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What? No radio station cver captured a 50%¢
share of audience in a six station market before?
Shucks! Why'd you have to go and tell us!

You sec, not knowin’ it was imipossible, we've al-
ready gone ahead and nailed down 507¢ or more of the
Omalia—Council Bluffs audience during 33 quarter
hours weekly! That mcans KOWH has more audience
during those times than all other siations combined!

Why are we gunnin’ for a record? Well, the “im-
possible” is always a challenge: and besides—we love
to keep our sponsors droolin’!

Agoin, the November — Februory
Hooper scores on oll-time high for
“*Americo's Most Listened-To Inde-
pendent Stotionl’

(Average, 8 o.m. — 6 p.m,,
Mon. — Sat )

22 MARCH 1954

50¢ per copy e 38 per year




BULO\/’L&—DOES A COMPLETE JOB .

SO DO HAVENS AND MARTIN,

b b SR

“Tl R—

CHMOM@/ 117 -y

—~— A

Maximum power—
100,000 watts at Maximum Height—
1049 feet

A complete job of skilled craftsmanship,
modern methods and smart design have made
Bulova a precision timepiece for over two
decades. Bulova’s time signals on the air
combine service and salesmanship to millions
of Americans. You can look to Bulova for
accuracy and dependability.

Craftsmanship and precision in programming
are a distinct Havens & Martin, Inc., Stations

contribution to your selling. Fine entertainment

and public service have built up large and loyal
audiences in the rich areas around Richmond.
Join the other advertisers using the First
Stations of Virginia.

WMBG ~» WCOD ~ WTVE

FIRST STATIONS OF VIRGINIA

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 nationally by The Bolling Co.

Inc. 'STATIONS . ..

f
WMBG

wcobD

WTVR

-
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Admen burn Agencies are still burning over NBC TV's bumping of U.S. Tebacco Co.'s
over bump "Martin Kane" from Thursday 10-10:30 p.m. slot to make room for "Lux
Video Theatre." Permanent preemption of time hits agencies where
it hurts. 1It's believed top agencies are seeking way to solve prob-
lem in future. Agencies want "rights® of air advertisers who invest
time and money in time period defined. "Martin Kane" has been on 5
vears. Kudner, which built Kane package, isn't saying but rumor is
agency, client may take issue to equity court.
—~SR—
Big Nestle Nestle $6,000-weekly campaign on WNEW, New York, is probably record
radio plunge buy on single radio station. Nestle's signed contract for £211,000
(time and talent) through end of year, via Sherman and Marquette.
If saturation pays off campaign on key stations in other markets may
follow. Nestle's $6,000 gives it morning-through-midnight continuity
of impact. Another recent Nestle buy: 350 ABC Radio stations for
"Space Patrol." WNEW buy is for Nescafe (instant coffee).
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The man Look for increased air campaign for Cliquot Club soda now that Cun-
from SPONSOR ningham & Walsh has account. Agency (when it was Newell-Emmett)
launched Pepsi-Cola jingle which brought fabulous success. (For
anecdote on how agency team went to work to toss up preliminary

Cliquot jingle ideas, see article this issue in which SPONSOR writer

tells of week he spent working as_junior executive at C&W, page 37.)

—SR-—

Is 15 rating Fact ratings are risky index of what you buy has rarely been better
better thanm 3? shown than in new ABC daytime radio presentation "Millions of Num-
bers." ABC says 15.9 rating of one major tv show is actually equiv-
alent in homes reached to 3.5 radio rating. Yet many make fast evalu-
ation on basis of numerical rating only.

—SR—-

Ziv sale Rumors Music Corp. of America will buy Frederic W. Ziv, film and
rumors persist transcription giant, persist. Firm's biggest asset, aside from vault
of properties good for years of reruns on radio and tv, is sales
knowhow of Fred Ziv.

|
1 Hick Carter, MBS ... ... ... S 1,850 |
{ The Shadow, MBS (pariciporion) ... § 2,100 |
Yours Truly, Johnny Dollar, CBS. . § 3.400 |
N.r, and Mrs, North, CBS. . .. . S 4,500 |
|
I
|

I
| There are some 15 half-hour mystery and detection dramas currently on
network radio. Of these, nine are available for participating sponsor-
I ship under special sales plans. Mutual's Multi-Message Plan, for in-
stance, offers (among other shows) "The Falcon" and "Official Detec-
’ tive'' at $1,500 per participation, "Counterspy"’ and "Bulldog Drum-
I
|
|

mond” at $2,100. Sponsored non-sales-plan shows range from $2,000
{"Mystery Theatre,” ABC) to $6,000 ("Big Story," NBC].
For a sampling of talent costs (excluding time] of other radio network SIISPBIISB, GBS ............. S 5c000
mystery-detection shows, see list at right. Complete roster of all radio .
shows on four networks appears in Comparagraph, starting page 89. Dra;net! NBC -------------- S 5'500
e e e e o o e e e e e o e o — e — — — — —
SPONSOR, Volume &, No. 6, 22 March 1051, Published biweekly by SPONSOR Publization:, In . 2t 311t Elrv Ave Ba'sin \f Ex A1 - ang T
1 ¢ under A t 3 Mareh 1879

culatjon Offices 40 E. 49th St., New York 17. $8 a vear in U. 8. $0 elsewhere. Entered as second class matter 29 January 1949 at Baltim re, Md p s




REPORT TO SPONSORS for 22 March 1951

“Home’ gets Will Pat Weaver's "Home" repeat success of his "Today"? Admen seeking
quick start auswer will note that NBC TV had 9 clients sold before show debuted.
That's progress at far faster clip than "Today" enjoyed in '52. The
9: Alcoa, Sunbeam Corp., Pepperell, General Mills for Betty Crocker
cake mixes, Helena Rubinstein, James Lees & Sons, American Greeting

Card, Dow Corning, Avco Division of Crossley Manufacturing.

-SR-

Men in “"Home's’”” Prediction: If "Home" can carry its mortgage of high production costs,
future? it _will eventually be on Saturdays to reach men. Though show beams

at women, pictorial reports on specialty furniture, appliances have
male interest. Sometimes overlooked is fact shelter books have male
readership. "House & Garden," for example, had 61 men readers per 100
copies in July '53 Starch. Though shelter books are prime target
as "Home" guns for billings, NBC is taking on whole range of slicks
in moving to compete with magazines--on tv and radio.

—SR—

War ended P&G Now it can be told: P&G might today be putting bulk of its media
newspaper test dollars into black-and-white instead of radio and tv if Pearl Harbor
hadn't knocked out $500,000 year-long newspaper test in 1941, accord-
ing to W. D. Hogue, P&G of Canada ad director. He ran test for Ivory
Soap at time. P&G spends some $80 million (PIB shows $29 million for
radio and tv). For article on "How Block Drug tests media" see p. 50.

—~SR—-

How much more Rule of thumb from central office of retail chain: Buy tv on basis it
is tv worth? delivers twice as much impact as radio, 3 times at most. Where cost
for same circulation on tv exceeds radio by more than 3 times (as is

frequently case especially in new tv markets), central office advises

against tv. Actually executives feel radio is better buy for stores.

—SR—

Publicity like Perils of a program publicity man are illustrated by "Time" cover story
Russian roulette on Jack Webb, "Dragnet" director-star. Story is million-dollar pub-
licity break but leaves impression of Webb as poor-boy-on-the-make-
don't-get-in-my-way type. That doesn't jibe with picture of Friday,
cop-who-only-wants-facts. What can happen when publicity paints pic-
ture of star which varies from his air personality was shown in re-—
cent Godfrey hassles. Godfrey rating has declined since incidents.

X e ——
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New national spot radio and tv busiuness

SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
I, Burlington Mills, NY Cameo Stockings Donahue & Coe, NY 10 major radio mkts throughout Radio: 20-30 10-sec anncts a3 da: 7, 8,
country 9, 28, 29, 30 Apr; 6 da
I Colgzte-Palmolive Co, Cashmere Bouquet Sherman & Moarquette, 50 scattered mkts Radio: dayti min anncts; early Apr: 26
i Jersey City, N) NY wks
Delaware, lackawanna Blue Coal $SCB. NY 20 Eastern mkts Radio: carly-morn min anncts: 16 Apr;

l G Western Coal Co, 10 wks

: NY

l Ford Dealers, Wash, DC Used cars } Walter Thompson, 25 radio stns in Wash dealer Radio: chnbrks, min anncts: 15 Mar; 2
NY distr wks

I Shell Od Co, NY TCP gasoline J. Walter Thompson 5 radio mkts in South, Southwest Radio: min anncts; 25 Mart 6-13 wks
NY

I Shell Oil Co. NY TCP gasoline ). Walter Thompson. 5 tv mkts in South, Southwesr Tv: 20-sec. min film anncts; 25 Mar;
NY 6-13 wks




to successful selling
in the Lehigh Valley

An enthusiastie, sports-toving audience yours on
WLEV-TV. now carrying top events in every major sport
activity from Madizon Square Garden—boxing,
hockey, baskethall. swimming. and the Golden Gloves.
Each event has four segments, at $125 per segment, all
inclusive. Each segment gets three and one-half
minutes commercial time per event. This mcludes 15-
second opening and elosing sponsor identification;

two one-minute announcements; six 10-second ad libs
during play-time. Backed-up by extensive promotion on
the loeal level, it's a great selling opportunity.

Of equal importance is the WLEV-TV complete local
sports programming. filmed by mobile units and
processed in the station’s own maodern laboratories.
Cash i on the WLEV-TV sports-loving audience.

[t’s your sure ticket to suceess{ul selling in the

large, rich Lehigh Valley. Buy WLEV-TV.
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ARTICLES

Agencyman—ifor a weeks

SPONSOR's Charles Sinclair spent week at Cunningham & Walsh, got working
acquaintance with junior agency executive's life. Here are his impressions of
week that began 4:30 in the morning Monday | March

What do c¢lients think of network spot carriers?

Although broadcasters have been battling pro's and con’s of spot carriers for
some months now, almost no one's asked the sponsor—the man who'll make ths
final decision on this issue—for his opinion

Small-town Mnerica: how to reach it

National advertisers who ignore small towns are missing out on 30% of total
retail sales. Most economical way to get full coverage is through radio net-
works like MBS and Keystone Broadcasting Co.

How Jun Moran became No. I Hudson dealer

Chicago dealer has been using tv exclusively for six of his nine years in
business. Today he grosses $26 million, sells 200 cars a weekend

Storm clowds ahead? Don't trim your sales

Why broadcast media are good bets when business looks bad. Four hypotheti-
cal case histories dramatize typical attitudes towards air advertising

What 11,000 listeaers said abont radio

Letters sent to WCBS, New York, for "Why | like radio" contest reveal chang-
ing pattern of radio listening, show how radio fits into listeners' lives

How to test media

Part 19 of SPONSOR's All-Media Evaluation Sfud;_ gives pointers on media

testing from George J. Abrams, advertising director of Block Drug. Abrams
tells what his firm learned from hundreds of media and copy tests

How to nse neww CBS (v set eount

How advertisers and agencies can use CBS tv set count figures to calculate
set growth in future for various markets

COMING
Psychological aspeets of media

Part 20 of SPONSOR's All-Media Evaluation Stedy presents an analysis of
what psychologists have discovered about advertising in different media

Why Vitemin Corp. uses network tr

Vitamin Corp. of America spends 607, of $2 million budget for network tele-
vision, has upped sales over 3009, in three years

o April

3 April

A2

44

16

18
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BEAUTY IS
AS BEAUTY DOES!

(AND KTHS DID IT!)

Here at KTHS we are mighty proud to be the only
50,000-watt station in Arkansas — the only station that
can “deliver” most of the State.

That in itself is a pretty story. But prettier still are
some of the selling jobs we do. Here’s what O. J.
Parham, President of O. J.’s Beauty Lotion Company

of Shreveport, wrote us recently:

"Your know-how, your willing and efficient cooperation, |

i

| and KTHS's power to deliver to all parts of Arkansas

has proven tremendously effective in creating a greater

 demand for our product.

"As proof positive of your complete coverage of

Arkansas, our sales volume figures show that each
section of the State has contributed toward this sub- §

stantial increase in the demand for O. J.'s Beauty Lotion.” |

KTHS gives interference-free daytime coverage of more

than 31/ million people — primary daytime coverage of

more than a million people! And those people LISTEN!

Ask your Branham man for the whole KTHS story.




New RCA 12.5-KW UHF Transmitter

combines simplicity and reliability with high-quality performance for colar

THIS 1S the high-power UHF trans-
mitter you've waited for. A transmitter
as simple, as reliable, and as casy to
operate as your standard broadcast
transmitter. A transmitter with no trick
tubes, notrick circuits, no cumbersome
dollies. A transmitter which requires
no modification 10 meet FCC color
specifications (or superior mono-
chrome quality standards).

This new RCA 12.5-kw UHF Trans-
mitter uses conventional-type tubes

o —

f SEEs
» . 0 .‘

——

throughout, including the new small-
size RCA-6448’s in the aural and visual
output stages. These are the kind of
tubes your engineer knows and uinder-
stands, and they are used in the kind
of circuits he is used to working with.
Not only are these tubes better than
complicated types, but you can get
them from any RCA tube distributor.

This new RCA 12.5-kw UHF Trans-

mitter is the result of several years of

intensive development work. Actually,

_H

slelalo

L4

RCA could have shipped high-po
UHF transmitters sooner if the et
neers had been content to meet o
nary performance standards. But
engineers insisted on performa
which would provide both supe:
monochrome pictures and excel
color performance. This turned ot
be much harder than expected.
taining wide-band response, strai,
line linearity and constant plase s
necessary for color is difficule. H
ever, one by one the necessary cire
were worked out undl finally the
sign was perfected.

Now we have it. A transmitter
is designed for color. With this tr

‘!-—-.;...
(=]=]cfe
® » » "

ddan |

OK FOR COLOR

The TTU-12A Tronsmitter, like ol RCA TV T
mitters now Iin preduction, is designed to =
tully the new FCC Color Standords and te o
high-quolity color picture fransmission when
with RCA Cofler Video input Equipment.
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d

cl




Mpter, when color comes to your
Fion, you will have no extra cost for
$1smitter conversion.
hose who have waited for this
Usmitter will be happy they did.
Mose who have not ordered yet, may
“Bv do so with assurance. Those who
have doubts may see it in oper-
at Camden. See your RCA Repre-
“Prative to arrange an inspection trip.

i
1

FOR BULLETIN . . . For complete infor-
on on the RCA 12.5-kw UHF

; 'smitter —coll your RCA Brood-

! Representotive. Ask for the

8 illustroted, |2-poge bro-
#F-e describing RCA’'s Hi-

\u er UHF tronsmitter.

Conventional, small-size,

RCA-6448 Power Tetrode—

heort of the TTU-12A, 12.5-kw *

UHF Tronsmitter.

It is used in the kind of circuits
every station mon knows how
to tune.

It soves power and tube costs

3. (up to $34,000 over o fen-

RCA 6448 Tetrode used in the RCA [2.5-kw UHF Transmiter.

It's small, fits into eosy-to-
hondle covity assembly.

It's o stondord type--con be

v . obtained from your locol RCA

Tube Distributor.

, One type covers the entire

"
=)

UHF bond, 14-83.

RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION
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PACIFIC COAST’S
2nd
LARGEST MARKET

""OAKLAND
SAN FRANCISCO
BAY AREA"

with KLX

The Bay Area’s Dominant and
Only independent station
broadcasting

2000 WATTS

DAY andm

{_andKLX-FM)

i TR

No. 1 in News o Sports ¢ Music

THE TRIBUNE STATION
TRIBUNE TOWER
OAKLAND, CALIFORNIA

Represented Nationally by
Burn-Smith Company

0]

Maria Carayas. Hilton & Riggio, New York,
iasists “a timebuyer at a smaller ageacy caa get as
good or better arailabilities as one at a larger
shop, because she must be in coastaat close contact
with her clients, a/e and statioa reps.”” Among
her recent buvs Vlaria anmbers Vlageaie VlcNellis
on WABC TV, Sundays 11:00-11:15 p.m. for
Coloaial Airliaes: The Little Theatre. WNBT
Saturdays, 11:15-11:30 p.m. for Regeat Cigarettes:
Tommy llearich, ABC TV, Saturdays 6:00-6:15 p.m.
for Emerol Miga. Co.

Jeaune Bahr, Comptoa, New York, fiads that
the comlbinatioa of a powerhouse plus a local iade-
pendent station is usually the best way to get a
spoasor’s message into a radio market. “['ith that
combiaatioa,” she says, “vou have the double beaefi
of strong network programing adjacencies and the
frequency impact of many ecoaomic uanouaceaeats
near music and news.” Jeanne’s accouats are
aimed at women consumers: Chase & Sanborn
Coffee, Tender Leaf Tea and Yes Tissues. For Chase

& Sanbora she huvs aighttime tr. davtime radio,

Richard Trea. Benton and Bouwles., New York,
feels the effectireaess of spot anaouncemeats is
largely due to the waste coverage eliminated through
their flexibility. lle would like to see the further
dervelopmeat of aetworks tailoriag statioa line-ups
to coincide with sectioaal distribution patteras
particular to many large advertisers. For ia that
way, sponsorship of high quality prograaiag 1is
made arailable which could not be afforded on aa
individual statioa basis. Among his accouats:
W & R Dietetic labs.. G.E. Chemical Divisioa.

Peter M. Bardaceh. Foote. Cone & Belding,
New York, savs that the timebuyer's job in huviag
spat tr is becoming aiore a job of judging in-
tangibles than ever before. “IWith aiore adrertisers
retaining valuable tr time fraachises,” he told
sPON~On. “we hare to caasider the effectiveness of
buving into locally produced shows, la those cases
it becomes a question of picliing the right tormat
and judging audicnee appeal in relatioa to
product. In other uords. whether the local appeal
of a show can offset possible lower ratings.”
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nothing \Wilorks Larke WWlanimanship

Putting the yearn on ¢veryone to want something more,
new or better. That’s Nantmanship, the Crosley Group’s dynamic new dimension
in selling. Typical of the Group, WLW-T, Cincinnati, uses top talent— professional want-makers,
to make wants real and urgent. Wanimanship explains why the Crosley Group
makes more sales faster, af less cos/, than any other medium or combination. N

e

WLW | Radin
WLW-A | Ailanta
the CROSLEY GROUP wiw-¢ | Columbus
WLW-D | [ayton
WLW-T | Cincinnat:

Exclusive Sales Offices:

New York, Cincinnati, Dayton, e '
Columbus, Atlanta, Chicago, FHollywood / =l &&/J




~WKOW

in Wisconsin in
#4 NEWS COVERAGE

(RADIO DIVISION)

Awarded by
American Dairy Association

OF WISCONSIN
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(2,181,504 COWS

9 AND LOTS OF PEOPLE, TOO!

Y-
.“’”

® Cows that help produce an income of over $3-1/3 billion,
and people who spend over $2-1/2 billion of it at the retail
level.

® 139,140 radio farm homes with a per household net income
of $8,055.

@ 605,290 radio homes.

@ That's the profit picture of WKOW’s 53 county market. Make
your bid with the low cost coverage of Wisconsin’s most pow-
erful radio station. For more facts see your Headley-Reed man.

, \ O VY
most powerful radio station  MADISON, WIis.
Represented Nationally

By Headley-Reed Company

10
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by Bob Foreman

Without question, television is the most emotional medium
with which we in the advcertising business have as yet tangled.
I'm not referring to the erratic, erotic and neurotic forms of
life with which we must deal regularly but to the manner in
which tv envelops and affects its viewers.

Few, if any, people were able to resist taking sides in =uch
an epochal affair as the Godfrey-LaRosa schism. Millions
more than “I”” actually love Lucy. Countless tears are shed
when Jane Froman does a simple dance step. Many thou-
sands of extremely personal letters arc written to Pinky Lee,
the Lone Ranger and Art Linkletter.

What causes folks to react this way? A simple psychologi-
cal principle known as self-identification. It is this penchant
the audience has for identifying itzelf with characters it
comes to know that is the greatest asset as well as the greatest
challenge of the medium.

Our drama is as good as its Identity Quotient. Same goe-
for our situation comedy, audiencc participation and, as
Berle discovered, even our comics. (llence the new Berle—
the fall guy—the butt of the jokes.)

This rapport has made situation comedy of the type so fre-
quently seen in tv eminently successful. The premise is <im-
ple indeed (the technique not quite so simple).

Women make up the bulk of tv viewers. Look at the audi-

(Please turn to page 81)

O 3500 £ 4

&

Why Foreman says tv talent shou!d sell:

(A

1. Tendency of tv audience to identify itsel[ with characters

makes it emotional medium. A program is as good as its

Identity Quotient, no matter what the format is.

2. To take full advantage of show sponsor should get value
of this self-identification in commercials, too. Few shows.

though, use stars as sales reps—in character.

3. Any talent who accepts money for appearing on sponsored
tv show should be willing to help shoulder sales burden. Emo-

tional appeal of star gives message new meaning.

I OO0 OO OO T

i
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PUSH

A PRODUCT
YOU GOTTA PUT

STRENGTH

BEHIND IT”

|
h'llm.

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

listeners.*
May we show you how KSDO

can help you muscle-in on this

billion dollar market.

*HOOPER and

NIEI SEN
KSDO )%
1130 KC  S000 WATTS
”

Representatives

Fred Stubbins — Los Angeles
d Doren McGovren — Son Frontisco
/" John £. Pearson, Co. — New York

1







THE
M®@&RNING
SHOW

7Tto 9 am
Monday through Friday

No other program in network television will
match this show in flexibility and economy.

It will open network television to budgets of
all sizes, fit every sales calendar.

[t will cover markets with almost 80% of all
television homes—at an over-all price (time
and talent) that’s the lowest in all television.

It will be available in 20 segments per day—
daily, weekly, monthly, or as a single insertion.

With all these advantages, a sponsor will have
the easy, powerful lift of personalized selling.
Walter Cronkite, host, will present news of
your product—and, with Charles Collingwood,
the news of the world...and of sports, plays,
books, and movies...with the forecast of the
weather, the exact time, popular music.

So get an early start on ‘“The Morning Show”

—and watch your sales curve rise and shine.

CBS TELEVISION




your advertising dollars go further
on San Anti , KGBS-tv

San Antonio’s

KGBS-TV

Channel S



UR

22 MARCH 1954

New and renew

New on Television Networles

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
Aluminum Cooking Utensil | Fuller & Smith & Ross, NBC TV m - ; :
Co. (Wear-Ever prods). N 42 Hopn;:'_icw. Th 11 am 12 n: 3 Mar-31 Dec; 65
New Kensington, Pa 1
Carter Prods, NY SSCB, NY CBS TV 114 Meet Millie; alt T 9-9:30 i 23 Mar; 52 wk
Corn Prods Refining C. L. Miller, NY CBS TV 55 Garry Moore Show; alt M p1":145-2 pm; ‘lS va)rs'
Ge(rio'Fd?YFranklin Baker | YR, NY NBC TV 49 Today: M_F° .oV aitable i
éeDiV- I-'Ioboken. N) , oday; M-F 7-9 am; 2 Mar; 2B partic: 11 wk;
n Fds, Post Cereals YR, NY CBS TV 33 Portia F ife; M-F 1:15. ; ;
Div, Battle Creek. Mich ovrv'l(aS aces Life; M 1:15-30 pm; S Apr; 52
Geg fl\:hllls. ﬂ}CeI-O Div, Comstock &G Co, Buffalo NBC TV 49 Today; M-F 7-9 am: 3 Mar; 13 partic; 13 wks
uffalo,
Liggett G Myers Tob, NY Cuﬁr;ingham G Walsh, NBC TV 46 Spike Jones Show: Sat 8-8:30 pm; 13 Feb: 7 wks
Philip Morris & Co, NY Biow, NY CBS TV 38 Public Defender; Th 10-10.30 pm; 11 Mar; re-
R places Philip Morris Playhousc
Nash-Kelvinator, Detr Geyer, Detr . CBS Tv 57 Danger; alt T 10-10:30 pm; 16 Mar: 13 telecasts
O'Cedar Corp, Chi Turner Adv, Chi CBS Tv 103 Meet Millie; alt T 9-9:20 pm; 16 Mar; 52 wks
Plymouth Div, Chrysler, N. W. Ayer, Phila CBS TV 124 That's My Boy (Eddie Maychotfs: Sat 10-10:30 1
Detr . . pm; 10 April; no. wks not available L
Reardon Co, St Louis, Mo Krupnick & Assoc, NBC TV 49 Today; M-F 7.9 am: 9 April: 17 partic: 10 wks Iﬂ
. St Louis, Mo
Renuzit Home Prods, Feigenbaum & Wermen, CBS TV 40 The Morning Show:. T, F 8:55-9 am {(Margaret F
Phila , 3 Phila Arlen cut-ins); 30 Mar; no. wks not available
Sapolin Paints, NY Kastor, _Farrell, Chesley CBS TV 40 The Morning Show; W, Th B:55-9 am (Margarct
G Cliftord, NY Arlen cut-ins); 7 Apr; no. wks not available
- = i
Renewed on Television Networks
SPONSOR AGENCY { STATIONS PROGRAM, time, start, duration
American Tob Co, NY BBDO, NY CBS TV 149 Private Sccretary; Sun 7:30-B pm: 28 Mar; 52
wks
Colgate-Palmolive-Peet, William Esty, NY CBS TV 67 The Big Payoff; M, W, F 3-3:30 pm; 29 Mar;
NY 52 wksg
Gen Fds) (Inst Maxwell Benton & Bowles, NY CBS TV 157 Red Buttons; M 9:30-10 pm; 22 Mar; 52 wks
_ House), NY
Gen Fd§ (Sanka, Swans- YGR, NY CBS Tv 73 Our Miss Brooks; F 9:30-10 pm; 2 Apr; 52 wks
down}, NY

(See page 2 for New National Spot Radio and Tv Business)

Advertising Agency Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
Sam L. Austin Chi Mercantile Exch, Chi, dir pub rels, adv Bozell & Jacobs, Chi, vp
Gean Boroughs 1 Indep tv film packager White Adv, Tulsa, Okla, acct exec, new bus
mor
Alvan G. Campbell KANG-TY, Waco, Tex, stf Southwest Adv, Waco, Tex, tv dir
Vernon E. Creese Gates Rubber Co, Denver, asst to ind'l adv mgr Galen E. Broyles Co, Dcnvcr.. acct exec
Arthur E. Duram Fuller & Smith & Ross, NY, dir tv & radio Same, vp chg natl tv 23 radio opers
1 Ken R. Dyke YGR, NY, vp chg publicity, pub reis Same, also dir branch office opers US
Martin Fritz Buchen Co, Chi, dir media H. W. Kastor & Sons, Chi, dir media
Donald Frost Compton, NY, acct exec PGG Same, vp )
| Richard H. Godon KHQ, Spokane, prog dir WESL_PBCIfIC Adv, Spokane, acct exec, dir of
radio
Marijean Isaac Arthur Meyerhoff, Chi, NY rep Blaine-Thompson Adv, NY, dir pub rels,
publicity, corpml div
J]. L. Kaufman Grant Adv, Hywd, mdsg, prom consultant Same, hd creative G mdsg dept
Bob Kirschbaum Kenyon & Eckhardt, NY, copy stf Grey Adv. NY, radio-tv copy grp hd
William Lowe Look Mag, NY, exec ed Hewitt, Ogilvy, Benson & Mather, NY, asst
to pres
Don McGee \ D-F-S, SF, vp Buchanan & Co, SF, vice-chmn plns bd, acet
| U exec
Herbert |. Miller Walter Scott Adv, NY, head Ross Roy, NY, contact RCA Victor Custom
Record azct
Mrs. Jean Wade BBDO, NY, vp (copy grp hd) Same, bd dir
lerll?lea.u%oss Ross Adv, St Louis & KC, owner Walter McCreery, Beverly Hills, Cal, dir ind'l div
Charles R. Ruston Colgate-Palmolive, Jersey City, NJ, natl mdse tiwin, Wasey, LA, azct exec, memb plans bd
mgr )
Perry Schofield Josegh Katz Co, NY, exec vp, creative dir Lennen & Newell, NY, vp, copy grp hd
Fred Schuster Compton, NY, acct exec Stgadard Brands g:::. :z &

illi Y, P , - g
m’:g::’,‘ ,S;t_ev{/ai::id gfe";"',{’j'\',_ r:qy_ avcpc‘t d?:ers,kfg SSCB. NY, vp. acct exec dept Numbers after names
Edwin A. Wilhelm Maxon, NY, prodn excc, Gillette radio-tv shows Same, exec chg tv-radio dept efer to VNew and Re

new category
Jo S
- !
; In next issue: New and Renewed on Radio Networks, Na-
’ tional Broadcast Sales Executires. New Agency Appointments I
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Spousor Persounel Changes

NAME I

Richard R. Adams
Franklin Bell
H. A. Browe

Miry L. Brown
Barney Corson
Joseph F, Cullman |r

Joseph F. Cullman 11l |

]. H. Davidson
He-bert E. Delp
Anthony Dilien
Robert G. Griffin
Benjamin Harrison

W. R. Huber
Rodmin Jacobs
Semour Mintz
William D R->ndolph
Albert |, Roasebraugh
John D. Stacy
A. Phil Stone

FORMER AFFILIATION

NEW AFFILIATION

Weich's Grape Juice, asst mgr Western div
H. J. Heinz Co, Pittsb, dir adv, pub rels
Motorola, Chi, white goods sis mgr

Harriet Hubbard Ayer, NY, pub mgr |
Tidy House Prods, Shenandoah, la, dir mdsg
Benson & Hedges., NY, chmn & pres

Benson & Hedges, exec vp

ITGT, Coolerator Div, Eastern sis mgr

Arnlisnce, radin 7y *v <lsmn

CBS-Columbia, NY, Eastern sls mgr

Wel-h's Grane Juice, Wesif.eid N, sis stf

Westinzhouse Elez Supply Co, Atlanta, sls mzr
SE district

Gulf Oil, Pittsb, gen mgr retail mkts

Ge-ald O. Kaye & Assoz, NY, asst adv mgr

Admiral Corp, Chi, vp

Apnian-e mds? & sls exec

Philre Co-p, Phila, sis mer refrig div

Jacob Ruopert Brewery, NY, sis prom mgr

Phiico Coro, Phila, district mgr

Same, chg adv, pub rels int'l bus |

Sylvania Elec Prods, Chi, Midwest district
mgr, radio-tv div

Lever Bros, NY, brand adv asst

Same, adv mgr
Philip Morris, NY, dir, chmn of exec comm (BI

Same, mdsg mgr l

now subsidiary of PM)

Philip Morris, NY, vo, dir (BGH now subsidi
of PM)

CBS-Columbia, NY, Eastern sls mgr

CBS-Columbia, district mgr Kans City

Same, Chi, Midwestern sls mgr

Same, field sis m2r

C, F. Sauer Co, Richmond, sls mgr

Same, gen mgr pub rels

B-oil-Quik, NY, adv mgr

CBS-Columbia, NY, pres

CBS-Co'umbia, district sls mgr southern terr
Same, vp chg sis refrig div ¥
B-oil-Ouik Co, NY, sis p-om mgr i
CBS-Columbia, district mgr hq Denver

Station Changes (reps, network affiliation, power increases) |‘

KABI, Ketchikan, Al>ska (cce '*Midnight Sun Bdzstg' item)

KCLT\I;. Kansas City, Mo, oner terminatcd 28 Feb by Cu Mont
abs

KCMO-TV, K-nsas City, Mo, now nrimary affil Du Mont
¢ enla~iny KCTY, now of® =~i)

KFEL, Cenver, sold by Gene O'Fallon to KIMN, Inc (A. L.
Glasmann, pies). O'Fafon .c.ains K tL-1V, K-tL-FM

KCBT, Harlingen, Tex, spezial 1ep Spanish lang progz, Richard
O*Connell

KINA, fumesy, Ateckn fepn "Mid="abs Con Qadartat fpam)

KLIK, Jefferson City, Mo, new natl rep Adam |. Young

KULA-TV. Honolulu, to bezome ABC TV- atfil 9 April tre
placing KGMB-TV) s

Midnight Sun Bdcstg Co, onerators of KFAR, Fairbanks am
KENI, Anchorage. Alask~, has purchased assets of Aurer
Bdrstrs, operators of KJNO, Juneau and KABI, Ketchikan|
Alaska

WATE-TV, call lettess of ch 6, Knoxville formeriy WROL-T\

WHEN, Sepa-nee. =ow cofl Jetters of WAGE, stn recentl
purch by Meredith Bdcstg

WROL-TV, Knoxviile, Tenn, call lettess changaed to WATE
TV; ownershin transf from Mountcastle Bdzstg Co
G-eater East Tennessce Tv Inc

6 New Ageucy Appointments
-

SPONSOR

American Safety Razor Corp, NY
Camobell Soup Co, Camden, NJ |
Campbell Soup Co, Camden, NJ |
Carmel Wine Co, NY G Is-ael
Helene Curtis Industries, Chi
Genceral Floorcraft, NY

Hollywood Candy Co, Centralia, Il

KSTM-TV, St. Louis

Paine & Co, LA

Tide Water Assoc Oil, SF
Westinghouse Bdcstg, Wash, DC

Numbers after names
refer to New and Re-
new category

E. A Wilhelim  (3) i
William Stewart (3)
Donald Frost (3)
Fred Schuster (3
Mary L. Brown (1

Arthur E. Duram (3)
Sam L. Austin 1 3)
Seymour Mintz (1)

A. G. Campbell (3) )
Gean Boroughs (3) ,‘ l

PRODUCT {or service}

Personna Blades

Campbell Soups, complete line

Frozen C-mobcell Soups

Carmel Wine, introduztion in US

Helene Curtis Spray Net, Lanolin Diszovery

Comml floor maintenance machines, domestic
floor polishers

Butter-Nut, Zecro, Milk Shake, Polar candies

Natl & loczal adv for tv stn )

Hickory Smoked G Kitchen Fresh Potato Chips

Tydol gasoline, oil

Adv for WBZ, WBZ-TV, Boston: WPTZ,
KYW, Phila; KDKA, Pittsb; WOWO, Ft
Wayne; KEX, Portiand, Ore

AGENCY
_Ce-.il & Presbrey, NY
BBDO. NY

Leo Burnett, NY

Frankiin B-uck, NY

Earle Ludgin, Chi (eff 1 Apr)
Arthur Pine Assoc, NY,

Grubb & Petessen, Champdig
i

C. M. Said Adv. St. Louis

Jimmy Fritz &G Assoc, Hywd

Buchanan & Co, SF

Ketchum, Macleod G Grove,
Pittsb

SPONSOR
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. and Get lowa’s Metropolitan Areas.. ;'

- Plus the Remainder of lowa!

TAKE FILLING STATION SALES, FOR INSTANCE!

| 44% CEDAR RAPIDS - - -
t | 34% TRECTIES. -
" 8.6% DES MOINES -
| 19% DUBVQUE- -
' 3.1% SIOUX CTY -
3.7% WATERLOO -
REMAINDER OF STATE

[

B B emmm———

THE “REMAINDER OF IOWA™ ACCOUNTS FOR THESE SALES:

(Which You MISS Unless You Cover the Entire State)

67.2% Food Stores
S.A.M. DAYTIME 632% Euﬁng and Drinking Places
STATION AUDIENCE BAREA 47.9% General Merchandise Stores
57.5%, Apparel Stores
61.49 Home Furnishings Stores
65.99%, Automotive Dealers
74.99 Filling Stations
80.89% Building Material Groups
62.09, Drugstores

Source: 1953-'54 Consumer Markets

MINNESOTA

e ————

ILLINOIS

Em——

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

W nl

MISSOURI ﬁ

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

FREE & PETERS, INC., National Representatives
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John Blair &




and Spot Radio

BLAIR, a 2Ist birthday on April 1st

'SPOT RADIO, its biggest year in history

Despite all the talk that radio was done — fin-
ished—nearly dead, John Blair & Company and
Spot Radio have grown each year since TV be-

cause they believed in each other. John Blair &

Company foresaw three revolutions in radio —
and prepared their stations by encouraging the
new trends. For instance:

THE TIME BUYING PATTERN CHANGED — to
concentrate upon local personalities whose
salesmanship hits and hits hard the local mar-
kets in their areas.

LOCAL PROGRAMMING CHANGED — to ac-
cent the local approach, again making use of the
little known, but great new selling force, the
local personality.

AND LISTENING HABITS CHANGED—because
radio now is not the sole living room feature
attraction but the even more personal side kick

A
e

which is in the kitchens, bedrooms, dining
rooms, garages, cars, cellars and carried around
by Americans all over the country.

Because John Blair & Company foresaw and
encouraged these revolutions they supplied
Blair salesmen with the right tools to sell their
stations to advertisers on the basis of their now
confirmed theory that Spot Radio is very much
alive — particularly if the advertiser recognizes
the power and acceptance of strong local station
personalities.

John Blair & Company and Spot Radio will
go on to celebrate many more birthdays — to-
gether and profitably—because Spot Radio will
continue to increase in importance as one of the
nation’s most effective advertising mediums, as
long as those in the business have confidence
n it.

ERS

L
L
Ay
0

| NEW YORK * BOSTON *» CHICAGO ° ST. LOUIS
DETROIT * DALLAS * SAN FRANCISCO * LOS ANGELES




MONTREAL

is Canada’s
No. 1 Market

with: A population
of 12 million.

Retail sales in 1952
at $1,334,282,000.
A total of 98.29%

radio homes.

20

CFCF

is Canada’s
No. 1 Station

with: Over 30 years
of broadcasting
know-how.

Listener loyalty.
Top-rated pro-
grams,

MONTREAL

'INUnsv‘_WEED :
IN CANADA—ALL CANADA

William B. B. Fergusson

V.P. in charge of Advertising
Colgate-Palmolive-International, Jersey City

Wr. Spemsor

If vou're planning a safari into Central Africa or a trip into the
Australian bush, dont bother taking along your Colgate tooth paste
or Palmolive soap—you can buy them right there. And the man
who'll guarantee this to you is Bill Fergusson, Colgate-Palmolive-
International’s v.p. in charge of advertising, because he’s been there.

As head of advertising for an operation with a 8§21 million ad
budget in 1953 and with 29 subsidiaries all over the world, Fergus-
son covers the globe once every two vears with priority for areas
where he has not been for some time or which have a particular
advertising problem.

“Not that we plan a Johannesburg or Caracas radio campaign in
Jer:ey City,” Fergusson explained to spoxsor. *“Our function here
is supervisory, with the subsidiaries acting autonomously.”

However, the Jersey City staff keeps C-P-I’s general managers all
over the world right up to date on domestic advertizing strategy and
continuously supplies them both with research and with copies of
radio-tv commercials and proofs of new ads used in the U.S. By the
same token, these general managers send Fergusson reports about
their own advertising strategy.

“Radio and tv, as a matter of fact, took up a larger part of our
budget in 1953 than ever before. And air media are likely to grow
more important as they become more developed abroad.”

Radio is particularly important in Latin America. usually in those
countries with relatively high illiteracy. But again each C-P-I prod-
uct presents a different advertising problem: e.g. Colgate dentifrice
has been very successfully advertised via Latin American radio
(even though the name is differently pronounced in Spanish), but
some Colgate-Palmolive toilet articles lend themselves nore to tv
and visual advertising. C-P’s Mexican subsidiary. for example,
produces a popular Douquet Colgate cosmetics line, uses tv.

“We in Jersey City supply the dominant advertising policies and
occasionally a speecific 1dea or two. The overseas people supplied
8150 million or one-third of total company sales last year.” Fergus:
son summed up. rushing into the rain to make his most immediate
journey. Not Dakar or Hong Kong. but the tubes to Jersey City.
Next month he's off again on a real trip—tlis time to the Philippines
and Australia, LI

SPONSOR
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F g
* that's right

STANDING ROOM ONLY

30 “‘hot spots’’ were
sold on

MIKE ROY'S

“Key To The
Kitchen"
prior to his first

KNBH Monday

through Friday
1:30-2:00 pm

telecast

For information about
first availabilities

check KNBH, Hollywood
or NBC Spot Sales

New developments on SPONSOR stories

3 - .
See: *Tv Basics”

Issue: 13 July 1933, page 219

Sul)jcc(: The effeet of v on people, media,
Lusiness

There will be a steady increase in income for radio, entertains
ment and other media in future years—despite the impact of tele-
vision on modern living.

That’s the prediction made by Jerry N. Jordan in his fifth annual
report on the effect of tv. The report was published by the sports
committee of the Radio-Electronics Television Manufacturers As-
~ociation, Washington, D. C.

The report notes that “as television passed out of its novelty
period in most of the nation during 1933, nearly every industry it
was supposed to lurt turned upward in income. attendance or sales
—many reaching their all-time peak. Newspapers, magazines, books,
radios, concerts, track and harness racing and professional football
liad the Dest vears in their history. Motion pictures, college foot-
ball. boxing and hasketball were climbing again after a temporary
decline. Major and minor league baseball attendance dropped
1.8¢% and 7.89¢. The sports industry as a whole, with $§15 million
in rights fees. raised its income from admissions plus television to
approximately the all-time peak of $284 million reached in 1949.”

Television “‘is competing for the entertainment dollar. is compet-
ing strongly, and will continue to compete even more strongly,”
Jordan asserts. “But 1t is competing because it 1s good entertain-
ment itself. not because it is free.”

Jordan calls radio “the liveliest corpse in history.”

“Many prophets, including a former network head, agreed that
‘radio was doomed,”” Jordan says. “But . .. more new radio sta-
tions were built in the first five years of television than in the whole
25 years preceding it. Twice as many radio sets are in use today
as there were when tv began. . . . Radio has increased nel time
sales from $£314 million per yvear in 1916 to $498 million in 1953—
an all-time high. And the end is not in sight. There is no reason
why radio sales should not climb steadily for years to come. Radio
is ideally adapted to increasing leisure time, with its ability to reach
people anvwhere, any time . . . radio keeps pace with our new pat-
tern of living.”

Printed media did itself proud last vear too, Jordan notes, adding
that newspapers, magazines and books all report increased advertis-
ing revenue and circulation.

What doe: the future hold for television? Jordan predicts:

e About 20 million additional black-and-white sets sold through
1957. “bringing television into almost every home in the country. . .”

¢ By 1957 color sets with large screens and at reasonable prices
“may well account for half of all tv sets sold—possibly even more.”

e From 750 to 1.000 tv stations in operation by 1957.

o Local tv programing will grow “just as it did in radio.”

e When sports events can be viewed in color. “interest should
increase enormously . . . rights fees probably will go bevond any
expectation of todav.”

o “Inmediate prospects are for steady, but not spectacular
growth™ for theatre television. When hig special events can be car-
ried in true-to-life color—then the hope of large-scale expansion
may come true.

o Subscription tv, heing technically feasible and having achieved
favorable results in early tests, will be successful if the public

wants it. * K X

SPONSOR
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One Moment, Please

B Tearing apart a television cam-
era may not be Paradise to Harold
Holland—but it's within walking
distance, Technical master of all
he surveys, Mr. H. supervises en-
gineering operations for WFDBM
AM & TV, plus affiliates WEFDF.
Flint; WEOA, FEvansville; and
WOOD AM & TV, Grand Rapids.
This adds up to a lot of tubes, con-
densers, resistors, tv cameras, (a
dozen of which he made himself)
and technicians (mne dozen to be
exact).

H. H. blends into his surround-
mgs like a fast dissolve; he has

22 MARCH 1954

been known to spend three weeks at
o streteh out of his office. .\t such
times secretaries locate him by look-
ing for a smoking soldering iron.
While unable to erawl conipletely
into a eamera, those closest to him
swear that only his shoes remain
visible when on safari.

WFBM

INDIANAPOLIS o

-
-
L1
w

Sinee few men have had more
rupact on  eclectrome  behid-the-
seenery hereabouts, it seems fitting
to set forth a few of his contribu
tions not to make you buy more
tnne, but to snegest that the Hol
landized thne you Jo bhuy is teeh.
meally  Grade AN\, with every
minate full of rosyv-cheeked. pear
shaped seconds.

Through thiek and a certain
amount of thin, Holland pursues
s better-equipment ideas to dead-
end or happy endine. Amoneg the
latter are onr Ilclland-mnade tv
cameras, complete with synchroniz-
ing generators and amplifiers; a
shadow box for pix or commereials
which illuminates aryv one or more
of twenty cards and allows direct
pick-np of Huminated cards, <av-
ing burn-outs, card shuffling and
tempers; a power-driven, operator-
ridden mike dolly, peripatetic with
live camera: an adapter which per
mits superimposed =lides on remote
eportseasts and saves lugzing post-
ter-size cards around.

Jeeause a broadeasting  fae-
tory is not exactly placid, Holland
relaxes at home—with a machine
shop. Ile has two son< in the Air
Foree, a dauczhter whom he adores
(and viee versa), and a wife whose
only complaint is that neither of
their honte tv sets works properly.

Hollaud is now getting ready
to put up a thousand-foot stick and
boost power to 100 kw for WI'BM-
TV. e is also working with color
equipment for both tv stations.
1[e’H build it himself, of course.

WEFBM-TV

CBS

Represented Nationally by the Katz Agency

Affillated with WEOA, Evansvilie; WFDF, Flint; WOOD AM & TV, Grand Rapids

23




Sourses on request
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The atmosphere is always conducive to soariqg
‘sales curves In Los Angele‘s .,-.eic;peclally In'the Symmer.
'Southern California’s three summer months account fq;
more than a quarter oftthe}z yclaaris total rgt_ail s;nﬂ;;g.
During these months, all-impor:tant f'ood store sales (and - - — =
“service station salés, too) rocket tdz their highest peaks!

There’s a very simple reason why all the time is good

time here. Southern Californians work and playin

sunshine aﬁd mild ‘::li;wat*e allAyear _rouqcl_, with no I

seasonal _changes_in_their living hgbifs. Naturally, their,

buying-follows-the same-steady, year-round pattern.*-———— — =
T - -1 — 1T

So does their radio listening. Lasg'vyeTagtoc example,

July-August-tune-in-was-within 2%-of-September-October: -

S I _ - LS SR S SN

And KNX Qel_ive,rs; a larger average s:hai'rie of audience

s — L 4 —

than any other Los Angeles station, summertime or anytime.

T o_.,Fell-the-ZOO cities. and]toﬁvns that]ma;ke up-sprawling.
Los Arr;geies;‘tﬁe nation’s ’thirq'rirarket;’ycpr‘heed‘KNX:

- —_—

_\'And don't forget the thqusall'lds of frlee-spendl‘ng vacationers who

SR W W S N S N I W | -

pour into Southern California each Summer, p'ushihg sales curves upl!
' ] N i 1 N}
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CBS Owned » Represented by

CBS Radio Spot Sales
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INDIANA'S

ol
MARKET

- SOUTH BEND-
ELKHART

Reached by

WSIV-TV

ELKHART, INDIANA

T -ro0n saLes
Toneran saes &

S

1 automomve SHLES
1 HOUSEROLD FURN.
Tewoosuss
-~ $1 194,000,000
Annual Retail Sales |

118,000
UHF Sets in Use

AN EXCLUSIVE
UH F MARKET .

&.\

Pupulatmn..,....750013 \
; Famllles.........230000\\

WSIV-TV

South Bend-Elkhart

Channel 52

ABC-NBC - DUMONT

Joha ). Keenon, Commerciol Menager

5 7h 05 RIOIPOg

Nationolly represented by

H-R TELEVISION,

New York, Chicago, Son Freacsice, Los Angeles |
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SPONSOR invites letters to the editor.
Address 40 E. 49 St., New York 17.

ALL-MEDIA STUDY

We have Lad very favorable reports
on your magazine. We are particular-
Iv interested in a series of articles
therein on media. We wondered if you
would be good enough to send us a
sample copy of your publication so
that we may have some idea of what
it 1s like. . . .

J. R. BERRY

Business Research Dept.
The B. F. Goodrich Co.
Akron

RADIO’S BIGGEST

1954 will be our biggest year.

Timebuyers have learned that:

1. Each station has a personality.
as each person does.

2. Persua-ion outsells power.

3. Repetition s the thing that sells
an idea, a product, a service.

4. Radio 1s the hardest-working e-
dium—and lends itself best to cumu-
lative buyving suggestions.

5. Listeners on wheels:
growing audience.

Thanks s0o much for your fine arti-
cle in vour December 28 issue on our
AIMS [“How to get the most out of
an independent station,” page 42].

Thanks. too. for vour strong. sensi-
ble editorial on, 1954 can be radio’s
biggest” [28 December 1953, page
100].

Epwix E. S. WELbox
Vice Presu[ent & Station Manager

WRYIW, Louisville

the fastest-

ACTORS’ PAYMENTS

Several methods have been suggested
to us for the handling of pavments
made to members of the Screen Actors
Guild in connection with use and re-
nse of television commercial films, but
hecause many of those have seemed to
be personal and perhaps somewhat
prejudiced opinions, we are wondering
whether you have investigated how
various agencies handle the accounting
end of these situations.

In one instance it was su

sted that

we consider the payments as royalties
-as some of the large New York agen-
cies handle the payments on that basis.

We should like very much to know
what is generally considered the Dbest
procedure in the industry, and are
wondering whether you have any data
regarding it, or if not. whether you
could suggest other sources to which
we might inquire.

Any cooperation you can give us in
this connection will be very helpful
and deeply appreciated.

Lavkra B. Maxc
Manager of Media Dept.
Moser & Cotins, Inc.
Utica
® The SAG Code iteelf snggests the methoda
of handling SAG re-n-¢ pavments, liowever,
there are several precedents tu relnterpretation.
Recently I’hil Dasvis, a producer of film commer-
cials, took the matter uf rec-use payments into
court, protesting that he¢ did not want to make
all the deductions from these parments; he
ached that they be paid as royvalties, The New
York State Supreme Cuurt ruled that they *‘ap-
pear’” to be in the form of royalties. Federsl
ruling, howeser, has nesver recognized sneh pay-
ments as anything but salary. Consequcently the
4A's has been adyising its members to pay resuse
payments as salaries.  Fur frrther information
write to llarold Mers, A%, 420 Lexington Asve.
In California an unemployed actor collected
unemployment insurance during a period when
he was recciving re-use payments for a film
commercial that he had made some time carlier.
lle claimed that these payments were royalties,
hence he was technically still unemployed. The
California State Uncmployment Division, however,
ruled that this was not the casc—the payments
are considered salary there. iy

DEAR MR. FOREMAN .

I enjoy reading yvour column in
SPONSOR each 1ssue. Suggest, however,
on some of your research that you in-
clude the Bible when you start quoting
from the Bible. February 8 column
you quote, “money is the root of all
evil.” Maybe if you reread this quo-
tation yvou will find it is. “for the love
of money is the root of all evil.”

There is a diflerence, you. know.
Keep up the good work.
Harrax G. OAkEs
Harlan G. Oakes & Assoc.
Los Angeles

On page 08 of the current issue of
sroxsOR [8 February 1951] there isa
box which says, “Letters to Bob Fore-
man are welcomed.” That, sir. is an
invitation which an inveterate letter
writer cap't resist.

Actually the motivating factor for
this missive ic your misquotation in
the second paragraph of vour other-
wise very Interesting article on the in-
tricacies of the financing of television

film. With which I might add I am
(Please turn to page 35,

SPONSOR




&xJB-

cHANNEL

100,000 WATTS

tV ‘ vALLEY CIT Y—FARGO ND. \\\—

 MINOT,N.D.
KCIB-tV {3,0

CHANNEL 13

et
———

DELIVER 'CADILLIAC'BUYING POWER

ko

KXJB_TV gearing to serve opulent Red River VO”ey, und exceeds 27235.000.000. with (‘\lril‘lligll
averages per household m both retail
then some, via super power, 1085-ft. tower above flatlands sates gnd huying ppwer.
Combine the two markets ~erved I
. RNJB-TN and RCIB-TY and vou've
erdazhers find tv veryv profitable to egot an anthentic metropoli- with the-e
Vol f |

~ell S100 Stet=ons.

“Fabulous’™ is the word that de-

scribes the markets encompassed Dby
the Great North Tv Twins.

Take the market which KCJB-T\.
Minot, has served since April. 19533:

¢ This rich farm land is in the
midst of a spiraling oil boom.

e Retail sales per household is at
the amazing average of ¥0.700.

e Consumer spendable income is at
the blue-chip level of 86,561 per fam-
ilv, and Cadillacs are more common
fr the area than low-priced cars. Hab-

Now- -take the tremendous expanse
al ultra-pro~perou~ flat farm land and
trading area~ which K\JB-TV. Valles
Citv-Fargo will be serving. by July 1.
with 100.000 watt: on Channet | {rom
a tower 1085 feel above level ground.

The KNJB-TV area contains:

e Over 600.000 people and 160.000
families.

o Relail sales total over =680.000.-

important basie market factor:
L. Around 750.000 people and near-
v 200,000 familie~.
2. Over 2825.000.000 in retail ~ale~.
3. Approximatelv  3385.000.000 in
con-umer spendable mcome.
L \n average -pendable incon
per hou-ehold of ~5.000 for rur
citv area~ and S6.150 for il
Such dynamie buying pow
sures saturation <ales for the na-

. - » . *

000 and consumer =pendable income tional  and  recional  advertiser:
Thr's |fese 1a ¢

ftg entire v by \[(W\M)R Inr‘z INT AT ONs TN (s

cipervic n KN BRT™ KCm TV
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STAKE YOUR CLAIM IN THESE BOOMING MARKETS

Exploiting of great new oil fields and high-bracket income from agriculture, retail trading

assures rich market where advertising response can be expected to be extra high

Major advertisers are more than

ever  sensitive  to  area  econonic

that ranks with the choicest per-house-
hold spending arcas in the United

durum wheat (producing 907 of the
nation’s supply of this highly valued

changes. A Dbooming arca has be-  States. wheat product) and flax. |
come more lnportant in their plan- Spiraling wealth fromn natural re- 5. The KXJB-TV area, which con-
ning than population density. I'nder sources, diversified agriculture and tains the fabulousli fertileBiie NIt
this pattern of allocation lhe. adver- budding industrial de\‘elopm(':n't ha}‘g Vallev, has enjoved a continuously
tising dollar i< matched against the made the areas served by KXJB.T\ high-level of prosperity for over 13
degree of density of buying power  and KCJB-TV prime markets for the  \ears. The Red River Vallev is known h-
per family unit. national advertiser. They are rich {5 soricuhiural experts throughout the
The areas encompassed by the narkets where the advertising response world forthe fact thab it Hacst )
Great North TV Twins- KXIB- TV~ can be expected to be exceptionallr  , pad crop.
4 3. | ‘r_ - i ] d 1 » . . . - .
ami [\ﬁcllrl\d ﬂf:? bc;ommg ﬁtrcas high 6. The mining of lignite coal—it is
and offer a density of expenditure - co
) : Most of North Dakota and more! estl'mated there are 600 billion tons
B | (o - hard . of it under the surface of North Da- r
prewl o .
| e}:e are sor}r:e “1};'ar (‘:f(;nofmc ¢S Lota’s top soil—offers a new great in-
] Halt e‘z;rr ?l,]t . }e I(()Em T::lg"at'm:" dustrial potential: chemical plants to
“ 5;% L "lzot e 0 JB;] larea M convert this mammoth mineral stock-
v | 1953 over wews prodiecd a to'fl] pile into scores of hyproducts.
. | of 5.195.659 barrels of crude oil. . .
, . . . 7. The gigantic Garrison Dam.
(There’s nothing to compare with this th of Mirot and butlt ar i
Fields of black gold y development in any other section of sttt 1 L I
the U. S. A.) 8200 million. will make about a mil-
sprout in North Dakota % Pralucing wehaenes mml b }mn .aclres of sin:n-a.nd lan((l1 a\'aﬂ:ble
. . < v
lines are on the way to hecoming part or intense CUNlivAIIGNEATEESERSEE v

One of the richest
and most active of
North Dakota's oil
operations in Tioga,
serviced by KCJB-TV.
Income from this
source has raised
area’s buying power
tremendously and
given Minot exira

stature as o

trading center

of this new frontier of activity and
wealth.

3. The highlv mechanized business
of farming in North Dakota produced
in 1952 a gross cash income of 8568.-
305,000.

4. North Dakota now ranks first i
the production of hard spring wheat,

Garrison Dam, via elecirical energy and irriga- The KXJB-TV arearanks among the country's
tion, means inestimable added wealth in this area

clectrical energv sufficient for a citv
of 1.200,000 people—power for the
expansion of present and the huilding
of new industries.

Here are the highlights of the mar-
ket data factors that characterize each
of the Great North Tv Twins, whose
coverages do not overlap:

ing cattle marketing zones; includes packing |
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KXJB-TV, Valley City-Fargo Arca

¢ The average retail sales per house-
hold of the area that K\JB-TV will
serve, starting in July. was $1.272 in
1952, (See market data chart on page
6.) In terms of city or trading arcas
within KXJB-TV’s coverage this per
hou<ehold average came to $6.79.L
These are averages that rank well

Latest rankings for Minot market

Preliminary data from SRDS’ 1954
Consutmer Markets re-emphasizes the tre-
mendous potential available to national
advertisers in the Minot trading area.

The 1954 Consumer Markets will show:

1. In retail sales per honschold
Minot ranks ncar the top, with £6,766.

2, In consumer spendable income per
family ranks among the richest commu-
nities in the country, with $6,561.

3. Minot’s home Ward County ranks
60th among all the counties in the U. S.
with regard to retail sales per house-
hold, with an average of $3,507.

4. Ward County has an average of
£6,283 in consumer spcndable income
per household.

Ward County will be listed in
still another ranking category in CAL.
Regardless of total population or sizc,
Ward County ranks 144the among the 250
outstanding counties in the country in
the number of tractors and trucks on farms
in the counly, with a total of 4,777.

Why not add Minot?

o

above such metropolitan areas as Bos-
ton, Cleveland, Los Angeles, Houston,
Minneapolis, Detroit, Milwaukee.

o The average consumer spendable
income per family in KXJB-TV’s en-

KXJB-TV’s renowned Red River Valley has never known anything
but bumper crops. lts yield alone in durum wheat in [951 was $62

tire area in 1952 was $1,731, while the
family spendable income for the city,
or trading, areas averaged £3,9053,

e As a wholesale ditributing center
Fargo has had a phenomenal ri-e the
past three years. In the 1952 Con-
sumer Markets rankings Fargo was
109th in the nation with a turnover
of  $87.490,000.
greater

Manufacturers  in
nambers have been naking
Fargo their focal distributing points
for not only all of North Dakota but
much of western Minnesota and South
Dakota. The indications are that for
1951 Fargo's wholesale vanking will
nudge the 100th-niark and the whole-
sale turnover will exceed $100.000.000.

KCJB-TV, Minot, Coverage Area

The words, “Deliver “Cadillac™ Buy-
ing Power,” take on an even more de-
luxe connotation when applied to
KCJB-TV’s market story. Note these

figures:

¢ SRDS5" 1952 Consumer Markets
gave Minot an average of 50,259 per
household for retail sales. In the in-
terim the neighboring oil operation
took on scope and wealth. The 1951
Consumer Markets’ preliminary esti-
mate puts this retail average per Minot
family at $6,766. Very few other mar-
kets in the country will be found in
this blue-chip bracket.

e In spendable income per house-
hold SRDS’ 1952 estimate for Minot
was $6,397. The same source in ils
1954 preliminary estimates credits Mi-
not with 86,501 in spendable income

markets

Example of KCJB-TV area’s buying power:
Minot merchant sponsors sportscaster Adelson
for the exclusive purpose of selling $100 hats

per houschold. This represents still an-
other blue-chip bracket for Minot in
what i~ now, bevond any question, a
blue-chip market.

e In 1951 before the oil hoom got
under way—Consumer Market- showed
Minot in auto expenditures per family
with an astonishing average of $1.650.
In this area, where Cadillac ownership
—ax well as §100 Stetson- is the com-
mon thing, and not the exception. the
indications are that this familv aver-
age on auto sales will go well over the

$2,000-level for 1954

million. This highly mechanized business—average N. D. farm is 55
acres—offers big buyers’ market in farm equipment, trucks, oi
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as a combination:

RET AL
CANI FARM INCOMNE

FOOD SALEN
APPAREL
SALEN
NALEN
REGISTIRATIONN

MERCIHANDINE
DRUG
GANOLINE

DELIVER “CADILLAC" BUYING POWER

(NS

MINOT, NORTH DAKO
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of ju~t the State of North Dakota in the follow-
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| Basic ket data on the Great North TV Tz
CDUNTIES POPULATION FAMILIES | RETAIL SALES FDDD SALES ' AUTD SALES GEN'L MDSE SCIPENNS::‘BELRE | ISNP(:E:R?EAgtg
) , Ly QAPAEEE INCOME | HDUSEHOLD

RORTH DAKOTA KXJEB-TYV. VALLEY CITY-FARGO. AREA DATA
BARNES 16.800 4.6"0 $19.581,000 $3.631,000 $3,215.020 $3.161,000 $21,896,000 4,093

Falley ity 7,200 2,300 11017,000 2,308,000 2.9355.000 2,517,000 10,062,000 3,375
S8ENSON 10,602 2,690 6.031,000 1,480,000 397.000 536.000 9.901,009 4.590
CASS 59.520 16,020 97,779,000 12,295,000 19,205.000 21,922,000 106.628,000 6.542

Fargo 10,800 11,200 91,111,000 9.865.000 16,129.000 18,751,000 79.862.000 6,985
DICKEY 9100 2,490 10,433,000 1,558,000 2,613,000 1,049,000 10,643,000 4,328
EDDY 5.300 1,390 6,161,000 935,000 1,456,000 493,000 7,626,000 5.433
FOSTER 5.300 1,450 7.301,070 1,339,000 1,819,020 747,007 8,081,000 5.387
GRAND FORKS 39,200 10,280 59.677.000 8,653,000 14,885,000 12,191,000 63,365,000 5.973

Grand Forks 27,700 TS300 18,601,000 6,111,000 14,373,000 5,213,000 11,100,000 6,085
GRIGGS 5,400 1,470 5.577.000 768,009 1,202,000 584.000 5.227,000 5,346
KIDDER 6.100 1,570 4,492,000 959,000 954,000 367,000 4,991,000 4,491
LA MOURE 9,509 2,470 9,545,000 1,600,070 1,759,000 387,000 8.598,000 3,617
LOGAN 6,300 1,530 4.942,200 633,000 428,000 766,000 5.148,000 3,466
McINTOSH 7,600 2,000 8,296,000 1,563,000 2,392,000 878,000 6,879,000 3,621
RAMSEY 14,300 3.750 21,495,000 3,301,000 4,870,000 3,999,000 22,656,020 5,962

Devils lake 6,190 1,980 16,335,000 2,213,000 1,521,000 1,716,000 12.633.000 6,603
RICHLAND 19.809 5.250 25,576,000 3,583,000 5,275.000 3,093,000 25,286.000 6,046

Wahpeton 5,400 1,300 13.162,000 1,303,000 3,135,000 2,302,000 8.580.000 7,325
SARCFNT 7.600 1,980 4,801,000 1,091,000 436,000 406,000 5.808.020 4,312
RANSOM 8,800 2,450 9,528,000 1,559,000 2,559,000 846,000 11,955,000 4,981
STEELE 5.100 3,970 4,108,000 862,000 537,020 75.000 4,809,000 6.718
STUTSMAN 24,000 5.810 29,455,000 4,426,000 7,144,000 3,553,000 33,149,000 5.529 L

Jamestowun 11100 4,010 22.956,000 3.031,000 6.862.000 3.092,000 16,310,000 5,660
TRAILL 11,300 3,060 13,294.000 2,203,000 1,925,000 1,394,000 14,189,000 6,122
WALSH 19,800 1,730 21,538,000 2,916,000 3,997,000 3,676,000 25,517,000 5.941

Crafton 6,900 1.200 11.531.000 6,111,000 2,641,000 2,452,000 9.230.000 7,692
WELLS 10,400 2,810 10,520,032 1,801,000 1,231,000 1,475,009 11,622.000 4,679

' ﬂ : |
N D. COUNTY TDTALS 301,800 81,770 $380,130,000 $ 57,156,000 $ 78,300,000 $ 61,598,000 $413,954,000 Avg. $5,058 I
N D CITY TOTALS 108,500 29,290 $217,769,000 $ 31,002,000 $ 50,916,000 $ 36,076,000 $180,777,000 Avg. $6,400
. -

SOUTII DAKOTA : [
SROWN 32,600 9,230 $54,305,000 $8,765,000 $10,408,000 $13,735.000 $55.818,000 $6,040 'i‘
MARSHALL 7.800 2,080 7,785,000 1,430,000 2,230,000 544,000 9,230,000 4,403
McPHERSON 7,800 1,930 5,933,000 866,020 1,524,000 575.000 5,840,020 4,026
ROBSERTS 13,900 3,950 11,998,000 2,006,000 1,515,000 1,879.000 14,341,000 3,655 J
S D. COUNTY TDTALS 63,100 17,200 $80,021,000 $ 13,067,000 $ 15,677,000 $ 16,733,000 $ 85,329,000 .Avg. $4,531
MINNESOTA l
BECKER 24,900 6,740 $19,050,000 $2,138,00 $3,489,000 $2,885,000 $18,611,000 $3,843
CLAY 31,400 7.980 39,373,000 10,788,000 8.025,000 2,343,000 30,428,000 4,878

Moorhead 15,900 4.300 30.846.000 7.746.000 6,705,000 1,200.000 25,228,000 5.867 1
GRANT 9,600 2,670 10,201,000 1,778,000 1,739,000 920,000 9,847,000 4,970 I
MAHNOMEN 7.100 1,720 4,841,000 938,000 737.000 439,020 3,991,000 3.885
MARSHALL 16,200 4,260 12,537,000 2,396,000 2,389,000 1,322,000 14,762,000 4,480 | .
NORMAN | 12,900 3,600 11,197,000 2,492,000 1,358,000 962,000 10,700,000 3,745 q
OTTER TAIL 51,400 13,610 42,930,000 7,010,000 9,091,000 1,091,000 44,507,000 4,160
PENNINGTON 13,100 3,600 17,981,000 2,896,000 6,454,000 2,913,000 16,379,000 4,748

Thief River Falls 7,200 2,200 3.011.000 2,141.000 5.45 1,000 2,913,000 10.639.000 2,844
POLK 36,000 9,790 35,987,000 7,412,000 5,011,000 3,969,002 38,146,000 5.324 l

Crookston 7,500 2,100 16,793,000 2,141,000 1,981,000 2,912,000 11,711,000 5.577
RED LAKE 6,800 1,600 5,948,000 1,705,000 1,415,000 1,570,000 25,233,000 5,436
WILKIN 10,500 2,700 10,532,000 2,670,000 1,070,000 506,000 8,724,000 3,987
MINN CDUNTY TDTALS 219,900 58,270 $210,577,000 $ 42,223,000 $ 40,778,000 $ 18,920,000 $221,328,000 Avg. $4,905
MINN. CITY TDTALS 30,600 8,600 $ 50,680,000 $ 12,223,000 $ 14,140,000 $ 7,025,000 $ 47,598,000 Avg. $5,409
KXIB-TV County Totals 584,800 157,400 $670,728,000 $112,446,000 $134,355,060 $ 97,215,000 $720,611,000 Avg. $4,731
KXJB-TV City Tatals 139,100 37,890 $257,449,000 $ 43,225,000 $ 65,547,000 $ 43,111,000 $227,375,000 Avg. $5,905
NORTIH DAKOTA KCIJB-TV, MINOT. COVERAGE AREA DATA
S8URKE ) 6,600 1,890 $5,534,000 $1,349,000 $887,000 $114,000 $7.329,000 $5.354
8OTTINEAU 12,100 3.230 10,884,000 2,014,000 1,058,00C 1,010,000 13,549,000 5.515
DUNN 7,200 1,730 4,712,000 888,000 258,000 282,020 6,610,000 5.558
McHENRY 12,500 3,250 10,775,000 2,662,000 1.869,00C 766,000 10,937,000 4.935
McKENZIE 6,800 1,880 5,128,000 1,023,000 1,018,00C 357,000 5.556.000 6,379
McLEAN 18,700 4,960 14,885,000 4,023,000 3,094,00C 774,000 16,104,000 5.848
MERCER 8,600 2,190 7,387,000 1,804,000 1,887,00C 325,000 7,110,000 5,042
MOUNTRATIL 9,400 2,570 9,663,020 1,608,000 1,760,00C 1,128,000 8,845,000 4,481
PIERCE 8,300 2,030 8,155,000 1,350,000 1,939,000 1,121,000 9,927,000 5,188
RENVILLE 5,400 1,470 5,487,000 1,486,000 930,000 367,000 6,017,000 5,110
ROLETTE 11,000 2,420 7.260,00 1,524,000 1,140,000 879,000 9,214,000 1,160
SHERIDAN 5.200 1,340 3,558,000 552,000 562,000 260,000 3,922,000 3,980
WARD 34.800 9,900 52,419,00 8,403,000 11,810,000 9.878.000 53,433,000 5,210

VMinat 23,100 6,500 10,661,000 5,737,000 10.518,000 5.886,000 $1.615,000 6.397
KCJB-TV County Totals 146,600 38,860 $146,847,000 $ 28,686,000 $ 28,212,000 % 17,261,0000 $158,553,000 Avg. $5,147
KCJB-TV Clty Totsls 23,100 6,500 $ 40,661,000 $ 5,557,000 $ 10,518,000 §$ 5,886,000 S 41,615,000 Avg. $6,397

KXJEB-TV & KCIB-TV JOINT COVERAGE AREA TOTALS

COUNTY TOTALS 730,600 196,260  $817,040,000 $147,290,000 $162,567,000 $114,476,000 $879,164,000 Avg. $4,939
o Fr ToTRE 162,200 44,390  $298,110,000 $ 49,082,000 $ 76,075,000 §$ 48,997,000 $268,990,000 svg. $6,151

SDURCE: 1952 ‘53 SRDS Consumer Markets ltaiics (like ° Valley City’') depote major trading areas in esch county.




‘CADILLAC™ BUYING POWER

| KCIB-tV
" CHANNEL 13 30,000 WATTS.

T, NORTH DAKOTA programin g

K.CJB-T\'/ offers not only North Dakota's only kitchen show but Cis Hadley (l.) whose many public recog- Arv Johnson [top] and Hal Ken-
nitions include a Grocery Manufacturers of America Award for 1953. (r.) Home economist Peggy O'Brien  nedy are KCJB-TV's newcast team

KXIB-TV'S PROGRAMING AIM: DOMINANT =7 oo v
d - R L | s Arv Jonxnson's SUNsET NEws: Ilas

tremaendous acceplance in this arca

FARM STATION IN ITS 3_STATE AREA where he’s been ncwseasting over 15
1i years. On 6:30 (o 6:45 cvery eve-

ning but Sunday.
‘ 4 Jimmy Apgrson's Tv Srorrs REEL:
KXJB-TV knows definitely where it  three programs a week will stem from  He’s tops in any play-by-play work
is headed for in the way of program- this collaboration. with Robert Crom, and ranks as No. 1 among state's
ing policy and structure. NDAC’s tv authority, as coordinator.  Sportscastars. 6:20-6:30. Mon. thru

- . Nal. evenings.
It has set its sights on one big ob- R : L g
J °© . e 2. The farm programing setup will Han KexNEDY’s Tosorrow 's HEAD-
jective: local programing that can't

; . have an advisory board composed of LINES: This show. on every night
help but establish KXJB-TV as the (i 1o aoricultural officials, NDAC staff  but  Saturday, has c.rtrao‘{'(lingry
dominant farm station in the three- members, pro;ninent farniers, cattle- record fO)' 7)101'1.71(] merchandise.
state area it will serve. ' Kcennedy’s becn  newscasting  in

With studios in both Valley City . North Dakota for nine years.
and Fargo, KXJB-TV will focus its 3. A daily hz%lf-hour LG Guess Wuatr? Panel type qui.
port and analysis and farm news by m.e.’d by Kennedy. is phenomenal

programing in these directions: . o ) :
. s Chet Reiten, KXJB-T\’s farm director. mail puller.
1. A close relationship in program HuxTivg & Frsmive CLes: Weekly

ing production and consultation with 4. Newscasters, sportscasters, home half-hour, with Don Lidolph. North
the famous North Dakota Agricultural  economists, hillbillies with top reputa-  pqkota’s top  outdoor auhorily.:
College, located in Fargo. Two or tions in the Red River Vallev. uscs noled guests and awards prizes.

men and implement experts.

This sheep-shearing demonstration indicates one of the many types of programs KXJB-TV and North Dakota  Chet Reiten, KXJB-TV farm director,
Agricultural College will co-produce as station closely identifies its farm programing structure with College  first widely known as county agent




THE GREAT NORTH TV TWINS - -

CHANNEL 4 100,000 WATTS 45
VALLEY CITY -~ FARGO, N. D.

MINOT,

* DELIVER ““CADILLAC" BUYING POWER

L KCIB-tV

: 4@)

 CHANMNEL 13 30,000 WATTS

management

NORTH DAKOTA

EXPERTS AT BUILDING AUDIENCE LOYALTY

of the Great North I
Pwins 1= bastcallv thie storyv of

The <t

cad Two fabubonslv rich markets.
PRNIBSTV

that’s eearing itself. via power. chan-

ity \n area <lation

nel and tower, to reach 100000 fawm-
ihes within a great expanse of \mer
ica’~ richest agricultural economy, \nd
to hold this vast audience with top
lexel farm area programing.

() \ regronal station (KNCJB-TV)
which. thongh exclusively in that mar-
keto has been serving it likewise rich
area with the sort of local program-
ing that sells goods in record stvle and
often carns public service awards.

() How an advertiser can buy
these two =tation~ a~ a combination
and insure himself of nearlv 8077 of
all North Dakota’s huving power
and at the same time get a big Minne-
sota bhonus. (Thi~ Minnesota honus
entails 39.000 familie~. $210.500.000
in retail sales and %221.000.000 in
consumer spendable income.)

The great expanse of farm land de-
scribed above centers along the ever-

fertile: Red River Vallev. The Red
River Valley extends over three states
North Dakota. Minnesota and Seuth
Dakota  and it'~ ~tudded with <uch
hustling trading areas a< argo. Moor-
head. Grand Forks. Jamestown. Valley
Citv. Devils Lake and Wahpeton.
Without KNJBTV 'S power (100.000
watt~) chmmel (1) and tower (1085
feet above the ground) this tremend-
160.000

could wot be encompassed.

ous  expanse  with fanilies

Thiz great coverage assures niani-
mum audience. KNJB-TV i< gearing
itzelf to deliver the best of farm area
programing and establish itself a~ a
~olid force in the life of the area.

\dd np maximum audience. area
lovalty from a strong community pro-
craming structure and the answer
for the advertiser—is <aturation sale<.

Both KXN]JB-TV and KCJB-TV are
primary afliliates of CBS-TV.

Besides large studio operations in
bhoth Valley City and Fargo. and Mi-
not. the company will maintain its na-
tional sales office in Fargo.

How the Twins compare in market data with top metropolitan areas

MARKET DATA
CATEGORY

Population 730.000

S817.010.000

NB79,.161.000

KXIB.-TV & KCIB-TV AS
COMBINED MARKETS

METROPOLITAN CITY'S
CITY & TOTAL RANKING
{ PITTSBURGIT 12
1 673.000 =1
(  MINNEAPOLIN _
K 13

SB12.608.000
DAYTOXN )
| saG1.193.000 3T

KXJB-TV AREA EXCLUSIVELY

2B 1.200

J N670.728.000

N S720.611.000

SOURCE. ~RI:»s 1

( BUFFI1LO -
) 577.100 I3
( NEW.IRK, N. J. o]
1 S$636.335.000 =

\ MEMPHIS

| ST19.825.000 10

Marker:

PROOF THAT OIL & AD 8IZ DO MIX: John
W. Boler, president of KXJB.TV & KCJB-TV
(at right in top pic) is shown recently pre-
senting BBDO's Frank Silvernail with share of
stock in North Dakota oil well ;(bottom pic)
tall Bill Hurley, Twins' commercial manager,
explaining miniature oil well to other admen
to whom Boler also presented shares of stock

NATIONAL SALES REPRESENTATIVES: WEED  TELEVISION

NEW YORK o

BOSTON ¢ CHICAGO # DETROIT « HOLLYWOOD s SAN FRANCISCO = ATLANTA

t v T ¢
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only too familiar but that is another
story.

You say, “money is the root of all
evil.” That statement is my candidate
for the most often misquoted statement
in the English-speaking world. Not
having much of the stuff but being a
dirty Republican, I strongly object to
those who feel that money itself is the
root of all evil, and | am particularly
eager to see that the correct statement
is popularized. 1f you will reach for
your King James version of the Bible,
you will find in T Timothy. sixth chap-
ter tenth verse that it reads, “The love
of money is the root of all evi.” Or
in one word: greed! And perhaps if
you will look up at verse seven in the
same chapter, you will see the origin
of the statement, “You can’t take it
with you.” Something to the effect that
you came into this world with nothing
and that is how you will leave it.

If T can write a letter this long on
just one misqlotation, look out if I
ever do get to the point where T dis-
agree with you on some major ques-
tion!

CLAUDE BARRERE
BMI, New York

WRITE TO THE SPONSOR

Just finished with enjoyment your
January 25 article. “What happens
when you write to the sponsor?” [page
32] by Miles David.

We feel very strongly that from the

standpoint of the station. answers to

listeners’ mail form the most perfect

type of intensive audience promotion

to complement the normal extensive
audience promotion of paid advertis-

’\Uk Uistisa youe im* KB!G o o b
vis 740 B |
T fust ehmagfi gew f . EP’:
B s N
aafing Sathin I
Ly S AT

KBIG is making the BIG play
for Tune-in — and getting it!

ing and publicity. Since our opening
day we have had a firm rule that every
letter must be answered. If the letter
asks a specific question of any type, it
is given a personal answer by the de-
partment head concerned. A promo-
tion enelosure is always inserted in the
envelope—perhaps a reprint of our
pictorial station history from the mid-
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winter issue of the Los Angeles Times.
Or. if the inquiry has something to do
with a speeific personality or type of
prograni, we will insert something like
an illustrated  brochure about our
newseasters.

If the inquiry concerns a routine
gencral matter we usually answer it on
a colored jumbo posteard, the back of
which is itself a medium of audience
promotion [see picture] and if the let-
ter or card is merely a comment in fa-
vorable vein, requiring no individual-
ized answer, we send a multigraphed
form answer on the jumbo colored
postcard signed by our program direc-
tor, and also carrying an audience pro-
motion illustrated message on the back.

At intervals we check response to
commercial offers against our master
lists of past fan letters which have been
answered in these various forms. It is
gratifying to see that so many listeners
who took the bother to write once, and
received swift acknowledgment evi-
dently become friendly enough to stay
with the station and give an active re-
sponse when it means money in the
bank for us.

RoBeRT J. McANDREWS
Commercial Manager

KBIG. Hollyuood

PRINT RATINGS

Would vou please be good enough to
send me tear sheets of your article be-
ginning on page 44 of yvour January
11, 1954 issue [“What’s wrong with
print measurement services?”’]. Many
thanks for your help.

Georcina M. DEWEERDT
Marketing Research Dept.
Lever Bros., Lid.

Toronto

® Extra copies of the 11 January 1951 issue
containing the article on print rating services are
available at 50¢ apiece, This article is part of
the 20-article All-Media series which will be re-
printed in book form later this vear. You can
reserve a copy by writing to 10 East 19th St.

RADIO IN TV MARKETS

Jim Yerian of CBS suggested 1
write you to obtain a back copy of
sPONSOR which somehow has strayed
from his file. It was called to my at-
tention that a September issue carried
a very strong article on the theme that
radio is not dead but still does an ac-
tive job in heavily televised areas
[*What a media direetor wrote his cli-
ent about nighttime spot radio.” 21
September 1933, page 34]. [ would like
a copy of this for possible use in a dis-

(Please turn to page 127)

SALINAS, CALIF.
5000 WATTS

THE
CLOVER LEAF
STATION
COVERS

SALINAS « MONTEREY
WATSONVILLE = SANTA CRUZ

at half the cost of using
separate stations. One Sta-
tion Coverage of 74,428
Radio Homes in California's

newest Metropolitan Area

NI

CALIFORNIA

| REPRESENTED BY WEED & (0. |

33




“the station of personalities”

takes extreme pleasure

in announcing the appointment of

Murray Arnold

as Assistant Station Manager

Everyone associated with successful program-
ming knows Murray.

One of the strongest voices in Philadelphia
radio operations, Murray Arnold is recognized

throughout the country for his keen insight of

music, his aggressive sales programming and
his air-merchandising ability.

As a member of the WPEN family he’s certain

to make your buy of WPEN more productive
than ever.

Wm. B. Caskey

General Manager

wpen
“the station of personalities”

Represented nationally by Gill-Perna, Inc. « New York — Chicago — San Francisco — Los Angeles
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011 the cover of the booklet given
new employees of Cunningham &
Walsh is a sketch of men dressed like
Bolivian admirals who are dusting off
a red carpet leading to the entrance of
260 Madison Avenue. In large letters
on the carpet is the word “Welcome.”

But there was no red carpet on the
sidewalk of West 49th Street in Man-
hattan as I stood there at 5:30 a.m. on
the morning of Monday. the first of
March. I had gotten up at four-thirty.
It was still dark.

As 1 shivered in the wind which
swept around the big black buildings
of a Rockefeller Center which wouldn’t
come to life for another three hours, I
had plenty of time to wonder if the
life of an agency junior executive was

The man from SPONSOR

5:30 a.m., Rockefeller Center: week starts as SPONSO
editor meets C&W's DeHuff, Mission: 'Today' rehearsal

R

by Charles Sinclair

all it was cracked up to be.

“This story will be a breeze. A
vacation,” Miles David, sroxsor’s
managing editor, had said cheerfully
the previous I'riday. He was tapping
an ad which showed a big, balding
man named Robert Newell dressed in
a grocer’s apron at work in a food
store. It was headlined: “The man
from Cunningham & Walsh.”

“What story?” I had asked.

“C&W has been running these ads,”
Miles went on. “They send their exee-
utives and radio-tv people and copy-
writers out to work in the field for a
week each year. You know, pumping
gas or selling soap. Kind of ‘back to
the people’ process, so they won’t get
stale.
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Aoencyman-for a week

SPPONSOR man worked in

of CAW agencey for week. Here's liis report

*You're going to be ‘The man {rom
sroxsok at Cunningham & Walsh.
You're going to work for the agency’s
radio-tv department for a week, start
ing Monday. Check with them about
your first assignment and where your
office will be.”

I had checked. My first Monday
chore: assistant to the agency -uper-
visor in charge of the live participa-
tions in NBC TV's Today -how for k.
R. Squibb & Sons. 1 had double-taked
when [ discovered that the program,
which goes on the air from 7:00 a.m.
to 9:00 a.m., begins commercial
rehearsals an hour and a half before
airtime.

The small. travel-stained MG 1 was
tooking for shid up to the curve and

N 7 S 2
The man from Cunningham & Walsh
- = P .

radio-tv department




VAN FROW CUNNINGHAM & WALSH: C&W
spoofs its practice of sending agencymen out to work in
retail field; cartoon above is from booklet given new agency
employees, In reality, C&W's plan is serious "refresher’’ course

parked i a space that looked too small
for a kiddy car. Out of it liopped a
stocky. round-faced man in a dark
blue suit and tweed topcoat. lle reached
back for a briefcase and as he climbed
out of the car we =hook hands.

“I'm Tom De Huff of Cunningham
& Walksh.,” he =aid. “lLet’s eel inside.
It's cold as hell out here.”
no news. b'm a Georgia boy.

I followed him into the busy, flood-
lighted RC\ Exhibition Hall where the
Garroway show is staged. h was now
5:35 a.m. Garroway had just arrived
and was surrounded. like a Queen Bee.
by a convey of production coordinators,
sports writers. uewsmen and technical
nlen.

“let's go grab some coffee down at
the Telop One Club.” De Hufl <aid.
shding out of his coat as he <tarted
that lead~ to the
Theatre and the v

This~ was

down the ramp
Johnnyv  Victor
control room,
In the =mall reception room at the
bottom of the ranmp was a long table
around which <at half a dozen people
drinking coffee poured by a white-
coated waiter evervone called ~“\Major.”
“They named this the Telop One

38

AT WORK ON TV JOIB: SPONSOR Senior Editor Charles Sinclair spent a
at Cunningham & Walsh agency as junior-executive-at-large in radio-tv deparh
First real creative chore (see story below) was to produce a tv storyboard for Chri.
Club commercial of Bank of Manhattan. Commerciai may appear next Dece

Chab.” De Huff explained. “because
the Garroway telop i= the first one that
comes up on NBC TV each morning.
The c¢lub members are the agency
people who have to get down here at
this weird hour to supervise commer-
cials.”

As we gulped coffee and smoked
Chesterfields (C&W's biggest account),
De Huff explained why we were there.

“"We're doin2 a ‘tag’ for a new
Squibb promotion this morning.” he
=aid. taking a small cardboard counter
package containing bottles  of
Squibb  Aspirin. Regular and Chil-
dren’s, from his briefcase.

“I was the writer-producer of this
spot.” he said. "l wrote the copy
around February fifteenth. It was
sent to Howard Baldock. the ad man-
ager over at Squibb. on the seventeenth
and O.K.'d on the twentv-fifth. \BC
got it the next dav o Garroway’s had
it for about a week now.

“We're supposed to check 1o see if

two

he’s got all the <ales points streizht and
if the product package looks O.K. on
camera. If it doe<n’t. we'll have to talk
to the floor manager or the commercial
producer and gimmick it up a bie.”

“Well. said a
\oice.

De Huff looked up. A young man.
natty in dark flannels and checked
vest, was standing next to the table.
it was Dick Jack-on. the \NBC T\
senior unit manager on Today. Jack-
son =at down, waved to Major for a
cup of coffee and joined the discussion.

“This is a nice. easy commercial.”
said Jackson. “That's a break for us
today because were loaded to the top.
We've got commniercials from General

who's here.”

look

Mhlls. Florida Citrus. Amazo. LU.S.
Rubber. Lever Brothers. Pream.
Vlutual of Omaha- among others.”

“Anyway, we think Garroway works
best when there are no elahorate gim-
micks, no tricky cues and no fancy
art.”

Do yvou think the red on the pack-
age will come up too light a gray 7™
De Huff a-ked Jackson. who looked
thoughtfully at the package.

“Can’t =ayv off-hand.” Jackson <aid.
“I'll take it up=tair- and we'll give it
a camera check.” Jackson headed for
the ramp. We picked up our coffee
cups and went down the corridor to a
big viewing room that looked like a

SPONSOR




FUSSING TV-STORYBOARD: Informal meeting of C&W's radio-tv
& is called to hash over Bank of Manhattan television commercial done by
S0R's "Man At Cunningham & Walsh." Group includes, |. to r.: Dave Lewis;
Sinclair; Joe

eller:

Tom De Huff;: John Sheehan: Charles

living room in Better Homes & Gar-
dens. A pretty blonde girl from BBDO
was holding a brisk discussion with a
sleepy-eyved man from J. Walter
Thompson.

“I think this is lots of fun,” she
was saying.

“Not if vou have to come in from
Westport,” grumbled the Thompson
man. looking at the clock. The time
was now 6:10 a.m.

In a few minutes, the Squibb pack-
age swam nto focus on the screen. It
looked fine. The cameras went back
to Garroway.

Time passed slowly. Garroway ran
through commercial after commercial
and finally came to the Squibb partici-
pation. He delivered the main sell on

the Squibb Angle Toothbrush (“Just

like a dentist’s mirror to help you

reach those hard-to-get-at places . ..")
De Huff checked his stop wa'ch.
“So. look for this Squibb package

at your drug store.” Garroway was

saving. holding up the toothbrush.
“Here comes the tag.”” said De Huff.
“. .. and while vou're there,” Garro-

‘way continued as the picture changed

to a closeup of the “Family Special”
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MecDonough

package. = save yourself some money
on aspirin. Squibb is offering a Family
Special . . . 100 Squibb Aspirin PLUS
a bottle of 50 children’s quarter-dose
aspirin. deliciously flavored. for ONLY
59¢. It's a regular 88¢ value and vou
can ACTUALLY esave 29¢ by buyving
the FINEST aspirin made. l.ook for
the Squibb FAMILY SPLECIAL at
vour drug store.”

“Looks pretty good to me,” said
Mort Werner. Today’s producer. " \ice
tight closeup.”

“Just so it sells Squibb Aspirin.”
replied De Huff.

We walked up to the floor above.
De Huff went over to where the quibb
package sat amidst a group of product
props that looked like a disorderls
super-market window. He jiggled the
bhottle up slightly in its little cardboard
slot and tapped on the label with his
finger.

“We want those viewers to see that
name.” he explained. “Don’t forget
that.”

In a few minutes. it was 7:00 a.m.
The show started and went through its
usual potpourri of news. interviews.
sports and chatter from Garrowawy.

REVIEW OF WEEK'S WORIK: Jack Cunningham, C&W's
executive vice president and operational head, at right, looks on as
Sinclair points to one of four agency-represented products (Squibb,
Bank of Manhattan, L&M, Northwest Orient Airlines) he worked on

The Squibb commercial went on right
after a round-up. De Huff
walched it critically but everything
went smoothly.

“I'd hate to get up every day at
four-thirty just to play nurzemaid to
a minute’s worth of conmercial™ |
<aid.

De Huff grinved. I onh have o
come down here when >quibb has
new product or a new sales pitch.
That's about twice a month. The rest
of the time we let Garroway do the
commercial in his own -tile.” He

(Please turn (o page 112

news

Agency works in new, modern offices in New
York, even has special shower for clients

(LiEnts’

SEOWER.




What do admen think ol
Spot carriers’

In the previows Issuc, SPONSOR pre-
sented the opposing viewpoints of
networks and stations on the nct-
work  ‘“spot-carricr’’  conlroversy
[sece “The nctwork
controversy,”” 8 Mureh 1951, page
291, In this article the man in the
middle—the air advertiser—gives
his altitude on the issue.

spot-carriers

'!/ith the “‘spot-carrier” program
pushing itself more in«istently into the
foreground of network operations, the
need for advertisers and agencies to
know more about the pro’s and con’s
of this form of advertising buy is be-
coming more obvious,

The network vs, station controversy

on spot carriers doesn’t directly in-
volve the advertiser, though he may
feel a concern about charges that one
or the other side is threatening the
existence of air media by its tacties.

What the advertiser is really con-
cernied with are questions like: Are

A

controversy
A

spot carriers an economical buy?
tHow do they compare with national
spot buys or with purchases of com-
plete shows on the networks in effec-
tiveness and flexibility?

The public battle centering around
spot carriers, which has broken out
anew in the wake of NBC Radio’s plan

While webs, stations battle, no one

has asked the man in ¢the middle

to open up as much as 12 hours of
new shows to one-minute participa-
tions, sheds little light on these crucial
questions. There was a brief research
flurry last year on the question of na-
tional spot vs. spot-carrier costs. For
the most part, however, the fight has
been characterized by talk about the
“proper” domain of the two con-
testants.

More than one adman. SPONSOR
finds, has Leen struck by the thought
that the entire spot-carrier issue is one
that should be fought in the market-
place. In other words, the adinen rea-
son. let the individual advertiser de-
cide whether it's best for him to buy
network participations or local an-
nouncements and let the networks and
stations set out to prove to the indi-

Spot carriers considered tops by admen for low-cost, extra coverage

40

The advertiser buying announcements in a
group of, say, three spot carriers can ‘usual-
ly rcaeh more different homes than 1if he
bought three commercials in one program.

However, he will not reach each home as
many times as he would if he bought .the
three-commerecials-in-one-prograin  buy. The
resulting thin coverage ean be a drawback.

Before deciding whether or not to buy a
series of spot-carrier announcements the ad-
vertiser must define the story he wants to
tell and then determine how much time he

needs to tell it, the Schwerin Researeh Corp,
points out. Some products need the two or
three comimercials of a show to tell the story;
others can do it in 20 seconds.

i\ spot-carrier announcement provides less

sponsor identification with the program than
a full-prograin buy but it still gives more
identification than the usual spot buy. How-

ever, the biiyer of a spot-carrier announce-
ment ust be careful to nse the proper ap-
proach. The spot-carrier buyer ean merehan-
dise 4 big name if he has one.

T — - " ——— o T —

The spot carrier offers the network buyer
a Hexibility he never had before. The client
who has to be fast on his feet or who wants
a short-term saturation buy can purchase one

or more spot carriers. almost at a moment’s
inotice. The spot carrier, however, is not con-
sidered a substitute for the flexibility of a
national spot campaign.

SPONSOR

——




vidual advertiser which approach is
better.

While some of the biggest air ad-
vertisers 1 the business use them,
SPONSOR discovered a surprising lack
of familiarity with spot carriers, not
only among clients but among agency
people. SPONSOR also discovered some
confusion about what a spot carrier is.

It may clarify the problem to ex-
plain that the big fight about spot
carriers has centered on radio, es-
pecially around the so-called tandem-
type sales plans (See “So you want
to buy a ‘tandem’?” sroxsor, 15 De-
cember 1952.) As introduced by NBC
Radio with its Operation Tandem in
November 1950 this type of sales plan
offered the advertiser one announce-
ment in each of a series of programs.
The other networks fell in line with
their own plans. Mutual came out with
its MGM-Mutual and then the Mulii-
Message Plan. ABC followed with
Pyramid, now defunct. CBS brought
up the van witl. its Power Plan, pro-
moted as a device to capitalize on late-
in-the-week shopping.

While the plans varied slightly in
detail, the original idea was that the
advertiser had to buy across-the-board,
that 1s, one announcement in each
show. Often a full network was re-
quired and the minimum buy was

Spot carriers: station view

sometimes 13 weeks.

Gradually some of thes requirements
were relaxed and in many cases the
advertiser could pick up (if he really
wanted to} a single announcement in
a single show. [le can do that wow in
the Multi-Message Plan and in such
\BC Radio :hows as Weekend and
Big Preview, though many spot car-
riers still require the buying of groups
Of Sl]()\\'s or announcements,

If the thought occurs to you that
network radio has lbeen turning more
loward the magazine insertion or par-
ticipation buy which evolved in tele-
vision in answer to high costs and
that the reps and stations should logi-
cally be upset about growth of tv spot
carriers also, the answer is: Thev are.
The attack on spot carriers is aimed
to a lesser extent at such web partici-
pation programs as {fome, Your Show
of Shows and Arthur Godfrev.

To get back to the advertiser. In
talking about the pro’s and con’s of
spot carriers the advertiser often sep-
arates the (1) across-the-board type
of buy, which offers audience disper-
sion. from the (2) buying of partici-
pations in a single show specifically
set up to accommodate many adver-
tisers, especially those with Ilinited
budgets.

Here’s the basic mathematics. in

How admen feel about the hot

spot-carricr controversy

When queried by SPONSOR about
the subject of spot carriers,

meny admen confessed knowing
little about them, suggested

the wey to settle the contro-
versy was for networks and
stations to prove which kind

of buy was better for specific
clients in specific cases.

simple terms, of the dispersion type of
buy: The client who buys, say, one
announcement in three different pro-
gram~ can usually reach more differ-
ent homes than if he bhought one com-
plete program with three commercials.
Obviouxly three different programs
will altract different audiences even
if the show types are similar. For
low-cost coverage this type of buy
can’t be beat, many admen feel.
Said one agency time-buying excen-
tive: “I don't think there's any doubt
that buying a group of participations
in these network radio plans gives vou
one of the cheapest methods of reach-
ing a radio home than can be devised.
It’s true that not much has heen done
on research comparing these spot-car-
t Please turn to page 124)

Spot carriers: network view

1. In offering radio and tv sHows which “carry”
announcements, the networks are encroaching upon
business which would ordinarily go to stations. In
nibbling at station income, the netwerks are hurt-
ing stations and their ability to serve elients.

2. While the wetworks contend that by offering
“Hexibility” they are allowing new advertisers to
come on who ¢vuld not otherwise afford to, actually
spot carriers are attracting the existing clients.

L. Networks are not competing with stations any
more than they have in the past and they have always
competed with affiliates. However; the affiliates have
the advantage of being able to sell to local clients,
which networks have never been able to do.

2. It is essential for the networks to attract low-
budget clients and spot carriers are one of the best
ways of doing this. Networks have been depending
more on big spenders than other media.

3. The variou$ network sales plans are actoally a
eut in rates.. They thus damage the entire radio
rate structure, In addition, some of the network
shows go into station time, hurting stations more.

4. Instead of imifating the programing and sales

approach of the stations in selling participations,

the networks should assume their classiec function of
creating entertainment stations cannot offer.
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3. Participations should not be considered a rate
cut since the advertiser who buys them pays more
(per commercial) than the advertiser who buys them
*wholesale,” that is, a buy of a complete show.

4. Network shows attract audiences to stations and
permit stations to make money by selling loeal adja-
cencies. Webs should, therefore, be allowed to devise
ieans of getting revenue to keep them going.




How to reach small-t

Radio is most efficient means of penetrating sinaller commmumities. Many

admen fail (o realize below=530.000 towns mean 309%, of U.S. retail sales

"r(’miso:' You're <elling a national-
Iv distributed Taby powder with a §1
million advertisinz budget, So vou go
to. vour agency and with them you
study and plan and trim co-t~ and
finally place a muli-med™ campaign
that covers some 30 major markets all
over the country.

Question: Can you now =it back
waiting for the orders to come stream-
ing in. with full confidence that there's
no major segment of vour buving pub-
lic overlooked?

Answer: Of course nol. Babies are
a national phenomenon and have a
universal part of their anatomy that re-
quires vour productl. whether theyre
living in the 30 major markets of the
U.S. or in the smaller towns with popu-
lations numbering under 100.000),

And yet advertisers with nationalls
distributed product~ of mniass appeal
frequently hypass Smalltown. U.s AL
despite the fact that a <mall percentage
of their 1951 advertising budget could

safeguard and increase a good per-
cenlage of their 1933 sales.

To analvze the whys and hows of
reaching Smalltown, U.S.A., sPoNsoOR
lras compiled the latest market data to
show advertisers the size and scope
of this buving public. Case histories
of three major national firm< who have
discovered Smalltown, U.S.A.,, and
have heen selling to it economically by
wav of network radio campaigns will
illus'rate effective and penetrating na-
tional adverlising strategy.

Here are some major facts that show
the importance of the small-town mar-
Ket in size and purchasing power:
e In 1950 64.77% of the U.S. popula-
tion lived in towns and areas with pop-
ulations under 50.000. (See population
breakdown on opposite page.)
e In 1953 over 3070 of retail sales
came oul of small-town and rural areas,
that is. towns with populations num-
bering under 50.000.

Kevstone Broadeasting System found.

You won't find many cracker-barrel stores in America's small towns today: Stores carry big

stock, are alert to cooperation with local radio stations on up-te-date merchandising campaigns
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in a survey sampling national adver-
tizers. that individual advertisers rare-
ly have an accurate yardstick for de-
termining the exact localion f{rom
which their retail sales derive. Since
many uxe sales to wholesalers and dis-
tributors as indications of the efficacy
of their advertising campaigns. KBS
feels that advertisers tend to attribute
the retail sale to the same town or city
in which the wholesaler is located.

If these wholesaler figures are used
as a base for determining advertising
strategy and concentration of advertis-
ing. serious mistakes can be made, In
a study made by Keystone researchers
in 1953. it was found that in one
Southern city. for example. more than
502 out of every whole dollar credited
to the cits was actually retailed out-
stde this market.

Here's how this KBS studv was
worked out: based on 1948 U.S. De-
partment of Conmmerce figures, it
shows that it took over 260 billion of
wholesale sales to make over §130 bil-
lion of retail sales. In other words, it
takes 46¢ of wholesale sales to make
31 of retail sales. Applving this 162-
wholesale to f1-retail ratio to varioys
cities throughout the country by com-
paring annual wholesale with annual
retail volumes. KBS found. for ex-
ample. that 55¢ out of every $1 whole-
sale sales attributed to Kansas City,
Mo.. was actually retailed outside of
the Kansas Citv market. On a nation-
al scale. and taking the aggregate of
32 major metropolitan cities, KBS
found a sizable and significant “mis-
placed zales credit.”

Concluded the researchers: The ma-
jor lesson for the individual advertiser
to learn is not to uze hi~ wholesale sales
pattern a= an infallible indication of
sonrce of relail sales. Keeping regu-
lar tabs on retail sales turnover at the
various local retail outlets may reveal
to him that his penetration is more
trub national than he thought, with a

( Please turn to page 104)
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SIZE OF TOWNS COVERED BY 700 KEYSTONE STATIONS®

Discribution of .8, population
(19560 1', N. Censux)

UNDER 5,000 AND RURAL 15.69,

Nealtercd communities 36G.00,

Rural territory .-;.3 u",

Urd i 1.39,
TOWNS FROM 5,000 TO 10,000 3.19,
TOWNS FROM 10,000 TO 235,000 .00,
TOWNS FROM 25000 TO 50,000 389,
TOWNS FROM 30,000 70 100,000 3.90,
TOWNS OFER 100,000 29,10,

Under 5,000 ... . ..
5,000-10,000 ...
10,000-15,000
15,000-20,000 ..
20,000-25,000
25,000-50,000 ...
50,000-100,000 ...

Over 100,000 . .

DISTRIBUTION OF KBS STATIONS

179 Uuder 5,000

389, 5,000-10,000

I N 10,000-25,000
_1)1;, 35’1..\4. 30.000
67 50,(

21!;) DISTRIBUTION OF MBS STATIONS

Onc-station towns

One-station towns
Two-station towns ...
Three-station towns
Four-station towns (or more).

*1953 KBS study

i

IO G

22 MARCH 1954

e . 769, Two-nctwork towns
169, Three-network towns
- =4 -
. . 20 Four-network towns

(7 4
3 0 1954 MBS study

**Including all major markets

MBS plus independents

Stundard Oll Co. (N, J)

SIZE OF TOWNS COVERED BY 565 MBS STATIONS:

B.79
21,907,
29,47,
16.17,
10.1,

w5 1 3,80,

49.9°,

8.30,
17.07,
11.20,

13.6%
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Moran sells 200 cars on average weekend, says business grossed

826 million last year. One of pioneers in tv, Moran puts total bundget

of $625.000 into medimm to bring salesroom to viewers

’Pli[) through the classified pages of
any city phone book and vou'll find
used car dealers with names like these:
“Trader Horn”; “Mever the Buyer”;
“The  Smilin®  Irisliman™;  “Crazy
Charlie.”

Dignity went out via the exhaust
pipe long before the advent of the
hard-top convertible. For vears used
—and more recently new-—auto deal-
ers have been advertlising to create a
fast-trading atmosphere. hoping that
buyers will cateh the holiday mood,
relax and loosen their fingers on the
purse strings.

Some measure of the wisdom of this
approach can be found in the story
of Jim Moran, a Iludson new- and
used-car dealer in Chicago. Jim does
not call himself fabulous or crazy. But
his advertising is stamped with per-
sonal sales-showmanship. His experi-

Moran m.c.'s two shows, is as well-known in
Chicago area as top tv talent. Below, he
dons Western garb for "Barn Dance' program
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ence shows how tv plus personal sales-
manship can pay ofl in sales.

Last year Jim’s business, Courtesy
Motors, grossed $26 million—more
than any other car dealer in the coun-
try. he says. He is selling at the rate
of 200 cars per weekend. His business
is only nine years old. And Jim has
been using television exclusively for
six of those years. This year he will
spend over $025.000 on three pro-
grams in the Chicago market.

Jim was one of the television pio-
neers in the auto line. He was one of
the first car dealers to show an actual
automobile on the tv screen. Here are
some of the factors which guided him
and the agency, Malcohn-Howard Ad-
vertising. in the choice of television as
an advertising medium:

o Getting a customer into the auto
showroom is half the battle. They are

How Moran built S26 million business:

I. Jim began business career after high school as a gasoline pump atten~
dont. Within a jew ycars he had own station and two ycars later he was
World War II interrupted business carcer.

owner of three stations.

D

hal-sold once thev're on the floor and
can get a closeup view of the cars.
Television offers the opportunity to
bring the showroom into the homes of
thousands of viewers. It allows mass
demonstration of a car’s features in
much the same way that a personal
sales demonstration would be done.
e Pcople may not read the small type
in print ads but chances are thev’ll
listen to a persuasive human voice giv-
ing the same copy points. If you keep
the delivery natural, you’ll make it
believable and hold viewers® attention.
Jim feht the success of his television
venture would go hand in hand with
the sales knowhow of his announcer.
He reasoned that cars are luxury items,
and his own line. the Hudson, was a
medium-priced auto far from top in
popularity with American car owners.

At the end of World War II it ranked

uret

IR

2. .After war Jum opened own Ford agency in suburban Chicago Heights.

Khortly thercafter he bought Hudson ageney which consisted only of one
small building. DBusiness prospered beeause of postwar auwtomohile shortage.

. Jim recasoned boom period had to draw to close soon, dceided to begin
steady advertising pressure as insurance for futarc. In ’4n he signed for
tr wrestling show at weckly cost of #1,000, then considered *“fantastic.’’

1. Within two months after initial show Jim says he was largest Hudson
dealer in country. e switched to sponsorship of feature films, later added
two other shows: variety and barn dance programs, televised alternate weeks.

3. Jim is announcer on all three programs, is m.c, on two of the shouws.
Businesz now takes up full block, has 400 employces. Jim s active in civic
affairs, has done charity telethons, has been asked to run for mayor.

a
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Owner is air salesman: Jin’s commercials are easy-going, in
low-key style like ordinary conversation. Ile says secret of appeal lies in
fact he’s “‘always himself.”’ Occasional grammar lapses add believability

ninth in sales, began slipping after
1946, and had reached fifteenth place
last year.

When the war ended the demand for
cars was so great that all dealers had
waiting lines of prospective customers.
In 1948 when Moran launched his tele-
vision effort cars were still at a premi-
um but he reasoned that the boom pe-
riod had to draw to a close in short
order. He decided to begin steady
advertising at an early date as in-
surance against a less-bright future.
Jim figured it would take real show-
manship to chalk up a better-than-av-
erage sales volume for his car agency.

What better person could fill his
specifications than himself? Moran
had built his business on his ability
to make sales and to train others in
the art of salesmanship. He could ap-
ply this ability on television as well
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as in the showroom.

In 1948 he signed for the full wres-
tling show over WENR-TV. Chicago
(now WBKB), from 8:30 to 11:30
p.m., at a cost of about $1.000 a week
—then considered a “fantastic” sum
for a local sponsor. During the com-
mercials cars were actually driven up

e

case history
R

before the camera and Jim did the
commercials in front of Chicago’s Civ-
ic Opera building.

Within two months after his initial
tv show Moran savs he was the larg-
est Hudson dealer in the country.
Within one year he claims he was the
largest automobile dealer in the U.S.

After about a year he switched to
sponsorship of feature films Sundav
nights on WGN-TV. This marked one
of the first times an advertiser had
bought movies on television to sell a
product. Jim named the program
Courtesy Theatre, to tie in with the
name of his business.

Because of the success of these early
ventures Jim and Hal Barkun. account
executive, made plans for further ex-
pansion of the tv lineup. Thev added
an hour-long variety show. The Cour-
tesy Iour, in 1950 (Fridavs, 10:00-
11:00 p.m.; WBKB). A short time lat
the third and last show. Barn Dance.
was added to the schedule, The latte
now alternates everv other w i
Courtesy Hour.

Announcer on all three and on
two of the shows is Jim Moran

(Please turn to page 114)
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"/ hat should a sponsor do wlhen it looks like business
conrditions are gettine worse?

Plav it ~afe? Cut his advertising 1o fit the average ex-
pected <ales pattern?  Be bold, creative? Increase his ad-
vertising in the hope of getting a greater share of the
market or even luring more mones out of the consomer
than he might otherwise spend?

By natore optimistic. spoxsog plumps for the latter
course amd ha~ a <ubstantial proportion of admen he-
hind it. Dut it takes all kinds of advertisers to make a
business world <o srax=oRr i~ picturing the different paths
advertisers faced with declining ~ales can take.

Any resemblance between the examples cited below and
actual. live advertisers is not so coincidental. But sroxzor
is not pinpointing specific advertisers <o much as repre-
senting typical attitude~ toward broadcast advertising.
These are dramatized to point up the dangers and oppor-
tunities that face advertisers in a reces~ion. \nd, as a
byproduct. they may serve to remind \ounger members
of the advertising fraternity that their faith in radio and
television salesmanship must be pitted occasionally against
a sales curve veering in a southeasterhy direction.

He axes tv

The Archaic Advertiser: The firm never believed in
advertising in the first place and the Old Man alway = points
to Hershey as proof that adverti~sing i=n’t necessarv. The
firin is familv-onned and the Old Man has lost his old-time
bu~inesx energy. now putters in the garden out:ide the
plant. With sales going down. the need for cutting ex-
penses becomes the most important subject of discussion.
Advertising gets it first. The ad budget is cut to the bone.
The radio and ty netuwork shows are eliminated entirely
because they're “too damned expensive.” The Okl Vlan
didn’t see any sales from the shows and chose the tv pro-
erain only becanse his wife thought every woman in the
country would consider the male singer cute. The agency
protests. urges a media test but the idea is turned down on
the grounds the firm can’t afford it. The Okl VMan turns
down spot radio hecause it has no “impact.”
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The four case histories below may also help to dust off
some thiuking about how broadecast adverti~ing can fit into
a recession picture. From talks with admen sPoxNsor sees
the picture shaping up roughly as follows:

Radio’s low cost. which helped the medium grow in the
depression of the 30°s. will help the advertising dollar
work harder. The adhvertiser interested primarily in drum-
ming acro=~ a brand name, in reaching his prospects at
lowest cost, will find radio his best het. The advertizer
who has to be fast on his feet will find radio ideal for
making quick copy changes.

Television's high impact, it ability to reach an fin-
mense audience in a short period of time is video's trump
card. Its growth is reducing its cost-per-1.000. The pos-
sibility that the consumer will cut down on outside amuse-
ments. spend more time at home means even greater audi-
ences for the tv advertiser.

How would radio and tv fare if things really got bad?
Tv would be vulnerable because of it~ high costs. would
have to cut down on overhead. run cheaper shows. But.
as economnsts point oul. every growing industry gels one
free ride through an economic storm. Assuming tv is still

He sticks in his rut

The Dyed-in-the-Wool-but-Couservative Advertis-
er: The firm. an old-line air advertiser. continues its radio
and tv =elling in the same pattern but. becauze of the sales
decline. makes minor adjustments in its spot buving. Tis
over-all ad budget is cut slightly by pulling out of markeis
where sales pressure has not heen conspicuously successful
and putting part of thiz saved monev into more promis-
ing areas. The copy line is continued but it is decided 10
reduce the number of selling points to increase the remem-
brance factor. However. because of the lower budget ceil-
ing the film commercials are kept intact and the new. sim-
plified sales message is introduced only in radio and print.
The firm has a deep faith in advertising and once it decides
on a course of action will follow through with all it has.
Because of this thoroughness. however. it tends to be some-
what inflexible and basic ad changes take vears.

SPONSOR
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growing during this (hypothetical) depression, its expan-
sion would compensate for bad times, which ix what hap-
pened to radio two decades ago. Like tv, radio has a
cushion in that local am advertising is still on the way np
but as a mature national mediunt it would be affected most
where its competition with tv (such as nighttime pro-
graming) is most divect. Video sponsors who get their
hands on high-rated shows will not give themt up il the
budget must be cut even if the shows do cost a right ann.
This means that other media, including radio, will bear
the brunt of the ax.

SPONSOR is mnot implyving that business is slarting to
slide into a long-term down-grade. On the contrary it
foresees the possibility of a repetition of what happened
during the ’48-49 recession.

Back in 1948 business men were in one of those it’s-
about-time-for-a-shump moods. Industrial production fell
17 and there was a dip in personal income.

Fortunately, the consumer went on buying. Price cuts
helped but it is also significant that advertising expendi-
tures continued rising. McCann-Erickson estimates of ad-
vertising dollars show an increase from $4.8 billion in

He gefs Scoich

The Make-Every-Dollav-Count Advertiser: The firm

is in a traditionally low-profit business and faced with a
softening market decides to take drastic steps to insure that
every advertising dollar is economically spent. The entire
media allocation picture is reviewed in an effort to weed
out unproductive media schedules. Cost-per-1.000 is care-
fully analyzed and these costs plus estimates of program
and announcement impact are used as the basic means of
deciding what to keep and what to drop. The budget is
reduced to the current sales level. A consumer study of
proposed copy changes is propo~ed on the theory that,
while it may be mmall) expensive, the results will be eco-
nomical in the lorg run. Most of the money taken out of
unproductive media schedules is put into radio on the
premise that an am campaign is the cheapest way of reach-
ing the firm’s prospective customers.
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Here are fomr c¢ase histories which show some

possible paths sponsors may take in & recession

1948 to %5.2 billion in 1919, Dy the time the Kotean
War broke in 1950, the “iuventory depression™ was over.

i-tory may repeat itself. A recent AN\ survey showed
ad expenditures will conlinue to rise this year. L
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He's fast on his feet

The Creative-You-Gotta-Move-Fast Adrvertiser:
IFaced with its first sales decline in 17 vears the firm de-
cides to restyle its packaging to emphasize 1he glamorous
aspect of the product and shoot new film commercials, It
also considers putting out a cheaper version of the prod-
uct but will test con~umer attitudes fir<t to see what the
effect will be on the more expensive one. There is no cut
in the advertising budget. The agency is told to shop for
a new tv show more in keeping with the new look of the
product. As a further hedge against a slump the fir

gins negotiations to buyv out a manufacturer who-e
completelv different than the onc put out now. \
sales conference to kick off the new campaign is =

and the agency begins a policy of sending 0 .
ters to all salesinen. The firm had reduce s
to-sales ratio and feels it can boost it no

i
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Novel entry in form of card

pictured old-fashioned radio

’l‘ lie changing pattern of radio listening is no where better
revealed than in the results of a recent WCBS, New York,
contest. WCBY’ Jack Sterling, wakeup man, asked listeners
to tell himn why they liked radio. By the end of 13 wecks
11,000 had sent in letters which together write a profile of
radio 1951

The letters read as if they had bheen distilled out of
radio’s promotion slogans for the past five years. Yet there
was no coaching from the radio men for Sterling merely
asked his hsteners to tell why they liked radio. Ile fed
them no hints. The similarity. therefore, between what the
listeners spontaneously say about radio and what radio
has been saying about itself is striking.

Listeners told Sterling:

“We wake up to radio.”

“Radio is as much a part of family life as the morning
cup of coffee.”

“Radio is an easy, understanding guest who doesn’t force

FIRST PRIZE

A

48

Vhat 44,000 Lis

Letters profile radio’s role in lives of listeners, can give yi;pe-

FOR BEST LETTER WAS CAR. 78 RADIOS WERE AWARDED.

)

his host to sit in the living room and give of his full
attention.”

The letter writers expressed themselves in virtually all
the phrases that have become a part of radio’s promotion
stock (though none of them hit on the “Everywhere you
go there’s radio” slogan in quite those words). Yet, to a
sPoNsOR editor who scanned dozens of the letters, this
difference emerged: The amateurs say it better. The
amateurs drive home the lesson more memorably—prob-
ably because they succeed in showing how radio fits into
their lives with more human examples than the best
promotional devices have heen able to achieve.

The most important thing for advertisers that the letters
reveal is to what degree radio, especially in the morning
and afternoon. is a companion to other activities.

lHow does this affect your use of radio?

Bob Foreman, BBDO vice president in charge of tele-
vision, wrote in a recent sPoNsoR column of the increasing

SPONSOR
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ation ahout radio

ipective in ad planning

stridency many have observed in radio commercials. Fore-
man pointed out that the raised voice, the sound-eflects
clarion, the attention-grabber are emerging because radin
is no longer used by the listener as a total-attention source
of entertainment. Rather it is often a service and companion
medium.

Foreman’s observations and the evidence presented by
listeners themselves in the WCBS letters may be a reminder
to the advertiser that he check his 1954 commercial copy
against 1954 listening patterns. The commercial that was
mediocre in 1944 is hardly destined to ring any bells today.
Yet many an advertiser hasn’t thought intensively about his
commercial copy since the decision years ago to enter radio
in the first place.

Though the listener isn’t necessarily devoting his atten-
tion totally to a radio program these days, that of course
dosen’t mean the only way to sell him is by shouting. The
listener by now—and the WCBS letters enforce this impres-
sion—has learned to balance his level of attention between
another activity and radio. This developed listening sense
the newsletter of the Grey Advertising Agency recently
termed the “third ear” of the American radio public.
(Grey also pointed out that the divided attention charac-
teristic of the radio audience is not unique with radio.
Grey noted that few people were capable of concentrating
on the same thing without interruption for more than a
few minutes. Newspaper reading, magazine reading, for
example, are interrupted continuously by conversation, by
staring into space—and by radio listening.)

Here then are some examples of the most revealing
WCBS letters. Reading them is in a way like taking a trip
through the New York metropolitan area, heaviest tv zone
in the U. S,, and ringing doorbells to inquire about listening
habits.

One of the letters is from a foreign-born girl who didn’t
know a word of English when she came to America—but
learned the language and lots more from radio. Another
letter is from a blind musician; he learns popular songs
from radio and thus can earn a living playing those songs.

Many of the letters are from housewives. They tell you
what it’s like to keep house and watch the kids and get
dinner ready on time. They tell you it would be a tough
day if they didn’t have radio to humor them, to tell them
what was going on, to keep them on schedule.

All the letters had this in common: They have a ring
of sincerity. For instance, this letter:

“Lacking diamonds, a radio is this girl’s best friend!
When I crave companionship, it doesn’t stick its head
behind a paper and grunt. It is as full of helpful advice as
a mother-inlaw—but I can shut it off when I've had
enough! It lightens my load when I have tedious house-

(Please turn to page 116)
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First-prize winner, housewife Mrs. B. C. Nash (above), of Noroton,
Conn., knits while enjoying radio program. Letter appears below

Here are four outstanding letters:

First prize: Tlave you visited the U. N. in session?

Have you ever brushed your teeth to a mazurka?

Or heard a Coronation ceremony while eating breakfast?

Have you cver mopped the tloor to the Llues?

Have you heard an atomic bomb explode?

Or heard Lohengrin while taking a steam bath?

llave you ever been bird watehing with Bing Croshy?

Have you ever painted a fence and heard a National Political
Convention?

Or trimmed a Christmas tree while listening to the West
minister Boys Choir?

I have, heecause I like and listen to the radio.

* * *

Second prize: Radio brings the world to me. I am thrilled

hear voices of people destined to go down in recorded history; a
privilege denied those of other ages. My children receive a
broadening outlook, a wonderful supplement to their textbooks.
Strict censorship assures elean entertainment. More than any-
thing else radio brings people together, promotes understanding.
Radio knows no religious or racial barriers. Talent, deeds, ideas
count. Folks from far off isolated places, sophisticates from
fast moving cities are my ueighbors via ear. I liear both sides of
political eontroversies. Better informed, I vote more intelligently.

* * %

I came to America three vears ago not knowing a word of
English. At Christinas my mother bought me a radio. I listened
to it as mueh as possible in the beginning, not understanding
much. After a few months I began to understand, my English
improved, and my sehool work improved. I owed all this to my
radio. I know I would have learned the language after a time,
but not as quickly., Now T am in the eighth grade and am better
in my subjects than most of the kids my age.

* * *

Nantueket Island is a vacation spot and . .
accordion on the main street of our town from eight to nine in
the evening, weather permitting. I give concerts of sc s8ic
and pop tunes of the day. That is where radio comes in. It 3
me abreast of the latest tunes. From nime to 10, I

play the

community singing with the help of an m.e.

I like radio because. in spite of my handieap, 'pt in-
formed as to the news of the day, so that 1 : D
the street and discuss the topic of the day i igently wit
sighted friends. (Letter was writtc raille.)
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How Block Drug fests media

Part 19 of SPONSOR's 23-article Media Evaluation Study tells of

lessons drug firm learned. what steps to take in testing

The two-part article on “Can you set
up an ‘ideal’ mediu test?”, just con-
cluded (see sroxsor, 22 February and
8 March 1951), summarized the latest
thinking on the subject and gave some
practical adviee. Lxperts detailed the
problems involved and discussed how
inter-media tests might be carried out.
In this article George J. Abrams, ad-
vertising director, reveals what the
Block Drug Co.. of Jersey City, has
learned from hundreds of media and
eopy tests and the steps it takes to set
one up. lle is running 20-some tests at
the present time. Abrams is a member
of sproxsor’s All-Media - Advisory
Board. Block Drug spent $5.5 million
on advertising in 1953—057 of it on
air media, 25 in newspaper supple-

AR oI OIS L0115 ST MONIIBIENEN GO 58500

GEORGE ABRAMS,
ADVERTISING DIRECTOR

George Abrams, ad director of Block Drug,
is convinced it pays to test media and copy,
has 20-some tests running at present for prod-
ucts like Amm-i-dent paste, Pycope brushes

ments and 1050 in magazines. Of the
air expenditure 15°¢ of it was for tele-
vision and 2077 for radio. Some of
Bloclk: Drug’s products: Amm-i-dent
toothpaste, Green Mint mouthwasl,
Polident Denture Cleanser.

’:lock Drug <tart~ with a realistic
premise—that no test operation is per-
fect.

It= experience in hundreds of tests
has convinced Advertising Director
George J. Abrams that no matter how
closely vou set up “‘control” factors
with a single testing variable, influ-
ences creep in to affect your results.

According to Abrams, it may be a
whole~aler in one city who does a more
thorough selting job.

It may be a retailer who dislikes
vour competitor and pushes your prod-
uct to his customers.

It may be the local radio station
which believes (or disbelieves) that
merchandising should acconipany your
schedule.

It may be a strike or vacations or
the weather.

Or. more specifically applving these
mfluencing factors to media:

e It may be a morning-evening news-
paper competing against a dominant
evening paper in another miarket.

e It may be a radio station with high
out-of-home listening vs. a radio sta-
tion with little out-of-home histening.
e It may be the purchase of time
bought on the basis of a Pulse rating
in one market. a Hooper in another,
a Conlan in a third.

e It mav be an unequal coverage sit-
uation where both stations are 3.000

v IR R -

George J. Abrams
Vincent R. Bliss
Arlyn E. Cole .
Dr. Erncst Dichter
Stephens Dictx
Ben R. Donaldson

pres.,
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ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicago
president, Cole & Weber, Portland, Ore.
Inst. for Research in Mass Motivations
v.p., Hewitt, Qgilvy, Benson & Mather, New York
ad & sales promotion director, Ford, Dearborn

SPONSOR’s All-Media Advisory Board

Marion Harper IJr.
Ralph H. Harrington
Morris L. Hite
J. Ward Maurer
Raymond R. Morgan
Henry Schachte

watters but one reaches farther than
another because ol terrain.

“When vou make up a list of these
‘unforeseen’ variables, vou are often
inclined to dismiss testing on the basis
that it is unscientific. unreliable and
unsound,” Abrams told sroNsor.

“But—and here’s the important ‘hut’

-I have never conducted a test where
a success was not obvious as a success.

“When you are testing, the responses
come in relative values. but when you
have a ‘hit.” believe me, there’s no mis-
taking it.”

How then does Block Drug set up a
test?

By using this six-step procedure:

(Please turn to page 120)

AL NS

"PSYCHOLOGY OF
MEDIA” COMING

Part 20 of SPONSOR's All-Media
Evaluation Study will appear in the
next issue—5 April—and cover the
latest experiments and theories on
the psychological factors you should
consider in order to use each me-
dium to best advantage.
series is completed, it will be pub-
lished in book form sometime this
summer. You may order a copy now.

1

STUDY IN BOOK FORM

SPONSOR's All-Media Evaluation
Study will be published in book
form in the spring after the re-
maining articles in the 23-article
series appear. Price has not yet
been determined, but you may re-
serve a copy now. Just send a card.

When E

AT AR e

president, McCann-Erickson, Inc., New York
ad mgr., Gen. Tire & Rubber Co., Akron
. president, Tracy-Locke Co., Dallas
__ad director, Wildroot Co., Buffalo

pres., Raymond R. Morgan Co., Hollywood
—__v.p.,, Sherman & Marquette, New York

SPONSOR
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When mapping an area, surveyors use "bench mark’ of known accu-
racy to determine boundary lines. Admen can now use county-by-

e

county tv set figures of CBS TV as "bench mark™ in making projections
of size and shape of U.S. tv. CBS TV survey covers vhf, uhf sets

CBY TV's new county tv set

Loures: how (o use (he

First post-freeze tv figures are milestone of v’s U.S. growth

T he county-by-county figures of U.S. tv penetration that
appear on the following pages—even though they represent
the tv home count as of last November—have many impor-
tant uses in tv research and ad planning.

These include:

1. Using the figures, which were compiled by A. C.
Nielsen for CBS TV Research, as a “bench mark™ in cor-
recting post-freeze estimates of tv growth. particularly uhf.
For example, the number of tv counties increased over
50% and the number of sets increased 4,000,000 between
the time CBS TV released its statistical projections of tv’s
size last May and the time the November study was nade.

2. Revising coverage estimates and rate structures of tv
stations and networks, especially in the areas which be-
came video areas when the freeze was lifted. Tv prices, in
many of these new areas, have hitherto been calculated
largely on the basis of estimates by local tv dealers.

3. Charting the relationship between tv coverage and
sales territories. Advertisers can discover how well the
various counties in sales districts are tv-covered. Where
tv coverage is light, additional media support mayv be nec-
essary to fill in the gaps.

22 MARCH 1954

4. Checking the prices of syndicated tv film programs.
Usually, such shows are priced according to a variety of
formulas. Sometimes, they are priced on the basis of tv
station tiine costs, which in turn are often based on the
number of tv liomes in a market. Sometimes, they are
based directly on the number of video liomes. Sometimes,
tv film shows are priced on combination of these two
guides. In any event. the CBS TV census—or projections
based on it—can serve to guide admen in their examina-
tion of film program prices.

The most important single use for these figures is by
agency research personnel in making up a series of growth
curves, These are research plottings which show the num-
ber of sets. or level of penetration. in a tv market.

The usual agency practice concerning them is this:

The curve usually starts with the point at which
county first received television service. 1f it is one of tl
“mature” counties, the starting date might hav
1948 or 1949. This, the first “bench mark.”
point in set growth.

Later bench marks along the wav wou
U.S. Census of 1950, the Nielsen Cover:

e qata
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growth, based on NCS, relcased last May.

These growth curves are usually made up in “families”
of curves, since county differences in income, location,
population density and other factors cause sizable differ-
ences in the way tv grows in a particular county. How-
ever, they usually fall into one of a dozen or so major
categories. Growth patterns in “old” counties can be
used as a guide in plotting growth in “new,” post-freeze
areas, many of which are serviced by uhf.

With the aid of the CBS TV figures, an agency can now
examine the projections it made for a county back in No-
vember of last year. I the curves are too high, or too low,
an adjustment can be made to make the curve more accu-
rate in terms of today’s set counts.

In the figures below, the following symbols and defini-
tions apply:

Tv counties: These are counties which were receiving tv
coverage at the time the survey was made last fall by A. C.
Nielsen Co.

Total fammilies: Family figures as shown wm the second
colunmn were compiled for A. C. Nielsen by Sales Manage-

ment. ‘They are a special updating of the U.S. Census fig-
ures, and were current as of 1 Noveinber 1933,

Tv families: These figures represent the number of fami-
lies with tv sets (vhi, uhf, or both) as of last November.
Actually, they are projections made from a checkup in a
100,000-home probability sample of the U.S. made by

of late 1952, and the CBS TV statistical projection of tv

TELEVISION OWNERSHIP BY

A. C. Nielsen. They are reported by individual counties
only if 10% or more of the families in that county report
owning tv.

Uhf families: This is the number of families who own tv
sets that are equipped to receive a uhf video signal. In the
tables below, these figures are reported only if 10% or
more of all the families in that county owned uh{ receivers.

The percentage figure next to the family counts (tv and
uhf) show the percentage of the total families in the county
which are either equipped to receive tv, or ulf television.

Counties with less than 109 1v ownership (usually,
these counties are in the “fringe” of a tv station’s cover-
age) are reported for each state as a group.

tIndicates a county which is part of a Nielsen county
cluster. Such clusters are a group of two or more adja-
cent counties used as a sampling unit. The percentage of
tv ownership for each cluster is applied to each county in
the cluster.

*Indicates a tv county with partial penetration by uhf.
but where less than 109 of all the families in the county
own uhl receivers. In such cases, uhf ownership ix noft
reported separately, although the uhf families are included
in the state tv totals. Thus, the state total of uhf families
may exceed the sum of the individually reported counties.

LT : Indicates less than 10%.

Stilt not solved by the CBS TV figures: where will the
next set census come from? Industry has still to settle this
problem (see sPONSOR, 22 February 1954, page 27). * ¥ *

COUNTIES 1 NOVEMBER 1953

|| “'

ALABAMA ;rr::ll:deu 9(;00 ]g:gzag ;25 .. 151, Franeis 3
poosa Sebastian 2oooo '6930 3 5,200 29
TV counties  total families TV families  UHF families Tuscaloosa 24,000 709 30 Wnion 14.700 1780 12
v o &
Baldwin 11,700 229 24% 1320 % Walker 16,200 8810 54 1Van Buren o e r
1Bibb 4.200 2600 62 Washington 3.600 400 1 . . Washington 15,600 29% 19
tBlount 7400 2,860 39 tWinston 4,500 2070  46% 1Woodrufl 4,400 920 21
1Bullock 3,500 600 17 490 14 , = A —_—
Calhoun 22300 10360 45 TV counties 733,400  278.000 38% 41200 6%  ry ,une, 314700 92580 29% 18,730 6%
other counties 91,300 2470 3% 1290 1% other counties, 220,800 9430 4% o0 LT
Chambers 10,200 3920 38 o 8 = " — —_—
1Cherokee 4100 1480 36 totel 826700 280470 3¥% QM0 SR o 535500 102020 19% 19690 4%
1Chilton 6,900 2310 33 .
tChoctaw 4,400 480 11 O B0 ARIZONA CALIFORNIA
tClarke 6,700 79 12 O JD
. . y . e .ps e .

S 200 il [ TV counties  total families TV families UHF families TV counties  total families TV families UHF families
1Cleburne 2,900 1040 36 Maricops s 70870 - 61% s ennt 776900 202750 73% .’
,g"'b"";, 10,900 1,060 10 :;::‘:‘ ‘:’4'500 l::;‘:g ‘2 1Alpine. loo 0 38
G EOEE L W W Wi e A

: : TV counti 196200  105.950 54 ' L A0 430 P
1Cullman 12,800 5710 46 oLy , . % tCalaveras 3,500 1190 34
Dallas 14,600 3200 22 o B oherlcmnties = 1620 3%
De Kalb 11,900 2330 20 total 253,100 107,570 43% 1Colusa 4,000 %0 24
1EIlmore 7.600 1,750 23 &0 Contra Costa 103,700 63530 6f
1Escambia 7,700 990 13 . tEldorado 6200 2,120 34

Etowah 27.900 13520 48 ARKANSAS Fresno 93.200 4540 49 4120 H%
1Fayette 4,800 90 19 TV eounties  tota! fomilies TV families  UHF families 1Clenn 5.100 1210 24
:2""“'“ g"m "3 ﬁ tArkansas 6.800 130 20% 680 10% Humboldt 27,400 450 17
’"nicne 4.6(” =L tAshley 6,700 1,140 17 Imperial 17,300 3620 21,

ale : 1Chicot 6.100 1040 17 Kern 80,000 28280 35 16720 21
Jackson 9300 920 10 1Clay 7,400 1920 26 ’ Kings 15,000 6200 42 4000 27
Jeflerson 169,900 110,120 65 1Conway 4,400 480 1 90 tLake 4700 130 28
1Lamar 3,800 720 19 N

Lauderdale 15300 1550 10 Craighead 13200 s 59 LosAngeles 1637600 140940 86
1Lawrence 6,50 1630 25 (i 1258 Sl 2 Madcra 11,800 5320 4 4140 35

1Cross 6,300 2270 3. e :
Lee 11,000 130 12 tFaulkner 6,700 730 11 J & s anin 31.500 22.:»0 73
tLimestone 8,900 2210 25 tFulton 2,600 %0 37 12}:"2:“ 1,400 S0 3
Mere 22.400 9 X

"Madi 1900 oo M iGreene 8.000 2020 25 sy ETNEl
'M. 1:01:) 7.(00 ]:030 Is tindependence: 6,400 1540 24 Mono 700 270 38

areng . tJackson 7,000 1710 24 Monterey 49,100 20290 41
tMarion 6,900 1550 22 :L“rcncc 5,700 200 37 Napa 15,700 7190 &
:'Lﬁ“" 12,100 2:;;‘53 ?1 —om Lee 6.200 1520 31 i} tNcvada 7,000 180 26

obile 72200 \ L 1 . % 0 90,400 7
Montgomery 41900 8810 21 o~ Little River 2,700 1,030 38 range 14660 79»

8,300 tLonoke 7.200 1440 20 780 10 .

Morgan 15,100 4420 29 tMiller 10,400 1890 17 Placer 14,400 s660 39 3 =
tPerry 4200 710 17 Mississippi 21,300 14010 65 tPlumas 4.700 1220 2%
1Pickens 5,400 970 18 tMonroe 5,100 1120 22 Riverside 68,470 39500 58
t1Randolph 5300 1880 35 — Sacramento 105,100 51.20 49 15280 15
Russell 10300 170 17 1770 W Hillips LY i 1San Benito 4500 1920 4 80 18
1Saint Clair 6,700 2550 38 b 1L ' il .
1S 7 1;"lm\f' eg.g lo.m fg 10.:(72 :0 SspJUMEimo NRERY ™ = —
1shd?ry: ;:g ";3 T; ‘R:n.d!ollph 4300 15% 37 ! San Diego BT 172220 73

um San Francisco 287800 191.9% 67

_—




San Joaquin 69,100 40,080 S8
San Luis Obispo 24,300 7,550 31
San Mateo 92,600 78,050 84
Santa Barbara 35,800 16960 47
Santa Clara 107,000 79,330 74
Santa Cruz 26,500 7,890 30
tSierra 500 130 26
Solano 40,300 28,570 71
Sonoma 39,900 18370 46
Stanislaus 44,900 17,540 39 e e
tSutter 9,100 2,620 29
tTehama 6,900 1240 18
tTrinity 1,900 340 18
Tulare 46,500 13,870 30 11450 25
tTuolumne 4,600 1,750 38%
Ventura 40,300 31,300 78 oo
Yolo 14,200 6,000 42 2920 21%
tYuba 8,500 2470 29
TV eounties 3,974,700 2,807,970 719,108,540 39,
other counties 54,800 1,670 3%
total 4029500 2809640 70% 108540 3%
COLORADO
TV eounties  sotal fumilies TV families  UHF fomilies
Adams 13,900 10,810 78%
Arapahoe 19,300 11050 57
Boulder 16,700 7350 44
tChaffee 2,300 280 12
tClear Creek 1,200 170 14
tCrowley 1,400 360 26
tCuster 600 0 12
Denver 151,500 97,220 62
tDouglas 1,200 140 12
tEagle : 1,100 160 15
tElbert 1,000 120 12
El Paso 20,700 9900 33
tFremont. 5.700 700 12
1Gilpin 200 30 15
tGrand ! 1,000 150 15
tJackson 700 110 15
Jeflerson 22,000 15990 73
tLake 1,800 220 12
Lanmer 15,100 7,920 52
tLincoln 1,900 240 13
tLogan 5,100 1,280 25
tMorgan 5,400 1,280 24
1Otero 8,100 2,110 26
tPark 400 50 12
tPhillips 1,500 380 25
Pueblo 29,200 14,050 48
tSedgwick 1,500 380 25
tSummit 400 60 15
tTeller 600 70 12
tWashington 2,400 600 25
Weld 20,300 10,910 54
*Yuma 3,500 880 25
TV eountjes 372,700 195,040 529
other counties 83,400 1750 2%
sotal 456,100 196,790 43%
CONNECTICUT
TV counties  total families TV families  UHF families
 Fairfield 160200 11999 75% . -
Hartford 169,600 124,110 73 36,990 22%
Litcbfield 31,500 22,670 72% .
Middlesex 20,500 16,820 82 2220 11%
New Haven 170,200 148310 87
New London 45,400 26,140 58
Tolland 13,200 7,930 60 A
Windham 19,700 13,240 67
TV eounties 630,300 479,210 76% 43,970 1%
total 630,300 479210 76% 43970 7%
DELAWARE
TV counnes total families TV fomilies  UHF families
Kent 12,800 9950 78%
New Castle 68,300 53230 78
Sussex 20,500 11,930 58
TV counties 101,600 75,110 74%
total 101,600 75010 74% '
DiSTRICT OF COLUMBIA
TV counties  total families TV families  UHF families
DC 245,900 197,710 80%
TV counties 246,900 197,710 80%
sotal 246,900 197,710 80%

FLORIDA tDodge 4.30 1,120 26
. tDooly 3,400 1020 30 . o
TV counties  total fomilies TV fomilies  1'HF fomilies tDouglas 3200 L0 82
Alachua 16,200 3600 22 i - 'Echols 500 180 35
tBaker 1,300 790 M% tFlbert 4800 1680 35 L
Bay 15,900 1,710 11 tFanni o -
g . Fannin 3800 1,220 32
:g"’df““ g2o 2010 61 tFayette 1900 130 7
e TG IR 8.506 1110 13 Floyd 17,500 9010 52
Broward 36,500 26310 72 13750 37 tForayth 2,900 1,130 39
tCharlotte 1,500 180 12 g tFranklin 3,600 1300 3 LI
:g;"“’ 1,600 COLS Fulton 144,600 10793 75
_ tGlascock 600 130 21
tColumbia 5,000 1010 20 tGlynn 8,900 400 45
Dade 200,100 130330 65 . e tGordon 5,000 3,050 61
Dixie 700 10 16 1
Creene 3,200 1240 39
Duval . 99,300 60,720 61 tGwinnelt 8.900 36N 4
Escambia 35,700 7950 22 OO 11labersham 4,400 1410 32
tFlagler 1,000 10 11 Hall 11,200 6840 6]
tGilchrist 600 120 20 t1lancock 2,400 650 27
tClades 600 60 10 DR 0 -'”
. sralson 3,900 2460 63
tHamilton 2,200 530 24 Hlsrris 2,800 1320 43
MHendry _ 1700 200 12 tHsnt 3,600 1300 36 o e
tilernando 1,900 300 16 N tHeard 1,400 730 S2
tHighlands 4,800 480 10 LI Hlenry 3,90 2730 70
Hillsborough 85.200 28,380 335, 27,530 32% P
. . - v llouston 7,000 2500 36 1590 23
+ [
'}"glﬂn River 4200 42010 ©o tHrwin 2,600 420 16
Jggerson bl 62024 tJackson 4,800 1970 41
tLafayette 600 120 20 Jasper 1,600 590 37
Lake 12,300 3360 27 tJeff Davis 2,400 380 16
tLee 8,800 1060 12 S =
tLevy STorn ol tJeflerson 4,600 910 20
. . tJohnson 2,600 420 16
tMadison 3,400 770 23 tJones 1600 a0 27
Manatee 12,500 3970 32 390 32 'Lamar 2,500 1780 7 )
Marion 12,000 2910 25 fLanier 1,300 250 19
+Martin 2,800 280 10 o e tLaurens 7,700 2050 27%
tMonroe 10,000 1220 12 tlec 1,300 3% 30 o o
tNassau 3,600 2200 61 tLincoln 1,200 470 39
tLong 900 120 13
tOkaloosa 8,000 810 10 A tLowndes 11,700 2180 19
tOkeechobee 900 9 10 LI 4 .
Orange 43,600 4730 1 tLumpkin 1,500 590 39
+0sceola 4,200 590 14 tMcDuffie 3,100 650 21
Palm Beach 42,700 97% 23 0 O tMaeon 3,400 1050 31 .o .
tMadison 3,000 1,080 36 L ]
?P.as‘:o 7,300 1,080 15 760 11 tMarion 1,400 30 2 ¢ o
Pinellas 70,800 10270 15 10270 1S
tPutnam 2,500 3300 44 tMeriwetber 5200 3800 73
1St. Jobns 8,000 3530 44 tMonroe 2,600 1850 71 ¢ o
1St. Lucie 2,100 79 1 ¢ e tMorgan 2,900 1070 37
tSanta Rosa 5,000 550 11 ° e 1Murray e ot
' ™ 35,100 5600 16
tSeminole 8,500 1,190 14 a5 360 10%
tSumter 3.200 480 15 350 11 tNewton 5,300 3,70 N
tSuwannee 4,400 830 20 tOconee 1,600 590 37
tTaylor 2,900 700 24 tOglethorpe 2,300 900 39
- t i )
“Union 1100 610 61 ) Pt prietibod . .
tVolusia 27,700 3030 11 -
tWalton 4,000 430 11 ¢ e tPickens . 2,300 900 39
—_— Pi
TV counties 862,800 328,770 38% 80,330 9% Pferoc 2,600 340 13
other counties 106,000 8,580 8% 3910 4% U 1800 1280 71 °
’ ° tPolk 8,200 5210 64
total 968,800 337350 35% 84310 9% tPulaski 2,200 570 26
tPutnam 1,600 430 27
tQuitman 800 180 22 e o
GEORGIA
tRabun 1,700 540 32
tRandolpb 3,300 750 23 LA
TV counties  total families TV fomilies UHF families Richmond 40,600 6330 16
tAppling B b B tRockdale 2200 1590 ™
'Alklnson 1,700 270 16 tSchley 200 150 2 o o
Bacon‘ 2200 770 35 tSpalding 8,900 6230 70 o e
tBaldwin 5,100 1410 28 tStephens 4700 1500 32
® . J
tBanks 1,500 540 36 1Siewart 2200 50 2 . o
O 3.200 1520 41 tSumter 6,500 1970 % o e
*Bartow 1,300 4600 63 Talbot 1800 850 47
1Ben Hill 4,100 670 16 Yaliaferro 500 50 5
tBerrien e S0 16 tTaylor 2,300 740 32 LI
Bibb 35,500 1950 34 680 19% (T 3100 500 16
:Bleckley 2,300 (2500 ¥6 Terrell 3.400 1020 30 500
Brantley 1,500 00 13 1Tif 6.200 1060 17
tBrooks 4,100 780 19 tTowns 900 290 322
'Butts 2300 1630 71 °t Troup 14,100 7640 54
tCamden 2,100 950 45 tTurner 2,600 470 18
tCarroll 9,300 4860 52% -
tCatoosa 4,300 2620 61 TTwiggs 1,700 270 16
tCharlton 1,100 500 45 tUnion 1,700 540 32
Chatham 47,200 7,790 17 tUpson 6,600 3140 48
tChattahoocbee 1,500 240 16 150 10% Walker 11,200 4800 43
tWalton 5,200 3640 70
tChattoog 5,700 2310 41
1Cherokee. 5500 2190 40 tWare 8,300 2870 35
38 tWarren 2,100 40 21
tClarke 10,600 4,000 : :
tClay 1,300 290 22 L 1xuﬂnnswn 5,100 :«:g g
1 7,300 5400 73 ayne 3,600
Clayton 1Webster 800 180 2 . .
1Clinch 1,500 530 35 tWhecler 1300 210 16%
Cobb 19,500 13,780 71 1 White 1,400 450 32
tCoffee 5,800 1010 17 1 Whitfield 10,100 6190 61
tColumbia 2,300 480 2] tWilcox 2,500 650 26
tCoweta 7,600 5500 72 Wilkes 3,100 120 399
t 1,100 350 32 O tWilkinson 2,400 380 16
tgi?;f"d 4,900 1470 30 S Worth 4,500 810 18
1Dade 1,700 680 40 TV comnsies 845,000 384,400 45% 14720 2%
tDawson ‘Sggg 36;343 :‘;3 oeher coanties 110,500 5320 5% -
Dealb : total 955,500 39720 41% 1470 %




IDANO

TV counties  total fomilies TV fomilies LHF fomilies

Ada 24,700 9,010 36%

tBannock 12,700 1440 11

*Bear Lake 1.700 190 11

*Boise 600 70 11

tBonner 4,500 1850 41

tBoundary 1,600 660 41

Canyon 17,100 3050 18

tCaribou 2,100 230 11

*Clearwater 2200 330 1S

"Elmore 2.300 3710 16

*Franklin 2,600 290 1)

*Gem 2.500 70 1N

tKootenai 8200 3300 %0

tOneida 1,000 110 1N

tOwyhee 1,700 290 17

"Payette 3.900 3% 10

*Power 800 9 1

tShoshone 7100 1020 14

*Washington 2,700 290 11

TV eounties 100,000 23,250 23%

other counties 80,100 1510 2%

total 180,100 24820 1450

ILLINOIS

TV counties  total fomilies TV fomilies UHF fomilies

Adams 22,000 6370 29%

tAlexander 7,000 1210 17

tBond 4,700 2540 54 710 15%

*Boone 5,400 2,050 38 ¢ e

tBrown 2.300 620 27

tBureau 12.200 4950 41 L

tCalhoun 1,700 900 53 ¢ ®

tCarroll 6,400 4860 76

1Cass 4,700 16% 36

Champaign 31,200 4460 14 0

Christian 12,800 369 29 2060 16

*Clark 5,700 2,000 35

tClay 5,600 1,010 18%

tClinton 6,900 3,79 S5 1,100 15%

Coles 13.500 3330 25 U

Cook 1,465,800 1,208,970 82

*Crawford 7.400 2,580 35

*Cumberland 3,300 1,160 35

De Kalb 13,000 7320 S6

*De Witt 5,600 590 11 )80

tDouglas 5,400 1400 26

Du Page $3,000 44930 85

tEdgar 8,000 2060 26

tEdwards 3,000 570 19 LS

tEffingbam 6,700 2610 39

tFayette 7,400 2,950 40

tFord 5.200 1660 32

Franklin 16,500 3500 24

Fulton 14,900 5,180 35 2460 17

tGreene 6.200 3230 S2 O

1Grundy 6.300 3930 62

tHancock 8.7 3,720 43

tHenderson 2,700 1,160 43

Henry 15,600 11,40 73

tlroquois 10,400 3400 33

tJackson 12.100 4.500 37 ° .

tJasper 3,900 1370 35

Jeflerson 12,000 390 33

ersey 4,800 2510 S3 o e

'Jo Daviess 6.800 2720 W0 950 14

Kane 47,000 36,730 78

Kankakee 20,100 14370 71

tKendall 3.900 2,420 62

Knox 18.200 12,440 68

Lake 57,100 48,130 84

La Salle 32,000 8,190 26

tLawrence 6.700 1230 18 o

Lee 10,100 4870 48

Livingston 11,300 2,400 21 *

'Logan 8,600 1930 22 1930 22

tMcDonough 9.400 2480 26

McHenry 7,400 11,160 64

McLean 21,500 53% 22 4080 17

Macon 31200 9.7120 28 7.680 22

Macoupin 13.700 6750 ¥ e °

Madison 60.900 45.000 7% 7810 13

Marion 13.300 5870 44 OF =0

"Marshall 4.200 670 16 60 1

*Mason 5.200 110 22 1,140 22

*Menard 3,100 680 22 680 22

*Mercer 5,500 3470 &

*Monroe 4200 2,600 62 500 12

Montgomery 11,000 3.7 31 e

tMorgan 10,100 3640 36

Moultrie 4200 840 20 710 17

+0gle 11,000 3160 38 o e

Peoria 56,7 25030 ¢4 20310 36

*Perry 7,000 2,590 37% ° °

Piatt 1,100 #0 10 ° -
7300 2,480 3%

tPike

tPulaski 4.400 0 17 tPutnam 6,900 2280 33 n
"Putnam 1,300 210 16 190 1% fRandolph 9.200 5980 65 B e !
tRandolph 8.800 5.430 62 1040 12 1Ripley 6,000 3540 59 |
*Richland 5.800 1,100 19 A tRush 6.200 3680 59
Rock Island 43.700 34900 80 |
St. Joseph 617,600 39250 58 21810 41
St. Clasr 67.200 50650 75 13530 20 *Seott 4,000 2320 S8
Saline 11,000 1930 18 e * 1Shelby 9,600 6610 69 ¢ » '
Sangamon 41,300 809 18 7,110 1le tSpencer 3.600 1560 34% [
*Schuyler 3.300 8% 27 *Starke 5.100 4030 79 . . I
Scott 2,300 820 34 - : :
— - S 'Steuben 5.700 1770 31 ‘
Shetby 8,000 1,580 20 13% 17 Sullivan 7.9 3910 49 1
Stark 2800 1,120 40 g *Switzerland 2200 1300 59 5
1Stephenson 13,600 5400 40 1960 14 Tippecanoe 23.000 9170 30 5430 24% 1
Tazewell 26,100 13520 52 12880 49 "Tipton 4500 3430 70 :
Union 5.600 950 17 . :
= 'Union 1,900 970 51
Vermilion 28.100 5610 20 Vanderburgh 54.900 15,750 29 13860 25 !
!Wabash 4.800 910 19 e tVermillion 1200 2800 39 Tl
tWarren 1200 4530 63 Vigo 35.800 24790 69
! Washington 4,700 2590 54 710 15 W abash 9,600 2760 29
tRayne 6,700 1220 18
Warren 2,800 10% 39 g o
'Whiteside 16300 12500 77 tWarrick 7.000 2330 33 LI A
will 42,300 33670 80 1Washington 5.200 3020 58
W illiamson 16.300 3820 23 ‘B 1Wayne 22300 14500 65 L f
Winnebago 52.300 25890 50 21870 42 %ells 6.500 780 12 ¢ @
Woodford 6,800 1080 16 70 1 — ,»
TV counties 2,804,000 1,861,010 66% 122,700 4% ,::;:fq e oo d
other counties 24,700 1380 6% ] ; = j
. = = =
_— PRt 1862090 % 122700 0% TV eounties 1,294,700 799.700 62_,9 97.490 _i?'_. .
total 1.294.700 799700 62% 97490 8% ]
|
INDIANA 1owaA '
|
TV counties  total families TV fan iies  UMF fomilies TV counties  total fomilies TV families  UHF families I
tAdams 6.800 1,700 25% 50 11% 4 .
Allen 61,500 13870 23 ':g::‘;s ;28 :.:m g% ‘
Bartholomew 14,200 10220 72 tAllamakee 4700 %60 12 i
tBenton 3,500 2280 65 Appancose 6:300 13% 22
tBlackford 4,500 1130 25 500 1 tAuduben 3,500 1820 52 '
*Boone 8.300 810 70 tBenton 7.200 2840 39 )
!Brown ) 83055 Black Hawk 33,000 11680 35
Carroll 5,400 2970 SS 590 11 *Boone 8.600 5120 60
Cass 12,000 5760 48 'Bremer o o |
Clark 17,000 12930 76 3010 18 tBuchanan A 310 W
Clay 8,100 210 3 *Buena Vista 7,100 1710 24 I
tClinton 10,000 6,960 70 'Butler 5,500 1270 23
tCrawford 2,800 1,180 42 1Calhoun 5,400 1370 25 . w
*Daviess 8.300 4770 57 tCarroll 6,600 3360 51 1
1Dearborn 8,000 4630 53 1Cass 6.300 3810 60 |
tDecatur 5,700 3360 59 tCedar 5,400 -4000 i '
tDeKslb 8,600 2,680 31 ! Cerro Gordo 14.600 5750 39 w
Delaware 30,700 21830 71 820 27 tCherokee 5360 1,220 23
tDubois 6.900 2350 34% QR0 tChickasaw 4.500 630 14
tElkhart 28,500 13610 48 6.760 24% tClarke 3,100 620 20
tFayette 7,600 3860 51 1Clay 5,700 970 17
Floyd 15,000 13,050 87 2,040 14 Clayton 6,800 780 11
tFountain 6,100 2,380 39 o o tClinton 15.900 11,99 75
tFranklin 4,500 2300 51 tCrawford 5,700 2960 52 F
tFulton 5,500 2970 54 2,040 37 'Dallas 7800 4820 62 of U
1Gibson 10,000 2720 21 1610 16 Davis 3100 650 21 F
Grant 20.200 12,450 62 O 0 *Decatur 3.800 60 20
tGreeno 9.300 4620 S0 tDelaware 5,200 2810 54
tHamilton 9,600 6,700 70 Des Moines 14,300 9.620 67%
tHancock 7,100 4,970 70 L tDickinson 4,000 680 17
tHarrison 5.300 2240 42 Dubuque 20,100 8,050 40
tHendricks 8.200 6.560 80 *Emmet 4.300 7:0 18
Henry 14,500 8750 60 LI | *Fayette 8,500 1300 15
Howard 18,300 12,000 66 tFloyd 6,900 880 13
tHuntingron 10,400 125 12 LR tFranklin 5.200 2810 S4
tJackson 9,000 499 55 tFremont 3,700 259 70
tJasper 5,500 3440 65 tGreene 4.900 289 59
tlay 7,700 1910 25 810 1 'Grundy 4.400 2070 47
tJeflerson 6,400 3760 59 tGuthrie 4.600 2850 62 e ¢
tJennings 4100 2,420 59 tHamilton 6,400 4420 69 s °
tJohnson 8,700 6,950 80 *Hancock 4.500 1540 34 ‘-
Knox 14,100 9020 65 tHardin 7,500 5110 68 LA
Kosciusko 11,100 5.560 50 1610 15 tHarrison 5800 3.69 64
tLaGrange 4.500 2160 48 1,080 24 tHenry 5,600 1950 35
Lake 116,800 111910 96 L L tHoward 3.900 S50 14 ..
*LaPorte 25,000 19.740 79 0RO *Humboldt 4.100 980 24 o ¢
Lawrence 10.800 6160 57 *1da 3.300 60 23
Madison 35.300 28560 81 4920 14 tlowa 4.900 1500 32
Marion 188,800 156,590 83 tJackson 5,700 1330 76
tMarshall 9,500 5170 53 3680 37 tJasper 10.200 6,050 59
*Martin 3.300 1.620 49 *Jeflerson 5103 1730 34
Mami 9.100 2.730 29 John-on 12.900 5.%0 42
Monroe 14,300 8310 S8 'Jones $.800 3160 54
Montgomery 9.800 1% 73 USO) 'Neokuh 5,600 1790 32
Morgan 7,900 6320 80 "Nossuth 2.500 1430 19 |
t*Newton 3.600 230 65 Lee 13.600 2,160 16
*Noble 8.200 3930 49 1570 19 Linn 33.300 19670 56
tOhio 1,300 770 59 ‘Louisa 3.400 2520 %
*Orange 5.200 2,180 42 ‘Lucas 3.900 380 20
*Owen 3.800 1860 49 Lvon 4300 1380 32
tParke 4.%00 1910 39 ° ° *Madivon 4.300 2310 56 b
1Perry 5.200 2,180 42 *Mahaska 8.100 2250 23
Pike 1600 2670 58 Marion 7.700 1540 59
Porter 13.200 10830 82 Marshall 11200 6320 56
Pasey 6.200 1630 27 9% 16 ik 3.700 250 70
"Pula<hs 3w 2150 S5 30 1 "Mitchell 4.200 SW 14
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These days, most sightseeing

in Washington is done at home
...onl WTOP-TV. In one vear,
the Lincoln Memoriul is looked
over by 1,793,000 visitors,

the Washington Monument by
995,000, the Smithsonian by
3,365,000, In one weck, WTOP-TV
is seen by 1,652,280 Washington
area ricwers. (Day in and out,
in fact, WTOP-TV is the most-
watched station in town.)

In Washington, the sight to see
—the place where a smart

advertiser should be—is...

Channel 9

The Washington Post-

CBS Television Station...
represented nationally by
CBS Television Spot Sales
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Sources on TeQuest



starring
T H E George Melachrino
and
MELACHRINO j. [ e
ORCHESTRA

AND STRINGS

MUSICALE

- Verlye Mills, featured harpist
on THE MELACHRINO MUSICALE
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Make money with

week’y— The Melachrino Musicale ...

/AYS SELI '

' " ’e SDONSor 1. As o BIG-NAME SHOW for o single spensor”
: p Tur. MELACHRINO MusicaLE with its smooth strings and
- restful, full bodied orchestrations really appeals to hard-
i - | to-please sponsors. Tremendously popular, Mclachrino's
111 g spansors famous music makes THE MELACHRINO MUSICALL easy o
: scll. And here's an important extra—THE MELACHRINO
MusicaLE brings to your audience performances they have
never heard hefore!

2. For PARTICIPATING Sponsorship®

Get premium rates for preferred announcenient positions
when you sell TiHE MELACHRINO MUSICALE (o participat-
ing sponsors. Specially tailored scripts provide for as many
as 4 sponsors per quarter-hour segment.

3. For ADDITIONAL sponsor time sales

A Thesaurus first! Sample scripted commercials, covering
many local sponsor calegories, provide the means to sell
additional sponsor time. They show how the distinctive
flavor and relaxed atmosphere of MELACHRINO'S music
can be associated with sponsors’ commercials. This helps
sell more time!

Any way you sell it, you get:

Voice tracks by George Melachrino, the host of your show.
He opens and closes the show, makes lead-in, pre-broad-
cast and on-the-air audience promotion breaks.

*IMPORTANT—Weekly scripts for single or participating
sponsorship, plus special audition disk that enables you
to present it to a single sponsor or as a participating
sponsorship show.

SELL ANY OF THESE THESAURUS SHOWS
AND YOUR LIBRARY PAYS ITS OWN WAY!

Phil Spitalny’s “Hour of “Hank Snow and his
Charm” Rainbow Ranch Boys”
"D(ﬂé%c}P lr;lplhlywooél “The Sammy Kaye Show"
ie Fisher an . g
Gloria De Haven) “The .Frcddy M':frtm Show
“Music Hall Varieties” (Joe E. Music by Roth
Howard and Beatrice Kay) “The Wayne King Serenade”

And many more—complete with sponsor-selling brochure,
audience-building promotion kit, sales-clinching audition disk.

Write, wire, phone today. Dept. S-3

recorded

program:

SCI'VICES

RADIO CORPORATION OF AMERICA RCA VICTOR DIVISION

630 Fifth Avenue, New York 20, N. Y. —JUdson 2-5011

445 N. Lake Shore Drive, Chicoga 11, Ill.—WHitehall 4-3530
1016 N. Sycamore Ave., Hollywaad 38, Cal.— HOllywoad 4-5171
522 Forsyth Bldg., Atlonta 3, Go.—LAmar 7703

1907 McKinney Ave., Dallos 1, Tex.—Rlverside 1371




Monona

3,100

'Monroe 710 21
*Montgomery 5.300 3,710 70
YMuscatine 10.600 7880 74
10’'Brien 6,100 1010 17
10sceols 3,000 510 17
tPage 1300 5130 70
1'alo Alto 4,500 8l0 18
*Plymouth 6800 2,180 32
1Pocanontas 4,600 1,100 24 A
Polk 77,000 56,140 73 .
Pottawattamie 21,900 13870 63
Poweshick 5800 1620 28
'Ringgold 3.200 1,540 48
1Sec 5,500 1270 23
Scott 32,700 27,030 83
1Shetby 1,600 2810 ol
1Sioux 1.500 2,300 31%
Story 13,100 8,420 64 o e
tTama 7,000 3300 47
tTaylor 4,000 1920 48
tUnion 5,100 2470 48
*Van Buren 3.700 1260 34
Wapello 15,400 2,100 14
tWarren 5,500 309 56 R
Washington 6,400 2040 32
*Wayne 3,900 750 19
Webster 14.000 9210 66
tWinnebago 4,000 1,300 35 A
Winneshiek 6300 950 15
Woodbury 34,600 21380 62
Worth 3300 L1035 . .
Wright 6,400 3440 54
TV counties 826,700 399,770 489% 3990 LT
totol 826,700 399,770 48% 3990 LT
XANSAS
TV countles  totol families TV fumilies 1 1F families
tAllen 6.300 860 14%
tAnderson 3.100 480 14
tAtchison 6,800 3.480 51
tBarber 2,800 560 20
tBarton 10,100 2850 28
*Bourbon 6,800 1,650 24
tBrown 5.200 2,700 52
tButler 11,400 3310 29 3,130 27%
1Chase 1,400 250 18
1Chautauqua 2,400 380 16
*Cherokee 8,800 850 10
*Clay 4000 410 11
*Cofley 3.200 450 14
*Comanche 1.300 260 20
Cowley 12,400 2,070 17 e
Crawford 15.300 149 10
tDickinson 7.100 680 10
tDoniphan 3.200 1660 52
1Dsuglas 10.900 4920 45 ¢ .
tEdwards 2,100 120 20
tEIK 2.100 310 16
tFllsworth 2,600 360 11
tFranklin 6,700 2610 39
1Geary 7.100 680 1°
1Greenwood 1.100 700 1o
Harper 3.300 590 18 L
Harvey 7.000 2,100 30 18% 27
tJackson 3.700 1920 52
tJeflerson 3.600 1620 45 L
Johnson 28,100 25600 91 2850 10
tKingman 3300 590 18 ¢ *
tKiowa 1.500 300 20
tLabette 10,100 990 10%
Leavenworth 12,000 8310 70 c
tLincoln 1,800 250 14
tLinn 3,600 1,760 49 R
TLyon 8.800 1,680 19
tMcPher-on 7,900 1,180 19
*Marion 5.200 90 18
tMarshall 6.000 840 11
"Miami 6,300 3.080 19 * *
Montgomery 16,900 2900 17
TMorris 2,600 260 10
tNemaha 4.400 o0 15
tNeosho 0,800 1,700 25
104age 4.100 1.600 39
10ttawa 2,300 310 14
1’ awnee 3.000 600 20
1Pottawatomic 3.800 570 15
tPrant 4.100 810 20
Reno 18.600 7.110 18 L
1Rice 5300 1,180 28
tRiley 10.100 1.00 10
TSaline 11,600 1630 1%
Sedgwick 94200 37270 40 35310 3%
Shawnee 39,000 19790 51
1Staflord 2800 560 20
YSumner 8,000 1530 18 OO
tWabaunsre 2.200 120 19
tWashington 4200 w11

'Wilson 4.900 16
1Woodson 2,200 310 14
Wyandotte 55,400 41,180 74 LB
TV counties 567,500 209,650 37% 50,570 9%
olaer counties 94,900 2950 3%
totul 662.408 212600 32%. 50570 8%
KENTUCKY
TV counties  tutal fumilies TV fumilies UHF fomilies
tAdair 4,500 1630 %%
tAllen 4,000 140 36 & o
tAnderson 2,600 1,170 45
'Barren 8,500 2,760 32
YBath 2,800 310 11
Bell 11,300 1,110 10
tBoone 4,000 2560 o4
'Bourbon 5,200 2210 43
Boyd 14,400 9,690 67
1Boyle 5,700 199 35
tBracken 2,600 1,09 42
' Breckinridge 1,200 2,020 48
' Bullint 3,400 2520 74 S
*Butler 2,600 650 25 3 B
'Caldwell 4.000 7 18 600  15%
‘Calloway 6,100 1810 30%
Campbell 23,800 21,130 89
tCarroll 2.600 1,660 64
1Carter 5.300 2540 48
1Casey 4,100 1520 37
Cliristian 11,500 4,720 41
1Clark 5.600 1310 23
tClinton 2,700 4% 18
1Crittenden 3.200 580 18 480 15%
tCumherland 2,200 400 18
Daviess 16,700 8330 S50 4,530 27
1Edmonson 2.300 620 27
"Elliont 1,300 620 48
1Estill 3,600 830 23
Favette 29,800 6370 21
Fleming 3.500 940 27
Floyd 12,0 5650 47
"Franklin 7.900 3,150 40 =
'Callatin 1.200 770 64
1Garrard 3,100 1,120 36
tGrant 3.000 1.920 64
tGrayson 4,700 1290 27
1Green 3.300 1,220 37
1Greennp 6,400 3,000 47
tHancock 1,500 380 25 LA
MNardin 11,400 5420 48
Marlan 16,800 3500 21
Hlarricon 4.100 1,720 42
"Hart 4,400 1,190 27
Henderson 10,100 1900 19 1560 15
Henry 3,400 1.390 41 ¢ e
Hopkins 11,600 L360 12 A
Jefler-on 152,900 123,510 81 . e
tJessamine 3.600 1.300 36
1John<on 5,800 2340 40
Kenton 33,900 28,450 84
*Knott 4.100 410 10
tlarue 2,700 1220 45
1Lawrence 3500 1680 18
1Lee 1.800 200 11
TLeslie 3.200 320 10
etcher 9,000 910 10
Lewis 3.200 830 26
tlincoln 1.900 1,760 36
{Livingsion 2.300 110 18 350 15
‘Logan 0.400 2330 37 e =
tLyon 1,100 il0 29
McCracken 28,600 4910 17
tMclean 2.800 700 25 ¢ 8
1Magoffin 2,700 1.110 41
Marion 4.200 1,860 44
1Marshall 4.200 1220 29
1Martin 2.500 1,030 41
tMason 5.400 2,190 41
Meade, 2.800 1310 48
1Menifee 1.000 110 11%
tMercer 1.500 1.620 36
tMetcalfe 2.7 860 32
1\Monroe 3,600 1,150 32
1\Montgomery 3.800 870 23
tMorgan 3.200 a0 10
tMulilenberg 8.500 2,110 25 * *
1Nelvon 5,000 369 4 . ®
Nicholas 2.200 920 42
10hio 5,600 1360 24 v =
10ldham 2,700 1110 $1 ° .
10wen 3.000 1920 64
tPendleton 3,000 1260 42
tPerry 10.100 1030 10
Pike 18,900 8280 44
1Powell 1,400 320 23
1Roberteon 800 30 42
1Rowan 3,100 810 26
1Ruswell 3,600 650 18

1Scott 4,500 1940 43
1Shelby 5,100 2090 41 oo
1Simpson 3,500 1260 36 9 ¢
tSpencer 1,400 1080 74 = =
YTaylor 4.100 1520 37
1Todd 3.700 1330 36 g ¥
1Trigg 2,300 670 29 7
*Trimble 1,500 620 4l PER
*Union 4,100 730 18 620 15%
Warren 12,700 4,140 33
1Washington 3300 1,490 45
1Wayne 4,000 70 18 [
Webster 4,600 830 18 690 15
1Wolfe 1,400 150 11
tWoodford 3,400 140 43
TV counties 747,300 349,950 47% 23,500 39,
other counties 82,800 4160 5%
total 830,100 354,110 43% 23500 3%
LOUISIANA
TV counties  totol families TV families  UHF families
Acadia 12,900 1,720 13% * .
tAllen 5,400 650 12 )
tAscension 6,100 1680 28 B
tAssumption 4,300 1380 32
Avoyelles 10.500 1410 13
'Beauregard 5,300 800 15 i
1Biensille 4,700 610 13 c "
Calcasieu 30,500 4,700 15 e
tCaldwell 2,800 390 14 “ =
1Cameron 1200 130 1 S
1Catahoula 3,000 420 14 SRR
1Claiborne 6,500 980 15 .
1Concordia 4,000 580 15 N |
E. Baton Rouge:  54.700 17350 32% 14580 27%
1East Carroll 4.200 1390 33 b
'Evangeline 9.000 1,680 12
!Franklin 7300 1330 18
1Grant 3,700 520 14
{beria 11.100 2,150 19
berville 7300 730 10
1)ackson 3,900 510 13 DY
Jeflerson 39.200 30510 78 L
1)efl Davis 7.400 820 11 I
Lafourche 10,800 5130 48
tl.a Salle 3.800 530 14 e *
'Lincoln 6.500 810 13 o
TLivingston 5,600 1570 28 L
'Madison 4,700 1550 33 c ©
*Natchitoches. 9,700 1410 15
Orleans 180.300 120490 67 M °
Quachita 23.700 6680 28 4770 20
YPlaquemincs- 3.7 2,410 65 c*
Rapides 21.300 6120 22
1Richland 6,700 2290 34 s °
1St. Bernard 3.400 2210 65 -
St Charles 3.600 1.620 45
181, James 3.700 16% 46
™t John 3,600 1620 45
St. Landry 19.800 2990 15 L
*St. Martin 6300 630 10
1St. Mary 10.100 3250 32
St Tanimany 8,000 5220 65 LI
Tangipahoa 15.400 9680 63 L O
TTen<a~ 3.500 670 19
Terrebonne 11.400 7120 62
Vermilion 10,400 1250 12
Vernon 6.200 910 15
Washingten 10,800 8860 82
TWebsier 10,100 1,460 14
+W Baton Rouge 3300 330 10
TWest Carroll 1.000 1320 33 L)
TWinn 4.600 610 14
T}V counties 666,000 272,330 41% 43,480 1%
other counlies 124.100 6430 5% 1,780 1%
totol 230,100 278770 35% $3.260 6%
MAINE
T¥ counties  totol fantlies TV families UHF families
Androscoggin 24,400 3270 13% L ©
Cumberland 50.500 15,490 31 11520 2%
Hancock 10,000 1850 19
Kennebec 23,500 6,170 26
tknox 8.900 2550 29
Lincoln 5500 1,160 21 s e
Penobscot 28800 14950 S2
Piscataquls 5.400 1250 23%
1Sagadshoc 6,400 1360 21 L
1Somerset 11.400 2,600 23
tWaldo 6,400 1860 29
York 27,500 14080 51 ¢
TV counties 208,700 66,580 329% 14.520 7%
other counties 51,300 1390 3%
total 260.000 67970 26% 14520 6%
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EDGAR T. BELL, General Manager
FRED L. VANCE, Sales Manager
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MARYLAND

TV counties  total families TV famities  UHF families
1Allegany 27.200 9870 %%

Anne Arundel 35,100 28950 82

Baltimore 378,800 329670 87

iCalvert 3.300 2,080 63

tCaroline 5,800 4000 70

1Carrol] 12,300 8,430 (; N

Cecif 9,700 7180 74

YCharles 6,100 3840 03

tDorchester 8,500 5430 64

Frederick 18,700 11830 63
tGarrent 5,500 1980 36

llarford 16,400 11,380 88
Howard 6800 4.6%) 69
"Kent 4,300 3.010 70

Montgomery 56,700 52,060 92

I'cince George 66,700 61950 97
tQueen Annes 4,500 3,150 70
ISt Marys 8.300 5230 63
tSomerset 6,200 1300 21
1Talbot 6,400 4,360 70

Washington 24,500 15,680 64 .« .
Wiconiico 13,000 4740 36
tWorcester 7.800 1,670 21

TV counties 732,600  $88,650 80% 640 LT
toral 132600 588650 80% 640 LT
MASSACHUSETTS

TV counties

total families

T}V faniilies

UHF families

Mlarnstable 16,300 9880 607
flerk-hire 41,000 31920 78
flristol 119,600 95,560 80
TDukes 1.800 1,080 60
Essex 164,600 139420 85
Franklin 17,000 6,760 40 3260 19%
llampden 114,000 71320 63 25180 22
fiampshire 24,300 11,430 47 7020 29
Middlesex 313,600 244890 78 ® °
tNantucket 1,100 660 60
Norfolk 120,700 95,860 79% O 0
’lymouth 61,600 49,590 8l
Suffolk 263,700 219610 83 .
Worcester 161,900 131,630 80
TV counties 1,424,300 1,109,610 78% 40,330 3%
total 1,424,300 1109610 8% 40330 3%
MICHIGAN
TV counties  total families TV famdies U HF faniilies
1Alfegan 15,300 9380 61%
tAntrim 3,500 540 1S AU
tBarry 8,700 5310 6)
Bay 27,400 13800 51 7,670 28%
tBenczie 2,600 290 1
{lerrien 39,800 31,750 80 490 12
tBranch 9,600 6,330 66
Calhoun 39,500 29,580 75 L
tCas 9.900 7820 79 0 C
tClare 3,300 1,520 46 60 20
tClinton 9,400 6,020 61 ¢ @
*Crawford 1.300 180 M4 L
tDickinson 7,700 1650 21 )
Eaton 13,200 7.050 53 ¢ &
Genesee 86,800 18,980 56 o
tGladwin 2,600 1200 46 520 20
“Grand Traverse 8,300 910 11
1Gratiot 10,100 6.530 65 ¢ *
1lill<dale 1,800 5610 48 RO
luron 9.600 2350 24
Ingham 56,300 42200 75 13800 25
lonia 11,300 5310 47
11sabella 8,200 3460 42
Jackson 31.000 24900 73
Kalamazoo 41,900 31,080 74 O8O
tKalkasha 1.300 180 1% * d
Kent 95,100 60,800 61
tLake 1.800 200 11
fapeer 9,600 5350 56
{Leelanau 2,600 29 11
lLenawee 21,000 13280 63
Livingston 8,800 6,79 77 ..
Macomb 64,100 58340 91
*Manistee 6.300 630 10
tMason 6,600 1,100 17
tMecosta 5,800 240 42
"Menominee 7.600 1670 22
tMidland 11,200 220 47 2170 20
1Minssukee 2,100 300 14 .-
Monroe 24,000 19490 81 A
tMontcalm 10,300 5420 53
Muskegon 40,200 24,580 61
‘Newayzo 6,90 35% 52

Oskland 135,200 125060 93% MiSSISSIPPI
tOceans 5.100 820 16
it — TV counties  total families TV families UHF families
10sceols 4,100 1,720 42 )
10tsego 1,700 210 14 . @ tAdams 9,700 90 10%
Ouaws 23,900 148% 62 !Alcorn 7800 1780 23 ; +
tRoscommon 2,400 310 14 ¢ % !Amite 4,600 760 17 . :
Saginaw 47,800 27,750 S8 15820 33% Autaia 6.600 730 11 ' |
= Benton 2,100 670 32 i
St. Clair 29400 25060 84 Bolisar 16,400 2860 17%
15t. Joseph 11,900 7950 67 tCallioun 4,600 630 14 ]
tSanilac 9.500 2380 25 1Carroll 3,400 410 12 !
Shiawassec 14,800 10,020 68 1Chickasaw 4,700 560 12 L
Tuscola 11,300 3370 30 1200 11 Choctaw 2,800 330 12
Van fluren 13,400 10570 79 O o O Claiborne 3.000 780 26 600 20% I
Washtenaw 40,300 26,110 65 LI 'Clay 4,400 $30 12
Wayne 759.500 653,69 86 Coalioma 14,500 1540 11
Wexford 5.800 610 11 1Copiah 7.900 2020 26 1630 20,
T¥ countice 1,913,900 1,414,190 749 58940 39,  (-ovington 00 el C 10N
other counties 109,600 3730 3% 180 LT tDe Soto 6.000 1980 33 T
g - - p tForrewt 14,100 4210 30
total 2,023,500 1317930 70 59,120 3 - ‘
e % N, 2900 290 10
{George 2,700 840 31
'Crenada 5,000 650 13
MINNESQEA t1lancock 3,300 2050 62 ]
. . Itarrison 30,100 9880 33
TV counties  total fandilies TV fonlies LHF faraddies 1inds 43,100 17,410 4C 17410 40
1Aitkin 4,100 1150 285 Ui/ 8,100 880 11 o
Anoka 11,000 8630 79 Humphreys 5,400 12600 23 930 17
Becker 6,800 20 1 'lwaquena 1,100 250 23 190 17 \
Henton 1.100 L150 28 ‘ltawamba 4,400 700 16 'I
! Nlig Stone Ll 30 *Jackson 10,000 300 31 |
Blue Earth 11,400 6,080 53 :j"ﬂ”’°':" 2,900 290 10 !
tBrown 7,600 2170 29 Jefl Dasis b w0 — M
!Carlton 6800 L1% 18 * 1Jones 16,800 2610 16 I
*Carver 5200 229 41 tLafavette 5.500 850 15 |
'Cars 5300 60 13 tLamar 3,600 1080 30
1Chisago 3,900 2510 65 Lauderdale 19,700 2800 14 " " i
1Clay 9,100 4070 45 tLawrence 3,100 430 14 |
1Cottonwood 4,700 1,500 32 Le o ) 5 :
. 7 k 5,200 570 11 &
1Crow Wing 9,600 1200 13 Lo oo aBne 3
Dakots 14,500 11300 78 Leflore 13700 2080 22 o o
tDodge 3,000 1,080 30 tLincoln 7] 1310 17 .« @ l
tDouglas 6,400 900 14 tMadison 3,100 1050 13 1050 13 {
tFaribault 7.000 1,190 17 *Marion 6.400 930 15 )
’l‘.illmore 7.300 1360 19 "Marshall 5.800 1860 132
tFrechorn 10,400 3390 33 Monroe 10,000 1210 12 1
tGoodhue 9,800 5670 58 1 Montgomery 3.800 420 1) |
tGrant 2,800 360 13 1Panola 7 4,030 S2
flenncepin 220,500 182,700 83 tPearf River 5.800 3590 62
tHouston 4,200 760 18 1Pike 9,600 1610 17 PO
tHubbard 3,300 360 11 1Pontotoc 5.200 780 15
tlsants 3.200 2080 65 1Prentiss 5,200 79 15
tackson 4,700 1500 32 tQuitman 6,500 1170 18 !
N H
JRanabec e 790/ b "Rankin 6.200 830 13 830 13
Kandiyohi 8,100 2510 31 1Scont $.500 810 11 Y ]
1 .
i e o Gem 1Sharhey 3100 70 23 $30 17
tLyon 6,600 1200 18 *Simpson 5.500 720 13 72? 13
1McLeod 6,600 2900 4 Smith 3.900 430 11
tMahnomen 1,100 150 1 1Stone 1,400 420 30
Martin 7.600 LELOTE tTallahatchie 7,600 1430 19
tMeeker 5.400 1670 31 1Tate 4.500 2300 -‘2’;
Mille Lacs 4,100 129 29 Sippph (300 1010
tMorrison 6,800 680 10 Tishomingo 4200 670 16
Mower 12,600 3740 30 tTunica® 5,600 2860 51%
tMurray 4.000 760 19 *Union 5.7 1310 23
» 1Walthall 3,600 500 14
tNicollet 5.300 1480 28 Warren 12,500 360 25 210 17%
*Nobles 6,500 209 32 Washington 21,100 2960 14
tNorman 3,600 1620 45 :
101msted 14,200 7330 2 "Webster 2,900 350 12
Otter Tail 13,900 1850 13 tWilkinson 3.400 30 1o
tYafobusha 3.900 $50 14
Hine 5,100 870 17 ¢ v tYazoo 8,900 1200 13 1200 13 i
1Pipestone 3900 710 19 ) .
"Pone B w00 1 T¥ counties 51.3:;600 1155380 229 31980 6%
Ramsey 114,700 88,230 78 other counties 7 V.B(X) 9% SR
tRedwood 6.100 1860 29 toral 87,400 119370 20% 31980 5%
tRenville 6,800 1930 28
tRice 9.200 $.310 S8
MISSOUR!
tRock 3,400 650 19
i : 1 2
'gz.ol:loms b:..!»(sa)? l;;l‘g §2 1SSV TV countiés  total families TV famulies L'HF/amiIiesr
tAnd 4.000 2 56 ¢ =
1Sherburne 2800 1120 40 e e ety
1Sibley 4.400 2,200 S2 tAudrain 8,400 1880 22
tStearns 17.100 6910 40 ’Ba")’ 6,700 1270 19
1Stcefe 6,500 3,770 58 Barton 4,400 =20 16
tStevens 3.000 430 114 = =N
. - 1Bates 6,200 3,290 53
Sl . o 1Benton 2.700 50 21
Ut & : *Bollinger 3.100 830 27
i TaSerac s 30013 Boone 14.200 1950 14
tWabasha 4,900 2550 S2 i b
600 19,620 62
"Wadena 3.500 350 10 ‘ Buchanan 3
R 1Caldwell 3,600 2010 56 ¥ -
'“’lsetl 4,500 1490 33 1Callaway 6.500 1500 23
tWashington 10,700 6900 65 1Camden 2500 530 21
:“.‘lo.m“n ;.IOO ;23 :; Cape Girardesu 12000 1250 10
“:lhn 00 1Carrofl S.100 2500 49
Winons 11,900 1,500 13
T 1 t 1,300 200 1S
tWright 8.000 3580 45 18:," 6.700 3550 53
TV counties 829,400 433,710 529 13,400 2% 1Cedar 3.800 650 17
other counties 30,600 3310 5% 120 LT *Chariton 4.900 1,180 24
- - = A st 900 23
tal 200,000 $37.00 9% 13520 2% Christian 3 900
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BRINGS A NEW \
WORLD OF

EXCITEMENT ! /"
TO TV!

. B I3
=
-,
= g~
.il PR. GERALD IFENDT,
! narrator of JUNIOR SCIENC
|
|4 >
SC
.
i Ch

You've got to see and hear JUNIOR SCIENCE to truly
appreciate its scope and wonder! Ready for immediate
awring ... with 39 fifteen-minute, custom made films/
JUNIOR SCIENCE is a public relations “natural”’ that is
bound to get enthusiastic parent, school and community
approval! And it has a potent merchandising potential
via self-liquidating premiums!

SYNDICATION JCORPORATION

655 Madison Avenue, N.Y.21,N. Y.

LA L S e v o i

s ® o & ® ® e & & & ® & &

s o & = & o @

b

For audition, sales
plan, and price—
write, wire or phone:

HERB JAFFE

655 Madison Ave.
New York 21, N. Y.
TEmpleton 8-2000
FRANK O'DRISCOLL
2211 Woodward Ave.
Detroit 1, Michigan
W0odward 1-2560
JACK McGUIRE
155 €. Ohio St.
Chicago 11, Bhnois
WHitehall 32600
MAURIE GRESHAM
9100 Sunset Bivd.
Los Angeles 46, Calif.
CRestview 16101
GORDON WIGGIN
216 Tremont Street
Boston ass.
HAncock 97
ALEX METCALFE
MPTV (Canada) Ltd.
277 Victoria Street
Toronto, Canada
‘Mpire 8-8621

ED HEWITTY

625 Market Street
San Francisco 5, (
DOuglas 2-1387
BRUCE COLLIER
3 Routh Street
Dallas 4. Texas
PRospecl 4158

JEFF DAVIS

Mortgage Guaranty Bld
Camegie Way & Ellis St
Atlanta, Ga

Alpmne-0912

T M

available now

« DUFFY'S TAVE

« DREW PEARSON'S
WASHINGTOX
MERR -R

« FLASH

« JANET DEAN
REGIST

o JU
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WHO SUBSCRIBES T0 SPON!

IT HAS been proven that a handtul of advertising agencies place
about 909 of the national spot radio and tv billing.

But within this handful of agencies (generally numbered at

20) are hundreds of important timebuvers, account men, and other

kev executives who make the individual decisions vital to vou.

Several vears back SPONSOR checked and discovered that it

averaged 10% paid subscribers at these leader agencies.

In 1954 we have just completed a similar analvsis of SPONSOR
subscribers at top advertising agencies—but with a difference. The
difference: included are (1) the top 33 ad agencies in radio and tv
billing, (2) the names of individual subscribers at each agencv.

Today SPONSOR averages 17 paid subscribers among the top
20 agencies; 13% among the top 33. Even more important, vou'll
find virtually every decision-maker (for vour station) included*

The 33 advertising agencies are: Aver, Bates, BBDO, Benton
& Bowles, Biow, Burnett, Campbell-Ewald, Cecil & Presbrev, Comp-
ton, Cunningham & Walsh, D-F-S, D’Arcy, DCS&S, Erwin Wasev,

Estv, Foote, Cone & Belding, Fuller & Smith & Ross, K&E, Kudner,

¥Play this fascinating game. Jot down 10 names

of the most important (to you) ad agency

decision makers. Then check the SPONSOR list. If you

find more than 2 names missing SPONSOR will pay you $10.

SOR AT THE

[




TOP-BILLING ADVERTISING AGENCIES?

Lennen & Newell, Maxon, McCann-Erickson, MacManus, John &
Adams, NL&B, Ruthrauff & Rvan, Sherman & Marquette, SSCB,
: JWT, Wade, Warwick & Legler, Ward Wheelock, Weintraub, Y&R.,

SPONSOR — the use magazine — stands alone in the field it

serves. It is the one and only magazine 1009 devoted to radio and

tv while pin-pointed at kev agencv and advertiser readers. 7 out
of every 10 copies of SPONSOR go to the men who foot the bills.

Every magazine has a storv to tell. But only one magazine can
top vour trade-paper list. Consider these facts. SPONSOR is (1)

exclusively devoted to air-advertising, (2) exclusively edited for

key agency and advertiser readers, (3) the accepted magazine that
agencies and advertisers use, (4) the magazine of minimum waste

circulation, (5) read not only by timebuvers, but also by account

executives, agency principals, ad managers, and company heads,

(6) number one in paid circulation among radio and tv buvers.

If the foregoing interests vou with respect to vour 1954 trade-
paper planning, please write and ask for a tull look at SPONSOR’s
subscribers at the 33 leading advertising agencies.

7'} o
s P 0 N 3 the magazine that radio and tv advertisers use
i




im0 T2
P Clay 18,400 1475 80 1590 10%
tClinton #&,000 2230 56 o O
1Cole 16,100 2,080 21
tCrawlord .00 1210 34
tDade 3160 s10 17
tDallas 3300 320 10
1Daviess 3,0 2,060 56 L
tDe Kalb 1m0 1680 50 ® ®
Dent 1,40 1160 34
Euglas 1,40 860 24
Dunklin 13,00 380 30
Franklin 1o 4330 37
tGasconade 4,00 1150 28
tGentry 400 1,080 30
Greene 17,000 13480 36
1Grundy 4,30 1890 42
tHarrison 4,600 1370 30
tHenry 6,900 3,660 S3%
tllickory 1,700 360 21
tHolt 3.100 930 30
tiron 2,600 880 34
Jack:on 193,600 132,120 68 21070 11%
Jasper 28.300 4430 16
Jeflerson 12,500 8200 06 c e
tJohnson 6,900 3800 55 ¢
tKnox 2,700 680 25
tlaclede 6,100 1330 22
tLafayette 8.200 4,360 S$4 * .
tLawrence 8,000 1,550 19
tLewis 3,600 890 25
tLincoln 4,700 2,020 43
tLinn 6,600 1150 17
tLivingston 5,500 2310 42
tMcDonald 4300 650 15
tMacon 6,400 1090 17
1Madison 3200 860 27
tMaries 2,100 590 28
tMarion 10,300 3420 33
tMercer 2,500 750 30
tMiller 4,300 900 21
tMonroe 3,900 820 21
tMontgomery 4,000 1,720 43
tMorgan 3200 630 20
#New Madrid 10,300 2130 21
tNewton 9.100 1310 14
tNodaway 7.800 2300 29
tOregon 3,500 S30 15
t0sage 3,100 870 28
tOzark 2,400 580 24
Pemiscot 12,600 5520 4%
tPerry 4,300 L1500 27
Pettis 11,100 4240 38
tPhelps 8,200 2260 28
tPike 6,000 2,540 42
tPlatte 4,900 2,700 S5 ° .
tPolk 5.200 500 10
tPulaski 3,400 710 21
tRalls 2,700 920 34
tRandolph 8.300 1,730 21
tRay 5,500 2740 S0
tReynolds 1,500 230 15
tRipley 3,500 550 16
St, Charles 9,400 5,740 61 L
1St Clair 3,500 880 25
1St. Francois 10,700 6,680 62
St. Louis 419,400 327410 78 40,050 10
1Ste. Genevieve 3.200 1980 62
1Saline 8,500 2,100 25
1Scotland 2,500 630 25
tShannon 2.200 30 15
1Shelby 3,700 1260 34
1Stoddard 9,700 1940 20
1Stone 2,900 700 24%
tTaney 3.100 740 24
tVernon 7.000 1,710 24
tWarren 2,600 1120 43
tWashington 4,100 1340 33
1Webster 4,600 450 10
tWorth 1,400 420 30
"Wright 5.000 1050 21
TV counties 1,234,800 672,690 549, 64,990 5%
other countics 71.500 4,470 %
total 1,306,300 677,160 52% 64990 5%
MONTANA
TV counties total families TV families UHF families
Silver Bow 18,300 6,080 33%
TV counties 18,300 6,080 339,
other counrics 179,400 3020 2%
total 197,700 9,100 5%
NEBRASKA
TV counties  total familics TV families UHF families
tAdams 9,400 1600 17%
tAntelope 3,700 810 2

tBoone 3.300 420 13 TY corumper 1,268 100 1374790 &% TAH 1%
1Buflale 8,500 1060 12 TEE = sy
YBurt 3600 2170 17 intal 1 568060 AATETN B AR 0%
tButler 3,800 1360 36
1Casa 5,400 4000 74
tCedar 3.500 80 22 NHEW MEXICD
1Colf 3,400 1600 47
'Cum.irxlg 3,900 1840 47 TF rountier  fovad famidien TF famidica  NHF famudies
tDakota 3.200 1250 39 Fiermalille S0 B0 B AT
tDawson 6,600 860 13 "Chaes 13,500 o 2
1Dixon 2,900 1.;3 :;: :E'eurl?c mmn Lg}: ;_;,
1Dodge 9,500 7 acs
Douglas 92,500 78.200 85 | Dona Ana 10,800 0
- 640 20 Edady 4400 3380 ¥
:EQIT"'C :ig?) 390 4 Mouadalupe 1,460 430 M
J ; 200 14 YEinealh 1,700 e %
1Greeley 400 VEns ATasss 21600 i
tall 10,900 1940 18 : Alamos
t1lamilton 3,000 1,080 36 Lung 2R 2
1loward 2,300 320 14 Tihern &40 Ay 15
1]eflerson 4,400 880 ig 'g:lg : ;ﬁ x ;:
1 400 1,080 Sanduin
"I,(or::)n:on :500 1040 23 15anin Fr 10,7 Lot 20
Lancaster 40,800 25,140 62 Turrance 1,706} B 13
Madison 7,700 3050 40 Valencia 5,400 20 a8 D
Merrick 3,000 410 14 TV comnpies 137,400 42550 51 %
tNance - 1,800 ol other coaniies 400 120 1%
1Nemaha 3.400 1220 36% e — ——— —
10toe 5,500 4,090 74 doral 102000 a7 e
tPawnee 2.200 790 36
tPierce 3,000 660 22
1Platte 6.100 2380 39
1Polk 2,500 900 36 MEW YORK
tRichardson 5,600 199 36
1Saline 4.900 1030 21 TFrountizs  Notad fomalies TF fararlies EHE Gmilica
1Sarpy 4,900 3820 78 Albany o000 e B ] LS
tSaundera 5,600 4420 79 Allegany 13,50 1AM 548
1Seward 4200 1500 36 Broow 158,400 maFe
tStanton 1,500 890 47 Breeme. 58300 AR T
1Thurston 2,500 980 39 Cattacnugus 23,200 16853 10
tWashington 3.700 2850 77 Cuyuga 20 TG HE
tWayne 3,000 L170 39 Chautsgua AL, S0 o B3 )
York 4,700 1630 35 ey .50 12060 22 (00 2%
TV counties 321,600 175330 559 Chenange 12300 1250 50
other counties 105,700 2080 2% Clinton 1 45 3
total 427,300 177410 42% g'u:ﬂ:;l ::“'m:'g 'm g
rila '
[relaware 13,50y 535 19
Dristehess 38, 400 DD 52
NEVADA i B0 I 8T AT W
TV countics  total families TV families  UHF families Essex 1,400 28 27
Franklin 12500 191 13
Cl’ark 22800 6,110 27% Fulton 17500 0770 &%
Washoe 19,700 5460 28 Genesee 13,600 10280 71
T¥ countles 42,500 11,570 279 tGreene o200 54W o
other counties 18,100 B0 2% Hamilton 1 300 Frl
total 60, 11930 2 Herkimer 159,500 14110 7z
50 o 02 Jeflerson 26 50} 10930 41
Kings 851900 73530 84
NEW HAMPSHIRE Lewis i Al 5t
Livingston 11,300 553 %
TV counties  total familics TV families  UHF families Madison 143400 BESD 61
Monroe 160, 4K 131080 #2
A\l
,g:l::::lp :‘3 :]"(2;(1)3 332% Montgomery 19200 116l 5l
. N : Nassau 261200 213160 B9
1Cheshire 11,600 5,720 49
Hillsboro 48,800 31,960 65 New York 672,700 401,75 &
Merrimack 18,300 10,900 60 Niagara 60,506 3810 B4 GAX 6
Rockingham 22,500 17570 78 g:::‘dd.. . ]gg'm ::m %0
Strafford 15,300 7,760 Sl b . 125%
tSullivan 8.100 4050 50 ntario .
TV counties 138,000 83,070 609% gfl'"ﬂ" 4;1.1m “I'Lﬁ A7 Wi
other counties 24,600 1,620 1% ﬂr “": ”ﬂ 1;".4-50 g
_— sweg
total 162,600 84690 52% Msego 16,600 loadh &h
Putnam 6,700 A0 ol
Qucens 521 Ay 460,50 B
Rensselacr 41,500 34290 EI ¥
NEW JERSEY Richmond 56,306 50620 0
Rockland 24 500 21,420 87
TV counties  total families TV families  UHF families St. Lawrence 27,700 4200 15
Atlantic 44,300 31930 72% 5190 12% Saratoga 24,000 16710 70
genl;en 190,900 172850 91 Schenectady 48,500 36630 73
urlington 39.800 34830 88 tSchoharie 7200 4320 i
Clmdcn 96,500 80.790 8-.% 'Schuylcr ‘.ﬂ' 3‘& 75
Clp(' Mly 13.600 11370 84 1,150 13% 1Seneca 8.100 6,120 36
Cumberland 29,300 25310 86 Steuben 28,300 11,79 42 4270 15
Essex 285.600 242840 85 suffolk 92.000 75230 82
Gloucester 30,700 27,000 88 Lullivan 13,300 8850 67 = =
1{udson 202,700 192250 95 Tioga 9.800 6,120 62 1180 12
REEDIEIde o) R O Tompkins 17.500 12420 69
Mercer 68,000 60.530 89 Ulster 30,300 15920 S3 ¢ =
Middle<ex 84,000 71,160 85 Warren 12,700 9960 78
Monmouth 77200 72360 94 Washington 14000 9350 67
Morris 52.200 42360 81 Wayne 18.400 14,440 T8%
Ocean gree 29 69 Westchester 195600 153610 79
Passaic 111,700 97800 88 Wyoming 9.700 5810 60
Salem 16,200 14950 92 1Yates 5,800 4060 70
Somersct 31.300 26,530 85 _— — = =
%“"ﬂ ];200 8200 73 TV counties 4,800,100 3,712,620 77% 69,950 1%
nion 200 119.420 92 — = = — —
: — total 4,800,100 3.712620 77% 9950 1%
Warren 17.600 123% 70 O O
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| A Phone for Every 2 Persons i
' |=That’s Louisville’s Average

/WF Louisvillians Iﬁust like to talk | rest of the world is one for every |
| to each other. | | 65 persons.

" The city has 172,267 telephones | Kentucky has 491,395 phones, |
- or about one for every six per-

] in service. That’s almost one | ..o Of these, 374,050 are oper-
[6'{ phone to every two Louisvillians. | ated by Southern Bell and the
sr.| There are miore  than 49,000 | rest by 102 independent tele-

o rural phones in Kentucky, a gain R
%': | of some 300 per cent smce 46. | hat since 1945 =

R. S. W elephones ¢
fter for Sout ave more than | '

fon elect‘ng a great surge
her, | figyres of busqne <, 1ndustrlal and agri- p

Ster, | ohservea

& J.| House.
) and | trimmed in'g
$500 | seal is in the
" | plated dial a
sffman, | stars around ifs base.
sst in a| The United
"f@ed at | telephone for
| sons, while th

65




NORTH CAROLINA

T cauntes  total fomilies TV fomilies UHF fomilies
Alanmiance 20,000 1209 0%
tAlexander 3,600 1690 47
TAlleghany 2,100 970 46
*Anson 6,300 3280 S2
*Ashe 5.200 2390 46
*Nvery 3.200 860 27
'Beaufort 9.300 3.800 41
*Beitie 6.100 2260 37
Buncombe 34800 11330 13 4040 12%
Burke 11,400 79860 70
Cabuarrus 17,300 11210 o4 © ®
Culdwell 11,100 5280 48
*Caniden 1,400 760 54 L
*Caswell 4,500 2070 46 e .
Cartawha 17.400 10030 S8
*Chatham 6,300 2900 46 .
TCherokee 4,400 470 11
Chowan 3,000 810 27
*Clay 1.300 130 10
*Cleveland 16,400 9570 58
Craven 13,100 3550 27
Cumiberland 23.900 2970 12
*Currituck 1,800 970 54 ¢ .
Dare 1,300 350 27
David~on 17,400 9.490 SS UR L
*Davie 4,000 2200 SS c
Duitham 28,400 14880 52 ¢ -
Edgzecombe 12,000 2040 17
Forsyth 43.500 23570 53 ¢« .
*Franklin 7.300 1,530 21
Gaston 30,900 21,420 69 L
TGates 2,300 1240 54 ¢ .
1Craliam 1,700 170 10
*Cranville 7,000 2810 40 v
Guilford 55,000 23410 43
Halifax 13.200 1630 12
Harnent 11,700 1300 11
fHapwood 10,000 1680 17
1Henderson 9.200 2070 23 ©.
tHertford 4,900 2,650 5S4 U0
1Hoke 3,400 780 23
Hyde 1,300 350 27
{redell 15,300 6,530 43
tJackson 4,500 90 22% LA
tLee 6,100 1770 29 O8O
tLincoln 7,000 4,060 S8
tMcDowell 6,700 4220 63
tMacon 4,000 400 10
tMadison 4,600 0 17
T™artin 6.200 2540 41
Mecklenberg 58,500 35080 60
tMitchell 3,600 970 27
tMontgomery 4,400 2290 52 ¢ -
tMoore 8,600 2540 30 L
Nash 14,300 2,190 15
tNorthampton 6,200 2300 37
1Orange 8,600 3950 46 LA
tPasquotank 6,800 3,700 54 ¢
tPerquimans 2,500 1,350 54 LA S
1Person 5,500 2200 40 e "
Pin 14,900 4,600 31
1Polk 3200 2020 63 )
Randolph 14,100 6,080 43 ¢
tRichmond 10,300 5310 S2 SR
Robeson 20,200 3400 17
TRockingham 17,600 7690 44
fRowan 21,200 11,580 S5 ¢
tRutherford 11,900 7520 63
tScotland 6,300 1420 23
Stanly 10,700 8,380 78
1Stokes 5,100 2240 44
tSurry 11,900 5380 45
1Swain 2,300 230 10
tTransylvania 3,900 860 22 R
tTyeeell 1.200 320 27
tUnion 10,600 5,470 52
*Vance 8,000 1,660 21
Wake 36,000 11,420 32 7250 20%
tWarren 5,100 1070 21
*Washington 3.100 860 28
tWatauga 4,300 1140 27
Wayne 15,800 1970 12
Wilkes 11,100 4200 38
tYadkin 5,700 3,140 5SS ° e
tYancey 3,700 630 17
TV countics 920,100 388,390 429, 24980 3%
other counties 136,300 7570 6% 910 1%
total 1,056,400 395960 37% 25890 2%
NORTMH DAKOTA
TV cvunties  total families TV foniilies UHF families
tBarnes 4.500 1130 25%
tBottineau 3.200 420 13
tBurke 1,700 20 13

Cass 17,400 5500 32
Criggs 1200 300 25
tMcHenry 3.200 420 13%
tRansom 2300 230 10
tRenville 1,500 200 13
tRichland 5.300 550 10
1Sargent 1,700 170 10
1Steele 1100 280 25 :
tTeaill 3.000 750 25
1Ward 10,200 1230 12
TV countics 56,300 11,420 209,
other counlies 104,900 190 2%
total 161200 13320 8%

ONI0

TV caunties  1otol families T4 fomilies UHF families
tAdamis 6,400 3840 60%

Allen 28,500 11,750 41 6,460 23%
Asliland 10,700 7270 68

Ashitabula 25300 19990 79 4830 19
tAthens 12,300 5,670 46

TAuglaize 9,800 6310 63 O BN
Belmont 26,000 12810 49

Brown 7,000 4200 60

Butler 46,000 40,390 88

*Carroll 5,700 3,710 65 LA
Clhiampaign 8.500 5970 70

Clark 35,900 28,570 80 J M
Clermont 13.200 9,710 73

Clinton 8,100 4360 57

Columbisna 31,000 19,710 64 o e
Coshocton 10,000 2,280 23 U
Crawlord 12,600 7.040 56

Cuyahoga 439.000 399,190 91

1Darke 13.260 10,630 81

tDehance 8.200 5190 63 SR
tDelaware 8,900 6,070 68

Erie 17.200 12540 73

Fairheld 16,400 11410 70

tFayette 7300 4390 60

Fianklin 162,600 138,640 B85

1Fulton 8.000 5760 72

Callia 6,700 3,190 48

1Geauga 8,100 6,640 82 L0
Creene 19,500 12470 64

tGuernsey 11,600 4080 35 LG
Ilamilton 243.200 209,060 86

tHancock 15,000 10,400 69

tHerdin 9,000 5760 64

THarrison 5,700 2,000 35 e .
tHenry 6.900 4280 62 LA
tHighland 9,400 S.670 60

tHocking 5,600 3860 69

tHolmes 5.200 2,810 54% R
Huron 12,500 7860 63

tJackson 8,300 4860 59

Jeflersen 27,700 19480 70 R
Knox 11,200 6820 61

Lake 26,200 21,930 84 A
Lawrence 14.200 9910 70

Litking 23,300 19,130 82 U=
tLlogan 10.200 6540 64

tLogan 47,100 40440 86

Lucas 126,800 107,100 84

tMadison 6.200 3,720 60

Mahoning 74.800 43190 58 19280 26%
tMarion 16,600 11,710 71

Medina 13.300 11,070 83

tMeigs 7.000 3220 46

tMercer 8.400 2,440 29

Miami 20,400 17990 88 A
tMonroe 4.300 1460 34

Montgomery 130,300 119,110 91 ¢ >
1Morgun 4,000 1400 35

tMorrow 5.200 3.69% 71

Muskingum 23,400 10190 44 639 27
1Noble 3,400 1190 35

tOttawa 9,500 5990 63

tPaulding 4,700 1360 29

tPerry 8,500 5900 69

tPickaway 7800 5620 72

tPike 5,600 3.300 59

tPortage 19,500 15900 82 A
tPreble 8,500 6,800 80

tPutnam 7.200 3,460 62 S
Richiland 29,300 20,000 68

tRoss 16,000 11430 72

tSandusky 14,700 9340 64

Scioto 26,700 19010 71

Seneca 16,200 11,710 72

tShelby 8,600 5500 64 ° o
Stark 89,300 72360 81 O8O0
Summit 131,900 117.180 89 13640 10
Teumbull 48,900 38.150 78 11,690 2%
1Tuscarawas 22,000 14360 65 L 4

"L'nion 6,400 4420 69
tVan Wert 8,900 2,660 30
1Vinton 2.800 1930 69
Warren 12.100 8,120 67
Washington 13,700 3730 27 Q8
tWayne 17,500 9430 54 G
tWilliams 8.600 6270 73
Wood 17.900 15710 88
1Wyandot 6.200 4340 70
TV counties 2,517,800 1,957,490 789, 85.380 39,
total 2517800 1957490 18% 85380 3%
OKLAHOMA
TV counties  total families TV faniilies  UHF fomilies
tAdair 4.000 640 16%
*Allalla 3,300 910 28
tAtoka 3.500 Wwo 13
tBeckham 7.200 890 12
tBlaine 4.400 2,160 49
tBryan 8,000 1070 13
Caddo 10,200 4500 44
tCanadian 17.700 3,700 48
tCarter 12,300 2080 17
tCherokee 4,900 780 16
tChoctaw 5.200 620 12
Cleveland 11,400 6530 57 1380 12%
tCoal 1,700 220 13
Comanche 17,800 10350 58
tCotton 2,900 870 30
1Craig 4800 2730 87
Creek 12,700 6640 52
tCuster 6.500 1840 28
tDelaware 4,100 1310 32
tDewey 2,500 700 28
tEllis 2,300 320 14
1Carfield 17,600 8,710 49
tCarvin 8,800 3650 41
Crady 10,600 4920 46
1Crant 3.100 870 28
1Greer 3,400 370 1 ‘
tHermon 2,300 250 11
tHarper 1,800 250 14
tHughes 5,600 1,180 21
tJackson 6,300 6% 11
tJeferson 3,100 930 30
tJohnston 2,800 360 13
Kay 16,400 6,410 39
tKinghsher 4,000 1,960 49
tKiowa 5,700 1980 35
tLincoln 6,500 23100 36
tLogen 6,800 2430 36
tLove 1,700 290 17
1McClain 4,100 1,720 42
tMcCurtain 8,100 930 11
tMclIntosh 4,300 900 21
tMajor 3.200 900 28
*Marshall 2,300 300 13
tMayes 5.600 3,180 57
tMurray 3,300 1550 47
tMuskogee 20,000 8890 44
tNoble 3.800 1860 49
tNowata 3,900 2210 S7
10k fuskee 4.300 1,460 34
Oklshoma 116,500 79440 68 OFEL
tOkmulgee 13,300 4570 34
10sage 10,000 5200 52
10ttawa 10,000 3,190 32%
Pawnee 4100 2,130 52
Payne 14,000 5,710 41
Pittsburg 11,600 2,150 24
1Pontoioc 8,900 4,180 47
Pottawatomie 13.200 3630 28
tPushmataha 3.200 380 12
tRoger Mills 2,100 590 28
tRogers $.800 3240 56
Seminole 10,700 3910 37
1Sequoyah 5,000 830 17
Stephens 11,500 390 34
1Tillman 5,000 1480 30
Tulss £8.100 65670 5
tWagoner 4,300 1890 44
Washington 11,000 5050 46
tWashita 4,900 1,720 35
tWoods 4,700 720 1S
tWoodward 4.100 570 14
TV countles 668,800 311,560 479% 4,690 1%
other counties 23,500 80 2% 480 2%
total 692300 312040 45% 5470 1%
OREGON
TV connties  tatol fomilies TV famaties UHF families
Clackamas 30,600 8400 27% 8,400 27%
tClatsop 11,600 159 14 ¢ *
1Columbia 7.500 1050 14 LI
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PREMIERE A i
NEW MOTION 4

PICTURE EVERY
WEEK

YOUR VIEWERS SEE THEM EVEN BEFORE THEATRE AUDIENCES!

HERE IS SHOWMANSHIP
that proves leadership—builds
prestige—affords outstanding
opportunity for promotion. In
Vitapix IFFeature Theatre yon
have the first, the only feature-
length motion pictures cver
produeed for T'V.You run them
before theatres anvwhere.

AVAILABLE FOR APRIL 1st
RELEASE—Among leading
stars are Jeffrey Lynn, Lee
Bowman, Akim TFamiroff . . .
seripts by top writers. . . pro-
duced by Burt Balaban and
Princess Pictures, Inc.

MOTION PICTURES MADE
FOR TV—Ilollywood said it
couldn’t be done—but Vitapix
did it. Reviews proved Vitapix
was rigcht. Only Vitapix—a
company owned by 40 lcading
United States television sta-
tions—could deliver a series
with all the drama, entertam-
ment, promotion and SALES
value contained in—

VITAPIX FEATURE THEATRE
Write, wire or phone collect TODAY!

VITAPIX

The STATION-OWNED
P’roducers and Distributors of T1™ Films
VITAPIX CORPORATION:

New Yark: 509 Madisan Ave., PlLoza 8-3013
Chicago: 30 N. Lo Salle 51, AN 3-2950
Les Angeles: 8949 Sunset Blvd., CR 1-7191
New Orleans: 3190 De Saix Bivd., Valley 1837
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For a year at
the top in
San Francisco
daytime TV
(currently with
the lead in 21
out of 26 daily
quarter hours
with all 3 stations

on the air).

SAN FRANCISCO

.. affiliated with CBS and DuMont Networks ... represented by the Xatzx Agency

SPONSOR




Jackson 22,500 5470 24
Marion 32,900 12,670 39 12,120 37
Multnomals 175,300 83330 48 79,790 46
1Tillamook 6,600 1,120 17 730 11
Washington 22,600 9,650 43 8850 39
1Yamhill 11,200 1910 17 1,140 11
TV counties 320,800 125,190 399%111,480 359,
other counties 225,700 7130 3% 3,69 2%
total 546 500 132320 24% MN5170 2i%
PENNSYLVANIA
TV counties  total families TV fanultes UHF foniilics
Adams 12,800 5610 4% 410 *°
Allegheny 449,600 391,600 87 49890 11%
Armstrong 21,200 16,060 69
Beaver $1,200 43,050 84 s =
Bedford 11,300 8,510 76
Berks 77,500 57.580 74 9260 12
Blair 41,100 26,650 65
Bradford 15,500 8,260 53 .
Bucks 48,500 43,520 9%0%
Butler 28,500 21,520 76
Cambria 56,100 42,660 76 O 0O
tCameron 1,900 720 38 .
tCarbon 16.100 9,930 62 A
Centre 17,100 10,030 59
Chesfer 41,200 42,290 96
Clarion 10,700 7,050 66
Clearfield- 23.900 14230 60
1Clinton 10,700 4,110 38 2 B2
tColumbia 16,200 4,850 30 3,850 24%
Crawford 24,200 6,660 28
Cumberland 29,500 11290 38 6,580 22
Dauphin 61,300 33,310 54 23,030 38
Delaware 130,100 112,680 87
TElk 9,600 2,000 21
Erie 68,100 62,490 92
Fayette 52,100 39540 76
tForest 1,200 250 21
Franklin 22,400 11,200 50 2,540 11
tFulton 2,900 1,130 39
Greene 12,500 5340 43
*Huntingdon 11,400 4400 39
Indiana 21,200 10,010 47
Jefferson 14,200 8180 58
tJuniata 4,300 700 16 o WO
Lackawanna 72,200 49,560 69 40,820 57
Lancaster 69,800 50,090 72 A
Lawrence 31,300 20,490 65 4,740 15
Lebanon 26,300 17,630 67 6,090 23
Lehigh 59:400 47,940 81 ° °
Luzerne 107,400 53,550 S50 45,100 42
Lycoming 31.600 5,630 18
McKean 17.200 8.190 48
Mercer 33.000 18,310 5§ 5650 17
Mifilin 12,700 5110 40
1Monroe 10,400 6,450 62 Q0
Montgomery 104.600 92,040 88
tMontour 3.700 1110 30 890 24
Nornthampton 54,400 38,430 71 R =
Northumherland 33,709 8,050 24 3840 11
tPerry 7.300 1,200 16 -
Philadelphia 627,100 543,100 87
ke 3.100 960 31 o ¥
tPotter 4.900 1720 35
Schuylkill 56,200 37.000 66 13640 24
*Snyder 6,400 830 13 E
Son.erset 22.500 11,630 52
TSullivan 1.600 480 30 380 24
TSusquehanna 9.000 5190 S8 1450 16
*Tioga 10.700 3740 35
tUnion 6,000 780 13 ot
Venango 18,800 7,740 41
Warren 12.200 4240 38
Washington 60.300 48,090 80 * .
tWayne 8,100 2,550 319% -
Westmoreland 90,000 69,110 77 * .
tWyoming 4,900 2,790 57 780 16%
York 63,800 45390 W 14180 22
TV countles 3,102,200 2,276,640 739,257,860 8%
total 3,102,200 2276,640 737 257,860 85
RHODE ISLAND
TV counties  tatol families TV fomilies  UHF fomilies
Bristol 8,700 8,540 98%
Kent 25,900 2135 82
Newport 17,300 13,910 80
Providence 177,300 164,030 93
Washington 14,600 9,890 68
TV counties 243,800 217,720 899 _
dotol 243,800 217,720 89%

SOUTH CAROLINA

TV counties  total fannlies TV fomilies LUF famidies
tAbbeville 5,700 1,430 25% °
Aiken 19,200 2340 12
Anderson 24,200 4800 20 3720 15%
Hicaufort 6,600 1210 18
tlerkeley 6,900 2,550 37 oo
1Calhoun 3,400 650 19 0. 11
Charleston 47,600 24,760 52
1Cherokee 8,700 5690 65
1Cliester 8,200 4670 57
tChesterficld 8,300 2,880 35
tClarendon 6,700 1,010 15 .
1Colleton 7.300 1,799 25 A
Darlington 12,300 3310 27
1Dillon 6,800 1,700 2§
Dorcliester 5,700 1370 24 °
tEdgeficld 3,800 1,220 32 LA
tFairfield 4,900 2,790 57
Florence 20,100 9560 48
tGeorgetown 7800 289 a7 e
Greenville 49,200 19880 40 12330 25
TGicenwood 11,200 2840 25 o
tHampton 4,500 860 19
tJasper 2,700 slo 19
tKershaw 7,700 3,980 45 ..
TLancaster 9,200 5150 56
Laurens 11,800 3360 28 CI
tLee 4,800 2210 46 ° .
Lexington 12,200 4,760 39 3000 25
tMcCormick 2,100 530 25 LA
tMarion 7,900 2000 25
tMarlboro 7,500 2630  35%
tNewberry 8,500 2,760 32 LA C
tOconee 9,600 1,540 16 1310 14%
tOrangeburg 16,100 3,080 19 1850 11
tPickens 10,500 1680 16 1450 14
Richland 41,700 14370 34 11500 28
tSaluda 3,800 1220 32 L ©
Spartanbarg 40,600 22550 56 M
Sumter 14,300 3370 24 .
tUnion 7,700 5080 66
1Williamsburg 9,300 1320 14 D= U
York 18,600 10,620 57
TV counties 525,900 192,430 379 44,780 9%
other counties 28,700 1980 7%
total 534,600 194410 35% 44,780 85

SOUTH DAKOTA

TV counties  totol foniilies TV fanulies  UHF fanilies
tBon Homme 2,800 500 18%
1Brookings 5,200 760 15
1Clay 3.300 1420 43
tHutcliinson 3,300 590 18
1Kingshury 2,900 460 16
tLake 3.300 530 16
tLincoln 3.800 1610 13

Minnehaha 23,100 4270 18
tMoody 2.600 120 16
tTurner 3.700 159 43
1Union 3.300 1420 43
tYankton 4,300 810 19

TV countiies 61,600 14,410 239

other counties 127.400 3480 3%

total 169,000 17890 9%

TENNESSEE

TV counties  total familier

TV families

UHF fomilies

Anderson 16,200 5970 37%% 2930 18%
1Bedford 6,900 3310 48
tBenton 3,200 450 1%
tBledsoe 1,600 320 20
Blount 15,200 4200 28 1,680 11
tBradley 8.900 1,030 12
1Campbell 8,100 890 11 1 I
tCannon 2,300 1,100 48
tCarroll 7,700 1,090 13
tCarter 11,100 3,030 27
tCheatham 2,200 1,250 57
tChesler 2,900 8lo 28
tClaiborne 5,700 830 15 o/ Mg
tClay 2,100 800 38%
*Coflee 7,300 3530 48
1Crockett 4,400 1670 38
1Cumberland 4,700 7 16
Davidson 96,400 76,730 80
tDecatur 2,500 280 11
1De Kalb 2,600 990 38
tDickson 5,300 3020 57
1Dyer 9.400 3560 38
TFayette 6.100 2140 35
tFentress 3,400 510 1S
tFranklin 6,400 830 13

Gilwon 14300 2240
tGile 7000 920
‘Grsinger 3,000 420
Greene 10 1 1.380
'Grundy 3.000 1.080
Hamilton 62,5400 11,1%
*llancock 2,100 90
Hlardeman 5.200 2,650
Hlardin 4,300 1.200
lawkins 440 910
1laywood 0300 3210 S1
llenderson 4540 S 12
Hlenry 7.000 1470 21
f1lickman 3,300 1490 45
Hlnuston 1,160 520 47
Hlumplireys 3.000 1,410 47
tJaik~on 2400 1060 38
Holinwn 2400 0 27
knox 65000 16880 24 12850
'lake 3.000 50 25
lLauderdale 6,700 3400 Sl
"I awrence .MM 1010 14
thewrs 1.500 680 45
Lincoln 6 A00 820 12
'Louidon 6.300 1450 23 A
McMinn 8,600 1,030 12
tMcNairy 5,500 1L¥0 28
IMacon 3,700 1.430 39
Madison 17,500 5590 32
tMarion 5,100 1810 34
tMarshall 5200 2,70 53
Maury 11,500 510 45
tMeigs 1300 200 20
Monroe 5,800 1330 23 o
Nontzomery 11,700 5410 46
tMoore 1200 10 13
*Morgan 3300 500 15
tObion B8.000 2,110 25
1Qverton 4.200 630 15
Perry 1,400 150 11
1Pickett 900 110 15
1Polk 3.300 400 12
1Putnam 8,200 3030 37
tRhea 4,100 800  20%
TRoane 8,500 190 23 . =
tRobert<on 7.300 4110 56
Rutlierford 11,300 7770 69
*Scott 4,100 410 10 * ¢
1Sequatchie 1,300 260 20
Shelby 148,000 115,100 78
tSmith 3.600 1370 38
tStewart 2.100 990 47
Sullivan 27,500 9320 3%
*Sumner 9.300 5350 60
1Tipton 7.700 2660 35
tTrousdale . 1.600 610 38
1Unicoi 4.000 680 17
tUnion 1.800 250 1% L
TVan Buren 800 160 20
1Warren 6.500 2300 35
tWashington 15,800 2650 17
tWayne 3.400 30 1
1Weakley 8,200 1740 21
1White 3200 1600 38
TWilliamson 6.200 3280 53
tWilson 7.600 4,560 60
TV counties 892,800 3719.220 429% 19.320 2%
other counties 23,100 1970 9%
total 915900 381,190 42% 19320 2%
TEXAS
TV sounties  total families Th fomilies UHF families
tAnderson 9,000 1420 165
Angelina 11.100 2510 23
tAran<as 1200 250 21
tArcher 1,800 380 21
tArmstrong 500 80 16
T Atascosa 4.900 2590 53
fAustin 4,500 1350 30
1Bailey 2,200 1080 49
tBandera 1.100 6:0 61
tBastrop 5,400 150 29
tBaylor 2,200 460 21
tBee 5,000 2150 43
Bell 23,000 7320 32
Bexar 142200 104830 74
*Blanco 1,300 310 26
tBorden 200 0 18
tBosque 3.400 680 20 N
Bowie 20,000 1980 10
Brazoria 15,700 8780 56
Brazos 11.200 2120 19 -
1Brewster 1.9%00 280 15
1Briscoe 900 140 16
1Brooks 2,700 S10 19




Champion of the people, ?
defender of truth, guard- .
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THE INSPIRED NEW SERIES THAT OUTSHINES
THEM ALL FOR DRAMA, ACTION, REALISM!

Every action scene is authentic, = With Mr. D. A. you get superior en-
staged in real honest-to-goodness  tertainment . . . superior selling

locations . . . inside a real crime lab-  power. Every attention-arresting J
oratory, a real detective bureau, a  half-hour holds five golden oppor- |
real- communications center, a real tunities for sponsor salesmanship.

interrogation room, a real court- Already winning sales for adver-

room, even real fire ruins when the tisers in over 50 markets, Mr. D. A.
script demands. is truly a dramatic selling force!l
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Half-Hour a Complete Story .. ..

NICAL SUPERVISION THROUGH-THE
ERATJON OF THE LOS ANGELES. |
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ZIV TELEVISION PROGRAMS, INC
1529 MADISON ROAD CINCINNATI QHIO
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" Durleson

3,500 950 28%
1Caldwell 5.000 1400 28
tCalhoun 3,000 630 21
tCallahan 2,700 430 16
tCameson 36,000 9,560 27
tCamp 2 600 650 25 G 0
tCarson 1,800 290 16
tCass 6,800 1.760 26 e =
tCastro 1.600 260 16
tChambers 2,300 1330 58 OF O
Cherokee 10200 1210 12 E <
1Childress 3,700 590 16
1Clay 3,000 1590 53
tCochran 1,700 830 49
1Coke 1.200 200 17
tColeman 4,400 750 17
tCollin 12,600 5130 41
tCollingsworth 2,400 380 16
1Colorado 5,300 1,700 32
tComal 3.200 139 27
*Conche 1,300 220 16
1Cooke 6,500 3480 54
tCottle 1,500 300 20
tCrosby 2,700 1,110 41
tCulberson 500 70 14
tDallam 2,400 1340 56
Dallas 222,600 161,280 72
tDeai Smith 3.100 530 17
tDelta 2200 350 16
tDenton 12,000 6080 51
tDe Witt 6,700 2,010 30
tDickens 1,800 360 20
*Dimmit 2300 770 32
1Donley 1,600 20 16
tDuval 3,300 1,020 31
tEastland 7,500 1190 16
Ellis 13,500 6350 47
El Pazo 56,100 39380 70
tErath 5,700 1110 19 o B
tFalls 7,100 1420 20 OF
sFayette 7.000 2230 32
tFisher 2,0 59 21
tFloyd 3,200 1310 41
tFoard 1,000 200 20
tFort Bend 7.800 2350 30
tFranklin 1,600 20 14 B
tFtio 2,700 1430 S3
Galveston 38,000 15900 42
tCarza 1.800 320 18
tCillespie 3,300 530 16
1Goliad 1,300 270 21
tGonzales 5,300 1640 31
tGray 7,900 1,640 21
Grayson 22,400 6010 27
Gregg 19.100 5320 28 3,710 199
1Grimes 4,000 1,760  44%
tGuadalupe 7,100 2,680 38
THale 9.300 3790 41
1Hall 3,000 480 16
tHamilton 3,300 660 20 Opy U
tHansford 1200 670 S6
1Hardeman 3.200 680 21
tHardin 6,000 1230 21
Harris 290,600 201260 69 = B
Harrison 13,000 1,79 14 i
tHartley 400 220 56
tHaskell 3,900 640 16
tHays 4,700 1220 26
tHemphill 1,300 260 20
tHenderson 6,200 930 1S
Hidalgo 43,700 13370 31
tHill 9,200 4,780 52
tHockley 6,700 3250 49
tHood 1.400 670 48
tHopkin 6,7 1070 16
tHoward 8.200 1.180 18
tHudspeth 1,100 150 1%
Hunt 12,700 8580 68
tHutchinson 11,100 6,140 S5
tJack 2300 1220 S3
tJackson 3800 1410 37
tJasper 5,500 1100 20
1Jefl Davis $00 70 14
Jeflerson 64,000 25830 40
tJim Hogg 1.200 120 10
t)im Wells 7,700 1450 19
tJohnson 10.200 5370 53
tJones 6800 1450 21
tKarnes 4,100 1520 37
tKaufman 7.900 3510 44
“Kendall 1,700 1040 61
tKenedy 100 2 19
TKent 400 70 18
tKerr 4,500 690 15
Kimble 1,100 180 16
King 200 40 20
tKinney 400 70 18
tKieberg 6.900 1310 19
tKnox 2,800 560 20

Lamb 6,000 2930 49
1La Salle 1,900 610 32
tLavaca 6,200 1920 31
tLee 2800 780 28
Liberty 8,000 4640 S8 RS
tLimestone 6,700 1340 20 o =
fLipscomb 1,100 20 20
tLive Oak 2,100 670 32
Lubbock 37,300 21,040 56
tLynn 3,000 540 18
tMcCulloch 3.300 540 16
McLennan 41,200 10530 26% 6,730 16%
tMcMullen 500 160 32
tMadison 2,000 880 44
tMarion 2,600 650 25 L
tMason 1,500 230 16
tMatagorda 6,500 2410 37
tMaverick - 2,900 520 18
tMedina 4,700 2830 60
tMenard 1,000 160 16
1Milam 6,300 680 11
tMitchell 4,300 770 18
1 Montague 5,000 2650 S3
tMontgomery 7,500 4120 S5
Moore 5.800 3250 56
tMorris 2,700 680 25 »
tMotley 1,000 200 20
tNacogdoches 8,100 930 11
Navarro 11,400 4070 36
Newton 2,700 5490 20
tNolan 6,300 1320 21
Nueces 54,300 8,79 16
1Ochiltree 2,100 420 20
t0ldham 00 60 16
Orange 14,400 6,180 43
tPalo Pinto 6,000 2880 48
tParker 7,300 3570 49
tParmer 1,800 290 16
tPolk 4,200 1930 46
tPotter 25,900 15930 62
tPresidio 1,500 210 14
tRains 900 190 16
tRandall 5,400 3350 62
tReal 700 130 18
tRed River 5,900 860 15 A
tRefugio 2.800 $%0 21
tRoberts 300 60 20
tRobertson 5,100 510 10
tRockwall 1.500 620 41
tRunnels 4,900 830 17
tSabine 2,100 230 11
tSan Augustine 2,000 220 11
tSan Jacinto 1,600 740 46
tSan Patricio 9.500 4,020 42
1Scurry 8,700 1460 17
1Shackelford 1,200 190 16
1Sherman 600 340 S6
Smith 22,600 3860 17 « °
tSomervell 800 160 20 °c Q
tStarr 3,000 300 10
1Stephens 3,400 510 15
tStonewail 800 170 21
tSwisher 2,500 00 16
Tarrant 138,400 96840 70
Taylor 20,900 8.780 42
1Throckmorton 800 130 16
tTitus 5.100 710 13% .« 9
Tom Green 20,100 6.170 31
Travis 47.900 17.000 35
Trinity 2,700 1210 46
tTyler 3.100 620 20
tUpshur 5,400 1350 25 ¥ ®
tUralde 4.700 870 19
*Van Zandt 6,300 2810 45
tVictoria 9.600 1960 20
tRalker 4.900 2230 46
1 Waller 3.200 1,760 S5
tWashington 5,700 2480 44
tWebb 13.600 1360 10 ‘
tWharton 10,100 3650 36
1 Wheeler 2.800 S60 20
Wichita 31,700 17820 S6
tWilbarger 6.100 1300 21
tWillacy 5,900 1530 26 '
Williamson 11,200 3960 35
tWilson 3,600 1330 37
1Wise 4,700 2300 S1
tWood 6,100 980 16
tYoung 5.000 7 15
1Zapata 1.000 100 10
tZavala 2.600 470 18
TV counties 2,252,100 1,059,980 $7% 42970 2%
other pounties 160,700 850 5% 780 LT
total 2,412,800 1068520 41% 43,750 2%
UTAN
TV countes  total famuies TV famiies UHF famidies
Box Elder 5,400 3630 67%

*Cache 9300 3490 38
Duavis 10,500 6620 63
tJuab 1,400 340 24
tMillard 2,400 580 24
tMorgan 600 230 38
tRich 500 190 38
Salt Lake 87,700 66,110 75
tSanpete 3800 8% 23
tSevier 3,300 790 24
Toocle 5,300 3150 S8 i
Utah 23,500 15930 ©8
Weber 27,600 17800 64
TV counties 181,400 119,750 66%
other counties 26,200 570 2%
total 207 600 120320 58%
VERMONT
TV countles  total families TV families LHF families
tAddison $5.200 1250 24%
tBennington 7500 3830 S1
tCaledonia 7.200 840 12%
Chittenden 17,500 5120 29
*Essex 1,800 20 12
tFranklin 8.400 1810 22
tGrand Isle 800 170 21
tLamoille 3,100 650 21
tOrleans 5,800 700 12
tRutland 13,400 6810 S1
tWashington 12,100 2,960 24
TV counties 82,700 21,360 299,
other counties 25,800 1570 6%
total 108,500 25930 24%
VIRGINIA
TV counties  total families TV families UHF families
tAccomack 10,200 3340 33% :
tAlbemarle 13,700 3720 27
1Alleghany 7,700 3080 40
tAmelia 1,500 590 39
tAmherst 4,300 1640 38
tAppomattox 1,900 720 38
Arlington 69.500 66,730 96
Augusta 17,500 4650 27
tBath .1,300 350 25
tBedford 7300 2230 31
tBland 1400 360 26 |
*Botetourt 3,900 1,560 40
Brunswiek 4,300 1410 32
tBuchanan 8,000 1650 21
*Buckingham 2,700 1230 46
Campbell 21,100 10830 51 T
1Caroline 2,700 149 SS
1Carrol] 6800 1220 18
*Charles City 900 520 S8
*Charlotte 3,200 1220 38
Chesterfield 13,600 9030 Y
tClarke 1,800 830 6
*Craig i 280 0
*Culpeper 3,300 1950 59
tCumberland 1,500 6% 6
1Dickenson 5,000 1,000 20
Dinwiddie 13,700 7300 54
tEssex 1,300 720 53
Fairfax 32,100 29,060 91
tFauquier 5,400 3,140 58
tFloyd 2,700 49 18
tFluvanna 1.7 T80 46
tFranklin 5,600 1680 30
tFrederick 9,300 4320 %
tGiles 5,000 2650 S3
1Gloucester 3.100 1840 59 310 %
t1Goochland 1,700 660 39
1Grayson 5.500 1430 26%
1Greene 1.100 300 27
*Greensville 3.900 1250 32 .
tHalifax 9.600 3700 39
tHanover 5,700 3120 S5
Henrico 87,000 65970 76
Henry 12,900 6,100 47
tHighland 700 180 25
tsle of Wight 3,700 1,700 46 p
tJames City 2.800 1670 60 310 1%
tKing & Queen 1,400 770 S5
tKing George 1,800 1080 60
tKing William 1,900 1050 S5
tLancastes 2,300 760 33
tlee 8,000 1070 13
tLoudoun' 5200 3170 61
tLouiss 3.100 120 39
tLunenburg 3,500 1120 32
YMadison 2,100 590 28 7
*Mathews 1,700 1020 60 190 11
*Mechklenburg 8.100 2, 33
tMiddlesex 1.900 1,140 60 210 11
tMontgomery 10,400 5550 S3
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wisconsin’s most show-full station

"

[ ]

HAYDN R. EVANS, Gen. Mgr. — Rep.: WEED TELEVISION
[}
[ ]
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*Nanemond 10,000 1660 $7 . . Spokane 78,000 37,390 48 Wyoming 9,100 3160 35 1020 12
:r.:'tlaOKn .;s.alg ng 38 1Stevens 5.500 1770 32 TV counties 529,600 229,320 439 35990 1%
New ent RK 55 1 Thursten 15,700 9270 59 . 5 o
Norfolk 129,800 94910 13 25410 20 1 ahkiak um 200 130 16 total 529,600 29320 3% 3990 1%
TNortliampton 4,700 1500 32 Whatcom 22,400 3910 17
'Northumberland 2,600 850 33 tWhitman 9400 200 21 WISCONSIN
tNottoway 1,300 2,060 47 s _—
10range 3.200 860 27 Yahima _ :ﬁ"m 10.01.0. 22 . 9.110 20 TV counties  total families TV families  UHF families
1Page 4.000 1120 28 TV counties 736,400 384,850 S19, 27,250 49 tBarron |0'406 3460 33%
tPatrick 3600 650 18 other counties 72,100 2218 3% -1050 1% Brown 28 800 17080 59
Pittsylvania 26,500 10940 41 total 28,600 BP0 417. 28300 3% :8““"" 4300 1800 4}
1Powhatan ).200 10 39 1Burnccu 3.000 930 31
Prince Fdward 3,900 179 46 Calumet 5400 2540 47
Prince George 7,000 4050 58 1Chippews 1,700 3010 26
Princess Anne 12800 8160 13 2610 20 1Columbia. 10,600 2316 22 R
*Prince William 5300 3,260 62 WesT viRatmia g:(r;c :’7:3 3::;‘; 2; a0 3%
tPulaski 7.500 3980 53 TV counties  totol funiidics T fornilies UHF families N Gy 6'600 1610 24
tRappahannock 1.300 TiI0 59 g - o ! & —
1Rechmond 1,300 780 60 e >0 R Douglas 14,300 3400 24 3180 22
Roanoke 39.000 21,500 S5 1 B:Jn(c <y g;gg ;?Z° ;;7 90 12% 1Dunn 7,900 2690 34
_ —_— o A ] o i 9
1Hockbridge 7.200 1760 24 tBraxton 4200 80 19 SOCTON. s . e
Rockingham 12 3380 27 1Brooke 7,400 5.180 70 v . Grant 12.300 1910 16
tRussell 6,100 1220 20 - X : -
1Scott 0,600 80 13 ,g‘:’f“ Sl 220 1 Green 7,600 1100 14 N
1Shenandosh 5700 1560 28 o ol 60 28 1Green Lake 4700 100 22 .« -
' by 3,500 11% 34 tlows 5,700 80 15 e
Sniyth 7.100 1,140 16 ‘Doddfldge 2,200 420 19 Jeflerson 13,300 7290 54 > e
1Southampton 6,300 2900 46 e Fayette 20.200 6,080 30 Kenosha 24,400 19.680 81
1Spotsylvania 6,400 3800 59 1Gilmer 2,300 o 15 =
1Staflord 3.200 1920 60 . g 1Kewaunce 4.800 1200 25
1Surry 1,500 900 60 170 1 Grene 2300 410 18 La Crosse 20,700 2420 12
‘Crccnbn‘cr 9,900 2410 25 1Lafayette 5,300 800 15 G o
1Sussex 2,800 1620 58 THampshire 3,200 580 18 1Langlade 6.100 1220 20
1Tazewell 11,400 1,780 16 tHancock 9.300 6.430 69 L O 1Al anitowoc 20.400 9530 47 -
1Warren 4,400 2020 6% tH . : -
arrel L ardy 2,400 430 18 Marinctte 10,500 1,960 19
Warwick, Newp't 45,200 0400 67 13910 31% Marrison 21100 158 1S tMarquette 2500 e B = P
Washington 13,200 13190 10 tJackson 3.900 1090 28 Milwaukee 272,800 240,000 88 79300 29
*Westmorcland 2,800 1680 60 Heflerson 4.600 2480 54 t0conto 7,400 1480 20
Wise 13,500 3370 25 t‘a"aw}'f 68.200 48,810 72 26,500 39 Qutagamie 24,300 6570 27
::‘,Y;"‘e ;-700 :;fg g o 11 Lewis 5.100 910 18 10zaukee 7.300 6570 %0 90 13
ol _ 3300 it o fLincoln 5,000 2900 58 600 12 1Pepin 2,100 B0 41
TV counties 919,100 510,970 569 43,900 S% l.ogan 18,500 8.010 43 tPierce 6,300 4160 66
_— T McDowell 22800 11270 49 1 Polk 7,500 4950 66
totol 919.100 510910 567 43900 5% Marion 20.700 8610 42 1Portage 9,400 1290 14
Marshall 9,800 3220 33 Racine 34,800 25210 72
tMason 6,300 3670 58 800 12 flock 30,000 7770 26 ¥ =
WASHINGTON Mercer 19.500 7580 39 ' 1Ruck 4.600 1200 2
Alineral 6.2 '
TV counties  total familres T4 families UHF families A ::;? ”) "ﬁ ;';:g ;g :g:wc;:x ;'g((i: 5'(],533 ;?
1 ‘ _Min ! !
':dav_ns §':gg 3£ ;6['% Monengalia 16,600 7480 45 tShawano 9.800 1870 19
1c|”]l|m 8,900 4210 51 *Monroe 3.200 770 24 Sheboygan 25,300 17900 71
Cln k.m 31‘500 16,060 1 !Morgan 2400 430 18 tTrempealeau 6,900 2840 41
o s 6'290 ;: 4530 46%  iNicholas 6.800 2350 35 Walworth 14,000 8580 61
olumhia g Ohio 21.200 1.140 $3 “_ tWashburn 3,300 1030 31
‘Cowlilz 18.000 5060 28 3610 20 tPendleton 2,100 380 18 tWashington 10,400 9.360 90 1320 13
'Feny ) 900 290 32 tPleasants 1,700 310 20 Waukesha 27,400 20980 77
\Franklin 300 850 16 1Pocaliontas 3.000 430 15 Waupaca 10.600 2900 27
1g°'ﬁ°1d 8900 1% 21 reston 8,000 209 26 tWaushara 4,300 600 14
rant 400 1330 16 Putnaw $.300 3070 58 610 12 Winncbago 28,600 5310 19 290 10
Grays 1arbor 17,500 2880 16 Raleigh 24,200 6,130 25 TV counties 905,100 512,100 575, 108.940 12%
tlsland 4.100 3030 74 Randolph 7500 1,080 1% other counties 139,900 6780 5% 160 LT
'Jf_ﬂcrson 3,700 1920 52 1Ritchic 3,300 660 20 Frico] +18.880 5_0" 709,100 ‘T':
King 266800 163660 62 *Roane 1200 1220 29 e < ' 7 e -
1Kitsap 28,500 21,170 74 tSummers 4.800 1,050 24
Lewis 11,300 209 15 VTaylor 4.900 120 26
Lincoln 3,300 1,060 32 Tucker 2,600 40 18 WYOMING
1Mason 5,200 3070 59 1Tyler 2.900 580 20
tPacific ) 5,700 910 16 tUpshur $.100 770 15 TV counties  toral families TV forniies  LHF fomilies
tPend Oreille 2,300 740 32 Wayne B.600 1870 57 : 1 s "
Pi 92,300 56050 61 TWeb Farumic S - _—
rerce ; ‘ebster 4.200 1.430 34 3 . =T rn e
1San Juan 1.200 420 35 Wetzel 5.200 o 19 T counufl I:SOO/ 5.850 389,
1Skagit 13.900 4930 35 Wt 1.200 30 28 other counlies 77,600 500 _l% N
Snohomish 39.200 27,620 70 Wood 20,100 6830 3% 3160 16 total uL oo 070 %
4 g . . r foea . _ v
CRBS TV set connt was 8S73.000 checkup When the initial tabulations began last fall, Nielsen

by A. €. Nielsen Co. in U. S. last fall

The census of tv homes above is the first big count of
television families since the FCC frecze was lifted two
vears ago. It is also the first national checkup, apart
from estimates by various research firms, of uhf =et
ownerzhip throughout the country.

In making the ~tudy. the 100,000-home probability
sample of the U. S. set up by A. C. Nielsen in 1952. for
the Nielsen Coverage Service report, was used.

Questionnaires were mailed to the entire sample. Then
a follow-up mailing was sent a few days later.

74

made a special checkup in a random sample of the non-
respondents. This represented a double-check in about one
in every 10 familie< that didn’t reply.

In addition another checkup was made to determine
the honesty of the responses. Some people, CBS TV sus-
pected, might sav they owned a tv set even if they didnt.
By means of phone checkups by Nielsen field men, CBS
TV learned that 1.87 of the sample wasn't telling the
full troth abont tv ownership.

Figures on total families in every U. S. connty were
prepared for the stndv by Sales Management. which up-
dated its previous figures. Family figures, therefore. are
as of 1 November 1933, not as of the last Census.
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is the total income (and buying ability)

of the million families who live and work in our
industrial heart of America. They spend over
two and a half billion dollars yearly for

things they want (and can increasingly afford) !

— — —

QA LD ... |

h is the reach of WSAZ-TV, the only television

' station serving this whole area of 114 counties
. in five different states —a vast coverage

with 100 kilowatts of effective radiated power
on Channel 3.

and

I Handsome...

is the word for WSAZ-TV’s influence upon
buying habits of TV families throughout its
prosperous market...and handsome, too,
are the results enjoyed by so many leading
advertisers who have found how well it pays
to place their messages on

Manettn Ohio, is another of the by industrial eom-
e ¥ mumﬂes withih WSAZ-TV’s =urea - site af- “The B. F
T E L E V I s 1 O N GoGdnch Company’s modern -plastics plant. Kéro e
Huntington-Charleston, West Virginia polyvinyl mategials, films, coated textﬂes, upholstery
Channel 3—100,000 watts ERP— NBC-CBS-DuMont-ABC floor coverings and"other Hema orlgma.ﬁe here, Brod

Affiliated with Radio Station WSAZ,
Lawrence H. Rogers, Vice President & General Manager, WSAZ, Inc.

Represented nationally by The Katz Agency

by hundreds of skilled, well MI- wnckers.
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iy SI ratings of top §
Chart covers half-hour syndicated film pi
. -
Aaok Pastt Top 10 shows in 10 or more markets o .
wow  rank Period 4-10 January 1954 Averie MARKE_‘rs_' 4-STATION_MARKETS 3-STATION MARI
TITLE. SYNDICATOR. PRODUCER, SHOW TYPE ALY, N.Y. LA.| Boston Chl.  Mpis.  Seattle St L. Wash. | Atlanta  Balt. Buflalo
l . . . 39 115 14.5 19.3 10.3 41.8
I ‘ ‘1 | City Detective, MCA, Revue Prod. (D) 23.0 | s s et g 1 e
o Tﬁ'?ﬂl|nn—llb:lv|lmj 10:00pm 10 15pm Llrzlmmn 10:30pm
N o _ -— 84 89} 195 108 21.8 203 47.3 12.8
- l Farorite Sloru' Ziv (D) 22.0 wnbt ktty wnae tv o wbtm (v weeo v King tv o ksd v wiepety
. — _0_“:'“_‘ t‘:ffﬁpm 10-306pm  2:00pm  $-08pm N uipm 9 S0pm 10 -00p s
3 | 3 . Y 102 10.0| 13.5 106 17.8 188 280 114 | 3.8 165 39.8
. b Cisco K l(', Ziv (W) 20.8 wobt  Keea tv | anac tv whkh  weenty komo 1y ksd- iy wpbw Nwoa wbal-tv when-iv ow
I - B 00pm T:00pn § 6 30pm 4 40pm 5°00pm TiH0pm 4:30pm Sodepm |00 T:00pm T:00pm 6
P | » ] o - 104 451173 64 178 163 33.8 5.5
‘ ps I Led Three Lives, Ziv (D) 20.7 anbt  keats | woseets  wen-ty  kstp-tr Kent @v ksd-ts ale-g
L 0.30um T 0opne ] Tioopm  9:20pm ¢30pm T:36pnr 10°15pm 1‘_0 32““'_
= = 1 . . g 17.2 14.7§ 20.0 13.0 20.8 21.3 17.5 16.0
v * "'orelgn lm!rnguc, JWT' Shel. ReynOlds (A) 20.3 wnlt knbtu whz-tv wbhnq Katn-tv  King-tv  ksd-ty  wnbw W
) 0:30pm 10:30px | 10:30pis 9:30pm  ¢:30pm 9:30pm  11:00pm  10:30pm _ | B L
¢ |7 .. , 10.2 11,51 17.3 17.3 26.0 14.0 12.0
Kit Cnrso"’ MCA' Revue Prod. (W) 19.8 wnbt  Keca-ts § wnae-(y king-tv  ked-tv wiw a wmar-tv
$:00pm T:30pm 1 6:00pmn f:00pm  2.30pm ».00pm 6 '-'"’l:m_
125 12.5| 16.8 124 9.0 238 285 7.6 |22.0 198 285 1
7 | 9 | Superman, MPTV, R. Maxwell (K) ID.0 | bt kecs v | wnacty wbkd  wewets klrg ts ksdote  wnbw | 0ebetv whalas wbents w
G:00pm X:30pm | 6:30pm  5:00pm  5:00pm 6:00pm  5:30pm  T:00pm f ¢ 00pm T:00pm T-00pm 6
PP . % o 49 7.2| 24.0 156 11.2 103 120 }12.0 17.3
> Boston Blaclkie, Ziv (M 7. vabre- - . ! ] g e o
o 2 i sie [ S0 M Bk Whem |70 (08
I 9.21 30 9.3 11.8 10.3
9 8 | Range Riders, CBS Film, Flying "A”" (W) 16.6 kot | wurote = | — web-t
_2"‘"_‘ 6:30pm 5:00pm 7 :00pm _6_31"’"“‘_ -
10 7.0 1521 325 11.6 200 156 |11.5 143
B"(l-q(' 7"‘9 NBC Film (D) '502 wor-ty kv wnac-ty whkh  Kstp-t¥ wnbw win-a  «bal-tv
9:0pm  T:30pwr | 2:00pm S:0pm 9 30pm 7:00pm ( 9:30pm 10:30pm
’1:',',' ’:.‘,:l Top 10 shows in 4 to 9 markets
11.4 145|125 31.0
i :; A""’s CBS Fi'm (C) 27-7 chs- v kn«t whz-tvy komo t¢
2:00pm  X:00pm § 11:0Umn N:30pm
T 14.0 4.5 27.8
2 1 | Orient Express, PSI-TV, Inc. (A) 21.3 Fuche tv keca iy o
10:30pm  &:30pm N30pm ;
o % 159 9.0 30.3 10.3 15.0 | 15.5 ’
3 2 Nopalong Cassidy, NBC Film (W) 19.0 wnht ktte woro-tv - kKomo-ty wnbw wsh oty
G:30pm  T:00pm 6:00pm  7:00pm 7:00pm | 7-"0pm R
o 12.5 10.1 10.8 19.0
.4 ; 1 Gene Antry. CBS Film (W) 16.0 5!{;&31 ugz:%g\ml; gra;"tnvl :l:!(l}:v;;r:.v
—_ - o o e = - S
| 2.7 9.8 14.3 38.5
7 | e Theatre. €8S Fim (0] 15:7 o O o S | |
R ) ) 149 17.8 27.8 10.0
6 | 7 Cowboy G-Men, United Artists (W) 3.0 :1”3[3,,:1: ;\p;gpxl; lgsgagm {.ﬂ;;';—;]r
T . 203 103| 25 14.4
7 Bong. Fairbanks Presents. NBC Film (D) 13.8 wnbt  knbh | wiarts wiop- t
(0 20pm Troopm § 700pm 10:30pm | - )
1 - I Y 2.5 6.8
8 Diels Tracy., Snader (M) 12.8 |.. . komo-tv whal tv
7-00pm i ELigen: SUpm
. o - ) 42 6.5 11.5 10.3 7.3
Captnred, NBC Fil D 2 = c5tp v -ty w
9 g ’ fim (D) ~m gt S 16 hpm S-b0pm lionm
T o B 1 65 109] 6.8 10.2
10 Dangerons Assignmment, NBC Film (A) T1.9 §uworts knbh § whzety  whkh
0 opm 10 3opm’ 11 . 9pm 9 -60pm

Show type symbols:
(W) W

K

76

{A) adventure;
sro syndicated. half hour lengtls,

Y comedy: (D) drama;

(K} kid show;
hroadeast In four or mare mar

(M) mystery .

Riank space Indliates fim not bradeast in thls market as of 4-10 Janvary 1934,
vork shows are falrly stable from onc month to another in the market 1n which t
1s 1 xtent with syn.i ated

stiows.

Thic should be bo

SPONSOR




m Shows

lly made for tv

I 3-STATION MARKETS | 2-STATION MARKETS
R - g B
Javton Detroit Milw'kee Phila. S. Fran. | Birm. Charlotte New 0.
-

1.0 16.0 18.8 25.8 62.0 35.3

fo-tv  wibk-ty kron-tv wabt whty wdsu-ty

E30p|u 10:30pm 10:00pm § $:30pim 8:00pm  10:00pm

14.3 19.8 | 61.0
wibk-tv kron-tv § whtv

ﬁ 10:30pm 8:00pm ¥ 8:30pm
E* 23.5 35.8 19.0 26.8 || 26.7 36.5 20.8
. wxyz-tv  wtmj-tv  weau-tv kron-tv § whne-tv - wbtv  wdsu-tv
i 7:00pm  5:00pm  7:00pm 7:00pm § 5:00pm 11:00am 5:00pm
.0 24.3 15.2 16.8 62.0

io-tv wimj-tv weau-tv Kkron-ty whty
1 popm 10:30pm 7:00pm 10:30pm &:30pm
145 168 425 10.6 8.8 ; 19.5 61.0

v-d  wibk-tv wtmj-tv wcau-tv  kgo-tv wbre-ty wbtv
¢430pm 9:00pm  9:30pm 10:30pm 10:30pm § 9:30pm  0:00pm

p8 140 384 132 16.8 § 27.8 350 33.5

w-d  wibk-tv wtmj-tv wptz kron-tv wabt whtv wdsu-ty

1011111 6.00pm  5:00pm  6:30pm 4:00pm § 6:00pm  5:30pm  3:00pm

1.3 15.0 26.5 24.2 10.3 25.3 32.0 24.5

v-d  wxyz-tv wimj-tv wrau-tv  kgo-tv wabt _wbtv wdsu-tv
Jopm 6:30pm 4:00pm 7:00pm 6:30pm | 6:00pm 5:00pm 5:00pm

[0 22.8 285 124 115 43.8

v-d  wxyz-tv wtm-tv weau-tv kgo-tv wdsu-tv
#30pm 6:30pm  8:00pm  7:00pm  8:30pm 10:00pm

.8 16.3 10.8 19.8 26.3 43.3

-d  wxXyz-tv wean-tv wptz kpix wdsu-tv

')pm 7:00pm 7:00pmm 6:00pm 7:00pm 6:00pm

.3 19.3 14.6 28.5 18.8 17.0
w-d wwi-tv weau-tv  kpix wbre-tv wdsu-tv

A0pm  7:00pm 6:30pm  9:00pm * 9:30pm 11:30am

-
12.8 48.3
kgo-tv wdsu-tv |
B 8:30pm- 11:30pm
20.0 36.0
whre-tv whtv
| 6:00pm 5:30pm
20.3 9.6 28.8
wtmj-tv  weau-tv wabt
12:30pm  8:00pm 6:00pm
13.0
kpix
1 7:00pm
1 9.8 7.0
wibk-tv kgo-tv
5 6:30pm 7:00pm
10.3 24.8
“wwi-tv kron-tv
= 7:00pm R:00pm
atc - —
14.4
weau-ty
- 7:00pm
10.0 26.0 9.5
wwij-tv  wimj-tv kron-ty
— 11:00pm 11:00pm 10:30pm
)
1.3 18.3

Wd  wwj-ty
Blpm 6:00pm
_

W4¥zing rating trends from one montb to another im this chart.
show was not rated at all In

w4 last month's chart.

t “®or was in other top 10.
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If blank,

names the whole nation

Vicks
VA-TRO-NOL

made in

Greensboro

A ME,
clgarettes

made in

Winston-Salem

CANNON

made in

Salisbury

‘[h) Qsmﬁ d((%GA RETTES

made in

Durham

DAN RIVER

FABRIC

made in

Danville

Herita ge |

pepae

made in

High Point

knows....

....and why not? They're among
America's best-known products -
and only a few of the many
manufactured in our bustling heart

of the Prosperous Piedmont.

The 29 counties WFEMY-TV serves
are a-hum these days with a
profitable balance of agriculture
and industry — an interlocking
pattern of trading areas pivoting
around these well-known cities.
Together, they generate a buying
power that exceeds
$1,500,000,000 a year!

WFMY-TV completely covers
this market made up of many
markets — reaching and selling a

potential audience of over

1,160,000 people.

You can join the many successful
advertisers using this multi-market
station (CBS—basic) by calling
any Harrington, Righter and

Parsons office.

wimy-tv

Basic CBS Affiliate — Channel 2

Greenshoro, N.C.

Represented by
Harrington, Righter & Parsons, Inc.
New York —Chicago—San Francisco
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“PULSE” PROVES IT!

TV Audience Survey by Pulse, Inc.,
released in February, reports that

’

WKY-TV nas ALL the\
TOP 15 TV PROGRAMS ~=2

. . [ " PULSE, INC" 29-COUNTY AUDIENE SURVEY
in 29 Oklahoma Counties! ARE OF TV AUDIEN
v TIME PERIOD WKY-TV | Stotion “8" | Station “C"| Station 0| Mese T¥
Pulse, Inc., after a 3-week, 29-county survey of Oklahoma TV MON. thry FRI. 7 om 16 noon 84% 11%° | ° 5%,
preferences, has reported that . . . in addition to having ALL of Mgl':!rv:::-:m'f*ﬂdm :;:2 gf/ ‘.l ] |-l = ;/
the TOP 15 major once-a-week shows . . . WKY-TV originates o sl | oY | 2 V% B
the TOP 10 multi-weekly shows and has a WEEK 'ROUND SATURBAY noon 10 6 pm 63% | 33% | 1%° | U | 3%
709, SHARE OF AUDIENCE . . . during those periods when ::L‘;i‘:‘:o‘:""r"“d"i" ;;Z" 19%° ] 1%° | VA° ;J/
. . 5 5 m 10 noon o &
other stations are on the air ... plus, an exclusive audience SUNDAY moan 1a 6 prm 79% [ Vi% [ a1 s
during some 20 hours a week of bonus morning programming! SUNOAY & pm to midnite 70% | 21% | 3%° | V%" | 5%
*Not on oir enlite period
LA Nor on oir

® In the television industry, ratings telf
the story of TV viewer preference!

® In Oklahoma City, ratings tell the

story of WKY-TV'’s leadership!



k

"“HOOPER” PROVES I’

Hooper's TV Audience Measurement,
released in February, reports that

WKY-TV nas 14 or 1hE

TOP 15 TV PROGRAMS

in the Oklahoma City Metropolitan Area!

"HOOPERATING™ AUDIENCE INDEX FOR JAKUARY REVIALS:

SHARE OF TV AUDIENCE |

oAY warry | sumon 5_4 stanon ¢ | staniow o |
Reporting from its January survey, C. E. Hooper, Inc. announces ISAUONNDDAAYY ;:ﬁ:; ! :/ : % |
that . . . from sign-on to sign-off ... WKY-TV has a larger oAy sese | seu | iy | i) ]
average percentage of viewers than the other three Oklahoma | weonesoar Jos% [ 3w | aw [ 2% |
City Stations combined! A week-"round average of 639, of ALL LUsDAY _Jer%e | 39w | e% 2% |
Oklahoma City metropolitan area TV set-owners tune WKY-TV! E%Y [y —;gj- Pl | 2]
WKY-TV has the TOP PROGRAM in this area, “DRAGNET"” AVERAGE for Witk | 60% | T T T

...and 14 of the TOP 15 PROGRAMS!

© AT eadois thon 0 5%

E—

——

OKLAHOMA CITY + Represented by THE KATZ AGENCY, INC.

OWNED ;\ND OPERATED BY THE OKLAHOMA PUBLISHING CO.
E DAILY OKLAHOMAN ¢ OKLAHOMA CITY TIMES * FARMER-STOCKMAN ¢ WKY RADIO
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IN INLAND CALIFORNIA (AND WESTERN NEVADA)

ES‘T YOUR |
\~~ SKILL 25¢

e emer

These five inland radio stations, purchased as a unit, give you
more listeners than any competitive combination of local

/

stations . . . and in Inland California more listeners than the : J / '
2 leading San Francisco stations and the 3 leading Los An- 3 KOH/o reno f
geles stations combined . . . and at the lowest cost per KFBK © sacramento '
thousand! (SAMS and SR&D) KWG o STO\CKTON |
Ringed by mountains, this independent inland market is 90 N \ ' .|
miles from San Francisco and 113 miles from Los Angeles. KMJ o rresno |
Beeline listeners here spend over half a billion annually for

food alone. (Sales Management’s 1953 Copyrighted Survey) KERN o saxersrieln

MCCLATCHY BROADCASTING COMPANY

SACRAMENTO, CALIFORNIA ¢ Paul H. Raymer Co., National Representative
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A
Al

ence composition figures of every <how-type cxcept <ports.
Women are generally married. Tho<e not, generally want to
be. So situation shows akout marrieds or about-to-be-mar-
rieds are the most sure-fire.

(Continued from page 11)

Women, being numerically superior. must be catered to
even further in these programs. That is why, kind sirs, mo-t
of the males we meet in tv's continued stories arc addle-
brained yet lovable, incompetent but adorable goofs. [t
thc way the ladies want us—and get us—as Dexi Arnaz.
Barry and Ozzie Nelson, Stu Erwin, Ray Milland, Peter
Sands—to name just a few of the dozens on the market.

We must get the value of this strong and very personal
self-identification in our commercial copyv too if we iutend
to take full advantage of our show. Unfortunately, however,
few programs have commercial formats that grow out of their
program formats. Few u<e their main characters as sales
representatives—in character.

This may be by design—or unfeasible by contract. Scads
of publicity has heen given of late to the un-wisdom of stars
sullying their art with salesmanship. The people who foster
this ridiculous and unrealistic point of view arc usually <o
unfamiliar with selling that their opinions are worthless.

In my book, any piece of talent who aceepts money for
appearing on a sponsored television program should be more
than willing—eager!—to help shouldcr the burden of mak-
ing the show worth his employer’s while. Such cooperation
should be made available to the advertiser on the premise
that selling is neither foreign to his talent nor lencath his
or her dignity. The personality must. of course, re-erve the
right to air opinion on the degree and quality of xelling he
personally should Le called upon to deliver.

But if raid “star” feels he should remain aloof from the
sales problem, Mr. Agent, then 1'd suggest you re-crve him
for surtainers. the Broadway Theatre and motion picturcs.
Don’t foist him off on those who work in the spon-ored
medium of television and cheat them out of this personalized,
emotionalized relation which the medium offers the intelh-
gent advertiser. e

Bob Foreman and the editors of spoxsoR would be happy to
receive and print conunents. Address 40 East 49 St.

22 MARCH 1954
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SHRINKING

BRIDGE!

Daily the San Francisco-Oakland Bay Bridge
shrinks in its ability to handle the ever-
growing crowd of commuters who must

use It.

As the ten Bay Area counties grow, S0
does KYA, the independent station of
influence. Carnation, Lipton's, Halo, Life
and twenty other top national accounts
use KYA—how about you?

A Choice
Late Afternoon
Availability:

Car Tunes with
Bert Winn
4 to 6 p.m. Daily

This umique program,
broadcast from the
Bridge Traffic Control
Center, provides vital
hiway information,
music and news to
commuters — helped
to cut the Bridge
accident rate 25%
in the last year.

Spot your message
right at the nerve
center of traffic, and
watch the response!

%8 (OWM YIS

George W. Clark. Inc., New York Chicago
Adam Young. Inc., Los Angeles



4 ways you can use this
valuable SPONSOR feature

In every issue of sponsor youw will find the handy,
up-to-date listing of new tv station grants which appears

below.

llere’s how this compilation can help you.

1. You can plan campaigns far in advance by check-

- o

ing on-air target dates given in chart.

2. Names of permitee, manager and rep for each
new c.p. and station make it easy to get additional data.
3. List of all stations newly on air with commercial
programing during tico weeks preceding issue is handy

reference list to update timebuyers.

4. Box score at bottom of page is succinct summary
of tv’s status. Includes total number of U.S. stations.

1. XMew constraction permits

CiTY & STATE

CALL CHANNEL
LETTERS NO.

OATE OF
GRANT

ON-AIR
TARGET

VISUAL

POWER (KW)°*

AURALI

|STATIONS | |SET
ON AIR

PERMITEE & MANAGER 1

RADIO
REPY

CARTHAGE, N. Y,

EL DORADO, ARK.

GREAT BEND, KAN.

HOUSTON, TEX.

RAPID CITY, S. D.

SELMA, ALA.

WASHINGTON, D. C,

WWNY-TV! 7

10

13

WOOK-TV 50

3 March

24 Feb.

3 March

23 Feb.

24 Feb.

24 Feb.

24 Feb.

Summer ‘54

191

100

316

17

23

102 0

50 0

158 3

14 4

NFA

NFA

303 vhf

NFA

23 vhf

595

vhf

The Brockway Cao.
John B. Joinson. pres.
Catherine C. Johnson,

v.p.
Louis Saift Jr., mgr.
South Arkansas Tv Col
Dr Joe Rushton. pres.
C. Bfewster ir., v.p.
WIIIIam M. Blaley, sec.-
treas.-gen. mgr.

CQntraI Kansas Tv Co.
E. C. Wedell. pres.
C. L. Roberts. v.p.
Roy Zimmer. see.
D. C. willlams.

Hecuston Tv Co.

Lloyd J. Gregory. pres

E. H. Dyer. v.p.

Gail Whiteomb. ste.-
treas.

Tre Hills Bestg. Coz
N L. Bentson, pres.
E. R. Ruben, v.p.

J. L. Floyd, see. -treas

Deep South Bestg. Co.®

Mrs. J. F. Richardson.
pres.

W. E. Benns Jr.,, v.p.

w. J. Brennan, sec.-
treas.-mgr.

United Bestg. Co.

Richard Eaton, pres.

Margaret G. Eaton, set -
treas.

treas.

Weed

Pearson

Radio Reém

usc

II. New stations on air*

CITY & STATE

CALL |CHANNEL
LETTERS NO

ON-AIR
DATE

} POWER (Kw)**

| VISUAL

AURAL

NET
AFFILIATION

ST
ON

SETS iN
MARKETY

s. |
: (000)

N
AIR |

|

PERMITEE & MANAGER

REP

FORT MYERS, FLA.

MANCHESTER, N. H.

SAN JUAN, P, R.

SAN FRANCISCO, CAL.

SCHENECTADY, N. Y.

WINK-TV 11

WMUR-TV 9

WAPA-TV 4

KSAN-TV
WTRI®

32
35

18 March

28 March

15 March

6 April
28 Feb.

11

112

56

81
262

6

67

34

46
38

ABC

ABC

Du M; NBC

cs8s

1 NFA

1 NFA

2 NFA

3 829 vht
33 uht

w

Fort Myers Besta. Co.
(United Garage & Serv.
lee Corp., sole ouner)
Danlel Sherby. pres.
Edward j. McBride, v.p.

Radlo Voice of New
Hampsuire. Inc.
Francis P. Murphy;

pres.-treas.
James J. Powers, v.p.

Ponte e L=on Bestg. Co.

Jose Ramon Quinones.
gres.

Chester F. Owens, George
A. Mayorai and Gowr
Mestre. stuckholders

Charles F. Eeil. gen.
mor.

S. H. Patterson. licensee
2nd sols owner

Van Curler Bestg. Corp.
Col. Harry C. Wilder,

pres.

Richard B. Wheeler, gen.
mor.

Paul Jaconson,
acs?. mar

treas. »

Weed Tv

weed Ty

Carlbbean
Networks

McGiliyra

Headley-
Reed

Total U.S.

stations on air,

incl. Honolulu and Alaska (12

a’”arch ‘5;’

No. of markets covered

BOX SCORE

No. of post-freeze c.p.’s grant-
ed (excluding 28 educational

grunts;

12 March
Vo. of grantees on air

54

-apey

[y Papeq

261

No.
Jan.

tv homes
’54)

in US. (1

27,500,

Percent of aII l S homes

with tv sets (1 Jan. '54) ____

60%§

0008

*Both new cp.'s and statlons going on

24 I'vh ﬂml 12 Ma ur

be on

Percentag
most case tat]

the alr fisted here are those which occurred betwecn

ty

peratjon

been gliven the u' graat).

A

0 Brwkway

P

NFA: No figures
of \\ WXNY-TV,
T permit.

Sioce at presst'me it is generally too esaris to confirm tv representations of oor
grantees. SPONSOR Usts the reps of tbe radio stations In this column (when a radio station bs

avajiabie at presstime on

Wiatertown, N. Y surrenders that c.p. [¢
2§ ce is ficensee of IKMV.A, Magnolk
WAMIN TV, Nt d I\l-.l.l)»T\. Siou
Ma. WRAM, Moat
now correr

sets in  market
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IN KANSAS CITY
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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
373.42¢* television homes in the WHBig Kansas City market!

*Jan. 31 renort, Kansas City Flec. Assn.

Don _[;avis. Pre<ident
M~  John T. Schilling, General Manager

Here's a good strip story. ... Now that the headline has
gotten you into this paragraph, we have to confess that
we're talking about key strips from Butter-Nut Coflee
cans. During Butter-Nut’s 1953 Christmas Club campaign.
tsl;]e goﬂsee people used WHB-T\’s popular weatherman. w ‘ ‘ :
clby Storck, to request key strip mailings from viewers. AN t & K 0
WHB-TV promotion and merclllandising brought in a EHT'Q:NE:9E;§:EC§,BS v 710 KC. 10,000 WATTS
total of 106,470 key strips—more than three times the WITH xug"c'.hr'v MUTUAL NETWORK

amount received from the previous year's campaign on . KANSAS H]
another Kansas City TV station . . .. at that time the only g
television outlet in the market. Talent and format were | ' OLDEST enomalty

unchanged for the '52 and ’53 campaigns. Repre‘semed Notionolly by CALL LETTERS JOHN BLAIR & CO.
]

notionolly by
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I %%(’/ Hete ////4&/2/ ze SPOT RADIO :
EAST, SOUTHEAST q
WBZ-WBZA Boston-Springficld NBC 51,000 } |
WGR Buffalo CBS 5,000 a
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000 »
WEFBL Syracuse CBS 5,000 %0 4
SR 5 o e [ Jigs
WCSC Charleston, S. C. CBS 5,000 g1
WIST Charlotte MBS 5,000 g |
WIS Columbia, S. C. NBC 5,000 2
WGH Norfolk-Newport News ABC 5,000 gl
WPTF Raleigh-Durham NBC 50,000 ‘ F
WDB] Roanoke CBS 5,000 E'( il
MIDWEST, SOUTHWEST
\WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000
WDAY Fargo NBC 5,000
WOWwWO Fort Wayne NBC 50,000
WIRE Indianapolis NBC 5,000
KMBC-KFRM Kansas City CBS 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KFDM Beaumont ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio ABC 5,000
MOUNTAIN AND WEST L
KDSH Boise CBS 5,000

KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland ABC 50,000
KIRO Seattle CBS 50,000

®
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Large or Small!”

Af your advertising budget is large enough to buy all
nedia, National Spot Radio is of course an important cog
the complete gear of your advertising activities.

legardless of your appropriation, spot radio can be
our best medium, because it gives you complete choice
*f budgets, to fit your marketing needs with skin-tight
idelity.

)

‘o sharpen the point, consider what else you could use
L fficiently in the markets listed at the left for example.
2¥hat medium except Spot Radio could permit you to
over any or all those markets with precisely the pene-
fration you need to offset any competitor — to capitalize
' n an advantageous situation in your distribution or sales-
:anpower picture — to cover up some weakness in those

rocesses ?

¢ ‘o skilled sales and advertising executives, Spot Radio’s
\ hoice of Budgets offers unique opportunities for real
‘trategy. That’s why it grows and grows and grows. . . .

|

-

y

R

}
B'LEW YORK

|

CHICAGO ATLANTA DETROIT

SPOT RADI

“Choice of Budgets—

by RUSSEL WOODWARD

Executive Vice President

& P

;l:l\ﬂ'qulUl:lum\

B

& 1 cHOICE OF MARKETS
15!

T

CHOICE OF STATIONS

CHOICE OF TIME

CHOICE OF PROGRAMS

O A N DN

CHOICE OF AUDIENCES

=p

CHOICE OF BUDGETS

CTERS

INC.

Pioneer Station Represe;zmtz'ves Since 1932

FT. WORTH HOLLYWOOD SAN FRANCISCO
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PITTSBURGH
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Your Best
Buy to Sell
The Rich
Pittshurgh
Market

Every day more and
more advertisers are
learning it’s good
business to sell
America's eighth
largest trading area
through WKJI-TV—
Pittsburgh’s pioneer
UHF television sta-
tion. That's because
WKJF-TV offers its
ever-growing audi-
ence outstanding net-
work shows plus
strong local pro-
gramming.

In case you're look-
ing for a way to get
more than your share
of the 214 billion dol-
lar Pittsburgh markert,
you'll find it pays to
use WKJF-TV. Want
proof? Contact our
national representa-
tives, Weed Televi-
sion, or write us
today.

WKJF-TV
Ghanact 53
£

e 5

PITTSBURGH

¥ A
\ / Nol. Rep. WEED TELEVISION

(WKJFTV

OUTSTANDING

NBC PROGRAMS

86

Alvin Kabalker

agency profile |

V.P. in charge of Radio & Tv
Dancer-Fitzgerald-Sample, New York

From torts to tv may seemn like a long jump to most men but
Alin Kabaker took it like a hurdler. Twenty years ago he was a
corporation lawyer; a year later agency copywriter; today he's
Dancer-Fitzgerald-Sample’s v.p. in charge of radio and tv.

“Law training comes in handy at the oddest times,” he told
SPONSOR, punctuating his sentence with a piercing look.

“Take the time when I was agency representative at the SAG
program negotiations in Hollywood last year.” he continued. “We
were dealing with program contracts for actors. and SAG wanted
to establish repeat payments. Result of the negotiations: The first
three runs of a tv film program are covered by the original payment
with re-use payments not due until the fourth run.”

No minor achievement this since it represents a big raving to
sponsors who run their films several times.

At the time lie was active in SAG program negotiations. Kabaker
was heading up D-F-S5’ Hollywood office. Within his last three
vears in California, his office supervised the shooting of and pro-
duced some 400 tv films. This list included such series as Beulah,
Inspector Mark Saber (both agency-produced) and the Stu Erwin
Show and The Lone Ranger (agency-supervised).

“Despite the trend towards network-packaged shows,” says Kaba-
ker. “this agency packaged close to 507 of its tv and better than
507 of its radio shows last vear because of our active creative stafl.”

During 1953 D-I-S was No. One among agencies in radio billings
with 8§18 million for the year. The agency’s tv billings were at the
rate of 510 million out of a 1953 total of §43 million. (For 1953
billings of 20 top radio-tv agencies see sPoONSOR 28 December 1953.)

Currently Kabaker is busy studying the cost of color tv. His find-
ings to date are that the average color film costs up to 35 more
than black and white.

“But.” adds he with a lawyer's objectivity. “the cvidence is such
that the added impact will make the increased investment worth-
while when color film hecoines standardized.”

Moxt impatient for color in Kabaker’s family at the moment is
liis 12-vear-old son. He feels The Lone Ranger would be a natural
for color treatment. ke

SPONSOR

Mo B o
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On WXNAX H70, the sound of a beautlul vore
o1 an cflective commeraal - reaches a potential
jury ol at least 202,000 Lnnihies, One 1cason
favorable frequency. At 570 ke om 3000 watts
projects a hall millivolt 210 miles. (At 1030 k¢
132,000 watts would be necded; at 1320, 778,000
watts))  Transmission from one ol the world’s
tallest AN towers (927) ovar Land noted for soil
conductivity (also fertility: our S-state coverage
area yields annual farm income of 56 hillion
guarantees a lavorable reception lor vour sales
message.

Vevdict (Dtary Study 5): 10 to | in faver ol
WNAXS570, over the second station i the area;
top rating in 48614 (97.3¢) of the 500 quarter-

hour segments surveved

'.',a y 7
P R
sy 11
- Yankton-Sioux City
_ . Represented by The Katz Agency
o -‘* WNAX-570, a Cowles Station, is under the same manag

F
= 3 ment as KVTV—Channel 9, Sioux City, th v oS
i. reaching 31 farm-rich countics in lowa, Nebr. and S.
with 556,500 population, S653 million in *52 retail sales.

jl:.."?&,ﬁ T




Some people are born leaders

-

...like WCAU,

TELEVISION —Far the telecast af President Esenhawer's

""Stote of the Unian” message which was carried

by all three Philadelphia statians, WCAU-Televisian’s
averoge roting was 36% greater than that of
the ather two statians cambined.

The Philadelphia Bulletin Radio and TV Stations = CBS Afhliates

88

Philadelphia

RADIO —Far the broadcast af President Eisenhower’s
““State af the Unian’’ message which was carried
simultoneously by the four netwark stations, WCAU-Radia’s

average rating was 40% greater than that of the

next two stotions cambined. SeuicesTuon| STt

L2

Represented by CBS Radio and Television Spot Sales

SPONSOR
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of Intzmate Glzmpses

< RADIO-TV MIRROR, the only national magazine to cover
: both radio and tv for the listening audiences, is proud to an-
nounce its Seventh Anunual awards. These solid-gold-medal
awards are presented to the favorite stars and shows of 1953-54
! as sclected in RADIO-TV MIRROR's annual nationwide poll
of readers. Award winners are featured in the May issue, on sale

4 April 7.

Ad10O

i 1t > L

RADIO-TV MIRROR takes this opportunity to thank net-
works, agencies, sponsors, stars, and others who have assisted
us. Your cooperation has made RADIO-TV MIRROR...

. ica’ t-Sellino RADIOTV .z
.o. America’s Oldest and Larg?res S g o -
Radio and TV Magazine* ==

LT 4
*Over 875,000 Sale, February Issue Q
(publisher’s estimate) 3
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SOR Asks...

What kind of promotion should you use to get

THE PICKED PANEL ANSWERS

The 1954 season
home games of
the Atlanta
Crackers will be
televised over
WSB-TV. This
will be the sec-
ond consecutive
year of sponsor-
ship by approxi-
mately 90 Ford

dealers within

Mr. Paulson

the WSB-TV area.

To stinulate interest in the games a
plan has been worked out whereby the
various Shrine organizations and the
participating Ford dealers offer 50,000
“booster books” at §5 each, containing
four tickets to any of the games at
Ponce de Leon Ball Park, Atlanta,
home of the Crackers. This advance
sale serves a dual purpose. It not only
will provide a certain advance guaran-
tee, but also 1t will encourage the pub-
lic to “buy™ a share in the television
project—stimulating interest in base-
ball generally. During the 1953 sea-
son it was found that 75% of the pur-
chasers made use of their “booster”
tickets, while the remaining purchas-
ers were willing to make this invest-
ment in order to enjoy the televised
serics.  (Unless a minimum number of
books is sold, guaranteeing a certain
paid attendance at each game, Ford
won't televise the game.)

The advance promotion on the
“booster books” is released over WSB.
TV announcing the availability of the
books at all Ford dealers and Shrine
organizations. Thus, a great value in
goodwill is already being engendered
for Ford dealers through their part in
providing baseball in the living rooms
of hundreds of thousands of Georgia
homes up to 150 miles away.

96

the most out of baseball sponsorship

The Ford Dealer advertising com-
mittec had the desire to bring “Ford”
before the ball park audience as well
as the television audience. In the ne-
gotiations arrangements were made for
the ball park management to promote
“Ford Night” once a week during the
liome games at Ponce de Leon Park.
For this purpose two million gate tick-
ets will be provided for the 1954 sea-
son and will be used each night for
drawings on “Ford Night.” The hold-
er of the winning stub receives a new
1954 Ford each Wednesday night. The
park management finds that this free
Ford promotion has been very success-
ful in past years to insure good atten-
dance,

Audience ratings placed the Ford—
Cracker baseball games in Number One
position during the 1933 season.

Russ PauLson
Manager, Atlanta Office
J. Walter Thompson Co.
Atlanta. Ga.

Before we dis-
cuss baseball
sponsorship I
think it would
be wise to men-
tion a few facts
alout baseball it-
self. here in Ed-
monton, and the
position of our
station, CFRN,

in relation to the

Mr. Afaganis

~porting audience.

1. The year 1953 brought Edmon-
ton Eskimo Basehall team into the
Western International Baseball League
for the first time. Pro-ball was back in
Edmonton for the first time in 15
years. In the past few years baseball
had been rated as a minor sport, so
far as attendance was concerned,

a forum on questions of current interest

to air advertisers and their agencies

O

2. The job of buiiding baseball once
again was going to be tough, and
everyone concerned with the sport
knew this,

3. CFRN is known as the sports
station for Northern Alberta, and of
course was counted upon to give it
full support.

Now we get into the meat of the
story:

Edinonton Motors, a well established
General Motors dealer here in North-
ern Alberta, realized the tremendous
value they would receive in this spon-
sorship, not only in the increase in
sales of their particular product, but
also the goodwill that could be estab-
lished locally. and rurally.

Promotion immediately swung into
action. A theme song was established
along the line of “Take Me Out to the
Ball Game”—to link Edmonton Mo-
tors with baseball. This theme song
along with recorded promos. was
played approximately 400 times during
baseball season, supported by news-
paper advertising.

Aside from local newspaper adver-
tisements. 29 rural newspapers were
also included in the campaign. Attrac-
tive signs were placed in the sponsor’s
showroom giving broadeast informa-
tion and of course including the pic-
ture of CFRN's sportscaster.

One thousand baseball rule books
were printed. The cover plugged the
sponsor and the station. The CFRN
sportscaster and baseball officials made
personal appearances before local
groups including the huge “knot-
hole” gang—children under 14 years
of age—promoting baseball and cre-
ating interest. Ball plavers were inter-
viewed on the air. with the personal
touch in mind to create a friendly at-
mosphere between hall player and spec-
tator.

Fvery possible means of promoting

SPONSOR

et PO Soseimien




baseball to the public through radio
was used, including spot plugs on per-
sonality shows over CFRN.
Wednesday and Saturday became
baseball nights over CFRN. People
recognized that Edmonton Motors was
bringing this sport into their homes.

One more factor which contributed
to success—our sportscaster. We be-
lieve Al Shaver is one of Canada’s out-
standing sportscasters and should be
included in this success story. It’s
axiomatic that a good sportscaster is
very important in promoting baseball
or any other sport.

And now, here’s the end result, or,
the success story:

Edmonton Motors found that al-
though they could not pin-point the
actual increase in sales, their custom-
ers and potential customers appreci-
ated their part in baseball, and the
company received hundreds of good
comments and notes of appreciation
because of the sponsorship. The
amount of goodwill created, according
to their management, was tremendous
and is bound to have an effect on the
future business of Edmonton Motors.

Edmonton outdrew every other
Western International League city for
the entire season. Baseball became so
popular that city officials inaugurated
steps to build a new, main grandstand
for the basehall park.

Both sponsor and station feel the
year was a tremendous success and
this year will be looking forward to
even greater achievements.

ERNIE AFAGANIS
CFRN
Edmonton, Alberta

The Hollywood
Stars, two-time
Pacific Coast
League baseball
champions, were
sponsored over
radio last season

by the Seven-Up
Bottling Co. of
Los Angeles,
Inc.. whose fran-
chise covers the two lush counties of
Orange and Los Angeles.

Long recognized and emphasized in
the national magazine advertising of
the parent company out of St. Louis
that sports and Seven-Up had a nat-
ural affinity, it was logical that we

(Please turn to page 129)

Mr. Smith
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for the first time

| e —a———
Recognized as
the important new
metropolitan market
of Central Texas,
this complete Billion
Dollar potential is
reached only by
using the facilities .
of KCEN-TV.
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OF THE ADVERTISERS USING KCEN-TV

Mrs. Baird's Bread
Brackles Speciol Dressing
Fritas ond Cheetos
Grond Prize Beer
Humble Qil & Refining Co.
Ireland's Chili

Lone Star Beer
Magnolia Petroleum Co.
Maryland Club Coffee
Potricio Reid Cosmetics
Peorl Beer

Mrs. Tucker's Shortening
Western Holly Stoves

THESE ARE SOME

Lucky Strike Cigorettes
Buick Automobiles
Ajox Cleonser
Polmolive Soop

Halo Shampoo

(olgate Dental Creom
Polmolive Shove Creom RCA Products

Polmolive After Shave Lotion Wesson Oil and Snowdrift
Fob Bowes Seol Fost

Crosley Applionces Supreme Bakers

DeSoto Cars Budweiser Beer

Ford Cors ond Trucks Bulave Watches

G. E. Applionces Dentyne Gum

Tani ond Prom Home
Permanents

Gulf Products

Jahnson's Wax Products

Chesterfield Cigarettes

Tide, Lilt, Cheer ond Comoy

Minute Rice Folstoff Beer Halsum Breod
Jello Kool Cigarettes Jax Beer
Gillette Razors Oldsmobile Automobiles Coca-Colo

Schlitz Beer Southern Select Beer

American Beouty Flour

Gillette Blue Blades
Gillette Shave Creom

KCEN-TV is the only VHF station in this area. Antenna height

is 833 feet...maximum power 100,000 watts.

-VHF CHANNEL §

TEMPLE, TEXAS -
P. O. BOX 188

e [ CENI-

m 0 G INTERCONNECTED

Owned and operoted by the Bell Publishing Company; represented by Geqrge
P. Holingbery, notionol representative; Clyde Melville Co., Texas represeniotive
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SLICER

SPONSOR: Kitehen Maeic AGENCY" Direet

CAPSULE CASE THSTORY : Last August WTVI went on
the air, the first uhf station in a market which had been
served by vhf tv since 1917, A few weeks ago W T 1
ran one 10-minute program for Kitchen Vagic at 10:00
p.m., Sunday, 17 January. The sponsor offered « slicer
gadget on the program (WT1 Ps one-time 10-minute rate
1s S1400 and two telephone ansicering services were kept
busy taking 302 phone orders. received from every zone
in the St. Louis area. Wonday's mail produced another
126 orders. for a total of 1286 units sold.

W IV Belleville~t. Loui~  PROGR AV 10-minute demoistration

FRUIT JUICE

GLASS CUTTER .“

SPONSOR: Grant Tool Co. ACEXNCY: Dire

CAPSULE CASE IHISTORY: Grant Tool Co., a [arz
mail order house, bought one 10-minute telecast ¢
RTI'U at 11:00 p.m. following the station’s late shor}
Capitol Theatre. KTVU-—a ulf outlet—had been on tl
atr only three weeks at the time. Don Kamin, on beha
of the tool company, wired KTVU, “Your mail an
phone count was terrific . . . please send me avails f¢
this weelkend.” The station sold 117 of the eombinatio
glass cutter-knife sharpeners at 81.98 each (plus C.0.L
postage) at a total time cost of $13.75.

KTV, Stockton, Cal. PROGRAM: 10-minute demon-tration-pitc
|

REAL ESTATE

~PONSOR: Tol-on & A-vuc. AGENCY': Diree

CAPSLLE CASE HISTORY: Tolson & Associates, Real
tors has found that 2:30 a.m. is a good time to sel
houses. On Friday, 20 November 1933 the compan:
bought one {75 announcement which resulted in mors
than 8100,000 worth of sales within two davs. Ther
were 11 houses sold as a direet result of the announce
ment—and they ranged in price from £9.000 to $12.000
The program on which the announeement appeared [ca
tures motion pietures. I’s telecast from 1:10 to 2:45 a.m

KTTV, Los Angeles PROGRAM: Jack-on’s Late Theatr

DANCE CHART

SPONSOR: Daffv-Matt Co, AGENCY 2 Young & Rubicam
CAP=ULE CASLE IHI>TORY: To lest []1(3 SG[(’S cﬂcctire-

ness of Jamie, The Pulse, Inc. asked 1,000 television
homes in metropolitan New York during January if thev
had watched five different programs, one of which was
Jamie. Results showed there was a 41.1°¢ higher inci-
denee of purehasing Mott’s Apple Juice among viewers
of Jamie than among non-viewers. There was 13- high-
er purchasing incidence of Sunsweet Prune Juice among
viewers of Jamie than among non-viewers. Talent cost
of Jamie s 814420 net: time cost (28 ABC T1 stations)
is 815,000 gross.

ABC TV, New York PROGRAM: Jamie

SPONSOR: Tip Top DBread AGENCY': J. Walter Thomp-~at

CAPSULE CASE HISTORY: “Uncle Joe™ Bova demonl
strated a new dance step to his juvenile viewers las
month. Then he told his audience that if they wanted i}
diagrammed chart showing how to execute the step the
should send in a self-addressed and stamped envelope
To simplify the directions, which must have soundec
pretty complicated to his small-fry jriends—many of pre
school age—Borva explained “that’s like sending a lettei
to yourself.” Result? More than 1.000 requests withir
fwo days of Bova's single announcemeni. Cost of the
show is 8510 per half hour (gross) for tinie.

WABK, Cleveland PROGRAM: Tip Top Comie

DEPARTMENT STORE

SPONSOR: Belk-%imps<on Co. AGENCY : Direct

CAPSLULE CASE HISTORY : ‘\‘hor[[_)' b(’/ﬂl’(’ last Christ-
mas WGV L received a letter from the manager of South
Carolina’s largest department store. It read. in part:
“. . . The thought occurred to me that vou people at
WGV might like to know how pleased we are with
santa’s Workshop. our program which vou are currently
televising Monday and Friday nights. The response has
far exeeeded all expectations. with thousands of letters
coming lo us from scores of towns and cities in hoth the
Carolinas and Georgia. It has paid off in sales. too, as
we have checked results in every wav possible. B
Cost of 10 programs was $1.500.

WOV, Greenville, S, ( PROGRAM: Santa’s Workshap

SOFT DRINK

SPON=OR: Dr. Pepper Bottling Co, AGENCY': McDonald §
[laggard
CAPSULE CASE IHIISTORY: In Mav 1933 officials at
Vashuille’s Dr. Pepper bottling plant signed with WSM-
Tl for a spectal eampaign to promote a six-bottle earton.
After six months on the air. area sales of the six-botile
carton were twice what they were the previous year. The
Dr. Pepper Nashville manager said, “In addition to the
terrific sales increase, we [eel Ruffin Reddy and WSM-
TV hare given Dr. Pepper added prestige. We've tested
our audience with proof-of-purchase mail several times,
and I'm continually amazed at the tremendous selling
power of WSM-TI"." Each participation costs $62.62.

W SMTV, Nashville PROGRAM: Western Corral

——— = =
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Got something
Lo suy?

... tell it where they’re waiting for you!

The secret lies in tested. established local participation programs
commanding loval audiences. In Rochester, you'll find the most

and the best of these programs on the station that has a l-vear
head start in TV in this market—WHAM-TYV.

“HOMIE COOKING™”
fo’- ins[(lnce: with 'l'ru(ly )il(‘Nil“. 9:30 to 10 AN
daily, Monday thru Friday. The only
cooking show in Rochester TV, and

one of the best anywhere! Try it and
see. Participation, live or film, £60.00.

' ;‘ HAM -T ~ ROCHESTER, N, Y.'s FIRST STATION
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Honolalu market facts ontlined in KULA boolklet

Ilawaii. says KULA, is a 81.5 billion
market with 500.000 potential custom-
ers, and Honolulu (KULA’s base of
operations) ranks among the top third
of the United States’ 200 leading citv
markets “in all important categories.”

KULA claims that of the 20 largest
L. S. cities, Honolulu ranks first 1n
eflective buying income—S87,198 per
family, or 309- higher than the Ameri-
can average. ‘the high income figure
i~ based on all of Hawaii’s eight racial
groups, according to KULA. The sta-
tion asserts that Honolulu’s population
is larger than Providence, . 1., or
Salt Lake City; that its retail sales are
larger than Jersey City or New Haven;
that its general merchandise sales are
larger than Charlotte, N. C., or Peoria,

KAAA sells newspaper space
(o mark statiow’s birthday

The publisher of the Red Wing
(Minn.) Republican-Eagle was rather
surprised one day last month when
his chief local competitor—KAAA—
sold 1,000 inches of advertising in the
paper. It netted the newspaper nearly
$1.000.

Reason for KAAA’s space-selling ef-
forts on behalf of the newspaper was
the radio station’s fifth anniversary.
H. D. *“Hal” Cory, promotion manager
for the station. decided that to proper-
ly chronicle the anniversary, the city’s
newspaper should have a special 12-
page KAAA Anniversary section. Cory

who was advertising manager of a
newspaper before joining KAAA—
sold the space, laid out the advertising,
wrote the copy and dummied the paper.
He also picked up about $1,000 worth
of advertising for KAAA, plus some
long-term contracts signed as a result
of the promotion.

Said Cory: “We're quite proud of
the promotion because of the unusual
sales pitch used in bringing it to a
successful conclusion. It is gralifying
to be able to walk hand-in-hand with
one’s competitor, especially when it
happens to be a newspaper. ...” * *x *
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I11.; that its drug sales are larger than
Sacramento or Akron, and that its food
sales are larger than Fort Worth or
Bridgeport.

These and a variety of other inarket
facts are outlined n an attractive 28-
page book being distributed to spon-
sors and agencies by the Honolulu
slation. The booklet, which includes
photographs of the market, claims
KULA reaches the “500,000 people in
wealthy llawaii” through its block pro-
graming “to llawaii’s tastes.” because
of its 10 kw signal on 690 ke and

and through its merchandising. * * %

Uhf stations in vhf arecas
start heavy promotions

leavy uhf promotion is being con-
ducted by two East Coast uhf stations
which have gone on the air within the
past few months in areas covered by
vhi outlets. One of the uhf stations is
doing its best to lure national business
while the other—though not reticent
to accept national accounts—is concen-
trating on local business.

On the air about three months,
WTOV-TV, Norfolk, Va., now is giving
advertisers the benefit of a “Baker’s
Dozen” merchandising plan.

The station offers exclusive out-shelf
merchandising in all Colonial Stores,
which WTOV-TV says is the largest
food store chain in the South; window
displays in all Peoples Service Drug
Stores, said to be the South’s largest
drug chain; mailings of jumbo post
cards to all retailers in the station’s

area; movie ftrailers in six thealres,

four shows daily, seven days a week.
The other new uhfer, WRTV, Asbury

Home for “Home”: new $200,000 studio

This is a bird's eye view of NBC TV's new $200,000 studio for "Home," fh? n“e*WO"‘t women's
service program that had its debut earlier this month. NBC says the set is “the most com-

pletely workable permanent set in television.” Concentric furr'ﬂables in 'rhe' center hold &
large automobile. Clockwise around the set are an earth pit for gardening (at left of
camera); a “tumbler” which revolves and inverts heavy objects for views of all surfaces; the
“cookery' for food features: the "editor's area’ for interviews, with monitors for remote
pickups and a “flashcast” strip for headlines and other visuals; a workbench for how-'ro-do-uf
segments; & "'spiral pick-up" which has compressed air outlets to billow ﬁ!my rrlafenals up-
wards and & pickup arm from the ceiling to turn and drape fabrics; a set which will reproduce
all weather elements "“live'; an area for room setups: an area for fashion shows; an area
for commercials. In the foreground is a remote-controlled camera mounted on a telescopic arm
suspended from the ceiling that can z00m from an over-all view to a close-up. By SPONSOR’s
presstime, 9 sponsors had signed for participations on “Home." It's aired from Il a.m. fo noon.

SPONSOR

i o — .

12




Beimm

-——— TN -

— e e w Cag——

Park, N. J., has “no illusion of joining
a network or competing for big na-
tional advertisers,” says Ilarold C.
Burke, vice president in charge of
operations. Like WTOV-TV, WRTV
faces stiff vhi competition. It’s been
on the air about a month and a half,
and so far its major promotional effort
has been to sell itself to viif set owners.

The station pays dealers 25¢ for
every householder they personally call
on in an effort to sell a ulif converter.
The dealer gets the quarter regardless
of whether a converter actually is sold.

To get extra local enthusiasm stirred
up, WRTV is presenting programs
about more than 50 local organizations
with a total membership of 137,000
people. As another attention-getter
the station recently turned its opera-
tion for an entire day over to local high
school students. * kK

Briefly . . .

Billing itself as “the only radio sta-
tion with studios in Harlem.” WLID,
New York, recently claimed another
distinction: It is now the only com-
mercial radio station with a transmit-
ter inside the New York City limnits,
The new transmitter, opposite 86th St.
on East River, the station says now |
offers sponsors “effective metropolitan |
coverage equal to any major network f
or independent station in New York.”
Pulse says more Negroes listen to |
WLIB than any other station, says out- l

let.

«

* * *

Movielab Film Laboratories, New
York, is holding quarterly departmen- |
tal meetings at which the staffl mem-
bers discuss ways of working together
more efficiently. Saul Jeffee, president
of Movielab, told sponsor that his
company thought the motion picture
companies wanted their work in a
hurry. But he says that tv stations
and networks are even worse. “We're ‘
faced with a constant deadline,” he
said, “and by having regular meetings |
different departments can get together |
and figure out ways of working to-
gether more smoothly and faster.”

* * %

KGO, San Francisco, is the latest
radio station to equip its salesmen with
a pocket-sized portable radio. KGO
said the little radios bear the slogan,
“Wherever 1 go, I tune KGO.” The
salesmen use the radios in auditioning
programs for clients and agencies.

(Please turn to page 131)
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Performance
in a Big way! \

Yes, sir! Big-Top performance.

BIG! You bet. KSL-TV’s mountain-top signal

R =%

reaches into 39 counties in four western states.

belong to KSL-TV programs, local and network.

1
TOP! Sure. The highest ratings and the largest audiences ;

For even bigger sales results in the
Intermountain Market,

use KSL-TV.

Represented by

CBS Television

Affiliated with

et | KSETV

rk
Dumont networks Salt Lake Ciiy
A NI W N
PN .

serving thirty-nine counties in four western states

Spot Sales
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some spots are bett

If you’'re trying to make a mark for yourself . .. let good pictures
pull the big audiences.

The Television stations represented by NBC Spot Sales have
lined up star-studded late night films that are attracting wide=
awake adult fans. The prices are right, too! Spots in one of

the nation’s richest retail markets come as low as $36 each.

And late night movie spots sell! Local advertisers who depend on
advertising for survival prove it night after night. For instance:

For the best spot, at the right time, at the right pi
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e ‘ representing
' n o ers TELEVISION STATIONS:
. : WAVE-TV Louisville

Schencetady-
Albany-Troy

KONA tionoiulu, ffawan
ppliance dealer sold 55 television scts with only one spot unnownce- o New York
in late night movies. WNBQ Chicago
KNBH f.os Angcles
atn of super markets just renewed sponsorship for the foirth straight KSD-TV  St. Louis
.« . last month achieved an average ARDB of 26.7. WNBW Washington
. WNBK Cleveland
o-week contest on one station’s midnight mowvies drew 58,011 entries. KPTV Portland. Ore.
. representing
, too, can win critical acclaim for your own advertising sales RADIO STATIONS:
sages. Just ask your NBC Spot TV salesman to help you WAVE Lot
Louigvi
rne a schedule of late night movie spots. KGU Honolulu. Hawaii
WNBC New York
WMAQ  Chicago
KNBC San Francisco
KSOD St. f.ouig
\ WRC Washington
SPOT SALES

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

Chicago Detroit Clevelund Washington San Franeisco
Los Angeles Charlotte* Atlanta™  *Bomar Lowrance Associates




SMALL-TOWN AMERICA
(Continued from page 12)

goodly percentage of retail sales de-
riving out of towns with small concen-
tration of population.

Again using the LS, Cen-us of
Business as a source, sroxsor found
that better than 353% of retail grocery
sales derived from towns with popula-
tions under 50.000. Close to 60% of

tire auto accessories sales are attribu-
table to such communities. Some 45%
of national proprietary and drug store
sales derive fromn towns with popula.
tionrs under 50,000.

To show how retail sales of any one
break by ecity size
aroups, lere are figures indicating

product down

over-all national retail gasoline sales
in 1918 broken down by size of city:

 KLB

5000 WATTS

ON 610
IN HOUSTON

Dte Cadillac
| Copital of the

iy,

TEXAS LARGEST -
FULL TIME

INDEPENDENT
STATION

Howard W. Davis, Pres.
Glenn Douglas, Gen’'l, Mgr.

ON 630

[} IN saN anTONIO |

| Amenicas Factest

Growing Major

s>

MORE TEXAS ADVERTISERS

USE KMAC THAN ANY
OTHER SAN ANTONIO
STATION

Howard W. Davis, Owner

Ask the Walker Representation Co., Inc.

104

City population No. of gas stations Retail sales

(in thousands)

Over 500,000 16,887 $817,581
250,000- 500,000 7,714 342,544
100,000-250,000 I 11,049 475,608
50,000-100,000 . __. 10,006 427,726
101 AL 45,656 $2,063,459
25,000-50,000 11,621 $499,615
10,000-25,000 17,465 720,371
5,000-10,000 13,233 523,272
2,500-5,000 11,558 423,049
Under 2,500 88,720 2,253,535
TOTAL 142,597 $4,419,842

1 otal for the 1J.S. 188,253 $6,483,301

It is apparent, then, that Smalltown,
U.S.A., 15 a retail market of such size
that no manufacturer of a nationally
distributed product can afford to ig-
nore it in his advertising allocations.
But how can the advertiser reach
Smalltown, U.S.A.?

The most efficient means of
ing the smaller community is

reach-
to be
founrd in radio, on a spot or a network
basis. The advantages of including
~maller communities in a spot sched-
ule are the same, of course. as those
which pertain to any spot buy. And
two networks <erve the smaller com-
munity. Keystone makes a specialty
of it. Mutual Broadcasting Syvstem cov-
ers the smaller community as part of
its activities as one of the four mnajor
national networks,

Kevstone Network, with 700 affili-
ated radio stations, is most powerful in
towns with populations under 10.000.
Mutual Broadcasting System, with 565
afliliated radio stations, is strongest in
towns with populations ranging from
10,000 to 100.000. (For complete
breakdown of size of cities covered by
these networks, see charts page 43.)

Keystone is a transcription network.
It provides sustaining and commercial
programing on tape for its 700 afhli-
ates. The character of these KBS afhli-
ates is truly local, with all programing
and appeal keyved directly to the par-
ticular Smalltown, U.S.A., market in
which the stations are located. Close
to 400 KDB> stations are 250-watters
whose coverage area coincides exactly
with the average town of 25,000 or
fewer people in which these stations
are located. The bulk of KBS stations,
or 76 of them. are in one-station
markets. that is, towns which can be
reached only through KBS.

Mutual Broadcasting System is the
“grass-roots” radio network, with an
aggregate audience of 60 million peo-
ple in 45 of the 48 states. Many of
these MBS stations are in the large
metropolitan centers, and. in fact, an
advertiser may choose to cover the
major markets via a limited MBS net-
work. bypassing its penetration into
Smalltown. US.A.

SPONSOR
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However, for national advertisers
who’re seeking broad coverage, several
facts about the 565 MBS afliliates as-
sume importance. Of the 565 MBS
markets, 2067 throughout the U.S. are
in non-tv areas. In other words.
MBS has access to about 12 million
radio-only homes in markets not yet
covered by tv. An MBS study of the
network’s penetration revealed that
MBS attracts two out of every five ra-
dio listeners throughout non-tv U.S.
Further, three out of every five radio
listeners in Smalltown, U.S.A., in mar-
kets where MBS has the only network
afhhate, listen to the MBS station.
(For distribution of MBS stations, see
chart on page 43.)

The advent of tv has made small-
town radio coverage more important
than ever before. When advertisers
relied on network radio for the bulk of
their advertising penetration. they con-
sidered spill-over coverage from power-
house stations sufficient to reach into
the smaller markets. Today. with both
air media carrying a sponsor’s mes-
sage throughout the country, adver-
tisers have become more aware of the
need to penetrate into grass-roots
markets, as well as the need for so
doing by means and advertising psy-
chology that is radically different from
their pitch in major markets.

The 3,000 counties in the U.S. with
small communities within them actual-
ly contain individual entities that are
not only different from the metropoli-
tan market, but that differ from each
other. Listening habits in Smalltown,
U.S.A., are as different from those in
the metropolitan center as are the
living patterns. And in these smaller
communities the population relies on
radio for its entertainment to a far
greater extent than in those larger
cultural centers where a greater selec-
tion of distractions is available. By
the same token, Smalltown, U.S.A.,
has displayed a far greater station and
program loyalty than can a big-city
audience.

With these differences in local tastes
in mind, Keystone Network relies
mostly upon its affiliated stations for
programing that will appeal to the
small-town audience. As a taped net-
work, it provides musical programing
to its stations upon request, out of
the two e.t. libraries that the network
has acquired. The other type of pro-
graming the network furnishes its
affiliates is taped programing provided
by various sponsors.

22 MARCH 1954

The independent  programing  of
KBS affiliates i< keved to local tastes
with strong emphasis upon local news.
woalh(‘r, sports and  entertaimuent
coverage. Shightly under 50¢¢ of the
KBS affihates program independenthy
during those hours when they do not
broadcast KBS tapes. Through KBS,
advertisers can buy local programing
adjacencies or participations econom-
ically by taking advamtage of bulk
buying.

graming  with  good merchandi-ing
possibilities. Throngh the MBS Mnhi-
Message plan a Bhie Book of adver-
tisers have taken advantage of the
ceonowmic combination of good pene-
tration into Smalltown, [ .S\, plos
programiug that can be tied i effec-
tively with point-of-sale displays,
Jucques Kreisler Mfg. Co. (N. W
Asver), is one advertiser who is nsing
MBS for the dnal purpose of coverage
aud  merchandisability.  This  watch-
band manufacturer used MBS™ Multi-

Mutual Broadcasting System pro-
vides advertisers with mass-appeal pro-

Message  plan for  the  first

tine

v raxes 23953 Qheacters

. TO CULTIVATE THE WESTERN MARKET

|

}
;

' 50,000 WATTS

4
E For food advertisers:

T a.

KOA goes to the city, too, but right now
let's concern ourselves with those 213,
953 tractors and their owners.

They cultivate some 263,098,634 acres
af Western Market farms in 302 counties

of 12 states. Farms whetie the average

income exceeds the nuational average

by 74.3%!

KOA, too, cultivates this area with pro-

grams -of entertainment and farm serv-

ice; tailor-made for the Western Market.

Plant your sales message -on KOA-Radio
— “The single-station network” -— and

harvest a bumper crop of sales!

<
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CUT ouUT
FOR YOU!

SELL to

the market in
which 73% of
OKLAHOMA'S

retail sales
are made. ..

with a station
whose coverage

is concentrated
98% therein!

Yes, WKY is powered
and programmed exclusively
for Oklaboma.

WKY

RADIO

Owned ond Operoted by

THE OKLAHOMA PUBLISHING CO.
The Doily Oklohomon

Oklohamo City Times
Former-Stockman ® WKY-TV
Represented by THE KATZ AGENCY

throughout summer 1953, for the pur-
pose of keeping the brand name in the
consumer s mind at a time when vaca-
tion plans take priority over luxury
purchases. and to establish a franchise
against competition in those markets
previously untouched by national
watchband advertising.  During 1953.
some 1% of the firm’s budget went
into MBS sponsorship.

A 1009 air media advertiser,
Kreisler Co. is going back to MB3 on
29 March for a 13-week run. At this
time the firm is participating both on
\BC TV's Aate Smith Show and To-
day. A 100-station lineup on MBS
will carry the watchband commercials
into Smalltown, L.S.A. siinultaneously.

At a cost of 81,500 a minute. Kreis-
ler bought into the MBS Multi-Message
Plan: one minute in The Falcon, NIBs,
Mondays, 8:00-8:30 p.n.. another
minute in Mickey Spillane, NIB>, Tues-
days, 8:00-8:30 p.m. These two pro-
grams. the feel~. reach the
type of mixed adult and older teenage
audience- that are potential watchband
customers,

Sl)()l]S()l'

In sales meetings with
jewelers througlhout the country, Kreis-
ler stressed both the low cost of this
buy and the programs’ merchandising
possibilities.

Carter Products Co. (Ted Bates), is
another sponsor who uses MBS for its
extensive coverage, both in metropoli-
tan areas and principally in Smalltown,
U.S.A. A cold-season MBS advertiser
in 1933, Carter Products Co. rotates
commercials for four products (Arrid,
Rise, Nair. Carter’s pills} on MB=3.
Carter’s MBS buyv: Nick Carter, Sun-
days, 6:30-6:55 p.m. and later in the
vear, Squadron, Sundays, 6:00-6:30
p.m. During the 13 weeks of cold
season when Carter was on MBS, the
finn cleared 510 stations. which pene-
trated at an economic cost into the
small towns which the remainder of
the firm’s advertising did not touch.

The appeal of these two programs
was sufliciently  broad to deliver to
Carter Products Co. a large audience
of potential buvers for all its produets:
people over 35 for the Carter Pills,
voung girls for Nair depilatory, men
for Rise shaving cream and a general
audience for Arrid.

Viller Brewing Co. (Mathisson and
\-~ociates). recently bought a series
MBS because
the firm feels “that particular net’s
station-cities clozely match the \hller
Itigh Life distribution pattern.”™ The
breweny found. " An afliliated local sta-

of news programns on

tion is better adapted to the task of
cooperative merchandising with the
MiHer di«tril utor than is an even more
powerful station covering a number of
Miller markets.”

The brewery’s clhvice of programing
i~ divided between male and female
appeal becau=e the firm ha~ found rap-
idlv increasing <ales of beer for home
consumption. Miller Iligh Life News
High Lights. featuring Robert F. Hur-
leigh on MBS Mondays. Wednesdays
and Fridavs 9:25.9:30 p.m.. i= keved
to men: Hazel Markel. MBS Tuesdays
and  Thursdavs 12:20-12:30  p.m.,
reaches the women.

Among Keystone advertisers who
con~ider thi~ radio network a recular
part of their advertising plan< are such
old-time KBS <ponsors as Carnation
Mik, Anahist, Pepto-Bismol. Van
Camp Food-. Some 50 adverti~er~ in
the food. drug. automotive field< have
been using KBS for several years at
a low co-t to insure that sizable per-
centage of their retail sales which
stems from that group of consumers
which no national firm can afford to
overlook in this compelitive vear: the
citizen of Smalltown. US.A, % * %

WCBS LETTERS
(Continued from page 49)

hold tasks to do, comforts me when
I'm sick or sleepless, helps me to be
well-informed. though domesticated.
Be-t of it. it never =ays 'l don't know’
when I want to find out the time. the
weather or who won the fight!”

Another  housewife  emphasizes
radio’s constant presence. If you rang
her doorhell, a~ked her why she liked
radio. she’d say:

“Radio is the only on-the-go enter:
tainnient in the world today — and
most of us are on the go most of the

time todav. We housewives mark
Antonmy = words to his friends and
countrymen about a loan of their

ears. because that’s about all we have
to lend from dawn to dusk. And what
can beat the wide range of drama to be
shared without being chaired? The
immediacy  of news almost as it
happens! Music? I can cook to a
concert, Information and education?
I can clean while in class. All those
in favor?— The “ears” have it!”

Ring another doorbell. and the
people might stress radio’s importance
to the family as a units

“We like radio in our little family

SPONSOR
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YOU can

SEE

the

difference!

In 1928 there were four television sets
in the Schenectady area that were able
to receive this first dramatic program,
“The Queen’s Messenger,” from the
General Electric Company’s experi-
mental television station. Today 356,000
receivers in the 14,000 square miles
that WRGB covers, tune regularly to
the full-time programming of WRGB.
The vast area of Northeastern New
York and Western New England now
sees the difference made by 26 years
experience in television. Take a closer
look with your NBC Spot Sales Repre-
sentative. See the difference WRGB can

make for you.

A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK

THE

CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION STATION

22 MARCH 1954

Represented Nationally .by NBC Spot Sales
New York ¢ Cleveland ¢ Chicago ® Detroit

Hollywood ¢ San Francisco
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because the sound of radio identifies phrase “radio is a friendly sound—a for the best letter each day (78 radios
some of the happiest and warmest family sound in our household.” But were awarded over the 13-week period

5
moinents in our home life. The radio  you get the idea of radio’s importance of the contest). At the end of the con- i
is on at uight when we are relaxing  iu family life. Here’s another example:  test the two best letters were selected,
after a long day it awakens us and “I like radio because it is an under-  With first prize—a new Mercury car—
entertains us pleasantly in the morn-  qanding guest who comes into my going to a Noroton. Conn. house-
g we turn it on during the baby’s  home, entertains me, instructs and en-  Wife (spoxsor, 8 March, page 130).
night feeding  the children listen to  Jighiens me. It's an casv, relaxing A New Jersey policeman won second
it at meal or play tine. cuest who doesn’t make me sit in the Pprize, a week’s vacation for two in ‘]
“Radio is a friendly sound a fam- living room and give him my full Puerto Rico.
ily sound in our houschold. That’s  attention, but lets me go on with what- Most of the 78 winning letters and |
why we love it, aud why we'll never  ever I want to do.” many of the others seemed to reach
be without it!™ ' Listeners who wrote letters stood a t,he_ same conclusion as last year’s
You can’t draw a graph about the chance of winning a table model radio Politz study for Henry 1. Christal
stations (spPoxNSOR, 14 December 1953
and 10 August 1953). The letters and
the Politz study both indicate:
o People with tv sets still listen to
radio.
e People listen to the radio while
doing something else.
A o DPeople say they need the radio
for information (news, weather, time) E
1
]

as well as entertainment.
KANSA o People say radio is a necessity.
\ Notice how each of the following
contest letters emphasizes at least one

of the four findings made by Politz:

/ “A musician and singer, a teller of
tales
Westward from a pioneer stone A breezy dispenser of newsy details,
I “list” without looking—no time lost
/

fence post stretches 400 miles i
rom chores

of America's richest wheat lands, And real eyes might scorn what my ‘
‘mind’s eye ’adores
Anywhere, anytime. easv to tote—

, dotted by farms and small towns.

This is WIBW-land . . . 100% My perfect companion, myv gloom.
agricultural . . . big scale in its antidote. l
* * *-

operations, its needs, its buying. .. ) )
“A family of four, including three:

month-old babv, and a six-room house
billion. require a schedule. Keeping the radio
on is a perfect way to keep scheduled.
Up at 6 with Sterling . . . by Bob
ing” this huge, unexploited Haymes time. beds are made, dishes
done and diapers are spinning. Bill
Leonard and 1 bathe baby. Joan ;
they're also “discovering™ that Edwards and I feed her. Godfrey time
i= Mother’s ‘tea’ time (baby’s nap
time). Make Up Your Mind for

with farm income of over $1.5

Many advertisers are “discover-

market. At the same time,

the quickest, lowest cost way

to sell their product is to use fish oil and orange juice . . . Rose-
the medium that is the first mary finds us dressed for outdoors.
e 3 . . “Noontime. [ turn the radio off
.‘q;' d : choice of these farm families reluctanth . grateful chores made so
TN T W : R (T L themselves—WIBW., . pleasant.”
] 3 toeid e ) * » *
“Becanse — Because I'm alwavs I

hurrving. being teacher. housckeeper,

<" N mother and gardener—bhecause 1 want
. — - I . the news and haven’t reading time—

.m., and Selling IR liecause | must know the correct time

(| "THE MAGIC CIRCLE" I and my clocks never svnchronize—
Rep.: Capper Pablications, Inc. « BIN LUDY, Gea Mgr.« WIBW « K(KN . A b =
A\S — hecause I must know the weather for
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WHEN THE PRESIDENT DIED . ..

Dallas heard
it before
Washington

Within a minute of the wire that told of
President Harding’s death, Dallas heard the
news. A WFA A newscast was on the air
—and WFAA was first in the nation to an-
nounce the president’s passing.

It’s a long way back to Harding’s death
in 1923. The cumbersome TRF set and the
parlor it graced have disappeared. But
radio has since become part to most every
phase of human existence, with the news
broadcast an important means of immediate,
mass dissemination of the news.

WFAA earns its welcome into listeners’
homes. In times of emergency or distress
Southwesterners turn first to their
“neighbor of the air” for help. In December
a lost boy was found within the hour by
a man who heard the youngster’s description
on WFAA’s 7:00 AM news. A week later
the wreckage of a missing plane was located
when a farmer who heard the crash asso-
ciated it with a WFAA report. And just be-
fore Christmas WFAA arranged for a
mother’s appeal to reach across the seas to
her son—one of the 22 Korean Veterans
who chose Communism.

There are six veteran newsmen who re-
port, re-write and edit the 2614 hours of news

broadcast on WFAA every week. The
people of the Southwest depend on WFAA for

the complete story of newsworthy events
of local or world-wide significance.

One af a series: WFAA's established leadership in the Southwest

22 MARCH 1954

—t

Mr. and Mrs. Warren G. Harding, photographed
shortly after his nomination for the Presidency.

ALEX KEESE, Station Manager
EDWARD PETRY & CO., National Representative

Radio Services of The Dallas Morning News
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TALK IS CHEAP
(but RESULTS are beeg!)
when you advertise your product over

KIFN . . . Arizona’s only full-time
Spanish-language station!

Si, sehor . . it costs surprisingly leetle to
tell your sales story to Arizona’s 85,000
Spanish-speaking people! But the results . ..
ah, amigo, the results will warm your heart
hke tequila!

Ask coffee-man Seror
Folger, who sold 708
pounds of coffee to Phoe-
nicians from just 27 spots
on KIFN' Ask Moe’s Food
Fair, which sold 2500
pounds of pinto beans
(along with other adver-
tised items) in one week-
end' Or ask the very
pleased boss-man of
Quality Furniture who re-
ceived 220 letters from
prospective customers,
from a single musical quiz
program on KIFN!

Ah, yes, amigo the
KIFN audience listens .
and buys! $20,000,000
was spent by Spanish-
speaking Arizonans for
goods and services last
year' If YOU want to sell
this nich market, you're
wise to speak its lan-
guage' (We translate your
message into Spanish for
free broadcast it over
KIFN for a minimum
charge. (Compare and
see')

ASK THESE YANQUIS ABOUT KIFN!
NATIONAL TIME HARLAN G OAKES

SALES AND ASSOCIATES
17 E 42nd St 672 Lafayette
New York, Park Place
New York Los Angeles, Calif.

860 Kilocycles * 1000 Watis
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA
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driving over a treacherous hill -be-
cause ['m interested in polities and
can’t keep up with them outside—
hecause, 1 love the theatre and can't
afford 11+ -because, {'m interested n
merchandi~e  and  can’t
because, 1 like music
Lecause. friendly radio

new shop

around and

can’t make it

voices are company when 1'm alone—

and because television hurts my eyes
I love radio.”

* * *

“\My reasoning is simple. In ’28 we
were married, we ~elected radio along
with our modest home furni~hings.
liver since, radio las been a natural
part of our lives. I recall how witally
important it was to us then.

“As the Dbabies it never
dawned on us to hire “sitters.” We had
everything. happy home life and al-
wayv~ fine radio entertainment.

“Today. things are different. Finan-
cially comfortable. we own six radios.
Our children grew up. went to college
and studied with radios playing.

1 Dbelieve and hubby agrees, that
radio has helped us remain a happy,
united family.”

came,

HUDSON DEALER
(Continued from page 45)

Moran’s personality probably had
more to do with of his
television efforts than any other single
factor. Jim savs the secret of his ap-
peal lies in the fact that he’s “always
himself.”

He points out, “I’ve never taken a
diction or dramatic lesson in myv life.
And I never willL”™ 1t’s the "Common
Joe™ touch that gets him across to
viewers, His occasional grammatical
lapses and mispronunciations give his

the success

audience a <ense of personal identifi-
cation, add to the believabilitv of his
messages.,

The kev to his success on tv lies in
his ability to relax before the camera
and speak to viewers with sincerity
and comviction. exactly as he would
if he were in the showroom.

Jim =avs. "It seems to us that the
ideal climate for selling merchandise
would be to be able to bring every pos-
sible customer into our place of busi-
ness where we could demonstrate our
product and tell our sales story. Since
this is impossible. we use tv to bring
onr sales room to our prospects. That
i= why we try to do such a good job

of lighting our cars and displaying
our wares—and why we avoid the use
of high pressure and gimmicks and
hysterical-type sell.

“We don’t use high.pressure sales-
manship because we would never talk
or act like that with folks who walked
in our front door.”

Jim’s casual manner carries over in-
to his stint as m.c. on Courtesy Hour
and Barn Dance, and he dons Western
garb to get into the mood of the show
on the latter.

Moran thinks he's found the perfect
colution for reaehing the greatest
amount of adults through his program
lineup because “there’s enough variety
so that there’s comething for every-
one.” The three types of programs—
movies, variety acts and farm jam-
borees—have widely varied appeal.

The commercial copy itself on all
three shows stresses exclusive features
of Hudson models as well as such fac-
tors as price, trade-in allowances, de-
pendability.  All are written in an
easy-going, low-key style that i= much
the same as ordinary conversation:

“I know many of vou folks are curi-
ous lo know just how much vour car
is worth on the market and in trade.
Well—there i:n’t a belter time than
right now to find out hecause we are
very glad to go on record telling you
exactly how much the car vou now
own is worth—on our 1951 Hudson.
To begin with. the most popular cars,
the cars more people buy are the three
so-called lowest-priced cars. Now the
reazon for this is very simple. It just
seemed to be the only new ear vou
could afford—so vou bhought it. It
may not have had all the luxury vou
wanted. It mayv not have had quite
the performance yvou hoped for and it
may not have had all the room and
comfort vou wanted. But did you
know that vou can move up into a far

more luxurious automobile—a far
more handsome automobile—a far
more exciting automobile—{or less

money? It's true and right now—1I'd
like to have you compare the car vou
own with our 1954 Hudson. . . .

Moran cross-plugs the shows during
the commercial to stimulate viewer in-
terest in an attempt to increase the
number of advertising impressions per
person. If the same person hears Cour-
tesv Motor commercialz on two differ-
ent shows each week. he’s more likely
to remember =ales arguments. becomes
a hetter sales potential.

SPONSOR
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Which Kansas City radio station reaches
the largest number of daytime listening
homes in rural and small city Mid-
America — seven days a week — the year
around ?

KCMO, Kansas City’s only 50,000 watt
station. The 1953 composite Conlan
“Study of Listening Habits”’ in Mid-
America rates KCMO over all other
Kansas City stations. In fact, KCMO
serves a larger Mid-America audience
than any other station heard in the area.*
Simple sales arithmetic shows that KCMO
iIs your best buy in the rich, expanding
Mid-America market.

*There’'s good reason, too. For information on how
KCMO's biight, fresh programming commands the
loyalty of Mid-America’s largest audience, contact
KCMO or the Katz agency.

radio
50,000 Watts at 810 Kc.

125 E. 31st St., Kansas City, Mo., or THE KATZ AGENCY

“It's a Meredith Station”
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Occasionally Moran uses giveaways
to test the pull of his various prograins
and determine their comparative pop-
ularity. Oune such offer involved one
announcement that free yo-yo’s would
be given to children who visited the
sllowroom over the weekend with their
parents. Over 5,000 yo-yo's were dis-
posed of during the following week-
end and Moran had to purchase 3,000
additional toys to meet the demand.

Alertness to trends and willingness
to experiment charaeterize Moran’s
business ventures as well as lis televi-
sion efforts.

Jim began his business career after
high scliool as a gasoline pump at-
tendant. Within a few years he had a
station of liis own and two years later
lie owned three stations. After a stint
in the armed forces during World
War 11 Jim opened his own Ford agen-

5000 WATTS

Youre on the /’/}@t o
with WREN....chorce for
BUDWEISERS CARDINAL GAMES

Once again, WREN’s tops for spring and summer-
time listening, with a full schedule of St. Louis Car-
dinal games, in a red-hot Cardinal territory. Cash in
on this big audience. Write for good availabilities
around the Cardinal games.

REPRESENTED BY WEED & COMPANY

TOPEKA, KANSAS
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cy in suburban Chicago Heights.
Shortly afterward he bought the Hud-
son agency which at the time consisted
only of one small building. Now his
business takes up a full block and he
has 400 employees.

Moran’s television appearances are
not confined to selling Hudsons. He’s
become a civie personality through
such activities as telethons for the
Cercbral-Palsy  foundation, various
cancer research organizations and the
Citv of Hope. lle has become so well-
known a personality, in fact, that he
was recently asked to run for mayor.

Moran was one of the forerunners
in the growing trend for the use of
air by auto manufacturers and dealers,
and he was one of the first of the “per-
sonality” auto salesmen. All his chief
competitors in the Chicago area now
have regular air schedules.

Auto manufacturers as a group have
become more and more air-conscious
in recent years as the supply of cars
has caught up with—and is now over-
taking—demand. During the first
cight months of 1953 auto manufac-
turers more than doubled their gross
network time billings for the same
period of 1952. In 1933, the figure is
$11.884.278; for 1952, $5.772.834.
(See “Automobiles on the air,” spox-
sOR, 16 November 1953, page 43.)

* k %

WEEK AT AGENCY
(Continued from page 39)

looked over at the battery of clocks
behind Garrowav’'s tv desk.

“Let’s go grab some breakfast,” he
said.

It was 10 minutes after eight. The
sun was up, people on their way to

| work were staring through the huge

glass windows at Garroway; the Telop
One Club was in full swing.

I was hungry. I realized.

* kX

Two-Sixty Madison Avenue is one
of the new crop of “‘junior sky-
scrapers” in Manhattan. It stands like
a glass-and-stainless-steel wedding cake
at the corner of 38th Street and Madi-
son Avenue in what used to be the
quiet residential section of Murray Hill
back in the Life With Father era.

The fourth aud fifth floors. and part
of thre third. are occupied by Cunning-
ham & Walsh, an ad agency that is a
lineal descendant of the Newell-Em-
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MY 1DEAL REP”

SAYS CHUCK WILDS (f
N. W. AYER,

“doesn't hesitate to use the
teletype or telephone when a

quick decision is needed

from a station.”

>

JEPCO helieves in fast
action, In the fast-moving tv and
radio fields the alert rep
must render service

on a moment's notice.

This is the Pearson policy.

JEPCO knows how the wind blosws

£

B J0HN E PEARSON CONPANY

radio and television staticn representatives

-

NEW YORK ¢ CHICAGO o MINNEAPOLIS ¢ DALLAS ¢ LOS ANGELES « SAN FRANCISCO




NEW ARRIVAL!

...BIG CHANGE
' AT WVET

the statton with moie local
accounts than any other TIIREE
Rochester stations put together
has joined America’s livest net-

Yes,

work!  Result:—improved
gramming . . . ever increasing
audience better-than-ever-
buys for advertisers in the rich
Rochiester - Western New  York
market!

5000 WATTS » 1280 KC.

pro-

No !o )
Represen'ed Nationally by
THE BOLLING COMPANY

IN ROCHESTER,

\" pt

....mmll”””” |

/] Reasons Why

The foremost national and local ad
vertisers use WEVD vyear after
year to reach the vast

Jewish Market
of Metropolitan New York
. Top adult programming
2. Strong sudience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“'WHB'S WHO ON WEVD"
HENRY GREENFIELD

Managlng Dlrector

WEVD 117-119 West 46th St.
New York 19

|||||l|llll.-—_:
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mett agency founded in 1919. The
agency employs 320 people. of which
37 have been with Newell-Emmett and
C&W for over 20 years. Fred Walsh,
the president, and Jack Cunningham,
executive vice president and opera-
tional head, have been witlr the firm
since the start.

C&W is not a “big” agency in the
sense that Thompson, McCann-Erick-
<on, Y&R, BBDO and a few others are
“big.” It does not have a string of
branch offices (although it has a
“service office” in Hollywood) around
the world. It does not have a sharply
defined hierarchy and extensive depart-
mentalization.

But it is far from small. This year,
Cunningham & Walsh will handle
about $13 million worth of advertising
from 33 clients, of which about 409
will go into radio and televicion, bhoth
network and spot. A dozen clients of
the agency are active in air advertising.
They range from the Bank of Manhat-
tan, \\lll(‘h ':pen(ls about 20% of a
$550.000 budget in local (New York)
radio-tv spot campaigns, to giant Lig-
gett & Myers, the agency’s ln(mest
account, whieh spends about half of
a sroNsoR-estimated $13.000.000 in a
long string of net and spot operations.

Fortified with ham, eegs, coffee and

fand it 4

toast, I arrived promptly at 9:00 a.m.
on Monday March first. The lobby
was empty except for eight red-headed
elevator operators who looked hike air-
line hostesses in their cream-colored
uniforms. This was the building’s
“gimmick,” I learned; there were eight
more red heads on the other shift. The
starter, a Technicolored magnificence
in his white cap and jacket with red
trim, blue trousers and blue tie, nodded
pleasantly. He had brown hair.

At the fourth-floor reception room, a
simple lounge in wood paneling and
pastel greens, 1 was announced to
Howard Johnson, the agency’s public
relations director who had heen desig-
nated to ~how me around.

“People always think 1'm the guy
who runs the roadside restaurants,”
he told me as we started down a long
corridor to the southeast
the building.

eorner of

Agencymen were arriving in their
offices, settling down, drinking coffee,
reading papers and memos. I caught
quick glimpses of offices as I went past.
Buff and terra-cotta. Cool greens.
Beige rugs. Mahogany desks. Modern
but not modernistic. Comfort but not
loxury. Huge picture windows. Air

the

conditioning that hadn’t taken
weekend chill out of the place.

“This will be your office,” said John-
son, stopping finally before an empty
office on the 38th Street side. ““One of
the girls from my department works
liere. Joanne Keene. She’s away for
a week.” [ stared at a pile of toddler-
sized dresses on top of a filing cabinet
and at some swatches of material on
the desk.

“Joanne handles special promotions
with women’s magazines. She’s our
sewing expert.” Johnson explained. He
produced a big pile of newspaper
clippings, lno"raplnec and back issues
of trade pubhcanons.

“Now that you're a junior executive
here,” he smiled, “you’ll want to get
yourself oriented a bit on the history
of the agency. I've scheduled an
appointment for you this morning with
Jack Cunningham and one this after-
noon with John Sheehan, our radio-tv
director. Read through this stuff and
give me a call when you’re ready.”

An hour later 1 felt ready, and dialed
Johnson on 245.

He said, “We've got a litile time, <o
I'lt give you the Yorty Cent Tour.”

“We moved in here in July 1952,”
Johnson called over his shoulder as we
took off at a fast trot. “Our part of
the building was designed specially for
us. You're on the fourth floor. Along
this part of the Madison side are media
executives, including Newman Mec-
Evoy, our v.p. and media director.”

He waved to McEvoy, a tall, angular
man with close-eropped gray hair who
looked over the top of his glasses and
waved back at Johnson. Several junior
executive types, in dark flannels and
tweeds, were busily discussing some-
thing with McEvoy. *“Media group
meeting,” said Johnson.

“On the north side of the floor is
the Liggett & Myers department—
account men, art and copy, L&M pub-
licity, radio-tv, production—and Fred
Walsh’s office. He’s our president and
top man. with E. H. Ellis. on the L&M
aceount,”” he said as we hurried along.

We passed executive offices, bull
pens of secretaries and media buyers.
a huge art department busily creating

MORNING AND AFTERNOON
JOHNNY SHAW
SPINS THE GOSPEL RECORDS
FOR THE MID-STATE

NEGRO AUDIENCE

NASHVILLE, TENN.
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Chesterfiekd ads. an eat-in lunchroom
(for C&W-ites who are in a hurry),
mail rooni, mimeo, checking and billing
departments, communications.

Johnson paused, and cleared his
throat discreetly.

“We're very informal here,” he said.
“but you might as well learn which
men'’s room to use.” He pointed down
a hall. “That one.”

We were now ahout a block froni the
office assigned to me.

“There’s another and fancier onc on
the Madison side,” he added, “but it's
for high brass. We have a special
super exccutive john on the fifth floor.
complete with shower, lounge and bar.
but that’s reserved for clients.”

We went through a door into the
entrance hall.  An clevator stopped.
We stepped in. “Five” said Johnson
to the red head in charge.

C&W's fifth floor is like the fourth.
More executive offices along the Madi-
son side, the research department (in
process of moving to the third floor).
the radio-tv department (other than
L&M), audition room, copy-art con-
ference room, more art and production
offices. personnel, the famous C&W
oval conference room (walnut walls
with a huge oval Korina table big
enough to seat 25 people), and. of
course, the client lounge and shower.

Outside the conference room, a sec-
retary stopped us.

“Mister Cunningham will see you
now,” she said.

* % %

John P, Cunningham at 57 is the
operational head of C&W. A relaxed
New [ngland Yankee who likes to
wear casual tweeds in the oflice, he was
sitting behind a huge mahogany desk
that looked big enough to use as a
badminton court.

“Come in,” he shouted through the

s bash Ave.
3328 So. Wabash
“1 Chico9° S, tilinos

open door of his offce.

1 suddenly realized that all the doors
of all the executive offices I had seen
had been open.

Cunningham put down a pink coffee
cup that could have doubled as a small
bird bath. crushed out an L&V fikter-
tip cigarette and waved us to a big
foam-rubber sofa near his desk. Lx-
cept for the desk, the room could have
been the living room of a wealthy
bachelor’s apartment.

“So, you're going to work heie for
a week, eh?” he chuckled. His accent
was Bostonian. Ilis face still
brown with what looked like a Florida
tan.

was

“Let me tell you a few things about
how this agency operates,” he said,
lighting an L&M and offering me one.
“This is not a one-man shop. I’'m not
‘the boss” znd neither is Fred Walsh.
This agency is run by a management
group of 12 directors, eight of whom
are creative guys. Writers, arlists,
radio and tv guys. These eight men
probably spend 909% of their day
producing advertiszing for Cunning-
ham & Walsh clients, in addition to
guiding the agency.

“We have a democratic type of man-
agement. It makes us very flexible,
and gives us plenty of room to grow,
even though we’re a pretty good-sized
agency right now. We estimate that
we’re now tenth among agencies in
radio-tv billings and seventeenth in
total billings. 1 also think we're bal-
anced nicely media-wise. About 407%
of our total billings are in radio-tv.
[f we were 507 or 609¢, like some of
the big soap agencies. I'd think we
were getting a little top-heavy.

“On the other hand,” said Cunning-
ham as he looked reflectively at the
big pink coffee cup, 1 want you to
know that we think radio and tv are

very important media. In fact, 1 feel
that television will ultimately becone
the country’s top advertising medium,
closely supported by radio.

“We're entering an era now where
air media are being developed so that
clients can buy on an insertion basis,
with program content control being in
the hands of networks and stations.
When you buy air media in the near
future, youll be buying audiences.
Rates will be geared to audience sizes.
Small clients as well as big clents will
be able to use all kinds of air adver-
tising.”

e paused and looked at ine directly
from under thick black eyebrows.
“There’s something else about the
ageney you ought to know. Sowneday
our junior executives will run this
agency. Meanwhile we want them to
be loyal to the agency not just loyal
to a bunch of old men.

“Our junior executives and operat-
ing executives help determine agency
policy to quite a degree. For example,
we may be considering an account.
Now, our usual hench-mark for taking
an account is $200,000 in billings. Sup-
pose this account is only $100,000.
Should we take it? Can we help such
a client develop his sales to the point
where his advertising appropriation
will be a half million?

*1'd never make such a decision all
by myself. I'd walk down the aisle
and call as nany executives out of
their offices as I can and we’d have a
shirt-sleeve huddle. We seek the opin-
ions of younger men and we let them
spark ideas. In other words, if you
have a hot idea while you’re here, pass
it along. Do you see what I mean?”

I told him I did. Mr. Cunningham
squinted out at the bright morning
sunlight on Madison Avenue. five floor
below. “Fine.” he said. “This after-
noon we'll put you to work.”

I had been assigned to John Shee-
han. a big, hearty Irishman who once
ran the OWD’s wartime radio efforts
and who now heads up the radio-tv
operations of C&W on all general
accounts, except L&M. It mid-
afternoon. [ was sitting in Sheehan’s
ofhice. which iz on the Madison side of
the fifth floor.

“We've all got to be alert to all of
the radio-tv possibilities of all of our
agency accounts,” he said. “Some-
times you'll find i’s a matter of edu-
caling the client. But it isn’t a formal

was
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drive. Liggett & Myers is one of the
most aetive accounts in radio and
television. But we’ve managed to
develop a good basis of participation
by many other clients in air media.

“Our general radio-tv department
may sound small at first, considering
this is a forty-million-dollar agency.
But Liggett & Myers is handled by a
special group run by Win Case and
Norm Gort and radio-tv buying is
handled by the media department. Qur
job is to create and supervise.

“In this department there’s Dave
Lewis, who’s pretty much niy right-
hand guy; Tom De Huff, who works
mostly on tv; Joe McDonough, who
works mostly on radio, and me. And
you. Actually, we can expand at a
monient’s notice when we have to.
Many of our copy and creative and
account people have extensive back-
grounds in radio and television. In
fact, when we’re all putting our heads
together on an air campaign for a new
account I'll have as many as 15 people
in my office.

“We try,” he said, echoing some-
thing Jack Cunningham had said a
few hours earlier, “to be informal, to
get ideas from a creative group.”

He looked up as a tall slim man with
horn-rimmed glasses, a neat mustache,
and a well-tailored gray suit entered
through the open door.

“I’ve got those Cliquot Club film
spots, John,” said the man with the
mustache. “Are yeu free to have a
look?”

Sheehan introduced us. The visitor
was Dave Lewis, formerly radio-tv
director of the Caples agency.

“We've just acquired the Cliquot
account,” said Sheehan. ‘‘These are
some tv commercials done for them
by their former agency. We want to
look them over to see where we're
goin gin the future. We can run them
off in the audition room.”

We started out of the room. As we
walked along, Sheehan turned to me.
“There’s one thing Jack Cunningham
-always tells us. You should know it
too.”

“What’s that?” 1 asked.

“When you’re in the Cunningham
& Walsh offices, it’s as if you're on the
client’s payroll. You’re an ‘agency-
man’ in the client’s office.”

We went into the audition room,
a brown-and-gray room with cork
walls that looked as though it might be

the executive preview theatre of
M-G-M. In one corner sat a 24-inch
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<< KOIN-TV is Oregon’s most

powerful station

KOIN-TV’s strong 56,000 watt signal
(soon to be 100,000 ERP) plus a tower-
ing antenna height of 1,114 feet above
average terrain is resulting in effective
coverage of far more area in the rich
Oregon and Southern Washington mar-
ket than any other Portland station.
Set sales are skyrocketing!

KOIN-TV is Portland’s only

VHF station

KOIN-TV’s sharp VHF signal is the
only television reaching many shadow
areas. Reception and picture quality are
excellent.

More people mean more sales

KOIN-TV’s tremendous coverage —
its great lineup of CBS and selected
ABC shows, as well as solid local pro-
gramming has built a loyal, responsive
audience. Write, wire, or phone for
availabilities and complete market data.
KOIN-TV is your best buy in this rich
Oregon market.

OIN-'I'VI

CHANNEL 6 - PORTLAND, OREGON
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tv set; in the center of the wall, below
a pull-down movie screen, was a big
radio-phonograph that would delight
the heart of any hi-fi fan. Since |
am an electronic hobbyist, I was drawn
to 1t like an iron filing to a magnet.

I looked at it reverently. Sheehan
caught my eye. “It cost over 2.000
bucks,” he said.

Others trooped into the room. Bud
Baker, the account executive. Joe
McDonough, a writer-producer.  Joe
went into the projection room and we

settled ourselves in chairs as the house
lights dimmed.

On the screen, a minute commercial
unfolded. It was a gimmicky spot
which featured a young boy dressed
up like an Eskimo. In the background,
a quartet extolled the virtues of Cliquot
Club beverages to the tune of Jingle
Bells. This was followed by a 30-second
commercial that was a cut-down ver-
sion of the minute film. The lights
wenl up, and the discussion started

briskly.

“Still Openings”
IN THE BLUE RIBBON LiIsT

NATIONAL SPOT

ADVERTISERS
Americon Chili
Bulova
Du Pont
Folstoff
Folgers
Ford Motor Company

Griffin

Kools

Kroger
McKesson Robbins
Nabisco
Pepsi-Cola
Phillips Petroleum
Proctor & Gamble
Safewoy
. Opening . ..
= Opening . . .
Opening . ..

Join this parade of successful advertisers! Prestige

accounts build better results. KTVH business offices in

Wichita and Hutchinson; studios in Hutchinson: Howard

0. Peterson, General Manager.

CHANNEL
12

KTVH

HUTCHINSON - WICHITA

VHF
240,000
WATTS

CBS BASIC —DU MONT — ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS
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“We might do something with that
jingle,” said Bud Baker, a small man
In a pin-stripe suit.

“We might. But I'm always a little
leery of public domain tunes,” said
Sheehan.

“len’t there a certain incongruity in
that spot?” said Dave Lewis. “l mean,
where the Eskimo boy says Cliquot is
a ‘good mixer.” Should a kid like that
be talking about making highballs?”

Bud Baker jotted something on a
piece of paper.

Joe McDonough appeared from the-

projection room. “Since the Eskimo
is their trademark gimmick, maybe it
would look better with animation
instead of a live actor.” The group
discussed this briefly, and 1t was
decided that some animation ideas
might be worked out.

Dave Lewis produced a red Vinylite
transcription. “This is the lead-in they
used with the Cliquot Club Eskimos,
back years ago. 1 think it’s kind of
bouncy. Might be a jingle in it.” He
went over to the hi-fi player, put the
transcription on the turntable and
plaved with the controls. “Listen to
this.”

The record spun. Out of the speaker
came a bouncy tune that sounded like
soundtrack music for an early Mickey
Mouse or a favorite dance tune of the
late George Washington Hill. It was
punctuated by jingling sleigh bells,
cracking whips and the intermittent
bark of a sled dog.

“I think a new arrangement could
be made of that,” said Lewis. “We
could work up a jingle to fit it.”

“What kind of a jingle?” asked
Sheehan.

Lewis obliged. playing
again. Lewis’ jingle was strictly ad-
lib. He used the dog’s bark as a
device to emphasize “Cliquot Club.”

“Shall 1 sing itagain?” Lewis asked.

Sheehan looked at his watch. C&W
knocks off at five. It was about 10
after five.

Sheehan chuckled. “O.K. Dave:
You're on your own time. Sing it in
Eskimo.”

Bud Baker grinned. “I've got a
better idea. Dave,” he said. “Show
em all how versatile vou are. Sing it
in Dog.”

the record

k* Xk *

A good research department 1s to an
ad agency what the Intelligence section
is to a military task force. Targets
are scouted. measured. defined; clues,
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WWJ-TV celebrates its 7th Anniversary this month.
Beginning in 1947, and for almost two ycars, WWJ-TV was

Michigan’s only television station, the pionecr in building program.

ming concepts and the desire for sct ownership.

=T =

Affiliation with NBC-Television in January 1949 gave to Michigan
viewers their first network programs. Ever since, audiences have
welcomed WW]J-TV’s local programs and the outstanding products of

NBC showmanship, side by sidc.

. WWJ-TV is proud to be part of television’s expansion and dcvel-
opment in the great Michigan market, and is cqually proud of an

abidingassociation with television’s greatest leader and pioncer... NBG.
—ce

At the start of its eighth year, WWJ.TV, Michican’s First
Tclevision Station, salutes the National Broadcasting Company . . .
a stellar companion in progress.

In Detroit . ..
You Sell More

on channel

WWIJ-TV

NBC Television Network
DETROIT
Associate AM-FM Stotion WWJ

| FIRST IN MICHIGAN s Owned and Operated by THE DETROIT NEWS o National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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data. surveys are sifted and fed to
planners. Cunningham & Walshs 27.
man research departinent. headed by
Cerald W. Tasker. is no exception.

It was to the research departnient
that I went on the morning of Tuesday
the second of March. 1 explained to
Tasker why | was at CAW for a week

~omething 1 was getting good at.
<since 1'd been doing it with everyone
I et and <at back while he told me
how his departinent worked.

“We check on all kinds of things
for the ageney and for clients.” said

*Bosed an actuol survey made
by o leading radio engineering
firm. (name sent an request)

Programmiag from the ABC o BUMONT
and CBS TELEVISION NETWORKS

WKNA-TV

the personality
station

120

Tasker. He is a research veteran who
conducted the first coast-to-coast coin-
cidental radio check for L&M in the
davs belore there were rating ervices.
"We might have to make a survey for
reaction to a new product. We just
did one lke that for Colgate on
whether Super Suds’ new detergent
should be blue or white. We compile
rating histories of shows and time
slots, pre-test commercial: and study
the hind ol mmpact on consumers that
differeut media have.

“\ lot ol our research work. natu-

and only ONE
television station
effectively covers
CHARLESTON,
West Virginia!

WKNA-TV

Charleston’s OWN
Television Station

No matter how you try, you
tan't cover West Virginia's first
market with any television

but Charleston's OWN station!
Only WKNA-TY has the
“power”* to do it . . . with
strong signal, three network
tie-ins and choice local
programming “slanted” to and
for the Charleston market.

Get the facts today on how
easy it is for you to share in
over $620,000,000 a year

this market has to spend.

Joe L. Smith, Jr. Incorporated

Represented nationally by
WEED TELEVISION

rally. is in connection with radio and
tv. We use Pulse local radio ratings,
Hooper’s radio-tv ratings and American
Research Bureau’s tv ratings. We also
use Nielsen Coverage Service, Rora-
baugh, Executives’ Radio Service,
Media Records and Schwerin. In
addition. we maintain a large library
of radio-tv data provided by networks,
stations and the trade press.

“Seven years ago we set up Video-
town in New Brunswick, N. J. As vou
know. it’s a probability sample of New
Brunswick, which in turn is roughly
a cross-section of the U, S. With this
as our barometer, we carefully watch
for important trends in radio listening
in tv homes. in acceptance of tv pro-
grani types, color tv and living habits
in tv homes.

“We've learned a greal many inter-
esting things from Videotown. For
example, we’ve learned that there is
considerable radio listening, particu-
larly on a multiple-set basis, in
homes. We've also learned that daily
routine of housewives has changed as
a result of tv. Nowadays, they do more
work in the mornings, less in the after-
noons, more in the early evenings and
less at night than they did seven years
ago. This gives us an important clue
as to when we are likely to reach them
best either by radio or by television.”

He paused. and pulled out a big chart.
On it were bar charts which showed
the ownership of various durable-goods
categories. Tasker pointed to the chart
and said:

“This is something new. We've
learned so much from Videotown, our
own research baby, that we've set up
a somewhat similar ‘town’ out in the
Midwest. This one is a study of durable
consumer goods—rugs, china, silver-
ware. radios. tv sets, autos and other
items. Now that we've got the Univer-
sal Pictures account, we're thinking of
setting up still another ‘town’ to study
movie attendance over a long period of
time.

“When we turn up an interesting
trend or valuable piece of research, we
usually circulate a report around the
office. Our wepartment sits in on big
meetings with clients and often works
very closely with the radio-tv depart-
ment. For instance. we helped them
work out a three-way sponsorship
arrangement for Chesterfield, Narra-
gansett Brewing and a major oil com-
pany by which each of the three
sponsors gets almost as much impact,
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at a lower price. as he would if he was
in a two-way sponsorship. We divide
the game up into sets of three innings
and rotate the client positions,

“This year we’re going to check
again to sce how well this has worked
out. We'll be checking soon in our
Videotown research for 1931 And.
there are always client surveys, product
surveys, pre-testing  of commercials
and deptlr interviews with consnmers.
So we stay pretty busy.”

This sounded a little like a polite
Iint. And Tasker is a vice president
of the agency. And the research depart-
ment was due to move in the next day
or so to quarters on the third floor. So
I thanked him and went back to my
oflice,

* *k *

I got my second work assignment
Tuesday afternoon.

The job: to prepare a storyhoard for
a 20-second tv “Christinas Club™ com-
mercial for The Bank of Manhattan
Co.

The assignment was handed out at
one of informal  “meetings”
which 1 was beginning 1o realize were
pretty much the standard way of im-
parting knowledge or orders at C&W.
In a matter of minutes, the radio-tv
departiment was assembled in Sheehan’s
ofice. Sheehan took charge.

“Ordinarily,” he told me. “a group
meeting like this will kick 1deas back
and forth. No one guy will really
‘produce’ an entire commercial. But,
since vou're new here, you're going
to do a solo flight on this one.”

He handed me a big black story-
board pad, and a number of small
space ads used by The Bank of Mau-
hattan Co. in New York dailies.

“This account uses a special grease
pencil technique in their space ads.
which we took over last fall.

those

It’'s a

sort of deceptive simplicity, since the
art is done by sowme of our top guys.
| want you to work up a tv commercial
for Bank of Manhattan’s Christinas
Club promotions. which will start in
December. Youll follow the same basie
approach as in the newspaper ads,
since the grease pencil art has now
become identified with the bank. Keep
in mind that vou're talking to both
inen and women. Don’t be too slick or
too cute.”

lle tapped on the storyboard pad.
“Pon’t forget that you've only got 20
seconds of visual and 18 seconds of
audio. So keep it simple.”

Back in my office, I read my way
through the two-dozen small space ads
and the sample storyboard Shechan
had given me, and started to put sone
ideas down on paper. It’s hard to be
Christmasy in March.

At the same time, [ tried to keep
track of my thought processes for
purposes of the article for SPONSOR.
I felt a lot like a doctor who was taking
out his own appendix.

* * *

Next morning, after some plain and
fancy doodling, T had my storyboard
worked out for the Christmas Club
commercial. This was the gist of it:

The first panel showed a bare tree.
The next two panels showed a slate
on which animated figures multiplied
out “82 times 50 weeks equal $100.”
Then I switched to a sketch of the
same tree now covered with dollar
bills, and followed this with sketches
of the bank, of a man entering the
bank, and winding up with the bank’s
plaque.

The audio took off from “Wish
money grew on trees?” and went on
to spell out how Bank of Manhattan’s
Christmas Club could help two bucks
grow to a hundred in a year’s time,

L

introduces your

persons who

want to buy

Represented notionally by
JOHN E. PEARSON TV Inc.

KRBC-TV Abilene |

product to 246,226
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with no fees and charges.

In the afternoon, I managed to get
liold of Sheehan and Bank of Manhat-
tan’s creative account executive, Jack
Williams, and show them the story-
board.

They gave it to me nice and straight.

“I like the <late idea,” said Sheehan,
“but you jump into it too quick. There
isn’t enough relationship between the
money-on-trees (uestion and the slate
gimmick. Your answer doesn’t satisfy
the curiosity I've built up. You've got
to get across the idea sooner that the
man from Manhattan can help you
build up a Christmas fund. Then, after
you’ve sold the idea, you can pay it
off with the money-laden tree.”

Williams, a big chubby man with a
grey streak in his wavy brown hair,
added some comments.

“The whole trick to these tv com-
mercials is whimsy. This account is
a ‘fun’ account, but the humor can’t
be slapstick. It has to be believable.
Something that imght happen. Look.”
He pointed to the storyboard, where 1
had carried the idea of a star on top
of the tree over to a star on top of the
bank. “This isn’t really believable.
There wouldn’t be a star on top of the
bank like that.

“But,” he added thoughtfully, “the
Christmas tree "
possibilities.”

Later that day, my storyboard went
into the creative hopper at a huddle
of the radio-tv staff. My week at C&W
was up before 1 could find out what
finally happened to my brainchild.
However, 1 like to think this December
I may accidentally snap on my tv set
and see a suddenly-familiar Christmas
tree laden with grease-penciled dollar
bills saved up at the Bank of Manhat-
tan Co.

* ¥ *

My last two dayvs at Cunningham &
Walsh were pretty hectic.

I sat in on bull sessions in the radio-
tv department. I drank coffee (free!)
at C&W’s eat-in lunchroom. I wandered
through the art department and
watched everything from ads for inex-
pensive. fast-turnover Chesterfield and
Super Suds to luxury cruises on Amer-
ican Export Lines being produced. 1
lunched with John Sheehan in the
swank pseudo-Mediterranean atmos-
phere of the nearby Tuscany. 1 wrote
a set of three radio commercials for a
morning newscast that  Northwesl
Orient Airlines sponsors up in Anchor-
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age, Alaska. I sat in on a “quickie” |

media-buying session of the Liggett &
Myers group and listened to them dis-
cuss the problems of evaluating new tv
station additions to the Dragnet lineup.

I suddenly realized it was Friday |

afternoon when I noticed an employee’s
time sheet, for the week beginning 8
March, sitting in the “In” box on my
desk.

I just sat and smoked an L&M from
the pack I had swiped in Jack Cunning-
ham’s office and looked at that time

sheet. I had been running around the |
agency so much, 1 decided, somebody |

in the payroll departiment probably
figured I really worked there.
k0 ok XK

As 1 rode down from the fourth

floor to the lobby, I felt a slap on the

back. I turned. It was Tom De Huff,
the agencyman I had met at 5:30
on Monday morning.

“Let’'s go grab a ‘Commuter’s Spe-
cial’ at the Turkey,” he said.

I agreed. We got off and went
through the big stainless steel door in
the lobby into the New England decor
of the White Turkey. restaurant at
260 Madison.

We edged our way through the
crowd at the bar, and perched on two
big green barstools. A bartender with
a slightly harassed expression came
over.

De Huff turned to me. “What'll it
be?”

It had been a long week. I was in
no mood to be original. “Rye and
ginger ale,” I told the bartender.

“The same,” said De Huff.

In a moment or two, the bartender
was back. He poured rye from jiggers
into the highball glasses. Then he
reached for two splits of ginger ale.
Canada Dry ginger ale.

“What'’s this?” said De Hufl, eyeing
the splits.

The bartender looked a little startled.
“We got their advertising agency up-
stairs. J. M. Mathes. So, we stock
Canada Dry.”

De Huff looked past the two bottles,
then at the bartender.

“Got any Cliquot Club?”

“Nope,” said the bartender, “we
don’t get much call for it.”

“You will,” said Tom De Huft.

* * %
¢ Do you like the personal touch?
Would you like more stories from
inside radio-tv firms? SPONSOR

invites your comments. Write 40

E. 49th St.
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SPOT CARRIERS

(Continued from page 41)

rier buys with spot or other types of
network campaigns but iU’s my opinion
that the better spot carriers will beat
any kind of radio buy when it comes
to the cost of reaching a radio home.”

Admen point out, lowever, that this
trpe of spot-carrier plan should not he
bought ouly on the basis of co-t. One
account man told sPONsOR:

“1 would never advise a spot carrier
buv if the client is going to depend
solely on it. 1 see spot carriers as a
supplememary buy. They should not
be expected to carry the major part of
the advertising load or spearhead the
basic pitch. Once you've put your
name or sales message across, the spot
carrier is terrific as reminder adver-
tising because it gives you plentv of
coverage al low cost.”

The reason agencies hold up a finger
of warning ix that this type of spot.
carrier coverage tends to be thin. To
carry on the comparison cited above.
the advertiser who buys one participa-
tion in three shows won’t reach each
home as many times as the buyer of

LALLLLind
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a full show. The latter reaches fewer
homes, other things being equal, but
he reaches them more times, so that
his penetration is more cffective:

The Schwerin Research Corp., with
vears of experience in testing the ef-
fectiveness of commercials, summed it
up this way for sroxsor. Said lor-
ace Schwerin:

“The first consideration for any ad-
vertiser is to define the story he wants
to tell and then determine liow much
time he needs to tell it. I'or a number
of reasons the time required varies
widely for different products. Some
products need the two or three com-
miercials of a show to say what has
to be said with maximum efliciency:
others are most efliciently told in as
little as 20 seconds.

“Some products with two or more
uses gain more from devoting two
commercials on a single program to
the<e uses rather than promoting them
separately at different points in time.
That has been true in tests we have
run for drug products, where the big
gain from having their own program
has been i achieving higher remem-
brance of other attributes about the
product rather than of what the prod-
uct can be used for.

“Studies we have done for several
clients who make a varietyv of products
have shown that all the products can
henefit from heing associated together
in one program, particularly if they
can be tied together under one over-
all theme related to the sponsor’s
name. Some of the appliance makers
are good examples of this.

“On the other hand, of course, some
‘families’ are essentially not harmoni-
ous enough to benefit from this ap-
proach; food companies that also
make dog food would be an evident
example of thi..”

The pro’s and con’s of spot carriers
often revole about the question of
how important it is for the commercial
to be integrated into the program.
Savs Schwerin:

“Much consideration has heen given
to the possibilities of ‘integration.” use
of the star and so on. to the neglect
of what is perhaps more fundamental
because more inclusive—the ability of
the program to establish the proper
environment. This is needed more by
some products than by others. depend-
mg on the nature of their claims. the
Kind of salesman thev can use to best
advantage and similar considerations,

“The ‘flavor, taste’ concept, for in-
stance, can benefit greatly from being
on a show that sets up the right en-
vironment. Products with no well-de-
fined mood and with sales points that
are not demonstrated are less apt to
gain much from having their own pro-
gram, at least on television, where un-
inaginative reileration has little ef-
fect on the viewer.”

A good number of agencymen feel
that while an advertiser who shares a
network program with other products
loses a certain amount of program
identification there is enough identifi-
cation left to be merchandised if the
advertiser really wants to take the
trouble. Sponsors of Godfrey, Garry
Moore, Sid Caesar and Imogene Coca
use these stars in point-of-sale pieces
and print advertising. And where there
is no big name connected with a spot-
carrier buy the advertiser finds he can
still take advantage of his buy by
pointing out to dealers how active he
is on the air. For this purpose a pro-
gramn name is thought more effective
than a list of markets would be in a
spot buy.

Most advertisers have gotien over
the feeling that sharing a program
with other clients takes all the value
out of it. That feeling was a hang-
over from the old radio days when it
was unheard of to cosponsor a show
and when single sponsorship fitted the
economics of network radio.

During the 30’s, however, the ad-
vertiser could not jump into network
advertising on a moment’s notice,
which is what spot carriers permit on
both radio and tv and which is one of
the big reasons advertisers use them.

“The spot carrier is ideal for a cli-
ent who has to be fast on his feet,”
said an agencyman, “This is especial-
Iy true of auto advertisers these days.
The spot carrier is perfect for an-
nouncing new auto models. The auto
advertizer wants to come in for a short
time and he wants to spread the word
around to as many people as possible
that his new car will arrive or has ar-
rived. Copv bhefore the car arrives
doesn’t have to he detailed and techni-
cal or penctrate deeply. The point is
just to get coverage.”

Buying a network spot-carrier an-
nouncement is a simpler operation
than buying the same number of sta-
tiens on a spol hasis, admen point out.
Said one:

“No agency buys a spot carrier just
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beeause it takes less time and involves |

less paper work. But you can’t over-
look the fact that these plans let you
see what you’re getting.”

Said another: “Those spot carriers
are handy to have around. They’re
nice for a guy who doesn’t have much
mouey and it’s nice to know you can
jump iunto the networks in a hurry if
you have to. Of course, one of the
reasous they’re readily available is that
they’re seldom sold out. If they ever
get sold out and the advertiser has to
wait a long time for an availability
there would be no reason to use them
for short-term ad blasts. National spot
would be better.”

While the comparison of spot car-
riers and national spot inevitably
comes up in discussions with admen a
number of those queried by spoNsor
regarded such coniparisons as a waste
of time. The consensus was, briefly,
this:

Network and spot are different me-
dia, used for different purposes. If
you want flexibility in your markets,
time periods and niessage. then there
is no argument. The answer, obvious-
ly, is spot. If you want high eumula-
tive audience figures, if your message
doesn’t vary by markets, if you're sat-
isfied with a limited amount of pro-

gram identification, then you can use

a spot carrier.

One attitude that occasionally pops
up is that the radio networks are just
using spot carriers to get rid of un-
salable time, the implication being that
if it is unsalable, there is something
wrong with it. This argument is aimed
particularly at mnighttime radio spot
carriers.

The fact remains, however, that
some of the top air clients are now in
nighttine radio spot carriers. Exam-
ples: P&G is in both Mutual’s Multi-
Message Plan and the CBS Power
Plan; R. J. Reynolds has been a par-
ticipant in the Mutual plan for almost
two years.

The spot carrier seems not only des-
tined to stay but has been expanding
rapidly in both radio and tv. This
month saw two new carriers on day-
time tv alone, Home on NBC and the
Morning Show on CBS. NBC Radio’s
new radio participation blueprint en-
visages nearly 24 hours a week of pro-

graming offering announcements for

sale. In addition to the current “Three

Plan” plus Weekend, Road Show and

Big Preview, NBC is preparing, for 4 |
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In Memphis and the Mid-South the ladies are
"Shopping
2" at Home"

With o a0 20 208 ISP/ 2 /8 2P

4

Yes, 9:30 A.M. Monday through Friday finds WMCT’s
feminine listeners tuned in for the latest houschold hints
and shoppers’ specials, done up “a la Browne” It's a
breezy package, featuring Cathy Bauby with her expert
guidance on fashions, exercise and charn. For participating
spots, loaded with “sell,” sce your nearest Branham office.

CHANNEL 5 * MEMPHIS

NOW 100,000 WATTS

Memphis’ first [ NBC-TV-BASIC
TV Station ; Also affilisted with ABC
WMC  WMCFE  WMCT and DUMONT
National Representatives Owned and Operated by
The Branham Company The Commercial Appeal
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April debut and with the approval of
its Radio Affiliates Conmmittee, four
new programs. The network has the
go-ahead from the committee to make
these four shows as long as three hours
each. At least one of these will Le at
night.

In proposing the new spot carriers
ABC Radio suggested the establish-
ment of all participation programs a<
a class of NBC Radio network pro-
granrs, with specific compen-ation for-
mulas for stations and special rules
about co-op sales. The new rules pro-
vide that “in any segment where at
least one network participation has
been sold. the stations may sell any
cued announcement on run of sched-
ule, i.e., subject to immediate removal
to another un-old availability. . .”

ABC Radio, which has been trving
to find some kind of spot-carrier idea
to replace the Pyramid Plan, recently
came up with a “half sponsorship”
idea. For the furst time the network
will sell its 15-minute shows in hahes.
Included in this is Ever Since FEve
in the morning and ABC’s four 15-
minute shows in the 8:00-9:00 p.n.
slot. ABC's new d.j.. Martin Block. is
being offered in chunks during the
alternoon. LR AN

COVERS PENNSYLVANIA'S
3rd LARGEST MARKET

Y 2Ns . A

¢ SCRANTON

| : A [} ]
WILKES:BARRE ,/ ,
N P

NN

*Pittsburgh

*Harrisburg
Philodelphi'a

SCRANTON, PA.
ABC TELEVISION NETWORK

Anlenna: 1244 F1. Above Average Terrain

333 Madison Ave., Scranlon, Pa.
Holel Slerling, Wilkes.Barre, Pa.

Represented Nationally by

GEORGE P. HOLLINGBERY CO.
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BLOCK'S MEDIA TESTS
(Continved from page 50)

I. The objective s determined.
What is going to be tested—media,
copy or both—has to be established.
This is an important first step, for
i’s easy to wind up testing copy when
i’'s wedia you want to lest, or vice
versa, Abrams says.

2. Test markets are chosen carefully.
At least two and preferably three cities
are used. Reason: So many things can
go wrong in one. Quite often Block
Drug has had to eliminate the results
from one of the cities because of an
unexpected occurrence that invalidat-
ed all the returns. In choosing nar-
kets Abrams follows certain principles
such as getting cities that have a di-
versified industry and using isolated
markets where there’s no overlap. For
example: Block Drug never uses Pater-
son. N. J.. for anything it does there
would be aflected by New York ad-
vertising. Instead it will take a city
like Dayton or Columbus, which are
self-contained and 1nedium-sized. It

also avoids cities that are too far

away, such as on the West Coast. It

doesn’t use New Lngland (except for
Iartford. Conn.. “which is a very good
test city”) because of the conserva-
tive nature of the people, who are
slow to chauge. By the same token.
the South is a poor testing ground for
Block Drug, for it feels price is su-h
a factor there that the product must be
priced low to have a chance of success.

3. The media facilities of the city
itself are checked. Todav. for exam-
ple, it ix important for Block Drug to
have tv stations in test markets. And
if iU's a tv test. it tries to avoid single-
station markets. The reason is it wants
to be able to extend the test results to
the vest of the country. and the im-
portant  single-station markets are
shrinking rapidlv. As for other media.
the eity should have comparably good
newspaper and radio facilities.

4. The cooperation of dealers and
wholesalers is obtained in adrance.
A market had to be dropped in one
test some time ago when the whole-
saler refused to cooperate after it
hegan.

5. Distribution is cheched carefully
agzainst advertising coverage. There is
no point in testing unless you have
the merehandise in the stores. Abrams

feels. For example, 1v’s coverage fre-
quently exceeds an advertiser’s distri-
The result is that would-be
buyers get annoyed. Abrams recalls
that Senator Leblanc had a different
theory for Hadacol

bution.

he advertised to
get distribution—Dbut Abrams doesn’t
particularly agree with it.

6. Sdles are tabulated through a
store audit. Block Drug wants to know
sales before, during and after the test.

1t uses M. A. Wallach Research of

New York to check stoek and invoices
and determine the movement of goods.
Abrams cautions that the audit must
be run long enough to determine the
“before” and “after” effect. Otherwise
yvou have no base against which to
measure results.

Abrams’ advice is:
“Use markets typical of the U. S, so
that anything you do can be extended
nationally. Otherwise vou won't be
able to repeat your local sueecess on a

In sunninary,

larger scale. But in assessing the re-
sults of one inter-media test, don’t
project them blanket-like to all parts
of the country. You’'ll find results dif-
fer not only from one market to an-
other, from one medium to another,
but also from one product 1o another.
That’s one reason you have to keep
testing.”

He warns, “When your test results
are in, don’t accept the statistics blind-
ly. Use good common sense and ques-
tion anything that looks out of line.
For example, in a recent test one city
looked surprisingly poor in compari-
son with two other cities in the same
grouping. Reason? One of the stores
had run out of merchandise in a cer-
tain size and this temporary out-of-
stock situation di~torted the entire re-
sult. When this store was removed
from the auditing panel. the city lined
up with its two companion test mar-
kets.”

Another important consideration,
Abrams adds. is to see that experts—
not beginners—interpret figures. *One
firm. | recall. spent thousands of dol-
lars in a test operation. then turned
the facts and figures over to a trainee
for interpretation. with the general in-
struction. *Write us a report on this!””

Finally. Abrams says, “Don’t forget
the cost factor. Often the results of
tests are so outstanding that the cost
of attaining them is overlooked. Work

out the advertising-to-sales ratio care-
fully!™ * K K
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49TH & MADISON
(Continued from page 35)

eusston point with my public relations
committee. They usually think of tv as
everything in a three-station television
town.

Jou~ D. FrRENCH

Director Public Relations Dept.

The United Appeals of Franklin

County
Columbus

® SPONSOR has published many articles on the
subject of radie’s vitality in tv markets, These
are available at a small charge.

REPRINT PERMISSION

Thie Advertest Bureau suggested that
I secure permission from SPONSOR to
reprint several charts which appeared
in your publication.

The charts are from an article en-
titled, “Tv feature films: 1953” from
the June 15, 1953 issue on pages 41
and 42.

[ would like to reprint these charts
giving credit to SPONSOR in my forth-
coming book, Tv Film Buying Essen-
tials.

Congratulations on the fine job done
in the January 25, 1954 issue of sron-
SOR on the “1954 report on tv film.”
It may interest you to know that 1 am
teaching a course in tv film buying.
belicved to be the first in the country.

ELDER F. PRrE1ss

Director of Tv

American Telecasting Corp.
Hollywood

% SPONSOR allows reprinting of material pro.
vided permission is requested in writing amd
credit is given.

TV SET COUNT

We found the story, “Big tv prob-
lem: counting the sets” [22 February
1954, page 27], an interesting one, a
story that even disturbed us a little.
For many years we have done our ut-
most to inform interested persons of
the “true facts” about Shenandoah
Life Stations, Inc. However, at times
this is difficult to do when it is neces-
sary to depend on surveys and projec-
tions that differ.

Here are two diflering set counts
for the WSLS-TV area (Roanoke,
Va.), for the same time period to il-
lustrate what we mean:

The RETMA set count figures for
December 31, 1953, are, Grade “A.”
73,314; Grade “B™. 39.453: Bonus 0.1
MV/M, 120.609—for a total of 233.-
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Precision
Prints

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLLOSE CHECK ON
PROCESSING
Picture and sound results are held
to the closest limits by automatie
temperature regulation, spray devel-
opment, electronically filiered and
humidity controlled air in the dry-
ing cabinets, circulating filtered
baths, Thymatrol motor drive, film
waxing and others. The exacting
requircments of sound track devel-
opment are met in PRECISION'S

special developing machinery.

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 electronics, chemistry, physics, optics,
sensitometry and densitometry — including exclusive Maurer.designed equip-
ment — your guarantee that only the best is yours at Precision!

Precision Film Laboratories—a di.
vision of J. A. Maurer, Inc., has 6
years of specialization in the 16mm
field, consistently meetsthe latest de-
mands for higher quality and speed.

FILM LABORATORIES, INC.
21 West 46th St.,
Rew York 36, N.%.

JU 2-3970
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of the

San Francisco Bay Area's
3,000,000 people are
Foreign Language Speaking!
They muitiply, add, subtract and
divide; THEY THINK! THEY BUY!
in their own language! Sell them
with KLOK, the station that reaches
them all. KLOK's specialized pro-
gramming guarantees your message
attention-getting IMPACT!

' SACRAMENTO

Nt

FRESNO 2

San Francisco Studios
P. O. Box 967 Hotel Lankershim
San Jose, Calif. San Francisco, Calif.

Represented by John E. Pearson Co.

San Jose S'udlos

UY'"g power s¢
by any gingle 5*0%):1!
anyw ere/

JANESVILLE
| @ BELOIT

he ILL

5000 WATTS AT 1380
"“BASIC

INDEPENDENT"!

® ROCKFORD
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371 sets. The CBS-Nielen Study fig-
ures for November 1, 1953 are as fol-
lows: Grade A", 76.270; Grade “B”,
18.310: Bonus 0.1 MV/M, 125.210—
for a total of 251.820 sets. That’s a
di~crepancy of 18,116 sets between the
two surveys,

Fren L.

Director Prom.

WSLS.T}

CORSTAPIINEY
& Merch.

, Roanolke

FOREMAN FAN

Your magazine always affords me
great pleasure and a great deal of in-
formation about facets of the
broadcasting industry that | wouldn’t
otlierwize have access to.

One feature | particularly enjov is
Boly Foreman's “Agency Ad Libs.”

other

Right more times than wrong. in my
opinion, his  column is uniquely

punchy. provoeative and pleasurable
reading.
Buop WiLps
Program-Sales

CBS Radio, New York

RADIO SET SALES

Thanks for the article. “Radio set
sales lead tv by 69% in big tv mar-
kets” [25 January 1954, page 30].

What's the cost of 200 reprints of
this page—we think it's terrific and
congratulate SPONSOR on passing this
information down the line.

Georce W. PaTTON
General Manager

WBML, Macon

® Co~t of 200 reprints of the artiele mentioned
above is $10. Other quantity prices on request.

FAITH JUSTIFIED

Television station operators can
readily justifv their faith in the me-
dium in the light of an article in the
February 21 edition of The New York
Times Magazine Section. It reads in
part, “linportant as televizion is right
now . . . it will be even more impor-
tant in the adult world of today’s chil-
dren.” It is zuggested to parents that
thev make television a fanmily activity
and discuss programs to help the child

become a discriminating viewer. This
1= more than tacit testimonyv to the
present and future potencv of our
medium,
Jay HoFFer
Promotion Manager

WIAR-TT,

Providence

RADIO/TV DIRECTORY

We would certainly appreciate it if
vou would be kind enough to send us
10 copies of your “Radio and Tv Di. |
rectory.” We can definitely put these
additional copies to good use here at
WMIN.TV,

Frank M. DELvANEY
Vice President & General
Manager

WMIN.TV

St. Paul-Minneapolis

@ Coples of SPONSOR's “Radio and Tv Dirce~
tory’ are avalluble free of charge to subscribers.

RADIO STORIES

This is just to tell you that I think
the two articles, in the December 14
izcue, “llow six big spot clients use
radio”™ [page 30], and “Who listens

. where . . when . .. why” [page
36], are two splendid things

I know you must feel sPoNsOR is
doing a nice job. We join here in
agreeing with you.

Rocax JoxEs
President, KOS
Bellinghara, Wash.

INDEPENDENT STATIONS

Somewhat late | am writing to thank
vou for the article, “How to get the
most out of an independent station,”
[28 December 1953, page 44]. 1 feel
that it will help the industry get a3}
proper perspective on
broadcasting.

The members of AIMS have been |
very happy about the story and are|
proud to be identified as l)ellwethersr
in the field.

RoLLo H. BERGESON
General Manager

KCBC. Des Moines ;.

r
|
BANKS ON RADIO I

independent § .

“Why all
(30

Thank vou for the article,
11 banks in Kingston use radio”
November 1953, page 32].

I am currently using it in a cam-
paign to get all four independent fi-
nancial institutions in Sacramento on
the air and hope to have a sequel story
for vou soon.

Jay ELsox
Account Executive
RXO0/A. Sacramento

e A limited number of extra copics of the 30
Nosvember 1953 issue are available st 50¢ a copy.
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SPONSOR ASKS

{Continued from page 97)
Pag

would look on baseball as a great op-
portunity for product promotion in
our California area.

The clhiampion lHollywood Stars un-
der colorful manager, Bobby DBragan.
furnished the perfect background for
Seven-Up advertising over radio, in
outdoor posting, on buses and street
cars, and at point of sale in the stores.

Through Mogge-Privett, Inc.. los
Angeles advertising agency. who have
worked with us for nrany years, we
arranged to broadcast all ganes of the
Hollywood Stars at honie and on the
road, plus early season exhibition
games. Sportscasting as well as the
commercials were done by veteran
sports announcer, Mark Scott, over
KFWB.

Twenty and 30-second spots were
used also on five Los Angeles, Pasa-
dena and Santa Monica radio stations.
including singing commercials and live
selling announcements throughout the
season.

Outdoor advertising employing
100% showings on alternate months
in all important cities and towns
throughout Orange and Los Angeles
Counties merchandised the programs.
Nearly 300 poster locations during the
baseball season were sniped each
month with the message “Hollywood
Stars—DBaseball, 980 KFWB.” It was
not possible to create special outdoor
posters in view of the national outdoor
program of the parent company;
hence, the need for these special base-
ball snipes.

A special Seven-Up painted bulletin
on the left field fence at Gilinore Field
offered $100 to the Hollywood plaver
hitting a round target which was a
part of the bulletin. Early in the sea-
son, players of the Stars collected 5400
for these target-hitting home runs.

Shortly after the season got under
way, the Seven-Up Co. started to spon-
sor Little League baseball teams. Tre-
mendous interest was developed in the
communities in which Seven-Up spon-
sored teams.

Pictures of a number of Hollywood
Stars players were used by Seven-Up
in publicity stories, showing players
teaching youngsters the fundamentals
of the game.

The climax of Little League activity
was the telecasting over station KHJ-
TV in August of Region 8 final champ-
ionship games by Seven-Up. Wide in-
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terest in tlie telecast and the unnsmlhy
good attendance at the Little League
Park in Santa Monica made many nesw
friends for Seven-l p.

When the baseball sea~on closed in
the fall, the Seven-l p Co. stepped in
with a radio sportscast hy Mark Scon
for 15 minmes, six dav per wech,
which was also aired on KFWEB, the
Hollywood Stars broadeast outlet. This
popular feature is still
at this writing.

oing slrong

Ample supplies of store display na-
tertal are in continuou~ u~e with the
Seven-L p route salesinen. Bottle 1lang
ers. wall signs, cutouts and price cards
are regularly used. To this material
was also added, as a result of basehall
activity, Seven-Up Ilollywood Stars
baseball schedules, stuffer~ for cases.
casc cards, bumper strips and window
banners.

While 1933 was the first time the
Seven-Up Bottling Co. of Los Angeles,
Inc. sponsored baseball broadcasting.
the sales rezults were <o favorablc that
the company has alreadv signed for
both rights and radio time for the
Hollywood Stars games in the 1951
season. Even though the tab for this
vear’s deal is somewhat greater. Seven-
Up management believes it can make a
greater utilization of bascball in sell-
ing its product than in 1933.

Irn addition to sponsoring ha-eball
Seven-Up underwrites an increasing
number of Little Leaguc Dbascball
teams.

The Seven-Up Youth Foundation
was set up to sponsor these non-com-
mercial baseball activities for boys.
The newspapers have been generou~ in
their praise of this vouth program. It
is our belief that more baseball intcr-
est by the vouth of America will mean
far less juvenile delinquency in the fu-
ture.

According to mnewspaper accounts,
there were more than 4,400 youngsters
at Gilmore Vield for the first Seven-Up
Baseball School in February. Under
the direction of Babe Ilerman, former
Big Leaguer and now a Yankee Scout.
assisted by more than 15 Coast and
Big League stars. rapt atlention was
given by the youngsters to instructions
dealing with pitching, catching, infield
and outfield positions.

It is Babe Herman’s plan to conduct
neighborhood baseball schools for the
Seven-Lp Youth Foundation to help
interested youngsters in all parts of the
Orange-Los Angeles Counties territory
of Seven-Up.

KWJ)

“Oregon Country
Happy Hunting Ground

for Smart Ad

Take it from KW}] — Chicf of
the Necrthwest Independents —

vertiser.”

there’s good hunting for adver- I
tiscrs who want buyers with

“plenty wampum®.

plenty smart who

spot announcements with “big
sell” in “big"” country.

National
Representative
BURN-SMITH CO., INC.

o

KWdJ

Advertisers
use KWJJ for

.
—
—
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WA, d o Stoticny
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living tn a

CAPITAL way

mmurn,5

XEIIXIYEITVRETY

Capilalize on 1he finest loca-
non in Washinglon by making
the Raleigh your headquarters
for business and pleasure Fn-
1ertam your associates — Pall
Mall Resiaurant, Raleigh Cock-
lail Lounge, Old English Tav-
ern. Be near to Governmenl
Buildings, downtown stores.

-linnnntvl---.%'—--—

Special Courtesics to
HONEYMOONERS!

OTHER MASSAGLIA HOTELS:
SENATOR, Sacramento, Calif.
MIRAMAR, Santa Monica, Calif,
EL RANCHO, Gallup, N. M.

HOTEL RALEIGH

S WASHINGTON 4,

On Famous Pennsylva

D., €:

nia

Ave. at 12th Street N. W.

MILESTONES
BMI

s~Ceries

introduees 2

of 195+

new
program

continuities entitled “Mile-

stones” . . . complete ha

If-

hour shows—ready for im-
mediate nse—smooth, well

written conlinuity for

variety of uses,
“Vilestones’ is serviced
all BMI-licensed
once each month, four
«ix wecks in advance
program date.

a

to

~tations

10
of

“ilestones™ for March:
“'Broad Stripes and Bright Stars"

“The Fall of the AIaTo"
*‘|Johnny Appleseed
»st, Patrick’s Day"”’

“VWilestones” for Apri
»Apnl Fool”
“On A Sunday Afternoon'

Is

“Jefferson—Apostle of Democracy”

Thomas |efferson
»Easter's For All of Us”
Easter Sunday

“Milestones'” is available for

rom=

mercial sponsorship=—sce your

local station Jor details

BROADCAST MUSIC,
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We know that baseball broadcasting
hodps Seven-Up sales, and our youth
program aids in building good future
citizens,

Cooperation from the radio station
in the way of extra poster messages,
announcements  and  newspaper ads,
aided materially in the success of our
program last year and augnrs well for
this year’s activities,

‘ Jivm Sanrn
General Manager
Seven-Up Bottling Co.
of Los Angeles

There are
ways that spon-
ors use merchan-
dising, point-of-
purchase and oth.
er promotion
plans to integrate

many

t e
s

baseball intao
their over-all ad-
vertising ca -

Mr. Hauser

paign. Many ad-
vertisers are find-
ing, however, that no matter how im-
aginative or brilliant the tie-ins with

baseball sponsorship might be, the
most important single thing is the

baseball broadeast itself.

1954 marks the fifth consecutive
vear that the Mutual Broadeasting
System iz broadcasting dailv play-by-
plav de-criptions of major league hase-
bhall The Game of the Day
programs. conceived by MBS sports
director Paul Jonas. were first aired
in 1930. Offered on a cooperative ba-
sis to local advertisers, the Game be-
came a most success{ul selling medi-
um for both local and national ad-
vertisers. Proof of its success lies in
the fact that 75% of Gamme sponsors
have been coming back for five years.

games.

The Game is offered in non-major
leaguce areas. Broadcasts are carried
from thirteen major league parks. In
the event a scheduled game iz rained
out, Mutual has stand-by crews in va-
rious citie: ready to lroadcast at a
moment’s notice.

With 425 stations =et to carry this
year's Game programs. MBS expects
to attract more than $.000 sponsor-.
And as was the case in 1952 and 1933,
Falstall Brewing Corporation of =t
Louis. Mo.. will sponsor one-hal{ of
the Game of the Dav on alternate davs.

Last vear (1933)  approximately
3.000 sponsored periods were used on

the Game schedule. High among users
of these baseball programs are auto-
mobile dealers, gas and oil companies
and automobile service stations.

These Game of the Day broadcasts
have become increasingly popular.
Last season this MBS feature reached
more liomes, more often than in any
previous year since its inauguration.
The average daily rating (Sun.-Sat.)
in 1953 was 10.2 as against 7.7 in '32,
a 327 increase. The total weeklv rat-
mg (Sun.-Sat.) in 1933 was 71.4 as
against 50.9 in 52, a 329 increase.
Gro:-s homes reached per week in 1953
totaled 7.6069.000 as compared to 3.-
398.000 reached in 1952. And these
audience totals do not include the im-
portant out-of-home audience.

An interesting statistic offered by a
MBS southern affiliate revealed that
“farmers’ wives have become baseball
consciouz.” No doubt due to Mutual’s
Game of the Day programs.

In addition to games, Mutual also
offers five-minute Warm-Up segments

before game time and five-minute
Scoreboard  sessions  following the

broadeasts. Among national advertis-
ers using these periods have been R, J.
Reynolds. Vitalis. General Mills and
Gillette. R. J. Reynolds is sponsoring,
for the fifth consecutive vear in 1954,
the Camel Scoreboard segment seven
days each week following the Game
broadcasts.

BERT J. HAUSER

I'ice President, Co-op Programs

Mutual Broadcasting System

New York

lLast vyear, our
company's spon-
sorship of the
Washington Na-
tionals on radio
and television
was just the point
of embarkation
from which we
launched an all-
oul  promotional

program to sup-

Mr. Hoffberger

port our dealers. During the course
of the haseball sea<on we conducted
{wo major consumer contests aimed at
strengthening our position in the Dis-
trict area and enlarging the perimeter
of our distribution territory. To help
the frout line advertising salvos which
radio and television were firing we
coordinated this effort with a combina-
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tion of dealer merchandising  aids,
sules promotion exploitation and solid
siles effort,

This vear ne've heconme a little more
ainhitions, Mol ouly have we renewed
sponzorship of the Washington Na-
liohals on radio aud television but we
will be privileged to sponsor the hroad-
casts and telecasts of the Baltimore
Orieles, our new home town major
leazue team.

Groang back 1o last year, this is what
we did:

Cur frast consumer promotion was

“Favorite Player” clection contest
open Lo everybody of legal age in the
Washington-National area. We offered
34 fan prizes, four of which were U.S.
savings Bonds. To add a dash of eol-
or lo the affair. we agreed to double
the denomination of the Savings Bonds
if the winners were in the ballpark the
night of the contest—or arrived at the
ballpark within half an hour after their
nanes were anpounced on radio and
television. This twist had a wholesome
elferl on game attendance as well as
inercased listenership,

An important part of the promotion
was bringing in the retailers at the
point of action. We provided them
with entry ballots, ballot boxes, and
supplementary point of purchase ma-
lerial. To add to the momentum, a se-
ries of newspaper ads was placed to
complement the radio and television
spots used on the basehall programs to
promote the contest. Fleet center field-
er Jim Busby was elected the fans’
favorite and received a brand new
Packard car. The more than 1,000,000
ballots cast in this election gave us
an indication of its success

Later in the season we ran another
contest. This time we gave the fans a
chance to exercise their ingenuity.
They were asked to write on the free
entry blanks they got from their Na-
tional Bohemian dealers, “Boh’s a Hit
with me because . . .” (National Bo-
hemian is also promoted as Boh). The
first prize winner received two choice
tickets for every World Series game
plus living and transporiation allow-
ances for herself and her hushand.
When the results were tallied, there
were more than 40,000 peonle who en-
tered this contest.

At National, our intere-t in baseball
does not die with the autumn leaves.
We try to maintain fan enthusiasm all
vear round. On Thanksgiving Day a
full page ad was placed in two Wash-
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ington dailies which depicted onv Mr.
Boh trademark pulling on a tnrkey
wishbone hoping for a hang np ~cason
for the Nats, while his sons were tug-
ging away on the other side of the hone
dreaming of season tickets for the coms-
ing year.

Currently. 1o lend hupetus to the
Baltimore Oriole scason ticket drive
we are utilizing our radio and televi-
slon program properties lo encourage
the fans to support their new teani by
getting thenr season lickets ecarly.

This year we're planning a number
of execiting and different promotions
in the Baltimore-Washington radio and
television areasx. QOur formula for co-
ordinated action among the forces of
selling influence. however, will remain
the same. Here’s hoping we can tell
you a success storv next vear?

JEroLD C. HorrBeRGER

President
National Brewing Co.
Baltimore

ROUND-UP

(Continued from pcge 101)

More life insurance companies are
using spot television, The tv division
of Edward Petry & Co. reports that 16
insurance companies were on spot tv
during the third quarter of 1953—
twice as many as during the first quar-

ter of 1952.

Last year’s increase in radio homes
was nearly double the 1952 radio
homes inerease according to A. C.
Nielsen Co. On 1 Jauuary 1954 there
were 46.646.000 radio homes—98.1%
saturation. Television saturalion on
the same date was estimated at 61.6%.

3 * 3

The Washington State Asrzoeiation
of Broadcasters =ay~ that its two-day
copy clinic held in Seattle rceently was
“the first outright copy clinic to be
sponsored by broadcasters in the con
tinental United States.”

3= * BN

KJBS, San Francisco. wamns that
program ratings for the ecity of San
Francisco cannot be projected to a
station’s entire service area. It's send-
ing advertisers a report of radio listen-
ing for the whole “San Fraucizco
area’” to prove its point.

“KOWL is the most
POWER PACKED

station of its kind*
in America!”’

I

R

*Serving the Negro. Mexican and Mexican-
American markets of Greater Los Angeles
and Southern California—more than 1,000,-

owL

10000WATTS . §
IA‘F'I'EH SANTER Bovin $4 f

Represcntatlves
George W. Clark. Ine
Chitage. New York
Daren F. MeGavren,
San_Francisco
Dora.Clayton, Atlanta

4128 Wilshire Blvd.,, Los Angeles 17, Calt.
TE. 0-5152

TISKET-A-TASKET
A green ond yellow bosket—
I wrote o letter to my friend
and on my way | lost it—

I lost it—

The great Kansas City primary
trade area served by The
KMBC-KFRM Team is just one
huge green and yellow basket.
A MARKET basket — filled to
overflowing with the green
and yellow of things growing
and ripening to be exchanged
for “long green” currency
and for ““gold” coins.

You can enjoy the harvest
in the Heart of America — the
year around! Write a letter
wire or phone to your friend
KMBC-KFR/A, Kansas City, or
g your friendly Free & Peters
.'_‘_‘::'S colonel, The letter won't get
..-/(1.;" lost. Il pay a BIG profit

1"‘% -.-m because the folks in
'IW E the Kansas City primary
if B | area are buying the
"i-;ﬂ things they hear about
AR on the radio station

Y they listen to most

¢ >
7 ¢
l S RADIO FOR THE HEART OF mi\“
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WTVP

CHANNEL
DECATUR, ILLINOIS_

SOLID COVERAGE
IN THE HEART OF

LIS

CHAMPAIGN
SPRINGFIELD = *DECATUR

PROSPEROUS |
CENTRAL ILLINOIS

WTVP

CHANNEL V17
DECATUR, ILLINOIS

DELIVERS ONE OF THE
FASTEST GROWING
MARKETS IN AMERICA

SELL IN...

THE MARKET THAT
MARKETING FIGURES
CAN'T KEEP UP WITH!

CHANNEL 17
DECATUR, ILLINOIS

Notional Representolive: George W. Ciark, Inc.
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Richavd D. Buckley will be president

and general manager of WNEW, New York, fol-
lowing FCC approval of the transfer of the station
from Cherrv & Welb to new corporation. Buckley,
Horace L. Lohnes ([ ashington attorney) and H
Harry R. Playford (Florida banker) and two
associates paid 2.1 million cash for the 50 lw
independent station. Bucklev, until last November
president of John Blair & Co., says no changes

in the station’s policy are planned. Ile has been
in the broadcasting industry for 25 vears.

Normau Jay. formerly vice president, is the
newly elected president of [lazel Bishop, Inc.,
cosmetics firm. Simultaneously with his election,
Jay released last yvear's sales figures. For the
fiscal period ending 31 October, sales were $10
million and they're now about 509 greater. This
vear's ad budget is 85.5 million—most of it

jor television and newspapers. With a net
profit last vear taiter taxesy of §601,111, the
company is spending almost 10 times its 1553
net on adrertising this year,

Paul Adauti. vice president of Meredith
Publishing Co’s WIEN, Syracuse, made news
when his t station bought a radio station—
reversing the usual order of a radio station adding
tr. WIIEN. one oj nation’s pioneer tv stations,
bought WAGE, Svracuse. jor £200.000. Adanti
savs that up to now Mereditl's purchases

hare included am-tv stations. but this purchase of
a radio station shows that the company hasnt
picked wp its radio stations as a “by-product”
and is enthusiastic about radio.

Sawe M. Ballard. rvice president of Geyer
Advertising. Inc., has been elected to the agency’s
board of directors. Ile also was appointed super-
rising executive on the Nash Motors account and
will head the agency group on the account in the
Vew York and Detro't oftices. Ballard's first job
25 years ago was with Gever's Dayton. Ohio. office.
Since then he has been with Delco, ludson Motor
Cars (which, interestingly. recently merged with
Vash). Compton Adrertising and, until last August,
a director of Gardner Advertising’s New York office.

SPONSOR
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HAVE YOU A DISASTER PLAN FOR YOUR PLANT?

BOMBS...OR FIRE...OR FLOOD...OR TORNADO
++ « YOoU can handle them if you act now.

Let’s face it ... the threat of war and the atomic bomb
has become a real part of our life—and will be with us
for years. Fires, tornadoes and other disasters, too, can
strike without warning.

Whatever the emergency is, everybody’s going to
want help at the same time. It may be hours before out-
side help reaches you. The best chance of survival for
you and your workers—and the fastest way to get back
into production—is to know what to do and be ready to
do it. Disaster may happen TOMORROW. Take these
simple precautions TODAY :

[ ] Call your local Civil Defense Director. He’ll help
you set up a plan for your offices and plant—a plan
that’s safer, because it’s integrated with community
Civil Defense action.

[ ] Check contents and locations of first-aid kits. Be
sure they’re adequate and up to date. Here, again, your

CD Director can help. He'll advise you on supplies
needed for injuries due to blast, radiation, etc.

[] Encourage personne! to attend Red Cross First-Aid
Training Courses. They may save your life.

[ ] Encourage your staff and your community to have
their homes prepared. Run ads in your plant paper, in
local newspapers, over TV and radio, on bulletin boards.
Your CD Director can show you ads and official CD
films or literature that you can sponsor locally. Set the
standard of preparedness in your plant city. There’s no
better way of building prestige and good community
relations—and no greater way of helping America.

Act noiwe . . . check off these four simple points . . .
before it’s too late.

——-—_—___ ]



Don't trim your sales

All ecconomists predict that P31 is
going to he the second-best husiness
year =ince the war
from last vear.

only a mite down

Yet some advertisers are framkly
worried and thinking in terms of cut-
ting expen<es. including their advertis-
ing budgets.

Many of our readers will remember
SPONSOR™s “let’s cell optimizm™ cam-
paign of 1919- when business seemed
to be doing its best to think itself into
a recession while all the economic
facts pointed to a boon

SPONsOR’s then adhvertising director
traveled about the country selling sta-
tions on the idea of “promoting op-
timism.” SPONROR editorials and arti-
cles waged a complementary campaign
in print. Frankly. the reaction amazed
even us. (The editorial on the sub-
ject in the I August 1919 is<ue con-
cluded: “To rephrase a current popu-
lar song—‘Baby. it's good in here.”)

Much the same situstion prevails to-
day. The Korean war is over. [n-

Kingan s King

All 32 radio stations in Indiana (am
and fin) were joined in a statewide
broadeast =ponsored by Kingan meat
products during the final day of the
Indiana High =chool Ba<kethall Tour-
nament (20 March,

Kingan wasn't ~ponsoring the games,
But right from the Tournament floor.
with 16.000 rabid ba-kethall fan< i~
teming and  watching the broadeast.
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Applause

emplovinent i~ mounting a bit.  But
liquid assets are at record levels. The
country i~ virtually at it~ peak. Only
fear in ~ome people’ mind is clouding
the horizon.

I's up to the air media 10 move
again into action. As a result of our
8 February 1951 editorial. “Let’s sell
WAVE (AM and TV),
Louisville. has begun a commercial-
announcement campaign in radio and
v to discuss the economic health of
the nation. Kentucky and Louisville.
The editorial had talked of . C. So-
well, general manager of WLAC, Na~h-
ville, who had written to the NARTD
and BAB regarding the same theme.

P
oplimnism,

With the associations and the sta-
tions behind the idea. the campaign
to convince the country that good
times are ahead should succeed. (For
SPONSOR article on subject, see “Storm
clouds ahead? Don’t trim vour sales,”
page 40 of this issue.)

* * *

The man from SPONSOR

When srozsor assigned one of its
veteran writers the job of working for
a week as a Cunningham & Walsh jun-
ior executive. we thought of it as a
combination observation tour and va-
But Cunningham & Walsh.
which for several years has been send-
ing its own key men out to get the feel
of retail selling, took us at our word.
They sweated Charles Sinclair, spox-
sor senior editor. through five hectic
days of overseeing tv commercial pro-
duction: writing radio and v com-
mercials; «ilting in on stafl meetings.

Charles” week. in fact started at +:30
in the morning Monday 1 March.

As Charles tells the storyv (starting
this issue page 37) that was a cold

cation.

they honored the 50th Anniversary of
the Indiana High School Athletic As-
sociation. A documentary plus the of-
ferings of two glee clul « con-tituted
the program.

The “=ell Indiana Radio”™ Commit-
tee of the Indiana Broadeasters Asso-
ciation sayv~ that this i~ the first time
that every radio station in a single
~tate had 1 een purcha ed by a ~ponsor
at peak listening time.

morning to be getting out of hed with
the chicken~ and going down to the
RCA Fxhibition Hall for rehearsals of
Today. But that was his first assign-
inent from CSW.

Charles” week at C&W wasx actually
inspired by the campaign which the
agency has been running under the
headline “The man from Cunningham
& Walsh.” (Lsually the “man from”
i= <hown behind a store counter sell-
ing goods.) We asked C&W if they
wouldn't help give u= -and our read-
ers—a better insight into the function-
ing of an agency radio-tv departiment
through the eves of an alert reporter.

The story Charles Sinclair came
back with iz not only one that will
transmit the “feel’” of an agency radio-
tv department: it’s also one of the
most interesting pieces to appear in the
history of spoxsok. Charles tells the
story as if he were sitting across the
table from you and he’s quite a con-
versationalist. From anecdotal begin-
ning to anecdotal end, this is a piece
vou'll have fun reading. Along the
way Charles manages to assemble an
array of facts, thinking at the agency
and a look at how they do things over
there at C&W which ought to make
“use” value reading for admen every-
where.

SPONSOR plans to continue sending
members of its staff out to work for a
week—at agencies, in the advertising
departments of sponsor firms. at film
companies and elsewhere throughout
the radio-tv beat. It’s part of our con-
stant eflort to keep intimately in touch
with our husiness. We hope that we
help to serve your interests better in
the process—and any suggestions You
have for our “The man from spPoNsOR”
series will be studied appreciatively.

As we get it. the sale was developed
by the alert 1BA. The sponsor was
excited and delighted. and with rea-

]
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son. We don’t know what he expend-
ed on this saturation hroadcast. but}
its immediate and long-range advan- |
tages are worth many times the cost.

Other sponsors. and other groups of
broadcasters can benefit by the Kin-

gan example. State associations: please .‘

note this event.

SPONSOR |
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NBC -BASIC
ABC -Supplementary
Dumont-Supplementary

WIAR-TV
CHANNEL 10

PROVIDENCE, RHODE ISLAND

National Sales Representatives — WEED TELEVISION

The latest Nielsen* study
shows 89% of Rhode Island
families own TV sets . . . The
.. 31%

above the national average!

highest in the nation .

Southern New Englanders
don’t buy TV seff*simply because
they're for sale . . . they must
like our live-local programs . . .
17 per day Monday through
Friday! Proof of our performance!

(1,098,189 sets in our area)

*Report courtesy of CBS TV Reseorch Dept.




My, how
you’ve grown!

o s » €1 true one!

Left, WWDC's Art Brown; Right, Sam Del Vecchio.

Sam Del Vecchio, owner of Frank Del Vecchio & Son sporting goods store, had a problem.
How could he get the good fishermen of Washington all the way over to his store in the South-
east section. He solved it the way so many others have found quick and profitable—he bought
time on WWDC. Now he says:

“Art Brown and WWDC are my two best salesmen. Fishermen from all over town
drop by here and stock up the very morning they’re going fishing. My store is showing
a healthy increase every year.”

WWDC can help your business grow in the rich Washington
market. Let your John Blair man give you the whole story.

In Washington, D. C. it’s |

Represented nationally by John Blair & Co.
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