Ghe
tations

K XL
PORTLAND

KXLY
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YOU CAN'T COVER
the PACIFIC NORTHWEST
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SPOKANE

K XL F-TVe
BUTTE

Stations
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spokane, washington
Highest antenna in the
Pacific Northwest !
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_ WMBG
SO DO HAVENS AND MARTIN, Inc. STATIONS .. .< R
: ,, | WTVR

Ever since it was introduced to the American people
twenty years ago, Serutan has been the leader in its
tield. Constant, careful research and high-quality
control have made Serutan a product people trust
completely. And this same confidence carries over
to Geritol and other products distributed by the
Serutan Company.

Building listener confidence for the advertiser and

his product has been the objective of Havens & Martin, Inc.,
Stations. The result . . . large and loyal audiences in

the rich areas around Richmond. The means . . . quality-
controlled entertainment and public service. Build

sales results on confidence in your product through

WMBG, WCOD and WTVR, the First Stations of Virginia.

WITKR—

l(“//VO\’AP =IAH7

HAVENS & MARTIN INC.

5 WMBG » WCOD ~ WTVR'
o o, S M0

Frasra

Sehesouths Tirst television station

&

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
FIRST STATIONS OF VIRGINIA Pioneer NBC outlets for Virginia’s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.
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Admen debate
fate of budgets

BBDO’s Ben Duffy
lists media tips

Rybutol using
6,000 air plugs

Larmon hits too
many TV plugs

Donaldson, West
head ANA for ‘54

Radio gets Coffee
Bureau’s $500,000
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3 case histories
you want to see

|
I
|
|
I
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Despite sagging stock market,

some soft spots in economy,
in Chicago foresaw booming business for at least 6 months.

After
that. . . .?
tising budgets if hard times came were 2 admen of opposite persua-
sion. One, a younger man controlling %2 million soft-goods budget,
said: "We wouldn't cut one cent nor lay off one worker. We learned
that much from '29. An older manager spending nearly 3$5 million a
year to sell hard goods: "Once inventories started to pile up, we'd
have to close down a few plants. However, we'd need the advertising
to move the goods."

—-~SR-—-

BBDO President Ben Duffy cites some advantages of radio, TV over
magazines, newspapers (and vice versa) in "How BBDO evaluates media,"
specially written for SPONSOR as part of All-Media Evaluation series.
Starts page 25. Duffy's ANA speech on media is included.

-SR-—-

Vitamin Corp. America's in midst of biggest saturation campaign in
vitamin advertising to sell Rybutol. Five-week drive through October
calls for 6,000 radio-TV announcements, 200 newspapers, use of Ga-
briel Heatter (Mutual), Paul Dixon Show (Du Mont), 15-minute show
preceding World Series games on Mutual. BBDO is agency.

—~SR—-

Y&R's President Sigurd Larmon had agency radio-TV department monitor
21 TV stations in 6 cities for 280 hours, concluded 20 of stations
permitted abuse of standards set up by industry to fegulate commer-
cials. Of 160 cases of programs exceeding standard commercial time,
worst examples were single commercials over 10 minutes long in 15-
minute program, 5 plugs in 1Y% minute period. Addressing ANA, Larmon
praised NARTB TV Code Review Board for looking into matter.

~SR—

Ben R. Donaldson, Ford advertising & sales promotion director, member
of SPONSOR's All-Media Advisory Board, is ANA's new chairman of board

of directors. Paul B. West was re-elected president at Chicago confab.

-SSR~

Against Tea Council's 51 million all-TV ad budget, Pan-American Cof-
fee Bureau's betting entire 3500,000 ad wad on spot radio (100-plus
markets). Maintains it's not losing ground in tea-vs.-coffee race.
—~SR—
You'll find 3 unusual case histories in this issue: (1) Why Speidel
Corp. puts 100% of its advertising budget into network TV, page 28.
(2) How Dr. Pepper boosts sales as much as 500% in some markets using
a radio phone giveaway show (page 34). (3) How Rubel Baking Co. of
Cincinnati gets most out of its public relations show (page 33).

SPONSOR. Volume 7, No. 20, 5 Ovtober 1953. Publlshed biweekly by SPONSOR Publications. Inc., at 3110 Elm Ave. Beltlmore, Md. Executive. Editortal. Advertislog. Circu-

lation Ofices 40 E. 49th St.. New York 17. $8 s year in U. S.

39 elsewbere. Entered as second class matter 29 Janusry 1949 at Palilmare, Md. posioffi-e under Act 3 March 1879

ANA speakers

Among those polled by SPONSOR as to fate of their adver-
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Lees carpets bets
half budget on TV

NBC Radio pours
$5 mil. on shows

Mages Stores ride
air to top spot

“free'’ AM time

Folger’'s Coffee
likes radio too

Radio, markets
boom in Alaska
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James Lees & Sons (carpets), Bridgeport, Pa., will spend about half of

21 million ad budget on spot TV this year. Working closely with
D'Arcy agency, firm's risen to No. 2 in industry in 5 years with help
of "flying-carpet" theme and, more recently, large use of TV.

—SR—

NBC's pouring %5 million into mighty programing effort designed to
1ift NBC Radio into premiere spot and keep it there. For details of
its new 28 radio programs, sales plan, see article page 30. (For
data on NBC Electronic Spot Buying set-up, see page 38.)

—SR—

Thumbnail success Story: Mages Sporting Goods Stores (Morrie Mages is
ad director) spends all its $500,000 ad budget on radio, IV in Chi-
cago, has increased stores from 4 to 7 in past 1% years, zoomed sales
to $5 million yearly, now_reported largest such chain in Midwest.

Programs: 2 feature films weekly on WGN-TV, 15-minute daily radio show

on WIND with d4.j. Howard Miller. Art Holland of Malcolm-Howard is a.e.
—SR—

Sponsors and broadcasters alike will be interested to know how Brown
Shoe, St. Louis, sinks 100% of ad budget in TV (52 stations), yet
manages to air its Buster Brown program on 203 radio stations, 24
additional TV stations without cost. Method: It enlisted support of
stations to help "sell" program to local Brown Shoe dealers. Dealers
paid only for time, Brown Shoe mailed tape of radio program or film of
TV version free. Brown entered radio in 1943, rose to 2nd in field.

—SR—

"TV's only one medium," says Folger Coffee's Ad Manager Lin Bagley.
He said in speech read for him at ANA convention (because he was
sick): "We don't think it replaces radio or any other of our media.
But . . . used in conjunction with theme, television enables us to do
a better, more complete advertising job." TV announcements coupled
with radio announcements and "Judy and Jane" radio show (on since

1932 or '33) plus 5 other media have helped Folger's Coffee surge to
top in Midwest.

—SR—

Rep Roy V. Smith of Alaska Radio Sales almost got clobbered with can
of sardines on recent trip to Alaska. He was researching radio, mar-
ket data for his clients. For rep's view of this booming northern-
most U.S. territory, don't fail to read article page 36.

New national spot radio and TV business

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Zerone, Zerex BBDO, NY 55 TV mkts, scattered TV: 20-, 60-second film anncts, 1.D.'s:
12 Oct: 6 wks
tnstant Maxwell Benton & Bowles, 20 radio mkts throughout coun-  Radio: 50 to 200 anncts daily per mkt:
House coffec NY try 20-, 60-second anncts; 1 Oct; 2 days
Travel service Cunningham & Top northern TV mkts TV: 20-second Class A film anncts: 5
) Walsh. NY ) Oct: 26 wks
Pertussin McﬁYann-Enckson. 75 radio mkts throughout coun- Radio: 20-, 60-second anncts; 5 Oct;
) try 26 wks
\ se Tea Cecil & Presbrey. NY: WCBS TV TV: 12 WCBS-TV 20-sccond anncts
Coffee NY ) weekly; 5 Oct; 26 wks
Rybutol BBDO, NY 46 radio-TV mkts Radio-TV: 6,000 anncts in S wks: 27
Sep; S wks
S BBDO. NY 30 TV mkts throughout country | TV: $250.000 spot campaign; 60-second

film anncts: 28 Sep: 13 wks

SPONSOR
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DETROIT WORKERS

DR’VE TO WORK e

Detroit is the world’s Motor City in
usage, as well as in production.
Autos and auto radios get plenty

of mileage! \\

Two-thirds of Detroit area workers DRIVE to their daily employment.
12% of them drive 30 miles or more each day. Another 13% drive from
20 to 29 miles. Less than one-half of one percent ride on Detroit's one
commuter railroad!

What o BONUS audience that represents for Detroit’s radio advertisers!

In this market of 980,000 cars, WW] is the favorite radio station. It has
been for 33 years. And, because it delivers the most listeners per dollar,
it’s the most economical buy.

To put your product in the driver’s seat in the Detroit market, put your
story on WW .

- |FH A —

Associate Basic
Telavision Station WWJ-TY NBC Afliliate

AM -850 KILOCYCLES—5000 WATTS
FM—CHANNEL 246—97.1 MEGACYCLES

THE WORLD'S FIRST RADIO STATION o Owned and Operated by THE DETROIT NEWS
National Represeniatives: THE GEO. P. HOLLINGBERY COMPANY
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ARTICLES DEPARTMENTS

How BBDO cvaluates media TIMEBUYERS AT WORK

's President Ben Duffy tells how one of nation's top agencies looks a
media picture, including radio and TY. This Part 11 of SPONSOR’s All-Media - 49TH & MADISON . .
Evaluation Study also includes text of Duffy’'s speech to ANA on media 25 MR. SPONSOR, Morehead Patterson

P. S. SR
Why Speidel spends 1009, of its budget on TV

NEW & RENEW —
All of $2.5 million ad outlay goes for two top network TV shows, With shows S NEW TV STATIONS
on alternate weeks, firm has learned how to make profitable use of cross-plugs 238 NEW TV FILMS
FILM NOTES
AGENCY PROFILE, Duane Jones

COMMERCIAL REVIEWS

VYBC’s S5 million investment in radio

Network has signalled determination to fight for audience—and business—with
new show lineup, revised plans for flexible selling. Charts in this article give

you at-glance view of costs, provisions of new sales plans 20 TV RESULTS . ..
& SPONSOR ASKS
How to get most out of publie relations show ROUND-UP

Rubel Bakery, Cincinnati, uses no commercials on its radio show, Ziv's "l Was RADIO COMPARAGRAPH , 1
a Communist for the FBL' Instead it has school youngsters read Americanism . NEWSMAKERS IN ADVERTISING
essays on air. Result: strong community support for show-——and Rubel's 3.3 SPONSOR SPEAKS

Dr. Pepper prescribes radio phone givemwvay

To win prizes on the company's show, audience must stock Dr. Pepper's pop. 3.4
Giveawa immick made sales jump as much as 500% in some markets
A it 2 Editor & President: Norman R Gtonr

Secretary-Treasurer: Flaine Coupes: G-an
Editorial Director: Ray Lapica

1 rep goes to Alashka

Roy V. Smith, New York rep for Alaska stations, took a four-week yacht trip

to Alaska. He found the country in a state of expansion, prosperity, gathered

“Managing Editor: Milex David

information of importance to advertisers and agencies 36 Senior Editors: Charles Sinclair, Alfred J.
Electronie spot buying Dep'arfmenf Editor: Lila Lederman
Assistant Editors: Evelyn Konrad, Joan B
Timebuyers will get chance to see how their product's commercial would be Keith Trantow
done by local TV personalities via new NBC Spot Sales approach to selling Contributing Editors: R. J. Landry. Bot
TV shows. Here's the story in brief text and pictures 38 Foreman
How Ameriea’s social classes react to TV Art Director: Donald H. Dufty
Phot her: I
Do you know how to program to hit the specific class which is the best pros- ; Og.rifp er: Lester Cole Edwi C
pect for your product? Depth research gives you the answers 40 Advertising Department: win D. &f

(Western Manager), Wa' ace Engell
(Regional Representative}, John A. Koy
(Production Manager], Cynthia Soley,
Higgins l
Vice-President-Business Mgr.: Bernard Pl _
Circulation Department: Evelyn Satz (&
scription Manager), Emily Cutillo
. Secretary to Publisher: Augusta Shearma
Office Manager: Olive Sherban

COMING |

Farm radio and TV: 1958

SPONSOR's up-to-date profile of the farm market shows radio continues strong,

TV has mede big gains since last year, Section also includes advertiser and !
agency views on farm market, facts, figures of value to advertisers 19 Oct. !
E |

Published biweekiy by SPONSOR PUBLICATIONS €2
combined with TV. Executive, Editorisl, Circulatioris
Adrertising Offices: 49th & Madison (40 E. 49th ok
19 Oc¢t. New York 17, N. Y. Telephone: MUrray Hili 812
Chicago Office: 161 E. Grand Asve. Phone: SU:
y Y N . e . . . [ 7-9863. West Coast Office: 6087 Sunset Boulevard
.Su_qurl('.\.s beu erages "'-- h'yhl’r with radio | Angeies. Telephone: Hoiiywood 4-8089. Printing ¢
The leadi . . . ) 3110 Eim Ave., Baltimore 11. Md. Subscriptions: Ul
e :a ing sugTr-dfree soft drink is Kirsch Beverages' No-Cal. I+ originally was States $8 s year, Canada and (oreign $§9. Singie i#
aimed at special diet consumers only, bu i i i 50c. Printed in T. S. A, Address ali correspor e
irfh-consci’:us arket for it d Y'r GO SN B O e to 40 E. 49th St., New York 17, N. Y. MUrray H #§
9 m LB ARCAE OIS 2779, Copyright 1953. SPONSOR PUBLICATIONS (&
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How Emil Mogul ageney tests media weekly

Part 12 of SPONSOR’s All-Media Evaluation Study shows how you can test
newspapers, radio and TV weekly, and boost sales—without the use of coupons

A




'hings have changed |
n ARKANSAS, too!

rkansas “tain’t what she used to be''! Ta the last

a vears, the State has made tremendons advances
imdustry, commeree, agricultnre and standards of

vinr,  Retail Sales, for example, are 7.2°7 ahead of

st vear's - 276.9°0 ahead of ten years ago!

he Arkansas radio pictare is different, too. Yon can

ow cover almost all the State with one radio station
0.000-watt WTHS w Little Roek, ('BS, and the only
Tass 1-B Clear Channel station i Arkaunsas. KTHS
ives prinmary daytime coveraze of 1,002,755 people,
wre than 100,000 of whom depend on K'THS exelusively
or primary dayvtime service, Secondary, interferenee-
ree daytime coverage of 2.372.433 people inehides

thost all of Arkansax!

Write direet or ask yonr Branham man for the KTHS

tory.

*Vales Management ficures

50,000 Watts . . . CBS Radio

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

BROADCASTING FROM

LITTLE ROCK, ARKANSAS
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AGAIN!

3 AWARDS ALREAGY IN 53"

The only independent station in the
Oakland-San Francisco Bay Area to
place in any of these three contests.

1, FIRST PLACE AWARD-
CAPRA

California “‘Local News’’ Con-
test

2, THIRD PLACE AWARD-
APPAREL

BAB’s National Contest

3. CALIFORNIA STATE FAIR
AWARD

For the Outstanding Farm
Program

ond KLX-FM )

—_—

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

-

=

e

Franli Carvell, Benton & Bowles, New York,
has just finished a special fall campaign to intro-
duce the New Conoco Super gasoline. A heavy spot
radio and TV schedule will cover “Conocoland’—
in the Central and Mountain time zones. “Conoco
endeavors to reach a predominantly male audience,”
Frank explains. “We therefore pluced Conoco’s
minute announcements and chainbreaks adjacent to
news, sports and other male-appeal programs.”
Conoco 1s backing up its early-morning and night-
ume radio schedule with TV announcements.

Eleanor Amanna, Huber Hoge & Sons, New
York, has found that big-city stations rather than
farm radio and TV do the job for RX-15, a plant
food. *Suburbanites with small gardens are our
prospects,” Eleanor relates. “We found that farm
areas often use the sume fertilizers on gardens as in
the fields.” RX.15’s 15-ininute educational radio-TV
programs have expanded the product’s mail-order
business into retail distribution. The afternoon and
evening adjacencies which Eleanor acquired got such
good results retailers asked stations for RX-15.

Cameron A, Higgins, Vlarschalk and Pratt Co.,
New York, has been buying time for Esso Standard
Oil Co. since he joined the agency over a year ago.
Currently on 56 radio stations in 51 eastern markets,
13 TV stations in 13 markets, Esso is an 18-year air
media veteran. “Since August 31, we've been testing
a new TV format in Binghamton,” Cam says. “Five-
minute weathercasts instead of the 15-minute news
programs we’d been running. These weathercasts en-
able us to reach audiences in TV markets our budget
wouldn’t have permitted with 15-minute news.”

et

Ben Bliss, Ben B. Bliss & Co., New York, found
he had to brush up on European customs recently to
set up a successful campaign for Saratoga Geyser
Water. “Our best prospects for this mineral water
are persons of recent European extraction, since
they’re accustomed to the benefits of spas,” Ben
explains. “We placed the bulk of the minute an-
nouncentents on foreign-language radio.”’ Languages
in which Saratoga Spa’s message has been broadcast
since Spring include German, Italian, Yiddish over

FEVD, WHOM and WLIB, New York.

SPONSOR
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Baker-Protected ¥
Building Has Ever
Been Damaged
By Lightning”’

Photo courtesy Rochesier Demoacrot & Chronicle

RADIO’S “I.IGIITHING” HITS MORE THAN ONCE

20% DEAD...40% SOLD...
40% FUTURE SALE ASSURED

Attending a sales school and the manu-
facturer’s sales training course con-

vinced E. L. Baker and Sons that radio

~rgy |
LE]

was the advertising medium to use.
Their first venture into radio advertis-
ing was an in-and-out proposition until
they decided to make an accurate check
to learn exactly where the results were
coming from.

They cut their farm magazine budget
and put it all on radio. In March
through June of this year, radio has
produced 30 to 35 lightning protection
leads per month. The conversion to

sales has been phenomenal and looks
like this:

WH A \l

5 OCTOBER 1953

Consistent radio promotion converts
the other 40% to the "sold” side of the
ledger and serves as an introduction

on cold canvass calls.

""We are thoroughly convinced the
lowering of sales resistance has
been due largely to the fine job
done by Station WHAM. Radio has
increased our normal rush season
and helped to level off the low
points in our yearly sales curve.”

Mr. Robert Baker

Availabilities.

The STROMBERG (ARlSOH Stnﬂon, Rochester, N.Y. lusu NBC - 50,000 watts * clear channel * 1180 ke
GEORGE P. HOLLINGBERY COMPANY, National Representative

* Write, Wire or
Phone WHAM or
Hollingbery for




We at KSDO are used

to fitting them for size ...
budgets, that is. Regard-
less of budgets, we still
deliver more listeners
than any other San Diego
station!

KSDO is MR. FIRST in San

Diego... first in just about

everything, according to

the lotest HOOPER and
NIELSEN.

May we fit you for size?

T

30 KC 5000 WATTS

Representotives
Fred Stubbins  Los Angeles
Doren McGovren  Son Frondisto
John E. Peorson, Co. New York

and Moty '

Down Radio Memory Lane

Miss Beverly Chase is a child, we mean a woman, whom we
dearly love. Not that she ic always polite to her elders. She was our
secretary during our time at CBS and she is now a talent agent.
She is Size 8 but a lot of female. Well, she encountered us on the
Avenue the other day and on a point of memory about things radio.
Miss Chase delivered herself in some exasperation, following an
unequal struggle, of the following ohservation: “Oh. you. vou are

older than everybody!”
* * L]

And with this much prologue. we now prove the point by strolling
back down the corridors of a fabulous era—the era of radio broad-
casting in its heyday.

% #* ¥#*

We were thinking of the yesteryear geniuses at the networks.
They were impressed that myriad millions of gals swooned happily
when soft love lyrics, of a nibbling kind, were caressingly addressed
to their collective ears by such masters of the romantic whisper as
Rudy Vallee and Russ Colummbo. The mind of genius then reasoned:
If men can do this to women. why cannot women do this. turn-about.
to men? Alas for radio genius. they knew little biology and no
zoology at all. It was at this point that they poured Dorothy Lamour
mto a hug-tight gown. drenched her eyes with mascara and photo-
graphed her cooing throaty suggestivity at the bovs.

* * *

Here’s vour history: Dorothy Lamours radio Pamour was a
flopperoodie unless you want to quibble and point out that it at-
tracted the attention of Hollywood where she hecame a star and
amassed $3,000,000. Otherwise Dorothy didn’t catch on.

* * *

Who remembers, out of Chicago, the most bizarrely named charm
boyv of this period—>Mr. Husk O'Hare? Speaking for himself and
about himself. Husk huffed into a condenser mike: “Softly and ro-
mantically, Husk O'Hare steals into your heart and wraps you in a
mantle of incomparable charm.” Or something like that. Early
radio doted upon such purple prose. Continuity invariably had
built-ii fantasy a la “Arabesque™ tand who remembers that one?),

* * *

There i+ this to be said about that era: It was during the back-
wash from Rudolph Valentino. an ltalian waiter who did very
well in Hollywood where his short-sighted vision proved a box office
asset. Upon contact with one of his soulful blurred glances, women
collapsed.  Always imitative of the theatre. radio kept tryving to
translate into soundwaves the erotic appeal of Valentino myopia.

*New manaring edifor o1 Varlety,” Landry will ronclude hls column next issue, 19 October 1953,

( Please turn to page 100)

SPONSOR
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Ramar &  of the jungle

¥4 sfcr_ring“Jon Hall

The OI)Iy show of its kind Ramar is a sales “natural” —complete with

on telew‘sion . countless merchandising and exploitation tie-ups
available through TPA.

It's an axiom in show business that

Jungle pictures are sure-fire box-office. Ramar Program supply covers two years of half-hour

proves it in television with its ratings and sales ~ Pre8ramming.

records. Wirite, wire or phone for complete information.

Ramar is an aoll-family show, with special appeal
to the great juvenile and teen-age audiences. Yelevision Programs of @merica, inc.
This TPA progrom wins huge audiences at any
time of day . . . any day of the week — in every G OGS U S s e A

type of market. 1041 N. Formosa Avenue, Hollywood 46, California
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Everything's

NEW...

but our Top
ratings =

Again, we have 5 of the top
5 TV shows according to the
latest Pulse Survey of July
13-19, 1953.

But now, KMTV's experienced

9 CilioC g

During KMTV's 10 day
Open House, the largest
event of its kind ever held
in the Omaha area, 23,-
431 interested visitors in-
spected the . . .

o NEW TRANSMITTER
ROOM & EQUIPMENT

o« NEW, LARGER STUDIO
FACILITIES

o NEW 6 BAY ANTENNA

o NEW, LARGER MASTER
CONTROL ROOM

o NEW OFFICES &
WORKING FACILITIES

new, larger facilities of

=\ /
KIVIETV making 1t the finect

When buying TV in
the Omaha Area, look
to the leader—Buy the
most looked at — ljs-
tened to 100,000 Watt
TV Station.

TELEVISION CENTER

KMTU

CHANNEL 3, OMAHA
CBS-TV & ARC-TV = DUMONT

g Represented by

EDWARD PETRY & CO., INC.

10

0

I
"[JIIMH#WIII’IIMmuummnnmnmm

RESEARCH PITFALLS

Should excellent and higher-than-
average readership ratings create con-
tentment in evaluating the effective-
ness of advertising? Not always! In
carefully watching the results from
keyed and couponed magazine and
newspaper copy. we find a wide varia-
tion between readership ratings and
actual coupon returns.

Copy which rates well in the “read
most” and “read all” columns of read-
ership studies at times shows a smaller
direct return than other copy which
does not rate as high in readership.
Often there is no direct correlation
in the two evaluations.

Catching people at the right time
in the right mood makes a big differ-
ence in gaining actual motivation as
against mere aitention and readership.
Moods. habits and processes of plan-
ning change with periods of peace,
war, inflation and high taxation. In
travel advertising, for example, what
worked successfully in 1947 couldn't
be a pattern for 1950. and by 1952-
’53. another set of conditions had to
be taken into consideration in obtain-
ing effective results and readership.

Readership studies alone could, un-
der certain circumstances, give comn-
fort to an agency and advertiser when
they are the only measurement being
used. In the case of keved and cou-
poned advertising an opportunity ex-
ists to measure not onlv direct returns
but “total sales™ as well as readership
ratings,

Surprising things come to light in
the process.

A. E. CoLe

President

Mac Wilkins, Cole & Weber
Portland

® Mr. Cole is a member of SPONSOR's Al
Media Advisory Board., The above is a comment
on “‘Beware of these media recearch pitfafls,”
SPONSOR, 27 July and 24 August 1933,

UHF

I have read with considerable in-

terest AHred J. Jaffe’s story, “UHF:

one vear later” [page 32} in the Sep-
tember 7 issue of spoxsoRr and I think
he has made an excellent appraisal of
the whole situation. It is my opinion
that too much distinction is being
ptaced on UHF vs. VHF. 1 ain confi.
dent, as the manufacturers make all-
channel receivers and as power of sta-
tions operating in the UHF band is in-
creased. the distinction will be lost and
the public will recognize both bands as
a television service and it will be only
a matter of identification of the chan-
el on which a program appears which
one desires to receive.

| have read many other interesting
articles in spoNsorR and find it very
interesting in keeping informed on
commercial aspects of the broadcast-
ing industry.
Georce E. STERLING
Commissioner

FCC, Washington, D. C.

JUST ONE ERROR

Not being a SPONSOR subscriber (I've
retired from business), I came across
an item of interest in your August 24
issue through a friend.

The item—a biographical article
about Eugene Lessere—was very well
done. except for one slight error, to
which I'll refer later. Otherwise it was
true to the life.

I've followed the career of this
young man very closely—closer than
anyone, | guess—so I'm in a position
to know that the nice things you say
about him are well deserved. You are
to be congratulated on a good job.

Oh. the slight error? . . . He’s not
31—not yet by a vear. Unless he’s
shpped one over on me. Though 1
don’t see how that could be—I was
present at his birth, walking up and
down in agitation, threatening to hand
out cigars.

You see I'm his father and, by golly,
that’s accurate, I'm proud to say.

SaMmreL E. Lessere
Northport, N. Y.
® Fugene Lessere, director of TV commercials

for William H. Welntraub Co., was featured in
“Agency Profile”™ 24 August 1933 issue.

WRONG SOURCE

This is to confirm our conversation
. . in which you promised to publish
a retraction of the source quoted for

(Please turn to page 13)

SPONSOR




The only /‘//T\
GUARANTEED |®"
CONSISTENT

CHAIN-WIDE

t 40 { b
PRE-SALE ‘::';4332

PLUS

JnignEyd FOOD MERCHANDISING PLAN

WO IN AMERICA’S 3rd MARKET

T -
l\(-vcr before has a food merchandising plan based

on “ount-front”” radio promotion offered
GUARANTEED, CONSISTENT, CHAIN-WIDE

merchandising to food manufacturers,

brokers and distributors in the Philadelphia area.

This is a plan unmatched for thoroughness and follow-through!

® 27 of America’s biggest and busiest markets. ® Average annual volume in Penn Fruit Markets is
\ ; o . $3.000,000 per store —compared to national super-
e JMore than 350,000 custorners buyv in Penn Fruit market average of $1,000.000.

Markets every week. . . . .
‘ ARG ® Penn Fruit. nationally recognized as Philadel-

® P’enn Fruit does almost 109, of the totcl retail phia’s outstanding merchandiser. is constistently
grocery sales in the Philadelphia areu. expanding with new units. more volume.

WPEN management, talent and staff have more day-to-day. store-by-store. shelf-by-shelf
knowledge in moving products from shelf to shopping basket than any other station.

For information call, wire or write
SALES DEPARTMENT
2212 Walnut Street, Philadelphia 3, Pa.
Represented nationally by Gill-Perna, Inc. -
{ New York Chicago San Francisco Los Angeles 9;)0 ON THE DIAL ‘ 59000 ‘VATTS
P Philadelphia’s Leading Independent Station
— S 24
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Then the publisher said, “We’ve just had to stop

dead—

For KOWH has our readership swelling . . .

When, despite this success, the

boss stopped the press,
People wondered just what had
J him tronbled.

too small
To print what onr schedule is selling!”

KOWH

4 Moral -

EVERY GOOD TIME-BUYER
J KNOWS KOWH HAS THE:

® Largest total audience of any
Omaha station, 8 A.M. to 6
P.M. Monday thru Satnrday!
(Hooper, Oct., 1951, thrn
August, 1953)

® Largest share of audience, of

any independent station in
k’\merica! (August, 1953.)j‘,

35.6%

AVERAGE HOOPER

Generol Manoger, Todd Storz: Represented Notionolly By The BOLLING CO.

Till our presses and all are now simplm\
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the TV set connt figures listed on pages

220 and 221 of yonr Julv 13 iswsne
["'l‘\' Basies"].
Yonr listing of the Fdward Petry

Co. TV the

source for these fieures was erroncons,

rescarch  department as

as we ltave uever originated suclt e«
timales for the trade. True,
years issued a sunple
araplied bulletin in wlich we quoted

for some

we mineo-

the NBC TV family and  set count
fignres, but cach of these releases was

plainly marked at the top as containing
ouly the “NBC Undnplicated Data.”

Further confirmation of the fact that
we have never heen the souree for sneh
figures lies in the fact that in May.
when NBC ccased to publish its esti-
mates, we discontinned our releases.

For these reasons, your niention of
the Petry Co. as the original source of
the family and set count figures which
vou used is inaccurate and your retrac-
tion in the form of publishing this let-
ter will be appreeiated.

I.-pwarp PETRY
Edward Petry & Co.. Inc.

New York

[ All badie data pertaining to TV families and
sets by markets contalned on paze 1 of SPON.
SOR 1953 TV Basies® origlnated with NBC TV
Research. SPONSOR regrets It error In lmply lug
that Edward l'etry Co. rescarcli department
also a ba.le souree.

was

NEGRO RADIO

Many thanks to you and your fine
organization for the August 21 issue
regarding Negro radio status for 1953.

Since I was in New York at the time
the August 21 issue of SPONSOR was
released, I had many occasions to use
the facts and figures on the Negro mar-
ket. while calling on many of the top
New York agencies.

It was very gratifying to me to find
the acceptance of sPoNsor in the agen-
cies. It was also very helpful in my
sales pitch to be able to turn to the
facts and figures you had gathered on
Negro radio.

GENE SINK

General Manager
WAAA
Winston-Salemn, X. C.

Don’t underestimate the Negro disk
show anywhere!

For example. the Corpus Christi
market is no more than 7% Negro.
Yet KWBLU s Mellow Man. Artie Bland.
with a 50-kw. non-directional signal

behind him. pulled more than 2.200

5 OCTOBER 1953

picces of mail in the P-week quuarter
ending with Augnst 31 T'he
mail connts of this Nezgro mid-morning
di-h <liow during this summer ranged
from 130 to 223 letters cards,
\\ hat's more, the mail conmes from all
over the Gnlf Coast
ern amd southern

covered presnmablyv by some of the

W 1.‘L'L l \

amd

namy from west-

Lowisiama, an arca

Lest in all-Negro radio,

The KW BU Mellow Man does a va-
ricd mmsical show—not emphasizing
bop and jive  awd las a devoted audi-
ence including some top white profes-
sional people, some Latin-Americans.

Jim CorBeTT
Promotion Department
KWWBU

Corpus Chnisti. Tex.

KIDS" SHOWS

Fnjoyed your article. “Are children’s
programs harmful?” in your Septem-
T issue, page 12, You mention.
‘excellent’ and

bher

“all but one of the 22
‘zood” programs were live.”
May 1 call to your attention the fact

that the only TV film show selected
excellent was Jump Jump of Holiday
House (see picture above). a program
we distribute. spoxsor didnt make
mention of the show in its coverage of
NAFBRAT conclusions.

Dax Goobaiax

Harry S. Goodman Produchons

New York

BASICS SECTIONS

| can appreciate what a limiting fac-
space requirements in SPOMNSOR
can be particularly with regard to yvour
of the status of Negro radio

1953 as published in your issue of
August 24, | think the editors did a
masterful job in condensing and edit-
ing the tremendous volume of informa-

(Please turn to page 104)

tor

survey

WHEN | SEENG
SENOR
THEY

’F

LEESTEN

‘4

HERE'S WHY ...

KIEN, and only KIFN, reaches more than
85,000 Spanish-speaking people in Phoenix
and Central Arizona. This Spanish popula
tion spent nearly $20,000,000 in retail sales
during 1952, They account for nearly 20%
of Arizona’s population.

Remember, if you sell in Arizona . .
you should sell in Spanish. And to reach
this rich market, you must use KIFN,
Arizona’s only full Gime Spanish langwge
station.

PINTO BEANS? SI.

| LOVE THEM!

| helped sell 10 tons of

3\ them for Basha's Markedts,

} Phoenix, during a recent
week-end. Ask Mr. Ed Kearns

at Basha's.

SENOR,

AH, SENOR, WHAT AN
ANGLE FOR A SIESTA!

Using KIFN, Quality Furni-
ture Company increased sales
to Mexican people from 5%

of volume (o0 over 40%

in two years. Ask
" Mr. Al Garcia, Pres-
ident.

SENORA COW, SHE NEVER
GIVE MILK LIKE THEES!

In one year my listener
sent 187,500 labels to Bor-
den’s Milk Company in return

for china plates. Check with
Q\ y Mr. Sporleder at Borden’s.

*Statistics from Valley
National Bank Survey.

Ask These Yanquis About Mel

LOS ANGELES, CALIF. NEW YORK,
HARLAN G. OAKES N. Y.
AND ASSOCIATES NATIONAL

672 S. LaFayette TIME SALES

Park Place 17 E 42nd St.

KIFN

“LA VOZ MEXICANA"
860 Kilocycles o 1000 Watts

REACHING PHOENIX, AND
ALL OF CENTRAL ARIZONA

13
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the higoest PLU 8- Sign of all!

Starting October 1, the Mutual Broadcasting
System launches the greatest program upgrading
in its 19-year history—14 hours a week of
million-dollar entertainment added to the best
in radio now heard here. This means better-than-
ever benefits to listeners, to afhiliates, and to

clients of the PLUS Network, today and tomorrow.

Edward Arnold, Madeleine Carroll, Betty Clooney,
“Counterspy,” Bill Cullen, Arlene Francis,

Sir Cedric Hardwicke, Duncan Hines. Peter Lorre,
“Mr. District Attorney.” David Ross, George
Sanders, The 3 Suns. .. these are some of the

added attractions moving to Mutual. And already,
top sponsors are adding their own top stars:

Perry Como for Chesterfield. Eddie Fisher for
Coca-Cola, “My Little Margie” for Philip Morris. ..

What new selling opportunities does all this offer
a Mutual client? A campaign of selling messages
in peak-period programs across the board or
around the clock ? Proximity to Como. Carroll,
Clooney, or Sanders? Your own show at a prime
hour? It takes the complete new program
schedule® to indicate the total scope. day and
night. all week long. But whatever can serve

your own needs best. Mutual can now do it better.

All signs point one way today: everything 1s
upgraded at Mutual. Evervthing, that is. except

costs. You'll find them lower than ever.

*Call or write for a copy

{ new 41
LO 48000, New York 18
w
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CANADA'S
FIRYT

STATION...

in | Popula*ion up 11.4%
| Retail Sales up 36.9%
) CFCF local sales
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In Canada,All-Canada,

16

Morehead Patterson

e Sponsor

Morehead Patterson picked Omnibus for AMF's air media debut
without having seen the Ford Foundation’s experimental program.
At that time the only TV set in his Park Avenue penthouse was in
the servants’ quarters. “mainly to keep the cook happy.”

Chairman of the Board and President
American Machine & Foundry Co., New York

His company. as manufacturers of heavy industrial machinery
and defense equipment. had long heen faced with a specialized public
relations problem: a need to hecome hetter known to the American
public in order to inspire further confidence in military circles, and
spur sales of its consumer lines—-Roadmaster Bicvcles, Junior Veloci-
pedes. De Walt saws among others. (See “Why American Machine
uses TV, sponsor. 27 July 1953. page 42.)

Patterson felt that CBS TV's Sunday afternoon program would
offer AMF the advantages of a mass medium coupled with the digni-
fied show format the firin requires.

He told his board of director about it. The bankers on his board
shuddered slightly at the mention of TV advertising,

“How much will it cost us?” asked one of them.

826,000 a week,” replied Patterson.

“And how much commercial time will that give us each week?”

“T'wo minutes.”

“(ood lord.” said the banker. and he left the room.

However. adds Patterson. this same man has been writing Lim
weekly letters since AMF’s initial appearance on Omnibus in Novem-
ber 1952, mainly to criticize either the program format or AMF comn-
mercials and to give the suggestions for improvements supplied by
his various {riends and husiness acquaintances. **Proof,” savs ad-
vertising-conscious Patterson, *“‘that we've accomplished our aim—
getting the public to know AMF.”

“Television is the only inedium that can actually sell machinery,”
Patterson says. "It can pre-sell both industrial and government pur-
chasing agents hecause of its demonstration ability.”

Born three vears before his father founded AMF in 1900. Patter-
son joined the organization as assistant v.p. in 1928. and rose
rapidly to policy-making level as the company expanded. He became
president in 1941, chatrman of the board in 1943,

lucidental highlight: Patterson’s wife and son have become TV
fans. Now the cook isu't the only TV set owner in the family, * * *

SPONSOR
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| THE BIG STATION
!

| IN THE BOOMING DETROIT MARKET
|

|

o

!

|

!

|

|

|

|

|

|

~.

BIG in Audience! BIG in Sales!

Consistently leading the Puise ratings! Actual case histories show success
120fthetop 1S once-a-week progroms* story after success story on WIBK-TV.
««« 7 of the top 10 multi-weekly pro- You're ““Mr. Big' in the Detrait market
groms*, doytime and evening, are an with your sales messoge an the BIG
WIBK-TV. *(Avg., 1953 Pulse). station, WIBK-TV.

BIG in Power!

Michigan's tollest TV tower . .. 1,057
feet . . . scheduled for operatian
Nov. Ist! New effective radiated power
of 100,000 wotts will blanket every
TV home within 80 miles af Detrait.

Any Way You Look At It...
CHANNEL 2 Is The Spot For You!

NS BRI

Represented
% t ¢ t Nationally by
e ro ‘ THE KATZ AGENCY
TOP CBS and DUMONT TELEVISION PROGRAMS

STORER BROADCASTING COMPANY ¢ National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690
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RADIO STATION

LY/

HUNTINGTON, WEST VIRG Nle
SERVING 3 STATES

NOW
AVAILABLE

.. . but going fast

"MUSICAL
SCOREBOARD"

Immediately following

WEST VIRGINIIt1 UNIVERSITY
an
MARSHALL COLLEGE
FOOTBALL GAMES
Starting Approximately
4:45 PM.
EVERY SATURDAY

X
® 10 FOOTBALL GAMES

® LATEST LOCAL, RE-
GIONAL AND NA-
TIONAL FOOTBALL
SCORES

¢ 45 MINUTES OF CON-
TINUOUS MUSIC

*

ALL THIS ...
AVAILABLE
for
MINUTE
PARTICIPATION

5,000 WATTS DAY
1,000 WATTS NIGHT
930 KC

WSAZ,

TELEVISION AFFILIATE
WSAZ-TV
Represenied by THE KATZ AGENCY

New developments on SPONSOR stories

See: “Negro Market Section”
24 August 1953, p. 65

Issue:
0 0 ' Subject: Negro programing of network calibre

is starting to roll

Althiough no definite sale had been made at sPONSOR’s presstime,
advertiser interest in the transcribed all-Negro soap opera Ruby
Valentine is, to quote producer Jack Wyatt, “overwhelining.”

The program, designed as a vehicle for sponsors who want to use
non-network Negro-appeal radio with a show of network quality, was
packaged by Wyatt & Schuebel, radio-TV agency consultants, and
Leonard Evans, a Chicago Negro market consultant.

According to Wyatt, at least two years’ worth of story material
for the dramatic serial has been mapped out, and a sample tran-
scription has been cut in New York. Stars of thé show (see picture
below) include such well-known Negro artists as (left to right)
Juanita Hall of South Pacific fame, Sarah Lou Harris and Elwood
Smith. Chet Gierlach will direct, and the program will be written
by Bill Ballard.

Wyatt admitted that the price to an advertiser would “not be
cheap” since the show will be handled via spot-placed transcriptions
and Wyatt is shooting for a high quality of production. However,

SPONSOR learned that the total weekly production costs (including
recording) of Ruby Valentine will compare favorably with those of
such veteran soapers as Ma Perkins and Perry Mason.

Two extra advertiser services are offered by Wyatt & Schuebel in
connection with the show, first of a planned series of multi-market
Negro radio programs: (1) Tine buying advice, since special knowl-
edge of Negro stations is often needed to get maximum impact and
good time slots; (2) merchandising and publicity services developed
by W&S and Leonard Evans designed especially for Negro markets.

Plot-wise, the story will center around Juanita Hall as Ruby Valen-
tine, who operates a beauty shop in the Negro community of a large.
unspecified American city. The show will follow the usual soap
opera routine—endless emotional conflicts and love problems—but
will not carry any kind of racial crusade banner, according to W&S.
Format is al:o the usual one: five quarter-hour episodes a week.

Wryatt & Schuebel’s preliminary success (five major clients, 40
Negro stations have evinced interest) hears out a prediction made
at least two yecars ago by sronsor in its first “Negro Market Sec-
tion"": Negro-appeal radio is progressing to the point where there is
a market and a sizable \egro audience for shows produced in big
radio talent centers like New York and Hollywood.

Ruby Valentine i the first all-Negro show of a network calibre
to be atmed specifically at Negro listeners. But it certainly won't
he the last. W&= now plans at least three more serial dramas, and
possibly a half-hour evening dramnatic show. Several large agencies

like BBDO. Benton & Bowles and Compton—are known to he
investigating the possibilities of syndicated Negro shows. SIS

SPONSOR
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KZTV
Reno

The only Television received

FROM ANYWHERE ...
in the “BIGGEST LITTLE CITY
in the WORLD!”

AMERICA’S FOURTH
TELEVISION MARKET

i amnual per- family retail sales

57,805

45.99 above National Average

“It’s NOT human beings that go into your cash register . . . but the
SILVER DOLLARS they haul in their Levis.”

°
Channel 8 VHIE Initial air date: Sept. 27 53

CBS BASIC AFFILIATE, ABC, DU MONT, NBC SUPPLEMENTARY
NATIONAL REPRESENTATIVES

JOHN E. PEARSON TELEVISION, Inc.

—_——
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Most famous brand in the West
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(it will sell more of your brand)

Reading time: 3 minutes
Reading benefits: Limitless

HOW TO SELL MORE THROUGH
WESTERN MARKET FOOD STORES

During the next 52 weeks KOA will invest more than
$100,000 to move more merchandise through Western Market
Food Stores. We are investing this money to back a new idea in
food marketing. The plan has been tested—with fantastic results.
It has been endorsed by virtually everybody in the Denver food
distribution picture. We call our plan the KOA FOOD LEAGUE.

HERE'S HOW IT WORKS:

KOA offers you Americo’s most “FOOD CONDITIONED" oudience.
And here’s the device thot we use to thoroughly “food condition”
Western Morket listeners. The KOA FOOD LEAGUE conducts 52
onnuol promotions — with o new product or reloted products
feotured each week. Perhaps we con best illustrote whot hoppens
by exomple. Suppose canned corn is the KOA FOOD LEAGUE
“SPECIAL” for this week . ..

Every day we present the KOA FOOD LEAGUE program from 10:15-10:30 A.M.—
oll about food ond food-store-marketed products. The progrom this week
features canned corn.

Every day KOA's first lady, Evadna Hommersly, devotes at least ten minutes of her
HOME FORUM progrom to food, and specifically features canned corn.

Every day we soturate our schedule with o minimum of ten “editorial” announce-
ments feoturing canned corn.

Every day our schedule is supplemented with BRAND NAME advertising, pramoting
specific labels of canned corn.

Every day retailers throughout the Western Market—who have been advised of the
promotion—feature in-stare displays of canned corn.

Every day Western Market retailers will disploy speciol KOA FOOD LEAGUE paint-
of-purchase materials tied in with stocks of canned corn.

Every day Western Morket newspapers will carry KOA FOOD LEAGUE advertising
mats, tied-in with retoil shopper ads, and feoturing canned corn.

Next week the KOA FOOD LEAGUE speciol may be catsup, tuno, rice ar ice cream,
or ony combination of food-store-marketed products.

More than a series of weekly promotions

KOA FOOD LEAGUE specials enjoy accelerated sales during fallowing weeks,
The KOA FOOD LEAGUE praduct promation creotes new buying ond use habits thot
have a continuing effect. Faad manufocturers, brokers, jobbers and retailers ogree
thot the tremendous impact of the KOA FOOD LEAGUE compoign must result in sales.
Even without the “weekly speciol” device our “foad conditioning” of the Western
Market oudience would result in more food soles. Actual tests shaw product sales
increases up to 89% with radio alone being used. If your product is sald through
Western Market food stores, this plon will increase your volume in huge, measurable
quontities.

How the KOA Food League helps YOU

KOA is in the food business ‘way up to here. We now have a full-time KOA
FOOD LEAGUE DIRECTOR, o marketing expert whose only respansibility it is to move
mare merchandise from Western Market food store shelves. His assistont is o food
writer ond braadcoster with many years of newspaper, agency ond radio experience.
These talented people, tagether with our Promation ond Merchondising departments,
conduct the KOA FOOD LEAGUE program.

Copyright 1953, KOA, Inc.

KOA FOOD LEAGUE makes KOA America’s most food-conscious
broadcaster—delivering America’s most "FOOD CONDITIONED” aqudience.

-
\ If your product is sold //

—

CONSUMER PANEL

is mode up of o ponel of 50-

300 Western Market home-
mokers. A true cross-section,

LEAGUE ovoiloble to the food in-

dustry for o fost product occeptonce test, o

check on label directions or whot-hove-you.

KITCHEN & BATH SURVEY
is conducted onnually to de-
termine home penetrotion,

by brond nome, of the multi-
l'EAGUE tude of products used in the
kitchen ond both. Thousonds of Western Morket
homes will be sompled.

TRADE NEWSLETTER
is moiled eoch fortnight to
Western Market food monu-
focturers, brokers, jobbers,
LEAGUE chains ond retoilers.llt high-
lights upcoming promotions, suggests new mer-
chondising ideos ond recommends KOA-odver-
tised bronds.

LISTENER BULLETINS

with recipes, preporotion
hints, menus ond brond
name recommendotions for
KOA-odvertised productsore
moiled to listeners eoch week in response to
thousonds of requests. Advertisers wishing to
furnish their own recipe folders, etc., for inclusion
in these moilings moy do so.

LEAGUE

KOA’s “FOOD INDUSTRY NEWS” is the
Western Morket's “food trade poper of
the oir”. It is presented eoch Sundoy noon,
when faod people con be reached. It's
progrommed directly to oll echelons of the
oreo’s foad industry. But, due to the uni-
versal interest in food, the progrom mokes
good air fare for the genero! oudience.
Another step in our "food conditioning”
plon.

through food stores in
Colorado, Wyoming,
Western Kansas and Nebraska,
or in the Rocky
Mountain West—you must
use KOA to make your
advertising-merchandising
program complete.

Call your Petry man or write us direct to assure your featured
position in Western Market food stores. Better do it today.

DENVER

Covers The West..

Besl!

20 SPONSOR
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™ New on Television Yenvorvl::

SPONSOR | AGENCY

Adolph’'s Ltd, Burbank: Erwin, Wasey, LA

Co%:;lidatcd Cosmetics, BBDO, NY

Du P:)nt, Wilmington, Del BBDO, NY

Ekco Prods, Chi D-F-S, Chi

Ekco Prods, Chi D-F-S, Chi

Ekco prods. Chi BFs, ch

Ex-Lax Inc, NY

A C. Gilbert, New
Haven, Conn
Lewis Howe Co (Tums),

St Louis, Mo
S. C. Johnson & Son,
Racine, Wis
Pharmaceuticals, Inc,
Newark,

Pontiac Motors, Detr

Serutan Co, Newark, NJ

Sweets Co of Amer,
Hoboken, NJ

Tappan Stove, Mansfield,
Ohio

Warwick & Legler, NY
Erwin, Wasey, NY
D-F-S, NY

Needham, Louis & Brorby,
Chi
Edward Kletter, NY

MacManus, John &
Adams, Detr

Edward Kletter, NY

Moselle & Eisen, NY

Ketchum, Macleod &
Grove, Pittsb

- —

Rencwed on Televisson el

SPONSOR |

Blchck Drug, Jersey City, |

g

]
‘ Derby Foods, Chi
Liggett & Myers, NY
Pabst Sales. Chi

AGENCY
Cecil & Presbrey, NY

Needham, Louis & Brorby,

Chi

Cunningham & Walsh, NY

Warwick & Legler, NY

PROGRAM, time, start, duration
Your Show of Shows; alt Sat 9-10 30 pm. partic
scg. 26 Scp thru 12 Dec .
Kate Senith, alt T 3 1S 30 pm; 22 5ep. 5Z wks
Cavalcade of Amenca. T 7:30-B pm; 29 Scp; S2
George Jessel Show: alt Sun 630 7 pm; 27 Sep;
Quick as a Flash; alt Th B-B:30 pm; 1 Oct;

fomie, alt M 7:30-B pm: S Oct, schedule not set
Comecback; att F 9 30-10 pm:; 9 O:t. schedule

Leave it to the Cirls; Sat 7 30-B pm; 3 Oct;
Today; M-F 7-9 am; 12 partic. 24 Nov: no sct
Your Show of Shows: alt Sat 9-10.30 pm portic
Life With Father & Mother; Sun 7-7:30 pm; 22
Red Skelton; T B:30-9 pm: 22 Sep: 52 wks
Dave Garroway: F B-8'30 pm: 2 Oct; 52 wks

Juvenile Jury: Sun 4-4:30 pm: 11 Oct 52 wks
Paul Whiteman TV Teen Club; Sat 7-7:30 pm;

Bob Crosby Show; Th 3:30-45 pm seg of M-F
3:30-4 pm show; 15 Oct; 52 wks

Ks

PROGRAM, time, stort, duration
Danger; T 10-10:30 pm; 1S Sep. 52 wks
Sky King: M B-B:30 pm; 21 Sep; 3B wks
Arthur Godfrey & Friends W 8-8:30 pm: 23 Sep:

STATIONS
NBC TV 57
NBC TV SO
ABC TV 135
wks
ABC TV 33
schedule not sct
ABC TV 36
schedule not set
ABC TV 27
ABC TV
not set
ABC TV 16
$2 wks
NBC TV 40
schedule yet
NBC TV 57
sep; 19 Sep: 39 wks
CBS TV 62
Nov: 52 wks
CBS TV 66
NBC TV
CBS TV S2
ABC TV 26
3 Oct; 52 wks
cBS TV 38
STATIONS
CBS Tv 72
ABC TV 62
CBS TV 93
$2 wks
CBS TV 79

(For New Natlonal ¥pot Radlo and TV Business, see

3-, Advertising Ageucy Persounel Changes

NAME

George Burnside
Cornelius Du Bois
David E. Durston
Frank Egan

C. James Fleming Jr.
Allen F, Flouton
Laurence H, Foster
E. D. Geoffrey Garth
William Cibbs

Alfred L. Coldman
G. B. Gunlogson
Lee H. Hammett
J. E. Hines

Tedd Joseph

Jerome L. Joss
William A. ). Lauten
Paul W. Limerick
George E. MacPhail
foel McPheron
Robert B. Owens |Jr,

R. V. Pallock
Victor M. Ratner

} In next issue: New and Renetced onn Radio Networks. Na-

tional Broadcast Sales Executives, New Agency Appointments
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D. P. Brother,
Compton Adv, NY, vp
Compton Adv, NY, vp
Mandel Bros, Chi, adv dir
Lee Ramsdell & Co. Phila. acct exec
Jam Handy. Detr, dir documentary &

Geyer Adv,

FORMER AFFILIATION

films

FCGB. NY, acct exec, Int'l Div
Weiss & Geller, Chi, exec
NBC, NY, bus publicity mgr
Western Adv., Chi, acct exec
McGinniss & Sloman, LA, prom exec
NY, acct exec

Lennen G Newell, NY, acct supvr food & drug

prods

acct exec

Erwin, Wisey of England. mng dir
GCeyer Adv. NY, dir res devel

Durston TV Prodns, Chi, NY, hd
Detroit, acct exec

Harry B, Cohen, NY, radio-TV copy stf
Western Adv, Chi, pres
Weste'n Adv, Chi.
WNBK, WTAM, Cleve. mgr public affairs

training

Specislist in motion picture prodn for TV
Macy's, NY, vp

Blue Ribbon Bouts; W 10-10:45 pm; 23 Sep; 52
w,

“Report to Sponsors.’” oags 2 )

NEW AFFILIATION

Biow Co. London, vp chg of opers (new office)

Same, vp

Lynn Baker Agcy, NY, dir radio-TV prodns

Same, mgr NY office

Same, bd of dirs

Same, bd of dirs

tvan Hill. Chi, vp & mgr

Same, vp

Fuller & Smith & Ross. NY. asst prodn supvr for
TV films

Ruthrauff & Ryan, NY, creative stf

Same, chmn of the bd

Same, pres

R C. Wellman & Assoc, Cleve. gen mgr. radio-TV
dopt

Sime, vp

Same. vp

Roy S. Durstine, NY, public rels stf

Same. vp

Rhoades & Davis, LA, vp chg new projects

Same, vp

Robert W, Orr, NY, vp, chmn plans bd

D. P. Brother. NY. asst to vp chg radio-TV dept
McCann-Erickson, NY, copy group hd

Numbers after names
refer to New and Re-
new calegory

Tedd Joseph (3)
W'm. Lauten (3)
Joel McPheron (3)
Cornelius DuBois (3)
R. B. Owens Jr. (3)
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Ja Advertising Agency Personnel Changes
NAME [ FORMER AFFILIATION ' NEW AFFILIATION
Jack Rees Compton Adv, NY, vp Same, bd of dirs I
John E. Rowan Ross Roy, NY, copy exec Same, acct exec, RCA Victor Custom Record
Granville Rutledge Hirsch G Rutledge, St Louis (defunct), excc vp Granville Rutledge Adv, St Louis, owner |
G radio dir agency)
Jack White | William Esty, NY, timecbuyer Biow Co, NY, timebuyer
v Sponsor Personnel Changes
NAME _ FORMER AFFILIATION [  NEW AFFILIATION
George Brenard Hugo Wagenscil G Assoc, Dayton, radio-TV acct Neon Prods, Lima, Ohio, adv, sis prom mgr
exec
George P. Butler Pabst Brewing, Chi, div mgr South Eastern div Same, Southern reg’l sls mgr |
James E. Callaway Brown Bros, St Louis, reg’l acct mgr Lindsey-Robinson Co, Roanoke, dir adv, sls p
Fred W. Flaherty GCeorge Trommer Brewing, div sls mgr for NJ Rubsam & Horrman Brewing, Staten Island, N
gen sls mgr
Ed Gaither lowa Soap Co, sls mgr eastern div (Camden, N|| Tidy House Prods, Shenandoah, lowa, asst to
hq)
S. W. Gross Own business, clectronics field Emerson Radio & Phono Corp, NY, vp chg sl
Henry L. Hayden YGR, NY, contact exec, PGG 1 P. Lorillard, NY, adv brand mgr, Old Gold,
bassy cigs .
John C. Hirst Gray & Rogers, Phila, acct exec Scott Paper, Chester, Pa, radio-TV mgr \
David B. Kittredge Erwin, Wasey, NY, asst acct exec, Paper-Mate Paper-Mate Eastern, NY, adv mgr
Pen
Clem W. Kohlman American Cyanamid Co, NY, dir adv, sls prom, Same, adv mgr, Industrial Chem Div
Textile Resin Dept |
James M. Loughran Creamer & Co, Hywd, acct exec, mdsg dir Tasti-Diet Fds, Stockton, Cal, adv-mdsg dir
R. ). McAuliffe Pabst Sales, Chi, asst gen sls mgr Same, gen sls mgr
fohn E. Phillips H. |. Heinz Co, Pittsb, asst adv mgr 1 B. T. Babbitt, NY, adv mgr
Robert A. Raidt Gardner Adv, St Louis, acct exec Bayuk Cigars, Phila, dir adv
W. A. Swan Pabst Sales, Chi, gen sls mgr i Hoffman Beverage, Newark, NJ, vp chg sls
George Whitmore P. Lorillard, NY, adv stf Same, adv brand mgr, Kent cigs, Muriel cig
other prods '
Jjohn Woolley B. T. Babbitt, chg Bab-0, Glim, Lye sls, West Same, NY, nat’l field sls mgr
Coast
¢ reps, network affiliation, power increases)
CKRD, Red Deer, Alberta, Can., power increase to 1000 watts W:‘;‘;\B. Worcester, Mass, to become Yankee-MBS affil 15
by Oct. '53 !
KBTV, Denver, power increase from 12 to 120 kw WBKB, Chi, power increase from 28 to 114 kw, eff 18
KCOR, San Antonio, reg’l rep Joe Harry (new firm) WBZ-TV, Boston, nat'l rep, Free & Peters, eff 31 Jan 'S
KFH, Wichita, Kans, new nat’l rep John Blair & Co WDOK, Cleve, new nat’l rep, Everett-McKinney
KGBS, Harlingen, Tex, reg'l rep Joe Harry (new firm) WEEK-TV, Peoria, lll, increased power to 175 kw
KLMS, Lincoln, Neb., new nat'l rep, McGillvra WESK, Escanaba, Mich, became NBC affil eff 20 Sep 'S
KPIX, SF, power increase from 16.7 to 100 kw WCSM, Huntington, LI, NY, new sls rep, Robert S. Kelle
KPRC-TV, Houston, Tex, power increase from 65 to 100 kw WINS, NY, sold by Crosley Bdestg. to J. Elroy McCaw, Se

tle, Wash, under name of Gotham Bdcstg. Corp.

KSL-TV, Salt Lake City, to increase power from 18 to 30 kw
WKTY, LaCrosse, Wis, new nat’l rep Everett-McKinney

KTHT, Houston, new mail address: PO Box 3011, Houston

1, Tex WPTR, Albany, now MBS affil eff 30 Aug I
KUNO, Corpus Christi, Tex, reg’l rep Joe Harry (new firm) WPTZ, Phila, nat’l rep Free & Peters, eff 31 Jan 'S4
KXOL, Ft. Worth, new address, 3004 West Lancaster WSAP, Norfolk, Va, call letters changed to WAVY; beca
Lobster Network, Maine (WPOR, Portland; WCOU, Lewiston; NBC affil; both eff 19 Sep '53

WFAU, Augusta; WTVL, Waterville; WRKD, Rockland; WVEC, Norfolk, Va, became NBC affil eff 19 Sep '53

WRUM, Rumford), new nat'l rep Richard O'Connell WWON, Woonsocket, RI, sls rep NY area, Robert S. Ke

o - = i

Nambers after names
refer to New and Re-
new category

John . Rowan  (3)
J]. E. lines (3)
Lee 11, Hammett (3)
R. I". Pollock 3)
G. Rutledge (3)

J. E. Phillips (4
C. . Kohlman (4
John W oolley h
J. W. Loughran (1) ’
Id Gaither (H
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F BunHo

and Get lowa’s Metropolitan Areas..

 Plus the Remainder of lowa!

|

TAKE SALES or EATING ano DRINKING PLACES, FOR INSTANCE!
43% ceoar RAPIDS - - -

157% TRi-anese -« o o (N
109% Dis MoNes - - - - (DN

41% ousuaues - « - - JH

52% sioux ary « » « - [N

45% WaATRRLOO - + - - [N

61.6% remainoer of state |

Figures add to more than 100% THE “"REMAINDER OF IOWA’' ACCOUNTS FOR THESE SALES:

because Rock island County, Illlinois

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

S.A.M. DAYTIME 61.6% Eating and Drinking Places

STATION AUDIENCE AREA 44.89%, General Merchandise Stores

$5.6%, Apparel Stores

60.79, Home Furnishings Stores

65.1% Automotive Dealers

73.2%, Filling Stations

79.6% Building Material Groups

60.49, Drugstores

Source: 1952-'53 Consumer Markets

MINKESOTA

=]
oRdods
e =[]

ILLINOIS

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

Des Moines . . . 50,000 Watts

FREE & PETERS, INC., National Representatives Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
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Bingo parties require only a fraction of the With corn to shell and hogs to feed-~homie
corn grown each year in Paul Bunyan Land. entertainment is important on the farm. In
175 million bushels produced here last 82 counties they listen to WCCO more thant
year! Much of it is fed to hogs, poultry, any other station and waich WCCO in more
etc.; and thus makes more income for our than 62 counties.

farmers than by selling it.

One Station Coverage — Unmatched !

MINNEAPOLIS wcc

CBS

RADIO— 50,000 Watts—830 K.C. ¢ TELEVISION—100,000 Watts—Ch. 4
(Radio Spot Sales] Clear Channel (Free and Peters)

SAINT PAUL

— S A
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111 |3|3 “"
s media

President Ben Duffy tells how

ageney views media in Part 11 of

SPONSOR's All-Media Study

Early tn spoNsoR’s researching of this media study, Ben
Duffy, president of BBHO, promised to tell us and our
readers how an agency billing some $120 million a year
looks at the media picture. This article ts the resnlt. [t
follows “How 72 advertisers evaluate media,” sPONSOR, 7
Septemnber 1953, and “How 94 agencies evaluate media.”
SPONSOR. 21 Septemnber 1933. Both of these were based on
sPONSOR's 3,000-questionnaire survey of leading advertis-
ers and agencies. Next Issue sPONSOR 1cill publish “Iorw
Emil Mogul tests media weekly for Rayco” as Part 12 of
its All-Media Evaluation Study.

* * *

by Ben Duffy

;—l manufacturer has full control over the quality, style.
price and method of distributing his product. but he has
little, if any. control over the factor that moves his product
off the shelves of his dealers—consumer acceptance. Since
people make up the market for a product. and since adver-
tising media are the means of reaching these people. hefore
the media can be properly selected the media have to be
evaluated properly. For example. who are tlie people that
use the product? Men. women, children. or a contbination.
or is it used by all types of people?

Is it a mass product. such as a cigarette. or a class
product. such as a Cadillac? Where are these people lo-
cated? 1If it is a tractor. naturally. vou would want to
reach the farmers. On the other hand. an expensive cos-
metic would more likely appeal to an urban woman.

Does the product have national distribution? Schaefer
beer is regional or sectional. Others beers may be national.
Schaefer concentrates on sectional media to avoid waste.
while a product of national distribution can take advan-
tage of the national magazine. network radio and TV and
so forth. Is it appealing to the low or high income group?
Henry Ford once said. “Where else can you sell cars—or
anything else—except to the wage earners? There aren't
enough people of any other kind to support any industry.”

If it’s a food product, you would more likels want to
reach women. yet a cigar advertiser would want to reach

5 OCTOBER 1953

v
| |

Bernard C. (Ben) Duffy, president, Batten, Barton, Durstine & Osborn
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NATIONAL ADVERTISING EXPENDITURES
BY MEDIA » 1920 ve 7952

(1920 100%)

390% INCREASE

men only. These two advertisers, there-
fore. may use the same medium—Iet’s
say newspapers—but the food adver-
tisement would be more at home on
the women's or food page, whereas the
cigar advertiser would find the sports
pages more advantageous. Generally
speaking. there are three steps in the
selection of media, These are as fol-
lows: 1. The type of media; 2. class
or group of media; 3. the specific
mediun.

T'ype of media: Newspapers, maga-
zines. radio. TV. outdoor car cards, di-
rect mail or some other vehicle which
will serve its purpose.

Class or group of media: After the
general classification has been decided
upon. the next question is: What kind
of media within that classification will
be most productive? H magazines are
decided upon. should you choose a
class magazine like "ogue or a mass
magazine like Life? If newspapers,
should you use the Sunday supplement
or the daily edition of the newspaper?

Il outdoor. the choice would lie be-
tween posters or painted bulletins, or
perhaps even electrie spectaculars.

George J. Abrams
Vincent R. Bliss
Arlyn E. Cole

Dr. Ernest Dichter pres., Inst. for Research

Stephens Dietr  v.p., Hewitt, Ogqilvy, Benson & Mather, New York
ad & sales promotion director, Ford, Dearbors

Ben R. Donaldson

26

ad director, Block Drug Co., Jersey City
zecutive v.p., Earle Ludgin & Co., Chicago
pres., Mac Wilkins, Cole & Weber, Portland, Ore.

4% 0R 247 OF WHAT ?

wrionat [N 9 BILLION

1920«
1%‘*{.3,,’“ J+2.6 BiLoN or 4%

NaTIoNAL S ™
INCOME | .

1952

$292 BILLION

vonmws 17,2 BILUION or 2.4%

The two charts above were used to illustrate Bea Duffy's vecent speech on wmedia
befove the ANA conveuntion in Chicago 23 Septewmber. Excerpts from
the speech are reprinted in this issue, starting on page 82

The copy department, possessing this
information as outlined above, can
then go to work on the actual adver-
tisements designed to reach such per-
sons, with illustration and story de-
signed to influence their favorable
opinion and action.

There’s a lot of knowledge and
judgment, based on experience and
rcsearcll. behind the planning of a
campaign before the media depart-
mnent goes into action.

The major advertising media are:
magazines, newspapers. outdoor and
car cards. radio, trade and business
papers. and direct mail.

And in the last five vears a tremen-
dous uew one has been added: tele-
vision,

Few advertisers use one medium ex-
clusively. They use several major me-
dia or some of the secondarv ones
such as: book matches. minute movies,
classified telephone directories. sky-
writing.

How. then. do we determine what
media are best for an advertiser? How
much of cach should be used and why?

Perhaps the simplest way to answer

SPONSOR’s All-Media Advisory Board

Marion Harper Jr.

Morris L. Hite

in Mass Motivations J. Ward Maurer

Henry Schachte

Ralph H. Harrington

Raymond R, Morgan

- s G N L

these questions is to examine the me-
dia themselves to see what they can do

-and what they cannot do.

Too many times attempts are made
to compare media statistically. Cer-
tainly it is desirable to know whether
a four-color page in The Saturday
Evening Post is as good a way to reach
people in every community in the
country as is a half-hour radio network
program on NBC. Or how much bet-
ter a TV program for 52 weeks in New
York is than a weekly schedule in the
Daily News. We can evaluate these op-
portunities. but not by statistical means.

Let’s try to do it for television in
New York vs. the Daily News. The
New York television service area (that
is, that section of the New York metro-
politan area within a radius of about
50 miles and within reach of a TV sig-
nal of adequate strength and clarity)
has 3,565.000 sets or 809 of the homes
in the area. The New York Daily News
city and suburban editions—distrib-
uted within a 50-mile radius of New
York City—have 1.856.000 circulation
or 417 coverage. So on this basis TV
has considerably better coverage of

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
v.p., Sherman & Marquette, New York

SPONSOR




New York than the News has, But are
TN set ownership aid newspaper eir-
vitlation comparable?  We don’t think
=0, The pnrehase of a newspaper guar-
antees an almost TOOT7 intent to read
at least some portion of that paper.
But 1V set ownership does not take
into consideration whether or not the
=ot i turned on or ofl. All right, we
e adjust the Hgures for that. There
are several research services available
th use to give us data showing the
number of sets in use at any time pe-
riod and the rating (that is, the nom-
ber of people viewing) of each pro-
gram being transmitted at that time.

Let’s say we are talking about a T\
show on WABT Monday night, 8:00-
11:30. Sets in the New York area total
$.505.000, I the rating is 28, we are
therefore reaching 998.200 sets tuned
i at that time to WNBT—many fewer
than the Daily News circulation of
£850,000 which we used a minute ago.
But 998.200 viewers vs. 1.856,000
Vews readers isn’t fair to TV, because
the 998.200 TV figure is actual, where-
as the Vews figure represents poten-
tial. not delivered, readers of a spe-
cific ad.

What BBDO wants (o know about a medin
before deciding on a campaiyn
(Based an Ben Duffy's answers ta SPONSOR’s agency survey)

1. How well dacs it caver the morket?

Haow docs it ratc in a porlicular market against ather media?

Any rescarch available? Or where do | get my facts about the medium?

praduct coopcratian will | get

2. Docs it rcach the buyers of my product?
3.
4,
5. Whot is the medium’s prestige or quality?
6. Will | nced other media te complete the caverage?
7. What mecrchondising or
medium? Is it o valuable assct?

8. What advertising recognition does it have?

from the

That's a valid criticism. so let’s re-
duce the Vews figure (potential) to an
actual one. Let’s sav we are using an
825-line ad in the News. That spaee
incidentally would be the full width
of the page (five columns) and 165
lines deep. Let’s say that this ad gets
a 20 rating. and that's an aw[ully good
one. 1 we apply this 20 1o 1.8356,000

circulation. we find that 371.200 peo-
ple read our ad —considerably fewer
readers than the viewers of our TV
show, But now the tables are turned—
now this is a disadvantage unfair to
the newspaper. because broadcast me-
dia ratings and print reader<hip hg-
ures are not comparable, since the rat-
(Please turn to page 301

Ben Dulfy started at BBDO as office boy

Een Dnfty (baptized Bernard Cornelius) was born
Jannary 21, 1902, in the “*llell’s Kitchen'’ section of
New York's west side. Iis parents were Irish inmmi-
srants, natives of Ballvbay, near Castle Blaney, in the
Ulster County of Monaghan.

He left Regis High School to work as a messeneer for
a coffce eompany. Hix younger brother John, mean-
while, had a job running errands for the young adver-
tising ageney of Barton, Durstine & Osborn, One day
John’s boss asked. **Are there any more at home hike
vou?"" \xa result, Ben eame in for an interview, Fas.
einated with the thought of becoming an artist and
eager to get the $1.70 more weekly paid by BDO, Ben
forsook the eoffee business for advertising,

feginning at 17 young Duffy spent three vears as of-
fice boy. shipping elerk and ehecker. Before he cast
his first vote, e knew advertising was to be his career
and he spent much of hisx spare time, including many
evenings, Iearning all he conld about it. A\t 20, he was
prowmoted to the media departwment.

In 1928 when Bartou, Durstine & Osborn mereed with
(ieorge Batten Co. to form BBDO, Duffy beeame liead
of the media department. \s the arency's billines
mounted his responsibilities inereased—1934, director

5 OCTOBER 1953

of media, market rescareh and merchandisine: 193s,
vice president and direetor; 1944, exceutive viee presi-
deut : 1945, general manager, and  in 1946—prestdent.
In his 34 yvears in the advertising azency business, Ben
Duffy often has been a member of a team that per-
snaded elients to appoint BBDO to handle advertising
running into milhions of dollars, But he managed the
ageney's most spectacilar achievement alone. .\ letter
to the .Ameriean Tobacco Co. resulted in an interview
with the president and. after an hour and a half in-
terview, Duffy came out with the £10,000,000 Lucky
Strike account.

Somewhere along the line he virtnally lost his eiven
name. *‘Ben’ was nsed so commontly that he finally
dropped **Bernard .77 except in the most formal let-
ters. 1t’s probable that even in his own ageney today
many persons wonldn’t recogntze * Bernard Dnffy, ™
Duity s the author of several books. The first was
*‘99 Day~."" published by Harper's, followed in 1939
by the much more successful ** Advertisine Media and
Markets,”" published by Preutice-Hall. Hix latest book,
**Profitable \Advertising in Today’s Media and Mar-
kets'" (Prentice-TTall « was published in May 1931, Tt s
a revision of '*.Advertising Media and Markets.”’
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Why Sperdel spends

[00% of hudoet on T

Efficient use of network TV has brought

Speidel 359, sales increase in three

years, 409,

& peidel Corp. puts 10077 of its ad-
vertising budget into network TV.
And. though its budget is large enough
to buy a top-notch TV program all its
own on a year- round basis. it prefers
to sponsor two half-hour evening
shows on two different networks on al-
ternate weeks.

The programs: Name That Tune,
starring Red Benson. NBC TV (65
stations), Mondavs, 8:00-8:30 p.m.,
alternating with Block Drug’s Amm-i-
dent Toothpaste; Make Room jor Dad-

Speidel alternates with Lucky Strike on new ABC TV comedy featuring
Danny Thomas. Both sponsors use cross plugs to reach viewers weekly

of total watchband sales

dy, starring Danny Thomas, ABC TV
(full network, with 97 stations
cleared to date. (Tuesdays, 9:00-9:30
p.m., alternating with American To-
bacco Co.’s Lucky Strikes. Both shows
were bought for 52 weeks to run
through fall 1954. Speidel Corp.’s ad-
vertising is handled by SSC&B. with
Tom Coleman as account executive.
Reasoning behind this approach to
TV advertising is summed up by Spei-
del’s ad manager, Harold Rosenquist:
“By alternating sponsorship on two

28

different programs and two separate
uetworks, we're getting wider coverage
than we could with a single program.
We gain two potential merchandising
vehicles. And, furthermore, through a
system of cross-plugging, we're ac-
tually in the viewers’ mind on both
programs each week.”

Speidel’s aim in advertising is three-

fold: (1) to promote watchbands as

gift items: (2) to sell the Speidel line;
(3) to insure good display for Speidel
at the retail level.

Here’s how Speidel’s two shows are

designed to fulfill these aims:

Both Name That Tune, a variety-
quiz show m.c.’d by Red Benson, and
Make Room for Daddy, a family sit-
uation-comedy starring Danny Thomas
and Jean Hagen, appeal directly to the
type of viewers who are potential Spei-
del customers—yvoung adults, the style-
conscious men and women.

Each program contains three com-
mercials. During the week when
it’s Speidel’s turn on Name That Tune,
one of Lucky Strike’s commercials on
Make Room for Daddy the next night
contains a 15-second closing plug for
Speidel. Speidel also gets one whole
commercial.

Speidel Corp. began using this meth-
od of cross-plugging when it alternat-
ed sponsorship with the Crosley Corp.
on the Winchell-Mahoney show over
NBC TV starting January 1952, It’s

an efficient way of getting maximum

With stars of its other net show, "Name That Tune” (NBC TV), are H.
Rosenquist, ad manager (left); C. Spitzer, sales manager (center)

SPONSOR
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the price of owning one exclusively,

might draw attention from their own line.

How Speidel malies alternate-week
television sponsorship pay off

WIDE COVERAGE of potential Speidel customers is more feasible
with two separate programs on two different networks than with a
single show. The savings from shared sponsorship make it possible
for Speidel to bankroll two high-priced entertainment vchicles for

CROSS PLUGS with Lucky Strike on "Make Room for Daddy” and
Amm-i-dent on “"Name That Tune'' keep Speidel on viewers' mind
on two consecutive evenings each week, give watchband firm two
merchandising vehicles in lieu of one. Cross-plug system previously
paid off for Speidel and Crosley Corp. on "Paul Winchell."

COMPATIBLE CO-SPONSORS enhance value of Speidel’s advertis-
ing. Association with well-known firms like Block Drug and American
Tobacco Co. adds prestige. For successful alternate-week sponsor-
ship, firm had to exclude related products, or any gqift items that

benefits out of a network TV show for
both sponsors, as a number of other
major TV sponsors have found. {(See
“What you should know about alter-
nate-week sponsorship.” sPONsoRr. 8
September 1952, page 30.)

Speidel’'s commercial format, too.
bears discusston. The sponsor’s policy
is to use TV for direct selling. The
firm’s two-year stint on network radio
between 1947 and 1919 had brought
it brand name identification (see
“Radio sells a watchband.” spPoNsOK,
28 February 1919. page 27). Televi-
sion waz expected to both enlarge and
complete distribution. and to sell di-
rectly to the consumers.

Speidel and S3C&B agree that a
strong. individualized :ales personal-
ity can do more in putting over a spon-
sor's message than the most effective-
b written copy. Thev have. therefore.
chosen as Speidel zales personalities
Jinx Falkenburg and Donald Woods.
“Jinx. for the zentimental approach.
with stress on soft-sell. gift selling.”
adds 3ales Manager Charles Spitzer.
Woods iz for the hard-sell. He was
chosen out of 40 announcers consid-
ered for the job. Both Speidel an-
nouncers are free to alter the copy to
fit their own personalities, Each sell
only one particular item in each com-
mercial.

Here’s a tvpical example of what

A

case history
T
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.

Speidel refers to as the “sentimental
approach’:

Jinx Falkenburg: “11i! I'm Jinx Fal-
henburg. I'd like to show you some-
thing 1'm just crazy about! It's the
fashion rage yonng
everywhere . . | especially those away
from home. It's speidel’s new I"aota-
ldentification bracelet. See! A
ning identification bracelet for men!
But that's not all.  Undereath the
name plate a place to put your loved
one’s picture to alwavs keep you close
to the one vou love.

among

~lun-

Can't you just imagine how plea~ed
any man will be to receive this Speidel
Photo-Ident from you? But be sure
vou get a genuine Speidel. because
there’s nothing to match it. So com-
fortable. ~o beautiful.

“And look. here’s a Speidel Photo-
ldent for women. llere’s where vou
put your loved one’s picture. A Spei-
del Photo-1dent.

“A thrilling gift for him.

“.\ warm. sentimental eift for her.
Your jeweler will be glad to zhow it
to you!”

Oue proof of the efficiency of this
type of selling are reports from many
of Speidet's 30.000 retail outlets in-
forming the manufacturer that custo-
mers conte into the store asking for a
particular Speidel item by name. If
the jeweler doesu't happen to have thix
strle in stock. customers frequently
leave the jeweler either the total
amount of the item or a deposit. and
buy it “straight from TV.” sieht-un-
seen in the store.

peaple

The Photoddent hracelet itself was
advertised in two commerecials on Spei-
del’s Pawl Wonelhiell Show, NBC TN al-
ternate Mondays $:00-8:30 pom.. dur-
ing the first week of March 1933, At
the tinte thie commereials were aired
the hiracelet had spotty distrilintion at
Theough TN
Charles spitzer. 32 million in retail
salex were nrade by June 1933 with

bewt. advertising,  -ayvs

thi< ane itent atune,

Harald Rosenguist himsel received
156 phone ealls from retarters witinn
a week after that early March com-
wercial for Photo-ldent,

Npeidel Corp. has heen a network
EA) 1919. Once the
firm’s three policy-making execntives
(Panl Levering. executive v.p. and gen-
eral manager: Cliarles 12, Spitzer. sales
manager: Harold Rosenquist. adver-
tising manager) decided upon u-ing
TV, their chotee was made quick-
ly. They bonght 13 week< on the Fd
Hynn Show, NBC TV s late Saturday
night program (at 226.000 a week.
through Cecil & Presbrey. their agency
between 1917 and 1919, Since 1919,
Speidel’s ad budget has risen from
51.25 million to £2.5 million.

Speidel’~  promotion-minded  sales
manager. Charles Spitzer. relates one
«xample of the effects of TV adver-
tising:

“The head of a department store was
watching TV «ne Saturday evening.
and wa~ impressed with the display of

(Please turn to page 60)

advertiser <inee

Speidel has developed own distinct ssles per-
Faltenburg,

sonalities: Jinx Donald Woods
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What NB('s 55 million ray

Network radio comeback is NBC aim. Clients will benefit from stiffer comp

by Miles David

A network radio comeback 1s in the
making at NBC. Spurred by half a
decade of CBS Radio triumphs, by
voices raised among affiliates, and,
finally. by the hand of RCA and NBC
Board Chairman David Sarnoff, NBC
Radio will fight for advertising dollars
tlris fall with new sales tools and fresh
intensity.

Advertisers will be the first to gain.

The reinvigorated NBC Radio oper-
ation will mean this for sponsors:

1. More shows to choose from in
network radio as NBC Radio invests
$5,000,000 in new programing this
fall.

2. More flexibility in the way net-
work radio can be hought as NBC adds
three new participation sales plans to
its rate card (see details on plans in
table below).

3. More salesman calling on them
more often and with more sharply de-
fined sales approaches as NBC splits
radio selling from television.

4. More radio emphasis every-
where. The pressure NBC exerts on the
radio industry wil be reflected in in-
creased efforts among its competitors.
Channeling through agency and client
oflices. the NBC stimulus can mean
more talk, more action for the network
radio business in general.

The new shows—28 of themm—are
the foundation. NBC will spend over
a quarter of a million in the next three
months alone to promote and adver-
tise them, William H. Fineshriber Jr.,
vice president in charge of the network,
told the mid-September meeting of af-
filiates in Chicago. As Ted Cott, oper-
ating vice president, put it to SPONSOR,

“We could have thrown in house or-
chestras or surrendered and made Sun-
day night into a series of public service
hours.”

Instead the network’s new show
series includes a two-hour Sunday
newspaper of the air with top-drawer
newsmen and columnists covering fea-
tures, sports and the news (Weekend) ;

a drama series capitalizing on Frank
Sinatra’s success as an actor in the
movie From Here to Eternity and star-
ring him as a private eye (Frankie
Galahad) ; a Western drama series
starring Jimmy Stewart, again tving
in with recent Hollywood casting which
wrapped the gangling Stewart in chaps
and six gums (The Six Shooter); an
hour-long dramatic series with Helen
Hayes and Fredric March as hosts
and with star-name casts to include

The facts at a glance on NBC’s new radio sales plans

PROGRAMS

MINIMUM BUY

COSTS

Fibber McGee
10-10:15 P.M. M-F
(SITUATION-COMEDY)

THE
THREE
PLAN

It Pays to be Married
5:45-6 PM. M-F
(AUDIENCE-PARTIC.)

Second Chance
11:45-12 NOON M-F
(AUDIENCE-PARTIC.)

Three one-minute participations per
week for four consecutive wecks is
smallest allowable buv. Message may be
placed anywhere within three strins but
on non-rotating basis. If client wishes

he could buyv three participations in only
oue of the three strips, provided he
used no more than one commercial per
quarter-hour program. Client gets product
exclusivity in any one of the three
strips if lie buvs minimum of two
participations per week for minhnam

of 13 consecutive weeks in that strip.

Weckly costs are as follows (three par-
ticipations) : $6,750 in morning strip;
$6,075 in aftermoon; $8,750 in evening.
One participation in all three shows costs
S7,475. Buyv of 78-116 participations
within 52-week period earns 49, discount;
117-155 participations earn 6%; 156 or
more carn 8% discount. This discount
cannot be combined with other NBC Radio
buys to earn other discounts. NBC esti-
mates weekly cost-per-1,000 listener
impressions at $1.08 for a onc-minute
each

participation in strip.

The Big Preview
11-12 NOON SAT.
(RECORD SHOW)

THE
ONE
PLAN

Weekend
2.4 PAM. SUN.
(RADIO NEWSPAPER)

30

Clients mayv buy one participation one
time in cither of the two shows shown
at lefr.
on similar

While the two shows are sold
dubbed “One Plan™
by sroxsor, there is ne connection between
them. Sales plan is similar 10 “Todav”
on NBC I'V. There's room for 8 adver-
tiscrs per hour. Small-budget advertisers
who were never able to buy full shows
on network radio are among prospects
NBC hopes o xell. But it's felt major
spenders mav be interested from
individnal Dbrand standpoint.

basis.

Cost for “Weekend” one-minute participa-
tions is $2,250, including time and talent.
“The Big Preview” costs $2,000. No
discounts are given for cither show and
money spent for participations cannot be
added to other expenditures on NBC
Radio to earn regular dollar-volume
discounts. NBC estimates cost-per-1.000
listeners of 88¢ will be attained by
“Weckend.” With three participations in
“Weekend.” savs NBC, client will make
7,650.000 listener impressions. For media
cost comparisons sec chart at right.

SPONSOR
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testment means fo sponsors

s nore to choose from

Henry Fonda, Tumphrey Bogart, Mar. 'i

lente Dictrich (Radio Star Play housey.

The 28 new shows were to be g
launched this week  (4-10° Octobery, '
bunched for impact. The trade can
expect anything in the way of promo-
tion during and after the debut  from
28 dancing girls baked in a pie to 20
flving =aucers flying formation over
the RCA building.

Meanwhile NBC's stafl of 15 radio
<alesmen has begun making the rounds
to piteh the shows and NBC's new
ales plans,

NBC's new sales plans ave designed
to open up network radio a~ a possi-
bilitv for small and medium-sized ad-

(Story continues next page)

Ted Cott, Bill Fineshriber, Fred Horton are
men rebuilding NBC Radio programing, sales ’

B e e e S S e e, —— —— s e—
NBC Radio’s multiplication table for time and space buyers
OR 14 “TIHREE” PLAN MORNING COVIVMERCIALS
§33.000 — I “LIFF" Y on OR 16 “TIIREE” PLAN AFTERNOON COVVERCIALS
et LCOLOR @ 1O ~THREE™ PLAN EVENING COMMERCIALS
‘ OR 12 COVIMERCIALS IN ALL THREE
L - OR 14 “WEEKEND” COMMERCIALS
I OR 9 “TIREE’ PLAN VORNING COMMERCIALS
$21.000 — T “LIFE* BLACK. & OR 10 “TIHREE™ PLAN AFTERNOON COVVERCIALS
- t_r’nm; 1);(5) e OR 6 “TIHREE™ PLAN EVENING COMMERCI ILS
‘ o OR 8 COVMERCIALS IN ALL TIREE
! - OR 9 “WEEKEND” COVMERCI LS
[ OR 16 “TIREE" PLAN VORNING COVIVIERCIALS
| .
. ) OR 18 “TIHREE" PL.IN AFTERNOON COMVERCIALS
R 201' ORT’IZSFZ EENT - oR 11 ~THREE™ PLIN EVENING COMMERCIALS
l - ’ OR 15 COVIMERCIALS IN ALL TIIREE

| OR 16 "WEEKEND” COMVERCIALS

NOTE: Costs for page Inzertions Include )¢ for ninotone and 137 for {-eolor art and mechaniral estimated char
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vertisers as well as providing curremt
network clients with a flexible buy.
The Three Plan bears a resemblance
to the existing Operation Tandem in
that the advertiser must buy a mini-
mum of three participations weekly
placed in his choice of three shows.
Big difference is price. Operation Tan-
dem cost you in the neighborhood of
$13,000 weekly. The Three Plan is $4-
5,000 cheaper. And the Three Plan is
more flexible.

A Tandem client got one minute in-
sertion in each of three half-hour, once-
a-weck programs, The Three I’lan
gives advertisers the chance to mix
their shots. A company can elect to
place all of its coinmercials in just one
of the three 15-minute, five-times-a-
week shows. or in two, or in all three.
depending on its needs.

One of the strips is in the morning.
one in the afternoon. one in the eve-
ning. Thus for the first time a flexible
sales plan has been broadened to iu-
clude daytime. The shows are Fibber
McGee and Molly, 10:00-10:15 p.m.
M-F; It Pays To Be Married, 5:45-
6:00 p.m. M-F: Second Chance, 11 :45-
12 noon.

Operation Tandem. the first flexible
network sales plan. will probably be
discontinued. The network’s thinking
is that while it has paid out for clients
who used it the initial price was too
high to attract enough of the mediuni-
sized and small-budget advertisers.

The Three Plan, \BC feels. is low
cost enough to bring in anyone from
the seasonal sponsor with $50,000 to
spend to a big company with half a
million dollars allotted for launching
a new product.

Here, for example. are the costs of
sponsoring Three P’lan shows for four
through 52 weeks, ascuming the mini-
mum buy of three participations per
week. Costs are given separatehy for
each of the strips, Price of huying one
each is the average of all three costs.

Contract length Morning Afternoon Evening

4 weeks § 27,000 § 24,300 5.000
R weeks 21.000 48.600 70.000
13 weeks R7.750 78975 113,750
26 weeks 168.480 [51,632 218,400
39 weeks 247,455 222,729 320,775
52 weeks 322,920 290,628 115,600

NBC's second new sales plan is even
more flexible than The Three Plan. 1t
hasn't been named officially. but spox-
<oRr dubs it The One Plan. since a cli-
‘nt may buy a minimum of one par-
ticipation weekly.

1 <shows will be =old on this basis
but there 1=~ 1o connection hetween
the <hows~ i selling. The programs

are: W eckend. the 2:00-1:00 p.m. Sun-
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day newspaper of the air. and The Big
Preview, 11:00 a.m.-1:00 p.m. Satur-
day airing of new records (only the
first hour of the latter will be sold).

The sales plan resembles the ap-

proach used in NBC TV's Today.
There are eight commercials sold per
hour, each at a fixed price. Cost for
Weekend one-minute participations is
£2.250 including time and talent, Cost
for The Big Preview participations is
$2.000. including time and talent. Ad-
vertisers can buy as few as one inser-
tion. one time. There are no discounts.

The new NBC sales plans extend the
number of availabilities considerably
over the three contained within Opera-
tion Tandem. Tandem had room for
three advertisers spread over 90 min-
utes weekhv of programing. The two
new NBC plans make room for over
three dozen within six hours and 45
minutes of programing.

° ®
° °
) [ ]
L4 2 . ot .
¢ WEEKLY TIME & TALENT COSTS OF 14 NEW NBC RADIO SHOWS* ¢
® “ 3 ®
® ®
[ ] PROGRAM TIME PERIOD :‘:atsstt'a’?:ntlt’l:' ®
° 52 weeks °
® ®
: :
®

® CAN YOU TOP TIIS? M-F 10:15-10:30 P, ps
. 2 PER WEEK $12,968 o
4 3 PER WEEK 18.668 4
. 5 PER WEEK L 29,806 .
® .;
® pe
° °
& ®
e NEWS B TUES., THURS., FRI. .
M 9:30-9:35 .M. 3 PER WEEK 9,197 .
®

. .
[ ] ®
L ] L ]
L ] ®
. FRANK SINATRA _.._._ _ TUES. 9:3510:00 P.M..__ 11,6086 .
. HHOUSE OF GLASS _ FRI. 9:35.10:00 P.M. __ 13,017 b
. .
L ] ®
L ] L ]
: Saturday :
® - ®
. FOMAN IN LOVE . 10:00-10:30 A.M. 7,646 :
. ROUNDUP _... APPROX. 5:30-5:45 P.M. _ . 5,094 4
o ASK THE SPORTS WORLD.. 5:456:00 PM. . . 5,388 °
. COLLEGE QUIZ BOWL .. 8:00-8:30 P.M. . . _ 10,962 .
. .
® ®
: Sunday :
® ——— ®
e THE MARRIAGE = o 7:30-8:00 P.M. _ . 14,197 o
. HOLLYWOOD STORY ... _ 8:008:55PM. ... .. 10,788 o
. FIVE-MINUTE NEWS (4 shows) Various times . . 12,262 .
. SIX SHOOTER (J. Stewart) . 8:30-9:00 P.M. . . 13,491 -
e  STROKE OF FATE . . _ 9:00:9:25 P.M. 10,135 3
M ROYAL THEATER 9:30-10:00 .M. :
[ J [
: *Only 14 of new shows had prices set at SPONSOR’s presstime. :
® [
......O....O.....................,.......................:

But NBC doesn’t plan the spread of
participation selling over much more
of the schedule. “We feel,” Ted Cott
told spoxsor, ‘“that half hours and
hours will always be sold and that
we'll be able to sell more of them with
our roster of new shows and our sales
staff—the largest among the networks.”

Cott feels strongly that radio has
three basic uses to clients and that par-
ticipation-type shows are suitable for
only one of these uses, He sees these
uses as: (1) for mass circulation of an
advertising message: (2) for getting
the benefits of an audience’s lovalty to
a show or performer, and (3) for serv-
ice or institutional advertising.

All these. he feels. have a valid place
in American business, but only the ob-
jective of circulation can be fulfilled
with participation shows. Accordingly
Cott feels that there will be no sudden

(Please turn to page 104)
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"un'\ vour public  relations <how
come under the headin favorie
charitv 77

This question

Yi BB T 1 ‘ - vou think back about PR <hows ol
. many an air advertiser. Frequenthy
} } l ,J the approach wa< i another workd

from <trategv which characterized the

~ame firm’s product advertising.
Nowaday~, however, more and more

companies are realizing publie rela-

] .
1l . ‘ [ [ ' tions campaigns can be planned on a
harvd-headed bas<is. (See “Is vour PR
: K N, man air-minded?” 1 June 1953, page
4 | 38.)
 J

This article contains the philosophy
and experience of one such firm, the
Rubel Baking Co. of Cincinnati. This

] company felt it wasn’t enough to put
/ a shiow on the air. omit the hard-sell
commercials. and then forget the whole

thing. It discovered that creating nat-
ural tie-ins with civie, educational and
other community groups transformed

You can develop low-cost campaign one show into a whole campaign. Such
tie-ins. Rubel soon found, can bring
with far-reaching effects if you tangible results in the way of publicity.

new customers and goodwill.
(Please turn to page 76)

L 0RO

case history
e

nse the right community tie-ins

RUBEL BAKING USES KIDS* ESSAYS AS "COMMERCIALS" ON Z V'35 "I WAS A COMMUNIST FOR FBI," GETS SCHOOL BACKING

e 3
@ - - B

I
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Dr. Pepper prescribes radio ph

Andienee mnust stoek Dr. Pepper pop to win prize. Sales jump as much as

ln Harrisburg, Pa., the Dr. Pepper
show made a housewife faint.

In Tucson, Ariz., a woman named
her son “Pepper” because of the pro-
gram.

That’s the kind of reaction Dr. Pep-
per’s telephone giveaway radio show
stimulates among listeners in over 50
cities. And as far as sales are con-
cerned. it has played an important
part in boosting the firm’s 1952 sales
record up 237 from the previous year.

By building a phone giveaway pro-
eram around ils own product. the
Dr. Pepper Co. has developed a hard-
working spot radio show which has
literally no waste—ecither in circulation
or impact. The Dallas, Tex.. soft-drink
firm put the show on the air in July
1952 on eight stations. Today. the
show is in 38 states, represenix a good
portion of the firm's $350,000 radio-
TV ad budget in time and talent costs
alone. Dr. Pepper’s total budget: over
S1 miullion. The rest of bill 1s fooled
by Dr. Pepper botllers, who put up the
cash that’s given away, foot other ex-
penses.

Dr. Pepper’s choice of a successful
spol format (through its agency. Ruth-
rauflf & Ryan. Dallas). represents a so-

SPOT RADIO, TELEVISION ANNOUNCEMENTS URGE AUDIENCE TO "WAKE UP TASTE" WITH DR. PEPPER AT 10, 2, 4 O'CLOCK

34

lution tailored to meel these problems
the company faced in planning an air
campaign:

1. Because there were some gaps in
Dr. Pepper’s distribution in a few of
the key metropolitan areas in the North
and East, the company realized that
a network radio show would almost
mevitably represent much waste cir-
culation.  Spot radio represented the
best answer to its radio ad format
problems,

2. The company’s ad objectives in-
clude establishing its trademark and

R

case history
TR S TraRRTRTay

popularizing a distinctive soft drink.
A program which affords the maxi-
nium opportunity for hard-sell would
best fill Dr. Pepper’s requirements.

3. The firm feels it’s good business
on the part of bottlers to participate in
the radio show. To make the program
most attractive to bottlers, it would
have to pare down costs to the bone.

Dr. Pepper bhought the program
package. Silver Dollar Man, from a
Southern producer on a semi-exclusive

i

basis because it solves the company’s
three basic ad problems:

e It is a spot radio show involving
over 50 stations. This gives the com-
pany a virtual network of stations
which exactly duplicates its distribu-
tion pattern. There’s no wastage.

e [t is a show buill almost complete-
ly around the product itself. the kind
of program which affords the maxi-
mum amount of hard-sell. To hecome
eligible for the prize money. listeners
must go out and buy Dr. Pepper. must
keep a continuous supply of the bev-
erage on hand. This qualification gives
the company a conslant stream of new
customers and a leg in the door to-
wards more permanent customers.

e Silver Dollar Man involves very
little expenditure beyond the salary of
the m.c. in each market hought and a
handful of “roving Silver Dollar Men.”
Each phone contact is limited to a
maximum of $10 in prizes. and there
are only ahout 10 calls per show. This
means each show averages 880 in give- .
awavs during each hour period. Re-
corded music fills in the time between
phone calls.

Here’s how the show works:

To become eligible for cash prizes,

|
i
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wme markets due to show

listeners mail entry blanks to their lo-
cal stations which they can get from
their grocers with every purchase of a
carton of Dr. Pepper. Listeuers to be
called during a particular program are
chosent from those who supply  best
completion to statement: 1 switched
to Dr. Pepper because. ..

.

The local ammouncer is the “Dr.
Pepper Silver Dollar Maw.™  He tells
listeners there are roving “Silver Dol
lar Men™ waiting at strategic locations
in radio-equipped patrol cars. (From
three to a hall-dozen cars are used.
depending on the size of the commu-
nity.)  The announcer precedes each
phone call with the name. telephone
number. address of person called.

I. Local announcer dials housewife, asks her how many Dr. Pepper bottles are in refrigerator

~wees | OAV

- L her- il

When the housewife answers the
phone. the anvouncer identifics him-
self, chats awhile. then asks:

“How niany bottles of Dr. Pepper
do vou have in vour refrigerator?”

By this time the roving Silver Dollar
Man has arrived at the house. lle ac-
companies the housewife to lier re-
frigerator where he checks the number
of Dr. Pepper bottles on hand. Then
he pays off in silver dollars. one for
each bottle (up to a maximum of 3101,

If no Dr. Pepper bottles are found.
the roving Silver Dollar Man leaves a
[ree carton. A silver dollar also goe-
to the manager of the store where the
winner purchased her carton. an effec-
tive wav of merchandising the show
to retail store owners,

police escort

st

Like all phone giveaway shows. the
Silver Dollar Man program owes it
audiences primarily to its abilitv to
stimulate suspense among its listeners,
The typical housewife learns of the
giveaway show. buvs a carton of Dr.
Pepper at the grocery. sends in an en-
trv blank and then <its back and waits.
Will her phone num' er be antong those
called on a given dav? The possibil-
ity is always there.

Sometimes the excitement gets too
much for her. as in the case of a Har-
rishurg. Pa.. housewife. This listener
prepared for the show by ordering a - ' 3 S

{Please turn to page 102) 3. In home Dr. Pepper man counts number of bottles, pays silver dollar for each up to $10
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ALASKA RADIO STATIONS

KFOD
ANCHORAGE KENI
KBYR
KFAR
FAIRBANKS
KFREB
SEWARD KIinn
KINY
JUNEAU KJNO

KTKN
KETCHIKAN KARBI

SITKA KIFW

5,000 watts 600 ke
5,000 watts 550 ke
250 watts 1240 ke
5,000 watts 660 ke
(10,008 temporary SSA)
3,000 watts 790 ke

250 watt~ 1310 ke

5.000 watts 1290 kc

[,000 watts 630 ke
(day)

500 watts
(night)

1,000 watt< 930 ke
1,000 watts 590 ke
(day)

500 watts
(night)

250 watts

1230 ke

CBS
NBC, ABC, MBS, Don Lee
Independent

NBC, ABC, MB>3, Don lec
CBs
CBs

CBS
NBC, ABC, MBS, Don Lec

CBS
NBC, ABC, MBS, Don Lee




L rep aoes (o Alaska *=;

In four-week trip by yacht New York rep for ¢
Alaska stations gathered information of %

importance to U.S. advertisers and agencies

by Roy V. Smith

Ray V', Smith, spot sales manager of Alaska Radio Sales,
returned from an extensive tour of Alaskd’s major cities
with first-hand impressions and information to pass along

to prospective radio advertisers.

Smith. who operates Alaska Radio Sales in conjunction
with Bud Soden, network sales manager, was accompanied
on the irip by William J. Wagner, president of the Alaska
Broadeasting System, and Duncan A. Scott, ABS West
Caast Fege, fj gaiiness report /ollou‘s.

X alnost aat elobbered with a can of sardines in Alaska.

It happened during a recent month’s tour of that coun-
try. While I was stopping in Anchorage I visited a large
super market. I got out a pad and began to jot down
names of American brands the store carried.

After a few minutes the store manager marched up,
followed by two clerks. He demanded—very politely—to
know just what 1 thought I was doing.

Naturally, he apologized profusely when he learned the
answer. explaining, | was sure you were copying prices
for my competitor!”

That was one way in which 1 had it proved to me that
Alaskan alertness and competitiveness are identical with
what vou find in the 48 states.

Whether vou're dealing with super market managers.
clothing store owners, factory workers or housewives.
Alaskans have much the same characteristics. interests and
habits as you and I. The people in this northern country
are up-to-date on the latest merchandising methods. indus-
trial developments, scientific progress and educational
trends. And they enjoy much the same leisure-time pur-
suits as we do—particularly radio.

After having been in just about every state of the
United States plus many possessions, I can truthfully say.
in no place is radio more important. Alaska. whose size
is one-fifth that of the U. S.. is a vital. throbbing. fast-
rowing region. It is the last frontier of the U. S., and its
most important circle of defense, besides being its richest
untapped source of valuable natural resources. Not only
that. but Alaska offers natural beauty that is indeed un-
challengeable. The most modern self-service super markets
and drugstores set against a background of 1t-story apart-
ment houses and private home developments give vou the
Alaska of todav.

To clear up many common inisconceptions about this
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Mt af Alaska as frozen area is belied by beach scene in Anchorage

R

Roy V. Smith visited all major cities in Alasta,
found country in state of expansion, prosperity

area, yon must look at Alaska not as a land of ice and
snow with Fskimos and Indians driving sled dog teains
between igloos and wood shacks, but a< an area with
200.000 permanent residents (according to the Anchorage
City Council) operating one or nore radios as of 1 July,
plus a minimum of 100.000 transients {military and naval
personnel and their families).

[t is an area where over 75,000 tourists come each year
for an average of three weeks or longer, and spend over
2500 each in Alaskan outlets. Believe me when I say that
Alaskans are the same as you and me. They drive the
same cars (44,400 automobile license plates were issued
last vear). Over 25,000 have radios. They eat the zame
food. and more of it. and dress as does the average resi-
dent of Minnesota. Most of these people either have a
washing machine, refrigerator, food freezer. dryer or other
appliances. or are looking forward to the purchase of some
in the very near future. Modern buildings are springing
up in all areas, including 14-story apartment houses which
rent a three-room suite for 8100 or less. and six-story ofhice
buildings and hotels. Roads in city areas are paved. as
are roads in many rural areas. There are constant road
improvement and construction projects going on. Employ-
ment is at an all-time peak, and the median income of
Alaskans is 257¢ higher than that of the U. S. average.
according to the Anchorage City Council.

This thriving market has had tremendous growth in the
past three yvears, every area showing a growth of at least
207, and many such as the Anchorage area have ex-
perienced an increase of over 12977, All over Alaska you
can note the vibrant pioneer spirit that has made Ameri-
ca great. Just about nine out of 10 people who come to
Alaska come with the intention of making a stake and
then returning to their homnes to enjoy the rewards of
their labors. However. over 75 of these people never
do give up their Alaska residences. They become so at-
tached to Alaska that they make it their permanent home.

Many people begin to shiver immediately when Alaska
i= mentioned. However. the climate is not reallv extreme
at all.  Down in southeastern Alaska. where major
cities are—Juneau. Ketchikan and Sitka—the temperature
is very much like Milwaukee. During June. while 1 was in
Alaska. the average day temperature was 63. and the
average night. 10. Even during the middle of winter it
seldom drops lower than 10 above. and in the hottest part
of the summer it seldom goes above 79. The Japanese cur-

(Please turn to page 70
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9PUT BUYING ]

NBC SFOT SALES

Electronic Spot Buying was unveiled in closed-circuit show m.c.'d by Q&0 div.; George J. Dikert, v.p., Ann Wright, timebuyer, JWT; Curt
Steve Allen. Watching set in New York are: Charles Denny, v.p. NBC A. Peterson, v.p. Marschalk & Pratt; Thos. McFadden, dir, of Spot Sales

Discussing new approach: Gerard Johnston, Kudner; “Spotsie,” an ocelot, model Siri enlivened party. Getting lowdown on new sales room
Herb Gruber, Cecil & Presbrey; Bill Davidson, George A, Purcell, C. Higgins, Marschalk & Pratt, in- Bowe, Hewitt, Ogilvy, Benson & Math
Dietrich, NBC Spot Sales; Ted Kelly, McCann-Erickson  spect cage with NBC Spot Sales' "Hank™ Shepard McKenna, B&B, listen to Spot Sales’ Lt

il

i |

ALL NATIONAI
RADIO SPOT SA L&
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Electronic
spot
huying

mebnyvers will be able

10 see what they're
ving with new NBC Spot

hnlos on=cable auditions

raom is heart of the newly equipped sales

Mew York City. Spot Sales' Jack Reber
item to Jim Luce, JWT: Tucker Scott, BBDO

5 OCTOBER 1953

e A
’ clevision i< nsed to watel the insides of wlomie energy eqnipment.
IUs n~ed by indnstry to keep an eye on production Tine<. Now the
television mdnstry itelf has tirned o a now-entervtainment applic:

of TV and will u<c television to el television.

NBC Spot Sales has nttiated what it ealls Electronie Spot Boving.
[t will make possible live anditions of ~hows from NBCrepresented
stations for timebnyers in New York, Chicago and Hollywood, and
most other cities where NBC Spot Sales has ofhiees. Anditions will he
put on the cable periodically for groups of bhnyers.

Chavles R, Demny, viee president of NBC's Owned & Operated Sta-
tions Division. got the idea for the teelmique when he saw techmietans
m New York clmekling over a local LA program. Jack MeElroy.
It ywa~ coming in ou the cable just to keep the Bues warm. I engi-
neers laughed, reasoned Demny, why wonldn’t timebuyers?  And if
they laughed. then theyd <ee first hand how effective that local per-
~onality was.

Thomas B. MeFadden, director of NBC Spot Sales. deseribes Elee-
tronic Spot Buying this way: “Thi~ i~ the best way for an advertising
ageney or client to get the exaet picture of what he i~ buyving with his
advertising bndget.”™ He explains that 1alent in programs brought in
on the cable will do <ample commercials for prospective ~pon-ors.

Eleetronie Spot Buving ix not as costly for NBC Spot Sale~ a~ it
might ~ound. MeFadden estimates the hine eharges at one-tenth what
they would be for commereial programs. A 15-minute andition from
Lo~ Angeles to New York might cost about $600 in cable eharges: one
from New York to Chicago, abont 8300. Talent will do anditions with-
out compensation. and technicians are on duty anvway,

(First audition was~ held last week before a group of J. Wahter
Thomp=on exeeutives, Re~ult: They took out an option on the show.
Elmer the Elephant on WNBQ. Chicago.)

Eleetronie Spot Buying has dramatie portents, =ays II. W. (Hank)
Shepard. sales development. advertizing and promotion manager for
NBC Spot Sales. He points out that whatever the timebuyer wonld like
to ~ee at a station or market could be shown to him by a roving TV
camera. The eamera could pick up aetivity on the city streets. skyline
of the city, the people: the eamera could show the timebuyer the sta-
tion and all it~ facilities: the camera could look into a studio where a
radio program was heing aired.

Electronic Spot Buving got a sparkling -endofl late last month at
parties held simultaneously in four cities for 300 timebuyver< in New
York. Chicago. Lo~ Angeles and Washington. Buyers ~aw ~hows from
four market~ in five-minute auditions: Gene Archer. WNBW. Wazhing-
ton. D. C.: Jack McElroy Show, KNBIL. Hollywood: Animal Plavtime.
WNBQ. Chicago. and Let Skinner Do It, WPTZ. Philadelphia.

Showmanlike touches added to the presentation included u<e of Steve
Allen as m.e. for the half-hour audition program: presence of six-foot-
tall model Siri in a spotted fur dres=s to put orchid lei~ on timebuver-:
a zuitcasc-sized Lox of ~ouvenirs from ecach station vepped hy NBC Spot
Sales waiting for each timehuyer when he returned to his office after
the audition. The ~ouvenirs included golf balls (WRC-WNBW. Wa-h-
ington). leather hilold (KSD-AMCTV. St Louis). ba<eballs auto-
eraphed by Yankees and Dodger- (WNBC-WNBT. New York . bottles
of wine (KNBC. San Francisco). cigarette lighter (WPTZ. Philadel
phia). a meat eleaver (WMAQ-WA\BQ. Chicago). brown bread and
baked beans (WBZ-TV. Boston). Christma~ tree light~ (WRBG. Sche-
nectady). ashtravs with antique autos a~ deeoration (WTAVI-WA\BK.
Clevelund) and glazed fruit (KNBH. Hollvwood). *oxox
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Television fulfills requirements of Middle
| ! Majority’s stay-at-home routine, is becoming
MIDDI—E | increasingly important to them. The amateur

{

A

talent shows deplored by Upper classes give

members of the Middle Majority reassurance mediocrity can be sur-
mounted. Middle Majority housewife manages to justify daytime view-
ing by claiming shows such as Kate Smith (NBC), see right, provide
education, rest periods. Kate is also popular with Middles because she
projects a middle-class personality, providing housewife someone to
identify herself with. Middle Majorities regard advertising as useful,

informative, like integrated commercials best. Middle is 65% population

Lawer Lower group, like the Uppers, is cas-
ual in its attitude toward TV. Members of

Lo W E R Lower class do not follow a set schedule of
programs, are not consistent watchers even

it the show meets with their strong opproval. The Lower Lower group
{20 af the population) generally prefers participation shows. Fast-
moving action programs, see right, and fively fantasy share second-place
in popularity. Lower Lowers wont to get immediate pleasure from a show,
not intellectuol stimulus or pralonged interest. This group is often laoked

down on by superiors as irresponsible, is badly aff economically, often

changes residence. Result: They're hard to reach aos potential market




fl\

’f vour show doesn’t hit the rating
jrhpot. do yon know the real rea<on?
If vour commercials aren’t effective,
iz vou know what to do aboat it?

The answers to questions like these
are being  discovered today by re-
searell in depth. Qualitative research
is one name for it \nother is nioti-
vativnal rescarch.

W hat it all comes down to is this:
Y ou ean’t know vour audience just by
counting noses. Even if your show is
suceessful. vou may not actoally know
the real reason. And it is important
to know the why of vour success if
vou are going lo conlinue to create
shows that are popular and commer-
cial= that sell your product.

Dou’t let the phrase “motivational
Fescarch”™ throw you. And don’t shrug
it of.  \n increaring number of ad-
vertisers and agencies are finding it
uzeful in putting together programs
and commereials that will have maxi-
muim impact.

One of the pioneers in the field of

motivational research is Social Re-
scarch. Inc.. Chicago. In digging into
how and why peaple react to air pro-
graming and advertising. SRT divides
the U, S. audience into three major
eroups. As explained to spoNsor by
Harriett Bruee Moore. SRI's director
of psyvchological research. these are
the groups together with a broad out-
line of their characteristics and atti-
tudes toward television:
e At the top are the 1577 of the peo-
ple who make up the Upper and Upper
Middle classes. with about 37 fitting
mto the Upper category. These people.
savs Mrs. Moore. are the “achieving
and leading citizens who assume civie
and ethical responsibilities.”™ They look
for “broad experience. sophistication.
cosmopolitan  poise. individuality of
character and taste.” Thev derive sub-
stantial incomes from business or pro-
fessions.

Therefore. Mrs. VMoore explains,
“thev are casual in their attitudes to-
ward television. Thev are choosv about
their programs and are not likelv to
be glued to the set. Thev emphasize
their social gatherings over solitarv or

5 OCTOBER 1953

silent group TV watching and make o
point of enjoying the sociability of the
‘)('('i'.‘i()".

wedium
for reluving, for killing time when
there i< nothing else to do. Exeept for

“To thenr television 1= a

special program~. they are not likely
to rearrange activities,
times and social affairs for the sake
of TV programs
basicallv an idle-time recreation and
must compete with other interests

for Upper Middle class people feel
they must maintain “varied interests.” ™
o In the middle are what SRT eall-
the Middle Majority  television’s hap-
pv hunting ground. ‘The Middle Ma-

their meal

thems-elves. TV s

Program

p~ychoanaly~1

Mre«. larriett lruce Moore, director pey-
cholozical services, Nocial WHescareh, Ine.

jority. makes up 63 of the popula-
tion and is actually two groups, the
Lower Middle (3071 and the Upper
Lower (337¢) classes. combined be-
cause of manv similarities.

The Middle Majority is composed
of the breadwinner: and families of
small tradesmen. clerks. white collar
workers and skilled and semi-<killed
factory hands. “Their homes fill the
side streets of cities and towns. and
most of their income goes into current
living and stable expenses.”

By Upper VMiddle standards. their
interest= are limited. Because thev are
strongly tied to their homes. television
is made to order for them. Savs Mrs.

Do yon kuow how to program to hit specifie elass which is best

prospeet for your produet? Depth veseareh gives yon the auswers

Moore: “They ‘make time’ for tele-
vision. are enthusiastic about the we-
dium per se and consider it a great
boon to fanrily life. They feel practi-
cally none of the critical detachment
of the Upper Middle group.

“In o thew
rapidlv supplanting radio. magazines,

circles.  television s

movies,  tavern~  and  small sodial
groups. It offers manyv  advantages

“Who will take

care of the children?’ cease< 1o be a

Keved to their needs:

problem. *I jast enjoy being with iny
family” is a <ocial requirement. their
real or rationalized explanation  of
their stay-at-home routine.”

e At the bottom i~ the Lower Lower
group. making up the remaining 20/
of the population. ~Thes often
looked down on by their <uperior-.”
says Mrs. Moore, “as lacking the abili-
tv or opportunits to improve their
lot.” Theyv are generally disinterested
in magazines and books. economically
in tough straight= and often change
residence.  \s a resull. they are hard
to reach as a potential market group.”

Like the Upper Middle. the Lower
Lower group is ca~ual in it~ attitude
toward TV. They do not follow a
schedule of programs and even «trong-
Iv liked shows will not bhe watched
consistently .

“Participation program< are gener-
allv preferred but fast-moving or livelv
fantasy is attractive to them.” =aid
Mrs. Moore. “Their taste in television

dre

programs i~ based largeh on immedi-
ate pleasure rather than prolonged in-
terest in <erials or intellectual topies.”

So much for the wayv SRI looks al
the U. S, avdience. Now. what does
all this have to do with audience reac-
tion to TV?

Well. take commercials. for example.
SRI studies =how that the Upper Mid-
dle eroup is often critical of them and
quick to deplore them as selfish de-
vices to separate people from their
hard-earned mones.

(Please turn to paze 621

| ,
programing
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I. New construction permits*
POWER (KW)** | SETS IN /
CITY & STATE Lerrers SN PEARY ‘ TARCEY VISUAL | AURAL SONAIR® MARKET: | LICENSEE & MANAGER RACS 4
AUGUSTA, GA. WIBF-TV 6 16 Sep. 23.4 11.7 0 NFA Gc&?ia-Carolina Bdestg. Hollingber
AUGUSTA, GA. WRDW-TV 12 16 Sep. 102 51.3 0 NFA Radio Augusta lne. He’:gel;y 4
CORONA, CAL. KOWL-TY 52 16 Sep. 38 204 O NFA  KOWL Bdestg. Co. Gtg;g;kw
DENVER, COLO. KOA-TV 4 9 Sep. 25 15 2 160 VHF Metropolitan TV Co. NBS‘:ICSSNJ
LAFAYETTE, LA. KLFY-TV~# 10 16 Sep. 55 29.5 0 NFA Camellia Bdcstg. Co.
LAFAYETTE, LA. KYOL-TY® 10 16 Sep. 55 29.5 0 NFA Evangellne Bdestg. Co. Meeker
MERCED, CAL. 34 16 Sep. 17.8 8.91 0 NFA Merced TV Corp.
PADUCAH, KY. 43 16 Sep. 17.4 8.71 0 NFA Paducah TV Corp.
SHREVEPORT, LA, 12 18 Sep. 30.9 15.5 0 NFA tnterlm TV Corp.
II. New stations on air*
CALL | CHANNEL Al DML RRCENDRS NET STNS SETS |
CITY & STATE LETTERS NO. oate” VISUAL | AURAL | AFFILIATION | oN AlR [ MARKET LICENSEE & MANAGER ,
ASHTABULA, OHIO WICA-TV 15 19 Sep. 19 10 CBS 1 10 UHF  WICA, tne. Glil-rolg
CHAMBERSBURG, PA. WCHA-TV 46 15 Sep. 21 105 CBS,DuM 1 10 UHF  Chambersburg Bdcsts. F o
LANSING, MICH. WILS-TV 54 20 Sep. 20 10 ABC,DuM 2 16 UHF  Lansing Bdcsto. Co Taylor
¥ . . b
NOJZ:OLK-HAMPTON, WVEC-TVY 15 19 Sep. 200 100 NBC 2 50 UHF $;;n:‘::';ag;5i:fmf“° Rambeay,
WILKES-BARRE, PA. WILK-TV 34 15 Sep. 170 87 ABC, DuM 4 115 UHF  yyoming Vafley Bacsto.  Aver el

IHI. Addenda to previous C.P. listings

Albuquerque, N. M., KGGM-TV, ch.
A. H. Hebenstreit

Allentown, Pa., ch. 39, call assigned, WQCY

Anchorage, Alaska, KTVA, ch. 11, target 15 Dec.
'53; gen. mgr., A. G. Hiebert; nat'l rep, Hugh
Feltis, Seattle

Bay City, Mich., ch. 5, call assigned, WNEM-TV
Beckley, W. Va, ch. 21, call assigned, WBEY
Bismarck, N. D., ch. 12, C.P. cancelled 1| Sep. 'S3

Boston. Mass., WTAO-TV, ch. 54, nat'l rep, Everett-
McKinney

Brockton, Mass., ch. 62, call assigned, WHEF-TV
Cedar Rapids, la., ch. 9, call assigned, KCRI-TV

13, gen. mgr.

Knoxville, Tenn., WTSK, ch. 26, gen. mgr., Harold
B. Rothrock: nat'l rep, Pearson

Lake Charles, La., KTAG-TV, ch. 25, new target,
mid-Oct.; to be CB3, ABC affil; gen. mgr., B.
Hillman Bailey Jr.; nat'l rep, Adam Young

Lawrence, Mass., ch. 72, call assigned, WGLM

Lebanon, Pa., WLBR-TY, ch. I5,
Oct. '53; est. sets, 35,940 UHF

Marshall, Tex., ch, 16, call assigned, KMSL
Minot N. D., ch. 10, C.P. cancelled 11 Sep. '53

New Bedford, Mass., WNBH-TV, ch. 2B, call letters
changed to WTEV

20

new target,

Reno, Nev., KZTV, ch. B, to be CBS affil; ge ||

mgr., Harry Huey; nat'l rep, Pearson
Rochester, N. Y., ch. 15, call assigned, WCBF-T
Sacramento, Cal., ch. 40, call assigned, KCCC-T
San Jose, Cal., ch. 4B, call assigned, KVIE

®cranton, Pa., WARM-TV, ch. 16, to be ABC af
eff about | Dec. '53; gen. mgr., William Dawsor
nat'l rep, Hollingbery

tamford, Conn., ch. 27, call assigned; WSTF
Cteubenville, O., WSTV.TV, ch. 9, joins CBS §
affil | Dec. '53; gen. mgr., John J. Laux
Sweetwater, Tex., ch. 12, call assigned, KPAR-TV
Temple, Tex., KCEN-TV, ch. 6, new target | No

Northampton, Mass., ch. 36, C.P. cancelled 18 '53: est. sets, 50,000 VHF
S el G R BT CE LEAe Sep. '53 Wilmington, N. C.. WMFD-TV, ch. 6, target |
Champaign, lil, ch. 21, call assigned, WCUI Pensacola, Fla., WPFA-TVY, ch. 15, now CBS affil; Mar. '54; gen. mgr., R. A. Dunlea; nat'l ref
Jackson, Miss., ch. 3, call assigned, WJDT gen. mgr.. F. E. Busby; nat'l rep, Adam Young Weed; est. sets, 8,500 VHF
Theso cha and additions may be filled in on original chart of post-freeze C.P.’s appearing in SPONSOR'S O February issue and in issues thereafter.
Toml U.S statig:s on air, No. of grantees on air.._. 129 No. of TV homes in U.S. (1
A, Honolulu 1 ep. "33) 236 No. of post-freeze CP's grant- Aug. ’53) . 24,895,000%
‘ ed (excluding 18 educational Percent of all U.S. homes
{ [ markets covered 157 erants; 25 Sep. ‘53) 440 with TV sets (1 Aug. °53) .. 353.39%%
llol.h new L% id 1§i statlons lng on the alr Iis(ex_l are th which oceurred between f’ercentages on homes with sets and howes in TV coverage arras are considered approximate. §I
\v most cases, the representative of 8 radlo station which {s granted a C.P. also represents the pe
TV operation. Since at presstime it Is generaily too eariy to confirm TV fepresentations of mo
1 rrantees, SPONSOR lists the reps of the radio siations in this column {when a radio station hi
in marketls N been given the TV ant. ZThe two Lafayette, l.a, grants are on a share-time basi
at NFEA N figures mvatlable at presstime on number of < in market
42
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blast off...

for new sales heights...with

4-«:,—40_ ‘-w'

SPACE RANGER

.
» o -
-

-

i

e

i

\CIENCE-FICTION LEAPS TO LIFE on‘vg\&&;ﬁ SCREENE = =

SEE bombardment of earth by mysterious fariotf planets.
flaming rockets hurtling through outer space,
astounding inventions from a world of tomorrow!

. 3LAZING EXCITEMENT ... SUPER-ATOMIC THRILLS . ..

ROCKY JONES packs the kind of impact that wins bigger
audiences, and more friends for your product

Hitch your advertising message to this rising new star
and watch your sales zoom sky-tugh

LOADED WITH MERCHANDISING GIMMICKS . ..

Sponsor give-aways . . . self-liquidating premwums! Nothing
has been overlooked! Already nearly 30 licensees are

turning out space ranger merchandise A nationally syndicated

comic strip is being prepared . . . and arrangements have
been made for ROCKY JONES to make personal
appearances In every city where the TV show 1s seen

26 EPISODES NOW IN PRODUCTION

A ROLAND REED PRODUCTION

producers of such top-rated hits as
MY LITTLE MARGIE, BEULAH, THE STU ERWIN SHOW

NEW YORX 444 Modison
Plozo 3-4620
TWX — NY1-1967

UNITED

TELEVISION
PROGRAMS .

CHICAGO 360 N. Michigon
Central 6-0041
TWX — CG 2203

HOLLYWOOD 650 N. Bronson
Hollywood 5.2195
TWX — LA 1432
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TV film shows recently made available for syndication

LA

i

Programs issued since June 1953. Next chart will appzar 2 November

111

" =
Ha il e vey W o e i
Show name Syndicator Producer Length Price Range®* No. in series Show name Syndicator Producer Length Price Range®
h 1
ADVENTURE MUSIC
Adventure s My Lakeside TV Hal H. Harrison 12'% min. open i3
et Oklahoma Chuck- Lakeside TV Lewis & Clark 122 min. $23-500.
wagon Boys
Jungle Macabre Guild  Films Radio & TV 13 min, $50-400 39
Packages Inc.
Opera & Bailet Lakeside TV Transatlantic TV 12'2 min. open
CHILDREN'S
- - Operettas & Ballets Hoffberg Prod. Hoftberg Prod. 13 min. open
Animal Time Sterllng TV Sterling TV 15 min. on request 104
Werner Janssen George Bagnall Janssen 15 min, on request
Jump Jump of Goodman Mary & Harry 12 min. 50 of alr Series & Assoc.
Hollday House Hickox time 65
King Caileo Kling Kling 12 min. §22-142 65
NEWS
The Cinnamon Bear Fitz & Assoc. Gllwin Prod. 15 min. 509 of Class B 26 o
LI IE G Kling UL U RCILE O e United Press- United Press Movietone News 30 min. on request
Movietone News 15 min.
COMEDY
SPORTS
Life with Gulld Films Gulld Flims 30 min. open 39
Ellzabeth
. All-American Consolidated Sportsvision 30 min.
DOCUMENTARY Game of Week TV Sales
How Does Your tntl. Film Intl, Film 30 min. 26 Boxing from Kiing Kling 26'2 min. -$40.50-675
Garden Grow Bureau Bureav Rainbo
Your 200 Video Pictures Video Pictures 30 min. 13 = . .
Reporter = Madison Square Du Mont winik Films 26'> min, $55-500
= Garden 12'%2 min,
wlid Life In Lakeside TV Lakeside TV 12'%4 min, $25-500 26
Actlon
= Play Golf with Consolidated Sportsvision 15 min,
Wonders of the Sterling TV Borden Prod. 15 min. 26 = the Champlons TV Sales
Wild =
= Shooting Princeton Princeton 30 min.. on request
) o ) Stralght Fillm Center Film Center
DRAMA, MYSTERY n
Badge 714 NBC TV Film Mark VIl Prod. 26'> min. alt TRAVEL
Sales B e —
Borls Karioff Official Fllms Hannah wein- 26'z min, on request 26 .
stein Hawailan Paradlse George Bagnall Franklin (3 min. on request.
& Assoc.
Captured NBC TV Flim Phittlps Lord 26'7 min. 26+
Sales :
Satari Stertlng TV Sterling TV 15 min. o request
Flash Gordon MPTV Inter-Continen- 30 min. 13
tal TV
This Is Hawali George Bagnall Franklin 30 min. on request
General Electrie Stuart Reynolds Soverelgn Prod. 25 min. 100°% Class A 26 & Assoc.
Theatre
| Led Thees Zlv Ziv 30 min. 39 This World of Ours Sterling TV Oudley Pictures 11'> min. on rcequest
Lives
laner Sancturm NBC TV Flim  Galahed Prod. 26'2 min. 39 .
Sales VARIETY
los Palooka Gulld Flims Guild Flims 30 mln. 78
On Stage with Oynamic Flims Oynamle Fiims 15 min. 13 Interviews of the  Academy Flims Academy Flims 15 min. $50-400
Monty Wooley Century
Pulse of the Clty Telescens Telescens i2'; min. $50-750 26 . D 5
¢ ! Old American Kling Kilng 26'2 min. $50-675
Secret Chapter Gulld Flims Ron Ormeond 15 min. $50-400 26 Barn Dance
Boverelgn Theatre Stuart Reynolds  Scvereign Pred. 26 min. 100%; Class A 26 Ray Forrest Show Sterling TV Stecling TV 30 min. or request

*Where price range is not given, 1t has not yct been fixed. or syndicator prefers to give price only on request.
SPONSOR invites all TV film syndicators to send informatio

re-reicased
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§Available 1n black-and-whitec ot color.

t>ee Film Notes column, page 16)

+Run originally under another title, now being
n on new films.
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PHOENIX
Deliners e B, (@

N

® More Arizona Eyes watch channel 5!
KPHO-TV, Arizond's pioneer TV station,
: Is the station that most Arizonans watch
—most of the time. Out of 357 quarter
| / hour periods, KPHO-TV won 323 firsts,
{ according to the July, 1953 Telepulse.
\ That's better than 9 out of 10 firsts!
Good reason why more local and national
advertisers use KPHO-TV than any other
Arizona TV station.

CBS BASIC-ABC REPRESENTED BY THE KATZ AGENCY
and DUMONT

/ , \ / o V
08 Good To Kuow ' 08 o oredith. Ctution!
KPHO-TV and KPHO, Phoenix—WOW-TV and WOW, Omaha—WHEN, Syracuse

AFFILIATED WITH BETTER HOMES and GARDENS — SUCCESSFUL FARMING MAGAZINES
5 OCTOBER 1953 45



THE NEW KEY TO

« ;,::ﬁ@bc/(q/"g

MW W FEAP

1t’s good business to sell the
rich Pittsburgh market through
WKJF.TV, Pittsburgh’s pioneer
UHY television station. In addition
to “top’’ NBC shows, WKJF-TV
offers a wide range of local-interest
programs—all designed to assure a
high audience “‘pull” from America’s
eighth largest trading area. And re-
member the more than 680,000 set
owners in the Pittsburgh area are
converting fast to receive Channel
53, Pa Pitt’s Preference.

Outstand;
hg
NBC PrOgrams %,

PITTSBURGH

Notioasl Represantatives: WEED TELEVISION
Mew Yook Chicago  Deiroil  Boston o
Aflante  Hollywood =

= ™

Son Frandeco
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[ilm notes
and tremds

New Syvndicated Film Division  at
ABC made investment in neighborhood
of $1.200,000 to start with two top-
drawer properties, Racket Squad and
Sellitz Plavhouse. Both series have
been shown on network air previously.
ABC's reasoning is that residual rights
will pay out because:

I. Many of pre-freeze markets never
cleared either filin <o it is brand new
in these areas.

2. They are brand new as well to
post-freeze markets which are most in
need of film product to build audience.

3. In prefreeze markets. where
shows played. ABC relies on theory
that only fraction of audience has al-
ready seen film. One major market sta-
tion has already made price offer
which “would be pretty fair for a first
run,” an ABC official told srPoxNsoR.

ABC film will go slow at first, seek-
ing to build solidly. Next property
acquisition may be a new program
series. either produced by outside or-
ganization or produced with an inde-
pendent.

George T. Shupert. vice president of
ABC Film Syndication. has keen sense
of film values. was pioneer in TV syn-
dication, As National Sales Manager
of ABC Film Syndication. Don Kear-
ney draws on past experience as assis-
tant sales manager for ABC TV, na-
tional =alex manager for ABC’s owned
and operated TV stations and mana-
ger of TV spot sales for the network.
He'll seek to sell on firm advertising
basis. stress'ng rales potential rather
than show ghunor.

[t

It
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Filmed programing pays off
in sales, case histories show

by Halsey V. Barrett, easiern sales manager,
Consolidated Television Sales, New York

Filmed TV shows pay off in sales.
This isn’t a matter of opinion. It’s a
statement of fact ba¢ked up by figures.

Here are some examples of the kind
of success sponsors enjov with filmed
programing:

In Columbus, Ohio, a bakery firm.
the Donaldson Baking Co., sponsored
Consolidated’s Crusade Rabbit series.
The company had done no mass ad-
vertising of any kind for 10 vears pre-
viously.

U p to the time of the first TV show,
each of the firm’s 110 driver-salesmen
averaged about 30 cake sales a week.
On the strength of the upcoming show,
Donaldson boosted each driver’s quota
to GO sales a week. When sales were
tallied a few days after the first show
was telecast, the firm discovered every
driver had met or exceeded his quota.

In addition, the company sold 4.800
Easter cakes during the Easter season.
double the amount sold during the
previous year. And, in a recent drive
to get new customers, each driver av-
eraged 17 new clients on his route.

Result: The company recently placed
Crusader Rabbit on WAVE-TV, Louis-
ville. Ky.. where it operates as Ster-
ling Baking.

And here’s another success story,
one which points up the sales effective-
ness of filmed shows used as reruns:

After Consolidated’s Front Page De-
tective had completed its first run, the
Rayco Manufacturing Co., manufac-
turers of seat covers. hought it for a
second run in the most competitive of
2!l markets, New York City,

After 26 weeks. Rayco reports it
chalked up 400 sales a week directly
attributable to its TV sponsorship.
tach sale averaged $26. or a total of
310.400 weekly during the show’s run,

MVBC film folder points up Il ways to merchandise

Vierchandising ops the mileage on a film
show and there’s an endless variety of ways
to let the pablic Lnow vou're a film adrver-
tiser. NBC's Fidm Division is dramatizing the
merchandising possibilities of film shows with
a new accordion folder tabore) which points

up 11 wavs to merchandise its Inner Sanctum
pacl:age. Thev include: bottle toppers, shelf
strips, door hang tags and bumper signs.
The merchandising tools were developed by
Grev Adrertising in conjunction with Jay H,
Smolin, NBC Filwm’s ad manager.

SPONSOR




Good Look...

Here's o sample—a tiny sample, actually, of the cauntry as a
whole ... beautiful scenery, lats of it ... peaple, hames, TV
receivers ... buyers, buying paints...with a televisian
tawer ar twa samewhere in the distance, radiating entertain-
ment and cammercial messages—"live" and film.

Right naw . .. televisian is perhaps advertising’s richest medi-
um ... people loak, see, ga aut and buy.

Na wonder television experts work constantly ta imprave
pragramming technics—ta reach mare peaple better.

Take a gaad lack at yaur awn aperatian—specifically in
reference ta film. Are yau using it—wisely—well? Rightly,
film means greater praductian and distributian flexibility—
lawer costs far studia and advertiser ... an end to the limita-
tians of studia walls and time zones.

Far complete informatian concerning film, its selection and
pracessing, tagether with details af special Eastman services,
equipment, and materials, address:

Matian Picture Film Department

Eastman Kodak Company, Rachester 4, N. Y.

East Coost Division Midwest Division West Coast Division
342 Modison Ave. 137 North Wobosh Ave. 6706 Sonto Monico Blvd.
New York 17, N. Y. Chicogo 2, lllinois Hollywood 38, Colifornio

Agents for the distribution ond sole of

Eostmon Professionol Motion Picture Films

W. J. German, Inc.,

Fort Lee, N. J., Chicogo, }ll., Hollywood, Colif.




ECHOING yadels are hard ta find
in Alp-less Zurich, N. Y., but the
warld's best TV entertainment is
faund there every day aver
WHEN.

Zurich is anather af mare than
250 cammunities brauvght ta the
Syracuse market area by WHEN.
It's just a small segment af a
grawing market af 2% millian
peaple — peaple in 26 caunties
wha earn their living in every
canceivable way —wha avtspend
the natianal average annvally —
whase buying habits are farmed
by what they see an WHEN. With
aver 85% TV penetratian — ane
af the highest percentages in the
natian—and an auvdience insured
by the best pragrams af 3 majar
netwarks, WHEN has the punch
ta sell yaur praduct.

SEE YOUR NEAREST KATZ AGENCY
A
(ﬁ}gl@é,,~
6 ¥ _—1 waiches
. WHEN
ABC w. U
DUMONT

A TELEVISION

MEREDITH

wanon’ | SYRACUSE
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| agency profile | Duane Jones*

President
Duane Jones Co., New York

One of the first things Duane Jones did when he was appointed
exec. v.p. of Blackett-Sample-Hummert in 1934 was to hire butler,

This flair for the “grand geste” and for personal showmanship,
backed up with concrete knowledge of selling. have imnade Duane one
of the trulv colorful figures in advertising.

Translating his dramatic flair into air media campaigns for a blue
book of accounts that he has handled, Duane became known as
the box-top king of Madison Avenue. He was the originator in 1932
of the first radio premium offer ever made.

“. .. a dime plus a Super Suds box top will give vou a chance
to have the same garden Hollywood stars have . . .”)

Another precedent-setting issue in Duane’s career is scheduled to
come to a head sometime after 3 October, when the New York
State Court of Appeals, in its forthcoming session, hands down its
decision in the case of Duane Jones has been fighting for the past
two years. The well-known issue concerns Scheideler, Beck & Werner,
agency set up by three former Duane Jones account men.

Whatever the outcome of the litigation, Duane is as convinced
today as he was in 1932 of the effectiveness of premium offers. and is
ranking partly on this approach to build his business back up to the
1949 level when billings were at the rate of $17 million. ( A Waldorf
Pie Plate offer currently made for 7-Minit Pie Mix pulled its mil-
lionth return after three weeks on radio this August.)

Since he organized an agency in 1942, Duane Jones has applied
the premium technique to air campaigns for 49 different accounts.
He netted some 47 million premium returns in the first seven vears.

“The beauty of our premium offers,” Duane explains, "is that they
not only pull in consumers to try the product in the package goods
field where brand competition is fierce, but also that they're self-
liquidating. In fact. one of our clients earned $21.000 net in one
vear from preminm offers alone.”

Abvays air-media conscious, Duane’s agency reached its peak in
billings. 817 million (mainly in soap, package food and proprietary
goods accounts! in 1949. At least partially responsible for this
orowth from §1.204 million billings in 1942 were premium offers.

Virtually married to his business. Duane rarely manages to visit
his estate in Comnecticut. niakes his home in Manhattan. * K Kk

TV te Retty Na:
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CHANNEL 10

The super-powered salesman in PROVIDENCE

that combines prestige and personalities to sell

your products to over 1,500,000 TV families.

WEED TELEVISION, NATIONAL SALES REPRESENTATIVES
5 OCTOBER 1953 19
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by Bob Foreman

(W weh as 1 dislike to argue with
T. S. Eliot who contends that April
1= “the cruelest month,” I'll take
October. For October is generally
the beginning of the new season.
TV-speaking.

October’s cruelty i= manifest i
the number of summer shows.
basking in the limelight of =ome-
one else’s time spot, that are rele-
gated to oblivion. Its cruelty s
also made apparent as one reads
the glowing letters from the eager
owners of these shows: as one fol-
lows the ratings racked up on the
borrowed time—all to no avail be-
ause there 1s so seldom either a
tine slot or the inelination to car-
ry these hiatus-fillers forward.
however deserving they mav have
proved during their cight or 13
weeks on the air.

Thi~ October. it seem=. will be
even more significant than its pred-
ccessors because, for ome rea~on.
we have arrived at a number of
crossroads. For example. <0on we
shall learn whether ABC will real-

ly be in there fighting NBC and
CBS and making a third network
a reality. (See “How ABC will
compete,” 21  September 1953
SPONSOR.)

Everything points to the fact that
this will be the case—the staunch
advertisers who have taken the
plunge and committed themselves
to big money over an extended pe-
riod of time on ABC; the evidence
which has already piled up, prov-
ing that this third entity can actu-
ally clear a respectable line-up of
stations; the talent and programs
which they have heen able to offer.

Now the chips are down and
that fickle dial-twister, Mr. John
Q, his wife and youngsters. will
determine the fate not only of
these programs and these advertis-
ers but of the network itself. And
since competition is the great leav-
ener. thoze who are concerned with
the future of this business can only
hope that ABC makes its mark
quickly. deeply.

To get back to the original pre-

fimr ez

Foreman calls October cruelest moenth because:

F. 10°s the month when shows go into the arena to baitle for audi-

ences. By end of month first ratings will give verdict.

2. Is month when dozens of summer hopefuls among the ranks of

replacements get disappointed, have 1o go off air for return of the

regular season shows no matter how deserving they've proved.

3. 10 month achen film distributors may learn whether they get

good return on investment in form of rerun money. when advertisers

veto or approve expenditure of large sums on second-run shows.

L. 10s month achen UIF operators hegin to learn true value of fran-

chises: how fast sets are converted. how soon reasonable penetration

takes place noa one-time VHF-onlhy market.

50

mize of the “*cruelty of Octobers,”
this one in particular, it scems to
me that we are also at some sort
of turning point in regard to the
film vs. live problem. With film
dramatistz involved in residual
values and still hesitant to add the
increased costs of color, it inav be
that live TV will gain new momen-
tum. The immediacy, the vitality,
the possibility of more skilled per-
formances and better quality at far
lower cost may put mmore live shows
into homesx than have been seen in
the past five years—despite the in-
evitable increase in the number of
shows speculatively shot on flm.

Then, too, there will be this Oc-
tober some long awaited answers
regarding the actual values of film
residuals. Along about now, back-
ers and bankers are beginning to
azk, “Where is this rerun money
which is supposed to be lying
around and is supposed to enable
us to get back our original invest-
ment plus return us a reasonable
profit on our venture into the realm
of pure aesthetics?” Bankers, of
course, would phrase it differently
—but that would be the gist of
their remarks.

Another question faces us. Will
any network advertiser bhe content
to put the large sums needed to
purchase time against second-run
programing. despite the clever-
ness of the retitling of the opus and
the wisdom of the unsampled audi-
ence available to it? October may
tell us this. too.

Still another subject on which
this month should shed some light
1= the pattern of daytime viewing
and daytime programing. NBC has
decided that daytime is here to
stay and is putting hoth the time
and money needed to develop the
housewifely hours into their struc.
ture. banking heavily on the soap
opera. a= radio did. to keep the
homemaker occupied with things
other than homemaking.

What thi~ approach does in at-
tracting an audience will deter-
mine the future programing not
onlv of ABC when it gets ready
to tackle the dunsting-and-daming
hours but what CBS continues to

SPONSOR



. story hoard

A column sponsored by one of the leading filiw producers in telecision

SARRA

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

In a sevies o TV commeraals for Chesterheld progrians and spots, SARRA
combines the “NMilder™ story with the thene: “First with Yonng Ameriaa”
Happy scenes of charming voung people in action against beanutul outdom
backgrounds are \l\llllull\ mtarwoven with the factual evidence ol medical
reports and college popularity stuveys. Package and pointol-puichase displin
give strong product identification. Produced I)\ SARRN tor Liggett & Myers
‘T'obacco Co., through Cnuningham & Walsh, Inc.

SARRA, Inc.
New York: 200 Fast 36th Street
Chicago: 6 LEast Ontario Street

Wiath this Crosley muodncton for “Your Flit l’mmle SARRA pcllmms the
dithceult feat of (lls])l(l\lll\" 2F major apphances a: adsull k(_cpmvne\\el mterest
high. The trick is turned with animated musical notes and avolhcking. hard-
scllmg theme song by the “Hit Parade™ orchestra and chorus, high highting
cach product asitis shown ... finally focussing on the Croslev TV set w llh th('
message: “Your Hig l’nra(lc——sce iton a (,msle} " Produced bv SARRA for
(mslc\ Division, AVCO Manufacturing Corp. v cooperation with Batwen,
Barton, Durstine & Osborn, Inc.

SARRA, Inc.
New York: 200 EFast s6th Street
Chicago: 16 East Ontamio Sueet

Busy hitde bakers pull the switch that stres loaves of Bhaun’s Fown lalk
read a'vollimg n thns cntoon- plnslne action 'V oseries by SARR AN, T'hay
slap on the lal)cls and paint the “"Fown T'alk™ on the wrapper to get over the
brand name with a bang. appy people enjoving bread, and a gayv theme
song deftly sell quality. The films were so planned that phutoomplnr ilustra
tions lor a ue-in newspaper campaign could be economically made at the
same  time,  Created by SARRA for Braun Baking Compamv. through
Ketchum, Macl.ecod X Grove, Inc.

SARRA. Inc.
New York: 200 Last 36th Street
Chicago: 16 East Ontario Street
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do at this time of day.
CBS with such leaders as
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On the Air November 1st.

Maximum powered from the start!

100,000 Watis! 833-foot tower! e

NBC Interconnected Affiliate! "':-;_é;l
The ONLY low band VHF station covering hx
all Central Texas from the center. ‘

45,752 TV sets are already in use in

the KCEN-TV coverage area.
By November 1st, and estimated

60,000 TV SETS WILL TUNE IN KCEN-TV

K-CENtralize your advertising dollars —

If you want to sell the market that buys . . .

s~ KCEN -

TEMPLE, TEXAS

Tronsmiller locoted
midwoy between
Temple ond Woco
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CHANNEL 6

Owned ond operoled by the Bell Publishing Compony
George P. Hollingbery Company—Notionol Representotives

Search for Tomorrow in the soap
opera derby and Godfrey, Moore,
Linkletter, and others in the catch-
as-catch-can league is in fine shape
to move either or both ways de-

pending upon the trend.
October,

SELLING POWER!

too, should tell us
~omething of the UHF franchise
and what its value is—how fast
are sets converted and how soon a
reasonable penetration takes place
in a town where the VHF station
has had the audience all to itself.
[t should show us something about
the values of the smaller markets
now coming into TV and what we
can expect a “normal” network to
be, both from a coverage and a
cost standpoint.
So, all in all, October may, as
nientioned, be a cruel time of year,

but it’s bound to be an interesting
time as well.
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3 commercial reviews
‘\
- TELEVISION

SPONSOR:
AGENCY:

Dramex (Reardon Paint Co.)
PROGRAM :

Krupnick & Assoc., St. Louis
“Today’’—NBC

wa e
oSt

In one minute, or less, the skill of Dave.
Garroway plus the wisdom of the people

who decided upon the simplest and most

direct of demonstrations, using the show’s

Sl 0 e
g PRI PR L i
SN KT

e ATl R (RS

star, made clear to me what Dramex is,
how it’s used, what it costs and what col-
ors it comes in.

Here’s a perfect example of TV at its
best. Dramex is a new product used to
cover old plaster surfaces (or new) and
combines the features of plaster and paint.
In his usual convincing, low-pressure but
high-in-attention-value way, Dave applied
the product to a panel of cracked plaster,
covered the cracks, showed a few of the

brush-effects that could be achieved, de-
scribed the colors available and the price.
The camera work was as direct and

clean cut as the copy, picking up close-ups
of the brush-strokes and containers where

called for. Maybe a super of the colors
and price would add a bit of impact to

these facts, but with or without this video,

the Dramex copy was superbly conceived
and delivered. * X %
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irst, a comment on the

T'his 1953 survey of agency and
asks many questions about readership.
It asks no questions about news.

(designed to be as unbiased as po
however small, does

advertiser trgde paper reading preferences
It aﬁk)zdﬁ?};uestion about

re exact method of conducting this survey |
e) is explained in these pages. Yet some bias,”
5t in the inclusion of one question on “use.”” By nopehg

limitations of this sur

eV

o

“practical use.”

IthOfoughly read ¢« s

I regularly read . ..
:'r:.;':" | vamiery | recevision SPONSOR | RADIO DAILY | BROAOCASTING |
Every issue | 50 ’53 97 44 ' 82, _
i 9 s 21 5 0 |
i 28 32 | 31 36 28

PLRPOSE OF 11ils SURVEY: Made especially for internal gzaidance
to SPONSOR' editors in determining what adsertivers and azewucies
read, how they read, what they want.

Wil MADE IT: far
SPONSOR by CORE, research organizatlon of New York and Toronto,

this mailed questionnaire <tndy was nade

which works prinelpally on UN, government, and advertiser research
projecta. Al Shea, head of CORFE, Iv a mass commnnications speclal-

it wha edited I'nesco’™s first edition an World Cammunleations.

HOW NAMES WERF SELECTED:

Names were selected from Standard

THE M ACAZINETE R AD

/

Advertising Register by CORE eompletely without assistance from or
knowledge of SPONSOR,
radio/TV

exccatives,

directors,

and timebuyera.

indication of SPONSOR's interest.

RESPONSE:

naires were completed and returned.

two agency

Ilinois;

Approximately 137,

to one advertisery; 355

WHEN WAS STUDY DONE:

1 0 A N D

TV

July-Augn-t.

A DV ERTI

came

19 states were represented.

In going through thls

pubtlcation | would VARIETY TELEVISION SPONSOR | RADIO DALY | BROADCASTING r
say that I: : )
Read theroughly i

and/or Featurs Artieles 65 63 1‘22 ) 41 U’ |
Glance ;
throush 1t 1/ 30 3 28 27 30 i

Included werc advertising directors, account

or 177, of the wmailed gnestion=
Ratio of rcturns were about

York and

from New

1953,

Recipients had no
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For example, one recent BROADCASTING survey emphasizes news: leads off with a news question.

BROADCASTING dominated this survey; SPONSOR was second. Here is the response to one BROADCASTING que
tion: “Which publications do you read regularly for television?”

Response to BROADCASTING SURVEY question above

Ist choice
Broadcasting 107 Radio & Television Doily

1
Snonsor 62 Tide
Variety 36  Printers’ Ink
Television

30 Advertising Agency

Advertising Age 24  Billboord

- &b U N
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SPONSOR: Lee & Kornreich AGENCY: Direct

CAPSULE CASE HISTORY:  One 15-minute program,
designed to test the effectiveness of television, resulted
in the sale of 22 houses in a two-week period, and re-
sults still are coming in. The builders hought a Friday
evening program featuring the consultent who color-
styled their homes. Of the hundreds of people who toured
the houses the next two days, 22 bought homes costing
§11.250 and 811500 ea~h within a fortnight. Sales since
the telecast are continuing at the rate of 10 a week.
Time eost: $230.

WDEL-TV, Wilmington PROGCRAM: Quarter-hour show

AUTO SEAT COVERS

SPONSOR: Tri-State Appliance Co,

CAPSULE CASE HISTORY:  Since 1951 this sponsor has
used two 00-second or 7T5-second live announcements
each week for Temco floor furnaces. Reason: On a typi-
cal morning recently three telephone calls in a 45-minute
period following one of the announcements resulted in the
sale of three furnaces worth $200 each—at an advertising
cost of $10.80 per announcement. The sponsor says,
“We are getting results. We have better acceptance from
the public, and dealer prestige has risen in the eyes of
the public because the Temco furnace is on TV.”

WSAZ-TV, Hnntington, W. Va, PROGRAM: Announcements

AGENCY: Direct

PEST CONTROL

SPONSOR: Orkin Exterminating Co. AGENCY: Bearden,

Thompson & Franklin
CAPSULE CASE HISTORY:  One 20-second announce-
ment once a week increased pest control business 4007
for ithis exterininating company. The increase was
chalked up during the first eight weeks WCSC-TV was
on the air in a virgin television market. Tlere were then
only 25.000 TV sets in the market. The cost of eacl an-
nouncement: $40. Following the success of the televi-
ston campaign, what else could the sponsor do but renew?

WCSC-TV, Charle-ton PROGRAM: Announcements

DEPARTMENT STORE

SPONSOR: Rayeo Auto Seat Covers AGENCY: Direct

CAPSULE CASE HISTORY:  Participation announce-
ments were used by Rayco on WTI'] on the Bob Lynn
Show. 9:00-9:30 a.m. one Thursday. Within one hour,
the sponsor reports. several customners came into the
store as a result of the TV conunercials and bought seat
covers. Chief supervisor for Rayco said: “Dollar for dol-
lar, we believe television is proving the best medium for
our business. [t is surprising how fast we get response.”
The cost of the participations was 335.

WTV). Miami PROGRAM: Bob Lynn Show

SPONSOR: Rink's Bareain City

CAPSULE CASE HISTORY: Two  participating  an-
nouncements costing S140 eacl sold $932 worth of fish-
ing tackle boxes and 1.8357 dresses valved at about $3.000
for this department store. Telecast during a Saturday
evening wrestling program, the announcements drew cus-
tomers from as far as 110 miles from the store, which is
located four miles soutlh of Hanilton, Oliio. Because of
its successful start on TV the store has renewed its
contract for announcements on WLW-T.

WLW.T, Cincinnati PROGRAM: Announcements

AGENCY: Direct

POGO STICKS

TIRES

SPONSOR: Roy Berlin Co. AGENCY: The Pardee Co.

CAPSULE CASE THSTORY: s ats first T venture, the
Roy Berlin Co.. which malkes Rocket Pogo Sticks, tried
a single participation annouwncement on KTT17s Sheriff
John Show.  Shorty ajter the announcement. the phone
service called to say it could no longer accept calls
for the toy because all its lines were jommed with calls
from hundreds of children. Impressed with results. the
Berlin Co. started a regular schiedule on the sheniff John
Show and plans to expand to TV in other cities through-
out the country in the near future.

KNTTY, PROGCR AN Sheriff John Show

SPONSOR: Ragland Potter & Co AGENCY: Walter Speight

CAPSULE CASE HISTORY:  After Ragland Potter & Co.
had used television for various products, it decided to
see how the medivm would promote the firm’s Gillette
tire department. Here’s what happened after one pro-
gram: (1) A Kentucky botiling plant inquired about
ordering Gillette tires for its entire fleet of trucks, signed
an order soon after. (2) A bus line in a Tennessee town
equipped all its velicles with Gillette tires as a result of
the program. 131 A logger ordered tires for eight trucks.

WSAETY . Nashwille PROGRAM: Views of the News

— e ———




WGAL-TV

NBC - CBS - ABC . DuMont

Lancaster, Pa.

Steinman Stotion

Cloir McCo

5 OCTOBER 1953

ugh, Presiden

- e m—r e

- — e v—— — — —— —

actual return for yvour advertising
on WGAL-TV—now in its fifth vear

growing—the prosperity of WGAL-TV's large, rich Penn:

area—includes Harrisburg. York. Reading. Lebanon. La
growing 1 viewing g it ing
mterest and public vice p shov from
growing—recognition by national an 1d er

WGAL-TV is the effici

Use this ever-increasing sales power to get
the most profit for your advertising dollar.

WGAL | Represented by M E E KE R

AM TV FM | New York - Chrcago - Los Angeles - San Francisco
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R Asks...

a forum on questions of current interest

to air advertisers and their agencies

Station reps say many young timebuyers are woefully lacking in

trade savey. What steps does your agency take to train timebuyers?

THE PICKED PANEL ANSWERS

It 1« inevitable
in any business
which has grown
as rapidly as na-
tional spot broad-
casting, there will
be a shortage of
trained  people.
This applies not
only to the buyer
but also the sell-
er. It
me far too many salesmen today are
unable to interpret the value of their
particular station or market to an ad-
vertising problem.

Mr. Luce

seems to

The only way to train a buyer is
have him buv under supervision. The
average salesman is not aware of this
supervision.  To him. anyone who
phones for availabilities or calls in an
order 1s the sote purchaser. In some
of the most successful buys it is diffi-
cult to isolate the one per=on respon-
sible for the decision. It is the result
of discussions between buvers, re-
scarch. account group and client. 1
think this is the way it should be.

I suspect the salesman has a resent-
ment hecause he cannot discuss every
sale with a =upervising buyer. This is
honestly not necessary. Most sales-
men do not appreciate the great
amount of behind-the-scene work and
planning in each time buving deci-
sion  much of it after they have left
for the day.

If I were asked for one suggestion.
it would be that niore sales representa-
tive firm< imitate agencies and train
more new people.  There should be
wonderful - opportunities in having
more voung people back up the sales.
man in researching a particular sales
problem, and it would inzure a contin-
uing source of sales people to meet the
ever-inereasing needs we all must face
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together. This should alleviate another
bit of agency training which is the
new salesman introducing himself with
the words, “How-do-you-do. l-don’t-
kiow-a-thing-about-this-business.”
JamEes Luce
Timebuyer
l. Walter Thompson

New York

We feel that in
training
timebuyers, the
most essential
factor is a very
close working re-
lationship with
an experienced
buver. Through
this association,
the trainee will
be able to absorb
invaluable information and in the fu-
ture be well equipped to handle buy-
ing alone.

During his period of training, the
trainee should bhecome thoroughly fa-
miliar with both markets and media.
Since a knowledge of markets is of
utmo:t importance in buying time, the
trainee is encouraged to make as com-
prehensive a study of them as possible,
especially as regards size, population
and buying power.

In addition to general market knowl-
edge, the timebuver should also know
the markets a~ they apply to our par-
ticular chients. This he can learn only
by study and close work on the ac-
counts with the senior buyers.

The trainee must also study the me-
dia within the markets; get an idea,
for instance. of the number of radio
and TV homes in the arca and the de-
gree of penetration. Also. what par-
ticular stations will hest serve the needs
of his clients.

In addition to knowing markets and

voung

Mr. Siddle

media, the young timebuyer should
learn the strengths and weaknesses of
hoth markets and stations over and
above any statistical data available.
This, of course. will usually come only
through years of experience and the
opportunities to study and absorb
things not recorded in writing.

StepHEN W. SIpDLE JR.

Wedia Director

Bermingham. Castleman & Pierce

New York

When spoNsor
popped this ques-
tion, I made a
fast check of the
experience repre-
sented in our
time buying de-
partment.

Our eight time-
buvers are spe-
cialists; they do
nothing else. Av-
erage experience—nine years. Range
—two vyears to 18 years. Younger
buyers work under the supervision of
older staff members. All work closely
with the radio-TV research department.

ls this exceptional? T haven’t sur-
veyed the entire agency field, but I
doubt if our set-up is much different
from that of other agencies who offer
a balanced professional service.

An agency’s first responsibility is
to spend the client’s money as though
its own. A timebuver is a
purchasing agent. He spends the cli-
ent’s monev. It never was a job for
amateurs. It sure isn't today—with
VHF vs. UlIF, network vs. spot. “au-
tonomous” O & O's vs. network clear-
ance policies. rate cards v=. deals. Niel-
sen vs. Trendex v<. Pulse vs. Hooper
ve. ARB.

True. every pro was an amateur
once. There are always cubs on their

Mr. Hanna

it were

SPONSOR




way up i agencies. But [ nesver knew
a station rep worth his salt who would
let himself get stopped by a cub. Aund
I find it hard to imagine an ageney
putting a cub timebuyer in a position
where he could handicap a good rep.

Javes B Havaa

I ice President charge Radio-T1

VoL dver & Son

\‘(’"‘ )'Ork

Faxen though
Weintraub offers
no actual “train-
ing program” for
timebuvers, the
apportunity for
learning and ad-
vancement in this
end of radio and
televicion  adver-
tising  business
is unlimited.
Through the process of giving more
and more responsibility. under super.
vision, to both estimators and assis-
tants and through a good deal of con-
tact work (uetworks. reps. ete.). this
can be attained.

Within the agency. working directly
with the various account groups. re-
scarch. production. traffic. copy and
bookkeeping departments on long term
schedules.  campaigns and  network
shows —tends to give the buver a much
broader concept of all phases of this
work and the aims and ideas behind
these media of advertizing.

Miss Stark

Naturally, the willingness to learn
on the part of the estimator. assistant
and the buyer. and the acceptance of
the fact that details. facts and figures
must be accurate i< of the utmost im-
portance. Once these facts are estah-
lished. advancement i inevitable.

JoAN STARK
Timebuver

William H. Weiniraub
New York

At MceCann-Er-
ickson. we  feel
there i= no train-
ing substitute for
actuallv working
on the job under
close supervision.
The new trainee
in the time buv-
ing department is
provided a check
list of the basic
(Please turn to page 103)

Me. Kelly
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KLZ-TV comes from a family of showmen...has
a flying start in the world of entertainment...
and selling...with an ancestral background of
KLZ Radio, for many years nationally recognized

for its creative programming and personalities.

KLZ-TV will go on the air November first with a
great line-up of local productions, plus the full
schedule of CBS Television network shows. Aired
from the finest, most complete TV operation in
the area, KLZ-TV...reared to perform...will be

the top entertainment—top-selling—TV in Denver.

: ALADDIN y
‘ =) RADIO AND g
‘ TELEVISION, INC.[ | U
J S~

CHANNEL 7 DENVER
See your KATZ man

REARED IN A TROUPER’S TRUNK




Pulse finds interviews best for UHF surveys

WIITVM-TY, Reading. Pa.. mailed to
sponsors a few weeks ago the results
of a door-to-door study by The Pulse.
Inc. on the percent of UHF saturation
in the WHUDM-TV viewing area. Many
of the lessons learned fromm making
the Reading study will be used when
future UHF surveys are conducted.

LLawrence Roslow, Pulse associate
director. said the survey confirmed

Pulse’s opinion that the only way to

delerinine satisfactorily how well UHF
was received in an area was to go
from home to home and actually watch
the viewer tune his TV sel.

“When we went into a home.” Ros-
iow reported. “we could see how well
the respondent tuned in the various
stations and how well those stations
were received. The problem of check-
ing on UHF saturation in a narket

where. for years, there have been \ HF
sets, is tough. For one thing, when
some sets are converted, a UHF chan-
el is tuned by turning to a VHF chan-
nel number. Therefore, a respondent
wlo says he is watching Channel 2
actually may be watching Channel 61.”

Twenty full-time interviewers spent
two weeks in the WHUM-TV area and
entered a scientifically selected sam-
ple group of 1.477 homes. In some
homes the interviews took as long as
20 minutes.

The survey showed that WHUM-TV.
on UHF Channel 61, was received in
357 of all the TV homes, or on 127.-
000 sets in 20 counties. The study was
made in June at the end of WHIUM-
TV's first ¢ix months of telecasting.
Another survey is planned for this fall
by Pulse. * k%

Every 2.2 seconds another new radio is sold

By the time vou finish reading this
sentence two more radios will have
been sold in the United States—for ra-
dios are now being sold at about the
rate of one every 2.2 seconds.

Thix figure was calculated by srox-
$OR on the basis of a presentation re-
leared a fortnight ago by Broadcast
Advertisine Bureau. BAB said 11,021.-
000 new radios were sold mn 1932.
Of these, 6.321.000 were replacements
and 7,700.000 were for new places to
listen. Two million sets were bought
for new radio homes.

During the first six months of 1933.
BAB discloses. Americans purchased
another 7.207.000 radios. which i
337 more than during the same pe-
riod in 1952. Not counting the more
than seven million 1933 sets. \men-
cans now own at least 71.8 million
home radio sets and 35.2 million auto
radios. out-of-home portables and ra-
dios in bnste~~ establisliments and
other place-.

BADB« total ~hows there are 110 1mil-

60

lion places in the nation where you can
listen to the radio.

“The willingness of Americans to
buy this many radio sets each vear .
to create this many new places to lis-
ten . . . is the best possible proof of
radio’s vitality today,” BAB asserts.

A CBs Radio on-the-air promotion
thi< spring advised listeners that a ra-
dio was sold every three seconds. The
CBS figures were based on 1932 set
sales (see “CBS Radio turns
sor.” sPONsOR, 18 May 1953).

spon-
* * Kk

Fearless Koplan lauds
radio-TV commercials

A boost for commereials on radio
and television. in a newspaper column
of all places. is the latest man bite:
dog storv,

Harry Koplan. West Coast radio-TV
star. recently substituted for newspaper
columnist \len Rich when Rich was
vacationing. In the colunm. which ap-

peared in the North Hollywood (Cal.)
Valley Times, Koplan emphasized that
listeners chouldn’t knock the commer-
cials.

“Maybe they
times,”

do annoy you at
Koplan =said. “but actually
thex're a ble:sing in disguise. The
existence of commercials makes for
much more enjoyable programs. That's
a fact. Carefully tabulated figures in
the possession of radio and TV sta-
tions prove that when a show goes
from -ustaining . . . to being spon-
sored. the popularity of that show
jumps several points.”

Koplan believes “the public has the:

feeling that a show on which a spon-
sor is willing to spend thousands of
hard-earned dollars must have some-
thing worth watching or listening to. ..

“l know from my own experience
that my Meet the Missus show on CBS-
KNX jumped several points in its rat-
ing as soon as it became sponsored. . .
Without [the sponsor], the show just
couldnt be as good,” Koplan con-
cluded. * * Kk

Miss Rheingold hopefuls
announce station breaks

Sex appeal was injected into the
Rheingold Beer announcements last
month over the five New York City
radio stations the breweryv uses. Six
finalists of the annual Miss Rheingold
contest took turns reading some of the
100 or more station breaks and other
announcements which Rheingold airs
each week.

In the picture below. Cindi Wood
ets tips on reading the announcement

o
i<
:

Miss Rheingold finalist airs a commercial

from Allan Ramsay (left). timebuver
for Foote. Conc & Belding. Rheingold
agency. and Arthur Tolchin. WMG)]
sales manager. The winner of the con-
test. who will be announced this month.
will be starred in Rheiugold’s 1954

advertizing campaign. * ko

SPONSOR




Bricefly . . .

Faer heard of Chinese cowbovs?

Well, vou have now. RGMB.TV, Hon
olulu, carries the Hopalong Cassid)y

Chinese cowboys are Hopslong fans, too

filni= Mouday.  The spousor,
Love’s Enriched Bread. Hawaii's larg-
est bakery. got some idea of the show's
popularity when these three youngsters

every

showed up a few Mondavs ago at
KGMB-TV's studios 1o sce lloppy.
They re standing in front of a life-size
cutout of Hoppy in the station’s lobby.

k-2

The easy wayv to get good UHF
reception is the subject of a new 20-
page illustrated booklet sent to TV
servicemen in the Muncie area
WLBC-TV. The Indiana station re-
ceived =0 many conflicting reports from
its viewers about UHF reception that
Don Burton, station president and gen-
eral manager. decided to write the
booklet. Tt explains. in non-technical
language. how a UHF set—including
antenna erection. lead in and final tun-
ing—should he installed for best re-
sults. Case historie~ which indicate the
type of trouble a serviceman might en-
counter and how it can be corrected
are included in the booklet.

*

by

The annual repair hills on your tele-
vision set don’t cost as much a< vou
think if vou're an “average™ ~et own-
er. According to the Cunningham &
Walsh “Videotown 6 television =ur-
vev 311 is the average annual repair
bill. Not only that. but 1977 of all the
set owners in Videotown freal name:
New Brunswick. N. J.) have never had
to send their sets to the repairman. Of
sets bought prior to 1931. there were

t Plecse turn to page 106)
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FLANAGAN &
DONOVAN

PAUL FLANAGAN
4:05-4:55 P.M.
Mon. thru Fri.

JOYCE DONOVAN
5:00-5:25 P.M.
Mon. thru Fri.

Excellent buys in afternoon radio: highest local
rating; low cost per thousand; terrific audience
response ; popular personalities; long list of

top sponsors, both local and national;

success stories: No. 1 station.

980K;  S00OW GBS RADIO NETWORK

Represented by HEADLEY-REED

Albany-Troy
Schenectady

61




TV REACTIONS
(Continued from page 41)

Intensive interviewing and analysis
disclosed the reason, said Mrs. Moore.
People in the Upper Middle class feel
they must assert their “self reliance”
and iudependent taste. “They must,”
she explained, “demonstrate their su-
periority to “the masses’ by conspicu-
ously resisting mass persuasion meth-
‘)dS.,.

Upper Middle people are particular-
ly vehement against hard-sell and the
rapid-fire personal salesman. Why?
According to SRI’s analysis, the Upper

\liddles regard salesmen as social sub-

ordinates who should serve rather
than dominate. They are annoyed that
all they can do is turn off the screen
rather thaun shut him up with a stony
glance and haughty exit as they would

in a face-to-face situation,

But the Upper Middles like commer-
cials that make fun of the product or
sponsor because that puts into words
their feelings of superiority.

The Middle Majority is not like that
at all. It regards advertising as use-
ful. This group feels ads help them
keep up on new products and meth-

it's here . . . NOW!
TV in cuareston, w.va.

vitn 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 praduct or service
gets tremendous consumer acceptance because of double
network programming, and the fact that WKNA-TV is
Charleston's own television station!

- 3 \
affiliated with ABC and DUMONT Television Networks + é
/

the personality station

/

4/

Joe L. Smith, Jr., Incorporated - Represented nationally by WEED TELEVISION
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ods and give them specific aids like
recipes and how-to-do-it literature.
They like commercials that offer
glimpses of how more fortunate peo-
ple live but dont go for them when
the background is so glamorous that
it makes them feel drab or inferior
by contrast.

They’ll accept large claims< but
strongly resent a commercial if they
suspect that the advertiser considers
them gullible or is trying to take ad-
vantage of their inexperience and lack
of knowledge.

Said Mrs. Moore: “A manufactur-
er’s claim that he makes ‘the best’ is
regarded as proper pride by people
whose jobs are mainly making or han-
dling things. And they are so well-
schooled in the hard maxim ‘you have
to pay for everything you get’ that it
doesn’t seem like exploiting to them
when the sponsor, who has provided
free entertainment. asks, in return, for
attention to his sales talk.”

SRI has found that all viewers to
some extent have that primitive emo-
tion toward commercials—simple an-
ger at being interrupted in the midst
of an enjoyable pastime. The Middle
Majority has very strong feelings
about interruptions, perhaps. Mrs.
Moore suggests, because television en-
tertainment means so much to them.

Therefore, they feel appreciative
when the sales messages are handled
in such a way as to minimize the feel-
ing of interruption. The integrated
commercial that works the plug into
the action or locale of the program is
one type that is well liked.

One typical Middle Majority com-
ment praised the tobacco shop device
used in U. S. Tobacco’s Martin Kane
private eye show. The interviewee
said. “Now that's one show where
they don't stop the story and hit you
over the head to sell you . they
just have this fellow talk a bit in the
shop where people drop in. like they
naturally would.”

While the technique used in Martin
Kane cannot he adapted to variety
shows (which are among the most
popular program types with the Mid-
dle Majoritv). there is still a prefer-
ence for the commercial that is eased
into in this kind of show, too. Paymg
tribute to General Electric’s commer-
cial treatment on the Fred Waring
Show. one housewife said: “They don’t
knock vou out of the mood.”™

TV programing points up differ-
ences in group attitudes veryv clearly.

SPONSOR
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~ WBBM DAYTIME RATES ARE UP!

On September 13, 1953, Chicago’s Showmanship
i Station raised its time rates affecting all daytime
periods. A new card, number 24, now in produc-
tion, will be issued shortly. These new rate

increases have been broucht about because . ..

WBBM DAYTIME AUDIENCES ARE UP!

Year in, vear out, the number of families and
listeners tuned to Chicago’s Showmanship Station
has steadily increased. For example, during the
past six yvears WBBM -produced shows alone have
enjoved an average gain of 53%. Within the past
two years, a 159% gain.

At WBBM, showmanship and salesmanship are
synonymous. And today, WBBM advertisers are
reaching —and selling—an audience more than
509% greater than that delivered by any other
Chicago station. To reach and sell Chicago’s big-
gest audiences. call us or CBS Radio Spot Sales
right now for availabilities on... WBBM
50,000 watts - CBS Owned

Chicago’s Showmanship Station - 780 kc
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NOW YOU'LL SELL EVEN MORE
: on CHANNEL 4

KROD-TV has been operating on full
power — 56,300 watts, slnce August
1st, from the {lnest transmitter loca-
tlon In the Southwest, atop Mt.
Franklin, 1585 feet above downtown
El Paso ... This means EVEN BET-
TER COVERAGE of the Fabulous
Southwest. Thls means EVEN BET-
TER PICTURES in an enlarged
KROD-TV Trading Area . . . This
means that more of the best pro-
grams—locally and on the CBS, Du-
Mont and ABC networks will reach
an even greater audience.

KROD-TV

Afflllated wlth KROD —600 Ke—CBS
5 000 \Watts and the El Paso Times

RODY KICh BROADCASTING Cnnl'()ll.\'rll‘)\
Dorrance D. Roderick  Val Lawrence
Chalrman of Board Pres. & Gen. Mg,
Dick Watts
Gen. Sales Mgr,

Nationally Represented by the
BRANHAM COMPANY

WSYR-TV

Syracuse, N.Y.

Channel 3
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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And motivational research offers some
answers~ to why talent shows and soap
operas<, roundly attacked by those with
Upper Middle viewpoints, are liked by
the great Middle Majority.

“Motivational research,” said Mrs.
Moore. “has shown that those pro-
grams the Upper Middle class imagines
are so harmful serve real psychologi-
cal purposes to the Middle Majority.
The perennial succession of harmonica
prodigies.  third-rate sopranos and
weird talent bores and appalls sophis-
ticated citizens. But for the mass audi-
ence it proves that mediocrity can he
surmounted and that their children are
able to find a way out of the pressure
and monotony of their lives.

“The soap opera reassures Mrs. Mid-
dle Majority in another way. Right
always triumphs over wrong. The
good woman’s love. patience and cour-
age win out in the end. keeping home
and family together despite all man-
ner of troubles and misunderstandings.
tragedies and disasters. Such plots
provide emotional escape, but they also
reinforce the average housewife’s con-
ception of the world as having its geo-
graphic center in the home.”

Regarding the well-known fact that
the housewife’s conscience bothers her
when she tunes in her set during the
day. SRI research disclosed she has
two rationalizations: The programs
(1) “education.” such as
cooking tips and (2) well-earned rest
periods.

The fact that the Kate Smith Show
covers both of these rationalizations

provide

~explains its popularity, Mrs. Moore
- told sponsor. In addition, Kate Smith.

projecting a clearly middle class perso-
nality, gives the housewife someone
with whom she can identify herself.
Here are some typical quotes from
housewives about the show followed
by excerpts from SRI’s interpretative
analvses:

“She’s just plain, fat Kate.” Her
lack of glamor is an asset with Mrs.
Middle Majority, who suffers vague
doubts about her own physical atirac-
tiveness and her husband’s suscepti-
bility' to glamorous women.

“She’s successful but not snooty.”
She reassures housewives that a plain
person can achieve success in a field
usually dominated by sophisticates.

“She really manages evervthing!”
Housewives appreciate it keenly when
a women dominates the show and
when. as in the case of Ted Collins,
the male is relegated to approximately

the role of a tvpical soap-opera hus-
hand-—appeariog as a man who reallv
wouldn't know quite what to do, or
amount to much. 1f it weren't for a
slrimg. wise waoman.

“She's so sipcere™ Mrs, Middle Ma-
jurity fecls Kate i= so much like her-
ell she must be honest. Housewives,
to keep their own celforespect. have to
believe thal *a woman's place is in the
hime,”  So they instinetively distrost
the sincerity and reliability of women
obvioush  differemt from  themselves,
who scem 1o them Lo |‘.tui:-.~i::]._ foo
worldhy amd o well-dressed,

“She knows what's important.” Kate
supplies the wweded assurance that
liome and fauily are really the inost
imporlant things by streszsing homev
touches  and  grassrools  background
ustally omitted by less shrewd mes
or  interviewers inagine that
glamor is the ouly appeal. (The house-
wile who made this particular com-
menl was reacling to a wpical Kate
Smith treatment: deseribing how José
Ferrer’s suceess “must have made his
fﬂ”‘(!" I'lu{'k hﬂn'l[ﬂ il] Pu&rlﬂ f{i':_'ﬂ !-{'fl
proud.” |

\'.'I'.I{I

Shil's analysis of the television view-
ing habutz of maore than 400 families
indicated that Upper Middle class
viewers prefer drama. musical pro-
grams and quiz-panel shows. while
most Middle Majority people prefer
crime. talent and variety shows.

But it also uncovered evidence that
some shows—for interestingly differ-
ent reasons—achieve appeal that cuts
pretty broadly across class lines. For
instance. Your Show of Shows attracts
the Upper Middle class audience be-
cause the acts are professionally ex-
pert and deftly produced and because
the Sid Caesar and Imogene Coca skits
are appreciated for their critical in-
sight and satire. Middle Majority peo-
ple who are socially ambitious com-
ment favorably on the modern dance
impressionism and classical music

TV SHOW DOCTOR

with top eredits—
consistent results,
offers program
analysis — produe
tion — writing —
management ad
vice. Let me show
you what I 've done.

ARE YOU
UNHAPPY

Over Low

Confidential
1] AT N
Ratings On | Tx 75650, or wite
Your Show? | SPONSOR
BOX 105
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POAIZONTAL PIELO PATTERNN Pat
PNGLE Lavem canoo M,

REQ=s32uC 8] 0O PIPE

INOSL A X %8 Use an RCA “confour-engineered” |
nous: IR “ UHF Pylon Antenna

A = Y
o HORIZONTAL FIELD PATTERN™

/\QOUBLE SLOT ¥ ANTENNA AN < For “single-direction” coverage, RCA has

.‘h p "‘s"i"':;‘:”‘*':“ﬁf; AN A \ UHF Pylons that produce a horizontal field
ol 3 LA ' ' pattern shaped like a Cardioid (see Fig. 1) i
e For “elongated” coverage, RCA has UHF .

Pylons that produce a horizontal field pat-

tern shaped like a peanut (see Fig. 2).

e For “circular” coverage, RCA has a wide r
selection of UHF Pylons that produce equal
signals in ALL directions.

e For better overall coverage, RCA UHF
Pylons have built-in ‘“Beam Tilt”’ that
minimizes power loss in vertical radiation.

o For better “close-in” coverage, RCA UHF
Pylons are equipped with a new, advanced
type null fill-in system (used in conjunction
with beam tilting). See Figs. 3 and 4.

:

x
o
s =I o The gain that's published is the gain you get.
- | = RCA UHF Pylons include no tuning com
3 [ =! promises that would result in loss of gain.
> 1] " RCA UHF Pylons can be furnished with
§ =! gains in the order of 3, 6, 9, 12, 21, 24,
3 ¥ EE and 27!
I’ ° R(;A has all UHF antenna accessories: towers,
~a mitered elbows, line transformers, spring RCA Adiesteble Seom
ABOVE WORIZONTAL VERTICAL ANGLE, DEGREES  BELOW HORIZONTAL LS U T S A el Sain DRy
PLANE ) PLANE quency and modulator monitors, filter- Shstalied
plexers, and transmission line (measured
performance—VSWR—is better than 1.05
to 1.0). You can get everything from ONE
responsible source—RCA'!
=
H An antenna system can make or break
5 a TV station. Make sure yours is right.
) Your RCA Broadcast Sales Representative
3 can help you plan.
2
3
- ®
RCZ RADIO CORPORATION of AMERICA
@ ENGINEERING PRODUCTS DEPARTMENT CAMDEN.N.J.
ABOVE HORIZONTAL PLANE DEGREES
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hundred thousand

Our 100,000 watts on Channel 4
will help you shoot it*
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‘I_! is the population in our coverage area
—30 Texas and N. Mex. counties with an-
nual retail sales over $553 millions. Avail-
abilities are available.

KGNC-TV
X |{Amarillo

CHANNIL

REPRESENTED NATIONALLY BY THE
0. L. TAYLOR COMPANY
NB8C & DuMont
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which they often dou’t really like but
feel they ought to. And they are grati-
fied by the fact they honestly enjoy
most of a show they know has won
critical acclaim from more sophisticat-
ed people. The average Middle Ma-
jority people can enjoy at least for a
while the brisk pace and variety of the
whole format and get a bang out of
the broad humor of the situation skits
even though they miss the satire.

SRI’s  most striking example of
broad appeal resulting from a program
meaning different things to different
people is Kukla, Fran and Ollie. Re-
searchers found the show very highly
regarded by Upper and Upper-Middle
Class people who appreciate its imagi-
native originality and heartily agree
with the many critics who have ac-
claimed it rare talent and subtlety.

Middle Majority adults also com-
mend the show—generally assuming it
is “for kids.” The work. worry and
values of their grown-up world give
them little appreciation for the puppets’
light-hearted fantasy. and their code
requires that adults who don’t want to
appear daft “put away childish things.”
But adults in the lower class who are
less conventional and more easy-going
like the program as well as their chil-
dren. because they respond instinctive-
Iy to the fun of the show even though
they miss its subtleties and satires.

From these and many other explora-
tions of human reactions, the motiva-
tional researchers have concluded that
literally every viewer has a social class
viewpoint toward whatever he watches.
And they argue that television. more
than any other medium. needs to take
account of differing attitudes and their
meanings hecause its impact is so pe-
culiarly personal.

As Mrs. Moore sums it up: “More
than any other medium. television is
experienced as a private thing—it is lit-
erally gulped down with the family's
food and conversation. This intimacy
nakes possible a degree of understand-
ing between advertisers and audience
not previously attainable. But it is
also a potential boomerang that in-
creascs  distaste and disappointment
when material offends. disturbs or
merely bores. Studying human reac-
tions. and the reason~ deep underneath
them, is not merely an investment in
getting the most out of a tremendously
powerful medium. It is insurance
against wasting that power and even
alienating the verv people vou are
trving to reach.” * * *

SPEIDEL ON TV

(Continued from page 29)

the Speidel line on the Ed Wynn pro-
gram. Monday morning, the program
stilt in mind. he went down to his
own jewelry department to see whether
their Speidel display matched the pres-
entation he’d seen on television. It
didn’t.

“The department store executive im-
mediately went to work, got together
with the head of his jewelry depart-
ment, and planned a separate Speidel
counter on which the watchbands
would be displayed to better advantage.
During the subsequent three pre-Christ-
mas weeks sales volume in watchbands
increased 70077 over the previous
vear. and made the jewelry department
the top department in that store.”

Speidel's first year of television rep-
resented a 51.25 million expenditure—
a 07% increase over the previous
year's expenditures. It was necessary,
therefore. for the firm to he sure that
its advertising allotment was being
spent in the most efficient possible way.
Speidel’s sales message was aimed at
young adults. Ed Wynn's reputation.
on the other hand, had heen estah-
lished with an older group. Speidel
soon began to shop around for another
program.

In spring 1950 the firm sponsored
the 7:00-8:00 p.m. segment of NBC
TV’s Saturday Night Revue, through
SSC&B. This Jack Carter portion of
the program fulfilled Speidel’s adver-
tising aim of bringing the watchband
line into a large number of homes and
associating what they sell as a gift
item with light-vein entertainment.
After six weeks on this show, Speidel
reviewed its TV programing again.

It was at this time that Speidel
picked the Paul Winchell Show, NBC
TV Mondays 8:00-8:30 p.m., alternat-
ing with Crosley Corp., for its subse-
quent three-year TV stint.

In summer 1953 Speidel began spon-
soring Name That Tune, NBC TV,
This program. which is a combination
of at-home and studio audience-par-
ticipation quiz. has pulled up to 160.-
000 answers a week from listeners
competing for the Gold Medley prize.

52 SHOWS READY FOR YOU
Sportsman’s Club

1S minutes hunting, fishing and outdoors with
Dave Newell. High class panel type entertain-
ment. Write for audition prints.
SYNDICATED FILMS
1022 Forbes Street Phone: EXpress 1-1355
Pittsburgh 19, Pa.
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WKY-TV |

farst

TV station in Oklahoma!

1 WKY-TV ushered television into Oklahoma
June 6, 1949.

first

in size of audience!

WKY-TV now reaches more than 221,408
| TV homes (August 1, 1953).

®
_ - Hirst
C" innel 4 oklahomalQiR in program quality!

WKY-TV brings Oklahomans the tops
in network shows from NBC, CBS, ABC and
T~ _ DUMONT via cable and film plus outstanding
local shows and a parade of sports and
special events. WKY-TV telecasts daily from
early morning until past midnight for a
total of more than 115 hours each week.

NOW...

100 KW Video
60 KW Audio

Atfilioted with THE OKLAHOMA PUBLISHING CO.
The Daily Oklahoman e Oklahoma City Times o The Farmer-Stockman ® WKY Rodio Represented by THE KATZ AGFM"Y
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Nelsen ratings pegged the show at
10.2 during the first half of August:
18.4 Iy second half. Its popularity has
been increasing steadily judging from
viewer write-ins.

By 1933 Speidel’'s  hudget  had
climbed to $1.75 million. the bulk of it
in television, with some 3160.000 sct
aside for promotion, merchandising.
heavy in-store digplay.

Speidel’s
mcludes regular mailings to dcalers
(Speidel ~cllx to wholesalers), and in-
store display material 121,000 displays
were passed out in fall 1953 alonel.
The 250 Speidel dealers do a goodh
amount of advertising on their own.
Out of a total of 196.000 lines of news-

intensive  merchandising

paper advertising featuring watchband-
throughout 1952, Speidel dealers used
i63.000 lines. Furthermore, this 637
of total retail advertising is paid for by
the Speidel dealers as a result of the
advertizing stimulus given by the man-
ufacturer through his TV effort.

Speidel’s own advertising budget for
its 1953-°54 fiscal ycar is cstimated
by company officials at $2.5 willion.
This increase over the original 1949
hudget of $1.25 million is in line with
sales boosts. Television and the rapid
expansion of the Speidel line have gar-
nered a 359 sales increase for the
company in less than four vears.

The firm’s switch from the Paul
Winchell Show to Name That Tune and

]

start

Kanszas market . . ...

... and WREN is the station.

/ BEARDED BUT

BEQOMING!

Won't be long now until you
reading
CENTENNIAL CELEBRATION.,

We're proud of our age. :ure- but don’t overlook the
fact that Topeka i1 right in the heart of a booming Eastern
with all-time population and employ-
ment highs from both military and civilian productions.

A market with real buying power . ..
that covers every nook and eranny of it.

[t all adds up. THIS is the right century for vou to buy

e WEED & CO.

about Topeka’s

and a radio station

5000 WATTS
TOPEKA, KANSAS
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Make Room for Daddy stems from two
factors: (1) Speidel found that the
Winchell-Mahoney program drew an
audience composed 607 of teenagers
—that is. the majority of the audience
was somewhat under the age group of
most Speidel customers. The show’s
fairly constant high rating (an aver-
age Nielsen of 34) throughout 1952-
’33 largely compensated for the slight
discrepancy between audience desired
and audience reached. (2) [t is the
firm's policy not to saturate a market
with its advertising. In other words.
Speidel executives feel that any pro-
gram or personality will reach a point
of diminishing returns at which time
it becomes desirable for the sponsor to
reach a new audience, or else a compo-
site of old and new audience, with a
fresh program format.

Says Charles Spitzer: “One of the
problemns of our product is that we
could easily exhaust our audience af-
ter a period of yvears. Assume that we
sell five or six million watchbands a
year. Figure, then. that our TV pro-
gram reaches an audience of 25 mil-
lion. The answer is simple arithmetic.

“The solution. on the other hand. is
a matter of periodic changes in pro-
grams sponsored, and. axiomatically.
diversification of our line.”

Speidel is accustomed to educating
consumer demand. The firm revolu-
tionized the watchband business in
1940 with its introduction of the ex-
pansion-tvpe band. Fifteen years ago.
the total watchband business of the
country was less than half of Speidel’s
1953-534 ad budget. On the jeweler
retail level, watchbands were responsi-
ble for .57 of the 1938 and 1939 busi-
ness. Todav watchbands represent
eight to 107 of total retail jeweler
business.

Speidel licensed its competitors in
1940. giving them permission to imi-
tate the expansion-type watchband. To-
day. Speidel is responsible for 407¢ of
U. S. watchband sales volume. but the
firm is kecping an eve open to further
expansion.

Most recent innovation is the Photo-
Ident bracelet and watchband which
represent another expansion in the
Speidel line. Today. two Speidel fac-
tories in Providence. R. l.. produce
about 10 different men’s and 10 wom-
en’s stvles of watchbands, each avail-
able in white. vellow and pink gold.
and each made in five different lengths.
A medium-priced line. Speidel prod-
ucts sell at £6.95 to $12.95 for ladies’

SPONSOR




165,000 WATTS
+ CIRCULATION FIGURES that make sense

+ LOWEST RATES

=CHANNEL 33

your best buy in the Reading, Pa., market!

In Grade A In Grade B
Contour Contour

UHF Equipped Homes— 37,191 54,633

UHF homes as of Aug. 1, 1953 . . . Based on NBC Research figures for Berks
County. Remaining county figures based on signed statements from survey among

300 dealers and service organizations engaged in TV installations.

“* POPULATION — %Lantu”; 1,208,397 gmzj 2,437,365
FAMILIES - 343,952 775,509
TV HOMES  — 259,000 551,724
RETAIL SALES — $1,250,664,000. $2,493,396,000.

* TV homes estimated from county tatals May T, 1953—NBC Research. Papulation,
Families, Retail Sales (estimated) from Braadcasting Telecasting Marketbook, 1953.
(Philadelphia market not included).

NATIONAL REPRESENTATIVES

AN g HEADLEY-REED TV
ENGINEERED j k“{\‘ﬁ‘\i‘ Television Station Representative

EU Tv THOMAS E. MARTIN
E = Exec. V. Pres.. Gen. Mgr.
EWAR'T M. BLAIN
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a solid
foundation
In the
world's
fastest
growing
market!
KMPC gives
primary
coverage
in 205
Southern
California
Cities!

KMPC —5939 Sunset Bivd.
Los Angeles 28, California
HO 8-5341 ... or calt

H-R Representatives

10,000 watts nights

Gene Aulry
President

R. 0. Reynolds
Vice-president &

S

|

General Mgr

50,000 watts days

bands (retail prices). and $8.95 to
$17.95 for men’s.

Manufacture precedes retail selling
by some three to four months, giving
Speidel a chance to pre-sell dealers
with its TV programing. Says Charles
Spitzer: “After an item has been seen
on TV for a couple of weeks, our sales-
men can just sit back and take orders
on the telephone.”

As Speidel puts it on its promotion
brochures to retail jewelers:

“In 1946 watchbands made up less
than 19 of the retail jewelers’ sales!

“In 1953 watchbands will make up
8 to 109¢ of the retail jewelers’ sales!

“Speidel’s national advertising made
the difference!”

And Speidel’s

10097 television.

national advertising is
* Kk %

ALASKAN RADIO
(Continued from page 37)

rents are mainly responsible for the
temperate weather. Up farther north.
we come to Anchorage and Seward (al-
so affected by ocean currents) where
the temperature usually runs perhaps
10 degrees colder in mid-winter and
10 degrees hotter in summer. In Fair-
banks, the farthest in the interior, and
farthest north of all major Alaska cit-
ies, there are some extremes in tem-

* * * * * * * *

¢¢You ean’t stop television. As an ad-
vertising medinm it will cateh up with
and pass radio on a dollars and cents
basis within the mnext two years. But
that doesn’t put yon [radio stations]
ont of business. Yon'll get np ont of
vour ehair and start to fight. You’ll
build a good solid business—dedicated
to serving the people of your legitimate
coverage area, . . J2°
HAROLD E. FELLOWS
President

NARTB
* * * * * * * *

perature. The summers run up into
the 90°s. and the winters sometimes
run 30 or 40 below. But the cold is a
dry cold. and is therefore much less
offensive than a cold spell of 5° be-
low along Ad Alley. During the sum-
mer months. such sports as swimming
and boating are extremely popular.
and, of course. the fishermen and hunt-
ers are out all seasons, vear ‘round.
\nchorage is the largest city in Alas-
ka by far. with a ¢ity area population
of over 50.000 and over 80.000 perma-
nent residents within its radio station's
coverage area (125-mile circle from its
hub). Approximately two-thirds of the
population lives in the northern area

(Anchorage, Fairbanks and Seward),
and one-third in the southeastern areas
{Juneau, Ketchikan and Sitka). The
northern area has the biggest share of
military and construction transients,
and the southeastern boasts the lion’s
share of transient fishermen, trappers,
lumberjacks. Construction work s
starting to hoom in the southeast.

From an industrial and retail busi-
ness standpoint, Alaska has many con-
struction, wood pulp and mining indus.
tries presently operating. The Ameri-
can Viscose Corp. has recently put in
a pulp plant at Ketchikan that will em-
ploy 1,500 workers in the near future.
It is expected that these workers will
add 5,000 to the population of Keltchi-
kan when their families arrive. Like-
wise, northeast of Juneau at Haines,
Frobisher Industries of Canada and
a U. S. steel company are planning a
huge steel plant that will process ore.
The Aluminum Corp. of America is
planning a $400 million plant at Skag-
way. which is also northeast of Juneau.
This plant is expected to create an-
other city of 20.000. There are also
oil drilling plans going on. plus a
large-scale coal :hlppmt7 plan which
ental}s shipping coal to Japan from
the Anchorage area. There is no ques-
tion that Alaska is booming, not only
industrially. but in retail sales as well.

On my recent trip. I personally sur-
veyed grocery markets doing 80% of
the business in the territory. The vol-
ume these stores do is amazing. For
example. the Piggly Wiggly Store in
Fairbanks estlmated close to 82 mil
lion sales last year. The Nevada Kid
super markets. also in Fairbanks, esti-
mated close to that figure for ’52.
There are several other stores in the
Fairbanks area doing an estimated vol-
ume in the same category. plus many
small ones doing over $400.000 gro-
cery business annually.

In Anchorage there are eight super
markets doing over §1 million a year
in groceries. There are over 23 other
such type outlets in the area doing over
2400.000 annually. There is an army
commissary at Elmendorf Field out-
side of Anchorage (one of four such
stores in the area) that does an esti-
mated 89 million of food business.

Altogether there are over 157 gro-
cery outlets in Alaska. Over a third
are the super-market tyvpe. In south-
eastern Alaska most of the large super
markets all do $500,000 a vear or more
in grocery business with all
poinling to more business in the very

signs
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Because 'Big Mo's’ Arrival Assures

A Choice of Television Entertainment

Channel 36

Yes, “Big Mo” is a favorite with St. Louis televiewers. Scheduled
to begin telecasting operations in a very few days, KSTM-TV assures
the heretofore-one-station-market a variety of the very best in televi-
sion entertainment. Individual televiewers soon will make their own

choice of programs.

“Big Mo is a favorite with advertisers, too. With interest in tele-
vision at an all time high in St. Louis, more and more people will
tune in more and more often. This guarantees a much greater value

per advertising dollar.

It’s folly to overlook the huge, prosperous St. Louis market. And.

for your share of the area’s sales dollars, you’ll be wise to schedule

KSTM-TV, the St. Louis favorite. Come aboard “Big Mo” .. . today.

ABC-CBS-Local Programs

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

s & BN IV

ST LUUIS Marshall H. Pengra, President

AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL
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near future due to the tremendous Alaska merchants are all wide awake,  beauty parlor treatments do run high-
growth of that area. and use all the latest merchandising er, however, due to high local wages.

Drugstores throughout the territory  methods. Many of them are former Dental and medicinal services are
are the very latest, many being of the operators of super markets in Califor- overloaded, because of a scarcity of
self-service super market type. All nia or Seattle. A fact which will sur- trained practitioners. The percentaﬂe
carry the same nationally advertised prise most people is that prices are at  of children under five years of age is
products that any chains here stock, the most 10°¢ higher than those of over 207¢ higher than the U. S, aver-
just as the super markets generally car-  Seattle on most items. It is possible to  age. Likewise. the educational level of
ry the same line of merchandise as  buy a giant size of soap powder for Alaskans is 2074 higher than the aver-
stateside stores. 79¢. a fifth of popular brand of whis- age U. S, level.

The automobile business is extreme- key for $3.95. a can of premium Because of some of the above socio-
ly good in the territory. One dealer beer across the bar for 25¢ or 35¢. economic and geographic facts, radio
sold close to 600 cars last year. a can of evaporated milk for 18¢ or js King in Alaska. Alaska is an

more than was sold by the same man-  19¢ and two cans of baby food for area where the average citizen lives
ufacturer’s largest dealer in l.os An-  25¢ (in Fairbanks. farthest city north).  several miles from local movies
geles. Services such as haircuts, shoeshines, (usually packed with servicemen).

where there are no major or even

- V4 : : o
| minor-league sporting events and
| where the daily newspapers come out
| at 3 p.m. with no rural delivery and
Q’b ll no up-to-the-minute news coverage.
7,

Alaskans depend upon the 11 radio
| stations in the territory for latest up-
to-the-minute news. weather and sports
coverage as well as entertainment.
Some advertisers believe Seattle radio
stations cover Alaska. This is not so.
It is true that they can be received at
times, but only under most favorable
conditions. and with special aerials and
equipment.  Alaskans are happy to
listen to their local stations. Let’s
look at radio in Alaska. a media buy- |
er’s paradise.
The Alaska Broadcasting System

with offices in Seattle operates six sta-
tions afhiliated with CBS in Anchorage.
Fairbanks. Seward. Juneau. I\etchlkan

Sitka. This group is owned and oper-

IN ROCHESTER Pulse surveys and rates the 422 weekly ' ated by William J. Wagner. of An:

. . . , chorage, Alaska. He was the engineer
quarter-hour periods that WHEC is on the air. Here’s the responsible for the building gf the first

army communications stations in Alas-

ka back in the early 20's. He started

latest score:

STATION STATION  STATION STATION STATION STATION out in broadcastiie s A eiesr =

WHEC B D [0 broadeasting as g
¢ € F station KFQD. Anchorage (the first
FIRSTS............ 267 103 12 7 0 0 commercial station in Alaskal. Since
T|ES ________________ 32 30 ] 3 0 0 1924 he has worked his way to his
Stolion on present position as sole owner. Alaska
“til sunset only Radio Sales is the representative in
WHEC carries ALL of the “top ten” davtime I New York. Duncan A. Scott & Co. rep-
P d y shows resents for the West Coast. The Mid-
WHEC carries SIX of the "‘top ten’’ evening shows! night Sun Broadcasting Svstem. which

also has offices in Seattle. operates four
stations located in Anchorage. Fair-
banks. Juneau and Ketchikan. This
group is affiliated with NBC. ABC. Mu-
tual. This organization was started by
Cap Lathrop. one of Alaska’s original
pioneers and a participant in the gold
rush. He built his first radio station
in Fairbanks in the late 1930%s. This
group is prezently under the leadership
of Miriam Dickev of Seattle and is

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: —
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WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS-KALAMAZOOQ
WJEF — GRAND RAPIDS

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

KOLN-TY — LINCOLN, NEBRASKA

A d with
WMBD — PEORIA, ILLINOIS

Se JTe/;ez Seeleors
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represented in the East by Jim Fletch-
er. New York. and Gil Wellington on
the West Coast. The eleventh station
i~ KBYR. an independent 250-watter
in Anchorage, run by Keith Capper,
and representedt by Don Cooke.

Both the Alaska Broadeasting Sys-
temr and Midnight Sun Aurora carry
mamy popular network and local pro-
grams: From NBC You Bet Your
Life (Groucho Marx 1, Big Story, Road
of Life; ABC- Breakfast Chi; Mu-
tual—Queen for a Day. Among the
Alaska Broadcasting System’s  most
popular CBS programs are: Jack Ben-
ny. Arthur Godfrey Talent Scouts and
Arthur Godfrey Time, Amos 'n’ Andy,
Hilltop House, Treasury Bandstand,
Bergen & McCarthy.

The Alaska Broadcasting System
carries live the best major league base-
hall games of the day every afternoon
during the scason. Midnight Sun sta-
tions carry a block of =oap operas
every weekday afternoon. Both groups
have local d.j. shows, a morning wom-
en’s participation show done locally
and a complete schedule of news and
weathercasts.

Local merchants are extremely radio-
minded i Alaska. Many flatly state
that they push radio-advertised prod-

THE NO.

ucts. These merchants spent an esti-
mated £600.000 on radio the past 12
months. In each and every city local
merchants spend more on radio than
on any other media. proof enough
that radio is Alaska’s best salesman.
KRIFQD. Ancliorage, had top local bill-
ings last year. a total of $138.000.
Many merchants buy spot announce-
ments on local stations to call atten-
tion to their newspaper ads. [ocal
classified radio ads also bring in excel-
lent results. l'or example, a attress
sale announcement used one day
brought in over 35 sales in a single
day. These merchants know. and have
proved that radio not only effectively
covers the metropolitan center of Alas-
ka but also reaches the cities and re-
mole areas across expanses of water
and over great mountain ranges.
Nationally. over 80 advertizers use
spot and network radio in Alaska. in-
c¢luding such prominent national spend-
ers as P&G. Colgate. R. J. Reynolds.
American Tobacco. Anheuser-Busch,
Jest Foods, Vick Clhiemical. Whitehall
Pharmacal, Philip Morris and Blatz.
Just alout each and every one of the
advertisers using Alaska radio stations
has found that his sales have showed
substantial inereases due to radio.

BUFFALO

STATION

IN RICH NEW YORK STATE’S
SECOND LARGEST MARKET

NBC RADIO AFFILIATE IN BUFFALO

. Get the full story from Hexry I. CuristaL Co.
New York - Chicago - Detroit - San Francisco - Boston

BUFFALO EVENING NEWS STATION
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Renewals run over 909% in spot and
most advertisers have gradually in.
creased their radio budgets fromn year
to year. some having doubled or tripled
it in as little as two or three years.
No network advertiser who has ex-
panded his coverage to include Alaska

lias canceled unless he dropped the en-

tire network stateside.

Many national advertisers and their
agencies have come to realize the im-
portance of Alaska as a market. While
I was making iny Alaskan tour, there
were ad or sales managers of such
companies as Carnation. Colgate-Palin.
olive-Peet, Pan American Airways.
Ford Motors. International Milk Proc-
essors. Chesterfields (Liggett & My-
ers). the Kraft Co.. Theodore Hamm
Brewing Co., Northwest Airlines and
Minute Maid in the territory. There
were also representatives of such well-
known agencies as Young & Rubicam,
J. Walter Thompson. McCann-Erickson.

From a programing standpoint one
must realize Alaska’s population break-
down is approximately 60% male.
407 female. A far larger proportion
of women is employed in Alaska than
in the United States. so any advertiser
wishing to reach a mass audience
should use either early morning, noon
or evening radio.

Fverv network affiliate in Alaska
maintains a merchandising department
which does an outstanding job for na-
tional advertisers on the local level,
including window displays, newspaper
advertising,  point-of-cale  displavs,
dealer letters and on-the-air promotion.
Merchandising is important in an area
such as Alaska where most companies
do not maintain a local sales force.
Alaska is 800 miles away from Seattle.
its nearest major U. S. market, and
sometimes outsells Seattle in volume.

As of now. there is no television in
Alaska. However. Keith Rollins. a for-
mer ABC official, has filed under Rol-
tins and Keggins for CP’s in Anchor-
age and Fairbanks for Chennel 2. The
Northern Broadcasting Co. headed
bv Augie Hiebert. former manager
of KENI, and Jack Walden. former
engineer of KENI. Anchorage. have
filed for Channel 11. Anchorage. They
expect to be in operation bv 1 January
1951, However, the radio broadcasters
in Alaska are sitting back and waiting
until thev can bring TV to Alaska at
a cost all can afford before taking the
TV plunge. They still believe radio is
King in Alaska. and will be for manv
vears to come. * x x
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And what a market Milwaukeo Is! Rich today, richer
tomorrow, because Milwaukee is a growing market. Look at the
table below and you’ll see that in business as well as
baseball and TV, Milwaukee is strictly big league.

A big league market needs “penetration plus”
coverage if your sales are to soar. In Milwaukee your best-buy
channel is 25, WCAN'TVWhem your message will be
seen best for less. And WCAN-TV like the market it serves,
is growing, too, with a larger audience guaranteed every day

So get sweeping and penetrating coverage at

budget rates by being seen and sold on WCAN'TV

(

®
noLe { st

FOND DU LAC
SHEBOYGAN

BEAED 20

6 Adjacent

Miluaukee Cy. County Area
Total Retail Sales . . $1,142,562,000 $444,462,000 i -
Food Sales. . . ., . 271,329,000 112,265,000 - ——— ko _ P
Gen. Merchandise Sales 183,161,000 26,530,000 T | T T T T s e TS A
Furn,, Hsld., Radio Sales 59,234,000 21,133,000 | |
Automotive Sales . . 192,528,000 72,832,000 \ [
Drug Sales . . . . 30,138,000 10,573,000

BTV CESA

\

channel 25 Milwaukee

represented natiorally by O. L. Taylor and Co.
Alex Rosenman, New York Business Mgr.

Eff. Buying Income . *1,655,011,000 661,314,000
Figures—Mil. Assn. of Commerce for 1952

Primary Affiliate
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With a 5-fold increase In power,

will extend lts signal to cover a
rich Mldwestern market including

1,000,000 additional people

Now nearing completion at a
cost of more than a quarter-
million dollars, the new
WOWO transmitter is an-
other example of Westing-
house’s continuing faith in
radio. WOWO, always out-
standing for audience-action,
will become Indiana’s only
full-time 50,000-watt
station .. serving a million
more people and offering
advertisers a greater value
than ever!

WESTINGHOUSE
RADIO STATIONS

WBZ - WBZA » KYW - KDKA

WOWO « KEX « WBZ-TV « WPTZ

Nxtional Representatives, Free & Peters,
except for WBZ-TY and WPTI; for the
television stabions, NBC Spot Sales

PUBLIC RELATIONS
(Continued from page 33)

The show is the secret, Rubel execu-
tives told sponNsor. If it is of topical,
historical or patriotic interest, it af-
fords the opportunity to enlist the sup-
port of civie groups whose interest and
endorsement are invaluable to the
sponsor.

\When the bakery firm bought 1 Was
a Communist for the FBI from the
Frederic W. Ziv Co., it did not have
public relations primarily in mind.
Here’s why Rubel executives and the
company's agency. Leonard M. Sive
& Assoc.. gave the nod to the PR slant
for this particular program:

1. Rubel was already sponsoring
several radio shows (more than 50%
of its budget is in radio), felt a change
of pace would be a good idea.

2. The show was relatively low cost.
There was little pressure to justify it
in terms of actual dollar return for
specific advertising.

3. The program was introduced in
1952. at a time of great public tension
about communism. Rubel Baking felt
that using it for commercial purposes
would not be in the best taste under
the circumstances.

4. Rubel recognized that the show
was made to order for educational and
civic tie-ins. Such groups are often un-
willing to endorse programs which
carry regular commercials. Rubel ex-
ecutives felt they’d gain more than
they’d lose in relinquishing all regu-
lar commercials.

A contract was signed with WCPO,
Cincinnati, for Saturdays, 8:00-8:30
pam.  Rubel’s cost was about $200
weekly for time and talent.

Today Rubel is in its second year of
sponsorship of I Was a Communist,
feels these tangible results have more
than compensated for its yearly expen-
diture of over $10,000:

e The show has received more pub-
licity than its sponsor had hoped was
possible. 1t has Leen endorsed by the
Cincinnati Board of Education. the
Mayor of Cincinnati, the presidents of
the University of Cincinnati and Xav-
ier University. Probably more impor-
tant, it has reccived widespread pub-
licity in every Cincinnali school.

e Despite the fact that I Was a
Comimunist is broadcast Saturday eve-
nings over a 230-watter (_nighllime
power). its ratings range {rom 3.8 to
5.9. Projecting the average rating
1.9y to 300.000 radio homes in the

prime area and assuming 3.5 listeners
per radio, Leonard Sive estimates
there are about 63,000 people tuning
in to each broadcast. He adds, “This
compares very favorably with other
radio and TV shows we have bought
in the past.”

I Was a Communist for the FBI is a
radio series based on the experiences
of Matt Cvetic, who for nine years
served as an FBI undercover agent in
communist circles.

Rubel limits commercial identifica-
tion to an opening and closing men-
tion of the company’s name, and pro-
motes the show during the week with
announcements. Many of these an-
nouncements feature public officials in-
viting listeners to tune in to the show.
An announcer adds that the show is
“presented as a public service by the
Rubel Baking Co.”

The opening and closing commercial
slots on the show are devoted to gen-
eral messages of patriotic significance.
The middle commercial break features
the transcribed voices of school pupils
reading their own essays on “What
America Means to Me.”

Children whose essays are read are
chosen either by their own school
teachers or principals or by the Sive
agency. The youngsters are drawn
from public and parochial schools in
the Greater Cincinnati area. After a
child has been selected from a partic-
ular school, Walter Rubel. company
treasurer. sends the following letter to
the principal to merchandise the show.
Letters like this are vehicles to help
spread the influence of the show and
build prestige for the sponsor:

“[Name of student]. a [grade] stu-
dent of your school has prepared a
very fine essay on “What America
Means to Me™ which has been ad-
judged meritorious enough to warrant
its use on the radio program I Was a
Communist for the FBI, Saturday eve-
ning [date] at 8:00 p.m., on WCPO.

“We believe that [first name of
child] cannot fail to improve his (or
her) knowledge of. and respect for,
our political and economic system as
a result of the study. effort and super-
vision that went into the creation of
this essay. It is gratifving indeed to
receive such splendid cooperation from
the Board of Education and from you
and vour faculty.

“l have written a letter of apprecia-
tion to the student, in care of you,
and | would greatly appreciate it if
vou would pass it along. Also, would

SPONSOR
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wholesale sales than many larger cities such as Camden.
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rich Red River Valley make a 1whole lot of mazoola
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you be kind enough to extend our
thauks to those of the teaching staff
who participated in this project?
“The broadcast comes at an ideal
time for children. so that it needn’t
interfere at all with school work or
even outside play. It should, there-
fore. be possible. if you care to make
an announcement of some kind to the
student body. for all of your students
to hear their schoohnate on the air.
As you probably know, we are using
an actual transcription of the child’s
voice for greater realism. And, be-
cause we consider the program of great
public interest and importance, we
have eliminated all commercials.”
After the child’s essay has been used
on the program, lie is sent the tran-
scription and a letter of thanks. Here's
a typical essay used on the show, this
one by Judy Meyer, an eighth grader:
“America—the one word that thrills
those who have heen able to appreci-
ate the frecdom that it gives. From

purple, majestic, snowcapped moun-
tains. towering over burning deserts

of the West and fertile plains and val-
levs of the Middle-States, to busy cities
and great manufacturing centers of

the IZast, Americans realize their privi-
Freedom ()f 1e|1"1(m of speech

leges.

and of press are only a few advan-
tages our mighty self-governing na-
tion has to offer. At the first notes of
our National Anthem, heads are
howed. hats are taken off and Ameri-
cans stand to pay tribute to the coun-
try they love so well. The spirit of
America has been carried through
many tribulations and wars, from the
Revolutionary War to the Korean War
of today. We pray that God. as He
always has before, will help us against
our uewest rival. Please God, bless
America and let those proud stars and
stripes wave forever!”

The Cincinnati Board of Education’s
endorsement of the show has given
Rubel considerable prestige and pub-
licity. Here’s an excerpt from an arti-
cle on the show in the hoard’s publica-
tion, Better Schools: “The quality of
the statements written by students of
the Cincinnati Public Schools that have
already been heard on this weekly pro-
gram has impressed a number of lis-
teners, and a columnist in one of the
local newspapers printed two of the
statement< in hi- column recently.

“It has been most gratifying to learn
of the fine response in the community
to this program, and it is hoped this
will continue.”
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(The bzggest talent “steal” in P1ftsburgh’s radio history)
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'Put your product before three separate audiences every
day on the ONE Pittsburgh station with personality appeal!!
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Saturate the fabulous Pittsburgh market across the board 4
at tremendous savings with this ‘¢
. bonus package. Take advantage of Radio Pittsburgh’s three .
top radio personalities—Bill Brant in the morning, Barry

once in a lifetime” triple
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<X

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
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5000 Watls
Wrile .

1320 KC.

. .phone . . . or wire . .

George P. Hollingbery Co.

*26 week package as published in 5.R.D. 5.

In the summer when school is out
tubel invites representatives of veter-
ans’ groups, lodges and business clubs
to deliver essays on the same subject.
Generally the club’s bulletins carry no-
lices of its representative’s appearance
on the show well in advance.

In addition to these local tie-ins,
Rubel’s program has been merchan-
dised by the personal appearance of
Matt Cvetic; by mailings: by newspa-
per advertising, and by instructing all
Rubel salesmen to plug the program.

When Matt Cvetic visited Cincinnati
on behalf of 1 Was a Communist last
year. his picture and a story about his
experiences landed on the front page
of the Cincinnati Times Star. His
speaking engagement drew a large and
enthusiastic crowd.

Rubel Baking, no newcomer to ra-
dio advertising, reports “complete sat-
isfaction” with the job I Was a Com-
munist has done for it in building bet-
ter community relations.

And Leonard Sive comments: “We
have used the program as a supple-

nient to our direct selling efforts. and
the combination of direct sell with

mention and acceptance of the Rubel
name in classroom and home has led
to bigger sales. The program has a
very good rating. we have reached
nearly all Cincinnati homes with an-
nouncements. and Rubel has corre-
sponded with all pupils who participat-
ed in the program to create wide ac-
ceptance for Rubel and its products.”

The family firm was established in

880 and became a major bakery in
the Cincinnati area after the introduc-
tion of shiced cellophane-wrapped ryve
in 1932. The present executives repre-
sent the second and third generations
of the family in the haking business.
There are four Rubels in the firm to-
day: Max. the president; Sam. secre-
tary. brother of Max; Bert. vice presi-
dent. son of the late president, and
Walter. treasurer and plant mnanager,
and son of Max.

The Rubel Baking Co. specializes in
dark bread. although it also manufac-
tures white bread. rolls and donuts. 1t
has virtually 1007 distribution in the
Greater Cincinnati area. According to
the firm, its ryve bread leads all other
rves in this market. Its competitors
include such nationally distributed
brands as Tavstee. Butternut and Won-
der. all of which advertise in the Cin-
cinnati area. as well as purely local
bakers.

One of its local competitors currently

SPONSOR
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1 any other TV station in this area!

According to FCC curves, WAVE-TV
now effectively reaches 85.5C¢ more
square miles than previously . . .
54.6%0 more people . . . 51.5%
more Effective Buying lucome

gives you far greater coverage than
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HEIGHT

COUNTS MOST!

WAVE-TV Delivers:
65.7% GREATER COVERAGE AREA

than any other televisian station
in Kentucky and Southern Indianal

19.8% GREATER CIRCULATION

than the area's leading

NEWSPAPER!
627.3% GREATER CIRCULATION

than the area’s leading

NATIONAL MAGAZINE!

(WAVE-TV’s superiority as of July 1, 1953, and still growing!)

Tower Height is by far the most important
factor in a television station's coverage, par-
ticularly in “reaching out” to fringe areas. Low

Channel is second in importance, and Power
is third.

WAVE-TV’s new tower on top the highest hill
in this area gives us an over-all height of 1585
feet above sea lerel — 419 feet bigher than
Louisville’s second station!

WAVE-TV's Channel is 3!

WAVE-TV’s 100,000 watts of radiated power
is the maximum permitted by the FCC for
Channel 3!

100,000 1watts at our new tower beight and
lower channel is equivalent to 600.000 watts
from our old dowwntowwn tower on Channel 5!

Ask your local dealers and distributors about
WAVE-TV's amazing new coverage and about
the great WAVE-TV television market.

LOUISVILLE’S

WAVE-TVY

B\
{

’

\

Cliannel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

Free & Peters, Inc, Exclusive National Represensarsives
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is spending a good portion of its ad
budget on billboards; another utilizes
television rather heavily. including an-
nounceinents and participations in a
women's show. Rubel is probably the
largest advertiser among the indepen-
dents in the area on a consistent basis.

For the past five years Rubel’s ad
money has been split up between air
and print media. with about 607
going lo air (mostly radio) and -10%
lo print.

Is present radio lineup includes
sponsorship of Fans in the Stands on
WCPO (this is Rubel’s sixteenth vear
of sponsorship), an audience-partici-
pation show preceding baseball games:
Vo School Today, Saturdavs, WSAI:
a morning show on WKRC. and an-
nouncements. 1t i< currently using an-
nouncements on television, as well.

Other advertising includes newspa-
pers. billboards. trade papers, direct
mail and point-of-sale.

Other advertisers. no matter what
their field. ean adapt the same princi-
ples Rubel’s uses in its public relations
advertising to find the most effective
means of using PPR. * k%

Don’t forget to read SPONSOR’s big
farm section in next issuz, 19 October.

SOUTHWEST VIRGINIA’S pianem.mmo STATION

MEDIA STUDY

(Continued from page 27)

ing is essentially a measurement of the
program. not the sponsor’s message;
whereas the Starch figures measure
only the ad itself and not the sur-
rounding editorial content that may
have attracted the reader in the first
place. We could go on and on. but
this should demonstrate that a mathe-
matieal formula cannot be used to
compare two or more different media.

But we are still faced with the prob-
leny of proving to our elient which
combination of media is best for his
product. We believe with utmost con-
viction that the hest way—1in fact. the
only way—to determine these answers
is by consideration of what eaeh me-
cium can accomplish.

Take television first. 1t has. first.
the obvious advantage, not found in
radio, magazines or newspapers, of
eombining sight, sound and motion.
But 1t has another major advantage—
an opportunity to show the product at
work, This demonstration factor is a
tremendous asset. It means that TV is
the salesman going right into the home
to show how the product works.

For example. we developed an ex-

DBJ.. Roanoke's LARGE

ECONOMY SIZE

Virginia has:

e 891,500 families

o 861,890 RADIO families

o 292,520 TV families

e 413,740 CAR-RADIO families
And the WBDJ area

Includes about

V4 of Virginia's Population

and Retail Sales.

fource: A. C. Nielsen Co., Inc.

| Established 1924 . CBS Since 1929
AM . 5000 WATTS . 960 KC
FM « 41,000 WATTS . 94.9 MC

ROANOKE,
Owned oand Operated by the TIMES.WORLD CORPORATION

VA.

FREE & PETERS, INC.. National Representatives
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tremely graphie TV filim eommereial
for a premium gasoline. It showed an
automobile equipped with a tank of
regular gasoline and one with premi-
um. As the car went up hill using
regular fuel, a gauge showed deereas-
ing power output and at the same time
a pronounced knoek developed. Then
a petcock was turned. The fuel feed
was switched to premium. the knock
disappeared and the power output in-
creased,

What other medium could do all
that? Let’s look at newspapers. What
can thev do—and what can they do
that TV can’t? They can cover a mar-
ket fully—TV can’t. Let's look at our
New York figures again. TV sets are
in 809 of the New York metropoli-
tan area. That uncovered portion of
the city represents 890.000 homes or
almost as many people as are living in
the corporate hmits of San Francisco
and Cineinnati combined! You
wouldn’t want to miss that many peo-
ple. would you?

Now, we don’t mean to sav that the
Daily News alone can reach all the
people in New York. What we do say
is that newspapers can reach everyone
in the eity. Common sense shows that
—you know yourself that everyone
vou know reads some part of some pa-
per every day. They may not read the
page that our ad is on. but potentially
vou can reach them all with news-
papers. Another asset of newspapers
is tremendous flexibility. f sales in a
cerlain territory need a quick hypo.
you can get a newspaper campaign in
the consumer’s hands in less than 24
hours. Newspapers also provide deal-
er tie-in ads to a much greater degree
than does any other medium.

All right-—what about radio? Radio
is as much a full-coverage medium as
is the newspaper. Radio set ownership
today in the U.S. 1s practically at the
saturation point. And it’s much more
efficient to eover the country with net-
work radio than with newspapers. A
half-hour network radio program at
night on NBC would cost $20,000 for
time and talent. and you could get that
progran. potentially, into every radio
home in the eountrv. A 1,200-line ad
in all 1.800 daily newspapers in the
country would cost $250,000 and would
have a total circulation of 54,000,000.
Quite a difference!

Local radio has much to be said for
it, too. For example. we recommend-
ed recently that an automotive prod-
uct use early-morning radio in a select-
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ed list of cities. At this time of day
(usually 6:00 to 9:00 a.m.) you get a
large audience—men and women and
the time costs are considerably cheaper
than at night. Furthermore. there is a
huge namber of people listening to car
radios certainly a convenient oppor-
tunity to tell a copy story about an
automotive product. Incidentally. there
are now 23.400,000 radio-equipped
automobiles in the U, S.—more than
the total number of radio homes in the
country in 1935 (22.900,000) .

What can we =ay for magazines?
Well—some products cannot be prop-
crly displayed without accurate four-
color illustration. /nlyvou know from
your own expericnee the high degree
of perfection which magazine photo-
graphie art has achieved. We said be-
fore that a half-hour radio show on
NBC would cost $20,000 a week, or
81,040,000 for 52 programs a year. A
four-color page in Life costs $30.600.
and 26 msertions — one every other
week the usual frequency for most
Life advertisers — would total $795.-
0600. Costing a lot less than network
radio. Life with its 5,400,000 circula-
tion reaches people everywhere and
supports all dealers selling our clients’
products.

Magazines are selective—radio and
TV are not—except for the fact that
we may design programs for men only,
or women only or children only. If
you want to reach housewives to tell
them about washing machines. there
are many women’s magazines such as
Ladies’ Home Journal, Good I!louse-
keeping, Woman’s llome Companion,
McCall’s, ete. If you want to sell floor
coverings to male and female home
there are the home-service
magazines such as Better Ilomes and
Gardens and American Home, and
more upscale in this field there are
llouse Beautiful and louse & Garden.
Do you want to reach young married
women just starting in housekeeping?
There’s Today’s Woman. Do you have
baby products? There’s Parents’ Mag-
azine. Only men are wanted when we
advertise razor blades. A magazine list
consisting of American Legion, True,
Argosy, Popular Science, Popular Me-
chanics and Mechanix llustrated would
deliver 8,000,000 primarily and exclu-
sively male readers. An eight-year-old
bottled-in-bond whisky is pretty ex-
pensive, so logically Gourmetr—the
magazine of those who appreciate fine
food and drink—is a natural.

owners,

So magazines are selective by sex
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and in many other ways, They are
selective by city size. Time and News-
week are excellent urban news maga-
zines with the bulk of their circulation
going to towns of 25,000 and over.
Nation’s Business is also a business
and news magazine, but it concentrates
in small towns and communities under
25.000 population—a possible exten-
sion of Time and Newsweek.

Magazines can reach special areas
of the country. There is Sunset with
only West Coast distribution; Cue for
New York City; Progressive Farmer
to reach agricultural interests in the
South, ete,

You can select types of magazines
for their “editorial climate.”

An airline uses the National Geo-
graphic and Holiday among other pub-
lications. Where could you find a
more compatible atmosphere?

This editorial climate attracts cer-
tain types of people in certain walks
of life. For example, The Saturday
Evening Post is obviously a consumer,
mass magazine. but it has tremen-
dous influence on trade and industry.
We run certain campaigns in the Post
—mnot for consumer sales. but for the
consumer influence that opens up
avenues to manufacturers, processors.

We have evidence of the power of
proper editorial atmosphere. In those
ads where we run coupons and offers,
those books with special editorial ap-
proaches show greater response than
those magazines edited for general rec-
reational reading.

Then there is the field of trade and
business publications designed to cover
specific industries and retailers. BBDO
vies with the leading agencies in the
purchase of trade media, because of
such clients as Du Pont, U, S. Steel,
Continental Can and Timken Roller
Bearings. These magazines are tre-
mendously important to clients like
these. because the ads are read as the
editorial content is read. Many types
of people in industry read them, not
just management and purchasing
agents. Foremen and shop supervis-
ors also go through them carefully and
act. Thev are costly in terms of per
thousand copies delivered. but they
are the only way to go deep into in-
dustry.

In these days when the demands on
the consumer’s attention are ever on
the increase. the buyers of media must
use more ingenuity than ever before
to develop plans that will do the best
job of capturing attention.

Too many times, I think, we who buy

SPONSOR
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OU MIGHT GET A 1600=-LB. BULL MOOSE
But e o o YOU NEED WKZO-TV

TO BAG TV AUDIENCES
IN WESTERN MICHIGAN

WKZO-TV AREA PULSE WKZO-TV gets more than twice as many viewers as the
(27 COUNTIES) second Western Michigan station, morning. afternoon
SHARE OF AUDIENCE—MON.-FRI.—APRIL, 1953 and night. Here’s ichy:
~ WKZO-TV has a higher TOWER . . . lower
8 a.m.-12 noon 12 noon-6 p.m. Izsmﬁan;};ht CHANNEL PN greater POWER ... better RELAY
) FACILITIES . . . finer PROGRAMMING!
WKZO-TV 62% (a) 52%, 52%, {a} WKZO-TV is the Official Basie CBS Televizion Ontlet

for Kalamazoo-Grand Rapids. Tts brilliant Channel 3
pictnre effectively serves more than 300,000 TV homes

€ Y. &Y 250 o, . - - . . - J H
SO 287 o 5% (a) in 27 Western Michigan and Northern Indiana connties
- l —a far larger television market than is available in and
OTHERS 12% 239 239, around such cities as Rochester. New Orleans or Denver!

i

Get all the faets and von'll ehoose WKZO-TV. the domi-
nant station in Western Michigan and Northern Indiana.

(80,000 WATTS VIDEO — 40,000 AUDIO)
KOLN — LINCOLN, NEBRASKA

KOULN-TV — LINCOLN, NEBRASKA

WD TR ORIA MLINOIS OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

(a) Does not telecast for complete period and the share
of audience is unadjusted for 1his sitnation.

N
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WKZO — KALAMAZOO
WKZO-TV — GRAND RAPIDS-KALAMAZOO
W JEF — GRAND RAPIDS
WJEF.FM — GRAND RAPIDS-KALAMAZOO

Avery-Knodel, Inc., Exclusive National Representatives

*F. D. Fetherston and D, G. MacDonald got one this size ou Magnassippi Rirer. Quebec. in 1889,



tinte and space are overwhelmed by the
wealth of statistical and research data
at our commaud. and we forget that
those statistics are flesh and blood peo-
ple. How does the Saturday Evening
Post get more than four million circu-
lation? By an editorial format and a
sense of editorial responsibility that
attract certain kinds of people. The
really able, creative media man must,
therefore, know what kinds of people
his ¢lient wants to reach and what me-
dia should be used to reach thenr.
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MHedia evolution or rerolntion?

What are you doing about it?

Excerpts from speech by Ben Duffy at
23 Sept. session of ANA in Chicago

I appreciate the nice introduction
and also the opportunity of once again
talking at an ANA meeting. | would
have to do some research to find out
how many times 1 have talked with
you, but [ can assure you that each
return engagement Dbrings me added
responsibility. As the years go by,
this advertising business of ours. which
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may have looked very sumple in the
eyes of a young man starting out in
the early 20’s grows more complex by
leaps and bounds, There are reasons
for this which | will attempt to bring
out during my talk this morning.
Within the lifetime of most of us in
this room changes have taken place in
advertising edia wlhich even a Jules
Verne of 1920 could never have fore-
cast. | would like to try to simplify
the function of advertising and discuss
the tools we have to make advertising
work and sell your product.

In my recently revised book on ad-
vertising (which I’'m sure you’ve all
read). | quoted Roy Durstine’s slate-
ment that “advertising came into the
world because men were too impatient
to wait for Mrs. Jones to tell Mrs.
Smith that Brown’s pickles were good.”
Brown knew darned well that he bot-
tled a good pickle. but he also knew
that good news takes a long time to
get around. So he discovered he

* * * * * * * *

$¢We in advertising are no longer earth-

bound. We have wings. We are the

custodians of a means of mass commu-

nication which in the past 10 years has

proved bevond the c<hadow of a doubt

its power to move men toward a better
world.??

T. S. REPPLIER

President

Adrertising Council, New York

* * * * * * * *

could tell two million Mrs, Joneses and
Mrs. Smiths about his pickles all at
once.

But that sales message which was
given by Mrs. Jones to Mrs. Smith has
now given way to the singing commer-
cial, to TV commercials, to full-color
pages in newspapers. to five-page ad-
vertisements in single issues of maga-
zines, to the spectaculars on Broadway
—and. as an old media man. | can
verify the fact that talking about a
revolution in media is putting it mild-
hv.

All of this means a lot of progress—
a lot of doing——and most of it’s been
crowded into the last century. It
doesu’t really seem verv long ago when
the Saturday Evening Post required a
13-page cycele before accepting a color
order they lhad to have that much
guarantee to justify a special mechani-
cal set-up, And it doesn’t seem far
back when newspapers refused to carry
radio receiver advertising . . . couldn’t
sec any vreason why their facilities
should be used 1o promote a com-
petitive medium. We all thought radio
would send the printed word out to
pasture . . . but we were wrong. There
are a lot of advertising people todav

who think TV is going to ship radio
off to that same pasture . . . but they’re
wrong too, because the truth of the
matter is that the pasture just doesn’t
exist. The accent on various media
may change (and indeed it has), but
as long as media buyers exist. there’ll
be an important spot for all kinds. To
say that TV alone can do the job makes
about as much sense as saying a No. 3
iron is all you need to shoot tourna-
ment golf. We need every club we've
got to do the thing right, and it’s the
fact that you've got to consider all
these tools that has given the job of
media selection a new complexity—
from the media buyer’s viewpoint
especially—that leads me into the main
point of my talk today.

I want to take us all back, for a min-
ute, to 1920, and on these two pie-
charts [see left chart, page 26] . . .

you can see at a glance how much

more the media buyer has to think
about today. Note these significant
figures:

1. Total volume up 3909 since
1920.

2. Newspaper 56% [of advertising
expenditures] in 1920 . . . 30% in
1952,

3. Magazines 36% in 1920 . . .
32% in 1952.

4. Outdoor 8% in 1920 . . . 6%
in 1952,

5. Radio, nonexistent in 1920, takes
209 of the total dotlar in 1952.

6. The newest medium. television,
which grew to inanhood practically
overnight, took 127 of the national
advertising dollar in 1952,

But bear in mind that these figures
are network only. They do not include
spot expenditures and. of course, the
situation with TV and radio will have
just about reversed itsell.

Yes. I can feel the squirms of the
newspaper and radio en in the audi-
ence as thev see these figures drop.

So let’s see another chart that will give

them some comfort, for while the ad-
vertising family has expanded rapid-
Iv. we are capable of feeding these new
habies without depriving the older
members of their normal growth. Let's
look al just two—newspapers and
magazimes. Which would you rather
have. 56 of the 1920 volume which
anounted to $200.000.000 in news-
papers. or 307 of the 1952 advertis-
g volunie which amounted to $526.-
000.000 in newspapers? (An increase
of 1637%.) If vou were a magazine
man. which would vou rather have,

367 of the 1920 volume which
(Please turn to page 94)
SPONSOR
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Big Things arec Happening
in Oklahoma’s No. 1 Market
MORE PEOPLE ARE HERE . . . ..

Tulsa County Population 1950 — 251,686*
Tulsa County Population 1953 — 271,000+ *

MORE PEOPLE ARE WORKING

Employment Tulsa County July 1952 — 119,452***
Employment Tulsa County July 1953 — 131,250***

MORE PEOPLE ARE BUYING

| Tulsa Dept. Store Sales Up 159,****

June 1952 over 1953

Here’s Why KV OO is Your Best
Medium to this Rich Market

Latest available Pulse Reports for Tulsa County Nielsen Figures on KVOO Coverage

Station 6 AM-12 Noon 12 Noon-6 P.M, 6P.M.-8 P.M. Weekly NCS Circulation

KVOO 35 40 43 Days Per Week Daytime Nighttime
“g" 20 19 23 6 or 7 Days a Week 277,720 168,650
e 18 16 16 3 or More Days per Week 347,780 267,120
"D" 10a 9 a I or More Days per Week 405,560 378,900
"El' 8 8 5
"FI. 6 5 S

. , By every measurement of audience size, dudience re-
a Does not broadcast for complete 6 hour period and share of . | I KVOO B
audience is unadjusted for this situation. sponse, audience oya fy,‘ v .alway‘s leads. y every
measurement of advertiser satisfaction, KVOO con-
tinually stands far out in front. For proof, ask any Na-
tional advertiser who has used Oklahoma's Greatest
Station; ask any local advertiser (and they are legion)
and you'll get firm, enthusiastic affirmation of KVOO's
enviable position of dominance in Oklahoma's No. 1

market.
* 1950 Census **Sales Management Survey of Call, wire or write KYOO right now or
Buying Power ***QOklahoma State Employment contact any Edward Petry & Company
Service **+*Federal Reserve District = 1952 office for availabilities. They are as

report. near as your phone.

RAD]O STATION KVOO

NBC AFFILIATE
EDWARD PETRY AND CO.. INC. NATIONAL REPRESENTATIVES

OKLAHOMA'S GCREATEST STATION

TULSA. OKLA.

5 OCTOBER 1953
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Precision
Prints

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLOSE CHECK ON
PROCESSING

Pieture ana sound results are leld
to the closest limits by automatic
temperature regulation, spray devel-
opment, cleetronieally filtered and
humidity eontrolled air in the dry-
ing cabinets, cireulating filtered
bhaths, Thymatrol motor drive, film
waxing and others. The exacting
rzquirements of sound track devel-

spment are met in PRECISION’S

speeial developing maehinery.

YOUR ASSURANCE OF
BETTER 16mm PRINTS

16 Years Research and Specialization in every phase of 16mm 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 Facilities 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.

PREGISION

FILM LABORATORIES, INC,
21 West 46th St
Mew Yark 34, M.Y.
JU 2-3%70

h

| MEDIA STUDY

(Continued from page 84)
amounted to $130,000,000, or 32% of

the 1952 volume which amounted to
$553,000,000? (An increase of 325%).

You be the judge,

In retrospect, at least, we had it
pretty easy in the old days—if the
client had national distribution, put
him in magazines; if he was sectional

®or spotty, give him newspapers, with

maybe outdoor to bolster the bigger
markets. All we had to worry about
was what magazines, and what news-
papers. That particular worry hasn’t
changed, but in addition we must now
decide between new types of media
when on the surface each seems capa-
ble of handling the job on its own
(and none is so modest as to deny it).
Add to this the decisions that must be
made between spot and network, full-
time versus cooperative sponsorship,
etc.. and you've got a job that practi-
cally guarantees a brace of ulcers be-
fore 40. And the fact is there are a lot
of ulcers kicking around . . . and an-
other fact is that nine-tenths of them
are completely unnecessary (who am |
to talk?). the result of a lot of worry
that could have been obviated in the
first place by the comforting hand of
sound research.

Maybe there was a time when we
could run a fair campaign without re-
search, but it should be obvious to all
of us here that those days have gone
to pasture. Media costs are up and the
buyer feels more pressure to hit the
target right the first time; population
figures are up and the texture of the
target is changing; consumer buying
power is up and the lure is greater to
snatch a bigger chunk of the cheese;
competition is up and so is the price of
guessing wrong.

On top of this. we must not only
compete for attention with other ads
and commercials in space and broad-
cast media, but we must also compete
for the consumer’s dollar—for after
all. there are only so many of them to
go around.

Despite the growing complexity of
the job. 1 think the advertising pro-
fession has done pretty well, but we're
going to have to do better. And that
means more research, Increased media
costs—TV especially—have made man-
agement more critical of advertising
expenditures, More and more, it’s
going to bhe necessary to justify specific
media purchases to management and
often to the board of directors. This.

SPONSOR




tow, means nore researcl

In u situation where costs have
somred on just about everything indus-
try niust have for its very existence, it's
siapificant that advertising  space s
atill a good buy, I want to point out
that publishers haven’t asked adver-
tisers to shoulder all the cost increases

you'll note that single copy and sub-
scription prices are also up 38 and
31 percent.  Also. have
belped publishers keep costs in line
with larger advertising volume. And,
volume of circulation has  further
helped the publisher spread overhead
cost. The combination of these plusses.

namely

advertisers

1. Circulation

2. Single copy and subscription in-
crease

3. The plus advertising revenue . . .
have worked together to the mutual
benefit of both the publisher and ad-
vertiser as shown by the wclcome de-
crease in the cost-per-page per 1000
circulation.

Looking at . , . circulation figurcs.
it's also obvious that people are sub-
scribing to and buying more maga-
zines now than they did back in 1920,
which means that each of our adver-
tisements must be that much more ef-
fective if it's going to compete success-
fully for the consumer’s attention. If
we had five seconds to capture reader
interest 30 ycars ago. today we've got
onc—the time it takes to flip a page.
In that fractional space of time we
eithcr win or lose: we either draw him
into the body copy designed to make
him a customer, or wc let him flip that
page and move along to somebody
else’s headline that will stop him.
Doesn’t this situation call for more re-
search before the advertisement is cre-
ated and before the space is hought?

I think it does. . ..

I think I've mentioned the words
“sound research” enough to convey
my conviction that it's a pretty vital
tool for the advertising profession. |
keep saying “sound” rescarch because
I mean to differentiate clearly from the
kind that simply serves as a prop for
an advertising theme. We all know
that quack research can prove any-
thing if vou keep at it long enough—
somewhcre there’s going to be an im-
probable samplc of human beings who
live up to the specifications of the ad-
verlising copy

But of the other kind of research—
the only worthwhile kind —let’'s do a
little talking. I've alwavs thought of
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OLD DUTCH BEER . . . OMAR BREAD ... OVALTINE ... PERT . .. PLAYTEX HAIR CUTTER
... POC BEER . . . PRESTONE . . . RED TOP BEER . . . REMINGTON ARMS . . . ROBIN
HOOD FLOUR .. . RYBUTOL . . . SARAN-WRAP ., .. SHINOLA . ., . SLUMBERON MAT-
TRESSES . . . STERLING SALT . .. SUGAR SMILES . . . SUNKIST ... SUN OiL . . . SUN-
SHINE BISCUIT . . . SWANSDOWN CAKE MIXES . . . SWEL CHOCOLATE FROSTING . . .
TAYSTEE BREAD . . . TV TIME POPCORN . .. USI ANTI FREEZE ... VICKS COUGH DROPS
... VICKS COUGH SYRUP ... VICKS VAPORUB ... TIP TOP BREAD ., . WHITE ROCK
... WIEDEMANN BEER . . . WILLIAMSON CANDY , .. WONDER BREAD . .. NU SOFT ...
ALCOA ... ALKA SELTZER . .. ALL ... ALLIANCE TENNA-ROTOR . .. AMA2O DESSERTS
++» SUPER ANAHIST . .. ARRID ... BABO ... BARDAHL ... BEEMAN'S GUM .. . BOND
BREAD . .. BORAX ... BORDEN'S . .. BOSCO . .. BULOVA ... BURGER BEER . . .
BURKHARDT BEER . . . BUTTERFIELD PRODUCTS . . . CAMAY . . . CAMPBELL'S CATSUP
++ . CHASE AND SANBORN COFFEE . . . COCA-COLA ., .. COCO WHEATS . . . DANDEE
POTATO CHIPS . . . DRENE . . . DUZ . .. FAIRMONT FOODS . . . FERTILEZE . . . MRS.
FILBERT'S MARGARINE . . . FLORIENT AERO-SOL . . . FOLGER'S COFFEE . . . GERBER'S
BABY FOOD ... GLEEM . . . HAMILTON WATCHES . . . HUDNUT . . . IDEAL DOG FOOD
... IVORY FLAKES . ., . JOY ... KASCO DOG FOOD ... KELLOGG'S . .. LA FRANCE ...
LYSOL . . . MYSTIK TAPE . . . NATIONAL BISCUIT . . . NEW ERA POTATO CHIPS , . .

“a man is known by the
company he keeps” _:u. nubo

And these typical sponsors are all in good company, Their busi-
nesses, representative of a wide variety of products, are showing
better profits due to the overall selling job achieved through
their use of WBNS-TV.
Effective use of panicipating announcements, spot film shows
and local programming has resulted in an ever increasing and
diversified clientele for this station. WBNS-TV can be the an-
swer to your sales problems, too, in the Central Ohio area.
COLUMBUS, OHWD

\wbns -1V

BTV Natwerk, Afillaivd with Columbun Dlapatch snd
WENS.AM. Conersl Soles Oficer 33 Merth High reat

NORTHERN TISSUE . . . OHIO BELL ., . . ABEL SEAT COVERS . . . WHIRLPOOL DRYERS
.. . BLUE CROSS . .. BLUE VALLEY BUTTER . . . BOSTON STORE . . . GEO, BYERS SONS
INC. .. . DIXIE MARGARINE . . . CARLILE FURNITURE . . . CENTRAL OHIO FEDERAL SAV-
INGS AND LOAN ... CITY LOAN ... COLUMBUS AND SOUTHERN OHIO ELECTRIC CO.
. .. COLUMBUS TRANSIT CO. ... DAVID DAVIES . . . REARDON PAINT . . . DIAMOND
MILK . . . DOLLAR FEDERAL SAVINGS AND LOAN ... DONALDSON BREAD . . . FELBER
BISCUIT , . . FIRST FEDERAL SAVINGS AND LOAN . . . GAMBRINUS BEER . . . GRAF FOLD-
DOOR . . . GRANAT BROADLOOMS . . . ISALY'S DAIRY . . . MONETT FURRIERS . . .
KAUFMAN MOTORS . .. C. D. KENNY CO. ... KOOL VENT ALUMINUM AWNINGS . ..
LAZARUS DEPARTMENT STORE . . . DAVID LYLE APPLIANCES . . . MARZETTI'S SALAD
DRESSINGS . . . MEDICK FORD . .. MIDWEST PET FOODS . . . MODERN FINANCE . . .
MCCLURE-NESBITT MOTORS . . . OHIO FUEL GAS CO. ... OHIO NATIONAL BANK . . .
MARATHON OIL CO. ... PICKERINGTON CREAMERY ., . RESTONIC MATTRESS . . . RICH
FOOD PLAN . . . ROGER'S JEWELERS . . . SCHIFF SHOES . . . SCHOEDINGER FUNERAL
HOME . . . SEYFERT'S POTATO CHIPS . . . SUMMIER'S AND SON . . . MAIN FEDERAL
SAVINGS AND LOAN CO. ... SWISHER INSURANCE . . . TROWBRIDGE STORAGE AND
MOVING CO. ... UNION DEPARTMENT STORE ... VAN HISE FURNITURE . . . WEATHER-
SEAL ... BOB WHITE OLDSMOBILE

95



in LONG ISLAND’S
rich NASSAU COUNTY

= 58071

4th Among U. S. Counties

(Sales Management]

Effective Buying
Income Per

DOMINANT WHLI delivers more listeners
daytime, at a lower cost per 1,000 families.

in the Major Long Island Market, than any
station (Conlan)!
AM 100
FM 983

HEMPSTEAD th

LONG ISLAND, N. Y. W M

Represented by Rambeau

WANT TO 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 407 of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United States: Adom J. Young Jr., Incarporoted
Conoda: All-Canada Radio Facilities, Limited
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rescarch in two ways: the planned. sci-
entific work as carried on by the Ad-

vertising Research Foundation and
other organizations. and the un-

planned. day-to-day research that is
really uo more than experience itself.
[ wonder how many of us are fully
conscious of the fact that everything
we do in the normal conduct of adver-
tising and selling and every experience
we have behind us is in itself a valu-
able piece of research. Certainly a lot
of us are, either to the extent of using
past experience lo make the next job
a little better. or at least to be sure we
dont make the same mistake twice.
This is laudable enough. but I keep
asking myself. “Why must we wait for
experience to pile on our shoulders
and tell us we could have done the
job a little better in the first place?”
Like Brown the Pickle Manufacturer
we're in a hurry and can’t wait for
word-of-mouth advertising to go the
rounds, so why should we wait for ex-
perience? lsn’t it possible for us to
research these things in advance? 1
think it is.

A tire manufacturer spends a hand-
some piece of time and money re-
searching a new product before it gets
into production—to make sure in ad-
vance not only that the new item will
perform as it's supposed to. but also
to determine that there is definite con-
sumer acceptance for it. Then the ad-
vertising people write up some ads
which are careful to mention the vast
amount of research that was necessary
before this great new tire could be
brought to the public. Al along. there's
no doubt in anybody’s mind as to the
mportance of product research. but
how many of us put the <ame amount
of scientific study into media selection
and copyv appeals, for instance, before
the tire ads are run? What if those
new tire ads could have been just 5%
more effective—either by a headline
change or by juggling media pur-
chases so that more potential tire-
buyers were exposed to the message.
It would be the same as paving for
£100.000 worth of media and actually
receiving $103,000. '

Believe the small percentages
count—for small and large budgets
alike. When I think back to the 1948
presidential election and realize that
one-half of one percent could have
tipped the scale the other way. vou
don’t have to tell me what the small
percentage means!

me,

I don’t have figures with me on the

pereentage of sales put into product
research by this tire company (or any
other company, for that matter). but
I’d like to throw out this question for
general thought: “ls< the advertising
industry —and | mean advertisers.
agencies and media — spending re-
search time and money even remotely
proportionate to that spent by industry
on product research?”

Fsn't it just a bit ironic that we take
for granted nowadays that consumer
products be flawless, and yet seem con-
tent to play hunches with mass selling
techniques? Here's a question Id like
to see all of you take back to your
agencies—including BBDO, Next time
you see the account man, ask him.
“Do vou know as much about your
advertising as you do about your
product?”” That may be a harsh ques-
tion, but it's a vital one if vou intend
to get the kind of advertising perform-
ance vou deserve. Thev kid me at
BBDO because | insist that we endeav-
or to “have a factual justification for
recommendation.”  Now

every some
will sav. "Do vou want us to depend
entirely on research for our think-

ing?” “Not at all.” You misunder-
stand my meaning. Let’s put the ball
teain together, but let’s also look at the
figures. Let’s try out our plavers in
the minor league if possible before
putting them in the big league.

This isn't an uncommon procedure
with advertisers. but 1 have a favorite
story that illustrates the importance of
knowing more than your opponent or
competition. If we can have just a
shght edge all along the line in the
manufacturing of a product. in its uses
and in its advertising, our chances of
success will be increased.

Let me ilustrate. Suppose we sepa-
rate this room in half and let’s say it’s
the beginning of the ball season. 1
will ask the people on the right side
of the room to pick a team for a game
in the National League each day and
bet a small amount. say S1. against the
people on the left side of the room.

You people on the right will not be
exposed to batting averages.
records, field records, whether the
game is at home or away. the standing
of the club, and all the other elements
which usually add up to a winning
tean.

However. the people on the left side
of the room will have the advantage of
this factual information. They will
have been exposed to research. Now.
vou know that while the people with-

pitching
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out this information will win an oc-
casional bet, the odds are going to fa-
vor the people who’ve had access to the
facts.

This is the way we like to think of
doing advertising research.

There is. fortunately, a worthy or-
ganization functioning today toward
furthering scientific practices in adver-
tising and marketing. It has been well
supported by your ANA organization
and. 1 am pleased to say, by our group,
the AAAA. This organization, the Ad-
vertising Research Foundation, exists
solely for the betterment of research—
in behalf of the entire industry. The
reconstitution of ARF on a tripartite
basis—to include media as well as ad-
vertisers and agencics—was certainly
an important event, and already we're
beginning to get the benefits of excel-
lent three-way cooperation.

It was tripartite cooperation, as
many of us remember, that gave us
the Audit Bureau of Circulation (ABC)

—probably the greatest single mile-
stone in media history. Before ABC.

October I, 1953, the fastest-grow-
ing station in Rochester, N, Y.,
WVET, joins the fastest-moving
network in Amecrica!

WVET plus ABC means MOST
FOR YOUR MONEY in this
“MUST” MARKET! Don't miss a
day of this new DOUBLE VALUE!
Place "effective October 1st” con-
tracts NOW

S 5000 WATTS « 1280 KC.
V4

| Represented Nationolly by
l THE BOLLING COMPANY
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an advertiser had to assume his ship-
ment of circulation came through in-
tact. After ABC, he knew it did.

With the tripartite reorganization
completed. the 17-year-old Foundation
broadened its research operations into
four general categories: 1) develop-
ing new research methods and tech-
niques; 2) analyzing and evaluating
existing methods and techniques; 3)
establishing research standards and
criteria, and 4) developing specific
media data in cooperation with the
media themselves. Many of vou are
familiar with the kind of things ARF
has done and is doing under the tri-
partite flag, but here’s the kind of thing
that’s coming your way:

e A workable method of accurately
measuring the readership of magazine
advertisements.

e A comprehensive study of radio-
TV rating methods.

e An analysis of new information
from ARF’s three “Continuing Read-
ership” studies.

e A depth interview study of con-
sumer buying habits,

e A practical report on human mo-
tivations, complete with a “Guide to
the Language of Dynamic Psychol-

. . . and many more projects are still
in the planning stage. I think all of us
lere owe a lasting debt to the 110
volunteer workers — from advertisers,
agencies and media—who have given
freely and unselfishly of their special-
ized talents so that this work could be
done. The very least we can do is use
this material to best advantage—and
I'm sorry to say this hasn't always been
the case. ARF’s “Continuing Newspa-
per Readership” studies ground to a
halt chiefly because participating pub-
lishers felt that the hard-won informa-
tion they had collected was not being
used enough to justify the cost in time
and money. The same reason explains
why many newspapers are dropping
retail store audits. You can't blame
them.

People who go all-out for research
tas 1 have here) are frequently re-
minded by others that slogans like ““A
Woman Never Forgets the Man Who
Remembers™ were somehow
without benefit of
probability samples.

created
slide-rules and
I'm sure they're
right, and may the day never come
when such creativeness is muflled In
a pile of 1BV cards. But I think we
can let that kiud of creativeness take
care of itself . . . 1 perzonally can’t see

the day when smart copywriters will be
driven to crealive stagnation by the
Facts and Figures Department.

Yet I find there are a lot of skep-
tics in this world. To them I say this:
“1f you don’t believe in research as a
basic tool in advertising, and if vou
can get along without it, believe me,
vou should be sitting in the corner
office. Because every day something
comes acros: my desk that demands a
research project. J

Advertising will never have the fool-
proof research yardsticks that are
available for product manufacturing,
because when you mix ingredients for
a product, the elements cannot think—
you decide the proportions for them,
and from then on the formula is static.
But when you mix the ingredients for
an advertising campaign, success must
depend on how thinking people react
to each and every one of them. 1
firmly believe that all of us here in
this room today are going to sink or
swim on our willingness and ability to
determine at least to some degree the
eflectiveness of these elements in ad-
vance—and that, gentlemen (for the

fiftieth time today), means research.
* Kk Kk

TV Film Licensing

i establishment of a new
'}\\]'thf‘tll}f,\{ LICENSING DEPART-
MENT., BMI enlarges its service
to Television.

facilitivs of this new depart-
El}::)t aare available to TV pro-
ducers, advertising agencies apd
their clients, TV film distrib-
utors, music conductors and

everyone in TV concerned with
programming.

This new BMI service will:

e Assist in the selection or crea
tion of music for films—theme,
background, bridge, cue or incr

dental mood music * Aid in mu-
sic clearance ¢ [Help pro(entt
music owne ship rights o .Ex:
tend indemnity to TV stations
that perform our music on film

e Answer gquestions concerning
copyrights, music rights for fu-
ture residual usage, and help
solve all other problems con-
cerning the use of music 1n TV.

Let BMI give you the TV
Vusic Story today

Call or write
BMI1 TV FILM LICENSING
DEPARTMENT

“Uth.. ..

BROADCAST MUSIC, INC.

NEW YORK e« CHICAGO « HOLLYWOOD
TORONTO ¢ MONTREAL
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14,021 LETTERS

A general mail order business, advertising on WLS, offered

an insect killer for $1.00 plus 10c for handling and postage.
They received 14,021 requests in eight weeks! The schedule
was 5-minute portions of WLS programs, run at varied times
of the day. The way people in Midwest America have responded
to this offer proves again that WLS is listened to, that WLS

listeners respond!

ABC NETWORK
890 KILOCYCLES

The
PRAIRIE

50,000 WATTS
CLEAR CHANNEL FARMER
STATION

CHICAGO 7

REPRESENTED BY JOHN BLAIR & CO.
5 OCTOBER 1953

99



KWJJ) SPOTS
are “Point of Sale”
Advertising

KW]J’s “On the Spot” Blanket
Coverage plan gives you 175
spot announcements during a 4
week period—PLUS nine solid
hours of Remote Broadcasting
from the dealers own place of
business.

ALL FOR §700.00

Support your local distributors
with this hard hitting
economical spot pack-

age.
>~ M\
£ | B
i ,
1017 S.W. 6th Ave.

PORTLAND 5,
" OREGON

Prognostications

World News—Recession in-

evitable

Kippger—It may go up and
it may go down

Lasseth—Future indefinite

Mosby—It’s a great country.
Work like HELL and ad-

vertise on

The At Modly Stations

5000 Watts 250 Watta

Night & Day Night & Day

MISSOULA ANACONDA
BUTTE

~ MONTANA

W10 dup
k) %,

X s B", THE TREASURE STATE OF THE 48
)" g :

< ~ g s .

o ol "%« 95' Representatives:

%

vn - 5eY

Gill-Perna, Inc.
N. Y., Chi.,, L.A., and S.F,

Nat'l Reps.: BURN-SMITH CO.

SPECIAL NOTICE

STATIONS ~~o AGENCIES
with local and regional accounts

The first 39 “CAPSULE MYSTERIES,” a new b-
minute TV film mystery series, produced in the Holly-
wood manner for local and regional accounts will be
ready January 1.

Here is your chance to give your accounts a BIG
EXTRA.

How? ... Filming of these programs starts November
2. For sponsors contracting for this series before No-
vember 2, we will film and incorporate their commer-
cials into the show at actual cost, with the star himself
announcing their sales message . . . a BIG EXTRA
service made possible only while we have the sets, stars
and staff on the job.

To get this EXTRA, get your orders in NOW—Dbe-
fore November 2.

Available on 13 weeks, 3 per week basis. All markets
currently open.

For Particulars

CHARLES MICHELSON, INC.

15 West 47th St., New York 36 — PlLaza 7-0695

MEN, MONEY

(Continued from page 8)

Then there was that super-colossal
carnival of personality sponsored by
Kellogg, devised by J. Walter Thomp-
son, and called The Circle. A dozen
stars were assembled. They were, every
one of them, male and female, famed
for their spontaneous wit and for this
reason were paid a total of $30,000.
But the budget for the writing was
only 8350 with the result that the
script failed to provide any spontane-
ous wit and the high-salaried actors
just sat around in their Circle. The
vawns came in like thunder.

* * *

Who in the class recalls how Life-
savers Candy Mints almost got the
Stagehands Union installed at NBC 20
vears before television? The program
had been sold on the pitch and on the
promse that the stars. Ed East and
Ralph Dunke. would be the first to
appear in an NBC studio working in
front of real standing scenery. On the
day when destiny trembled in the bal-
ance white-faced NBC officials and
leering agents of the IATSE collided
head-on. The scenery was whisked out
a back elevator reserved for bull fid-
dles and NBC denied to the Stagehands
Union that any nasty theatrical equip-
ment had ever entered the chaste prem-
ises of Radio City. That left Lifesaver
Mints without the gimmick which had
induced them to sign.

* * *

Well. as Miss Chase would agree, we
could go on and on. Strangely, many
obscure details cling to memory where
more significant events fade away. We
keep wondering whatever happened to
the pre-television pitchman, his name
forgotten. who used to talk for 15
solid minutes every night on the old
WBBM. Making no pretense of pro-
viding anv entertainment, not even
pausing for a glass of water, this pitch-
man gave one straight commercial.
Actually it was fascinating. He was
selling a universal panacea. a richly
phosphorous porridge made of ground-
up ocean-hottom marine plants—a sort
of nautical spinach a la Popeye. He
peddled that stuff for months and
months. A pity his performance is lost.
His spiel should have been recorded
for depostt in the archives of the Li-
brarv of Cougress. * k%
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[ FIRST
 ERACROSS THE
RIDGE

KYA GIVES RADIO AN ANSWER
TO REACHING THE
26,000,000 SETS ON WHEELS

KY A made radio history one year ago when it initiated its first “Car Tunes”
broadcast from the Toll House Plaza on the San Francisco-Oakland Bay
Bndge From 4:00 to 6:00 p.m., Monday through Friday, Bert Winn, orig-
inator of the program, beams bndge traffic warnings, safety messages and
highway information to the 15,000 cars crossing during those two hours.
Bert actually controls the bridge traffic.

During the first six months accidents decreased 25% from four to six
o'clock, 339% more than the average for the entire day.

“Car Tunes” won the National Safety Council's Distinguished Service
Award for 1952.

Sound reasons why "Car Tunes” is a fast moving sales vehicle. Participa-
tions are presently available.

And this is just one of the
special features in the
KYA line-up of idea and
personality programs. One
of the reasons your product
belongs on the leading
independent in America’s
seventh market.

*SAN FRANCISCO-0AKLAND '-...,‘,-"’
BAY BRIDGE, WORLD'S LONGEST. REPRESENTED NATIONALLY BY GEORGE W, CLARK, : INC.

5 OCTOBER 1953
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“BASIC
® ROCKFORD INDEPENDENT”
STATEMENT 0F OWNERSUIDP, MANAGE-

MENT, CIRCULATION, EIC

Required by the .Act of Congress of August 24,
1912, as amended by the .Acts of March 3, 1933,
and July 2. 1946 (39 U.8.C. 233),

Of SPONSOR, published bl-weekly at Baltlmore,
Maryland, for September 1453.

The names and addresses of the publisher, editor
and business managers arve

Publisher and Editor
roneck, N. Y
Editorial Director: Ray
N. Y.

Managing Edltor: Mlles David, New York, N. Y
Business Manager: Bernard Platt, New York
N.Y.

The oaner 1s: SPONSOR PUBLICATIONS Inc..
New York, N. Y.

Stockholders of one percent or more of &tock are
Norman 1@ Glenn, Mamarcneek. N. Y.: Elaine C
Glenn, Mamaroneck, N. Y.; Ben Ntrouse, Baltl
more, Md.; Ruth K. Strouse, Baltlmore. Md.;
Willam 0°Nelll, Cleveland, Ohio; Henry 1. Kauf-

Norman R. Glenn, Mama-

Laplea.  White Plalns,

man, Washlngton, I». C.; Pacell Bloom, New York,
N. Y.; Paullne 1L. Poppele, New York, N. Y.;
Edwin D. Cooper. North llollywood, Callf.; Henry
J. Cooper, DBrooklyn. N. Y.; Judge M. S, Kron
heim. Waslington, ). .; Norman Reed, Washing
ton, D. C.; Adele Lehowitz, MceLean, Va.; John
Pattlson Wllliams. Dayton, Ohio; .lersme Saks
Washington, D. C.; Catherine K. Koste, Ilaw-
thorne, N. Y.; William R. Wolf, Washington,
1. C.; Harold Slnger, Washington. b. . Der
nard DPlatt, New York. N. Y.; Norman Knight
Westport, Conn.: Ray Lapica. White P’lain:
N.Y
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DR. PEPPER

(Continued from page 35)

24-bottle case of the soft drink. With-
out looking at the bottles carefully, she
put the case in her refrigerator. lLater,
wanting a drink, she reached for a Dr.
Pepper, discovered the grocer had de-
livered the wrong soft drink.

Before she could reorder, the Silver
Dollar Man phoned. She fainted. She
revived just as the roving Silver Dol-
lar Man appeared, then fainted again.

And in Tucson, Ariz.. a woman
named her son “Pepper” because of
the show. The Silver Dollar Man called
this particular housewife, got no an-
swer to the call. A neighbor who was
listening to the program immediately
phoned in with the news that the wo-
man had been rushed to the hospital
the day hefore and had given birth to
a son.

Called at the hospital, the new moth-
er said she had 10 Dr. Pepper bottles
at home in preparation for any calls.
She also said she hadn’t named the
child yet. The Silver Dollar Man asked
listeners to submit names at the moth-
er’s request. “‘Pepper” was the over-
whelming choice.

Probably because of this ability to
create suspense. the Dr. Pepper show
1s averaging 100% sales increases in
every community where it is aired. In
the city of Lafayette, La., sales jumped
3367 in the eight months following
the show’s debut. Two Southern cities
report sales increases of 516% and
474% respectively. A West Coast com-
munity’s sales went up 324% after the
radio show began, and a city in Tex-
as reports increases of 282.

Because of the success of the radio
program, the Dr. Pepper marketing
stafl and Account Executive John Sim-
monds put their heads together and
came up with the idea of using the
same format on television. The TV
version made its debut in Norfolk, Va.,
last January over WTAR-TV. The
bour-and-a-half program has raised
Norfolk carton sales 4007 in the first
six months. the company reports.

Dr. Pepper backs up its radio and
television shows with an intensive
schedule of announcements all based
on the same theme: “Wake Up time.”

Del Sharbutt was hired to announce
both the radio and TV versions of the
announcements, and Five Star Televi-
sion was conmissioned to produce the
TV animations. The minute and 20-

se('ond radiO announcements are now
being aired over 100 radio stations,
and the TV announcements (minute,
20-second and I.D.) are running in 14
cities over 17 stations.

Ad Manager A. H. Caperton says
radio and TV are well suited for dra-
matizing the new Dr. Pepper theme.

“We are convinced that our new
‘Wake Up Your Taste’ theme is one
which is terrifically adaptable to
sound.” he says. “Our announcements
make a powerful, ear-catching and
lasting impression on the listener—
both on radio and television. In addi-
tion. television advertisers still enjoy
a unique prestige.

“These are the major reasons why
Dr. Pepper will substantially increase
its 1954 expenditures for radio and tel-
evision advertising. We are also favor-
ably influenced by the economies of-
fered in radio advertising.”

Here’s a sample announcement:

“Friends, next time you order a soft
drink, say “Dr. Pepper, please!” Treat
yourself to the wonderfully exciting,
wake-up flavor . . . the special sparkle
of frosty-cold Dr. Pepper. No other
drink picks you up like Dr. Pepper.
So start now . . . Drink Dr. Pepper
three times a day for eight full days.
Then see how much more you'll enjoy
time out with Dr. Pepper. Instead of
drinking the same old thing, enjoy
the delicious, can’t be copied. wake-up
flavor of sparkling, frostv-cold Dr.
Pepper! Get Dr. Pepper today in easv-
to-carry cartons or in convenient 24-
bottle cases.”

Dr. Pepper, a 068-year-old soft drink
company, uses a combination of pure
fruit bases to produce a fiavor which
can only be described as tasting like
Dr. Pepper. At the present time, Dr.
Pepper ranks somewhere between third
and fifth nationally, and is second only
to Coca-Cola in the South.

Although the company now has bot-
tlers in 38 states, Hawaii and Mexico
with nearly 400 plants, the soft drink’s
sales volume comes primarily from
heavy business in the South, Southeast
and Southwest.

This past May, Dr. Pepper took the
first step in launching a new offensive
northward by opening a $300,000 bot-
tling plant in St. Louis. This is the
first company-owned plant to be built
outside the home state of Texas. The
St. Louis venture is intended to be a
pace-setter for other Dr. Pepper bot-
tling operations in Northern Metro-
politan areas.

SPONSOR




Only a combination of stations
can cover Georgia’s

The Georgia Trio
WAGA

500‘0’._3« M
590R;§c : :
C8S Radi §
o 10,000 w WT
940 ke |

CBS Radio
5000 w
1290 k
— CBS Rodio
[
ATLANTA & i ~
® The TRIO
MACON offers advertisers
» at one low cost:
SAVANNAH .

CONCENTRATED
COVERAGE

MERCHANDISING
ASSISTANCE

LISTENER LOYALTY
BUILT BY LOCAL
PROGRAMMING

DEALER LOYALTIES
In 3 major markets

represented
individually and
as a group by

The KATZ AGENCY, INC.

NEW YORK CHICAGO DETROIT ATLANTA DALLAS KANSAS CITY LOS ANGELES SAN FRANCISCO
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According to President  Leonard
Green. the key to better distribution is
the ability to demonstrate to good bot-

tlers they can prosper through the ex-

clusive handling of the product. When
the 3t. Louis results become apparent.
the company expects to follow a simi-
lar pattern in the New England States.
Michigan and the Pacific Northwest.
where there i< virtuallh no distribution
now. Green estimates the company
may accomplish its objective of estab-
lishing bottlers in all 13 states by 1958,

Dr. Pepper. long a radio advertiser,
began its initial sponsorship in the
1930°s with announcements, In 1946
it sponsored a 15-minute transcribed
show over Dallas” KRLD. The show. a
Western musie program, featured a
string band called “Sons of the Pio-
neers.”

At the same time the company used
ABC for a half-hour giveaway program
aired Sunday afternoons tagency:
Tracy-Locke Co., Dallas). The pro-
eram, Darts for Dough, consisted of a
question-and-answer format in which
darts were awarded for each correct
answer. Tle contestant would then aim
hix darts at a target and get the amount
of money his hit represented. The
show ran under the Dr. Pepper hanner
for about three years. was broadcasi

Use WMBD To SELL
the Heart of Hliineis

Obviously
OUTSTANDING

Population (SM) 584,300
Radio Homes (SAM) 127,870
Food Sales (SM) $152,571,000
Drug Sales (SM) $24,259,000
General Mdse. Sales (SM) $65,386,000

Effective Buying

Income (Net) (SM) .$940,168,000
Per Family Income®? (SM) $6,157
Per Capita Income®* (SM) $1,886

**Peoria County only.

{SM} 1953 Sales Management Survey
of Buying Power. Further reprodue-
tion not llcensed.

(SAM) Standard Audience Measure-
ment.

CBS Radio Network ¢ SOOO.Waus
Free & Peters, Incy, Nat'l, Reps.
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live from military installatious.

Since Ruthraufl & Ryan took over
the Dr. Pepper account three years ago.
the company has tried two network ra-
dio shows, one a sports show, the other
a hillbilly progran.

Sports Round-up was aired Satur-
day afternoons over CB> Radio. fea-
tured Ted Husing. The 15-minute pro-
gram gave football scores from all ma-
jor gawes of the day. ran for 13 weeks
during the fall of 1951. Sunshine Sue.
another CBS Radio show, featured hill-
billy folk music. was transcribed from

WRVA. Richmond. Va.

At present, the major portion of Dr.
Pepper’s ad budget. aliout 657 . goes
into print media. with newspapers ge:-
ting the largest slice. The conipany al-
0 uses magazines. busine:s papers and
CONMICS. * kK

NBC RADIO

(Continued from page 32)

expansion of the number of participa-
tion shows on \BC Radio.

He points out, however, that there
are other means of creating small units
of purchase for network radio. Iive-
minute news shows. for example.
Eight five-minute newscasts have been
added to the schedule this season,
bringing the total number to 13.

The creation of smaller units of pur-
chase at NBC Radio stems from the
theory that the door can he opencd to
hundreds of new advertizers who were
never able to afford network radio
back in the days when you had to
spend a million dollars or more vearly
to buy a show. Gen. Sarnofl stressed
these objectives in his speech before
the network’s alhliates during the re-
cent Chicago meeting, And Bill Fine-
shriber added some of the details of
what the epproach could mean to net-
work radio in his own address to afhli-
ates.

Fineshriber ticked off these facts:

e Companies spending between
3$500,000 and £1.000.000 for advertis-
ing vearly accounted for over $11G
million in advertising expenditures last
vear. \etwork radio got only 8 of
this expenditure. Reaxon. said Fine-
shriber. is that these advertisers want
smaller units which thev can fit into
their budgets.

e Smaller national advertisers who
were never able to use radio before
will now he potential NBC Radio cli-
ents. A company which spent 8225.-

000 last year for eight color pages in
a magazine will be able to buy three
participations a week in Fibber Mec-
Gee for 26 weeks with the same ex-
penditure.

NBC hopes that in addition to at-
tracting new advertisers into network
radio with its smaller-unit approach
that major existing advertisers will be
sold as well. Advertisers with a small
budget for a new product and adver-
tisers with money “left over” in bud-
gets are likelv prospects. * &k

49TH & MADISON

(Continued [rom page 13)

tion that went into compiling this re-
port.

Unfortunately, as i all surveys and
round-up stories, several important de-
tailed pieces of information are often
sacrificed to make space for trend
analyses. Just to complete the record
WLIB would like to offer the follow-
ing amendments to vour 1953 Negro
Radio Survey:

1. WLIB’s success in the Negro
market is almost evenly divided among
national. regional and local advertisers.
One outstanding campaign was that
conducted by 20th Century Fox filn
corporation on behalf of a recent pro-
duction . 20th Century Fox used
WLIB exclusively in New York to
reach the Negro audience and achieved
“exceptional” results.

2. WLIB offers clients selling the
Negro market the most extensive mer-
chandising and point-of-purchase sales
promotion opportunities available on
any station, regardless of size, in the
metropolitan area. . . .

3. As part of its service to the com-
ntunity WLIB is the only station in
New York with studios in Harlem. The
station also broadcasts five daily com-
munity newscasts. WLIB broadcasts
the Walter White Show featuring the
executive secretary of the YAACP and
his interviews with his famous guests
weekly., . . .

1. In order to improve clarity and
reception in certain areas of the com-
munits WLIB is investing $75.000 to
install a new transmitter and 212-foot
tower in the heart of New York in the
East River opposite 86 Street and the
East River Drive. This new transmit-
ter will improve WLIB's reception and

SPONSOR
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The world’s most famous towers are. left to nght, the Eiffel
Tower, the Tower of London and the Leaning Tower of Pisa.

By now the tower-come-lately (nght) may be just as
familiar to vou as these old landmarks. It is one of the many
radio-relay towers that speed television service coast to coust

It was o Nay, 1945, that the Bell Teleplione Svstem
opened the first commereial TV network service using some
of these towers. Its 916 miles of channels served just five
castern erties.

In only five vears the network has grown to 34.000 chan-
nel miles. serving 120 cities with a potential sigle audience
of 95.000.000 people. These facilitics represent an investiment
of alimost a hundred million dollars

Plans for the future call for even greater investments to
keep clunuel growth m pace with the industry’s needs.

Yet the cost of the service is low. Bell Svstem charges.
for the use of its mtereity television facilities. average about
ten cents a nule for a half hour of program tume.

i

BELL TELEPHONE SYSTEM : &3

*

PROVIDING TRANSMISSION CHANNELS FOR
INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW
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signal strength by 507 and give the
station a signal intensity in Harlem
equal to that of auy major network or
independent station in New York. . . .
MIKE JABLONS
Director of Publicity
WLIB, New York

NIGHTTIME RADIO

Please send us three extra copies of
your August 10 issue of srPoxsor.
Your articles on “12 fallacies about
nighttime radio” and your review of
the study made by Hank Chrystal are
exceptionally timely for our sales crew.
I want them to each have a copy for
their use.

Arcn L. Mapsen
Manager, KOVO
Provo, Utah

® Extra coples of SPONSOR’s 10 August tssue,
which ia espeelally usefnl for radio buyers and
salesmoen. are still available. Price is 50¢ per copy.

Your article in the August 10 issue
on “12 fallacies about nighttime ra-
dio” is excellent. It is a real contribu-
tion to radio advertising, and I hope

No. 1
in KC

New Survey
Shows KUDL
to be No. |
INDEPENDENT
in Kansas City

8 AM to 6 PM

Monday thru Friday

Call Forjoe, let
them tell you why
KUDL is the
‘‘Best
Money Can Buy™

1000 WATTS
250 WATT RATE

CGREATER HANSAS
CI7TY TRADE AREA

"'“:p KOKO

Tewn to Town
Local Coverage
KUDL L KANSAS C1TY

KOKO —WARRENSBURG

KDKD KOED—CLINTON
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that everyone connected with radio ad-

vertising reads it thoroughly and
carefully.
RoBERT R. TINCIER
WNAX, Yankon, S. D.
RAYCO ON TV

We would like to have a reprint of
an article in your November 19, 1951
issue entitled “Rayco profits by its TV
trials and errors” if such is available.

ABE Branp

Sales Promotion Dept.
Oklahoma Tire & Supply Co.
Tulsa

® No reprints of the article on Rayco are avail-
able. Coples of the issue containing the article
cost 50c apiece,

RADIO VS. NEWSPAPERS

... We wonder if you would send us,
by air mail special delivery, three
copies of the article on retail adver-
tising, “You need both,” which ap-
peared in the February 23, 1953 issue.
We are in urgent need of this ma-
terial, and would appreciate receiving
it just as soon as possible.

May we congratulate you on an out-
standing study of Canadian radio, as
presented in the Canadian issue [10
August 1953].

Jim CRAWFORD
Promotion Manager

ClVI, Victoria, B. C.

CANADIAN ISSUE

We know we speak for many Cana-
dian radio stations when we say “thank
you” for your excellent story on Ca-
nadian radio in your August 10 issue.

We are keeping this issue on file for
our own f{uture reference.

D. Remw

Assistant Manager
CKOV

Kelowna, B. C.

I don’t need to tell you sPONSOR is
doing a tremendous job for both the

" American and Canadian radio indus-

try. The wvaluable information. re-
views. industry talk and editorials in
SPONSOR justify a statement [ ounce
heard—*“H you want to learn the busi-
ness (of radio). then subscribe to
SPONSOR.”

Your Canadian issue is of immense
value to both the Canadian radio indus-
try and those advertisers who use ra-
dio. However. it seems to me that a
1easonable suggestion would be a (a-
nadian section in each issue. As 1l is,
we study the magazine, and adapt the
ideas therein to cuit our own special
problems. It seems to me that, if each
issue had a section or feature article
devoted to Canadian radio, it would
make each and cvery issue of vital,
topical importance to us. I would
imagine that this wouldn’t hurt your
Canadian lineage, either. And I am
quite sure it would increase your Ca-
nadian readership.

' ALAN CHRYSLER
Publicity Director
CKOY
Ottawa, Ont.

ROUND-UP
(Continued from page 61)

still 4% which never have been re-
paired. Other findings: 90% of sets
are used every weekday evening (lasi
year, 86% ) ; average viewing time now
is four and one-quarter hours (last
year, same). Morning viewing, the re-
port added, is up from 1% to 8%,
while afternoon viewing has leveled off

at 14%.

* * -

To find out the approximate percent-
age of radio listeners in Lincoln, Neb.,
who keep tuned to KLMS, the outlet
started a “gift time” series of an-
nouncements. Here’s how it works:
KLMS announcements offer a small
gift to 25 listeners daily if the listeners
will call the station within 15 minutes
and confirm their addresses and phone
numbers. KLMS said the return on the
pitch-outs has been 36.4%, and that
the call-back time was less than five
minutes after the anonuncement.

* * L 4

Preview of Victory at Sea, filmed
TV program series, was actually held
at sea aboard the re-commissioned U.
S. S. Hornet recently. The program
series has been bought for reruns over
WNBT, New York, this year by Thom
McAn Shoes. J. Brent Wells, vice pres-
ident in charge of sales promotion for
the Melville Shoe Corp., parent com-
pany. says his firm never puts its mon-
ey into jingles and announcements.
“We like to sponsor a time segment.”

SPONSOR
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HOOPER PROVES

YOU GET THE BIG AUDIENCE
ON KRNT, DES MOINES RADIO!

Bu FIRSTS OUT OF B] TIME PERIODS

MORNING, AFTERNOON and EVENING!

T i 8™ g A
BOX SCORE :

[ |

‘ ON YOUR ALL-TIME » ALITIES AND ASTRONOMICAL HOOPERS—
- BIG TIME BUY « THE ONLY DES MOINES STATION THAT
[ |
[ |
[ |

STATION WITH THE FABULOUS PERSON-

CAN TALK HOOPERS!
MORNING:

FIRST in all 23 rated

[ ]
periods (51.1%) +  Represented by THE KATZ
AGENCY . . . SOURCE: C.E.
Hooper Des Moines Audience

|
*  AFTERNOON:

. FIRST in all 24 rated Index, June, 1953. [5-"""m- g
- periods (49.8%,) BIH M

. M |o TR

L] ] STaTioN

« EVENING: . [ pv

L] a

" I3 FIRSTS and 7 seconds  ® ﬂ

: out of 20 rated periods .

: (36.9%) *  PS.: Those Saturday Hoopers are pretty fancy, tool . . 12
[ : fiests and 4 seconds out of 20 rated periods (8:00 a.m.-
. 6:00 p.m.)
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he explained. “and we think Vierory
at Sea will draw a large audience.”
The Victory at Sea series started 22
September, will run for 26 weeks. It
is aired Tuesdayvs, 7:00-7:30 pan.

4 *

If vour house has a picture window
about 90 feet wide. perhaps you'll be
interested in this news note: RCA
found that it needed a venetian blind
for one of its windows in FKxhibit Hall
in New York. It commissioned Levolor
Lorentzon. Inc., venetian blind manu-
facturer. to construct the blind. Five
months later it was completed and re-
cently was demonstrated to viewers of
NBC TV’s Today after its installation.
The blind weighs about 250 pounds, is
operated by three clectric motors, is
88 feet long and 18 feet high.

* * *

New records were =et in Cincinnati,
Dayton. and Columbus when theatres
in the three cities showed Mighty Joe
Young. The old picture was not ex-
pected to cause any stir but after a
heavy promotion job by the new Tri-

State network (WHIO, Dayton; WKRC-

5

I
PEASE PORRIDGE HOT,
PEASE PORRIDGE COLD

Pease porridge in the pot

nine doys old.
Some like it hot,

some like it cold;
Some like it in the pot
Nine doys old.

The people who live in the
rich Kansas City primary trade
area, too, have a variety of
tastes and opinions. There is
one thing, though, that they
are agreed upon —their favorite
radio station. It’s The
KMBC-KFRM Team.

Not only do they listen to
KMBC-KFRM, but they believe
what The Team has to say. So —
write, wire or phone KMBC.
KFRM, Kansas City, or Free &
Peters, for availabilities now.

There are a host of buyers in
the Heart of America
for your “porridge” and
they WILL buy it if
they hear about it on
the station they listen
to most . . .

LS
& <
$ RADIO FOR THE HEART OF AMER®
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TV, Cincinnati; WTVN, Columbus)

the crowds were lined up all around the

lil()(‘k.

tional effort by the new network.

* * *

This marks the first promo-

On the air since August 1923. WRC.
Washington. 1. C., is currently cele-

brating its thirtieth vear of service in
the nation’s capital, Maryland. and
remember the
station’s coverage of the 1924 politi-
cal conventions and a blow-by-blow de-
scription of the Wills-Firpo prize fight
which came in on a telephone wire

0O1d

Virginia. timers

irom WJZ, New York.

* * *

The largest group of stations ever
lined up before the start of a new TV
show is what Ziv TV claims for its
I Led Three Lives. A week before the
show started (it teed off on WNBT.
New York. 27 September) Ziv said it

M. J.

had bheen sold on 94 stations.
Rifkin. Ziv TV sales vice president.
said the two top-10 network shows,
I Love Lucy and Groucho Marx, are
on 79 stations. The Ziv show is hased

on the book by Herbert Philbrick.

* * *

Sponsors have given unqualified ap-
proval to a new program aired over
WEEL, Boston, in the 7:30-7:45 p.m.
slot every evening. Called Where Shall
We Fait, the program is built around
the informal chatter of Mrs. Heloise
Parker Broeg and Michael Wynne-
Willson who talk about the distinctive

features of various restaurants that
sponsor the show.
* * *

Gov. G. Mennen Williamns ofliciated
at a drawing conducted by WJIM,
Lansing, Mich., at which Andrew Elses-
ser. president of the American State
Bank of Lansing won a 10-day. all ex-
pense trip to Bermuda for himself and
fammily, Harold Gross. president and
ovner of WJINM, presided at the lunch-
con thrown for advertisers who had
used the station for 10 to 20 years.

SPONSOR ASKS

{Continued from page 59)

data with which every timebuyver must
work.  He is expected to familiarize

|
!
|
I

himself with these “tools of the trade,”
taking every opportunity to ohserve
how they are used . the relative
merits of each, and so forth.

He is indoctrinated in the various
basic jobs in the departinent. ranging
from doing detailed spot or network
estimates to clearing out the station
files. It is surprising the number of
questions a trainee can ask about the
material in the station file when it is
his job to choose what should be kept
and what should be thrown out.

A trainee is assigned to a specific
buyer for guidance. This specific as-
signment accelerates a trainee’s devel-
opment as he deals in specific prob-
lems rather than generalities.

All projects assigned to a trainee
are. of course. checked by an estima-
tor or timehuyer and reviewed with
the trainee for mistakes. short-cuts or
improved direction.

Our experience has conclusively es-
tablished that these training methods
develop our young people quickly and
efficiently.

Tuabbeus S. KELLY
Timebuyer
McCann-Erickson
New York
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/} Reasons Why

The foremost national and local ad-
vertisers use WEVD vyear after
year to reach the vast

Jewish Market
of Metropolitan New York
I. 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
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“ ..Good Increases In Business...

In January, Ragland Potter and Company of Nashville, having used television
through the Walter Speight Advertising Agency for other products, decided
to see what WSM-TV could do for their wholesale Gillette Tire Department.
Here in the words of a Ragland Potter official is what happened:

“After our first program a Bottling Plant in Kentucky made immediate
inquiry preparatory to placing an order for Gillette Tires on all their trucks
(they placed it!). The bus line of a progressive Middle Tennessee town has
made arrangements to equip all busses with Gillette Tires as a direct result
of our television advertising. Also as a result of a TV commercial, a logger
save an order for tires for eight trucks. In addition to these, our dealers have

reported good increases in business.”

“"Our dealers and salesmen are keyed up over our TV advertising. And
judging from consumer demand, we expect to improve our position in the
Tire Field as a direct result of TV advertising. ..."

This 1s no isolated instance. lIrving Waugh or any Petry man can cite similar
success stories in every field. How about building one for your product?

Nashville WSM-TV Channel 4

5 OCTOBER 1953
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Versatile as a2 one-man
band, Joe Reichman com-
bines his talents as show-
man, pianist, recording
star and personality to
produce one of the most sparkling radio
shows on the air.

® Emceed by anyone but Joe the Show-
man, the Reichman shows would be little
more than slick disc jockery. ““Pagliacci
of the Piano” Reichman’s music, effer-
vescent personality, his inimitable wit
and limitless store of recollections born
of many years as a big name band leader
blend a potent entertainment potion that
charms his audiences.

® The Reichman mani-
fold personality charms
his guests as well. To the F "?}’
many headline stars who ot [
appear on Reichman’s 1' }'vl'l
shows, doing a show with =

Joe is a delightful busman’s holiday.

® The Reichman touch accrues to com-
mercials. Response throughout the big
WFAA-dominated Southwest keeps
sponsors, too, under the Reichman spell.
You’ll want to ask a Petry man about
availabilities.

THE
Joe Retcpyman
l SHOWS . . .

—+= | SUNDAYS® MONDAYS ® WEEKDAYS

820 - 570

50,000 WATTS 5000 WATTS
D A L L A S
NBC & ABLC » TQN

ALEX KEESE, Stotion Manoager
EOWARD PETRY & COMPANY, Noil Representctives
RADIO SERVICE OF THE DALLAS MORNING NEWS
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Favie Ludgiu, president of Earle Ludgin &
Co., Chicago, has been elected chairman

of the American Association of Advertising
Agencies. Ludgin started his own agency in 1927,
Wild-inannered and soft-spoken, his associates
call Ludgin antithesis of the advertising huckster.
lle’s interested in music, modern art and writing
plays (several have been produced by amateur
groups in Chicago). At 4A4’s, he succeeds late
Henry ). Stevens of J. Walter Thompson Co.

Brig. Gen. David Sarnoff, chairman of
the board for RCA-NBC, has been occupying a
prominent position in news columns this fall what
with NBC’s move to develop new radio programing
and the likely emergence of color T1” within a

few months. He’s made it clear that he still is
head of RCA and is active NBC radio-TV boss.
Appearing personally at last month’s NBC radio
affiliates’ Chicago meeting, he admonished group to
support network. He predicts personal set listening
to portables approaching wrist-watch size.

Walter Craig. who before he wus named
advertising director for Pharmaceuticals, Inc.,
headed radio-TV for Benton & Bowles, made
advertising headlines with Geritol's purchase o}
Red Skelton Show. Program started 22
September (CBS TV, Tuesdays, 8:30-9:00 p.m.).
but was sponsor-less until Geritol picked it up just
few days before start. Reason: Because Skelton
was going on live it was thought he’d be more
productive than last year’s film show.

Robert J. Laudry, who has conducted the
“VWen, Money & Votives” column for SPONsOR
the last three vears and who was the original radio
editor for \ariety, is returning to that paper. He
will be managing editor, a new job and title at
Variety. For six years, Landry was director of
program writing for CBS Radio. Says Landry,
referring to new position, “If there’s one industry
more technically complicated than broadcasting, it's
mation pictures.” He'll sell his Space & Time
neuwsletter, which he's published since 1949,

SPONSOR
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in
Portland
Oregon
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THE NE ARIQ.'&

&
o A ® 1,228,000 people in effective signal area

© $1,484,528,000 in retail sales
® 125,000 TV sets’ — growing fast
[ J

56,000 watts now — 100,000 soon

KOIN-TV—the first with the finest

IU's a rich, prosperous market this Northwest region-
a market ripe and ready for television’s impact. Beginning
October 15th you will be able to take advantage of the
increased coverage, the assured picture quality of time-
tested VHF telecasting. KOIN-TV will begin serving
this great market.

KOIN'’s reputation means dollars to you

For 28 years KOIN has offered the people of this region
the tops in national, local, and public service programs. It
is known for quality programs. This good-will and public
acceptance will reflect itself in increased audience. In
equipment, staff, experience and talent KOIN-TV will
occupy a dominate position in assuring immediate audi-
ence acceptance and popularity in the Pacific Northwest

Write, phone or wire for complete information and

availabilities.

CBS TELEVISION

CBS TELEVISION RESEARCH
“* As of August 1, 1953

y (. HOWARD LANE

Managing Director

Mount Hoad Rodio &
Televisian Broadcasting

CHANNEL 6

_ Corporatian,
| | Portland, Oregon

AVERY-KNODEL, INC., NATIONAL REPRESENTATIVES

NEW YORK, CHICAGO, LOS ANGELES, SAN FRANCISCO, ATLANTA, DALLAS
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Television basics

TV specialists. including trade pa-
per editors. are sometimes inclined to
overlook the more basic facts of TV
that absorh adverticers.

For example. at the \NA's recent
annual meeting in Chicago, SPONSOR
placed ou a table outside the session
room two piles of reprints — Radio
Basies and TT™ Basies. On the day a
panel discussion on the future of T\
was held by 12 well-known figures in
the industry, the TV pile went first.
\ext morning when BBDO’s Ben Duffy
discussed “*Evolution or Revolution in
Vledia?”" another heap of reprints was
put out and Radio Basics melted away
faster. (Incidentally don't fail to read
Duffy’s special media article written
for sPONSOR starting page 25 and the
text of his speech starting page 82.)

But on both days no copies of either
of the Basics remained at the close of
the session.

The real winner: WOV

Any curb on the dissemination of
information via radio and TV i a
blow at a \merican
tional right: freedom of the press,

hasic constitu-
(By press we mean all media used
for the transinission of news.

Fhe International Boxiug Club’s at-
tempt to bar radio and TV not only
from broadcasting a blow-by-blow ac-
count of the Marciano-LaStarza title
fight but even a news summanry at the
end of each round was dangerou- to
this basic right for two reasous:

(1) It conld set a precedent for wid-

112

pplause

Moral: Admen are desperately in
need of hnportant, ahnost elementary
information on this vital new medium.
To ANA's credit 1t therefore devoted
cn entire morning to three case his-
tories on TV (one. by Folger Coflee,
containing a strong plug for radio)
and a surprisingly stimulating panel
discussion by five broadcasters, six
advertising men and FCC Chairman
Rosel H. Hvde on whither TV.

The panel discussion underscored
the above point: the importance of TV
basics. What did the advertisers waunt
to know? Essentially four things: (1)
The principles governing FCC permits
to TV stations. plus data on growth of
TV stations. coverage and sets. (2)
TV costs in the predictable future.
(3) Plans to accommodate regional
and small national advertisers. (1)
When color TV would be commercial-
ly practicable.

Broadcasters Robert Kintner (ABC),
J. Leonard Reinsch (Cox Stations).
Jack Van Volkenburg (CBS TV). Pat
Weaver (NBC) and Chris J. Witting
(Du Mont) and FCC Chainnan Rosel
Hyde dropped no passes.

* * *

How NBC will compete
Said NBC’s David Sarnoff to NBC

radio afliliates in Chicago meeting re-
cently: I, for one. will not cast a vote
of ‘no confidence’ in the future of ra-
dio. 1 am convinced that there is and
will be a large audience and substan-
tial advertising revenue for a national
radio service.”

Signs of radio’s continuing upsurge
are two-fold: rise in sets to an astound-

er encroachnent on broadcasting’s
right to transmit legitimately obtained
news not only by private industry but
by government as well; (2) it was dis-
criminatory in that it struck at the
very root of radio’s superiority over
print media: speed.

None of the giants in the industry
saw fit to tangle with the IBC over this
challenge to one of broadcasting’s pil-
lars. But to their everlasting credit.
Ralph Weil and Arnold Hartlev did.
They are owners and operators of
WOV, an independent New York sta-
tion catering largely to ltalians.

Thev announced they would broad-

ing 117 million, as of 1 July. accord-
ing to the Broadcast Advertising Bu-
reau; and the steady increase in spon-
sors of spot radio and, secondly, of
network radio.

Those who read spoNsor’s illunii.
nating article on “How ABC will com-
pete” in the 21 September issue will
doubtless want to see “What NBC’s 85
million radio investment
sponsors,” page 30.

This fall and winter should not ouly
see programing records but new cir-
culation and presumably sales marks

for sponsors as well.
* 3* *

means  to

To capitalize or not

Should we capitalize radio even
time we use it in print, as we do TV?

Or should we reduce TV to lower
case?

Or should we stick to the present
system: radio. TV, AN, FM?

Robert R. Tincher. v.p. and general
mnanager of WNANX. Yankton. S. D..
and KVTV. Sioux City, la., is urging
all trade papers concerned with air
media to capitalize radio. or at least.
to keep both words in lower case. His
reasoning: “, . . Psychologically there
is emphasis placed on the capitals “TV"
to the detriment of ‘radio.”” Since the
two compete for the advertiser’s dol-
lar, this is “most discriminatory” to
radio.

Before changing its style sSPoNsor
decided to poll all three groups most
intimately concerned with this point:
(1) the broadcasters—AM and TV.
(2) the sponsors: (3) the agencies.
This survey is now underway.

Meantime what do YOU think?

cast a round-by-round report. NARTB
President Harold E. Fellows and
NARTB district meetings denounced
the IBC curb. Other broadcasters
pledged moral and financial aid to
WOV, Taking the issue to court. the
IBC sought an injunction to prohibit
WOV from broadcasting anything
more than a 75-word report every three
rounds.

New York State Supreme Court Jus-
tice Irving L. Levev ruled in favor of
WOV on the round-by-round issue.

As a result. most radio fans and
quite a few TV viewers heard the fight
as it progressed.

SPONSOR




o NBC and CBS pragrams

on the air mid-fall 1953

Central South Carolina’s only

TELEVISH

¢ Service begins mid-fall 1953

o Starting with 106,500 watts effective radiated pawer

« Antenna 640 feet above average terrain

s Serving ane million South Carolinians (including billion-dollar Savannah Rive
H-Bamb plant area)

o Only VHF tacility allocated by FCC within 65-mile radius af Calumbia

o Experienced staff has aperated twa studio camera chains and related equipmen
for more than a year in reqular, twice-weekly workshop sessions

» For availabilities, rates and further details, call your Free & Peters man

ll/IJ' '7' 4

CHANNEL

COLUMBIA, SOUTH CAROLINA

G. Richard Shafto Charles A. Batson

President Managing Director



SHARING TIME Kansas City

WITH KMBC.TV .

CHANNEL 9 BASIC CBS-TV 710 KC. 10,000 WA
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