year.

What is most important, UHF sta-
tion operators have convinced adver-
tisers and agencies that UHF is tele-
vision — nothing more, nothing less.
UHF is now beginning to put itself in
the position of any substantial ad me-
dium: ready to stand or fall on the
strength of its circulation.

In one sense, UHF’s progress since
its commercial birth has been no small
accomplishment. No birth and infancy
have ever undergone such pitiless pub-
licity. No baby has ever been peered
at, poked at, examined and watched

like UHF TV.

It was almost unfair. After all, any
new business has problems in getting
established: It was not UHF’s fault
that VHF got there first. Any new
technology is bound to have its bugs:
It was not UHF’s fault that the elec-
tronics industry could not produce a
1,000,000 watt transmitter (the maxi-
mum power permitted UHF by the
FCC) without any difficulty.

It was almost as if the advertising
industry, up to its neck in an era of
fantastically rapid changes in consumer
tastes, had forgotten the early troubles
of VHF.

Regarding VHF's early days, one
UHF man. Howard H. Wolfe. inanager

Where outside VHF signals are offering compstition, UHFers build
circulation with live programing of local interest.

Below, right,

WWLP, Springfield, presents air force officer from nearby field

SPONSOR
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Consumer has choice of converters.

of WKNNX. Saginaw. Mich.. told srox-
SOR recently:

“We can remember when VIIF first
came to our state. It was some 12 to
14 months before anyone would buy
a television set to pick up the fringe
signal. Today. some three years later.
that same {ringe signal is available. . ..
Yet. there are thousands of television
sets in our area.

“The answer is that the manufac-
turer built a better TV set and a better
antenna and the service man learned
how to handle VIF. But it took a
couple of years. In the three months
we have been on the air. sets have sold
at a much more rapid pace compared

As shown below, left, more UHF than VHF stations have come on
UHF totals are expected to pass VYHF
during

the air since the freeze.

totals [including pre-freeze stations)

Number of new UHF and VHF
commercial stations in U. S.

PZRIOD UHF VHF
JULY °52 . 5 o .
ALGUST . .. 5 0
SEPTEMBER _. __ N 5o
OCTOBER .. . .. .. .. 1
NOVEMBER . . N =
DECEMBER . ] 4
JANUARY . 3 4
FEBRUARY . W G 3
MARCH . e 3 11
APRIL . ARSI § | E2
MAY /) 6
N . ... 7 4
JuLly . - 8 a
AUGU'ST* . [V 6
TOTAL . ... ... 33 02

*Up to 17 Aug. 1953, Source: NBC.
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They include all-UHF-channel
type, left; single-channel type, center, and strip. There is some
question whether strip will provide strong enough signal in UHF

fringe area.

with the VHF pace, the service man
has learned to handle UHF, and the
manufacturer of transmitting  equip-
ment also has learned more.”

What is there about UHF that has
caused the distinction between it and
VHF? It is basically nothing more
than another portion of the broadcast
band. This portion covers Channels 14
to 83 and they are called ultra high
frequency because more waves are
transmitted each second: that is, they
are more frequent. Since UHF waves
are shorter they cannot get around ob-
structions as easily as VHF waves but
the FCC has allotted UHF stations

more power to get their <ignal around

1954, Chart at

t000) UHF SETS

70
60
50
40
30
20
10

right, below, shows UHF set growth in WSBT-TV area.
were gathered from dealers, distributors by station.
rise followed by leveling off is typical of many UHMHF markets

Surving

GREAILR
EHICH

Early fears that UHF signal could not travel an
appreciable distance have been
Easton, signal received at Empire State Building 70 miles away

put to rest, At right, WGLY,

these obstructions.

While there is a sizable gap between
VHF Channel 13 and UHF Channel
14, there is also a sizable gap between
VHF Channels 6 and 7. The frequency
of UHF Channel 14 is a little more
than double the frequency of VHF
Channel 13 but the frequency of Chan-
nel 7 is just about double the fre-
quency of Channel 6.

This comparison is not completely
apt since practically all of VHF’s engi-
neering bugs have been eliminated
while engineers are still working on
some UHF bugs. And VHF never had
to bother its head about converters,

(Please turn to page 103)

Figures
The sharp

UHF set growth in South Bend

APR.  MAY

JUNE JULY AUGC.
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lock Drug
ediscovers radio

in January '53 Block Drug
bought Cecil Brown
(news), Don Lee net.
Product sales rose 300%.

Block added Nelson
Churchill’s newscasts on
Yankee Net for other prod-
ucts whose sales spurted.

Repeating the news formula
again, it signed for 360-
station Mutual lineup with
Gabriel Heatter. Now Block
wants another net show:
radio to get $1 million in'53.

Regional radio newscast successes spurred Bloek’s re-entry into

network radio this year after soaring TV costs foreed 12-month hiatus

If lock Drug, currently a $5.5 inil-
lion advertiser, has executed two about-
faces in its attitude toward radio in
the past three years. In 1950 the ma-
jor share of the firm’s budget was
expended for sponsorship of the Burns
and Allen Show on CBS Radio. A year
later network radio got less than $550,-
000; in 1952 network radio got a flat
zero, spot radio about $500,000.
And although TV will account for
two-thirds of Block’s $3.3 million air
budget this year, radio billings will
run over $1 million. In addition to
spousoring two regional radio news
shows and coast-to-coast coverage of
Gabriel 1leatter on MBS, Block is now
shopping around for another network

34

radio show for the fall. (It has just
bought its second network TV show.)

Why is Block’s Advertising Director
George Abrams sold on radio? Here
are the five reasons he gave sPONSOR:

“1. Low cost. In every measurement
we’ve made of the ratio of advertising
costs to sales. radio has been the most
economical medium.

“2. Resultfulness. Radio has almost
always proved its ability to move goods
for us. And in the few instances it
didn’t, we blamed our commercials,
not the medium.

“3. Part of over-all strategy. We
use TV and newspaper supplements to
cet good coverage in the big cities,
lut radio. in addition to covering the

metropolitan areas, hits the smaller cit-
ies which are good markets for Amm-i-
dent and our other products,

“4. Speed of action. We have found
that we can see the results of radio

advertising within a month. Other me-

dia take longer.

“3. Merchandising tie-ins. We get
maximum promotional tie-in value out
of our featured personalities such as
Gabriel Heatter, Cecil Brown and Nel-
son Churchill.  We promote them
slrongly to consumers and retailers.”

And Abrams’ reasoning is based on

some of the most comprchensive media
testing in the drug field. His slogan
(““Test, test, test; then ride. ride,
1ide”) is not taken lightly. Before

SPONSOR
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Block and its ageney for Annn-i-dent,
Cecil & Presbrey. bonght the Burns
and Allen Show, radio had been tested
nr a large number of markets for oth.
er Bloek products and for Amm-i-dent.

Because Anmn-i-dent had a
what complicated story to tell abont
it ability to rednee tooth decay, brief
amnouncements  weren't
cred. Known personalities on howme-
maker programs were used because of
their high degree of believability and
thetr local followmg.  Margery  Mills
« New England Regional Network), Ag-
nes Clark (WJR, Detroit’s Mrs. Page),
Margaret Arlen (WCBS, New York),
and Mary Margaret MeBride (then
WANBC, New York) “helped get listen-
crs excited about the new wav to re-
duce tooth decay,” according to a pre-
vious story in SPONSOR (“Annn-i-dent
sets the pace,” 10 October 1919) .

By June 1950 Ammei-dent was
chugging along at a werry pace and
uveorge Abrams decided that a change
of strategy was in order. At that time
e told sPONsOR. “We're going to test
a uighttime TV wvstery show and
switeh to daytime radio. These deci-
stons are based on the downward trend
i evening AM radio hstening. the up-
ward trend in evening television view-
g and the stability and increasing
itportance of daytime radio.”

To back up this reazoning the finmn
bought Quick as a Flash. Tue:days
and Thursdavs, at 11:30-11:55 a.m.,
ABC Radio at the same time it sched-

SO

even  consid-

Biggest item in Block's ad budgef for past three years has been CBS
TV program, "Danger.” Now on 55 stations, pragram costs $1.6 million
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i

now

uled Danger for Tuesday nights on
CBsS TV. Outlay: About SI1LOCO a
week for TV, §13.000 weekly for net-
work radio, plus spot radio tests in six
cities. Air expenditures for 1950 broke
down about like this: Network radio,
8750,000: network TV, 8195,000; spot
radio  $100.000.

Aflter 39 weeks of Quick as a Flash,
Block decided to test a moppet show
in order to take advantage of maxi-
mum >2-week discounts. During the
sununer of 1951 the firm sponsored
No School Today Saturday wmornings
on ABC Radio.

The first of Block’s regional radio
effort- wa- the use of newscaster Ll

Ledte ]

George J. Abrawms, adeertising

director, Bloel: Drug Co., Inc.

by fu his wid-thivties, Goorge Shrams
9
adrvirtising al N.Y..
4y
i the
V.. rps i the

wer Peterson on the Western NBC et,
Saturdays.  5:43-6:00 p.m., for 13
weeks in summer 1931.

Block’s 1951 air outlay was spread
out Hke this: network radio, $536.000;
network TV. §1.310.000: <pot radio,

(Please turn to page 906)

This we fight for. ~voxson is publishing

this article on Lloclk Drug's “rediscovery” of

radio because 1t represents one of the things

we fight for, as expressec [ in a srox<or edi-

torial 9 February 1933: “We fight to con-

rince the adrvertiser that radio has a place in
> A

there
”

Announcer Dick Stark is Block's star salesman, plugs Amm-i-dent den-
tifrices via warm, sincere, friendly approach which viewers believe
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How spot won Liqui-Moly
national distribution

Limited-appeal oil supplement was sold in four areas. In less

than one year it became mass-produced product with aid of radio, TV

Spot radio and TV speeded Liqui-
Moly’s inetamorphosis from a limited,
specialty lubricant foundation to a
mass-distributed product for all car
owners.

When Friend, Reiss, McGlone took
over the Moly Motor Products account
11 nonths ago. Liqui-Moly (pro-
nounced lick-wee-molly) was distribut-
ed in some four or five markets. used
chriiefly by sports or racing car enthusi-
asts. The product had never been pro-
mnoted nationally.

Today, less than a year later. the
firn has distribution throughout the
country, has sold over two million cans
during the first nine months of the ad
campaign. And 1933 sales figures will
be well over last year.

Its initial year of advertising will
cost Moly Motors approximately $227.-
000, sPoONSOR estimates, of which 447¢,
or $100,000. will go into radio and
TV. Radio is currently getting a slight-
ly larger share of the $100,000 than
is television.

The agency was faced with two main
problems in building national distri-
bution for Liqui-Moly:

1. Although the product had been
in existence for several years, it had
never been widely advertised. During
thre initial months of the drive, there-
fore. advertising would have to reach
the maximum number of people as
fast as possible. on a limited budget.

2. Because oil additives are fairly
new in the auto lubricant field, car
owners as a whole are uninformed
about the properties of such produects.
The major task for advertising to per-

(I . i L]

case history
WA M
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form, therefore, is that of education.

Moly Motor Products President
George Seedman; Harold Reiss, agen-
cy partner handling the Moly Motor
account. and Ed Ratner, radio-TV di-
rector, mapped out a campaign to in-
troduce Liqui-Moly on a market-by-
market basis.

The basic plan: Radio announce-
ments and newspaper ads were to be
used simultaneously to launch the
product in a given market. After a
few weeks. TV announcements or pro-
grams would be used to give addition-
al support to the campaign.

Liqui-Moly’s initial radio drive start-
ed in October 1952 in four areas
(New York, Florida, New England and

Pennsylvania). ran for a four-week pe-
riod. Approximately 25 one-minute
announcements a week were scheduled
for each city. At the same time, the
product was plugged in newspaper ads.

Television entered the picture simul-
taneously in the New York area, when
the agency purchased adjacencies to
World Series baseball games over
WPIX. Because the adjacencies were
made available only at the last minute,
slides were used to demonstrate the
product.

“Reaction was so favorable.” says
Ed Ratner. “that we immediately went
into production of film commercials
to be used for sports shows, late-night

(Please turn to page 82)

Dealel: .shows are held in every new market preceding an ad campaign as part of mer-
chandising plan. Actors give scientific data and sales tips in skits like the one below

THE NEW WONDER LUBRICANT

USED IN JET ENGINEE AND ATOMIC INERGY PLANTE
now availoble to gvery cor ong -~

LIQUI-MOI~

JBig savings on gus, oil, engingiL

e

—

-
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Anonymous

l"'m called the Lorelei Lee of radio
and television.

Now. before Dr. Kinsev decides to
revise lis recent tabulations, let me
explain that 1'm a timebuver. And.
while there’s no special section in his
hook devoted to our species. scientific
information about timebuvers stacks
up just about like this:

a

Economically, we fall into a $6.000
to $13.000 range.

Sociologically, we're toiling mem-
bers of J. P. Marquand’s middle mid-
dle clas<. working hard to graduate
into the upper middle class.

Romantically. some of us fall in love
and some of us don’t. but trv to ex-
plain the difference to the typical visit-

Here are tips ou how to worls better with your timeebuyer

Few sponsors know how important the timehuyer is in the succiss of ther

ad campaign—or how hard is the timebuycr's lot, To help ) unelorstand
the timeb r’s prol bet PONROR one

busiest timebuyers | poril. l n

how a aqal timebuy ! ] el this fro
Anonymous Timebuyer's diary—and trcat her acco al In brief.

whether you're a statwon manager, @ sponsor. or an as
sider the timebuyer date bait, don’t ask her fo
Do give her both the information and the reference fools she neceds her
work. Trcat her as the expert she is—and iecar

icyman, don
offer her deals on

her alone ajter office hour
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v the oal timehuyer

SPONSOR'S ANONYMOUS TIMEBUYER WORKS 'ROUND.THE-CLOCK; BUSINESS CRISES PURSUE HER EVEN AT HOME

This diary of a busy New York timebuyer proves a lot can happen

to a girl between 8 a.m. and 8 p.m. on Madison Avenue

ing station manager.

Specifically, I'm female, blonde and
in my late twenties. | have a passion
for Freuch perfume. and mv ambi-
tions are simple: (1) 1'd like to per-
~uade agency and station men that my
interests in “time” and “availability™
are strictly limited to office hours:
(2) 1'd like to get some of that graft
and kick-back people keep talking
about.

My loot in four vears as a timebuver
tincluding  Christmas):  three lace
handkerchiefs. seven aszsorted bhottles
of liquor and perfume. one paper-
weight. one large topaz ring at whole
sale price. 36 ash travs with mv name
printed on them and one stuffed
French poadle.

My pet peeves after four vears in the
business: 111 estimating campaigns
for clients who never bay: 12) having
to “chisel” to get low rates: (3) heing
left in the dark by my own agency.

t Please turn to page 74)
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MERCIANDISING: What

K&E found E38 stations or 939, of those reporting offer some fap

by Nat Steen

‘4 pparently Kenyon & Eckhardt hit
a live subject when we decided to sur-
vey all radio and television stations in
the country to ascertain their merchan-
dising practices.

Our objectives, as defined by Re-
search Director Max Ule and Promo-
tion Director Hal Davis, were the fol-
lewing:

1. Acquaint buyers of air time with
the merchandising and promotional
services that each radio and television
station will supply.

2. Acquaint sellers of air time with
what other stations are providing by

Reviewing results of K&E's Radio and TV Station Merchandising and
Promotion Survey are (| to r) author Nat Steen, promotion depart-
ment; Robert Kibrick, media research director; Hal Davis, v.p. in charge

38

way of merchandising and promotion,

3. Summarize for the benefit of all
concerned the extent to which stations
are supplying merchandising and pro-
motional services.

In May of this year, we mailed ques-
tionnaires to about 175 television sta-
tions which were either on the air or
scheduled to go on by the first of June.
Follow-up letters were sent after a four-
week interval. Responses were extreme-

OO

merchandising
AR CHOORETOGArT

of promotion: lrving Dunston, account research director.
Maxwell Ule, v.p. in charge of research, who planned survey with Davis.
Author Steen was with FC&B, Gimbel's before joining K&E 6 years ago

v good. About 85% of all stations co-
cperated.

While we do not, as yet, have the
tabulations on radio, we do have the
complete “score” on television stations.

Briefly, 138 TV stations told us they
had some merchandising and promo-
tion service. Ten had no merchandis-
ing. We didn’t hear from the other
15% of stations. (See box, page 39.)

Going down the list, it is obvious
that many stations do not have the
personnel available for the kind of
merchandising job advertisers have
lcarned to expect from magazines and

Inset: G.

—
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atons offer

thyehandising or promotion

newspapers. Often the werchandising
al a TV station i< mevely a title given
to a harried iudividial who has to lock
the door at night.
vious that more and more attention is
being paid to merchandising as a com-
petitive uecessily.,

Our questionnaire covered the fol-

However, it s ob-

lowing points:

Trade calls: We asked the stations
whether or not they called upou retail-
ers Lo discuss their chients” advertising
campaigns. \Also we queried theni on
whether or not they asked retailers to
use client point-of-purchase material.
We wanted to know whether or uot the
stations took counter cards from cli-
ents and placed them in retail outlets.
And we also asked whether or not they
made store checks on distribution and
sales of client products. Many of the
stations reported success with tie-in
advertising.

Trade mailings: Over-all, we wanted
to know the extent of station mailings
on the station’s own letterhead; wheth-
er letters. jumbo or regular posteards.
four-page folded broadsides. bulletins,
trade supplements under station name
or telegrams were used. Al:o. we want-
ed to knmow the extent of imprinting
station name and mailing client-sup-
plied broadsides.

Advertising support: We covered
newspaper tune-in ads. displavs in lob-
bv windows controlled by station. hill-
boards and car cards.

On-the-avr support: Use of product
demonstrations, give-away prizes. nien-
tions on various shows. courtesy tune-
in announcenients. special programs
saluting industries or business leaders
and use of taped interviews with per-
sonalities plugging client product.

Other support: We listed consulta-

SPONSOR’s stand on merchandising

This K&E survey shows that virtually all TV
stations offer some kind of merchandising and
promotion service. SPONSOR's stand on mer-
chandising is this: We're against it if it's
used as a price-cutting, rate-deal-making de-
vice. We'll be glad to hear from sponsors,
stations and other agencies on this subject.
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We Tonud that some statious, such
WHBBMEN 0 Chi
1';I| I’ (;lllltll‘s. ”u\u-\vr
tions confine their main hoe of mer
chandising <opport 1o the tried and
true mailings, This 1< not a practice

. adverti
most «ta

mitque to televisions magazines and
uewspapers are extremely fond of this
1etailer approach,

interesting conments were {requent.
lee Gorman Jr., WABETV in Banvor,
Me., said, “Owr merchandising policy
i~ a simple one. \ny acconnt advertis-

n t ] . ofr
i\f 5 }ll iull‘

h I Jve

el A3 1 ol 1
] the fic
merchaudising poliey that fit with

the  particular
problems.”
William Fay, of WIHAMITY, Roch-
ter, N. Y., reports that the station
o nat carry a fixed minhmum re-
quirement for merchandising aid. How-
ever, he reports. “We wonldu’t do it
or one announcentent per week for a
few weeks.”
Keltey  Gaines,  of  WIEEMY-TV,
Greenshoro, N, C.. reports that his sta-
(Please turn to page 70)

WHAT K&E LEARNED FROM SURVEY

1_ 138 TV stations or 93% of those responding have
some merchandising and promotion service. (175
were polled; 10 do no merchandising.)

2’_ Nine out of 10 stations reporting do some trade calls.

3. Over 90% do trade mailings.

4_ Fewer than one out of 10 back up client advertising
support, but nine out of 10 have some on-the-air activity.

5_ Of the same stations, eight out of 10 will help a

" client sales force with distribution; four out of 10
offer merchandising plans whereby retail outlets
give preferred space to client display material.

6_ Some stations noted they plan to ihcrease

their services in this field.

7_ 379% of the stations which do display merchandising
for clients require minimum purchase of air time first.

8_ Fewer than one out of 10 stations report that they
charge advertisers for handling display work.
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PRE-SEASON PLANS: One of the largest football schedules this fall
will be National Professional League games on Du Mont sponsored by
Westinghouse, Miller Brewing, Atlantic Refining and Carlings. In
photo above, executives of Westinghouse's agency meet with Du

Mont staff to discuss commercials, schedules.

oothall on the air—1933

Some S10 million will be spent by sports sponsors for gridiron coverage

this fall. Schedules eall for more professional, fewer college games

T 'he 1953 football rule book—as far
as sports sponsors are concerned—was
written by lawyers. But a sizable num-
ber of advertisers have managed to
side-step their way nimbly through this
newest set of barriers to carry their
contracts right down to the dotted line.

Red CGrange

Famous ex-star will call play-
by-play action on ABC TV's
schedule of pro football games

LR R N N LN N NN NN N Wy
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Man behind mike of Mutual's
'?ame of Week” college tilts air beat will cover
will have local co-op sponsors

As a result, the football sportscast
lineup—1953 style—has changed con-
siderably from what it was a few years
ago. For example:

1. There will be plenty of college
football broadecasts on radio. But, so
far. thev will be aired mostly on a sus-

Top-flight sportscasters add appeal to football coverage

Al Helfer

Mel Allen

Veteran sporiscaster

('('“ ‘1

games for NBC TV, GM cars

taining or local co-op basis. Big ex-
ception: several regional football op-
erations sponsored mostly by leading
oil companies (see chart of sponsored
football, page 41).

2. Big-time' college foothall on TV
is more limited than ever. Only one

Red Barber

Allen's
NCAA

CBS "Round-up" show will fea-
ture up to 20 games each week
with Ole Redhead supervising

LE L E Y RN YN YN LT PN N YN
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Left to right: Jack
Mitchell, WDTV technical operations; sportscasters Ray Scott and Jim
Britt; Lance Lindquist, Ketchum, Macleod & Grove; Harry Coyle
(dir.), Lynn Cleary (sls. srvc.), Tom McMahon (sports), all of Du Mont




—————

major video network  NBC TV has
2 linenp of sponsored college gimnes,
Reason: Dne to the effect of TV on cal-
leze foothall’s hox office, the National
Collegiate  Athletic Association  has
OKd for TV onlv a 19-game ~ched-
ule sponsored v General Motors,

3. With most of the big college
games denied 1o TV, the air coverage
of professional foothall is bigger than
ever. Video sponsors of the pro ver-
sion of the gridiron sport include firms
like Westinghouse, Miller Brewing, \t-
lantic Refining, Standard Oil of In
diana and Brewing Corp. of America.
Except for blackouts in the home towns
of pro teams, coverage is virtnally na-
tionwide.

4. Despite all the limitations and
coverage restrictions surrounding i,
foothall on the air this fall represents
a tremendous advertising investment-
one that's larger than ever. At least
£10.000.000 will he spent in time. tal-
ent and game right~ charges during
the coming season for coverage of
foothall in radio and TV. industry offi-
cials estimate. And another §1.000.000
will be spent by big advertisers like
Gillette to sponsor the annual post-sea.
son bowl games.

That briefly is the fall outlook for
sponsored foothall broadeasts.

Gone apparently are the davs when
every radio network. including the re-
gional webs. could count on waiting
lists of sponsors for its lineup of col-
lege foothall games. Pro foothall has
taken away much of the plav.

As an executive of N, W. Aver. agen-
¢y for years-long sports sponsor Atlan-
tic Refining. told sroxsor:

“It's virtually impossible to arranze
a schedule of radio and TV coverage
of a eollege™s foothall schedule today
under the vresent NCA A\ rules. I-:xvop.l
for a ‘blackout” in a pro team’s home
town or in an area where a pro game
is being played. you can make a pack-
age arrangement much more easily
with professional teams. which have
gained rapidly in audience appeal lates
ly. It might be possible to sponsor col-
lege football on radio and pro football
on TV. but football sponsorship has
many problems and it’s hetter to keep
it under one roof.”

Gone too are the days of the late
1940°s and early 1950s when college

(Please turn to page 94)

L.
round-up
e
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Sports spousors (nrn (o
pro teams as new NCAA
ralings limit colleges

Lack of availuble
for both raidio aond TV sports cor.

crage hos caused many top adrertis.

of sehcdules below, creludiag

callcge games

crs to use biggor-than-cror slates ’
of profossional games, as chart

Inedustry ostimales

post-scason games and bowl contests
amonnt Lo whopping $10,000,000

EVENTS

NETWORK

Westinghouse, Miller,

'
'
'
'
'
'
'
'
'
'
'
'
'
]
'
'
'
'
'
'
'
'
'
)
'
'
]
'
'
'
'
'
'
'
'
'
'
'
]
'
'
]
)
'
'
'
'
: Atantic, Carlings
]

'

General Motors, with
Pontiac and Olds
Divisions of GM

Standard Oil of indiana

Tide Water Associated
Oil Co., Western Div.

Atlantic Refining

Texas Co.

Miller Brewing

Local co-operativa
Local co-operative
Local co-operative

'
]
)
'
'
'
]
'
]
'
]
'
]
)
]
'
'
]
'
]
)
L]
'
]
'
[}
]
)
[}
[}
L]
'
]
[}
]
[]
)
]
]
'
]
]
'
]
[}
[}
L]
[}
]
'
]
'
[}
]
[}
]
'
]
)
'
]
'
: Local co-operative
)

]

]

'

»

Various teams of the Natl
Professional Football League
through Championship game
27 December. Over 84 stations.

NCAA.approved college TV
games, 19 Sept.-5 Dec. GM di-
visions have pre.game, post-
game shows. Over 83 stations.

DU MONT

NBC TV

Cosponsorship of home games
ABC 'l'v of Chicago Bears, Cardinals,
on eight outlets. Rest of
22.station linsup is co-op.

TV: half-hour film highlight
shows on seven stations. Radio:
20 games on two West Coast
webs, starting 18 September.

ABC PACIFIC
& DON LEE

Regional coverage of eastern
pro teams in three mid-Atlan-
tic radio and TV loops. Part
of schedule is on Du Mont.

VARIOUS

Radio coverage of full sched-
ules of five southern college
teams on small networks, total-
ing 16 radio stations in all

VARIOUS

Green Bay Packers games on a
SPECIAL network of some 28 Wisconsin
and two Minnesota stations,
originating at station WEMP.

"College Football Game of the
Week," starting 19 September
and ending 5 December. Vari-
ous originating locations in U.S.

NBC RADIO

“Football Round-up' show, with
Red Barber. As many as 20
games will be spotlighted each
week-end, five covered direct

CBS RADIO

Various college football games
covered during season, one
each week, on full ABC Radio
web. Runs 26 Sept.-28 Nov.

ABC RADIO

"Game of the Week" series of
MUTUAL college matches, scheduled to
start 26 September for 13
weeks. Sportscaster: Al Helfer.
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Is violence on the air bad for children?

YES

Those altacking crime shows belicve they
are disturbing to children and one cause
of porcnle delinqueney. Children are
impressionable and tend to emulate what
they see and hear. Fhe full diel of vio-

lence and wmourder on the air imakés ohil-

dren think it s normal and proper and
they may adopt the wmethods they sce on
radio and TV. The U, 8. Office of Educa-
lion and many menial health crperts
feel that erime shows on the air are bad

NO

Defenders of ertme shows say they offer
healthy outlet for surplus emotions of
children. Children have alicays been ex-
posed to stories of violence—fairy lales,
the Bible. Shakespeare conlain tales of
cexime. The popular Western stars actual-
ly provide models of moral action that
young ones ecan emulate. Broadcasting
codes proteet youlhful minds aqainst bad
impressions by specifying (hal erime
should always be pwnished i the end




|
!

h |

Radio and TV s diet of erime and violenee

of consnmer gronps,

AL‘ re the rootin’ tootin® cowboyvs on
radio and TV turning chikdren imo
violenee-prone littke monsters or neu-
rotics or o they provide a safety vahe
for the boundless encrgies of the
young?

This question has been batted back
and forth frequently of late,

The tender, impressionable minds of
children have alwavs been a subject of
concern but never so much as in recent
years,
~ Because of the growth of mass com-
munications—especially radio and TV

—aroups of educators, social scientists

and parents have rizen to attack the
contents and techniques of the mass
media. Air programing for children
is a favorite target and a common at-
titude of these groups toward such pro-
graming is this:

Much of the program fare for chil-
dren on the air is either of outright
harm to voung minds or is ju<t plain
dull. unimaginative and/or monoto-
nous.

An example is the recent report on
children’s programing seen or heard

Here are some pros

m Los Angeles. Tt was put out by the
National \ss<ociation for Better Radio
and Television, vne of the more vocal
of the consumer groups, aud represents
its third annaal report on the <ubject.
Here are <ome of NAFBR AT s conclu-
sions in the report:

On radio: “The deeline in the num-
ber of fine radio programs for young-
sters ix of particular concern, Today
there s less than half the volume of

Il i {l
controversy
R

‘excellent’” radio programing for chil-
dren compared to our findings in
1951, It is significant that of all the
radio programs rated as “excellent”
by NAFBRAT only one was sponsored.,
while of all the programs rated as
“objectionahle” only one was unspon-
sored.

On T1": “Probably the most startling
fact pointed up by our study is the
alarming failure of the film industry

“of children’s shows compare with listener group's evaluation

Are chldren’s procrams harmlul?

and cons on the issue

to provide television programs which
meet the fondamental standards of ac-
ceptalility for chikl audiences”™  Of
the 22 “objectionable ™ and “"most ob-
jectionable™  programs all bt one
were primarily fihm presemtations. On
the other hand. all hut one of the 22
“excellent” and “good™ programs were
live.

While NAFBRAT listed a nnmber
of evaluation standards, it is obvivus
from its evaluations that the most im-
portant reason for turning thumbs
down on a program was the uce of
crime and violence.

Pointing particularly to film presen-
tations, NAFBRAT =aid:

“We strongly suggest that hroadeast-
ers, who have the primary responsibil-
ity for the content of programs, ac-
(quire courage to reject programs for
children which use crime as their basic
theme. Reports from the U. 3. Office
of Education and statement< by the
overwhelming majority of educators
and mental health expert~ who have
expressed views on this subject stress

(Please turn to page 1081

Cousumer groups generally lile

i educational programs on air
TELEVISION | RADIC
AVRATlNC‘ V_VEVALUAT|0N PROGRAM RATING® EVALUATION
L 6.3 Objectionable Sky King . 2.9 Objectionable
B 202 Excellent Bobby Benson S 2.8 Objectionable
ome .. 2.2 Poor Sqt. Preston of Yukon 2.6 Objectionable
flie 7.9 Excellerit: Lone Ranger . _ 3.3 ‘Objectionable
2nids Excellent Silver Eagle T 3.1 Objectionable
— 4.8 Excellent | Tarzan S 3.1 Objectionable
. L 2.9 Excollent Clyde Beatty . 2.0 Excellent
- 3.3 Objectionable Jump Jump J— 2.4 Excellent
—— 3.2 Fair . Let's Pretend . 3.8 Excellent
| 2.8 Fair Story Circus - 1.0 Excellent
e 4.0 Objectionable Carnival of Books . 2. Excellent
8.5 Objectionable Funny Paper Man _ 1.3 Poor
dy 9.7 Objectionable Young America Speaks 1.7 Excellent
10.14 Objectionable Junior Town Meeting L& Good
e 105 Objectionable Boy Scout Jamboree - 1.8 Good

Better Radio and

National Association for
Television considers "Ding Dong School” on
NBC the outstanding achievement of the
year in the way of children’s programing

se, Los Angeles

are for August. escept ““Tontsie Hippodrome' (July) and ""Rootie Kazootle” (May) Radio retirgs are lor May-J ne.
Pretend’” (March-April) and “‘Junlor Town Meeting’® (March). \Where programs are on for more than a quarter hour, are
week or share time with other proframs. ratlngs are averaged. Evaluations. Natl Assn for Better Radio & TV. in L. A
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NBC-TV programs rate highest
five nights a week

At night. when viewing is at a peak. NBC consistently delivers

the largest audiences in television.

In five out of the seven nights of the week during NBC nctwwork
option time*, NBC shows reach the largest audicnce average.

And on each of the five nights NBC has the highest rated show.

Here i1s NBC's score:

Nights Highest Rated Show
Sunday . . . .. Colgate Comedy Hour
Tuesday . ... Star Theatre

Thursday . . . . Dragnet

Friday . . . ... Gillette Cavalcade of Sports
Saturday . . .. All Star Revue

N BC's audience strength is maintained throughout most nights of
the week. rather than concentrated on one or two nights. Advertisers
recognize NBC’s great nightly advantage: their advertising investment

onh NBC is greater than on any other network. Proof once again that
NBC is America’s No. 1 Network.

Next week . .. further proof.

NBC’s Audience Advantage is to Your Advantage. .. Use It.

......

TELEVISION

a service of Radio Corporation of America

(3 Q

OO0 OO0
“eooo”~ “o000~

SOURCES: Nielsen Television Inder, January-April, 1953 Averages,
NOTE: The accuracy of the above data has been verified by the A. C. Nielsen Company.
*7:30-10:30 PM
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I. New construction permits*
POWER (KW)** ‘ SETS IN

DRSS LefTers |CHANER CERANT ‘ Lo VISUAL | AURALiSBﬁTL?,'{SI MARKET! | LICENSEE & MANAGER RACS
ALLENTOWN, PA. .39 10 Aug . 288 144 0 NFA  Quesn City TV
BOSTON, MASS. 44 12 Aug 282 145 2 1,079 VHF /. D. Wrather Ir.
CEDAR RAPIDS, 1A. 9 12 Aug 33.1 16.6 0 NFA  Cedar Raplds TV Co.
EVANSTON, ILL. — 32 12 Aug 24 12.9 0 NFA Nocrt)t::‘estern TV Bdesty.
FRESNO, CAL. B 53 12 Aug 282 145 1 33 UHF  John Poole Bdesta.
JACKSONVILLE, FLA. WOBS-TV 30 12 Aug 18.6 9.33 1 131 VHF  Seuthern Radio & Equio-
JOLIET, ILL. WIOL-TV 48 20 Aug 13.7 6.85 0 NEA  lollet Television Hal Hal
MILW AUKEE, WIS. WMIL-TV 31 19 Aug 15.1  8.13 1 447 VHF  Cream City Bdesta. Forfos
OWENSBORO, KY. WVIS-TV 14 19 Aug 178 93.3 0 NFA  Owensboro on tne Air,  Rambeau
STEUBENVILLE, O. WSTV-TV 9 12 Aug 229 11§ 0 NFA  WSTV, Inc. Pearson

II. New stations on air*
CALL HANNEL ] GONE R SETS IN |

CITY & STATE LETTERS | NO. DATE" VISUAL | AURAL AFFILIATION | ON ATR S jo \ LICENSEERS. MANAEES REP |

AUSTIN, MINN. KMMT 6 17 Aug. 18.7  9.35 SBS;AABtC, 1 NFA  Cedar Valley Bdestg. Co.  John E.
u on
BUFFALO, N. Y. WBUF-TV 17 17 Aug. 166 83 SBSMﬁB*C, 2 328 VHF  (hautauaua Bdcstg. Corp.  H-R Rep
u n . e

DECATUR, ILL. WTVP 17 16 Aug. 17 8.5 All four 1 15 UHF  §ons omam 0 Sk
MACON, GA. WETY 47 16 Aug. 22 1 NBC, ABC 1 NFA  Macon Television Co. M il
MEDFORD, ORE. KBES-TY 5 2 Aug. 19.2 9.7 All four 1 NFA  Southern Ore. Bdests. Co.  Blalr TV
MONROE, LA. KFAZ-TV 43 16 Aug. 20 10 1 NFA  Delts Televisien Headley.
SCRANTON, PA. WTVU 73 18 Aug. 128 6.5 ~ 2 50 UHF  Appalachian Co. The Bell
TEXARKANA, TEX. KCMC-TV 6 16 Aug. 28.2 145  CBS 1 9 VHF  KoMC Tne Tre Taylo
TYLER, TEX. KETX 19 24 Aug. 2.4 1.3 NBC, Du Mont 1 NFA  jaeed Newirn )2 Sy
WICHITA, KAN. KEDD 16 22 Aug. 20 10 ABC, NBC 1 35 UHF  lhec w C oo Edy. Pt

III. Addenda to previous C.P. listings

Abilene, Tex., KRBC-TV, ch. 9, new target, 30 Aug.
'53; gen. mgr., Howard Barrett; comm'l mgr,,
Robert E. Scott; nat'l rep, Pearson; NBC primary
affil.; est. sets, 7,100

Akron, O., WAKR-TV, ch. 49 (on air), interim pow-
er, 18.24 kw visual, 9.1 kw aural; authorized
power, 182.4 kw visual, 91 kw aural

Anchorage, Alaska, ch. 2, call assigned, KFIA;
target |5 Oct. '83; mgr., James G. Duncan

Birmingham, Ala., ch. 13, new call WABT (for-
merly WAFM-TV)

Charleston, W. Va., WKNA-TV, ch. 49, new target
| Sep. '53; to be ABC, DuM affil.; gen. mgr.,
Joe L. Smith Jr.

Columbia, Mo., KOMU.TV, ch. 8, target fall '53;
mgr., George Kapel; nat'l rep, H-R TV; affil.
with all 4 nets

Elkhart, Ind., ch. 52, new call WSJV {formerly
WTRC-TV)

Fairmont, W. Va,, WUJPB-TV, ch. 35, new target,
30 Jan. '54; to be DuM, CBS basic affil., NBC,
ABC supplemental; est. sets, 13,930 VHF

Kansas City, Mo., KCMO, ch. 5, new target, 27
Sep. '53

Knoxville, Tenn.,, WROL-TV, ch. 6, target |5 Oct.
'53; gen. mgr., W. H. Linebaugh; nat'l rep,
Avery-Knodel

Meridian, Ida., ch, 2, new call KBOIl {formerly
KTOO}

Oklahoma City, Okla., KTVQ, ch. 25, new target [0
Oct. '53

Portland, Me., WCSH-TV, ch. 6, target, | Dec. '53;
est. sets, 25,000 VHF; nat'l rep, Weed TV

Quincy, lll., WGEM-TV, ch. 10, target, Sep. '53;
gen. mgr., Joseph S. Bonansinga; nat'l rep,

Th chan and additions may be filled in on original chart of post-freeze C.P.'s appearing in SPONSOR'S 9 February issue and in issues thereafter.
Total U.S. stations on air, No. of grantees on air.. 113
incl. tionolulu (27 Aug. '53) 220 No. of post-freeze CP’s grant.
: ed (excluding 18 educational
No. of markets covered 130  grants; 27 Aug. ’53) 423

Walker; to be NBC, ABC affil.; est. sets, 26,8( %
(CBS)

Salinas, Cal., KSBW-TV, ch. 8, new target, | Se
'63; gen. mgr., John C. Cohan; nat'l rep, Ho]
lingbery; est. sets, 32,000

Temple, Tex., KCEN-TV, ch. 6, gen. mgr., Hatl
Stone; nat'l rep, Hollingbery; NBC affil.

Topeka, Kan,, WIBW-TV, ch. 13, new target, |
Nov. '53: est. sets, 40,310 (Electr. Assn. of K.C..

Valley City, N. D., ch. 4, call assigned, KXJB-T¥}
target July '54

Wheeling, W. Va., WTRF.TV, ch. 7, new target, |
Oct. '53; to be NBC, CBS, ABC affil.; est. set
91,000 VHF (Nielsen-CBS)

Wilmington, N. C., ch. 6, WMFD-TV, target earl |
spring '54; mgr., R. A. Dunlea; est. sets, 4,000

Worcester, Mass.,, WAAB-TV, ch. 20, nat'l rep|
Hollingbery; to be CBS affil.

No. of TV homes in U.5. (1

Aug. ’53) . 24,895,0003
Percent of all U.S. homes
with T1 sets (1 Aug. '53) 355.39%8§

‘ll'loth new C.P.‘s and statlons geing on the alr [isted here are those which occurred between
in th 5 ST

in FC 1r
in 8

t C.P. h corde

TV operation.
on |t mber of se
, of e ates f the been given the TV grant.)
NBC Rte Planning. new TV stations. NFA:

46

Percentages on homes witit sets and homes in TV coverage areas are considered approximate.
most cases, the representative of a radio station which is granted a C.I’. aiso represents the new
Xince at presstime it is generaily too early to confirio TV representations of most
grantees, SIPONSOIt [ists the reps of the radio stations in this column {when a radio statlon hss
=These reps have aiready confirmed their representatlon of the
No figures availabie at presstime on number of sets in market.

[
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For Bigger Sales and Profits

Television’s “Big Mo” is the talk of St. Louis. For the first time in history, the nation’s
: eighth market has multiple television programmiag. Now the individual viewer makes the choice
of shows!

For ABC and CBS network shows, plus unique, entertaining local programs, St. Louis tele-
viewers are turning more and more to the Channel 36 spot where they find KSTM-TV with its
275,000 watts power.

Advertisers . . . national and local . . . are turning to KSTM-TV, too, for they've learned
that “Big Mo” is a favorite in the St. Louis area. For a big chunk of sales and profits from this

rich Mississippi valley market, get aboard KSTM-TV, Television’s “Big Mo.”

H-R TELEVISION INC. NEwW YORK + CHICAGO ¢ SAN FRANCISCO + LOS ANGELES

e ——

Channel 36 ST‘ LUUIS William E. Ware, President
AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL
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TV film shows recently made available for syndication

Programs issued since May 1953. Next chart will appear 5 October

il W MOS0 OOl AN D MRl O R OMOESAMOMONNZ '1
Show name Syndicator Producer Length Price Range® No. in series l Show name Syndicator I Producer Length Price Range® -
ADVENTURE MUSIC
Adventurs is My Lakeslde TV Hal H. Harrison 12'2 min. open 13
Job
Oklahoma Chuck- Lakeside TV Lewls & Clark 1212 min. $25-500
wagon Boys
CHILDREN'S
Opera & Ballet Lakeside TV Transatlantle TV 12, min. open )
Jump Jump ol Goodman Mary & Harry 12 min. 50% of alr
Hollday House Hlckox time 65
Jperettas & Baliets Hoffberg Prod. Hoffberg Prod. 13 men. open
King Calico Kling Kling 12 mln. $22-142 65 3
Uncle Mistletoe Kling Klling Y2 min. $25-156 26
] NEWS
COMEDY 1
Life with Gulld Fiims Gulld Flims 30 min. open 39°¢ United Press- United Press Movietone News 30 min, on request
Elizabeth Movietone News 15 min.
DOCUMENTARY
SPORTS
How Does Your Intl. Flim Intl. Film 30 min. 26
Garden Grow Bureau Bureau
Your Zoo Video Pletures Video Pictures 30 min. 13 All-American Consolidated Sportsvision 30 min.
Reporter Game of Week TV Sales
wWild Life In Lakeside TV Lakeside TV 12'% min. $25-500 26 :
Actlon Boxing from Kling Kilng 26'2 min. $40.50-675
Ralnbo
DRAMA, MYSTERY
o Madison Square Du Mont winik Films 26% min. $55-500
Garden 122 mla.
Badge 714 NBC TV Film Mark VII Prod. 262 min. 41t
Sales =
_Play Golf with Consolldated Sportsvision 15 min.
Captured NBC TV Flim Philllps Lord 262 min. 26¢ the Champions TV Sales
Sales
= ]
General Electric Stuart Reynolds Sovereign Prod. 25 min 100% Class A 26 1
Theatre - Shooting Princeton Princeton 30 mn. on request 1
Straight Fllm Center Film Center
| Led Three Ziv Ziv 30 min, 39 1
Lives \1
lnner Sanctum NBC TV Fllm Galahad Prod. 26%2 min. 39
Sales VARIETY
Joo Palvoka Gulld Flims Guild Flims 30 min. 78
On Stage with Dynamle Films Dynamle Fiims 15 min, 13 Interviews of the  Academy Flims Academy FlIms 15 min, $50-400 [ |l
Monty Wooley Century
Pulse of the Clty Telescene Telescene 12'2 m:n. $50-750 26
Kli U 50-
Sovereign Theatre  Stuart Reynclds  Sgverelgn Prod. 26 min. 1009, Class A 2% Oldaaf’rernl;::o Kling " 2otz miu 350-673

*Where price range is not given it has not yet been fixed; or
another title, now being re-released.

48

§Available in black-and-w

syndicator prefers to give price only on request.
hite or color.

(See Film Notes column, page 52)

“®Available in early fall.
SPONSOR invites all TV film syndicators to send information on new films.

tRun originally under

SPONSOR




gef sef...GO!

Soon . . . within a day or two of October Ist have a new and powerful sales force ready to
. . Memphis—capital city of the Mid-South work for you. Soon WHBQ—a Columbia TV

Empire . . . Memphis, center of the nation's affiliate—will be on the air.

eleventh wholesale market . . . Memphis—serv- ¥ D¢ e

ing four million people with purchasing power in It's not too early—nor too late—to get in-

excess of two and one-half billion dollars will formation on rates and availabilities.

CHANNEL 13 : A New Columbia Affiliate

OFFICES: HOTEL CHISCA « MEMPHIS, TENN. o REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY
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for total-U.S. covera;

for better daytime sellix-

for TV-resistance after da@

for dominance of Non-TV Amerij
for mass audience, day or nigl
for campaign results, '53 sty

for sales economy, your sty"

for maximum flexibili T

for immediate detai
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#0 stations in the world’s largest network
dtronger-than-ever lineup of daytime programs
itws, music, drama upgraded at peak evening hours
12-to-1 listener preference over any other network

Hw ways to win cumulative audience, all week long
insistent highs in homes-per-dollar performance
insistent lows in actual time-and-talent cost

rtwork radio geared to your needs today

{Ingacre 4-8000 in New York and
WHitehall 4-5060 in Chicago

tual Breadcasting Systenm
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PITTSBURGH

“NOW ON THE AIR”

WITH OUTSTANDING
“NBC PROGRAMS
AND THE BEST IN LOCAL
ENTERTAINMENT

WhJF-TV

Takes Pittsburgh’s
2V4 Billion
MARKET OUT OF THE
SINGLE STATION CATEGORY

Phonc Wire or Write
for Complete Data

*EFFECTIVE SEPT. 1

WE ED TELEVISION

350 Madison Ave.

NATIONAL REPRESENTATIVES

52
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(This issue SPONSOR inaugurates
new feature in the Film Notes column.
Every column from now on will con-
tain an article by a different syndicator
giving tips on how best to use syndi-
cated TV filins; posing problems, or
citing case histories of advertisers
who’ve successfully used the films. The
first article appears below.)

v v W

Offer exclusive product
to male merchandising pay

by Arthur Gross, operations director,
Guild Films Co., New York

&

Mr, Jones, an appliance dealer in
Middletown, U. S. A., buys a half-hour
13-week syndicated film show in July.
He gets his ad agency to prepare some
three-ininute commercials. He sends
out some of the publicity releases and
pictures the syndicator has supplied.

Then he sits back and waits. He gets
calls from viewers thanking him for
the show and complimenting him on
his good taste. Some of his regular
customers drop by to congratulate him.
But by September he’s getting wor-
ried. Why? His sales are just about
the same as before he started sponsor-
ing the progran.

What was wrong? The show was a
good show—the comments proved that
point—and it was backed up by stand-
ard merchandising procedure. Wasn’t
that enough?

The answer, in many cases, is, “No.”
You've got to go beyond preparing
promotion kits and feature story ma-
terial to get dollar results for the local
advertiser.

At Guild Films, we keep three things
in mind when planning a merchandis-
g campaign:

1. Offer the public some product or
service it can’t get anvwhere else.

2. Make sure the product or ser-
vice has prestige value.

3. If the show is built around a
single personality, make the personali-
ty work for the sponsor off the TV
<creen as well as on it.

LLxample: For our Liberace show,

*See New TV Films chart, page 48.

we prepared a complete advertising
and exploitation kit. /n addition, we
arranged a promotion scheme in con-
junction with Columbia Records. The
promotion involved the disking of a
special record, unobtainable anywhere
else. The record (Liberace playing
“Dark Eyes” on one side, his own
arrangement of Brahms® Lullaby on
the reverse) was oflered to all sponsors
of the film. By ordering in quantities
of 1,000 or over, a particular sponsor
would get his firm’s name printed on
the record label. Advertisers are free
to use these records as they like to tie
in with the show (for instance, a bank
offered the record free to anyone open-
ing an account with a $10 initial de-
posit). Advertisers were advised to
play up the recordings as collectors’
items (here’s where the prestige comes
in) unavailable anywhere else in the
area, In just 10 weeks we’ve gotten or-
ders for over 30,000 disks.

Or, take the merchandising setup
we're now planning for our Joe Paloo-
ka show. The show is built around
Ham Fisher’s comic strip character
who symbolizes the ideals of American-
ism to 70 million readers.

To tie in with the show, we’re or-
ganizing local Joe Palooka fan clubs.
The purpose of these clubs will be to
encourage kids to carry out the ideals
Joe Palooka embodies. Because mem-
bership kits are obtainable only from
the sponsors of the show, they’ll work
to sell his product.

Right now. we’re assembling com-
plete fan club kits (including club
cards, buttons, autographed pictures of
Joe and Knobby) which we’ll make
available to sponsors. These kits can
be given away for box tops, for new
bank accounts, for can labels. Here
again you have the elements of ex-
clusivity, of prestice and of making
the show’s “‘star” work for the sponsor.

Sure, merchandising always helps.
But to make it really pay you've got to
go beyond what everybody else does
and find a new angle geared to suit
your own situation.

v v v

Cousolidated hits 83 williou: Con-
solidated TV Sales grossed $3,000.000
in its first vear of operation (year
ended 1 August 1953), Peter M. Ro-
beck, general manager, has announced.
Of a total of 753 sales made during
the vear, 82‘¢ were made directly to
stations, the remainder to agencies and
advertisers. * k%

SPONSOR
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The line forms to the left for
Channel 25. And, all over town,
Milwaukeeans by the thousands
are flocking to get in line . . . for
they want to see WCAN-TV.

In person and on the phone, Milwaukee
is making arrangements to have its TV sets
ready for WCAN-TV. New sets are being bought,

old sets adapted, ALL FOR CHANNEL 26.

Skeptical? So were we until we got in line with
Milwaukee. From the ever reliable party line®, we
learned that 16 percent of the people called already
have adapted their TV sets for Channel 25. What's more,
an additional 46.1 percent said they will be ready for
WCAN-TV within 3 months. This means, in round numbers,
that nearly 70,000 TV sets are ready NOW, and 192,000
more will be ready for Channel 25 within 3 months.

So, get in line with Milwaukee by lining up with WCAN-TV.

v\

®An impartial telephone survey
supervised by Dr. A. A. Suppon.
Director of Extension program
Wisconsin State College.

For WCAN-TV is catching the 285 in Milwaukee 3 channel 25 Milwaukee

represented nationally by 0. L. Taylor & Co.
Alex Rosenman, New York, Business Mgr.
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BURLINGTON, VT. MIAMI HOUSTON
5 KW -CBS 5K W -NBC 5 KW -ABC
wWGST Allsata, Go. 5KW. ABC WFLO Fa¥dville, Va. V300 w.
XFJ) Klamath Falls, Ore. 5KW. MBS WBCU Unidh, S. C. 1000 W,
KWBU Corpus Christi, Tex. 50 Kw, IND wDLP Ponomo Cilty, TN 1000 W,
WNOW  York, Po. 1000 W. IND KOTA Ropid City, & D. 5KW.
WLAK tokeland, Fla, 1000 w. NBC WFSC Somerset, Ky, 250w,
Kvoc Casper, Wyo. 250 W, NBC KWYO Sheridaa, Wyo. 1000 W.
WHOS Decatur, Alo. 1000 w. IND wLIo Eost Liverpool, Ohio 1000 W,
WwIKC Bogaluso, la. 250 w. NBC KRNR Roteburg, Ore. 250 w.
wCesi Columbus, Ind. 250w, IND WRUM Rymford, Moine 250 w.
WSAI Cincinnoti, O. 5KW. ABC KGNC Amarillo, Texas 10 Kw.
WPLA Plant City, Flo. 250 w. IND WWBZ Vinelond, N. J. 1000 w.
wWSPD Toledo, O. 5KW. NBC KOSY Texarkana, Texas 1000 w.
KJFV Webster City, lowo 250 W, IND WIMA Orange, VYa. 250 W.
. WDOV Dover, Del. 1000 W, IND WKBZ Muskegan, Mich. 1000 W.
WTWN St. Johnsbury, Vt, 250 W.  IND. KRDO Cala. Springs, Colo. 250 w.
- KCRA Sacramento, Colif. 5KW. NBC KBLO Hot Springs, Ark. 1000 W.
\ WGGH Marion, lll. 500W. IND WHOK Loncaster, Ohio 500 w.
KWBG Boone, lawa 1000 W. IND WCRS Greenwood, S. C. 250 W.
WING Doyten, O. 5Kw. ABC WBRN Big Ropids, Mich. 500 w.
. WSNW Seneca, S. C. 1000 W. IND WHUN Huntingdon, Pa. 250 W.
‘ WATM Atmore, Alo. 1000 W, IND WOBT Rhinelonder, Wisc. 250 W,

NEW CONTRACTS ARE POURING

IN JUST 4 WEEKS THESE SMART STATION
OPERATORS SIGNED THIS GREAT SHOW
o HOURS PER WEEK FOR MAXIMUM PROFITS!

SAN ANTONIO

WOAI

50 KW -NBC

DETROIT

CKLW

50 K W -MBS

SAN FRANCISCO

KGO

50 KW -ABC

BOSTON

WHDH

SO0 K W -IND.

INDIANAPOLIS

WEBM

S KW -CBS

MEMPHIS

WMC

S KW -NBC

JACKSONVILLE

WMBR

5 KW-CBS

ST. LOUIS

KSD

SKW -NBC

DALLAS-FT.
WORTH

WEAA

5 KW -ABC

IN DAILY . ..

HURRY! HURRY! WRITE, WIRE OR PHONE TODAY!
YOUR MARKET MAY BE SOLD TOMORROW!




FULL OF ONE MINUTE SPOTS
AND CHAIN-=-BREAKS

THAT MEAN DOLLARS
POURING IN YOUR STA‘IION‘
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from our Sponsot

EECLE

by Bob Foreman

IB ..k inthe good ole days when
folks were adjusting headphones
nightly on their superheterodynes,
they had little trouble identifying
program sponsors. Everyone who
was hep enongh to know that
KDKA was in Pittsburgh was also
quite aware that Pepsodent had the
Amos ’n’ Andy show and that a
singer named Croshy was on for
Cremo Cigars and the A and P
Gypsies weren't paid for by Bo-
hack’s.

In that era, program-product as-
sociation, now referred to as spon-
sor identifieation, was automatic,
essential and effective. In faet,
there are many produects still up
front on dealers’ shelves which
owe their start in life to their elose
relation to a specific radio pro-
gram or radio star.

Them days has gone forever.
The new monster, television, has
all but made it impossible for ad-
vertisers with less than astronomi-

cal budgets to get into television
with programs that are solely their
own. Sharing is the order of the
day—or as Pat Weaver once pre-
dicted (he it was who designed
NBC’s Your Show of Shows and
Today)—TV is like a magazine in
which a number of advertisers buy
into the editorial content.

Not only the eeonomics of the
medium but such facts as the ex-
pandability of a Godfrey added
further grist to the mills of those
who believed that television spon-
sors should be lessees (partici-
pants) rather than property own-
ers in the mediun.

Searcely a 13-week cyele goes
by that another advertiser who had
the luxury of sole sponsorship
doesn’t go alternate weeks with
some mnon-competitor picking up
the intervening weeks. And the
list is growing. With it has come
a new philosophy, one which may
or may not be wishful thinking.

In Thirties, sponsor identification was automatic. For example, everyone connected "Amos 'n’

Andy" (below} with Pepsodent. Today, high TV costs force split sponsorships, says Foreman

56
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It 1s this: An advertiser, regard-
less of budget, i~ better off partic-
ipating in several s<hows rather
than smking all his dollars in one.
It is a philosophy of diffusion—a
credo based upon the widest diss
semination of advertising copy and
a desire to reach as many new eyes
and ears as possible. Even if you
have a successful show, successful
in audience as well as selling, the
Theory of Diffusion dictates that
you parcel off alternate weeks,
utilizing the dollars saved to co-
sponsor somebody else’s successful
(you hope) vehicle.

Sinee no one has ever been able
to set a measuring stick of any
kind alongside the emotional im-
pact of show-ownership and how it
affects the viewer—since nobody
has ever been able to set a dollar
value on sole-ownership—there is
little evidence that diffusion is any-
thing but wisdom itsclf. However,
beeause of the importance of the
question, it seems incumbent upon
at least one of the dozens of re-
search organizations who are liv-
ing off the medium that some ba-
sie criteria be established.

Meanwhile there is an expand-
ing sheaf of evidence that dual (or
triple or quintuple) sponsorship
does work over and above merely
making it possible for limited bud-
get advertisers to indulge in TV.

Godfrey, parlayed across more
products than a rack jobber car-
ries, seems to perform yeoman ser-
vice for all. Spot broadcasting,
long a proven method of attack, is
mueh akin to participating spon-
sorship. Split sponsorship with
cross-plugging of commercial copy
to maintain weekly message con-
tinuity is a growing rather than
lessening approach—even for the
big-lcague spender.

The only real problem created,
as far as I can see, iz that the ha-
rassed account man under the in-
fluenee Saturday nights, sounds a
little silly boasting about “my tel-
evision show™ when there’s a good
chance someone else at the same
bar 1s saying the same thing about
the same show.

SPONSOR
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Adiertvemens

V. story hoard

{ column sponsored by one of the leading filin producers in television

SARRA

NEW YORK: 200 EAST S6TH STREET
CHICACO- 16 EAST ONTARIO STREET

SARRN proves how exciting a nuuition story can be in this new series ot
F\" commerdials tor the American Dairy Association. br. Herrell De Graft,
ontstanding food anthority and Prolessor of Food Economics at Cornell,
gives the weight ol his expert knowledge to the message: “Drink one—two
three glasses of milk a day.”  Stop motion shows the glasses mystertously
hilling up.  Human interest scenes drimatize milk's value in low calory dicts

.in baby teeding ... and for all ages. Prodnced by SARRA lor Nerican
Dany Association, thiough Campbell-Mithim, Inc.

SARRA, Inec.
New York: 200 last S6th Street
Chicago: 16 LEast Ontario Street

An ama of oriental magic muoduces each of a series of T-minute 1\ spots
made by SARR\ for La Choy American-cooked Chinese foods. To the clang
of Chinese gongs swirling mists dissolve to reveal this girl with a La Choy
package.  Appetite-appeal and "how to™ live action shots show how ecasy 1t
1s to prepare a delicious, moneyv-saving La Choy meal.  Expert photography
and hghtness ol touch, combined with hard sell, give the cffectiveness vou
expect of SARRA commerclils.  Produced lor Beatrice Foods Company,
through Foote, Cone and Belding.

SARRL, Inc
New York: 2000 East 56th Sticet
(Lhi(‘ugn: 16 East Ontario Street

SARRA rings delightful ¢hanges on a sunong-scling theme in a series of
I-minute TV commercials for Champagne Velvet Gold Label Beer. In home,
tavern, picnic and sports scttings, expertly cast “folks™ are shown enjoving
their evening beer.  Ingenious ““time’ devices maik oft the hours between
5 and 7 P.M. to symbolize the message: “Alter woik, betore supper . . . a
beer that tastes better when vour taste is keenest.”  Deft product identifica-
tion climaxes each closing.  Produced by SARRA for Terre Haute Brewing
Company, Inc, through Weiss and Geller, Inc.

SARRAL Inc.

New York: 200 East 56th Street

Chicago: 16 East Ontario Street
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commercial review

TELEVISION
SPONSOR: Bobbi Pin Home Curl Wave
(Toni Co.)
AGENCY: Tatham-Laird, Chicago
PROGRAM ; Announcements

This spot opens up with a couple of cute
looking girls, each featured on the cover
of Seventeen magazine. Having estab-
lished this, the magazines dissolve off and
we move in close and unfreeze one of the
girls (who hardly needs unfreezing). She
then goes into a very effective demonstra-
tion of the product that even I, with my
minimum of hair, could follow.

The key words are superimposed to add
video impact to the demonstration and to
please Mr. Gallup and Mr. Robinson.

All in all this copy represents a most
effective use of television, since it is fast-
paced, makes effective use of demonstra-
tion and has good visual continuity as well
as impact. A most convincing announce-

ment, I’m sure, to the people at whom it
is beamed.

| SPONSOR: Super Coola
AGENCY: Ted Bates & Co., N.Y.C.
PROGRAM : Announcements

Super Coola intends to carry the fight
against glass containers in as dramatic and
boisterous a fashion as possible. By use
of such violent opticals as burst wipes and
a real punchy sound track, this product
does a most effective job in its attempt to
put the bottle in the same category as the
surrey with the fringe on top.

A lot of empty bottles open up one of
the spots. Also there are broken bottles.
And there is a most graphic comparison
proving that both bottles and Super Coola

cans contain the same amount Of beverage

~ despite the smaller look to the Super Coola

can—plus an effective and quick insert
showing how neatly the cans store.

But the Super Coola people are smart
enough not to let the entire sales pitch
fall on the container. In order to make
clear that theirs is a tasty beverage, too,
we see a cute youngster enjoying the prod-
uct to get the story of the various flavors.
In a field where competition is heavy and
well established, the hard-hitting approach
of these announcements, given sufficient
frequency and time to establish the prod-
uct, should make some sort of a dent

in the market. * K Kk

SPONSOR
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RAMBLIN' JIMMY DOLAN

In San Francisco, he's the shortest distance betieeen you and your customer.

Jimmy Dalan’s

western musi¢ progrom
an KYA rambles along
very comfartably until
time far his spansar’s
commercials...then he's
gently but firmly direct.

Clearly, he gets his sales
paints across . . . ..

Natianal advertisers of these

and allied praducts . ..
appliances, autamabile
accessaries, fauntain pens, etc.
.. con get the same benefits
by buying participations in
Jimmy Dalan. For that matter,
$O can anyone who wants
ta sell his praducts in the

San Francisco Bay Area.

We laak forward to

yaur inquiries.

Represented nationally by George W. Clark,iinc.
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Ask a youngster to draw a house, and the chances are he’ll
top it oftf with an antenna— almost without thinking about
it. The way you used to curl the chimney smoke in your own
small-fry pictures.

This may surprise you if you still think of television as a
new advertising medium. But a house today is hardly com-
plete without television. Television is already part of every-
day living in 25 million homes—and a half million additional
sets are installed every month.

For a television antenna is a sign of welcome to people

with something to say—and show—in advertising, as in enter-

tainment, sports,news, and public affairs.It’s a sign of almost
five hours of daily welcome on the average screen—which
displays products to more people, with more appeal and im-
pact, than any other medium in advertising history.

What assures you the biggest welcome in customers’
homes 1s a good program. And the network with the most
popular programs is CBS Television —which consistently wins
most of the top ratings where popularity can be compared:
in the major markets where networks compete. ..It’s the net-
work that can take your program—and product— with the
greatest economy into American homes. CBS TELEVISION
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CHILDODRENDS PLAY SET

| &

SPONSOR: Ploto Products AGENCY: Direct

CAPSULE CASE HISTORY:  Cartoorn Time was the
KTTl program this sponsor chose to plug a 82 children’s
play item—a tracing device made of celluloid which en-
ables anvone to draw cartoon characters. The show is
telecast each afternoon 5:30-6:00 p.m.. features KTTV
personality Sheriff John. One participation on one pro-
gram brought in 366 orders [or the tracing set. This was
8732 worth of orders for an air investment of $100.

KTTV, Los Angeles PROGRAM: Cartoon Time

WATERPROOF WATCH

BOYS' OVERALLS

SPONSOR: llenke & Pillot

CAPSULE CASE IHISTORY: Late one Wednesday eve
ning super-market chain Henke & Pillot telecast on
20-second announcement advertising boys overalls at «
reduced price ($2.29 per pair). Thursday at 9:00 a.m.
all 30 of the chain’s super markets were thronged witl
customers for the overalls. By 12:00 noon they had solc
1.200 pairs at a sales gross of $2,748. The stores were
Jorced to order additional stock to meet the demand. The
announcement cost the sponsor $96.

AGENCY: Aylin Ad

KPRC-TV, Tlouston PROGRAM: Anncuncement

SEWING MACHINES

SPONSOR: Brywon’s Sewing Machine
Exchange

CAPSULE CASE HISTORY:  Bryson’s first investment in
TV advertising was on WTV]’s Bob Lynn Show (Monday
through Friday, 9:00-9:30 a.m.). The first participation
brought in six calls within one hour after the show and
resulted in four direct sales of sewing machines at a cost
to the sponsor of $35. Sponsor is now on five daytime
participating shows on WTV ], Miami.

PROGRAM: Bob Lynn Show

AGEXNCY: Direct

WTV], Miami

1
¥

RUGS

SPONSOR: Feder’s Jewelers AGENCY: Direct

CAPSULE CASE HISTORY:  To push a waterproof watch
selling for $17.95, this sponsor bought a Front Page De-
tective program (film series distributed by Consolidated
TV Sales). The next day, as a result of the one telecast,
Feder’s sold 122 watches at a sales gross of $2,1839.90
on this itemn alone. In several instances, says Feder Presi-
dent Arthur Cohen, they were able to sell a better-grade
watch to those who came in as a result of the program.
The sponsor’s investment was about $275.

KROD-TV, El Paso PROGRAM: Front Page Detective

SPONSOR: Na:zsif Rug Co.

CAPSULE CASE HISTORY:  For its first venture into
television the Nassif Rug Co. of Sioux City purchased a
15-minute newscast on a Sunday evening (8:45-9:00
p.mm.}. The next day. Monday, the company’s gross re-
ceipts ran up to $2,000. which reflected about a. $1,000
increase over usual business for that day. This, accord-
ing to owners Nick C. and O. J. Nassif, proved to be
representative of business the rest of the week—it was
just about doubled. Cost of the program: $125. Spon-
sor bought the Sunday night newscast for 52 weeks.

PROGRAM: Newscast

AGEXNCY: Direct

KVTY, Sioux City, Iowa

FROZEN FOOD PLAN

BANK

SPONSOR: Radio & Appliance Corp. AGENCY: Direct

CAPSULE CASF HISTORY:  This Nashville distributor

of Admiral Appliances wanted to develop leads for Ad-
miral's food plan (which involved purchase of a large
quantity of [rozen [oods plus an Admiral home freezer).
It bought a half-honr program on WSM-T1', included a
phone number in the commercials so that people could
call for additional details. Within two hours 120 calls
had come in. Out of these leads 15 Admiral [reezers,
ranging in price from $429.95 1o $799.25. were sold in
the next tico weeks.

WSM.TV, Na-hville PROGRAM: Half-hour show

SPONSOR: Eagle Savings & Loan Co. AGENCY: Direct

CAPSULE CASE IISTORY:  The Fagle Savings and
Loan Co. was out to get new depositors—or at least to
enlarge the accounts of old depositors. It turned 1o WLW -
T, purchased a schedule of 22 10-second 1.D.’s per week.
Commercials offered a steam iron [ree to each depositor
who either added $1,000 to his present account or who
opened a new account of $1,000 or more. At the end of
the first week, the bank’s coffers had been swelled by
more than $1.000,000 in new deposits. After four months,
Eagle had increased its deposits by more than $1,000,000.

WLW-T, Cincinnati PROGRAM: 10-second 1.D.s




rug PROOF oF THE - papker

- | ~t) e

JACK'S JUKE BOX
WDEL-TV

Wilmington, Delaware

CHANNEL ]2

A four-state favorite—Jack’s Juke Box,
WDEL-TV Saturday night disc Jockey show

featuring Jack Reynolds, pulls loyal, enthusiastic
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audience response from Delaware, Pennsylvania,
New Jersey and Maryland—a market whose
people have $1,730,561,000 to spend

every year. To reach this big prosperous
market—to increase sales for your product—

buy WDEL-TV—featuring top local,

NBC and Du Mont shows.

i IMEEKER WDEL

New York ¢ Chicago AM TV FM

Los Angeles « San Francisco Steinman Station
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PONNOR Asks...

a fornm on gunestions of cenrrent interest

to air advertisers and their agencies

What can be done to stimulate conversion

of sets to UHF in established VHF areas?

THE PICKED PANEL ANSWERS

The usual stock
answer to this
question  would
be-—get a good
network  aflilia-
tion with a strong
lineup of top
shows.

However. it’s

: apparent that

Mr. Pearson scores of UHF

stations won’t be

able to affiliate with any of the four

TV networks and will have to go it
alone to survive.

Therefore, the problem of stimulat-
ing conversion in established VIIF
areas is one that calls for the closest
cooperation between the UHF station
and all the set dealers and service men.

In the first place, UHF installations
must be correctly and very carefully
handled. Proper placement of the an-
tenua seems to be the most important
factor in determining the quality of
UHE reception and most certainly su-
perior reception provided by UHF
must be guaranteed if set owners are
to go to the expense, however nomi-
nal, to convert their sets to UHF. No
one questions the fact that UHF is out-

standing from a quality signal stand-
point.

It is imperative that station opera-
tors and dealers and service organiza-
tions must work land in hand, check-
ing frequently with eaclt other on re-
sults obtained. Trouble spots should
be thoroughly mvestigated  promptly
and steps taken to correct the cau-c.

Programing also must be made at.
tractive, and the quickest and surest
way to win friends and influence v jew-
ers is to give them good programing
that they cannot or do not set [rom
the competitive VHI" station. Regional
news coverage and sports are generally
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regarded as sure fire, especially in mul-
tiple-station markets. The station clev-
er enough to arrange the most inter-
esting program fare is the station that
will get the audience, whether it he
UHF or VHF.

Where VHF covers a market from
outside, it is sound logic to have deal-
crs demonstrate in the stores and dis-
play windows the picture quality from
the outside VHF as compared with the
home-town UHF. In practically every
instance the UHF quality will be much
clearer and sharper and energetic sales
people will be quick to see the oppor-
tunity to close immediate sales for
cither new sets or conversion units
strictly on the basis of superior per-
formance. Viewers seek the best and
if UHF does the job, UHF will win
viewers.

In the final analysis. “The show is
the thing” and if a UHF station cannot
provide network programing, then it
must meet the challenge with intrigu-
ing local and regional features plus
smart film buys. Independent radio
slations have survived and profited
against network programing and we
feel independent UHE or VHF ctations
can do the same.

Jonx E. PearsoN

President

John E. Pearson Television, Inc.
New York, N. Y.

WSBT-TV  went
on the air on
Chammel 34 on
December 21.
1952 in  South
Bend, Ind.. in a
fringe area in
which VHF re-
ceptionn was con-
sistently  poor
rather than good.
That viewers re-

ceived this station with open arms is
evidenced by the fact that there are
now nearly 70,000 UHF-equipped sets
in the station’s coverage area.

From the very start of operations

WSBT-TV received plentiful orders
from all four TV networks that en-
abled the station to present top-notch
chain programns with pictures that gave
the area a new concept of television
quality. The network shows were sup-
plemented by local programing of spe-
cial events, news, sports and weather,
plus ligh-rated syndicated filns and
the station put a big feather in its eap
by bringing the Indiana State High
School Basketball Championship ganies
to its coverage area for the first time

on TV.

Immediately after receiving its CP,
WSBT-TV started a series of dealer
meetings at which the station manage-
ment gave out information on its plans
and programs and gave instruction in
the basic elements of UHF. These
ineetings were supplemented by regu-
lar mailings to dealers and distribu-
tors that kept the merchandising end
of the industry up to date on station
progress.

In January. the station and its news-
paper-owner. the South Bend Tribune.
staged a massive TV display at Notre
Dame’s Navy Drill Hall and 30,000
people saw television shows staged and
received simultaneoushy on the hun-
dreds of sets on display. Dealers and
distributors having displays at the
show filled a special 48-page TV sec-
tion published by the newspaper.

Close dealer cooperation, good pro-
graming. consistent promotion and ex-
cellent pictures have since combined to
create thousands of new television
viewers in the South Bend area. WSBT-
TV's picture is now simply regarded
as television. \Whether it's UHF or
VHEF is no longer a factor as far as
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are  recognized
and met. This of

course is particu-

larh true in the

M. Dodge ~single VIIF <ta-
tion markets,

The first thing that must be recog-
nized is that the public’s demand for
television and more television is grow-
ing to cyclonic proportions. henee it is
obvious that program promotion is of
vital importance. DBy the same token,
in those markets where single VHF
stations have been enjoyving a virtual
business  monopoly. their efforts to
maintain their position and ignore the
people’s desire for a greater range of
entertainment and a choice of pro-
grams is somewhat reminizcent of the
ill-fated King Canute and hi< demand-
upon the sea.

While the importance of program-
ing cannot be overemphasized. prob-
ably the most vital factor in stimulat-
ing set conversion is the need for edu-
cating both the public and the dealers
concerning UHF. Set owners general-
Iy do not understand the difference be-
tween UHF and VIHF and what they
must do to convert. Televizion dealers
are equally vague in their understand-
ing and have had little experience with
the characteristics of the UHF =ignal.
The result is a state of general con-
fusion that must be clarified before a
substantial number of conversions can
be expected.

Awmple technical information and in-
struction for the dealers and simple.
easilv understood. printed material of
the ““question-and-answer” type for the
public are a must. Obviously with this
condition. it is important that the new
UHF station gets its test pattern on
the air as far ahead of the initial pro-
graming date as possible.

The local dealer organization is of
the utmost 1mportance in converting a
market, for the simple reason that
practicallyv every set owner in the area

(Please turn to page 85)
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Best in Baton Rounge

In the 3rd largest Louisiana Metropolitan Market More
and More National Spot Advertisers are Using WIBR.

Because

* Lowest cost per thonsand
* Largest mndienee gain of any area station in past three years—
ha<ed on Hooper*
* Only fulltime independent station in market.
* Leads all network stations in total quarter hour Hooper rated time
periods davtime.
* 8 new National Advertizers in last 30 days.

*Hooper—June, July 1053

1000 w Kobert Earle

fulltime General Manager

BATON ROUGE
LOUISITANA

check any Walker Representation Company office

for details and availabilities
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Humor group develops comedy taleat for television

Comedy has always been in demand
on the airwaves, pulling down top rat-
ings. Now with TV getting bigger and
more  program-hungry every day,
there’s a fresh and ever-growing mar-
ket for comedy shows and stars.

Aside from network cfforts along
these lines (NBC TV, for instance, ran
a Comedy Development project last
year) . one organization which has been
working for some time toward meeting
the demand for more comedy on the
air is the National Association of Gag-
writers. This group. with almost 100
local chapters in key cities from coast
to coast, devotes itself exclusively to
the development of comedy talent, both
writing and performing.

The association sponsors “comedy
workshops” wherever chapters exist.
The workshop in New York City meets
twice a week, devotes Mondays to nur-
turing comedy scriptwriters, Wednes-
days to cultivating budding comedians.
Experts from all aspects of the comedy

field appear as guest lecturers. Among
those scheduled to speak this “semes-
ter” (the ninth annual) are Jay Bur-
ton, stafl writer for Milton Berle; Bill
Berns, ABC program director; Stan
Dreban, comedy writer, CBS; Joe Lau-
rie Jr., Senator Ford and Harry Hersh-
field. (The latter three were members
of the old joke-panel show, Can You
Top This?)

For practical broadcasting purposes
the association is making available to
both TV and radio networks a Comedy
Workshop program, an all-comedy tal-
ent show with a panel format. using

writers and performers discovered by

the Gagwriters. This is planned to
serve not only as a program but as a
source for new talent and comedy show
ideas for the network.

Organizer and head of the National
Association of Gagwriters is publicist
George Lewis, who can be reached for
further information, at 292 Madison
Ave.. New York. * * %

Gals like howmemalking shows best, recent survey finds

Ladies across tlie land like home-
making subjects best on radio and TV.

This was one of the findings in a
national survey recently conducted by
the New York Chapter of the AWRT
(American Women in Radio and Tele-
vision) to discover what type of pro-
graming was most popular with loeal
audiences.

The AWRT mailed a questionnaire
to some 2,500 women broadcasters all
over the country last spring. Response
showed that, due to high audience in-
terest. 6195 of all radio and TV wom-
en's programs carry “homemaking”
news. Runners-up in interest, accord-
ing to the studyv. are: fashions, inter-
views, cooking and beauty.

A wider purpose of this project, the
AWRT states. is to set up a central
clearing lhouse for information con-
cerning women's programs (especially
davtime shows) in order to provide
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both buyers of program time and per-
formers with a guide to listeners’ in-
terests and program preferences.

AWRT survey sims to aid timebuyers, actors

This year, a similar survey will be
conducted. according to Dorothy Kem-
ble. president of the N. Y. Chapter of
the AWRT. It will be recommended
a< a vearly project so as to keep the
information up to date. * koK

Ad agency uses radio
(o woo new clients

Plhiladelphia ad agency W. S. Rob-
erts, Inc., is using radio to advertise
its services.

Radio station KYW, through Robert
I1. Teter, sales manager, reports that
the W. S. Roberts agency has bought
a schedule of announcements calling
attention to the imagination they inject
into commercials for their clients and
the results they get in terms of sales.
The messages end with a bid to busi-
nessmen to contact the agency.

The pitches are carried on KYW’s
early-morning Jack Pyle program.
They point out specific commercials
the agency has placed on the same
show in order to get maximum tie-in
identification. Accounts the agency
cites as examples of those for which
it has done a good air job include
MaeDonald and Campbell Men’s Store,
Snedaker  Custom - Built  Kitchens,
Broad Motors (Ford Dealer). * % %

KXOL axes announcers,
hires “air salesmen®

The word “announcer” is now obso-

lete at KXOL, Fort Worth, Tex.

The other day, all four members of
the station’s announcing staff were
handed pink slips. When they came
wrathfully to station manager, Earle
Fletcher, demanding an explanation,
they were told that the station was
going to operate entirely without an-
nouncers from there on in, planned
to use “air salesmen” instead. Then
each man was officially re-hired as an
“air salesman.”

The KXOL management’s philoso-
phy is that “the man behind the mike
is the ultimate salesman of the work
done by the sales force, continuity writ-
ers and everyone clse connected with
the operation of the station. The days
are over of a man sitting in a control
room or announcer’s booth with his
feet propped up on his desk reading a
magazine, interrupting his reading oc-
casionally to open the mike and make
a station break or announce the name
ot another record.”

The KXOL air salesmen will attend
regular weekly sales meetings just as
do the time salesmen, savs manager
Fletcher.

The entire KXOL staff has been in-
structed to drop the word “announcer”
from its vocabulary. * ok ok
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Briefty . . .

The new ABC RRadio TV Center in
San Irancisco. on whiclt construction
was started last nonth and which will
llonse KGO and KGO-TYV, will cost
81,500,000, The modern, streamnlined
five-story  building  on Golden Gate

—

New ABC Center plans operations by Feb. ‘54

Ave. will contain a total of eight stn-
dios. 15 cameras. dressing rooms, scen-
ery shop. paint shop. art department
and all other facilities necessary for
radio and TV production, ax well as
the stations” business oflices.  Broad-
casting from the new premises s
planned to start in February 1951 with
the final completion set for May 1951

* *

Wise Advertising of Baltimore has
hit on a simple but effective way for a
small agency 1o personalize itself 1o the
“fiecld.” Though organized over a year
ago. it has just is<ued a little brochure
introducing its personnel and its ad-
vertising philosophy. It describes in
detail the hackground. expericnce and
qualifications of President llamilton
Wise. Executive V.P. I'red Sorensen.
Art and Production V.I'. Charles Haz-
ard. Copy and Media Supervisor Eliz-
abeth Koke and CI2.\ Melvin Berngartt

showing photos and infusing the
sketches with some of the personality
“flavor” of each.

* R *

Toronto radio rep Stephens & Town
drow is sending out cash by mail. To
each radio-TV trade publication, it
mailed a little black sack containing 12
shinv new Canadian pennies. These
pennies represented the "new™ execu.
tives at CHLO. St. Thomas—uew in
the sense that each one had advanced
to a different. higher position at CHIO
in the past few months. * k *

7 SEPTEMBER 1953

Erudite, debonaire, morning man
VERN COOK has a waiting list of dis-
tinguished advertisers,

He occupies the major share of
WTRY time before ARTHUR GODEFREY,
and consistently outrates all local and
network competition.

He's another reason for the ex-
traordinary length of WTRY’s lead in
Albany=Troy = Schenectady.

WTR 980 KC. CBS Radio
| 5000 W. Network
ALBANY — TROY

—SCHENECTADY  Represented by HEADLEY-REED CO.
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ven with a tower rivalling
the Eiffel, WHEN's reception
in France is doubtful, but
people in Paris, N. Y., enjoy
WHEN daily.

3

High an the hills savtheast of
Syracuse sits Paris — anly ane
village in a vast 26-caunty area
cavered by WHEN. There are
2% millian peaple in this WHEN
market — peaple like the anes in
Paris — who watch and enjay TV
at its best over Channel 8 and
form buying habits by what they
see and hear. Yaur message, toq,
can bring respanse (and re-
sponse means dallars) by telling
this rich upstate market about
your praduct over WHEN.

SEE YOUR NEAREST
KATZ AGENCY

A
MEREDITH
STATION

TELEVISION

SYRACUSE
N/

Edward H. Weiss

President
Weiss & Geller, Inc., Chicago

Many people in the agency business wish that Ed Weiss would act
as relaxed as the copy turned out by his agency for such clients as
Mogen David wine, Wrigley gum or Toni home permanents. In-
stead he is reputed to work 18 hours a day and still have time to
make a few very important speeches a year. The interesting part of
it is that practically every one of the speeches is widely quoted in
newspapers and trade magazines. They’re that good. He is un-
doubtedly one of the most quoted men in the ad industry.

One of the reasons why so many ad people listen when Ed talks
is that his subject is usually a highly interesting one: human moti-
vation. He believes that use of social sciences is the big new devel-
opment in agencies. A sociology major in college himself, Ed has
remained a student (and often teacher) of the subject. He is a
member of the boards of the Menninger Foundation, Topeka: the
Institute for Psychoanalysis, Chicago, and the Chicago \ledical
School, as well as many advertising associations.

His interests must pay off. When Ed Weiss started his agency in
Chicago in 1938 his only two accounts were the Selby Shoe Co.
and Visking casings for skinless frankfurters. Both these accounts
are still with the agency, but today, the agency’s billings are in the
neighborhood of $11 million. A nice neighborhood—and the way
to gain admittance is to raise your clients’ sales. The year before
Weiss & Geller won the Wine Corp. of America over to TV, the
company had sold 1,200,000 gallons of Mogen David wine. That
was in 1919; sales for 1953 are conservatively estimated at 4,200,-
000 gallons. (See “TV and psychiatry boom Mogen David,” spox-
SOR, 26 January 1933.)

In view of Ed’s predilection for motivational factors it is not
surprising to learn that his agency has its own social science library
containing several hundred volumes. Savs Ed. “Every department
member of our organization—art. copy. research, media, account
executive. radio, television—all of us meet regularly with social
scientists and explore with them specific advertising and sales prob-
lems and possible solutions.”

Married and the father of one son, Ed finds that he doesn’t get
enough chance to express himself at the office or at speaking en-
gagements. So lie paints for a hobby. * k%
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You'll need a BIGGER YARDSTICK to measure

Pennsylvania's greatest e
TV station e

i ~—c X )
AT I K \'\\

PHILADELPHIA

With maximum power on its favored low
channel, WPTZ now delivers o beller signal to more
people over o wider area than any olher televisian
staiion in Pennsylvaniao!

In the A and B areas live some 6,390,000
people. These arcas embrace more than 15.000
square miles in Pennsylvania, New Jersey
Delaware and Maryland.

In addition to the many communities newly
served by WPTZ, this territory includes im-
portant markets such as Allentown. Reading,
Wilmington, Trenton, Atlantic City.. citics

which have long looked to WPTZ for their WESTINGHOQUSE RADIO STATIONS Inc

favorite TV shows. Now they receive a signal
as strong and clear as that delivered to thegcity WBZ « WBZA  KYW « KDKA « WOWO « KEX » WBZ-TV « WPTZ
of Philadelphia itself, or elsewhere in the
booming Declaware Valley.
More than ever, WPTZ is your greatest buy
among Philadelphia television stations. With the
best coverage, programs, and production, it is
Philadelphia’s first television station. For avail-
abilities, check WPTZ or NBC Spot Sales.
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MERCHANDISING
(Continued from page 39)

tion. in addition to othe: nerchandis-
g services, also makes vp local point-
of-sale material with the client paving
print costs. WDAY-TV, Fargo, N. D,
says Jack Dunn, has its own TV pro-
motion show. Bill Ashworth of WSPD-
TV in Toledo, Ohio. feels that the sta-
tion’s nummber one service is a meeting
with local client representatives to dis-
cuss sales and distribution problems.
Then the services are custom-tailored
to the needs of the advertiser.

WKRC-TV, Cineinnati. reports no
merclmndwmﬂr department.  And
WTMJ-TV, Mnl\\aukee advised that
station policy would not permit provid-
ing requested inforination.

David M. Baltimore, WBRE-TYV,
Wilkes-Barre, l’a., says there are no
“yes” and “no” cut-and-dried answers.
The station does merchandising when
it has time and client’s schedule is
large enough to warrant the effort and
expenditure.

Robert Reuschle. WHUM-TV, Read-
ing. Pa., feels the station is too new
to judge the extent of its merchandis-
ing services. However, the station does
have a retail outlet merchandising plan
and does on-the-air promotion.

WFIL-TV, Philadelphia, has three
retail merchandising plans, two for
grocery outlets and one for drug
stores. Additionally, the station does
direct merchandising through a pro-
motion called “Luneheon is Served.”

WCSC-TV, Charleston. S. C., runs
a weekly movie trailer in a leading
Charleston theatre.

WTVR, Richmond, Va., offers an
auditorium at no charge to advertisers
wanting a place for sales meetings.
Fhey also supply personnel at regular
hourly rates for calls upon retail trade.
This station supplies a mimeographed
outline of all free and cost services.

William R. McDaniel, WSM-TV.
Nashville. points out that merchandis-
ing activity of his station is more often
undertaken beeause of special need
rather than because the advertiser is
spending a certain amount of money.
For that reason, the station finds it
impossible to list standard rules and
conditions under which these services
are available.

Owen Saddler. KMTV. Omaha savs
i station will do special prometions
to fit the oceaston. Also. in addition
to standard promotional procedures.
the station prepare~ and distributes a
TV column to weekly newspapers in
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the station’s primary area.

Harold Anderson, KOLN-TV, Lin-
coin, Neb., comments that the size of
the aecount determines the amount of
serviees, Fred Weber, WFPG- TV, At-
lantic City, plans to offer merchandis-
ing services when rates justify the sta-
tion expense.

KOB-TV, Albuquerque, N. M., adds
daily program listings of all sponsors,
with trade names, to its merchandising
services, according to J. . Meyerson,

Bob Patt, WCBS-TV, New York, re-
plied that the station’s established pol-
icy would not perniit acknowledgement
of our questionnaire. However, he
points out that it does not inean WCBS.
TV doesn’t merchandise for advertis-
ers. Each one is handled as a separate
case.

John Mitchell. WABC-TV, New
York, reports that the station adds
P.A. systems at amusement parks and
on dayline river boals as merchandis-
ing plusses.

WNBT's Max Buek, New York, adds
super market consultation service, drug
store displays, laundry truck posters.
sampling, personal appearances of
stars and movie trailers to a long list
of merchandising services, This sta-
tion also has “Operation Chain Light-
ning” which has apparently accelerated
the trend to chain store tie-ups the
country over,

The WLW organization (Cincinnati)

a study in depth merchandising. No
stranger to this sales tool through ra-
dio, the company gives the television
operation the benefit of past experi-
ence. And Jerome “Tad” Reeves at
WBNS-TV, Columbus, Ohio, adds ex-
cellent ideas in the field of creative
merchandising to the standard list of
station services.

Paul Goode, KSWO-TV. Lawton.
Ckla.. is in the usual predicament of
a new station which has limited person-
rel. The station plans a merchandis-
ing program this fall. Lucille Marlowe
of KPTV, Portland, Ore., reports that
the station has just organized a mer-
chandising department. They intend
cheeking store figures on advertised
produets after all important tie-in pro-
motions. Harold Lund, WDTYV, Pitts-
burgh. adds about 20 locations for dis-
play signs featuring client programs.
And WJAC-TV, Johnstown, Pa.. takes
Tele-Ads in Western Union oflices. ac-
cording to Alvin Sehrott.

XELD-TV. Brownsville, Tex.. say:
Burt Metcalf, lias never been asked for
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\4‘,,g And in Texas, that's big! KGUL-TV, with the most
P A powerful signal in the Southwest.

. wings not only to Houston, but 25 miles beyond!

... brings into range a greater metropolitan area than
ever—Galreston and Houston combined, now 1.4th
in the nation!

. one of the top dozen richest areas in the U. S
in family income, with an average of $6,342 a vear!

. spans more people than ever, now 1,218,400, and
more total income, now $2,179,947,000!

Any wayv vou measure, KGUL-TV covers one of the
biggest and wealthiest markets in all television. A

Your CBS Television Spot Sales representative
will be pleased to show yvou how yvou're really on

the map when yvou are on... :
KGUL-TVZ >
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KDUB-TV. Lubbock, Tex., works
closely with distributors. It also uses
cards on outside of city busses and
taxicabs.

Phillip  Allen, WLVA-TV, Lynch-
burg, Va., budgets 5% of net monies
from schedules for promotional work.
And A. P. Hunter, KING-TV, Seattle,
plans a merchandising department in
the near future.

Lawrence Rogers, WSAZ-TV, Hunt-
ington, W. Va., passes along that news
also. Their merchandising department
iz in process of formation. Robert

Moore, WKAB-TV, Mobile, has a $500

6th in a series

(]
y ﬂé
HE 2l
IN THE MIAMI
TV MARKET

Now 26th among the nation's
metropolitan retail areas.
THE SOUTH'S FASTEST-GROW-
ING MARKET INCLUDES 825000
PERMANENT YEAR 'ROUND RESI-
DENTS SPENDING

$49,700,000.

IN FILLING STATION SALES®

FOR THE ENTIRE AMAZING SOUTH FLORIDA TV SALES
STORY CALL YOUR FREE & PETERS COLONEL TODAY

TV\' MIAM]

* FIRST RESEARCH CORP. of Florida

minimum buy on merchandising ser-
vices. The station maintains complete
merchandising facilities.

Phil Hoffman, KECA-TV, Los An-
zeles, savs the station does not charge
for merchandising services at present
but may at a later date. llerh Bach-
man, KPIX, San Francisco, explains
that while the station does a complete
job on audience promotion, it will
charge them al cost for retail mer-
chandising services.  Don  Norman,
KNBH, Hollywood, says the station
does a complete job on audience pro-
motion, it will charge sponsors at cost

b —

W p

Now under construction - 1,000 ft. Antenna - 100,000 Watts

-
~

for retail merchandising services. Don
Norman, KNBH, Hollvwood, savs the
station does a tailored merchandising
job for each client and its Food for
Thought show provides direct retailer
tie ins.

KTTV, Los Angeles. savs Richard
Moore. has its “Smash” merchandis.
ing plan with in-store promotion fea-
tures by station men keved to their
Star  Shoppers show. Harold See,
KRON-TV, San Francisco. savs the
station charges for unusual services
which seem out of line with the ad-
vertiser’s schedule.

KFEL-TV, Denver. reports Gene
(PFallon, has an extensive newspaper
and trade advertising schedule. KKTV.
TV. Colorado Springs and Pueblo, in-
forms James Russell, has an extensive
drug merchandising program and is
developing one for grocery outlets.

WAGA-TV. Atlanta. has a “Super
Sales” plan with A&P tie-up. WSB-TV,
same citv, plans a chain tie-up service
in the near future. Ken MacDonald.
WBKB, Chicago. points to Stopper
Shopper. with a chain store tie-up on
A&P and National. Don Kvnaston,
WEEK-TV. Peoria, Ill.. stresses mer-
chandising services for good custom-
ers of the station.

WFBM-TV. Indianapolis, says Har-
rv M. Bitner Jr., will promote accord-
ing to the size of the schedule. WTTV,
Bloomington, Ind.. reports a tieup with
IGA stores. WOC-TV, Davenport,
Iowa, sends along a mimeographed
~latement of 1nerchandising policy,
varying according to spot, announce-
ment and network schedule. Because
of WOI-TV’s limited commercial ba-
sis, reports Richard Hull from the
Ames, lowa, station, he is not allowed
to provide merchandising assistance to
clients.

Robert Tincher. KVTV. Sioux City.
lowa, considers consullation with local
client representatives a must in sta-
tion merchandising. Harold Christian.
WXYZ-TV, Detroit, reports 30 women
demonstrators available to clients for
two-day store demonstrations. This is
the only part of the station’s mer-

- chandising services charged to the cli-

|

ent. It’s on a cost hasis.

Don DeGroot, WWJ-TV. Detroit.
sends along a copy of the Marketer, a
mailing to various retail outlets.
WKNX-TV. Saginaw, Mich.. according
to William [Edwards, has been credited
with forcing distribution of new prod-
ucts. The station does trade mailings
at client request. And Francis Van
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HEIGHT

COUNTS MOST!

WAVE-TV Delivers:.
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky ond Southern Indianal

19.8% GREATER CIRCULATION

than the area’s leading

NEWSPAPER!
627.3% GREATER CIRCULATION

than the area’s leading

{ \ NATIONAL MAGAZINE!

e ] \ (WAVE-TV's superiority as of July 1, 1953, and still growing!)

B In television, Tower Height is by far the biggest
factor in delivering a strong, clear picture to
v fringe areas. Low Channel is next most im-

portant, and Power is third.

. e WAV E-TV’s new tower soars 1585 feet above
sea level—much the bighest in this area, and
. ] : 419 feet bigher than Lovisville’s second station!

(3 - - WAVE-TV’s Channel 3 is the lowest in this

‘ area!
/ i WAVE-TV’s 100,000 watts of radiated power

is the maximum permitted by the FCC for
ke Channel 3—is equivalent to 600,000 watts from
S our old downtown tower on Channel 5!

Ask Free & Peters for all the facts about
WAVE-TV’'s amazing new coverage and about
the great WAVE-TV television market.

According to FCC curves, WAVE-TV
now effectively reaches 85.5C¢ more LOUISVILLE’S

square miles than previously

4 34.6S¢c more people . . . 51.5% ]
more Effective Buying lucome —
gives you far greater coverage than ’ - |
any other TV station in this area’

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

Free & Peters, Inc., Exclusive National Representatives
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in the fabulous Southwest

KROD-TV

CHANNEL 4

t i

( On October Ist, El Paso joins

G the growing list of interconnect-
ed cities. Already the leader in

entertainment in El Paso — KROD-TV will
now bring the top cable shows to the larg-
est TV audience in the Southwest.

NOW YOU'LL SELL EVEN MORE
ON CHANNEL 4

Availabilities are going fast, Let the BRAN.

HAM MAN help you select choice avail-

abilities adjacent to top network shows.
RODERICK BROADCASTING CORP.

D. D. RODERICK
Chairman of Board

VAL LAWRENCE DICK WATTS
Pres. & Gen. Mgr. Gen. Sales Mgr,

Now Nationally Represented by
The BRANHAM COMPANT

WSYR-TV

Syracuse, N.Y.

Channel 2
100 kw

The Only Low-Band
V.H.F. Station in
Central New York

Headley-Reed
National Representatives

NBC Affiliate

WSYR-TV
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Konynenburg, of WCCO-TV, Minneap-
olis, reports the station is adding its
first merchandising men. lle expects
this will develop into a major station
department.

In Memphis Johu 11. Cleghorn told
us from WHBQ-TV that merchandis-
ing support is based on a percentage
of the gross time purchase. Val Law-
rence of KROD-TV in El Paso, Tex.,
has a completely staffed promotion-
merchandising department serving cli-
ents. The station maintains a regula:
schedule of 24 sheet, four-color, pre-
mium location posters free to clients.

John Hopkins of KFDA-TV, Ama-
rillo, reports he seldom gets client re-
quests for store checks. David Mur-
doch, KSL-TV, Salt Lake City, says
his well-established merchandising de-
partment was primarily designed as an
aid for spot business. KDYL-TV’s S, S.
Fox reports a wide range of services,
including grocery and dru“ merchan-
dising bulletms. in Salt Lake City.

John K. Clarke, of KVOS-TV, Becl-

* * * * * * * *

¢¢We are just eoming 1o the end of an
interlude in history in which hot war,
eold war, and vast eeonomie expansion
made many of ns forget what it mecans
to have 1o sell and merchandise. Dur-
ing this period the pent-up demand was
so great, the pnblic was so hnngry for
new radios, television sets, applianees,
and automobiles that there were no ac-
cnrate yardstieks by which to measnre
selling effeetiveness. . . . We need again
some of that old-fashioned grass roots
hard selling that these of us who were
heating the bnshes back in the Twen-
tics and Thirties remember.%?

H. C. BONFIG

Vice President
Zenith Radio Corp.
Chicago

* * * * * * * *

lingham. Wash., supplies monthly in-
ventory, display reports to TV spon-
SOTS,

It is obvious from station replies
that spot advertisers can get more mer-
chandising help than national adver-
tisers. However. it is also equally ob-
vious that television stations, by and
large. are much more conscious of
merchandising than their older radio
srothers have been until recent times.

Competitively it looks like an impos-
sibility for stations not to devclop mer-
chandising programs for future client
Lait. Certainly local sponsors need and
want this help. Clients with spot and
national shows will be expecting this
aid in all local markets.

Whatever occurs will be of great in-
terest to clients aud agencies alike. **%

CAL TIMEBUYER
(Continued from page 37)

to wit: They’ll buy time from the sta-
tions directly. won’t let me tell the
reps about it, then five days later I'm
snowed under by nasty (justified) com-
plaints from the reps. Remember, boys,
the reps are the guys 1 work with.
(4) Visiting station managers who
think that a hand squeeze under the
table, and over a cocktail, will assure
them that I'll be buying the most time
at the maximum rates from their sta-
tions. (5) Visiling station managers
who think that a hand squeeze under
the table, and over a cocktail, will as-
sure them of a “riproaring” time in
New York. (6) Reps who feel that the
best way to prove to their clients on
what intimate terms they are with the
timebuyers is to show the clients on
what intimate terms they are with a
timebuyer. (7) Account executives
who sav “Let’s be sure to . . .” be-
cause every time an a/e says “we’” i
means I’ve got that much work to do
after 5 o’clock, while he rushes off to
catch the 5:10 to Connecticut.

To show how the radio-TV industry
affects the life of a girl-timebuyer, let
mne outline one of my more routine
days:

7 :45 a.m. Marge called to ask wheth-

er I’d need her very badly today. Her

grandmother is sick. her mother has to

2o to work, and Marge doesn’t want
to leave grandmother alone. Marge is
my secretary. She took off a week
during the middle of last winter to go
to her grandmother’s funeral. 1 guess
they buried her prematurely.

2:30 a.m. Al from Riterate Rep
Agency called to apologize for not tak-
ing me home from the Stork Club last
night. He called early because he want-
ed to catch me hefore 1 went to the
office. (Where does he think I live,
Staten Island?)

. Available Soon

The Pacific Coast’s No. 1 Market
in Effective Buying Income Per
Family. (40th in the Nation)

A

California’s Capital jL__ ;

Television Station

KBIC-TY

SACRAMENTO CH. 46

JOHN POOLE BROADCASTING COMPANY
6530 SUNSET BLVD , HOLLYWOOD 28, CALIFORNIA
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- WDAY-TV

(FARGO, N.D.—CHANNEL 6)

COVERS
THE NATION'S

THIRD-BEST* COUNTY
IN RETAIL SALES
~ PER FAMILY!

(WITHOUT OVERLAP FROM ANY OTHER TV STATION!)

A 11 besides — Cass Connty. Fargo's home comnty. is th
nation’s 73rd wholesale market. Fargo ranks higher in
wholesale sales than wmany larger eities sneh as Camden.
New Jerzey and Wilkes-Barre, Penusylvanna.

Which is st to say that our Havseed: thronghout the
rich Red River Valley make a 1chole lot of mazoola
and spend it rapidly on practically everything yon can

think of. inclnding television receivers and vour prodnets!

May we — or Free & Peters — give von the whole story?

*#Cass County is third-best among all U. 8. counties of over 50,000 population

Affiliated with NBC e (BS e ABC e DUMONT

FREE & PETERS, INC., Exclusive National Representatives
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Here's 99.4/ of |
WASHINGTON STATE'S
CASH FARM INCOME

Reprotented by

jor/'oe 8 Co.
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For an enthusiastic — and
growing — TV audience,

come to

Sioux City
Sue-Land*

*33 lowa, South Dakota and Nebraska
counties rich in retail sales ($670,313,-
000 last year), effective buying income
($825,004,000), people (589,800), and
sets (56,896 last count),

Y

See your
Katz man.

Sioux City, lowa
CBS, NBC, ABC & DuMont

A Cowles Station
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9:35 a.m. 1 walked into my office
to find that they’ve moved my desk
into the conference room. “Only while
we’re remodeling.” our media director

! told us.

(The last time the agency decided
to remodel the oflices was during an
unseasonably cold November three
years ago, while ) was lining up a
short-term saturation pre-Christmas
spot radio campaign for a rosmetics
manufacturer. Every lime a rep called
me on the phone to give me availabili-
ties I had to open the window, reach
out across the fire escape, lean into my
office [they were putting in wall-to-
wall carpeting] and pick up the phone
on the ice-covered window sill.)

Before 1 could order coffee. my
phone rang. It was Jim.

“Do you want to step into my office
for a moment.” he suggested. “l want
to talk to you about Rover Dog Food.”

Now that is a miserable way to start
off the day. Rover Dog Food has been
one of Jim’s accounts for the past five
years. The client’s ad manager is very
air-minded, but the firm’s radio-TV
budget is just about big enough to buy
a one-way plane trip to Fire Island
(30 miles from Manhattan).

“Rover wants an intensive 10-week
spot radio campaign to promote its

| new line of artificially flavored dog

food.” Jim told me. “Now we’re hav-
ing a client meeting here at 4:30 this
afternoon. Why don’t you get me some
estimates on the campaign and map
out the availabilities? Bring them to
me, say at 4 o’clock. so that we have
a chance to go over them. And be sure
to stick to markets with 50.000 or
more dogs, to reach the maximum
number of potential buvers.”

10:05 a.m. 1 got back to the con-
ference room. On my desk was a note
from Rosie, our switchboard girl. Tt
read: “Frank Ross from All-Over Spot
Sales wants you to have lunch with
him and Mr. Smith, Station XXNX.
Please call him back.”

I shuddered. The last time Mr.
Smith came to town for his one-week
fling from Castoria, Wisconsin, he
sailed into my office with a bottle of
home-made apple cider and the usual
corn about, “Let’s discuss business over
dinner.”

I called Frank back and begged off.
“I've got to work through lunch, 'cause
my account exec’s going out of town
tonight. I've got to have some presen-
tations worked out for him by then.”

That's standard. When it’s that sort
of a lI''nch invitation, my account exec-
utive is always either just leaving town
or just returning.

10:10 a.m. Dick Noonas called.
Dick Noonas is the air-minded ad man-
ager of Rover Dog Food.

“Did Jim tell you about our novel
idea for this campaign?” he asked me.

The only novel thing about a Rover
Dog Food campaign would be actual-
ly getting the thing off the paper and
on the air.

“Now there’s just one little thing I
want to talk to you about.” Mr. Noonas
continued. “We want to be sure to
get some real top-notch adjacencies.
Get us some spots near Show of Shows,
I Love Lucy, The Colgate Comedy
Hour. Know what I mean? Inciden-
tally, we don’t want to spend more than
$2.55 per minute, so talk tough to the
boys about rates. Know what I mean?”

[ knew what he meant. Weakly, I
protested.

“Oh, vou can do it,” he interrupted
me jovially. “Know what I mean?”

Sure. I wish he’d tell me how.

10:20 a.m. | started calling reps
about availabilities for Rover Dog
Food. And I guess I'm kind of glad
that I’m a girl, after all. because, when
they started to tell me that they could
not have them for me by afternoon, I
cajoled, and begged and flattered them.

They’ll be falling over each other in
my office this afternoon with the stuff.

11:30 a.m. 1 worked on estimates
for the Robo-Ride campaign. This is
a dilly—a 20-second announcement
campaign aimed at truck-driving
grandmothers in one-station markets
throughout the Midwest. And don’t
think it’s ever a cinch to get market
data.
reps and the research departments at
the networks for information.

(Of course, if the office here could
be persuaded to subscribe to the vari-
ous services and publications that are

a timebuyer’s guide, life would be

much easier.)

12:0f p.m. | called Ben from Top-
Spot-Sales Co.

“Ben,” I said sweetly, “I think there

[’'m constantly hounding the

WANT A DIFFERENT TV SHOW?

Popular, well rated, entertaining?

The Sportsman’s Club

52 great 15 minute hunting, fishing and out-
door panel shows. Write for audition prints.
SYNDICATED FILMS

1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Po.

SPONSOR




DU MIGHT FLY NON-STOP AROUND

HE WORLD —

U NEED

IE FETZER STATIONS
R “AIR SUPREMACY”
| WESTERN MICHIGAN!

TELEVISION
(80,000 WATTS VIDEO—40,000 AUD:O)

WRZO-TYV is the Offieial Basie CBS Television QOutlet
for Kalumazoo—Grand Rapids. It delivers a strong
Channel 3 picture into more than 300.000 TV homes in
27 Western Michigan and Northern Indiana connties—
a far larger television market than is available in
Rochester, Houston or Denver. for example. Nielsen
and Pulse Reports prove that WKZO-TV dominates this
market. For instanee: The April, 1953 Pulse eredits
WKZO-TY with more than ficice as many viewers as Sta-
tion B, morning. afternoon and night!

*The United States Air Forcee did. in 19149,

WJEF

»WA IN GRAND RAPIDS P4 N WESTERN MICHIGAN

AND IKENT COUNTY

RADIO
WKZ0. Kalamazoo and WJEF. Grand Rapids. deliver

tremendons radio eoverage of Western Michigan. The
March. 1953 Nielzen Report eredits WKZO-WJEF with
a 12-county daytime andience of I51.050 homer—a 12.
cennty nizhttime andience of 130530 homes.  The
February, 1933 Paise shows that in Kalamazoo and
GCrand Rapidse WKZO-WJEF get 419 of the morning
and afternoon andienee. 4109 of the nigh:time. The
next-bhest two-station choice costs about 119 more—
vet gets only 219, 209, and 299, of the morning, after-
noon and evening audienee. vespeetively!

Write diveet for all the faets. Or ask Avery-Knodel.

N KALAMAZOO
AND GREATER
WESTERN MICHIGAN

(CBS RADIO)

(CBS RADIO)

ALL THREE OWNED AND OPERATEL BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES




must be some mistake here. . . . On
the rates you gave me for the Robo-
Ride campaign, there's one that just
can’t be right. . . . You quoted me
8350 for 20 scconds in Class C time
on that I kw. in Broken Bow, lowa...”

“Yeah?” he replied pugnaciously.
{ Broken Bow is a one-station market.)
“Well, that’s the rate, kiddo.” lle
chuckled. Take it, or leave it, girl.
12:05 p.m. | finally looked through
my mail. One gem, enclosed in an
envelope from Station YYY, Chioochoo-
town, N. C., was a note from the sales
manager of said station:

“You lovely creature, you:

“Am coming to New York again
next week, you lucky gurl. Will you
have dinner with me Thursday night,

by candlelight? (That’s poetry,
sweetie . . . yuk yul.)
Love,
B.”

The one thing I'd been waiting for
wasn’t in the morning mail, namely a
list of availabilities on a radio station
in a four-station market which | had
requested from its rep a week earlier.
Since | had to make up my mind
by sometime this afternoon, 1 called

Radio
Network

You ride with the winner

when you ride with WGR ...
the most listened-to station all
over Western New York, North-
western Pennsylvania and near-
by Ontario.

For example: WGR's vivid

> broadcasts of baseball,
basketball, football, plus
all-around sports coverage
wintop audiences through-
out the year.

BROADCASTING

Leo ). {(“Fitz") Fitzpotrick
I. R. (“Ike”) Lounsberry

CORPORATION

RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.

“vacation.”

|

i

|
|

|

| his pocket.
| boys. . . .

the rep. His secretary said he was
iu Bermuda. 1 called the sales nan-
ager of the station. His secretary
said he was at Virginia Beach. I asked
for the president of the station. His
secrelary said he was vacationing in
New York.

Now we were getting closer to home.

I called him at the Hotel Pierre, as
his Girl Friday had suggested. He was
very impressed with my detective work.
Only three people knew where he was
staying. including his wife and secre-
tary. (I didn’t mention the fact that
one of the three had squealed.)

Twenty 1ninutes after I'd told him
my problem, he was up at the office
with the availabilities.

I12:30 p.m. Lunch with aforesaid
president of aforementioned station.
His wife was with him. Lovely people.
When they said “vacation,” they meant
We didn’t talk business.

1:00 p.n. After a cocktail, the sta-
tion president told me that he owns
some radio stations “on the side.”
His main business is wholesale jewelry.
Would I like a diamond? |

I sure would, 1 told him, but I
couldn’t afford one on a timebuyer’s
salary. He chuckled. His wife smiled.

| £:35 p.m. After the entree he con-

fessed he’d Dbe real tickled to come back
from his vacation with an order in
“That would show the

]

1:50 p.m. After dessert he asked me
what sort of a ring 1 would like to

own. I thought it over. “Well,” I

| replied shyly. “I have always wanted

a big chunky topaz. . ..”

I saw a svmpathetic light in his
wife's eves. “That’s what [ wanted
when I was your age.” she told me.

2:15 p.m. The station president was

| back at my office. He’d brought a big,

chunky topaz with him.

2:17 p.m. le left my office, having
sold me a 8300 ring for $65. He went
back home with a contract for $150—

' that’s $4 per announcement.

| |

2:20-2:35 p.m. Seventeen phone
calls from various reps. Theme: “We
hear Wicked Night Perfume is plan-
ning to spend $2 million on a spot ra-
dio campaign. Why didn’t you let us
know?”

Why didn’t someone let me know?
I didn’t even know we had the account.

The timebuyver is always the last to

SPONSOR




it won't help you if it's not available

A lot of ratings being quoted these days look like
the answer to your sales problem, but are they avail-
able to you?

Remember this when you're scheduling spots in
Los Angeles, San Francisco and San Diego. Your
DON LEE or Blair man CAN supply you with con-
sistently good ratings that are available and which

KHJ KFRC

- ¢
y X N

LOS ANGELES
5000 W 930 KC

SAN FRANCISCO

Represented Nationally by JOHN BLAIR & CO.
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KGB

SAN DIEGO
5000 W 610 KC 1000 W

will start selling for you immediately,

Best of all, the low, low daytime rates on DON LEE
apply to nighttime too.

DON LEE delivers sales impressions at the lowest
cost per thousand of any other sales medium,

Call DON LEE or Blair when you're ready to scll
in Los Angeles. San Francisco and San Diego.

KEY STATIONS OF

Hotieal

1360 KC PROADCASTING SYSTEM
The Natien’s Groatest Regionsl Network
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hear the client’s budget. The f.o.
(that’s front office to the uninitiated)

sceis to feel that such top-level in-

formation can’t be entrusted to the
girl who's figuring out where to <pend
the budget.

2:40-3:51 p.m. Talked to the vari-
ous reps ['d called about Rover Dog
Food. Theyv’re good boys. rushing up
here on such short notice.

3:53 p.m. Marviin, the shoe-shine
boy. stopped by.

“Congratulations,” he said. “Hear
your agency s just gotten the Wicked
Night Perfume account.”

3:55 p.m. Lddie, the office boy.
brought me a memo from the f.o.

“Meeting at 5:10 p.m. to discuss a
ew account.”

3:39 p.m. Al from Riterate Rep
Agency called me.

“Have you made up your mind
about Gopherville yet?” he asked me.

Gopherville 1s a two-station market
that we may go into with the Sugarpie
Face Cream campaign. I hedged.

“Well look. girl. About those rates
[ gave you. Find out what the other
station offers. and we’ll see what we
can do for vou. . .”

-£:01 p.m. | brought the availabili
ties and my estimates to Jim. “Noth-
ing wrong with this presentation per
e,” he conceded.

4:23 p.m. Frank called me into the
den to see some film commercials he’s
just made for Sugarpie Face Cream.
Campaign is to be aimed at teen-age
girls without boy friends in South-
eastern industrial areas.

Frank is our radio-TV director.

4:58 p.m. Phone call from Charlie
from Everywhere Rep Co.

“I've been calling you all day,” he
panted. “About Sugarpie Face Cream.

. You haven’t bought into Sowaat,
Nebraska, vet, have you?”

Sowaat’s a three-station market.

I told him I hadn’t decided vet.

“Wel hold off. girl.”

cagerly.

he told me
“Let me buy you a drink
later this afternoon. Incidentally. no
matter wlrat the other two stations tell
vou. we'll give vou better rates.”

3:90 p.m. 1 went in to zee Jim about
the Rover Dog Food campaign.

“Well,” I asked.

““’c]l ” he answered.

“About the campalon " I insisted.
“Which campaign?” he replied coy-
ly.

“The one I spent all day lining up.
The one there was such a rush on.
The one for which I called everv rep
in town, pestered them to death.
dragged them over here through mud
and rain. . . . Rover Dog Food, what
else?”

Jim hid behind a large economy size
can of Rover Dog Food.

“The client loved the presentation.”
He peered cautiously around the green
can.

“I know. But are they buyving?”

“Next year.”

3:10 p.n. The Great White Father
called a general staff meeting.

[ sat down to his right, because the
G.W.F. ahlways lists to the right when
discussing weighty subjects.

“You've all been doing a great job,”
he began, when we were all gathered
in the f.o.

I sighed unhappily. When the boss

tells us that we’ve been doing “a great
job,” that means he isn’t satisfied, be-
cause if he were satisfied, he wouldn't
mention it. Heaven forbid we should
ask for a raise.
... but, I think we can do a greater
job. ..”
“Here it comes,” [ thought. When
the powers that be say “we,” it means
more work for the salaried ones.

X3

49 p.m. “. .. [ don’t have to tell
vou what this new account means to
us,” the boss continued.

Frank gave me his “here-comes-the-
pitch-for-overtime™ look.

I crossed my legs.

“Young woman, are you trying to
distract me?” the boss scolded.

I dropped my eyes demurely and
pulled the skirt over my knees.

Well. that hadn’t worked.

G:50 p.m. “. . . so, let’s all pitch in
and do a bang-up job for this ac-
count,” the G.W.F. concluded.

I liinped out of the f.o. into the con-
ference room. Hopefully T looked over
my calendar for rep or station mana-
gers’ parties. Nary a one in sight.

“You'll have steak and champagne
every day,” my boss had told me when
[ first joined the agency.

As a matter of fact. during my six
tyro months in the media department,
I was deluged with party invitations.
But did T accept? 1 did not. Didn’t
think it was right, because I wasn’t
placing much business at the time.
Now I place over 81.5 million a year.
Do I get any more party invitations?
[ do not. The reps know I have to
work with them, party or no party.

So, I picked up my stuffed poodle
and went home. Steak, indeed. Scram-
bled eggs, anyone? * ik

co-?

BASIC

INDEPENDENT

\ \ \THE ONLY STATION SERVING

All 3 HIGH INCOME Markets!

e ROCKFORD, ILLINOIS

« BELOIT, WISCONSIN

o JANESVILLE, WISCONSIN

WRITE FOR DETAILED COVERAGE MAP
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Round Number: Twelve Million

Adding very little to a pig's weight but much to his appearance,
a tail also serves radio stations. Chambers of Commerce. statistically
minded copywriters, and packing houses, than which there are few
things better to stay upwind of (packing houses. that is).

To come to the point. in 1952 lowa again was the Nation's top
pork producer. being instrumental in supplying 12.057.000 tails. each
attached to a going concern subsequently rendered into squeals. bacon,
ham. pork. sausages. billfolds, brushes and an infinitude of et cetera.

The official L. S. census puts Towa’s farm living index at 177.
which places the lowa farmer on top. The national average 1= 122.
lowa also leads the nation in the percentage of farms with automobiles.
The percentage of farms served by electricity, telephones and radios
has practically reached the saturation point.

These facts aren’t put here to bore vou. Thev're more reason for
vou to call the Katz Agency and try this market for size. It fits big
sales and small (or large) budgets.

WMT Cedar ROPIdS o 600 kc o 5000 Watts e Basic CBS Network © Represented
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nationally by the Katz Agency.
WMT-TV ® Channel 2 ° CBS ° On the air Sept. 27
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LIQUI-MOLY
(Continued [rom puge 30)

niovies and news shows.”

The fihns were nsed for the first
time last fall in 18 markels coast to
coast for 13 weecks, two to four times
a week in each market.

The average car owner. statistics
show, 15 a man. To reach a predomi-
nantly 1ale audience, Reiss and Rat-
ner scheduled announcements as lol-
lows:

Radio: In the morning, 7:00 to 8:00
a.m. disk jockey adjacencies. to catch

| Love Them!

Mr. Sporleder at Borden's.

KIFN

LA VOZ MEXICANA"
860 Kilocycles o 1000 Watts
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THEY I.EESTEN

Here’s Why ...

KIFN, and only KIFN, reaches more than 85,000
Spanish-speaking people* in Phoenix and central
Arizona. This Spanish population spent nearly
$20,000,000 in retail sales during 1952. They account
for some 20% of Arizona‘s population.

Remember, if you sell in Arizona . .
sell in Spanish. And to reach this rich market, you
must use KIFN, Arizona’s only full time Spanish
language station.

Pinto Beans? Si, Senor,

And, to prove it, | helped sell 10 tons of them for Basha's
Markets, Phoenix, during a recent week-end. Ask Mr. Ed
Kerns at Basha‘s. He’ll tell you!

Ah, Senor, Whot An
Angle For A Siesta!

But | wasn’t sleeping when | helped increase
Quality Furniture Company’s sales to Mexi-
can people from 5% of volume to over 40%
in less than 2 years. But why_ believe me?

J\/\/\,] < Ask Mr.
&\@ Senora Cow, She Never
N2 Give Milk Like Thees!

In one year my Mexican friends sent
187,500 can labels to Borden’s Evapor-

( _t
‘ ated Milk Company in return for china
/ plates. You can check these figures with

HARLAN G. OAKES NATIONAL TIME SALES
AND ASSOCIATES

LOS ANGELES, CALIF,
REACHING PHOENIX, AND ALL OF CENTRAL ARIZONA

the car owner on his way to work.
[n the altermoon to early evening
(5:00-8:00 p.m.) sports adjacencies
were sought to reach men while their
favorite sportscasiers were giving the
day’s scores. Eleven o’clock news ad-
jencies were also sought.

In addition to these basic time slots,

the agency looks around for good buys
no matter what the time of day, won’t
hesitate to break its own rules when-
ever an exceplional availability is of-
fered. (Example: Liqui-Moly current-
Iy is using one-minute announcements
preceding or following New York Yan-

WHEN | SEENG
“SENOR

. you should

Al Garcia, President.

*Statistics from Valley
National Bank Survey.

Ask These Yanquis About Me!

17 E. 42nd St.
672 S. LaFayette NEW YORK, N. Y.

Park Place

kee games over WINS,)

Television: In the afternoons, one-
minute arnouncements are placed ad-
jacent to sportscasts, or five-minute
sports programs are sought. In the
evenings, lale news adjacencies, d.j.
and movie parlicipations are sought.
Here, too, however, there are excep-
tions to this basic time buyving pattern.
(Exaniple: Liqui-Moly sponsored a
sports show in Secattle, Wash., preced-
ing the Walcott-Marciano fight this
past June. DBecause the fight lasted
only two minutes, Liqui-Moly received
just as much commercial time before
the fight as the sponsor of the bout
gol.)

Liqui-Moly’s commercials are care-
fully planned to combiue effective pres-
entation with education about the prod-
uct itself.

The first radio commercials were de-
signed to surround the new product
with a feeling of prestige, familiarity.
Authoritative-sounding Westbrook van
Vorhees. announcer for The March of
Time film series, was selected to re-
cord the initial commercial. In later
commercials Fred Uttal, a well-known
radio announcer, delivered the straight
sell as “the man who knows.” And
Kevin Kennedy is used on other disks
as the “neighborly” tvpe who gives
the “reminder to buy.”

Attention-calching sounds, such as
the roar of jet planes, police whistles
and runuing car engines are used for
added eflectiveness.

The copy itself concentrates on
Liqui-Moly’s ability to achieve certain
specific results when added to car oil.
Here’s a sample radio commercial com-
bining dramatic effects with straight
sell:

(Dub in: “Science marches for-
ward.”)

Announcer: “This winter for the
first time vou need never have trouble
starting your car. You need never wor-
ry about dry starts like this—"

(Dub in: Sound of dry start.)

Announcer: “The new wonder lubri-
cant Liqui-Moly guarantees a faster
start and engine warm-up even in the
coldest weather.””

(Dub in: Sound of engine turning
over quickly.)

Announcer: “All vou do is add
Liqui-Moly to vour motor oil. It ac-
tually plates the vital part of your
car’s engine with magic, friction-reduc-
ing Molybdenum Disulfide. Thus Liqui-
Moly gives vou instant lubrication. in-
stant starts, the instant vou press the

SPONSOR
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starter- even in the coldest weather!
Yes, Liqui-Moly L-1.Q-U-1 dash
M-O-L-Y eliminates unlubricated,
dry, grinding starts, the biggest cause
of engine wear. And Liqui-Moly gives
you more miles per gallon, too. Gel
Liqui-Moly, only $1.50 per can—avail-
able at all gas stations and auto supply
stores. Beware of inferior hnitations
with similar names. Get genuine Liqui-
Moly today!”

(Dub in: Engine turning over quick-
Iy.)

The agency has disked nine different
radio commercials with seasonal, re-
gional variations, in some cases nar-
rated by local personalities. For TV
it uses just one basic film. The filn
was so planned to allow for a 20-sec-
ond change in the middle to make it
usable year ‘round. lu the winter the
central portion of the film is devoted
to general talk about the product; in
the summer the 20 seconds are spent
demonstrating engine vibration.

Radio’s ability to dramatize and
television’s ability to demonstrale make
these media “naturals” for introducing
a new product, according to George
Seedman, president of Moly Motor
Products.

“You can catch attention very easily

with radio,” he said, “but with print
media, the reader may just skip over
the whole advertisement. And with tel-
evision you can bring home to the
viewer the actual results to be ob-
tained through using a particular prod-
uct. Demonstration adds impact.”

Merchandising plays an integral part
in the air drives in every market. Be-
fore the announcement drive is to be-
gin in a parlicular area. the station
mails out cards or letters to every gas-
oline station dealer and auto accessory
store in the region. The letters point
out that Liqui-Moly has signed up to
sponsor announcements adjacent to
sports shows (or news, d.j. shows)
or is a participating sponsor in such
shows. Dealer reaction to these mail-
ings, Ratner reports, has been con-
sistently good.

For example, this past spring, WINS,
New York, mailed letters to 4.000 ser-
vice stations in connection with Liqui-
Moly’s sponsorship of New York Yan-
kee games. Many dealers wrote the
station asking it to make sure that dis-
tributors took their orders for Liqui-
Moly, according to Ratner.

In addition to the mailings Moly
Motors holds a regional dealer show
for every new market preceding its ad

No. 1 in Kansas City

STUDIOS: 1012 BALTIMORE BUILDING

A new survey shows KUDL to be
No. 1 independent station in
Kansas City

8 a.m. to 6 p.m. Monday thru Friday

FORJOE can show you why
KUDL is in the number one
spot . . . call him NOW!

KUDL . .. the Best Money Can Buy!
1000 WATTS . . . 250 WATT RATE

KUDL GREATER KANSAS
CITY TRADE AREA

KOKO

KUDL—KANSAS CITY
KOKO—WARRENSBURG
KDKD—CLINTON

KDKD

Covers The Greater Kansas City Market
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campaign there. At the shows dealers
are given scientific information about
the product. Professional actors dem-
onstrate the right and wrong ways to
make sales in specially written skits.

When George Seedman created the
Moly Motor Products Corp. last sum-
mer, Liqui-Moly was being used by a
limited number of sports car, racing
car and foreign car fans. It was dis-
tributed only in about four or five
markets.

Seedman, who owns Times Square
Stores, a chain of auto accessory stores,
believed that car owners as a whole
could be educated quickly to see the
benefits of special auto lubrication. He
felt that Liqui-Moly could be trans-
formed from a specialty product to a
mass-produced lubrication foundation
with nationwide distribution.

Liqui-Moly is a lubricant containing
Molybdenum Disulfide (MoS,). Tt has
long been known that this compound
is an effective lubricating agent. In
fact. MoS» has been used in heavy in-
dustry for many years. MoS, in dry
solid form is unsuited for use in con.
ventional oiling. greasing equipment.

However. during World War II, A.
J. Lockrev, lubricating engineer, was
given the task of adapting Molybden-
um Disulfide to withstand high pres-
sures and temperatures. so that it could
be used in motors. guns and planes.

Through what Moly Motor Products
calls a “micronizing” process, Lockrey
was able to hold MoS., particles in sus-
pension, thus transforming it into a
liquid. Further refining processes
adapted the product to ordinary auto-
notive use. Liqui-Moly is now manu-
factured for use in standard automo-
biles in the firm’s plant in College
Point, Long Island.

Although Liqui-Moly today is among
only a handful of oil supplements with
national distribution. several firms are
manufacturing similar products on a
regional basis, and several major gas-
oline companies are now eying the
field.

In addition to radio, TV and news-
paper advertising Liqui-Moly is now
being advertised in auto accessory
trade papers and in such national mag-
azines as Look, Saturday Evening Post.
American Weelly and Popular Science.

Although ad plans for the future
have not vet been formulated. the air
media will continue to get a large slice
of Liqui-Molyv's budget, and there’s a
possibility that air advertising may go
network il sales warrant it. * ok ok

SPONSOR
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MEN, MONEY

{Continued from page 10)

der-shrugging doctors who require ab-
solute proof, Norr was pointedly sar-
castic. I there was, said he, as much
evidence to link spinach with stomach
cancer as there was evidence to link
intemperate smoking with
lung cancer. then the ery would ring
through the land. “Spinach must go!™
But, sneered Norr, the tobaceo indus-
try enjoved (his phrase) addicts, apol-

cigarette

ogists and sycophants.

»* * *

In short, in Norr alone, the tobacco
industry has a formidable foe capable
of mobilizing plenty of organiced an-
tagonism. The whole morbid maniacal
fear of cancer plays into the hands of
the temperance movement. Millions of
church members are already condi-
tioned to an attitude of disapproval.
The dramatic issue of lung cancer, the
dramatic diary which 50.000 members
of the American Cancer Society are
keeping now—and for the next several
years—tracing individual deaths to
smoking habits, all add up to a prob-
lem for the tobacco industry in the im-
mediate future.

» » »*

Is the tobacco industry being too
complacent about the threat? This col-
umnist had an interesting discussion
on tobacco’s public relations problem
with the PR officer of a big whisky
combine. He had been the neighbor
at a banquet of a cigarette company
vice president. Said the PR officer
about the cigarette v.p.: I tried to
tell him that the same forces which
promoted prohibition are being stirred
up against cigarettes. but he only
smiled. He said opposition to ciga-
rettes was Epworth League. 1903, and
had no real public support. ‘You can-
not convict a community. evervbody
smokes!” was his attitude.”™ The whis-
kv man shook his head. considered
this a case of none so blind as they
who will not see.

» * *

Not accidental. chums. not acciden-
tal at all have been the two recent at-
tempts to get tobacco declared a
“drug™ by legal definition and thus
subject to a whole new series of curbs
upon its advertising claims! Watch
this whole subject. It is a burning—
pardon the pun—one. * k%
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(Continued [rom page 63)

is on some dealer’s books either as a
purchaser or service client. However,
in most cases, with the aura of con.
fusion that exists, there are u-ualh
only a few leaders who are self-starting
and the others must he stinmlated into
making an extra selling effort. Further,
depending upon the speed with which
it is desirable to convert the narket.
the dealers’ capacity (number of tech-
nicians employed and trucks operated)
for making conversions must be stud-
ted and possibly temporarihy augment-
ed. The local dealers, in anticipation
of the advent of a new UIIF station.
should also acquaint their bankers with
the unusual requirements of the xitua-
tion so that adequate financing may be
arranged.

The foregoing just about tells the
story except for one other important
conversion factor—the multiple-hous-
ing units, such as apartment bhuildings,
hotels and housing projects. In the
majority of instance~ the landlords
prohibit tenants from using outside an.
tennas because of the fire hazard and
possible roof damage. The solution to
this is the naster antenna system and
that calls for another educational job
with the landlords. However. with the
master antenna, the converting is done
at the antenna and the apartment
dweller with a VHF set has nothing to
do. or buy, as his set will receive the
UHF signal on one of the unused VIIF
channels.

Fren N. Dobce
Director of Merchandising

NBC. New York

™~ WTVI., Channel
¥ 51 located in
> Belleville. T11..
just six and a
half miles from
downtown St
Louis. was grant-
ed its construc-
tion permit on
November 20,
1952 and hit the
air with commer-
cial programing on August 10.

Mr. Hyatt

Due to delavs and delivery of equip-
ment we find, in looking back. that we
have had over eight months during
which time we have publicized and pro-
moted UHF in this area in a very in-
tense manner. hitting the air with some-

100,000 U «ets.

“tarted

where aroumd

Our ground work actualh
with  the  dealers
Starting <inmubtancousls
our grant, the exerntives of WV -

distributors.
with

ad
almost
tended deater and distributor
meeting in this area night after night.

We pointed out that over 500,000
VI sets in use in the Greater St
Louis arca needed sonme type of con-
version. We stirred up a tremendous
amount of enthu<ia~m with the dealers

eyery

and distributors <ince our market had
a high concentration ol «aturation.
somewhere around 827, which meant
that the dealers and distributors were
almost out of husiness <hooting at an
15377 market. Now with the advent of
L HF they were back in busines~ in a
brg way. And thev could look for-
ward to conversion of existing <ets and
trade-ins of seven. 10 and 12-inch sets
(of which there were some 123.000 in
use, all four or five years old) for larg-
cr-<creen UHF-VIIF sets.  Also. that
many homes would now want a second
set with the advent of a second station.

Public enthusiasm was whipped up
through a promotion campaign that
started immediately after the Christ-
mas holidays. We spent somewhere
around £100,000 in promotion of UHF
through the use of almost every type
of advertising media—newspaper ads,
tens of thousands of Scotch-glow bump.
er tags, saturation radio campaigns,
bus cards. department store promo-
tions. such as a special UHF Fair al
the May Co. store in St. Louis. also a
later promotion in the same store
where we put all of our studio equip-
ment on display. closed circuit tele-
casts in department stores. <pecial <ec-
tions in local daily papers and weekly
conminunity newspapers on UHF and
WTVI, window streamers and decals
for taverns. dealers and service com-
panies promoting UHF and our pro-
graming—particularly sports and the
fact that we were carrving a full sched-
ule of Major League baseball.

We now have learned that around
907% of all new television sets sold in
St. Louis since January 1 have UHF
built in. which gave u-~ a flving start of
some 30.000 to 10.000 sels now in
use with UHF built in. in addition to
the tremendous amount of strips. plugs
and all-channel converters sold in the
area that put us up around 100.000
UHF units in the St. Louis area.

Joux 1. Hyatt
General Sales Manager

WTI'l, St. Louis
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In Boston... EVENING IS EVEN BETTEll

particularly over WHD H, one of the nation’s foremost independent sz‘atzoﬁ

WHDH Average Ratings Sets In Use Listeners Per Set
101%
Lo 1% more_|
. g
6-9 A.M. 6-9 P.M. 6-9 A.M. ~ 6-9 P.M. 6-9 A.M. 6-9 P.M.

Comparison WHDH Average Ratings, Sets in Use,

Listeners per Set 6~9 A.M. vs. 6~9 P.M. Mon.-Fri. 6~9 A.M. equals 100%

—g—ir

*Source: Boston Pulse, May-June, 1953

Some very surprising figures prove it—evening radio time is
even better than early morning which everyone recognizes as
a bargain buy in view of listeners per set, audience turnover
and family-type audience.

Specifically, an analysis* made in Boston of the three hour
periods 6:00 to 9:00 P.M. versus 6:00 to 9:00 A.M. Monday
through Friday brings to light this amazing comparison (which,

incidentally, warranted a major investment by WHDH in top
talent from 6:45 to 8:00 P.M.).

26% higher average ratings on WHDH in the evening.
28% more sets in use in the evening.
1% higher listeners per set in the evening.

Giving still more significance to these figures is television’s
thorough penetration into the Boston area!

And Boston is typical of many other markets across the
country—including mature television markets—where greater
nighttime radio listening gives the advertiser a most attractive
cost per thousand.

We have the facts to show that right now evening radio is
a tremendous advertising value which every alert advertiser
and agency will want to investigate. Call your John Blair
man today!

™

This is one in a continuing series of advertisemer
based on regular syndicated audience measurems
reports. To achieve a uniform basis of measuremer

the radio stations chosen for this series are all Jo

Blair-represented outlets . .. all in major markets.

& COMPANY

REPRESENTING LEADING
RADIO STATIONS

NEW YORK ¢ BOSTON » CHICAGO
ST. LOUIS « DETROIT - DALLAS
SAN FRANCISCO + LOS ANGELES
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Our Biggest lfear
AT THE STATE FAIR!

THis was the biggest State Tair year for WLS!

I nthusiastic crowds jammed WLS tents at the Hlinois
and Wisconsin State Fairs, where WLS enteruriners

broadcast direct dailv,

As in 13 previous vears, the WLES NATIONAL
BARN DANCI was the opening Saturday night fea-
ture at the THinois State Fair .., and played before the
Fargest post-war crowd ever to see the famed program
at the Fair! 12,992 people paid 1o sce the 29 vear old
NATIONAL BARN DANCE broadcast in front of the

Fairground Grandsand.

This personal touch with the WLS audience
this acceptance, helps prove that in the concentrated
Midwest area, more people are listening to WLS—on
morce radios—than ever before. The WLS audicence,
4 ever-increasing in size and importance, again demon-
strates the power of radio to educate—to entertain—to
contribute to the American wav of life—and w0 create
favorable public opinion—nn'«l sales—for artcles and

services that deserve it

LISTENER LOYALTY
PREDICATES
ADVERTISING RESULTS

. ] . n(l)-
'['ll""","g”“"”' PeL spgrol

v
ot {‘- ot oM

| The
| PRAIRIE
FARMER

CHICAGUL 7
JOHN BLAIR & CO.

7 SEPTEMBER 1953 93

890 KILOCYCLES 56,000 WATTS, ABC AFFILIATE. REiPRESENTED BiY




5000 WATTS

A ey |1

| Il BRI 1 I

POWER
PROGRAMS
PERSONALITIES

100,000
LOYAL
SPANISH
LISTENERS

JOHN
LAMB

oo 4
PANCHO

F &

Y

COLORFUL
SPORTS-
CASTER

Bl i

~ KDO

SUCCESSFUL
PROVEN
MERCHANDISING

94

FOOTBALL ON THE AIR
(Continued fromn page 41)

teams and university athletic associa-
tions had no objections to TV deals.
From a special study prepared by Na-
tional Opinion Research Center last
fall. NCAA learned that TV puts a big
dent in college foothall attendance. In
areas where there was no TV competi-
tion last season, the NORC study
<howed, paid admissions to college
games were up 10.57 over pre-TV
years. But in areas where TV com-
peted with the actual stadium gaine.
attendance was off 16.27 —or 26.7%
helow the non-TV areas. Result: NCAA
will continue its “controlled telecast.
ing” plans, deciding in advance what
games will be covered where.

Asa N. Bushnell, TV director of the
NCAA. explained the association’s
views on unlimited telecasting thusly
to SPONSOR:

“Radio arousces the interest of fans
in football. TV satisfies it.”

Meanwhile sponsors in all parts of
the country last week were completing
various football lineups. Here’s how
the situation shaped up, nationally and
regionally, as this issue went to press:

Nationwcide

Two networks and a handful of spon-
sors dominate the national coverage of
football this fall.

On NBC TV, General Motors will be
sponsoring a package of some 19
NCAA-approved college foothall games.
starting with the Nehraska-Oregon tilt
on 19 September and running through
the Notre Dame-SMU contest on 5
December. The latest lineup of TV
stations numbered 83 as of the end of
August.

Like tugs surrounding the Queen
I lizabeth. two big GM divisions—Olds-
mobile and Pontiac—will have pre-
game and post-game TV shows in con-
nection with the NCAA schedule. Olds
will sponsor a 15-minute Prevue from
Press Box show with Bud Palmer just
hefore GM's own quarter-hour warmup
zhow. Following the games. Pontiac
will sponsor Scoreboard with Russ
Hodges and Dick Kazmaier.

Best guesstimate of the total GM
package: over £1.000.000 for time and
talent.

General Motors commercials for the
games will be. according to NBC TV's
sports department, mostly on film.

Du Mont has a solid lineup of pro
foothall and big-time sponsors with

which to compete with the NCAA
cchedule. A total of 48 games will be
aired over DTN during the season with
Westinghouse sponsoring a total of 28
tnine on Saturday nights; 19 on Sun-
day afternoons). The other games will
ke sponsored by Miller Brewing, At
lantic Refining and Brewing Corp. of
America, largely on a regional basis.
Total value of the package: $4,750,000.

The radio webs of NBC, ABC and
MBS have all scheduled weekly college
football games, and CI3S Radio plans
to repeat last year's Football Round-up
show in which as many as 20 games
each week will be spotlighted. No na-
tional advertisers have as yet signed
for any of these four network radio
packages.

Even though the foothall season
hasn’t started. some of the large post-
season bowl games have been signed
by the networks. NBC will carry the
Rose Bowl game on both radio and
TV for Gillette. The same sponsor has
also contracted with CBS to air the
Orange Bowl contest on hoth radio and
TV. Other unsponsored-as-yet bowl
packages include: Cotton Bowl on NBC
(radio and TV): Sugar Bowl on ABC
(radio and TV); East-West on Du
Aont.

Pro football’s top game. the P'rofes-
«ional Football League Championship
match on 27 December, will be aired
on Du Mont, sponsored by Miller
Brewing. The coverage will be wide-
spread; Miller asked Du Mont to
“place the game in every city in the
country with television facilities as of
that date.”

East

Probably the higgest fall football
deal in the eastern U.S. is the upcom-
ing schedule of Atlantic Refining. a
sports advertiser on the air since the
1930s.

Atlantic’s schedule no longer in-
cludes college games. This vear, it's
strictly an all-pro slate, in both radio
and TV. Here’s the lineup:

Radio: WMGM. New York will feed
the games of the New York Foothall
Giants to a network totaling 13 sta-
tions in upper New York and Connec-
ticut. Miller Brewing will cosponsor
these games with Atlantic. In Penn-
sylvania and New Jersey. Atlantic will
feed radio sports coverage of the Phil-
adelphia Fagles to a 15-station net-
work from WCAU. From Pittsburgh,
via WWSW. Atlantic will air games of
Pittsburgh Steelers to 17-station web.

SPONSOR




dd Penfield

Add Penfield, WBIG Sports Director, has ottrocted o huge following
of fans becouse he is reolly hep on all types of sports. Whether reporting o
review of national sports news, or giving on on-the-spot broodcost of some
locol event, Penfield builds up thot tingling excitement the fons love.
At bosketball, golf, footboll or boseboll, his flawless style brings every de-
toil of the contest into sharp focus for the listeners. Add hos been the
announcer for the Duke University football games for mony years.

Penfield is olso o very popular newscaster with o large locol following.
His ““News Roundup’ utilizes AP and local news focilities. It's o hobit
among listeners in the Greensboro areo to tune in Penfield for on expert

ond outhoritotive report on the news.

This is a Personality Series. Watch for REENSBORONC
other ads featuring Bob Poole, of % a :
“Poole’s Paradise;” Add Penfield, Sports

Director & Newscaster.

Represented nationally by Hellingbery

CBS AFFILIATE | 5000 WATTS
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TV: From WABD. New York. At-
lantic will televise the Giants to a nine-
wation video network extending as far
as Boston. WFIL-TV, Philadelphia.
will relay the Lagles games to seven
TV stations in the area. including At
lantic City. WDTV, Pittsburgh. will
originate the games of the Steelers for
a three-station lineup of video outlets
in Penusyvlvania. WXEL. Cleveland,
will feed the games of the Cleveland
Browns to a four-station web. In ad-

dition. Atlantic will share the Green

Bav Packers-Detroit Lions game with
Miller Brewing on 39 stations in At-
lantic’s marketing area.

No oflicial price for the Atlantic
schedule was given. but it’s understood
to be over $1,000,000.

Several eastern radio outlets, includ-
inc. WWDC. Washington and KYW.
Philadelphia. have plans for local col-
lege and professional radio football
coverage.

South

Below the Mason-Dixon Line. where
football is taken guite seriously. the
Texas Co. has signed for a sched-
ule of college games to be aired on a
series of small regional networks.
Games of Georgia Tech and the uni-
versities of Oklahoma. Alabama, Geor-

SOUTHWEST VIRGINIA’S f)m RADIO STATION

W _ BJ ...Roanoke's LARGE

gia and Tennes-ee will be heard over
a total of 10 stations, with the average
network being about three outlets. The
full season will be covered. but no
post-season games are included so far
in Texas™ plans. Sportscasters will be
drawn from the ranks of regional
sports personalities.

Unlike some of the southern radio
and TV deals. where the network sizes
grow larger or smaller each week he-
cause of NCAA or pro league regula-
tions. the Texas lineups are for full
schedules, and the networks will be
the same from week to week. Also
unlike many of the northern games,
where sponsors (like Atlantic and Mil-
ler) often sign up the games and then
huy station facilities, each of the Tex-
as Co.’s five teams were signed by
local outlets. which offered them to the
oil firm afterward.

Midicest

Most of the big college games in
this region will be covered on radio by
the weekly football broadcasts of the
major networks. although a few con-
tests are expected to be covered locally.

Pro football in the Midwest is some-
thing else again. On a network of
some 22 TV outlets, ABC TV will air
the home games of the Chicago Bears

ECONOMY SIZE

Virginia has:

o 891,500 families

o 861,890 RADIO families

o 292520 TV families

e 413,740 CAR-RADIO families
And the WBD) area

Includes about

V4 of Virginia's Population

and Retail Sales.

Sourcz: A C. Nielsen Co., Inc.

Established 1924 . CBS Since 1929

AM . 0D0 WATTS . 560 EC

FM - 41,000 WATTS . 54.9 MC
ROANOKE, VA.

Owned and Operated by the TIMES-WORLD CORPORATION
FREE & PETERS, INC., National Representatives

and Cardinals. Standard Oil of In-
diana will cosponsor these games on
cight outlets with local advertisers;
the other 14 will be co-op.

In radio Miller Brewing will sponsor
the Green Bay Packers games on a net-
work of some 28 Wisconsin and twa
Minnesota stations. originating the se-
ries at WEMP, Milwaukee. Both the
ABC and the Miller schedules start 27
September and run for 12 weeks.

West

Another of the country’s oldest fool-
Lall sponsors. the Western Division of
Tide Water Associated Oil Co. has a
sizable lineup of gridiron contests
scheduled for West Coast radio and
TV sports fans.

Starting 13 September and running
through 10 December, Tide Water will
sponsor a senies of half-hour TV sports
films, Pacific Coast Conference High-
lights, on a total of seven TV stations.
from KING-TV, Seattle. to KGMB-TV,
Honolulu and KFMB-TV. San Diego.

On 18 September. the big regional
oil finn will start the first of 20 sports-
casts covering top intersectional col-
iege football tilts. These will be aired
on both ABC and Mutual-Don Lee re-
gional webs. plus a number of inde-
pendent outlets.

One unofficial estimate of Tide Wa-
ters total radio-TV sports expendi-
iure: over S81.500.000. Incidentally
this is Tide Water’s twenty-eighth
straight year of sportscasting West
Coast events. * % %

BLOCK DRUG

(Continued from page 35)

$1,000.000: spot TV. §130.000.
By 1952 the cost of the TV effort
was skyrocketing. Addition of new

+ stations and upped rates on the old

ones caused Block to reshuflle the bud-
get. Network radio was dropped en-

. tirely except for eight weeks™ use of

Carroll Alcott on the Columbia Pacific
Network in Mayv and June. Spot ra-
dio took a trimming. too, as did spot
TV. So the 1952 breakdown looked
like this: network radio, nothing: net-
work TV, £1,920.000: spot radio.
2500.000: spot TV, £100.000.

Late that year Block got an oppor-
tunity to buy into a “grasscutter” op-

eration on the Don Lee Network. Un-

der this arrangement Block would
share the 8:00-8:15 a.m. Cecil Brown
newscasts with the Borden Co.. each
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getting  sponsorship  five  mornings
every two weekse (For example. Block
would get Monday, Weduesdav, Friday
one week, Tnesdayv and Fhnresday  the
following wech.)

Block began sponzoring Cecil Brown
nuder this arrangement this past Jan-
nary. Jost about that time, Cecil
Brown switched from straight news.
casting to a commentary {y pe of cover-
age. Swinging ont at Senator MeCar.
thy aud other controversial figures in
the government, Brown soon doubled
his rating and his mail pull was the
talk of the Coa~t. Thix meant a far
greater audience and eonsiderably low-
er cost-per-1,000 for Block Drng.

The Ceeil Brown program was nsed
primarily for Amm-i-dent bnt Green
Mint mouthwaszh and Poslam ointment
and soap were hitchhiked on the show
Within a month Poslam sales were up
3007 over the same period in 1952,

Encouraged by this. Block bought
a 10-station lineup on the Yankee Net-
work for the 7:00-7:05 a.m. newscasts
of Nelson Churchill. Sales of Omega
Oil and Stera-Kleen Denture Cleanser
have spurted since this buv. and the
newscast has been renewed for its sec-
ond 13-week cycle.

With the demonstrated pull of the-e
morning newscasts firmly established.
Abrams was highly receptive to the
opportunity  of buving Mutual's Ga-
briel Heatter commentary at 7:33-8:00
a.m. on a “grasscutter” plan, sharing
the program with Vitamin Corp. of
America. This show is set through
the end of 1933 on 387 stations.

In the field of TV, Abrams test
and-ride theory is immediately appar-
ent. The firm bought Danger in Sep-
tember 1950 and, convinced of ijts ef-
fectiveness. has stuck with it ever since
without a hiatus. Starting with a line-
up of 15 ABC TV outlet<, the firm has
added as it went along. now has the
program on 33 stations.

Then in 1951 Block took a 26-week
fling with Dick Tracy on WABD. New
York. and KSTP-TV. St Paul. Next.
Block tried Crime with Father on A\BC
TV for six weeks starting October
1951. In June 1952 the firm signed
for Blind Date on NBC TV for a spe-
cial introductory campaign on chloro-
phy Il Amm-i-dent, dropped it after sev-
en weeks.

Kate Smith on NBC TV proved more
durable. Block sponsored the 1:30-
4:45 p.m. segment on Tuesdavs for
26 weeks commencing November 1952
and ending May 1933.
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Precision
Prints

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLOSE CHECK ON
PROCESSING

Picture and sound results are held
to the elosest limits by automatir
temperature regulation, spray devel-
opmeni, eleetronically filtered and
humidity eontrolled air in the dry.
ing cabinets, circulating filtered
baths, Thymatrol motor drive, film
waxing and others. The exaeting
requirements of sound track devel-
opment are met in PRECISION'S
special developig maehinery.

v

YOUR ASSURANCE OF
BETTER 16~~~ PRINTS

16 Years Research and Specialization in every phase of 16inm processing,
visual and aural. So organized and equipped that all Precision jobs are of the

highest quality.

Individual Attention is given each film, each reel, each scene, each frame —
through every phase of the complex business of processing — assuring you of

the very best results.

Our Advanced Methods and our constant checking and adoption of up:to-
the-minute techniques, plus new engineering principles and special machinery
enable us to offer service unequalled anywhere!

Newest Faeilities in the 16mm field are available to customers of Precision,
including the most modern applications of electronics, chemistry, physics, optics,
sensitometry and densitometry — including exclusive Maurer.designed equip-
ment — your guarantee that only the best is yours at Precision!

Precision Film Laboratories —a di-
vision of J. A. Maurer, Inc., has 16
years of specialization in the 16mm
field.consistently meets the latest de-
mands for higher quality and speed.

PRECISIO

FILM LABORATORIES, INC. -
21 West 46th St.;
New York 36, N.Y.
JU 2-3970
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Throughout the years Block las fol-
lowed a policy of getting its agencies
to work closely and it isn’t
unusual to find products handled by
different agencies being plugged on the

together.

sanle progran,
Cecil & Presbrey handles the major
chare of Block products (Amme-i-dent
toothpowder and paste, Polident, Poli-
Grip, Pyvcope toothbrushes and Green
Mint mouth wash). Top man on the
Block account there is Sam Dalsimer,
of Cecil & Presbrey.
Dowd, Redficld & Johnstone handles
Kotalko, Omega Oil and Stera-Kleen
Denture Cleanser. Accoumt man Gene
MeMasters told spoxsor, “We credit
those Yankee unewscasts with a terrific
junip in the sale of Omega Oil.” And
account exec I2d Johnstone explained,
“Because of the distribution setup we
do most of our buying for Block on a
spot basis. For instance, we've got a
newscast on WING, Dayton, another
on WEFBM, Indianapolis.  And we've
used disk jockey Okey Dokey on
WBOK., New Orleans—all with excel-

lent results.”

Kastor, Farrell. Chezley & Clifford.
Inc.. has Poslain ointment and soap.
Minipoo and Alkaids. About 507 of

sCuIor v.p.

the budget goes for air activities with
the remainder divided between news-
papers and magazines. Accounlt super-
visor Irving Rill and account exec Har-
old Chartow are working on a fall
schiedule for Minipoo, probably spot
TV. That's the wmedium that is being
used on WDTV, Pittsburgh. for Alkaid
announcements.  Poslam commercials
are used on the West Coast during the
Gabriel Heatter MBS news commen-
taries.

A fine degree of rapport between
agencies permits Dlock to make a wa-
jor expenditure for Amm-i-dent, give
its other products valuable hitchhikes
in addition to each product’s spot bud-
get for air media.

But. as in any highly competitive
field, a good deal of Block’s strategy
1< dictated by the necessity of coun-
tering moves by competitors. Take
Amme-i-dent, for example. Block bought
the product in 1948 from an ethical
drug manufacturer, was just getting
it into retail channels when a story
about ammoniated dentifrices broke
in the Reader’s Digest. The terrific
impetus of this break was accelerated
Ly the use of newspapers, spot and net-
work radio. The copy approach was
fairly simple: “Use Ammi-ident, the

-

DRIVING into Four States

UTAH, IDAHO, NEVADA, WYOMING

Whether it’s radio or television in this great

market you can count on KDYL to swing
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with everyone.

=
RN

REPRESENTATIVES — JOHN BLAIR & CO. AND BLAIR-TV,

your sales for you with programsthatarce

rightdown the fairway and a hit

Play KDYL and you arc on the right course.
L W / ////
B, \\ \\\\lll

~KDYL.

\

RADIO NBC TELEVISION 4

\

SALT LAKE CITY, UTAH

INC.

ammoniated tooth powder, and reduce
tooth decay.”

Just when everything looked rosy
for Block, along came the discovery
of chlorophyll. After a feature arti-
cle in the Reader’s Digest (similar
to the one carried on ammoniated
tooth powders two years earlier) the
nation became as green-conscious as
New York’s Fifth Avenue on St, Pat-
rick’s Day.

While all this was going on. Block
was using a heavy schedule of one-
minute spol announcements through-
out the country. To keep up with the
competition Block added chlorophyll
to its Amm-i-dent formula, came up
with a green Amn-i-dent to team up
with the regular wlite product. But
the added ingredient meant fresh head-
aches for the advertising men. Then,
as other chlorophyll dentifrices came
on the market, Amm-i-dent consolidat-
ed its lead by adding a new element
to ils commercials—economy. The
commercials were altered to include the
fact that Amm-i-dent gave vou four
and three-quarter ounces for 09¢
against only three and one-quarter
ounces for 69¢ in the other two leading
brands (according to Block). With
ihree copy themes (reduction of tooth
decav. breath sweetener, economy), the
one-minute announcement format be-
came unwieldy.

With the three copy themes in mind,
Block sent its agency. Cecil & Pres-
brey, scouting for five- and 15-minute
shows on which it could get sufhicient
commercial time to tell its entire story.

The situation is further complicated
today by the introduction of the latest
bombshell to hit the dentifrice field:
anti-enzymes. FExtensive tests indicate
that certain substances are capable of
giving 12-hour protection against tooth
by means of a coating of the
tooth’s surface which prevents decayv-
causing enzymes from penetrating.
There is every reason to believe that
this substance will cause as much ex-
citement in the field as chlorophy 1l did.

This newest battle was touched off
by Lambert Pharmacal’s announce-
ment of a new toothpaste called Anti-
zvme. The makers of Listerine plan
to spend about §2 million to promote
the new product.

And it is known that other major
dentifrice manufacturers such as Col-
eate-Palmolive-I’eet. Lever Bros.. Bris-
tol-Myers. and American Home Prod-
ucts are watching the new development
carefully. will probably be out with a

decav
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To coumter these nioves, this month
Block started to tell the public that
\nmr-i-dent contains a ~substance whicl
has been tested at the Lo AMamos
atomic labs and was proven to de the
same anti-enzyme trick. 10 i< spending
over 31 willion in et siv weeks on

wpol TV, newspaper canrpaign o ~ell

anti-cuzyme  qualities of  Awmmnr-i-demnt
(this is special campatzn being run in
addition 1o usual advertising).

Number one salesnian for Amnri-
dent for the past couple of years is
amrouncer Dick Stark. He's probabhy
the best-known non-performing com
mercial announcer in broadeaszting to-
day. In addition 1o delivering the com-
mercials for Aunn-i-dent Stark does air
selling for Chesterfield and a wumber
of Procter & Ganmble producis ( Crisco,
Camay. Duz). llis ability to project
the warn ingenuous, sincere approach
nithes him a wmuch sought-after an-
nouncer. Aud as George \brams told
srons=oR: “He sells beautifullv for us,
and he sells beamtifully for his otlier
sponsors. 1oo.”

To cash in on thiz teclnique Block
commercials are carefullv tailored 10
ark’s siyle. They are loaded with
personal words such as “vou and
yours.” “vour child™ and “vour fam-
ih.” And the delivery contains lots
of personal reconmmendations by Siark.

A typical Stark-delivered commer-
cial reads something like this: “What
happened last tume your child visited
the dentist? Were there too niamy cav-
ities? If so—why. yvou should change
to Anmun-i-dent toothpaste immediate-
Iv. Let me show you why. This line
sliows the rate of tooth decay (point-
ing to chart) for an average group
using ordinary dentifrices. Right lLere
—lialfl the group changed to Amm-i-
dent’s ammoniated formula. Their rate
of cavities went down and down and
cdown. The others went on gelling cav-
ities at the same high rate. Why did
this happen? Because Amm-i-dent is
ammoniated. The otliers were not. \ud
I can promise yvou-—or anyv other fam-
ily—that this will happen when you
change to Amm-i-dent. Fewer cavitie«
for vou and for vour children with
Amm-i-dent. That's a promise!™

This is typical of the commercials
used on Block’s TV show. Danger.
The program has been unusually suc-
cessful. pulling Nielsen ratings of 206.1
and 22.5 in January and March. re-
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in cities..

in villages..

on farms..

WBZ 'l'V is the New England
= - station they watch most!

When you study Dr. Forest L. Whan's report of TV viewing in the Boston
Trade and Distribution area, yon can’t mis< the overwhelming preference
for WBZ-TV. Of urhan TV famibie<, 28.0¢¢ named WBZ-TV a< the <tation
they watched most (enmpared to 13.8% for the next best station),  Among
village TV familie~, preference for WBZ-TV i< 3137 (compared to 13.9¢2)
And on farms. the WBZ-TV figure rice~ to 319 (compared to 13.9¢

If you haven't a copy of the Whan report. write for one now. It will help you
select the programs. the times and the ~tation that will make vonr New Eng-
land televizion budget most eflective. Write to WBZ-TV or NBC Spot Sales,

WBZ-TV Boston:-Channel 4

WESTINGHOUSE RADIO STATIONS Inc
WBZ - WBZA - KYW - KDKA - WOWO - KEX - WBZ-TY - WPTZ

National Representatives, Free & Peters, except for TV;

for WBZ-TV and \WPTZ, NBC Spot Sales
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spectively. And Cecil & Presbrey has
been successful in keeping the produc-
tion cost down to what SPONSOR esti-
mates to be $10.000 a week. One of
the ways Block achieves economy is by
using a single guitar to supply the
haunting and eerie music which un-
derscores the dramatic series on CBS
TV every Tuesday night.

To keep the show at its level of
popularity, top behind-the-camera per-
sonnel are used. Current producer of
the program is IFranklin Heller, for-
merly producer of The Web and di

1cctor of What's My Line? Now di-
recting the program is John Peyser,
whose directorial assignments have in-
cluded The Web, Studio One, Sus-
pense and Crime Syndicated.

So successful has the Danger series
been that Block recently purchased al-
ternate weeks of Name That Tune on
NBC TV, Monday evenings. Show
starts under the Block banner 21 Sep-
tember, will be carried for 16 weeks
(eight programs in 1953) at a cost of
about $45,000 per show for production
and time expenses involved.

WREN GOES
ALL
THE WAY!

ANY

* MORE LISTENERS ... MORE HOURS ... THAN
OTHER STATION

WREN dives

your merchandising prob-

right into
lem — with a full time
merchandising department.
If you're looking for prize-
winning merchandising,
tombined with low, low
cost-per-thousand ratings
— check on WREN, in

Topeka, Kansas.

IN TOPEKA!
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The new show, a musical quiz, is
something of a departure {from recent
Block strategy as it will probably draw
a somewhat vounger audience than
Block has been aiming at previously.

Most Block products lend themselves.
to adult audiences. Parents, obviously,
are more susceptible to a pitch for
reducing tooth decay—Amm-i-dent’s
strongest point. Poslam ointment’s
copy is slanted at people bothered with
general skin irritations and exzema,
another adult malady. (One exception:
A successful d.j. campaign was aired
for Poslam with the emphasis shifted
to its use for pimply skin, a condition
vhich frequently plagues adolescents.)
The line of denture aids must, of
course. be pitched to a more mature
audience. Omega Oil. with its rheumat-
ic and arthritic pain-relieving qualities,
must be sold to an older group.

This explains Block’s predilection
for newscasters. homemakers, and a
late (10:00-10:30 p.m.) TV show. The
new program (alternate Mondays,
8:00-8:30 p.m.) will probably hit a
more diversified audience.

But Block has not given up its search
for a new network radio show. With
the new anti-enzyme battle shaping up.
Block wants to be in a position to
move quickly. And George Abrams
says, “Radio gives vou quicker action
than any other medivm by permitting
overnight commercial flexibility.” **%*

MEDIA STUDY
(Continued from page 30)

of certain markets (like farm or drug
field), information not what wanted.
not qualitative.

Under “inaccurate,” SPONSOR tabu-
lated comments like contradictory,
false claims, national rates listed not
correct, slanted, not impartial and con-
ciasions invalid.

Here are some sample comments:

West Coast food firm spending S5
million: “Have question about accur-
acy. Cost too much from a standpoint
of advertiser—feel that media should
provide a dependable measure of radio
and TV audiences.”

Rubber company: “Not broad
enough sample on measurement ser-
vices,”

Farm feed corporation: “Radio in-
formation is almost completely lacking
on audience and listening habits. Farm
publication readership information is

SPONSOR
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improving faster than rudio.”

Pharmacentical honse: “hiformation
i+ not complete in regard to separating
time and talemt costs. National rates
listed are never correct. Too many
deals available are confusing to begins
ner in field.”
wedia rathier than services in the me-
dia field)

Basicully the advertisers want maore
iformation and less promotion,

(So many iuleresting answers on
what’s wrong with media Jdata were
reccived that sroxsor will treat the
subject in a sceparate article later in
this series.)

(Latter = a erificism of

3. Which wedia hare you used
during the past year?

MEDIA USED

(70 of T2 ansucring)

Medlum Number Percent*®
MACAZINES 61 8.1
NEWSPAPERS 23! 87.1
RADIO 31 7.1
BUSINESS PAPERS 51 72,9
TELEVISION 17 67.1
DIRECT MAIL 39 35.7
OUTDOOR o3y a8.6
SUNDAY SUPPLEMENTS 23 35.7
WEEKLY PAPERS 23 32.9
TRANSIT 18 25.7
EXPORT PUBLICATIONS 15 21.1
FOREICN LANGCUACE PRESS 11 15.7
COMICS 8 1.t
OTHER} 5 7.1
NO ANSWER 2

3a g1} dents *1 m
i

(One question was asked as to per-
centage of budget allotted to cach me-
dium, but although interesting in in-
dividual cases, the composite answers
were too inconplete for tabulation.)

1. What category of products
do you sell?

PRODUCTS

(68 firms responding)

Industrial 1

] Paper products 2

Food 8 Beer & whisky 2
Pharmaceutical 6 Non-alcoholic beverages 2
Petroleum products 3 Banking services 2
Apphiances 3 Commercial feeds 2
Jewelry 4 Automobiles ]
Gum, confections 3 Retail variety 1
Tires, automotive 3 Cameras 1
Smoking supplies 2 Razor blades ]
Cleansers 2 Resort City 1
Transportation 2 Life insurance 1
Clothing 1

Missing from the above: Some big
soap companies. publishers. others.
The toothpastes are lumped with drugs
under pharmaceuticals. Some of the
11 industrial firms responding use ra-

dio and TV.

15. How do yoa deterwmiue cost-
per-1.000 (readers. listeuers, ad
noters. ete.)?
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MONEY
—tne SHNNY SIDE

OF THE DIAL

NOW OFFERS

"W THREE for the MONEY

e

(The biggest talent “steal’’ in Pittshurgh’s radio history)

Put your product before three separate audiences every
day on the ONE Pittsburgh station with personality appeal!!
Saturate the fabulous Pittsburgh market across the board
at tremendous savings with this “once in a lifetime’ triple
bonus package. Take advantage of Radio Pittsburgh's three
top radio personalities—Bill Brant in the morning, Barry
Kaye in the afternoon, and Hilary Bogden in the evening.
As little as $9.72 per announcement.* THE TIME OF
YOUR LIFE!

Serving the

GREATER PITTSBURGH
Metropolitan Area

5000 Watts 1320 KC.
Write . . .phone . . . or wire. ..

George P. Hollingbery Co.

*26 week package as published in S.R.D.S.

(] i
o , | 7:00 AM.- 3:30 P.M.-
® enor 8:30 AM. 5.30 P.M.
r. y 32 .. 25
SERVING 300,000 Oo PULSERATING® ‘\ J PULSERATING®

*Pulse of New Orleont (Moy-June ‘53)

BLATZ BEER Now In 4th Year . . .
PET MILK Now In 3rd Year . . .
With ERNIE THE WHIP

Enjoy rising sales and keep good
company with Gold Medal Flour,
Maine Sardines, Coca Cola, tou
Ana Oil, Bayer Aspirin, Bond
Bread, Calumet Baking Powder,
Carnation Milk, 7 Up, Dixie Beer,
C.D.M. Coffee, Water Maid Rice,
and others. The only 100% Negro
programmed station, only all-
Colored announcing staff, WMRY
does the big job in the important
Greater New Orleans Negro
market.

LATIN-AMERICANS!

tHE MicHTY ‘M IKE’’ oF
SAN ANTONIO
250,000 Milliwatts

Kiiww

National Time Sales—New York

600KC "THE SEPIA STATION"

WM

NEW ORLEANS, LA.

Gene Grant & Company
Los Angeles — San Francisco

! Gill-Perna, Inc.—Not't Rep




i
e

The fire, Mr Advertiser, is in Pitts-
burgh.. where KDKA is doing one of
the hottest sates jobs in the nation!

In fact, KDKA is helping set sales
records for advertisers whose products
or services are often considered hard
to sell on radio.

Take incinerators, for example.
Writes J. L. Neiman of Public Rela-
tions Research Service, agency for Ilol-
linator incinerators: “The combination
of the Johnny Boyer Sports Show and
the Janet Ross programs outpulled
and outsold all other radio stations
combined.”

‘take airline travel. \Writes Tom E.
Marcinko of North American Airlines:
“\Ve are pleased to report that we have
gotten excellent results from our one-
minute spots on the various KDKA
programs we are using.”

T ake savings and loan service.YWrites
]. E. Connelly, agent for Pittsburgh’s
Second Federal: “The first eight spot
announcements on the DMusical Clock
brought in $40,000 in deposits. In
proportion to expenditures, KDKA out-
pulls other stations ten to one.”

Why not set a hotter fire under
your sales activity in the three-state
Pittsburgh market? KDKA is the sta-
tion that can do it for you. For sug

gestions, check KIDDKA or Free & Peters.

’{\(%q'

PITTSBURGH

50,000 WATTS

WESTINGHOUSE

RADIO STATIONS Iinc
WBZ - WBZA - KYW - KDKA

NBC AFFILIATE

WOWO - KEX - WBZ-TV - WPTZ
National Representatives, Free & Peters,
except for JV; for WB2-TV and WPTZ,
NBC Spot Sales
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DETERM:NING MEDIA COSTS

News- Maga-

Souree pagers 2ines  Radio TV
ABC circulation 13 13
Starch or Gallup & Rob-
inson readership ratings 3 4
Audience measurement or
rating services . 10 13
Total reiponaes 16 17 10 13

Significance of above chart: Adver-
tisers are penalizing air media by us-
ing different measurement devices for
air and print. Here’s why: Circulation
of a paper or a magazine is not a
measnrement of the readership of an
ad: only a few percent of the total
readers of a paper read most of any
one ad. But most people hearing or
viewing a program also hear or see
the commercial. Therefore cost figures
determined by two different methods.
such as the above. will hurt the air me-
dia if print and air are compared.

One advertiser. conscious of the lim-
itations of using ABC circulation fig-
ures only, wrote: “We would like to
know the cost-per-M of actual readers
who might be prospects for our prod-
uct. As vou can linagine, we settle
for one helluva lot less.”

16. What was your background
before you got into adeertising?

AD MANAGERS’ BACKGROUNDS

Background Number  Percent®

SELLING & MANAGEMENT 20 35.7
NEWSPAPERS & MAGAZINES 18 32.1
ADVERTISING & PUBLIC RELA-

TIONS 12 21.14
MISC. (LAW, BANKING, AC-

COUNTING) .. = . 12 21.1

*Based d Multiple ans raise

(S
G2

Above question was prompted by
SPONSOR's desire to try to settle statisti-
cally the argument that an adman’s
background influences his choice of
media. Here's how the picture looks
when you compare his background
with the amount of his advertising

budget going into radio and television:

Background-Air media “correlation’’

Percentage of ad budget in air

Batkground me Total
0.25 26-50 31-75 76-100
Selling. man- 8 7 2 3 20
agement (30) (35) a0 (15)
Newspapers, 9 6 2 1 18
mags (50} (33) () (6)
Advertising, S 2 3 2 12
pub. relations (41.7) 17.7 (25) 17.7)
Miscellaneous 7 3 1 1 12
(58.4) 125 18.3) 8.3)
d

4

Change kb =

...BIG CHANGE
AT WVET

October 1, 1953, the fastest-grow-
ing staton in Rochester, N. Y.,
WVET, joins the fastest-moving
ncetwork in America!l I

I

WYVET plus ABC means MOST
FOR YOUR MONEY in this
"MUST” MARKET! Don't miss a ui
day of this new DOUBLE VALUE! ]

Place “effective October 1st” con- -
tracts NOY i

5000 WATTS « 1280 KC.

Represented Nationally by !
THE BOLLING COMPANY |

‘l"lllllll--—_:

({{TIHT

o

U] ””M 1’

] Reasons Why |

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast

Jewish Market
of Metropolitan New York
. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4, Potential buying power
Send for a copy of
“WHO'S WHO ON WEVD"
HENRY GREENFIELD

WEVD 117-119 West 46th St,
New York 19
Managing Director

SPONSOR
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Vhove figures indicate that persons
with selling and wanagement or adver-
tisinz and public relatious backgronnds
are disposed to lean more heavily to-
wards air wedia than ave those of
print or

However, the sample is too limited for

professional backgronds,
such an assumption to be made with-
ant fovther researcli, You should ac-
mally correlate backgronnds and prod-
net with media to establish anything
more definite.

That theve is a correlation between
procduet and medium vsed i< indicated
iu the following data:

G

Product-Ait media “‘correlation’

Percenlage of ad budget in alr

Product medln* Totalt
025 26-50 5176 76. 100
food products 3 2 3 3 1
(27.3) (18.2) (27.3) (21.3)»
Tobacco, drugs,
notions, COs- 1 [ 1 1 9
metics, gum ay (67 ) (ARR!
Autos {r acces. 2 4 6
Other consumer (33) (67)
goods ljewel-
ty, paper, oil
products, ap- 9 3 4 2 18
pliances) (50 16,7y 122.2+ (1.1
Transportation, S S
utilities {1001
Heavy industry 7 1 8
(87.5) (12.%)

tOne item, an amusement. no( labulated

The above indicates that air expeu-
ditures increase with the directness
and frequency of consumer contact
with the product. llence. food, tobac-
co. drugs. notions, cosmnetics, gum and
other rapid-turnover consumer goods
lean relatively heavily oun air media.
Autos and accessories. jewelry. paper.
oil products and appliances—which
last longer— use the airwaves moder-
ately. Heavy industry. transportation
and utilities favor media other than
air. (Warning: The size of the sam-
ple is too limited to “prove” anvthing:

these results are an indication only.)
* A K

Plugs for radio

Commenting on why rapid-turnover con-
sumer goods depend more on air than other
media, an agency member of SPONSOR's
All-Media Advisory Board said: “Frequency of
advertising must be relaled to frequency of
purchase—and you can buy more frequency
in radio for less than any other medium.”

And the $5 million drug advertiser quoted
in answer to question 9 on page 31, "If you
used different media in different cities, what
was the result,” wrote upon reading this arti-
cle: “For two other products radio beat news-
papers'* (He had originally reported that
newspapers had proved “better'* than radio
for one of his firm's products.)
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UHF REPORT

1 Continteed /rum page 33

either. The LI problem o fan
as weerimge goes, is to Ime
mitters swhich will vadiate  1,000.D0O0

witllts and antenva~ whieh will spread

out the signal properly within the coy
erage ared.
UHE stz

have been

that
di-tance

However, fears

would not coveg
put to rest and there s wo donbt in
avbodys wind bt that in time the
clectronies indnetry will come up with
a transmitter able to put out the maxi-

nunn power, assuming it is needed,

)llll
\ 1
ot
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\ « i point is th
WROVITY, Roanoke, N
| in July, first o)
to turn back it construction it

the FCC. T a letter to the FCC, Presi-
dent Leo |

mcome had droppe

lenebry complaine

ABOUT ROCHESTER

IN ROCHESTER Pulse surveys and rates the 422 weekly
quarter-hour periods that WHEC is on the air. Here's the

latest score:

STATION  STATION
WHEC B
FIRSTS............ 267 103

TIES. ... 32 30

STATION
c D E F

12 7 0 0

STATION STATION STATION

1 3 0 0

Stalion on
‘til sunset only

WHEC carries ALL of the ''top ten’’ daytime shows!

WHEC carries SIX of the “‘top ten’’ evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —

Focheston

NEW YORK
5,000 WATTS

Represpniofives; EVERETT- McXBNMEY, Inc. New York, Chicogs, LEE F. O"CONNELL CO., Los Angeles, Son Framcixs
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to the “limited and poor reception of
LHF Channel 27 in the mountamnous
Roanoke area compared with the com-
petitive VHIT Channel 10.

The WROV-TV action caused <eri-
ous concern. Henebry's statement that
“the fact that a station operates on
U HF appears to preclude its obtaining
the best network programs where VI
facilitie~ are or will become available™
reportedly led to the FCCs mulling
over network afliliation practices. And
llenebry’s petition for a VHF channel
seemed to cast a cloud over shmilar

UHF efforts to bnek VHF stations,

Many familiar with the situation
pointed out. however, that WROV-TV
wasn’t putting out much in the way of
power. l‘urthermore. its lack of net-
work conmmercial programing (it was
an ABC affiliate) could be explained.
in part, by the fact that its competitor.
WSLS-TV, was tied up with NBC, as
well as CBS and Du Mont. It was
also pointed out that there are plenty
of LHF stations getting along fine.
Some blamed the Roanoke fiasco on
thie networks’ afliliation policiez; others
said UHF stations haven't been doing
a good selling job.

it’s here . .. NOW!
TV in cuarceston w. va.

vitt WKNA-TV

selling

the rich
multi-million
dollar
Charleston
market!

® CHARLESTON

The television gateway is now
open to tap this rich, well-populated industrial market that
spends over $620,000,000 annually. And your product or service
gets tremendous consumer acceptance because of double
network programming, and the fact that WKNA-TV is
Charleston’s own television station!

affiliated with ABC and DUMONT Television Networks

the personality station

J

Joe L. Smith, Jr., Incorporated - Represented nationally by WEED TELEVISION

A
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The spotlighting of network affilia-
tion practices by the Roanoke situation
lhas brought to the surface serious
gripes by some UINF operators who
feel the webs are bypassing UHF to
the ultimate detriment of the industry.

The networks deny their afliliation
policie< are anti-UHF in nature. Both
ABC and Du Mont point out they have
been going into the smaller markets,
where many of the UHF stations are
located. ABC reports it has 41 UHF

afliliates, of which 11 are basic. NBC

has signed up with 33 UHFers, includ-
mmg a number of primary affiliates.

CBS, too, has latched on to UHF in
certain markets, one of the latest being

i WCAN-TV in Milwaukee.

Says Clarke A. Snyder, director of
station relations for CBS TV: “We
don’t care whether it's UHF or VHF.
It depends on how many people we can
reach. CBS wants to sell for its ad-
vertisers. We want the stations our
clients will buy. It's just as simple as
that.”

NBC is a little more liberal than
CBS in placing shows on a UHF sta-
tion when it can’t clear live time on a
VHF station. And in cases where there
is only one VHF station in the market,
NBC appears more inclined to tie up
with a UHF than CBS, which in many
cases prefers a secondary VHF affilia-
tion to a primary UHF afhliation.

However, UHF iz moving too fast
for any pat answers as to its future.
What the Roanoke and network affilia-
tion picture boils down to is this: You
can’t generalize about UHF. That's
what sroxsor discovered in preparing
this, its second status report on UHF.

| (For the first report, see “What time-

buyers want to know about UHF.” 23
February 1953.) For this story sPox-
sor polled every UHF station on the
air as of summer ’53. Facts about
some of these stations will be found
further on in the story.

A current look at the UHF situation
shows a complex picture. Conversions
and UHF set sales in markets which
also can receive VHF run from less
than 1077 to over 80% of existing TV
homes. The reasons for this variety
are by now familiar to most time-
buyers. They include the number and
distance of existing VHF stations, the
length of time the UHI station has
been on the air, the amount and tvpe
of local programing.

Since spoxsoR’s last UHF report a
number of studies have been made on
UHF penetration in areas covered by

SPONSOR
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VIIE., Some have been done privately
and quietly, Stations lave put ont fig
ures backed by aflidavits or andited by
certifiecd  pubhe
most closely stndied by advertisers and
agencies are suneyvs made by VRB
awd Videodex,

accountants.  Fhose

VRB has compiled two stidies, will
mahe it third next week. hs first
study covered Tl markets. it second
covered 32 and about 00 will be cov-
ered i s upeoming survey, sched-
uled for distribntion to chents in Octo-
ber. Videodex has completed one s<tudy
in 12 markets aud i< carrently working
on a -J0-market study whiclr will be
out shortly.

While nearly evervone agrees that
UHF set growth is too complex to pin
down to simple formulas, efforts are
sttll being made in some quarters to
distill some generalizations about UHIY
set growth,

Why? Both the buver and seller of
UHE want some idea of how set sales
will go for UHF stations not yet on
the air. they also want to project fu-
ture growth fhgures from past data
(this can be done with 11 markets
covercdt twice by ARB). And research-
ers are always trving to find out wheth-
er a formula will work.

NBC has constructed a formula from
ARB figures which is said to work
pretty well. Here's how it is set up:

Four factors were used to figure up
L HF conversions: L. the length of time
the UHF station is in the market: 2.
the number of VHEF competitors: 3.
the distance of VHF stations from
the UHI market. and 4. TV set satu-
ration before the UHMF station
on the air.

Working from ARB figures. NBC re-
searchers first got conversion per-
centages according to the number of
weeks a UHF station had been on the
air. While NBC will not reveal what
these percentages are. it is known they
are smaller than the rule-of-thumb fig-
ures the network researchers used late
last vear. At that time. they were as-
suming a 107 rate of conversion per
month. The initial growth percentages
worked out by NBC are not only lower
but after a few months they decrease.

Onee the conversion percentage is
worked out. factor No. 2 is bhrought
into play. Stations are grouped accord-

went

ing to the number of VIHF competitors

and a percentage figure is given each
group. This percentage figure is ap-
plied against the conversion percentage
worked out for factor No. 1,

7 SEPTEMBER 1953

———
S

‘Span'ish
e

45 counties
coverage area

5000 watts
R TIIC

SERVING 691,493 SPANISH.SPEAKING PEOPLE
- A MARKET LARGER THAN PITTSBURG -

of the people in the
San Antonio area

speak Spanish!

language

Over 50°/o

fFor the new Belden
Latin- American
Survey regarding:

Radio Listening
Buying Power
Braond Preferences

write

KCOR BUILDING, 310 South Flores

RICHARD O'CONNELL
40 K. 191h <1,
New York, N. Y.

HARLAN ].
Los Angeles, San Francisco
and Chicago.

PL 59110

or
OAKES & Associates

San Antonio, Texas

Ui

A study of
listening habits

at Camp Lejeune,

¥, |
Marine Base W Vi maenal wed b P
7 broadcasters daily e ©
// and data icli help solve /:
: <1 ming
Since 1775 the U.S. Marine Corps é man]) mu-~ic  progr
has gained the respect and needs. -
i tin Inchrled in BML<
] tion of all as a top f g Vusic Service are:

orc

Sunc W /

the 371 'I. Y st a ) J, ,/ ont
tra se of the USMC @ % cqrdl‘ncrj-
Camp Lejrune, North Carolina. standard.
I [
J¢ ¢ ’I ?ﬁ |
on th t ’

C f € WIiNc: //g lassics

S Iabit cla: .
T a I TODAY

Gould. General Manager

Write to Lester L.
Jacksonyille,

WINC o

sk John E. Pearson Co., national

representative

WJINC is atiliated swith MBS and the
» N

BROADC

NEW YORK «

Service In
Concert Music
Typical of BMI “service™ 1~
the complete kit of “Concert

CONCERT PIN-UP SHEET—
A monthly li<ting of new re

YOUR CONCERT HALL—A

ceries of half-hour scripts for
‘ X o i

g~e with phonozlapil

of contemporary and randard

and fact= about the important
ma-ic events
licensed ns

AM, FM and TV

LW

contemporary  and

£

N MUSIC — Dates

-

AST MUSIC, INC.

CHICAGU + HOLLYWOOD

TORONTO e« MONTREAL

105



SIS

“Most effective medium

| have ever used,” says
G. R. Reed of Cashway
Lumber Co.

We can move your mer-
chandise too if you will
! use ‘

5000 Watts 250 Watts
Nlght & Day Night & Day

( I\ MISSOULA ANACONDA
BUTTE

MONTANA

THE TREASURE STATE OF THE 48

Representatives:

Gill-Perna, Inc.
N. Y., Chi., L.A., and S.F.

ML LR L ELEY LYY R LN N L]

./49 gress e
ADVERTISING
DIRECTOR

./4uai/aé/e

15 Years experience all
phases advertising, sales
promotion, public relations,
publicily at age 37 . ..
uneanny ability to develop
more new sales-packed value
from cvery advertising
dollar erpericneed as
part of top management
assuming full responsibility
of large department, agency
and salcs department Laison
for natvonal produet. Dur-
ing past 1 ycars personally
responsible for 3¢ million
dollar budget. Seeking
posttion patlhe promisrng
whure,

BOX 97 SPONSOR
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Likewise, percentages are worked out
for factors No. 3 and 4. In each step,
the percentage is applied against the
result of the previous step. That means,
for example. that the percentage for
factor No. 4 can only be used when
the preceding step is completed.

Once the conversion figures are
worked out. NBC then adds the num-
ber of sets shipped into the market
according to the Radio-lSlectronics-
Television Manufacturers Assn. It is
assumed that all new sets shipped into
a UHF market will be equipped to re-
ceive UTHF. ecither by the manufac-
turer. distributor or dealer.

Compton  Advertising  researchers
have also been toymg with a formula
evolved from ARB figures. Here <ix
factors are used: (1) number of pre-
frecze stations reaching the market,
(2) number of post-freeze UHF sta-
tions in the market. (3) number of
post-freeze VHI stations in the market,
(4) distance of pre-freeze transmitters
from the market, (5) percentage of
TV homes in the market when the UHF
station went on the air and (6) length
of time the UHF station is on the air.

The Compton people feel the UHF
pattern is too complicated for a hard-
and-fast formula. However. Compton,
like other agencies, is faced with the
problem of making important time-
buying decisions and cannot wait for
perfect answers.

While hoth NBC and Compton con-
sider UHF set growth promising, some
other sources are more cagey in their
valuation. Their attitude is one of
watchful waiting. They no longer have
any fears about the technical abilities
of UHF, but they present a tough
show-me attitude about UHF set fig-
ures. They feel, in short, that the data
available on UHF viewing are not com-
plete enough.

One agencyman responsible for
making decisions on placing one of the
leading TV shows in new markets dis-
played a rather desperate feeling.

“As far as I'm concerned. 1 still
don’t know for sure how many people
in a market are receiving UHF.” he
said.  “This problem of overlap is
screwing things up. Televizion is too
expensive to buy two stations that
reach the same home. and in-city fig-
ures can’t tell me for sure whether
I'mr avoiding that situation. There are
a helluva lot of stations to buy and it’s
still a helluva problem to decide which
ones to choose.”

Some solid answers to the question

of what UHI" can do against VHF will
be coming from Norfolk this fall. The
fight will be further dramatized be-
cause it is also a batile between NBC

and CBS.

The contestants are WTAR-TV, an
established VHF station which switched
from NBC to CBS last summer, and
WVEC-TV, a UHFer, which now boasts
NBC afhliation. The latter went on the
air with a test pattern 15 August and
will begin telecasting commercially 19
September.

A razzle-dazzle campaign is under-
way to push conversions in the Nor-
folk area. The kickoff was in July
when WVEC-TV told its story to deal-
ers and distributors at a hotel confab.
This was followed by scads of promo-
tion material sent out to dealers.

The high-pressure campaign for
WVEC-TV led WTAR-TV to charge
in an allegation to the FCC that NBC
was throwing $175,000 into newspaper
ads for its affiliate (the newspapers and
WTAR-TV are under the same owner-
ship). The network countered with a
charge that WTAR-TV was trying to
thwart UHF development. An NBC
spokesman said that not more than
$50.000 will be spent to promote
WVEC-TV via newspapers and, fur-
thermore. the station was spending a
“considerable portion” of that amount.

No figures on conversions had come
out of Norfolk at the time SPONSOR
went to press. There are about 185.-
000 TV homes in the area, and WVEC-
TV is aiming for a conversion rate of
about a third by fall

While sparks have been flying in
Norfolk, other UHF stations have been
fighting their way to solvency with
less publicity. Here are some typical
examples of what’s been accomplished
and what’s been learned:

WHIZ-TV, Zanesville, Ohio: Went
on the air 2 May in an area covered
by Columbus, 55 miles away. The ARB
study three weeks later disclosed a con-
version rate of 45.67¢. Nate Milder,
director of sales for WHIZ-TV, esti-
mated a 607 conversion by the end
of August (15.000 sets) and predicted
1007 conversion in the home county
by 1954. Reception has been reported
65 miles away. Milder said conversions
have been slowed by the inexperience
of service men. and station engineers
have gone out to help in many installa-
tions.

The station has all four network
afliliations, al:o produces its own news-
cast and sportscast. The news show is
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sponsoreéd by the Ohio Fuel Gas Co,
which al<o sponsors smmilar showe on
TV stations it Columbus and Toledo,
Milder said WHIEZSTA went on the air
with §175.000 in local and regional
business, There are 160,000 families
within a F7-mile radins of the station’s
transitter,

WEKU-TE, Reading, Pa: The nnar-
ket is covered by three VI signals
and another  local U station,
W HUM-TV. which went on the air 22
Febrnarv, a month aud a half bhefore
WEEU-TV, Fwart M. Blain, director
of sales for WEELU TV, said there were
5.000 UHF homes in metropolitan
Readiug in April. 20,000 dnring the
middle of August. WEELUTV ix tied
to NBC and ABC while WIHUM-TV
i~ a CBS affiliate.

Besides the usunal station promotion,
WEEU-TV got together with dealers
and agreed to provide free newspaper.
radio and TV advertising if each deal-
er, in returu. would put at least one
salesman on the street to ring door
bells-and encourage conversion. The
station reported that this campaign
got one eonversion for each two calk.

WLBC-TV. Muncie. Ind.: Going on
the air 29 April. the station reports
surveys by several research organiza.
tions showed approximately  30.000
Ul homes after eight weeks. Thi-
represents 357 of the VHE homes.
W. F. Craig. station vice president.
sayvs that programing is the key to the
rate of conversions. The station is
affiliated with all four networks though
not vet interconnected. Its area is
partially covered by one VHI station.

WOSH- TV, Oshkosli, Wis.: Thiz sta-
tion began operations 27 June with
interim power of 1.5 kw. and a signal
that goes out to onhy 10 or 12 miles,
With inereased power to 15 kw. the
station expects the signal to reach
about 30 miles. Two fairhy good out-
stde VHF signals come into the area.
one of them from a post-freeze station.

About 3.500 to 4.500 homes are now
receiving WOSH-TV, according 1o the
station.  This is about half the 15/
VHF saturation at the time the <tation
went on the air. The station i an
ABC affiliate. iz now on the air seven
hours a day with 40’ ¢ local. live pro-
graming.

WCOS. TV, Columbia, S. C.: Like
many others. this station finds pro-
graming the kev to viewer acceptance
of UHF. “Set sales and conversions
show immediate reaction to program-
ing.”” says Stewart Spencer. TV direc-
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tor of the WCOS- ALY operg-
tion. “WCONTV has done an inten-
Sive juln of progrinn |)|‘<|l|luli01l.ﬂ

On the air sinee 25 April the <ta-
tion i~ afhhated with ADC and NBC
Ite own FO000-call survey, sabseqnent-
Iv conflirmed by ARB. indicated more
than 70, conserstion i tts area with-
in less thaou two months, Total TV st
WCOSTY
competes with g good  signal from
Chiarlotte, N, (.

W LD, Springfeld, Mass.: This
~tation competes with a V'HE station
v New Haven, a UL <ation in New
Britain and another UHEF <ation in i<
own market. The New llaven station
i< afliliated with all fonr nets, the other
LI stations both have CB= and Du
Mont afiliations while W WLIP is linked
to NBC and \BC. Total saturation in
WAL s western Mas-achusetts and
northern Comnectivut area is 225.000
sets. whichh represent 007 of  the
homes. With three stations promoting
CHFEF. a survey by WWLIS ad ageney.
Channing L. Bete, Ine. showed 48,000
U1EF homes through Mayv with an ad-
ditional 6.000 estimated for June and
Julv.

WWLI yuns 16 hours of commereial

penetration is abont 33,

network shows. five hours of local, Iive

programing and the rea filin and net-
work sustainers, The station carries
hnes of Dragner and Robert Vont-
gomery Presents, neither of which are
carried by the New Hiven VITE T s
curtenthy telecasting from 7:30 pa to
midnight, will probably stavt program-
ing at noon the end of the month.

WAABTY, Mobide, Hla.: On the oir
since 29 December, WKABTY  was
followed by a VI station, WAL AT
two weeks fater o the same market.
\s of T July. the «tation reports that
of the 35,000 TV <t~ 32,000 were also
UTH. “The high pereentage of conver-
~tons wa~ attributed to the “wonderful
cooperation” of dealers and distribu-
tors in the arca.

WRNBTY . New Britain-llartford.:
Ou the air seven months the <tation
reports that 71000 homes in its cover-
age area can receive its ~signal. The set
count i~ based on aflidavits received
from distributor< and aceounts for
25 ¢ of the home~ 1u WRNDSTV
arca. Station Manager Peter Reunedy
expects 100,000 UHE homes by Octo-
ber.

Pending the completion of a new
stndio building. WRNB-TV is present.
ing local. live programing from its
transmitter  butlding in Farmington.
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WANT T0 SELL
CANADA?

One radio station
covers 40% of
Canada’s retail

sales

CFRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market area that |

accounts for 40% of the retail sales. ‘
‘ That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United States: Adam J. Young Jr., Incarporated

Canada: All-Canada Radio Facilities, Limited

Th-ere is No
SUMMER LULL
at KWJJ

Summer time is a busy time at
KWJJ — Oregon  Adversisers
know that baseball broadcasts,
special summer features and good
music keep KW]J] audience rat-
ings in the top bracket. In fact,
baszball broadcasts top all Hoop-
ers and other ratings for Port-
land. Schedule KW]]J for a busy

summer sales season.

COMPLETE
Recording Service

I, ‘,/
‘4 1011 S.W. 6th Ave.

' PORTLAND 5,
OREGON

N
)""«y. o st

Nat'l Reps.: BURN-SMITH CO.
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Q)

Xy

9P, <,
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Among the shows being presented are

| The Current Scene, described as a con-
| troversial panel program. and news-

casts.

WCAN-TV, Milwaukee: A survey by
Dr. Adolph A. Suppan, director of Wis-
consin State College’s exten<ion pro-
gram, taken from 0-20 August hefore
the station’s test pattern was even on
the air, showed high interest in UHF.
More than 187 of those called had al-
ready converted their sets to receive
Channel 25 while more than 507 in-
dicated they would convert within 90
days. Lou Poller. general manager of
the station said the figures indicate
that 80,000 sets were already convert-
ed while another 220,000 would con-
vert in the next three months,

WKNX-TI, Saginaw. Mich.: How-
ard H. Wolfe. station manager, esti-
mates that about 40,000 sets, or one-
fourth of all homes in the area, can
receive his station, which went on the
air 5 April. Promotion began in Janu-
ary with a television exposition in the
municipal auditorium. The station car-

ries programs from all four networks.
* k X

KID SHOWS
(Continued from page 43)

the point that crime is never accept-
able as the basic theme for a child’s
program.”

The radio and TV programs that
arc subject to NAFBRAT's displeas-
ure include many kid’s top favorites.
Among them are Gene Autry, Hop-
along Cassidy, Lone Ranger. Roy
Rogers, Superman. Dick Tracy. Cisco
Kid, Terry and the Pirates. Tarzan,
Bobby Benson and Captain Midnight.

NAFBRAT 15 by no means down on
kids" programing 1009. The associa-
tion feels there has been an improve-
ment in <ome aspects of TV program-
ing for children, It considers NBC’s
Ding Dong School the outstanding
achievement of the vear and welcomes
the announcement of a children’s ver-
sion of Omnibus. Also given a pat on
the back are such network and local
shows as Kukla, Fran & Ollie, Super
Circus, Mr. Wizard, Zoo Parade. Jun-
ior Crossroads, Youth Wants to Know.
Carnival of Books, Symphonies for
Youth, Let’s Pretend, Clyvde Beatty and
Young America Speaks.

To get thie reaction of broadcasters
and advertisers. SPONSOR queried every

station in Los Angeles whose programs
were evaluated by NAFBRAT and a
number of advertisers and agencies
involved in sponsoring these programs.

The arguments in defense of crime
shows were suinmed up by James Web-
er. vice president of the Leo Burnett
Co.. whose client. the Kellogg Co.,
sponsors one show rated as “excellent”
(Super Circus), one rated as “fair”
(llowdy Doody) and two rated as “ob-
jectionable” (Wid Bill Hickok and

Superman) .

Said Weber: “We seek to avoid the
macabre. the gruesome and violence
for the mere sake of violence but we
recognize that conflict and violence,
vicariously experienced. are natural
normal and good outlets for a child’s
—or for that matter an adult’s—emo-
tions.

“It is natural and normal for chil-
dren to like violence, play violently. It
is natural and normal for every child
to contemplate killing his parents and
friends many times while he is growing
up. Unless he is so emotionally un-
stable that he follows through on such
mstincts, no harm is done. And the
ones who do follow through are a
miniscule proportion of the misfits that
any form of life produces.”

Another argument, a variation on
the one above. is that since crime pro-
grams are <o popular (a study of the
various rating services, as well as the
chart on page 43, indicates clearly the
popularity of programs involving
crime and violence). they must meet
some need of children.

The argument is put this way by Dr.
Ernest Dichter. president of the Insti-
tute for Research in Mass Motivations
and a member of spoxsor’s All-Media
Advisory Board:

“If children are attracted to crime
shows. let's find out why. There is
probably a very good reason. Many
of those who object to any kind of
crime show do so for reasons of per-
sonal prejudice. It's probably part of
the puritanical strain in this country’s
culture. Their objections are like ob-
jections to the publication of the two
Kinsey reports. They feel that ex-
posure to anything they consider bad
is bound to be harmful although sci-
entific facts may prove them wrong.

“It is mv personal opinion that the
excitement of a crime story is just the
"carrier,” so to speak, of the emotion.
But crime stories for children may
meet a deeper need. They take place
in a super-logical world in which evil
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pvpnnishied and meowhiely the hero ti-
manphs. 10 i< not alwavs that wav in
Leal dife. Real Bife presents loose ends
whivh annoy the voung mimd i it

aliepts o grasp than”

Uthers, too, pointed ont that <pecifie

moral codes governed the actions of

=~ Deres i eriine shows for children.

sanl G Plalpott, viee president in

charse of advertising for the Ralston

Puriug Co., which sponsors Spaee Pa-
trol 1rated objectionable™)

“li the long histors of Spaee Patrol
no one has ever been Killed or serious-
I injnred; no one ha< ever been Kid-
mapped, no child has ever been <ub-
jected to intense fears or horror: no
criminal has eseaped justice, and no
lilThanger’ has ever been uzed in a
wav which might worry viewers.”

A spokesman for Gene Auatry, whose

shows were also rated “objectionable.”
told spoxsot:

“In all Gene \utry filmis the hero
tAutry ) measures up to the strictest
standards of proper moral conduct. He
never takes unfair advantage—even of
an enemv,  lle never tells a he. le
never betrayvs a trust, lle is free from
all religious and racial prejudice. e
respects womanhood and is hind and
courteous to his parents and all old
folks. He obeys the law,

“Al thizs would seem to be as “ob-
jectionable’ as the Bov scout oath.”

Such codes are buttressed by net-
work codes. llere are some tpical
vlauses from ABC:

“Storics must refleet respect for law
and order. . , . Dramatic action must
not be over-accentuated through gun-
play or through other methods of vio-
lence. . .. No program or episode may
contain or end with an incident which
will tend to ereate morbid suspense or
hysteria in the minds of children. . . .
Torture or horvor of any kind may not
be dramatized or :uggested. ., . . Situ-
ations imvolving the Kkidnapping of
¢hildren or threats of Kidnapping are
ot permitted.”

While not denying their responsihili-
ties in regard to children’s programs,
some of the stations and agencies made
the point that radio and TV children’s
programs are onhv part of the influ-
ences on children: that comics, movies,
the front pages of newspapers have
their share of crime and violence.
James Weber of lLeo Burnett also
pointed out that children view adult
programing and that the impressions
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such programs have on children leave

~omething to be desired,

1 personally believe,” he said, “that
the evnme and violent adventire stonies
on IV are healthier fare for nldren
e Ozzie und Harriet, T Lore Luey .,
Wy Latlee Margee, Oue My Brool

and others,

“In the erime-and-adventme <l
vou have, by and Large, bad guvs and
zood guvs. botleacting logically. Now
what's the sl of which these other
shows aned ~hows, Iy the wav, that
adre l"ll"ll more IIQ'ill'I_\ i(lt‘llliﬁ;llnl(‘ \\illl
lh" \i('\\('r..\ Oown “f" are “lil‘l('.’

“Generally, father i< an utter idiot.
The varions members of the cast are
cither deliberately deceiving eacle oth.
er. or are incapable of nnderstanding
cacloother. Plots ave shot through with
deceit between husband and wife, be-
tween parents and children. “There is
cheating and Iving. In a high percent-
age of the stories, the conclnsion ix a
<hambles and utter chao<.™

The broadeasters and ageneies hy 1o
mean~ defended children’s programing
all the way down the line. Most felt
there wa~ room for <ome improve.
ment. although no need for a radical
change.

Limited agreement with NAFBR AT s
attitude toward Western films came
from Jozeph Coftin, KTL\'s director
of sale< development:

1 hold no brief with the abolition
of the Western movie and feel that
NAFBRAT : unrealistic position i< al-
ready evident in the Western stories
produced for television. lere, be-
cause of many protests again~t ~hoot.
ing which is relatively dificult for a
child 1o veproduce in hi~ actual play
activities— the films= have turned to ex-
tensive use of the fist fight, which, n
turn. i~ ea~ilv reproduced in the child’s
play activities. The end result 1= that
the brutal aspects of these films are
much more likely to re<ult in actual
behavior responses that are not desir-
able as a way of life,

“In other words. I feel that many of
the protests from groups like \\F.
BRA\T are not clearhy enough thought
out to produce truly creative <olutions
to the problems.”

Regarding NAFBRAT'~ finding of
decline in “excellent”™ radio programs
for children. Ron Manders of KFI <aid

there are fewer clildven s pro rans
availabde on vadios ot o dedhine in

qualits . Howevar, L went on to ~av:

“During the past fes vears there has
beew o decided crease i pressme
sronps for biving aind <elling prodd-
wets, and childven’s <hows are now
the land< of people who e using
these provranmes only as a <elling too
Fhe conuneraal faction seems to Le ey
ceedingly well tiained i the approach
ol adnlt living and <elling and they are
tan~ferring  that ability  directly 1o
children’s <hiows with only dollar <ign~
as their gnide. e hnying of <how~ is
hased on “How much of qny prodact
will this show <ell?” Few members of
the comnuercial faction can sav  they
are presenting a show bhecause of s
entertainment value.”

L nderlving all the pros and cons of
criune programs for children as well
as most di-pute~ abont radio and T\
programing, a~ a malter of fact s the
broad question of broadcasting’s re-
sponsibilitics, While practically every-
one agrees that hildren’s prozraming
call for special eriteria, the major
theme of broadeasters i< that, subject
to vbvious bans such a~ those on ob-
~cenily, programs= on the air are there
only because people want them. la
~ati=fying the want~ of the public ta<
evidenced by the rating servicest and
sprinkling in ~ome religion. science,
art and edueation, the broadeasters say
they are performing their public du-
Lies,

I he intellectual eritics <ay this is not
~0. They maintain that, contrary to
widespread opinion, programs create
their audience. rather than the other
way around. \n expression of this
view was given in the 29 Nugust Sat-
urday Review by Gilbert ~elde~, e
said. i part:

“Demand s generalized and ditfuse

for entertainment, for thrills, for vi-
carious sadness. for laugh=: it can be
sati~fied by programs of different ty pes
and different qualities: and only after
these programs have heen offered is
there any demand for them. >upph
comes first in this busine-~ and creates

it~ own demand.” RIS
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New England’s

rutest UG

growing
aYQa is Eastern

Conn...Served best
by its largest city

*NORWICH thry

Henry Schachte, director of advertising, The
Borden Co., becomes vice president and account |
supervisor at Sherman & Marquette sometime this
month. Until he whips the Borden ad budget into

final shape he’ll be worl:ing for Borden days and

S&V nights. Always a heavy air media spender,
Schachte (s expected to be very air-conscious in %‘

handling the accounts coming under his supervision.
Prior to joining Borden he was an account executive
at Y &R and a copywriter at General Electric. He is

a member of sroNsor’s All-Vedia Adrisory Board.

Some of Eastern
Connecticut's big
installations include

e DOW CHEMICAL

(Six miles from Norwich)

8 ELECTRIC BOAT CO.

(Submarines)

® SUB BASE, GROTON
(Ten miles, nearly 15,000 people)

¢ PHIZER CHEMICAL
® AMERICAN SCREW CO.
e U. S. FINISHING CO.

o AMERICAN THERMOS CO.
and hundreds more.

George Weiss, Midwest sales rep for United
Television Programs, has moved into the New
York office of the firm as sales manager. Prior

to joining UTP, H'eiss was sales rep for 0. L.
Taylor Co. for seven months. Earlier he was
SPONSOR's traveling representative for two years,
working out of the Chicago office. Weiss has been
active in the radio-TV field for 12 years, is president
of radio stations W PAL. Charleston, S. C., and

W BBQ, Augusta, Ga., which he put on the air in 1917,

Booue Gross. president, Gillette Safety Razor
Co., announced renewal of Cavalcade of Sport-
on VBC TV and ABC Radio. He told sPONSOR:
“All available studies show that 570 of all listeners
to our fights live in areas not served by TV, the
remaining 13 of our listening audience lives in
areas where T1" is available. In addition to the
more than 2.000,000 homes we reach by radio
there are countless thousands of out-of-home
listeners. We'd be neglecting a huge market if

we didn't use radio to deliver our message.”

Here is the #1 Hooper
station with the best Local Music

Edward B. Madden. untl recently v.p. in

charge of television operations and sales for NBC, |
has lLeen elected v.p. of Motion Pictures for
Television. Inc. According to Board Chairman
Vatthew Fox. “Mr. Vladden will coordinate the
acquisition of new properties and production
arrangements . . . will also be responsible for

the distribution and sales of these new entertain-

ment films for television.” From 1937 to 1937 he was L
with McCann-Erickson in the capacities of

vice president and director of the agency.

ond NeWS programming and
Now Major Sales RS
one low rate JRSE

Eastern §
6:00 AM-10:15 PM Conn,

contact John Dem;, Mgr.
*Norwich 37,633 New london 30,367
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Not since the Tea Party has Boston had such a history-
making event. Now that trusty Minute Man Diehm and

his associates have combined with the great American
Broadcasting Company in a history-making radio alliance.
You can just bet the Hub City and adjacent communities
will be blasted with the best in Radio shows, both local
and national. You'll do well to join WVDA . .. 1260kc

.. . the frequency Bostonians have listened to since 1922.
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Ty HAZLETON, PA. NBC-MBS WHOL ALLENTOWN, PA. CBS
& i s (Represented by Robert Meeker Associates) (Represented by Robert Meeker Associates)
wm ¥ BIDDEFORD-SACO, ME. MBS-YANKEE wHIlM BLOOMSBURG, PA.
| (Promotion Rep. Robert S. Keller) (Owned and Operated by Harry L. Magee)
wv DA BOSTON, MASS. ABC e
(Represented by Paul H. Raymer Company)
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Straight talk on UHF

1f UHF is to get a fair shake in the
fielt for national advertising dollars,
rieht now is the time for advertisers,
account exccutives. timebuyers (and
broadeasters. too) to look facts in the
face and bheware of downgrading in-
nuendo.

Here are some facts to ponder (seec
“UHF: one year later,” page 32):

1. UHF is not an inferior form of
television.

2. National advertisers are not down
on L HF. All they want is the assur-
ance that thev are getting buyable cir-
culation, both in quantity and quality.

3. In a new TV market where UHF
i< the pioneer many of the same rea-
sons exist for giving national husiness
to the pioneer station that held true
when VHE was the pioneer hefore lift-
ing of the FCC freeze. But there are
also new limiting factors: For exam-
ple. the experimental stage is over for

Applause

Teamwork in Tulsa

Imagine every radio station in a siz-
able city combining to sell the top de-
partiment storc a full vear saturation
campaign in which all stations equally
~hare.

Imagine these stations setting up the
schedule even to the extent of picking
the personality who will be recognized
as the voice of the store.

Impos-ible. you say ?

But not for Tulsa broadcasters. Thev
like to work together. as the <ix sia-
tions compri~ing the \s-ociated Tnl:a
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many advertisers; the bigger markets
are covered, thie constantly swelling TV
appropriation has reached the “let’s.
take-stock’™ point.  And this is the
thinking just as many hopeful UHF’s
hit the air urgently in need of national
advertising business.

4. Competitors are trying to cash in
on LHF innuendo. This is one for me-
dia buyers to stamp out.

5. UHF Dbroadecasters, by and large,
arc more impatient than pre-freeze
VHFers. There are good reasons for
this. The first TV broadcasters were
generally the most prosperous aind best-
financed radio operators in the land.
They were prepared to take the heavy
losses for sustained periods of time.

UHF operators are generally get-
ting down to the hard facts of life.
And the facts are generally harder,
much harder, in a market where VHF
already exists than in the virginal TV
area.

The cost of a TV station, whether
VHF or UHF, is high. The demands

for income climb insatiably.

But only the fighting and the fit
will prosper.

As far as the national advertiser is
concerned UHF must be translated into
how many sets it reaches. Like all
other media it must show circulation.

* * %

72 advertisers speak out

You’ve never seen as fine a collec-
tion of data on media evaluation as
yvou'll find on pages 27 to 31 of this
1SsU€.

They comtain the results of srox-
soR’s survey of 1,000 advertisers. (The

Broadcasters have {requently demon-
strated in the past.

Starting 13 September Tulsa radio
stations KVOO. KTUL, KRMG, KFM],
KRAKC and KOME will each carry 60
announcements per week for the next
52 weeks on behalf of Brown-Dunkin,
Tulsa’s largest department store. The
commercials will be taped daily to give
Brown-Dunkin maximum timeliness
and flexibilitv. The personality picked
by the Tulsa broadcasters and ap-
proved by the department store will be
featured in each announcement.

agency survey will appear next issue. |

Sixteen tables give you a fascinating
insight into how 72 advertisers spend.
ing over $137 million a year assess
media.

Three over-all conclusions may he
drawn from this tremendous collection
of original data:

1. Habit still prevails in choice of
media: too many advertisers don't
know how 1much each medium sells.
Only 18.6°% of those answering actual-
Iy tested different media in different
cities although over half have estab-
lished some correlation between media
and sales.

2. Advertisers continue to overesu-
mate air media’s costs as against print
by using two different vardsticks for
measuring them. Using ABC circula-
tion for print and a rating service for
air and then deciding you can spend
up to 85 or $6 a thousand circulation
for print but only $1.50 to $2.00 per
M for air is the worst kind of arith-
metic.

Reason: ABC circulation has no re-
lation to ad readership, but air circu:
lation is virtually synonymous with
commercial audience.

3. The advertiser wants to know far
more about a medium than he cus-
tomarily gets from the average media
rep. Some examples: “Will T need
other media to complete the cover-
age?” “Which of my competitors is
using it now? How much?” and “Can
I saturate the market quickly?”

This is the most provocative of sSPON+
soR’s All-Media Evaluation articles to
date. Read it. Then write us to let us
know what vou think of it.

1t all started when John Dunkin,
head of the store, listened to a talk by
Kevin Sweeney, vice president of
Broadcast Advertising Bureau, during
an ATB luncheon and opened the door
for a radio plan. The six Tulsa sta-
tions put their heads together and came
up with the saturation formula.

We'll admit that not many markets
can boast of the caliber of unified
friendship and action that character-
izes Tulsa broadcasters. But it’s not
impossible anvwhere—and the need
exists todav evervwhere,

SPONSOR




The ONLY professional turntable

tailored specitically for
“fine groove” 33% or 45

New, smalier size . .. only 28"
high, 20" wide, 164" deep
Faster starts. Full speed in less
than !{ turn

Easler cuing . . . through faster
starts and disengaging of driver
idlers

Goodbye operating errors.
Center hole diameter changes

automatically with speed
changes

No record slippage. The cen-
ter of the platter is re d to
handle the inside shoulder of
45's, Easy to handle

Wow and flutter low as
RCA 70 series turntables

SMALLER than any Professional Broadcast turntable . . . yet
capable of delivering the same high-quality output as RCA’s
famous 70 series . . . Type BQ-1A is your answer for a simple-
design turntable matched and styled to meet the trend in
/ - transcription requirements. It enables you to take full advan-
, tage of the vast library of 45's and 33%;'s now available. It takes
~ p ' up less space in your control room. It enables you to take ad-
| / vantage of the Important space-saving features offered by
“fine-groove.”” AND NoTE THis Fact: The price is right!
Type BQR-1A is ready for immediate delivery, complete—or
mechanism only. For details, call your RCA Broadcast Sales
Representative.

RCA Type 8Q-lA Fine-Groove Tran-
scription Turntable. There is ample room
for a booster amplifier—and plenty
of shelf space for program records.
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Basic
CBS Television
Affiliate

WHB-Tv

CHANNEL BASIC CBS-TV

SHARING TIME Konsos City
WITH KMBC-TV

WH

710 KC. 10,000 WATTS
~ MUTUAL NETWORK |

OLDEST

CALL LETTERS




