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pearing of pioncers...
(since this issue of SPONSOR salutes the
proneer television stations of America)

- have some particular pioneers to salute . . .

WAA 1\1 Baltimore

(on the air November 2, 1948 )

WB E;N',—I*\/Y Buffalo

(on the air May 14, 1918)

RECEIVED
WFI\/[ XY'T\/ Greensboro

APR 191954 (on the air September 22, 1919 )

NBC GENERAL LIBRARY W D A F 'T\/ KN ansay Ci ty

(on the air October 10, 1949 )

W H A S 'T\] [ouisville

(on the air March 27, 1930)

WTI\/IJ -T\/ Milweaukec

(on the air December 3, /()1(7)

Like ourselves, they staked their faith in
television carly. We have all grown
rether with this great medium . . . they,
through service to their communities;
‘¢, through giving them the best possible
representation we know how to perform.
t has been a richly satisfying experience
for us both.

Harrington, Righter and Parsons, Inc.

New York
Chicago
San Francisco

}Itab]lished 1949 —the first and only representative devoted
exclusively to television. |
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Maximum power—
100,000 watts at Maximum Height—
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Consumer confidence in Bayer Aspirin has
been built by years of research and
know-how in producing a reliable product.
There’s laboratory control over every
process at the modern Bayer Company
plant. This quality control has been one
part of a complete job that makes the
Bayer Company a leader in its field.

Laboratory control can be applied to broad-
casting. Skill in programing the best
ingredients of fine entertainment and public
sa2rvice builds the audience. The roster of
advertisers on WMBG, WCOD and WTVR
mirrors the large and loyal audiences that

you too can reach. Join the other advertisers
using the ""First Stations of Virginia.”

WMBG ~+» WCOD

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.

wWMBG
WCcoD
WTVR

WTVR™
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Radio copy When it comes to copy for commercials, radio is getting short shrift
short-shrifted? from some of major agencies. SPONSOR asked agencymen whether radio
copy approaches were being modified to keep pace with changing lis-
tening patterns. Replies indicated radio copy was frequently "adap-
tation" of tv_approach. This recalls days when radio copy was just
magazine copy with sentences made shorter.

—SR~

ARF seeks top American Research Foundation is losking for man to head research
research man activities. He must be excellent technician who will have respect
of leaders of field. Pay described as top dollar.

—SR~

Study charts Ask average adman if radio has changed appreciably in recent years
“The New Radio”” and he's likely to say "no," except for pointing out network billing
declines. Yet medium has undergone basic upheaval far beyond network
sales difficulties. Charting where radio and tv sets are moviﬁg to
now; how set ownership breaks down by regicns, city size, tv owner-
ship, is mission of ARF-supervised Alfred Politz study for BAB and
networks. Study is effort to fill in dimensions of what SPONSOR
terms "The New Radio" (see page 31).
—SR—
U.S. clients prep U.S. sponsors with distribution in England are already preparing for
for British tv emergence of commercial tv there n2xt year. One major Midwestern
client has been shipping negatives of his American tv commercials to
be printed in British Isles. Reason for processing abroad: Customs
inspection, firm says, is cumbersone procedure in which "numerous

copies of single commercial may have to be screened." Thus it's
simpler if you just send the negative.
—-3R~

Vhf in “‘old days’’ Admen who are bearish about "u" stations can look back at early years
bucked gloom of "v" history for reminder things weren't always so rosy. Remember
when: (1) They said tv was "line-of-sight” and would do well to get
out 40 miles. (2) Interference was considered stumbling block to tv
progress. SPONSOR's section this issue on tv’'s pre-freeze stations
may help recall the "o0ld" days. Sce "Iv Pioneers," rage 43.

Mendelson named SPONSOR v.p. in charge of advertising

Appointment of Robert P. Mendelson as SPONSOR vice president in charge of adver-
tising was announced on 7 April. Mendelscn's 20 years in radio and television
include ownership of his own advertising agency in Buffalo and, more recently,

5 years as executive vice president and sales manager of Richard H. Ullman,
Inc., radio and tv syndication firm in Buffalo. Among his duties, Mendelson
will supervise SPONSOR's sales offices in New York, Los Angeles, Chicago,
Atlanta and Dallas.

SPONSOR, Volume 8, No. 8, 19 Aprll 1954 Published biweekly by SPONSOR Publications. inc.. at 3110 Elm Ave, Baltimore. Md. Executive, Editorial. Adsertislng. Cir-
culstlon Offices 40 E, 49th St., New York 17. $8 a year In U. S. $9 elsewhere. Entered as second class matter 29 Jsnuary 1949 at Baltimore. Md. postoffice under Act 3 March 1879
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Uhf isn’t tv What are uhf's problems? One not mentioned frequently was cited to

on a radio budget SPONSOR by broadcaster who had just junked short-lived uhf station.
"Sensitivity" of signal licked him, he said, among other factors. He
contended uhf signal drifted, was inconsistent. "I couldn't always
get my own station in my own home.®™ But broadcaster in question
hadn't constructed tall tower in effort to hold costs down. Other
uhf operations with prime facilities have done well (see page 128).
It's uhf-er who wants to operate like radio station who has run into
most trouble.

—~SR-

What tv stations Interesting cost statistic in SPONSOR study of pre-freeze stations
charged per set concerns relationship between number of sets in market and station's
rate. Average at start for all pre-freeze stations was: 90¢ per
1,000 sets installed. In January 1952 figure was about 22¢. By
first of this year it dropped to just under 15¢.

—SR—

Stanton on Twenty-one years ago Dr. Frank Stanton, then Ohio State U. instruc-

eye vs, ear tor, ran series of sight-vs.-sound tests which showed sound was
superior method of communicating advertising. Asked other day about
tests, CBS president told SPONSOR nothing's happened since to change
his mind about his research then. Addressing Chicago bankers re-
cently, he predicted total tv advertising expenditures, nearly 8700
million in 1953, would zoom to $1% billion in 1957 with 90% set
saturation by that time.

—-SR-

More dangerous If you want to know why William Esty Co.'s Dr. Wallace H. Wulfeck |

than H-bomb? fears motivation studies more than hydrogen bomb, don't fail to read
"II. Psychology of media," starting page 40. Piece contains tips I
from half a dozen psychologists on how you can get more mileage |

from media by knowing what "moods" they create.

—SR—- I
Hero of GF show: One of most astonishing production facts about General Foods' 25th I
Director Levy Anniversary Show honoring Rodgers-Hammerstein team was this: Dress I
rehearsal ran 2 hours, ended just after 7 p.m. By 8 p.m. Producer- t
Director Ralph Levy had trimmed 30 minutes out of show. On air it :
went through without hiteh. Critics panned show because they ex- I
pected more than they got. Actually it was THE highlight of tv |
season. Cost: over $500,000. ]

e — — — —— G G  — — e D — G S e e o e e—— —— e — e e SR e— G e o s S—

New national spot radio aud (v business

\

1 l
I SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration I
I' Barcolene Co.'Boston Barcﬁlcnc A-II-Pur;sc Silton B:os, Boston 14 New England Cities ! Radio: 10,680 anncts. mid-Apr; 52 wks I
- Clcancr L
Eskimo Pie, NY lce cream bars Buchanan & Co. NY 30 major cities Radio & tv: 15 radio, 7 tv anncts week-
| ly; 15 Apr; 13 wks |
McKesson & Robbins,  Tartan Ellington & Co. NY 1S East. South. West Coast Radio & tv: dayti min radio anncts, &

| Bridgeport, Conn cities nightti tv i D.'s; end of May; 6 wks
I Nestle Co, White Nestle Instant Coffee Sherman & Marquette. |1 Eastern tv aity. 11 Eastern Radio & tv: 70 anncts a week on 11 l

Plains, NY NY radio stns radio stns; nightti 1.D.'s, dayti min,

1 chabrks on tv, 40 weekly; 19 Apr;
6 wks I

Simoniz Co, Chi Simoniz Automotive SSCB, NY 60 major radio mkts Radio: min anncts, 4 to 10 a wk; 19
| Paste Wax ) N Apr: 13 wks I

Yardley & Co, NY Men's shaving line N. W Ayer. NY SO major cities Radio: morn min anncts; 24 May; 4 wks

2 SPONSOR
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to spread the light of learning

WG AL'TV NBC * CBS * ABC * Du Mont

LANCASTER, PENNA.

Keenly aware of its educational responsibility to
the communities it serves—Lancaster, Harrisburg,
I York, Reading, Lebanon, and hundreds of smaller
| cities and towns—WGAL-TV presents College

of the Air, Monday thru Friday, 9:00 to 9:30 a.m. Lo L
Leading educators of the area conduct discussions &
on five basic topics of special interest to viewers

? —Sociology, Physical Science, Mathematics,

The Humanities, Adult Education.

College of the Air is part of the imaginative
programming designed by WGAL-TV to meet

the needs and specidl interests of its wide,

diversified loyal viewing audience.

Dr. A. C. Baugher

Dr. D L. Biemesderfer

Dr. Robert Gates Dawes Dr. Frederie K. Miller
President

i York Junier College

m Represented by M E E k E R Mz:. Channel 8

| New York * Los Angeles
. Chicago °* San Francisco

Steinman Station
i Cloir McCollough, President

19 APRIL 1954
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ARTICLES

The neawe radio

A revolution is taking place in radio right under the advertiser's nose. In line
with "divided attention™ listening and the changing home-locations of radio
sets, buying patterns and programing are being re-tailored to fit

Why Nestle uses all FOUR air wmedia

To promote its sales leader, Nescafé, its various other instant beverages and
dry-packaged foods, Nestlé spent about $8 million in 1953. Heading the firm's
media list: tv, both network and spot; radio, network and spot

Uennen's formula: sell thew while they shave

For its Spray Deodorant and Skin Bracer, Mennen finds that early-morning radio
news and wake-up shows in about 90 markets do a bang-up sales job

Why advertisers scoff at **recession” talk

SPONSOR polled 42 advertisers on their outlook for business this year, found
them almost unanimously optimistic. To keep business healthy, most firms plan
to intensify sales efforts, up advertising budgets

1. PPsychology of media

A baby-powder manufacturer will want to create a different atmosphere in his
advertising than will an auto firm. How can different media be used to
build varied effects? Part 21 of SPONSOR's All-Media Study gives details

TV PIONEERS: The first 108 (v stations

SPONSOR presents an exclusive historical document, a tailored-for-admen
record of tv's pioneering days listing early executives, data on set growth, rate
changes, business trends. Here is new perspective on the tv medium

COMING |

Can tv alone launch a new product?

An advertiser with a new cookie-dough product to market conducts tests to
see if he can successfully introduce his product using tv exclusively. SPONSOR
editor went to the scene of the test to get first-hand details

Should taleut sell?

Should the star performer on a tv or radio show do the actual plugging of the
sponsor's product? Bob Foreman debates this issue with other admen

111, PPsychology of media

In Part 22 of SPONSOR's All-Media series, psychologists delve into sometimes-
hidden reasons behind admen’s selection of media, come up with some provoca.
tive and controversial opinions

d1
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l _ IN ARKANSAS!

One year ago, Station KTIS was moved from llot Springs to
| Little Rock. with 50,000 watts. In June, we went CBS, carrving
tire best network and local programs to virtually the entire State.

Results? We're getting lots of them. Ilasten to this letter from
Mr. John R. Murphy, owner of the Shreveport Syrup Company,
who has three 15-minute mornmg programs per week on KTHS:

“We have just completed making some territorial sales
analyses for the full year 1953, as against 1952,

“In the 60-mile area in and around Little Rock, KTHS was the
only advertising medium used, and sales were 11.2% greater
in 1953, than in 1952.

“Your station had a great deal to do with this increase in sales,
and we especially wish to thank you for the extra merchandis-
ing help you have given us.”

That’s what happens when good programs go out to an mter-
ference-free daytime coverage of more than 3!y million people—
primary daytime coverage of more than a million people—in an
area which is not alrcady blanketed by top-noteh radio opera-
tions. sk vour Dranham man for the whole KTHS story.

s i ‘b.: i " | —= : = [ =
d by The Branham Co.
jement as KWKH, S’“hrﬁ:l-veport:

BROADCASTING FROM
LITTLE ROCK, ARKANSAS

s » e S o == e
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BUY THE IOHN POOLE
BIG IMPACT STATIONS

New Group Discounts
are now in effect

In Central California

KBID 'l‘ FRESNO
, - ; Channel 53

POWER-BACKED 470,000 WATTS
COVERAGE OF THE WHOLE
CENTRAL SAN JOAQUIN VALLEY

The Valley
} Music Station

900 KC « 1,000 WATTS
1117 N’ STREET, FRESNO

In Southern California

‘ The Catalina
Station

740 KC « 10,000 WATTS

The Giant Economy Package
of Southern California Radio

Your Advertising Dollar
Buys More when you buy
the "'B I”” Stations

Save up to 20% with
combination discounts
For details ask any

John Poole station salesman
or Robert Meeker Man

JOHN POOLE
BROADCASTING €O.
KBID-TV » KBIF « KBIG

6540 Sunset Boulevard
Hollywood 28, California » HOllywood 3:3205

Jack B. Peters, v.p., Kastor, Farrell, Chesley
& Clifford, New York, savs that the broadcast
trade associations would render a raluable service
if they standardized and encouraged tv field intensity
surreys. “That way a timebuyer could always be
sure that he had an accurate coverage map for
euch station,” Peters explained. “By the same token,
a strong trade association could also put through
« uniform system of agency recognition to safeguard
the stations which have little guarantee of payment
other than an agency’s reputation at this point.”

- i o e

Mildred Fultau., Biow Co., New York, works
on the Bulova account. “One of the main difficulties
we run into,” she told ~posor, “Is the problem of
getting accurate measures of audience and cover-
age in many of the new tv markets. Salesmen for
these markets would do well to take some of the
optimism out of their brief cases and squeeze in
more facts.” She adds, however, that she’s been
buying new markets despite insufficient rating
information, when the market is one with a good
potential, lerause Bulova wants time franchises,

Warren Stewart. Grev Advertising. New York,
sces several adraniages in getting timebuyers out
into the field. “Particularly into a special market ;
where a client’s planning to spend a great deal.” b
he adds. “In such a case, spending four or five
days in this town will give the timebuyer a betier
feel of listening habits, meaning of ratings, com-
petitive media situation. On the other hand stations

~ oo

cen be cleared just as easily out of New York d
and often a trip into the field means more for !
the client if (r's the a e who goes.” i"

1
Aunita Wasserman. Lawrence C. Gumbinner 4
1drvertising, \ew York, suggests that a timebuyer's i

lot could be improved “a lot” by a uniform system of
billing from tr stations. “lt would he nice,” sighed
she, “1o Lnow just when to expect a bill; that
atter an crror ar preemption make-goods go on as
schednled : how long efter we're approved

a schedule we will get revisions from the station.
105 Just that the resulting eatra paper work and
contusion detructs from the time we con spend s
deciding on schedules and choosing availabilities.”

LR
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CONSECUTIVE
PROGRAMS

B ll AM

; Sr@y
LET

BOOMS OUT THE HOUR

rHar sTic. BOOMS SALES

LOUISE WILSON,
director of Tower Clock
Time for the post 10 yeors,

W hen Sibley’s Tower Clock Time strikes the morn-
ing hour on WHAM, it is as familiar to listening women
in Rochester and Western New York as the boom of Big
Ben is to Londoners. Although Tower Clock Time has
been on WHAM radio 15 minutes a day, five days a week
for 22 years, it is still booming sales.

This huge department store, largest between New
York City and Cleveland, has often gained national
recognition for the outstanding merchandising job it has
done through this mid-morning radio program.

The duration of Sibley’s program is unique in the
entire country, and WHAM points with pride to many
other similar success stories of clients using its radio
facilities continuously for almost as many years.

Clients’ sales results throughout WHAM’s Western
New York coverage area attest the effectiveness of its

appeal.

WllAVl mmm SELL FOR YOU

" The STROMBERG- CARlSON Station, Rochester, N.Y. Basic NBC- 50 000 watts * clear channel * 1180 ke
GEORGE P. HOLLINGBERY COMPANY, National Representative

19 APRIL 1954
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 How to Look_
a Gift Horse
i_rLthnguth

CoF e
O\ LX) N BB
4 : 3.

Whichever way you loak at a KSDO
gift, it means extra listeners
in San Diego's billion dollar market.

KSDQO delivers mare home
listeners than any ather statian
in San Diega ... HOOPER.

Mare out-af-home listeners . . . PULSE.

These exira listeners—at na increased
cast—is our gift to you.

May we show you how a good look
at this gift will pay-aff far yau?

1130 KC
5000 WATTS /
Representatives i
John E. Peorson, Co.  New York \Q

Doren McGaveen  Son Frondisco
Wolt Loke - Los Angeles

by Bob Foreman

What bring= to mind the topic which follows i~ the oppor-
tunity [ had recently to hear David Ogilvy, head of the agency
of almost the same name, speak at an ANA conclave. The
talk was ~o [a-cinating. astutely conceived and well deliv-
ered that it cet me to thinking about other copywriters who
have had and are having an important inflnence on our
businesx.

Among the “others™ I can recall quickly are such able
word-merchants az Sid Ward, just retired from Y&R, and
Roy Whittier. also retired and Charlie Brower, a BBDO-er
far from retired. (And now it’s nice 1o see that George Grib-
bin is copy chieftain of the whole Y&R tribe which proves
that hi~ recent ~ojourn in tv copy didn’t taint him.)

The names of these gents and their few peers may never
have appeared in Variety or any of the other tv-radio trade
pres=. In fact, I doubt if any of the builders of ilm epics or
peddlers of animation know them.

All of which is a shame. indeed.

For men such as those mentioned have influenced the copy
used on televi-ion and radio to a degree which no one outside
the ageney field can appreciate. And this influence on copy
ha= a mo-t vital hearing on the show~ which are bought by
agencies and how these zhows are used. The rea<on for this
relation is elementary indeed. To wit:

The prime function of the advertising ageney—recognized
far too infrequently in the “zhow biz™ facet of onr trade—is
the selling messages it prepares. The Wards. Whittiers,
Browers and Ogilvies have much to sayv about the basie ap-
proaches to thi~ copy: mavbe they created or perhaps chose
the technique which expres:e- it. So it’< unfortunate that their
reasoning i>n't more readily available to filmers and ammat-
ers and time sale=men. ete.. whose efforts are =0 dependent
on it. They could get a lot ont of thi~ contact. Much of the
mystery of “working with agencie~™ might Le cleared np for
one thing.

David Ogilvy’s conments (at the ANA) concerned good
taste in advertisements as well as the boredom guotient rome
are able to attain. He spoke to people who have a large =av
m ome 80 of all the national advertizing done in radio
and television o his remarks should have an effect that will
be felt. Too had more radio and tv people weren't there to
hear them.,

While on the ~ubjet of copy. let me digres~ to the Academy

( Please turn to page 118)

SPONSOR




O HORTLY AFTER Carl Belles joined
WEBM-TV as produetion man-
ager in 1952, a traffic jam devel-
oped around the personnel office.
The plienonmenon was traced to
distaff staff members sounding out
the personnel manager on Carl’s
marital status. After ‘“lle’s mar-
ried’’ appeared on the bulletin
board, things simmered down.

“You shoulda worked with Mari-
Iyn Monroe,”” one director told
Carl. “‘T did,”’ he replied.

“You shoulda been an actor,”’
one old upstager was heard to mut-
ter at rehearsal when Carl tactfully
pinned her ears back. ‘I was,”’
said Carl.

“You shoulda been a Film Di-
rector,”’ said a cameraman when
Carl snggested a solution to a light-
ing problem. ‘I was,”” said Carl

If this makes him sound like a
cuy following the harvest, it
wrongs him. (arl’s work has been
well-aimed at his present job; his
background is uniquely suited to
television production. Ile has
worked in front of and behind foot-
hghts, in front of and behind mo-
tion picture cameras, in front of
and behind alligators (he once did
a travelog of the Florida Ever-
gtades). Probably his most perilous
experience was a hegira in IHolly-
wood, where Carl was directing in
a theater which tamed starlets. He
had several narrow escapes, dur-
ing which time his eoolness under
fire, learned as a Navy flving gun-
ner during the war, stood him in
2ood stead. Ile finally trinmpled

WFBM

INDIANAPOLIS

_,-.&H"r‘:lr xﬂ'
Belles

over his will power and took up the
less hazardous occupation of film
making.

This was back in the days when
half a week was required to make
a one-minnute spot. Carl traveled
hither and yon on assignments.
shooting stock footage. producing,
acting in, and directing comimer-
¢ials. Tt was alone about then that
Carl considered lotus-cating in the

WFBM-TV

CBS

Represented Nationally by the Katz Ageney

Affiliated with WEOQA, Evansville: WEDF, Flint; WOOD AM & TV, Crand Rapids
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Ringer

South Seas as a carcer, strongly
notivated by the nerve-shattering
aura of early tv filming. ‘It was
like holding a jar of jam without
the jar,”” he once remarked.

Every once in a while Carl's past
catelhles up with him. Stock film
and old commercials turn up for
delivery to the WFBM-TV audi-
ence, thereby suggesting that the
Belles impaet on the industry was
slightly more lasting than a chord
struck on a piano.

No one doubts his impact here-
abouts, least of all the directors
our 130 hve shows ecacl week. v
find Carl Belles an 1nexhanstib
source of artistic help and
mereial savvy.



LOUIS HAYWARD as MICHAEL LANYARD...The LONE WOLF




FADE IN: EXTERIOR SHOT - STREET - SHANGHAI LIL-SAN FRANCISCO - NIGHT

CUT TO CLOSE UP OF MICHAEL LANYARD WALKING - NARRATION: - Lanyard

I am Michael Lanyard; some call me Michael . .. others call me “THE LONE WOLF.” | have a simple philosophy

“live and let live.” People always need help . . . when they come to me | listen. Sometimes | resort to unorthodox
methods, and while I've been known to bend a law or two, I've never broken one. I've never believed people were
meant to live in fear, fear in any form ... Me ... | guess I'm a sucker for people . .. DISSOLVE

NEW ANGLE: Lanyard- CAMERA DOLLIES CLOSE UP - HAND HOLDING LONE WOLF
MEDALLION - NARRATION: - Lanyard '

A long time ago. | was given this Ming Wolf Medallion by the High Lama Chien Fe who said: “Michael, it will always
come home to you.” . .. I've left it in some strange places. .. it always has. . .. DISSOLVE

L]

DRESSING ROOM SHOT - Louis Hayward - NARRATION: - Hayward

My name is Louis Hayward, | play the part of Michael Lanyard, the Lone Wolf. With the Lone Wolf Company, I've
traveled to the world’s most romantic cities shooting the backgrounds for the Lone Wolf stories. Places like Cairo,
New Orleans, Honolulu, Mexico City, Paris, San Francisco, London and Las Vegas. I've met a lot of people. . . .

DISSOLVE

NARRATION: - Mr. UTP .

You've met our star LOUIS HAYWARD who portrays THE LONE WOLF, one of America’s most famous literary charac-
ters from the pen of Louis J. Vance . . . and now for some FACTS AND FIGURES:

FACT — LOUIS HAYWARD has consistently been one of the most  office success. .
sought after Hollywood stars.

. . o NoR FACT — Today: now...LOUIS HAYWARO has a trémendous fol-.
FIGURES — Ouring the last five years. LOUIS HAYWARO'S motion lowing who in the past have and will continue to pay to see him

pictures have grossed over $10,000,000.00. in motion pictures. This loyal group is a guaranteed “paid-up”
FACT — Every LOUIS HAYWARO motion picture has been a box insurance policy for LONE WOLF sponsors.

FACT & FIGURES — The LONE WOLF series is now available FACT—The LONE WOLF
for local and regional sponsorship. There are 39 never to be has sold in the

forgotten half-hour shows. first week: 52-week

FACT _ If you haven't already received your LONE WOLF press firm contracts
book with all details...WRITE...WIRE... PHONE. .. TODAY! totaling over $380,000

WRITE...WIRE...PHONE...TODAY!

HOLLYWOOD . . . Home Office 650 No. Bronson “"I'ED

HOllywood 9-8321 TWX LA 1432 | TELEVISION
NEW YORK... .44 Madis_on Ave.- Plaza 3-4620 1 PROGRAMS -

CHICAGO... ... 360 No. Michigan CEntral 6-0041
or your local office L m— et

THE LONE WOLF IS A GROSS-KRASNE PRODUCTION
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participation
shows on

TV RANCH WITH JON FARMER —Atlanta's most
popular disc jockey teams with the No. 1 Hillbilly Band,
Boots Woodall and his Wranglers, to make this the
highest rated Monday thraugh Friday variety show on
television—1 to 1:30—and a whole hour on Saturday

HELEN BARE
. .

]

MEMO FOR MILADY WITH HELEN PARRIS —
tap rated lacal wamen's shaw, 4:30 to 5:00 Monday
through Friday plus an additianal 15 minutes Wednes-
day and Thursday. An informal, chatty show now in its
4th year. If you want to sell to women (and who
doesn't?) then here's the gal who can do if!

perrys

PERRY’S KITCHEN —q tip-top food and cooking
show direct from our fully-equipped kitchen. The
South’s Mr. Food —Perry, food consultant, culinary ex-
pert and master of the skillet—makes this the highest
rated participation food show on the air. What ¢
salesman!

WILD WEST THEATER —the highest rated across=
the-board Western-mavie show in Atlanta. Fram § to 6
Monday through Friday youngsters and grown-ups

1102 pm.

SEEN MORE by more people
in the great Atlanta market

12

Y 53

Represented Nationally by

the KATZ AGENCY, Inc. J .

Tom Harker, V.P. and Nol'l Sales Direclor,
118 E. 57th St, New York 22

Bob Waod, Midwesl Nalional Soles Monoger,

230 N. Michigan Ave., Chicogo o

alike take to the hills with these pistol-packing shoot
'em boys who shoot up sales for participating sponsors.
A corking good buy!

NOW 100,000 WATTS

SPONSOR

.




New on Television Networlks

19 APRIL

1954

8
& SPONSOR | AGENCY STATIONS PROGRAM, time, start, duration
y Avosct Co. (Qwip Pres- 1 Harrington-Richards, SF CBS TV 50 The Morning Show; M-F 7-9 am: 2 partic wkly;
: surized Cream), SF . 15 Apr: total of 13 partic over 7 wks
1 Biuer & FBlack, Chi Leo Burnctt, Chi CBS TV 37 House Party; F 2:45-3 pm seg: 30 Apr; 52 wks
‘ Borden Co, NY DCSS, NY NBC TV 43 Justice; Th B:30-9 pm; 8 Apr; replaces Treasury
! - - . Men in Action
William Cooper & Nephews  Phil Gordon, Chi NBC TV 49 Today; M-F 7-9 am; 9 July; 7 partic
(Stay-0-Way insecti- |
cide}, Chi |
Falstaff Brewing, St Louis ' D-F-S, NY ABC TV 60 Bascball Game of the Week; Sat approx 2-5 pm;
. . 13 April; 25 wks
Minute M;ld Corp, NY Ted Bates, NY ABC TV 51 Super Circus; alt Sun 5:30-6 pm; 6 Junc; 13 wks
Nash-Kelvinator, Detr ch_er Adv, Detr CBS TV 57 Danger; alt T 10-10:30 pm; 16 Mar; 13 telecasts
Neﬁthu Sewing Machine, Cecil & Presbrey, NY NBC TV 42 Home; M-F 11 am-12 n; 1st wk in Apr; 13 partic
Parker Pen Co, Janesville, = |JWT, Chi CBS TV 104 Four Star Playhouse; alt Th B:30-9 pm: 15 Agr;
Wis . ] 12 telecasts
Philco Corp, Phila Hutchins, Phila ABC TV 58 Breakfast Club; M-F 9:45-10 am seg; 29 Mar;
- ! 52 wks
Vit':mm I<c°er] of Amer, BBDO, NY Du Mont 160 The Gotdbergs;, T 8-8:30 pm; 13 Apr; 26 wks
ewark,
Whitehall Pharmacal, NY Biow, NY NBC TV 63 Pinky Lee Show; M, W, F 5-5:30 pm:; 9 Apr; 10
| partic
Yardley & Co, NY Ayer, NY CBS TV 70 Garrz Moore Show; T 1:33-45 pm seg; 6 Apr; 52
wks

Renewed on Television Networlks

s
SPONSOR AGENCY ’ STATIONS PROGRAM, time, start, duration
American Chicle, Long D-F-S, NY Du Mont 54 Col. Humphrey Flack; Sat 10-10:30 pm; 10 April
Islqnd City, NY thru 3 july; co-sponsor
American Chlcle_ (Clorets),| D-F-S, NY Du Mont 60 Rocky King Detective; Sun 9-9:30 pm; 4 April
Long fsland City, NY thru 27 )June; co-sponsor
American Maize Prods, NY‘ Kenyon & Eckhardt, NY NBC TV 49 Today: M-F 7-9 am; 22 Mar; 10 partic
Am(f’nflanMTl(l);) Co, NY S$SCB, NY NBC TV 71 Big Story; alt F 9-9:30 pm; 12 Mar; 52 wks
a a
Benrus Watch, NY | Cecil & Presbrey, NY Du Mont 11 Meet Your Congress; Sun 6:30-7 pm: 11 April
| ] thru 4 July
Carter Prods, NY | SSCB, NY CBS TV 82 Place the Face; alt Th 10:30-11 pm; 15 Apr;
52 wks
Generai Mills, Mpls Tatham-Laird, Chi NBC TV 51 Dirsng Dcla(ng Schooi; F 10:15-30 am seg: 5 Mar,
wks
. Mutual of Omaha, Omaha Bozell & Jacobs, Omaha NBC TV 49 Today; M-F 7-9 am; 3 partic a wk, total of 117;
late Apr; 39 wks
Nestle’s, White Plains, NY Sherman & Marquette, Chi i CBS TV 107 Jackie Gle)ason; Sat B-9 pm; 27 Mar; 13 wks (co-
sponsor
Pharmaceuticals Inc Edward Kletter, NY Du Mont 60. Rocky King Detective; Sun 9-9:30 pm; 4 April
{Geritol), NY { thru 27 June; co-sponsor
SSCB, NY NBC TV 71 Big Story: alt F 9-9:30 pm; § Mar: 52 wks

Simoniz Co, Chi

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

Advertising Agency Personnel Changes

NAME FORMER AFFILIATION NEW AFFILIATION
{ T — I L F .
i Richard Allewelt Kenyon & Eckhardt, NY, acct exec Beech-Nut Same, vp
| Robert Barker Kenyon & Eckhardt, NY, acct exec RCA Same. vp
William Barth Gunther Bradford, Chi, exec Roberts, MacAvinche & Senne, Chi, acct exec
John H. Baxter Earle Ludgin, Chi, creative dir Same, vp
Richard K. Bellamy Benton & Bowles, NY, dir publicity & prom Kenyon & Eckhardt, NY, prom dept mgr
Barrett Brady Kenyon & Eckhardt, NY, copy supvr Same, vp
‘ Byron H. Collins |Jr Y&R, NY, acct exec Compton Adv, NY, acct exec, Tender Leaf Tea
David E. Diener Monroe Creenthal, NY, creative dir Same. vp
[ Leslie L. Dunier Emil Mogul, NY, radio-tv stn rels Same, bus mgr radio-tv dept
Frederick M. Ford Ingalls-Miniter, Boston, acct exec, memb pins grp  Same, vp
! Ammon B. Godshall Automotive acct exec McCann-Erickson, Detr, acct exec for Chrysler
i George H. Gribbin YGR, NY, vp chg radio-tv commls Same, vp chg zll copy
Herbert S. Hauser Monroe Greenthal, NY, acct exec & dir media. Same, vp
prodn depts X .
Charlene Hirst JWT, NY, timebuyer Product Services: NY, timebuyer
William E. John jr William Esty, NY, acct exec for Gen Mills prods, Same, vp )
 Huzh H, Johnson Kudner, NY, ascoc media dir Same, media dir
William King Kenyon & Eckhardt, NY, acct exec Amazo Inst Same, vp
L Dessert

Erwin, Wasey, LA, sls prom m7r

Paris & Peart, NY, mdsg & acct exec
i Ceyer Adv, Detr, media dir & asst aczt ex2: for

George Kraus Jr > )
Wolfe-jickling-Conkey, Detr, media dir & acct

William D. Lewis

F ] exec Kelvinator ,
i Robert A. Loeb Hirshon-Garfield. NY, prodn supvr radio & tv Levy Adv, Newark, NJ, acct exec Numbers a/ter names
George MacCovern William Esty, NY, dir of reeasrch Same, vp refer to New and Re-

David Mayer
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Grey Adv. NY, dir sls prom div

Ca'vert Distille-s, NY, natl mdsg mgf new category

S

J.
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NAME

Courtenay E McCurry
Harmon O. Nelson

Sidney Olson

GCeorge A. Rink
Victor Seydel

Jim Simpson

Ed Smarden

Joseph A. Tery
Nelson B. Winkless r

West P. Woodbridge |r

Sponsor Persom

NAME 1

Edward M. Bland
Henry Bowes ‘
John . Goldschmeding|

Jr
Carl Guy Grace

Ltouis T. Hagopian
fFrank H. Russell
R. H. Smith
James Street

KHJ-TV, LA, new Du Mont
KIPA, Hilo, Hawaii. new N

Time Inc

KMVI, Maui, Hawaii, new

SPONSOR

Harriet Hubbard Ayer, NY
Carter Prods, NY
Chicquot Club, Millis, Mass

J. W. Elsworth Co, Nj
Equitable Life Assurance So

Guild Films, NY

Lanolized, Inc, NY

Muzak Corp, NY

Pioncer Auto Ins, Chi
Princess Pat, Chi

WGSM, Huntington, LI, NY

Numbers after names
refer to New and Re-
new category

. E John Jr. (3
George A. Rink  (3)
John H. Baxter (3)
(;eo. VacGorern (3)
L. T. Hagopian (1)
P. Van Fleet “l)
Joseph A. Tery 3
A. B. Godshall  13)
Sidney Olson 3
Barrett Brady 3

KLBS, Houston, Tex, new natl rep Walker
KLZ, KLZ-TV, Denver, lic by Aladdin Radio & Tv, sold to

KQV,. Pittsburgh, new natl rep Paul H. Raymer
KSWS, Roswell, New Mexico, to be NBC Radio affil eff 1

Elna Sewing Machine Co, NY

General Mills (Canada), Ltd, Toronto
James Hanley Co, Providence, RI
Justesen’s Stores, Fresno, Cal
Liebmann Breweries, Brooklyn, NY

Necchi Sewing Mach Sis Corp, NY

Pro-Fesh Prods, East Orange, NJ
Railway Express Agency, NY
R. J. Reynolds, Winston-Salem, NC

Adrertising Agencey Personnel Changes (cont’d)

FORMER AFFILIATION

NEW AFFILIATION

Ziv. acct cxec southern mkts

KNBH. LA, prog mgr

Kenyon & Eckhardt, NY, copy supvr
Earle Ludgin, Chi, sr acct supvr
Andarson & Cairns, NY, dir radio & tv
AP, NY, pub rels

fennell Adv, LA, branch mgr

free lance radio, tv, film prodr
Campbell-Ewald. Detr, creative stf

Lever Bros, NY, adv mgr Pepsodent div

mel Changes
FORMER AFFILIATION

Philco Corp, Phila, dir sls training

Philco Corp, Phila, special tv rep
Philco Corp, Dallas hq, Texas div mgr

Colgate-Palmolive Ltd, gen mgr Colombian sub-
sidiary

Dodge, Dctr, retail prom rep

Philco Corp, Phila, prom mgr

Gen Motors, Detr, zone sls mgr Frigidaire div

Gen Fds, NY, mgr premium prom

Parmer Van Ffleet Standard Oil, Des Moines, personnel supvi
|
5 Station Changes (reps, network affiliation, power increases) 1
»n ]
KFVS-TV, Cape GCirardeau, Mo, to be CBS TV affil eff 1 Aug June

atfil in LA (prev KTTV)
BC Radio affil

KTOH, Kauai, Hawiii. new NBC Radio affil

WDGY, Mpls, new MBS affil

WDM]), Marquette, Mich, new natl rep Walker
WHEN-Radio, Syracuse, NY, new natl rep Katz Agenty

Cabell Eanes, Richmond, Va, new brai
office in Norfolk

Stromberger, LaVene, McKenzie, LA, hd radio
opers

Same, vp

Same, vp

Same, vp

Grant Adv, NY, acct exec pub rels dept

Western Adv, LA, acct exec

Caples Co, NY, dir radio, tv, films

Needham, Louis & Brorby, Chi, creative stf f
radio dept |

William Esty, NY, acct exec Colgate-Palmolive |

supvr

NEW AFFILIATION

Same, adv mgr

Same, sls prom mgr

Same, refrig sls mgr Appliance Div
Same, exec vp & gen mgr; also bd dir
Same, mdsg mgr

Same, dir <ls training

Same, sls mgr laundry equipment
Gen Mills, Mpls, premium mgr 1
Tidy House Prods, Shenandoah, la, dir ind’'l rels

W'CK, Scranton, Pa, new natl rep Walker

NBC Radio affil

New Ageney Appointments

Cosmetics

Rite Push-Button shave cream

Clicquot Club soft drinks
Elna sewing machines

Oyster growers & marketers
Insurance firm

ciety, NY
Ale
Hosiery finishing process

Recorded music systcms
Necchi sewing machines

Insurance for non-drinking drivers

Cosmetics
Shipping agency

Radio station

PRODUCT (or service)

WIMR, WIMR-TV, New Orleans, new natl rep McGillvra
WKCN, Knoxville, Tenn, new natl rep Everctt-McKinney
XEDF, Nuevo Laredo, Tex, new natl rep Richard O’'Connell

AGENCY

Betty Crocker cake mixes, other prods
Producer & syndicator of tv shows )
Hanley's Premium Export Lager Beer, Hanley's
Super market chain in San joaquin Valley

Rheinzold beer adv in Puerto Rico

Pro-fesh gun-spray dry-cleaner

Winston filter-tip, king-size cigarette

Huber Hoge G Sons. NY

Robert Otto & Co, NY

Cunningham & Walsh, NY

Cecil & Presbrey, NY (eff 1
Apr)

Jimmy Fritz & Assoc, Hywd

Kenyon & Eckhardt, NY

E. W. Reynolds Ltd, Toronto

Bozell & Jacobs, NY

Bo Bernstein, Providence

Jimmy Fritz & Assoc, Hywd

Abner ). Gelula & Assoc, Phila

FCGB Intl Div, NY

St. Georges & Keyes, NY

Cecil O Presbrey, NY
Apr)

White Adv, Tulsa & Hywd

Olian G Bronner, Chi

Lewin, Williams & Saylor, NY

Benton & Bowles, NY

William Esty, NY

Marks-Aiken Co, NY

- — e —— ==
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and Get lowa’s Metropolitan Areas..

2les the Remainder of lowal

359 CEDAR RAPIDS - o - I
r'  26% TRI-CTIESe o
1
|
|

- 4.4% DES MOINES -
2.3% DUBUQUE- -
3.8% SIouX Ty -
2.6% WATERLOO - -

@

67.2%
$.A.M. DAYTIME 63.2%
STATION AUDIENCE AREA 47.9%,
57.5%
61.49%
65.9%
74.99,
80.89,
62.0%

ILLINOIS

FREE & PETERS, INC., National Representatives

19 APRIL 1954

TAKE BUILDING MATERIALS SALES, FOR INSTANCE!

REMAINDER OF STATE —

THE “REMAINDER OF IOWA’’ ACCOUNTS FOR THESE SALES:
(Which You MISS Unless You Cover the Entire State)

Food Stores

Eating and Drinking Places
General Merchandise Stores
Apparel Stores

Home Furnishings Stores
Automotive Dealers

Filling Stations

Building Material Groups
Drugstores

Source: 1953-"54 Consumer Markets

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

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

15



YOU T0O

CONQUISTADOR . . .

“'conquering” Spanish

sales in forty five counties of
Texas with a population

of over 690,000 Spanish
speaking consumers

We liave over forty other

“eonquistadors’ daily on

R. .t Corlez, President
SAN ANTONIO, TEXAS
Represevited by
Richard O'Conncll,

40 East 49th St., Ncw York 17, N. Y.
Plaza 5-9740

LOS ANGELES — SAN FRANCISCO

Nat't dde. Uir,

16
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SPONSOR tntiles letters to the edilor.
Address 40 E. 49 St, New York 11.

MEDIA STUDY

I read the first of vour
of media™ series with genuine interest
5 April 1951, page 38]. I've been
picking up bits and pieces of this for
I5 vears. and you have performed a
real service in putting it together in

“Psyvchology

one place.

s this series of three going to he
reprimted? I so, I'd ask my secretary
to have it bound and placed in my
hookease for ready reference.

SuHerwoon DopGE

I'ice President

Foote, Cone & DBelding

New York
® Individual articles in the 25-port wedia eval-
wation series will not be reprinted. This sumnrer
the whole scries will be printed in book form.

You mway reserve a vopy now by writing te 40
Fast 19 St New York 17,

WEEK AT AGENCY

Regarding the article, “AGENCY-
MAN—for a week.” [22 March 1954,
page 37]. | think further such articles
would be interesting.

ft might be that some of Mr. Sin-
clair’s writing ability would rub off on
the agencies. That would be a most
desirable byproduct of the series.

lZpwakp L. Goroy
Research Dept.
Standard Oil Co. (Indiana)

Chicago

Your article about C&W in March
22 issue gave me quite a warm glow.
C&W iz among the tops as a crea-
tive agency and Jack Cunningham.
Bob Newell and John Sheehan can give
liearts and spades to mos=t agencies
wher it comes to copy and production.

However. sPoxsoR is read by wedia-
men as well a~ others in the agency
field.

lHaving been manager of broadeast
media for CAW. 1 don’t feel that you
paid enouglt attention to that depart-
ment. Newman McEvoy. media v.p..
certainly belongs in any Hall of Fame
among mediamen and. still compara-
tively voung. has attracted a verv
strong group of buvers headed by Bill

W hite.

Since these are the guys who make
the decisions for us in the radio and
v business, it would seem logical to
tell us more about thewn than the fact
that MckEvoy “looked over the top of
hi< glasses™ at the man from SPOXSOR.

. RoBErT BaUER
Owner

KDB, Santa Barbara

That story. “"AGENCYMAN—for a
week,” is wonderful.

Is the best fresh idea in trade pa-
per cditorial coverage I've seen in a
long tine.

By all mean-. do more of it.

Lou FRANKEL
Director of Promotion

WATV, Newark

“"AGENCYMAN—for a week "—the
best article of its kind in too long!
To a staff announcer far from Mad-
ison Avenue, Mr. Sinclair’s descrip-
tions of agency operations were a
much-needed in<ight into the mysteries
of the men and organization behind
the advertising copy 1 read and hear
daily. Such article- should lead to a
better understanding among all mem-
bers of the air media of the mechanics
of radio and tv advertising.
Compliments to \Mr. Sinclair for a
ma-terpiece of writing. His per<onali-
zation of the event< took me right
along with him on the *10-cent tour.”
Jox HoLipay
Announcer

KTHS, Liule Rock

Several rounds of applause to you
for vour very fine bit, “AGENCY-
MAN—for a week.” Charles Sinclair’s
comprehensive picture of the inside
workings of C&W's radio-tv depart-
ment is not only readable but an in-
teresting studyv of advertising’s role in
the broadcasting industry.

We are not only indebted to sPox-
sor for making our television opera-
tion posisble by giving us a television
camera. but also for vour manv edu-
cational articles which have served as
a Bible for us in setting up. our own
tv operations.

ANDREW N. VLADIMIR
Executive Producer
WYBC & WYBC-TI
Yale Broadcasting Co.
New llaven

(Please nurn to page 20)

SPONSOR
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GENERAL FOODS

A SALUTE ro

ASCAP — The Thirty-five hundred members of the AMERICAN
SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS,

will long remember with pride and gratitude the evening of Sunday,

March 28th, 1954.

The hour and one-half televised tribute, so warmly deserved, to

ASCAP members

RODGERS & HAMMERSTEIN

presented before a nation-wide audience, unprecedented in the an-

nals of televised entertainment, performed a two-fold public service:

As it channeled inspiration and enjoyment into the American home,
it brought inspiration and resolution to fellow composers, authors
and publishers of ASCAP to the end that our members will never
rest their creative labors in their search to bring words and music into
the homes of not only the 160,000,000 lives of our good people, but
indeed the peoples of the world. If songs are ambassadors of good
will — and they are — then Rodgers and Hammerstein are truly

Ministers with Portfolios bulging with harmony for a troubled world.

Understandably then, and with good reason, we salute GENERAL
FOODS on its Twenty-fifth Anniversary, the ASCAP-licensed tele-

casters who with miraculous perfection bore the enchanting artists

into your presence, and above all RICHARD RODGERS and
OSCAR HAMMERSTEIN II for their genius that through the
vears has so richly endowed the ASCAP repertory.

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS

19 APRIL 1954

575 Madison Avenue, New York 22, N. Y,
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[n one short year WBBM-TV has turned many a viewer’s head. ..
nas become Chicago’s first television attraction.

lI‘oday WBBM-TV broadcasts 6 of the ‘‘top 10” shows during the day
... 8 of the “top 10” at night. The score a year ago was none of the
““top 10” in the daytime...and only half of them at night.

And the switch is the same, any way you count heads —
L..in top-rated quarter-hours, with a WBBM-TV increase from 87
to 195—a 62% lead over the next station
L ..in a WBBM-TV average audience now 27% greater than Station B

. —over twice as great as either Station C or Station D.

|
howmanship turns heads to WBBM-TV ... can turn people to your

'froduct Let us show you how on Clncajo Showmanship Television StatzonWB B M TV

[ CBS Television’s Key Station in Chicago




| ALL EYES ARE ON

TWSJV-s
T

/’

- DU MONT |
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Because the Picture [

Has Changed in The

SOUTH BEND-
ELKHART MARKET

* It's a brighter picture
* A clearer picture
% A stronger picture

" .. WITH MORE THAN

118,000 UHF SETS IN USE

|
NOW WHILE CHOICE AVAILABILITIES !
CAN STILL BE HAD—ASK YOUR |

|

H-R TELEVISION MAN

for facts about

WSJV-TV Channel 52

ELKHART, INDIANA
JOHN J. XEENAN, Commercial Manager

20

FAST PROCESSING
On  Marchh 2. WJARTY  saluted

Woonsochet, R, L. as< part of its series,
“Nalute to the Cities.”

The Mardi Gras parade which was

Lighlight of the affair started at 6:37
pan. Brilliant 30-second  and  one-
minute flares were =et off by WJAR-
night  into
illumination

TV cameramen. turning
davlight to get suflicient
for the films. When the quickly pro-
cessed fihns were shown at 11:15 p.m.
the ame evening, viewers commented
upon the <larpness and clarity of the
fihus,

this is the first
mag-

To our knowledge.
time that films illuminated Dy
nesinm Hares weve uiilized for finmme-

diate processing for television. We
would like to know if any other sta-

tion~ in the country have done any-
thing ~similar to our venture,
Jay HoFFER
Promotion Manager

WIARTI

Providence

TOP HUDSON DEALER

How to say “thank you”
wonderful story with such poor work-
ing material as vours truly is quite a
job, believe me [“How tv made Jim

for such a

| Moran top Hudson dealer in the U.S.,”

22 March 1954, page 4-1].

I just returned from iy vacation
and with business having taken quite
a lull, your story was the pep talk that
I needed 1o inoculate myself and |
think I'll try and be the same guy all
over again that Joan Marks mentioned
in SPONSOR.

May | simply thank you from the
bottom of my heart not only for the
fine manmier in which it was written
and the nice things you said. but for
rejuvenating and igniting myv spark to

do new and greater things for the
future.
Jist Mograxn
President
Courtesy Motor Sales
Chicago

INFORMS INDUSTRY

In the Mareh 8 issue of $PONSOR un-

der the heading ~Radio Results" [page
6], we saw the =uccess story of Fa.

mous Brand Perfumes.
last vear at thi~ time we were run-

ning the same deal on WFRO. Fed-

cral llome Products Corp., then located
at 49 E. 51 St., headed by the same
Allen C. Kaye-Martin contracted with
us for station time for this perfume
promotion. We never received pay-
ment for the time, nor was the perfume
mailed out to our listeners who or-
dered it. The result was that WFRO
finally reimbursed our listeners for the
monies they had sent in for the per-
fume.

We notified the Postal authorities in
New York but what was finally done
we cannot say, We do know, however,
that Federal llome Products suddenly
moved from the above New York ad-
dress and this is the last we have been
able to learn of this Kaye-Martin
character.

We feel that the broadcasting indus:
try should know of this deal so that
they will not be victimized by this
outfit.

R. C. ForcE
Managing Director
WEFRO

Fremont, Ohio

FOREMAN ON IDEAS

I read with interest Boh Foreman's
article on “ideas” in the recent issue
of spoxsor [30 November 1953, page
10]. This interest is coupled with nn
complete disagreement with his thesis

-one that scorns an idea. per se.

In my way of thinking he is build-
ing a strong house without a founda-
tion, An idea provides the foundation
upon which a show may succeed or
fail. Without the right idea, or to be
~omewhat academic. a point of view.
the show or personality is doomed to
oblivion. It is unfair to examine God-
frev, I Love Lucy, or even Liberace
and analyze the show concept to be
nil without these successful personali-
ties. Rather, let’s start at their be-
ginning. They had nothing but an
idea for a show and it was upon this
idea alone that the powers-to-be
launched them. Public approval
showed the investment to he sound.
The result is more products =old and
new personalities “discovered.”

The success or failure of a show is
a chain-actjon process that stems from
the initial idea for the show. The best
direction. production and casting ix
useless without a sound basic ldca.

Let me reinforce my stand with an
example from Broadway. Bette Davis
was signed by two producers; money
was easily raised; then. frantic weeks

SPONSOR

R T B TS e

e —— T —

= et




o —

| According to FCC curves, WAVE-TV
now effectively reaches 85.59 more
square miles than previously . . .
54.6% more people . . 31.5%
more Effective Buying Income —
gives you far greater coverage than
1 any other TV station in this area!

el

;.{ 3 ."c{:?\% .i~ ‘_ I ;
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HEIGHT

COUNTS MOST!

WAVE-TV Delivers:
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky and Southern Indional

, 36.1% GREATER CIRCULATION

)
[ than the area's leading

NEWSPAPER!
761.0% GREATER CIRCULATION

than the areo’s leading

NATIONAL MAGAZINE!

WAVE-TV delivers a perfect picture to thou-
sands of families who get satisfactory television
reception from no other outlet. The reason is
simple:
WAVE-TV's tower is on top the high-
est hill in this area — is actually 525
feet higher than Louisville's other
VHF station!
WAVE-TV's Channel is 3 — the lowest
in this area!

WAVE-TV's 100,000 watts of radiated
power is the maximum permitted by
the FCC for Channel 3 —is equiva-
lent to 600,000 watts from our old
downtfown tower, on Channel 5!

Ask NBC Spot Sales for all the WAVE-TV facts.

LOUISVILLE’S

WAVE-TYVY
(Clannel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

NBC Spot Sales, Exclusive National Representatives

21



Chicago’s Pioneer Station in Television

CHANNEL

Now Serving Ncarl}r

1,750,000

Set Owners
with

. MORE LIVE, LOCAL ENTERTAINMENT THAN ANY OF ITS CHICAGO COMPETITORS —

To name but a few . ... .. Fran Allison, Tommy Bartlett, Joe ¥elly, Twa Ton Baker, ©laude Mirchner,
Wayne Griffin, Tom Duggan, Danny (TNeil, Tammy Riggs and Beulah Karney

. MORE LIVE, LOCAL NEWSCASTS THAN ANY OF ITS CHICAGO COMPETITCRS —

42 on the present schedule all handled with a human, realistic and factual approach by twa of Chirage’s

finest newscasters— Ulmer Turner (The Dean) and Austin Kiplinger, recently voted Chicage's tap newsman

. MORE WELL KNOWN FILM PACKAGES THAN ANY OF ITS CHICAGO COMPETITORS —

A few which provide tops in entertainment—Wild Bill Hickock, Annie Oakley, Mr. District Attorney,
Cisco Kid, Superman, Waterfront, Candid Camera, Life of Riley, The Visitor and Racket Sguad

CHICAGO'S PIONEER TV STATION-—and the sccond oldest in the entire
nation — invites your queries. We, or Blair TV will tell you promptly
how and where your dollar can best be invested

WBKB

Television Represented Natianally by
20 North Wacker Drive, Chicago 6, Ill.
ANdover 3-0800

S BLAIR

American Broadcasting Company
Division of American Broadcasting-Paramount Theater, Inc.

22 SPONSOR
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were spent searching for ideas to pro-
vide the vehicle for their star. Up to
and through the Broadway run there
never was complete harmony on the
basic ideas for the show. What finally
happened is now history. Back in
1943 two fellows on Broadwas had an
idea for a show. This idea was pro-
jected and integrated with excellent
music, lyrics, staging and casting, The
result was Oklahoma!

Let’s not shight ideas. Let's encour-
age them because they really are worth
more than the paper they are written
on. [ was speaking before a Vlidwest-
ern college radio speech class several
years ago. | emcouraged ideas as the
life-blood of television and the ulti-
mate guarantee of higher standards in
programing. Several months after the
tecture I received an idea from oue of
the students. It was just an idea writ-
ten in clumsy longhand. It could have
gone into the wastebasket. but it didn't.
Instead, eight months later, that idea,
and that idea alone, raised $8,000 for
the financing of an educational fihn
that in one month has been sold to
over 300 school systems!

ALAN ABEL
Producer

Bell Productions
New York

RADIO SET SALES

In the January 25 issue you pub-
lished in your fine magazine an ex-
cellent article titled, “Radio set sales
lead tv by 69% in big tv markets”
[page 30]. We have just received
from you a reprint of the article.

If it is possible we would like 10
more reprints of the article as we con-
sider it very valuable for our salesmen.

Rorert E. KRIEGER
Publicity & Promotion
WAAB, Worcester

® Ten reprints of the article, ‘“Radio set sales
lead tv by 699% in big tv markets,”” rcost 5e
apiece. Quantity prices on reqnest.

IMMEDIATE ACTION

[ was first introduced to SPONSOR
while taking a program planning
course at Northwestern University and
found it very informative.

Upon entering the Army for two
years 1 took out a subscription to
sPoNsOR. 1 felt that it was one of the
best sources by which to keep in touch
with the aspects of the radio and tele-

19 APRIL 1954

vision industry which b am most mter-
ested in and hope to enter after dis-
charge from service.

Please renew my subscription to
SPONSOR for ane vear and bill me.

Your attention to change of ad-
dresses has also been most commend-
able. In spite of many service trans-

fers 1 have not missed an issue of
sPONSOR,  The immiediate action
regard to these changes has been

appreciated.
Ricianp H. Covie
llg. & Hyg. Sve. Co.
Sandia Base

Albuquerque

FILM SECTION

I read your 30-page film section in
the January 25 issue of sPONSOR |[page
51], and thought it very inflormative
and quite well done. Enjoyed it very
much and am looking forward to yow
next edition of same.

Bos Magrx
Film Craft. Los Angeles

OUTSTANDING FEATURES

My copy of Volume 8 Nuwmber 6 (22
March 1954] is the most marked and
cut up monstrosity you ever saw.

One article after another contained
new information or opimons with
which 1 disagreed. that
aroused my intellectual curiosity aud
! tore out for discussion.

You may wish to know specifically
which of your features were of out-
standing interest to a tv salesman, so
here are a few:

1. Network spot carriers [page 10].

2. Bob Foreman [page 11].

3. How to test media [page 50].

4. 44,000 radio listeners |page 48].

Please enter my subscription for
your AllMedia Evaluation Study book.

Roy PorTEOUS
Sales Supervisor, “Today™
NBC TV. New York

RADIO SALESMEN

I think your article. “Why don’t ra-
dio salesmen ever come to sell me?”

[22 February 1954. page 35], is a

or items

very sad indictment of the radio busi- |

ness but a very accurate description.
F. A, WaTkiNs Jr.
Assistant Manager

KWKH, Shreveport
( Please turn to page 115)

SE’FXOR
gUS!

WESSMAN -+

TALK IS CHEAP
(but RESULTS are beeg!)
when you advertise your product over

KIFN .
Spanish-language station!

.. Arizona’s only full-time

Si, seror . . it costs surprisingly leetie to
tell your sales story to Arizona’s 85,000
Spanish-speaking people! But the results .. .
ah, amigo, the resuits will warm your heart
tike tequiia!

Ask coffee-man Sefior
Folger, who sold 708
pounds of coffee to Phoe-
nicians from iust 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 Furmiture 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
yvear! 1f YOU want to sell
this rich market, you're
wise to speak its lan-
quage'! (We translate your
message into Spanish for
free broadcast it over
KIFN for a8 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 Llos Angeles, Calif.

860 Kilocycles * 1000 Watts
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA

23



MONTREAL IS BIG!
Retail Sales in 1952 for
Montreal Island alone
were $1,503,743,000.

CFCF SELLS 'EM!-

In 1953, 278 individual
local accounts got sales
results from CFCF.

"you can’t fool a cash
register,

MONTREAL

IN US—WEED
IN CANADA—ALL CANADA

24

William Englehart

Director of Advertising and Merchandising
Delaware, Lackawanna & Western Coal Co., New York

M Sponsor

The ouly performances that former radio singer Bill Englehart puts
on these days is on his c¢ircuits to the ‘blue coal” dealers to explain
Delaware, Lackawanna & Western Coal Co.s advertising programs.

Sponzors of The Shadowr on MBS for over 20 years. “blue coal’
turned to spot radio in 1931, In 1933 some 309 of the firm’s §]
million ad budget went into radio announcement schedules and
quickie programs, the other half into newspapers. and other media.
Englehart expects that this ratio coverage will maintain for his
estimated $750.000 budget in 1954, (The budget drop reflects the
problems in the anthracite industrv. which is being hard squeezed
by oil and gas competition.)

“QOur aim. of course. is to have consumers buy “blue coal’ all year
long.” he told sroxsor. leafing through an elaborate "blue coal’ ad-
verlixing presentation for dealers and pointing to the various “blue
coal” themex.

“Were on radio vear-round.” he added. “In winter it's just
straight-sell copyv, but in spring and summer we stress long-terim
budget plans and economy.™

To illustrate his point. Englehart played a taped recording of a
musical *blue eoal’ spring commercial.  (And the next voice that
vou hear will not he mine,” he warned.)

A duet sang: “Just pick up the phone.”

GirF's voice on filter: “Number, please.”

The duet again: “Tell vour "blue coal” man

“To start vou ou the “blue coal” hudget plan!™

Such musical jingles followed by 15 seconds of hard-sell announce-
meuts and a 10-=econd dealer tag one or two times daily are the
mainstay of "blue coal’s’ radio activity todayv.  In 1953 “blue coal’
announcements were heard on 182 different programs= in clo e to
150 cities of Fastern and Midwestern U.s AL, through S3CB. “hlue
coal’s” agency.,

Hard-<oll advertizing to the lower-income groups. who are the hest
customers. has maintained “blue eoal’s” sales at over §80 million
annual turnover  that ix, “blue coal” accounts for 27 ol anthra-
cite fuel industry consumer sales.

Noes Englehart heat his Searsdale home with ‘blue coal’” *Well

.. he hesitated. “Don’t tell anyone. but we live in an apartment.”

* * %k

SPONSOR




Mrs. A. Cass, 17437 Omira Ave., Detroit
takes pen in hand, as did scores of viewers,

inspired by the inauguration of

WJ BK-TV,S new 1,057 foot tower

and 100,000 watt power :

ee

. . . Channel 2 is our favorite channel. We keep it on most of

the time. I find it is always kept so clean and nice, always proud to
W turn it on for friends or children. Again, congratulations on the new
| tower. May it bring many years of success and happiness to you and

all concerned. I am only one of the 100% of Detroit people who will

»

i say thanks a million.
i







G T

Summer time in radio is high time for selling.

Higher than you realize, maybe. And highest of all at Mutual.

Mutual is the only network with a higher share of audience in the summer than in

the winter—12% higher, according to Nielsen (July-Sept vs. Jan-Mar, ’53).
And Mutual 1s the network with highest gains in summer billings—25% higher, '53 vs. "52.

To sum up the summer evidence in a sentence, Mister PLUS is now
ready to kite his clients’ sales all over the map, all summer

long—with far more stations, closer to people wherever they go.

May we ask where you plan to spend the summer?

THE MUTUAL'BROADCASTING SYSTEM

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



3 OVER 4
three more reasons

why sales resulits
are better on 4...

FRANDSEN'S FEATURES

with Sales-Showman

Tom Frandsen and
Feature Films 1-2:15 P.M.

KEY to the KITCHEN

with Sales-Showman
Mike Roy and the
“Dream Kitchen™ 2:30-3 P.M.

with Sales-Showman
Jack McElroy at
Sunset & Vine 6-6:45 P.M.

PARTICIPATION
PROGRAMS
Monday thru Friday
KNBH-4, HOLLYWOOD
NBC Spot Sales
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New developments on SPONSOR stories

See: *Automobiles on the air™
“sSainrationn radio puls 1he razzle-
dazze tu Ford one-day sales™

Issue: 16 November 1953, page 13
19 Oclober 1933, page 30

Slll)j(‘(’l: Aumtomobile manufaciurers—and,
dea’er~—auare nsing more radio. v

s sroasor went to press O'VMeara Motors, a Ford dealer in
Hartford. Conn.. was hracing itself for a heavy crush of customers.
The company was just starting an eight-day <aturation announce-
ment campaign on WDRC. Hartford. running 30 announcements on
weekdays. 20 on Sunday -a total of 230. Last fall O"Meara bought
100 announcementx during one week and sold 1.000 cars. made about
8.000 appraisals. That sold the company on using radio.

O"Meara i=n't the onlyv dealer to be running a heavy air campaign.
however. All over the country dealers are buving radio and tv time:
today the big dealer who doesn’t use air media is getting to be an
exception.

Mutual's co-op programi department reports that of 1.475 local
advertisers currenth buying co-op shows. about 265 are auto dealers.
\nd during last vear’s Game of the Day series. 650 automobile
dealers bought co-op time on the local level (there were 1000 adver-
tisers in all using Game of the Day). Xales this vear indicate that
just a= manv. if not more. dealers will be buving into the co-op
baseball series MBS says,

How many other local dealers are buying time on local radio and
v stations acro~: the country iz problematical. The local dealers
have a strong precedent to follow. however: Lvery major auto
manufacturer has upped its radio and tv budget in the past year.
A~ a group auto menufacturers spent nearly $1 million mere i
January of this vear compared to January 1933 for network time
alone. 1t breaks down like this: In January 1954 auto firms spent
£2.270.074 on network tv (it was 81,511.095 in January 33 : thev
spent. 3771.578 on network radio this vear during January (and
§398.107 a year agol. Total January '51 network air budgets.
according to 'ublizhers Information Bureau: $3.041.052 (compared
with $2.109.202 for January "33's network buys). Leading the
network time buyvs in both radio and tv is General Motors. which i
January invested £221.623 in radio and £893.277 in tv. according
to PIB twhose figures include no talent costsy.

General Motors hasn't signed for any new network shows in recent
weehs but its Buick Div. has bought a variety of radio network shows
on a “on-shot™ basi~. Buick bought shows on ABC. CBS and NBC
during the first week of Januvary and picked up a one-shot \NBC
Radio news show 31 March. Chevrolet Dealers of \merica has been
using participations on MBS “\ulti-Message™ plan =ince mid-
February and the falt Lake City Chevrolet Dealers Azsn. has Leen
spon~oring news program= on the Intermountain \etwork’s 31
stations since last November. The Old<mobile Div. of GM renewed
Douglas Edwards with the News on CBS TV, And GM renewed ) our
Land & Mine featuring Henry J. Tavlor on ABC Rad’a for all its
praducts,

Every automobile divi<ion of General VMotors ha< used some spot
radio and the divi<sions have also u<ed spot tv since the first of the
vear. principally in introducing new models. Eyven Cadillac hought
announcements in 300 markets during February.

Ford Motor Co. rvecenthh hought the Edward R. Murrow news
show on alout 100 CB2 Radio Western and Southwe-tern stalions:
before pieNing up the Murron pregrems Ford was a heavy spot
nwer. had a very heavy spot campaign earlhv this< vear on hundreds
of ~tations. * x &
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YOU MIGHIT RIDE 1385 WINNERS IN A YEAR: —
BUT ... wkzo raDIO

ALWAYS WINS
IN WESTERN MICHIGAN!

PULSE REPORT —100% YARDSTICK WKZ0. Kalamazoo. is definitely Western Michigan's top

KALAMAZOO TRADING AREA — FEBRUARY, 1953 radio buy-—morning, afternoon and night. Pulse figures.
left. prove it. On a quarter-hour, 52-time lasi~. for example.
, MONDAY-FRIDAY WKZO gets:
6 am.-12 12 noon-6 p.m. | 6 p.m.-midnigh . .
WO a;nqo‘ (:c;on| noo;q P |6Dm48r?' =t 181.0% more morning listeners and 321.4% more
B 21 14 n - afternoon listeners than Station B (and for only 35.3%
g i (a) _| % S 6 more money!)
E s — —j — Nielsen figures tell much the same audience story. They
G . — 5 show that WKZO gets 177.7°7 more average daily day
- - ' ' time [amilies than Station B!
(a) Does not broadcast for complete six-hour period and the .
share of audience is unadjusted for this situation. Ask Avery-Knodel for all the facts.

—W~%
¥ Slie %/3/0? Sletlions

WKZO — KALAMAZOO

WKZO-TY — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS

WJEF.FM — GRAND RAPIDS-KALAMAZOO
KOULN — LINCOLN, NEBRASKA

KOLN-TY — LINCOLN, NEBRASKA

Associated with AND GREATER WESTERN MICHIGAN
‘WMBD — PEORIA, ILLINOIS . . .
Avery-Knodel, Inc., Exclusive National Representatives

*This American record was set in 1953 by Willie Shoemaker.
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<C/\/13< ([%[//40214(5 prize ‘‘package’’ at a down-to-earth price!

30

Contents:

THE PLAYHOUSE is 52 star-studded dramas from
the second “Schlitz Playhouse of Stars’ series . . .
first-run in over 150 markets (second-run in all
others) . . . which you can call vour own at a
fraction of their original cost.

Strictly top-drawer stars like Broderick Craw-
ford, Vincent Price, Ann Sheridan, Ronald Reagan,
Edward Armold, Joan Caulfield. among others.

ABC FILM SYNDICATION, INC.

A Network Hit
for local sponsors

at a local* price

- %
SS AGENGY ™
{farvd

(Preuc wg3ay

CELIVEAY sHEET
T AND ERTER
TWeRgor

Scripts. too, are topnotch, include famous tales by
such writers as F. Scott Fitzgerald and Somerset
Maugham.

You couldn’t duplicate this array of talent for
many times the price. And think of the promotions
vou can build around names like these! Reserve
the market you want . , . call one of these offices
right away.

In NEW YORK: Don L. Kearnv 7 W 66th Sireet SU 7.5000
In CHICAGO: John Burns, 20 North Wacver Drive, ANdover 3-0800
In HOLLYWOOD- Bill Clark, 1539 North Vine St., HOllvwood 2-3141

SPONSOR
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Are you so close to il you can’t see the changos ?

by Alfred J. Jaffe

Radiu is changing right under the advertiser’s nose.

The change is so revolutionary you'd be justified in
dubbing present-day am broadcasting the New Radio.

This is not a rapidly boiling, explosive-laden fermwent.
The change in many ways is a quiet one. To those close
to radio the medium may seem to be hardly nioving at all.
Like watching the hoor hand on a clock. we notice move-
ment only when we turn away for a while.

The change does not mean that radio iz being turned
inside out from stem to stern. Radio iz too big to be con-
fined to one mold. If you look about vou. you can even
spot contrary trends. Nevertheless it is clear that the
emerging New Radio. though it may not be fully formed,
is destined to have permanent effects.

Many active radio clients know what is going on. of
course. They can hardly avoid knowing, heing part of the
change themselves. But they are sometimes amazed, when

they look back and view radio’s development in perspec-
tive, to see liow far it has come. Advertirers who don’t
uxe radio are only dimly aware of what's happeniug to an
broadcasting and manmy who do are surprisingly numbs
toward the upheaval and the effects it will have on selling.
Radio clients who haven’t gotten much out of the medium
might well ask themselves if they understand how to huy
radio circa 1954,

It may sonnd strange 1o :ay <o, but these changes are
not something that started recently. While tv has given a
fillip to the alterations going on. the seeds for the New
Radio were planted even before the tv tube got a foothold
in the consumer’s living room.

The future? The eud to these changes i~ not yvet here,
It iz not even in sight.

Obvioushy. an understanding of what is happening to

radio and the direction in which it i~ traveling iz essential

Here is what the New Radio means. Here’s how it is evolving

] ' The New Radio has become the constant companion of the listener. Because 1t
ix evervwhere, it is easy to turn on. Becanse it ix caxy to turn on, it is,

more and more, turned on when the listener is doing something else. The hnsy

listener has developed an ability to absorb radio somnd with his ““third ear.”

Use of the New Radio ax background to other activities has centered interest
~on the pxyehology of divided-attention listening. It 1= known the listener
" can remember a commereial even if he doesn’t foens his car on it.
is a dispute about whether the loud or soft commercial is the best approach.

Bnt there

To adapt radio to changing Hstening habits, new program thinking on the webs
leans toward the low key, intimate approach. This ix not new to radio sinee
local outlets began mining this lode before tv. But the webs are seeking to
create new forms suited to their stature. ** Marquee

" valie is one suggestion.

Guni AR P s e Tarah
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The New Radio has ereated a slow but steady interest in buving eirenlation,

‘ that iy, reaching as many different homes as possible at lowest posxsible cost.
Spot carriers are one way -this is done. Spousors also scatter <hots on the
webs their own way. Nielsen's Andimeter shows them wnduphicated aundience.
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Housewife tuning in kitchen radio typifies two characteristics of the New Radio:
{t) listening while doing something else and {2) spread of sets outside living room

to the advertiser if he’s going to get
his dollar’s worth out of . To help
i orient himself. spoxsor takes a
careful look at the New Radio from
both <ides of the =et to <ec (I} how
knowledgeable have been
changing their usage and 12y how the
listeners have changed their listening.

lere are the highlights of the N\ew
Radio:

1. The New Radio ix warm, com-
forting. friendly. cozy. It is always on
frand. It is ubiquitous. ommipresent.
It i~ evervwhere. } is sheer down-to-
earth circulation. Here’s what it is
not: It is no longer glamorous. That
function has been taken over hy video.
The New Radio has shed the more
flamboyvant garh of show business,

sponsors

2. Since radio is everywhere the
\cw Listener has onhy to reach out his
hand to switch it on—no matter where
he is or what he is doing. Since he hs.
tens more and more while doing some-
thing else. he does not always pay rapt
attention to the New Radio. He (or
she) has developed an amazing facil-
itv for absorbing =ound while driving
a car. cleaning a house, making a book-
case. plaving on the beach. doing
school (The human ani.
nal, p=veliologista think. can even lis-

homework.

ten and learn while asleep.)
3. In keeping with the interest in
<heer circulation, and also to Keep

THIS WE FIGHT FOR
We fight to convince the advertiser
that radio has a place in the American
home today which neither television nor
any other medium can usurp; that there
is a secure place for tv as well. Indeed,
we firmly believe that every honest
medium has a firm niche in the rapidly
expanding advertising firmament.

“ AT A

LIRS —

e

e
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themsehves <olvent. the networks have
beeu offering a continuing variety of

ew sales devices. Spot carriers are

the prime example. For low-cost cir-
culationr. many admen feel they fill
the bill. Most of these offer audience
dispersion through “horizomal” pur-
chases that i<. the advertizer buyvs the
<ame time of dayv or night on different
davs of the week. *.BC Radio’s Three
Plan marks the emergence of a spot
carrier plan with “vertical” audience

ci=persion. Here. the advertiser can
bny  anrouncemnents morning.  after-
noon and evening, hr addition to spot
carvier~. advertiser< are learning to
~catter shots in their own wav., Fx-
amples are S. C. John~on and Lon-
zines-Wittnauer.

4. Iu tune with the \ew Listener
there i~ a noticeable trend toward low
kev. personal programing. While this
approach actually  pre-dates v, with
its beginuings in local prograining. the
networks are heginming to create forms
~uited to their ~tature a:d to chain
broadcasting.  This trend has barely
Fegun but it is bound ta continue. Tt
means. in part. longer shows. a pot-
pouarri format. 1t will zeek to cater to
low-level listening with scattered peaks
of hgh intere-t.

To take the last highlight first:

One of the best examples of the new
programing is the format for next sea-
~on’s Edgar Bergen show. which will
be sponsored by Kraft. via J. Walter
Thompson. The CBS Radio personal-
ity will remain on Sundav nights but
the show will be expanded to an hour.

The new Ldgar Bergen will be com:
mentator, interviewer. philosopher and
wit rolled up into one. He will discuss

Emerging trend is long, departmentalized show which caters to "third ear listening

with peaks of high attention.

Below: Merrill Mueller of NBC Radio's “Weekend"

SPONSOR
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Effort to find proper niche for radio network programs has led to a new, intimate

format for Edgar Bergen next season.

all kinds of subjects, be they about
politics, sports, entertainment, fashions
or growing old. There will be guests
(but no studio audience in the accept-
ed sense of the term) and there will
be musical recordings. There will also
be humor and Charlie McCarthy,
This blend of good talk. Bergen’s
personality. wit and wisdom will come
over the radio on a low-key level with-
out attempting to demand 10077% atten-
tion from the audience. The client and
agency want a relaxing show and
though they want to take the grim-
ness out of talk about public affairs
there will be no effort to get a laugh
with every line. The show will be live.
except for music. and will originate in
Washington, where Bergen is practic-
ing being a reporter right now.
While undoubtedly an off-heat show,
the new Bergen program actually con-
tains many familiar elements. It is the
way they are combined that makes the
program different. And it has what
Alired L. Hollender, radio-tv director
of Grey Advertising, calls “marquee
value.” Hollender used the term in
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One-hour CBS show will be sponsored by Kraft

telling sronsor some of his ideas on
network radio programing:

“Some of the independents.”” he said.

“have cracked right through the net-

work shows with top ratings for disk
jockeys and similar types of shows.
Why should network radio have diffi-
culties? Networks are just strings of
local stations. The answer is the in-
dependents are succes=ful because they
are catering to the new type of histen-
ing, which is not always attentive.

“The networks can learn from this,
not by putting on the same kind of
shows the independents have but by
taking a leaf from the independents’
book and adding marquee value, such
as top names.”

While most suggestions for revamp-
ing radio programing. both local and
network, urge an appeal to America in
the mass, there is one group that feels
salvation lies in appealing to
the literate and/or

radio’s
the sophisticates.
the wealthy.
One =xpokesman for this group. a
man close to the broadcast scene. said:
“The movies and television have lost

1 T AT
DI ................................,,,,,,m,”I

status report
| ” p”g[”]” O |,||||,”'h||||[

unportant andience segnents by stress.
ing mass appeal. Radio has a wonde
ful opportunity to capture the kind of
people who like zood talk, good plays,
good mnsic, careful and complete anal
vais of political trend<c V goad part of
thi< group i~ wealthn and would be a
worthwlhile audience for mam adver-
tisers. The purchasing power of the
above-210.000  group has  ncrcased
quite a bit sinee he 20+,
you put this purchasing power in terins
of 1951 dollars.

While specialized programing has in-
creazed on neither the broad-
casting industry nor itx clients. taken
a< a whole. would Lke to see the kind
of broad eflort ~uggested above. Ra-
dio. to them. 1= a mass circulaiion me-

dium and they

even when

radio.

would not like to see
audience slivers replace the present
H<teners.

An important element in the new
program trend is the long <how. \IIC
Radio has <urged forward in this di-
rection recently  with The Big Pre-

(Please turn to page 113

Shounld radio program

for the ‘third car?’

The growing stress on program-
ing to the divided attention hs-
tener evoked this reaetion from
Gordon Grey, General Teleradio
vice president in charge ot WOR,
New York:

that the listeuer can enjoy radio

‘“While we agree

while doing sowmething else

we, along with a sizable number
of other statious throughout the
eountry, don’'t just iuvite onr
histeners to he back, relax and
half listen. We

et, the full attention of our

command, and
aundience, We believe that radio
can do its best joby when tha
kind of approach is used. Too
much emphasis on divided

E tention may do more harm

than good.’’
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Nescafe, No. Two or Three

among instant coffees,
represents 69%, of Nes-
café sales at the present.

91‘5 minm Boy ! savs Don Cady,
Nestlé Co’s vop. in charge of adver-
tismg, using the familiar phrase of
Nescafe’s  top  television  salesinan.
sackie Gleason.

“lostant coffee sales 1o

were 807 higher in Jannary-Felirnary

Consumers

1951 than during those twao monthe in
1953.7

\und Nescafé Instant Coflee. one of
the top three instant coffees. has shown
sales increa es proportionate to the in-
dustry’s leap. Since \escafé 1~ respon-
~ible for a sroxsor-estimated 6077
Nestlé Co.'s total sales. it rising sales

—

curve is particularly significant for the
food products company.

Nescafé spent $2 million in 1953-4 for network tv show with mer-
chandisable star Gleason (in barber chair below} plugging Nescafé

Nestle: Co.. known mainh for it-
chocolate products and Nescafé, em-
barked on a project of major diversifi-
cation in the food line ome five vears
ago. Though not generally associated
with the mnbti-product package food
giants like General Foods, Nestlé Co.
lius expanded its line to include snch
products a~ package soups. cookie
mixes. package gravy. package sauce.
food flayvoring additives. amongz others.
Radio ¢nd television are plaving a

L A

case history
T

' 1 | | ® L
Major portion of S8 million 1954 bndget for Nestle food

line will go into network radio. tv. spot radio, tv

large role in the company’s expansion
and Nestlé is using more air advertis-
ing than at any other time in it< entire
Instory.

According to Tea & Coffee Trade
Journal, Nescafé ranks close behind
General Foods” Maxwell House Instant
Coffee, is neck-and-neck with Borden’s
Instant Coffee. Nestlé's chocolate bars
rank behind

agreed in the chocolate business. Nes-

second Hershey's. it’s
tlé soups, sauce and gravy were added
to the \estlé line within the past vear.
cannot vet he compared with more es-
tablished brands. \estlé in:tant cocoas.
however. dominate the instant cocoa
market without a doubt.

Inegrated commercials, like chocolate products pitch on "Space
Patrol" (below)}, gives Nestlé show identification, hero endorsement

—
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Recent trends in Nestlé advertising
expenditures indicate that the com-
pany has shifted into high gear for the
1954 race. SPONSOR eslimates Nestlé’s
total 1953 advertising spending  at
close 10 $6 million, with an educated
guesstimate of §8 million for projected
1954 advertising expenditures.

Nestlé products are advertised in-
dividually and by brand. There’s no
institutional advertising for the com-
pany name. And Nestlé products are
divided among four agencies: (1)

Sherman & Marquette. New York. {or

Nescafé and Nestlé Instant Coffee:
{2) Cecil & Presbrey, New York. for
Nestlé Chocolate Bars. EverReady Co-
coa, Nestlé’s Quik. Nestlé Senn-Sweet
Chocolate Morsels, Nestlé’s Cookie
Mix, Nestlé Brown Gravy, Nestlé White
Sauce; (3) Dancer-Fitzgerald-Sample,
New York, for Nestea, Nestlé Soups,
Maggi Bouillon Cubes, Decaf; (4)
Maison, Chicago, for Nestlé bhulk prod-
ucts for Institutional use
coatings for candy manufacturers.
syrups for soda fountain distribution}).

{chocolate

The major portion of Nestlé Co.’s
advertising budget is allocated to Nes-
café, one of the pioneers in the instant
coffee industry. Introduced in 1937,
Nescafé made slow but sure gains dur-
ing the late Thirtie: and early Forties
while it was relatively lone wolf in the
new coffee-extract field. World War I1,
however. had conditioned servicemen
{compliments of the U.S. Government)
to food concentrates and instant cof-
fee. 1t was at this time that most major
food companies jumped on the instant
coffee band wagon. Hard-hitting ad-
vertising of instant coffee by many
brands inflated the post-war baby to
gigantic size. (For round-up of in-
stant coffee industry see SPONSOR, 3
May 1952.)

Nescafé’'s experience shows that a
ptoneer product needs a long time to
convert consumer taste. However. once
there are several different brands on
the market, backed by heavy advertis-
ing, sales for the pioneer product are
carried along by the momentum gen-
erated from the increased advertising.

The following factors contributed to
Nescafé’s continuing rise today :

1. The instant coffee industry hasx
grown 30% a vyear over the past eight
years. Today one out of every three
cups of coffee consumed in American
homes is made from instant coffee.
Nestlé executives forecast that within
five years 507% of the coffee consumed
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in the L.S. will be instant coffee, 1Sayvs
Nestlé’s Don Cady: “NMy teen-age chil-
dren will probably never squeeze an
orange ot brew a enp of coffee.”)

2. The sudden and substantial price
hikes of regnlar coffee came ax a wind-
fall 1o the instant coflee indnstry in
winter 1953-5:1, bringing about a large
number of conversions among consum-
ers. Instant coffees have been raising
thetr prices too, but. hecause of their
method of processing and extracting
the maximum from the bean coffee
llle)' use, they continue to be propor-
tionately cheaper than the regnlar
brands. On the average, a jar of in-
stant coffee (which prodnces the <ame
number of cups of coffee as one pound
of regular coffec) is 30¢ cheaper than
one pound of regular coffee.

3. Nescafé’s revamped and hard-
sell advertising in ull media maintamed
Nescafé’s ranking among the top three
in this heavy-spending industry. (spoN-
SOR estimates that this budget breaks
down as 507 network v,
209 spot radio. 5% spot tv, 235
print.)

The most significant pattern to he
found in Nescafé’s advertising strategy

follows:

during the past two years has been the
stress upon high-priced tv vehicles with
merchandisable personalities as back-
bone of the brand’s over-all advertis-
ing effort.

Before 1950 Nescafé (through Sher-
man & Marquette) advertised princi-
pally through magazines and newspa-
pers, although this soluble coffee had
sponsored two network radio shows in
the late Thirties and early Forties.

The tv debut came in 1950 with
Take a Chance, NBC TV. Sunday eve-
Time
cost alone per show was close to 505.-
000. Nescafé quit the show after a
13-week run because of inadequate ve-
turns for its investment.

In September 1952 Nescafé bouglt
into The Kate Smith Show. NBC T\.
Wednesdays 4:30-4:45 p.m.. for a 20-
week run. To get each penny’s worth
out of this $91,000 production-only ex-
penditure. Nescaf¢ ran two separate
contests on the air—one for consum-
ers. one aimed at dealers.

nings, starring Don Ameche.

The consumer contest tied in with
the British Coronation. and ran in
February and March 1953. Contestants
were asked to write a 23-word slate-
ment on why they like Nescafé. Ten
winners. with a guest each. were flown

{Please turn to page 130)

NEWNESCAFE COFFEE

STAGES BIGGEST SPOT PROMOTION
IN RADIO HISTORY ON

STATION WNEW!

New York's Favorite Station
s wit for Music and News and
=== Top-Rating Shows Do Greatest

NESCAFE
Selling Job Ever!
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\ A SALES BOOSTING PREMIUM
KIDS WILL REALLY GO FOR!  _ _— =~

HEV A/LS-cer Youe
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PLENTY OF FREE POINT-
OF - SALE MATERIAL

Nestlé keeps dealers informed of air advertis-
ing strategy with dealer mailings (pictured
above); provides them with in-siore displays

Nestle pres.. ad vp set air budget

Nestlé President Hans J. Wolflisberg (left].
previously with Manila and Singacore Ne

concerns, stresses brand rather than institu-
tional advertising. Ad Manage: Don Cady
coordinates Nestlé strategy with six a e's
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Best time to sell a man shaving accessories is when his mind

is on shaving.

spot

Whether it's a radio announcement
(see typical copy at top of opposite
page) or a tv commercial featuring
this girl, Mennen bases part of its

message on sex appeal. Deodorant
and lotion get bulk of radio budget

That's why Meunen uses a heavy carly-morning

‘adio schedule on 90 to 123 stations in 83 to 90 markets

by F. Keith Trantow

(jan vou sell ~omething to a guy
hefore he eats breakfast?

The Mennen Co. does.

Even before the sun is up Mennen
has sold a pretty big chunk of its
day’s production of men’s toiletries—
principally after-shave lotion and de-
odorant. '

They are only two of the company s
line of a dozen men’s products but they
make up a big part of Mennen's sales.

Mennen does it~ pre-breakfast sell-
ing with early-morning radio, as do an
mereasig number of clients nowa-
davs. But don’t think Mennen is just
a recent convert to aan. radio. It i=nt.
Mennen was buving morning time 20
vears ago and more,

Mennen's sales philo~ophy 1~ sim-
ple. If vou're going to sell a man
shaving accessories. the best time is
when his mind is on shaving. Olni-
ously this i~ cither hefore breakfast
when he’s actuallv hacking awayv 24
hours” growth of stubble. or when he's
cating with Ins
face =till smarting from it= bout with

breakfast—possibly

the razor.

Anoiher important facet of Mennen’s
advertising strategy is its use of copy
which stresses the sex appeal benefits

of Mennen’s products for men. What
VMennen actually is doing is adapting
the same technique used in the sale of
women's cosmetics and perfumes. That
i~. Mennen suggest~ to the early-morn.
ing male listener that Mennen will
make him attractive to the opposite
~exX. lor an example of a well-worded
adaptation of sex-appeal selling of a
male product. zee commercial on page
at right above.

Mennen’s morning radio campaign
has been paving off. It has heen one
of Mennens most consistent advertis-
ing efforts. Before switching to morn-
ing radio a decade ago Mennen used
a wide variety of evening radio pro-
gram~. Few of these programs were
kept for more than a vear. And the
evening radio was all network.

“We concentrate on spot radio in
our men's line.” says Leonard V. Col-
son. VMlennen advertising manager.
“The bulk of our budget is in early-

radio. supported by
magazines. television.

morning spot
newspapers.
Sundav supplements.”

Meunen prefers early-morning news
and musical clock shows. Colson savs.

It's partial to 15-minute programs
and frequently buvs them on a three-
to-six times-a-week schedule. But the
compamy also i~ on a few participa-
tion programs and buys some evening
radio time. “When we use evening ra-
savs Colson. “it's usually late

evenimg,
g

dio.”

Colson savs Mennen reaches about
907 of the U.3. total drug nrarket
with it~ radio schedule. The company

SPONSOR
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‘eg—.commercials like this tell men how to get sex appeal

Men, remember back to the time of your first scienee elass? And how
the old professor tried to explain magnetism? He used a magnet and some
bits of iron. So mueh for lab technigque. Now for a living-room demon-
stration of magnetism. IHere’s what you do—just before your next date,
finish off your shave with Mennen Skin Bracer—then watch how fast
your gal closes the distance between vou when she gets a whiff of that
Mennen he-man aroma. Talk about magnetism—Mennen Skin Bracer's
got it. Gals really go for it. And so do men. They like the way its
refreshing tingle wakes up their face after that morning shave—and the
way Mennen Skin Bracer hielps heal tiny razor nicks, too. Want to increase
vour personal mnagnetism? Get Menunen Skin Bracer in the large 58-cent
size or in the giant $1 size. It’s America’s largest-selling after-shave lotion 99

e T N B M e  — 8 T T e ceme TR —
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is on 90 to 125 stations in the coun-
try’s top 85 to 90 markets. Colson
calls radio the backbone of the com-
pany’s advertising program.

Ask Len Colson why Mennen uses
spot and he’ll tell you this: “We use
spot because you've got better control
over it. You can bolster weak markets.
And it’s flexible. You can order the
exact time you want in each market.
With network, 7:30 in the morning in
New York would be 4:30 in Los An-
geles.”

Mennen also likes the local support
it gets with spot. Because local sup-
port doesn’t always come spontaneous-
ly, however, Mennen sends an infor-
mal, folksy letter to its list of radio
stations. In connection with this Men-
nen invites station people to write in
telling of incidents and news about
what the station 1s doing. Mennen has
found that the newsletter builds good-
will among the station people. And it
also serves to remind stations of Men-
nen activities which enables them to
do a better selling job.

1f Gerhard Mennen (he founded the
company in 1879) were alive today.
he would doubtless approve Mennen's
radio and tv advertising. His selling
technique was the same.

When 23-year-old Gerhard started
selling his first product, a corn cure.
he got a wagon, a singer and took oft
for a tour of the countryside. The
singer would entertain at a crossroads
village, attracting a crowd. Then after

I

case history
AR MO
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a few minutes of entertainment, Men-
nen would step up and deliver a “comn-
mercial” for his Corn Killer. But he
didn’t sell any on the spot; lLe'd tell
his audience to go to their neighbor-
hood druggist and “ask for Mennen’s
Corn Killer.”

Seventy-five years later Mennen-—
still a family-owned company—has
some two dozen nationally known
products.

Mennen is divided into two branches:
men's products and baby products.
Mennen advertising 1s split among
four agencies. Kenyon & Eckhardt
handles most of the men’s line (in-
cluding the after-shave lotion and
spray deodorant): Cecil & Presbrey
handles Mennen Foam Shave (aerosol
shaving preparation) and several new
products, still in the test stage; Grey
Advertising handles the baby produets,

aud Irwin Vladimir Co. the export and
foreign advertising.

Account  exceutives  include James
S. VMacViekar at K&E; Duaniel Ladd
C&1’; Don Swmith, Grey, and
Vladimir at the agenc
name. Vladimir has handled the ac-
connt for 25 years.

The over-all Mennen  advertising
budget is close to 85 million, which is
divided between the men’s products di-
vision and the baby products division.
Approximately a million of this goes
mto spot radio and tv.

The Mennen Company has made ex-
tensive and highly articularized u<e of
various media.

As an example, Spray Deodorant
and Skin Bracer are currently using
the bulk of the national spot radio.
Radio, however, 1s al:o used for satu-
ration waves on other products at peak
periods,

Newspapers have heen used exien-
sively for the application of required
pressure, seasonally and geographi-
eally.

Currently, Mennen is employing
widespread use of Sunday comics on
Lehalf of Spray Deodorant and Bracer.
In the past, they have used Sunday
supplements like Thrs Week and Amer-
ican Weekly in saturation waves.

On Foam Shave produects they are
currently using both national mass
magazines and Sunday snpplements.

Use of magazines varies sharply
from year to year, depending on the
individual product problems and copy
themes. Currently, spending in maga-
zines is less heavy than in previous
years due to Colson’s theory of apply-

(Please turn to page 1-1)

Irwin
hearing his

Father-sons feam manages Mennen today. Seated, William G. Mennen, company president;
standing, George Mennen and Willism G. Mennen Jr., both vice presidents. Ad manager
is Leonard V. Colson (right), who says radio is the backbone of men's product campaigns




_’> there a recession or isn't there?

If there is one. you'd hardly know it from a sroxsor
poll of national advertisers just concluded.

The~e facts stand out in the survey, which covers a va-
riety of businesse~ and includes some of the largest firms
in the country :

Lo Most of those answering the poll actually report
their sales have been running ahead of last year,

2. Not one of those who answered reported a cut in
theiv over-all advertising budgets.

3. A\ great majority of the respondents reported they
have increased their air budgets this year.

4. The general feeling was that the recession was some-
thing happening to somebody else.

The poll grew out of the mood of optimism found at the
spring meeting of the Association of National Advertisers
last month,  sroxsor’s Editorial Director Ray Lapica was
so struck by this mood he had questionnaires sent to every
one of the 191 firms which had representatives at the meet-
ing in llot Springs. Va.

The questionnaires sought. in addition to attitudes about
the recession. detailed information ou sales trends and air
advertising budgets. While advertisers are naturally re-
luctant to reveal such information, 13 returned the ques-
tionnaires with most, if not all, of the facts requested.

——

e
The answers cover the following industries: oil, autos and
farm machinery, textiles, drugs and toiletries, soaps and
cleansers, appliances and furniture, food and beverages,
insurance, heavy industry and chemicals, paper products
and a few miscellaneous categories,  Most respondents
asked that specific dollar and percentage figures not be
linked with their names.

Here is a sunumary of the answers, which will be fol-
lowed by a more detailed breakdown in some of the indus-
Iry categories:

Of the 13 answering. 27 said their business was up over
last year, six =aid business was the same, 10 said it was

J

down.

Regarding over-all advertising budgets, 29 of the 43
said their expenditures have been running ahead of last
vear while 12 said the ad budget was about the same. Two
respondents would not indicate the trend of their ad bud-
zels one way or the other,

Aboult three-quarters of the advertisers are air users. 31
to be exact. Of this latter group 27 reported details on the
air budgets: 17 have increased their air budgels, either
dollar-wise or percentage-wize. six are spending either the
same amount of money or the same percentage of their
over-all budget on air media and four said they were.
spending less.  Some of those spending the same percent-

e

SPONSOR's Ray Lapica [right) struck by optimism st ANA's spring
meeting, decided to poll members on recession. He is shown &t

meeting with {left to right) Ralph Harrington, General Tire &
Rubber; Dick Hildreth, Standard Oil {N.Y.}; Ben Donaldson, Ford
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age on air advertising are actually increasing their dollar
expenditures since the over-all ad budget has been in-
ereased,

Opinions on the recession varied. Aside from the fact
that most of the advertisers said it was the other fellow
who was suffering, the consensus was that the dip would
be over in three to six months. One executive opined it
was already over. About a half dozen had no opinion. The
same number said “What recession?” or words to that
effect. A few spoke as if the country’s economy was level-
ing off into a rate of production that would be slightly
lower than the 1953 peak. If anyone was worried, he
didn’t show it.

One of the questions asked advertisers what business
should do to combat the recession. A unanimous chorus
of voices said: Get out and sell!

Here is a more detailed picture of the answers by some
of the industry categories represented:

e Food and Beverages: All the firms answering said this
year’s business was better than last year or just as good.
There is a pronounced trend toward increasing air budgets.

George Oliva, advertising manager of the National Bis-
cuit Co., said his firm’s sales were running even with 1953,
a record year, and felt the increasing population and “an
expanding market should have a healthy effect on our
sales.” This year’s ad budget is 20% above last vear’s but
the amount going to air media is 60% more than a year
ago. Oliva did not think “any recession in 1954 will be
long-lived.”

One of the large multiple-brand food firms, now spend-
ing $6.5 million on advertising, has inereased its tv bud-
get. A soft-drink firm. anticipating its best sales year ever
in 1954, has doubled its air budget, now devotes 35% to
radio and tv. A food firm with an ad budget in the under-
$1 million category has increased its air budget 50%. One
of the big names in coflee reports it is spending more
money on radio-tv advertising.

e Drugs and Toiletries: While two of the respondents
said sales were down so far this year—one reported 12%,
another *“a few percent”—neither was cutting ad budgets.
The former spends $1 million on advertising. half of it in
radio. The total budget and proportion spent in radio is
the same as last year. The firm is now testing tv. The
other firm’s $5 million budget is the same as last year. but
tv money has been cut in half.

From Pepsodent came word of a slight increase in tele-
vision expenditures. The firm now allocates its hudget as
follows: 25% in radio. 25% in print, 50% in tv. R. P.
Breckenridge. group advertising manager. said: ~In addi-
tion to an increased advertising budget, we are also step-
ping up our promotion and merchandising activities.”

J. Ward Maurer, advertising director of the Wildroot
Co.. said that with business running ahead of 1953. a 5%
increase is budgeted for advertising. The firm spent about
$3 million on advertising last year, with 35% going to
radio. About the same percent will go to radio this year.
The firm is testing tv. Maurer feels the recession is spotty
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SPONSOR poll of national advertisers discloses a

strong note of optimism. Here are some key answers:

HOW'S BUSINESS?

SALES DOWN

237

UL e 1o

SALES UP SALES SAME

637 14%

R T e T T e

ADVERTISING EXPENDITURES?

BUDGET UP BUDGET SAME

1% 29% 0%

RADIO-TV EXPENDITURES?

BUDGET UP BUDGET SAME BUDGET DOWN

6372 22% 15%

WHO ANSWERED POLL: Questionnuires were sent
to 191 firms whieh sent representatives to ANA
spring meeting. Detailed answers came from 43

and very slight in the over-all picture.

An executive of a well-known pharmaceutical house =aid
his firm had boosted the over-all ad budget 177% and the
air budget 15% 1at present 35% goes to radio-tv) over
last year, although sales are the same as last year. He said
he didn’t feel the recession would last beyond the summer
vacation period. “People have money and they just necd
a good excuse to start spending more freely. Unemploy-
ment will be cut back and business will go ahead (in the
fall),” he stated.

s Oil: Five of the top petroleum corporations answered
SPONSOR’s questionnaire and, with one exception—and that
a slight one—reported sales wcre ahead of last year.

James J. Delaney, advertising manager of Sinclair Re-
fining Co., declared: “In our business. we have seen no ‘re-
cession’.” The firm is putting half of its ad budget into
radio-tv. up 7% from last year. R. M. Gray. ad chief at
Esso Standard Oil Co. also reported an increase in radio-tv
expenditures. They now total about 30<% of the total bud-
get, which. like Sinclair. is up.

Another oil firm. now spending §4 million on advertis-
ing. is putting 47% into radio, 9 into tv. This represents
a decline for radio and an increase for tv. The fourth firm
whicli reported sales up, now spends 25% on radio-tv. uy
2% from last year. An executive of this firm zaid: "1, per
sonally, don't believe we will return to the so-called high
of past vearz except with the natural growth of the 1.3\

The only firm reporting sales down =aid it was cutting
its radio-tv expenditures 2 At present it puts 26
of its ad budget into air media. * k *
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Which media seem ta da mast far

a maturing af the American people?

Such a question could
hardly be answered
Fach medimm has its
arca of maturing and
cach has its area of
immaturity. In the
area of advertising,
for example, I would
say that advertising
tends most to mature

people when it sug

Dr. Overstreet

geosts new  avenues
of things. Thus
food advertising awuakens the imagination
and sets the creative encrgies at work in
the preparation of more wholesome and
appetizing dishes; the advertising of books
and musical records stimulates the individ-
ual to do something himself. On the other
hand, immaturity
when it encourages ‘“conspicuous display,’’
egocentric complacency (the whisky of
distinction), competition in social status,
the picturing of leisure as idleness. I just
couldn’t say where the good and bad are
found in greatest measure. Actually much
is happening in eaeh area—newspapers,
radio, movies and advertising—to mature
both method and content. The reason for
this, I think, is that the American people
are themselves maturing, and at a very
rapid rate. (See artiele for reason.)

for personal **doing’’

advertising promotes

Dr. Hlarry Allen Overstreet, author of
“The Mature Mind,”” “The Mind Alive”

Has radia had the effect af lower-

2.

ing public taste in America?

(This denunciation
of radio by Lee De
Forest, inventor of
audio tube, Dbefore
NAD [now NARTB]
in  mid-Forties, 1is
worthh reecalling he:
cause similar denun

c¢iations are now be-

<%

o

ing made against tv
by people who over-
look this blunt truth:
Social seientists now pretty much agree
that audiences are attracted by what they
like and skip what they don’t, therefore
media have little or no effect on

4

Mr. De Forest

11188
raising or lowering public’s taste.)

You have debased this child. You have
sent him out on the street in rags of rag-
time, tatters of jive and boogie-woogie, to
collect money from all and sundry for
hubba hubba and audio jitterbug. You have
made of him a laughing stock to intelli-
genee, surely a stench in the nostrils of the
.. This child of

mine, now 30 years of age, has been reso-

gods of the ionosphere. .

Iutely kept to the average intelligence of
13 years . . . as though you and your
sponsors Dbelieve the majority of listeners
have only moron minds. . . :

Lee De Forest, inventor of
the audio tube

-

What’'s the "“mood’’ of each big me-

a dium; why should capywriters care?

A copywriter can de-
stroy the sales ef:
fectiveness of  his
niessage by violating
the ‘“mood’’ of the
medium. For exam-
ple, when you read
a newspaper, you'’re
in a hurry, not as
relaxed, more con-
flict-eonseious, more
competitive-conscious
and you don’t believe as readily beeause
today’s news and ads—may be contra-
dicted by tomorrow’s. Magazines are dif-
ferent.

Dr.

Dichter

They have Leen endowed with an
aura of greater dignity, greater perma-
nence, more leisure, a slower pace, more con-
templation, more ¢ ‘time-binding,’’ with re-
lating things, giving a longer perspective.
Radio has much more the alement of devel-
opment. It has drama. It has sequence.
There’s a beginning, a middle and an end.
It is more fleeting. You expect it to be
more unusual, less convention-bound. Tv
resembles radio in these, but it is much
closer to reality. It can transport yvou to
a different world—a television world.
Therefore T think of tv as three-dimension-
al. The clever copywriter capitalizes on
this and gets the utmost from each medium.,

Dr.

Institute for Research in Mass Motivations

Ernest Dichter, president,

1. PSYCHOLOGY OF MEDIA

Psychologists say some admen don’t use the right approach to copy or

media. Part 21 of 25-article All-Media Study offers some adviee

[_‘sk a psychologist about advertis-
ing. and he’s likely as not to say:

“Most admen use the wrong appeals
to sell the wrong products in the wrong
media to the wrong people.”

Ask him what should be done, and
he has an answer.

That’s fine. but if you talk to an-
other one. he has a different answer.
In fact, you'll find p=ychologists don’t
agree any more than do admen—
whether it’s about Freud or what makes
an ad sell.
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by Ray Lapica

llowever. they do have some fine
theories—some of them provable, if
not in the market place then in the
lab and you're bound to find some
insight into the subjeet of media psy-
chology if you talk to as many of
them as SPONSOR has.

On the other hand. if vou finish this
article without finding much to help
you with vour own problem, do what
some of the bigger agencies are doing:
Hire yourself a psychologist and let
him write vour copy.

sPoNsOR  discussed the psychology
of media with one of the nation’s out-
standing philosophers, seven psyveholo-
gists and a number of agencymen and
advertisers. But before detailing their
views, here’s a brief summary of what
several of the psychologists said about
the advertizing praetiees of the admen:

1. Writing an ad before you know
why vour eustomer buys vour product
is just a waste of time. (Sometimes
the best-read and most widely eireu-
lated ads or eommercials don't sell a

SPONSOR

I 1




Why do you call air media ‘“dynam-

A

and print media "'static’’?

.i.'l:

The terins have noth
ing to do with com-
parative ‘‘effective-
ness’’ of media but
rather with the con-
sumer’s reaction to
them, He must act
to AVOID hearing
or seeing the radio
or tv commercial—
by closing his mind,
or walking away or
turning off 1le set. In print, whether news-
paper or magagine, he must act in order

_

Mr. Lia

ta ahsort Lhe message—in this case, read
it. The eve rloesn’t absorb without work-
ing. Readership studies indieate the eye
Tests
the psyeliogalvanometer have mea-

avoids what it is not interested in.
with
sured the encrgy expended in reading. But
you do not expend energy in listening, un-
less nnder strained conditions. In
faet yvou usuatly have to burn up energy
to aveid ligtening. Most people take the
cusy way out, cspeeially when a cominer-

vEry

vind is on, and listen. One conclusion the
advertiser ¢an draw from this is: Don't
use your zir and print copy interchange-
aldy; you nced a completely different ap-
proach for pach medium.

G, Maxwell Ule, v.p.,
research director, K&E

R S e e e 2 s g o
TR R S

STUDY IN BOOK FORM

SPONSOR's All-Media Evaluation
Study will be published in book
form in the summer after the re-
maining articles in the 25-article
series appear. Price has not yet
been determined, but you may re-
serve a copy now. Just send a card.

nickel’s worth of goods.)

2, Throwing an ad or a commer-
¢ial into a medium without consider-
ing the “mood” of the medium or pro-
gram is a waste of money. (Typical
example: a strident, hard-sell commer-

What peculiar naturc of listcning

m should admen be conscious of?

First, Learing alone
of all the senses is
non dircetional  you
don’t have to focus
your cars to hear the
way you have to di-
rect your other senses
toward an objeet in
order to see it, taste
it, toueh it or smell
1. Second, listening
does mot  precinde
other activity. You ean listen while you’re

Dr. Wulfeck

driving a car, doing housework or, as stu-
dents often prove, while studying. You
can even take in sounds while listening
to something else. This theory goes back
to William James, who said that true at-
tention is intermittent and flecting even
when a person is concentrating on some
one thing. Third, you can hear—and learn
—more or less unconsciously, even while
asleep. Hypnosis proves this. Yes, a sell-
ing message does get across to the radio
listener even if he doesn’t consciously lis-
ten to it. I’ve been talking for a long
time ahout the failure of research to mea-
sure unconscious absorption of radio com-

So far little has been done.

mercials.

Dr. Wallace H. Wulfeck, chrmn.,
exec. com., William Esty Co.

cial in the middle of a symphony pro-
gram.)

3. Choosing media on the basis of
circulation, cost, coverage, impact and
prestige without determining what
your customer gets or expects from the
medium may frequently be an easy but
costly way out.

Overstreet and maturity: spoNSOR
has long felt that the selling eflective-
ness of a medium is based partly on
the prestige it has won in the minds of
the public. And prestige is partly based
on the maturity of the medium—mnot
merely age, but its influence in con-
tributing to the maturity of the pub-

6 How docs newspaper and radio ad-

m vertising affect housewives?

Quantitatively ridho
commercials get more
attention because
Wometl are more ¢x
But
quahitatively nowspa

Letter
Women

posed to radio.

per ads get
attention,
remenmber more ra
dig than

- ads throngh greater
Dr. Lazarsfeld

newspaper
repetition. Dut news:
paper ads remembered cuarry greater buy-
radio commereials re-

ing interest than

called, In vividness of images, ideas and
thoughts stimulated, radio and newspaper
advertising are abont equal. Radio com-
mercials tend to be cither liked or dis
liked whereas newspaper ads tend to fall
in hetween at a center of cmotional neu-
trality. Better edncated women place high
er credibility in  newspaper advertising
claims; women of low education favor ra
dio advertising claims. Those who prefer
one medium over another tend to prefer
the advertising in that medium over the
other; preference for medimn and for ad-
vertising depends on education and income,
Women who prefer radio advertising list

superior presentation as their reason.

Dr. Paul F. Lazarsfeld, director, Bureau of
Applied Social Research, Columbia University

NEXT ISSUE

Last issue we reviewed current psy-
chological tests involving tv and 20
years of sight-vs.-sound testing.
This issue tells what the psycholo-
gists told us. Next issue part 3 of
of Media" will ex-

amine the motives of agencymen.

"Psychology

lic. That this is important has been
shown in Communications Research
1918-19, edited by Dr. Paul F. La-
zarsfeld and Dr. Frank Stanton, in
which Robert K. Merton told how
a town can be influenced by a small

George J. Abrams . ___
Vincent R, Bliss
Arlyn E. Cole____.
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.ad director, Block Drug Co., Jersey City
executive v.p., Earle Ludgin & Co., Chicago
president, Cole & Weber, Portland, Ore.
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group of decision-makers, who in turn
obtain many of their ideas from a
small number of publications which
most of the commmunity does not read.

With this in mind sroxsor asked
three questions of Dr. Harry Allen
Overstreel, one of 1the nation’™s fore-
most philosophers, author of The Va-
ture Mind, The Great Enterprise and,
with his wife, the recent The Mind
Alive, and, for many years, head of
the philosophy department of the Col-
tege of the City of New York. The-e
were the questions:

1. Has anyvthing happened since
the publication of The Mature Mind to
change vour mind about your state-
ment in the book that newspapers have
“a vested interest in catastrophe”; ra-
dio. one in “mediocrity”: Hollywood,
in “emotional immaturity,” and adver-
tising, in “human self-indulgence”?

2. You stated then also that as the
American people mature so will their

7 Why do you say radio stimulates
-

imagination more than print or tv?

Take them separate-
I¥.  An advertiser
above  all others
should remember that
reading is work. It
is intellectual labor,
.\ very large propor-
tion of those in the
mass market simply
do not experience the
fantasy

flights  of
and the rich imagery
with which sophisticated people embellish

De. Wiebe

their reading. These millions of unskilled
readers grapple with, and extract some
meaning from printed symbols, rather than
olaboriting prose into vivid experience.
In tv, xo many details :rve provided
that there isn't much latitude left for
imagination. A heautiful room is not the
audience member’s idea of 2 beautiful
room. 1t's the set designer’s, What kiteh-
en won't cause thousands of housewives
to say, ““Mayvbe she likes it, but that’s
ot the wav I live?'’ Television’s elose-
ness to reality is a double edged sword.
Visual detail puts snubbers on imagina
tion. The human voire communicates with
ease, and it arouses as many pictures in
people’s minds as there are andienee mem-
bers. A radio message costs a listener min
imal effort and is highly personalized.

Dr, Gerhart D. Wiebe, (IS
Radio research psycholagist
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mass  communications syvstems, their
entertainment  and  their advertising
media. Do you feel this is «till true?

3. From the standpoint of media
evaluation, does advertising lag behind
the program~ aud editorial content of
the mass commnunications systems, or
vice ver~a? In either ca-e, which sin-
gle medium. if any. ~cems to contrib-
ute more to the maturing of the Ameri-
can people?

From his home in Mill Vallev. Cal..
BDr. Overstreet answered as follows:

“Those statemnents of mine were, |
suppose, something of the nature of
‘shock therapy.” No one seems to have
resented the statements very seriously
(I don’t know how many growled at
me in private) ; but many have warm-
ly approved. They were not meant, of
course, to apply without exception but
merely to describe what seemed to me
to be a major symptom in cach of the
areas.

Why is motivational research an im-

a portant tactor in media evaluation?

There are two basic
reasons for motiva-
tional researeh in ad-
vertising., Onece xou
have delineated the
market qguantitative-
Iy, (1) it guides the
selection of the right
media to reach this
market; (2) it
guides the connuuni-
cation with this mar-

D¢, Hersog

ket by helping us determine the most effee-
tive appeals to hokl current consumers
and gain new ones. Motivation research

’ behind the ¢““why”’

supplies the ““why’
the consunier can give to dircet questions.
Once one understands what makes a per-
son buy, onec can develop moving eopy and
put it in the medium that pre seleets the
right prospeet. In this connection media
too ¢an do a lot more research on their
audiences.  For example, what kind of
women wateh fights? Equipped with sueh
mformation, the skillful copywriter can
then adapt his nessage to appeal to the
consumer’s hasie purchase motivations but
to take advantage of the medium's ap-
peal as well. Motivation researel is thus
not a substitute for other researeh, but

it offers an important supplement to it.

Dr. Herta Herzog, director, Crentive

Research, MeCann-Frickson

“With this meaning in mind, I think
} would still hold to all of them; but
! would add that in each of these
areas nuch is happening to mature
both method and content. The reason
for this, I think, is that the American
people are themselves maturing, and at
a very rapid rate. We have been pro-
foundly sobered by our apparent in-
ability to get rid of war and have been
led inevitably to worry out social
causes and effects. In short, we have
been led to think, and this means that
v.e are far less amenable to mere sensa-
tionalisin or sentimental soporific. In
our good American phrase we are in-
creasingly ‘from Missouri’ when it
comes to the great complicated prob-
lems of our life.”

As for which medium contributes
most to the maturity of the American
people, Dr. Onverstreet’s answer 1is
printed in full on page 40.

(Please turn to page 148)

9 How is media rated on prestige, con-

a sumer friendliness, merchandising?
Maguzines are prob-

prestige medium be-
cause of their high
erade of editorial
eontent and fine ap-
pearance. Television
offers mueh the
same opportunity,
but prestige is de-
pendent  upon  the
type of entertain-
ment offered. This variable quality leads
to its ranking in second place. Radio is
placed third for the same reasons. For
consumer friendliness, televisien, whieh ean
bring personalities into the home both
through voiee and appearanee, sould rank
first over radio, which can bring the voice
only. Magazines are third beeause of the
intimate association of the editor and
1cader. Merchandising value: Newspapers,
the medium used most frequently by loecal
merchants, has the greatest standing svith
them. Television and radio eome seeont
and third because, in most eases, they are
s0 intimately assoeiated with the daily
lives of the retail trade as to impress
dealers  directly with their advertising
values.
(Other vicws will appear later.)

From Y&R's “Evaluation and
l'se of Advertising Media™

SPONSOR

ably the outstanding




TV PIONEERS

The first 108 stations

Before the FCC freeze on new tv outlets was Iifted in April 1952, a total of 108
U.S. tv stations went on the air commerecially. sroxsor, during the past three
months, surveyved these 108 outlets. Nearly all responded with extended data
about their growth, development and pioncer problems. To preserve for admen a
permanent record of this pioneer era of tv, sroxsor has eompiled the special
section appearing in the following pages. It includes articles, charts and a

directory of pre-freeze television outlets packed with valuable information.
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’n many wavs amybody who puts a tv station on the air
even today is a tv pioneer.

Television’s history is still being written; somne 260-plus
stations have gone on the air since the lifting of the tv
freeze. And actually some of the owners of post-freeze
outlets missed being in on the first big growth of tv by just
a few days, having been nipped by the FCC freeze. Too,
simee many of the post-freeze stations are going on in
itherto-non-tv areas. they face the same old pre-freeze
problems of building cverything from a good tower to a
sizable viewing audience.

But commercial tv has a special pioneer era  a period
in which broadeast executives sat down at the tv piano
while evervhody elze laughed.

This period starts. roughly. with the summer of 1941
At that time, the FCC is<ued its first commercial tv Keenses.
And a handful of stations weirt on the air conmmercially in
the 12 months that followed. This group included: WNBT,
N.Y.; WCBW (now WCBS-TV). N.Y.: WRGB. Schenec-
tady: WPTZ (then owned by Plilco). Philadelphia: and
WBKB. Chicago (now WBBM-TV). (This was by no
means the first air date for these stations, Some of these
and others were on with tv experiments as far back as the
1920's—see photos below.)

The first phase of commercial tv ends. roughly, with the
lifting of the FCC’s freeze on new television station con-
struction 1'F April 1952, This ban had been clamped on
in the early fall of 1918.

During the Il years between 19141 and the lifting of the
freeze in 1932, commercial television toddled. walked and
then began to trot briskly. From a group of stations that
could be counted on one hand. the nnmber of U.S. tv out-
lets grew to 108. serving 65 major markets and over 17
million tv-equipped fanilies in April 1952,

Tv’s pioneers: they didn't know whether they were heading for a honanza—or bankruptcy

To get a detailed and useful picture of 1v's pioneer days,
SPONSOR sent extensive questionnaires to each of the 108
stations which went on the air before the freeze lifted.
More back-and-forth quizzing followed, until the great
majority of the stations had given sroxsor editors data
concerning the station’s rates at the beginning compared
witlt now and other “then and now” comparisons includ-
ing sources of revenue and programing.

‘The then and now facts about individual stations appear
starting page 50. A special analysis of the growth infor-
mation furnished by tv stations appears starting page 46,
along with two over-all charts in which statistical aver-
ages have been computed to give a box score on how pre-
freeze stations grew.

sPONSOR's reason for compiling historical data on the
pioneer days of tv is not merely to play Boswell to tv's Dr.
Johnsons. Already, many of the early records of tv—par-
ticularly lists of executives and data concerning tv revenue
—are lost in the shufile. Several pioneer outlets. like Chi-
cago’s WBKB (now WBBM-TV). los Angeles’ KFI.-TV
(now KIJ-TV), Albuquerque’s KOB-TV. Grand Rapids’
WLAV- TV (now WOOD-TV) and Atlanta’s WCON-TV
(now WLW-A) have been sold or have changed manage-
ment in the last few years.

The adman who wants a historical record of tv, in order
to understand it more thoroughly; the buyer who wants to
know how tv developed in order to plan for the future; the
broadcaster who wants to study the trends of tv program-
ing and commercial revenue—all need some tangible rec-
ord of t’s first wave of station growth.

This special record of the early problems and growth
patterns of the 108 pre-freeze tv outlets, sSroxsor feels,
will guide the tv-conscious adman and help set the advertis-
ing record straight.

For editorial ou tr's pioueers see paye 156

ID28: First live drama in U.S. tv was now-forgotten vehicle called
"Queen’'s Messenger” televised in crowded General Electric studio
in Schenectady. Present WRGB evolved from these early efforts

~
[ 9

193 1: Audio mikes looked like soup plates and tv cameras scanned
only 60 lines with perforated disk when W2XAB, ancestor of present
WCBS-TV, inaugurated first pioneer air schedule in pre-war era
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Iistablishing a comnneretal television station
in 1947, 1948, or 1049 wasn’t as ecasy as it may
HOW SCelll. '

It called for initiative of the highest order.

It called for capital investments far bevond
anything that radio broadcasters were accus-
tomed to.

It called for mien who made recommendations
to owners and were willing to lay their longtime
jobs on the line.

It called for heavy month-after-month losses,
often hitting as high as $40,000 in a single month.

prn sy

There was not much of an advertising record of any sort
when the first commercial tv outlets became a reality in
1941.

Advertisers and the public were interested—fascinated,
in fact—Dby television in those days. But there are more tv
receivers in the average apartment block in cities today
than there were in the whole nation 13 years ago.

Tv, in 1941, was very much the “rich man’s plaything”—
a cliché which haunted it until only a few years ago.

Because of this limited audience. as well as the limited

size of the viewing screen, advertisers maintained a luke-

warm attitude in the pre-war tv days and during the long
years of World War II. A few made some tv experiments
in the commercial field.

But these were just foot-wettings. Tv had to be nursed
along by broadcasters who combined many of the outstand-
ing characteristics of Solomon, Midas, Job., Daniel Boone,
P. T. Barnum and Tom Swift.

During the war years the earliest commercial tv stations
faced two heartbreaking problems: low set circulation and

THE TV PIONEERS

When the losses would stop no one could tell

There were practically no sets,

At the start there was no coaxial cable,

Tow long hefore expensive broadeast eqnip-
ment became obsolete, how long 1t would stand
up, was anyvhbody's guess,

Fivervthing was being done for the first tine.

Fvervthing was a problem, solved by trial and
error.

Men worked arvound the elock.

There were no trained felevision persomel.

These were the davs of the first commereial tv
stations, and the first commereial {v pioneers.

3

lack of advertising revenue.

In New York, for instance, WNBT and RCA distributed
a few hand-crafted tv sets among broadcast. advertising
and civic leaders. General Electric did virtually the same
thing in Schenectady to build a minuscule audience for
WRGB, handling the sets on a co-ownership basis.

What was probably the low point of audience size dur-
ing this period was achieved by pioneer station WTVR in
Richmond. Va., which went on the air experimentally in
1944. When asked what was the set circulation in this
market when he started, Wilbur M. Havens, owner, said:

“One set-——and | went to Camden to get it!”

The situation wasn’t much better from the standpoint of
tv revenue.

An executive of Du Mont’s WABD in New York. a sta-
tion which started back in 1939 experimentally as W2XVT
in nearby Passaic, recalled that “in May 1944 when we
went on the air commercially we made our facilities avail-
able without cost to any advertising agency or sponsor.”

(Please turn to page 108)

Tv pioneers “then-and-now?’ chart appears 17 May

I932: One of the first five stations to be licensed commercially by
FCC was WPTZ, Philadelphia. Station, now Westinghouse-owned,
televised girl in rainstorm in June 1932 when it was Phileo’s W3XE

1939: Dawn of present era of big-time tv came when Brig. Gen.
David Sarnoff, now RCA chairman, officiated at ceremonies at N.Y.

World's Fair to mark start of all-electronic, regular tv programing



108 Tv Pioneers: Study reveals "“average" station took sizable loss in first three tv years

i
. ¢
’t took about £575.000 to put the “average” station
among the pre-freeze pioneers on the air back in 1947 and
1948. And the owners didn’t see any of this sizable sum

coming back into the ull for quite a while.
As the chart on page 19 shows the average station among

the countrys first 108 1v outlets took a big loss in the

first year of operation. Expenses tsee line 12) exceeded in-
come {see line 1) by $142.002.

But by the third year this mathematical “average’™ went
in the black to the tune of a $211.609.70 gross. By the
fifth year, the tide, for the most part, had really turned;
the average station grossed a sizable $132.463.

(These arithmetical averages, admen should note, are
just a general guide. Although some pre-freeze stations—
particularly those in large one-station markets—coined
money. some in the competitive, multi-station markets are
still having a tough fight. In addition to averages chart
on page 49 shows maximums and minimums.)

These are just a few of the highlights which emerged
from an analysis by spoxsor of its detailed nationwide
survey of all of the 103 tv stations which were on the air
before the lifting of the FCC’s “tv freeze” 14 April 1952.

Others:

e Circulation: Pre-freeze stations started with anything
from zero to over 400,000 sets in their markets. (Latter
figure is that of WOR-TV, New York, one of the last of
the original group to go on the air in the fall of 1949.)
As stations did in the early days of radio. most outlets
pitched in to help retailers sell tv sets. Stations from
Maine to California aired test patterns. staged public dem-
onstrations in downtown store windows and generally
whooped it up for tv. As =et prices dropped (a 10-inch set
once listed at nearly $300; a 17-inch set today can be had
for £139.95) and programing improved, circulation leaped
(see chart page 49).

e Rates: Once tv became a commercial medium, rates,
could not be merely a matter of whatever the <ales
manager thought the traffic would hear. They had to be
subsltantial because union rates and amortization had to

be met. The average starting rate in Class A time was
$250 per hour. Rates climbed as circulation grew. But
tv's cost-vs.-circulation went down in just a few years.
SPONSOK’s survey =hows that the starting figure of cost-per-
1.000 sets installed was around 90¢. By January 1952 the
fizure was a little more than 22¢. And by the first of this
vear the figure had dropped to just under 15¢.

o Revenue: As the charted figures show, most stations
started out with the bulk of their business coming from
local sources: the average was 57.5¢7. National spot and
network business. in those early days, made up the rest.

Then, as network lines spread across the country and
major advertisers began to pour more and more dollars
into tv spot campaigns, the situation began to change.
Local Lbusiness dropped off, in terms of its relation to the
total amount, as network business grew and national spot
increased rapidly. As of the beginning of this year, the

largest portion of tv station business. on the average. came.

from national spot (10.87% ).

(Readers may be confused by the fact that the per-
centage figures in the chart do not, under the business and
programing breakdowns, add up to 100%. This is caused
Ly the fact that the number of respondents for each phase
of SPONSOR's uestionnaire varied slightly. However. they
show the general pattern of pioneer station growth.)

o Programing: Just a- the business shifted away from
the local advertiser as tv grew, the programing emphasis
shifted from the local live shows with which most stations
started to the network and film programing aired today.
Today a little more than half of the programing on the
average pre-freeze tv outlet is network. The remainder is
divided fairly evenly between local live shows and film.

This pattern developed a lot faster than did the pattern
of national-vs.-local business. There has been little change
hetween the relative balance of network, fihm and local
programing that existed in January 1952 and that which
was in effect in January of this year. The fact that film

(Please turn to page 19)

SPONSOR survey reveals pioneer pattern of power and facilities

What is the "average™” station among the 108 stations who
pioneered before the lifting of the freeze equipped to do for
advertisers? A three-month checkup by SPONSOR among a
cross-section of these outlets reveals that the “typical”
station among this group of outlets shapes up like this:

Signal: Average outer it of sales effectiveness, aecord-
ing to station estimates, iz about 96 miles. .\t the least,
the figure was o0 Iniles, at most over 200,

Y o P o

Power: Slightly more than half of the reporting <tations
said they were operating at full authorized visual and
aural power. Others used 25 7577 of limit.

Equipment: The majority of the 103 pioncer outlets are
RCA equipped, although many statious use several brands.
Du Mont and General Electrie were other leaders.

Assistance: Nearly two-thirds of the pioneer tv stations
said that they assisted advertisers, partieularly regional
and loeal, in making filmed tv commereials.

—

Antenna heights among the pioncer tv outlets vary eon-
siderably. In some areas, 700 to 1,000-foot towers are
fairly vommon. Others arc in the 400 to 500-foot class
but are oflen situated on mountains sometimes as high
as 10,000 feet above sea level.

=4

46 For complete box-score oii pre-freeze station growth see page 43 b
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to Russ Emery in all
of New England, in
TV Guide's television
personality contest!
Russ emcees New Eng-
land Talent Club,
5:00 to 5:15 p.m.
Monday through Fri-
day. Came to WJAR-
TV after playing
Gogi's LaRue, Hotel
Warwick’s Raleigh Room, the Copacabana, Para-
mount Theater. On TV has been featured on
Ken Murray Show, Kate Smith Show, Joan Ed-
wards Show, Celebrity Time, Faye Emerson Shouw,
etc. Has sung on all major radio networks, was
male singing star on Pet Milk (Baron Munchau-
sen) Show, guested with Paul Whiteman, Teen
Timers and others . . . had his own Russ Emery
Show 56 weeks on WNEW, New York. Look up
his Columbia Records releases!

3rd Place

to Hum and Strum,
harmonizing daily in
songs with piano ac-
companinient ~— NOw
celebrating their 30th
Anniversary as onc¢ of
the most harmonious
teams in show busi-
ness. Hum and Strum
have played all the
major TV and radio / : v
nets, all major vaudeville circuits and night clubs
everywhere — including southern Europe and
Africa with the USO . .. came 10 WJAR-TV from
a four year stint in Boston television, are seen
Monday through Friday from 12:45 to 1:00 p.m.
Popular demand recently added night shows Tues-
day, Thursday and Sunday. Their recordings have
international distribution.

= 3 7%
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There’s no Puzzle

SUPER SI

MAXINUM LEGAL POWER \ LOCAL PROGRAMS

100 XW

DEPENDABLE DUAL
ANTENNA AND
AUTOMATIC
STANDBY
GENERATOR

-

® RIGHT TRANSMITTER SITE.
KRON-TV's site provides "‘area-wide'' coverage certainty.

e ANTENNA HEIGHT. KRON-TV's, highest in San Francisco
SUPER at 1441 feet, ‘'sees further."”

® MAXIMUM LEGAL POWER. KRON-TV's 100,000 Watts has
J blanketed Northern California since February, 1953.

( H A N N E I. "A\} e TOP RATED NBC and local Programs.
| KRON-TV leads consistently.

® GREATEST DEPENDABILITY.

KRON-TV's double antenna system and automatic
standby generator minimize ''discrepancies.’’

SIGNAL

® SELLING POWER. Fit these pieces together and you have
KRON-TV's Super Signal—the solution of your sales problem.

N

FREE & PETERS. INC.
National Representatives

SAN "FRANCISCO
48 SPONSOR
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Box-score of pre-freeze station growth comes from SPONSOR survey

STATION DATA WHEN STARTED* 1 JAN '52

1 JAN. '54

MIN: © MAX: 410,000

AV: 21,750

MIN: 13.000 MAX: 2,800,000

1. Set circulation in market . . .. AV: 328,000

MIN: 40,000 MAX: 3,177,000

AV: 617,500

2 Evenipg Class A hour rate . h IS\V 32"66: o ;\;I 372;3 B ’K?/: SSMZA& o
: 3. %business from local adv.. . . A\; 57?5?7:0'000/0 Ag/ 336%/ AV 236% h
4. % husiness from nat'l spot . . MIN:AO;;: 218% h MIN:AVO: 353% h N;\‘V 40.8M‘A7;: h
?: S. % husiness from nﬂaprk iy MIN'AO;;: 17.;"% b Ao;l 295‘;0 h MIN:HI: 27.6‘245%
E %0 hours network programing . INICV 325% h M'N:OXV: 52;;0“% N;;/ 508% b
§ 7. % hours local live programing . MIN:AO;I;: 35.M?:‘x7:olm° MIN:XG:ZS.E%GWD MIN:SXV: 24‘;’::6%
’a‘& 8. % hours ﬁlmwpmgraming NZV 36:}: - MNAV 272% h NZ\;/ 269% b
9 Number hours on air daily . . . . 'AV: 5.6;“: o 7AV: 13.;“: o gAV: 16.2M .9
Ef 10 Nymber of empluyeesr ...... - sl_\\_l: 41MAX: c ISAV: BZW:ZG0 Mimz AV: 98m: N

11. Annual tv revenue™* ... . AV: $R1s47,2;765 AV: $9R39,1 ;:8.80 AV: $'1,7H22,78510

12. Annual tv expenses™* ... .. AV$589,88000 AV$ﬁ7,56910 AV: 31:590,32200

SOURCE: spoNsOR sent questionnaires to the 108 U. 8.
stations which went on the air before the lifting of the
FCC’s tv freeze, 14 April 1952. When chart above was

+Starting dates varied from earliest 1941 commercial licenses to those which wont on the air in late 1949,
««Xot all respondenmts gave these data. About 33 complied, affording a representative sampling of the group.

compiled, more than 75 replies had been received, giving
good cross-section of tv’s pioncer outlets.
maximums help give perspective. For full data see p. 50.

Minimums,

(Continued from page 46)
has declined by percentage is heavily balanced by the
increase in the number of hours stations are on tlhe air.

e Hours, employees: Limited schedules were the rule
when stations got under way in the pre-freeze days; the
average station was on for less than six hours per day.
By January 1952 the figure was up to nearly 14; by the
first month of this year the figure stood at better than
16 hours.

The number of employees, too, jumped from the early
days. Although a few of the last stalions to go on the air
(see directory listings, starting on next page) went on witl
staffs not much smaller than they are today, stations like
WABD, N. Y.; WSAZ.TV, Huntington; KFMB, San Die-

19 APRIL 1954

go: WBBM-TV (formerly WBKB). Chicago; WBEN-TV,
Buffalo; KSD-TV, St. Louis and many others went on
with staffs as small as five men—and not much more than
25 at most.

Today the average number of employees at one of the
108 pre-freeze tv outlets is nearly 100. In several cases
the number is well over 200.

o Highlights: What do stations themselves consider tc
be the real highlights of their pre-freeze careers?

For the most part stations felt that their big moments
came when they: (a) went on the air for the first ti

cable or relay service for their first network programs,
(c) increased visual, aural power to limit. * K K
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The 108 pre-freeze stations: a ‘““then and now"” record of their growth

The facts about most of the 108 pre-freeze v stations
starting below were compiled by spoasor from detailed
questionnaires.  'The stations are listed alphabetically by
states and cities.)  You will note that in the case of many
stations data includes a “then and how” record of the
station’s set coverage. rates. programing and other facets.
Other stations furnished a lesser amount of data because
changes in management or moving to new buildings had
made it diflicult to locate the necessary records of the past.

Iz some cases stations in the saine market report differ-
ent sets covered figures for January 1954, This is based
on the station’s own statement of its coverage. Where sta-
tions list differing numbers of sets for the time they
started, bear in mind that this depends upon the year the
station went on the air. The first station on in a market
may have had few sets, at later one, thousauds.

*

ALABAMA S
BIRMINGIIAM

wART On air: 1 July 1919 CHANNEL 13
Pioneer executives: Ed Norton, chma. of bd.; Thad Holi.
pres. (no longer with stn.y. Present executives: Henry .
Johnston. pres. and mng. dir.; C. I’. Persons Jr., comml.
mgr. (now v.p. and stn. mgr.). Present Class A hr. rate:
&000.  Present visual power: 316 kw. [Present aural
power: 1538 kw. Tower height: 310 ft. Equipment: RCA.
Du Monmt. News: UP, AP. Original call letters: WAF\.
TV. Present sales rep: CBS TV Spot Sales.

WEBRC-TV On air: 1 July 1919 CHANNEL 5
Ploneer executives: Eloise tl. Hanna, pres. (no longer
with stn.). Present executives: George B. Storer, pres.;
J. Robert Kerns, v.p.. nmg. dir. Present Class A
hr. rate: 8550. Present visual power: 35 kw. Present
aural power: 17.5 kw. Tower height: 910 ft. Equipment:
RCA, Du Mont. News: INS, AP. Present sales rep: The

Katz Agency.

ARIZONA iiwi
PHOENIX

KIPHO-TV On air: |1 December 19489 CHANNEL 5
WHEN STARTED: 1 JAN.'52: | JAN. '54:

Ne vin mkt... L 5,000.......... 36,000...... ....814,200
Evening Class A hr. rate......cooeeenes S150........... $250...000000.. . 5150
% business from 1ocal adv....... e n08G e, 43 e 31,

% bhusiness from nat’l gpot...........
¢ business network adv.............
hours of net Programing...........!

S I~ N

¢ hours local live shows............
8. % hours Lilm programing
9. Number hours on air daily
10. Number of employ.

Pioneer executives: Rex Schepp, gen. mgr. (when st
launched) : John Mullins. gen. mgr. succeeding Schepp.
Present executives: Richard B. Rawls. <«tn. mgr.: Al Larson.
comml. mgr. Estimated outer limit of tv signal: 3.500
sq. miles. Present visual power: 17.5 kw. Present aural
power: 8,75 kw. Aduth. visual power: auth. aural power:
same. Tower height: 500 ft. Equipment: Du Mont. RCA.
GE. News: AP Film suppliers: MPPTv. Quality, Comet.
Assist advertisers in making film comm’ls: Yes., Present
sales rep: The Katz Agency,

One of the interesting facts to be found in the listing
is an esthinate by each reporting station of its selling effec-
tiveness in miles. This information is termed “estimated
outer fimit of tv signal,” meanimg practical eflectiveness
not technical signal strength.

Tower height listed below is above average terrain in
most cases unless otherwise specified.

Class A time rate i= used to show measure of rate card.
In some cazes stations have Class AA rate and this is used
inztead where stations reported it.

News services and film companies with which stations
have contracts are listed in the order given by stations.

Chanael number and call letters are current rather than
original: many have changed in years since going on air.

In a future issue of sroNsoR a chart summing up the
wlole 108-station pre-frecze picture will appear (17 May).

*

CALIFORNIA

KABC-TV On air: 16 September 1919 CHANNEL 7

Ploneer executives: Mark Woods, pres., ABC; Don Searle,
v.p. (no longer with firm). Present executives: Frank G.
King, mgr.; Ehon H. Rule, sls. mgr. Present Class A rate:
$1,200. Present set circulation in mkt.: 1,711,512, Esti-
mated outer limit of tv signal: 100 to 150 miles. Present
visual power: 110 kw. Present aural power: 39 kw. Auth.
visual power: 165 kw. Auth. aural power: 82.5 kw. Tower
height: 2970 ft. Equipment: RCA, GE. News: AP. INS.
Filin suppliers: majority of major distributors. Assist ad-
vertisers in making film comm'ls: No. Original call letters:
KECA-TV. Present sales rep: Edward Petry & Co.

KCOPr Ou air: 17 September 1949 CHANNEL I3
WHEN STARTED: | JAN. '52: 1 JAN. '54:

Set circulation in mkt. .. creneenne. 83,000 ..., 1.000,000.....1,710,000
Evening Class A hr. rate.............. $600...........§1,000..........8900

% hours net Programing...........c.....none
% hours locul live shows.......... O Y1 L
<% hours film programineg,..

SO e WD e~

Number hours on air daily......c....4....

Pioneer executives: Mrs. Dorothy Schiff. chmn. of bd.:
M. W, Hall. pres.-bus. mgr.; Don Fedderson. gen. mgr.;
no longer with station. Present executives: Jack Heintz,
v.p. and gen. mgr. Present visual power: 31.4 kw. Present
aural power: 15.75 kw. Tower height: 2,955 fi. Equip-
ment: RCA. News: UP. Original call letters: KLAC-TV.

Present sales rep: The Katz Agency.

KIlj-Tv On air: 11 Auvaust 1918 CIHHANNEL 9
WHEN STARTED: | JAN. '52: I JAN. '54:
1o Ret circubition in MK e 350,000 1,000,004 ... 1.700.000
2 Fvyening Class A hr. riute £1.000.......... £1.000
3. Gt hours of net programing. L MONC....e.... NONC......cocc.nONE
¢ hours local live shows.. 1000, ... 60, e 60CE

_Ul.h

% hours film programing..... .
Number hours on air daily....... ..
Number of employees....ooocuuuionina o0000000000aHCd o 68

-
o7}

(Data for this station continues paze 52)

¢ By presstime SPONSOR had reeecived filled ont
questionnaires from 90 of the 108 pre-freeze tv
pioneers. In view of the cousiderable effort neces-
sary to find the data requested it was apparent sta-

tions had gone ont of their way to cooperate.

e ——— e L R— L ————
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Remermber?

. . . this scene from the first television drama ever produced,
“The Queen’s Messenger”, in 1928 by the General Electric
Company’s experimental television station? WRGB’s smooth
and efficient programming today is a result of this first exper-
iment and 26 years of television experience. With this back-
ground, WRGB brings the finest service to advertisers and
audience through' 361,600 sets in WRGB’s 14,000 square
mile area.

A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK

Represented Nationally by NBC Spot Sales
New York « Cleveland * Chicago * Detroit

Hollywood * San Francisco

THE CAPITAL DISTRICT’S ONLY FULL-TIME TELEVISION STATION

19 APRIL 1954
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KIilJ-Tv (cont’d)

Pioncer exccutives: Willet 1. Brown, v.p.; Don Lee
Bdestg. Co. (now pres.); A. M. Quinn, secy.-treas.; C. ).
Mar<hall, a<st. secy.-treas.; Harry R, Lubcke, dir. v
engrg. Present executives: John Revnolds, mgr. Estimat-
ed outer Hmit of tv signal: 90 niiles. Present visual power:
304 kw. Present aural power: 17.2 kw. Auth. visual
power; auth. aural power: same. Tower height: 199 fi.
above ground, 3.100 fi. above av. terr. Equipment: RCA.
News: AP UL Film suppliers: Sterling Ty, ITuterstate Ty,
Tom Corridine & Assoc. Original call letters: KFITV
(changed to KIH-TV in Sept. 1931). Present sales rep:
I-R Tv.

KNIEH On air: 16 Jannary 1919 CHANNEL ]
WHEN STARTED: | JAN. 52: I JAN °54:
1. Set eyrculavion in mkt,, SPoomoaE: 260,000 ..., 1,181.000,....1,776,018
2. Fvening Cluss A hr. rate.....ue,.....8300........... §1,400..........82,000
3. Y% bnsiness from local adv...........unknown.... 139 ... ... 16
4 business from nat’l spot........... unknawn..... | i/, 517,
% business network adv.o....,..o.... nnkwawmn..... 100G ... 309
6. % honrs of net programing....c.eceee.30% e e 83 % wonrennn o 60
7. ¢z hours locul live shows........ e 2 — 11%

Pioneer cexecutives: Joseph H. McCounell. pres.. NBC:
Stduey N. Strotz. v.p. Western Div. (no longer with stn.).
Present executives: Jolm K. West, v.p. Western Div.;
Thomas McCray, gen. mgr. Estimated outer limit of tv sig-
nal: 150 wiles. Present visual power: A7 kw. Present aural
power: 23.5 kw. Auth. visual power: auth. aural power:
same. Tower height: 3,200 ft. Equipment: RCA. News:
UP. INS. Present sales rep: NBC Spot Sales,

KNXT On air; 6 May 1918 CHHANNEL 2
WHEN STARTED: | JAN. '52: 1 JAN,'54:

1. Set circulation in mkt..ooovivinrnnn.s 333,800, .... 1,011,300 ....1,598,000

2. Evcening Class A hr, rate...... e S900.......oees §1,500..00000e. §1,750

3. % business from local adv............. 18,2 ........ 28.9% eeeeeenn. 23.8%

4. ¢ business from nat'l gpot............ 7.2 0000 e33.9% uenene.. . 33.8%

5. €% business network adv............ | L7/ S 25.2% 32,4,

6. 9% hours of net programing............ 20% cccivaennns 19 i35

7. % hours local live shows......ccccce0e e 32 G0 o eunneennes 21 .. w219

8. ¢ hours film programing....... P 83T ceeaen 289 289

9. Number hours on air daily............ Gooevevenneiinnes 2 .18

10. Number of cmployees.....ccooeennns PN 3 JUUTN, | 107

Pioncer executives: Harry S. Ackerman, v.p.; Merle S.
Jones, gen. mgr.; Robert B. lloag. sls. mgr.; Harry W.
Zipper. bus. mgr. (still with stn.).  Present executives:
James T. Aubrey Jr.. gen. mgr.; Edmund C. Bunker, sls.
mgr. Estimated outer liniit of tv signal: 100 miles. Pres-
ent visual power: 10.5 kw. Present aural power: 23.4 kw.
Auth. visual power; auth. aural power: same. Tower
height: 3,140 ft. Equipment: Gli. RCA. News: CBS TV
News; AP, LD, INS. Film suppliers: CBS Syndicated.
MCA. Unity Tv, Herb Jacobs, Bing Crosby Enterp. Origi-
nal call letters: KTSL. Present sales rep: CBS TV Spot

Sales.

KTEA On anr: 22 Jannary 1917 CHANNEL 35
WHEN STARTED: 1 JAN. '52: 1 JAN. '54:

1. Set circulation an mkt, e e 1,100,000, ... 1.850.000

2. LFvening Class A hr. rate. e S900, .§1.250

3. % hours net programing.... none..... . none

4. €% honurs locnl live ghows....... 377, eerienn .10

5 hours tilm programing % G0

6. Number hours on air daily 1. D)

Pioncer executive: Klau~ Laud<berg. v.p. and gen. mgr.
Estimated outer limit of tv signal: 150 wmles. Present
visual poucer: 30 kw. Present aural power: 15 kw. .luth.
visual power: 50 hw. Auth. aural power: 25 kw. Tower
height: 2921 ft. Equipment: RCA. Du Mont. News: 1P,
Assist advertisers in making filnt comn’ls: Yes. Present
sales rep: Paul 11. Raymer Co.

KTTV On air: 1 January 1919 CTIANNEL 11
Pioneer executives: Norman Chandler, pres.; Frank G.
King, sales mgr. Present executives: Richard A. Moore,
v.p.-gen. mgr.; John Vrba, sls. mgr. Present Class A hr.
rate: $1,100. Present visual power: 30.9 kw. Present aural
power: 10.6 kw. Tower height: 2,345 ft. Fquipment:

RCA, Gli. News: AP. Present sales rep: Blair Tv.

SAN DIEGO

KEMB-TVY  On air: 15 May 1919 CHANNEL &
WHEN STARTED: | JAN.'52: | JAN. *54:

1. Set cireulation in mkc... .. L5300

2. Evening Class A hr, rate.. L e—

3. ¢ business from local adv.. . ........70%% ccvreueenn.

4. ¢ business from nat’'l spot............ 3 oot :

5. ¢ busmmess network adv

G. % hours of net program.ng.... I

7. % hours locul live shows......coveeeets 20 cveeniennns 3

8. ¢ honrs tihn programing............30% ........... 30% cueeeee..... 306

% Number honrs on air daily.....coceo.Buceenniniinnianns | IS T 17

10. Number of employees.......c..c.eeu crueee 23...... rotomod R moncoa0000cn a0t 106

Pioneer executives: Jack Gross, pres., gen. mgr.; Bill Fox,
prog. dir. Present executives: ]J. D). Wrather Jr., pres.;
George Whitney, gen. mgr. Estimated outer limit of tv sig-
nal: 75 miles. Present visual power: 27 kw. Present aural
power: 12.7 kw. Auth. visual power: 316 kw. Auth. aural
power: 158 kw. Tower height: 247 fi. (1.000 fi. above sea
level). Equipment: GE, Du Mont. News: AP, UP. Film sup-
pliers: M&A Alexander, Comet Tv Filins, Simmel-Meser-
vey, Artists Dist., Standard Tv, Major Tv Prod., MPTv.
Assist advertisers in making film comn’ls: Yes. Present
sales rep: Edward Petry & Co.

SANY FRAXNCISCO

KGO-TY On air: 5 May 1919 CHEANNEL 7
WHEN STARTED: | JAN. '52: | JAN. '54:

1. Set circulation in mkt....... +..16.000........315,000........ 780,000

2. Evening Class A hr, rate................8400........... S750..iiinnnnnn §1,100

3. % business from local adv............. TOF s eerennnnnn TODeuirennnanns 53050

4. ¢ business from nat’l spot............ 10 ceeveeeenn ) 16 X S 35%

5. % business network adv............... bA) Lo/ 10 % cieeecnnnnen 159,

6. b hours of net programing............20G% counenns ) S/ SR 15%

7. Y hours local live shows......... 3000 31%....... eeei il 26

R. ¢ hours film programing........ce....08G¢ uvrenrann 52 uuuene 38

9. Number hours on air daily............ [ TN veeee 12V i 13

10. Number of employees....ccccooiierinnneene 00-........c8 S U8 00000000000 125 (v}

(am-tv) Cam-)v)

Ploneer executives: Gail Grubb, mgr.; Viuce Francis, sales
mgr. now mgr. Estimated outer limit of tv signal: 80
miles. Present visual power: 120 kw. Present aural pow-
er: 50 kw. Auth. visual power: 316 kw. Auth. aural porw-
er: 158 kw. Tower height: 1,261 ft. Equipment: RCA,
GE. News: AP, INS. Film suppliers: ABC TV. NBC TV.
Screen Gems. Consolidated. MTP3. MPTv. Assist adver-
tisers in making film comm’ls: No. Present rep: Fdward

Petryv & Co.

KPIX  On air: 25 December 1918 CHANNEL 5
WHEN STARTED: 1| JAN. '52: | JAN. °54:

1. Net cireulaton in mkt... 3.500..........315.000........829 1400

2, LEvining Class A hr. rate........ £1,100

3. €& busincss from local adv..... 399,

4. €% Dbusiness from nat’]l spot . . 337

5. bunsiness network adv., . ... i 286

hours of net programmg .
honrs tocal live shows...

e
Ge ...63%
Ce

P ac

hours fim programing
9 Number hours on air daily
10, Number of cmployees....

Pioncer executives: Wesley 1. Dumm, pres.; Philip G.
Lashvovip. and gen. mgr.: F. M. Dumm, secv.-treas.: A. E.
Fowne. dir. of engre.: Lou Simon. sls. mgr.: Richard Bell,
asst. ta pre-. Estimated outer limit of tv signal: 85 miles.
Present visual power: 100 kw, Present aural power: 50 kw.

(Data for this statioa coatiaues page 54)




Got something
to say?

r TR et TR i

| ... 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 4-vear
head start in TV in this market—WHANM-TYV.

“HOMIE COOKING”

fOI' instance: with Tru(ly MeNall, 9 to 9:45 AM
daily, Monday thru Friday. The only
cooking show in Rochester TV, and
one of the best anywhere! Try it and
see. Participation, liveor film, $£60.00.
Average ARB rating: 10

4 ; ‘ HAM -T ~ ROCHESTER, N. Y.’s FIRST STATION
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KI'IEX (cont'd)

Auth. visnal power; anth. aural power: same. Tower
height: 1,354 ft. Equipment: GE. RCA. News: INS, UD,
Filin suppliers: MCA. Ty Exploitation, Atlas, Lippert. Of-
ficial, Sterling. Present sales rep: The Katz Ageney,

WKRON-TV On air: 15 November 1919 CHANNEL I
WHEN'STARTED: 1 JAN. "52: | JAN ‘54:

1 Net circulation in uht, 19,750 . 313,600, ... $29.400
2 Evemung Cass A hr rate. BZ62 50 | s600 ... 81,200
3 % bumnens from loeal udv 38.65% 18,11 L2099
4 T bLusiness from uat’l spat 2LY3T ., . 38060 . . .51.96¢
5. % business network adv..... 39,424 ... 18.20¢ 21,05
6. % honrs of net progriming... . 13.25¢ KRIH R 16,477
7. 6 lonrs lucul live showe.... .. ... 26,319 ... 22 .85 L1259
A, % hours lilm progruming.. TR A 11027 10,7177
9. Nmuober hours on air daily. . . .....3% ... 1584 o 15 %
10, Number of employres. . P I F N {3 T AL |

Pioneer executives: Charles Thieriot. v.p.; Harold I’ See,
mgr.: Norman Louwvaun, sales mgr.: A, H. Constant, prog.
mer.: Ro AL Isberg. chief engr. Estimated outer limit of
tr signal: 60 miles. Present visual power: 100 hw. Pres-
ent aural power: 50 kw. Auth. visual power: auth, aural
power: same. Tower height: 1480 ft. (sea level). Equip-
ment: RCA. News: AP, NBC Newsreel. Film suppliers:
NBC. CB> syndication. plus 28 others, Assist advertisers
in making film comm’ls: Yes. Present rep: Free & Peters.

CONNECTICUT
NEW MAVEN

WwWNHC-TV Oun air: 15 June 1918 CHANNEL &

Pioneer executives: I'atrick J. Goode, pres.; Aldo De Do-
minicis, gen. mgr.: Ed Obrist. stn. mgr. (2 yrs.) ;5 Vinnie
De Laurentis. v.p. chg. engrg.: Vincent Callanan. comnl.
mgr. Present Class A hr. rate: $800. Present visual pouw-
er: 316 kw. Present aural power: 158 kw. Tower height:
720 ft. Equipment: Du Mont, GE, News: INS. AP, Tele-
news. f’resent rep: The Katz Ageney.

DELAWARE
WILMINGTON
WDEL-TV Oun air: 13 May 1919 CHANNEL 12

1. Set circulation in mkt. . eveeenn TATOLLL . BY982..... . 184,762
2 Evening Cluss A hr. rate...............8200......,... $§100.............85375
3. Number hours on mir daily............ Seeiiinns I |- TP X -}

Pioneer executives: Clair R. McCollough, pres. and gen.
mgr.: J. Robert Gulick. asst. gen. mgr.; Barton K. Ferae.
stn. mgr.; Robert C. Darhy. prog. dir.; J. E. Mathiot. tech.
dir. Present visual power: 2.5 kw. Present aural power:
1.25 kw. Tower height: 700 ft. Equipment: RCA. News:
UDP, INS. Film suppliers: majority of major distributors.
Present sales rep: Meeker Tv.

DISTRICT OF coLumMmMeBl A

WASHINGTON

WMAL-FY @ air: 3 October 1917 CHANNEL 7
Pionecer executives: S. J. Kauffman. pre<.: K. II. Berke.
ley. gen. mgr.: Ben B. Baylor Jr.. comml. mgr. (resigned ) :
Burke Crotty. dir. of tv: Dan Hnnter. chief engr. Present
Class A hr. rate: S600. Present visual power: 22 kw.
Present aural poeer: 12 kw. Tower height: 315 |t
Equipment: RCA. VNews: AP, Present sales rep: The
Katz Ageney.

wNnw On air: 27 June 1917 CHANNEL 4
WHEN STARTED: I JAN. *52: 1 JAN. '54:

1 Net efreulstton an o wkt L. 6,200 .......321.37S........5391,000

(12 17)

2 kEveming Class A lIir rate. . BlOO... ... B0650.... 87235

1, % hours of et progroming.. —_— 605 65.8%

4 ¢ hours locsl live shiows —— e 12,267 L 10,49

5 ¢ hours lilm progrmm g —_ .27.3%. 23.89,

6  Numbaer hiourr on wir daily —— N b ATY

7 Number of eliployees L L} ISR’ 1) ey 132

‘Cla AN M rate ) WO

Pioneer executives: Carleton 1). Smith. v.p. & gen. mgr.
Lstimated outer limit of tv signal: 80 miles. Present visual
power: 100 kw, Present aural power: 50 kw. Auth. visual
power: auth, aural power: same. Tower height: 739 fi.
above sca level. Equipment: RCA. News: AP, UP, INS.
Film suppliers: Ziv. NBC Filin Div.. Guild Films, MPTv,
Hollvwood Tv. Atlantic Filins. Official  Films.,  Vitapix.
Assist advertisers in muaking film eomm’ls: No. Present
sales rep: NBC Spot Suales.

WTOP-TV Owair: 16 Junnary 1919 CHANNEL 9
WHEN STARTED: I JAN.‘52: | JAN. *54:

I, Net aarcalation in ke 219.760...... 324,375 .......395,600
2 Evening Cops A bt rute S 1500, £350....ee..... 81,2350
3 % husiness from local ady . ISTOUS: & 1) N 20 ciiinaeannnnn 267

I ¢ business from nat’l spot JUUTUOY: 1 117 RTINS I X4 SN 4077

5 ¢ bumness metwork adv, RO ) 11~ - TG eeereeennnnnn 34%

. ¢ hours of net prograin ng ... 68T BTG i, 143,

7. 4: hours loeal live rhows... 1% .. 286 .26

R. €% hours Nilm progrumangc.. . . 7 3 ..31¢,

% Number hours on sir daily.. oo 18
10, Number of employees.. ... . 18 05 ceeen. 125

Pioneer executives: Fugene Thomas. WOIC gen. mgr.;
Johm S. Have-, now pre-.: Lloyd W. Dennis, now v.p.
charge progs. Present visnal power: 539 kw. Present
aural power: 27.5 kw. Auth. visual power: 316 kw. Auth.
aural power: 158 kw. Tower height: 738 ft. Equipment:
RCA. News: UP, AP, INS. Filin suppliers: CBS Film
sales. Ziv. MCA. UPT, TPA, Hollywood Tv. Assist ad-
vertisers in malking film comm’ls: Yes. Original call let-
ters: WOIC. Present sales rep: CBS TV Spot Sales.

WTTG On air: 1 Jannary 1947 CHANNEL 5
Pioneer executives: Leslie G. Arries Sr.. gen. mgr.; Roger
Coelos. opers. mgr.: M. M. Burleson. chief engr.: Leslie
G. Arries Jr.. dir. remote opers. (now gen. mgr.1 Present
Class A hr. rate: $600. Present visual power: 17.5 kw.
Present aural power: 10.5 kw. Tower height: 387 ft.
Equipment: Du Mont. News: UDP. Movietone. Present
sales rep: Blair Tv.

FLORI DA
JACKSOXNVILLE

WMBR-TV On air: 16 October 19419 CHANNEL 4
WHEN STARTED: | JAN. 52: I JAN. '54;

1. ~e¢t eirculation /o mkt | el 52.000...... ..222,401
2. Evening Cluss A hr rate v 200 8100 .. ....8600
3. ¢¢ business from loeal adv ... 16.7%.......33.3C¢..........33.3 6%
4. ¢ buciness from nat’l spot. 1077 L3337 ... ....33,35)
5. ¢ bunwiness network adv.... . L6667, L3333 33.3%
6. C¢ hours of net program iy B0 ... BOT ..........75.5%
T €t hours loeal live shows, - N O 150

~ % hours film programinz . .15 o 10T e, 9.3 ¢
Q. Number hours on air daily.. ... e I - 18

1 Namber of cmployvees ... . Y32 e Ll 97

ioneer evecutives: Glenn Marshall Jr.. pres.: Charles M.
Stone Jr.. v.p. in chg. sales. Estimated outer limit of tv
signal: 150 miles. Present visual power: 100 kw. Present
aural power: 60 kw. _{uth. visual power: auth. aural pow-
er: same. Tower height: V10 ft. Equipment: GE. News:
UP. Assist advertisers in making film comm’ls: Yes. Pres-
ent sales rep: CBS TV Spot Sales.,

(I'lease turn to page 56 )
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PER HOUSEHOLD

Metropolitan Wichita ‘ : -
ranks sixth highest in . ;

Consumer Spendable In-
come per Household in
the entire country.

5G t4 N TOTAL

SERVING
RETAIL SALES
Retail sales in metropoli- . WICHITA

tan Wichita rank 59th in | l HUTCHINSﬂN

the entire country. ' AND

Source: SRDS 1954 Consumer Markels T H E G o L D

REPRESENTEC BY CQUNTIES
Edward Petry & Co., Inc. :
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President




MIAMI
WTVJ  Ou air: 201 March 1919  CHANNEL
WHEN SBTARTED: [JAN.‘52; | JAN. "54:

1 Set arculation in mkt e ienen 2,000, L TOLLOOG. | 226,000,
2 Esening Class A hr. rate.. . ... 8130..... 8330 .E£H00
4. ¢ busipess from local ady .......... 605G ... ... .50 .., RIS
$ ‘% buriness from nnt’l spot...... o BBy i el 5% ...... 43
5. €% buxiness network wdv, L 10 L 15350 ceiieane .. 18%
6 €7 hours of net Progruming ..., 10 ... 337%F ... $2%
‘% hours local live showa.. OOTe. O . 80
%. S hours Hlm programing............ 30 e LB G
9. Nuipber hours on air daily.. L6 .18
10 Number of ecmplovess............. 2 ) (PR I JOSURUOP =) & 2

Proneer executives: Mitchell Wolfson, pres.: lLee Ruwitch,
exec. v.p. & gen. wgr.: Jack Shav, tech. dir. Estimated
outer himit of tv signal: 80 miles. Present visual power:
100 kw. Present aural power: 87 kw. Auth. visual power :
awth. avral power: same. Tower height: 1,007 ft. Equip-
ment: RCA. GE, Du Mont. News: NBC. Film suppliers:
Guild. Ziv. ssist advertisers in making film comm’ls:
Yes. through WTV] film subsidiary. Reela Filns, Inc.
Present sales rep: Free & Peters.

GEORG!t A
ATLANTA

WAGA-TY n air: 8 March 1919 CHANNEL 5
Ploneer executives: George B. Storer Jr.. gen. mgr.; Bill
Terry. prog. dir. Present executives: George B. Storer,
pres.: Glemn Jacksou, wing. dir. Present Class A hr. rate:
3750, Present visual power: 100 kw. Present aural power:
50 kw. Tower height: 530 ft. Equipment: RCA. News:

UP. AP, Present sales rep: The Katz Agency.,

WELEW-A Ou air: 30 September 1951 CHANNEL 11}
WHEN STARTED: 1 JAN.'52: | JAN '54:
Kot eirculation in mkt.. ltls.ooo-......-..330.600

2 Evening Class A hr. rute.. $300............. 8500

3. % hours of net programing..,. .unknown..... 187
4 % hours local live shows..o.iocvueene. unknown..... unknown.......33¢;
5. % hours film prozraming........ reranee unknown....unknown....... $95%
6. Nwmber hours on air daily.....ee.. 1O L 10 e 1T %
7. Number of employees.....ocoiveee...unknown..... unknown.......80

Poneer executives: W, P. Robinson, pres. and gen mgr.:
Charles Gresham. comml. mgr.; John Sever. prog. dir. and
film buver; Harves Aderhold. chief engr.: W. B. Colvin,
pront. dir. Estunated outer limit of tv signai: 90 miles.
Present visual power: 23.5 kw. Present aural power: 12.8
kw. (power increase in Apnil). Auth. visval power: 316
kw. Auth. aural power: 158 kw. Tower hevght: 515 fi.
Equipment: RCA. News: UP. Film suppliers: Snader.
Guild. Ziv. Assist advertisers in making film comm’ls: No.
Onginal call letters: WLTV. Present sales rep: Crosley
Broadcasting Corp.

WSEB-TY Oun air: 29 Septewber 1918 CHANNEL 2
WHEN STARTED: | JAN.‘52: | JAN '54¢

]— Net cireulation §v ke, ;.o LS00 Fo5.KK) . ... 390,000
2. Fvening Claxs .\ hr rate. L8150 .. 8500 . . 800

3. % Lusiness from local ndy T L 2T 27090,
4 6 Lusiness from uat’l spot.. 18097 .38, .. .4l1.2°7%
5 ¢ Dbusiness network adv...... L% e 3T60 L 307
6. %% hours of net programing.... none 120 B2y

7 <% hours local live shows, Lee A3TE L L35 ... | KXo

< €7 hours hlm programing. ..........33% .. .33 2T

4 Number hours on air dmly. 7 T4t 13
10 Number of employees . R {10 18 ... 83

Pioneer executives: J. leonard Reinsch, mng. dir.; John
M. Outler, gen. mgr.: Marcus Bartlett, stn. mgr.; R. H.
Holbrook, asst. ch. engr.; Mark Toalson, prod. mgr. Esti-
mated outer limit of tv signal: 150 iles. Present visual
power: 100 kw. Present aural power: 350 kw. Auth. visual
power; auth. aural power: same. Tower hexght: 1,062 ft.
Equipment: RCA. News: ADP. Telenews. Assist adver-
tisers in making film comm’ls: Yes. Present sales rep:
Fdward Petry & Co.

IELINOIS il
CHICAGO

WEHBDBM-TY On air: 6 September 1916 CHANNEL 2%
WHEN STARTED: | JAN.'52: | JAN.'S4:

F. Ret circukafion in mkt. ... .unknown., 1,077.817.....1,871,800

2 Eveping Clars A Dr. rate. . .unknown. .. 81,500 ....82,000
r4 hours net prograuming... U NOWN.. . T reervnnnnee 0 TOTD
4 hours local live showr. etk nown . 1850 eeuenenn... 2095%

¢ liours film programing..... .. ....unknown.....7

.10

3
.unknown.....11. . .........18

5
6. Nuwber hours on air daily...
7

Number of employees...... ... o unknown....260. . .........20%

Pioneer executives: John Balaban. pres.: Win. C. Eddy,
dir.: Elmer C. Upton. gen. mgr. Present executives: H.
Leslie Atlass. v.p.-gen. mgr.: E. L. Shomo. as-t. gen. mgr.;
George Arkedis. sls. ngr.  Estimated owter hmt of tv
signal: 65 miles. Present visual power: 25.4 kw. Present
aural power: 12.7 kw. Auth. visual power; auth. aural
power: same. Tower height: 689 ft. Equipment: RCA.
News: AP, UP. Community  News Service (Chicago).
INP. CBS TV Newsfilin. Film suppliers: Con-olidated.
Natl. Telefilm. Combined Tv Features, Commonwealth,
MSA Alexander, Sterling, P31, /ssist advertisers in mak-
ing film comm’ls: No. Onginal call letters: WBKB. Pres-
ent sales rep: CBS TV Spot Sales.

WEBKHB On air: 17 September 1948 CHANNEL 7
WHEN STARTED: | JAN. '52: | JAN.'54:

1. Set circulation in mEt, .. unknown,....2,077.817.....1,372,120
2. Fvening Clas~ A hr rate. unknown....$1.300.......... £1.650

3. % business from loeal adv.. ounknown....68% ... 3458

4. € business from nat’l spot........ unknown.... 30% ccueennn,....37CC

5. ¢ business network adv..........unknown.... [ X o AR - L’}

6. %% hours of net programing...... e Nk NOW Nt TP vreircnnnnnnens 199,

7. ¢ hours local live shows............... unknown..... I8 e 38°¢%

& ¢ hours film programing. .......unknown. . T3S 43¢

9. Number hours on air daily.......... L161%

10. Number of emplovees............c...eeeen ...230

Pioneer evecutives: E. R. Borrofl. gen. mgr.: Roy Me-
Laughlin. comml. mgr. Present executives: Sterling C.
Quinlan. gen. megr.: James W. Beach. sls. mgr.; Clar
Heider. natl. spot sls. wgr. Estimated outer hmit of tv
signal: 100 miles. Present visual power: 114 kw. Present
aural power: 37 kw. Auth. visual power: 316 kw. Auth.
avral power: 158 kw. Tower height: 670 fi. Equipment:
RCA. GE. GPL. News: AP. INS. Community News Serv-
jce (Chicago). Film suppliers: NBC Syndicated. ABC
Svudicated, MC AL Film Vision. Official. Atlas. Assist ad-
vertisers in making film comm’ls: No. Original call letters:
WENR-TV. Present sales rep: Blair Ty,

WGR-TY Ou air: 5 April 1918 CHANNEL 9
WHEN STARTED: | JAN. ‘52: t JAN. '54:

1. K¢t circvlat on in ankt eee. 1 7.000........1,080,000...,.1 800,000
ve....§3

2. Faening Class A hr rate.. 3530, een. S1,000... ... ..£1.320

(Data for thir «tation continurs paze 8)




. ... more than to any other Detroit station/

After 6 P.M. during February, reports ARB, there
were 86 quarter-hours when more than 50% of Detroit’s
television sets were in use.

In 45* of these 86 big-audience periods, WWJ-TV had
the largest audience of Detroit's three television stations.

WW]J-TV’s record means that when Detroiters are

*3-station comparison of audience
leadership in 86 quarter-hours

CEYEETE EX T LT ER LT N Y

=

-

A

WWJ-TV Station B Station C Station B
(45 (31) (10) plus C
petiods) {41)

19 APRIL 1954

most receptive to television,
WW]J-TV dominates more of their
time than do both other Detroit
stations combined

Month after month, this dominance
continues.

In Detroit . . .
You Sell More

on channel

WWJTV

NBC Tefevision Network
DETROIT
Associote AM-FM Stotion WWJ

FIRST IN MICHIGAN e Owned and Operated by THE DETROIT NEWS
@ Notianal Representatives; THE GEORGE P. HOLLINGBERY COMPANY

57




)_L(-' NIV (cont'd)

¢ hours of net progrimning deee NONE . Wl 2187 L L 127%
4 % hours loenl Iive shows,. e B L LB L 19%
S, % lhanrs film prograning. . v G IBLT L e L9 L

G, Number hours on nir daily...  .......5.6. JOTE 11 7S K

Pioneer executives: Irank P, Schreiber, mgr.; Carl J.
Mevers, chiief engr.; Ted Weber, sales mgr.; Jay E. Fara-
chan, prog. dir.; Spencer M. Allen. newsreel dir; James
Haunlon. pub. dir. Estimated outer limit of tv signal: 60
miles. Present visuol power: 120 kw. Present aural pow-
er: 00 kw. Auth. visual power: 316 kw. Auth. avral pow-
er: 158 kw. Tower height: 610 ft. Equipment: GI, RCA.
NVews: U AP INS,D Present sales rep: WGNSTV Sales,
George P Hollingbery Co.

NWNRBQ On air: 7 Jannnry 1919 CHANMNEL 5

Pioneer executives: Niles Trammell. pres. \NBC; 1. L.
Showerman, vop. and gen mgr. Present executives: Jules
Herbuveaux. asst. gen. mgr. (at sPoONSOR presstime no
replacement had heen named to fill post of Tlarry C. Kopf
who died in March 19541 : Charles V. Dresser, sls, dir.
Present Class A hr. rate: $2.200. Present visual power: 75
hw. Present aural power: 37.5 kw. Tower height: 720 fi.
Equipment: RCA. News: A, UP, INS. Present sales
rep: NBC Spot Sales.

ROCK ISLAND

WHDBE-TV On air: I July 1950 CHANNEL |1

WHEN STARTED: 1 JAN. '52: 1 JAN. '54:

1. Set civeulation in mkt,. P TSR 88.000......... 250,301
2. Evening Class A by, retec o 0l 82000 $300............. 8500

3. ¢ husiness from local ndv........... BOh e, 19% ......... e 1265

4. 0 hmsiness fram nat’l spot...... Fanees 1200 33 e 3360

5. ¢ business network advao............ XN € Xy - OoR 15 €%
G. % hours of net programing.....eeeee20% ceireie. .81 % . 726

7. % hours local live shows...... cee 87 i 10 % i, 130%

s, % honrs il programing......o...... 00 D vvenrannnnn e 1305
9. Nnmber hooars on air daily. el 3., L P2eerrerrrrt 14

10, Number of employees. . oo, 00 . iiiee 0T ivviveenes 8O
Pioncer executives: B. . D'otter. pres.; Leshie C. John.
son. v.p. and gen. mgr.; Maurice Corken, sales dir.; For-
est W. Cooke, prog. dir.; Robert J. Sinnett, chief engr.;
Fern Hawks. prom. dir. Estimated outer limit of tv signal:
060 miles. Present visual power: 100 kw. [Present aural
power: 30 kw. Auth. visual power: auth. aural power:
sawe. Tower height: 485 fi. Equipment: RCA. Du Mom,
GE. News: UP. UP Fax. Filin suppliers: Oflicial Films,
Vitapix. MPTv. Assist advertisers in making film comm’ls:
No. Present sales rep: Averyv-Knodel.

I NDI ANA
BLCOMINGTON

WTITV  On air: I'H Novrember 1919 CHANNEL 4
WHEN STARTED: 1 JAN.'52: 1 JAN.'S4:
1. Net cirealation in ke, e 200 131,000,.....8303,010

...&000

.35

2. Evening Cluss .\ hr, vate..
. % buxiness from local ady

Lo % business from nat’l spoto.. L300 e 30
5. 4 business uetwork advo 1000 L2850,
6. Y% hours of et prow nnmg.... ... 15¢ .. 30°%
. % honrs local live shows, b o000 o 35 27T

. % honrs filim programin
4. Nuvnther haurs on air dai
Yo, Nuntler of cmployees

Pioncer executives: Sarkes Tarzian, pres.; Robert Lemon.
gen. mgr.: Norman Cissna, asst. mgr. § sales dir.: Robert
Petranofl, prog. mgr.: Carl Ouken. chief engr.; Susan Bart-
lett. traflic & continnity dir.  Esttmated outer linit of tr
signal: 100 miles. Present visual power: 100 kw. Present
aural power: 30 kw. Auth. visvel power: auth. aural pow-
er: same.  Tower height: 1,000 ft. Equipment: RCA.

News: AP. UP. UP Facsimile. Filin suppliers: MPTv,
NBC. Holly wood Tv. MCA-Ty, Official Films, A, § M. Alex-
ander. others. Assist adverusers in making film comm’ls;
No. Present sales rep: Mecker Tv,

INDIANAPOLILS

WEDRY-TV On air: 30 May 19519 CHANNEL @&
WHEN STARTED: | JAN. '52: 1 JAN,'54¢
I. Net direnlation an mkt rrreeen. 2,500.......280,000 ... 410,000
2. Eveuinr Class A hr rate e 82800 S580............ $800
: 4 basiness from local ady .. B iiee A e 1477
5 basiness from uat’l spot . 28 ceun.. e WV 38
5. ¢ busine s network advy ) L/ 109 ............18}
o %h hanrs of net prog.aming Y 7 R 3L s 1) %
7. 68 hours local hive shows, e 2609 siveee AT G e 2550
. ‘% honrs Hm programing 23 cinaiienns 3 Go e I Y2
9 Nuwber bours on mir daily.....ooel 2o 12V 19
1 Number of cmplovees, b2 DR 1 PrpTen A

Pioneer executives: Harry M. Bitner Sr., chmn. of bd.;
Harry M. Bitner Jr., pres. & gen. mgr.: William F. Kiley.
v.p. sales; Frank O. Sharp, v.p.; lHarold S. Holland. chief
engr. Estimated outer limit of tv signal: 65 miles. Present
visual power: 28.2 kw. [’resent aural power: 18.1 kw.
Auth. visual power: 100 kw. Auth. aural power: 50 kw.
Tower height: 468 ft. Equipment: RCA. News: AP, INS.
Filin suppliers: majority of major distributors.  Assist
advertisers in making film comm’ls: Yes. Present sales
rep: The Katz Agency.

1 O W A
WOIL-TV On air: 21 February 19560 CHANNEL 5
WHEN STARTED; 1 JAN. '52: 1 JAN. 54
1. Set circulation in mkry, 600........... 65,000, .. . 210,008
2 Evening Class A hr rate.. . L8200, .......8100. .. ....8350
3. 9% business from local adv....  .aone—acecepts only national budiness
1. f% bnsiness from nat’l spot....... RN .Y 12
5, ‘e Dbusiness network adv..... - & L4
G, “F hours of net prograning...........60% .. T3 0 et e 7O

7. % honrs loeal live shows.....

= % liours tihn programing
9. Number hours on air daily

70, Nuuther of cmployees. . ...80

Proneer executives: Richard B. Hull, gen. mgr. Estimated

outer linut of tv signal: 90 miles. Present visual power:
100 kw. Present aural power: 50.1 kw. Auth. visual pou-
er; auth. avral power: same. Tower height: 580 fi. Fquip-
ment: GE. RCA. News: INS. AP, UP. Fim suppliers:
Viv, MPTv. Comet. Unity, Assist advertisers in making
film comm’ls: No. Present sales rep: Weed Tv.

DAVENPORY
wWocec-Ty On aiv: 31 October 1919 CHANNEL 6
WHEN STARTED: 1 JAN. 52! 1JAN. *54:

I, Net ecirculation in mht.... ... . B3 030 250,000
2. Fvening Class A lir. rate...ee ... $200 . 8300 8500

oo %% business from loeal adv............. L2180 e e 270%

{. 7% bnsiness from nat’l spot............ —— e e 130 i 1307
.00t Imsiness wetwork advom—— 33 309

5. 90 hours of net Pprograming.... cccee. 2077 cecee e TO% civeninee .. .03 0%

T. %t hours local live shoWSaenns e, 107 e 147 eiieaiennn 1877

S, % hours film programing............. k3 1L S 1007 e 197

9 Nuwber honrs on air daily............ S0 PORRRRRRERENS 1130 Sp— 142,
1o Number of cmployees e o200 s 00033 eeecne 200 TO

Pioneer excennves: B ). Palmer. pres.: Ralph Evans. exec.
voper Do DU Palmer. vop. and treas.: P. AL Lovet. vip.;
W.o D, Wagner. seev. and contr.: E. C. Sanders. resident
mer.: PoGoArvidson. chiefl engr. Estimated outer limit of
te signal: 60 miles, Present visual power: 100 kw. Present
aural power: 00.3 kw. Awth. visual power: auth. aural
power: same. Tower height: 625 i, Equipment: RCA.
News: UP. Film suppliers: Tele Pictures, Hollywood Tv
Service, MIYIN. Assist advertisers in making filn comumn’ls:
Yes. Present sales rep: Free & Peters.

(Please turn to page 6i))




WKY-TV is nation’s first independent station to have regular schedule of ...

Local Live' COLOR Programs!

... using FIRST color cameras delivered to any independent TV station in America!

 WKY o & o FIRST radio station in Oklahoma

‘ WKY-TV @ FIRST television station in Oklahoma
WKY-TV e FIRST station with color TV in Oklahoma

WKY-TV e FIRST in popularity in Oklahoma *

¥ Pulse 29-County
Audience Survey and
Hooper Oklahoma City
Audience Survey of
January, 1954, See
your Katz
representative,

Being first is an old habit at WKY-TV, but Engineers Bob Hay-
ward (left) and Aaron Britton (center), along with station manager
P. A. Sugg (right), are all eyes as they eagerly inspect one of
WXKY-TV’s new color cameras received March 20th. Farsighted planning
makes it possible for WKY-TV to be the first independent station in
the nation to have a regular schedule of local COLOR programming.
This same foresight has been characteristic of every phase of WKY-TV'’s
operation. That’s why WKY-TV is the station of so many FIRSTS!

K .'|' CHANNEL 4

OKLAHOMA CITY
Owned and Operated by THE OKLAHOMA PUBLISHING CO. * The Daily Oklahoma * Oklahama City Times
The Farmer-Stackman * Represented by THE KATZ AGENCY
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KENTUCKY
LOUISVILLE

WAVE-TVY On qair: 21 Navemher 1918 CHANNEL 3
WHEN STARTED: | JAN *52: | JAN °54:

1. Net eirculation i mkt eee 2,000, L 133,700...,....310,000
2 Fvyening Cluss A hr. rate .... 8200.... EBAS0.a T30

A, 2% business from local adv . L U225 0 1035 . ....41.97C,
1 % business from nat’l spoc... ... 12.78%...... 20,1077 ... 3118
D, % hbusiness network adv.. ... 199 29.55% 21.85%
6 hours of nel progrunung . ... 1897 3 s 63.3%
7. %t hours lacnl live shows JS 1 1) o N 1.6 ... L2167,
X, ‘% hours film programing 19 ... LIS L1217
% Number honrs on air daily BRA | | I SR 17

10. Numher of employees. 2. g4 70

Pioneer executives: George W. Norton Jr.. pres.: Nathau
Lord, v.p.; Charles Leonard, treas.; George DPattersoun,
prog. dir.; Ralple Juck<on, <ales wogr.; Wilbur lludson,
chief eugr. Estimated owter limit of tv signal: 100 wiles,
Present visual power: 100 kw. Present aural power: 50
kw. Auth. visual power; auth. aural power: same. Tower
height: 914 ft. above av. terrain. Equipment: RCA.
News: AP, Fim suppliers: wajority of major distribntors,
Assist advertisers in making film comm’ls: Yes. Present
sales rep: NBC Spot Sales.

WIHAS-TV On «ir: 27 March 1950 CHANNEL 11
WHEN STARTED: | JAN.'52: | JAN. ‘S4:

1. Set c¢irculation in mkt.  ..........23,901 . 1214,330........230,000.
2 Evening Class A hr. rate.... ...8230.... .....8300... ... f700

3 % business from local adv...........0027 . T8 a2y,

t %% bhusiness from nat'l spot... L2550 2000 .. B B I 2
5. % bnsiness network advy ... 103G ... 2107 .. L 26,67
G. ¢ lours of net programing. ... ... 19 . O09........ B0,

7. % hours local hve shows... ......... 38370 ... ... 18% .. ...196%

R, ¢ hours tilm programing... .23 %

0. Numbher hours on air daily............5..... 6> e eerens maes 15

10. Number of employees........... .78

Pioneer executives: Victor A. Sholis. v.p. and dir.; Neil
D. Cline, ~tation ngr.; Orrin W. Towuer, dir. of cugrg.:
Joe C. Fox, asst. dir. of engrg.; Ralph llansen, prog. dir.:
Richard Oberlin, news dir. Estimated ouwter himit of tv
signal: 70 adles. Present viswal power: 316 kw. Present
aural power: 158 kw. Auth. visual power; auth. aural
power: same. Tower height: 600 ft. Equipment: Geaneral
Electric. News: AP. Fidm suppliers: MPTv. Hyvgo Tv.
Governor Tv, Atlantic Tv, Uuity Tv. Hollywood Tv Serv..
Bagnall. Official Tv. /ssist advertisers in making filin
comnm’ls: No. Present sales rep: Harringtou Righter &
Parsons, Inc.

LOUISITANA .

NEW ORLEANS

WIDSU-TY On air: 18 BDecember 2918 CHANNEL G
WHEN STARTED: | JAN.'52: | JAN.'54:

1,300 ,,.137.084 ...

1. Se cirenlation in aukt, 235,077
2 Fvening Class A lLr, rate. L 310000 L8 Kaa,.,... .. . S000
3. % bnsiness from local advy L3338 L LS00 3027,
4. % business from unt’l spot. L30T 3063070 L 12557
5. €4 business network ady. 1395 .. 207 ... 180.18€
G. ¢ hours of ned programing..... 60,23 L0337 ..39.31
7. ¢ honrs local live shows - T33°.......2033 ... ... 1406

8. €% hours film programing...... 15.63% . 13.95 ... 2233
9 Nuwnber hours on air daily. 0 T I I 19

10. Numher of employees e K3 SRS ) 17 T 130

*As of 1 Jan 1900

Pioneer executives: Fdgar B. Stern Jr.. pres.: Robert D.
Swezey, exee. vip. & gen. wgr.: A Louis Read. vip &
comm’l ingr. Estimated owter linut of tv signal: 80 uiiles.
Present viswal power: 100 kw. Present aural power: 50
kw. Auth. visval power: auth. avral power: sawme. Tower
height: 425 ft. Equipment: RCA. News: NBC daily re-
port. AP, UL, Assist advertisers in making film comm’ls:
Yes. Present sales rep: Blair Ty,

M ARYLAND ™

BALTIMORL

WAAM  fa air: 2 November 19418 CHANNEL 13
WHEN STARTED: | JAN, '52: 1 JAN. '54:

1. Set circulstion in mk e 30,000, 338.052.......82097¢

2. Fvening Cluss A hr rute 4 Boodo 8300, e .. 8630 eneeeen.. 8850

3. %% Llusiness from loca) adv.. .. T3V $1.5% ceininnns RUR: Ty

1. % Dbusiness from nat'l spot.. .......12%........... 260,37 ceenniaeen 31.1%

5 % bLusiners network adv... .. 135 e 321 Povvniennnnn 29.1%

4. % hours of nuet progrinming. .. ... T8N e 399 ceveeecnnsenn 30.9%

7. % hours local live shows... . .. ... 23€C cieeaeneen 25.5% ceeeene...23.3%

4. % lhours tihn programing....... ... 12.1% ..o 35.5% ceeee... 43,69

9  Nuniber liours on air daily...... 8% b 15

10. Number of cnployees........ 93] IR F0L el B2

Pioneer executives: Ben Colien, pres.; Herman Cohen,
v.p. and trea~.; Normnan Kal, exec. v.p. Estimated outer
limit of tv signal: 44 wiles Class A: 58 miles Class B in
all directions. Present viswal power: 50 kw. Present aural
power: 25 kw. Auth. visual power: 316 kw. Auth. aural
power: 158 kw. Tower height: 530 ft. Equipment: RCA.
Vews: AP. Film suppliers: MPTv, ABC. NBC. Unity, In-
terstate. M8A Alexander, Astra, Official, Atlas, Bagnall.
Assist advertisers in maliing film comnt’ls: No. Present
sales rep: llarringtou, Righter & Parcons, Inc.

WEAL-TV On air: 11 March 13518 CHANNEL 1¥
Pioneer executives: Ilarold P, See, gen. mgr.; Harold W.
Batchelder. sales mgr. Present executives: Charles B. Mec-
Cabe. v.p.-exec. dir.: D. L. Provost, v.p.-gen.mgr.; Leslie
IL Peard Jr.. v.p.. mgr. Present Class A hr. rate: $1,000.

Present visual power: 290 kw. Present aural power: 120

kw. Tower height: 550 ft. Equipment: RCA. News: INS.
Telenews. Present number of employees: 78 {ull time, 54
part time. ‘¢ hrs. film programing: 207¢, Present sales
rep: Edward Petry § Co.

WMAR-TV On air: 30 October 1947 CHANNEL 2
WHEN STARTED: | JAN.'52: | JAN. '54:

1. Net circulation in mkt.. ...338,052........ 529,974
2  Evening Class A hr rate... £800.............8960
3. % Dbusiness from locul adv . ... L Ly 305,
4 % business from nacCl spot......e..... 28 ceeerrnennne 37%
5. % Dbusiness network adv...... - L TP, 33%
6, %% hours of net programing......cc...none. . .i0eee. 305 ceeeennn.ooen 62 %

% hours local live shows...........
e hours film progruming
9. Number hours on air daily
10, Number of cniployees....

. .3 ....18%
26T i 205
.15

CEXPPPPPY T IR

Pioneer executives: Paul Patterson, pres. (deceased): W,
F. Selouick. now pres.; \eil Swan-on, v.p. 1947-8; E. K.
Jett. v.p. 1948 1o date: Ernest A. Lang. comml. mgr. Es-
timated outer limit of tv signal: 100 wiles. Present visual
power: 100 kw. Present aural power: 50 kw. Auth. visual
power: auth. aurdl power: same. Tower height: 591 ft.
Equipment: RCA. Telechron. News: AP. Film suppliers:
majority of wajor distributors.  Assist in making film
comni'ls: Yes. Present sales rep: The Katz Agency.

MASSACHUSETTS. -
RBOSTON

WRBZ-TV On air: 9 June 1918 CHANNEL #

WHEN STARTED | JAN. '52; | JAN. '542

1. Se€ areulanon in mke, 817,723........1,1 43,486
2. Evening Class A hr. rate... §1.250..,....... 81,800

3 2 busmess from locual adv...... Y000 . 20 e .21

1 business from nac’l spot...........

3 ¢ business network adv..

i lhiours of net programing

e honrx local live shows
R, % lonrs film progruming.

Number hours on air daily
10 Numher

f emplovees, |

(Data for this station coatinues page 62)
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WAL MARES & PIOGER DIFEEReatT:

Pioneering is something of thc spirit. That quality of a man
who looks beyond thc confines of today . . .
to dcvclop a better tomorrow.

The pioneer spirit is found in
organizations, too.

# WOW-TV was one of the first eight stations
in the nation (first in Ncbraska) to apply for
an FCC license.

® WOW-TV was the first station in Nebraska
to begin regular telecasting.

® WOW-TV was the sixth station’in the nation
(first in the Midwest) to operate on maxi-
mum power.
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® WOW-TV was the first television station in
the Midwest to have a color telccast. (Decem-
ber 20, 1953)
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What does it all mean?
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First, the WOW-TV pioneering spirit
has created a new and growing Midwest
television audience.

Second, more viewers follow this leader-

ship. WOW-TV reaches 1,125,000 people in 51
Midwest counties who have over
" $2,000,000,000 to spend.*

Most important . . . it means your adver-
tising dollars do more roday on WOW-TV and
will do more romorrow, too.

* 1953 Sales Management Survey of Buying Pawer

DUMONT ® NBC-TV AFFILIATE ® 100,000 WATTS * BLAIR TV REP.
A Meredith Station © Affiliated with “Better Homes & Gardens' and ‘‘Successtul Farming” magazines,
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’N WRZ-TV (cont’d)

) ‘I’fonn('r executives: W. C, Swartley, gen. mgr.; W. L
"/ Hauser, asst, mgr. and chiel engr.; Co S0 Young. asst. to
mgr.; C. Herbert Mas<e, sales mgr.; W, Gordon Swan,
prog. mgr.; Sidney Vo Stadig, tech, superv.; fran Berlow,
prog. supery. Estimated outer limit of tv signal: 60 miles,
Present visual power: 100 kw. Present aural power: 50
kw. Auth. visual power; auth. aural power: same. Tower
herght. 658 ft. Equipment: RCA. GE. News: UP. INS.
Film suppliers: MI"Tv. Hollvwaod Ty Service, Telepic-
tures. Atlas. Du Mont, Vitapix, Guild Fihns, UTP. {ssise
advertisers in making film comm’ls: No. Present sales rep:
F'ree & Peters,

WNAC-TY Ou air: 21 June 1918 CHANNEL 7
Pioneer executives: Jolm Shepard T chum, of hd.: Wil-
liam O'Neil. presc: Linus Travers, v.p. and gen. mgr,
Present Cluss A ruie: S1.500. Present visual power: 316
kw. Present aural power: 158 kw. Tower height: 180 i
Fquipment: REA, GYL News: LI Present sales rep: 11-R
Televizion.

M I CHIGAN

DETROIT

WIRBK-TY Ou air: 21 October 1918 CHANNEL 2
WHEN STARTED: | JAN.'52: | JAN. '54:

1. Set cirenlation in mki...
2. Evemng Class A hr. rate.,
3. % bausiness from loeal ady.
4. % busiuness front nat'l spot.

L 130000,

- S1200

850,000,
Stoo, .
I8 K 172NN
.18 ..

.. LLHI3.800
81500
33 %

379

5. % business network adv,.. 3104 ..... A9, L3O
6. % hours of net programiug... A% .. OB

7. % hours local live shows.. 1t L.

B. % hours film programing....... A0
9. Number hours ou air dailyv.... ... 1

10. Number of employees..,...... s 2R

Pioneer executives: George B, Storer. pres.; Ralph Ehin.
gen. mgr.: George Millar. sales mgr. Present executives:
Gail Grubb. gen. mgr.: larry Lipson. asst. gen. mgr,
Estimated outer himit of tv signal: 100 wmiles.  Present
visual power: 100 kw. Present aural power: 50 kw.
Auth. visual power; auth. aural power: same. Tower
herght: 1,057 ft. Equipment: GE. RCA. News: INS. Film
suppliers: Telenews, Ziv. MCA. Sterling. Weiss, Guild.
Sereen Craft. MPTv. Modern Talking Pictures Serviee.
Assist advertisers in making film comm’ls: Yes. Present
sales rep: The Katz Agency.

WWJ-TV On air: 1 Marelh 1947 CHANNEL 1

WHEN STARTED: | JAN. '52: I JAN '54:

1. Set eircalution in ke, ... Loea LLO03.T220 1111890
2. Evening Class A hr rate. L8230 S1a00, $1.000

3. %¢ businexs from loenl ady BRECE .. L3087 . 0 30.0°,

A, 5% business from nut’l spot L I A U T LA 7 90 | 14

5. % bhusiness petwork adv. .. —_—— LB 3R,

6. % hours of net progrum ng .. —_ 5167 ...53.87,

7. % hours local live shows... .. L0 2B L 2057,

R. % hourr film programing.... ... 1909, .. 20067 LT,

%. Number hours on air dJdaily Sy 150, . 4

10, Number of employees o B2 | LI T 101

Pioneer executives: W, E. Seripps. pres. tdeceasedi s WL
J. Seripps. dir, radio-tv: Harrv Bamister. gen. mgr. Pres-
ent executives: Fdwin K. Wheeler. gen. mgr.: Don De-
Groot. asst. gen mgr. Estimated outer limit of v signal:
60 miles. Present visual power: 205 kw. Present aural
power: 1025 kw. Aduth. visual power: 100 kw. Auth.
aural power: 30 kw. Tower height: 697 (1,003 C.Po i,

Equipment: RCA, Du Mont. Gl. Vews: LP, AP. Filmn
suppliers: various. Assist advertisers in making film
comm’ls: No. Present sales rep: George I'. Hollingbery Co.

WXYZ.FY On air: 9 October 1918 CHANNEL 7
WHEN STARTED: 1 JAN.’52: 1 JAN.'54:

1, Set cirealation in kit 10.000........750,000........1,1 10,000

#  Fewening Clans A hro rate., e S 120 e ®1.250....

S &1.500:
O husiness from loeal adv unknown..... unknown. AT
A % bhusiness fromr mt’l spot unknown.....unknown. AT Y%
S %% business network advyo unknown..... unknown. 6%
6. % lonrs of net progruming... .30 10 ... o ¥ X2

d G

. ¢ hours local live shows.......
% % hours film programing.....

4 Number hours on air daily......
10 Number of imployees...

25
0 60
e R
149

1O e VO
L5077,
AT
I B L SRS

Pioneer executives: Mark Woods, pres. ABC: James Rid-
dell. gen. wgr.: Harold Christian, eomml. mgr. Present
cxeeutives: James G. Riddell. pres.-geu. mgr.: John Pival,
myr. of . Estimated outer limit of (v signal: 50 miles,
Present visual power: 112 kw. Present aural power: 56 kw.
Auth. visual power: 311 kw. Auth. aural power: 158 kw.
Tower height: 190 {t. Equipment: RCA. News: AP, INS,
L. Film suppliers: Ziv, United, Consolidated, MPTy,
Unitv, TPA. Assist advertisers in making film conumn’ls:
Yes. Present sales rep: Blair Ty,

GRAND RAPIDS

WOOD-TYV  Ou air: 15 August 1919 CHANNEL 8
WHEN STARTED: 1JAN. 52: ( JAN.'542

b, Set circulation m mkt. Vs — e 135000 L3066 T LT

J Eavening Class A hr. rate. BR300 LW 8500, 8600
64 Dbustress from loeal sdv.o... L1307 A5 ... .. 187

1. % business from uat'l spot ... 155 o B3 IO 5

53 % basiness Betwork wdy. e BOGT 10 .. v L34

G, % hoars of net prograniing... ... G365 RONTY Ly

e HB T

S B 37
o016

ceverearanse 1O

T. Y% hours local Bve Chows,

¢ hours film progenming .
% Number hours on air «daily ...
10, Number of emplovees,

Ploncer executives 11951) ¢ Willard Schroeder, gen. mgr.:

Ao M. Swift, gen. sales mgr.: Frank Sisson. prog. dir.;
Clark Grant. a-st. prog. dir.; David W. Hovle. continuity
prog : A Y

dir. Estimated outer limit of tv signal: 100 miles. Present

visual power: 100 kw. Present aural power: 50 kw. Auth.
visual power: 316 kw. Auth. aural power: 158 kw. Tower
height: 1.000 ft. Equipment: RCA. News: INS Facsimile.

AP Film o suppliers: MUPTv. Assist advertisers in mnaking

film comni’ls: Yes. Original cadll leiters: WLAV.TV. Pres-

ent sales rep: The Katz Agency.

KALAMANZO0O0

WKZO-TV On air: I June 1950 CHANNEL 3

WHEN STARTED: | JAN. "52: 1 JAN.'54:

...23.000...

100,000, ... 400,000

1 Set circalation in mkt. .

2 Evening Class A hr rate... . ! $700

¢ business from loeal adv . W10, 20%

¢ business from nat’l spot... . ... LA, 157%
5 ¢z Dusiness network adv..... ... 5 1577 ... 35¢
G, % hours of net programing ol (Y1 R
T ¢ hours loeal live shows % . 5
= ¢ hours film programing.. ..20 23 ¢
% Number hours on nmir daily.. .30 ... LB O, ool T

10, Nnmber of employees. e D30 e o0 80

Pioncer executives: John E. Fetzer, pres.; Carl E. Lee,
now g, dir.  Estimated outer limit of tv signal: 90
miles. Present visual power: 80 kw. Present aural power:
10 kw. Awth. visual power: 100 kw. Auth. aural power:
30 kw. Tower height: 600 ft, (1.000 ft. under construc-
tion'. Equipment: Federal. RCA. News: AP. Film sup-
pliers: Vitapix, various others. Assist advertisers in mak-
ing film comn’ls: Yes, Present sales rep: Avery-Knodel.

(Please turn to page 61)
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tower - greatest power!

S

POP, 48,600

POP. 179,700 &

L .

POP. 60,100 POP. §52.000

- Estimdted papulgtian figures from Sales Management. Survey of Buying Power, Moy 10, 1953

Why WOOD-TV domanates
Western Machigan:

Highest antenna . ... .. 1,000" above average terrain

Greatest power ....... 316,000 watts video
158,000 watts audio

*Most TV sets: ., ....... 416,580
Largest population: . ... 2,000,000
Highest effective buying income:....$2,835,863,000

*Based on CBS-Nielson Television Ownership Report 11/1/53

WOOD-TV, Grond Ropids only television stotion, offers you the best
in technicol equipment, plus top locol ond network programming.

WOOD-TV

GRAND RAPIDS, MICHIGAN
Grandwood Broadcasting Company

NB8C, BASIC: ABC, CBS, DUMONT, SUPPLEMENTARY. ASSOCIATED WITH WFBM-AM AND TV. INDIANAFPOLIS. IND.

WFEDF, FLINT, MICH., WEOA, EVANSVILLE, IND,

19 APRIL 1954
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On air: 1 May 1950 CHANNEL G
WHEN STARTED: | JAN '52: 1 JAN ’54:

1. ~et arculution o ikt feae. 2B,000 . B0, 000 .. ... 215.:320
2 Fyening Class X hr rate. 8200 ... 8175 ... 5175
% buminess from local adv LU L 2T ., 220
¥ T bumnesy from nat’l spoC. .. 2% ... . 29% L 1
5. ¢ bustnees ne(work advo 2837 32 2707
. €¢ liours of net programing........ [ Xe SO & & ZNUUOORRe ' 1 L5
7. % hours local live shows............. nonc........ pone...... ...2%%
4. ¢ hours fil programing......... By A Y
9 Number hours on air daily...........T..... 16 %,
10 Nuntber of employeen...... .. 20.....00000r ... 2 32

Pioneer executives: 1L F. Gross. pre«. and geu. mgr.;
Howard Finch, v.p. and stn. mgr.; C. E. Wallace, chief
eugr: lrewe Ginther, traflic dir.  Estimated outer limit of
tv signal: 85 miles. Present visual power: 27.51 kw. Pres-
ent aural power: 10.59 kw. Auth. visual power: 100 kw.
Auth. aural power: 30 kw. Fower height: 500 ft. Equip-
ment: RCA. News: UP. Fim suppliers: Sterling, Cow-
monwealth, International. Vitupix, Unity, Beverly, Comuet.
Assist advertisers in making film comn’ls: Yes. Present
sales rep: II-R Representatives.

MINNESOTA

5%

MINNEAPOLIS-ST. PPAUL

KSTP-TV O air: 23 April 1918 CHANNEL 5

Pioneer exccutives: Stanley E. llubbard. pres. & gen. mgr.;
Kenneth M. Hance, exec. v.p.: Del Franklin, prog. dir.;
Joseph C. Cook, sales prow. mgr. Present Class AA hr.
rate: $1.100.* Class A rate: $900. Present visual power:
100 kw. Present aural power: 60 kw. Tower height: 560
ft. News: AP. UP. Equipment: RCA. Present sales rep:
Edward Petry & Co.

WCCO-TV On wir: ¥ July 1919 CHANXNEL 1
WHEN STARTED: | JAN. '52: I JAN. '54;

I. Set cireulacion in ikt LLLB0000 1301500, ..120,500

2. Evening Class A hr rate. . .8300....,.....8850............. $1,100

3. €% business from local adv .. LB e 3T B 15,90

4. %% business from nat’l spot. B Ly AN 35.8% ..ccuuu.... 31.19,

5. business necwork adv.. . 5% .iiinnn. 26.1%.......... 22.77%

6. % hours of net programing LB e 19T eneen 189,

7. S¢ hours local live shows.... . ,...31%......... W20 seveneel 23,

& € hours film prograning. 31%.cccuiuennnn. 297,

% Nuntber hours on air daily... ....... 16

10. Number of employees.............cocuuuen. . 109

Pioneer executives: William J. McNally, chmn. of bd.;
Robert B. Ridder, pres.: F. Van Konynenburg, v.p. and
gen. mgr.: John M. Sherman, dir. engrg. (now tech. dir.);
Sherman K. lHeadley. dir. tv (now asst. mgr.) Estimated
outer limit of tv signal: 75 miles. Present visual power:
100 kw. Present aural power: 50 hw. Auth. visual power;
auth. aural power: sawme. Fower height: 608 ft. FEquip-
ment: RCA. Vews: UP Fox Movietoue. UP Telephoto,
AP, Western Union Sports. Film suppliers: United Tv,
Ziv. Unitv. CBS. NBC. Quality. Guild. llollvwood Tv,
Vitapix. Screen Gems. Assist advertisers in making film
comm’ls: Yes. Original call letters: WTCN-TV, Present

sales rep: Free & Peters.

M1 SSOURI
KANSAS CITY
WDAF-TY On air: 16 October 1919 CHANNEL 1
WHEN STARTED: | JAN. 52: | JAN ’S54:

365,180

1. Nt circulation i mkt T.500 B ¥ 1) Tt c SN

2. Evening Class A hr rate f230. . &350 . $HOO
3 ¢ hours of nel programing 35°¢ 66Uy, T 12
4. % hours loral live sliows 157% 9y 12ce
5. ¢ hLonrs film programing v 3O 22%...., s 28 %
6. Number haurs on sir dany... ... 1} 12 13
7. Number of employees. .. reseaens @ 65 . .. Bu

Pioneer executives: 11. Dean Fitzer, mng. dir.; Bill Bates,
st wigr.; 2. Manne Rus<o, sales mgr.; Joseph A. Flaherty,
chief engr. Estimated outer limit of tv signal: 125-135
nile-. Present visual power: 100 kw. Present aural power:
30 kw. Auth. rvisual power: auth. aural power: same.
Tower height: 724 ft. Equipment: RCA. News: AP, UP,
Telenews.  Film suppliers: Unity Tv, Guild Films, NBC
Filhns, Aurora Films, Kling. Assist advertisers in making
filmi comm’ls: \o. Present sales rep: Harrington, Righter
& Par-ons.

S§T. LOUIS

KSD-TY On dir: 8 Februwary 1947 CHANNEL 5
WREN STARTED: | JAN. '52: 1 JAN.'54:

1 Set circuladon in mkt. . veen 000020, 36 3,000 ... 565,000

2  Fvening Class A hr rate ... $200 ... $950....c..ccuue. 81,000

3. % business from local adv ............ B3 o eeeeeinnnnn R : 17 S 38%

1 % business from nat'l spot.......cc... 18 Pouueueennee. f 31 R 19,

5. % business network adv.... .. [OUSURY  FPTURTURTURI & &7/ SUNOPURRRIY J- L2

6. % hours of net progranming ... :e....Ucceiniiin. 68 ............. T0%

7. %% hours local live shows.......

R % hours film pPrograming.............J

9  Number hours on air dailv........... b

10 Number of employees.. ...

Pioneer executives: George M. Burbach, gen. mgr.; Har-
old Grawms. prog. dir.: David Pasternak, prom. mgr.; J. E.
Risk. cliief engr. Present visual power: 100 kw. Present
aural power: 60 kw. Auth. visual power: auth. aurdl
power: same. Tower height: 536 ft. Equipment: RCA.
News: INS, AP. Present sales rep: NBC Spot Sales.

N EBRASKA

OGMAILA

KMTV  Ow air: 1 September 1949 CHANNEL ¥
WHEN STARTED: [ JAN, 'S2; 1 JAN. *54:

1. Set circulation 1n mkt.. ... .0 3,300, ... 1 10,000, . ..., 230,000

2. Evening Class A hr. rate...... .8200.. N ....8700

3 % hours of ne programing B3y s 60%

4. <% hours local live shows.... A 020 ..inenn o235

5. ¢¢ hours film programing... ...18¢%

6. Number hours on air daily . i

7. Number of employees....... [PV : 51

Pioneer executives: Edward L. May. pres.: Owen Saddler,
gen. mgr.: Glen Cray. comml. mgr.: Glenn Harris, prog.
dir.: R. J. Schroeder. chief engr. Estimated outer limit of
tv signal: 100 miles. Present visual power: 100 kw.
Present aural power: 50 kw. Auth. visual power; auth.
aural power: same. Tower height: 390 ft. Equipment:
RCA. News: UP. . Assist advertisers in making film
comm’ls: Yes. Present sales rep: Edward Petrv & Co.

WOW-TV On air: 9 July 1919 CHHANNEL 6
WHEN STARTED; 1 JAN. '52: I JAN, "542
1. Net circulation n mkte.. 3,000, ..., 112.362........227.689
2. Evening Class A hr. rate L3200........... S100...seens $650
3. “¢ business from local adv...cco.c0eee. 376t 0eenn31 T4 oennnne . 27 €0
1. % business from nat’l spot......c.....31 % .. .. 853 iennne 0 3O To
% busmess network adv.......... 12 e 28T e 27 €0
6. € hours of net programing............ 2B s TOTE . ..cive 00036
T hours local live shows........ ...... 21 i 13 € iieeeinnn...236%
.. hours film prozraming..... D - NOUUR 1  A e 21C
9 Nun ber hours on air daily.. . d0. ) < SUUUPRR 15%
1o Numober of rmpPIOYees. ... T~ 5 R () § S D s O

Pioneer executives: Frank P. Fogartv. gen. mgr.; Lyle
DeMoss, asst. gen. mgr.: Williamn J. Kotera. dir. engrg.;
Gleun Flynn. chief eugr.: Bill McBride. prog. dir.: Fred
Ebener. <ales mgr.: Ray Clark. dir. special events. FEsti-
mated outer limit of tr signal: 85 miles. Present visual
power: 100 hw. Present aural power: 30 kw. Auth. visual

sl Data for this stalion continues page 68)




At midnight tonight? That’s one way, the
simple way to answer that eager question of
your child. But how about saying, “tomorrow,
boy, began yesterday?”’ Because tomorrows are
born of the yesterdays. It’s in the experience of
the past that we learn to care for the future.

In television, as in all things, it is the privilege of
the pioneer to learn first, and his obligation
to learn well, so that those he serves may have
fuller, richer, tomorrows.

KPIX is proud indeed to be listed among TV’s
pioneers and eagerly accepts the opportunities
afforded by more than five years’ experience to
serve the future. For us, as for children and
grownups everywhere, tomorrow did indeed
begin yesterday.

19 APRIL 1954

CHANNEL

SAN FRANCISCO, CALIF.

...affiliated with CBS and Dubfont Television

Networks ... represented by the Katz Ag

y
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WHo suScRIBES T0 SPONSOR ar THl}

IT HAS been proven that a handful 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 you.
Several vears back SPONSOR checked and discovered that it

averaced 10% paid subscribers at these leader agencies.
= 2

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 agency,

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

i,

% Play this fascinoting game. Jaot down 10 nomes

af the most important (to you) ad agency

decision makers. Then check the SPONSOR list. If you

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



L3 TOP-BILLING ADVERTISING AGENCIES?

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

SPONSOR — the use magazine — stands alone in the field it
i serves. It i1s the one and only magazine 100% devoted to radio and
tv while pin-pointed at key agency and advertiser readers. 7 out
of every 10 copies of SPONSOR go to the men who foot the bills.

* Every magazine has a story 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
: kev 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 companyv heads,
|I" (6) number one in paid circulation among radio and tv buvers.

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

S P 0 N s 0 R the magazine that rodio and tv advertisers vse.
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power; auth. aural power: same. Tower height: 580 i,
Lguipment: RC\. News: UP. INS, Film suppliers: P31,
Atlas; Vitapix, Unity. Filnr Classies, Film Viston, Anrora,
Ihgo-Argvle. Lhssist advertisers in making filn comm’ls:
Yes. Present sales rep: Blair v,
NEW JERSEY
NEWARK
WATY On air: 15 Moy 1918 CHANNEL 13
WHEN STARTED: | JAN.'52: 1 JAN 'S4

1. et arcul o in mkt

A 3 NI 1,000 000 3,200,000
2 Fyening Class A hr rate . L8130, ., .- BB00... . $1,000
4. € basiness from loeal nds EYPOIL 272NN | S SN . g2y
1 ¢ Lbusiness from nat'l spot L 8 A%, 187
5. % business ne(work adv...... SN O L. IO NE
. e hours of ned programmg e MONE. L OB e none
7. t¢ hours local live shows. ... ... 357 ... 35%.. .33,
K % hours filtn pPrograming........ce83% i 05 0% .. 0657

9 Number haars on air dajly.....
10. Number of cmployees .

.13

FYTTITY RTTYPRSCHRRRN | TP
) P< DOTOPUTIT £ JNURIPORNIpSINS B |

b

Pioneer executives: 1. R, Rosenhaus, pres. and gen. mgr.;
Frank Bremer, v.p. chg. engrg.: Fdmund 3. Lennon, v.p.
chg. sale<: Robert Paskow. filn buyer: George Green.
prog. mar.: Robert Macdougall. edue. dir. Estimated out-
er linn't of tv signal: 60 miles. Present visual power: 22.5
kw. Present aural powcer: 10.7 kw. Auth. visual poiwer:
180 kw. Auth. anral power: 105 kw. Tower height: 1.200
ft. Equipment: RCA, Du Mont, Andrews. News: UL,
Film suppliers: Tlollywood Tv Serviee. MPTy, Vitapix,
others. ssist advertisers in wmaking film comum’ls: Yes,
Preseut sales rep: Weed T,

N E W MEXICO

ALBUQUERQUE

KOB-TV On air: 29 November 1918 CHANNEL -1
WHEN STARTED: | JAN. '52: I JAN. *54:

1. Set circulation in mkt..... e 13,000, .. ... 40,000

2. Evening Class A hir. rate... ...§250

4. €% business from local adv ... .19k

4. €% business fron nat'l spot .36

5. % Dbusiness ne(work adv.... . L6853, A5 Y%

6. % hours of net programing.... .......2: AT

7. % hoars local live shows.... A5

~. ¢ hours film programing.. 3T

9. Number hours on air daily. 8

10. Nuniber of emiployees........... .32

Proneer executives: George S, Jolmson. stn. mgr. and chief
engr.; Dorothy Smitl. prog. dir. Preseat executives: Wavne
Coy. pres.-gen. mgr.: J. L. Myerson. mgr.: Rolf 3. Nielsen,
sls. mgr. Present visual power: 11 kw. Preseat aural
power: 5.6 kw. Auth. visual power; auth. aural power:
same. Tower height: 183 fi. Fquipwment: RCA. News:
LI Filwe suppliers: Ziv, MPTv, NBC Syndicated, CB>
Swndicated. Assist advertisers in waking comm’ls: Yes.
Preseat sales rep: Branham Co.

N E W Y O R K

BINGIHAMTON

WNRBE-TY @n air: 1 December 1919 CHANMNEL 12
WHEN STARTED | JAN '52: 1 JAN. '54:

1. Set eirenlatiam m okt ... Boa e 30,000, ... 190,301
2. Evening Class A hir rote $200 L8825 ... ..8300

3 husiness from local adv....... 20077 ., 1277 ... 287%

b ¢4 Dbmsiness from nat’]l spot .. . 270670 L 1T.T 0 e, 191,

A, % business network adv e 305 1037 ... ...27"]

6. S honrs of net Programing... ... 6377 L B30T

T % heurx loeal live shiows. eees e T i 12¢

R. €% hours film programing e 3570 L L R B i

9. Nnmhber honrs on air Jdmly RS J PUCIRORR [ B I ROUROR I )
10, Nmnber of employecs ... {1 OO I Joraeatrres 160

Pioneer executives: Cecil D. Mastin, gen. mgr.; Stanley
\. Heslop, sales mgr.; Louveer 1. Stamtz, chief engr.;
Edward M. >cala. prog. dir. Estimated outer limit of tv
signal: 10-70 miles. Present visual power: 250 kw. Pres-
ent aural power: 125 kw. Auth. visual power: 310 kw.
Auth. aural power: 160 kw. Tower height: 820 ft. Equip-
ment: RCA. GE. News: LD, AP (after Aug. 54). Filmn
suppliers: llollywood Tv Service. Vitapix. Assist adver-
tisers in making film comu’ls: No. Present sales rep:

Bolling Co.

BUIFALO

WERBEN-TYV On air: 11 May 1918 CITANNEL 2

WHEN STARTED: I JAN. '52: 1 JAN.'54:

I Net erreulation in omkt 1,500, . . o—
2 lvening Class A hr rate ... .8325.... _—
3. ¢ business from local adv.. L BOGE. —_—
1. *¢ business from nat’'l spot.. ......20¢, —_—
5 #% bnsiness ne(work adv.. RPN (1) (LI -
G. ¢ hours of net programeng... ... none.... —_—
7. % hours local live shows... L2536 ... —
A. 7 bhours film programng . ... 5. —_—
9. Number hours on air daily. b —_——
10, Number of employees ... ... D B

Prioucer executives: Edward 11. Butler, pres.; A. H. Kirch-
hofer. v.p.; C. Robert Thompson, gen. mgr.; George R.
Torge. stn. mgr.; Ralph J. Kingsley, tech. superv.; R.
Gleun Beerhower. asst. tech. supers. in chg. tv. Estinated
outer limit of tv signal: 55 miles. Present visual power:
31 kw, Present aural power: 27 kw. Auth. visual power;
auth. aural power: same. Tower height: 1.057 fi. Equip-
ment: RCA. News: INS. U, AP, Film suppliers: major-
ity of major distributors. ssist advertisers in making film
comm’ls: Yes. Present sales rep: Harrington, Righter &
Parsons.

NEW YORK

WABC-TY On air: 10 Angust 1918 CHANNEL 7
WHEN STARTED: | JAN. '52: | JAN. '54:

1. et circulition in mke . 260.000......2,800.000..... 4,150,000

2. Evening Class A hr rate . . ......§1.200....... £1.200.......... £§4.250

3. Number hours on air daily.. ... ......12. el 130 e 1

4. Number of employvees............. .ee.. 15, eeeeee ... 33 e OT

Pioneer exccutives: Mark Woods. pres.. ABC; Murray
Grabhorn. gen. mgr.: Chick Doughty. sales mgr. Present
executives: J. H. Mitchell, v.p., gen. mgr. Estimated outer
limit of tv signal: 62.2 miles, Present visual power: 80 kw.
Present aural powcer: 10 kw. Auth. visual power: 110 kw.
Auth. aural power: 55 kw. Tower height: 1.378 fi. Equip-
ment: RCA. GE. News: AP, INS. Filw suppliers: majority
of major distributors. Assist advertisers in making filmn
commls: Yes. Original call letters: WJ}Z-TV. Present
sales rep: WABC-TV Sales (inside New York); Edward
Petry & Co. (outzide New York).

waAnDp On air: 2 May 1911 CHANNEL 5

WHEN STARTED: | JAN.'52: I JAN. '54:

1. Net circulition in mkt unknown... . 2.800,000. ... 4,177,000
20 Fvenng Chass XA hro rotec e eene charge... .8§2,200..........82,200
3. Number bonrs on air daily.. 20 1 2. 12

~(»un only)

Pioneer executives: \Hen B. Du Mont. pres.; Samuel 11

Cufl. geu. mgr. Present executives: Ted Bergmann, dir.;
Norman Knight. stn. mgr. Estimated outer limit of tv
signal: 05 miles. Present visual power: 16.7 kw. Present
aural power: 8.1 kw. Auth. visual power: 37 kw. Auth.
aural power: 18.5 kw. Tower height: 1.340 fi. Equip-
meat: Du Momt. News: UV, Filw suppliers: UTP. MPTy,
Winik, Sereencraft. M. & AL Alexander, MCA-Tv, Guild.
Consolidated Tv Sales, Film Vision, others. Present sales
rep: Arvery-Kuodel,

(I'lecase turn to page 81)
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| now in its seventh year,
now reaches more than

a million television homes

CHANNEL 5, CLEVELAND

Represented by the Branham Company, affiliated
with CBS-TV, Scripps-Howard Radio, Inc.




BUILDING ~ REMODELING Resdential

313 Lost State St -~ ROCKFORD LLLINOIS - Telephone 4-3841

Janusry 22, 1954

Jack Genaro

Sales Representetive
WREX - TV

Rockford, Illinola

Dear Jock:

Thise I hate to admit, but WREX-TV caught me
“ey pente dova" s0 to spesk, and I've got to
R N A s S L PG e gy

1 vaa totally unprepared to hendle the lesds
produced by my late evening progrex TV SHOV TIVE,
Enough have come In to keep my men busy follovin
up for the next three moathe.

. Bov at you've gét'me ia this
apot, keep your eyes open for & or 6 good men, good
¢losera, ! can use thems,

I've never seen «nything like the pull WREX has,
it aurpriaed the hell out of me.

Juat because I cancelled, don’'t think {t's
permanent - let's call ft a "temporary cancellstion®.
When I get enough men in my salea force, I'l}l be back
en, knoving that WREX vill produce ¢1} the letds ve need.

pilivy - ° ° uced

od
nﬂ%‘;‘l‘e‘f‘ﬁdi‘. pE'nough have

m up for

wREX‘s” soles ©

prooi of .
“y was totally u.npreﬁ:;e':
te evening P e

sn 10 keep my
(] |n;_""e¢,,'mo

Here's

. Write v\SlON.
i do as much for yoUs or ses H-R TRLE

“REX" ¢:n.“: aveilobilities ¢ <~

rate car

s
l\“‘"‘ - gov QC"‘N“C‘ cove INC




the industrial HEART of America

Why WSAZ-TV is

delvvered exclusively by

WaAZ-TV

CHANNEL

N I'e N
HUNTINGTON-CHARLESTON, W. VA.

-—3 N~
\

P

A “MUST” BUY FOR EVERY NATIONAL PRODUCT

Guarantees maximum coverage, all-out television service, intensive audience acceptance

in market with great concentration of expanding industrial wealth, buying power

WSAZ-TV's complete coverage (as
based on mail and other known fac-
tors) ranges over 114 counties in five
states. However, this presentation-
study confines its market story to
WSAZ-TV’s primary area.

This primary coverage represents:

e 1,822,000 people, which is greater
than the St. Louis Metropolitan Area,
which SRDS” 1954 “Consumer Mar-
kets” ranks as No. 9 in that category.

o $1.384,000,000 in retail sales,
which exceeds the total for Buffalo's
Metropolitan Area. which CM ranks as
No. 13 in the United States.

e $1,911,000.000 in buying power.
which tops the total for the Kansas City
Metropolitan Area—rated by CM as
No. 15 in that category.

You're bound to agree that these
comparative sets of basic market data
render sound support to the statement
in the opening paragraph. namely:

WSAZ-TV serves a market that no-
body with a nationally distributed
product can afford to pass up.

Here are some cogent reasons why:

s Concentrated within WSAZ-T\'s
primary coverage area (as you can see
by the following three pages) is one
of America’s greatest industrial bee-
hives. There are sources of mammoth
plants, adjuncts of the country’s giant
corporations. employing hundreds of
thousands of men around the clock.

e [t’s an area where big industry is
moving in and expanding more and
more, because of the extraordinary ad-

vantages offered bv the area’s natural
resources and unlimited water and
railroad facilities.

o The economy is a stable one and
the industries are quite diversified.

e A market with all these factors as
assets add up to this: a high and ex-
panding buying power.

Your conviction on this score will
mount as you read the succeeding
pages and learn about

1. The size and economics of the
WSAZ-TV market.

2. WSAZ-TV's coverage and intense
viewer acceptance.

3. W3AZ.TV's unique quality
all-out programing service.

4. WSAZ.TV's record of comple

nientarv services to advertisers.

T
and prepared in jts entirety by XPONSQOR PRESENTATIONS IN
A th un v icinn Yan Rodec o

for WNAZ-



deliverel cahoa vely
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market n

AMERICAY CAR & FOUNDRY : Without question “the”
giant in its own field. Huntington's AC&F has just spent many

$35 GIANT PAYROLL

miliions streamlining and modernizing, especially for the Diesel age;
this bustling operation has steady payroll of over 2,000 people

stem from large number of giant industries
contained within WSAZ-TV’s primary coverage;
area’s economy stable and diversified

Q. What's the <implest vardstick for
imeasuring ~ales potential?

A. It's the steady buving power of
the conmunity or of the area.

Q. But what type of buving power
ha~ a firm and dependable fonndation”

A. 1Us the community. or arca. with
an cconomy that i not only well bal
anced bt s expanding,

The area <erved by WSVZTV com-
mand- an ccononny that™s well halaneed

because of it= highly diversified in-
dustries= and i~ at the <ame time ds
namic  because it is one of the fastesy
growing centers of American mdnstry.

Spread throughout the breadih and o It

length of this avea are many huge di
visions of America’s leading industrial
viants.

A stable. well-diversified and dy-
namic cconomy plus giant industries
add up to steady giant pavrolls. And
that's what the WSAZTV area has
plenty of.

Area’s Overall Market Faets

lHere are some  ceneval  economic
facts characterizing the market which

WSAZTTN . or nm-

hes with
Lirella:

i not onlv The
HEART of America but contains more
diversified big industries than anv oth-
er industrial area of America.

e West Virginia is the second larg-
est coal producing state hut the No. 1
coal state of the country in relation
to the number of coal reduction in-
dustries and plants.

o Lasy access to river transporta-
tion ha~ made. and continues to make
thi= area singularly attractive ta big
industry.

e In addition to these important
waterways, the area has all the basiv

Industrial




needs for economic advantage: ammple
and the right kind of land, an abund-
ance of natural resources—coal, oil.
gas, minerals, hardwoods, sandstones
—and unlimited rail transportation fa-
cilities.

o lu agriculture the area offers (a)
great burley tobacco producing coun-
try, with the local grade selling for the
highest burley price in the country aud
(b) the extremely fertile hotton land
along the Ohio River Valley where the
production of corn, fruits and dairy
products accounts for a steady vield of
upper bracket gross income among
farmers.

e America’s largest power plants
are spread all over the area served by
WSAZ-TV. An example of the power
production in the area: the number
of kilowatts consumed within the
Huntington and Charleston areas,
jointlv. is eauval 1o the power com-
sumption of the entire metropolitan
New York area.

Lying within just the primary cover-
age of WSAZ-TV are three prime met-
ropolitan areas—Huntington-Tri-State.
Charleston-Great Kanawha and the
Portsmouth area,

THE (NDUSTRIAL

market

These three metropolitan areas
alone aeconnt for 1,800,000 peo-
ple, 470,000 families, $1,381.-
000,000 in retail sales and elose
to $2 billion in consumer spend-
able income.

Here's a summary of the cconomic
and otlier pertinent market facts con-
cerning each of these three metropoli-
tan trading areas:

Huntington-Tri-State Area

¢ Huntington i« the largest eity in
West Virginia.

e Huntington is the trading cemer
for a three-state 13-county arca where
in 1952 (latest figures available) 611.,-
0000 people spent more than $422.000,
000.

e Huntington in 1952 (lid a whole-
sale husiness of over $200.000.000.

o Huntington’s industry and whole-
sale payroll alone for 1932-53 was
$90,500,000.

e There are 150 1nanufacturing
plants concentrated in the Huntington-
Tri-State Area, the vast maiority of
them. of course. in Huntington. The
bigger plants in this conceniration are:

Allied Chemical & Dye Corp.

UNION CARBIDE & CARBON: |[n size, investment, production and number of people

steadily employed this South Charleston division ranks among world's largest chemical plants

HEART OF AMERICA delivered excluaively by

OWENS-ILLINOIS GLASS: Mam.

moth flow-type operations; employs over 2,500
in  Huntington

making bottles and jars

INTERNATIONAL NICKEL: In
Huntington; world’s largest plant producing
nickel, monel products; employs 2,450 people

American Car & Foundry

Chesapeake & Ohio Repair Shops

Armco Steel Corp.

Ashland 01l & Refining Corp.

International Nickel Co.

Owens:-lllinots Glass Co.

West Virginia Steel & Mfg. Co.

Norfolk & Western Repair Shops

Armstrong Products

[sland Creek Coal Co. (home office)

Sylvania Electric Products

Standard Uliramarine & Color Co.

National Mattress Co.

Huntington Chair Corp.

General Cigar Co.

Houdaille-Hershey Corp.

¢ The Huntington-Tri-State area ac-
counts for 275.000 people, £261.000.-
000 in retail sales and $418.000,000

in consumer spendable income.

¢ Industrv shifis in the plants in
and around the Huntington metropoli-
tan area occur at 7 am.. 3 p.m., and
11 p.m. The offices generally open
9 a.m. Although there’s ample bus
facilities, transportation to work with-
in this area is dominantly by private-
ly owned automobiles.
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Viscose Corp.: Produces
rayon staple like this, one of most usetul meod-
ern fibres, in ifs vast Nitro, W, Ve, plant

Ameriean

Charleston-Great Kanawha Area

e Fortune Magazine dubbed  the
Great Karawha Valley a~ the “Ruht
Viallev of America.”™ It described the
Vallen a~ one of America’s greatest
tieasure chests of coal, oil, gas, <ah.
limestone.

e The Kanawha Vallev, with Char-
lestonn it~ center. s the greatest
chemical producing area in America.

e City of Charleston has an excep-
tionally large percentage of white col-
lar workers. doe to fact it is ity of
state capitol. There are 1000 people
emploved in this <ingle “industry.”

¢ The pavrolls in Kanawha County.
of which Charleston is the county -eat
were S100.000.000 for the first nine
months of 1953, which is practically
equal to what it was for the like pe-
riod of 1952, Indications are that the
pavroll total for 1953 in Kanawha
County will be over £260.000.000.

e Charleston distributes to 650,000
people in eight counties ~urrounding
Kanawha. Tt did a whole<ale bu~ines-
of over £300.000.000 in 1932, The
wholesale  payroll in Metropolitan
Charleston for 1933 s estimated at
around  £160.000.000.  (Incidentally.
distributors in Charleston
plics 1o Huntington  cover such a
wide arca that the entire market ecan
only be encompassed with a ~ingle-
station buv through WSAZ.TV. The
reason: WSAZ.TV's 100.000 watts on
low chamel 3).

a~ also ap-

night telecast time, here as well as
Ilnntington, at a premium,

Port=smouth Area

As pointed oot in the March 14,
1951 issue of This Week Magazine
£ Atomic Bomb on the Ohio™ ). Ports.
mouth i~ an “integral part of a faxt
srowing indu~trial area.

Heve are the economie highlights of
the Portsmouth Area:

o City of Portsmouth is the trading
area for 200.000 people within a ra-
diux of 50 miles. < estimated whole-
«ale turnover for 1953 i< 838,000,000
and retail volume. $38.000,000.

¢ In Scioto County. of which Ports.
mouth 1= the seal. auto rezistration
growing industrial area.”
ilies in the county.

e Value of Scioto County agricul-
tural products in 1953 was $5.339.000
(Sales Management's “Survev of Buy-
ing Power”™). There are 2.373 farms
in the County.

e An atomic energy plant now un-
der construction in the Portsmouth
Area involtes an expenditure of %1,
219.000.000 and employment of 13.-
200 people,

e The \tomic Fnergy Commission
has commissioned the Ohio Electric
Valley Corp.. a combination of 15 pri-
vate utilities. to build two steam gen-
erating plants to erve the Portsmouth
Area’s ALC uranium plant.  These
steam plants will co<t 420 million
and have a two-million Kilowatt ca-

C. & O0.'s Russell, Ky.., Yards:
Employs 3,500 people in the world's sec-
ond largest privately-owned railrcad yerd

pacity.

¢ Detroit Steel Corp.’s Portsmouth
Division ha~ about completed a 860
million expansion program. and Dow
Chemical Co. is talking about a huge
=ite in nearbyv Haverhill,

¢ Leading industrial plants in the
Portsmouth Avea:

Detroit Steel Corp.

Williams Mfg. Co. (shoes)

Selbv Shoe Co.

Norfolk & Western K. R. Shops A

Yards (thivd largest in the world

Harries-Jones Co.

Vulcan Corp. t<hoe lasts)

Portsmouth Casting & Mfg. Co.

Dayton-Port=-mouth Foundry

\lsvnite Co. (plasties)

o In terms of market data basies.
the Portsmouth area accounts for 132.-
000 people. R138.000.000 in retail sales
and S2:19.000.000 in consumer spend-
able income.

e There are over 200 manufactur-
ing plant< in the Charleston-Great Ka-
nawah Area. including such giants as:

I nion Carbide & Carbon

Libby-Owens-Ford (Glas~ Co.

E. 1. Dul’ont

Mon=anto Chemical Corp.

American Viseose Corp.

1. 5. Rubher Co,

U nited Carbon Co.

B. F. Goodrich Chemical Corp.

Westvaco Chemical Corp.

Barium Reduction Corp.
Charleston-Great  Kanawha
area account~ for 339.100  people.
R329.000.000 in retail salex and S405.-
000.000 in consumer spendable in.

o The

coime,

e ["actory <hifts are stageered in the

Charleston area to avoid excessive traf-
fic congestion. Most of the plants op-
erate around the clock. making late

Detroit Steel Corp.: Only recently it
completed $60,000,000 program of expan-
sion involving Portsmouth, Ohio, Division
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3 PRIME TRADING AREAS IN WSAZ-TV'S BIG COVERAGE CORE

market ~

While WSAZ-TV¥'s 100,000 watts on Channel 3 actually breakdown thi< way: The [untington-Tri-State  \rea.
covers five states and 114 counties, the heart-shaped area 275.000; Charleston-Great Kanawha \rea. 335.000. and
circumscribed in the map below represents the station’s the Portsmouth Area, 120,000, Al<o within the primary

1 primary coverage. Within this primary area ave three but unot spotlighted on the map is another nmportant trad-
1 flourishing urban trading areas totaling over 700.000 g center - Parkersburg  which WSAZTV offers in this
people. In approximate population, these three areas relation as merely one of it~ bonuses i audience coverage.
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Basic market data on W SAZ-TI ])i‘imm‘)/ coverage

INDUSTR AL HEART OF AM’ RICA

dellrered exclurively by

market

sUC

COUNTY POPULATION FAMILIES | RETAIL SALES FOOD SALES DRUG SALES GENERAL MDSE. TV seTse | COP“‘ZUL':El“NCSO”;EN'D’ —
WEST VIRGINIA
Roone 33,700 7.900 $19,502,000 $5.420,000 $338,000 $3.316,000 2,770 $28,025,000
Cabell 111,300 33.400 135,308,000 27,064,000 4,053,000 18,040,000 27,290 230,764,000 |
Calhhoun 9.600 2.300 2,924,000 806,000 39,000 462,000 640 4,474,000 b -
Clay 14,700 3.400 5,001,000 575,000 42,000 2,156,000 1,190 8,927,000 I |
I'ay ette 81,200 20,960 60,578,000 12,815,000 986,000 14,564,000 6,080 77,435,000 R
Jackson 14,900 3,900 9,567,000 2,185,000 150,000 562,000 1,169 8,400,000 i
Kanawha 243,200 66,500 264,334,00 61,578,000 6,254,000 37,792,000 48,810 379,333,000 |
Lincoln 22,000 4,900 8,714,000 2,878,000 51,000 1,591,000 2,900 12,371,000 {
Logan 78,000 17,900 58,254,000 10,816,000 915,000 16,965,000 8,040 74,690,000 ‘
Mason 23,500 6,100 14,169,000 3,791,000 160,000 1,506,000 3,670 16,563,000 ==
MeDowell 97,700 22,200 59,628,000 12,328,000 984,000 18,112,000 11,270 87,763,000 |
VMingo 47,900 11,190 38,949,000 8,310,000 817,000 5,915,000 6,050 35,338,000 ||
Putnam 21,000 5,270 7,880,000 1,850,00 27,000 2,178,000 3,070 15,312,000
Roane 17,700 4,160 8,759,000 2,049,000 123,000 1,061,000 1,220 10,540,000
Raleigh 96,400 23,500 64,704,000 12,467,000 797,000 17,635,000 6,130 $86,073,000 ‘
Wayne 40,400 9,550 12,400,000 4,055,000 395,000 949,000 4,870 27,537,000
Wit 4,900 1,400 1,337,000 216,000 34,000 433,000 340 2,369,000
Wood 66,000 19,360 70,076,000 15,239,000 1,900,000 8,511,000 6,830 108,909,000 ’
Wroming 39,000 8,800 19,112,000 4,904,000 298,000 5,096,000 3,160 32,377,000
W. VA. TOTALS 1,063,300 272,770 $861,197,000 $190,346,000 $18,363,000 $156,844,000 145,339 51,247,200,04 ‘
onto i
Adams 20,800 6,200 $15,265,000 $3,075,000 $339,000 $1.061,000 3,480 $15,224,000 |
Athens 45,300 12,200 37,359,000 8,688,000 804,000 1,694,000 5,670 51,365,000 |
Gallia 25,000 6,520 17,610,000 3,866,000 296,000 1,250,000 3,190 18,415,000
Jackson 28,600 8,180 31,898,000 8,013,000 592,000 1,955,000 4,860 32,015,000
Lanwrence 49,900 14,160 38,942,000 10,655,000 657,000 3,360,000 9910 64,135,000
Meigs 23,400 6,960 20,370,000 4,668,000 481,000 1,957,000 3,220 20,833,000
PPike 17,800 4,900 15,203,000 3,375,000 113,000 1,822,000 3,300 9,458,000 |
Ross 56,000 15,400 57,789,000 14,226,000 1,484,000 3,474,€00 11,330 74,051,000 §
Sceioto 86,300 25,000 90,951,000 22,283,000 2,101,000 10,679,000 19,110 108,483,000
Vinton 10,600 2,930 4,935,000 1,942,000 71,000 67,000 1,930 6,881,000
OHIO TOTALS 363,700 102,450 $330,322,000 $80,791,000 $6,938,000 $27,319,000 65,970 $400,860,000 |
KENTUCKY
RBoxd 50,100 14,100 $50,145,000 $13,492,000 $1,464,000 $6,301,000 9,690 $74,683,000
Carter 20,900 5,020 7,493,000 2,166,000 169,000 1,044,000 2,540 13,181,000
Elliott 6,300 1,500 708,000 399,000 170,000 620 3,069,000
Floyd 52,300 11,800 25,047.000 5,953,000 319,000 5,074,000 5,650 36,117,000
Greecuup 24,200 6,300 7,935,000 3,631,000 277,000 588,000 3,000 21,635,000
Johnson 22,500 5,490 12,729,000 3,084,000 271,000 1,589,000 2,340 12,963,000
Lawrenee 13,000 3,500 4,701,000 1,313,000 100,000 450,000 1,680 7,087,000
Lewis 12,400 3,230 3,877,000 1,179,000 164,000 422,000 830 7,613,000
Maggofin 12,100 2,700 2,078,000 757,000 31,000 469,000 1,100 4,574,000
Martin 11,600 2,400 2,122 000 1,959,000 453,000 1,030 5,027,000
Morgan 12,100 3,200 2,282,000 630,000 44,000 270,000 330 5,731,000
I"ike 82,700 18,800 42,154,000 10,914,000 455,000 9.198,000 8,280 58,148,000
Rowan 12,400 3,150 6,291,000 1,377,000 80,000 377,000 810 8,631,000
KY. TOTALS 332,600 81,190 $167,562,000 $46,854,000 $3,384,000 $26,405,000 37,910 5258,459,00q
VIRGINIA |
Buchanan 37,800 7,930 16,099,000 2,509,000 $165,000 $4,443,000 1,650 $20,915,000
Dickenson 24,500 5,330 8,888,000 1,667,000 83,000 1,735,000 1,000 13,805,000
VA. TOTALS 62,300 13,260 $24,987,000 $4,176,000 $248,000 $6,178,000 2,650 $34,720,001
PRIMARY TOTALS 1,821,000 469,670 $1,384,068,000 $322,167,000 $28,933,000 $216,746,000 251,929 $1,941,239,0

SOURCE: SKRDS MW,1 (o umer Markel CIRNOTY re oarc s depeartiae I S Television Ownership by ¢ unties. as of Nov 1 (ih,
tocation of metropolitan trading arcast T NPINGEON, Caliell & Warne countles, W, \a., Boyd, Ky.. and Lawrence, O,

tHARFESTON,

Kanawha county,

W, Va, PORFSMOUTH,

Sclaln conunty,

Ohia, PARKERNHLRG,

Wood county,

w,

Va
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|[success stories & promotion 'w» WSAZ_TV

SAMPLE SUCCESS STORIES

1 Borxe 4
i g
o
| . wig
h V <3 . 1 .
\ hE: Skinuer Mauufacturing Co.: During Lenten season
COLOATE » PALMOLIVE . PEET CoMPANY bt & offered ity Treasutre-Measnre Spoon as premium for 102
01 CAMEW TOWEN f and two labels from Skinner Produets. Bozell & Juacobs
CINCINNATY b 1 ¢ 1 3
ATEHZ oulo % Ageney reported that Maida’s Kitehen with single
pD0HALD D MADDRN e reference to premium ountproduced in returns all the

other nine stations in Skinner campaign.

) Distance Moving e v
Huniington's OMest” Loccd and i Lang Bes & A. R. Kuight Motor Co.: Operates three used car lots
‘Hupsmg! -

e

all 50 miles from Huntington. Using Dbalop card photos

Myers Tl'allelﬂl' & Bi‘sl:lraqe' 0 ,.'7?-'.'2 Knight took a 260-time spot contract, running seven
] 4',4:::::0:‘,3:. Viegima A a week at 1I p.m. Reports a week later eredited the
i Phooe: 38494 ‘ii‘j‘ WSAZ TV campaign with having been largely
‘ 2 g instrumental in his selling 50 cars in three locations.
‘ Nor@'\eﬁcaﬂ ,‘.* g Cost for week of WSAZ-TV: under $250. After 50-car
o day Knight upped its campaign to 14 spots a week

VAN LINES e

e g L
Wargren

January 5, 1953

_

Pancake Realty Company: Bought 10 ten second station
identifieations advertising ‘‘Gunnison Ilomes’’ in the
Pea Ridge Road area in Huntington. These station
1.10.'s covered ouly a two-day period. The L.1M’s drew
over 3,500 people to the site. Wrote Paul €. Pancake:
““As you well know, we are eertainly more than satisfied
with tlie lielp you have given us on this promotion!’’

—

Mr. Lawrence t, Rogers
WSAZ-TV

201 9th Street
Hluntington, W. Va.

pear Mr. Rogers: )
. . ad-
1 would like to express our Compa:zés03213322;'};%3?@ T953.
isi rogran which we have presen Jumiee
;Z;;l;li::g zrggnization has made this past year the bes

40 year history.

Youugstown Kitcliens: Bought five scattered spots in
one week, three on *“Maida’s Kitchen’? and two on “‘Coffee
Time'’ wth booklet offer. It drew 2,316 pieces of mail.

g over USAZ-TV, we feel
es have been more

iei s given
our advertising has giv
hat n us unsolicited

As a direct res

t rising COsSts an ner
t::n of f sgt by the additional volume t

us. Time after time, our_cusv.ome
remarks of praise concerning our
act for
1t is with pleasure that we renew an even 1a;gx:|r i‘?)::;rd -
1954, Thanking you for all past services and looking
a ha;;py and prosperous new year for

18 Top Hits: Dought 52 participations, 14 on ‘“The

Old Timer,’’ 31 on ‘‘Iollywood TV Theatre’’ and

17 on Saturday ‘‘Western Theatre.”” Total count of

orders received: 35,057 by mail, 1,462 via phone calls

received in Huntington, 1,745 phone calls reccived in

. Rt Charleston. Grand total: 5,267 orders. Total expenditure

Sincerely yours, ! .
for 52 spots: %3,273. Cost per order: 10¢ on item retailing

/ ' for $2.9%, or 13% as based on retail price.

television ads.

both our firms, I am.

P

B, E. Myers
Myers Transfer £ Storage, Inc.

<@ A client says thanks and expands lis schedule on WSAZ-T}

-

Mzr. Grocer ... Mz. Grocer

VERY PROMOTION CONSCIOUS

‘ Promotion at WSAZ-TV is an importantly integrated service.

It operates on the principle that an advertising contract is just
| the beginning of a business relationship, It believes that faeili
| ties shiould Le be made available to the client to back up the
i campaign with soundly devised promotion and merchandising. A
mailing list that includes 3000 groeers, 500 druggists, 1424 gaso-
line dealers, 1500 beer dealers is available. Merchandising in
the form of direct mail and some point-of-sale is used. Posters,

STARCH-FREE

|
as beer can bel

Premium besr at ©

TO HELP YOU SELL!

Ballard c......., Biscuits

CNTHE AL, ..
every week all Summer!

on “"MAIDA'S KITCHEN"

Wednesdays & Fridays
J2:58 « 1:30 p.».

N WSAZ-RADIO

SPORTS REPORT

WONOAY THED SATURDAY

car cards, display art are expertly prepared on request. On-the- W e MNP M -

] air promotional announcements are used whenever the occa- ON WSALTY RN N
sion demands. As for audience promotion, the wheels grind with WEMHER(AST W A /
out letup: Over 40 newspapers in the area are serviced with, KONDAY THRY FRDAY LT

nes 10 110 (3% an

and earry, logs and news releases; spotlight ads regularly ap-
pear in a]l Huntington, Charlestou papers, area 1'V Guides.

3

i L )
a TY
on Radio Chnnnel I
tiat 010 TIE IN? DISPLAY? FEATURE!

§ v
Tas wimilonn ol West % fegiola
-

f WSAZ-TV sent these attractively printed fliers to dealers »

et £




A delivered erclusively by

programing

COFFIEE TIVIE: Wrapped up in this daily hour, which engages ser-
vices of 34 staff people, are finest concepts of daytime commercial en-
tertainment. It's tailored smartly to WSAZ-TV's own area interests.

In above pic are but few of show's many personalities: (l. to r,) Brownie

Benson Combo: Peggy Stevenson, homemaker; Budd Dailey, m.c.; Jules

Huffman, vocalist. Pic ot left: Daily engages guests in participation caper




programing
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SAZ-TV

LOCAL PROGRAMING KEYED TO AREA’'S BROAD NEEDS

In television you don’t achieve stat-
ure as an authentic area station with-
out broad planning and persistent ef-
fort.

It is in the field of local programn-
ing that WSAZ-TV conspicuoushy gives
full meaning to the term. area station.

It was all there in the management «
early blueprint of objectives. [t was
there in the programing philosophy.
or credo, that the management adopt-
ed at the inception of WSAZ-TV. This
philosophy was basically as follows:

1. Operate as the hometown station
for every town in the whole area. Keep
vourzelf alert to their community in-
terest. problems and events and in-
eorporate as much of it as possible in
your daily schedule. via the news. spe.
cial events on film or live participa-
tion.

2. Whatever is of vital interest to
the viewer is of vital interest to 1
tv station. as a medium of not mereh
entertainment  but of enlightenment
and guidance.

3. In creating a program let the cost
and sales potential be of secondary
consideration; if you make a program
as good as you can you'll succeed in
selling it.

4. Anything the network can do in
the way of format and production we
can do better, and cheaper, and. above
all, give it the flavor of area accep-
tance.

WSAZ-TV has kept faith in these
precepts through the past five years.
Its acceptance today as an area sta-
tion is both deep-seated and conclu-
sive.

WSAZ-TV has been singularly suc-
cessful in creating local programs that
carry huge sales impact, but it takes
equal pride ir the distinctive job it

Martha Bailey

She's the culinary ex-
pert on '"'Maida's Kitch:
en whose recipes bring
average of 1,000 unso-

licited letters a weel

has done on the special events front.

Because of the inportance of this
facet of programing operations, WSAZ.-
TV maintains a considerable stafl of
both movie and still cameramen.

Besides a film crew in Huntington.
there’s one stationed in Charleston and
still another in Portsmouth. They re
maintained there not merelv to recor:
news events but to develop special
events features.

Something like thix. for instance:
The town of Mayvsville, Ky.. last March
put on a Rosemary Clooney Home-
coming Dayv. WSAZ.TV assigned a

newsreel crew to the event. broadcast

He's a solid rural bet!

Here's a show with an exceptionally
potent public service acceptance

in the WSAZ-TV coverage area that's
available for sponsorship:

DOWN ON THE FARM: Features
W. D. Click, best known personality

among farmers in the area not

PN T

merely as tv commentator but
because of his 25 years of service
as West Virginia farm agent.
"Farmer' Click and his tape machines,
movie camera, are important fixtures
at grange meetings, tobacco auctions,
county fa'rs, 4-H contests. Schedule:
Mon. thru Sat., 12:05-12:15 p.m.
Sold participating only.

the results and <ent a print of the film

to J. L.. Collins. an ofhcial of the Bank

of Maysville,

Wrote Mr. Collins to the <tation:

A lot of u~ here in Mavsville great-
I\ appreciated the interest vour nen
took in thi~ town on this oecasion. and
I personally want to thank you for
~ending this film to us. It wa~ shown
at the May~ville Rotary Club meetimg.
the Junior Chamber of Commerce
meeting and several <chool rooms and
to several different groups in homes.”

Here's another example of how
WSAZ-TN carries through as an area
station:

One of the top rating shows of i'-
entire schedule i~ “Star’s Parade of
Stars,” a WSAZ-T\ produced anatenr
hour. The program. though ~pon-ored
by a Huntington furniture store.
spreads its representation of participat-
ing amateurs as widelv as possible
over the station’s whole coverage area.
It bends <o far backward to stay flexi-
ble in this regard that often it looks
as though Huntington itself ha< rather
a meagre supply of amateurs.

WSAZ-TV implements it~ =ense of
responsibility and status as an area
station by maintaining a substantiaj
flow of local originations. Even though
it carries the programs of all four net-
works. WSAZ-T\ originates 114 pro-
grams a week, exclusive of special
events, These 114 programs add up to
26 hours a week.

Like the economy that characterizes
the WSAZ-TV coverage area. the man-
agement’s approach to local program-
ing is one of constant expansion. \nd
the payofl for these five years of pro-
eraming know-how: practically every
local program available for sponsor.
ship 1= sold out.

SATURDAY NIGHT JAMBOREE: DEAN STURM AND HIS HILLBILLY TROUPE REGULARLY COLLECT RATINGS IN THE MID-50'S
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STAR'S
PARADE
of STARS

ot
Lo
EATS wngary
-

TOP: "Parade of Stars,” a talent hunt type show, drew 90,000
pieces cf mail Ist |3 weeks; now averages 20,000 cards weekly

CENTER: "The OId Timer,”" whose influence with the young-
sters shows up in mountains of mail: favorite with mothers too

BOTTOM: "Twilight Time," pop music session P&G has found
very effective for introducing Gleem in ‘WSAZ-TY's aree

programing

These local shows have great sales records

Coffee Time: WSAZ TV 's No. 1 talewt and production mdertaking,
It s produoeced with a skill and flair that has prompted visiting Madison
Avenue agencymen to compare it with the best in network daytime pro
grawing, Deftly blends comedy, mnsie, audienee picrticipation aud womn
en’s poge clements. Iontegrated into the show's et are some S0 guests
seated at tables where they 're served coffee and donuts. Cast includes,
Budd Dailey, mee.; Jnle Huffman, vocalist; Brownie Beuson instramental
group; Swonee River Boys (harmony gquartet?; Peggy Ann Stevenson,
homenuiker, and Pat Fergnson an:l Catherine Cummings, who deal iu
ta<nons and interior decoration, Coffer Time has heen sold out prac
tically from its inception  Sept. 12, 19533 and the elients include Boscul
PProduets, Sertan Mattress, MeKesson Robbins, Youngstown Kitehens,
Starks Ploortown, Wheeler & Willinms,  Schedule: Mou., thru. Fri,
9 to 10 a.. '

Saturday Night Jamboree: In quality, ratings and personal appear-
draw, this troupe of country and western musie entertainers ranks with
the kingpins of that fiecld. Its last rating (Nlooper Jan. 1934) had it in
the high 30°s as tur as the Huntmgton-Chariestou arcas were coneerned,
awl you ean inagine from this how dense the tuue-in must have been
in the rural areas. Tickets tor studio attendance of the show are re-
served two aud three months in advanee and checkups at the door have
reveialed they come as fur as 5 miles away. Red Top Beer has spon
sored the troupe frow its advent on WSAZ TV and simulcasts it on
WRAZ., Cast: Deau Sturm, mee.; Gene MeKnight and his band, Odev
Crabtree, the Haylofters and Ralph Shannon and his band.  Schedule:
Sat., 7 7:30,

Parade of Stars: ’'urticipation wise, as well as viewership, this talent
it formnt is another prize example ot a true area show, The awmateurs
who compete for prizes, and o chanee to appear on Ted Mack's NBC
shrow, have heen drawn from as many as 112 counties in five states ( West
Virginia, Ohio, Kentuceky, Virginia and Tennessee). Write-ins determine
the weekly winners trow among the 10 to 12 participating aets per show,
and the first, second and third pliace winuers emerging from 13 weeks of
competition are sent to New York tor a Ted Mack audition. DParad:
brought 40,000 pieces of mail during the first 13-week eyvele. Now, in
its second eyxele, it pulls from 20,000 to 24,000 vote-cards a week., Bert
Shimp is the une. Star Furniture Co,, a lluntington eoneern, has been
the show's sponsor from the start. Sehiedule: Sun., 12 pal. Stmnleast
over WSAZ,

Maida's Kitchen: Clients have found this program not ouly a prodig-
ious wmover of goods hut a wodel of eulinary showwanship. Withous
overt effort it draws an average of [,000 yequests for reeipes o week.
The kitehen set is complete with Muallinsg Youngstown equipment and
I’hileo major appliamees in separate gas and clectrie sections. Presiding :
Martha Bailey, who, betore joining WSAZ TV, <peut three and a half
vears as lone cconomist with the arca’s power company, conducting
demonstrations throughout WSAZ TV < primary Tri State arca. Sehed
ule: Mon. thru Priday, 12:45 1:30 pum,

The Okl Timer: The impact of this personality among the voungsters
in WNAZ TV s area can be measured by these three facts: (1) his show
draws hetween 1,500 and 2,000 Ictters - unsolicited) a week trom parents
ax well ax ehildren: (20 when hie recently wmade o store personal appe:ar
ance tfor Poll ’arrot Shoes he got o turnout (e Huntington ot over 7.000
fans; and (3) on a reeent contest giving away a bievele a week he drew
26,2506 entries sy weeks, You 'l tind b an the Hooper ratmgs not
only i the wpper 20°< hut ontdrawing *“llowdy Doody. "' Sawple list
of sponsors: Coco Whents, Royal Crown €Cola, Selby Shoes, Pepsi Cola,
Carney Candy, Tastee Products. Format: Patter on birthdayvs, safety
rules, personal behavior cte., during serinlized westerns, Sehedule: Mon.
thru Fri., 35:30

The Vews Picture: Combined dav'’s efforts of news anud pictore staffs
come to top noteh foens on ths 6:493 7 paun, pertod, Mon, thru Friday,
with Nick Basso, director of news and spectit] events, as the personality
Rating is well in the 10°% Nold only on a participating hasis,

The Sports Eve: Sports roundup of the resieon and nation, with Budd
]i;li‘--'\’ on eannra, Long nonder Wiedemann Beer ‘s .\'l'()ll\'ﬂr-\'hi]'-

Down Viemory Lane: Swanee River Boys and Pete Matthews, me.
fuve hanilt this Sunday guarter hour  6:30 p.n.) nostalgia into high area
sreceptance, as attested by the maill Tnnes from the gashight era arc
sumrtlhy annotated and prodioced, Avml: Ble tor sponsorship.
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"The Camera Goes to School" looks like another winner of public service honors for WSAZ-TV

A REGIONAL FORCE IN PUBLIC SERVICE

WSAZ-TV s rec-
ord bears this deep
imprint: a sense of
consciousness
responsibility to
the diverse tastes

= and interests of

Bert C. Shimp the people within

Its coverage area.

The degree of importance that the
WSAZ-TV management accords pub-
lic service programing may be judged
by the fact that this phase of the oper-
ation entails the service of not one but
two department directors. The duties
of maintaining a broad and imagina-
tive assortment of public service pro-
graming are split between William T,
Romaine as director of public affairs
and Bert C. Shimp as director of edu-
cationial programs.

and

WSAZ-TV's work in the field of
public service has brought it hosts of
awards and citations from a wide di-
versity of organizations and groups.

Here are but three samples of this
type of programing:

THE CAMERA GOES TO SCHOOL.:
Scheduled twice a week. the set is the
conventional schoolroom. but the same
production resourcefulness is applied
to this series as prevails for WSAZ-
TV’s top local commercial programs.

CAPITOL CLOsSED CIRCUIT: A
weekly roundup on film of interviews
with Congressmen and Senators from
WSAZ-TV's coverage area on topics of
provocative and current interest.

PARSON'S STUDY: A twice week-
ly program of spiritual guidance and
problem talks by the Rev. Griffin Calla-
han. WSAZ-TV's religious advisor.

Region news-film-interviews welded by Nick Basso into region's most authoritative newscasts;
you're assured a saturation farm audience with Farmer "Bill'" Click's (r.) daily market quotes

L]
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Complete facilities
for all advertisers

Stadios

Studio One: 10 x 30 [eet, using o
RCA TK-30-A field cameras and one
RCA TV -1V studio caniera. Switch-
ing and control [ucilities are available
Jor a third camera. Facilities also for
100.000 watts of lighting. using Kliegle
light and Cleveland Switchboard dim
ming control panel.
Studio Two: 25 v 40 [eer with facilities
Jor same cameras as Studio One and
equipped with two complete Litchens

one electric and the other gas. Light-
ing and board equipment similar to
Studio One but awith 50.000 1catts.

Special effeets
9 x 12 [oot portable rear projection
screen and an & x 10 screen; special
effects prismatic lens adaptable for all

studio cameras and rear screen: cam-
era boom.

Filmm aud slide facilities
Two RCA TP-16-B projectors, one au-
tomatic selectoslide projector and Gray
Telojector, one Baloptican opaque pro-
jector. This equipment is utilized in
connection with two RCA TK-20-C
film cameras. with all latest devices.
Three completely equipped film proc-
essing booths for editing. with Movio-
la, Bell & Howell film projector. etc.

Photography department

Complete [actlities [or processing of
16 mm negative film [or news. special
events and commercials. one 16 mm
Auricon sound camera, two instanta-
neous Polaroid cameras, two 4 x 5
Speed Graphics, four 16 mm Bolex
cameras and one 4 x > commercial
Also Associated Press
transmitters.

riew camera
Jacsimile receiver and
which are used as portable sending
units from Charleston office and otlier

reniote locations.

Remote facilities

Completely equipped mobile unit s
available for special events. Remole
truck is equipped [or fwo field car
eras and complete control and

ing svystem f[or televising a

at remote locations, including remote

1-1":‘ I'l'o <

fransmitiing micro-wave
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WSAZ-TV FIVE MILESTONES MARK MANY
TV “FIRSTS,” EXPANSIONS OF SERVICE

When WSAZ TN went oo the air i
1919 3 adopted as its pledge of <ery-

e a famous Civil War phrase: “the

Fostest with the Mostest.”™ WS AZTY
ha< maore than lived up to this pledge,

In tlese five vears of operation
WSAZTY has achieved two conspic
vaus things=: 1 a brilliant record
as an area station i every hue mea-
~ure of the word, and (21 an ammazing
list of “fir-t<.” Ileve they are:

e [xt v stuation in West Vir-
ginin—October 11, 1919,

e Ist complete studio and mo-
bile small-¢ity  tv stndio in the
waorld.

o« 1=t suceessfully owned net-
work relay system in the world,

e st to operate super-power
post-freeze  transmitter—Aug. 6,
1952.

o st complete tv-radio prodne-
tion facilities under one roof in
West Virginia and the Ohio Val-
ley,  (This “*Center™ cost S600.-
000 1o alter. furnish and equip.)

e Ist member of NBC Color
Television Network,

e |st independent station to or-
der compatible  color television
cquipment—July 3. 1953, (Thix
cquipment was delivered in ecarly
February, 1951.)

In it~ efforts at giving the ayvea as
complete a television service as pos-i-
ble it wa~ natural thar WS\ZTV
wonld keep to 1he farefront on all
teelhmical developinents. IU's engineer-
ing ~tafl. numberimg 17 men. i~ per-
haps the Targest {for a local operation
in the country. Included in this num-
her are the crews that maintain the
network  mieroewave  svstem that
WSAZTV built for izell 10 Link Co-
[umbus, O.. with Hantington.

WaAZTTV S progress report on color
television spans these latest facts: The
station ha< alveady modified it~ Co-

Imubus-o-Huntington relay sy~tem and
transimitted for color and i< putting on
the ar all color programmg which =
available from \NBC. cWSAZTN g
the NBC primary for both Hunting-

ton and Charlestont, The station also

has on order full stndio color equip-
ment. including a color camera. and
plans 1o he in local color operation

thi~ [all.

\~ appreciative as it is of the many
awards~ that have come it~ wayv for
public service. programing and ~erv-
1wes Lo advertisers. WSAZTV 'S man-
agement =lll get~ itx higgest Lift from
the plandit= of viewers. Like this re-
cent one. for inslance, from Vs, Wil
Liam F. Markham. of Charleston. who
wrote:

1 wish 10 congratulate and thank
vou for the tremendous public <ervice
vou have given 1o the people in vour
viewing area. U i~ progress ~uch a~
vours that will. in the [uture. make
Hontington the hub of a great region-
al market.

“The wonderful reception plus vonr
mo:t [riendlv <tafl makes televiewing
a great pleasure.”

One wav (o measure the sales effec-
tiveness of an area station i~ lo ~can
a list showing the niore oy less distant
communmties  wheose merchan's have
used the staton to advertise to their
fellow townsmen.

Following is a state-hyv-state break-
down of outlyving communities whose
merchants have u~ed WS\Z-TV:

West irginia Gallivolis
Charleston PPortsimouth
Dlnetield Jackson
Madison Marictt:
l.ogan I'omeroy
Dieckley Kentuely
Oak 111l Ashiand
Uarkersbneg Russ<ell
Dunbar i Mt Rterling
Nt Albans i Salversville

o § I'ikeville
I routon I'aintsvill

National Sales Representatives: THE KATZ AGENCY, INC.

Now York o Chieago o Delroll « Allan®a « Kansas City » Dallas « San Franelsco s Los Angeles

THi pre erfatlm sas var be ) pr—
I i entirety by SPONSOR PREFSFN

TIONS  IN¢E

tler were Iaken hs AV
A\Y ) vl

Louwreace 1. Rogers

A delivered cxclusively by

.0, & General Vanazer
proneered toin th:
area and suyccceded i
serting local interests
ot all communities

1.. E. Kilpatrick
PP techmea’ director
aided in laving W SAZ-
Tl toundation - tathered

station’s notable net-

worl: relay  systear

C. Tom Garten

Asst. General Vanager:
also manager of W SNAZ
which he joined in 1916
business-wi<e, lLnows
this area thoroughly

Jawmes . Fergnson
Program manager: an
early W SNAZ-TI  staffer
who contributed much to
stetion’s unique record
in local programing

Elizabeth Counaty
Vational Sales Manager:
did programn production
and 1corl: lLefore camera

betore entry in selling

Ned R, Broolee

Production manager and
fm director: his film
service setup rated by
agencies as among best
and most efficient

Charles W, Diuliias

Promotion Manager:
clients like lnis 1way

of merchandising their
products at points of
sale and other tie-nps

Robert E. White

Local sales manager:
with starion since "32
and has done all his
selling, managing in

this Tri-Ntare Area

William R, Yurray

( harleston  Regional
Sales Manager: expert
in appliance distribu-
tion: general managed
tiwco  ~outhern stations

i




The indispensable equipment guide

What's in
the Color Edition

@ The RCA Color TV System
® What Color TV Means to the

Broadcaster

Television Transmitter
Operation with Color Signals

® How to Plan for Color TV

RCA Color Studio Camera,
TK-40A

RCA Color Slide Camera,
TK-4A

RCA Color Film Camera,
TK-25A

RCA 16mm Color Film
Projector, TP-20A

RCA Color TV Monitor, TM-10A
® RCA Colorplexer, TX-1A

Test Equipment for Color
Television R

» RCA Color Sync Generator
Equipment

» Video Amplifiers in Color
Signal Transmission

L}
I
1
]
I
)
|
|
L
I
1
%
1
I
|
|
1
I
I
1
|
I
I
|
1
|
[}
!
i
I
I
|
I
I
!
I
I
I
I
I
I
I
|
I
!
(
|
|
|
I
I
I
I
|
!
|

\x,

-

for every TV Station
planning color operations

This spEcIAL 80-page issue of RCA
Broadcast News has been prepared
specifically for the TV station man
who is getting ready to work with
color. Filled with authentic informa-
tion not found in its entirety any-
where else, this issue includes im-
portant facts you’ll want to know
about color Now . . . such as general
operating theory of the color telecast-

ing system, how to plan studios and
stations for color, types of equipments
and systems required, how to make
equipment changeovers for color.

Copies of this special color issue of
Broadcast News may be obtained
from your RCA Broadcast Sales
Representative. Or write Section 503,
RCA Engineering Products, Camden,
New Jersey.

The only 1009

engineering-operations journal
g for station men

Read by broadcasters and telecasters longer than any tech-
nical magazine of its kind in the industry, RCA BROADCAST
NEws is prepared specifically to keep station men up-to-
date on equipment-and-station operations. It includes
straight-to-the-point facts on planning installations, testing
and operating station equipment-—newsy stories about sta-
tions from the stations themselves—interesting articles on
“how-it-works”’ and ‘“how-to-do-it”> for the everyday job
—plus equipment information you can find in no other periodi
cal. RCA Broapcast NEws is published every other mor
Ask your RCA Broadcast Representative to put y 1

list to receive it regularly.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION

CAMDEN. N.J.



woens-Ty On aiv: I July 1911 CHANNEL 2
Pioneer exeeutives: William Paley, pres.. CBS, Inc. (now
chinnor ;s William AL Schade i, dire tv opers. Present
executives: Craig Lawrence. gen mgr. Present Class A
hr. rate: 81800, Original Class A hr. rate: $150. Present
set errculation: 4,177,000, Original set circulation: 9.000.
Present visual power: 33 kw. Present aurdl power: 22 kw.,
Tower height: 1,290 ft. Equipment: includes RCA, GPL.
Du Mont. GE. Vews: CBS Newsfilm, A, UP. INS, Pres-
ent sules rep: CBS TV Spot Sales.

WABT Un air: 1 July 1911 CHANNEL 1§
WHEN STARTED: 1JAN.'52: 1 JAN.'S54;
1. et ;'ir('ulution in kt... e 2,800,000, ..,.1,082,000

-

Evemmg Cluss A hir. rate. ... 83,750 ... ... .85,560°

3. 9 business {rom locul ndv cnn, 100G 165 .. 20
4. % business from nat’]l spot ... ... .wnone ... 19 53%
5. % business network ndv........ ... none.... 35%.. W27%
6. Y hours of net program ug .. . ... .none . 56%.. 559,
7. % hours local live shows.... e 1OOY 319, 30%
8. % hours film programing...........none A0 .. A5%
9. Number hours on air daily............ s RO LT 18

10. Number of employces........ wecotnhnown..... 16§ 250

*Cluss AN hr rage.

Pioneer executives: Brig. Gen. David Sarnoff. pres. RCA
(now chinn. bhd. NBC) ; Niles Trammell. pres. NBC; F. L.
Mullen. exec. v.p.: Alfred H. Morton. v.p. chg. tv; John
Royal. v.p.; Sidney Strotz. v.p.; 0. B. Hanson. v.p. and
chief engr. Present executives: Ilamilton Shea. gen. mgr.:
Ermest de la Ossa. stn, mgr. Estimated outer limit of tv
signal: 80 miles. Present visunal power: 14.5 kw. Present
cural power: 7.25 kw, Auth. visual power; auth. aurul
power: same. Tower height: 1,145 ft. Equipment: RCA,
GE. News: UP. AP, INS, NBC News Dept. Film sup-
pliers: NBC Syndicated. Ziv. MPTv, Sereen Gems. others.
Present sales rep: NBC Spot dales.

WOR-TV Oun air: 5 Octaber 1919 CHANNEL 9

WHEN STARTED: | JAN.'52: 1 JAN. '54;
1. Set circulation An mkt,.. . e 10,000 . 2.800,000. ... 1,082,000
2. Lvening Class A hr. rate... ... _— §1,500. .......81,500

% business from local adv.. .not sep.......not sep.. 259

4. 9 business from nat'l spot... MO NP 0] 8CP 0 TS T

5. % Dbusiness network adv... .none... .nene... none
6, liours of net programing. .nenc... .none...... ...none

7. %% hours local live shows.. 138309 000000033606
8. % hours film progruming... —_— S50-55%........35-30 7
9, Number liours on air daily. — 7

10, Numlper of employees.. ... Crevesesaneiies — 1035

Pioneer executives: Theodore C. Streibert, pres.; James
M. Gaines, v.p.; R C. Maddux, v.p. cales; J. R. Poppele,
chief engr. Present executives: T. F. O'Neil. pres.; Gordon
Gray. v.p. chg. WOR-AM-TV Div. Estimated outer limit
of tv signal: 60 wmiles. Present visuul power: 130 kw.
Present anral poicer: 65 kw. Auth. visual power, auth.
aural power: same. Tower height: 1.240 ft. Equipment:
Standard Electronies Corp.. Andrew Alford. News: L P,
Film suppliers: NBC TV Film, Ziv, MPTv, Unity, others,
Present sales rep: WORTY Sales: H-R Tv (West Coasti.

122 i AN On air: 15 June 1918 CHANNEL 11
WHEN STARTED: | JAN. '52: 1 JAN. "S4;

1. Net cirealation in nikt e 239,908 2,930,000.....3,93 1.800

2. Fvyening Cluss A hir ratee ...8800, ...81,500

3. Number hours on ar daily v B4 L2y,

4. Number of cmployees ... ABT A%

Pioneer executives: Robert L. Coe. mgr, and vop.: T L.
Howard, chief engr.: TL Marlowe. prog. mgr.: B. D. =al-
livan, sales mgr. Present executives: FoNML Flynn, pres.:
Fred M. Thrower. v.p.-gen. mgr. Present visual poicer:
100 kw. Present anral power: 50 kw. Auth. visual power:
auth. aural power: ~same. Fower height: 1108 ft. Equip-
ment: RCA. News: UP. Movietone. Film suppliers: MCA.
TPA. Present sales rep: Free & Peters,

ROCHESTER
CHANNEL &

1 JAN. 541

On air: 11 June 1919
WHEN STARTED: 1 JAN. '52:

WHAM-TY

125.000........209,000
S6U0H...

Set cirenlastion in nkt |

Evening Class A e rate...

3. % bumness from local ady . ., .00 . 309%

4. % buxiness from nat’l spot 369 .

5. ¢ business network adv.. . 31,

G, ¢ lhiours of net program ug . s SO I L/~ SOOI
7. ¢¢ hours local live sliows, . oo 5% e PR 18¢

S, % lhours filhn prograwing. . ...-....38%% ... e 28

%  Number hours on air daily...... ... 5. Vi,

10. Nuwuilier of employees

Pioneer executives: William Fay, vip. § gen. mgr.; Charles
Siverson, prog. dir.; John W. Kennedy. cominl. mgr.; Ken-
neth Gardner, dir. engrg.; George Driscoll, supvr. tv stu-
dio engrg. FEstimated outer limit of tv signal: 50 miles.
Present visual power: 23.4 kw. Present aural power: 11.7
kw. Auth. visual power: 100 kw. Auth. aural power: 50
kw. Tower height: 500 ft. Equipment: RCA. News: UP.
Film suppliers: Standard Tv, MPTv, Comet, Snader Tele-
scriptions, Vitapix, NBC TV Film, UP Movietone. Assist
advertisers in making film comm’ls. Yes. Present sales
rep: George P. Hollingbery.

SCHENECTADY

WRGEB  On air: 1 Decewber 1917 CHANNEL ¢
WHEN STARTED: 1 JAN. '52: 1 JAN. *54:

1. Set circulation in mkt.. - 301.750°

2. Evening Class A hir. roate.....ceee.... $210,.,0, .8300......... ....8750

3. 9% Dbusiness from local adv...........unknown,...28.8%..........29.5 %%

1. % business from nat’l spot......c..unknown,...28.8% .......... 34.3%%

5. % business network adv.....

6. % lwurs of net programing

7. %t hours local live sliows.....

R. 6 hours film programing....

9. Number hours on air daily..
10. Number of emplovees...., ...
*Ne( clrculation 356,100 as of 1 March 1{51

Pioneer executives: R. W. Welpott. mgr. stn.opers.. GE
stne. Dept.; AL G Zink, mgr. progs.; Caleb Paine.dir.
public affairs; Charles King, superv. studio floor opers.
Present executives: R. B. Hanna Jr., mgr.; R. W, Welpott,
mgr. stn.opers. Estimated outer limit of tv signal: 90
miles. Present visual power: 93 kw. Present aural power:
17 kw. Auth. visual power: auth. aural power; same,
Tower height: 1.200 ft. Equipment: GE. News: UP, AP.
Filin-suppliers: majority of major distributors. Assist ad-
vertisers in making filmt comni’ls: Yes. Present sales rep:
NBC Spot Sales.

SYRACUSE

WIHEN  On aiv: I December 1918 CHANNEL 8
WHEN STARTED: 1 JAN, *52: 1JAN, '54:

1. Set ¢irculation in mkt . O e, 106,021.......273,750

2 FEvening Class A hir. rate... L FIR0 L 8500 2650

3. O Dbusiness from Jeeal adv........ it 4L SRR § [ AR e e 236

4. ¢ Dbusinesx from uat’l spot..... L1OC 33 e el 38%

5. ¢4 business network adv.... 90 ... 36 ........ ....39¢

G, <% hours of net progranvng........ 0% e 607 ... 66 ¢

7. 7% hours local live shows....... PN b KO RORrOrors s Z e 109

8. ¢ hours film programing...... 1§ LA 23 e 024

9. Number hours on air daily... .5 .inee D BB el 15.5

10. Number of employees......,.. e 2B A 20 50

Pioneer executives: Payson Hall. treas., Meredith Svracu-e
Tv Corp. (now dir. radio & tv and treas.. Meredith Pub-
lishing) : Paul \danti. gen. mgr. (now v.p. and gen. mgr.) ;
William 1. Bell. comm’t mer. Estimuted outer lintit of tv
signal: 90 miles. Present visual power: 190 kw. Present
aural power: 100 kw. Auth. rvisual power: auth. aural
power: same. Tower height: 941 ft. Equipment: GE
tran=mitter: RCA camera=: Blaw-knox tower: G an-
tenna. News: U0 Filim suppliers: Contracts with almost
all. Assist advertisers in making film eomni’ls: Yes. Pres-
ent sales rep: The Katz Ageney.

(’lease turn to page 86)




The ONE and ONLY television station
in the nation’s 9th largest market which
operates with the MAXIMUM POWER

authorized by the Federal Communications Commission ..

KSD-TV

The St. Louis Post-Dispatch Television Station

0,000 WATTS

on easy-fo-tune

I ery High Frequency Channel 5
o

KSD-TV is America's FIRST completely postwar
equipped television station . . . established on
February 8, 1947 . . . and the FIRST CHOICE of
advertisers who have products and services to
sell o the St. Louis Market.

L 4
NBC TELEVISION NETWORK
National Advertising Representative: NBC SPOT SALES

19 APRIL 1954

85



WSYR-FVY Owair: I3 February 1950 CHANNEL 3
WHEN STARTED: | JAN '52: | JAN ’'54:
. 273,350

I Set ¢irculaton in mkt 160,226,

2 Faemuyg C ase A hr rate . B350 . 8630
4 ' burtpness from local ady e 1O 2D LRG0
- o bustiens from nuat't wpot 107 ISR 1] LAV | XU
) ¢ businers jfieiwork ady CBOG, B0 a3
B hanrs of Bet prograning R I S 637 D8
T ¢ hours loeal Bve vhows . . hone. .. 150, .. . 2200

hours tilng progeouringe | OSSN 20 2539
% Namber koues ohouwir dathy [P 13 8

Pioneer executives: .. R. Vadeboncoeur, pres. and gen.
wer.: William Rothrnm, vop. in chg, prog.: Armand G,
Belle Isle, v.p.in chg, engrg.; Willlam R. Alford, dir. of
sales. Estimated outer limit of tv signal: 75 miles. Present
visnal power: 100 kw. Present aural power: 50 kw. Auth.
visnal power: auth. aural power: same. TFTower height:
LOOO ft. News: UP INS. Filn suppliers: MPTv. Unity.
Assist alvertisers in making film comm’ls: Yes. Present
sules rep: lleadlev-Reed Ty, Kettel-Carter (Boston) .,

UTICA

WKTY On air: 1 December 1918 CHANNEL 13
Pioneer executives: Myron ], Kallet, pres.; Michael J.
Fusca. gew. mgr.; Deforest T Layton Jr., chief engr.
Present Class A hr. rate: SA75. Present rvisual power:
180.9 kw. Present aural power: 100 kw. Tower height:
790 [ Equipment: RCA. G News: UL Present sales
rep: Donald Cooke,

N ORTH CAROLINA

CHARLOTTE

CHANNEL 3
1 JAN, '54:

wnrh On air: 15 duly 1919

WHEN STARTED: 1 JAN, *52:

C e 106

Set cireutation in ikt e L1701 130,873,916

I.
2. Evening Chiss A hr. rute.. 830000 8TR0
3. ¢ business from locw] ady.. 224
A, ¢ business from nat'l spot... 21.5 3.3 S1.8%
.0 ¢ business network advo 0B 32,87 .. 3.2¢
6. % hours of net programing............37 Y
7 hours local Hyve shows. .. By 29
X €7 hours film programing......,...... E 23.4 57,
9. Number hours on air daily..... ... 8- Y

10, Number of employees oo 20 B e 18
Number part-time employees® 100 23 L 03

Tootu q] whe carey  deuble tupetton with AWIT.

Pioneer executives: Charles Crutchfield. gen. mygr. & exec,
v.p.: Larry Walker. asst. gen. mgr.: ). Robert Coviugton.
v.p. charge sales & prom.:; Kennetl 1. Tredwell. v.p. charge
progs. & public rels.: Kenneth Spicer. contr. § asst. secy.:
Wallace Jorgenson. gen. sls. mgr.: M. ). Minor. chief engr.
Estimated outer limit of tv signal: 100 miles, Present
visnal power: 100 kw. Present aural power: 60.3 kw. Auth,
visual power; anth. aural pouner: same. Equipment: RCA\.
GE. News. UP Movietone. Filin suppliers: NPTV, Sterling.
Official. Standard. CBS Syvadicated.  Assist advertisers in
making film conun’ls: Yes. Present sales rep: CBS TV
Spot Sales,

o VNeterans of the hroadeasting industry will read
sad stories in between some af the listings on
these pages. In many cases stations whose nares
do not appear muong the 108 just missed hecoming
pre-freeze stations by a matter of davs or weeks,
Several stations, in fact. had purchased virtually
complete sets of equipment when the freeze cante.
These stations had to sit it out for a period of four
vears while tv o grew np all aronnd theni

GRELENSBORO
WEWY-TV Oun air: 22 September 1919 CHANNEL 2

WHEN STARTED: | JAN.’52: [ JAN. '54:

unhnown..... 97,605, .. ...

Set circolation i mkr .210,000

2 hvening Cass N bro rate. . .. SIS O 1:-12 €100 8300
3% bumness from loend ady o ol 290 L 28350 e 28

3 ¢ Lusipess from nat'l spot.... ... 28 oo, WG ... 19

5.0 % businpes petwork adviieen 289 2850 269

G. % hours of net prograu g .o 03 cvenei e BV e 60

T ¢ hours lenl five shawr L BG83 209

R, % hours tihn Dprogramnsy ... SN LY AN X 7 A 20%

% Nuwmber hours on air duaibly.... 1 B RRURRORRORITE F: SURIUIRRRRROR ¥
10 Nutmber of employees. oo B3 i a3 0 ciiiee o0 33

Pioneer executives: Gaines Kelley, gen. and comml. mgr.;
T. W, Austin. prog. dir.; Norman Gittleson, prom. mgr.;
James I". Winecofl. chief engr. Estimated outer himit of
tv signal: 80 miles. Present visual power: 10.7 kw. Pres-
ent aural power: 8.3 kw. Auth. visual power: 100 kw.
Auth. aural power: 50 kw. Tower height: 470 fi. Equip-
ment: Du Mont. Nens: UP. Film suppliers: majority of
major distributors.  Assist advertisers in making  filin
comm’ls: Yes. Present sales rep: Harrington, Righter &

Par<on-.
OHIO 5 -
CINCINN AT
WwWCecro-Tv On air: 26 Jnly 1919 CHANNEL 9
WHEN STARTED: | JAN. '52: 1 JAN."54:
2 Evening Cass A hr, raten... ... 28.5300........329.000 . 130,000
1. Net eirenlation in mKto......... ...8350...........8830.............8850
3. % business from loent 0dv e 910 . 32,93 L. 26.03
1. £ business from nat’l spot. e 3.3397 0039729 ... 43.01 C¢
5. ¢ business network advo.. . ...3.0606% ... 27.357 ..c.0r..30.96
6. C7 hours of net prog-am ug.. . D37V eneen. 2302 e 26.615
7. ¢ hours local Hve shows............... 63,609 ... 38,7700 ........45.31C,
R, ¢ hownrs it programing..... 25.03% ... 37.819 . 28.02¢%

AT ATy

...110

4. Number hours o air dajly.
10. Nuambher of employees. ...

Pioneer executives: M. C. Walters, v.p. and gen. mgr.;
Ilarry LeBrun, tv stu. dir. (now asst, gen. mgr.) ; Ed Wes-
ton, prog. dir. (now asst. to gen. mgr.): Glenn C. Miller,
nat’l sales mgr. Esumated outer limit of tv signal: 80
miles. Present visual power: 250 kw. Present aural pow-
er: 130 kw. Auth. visual power: 316 kw. Auth. aural pow-
er: 100 kw. Tower height: 570 ft. Equipment: RCA. GE.
News: UP. Film suppliers: majority of major distributors.

Assist advertisers in making film comm’ls: Occasionally.

Present sales rep: Branham Co.

WKRC-TV On airv: | April 1919 CHANNEL 12
WHEN STARTED: | JAN. '52: I JAN. °54;

1. Set circulation v mkt, et 030,000, ,....329,000........ 180.000

2. Evening Chiss A hr Fitceie $3300 LW 8T00. . £850

3. % business from locul adv.. e .82.3% ........15.2%%..... .. 82,96

1. € business from 't spot. el SOV 22,27 ..........33.1 %%

“

% business network ailv.... .
¢ hours of n¢t progruming
“¢ hours Incul live shows.....

=~ ¢ lhours ilm programing ...
9. Number hours on air daily.........

16 %

Pioneer executives: Halbert Taft Jr.. mgr. (now pres. Ra-

dio Cincinnatir: L. V., Latham. sales mgr. (now gen.
mgr.): George Wilson. chief engr.: Dorothy S, Murphy,
treas, Radio Cincinnani. Estimated outer limit of tv signal:
00 miles. Present visnal power: 250 kw. Present aural
power: 125 kw, Auth. visual power: 310 kw. Auth. aural
power: 195 kw. Tower height: 612 ft. Equipment: GE,
RCA. News: AP UL, Film suppliers: UTI’. Winik Filins.
Assist advertisers in making filn comun’ls: Yes. Present
sales rep: The KNalz Agency,

(Vlease turn (o page 90 )
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l e . " Jacksonville's Railway Express terminal
o

-

s —— B s one of the largest under one roof
‘ . - in the U.S., handling 8,000,000

E. pieces during 1953, including
b more perishables than any other terminal.
P WY /5 1953 payroll exceeded $2,000,000.

i

Photographs courtesy ™%

lof Jacksonville = | A T H I S l S
??Railway Express Agency Ve e l

JACKSONVILLE \

... WMBR is Jacksonville’s FLORIDA... |
Express center of

the southeast.

|

most-listened-to
radio station
h ...and WMBR-TV is

Florida’s most powerful WM B R

television station! AM-EM- v

— S —— ———

Source; Latest Pulse Reports

Represented by CBS Radio
and Television Spot Sales



The capital cities of the world.

SUBJECT: Incredible exploits of American Intelligence]
in the continuing fight for freedom.

METHOD: Semi-documentary. Based on true accounts of
espionage and intrigue.

Dedicated to the men and women of America who win the
key battles in the never-ending war against oppression!

All the world loves a spy story.

J “The Lady Vanishes'’, ‘‘The 39 Steps”’, ‘‘The Third Man”’, ‘‘Five Fingers'’,

:‘ “The House on 92nd St.”—all were whopping successes at the
" Box Office. And now SECRET FILE U.S.A., filmed in the great tradition
of these classic espionage tales, is ready to make television history!

Shot abroad with painstaking realism, produced by & master of
suspense, each 2 hour complete story is taut, tense and
thrilling. Here is an unusual opportunity for regional and local
sponsors to build high ratings fast—at amazingly low costs.

And what a natural for potent merchandising! We've got an armful
of hard hitting, practical plans that will make your selling
area sit up and buy! Call PLaza 7-0100 now and get
an audition print on your desk tomorrow.

JUST RELEASED FOR FIRST RUN SPONSORSHIP IN ALL TV MARKETS!

AMERICA’S LEADING DISTRIBUTOR OF QUALITY TV FILMS

Y FILMS inc.

25 W. 45 ST., NEW YORK 36 - PL 7-0100




Starring

ROBERT ALDA

. ‘ ROBERT ALDA, swashbuckling hero of screen, dg
and television, plays the leading role of
Colonel Bill Morgan, ace Intelligence agent.

[ 9
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WIW.T Oun air: 9 Febrnary 1918 CHANMNNEL 5
WHEN STARTED: [ JAN.’52: 1 JAN. '54:
V. Set circulation o mkt % L300 0 329 aaa 431,000
2. Fyening Cluse A hr rate — &850, .. .. BR5Q
‘I, 4% business from leeasl ndy e BT LB T 30897,
. ¢ business from aeal’)l spot.... ... 209 ... 26.3% LL25.4C0
€% bunsiness networkh ndy. 10,3 BTG L3014
6. ¢ lhours uf net prograinng.. . none. LABB Y BT
% hours local hyve shiown, .. B0 L2 3 200
. % hours fllm programing...........50%.. ... 272 ... 28.2°¢
4 Number honrs on nir daily. BT TR 178, .. .18,
10 Number of employces | B S 130 . 137

Pioneer executives: Jumes 1), Shouse. ol of hd.: Rob-
ert . Dunville, pres.; Harry Macon Swith, v.p. chy. sales;
R. J. Rockwell. v.p. chg. engrg. Present visual power: 100
hw Present aural power: 50 kw. Auth. visual power; auth,
aural poiwer: same. Tower height: 500 fi. (677 fi. above
average terrain).  Fquipment: RCA. U
Telenews. Film suppliers: MIVT'v. Unity. Atlas. Ziv. United
Ty and others. Present sales rep: Crosley Broadeasting

News:

Corp.

CLEVELAND

WEWS  On air: 17 DBDecember 1917 CHANNEL 5
WHEN STARTED: I JAN, '52: I JAN.'5:
1 Set eirenlation in mket. o200, L 50T.002. H31.280°
2 Fvening Class & hr, rate L8200 SO50 L 89530
% business from local wdv SV 23 23
t % business from nat’l spot.., 19 e IS 380
¢ business network adv......... Comone. 32 B
. T hours of net programing. _none O ¥ 7
7. 7 hours loenl live shows.......n.. 390 g
s % hours film programing.............11% I L AU
9. Number hours on air daily..... U 1 VORI ¥ % 7S B

10 Number of employers....oveeeernenees TO e bvniiin 0 9D

‘Clreulstion now 1,020,982

Pioneer executives: James C. Hanrahan, gen. mgr.; J.
Harrison Hartley. «tn. dir.; Joseph B. Epperson. clief
engr. Estimated outer limit of tv signal: 110 miles. Pres-
ent visual power: 93 kw. Present aural power: 47 kw.
Auth. visual power: auth. aural power: same. Tower
height: 1.020 fi. Equipment: RCA. News: UP. Film sup-
pliers: Quality Films, MCA Tv. Bagnall. Tv Exploitation,
CBs Films, Unity Tv, Alexander, Major Tv, Argyle Tv,
Du Mont Tv, Hygo Films, Screencraflt. Assist advertisers
in making film comm’ls: No. Present sales rep: Branham

C().

WNBK On air: 31 October 1918 CHANNEL ¢
WHEN STARTED: | JAN '52: I JAN. '54:
Set circulation in mkt.. verrenrenene 30O0V0L L LF6BT.H692,... ... 831.280

1
2. Evening Class A hr rate... 81,000.,........ 81,100

t. % Dbusiness from local adv . 1O 190
4. % business from nut’l spot.......... Y ) L4
3 ¢ business network ndv.o.l T oreionn 31 CE
6. % hwurs of net programing..,......... — e T 167,
7. ¢t honrs loenl Hyve shows.eneene.s — e LV i, i R4
K. € hours film programing........ e — e .3 A P X4
2. Number hours on air daily... Wi, I8 % e, 18 %
10, Number of emplovees., o 130000 ... 2000 1o3

Proneer executives: N, E. “Eddie” leonard, Cleveland
NBC Engr.-in-Charge. Present executives: Llovd E. Y ader,
gen. mgr. Estimated outer imit of tv signal: 75 miles,
Present visual powcer: 39 kw. Present aural poicer: 20 kw.
Auth. visual powcer: 100 kw. Auth. aural power: 50 kw.
Tower height: 1.000 ft. Equipment: RCA. Vews: A U]
INS Facsimile. Assist advertisers in making film comm’ls:
Yes. Present sales rep: NBC Spot Sales,

WXEL  Owair: 17 Deceamher 1919 CHANMEL 8
Pioneer executives: Herbert Maver, pres. and gen. mgr.:
Franklin Snvder, camml. mgr.: Russell Speirs. prog. dir.:

Thomas B. Friedman. chief engr. Present Class A hr. rate:

INS,

S900. Present visual poicer: 15 kw. Present aural power:
22.5 kw. Tower height: 1.000 ft. Equipment: GE. News:
L, AP, INS, Present sales rep: The Katz Agency.

COLUMIRBILS

WEBNS-TY On air: 53 October 1949 CHANNEL 10
WHEN STARTED: 1JAN.'52; 1 JAN.'54:

1 >et circulation sn mkt, ...50,600........ v 313,709

2 Fayeming Coasn A br. rate... . 2200, RT00............ L7840

B 7% bukiness from loeal ady . LB . 33.9¢ e....... 26.7%

L % business from nat’l rpot 23T e $O2 eV,

5 ‘% bLusiness network adv... .. L83 % 0. 25.9% ... L2890

. 2% hours of net programing.,. ... 190 ..., .31 % . 31

7. % hours local live shows,......., ... 18% 0. 28% ... 23

. %% hours film pregraming...... B3 28 260,

4. Number hours on air daily... AV 0 I I K7 ROUpe ¥ )

10. Number of cmployees.......... 33 el VO 1K

Pioneer executives: Richard A. Borel. gen. mgr.: Robert
D. Thamas. sales augr.; Jerome R. Reeves. prog. dir.;
Lester . Nafzger. chiefl engr. Estimated outer limit of
te signal: 75 wiles. Present visual power: 219 kw. Present
aural power: 123 kw. Auth. visual power; auth. aural
power: same. Tower height: 375 ft. Equipment: RCA.
News: AP, Film suppliers: majority of major distributors.
Assist advertisers in making filtm comm’ls: Yes. Present
sales rep: Blair Tv,

WELW-C Ou air: 1 April 1949 CHANNEL §
WHEN STARTED: fJAN.'52: L JAN. ‘547

1. Set circulation m mkt.. ...

2, Evening Class A hr, rate..

3. % business from loenl adv............ E

1. O Dbusiness from mnt’l spot......

5. % business network adv............. 10 L . 11y S, 106%

6. 4% hours of net progruming......... fone...... PRURY Y6 X/ SOOI % o)

T. % hours local live shows......... .....253 % cioveeeenns 15 G mirinannenns 10

. %% hours film programing........... 75

9. Number hours on air daily. .
10. Number of vinplovees......... T

Pioneer executives: James Leonard. v.p. and gen. mgr.;
George Henderson. dir. of sales: Walter Jacobs, prog. dir.;
Charles Sloan. chief engr. Estimated outer limit of tv
signal: 05 wiles. Present visual power: 26 kw. Present
aural power: 13 kw. Auth. visual power: 100 kw. Auth.
aural power. 50 hw. Tower height: 193 fi. Fquipment:
RCA. News: UP. INS Facsimile. Assist advertisers in
making film comm’ls: Yes. Present sales rep: Crosley
Broadcasting.

WTYN Ou air: 30 August 1519 CHANNEL 6

WHEN STARTED: 1 JAN. *52; I JAN. '54¢

1. Set eirculation in mkt... vere e TR0 260.000........339,450
2. Evening Class A hr. rate.. ... co———. ... BH675. e FR00

b 2 business from local adv ...

1. % business from nat’} spot..........

3. % Dusiness network adv.............

G, ¢ honrs of net programing

7. ‘¢ hours local live shows......

X, ¢ hours film programing....
9 Nummber hours on aiv daily....
10, Number of employees

Pioneer executives: Edward Lamb. former owner and pres.,
sald stn. to Radio Cincinnati. present owners. in Feb.
1953. Estimated outer limit of tv signal: 50 miles. Pres-
ent visual poiwer: 19.8 kw. Present aural power: 10 kw.
futh. visual power: 100 kw. Auth. aural power: 50 kw.
Tower height: 027 ft. Equipment: RCA. News: AP. UP
Fax Movietone. Film suppliers: \BC Film Div.. MPTv,
Station Distvibutors,  Assist advertisers in making film.
comm’ls: Yes. Present sales rep: The Katz Agency,

Please turn to page 92)
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the A=K family
of TV stations. ..

Bakersfield
Duiuth-Superior
Erie

Kalamazoo-
Grand Rapids

Knoxville
Lincoln, Nebraska
Lubbock.

Macon, Georgia
New York
Oklahoma City
Phoenix

Pine Bluff-little Rock
Portland, Maine
Portland, Oregon
Pueblo

Cuincy, lllinois
Raleigh-Durham

Roanoke

KERO-TV

KDAL-TV
WSEE

WKZO-Tv
WROL-TV
KOLN-TV
KDUB-TV
WMAZ-TV
WABD
KWTV
KiYL-tv
KATV
WGAN-TV
KOIN-TV
KCSJ-TV
WGEM-TV
WNAO-TV
WSLS-TV

Rock Island-Davenport WHBF-TV
Steubenville-Wheeling WSTV-TV

Wilkes-Barre-Scranton

WILK-TV

Y

H

E

O R

NEW YORK
SAN FRANCISCO

¢

e

‘this Television

1S a
complicated

business...”

Now, there’s the understatement of the year!
Putting a TV station on the air these days
requires evervthing from an MIT ¢raduate to

an Arabian fortuneteller!

But. above all, it requires a station
representative fully aware of the complexities
of engineering. programming and selling

a TV =tation.

\verv-Kuodel has been representing

TV «tations from the beginuing of commercial
television. This representation has extended
far bevond the usual limits into counsel

on studio construction, purchase of equipment,

selection of station personnel and
establishment of commereial poliey .. . and.

above all. dayv-m and dav-out selling.

These are important reasons \\']1}' some of
America’s most alert TV station

operators have joined hands with . . .

P O R A ¥

CHICAGO e

ATLANTA

LOS ANGELES e DALLAS

9



"DAYTON

WHIO-TV Ou air: 23 February 1919 CHANNEL 7

WHEN STARTED: 1| JAN '52: 1 JAN 54

1 Set eirculution i miht eee 5,004y 115,102 637,330
2 Evening Cluss A br rate e X200 . .8750. 8750

1 Number honrs on air dmily .. 8 16. 18

J Number of cuployess..... ... [ Y0 38

Pioneer evecutives: J. Leonard Reinsclr. nmg. dir.. Cox
Radio & Tv Stations: Bob Moody, gen, mgr.: Ernest Ad-
ams, chief engr.; larvey Young, comml. mer. Estimated
outer limit of tv signal: Y0 miles. Present visual power:
316 kw. Present aural power: 158 kw. Auth. visual pou-
er; auth aural power: same. Tower height: 1,104 ft.
Equipment: RCA. Blaw, Knox. News: UP. Film sup-
pliers: MITv. Assist advertisers in making film comu’ls:
No. Present sales rep: George I, ollingbery Co.
WILW-D On wir: 15 March 1919 CHARNKEL 2
Pioneer executives: R. L. Dunville, v.p. and gen. mgr.;
VLN Terry. vop. che. v, Present executives: 11, I, Lasker,
gen. mgr. Present Class A hr. rate: 2675, Present visual
power: 100 kw. Present aural power: 50 kw. Tower
height: 510 ft. Equipment: RCA. News: UP. Present
sales rep: Crosley Broadeasting Corp.

TOLEDO

WsPePD-Tv OGu giv: 21 July 1918 CHANNEE 13
WHEN STARTED: | JAN. '52: I JAN.’54:

1. Set circulation in mkt. crenenn 1800 118000 280,000

2 ILFvening Class A hr. rate.. e S300 S000..... ... 8750

3. % business from local adv .85 ... . ... 13 erenriire . 33 0%

4 ¢ business from nat'l spot..... ... 1067 30 353

D. o business network adv.............. O.vvienveeeneenn 2367 L. 3077

6. % hours of net progruming.......... R e 30% 13

7. % hours lacal live shows........ e TOTT 33 SO 1

R, ¢ hounrs film programing...... C28CE o337 cercnenne e 25

9. Number hours on mir daliv........ o (Onpapancoconooonan 10............ 13

10. Number of emiployees.......cie 33 iiieeeennd520ieie e 60

Pioneer executives: George B. Storer. pres.: E. Y. Flani-
gan, mng. dir. (deceased). Present executives: Allen L.
Haid. v.p.-mng. dir. Estimated outer hmit of tv signal:
40 miles. Present visual power: 24.5 kw. Present aural
power: 12.5 kw. Auth. visual power: 316 kw. Auth. aural
power: 160 kw. Tower height: 590 ft. Fquipment: RCA,
News: U, INS Telenews. Film supplers: majority of
major distributurs.  Assist advertisers in making film
comm’ls: Yes. Present sales rep: The Katz Ageney.

O KLAHOMAZ¥

OKLANIGYA (] l_’!

WKY-TV On air: 6 June 1919 CIEANNEL |
WHEN STARTED" 1 JAN. '52: 1 JAN.'54:

I. Set circulation in mkt e 3391 113,228,025 1.742
2. Evening Class A hr, rute . £200.......... $500., ..&750
1. 67 husiness from loeal adv e 81, .. 26 .. 37%

7 Lnsiness from nat’l spot ... 157 .. ... 2807 . i
3. % lmsiness network adv.. . 14 297, L1907
G. % honrs of net programing . ... e——— Rt 59 A9 B
7. % hours loeal live showx —— ...30°07 L2350,
A€, hours tilm programing — 257% .. 28.5¢€
9. Number hours on air daily . AT %, 17 %
10, Nnwmber of cmployees........ 22 03...... LR}

Pionecr executives: P. A. Sugg. exec. v.p. & stn. mgr.:
Hoyt Andres. asst. stn. mgr.: Engene B. Dodson, admin.
asst.: Robert Olson. prog. mgr.: Keith Mathers, asst. prog.
mgr. & film dir.: Rohert Doty. produ. supvr. tall =il with
stu.).  Estimated outer Hmit of tr signal: 100 miles,
Present visual power: 100 kw. Present aural power: (0
kw. Auth. visnal power: auth. aural power: same. Tower
height: 975 ft. Equipment: RCA. News: L1’ Fox Movie-

tone. AP. UP. Filn supphiers: Republic Pictures. Major
Tv Prodns.. Fleetwood Films. others, Assist advertisers in
making film comm’ls: Yes. Present sales rep: The Katz
Agency,

TULSA

KoTV On air: 22 October 1949 CHANNEL 6
Pioneer executives: George E. Cameron Jr.. chief owner;
Maria llelen Alvarez. pres. and gen. mgr.; John Hill. v.p.
and comml. mgr.: Ronald C. Oxford. prog. dir.; George
Jacobs, chief engr. Present Class A hr. rate: $600. Pres.
ent visual power: 100 kw. Present aural power: 0.3 kw.

Tower height: 1.270 ft. FEquipment: RCA. News: UP.

Present sales rep: Ldward Petry & Co.

, * PENNSYLY ANIA =

ERILE

wICU On air: 15 March 1919 CHANNEL B2
WHEN STARTED: 1 JAN. *52: I JAN. *54:

1. Set circulation = mkt.. L 1.800.......... 100,000........208.500

2. Evening Class A hr rate...... L8130..........8300............8700

3. % business from local adv...........28.78% .....27.78% ........ 28.185

4. % business from nat’l spot...........30.200 ....... 3777 e ...33.91 ¢

5 % DbLusiness network adv..... 1102 L3083 L 7.619,

G, Fe bours of Nt Programing... ....532% ... | 3L 2%

7. % hours local live shows....... ........ 31 iiis 33 wee 13

X, % hours film programing... .. AT T iiiiee. 23 G eiiennnnn.. 1368

9. Number liours on uair daily i JUUDROR ¥ 7 AR 17

10. Number of cmployces., . 23.. T 7 - 1 |

Ploneer executives: Edward Lamb. pres.: Ben McLaugh-
lin, gen. mgr.; Karl Nelson. comml. mgr. Estimated outer
himit of tv signal: 50 miles. Present visual power: 30 kw.
Present aural power: 15 kw. Auth. visual power: 2 kw.
Auth. aural power: 1.5 kw. (Requests 248 kw visual, 158
kw aural.) Tower height: 309 ft. Equipment: Du Mont.
News: AP. Filhn supphiers: Midwest Tv. MPTv." Present
sales rep: Edward Petrv & Co.

JOIINSTOWN

WJIAC-TY On air: 15 September 1949 CHANKNEL 6
WHEN STARTED: [ JAN.'52: | JAN.'54:

Set circuliation in mkt .
Evening Class A br rate...
% business from locul adv .. .........
% business from nat’l spot
business network adv.....
% hours of nmet programing ... ...
Se hours local live shows..... ... ...,
8. %% hours film programing.. ... ...
0. Number hours on air daily..
10. Number of employees............... .

“wo -

o
~
&l

R

Pionecr executives: Walter W. Krebs. pres.: Alvin D.
Schrott, treas. and gen. mgr.: Frank P. Cummins. prog.
mgr.: Nevin L. Straub. tech. dir.: Theodore Campbell,
chief engr. Estimated outer limit of tv signal: 65 miles.
Present visual power: 70 kw. Present aural power: 35 kw.
Auth. visual power: auth. aural power: same. Tower
height: 1.120 fr. Equipment: RCA. News: AP. UP. Assist
advertisers in making film comm’ls: Yes. [resent sales
rep: The Katz Agency.

LANCASTER

WGAL-TY On air: I June 1919 CHANNEL 8

I Set circulation in mkt, .. [TRRTONNE : I 1 1 SURUNOI 130,804........ 281,476
2 Evening Class A br rate. ... 2200........... £600............. 8750
Number hours on air daily............ 6. e | SR 18

Pioneer evecutives: Clair R. McCollongh, pres. and gen.

(Data for (his staiion continues paze 94%)
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First
with the Finest

in Television
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Here's great news for every sales manager interested

in selling the Pittsburgh Market! WDTV has now increased
its power from 16.6 kilowatts to 100 kilowatts—an actual
four-times increase in transmitting power. This means far
better reception for WDTV's loyal viewers in over
800,000 homes. But even more important is the vast new,
untapped market, many miles beyond the previous limits

of WDTV, now reached by this increase in power!

WDTV

CHANNEL

1 GATEWAY CENTER
PITTSBURGH 22, PA.

Owned and Operated by Allen B. DuMont Laboratories, Inc



’

/I\\ WGALTY (cont’d)

‘mer.: J. Robert Gulick, as<t. gen. mgr.: Harold E. Viller.
st angr.: Paul C. Rodenhanser, prag. dir.: J. E. Mathiot,
tech. dir. Present visual power: 7.2 kw. Present aural
power: 3.0 kw. Awvth. viswal power: 316 kw. Auth. aural
power: 156 kw. Tower height: 1523 ft. Equipment: RCA.
News: UL INSD Fidme suppliers: majority of wajor dis
tributors, Assist advertisers in making film conun’ls: Yes,
Present sales rep: Nleeher Th,

PHILADELPRILA

WOCAL-TY On aiv: 13 March 1918 CHANNEL 0

WHEN STARTED® t JAN '523 1 JAN °‘S4:

1 Ret virculatan in ikt L33.000 0 1,001,000 ... 1,5393.000
2 Fayenming Class A hr rate 8200 §1.5300 . §1.800
¢ business from loeal udy e BL20CE L s0] .23
I ‘¢ business from nat’l «pot RSO 1 10 1 ANV 3 L B2 18,

¢ business network ady 11.29 206, . . .27
6. ¢ hours of net progrom.ug.. .30 : 15 5314
¢ hours local live showe.. 52 384
~ ‘¢ haurs tilm prograning . L TR 287,
0. Number hours on niv duily e 14 17 %
10, Number of cmployees R 1) N 255

19750 tiguares

Pioneer executives: Ben Larson. mgr. (wow pres.. KDYL-
TV, =alt Lake City ) 5 John G. Lewch, chief engr. (now v.p.
charge encre.) 2 Alex Rosemman. sales ingv; Present execu-
tives: Donald W. Thornburgh, pres.-gen. mgr. Estimated
outer limit of tv signal: 05 miles. Present visuwal power:
27.3 Kw. Present aural power: 111 kw. Auth. visual
power: 310 kvw. Auth. auvral power: 138 kw. Tower
height: 1.003 ft. Equipment: RCA. News: INSC AP UP,
Western Union Telegraph. Sports Wire.  Film suppliers:
Hollywood Tv. MPTv. Uity Tv. Telepix. MCA.  Assist
advertisers in making film comm’ls: Ye~. Present sales
rep: CBS TV Spot Sales.

WEIL-TY Oun aiv: 13 Septewsber 1917 CHANNEL 6

Pioneer executives: Kenneth W. Stowman. dir.; Roger W.
Chpp. gen. mgr.: Johu E. Surrick. comml. mgr. Present
Class AA hr. rate: 32.000. Present visual power: 100 k.
Present aural power: 50 kw. Tower height: 650 ft. Equip-
ment: RCA. GE. News: UP, Telenews. Present sales rep:
The Katz Ageney.

WIPTZ On aiv: 16 September 1941 CHHANNEL 3
WHEN STARTED: I JAN.52: I JAN.'54:

1, Set ciranlation in mkt - 200 L 1008,000.... 1.767.000
2 lvening Cliss A hr. rite. L8060 SLS00L §2.000°
3. ‘¢ honrs net programing. o neC. 3.5 A5
1 % hounrs loenl live shaws.... B0 2353 e 20510
¢ hours film progruming.... a0 L B L .33.53°7;
¢ Number hours on air daily. . J TR S §: FU .18
Number of employees —_— 110
Ay ttme

Pioneer executives: E. B. Loveman, gen. mgr. (deceased) :
F. J. Bingley : Rolland V. Tooke. now gen. mgr.: Raymond
J. Bosles. chief engr. Estimated outer limit of tv signal:
0 mile~. Present visual power: 100 kw. Present aural
power: S0.1 kw. Auth. visual power: auth. aural power:
same. Tower height: 1,041 fi. tsca level, Equipment:
RCA. News: TP INSO INPD Western Union Sports. s
sist advertisers in making film comm’ls: Yes. Present sales
rep: Free & Peters,

PITTSRBURGH

WwoDTv On air: [} Jannary 1919 CHAMNELEL 2
WHEN STARTED 1 JAN °52: 1 JAN '54:

). Set cireulation in mkt .. ...3.000 . .385.000 . ... BOR.TRO

2 Evening Cluss A hr rote. .0 §230 £800.900 . £]1.2an

3. €% Lusiness from lucnl adv .. ... 6], e 1T

4. St business from nat’l spot.........=—— P LR 607

5. €% husiness network advy — R N L 23¢

6 7, hourr of net programing....
7 % honrs local live shows........ ......
= % lhours film programing.........
%  Number Lours on air daily......cccee
10 Number of employees |

Pioneer executives: Donald A. Stewart, gen. mgr.; Larry
I<rael. ~ate< mgr.; Ray Rodgers, chief engr. Present execu-
tives: Harold C. Lund. gen. wmgr. Estimated outer limit of
te signal: 6O miles. Present visual power: 100 kw. Present
awral power: 50 kw. Auth. visual power: auth. aural
power: same. Tower height: 818 fi. Equipment: Du
Mout. VNews: UP. Filim suppliers: Most major ones. Assist
advertisers with film comm’ls: Yes. Present sales rep: None.

RHODE ISLAND o
PROVIDENCE

BWIAR-TV Ou air: 10 July 1919 CHANNEIL J0
WHEN STARTED: 1 {AN. '52: I {AN. '54:
1. Set érrculation 1 jukt, eeeee 11,000 202,000........ 1.098,189
2 Evening Cluss A hr. rate. 8300...., 8750, .£1.000
% Lurmess from loenl ady repeee 3 e eeend20% i 13
L ¢ busimess from natl spoti. .. .33 % cviveeeeee 83 %7 ceveenenni 83 4%
1. e business network ndvo o 805 e B3 it 10
i, ¢ hours of net prog woning............ TOYs veenannn (13 17/ 307
7. %% hours local hive shows, HONE....coienes 1097 . ..ee.....35 %

. % hours film programing.
9. Number haurs on ajir daily
10, Number of employees..

Pioneer executives: G. Q. Grifith. v.p.: Tom Prior, chief
engr.: Dody Sinclair. dir. pub. rel. and color. Present
executives: Norman Gittleson. dir. tv opers. Estimated
outer limit of tv signal: 60 miles. Present visual power:
225 kw. Present aural pouer: 113 kw. Auth. visual power:
310 kw. Auth. aural pouner: 158 kw. Tower height: 601
ft. Equipment: RCA. News: INS. AP, Filin suppliers:
MPTv. Specialty Fibm Vision, Sterling. Atlantic, Atlas, Tv
Exploitation. Present sales rep: Weed Tv.

TENNESSETE
MEMPIIS

WMCT On air: 11 Decewmber 1918 CHANNEL 5
WHEN STARTED: 1 JAN, ‘52: 1 JAN. '54:
1. »et circulatian in mkt. ...
Fovimimg Class A hr. rate.
business from lacal udv .

3
1 ¢ business from nat’l spot ... 03
5

‘¢ business petwork adv, ... none
b, ¢ hours of net programing. ... ... 1537¢

lours local live shows............... 18Ce
. ¢¢ haurs film programing. e 3T
9 Number hours on air daily P PR
10 Numhber af cuployvees... I I

Pioneer evecutives: H. W. Slavick, gen. mgr.; Earl Mor-
land. comml. mgr.: Wilon Mount. prog. dir.: E. C. Frase.
chief engr. Esttmated outer limit of tv signal: 95 miles.
Present visual power: 100 kw. Present aural power: 50
hw. Auth. visual power: auth. aural power: same. Tower
height: 1.088 ft. Equipment: RCA. News: AP, UP. Film
suppliers: Zin. \NBC. CBX3. Snader. ssist advertisers in
making filmt comm’ls: Yes. Present sales rep: Branham Co.

NASHVILLE

WSH-TV On air: 30 Septewmber 19560 CHANNEL 1
WHEN STARTED: 1 JAN.'52: t JAN '54:

1 st arcobdwon ‘n mkt..
2 Lvening Class A hr. rate.
L

172.360
8500
e ¥} Xad

e 36 G

husimess from local adv..
1 bhusiness from nat’l spot,

v ¢ business unetwork adv.... 2377
[ « honrs of net prozrannng. 637
K hours loesl live shows..... LT
- honrs tim programing .. 18

 Numbher hours on air daily.. L 1 T 1 eieennnee e 1 304

(Datn for this sntion continues page 96)




... and if you’re a KCMO radio and television
newsman .. . you've got to do a lot more.
KCMO'’s news department has won
just about every award in the book for
-y &O é) doing “a lot more.” The big recason? Q
D , They’re all trained reporters . . . journalism
l o ¥ school graduates. Besides pounding regular é
@ Kansas City news beats to get the news,
they know how to write it, edit it, and O
00 00 6 deliver it from the all-important )
Mid-American angle. And complete KCMO
L © é) 00 facilities make the job that much more Q
' effective. If you're pounding a sales-beat 0
| @ in Mid-America, you can’t go wrong in g
hiring the best news department in
Mid-America ... KCMO’s Radio and
al Television news department. a>
)

N/}
o &

Q

o
J a

G.

OQ» o Q
6 0

Q
.~ .1, KCMO °

<D
o KANSAS CITY, MISSOURI 0
QD@ O

+= Radio-50,000 Watts U
3 TV-Channel 5 . ¢

N
\Y Q 7 o Natl.Rep.: THE KATZ AGENCY () R
e “t's a Meredith Station” v c

- | 0
| X 6?\ 0 i =
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_\_\_;\' M-TV (cout'd)

Pioneer executives: J. 11. DeWiu Jr., pres.; Harry Stone,
gen, mgr.; Ieving Waugh, commnl. ingr.; Jack Stapp, prog.
dir. Estimated outer limit of tv signal: 75 wmiles, Present
visual power: 23.8 kw. Present aural power: 11.9 kw.
Auth. visual power: 100 kw. Auth. aural power: 50 hw,
Tower height: 575 fi. Equipment: RCA. GE. News: AP,
UP, INS. Present sales rep: Fdward Petry & Co.

( TEX A S
DALLAS
KRED-TV On air: 3 December 1919 CHANNEL 1

WHEN STARTED: 1 JAN. '52: 1 JAN. °'54:
L. Set circulation in mkt, ... .....30.000....118892...... 316,000
2. Eveming Class A hr, rate...... ........8300........... 8400, ......8750
3. % Dbhusiness from local ndv........... 67% v I Lo DU 317
1. % Dbusiness from nat'l spot..... ...... L 10 Lo A T 1 o AR 33
5. % VLusiness network adv.............. 13C7 i 28% ienree. 383G
6. Go hours of net programing........... 467 ... 10CG e e 437
7. %o hours local live shows..... UUUOUR: 51 oA 29% ...... FRRE 21
], % hours film pregraming.... . ... 12 . .ee.... 380 minne. 300
9. Number hours on uir dailv.. . .. fvreeiine e I3 Y ciniaiiinnnn. 17
10, Number of emplovees..... ............... Thoiavemren 123 iiiiiieen e 150

Pioneer executives: Tomr C. Gooch. chum. of bd. tde-
ceased) : John W. Ruuyon. pres. (now chmm. of bd.);

Clyde W. Rembert. mgr. (now pres. & mng. dir.). Present

excecutives: Roy M. Flynn. stu. mgr. Estimated outer limit
of tv signal: 85 miles. Present visual power: 100 kw,
Present aural power: 50 kw. Auth. visual power; auth.
power: sawme. Tower height: 365 ft. Equipment: GE.
Vews: INS. AP. Film suppliers: Ofticial. Unity, MPTy,
Sterling. Fleetwood. Weiss. Ziv. INS. Assist advertisers in
making film comm’ls: Yes. Present sales rep: Branhamn Co.

WEAA-TY Ou air: I7 Septeuwber 19419 CHANNEL 8
WHEN STARTED: | JAN.'52: { JAN '54:

1. Net cirenlation i mkt... ..13.300 118,892, ..316,000
2. Evening Class A hr. rate... .. .. 8300 S100 .. .. $800

3. €¢ business from local adv ...........61 % ....... 28080 0e.23.6 7
{. € DbLusiness from nat'l spot............39 % ........... 38NV 12.8%
5. €¢ business network adv........ee.——. 233535 ...... e33.67
6. %S¢ hours of net programing..........=——...... PR {09%: 1.4 NS, 147
7. ¢¢ hours local live shows.............. .. 13 (iiiiiiane. 2397 eens 32.1

. ¢ hours film programing. LB3C i 3780 el 23.20 0
%  Number hours on air daily. S m—— T [ s TSRO, 17
10. Number of employees........... 3 () e T8eriieeniiiaen 83

Pioneer executives: Jawes M. Morouney. v.p. and secyv.:
Martin B. Cawpbell. radio-tv superv.: Ralph W. Nim-
wons, mgr.: William C. Elliz, chief engr.: George E. Kru-
tilek. tech. superv. Estimated outer limit of tv signal:
60 wmiles. [’resent visual power: 27.1 kw. Present aural
power: 13.5 kw. Auth. visual power: 316 kw. Auth. aural
power: 150 kw. Fower height: 350 fi. Equipment: Du
Mont. Vews: UP. Filin suppliers: Hollywood Ty Service,
Atlag, Tv Explontation. Standard. Hygo. Quality Films.
Comet. Specialty Pictures. MPTv. Crown Pictures. Procter.
Sterling, UTP. Du Mont. NBC TV Svudication. Assist
advertisers in making film comm’ls: No. Original call
letters: NBTN. Present sales rep: Edward Petry & Co.

FORT WORTII

NWEBAP-TV On air: 29 Septewiber 1918 CHANNEL 3

WHEN STARTED: 1§ JAN. 52: ) JAN.'54:

1. Net cireulation in mkt . 100, 118,892 301,100
2. Fveming Class A hr rate. .. .. §300. L L&Se0. fgon

¢ hours of net progrnming..... . 13.67¢ L3087 1.7
A4 % lLiours of loeal live shows. ... $077 207, 28.37%
5. % lhours ilm progcraming .. . e VoL, 2320 Bk
6, Number hours on air daly..... 3 13 JP e
7. Number of emplovees.. ... R N 2 e bige 1513°

*Employee figures are rombined am tv t tals In ¢ WIE81* |0 combine ] am v pperatton

Pioneer executives: Amon G. Carter Sr., chmn.; Harold
llough. dir.; George Crauston. gen. mgr.; R. C. Stinson,
dir. engrg. FEstimated outer limit of tv signal: 100 miles.
Present visual power: 16,4 kw. Present aural power: 8.2
hw. Auth. visual power: 100 kw. Auth. aural power: 60.3
hw. tefl. 1 July 1951). Tower height: 502 fi. at present;
F113 fi. eff. 1 July ’5Y. Equipment: RCA. News: AP,
INS. own news & newsrcel stafl. Filin suppliers: Ziv, NBC,
CBs. TPA. Tele-Pictures. MPTv, Bagnall, others. Assist
advertisers in making film comm’ls: Yes. Present sales
rep: Free §& Peters.

HOUSTON

KPRC-TYV Ou air: I Jauuary 1919 CHANNEL Z
WHEN STARTED: 1 JAN. '52: 1.JAN. ’54:

1. Net circulation in mkt 20,000........ 116.,009........ 300,000

2. Evening Class A hr rate. . .L.8200......... £500............. 8700

3 % business from local adv L.39% ... 31%..... 289

1 %% business from nat’l spot . ....43¢7 ... RN 3L A 62%

5. ¢ Lusiness network adv. .........16%.. TS T 17 S I ¥ 1y

G. % hours of net program'ng. . verrerene 339 e 0 52.9%

7. G¢ hours local live rhows...... cerennen29.5 % ..., 21.6%

R, % lours fihn programing....., 28R 00 26,0 ... ... 25 .5

9. Numlsr hours on air daily.,..cvee. 6% iiiiieanen 123 i 17

10, Number of employees........... eeresenenas. 8 iieiiieanne.. . 130

Pioneer executives: Jack Harris, v.p. and gen. mgr.; Jack
McGrew, asst. mgr.; Paul Huhndorfl, chief engr. FEsa-
mated outer limit of tv signal: 100+ miles. Present
visual power: 100 kw. Present aural power: 50 kw. Auth.
visual power: auth. aural power: same. Tower height:
750 fi. Equipment: General Electric. RCA. News; UP,
AP. Film suppliers: Hollvwood Tv Rerv., NBC, CBS, ABC,
Combined Tv Programs, Tele-Pictures, TPA, Argyle, Hygo,
Major. Comet, United. Ziv. Assist advertisers in making
film comm’ls: No. Present sales rep: Edward Petry & Co.

SAN ANTONIO
KGRS-TV Own air: 15 February 1950 CHANNEL 5

WHEN STARTED: I JAN. *52: 1 JAN. '54:
1. Set circulation in mkt... .. ...3.000........ 60.87%. ...181,005
2. Evening Class A hr. rate.... .. ... §200...........8500..., 600
3. % business from local adv..... ....70%.... 105
4. % buxiness from nat’l spot............ 1539 ... 140
5. % business network adv...... I Lo 20 20
t. ¢¢ hours of net programing............ 25%.... 109,

7. €c hours local live shows...

«

5.,

4. % hours film programing..............306;. 409 .
9. Numher hours on air daily..........t. 3. .
10, Number of employees................ RN | IR 33 e 32

Pioncer executives: McHenry Tichenor. pres.: J. C. Looney,
v.p. Recent executives: George B. Storer Jr.. v.p.-mng.
dir.; William E. Kellev. natl. sls mgr. Present visual
power: 100 kw. Present aural power: 51 kw. Auth. visual
power: auth. aural power: same. Tower height: 355 f.
Equipment: Du Mout. RCA. GE. News: IN3. Filin sup-
pliers: Interstate. 1lygo, Atlax. Connmonwealth. Ziv. Stand-
ard. CBS. Du Mont, Int'l Wrestling. Original call letters:
KEYL. Present sales rep: The Katz Agency.

WORI-TV Ou air: Il Decewber 1919 CHANNEL -1

WHEN STARTED: | JAN. '52: VY JAN. "54z
1 >et ercculation an mkt e 3 000 L .63.000.. ... 177.000
2 Evening Class A hr rate. . L8200 L8100, $600
K business from loesl ady . e TOT 3T L 270
4 husiness from nat’l spot.. L 18€F o310 ol 35 €%
: Lusiness network ndvo o 10 ... P o 2 1
i hours of net programing.... . . 237% ooeeeee 30 iiiiiis 0060
7 % hours local live showas.....,... B3 s R jc R oS § 1 g
~ lours film programing........ areee BOCE eiiiee e 28 CE crapaens. +... 20 G
% Number hours on air daily...... OO e | b IO ¥ 3
16 Number of employees.....veeenevenen, 2ly &) g S 0000000 o8

(Data for this station continues page [0h)




ET YOUR EXTRA—extra proof of your extra market, that
|. Extra market—extra customers—extra sales!

Do we have viewers viewing and listeners listening in a
reat new area? We've told you about our mail since the
ew WHIO-TV tower went on the air—mail from all over
ur projected new service area and from well outside it
0. Now 50 newspapers outside of Dayton carry our pro-
{ram listings daily. Four of them are metropolitan papers
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EXTRA! READ ALL ABOUT IT!
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—two in a city over 100 miles west—two in a city nearly
150 miles northwest. 16 of these papers are in areas rep-
resenting bonus audiences!

Why does a paper carry a program listing? Because it’s a
service to the great big chunk of its circulation that wants
it! And uses it! Ask George P. Hollingbery representatives
to give you the new story on WHIO-TV, one of America’s
great AREA stations.
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' Channel 7 DAYTON, OHIO

ONE OF AMERICA'S GREAT AREA STATIONS



Service with a simile

When the government aecenty restricted wheat aaeage, Chet Randolph,
Firm Seivice Director, reacted like a farmer and plowed up information
about profitable subsutute crops.

Ve agriculune scheols in om Sstate aea had vielded the fruity of T
their scientific rescarch, Chet gleaned grassaoots advice trom s own recorded
mterviews witlr county agents and tnmers, With the chafl removed, he sowed |

bushels of facts on o seven-program series called “Diverted Aares.”

Resulisz Thevive spronting throughout our main coverage arca—>Minne-
sota, the Dakotas, Nehraska and Towa.  Part of the harvest already in:
audience il averaging 1000 letiers per day

With similin onsthespotness, \WNAN570 has been cultivating Big Aggie
Liand tor 30 veaus. Consult the Katz Agenay for timther dat.
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WNAX—-570

Yankton-Sioux City

CBS

Represcnted by The Katz Agency

WNAX-570, a Cowles Station, is under the same manage-
ment as KVTV—Channel 9, Sioux City, the tv station
resching 31 farm-rich countics in lowa, Nebr, and S. Dak.
wilth 555500 population, $653 million in 'S2 retail_sales.
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i wonf help you [
| |f/|f |snf ,1

|

| available \\
N

The highest rating in Los Angeles, San Francisco or San
Diego won’t sell for you...if You can’t BUY it.

So don’t be left standing in the rain. Buy KHJ, KFRC
and KGB where consistently good ratings ARE available
TLINOL: . . . SAN FRANCISCO |

Don Lee quotes ratings on the specific time YOU buy. L 105 ancELes \ 5000 w-610k¢ / san piEGO
You won’t be taxied the long way ‘round with short-cut 5000 w—930 kc A 1000 w-1360KC /
selling based on “averages’ that may be all wet compared : \
with the spot available to you.

The fare’s right, too. Don Lee’s low, low daytime rates
apply to nighttime too, for more sales impressions at
lower cost per thousand.

For dependable, hard-selling vehicles that go straight
to the heart of the rich Los Angeles, San Francisco and
San Diego markets, hail your Don Lee or H-R Repre-
sentative. He’ll arrange your non-stop routing to sales.

" KEY STATIONS OF

Represented Nationally by H'R REPRESENTATIVES, InNc.
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WOAI-TY (conc'd)

Pioneer executives: G, A. C. 1alil., eliunn. of bd.; Hugh
A, L. Halfl, gen. mgr.; J. R, Duncan, dir. tv prog.; W.
Perry Dickey, prog. dir. Present executives: James M.
Gaines, gen. mgr. Estimated outer limit of tv signal: 110
mile-. Present visual power: 100 kw. Present aural pou-
er: SO Kw. Tower height: 572 ft. Equipment: RCA. News:
AP, UP,INS. Assist adrertisers in making film comn’ls:
Yen, Present sales rep: FEdward Petry & Co.

UTAMH
SALT LAKE CITY
On air: 1 Inly 1918 CHANNEL ¢
WHEN STARTED: 1 JAN '52: | JAN 'S4

DY LTV

Set eirculation inomkt none. . ..B83.000........153,00u1
2 Mvening Class A hr rate SI530.......... $110 . .....8330
3. %% houra of net progruming.. e VO B0 L30T
¢ lenrs toeal tive shows........ 1O e 20 i 2370
§ ¢t hours il programing...... .50 3000 .. 2500307,
G. Number hours on nir daily...... ... & JacoaoRo00000 I3 e IS
9. Number of employees. ... 15 1 TOU 61

Pioneer executives: Johm Baldwin, v.p. chg. opers.; Dau
Rainger. prog. dir. Present executives: Ben Larsou, gen.
wmgr. Estimated outer limit of tv signal: 200 miles. Present
visuul power 27.15 kw. Present aural peower: 1415 kw.
Aduth, visual power: 30 kw. Auath. aaral power: 20 kw.
Tower height: 187 ft. (on 8.700 {t. mountain peak). Equip-
ment: RCA. News: UP. Film suppliers: Atantic Tv, Bag-
nall. Combined Tv, Corridine, Quality Films. Standard Tv.
Sterling Tv. Television Exploitations, TPA, Unity, L. Weiss
8 Co.. others. Assist advertisers in making film comni’ls:
Yes. Present sales rep: Blair Tv.

KSL-TV On air: I Jnne 1919 CHANNEL 5
WHEN STARTED: I JAN. '52: I JAN. '54:

1. Net ctreutation an mkt. e e MO 1A2,000 152,000

2, Evening Claxs A hr. rate.. ...8500

3. % business from local ndv.. 2535

1. % business from nat'l spot. ... 359

5. % Dbnsiness network adv... e 315,

6. ¢~ hours of net programing. 368

7. <% lhours local live shows........ L1259

8. ¢ hours film programing...... 30707

N )
03

]

Number hours on air daily..
10. Nnmber of employvees..........
Pioneer execatives: Ivor Sharp, exec. v.p.; C. Richard
Evans, formerly v.p. and gen. mgr. (now v.p. and gen.
mgr. KGMB in Honolulut; D. Lennox Murdoch. v.p. and
gen. mgr.; Vincent E. Clayton, chief engr. Estimated outer
limit of tv signal: 150 miles. Present visual poiwcer: 30 kw.
Present aural power: 17.8 kw. Auth. visual power: 30 kw.
Tower height: 9,200 fi. Equipment: RCA, Du Mout
News: UP Facsimile. Filmm suppliers: ABC, CB3. Inter-
state Tv. Official. Ed MacLemore. Telenews. United Th.,
United Artist~. United World, Ziv. Present sales rep:
CBs TV Spul Sales.

VIRGINIA

NORITOLK
WTAR-TV On air: 2 April 1950 CHANNEL 3
WHEN STARTED: 1 JAN °'52: 1 JAN "S4:
1. Ret cironlation an ke HLOOB...... 9T.6006.,,...... 207,600
2. Fvening Class A hr rafte S200....0...... 8325, $700
3. % bumness from loeal ads 1 S0 S 3107 cvineeenen. 2365
4. € bmsiness from nat’] spot 257, LGB L B
. % budiness network ady e, 1O, 53 B N B
6. €% hours of net program ng . B80S ... 02T . 3B
7. ‘% hours laenl live sliows .. OIS £} Lo T 20 e, 250
[ ¢ hours fikm programins L3O ceen 1BC e 1T 0
9. Number hours on nir dmly,.... w5 . 13% e M0
10. Numboer of employeas® e L o3 eiiiiiie. .. B

*Full time

Pioneer executives: Campbell Arnoux. pres. and gen. mgr.;
Joln Peffer. opers. mgr. 1now asst. gen. mgr.): Richard
Lindell, chief engr.; Joel Carlson, public serv. dir. Esti-
mated outer limit of tw signal: 100 miles. Present visual
power: 24 kw. Present aural power: 24 kw. Auth. visual
power: 100 kw. Auth. aural power: 50 kw. Tower height:
LOWY . Equipment: RCA. News: INS, AP. Assist adver-
tisers in making film comni’ls: Yes. Present sales rep:
Edward Petry & Co.

RICIHIYIONDY
WITvVR On air: 15 April 19518 CHANNEL ¢
WHEN STARTED: I JAN. '$2: I JAN, 'S4z

1, »et circulation m wkt. L | IPUUPRPPU 105,258........186.527
2. rveming Cass A br rate. ... 8100...........8600.... . $625

£, 47 bus ness from local adv . .....100% ... ... . 10 €,

I %% business from nat’l spot ......... .none....... LG

5. % bLumiuesk network adv.. core. BONCu.u.iacnens e 10T

6, % hours of net program ng . ... none...... oo 80,

7. hours local live shows.. | L 3009 200, . 209

. % hours film progran g, .anone 3% e, 139

Y. Number hours on air daly O I . 17
10. Number of employees. . v B0 Teiiiiiiiien 000 BO

Pioncer executives: Wilbur M. Havens, mgr.; Walter A.
Bowry, asst. mgr.; William J. Filer, dir. local sales; John
Shand, dir. opers.: James W. Kyvle. chief engr. Estimated
outer limit of tv signal: state of Va. Present visual power:
100 kw. Present aural power: 50 kw. Auth. visual power;
auth, aural power: same. Tower height: 1,049 {i. Equip-
ment: NBC. CBS, ABC, Du Mont. News: UP Movietone.
Film suppliers: majority of major distributors. Assist ad-
vertisers in making film comn’ls: Yes. Present sales rep:
Blair Tv, Inc.

i WASHINGTON - =
SEATTLE

KING-TY On air: 235 November 1918 CHANNEL 5
WHEN STARTED: | JAN.'52: | JAN. '54:

Set circulstion in mkt, L7000 ... 121,500.... ....326,000
Evening Class A hr rate.. o . $200........... §300...... e . 8700
o business from local adv.....ccveeeii b1 200 14

% bhusiness from nat’l spot.......... 18....ciiivienn. b TUU . 93

—

™

e L3

Pioneer executives: Robert E. Priebe, gen. mgr. Estimat-
ed outer limut of tv signal: 125 wmiles. Present visual potc-
er: 100 kw. Present aural power: 50 kw. Auth. visual
poieer: auth. aural power: same. Tower height: 570 ft.
(1.000 fr. above cea level). Equipment: GE. News: Tele-
news. UP. Original call letters: KRSC-TV. Preseut sales
rep: Blair Ty,

WEST VIRGINIA '
HUNTINGTON
WSAZ-TY On air: 15 Xovember 1949 CHANNEL 3

WHEN STARTED: 1 JAN. '52: I JAN. *54;

1. Set circulation in mky,.. ... RSN { B e 00O 265.000
2 Fyvemng Class A hr. rate.......... O <1 | IO S300......oeu.... S600
i ¢ business from local _.,:\..........‘.‘.h-—)‘c...........:“quj.....‘..,....2.—)“‘5
4 "¢ lusiness from nat’l spot 28 C BT 26,
5 ¢ lLusi } dv O 1 X S 33
G, ] PP 11 L SO < 17 SRR (%1 'S
7. €l v IR0 e 1O ivviiannns 25
€ hours tlm programing BB CE v 3G 0l 10
Nutiher hotre on air daily........... 20 w20 - - 17
1 N { loy v 11 .. 60 120

Pioneer executives: Col. J. 11. Long. pres: Walker Long,
~cex.: Lawrence 1L Rogers. Il v.p. and gen. mgr.: Leroy
. KNilpatrick. v.p. and technical dir. Estimated outer limit
of tr signal: 75100 wiles. Present visual power: 100 kw.
Present aural power: 50 kw. Auth. visnal power: auth.
aural power: same. Tower height: 580 ft. Equipntent:
RCA plus cu~tom-built in own shop. News: AP, AP Wire-

(Dara for this sration continues page 108)




o much Better...

11 of the first 15
TOP TELEVISION SHOWS IN
DALLAS ARE ON KRLD-TV

“Telepulse, February, 1954

Straight across the board, KRLD-TV's dominating lead-
ership in North Texas is demonstrated over and over
again.

Program dominance, Maximum Power, Wider terri-
torial coverage, a consistently better and more
dependable picture insures the largest possible viewer

audience.

The prospects for successful and profitable advertising
effort COULDN'T BE MUCH BETTER ... on KRLD-TV.
Channel 4 sells more . . . simple as that.

THE BIGGEST BUY IN THE BIGGEST MARKET IN THE BIGGEST STATE

B THE TIMES HERALD STATIONS...THE BRANHAM CO., Exclusive Representative

John W, Runyon, Chairmon of the Boord .. . . o o o TSRS Clyde W, Rembert, President
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WSAZ-TV (cont’d)

photo, local film, regional corresp. Film suppliers: Holly-
wood Tv Sac, Filnwision-hnter<tate Ty, Allied Artists, Ziv
Tv. Assist advertisers in making film comn’ls: Yes. Pres-

et sales rep: The Katz Ageney

WISCOHNSIN
MILWAUKLEL

On air: 3 December 1917 CHANNEL
WHEN STARTED: | JAN. '52;

WIMJ-FV
I JAN. '54;

Set eirculation in mkt T8l LLBOSRETL, L 011,973
A : . g9 §860 ....81,030
il nawn 16.80¢ vee. 216G

KFMB-T

FIRST i SAN DIEGO
N

(SINCE MAY 16, 1949)

FIRST ...

-

* NEWS

% SPORTS
% SPECIAL EVENTS
% PUBLIC SERVICE

% LOCALLY-
PRODUCED SHOWS

* NETWORK SHOWS

FIRST ..

DAYTIME, NITETIME,
ALL-THE-TIME-

108

RATINGS!
BUY KFMB-TV
S

CBS...ABC...DuMont - COVERS ...
AMERICA'S FASTEST GROWING BILLION-DOLLAR-MARKET
WRATHER-ALVAREZ BROADCASTING, INC., George Whitney, Mgr.
Represented by EDWARD PETRY & CO., INC.

4 #% business from nat’l spot. sunknowsn ....29.01%%........30.91 %,
% unknown ... 21,169 ........21.69%,
6. % liours of net progranmigg . .. NONEwneeeeeee 8D D eriiiinen s S0
33T ereenneens 30T i re rond 309,
mot 45¢ 21% 206,
w3 Y 153, w17
114, 186. . 187

Pioneer executives: Walter Damm, gen. mgr.; R. G. Win-
nie, ast. gen. mer. Estimated outer limit of tv signal:
80 miles. Present visual power: 100 kw. Present aural
power: 50 kw. Auth. visual power; auth. aural power:
same. Tower height: 1,035 {t. Equipment: RCA. News:
L. Film suppliers: Screencraft. TPA, MPTv, Hollywood
Tv. Assist advertisers in making film commn’ls: Yes. Pres-
film comm’ls: No. Present sales rep: Harrington, Righter

& Parcons,.

STATION HISTORY

(Continued from page 43)

By the end of 1916 seven stations
were on the air. A vear later there
were 14 stations on the air in 10 cit-
ies, linked by 096 miles of cable and
serving, according to T'ele-Tech, around
8.000 receivers.

In 1948 the tv medium began to hit
its commercial stride.

A total of 48 stations were on the air
in the U.S. at the end of the year,
serving a total of 29 markets. The re-
ceiver count was edging upward as the
first manufacturing logjams were brok-
en. By the end of 1948 the U.S. was
leading the world in the number of tv-
equipped homes: the count, again ac-
cording to Tele-Tech estimnates, was
250,000.

But tv was developing some severe
growing pains. The Federal Commu-
nications Commission had designated
that tv was to share its then-13 vhi
channels with certain non-broadecast
(fixed and mobile) services. And these
services and tv were beginning to get in
each other’s hair.
plaints that tv interfered with certain
radio channels: counter-claims that ra-
dio was tangling up tv signals and
that tv stations were interfering elec-
trically with each other.

This was the background for the
FCC’s next move. And on 30 Septem-
ber 1948 the move was made. The tv
channel No. 1 was dropped and as-
signed to the non-broadcast services

The so-called “freeze” had started.

Said the FCC: “Before additional
stations could be authorized, it was
necessary to determine various engi-
neering and other questions which
would govern tv operation for years to

COomi ."
The freeze put an immediate crimp
in the plans of many broadcasters.

SPONSOR

There were com-
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~ on the air!/

September 29, 1948

~-with top-rated local programs!

_ with maximum power and full
antenna height!

_with the finest in modern studio
.-~ and technical facilities!

e _with 371,400-set audience
- // in the vast territory served

/" by WBAP-TV!

*ABOUT JULY 1 — FULL POWER — 100,000 watts —
plus 1113-foot antenna!

In the Southwest , . . think FIRST of

WEBAP- TV

THE STAR-TELEGRAM STATION ¢ asc-nsce FORT WORTH, TEXAS
AMON CARTER AMON CARTER, JR. l HAROLD HOUGH l GEORGE CRANSTON | ROY BACUS

Choirman President Directar Manager Cammerciol Moanager

FREE & PETERS, Inc. - Natianal Representatives
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NOW IN OUR
SIXTH YEAR!

Through the yeors since October
‘48 . . . when it went on the oir
os ane of Americo’s first television
stotions . . , KOB-TVY has pioneered
in goad progromming, smoath
praduction ond effective selling
throughaut this section of the greot
Southwest! Accumuloted know-
how, plus high standards of per-
formance; hove helped our clients
prasper . . . KOB-TV to keep on
grawing! Now in our sixth year,
we’re moving into our new home—
cbounding in facilities for even
better television praduction! It was
built by the confidence of these
clients in the atamic Albuquerque
morket . . . ond in the pioneer
stotion thot continues to serve it
so foithfully, so well!

TELEVISION "OLD-TIMER"

KOB-TV

Channel 4

ALBUQUERQUE

OPERATED WITH 50,000-WATT KOB
Represented by The BRANHKAM CO.

New v station construction  was
~topped  cold.  Cities  like Buflalo,
Pitt-burgh. St. Louis and New Orleans
were lelt with one operating tv ~tation
(which had managed to get on Lefore
the freeze). Some large cities, like
Denver. had o tv <ervice at all. Some
stations went on the air after the start
of the freeze- -but only those who had
started work on their outlets before
the ban were allowed to carry on.

But, although tv was frozen in one
sense, it grew, learned and prospered
ir others,

Those stations who had managed to
beat the deadline and get on the air
tackled the problemt of establishing
themselves with all the vigor they could
muster,

“Our biggest single problemn  was
building set  eirculation.”™  reported
WHEN, Syracuse—which went on the
air just after the freeze started “and
the problem was licked by a combina-
tion of things. among them, aggressive
programing. promotion, interconnec-
tion, the addition of a second station
and more time on the air.

“The same premises we operated on
during the first year are valid today.
We believe in "live’ television and from
the first have had live cameras avail-
able from sign-on to sign-off. We be-
Heve that television should not bhe lm-
ited by radio’s horizons and conse-
quently program and production pat-
terns should be developed and evalu-
ated strictly upon tv value, . . .7

Similarly KDYL-TV, Sah Lake City

which went on the air just before
the start of the freeze—1old spoxsor:

“Before the coming of the national
mierowave relay link, people were a
little hesitant to buy sets. The prob-
lem was solved by intense cooperation
with the retailers to keep them in-
formed of all program developments.
The most important events in the his-
tory of the station were the moving of
the KDYL-TV transmitter to an 8,700-
foot mountain peak to provide cover-
age in three «tates and the coming of
the relay Hnk which brought ‘hive’ pro-
grams to the Intermountain West.”

Building an audience for the station
was not the only problem. Sinee many
stations started out with no network
service to speak of and only a dribble
of mnational spot revenue. an educa-
tional job had to be done on local and
regional advertisers of all types,

Typical of the assistance which sta-
tions found necessarv 1o offer local ad-

buquerque, New Mexico, Said the sta-
tion:

“Our big problem was the bottle-
neck of local commercial material. We
found that local agencies and advertis-
ers could not consistently supply the
rizht kind of material for television.
The delay in getting whatever material
was= supplied into proper shape resuh-
ed in a great loss of revenue.

“KOB-TV developed a complete pho-
tographic department  for handling
slides, targe photographs, silent and
sound - on - film  eommercials, Many
ROB-TV film commercials have been
~hipped for use on other television
~tations,”

‘This situation, incidentally, has not
dirappeared. Today stations still have
to pitch in and help local advertisers
ta prepare their tv commercials—some-
thing most of them are getting used
to. WSAZTV, Huntington, West Vir-
ginia reported:

“We do the full advertising agency
job for practically all local accounts.
Due to the lack of adequate quality in
all of the production services avail-
able. WSAZ -TV has established a coms-
plete graphic arts section, carpenter
and paint shop, as well as copy and
sales service departments. We do art,
printing, posters, silent film, sound
fillm and all special effects necessary
to a complete production job.”

One big headache for advertisers
and stations alike soon became appar-
ent as tv grew despite the FCC freeze.
This headache was the single-station
market.

A total of 40 markets out of the ac-
tive freeze-era 65 tv markets had only
one tv station until the freeze was
lifted. This meant. very simply, that
advertisers had to crowd to get aboard
02¢ of the nation’s video outlets.
And crowd they did. Many a single-
station market outlet found itself
afihated, simultaneously, with all four
tv networks and airing a ‘round-the-
clock sehedule of network shows and
national spot advertising.

Naturally this produced plenty of
revenue and plenty of Scotch at
Christmas. Many broadcasters in the
multi-station markets grumbled over
the golden fortunes of many of these
one-station-market outlets. Many an
advertiser and timebuver had night-
mares when he tried to clear time on
these jam-packed outlets.

Actually the going wasnt quite as
easv for the one-station-market broad-

a b =

— ¢t men was that afforded by KOB-TV. \l-  casters as it looked. Here's what three
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Governors of 28
states sent
birthday greetings
to the
oldest station In
the South

“The Voice of the South”

Affiliated with The Atlanta
Journal and The Atlanta Constitution.
Represented by Edw. Petry & Co.

19 APRIL 1954

During its 32nd birthday celebration

in March, WSB Radio - “The Voice of the South”
extended daily salutes to listeners

in all the 48 states.

Governors of 28 of the states graciously
acknowledged this neighborly gesture. Many

sent transcriptions, and these were

broadcast for all of WSB’s near and far-flung

friends to hear.

The prestige and huge audiences which WSB
has built in 32 years of broadcasting

in the public interest is richly shared by

its television affiliate, WSB-TV.

And in turn — by the advertisers using

these pioneer stations.

11
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INTERMOUNTAIN
AMERICA . . .

OF A MARKET

® RETAIL SALES

$1' billion annu-
ally . . . 50.2%
above U. S. percen-
tage gain with an
increase of 310%
since 1939!*

* WHOLESALE SALES

$1% billion annu-
ally . . . 54.7%
above U. S. percen-
tage gain with an
increase of 323.1%
Since 19391**

* POPULATION

1% million

-

26.1% gain since

1940!*

Salt Lake City, Utah
serving 39 counties

in 4 western states

Represented by
CBS-TV Spot Sales

yL ="

lands that WHALE of a Market!

m —,

* Sales

Management

** Consumer
Markets

of the largest and best-known single-
station operations told SPONSOR:

“During the first 6% years of
KSD-TV's operation,” reported the
Post-Dispatch tv outlet, “St. Louis was
a one-station market. The problem was
to create a desire for tv ownership in
the face of a single choice of programs,
This was overcome by scheduling the
top-rated shows of all tv networks, and
closely cooperating with dealers.”

Reported Buffalo’s WBEN-TV: “Our
biggest problem was that of program
public relations in a one-station market
and meeting the demands of four net-
works, plus agency and client require-
ments.”

Added Du Mont-owned WDTV,
Pittsburgh, one of the largest of the
single-station operations: “We have
had an unusual setup for the past four
years as the only station in the nation’s
sixth market. It has been great—but
a real responsibility, too.”

In the near future, the big city
served by a lone tv outlet will be just
a memory—but it was part of tv’s
pioneering era.

Today broadcasters and admen are
looking ahead toward the next big
pioneer task—color television. Already
many stations are equipping them-
selves to televise network colorcasts,
and are going through the same old
drum-beating to arouse public interest
in the medium. And they are going
through the same old headaches of
investing a big hunk of capital in
something which, as yet, shows no
appreciable return.

Oddly enough the fact that much of
the tv pioneering, like colorcasting, has
been done in the post-freeze period
and most of the big commercial
pioncering was done before the freeze
was lifted in 1952 has obscured tv's
real age.

Tv is actually a spry electronic
oldster of three score and 10 years—
alinost as old as the telephone and the
electric light.

According to the tv records and
memorabilia gathered by the Federal
Cominunications Commission, tv really
dates back to 1881 and the experiments
of a German scientist named Nipkow.
In that vear, Herr Nipkow patented a
scanning disk and a crude system for
sending pictures by wireless—actually,
an carlyv braud of tv.

Tv first appeared in the U.S. in
1890, wlhen experintents based on Nip-
kow’s methods were made. In 1915,
Marconi—father of radio—dabbled in

SPONSOR.




tv experiments. In 1923, the first icon-
oscope — forerunner of today’s tv
cameras—was patented in the U.S.
Two years later, an American named
Jenkins tried out a mechanical tv
apparatus. The first dawn of a tv age
appeared.

In the 1920’s only the biggest and
best-heeled electrical firms and broad-
casters—like RCA, GE, Philco and
others—were in the tv act. Develop-
ment was slow and costly. Tv history
began to unfold. In 1928 (see photo
on page 43) GE’s WGY in Schenectady
aired what it believes to be the first tv
dramatic program. And in 1930 RCA
demonstrated the first theatre tele-
vision in New York, much to Holly-
wood’s amusement at the time.

During the 1930’s tv developments
came more rapidly, although the
medium was a long, long way from a
commercial reality. According to CBS,
the first regular program schedule of
tv was launched at 10:15 p.m. on the
night of 21 July 1931 when announcer
Ted Husing went before a soup-plate
CBS mike and an early “scanner” to
present “the first formal broadcast
over the new television transmitter,
W2XAB.”

Although the station’s technical
facilities compared with the average
station’s 1954 equipment the way
Edison’s hand-crank phonograph com-
pares with the latest studio tape re-
corders, the 1931 W2XAB talent
lineup was quite a send-off for the
infant medium. On the bill that event-
ful night were such artists as: Kate
Smith, George Gershwin, Henry Bur-
big, the Boswell Sisters, Helen Nugent
and Ben Alley, and the then-mayor
of New York, James J. Walker.

In the mid-1930’s television moved
ahead rapidly, although still on an
experimental basis; radio was the com-
mercial air medium. The late Max
Reinhardt staged a monster tv pageant
of Shakespeare’s Midsummer Night's
Dream in the Hollywood Bowl, over
what has since become KTSL. RCA
unveiled some special outdoor tv pick-
up equipment at Camden, opening the
way for telecasts of sports and major
news events, and started work on
mobile tv equipment.

The year 1939 stands as a real mile-
stone in tv’s history. For one thing,
the Milwaukee Journal (which now
owns WTMIJ-TV, one of the first of the
postwar tv stations) applied to the
FCC for permission to air telecasts
on a commercial basis. And. the late
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‘““THE MORE THE MERRIER’’
WE ALWAYS SAY...

WBNS-TV takes great pride in its fast growing group of
national awards.

In 1953 WBNS-TV received:
* Billboard award

* Alfred 1. du Pont award
* Sigma Deita Chi award.

in 1954 WBNS-TV received:

% Billboard’s Film Service P'oll awards (one first place,
two second places, one third place and one specific
mention)

*. Billboard’s Audience Promotion award
% Billboard’s Merchandising Promation

* Zenith Television award (for public service program-
ming, received by WBNSSI'V's Fern Sharp for her
“Sharp Comments” series.

WBNS-TV accepts these honors as a responsibility. The high
standard of operation which made possible these awards will
continue to provide top ranking service and programming on
both national and local levels.

WBNS-TV

REPRESENTED BY BLAIR IV

COLUMBUS, OHIO =+ CHANNEL 10

CBS-TV NETWORK — Affiliated with Columbus Dispaick
and WBNS-AM « General Sales Office: 33 North High St.
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Another first for WMCT. Telecast direct from the
stage of the Handy Theatre, Memphis' leading Negro
theatre, each Saturday night from 11:10-12:00 Mid-
night over WMCT—-an all-Negro amateur program.

Emceed by Dick Cook, and featuring outstanding
Negro amateurs from the entire Mid-South arca, the
program has developed a tremendous audience among
Memphis' and the Mid-South’s vast Negro population.

Results? Let us tell you about the success stories
now being enjoyed by those adverusers who are cash-
ing m on this outstanding “first.”

participating spots now available
. see your nearest Branham man

RAERRIIRINEIRIRRIES

WMCT

WMC WMCF WMCT

CHANNEL 5 - MEMPHIS
NOW 100,000 WATTS

NBC-TV—BASIC
Also affiliated w.th ABC
and DUMONT

Owned and Operated by
Commer \dl Appeal

Memphis’ first
TV Station

National Representatives
The Branham Company

HI

NIRRIARY

<

—_—

President Iranklin 1). Roosevelt be-
came the first chief executive of the
L.S. to be seen on tv, officiating at the
opening of the New York World’s
Fair.

In 1939 too came the first regular,
all-electronic program tv service from
RCA. with Drigadier General David
sarnoff, now board chairman of RCA,
welcoming viewers to the event, also
televised from the World’s Fair. That
~ame year saw the first televised major
league baseball game, college football
game and professional boxing match.

By 1940 although it still lacked
regular commercial sponsors, tv began
to spread its wings. The tv cameras
of WPTZ, which began operation in
Philadelphia in 1932 as W3XE, fed
some 00 hours of the National Repub-
lican Couvention to the first coaxial
cable tv network (the eable was in-

* * * * * * * *

¢¢We in advertising have got to deliver

a product to a client that produces re-

sults, just as he delivers merchandise

profitably, and to proper specifications,

to his customers. This requires precise

and meticulous organization of our peo-

ple and their efforts to make sure that

we are working in concert—and without
deviation—on any given project.*?

HAROLD JAEGER

Vice President & Genl. Manager

Gever Adrertising, Inc.

New York

* * * * 4 * * *

stalled in 1936) linking Philadelphia
with New York. Many of the tech-
niques of covering a big political con-
vention which WPTZ. now owned by
Westinghouse. pioneered in the sum-
mer of 1910 are now standard industry
practice,

But tv was also having its first
growing pains. There were several
different tv systems: no one receiver
could pick them all up. Accordingly,
when the FCC started to hold hearings
in 1910 to see if tv <hould be licensed
commercially, there was an immediate
round of argument—reminiscent of
the recent hassles over which brand of
color tv 1= best.

A National Television System Com-
mittee, composed of various pioneer
broadcasters. electronics manufaetur-
ers. engineers and others. reported in
1911, >oon thereafter. the FCC fixed
the present black and white standards
of 525 lines and 30 frames per second.

On 30 April 1941 the FCC took the
plunge: commercial tv was authorized
to start on 1 July of that year. * * %

SPONSOR




49TH & MADISON
(Continued from page 23)

FAITH IN LISTENERS
As president of WCCC. Hartlord’s

local 500-watt daytimer, and a busi-
nessman who uses three stations con-
sistently for my business, [ just thouglit
I’d take time out to salute SPONSOR
which ts very informative, interesting
and a great credit to the industry.

Our station is in its seventh vear.
Our success story is phenomenal. With
a seven-slation market, until recently
with WTHT out of the picture, and
doing the job that we have done, is
something we're proud of.

During our building stage. I learned
a lot, and since I’ve run my business

the same as I do my radio station, I |

thought I’d tell you more radio sta-
tions are guilty of one thing. They
worry about the sponsor. All you have
about the listener. Our theme song
throughout our organization is, “Don’t
worry about th esponsor. All you have
to worry about is the listener!” With-
out listeners you have no sponsors.

This year we bought the exclusive
on outside bus cards with a slogan
that’s causing plenty of conversation.
Now it’s “Even the commercials are
good on WCCC.” Next it will be,
“Your wife listens to TNT more than
she listens to you! It’s TNT on WCCC,
1290 on your dial.” Seventy-five buses
will carry this message for the next
12 months.

If all radio stations would operate
that way, more of them would he in
the black. The old stories of Pl deals,
high pressure promotions that use ra-
dio occasionally. are the kiss of death
to vour listeners.

Yours for a bigger and stronger in-
dustry and thanks a million for your

efforts. P.S.: TNT means Time. News |

and Temperature!
WiLLiaar M. Savitr
President
Savitt, Inc., Jewelers

Hartford

SPOT CARRIERS

I read the article on network “spot-
carrier” shows carried in the March
8 issue of sponsor [“The network
spot-carriers controversy.” page 29].
and once again I think that you are in
for sincere congratulations.

W. B. CAskEY
General Manager

WPEN, Philadelphia
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ADVERTISING
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Soon!

TV

CKLW covers a

e 1 area in five

N -
.4
o

et s

>, Wore il
Sr i LELAS

Adam J. Young Jr., Ine.
National Representative
°

Guardian Building

3 MERCHANDISE PER DOLLAR IN-

| VESTED IS BOUND TO BE THE

ONE THAT GIVES YOU THE ]

MOST COVERAGE FOR THE
LEAST MONEY!

MOST POWERFUL

g | CKLW-
‘ _ 325,000 watts

i 15,000,000 population

important states.

LOWEST COST
MAJOR
STATION BUY
IN THE
DETROIT AREA

THAT MOVES MORE

o
This region’s

STATION
TV Channel 9

50,000

WATTS
800 KC.

Detroit 26, Mich.

d. E. Campeau, Pres,
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: SE ratings of top §
0 0 1
Chart covers half-hour syndicated film pvif
G 0
= _ : .
R Top 10 sftows in 10 or more markets B T ) -
acw  rank Period 1-7 February 1954 Averagh MARKETS 4.STATION MARKETS \ 3-STATION MARKY _
’ TITLE. SYNDICATOR, PROOUCER, SHOW TYPE rating N.Y. LA | Boston  Chi.  Mpts.  Seattio  St.L. Wash. | Attania  Balt. Buflalo ClL’
| s . 3.2 11.9 5.0 143 19.0 9.0 40.5
) A | City Detective, MCA, Revue Prod. (D) 20 22 witly kntt whkb  weco-ty  king-ty wrniar-ty wben-ty
I 7'30pm 10°00pm 8.30pm 10:00pm 10°15pm 11:00pm 10:30pm
] " B Rk S _ 8 N |
213 Cis T . 135 11.4] 14.3 11.0 10.3 16.3 305 11.4 )12.0 16.8 40.0
b 3 1isco kad, Ziv (W) 20.9 wnbt  kahe-tv ] wnae tv  whkb  weco-te komo-ty  ksd-tY  wnbw fvaga-te wbal-tv wben-ty  we
_ f 0pm 7:00pm i 7.30pm 4:30pm 5:00pm 7:00pm 4:30pm 6:30pm. ~7.'000m 7:00pm 7:00pm 6:
)i N z . 11.9 89} 188 82 170 17.3 12.4 6.3 13.5
k ' 4 I Led Three Lives.  Ziv (D) 19.f wibt  kabe-tr | wnac (v wen-tv  kstp-tv  kint-tv wtop-tv | wlw-a  wbai-ty
—_— - R '0:30pm 9:30pm| 7:0vpm 9 30pm  9:30pm T:30pm 10:30pm J10:30pm 10:30pm 8:
1 l - Sune 14.7 14.0} 15.3 134 83 225 27.8 10.6 |20.8 20.8 39.0
I 7 sSuperman, MPTv, R. Maxwell (K) 19.8 wibf  kabe-ty | wnac tv  wbkb  weeo-ty king-tv  ksd-ty  wnbw | Wsh-tv wbal-ty wben-tv
— S o #:00pm $:00pm | 6:30pm 5:00pm 5$:00pm 6:00pm 5:00pm 7:00pm J7:00pm 7:00pm 7:00pm 6:X
- | 57 115! &85 144 233 178 27.5 16.0 |16.3 12.0 29.0
[ M o o .
5 Wild Bill Hickol:, W, Broidy (W) 19.1 wahd  kabe-tr | wnac ts  Whkh  weeo-tr king-lv  ksd-ty  wnbw | wib-ts wbal-ty wben-tv wk
n B T'00pm 6:00pm | 5:00pm 1:30pm 5:30pm §:00pm 12:00n  7:00pm 5:30pm 7:00pm 1:00pm 6:3
- . . - 19.8_ 14.4- 22,0 13.6 19.8 17.3 200 16.0 5.3
6| 5 Foreign Intrigue, JWT, Shel. Reynolds (A} 19.: anbt knnh J wbz tv  wnbq  kstp-tv king-fe  ksd-tv  wnbw whbuf-tv w
'0°30pm 10:30pm}§ 10:30pm 9.30pm 9:30pm 8:00pm 11:00pm 10:30pm §:00pm 8:3
- 10.5 12.; 16.3 16.8 27.0 16.3 13.0 24.3
7 6 Kit €Carson, MCA, Revue Prod, (W) 13.9 O NP 1) P king-ty  ksd-ts wiw-3  wmar-1v wben-ty
- %:00pm 7:30pm | 6:00pm 6:00pm 2:30pm 6:00pm 6:00pm 3:30pm
: . . 12.7 891 25.8 9.0 15.3 9.8 112.8
a9 Range Iiders, CBS Film, Flying "A" (W) 18.9 vt wnee | wgarete krtp-1s WEmastr wiop-te | web-ty
#:20pm 7:00pm | 6:30pm 5:00pm 7:00pm 7:00pm [ 6:00pm
, _ 8.0 159} 120 12.8 26.3 14.4 {12.3 13.3
9 1o Bmlgc 7'4’ NBC Film (D) 17.5 wor-ts ktte wnae-tY  wgn-tv king-tv wnbw wiw-a  wbal-ts
_ o { 9:00pm 7:00pm § 2:00pm 8:00pm 9:30pm 7:00pm _93309“‘ 10:30pm 10
. 32 82| 233 . 1113
. . 821 23.3 17.4 123 9.8 16.0 .
10 ' 8 BOS!OII B'"“""‘-” Ziv (M) 17-4 wahe-ty ktty wnac-tv  whbm  weeco-ty  ktnt-tv wtop-ty | wiw-a
] 8:30pm  8:30pm } 10:30pm 9:30pm 10:45pm 10:30pm 8:30pm { 9:00pm 10:
ol Pas Top 10 shows in 4 to 9 markets
] ] _ 10.2 9.4 19.0 488 il
i Favorite Slory_. Ziv ‘D) 29.5 wnht kttv wnac-tv ksd-te
10:30pm 8:00pm J10:30pm $:30pm
, 30| 9.0 12.8 33.3
2 | 5 | Crown Theatre, CBS Film (D) 20.5 kttr | whkb Komo-tv  ksd-tv
9 S'ODm IOﬂm 6:30pm 10:00pm B
4.9 6.0
3 Jeffrey Joues, L. Parsons (D) 18.9 e whuf-ty
7:30pm 9:00pm
. ' 11.4 38.3
4 Your All-Star Theatre, Screen Gems (D) 18.3 wnbw wben-ty
- 10:30pm 4:30pm
99 104]| 103 27.5 10.8 13.8
5 1) 1 H - - - 4
> | 2 opalong Cassidy, NBC Film (W) 16.0 «?B’&';;, JRur —Gfggp:; _ ot l;qf:gp: ,‘_vfggpvm
. ! i - 12.2 16.4] 100 28.3 10.0
mos ’n "0 i -, whz. ]
¢ AAndy, CBS Film (C) 15.14 :r(l’\(;r‘; 8):,3;[!“ 31:3200(;1 - ‘;og‘(:;: ;1(’001"’;
N o L T Y] 10.7 10.8 23.0 n
71 fiene Antry,  CBS Film (W) 15.2 o wbbm  weeo-ty  king-ts '\
5:30pm §5:30pm 5:00pm 6:00pm
—_—— = _ — - —y T — — ——
i 58 208 2.0 6.8 ‘
a8 Death Valley Days, McCann-Erickson (W) 13.2 whbkb King-tv ksim-tv  witg | r
i 9:30pm 9:00pm 10:00pm 10:00pm L:
o 39 89 27.3 78 n
9 8 C"ﬂ"""('d” NBC F"m (D) l’.@ wer ty ktty king-t¢ waam
| 10 00pm L.Unn"’, | i 30pm 10:30pm L
B 4.9 12.0 29.8 9.0 T
10 6 Cowboy G-Men, United Artists (W) 13.8 |atcar | weco- v ksd-tv wags-tv weg
1 2 00pm 2:00pm 12 30pm 7:00pm 13
—
RBlank spaces indicates film rot hroadeast in thls market as of 1 T February 1954  Whife net- Show type symbols: (A)  adventure; C) comedy: (D) drama: (K) kid show; (MI#€; -
work shows are [alrly stable from ome month to anither in the market in which thes run 1W) Western  Fiims {isted are syndil ated., half-hour length, broadeast in four of I .
d kets  The average roting 12 an unacighted average of individual market ratings ilgfx u
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you can’t

\\%

lally made for tv
pfl
L
3-STATION MARKETS 2-STATION MARKETS
R ]
\c ayton' Detrolt Milw'kee Phlla. S. Fran. Birm. Chariotte New O.
g
2.5 15.5 18.0 17.8 24.3 59.3 33.8
hio-tv  wibk-tv wtmj-tv kron-tv wabt whtv wdsu
:30pm 10:30pm 11:00pm 10:00pm { 9:30pm 8:00pm 10:00pm
7 26.3 37.8 18.0 25.0 | 27.3 34.8 26.8
i wxyz-tv wtmj-tv weau-tv kron-tv | wbre-tv  wbtv  wdsu-tv
‘"5 7:00pm 5:00pm 7:00pmm  7:00pm § 5:00pm 11:00am 5:00pm
6.5 17.8 24.0 12.8 18.0 60.8
fo-tv wjbk-tv wtmj-tv wcau-tv Kron-tv whbtv
§3100pm 10:30pm 10:30pm 7:00pm 10:30pm 8:30pm
m1.8 168 27.5 224 123 | 26.8 32.0 23.8
wylw-d wxyz-tv wtmj-tv weau-tv kgo-tv wabt whty  wdsu-tv
44-00pm  6:30pm 4:00pm 7:00pm 6:30pm | 6:00pm 5:00pm 5:00pm
T,r.a 18.3 21.0 16.0 18.3 ) 28.0 36.5 36.0
whiw-d  wxyz-tv wtmj-tv  wptz kgo-tv wabt whtv  wdsu-tv
00pm 6:30pm 12:00n 6:30pm 6:30pm | 6:00pm 5:30pm 3:00pm
112.8 15.5 44.3 100 7.3 22.3 60.5
ml\v-d wibk-tv wtmj-tv wcau-tv kgo-tv W!Jrc~tv wbtvy
i :30pm 9:00pm 9:30pm 10:30pm 10:00pm 9:30pm 9:00pm
88 11.8 36.5 17.4 16.3 30.0 35.8
lw-d wibk-tv wtmj-tv  wptz  kron-tv wabt whty
00pm 6:00pm 4:30pm 6:30pm 4:00pm J 6:00pm 5:30pm
== - —
23 17.5 13.3 17.0 278 32.3 43.5
hw-d wxyz-tv wcan-tv  wptz  kpix-tv § worc-tv  wbtv  wdsu-tv
1:00pm 8:00pm 7:00pm 6:00pm 7:00pm [ 2:30pm 10:00pm 11:30pm
3.8 17.5 188 298 | 18.3 48.3 1125
w-d  wwj-tv weau-tv  kpix-tv wbtv  wdsu-ty
3 :30pm 7:00pm 6:30pm 9:00pm 1:00pm 6:00pm
9.5 20.8 29.5 13.6 12.5 42.8
lw-ad wwj-tv wtmj-tv wecau-tv kgo-tv wdsu-tv
6:30pm 11:00pm 7:00pm 8:30gm 10:00pm
¢
' 9.5 59.3 50.5
kgo-tv | wbty  wdsu-tv
| 7:00pm 9:00pm  9:30pm
1 14.8 49.8
 { kpix-tv wdsu-tv
7.00pm . 9:30pm
¥ = e
10.3 54.3
wean-tv wdsu-tv
9:30pm 7:30pm
15.3
wwj-tv
10:30pm
4.8 19.5 37.0
weau-tv wbre-tv  wbtv
7:00pm 6:00pm 5:30pm
22.3 10.9
wimj-tv weau-tv
12:30pm  5:30pm
)8 19.4
o-tv weau-tv
Jpm 10:30pm
10.3 25.0 6.0 9.0
wwi-tv  wtmj-tv wfil-tv kron-tv
11:00pm 11:00pm 7:00pm 10:30pm
10.5 6.3
wibk-tv kego-tv
1:30pm 6:00pm

y@lyzing rating trends from one month to another in this chart.
1f blank show was not rated at ali in
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last month's chart.
or was in other than top 10.

get lost in the
Piedmont...

All you need to do in 29 of the most important counties of our
Prosperous Piedmont is seek out the nearest TV antenna.
It will be pointed toward WFMY-TV. Navigate from there, and
you'll be headed straight toward the favorite television
station of a huge multi-market region where more than

$1,500,000,000 a year waits to be spent.

All across these Piedmont counties, with their many well-known
cities and towns, is a humming pattern of factories and farms,
of payrolls and prosperity, of vast selling opportunity.

The only TV station that taps all of this potential is WFMY-TV
— and with a degree of persuasive influence that makes it
top choice of so many advertisers.

Advertising-wise, you can’t get lost in the Piedmont. Not

if you tell your story via its favorite TV station. The sooner
you find WFMY-TV, the sooner you get your share of this
$1,500,000,000 buying power.

wimy-tv
Basic CBS Affiliate — Channel 2

Greenshoro, N.C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago—San Francisco

117



TV film

commercials |

... there’ SNIDEW
... there’s ﬂUDl 0 \Continued from page 8)

.~.

Awards simulcast of a recent Thur=day. I wish I could have

agreed with the commercial approach, since I know many of

the people comnected with both advertiser and agency. But

Pm afraid all T could do wax wince as these interruptions to
. the proceedings ~haped up during the hour and a half.

' The audience rveaction in the Center Theatre, New York,

' where I was watching (with ~ide-long glances at Deborah

Kerr and Audrey Hepburn) was expressed in groans every

time a conmmercial was inserted.  Every time bnt once.  This

was an adroitly positioned announcement which followed a

station break thus casing the burden on the sales message and

preparing the audience for it. ’ _

\s each commercial followed the other, the contrived situ- 1

ationzs hecame more and more transparent.  When Paul l

Douglas said: “Let’s look n on a couple who are investigat-

ing au Oldsmobile on the sales floor” (or words to that ef-

RKQ® PATHE knows what can

be done with film. They've fect), the phoniness of the vignette became all the more
been learning for more than phoney.

31 yvears. ... And today vou And poor Betty White, a voung ladv who seems to have a
get the bonus in RKO certain naturalne~s and ])elle\d])llll\' was swamped by her
PATHE know-how and fa- copy and could onlv appear clo)mg and saccharine.

But let’s face it—in many wavs I think all of us in com-
mercial tv owe a debt to Old=. It was very easy to fall into
this trap—we all might have done the same. 1 know I
RKO PATHE has a background wonld have. For here was: an example of something that

cilities in anything from an
8-second spot to a feature!

dating back to the first si- looked okay on paper ])En poorly on telfavij'on (worst ex- '
lent pictures...and an out- ample: the commc.‘rcxul.\\'nh dancers jumping in al}d out of a
roadster—=omething tried by mo=t of 1= at one time or an-
look born of success that cp Jun m e . i
other, ~eldom if ever with success—never with so little as
meets the challenge of to- during the Awards telecast.)
day’s fust-moving and rap- e re—— up while the studio audience and the
idly changing advertising some audience awaited the announcements put an added
picture. weight on the shoulders of the copy people in the timing of |

their breaks. their frequeneyv. and. wmost important. their

RKO PATHE ready ... at your demeanor. I'd =av | learned, thanks to Olds. that the lead-in

. 4 AL 4

phone call for TV film com- to a commercial =hould ])c chrectness 1tself rather than
mercials...to do the job artifiee. il
right.

Letters to Bob Foreman are welcomed

R Ko PATHE Do you always agree with the opinions Bob Foreman ex-
By y INC. presses in “Agency Ad Libs”? Bob and the editors of srox-

““The Professional Company”’ sor would be happy to receive and print comments from

625 Madison Ave., New York 22, N. Y. readers. Address Bob Foreman. ¢ o sroxsor. 10 E. 19 Sr.
Phone: Plaza 9-3600
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I'm In
Business!

KMPC “Report to
SPOTholders for
1953” shows:

- GROSS BUSINESS

cﬁ” %, 13.5% AHEAD of

e R 1952

?’ Greatest Year in
KMPC History.
374 Different Adver-
tisers on KMPC.

Everything zells on

- = KMPC.
G Tt more Iin 54
i T MW/”
»ﬁ" ! Mﬂi KMPC AUDIENCE GROWING
i .v*#“ {‘“# " Because of these star personalities:
g2 DICK WHITTINGHILL o BILL STEWART o IRA
] COOK e JOIINNY GRANT [TARRY GOLDER
m&* ”mw ”” BOB KELLEY o CIHEF .\Ill:\:\T e HAL \IOORE.
o “ KMPC WIDELY PUBLICIZED
\ Newspapers o Movie Trailers o Store Posters o
w l&)ﬁ“ Theaire Magazines
«‘*‘ R «wj;‘,mm KMPC MERCHANDISING EFFECTIVE
‘\\ R !kﬁ ﬁ \dvertisers Enthusiastic About KMPC Service.

2R i, e e
fw‘ W‘ RS ~\“ *
2 ,@s\ v&ﬂ‘m W ““
@“‘ M@: \.3\'*'"‘ \@N " i*

® \ 0
w@ﬁ#‘ ﬁ’ \\?ﬂ\‘ AN
&.““ el 'MMM

{tﬂ’! ‘v 710 KC - Los Angeles, California

THE WEST'S GREATEST INDEPENDENT

iy .
éﬁ\‘m W’ "M’ﬂ\ﬂﬁ“ Wiy ‘*& 50,000 watts days o 10,000 watts nights
RN ‘3’“ \, ' oy W I“f?‘mf;’ CENE AUTRY, President—R. O. REYNOLDS, Vice Pres. & Gen. Mgr.

h” d \Mﬁ,‘g"‘“ ﬁ m "t Represented Nationally by A. M. RADIO SALES COMPANY
* ”'gn %g, New York Los Angeles Chicago
golden A
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4 ways you can use this
valuable SPONSOR feature

In every issue of sronsor you will find the handy,
up-to-date listing of new tv station grants which appears
below. Here's how this compilation can help you.

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

B

ing on-air target dates given in chart.

2. Names of permitee, manager and rep for each
new c.p. and station make it casy to get additional data

3. List of all stations newly on air with commercia,
programing during two 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.

. ' & W
’ - - % |
. New coustruction permits’ i
|
t | POWER (KwW)** | [ sersiN | RADIO
CITY & STATE L SALL o WEHARGEE DanjE OF GREAIR e T aumAL ST ARG WARKET |PERMITEE & MANAGER il I
1 ]
CHARLESTON, S. C. WUSN-TV 2 26 March 1 Sept. 54 32 1 71 vhf S it e B
magr.
rh‘lf,zm D. Maybank, v.p; 1
MONTGOMERY, ALA. WSFA-TV 12 26 March 1 Oct. 316 158 1 24 vhf Montgomery Bestg. Co. — ]
R. F. Hudsan Sr. v.p.
H. S. Durden. see..tres. ﬂ
{Hudson is publisher of |
o atabams Jeurmal '
WICHITA, KAN. KAKE-TV 10 1 April July ‘54 316 158 1 61 vhf KAKE B T Redls
H. E. Zoller, v.p. H
Jack Todd. gen. mgr. ‘“i
i1. New stations on air* l
CALL i R FOWER (kW)™ | NET [ stns, | (SETSIN
CITY & STATE LETTERS lcuw)yn DAt | VISUAL | AURAL | AFFILIATION | ON AR | MARKET! |PERMITEE & MANAGER REP
ALBANY, GA. WALB-TV 10 3 April 12 56 1 NFA Herald Publishing Co. Burn-Swmith
Thomas Stillwagon, gen.
mgr.
FAIRMONT, W, VA, WJPB-TY 35 28 March 17 9 ABC, 1 NFA Falrmont Bestg. Co. Gll-Perny
Du M, J.mF;.r.Beacom, pres.-gen.
NBC
1HI. Addenda to previous listings |

Since sronsor’s 5 April 1951 issue, Cne of these stati
four more television station grantees have
relinquished their construction  permits.

number of station

CHATTANOOGA, Tenn.,, WTVT, uhf ch. 43.
LITTLE ROCK, Ark., KRTV, uhf ch. 17 (station was

SALEM, Ore,, KPIC,

operating  commercially,

ons was on the air and
This raices the
s which have returned

C.P’s to the FCCto 63. In addition.

one other station which was operating has
left the air but retained itz permit. ‘

uhf ch. 24. NEWPORT NEWS-NORFOLK, Va., WACH-TV, uht

ch. 33 (station goes off the air but refains

on the air operating commercially). YUEA CITY, Cal., KAGR-TY, uhf ch. 52. c.p.).
U. S. stations on air, incl. Dast-freeze ¢‘Ps gmn!m[ fex- Te homes in U'S. (1 Jan. lu
Honolulu and Alaska (9 cluding 28 « / s, 51) 27,500,000% |
April '31) 368 9 330 U.S. homes with tv sets (1
Markets cotered 227 Grantees on air 260 Jan. '31) 60%$§
I'ercentages on homes with sets and homes In tv corerage aress are consldered approximate. ﬂd

‘Both new £.p. | lnd statlons lolnx on lhe lll’ Ihled here are lhme which occurred helween
27

eumld red to ba on the alr when commercial operation starts
in FCC
in mark AR
stat 1
120

most ¢s. the representative of & radfo statlon which Is granted & ¢.p. also represents the new
sir presst me It Is generatly too eariy 1o conflrm (T fepresentailons of m

£t es. SPONSOR lista the reps of the radlo statlons In thls column (when & radlo station bl

b g1 the 15 grant). NFA: No figures availlable st presstime on sets in marked
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WBZ-TV

BOSTON, Channel 4
WESTINGHOUSE BROADCASTING COMPANY, Inc.

WBZ « WBZA o KYW ¢ KDKA » WOWO « KEX « WBZ-TV » WPTZ

National representatives: Free & Peters, Inc.

19 APRIL 1954

In New England
they’d rather watch

WBZ-TV

® Superior local programming is a big reason! On WRBZ-TV,
televiewers find something for everyone—from lively news programs
like NEWS AT NOON to household hints mcluded in PANTRY
PLAYHOUSE — from wholesome children’s programs such as THE
MAGIC WINDOW to the most adult entertainment like that in
STARRING THE EDITORS. Seasoned to the New England taste
these programs pull a surprising — and gratifying — number of
replies and sales! We'll be glad to tell vou the full story
WBZ-TV covers an area of 12,390 square miles, account

retail sales of more than 6 billion dollars. Just wril

121



MATTRESSES

SPONSOR: WO 1L Bentley & Son VGENCY ¢ Direet

CAPSULE CNSE ISTORY . Television proved to be any
thing but a slecper when this Augusta, Ga., furniture
company wxed 1t to advertise mattresses. The firm bought
a oune-miinute live demonstration participation on Stars
on Parade. a live talent musical program early last month.
dnd a ferw davs after the telecast WIBF-TV got this letter
Jrowm Douglas Barker, the furniture company’s ad mana-
ger: “We are happy to report overwchelming response
Jrour our recent tvospot. ... Our reecords show that we
sold 21 wmattresses as a direct result of this ad. We are
well pleased with the number of new accounts opened and
the immediate respouse.”

WIBE.-TY, \ngu-ta PROGR AN Stare on Parade

SALAD MAKERS

AUTOMOBILES

SPONSOR: Cochiran Motor Ca, AGENCY: Direa

CAPSULE CASE INSTORY: At the end of last year, the
sponsor had a nvumber of 1953-model cars held over. The
new models were coming out and the dealer wanted to
sell the old ones but fust. lle bought five filmed announce-
ments adjacent to the major sporting events televised}
over the New Year's weekend [or a total cost of $163
Gneluding production costs). During the next four days,
the sponsor sold 16 new Fords and Mercuries (worth
SE5.0000 as a direct result of the tv announcements—an
advertising budget of one-third of 19%. Cochran’s ad
inanager said, It was one of the greatest success stories

in the history of our advertising. . ..” 1

N
KNSBW-TY, Salinas PROGRANL: -\nrmun('mnenlsir

RNBY-TA, Monterey  thare-time stations§ I

CLEANER

SPONSOR: Spie & Span Cleanérs & Dyers AGENCY: Direct

CAPSULE CASE HISTORY:  Last May, J. 1. Irvine, pro-
prictor of a cleaning establishinent. was approached by
AELO-TI with a guarter-hour local show every other
week. “When I was sold the tv program . . . | signed the
contract . . . but 1 was far from ‘sold’ at the time,” [rvine
recalls. But now. he says, “My tv show has outpulled both
newspaper and radio combined . . . and has actually put
definite and traceable cleaning jobs in my plant [rom
points ... far ... out of town. . .. Television is well worth
the investment tnvolved.” Cost is $98.50 per program.

NELO-T\. sionx Falls PROGRANM: Yon Pick ‘em

SPONSOR: <aludmaster Sales AGENCY . Direct

CAPSULE CASE HISTORY:  odn advertising-to-sales ratio
of 107 to 1 that's the kind of sales return this kitchen
appliance company got. The regional manager of Salad.
master, Fric A, Allen, described the results as “amazing.”
He said Saladnaster bought one Y0-second participation
announcement at 10:00 p.m. 29 January., “Up to the
present time,” he reports, “the net results of this partici-
pation have brought in over S7.000 worth of sales [row
a 805 expeuditure”” The Saladmaster sells for §29.95.
F.OB. Dallas, Tex. “Needless to say.” Allen continues.
“1we are more thau gratified with the results.”

KNEYT, ~anta Barbara PROGR AN Pacifie Theatre

CHOCOLATE SYRUP

SPONSOR: Bosco Co. AGENCY: Ruthraufl § Kyan

CAPSULE CASE HISTORY:  For the past year. Bosco| .
has had a one-minute participation five times weekly on

the Billy Johnson show 19:00-10:00 a.n.) for $150! &
weekly, Here's how John T. McParland of the Bosco Co.l (‘(
describes the results: “. .. Our connection with the Billy| ‘%
Johnson Cartoon Club begau in March 1933 and it was|
not very long before the impact of the show was reflected
w a substantial increase in our sales. Over the period of
a few days in excess of 10 months, we have enjoved an
approxtmate 1009 increase of sales and the trend is con-
tinuing up. Bosco is now very well known in D. C2

4

NWTOP-TY, Washington PROGRAM: Cartoon (:lul)l

APPLIANCES

SPONSOR: The Applianee Man AGENCY : Tlarry W, Morris

CAPSULE CASE HISTORY W hen the spousor recently
renewed his coatract for another 13 weeks. the ageney
wrote KGO-TV aud thanked the station [or “doing a
spleadid job.” The ageney weat to say that “even though
this has been in not too favorable a time stot aud against
relatively stiff cowmpenition, the success my client has en-
joyed . has been excellent. Actually, the results of the
show seem to gain momentnm each aceek. . .. Cost of
cach participation s S100,

NGOTN, San Francisco PROGR AN : Mosies with Mallos

JAMS & JELLIES

SPONSOR: Mary Ellen Jams & Jelie=  AGENCY: Ralph Jewell

CAPSULE CASE TEISTORY ¢ When the SI)OHSOf-S jans
and jellies wrere tutroduced to San Diegoans last [all, sal@
averaged 75 cases monthly. Starting 22 September, the
Jams and jellies were advertised on Marj Hume's What¥ |
Cookin® program with two announcements weekly. Ré
sults were so good that a 20-second chainbreak on Satug
day uights was bought starting 10 October. Within 8
e tweeks sales jumped to more than 500 cases monthly
The cooking show announcements cost 3100 weekly; the
chainbreak costs $120 wreekly. |

KENMBTYN, san Diey PROGR \M: Annonncements, Chainbreaks




@® AND

f‘fw No Bones About [t!

The PENN-N.Y. edition of TV Guide recently conducted a
poll among its readers, asking which local TV programs
they watch and enjoy most. Answers poured in from
all Northeastern Pennsylvania. WILK-TV walked off with
& the top honors. The April 15th issue tells the story.
First Place goes to WILK-TV's pace-setting early evening
variety show, *‘CAROUSEL" with Hal and Nancy Berg—
Second Place goes to the top show in local kid entertain-
ment, *BUCKSKIN JIM'S TRADING POST” presided over
by Jim Ward—and Third Place to the center of attraction
for the local teens, "' JOHNNY SOBOL'S RUMPUS ROOM ™.

SMALL WONDER OUR TAILS ARE WAGGING
WITH PRIDE!

WILK-TV covers a large and lucrative market where television competition is
strong. The fact that we lead the field in popularity, quality of programming and
reception is hard-hitting proof that we can sell more of your products at less cost
than any other station in this widespread television-conscious area.

WILKES-BARRE and SCRANTON
250,000 WATTS
covering ALL Northeastern Penna.

Call or write

AVERY-KNODEL, Inc.

® New York & Chicago ® Los Angeles Affiliated with both
® San Francisco ® Atlanta ® Dallas ABC and DUMONT NETWORKS




]
!
i i !
1}
. AWEVANSVILLE
MY VIRNON % " ‘~Indiana
'_Y y. ) lpocuou
§ d
. HiNDIRSON 712
I \,,4,\ oA "
8 3 - OwiNssORg
MORGANFIELD 4 A
Ay ™ T
_f: / Bide 1 4
% = /
' iy \ !
Lpaovioinet - % \ A
S [ ey "y A

/(‘2/ P
7. MADISONVILL @ 2

~ sy -t

yEverisville’s

first and only
‘Television Station

WFIE

CHANNEL 62

vﬁlt

SELL this salid markel af 130,-
000 faomilies whose annuat
spendable income exceeds 475
millian dallors.

SELL them thraugh the facililies
of WFIE-TY . . . Evansville's
firs] and only lelevisioan sta-
lian, naw serving mare lhan
50,000 TY homes in this UHF.
only markel.

NBC, ABC, and
DuMONT affiliate

represented
‘naljonally by

VENARD, INC.

New Yaork, Chicago, Dallas,
\ Bosion, Allanla, los Angeles,
+ San Francisco
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Dr. E. L. Deckinger

V.P., Director of Research
Biow Co., New York

| agency profile

Dr. Deckinger's advertising career hegan when he stopped teach-
ing math at \ew York University and went to work in Biow’s mail
rooni. That was 17 vears ago. Since then he has built the research
department from zero to a 40-man creative research operation,

“Advertising research has many facets,” said Deckinger. “But
they all try to ~olve the same question: How can we sell more goods
for our clients? And advertising research is successful onh if it
helps advertising to do this.”

At this point a little man with a large tray entered the office. spread
a napkin on the desk and put a giant glass of ice-cold Pepsi Cola
before us twith a straw). “Consumer research?” we asked

“Hospitalitn.” said Deckinger.

“Can research give a sponsor indications of probable sales to be

derived from his advertising budget?” spoxNsOR asked.

“No.” said Deckinger apologeticallv. “Causations. for example,
are very difficult to establish. By causation 1 mean proof that he-
cause we u~ed a certain program or a particular commercial in a
certain way at a specific time. we obtain specific sales results. Cor-
relation  that 1=, the relationship between certain variables like high
rating~ and program efliciency —those become apparent. But proof
that one factor caused sales—that’s another story.”

Deckinger heads the ARF committee that is currently studving
rating services,

“We'll have a report out ~oon. lt's on audience size measurement
methods. and «¢ts standards for the methods. Its purpose is to raise
the level of research standard~ in the field in general. and to remove
some of the horrible present confusion in 0 doing. The report is
distilled from many. mamy hours of hard work and hefty thinking
by representatives of all ~egments of the industry. We hope it will
be completed by June.”

Deckinger expressed optimi=m about strides made in research.
“We design our questionnaire hetter. we sample better. 0 we get
close quicker to the right answers on how to help the creative people
prepare better advertising, But there’s no one method for solving
advertising research problems.”

When not researching. Deckinger putters around the 40-year-old
house he bought for his family. “We save a lot of money,” says he.
“in remodeling we never do.” * Kk x
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When you sell on WCAN-TV you’re sentenced to a life of sales
success and profit . . . because WCAN-TV has been found GUILTY and
SENTENCED to the following 3 counts:

] WCAN-TV is guilty of having 70% conversions in less than 7 months on the air.
* 1t is this phenomenal conversion rate that made Milwaukee the fastest growing
UHF Market in America today!

2 WCAN-TV is guilty of operating at FULL POWER of 212,000 watts bringing
* top flight WCAN-TV and CBS programming to greater Wisconsin.

' 7
3 WCAN is guilty of giving the BEST TV BUY in America TODAY.
LB

Affiliated with WCAN RADIO
Wisconsin's most powerful independent

*ARB Survey April 1-7, 1954
Pulse, Hocper and Dr. Ella Clark, Marquette Univ.

channel
BASIC OPTIONAL

Represented Natianally by

Alex Rosenman ® 347 Madison Avenue

New York, New York MilwaUkee

|
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The old fashioued touch cuu help (v commercials

Television commercials of today and
printed advertisements of a handred
vears ago have at least one thing in
common: The use of a pretty girl to
attract attention.  And the wood cuts
of the 1800°s are just as enteviaining

The ideal system: Last year SPONSOR (28 December 1953,
page 34) outlined "Whet's wrong with the rating services?"
somebody has come up with detailed blueprints of the ideal rating

as present-dav v connmercials,

\ whole avray of earlv advertise-
ments and tyvpography s included in a
two-voluine pictorial survey assewhled
in Handbook of Farly tmerican Ad-
vertising Art, The books are by Clar-

Now,

ence P, Hornung. published by Dover
Publications. Inc.. New York. Tele-
advertizers. radio and tv sta-
tion promotion departinents and others
can use material in the books in their
own ads, All the naterial is copyright
free and can be reproduced without
m-)a!!_\ pavinent.

Anned at the advertiser who wants
to impart an old-fashioned flavor to his
promotion. the books contain 3.500
cuts and type faces,

Anmong the ads in the set is one for
It has this force-
ful ¢losing: “Ladies and gentlemen are
invited to call 2nd examine it. or. what
i~ better. send u~ vour dirty clothes
and test it.” * * o

Yison

a wa=hing machine.

system. To keep its readers informed of the latest in the flourishing art
of measuring listenership, SPONSOR presents The Pulse, Incs, views on
the "ideal rating service’’ in the form of this facetious mailing piece.

BLUE PRINT™ FOR THE
IDEAL RATING SERVICE

* DO MOT CONFUSE WITH BLUE PLATE AND/OR POINTS

Seale Tl Martini (VD) =2 %40l Fashioneds

A

HEAD QUARTERS MONITORS SIGNALING
DEVICE WHICH THUMB-TACKS HOUSEHOLDER
INTO ACTION

5

/
\:J"
PREMEMBER
YOUR VITAMING,
DEARY
*REMEMBER YOUR

ROTARY FLASHING LIGHT.
WHISTLE

A I ELECTRONIC LASSO CABLE
! TO SNARE OTHERS IN
- ‘ HOUSEHOLD

LOBOTOMY HELMET,

(

“SORRY, MR. SMMHERS.

1 FORGET WHETHER HE |

SAID YOU WERE UP }io
OF A POINT OR N THE

WITH ELECTRODES, THAT

POSITIVELY REVEALS
THOUGHTS NOT

DETECTED BY THE
PSYCHIATRIST

REPRESENTATIVE 2 DEPENDENTS,
HOUSEHOLDER  REPRESENTATIVE HOUSE- ““"zyff o:“o”e“f‘o
auows TE 6% i HOLDERS FRAU ong or e Lot 0008 B0
4 YEARS OR MORE ~ NATIONS 87 570,000 ADULTS 8 YRS, OF GRAMMAR
COLLEGE OVER 25, 70. 8% OF WHOM ooty .
DID NOT FINIGH HIGH SCHOOL
GLASSEYE PHOTOMETRIC

ANALYZER welL DISTRIBUTED

IN THE SAMPLE TD SHOW IF PEDPLE ARE' WAIT FOR
1\.}\ REALLY USTENING AND NATCHING OR THAT PHO®
« 2 JUST CAT-NAPPING

FIRST TEN!Y

* i THEY'RE HIGH

; SLIGHT EXTRA
M 3
Azl CHARGE FOR.
IDENTICAL  #
TWINS ’/

; OPERATING AT KEYMOLES
.. .COME WHAT UKE THE GUIDED MISSILE
PROGPAM. BUT MASS PRODUCTION, IF

. THE INDUSTRY CAN AFFORD [T, WILL MAKE !

PHONE IN GECRET REPORTS

) FOR PROJECTION TO NON-TDLL AREAS
>

R

i GOLD-PLATED MIDGETS . sugREsTMOUSLY
| HIDDEN N SAMPLE AS DOOR-GTOPS, WHO
t
|
]

e i o — —————— -

ALSO BEING DUPLICATED AS PLASTYC BOOKENDS

) VIR

ASSEMBLE REACTIONS

@)So or why not just ask people in their homes.. like PULSE.’




Briefly . . .

People with tv sets don’t get as much
sleep as they did in pre-tv days. That's
one of the findings of a study conduct-
ed by Indiana University. Blooming-
ton. Ind.. made among 150 Blooming-
ton  housewives whose homes are
topped with tv antennas. Two-thirds
of the women said they went to hed
later since tv. The same survev dis-
closed tv has not cut into a viewer's
newspaper reading time. But respond-
ents said they read hooks and maga-
zines only half as much as before.
Nearly one-third of the respondents
said they didn’t go out as much as be-
fore tv. Mealtime changes were re-
ported by 21%. and 6.6C said their
children studied less now. Ty adver-
tising is felt to be useful by most
housewives. About three-fourths are
satisfied with the programing they now
receive.

¥ 4 *

When WABD. New York's new Er-
nie Kovacs Show made its debut Mon-
day 12 April. one sponsor already
had been signed. Jay Broiler Co.
(Roto-Broil) bought a quarter-hour
segment of the nightly variety pro-
gram. Cost of a 15-minute portion
of the local show is about $2.500
weekly for 13 weeks. Joining Kovacs
from 11:15 p.m. to 12:15 a.m. Mon-
day - through-Friday is Edith Adams
of the Broadway musical Wonderful
Town, plus a trio. a male vocalist and
various guests. WABD’s General Man-
ager Norman Knight told spoxsor that
Kovacs was signed to a long-term pact
involving $1 million and that the pro-
gram has one of the biggest budgets of
any local New York show.

* ¥ ¥
The nation’s disk jockeys are cur-

rently telling their audiences about a
campaign to make good music collec-

tions available to the blind. The music

is recorded on ordinary phonograph
records but the records have braille
jackets and braille labels for indentifi-
cation,

Sigmund Spaeth, noted music edu-
cator and columnist, told sPONSOR the
Louis Braille Music Institute of Amer-
ica, Inc.. New York, is solciting funds
to pay for the free distribution of rec-
ords to the blind and institutions for
the blind. Disk jockeys, he reported,
are assisting in the campaign.

Spaeth said Library No. 1 is now
available. * % %

=rTexas!
CBS AND DuMONT
TELEVISION NETWORKS

Wichita ga//s_ cge/ec;.s:iony "C-



SOR Asks...

o forum on guestions of enrrent interest

to oir advertisers and their agencies

What strides has ultf television recently made—

and what problems remain (o be solved

THE PICKED PANEL ANSWERS

By BIN STROUNE, dice president, B WD, Ine.,
B ashington, D. (.

Once we knew a
nian who owned
a radio station.
lle s<old 1t for
£2.500. That sta-
tion later became
a basic CBS af-

filtate: market

value: $1.500.-
A 000.
Mr. Strouse Then there

were the guvs
who had pre-freeze vhi grants and
turned them back in- “There was no
future for television.™

Latest members of this fraternity:
The *uhf-ig-no-good™ bovs. A promi-
nent network official recently quipped:
“If a vhi station fail<. it's bad man-
agement: il a uhf station fails. it’s he-
cauze it's uhl”" Wise words indeed.

U nder our competitive. free enter-
prize system. there 1= never a guoaran-
tee of business success. Manyv busi
nesses in all lines fail because of poor
management. insuflieient capital or bad
judgment in starting the business
the first place.  Most uhf failures have
been cansed by similar reasons.  Start-
ing a station i a market that was too
small to support television. starting in
a market that was already receiving a
number of good vhi signals. starting
without a plan. Too many promoters.
get-rich-quick  schemers. hopped into
tv. any kind of o any place. because
tv was “a license to steal.”

Despite the failures and the profes-
sional pallbearers there are today a
number of highlv successful uhf sta-
tions. They arve doing an efficient job.
operating under the same rules that a
good radio station operates under:
promotron

good programing.  good

and good selling.

Our company (WWDC. Inc.) estab-

128

lished a radio station in Washington
which the experts all agreed couldn’t
succeed  the market was too crowd-
ed. Not only did we succeed but a half
a dozen other stations which followed
us into the market and had their sights
leveled in a definite direction also ~ue-
ceeded,

Now we own a piece of an upconting
ubf ~tation (WIMZ-TV,  Allentown.
Pao. 1t's a good market. a big one.
A\l of the area stations are and will be
uhf - except for the fringe signals out
of Philadelplia (and by the way.
what's going to happen to fringe sig-
nals when color comes in?1, We think
WINMZ is going to be successful. not
overnight of course. lts president, Rav
Koln of Allentown. is a good opera-
tor.  lle knows his market.  With
sound local programing angmented by
network shows, with good promotion
including work with the retail service-
men and dealers on a verv sound.
plaimed basis. with good selling. we
think WEFMZ-TV will cucceed.

The same business judgment that
told us to go into uhf in Allentown
~topped u~ from going into uhf in
Was<hington.  Washington has four
very good vhi stations. What can a
ubf ~tation offer that will make people
convert?

By 1 4RRY ISR FL, vice president and pgencral
manager, WENS, Pittsbureh

ULf. without the
advantage of a
five-vear  [reeze.
in certain ~pecific
markets lias made
some real prog-
ress — while not
spectacolar. cer-

tainlv sound and
~teady.

In the wake of
many stations
both u and v suffering economic re-

Mr. lsrael

verses becanse of a number of factors.,

O

many  people in the industry have
songht to put a stigma on all uhf.
These shortsighted individuals over-
look a number of factors.

Uhf stations. by and large, that have
had economne troubles, for the most
part have been in markets where there
simph aren’t enough dollars to go
around and many of them have been
under-financed and ill conceived. This
applies to a great many new vhf sta-
tions also. Overlooked also is the fact
that 18 vhi permits were handed back
to the Commission by groups who had
little or no faith in the future of tv.

To be ~pecific. let’s look at the mar-
ket with which 1 am most familar,
Pittshurgh. the nation’s eighth major
market with a vhf established five vears
prior to the arrival of our uhf channel.
W hat have we been able to accomplisl
in seven months of operation?

We have the first televised sehedule
of major-league haseball. the first home
and away =chedule both from Madison
~quare Garden for the Holiday and
National Invitation tournaments and a
series of home games of the national-
Iv ranked Duquesne University hasket-
ball team. We've done more remotes
in zeven months than has been accom-
plished in the previous five yvears. We
have approximately 130 clients on our
station. We have hasic affihation with
ABC and supplementarv afliliation
with CB3. We have the largest studio
and were the first tv station in the city
to drive an automobile and display for
live camera demonstration in the stu-
dio. In seven months. starting from
scratch. we have. according to the lo-
cal survevs. 230.132 =et= equipped to
pick up onr station as of March 1.

We are going into the first full sum-
mer of haseball and it is reasonable to
assume that this figure will be greatly
expanded due to the purehase of a
second =et in the homes in =0 rabid a
sports town. It i= particularly signifi-

SPONSOR
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cant due to the fact that a number of

the leading manufacturers have come
out with a new set selling under $200
completely equipped with both uhf and
vhf,

It is true that uhf has had an uphill
fight but anything new usually does.

[t should be borne in mind that it
takes a station six months to develop
a rating pattern. In all fairness, those
timebuyers who hold a much more se-
vere yardstick to uhf than they ever
did against vhf are selling short their
own clients. because what they are say-
ing. in effect, is that this country and
this particular market has no basis for

expansion.

By LOU POLLER, general maunager, WCAN-TF,
Milwaukee, Wis.

[ have been
searching for
over a year now,
and 1 have not
found a tv spec-
tator who was
willing to look at
a poor picture or
program on vhf;
conversely | have
not found a tv
spectator who
did not fully enjoy a good picture and
program on uhf, The alphabetical gap

er

Mr. Poll

has been created in Washington, and
magnified on Madison Avenue. Tech-
nically, there are no real problems with
uhf. Mihvaukee has accepted WCAN-
TV to the tune of 627% conversions in
a little over six months.

We Dbelieve that any market having
more than three tv stations is in for a
rough time, whether they are v’s or u’s
or mixed. Kansas City is living proof
of that theory. Planned allocations
did not prove too practical, and chang-
ing the allocations piecemeal as is he-
ing done adds to the confusion. It has
been preached over and over that we
must have uhf in order to enjoy “a
truly competitive” national television
system. If that still holds true. we
need a quick. up-to-date inventory of
tv in the country before we go much
further with the allocation plan.

There is absolutely no reason for
uhf not having the same future as vhi.
given the same opportunity. My ques-
tion still is—is it getting the same op-

portunity ? We don't think so.

(Please turn to page 153)
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Precision

YOUR PRODUCTIONS
BEST REPRESENTATIVE

CLOSE CHECK ON
PROCESSING

Picture and sound rcsults are held
to the closest limits by automatic
temperature regnlation, spray devel-
opment, electronically filtered and
humidity controlled air in the dry-
ing cabinets, circulating filtercd
baths, Thymatrol metor drive, film
waxing and others. The exacting
requirements of sound track devel-
opment arc 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 16
years of specialization in the 16mm
field,consistently meets the latest de-
mands for higher quality and speed.

21 West 46th St.,

JU 2-3970

[PRECISION|

New York 36, N.Y.

I\

FILM LABORATORIES, INC.

l
|
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NESTLE ON THE AIR

(Continued from page 35)

to London for the Coronation and then
I’erin.

“The purpose of the contest.” ex-
plains Winslow Stetson, Nescafé ac.
count exeentive at Shennan & Mar-
quette, “was to get as nrany pe()ple as
possible to try Nescafé. The contest
point-of-ale
displins and pulled  excellent results

fnr ll<.“

wis  promoted  through

.
-
N\,
\

”, ,A-l'

LG o Iy S
NV

”\

v‘: =

) v@“""

\ retailer displas contest ran sinnul
taneously.

In mid-Marcly, when Nescafé's spon-
~or<hip of Kate Smith ran out, the firm

decided not to renew its contract. The

reasoning: Nescafé: was out to reach a
broader famnily audience than it could
with davtime tn. The answer: The
Jackie Gleason Show. CBS IV, Satur-
davs 8:00.9:00 pon.

To keep Nescafé in tle ninds of
consuiners over the smimer, Nestlé Co.
participated in the CBS Radio Power

BT bq?‘ _5""‘"_\ A 4 3 ‘
YUKON STAY WITH YOUR AUDIENCE
7/{/ SUMMER .....ON WWTV!

YUKON*-— synonymous with gold rush since the eorly doys of Alosko.

Now there’s o new gold field open to television advertisers.

Throughout this Spring, Summer ond Foll, 1,500,000 people will visit the fomous
Northern Michigon resort-lond — which this yeor hos television for the first

time ... from WWTV,

You con move with your oudience this yeor os they leove metropoliton centers
10 join the holf-million permonent oudience of WWTV.lond

PRIMARY

ARC-DUMONT

SPARTON BROADCASTING CO.,

130

RPRISINTID BY:
WEED
TREVEION

CADILLAC, MICHIGAN

Plan  from March through August
1953. Through this participation Nes-

caté had coverage on more than 200
CB> Radio stations and identification
with three 8:30-9:00 p.a. radio net-
work shows: FBI in Peace and War,
Meer Midlie and Mr. Keeu, Tracer of
Lost Persons.

Late in 1932, when Nestlé executives
~aw \escafé sales dip. the firm under-
took a brand preference and consumer
~tudyv. Thev found the public was turn-
ing from chocolate-base products like

Neseafé 1o the pure-coffee instant

brands. \escafé revamped its formula,

and when Nestlé bhegan it= one-third
sponsorhip of Gleason in March
1953, the commercials plugged “new
1007 pure coffee” Nescafé.

Nestlé Co.'s mmvestment in the Glea-
~on ~how amounts to $1.105.000 for
production on a 52-week basis, plus

anr estintated 8750.000 more for the

90-~tation CBS TV lineup. For this
price. Nescafé, like the two other co-
~ponsors (Schick and Sheaffer Cos.)

gels one minute-and-a-half commercial

for two weeks, three minutes of com-
mercial time every third week.

These commercials are integrated in-
to the show format. Says Winslow
Stetron. Nescafé a/e at Sherman &
Marquette on this score: “H you're
paving a high price for a top person-
alitv, vou get maximumn value from
vour investment by getting this per
~onality's endorsement of the product.”

Specifically Nescafé likes tv because
of its demonstration value (the com:
mercials show the family how fast and
casily a cup of Nescafé can be madey
and i~ merchandisability (Nescafé
stresses heavy point-of-sale display and
promotion). At the time Neszcafé
bought Gleason he was already a pop-
ular comedian with a family-appeal
show formnat and a solid rating (in the
30°s1. which has maintained.

In fall 1953 Nescafé again ran a
consumer contest. Some $100.000 in
cash was given 1o contestants who
be-t completed a jingle about Nescafé.
This contest. announced on the air for
two monthe. pulled satisfactory re-
sponsc.

Again the reasoning behind this con-
test was twofold:

I. To get new customers for \es-
calé, a~ well as prove the value of the
rexamped product to old customers.

To get extra displays from chains
and leading independent grocers. Sher-
man & Marquette furnished life-size

SPONSOR

S —




WDAY-TV

FARGO, N.D.
NOW ON

) FULL POWER

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

AND CARRYING
PRACTICALLY

LL TOP-RATED

PROGRAMS
FROM
'\ ALL 4 NETWORKS

(AND LEADING FILM PRODUCERS)!

="




cutouts of Gleason to the distributors
duiing the run of the contest.

Nestle
i« thirongh fiee~ample of-

Another favonte method  of
advertising
ferss Nesealé introdneed suelra “prove-
ivourself”  campaign in - September
1953 via tv and magazines, Owe par-
tienlar Gleason connneveial last fall
offered viewers o package with four
individual <ervings of Nescafé free,
This one  conmmereral pulled 25,000
posteards within a dav ont of New
York Citv alone.

Nescafé’s copy theme has been con-
sistent i all media since May 19533:

“New 007 Newcafé Coffee
guarautees better flavor cup after cup.”

This appears in Neseafé's
print advertising  full page black-and-
white as well as four-color ads in Life,
Look, Ladies’ Home Journal, Good
Housekeeping and the store book-, ht
al~o appears in Nescaf@s dailv newspa-
per advertising,  usually  Dbluek-and-
and some two-color 1.000-line

pu re

theme

wlhite
ads,
Spot v is nsed primarily to supple-
ment Gleason ¢overage. On the other
hand Sherman & Marquette stresses the
value of spot radio in 111 reaching

Strong Pull
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an entirels different audience from the
tv o audience; (20 bringing consunters
the “news” aspect of Nescafe.

W hen regular coffee prices skyvrock-
eted in winter 1931 Nescafé hmmedi-
atehv went full-foree imo spot radio in
evers major narket in the country,
This campaign was the most intensive
spot campaign on independent <tatlons
i radio historyv: O WANEW. New
York. alowe Nescafé placed 175 min-
ute announcements a week at $6,000
weeklv,  The campaign has expanded
since January into more than 30 mna-
jor markets. with many independents
as well as network afliliates carrving
~chiedules of 100 announcenents and
more ecaclt week.

These commuercial- start with a jin-
gle stressing flavor but are followed
with a timely hard-hitting pitch com-
regular coffee prices with in-
stant coffee. Campaign wa~ placed in
January on a 13-week basis.

Nescafé’s radio effort 1= of the ~hot-
cun variety. aimed at a maximum adult
and teen-age audience. The agency has
heen huving ~ports, d.j.. news adja-

paring

cencies. a~ well a< local and regional
radio personalities. This price broad-

<ide ix intended 1w hit the entire fam-
ilv.

The Gleason show, on the other
hawud, i~ aimed more specifically at
the yvounger housewife, although Nes-
té Co. doe-ir’t diseount the importance
of men and teen-agers as potential in-
stant coflee consumers.

Nescafé's leading competitors in the
field are aggressive advertisers:

General  Foods  listant Maxwell
House Coffee sponzors The Red But-
tons Show, CB> TV, Mondavs 9:30-
10:00 pan. tthrough Benton & Bowles)
at a 822,000 weekly production cost,
and The Second Mrs. Burton, CBS Ra-
dio, Monday -through-Friday 2:00-2:15
pan. t<haring the program with other
General Foods products) at a $3.000
wecklv production cost.

Standard Brands’ Instant Chase &
Sanborn, on the market since 1940,
had only one experience with network
tv: oue l>-minute participation week-
Iv on NBC TV's Garry Moore Show
in 1951. Since then the brand has been
advertired via spot radio and tv in 70
or more cities. as well as with heavy
print schedules.

Borden’s Instant Coffee was also in-

... keeps viewers tuned fo
KM

the FIRST TV station in
California’s San Joaquin Valley

FRESNO o CHANNEL 24

KM]J-TV pioncered television in this important inland
California market. The strong pull of top local pro-
gramming plus NBC and CBS network shows continue
to make it this area’s most-tuned-to TV station.
KM]-TV is your best buy in the Valley.

Paul H. Raymer, National Representative
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CHANNEL 2 - 100 XW . 31} FEX
GREEN BAY, wICONSIN
APRIL, 1933

Gen. Mgr. — Rep. WEED TELEVISION
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troduced o 19160, and front its birth
was the most air-conscious of the in-
~tant coffee«. Tn 1952 (throngh DCSS)
this brand began sponsoring Treasury
Wen in Aection, \NBC °
8:30:9:00 pan.
program with a 32-<tation lincup, at a
\u'('“_\ of S17.500

whicl i~ horne by Borden Co, products

V.o Thorsday s
It ~till <pon~ors this

production  cost

rotated on the show,

Ceneral Foods™ Instant Sanka, a caf-
feme-free instant coffee, competes more
directhy with Nescafé’s Decaf through

Dancer-Fitzgerald-Sample) Sanka’s

air advertising has tended toward five-
minute newscasts in top nighttime net.
work adjacencies,

Regional brands like Fulgl’l”\ In
stunt Coflee on the West Coast and
Eller Coffee oo the Ea<t
Coust are contenders in their own dis-
tribution areas. Their advertising, gen-
erally, leans toward heavy newspaper

Tn~tant

and spot radio and tv.

In May 1932 Nestlé Co. {through
Shermman & Marquette) introduced an-
other brand of nstant coffee Nestlé's
Instamt Coffee. “Fhe reasoning behind

CHANNEL
12

OVER 100,000 SETS...

50% SATURATION

Wianny, the hright spirit of TV in Central Kansas,
can hardly believe his eyes! Now...more than half
the honies in the KTVH area have TV*. Besides, a
recent Pulse report shows KTVH has 15 night-time
and 10 multi-weekly shows with top ratings. A
golden opportunity awaits you at a KTVH sales
office in Wichita or Hutchinson. Studios in Hutchin-

son: Howwrebp Q. PeETeErRsoN, General Manager.

HUTCHINSON - WICHITA

CBS BASIC—DU MONT — ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS

2 Official certified
set count made
by non-bias
company for
Kansas TV
stations.

VHF
240,000
WATTS
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this introduction of a brand that may
eventually be nationally competitive
with Nestlé’s own Nescafé?

Do Cady  explained Nestlé’s pol-
icy this way to SPOASOR:

“The Nielsen Food and Drug In-
dex <hows that no <ingle hrand of cof-
fee ever held more than 257 of any
particular arket. To strengthen the
Ne«tlé Co.’s individual
markets ax well as nationally. we in-
troduced thi= new. improved Nestlé
Instant Coffee. Actually. we don’t feel
that it will compete with our well-es-
tablixhed Nescafé as much as with oth:
er brands. There will always be con-
sumers who prefer \escafé 1o Nextlé
listant Coffee and vice versa.”

position  In

At the ageney. Nestlé Instamt Coflee
i> handled entirely separately from
N\escafé. Willlam Geoghegan, execu-
tive on the N\estlé Instant Coflee ac-
count. explained that the advertising
stres~ i all media is upon flavor.
“Price.” he say~. “is an industry prob-
leni. Since we have limited distribu-
tion at the moment, and a more lim-
ited budget than the older brands, we

stick 1o brand selling and a strong

flavor pitch.”

Nestlé Instant Coflee’s budget has
increased by <ome 507 annually since
the brand’s introductory campaign in
spring 1952, The budget in 1954 di-
vides this wayv: 60°% in print media,
107¢ in radio and tv.

To date the brand has distribution
in the following areas: Michigan, Mas-
sachusetts. eastern Penusylvania, New
Jerzex. Rhode Island. northwestern
New York, metropolitan New York
and <outhern Connecticut.

T\ 1= being used in New York, Phil-
adelphia. Boston. Detroit. Rhode Is-
land and Buffalo: radio in Michigan.
Pennsylvania  (except Philadelphia).
VMassachusetts.  Both air media are
used on a vear-‘round basis with av-
erage radio frequency exceeding 15
announcements a week per market,
average 11 frequency exceeding five an-
nouncements a week per market.

Demonstration of NIC's quick. eas\

solubility i< the mainstay of NIC's tv

commercials.  Whether film or live,
these commereials usually  show two
cold glasses of water. The announcer
puts a teaspoon of NIC in one glass, of
anather brand of instant coffee in the
other glass. \IC mixes with the cald
water visiblv faster than the unidenti-
fied brand with which it is compared.

The copy theme: “Now—-a foolproof

SPONSOR




“My Ideal Rep ™

says Chet Slaybaugh
of Morse International. Ine..
e hows Teemiiv i1 e

shows mgemuty in *digging
out’ and cooperation in *working out’
schedules that meet my clients’
requirements.  He does not merely
submit a cut and dried list

of availahilities. ™'

i Jepco’s
«)

specialty is
working for maxinnnn
client effectiveness.
That means digging
out best

availabilities.

 John K. Pearson Company

RADIO AND TELEVISION STATION REPRESENTATIVE,

e S — - —

NEW YORK « CHICACO - MINNEAPOLIS = DALLAS =« LOS ANGELES » SAN FRANCISCO

. e -



Local acceptance?
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#* Names on request
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There's more (o be seen
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SCRANTON, PA.
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333 Madison Ave., Scranton, Pa.
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GEORGE P. HOLLINGBERY CO.
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coffee-

Nestlé Cos only network tv show,
beside The Jackie Gleason Show, is
Space Patrol for Nestlé chocolate hars.
FverReady Cocoa and Nestlé's Quik.
These three products. as well as Nes.
té's Semn-Sweet  Choeolate  Morsels.,
Nestlé's Cookie Mix, Nestlé's Brown
Gravy and Nestlés White Sauce, are
haudled by Cecil & Presbrev. with
John Beresford as account executive.
Nestlé's Quik
and kyerReady Cocoa began sponsor-
~hip of Space Parrol, ABC TV. alier-
uate Saturdays 11:00-11:30 a.m.. on
16 January 1954, On 3 April 1954
Nestlé™s Quik and N\estlé chocolate hars
also undertook sponsorship of the ra-
dio version of the show: Space Patrol,
ABC Radio. aliernate Saturdays 10:30-
11:00 a.m. Ralston-Purina
alternate weeks on both radio and v,
The program originates in Holywood
with a 51-station tv lineup, 358 radio-
station lineup. Nestlé’s (v contract ex-
tends through 3 Julv 1954; radio ends
25 June.

Savs John Bere-ford: “The radio
and tv versions are handled separately.
with different stories and different
casts. except the star of the show.
Therefore. we not only reach a maxi-
mum kid audience with our radio and
tv coverage, hut we may reinforce the
impact of each version by having some
of the <ame audience tune in to both
stories.”

The programs are aimed at young-
“ters between ages four and 13. though
the major group of kid listeners falls
into the six-10-12 age group. The agen-
¢y estimates that some 257 of the
audience are adults. though program
appeal is three-to-one in favor of kids.
i The show had a 23 Nielsen rating in
January-Febrouary- -a significantly high
score for a morning program.)

The  chocolate bars.

Sponsors

Script requirements are rigid in or-
der to in~ure parent approval: (1) no
one i~ ever killed on Space Patrol: (2)
crimiuals are rehabilitated in the “re-
habilitation center.”” Don Cady. Nes-
tlé’s head of advertising. was in Cali-
fornia at sPoNsoR’s presstime to con-
fer with the producers and writers of
the program. to make sure that the
general atmosphere of the show will
continue to follow the aforementioned
~standards.

Here's
nique:

I. Hero of Space Patrol. Buzz Cor-
riv. endorses Nestlé

Nestlé’s commercial  tech-

products in inte-

SPONSOR




Another
WSM
package show
delivered to
the Network!

When the makers of d-CON products
wanted a strong, effective, unified
medium to sell the entire nation,

they took a familiar step:

They turned to the field whose
national popularity is rocketing
fastest — country music; to the top

folk music talent pool — the cast

of WSM’s Grand Ole Opry.

So NBC listeners coast to coast are
now hearing at 9 p.m. every Saturday,
right after the network portion of
“Grand Ole Opry,” the “Country
Tune Parade,” starring Ernest Tubb,
Goldie Hill, and famous guest stars
from the Opry itself.

When your product is ready to ride
a network, contact WSM for a
sure-fire salesmaking package show.
More specifically, contact Tom
Harrison or any Petry Man.

Nashuville WSM Clear Channel -
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erated commrercials.

2. Write-in premiums are continu-
oushv offered on the air to make sure
that the audience will actually try Nes-
tlé products. Preminms range from
plastic rocket <hips to plastic =<pace
<hiips.  These <erve as valuable mer-
chaudising tools for the trade.

FxverReady Cocoa. one of tlhie Nes-
tlé products advertised on the tv ver-
sion of Space Patrol. concentrates its
entire budget in tv. This product (a
cocoa powder for hot instant cocoa
i~ advertised more heavily during the
winter months<. The main commercial
pitch i~ that kids like a hot drink at
breakfast just as adults do. Before its
tv sponsorship, FyerReadv advertised
mainly in comics.

Nestlé™s Quik, a cocoa powder for
instant cold cocoa, spends 50% of its
budget in radio-tv, 50¢ in comics and
~undav supplenients. Quik commer-
cials stress how casy the drink is to
make and how good it tastes. Quik
takes over most of EverReady™s com-
mercial tinte during spring and early
summer. Together, these two N\estlé
instant cocoas dominate the cocoa in-
dustry.

Tlhie major =hare of the \estlé¢ choco-
late bar budget is in air media. with
some Sunday supplement advertising.
Nestlé's major competition in the choc-
olate bar field is Ilershey. who domi-
nates chocolate bar retail sales. strange-
Iy enough without any advertising at
all. Reason for llersheyv’s lack of ad-
vertising: most of its <ales are in bulk
chocolate to candy manufacturers rath-
er than to consumers.

\estlé’s previous network tv experi-
ence for these products had been its
sponsorship of Vr. 1. Magination.
CBSTV. from September 1950 through
June 1951. Despite heavy parent or-
ganization and teacher endorsement.
this shhow did not produce results to
warrant renewal after 39 wecks.

From that time to date the products
were advertized through participations
on local tv kid shows, full-page ads in
Life. Look and other national maga-
zines as well as spot radio schedules.
Comics got a large percentage of their
budget during this period.

The only \estlé product. also adver-
ticed on Space Patrol. which gets fur-
ther ~pot tv support is the chocolate
bar. These bars have been adverti-ed
in a heavv v LD, campaign in \ew
York onlv since October 1953 through
April 1951, The LDs consist of a

musical jingle starring a httle girl and
end with a plug of Space Patrol. Placed
near family-appeal programing be-
tween 3:30 and 10:00 p.m.. these com-
wmercials ran at the rate of 10 a week
during the first three months of the
New York campaign, five a week dur-
ing the last three months.

Nestlé’s Seni-Sweet Chocolate Mor-
sal« and Nestlé’s Cookie Mix were in-
troduced 15 years ago on the Yankee
Network by Marjorie Mills. a woman
commentator. Botlr products are eur-
rently placed on tv and radio daytime
cooking shows through Cecil & Pres-
brev.

These products are considered to be
promotional items (for making holi-
day cookies) and are therefore adver-
tised seasonally. The main part of the
budget gocs into women’s magazines
and Sunday supplements. but radio
and tv spending is heavy.

Since the rural areas of the U.S. are
of major importance for both prod-
ucts. Cecil & Presbhrev has hought re-
gional nctworks hike Yankee Network
in New England and Don Lee on the
West Coast. both of which have exten-
The Key-

stone Network 1= used regularly Dy

~<ive ~mall-town coverage.

\estlé for these two products hecause
of it= wide coverage in small-town and
rural areas. Nestlé currently uses Tele-
test Quiz Program on Keystone.

On women’s tv participation shows
these products usually buy two partici-
pations weekly in one show per mar-
ket. Radio participations run in three-
a-week schedules per market. Nestlé's
Semi-Sweet  Morsels  retail at  23c.
Cookie Mix at 37c. The advertising
budget for these two products approx-
imatelv equals Nestlé spending for the
three Space Patrol products.

Decaf. Nestlé Co.'s 979 cafleine-
free” instant coffee brand. is advertised
thirough Dancer-Fitzgerald-Sample. Ex-
ccutive on this account. Chester Birch.
~ayvs that this brand’s major competitor
i~ General Foods' Sanka. Decaf’s canr-
paigns. however. are still in their in-
troductory stages. The acconnt started
with D-F-S in spring 1933, has since
been advertised primarih  through
dailv newspapers and minute late night
v announcements. on a 50-30 basis.
Women participation shows on radio
are used in those murkets where the
women radio personalities are strong-
er than nighttime adjacencies,

William Cory i+ D-F-S account ex-
ccutive on four other \estlé Co. prod-

SPONSOR




Basic Buy Becawse:

KRNT is the Hooper leader morning, afternoon, and
evening (and has been for years!). In the morning,
KRNT leads with an audience share of 48.8%,. In
the afternoon, KRNT leads with an audience share
of 50.4%,. In the evening, KRNT leads with an
audience share of 41.8%,. (Des Moines Hooper
Report, Feb., 1954). KRNT is the only Des Moines
station that can talk Hoopers!

Basic Buy Becanse:

KRNT is the station with the stars . . . CBS plus Don
Bell, lowa's favorite disc-jockey . . . Bill Riley, long-
time popular emcee with the great new mid-after-
noon participating show . . . Smokey Smith, Central
lowa's most popular Western and country-music
star . . . Elizabeth Clarkson Zwart, veteran Tribune
columnist with outstanding morning "'radio column
. . . Al Couppee, lowa's '""Mister Sports" . . . Al
Rockwell, late-evening music authority.

Badic Buy Becanse:

KRNT is the station Central lowa depends on for
news. Everyone knows such names in news as Russ
Van Dyke, Paul Rhoades, Don Soliday, Tribune col-
umnist Gordon Gammack, and Mac Danielson. It
takes a BIG, FULL-TIME staff of professional news-
men — with "beat" reporters — to run the NEWS
CENTER for Central lowa. That's why any KRNT
quarter-hour newscast is the most-listened-to news-
cast in Des Moines!

19 APRIL 1954

I-CBS... w..

KRNT is the Know-How, Go-Now station in Des
Moines . . . the only Des Moines station which builds
audience through a daily newspaper radio col-
umn, as well as display advertising and many
other promotion features . . . the showmanship sta-
tion affiliated with KRNT Theater, world's largest
legitimate theater . . . the station which has one
rate for everyone, with no Pl, no deals.

REPRESENTED BY THE KATZ AGENCY

Nts REGISTER
AND

o TRIBUNE
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without,
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check one:
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40 E, 43 St,, New York 17,N. Y,

Please send we the ncat 26 0

sstex of
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nets: Nestea (an instant teat. Magg
seasoning and bouillon cubes, the four
lavors of Nestlé package soup-. and
Swise Kuight Cheese.
Nestea introduced  through

Needham, Louis & Brorby. Chicago.

Wwas

about three years ago. In <pring 1953
the account moved to D-F-S. hx bud-
get is primarily in spot ts. minute and
20-~ccond  participations on davtime

200, of the

bodget goes into spot radio and pews-

women's shows,  Some
paper advertising. Nestea correnth has
di~tribution iu 17 market=: New York,
Pliladelphia. Baltimore. Washington,
\tlanta. Miami. Jacksonville. Tampa.
St Louis, Dallas, Fort Worth, Hous-
ton. Cleveland, Colubus and gener-
allv throughout Ohio and ludiana,

The wajor competitor of Nestea is
a Standard Brands product: Tender-
leaf. al=o not vet nationally di~tributed.

Biggest advantage of instant teas is
in the making of iced tea. sinee it by-
passes the boiling and then icing <tage.
This means that Nestea’s heaviest ad-
vertising seasons are spring and sum-
mer. Copy theme. of course. 1~: “Re-
fresliing tea in ~econd<.”

Here's an example of a 20-second
Nestea tv commercial:

Announcer: “Look good? Make re-
fresting iced tea in =econds -with
Nestea Instant Tea! One teaspoon of
Nestea. a half-inch of hot water. Vo
stirring.  \c¢stea instantly.
\dd Ahhl!
Sparkling. refreshing iced tea. in sec-
onds. with Nestea Inztant Tea!”

This commercial shows an attractive
alass of iced tea with lemon and a mint

dissolves

cold water. then ice.

leaf. Then the glass diszolves inmo a
cloxeup of a Nestea jar. and the re-
niainder of the commercial <hows a
woman preparing a gla< of iced tea.

Nestlé’s package <oups were intro-
duced on I Mareh 1954, They are enr-

rently being tested in Binghaniton and
Syracuse via spot v and newspaper

advertising.  Retail cost of the soups

is competitive with Lipton’s, at 15¢
per package.

Swise Knight Cheese. a specialty
became a D-F-5 account in
spring 1953. Relatively high-priced
139¢ to Ha retail for a package of
~ix portions). it has distribution pri-
marily on the East Coast. Advertising
bhudget is divided between small black
and white ads on food pages of daily
newspapers and minute participations
on daytime women’s radio shows.

chieese,

Maggi scasoning, also through
D-F-S, is sold nationally but mainly
to such institutions as restaurants. ho.
tels (i1 New York, the Waldorf-As.
toria uses it). This produect, virtually
unknown in the U.S., has long been a
~taple in European households. Rea-
~oun: constant and ample supply of
fresh meats in this country. Part of
the cause for Europe’s generally more
spicy: and highly flavored meat dishes
throughout the past three centuries has
heen economic. Since there’s no abund-
ance of food (and even in food-pro-
ducing countries, distribution is tra-
ditionally <0 unequal as to challenge
the culinary skills of the masses), Eu-
ropean eooks have always done their
best to enhance the flavor of poorer
cuts of meat. In the U.S., Maggi's ad.
vertising is aimed directly at profes.
sional chefs who are schooled in the
use of seasonings. The budget goes
into specialized hotel magazines.

Nestlé’s bouillon cubes were intro.
duced on a limited test basis in 1951.
The product has scattered East Coast
distribution.  Currently it is being re-
evaluated from a product standpoint.
and advertising plans lie dormant.

Expansion of the Nestlé line into
many uew package food products got

—

penetration

by KRBC-TV

Represented nationally by
JOHN E. PEARSON TV lInc.

CBS TV research
shows over 409

=
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inio full swing in the past two vears.
Nestlé executives are lose-mouthed
when questioned about sales figures.
However, growth of Nestlé’s advertis-
ing budget gives some indication of the
firm's expansion.

Here are PIB figures for \estle
spending in national media during the
past two years:

1952 1953
Magazines o S 737,727 $ 691,287
Newspaper supplements 319,030 547,428
Network v . 154.375 830,823
Network radio 348,411

TOTAL $1,211,182 $2.416,949

These figures reflect the growing im-
portance of the air media in Nestlé Co.
thinking. Network radio and tv spend-
ing increased close to eight times in
1953 over the previous year,

Originally founded in Swiizerland
by Henri Nestlé in the 1860’s, Nestlé
Co. began wmanufacturing mitk and
a baby food line in the U.S. for Amer-
ican consumption in the 1900's. To-
day, Nestlé Co. headquarters in White
Plains, New York. has 12 plants in
the U.S.. employing 3.200 persons. Ma-
jor regional sales offices are located
in eight cities throughout the U.S., but
advertising and sales strategy is for-
mulated at the White Plains Hq.

Company policy, in U.S. as well as
in the 30 other countries where the
firm has factories. has alwavs laid
stress upon quality products, although
its consumer line is competitively
priced in the U.S. Nestlé bulk products
(chocolate coating for candy manufac-
turers, syrups for soda fountain and
other institutional sale). on the other
hand, are reputed for quality and are
high-priced. Nestlé’s institutional line
1%, of course, not advertised through
mass media.

Nestlé Co. expects to continue its
expansion in the package food line and
is hikely to continue forging distribu-
tion and sales through heavy use of
tv and radio. * k%
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Put Action In Your TV Slides!
ROLLERs!

MENNEN ON RADIO

(Continued [rom page 37)

mg speciatizved local pressure as the
need requires in today s very fluid mar-
ket conditions.

Mennen's experience with television
has heen an interesting one. As a mat-
ter of fact. this company wa- among
the first to experiment with various
television techniques. Also, today thes
are in approximately a dozen markets
on a spot basis. They have, at various
times, sponsored network shows and
are currently considering the use of
1D,

Colson savs that a company like his
must be acutely conscious of the period
by period changes reflected in the Niel-
sen Food and Drug Index Figures,
sales force comments and agency re-
searcl, and, as a consequence, seceks
to keep their media buying. copy
themes and advertising pressures flexi-
ble to meet requirements, 1le admits
that. although it is pretty hard to pin-
point advertising results. they do at
all times attempt to continue only such
advertising as actually demonstrates it-
self at the consumer sales counters.

To test individual radio stations
{and other media. too). Mennen fre-
quently offers a premium-—perhaps .
shave kit for a quarter. This isn’t the
final answer by any means. but “it
eives an indication of the value of one
station over another one: it’s an indi-
cator of a station’s vitality,”” says Col-
son.

Mennen's spot radio history goes
back at least 25 years. In fact some
stations have been used nearly that
long. But Mennen’s intensive spot ra-
dio use is much more recent. As for
network radio. here's a brief sum-
mary :

For the first four months of 1932
Mennen sponsored Freddie Rich’s Or-

chestra (with Irene Beaslev) on Thurs-

BURSTS!

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 WKJF-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 21 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 :

V. (hannel 55

PITTSBURGH ;.?

\\" o P
Nat. Rep. WEED TELEVISION

A
OUTSTANDING
NBC PROGRAMS

ANIMATED SLIDES %

_SPINS! " ASH WORDS!  WIPES!

£
| s _
! FILMACK STUDIOS 13265 WABASH CHICAGO, ILL. |
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dav nmight<, 15 wnnmtes on CBS, Aun-
othey network buv was in 19306-°37
over Mutuals it was Famoas Jury Tri-
als. Otlier network radio buvs have -
cluded Cheer U p, America (musical
varieties) on NBC in 1938 The Peo-
ple Vote, a Sunday afternoon MBS
progrant in ke 1938 and cark "39;
Col. Stoopuagle’s Quixie Doodle Con-
test, o CB3 in "39-4), thew on Mutual
w0 Capt. Flagg on Blue Net-
work, “Heecarly “12, and from 1913 to
1944 Ld Sullivan Eutertains on MBS,

In 1911 Mennen changel arencies.

took its amen’s toiletries to Duane
Jones. 1t was Jones who put Mennen
in morning  radio, bought tinle  a~
carly as 6 a.m. At about this point
Jones devised a series of daibh five-
minute shows called Fun at Breakfast
with Herb Shehon and Tom loward,
After six Mennen brushless
rose from eighth to fourth place and

months

tather shave cream jumped from sev-
enth to second place, Jones resigned
the Meunen account i 1931 when
c<ome of his kev executives left the
azency. Reason, sayvs Jones: lle wax

4!: you hit

Topeka with

If you want to cover Topeka and the rich Eastern
Kansas market—there’s no surer, low-cost way
than with WREN. Every recognized survey of
the last 5 years shows WREN has more listeners

more hours than any other station in Topeka.

5000 WATTS

This tremendous audience
prize-winning merchandising department
can only result in greater sales for your products.

WEED & COMPANY — NATIONAL REPS.

plus WREN’s

TOPEKA, KANSAS
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too understaffed to carry on for Men-
nen. Kenyon & Eckhardt ha< had most
of the men’s line since then with the
exception of Foam Shave and the new
Afta after-shave lotion handled by Cec-
it & Presbrey.

Menuen Co. has been a habitchang-
er. When the company brought out
talcum powder in 1889, it was the first
to be packaged in a tin can with a
shaker top. In fact it was the first to
use the word “talcam.” It was the
first to appeal to 1nen. Starting with
talcum powder. Mennen expanded to
the pre<ent-day full line of men’s toi-
letries. hut Mennen says its Skin Brac-
er outsells all others four to one. The
company also claims first place for its
vpray deodorant and first or second
place for all itz products in the shav-
ing cream field. Mennen, incidentally.
savs it was the first to put shaving
‘ream in a tube successfully; before
VMennen introduced shave cream in a
tube in 1912 you had to use a shave
fick or shaving mug soap.

Happily for Mennen, men nowadays
prefer to be clean-shaven in most parts
of the world. Mennen todayv adver-
tizes in 22 countries and in about 607%
of them uses radio. Television (Men-
nen was one of the first US. com-
panies to use foreign tv) is in three
countries on four stations (two in Cu-
ba. one in Veuezuela, one in the Phil-
ippines). The company owns and op-
erates plants in Canada and Cuba.
Mennen products are produced in oth-
er countries on a franchise basis. Men-
nen usually owns the machinery and
supervises production: products are
made on this basis in England. Swit-
zerland. Brazil. Argentina. Venezuela
and Mexico. plus most of the Central
and South American countries,

Len Colson has found that commer-
cials that pull best in the United States
pull just about as well in foreign coun-
tries.  “lt’s trite. but true.” he says.
“that people are pretty much the same
the world over.”

Mennen’s foreign radio commercials
frequenth are straight translations of
the L.S. announcements. In the for-
eign v markets Mennen likes to use the
same fihms that are used in this coun-
trv but with a new sound track dubbed
. “We try to filmr all our tv commer-
cials.” sayvs Colson. “with the idea that
thev’ll be used in other countries.
That's why we don’t use an oun-camera
announcer too often: vou can’t dub in
a foreign language on this kind of film

SPONSOR
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because the lip synchronization woukd
nol be the same.”

Colson keeps close tabs on forergn
advertising, leaves this month for Ven-
ozuela. On his “inspection” tripz Col-
son visils ad agencies, gathers market
data, visits radio and tv stations, negws-
papers and magazines.

Colson’s activities as
mianager actually take him into many

advertising

fields not normally associated with
that title. He is used for consultation
for management on problems of public
relations, publicity, merchandising,
new product testing, etc. He came to
Mennen in 1950, formerly was at Col-
gate-Palmolive for three years where
he was assistant display manager.

Colson reflects the thinking of Men-
nen’s management to the four agencies.
acting as liaison between management
and the agencies. He has one meeting

¥ % x ¥ ¥ X X x

¢¢In the final analysis, the greatest
check and control on program accept-
ability is the general recognition of the
people in broadcasting that they are
‘operating in a glass bowl’ Even more
significant is the professional recogni-
tion by radio and television people that
with the great opportunitiex that are
theirs, also come great responsibilities.
Speaking for the individual station op-
erators, 1 would like to say that they
take genuine pride in the statnre which
the industry has achieved. . .??
RALPH W. IIARDY
Gorernment relations dir.

NARTB

¥ ¥ x x x x x x

a week with each agency in New York
City. At Morristown, N. J., location of
Mennen’s plant, he has another weekly
meeting with the firm’s merchandising
department—part of the over-all-adver-
tising department which he heads. Col-
son has under him one assistant adver-
tising manager and two brand man-
agers. All medical business is handled
by a medical director and one assis-
tant.

“There are no geniuses in advertis-
ing.” Colson once said. “What it takes
is hard work. A bright idea. by itself.
isn’t worth much. It’s the execution
of the idea that counts.” He laments
that advertising strategy isn't found at
the bottom of a martini glass like a
lot of people seem to think. “Instead
of advertising being a round of drunk-
en parties,” he said, “it’s round after
round of hard work.” * k%
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THE NEW RADIO

(Continued from page 33)

vtew, Weekend and Road Show. The
long show idea is not new. Not only
have independent stations worked this
program lode but other networks have
been quietly using them for a couple
of years, Last season ABC Radio had
three hour-and-a-half to two-hour eve-
ning shows. one each Saturday, Sun-
day and Monday. They were, respec-
tively, Saturday Night Dancing Party.
American Music Hall (with Burgess

Meredith as hosty and American Con
cert Studio. Commercially, the shows
were not successful but the rdea 1~ be-
reduced  form  this
CBs Radio has On u

Sunday Afternoon, alo a long show,

ing continued in
segRon, used
for two summers and is bringing the
program back this summer.

While the long show has not been
conspicuously successful commercialtly
there is proofl of its appeal. Exanple:
Robert (). Lewis Show, which started
on CBS Radio 2 January, has been
expanded from an hour to an hour

SUMMER IS THE
BONUS SELLING SEASON
ON KOA'®

KOA’s Western Market normally delivers
4,163,700 people and opens family pocketbooks.

BUT THEN COMES THE SUMMER WITH BONUS AUDIENCE!

® Bonus Number One— Cor radios— a tatal

of 1,854,200! Nearly 1.5 million hours of car
radia listening every day! All that PLUS
tourist listening!

® Bonus Number Two —Mare than
million taurists vacation an average aof 8.8

doys in the Mauntain States...spend mare
than $600 million!

Get with it man!
on KOA —The Single Station Network

12.5

Get your message

WRITE TODAY FOR COMPLETE DETAILS
ON KOA’S SUMMER BONUS

KOA serves more
people who can’t get TV
than any radio station
in America!
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and a lhalf and i~ sold out. There i
evidence that the networks will con-
tinue their efforts along this line.
One network programing exceulive
explained the way he saw the loug
trend. A lot of new network
programing will bhe long. department-
alized They may  run two.
three. four. even five hours. The way

.\lln\\
\IN)\\ =,

we see i those who histen will act like

newspaper readers. Their interest will

be Tow level for a period of time, then
it will hit a peak when the listener
hears something tlt particularly in-
terests hine, Thus, the advertiser can
<pot i~ commercial in that prograin
~cgment that interests the kind of peo-
ple he wauts to reach.”

The long show will get impetus from
the New Radio’s empha<ic on <elling
circulation.  Savs Oliver Treve, direc-
tor of ABC Radio:

|
|

Sbmenicas Fastest

'MORE TEXAS ADVERTISERS
|

SAN ANTONIO, TEXAS

9000 WATTS
ON 630

Grocuing Magon
Cety

USE KMAC THAN ANY
OTHER SAN ANTONIO
STATION

||

HOUSTON, TEXAS

5000 WATTS
ON 610
Tte Cadillac
Cagital of the
Wornld
TEXAS LARGEST
FULL TIME

INDEPENDENT
STATION

| W

THE 2 STATIONS COVER 4,1

ASK THE WALKER REPRESENTATION co.,

144

35,752

INC.

“There are more fish in the radio
se¢a than ever before. The old. small,
half-hour nets aren’t always the best
way to catch these fish. The schools
don’t congregate the same way. This

calls for more two-hour plans but it

also call~ for spreading out the nets in
another wayv. We sell co-sponcorships
in 15-minute shows and we offer con-
tiguous rates for this kind of buy.
That i«. if the advertiser buys four co-
sponszorships. he gets the hal-hour
rate. He gets. in effect, four 714-min-
ute <egments in which to spot com-
mercials but he buys them in a strip
and thus gets dispersion.”

Robert A. Schmid, MBS adminis-
trative vice president in charge of sales
and advertizing, mentioned another
actor in the dispersion-buy trend:

“The Nielsen Audimeter has done a
lot to change buving patterns. With
it the advertiser can see clearly what
his unduplicated audience is and he
-an figure out his cost-per-1.000 per
home. Because of this we will see
more of the kind of buying that goes
on in our Multi-Message Plan and
more of the kind of buying done hy
S. C. Johnson on Mutual.”

The Johnson Wax people buy five-
ininute news broadcasts during the day
throughout the week. The schedule,
bought by Needham, Louis and Bror-
by. is: three five-minute strips Mondaa
through Saturday, five-minute
strips Monday through Friday and an
additional two fiveaninute shows on
total of 30 five-minute

two

Saturdav— a
Hewseasts,

\ good example of the iucreasing
interest in dispersion is Longines-Witt.
nauer. (See “Longines: radio’s big-
gest watch advertiser,” SPONSOR. 5
\pril 1954) The watch firm’s new
contract with CBS Radio provides for
two additional quarter hours next sea-
son. giving lLongines a total of 10
quarter hours covering every day in
the week.

The outlook for the New Radio is
for even greater audience dispersion.
not so much through sales and buving
techniques but through technical ad-
vancement. The wrist wateh radio is
worn onlv by Dick Tracy now bhut it
may not be long hefore millions of
\mericans wear something like it. It
is not a question of whether it can
be developed: 1t 12 a question ol when,

Miniaturization of radio reccivers is
proceeding relentlessly.  The printed
circuit and the tiny transistor have

SPONSOR




paved the way for smaller and cheaper
radios, In a few yeuars wlien broad-
casters say, “Everywhere you go, there’s
radio,” it will be literally true.

While the advertiser may not be par-
ticularly concerned now with the vest
pocket or wrist watch receivers, this
Buck Rogerish future for radio is ac-
tually an extension of what is going
on right now. Listen to E. B. Weiss,
director of merchandising at Grey Ad-
vertising in a recent issue of Grey
Matter, the agency’s promotional news-
letter:

“Too few advertisers are more than
dimly aware of the astounding change
in the radio listener and his radio lis-
tening habits that has come about
since television debuted. And even
fewer advertisers are aware that ihis
fabulous change is still in its early
stages—and that, within a very few
vears, the radio audience will be as
totally different from original concepts
as the soft-cover hook audience differs
from the traditional hard-cover audi-
ence.”

Weiss summed up the change by
pointing out that fewer radios are end-
ing up in the living room and esti-
mated that “within from three to five
years, perhaps less than one-third to
one-half of the radio sets sold will wind
up in the home!”

What is the meaning of this revolu-
tion? Weiss points out “there is a
close relationship in the growing use
of millions of radio receivers in dens,
bedrooms, workshops, kitchens (and in
the john) and radio’s use away from
home. The relationship traces to the
fact that when the radio is tuned in.
in these various non-living rooms at
home, and when it is tuned in away
from home—it is less and less apt to
receive the undivided attention of the
listener.”

Does this mean that the New Listen-
er is not being effectively reached by
the advertiser? Not at all.

tinues:
113

Weiss con-

. . Tt is necessary to understand
that the human animal has a fabulous
ability to adapt himself to a new en-
vironment. . . . There is no question
at all that millions of our people to-
day are able to listen quile atlentively
to radio against the competition of dis-
tractions that, only a few years ago.
would have made any pretense of lis-
tening a complete impossibility. Peo-
ple who apparently aren’t giving even
one ear to a radio program display an
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absolutely amazing ability to recall the
name of the sponsor of a program that
has lad to compete with a ping-pong
gamme, the noise of a home workshop
and trafic lazards. And they recall,
too. the pop tune they’se just heard,
who sang it —and a sunatch of the com-
mercial. Maybe 20th Century living
has given thenr a third ecar.”
Obviously, then, not only are listen-
ers beconming inore adaptable to dis-
traction but the adsertiser is begin-
ning to look into this striking hnman
facilitv. Seience has known something

about 1t for some time. And even the
New  Listener himeelf is gnite con
selous of it tsec “What 11,000 lis-
teners told a <tation  about radio
SPONSOR, 22 VMareh 195]
br. Wallace \. Wulfeck,

1 psycholo-

gist and chairman o the executive
ommittee at Willinim Fstv Co., told
SPONSOR:

‘We have known for a long time

that the auditory function has a way
of working independently. 1t has sub-
threshold capacities in that it can cven
take in sounds when the ear i< listen-

WGSM.

740 KC's — 1000 Watts

*Retail Sales—in dominant

EXCLUSIVELY SERVING THE

and supplemenfary area
covered only by WGSM
$3,351,494,000.

*Dominant Nassau market
ranks fourth nationally in
effective buying income
$8,071.00 per family.

*Nassau-Suffolk ranks
higher in food sales than
13 complete states
($367,337,000).

*Nassau-Suffolk is tl!e
16th largest market in
America.

LARGEST "“"HOME-OWNER""

MARKET IN THE WORLD...
LONG ISLAND'S
NASSAU-SUFFOLK COUNTIES.

WGSM. .. The most powerful independent radio
station in Long Island’s double barreled market —
Nassau-Suffolk.

‘WGSM . .. The only independent station completely
covering the world's greatest suburban market —
Nassau-Suffolk, Westchester, Fairfield and
New Haven Counties.

WGSM. . . A strong signal station in Queens, Bronyx,

L and more than 50% of Brooklyn.

*Sales Management Survey of
Buying Power 1953.

1000 WATTS

WGSM. . . Exclusive coverage of the richest 16%
ot the New York.City Metropolitan Market.

WGSM. . - Will give you more in '54.

New York—Represented
by Bob Keller.
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SOUTHWEST VIRGINIA'S //£041€€/2 RADIO STATION

Most people in Western Virginia listen to
WDBJ NEWSCASTS because we employ:

. 3/@
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e Two competent, full-time News Editors
o Direct AP AND UP presswire services

o Tape recorders, police and fire department monitors, tele-
phone “beep’” system, etc.

o Full reportorial services of both morning and evening
Roanoke newspapers (including some 50 string corre-
spondents in our coverage area)

o 46 complete, locally-produced, practically spaced news-
casts weekly

o 11 complete farm shows weekly

AND, we've been steadily serving, steadily improving,
steadily promoting these services for almost 30 years.

Established 1924 « CBS Since 1929
AM . 5000 WATTS . 960 KC
FM . 41,000 WATTS . 84.9 MC
ROANOKE. VA.

Owned and Operated by the TIMES-WORLD CORPORATION

FREE & PETERS, INC., National Representatives

KOWL'S

P
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1170 Y kAR

IKILOCYCLES —————1
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So, » L)

0,-0;”£RN cmromt\k;:\g San Francisco Bay Area's
VER 3,009,000 P¢ 3,000,000 people are

' Foreign Language Speaking!

They multiply, add, subtract and
divide; THEY THINK! THEY BUY!

in their own language! Sell them

Must be good reasons why
27 national advertisers like

Coca-Cola-0ld Gold -

Wildroot - _Carnatm‘n Mitk - with KLOK, the station that reaches
General Mills and Folgers use them all. KLOK's specialized pro-
KOWL regularly. One main gramming guarantees your message
reason is KOWL's loyal attention-getting IMPACT!
audience of over 1,000,000... < % SACRAMENTO

the Negro, Spanish,
Mexican-American listeners.
Don't overlook KOWL's
selling power...ask for
our “sales pitch’

RADIO

Kowl
Sales Office: 4124 Wilshire Divd., Los Angelea

NATIONAL REPS. 4 -'\.-

. . Hotel Lantershim
FORJOE & CO., [NC‘., New York, Chicago, San Jote, Calif. SBa Eienciico, Cakll
Dallas, San Fr sco [ e ~o.
DORA-CLAYTON. Atlanta, Ga

mg lo something else. This theory
goes biack to William James who said
that true attention is intermittent and
fleeting.  Few  people concentrate
enough to eliminate other sounds.
Iven though some people may not re-
call a certain radio commercial when
they walk into a grocery store, the in-
fluence of this sub-threshold commer-
cial may have an effect on what they
decide to buy. A selling message may
vel across to the radio listener even
if he doesn’t consciously listen to 1.”

The belief in the ability of the part-
ly-listened-to connnercial to leave an
impresston on the mind is based not
only on hypnosis. Dr. Wulfeck ex-
plained. but on recent experiments in-
volving learning while sleeping. Both
show that an unconscious person can
ab=orh ideas and suggestions, he said.

The ear’s unusual abilities have been
the subject of radio promotion in the
past. Two lines of thought have heen
pursued, both of them aimed at tele-
vision and print,

The more popular of the two themes
points out that radio ean create potent
visual images in the listener’s mind.
Furthermore, these images are often
more effective than an actual picture
~ince the image evoked is one that will
reflect the actual likes and dislikes of
the listener.

It has been pointed out that the
images of radio soap opera characters
created in the listener’s mind are so
idealized that it is often a shock when
he seex photographs of the real-life
actors,

This visual image concept can he
carried over 1o commercials. For ex-
ample: A radio commercial for a new
automobile can create in the listener’s
mind a car that seems much more
beautiful than it actually is. (1t has
been argued that when the listener
finally sees the car he may be disap-
pointed. While that is possible. it can
be said in rebuttal that if the com-
mercial lures the listener to the auto
showroom. 1t has already done its
work.

The other promotional radio theme
about the wonderful instrument called
the ear is a little more technical but
more in keeping with modern radio
listening. 1t is, briefly, this:

The sight and sound functions of the
human animal operate in different
ways. Sounds can come from every-
where and be absorbed. Sight must
be focused. Sound is universal but
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sight is specific. In other words, you
can’t absorb a tv picture unless you
are actually looking at it. But you can
absorb sound even if your ear isn’l
focusing on it.

What does all this mean when it
comes to writing radio commercials?
Oddly enough, no one is sure. There
has been very little attention paid to
the psychological aspects of radio com.
mercials. Dr. Wulfeck complained he
has been talking for a long time ahout
the failure of research people to mea-
sure the sub-conscious absorption of
audio messages but without result.

One account executive said: “You
know, maybe we ought to think more
about slanting radio commercials to-
ward people who listen with Lalf an
ear. The subject hasnt been discussed
here. Our major effort is in tv and
we make our radio commercials con-
form to our tv commercials.”

The radio-tv copy chief at one of the
top 10 agencies told sponsor: “We
write our radio commercials the way
we always have. There hasn’t been any
talk here about changing. But don’t
use my name. When you talk about
radio’s changing audience and mention

WJ)

GIVIUM ADVERTISER
BIG BARGAIN

“How” you say to KW]J, Chief of
Northwest Independents . . . and
he tell you “how”. He trade you
whole Oregon country for little
wampum . . . with plenty strong
smoke signals. He show you how to
scalp competitors . . . with no reser-
vation! Join Chief KW]J’s tribe of
happy warriors.

National
Representative
BURN-SMITH €O., INC.

*Independeny
Radio Stotions
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that (name of the agency) hasn’t giv-
en any thouglt to adapting commer-
clals to that audience, it wakes us
sound stupid. even though we sce no
reason to make any drastic changes
in our approach.”

The copy chief felt that radio listen-
ing hasn’t actually changed very much.
“Even in the old days,” he said. “we
were conscious that people were doing
something else while listening.”

The point that divided-attention lis-
tening was characteristic of radio in
pre-tv days was not generally disputed.
sPoxsoR found. though it was qualified
as follows: Daytime radio listening in
the hhome has always been a divided-
attention kind of listening once the
novelty of radio wore off. However,
(1) nighttime radio litening was gen-
erally attentive before tv and (2 the
out-of-home audience was much small-
er in the old days.

One aspect of the discussion about
whether radio commercials should be
revamped centers on this issue: Should
the modern radio commercial be loud
or soft?

[f sponsOR’s spot check of agencies
is any indication, the advertising world
is split on this question.

The pro-stentorian point of view was
expressed by sPONSOR columuist Bob
Foreman in the issue of 14 Decemher
1953:

“To capture the attention of radio
audiences or to penetrate the wall of
their inattentiveness, radio copywril-
ers have rightly chosen to use louder
audio gimmicks. . . . Many advertisers
are stepping up the decibels with echo

~chambhers, drums, pistol shots and so

on as well as the volume of their an-
nouncers’ voices. . . .

Grey Advertising’s Weiss makes a
case for the pianissimo approach in
the Grey Matter piece referred to pre-
viously. After noting, like Foreman.
the increase in the radio commercial
shock technique, Weiss says:

“We rather doubt the need for shock
treatment—as we’ve already pointed
out, our people have developed a new
faculty that really permits a radio
commercial to register while listeners
are otherwise engaged, precisely as a
magazine ad registers while the reader
hurries along to the inevitable sur-
render of the heroine or while the
newspaper reader impatiently turns the
page to find out what happened as the
gun moll backed out of the bistro.” %%
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PSYCHOLOGY OF MEDIA

(Continued from page 12)

Vedia and taste: \|agurity i~ alvo a
matter of taste. Which media are do-
ing most to raise the taste (cultural
levelr of the American people-—nat
onhy for purely cultural objects, like
poetry. mu~ic and drana. but al~o for
advertised products—modern furniture
instead of Grand Rapids midwestern
~o widespread around the turn of the
century £

Jusepli T. Klapper examined two
decades of experiments and literature
in the field for the Columbia Univer-
=ity Bureau of Applied Social Re-
search and concluded that it depends
on the individual.

Here are his major conclusions as
reported in The Effects of Mass Media,
published in October 1950. (Please
note points 3 and 6 especially.)

. Mass media content today iz
mosth devoted to what critics regard
as being in poor taste. ““Material in
vood taste is nevertheless also present-
ed by all media.

2. “Poor material” reaches a much
greater audience than “good material.”
However. vou got to rememter that
much of the audience for poor mate-
rial “consummed no communic:tional
material whatever prior to the advent
of mass nedia.”

3. Persons tend to “all or none be-
havior™ in media usage, except that
heavy radio listeners are not necessar-
ily likely to be heavy readers. Reading
exposure depends on degree of educa-
tion. and movie going on age. Radio
driws its listeners from all cultural
and age levels "and thus reaches per-
sons not often reached by other me-
dia.”

1. Per=ons u=e each medium to sat-
i~fv their alread\ e-tablished taste-.
“Thus mas~ media content largely se-
leets itz own audience.” Persons of
eood taste seck and consume good ma-
terial: persons of poor taste. poor ma-
terial. “The most likehv effect of mas-~
media upon publie taste thus scems to
he to render the taste static.  This has<
been demonstrated in regard to print
and radio.”

5. There is no evidence that “at-
tendance upon nas< edia precludes
the development of good taste.” Indi-
viduals seem to u=e media rather in
furthering already e<tabli<hed hehavior

Thus~. the content

This

has been demoustrated in reecard to

patterns. media

"may be harmful to neurotics.”

contic hooks and to a lesser degree in
regard to movies.

6. Mass media can and do stimu-
late development of good taste. How-
ever, this effect seems largely restrict-

¢d to those already predisposed to such

development but who lack the oppor-
tunity for exposure or who are unsure
how to proceed.  “Thus musical taste
i~ developed by the radio, but most
often among cultured persons predis-
posed to be interested in music; radio
also stimulates and guides reading, but,
again. largely among persons who are
already readers.”

This point is especially important to
advertisers: “Each of the various me-
dia.” Klapper finds, “stimulates its
audience to use other media. Planned
exploitation of these tendencies can
and has been attempted. In particular,
radio has been successfully used in de.
liberate attempts to stimulate book
cales and library circulation.”

7. Taxtes developed by mass media
are not as “pure” as those developed
for similar material from extra-media
sources. “‘Familiarity serves for in-
ten<e or technical interest, for exam-
ple. in regard to news and serious mu-
sie.”

Media and participation: Qpe {ar--
tor which modern social scientists—
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and admen—seem to have overlooked
in their discussions of media effective-
ness is the mfluence of group partiei-
pation.

Back in 1935 Drs. Hadley Cantril
and Gordon W, Allport concluded in
their book, The Psychology of Radio,
that the cflectiveness of media can
also be judged by the degrees of par-
ticipation permitted.

They made these three rankings:

1. Congregate groups are first: per-
sonal conversation, discussion group,
informal congregate assembly, tele-
phone and formal congregate assembly.

2. In the intermedia position fall
certain long-distance media, variously
distinguished for the speed, fidelity or
intimacy of their transmission (talk-
ing picture, tv, radio. telegraph and
personal correspondence).

3. In the lowest group are the im-
personal agencies of communication,
relying exclusively on print: form let-
ter, newspaper, billboards, magazines,
hooks.

Their conclusion sound then
and is pertinent today considering the
narrow escape radio had from pre-
mature interment at the hands of some
of its tv-stampeded supporters.
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“Radio’s secure place among the
media does not depeud upon its central
position i the continuum. The fact
that it is both more and less a partici-
pant than other forms of communica-
tion has no beariug upon its survival.
What guarantees the permanence of
radio is the two-fold fact that it is an
additional highway by which men may
widen their experience of the outer
world, in directions not served by
other avenues of communication, and
that this enrichment is secured with a
minimum expenditure of energy., Ra-
dio demands little of the listener in
money, effort. responsibility or social
conformity. It is onc of the least ex-
acting and yet most effective means of
extending the social environment.”

Listening is non-directional: Qne
vital aspect of communication by sound
which admen often fail to consider i
that the sense of hearing- alone among
the five senses—need not be focused in
order to get an impression. Sound can

* * * * * * * *

¢elt is basie, I believe, that creative sell-
ing can induce the public to buy more
products. If the public buys more,
plants are operated at capacity. ., . We
may state as fact, then, that salesman-
sliip ean continue to increasc our stand-
ard of living—that there need bhec no
pause, call it recession, adjnstment or
what you will.*®
MELVIN H. BAKER
Chairman of Bocrd
National Gypsuin Co.

* * * * * * * *
be absorbed from all directions. You
can listen to more than one thing at a
time. You can be doing other thirgs
and still listen. In fact. vou usually
have to act to avoid hearing—byv walk-
ing away, starling up a conversalion
or turning off the radio or tv set.

That is why G. Maxwell Ule, v.p.
and rezearch director of Kenyon &
Eckhardt. calls air nmedia ““dynamic”
end print media “static.”™ (In the lat-
ter case you must act in order to get
the message. that is. read it.)

That is why Hans Zeisel, once a
McCann-Evickson researcher. now a
Univerzity of Chicago professor and
consultant to the Tea Council. savs you
might Hmit your print advertising to
bright. new. lively products and use
air media to advertise the dull. I oring
ones—all other things being equal.

Psvchologists  agree that “sound”

" audiences tend to be captive: “print”

or “sight” audiences, non-captive and
therefore harder to reach and interest.

big
bargain!
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sPoAsOR 15 indebted to Dr. Wallace
1. Wulfeck, a psychologist and chair-
man of the executive committee  of
William sty Co.. for calling 1= atten-
tion to the unique non-directional
quality of listening.

In addition. he points out. the audi-
tory function can work independently
of the other senses and has sub-thresh-
old capacities in that it can take in
saunds even if the ear is listening to
sometling else. This theory goes hack
to William Jame«. who =aid that true
attention i< intermittent and fleeting.
even when a person is concentrating.

“Fxen though <~ome people may not
recall sub-threshold sound< when they
walk into a grocery store to buy ~ome-
thing. the influences of a *sub-thresh-
old” commercial may have an effect on
what i~ lought.” Dr. Wulfeck said.

e mentioned recent  experiments
on learning while asleep to show that
It is possible to absorb ideus while
more or less uncouscious.

“ypuosis has contributed much to

our hnowledge of how ideas and

Instead of using psychological cri-
teria for picking and using media.
what do many admen actually do?

sPONSOR will examine this question
in the concluding article on media
psychology in the next issue.

<

sounds can be absorbed by an uncon-
scious person,” Dr. Wulfeck said.
“You can tell a hypnotized person it
is raining outside. and an umbrella
should be raised. When he wakes up
and goes outside. he will have an
irresistible desire 1o open an umbrella
even if the sun is shining. In the same
way. a selling message does get across
to the radio listener even if he doesn’t
consciously listen to it. Research so
far has failed to measure this uncon-
scious absorption.”

How should radio commercial: be
changed then to fit m with this new
pattern of unconscious listening?

*I don’t know exactly. But 1 don1
think that brand name repetition is
enough. The human animal has to
have & reason for doing something.
lle has to rationalize his
People will do silly things to rational-
ize prior behavior. A common mental
disorder todav is anxiety. We think

behavior.

it i~ mostly psvchological. glandular or
else a conditioned response. a learned
behavior picked up in childhood. How-

ever, when people are anxious they
attempt to find some immediate rea-
~on. like lack of money. But you take
a man who worries about his income
and give him a million dollars and he’l)
<till go on worrving. A good commer-
cial then not only appeals to a man'’s
motives but al-o gives hiin a rational
reason for following 1ts suggestion.”

This led to a discussion of motiva-
tion studies. a field that can be of
inunense use to media analysts.

But Dr. Wulfeck questioned the basie
assuniption of mos=t motivation studies.
“When advertisers ask for a study to
uncover the basic motivations of their
be<t prospects, what they reallv want
to hknow is how their advertizing can
make these prospects do what they
want.”

And this. he =aid after considerable
thought. worrted him more than the
hvdrogen bomb. Why?

“Diflicult ax= it is, learning to control
human behavior is probably no more
complicated than jnventing the hydro-
gen bomb was. And scientists solved
that problem. When they solve the
secret of controlling human activity,
then man may well be reduced to mass
slavery.”

And, he surmized, radio and tv with
their exclusive ability among all the
media for instantaneous communica-
tion of an idea 1o an entire country—
and perhaps soon to the entire world
—plus the tremendous suggestibility
of the human voice, may well be the
principal means to such an end.

Importance of psychology: For
Dr. Ernest Dichter, president of the
Institute for Kesearch in Mass Motiva-
tions, of Croton, N. Y., and advocate

of the depth interview in advertising,

all media evaluation should be put on

a psvchological basis.

“At first.” he explains. *you have
to forget about the various media and
concentrate on the consumer—on those
subjective factors which influence him
and which are much more important
than the physical differentiation of the
different media.”

He listed a number of these con-
sumer-directed subjective factors:

“What goes on in a consumer’s mind
when he uses one or the other of the
media plus what goes on when he is
exposed to the specific message 1is
much more important than the physi-
cal differentiation of the different me-
dia.” Dr. Dichter says.

He therefore breaks up the psycho-
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logical evaluation of media into two
steps: (1) A discussion of the thrce
major subjective factors that influence
a consumer when he is exposed to a
medium: (a) his opinion of the inten-
tion of the advertiser; (b) the con-
sumer’s level of expectation concern-
ing the medium; (c) his conception
of the mood of the medium, and (2)
what really happens in the mind of the
consumner as he listens, watches. views
and reads a specific message from the
standpoint of (a) orientation, (b) ego
involvement and (c) mental rehearsal
of the purchase.

As a preface Dr. Dichter gave srox-
sOR this brief picture of the history of
media:

“Throughout history man has recog-
nized the value of various forms of
communication. The Chinese say that
one picture is worth a thousand words.
The Russians say the spoken word is
gone forever. Long experience has
taught people that face-to-face contact
is more effective than any other form
of communication. Advertising is sim-
ply duplicating the existing forms of
human communication but in artificial
ways. Television seeks to duplicate
the face-to-face contact. Radio tries
to duplicate the call of- the muezzin
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from the minaret.

“Historically each formn of commu-
nication has provoked great events,
Revolutions have been started by a
Butch play. the writings of Thomas
Paine and Robespicrre, a civil war by
Harriet Beecher Stowe’s Unele Tom's
Cabin, crnsades and lioly wars Dby
churchmen and orators. Other tremen-
dous actions were inspired by face-to-
face contacts, either individually in
conspiracy or in addressing a luge
crowd (paralleling television), as. for
example, Hitler’s, Franco’s and Musso-
lini’s speeches.

“Thus it can be seen that ahnost any
kind of medium can be used for action.
Advertising is trying to copy these his-
torical devices. Therefore in trving to
evaluate media you do not really start
from scratch. People over the cen-
turies have learned to consider certain
factors in conncction with various
forms of media.”

These are:

1. The level of expectation. Over
the centuries print. especially in book
form. has created a certain expecta-
tion among people, particularly one
of permanence. Books are more perma-
nent than magazines, which in turn
are considered more permanent than
newspapers. which obviously are more
permanent than the spoken word or
the visual image on television. This
attitude toward print has nothing to
do with such physical phenomenon as
printer’s ink, paper or wood cuts. It is
the result of centuries of conditioning.

During one’s lifetime the consumer
learns to expect certain things from
various media. He has a television re-
action pattern, a radio reaction pattern
and a printed media reaction pattcrn.
You can either capitalize on that exist.
ing reaction pattern or you can go
against it. In order to judge media.
vou therefore have to find out from
people what it means to them when
something appears in print or is heard
on the air.

2. The intention of the advertiser.
“What is he tryving to do to me?” By
using a newspaper. an advertiser states
his intentions very clearlyv: He wants
to reach you immediately—todayv. You
must have been on his mind. We have
proof that the consumer understands
that. He reacts to it. On the other
hand. when he sees a calm magazine
ad surrounded by lots of white space,
he also understands that the intention
of the advertiser is to convey a feel-
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g of elegance. tmelessness, a lack of
urgency. e conld not possibly do that
through tv. That would Le a complete
misuse of the nredium. You can’'t have
a beautiful. colorful. timeless institu.
tronal message on tv (or at least vou
~houlditr. Dr. Dichter continucs.

3. The mood of the medium (in
the wind of the cousumer). The con.
sumer i~ a “different” person when he
watches tv, lictens to the radio. reads
a magazine or skims a newspaper. For
example: When you read a newspaper.,
vou're in more of a hurry, less relaxed,
more impre sed with the temporary
and contradictory nature of the news
tand possibly the advertising). You're
more compelitive-minded, more con-
flict-conscious because the newspaper
eives vou a wider and more rapid view
of conflicting things happening. with
conflicting often on the
saime page or in the same article. Thux
vou don’t believe as readily and vou're
not as impressed—there’s not as much
prestige in a newspaper.

statements

Magazines on the other hand have
leen endowed with an aura of greater
dignity, greater perimanence. more lei-
sure. a slower pace, more contempla-
tion. more of what we call time-hind-
g with relating things. giving a
wider view —at least a week or a
month rather than a day. You have
more tinie to read a magazine and you
read it at different times. You read
it when vou are more yourself than
when you read the newspaper. Exclud-
ing the trade papers. which wmight
have a different psychology. you read
a magazine on vour own time. to get
more of a bird's-eye view of things,
whereas you read a newspaper on the
train. or subway. more to get ahead
in the struggle of daily life. to arm
vourself against the slings and arrows
of every day.

Radio has much more the element
of development. It has drama. It has
sequence. There’s a beginning. a mid-
dle and an end. It is more fleeting.
You almost expect it to be more un-
u-ual in its attention-getting devices:
it iz les: convention-bound. “1f | had
to write an ad for a product that was
very uncomventional, T might want to
be aware as a copywriter that radio is
a less-comventional tvpe of advertising
approaclt than a magazine is.” A revo-
lutionary new discovery might possi-
bIv lend itself more readily to radio.

Television has nwclr that resembles

radio- -the same sequence. a begin-

ning. a middle and an end. It has
drama. But it iz much closer to reali-
tv. It can lift the consumer out of his
present  surroundings  and transport
him. psychologically. to a new world.
Therefore it can be considered three-
dimensional Lecause it does not appeal
to just two senses. Television is a win,
dow on the world. It arouses curiosity
and atisfies curiosity,

llere Dr. Dichter gave an example
of how tv can be misused. in his
opinion:

“Last night on a certain show |
lieard a refrigerator commercial by a
well-known person. If vou accept
what T just said, the commercial was
misusing the medium almost complete-
Iv. 1t should have bLeen somebody s
kitchen with a real refrigerator just
delivered and a real housewife invit'ng
me to come out of ny kitchen into
hers. to vi-it with her and satisfy my
curiosity.  She could even have :zaid.
‘I had this delivered this morning.
Would vou like to see it inside? 1l
open it for you.

“Instead of that. there was a strange
intermediary like this woman—-dressed
clegantly. not being another house-

wife and not permitting me to iden:

MILESTONES

BMI introduces a new
series of 193% program
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tify myself with her -demonstrating
a relfrigerator to me. At best thev
made a salesman out of her rather
than fully using the three-dimension-
ality of tv or asking me to come into
auother home.”

In summary, Dr. Dichter =avs vou
got to know “not what we think the
different mood of each medium is but
what the consumer thinks it is.” And
you have to base that on research.

Finally, he says. you must consider
the three specific perceptive processes
that take place when a message reachez
the consumer: orientation, ego-involve-
ment and mental This is
important. Dr. Dichter explains. not

rchearsal.

only so you can write hetter copy but
also to serve as vardsticks by which
you can measure media. He descrihes
them thusly:

1. Orientation. The consumer has
to know what your product is all about.
You, the adman, should ask yourself.
“What are the better processes so far
as tv is concerned or radio is con-
ceriied or printing is concerned in or-
der to orient people about my product
or service? Does tv orient them more
rapidly or differently than radio? I
so, under what conditions?

2. Ego-involvemeut. This include:
all the intellectual and emotional fac-
tors ranging from interest to boredom
for the one and from liking to hatred
for the other. By determining which
medium enables you to involve the con-
sumer’s ego more rapidly for your
product. you have another means of
comparing media,

3. Mental rehearsal. You may have
told people what your product is all
about. You may have interested and
involved them. But unless you have
enabled them to rehearse mentally the
purchase of your product, your mes-
sage has probably fallen flat. This
covers trying it on, thinking concrete-
ly about using the product, owning it.

By considering theze three major
levels of contact with the message and
using them as criteria for evaluating
media, you will learn more easily how
to use each medium best. Dr. Dichter
concludes.

*x K X

LOUISE FLETCHER
SELLS THE
NEGRO

HOUSEWIFE
VIA

WSOK

NASHVILLE, TENN.
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(Continued from page 129)

By DVID BALITMORE
WEBRE-TY,

general manager,
W ilhes-BBarre, Pa.

Television is tele-
W hether
it be uhf or viif
makes no
difference insofar
asx the viewer i-
concerned.  The
prohlems. where
there are prob-

VIS1O1l.

basic

lems, stem from
three sources,
The most basi:

Mr, Baltimore

problem is caused in the programing
department. As television has devel-
oped in this country, network pro-
graming seems to be the thing and.
therefore, if a station has no network
affiliation, the extremely
rough. The networks themselves have
been extremely reluctant to jump on
the band wagon of uhf in all cases
preferring instead to remain on a share
basis with the existing vhf stations. In
many cities where the networks have

going s

been progressive enough to accept a
uhf station, the successes are most
notable. The public wants entertain-
ment, and it doesn’t care what the
identification of the channel is.

The next problem perhaps has been
created by the necessary attitude of the
FCC which has resulted in an over al-
location of stations without regard for
the economic aspects of the situation.

The final problem which may arie
is not serious but should he considered.
In some cases the signal on uhf does
not travel as far as it does on vhf be-
cause the amount of power currently
availahle has not heen in all cases suf-
ficient. This is not generally true, how-
ever. In the Wilke:-Barre-Scranton
area, for instance. the entire metropoli-
tan market is sufficiently covered by all
stations in the market. and in one di-
rection the signal goes 70 miles on a
regular basis. This of course is due
to the particular terrain. When higher
power is achieved, such as we plan in
the near future, there is no question
but that the area covered by uhf sta-
tions will be certainly sufficient to pro-
vide a most satisfactory market in
which to do husiness competitively.

Regardless of the channel number,
if television programs are acceptable.
the people will watch them. “Televi-
sion is television.”

Yes, the station with more local
accounts than any other THREE
Rochester stations put together
has joined America’s livest net-

workl Result:—improved pro-
gramining ever increasing
audience better-than-ever-

buys for advertisers in the rich
Rochester - Western New  York
market!

5000 WATTS « 1280 KC.

IN ROCHESTER, N. V.

Represented Nationally by
THE BOLLING COMPANY

...BIG CHANGE
AT WVET

2

-
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] Reasons Why

The foremost national and local ad-
vertisers use WEVD year after
year to reach the vast

Jewish Market
of Metropolitan New York
I. Top adult programming
2. Strong audience impact
3. Inherent listener loyalty
4. Potential buying power
Send for a copy of
“WHO'S WHO ON WEVD™
HENRY GREENFIELD
Managing Director
117-119 West 46th St.
New York 19

wEVD
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IN AGRICULTURE

WHEAT

IS THE CHOICE
OF OKLAHOMA

IN TELEVISION
KWTYV

IS THE CHOICE

OF OKLAHOMA CITY

WAYNE C. LILES
KWTY FARM DIRECTOR

IN FARM AND RANCH NEWS, Wayne C.

Liles is the choice of Oklahoma. For eight
years he was County Farm Agent for Till-
dent of the Oklahoma County Farm Agents
Association, and the winner of numerous "
KWTV-9
graduate of Oklahoma A & M College, he '
has been prominent in Hereford Breeders -
Association work. He is a soil conservation : @
expert. Yes, Wayne C. liles is one of the
of Oklahoma City! : AFFILIATED MANAGEMENT K O M A CBS |
EDGAR T. BELL, Executive Vice-President REPRESENTED BY AVERY-KNODEL, INC.

. @ ﬂ/ /] /Yo
man County, Oklahoma. He is past presi- %@ﬂ&ﬁf% (ahiona, %
awards for his work with farm youth. A
winners who have made KWTV-9 the choice

FRED L. VANCE, Sales Manager

KWTY goes 1o 316,000 wotts ERP with a 1572-fool tower in lote sumnmer 19541
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George Shupert las been elected president of
ABC Film Syndication Corp., Inc., new wholly
owned subsidiary of American Broadcasting-
Paramount Theatres. Inc. Organization formerly
was called ABC Syndication; it was established
August 1953 when Shupert joined the network as
vice president in charge of the division. Shupert
told svoxsonr there has heen a noticeable trend
toward more filmed dramatic programs in the
daytime. And, he savs, new kinds of sponsors

such as super markets—are being attracted to theni.

Hugh H. Johnson s the new media director
of Kudner Agency. Johnson, who has been
associate media director. succeeds the late
Daniel |. Pylkett, Johnson has spent a great deal
of time the past few years in the field in contact
with local media and with retail businessmen in
nearly every state. Prior to joining Kudner in 1941
he was advertising manager for the Bell Aircraft
Co. and before that assistant to the director of
merchandising of the Buick Motor Div. of General
Motors. Buick is a Kudner account.

M. Leslie Hoffman, liest Coast television
and radio set manufacturer and licensee of fm
station KSBR, San Bruno, Cal., recently got a
construction permit for a new tv station. He
expects station will begin telecasting 1 May and
will cover the San Francisco Bay area, Sacramento,
Stockton and most of Northern California. Trans-
mitter will be located atop Mt. Diablo. Station
will operate on vhf ch. 13. Hoffman is one of
Coast’s oldest tv sponsors as well as set makers:
his programs have won several tv awards.

Judge Justin Miller on 1 April retired from
the board chairmanship of NARTB after serving
the trade association for eight years—the

“most exciting years of the radio-tv industrv.”

In his tenure at NARTB Judge Miller took strong
stands against government control of broadcasting
and program censorship. Before joining NARTB
he was a federal fudge appointed to a lifetime post
and before that taught law at Duke University;
one of his students was }'ice President Richard M.
Nixon. Judge and Mrs. Miller will live in California.

BRAINWASHING!

Just a glance at the latest Pulse
(Jan-Feb '54} will clear your
head about the San Francisco Bay
- Area. KYA, the independent of
influence in the ten bay Area
counties, has taken some healthy
jumps in many quarter hpur °
periods across the board to make
some white hot buys for you.

Here's

, ivst
one
example:

George Ruge's
Koffee
Klub 7 A. M.
y X
" Independent B
1.8
50 KW Net A .
1.5

(from Pulse
“Jan-Feb '53)

But that's only a small part of the
story. Investigate and you-will ~
discover plenty of hot buys all
through the day on KYA. And -
KYA covers the Bay—why pay

for waste circulation?
M- )
m}

T/(g /)Wﬂ&; ,@Mm /760‘,0 |

George W, Clark, Inc., New Yark and Chicaga
Adam Yaung, inc., los Angeles .
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The New Radio

Those who lament radio’s plight
nowadavs often are misled by two
thing<: (11 They are mainly aware of
network billing declines and fail to
rechon  up the «counter - halancing
growth of spot. (2) They insist upon
looking at every change in radio as a
change of deterioration.

Actually instead of deteriorating ra-
dio is evohing. progressing. becoming
a rew medium.

I’s a medium many veteran admen
don’t see in perspective because they
are so close to it. Here at spoxsor
we've taken a few steps back from the
picture to get the panoramic view.
You'll find what we call the New Ra-

The tv pioneers

Establishing a commereial television
station in 1947, 1918. or 1919 wasn't
as eas) as it may now seen.

It called for initiative of the hizhest
order.

It called for capital investments far
bevond anyvthing that radio broadeast-
ers were accustomed to.

It called for men who made recom-
mendations to owners and were willing
to lay their longtime jobs on the line.

It called for heavy month-after-
month losses, often hitting as high as
£10.000 m a single month. When the
losses would stop no one could tell.

There were practically no sets.

At the start there was no coaxial
cable.

How long before expensive broad-
east equipment hecame obsolete, how
long it would stand up. was anybody s
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dio described in the lead article this
issue. starting page 31.

2 4 p
Scen

Some of the most basic thing< are
easiest to overlook. That's particularly
true in fast-moving radio and televi-
sion operations. Where can you get a
rundown. for example. on who handles
cach internal departiment of a station;
on i= continuity specifications: on its
deadline schedule for acceptance of
continuity 7
no-

The answer in many caces is

where.

Nowhere except by dint of gradually
learning who's who and what's what.
But at WBN\S-TV, Columnbus. and other
stations around the country they’re
going out of their way to help the ad-
vertiser and agency know the station.
WBNS-TV has put together an attrae-
tive booklet called Sean which does
just about that. It gives you the
WBNSTV picture in a scan: a floor
plan of the station; deadline schedule
for «lide production and continuity ;
names of people to contact when you
have a problem involving traffic, tal-
ent. nerchandising. and so on,

We like Scan and the idea behind it.
In fact maybe we ought to do the same
thing here at spoxsor. How about vou
in your operation?

guess,

Nobody knew the answers.

Everything was being done for the
first time.

Everything was a problem. solved by
trial and error.

Men worked around the clock.

There was no trained television per-
sonnel.

These were the davs of the first
commercial tv stations, and the first
commercial tv pioneers.

In this issue SPONSOR commemo-
rates. in a carefully prepared section.
the stations and the men who blazed
the trail. The pioneer contribution
that they made can eaxily he forgotten
in the fast pace of the industryv. Yet
theirs is a contribution which deserves
to be forever remembered:
ltope that these pages will hecome an
important part of the rich history of
television.

and we

What recession?

At the spring meeting of the Asso-
ciation of National Advertisers spox-
sor’s Editorial Director. Ray Lapica,
was struck Iy the moeod of optimi-in
pervading the premises.

This was in sharp contrast to the
thinking

undercurrent of recession

sweeping the nation,

After the ANA meating he double-
checked by <ending questionnaires to
wery one of the 191 firins that had
representatives (generally the ad di-
rector) at the spring sessions. By press
time 43 firms had responded. many
gning detalled mformation on

T
trends and ad budgets (see page 38).

sales

The general consensus regarding the
recession: mayhe there is one, but if
so it must be happening to somebody
else.

Of the 43 respondents, including
some of the nation’s top advertizers,
27 said husines~ was up over last yvear,
six said it was the same, 10 reported
sales dips.

But 29 reported that their ad bud-
gets were up, 12 about the same. Two
failed to answer this question. None
reported an ad budget drop.

This report should go a long way
toward putting a halt to recession ru-
mors. especially those making the
rounds in advertising circles,

In order to make these pages not
only commemorative but highly useful.
sPONsOR enlisted the aid of each pre-
freeze pioneer station in subnntting
growth facts which give agencies and
advertisers a commercial insight into
these stations never hefore available.
Each station spent many hours ferret-
ing out the data we requested: for this
we are deeply grateful. We plan to
consolidate this data on a master chart
to be published in our 17 May NARTRB
issue,

Along with the Burbachs, Fays,
Storers, Havens, Fetzers, Houghs and
many more whose names are recorded
indelibly in the pages of our pioneer
tv station section. it is onh fitting that
we sing}c out the name of one man
who urged and encouraged many of the
tv pioneers to take the first step—
General David Sarnoff.

SPONSOR




HEADLEY-REED CO. — NEW YORK,

SERVING SAGINAW, BAY CITY,
FLINT AND ALL OF NORTHEASTERN
MICHIGAN + NBC * DUMONT

Active Soles Promorion. WNEM-TV's Client Service Department
provides deoler moilings, paid newspaper ond rodio promos,
bus cords, point-of-sole pieces ond speciol result getting pro-
. motions toilored to fit your product ot no odditionol cost to the
\ client to moke WNEM-TV, Michigon’s most SELL-MINDED stotion!

S —

CHICAGO -+ MICHIGAN SPOT SALES — DETROIT . JOHN H. BONE, GEN. MGR.




WHB-TV puts audience to sleep . . .
on Sleep-E-Z beds! Autry Brothers, Inc., bedding
manufacturer, recently devoted their late-at-night
(12:15 a.m.-12:30 a.m.) segment of "Star Time” to
promote a special sale of their Sleep-E-7Z twin Holly-
wood beds. Roch Ulmer, staff emcee of this locally
produced show, delivered the two commercials as he
relaxed on the bed fetchingly attired in a flannel
night-shirt and sleeping cap. During the three days
following this novel sales pitch, the Sleep-E-Z folks
did $5,400.00 worth of business on their twin bed
special at their two retail locations. The sponsor’s
field supervisor attributed 75% of the store traffic to
the “Star Time" plugs.

CHANNEL
SHARING TIME

WITH XMBC.TV

Represenied Notionally by

T

BASIC CBS-TV

Kansas City

C8S

TELEVISIGN

710 K C.

OLDEST

CALL LETTERS
|

A

Represented
notionolly by

JOHN BLAIR & CO




