If your product's dragginz, look Oregon, and was selling by the gross
at the case history of the drug in 959 of the drug stores in this
manufacturer who had absolutely entire area! Thanks solely to KCBs.
no distribution in Northern
California. Confined by a small
budget and no sales force at all, he
asked KCBS to prescribe...and
took participations on “Waitin' for Whether yours. like his, is a special
Weaver” three times weekly. problem or an over-all rundown sales
condition, we’'ll supply the remedy.
Call us or CBS Radio Spot Sales.

Of kcBs this advertiser says: “A
most remarkable accomplishment...
terrifically effective!™

Within a scant 3 months. his sales
report revealed that his product

had distribution all the way from San Francisco + 50.000 watts KCB S
the San Francisco Bay Area to Represented by CBS Radio Spot Sales

hvte letter on wequest.

A
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CAMPBELL’S DOES A COMPLETE JOB .

A

YOMtP 8008
¥, Eovur

DO HAVENS AND MARTIN, Inc. STATIONS ...

JTHR—

‘Rl(’ H/1’OND§A7 -

\HAVENS & MARTIN lNC- -

_./_ o ,,.... 3{‘7"’!
b.. ar
M |j.! *' \ s:l “ﬂstm.ion\

FIRST STATIONS OF VIRGINIA

A row of Campbell labels is a flag of quality and

the signature of a complete job. In the testing

kitchen and on the line, trained eyes and skilled
hands carefully select every ingredient. Recipes

are sampled and new servings are created. Housewives
know how important it is to suit individual tastes,
that’s why Campbell’s is their first choice.

How about ingredients that go into fine entertainment
and public service? Havens & Martin, Inc., Stations

follow the example set by their advertisers. All

the elements of top programming are given individual
attention. The results are large and loyal audiences

for WMBG, WCOD and WTVR. Join the other advertisers

who are using the First Stations of Virginia.

WMBG ~» WCOD ~ WTVE

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’'s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nctionally by The Bolling Co.




Who will succeed
Bill Ryan at BAB?

TVAB becoming
more necessary

Radio, tv set
sales over 1952

3 case histories
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Wheatena spending
$500,000 on radio

It’s "“radio’’ and
"tv'’ from now on

400,000 tv sets
now in Canada

Don’t misuse
Starch tv data

— — —

Among numerous names being submitted to BAB's nominating committee as
successors to President Bill Ryan are Niles Trammell, Maurice Mitchell,
Frank White, Ed Kobak, Kevin Sweeney. Ex-NBC President White told
SPONSOR, in effect, "No, thanks." Ryan leaves 1 February.
—SR—
Where do you go for tv data? Networks don't know what spot is doing.
Spot doesn't follow network advertisers. Nobody keeps track of those
who don't use tv or why. There's no accurate, up-to-date count of
sets by county—or circulation figures by station. Reason? There's
no Television Advertising Bureau. For SPONSOR analysis of problem and
what other media are doing, see "Should there be a TVAB?" page 29.
—SR—
Radio and tv set sales continuing to move substantially ahead of last
year. RETMA reports 4.5 million radios (excluding car), 4.3 million
tv_sets sold at retail first 9 months this year compared with 4.3 mil-
lion radios, 3.4 million tv sets same 1952 period.
—SR—
SPONSOR's 3 case histories this issue give you 3 distinct approaches
to better use of air media. See "How General Foods gets the most out
of tv for Minute Rice," page 40, "Why all 11 banks in Kingston use
radio, " page 32, "How Lewyt gets dealers to use more radio and tv," 36.
—~SR—
Well over 3500,000 or biggest part of Wheatena's 1953-54 season ad
budget going into spot, regional radio. Rahway, N.J. firm using morn-
ing newscasts over 110 stations, 70 on 2 regional nets—Don Lee, Yan-
kee. Firm highly pleased with results of last season's radio campaign
running from September through March.
—~SR—
JWT's Stanley Resor, Joseph Katz Co.'s Joe Katz, ABC's Ernest Jahncke
are some of big names voting in SPONSOR's "capitalization" poll. For
results, see "The case for lower case—TV becomes tv in SPONSOR, " 34.
' —SR-
Henri F. Chevrier, CBC's statistician, in New York on business trip,
reports 400,000 tv _sets now in Canada with 4 stations on air, 3 CBC
(CBFT, Montreal, CBLT, Toronto, CBOT, Ottawa) and one private (CKSO-
TV, Sudbury). Four more scheduled for next few months: Hamilton, Win-
nipeg, Vancouver, Windsor. CBC will have host of new air data, 1 Jan.
—SR—
NBC's Hugh Beville, Starch's Jack Boyle both agree new Starch tv re-
call technique for commercials can't possibly be compared with maga-
zine "noting" figures. One reason: Respondent sees magazine ad but
isn't shown tv commercial. As result of controversy stirred up by 16
November article, SPONSOR asked Beville, Boyle to discuss Starch tech-
nique further. See "Beware of these misuses of Starch tv data" p. 42.

SPONROR, Volume 7. No, 24 30 Novem®er 1933, 'ubllshed bineekiy by SPONSOR Publ] ~ations. Inc  at 3116 Elm Ave . Raltimore M1, Ex. utive Ed'twisl. Advertislng, Cir
lation Offices 40 E. 49th St.. New York 17 §3 2 year in U S § elsewhere Entered as second class matter 29 January 109 at Baltimore M1 postofiice under Act 1 March 1479
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4 suits affect
use of radio, tv

Weber offers some
advice to media

Cordon Gray new
WOR manager

Mazur gives Tv

some advice

SPONSOR

Biock Drug.
City, N)
Cristy Chemical Corp,
Worcester, Mass
Cristy Chemical Corp,
Worcester, Mass
Cenceral Electric, Ash-
land, Mass
Lederic Labs, NY

Jersey

M & R Dictctics. Co-
lumbus, Ohio

John Morrell & Co,
Ottumwa, lowd

John Morrell & Co,
Ottumwa, lowa

REPORT TO SPONSORS for 30 November 19353

Tv Code helps
raise standards

Sponsors will be interested to know most tv station members now Screen
films and copy to check possible violations of NARTB's Tv Code. Tv
Code Review Board's "First Report to People of U.S." gives wvaluable
insight into how much is being done on voluntary level. P.S.:
pitch man shouldn't talk more than 125 wpm under code.

—SR—
Note these 4 recent court cases of importance to sponsors: (1)
preme Court's agreement to review 3 cases brought against nets by FCC
in effort to ban giveaway shows on radio, tv; (2) Supreme Court's
ruling that baseball is not business, therefore not subject to anti-
trust legislation; (3) District Federal Court ruling National Football
League can't curb telecasts of outside games when team's away and
can't curb radio broadcasts under any circumstances; (4) suit of 33
members of Songwriters of America for $150 million damages against 16
radio, tv concerns, record companies, music publishers charging con-
spiracy to monopolize market for music. Dissolution was asked of
Broadcast Music, Inc., NARTB. Neither group is worried. Reason:
ASCAP has made similar charges in past without success.

—SR—
Every-medium-has-its-troubles dept.:
Georgia Daily Newspaper Assn.

Your

Su-

Swift's Ad Manager Ray Weber told
recently: "Please tell your reps to sell
newspapers, and don't try to undersell other media. Tv is here to
stay, but some reps still tell us how bad it is." Weber's advice to
newspaper publishers can be applied just as well by broadcasters, es-
pecially radio: "Count your blessings. Sell what you have."

—SR—
Gordon Gray, new general manager of WOR, WOR-TV, New York, is veteran
broadcaster. He's been v.p. charge Eastern office WJR, Detroit and
WGAR, Cleveland, for past 2 and one-half years, was previously v.p.
and member of board of WIP, Philadelphia. By time he takes over,
WOR-TV should be broadcasting from Empire State Building. "We'll be
on the tower before Christmas," station official told SPONSOR.

—SR—
Much quoted (and debated) "The Standards We Raise"™ by Wall St. banker
Paul Mazur argues energetically that mass consumption, not mass pro-
duction, is now key to stable American economy. Advertising is vital
to keep up these standards, he says. Of tv: "The new medium of tele-
vision must learn to use much better its probably unprecedented power
to sell more and new goods, more and new Services, more and new ideas."

New national spot radio aund (v business

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Potident Cecil & Presbrey, NY Top 60 tv mkis throughout Tv: 60-sec films; 1 Jan; 13 wks
. country
Cristy Dry Gas (gaso- Humbert & Jones. NY 30 radio mkts in East, Midwest Radio: 60-sec anncts: mid-Dec; 8 wks
line line anti-frecze!
Cristy Dry Gas (gaso- Humbert & Jones. NY 6 tv mkts in East, Midwest Tv: 10-sec films; 25 Dec; 6 wks
linc linc anti-frecze)
Telecrown Div N W. Ayer, NY 6 tv mkts in Cal. Colo, Wash Tv: 60-sec partic; mid-Nov; 5 wks

Entirc animal biologi-

Conklin Mann and Son,
cals, feed line

31 mkts in Midwest, Southwest
NY

Radio: S-min Farm Dir progs S ti wk;
10-min farm orogs 3 ti wk; 1S-min
progs 2 ti wk; 4 Jan; 52 wks

Pream (dehydrated Radio: 60-sec anncts; 4 Jan; 39 wks

cream prods)
Pride mecats

Benton & Bowles, NY  Major 11 radio mkts

N. W. Ayer, NY 12 Midwest radio mkts Radio: 60-sec anncts; mid-Jan; 39 wks

Pride meats Tv:

N W. Ayer, NY 6 Midwest tv stns annct campaign; mid-Jan; 39 wks

SPONSOR




JONLY £ BTV STATION

Blankets the ENTIRE
GREATER LEHIGH VALLEY AREA
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QUAKERTOWN
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PER

[ole

POTTSTOWN
Pennsylvania

{
TRENTON Allentown - Bethlchem -E

4 Averege dumeter WGLV
Grode A Ases is 58 miles
Acerage dismerer WGLYV
Grade B Ares [not showe

here! s 98 mules.

PHOENIXVILLE
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GRADE A
COVERAGT
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“This map shows Grade A, or relisble coverage arcac 35 published by strongest stations
in New York, Philadelphia, and Allenrow-Bathlaham-Easton ures (44th market in U.S.)"

AI.I.ENTOWN -BETHLEHEM -EASTON METROPOLITAN DISTRICT

pp CHANNEL 57

POPULATION RETAIL SALES AVG. FAMILY INCOME

A —566,101 A —3$722,426,000 A—S$5,195

al‘t“ ]oo 000 WATTS A & B—3,069 700 A & B—584,750,326,000 B—$5,62¢9

AT 1481 FEET
457 of the TV homes in the Allen- *UHF SETS IN USE

town-Bethlehem-Easton 2res  have July1,1953 .. ... 3,000 est.
converted to UHF in the past four Avgust 1, 1953 ... .15,000 est.
months.  This is proven by the September 1, 1953 33,020

Qctober 1, 1953 41,343
By Reimer 8 November 15, 1953 51,944
*Allentown-Bethlehem-Easton area,
tepresenting only 40° 7 of the WGLV
primary coverage area.

monthly set count
Company, certified public account-
ants, based upon receivers sold or
converted by regular TV dealers.

WGLYV (Television) and the EASTON EXPRESS (Newspaper) are ewned and

operated by the Easton Publishing Ce., Easten, Pa.
J. L. Stackheuse, President
Richard W. Hubbell, Assistant te the Preiident in charge of Television and Radie.

Repredented by Headley-Reed TV

=

-
e

NEW YORK 8 CHICAGO ® SAN FRANCISCO L 2 HOLLYWOOD @ ATLANTA ] PHILADELPHIA
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ARTICLES

Should there be a TV Advertising Burean?

Every other advertising medium has a promotion arm. Article gives details
on how bureaus function, discusses need for such a body in tv

Why all 11 banks in Kingston use radio

Low cost-per-1,000, wide coverage sold all of Kingston, N. Y.'s ] banks on
radio. They are finding hard-sell approach effective

TV becomes (v in SPOVSOR

Effective this issue, SPONSOR is abolishing typographical “discrimination”
against radio, will print both "radio" and "tv" in lower case. Poll of 2,000 adver-
tisers and broadcasters helped resolve question

How Lewyt is selling its distributors on radio

Vacuum cleaner manufacturer is pushing saturation co-op radio to its distribu-
tors by cutting disks and publicizing air successes

What video tape recorders will mean (o sponsors

Will video tape recorders revolutionize the tv industry? SPONSOR discusses
probable effects of new development on advertisers

How (v does the most for Minute Rice

Postwar General Foods rice brand stretches impact of two split-sponsorship
network tv shows by launching recipes on video, following through in print and
in super market displays

Beware of these wmisuses of Starch tv figures

Researcher Hugh Beville of NBC points out pitfalls advertisers should avoid when
using the recall technique; Daniel Starch's Jack Boyle gives rebuttal

Free & Peters celinies mull spot problems

Rep firm's experts and its radio and tv stations hold confab in Chicago to
sharpen up their advertising and operating techniques

COMING

What's wroug with the rating systems?
Part 14 of SPONSOR's All-Media Evaluation Study points up the good and bad

aspects of air and print measurement services

How abstraet art sells coffee

New technique devised by Earle Ludgin & Co. of Chicago for coffee commer-
cial has created sensational effect in Midwest

11
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34

36

38

10

42
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Things have changed
n ARKANSAS, too!

7

Y HETHER you sell shimmpoo or shoes, sportswear
spark plugs—there’s a far bigeer poteuntial for
w1 Arkansas foday, than von probably vealize.

tail Sales are running 251.7¢ ahcad of ten years

'JI.N

rere’s been a big change i Arkansas radio, too.

s 50.000-watt WTIS in Little Rock, DS, and the
ate's only Class 1-B Clear Channel statton. KTIS
ers primary davtime coveragze of 1.002.755 persons
more than 100.000 of whom do not reecive primary
ylime serviee from any other station! Interfer-
ve-free daytime coverage adds another 2.369.675

jople and inelndes practically all of Arkausas

It vour Branham man ¢ive yvon the whole NTITIS story

&n.
 e—

fales Manacement firnres

10,000 Watis . . . 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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LET
KLX
NEWSCASTS
DO A SELLING JOB
FOR YOU!

News Every Hour
on the Hour
18 Hours a Day

COMBINED FACILITIES OF
THE OAKLAND TRIBUNE
AND THE AP WIRE SERVICE

COMPLETE COVERAGE

STOCK MARKET
FARM NEWS
HOMEMAKING
SPORTS

LOCAL-STATE-NATIONAL

For Further Details Contact

((andKLX-FM)

N

No. 1 in News o Sports ¢ Music
THE TRIBUNE STATION

TRIBUNE TOWER
OAKLAND, CALIFORNIA

Represented Nationally by
Burns-Smith Company

Allan Sacks, J. Walter Thompson, New York,
is about to lool over availubilities on a wide list
of radio and tv stations for the 1951 Ford
campaign which will open in January. “The
new line, too, is promoted out of dealer funds,
but in an agency-coordinated effort,” Al explains.
“Right now we're on the air with used-car copy. In
this campaign, the proportion of radio to tv varies
from one district to another, because each local
dealer is treated as an individual client. For the
new cars, however, we use a uniform formula.”

Charles V. Davis, v.p. of Barnes-Chase Co.,
Los Angeles, bought tv for an unusual purpose:

a sales meeting for Golden Fagle Gasoline district |
managers, supervisors and station managers. “All !
employees were told to watch KTTV on 23
September 10:00-10:30 a.m.,” Chuck explains.
“During this televised meeting, the men were told
about a big new radio promotion drive and were
given answers to possible customer queries.” The
campaign itself ran through October and November
orer KBIG, KFIT'B, KVPC in Los Angeles.

Al Loung. Dancer-Fitzgerald-Sample, New York,
followed the P&G pattern when he bought
schedules in 100 to 150 radio and tv markets for
the firm’s new detergent Oxydol. “First we tested the
copy theme, length of commercial, media combina-
tion and other campaign factors in some tightly
controlled test markets,” Al explains. “Then we
bought coast-to-coast and market-by-market as
Oxydol appeared on grocery shelves.” By Norvember
sales figures showed that the campaign had been a
success. Al is now planning schedules for '54.

Beatrice J. Scher, Voselle and Eisen, New
York. keeps close check on Tootsie Hippodrome

in 50 ABC TV markets and TV Teen Club in 30
ABC TV markets for The Sweets Co. of America,
makers of Tootsie Rolls. "My concern Is to see

that our shows are preceded and followed by the
Lind of telecasts that will appeal to the youngsters
we're trving to reach.” explains Beatrice. This
time requirement means that Beatrice has to know
the program schedules as well as availabilities

and audience composition for over 130 stations.

SPONSOR




ROCHESTER

WHAM

Orleans

Steuben
Allegany

Canaraugus

NEW YORK

PENNSYLVANIA

Y

Pottes Tiaga

She Stocks He_

Pantry With
Mueller’s First

Amidst the toughest competition

Mueller’s sales have climbed steadily.
They are still the number one maca-
roni and spaghetti products in the
Rochester buying area. Mueller’s
ranks first in sales in competition with
ten local and national products with
wide distribution,

Mueller’s have been in the market
generations and have used WHAM

Radio for nearly a decade to maintain

LET _ SELL

| T T Tl
e 3 -
ROMBER ARLSC ation, Re

® ® ®

30 NOVEMBER 1953
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their wide distribution throughour
Western New York’s 123 shopping-
trading areas. WHAM Radio has con-
sistently increased the housewife’s
preference and purchase of Mueller’s
products.

When you have a product to sell
that has mass appeal, WHAM Radio
is the mass medium in the Upstate
New York market where the esu-
mated food bill for 1952 was consider-
ably more than $391,500,000.

FOR YOU

i



...and W4

75,000 Midwestern {arm people . . . by consers
Greot sirides are continually being made in farm ative estimate of the Highway Police Patrol . .
progress, as evidenced by the new Corn Picker attended the first Annual Farm Progress Shor
sponsored by WLS and held near Armstrong, Il
nois on October 2, 1953.

They came by auto . . . 10,000 cars. They cam
by airplane . .. 165 privately owned planes. The ® -
came by train and bus. They came to see; to lister **
tolearn. They came because they knew WLS coul "+
be depended upon to show them the newest de¢
velopments in farm and home equipment . . . 14
such exhibitors; the latest in crop production de

and Sheller shawn ot the Shaw.

Clear Channel Home of the National Barn Danc!\

890 Kilocycles— 50,000 Watts—ABC Networ |
1

Represented by John Blair and Compan

ABOVE: Actual demanstrations showed interested
spectators the greater yield resulting from scien-
tific soil treatment.

BELOW: Winners of Land Judging Contest, which
was one of many competitive events held at the Thousands of enthusiastic listeners hod o chonce 1o see as well
WLS Farm Pragress Show. as hear their favorite WLS Stars at the WLS Farm Progress Show.




irm Listeners

tHolds Them!

. relopments and the entertainment which they

;njoy most and listen to reqgularly. New plawing equipment which attracted much

attention from midwestern farmers ot the WLS
Farm Progress Show. .

The crowd, vast as it was, represented only a
mall percentage of the Midwestern farm people
vho consistently depend on WLS for news, infor-

. nation, helpful service and entertainment. They

- :an be reached more effectively and more eco-

_1omically through WLS than through any other
| ingle source. May we show you the figures?

The
| PRAIRIE
FARMER
STATION

ABOVE: Winners of Tractor Driving Contest, who
demonstrated their skill by mast effectively ma-
neuvering their machines.

BELOW: Martha Crane, WLS Home Maker, inter-
viewing hausewives as she broadcast her pro-
grom from the WLS Farm Progress Show.




WHAT'S A
SALESMAN
WORTH?

Worth his salt! Same is
true when you hire a radio
station in a billion dollar

market — Scn Diego.

We figure it this way.
KSDO is the Number One
station in San Diego, ac-
cording to HOOPER and
NIELSEN. We have the most
listners . . . so, naturally
we do the best selling job.

May we show you why
we're worth OUR salt 2

KSDO

1130 KC 5000 WATTS

Representatives
Fred Stubbins — Las Angeles
Daren McGavren — San Frantsco
John £ Pearson, Ca. — New Yark

10

|
A

— e

by Bob Foreman

DEar JoE:

It’s good to hear from vou. Sure. I'll be glad to dizeuss a
“program idea”™ with vou. But before we actually get to-
gether, I'm going 10 be completely frank. The reason I say
thi= is that I've been asked to give my humble (and ill-
founded) opinion of tv ideas hundred~ of times in the past
five or =ix vears and nearly every request wa- prefaced, as
vours was. with the remark: “Before I tell you my idea. what
can [ do to protect 1t?”

Thix rather unflattering regard for my integrity and the
dubious trust that so many idea-merchants place in the busi-
nes> which emplovs me make~ my hemoglobin curdle.

In fact, that's one reazon I welcome the request coming
from an old friend like vourself. [ feel free 1o reply in kind.
to level with you. and to render my opinion in the most un-
couched term=. 1 =eldom get an opportunity like this, my
friend, o I hope vou'll forgive my taking full advantage of it.

Now—to the tilt.

Jo=eph. before you discu=> vour brainchild with me (leery
that I will swipe it and become rich by means of my cunning
plagiari=m). let me first deliver a preamble about ideas in
eeneral.

In the first place. nobodv—Dbut nobody—in this business—
whether he works for an agency. network. advertiser or pro-
gram packager-—wants to look at any idea coming from an
amateur. Not vours or anvone elze’s. We look at them onlv
becanse these hrainstorms are u=ually coughed up by friends
(as in yonr ca=e) or the friend of zome client’s president.

Now stop ~creaming! [ can hear von shrieking that my at-
titude i» what's wrong with tv and why there’s such an ap-
palling dearth of new material and the reazon for the lack
of freshnes~ and ingenuity in the medium. Wipe the froth
oft vour chin. bov. Calm down and T will proceed.

Point two. Looking at idea~ seldom. if ever. leads anvone
to the rainbow’s end. To the contrarv. usually it leads to
threats of lawsuit. actual aw-uit. multiple insnlts, annoving
release forms as well as the cool insolence of the person who
posses~c~ the -o-called idea.

So much for the venom. Now for the fact.

Idea~ per se aren’t worth a dime. Contrary 1o the articles
vou may have read and the ~peeches vou have heard. ideas
are not the Life blood of this busine<s. That'< one eliché which

(Please turn to page 62)

SPONSOR
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YOU MIGHT JUMP 456 FEET «—

BUT...
YOU NEED WKZO-TV
TO SET RECORDS
WKZOTV AREA FULS IN WESTERN MICHIGAN!

(27 COUNTIES)

SHARE OF AUDIENCE — MON.-FRI. — APRIL, 1953 WKZO-TV delivers more than twice a< many viewers as the ~econd
Sam-12noon 12 noon-6 b.m S, | Western Michigan ~tation. morning, afternoon and night!

WKZOTV 52 33 5 That'~ a lot of viewer<~. The WKZO-TV market include~ more than

STATION "B 26 28 25 300.000 TV home-~ in 27 Western Michigan and Northern Indiana

OQTHERS 12 23 23° | countie~—a far larger television market than many of the majors!

(a) Does not telecast for complete period and the share of WKZO-TV. Channel 3. i< the Official Ba~ic CBS Televi~ion Outlet

audience is unadjusted for this situation. for Kalamazoo-Grand Rapid<. It i~ a tremendous television buy

—the Western Michigan leader bv any

(80,000 WATTS VIDEO — 40,000 AUDIO)

N Ve ) }
¢ " . > :

A J J - / 4 A

& e Jelyor Slalion. -

o ’ WKZO — KALAMAZOO :

2% » WKZO-TV — GRAND RAPIDS-KALAMAZOO

4 WJEF — GRAND RAPIDS
8 ~ ) WJEF-FM — GRAND RAPIDS-KALAMAZOO : K

KOULN — LINCOLN, NEBRASKA
KOULN-TV — LINCOLN, NEBRASKA

WMED o PEORIA. LINOIS OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

*Tauno Luiro of Finland made this unofficial world's record at Oberstdorf{, Germany, in 1951.



A TOP ARB
STATION
IN LESS THAN

45 DAYS

CHAMPAIGN @

SPRINGFIELD @ *DECATUR

Decatur, Champaign, and Springfield
are yaurs when yau use WTIVP. WTVP,
lacated in the center af this vast pa-
tential market far yaur praduct, has
braught abaut this phenamanal set
canversian—by hard  hitting . . . pra-
gramming ta the cansumer. ... The
result is yaur praduct will be sald
salid an— WTVP

Before 1st World Series TV
in Decotur Area

WITVP

CHANNEL 17

DECATUR, ILLINOIS

ed

See: “Why new clients are buying radio”

[P) S Issue: 2 November 1933, page 27
0 0 ANA’s annual survey reveals new

Subject: trends in ad expenditures

A recent ANA survey covering 176 companies indicaies that 349
of those now using network or spot radio will increase their use of
the medium during 1954; 39% reported next year’s budget would
probably stay the same as this year’s; 277 said they were conteni-
plating decreased use of the medium in 54,

Of those companies reporting current use of tv, 80% plan io
increase their budgets in ’54; 15% expect to maintain their present
levels of expenditure in that medium; 5% plan decreases.

The above figures represent just two of the trends in advertising
expenditures revealed by ANA’s annual survey of leading advertisers
in various industrial categories. The survey compares 1952 and
1953 percentages of net sales spent for advertising. It also reports
on anticipated expenditures for ’54 as compared with ’52.

In terms of dollars the number of firms spending more money in
’53 than in ‘52 outnumbers the decreases 115 to 19. When asked
to estimate 54 budgets as compared with *52. respondents registered
123 increases as against seven decreases.

Although ad dollar volume is up over last year, firms aren’t
spending as much in terms of total sales. Onlv 2.6% of total sales
was spent on advertising this year (average of all firms reporting
as compared with 2.75¢% in 1952. The over-all decrease for °33 is
attributable largely to declines in three industry categories (see chart
below): (1) drugs and toiletries; (2) jewelry, silverware, photo-
graphic and optical goods; (3) services and unclassified industries.

Percentage of sales spent for advertising by type of husinesst

Averago % of net sales

CLASSIFICATION spent on advertising Ai:ec‘;’aegze%
(Number of firms ,
answering survey) 1952 o | B st ve. 52¢
Industrial
Basic melals (8) (7)) .22% (7)) .22% (a) +14.0%
Chemicals (13 (12) .70% (12) .77% (12) .86% +19.5%
Other Industrials.. (13 (13) 0.50% (13) 0.52% (13) 0.50% +12.0%

Houschold Furnish &
THOUSN] { " rniosi. g

; (3 (3)  5.0¢ (3) .0% (a) 23.0%
Non trical 14 (13) 2.5% (13) 2.5% (13) 3.0% +14.0%
18) (16 2%% (16) 25¢ (a) +410.0%
) § Groc 1 16) 4+.3% (16) 4.3% (a) +12.5%
Petroleum (13) (11) 1.0% (11) 1.0% (a) + 7.5%
o ) ) 7.0% 7.09¢ (a) -13.1%
7 3 (5) 33¢ (a) - 7.0%
i) [ 3.0% (7)) 3.0% (7) 3.0% +12.0%
to G 3.8% (4) 3.9% (5) 3.7% <+ 8.0%
Va 2. 2.6% ) (h)
.63¢ (a) (b)
5 . (a) (b)
) 10.0 14.0 ) 12.09 +135.09
R 3) 29 (2) (b)
2.5 2.5¢ ) 2.5% (b)
4 4) 1.1 1) 1.1% Y 1.2% +11.89
1) 419% (4) 3.8% 1) 41% (b)
Totals .. ... (176) 2,757, 2.69, (a) +11.59,

miv for tl B "

redse a) Not all responderts reported figures for 1954
B i ANA surve 176 flrms reporting
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WDAY-TV

FARGO, N. D.
NOW ON
FULL POWER

(UP FROM 13,000 TO 65,000 WATTS)

AND CARRYING
PRACTICALLY

LL TOP-RATED

PROGRAMS
FROM
\ ALL 4 NETWORKS

(AND LEADING FILM PRODUCERS)!

=

|






Because it’s a very special window.
It’s where she looks—more than anywhere

else=for the things she goes out to buy.

] ]
Ind OW Sh O p pl n g nas Today, before the stores close, she and

26 million other U. S. housewives will
spend 26 million hours with their favorite
television programs. And then, 204

million dollars at the stores.

To reach her in this buying frame of
mind, the most effective way is through the
10 major-market stations represented by

CRBS Television Spot Sales.

These stations, during the past two years,
have halved their costs per thousand.
What’s more, discount plans halve these
costs again—getting them down to as
little as 34 cents. On the average, they

are the lowest in all television.

There’s no time like the daytime. And

no place like these 10 stations for getting

her attention... for getting your product

into her shopping cart.

CBS Television Spot Sales

Representing WCrs-Tv, New York ; wcav-tv, Philadelphia ;
wToP-Tv, Washington ; wBTv, Charlotte : W MBR-TV, Jacksonville
WABT, Birmingham ; wesM-Tv., Chicago; KGUL-TY. Gal one
Houston ; KSL-Tv, Salt Lake City ; KNXT. Los Angeles and
CTPN, Bs Televicion Pacifie Network

. & 0 reouest



ADVENTURE-

WITHOUT BLOODSHED

THRILLS-

WITHOUT CRIME

RESULTS-

WITHOUT QUESTION

Thats (APTAN FORTYN/

Pete Abenheim loves kids. More than that, he
respects them. And even more, Northern Cali-
fornia’s younger generation, from first grade to
junior high school, love and respect him in his
KPIX role of “Captain Fortune.”

With enthusiastic parental approval they watch
him and his young guests by the tens of thous-
ands each weekday afternoon. With his puppet
pal, John O'Copper, he takes them on daily
flights of fascinating fancy, a soldier of fortune
in distant worlds, new worlds for kids to conquer.
Those same tens of thousands of kids have been
making his sponsors happy for going on three
vears, setting sales records your Katz man will
gladly tell you about. Captain Fortune can be
good fortune for you in Northern California.

|

ICHANNEL

SAN FRANCISCO, CALIFORNIA

caffiliated with CBS and DuMaont “Televisian Netwworks

represcnted by the Katz Agency

SPONSOR



New and renew

New on Telerision Networks

SPONSOR } AGENCY STATIONS
Borden Co, NY DCSS, NY NBC TV 44
Borden Co, NY DCSS., NY NBC TV 50
General Mulls, Mpls William Esty, NY CBS Tv B4
Gillette Safety Razor, Maxon, Detr CBS Tv 9

Boston
Andrew jergens Co, Cinci Robert W. Orr, NY NBC TV 52
Walter H. Johnson Candy. Franklin Bruck, Chi Du Mont 53
hi
Kelvinator Div, Nash- Geyer Adv, NY CBS TV 72
Kelvinator Corp. Detr
Luden's, Inc, Reading, Pa J. M. Mathes, NY NBC TV 53
Miller Brewing, Milwaukee  Mathisson G Assoc, NBC TV 151
Milwaukee
Motorola, Inc, Chi Ruthrauff & Ryan, Chi ABC TV 107
Pacific Mills, NY J. Walter Thompson, NY CBS TV 56
Parker Pen Co. Janesville,  |. Walter Thompson, Chi Du Mont 105
Wis
PGG, NY Benton & Bowles. NY NBC TV 66
PGC, NY Compton, NY NBC TV
Swift &G Co. Chi I. Walter Thompson, Chi CBS TV 6B
Swift & Co. Chij J. Walter Thompson, Chi NBC TV 79
Wesson Oil & Snowdrift Fitzgerald Adv, New NBC TV 101

Sales Co, New Orleans Orleans

Reunewed on Television Networlks

SPONSOR AGENCY STATIONS
C. H. Masland & Sons, Anderson & Cairns, NY CBS TV §6
Carlisle, Pa
Sheaffer Pen Co, Ft Russel M. Seeds, Chi CBS TV 54
Madison, la
Snow Crop Marketers, Div Maxon, NY CBS Tv 43
of Clinton Fds, NY
Sunbeam Corp, Chi Perrin-Paus, Chi NBC TV 49
C. A. Swanson & Sons, Tatham-Laird, Chi ABC TV 62

Omaha

Advertising Agency Persounnel Changes

NAME

John Bowie
Charles A. Branham
A. Hays Busch
Chester Carity
James M. Cecil

FORMER AFFILIATION

BBDO, Mpls, acct exec

Encyclopaedia Britannica, Chi, dir adv, sis prom
West-Marquis, LA, acct exec

Aberdcen Mgmt Co, NY, vp & adv mgr

Cecil & Presbrey. NY, pres

john G. Cole RGR. Hywd. supvr tv, radio proan

Bayliss ("'Jim"") KWBU, Corpus Christi, Tex, prom mgr
Corbett

Walter Mason Cramp BBDO. NY, acct cxec

Samuel Daisimer Cecil G Presbrey. NY, sr vp & secy

Edmond C. Dollard
Richard L. Eastland
Phil Flad Jr

Dr. Howard D. Hadley
Paul C. Harper Jr
Helen K. Hartwig
Edmund D. Herr
Roger M. Johnson
Walfred C. johnson
J. Alden joice

Needham, Louis G Brorby, Chi, acct exec
Needham, Louis G Brorby, mgr NY office
WAND. Canton. O, prog dir

Daniel Starch & Staff, NY, technical dir
Needham, lLouis & Brorby, Chi, acct exec

Grey Adv, NY, head timebuyer

Coe Adv, Syracuse. sis prom

Erwin, Wasey, LA, dir of res

Needham, Llouis & Brorby, Chi, acct exec
Cookind, Joice & Morgan, Chi, res & mktg exec

=

PROGRAM, time, start, duration

Hawkins Falls; W, F 11-11:15 am; 13 Nov-23
Dec

Kate Smuth; W 3.30-45 pm scg: 6 Jan
wks

Terry Toons; W, F 5-5:15 pm: 1B Nov; 54 wks

Orange Bowl Came; F 1:45 pm to concl; 1 jan

‘54; 24

‘54 only

Bride & Groom; M, W, F 12-12:15 pm; 2 Decc.
§2 wks

Captain Video:; Th 7-7-15 pm seg: 7 Jan °54; 26
wks

Omnibus; Sun 5-6:30 pm (shared sponsorship

3 Jan 'S4; no. wks not available

Kate Smith; half of Th 3:15-30 pm seg: 29 Oct
9 wks (under new "'7V2-min segment plan’'}

Robert E. Sherwood first play for TV: T B-9 pm;
29 Dec only

Motorola TV Hour; ait T 9:30-10:30 pm; 1 Dec:
26 telecasts

Garry Moore Show; M
26 progs in 52 wks

Two sports shows: 15 min following pro football
games, S & 12 Dec only

Welcome Travelers: alt M 4-4:30 pm (in addit
to T-F sponsorship); 26 Oct-21 Jun ‘54

Three Steps to Heaven; T, W, F 11:15-30 am; |
Dec: no. wks not available

Garry Moore Show, W 1:30-45 pm seg: 2 Dec;
2 wks

Kukla, Fran & Ollie; Sun 3:30-4 pm; 20 Dec: 52

1:30-45 pm seg, 7 Dec:

wks
Hawkins Falls; W, F 11-11:15 am; 6 Jan '54: 52
wks

PROGRAM, time, start, duration

Gzrry Moore Show; M 1:30-45 pm seg; 7 Dec;
26 progs in 52 wks

Jackie Gleason; Sat B-9 pm; co-sponsor; 19 Dec:
26 wks

Arthur Godfrey Time:; M-F 10:15-30 am (alt
days); 2 Dec: 52 wks :

Ethel & Albert; Sat 7:30-B pm; 2 Jan '54: 1B wks

The Name's the Same; alt T 10:30-1) pm; B
Dec; 52 wks

NEW AFFILIATION

Bruce B. Brewer, Mpls, acct cxec

Weiss & Geller, Chi, acct exec

Stromberger, LaVene, McKenzie, LA, acct exec
Huber Hoge & Sons, NY, gen mgr

Same, chmn bd of dir

SSCB., Hywd. asst dir West Coast office
Radio-tv Adv Agency, Corpus Christi, head

Warwick & Legler, NY, acct exec

Same. exec vp

Same, vp

Same, vp

Jack Lacey Adv, Tampa, Fla, radio-tv dept
Morey. Humm G johnstone, NY, dir res
Same, vp

N. W. Ayer, NY, timebuyer

William Spitz & Co. Syracuse. sadio-tv dir
Same. dis of media G res

Same, vp

Same, dir res &G mktg: also asst to pres

(Continued next page)

{SPONSOR
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Mumbers after names
refer to New and Re-
new calegory

In next issue: New and Renewed on Radio Networks. Na-

)

tional Broadcast Sales Executives. New Agency Appointments

30 NOVEMBER 1953



30 NOVEMBER 1953

3, Advertising Agency Personnel Changes (countinued)

NAME FORMER AFFILIATION

Albert H. Kanc

NEW AFFILIATION

Hewitt, Ogilvy, Benson G Mather, NY, acct exec, | Vick Knight, LA, asst to pres
prodn supvr
YOR, Chi, acct supvr Same, vp
Goodson-Todman Prodns, NY, dir sls Grant Adv, NY, dir bus devel
Cecil & Presbrey, NY, exec vp Same, pres
Joseph Katz Co, NY, media exec Same, dir of media
Carlton House Hotel, Pittsb, prom, publ dir G. Norman Burk, Pittsb, dir radio & tv

Russell K. MacDougal
Angus D. Mackintosh
Thomas ). Maloney
Catherine Mauch
Patricia Morecell

George C. Neumann David ). Mahoney, NY, acct exec Same, vp

W. V. Patten ). Walter Thompson, LA, acct supvr Patten G Assoc, head (new firm at 8741 ms
) Bivd, LA}

Thomas ). Ross |r ROR, NY, acct exec Same, vp

Richard S. Smith
Robert M. Smith

0. B. Motter & Assoc, Chi, mgr

Adv Prodrs Assoc, Chi, dir pub rels dept
Zimmer-McClaskey, Louisville, acct exec

Tobias & Co, Charleston, SC, acct exec G ros
mgr

Same, vp chg radio G tv dept

Cole & Weber, Seattle, dir tv & radio prods

john E. Cibbs & Co, NY, vp chg prog develr

Same, vp chg copy dept

Benton & Bowles, NY, acct exec Pream

Schwimmer & Scott, Chi, tv prodr

Sherman & Marquette, NY, dir radio & tv
Radio & tv cxec

UTP, NY, pres

Leo Burnett, Chi, copy hd

Crosley Div, Avco Corp, electronic adv mgr
Louis G. Cowan, Chi, prodr

William B. Templeton
David F. Titus

Willson M. Tuttle |
William D. Tyler

J. G. Wecaver
Lawrence Woolf

4 Sponsor Persounel Changes
»
NAME FORMER AFFILIATION NEW AFFILIATION
Robert Eckenberg Cory Corp, Chi, asst territory mgr for Chi, north- | Same, territory mgr for Kans, Okla, western o
ern
Allan P. McEachern Country Club Malt Liquor, Western div mgr Van Merritt Brewing, Burlington, Wis. vp chst
John M. Richey Simmons, Co, Cleve, sls stf Same, sls prom mgr, NY
John Rocmer Simmons Co, Chi, asst to vp chg mdsg & adv Same, adv mgr
Stephen ). Schmidt Piei Bros, Brookiyn, NY, mktg res asst Same, asst adv, sis prom mgr
Robert L. Shaw Sylvania Elec Prods, radio & tv dir, distr sls Same, radio field sls mgr

mgr, north central zone
Demby Prodns, NY, chg mdsg & prom
Fox Hcad Brewery, Waukesha, Wis, mdsg, sls

Hunter W. Smith

Pfaff Sewing Machine Corp, NY, prom mgr
J. Robert Wickstrom

Miller Brewing, Milw, adv exec

18

prom mgr

Station Chaunges (reps, networlk affiliation, power increases)

Don Lee Network, new natl rep, H-R Reps

KABQ, Albuquerque, NM, MBS aftfil, part-Spanish prog; new
NY rep, Richard O'Conncll

KFYO, Lubbock. Tex, new natl rep, Katz

KGNC. KGNC-TV, Amarillo, new natl rep, Katz

KGW, Portiand, Ore, bought by KING Bdcstg, Seattle & group
of Portland businessmen; new firm name, North Pacific
Television, Inc.

KLBS, Houston, sold by Trinity Bdcstg to Howard Bdcstg
Corp, San Antonio; Howard W. Davis, pres; Col Howard
L. Burris, vp

WALE. Fall River, Mass, new sls prom rep Robert S. Keller,
NY

WALL, Middletown, NY, new prom rep, Radio-Tv Pronis
Synd, NY

WCAN, WCAN-TV, Milw, new NY rep, Alex Rosenman

WCCC, Hartford, Conn, new natl rep, Walker Co, NY

WMIN, Mpls, new natl rep, am & fm, Gceorge Clark

WMIN-TV, Mpls, new nat'l rep. H-R Ty

WMMN, Fairmont, W Va, new natl rep, H-R Reps

WNBT, NY, power incr from 24 to 30 kw by Xmas

WONS and WTHT, Hartford, Conn, merger under new
GCeneral-Times Tv Corp, to expedite tv grant; no
deiterm vet on call letters, other details of merger

. 3o v .
New Firms, New Offices. Changes of Address
[ ]
Bridges-Sharp & Assoc, new agcy, 800 Callahan Bldg, Dayton, Radio Execs Club of New Engl
O; est by W. James Bridges and Jack C. Sharp Radio-Tv Promotion Syndicate, 245 Fitth Ave, NY 16,
Jack Decnove Prodns, moved from Cen Serv Studios to Sam prom service tirm for iocal radio-tv outlets in US, Can
Goldwyn Studios, Hywd co-dirs: Alvin H. Perlmutter & !rwin |. Breslauer
Cardner-Morris Assoc, new public rels firm at 353 W. S7th Simon, William & Roberts, new ad agcy, 226 S. Phelp
St, NYC; formed by Ralph GCardner and Allan Morris Youngstown, O; branch office in NYC
Herbert S. Laufman. Chi, tv prodr & pkgr, new NYC office, Hermon W.. Stevens Agcy, Boston, new NY office, 40 E.
9 E. 75th St. St; under mgmt of Reggie Schuebel G John M. Wyat
McNcill & McCleery, moved to 6777 Hywd Bivd, Hywd Syers-Pickle & Winn, Austin ad agcy, new div office, |
Newhoff-Blumberg Adv, new agcy, 529 N. Charles St, Balt, Bldg. Waco, Tex; div mgr, Alfred S. Lowrey
Md: merger of Theodore A. Newhoff and Frank L. Blum- Unity TV Corp, new West Coast rep, Unity TV Corp of
berg agencies 8951 Sunset Blvd, Hywd: mgr, Connie Lazar
Olympus Film Prodns (formerly Bert |ohnston Prodns), moved Vitapix Corp, NY, new Chi office, 30 N. LaSalle St.
to new studios at 2222 Chickasaw St, Cinci 909; in chg of Carl A. Russell
Jesse Owens & Assoc, new public rels org, 1133 E. 63rd St, WCMS, WCMS-FM, new address, Hotel Harrington, Was
Chi; est by track athlete Jessc Owens; specializing in serv DC
for the Negro market White Adv, Tulsa, Okla, new branch office, 6351 Se&
Radio, Tv & Adv Exccs Club of New Engl, new name of Hywd; secy-mgr, Betty Newell !
Numbers after nan 1es

refer to New and Re-
new category

AR e

SPONSOR




BunHo

and Get lowa’s Metropolitan Areas..

Plue the Remainder of lowal

TAKE APPAREL SALES, FOR INSTANCE!

6.8% CEDAR RAPIDS -
9.6% TRI-CITIES >
14.6% DES MOINES -
27% ousuaues « - - - M
59% stoux ¢ty - - - o |
53% watertoo - - - -
55.6% REMAINDER OF STATE |

Figures add to mere thon 1009,

because Rock Island County, llllnois
is incduded in Trl-Cities.

S.A.M. DAYTIME

MIHMESOTA STATION AUDIENCE AREA

ILLINOIS

2

———

30 NOVEMBER 1953

b <
%?’:' FREE & PETERS, INC., National Representatives

THE “‘REMAINDER OF IOWA’* ACCOUNTS FOR THESE SALES:

(Which You MISS Unless You Cover the Entire State)
65.4%, Food Stores
61.6% Eoting ond Drinking Ploces
44.89, Generol Merchondise Stores
55.69% Apporel Stores
60.79 Home Furnishings Stores
65.19%, Automotive Deolers
73.29, Filling Stotions
79.69% Building Moteriol Groups
60.49, Drugstores

Source: 1952-'53 Consumer Morkets

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

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




e INCANADA — ALL CANADA
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Donald C. Marschner

e Sponsor

Shell Oil Co., New York

“With our introduction of TCI last summer, we revolutionized
both the gasoline industry and its advertising,” Don Marschner, Shell
Oil’s ad manager, told sPONSOR.

fe was speaking of the new higher-octane gasoline formula de-
veloped by Shell scientists. TCP has been advertised since 30 June
over 00 radio and 15 tv programs as well as via thousands of an-
nouncements in 31 states (Shell’s agency: J. Walter Thompson).

“This has been the most successful advertising campaign we’ve
ever had.” Marschner continued. *“We’ve gotten greater sales in-
creases and faster response to our ad theme than ever before.”

At the same time he pointed to the legal and psychological diffi-
culties stemming from similar copy approaches by competing firms
who also have newly developed gasoline formulas. Because of the
reflection upon Shell if an ingredient inferior to TCP is advertised
as having TCP’s qualities. Marschner is keeping closer check than
ever on all gasoline advertising.

Shell <ales, which have heen climbing steadily (81,142,632,000 in
1952 compared with $1,072.434.000 in 1951) are expected to jump
ahead in 1953 as a result of TCP.

Shell’s 1953 ad budget breaks down like this: outdoor—25%:
radio—20%¢: 1v-——20°7 : newspapers—207¢ ; magazines. point-of-sale
and other—15%

While some of Shell’s major competitors have been and are heavy
network advertisers Marschner stresses his firm’s predilection for
spot radio and tv.

“With spot we can have as many as 1,000 different commercials on
the air during the same season,” he explained. “And each commer-
cial can be keyed to local situations, delivered by loeal personalities.”

Occasionally Shell does sponsor news or weather programs on
recional networks. In fact. Marschner still remembers Shell’s debut
on radio in 1931 with foothall liroadeasts over the CBS Eastern
Network. The firm has been a constant air media advertiser since
that time.

Marschner's own career in Shell’s advertising department predates

the firm’s radio debut by two vears. I made my books-to-broom
transition in 1929.” he said. referring to his joby in the Shell adver-
tising ~tock room upon his graduation from Brown. R

SPONSOR
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Tops in MUSIC, NEWS and SPORTS

Nationally by
THE KATZ AGENCY

STORER BROADCASTING COMPANY + National Sales Girector, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690
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\/ The most dependable TV

sienal  in the Omaha
area,

\/ The television station
wittched 1ost, morning,

afternoon, and evening in this

RICTY 208,000 set market.

Aeain proved  conelu-

<ively by the latest sur-
vey (made by experienced, un-
biased research men) of 7
towns within a 100 mile radius
of Omaha.

flere’s the areca covered by
the survey.
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CHANNEL 3, OMAHA
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or EDWARD PETRY & CO. INC
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- MADISO

SPONSOR invites lctlers to the cdilor.
dddress 10 E. 49 St., New York 17.

DE JUR

I want to take this opportunity to
thank sroxsor and Joan Marks {or the
excellent reporting job you did in the
article appearing in sSPONSOR’s Novem-
ber 2 issue [“De Jur discovers radio
and television can sell cameras,” page
31].

Mr. Deitchman and 1 were com-
mended by Mr. Ralph De Jur for the
excellent bit of publicity which this
article gave De Jur-Amsco Corp.

In reading over the article again, I
tried to put myself in the position of
a buyer of radio or tv space. and
upon its completion 1 was convinced
that these media are doing a powerful
job to sell products such as cameras,
hard goods, etc.

I would very much like to have our
New York salesmen :zhow this wonder-
ful article to their dealerz; therefore,
may | please have six extra copies
of the November 2 issue of sPONSOR?

Ep Basstk

Advertising Manager
De lur-Amsco Corp.
Long Island City 1

BASICS SECTIONS

We are very much interested in pass-
ing on to our clients the information
contained in your “Radio Basics™ and
“TV Basics” from your Fall Facts
[ssue of July 13, 1953,

We would appreciate receiving 100
copies of “Radio Basics” and 100
copies of “TV Basics™ ax soon as possi-
ble so that we wmay pass them on to
our clients. .

Luana K, LEwis

Radio and TV Director
Aylin Advertising
Houston 6

*  Cost of 100 reprints of “Radio Ba<ics" and
TV Basies™ is 13¢ for cach copy.

WXYZ BACK IN DETROIT

Texas may be big. but as a native
Detroiter from way back. 1 can’t help
being a little disturbed in secing one
of Detroit’s fine-t stations (the home

of the Lone Ranger) credited to Hous-
ton. The error occurred in your
“Round-up” column (2 November
1953 sroNsoR, page 102). Please, give
WXYZ back to Detroit.
JERRY F. CoLET
Syracuse University
Syracuse

MEDIA STUDY

Your article in the 19 October srox-
sorR on “How Emil Mogul tests media
weekly for Rayco™ [page 36], was tre-
mendous!

It’s packed with the facts and figures
—and clear thinking—we need to sell
San Francisco Bay Area retailers.
Therefore, | was wondering if you are
planning to have reprints made of this
one article, as you have done with
other top-notch pieces in the past. If
so. I would like to have the cost of
obtaining 200 reprints.

Again, congratulations on a piece
well done.

Joux Burr
Asst. Mgr., Advertising.
Publicity & Promotion

ABC, San Francisco 2

® No reprints of the article are available. How.
ever, a limited number of extra copies of the
19 October {ssue are availahle at 50¢ apiece (re-
ducerl price for large quantity), SPONSOR s
plannlng te print all the articles in the 20-part
Mcdia Evaluation series in book form next year.
Ovrders are now hceing aceepted.

—_—

TV RESULTS

I have read with interest many of
vour “TV case history™ capsule reports
which appear in the regular issues of
vour magazine “TV Results.” As I re-
call it, you have a compilation of these
case reports in magazine or book form.
I would appreciate receiving such a
book from you if there are still some
available. Will you please send the
book to me at the address below. .

J. A. Dossox
Director of Advertising and
Promotion

Maliex Co.
Burlington

COMPARAGRAPH BEATS NETS
The sheet extender used by WTAR-

TV in the sroxsor Comparagraph in
lzst week’s issue was very clever, and
effective [19 October 1953, page 115].
We'd like to use it in the next issue.
By the way, the Comparagraph is
(Please turn to page 25)

SPONSOR
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KGNC AM
KGNC TV

Effective December 1

THE KATZ AGENCY

will represent us.

Amarilo, Texas
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WHEN EUSTACE S. SMORCSH

filed plea for divoree
Illiz(cz}sc got short-shrift {

rom the judge . « -

“Expect no revision. .. this 1s

my decision,
And from it I'll never budge;

While the court finds it’s true, and
definitely you
Get less time than KOWH with your wife...

That’s no grounds for divorce—you’re
aware of course,
KOWH’s part of the whole town’s ;

home life!” =t % . |“

Y g e e 'J’ ! i
§ BT 'jj
ﬁ;,‘*— AVERAGE |
e, —En=|] HOOPER
.\’_
=y | KOWH

Y
g

Moral

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

3&7%;4

® Largest total audience of any \I
Omaha station, 8 A.M. to 6

P.M. Monday thru Saturday! : |
(Hooper, Oct., 1931, thru iy
August, 1953) - :
® Largest share of audience, of ,L
any independent station in A

Cmerica! (August, 1953.-)/

—— £ s e e

j
" 1
4 )

- .
- L

-
ik
-

il -

General Monoger, Todd Storz; Represented Notionally By The BOLLING CO.
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al<o the most accenrate « nnpi':ll.nn of
network shows being published today.
1 don’t know how vou kl‘('p it =0 dad
blanted enrrvent, bat it is even ahead of
the network program mailings we get.
Rosert Wasbox
Evecutive Viece President

WTolr-Tl’, Norfollk

COMPETITIVE COMMERCIALS

In the roush to accommodate new
morning business and lengthen popu-
lar personality shows radio has not
solved an old problem. A problem that
grows more aeule every day:

What standards to follow in pro-
graming competitive accounts?

For years, it has been the more or
less general rule to separate such busi-
ness by approximately a half hour.

In setting this standard. radio sta-
tions have taken into accouunt:

1. The traunsient nature of radio au-
diences.

2. Print media’s practice of placing
competitive accounts on the same page,
but where possible, separated by edi-
torial or ad matter.

3. And, of course, the personal feel-
ings of the chient involved.

This reasoning would seem to bear
up logically except when the discussion
turns to participation or disk jockey
“personality” shows.

When the selling of effectiveness of
an advertisement, visual or audio, de-
pends solely upon the creation and exe-
cution of that ad—it certainly seems
in order for media to accept competi-
tive advertisers in the same hour or on
the same page. But when a major part
of the selling eflectiveness of a commer-
cial is in the hands of a “personality.”
groomed by the medium to dehver just
such added selling value—and usually
premium-priced—then, the questions of
competitive accounts in the same pro-
gram should be reexamined.

Oue solution would be requiring a
second competitive account to use a
radio salesman other than the pro-
gram personality. E.T. or live commer-
cials for a second competitive account
should call for no more than a state-
ment that a “commercial will follow”
introduction from the program person-
ality.

We in radio must realize that to sell.
we must be believed. The listening
audience finds it very hard to believe
a “personality” who sells for two auto-
mobile dealers—two competitive cloth-
ing stores—two beers. And this would

30 NOVEMBER 1953

IS (lP-
ven audi-

hold true whether audiene
lvered 1077 or Q07 of a
nee, half an honr later.
This i certaiuly no indictment of an

individual station or program. Radio
with its hmited nnmber of hroadeast
hours cannot add pages to mo-
date an unlimited number of ¢lients.
Radio nmst have the prerogative to
prograni competitive sponsors willing
to have their commercials stand or
fall on product value and advertisin
mventiveness.  Bul not when a per
sonality is forced to speak out of hoth
stdes of his mouth at once.

FRANKLIN S, RoBERTs

Vice President

IW. S. Roberts, Inc.

Philadelphia 3

FORD SALES

There are several very interesting
articles in your October 19 sroason.
Particularly the one on automobile
saturation advertising |“Saturation ra-
dio puts the razzle dazzle in Ford one-
day sales,” page 30]. I'd Like to have
six extra copies for my representatives
and hope vou can send these to me.

WiLLIam MaLo
Comumercial Manager

WDRC, Hartford 4

® FExtra coples of the 19 (October 19533 lssue
cont 50¢ aplece.

Just completed reading the Ford
story [*“Saturation radio puts the raz-
zle-dazzle in Ford one-day sales.” 19
October 1953, page 30]. and on page
128 I saw a piece of information that
amazed me. Thought vou would be
interested in knowing that in the storv.
reference to the Philadelphia campaign
says that Ogontz Motors used WIBG
and WFIL plus newspapers. They ac-
tually  used WIBG and WIP (no
WFIL).

Epwarp WALLIS
Director Sales Prom. & Publ.
IWIP, Philadelphia 7

LETTER FROM BILL WAY
Thought you might he interested in
publishing this letter that I sent to
Bill Lemmon of WJW. Cleveland.
BiLn Way
President
K100, Tulsa
My dear Mr. Lemmon:
Frank Lane has given me vour letter
(Please turn to page 106)

RADIO STATION

z:

HUNTINGTON, WEST VIRGINIA
SERVING 3 STATES

21
WSAZ

ORIGINATED

NEWSCASTS

per Day

keep

TRI-STATE
LISTENERS

tuned to

930kc
in
HUNTINGTON,
W. VA.

*

(3 NEWSCASTS
AVAILABLE)

CONTACT
THE KATZ AGENCY, INC.

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

TELEVISION AFFILIATE

WSAZ.TV .
Represented by THE KATZ AGENCY
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{ fat's happened to WBBM-TV (\é:@@ You'll see at night—

8 of the “top ten”. ..
15 of the “top 20”. ..
shows are WBBM-TV shows.

(—\‘QG;@ While during daytime -

6 of the “top 10”. ..
9of the “top 15”. ..
Mon-Fri shows are also WBBM-TV shows.

\% in top-ranking quarter-hours-—

WBBM-TV again leads the field with 163
week-long first-place periods . . .
34% more than the second-place station. ..

\ More than the third and fourth stations combined.

J' (\% Finally, you'll see that—

WBBM-TV delivers an average week-long
quarter-hour audience

31% larger than that of Station B . ..

38% greater than that of Station C . ..

A whopping 79% more than Station D.

wBeM-Tv iN

TELEVISION

¥ this in just 8 short months since Chicago’s CHICAGO'S SHOWMANSHIP TELEVISION STATION
Sowmanship Television Station took the air. CBS OWNED
£ires of new advertisers are taking a long CHANNEL 2 CHICAGO

kkat WBBM-TV. . .and they like what

L:y see. From their example, you too may

mfit by calling your nearest CBS Television

Sot Sales representative or WHitehall 4-6000

.. and see all the facts first-hand. Source: Telepulse of Chicago, September, 1953



S )

During the duck season our sports director,
Rollie Johnson, gets daily, even hourly, reports

from Canadian points, When the flight starts .

southward our Radio and Television audience

know it. X
From the ten thousand lakes of Paul Bunyan o

Land the army of hunters in blinds, rushes, and

duck boats concede WCCO helped get them
there at the right time,

That's audience building—and audience is
what we have to sell.

TELEVISION 100,000 WATTS CH. 4 |

§ (Free and Peters)
=T RADIO 50,000 WATTS 830 K. C.

CLEAR CHANNEL
(Radie Spot Sales)

% SPONSOR
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Should there be a

DAY

Television Advertising Bureau?

Many in the industry. most advertisers think there

shonld. TVAB mav be here by this springe
A . | L

' liere may be a new set of initials soon in advertising’s

alphabet soup.

TVAB may be with us by spring.
How could a Television Advertising Bureau help you as
an advertizer or agencyman? What would such a promo-

by Wiles David

Those are some of the questions sPoNsOR ~ct out to an-

swer in a series of interviews over the past six months

with advertisers. agency men and tv industry executives.
Admen had the most clean-cut answers. Almost to a
man they said: "We want three basic things from tele-

tional group do? Is the industry ready for it! vision. (1) Who's using the medium? (2) How much are

4 major media promotion groups: budget, objective, personnel

BUDGET®

BAB

radio

$670,000

OBJECTIVE

To sell the radio medium, both spot and network,
by means of promotion and research as well as
direct calls on advertisers and agencies; to sup-
ply industry's salesmen with ammunition for na-
tional and retail selling; to provide basic fact

source for radio; to help improve selling methods.

PERSONNEL

BAB has 34 employees. Working under president
and v.p. are these main departments: national
promotion; local promotion; research. In addition
there are three salesmen, two in New York head-
quarters, one in Chicago field office; they call on

agencies, clients and seek direct sales stimulation.

Bof A

newspapers

$1,350,000

To sell newspapers as a medium with one of the
chief means being thousands of calls annually on
agencies and advertisers; to provide research and
promotion for national and retail newspaper sales-
men; to provide figures on dollar expenditures in

newspapers as well as other basic factual material.

B of A has 112 employees: 30 of these are account
executives who make calls on agencies, clients.
Promotion department has staff of 20; research
has 18; retail has Il. There are 10 people in

Chicago, two in Detroit, nine in San Francisco.

MAB

magazines

$225,000

To spread information about national magazines:
by acting as an information center; by conducting
and publishing research studies; by making avail-
able figures on advertiser expenditures in maga-
zines through its sister organization, Publishers In-

formation Bureau, as an aid to selling magazines.

MAB has 12 employees, all in New York. One of
most important activities is providing answers to
questions posed by advertisers and agencies: over
2,000 queries are handled annually. Staff is flexi-
ble, doubles in brass depending on biggest need.

0Al

outdoor

$2,500,000

To sell outdoor advertising as a national medium,
serving as the medium’s only national sales force
since individual companies generally do not main-
tain natioral sales staffs; to provide clients with
cost estimates, with aid in copy and art ideas

when needed; to do a complete, direct sales job.

OAIl has 125 employees, 40 of them concentrating
on sales calls. Offices are in New York, Atlanta,
Boston, Chicago, Cleveland, Detroit, Houston, Los
Angeles, Philadelphia, San Francisco, Seattle, St.
Louis. Salesmen do all phases of selling through

to stage of an actual buying decision by client.

*Budget figures are SPONSOR estlmates for 1933.

For idea of shape tv promotion group
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might take see next page
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THIS WE FIGHT FOR: Point Four in SPONSOR’s
platform favors a television BAB.

4. We fight for the prompt establish-
ment of a tv promotion/rescarch bu-
reau comparable (o radio’s BAD or
newspaper’s Bureaw of \dvertising.

they spending? (31 llow many sets are there in cach
county?”

Industry people were less sure. While spoNsor's ques-
tioning uncovered evidence that station men and their rep-
resentatives had begun talking and thinking about a TVAB,
it’s apparent minds have not yet heen made up. A ma-
jority of those questioned (hut a small one) said they
wanted TVAB on the general principle that any medium
needs a unified promotion arm. But many practical hroad-
casters answered: “Good in principle but we just don’t
need one now.”

All of these answers were temtative. pending submission
to the industry of some tangible plan for a TVAB. (Ini-
tials would have to be TVAB. incidentally, hecause TAB
stands for an existing group. Traffic Audit Bureau of the
outdoor medium.)

Harold E. Fellows, president of the National Association
of Radio and Television Broadcasters, told sroxsor he
plans to appoint a committee of broadcasters to study the
question. Fellows personal view is that the promotion

group should be set up independently of NARTB as a sepa-
rate non-profit corporation (like radio’s Broadcast Adver-
tising Bureau).

A well-informed source told sPoNsoR a plan was taking
shape to introduce the question to broadcasters at this
spring’s NARTB Convention. Linked with the promotion
group would be a periodic survey of tv set circulation.
Initially promotion phases of the operation would get a
smaller share of the budget than the tv set circulation study,
SPONSOR's source stated.

NARTB has been working for months on the circula-
tion study plans. A presentation has been made to re-
search executives of all the television networks, and it’s
thought a meeting will be held with the networks by De-
cember for detailed discussions.

If TVAB is combined with a set census, it will be able
to supply at the outset one of the three basic types of tv
facts adimen want (as cited above). NARTB has released
no details on the type of circulation study it has in mind.
But you can get a good idea of what admen want from a
forum conducted by SPONSOR in a recent issue (‘‘SPONSOR
Aske.” 2 November 1953).

The consensus among sPoNsOR’s panel of four admen:
A regular study of tv set circulation on a county-by-county
basis is needed either on a monthly or quarterly basis; a
breakdown en uhf set circulation should be included—
and later figures on color sets.

Along the bottom of these pages you'll find alternate
plans for starting a TVAB. They were developed in the
course of conversations with radio and television industry
veterans. One provides for a simple, low-cost pilot opera-
tion during the first vear: the second calls for an all-out.

} } } Here are two alternate methods for getting a Television Advertising

SMALL BUDGET

Low imitial investment of £200.000 or loss would
get Television Advertising Burcaw started. Member-
ship aconld include statvons, reps. networks. Like other
media groups, TV AR would have bowrd of dircetors
reprosenting wmombership. Prosident of TVAB for first

year when budget is low night be member of board
- no salavy. Aetual Ndl-time adwministra-
l) H F A l‘l‘ ))'I(
who would scc orgunmzation through to stage when
i 1y f iricd administrat
30

Careful planning would occupy staff during first
year of low-cost operation. Effort would be to
determine what kind of research, promotion. selling

s most needed for solid growth of industry.

Ntaff would not be cxpected to produce results

other than detailed plans during this period. Ad-
rantage of this approach would lie in getting
strong foundation for TVAB. Disadrantage would be
difficulty of attracting wembership for an opera-
lion achich promises no results at the outset,

SPONSOR




high-cost blitz immediately. The low-cost plan, or some-
thing resembling it, i< a better bet for adoption if TVAR s
combined with a tv set circulation study.

The set eirculation study alone would probably reqguire
a considerable outlay, especially at first. 1t's unlikely theve-
fore that the industry would be willing to pay both for a
high-cost promotion effort and a big research project at
one time. In the outline below, the cost of a small-scale
promotion vperation is 3200,000; this is an arbitrary fig-
ure which could be much smaller or slightly larger. de-
pending on interest among stations, This figure, of course,
does not include cost of a tv set circulation study.

The budgets of some other established media promotion
groups are much higher. Radio’s BAB had $670.000 in
1953, may have S750.000 in 1951
$1.350,000 for their Burcau of Advertising this year. Out-
door Advertising, Ine. spent a sporsor-estimated $2.500,-
000. (A brief description of the operation of these media
groups will appear later in this report to provide some
background on the tack a TVAB might take. For a quick
summary see chart on page 29.)

To give you an idea of what’s buzzing around the in-
dustry, here are some quotes from tv people SPONSOR inter-
viewed. What the industry people have to say by no means
constitutes a final eross-section of opinion. A definite plan
has to be set in front of them before tv executives can
crystallize their thinking.

A top-level execative in a major radio and tv rep firm
said: “There is a need for a television promotion bureau
and one of these days it will come to pass. I'd estimate
such a group is closer than a vear away. We should pre-
pare now for sales problems of the future, The advertising

Newspapers  spent
paj I

world is accustomed to operating along media organization
lines and muech progress has heen nade in that way

The president of a medinm-sized rep firm had an oppo-
site opinion: “IUs too carly vet for a promotion group. So
many stations are now brand new or going on the air that
it will take a few years before there are enough stations
with their feet under thein to support a tv burcau. By far
the greatest number of stations aren’t oriented yet to think-
ing in terms of this kind of thing.”

An executive in a rep firm, again a major one, said:
“We would be in favor of it. Whether stations would be
willing to pay or not you can’t say. h's a sclHing job.”

The general manager of the top-income station in a
major market said: *“This isn’t the time for it. 1 don’t
think the results would justify the dues. To set up the
kind of organization that would do a significant job takes
vo I just not worth "

On the other hand the general manager of another sta-
tion of similar rank said: “Personally I'm all for it. It
would be best 10 get started now on a small scale at low
cost rather than wait and rush in later when there’s some
problem to lick. But it will be hard to whip up enthusiasm.”

Said a veteran observer of the spot scene: “There are
five good reasons for TVAB now. (1) Monopoly markets
are disappearing: (2) small markets are getting on the
air; (3) uhf needs cultivation: (41 spot tv needs more
missionary work than radio because it costs more: (5)
spot tv has tremendous potential if sold properly.”

Advertisers and agencies were mueh more unanimous
in opinions expressed to SPONSOR at 4A’s meetings and in
individual interviews over the past six months. Admen

(Please turn to page 100)

big money

(based on a series of suggestions to Sponscr by industry veterans)

BIG

Quick start with tangible results in first year
wonld be objeetive of TVAB awith large budget

of *600.000 or morc. Top-lcrel cxccutive with salary
at or near £50,000 would be appointed to organize
staff for tmmediate production of promotion
matcrial and initiation of full-scale activity. Exr-
pericnecd promotion, rescarch and contact men
would be drawn from industry to go to work

in Ncw York headquarters. Major sclling cflort to get
wmembership among industry would be neeessary.
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BUDGET

Promotion activities wight follow lincs of
otlhcr cstablished mcdia groups: calls on adrertisers
and agencies to show them how they can use
telcrision despite high cost or product display
difficultics: building of sales tools for industry.
wonld be on to land accounts for
industry and in other ways show results justifying
cost. Lldrantage of approach would be that big
cffort is drawmatic, gets attention. But disadvantage
lics in lack of time for careful planning.

Pressure

31




Ay

W KlNGSTON’ NeYo. %
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Of the 11 banks advertising on WKNY, five are commercial, five are
savings banks, one a trust company. Among WKNY bank advertisers

are (I to r.): A. S. Staples, pres., Kingston Trust Co.; H. N. Winfield,
pres., Kingston Savings; E. F. Flanagan, pres., Savings and Loan Assoc.

Why all 11 hanks m Kigston

use radio

lrntil recently bank advertising was
confined to in=titutional copy—usualiy
supered over a photograph of the
bank’s Grecian exterior and placed in

corner of the financial page. Today
banks are selling their services directh
to the consumer. and often selling as
hard as companies with brand-name
produets,

With the increase of real selling b

k= has come an increa~ed use of air
reonalized  air

--------------

ofter

ocmot nn.\al any
cIoLiogn aj

peal are the trends in bank advertising.

I s

banks and two branches in neighboring
communities advertises over the local
radio station, WKNY. While this situ-
ation is not typical in that it is unusual
for a town to have a record of every
bank advertising on radio. Kingston
does provide a good cross-section hoth
of types of banks and of the different
wavs radio can advertise banking serv-
ices. Both banks and agencies in other
communities may find solutions to the
roblem of making the hest use of ra-
dio 1n the experience of one of these
11 banks. (See chart on opposite page
for budget and programing breakdown
by individual 1 he Kingston

sels,

DANKke ¢

Personalized selling, frequency of impact, local news

and personality slant have made WKNY top salesman

A survey conducted among banks in
the U. S, in 1953 by the American
Bankers Association showed that out
of 2,285 respondents, 787 use radio,
2,071 use newspapers and 87 use tv.
However, this is still a substantial im-
provement over 145 banks that report-
ed use of radio in 1936.

Therefore, although symptomatic of
the trend toward more use of air me-
dia by banks throughout the country,
the case in Kingston is unucual be-
cause of the degree to which the com-
munity’s banks reflect the trend. Elev-
en out of 11 banks are regular WKNY
sponsors. Eleven out of 11 banks have
set aside special advertising allocations

SPONSOR



for advertising on radio,

These banks, whose total assets ex-
ceed S100 million, are spending $22.-
700 on WKNY in 1933, Their indi-
vidual budgets range from a mininm
$300 for the year to a $1,000 high for
1953 (see chart below).

Advertising schedules arve also diver-
sified. They include three participations
weekly on Cecil Brown and the News
iy the Rosendale branch of the Orange
County  Bauk, whose budget is 3500.
The Kingston Trust Co. tradio budget:
83,000} uses two 13-niinute newscasts

e

case history
nnmnmmnmRnmnmnm—in

{Fulton Lewis Jr.), as well as three
FO-minute  participations on Country
Store, a listeners’ swap shop, each
week.

The success of these 11 advertising
campaigns iz largely attributable to
shillful handling by the WKNY stafl.
who've performed the job of advertis-
izg agency for their 11 bauk accounts.

Not only has the T ads
bank presidents o the ty pe of program
or combination of program and an-
nouncenents that would fill the indi-
vidual bank’s necds, but they've writ-
ten the actual commercial copy in such
a way as to minimize overlapping of
aims,

How did 10047 bank <ponsor<hip on
WKNY come about?

The first one on the air, the Ulster
County Savings lunstitute, was adver-
tising on WKN\Y a« far back as 1945,

(Please turn to page 82)

Banks advertising on WKNY: 1953 assets, radio budgets, air schedule

NAME OF BANK

TYPE OF BANK

TOTAL ASSETS

SCHEDULE

RADIO BUDGET 1953

Homeseelkers Savings

20 oue-nin  and

30)-see

amcts a  week

Savings 38.435,000 (weather jingles before 9:00 a.m., noontime, S$2.500
and Loan - -
6:00-7:00 pm.)
Annct sched keyed to teenagers late after-
Kingston Savings Savings $21,039,260 uoon, factory workers at home early morn S1.000
and eve
2 15-min newscasts (Fulton Lewis Jr), 3 10-
Kingston Trust Co. Trust S14,472915 min partic (Country Store, listeners’ swap S3.000
shop), 3 5-min nmiorn newscasts
National l’lsl'(:r County Comm’l $1.155.756 25-min tap(‘fl local newsreel (You're on the $3.300
Bank of Kingston spot), 12 min anncts a week
Orange County Bank .
* : k 3 parti ' ] g Yeuws) So0d
(Rosendale Branch) Conmm’l 3 partic a wk (Cecil Brown and the Neus, >00
37.000.000
Orcpmgc County Bank Comm’l | I"artic in local news, heavy sea<onal fluctua- $1.000
(Woodstoels Branch) tions
Rondout National Comm’l 35.100.000  10-sec time szignals SEL500
., 2 - 3 1 ‘ s . " ‘h1 (14 14 " ‘1 e
Rondout Savings Ravings $10,782,000 © Min anucts a wk, reaching teenagers with S700
: . service and thrift message
Daily. 7:00-8:00 a.m. annct sched. 2 anncts
Savings and Loan Assn. Savings 210,292,998 Sat. Extra push 1 times a vr for scasonal 852,700
message
State of New York Natl. Comm’l $11,565.959 15-min sportcast a wk NI1.100
Ty 3 15-mi ogs a wk (7:15-7:30 p.m.). Sea-
Yisier Cowmiy Saviusgs ‘ ) ) 15-min progs a \\l\_ (7:15-7:30 p - ) )
it Savings $21,360,721 sonal extras. e.g.. 27 tax shows prior to 15 52,100

March. a religious service prior to Easter
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I vote as follows in tks *bsttls over eca, |
3 [TSETTY i
radlo and/or TV®: ? i

[

)
)

Follow presont SPCASOR style (ragio, T/, 7V,
comens LUil) -uldm,%

”‘hc habit many periodicals and
newspapers (including sPONSOR) have
of capitalizing “TV” while printing
“radio” in lower case letlers has always
touched a raw nerve amnong radio sta-
tions.

The fact that the vagaries of usage
and not a covert conspiracy brouglt
about this discrepancy is no salve to
the sensitivities of the radio fraternity.
Its conditioned reflex is to do a slow
burn whenever such typographical dis-
crimination appears.

The radio people feel that the mere
fact of capitalizing the one medium
and not the other evitably gives video
a psychological advantage. the theory
being that the natural. subconscious
reaction of a reader is to give greater
weight and attention to a capitalized
word.

While spoxsor acknowledges that
this problem iz not one of world-shak-
ing importance it feels that radio has
a legitimate gripe. SPONSOR also feels
that radio has the logic on its side and

SPOESOR “CAPiTALIZATION® BAlioT
(Plasso oheekx one dox bolew, sign name or ot i
lesat givs us your t1t14, and érop in zafltex.)

Capitalizo Radio ard 1V,
Ton®t capitalize radio or tv,

. g3c,)

Y= N -ty e =
(" Fuilee proaent SPoLlive 8L].T Y T

Compsnt 4. A
TiryeManaginy, Liretor
MR g eaTd T Tur&:‘:n Dsllas, Tuves WG
nadio Statioa o ey -

Yo

M Capitalize Fadlo snd 1V,
() Dzn*t eaplitalize raldto er tv. ,
() Toilow peesent EPONSIR stilie (rale, -, TY, AY, ete.)
Ccezert

¥ios

co .___;Iﬁ{&gﬁg et -"'}{_{K_

The case for

lower case

o

that it doesn’t make sense for a broad-
casting trade paper to continually print
the name of one air medium in capital
letters and the other in lower case—
especially when the media are competi-
tors.

Therefore, starting with this issue
the letters “TV” will henceforth be
printed “tv.” To be consistent, SPoN-
soR will carry the style change over to
such abbreviations as “ain,” *“‘fm,”
“vhi” and “uhf.” The names of spe-
cific networks, such as NBC TV and
ABC Radio, will remain capitalized. of
course, and the letters “TV™ will con-
tinue to be capitalized when they are
part of the actual call letters of a tv
station, such as WCBS-TV.

Though sroxsor has always been
sympathetically aware of the typo-
graphical handicap borne by radio. it
cannot claim credit for initiating senti-
ment for the change. The promotion-
minded radio industry, which is not
one to let sleeping printers Lie. has been
protesting against this state of affairs
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TV becomes tv

for years. One of the most active cru-
saders is Robert R. Tincher, vice presi-
dent and general manager of WNAX,
Yankton, S. D.

The efforts of Tincher and others
have recently borne fruit. Such trade
papers as Advertising Age and Broad-
casting-Telecasting went over the lower
case side of the fence last month. The
new Television Age, which bowed in
August, was a lower case convert from
the start.

While sPoNsoRr has been considering
a change-over for a few months it de-
cided to poll various segments of the
broadcasting industry first to see the
reaction and he guided thereby. It
sent out more than 2,000 ballots to
advertisers, broadcasters (both radio
and tv), agencies, reps and others ask-
ing executives to vote on the question.

The ballot gave three choices. They
were (1) to capitalize both “Radio and
TV.” (2) to put both radio and tv in
lower case and (3) to continue the
then-current sPONSOR stvle of “radio.”
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There was a 3095 returu, 671 bal-
lots, to e exact. The returns registered
a landslide vote in favor of putting ra-
dio and tv on the same footing, typo-
graphically speaking. Only 147 urged
SPONSOR to retain ils old style. The
only respondents wlich, as a group,
wanted the old style kept were TV-only
broadcasters and even here the vote
was close with 29 voting for the old
styvte and 26 voting for equal treatment.

While most of the votes urged the
capitalization of both radio and 1tv
SPONSOR editors felt that such a policy
would only add confusion in view of
the tack taken by other trade papers.
The important thing. sPON<OR helieves.
is that sentiment favored an equal
break for both media.

To get an idea of what the scientists
think about how capitalization vs. non-
capitalization affects people’s attitudes,
sPONSOR called on several psycholo-
gists,

Dr. Ernest Dichter. president of the
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IPrint both ‘radio’ and (v’

in same

arges industry poll. so SPONSOR makes

[nstitute for Research in Mas< Motiva-
tions, said: “It is well known that the
outward appearance of letters ha< a
svmbolic significance to readers. H the
word ‘radio’ in lower case is put next
to the letters “FV’ in capitals there
would seemt to be a definite advantage
for television. If the two are separated
the advantage is not so obvious. It
should also be pointed out that the ef-
fect of using ‘radio” and “TV" depends
a lot on the extent to which people ac
cept and understand the use of differ-
ent type for these two words. The pub-
lic, for example, may not attach any
significance to the use of different type
now, though they nray have when tele-
vision was new.’

A psychologist who would not let his
name be used said cautiously: “That’s
a hard question to answer since, so far
as | know. there have not been any
studies made on the subject. However,
| think it would be an interesting ex-
periment to find out whether capitaliz-
ing “I'V" has amy particular effect on
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people.  Quite interesting.”

\ few of those answering the poll, it
must be admitted, however, didn’t find
the subject as interesting. The less-
than-enthusiastic comments included:
“Silly stufl,” and “Tempest in a tea-
pot.” and “This is sheer nonsense!
There must be something of importance
to interest publishers.” and *“Alas! The
mountains labor—etce!”

By and large. the comments indi-
cated sincere interest in the question,
however. Some of those favoring capi-
talization suggested the use of such ab-
breviations as< “RO” “RA™ or
“RAD™ for radio. Many considered
equal treatment long overdue.

There was no dearth of punz. Oune
radio station manager. thinking of how
manyv tv stations were financed by
radio interests. mourned: “Most of the
‘Capital’ of tv has come from the
‘Capital” of radio!”

A sampling of 30 of the 671 ballots,
together with typical comments. 1is
shown below. LBE S
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How Lewyt gets dealers to use

more radio and tv

() ne sentence frequently recited by
an enthusiastic salesman to a hesitant
customer s, “If you’ll only try it
you'll be convineed.”

‘The Lewyt Corp., reportedly one of
the country’s three largest vacuum
cleaner manufacturers, has no trouble
selling its distributors plenty of vac-
uum cleaners. But the distributors
aren’t so convinced as to the value of
selling Lewyt cleancrs via radio and
television on the local level.

Lewyt's job, then, is selling the dis-
tributors on air media. “I you’ll just
try radio and tv,” the firm pleads,
“you'll be convinced.”

So far, seven distributors have taken
advantage of of Lewyt’s co-op radio
and television offer. Are they con-
vinced? One distributor who's not
given to exaggeration described his
1esults as “phenomenal.”

Lewyt wastes no time in telling its
81 distributors about these phenoin-
enal results. and is selling more and
more of them on using air media. It
plans to nearly double next year’s co-
op radio and tv appropriation, increas-
ing it from $75.000 to betwcen S125.-
000 and $150,000.

“And S150,000 isn’t necessarily a
ceiling on thc co-op radio and tv
budget. either,” Donald B. Smith, ad-

Lewyt had no retail product for first 60 years,
brought out vacuum cleaner in 1947 under

leadership of President Alex Lewyt (left) and
Gen. Mgr. (cleaner div.) Walter J. Daily
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Lewyt likes saturation campaigns as in Detroit drive via WXYZ, WWJ (above). Firm suggests
dealers reach both sexes, make heavy buys in best sales seasons: fall, Christmas, spring

vertising and sales promnotion manager
for Lewyt, told sroxsor. “The more
distributors that we can sell on buying
air advertising. the more money we’ll
set aside for this purpose.”

Smith, who keeps a close eve on
Lewyt's $§3.4 million advertising bud-
get, 1s cnthusiastic about radio and
television. but particularly so on the
local level.

“Other media just can’t begin to
compare to local radio’s three chief
advantages,” Smith says. “They are:
(1) radio’s exposure to the greatest
number of people, (2) radio’s timeli-
ness and the way one can tine cam-
paigns better with radio, and (3) ra-
dio’s extremely low cost.”

To help the distributor do an effec-
tive radio and tv promotion job on
the local level. Lewyt offers frec com-
mercials transeribed by Norman Bro-
kenshire. literally dozens of prepared
counmercials which the local announc-
ers can read and five television films.

At the 18 regional meetings Lewyt
liolds for distributors from coast to
coast. Lewit sales exccutives extol ra-

dio and television, play the Broken-
shire recordings and show the tv filins.

Then they follow up with printed
bulletins and letters, and keep dis-
tributors advised as to the results oth-
er distributors have obtained.

Lewyt executives don't force the dis-
tributors to use co-op radio in any
set way, but they do suggest the dis-
tributors employ saturation announce-
ment campaigns during Lewyt's three
heaviest seasons: fall. Christmas and
spring. Most of the distributors go
along with the suggestion, and have
obtained exceptionally good results.
Lewyt. like all vacuum cleaner com-
panies, keeps its sales figures a closely-
guarded secret, but it reveals that some
distributors have increased sales sev-
eral hundred percent during a given
saturation campaign.

Lewyt. by the way. doesn’t believe in

(Please turn to page 66)

i

case history
i
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VACVYU A CLEANER

L. Lewyl secks to Leep dealers informed about big

ses scored on local level by dealers already
using radio and tv on co-op basis. It hopes that
examples of sales increases gotten through wuse of
saturation radio will be best ammunitiorn in per-
suading its dealers who use print media only now.

'l. Company plans to almost double its co-op radio
and tv appropriation, going from £75,000 to be-
tween $£125,000 and £150,000. The §150,000 figure
isn’t ceiling, Donald B. Smith, ad and sales pro-
| motion manager, told sPONSOR. (Smith is shown
above with examples of Lewyt print advertisements.)
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* NEVER BEFORE SUCH EDVIORIAL ACGLAIM !
Millians reading and raving aboat LEWY1

LEWYT DOUBLES
AD DRIVE pehiad...

jybw‘l’fr

Big print spender Lewyt wants to up dealer use of air. Its approach:

3. Recorded commercials featuring the voice of ra-

dio tveteran Norman Brokenshire arc made available
at no eost to dealers. Dealers can also get many
different kinds of written eommercials for a loeal
announecr to rcad. Company also has a scries of
fire tv films. Lecwyt pays 50% of the time cost.

4, st 1% regional meetings with distributors, Lewy!
talks up air media. This i3 followed up with
printed bulletins and-«l-tters. Lewyt suggests satu-
ration use of air during fall. Christmas, spring,
heaviest sales seasons. Try to reach men as well as
women, Lewyt advises, since men share buying decision.
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BING CROSBYI In the foreground is video tape recorder developed by Bing Crosby Enter-
w prises, Inc. Crosby and employee handle plastic tape, now one inch wide

DAVID SARNOFF:

RCA is scheduled to show color video tape tomorrow. Sarnoff
created sensation in Hollvwood when he annauncad Aamnncteation.

0ne of the most exciting develop-
ments on the electronics horizon—the
1~aguetic television tape recorder—is
in the news again.

RCA’s scheduled demonstration to-
morrow (1 December) of both black-
and-white and color video tape indi-
cates that advertisers and the tv indus-
try may well have to start planning for
tape very shortly.

The questions that immediately come
to mind are these:

When will video tape become avail-
able? What will it be used for first?
Will it lower or increase costs for tv
advertisers? What are the long-range

implications? What can tape do and®

what are its advantages?
sPoNSOR has looked into these ques-
tions and while the technical aspects

of video tape recording are very hush-

hush its eventual effect on tv program-
ing and advertising are becoming
startlingly clear,

Let’s start off by briefly answering
the above questions:

Television tape should be perfected
enough for mtroduction within a year

or two. Bing Crosby Enterprises, Inc.,
lias been talking about making a black-
and-white tape recorder commercially
available during 1954. It is possible,
however. that the expected FCC ap-
proval of the new tv color standards
will kill black-and-white tape before it
even gets started.

That is not certain. But if it hap-
pens. it may take another vear before
color tape and recorders are put on the
market. It is understood that RCA

looks toward the perfection of its color

tape within two vears from the present.

It appears likely that magnetic video
tape will be used first to replace kine-
~cope filin recordings. While kines have
heen improved since their introduction
thev are not considered an ideal form
of recording. The Bing Crosby inter-
ests have stated they intend to push
their first commercial video tape re-
corders for straight tv delaved broad-
cast applications.  Video tape is ex-
pected to be much superior in quality




endouns. Sponsors will be glad to know it will bring

down tv's cost

Eoordcr: What 1t means (o sponsors

tp Kines. As a matter of faet, it ix ex-
pected i time to be equal i quality to
a live broadecast.

Spon=ors will be happy to liear that
video tape will eventually bring down
the cost of using tv. The reasons will
be explained later, but suflice it to cay
video tape does away witl the expense
ard time involved in processing film.
The fact that a video tape recording
can be played baek practically instantly
means additional flexibility — and.
hence a saving in money- in the pro-
duetion of television programs.

One still-unanswered question in-
volving cost is what effect tape will
have on unions and what their reae-
tions will be.

The long-range implications of video
tape are positively stunning. In his
sPoNsOR columm of 19 October 1933
{which preceided the announcement of
the RCA  demonstrationy Bob Fore-
man compared its effects to an H-bomb.
Formman pointed out that it will affect
the wiotion picture industry as well.

It 1= siznificant that the announce-
ment of the BRCA tape demonstration
{which will he held in the Princeton
laboratories] was made in Hollvwood.

RCA Board Chairman David Sarnefl
revealed RCA's progress on 3 Novem-
ber following NBC's tv color demon-
stration.  lle created a sensation, not
only  because RCA. a leader in re-
~earch. feel= thut color video tape i far
cnough along te show it publicly but
Lecause Sarnofl has more than onee
been a reliable harbinger of things to
come.

sPONsoR's look into video tape re-
vealed that a large percentage of the

""ll'!:!!'lmllm i I ||||||||"||||||::::I:::"|”“I
status report
T ——— i

people wlio will be most affected by
video tape are only dimly aware of its
potential. Some of the insiders, how-
ever, find it hard to keep their feet on
the ground. They foresee a time, not
too far distant when every home will
bave video tape to record tv program-
ing and chains of movie houses will
simultaneously show features piped
from a single video tape recording
center.

What is there about video tape that

portends thi~ fascinating future?  Po~-
~ibly the casiest way to understand how
video tape works is to compare it to
audio tape (whicli <houldered aside the
shiellac di=k and i< now commonly u-ed
to record radio prograns), and photo-
graphie film (which carries hoth pic-
ture and sound track).

Audio tape is a plastic strip coated
with a metal. v<ually iron oxide. which
records ~ound magnetically.  That i<,
the metal coating 1= magnetized by
clectronic  impulses which vary ac-
cording te the sound frequencies. How-
ever. you can't actually see the specific
recorded sounds as can he done in a
photographic sound track.

IU's the same with video tape. The
picture “information”™ picked up by
the televi<ion camera is converted into
electronics impulses just as <ound
These impulses magnetize the video
tape just as sound does. The record-
ing is immediate. There i no process.
ing necessary as there i~ in ilm. There-
fore, magnetic tape can be played back
just as soon as it's recorded.

Not only is magnetic tape cheaper
than film stock but maguetic tape can

(Please turn to page 88)

Pictorial diagram below shows how use of VIR (Crosby Enterprise’s
namea for its video tape recorder) does away with time-consuming
and expensive precesses involved in making and developing kinescope

recordings on photographic film. Note that VTR can monitor both
sight and sound while program is going on. In actual process, tape
is put aside after recording and played back later for telecasting

positive film developer

negative film developer

) 4
VW -~
A&:’?r L &
// N 5 | film Y
A= A/“W /
.j/ film i

& -

video film recorder\

\”E

@ ‘recorder electronics

tv console
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MINUTE RICE IMPROVES EFFICIENCY OF ITS SHARED TY SPONSORSHIP OF "BOB HOPE" "MAMA"™ BY CARRYING THEME OF TY |

How General Foods

ol

&

els most ont
elevision for Minute Rice

Postwar GF rice brand stretehes impact of tv by launching recipes on

video shows, following through in print and super market displays

”vvn vears ago. quick-cooking Min-
ute Rice was just a gleam in General
Foods™ corporate eve

Eight year~ ago. Minute Rice was
aunched the consumer market in

Atlanta and Pinladelphia with a com
1 £ 1 Qacipilla 9 §

bination of ~pot radio, nmew spaper- and

40

point-of-purcha<e promotions.

Today. Minute Rice is a fast-selling.
nationally-distributed product backed
by a spoxsor-estimated 22 million ad
campaign which includes shared spon-
sorship of two of tv's top network pro-

grams—Bob [lope (NBC TV) and

Mama (CBS TV)-—magazine color
spreads (Life, Satevepost, women’s
magazines) and extensive point-of-pur-
chase material.

All of General Foods’ leading com-
petitors in the $105 million annual
(U S. consumption at retail level) rice

SPONSOR
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MMERCIALS INTO POINT-OF-PURCHASE DISPLAYS

business admit that Minute Rice ranks
in the top three in sales and is the
most-advertised rice brand on the mar-.
ket today.

Other rice brands< (some of which
top Minute Rice on a “pounds sold an-
nually ™ basis. but not on the basi~ of
“number of packaged units") use ra-
dio and tv. Runner-up to Minute Rice
i River Brand Rice Millzs, makers of
Carolina and River Brand Rice. which
uses spot radio jingle: on some 25 out-
lets in a dozen markets plus a pariici-
pation period on Wednesday after-
noons in a Du Mont TV Network show,
Paul Divon. Converted Rice. Inc..
makers of Uncle Ben's Rice. ha- used
a tv participation series in  Garry

Moore Show (CBS TV) as well as some

local tv and radio announcements.
Other periodic radio-tv zpot adver-
tisers in the rice field include: Comet
Rice Mills. makers of Comet Rice: Ed-
mundson-Duhe Rice Mill. makers of
Regent and Chinito brands: and Loui-
siana State Rice Milling Co.. makers
of several important regional and local

30 NOVEMBER 1953

rice. brands mecluding Water  Maid.
ILALG., and Mahatma.

But, a~ the ad manager
Minute Rice's leading competitors ob-
sronsor,  “VMinute  Rice
spends more on the air than anvone
dreamed of

of one of
served 1o

in the rice hnsiness ever
spending.”

I contrast with the over-all General
Foods picture. lowever, Vlinute Rice is
by no means a reigning GF - <tar.
The current spending level of all GF
advertising  including items like pre-
promotion, ageney fees,
point-of-purcha-e  material.  ete. s
around 851 million. In terms of total
sales. GI is in the three-quarter billion
dollar class. A< a l'roadcast advertiser
Gl is one of the biggest in ~ight. « Cur-
rently. the GF banner flies on 12 net-
work radio shows and six network

miums. sales

video programs including evervihing
from Wendy Warren & the Neus to
Red Buttens and Our Miss Brool:s plas
redio-ty spot campaigns. )

Minute Rice's importance in the
General Foods picture is therefore not
hased on sheer zize. but rather on what
it representz. Minute Rice is typical
of the erop of a dozen-plus GF pack-
aged food products which have been
launched since the war. all of which
have been highly suecessful.

These products include: Corn-fetti.
Krinkles and Sugar Crisp in the Post
Cereals line: Swans Down Yellow Cake
Mix. Devil’s Food Mix. White Cake
Mix. and \Angel I'ood Mix in the bak-
ing product=: Birds Eve Chicken Pie.
Chicken Parts. and Frozen Orange
Juice: Jell-O Puddings and Pie Fill-
ings: Baker’s d-in-1 Cocoa Mix: and.
of course. Minute Rice. All of the-e
products have one thing in common:
they are packaged, easy-to-cook. easy-
to-store foods.

General Foods thinks highly of these
culinary starlets. pamvularl\ when it
comes to their sales records. For the
six months ending 30 September 1933
General Foods racked up a whopping
3354.:475.594 in sales- an increase of
nearly 330 million over the same pe-
riod in 1952. “The increase in vol-
ume sales.” announced GF at the time
these sales figures were releaszed. "was
partly due to the growing success of
postwar products and to more effective
marketing.”

Marketing is of great importance to
GF. As President Austin 3. Igleheart
recentlv observed. "When the millions
and millions of packages come off the
line. vou still have to sell them.™

M |
case histor 4
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Selling means a lot of thing~ 10 Gen-
cral Foods. 1t means research to de-
termine the sales potential of all types
of markets. Tt means  hard-Intting
~alesmanship  within the trade.  DBuat
where the housewife is concerned <ell-
ing means reaching her as often as
possible with product advertising be-
fore she makes her food parchiases,

To accomplish the goal of impress-
ing the housewife thoroughly witl the
quality. convenience and value of
food products,
heavily on broadeast advertising.  In
fact. according to sPON=OR's latest es-
timate. more than 5077 of GI7's 1otal
advertising expenses are connedted di-
rectly or indirectly with radio and 1v.

The reason for this extensive use of
air advertising by GF isnt hard 1o
grasp.

Over half of the S70 hillion now
spent annually by Americans on food
goes for pa(l\a"e(l food products, The
lmll\ of this purchasing i< done in <elf-
service grocery outlet. Air media have
an excellent record over the years in
sclling packaged products of all kind~
and for reaching the mas<- audience
which does its shopping in super mar-
kets.

The air advertising Dlueprint n=cd
by General Foods for Alinute Rice

General Foods relies

therefore should be of value 1o anv
adman or frm conrerned with the
problems of launching a mas<s.con-
sumption packaged item. Here's how it
~haped up:

1916: General Foods™ marketing ex-
perts selected \tlanta and Philadelphia
as the first target~ for Minute Rice for

(Please turn to page 806)

Formula for pre-cooked Minute Rice was
sold to GF in 1941 by Ataullah Durrani




Beware of these misuses of Star

Researcher Beville of NBC shows advertising pitfalls of new Stareh study; Daje
v 2

In its issue of 16 November 1953
sTONSOR published a report on a series
of television studies conducted by the
well-known researcl firm of Daniel
Starch & Staf].

At that time sroxsor sought to be
objective in its report, giving both
sides of the hot controversy which sull
surrounds the Starch tv figures.

Now, as a result of criticism that
SPONSOR's article was “unfair to tv and
too favorable to magazines,” we again
seel: to be objective in presenting a
pair of articles on the same subject.
The first, by NBC’s [Tugh M. Beuville,
starts immediately below; the other by
Jack Boyle, tv director of Daniel
Starch, commences on page 97.

Both researchers herewith have an

opportunity to air their views, criti-
cisms and counter-criticisms of the
Starch tv studies of commercial identi-
fication.—Editors.

by Hugh M. Beville *
Director research, planning, NBC

.’)ily the poor vacuum that exposes
itself to the excess of hot air that hangs
depressingly over Advertising Alley.
Particularly if this vacuum happens to
be labeled “advertising effectiveness.”

The “Immediate Recall Survey of
Television Commercials.” sponsored by
Daniel Starch & Staff, was designed to
be an inexpensive research cevice for
improving tv copy. by obtaining a
“playback™ of sales points from pro-

gram viewers soon after tv exposure.

Reaching by telephone a person who
lias seen the program. the interviewer
asks: “Please describe the commer-
cials.”

After conducting about 20 such sur-
veys, each with a total sample of ap-
proximately 250 respondents, Starch
determined that “41% of the viewers
of the average nighttime network tv
show see any given commercial within
that program.”

“Incidentally,” they said, “this fig-
ure corresponds to a ‘noting’ average
of 40% for magazine color page ads.”

This is the background of the contro-
versy which was brought into the open
in the 16 November sPONSOR in an arti-
cle headlined “Will Starch’s new tv

NBC's Bevilie {top, below) warns that the
use of new tv figures from Daniel Starch
(bottom} as media yardstick is misleading

Beville’s 5 cautions on Starch tv data

The research methods applied by Starch to magazines and tv, NBC
Research Director Beville feels, are so different that the end
figures can in no way be compared directly. "The only conclusion
we reach is that the two techniques are not at all identical and are
similar only in that they are both produced by Starch," Beville says.

Advertisers should remember that a network's responsibility, even if
it is selling a network-packaged tv show, is to deliver a good audi-
ence, says Beville. Whether the audience waits through the com-
mercials is the advertiser's headache: "lt's up to the sponsor and
his agency to produce commercials that attract and hold viewers."

In evaluating Starch figures admen should remember, NBC warns,
that a commercial which is highly entertaining may get a high re-
call figure—but it may not be selling the product. Other video
commercials aimed at "the interests of a small proportion of top
prospects” may have low recall value generally, but sell effectively.

Networks do not claim that the total audience of a tv program
sees every commercial. Minute-by-minute audience data (Nielsen)
and average-audience-per-minute rating figures (Hooper, Trendex,
Nielsen) give more reliable estimates of audience to individual
commercials in a network television program, Beville cautions.

Primary usefulness of Starch tv studies, Beville believes, is ‘in the
realm of copy testing and checking. But the results, he adds, are
only a check of audience's ability to "play back” sales points to
Starch interviewers in a phone survey. They are not, he feels, com-
mensurate with an accurate measure of how many saw commercial.

Gl = W N
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Newsweelk guotes SPONSOR re Starch A “Newsweok’ reporter sought out
SPONSOR editors, road proofs of 15 November SPONZOR article on Starch tv figures.
Said "Newsweek”: "Defenders of the young advertising medium rushed into print this
week in the trade journal SPONSOR," referring to quotes in SPONSOR article from research-
men who pointed out no comparison of magazines vs. tv was possible with Starch figures.

wrel’s Boyle replies

|

noting figures upset buying strategy ?”

Interest has becu focused on two
points:

1. The belief that these Stareh stud-
ies “condenm to oblivion the ghih the-
ory that all the tv viewers who watch a
given tv show see -and remember—all
the eommeereials in the program.”

2. The Dbelief that by providing
“noling” figures for both magazines
and television, the Starch studies pro-
vide a valid basis for inter-media com-
parisons.

It is the last point in particular that
should disturb responsible researchers
in all fields of advertising.

Even when Stareh data were re-
stricted to magazine advertisement
1eadership ratings and supplementary

“primary reader characteristies,” some
highly respected researelt men com-
plained that Starch was inviting in-
valid media comparizons.  Fhis eriti-
cism was directed particularly at the

JACK BOYLE REPLIES TO BEVILLE

Daniel Starch and Jack Boyle were shown
this article by NBC's Director of Research
Hugh M. Beville. Starch firm replies, page 97.

lack of precision in sampling. and
vague methodology.

The eomparisons he is now inviting
are between two vastly different types
of media. on the basis of completely
ron-comparable sampling and inter-
viewing procedures.

sPONSOR was delinquent in its orig-
inal presentation by glossing over the

wajor diffevences between the two
Starch serviees. Particular exception
i: taken to the ~tatement that “research
techuigques ave ~unilar in Starch tv and
magazine ~tudies. bot by no means
identical.”

There are virtwally ouly three areas
in which the <envices ave similar:
Starch interviews . ..

I. A «mall nnmber . ..

2. Of people . ..

3. Who had been exposed to the ad-
vertising.

In every other aspeet, particularly
with regard to technique and results,
the surveys are completely non-com-

parable.

(For descriptions of the two types
(Please turn to page 92)

Printed media: How Starch evaluates the ad
campaigns in national mags and newspaper supplements

» Metlhod: Familior *‘ recognition method’’ technique
is used. Interviewers ask respondent to indicate, as
pages are turncd, which ads were scen in his or her
previous reading of magazine. Inmtervicwer trics to
determine extent to which respondent has read a par-
ticular ad. Weckly magazines are studicd in period of
one week, starting four days after mag goes on sale

» Samplc: Interrvicwing s done on both men and
women (total: about 300) for gencral magazine. For
specific appeal. about 200 men or women are checked.
Sample is made up of people who read issue prior to
interviewer's call. This*primary home’" andicnce got
the publication rvia subscription or at a ncwsstand.
About two-thirds of women quizzed are homemakers.

™ Report:. Three levels of readership are given: (1)
““noled’’—those who can recognize a print ad cven if
they can't identify advertiser, (2) **scen-associaled’”
—includes those who ““note’” and identify. (3) ““read
most’’—rcaders who had read 5077 or more of rcading
matter in ad. *Noted’ and *‘scen-associoted’’ per-
centages are cumulative. Admen use all threc ratings

30 NOVEMBER 1953

Television: How Starch rates ‘immediate recall’
value of video commercials and sales points remembered

> Method : Within an hour of program teclecast, inter-
vicwers attempt to locate and question men and women
who saw the particular shov. Qumizzing 1s done by
phone. Vicwrers are asked to deseribe show’s commer-
cials (aided and unaided recall) and to ** play back”
sales message in specific v commercials. Probing 1is
done on aided, unaided basis for cach show commercial.

> Sample: Size of the sample. and location. ¥s largcly
atl the discrction of the client. Usually, some 200 in-
terviews with viewers who saw the particular show are
made. Location of citics in which fv checkups are
made usually has some geographic spread, but docs not
always inelude largest citics. Names of viewers are
chosen on random basis from pages in the phoncbook,

> Report: For cach commercial on program checked,
two scts of Stareh figures ore reported: (1 Unavded
identification’ —tlhe perecntayc of men or vomen who
described a particular commereial without assislance
(2) *‘dided identification’’—the pereentages recalling
commercial’s sales points when promptcd by Starch
interviewer, plus ©* Total ™" figures.** play back’ quotes.

13




F&P clinies mull spot prohle

Rep firm’s radio and (v stations and its own experts get together in three-

day Chicago confab to sharpen their advertising techniques

€. of those profitable get-togethers, where broad-
casters let their hair down and sharpen their adver-
tising and operating techniques, was held in Chicago
carly this month nuder the acgis of Free & Peters,
slation representatives,

The three-day sale< clinie, held for F&P-repre-
sented stations. gave 108 station executives as well
as 30 F&P men an opportunity to swap experiences
and knowhow oun a multitude of subjects ranging
from rate deals 1o merchandising, from audience
promotion to sales service. Separale clinies were
held for radio and tv stations. A similar closed-

door confab was held by F&P 1 1950.

The clinie was opened 3 November by H. Preston
Peters, F&P president. and there were tatks by guest

Radio audienee promotion:

Fred Nahas, NXYZ, Houston, discusscs andience
['nlike 1930,
pancls were  splil

promolion al FE&P clinie (al right

audicnce and sales  promotion

Radio merchandising:

Allending merchandising pancl were, Uolo r.. A, O,
Dernstein, WAOV, Vinecnnes. Ind.; Wayne Kearl,
KCHUB-KITBC, Hawati; dJack Thompson, FdP (lefl)

Radio sales promotion:

Doltom, vight . . W, Youngsleadl, WPTE, Ralcigh :
Panl Mills, \WBZ, WBZA Boston; John Erickson,
Bill Bryan, both F&P: Marvin Hull, WMBD, Peoria

4

speakers representing the advertiser, the agency and
the broadeasting industry. Speakers included Al-
ired C. Waack. advertising director of the Housze-
hold Finance Corp.; Richard Grahl, chief timebuy-
er for the Willlam Esty Co., and Kevin Sweeney,
vice president of the Broadeast Advertising Burean.

The first and second day were devoted to radio
problems and tv wa- covered during the second and
third day. Serving a- moderators in the variou-
panel discus-ions were F&P men.

There was no attempt to reach conclusions dur-
ing the behind-the-<cenes panel:. The object was to
show how various station= served their clients and
met their own problems, the kevnote being that what
was goed for the station was good for its clients.

e, rCTYE

or€ for the Advertiser and his A.qency_
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How to make Syt Radio d”c'f/l/e
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More for the Advertiser a

ABOVE, GROUP PHOTOGRAPH OF THOSE WHO ATTENDED CLINICS AT EDGEWATER BEACH HOTEL, CHICAGO, 3.5 NOVEMBER

Tv advertising:
At tv panel (at left) are (1. to r.) George Stanton,
P& ; Stuart Watson, 8. C. Johnson; Richard (; /

Wm. FEsty Co.; Jack Green of the Toni Company

Tuv sales:

Discussing the i
Jaek DBrooke, Fd&'PP: Lce Rumwiteh,
Joe Herold, KBTV, Denver

tys al 1l c. L
WTVvJ, Mann

hown at bottom, lefi

Tr aud the ageuey:

Bdow, vight, ave identificati 1) ( / (
the guest ake Fd&P ] {
cliy Tl

ROBERT E ANDERSON

Batrron Barton
Durstine & Ostrsrn Inc
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UBW AND DPCOMING TV STATIONS

I. New construction permits*

‘ ‘ ' POWER (KW)** | ‘
CITY & STATE LA |°“§}3T‘EL| DATEOF | L VISUAL | AURALIS TATIONS M?é(%#t | LICENSEE & MANAGER RACS
ANN ARBOR, MICH. t 26 4 Nov. . 263 138 1 13 UHF Redents, U. of Mich.
CHAMPAIGN-URBANA, WiLL-TV: 12 4 Nov. . . 18.2 9.1 1 NFA u. of I
ILL. I
CHICAGO, ILL. Pn 4 Nov. 61.7 33 4 1,575 VHF ‘Chdlca?m‘ Educ. Tv Foun- p
CUMBERLAND, MD, WTBO-TV 17 12 Nov. 19.1 9.5 0 NFA Maryland Radio Corp. Branham "
LAKE CHARLES, LA. KPLC.TV 7 12 Nov. 51.3 27.5 0 NFA Calcasieu Bdestg. Co. Weed 1
MIAMI, FLA. WTHS-TVI 2 12 Nov. 13.8 6.9 1 201 VHF Oalietc?;"t: Bd. of Pub. .. ... I
struct ol

PITTSF'ELD, MASS. WBEC-TV 64 12 Nov. 17.4 9.4 0 NFA Wecﬁtern Mass. Bdestg. Evg;e{!_w [
0. chinngy

TOPEKA, KAN. 42 4 Nov. o g3.4 41.7 1 NFA Alf M. Landon

WEST PALM BEACH, 5 4 Nov, E 60.3 36.3 1 17 UHF Palm Beach Tv Inc.

FLA.
II. New stations on air*
: l |__POWER kw)** | [ sersin — an II

CITY & STATE Lerrers | CHABYEY OoATE ' VISUAL  AURAL | AFFILIATION | ON AlR MA o " | LICENSEE & MANADER REP

ANCHORAGE, ALASKA KFIA 2 15 Nov. 13.8 8.3 CBS, NBC 1 NFA ﬁz?gg"SK%giﬁg"“";lchard ‘Weed-TV
Rollins, partners |
BILLINGS, MONT. KOOK-TVY 2 9 Nov. 17.5 8.8 ABC, Du M, 1 NFA {‘/"0"'3"'3 Network - |‘
CBS . V. Clark. gen. mgr.
BLOOMINGTON, ILL. WBLN 15 26 Nov. 18 9.8 B 1 NFA Cecil W. Roberts, ger- McGillsra
mittee and pres.
Jerreli Henry, gen. mgr.
COLUMBUS, GA. WRBL-TY 4 15 Nov. 26.9 14.5 CBS 2 12 UHF Columbus  Bdestg. Co. Hollingbers
DENVER, COLO. KLZ-TV 7 1 Nov. 10 6 CBS 3 164 VHF  [ladie Radio & Ve Ine  Ratz
gen. mar.
DES MOINES, IOWA KGTVY 17 117 Nov. 162 87.1 ABC 1 NFA g;‘l’nhmg‘:c;:ﬂ_"’ ;’;’;‘1 A Hollingbery
¢om. mgar.
EVANSVILLE, IND. WFIE 62 15 Nov. 90 45 ABC, Du M, 1 25 UHF ’P::;:ig‘ ;‘;;m"";r-.es' Taylot
NBC Ted Nelson, gen. mar.
FLINT, MICH. WTAC-TY 16 26 Nov. 59 29.5 ABC 1 NFA ca(';"-o';be"'“e"d'e Bdestg.
H. Allen Campbell. vp &
gen. mar.
FORT WAYNE, IND. WwWKIJG-TY 33 15 Nov. 270 143 NBC 1 NFA g E 's"'c':‘ ?dmg- Co. Raymer
N . ust. pres.
HAYANA, CUBA CMTY 11 1T Nov. 5 2.5 ) 5 NFA Coé-nnania Tv del Cribe ...
Maﬁ&e.l D. Austran, pres.
NEW BEDFORD, MASS. WNBH-TV 28 15 Nov. 200 100 1 NFA E‘ :,lnthg:lyom%ns";; Walker
. 5 . F.
OKLAHOMA CITY, KLPR-TV 19 15 Nov. 91 49 Du M 3 232 VEF KLPR Tv Inc. Rolling
OKLA. Byrne Ross. pres..
PRINCETON, IND. WRAY-TV 52 15 Nov. 10 [ 1 NFA So. Ind. Testg. Inc. Walker
R. L. Epstein, gen. mar.
TOPEKA, KAN, WIBW-TVY 13 15 Nov. 2 1 ABC, CBS 1 NFA Topeka Bdestg. Assn. Capper
Du M ! Ben Ludy, gen. mgr.
TULSA, . . . !
OKLA KCEB 23 15 Nov. 10 6 2 165 VHF Sl.fr;d' I?:lcll;. gpee’:'m“t‘egen Bolling I
YORK, PA. WNOW-TV 49 15 Nov. 97.7 52.5 Du M 1 NFA Helm Coal Co. Hollingbery |
L. W. Wllliams, gen.
- . _ mgr. .
J
Tornl U.S. stati -‘_“ _mir 18 No. of post-freeze CP’s grant. No. of TV homes in U.S. (1 |
! . cational Oct. ’53) 25.690,0008
1o 161 Percent of all U.S. homes
6 211 with TV sets (1 Oet. "33) . 369§
" v rrenta omes w'th sets and fiomés (n TV coverage aress are considered spproximate. 8
the ! idio wh granted a C.P. also represents the Ae¥,
At X001 it r‘alls t - to confirm TV representations of most
3 DL : the radlo static tumn (when & radio statlon bu
sta stime on sets Jjn market
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THE BIRD AT HAND is Channel 10’s

Rhode Island Red Rooster ... million-dollar mascotof WJAR-TV,
solidly-selling an $8,257,877,000 market through 859,
penetration of 1,080,413 TV homes.

WEED TELEVISION, NATIONAL SALES REPRESENTATIVES







A single order to CBS Radio Spot Sales...and
vou'll fire sales-booming salvos in B4 of the nation’s
largest markets, using the biggest gun

the local CBS Radio station we represent

We're manned for quick action. Our accoun
executives (who average 8 years of active duty on
the local station level) can tell you all about these 14
stations, their programs and their personalities.

Our rescarch and promotion crews (each the largest
in the spot field) can help you sclect the strongest
availabilities for your needs. making certain you

reach the right ages. income levels, sex. and the like.

And you'll reach more people than you would any
other way. because in each of these 14 areas the
station we represent has the biggest average share

of audience in its marker, month after month!
Whether you're invading a single market or alt 14

vou'll be in complete command when you use CBS

Radio Spot Sales. Fire when ready. Gridley!

CBS RADIO SPOT SALES
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mo wonder the Colosseum is in

ruins—folks in Rome would rother

é‘ wotch WHEN.

2N )
/2 W

o4 |..0:’

JUS

Once you see ane lion devour
o martyr, you've seen ‘em
oll. Entertainment on Chan-
nel 8, however, is sa rich in
variety that all Rome gives
thumbs-up to WHEN. Inci-
dentally, Rome is only one
of more thon 250 communi-
ties in the rich heort of N. Y,
brought to the Syracuse
morket by WHEN. Interested
in collecting Romon coin?
WHEN's loyal Rarnan legions
hove well-lined togas, ond
o good golden stream of
denarii flows into Syracuse.
Don't fiddle around while
the TV tubes in Rome burn
for other spansors—get
——— abaard that chariot!

SEE YOUR NEAREST

KATZ AGENCY

focly

&0 e

ces
ABC
DUMONT

MEREDIIH
STATION

50

WHEN |

TELEVISION

SYRACUSE /
=

Louis W. Munro

President
Doremus & Co., New York

agency profile |

“You car’t advertise securities like you advertise shoes,” Louis
Munro, president of Doremus & Co., told spoxsor half-wistfully.

He was referring to the speculative nature of most securities
which makes it difficult to predict their worth so much as 24 hours in
advance. Furthermore, various legal restrictions make the advertis-
ing of securities a complicated project. A shoe manufacturer adver-
tises color, style, durability of his product, not the virtue of wearing
shoes. Yet that’s precisely the type of broad institutional-educational
advertising that a financier must do.

“Take mutual funds, for example,” Munro continued. “We can
educate the public to the over-all advantages of all mutual funds,
but we can’t single out one particular fund as ‘less risky, recom-
mended by most millionaires, or sure to satisfy or you get double
your money back’.”

The copy which Doremus wrote for Kidder, Peabody & Co., one
of the agency accounts that uses air media. had to be cleared with
the Securities Exchange Commission. the National Association of
Securities Dealers, the agency attornevs and top company executives.

The final commercial, of course, was more educational than hard-
sell. Yet each 15-minute radio program, Your Money at Work,
(aired last year once a week over WOR, New York; WHDH, Boston;
WGN, Chicago), produced an average of 250 leads for Kidder, Pea-
body, with such a good rate of conversion into sales that the show
cost the sponsor onlyv 4¢ per dollar of sales.

Why, despite the radio success of Kidder, Peabody, is the Doremus
agency’s total air billing only $150,000 out of the agency’s expected
total §10 to $12.5 million in 1953 billings?

“Because the top executives of financial houses still need to be
educated to the value of radio and TV advertising,” said Munro.
“They find it hard to spend money for intangibles. And, along with
doctors and lawyers, they re the most unadvertising-conscious crowd
of businessinen anvwhere.”

A\ graduate of Dartmouth and the Harvard Business School,
Munro is well suited to the job of educating Wall Street in adver-
tising strategv. And, as a Doremus exccutive for better than 25 years,
he notes the trend towards more use of air by financiers.

When not educating Wall Street to advertising, Munro is educat-
ng three sons for Wall Street in his Long Island home. * k&
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This picture was taken during erection
of an RCA TF-12AH, 12-section 50-
kw Superturnstilte at KTBC-TV.
Interim transmitter power was 2 kw
when KTBC-TV went on the air.
Now it’s 10 kw

KTBC-TV can still increase power many
times without a single change in its
antenna system

> - = -

~¥ W

S/ il

High-gain
VHF antenna

—with a 90-kw rating!

It delivers up to 316 kw ERP: RCA’s 12-section, 50-kw
Superturnstile, in combination with a high-power
VHEF transmitter, meets FCC maximum power limits
—with plenty of gain to spare.

It has adjustable beam tilting: Optional with all RCA
12-section 50-kw Superturnstiles, this feature insures
best possible coverage and maximum reinforcement
of your vertical pattern. It’s done simply by phase-
shifting the power between upper and lower halves of
the antenna—using standard feedline.

It provides null fill-in: With RCA 12-section 50-kw
Superturnstiles, you can virtually eliminate first null
with practically no loss of gain. Benefits are: Effective
close-in coverage, and vertical field-pattern shaping
for constant field.

It uses a switchable feed system: Advanced-type junc-
tion boxes, new feedlines, and a sectionalized line-
connecting system, enable you to switch power from
one part of the antenna to another. An important
feature for emergency operation!

Specially matched Styroflex line: No VHF antenna
operates right without close matching with the trans-
mission line. RCA’s Styroflex transmission line
matches the impedance of Superturnstile sections,
handles higher power, holds center conductor in
position—even when line is coiled.

Complete VHF Antenna Accessories: RCA has all
equipment for VHF 50-kw Superturnstile systems—
transmission line fittings, towers, r-f loads and watt-
meters, diplexers, etc. Everything is ‘‘system-
matched’ for maximum performance.

REMEMBER: RCA makes five different types of VHF
50-kw antennas to fit your needs. RCA has all 50-kw
antenna accessories. RCA can supply high-gain 50-
kw antenna systems— tailored specifically for your
VHF channel, power, and service area. Let your
RCA Broadcast Sales Representative help plan your
TV antenna system.
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Chart covers half-hour syndicated film progim.
E -
[ p
Rank Paste Too 10 shows in 10 or more markets IO ’
wew  rank Period: 7-13 October 1953 Aversge | WARKETS | 4-STATION MARKETS SATATION WA
TITLE, SYNDICATOR, PRODUCER, SHOW TYPE rating NY. t.a |l cn.  Mals.  wash [Atlanta  Balt.  Bost. Bufiale  Cinc.  Cleve.  Col
' 7.7 120 9.0 47.3 10.5 rc
1 City Detective, MCA, Revue Prod. (D) 22.9 — Wsh-t¥  winar-1v whe- 1y T
10:30pn 11:00pm 11:00pm 10:30pm 10:30pm I
., . e o 11.5)12.0 16.8 11.8 135 16.8 39.8 22.5 18.63
= L Cisco Kid, Ziv (W) 22.4 kecu-te § whkb  weeo-Ls waga-tv whal-tv wnac-tv when tv  wepo-ty whns-t
T:00mn | 2:00pm 5:00pm T00pm 7:00pm 3:30pm T:0upm & O0pm 7:00p
S S — N . — . 8
. . . ) . 7.7 1041130 19.8 140} 12.3 9.8 19.3 19.3 18.5 15
“ ' ' arorite S",ry' Z'v (D) 2"," wnbt Kkitv bhm-1v  ween-tv wiop-tv f waga-tv whal-tv wnac-tv ankre-tyv wews i
*30pm $:00pm §9:30pm 9:00pm 10:309pm T:00pm 10:30pm 10:30pm 9:30pm  10:30pm ;
Lo 45 49]|14.8 11.8 12.0 25.3 1
1 3 RBoston Rloclie, Ziv (M) 21.0 wabete kit L eente R N -
'0:00mn 10:00pn § 9:30pm 8:30pm 10:30pm 7:00pm
r . By 19.5 12.4|13.8 19.3 16.6 20.8 2.8 128 17.8 1431
3 2 ‘oreign Intrigue, JWT, Shel. Reynolds (A 19.8 we b Kstooty  wnbw o N - %
’ o 100 [ 500 9300 10:300m 15 Koo % Srom 10"500m 1030
. o 42 s8s5|11.0 263 98 11.3 15.8 17.38
I iy Liberace, Snader, Guild Films Co. (Mu) 18.4 woix  klac-ty | vEn-tv o weeo-ty witg whal-ty wnae-tv whns-
10:30pm 7 :30pm J ?300m ":3_0"'" 9330'2"7 10:30pm 10:30ptn 4:3011“!'
! . . 7.9 3.2 7.8 11.8 50.8 23.0 155 2431 |
7 I Led Three Lll‘(!.\‘. Ziv (D) E“.'a wnht keca Iv wlw-a wnar-tv when-tv why-t wews whns-ty
'0:30pm  V:00pm 10:30pm T:00pin 9:30pm £:30pm 10:30pm 9:30pn
147 8.4 93 250 128] 14.3 11.3 11.5 24.5 17.3 15.3 153 |
4 6 "0')(!'()llg Cassuly, NBC F“m (W) }7°6 wnht ktty whkb weeo-tv wmal-tv 8 woh vy whality whr-te when-ty  wiw-t wrbk  whns-€ 8
¢:30pm 7:09pm § 5:30pm  6:00pm  6:00pm } .ggpm 6:15pm  11:30am 11:30am  5:00pm 6:00pm  1:30pn
_ 8.7 124 12.0 7.8 12.3 125 1231
9 7 Kit Carson. MCA, Revue Prod. (W) 16.5 wnbt  kera-tv wliw-a wmar-tv wnac-tv wnbk  whne-¢ 8
6 .00pm 7:30pm U 6:00pm (ﬂo.)m c::O(E)m . _-;:mmm +:06nn
o 7.7 7.3 9.4} 105 23.0 19.0
10 Range Riders. CBS Film, Flying A" (W) 16.3 kaxt weeo-1v - Wiop-tv § wsh-ty whz-tv wews
7:00pm 5:00pm 1:30pm § 6:00pm 7:00pm 7:00pm
Rank  Past® Top 10 shows in 4 to 9 markets
- 4.0 2.0
1 |9 | Jeffrey Jones, L Parsons (D) 21.3 kttv whuf - tv
10:30pm 9:00pm
. S = — —_ e —a
109; 6.6 11.8 16.8 1 I
2 3 | Dangerons Assignment, NBC Fiim (A) 19.6 kobh | whkb wlv-t will I '
10:30pmY¥ 9:00pm 10:30pm __10:300 |
R a 12.2
3 All Mwmer. Game of Weelk,  Sportsvision (S) 8.2 WEn-tv
9:36pm
6.7 10.4 4.8 120 2.0 ,‘
-1 Victory at Sea, NBC Film (DOC-) 17.7 wnbt wnbq swnbyw wbz-1v  whos-tv
R 9:30 7:00pm 11:15pm  S:A0pm
6.0 16.7; 5.4
3 Amos ‘n’ Andy., CBS Film (C) I153.6 vt knae | whbm
2.2 3.5 10.3
G e "l'i('"( ":.\")l'('.\'.\'. PSl-TV, |nc. (A) 15.' wabe tv keea v wiw ¢
R ” 9 :3npm
_
16.2 9.2 13.6 13.5 1.8 .
7 3 Doug. Fairbanks Presents, NBC Film (D) 13.9 | k bh wtop -ty whal-ty Whis-ty U
1 Npneg 1 p S:onpin .
4.0 11.8 12,3 11.8 11.3 16.8
3 Couwboy G-Ven,  United Artists (W) 12,5 § .o weeo-1a e TG wepo- ty Worel
) 700 5:00pm 1.30pm #-30pm
13.0 5.3 10.3 8.0 68 —_
9 Badge 711, NEC Film (D) 12,1 wen-tv o YT why-t il !
.00t W a:00pur 9100vm*
1.9 _
1o 9 ‘ Hanl: McCune. Video Pictures (C) 1.9 !
Nh re type t L] e . il 1 cument: ry . Nioosper of Indivtdual market ratings Msted above, Dlank space indleates film not broadeast Tn P,
X Al > 5 < A t atc b ) narket of 7-13 October 1€ n e from one mont

52

ther in

he market in wh

Wl

oy

i, thi st

network  shows

are fairly stabl
¢

ttent with syndi€

SPONSOR



arny

ilm shows

1ciall‘y made for TVt

3

& Ph'ls. S. Fran. Seattle | Birm. Dayton St. L. [~harlotte New O.
L

I-STATION
2-STATION MARKETS MARKETS

" 20.3 20.5 55.5 39.5
ke tv waht whty  widsu ty
10 ovpng » q ]
L 14.6 27.5 41.5 |22.3 26541305 29.5
weatt tv kron tv Klne tv L abre s Kad-ty whtv wisu tv
@ Wpm T Mpm T 00g 5 - 00pI pm §it " 01
6.8 19.3 35.5 49.8(54.5 51.0
wpts  kron v King ty kad tv | wbty  wdsu-tv
o N:Hpm X 0dpm 9:30pm | 9:00pm 9:30
: 108 13.3 |18.8 59.5 47.5

kro tv  Ktnt tv ] whre-ty whtv wiksn- Ly
\ 3.

8 3opr ).30pm Jiq pae
lm.a 8.3 31.0 }17.8 13.8 228|315

au bty keootv kIngety Fabreety wlw  ksdetve § WOV
20pm 10:30pm 9:10pm §o:30pm 10 30pm

R 1 30 D y 11 m] 9:00pm
5 12.3 31.3 16.8 34.5
| kgo-tv  king tv whie-te wdsu ty
! 5 30p.
14.0 20.5
kron-ty whio-ty
10:30pm '
19.4 13.0 36.8 |18.8 26.0128.0
. o kg [abrete ket tv § bt

m 5 :00pm

m

) 9.4 160 22.3 1208 11.0 23.0]27.0 40.0

¥ wptz  kron-tv  king-tv wabt why Ksd-tv whbtv wdsu-tv
B 3upm !.00pm 5.00pm f6:00pm  6:00pm  1:00pm § 5:300 }:00pm
I 20.0 32.3 8.8 40.5
1 kplx King-tv whe-d wdsu-ty
| 7:00pm 7:00pm 6:00pm 6 :00pn
-
# B
37.5 55.0
Ksd-tv wdsu-ty
16.5 38.5 58.5
kpix king tv whty
[ 9:00pm  9:00pm $:30pm
2.0 9.3 40.8
kmo-tv whle-tv  ksd ty
N:3upm T:00pm  10:00pn
19.3 45.3 41.0
kron-tv ksd-ty wdsu-ty
7 :00pm n 4:30pm
34.3
king-tv
T m
.4 10.8 37.3 420

otz kgo-tv  King-tv
Wpm  $:30pm  8:30pm

3.8 21.3 31.0

Ww-te kron-tv Klng-tv
Opm ¥:00pm S:00pm

wdsu-ty

25.0|
ksd-tv
L. | _ i
22.3 24.8 6.0
kpix  King-tv wiw-d

9:00pm 10:30pm 9:00pm

145 22.3 |11.8

kron-tv  king-tv J wbre-tv
9:30pm  4:30pm %10:00pm

s his should be borne In mind when analyzing rating trends from
BE) to another In thls chart. “Refers to last month's chart. If
% was net rated at all in last chart or was in other top 10.
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Here's a pretty sight for any economist
{or advertiser) to contemplate.
Within the 29 counties clustered
around our Pivot of the Piedmont
are the industrial plants of many of
the best-known names in American
business. Our neighbors include
Cannon Mills, Blue Bell, Inc.,
American Tobacco, Dan River Mills,
Vick Chemical, R. J. Reynolds
Tobacco, B. C., Mojud Hosiery, and
many others.

Their plants today are going full
blast, turning out goods for the
rest of the nation—and creating
the payrolls that give WFMY-TV
viewers a constantly growing bankroll.
(Last year, the buying power of
these people topped $1,500,000,000.)

Sales opportunities are going full
blast, too. Your share can be
considerably increased by enlisting
the help of the one television station

these wage-earners watch regularly.
It's WFMY-TV, of course.

wimy-tv
Basic CBS Affiliate — Channel 2

Greenshoro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago — San Franciseco
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2 nd GREAT YEARL

NOW IN PRODUCTION !
A grand new total of 78 magnificent half-hours!

ADOLPH
MENJOU |

YOUR STAR AND HOST IN

| ““EAVC DRITE]

EACH MAGNIFICENT HALF-HOUR DRAMA A VIVID AND REWARDING EXPERIENCE
IN TELEVISION ENTERTAINMENT!

Planned for 3 Full-Length
Commercials Plus Opening
and Closing Sponsor
Identification!
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e BLATZ Beer in 3 markets!
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IS0R Asks...

a forum on questions of current interest

to air advertisers and their agencies

Why don’t departmment stores

use more radio and television

THE PICKED PANEL ANSWERS

Past experience
has indicated that
sales resulls of

air adverlising

== are less depend-
l S . able tlian those
e which can be ob-
I\w‘j tained from the
: newspapers. An

' ’F:A accurate eslimate

must be made as
to the resulting
traffic from any adverlising promotion.
in order to profitably plan purchas-
ing the quantity of merchandise and
the scheduling of selling personnel.

Ovcrestimates lead to overstock
problems and subsequent expensive
markdowns. Undercstimates result in
lost sales. Dependability, then, be-
come= a prime factor in a decision
involving the choice of an advertising
medium. Why does a sinilar approach
produce such varying results. especial-
lv in air advertising? Special train-
ing is required lo even recognize the
factors contributing to the failure, so
that these will not be repeated.

Store advertising departments are
organized with specialist personnel.
whose sole objectrves in life are to
wring every ounce of “sell” from each
word of copy or line of sketch. Turn
them loose on air advertising and the
inspiration wavers. the “feel” becomes
uncertain. Limiting the budgels pre-
cludes the hiring of experts in this
ficld who can play the Pied Piper with
a reluctant listening audience to the
jovous tune of ringing cash registers.

Mr. Grenley

The percentage of risk increases in
direct proportion to uncertain factors,
Merchants. being @ conservative lot.
view with skeptical eves any devia-
tion from the tried and true newspa.
per advertising. Important promotion-
al evemts that pack sure-firc sell are
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entrusted to the more certain medium.
[-xperiments with air media are per-
formed only in connection with those
evenls whose success or failure will
not imperil a department’s struggle to
beat “last year’s figures.” Sure, we’d
like to try radio or television, but don't
deduct a line from our newspaper ad
budget to pay for it! The higher the
stock investment, the greater the ap-
preliension by the merchandisers of ad-
verlising experimentation.

Since the theory of spontaneous gen-
eration is nol in current favor, the
need for success lo breed bigger and
better successes becomes apparent. The
problem of the industry appears to re-
volve about finding the hardy pioneers
in department stores who will blaze a
bright. clear path for the rest of us
to follow.

JERRY GRENLEY

Mdse. Mgr., Fashion & Shoe
Divisions

The Bon Marche Palace

Spokane

The answer is
simple: Most de-
partment  slores
haven’t the vagu-
est idea of how
to use radio and
until the last 18
months, the radio
broadeasting in-
dustry had done
very little to help
them answer that
problem. In fact, in ignorance of their
problems, we often advised them in-
correctly.

In the past month we have talked
personally to the kev executives of
about 25 major department stores. All
of them feel that “newspapers will al-
wavs be our major medium.” But
every one of them volunteered that
1adio conld have a larger place in the

-~
.
ﬂ+

Mr. Sweeney

o)

store’s promolional plans—a major
portion of the budget, in fact—if the
“how to use” questions were answered.

Questions like:

“What items can radio sell more ef-
ficiently than newspapers—if any?”
“What’s the right kind and length of
copy to use?” “Is radio only for the
downslairs store or can you use it for
all departments?” “What tlimes and
days and stalions are best?”

By late 1954 BAB will have an-
swered most of those questions through
the cooperation of major stores anx-
ious to find these answers. These an-
swers will represent an investment by
the radio broadcasters of several hun-
dred thousand dollars.

We expect to develop a formula for
the use of radio by department stores
with results as predictable as those
newspapers can give them—and in
many cases, resulls that are more sat-
isfying.

Then, it will be just a matter of
time. Radio—with 50 times the know-
how we have ever had before—must
educale the buvers, merchandise man-
agers and advertising people of the
stores (who now know nothing but
newspaper) Lo integrate radio into the
store’s over-all sales plan.

How much time? Some smarl and
aggressive stores all over the country
will be using these answers to solve
their growing advertising problems by
spring. Many more by fall. A really
significant number by 1955. Some
will never because radio will not be
available to them.

At present radio rates, one depart-
ment store can dominate all radio sta-
tions in their mnarket to the virtual ex-
clusion of all other stores for less than
357% of what thev currently pay for
newspaper advertising!

Kevin B, SWEENEY
Vice President

BAB, New York

SPONSOR
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nse broadeast me-
dia, Apart from
this, the question
is a very broad
one, and much
time and space
would  be  re-
(quired to answer
; it adequately.
Mr. Cuff Briefly stated,
however, the an-
swer is this: Most department stores
do not understand broadeast media—
and broadcast media apparently don't
care.

Here and there you will have some
“broadeast industry” blast story on a
departinent  store’s  excursion  into
broadcast media. The blast is followed
by waves of exeitement of varying de-
grees of intensity. Then, in a few
weeks, everything settles baek into its
accustomed piace.

BDepartment stores are unique or-
ganizations. [For decades their trends,
their problems, their peaks and valleys,
their idiosyncrasies have been studied
by—and to a large degree paced by—
the newspapers, Only in rare instances
have stations done this.

Further. only in these same rare in-
stances do stations kunow anything
about department stores. They will
send a salesman around to sell radio
or sell television barehanded, so to
speak. He has no plan and no formula,
or tf he does have one, the chanees are
it hasn’t the faintest resemblanee to
anything that a department store needs.
This salesman calls on the advertising
manager. In the first place the adver-
tising manager is not the right first
contact for a station. In the second
place this advertising manager, with
two deadlines a day, seven campaigns
a week and a crisis an hour to eontend
with iz certainly not interested in
adding to his misery—and says the
natural thing: “No.”

Department stores are many small
stores. all in one. They are big busi-
ness. They think in big business terms.
Networks approach a big business na-
tional client with great care and skill.
They have a plan. complete in detalil
and tailored to this specific client’s
needs. Thev have spent many hun-
dreds of hours preparing this plan.
They have come to know just as much
about this elient’s business as the cli-
ent himself knows. They will work for
vears to get a client lined up.

(Please turn to page 104}
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LONDON  CANADA

{é/zada:[r 11051 pﬂ/ﬂé’éﬁ%
5@[!'&/& 4

NOVEMBER 28

Make sure your product is advertised over the only TV station
completely covering the wealthy London and Western Ontario
market of over ¥% million people. At present there are over

12,500 television homes in Grade A area alone, as estimated
in the September 1953 Teleratings, published by Elliot-Haynes.

MARKET JVATA
Grade A area 350,000 population
Grade A and B areas 455,000 population
Grades A, B and C areas 837,600 population

(Grade C area — 100 microvolt per meter area)

WRITE FOR FOLDER WITH RATES, PRODUCTION FACILITIES AND PROGRAMS
AVAILABLE IN CANADA — ALL CANADA TELEVISION IN US.A. — WEED & CO.
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Theve's a “rating wmnddle™ in

Arguments aboul radio surveys are
not huiited 1o the United States.

Australian advertisers, agencies and
stations alto are concerned with the
“rating muddle.”

Anstralia doesn’t have nearly as
many radios as there are in the U. 5.
(2.010.000 sets. or 25} per 1,000 pop-
ulation, compared with 103,000,000 or
661 per 1.000 U, S. population). And
it has only 141 am stations compared

Big Mile beside humnself:
the wmian aud the trademark

Big Mike is more than the trademark
of KFAB, Omaha. He’s also a live

character on that station: a 250-pound-

The two KFAB '"Big Mikes" meet at fair

er of jovial disposition and, says
KFAB. a top m.c.

Both Big Mike the trademark and
Big Mike the m.c. are being used in
KFAB's promotion. The former ap-
pears in trade paper ads and merchan-
dising aid~; the latter appears on the
air. Both make public appearances.
and this photograph i~ a rare shot of
both together at the Nebraska State
I"air. Holding the microphone is the
trademark Big Mike. and the one lean-
ing against the railing (with his back
to camera) is the live Big Mike.

Respousible for the Big Mike cam-
paign are larrv Burke. KFAL gen.
eral manager, and Don Shaemaker.
’ * * *
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Australia, (oo

with 2,600 am stations authorized in
the United States.

But Australian radio executives talk
about the same problems over their
hmch tables, and they hear the same
arguments at their meelings, as U. 3.
radio executives.

In fact, sSPONSOR’s equivalent in the
land down under, Broadcasting & Tel-
evision magazine, also has been cru-
sading for a more accurate set count.

The Au-tralian magazine (which re-
cently quoted a SPONSOR editorial urg-
ing a full count of U. S. radio listen-
ing) advocates a government check.
Such a survey is logical in Australia
where, as in Dritain. the government
licenses radio sets. In Australia, the
listener buys one license which covers
all his sets. However, B&T points out
that the government could ask the
listener to indicate the number of sets
which his license covers when it comes
up for renewal each vear.

The Australian broadcasters, who
sound just like U. S. broadcasters, he-
lieve it is unfair for advertisers to de-
mand minutelv detailed information
about radio audiences. while being sat-
isfied with the vague. generalized data
provided bv newspapers and maga-
zines. The Australians say that news-
paper survevs should be conducted the
same as radio survevs—checking read-
ership bv the page and column. item

by item. advertisement by advertise-
ment. * k%

AFA tv filin vecites
value of advertising

To promote public understanding of
advertising, the Advertising Federa-
tion of America has turned to televi-
sion. In the picture, Robert M. Gray
(left), director of advertising and :ales
promotion for Esso Standard Oil Co.
and chairman of the board of the
AFA, reviews a new 10-second fihn
with its narrator, John Wingate (Esso’s
NBC TV newscaster). The fihn was

Robt. Gray, John Wingate review AFA film

one of 125 sent out to television sta-
tions by AFA as part of its education-
al campaign. * K K

Negro, Mexicaun groups
surveyed by KOWL

Two separate digests of information
on the 335,000 Negro and 400,000
Mexican, Mexican-American popula-
tions of Los Angeles County have been
prepared by KOWL, Los Angeles.

Robert Funk, promotion manager,
compiled the digests which include sec-
tions dealing with the size, characteris-
tics and economy of both groups.
KOWL says the Negro population is
the “fastest growing” minority in the
area. It calls the Mexican and Mexi-
can-American population the “largest”
minority.

KOWL'’s figures indicate the Negro
population has jumped 54‘% since
1950. Some Negro sections of the city

Bulova tv film shows wateh going over Niagara Falls

This is a scene from Bulova's
new tv films, being made
available to jewelers, which
show a Bulova watch going
over Niagara Falls. Watch,
completely unprotected, comes
through unscathed, keeping
pertect time. Films, for use
on jewelers' local tv cam-
paigns, are 20 seconds, one
and two minutes in length.

* Kk K




have better than myverage incones, ac-
cording to the digests. The stndies
quote census fignres which show the
wajority of the Mexican, Mexican-Am-
ericam population i< born and raised
in the United States.

The station claims it was the first
in Los Augeles 1o broadeast for the
U. 8. born Mexican-Americans in ad-
dition to Spanishdangnage program.
ing.

Each digest tists KOWL personali-
ties and programns appealing to both
population groups.  The outlet pro-
grams 30 hours weekly for the Negro
population and another 30 hounrs week-
ly for the Mexican. Mexican- American
groups.

Copies of the digests are available
from the station. B

Briefly . . .

Two crosses, made cutirely of burnt
matches and glue, recently were sent to
Reverend Enmmett Lampkin of WPAL,
Charleston, S. C.. by an inmate of the

Rev. Lampkin with penitentiary inmate’s gift

Florida State Penitentiary. Reverend
Lampkin is director of religious activi-
ties at WPAL and conducts a daily
program, In the Garden. In a letter
which accompanied the gift, the writ-
er said the programs were “a constant
source of help and inspiration to the

inmates.”
* * *

KRNT, Des Moines. Iowa. has just
named a candidate for the vear’s “most
ardent radio fan.” Ile’s four-year-old
Billy LeGrand who awakeus his par-
ents on Sunday morning in time to
turn on the radio for Uncle Dan & the
Funny Paper Gang. He also insiste

(Please turn 1o page 1038)
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Precision
Prints

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLOSE CIIECK ON
PROCESSING

Picture ana sound resulis are held
to 1he closest limiis by aulomatic
lemperature regulation, spray devel-
opmenl, elecironically filtered and
humidity controlled air in the dry-
ing cabinets, circulating filtered
baths, Thymatrol motor drive, film
waxing and others. The exacting
requirements of sound track devel-
opment are met in PRECISION’S

special developing machinery.

i
o

YOUR ASSURANCE OF
BETTER 16~ 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 electronies, chemistry, physics, opties,
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.

FILM LABORATORIES, INC. ‘
21 West 46th St.;
New York 36, N.Y. ' i
JU 2-3970
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FREEZERS

SPONSOR: Lyons Appliance Co. AGENCY: Direct

CAPSULE GASE I1HSTORY: A[lhough the sz’x-/oo( Kel-
vinator freezer is comparatively low-priced (it sells for
£269.93), it was the hardest model to sell for the Lyons
Appliance Co. Lyons bought four minute announcements
over KCTY, Kansas City, to push this model. Within a
few weeks the sponsor asked the station to “please change
the price on the Kelvinator freezer from $209.95 to
9289.95. We're happy to tell you that you have sold us
out of the lower-priced mnodel.” Cost of each week’s an-
nouncement schedule: $S90.

NCTY, Kansa~ City PROGRAM: Announcements

MODELING SCHOCL

rFoonp PLAN

SPONSOR: Radio & Appliance Corp. AGENCY': Direct

CAPSULE CASE HISTORY:  This past spring, the Radio
& Appliance Corp. of Nashville, distributor of Admiral
Appliances, bought a half-hour show over WSM-TV to
develop leads for Admiral’s “Smart Living Food Plan.”
The plan involves purchase of a home freezer plus a large
quantity of frozen foods. During the course of one show
viewers were invited to phone a given number for addi-
tional details. Within two hours after the show 120 calls
had been received. QOut of these leads Admiral sold 15
freezers ranging in price from $429.95 to $§799.25.

WSM-TV, Nashville PROGRAM: March of Time

DAIRY PRODUCTS

SPONSOR: Petan Dairy Farms AGENCY: Claire D. Forbes

CAPSULE CASE HISTORY:  This sponsor planned a con-
test offering dolls as prizes to test television against
other media. Petan Dairy Farms bought a film shouw,
Ramar of the Jungle. over KEYT, 6:30-7:00 p.mn. on
Mondays. It offered one of 22 different dolls to each per-
son who brought the firm a new home-delivered customer.
After three programs it had 200 new home-delivered cus-
tomers. After five more shows it had received a total of
400 new home-delivered customers for its products. At
an average monthly billing of 820, that's $8.000 worth
of new business per month. Cost of show is $252 a week.

KEYT, Santa Barbara PROGRAM: Ramar of the Jungle

SPONSOR: Patricia Stevens Modeling School AGENCY: Direct

CAPSULE CASE HISTORY:  [n just one week’s ime over
KTTV the Patricia Stevens Modeling School got 368
leads on prospective “pupils.” The school began spon-
soring Jackson Wheeler’s lLate-Late News (1:00-1:10 a.m.
across-the-boardy on 12 January. llere’s « day-by-day
akdown of the leads the shotw produced during the first
five davs ontv: 12 January. 52 leads: 13 January. 85 leads;
14 January, 70 leads; 15 January, 85;: 16 January, 79.

I PROGRAM: Late-Late News

TYPEWRITERS

SPONSOR: Leroy Jewelry Co. AGENCY: Direct

CAPSULE CASE HISTORY:  The Leroy Jewelry Co. of
Charleston, S. C., decided to compare television with
newspapers and chose typewriters as the test merchan-
dise. The typewriters were advertised simultaneously in
the papers and via a single announcement on WCSC-TV .
The tv announcement sold seven typewriters for the spon-
sor. The newspaper ad sold only four typeuwriters.

WCSC-TV. Charle<ton PROGRAM: Announcement

*

AUTOMOBILES

PAPER PRODUCTS

SPONSOR: M Gatlister's AGENCY : Direct
ASE HISTORY : To push th ile of
a local dealer purcl fe

nrer 1\0/17 4 L‘ cdemnon

SPONSOR: Groveton Paper Co. AGEXCY': Ingalls-Miniter

CAPSULE CASE HHSTORY:  This sponsor used print me-
dia and radio to sell its 'anity Fair paper products for
10 vears tn Bangor, Me., before trying tv. Its contract
with WABI-TI provided for sponsorship of the Boston
Blackie film series Saturday nights 9:00-9:30 p.m. Here
is the perceniage of sales increase for four Groveton
products tn the five-month period following the first tele-
cast: facial tissue, 1807 : bathroom tissue. 1405 : paper
1apkins. 62 : paper towels. 30¢. Cost of each week’s
program for the sponsor: $120

WABI-TV, Bangor PROGRAM: Boston Blackie
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Channel

Wilmington, Delaware 12

The Eyes Have it .. . a popular local program
1s receiving enthusiastic audience response, consis-
tently proving the size of the WDEL-TV large. rich
market — Delaware. parts of Pennsylvania, New
Jersey and Maryland. A market that spends per year
81,054,410.000 for retail merchandise, $263.997,000
for food. Top national and local advertisers buy
WDEL-TV to reach this loyal viewing audience. to
increase their sales profitably, economically. To in-
crease sales for your product—buy WDEL.TV
through vital, diversified local programming and top

NBC and DuMont shows.

Fifth Year in the Publie Serviee

Represented by

MEEIKER

New York

Chicago
Los Angeles

San Francisco
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SALINAS, CALIF.
5000 WATTS

Saturate California’s
Newest Metropolitan Area
with the

CLOVER LEAF
STATION

at half the cost of
using separate stations.

HERE'S THE STORY... LEAF BY LEAF

SALINAS $58 Million Retail Sales
MONTEREY $35 Million Retail Sales
SANTA CRUZ $42 Million Retail Sales
WATSONVILLE $27 Million Retail Sales

Put them all together for.
ONE STATION COVERAGE
of these four cities and the rest of
this Half-Billion Dollar Market

Al

SALINAS

CALIFORNIA

I
I

(Continued from page 10)

grew from nowhere. Nothing could be more of a misconcep-
tiomn, In my opinion.

The who, how, why of an idea—these are what counts.
The execution of it. That’s what gives a wobbly skeleton color,
vigor and interest. If you’re speaking about a show, who
writes it, how is it financed (if on film), what is it budgeted
at and will the producer plus writers be able to maintain qual-
ity week in, week out at this budget? Herein lie the areas of
importance.

I can hear your teeth grinding. So before vou shear off a
bicuspid, let me try to prove my point. Take this show idea.
See what you think it’s worth, if anything.

A middle-aged couple lives in a small Midwestern town.
They seldom leave their house hut instead, to this home,
comes a succession of townspeople, such as the mayor, the
undertaker, a Milquetoast-type, etc. They have a colored
maid. Sounds pretty dull, doesn’t it, Joe? Could be, too, if
this “idea” (if you can call it that) weren’t superbly done
the way Don Quinn did it week after week for many years on
Fibber McGee and Molly.

Here’s another idea. A married couple live next door to an
older couple. He is a bandleader: she is a housewife. Such
unusual things happen to them as (a) they have a baby, (b)
he thinks men can do housework better than women, (c) they
have a neighborhood dramatic society which gives a benefit.

Corny “idea,” eh? That’s the idea of I Love Lucy. But
it’s done well—good writing, superb acting. So it comes off.
Same thing can be said of Dragnet (just another whodunit
except for the execution of it) and the Groucho Marx show
(a really silly quiz but it has Groucho—nuff said). The idea
in Talent Scouts is like the one Major Bowes had (using so-
called professional talent). But it has Godfrey—and what the
idea 1s in the Wednesday night show of Arthur’s escapes me.
Bnt again. it has Godfrev.

Set what I mean?

Regards. .
Bos ForEMAN.

Do vou alwavs agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs”? Bob and the editors of spox-
SOR would be happy to receive and print comments [rom
readers. Address Bob Foreman, ¢ o sroxsor, 40 E. 49 St.

REPRESENTED BY WEED & CO. |
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3 TOP-QUALITY, STAR-STUDDED SHOWS
FOR THE BUDGET-CONSCIOUS ADVERTISER

As Scotland Yard’s COLONEL MARCH

A fascinating, BRAND NEW half-hour film series of scientific crime
detection based on material provided by America’s best-selling
mystery writer JOHN DICKSON CARR.

Let "COLONEL MARCH' sell for you on a regional or syndicated
basis at amazingly low costs! 26 weeks of programming available.

X b b 6 b b b b O b b b b b b b b b b b
ROBERT

= CUMMINGS

Starring in MY HERO"/

JOHN CROSBY, NOTED TV CRITIC, says “The dialogue, the stag-
ing and the production are of a very high order indeed and | see
no reason why ‘MY HERO' can’t eventually give "I LOVE LUCY"
QUITE A RUN FOR ITS MONEY."

EXCITING RATINGS: Playing opposite a top budget hour variety show
extravaganza, “MY HERO" did a spectacular job for DUNHILL
CIGARETTES.

39 WEEKS OF HALF-HOUR PROGRAMMING AVAILABLE,
Second run in most major markets; first run throughout
rest af country.
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and THE PIRATES

OFFICIAL FILMS’ fabulously successful, faithful reproduction of the
beloved comic strip that appears regularly in over 220 newspapers
with a combined circulation of more than 25,000,000 readers!

This half-hour show pulled ratings like these for Canada Dry in
56 difterent markets: ATLANTA —23.5; BUFFALO —33.3; CLEVE-
LAND — 20.8; ROCHESTER—37.3; ST. LOUIS—35.0

NOW AVAILABLE FOR LOCAL OR REGIONAL SPONSORSHIP,
26 Weeks of programming available.

OFFICIAL FILMS INc 25W.45th St.,,N.Y.36 - PL7-0100

* % % % AMERICA’S LEADING PRODUCER AND DISTRIBUTOR OF QUALITY TV FILMS ¥ ¥ X X
30 NOVEMBER 1953 63
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The new season is around the bend, and
its attractions are in full view.

With all the shows of all the network:
back on the air, CBS Television is again
oft to a fast start—as the November

study of program popularity* reveals:

[t leads at night with seven of the Top
Ten—and a 21 per cent higher average

rating than any other network.

It’s ahead during the day —with eight
of the Top Ten—and an average rating

higher by 35 per cent.

This popularity has specific meaning for
advertisers. For it’s a measure of network
competition in the markets where you can
best measure competition —in the major
markets where networks compete. .. and

the audience has a choice of what to see.

We’re bringing this popularity into more
and more markets. For the CBS Television
Network has grown from 74 stations last
year to 156 today. And our sponsors are
using an average nighttime network that’s

bigger by 68 per cent.

This ever-widening popularity explains why
advertisers’ investment on CBS Television
is bigger than on any other network during
the first nine months of 1953 —and bigger

today than ever in television history.

CBS TEL EVISION

*Trender: November 1-7. 1958




LEWYT DEALERS
(Continued from page 30)

buymg radio and tv programs I hi
company would prefer that its di-trib-
utors spend their money on a straight
sales message and leave entertainnient
And the firm doesn’t suggest
that distributors buy only time periods
that have a high women’s audience.
Ou the contrary, although the woman
usually uses the cleaner, it has found
the man has a lot to say in the pur-
chase of such a major appliance and
co suggests that a mixed audience be

alone.

Long

dependents. .. (Conlan)

Island’'s amazing
Nassau County ranks

24th

nationally in RETAIL SALES
$830,171,000 (sues nanagemens

*

WHLI’ “THE VOICE OF LONG ISLAND,” has a

larger daytime audience in the big booming major LONG
ISLAND MARKET than any network or combination of in-

WHLI

obtained. (The same philosopliy holds
true in its print ad campaigns, too. It
uses seven national magazines, only
one of which is a woman’s publica-
tion.)

The 1nost fascinating stories, how-
ever, are those told by the distributors.

Peter R. Frank, manager, sales pro-
motion and advertising for Sues,

Young & Brown. Inc., large Los An-
geles distributor, told spoxsor that his
company’s radio saturation campaign
last spring was built around the theme.
“Reward! Wanted—Your Old Vacuum
Cleaner.”

AM 1100
FM 983

66

HEMPSTEAD tftfmof

LONG ISLAND. N. Y. [T ir
Paul GCodofsky, Pres. |

Represented by Rambeav

i utilized

“We utilized in excess of 1,000 [an-
nouncements] in a four-week period
with a four-station coverage,” Frank
recalled. “The stations used were
KLAC, KMPC, KFWB and KBIG, all
four of which are primarily disk jock-
ey stations, with well known disk jock-
eys carrying our spols.

“We adopted a Western theme for
cur announcements complete with gun-
fire and hoof beats, and we featured
a local personality named Doyvle
O’Dell, whose Western accent twangs
like a bow string!

“We attempted to have a little fun
with the lead-in on our recordings and
then put the serious pitch on the re-
ward for the trade-in towards the pur-
chase of a new Lewyt vacuum cleaner.
Each spot carried a dealer tag, includ-

ing some of the leading department

stores such as Eastern-Columbia.

“By using this four-week ‘blast’ tech-
nique, we created a heavy enough im-
pact to enable us to sell [far more
than the usual number] of vacuum
cleaners,

“It should be noted that the cam-
paign also included four 100-inch color
listing ads in the Los Angeles Times
and the Los Angeles Examiner, and
certainly the effect of the newspaper
copy cannot be discounted.

“However, it is our firm conviction
that the energizing effect of the radio
announcement saturation drive was the
major contribution to the cam-
paign. ?

Frank said the campaign, which also
window banners and other
point-of-sale material, enabled the com-
pany “to move a very considerable
quantity of Lewyt vacuum cleaners at
a time of the year that is normally
considered extremely slow.”

Radio is used in combination with
television by the Davbert Distributing
Co. in Detroit. The company is on ra-
dio and tv almost year round.

Ed Hinmon. Daybert’s sales man-
ager, believes air media are the best
way of “doing the most good for the
most retailers.” He was once quoted
as saying he thought newspapers were
good for “fish wrapping,” but a waste
of co-op money.

To promote Lewyt cleaners. Daybert
uses six radio and tv programs. In cer-
tain programs, Daybert donates a
Lewyt cleaner to be given away, thus
eetting extra plugs for the cleaner.

One of the programs which brings
the name of Lewyt to thousands of lis-

SPONSOR




SPONSOR is a grand gift for the advertising man —
because it gives him useful facts the year ‘round —
radio and TV facts he gets no other place !
For a distinctive, appreciated gift — give SPONSOR
to the advertising man ! i

And you can give this 26-fimes-a-year gift at special =
holiday rates! One subscription is $8. But if you

enter three- or more subs, they're just $5 each! Name:

25 or more subscriptions — $4 each.
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teners. according to the station. is
WXYZ’s “man on the strect” program.
A Lewyt “market place™ or demonstra-
tion unit is sel up at the broadcast
site, on busy Washington Blvd. Paul
Winter, said to bec one of Detroit's
more popular radio personalities, con-
dncts the program on which passersby
are asked qnestions. If they correctly
answer thiem, they get a string of Lewyt
pearls. If they miss the questions, they
get a Lewyt scatter pin. The program
is aired 12:30-12:45 p.n. three days
weckly.

Bol Maxwell. Fred Wolf and Bob
MacKenzie. all Detroit disk jockeys.
carry Lewyt radio announcements.

Lewyt occupies a prominent place in
the Russ Mullolland  programs on
WWIJ. Daybert has daily participating
announcements of the show. and also
gets display place in the WW] hooths
set up state fairs and at other
events.

Last year Daybert staged a contest
among ils dealers for the most attrac-
tive window featuring Lewyt cleaners.
As a tie-in, the Mulholland program
was broadcast from the windows of
participating stores. Besides the lis-
tening audience, there usually were
“hundreds” of women on hand in the

for

rate card!

states
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satnrated by

. See Your John Pearson Man for Details . .

store to witness the broadcasts. Dur-
ing a broadcast from one store, four
Lewyt clcaners were sold to women in
the audience.

On television Daybert uses WW]-
1\ s Cinderella Weekend, telecast daily
from 12:30 to 1:00 p.m., Monday
through Friday.

Before eacli show, a panel of women
is chosen from the audience by lot.
During thc program, each of these
wonien 1s asked various questions, the
correct answers to which entitle her
to a ccrtain number of “minutes” on a
large clock behind her. The woman
with the nost minutes on her clock
is the day’s winner. The winners of
the first four programs during the
week return on Friday to compete in a
playoff. The winner of this gets a
Lewyt vacuum cleaner plus an all-ex-
peuse trip to New York for a weekend.

In Baltimore Cal J. Zamoiski Jr. of
Jos. M. Zamoiski Co.. one of Balti-
more’s leading wholesale appliance dis-
tributors. summed up the company’s
saturation campaign this way:

“I am very pleased to report that our
sales were phenomenal. During this
period alone our company shipped an
amazing number of Lewyt cleaners

FOR

SELLING MORE—SPENDING LESS

A NEW, LOWER

SINGLE RATE CARD

From deep in the heart of Mark Twain conntry
comes a KIMO annonnecement of a new single
No “A” time—no “B" time—one
rate to cover the 42 rich counties in 3

KHMO.

Power

coverage, aggressive programming,
outstanding promotion combine
with realistie rates to help vou
~ell at an enviable cost-per-

thon~and.

William Shaw, Gen'l. Mgr.

. or Contact . . . KHMO

HANNIBAL, MISSOURI

and we are still selling cleaners in
tremendous quantities as a result of
this program. . . .”

The Zamnoiski company purchased
51 onc-minute television announce-
ments to be aired over a three-week
period. at the rate of 17 announce-
ments weekly.

“We offered the Lewyt vacuum
cleaner, plus a step saver, space saver
and hassock chest all for the price of
the Lewyt cleaner. In other words,
this was a $129.95 value for $89.95,”
Zamoiski reported.

Zamoiski selected 31 of its best
Lewyt dealers to run on the 51 air
announcements purchased. The deal-
ers bought Lewyt cleaners to enable
them to get their stores identified at
the end of the announcements. And
the dealers were sold Lewyt cleaners in
quantities depending on the time of
day the announcements were run.

“If a dealer preferred a imorning an-
nouncement.” Zamoiski explained. “it
was necessary for him to purchase six
cleaners: afternoon announcements, 12
cleaners. and an evening announce-
nient. 24 cleaners. To tie in with this
saturation program. each one of our
dealers used self-service display Kkits,
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... EMERGING ...
A REALISTIC APPROACH

KHMO

5,000 WATTS

KHMO
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with other literature aud window dress-
ing material,” Zamoiski said.

“We very definitely feel that our re-
tail dealers appreciate the opportunity
to be able to advertise on television,
on a basis such as 1 have outhined,”
Zamoiski continned, “These merchants
are very enthusiastic about all televi-
ston advertising, and therefore, give
their utmost cooperation when a pro-
gram of thiz type i< offered to them.

“Saturation-ts pe advertising should
be run several times during the year
as il creales tremendous dealer activity
and consumer interest. which leads to
the ultimate purchase of Lewyvt vacn-
um cleaners.” Zamoizki concludes.

For the third time within a year.
Gross Distributors, Inc.. New York. is
going to use a lelevision saturation
aunouncement campaign,

Due to begin late this month or
early December, the campaign will con-
sist of from eight to 15 announcements
daily for about three weeks. WNBT
will be used.

Robert Burros. advertising manager
for Gross. explained to spoxsor that
Gross was buyving “a package of 200
aunouncements lying in with onr most
active retail accounts. Qur past satu-
1ation eampaigns not only generated a
high level of dealer interest, but also
mmmediate consumer response. This
type of campaign.” said Burros, “is
hot as a pistol. We've found them
enormously effective.”

Gross also used WNBT for its cam-
paign early last spring. which ran
from 23 February to 5 April. Gross
bought 33 announcements weekly dur-
ing the six weeks, or a total of 198
announcements, The aunouncements
were aired every day of the week ex-
cept Saturday between 7:25 a.m. and
11:20 p.m.

Every announcement during the
campaign was signed off with the name
and address of a local dealer. The
same procedure will be followed dur-
ing the current campaign.

Gross sales figures for the first quar-
ter of 1953 were well ahead of those
for 1952 as a result of the tv cam-
paign and other promotion, and a com-
pany spokesman said he expects the
same kind of results during the current
effort.

The value of fm was not overlooked
by Betco. Inc.. a Louisville distributor
which alzo uses am and tv.

Chiff S. Bettinger said the company
bought 250 announcements on WORNX.
Madison, Ind.. on election night No-

30 NOVEMBER 1953

vember '52 for its “clean sweep” cam-
prign. Beteo used a 30-second tran-
scribed jingle with a 15 or 30-second
live tag commeretal, and aired the an-
nounceiments 1:00 pan. and
3:30 a.n. the following mornuing.

And another facet of Beteo’s “elean

Letween

sweep” campaign vas conducted  on
WAVE-TV, Louisville, From 1:00 in
the afternoon until 2:30 a.m. the next
day, Beteo ran three five-minute tele-
vision amouncements per honr. Dar-
ing the announcements the station an-
uouncer gave a visnal demonstration of
the vacnum cleaner which was placed
Lewyt

alongside a scorchoard.  on

which the election returns were posted.
Following the “clean sweep” cam-
paign, whicle Bettinger reported was
very  suaccessful, the  distributor b
used “numerous campaigns since th
first of IFebruary.” Dettineer said that
when 1t nses g saturation radio ez
paign Uwe radio
station~ aud 10 stations thronehout the
wherever a saturation

u~¢ fonr Lout-ville

territory, and
campingu is planned we try to set up
the progran so that we nse a niniinum
of 20 announcements per day.
“Ahnost alwavs we use the 30-see-
ond transcribed jingle with a live 30.
(Please turn to page 78

LEG

not pulling your leg.

TOPEKA, KANSAS

| 5000 Watts—ABC

WORK

The Secret of WRENl
Merchandising .

Everyone talks about merchandising but at WREN we walk our legs
off to make it work. Personal contact by our merchandising depart-
ment is done through store-to-store calls. That's why WREN can de-
liver you a proven merchandising program. Ask us for letters from
satisfied accounts. When WREN talks about merchandising, we're

Weed & Co.
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EDWARD PETRY & CO., National Representatives » ALEX KEESE, Station Manager ¢« RADIO SERVICE OF THE DALLAS MORNING NEWS
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You’re up with the chickens

... If you keep up with the Southwest farmer!
While most of us are still a-bed, WFAA’s
wide-awake farm editor, Murray Cox, teams
with his wife Polly on WFAA-570 to make
hay with farm and ranch families across the
Southwest before they go to market or begin
the day’s work.

From their breakfast table every morning
at 6:40, “Mr. & Mrs. R.F.D.” broadcast a
helpful, informative service. Murray dis-
cusses timely farm news and events, and
Polly rounds out with hints on homemaking.

Murray and Polly have always worked
with farm people and agricultural groups.
Murray is recognized ‘“one of the best friends
of farmers in Texas” for his tireless and con-
spicuous work in soil conservation and pas-
ture improvement. It’s said that more folks
know Murray than the Governor of Texas,
and proof lies in the large and loyal following
of the breakfast show and “Murray Cox,

R.F.D.” — Murray’s 12:15 to 12 :30 daily pro-
gram on WFAA-820.

If you're cultivating the wealthy South-
west farm market, plant your sales story
where it’ll grow — with the fertile farm and
ranch following of “Mr. & Mrs. R.F.D.” You'll
harvest a bumper crop — just ask a Petry
man!

If you want the facts and figures about North
Texas farm folks' listening habits — and their de-
cided preference for WFAA and Murray Cox —
you'll ask a Petry man to show you the new 1953
Whan Survey, a comprehensive, independent study
by Dr. Forest L. Whan of Kansas State College.

SPONSOR
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In the 3rd largest Louisiana Metropolitan Market More

and More National Spot Advertisers are Using WIBR

% Largest audience gain of any area station in past three vears—

Because

* Lowest cost per thousand

based on Hooper*

% Only fulltime independent station in market.

% Leads all network stations in total quarter hour Hooper rated time

periods daytime.

% 8 new National Advertisers in last 30 days.

1000 w

fulltime

*Hooper—June, July 1953

BATON ROUGE
LOUISTANA

Robert Earle

General Manager

check any Walker Representation Company office

for details and availabilities
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This 1s Mr. W. Van White

Pontiac Dealer of Iattle Rock

This is what he says

“Our sponsorship of Fulton Lewts, Jr.
over KXLR, Little Rock, has provided us with the
kind of prestige we want. I have
been gratified by the farorable comments,
as well as the actual showroom traffic developed.
My advertising money s well spent
in sponsorship of the program.”

This 1s Fulton Lewis, Jr.

whose 3-times-a-week program is available for sale
to local advertisers at loeal time cost plus pro-rated
talent cost.  Currently sponsored on 364 Mutual
stations by more than 750 advertisers, the program
offers a tested means of reaching customers and
prospects.  Check your local Mutual outlet or the
Cooperative Program  Dept., Mutual Broadcasting
System, 14t0 Broadway, NYC 18 (or Tribune
Tower, Chicago 11).
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And well might they be friends. For during

-

Bob Bender, WGY Sportscoster, tolks boseboll with Schenectody Little
Leoguers.

the month of October WGY staff artists made

more than 100 personal appearances in cities
and towns that stretch across our coverage
area—Cooperstown and Cobleskill, Cohoes
and Saratoga. From Oneida in the West to
Brattleboro, Vt., in the East. From Saranac
Lake south through the river valleys to Catskill,
our people are always out making new friends
for WGY. It’s great to be a good neighbor in

such a beautiful neighborhood.

A GENERAL ELECTRIC
STATION

Don Tuttle, WGY Form Editor, oddresses a group ot the Formers Museum of
SCHENECTADY, NEW YORK Cooperstown, N. Y,

AN

Represented Nationally by Henry I. Christal Co. New York * Boston * Chicago * Detroit * San Francisco
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LEWYT DEALERS

(Continued from page 68)

second commercial. . . .

“Wherever we have set up a radio
saturation campaign, we try to run the
majority of our announcements during
the daylight hours. By so doing, we
are not competing with the television
viewers at night. . . .”

Betco is working on plans now, Bet-
tinger reported, for a new radio satura-
tion campaign but the exact date of its
kickofl has not been decided.

*“I'liis will be known as our ‘I’ennies

fiom Heaven’ campaign,” Bettinger
said, “and we will ask listeners to iden-
tity ‘Miss Lewyt” who will be in a cer-
tain town on a given day. To the per-
sons identifying her, we will give a $25
merchandise order. . . .”

Radio and tv saturation campaigns
have been run in the Cleveland area
by the Northern Ohio Appliance Corp.

“We put heavy concentration on
Loth radio and television [in the past
few months] and although we did not
get exact results from each and every
announcement, we feel that our over-
all sales were greatly benefited from

-~

DONT BE FOOLED

)

3

ABOUT ROCHESTER

IN ROCHESTER Pulse surveys and rates the 422 weekly
quarter-hour periods that WHEC is on the air. Here’s the

latest score:

STATION  STATION
WHEC B

FIRSTS........... 267 103

TIES............... 32 30

STATION STATION STATION STATION
C D E F
12 7 o | o0
1 3 0 0
Station on

‘til sunset only

WHEC carries ALL of the '‘top ten’ daytime shows!

WHEC carries SIX of the ‘'top ten’ evening shows!

LATEST PULSE REPORT BEFORE CLOSING TIME

BUY WHERE THEY'RE LISTENING: -

78

Focheston

NEW YORK
P 5,000 WATTS
O'CONNELL CO., Los Angeles, Sor Froncisco

o

the exposure on television and radio,”
W. J. D’Alexander, advertising and
sales promotion manager for the Ohio
distributing company, told Lewyt ex-
ecutives in explaining the use he inade
of air media.

“Some of the dealers we worked with
on radio were the Euclid-Green Furni-
ture Co. of WSRS; Home Stores of
Ohio with 15 minute disk jockey shows
on WERE, also a heavy radio cam-
paign on WJW in which we tie-in vari-
cus good accounts. . . .

“We also had 104 television an-
nouncements on WXEL, channel 9.
These announcements were distributed
equitably among our stronger ac-
counts, giving each a number of key
announcements. This television cam-
paign,” D’Alexander said, “perhaps
was the best over-all saturation other
than newspaper advertising that we
have undertaken. . . .”

Lewyt’s Philadelphia distributor,
Raymond Rosen & Co., has taken on
sponsorship of a tv news program
for the next three menths. The pro-
gram is aired over WFIL-TV and the
time cost is reported to be about $100,-
000. Both the distributor and Lewyt
are watching the campaign with in-
terest.

The Lewyt Corp. itself this fall is
shouldering the full cost of full-page
ads in Life, Look, American Home,
Sunset, Saturday Evening Post, Better
Homes & Gardens and Good House-
keeping. It is veering away from net-
work radio and tv. It feels program
costs are too high and better results
can be obtained for less inoney with
local announcements. It has found
local identification on radio and tv
commercials most effective in terms of
sales. Its agencv: Hicks & Griest.

Lewyt also does not like to sign for
the usual relatively long periods of
time required for network radio and
tv program sponsorship. With its sat-
uwration campaigns. which may last
only a few weeks, it aims to get across
its message by constant repetition and
then move out.

Lewyt’s total 1953 ad budget is
around 83.4 million. with about §2.5
niillion destined for newspapers be-
cause of the preference of most of its
distributors. For local co-op advertis-
ing distributors have used newspapers
because they think thev get quickest
action, Also. many distribators who
won't try radio and tv state thevre
against air media because “we ran one
spot every two weeks in 1936 and

SPONSOR




THE WORLD'S FIRST RADIO STATION Owned ond Operated by THE DETROIT NEWS

radio gets off to an
early start in Detroit . . .

By 8 A.M,, the men are off to work, the kids are off to school, Mom’s up,
the radio’s on . . . and radio audiences have reached the highest sustained level
of the day, averaging 20.5 until late evening.

Right from the start, WWJ reaches the largest audience of the Detroit
area’s eight radio stations. Pulse ratings show that 21% of the home-listening
audience, from 8 to 9 A.M,, is tuned to WW]J’s “Minute Parade,” a program of
concert music sponsored for more than 19 years by The J. L. Hudson Company,
Detroit’s largest department store.

Hudson’s is only one of the many successful, selective local and national
advertisers who, year in and year out, use WW]J profitably. And because it
delivers the most listeners per dollar, WWJ is the most economical radio-buy
in Detroit.

W hether you just want to “get the facts,” or get a list of availabilities, get
in touch with WW ] or your Hollingbery man.

National Representotives: THE GEORGE P, HOLUINGBERY COMPANY

Associote Television Station WWI.TV

AM—950 KILOCYCLES—5000 WATTS
FM—CHANNEL 246 —97.1 MEGACYCLES
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If you
haven’t
yet looked

into this M

“"6 T — R
. *V pelling new

The MBSunday Plan for 954 ‘




u may be missing all this:

4
™=~ Extension of Mutual’s week-night Multi-Message Plan
(outselling all other network plans combined) to 4-7 pm

Sunday (when we outdraw all other networks in audience).

\\‘
3 all-time mystery favorites | 4:00 Counterspy
(with an aggregate 45 years | 4:30 Nick Carter
of solid sales performance | 4:55 News
behind them) established | 5:00 The Shadow Get this new Plan Book today!
| in a 3-hour block of proven | 5:30 True Detective This is just one example of
| how The PLUS Network has
programming...offering un- | 6:00 Bulldog Drummond geared lts 48-state reach to
precedented opportunity for | 6:25 News tbe practical sales problems
. . ., of 1954. Day or night, all
multi-message selling in’54. | 6:30 Squad Room
week long, we can bring new
l" flexibility, efficiency, and
\ i economy into the right focus
for your needs. Look here:

Full-minute messages available, plus open and close

billboards. . . costs-per-message as low as $2,000

(including time, talent, agency commission). .. homes-
per-week as high as 5,684,000 . . . costs-per-thousand
as low as $1.06 —result: mass audiences at Top Ten

Evening levels, delivered at half the cost or less!

MUTUAL
WORLD'S LARGEST
RADIO NETWORK

LO 4-8000, NEW YORK
WH 4-5060, CHICAGO
HO 2-2133, LOS ANGELES




didn’t get much action.” It's this sort
of thinking Lewyt is trying to revise.

President Alex Lewyt inherited a
manufacturing company from his fa-
ther in 1935. The firm made precizion
parts for other manufacturers (it still
carries on this aspect of the business).

In September 1947 the first new
Lewyt rolled off the assembly lines—
and immediately Lewyt’s ad campaign
began. “You've got to create excite-
ment,” is a Lewyt axiom.

Heading up the vacuum cleaner divi-
sion at Lewyt is Walter J. Daily, who
introduced the first General Llectrie
refrigerator in 1927.

Donald B. Smith. advertising and
sales promotion manager. also came to
Lewyt from the appliance field,

The Lewyt company, through the
work of Messrs. Lewyt, Daily and
Smith, believes its vacuum cleaner pro-
motion is dne a large part of the credit
for raising the number of homes with
cleaners from 48¢¢ to about 58% in
six years. And the company officials
point out that vacuun clcaners are the

orly major appliance which has

chalked up sales gains this year (from
8% to 109 ahead of last vear). An-

nual sales of all brands today amounts
* * *

to £28 million.

WERS' aoviseR

KINGSTON BANKS
(Continued from page 33)

As oldest bank in the area (incorpor-
ated in 1851), Ulster Savings had a
tradition of sustained public rclations
via the Kingston newspapers (one daily
and one weekly) as well as on the air.
Its original radio sponsorship consisted
of One Man’s Destiny, a once-weekly
15-minute serial, supplemented by five-
minute newscasts three times a week.
IFor several years this bank was the
only radio advertiser,

In 1949 Bob Peebles, general mana-
cer of WKN\Y, reviewed the efficiency
of his station in producing results for
its sponsors and noted that Ulster Sav-
ing’s campaign had increased traffic in
addition to doing a public relations
job.

“We approached the other baunk
presidents with our sales presenta-
tions,” Peebles relates. “With themn we
discussed the basic advantages of radio
and its efleciiveness in reaching the
largest number of people per dollar in-
vested. We then made specific sugges-
tions regarding programs or announce-
ment schedules designed to afford the
coverage we felt they should have with-
in the budgetary limitations which we

. Clint Buehlman

MUSICAY crLo
Top Rated ' oK

R, //)/J Vol 11/;1’(’/ /

Ltocat SPORTCAST DEAN

WBEN has personalities  plus. They add personal punch to |

vour sales message. Buffalo-area audiences believe WBEN personalities,

( I
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believed practical.”

Here’s the Kingston market situation
which makes radio a good bet for all
11 Kingston banks:

Kingston itself is a town with less
than 30,000 inhabitants, but serves as
shopping center for a total area com-
prising some 150,000 people, most of
whon are likely prospects for Kingston
banks. As shopping center for the
Ulster County area which WKNY
rcaches, Kingston has no rival. On the
town's main street are such national
chains as Grand Union, Grant, J. C.
Penney and others.

Furthermore. the surrounding area
has been undergoing a change. It has
been turning more and more into a
semi-industrial market, with farm area
shrinking in importance. Currently,
Kingston’s major industry is needle
tiades. However, most significant boost
tc  Kingston’s economic importance
will be the projected International
Business Machines plant that is to be
built next vear. and which will eventu-
ally employ 5.000 people.

During the past five years or more
as growing industry in the WKNY
coverage area has been attracting per-
sonnel from New York. Poughkeepsie,
and upstate areas. Kingston banks have
had the job of wooing these new work-
ers away from their New York, Pough-
keepsie and hometown banks. Fre-
quently. these new residents would con-
tinue to keep their accounts active in
New York City, mailing in deposits
more out of habit than for any more
substantial reason. The commercial
messages of the banks are aimed at
least partly at this segment of the
population.

Kingston banks had two wavs of
reaching this growing market: (1)
newspapers. (2) radio. The newspaper
coverage in Kingston consists of a
weeckhy paper with minimal penetra-
tion, and The Freeman, a daily news-
paper with an approximate circulation
of 1.1.000—most of it concentrated in
Kingston. Furthermore. since the town
iz less than 100 miles from New York
City, about a two-hour drive up along
the Hudson. manv of the people of
Kingston and the surrounding area
read New York newspapers.

The radio coverage in the Kingston
market is a horse of a different color.
While five major New York stations
cover the area. WKNY is the only lo-
cal station in the market. Consequent-
Iv. with its emphasis on local news and
local personality programing coupled

SPONSOR
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The Face is Familiar

B For the past couple years,
Indianapolitans have been telling
Jacquelyn Thomas that she looks
just like the Lynn Stevens they
watch on television. This isn’t hard
to understand. She is Lynn Stevens.
What's harder to understand is why
she isn’t known by her real name
professionally. Jacquelyn Thomas
sounds swell to us, tv or not tv.
Since she’s not hiding from bill-
collectors (she picked a great place.
in front of 394.000 television sets.
if she were} or ashamed of tv (™. ..
happy to admit 1 LOVE IT.” quoth
she after we'd badgered her into a
Statement), we up and asked her
why her nom de tv is Lyvnn Stevens.

30 NOVEMBER 1953

“Because [ went to Stephens
College,” she said. ““And Lynn is
practically the last svllable of my
first name.™

“But 3-t-e-p-h-e-n-s isn't S-t-e-v.
e-n-s,  we pointed out.

WFBM

*Say the name out loud . . .
and stop bothering me. 1 got work

to do.”

She had. too. She emcees
Cinderella Weekend every weckday
afternoon and is commercial hostess
on Omar Weatherman every week-
day evening.
® Lynn's—or Jacquelyn's- hfe
seems to have been pointed square-
ly at her present occupation. At an
early age she overwhelmed play-
mates with cookie talks, using sam-
ples expropriated from her sales-
man father. Her adolescence was
normal—she wrote poetry and had
a crush on Nelson Eddy. As a high
school senior <he edited the paper
and played Lady Macbeth. In col-
lege she studied dramatics with
Maude Adams.* wrote, produced. di-
rected and tore her hair for the col-
lege radio station while ad manager-
ing the student paper. (Musical
bridge here—segue into:) Indianap-
olis—continuity. writer for WFBML.
tv audition in 51. immediate accept-
ance by sponsors. audience. and a
brood of pet budgereegahs who have
talked of nothing else ever <ince.

It would be an exaggerati
say that her audience talks of noth-
ing else—but only a ~light one.

*Don’t jump at any conclusions.
Jacquelyn was born 1n 1922,

WEFBM-TV

INDIANAPOLIS g CBS

Represented Nationally by the Katz Agency

Afliated with WEOA, Evansv'le- WFDF, Flint: WOOD AM & TV, Granc Rapids
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with the network programing the sta-
tion gets via its MBS affiliation, WKNY
is ideally suited to the nced= of local
sponsors. (A tv station, WKNY.TV,
is being butilt on a hill above Kingston.
It is expected to start commercial oper-
ation in fall 195.1.)

WKNY concentrates upon the strong
local slant to increase its audience ap-
peal. Since Kingston’s population is
relatively homogeneous atown whose
inhabitants are overwhelmingly of
Dutch ancestry — finding programing
with over-all appeal was a fairly simple
job.

Armed with statistics to substantiate
this sales pitch. WKNY approached
the various banks. Ulster County Sav-
ings Institute increased its schedule to
daily announcements on a yvear-round
basis. Other banks became persuaded
of the value of keeping their name in
the public’s mind.

Generally, the aim of the Kingston
banks’ air advertising can be summed
up as follows:

1. They want to keep their own
shares of the prorated business in-
crease.

2. 'Thev want to inform and educate
the public about their various services,
new and old, dispel misconceptions and

prejudices about banking.

3. The personal salesmanship that
radio offered had tremendous appeal
to small-town bankers, many of whom
have other business enterprises besides
their banking establishments,

Actually, the banks had little to do
with fulfilling these aims.  They placed
the advertising direct. without counsel
of advertising agencies, leaving the
time selection. scheduling and copy ap-
proach to the station stafl.

Here’s how this policy worked out:

The station has one basie rule—no
competing business or products are
scheduled any closer than half an hour
apart from each other, Furthermore,
the copy for competing products is ro-
tated among the station continuity
writers.

For example, the State of New York
National Bank allocated a radio bud-
cet of 81.100 for 1953. This commer-
cial bank, with assets totaling $11.-
505.959, wanted to promote more Fed-
eral Housing loans, With growth of
industry in the WKNY coverage area
the bank felt that tine was ripe in fall
1953 for advertising the loans.

Bob Peebles suggested that the bank
sponsor a weekly 15-minute sportscast,

tving in with opening of the football

...NBC

FULL 100kw POWER
CHOICE CHANNEL 4

»«%@ LDenver Feeee

CALL PETRY
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'NBC in DENVER

seasonn, Herc’s how WKNY’s an-
nouncer told about State of New York
National Bank:

“I’s as easv as FHA. We're talking
about financing home improvements at
the State of New York National Bank
at 301 Wall Street in Kingston. Stop
in soon if you're planning on adding
that new kitchen or that extra room.
Ask the fricndly folks at the State of
New York National Bank for all the
details about a convenient FHA Loan.
You can enjoy that home improvement
now and take up to 36 months to pav.
Right now is the timc to make that im-
provement in your home. Now’s the
time to get the facts about FHA at the
State of New York National Bank. . ..”

Homeseekers Savings and Loan As-
sociation had a different problem.
Their aim was to appeal to as widely
diversified an audience as possible, and
to keep its name constantly in their
mind. Their $2,500 budget went into
weather e.t.’s and 30-second announce-
ments. brief weathercasts.

With the same aim as Homeseekers
(that is. attracting new depositors),
Kingston Savings Bank put its $4,000
radio budget into announcements also
aimed at all segments of the audience.

It is interesting to note that the radio
copy of all the banks has one common
denominator: the personalized selling
approach and emotional appeal.

The National Ulster County Bank of
Kingston. a commercial bank with as-
sets totaling $4,155,756, is particularly
anxious to increase the use of its
checking accounts. Their way of doing
it with $3,300 on the air, is through a
weeklv  25-minute local newscast, as
well as 12 minute announcements a
week.

Every one of the 11 banks claims to-
be satisfied with its radio advertising,
and each one is planning to continue
either with equal or larger appropria-
tions during the next year. However,
like many sponsors—especially those
on the local level—these banks have
not carried on any media tests to deter-
mine the results directlv attributable
to radio advertising.

Despite the lack of media testing, the
banks point proudly to their increased
assets over the two previous yvears as
proof of radio’s efficiency. Although
this increase is due partially to expan-
sion of industry in the surrounding
area. radio must be credited with at-
tracting the numerous accounts from
New York City and Poughkeepsie
banks. * k%
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A TELEVISION FIL]

Drew Pearson, world famous Washington reporter...syndicated

EXCLUSIVE!

in 600 newspapers and broadcast by 280 radio stations...comes
to television with 26 fifteen-minute, weekly, custom made TV
films! o Timely films are made late each week...and rushed on
Friday morning, via air express, for week-end viewing e Featured
on each film will be Drew Pearson’s: Washington exclusive!
Washington feature story! Amazing, accurate predictions! # Ready

for January 8 air date...for local, regional, and national spot sponsorship!

MOTION PICTURES

MMV TV

655 Madison Avenue, N, Y. 21, N. Y. Film Syndication Division
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FOR TELEVISION, INC.

ONs

For auditions,
prices, and sales plan—
write, wire, or phone:

HERB JAFFE
655 Madison Ave

New York City
TEmpleton 8-2000

FRANK O'DRISCOLL
2211 Woodward Ave.
Detroit, Michigan
woodward 2-2560

JACK McGUIRE
830 N. Wabash Ave.

Chicago, lil
WHitehall 3-0786

MAURIE GRESHAM
9100 Sunset Bivd.
Los Angeles, Califormia
CRestview 16101
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HELP WANTED
TV STATION

. wanted in Pitsburgh 10
help sell our many fine products
to the 981,000 families in the
area. See National Advertisers.

Pittsburgh's PIONEER

UHF television station!
:.IT’S GOOD }

BUSINESS
TO SELL
THE RICH
PITTSBURGH
MARKET

e e q e @

..THROUGH
y —1{;' ‘ W

; ﬂxmaéé’ 55 P’

! PITTSBURGH

e
Nationol Representatives: WEED TELEVISION
New York Chicago Detroit Boston

Son Francisco Atlonto

Hollywood
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MINUTE RICE ON TV
(Continued from page 41)

several reasons. Chiefly, the nature of
the product itsell (it is a pre-cooked
rice. which can be prepared in a few
minutes) enhanced its appeal to large
metropolitan ceuters. Local ad drives
in these markets were spearheaded by
radio announcements and newspa-
per insertions via Young & Rubicam.
with radio acting as the attention-get-
ter while newspapers spelled out the
product story in detail.

1947: With sales showing up well in
the two initial test areas Minute Rice
headed west. Target: Chicago and sur-
rounding area. Again, radio announce-
ments (most. daytime breaks and par-
ticipations) were u-ed. backed up by
newspapers and extensive point of-sale
material. Again. the product clicked.
A variety of copy themes were tested.
although the principal pitch centered
on the theme of “no old-time wash-
ing. steaming and involved kitchen
work.”

1918: Minute Rice began to hit its
stride. General Foods expanded the
distribution down through the Midwest
and into Texas. Later in the year, the
gaps in Eastern and Southeastern dis-
tribution were filled. By the end of
19.18. national distribution was virtual-
ly complete. Meanwhile, the spot radio
advertising and print media growth
had kept pace, with more stations and
newspapers added to the schedule.

1919: January was an advertising
landmark in the growth of Minute
Rice. Yhe product reached a suffi-
ciently advanced state of distribution
to warrant a switch to national-level ad
media. On the air. Minute Rice began
to zhare sponsorship (with other GF
products) of Second Mrs. Burton. a
radio daytime sertal. Hitchhikes were
used for Minute Rice on Jack Carson
and Aldrich Family. two GF nighttime
radio shows. About this time. too, tv
was becoming a factor in GF ad plans,
and the fir=t tv film announcements for
Minute Rice began to appear in a few
markets,

1950: Minute Rice’s sales climbed
steadily. By mid-June niore than 50.-
000.000 five-ounce packages of Minute
Rice had been <old. The air advertis-
ing was shifted to a twice-weekly spon-
sorship of When a Girl Marries. Mean-
while. manufacturing facilities were
expanded for the pre-cooked rice prod-
uct to keep up with the demand. In
November a 15-ounce package was

launched, and was soon being plugged
heavily in the network radio commer-
cials on When a Girl Marries.

1951: Television was reaching stat-
ure as a full-fledged advertising me-
dium. To GF admen tv looked like an
ideal medium to sell Minute Rice, be-
cause of the large metropolitan nature
of its audiences. Early in 1951. GF
added Minute Rice hitchhikes to the
afternoon tv Bert Parks show (NBC
TV). concentrating on visual demon-
strations of Minute Rice’s easy-to-cook
ualities. National print media and
point-of-purchase  promotions back-
stopped the tv selling.

1952: With product sales still climb-
ing (GF keeps individual brand figures
secret, tatks only in terms of total GF
sales). Minute Rice stepped up its tv,
radio and mnagazine expenditures. pass-
ing the 81.000,000-annually mark. The
tv approach was shifted to an evening
show. and Minute Rice became one of
the featured GF products on Mama
(CBS TV). Hitchhikes for Minute Rice
were added to the nighttime radio Bob
Hope Show (NBC Radio). Occasional
spot radio and tv announcement cam-
paigrs in major markets continued.

1953: In the first half of this year
Minute Rice continued to be featured
on JMama, and advertised heavily in
magazines and newspaper sections.
(sPONSOR estimates that in this Jan-
uarv-through-June period, with Minute
Rice at full national status, GF spent
about $900,000 gross in tv, and about
the same amount in magazine and
newspaper ads.)

That brings uz up to date.

This fall. Minute Rice’s advertising
emphasis has shifted even more strong-
ly in favor of big-time tv. Minute Rice,
as mentioned earlier, is now an alter-
nate-week sponsor of Mama, seen Fri-
day nights on CB3S TV. But much of
the Minute Rice air effort is concen-
trated on the monthly Bob Hope show,
seen once a month on Tuesday nights
on NBC TV.

General Foods bought the Hope
show for various products.

Minute Rice sponsored the kick-off
show in the current Hope series. be-
ginning 20 October. and will sponsor
several more (the final number isn’t
set) during the total remaining eight
Hope shows. This is a pretty fancy
package even for an important GF
brand. Each show represents nearly
§100.000 invested in time, talent and
promotional follow-up.

Although the Hope shows won't pro-
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and on top of that...

First Radio .. .then FA ... and now KCMO
serves Kansas City with Television on Channel 5.

To top it all off, the well-known KCMO
radio brand of “strong sell” has found new
and powerful expression on Channel 5.

Many of the same KCMO people who helped
promote sales gains for KCMO radio sponsors are
now moving goods on Channel 5. Radio-
tested skill and experience make these

people “naturals” on television.

And KCMO’s sales-minded management is
pouring years of selling know-how into KCMO
Television. Seasoned technical personnel add
the punch to bring this “strong sell”

alive in Mid-America homes.

In Kansas City, try “the same strong sell”
... tested and seasoned in radio ... now
available on KCMO—Television—Channel 5.

Channel 5

| ) KCMI
| KANSAS CITY

| " basic ABC television
i' Represented by — THE KATZ AGENCY
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AFFILIATE

OWNED AND OFERATED BY
DANVILLE COMMERCIAL=NEWS

DANYVILLE, ILL.

Fabulous Southwest

More TV viewers in El Poso look up to
KROD-TV ond look ot KROD-TV progroms
thon ony other stotion in the Southwest,
KROD-IV hos the highest ond the finest
tronsmitter locotion in the Southwest —
1,585 feet obove downtown El Poso.
KROD-TV hos been operoting on full
power — 56,300 wotts since August lst.
KROD-TV hos wider coveroge thon ony
other TV stotion in the Southwest,
KROD-TV corries top-roted CBS, DuMont,
ABC Network shows plus unrivolled locol

progroms.
Add E.P.* 1o the obove ond >~
You'll Sell MORE on Chonnel 4 —_

E.P. meons Effective Promotion \
KROD-TV is offilioted with ]ﬁ )
KROD (600—CBS—5000 wotts)
ond the El Poso Times E

KROD-TV

LHANNIL & » EL PASD, TEXAS

Roderick Broodcosning Carp 16]‘/“" \:&
Darrance D Roderick A
. A *"
"z L

Choirmon of Soard
Vel Lowrence
Pres ond Gen. Mgr.

The BRANNAM Ca, .

Dick Wotts 'y
Gen Sales Mgr.

— Notionol Representotive
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mote Minute Rice alone and Mama car-
ries the Minute Rice banner only every
other weck, GI" has evolved a system
for making the high-priced impact of
network tv last and last. The secret:
periodic recipe promotions which are
featured on tv and then plugged heav-
ily at point-of-sale and in print.

The “Spanish Rice Pronto” recipe
featured on the 20 October Hope show
is a good example.

On the air, the comnmercials featured
an eye-catching store display piece on
which packages of Minute Rice and
cans of tomato sauce (not made by
GF, incidentally) were neatly stacked.
A shapely dark-eved sefiorita appeared
on a Spanish-type background holding
a skillet full of Spanish rice. Theme
of the commercial: “Seiioras fussed
for hours—now vou can fix Spanish
Rice in minutes!”

On the following weekend. the 26
October Life featured the same recipe
in a double-page color spread. The
ad also appeared in the Saturday Eve-
ning Post and ran later in leading
women’s service magazines.

Meanwhile in grocery stores all over

. the country the same lithographed dis-

* * * * * * * *

$¢Throngh television we have the surest
guarantee that all mankind shall have
the right to knowledge. This takes cour-
age and, at a time when many are ob-
sessed with fear, when many would use
fear to conquer others, I challenge
you te nse the medium to which you
are dedieated, in the dissemination of
knowledge so that all mankind shall

have the freedom which can come from
knowledge.®?

DR. DETLEV BRONK

President
Johns Hopkins University
Baltimore

* * * * * * * *

play unit used in the Hope commercials
(all were devoted to Spanish Rice
Pronto) was being set up.

Net result: \1e\\er< saw the Span.
ish Rice Pronto commercial on Bob
Hope, were reached again in print
media with the same recipe promotion
then had the point driven home when
they walked into a super market and
saw the identical display thev had seen
originally on tv.

During the remainder of the year,
GF is likely to have other similar spe-
cial product promotions for Minute
Rice, which will follow the same for-
mula of tv introduction. follow-up in
print media and a final punch at point-
of-purchase, * ok *

VIDEO TAPE RECORDER
(Continued from page 39)

be used over and over. The electronic
iimpulses can be wiped off, that is, de-
magnetized.

The big problem with video tape is
that there is so much electronic infor-
mation that must be recorded. That
means the tape must be wider than
audio tape or run faster.

A high-fidelity audio tape, which
can record sound up to 15,000 cycles
per second, can run as slow as 7Y%
inches a second. Crosby Enterprises
has been working with frequencies up
to 3,400,000 cycles, or about 225 times
the information needed for sound.

It would be silly to make the tape
225 times as wide as present audio
tape. If the speed were increased 225
times, the tape would have to run 140
feet a second. Aside from the problems
of recording at that speed it would
nean that the largest standard reel of
tape employed today would run for
only about 40 seconds.

The Crosby people solved this prob-
letn by using 12 tracks instead of one,
thus condensing the electronic infor-
mation. Ten of the tracks are for
video, one for audio and one for syn-
chronization. Thus they were able to
use tape one inch wide, compared to
a quarter of an inch for standard audio
tape.

This Crosby tape runs at 100 inches
per second, which is not considered
hard to work with. Some tape record-
ers in this country go as fast as 00
inches a second. The RCA tape is a
half-inch wide and runs at 200 inches
per second, which gives a good ex-
ample of the relationship between
speed and width of tape. The RCA
tape is half the width and makes up
for this loss of area by running twice
as fast. It is understood that the Cros-
by researchers are working on a hali-
inch tape (12.7 mm.) which will run
slower than 100 inches per second.

There are other problems with tape,
too. However, a vear ago, the Crosby
researchers had attained two impor-
tant goals. They achieved a grey scale
which was described as “outstanding-
Iy good” and a “sharp and clear” pic-
ture. By this spring some of the other
imperfections had been reduced or
eliminated and. at a speech before the
seventh annual NARTB conference in
April, John T. Mullin. chief engineer
of the electronics division of the Cros-
by Enterprises. predicted his company
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a TV picture developed in Radio

This is a television advertisement that begins with
a statement about radio.

Or to be exact—about a specific radio station, WSM.

Never has any radio station been so publicized in so many national
magazine stories. The Saturday Evening Post—Collier’'s—Wall Street
Journal—American—Coronet—Nation’s Business—New York Times
Magazine. These are but a few of the journals which have told the
WSM story of talent, production know-how, technical facilities. To
quote one, an excerpt from Collier’s: “The Nashville muse has won
the entire nation . .. If the rest of the radio industry is in the dol-

1

drums, WSM has more business than it can handle ., .

Our point is this—

The formula for success that has built WSM into its unique positionin
the radio industry has been used in shaping the future of WSM-TV.

We have the writers, the producers, the unique talent staff of over
200 nationally famous stars who now are on the combination WSM
and WSM-TV payroll.

We have the technical skill developed by the radio station. As
proof, witness the longest privately owned TV micro-wave relay in
the world which our engineers built from Louisville to Nashville to
bring network TV to this market 3 years before the cable could be
completed.

We have the know-how which has enabled WSM to become the
only radio station outside New York—Chicago~Hollywood produc-
tion centers which during the past year originated and fed over 1200
network shows throughout the nation.

For four years now a maximum effort—both creative and financial
has gone into the building of WSM-TV into a dominant entertain-
ment and advertising medium. As a result we make this suggestion:

If you as an advertiser or agency time buyer are interested in
reaching the 132,630 television homes (impressively larger than the
daily circulation of either Nashville newspaper) contact us or any
Petry Man for additional details. We believe you will discover that
WSM-TV is a station that is unusual in its selling power—the Num-
ber 1 television station in a prosperous market.

30 NOVEMBER 1953

e@ 'r:;

NASHVILLE, TENNESSEE

To sell the Central South... WSM RADIO

For concentrated selling in the
Middle Tennessee Market... WSM-TV
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would be ready to start producing vi-
deo tape recording systems by the first
of next year.

Whether production will actually get
under way by then is not definite but
it is clear that Crosby is aiming initi-
ally at the kinescope recording market.
The grey scale and picture character-
istics desceribed above attack kiunes at
their Achilles heel.  And note that the
Iighest frequency Crosby researchers
chose to record at (3.39 megacycles, to
be exact) was picked because it would
provide “greater definition than that
of a good 16 mm. kinescope reproduc-
tion.”

The weakness of the present Kine-
cope nicthod lies in the fact that clec-
tronic inforation is transferred to
photographic film and then converted
to electronic information again. With
tape the clectronic information remains
electronie when recorded. so. in theory
anyway, the playback is practically as
high in quality as live. Some engi-
neers have counted 14 places in the

making and transmitting of kines
where a quality loss occurs.  Of these.

nine are involved where the “informa-
tion” is handled in optical form.

The end of kines is just the begin-

Tucson's Salesmaking Stations

WA "r!l'li_l_i'ﬂ (NEC winew |$39

nal’l. rep.: PAUL H. RAYMER COMPANY

ning so far as video tape is concerned.
In discussing video tape, the producer
of one of the top-flight network tv
shows exclaimed:

“It’s great! 1t's wonderful. I’ll be
able to do three shows in one week and
take two weeks off!”

It’s interesting to note that this pro-
ducer. who looks forward so fervently
to video tape. now has a live show.
What sparked his excitement was this:

The flexibility of tape means he can
record any part of his show he wants.
e can record the first part last or the
last part first. He can schedule re-
liearsals and hire talent more economi-
cally. He doesn’t have to have all of
Iiis actors on the set at the same time.
He can tear down a set just as soon
as he has finished recording the scene
which goes with the particular set.

But more important, as he runs over
the scenes he is constantly recording
them. And he can tell richt away
whether the scene is O.K. If he likes

k * * * * * * *

$¢The first und best way to kill the erea-

tive spirit is to folow the leader. It's a

normal human tendeney to follow the

leader. In the first plaee, the leader

seems to know where he’s going, where-

as a lot of people don’t know where

they are going. . . . The leaders draw

a erowd of followers. But in the long
run this doesn’t pay off.*?

WARNER S. SHELLY

President

N. W, Aver & Son

Philadelphia

x ¥ ¥ ¥ x ¥ X X

it. he's got a recording of it. If he
doesn’t it can be erased, in whole or in
part. and the tape used over again. He
can sit in another room and monitor a
sceme as it is being played and re-
corded. He doesn’t necessarily have to
play back the tape, although he can if
lie wants to.

Boly Foreman’s article on video tape
said:  “Skilled  writer-producer-di-
rectors like Frank Wishar (Fireside
Theatre) expect to be able to edit their
scripts as they go along and. in some
cases. come up with scenes minus any
script—just shooting on an ad-lib ba-
sis. if vou will.”

While there is little information on
the cost of video tape recording equip-
ment it is obvious from the foregoing
that there will be some obvious econo-
mies for sponsors somewhere along the
line. In his Hollywood announcement.
Sarnoff touched lightly on the cost
angle. He said that “further technical
progress, which is certain to continue.

will make the magnetic tape process in-
expensive and economical.”

Another development being worked
on in connection with tape is an editing
device. Editing is more of a problem
with tape than with motion picture
fiim. The editor cannot see the tv
picture on tape. However, a machine
is being worked on by the Croshy peo-
ple which will scan a section of the
tape equal to one frame of the picture
while the tape is standing still. The
editor will be able to move the tape to
the exact frame he wants for cutting
and splieing. Video tape is cut and
spliced just like audio tape and there
is no problem of synchronization.

How will video tape affect the
unions? The entire picture isn’t clear
but there is certain to be jurisdictional
fights. Take talent. for example. Will
a tv show recorded on tape he under
the jurisdiction of the Screen Actors
Guild or the American Federation of
Television and Radio Artists?

Both will undoubtedly claim juris-
diction. AFTRA now has jurisdiction
over talent who make tapes for radio
broadcasts and tv soundtracks, as well
as those who appear in large tv shows,
whether or not there are kines involved.
SAG considers that anything with
sound in back of film is under their
jurisdiction, which now includes movie
and tv film acting talent. Is video
tape film or isn’t it?

While photographic film processing
workers will eventually be displaced,
this will be made up in whole or in
nart by increased employment among
electronic engineers and technicians.

As to tv film studios, it is a matter
of watchful waiting right now. There
is a big investment in present film
equipment among them and outfits like
Ziv, which sell to local stations, aren’t
going to convert to tape until the sta-
tions do. too.

While it is not doing any actual re-
search on developing video tape Ziv has
set up a research department to keep
tabs on what others are doing and
perhaps experiment on its own later

on. * kX

WANT A DIFFERENT TV SHOW?

Popular, well rated, entertaining?

The Sportsman’s Club

52 great 15 minute hunting, fishing and out-

door panel shows. Wnite for audition prints.
SYNDICATED FILMS

1022 Forbes Street Phone: EXpress 1-1355

Pittsburgh 19, Pa.
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FLINT, MICHIGAN
With Top “Agri-industrial” €overage!

Now, there IS something new in the sales sun! A new

and potent network television station, serving a virgin

and untapped television market . . . the rich and dynamic

“"Agri-industrial” market of Flint, third largest city in Mich-

igan and America’s pioneer Auto City! At last, picture-perfect

television is available to the more than half-a-million persons
populating this unique Agricultural and Industrial area . .

535,100 customers for your products with an annual buying

income in excess of $863,000,000!

Nowhere else in America will you find a market to
match WTAC-TV's "Agri-industrial” coverage area com-

. position! Nowhere else will you find a more direct & less
I © costly method of meeting this market than via the sales-
making “Picture-Window” programming of WTAC-TV . ..
Flint’s FIRST and only television station . . . on the air—and in
the market—NOW!

WAVAS VAV S S A4

YV VAN NV SNNN

PICTURE CLEAR

Affiliated with the American Broadcasting Company,
and featuring selected programs from the other major

networks, WTAC-TV’s “Picture Window” programming
combines the best of the national shows with tops in live

local studio productions. WTAC-TV, with top “Agri-indus-
trial” Coverage, is building and holding a large, loyal and
lucrative buying audience for your product sales story. Your
sales guarantee for profit satisfaction!
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~7Trendle-Campbell Broadcasting Corporation
Represented by Paul H. Raymer Company
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High power —
50,000 watts days,
10,000 watts nights.
High-powered programs,
personalities, and advertisers.

Wide coverage —over 205
communities in Southern
California. Wide range
of selling opportunities.

handsome

Handsome returns demon-
strated daily to advertisers
who expect — and get —
TOoP results from radio.

the Ope-Station Network

% Represented Nationolly by

- AM Rodio Soles Compony
New York o Lot Angeles o Chicogo

1
ﬁ\ﬂ‘_\-& GENE AUTRY — President
. R. O, REYNOLDS - Vice Presidenl
‘\ and General Manager
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STARCH “NOTING”
(Continued [rom page 43)

of Starch studies, see boxes found on
j-age 43.)

As we scee them, the principal points
of difference in technique are:

1. Starch magazine ratings employ
the recognition technique. [Every ef-
fort is made to re-create the circum-
slances under which the respondent

icoked at the magazine originally. The

1tespondent is shown each ad, just as
it appeared in the magazine.

For the tv studies, the respondent is
not shown the program in which the
commercial appeared or the commer-
cial itself.

2. In the magazine interviews the
respondent’s attention is directed to
each ad. To qualify as a “noter” he
need only answer “Yes” or “No” to a
question similar to “Did you see any-
thing on this page?”

In the tv studies, the man or woman
interviewed is first asked to describe
each commercial. At this point “yes”
or “no ” answers are impossible. Even
recall of the sponsor’s name is insufh-
cient to qualify a person as being able
to “identify” a particular commercial.

However, if the respondent cannot
describe a commercial sufficiently to
positively identify it, the interviewer
then mentions a feature of it that, in
the interviewer’s own judgment, dif-

ferentiates one commercial from an-

other. (This may be one of several
features; the one selected is left by
Starch entirely to the interviewer’s in-
genuity.) Now a “yes” answer by the
respondent is counted as “aided iden-
tification.”

3. Because the advertisements are
shown to the respondents and because
the “noting” question is designed to
clicit “yes” or “no” answers, inflation
of readership ratings is to be expected.
Confusion with identical advertise-
ments that appeared in earlier issues
of the same magazine, or in current is.
sues of different magazines, or simi-
larity of the particular advertisement
with others in the <eries, is to be an-
ticipated. This has been proved be-
vond doubt in many studies.

Other substantial differences in tech-
rique will suggest themselves to objec-
tive advertising researchers. The only
conclusion we reach is that the two
techniques are not at all identical and
are similar only in that they are both
produced by Starch.

Fxcept for the incidental. coinciden-

tal, accidental correspondence between
the average “total identification” per-
centages of any one commercial on a
television program with the “noting
average of 40% for magazine color
page ads,” it is unlikely that the tv fig-
ures would be called quote Noting, un-
quote. by Jack Boyle, Starch’s director
of television research.

Just exactly what Starch magazine
advertisement ratings really mean has
been puzzling qualified researchers for
a long time. A highly esteemed agency
expert once expressed the opinion that
Starch may be measuring some kind of
psychological short-circuit between re-
membering, interest and the urge to be
a judge at a horse show.

Whatever “noting” means in maga-
zines, it is certainly not remotely re-
lated to tv commercial “identification.”
As a measurement of the degree to
which an advertisement has made an
effect upon a person exposed to the
advertisement, identification may well
represent a higher order of “remem-
Lering” or “interest” than even the
Starch bluechip magazine “read most”
ratings. which averaged 8% for all
four-color page advertisements rated
during 1952.

Neither “noting’

> nor “‘read most”

80,000

tv sels now in
ainux City
gue-land

(based on RTMA & distributor.survey estimates)

Sioux City, fowa
CBS, NBC, ABC & DuMont

Represented by The Katx Agency
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WKZO-TY — GRAND RAPIDS-KALAMAZOO

WJEF — GRAND RAPIDS

WJIEF-FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOULN-TY — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA, ILLINOIS
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ratings of magazine advertisements is
comparable to the “identification” rat-
ings of particular tv commercials. lix-
cept for the coincidence of the two
Starch figures. the identification figure
would no doubt never have been called
quote Noting unquote. and the possible
applications of these data to inter-me-
dia cost comparisons would never have
justified the space devoted to it in
trade publications.

Second only to the almost mischiev-
ous interjection of the correspondence
hetween the average percentages is the
suggestion that networks have been fos-
tering the “glhib theory that all tv view-
ers who watch a given tv show see—
and remember—all the commercials in
the programn.”

The preparation of commercials is
not the responsibility of the networks.
The degree to which any commercial
1s seen and remembered is a function
of many factors. cliief of which is the
skill and ability of the advertiser-
agency team to produce commercials
which attract and hold the attention of
program viewers so that the full sell-
ing power of television’s unique sight-
sound-nrotion form of presentation
produces the desired end result.

The fact that the audience of a pro-
gram can be different from the audi-
ence to the conmmercial has never been
denied. Differences between Nielsen
Six-Minute Audience Ratings for a
program and Nieclsen Average Audi-
ence Ratings for the same prograin are
obvious indicators of this fact. This
is particularly true in programs of
more than 15 minutes in length.

In some instances the Average Audi-
ence Rating over the full length of the
program is less than 509 of the Niel-
sen dix-Minute Ratings. For example
the first October 1953 NTI Report
shows Omnibus with a Nielsen Rating
of 25.0 and an Average Audience of
13.3. In the case of Omnibus, where
the commercial time is divided between
three participating sponsors, the
13.3% figure is probably a better indi-
cation of the program’s commercial
audience for any one of these spon-
sors than is the Nielsen Rating.

In addition to the six-minute and
average audience ratings Nielsen radio
and television subscribers have always
had available minute-by-minute ratings
for each programn. By relating these
figures to the time the commercials
were broadcast. the size of the audience

MONEY

-1ne SHNNY SIDE
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THEY'RE CALLING HIM

“Mr. Scoop”

C Apd Herb Morrison, WJAS’s News Editor, richly deserves
the title. Take the story of the Turnpike slayer, for example:

Herb Morrison gave Pittsburgh listeners a thrilling on-the-
spot account of the capture of John Wesley Wable, the con-
fessed killer, at Albuquerque, New Mexico .
COMPLETE REPORT OF THE CAPTURE direct from

the arresting officer.

Morrison’s radio news techniques have made him the most
talked about newsman in the Pittsburgh market. More and
more Tri-State listeners are turning to Morrison every
morning for their latest news. “Mr. Scoop"’ .

newsman . .

market today.

Serving the
GREATER PITTSBURGH
Metropalitan Area
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. is the finest radio news buy in the Pittsburgh

Wrile . .

.. THE FIRST

. . a newsman's

5000 Watts 1320 KC.

.phone . . . or wire . .,

George P. Hollingbery Co.

*26 week packoge as published in 5.R.D.5.

to each commercial in the prograin can
be estimated. For example, in May
1953 an hour variety show had a total
audience rating of 59.7% and a six-
niinute rating of 54.9% whereas the
audience ratings for the individual
commercials on the show were 44.5%,
45.69%, 46.5%, and 47.8%.

The significance of these figures is
two-fold:

1. Networks have not claimed that
100% of the viewers of a progran
watch each commercial. And certain.
ly they have not claimed that every
viewer of a program will remember
each commercial. On the one hand.
the extent to which commercials are
watched and remembered is the respon-
sibility of the advertiser and his agen-
cy, rather than the network. On the
other hand, reliable data have always
been available which show that not all
of the viewers of a program watch the
entire prograni, and are thus not ex-
posed to every commercial.

2. The extent to which viewers
watch only part of a program—start
viewing after a program is partially
over, or switch from viewing a pro-
gram on another station to viewing of
the particular program being studied,
or stop viewing a program after seeing
cnly the beginning of it—makes com-
pletely invalid the base used for Starch
Identification Ratings. Starch appar-
ently assumes that all the people he
interviews have seen the entire pro-
gram, from beginning to end. This is
an assumption which is not supported
by known viewing behavior or con-
firmed in the interview. Therefore, the
fact that a person viewed part of a
program and is not able to describe all
of the commercials on the program
cannot be ascribed to forgetting or
disinterest, or to the fact that the per-
son interrupted his viewing at the time
of the commercial to carry on another
activity.

If the base for determining the iden-
tification ratings is the percent of peo-
ple who could have seen every one of
the commercials on the program, then
interviewing should properly be re-
stricted to viewers who saw the entire
program. If an effort had been made
in this direction, then it is likelv that
the *“average” for all commercials
checked by Starch would have exceed-
ed 41 and obviated the ridiculous
incidental accidental comparison with
magazine “‘noting.”

In connection with the sPONsoR re-
port on this Starch development. there

SPONSOR
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WAVE-TV Delivers:
66.7% GREATER COVERAGE AREA
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NEWSPAPER!
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NATIONAL MAGAZINE!

In VHF television, Tower Height is the most
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areas. Low Channel is next most important
and Pouwer is third.

WAVE-TV’s tower soars 1585 feet above sea
level — 419 feet higher than Lownisville's other
VHF station!

WAVE-TV is Channel 3 — the lowest in this

area!

WAVE-TV. radiates 100,000 watts of power
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are numerous other points that demand
elucidation.

1. One of these is the stateincut that
identification measures the proportion
of program viewers who “see” a com-
merctal. At best. identification s a
measure of the proportion of people
who saw some part of a program and
can remenmber a specific commercial
sullicienthy o tdentify it accurately.
Magazine “noting” is purported to be
a measure of the proportion of the
primary readers of the magazine that
“recognizes having seen” an advertise-
ment. There is a substantial difference.

2. The Starch “identification rat-
mmgs” are not a measure of (v’s adver-
tising eflectiveness. \either is a high
or low magazine advertiseient reader-
ship score.  Some commereials may
Fave great entertaimment vahe, and
Iittle sales effectiveness. These may get
high identification ratings. Others may
appeal directhy to the interests of o
small proportion of top prospects and
convince this select group to buy the
sponsor’s product.  But, the commer-
cials may score low in “identification.”

To some extent. identification and
sales eflectiveness may have a reverse
correlation. A skilHullv  integrated

Telerision
Sketehboolk

{A Program Aid)

Timely aund  praetical
working seript~ for  the
pra-s(’ulnlinn of songs 'in
dramatic, comie and  pic-
rorial fashion.

The very lalest song hils
ae well as the tandard
fmvorites  are  deseloped
inlo  photogenic  sketehes
which ean be used effee-
tively as complete musical
iows. ax prodnetion aum-
bers in yariety  programs
or e seene-sctling seg-
meunts,

There are  dozens  of
wiys in whicle youn ean
adapt the B3I Sketehbook

to advaniage.

A Monthly BMI TV Service

BROADCAST MUSIC, INC

NEW YORK o CHICAGO o HOLLYWOOD
TORONTO o MONTREAL
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commercial may have great low-pres-
sure sales effectiveness. But because
there was no sharp break between pro-
gram and commercial, respondents
may find it extremely difficult to de-
scrtbe.  On the other hand, the more
elements there are in a commercial.
the more likely it is that a respondent
may be able to describe one of thent
Even though this element may he one
of 10 or 20 in a badly organized, in-
effective comnercial. it is sufficient to
qualify the respondent as having iden-
tifted it.

3. The Starch tv survey technique
interviews only one person in the
home. Perhaps this individual is the
cne who was least interested in the
television program. Other nembers of
the family could well have seen more
of the program and been in a position
to identify more accurately the com-
mercials than the telephone respondent.
Moreover, the different commercials in
a program may he designed to appeal
directly to different members of the
family audience. For example, an au-
tomobile sponsor may direct a com-
mercial featuring style and appearance
at the women in the audience, whereas
a second commercial stressing mechan-
ical construction would be aimed pri-
marily at men viewers. The Starch
averages would thus be artfully low
because all advertisers do not direct
all commercials equally to all viewers.

4. As pointed out above, Nielsen
minute-by-minute figures enable adver-
tisers to estimate the audience to each
ir.dividual commercial in the program.
Corollary to this is the fact that the
placement of the commercial within
the program. particularly any program
during which there is much in or out
dialing, is a matter which can substan-
tially affect the audience to a commer-
cial. Nielsen has pointed out man
cases where an advertiser’s commercial
audience was increased substantially
simiply by shifting the position of the
commercials in the program. The
placement of commercials in the pro-
gram is determined by a number of
factors, but is primarily the vesponsi-
Lility of the agency.

5. It is true that networks, on oc-
casion. project Starch readership fig-
ures to fotal magazine audiences to oh-
tain an estimate of the number of read-
ers to an individual ad to be compared
cireeth with pross andience figures
Based on program ratings. However.
this practice was not originated by the
networks, nor i~ it wecessarilv con-

doned by broadeast researchiers. Ad-
vertisers and agencies consistently
make such inter-media comparisons
despite recognition of their limitations.

Although these projections invari-
ably produce lower cost-per-1,000 fig-
ures for radio and television than for
magazines, we are convinced that the
true advantage to the broadcast media
is understated.

Network researchers. indeed. practi-
cal advertising men in all groups. have
serious doubts as to the meaningful-
ness of any of the total audience maga-
zine studies released thus far. The
looseness of the definition of a “read-
er’” is the particular concern.

Starch himself cautions users of hi~
magazine ratings against making such
projections: “The figures in this report
represent primary readers only. Ex-
perimental studies show that there is a
marked difference in advertisement
reading between primary readers as a
group and secondary readers as a
group. The chances of an advertise-
ment being seen and read by the kind
of secondarv reader who picks up a
magazine in a doctor’s office are far
less than for a primary reader. On the
cther hand. the kind of secondary
reader who reads in his own house
someone else’s magazine is almost as
likely to see any given advertisement
as a primary reader. Hence, the real
value of secondary readers is not just
how many there are of each kind. i.e..
low many casual secondary readers vs.
how many thorough secondary readers.
Therefore Starch advertisement reader-
ship percentages may not be projected
to ‘audience’-type figures which include
large blocks of secondary readers.”

The networks reduce magazine total
audience figures by Starch readership
ratings, using the averages for all ad-
vertisements of a particular size, or
those in a particular product category.
becaunse it is obvious that all advertise-
ments in a magazine are not looked at
by every single person who opens the
cover. Perhaps the Starch “noting”
figure takes out some of the inflation.

According to Nielzen. the percentage
of homes tuned to one or more com-
mercials generally exceeds the six-
minute program rating. The Nielsen
Average Audience rating is approxi-
mately equivalent to the percentage of
homes viewing the average commercial.
This is our justification for using these
ratings in connnercial audience pro-
jections without further adjustment.
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We never nse the Nielsen total andi-
riice iigmes for such purposes,

U ntil there exists a reliable basis for
comparing the cost. coverage. impact
and. most important of all. the sales
effectiveness of a magazine campaign
vs. a comparable expenditure in uet
work radio or television, practical ad-
verlising men will continue to make
steh inter-media comparisons  even
though they may have little confidence
in then.

NBC’s exploratory sales effectiveness
studies provide indicative figures for
radio and television programs, Could
rot similar figures be developed for
Don’t
these studies point out the direction
for the ultimate solution of the most

magazines and other media?

serivus and most perplexing problem
faced by advertisers today?

Ungnestionably, the full potential of
televistous  unique  combination  of
sight. sound and motion has rarely
been achieved in the presentation of
commercials.  The healthy future of
television depends upon the degree of
effectiveness with which advertisers use
our medinm,

For this reason NBC has for years
emphasized the values to be achieved
by sponsors in improving their com-
wercials. Last year we published a
hooklet entitled flow to Increase the
Eflectiveness of Television Commner-
cials. 1In the introduction we stated,
“Our publication of this report aflirms
a deep interest in helping advertisers
make their television campaigns as ef-
fective as possible. . . . Furthermore,
improving the ‘rating’ of the sales mes-
sage can be just as profitable as im-
proving the program rating and it can
usually be done more readily and at far
less cost. too.”

We welcome the Starch “lmmediate
tecall Survevs™ as another useful de-
vice for determining quickly and inex-
pensively the extent to which certain
elements of a commercial can be
“played back.” Using a stafl of well-
trained. experienced interviewers who
can establish rapport with respondents
over the telephone and who know how
to probe for the desired information
ond can make an accurate record of
what was said. the immediate recall
survers can be a highly valued tool for
research on commercials.  But
let’s not destroy the utility of this serv-
ice as a copy-testing tool by misusing
it in media analysis. * Xk

('()l)'\
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by Jack Boyle

Ihrector of Televwwon and Bescarch,
Daxiel Ntareke § Staff

At the would lLike to

make clear the Stareh organization’s

outscl, we

policy with vegard to the nse of either
publication advertising readership or
televiston  commercial  identification
figures. We lhinve said! for many, mam
vears. that readership scores are not
absolute figures and should not be
uscd as absolnte figures,

Projeetion of such figures to print
media eirculation is statistically inval-
id. particularly when it is used in the
ficld of media comparisons, We say

now that our tv identification figures

arc not absolute and shonkd not be
projected to rating or total audience

figures.

There are many reasons why these
figures are not absolute. In the case
of both tv and print, we are dealing
with memory, articulation and compre-
hension, all subject to unknown varia-
bles. Some confusion exists in all such
tvpes of interviewing.

An additional factor that applies to
magazines is that interviewing is con-
ducted within an arbitrarily selected
period of time after appearance of the
magazine and any readership of ad-
vertisements that occurs after the pe-
riod of interviewing just isn’t meas-
ured,

Even if it were possible to establish
an absolute measurement of reader-
=hip of an advertisement and the view-
ing of a television commercial. the
two could not be directly compared.
The net selling effect of having read
an advertisement or having seen a
commercial can be far. far apart
However, the only thing less valid than
using these two sets of figures for di-
rect comparison is to use one set of
ficures to reduce the circulation of
one type of medium and to compare
this to the total circulation of the
other,

The most common current violation
of this principle i< to apph Starch
average noted readership scores to
print circulation and to make a direct
comparison to total audience of broad-
cast media.

Before getting into a discussion of
the meaning and validity of the imme-
diate recall figures, we must accept the
premise that not every per<on counted
in the rating of a program sees every
commercial on that program. Anyvone

with two esves and normal powers of
401["("[“!“““ mnst gromd u||;~ |urn|;-r.

Now as to Mr, Beville's comments
on the mnnediate recall techimque. we
agree with some. partly azvee with
A\ WD

agree with him that the two technignes

souie and disagree with others,
cannot he direetly con pared. Reader-
<hip stndies use a recognition tech-
nique wherein the respondent i< taken
throngh a copy of the magazine and
shown cach advertisement tabove a
certain size) o elicit response as to
whether he did or did not ~ee it and a
detailed exploration as to what parts he
did and did not see and read.

The immediate recall stnudies do not
use the recognition technique. The re-
spondent i~ not shown the commeraial
at the time of the interview.

however, take advantage of a situation

h (Im«,

not available to the researcher in print
media. This is the opportunity of inter-
viewing immediateh after the viewer’s
only opportunity ever to sce the par-
ticular progrant’s conmnercials,

To compare it with a purely theoreti-
cal situation would be like interview-
ing the reader of a magazine immedi-
ately after he had given all the atten-
tion he would ever give to that issue.
And the issue contained only three or
four advertisements. And. the inter-
viewing was conducted without the
presence of the magazine,

Throughout Mr. Beville’s article
there is an indication that he wa~ not
fully aware of the nature of the aided
recall used in the immediate recall stud-
ies. To qualify under unaided identi-
fication. the respondent must volunteer
a description that does identifv the
commercial. All of the figures released
thus far. however. include both un-
aided and aided. To qualify a~ an aid-
ed viewer. it ix not necessary for the
respondent actually to describe anv
part of the commereial.

H the respondent. at anyv point. has
~aid in response 1o the question, ""I’lease
de<cribe the commercial<.™ “Don’t
or “Don’t remember.” the in-
terviewer will ~av. “Don’t vou remem-
ber the commercial with the tand here
gives a hev description of it) 77

know™

Any kind of a positive response such

o}

ADVERTISING EXECUTILVES
First Aid For Radio and TV Advtg.

Supplement pre<ent {acilities with (he kness.boe
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as. “Oh yes—1 did,” is all that is neces-
sary to qualify the respondent as a
viewer. Lven in cases wlere the re-
spondent says something like **1 did
see the very beginning but then left
the room.” he is still included as a
viewer of the commiercial.

A considerable portion of Mr. Be-
ville's article is devoted to the fact that
not all persons who qualify as viewers
of the program under the \ielsen or
other audience rating techniques, see
the entire program. This is very true,
but it is only one of the reason: and
not by any means the principal reason
wliy people have not seen a given com-
mercial,

Any assumption that because a set
is tuned to a given program all persons
counted in audience composition data
are present and watching each commer-
cial or even if present, are paying any
attention to each comniercial. just isn't
true. Aside from the factor of a per-
son’s onh having tuned in part of a
program. the reasons for not seeing a
commercial divide themselves into two
broad groups:

1. Those who were not present in
the room when the commercial ap-

peared. some of whom may have also
missed portions of the program.

2. Those who were presem but for
various reasons paid no attention to
the commercials.

Starch has made no attempt to probe
into a complete report on these reasons
since from a copy research point of
view it is less important than other in-
formation that must be gathered.
starch cannot, therefore. offer exact
statistics on this subject.

However. a considerable amount of
such information is volunteered by re-
spondents and reported by the inter-
viewers. The first group who were not
in the room at the time of the conimer-
cial were not there for a multiplicity of
reasons. all of which made a great deal
of sense to anvbody who has had a
television set in his home for any length
of time. These include: leaving to go
te the bathroom: to get a drink. not
necessarily alcoholic: to answer the
telephone: to put the kids to bed and
to check on them later; to look in on
the cooking; to answer the door: to
answer the phone. and so on into all of
the activities of people living in an
average home.
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The principal reason for nol seeing
the commercial when the viewer is ac-
tualy in the room is that others were
present and they taltked while the com-
mercials were on. It includes also those
who were partly reading and partly
listening and concentrated on reading
wlien the commercial appeared; those
who were half watching—half asleep.
and a sizable number of those who
have acquired what is probably a pe-
culiarly  American ability to ignore
commercials that do not interest them.

As a matter of fact, this in-and-out
attention can apply to portions of a
program just as wel as it does to com-
mercials. Not every person who. ac-
cording to Nielsen. was tuned or. ac-
cording to other rating services. report-
ed seeing a program. actually sat down
and gave undivided attention to the
television set for the full duration of
that program,

It is the feeling of the Starch organi-
zation that all attemnpts to reduce a
comparison of different types of media
to a cost-per-1,000 basis are. at best.
only a starting point in media evalua-
tion. The differences hetween the suit-
ability and usefulness of one medium
compared with another to meet the par-
ticular selling problem of a given prod-

| uct far transcends mathematical differ-

ences that can be developed by any
method. It should be obvious that two
competing products—one a paste de-
odorant and the other a squeeze bottle
deodorant—must use entirel\ different
comparisons in evaluating print media
and television,

Beyond this, Starch’s experience in
studying readership of print advertis-
ing for over 20 years and television
commercials for over five yvears. indi-
cates that differences in the copy effec-
tiveness of the advertising messages
can be much more important than
mathematical cost comparisons of the
two media. A specific advertiser could
very easily switch from print media.
where he has evolved very effective ad-
vertisements, to the television medium
where inexperience may lead to vern
incflective commercials. Anyv decision
based upon such an experience would
have ver little to do with over-all aver-
age mathematical comparisons of the
media. Unfortunately for the television
medium this situation iz all too com-
mon at present since advertisers have
had so many years of print experience
to guide them in print media copy and
a~ yvet so little in ereating and produc-
g television commercials. LA s
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“the
Stations
K XL
PORTLAND
KXLY
SPOKANE
K XL F
BUTTE I
K XL L ﬂ
MISSOULA
K XLJ
HELENA /00
K XL K
GREAT FALLS

K XL Q
BOZEMAN

K XL Y-Tv4
SPOKANE

“NBC
¥ DuMONT

(#100 perhouris for both tirne and /?:c///'//'es)

PACIFIC NORTHWEST BROADCASTERS % THE WALKER COMPANY
SEATTLE, WASHINGTON SAN FRANCISCO 5, CALIF. HOLLYWOOD 28, CALIF. MINNEAPOLIS 2, MINN. NEW YORK 17, N. Y, CHICAGO I, ILLINOIS
Jones Building 116 New Montgomery St. 6381 Hollywood 8ivd. 1687 N.W. Nat. Bank 8!dg. 347 Madison Avenue 340 North Michigan
MUtual 3377 EXbrook 2-8033 Hollywood 9-5408 GEnava 9631 Murrayhill 3-5830 Andover 3-5771
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TV ADVERTISING BUREAU

(Continued [rom page 31)

want a TVAB. They feel there should
he some central fact source in the tele-
vision business to give them the same
kind of basic inforniation they can get
for every other important medium,

\lagazines provide facts on who uses
the medium and how much they spend
through [Publishers Information Bu-
reau. Newspapers have an annual pub-
lication called “Expenditures of Na-
tional Advertisers in  Newepapers,”
which provides the “who” and the
“how much.” Television (and radio
as well) can’t answer those basic ques-
tions because there is no survey made
of dollar expenditures in spot televi-
sion,

[t’s probable that within the next
vear the Station Representatives Asso-
ciation will create a separate depart-
ment for promotion of spot tv. SPONSOR
learned from several sources such a

move had been under consideration.
Some station and rep executives feel
that they would prefer a strong spot
tv promotion group to one which com-
bines promotion for spot. network and

local asina TVADB or BAB.

Highest Hoopers
morning, afternoon,

and evening . . .

for months and months

CBS—Represented by the Katz Agency.

DES MOINES

The spot salesmen reason that an
over-all group can’t possibly put
enough steam behind its presentations
when it's charged with responsibility
for tv as a medium. “We want sharp-
ly angled presentations.” several told
SPONSOR,

If enough stations went along with
thiz thinking, creation of a TVAB for
the entire medium might be hampered.
But the degree to which stations fcel
they should bunch their fire behind a
national spot group only can’t be de-
termined as yet.

Onc segment of the television indus-
try already has a promotion arm. The
Ultra High  Frequency Television
Association was formed in Washing-
ton, D. C.. recently to serve the inter-
ests of uhf stations. The group was
conducting a meeting in New York
among networks. equipment makers
and uhf broadcasters at presstime. Un-
der Louis Poller as president and Mel-
vin A, Goldberg as secretary, the uhf
association hopes to do a job of “edu-
cation” among agencies as well as
working with the networks for solu-
tion of uhf problems. Though promo-
tion in the same manner as a BAB is
nol the present purpose of the uhf
group. it representz sownething of a
forerunner of a tv-wide promotion
body to come.

Here's how the four media groups
highlighted in the table at the start of
this article operate:

Broadcast Advertising Bureau: Ra-
dio’s promotion arm was started late
in the medium’s history. In ite pres-
ent large-budget form, BAB dates back
only to spring 1951. Membership is
open to radio stations, networks, reps.
Members pay duex in proportion to
their earning power,

William B. Rvan. BAB president
since its reorganizalion. comes out of
station management. e was general
manager of KFI. Los Angeles. and in
1950 was asked to come into the Na-
tional Association of Broadcasters as
General \Manager. e served for a
vear. reorganizing the broadcasters
group. which emerged after his work
ax the NARTB. (1le has submitted his
resignation from BAB effective 1 Feb-
ruary 1951 to the board of directors.)

The BABs Dbudget in 1933 was
RO70.000: hudget is tentatively set at
$750.000 for 1954, There are 34 em-
ployees. Chief executives under Ryan

re a vice president. Kevin B. Sweeney :
director of local promotion. John F.

Hardesty; director of national promo-
tion, R. David Kimble; a Chicago
salesman, Gale Blocki Jr.: two New
York salesmen, Charles E. Maxwell
and John L, Moore.

BAB has provided a multitude of
promotional tools for radio’s sales-
men. These have included monumen-
tal reports on extra set listening. on
automobile sets and on cumulative au-
dience. tts salesmen have made doz-
ens of calls on agencies and advertis-
ers. It provides steady streamn of ma-
terial stations can use in soliciting
retail accounts.

With 834 station members BAB is
now major national promotion group.
But it had to get started under pres-
sure when radio stations realized
strong selling was needed to fight back
against tv. One tv station manager
summed up his stand in favor of start-
ing a TVAB now by saying: “Televi-
sion should avoid radio’s mistake in
waiting till the eleventh hour before it
developed a unified promotion body.”

* ¥ *

Bureau of Advertising: The promo-
tional arm of the American Newspa-
per Publishers Association was estab-
lished 40 years ago. Present big-scale
opcration began in 1945. Membership
is open to daily newspapers in U.S..
its territorial possessions and Canada:

associate membership is open to pub-

lishers’ representatives and newspaper
inagazine supplements. Papers pay a
perccutage of their national advertis-
ing revenue for the preceding vear az
dues. There are 1.036 members and
associate members,

B of A works closely with ANPA
but operates autonomously. having
own membership. revenue. board of
directors. Chief executive is Director
Harold S. Barnes. He has an agency
rather than a newspaper background.
His predecessor. Alfred B. Stanford.
also came outl of the agency business.
Budget for 1953 is 81.350.000.

Calling on advertisers. agencies is
one of main activities of Bureau.
There are 30 account executives who
specialize in this direct form of media
promotion. They seek to open up new
accounts for newspapers. keep old ones.
expand use of newspapers by existing
clients.

The promotion department. which
prepares sales presentations for ac-
count executives and for general use
by members. has staff of 20, including
four artists. Periodieally presentations
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are issued covering one entire indus-
trv for use by newspaper salesmen.
Success stories obtained from national
advertisers and local success stories
are mailed to members.

One of most important statistical
services furnizlied Dy research depart-
ment is annual report called “Expendi-
tures of National Advertisers in News-
papers.” It covers all national adver-
tisers spending $25.000 or more an-
nually in newspapers.

The retail department of the B of A
provides selling tools for the use of
papers in local-level selling. A major
part of the department’s approach is
furnishing papers with data on trends
in retailing so they can tie their sell-
ing in with the best season for a given
product category .,

B of A works closely with groups
like the Newspaper Advertising Execu-
tives Association. the American Asso-
ciation of Newspaper Representatives
and the National Newspaper Promo-

All of these services are rendered
free of charge with the exception of
finished artwork.

OAI has increased the volume of na-
tional business six times since it was
started, diversified the type of accounts
carried by outdoor, helped to virtual-
ly eliminate the winter slump in out-
door business prevalent before its in-
ception. Volume of business during
the first quarter of 1953, for example.
exceeded the entire year 1933 volume
by more than 257,

* * *

Magazine Advertising Bureau: The
magazine publishers’ non-profit corpo-
ration was started 10 years ago. It is
supported by 20 major magazine pub-
lishers whose 45 magazines carry more
than 807 of all national magazine
advertising,

MAB is governed by a board of di-
rectors made up of representatives of
cach of its member publishers. Frank

5,000 WATTS—-850 K.C.

tion Association Braucher is president: W. H. Mullen.

BASIC ABC NETWORK o ) director: Wood Gauss. assistant direc-
oo tor. and Houston Boyles, director of

giPRESENTED Ou[door Advertfsing, [”C-: OAI iS merchandising. Budgel s abOUl 3225_-

H . R REPRESENTATIVES the selling arm of the national outdoor 000 for 1953.

6.:

Y <=

CLEVELAND'S Chief STATION

Nl

N

medium. It was formed by a majority
of the outdoor “plant™ owners in 1931.
Members pay 5% of their annual na-
tional billings as dues.

Orgamzation’s president is Kerwin
H. Fulton. a veteran outdoor man and
former president of one of the largest
outdoor plants. General Outdoor Ad-
vertising Co.. Inc. SPONSOR estimates
1953 budget at $2.500.000. Figure is
high relative to amount spent by other
media for promotion groups. But OAI

Among most important activities is
servicing inquiries from advertisers

* * * * * * * *

¢éIn television there’s the same prob-
lem you have in other media—fitting
the coverage and the costs to your mar-
keting problems and your pocketbook.
It’s not an activity that vou can run
from a rocking chair. You’ll use it—
voull get ulcers on your ulcers—but
sou'll love it because it demonstrates
and sells.>?

J. GILBERT BAIRD

Sales Promotion Manager

Y

\X ) is combination of media promotion
“A arm and national representative work-
i

ing for entire medium rather than for

Electric Appliance Dir.
Westinghouse Electric Corp.

Mansfield, Ohio

Y,

;--....mumllll e e e st e e a
! : s g job. There are

s 10 salesmen out of a total of 125 em-

: | plovees. and agencies. Over 2.000 queries are
= Here's the variety of missions per- h.an(Hed annually. These range fr‘om
= ll Reasons “rhy formed i)_\.(),\l: . simple answer on phone to detailed
- The foremost national and local ad- L. Making P.resemat.l(ms to ad.‘.erlis- reports. s

= vertisers use WEVD year after €IS and agencies which explain the Among ﬁies. r.namtamed by MAB
=] year to reach the vast mediom and <how that the advertiser  are those containing PIB records, ABC
= Jewish Market can use it, records. Nationwide Magazine Audi-
= of .\:elTrolu:jlillnn New '\'ork 2. Complete planning with the ad- ence Sur.\'e_\ records. county-byv-county
=1 5. gﬁ_o:g":udﬂ;:‘i':?:;:g' vertizer and his agency of national or readership counts and clipping file
= 3. Inherent listener loyalty regional campaigns, with material on various phases of
Cl 4. Potential buying power 3. Cost and space estimates for all pu})lishing. a(]\'erlising, Se“ing.

= 'S'chn:n";’walmco;; ;l’[VD" types of outdoor advertising. MAB has 12 employees, none of
= HENRY GREENEIELD 1. Creation of copv and art ideas whom make regular sales calls. Back-
—l WEVD 117-119 West 46th St at the request of client or agency. ground of major executives is in maga-
j—— New York 19 2. Other assistance including mer-  zine publishing.

— U LETIGL B chandising recommendations. The publisher members of MAB own
102
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Whenever you're quoted average ratings
make sure they're not mirages. The long,
tall one the other guy is drinking doesn't
refresh you.

When Do~ LEE talks ratings—they're
available—and they have some tall ones
that will refresh your sales pleniy.

Do~ LEE delivers sales impressions at

KHJ KFI}C

SAN FRANCISCO
5000 W 610 KC

LOS ANGELES
5000 W 930 KC

Represented Nationally by JOHN BLAIR & CO.
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KGB
/

SAN DIEGO
1000 W 1360 KC

it won' help you if you can't get it

the lowest cost per thousand of any other
sales medium—-and remember—the low,
low daytime rates on DoxN LEE apply to
nighttime, too.

Call your Do~ LEE or Blair man when
vou want consistently good ratings (avail-
able. not mirages) in Los Angeles, San
Francisco and San Diego.

KEY STATIONS OF

o

DROADCASTING SYSTEM |
The Mutisn’s Grestest Reglens) Netwesk’
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LAYM ]



Publishers Information Bureau which
i= a sister organization to MAB. MAB
executives dircct PIB operations. Ac-
tual work of compiling PIB data is
done by a private company called
Leading National Advertisers.

SOUTHWEST VIRGINIA’S /)amm RADIO STATION

ECONOMY SIZE

Virginia has:

PIB figures give month-by-month
expenditures of advcrtisers in aga-
zines. newspaper supplements, network
radio and television, In addition spe-
cial breakdowns are available

o 891,500 families . o on

spending by groups of advertisers in
* 861,890 RADIO families a given industry. MAB will often fur-
e 292520 TV families nish such breakdowns to advertisers
e 413,740 CAR-RADIO families for their guidance in making advertis-

ing plans.

And the WBD] area
Includes about - MAB has two periodical publica-
tions and a number of general presen-
tations, including motion pictures,
wlich are designed to explain various

facets of magazine advertising and re-

lated fields.

A Television Advertising Bureau
would probably bear more resemblance
to MAB initially than to BAB or B of
A. Tt would probably employ a dozen
or fewer people on a small starting
budget. * X %

Va of Virginia’s Population
and Retail Sales.

Source: A. C. Nielsen Co., Inc.

Established 1924 . CBS Since 1929
AM . 5000 WATTS . 960 KC
FM . 41,000 WATTS . 94.9 MC

VA.

ROANOKE,
Owned and Operated by the TIMES-WORLD CORPORATION

| FREE & PETERS. INC., National Representatives

SPONSOR ASKS

(Continued from page 57)
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But local broadcasters in soliciting
the largest dollar advertisers in their
comnmunities—their department stores

C«@;’gj”?@??éﬁ oy e

Here’S $4570 EXTRA"';"P'(;;‘ o5

$4570—that's how much more
than the national average that the
Western Market farmer-rancher

earns each year.

$4570 —that’s how much e-x-t-r-a
the Western Market farmer-
rancher has to spend for consumer
goods as well as for the
equipment and materials aiding

him in his own production capacity.

KOA-Radio’s programming is
aimed at the rich and ready
V/estern Market (302 counties in

A

—send a man down with a rate card
and an availability sheet.

Thus, to the question, “Why don't
department stores use radio?” the an-
swer is basically simple. It is because,
with the exception of a handful of sta-
tions, broadcasting as a whole doesn’t
do anything to get them.

Saamuer H. Curr
Radio-TV Consultant
Allied Stores

New York

Retatlers are not
large users of ra-
dio or tv. Both
retailers and
broadcasters are
to blamre.

1. Stores are

12 states). old hands in the
use of printed
[ - Covers The West... &esl/ media. They

Y} FOR FOOD ADVERTISERS: |
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Mr. Abrahams know newspapers

and how to use
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them for innnediate vesults, They know
that a 100 pewspaper advertisement
brings them £1.000 tu immediate sales,

plus future husiness,

2. Stores dou’t hunow radio adver-
tising well,  Broadvasters have never
tekeu the time or trouble to teach
stores lrow to nse radio.  Contrast this.
if vour will, witlr the newspaper system
of desiguating salesmen specialists to
coutact stores, regularly offering thewm
specific ideas and sales helps.

3. Radio was originally sold to
slores as an istitutional device. This
eppears to liave been a way lo excuse
lack of retail sales results. Stores pre-
fer to use radio for cash register re-
turus as they do priuted media.

4. Radio doesn’t appear interested
i deterunning what kind of program-
g will pull for stores. In iy New
York University course in retail radio
and tv advertising, for example, no
person from radio has ever enrolled.

5. The industry invariably offers
inferior time to stores. Preferred time
is usually offered to national advertis-
ers. however.

All of the above apply to television
advertising with increased emphasis.
In addition to these points. there is
this to be said for tv:

1. Tv costs are fantastie. It is ab-
surd for a retailer to attenipt to coin-
pete with national tv productions. The
national advertisers, at their high tal-
ent costs, are able to distribute them
over many stations.

2. Many stores, attempting tv, liave
found tlreir air time canceled following
a sale of it to a network prograni. This
does not make for good reclations De-
tween station and store for future use
of the medium,

3. Charmed by the glamor of tv,
many stores find that the station gives
them insufficient help in programing.
staging and merchandise selection.

As | see it. there is only one way to
n:ove if the industry wants retail ad-
vertising:

1. Retailing considers radio and tv
as broadly one medium—broadcasting.
Stop fighting hetween yourselves and
approach retailers with oue package.

2. Hire retail brains, men and wom-
en who know stores and their promo-
tion problems.

3. Use these retail-trained people to CBS AND DuMONT
work with your oewn radio and tv peo- TELEVISION NETWORKS

ple instead of using yourselves to guess
what's good for retailers,
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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 40% of the retail sales.
That makes CFRB your No. 1 buy in
Canada’'s No. 1 market.

REPRESENTATIVES
Uniled States: Adam J. Young Jr., Incorporaled
Canada: All-Canada Radio Facilities, Limited

In a nutshell, reach them 1o sell

them.

Howarp P. ABRraniams
Manager. Sales Prom.

National Retail Dry Goods Assn.
New York

Any questions?

SPONSOR welcomes questions of
general interest to advertisers.
agencies and broadcasters from
its readers. Questions are eval-
uated for their interest to other
reader~ and. if found suitable.
will be submitted to the most ap-
propriate authorities for answer-
ing. Topic for discussion in the
14 December issue, Do you be-
lieve that television is over-com-

mercialized?”

A bountiful
Thanksgiving
is the wish
of

Art Moshy

The At Mosly Stations

cBS KGVO 1290

5000 W
MISSOULA

MONTANA

THE TREASURE STHUTE OF THE 8

Representatives:

Gill-Perna, Inc,
N. Y., Chi., L.A,, and S.F.

49TH & MADISON

tContinued from page 25)

of the 27th regarding a radio broad-
casters’ association. [ am firmly con-
vinced. and have been since television
started. that television and radic
shouldn’t live in the same house, any
niore than railroads and truckers, news-
papers and magazines. Television is
a marvelous medium, and radio has
been feeding it since it started. Radio
is also a marvelous medium and is
here to stay.

I sent out my form letter. which you
probably know about, with no ulterior
motive whatsoever. merely to see if 1
couldn’t get some leaders in the radio
industry stirred up to the point of
realizing that television is their strong-
e=t competitor and we shouldn’t sleep
together.

The  conventions recently  of the
NARTB have heen largelv television
conventions: radio practicallv nothing.
Our trade magazines today are 907,
television news: very little radio news.

I have been accused by some peo-
ple of trying to wreck the NARTB. 1
have no such idea in mind. T merely
want a new organization composed en-

tirely of pure-blood radiv operators.
and 1 think we have to have it if we
are to put our best foot forward.

Television has been largely financed
by radio money. and it has been eating
on us so long that 1 am afraid it has
started to hurt.

If we could get the support of a
number of state organizations who
largely don’t accept television opera-
tors as members. we might get some-
thing done. T haven’t got the time, or
the energy, or the will to travel around
the country to try to start a rump
organization, but it seems to me that
there should be enough sense in the
fact that television is our strongest
competitor. that owners and operators
of radio stations should be able to see
the light and something definite could
be done along this line.

1 can’t see a separation of the radio
interests and the television interests
inside the NARTB. because the real
money today is in television and where
the money 1is. it will naturally donn-
nate: and 1 think we must make a
clear-cut break between the two media.

If we were operating a television
station. which we expect to do some-
day. I would be more than willing to
join a television association and also
a radio association. be it a federation
or anything you want to call it. We
should have our own meetings and our
own trade media.

In response to my letter 1 received
about 250 rephies: 85% of them were
in favor of a complete cleavage. and
a little support in discussion in the
state organizations. | think would be
helpful.

We have made it a policy here not
to join or support any organization
that has a dual purpose: television and
radio. They have both got to live sep
arately. Our problems are different—
they are two entirely different media
and they are both going to live and
1 hope happily. but not together.

I think our networks have sold radio
down the river in favor of television
and look what has happened to the
network shows on radio. Radio can
be sold. We are enjoying the biggest
business we have had in our history —
strictly radio. Why more people can’t
see the incongruous situation we have.
| can’t understand. We could operate
a strictly radio organization for one-
third of what it would cost us to oper-
ate the present national organization,
and do a good job. We are not going
to be attacked on “the hill” as the
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The Iron Curtain has many faces.

Poles and Hungarians look
across a No-Man’s Land of alarm
systems, booby traps, and armed
guards . . . the Czech sees a wood-
land stream with forest chopped
naked to accommodate watch
towers and Communist-manned
machine guns . .. the Romanian
gazesdowna quiet valley where the
flowers have been replaced with
electric barbed wire and the secret
police tramp all day.

Few captive voices reach out-
side this armed wall, but many
powerful voices from the Free
world are reaching inside it con-
stantly.

Radio Free Europe is bringing
new hope and courage daily to
these Red-controlled millions who
are our first line of defense against

R acem,
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them free.

Soviet aggression.

RFE, broadcasting in the lan-
guage of these people through
their native exiles, is melting the
Iron Curtain with Truth—while
the Red bosses work feverishly to
‘jtam’ RFE programs and calm
their restless satellite peoples. As
long as RFE keeps the Reds work-
ing overtime in their own vulnerable
‘back yard’— Moscow will hesitate
to risk a third World War.

One dollar is needed from every
American to insure that Moscow
won’t take that risk.

Your “Truth-Dollar” will work,
as no dollar ever worked, for an
independent American enterprise
—Radio Free Europe—which is
supported and operated by private
citizens like yourself.

To support Radio Free Europe,

what 1s the

Iron Curtain
anyway?

It is Communism’s “wall” against the
healthy atmosphere of honesty that
free men breathe. It is Communism’s
cruel and inevitably futile

attempt to seal off 70,000,000 enslaved
people from TRUTH that can set

send your ‘“Truth-Dollar” to Cru-
sade for Freedom, ¢ o your local
postmaster.

In this strategic area, a Communist
police state controls the destinies of
70,000,000 people.

@ RADIO FREE EUROPE supported by CRUSADE FOR FREEDOM
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Jown fo Town
Local Coverage

there
IS a
Santa
Claus

let him bring
you the best
buy in KC
Market

TIME ON KUDL

| The No. 1
Independent

Station in KC

1000 WATTS
250 WATT RATE

Call Forjoe

STUDI0S: 1012 BALTIMORE BUILDING

GREATER KANSAS
CITY TRADE AREA

~® KOKO

" KUDL—KANSAS CITY

I
& KOKO—WARRENSBURG
KDKD ¥  kpkp—cLinTON

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.

1011 S.W. 6th Ave.

 PORTLAND 5,
. OREGON ...

-

vu A

Nat'l Reps.: BURN-SMITH CO.
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politicians call it now, because we are
not the glamor girl anymore. Tele-
vision is going to be the one that is
coing to have to defend itseH, and 1
can sce very few common prohlems
that we would have to settle in the two
industries as a unit. Our lahor prob-
lem is entirely different; programing
i~ entirely different; sales are entirel,
different.

H vou think otherwise, why doesn’t
BADB =ell television? Would you want
that to happen?

In closing, 1 am ouly interested in
getting something done, and 1 am not
cold on any single idea as to how it
should be done except complete cleav-
age; and until that is done. those of
us strictly in radio, 1 am sure, are
never going to be too happy.

Bin. Way

REP GOES TO ALASKA

I wish to call to the attention of
your readers a discrepancy in the ar-
ticle, “A rep goes to Alaska,” in sprox.
soR of October 5. 1953 [page 36].

The author. Roy V. Smith, states
“KEFQD. Anchorage. had top local bill-
ings last year. a total of $138,000”

page 74]. Mr. Smith never inquired
of our organization, but the fact is
that KENI. Anchorage, had a 1932
local billing of $176.653. We are proud
of this total, and will gladly substan-
tiate the figure by any reasonable
meaus. . .

Crame O, Baxks

Wanager

KENI, Anchorage

Alaska

HELPFUL IN SCHOOL WORK

I am a student at Columbia Uni-
versity and | am now taking a course
in radio and tv publicity. Mr. Svdney
Figes, vice president in charge of press
at the National Broadcasting Co.. is
my instructor. Mr, Eiges suggested to
his students that they read sroxsor
regularly in order to keep up with
what ix going on in the broadcasting
industry. I am happy to report that 1
have taken Mr. Liges’ suggestion and
I find sPoNsor very interesting and a

reat help to me in my school work.
For someone, such as mvself, who
lans to make broadecasting his career.
Fthink it is also very helpful for gen-

ral information and data

JoeL W. STIvERs
001 Riverside Dr.
New York 31

ROUND-UP

(Continued from page 39)

that the family wire recorder cut the
entire hour show, which he then plays
back every morning of the week follow-
ing the broadcast.

#* * %

New York should now have the hest

decorated apartments in the whele
L. S. A—if New York’s lady tv view-
ers follow the suggestions given by
Margaret Arlen on her daily program
over WCBS-TV. Just a few days ago
Miss Arlen put the finishing touches
on a four-room basement apartment,
which was completely redecorated in
full view of tv cameras. Now that the
apartinent is refurbished (it was an
utter shambles last July when Miss
Arlen went to work on it). she’s tell-
ing her viewers how to make lamps
from old vases: how to make them-
selves skirts, and how to make Christ-
mas presents at home. She gives vari-
ous other household hints. interviews
a celehrity every day and. according
to CBS. successfully sells the products
of 16 sponsors who range from dog
{oods to soft drinks to nut associations,

Water from the famed Fountain of

Larry McKinley

Ernie 'The Whip"

Jack Willman

TO YOU ALL
AND
ALL BEST WISHES
FOR
1954

600KC ""THE SEPIA STATION"

WMRY

NEW ORLEANS, LA.
Gill-Perna, Inc.—Nat’'l Rep.
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Youth ut St. Angustine, Fla, was
mailed (i1 a waterproof container) to
advertisers and ageneies by NBC Ra-
dio a couple of weehs ago. A little
hooklet sent with the water recounted
the search of Ponce de Leon for the
miracle <pa. then told abont what the
anthor claimed was another miracles
ABC Radio’s *Three” Plan. ““Let vour
silrs enrve drink deeply from the true
Fountain of Youth.,” the NBC writer
advised, “as you enjoy a lasting peace

of mind.”
* * *

This month’s WONR, New York.
program guide has a new front cover.
the first time since 1912 that the cover
design has been altered. The new de-
sign carries a pen-and-ink sketch of a
urcat leader in thought and one of his
juotations about mnsic ({for example,
Mato: < The man who has music in s
soul i in love with the loveliest™)
WOXR said the program guide has
been issued since 1936: 1its circulation
has increased from 710 to more than
60,000 paid subseribers (81 vearly),

EW ARRIVAL! |

...BIG CHANGE
AT WVET

Yes, the station with more local
accounts than any other THREE
Rochester stations put together
has joined America’s livest net-
work!  Result:—improved pro-
grimuning cver increasing
audience better-than-ever-
buvs for advertisers in the rich
Rochester - Western  New  York
market!

5000 WATTS » 1280 KC.

I '
Q‘a
I

IN ROCHESTER, N. Y.
Represenied Nalionally by
THE BOLLING COMPANY
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the largest cirenlation of any publica-
tion in the musical field except Erude.
" L 2 *

Religions leaders, teachers in paro-
chial schools and varions commmuity
clubs and organizations are bheing seut
an advance seript of the Christmas
program of the Greatest Story Ever
Told. The annual program. titled “No
Room at the Tun.” will be broadeast
Sunday. 20 December. The program
series 15 sponsored by Goodyear Tir
A Rubber Co.. but never carries com-
mercial announcements  bevond  the
FCC-required sponsor identifieation at
the beginning and end of the shows,

* * *

A route list of grocery outlets with
marketing data is being sent to ad-
vertisers by McClatehy  Newspapers
(The Sacramento Bee and KFBK. Sac-
tamento). The 60-page book and map
covers Sacramento’s 19-county whole-
<ale and retail market which, accord-
ing to KFBK. is the “highest per cap-
ita retail food market in the We-t.”

* * *

A white tie with a formal invitation
was addressed to advertisers and agen-
cies by WNBT, New York. The invi-
tation asked recipients to become one
of the sponsors of The Seven O Clock
Theatre. The Theatre, telecast cvery
weekday evening, features a different
program each night.

* * *

Brand Names Day will be 28 April
1951 rather than during the second
week of April, Henry E. Abt, president
of Brand Names Foundation, Inc., has
annotunced.  Abt said the change was
made to avoid conflict with retailing
and business activities during Laster.

* * *

New York University offered 292
different courses this fall in its Divi-
sion of General Fducation- but mid-
way through the semester, it added
another one. In the United States for
a few months were 22 Latin American
students who were getting basic in-
struction in v for careers in their
homelands of Venezuela, Peru, Colom-
bia, Cuba and [DP’uerto Rico where.
they reported, the video business was
Fooming. Near the end of their stay
last month. they found a little frec
time on their hands and decided to
fit in some extra class work if possible.
o NYU =et up a new workshop, “*Spe-
cial Advanced Course in Television
Production.” which offered two con-
centrated three-day sessions for the
Latin Americans. * * x
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{7} _HERE WE GO ROUND
THE MULBERRY BUSH

the mulberry bush —the mul-
berry bush

Here we go round the mulberry
bush

SO EARLY IN THE MORNINGI

The KMBC-KFRM Team is
looking under every ““Mulberry
bush” in the great Kansas Cily
Primary Trade Area in behalf
of its advertisers!

| If your product or service

o needs to be brought out from

010\ | under the bushes where people
\ U | con buy it, call KMBC-KFRM,
b-:‘ 1 .. Kansas Cily, or your nearest
LV Free & Peters office, for

4% availabilities on The

KMBC-KFRM Team.
The folks in the Heart of
America won’t bolher
LT’ to beat lhe bushes for

L'l your product. Today
they are buying the
things they hesr about
on the radio station they
listen to most

L KMBE
KFRM

R KN
S RADIO FOR THE HEART OF AMER!

Team, B=N

Y

-
WTXL

MARKS
THE
SPOT!

m western Massachusetts,

where more and wmore na-
tonal spot advertisers are im-
proving local coverage at low-
cst cost per thousand.  Ouly
[ull-time 1ndependent station
WIXL
has the largest 7:30 to 8:00

serving  Springheld,

AL audience of any station
in the arca.

94768,

IWTXL.Springfield, Ma
o1 any office of the Walker Repre
sentation Co., Iuc
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thees
Serape*j \
covers
20,000,000

dollars, and
85,000 people!

" ‘f"v

*Serape -

that’s how | call a blanket. And KIFN, and
only KIFN, Serapes (blankets) 85,000 Spanish-
speaking people. That's 20% of Arizona’s
population — a market you can’t afford to
miss, | theenk!

Si, Senor, KIFN blankets a rich
market — $20,000,000 spent
by Spanish-speaking people in
retail sales last year! If you
want your full share of this
market, Senor Businessman

. better get ynder my
Serapel

More than 80 Local Business-
men keep their sales HOT
with thees Serape . . . Sell
everything from beans to
bank accounts, from refrig-
erators to ranch houses,
from tamales to TV sets.
My Serape can sell for YOU,
too, amigo! :

REMEMBER . . . if you sell in
Arizona, you should sell in
Spanishl And to reach this
rich market, you must use
KIFN — Central Arizona’s only
full-time Spanish-language
station!

ASK THESE YANQUIS ABOUT ME!

NATIONAL TIME HARLAN G. QAKES
SALES AND ASSOCIATES
17 E. 42nd St. 672 Lafayette
New York, Park Place
New York Los Angeles, Calif,

KIFN

860 Kilocycles * 1000 Watts
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA

110

Milton H. Biow, chairman of the board of
The Biow Co., made headlines when he testified
during the California trial of Arthur Samish. Biow
stated he had paid Samish $120.000 on a brokerage
basis for obtaining the Schenley Distilleries account.
The jury found Samish guilty of not payving fed-
eral income taxes on the fees and other income.
During the trial four accounts left Biow, two being
single brands of muliiple-brand clients whose other
brands remain with Biow. Agency spokesman called
this turnorer normal for agency size of Biow,

Carl Haverlin, president of Broadeast Music,
Inc., was one of 42 defendants named by newly-
organized Songwriters of America as conspiring to
keep their music off radio and tv. SOA seeks $150
million damages, the dissolution of NARTB and
divorce of BMI from broadcasting industry owner-
ship. Harverlin commented that “the baseless con-
spiracy charges made in the complaint are a rehash
which ASCAP has been making for vears and has
nerver been able to substantiate. . . " Haverlin
stated BV} has maintained competition.

Victor C. Dielan, newly-elected chairman of
the Mutual Affiliates Advisory Committee. made
these comments recently after the committee recom-
mended that Mutual’s new affiliation plan be set
aside: “Vlost of the ingredients of the . . . proposal
were based on sound thinking and principles.
However, the committee felt that . . . certain
elements of the plan . . . needed further evalua-
tion. . . . There are some good adraniages to the
plan and the committee is confident these advan-
tages can be incorporated in VIBS operations.”

Barry Ryan. president of Ruthrauff & Ryan,
Inc.. on his 25th qnniversary in the agency business,
recalled that he cut his eye teeth during the worst
depression in American history. One of the “new
trails hluzed” during the depression. he said, was
the use of radio’s original amateur hour applied
to advertise the products of an automobile manu-

“turer.  He said threats of a recession call for

valuating the function of advertising in the
U nited States because “our economic process is
redicated on power to build demand.”

SPONSOR
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¢ i "BIG MO’

Bt |

Yes, “Big Mo” is in the heart of St. Louis! Not only are the studios, tower and transmitter centrally
located . . . just off Forest Park . . . but everyday KSTM.TV’s fine network and local programs reach
deeper and deeper into the heart of the St. Louis television audience. “Big Mo” helped to bring multi-
ple-programming to the area . . . offered the individual viewer a choice of programs. Little wonder Mr.
and Mrs. St. Louis “just love that ‘Big Mo’ ™.

You can get close to the St. Louis heart . . . and po:ketbook . . . with your product if you come aboard
“Big Mo today. Wire, phone or write for choice availabilities.

CHANNEL 36 S AITNT LOUTLS
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Needed: a TVAB

Radio never got around to establish-

ing a promotional sales and researeh
bureau until it was in desperate need
of more and better selling.

Mayvbe that’s why there isn't too
much station enthusiasm for a TVAB
at this time. (Incidentally “TAB” can’t
be used because it means “Traflic Au-
dit Bureau.”)

But the new electronic medium is
mushrooming so fast it’s in acute need
of sound statistical data—information
which every other medium. especially
newspapers and magazines. provides
the advertiser. Further. every other
major 2d medium has an ad bureau
and with good reaxon in more than
one direction.

Tv Code Board's "First Report”
The NARTRB's Television Code has

been in operation since 1 VMarch 1952.
It now has 188 stations =ubseribing to
it. as well a< all four tv networks.

In its brief existence it has horne
fruit on two fronts:

1. h comvinced Coneress that
the t imindr} meant busine-s when it

tal

Rita

10
~ K€l 2ON mig

leastm lo

11

Applause

SPONSOR'S survey [see “Should there
be a Television Advertising Bureau?”
page 29) points out that a TVAB
could be established on a small scale
for $200.000 or less. It also summa-
rizes the activities of the other four
major media promotional groups
BAB, ANPA’s Bureau of Advertising,
Magazine Advertising Bureau and Out-
door Advertising. Inue,

To date tv has managed to skyrocket
without (1) much research. (2) up-
to-date circulation and set figures, (3)
a really accurate record of who uses
the medium and how much. (4) a cen-
tral source of statistical, informational
and promotional data.

But with competition sharpening not
only between stations but between
media as well, this period is drawing
to a close.

We're for a TVAB—now!

BAB's loss

Fhe Broadcast Advertising Bureau
will miss President Bill Rvan when he
steps down 1 February. So will the
whole radio industry,

During his three vears at BAB, Bill
sweated and strained to build it into a
major media organization comparing
favorably with the ANPA’s famous
Bureau of Advertising. Today it has
831 members and a $670.000 budget
(8750,000 or 1more projected for
19501, 1t is highly regarded by broad-

ceptability of programs and commer-
cials. The Code applies to subscribing
stations and networks only. But its
effect on the industry has already been
astounding.

For example, not an advertisers’ or
an agency convention goes by without
some discussion of the Code: whether
the advertising profession is living up
to 1t.

The First Report to the People of
the United States. prepared hy the Tv
Code Review Board. conmains a wealth
of data on the aecomplishments of the
Code in it= first vear of operation,

Of course it ha=n't eliminated all oh-

le practices in v, But
mngs: (1)

‘ritics
The

casters. sponsors and agencymen alike.
Its numerous studies serve as useful
tools. It has helped rekindle the ad-
vertiser's enthusiasm for radio as a
leading medium.

Bill proposes to leave BAB with the
knowledge that during 1954 the big
job he has done on the local level will
be continued; that the work of promot-
ing and selling radio’s standout apti-
tudes to national and regional adver-
tisers will be expanded. He knows.
too, that no time is being lost in se-
lecting a worthy successor.

Bill Ryan may well be proud of his
stewardship. We hope he will find an-
other important spot in the broadcast-
ing industry which he has served so
well.

* * *

WJR’s “Goodwill Cavalcade”

Put Thursday. 10 December 1953,
down as a day unique in radio station
promotion,

For on that day Detroit’s 50 kw
WIR is bringing 70 of its own enter-
tainers to New York to present a one-
hour varietv show on the Starlight
Roof of the Waldorf-Astoria following
a dinner for some 450 agency. spon-
sor. network and press guests.

General Manager Worth Kramer in-

forms us that no one from WJR is go-
ing to try to sell a single thing. W]R’s
aim is to show radio’s vitality (as re-
flected by a single station) in a tele-
vision age.

Code is 100°% voluntary and the only
method of enforcement the board has
i< moral pressure. (2) Consider what
the condition of the industry might
have been had there been no tv Code.

Edward H. Bronson. director of
NARTB’s Tv Code Affairs, and these
members of the Review Board merit
the appreciation of the entire broad-
casting industry for making the Code
a living thing:

John E. Fetzer. WKZO-TV. Kalama-
700 (chairman): J. Leonard Reinsch,
WaB- TV, Atlama, and WHIO-TYV.
Dayton: Mrs. A, Scott Bullitt. KING-
TV. Seattle: Walter J. Damm. WTJM-
TV. Milwaukee. and E. K. Jeuw.
WMAR-TV. Baltimore.

SPONSOR
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WE'VE HIT THE TOP!

Vith a TV Antenna 10007 \Dbove Averaee Terrain.
W

\ctual height 9257, That's as high as any in VMichigan.
Far higher than any commercial station in any
Michigan market except Detroit.

We’re Installing a 50.000 Wau RCA Transmitter.

The 10,000 watt component is already installed and operati

delivering 100.000 watts, e.r.p., video and 50,000 walts,

e.r.p., audio. That’s more power output than any other station
in the area delivers or plans to deliver in the near future.
But. full power of 316,000 watts. e.r.p.. video and 158.000
walls, e.r.p., audio is seleduled for l'ebruary 1, 1951

A.T.AT. Relay Service Comes to Grand Rapids January 1. 1951.

Sehedule your advertising on WOOD-TV, Grand Rapids’

only television station. The Western Michigan station with top
technieal equipment, top local «¢nd network programming
and the top market to go with them.”

*Primary service. too. to Western Michigan’s most populated area

ineluding Muskegon, Lansing. Battle Creek and Kalamazoo.

WOOD-TV

GRAND RAPIDS, MICHIGAN

Grandwaad Braadcasting Company.

Reaches more people who hare more and buy more

NBC, Basic; ABC, CBS, DuMONT, Supplementary.
Assaciated with WFBM-AM and TV, Indianapolis, Ind.,
WFDF, Flint, Mich.,, WEQA, Evansville, Ind.
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TELEVISION

BASIC CBS TELEVISION
AFFILIATE

It’s a solid swing to Channel 9 on
the airwaves in the Kansas City mar-
ket . . . and solid selling for WHB-TV
advertisers! A full schedule of CBS-TV net-
work programming . . . plus a variety of talent-
packed locally produced shows . . . put your spots
in the right spot for sales — on the solid favorite of
338,699* television homes in the WHBig Kansas City market!

N Don Davis, President
- John T. Schilling, General Manager

FREE! TO ADVERTISERS

AND AGENCY execuTives f ' T A B ‘ AZ H

o BASIC CBS-TV 710 KC. 10,000 WATTS
Kansas City

MUTUAL NETWORK

OI.DEST Represented

nationally by

CALL LETTERS JOHN BLAIR & CO:



