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ANOTHER CHANNEL 10 FIRST!

Only daily live remote TV show in New England.
Emceed by charming Nancy Dixon and Peter Carew
(ptano impressions and satire) with 3M’s three-
piece combo. All Channel 10’s talent and celebs
visiting Providence will guest. Direct selling to a
tested women's audience from the area’s leading
hostelry, Monday through Friday, 9:00 to 10:00 a.m.

Join us for breakfast, sample your products to 100- | i | e
plus radiantly responsive guests in the Sheraton- ! Qﬁgiﬁﬁ ﬁﬁ]}ﬂ}
Biltmore Garden Room. Their approbation will r .
register for sure—because 1,120,925 sets in area TV. 195‘?‘
" NBC — Basic - ~ give us 93% cove;r_age! Availabilities now open— special section

call WEED Television. ]

ABC.— Dumont — Supplementary

i




the one TV station with 3 times the power of any in Atlanta!

There’s a new TV picture in Atlanta and vou don't
have to look hard to see where the sales are being made.
It's WLW-A,

Look at the new power—316,000 watts.

Look at the new plant 36,000 square feet in a dazzling
modern building at 1611 West Peachtree NE. Seating
for 300 in Studio One, another 150 in Studio T'wo. The

only Atlanta TV station with room for audience par-
ticipation, live audience excitement.

And then take a second look at WLW-A showmanship,
WLW-A audience building, WLW-A merchandising to
the point-of-sold. This is triple-power to tap the spend-
ing as well as triple-power sending! Something your
competition isn’t overlooking.

WLW-A, Crosley Broadcasting of Atlanta, Inc.




MNet tv's $400
million year

TAC maycount tv
sets by next June

Virginia Dare in
spot radio again

U.5. radio sets
migrating from tv

P&GC ready for
British tv

Don't waste mer-
chandising help

Whopping $400 million by SPONSOR's estimate will be spent by adver-
tisers for time and talent in 1954 on network tv ($250 million time;
$150 million talent). Shows are more costly; not counting colorcasts,
network programs on average will be about 10% more mostly due to

union and talent hikes. Lineups are longer; average station list will
be 50-60% bigger in nighttime tv, even though basic "must buy" lists
haven't grown. For detailed story on network tv this fall, see p. 31.

—-SR-

First count_of tv sets under all-industry auspices may be out by next
June. That's tentative target date for Television Audit Circulation.
Politz is studying method to be used, will finish late fall. Next
step would be pilot study in city with at least 3 stations, one a uhf.
Stations in 2 suitable markets have already pledged funds. NARTB is
forming TAC but it will become independent entity.

—SR—

Virginia Dare wine is coming back to heavy spot radio campaign this
fall for first time in 2 years. Emphasis had been spot tv. Spot tv
demonstrated impact but making good buys everywhere was too treacher=-
ous on seasonal basis, David J. Mahoney agency decided. Agency's
seeking both day and night time for October start in 25 markets.

-~SR-

Soon to be unveiled radio set study for all 4 am networks and BAB is
expected to confirm migration of radio sets in homes to locations
where they face no tv competition. Study by Politz will cost over
$80,000, is first radio research to be done with full validation by
American Research Foundation. Over 11,000 interviews were conducted
on national basis.

-~SR—-

Long-range planning which characterizes Procter & Gamble's use of air
media again demonstrated in case of Great Britain's adoption of com-
mercial tv. Queen signed bill authorizing Independent Television
Authority only few weeks ago. But 8 months prior P&G had man from
America in Britain instructing branch on U.S. tv methods. Actual
start of commercial tv probably won't come till next summer. ITA
won't sell clients shows; just participations or slots between shows.

—SR—

Are you getting most out of merchandising support from radio sta-
tions? Tip from station sources is clients could do more to tie in.
Sometimes salesmen aren't fully alerted to special store displays
station has arranged, don't follow up to get bigger orders. Said
one station man: "It's the hungry client who gets the most out of
merchandising aids by stations."
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Timebuyers move
to sales posts

Drive to sell
non-tv clients

Canadian tv
picture changes

Canadian radio

men confident

Spot tv dollar
figures coming?

REPORT TO SPONSORS for 23 August 1954

When Tucker Scott left BBDO for post as sales development manager at
John Blair & Co., he joined long 1list of time buying executives who

moved over to selling side. Including: Bob Reuschle, ex=-McCann-Erick=

son chief timebuyer, now sales manager, WHUM-TV, Reading, Pa.; George
Castleman, ex-v.p. Bermingham, Castleman & Pierce, now manager of
sales development, CBS Radio Spot Sales; Mary McKenna, ex-Benton &
Bowles time buying veteran, now research chief at WNEW. Tucker Scott
succeeds Wells Barnett at Blair who moves up to assistant to the
president.

-~ SR-
Non-tv advertisers may see their products in tv commercials if novel
selling plan goes through at new NBC TV participating programs de-
partment. Films would be made in which print advertisers see their
own ads come to life. Original models used in ads would be sought
out for roles in NBC TV films. 1It's all part of drive to attract new
clients to network television via participations.

~SR—-
Canadian tv picture is changing fast—so fast, that by beginning of
1955 about 75% of Dominion homes may be covered by tv. At present 13
video outlets are telecasting, 6 of them government-owned. Another
14 will be on air before winter is over. About 20% of Canadian homes
have tv, with ownership concentrated. More than 75% of sets are in
Ontario plus Montreal area with greatest density in the Toronto-Ham-
ilton-Niagara section. Biggest tv centers are Toronto and Montreal,
both with about 50% saturation. For other information on fast-moving
Canadian tv picture, see this issue's Canadian section, beginning p. 75.

~SR—-
Canadian broadcasters feel growth of tv won't hurt Canadian radio.
They point out government is limiting number of tv_stations and
amount of advertising they can carry. This plus chance they had to
get ready by observing U.S. radio-tv scene gives broadcasters confi-
dence they can continue to increase audience and billings.

~SR—
Not generally known is fact N. C. Rorabaugh now reports on dollar
expenditures in spot tv for P&G, Lever and Colgate agencies. Rora=
baugh estimates market by market expenditures for 9 brand categories,
including soaps, detergents, permanent waves, toilet soap. Spot tv
expenditure figures have never been available previously and are
among data admen told SPONSOR they would like to receive from indus-
try. Liaison between newly formed Television Bureau of Advertising
and N. C. Rorabaugh to produce spot_figures for all products may be
in the cards.

New national spot radio and tv business

SPONSOR

Delaware, Lackawanna
O Western Coal Co.
NY

Lever Bros. NY

Monarch Wine Co,
Brooklyn, NY
Monarch Wine Co,
Brooklyn, NY
Norwich Pharmacal,
Norwich, NY
Norwich Pharmacal,
Norwich, NY

N

PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration
Bluc Coal_ o SSCB., NY 25-30 East Coast mkts | Ra;ﬁo' carly eve min anncts: 7 Sep:
| 3 wks
Good Luck Margarine Hewitt. Ogilvy. Benson 5 Northeastern tv mkts Tv: 20.- 60-sec tilm anncts; mid-Sep;
O Mather, NY | 13 wks
Moanischewitz Wine Emil Mogul Co, NY 40-50 tv stns | Tv: 20-. 60-sec film anncts; 4 Oct:
26 wks
Manischewitz Wine Emil Mogul Co, NY ' 100-120 radio stns Radio: dayti min anncts: 20-30 anncts
a wk: 4 Oct: 26 wks
Pepto-Bismol Benton O Bowles, NY 33 radio mkts Radio: dayti min, stnbrks: 10 a wk per
) ' mkt; 7 Sep; to ¢nd of yr
Pepto-Bismol Benton O Bowles, NY § scattered tv mkis Tv. 20-scc day and night; 7 Scp; 52
wks
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201 EAST FIFTY.SEVENTH STREET, NEwW YORK 22, N. Y., PLAZA 1-2323

Mr. Edward Cossman

WAAT
Newark 1, N.g.

Dear Egq:

As you know we
gimmioks.‘.and
We switched to
been immediate

I'm convinceq,
and Larkin can

es/hs

tried Mmany stations with many
got only fair results. Since
your station. . . the results have

if anyone can pull.. . Brenner
--.and at a low cost.

Cordially yours,
MANN—ELLIS, INC.

Edward Shapiro
Account Executive

PULL...at Low Cost

In Metropolitan

DON LARKIN
PAUL BRENNER HOME TOWN FROLIC
REQ%ESTF#LtzafYU?ggyS Mondjg thru S;Lu;dd)’
Monday thru 7. am -
10:30 am - 12 noon 1.05 am-3 pm

1020 BR

23 AUGUST 1954

5:05 pm= 7 pm .
for the FAST WALLOP in sales

New Jersey & Mew York

waat
OAD 'STREET,, NEWARK 1, NEW JERSEY

A N.D N-Y
REPRESENTED BY WEED AND COMPA
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ARTICLES

Fall program trends in networl tr

Looking ahead at $400 million show lineups on the video networks this 1'a|_|'
SPONSOR outlines the rmajor trends, details show types taking on new promi-
nence, the new color spectaculars, day-long expansion, the cost picture

309, spot radio budget is tonic for S.S.S.

Prior to 1950, sales of S.5.S. tonic were far from healthy. The Atlanta firm
reevaluated its ad approach, and based on the findings of market research,
decided to try spot radio. Since use of that medium, sales are up 3007

Timebuyers: 1. The media specialist
Foote, Cone & Belding is typical of agencies which maintain the traditional

timebuying setup: that of separate buyers for each medium. In this article,
third of a series, SFONSOR examines the FC&B approach

Te: new facet souree for admmen

By late fall, the Television Bureau of Advertising is expected to be in active
operation. As the selling arm of the tv industry, it will probably serve admen
as a clearing house for basic information on tv

Radio and tv help Americanize Dannon yogurt

About a year and a half ago, Dannon Yogurt hopefully allocated about 80
of its ad budgst to local radio and tv. Result: sales rose 30

Tv Dictionary/Handboolk for Sponsors: 11

The second installment of Herb True's video dictionary offers more definitions
of terms and tv jargon useful to admen and others in the industry

CANADIAN RADIO AND TV: 1954

1. Canada: a coasin. but not a (win

In taking a close look at the Canadian market, SPONSOR f{inds it has many
similarities to the U.S., but many significant differences as well

H. Canadian radio: getting ready for tv

Canadian radio listening has not as yet been much affected by tv. The radio
tations, armed with lessons from the U.S., are sure they can hold the iort
1. Canadian tv: commercial time sold ont

Tv sets in Canada, by the early part of next year, are expected to cover about
75¢ of all homes. A list of tv stations and reps shows the current picture
IV. How Canadian stations serve sponsors

n easy-to-read, capsule form, here is a collection of stories illustrating how

Canadian radio stations program, promote and sell for sponsors

V. Canadian radio stations. rates, reps: a listing

COMING |
Cross-conntry trip to U.S. agencies
A SPONSOR editor gives a first-hand description of the operations of several
gencies, with heavy radio and tv billings, at scattered points of the country

How Baridahl cashes in with clever commercials

Bardahl, a company in the Pacific Northwest which makes an engine additive,
is different and imaginative in its use of spot radio and tv

31
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{PON’T “PICK BLIND”
IN SHREVEPORT!

vok a1 KWK H's HOOPERS!

JAN.-FEB., 1954 — SHARE OF AUDIENCE

Shreveport has five AM stations, and all TIME KWKH | station 8 | station ¢ | station o | station €
networks. This makes us especially proud MON. thru ERI. 28.1 o 62 160 19.5
of recent Hoopers—even though Metro- 8:00 A.M. - 12:00 Noon ’ ' ’ ' ’
politan Shreveport itself represents only ]2:&03‘;0:"’{”6:;';'é'm 44.3 212 9.2 6.1 19.4
about 159, of KWKH’s coverage! SUN. thru SAT. EVE. o 2 Bs 20
6:00 P.M. - 10:30 P.M. * ) ’ ’

ok ATt KWKH's SAMS AREA!

S.A.M.S. credits KWKH with 22.39), more daytime radio homes
than all other Shreveport stations combined! Costwise, KWKH
delivers 89.4¢, more listeners-per-dollar than the next-best
station in the area!

5 K H 50,000 Watts *+ CBS Radic
A Shreveport Times Station

The Branham Co. Henry Clay Fred Waltkins
TEXAS Representatives General Manager Commerciol Manager

REVEPORT, LOUISIANA
| ARKANSAS




Use the

B KBIG |

Jow-cost

ADIO
PRESCRIPTION
to introduce NEW

PRODUCTS in the
Southern California
Market

Ilula Highball of Los

Aungeles: “We believe the
N\

'f/ ) qllll):llgll we conducted on

KBIG has been very large-

Iv responsible for the re-
markable success of Hula Highball
both here and in San Diego. Our
client’s salesmen report thev have
had a great deal of favorable com-
ment from the grocery trade. <pe-
cifically meutioning KBIG.” Ather-
ton Advertising Agency

Lt From Ho-Maid Bread Mix
s/ of Portland: “It is the col-

lected opinion of Mr. Emil
ZN Lange. President; of Sturdi-

vant-Walker, their brokers:
and of thiz agency that the KBIG
Stu Wilson Show has helped in get-
ting us distribution for Lange's Ho-
Maid Bread Mix. KBIG is the only
radio station which we will be nsing
during the month of May to Augnst
of this vear.” Arnold Blitz Adver-
nsing

Other products as different as A-1
Beer and Mary Ellen Jams, Dog-E-
Stu and Tiader Vie's Dressings. in-
troduce new brands to Southern Cali-
fornia’s six million via KBIG. Rea-
son? Absolutely complete coverage
plus rates low enough 1o allow satu-
ration on a reasonable hudget.

10,000 WATTS *
AT 740
The Cotolino Stotion

GIANT ECONOMY PACKAGE OF

SOUTHERN € ORNIA RADIO

-
R ” e l

JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hollywood 28, California
Telephone: HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc.

Iimebuye
A0 Work

Cluire Koren, Festern Adrvertising Agency, Los
Angeles, feels that the 20-odd radio and seven tv
stations in LA are not too many because the
character of the population is as diversified as the
programing offered by the stations. I don’t have to
rely on ratings onlvy,” she comments. “This dirersi-
fication makes it possible to select the stations whose
programing attracts the specific, or general audience
desired. Because of the competition, many of

the stations are now providing nerchandising plans,
sales results info and other aids to buving media.”

William Keunedy, Ted Bates, New York. s
working full-time to “replace displaced spot an-
nouncements.” “The trend toward network spectac-
ulars planned jor fall is making it tougher to clear

a weel-in, week-out station break schedule!” Bill
told ~roNsoRr. “Say vou're planning to have a
chainbreak on a number of stations on a Saturday
night ar 9:30 p.m. A network spectacular would
preeaipt that time every fourth weck because of the
policy of selling co-sponsorship of the show without
announcements breaking in at station break time.”

James Pucy. Cunningham & Walsh. New York,
points to the increased margin for error in rating
scriices because of uhf set conversions. “Take any
interiicie, be it telephone, recall or diary type,”
Jim told sroxsor. “Suppose someone in a part-
uht market has had channel 5 canverted to uhy.
A rating service interviewer asks him what

he's laoking at. The man might sav ‘channel 3.
neglecting to mention that it’s his local uhy
station,” Despite this, Jim [eels a burer must
consider ratings in cheosing between uht and vhi

Lonis Keunedy. henvon & Echhardt, New
Yorlk, recently finished a Lincoln-Vercury announce-
ment campaign over 600 radia stations. This
campaign was a gaod example of K&E's saturatian
radio philasophy in practice. “Far one thing, we
prefer announcements to run on seteral stations
in a market to putting the camplete budget on one.”
Lon told ~roxson. “In that way we feel that we
ussure our message a greater audience turnover,
Another guarantee of wide coverage was our use
of bath earlv-morning and early-evening radia.”

SPONSOR
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AT . 4

A SPECIAL ANNOUNCEMENT

For the first time in its nine-year history, WSM’s famous daily farm
program, “Noontime Neighbors” is now being offered for sale.

“Noontime Neighbors” (12:30-1:00 p.m. Mon.-Fri.) has been saluted
repeatedly in the trade press and elsewhere as the biggest and best
noontime farm show in American radio.

Now WSM has decided to take a limited number of Grade A
accounts on a highly selective basis — selective because on this show
the products will automatically carry the powerful endorsement of
‘WSM’s Farm Department, headed by John McDonald, around whom
the show 1is built,

Also featured regularly on “Noontime Neighbors” are Owen Bradley
and his band, Announcer Tom Hanserd, and regular Big Name guest
stars from the Grand Ole Opry.

Contact Tom Harrison at WSM or any Petry Man:for further details.

w 4, | Nashville

deor Channel « 50,000 Watis







14
AWARDS

AND

FIVE MONTHS
TO GO!

14 new awards and commendations
—including a Peabody, an Ohio State,
a du Pont, and a Sylvania—
were added to KNXT’s growing collection
of honors during the first seven

months of this year.

And at the same time, Los Angeles
viewers have been bestowing thieir highest
awards on KNXT. By their preference
for its programs, they make KNXT,
month after month, day and night, the highest

rated station in the market.

Do you want to add to your trophies
in Southern California? Then your
most rewarding buy is CBS Television’s

key station in Hollywood:

B R N7 ==
KNXT
Represented by
CBS Television Spot Sales




\

NETTON
[0

Nenatchee

“The Apple Capital of the World”’

KPQ’s N.CS. AREA
GIVES YOU

'

gton leads the nation
tion . . - the

ceeds that of

Washin
in apple produc
dollar volume ex
the California Orange.

———
quency,

lowest  fre.
C 560, de’iVers B’C-
SOEOS(T)'O ranch coverage

’ O new ac g RIS
bia Basin. res in Colum.-

t
5000 watts . - - the mosn
powerful station betwee.

kane . . - !0
Seattle and Spo .
the center of Washington

State.

560 K. C.
WENATCHEE
WASHINGTON

Reg.Rep.- Hugh Feltis, Seattle Wash.

Natl.Rep.- Forjoe & Company, Ihc.. |

10

Al
A

l)y BOl) Fo,-e”wn

Dear GEoRrGE:

Your question whether it would be smart for a voung man
to enter the field of radio sales and radio promotion these
day~ cannot be an-wered lightly or brieflv. Hence the delay
ur my reply and it~ length.

First. let me ~ay I'm flattered vou asked me of all people
simee some folks have aceused me of being =0 pro-tv that I've
lost my perspective (and my ears have atrophied).

Second. let me give you a eoncise answer. It'zs “Yes!" In
fact. it should read: “*And how!™ I think radio needs vou.
From what I've seen vou are intelligent, tmaginative. and
persistent. You don’t pante easily or give up readilv. Radio
need- these qualities today more than ever.

There’s no doubt that it has been frightening to the pur-
vevors of radio to watch the ~teady decrease of rating~ and
(more important) the frequent lez=ening of advertizer dollars
made available for the medium. The glitter of television
i= diflieult to view without blinking.

So naturally radio has Leen on the defensive of late and
that makes it tougher to =ell and to be =old. It encourages
such uninspired sales approaches as the fact that there are
more radio ~ets than bathtubs. (Bathtubs. vou reecall. are not
much of a sales medium.)

The more courageous radio vendors try to face up to tele-
vizion. However. they often do thiz by knoeking tv's ““incom-
plete’™ coverage. it= high cost and the resulting drain on ad-
vertising budgets, the number of sponsors who have dropped
the medium and such other “faet="" as: F Lore Lucy 15 the
number one <how but Camels still outzell Philip Morri-.

[f the men who zell space for Better {fomes & Gardens and
the New York Times took tacks such as these, thev'd be unem-
ployed. I'm involved in a little project in radio’s behalf that
I think might turn out to be fairly sound. We're taking a
good look at the medium as if it were just invented. We're
building a status report completely devoid of historical data.
Thi~ means we will ignore sueh thing~ as the increase in sets
since tv eame into the pictnre. We will not dwell on the
lowered costs of nighttime radio nor the shocks withstood by
daytime radio. We will avoid sueh statements as “‘to replace
in-the-liome listening lost to television have come millions of

(Please turn to page 56)

SPONSOR
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| WW./WWJ =TV, together with
the George P.Hollingbery Co.

TOP PROGRA;“S N
LON-THE/-AIR PROMOTION
- MERCHANDISING AIDS
~-  “THE MARKETER”

- NEWSPAPER ADS
- TRANSPORTATION ADV. N
& NEWS COLUMNS

give YO

/

-

Clients and agencies all across the country are familiar
with the hard-working staff of the George P. Hollingbery
Company, and with the plus services offered by WWIJ and

EDWIN K. WHELERV ‘ WWIJ-TV | . . with the carefully supervised quality of WWJ

General Manager and WWJ-TV programs—the heavy schedule of on-the-air
WWJ - WWI.FM - WWJ.TV

announcements that backs every show—the publicity resources
of the WWIJ stations—and such thorough merchandising aids
as "The Marketer” which goes monthly to 3100 food and
drug retailers.

This combination of foresighted planning, comprehen-
sive promotion and friendly client contacts has made the WW/J
stations leaders in the Detroit market. Together, the George P.
Hollingbery Company and the WWJ stations pledge themselves
anew to give advertisers a full measure of support in every
selling effort.

GEORGE P OLLINGBERY w w M w wJ.Tv
President F M an d k

George P. Hollingbery Co.

i NBC AFFILIATES
Atlanta
g.os ?nge/e;
$CO |
s | FIRST IN MICHIGAN ¢ Owned and Operated by THE DETROIT NEWS

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY

23 AUGUST 1954 1
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THE RAILROAD

Omaha. crossroads of the nation and hub of the
KFAB-BIG MIKE area, is the fourth ranking rail-
road center in the nation. Ten major railroads
have a combined operating mileage in excess of
73.000 miles. These ten railroads operate some 96
freight trains in and out of Omaha daily.

General Headquarters of the Union Pacific Rail-
road are in Omaha as are the General Offices of
the Chicago & Northwestern and Chicago Bur-
lington & Quincy Railroads. The railroads have
helped much in building the Nebraska market
into one of the nation’s greatest. Big Mike is proud
that he is able to talk to the people throughout
this area daily . . . to entertain . . . to keep them
informed. Yes, and in turn to tell them about the
products of many successful advertisers. Sure,
you can find out more about the Nebraska Market

. and KFAB-BIG MIKE from Free & Peters

or General Manager Harry Burke.

Big Mike is the physical trademark of KFAB —
Nebraska’s most listened-to-station




New on Radio Networks

New and rerne

PROGRAM, time, start, duration

Stop the Music; T evg, 15-min seg; 24 Aug; 26

Modern Romances; T-F 11-11:15 am; half-sponsor
each day: 31 Aug: 52 wks

Just Plain Bill; M-F 5-5:15 pm; 27 Sep; ’54-'53

Breakfast Club; W, F 9-9:15 am segs; 6 Oct; 52
wks

Whispering Streets, T, Th 10:25-45 am; 14 Sep;

People Are Funny; T 8-8:30 pm; S5 Oct; alt wks

Stop the Music; T evg, 15-min seg; 7 Sep; no.
wks not available

SPONSOR | AGENCY STATIONS
Exquisite Form Brassiere, Crey Adv, NY CBS 125 |_
NY . wks
Junket Brand Foods, Little | McCann-Erickson, NY ABC 198 |
Falls, NY
Mites Labs, Elkhart, Ind Geoffrey Wade, Chi NBC 198 !
scason
Ro:‘kaood G Co, Brooklyn, | Paris & Peart, NY ABC 3N
Seeman Bros, NY William H. Weintraub, NY ABC 325
52 wks
Toni Co, Chi ) Leo Burnett, Chj NBC 198
Whitehall Pharmacal, NY John F. Murray, NY CBS
Renewed on Radio Networks
SPONSOR AGENCY STATIONS :
Allis Chalmers Mfg, Mil- Bert S. Gittins, Milwaukee NBC 196
waukee, Wis 52 wks
American Dairy Assn, Campbell-Mithun, Mpis NBC 198
Chi season
Anhecuser-Busch, St Louis D'Arcy Adv, St Louis ABC 301
Voice of Prophecy Inc, Western Adv, LA ABC 215

Glendale, Cal

PROGRAM, time, start, duration
Nat'l- Farm & Home Hour, Sat 1-1:30 pm; 4 Sep;
Bop Hope Show; Th 8:30-9 pm; 28 Oct; '54-'55
Sports Todav with Bill Stern; M-F 5:30-45 pm;

13 Sep; 52 wks

Voicke of Prophecy: Sun 9:30-10 am; 12 Sep; 52
wks

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

National Broadcast Sales Executives
NAME ' FORMER AFFILIATION

NEW AFFILIATION

KGMB, Honolulu, radio local sls mgr
KABC-TV, Hywd, prom & publicity dir
WDAY-TV, Fargo, ND, sls mgr

KABC, Hywd, mgr

John D. Allison
John Asher
Tom Barnes
Amos T. Baron

Stewart Barthelmess
Perry Bascom
William Baxley
Stanley G. Boynton Jr
Jack F. Brembeck
Roberta Britt

John H. Brock
Edward ). Chandler
John Cleghorn

John M. Clifford
Kenneth B. Craig
Hal Cranton

Keith Culverhouse
Jerry Danziger

John D’Auitolo
Felix ). Didier
James W. Frost
Richard L. Geismar
fohn O. Gilbert 1|

Jack Gould

John Hansen
Stuart ). Hepburn
Robert Hilton
Robert M. Hoffman
Richard G. Huntley
Louis Huot
Wallace Hutchinson
Richard A. Jackson
Robert L. Jawer

Kenneth Johnson
Sami T. Johnston

John |. “Chick” Kelly |

Marge Kerr

Carter 5. Knight
Lila Lambert

Daniel ‘M. Lissance
Sherman” J. McQueen

ABC Radio, NY, mgr radio sth clearance dept
WIP, Phila, sls rep

KABC, Hywd, sls rep

Stanley G. Boynton G Son adv, exec
Kaye-Halbert Tv, LA, adv, sls prom mgr
WAVE-TV, Louisville, Ky, dir continuity
WBTV, Charlotte, NC, sls stf

FBI

WHBQ, WHBQ-TV, Memphis, gen mgr

NBC, NY, vp chg personnel

CBS Radio, Hywd, dir bus affairs

BAB, NY, asst dir nati prom

WPIX, NY, dir sls presentations

WTSK-TV, Knoxville, Tenn, prog dir

0. L. Taylor, NY, acct exec

Wright Patterson Air Force Base, procurement div
CPRN, Hywd, dir sls prom & adv

Du Mont Tv Net, NY, bus mgr prog, prodn dept
John O. Gilbert Chocolate Co, Jackson, Mich, secy

& treas
N.Y Times, NY, radio-tv editor |
KGO, SF, sis mgr |
WUSN, Charleston, SC, sis rep
Robert Hilton Co adv, NY, own agency
WOR, WOR-TV, NY, mgr res
WWOR-TV, Worcester, Mass, prodn mgr
Indep film prodr
KBID-TV, Fresno, sls rep LA
WOR, WOR-TV, NY, bus news cditor |
WPTZ, Phila, st sls rep

Daren F. McGavren, SF, sis rep
WKRC-TV, Cinci, acct exec
WPTZ, Phila, prom, publicity mgr

Du Mont, NY, mgr new prog devel
WTAG, Worcester, Mass, exec
WKRC, Cinci, prom, publicity mgr
Emil Mogul, NY, asst dir res

Don Lee Bdcstg, comml prog supvr

Same, radio sls mgr

KNX, CPRN, Hywd, dir sls prom & adv

WDAY, WDAY-TV, mgr

KABC-TV, Hywd, mgr

Same, sls serv mgr

WOR-TV, NY, acct exec

Same & ABC regl net. sls mgr, LA office

MBS, NY, acct exec

KABC-TV, Hywd, prom mgr

WINO-TV, Palm Beach, Fla, sls serv mgr

WBTW, Florence, SC, sls mgr

TPA, Seattle hg, acct exec

Same, aiso Gen Teleradio, vp, memb bd dir

Same, admin vp

ABC TV, Hywd, prog dir western div

NBC TV, NY, sr writer net sls pres

Same, dir adv & prom

WTTV, Bloomington, Ind, prodn mgr

WTRI (TV), Albany, natl sls mgr (hg NY)

WING, Dayton, O, acct exec

Same, mgr sls devel

Same, admin asst to mng dir

WKHM, Jackson, Mich, mng dir; also. vp, Jackson
Tv & Bdcstg Co

CBS, NY, information adviser

KABC, Hywd, gen mgr

WGAY, Silver Spring, Md, comm! mgr

CBS Radio Spot Sis, NY, asst mgr sls devel

Same, dir planning & devel

WMVT, Burlington, Vt, prodn dir

Five Star Prodns, Hywd, vp chg client rels

John Poole Bdestg, Hywd, prom mgr

Same, mgr publicity

WTVH radio & tv. Peoria. [Il. asst gen mgr, sls
mgr

KNBC, SF, acct exec local sls

WKHC. Columbus, O, sls mgr

Westinghouse Bdcestg, NY, asst adv & sls prom.
mgr

Same, acct exec

WMTW, Mt Washington, NH, Bost sls stf

WKRC, WKRC-TV, Cinci, prom & mdsg mgr %

NBC Spot SIs, NY, mgr sls devel & res

CBS Radio, Hywd, asst dir bus affairs

Numbers after names
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In next issue: New and Renetwwed on Television (Netiwwork); Advertising Agency Personnel

Changes; Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases)

refer to New and Re-
new category

W allace A. Ross
Richard Ja
John J. ¥

Jack Gould

E.

13

ISOR

23 AUGUST 1954



1954

23 AUGUST

National Broadceast Sales Executives (coutinued)

FORMER AFFILIATION l
NARTB, Wash, DC,_chm; bd & gen counsel

WKY Radio, Oklahoma City, Okla, sls stf
Montgomery Enterprises, Detr, owner

Don Lecc Bdestg. Hywd, nat adv mgr ’
CBS Radio, Hywd. assoc dir bus affairs

Phil Davis Musical Enterprises, NY, pub rels, sls|

NEW AFFILIATION |

McClean, Salisbury. Petty & McClean, LA Ia
firm), of counsel

Same, local sls mgr !

Screen Gems. central sls mgr chg new Detr ofti

KFMB, San Diego, mgr

Same, dir bus atfairs )

Coldswan Prodns, NY, pub rels dir:G acct exes

NAME

justin Maller

john Moler

Erncst W. Montgomery
Art Mortensen

Annc Nclson

Frances O'Bricn

14

prom dir
Frank Oxarart 1 Radio-tv exec
Alvin G. Pack
William G. Pendill
lohn T. Quinlan
Leo Rosen |
Wallace A. Ross

Leo Burnctt, Chi, tv buyer
KGMB-TV, Honolulv, prom mgr
WROW-TV, Albany, commi mgr

William T. Selander
Alex Sherwood
Cerard H. Slattery
Fdward C. Smith
Robert J. Smith
Bob Stanford
Richard Stark
Richard M. Stonc
Byron Taggart
Fred Thomas
William T. Tynan
Martin Umansky
Peter H. Wade
Joe Wallace

john |. Waish

Crosley Bdcstg, Chi, natl sls exec
Standard Radio Transcr, sls rep
Nona Kirby (rep}, acct exec
Radio exec, publicist, publisher
Tv performer, Dallas

Du Mont Tv Net, NY, acct exec
WKRC, Cinci, prog dir

Frce & Pcters, Chi, sls stf
WBAP, Ft Worth, publicity dept

Melvin B. Wright KCGMB, Honolulu, radio mgr

New Agency Appoiutments
SPONSOR

KVTV, Salt Lake City, dir prog opers

SPONSOR Magazine, NY, special projects cditor 1

Minn Tv Public Scrv Corp, Mpls, gen mgr |

Audio-Video Recording Co, NY, acct execc
WKRC-TV, Cinci. orom, publicity mgr

KAKE Radio, Wichita, Kans, sls mgr
ABC Radio, NY, stn clcarance contact

Dayton Tire & Rubber Co, Dayton, O, adv mgr

PRODUCT {or service)

KFWB, Hywd, sls mgr

Same. sls dept

Free & Peters, Chi, tv acct exec

KCMB, KGMB-TV, Honolulu, prom mgr

WPTR. Albany, gen mgr

Box Office Tv, NY, natl sls mgr, closed ciren
conf div

WVKO, Columbus, O, sls mgr

| Harry S. Goodman, NY, sIs dir northeast US

TPA. Boston hq, acct exec

WTVH radio & tv, Peoria, 1ll, gen mgr

Du Mont Tv Net. NY, acct exec

Southiand Corp. Dallas, dir radio-tv proda

ABC TV, NY, acct exec eastern net tv sis. stt

Averv-Knodel, NY, radio sls stf

WKHC, Columbus. O. gen mgr

WKRC, WKRC-TV, Cinci, publicity- mgr

Same. midwest tv sis mgr

KAKE-TV, Wichita (on air this fall), gch mer

Same, mgr radio stn clcarance dept

Same. dir oublicity, prom & mdsg

WKRC, WKRC-TV. Cinci; WTVN, WTVN-TV {
lumbus, coord dir mdsg. prom, publicity

KCMB-TV, natl spot acct exec

AGENCY

Batterv Products Co. Oakland, Cal | Arro Lyte auto battery
Cood Humor ice cream

GCood Humor Co of Cal

Michaels Bros, NY Furniture chain

Plough Sales Corp, Memphis ‘ Mexsana skin cream

Taylor Wine Co. Hammondsport, NY | Taylor wines
Topco Assoc, Chi
Shasta Water Co, SF

Food Club and Top Frost foods
s ) | Shasta bevcrages
Whitehall Pharmacal, NY Hecather Liquid Creme Rouge G Cake Rouge

Ad Fried Adv, Oakland. Cal
Warwick & Legler, LA
William Warren, Jackson G

Deianey, NY
Joscph Katz, Balt
D'Arcy, NY

Russel M. Seeds, Chi
Barnes Chase Co, LA
Lynn Baker, NY

New Firms, New Offices, Changes of Address

Ted Ashley Assoc, NY, agent, radio-tv prodr, new address
579 Fifth Ave

AWL ard GColnick Assoc, Balt, merger of AWL Adv Agcncy
and Lzeon S. Golnick & Assoc; offices 1101 No. Calvert St,
Balt

Benson & Hedges, new NY address, 100 Park Ave

Clarke Brown Co, reo firm, new namec for Airwaves Assoc;
offices: 520 Lovett Blvd, Houston; 1000 Fidelity Union
Bldg, Dallas

Calkins & Holden, NY, re-established as name of Calkins &
Holden, Carlock, McClinton & Smith

Doyle Dane Bernbach, NY, merger with Factor-Breyer agency.
LA; to function under the DDB name

Ewcll G Thurber adv. new eastern office address 56 Grand
St, White Plains, NY; prev 270 Park Ave, NY

Crar_\t Adv, new office, Hulman Bld2. Dayton, O, headed by
Vincent P. Black, vp, acct exec Chrysler Airtemp

McCann-Erickson, merzer of LA & Hywd offices in new hq
at 3440 Wilshire Blvd, LA

Ramsecy, Stratton, Barley &G Brown, new LA agency at 1585
Cross Rd: of World, LA 28, Ho 2-7471

Numbers after names

refer to New and Re-
new category

Rob't V1. Hofiman (3)
Frances O'Brien  (3)
John Cleghorn (3
Tomm Barnes (3)

Art Vor

John Asher

John O. Gilbert  (3)
John J. Kelly 3)

Viarnn U mansky

John Moler

en 3

(3)

3)

Rogers G Smith, Potts-Turnbull, Kansas City, new name &
merger of agencies Rogers & Smith and Potts-Turnbul

Reggie Schuebel Inc., NY, new name of Wyatt & Schueb
agcy consultant

Standard Radic Transcr Serv, larger quarters at old addre
360 N Michigan Ave, Chi

Sykes Adv, new offices at 617 William Pénn Place, Pittsbe®
Pa

TeleVision Snaoshots, new larger offices at 54 Park Awe [

Tv Prog of Amer, new NY offices, 477 Madison Ave, NY.
Pl 5-2101

Walker Rep Co, new Bost off, 80 Boylston St, merger »
Bertha Bannan rep co

WATV, Newark, new NY sls office, 6 E 45 St, NY 17

Warner & Todd, St Louis. Mo. new name for Warner & Ass

Weed & Co, Weed Tv Coro. new address. 579 Fifth Ave !

‘Weiss & Celler, Chi, new West Coast off at 355 Nao Berc
Dr, Bev Hills, Cal, headed by Walter N. Hiller Jr, form
ly with Toni Co

WKNB, new address 1422 New Britain Ave, W. Harttord. Cor




Our Afternoon
Star Salesman

BILL RILEY

and he’s another
reason why

KRNT-CBS

DES MOINES

Is Your Basic Buy
In lowa!

FEEer A ./3.-. o

KRNT 61 Fll’Sl’S out of 67 Penods

o) e Ok e 2 AP e ﬁ" S e

THE STATION

our Mﬂn R'Iey « o o WITH THE FABULOUS PERSONALITIES AND

THE ASTRONOMICAL HOOPERS!

® Ears perk up . .. our switchboard lights up . ..
when Bill Riley hits the air every afternoon. Yes —
Something wonderful happens when he's running the
show, because Bill makes things happen.

Popular records — wisely selected — are the back-
bone of the show, to be sure, but Bill Riley loads his
hour-and-a-half with the extras that set it apart, make
it sing, give it the sizzle that captures listeners and
cops sales, that make it the only show of its kind in
this healthy market.

For years KRNT's Bill has been one of lowa's favorite
Personalities, but only recently he became KRNT's
great afternoon super-salesman. Bill has many, many

REGISTER

sales successes behind him. He's adding to that out- AND
standing record every day. He'll move merchandise TRIBUNE
for you, too . .. he's got the big, responsive audience STATION

to do it.

Don't waste time, time-shopping. You can buy KRNT

with complete confidence. Your Katz man has the

whole scoop on the fabulous Bill Riley story. Give

him a call. REPRESENTED BY

THE KATZ AGENCY
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it takes

and

=POWE

to cover the Dakota area

KXJB-TV

gives you more of both

£J. DA, { RATFIRY.

COMPARE KXJB-TV Station 8

Tower 1085 ft. 433 ft.
Power 100KW 65 KW
Above 5495 1t. 1383 1.
In 100 MV M Area

Pop. 327,500 256,900
IFamilies 86,300 69,700

Retail
Sales

In the 100 MV/M area
KXJB-TV will give you
27% more people, 23%
more families; 36% more
retail sales.

$397 mi. $292 mi.

Live interconnected Sept. 26th.

KXJB-TV

CBS Primary—DUMONT

(anned &

VALLEY CITY
FARGO

NO.DAK.BDCST.CO.INC.
Box 626 Fargo, N. Dak.
Phone Fargo 4461
KSJB-600 KC, Jomeslown

KCJIB-910 KC, Minot
KCJB-TV-Ch, 13, Minot
REPS: WEED TELEVISION

16

th and

o MADINON

SPONSOR snviles letters to the editor.
Address 40 E. 49 St., New York 17.

FALL FACTS

It oceurred to me that the note 1 at-
tached to the front cover of the Fall
Facts issue of spoNsor dated July 12th
should be passed on to you, too.

That 208 page behemoth was passed
on to our Salex Manager with the fol-
lowing message: “Please see that all
sales per~onnel read and initial this
It’s loaded!”

Congratulations and best regards.
Lawrence H. RoGers 11
Vice President & General Manager
WSAZ and WSAZ-TV

Huuntington. . 1'a.

155Ue.

Your Juh 12t issue was wonderful.
Your radio section is just what the
doctor ordered- -a convincing “tory
for advertisers who have started to
worry about the size of nighttime ra-
dio audience. Please send us a half
dozen extra copiex of your Julv 12th
issue or in the event that you plan to
put your radio sectionn into some re-
print form. the reprint will suffice.

Congratulations!

NORMAN MATTHEWS
WDIX
Orangeburg, S. C.

Have just skimmed the eighth Fall
Facts issue of sroNsor and can only
stand aghast at the monumemal task
which was aceomplished so well.

However, I would be remiss in my
responsibilities to the many Spanish-
language stations in the Southwest
which we represent if 1 did not point
out that the extimate given for Spanish-
speaking people in the El Paso-Juarez
area is incorrect [12 Julv 1954. Spot
radio section. page 222].

Il Paso county contains 130,000
Spauish-speaking people. Juarez con-
tains well over 100,000 more, and a
very large number of these Mexicans
regularhy shiop in El Paso (it costs hut
one cent to cross the bridge into El
Paso). Suffice it 10 =ayv the warket is
big enough 1o warrant the first all-
Spanish v station serving the U. S,

I (NEJ-TV).

Might we also mention that the Ti-
juana-San Diego trading area includes
approximately  200.000 Spanish-speak-
ing people. A very large percentage of
the merchandise used in Tijuana and
the rest of Baja California (Mexico)
cmanates from the U. S. since Baja
California is cut off from the rest of
Verico,

May | a~ure sPox=OR and its read-

ers that on the ba<i~ of mv nrost re.

cent visit to several of the key Spanish-
speahing areas in Texas, and current
developments at the national selling
level. sPONSOR's past estimates of in-
creasing attention to this important
part of the U.S market are amply
ju~liﬁ('(|,

ARTHUR GORDON

Sales Manager

National Time Sales

New York

ALL-MEDIA BOOK

Some of our account executives and
all of our key media people have been
following your All-Media Study and
have found it invaluable. The eolleet-
ed issues are being retained in our |-
brary for general use.

I would like a copy of this material
when it is released in book form. and
am enclosing my personal check tq
cover. Please have it matled to nre,

SPONSOR i= tops on my list for up-to-
date. worth-while information.

Epiti CURTISs
Media Director
Rhoades & Davis

San Francisco

Congratulations on the July 12 issue
of sPoNsOR containing your Fall Faets.
I am enclosing our check for 816.
Will you please send us four copies of
the All-Media Evaluation Study which
you are now reprinting.
WaLTeR J. RoTuscuilp
General Manager
Lee Broadcasting Co.
Quincey, 1.

You are to be congratulated on the
very comprehensive All-Media Study
which 1 have followed quite closely for
several yvears.

My onlyv regret is that spot and nét-
work were not handled as separate nie-
dia. Technically. of course, spot and
network are covered under a single

(Please turn to page 21)

¢ SPONSOR
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... happy on
all accounts!

Especially happy for these HPL accounts
because The Housewives’ Protective League

: draws big returns. Among the more than

" | ARYOITE 2wl

250 current or recent users of HPL you’ll
find some of the biggest national and
regional advertisers in the country. Many

of them have been with HPL for years.

Happy, too, for HPL because these
sponsors have shared in making this year—

our Twentieth Anniversary—an important

mitestone. During the past twenty vears,
they've helped us grow from a half-hour,
one-station show to a sales-making
program service on thirteen of the nation’s
biggest stations. And over these vears.
they ve stamped HPL as “the most sales-
effective participating program in

all broadcasting!”

To its many participating advertisers.
The Housewives” Protective League wishes
continued success and many miore happy

returns...measured in solid profits!

THE HOUSEWIVES’
PROTECTIVE LEAGUE

“The program that sponsors the product”

485 Madison Ave., New York + Columbia Square,
Los Angeles » Represented by CBS Radio Spot Sales




)  SYRACUSE N.Y. @ |

\

Q @ PHOENIX, ARIL.

Trying To Reach\Your Customets In...
KANSAS CITY? - SYRACUSE, N.Y.? - OMAHA? - PHOENIX?

® Call on a Meredith® Radio Station to do the job for you.

Yes, there are Meredith® Radio Stations in each of these important markets.
These four stations have a combined total of 87 years of broadcasting experi-
ence~-an average of more than 21 years for each station.

Take your sales problem to an experienced station - - a Meredith* Radio Station!

Meredith Rzdic Stations
KCMO

'WHEN J§ Wow i KPHO |

| SYRACUSE, N. Y. OMAHA, NEBR. PHOENIX, ARIL |

| KANSAS CITY, MO.

KCMO, WHEN and KPHO represented by The Katz Agency--WOW represented by John Blair & Co.

Successful o

“Meredith Radio Stations Are Affiliated with Be“er HO“]eS and al'mln g Magazines

and Gardens

20 SPONSOR




heading of “Broadcasting,” but they
are just as much competitive media as
are newspapers and magazines.
Certainly il you applied either sron-

soR’s or Young & Rubicam’s perform-
ance ratings to both network and spot,
you would get an entirely different
over-all rating for each medium.

WitLiam H. WELDON

President

Blair Tv, New York

® SPONSOL's 26-part All-Media Evaluation Se-
eies will be published in book form this month,
Price is St each. You may reserve your copy
‘now by writing to 10 East 19 St., New York 17.

WEEKEND RADIO
We should appreciate 1t if you would
send us 100 copies of your reprint on
weekend radio [“Weekend radio: are
vou missing a good bet?” Part I, 14
June 1954, page 36: Part 11, 28 June
1954, page 33].
WiLLiaM A. SCHWEITZER
Program Director

WEBR, Buffalo

Please send us 50 copies of your
veprint of weekend radio. . .
M. M. ROCHESTER
General Manager
KSEL
Lubbock. Tex.

May we have 25 additional copies?
J. ArTHUR DuPoNT
General Manager
CIAD
Montreal, Que.

® Reprints of the two.part series on weekend
iradio ecost 25¢ each. Quantity prices on request.

RADIO BASICS

[ consider your publication of “"Ra-
dio Basics” as the most important tool
| have in selling time. You have man-
aged in a very easy to understand and
dramatic style to put over the fact that
radio is vital, full of pep and ready to
do any job that any advertiser wishes
radio to do. “lIt’s great to be alive—
in radio.”

Please send 200 copie: of “Radio
Basics.” Bill as usual.

Joe MiLsor
Manager
WCPA
Clearfield, Pa.

® Reprints of Radio and Televicion Basies may
be obtained by writing to 40 East 49th St. The
eost is 30c¢ each.
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The stimulating coolness of a mountain
brook and the vigorous summer selling of
Storer stations have much in common...

fhe;' both supg"ly a refreshing ‘pick-up

duringffhe“ho“t,ﬁwe_ary season,




"_.»-H--u-_

STORER BROADCASIING COMPANY

WSPD « WSPD-TV WIBK » WIBK-TV WAGA « WAGA-TV
‘ Toledo, Ohio Detroit,.Mich. Atlanta, Ga.
KGBS - KGBS-TV WBRC~ WBRC-TV WWVA WGBS
San Antonio, Texas Birmingham, -Ala. Wheeling, W. Va. Miami, Fla.
NATIONAL SALES HEADQUARTERS: - [
YOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Salg;ﬁ "

118 E. 57th St., New York 22, ELdorado 5-7690. * 230 N. Michigan Ave., Chicago 1, Franklin 2-6498

o




NO CLOSE SECOND
to Cost per 1,000
Homes in the Big
60 County, 4-State
KSOO Trade Empire

330,665 Interference-Free
Homes in this Rich Farm Area

e Over 994 % of the
MARKEY householdsin ourinter.
FACT ference-free coverage
NO.1 area have radios—and

. KSOO covers 65%
more people than Sioux
lalls number two station. That's a big
bonus for buying KSOO time! More lis-
teners per dollar spent means lower cost
per 1000 ... 55.3% lower than the second
station accordlng to NCS Report. In going
after sales in these rich farm states—
schedule KSOO to reach more people for
less cost. Write for county-detail cover-
age map.

The Dakotas'’
Most Powerful
Raio Station!

e

B SOUTH DAKOTA

;g \\\ MINN. ‘
v \ o
1) i
SI0 FAlI;S/;‘I’\
IOWA pi

. NEBRASKA £
g Fe
LSS

1'\1'\ o

KSO0O

{Z Sioux Falls, S. D.

Nationally Clear Channel 1140 KC
ABC Radio Afhliate
10,000 WATTS DAYTIME
5,000 WATTS NIGHTTIME

Represented Nationally by Avery-Knodel, Inc

24

New developments on SPONSOR stories

See: “Radio-tv coming np fast in Delroit’s
big aulo raec®

Issue: 31 May 19534, page 30
0 S“bjec(:* To ~pnr ~Inggish aulo sales, ananir-

faclnrers are turning increasingly to
air media for their adverlising push

With 195%'~ automobile race more than half over. it's Chevrolel
by a nose, Ford second. Buick coming up third, Oldsmobile racing
past Plymouth for fourth. That’s the way America’s leading cars
ranked at Juhy's end hased upon production figurex compiled by
Automotive News, authorilative auto trade paper. {([P'roduction fig-
ures are considered an index of sales standing.)

The leading cars were alo the leading radio and television ad-
vertisers. Since $PONSOR's roundup covering the first quarter this
year, the big car commpanies have stood pat or added 1o their air
advertising. Most of the new radio and Iv activity during the second
quarter 1= among cars which are <triving to hold their own or ins
crease their share of the market.

Chrysler, for instance. in addition 1o NBC TV “exiravaganzas,”
will sponsor Mr. & Mrs. North next fall (Tuesday. 10:30-11:00
p-m.), also on \BC TV,

De Soto has renewed You Bet Your Life for another year on NBC
Radio and Television. The network sayvs it’s the largest combination
coverage of any show: it's on 208 am, 137 tv stations.

Nash, which sponsored 13 telecasts of CBS TV's Danger, will
become cosponsor of Disneyland on ABC TV starting 27 October
(Wednesdayv. 7:30-8:30 p.m.). This summer Nash sponsored Srage
Show on CBS TV (replacement for Jackie Gleason) for five weeks.

Chevrolet picked up extra summer-only programs. too. 1t's spon-
soring 12 five-minnte newscastz weekly on CBS Radio for 13 weeks.
Cost of the §250,000 package is being borne by the Chevrolet Dealers
Association. Chevvy sponsored the Soap Box Derbv 15 August. also
on CBS Radio.

Plymouth comes in for a onestime shot next Thanksgiving when
it will sponsor thie Detroit Lions-Green Bav Packers football ganre
over the Du Mont Television Network.

Other summer and fall sponsor=hip wa~ reported 1 the 31 May
issue of spoxsor. Mot of the changes in the auto race since then
have been in production ranking. In addition to Ford's loss of first
place to Chevrolet and Plymouth’s drop to fifth place. there were
these changes: Dodge. which was ninth. now is eighth: Cadillac was
tenth, is now ninth: Chrisler was eighth. is now tenth.

Also—since 31 Mayv— Packard and Studebaker merged to formi
the Studebaker-Packard Corp. Wk R

“Disneyland” talent rehearsing new fall series {ABC TV}, cosponsored by Nash

7).
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No small potatoes!

Old-timers in the Northwest say Paul
Bunyan invented farming. Invented the
steam shovel too—to dig potatoes with.

But Bunyan would be small potatoes to
Northwest farmers today. Agriculture
in WCCOQO’s 4-state area is big business,
with annual income of better than 1.6
billion dollars. It’s a business peculiarly

dependent upon weather and market
conditions, so Northwest farmers depend
heavily on WCCO’s farm broadcasters,
Maynard Speece and Jim Hill. The result
is that Messrs. Speece and Hill do 30
information-packed programs a week, and
reach a rural audience, throughout
WCCO Radio’s 110-county basic service
area, of more than 900,000 every week!

WCCO Radio’s farm shows command

a uniquely loyal and responsive audience,
ideal for any advertiser with products to
sell to farmers and their families. Like a
big yield in the Northwest? Sow your

sales messages on WCCO RADIO

Minneapolis-St. Paul + 50,000 watts
Represented by CBS Radio Spot Sales




l (Two B’s, If You Please)
THOMAS

He might offer you another
explanation, but to his spon-
sors those two "'B’s'' mean
Big Business.

ol

Kirk LeMoyne Billings

Wr. Spomsor

Emerson Drug Co., Baltimore

It's small wonder that Kirk Billings. Emerson Drug’s advertising
director (in picture above), has a big smile for Ella Raines. For one
thing he’s a bachelor. Furthermore Ella Raiues stars in Janer Dean.
a half-hour film drama about nursing which Billings bhought for
Brouo-Seltzer.

“We've alwavs like tv, because proprietaries need to be drama.

o tized,” Billings told sroxsor. ““The Janet Dean prograni seemed
Popular music, pcrsonality in-

terviews, frequent news and
sports reports and pleasant
chatter about Milwaukee events
—that's the “R.T.” formula on
Robb’s mid-morning ‘“‘Record
Shop” and late aftcrnoon
“1340 Club.”

Milwaukee loves it, loves
WEMP's round-the-clock disc-
jockey personalitics. And so do
dozens of national advertisers.

Join them and find out how
WEMP delivers up to twice the
Milwaukee audience per dollar
of Milwaukee network sta-
tions.  Call Headley-Reed!

Buased on latest ainilable Pulse ratiags

asad SR T

WEMPEMP-FM

MILWAUKEE

HUGH BOICE, JR,, Gen. Mgr.
HEADLEY-REED, Natl. Rep.

24 HOURS OF MUSIC, NEWS, SPORTS
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like an ideal show for us because our commercial and copy thenre
for the past two vears has been a series of testimonials by nurses.”

Originallyv Billings thought in terms of putting the show on net-
work. but ran into some difficulties: No network lineup would coin-
cide with the firm's sales coverage. Also network time costs were a
bit rich for the firm’s estimated $2 million budget. The solution?

lenuen & N\ewell. Emerson’s agency since July 1952, placed the
dramma in 25 tv markets on a spot basis starting in April 1954

“That wav we reach the audience we want in the cities that are
most important to us.” Billing~ said. This tv effort is supplemented
with 20-second film commercials in some 30 secondary markets. with
an average frequency of two announcements a week per market.

“Since Bromo-Seltzer users ave adult men and women,” Billings
continued. “we try to place hoth the show and the announcement
between 7:30 and 10:30 p.m. That wav we get an adult audience.”

Until this vear radio and tv together never took up more than
50¢¢ of the firm’s budget. with the remainder going into newspapers.
The Janet Dean film. however, is the costliest (v program buy Bro-
mo-Seltzer has made to-date: just under L4 million for time and
talent. or 70°¢ of the total hudget.

A Cornwall Productions package. the show is distributed through
MPTV. A tvpical Janer Dean storv dealt with a voung woman re-
turning home after having been struck with polio. The half-houg
drama explored her p=ychological adjustment.

Prior to its Janet Dean sponszor=hip. Bromo-Seltzer had leaned
heavily toward half-hour nighttime radio and tv mvsteries: Inner
Sanctum on radie for five vears. Rocky King on DT\ during sum-
mer 1951, the NBC Tandem Plan in 1952,

Savs Billings: “1f we'd had a show tailor made for our needs we
couldn’t have produced one more suitable than Janet Dean.” * & %
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We're proud of the results 33 years experience
enables us to give to you, our sponsors—and
we're proud of the 92% consistent listenership

within WSPD's 16 county, billion dollar market.

Let us show you what outstanding results you
can get by taking advantage of WSPD’s experience
and WSPD's loyal listenership. Call your nearest

Katz representative or ADams 3175 in Toledo.

Represented Nationally
Storer Broodcosting Company by K AT Z
TOM HARKER, NAT SALES DIR, 118 E. 57th STREET, NEW YORK
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VIVID RADIO DR
TAUT WITH SUSPENSE AND EXCI
MR. D. A., HARRINGTON AND M

“CHAMPION THE CAUSE OF
ORDER!

|

NOW...READY
TO WIN SALES FOR
AGGRESSIVE
ADVERTISERS!



HOUR ?\.COMPLEIE
lDENT\F\CAT\ONS

3 full -Length Commercials.

5 SPONSOR




March, 1954 data from Television Magazine ranks
American markets according to population in the coverage
, area of the most powerful television station in each market.

Charlotte stands 11th in line, outranking such markets
as Baltimore, Minneapolis, Buffalo, Kansas City,
Washington and Atlanta.

Only Charlotte and Atlanta among southern cities

make the first 20, and Charlotte's rank is a move upward
from 12th in 1953.

The signs of Charlotte are signs of a market far more
important than city size indicates. Ranking only 72nd
in the nation in city size, Charlotte is 55th in 1953
construction, 36th in wholesale sales and 4th in
emplaned air passengers per capita. 1

Equally outstanding are Charlotte's great area stations,

50,000 watt WBT and top power WBTV, 100,000 watts on
Channel 3, deserving the first appropriations of any i
advertiser doing business in the Carolinas.

T~ l
7(1 |
N
' The Rod_io-TV Services

of the Jefferson Standard
Life Insurance Compony

(th

CHARLOTTE, N. C.

PULATW!!

PO

QANK ~ MARKET 5,447 800
g Cee 436,'200
New ‘(Ol’k . _7r
'\2 Chicogo e 6.'284"1‘%%
4 philodelphio -7 5,79332: 400
eles - - 5,\ '
A \os An? ) L 4,783'700
5 Detrot . 4027 600
ton < i
(.; BSC:nOFronc'\SCO- . 3,969'9%% i
8 pmsb"'g‘; .l %%38%' :300
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\% St Lou"sO“E- 3.(;%58'?%0
v " 2' '
11 CHAR T h 696 300
tlonto ' ‘ 2,675
‘\’23 :ew Hoven . - ’ 2'683'1%%
14 Boltimore . .2:635' 100
15 Providence = L ~7'565'400
6 M'\\WOU\(BQ i 2,365, 0
: Minn.-St: Poul. - '2.246'700
[/ W ashington -~ ’ 2.095'20
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in television potentic

Coverage lo Malch the Markel

Represenied Natianally by CBS Radio and Television Spot Soles
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SPECTACULARS:

NBC TV is going ali-out with television spectaculars,

has lined up Saturday-Sunday-Monday schedules with color extravaganzas as the
anchor. First show, 12 September, features Betty Hutton (left). CBS TV

will have its own, including name-star Broadway vehicles for Westinghouse

Herewith

(K tv's $400 mullon vear

a topic-by-topic¢ report designed to give admmen perspective on

ithe star-studded program lineups on the major webs this fall

’l‘ he biggest, fanciest network tv pro-
gram lineup will compete this fall for
the attention of the nation’s over-31.-
000.000 tv families. As the advertising
battle lines hecame clear last week, the
“big picture” of fall network tv looked
like this:

1. Dollar Spending. By sPONSOR’s
estimate, based on a survey of the four
tv networks, advertisers will be pour-
ing $400,000,000 into time and talent

for network tv this year. This will be

23 AUGUST 1954

by Charles Sinclair

the biggest shower of advertising dol-
lars to be channeled into network-level
spending in the history of broadcast-
ing. topping the expenditures on major
radio networks in 1948, the all-time
radio peak.

2. Show costs. Although the cost
trend nosed down last fall. the outlook
this fall is again for an increase. Show
costs, according to estimates of the pro-
gram chiefs of the four networks, will
be up an average of “at least 107"

this fall over last. with individual show
increases reported to sPONSOR ranging
from 29 to 81%. Reason: fancier
shows, plus some anticipated union
hikes. Biggest cost increase has been
in the price of top-name variety talent,
due to competition between the spec-
taculars. Stars in the Judv Garland.
Ethel Mernian, Martin & Lewis class
now command—and get-—sums in the
850,000 bracket for appearing in the
extravaganza shows.
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LONGER LINEUPS: <.

long lists of tv outlets for net-
work shows in many cases. "Break The Bank' on ABC TV for Dodge
Div. of Chrysler is aired on a total of 175 stations, mostly live

competition means

SITUATION COMEDY- Cheap quiz shows, low-priced

®* mysteries are among chief
casualties in program lists. "Life With Father” is typical of replace-
ments, goes into "Danger” slot on CBS TV; latter replaces "Suspense”

3. Spectaculars: color. Gigantic one-
shot shows on a monthly basis are a
commercial reality this fall. and have
stirred up much pro-and-con industry
discussion. NBC TV has a sold-out
schiedule of them due once a month on
Naturdays, Snundays and VMondays, each
an hour-and-a-half long, each reported
to cost $300.000. and all but six in
color.  CBS TV hax two sertes sched-
uled, one for Chrysler and one for
Westinghouse. also featuring frequent
color. ABC TV has a semi-spectacular
in its weekly  hour-long Disneviand.
~old to three :ponzor~. Du Mont has
none slated. may handle such shows on
special order later this seasou. \part
from the spectaculars. hoth NBC and
CBS TN webs will have regular eolor
~chedules thi< fall, although limited in
quantity,. to two or three hours per

ech. Nenther ABC TN nor Du Mont
plans color networking during 1951

Lo Lineups. Fach of the four tv net
works exj to have over 200 ts out-
lets talthouzh a number are <hared afl-
filistions) thi= fall. \t the <anie time,
many advertisers are spurred today Iy
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the necessity for “hard sell”™ in a com.
petitive economy and the desire 1o
amortize rising v cosls agaiust the
biggest possible audience circulation.
Result: Station lineups for network tv
shows will almost invariably be longer
this vear. A four-network checkup
<hows the following increases: CBS
Tl : 607 average increase at night,
2570 in davtime: NBC T1 : 557 at
night, 187 in daytime: ABC T :
about 50‘¢ at night. about 107 in
daytime: Du VWont: 15¢ at night
257 in daytime.

5. Show control. The glossiest net-
work packages this fall. with few ex-
ceptions. have been created by net-
works. But package producers, film
syndicators and agencies are all ~tak-
ing out claims in the tv lineups thix
fall. Networks reported the following
situations: On NBC TV and CB= TV.
leaders in network-created program-
ing, about four out of every 10 night-
time ~hows will be produced by an out-
~side packager. On ABC TV and Du
Mont packagers have made even hig-
aer gains: shows on these networks

produced by vutside firm now anrount
to more than half, Among the pack-
agers represented this fall: Walt Dis-
ney: Goodson-Todman: Barry. Enright
& Friendly: Screen Gems: TPA: Mas.
terson. Reddy & Nelzon. NMICA TV, Two
reasons are cited chiefly for the pro-
dnction upbeat of the independents:
(1) networks are too busy producing
big shows te produce low-cost ones.
and (2) many producers have moved
in with exclusive star contracts or “ex-
clusive “gimmick™ shows.

6. Ad battles: Network tv will be
the scene of a number of titanic adver-
tising struggles between the leaders in
various indnstry categories this {fall.
The automakers- -such as General Mo-
tor<, Chrysler. Ford and the largest
independents — are gambling millions
in evervthing from network participa-
tion shows to the glossiest monthly
spectaculars. Tobaceo firms. continuing
their “hard sell” war against the can-
cer scare and each other. have stepped
np their network spending or have
substituted fancier programing. Applhi-
ance firms. under heavy dealer pres-
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MEDIUM-PRICED TV:

NBC TV woos modest-budget
sponsors
Tonight" trio of participation shows. Sales chief Joe Culligan confers
with Dick Pinkham, head of NBC TV's Participating Programs Dept.

with "“Today-Home-

1=

LOW.PRICED T : m&sr’rs flexible of tv nets, Du Mont

everything from major line-

ups to one-minute network participations (20 outlets] on “Paul Dixon"
daytimer for net price of $1,419.38. This is cheapest tv web fall buy

sure for tv support. are among net-
work tv’s biggest spenders, rival the
auto firms in many cases, Other shlug-
fests in tv were shaping up as SPONSOR
went to press between lipsticks, low-
sudsing detergents. dentifrices, gaso-
hnes and hair preparations.

That’s the basic situation at a glance.

Here. as the result of a sroxsor
analysis of the fall tv programing pic-
ture, is the situation in more detail:

Wetwork billings: An important part
of the story of the 1954 fall tv network
lineups can be told in the estimated
billings of each network. particularly
as it compares with the figures from
last year.

Accordingly, sronsor asked officials
of each network to make a guesstimate,
based on contracts now in the house
or expected to be signed before fall, as
to the total gross billings for the cal-
endar year of 1954. This was the re-
sult of their conservative estimates:
Gross Billings for 1954 Compared’53

Network Amount P.I.B. figures
CBS TV $100,000,000 Up 2.6%
NRC IV 598,000,000 Up 1.6%
ABC TV $38,000,000 Up 81.0%
Du Mont $17,000,000 Up 37.5%

23 AUGUST 1954

Admen will see at a glance two strik-
ing facts: (1) NBC TV and CB> T\
are reaching toward the saturation
tevel with virtually all evening time
slots sold. Growth potential now lies
in participation shows, fancier shows,
longer lineups. (2) ABC TV, due to
major program gambles, 1s moving up
quickly into the big leagues. having
nearly doubled its business this year
as against last. Du Mont, with plenty
of room to grow, is alro making sizable
strides,

Total gross billings for all four net-
works this vear. not counting program
costs (except for participation pack-
ages): $253.000.000—an increase of
a little more than 117 over last year.

The talent tab on all four networks
has grown even faster. The four-net-
work outlook for talent and production
charges in network tv this vear is esti-
mated by web executives to be $147,-

I
programing
(R A

000,000 - up nearly 209 over last
year.

Programing philosophy: Thumb-
nailed for advertisers, networks are ex-
pected to present these patterns for

fall:

1. CBS T]. Biggest moneymaker
in terms of advance estunates of total
billings, CBS TV is holding the pro-
gram reins of the network very close-
ly, is sticking to a policy of well-pro-
duced “‘family-appeal” shows with as
hittle shakeups as possible in the pro-
gram lineup. At CBS TV sponsors
will alternate more often than pro-
grams; fihn shows will increase some
20%. Although color. spectaculars
and “‘magazine” :hows are all slated
for inclusion in the network lmeup,
they are subordinate to the main phi.
losophy of a “‘stabilized” fall lincup.

2. NBC TI’. NBC TV's fall lineup
is geared 1o the razzle-dazzle splash of
rotating shows and sponsors. Color
spectaculars. with big-name alternating
shows in between., are a feature

{ Please turn to page 136
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o spot radio
hudoet 1§ tonic

-

Market research led tonie firm to radio: sales tripled in 3 years

" “hen  the  Indians  of Georgia
brewed up an herh remedy way back in
colonial duavs. they probabh sent up
smoke signals to let other Indian< know
they had “heap good medicine.”
But todayv the 2.5.5. Co. of Atlanta.
Ga. twhich adopted the old Indian for-
mula improved it. ard staried to mar-
Let it a~ a heal h ton'c over 125 vear-
o) finds that sending omt radio sig-
~ is a very effective wav to let peo-
ple know about S.5.80 tonic.
since 1950, when the firm decided
to u-c radio. S.S.S0 sales have shot

Radio is S.8.5. sales foree: Tonic company has no sales staff
as such; radio is not only expected to build consumer demand but o
expand distribution as well. Theory has worked fine, sales are up

up over 300°7. Today the company
say~ it is the top-selling liquid tonic on
tlie market.

But a few short years ago. S.5.5.
sales were far from healthy. In fact,
thex had been ailing all during the
vears f{ollowing World War 11 and
didi’'t secm to improve despite exten-
sive new paper advertising—some of
it in color. Finally, in 1930, the firm
decided that it needed to reevaluate
it~ entire advertising approach.

It wanted facts before it took any
steps. so it called in A. C. Nielsen

Co. to make a marketing study. Based
on  Nielsen findings. S.8.S. and its
ad agency. then Henry J. Kaufman &
Associates of Washington. D. C.. con-
cluded that spot radio might he a good
additional mediuni.

Initial radio tests supported this con-
clusion. brought encouraging results.
S.5.s. immediately started to expand
its radio use, has continued to do so
until today it is buving time on 303
stations from coasl to coast.

The company now devotes 807 of
its total budget to spot radio: the hulk

3009, since radio use started in 1951. Company officials like (below,
l. to r.} Olen Vernon, promotion mgr., Lamar Swift, executive v.p.,
Charles Parr, sec'y-treas., personally visit field, oversee operations
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S.5.S. admen check sales, help druagisis set up product displays. Olen Vernon, Agency
President Marvin Day, Acccunt Executive Tad Mower, push S.5.S. in Atlanta drug outlet

of the rest goes into newspapers. Its
1954 allocation for air advertising is
over $700.000.

In September the firm plans to
launch S.S.S. tablets (the tonic in tab-
let form), is now stocking wholesalers.
The tablets will share advertising at-
tention equally with the liquid tonic.

The S.S.S. Co.’s advertising serves
a double function. The company relies
on it not only to build consumer de-
mand, but also to act as the firm’s
sales force. S.5.5. has no sales force
in the usual sense of the word. One
merchandising-promotion man (Olen
Vernon) periodically contacts whole-
salers and retailers. Company officials
also frequently take trips into the field.
But, says Lamar Swift. executive vice
president, they spend more time check-
ing results than writing orders. The
firm has found orders take care of
themselves once demand has been cre-
ated. When wholesalers and distribu-
tors know an item is in high retail de-
mand. they are happy to stock it. says
Swift. because they know it will move
well.

Today. nearly every drug jobber in
the United States carriez 3.5.S.. the
firm told sponNsOR. and 90¢¢ of the
tonic’s sales are made through drug
stores.

One major result of the radio adver-
‘ising has been an increase in the

number of non-drug outlets handling
S.5.S.—such as grocery. variety, de-
partment stores, commissaries. filling
stations: these account for the remain-
ing 109¢ of sales. During 1953, near-
ly 300 new jobbers took on S.S.S.;
most of these were grocery and spe-
cialty distributors. types of jobbers
which had rarely stocked S.S.S. before.
They are largely located in the South-
east and Southwest and serve the rural
trade primarily.

S.S.S. is sold in all 48 states and sev-
eral foreign countries. Its heaviest
sales areas in the U.S. are in the South,
Southwest. Middle West, Plains States
and on the West Coast. The radio ad-
vertising is placed in rough propor-
tions to anticipated as well as actual
sales with the heaviest volume in the
South. No air selling is done in north-
ern New England.

Peak sales seasons for a liquid tonic
are in the spring and the fall and pre-
vious to its use of radio the company
would advertise only during those sea-
sons. Soon after 5.5.5. had started in
radio. company executives asked them-
selves why people shouldn’t buy it in
the summer and winter as well. de-
cided to test the idea by going on the
air year- roun-d. Result: profitable sales
‘round the calendar, though the spring
and fall still represent the high points.

Previous to 1950. 3.5.5. had placed

T

case history
e TR et
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all its advertising direct. was using
chiefly newspapers, almanacs and farm
magazines. When it decided to over-
haul it< approach, it felt the need for
relaining an adverlicing agency. First.

Henry J. Kaufman &

Washington, ). C. gave counsel. aided

Assoctates  of

the firm to get started in spot radio.
Then in 1951, when Marvin 12 Day, an
executive v.p. at S5.5.5., resigned to
join the Tucker Wayne agency in \t-
lanta as an account executive. 3.5.8.
moved its account to that
Wayne represented the firm till last
year when some of the principals of
that agency formed a new one, Day.
Harris. Mower & Weinstein. At the
agency. Marvin Day remains S.S.5.
account supervisor, Clarendon (Tad)
Mower Jr. is account executive.

When the company decided that
its advertising policies needed reeval-
uation in 1950, it called in the A. C.
Nielsen Co. to get answers to these
questions: Precisely where was the ton-
ic being sold most and where was its
best market potential? Also who were
the “typical’ tonic users—average age,
race, sex.

agency.

A. C. Nielsen delved into these ques-
tions and after extensive testing deter-
mined just where S.S.S. sales were
strong, which areas were weak, also
compared S.5.S. sales with competition.
The company states that one of the
more surprising facts turned up by
Nielsen was that a liquid tonic could
be sold in practically every market of

the U.S,

The research into the nature of ton-

(Please turn to page 120

,,,,,,,,,,,,,,,,,,,,,,,

$.3.5. fo launch tablets

After Labor Day, new S.S.S. tablets
(the tonic formula in tablet form)
will hit the market. As soon as
the firm finds where the best
tablet market exists, it may slant
advertising accordingly. A spot
check of retail druggists in New
York City turned up ihe fact that
in the outlets contacted, health
additives in capsule form sell
much better than the liquids
(though the leading sellers come
in both forms). If this is any
indication, it would seem that
S.5.5. tablets would find biggest
demand in metropolitan areas.
(Liquid S.S.S. sells best in

rural areas of the South, Southwest.)
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Foote, Cone & Belding's media people (pictured above) are special-
ists, except Paul Gerhold {seated in center} who's an all-media man.
Below Gerhold the department is divided into print and air media

TIME BUYING

Part of a series

"‘\ fever had caught up with Bour-
jois Perfumes. The company was de-
termined to get a top network <how
vicht before Christmas 1933,

There was just one problem: where

find re~lige properts that wasn’t
~sold out? The pressure was on at
Foote. Cone & Belding.  Bourjois
1 en

that males
nto stunt flving
\rt Pardoll.

Ihis i the sort of thi
von with vou'd gone

rather than advertising.”

FACB divector of broadeast media.
I ~roN-o1
Pardo procednre did  resemble

e didn’t ¢heel v avail
1~ he Knew there weren t

taut fhing
Delitres lae
il lustead he picked the <hiow he'd
like and worked from

o~ to I’U\
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Stan Paitson.
broadcast media.

11, The

by Evelyn Konrad

there.  His choice: Your Show of
Shows, N\BC TV.
Pardoll approached two of the

Show of Showes sponsors directly. Grif-
fin Shoe Polish and 3.0.3. He felt
these clients had no special need for
Christmas selling.

This reasoning paid off when Bour-
jois got two participations on Your
Show of Shows just in time to stimu-
late Christmas gift | nving.

Savs Paunl Gerhold. FCABs v.p. in
‘harge of media and vesearch: “This
i= just one instance when knowing
vour way around in the busine~~ meant
the difference between getting a job
done not. A\ real knowledge of
and
od understanding of ~everal related

nedium  nplies broad contacts

specialists, including {l. to r.) Timebuyer Pete Bardach, Spacebuyer
Looking over Gerhold's shoulder is Art Pardoll, dir.
Spacebuyer Bob Meyers sits far to the right

di;

phases of advertising bevond media
We feel that no one man
can develop such a degree of famihi-
arity: with all media. That's why our
media department is orgamzed to en-

themesel es.

courage =pecialization hy medium.”

At FCXB the buyer and buyving su.
pervisor ix a specialist thoroughly fa-
miliar with all the details of his me:
dium. be it print or air. He cultivates
contzets within his field and keeps up
with trends. even at the expense of
gathering knowledge about other me-
dia. Thix is what might be called the
traditional or specialized approach to
buving time or space.

The specialist philosophy 1= at com-
pletely opposite poles from the new
approach to media hinving that's pracs

SPONSOR
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Chart shows how media specialists fit into FC&B wedia department

\V.P IN CHARGE OF —l
MEDIA and RESEARCH
BAUL GERHOLD |

BROADCZAST MEDIA
DiRECTOR.

ARTHUR PARDOLL.

BUYER
PENNY SIMMONS

BUYER

|
|

| WINT MEDIA
DIRECTOR

CHARLES HOFMANN

BUYER
1 BOB MEVERS

| BUVYER
STAN PA(TSON

CONTRACT AND
ESTIMATING

EMILY SCHULTZ

ESTIMATORS

Chart of FC&B's media department, above, shows sharp departmentali-
zation between print and air media buying, with specialization starting
on the assistant buyer level through to the directors of print media

ticed at Y&R, for example. The Y&R
all-media buyer is versed in all media
and is expected to concentrate on plan-
ning strategy rather than emphasizing
personal contact within each medium.

Lhis article is the third in a sPONSOR
series describing three major ap-
proaches to media buying practiced
among the top 20 agencies. Generally,
agency media departments fall into
three categories: semi-integrated, inte-
grated and traditional. (See brief de-
scription of the three approaches on
next page.)

At FC&B and at other major shops
organized along traditional lines, me-
dia planning is done on the top level
of the media department.

“Media planning comes close to
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overlapping with account work,” Ger- 3
hold says. “In our view, it’s asking
too much of any one media bhuyer or
any one individual to carry this over-
all account responsibility. That’s what
a plans board is for. [t represents man-
agement and makes it possible for man-
agement to get in on the ground floor
of account decisions.”

Gerhold. as head of research and me-
dia. sits on the plans board and repre-
sents the all-media point of view. He is
Lasically the only all-media man. He’s
the one who coordinates the specialized
knowledge fed to him by his media
people and shapes it into over-all me-
dia strategy recommendations.

A large. blondish man, Gerhold came
into media by way of research several

RESEARCH
DIRECTOR.

RANK GROMER.

MEDIA ACCOUNT
RESEARCH and MARKETING
‘ RESEARCH

and of broadcast media respectively. Head of the deparitment, Ger-
hold, coordinates the specialized media information and shapes it into
budgef and media strategy recommendations pending board approval

Buyer is expected to bhe expert in his medium to give

agency advantage of top buys through personal contacts

months ago. In his calm, measured
manner, he is quick to explain research
thinking as “far more creative than
people give it credit for being. It’s not
a mere fact gathering, but a prohing
and interpreting.” His aim 1s to trans-
late this analytic. yet creative approach
into media thinking, which he feels is
“often too cliché-ridden.”

His media department has six spe-
cialists—three in print and three in air
media. Together they huy for the one-
fourth of FC&B’s estimated $77 million
total billings that originates from the
agency’s New York office. Another
fourth is handled in FC&B's Los An
geles office, half in Chicago.

What is the function of the F(

(Article continues on next p
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thmebuyer within the ageney? s he
completely removed from executive re-
«ponsibilitn 7

“Not at all,;”" <av< Gerhold, “We try
to huild his stature a~ an ageney execu-
tive by making hin an all-around ad.
vertising man. The way to do this, we
feel. 1s to give hin a maximum of con-
tacl with and knowledge about related

fields of marketing, research. copy
rather than spreading him thin over
all media.”

His knowledge about his medium
aud about specifics of costs and avail-
abilities is used early in the strategy
planning stage, even though he does
not it i on the early client-agency
mneetings.

THREE WAYS TO ORGANIZE AN AGENCY MEDIA DEPARTMENT

B&B: The group approach

Delegation of poier is the prineiple around which B&D3's media
department. is organized. Two years ago the ageney’s management
felt that no one man could plan the media strategy for all the
accounts in the shop. Since then three associate and three assistant
wedia directors have been assigned to account groups.

Buying is done by groups of timebuyers and spacebuyers assigned
to account groups. They are speecialists i their own

media, as are the assistants who work with them.

Media services inclndes a pool of estimators, contraet people,
media analysix and evaluation personnel upon whom the buyers ean
draw for help with their detail work. This is ths systen that has
found a large nnmber of converts among top agencies recently.
(For details see sroxsor 26 July 1954, page 36.)

Y&R: The all-media buyer

Tutegration is the keyword to Y&R's organization. Philosophy
underlving 1t is that media strategy should stemn from the man
closest to a partieular aceount—that 15, its media buyer.

Fuaction of Y&R's all-media buyer s primarily that of recom-
mending a budget, breaking budget down among media and mapping
out media strategy. le's alzo buying supervisor over his assistant.
This assistant, like the buyer, 1z an all-media man who docs

the actnal requesting and evaluating of availabilities unless

a problem arises, Often he has as mueh rep contact as the buyer.
Bosses over 21 Y&R all-media buyers are five associate wmedia
directors who act as a high-level recourse to the media buyers.
Above them is the media director and his executive assistant.
(For details see spoNsOrR 9 August 1954, page 34.)

FC&B: The media specialist

Specialization is earried in this type of organization from

the buying assistant through the buyving supervisor. Every

media man bnt the head of the department 1s trained in either
print or air media, with stress upon related advertising knowledge
rather than upon familiarity with all media.

Media recommendations are made at the top management level
here, but are based npon the knowledge and information provided
by the people within the media department. The buyer's

worth is judged here not for hiz ability to map ont

strategy, bt for hix skill iu finding good buvs,

Iistory of this system dates to the birth and growth of radio
when agencies found that they needed a person to handle radio.

(D tails fn the aceompanying arvticle )
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Here’s how Gerhold traces the de-
velopment of an advertising strategy
fur a new client, as an example of the
buyer’s function within FC&B opera-
lion:

The first contact with a new account
at. FCSB a~ at any other agency is
generally on a high management level.
It i~ shortly after this initial contact
that an account supervisor and an ac-
count contact man are appointed, and
after meetings with the client there’s a
general orientation meeting.

“Moxt of our work for a client is the
re-ult of group activity and group
thinking.”” Gerhold explained. “No one
man is the sole decisive factor in form-
ulating an over-all advertising ap-
proach.”

At this general orientation meeting
there’s someone from every depart-
ment in the agency: account people.
copy, art, research and media. Some-
times Gerhold represents media alone.
At other times he’s flanked by Art Par-
doll. director of broadcast media, and
Charlie Hofmann, director of print me-
dia.

When the top media men are ac-
quainted with the account. they begin
to develop a marketing plan. In its fin-
ithed form, this marketing plan may
be a 200-page tome. Bound in a huge
black hard-cover notehook, it contains
everv conceivablv useful fact about the
product and its history. These facts are
assembled and mnterpreted by Gerhold's
recearch departinent, and serve as a
basze upon which the other departments
can build their strategv.

Some two to three months may have
lapsed from the initial client-agency
meeting to the time when these early
selections of the marketing plan are
available for the timebuver. During
this time the buver may have had some
meetings in which Pardoll briefed him
on the background of the product.
However. he has not vet heen required
to do any work beyond acquainting
himself with the new account.

It 1= at this point that the timebuyer
trulv enters into the picture. The stage
1s set for him. A tentative budget has
been determined by this time. pro:
jected from hoth the previous vears
siales and market objectives for com-
ing vear. Now both timebuver: and
spacebuvers do the spadework that will
enable Gerhold and the plans board to
make media recommendations.

The buvers begin to compile list: of

(llease turn to page 132)
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Admen told SPONSOR they'd like to have

® A peviodic census of television sets

® An up-to-date county-by-county coverage study

® A quick way to estimate spot (v costs

@ Staundavdization of television vate cavds

@ Dollar figures on expenditures by spot e¢lieuts

® Impeact studies on programs vs. anunouncements

® Audience data by sex, age, socio-economice status

® Effectiveness of spot tv and other wmedia compared

Above are some of things admen would like to have television pro-
motion burcau do. Survey was made this spring when TvAB was form-

ing. But points apply equally to TvB which has now emerged. (See
SPONSOR, "What admen want from TvAB, 14 June 1954, page 31.}

TvB: new fact source for admen

New set of initials stands for Television Bureau of Advertising,

It will

soon he heaming promotion on all branches of tv at agencies, clients

Advertisers and agencies will be
hearing from a new trade association
by late fall. The Television Bureau of
Advertising is tentatively scheduled to
go into actual operation this October.
Before Christmas has come it may be
sending mailings to admen with tele-
vision data and otherwise launching in-
to its role as the industry’s selling arm.
TvB will be received enthusiastically
by admen. (See sPONSOR article point-
ing out need for a tv bureau based on
interviews with admen, “Should there
be a TV BAB.” 3 November 1953 is-
sue.) In surveys by spoxsor during
the months when TvB was under for-
matien. it was apparent admen looked
forward to creation of a tv promotion
bureau as a source of buying tools.
The TvB which emerged early this
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month is the result of a merger be-
tween (1) the Television Advertising
Bureau (TvAB) which had been
planned as a bureau to sell spot and lo-
cal tv only; and (2) the NARTB's
planned tv bureau which had been de-
signed to promote all branches of tele-
vision.

TvB will seek to fulfill the objectives
of both groups by departmentalizing
its promotion activities. There will be
separate =ales departments for nation-
al spot, local and network. Each de-
partinent will have its own manager
who will report to a director of sales
and sales promotion who will in turn
report to a president. The organiza-
tional pattern might be termed a “fed-
eralized” structure in that each depart-

ment will be free to sell hard for its

own branch of the television medium.

Merger of TvAB3 and the NARTRB’s
project came about in a Washington,
D. C., meeting of 10 television in-
dustry executives representing both
groups. The co-chairmen were Clair

(Please turn to page 116)

o e,

THIS WE FIGHT FOR

We fight for the prompt establish-
ment of a tv promotion, research
bureau comparable to radio’s BAB
or newspapers' Bureau of Advertis-
ing. (This statement was one of
those listed in SPONSOR's plat-
form of principles run in the 9
Febryary 1953 issue. See also
"Should there be a TV BAB?" in
the 30 November (953 issue).

T

39




Radio-tv's mission
voourt as America

YOGURT MADE JUMP FROM BALKAN FARMLANDS TO NEW YORK CITY

Ont matr pint

. % mua reopuc!s i

First yogurt was produced when

Dalkan peasants left milk
ontside. Dacteria in ey
clanged it into tart,
custard-ike food that
seemed to provide pep and
good liealth. In 1942 two
Furopean businessmen started
making yogurt in New York.
Iirst year’s ad budget was
$10,000. Thes year's is
$100,000—80% in arr media

Sales jumped 30% after New York-area campaign stressing personalities

’) annon yogurt has not yet achieved
parity with the hot dog and peanut as
a staple of the American diet- -but give
the company a chance. Starting with
a product which was originally known
only to Balkan peasant~. it has now
reached the stage where it can seek
broad. mass consumption
American markets,

W hen Dannon deeided 16 months
ago that it wax ready for the big push
outside it~ Manhattan enclave to the
entire metropolitan area and beyond,

m several

radio and tv were its media choices.
The company  dropped out of news-
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papers. where it had bampaigned m
small space for six vears. and swung
8077 of its budget into radio-tv. The
result since has been a 307 increase
in sales.

Dannon’s choice of radio and tv is
based on more than just circulation
and impact statistics.  Danmon and the
Zlowe Agency feel radio-tv have the
proper psyvchological atmosphere for

|

case history
Ty

creating the impression that yogurt is
an American food. By associating the
nroduct with personalities who bhespeak
evervday American life. the company
feels vogurt’s transformation from a
Balkan and European specialty item to
an American staple will be accelerated.

Currently the firm’s air schedule in-
cludes:

Tex and Jinx participations; three
weekly on radio. two weekly on ty
(WNBC-AM-TV), (Tex & Jinx are on
vacation from their tv show. but due
back this week: radio show is on now.!

SPONSOR
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Carlton Fredericks participations;
three weekly (WMGM).

The McCann’s at Home participa-
tions; two weekly (WOR).

Dannon could have bought more an-
nouncements if it weren’t so careful
about the programs it uses. For the
same money it might have bought
somewhat greater radio and tv circula-
tion. But cost-per-1,000 figures were
not the determining factor.

Take the Tex & Jinx show as an ex-
ample. Dannon looks upon Jinx as a
virtual symbol of American woman-
hood. And Tex & Jinx work with chain
grocery stores in NBC’s “Chain Light-
ning” plan. Each week the couple sa-
lutes a chain; the chain, in turn, fea-
tures special displays of products ad-
vertised on the Tex & Jinx program.
As part of the deal Jinx writes personal
letters to the chain store managers. In
addition both WNBC and the Zlowe
Co. write to the stores. The retail out-
lets thus are made very much aware of
Dannon’s advertising.

Dannon’s point-of-purchase material
ties in with its radio and tv advertis-
ing. too. Besides reminding customers
of the advertising they have heard and
viewed the p-o-p material is a subtle
way of reminding the dealers of the
company’s advertising campaign.

The radio and tv commercials fre-
quently are tied in with fresh fruit
which has just arrived in the stores.
The announcements suggest that house-
wives serve yogurt with berries or
some other fruit. The p-o-p material in
the stores repeats the suggestion as a
reminder to shoppers.

Both Dannon and its agency are
mum about advertising plans for this
winter. But its a good bet that the
firm will buy more radio and tv, per-
haps more of the Tex & Jinx type of
program and fewer food and nutrition
shows.

Dannon Yogurt’s appearance on vir-
tually every grocery and super market
shelf in New York within a dozen years
amazes old-time food brokers and re-
tailers.

Before Dannon Yogurt started up in
New York very few people in the U.S.
had heard of yogurt. It was common
in Europe, however, particularly in the
Balkan countries where peaszants made
yogurt themselves merely by letting a
bottle of milk sit outside their door for
a few days. A certain kind of bacteria
in the air would settle on the milk and
it would eventually be changed into a
tart, custard-like substance.
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Dannow’s steps in establishing yogurt:

1. Told Europcan-born, travclers about Dannon yogurt
at point-of-purchase in grocery stores in order to get prod-
wet start with logical initial customers.

2. Used small-spacc newspaper campaign to bnld product
in heart of Ncw York for sir years; tried variety of media.

3. Cut ncwspapers when rcady for big push, put 80% of
budget into radio-tv; is now sccking mass qudicnce in whole

utetropolitan area.

Doctors noted that the peasants who
ate yogurt lived longer than those who
didn’t. This led to stories about yogurt
as a health food. (Dannon doesn't
make any spectacular health claims for
its product. It’s promoted as a good-
tasting food. The fact that it’s also
healthy is an added plus. Dannon
feels.)

Shortly after the turn of the century
yogurt was being produced on a com-
inercial basis in Europe. But it wasn’t
until 1942 that Daniel Carasso, son of
the founder of the Danone Yogurt Co.
in Paris (largest yogurt maker in the
world). and Joe Metzger, a European
industrialist. founded Dannon Milk
Products Inc. in Long Island City.
across the East River from Manhattan.

Metzger's first step (he’s now presi-
dent of Dannon) was to get an adver-

tising agency. A friend of his recom-
mended the Zlowe Co. Irwin Zlowe,
agency president, saw potential in the
company and agreed to take Dannon.
Zlowe lost money on the account for
several years. however.

The first year Zlowe talked Metzger
into spending $10,000 in promotion-
but not a dime went into media. In-
stead Zlowe spent the full amount on
point-of-purchase promotion. Along
with window signs, banners and other
p-o-p material there was a heavy sam-
pling program. The yogurt given away
during the first year amounted to a
substantial portion of total production.

Dannon tried out its p-o-p promo-
tion in two classes of stores: Those in
neighborhoods where there was a heavy

(Please turn to page 122)

Aim of tv commercials is to show ‘average' people buying, eating Dannon yogurt. Expensive
job for small client required screening dozens of actors, hiring Hollywood director. It paid off

= :‘j __
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Contributors and consultants

DR. CHARLES ALLEN, Research Dir,, Medill School of Journal-
ism, Northwestern U,, Evanston, Ill.

JOHN W, ANDERSON. Fiber Glass Corp., New York

BILL BALLINGER, Tv Prod., Campbell-Ewald, New York

BOB BANNER, Dir., Fred Waring Tv Show, CBS TV, New York

GEORGE M. BENSON, Dir. Sales & Research, Tv Workshop, Ford
Foundation, New York

RALPH S. BING, Ralph Bing Co., Cleveland

JAMES M. BOERST, Publisher, Executives Radio-Tv Service,
larchmont, N.Y,

WM. ). BREWER, Radin & Tv Dir.,, R, J. Potts, Calkins & liol-
den, Kansas City

FRANK BURKE, Editor, Radio & Tv Daily, New York

EDDIE DAVID, Prod.-Dir,, Ziv Tv Programs, los Angeles

HARRY DIETER, Tv Mgr., Foote, Cone & Belding, Chicago

ORRIN E. DUNLAP jR., V.P., Radio Corp. of Amer., New York

HUDSON FAUSSETT, Dir., Armstrong Theatre, NBC 1V, N.Y.

WM. D. FISHER, V.P., Gardner Advertising, St. Louis

DON FORBES, Mgr. Studio Programs, KLAC-TV, Los Angeles

MAURY FRINK, Pres., Frink Film Studios, Elkart

NORM CRANT, Scenic Dir.,, NBC TV, New Yoik

KEITH CUNTHER, Prod.-Dir., KSD-TV, Kansas City

R. B. HANNA, Mgr., WRGB- TV, Schenectady

SHERMAN K. HEADLEY, Asst. Mgr., WCCO, Minneapolis

CEORCE HEINEMANN, Dir. I'v Prog.. NBC TV, Chicago

BERNARD HOWARD. Academy Film Prod., Chicago

DOUC JOHNSON. Author, "IV Writer, CBS TV, NBC TV, N.Y.

BILL LADISH, Prod.-Dir., WDAF-1V, Kansas City

ROBERT L. S. LEEDY, .Asst. Adv. Mgr.,, Communications Prods.
Div., Du Mont [abs, Clifton, N.J.

CHESTER MacCRACKEN, V.P. Radio-Tv, Doherty, Clifford, Stecis.
% Shenfield, New York

DON McCLURE, Sales Mgr., Bonded Tv Filin Service, New York

HARRY McMAHAN, V.P. Charge Radio-Tv Commercials, McCann-
Frickson, New York

RAY MERCER, Ray Mercer Prodns., Hollywood

HOWARD NEUMANN, Tv Dir., Lowe Runkle, Oklahoma City

BERNARD F. OSBAHR, FEditor, Tele Tech & Electrocin Industries
New York

LEE RUWITCH, V.P. & Gen. Mgr., WTV], Miami

DR. DIK TWEDT, Rescarch Supsr.,, Needham, Louis & Brorby,
( Incago

WALTER WARE, Scheideler, Beck & Werner, New York

JACK WEBB, Tv Actor; Prod. Dragnet, Mark VII Prodns.. 11ywd,
ADRIAN WEISS, Lnuis Weiss & Co., Tos Angeles

BEULAH ZACHARY, l’r(xl., Kukla, Fran & Ollie, NBC TV, Chi.

«
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D: THROUGH F

.‘,

Here’s yonr chance to get over-all
look at television. New 1954

dictionary is designed to bhe read

"/ilh this issue SPONSOR again invites yvou to “read the
dictionary.” That’s an uncommon suggestion but in this
case the resul's will be rewarding. You'll find that Part 2
of the Tv Dictionary Handbhook for Sponsors is easy tos
run through quickly. Of course the objective is mot to
memorize words & la student~ cramming for the Latin
midterm but rather to fill in chinks of knowledge. This
can pay off in smoother understanding of how television
fits together.

The Dictionary Handbook is a srozsor exclusive. It's
the third in a series of pioncer tv dictionaries to appear in
these pages. Father of all three of the dictionaries is Her:
bert True. advertising assistant professor at the University
of Notre Dame. True's method in preparing the Diction:
ary Handbook was to gather words where they are spoken
—in tv studios. in agencies. in client offices and film stu-
dios. lle had 37 consultants helping him to collect and
check his words and data (their names in box at left).

True himself was an ageney radio-tv executive before he
joined the Notre Dame faculty. For more details on his
background see Part 1 of the Dictionary Handbook which
appeared last issue (9 August 1954, page 39). The com-
plete Dictionary Handbook will appear in SpoNsor in
several installments and will then be reprinted in bhook
form for convenience as a reference.

o Readers who wish to reserve copies of the Ty Dic-
tionary llandbook for Sponsors can 1erite to Sponsor
Services Inc., 10 E. 40th St.. New York 17, N. Y.

SPONSOR
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D (continued)

DIRECTOR Individual responsible for
all composition and action on a tv
production, including supervision of
the work of actors, cameramen. Be-
cause this also normally involves co-
operation with script writers and edi-
tor, the director usually becomes the
dominant creative mind in the produc-
tion unit and the individual most re-
sponsible for the character and suc-
cess of the completed tv presentation.

DISCREPANCIES Changes or aberra-
tions from tv script, made in the stu-
dio and noted on the station log.

DISH PAN Tv slang for the large cir-
cular antenna in microwave relay.

DISSOLVE The overlapping fadeout of
one picture and fade-in of another.
Dissolve term used on scripts.

DISTANCE SHOT Commonly called a
long shot. A subject actually or ap-
parently at a great distance from the
camera.

DISTORTION (1) Exaggeration or de-
liberate deviation from normal tv pro-
duction procedure to secure unusual
effect. (2) Any nonlinear change in
the frequency, amplitude or phase of
a pattern or picture caused by equip-
ment incapabilities. (3) An incorrect
sending of the shape of an object.
Suggestion: The shorter the focal
length of a lens thie more distortion
can be achieved.

DISTRIBUTOR One engaged in ship-
ping and servicing of film; can be a
syndicator, or an organization exclu-
sively devoted to shipping, inspection
and storing of film.

DOCUMENTARY (1) Type of non-
fiction film or show utilizing material,
either actual or reconstructed, drawn
from real life. (2) Documentary ma-
terial, films or shows usually take a
definite side or view.

DOG An obsolete or mediocre musi-
cal number, or a hackneyed piece of
writing or program. Poor actor or
talent.
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DOLLY A movable carriage usually
mounted on four wheels. (See Fearless
dolly, Sanner dolly.) It carries cam-
era, or camera and camerman and can
be wheeled about during the taking of
a shot.

DOLLY IN To move in from distance
for closeup by means of a camera
mounted on dolly.

DOLLY OUT Reverse of dolly in.

DOLLY PUSHER Person pushing cam-
era dolly while camerman is shooting
picture.

DOLLY SHOT Shot taken while cam-
era is in motion on a track or dolly.

DOLLY TRACK Mechanical device
which may be attached to base of
dolly or tripod to clear camera cable,
or to facilitate movement over rough
floors.

DOUBLE Talent performing more than
one part. Doing variety of jobs on
a single show.

DOUBLE EXPOSURE Where two scenes
are superimposed on the same film
negative. When more than two images
are exposed on the same emulsion, as
in some types of animation, the term
multiple exposure is used.

DOUBLE SPOTTING Also triple spot-
ting. Tv station practice of placing a
second or third announcement or com-
mercial immediately after the first.

DOUBLE SYSTEM KINESCOPE Film
and sound recorded on separate film.
(See Tv tape.)

DOUBLE SYSTEM SOUND The use of a
camera for taking the picture and a
separate recorder for making the
sound track on another film.

DOWN-AND-UNDER Direction given
to a musician or sound effects man
playing solo to quiet down from his
present playing level and to sneak un-
der the lines of dialogue which follow.

DOWN IN THE MUD Music, speech or
sound effect extremely low in volume,

DOWN STAGE (1) (2) (3) Direction to
talent meaning move toward corre-
sponding camera,

DOWSER Shutter on balop projector

- for blocking off one or the other slide

in projection position.

DRAMATIC LICENSE An unnatural
emphasis of a speech, sound, notion or
situation for dramatic effect. Usually
a fairly obvious liberty taken by writ-
er or director.

DRAMATIC TIME The fictional time
of a script. Although a script may
last, in playing time, 50 minutes, the
action in dramatic time may cover six
months.

DRAPES Curtains used as set back-
ground or used on travelers to curtain
off a set.

DRESS (1) A program rehearsed on
camera, usually for the last time ex-
actly as it is to be telecast. (2) Prop-
erties, set decorations and other defini-
tive material added to a setting to pro-
vide character or interest. Finishing
touches, pictures, ash trays.

DROOLING Padding a show with un-
important talk or skits in order to fill

, the allotted time.

DRY RUN Those rehearsals previous
to camera rehearsals where business,
lines, sets are perfected.

DUBBING Mixing several sound tracks
and/or recordings on a single film,
tape or disc.

DUNNING PROCESS A Dbackground
process in which a positive of the re-
quired background scene toned in a
certain color (e.g., yellow) is threaded
in the camera between the lens and
an unexposed negative. The artists,
lit by monochromatic light of the same
color as the background positive, per-
form before a plain backing lit by
licht of a complemsntary color.

DUPE or DUPE NEGATIVE (1) A du-
plicate negative film print made from
an existing positive. (2) Negative of a
film which is not the original nega-
tive: negative made from a positive
print. A dupe negative is usually made
to safeguard the original negative. The
latter is stored for safekeeping. Re-
lease prints are then made from the
dupes.

DUPING PRINT Special soft print
(lavender or fine grain) made from an
original negative so that a dupe nega-
tive can subsequently be made from it.

(Dictionary continues next page)

Dictionary [Hondbook will
inclnde special dota seetions

A series of special sections is included

in the Dictionary/Handbook. These
special seelions include: a set of tips for
the best way to show various products
on the air; a breakdoun of the SAG
scale; a description of wipes used in
television : a section on special color
terminology ; a description of tiv’s

sign language.
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DUPLICATED AUDIENCE Audience
which has been exposed to a given im-
pression more than once.

DUTCHMAN Cloth strip, about threc
to six inches wide, pasted over the
crack between two flats to hide the
crack and to make the wall appear
solid.

E

ECHO Term indicating quality rever-
beration for a particular line sound or
musical effcct.

ECHO CHAMBER A box, room or other
device used to produce hollow sound.

EDITING Final arranging, shortcning
or eliminating of scenes in tv kine or
film and synchronizing them with the
sound track. “Editing” is often used
interchangcably with “cutting” but a
cutter is specifically onc who docs the
manual part of the work.

EDITOR An individual who assembles,
edits or titles a tcxt.

EDGE FLARE (1) Unwanted lights at
edge of picture. (2) May be countered
by edge lighting which consists of a
small lamp illuminating the edge of
the mosaic. (3) Rim of illumination
around the edge of the picture on the
receiver tube.

EDGE FOGGING Light fogging on the
edge of film, often caused by light leak-
age in a magazine or by openings in
the film can line.

EDGE NUMBERS 1Identifying letters or
numbers appearing at one-ft. inter-
vals to make identification of frames
and synchronization easier.

EFFECTS Techniques used in chang-
ing film scenes, by the use of special
cards, plates on a film negative. Also
called opticals,

"802“
AFM.

The New York local of the

EIGHTY-EIGHT Slang for piano; de-
rived from the number of piano keys.

ELECTRA-ZOOM A type of Zoomar or
variable focal length lens dcsigned for
studio use. (See Lenses.)

ELECTRON BEAM A strcam of elec-
trons focused in the shape of a beam
by extcrnal electrostatic or magnetic
flelds. Also known as thc cathode-ray
beam.

ELECTRON GUN A system of metallic
cylinders arranged in the narrow ends
of both the camera and rcceiving
tubes, in which is formed the electron
beam which is ultimately uscd for
scanning thc imagc before the tv cam-
era and for reproducing it in the tv
receiver,
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EMCEE—MC Master of ceremonies on
a tv production.

EMULSION The light scnsitive coat-
ing on a base of cellulose nitrate or
acetate which together form film. A
photographic emulsion is not a true
emulsion, but a suspension of light-
sensitive solids in a colloid, usually
gelatin.

EPISODE Series of related scenes which
arc supposcd to make up an event of
importance in the story.

ESTABLISHING SHOT Long shot in-
troduced at the beginning of a scene
to establish the inter-rclationship of
details to be shown subsequently in
nearer shots.

E. T. Abbreviation for electrical tran-
scription. Usually 33-1/3 rpm'’s.

EXPLANATORY TITLE A title inserted
during a program, between actions or
scenes, explaining something not made
clear in action. Usually poor taste and
seldom used in television.

YOUSEE HE
WANIS THE

EXPOSURE

Process of subjecting a
photographic film to a given intensity
of light to produce a latent image on

the emulsion. Under the reciprocity
law, exposure is determined by the
product of time and intensity of illu-
mination.

Overexposure Exposure greater than
the optimum for a certain photograph-
ic emulsion, developing condition and
range of object brightness.

Underexposure Exposure less than the
optimum for a particular photographic
emulsion, developing condition and
range of object brightness.

EXPOSURE METER Device to deter-
mine the light change incident upon,
or reflected from, a scene which is to
be photographed; the instruments
used are known as incident-light me-
ters and reflected-light meters. Expo-
sure meters are read by (a) exposing
light sensitive paper until it has taken
up a certain color; (b) rotating an op-
tical wedge until a density is matched
or a light extinguished (extinction-
type meter); (¢c) noting thc reading
on a calibrated microammeter actu-
ated by a photovoltaic cell. The third
type of mecter is the most common.

EXPOSITION Laying groundwork for
a story by explaining what has preced-
ed the events that will take place and
has a bearing on these later events.

EXTERIOR SOUNDS Sounds, as from a
train or car, heard from a position
outside the object shown on camera.

EYE CAMERA A camera designed to
record the movement of the eyes, used
in relation to reading surfaces..

F

FAC or FAX Full studio facilities.

FADE TO BLACK Popular method of
ending tv dramatic presentations
where picture is gradually faded down
until the screen is black. In tv done
electronically; in motion pictures, op-
tically.

FADE UP, FADE DOWN Refer to audio

fades of mikes.

FADER or FOT Instrument used to
lower or raise sound level.

FADES—TELEVISION:

fn: The tv screen is dark and the
picture gradually appears to fuall
brightness.

Out: From full brightness a picture
disappears gradually until the screen
is dark.

Film: Fade ins and outs, dissolves or
mixes are normally made optically in
film laboratory on an “optical print=
er” and are usually called opticals.
Trick shots are also mainly optically
done. In films "mix” and "dissolve”
are synonymous and denote a gradual

transition from one scene to another,

both scenes being visible in a super-
imposed state for a period during the
middle of the transition.

FAKE or FAKING Arrangement of ar-
ticles or material in an unnatural man-
ner that when photographed passes as
authentic. A legitimate artifice to
make the unreal appear real.

FALSE CEILING Term used to de-

scribe devices such as partial ceilings,
painting in perspective, dropping a
chandelier into a picture, to achieve
the effect that a room is enclosed
from above, without affecting an ac-
tual covering which would prevent ef-
fective overhead light.

FANFARE A few bars of music usu-
ally employing trumpets to herald
start of tv show, an entrance or spe-
cial announcement.

FANTASY Imaginative tv presenta-
tion not restricted by realistic conven-
tions. Usually one dealing with myth-
ology or the supernatural.

FARCE Tv comedy designed strictly

for laughs and not concerned with

plausibie characters or probabilities.
(Please turn to page 101)
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Bowus: fow, Wt Washingtow TV
CUSTOM HINCKLEY "36'

$20,000

THREE STATE CATCH

M:. Washington’s more-than-a-
mile high TV station covers most
of the three states of Maine, New
Hampshire and Vermont. On the
air in August.

CBS-ABC

23 AUGUST 1954

Use America’s only “3-state one-station
TV network” and save — in just 35
weeks of a 10 per week 20 second spot
campaign — the cost of a $20,000 Custom

Hinckley “36.

Average time costs run 54 % less than the
combined cost of the three TV stations
giving next best coverage.

e Woshingtow TV
WMTW

Represented nationally by
HARRINGTON, RIGHTER & PARSONS, Inc.

EXTRA COVERAGE

Covers virtually alt the families
local TV stations do and reaches
thousands of families they can-
not reach. TV homes: 219.461 as
of April 30 — RETMA,

Channel 8
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FEATURING

THE
LOMBARDO
TRIO

THE
LOMBARDO
TWIN
PIANOS

s« 7 oo

CARMEN LOMBARDO LEBERT LOMBARDO VICTOR LOMBARDO

Call, wire or write your nearest M.C.A.-TV office today!

NEW YORK: 598 Madison Avenue DALLAS: 2102 North -Akard Street
BEVERLY HILLS: 9370 Santa Monica Blvd. DETROIT: 837 Book Tower

ATLANTA: 515 Glenn Building SAN FRANCISCO: 105 Montgomery Street
BOSTON: 45 Newbury Streef SEATTLE: 715 10th North

CHICAGO: 430 North Michigan Avenue ROANOKE: 3110 Yardley Drive, NW
CLEVELAND: 1172 Union Commerce Bldg. NEW ORLEANS: 42 Allard Blvd.
CINCINNATI: 3790 Gardner Avenue SALT LAKE CITY: 727 McClellan Street

CANADA: 111 Richmond Street, Torgnto, Ontario



| FIRST RUN
52 HALF-HOUR FILMS
PN MADE EXPRESSLY FOR TV

A TOP TV ATTRACTION FOR LOCAL OR REGIONAL SPONSORSHIP!
e On the air and in person, Guy Lombardo is America’s

\\ Numbet T musical favorite. Sponsored live this past
A J\ season by Lincoln Mercury, the Guy Lombardo Show outrated

its nearest competitor by an average 39 % .*

And this in a tough 7-station market! Now, you foo
can cash in on a ready-made Lombardo following
from coast to coast with 52 new first-run half hour

films of ‘‘The Sweetest Music This Side of Heaven.”’

%

America’s Foremost
Vocalists

Each week a glamorous
name recording star will
make a guest appearance
‘/I on the Guy Lombardo
, Show giving your spon-
’ sorship an even greater
sales impact.

" sARB, April, May, June 1954
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WTRE-TV

. ABC Supplementory

NBC Primory

rep
Robt. Fer

or 4

n the Wheeling
O market...

@ IN POWER
aperating with 316,000 wotts,

chonnel 7, the most powerful
TV station in W. Va., South-
western Penn. and Eostern Ohio.

IN PROMOTION

WTRF.-TV progrom schedules
are published regulorly in more
thon 53 newspopers, inciuding
3 doily ond 2 Sunday Pittsburgh
popers. Consistent pramotion
for oll clients has won for
WTRF.TV top prizes for outs
stonding efforts.

IN

PUBLIC PREFERENCE

Lotest Telepulse survey in 6
counties odiacent 10 Wheeling
gives WTIRF.TV Jst 25 most
popular one-o-week shows ond
15t 15 most populor multi-week-
ly show dlus oudience pref.
erence in every time cotegory.

)}

resented by Hollingbery
Qusan s VP & Gen. Mgr,

Phone Wheeling 1177
Rodio Affiliotes WTRF & WTRF.FM

John W, De Wite Jr. of ISV, Nashville, 1s
temporary chairman of the Quality Radio Group
which meets in Chicago next week. Acting secretary-
treasurer is William Wagner of WHO, Des Vloines.
Comprising the Group will be 36 of the nation’s
biggest, most powerful radio stations affiliated

with existing networks. Beginning Labor Day the
Group will air cooperatively produced “high
quality”™ programing on tape available to national
spot advertisers. Aim of Group: to resell nighttime
radio (see sPONSOR, 9 August 1954, page 1).

Wells . Barnett Jr.. sales development
manager of the Blair Co. for the past eight vears,
was named assistant to the president of Rlair

last week. Barnett entered adrertising in 1938 as
copywriter for Heston-Barnett Inc., Chicago ad
agency. In 1939 he joined W'LS as sales serivice
manager, learing in 1943 to become communications
officer in the Army Airways Communications Sys-
tem. He joined Blair in 1946. Tucker Scou,
broadcast media buyer at BBDO for the past five
vears, has been named Blair’s sales development mer.

Alex Osborn (seated) and Brance Bartow;
the only original partners still active in Batten,
Barton, Durstine & Osborn. this month celebrate
the 33th anniversary of their association. Son of
a circuit-riding mountain preacher, Barton—iwho
now is BBNO board chairman- was simultaneously
editor of high school paper, reporter for weekly
newspaper and ouner of maple svrup business that
netted 8600 yearly. He worked in printshop during
freshman year at Beria College, graduated in

1907 jrom Ambherst with I’hi Beta Kappa key, voted
“man most likely to succeed.” He was timekeeper
for a railroad in Vlontana, then took a Chicago
magaczine job. In 1919 he joined Osborn and Roy
S. Durstine to form Barton, Durstine & Osborn. Fn
1928 the agency merged with George Batten Co.
From 1937 to 1941 Barton was [ .S. Congressman
(Republican) . ran for Senate when Willkie sought
Presideney in "10. IHe's author of sereral books.
Osborn BBDO vice chairman - -was classmate of
Alexander Woolcott at Haniilton College (Class of
‘09). He was newspaper reporter, statistician,
publicist and worked with Buffalo ad agency. He
met Barton while doing Liberty Loan publicity
during World War I. Osborn, like Barton, is an
author, has two books to his credit so far,

SPONSOR
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Dear M yoore
The final preakdov™ of the Tele Market stores Pro
sultse.
There were gisoleys P 7, stores and, from these extra disrlayss gLl dozen cookies
were actually sold. There vwas also 20 increase 10 th cookie es from the regula’
cookie gections The consumers were very cookie minded 38 a res t of the fine aives
tising receiveds To have 2 noticeable increase n the sales © otheT 3tems WaS v
unusual nd éid prove that over this special yime, the entire cookie section receive
more attention from the consuming publice.
his opv_wortumty to participate in such 2 fine promotion.
Yours veIry Lrulys

e wish to thank you for thi
PEROVNIE Y ING ﬁi}/ \
Cnk & §

c. C. rense
ccPich
BAKE,,RS « OF ° BROWNXE . COOKIES « AND J CRA:CKERS
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spokanc g d 7
LAY - WASHINGTON
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NODEL
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Tv film shows recently made available for syndication

Programs issued since April 1954. Next chart will appear 20 September

A S 1113 A € i 11115 TR ik QR i
Show name Syndicator Producer l Length | No. in series ’ Show name Syndicator Producer l Length [ No. in secies
ADVENTURE EDUCATIONAL
Passport te Danger ABC TV Hal Roach Jr. 30 min. 264 This Is Charles TeeVee Gregory-Harrls. 15 min. 26
Jungle Macabre Radlo & Tv Redlo & Tv 15 min. 527 Laughton
Packages inc. Packages ine. Walt's Worksh ald 1 . )
Mandrake the ABC TV Atlantle Prod. 30 min. 269 SICPNNER G CRH Y DERUFAY S, 26
Maglclan
Jet lackson, Fly. Screen Gems Screen Gems 30 min. 26
ing Commendos - 3
Storles of the Hollywood Tv Studlo Clty Tv 30 min, 26 . HILLBILLY . __1
Century Service Prod. [
Juniper lunction, Essex Flims Fotevex 30 min. 26
B U.S.A.
CHILDREN'S
S S _— Town & Ceuntry Officlai Fillms Byron Prod, 30 mia:
Times 26
Boy's Rallroad Assoclation Assoclation {5 min. [
Club Flims Inec. Flims Ine.
Pleytime with Sterling Jerry Bartell 15 min. 13 - -
lerry Bartell - o MUSIC -
Telecemles Natl. Telefilm Netl. Comles 30 min. 52 i i
15 mia. 166 Florlan ZaBach Gulld Fllms Gulld Flims 30 min.. S8
The Amazing Taler Interstate Tv Interstate Tv 30 min. 26 Shows
of Hans Chrls- Frankle Lalne Gulld Flims Gulld Flims 30 min, 32
tlan Andersen Showt
- - Horace Heldt Consolldated Tv  Geo. Begnall 30 min. 26
COMEDY Showt
B - - n o Nlckelodeon Geo. Begnail 15 mia. 8
Meet Corllss Ziv Ziv 30 min. 39 Series
Archers o The Guy Lombarde MCA MCA 30 min. &2
Meet the O'Brlens Officlal Relend Reed 30 min. 39 Show
The Littie Rascals Interstate Hal Roach 20 min. 100 This Is Your lan Prod Barrett 30 min %
10 min. Muslc2 ’ ’
DOCUMENTARY . |
—_ - — NEWS.
{mpect Natl. Telefiims Herbert Breg- 60 min. 26 - —
steln Adventures (n Sterling Telenews 15 min. 76
Yenth of a Nation Essex Flims Amerlcan News- 15 min. 26 the News
reel
Where Were You? UTP Blng Crosby 30 min. 26 ———
SPORTS
DRAMA. MYSTERY B
T * - Greatest Flghts of Mannie Baum Atlan Biack {5 mtn. 52w
All Star Theetre Screen Gems Inc. Screen Gems Inc. 30 min. 78 the Century Enterprises
Celebrity Theatre Sereen Gems Inc. Sereen Gems Ine. 30 min. 78 World's Greatest The Blg Fights The Big Fights 15 min. 52
Conrad Nagel Gulld Flims Ce. Andre Luotto 30 min. 26 Flghters In Ine.10 Ine.
Theatre Prod. Action
Dougias Falrbanki Interstate Tv Dougfalr Prod, 30 min. 39 The Big Flght The Blg Fights The Blg Fights 60 min. 52
Presents Ine¢.10 Ine.
Fablan of Scotlane Telefilm Trinlty Prod. 30 min. 39 Great Guys and United World Zath Baym 3 min. 18
Yard Goats
Man Behind the MCA BECek ey SLILE 39 Jalopy Races from HarriScope Harr|Scope 30 min: %%
Badge Hollywood ‘
Mayor of the uTP Gross- Krasne 30 min. 29
Tewns Post Time, U.S.A. Tel Ra Te! Ra 15 min. 52
Parls Preclact MPTy Etoile Fred. 30 min. e Spocts  Mirroc Geo. Bagnall Wickham Fllms 15 min. 26
Sherlock Helmes MPTv Shelden Reynelds 30 min. 39 | s
5
Tales of Tomorrow TeeVee G. Foley 30 min. 26 The Blg Playbacks Sc¢reen Gems Sﬂ:l’e:lrtl'nf::‘s 15 min. 26
The Eddle Cantor Ziv Zlv 30 min. 39
Theetre This Week in INS Hearst- 15 min, 52
The Ethel Barry- Interstete Tv Interstate Tv 30 min. 13 Sports Metrotene
mors Theatre
The Falcon NBC TV Flim Federal Telefiims 30 min. 39 —— o
The Heart of Jul-  MPTy Charles Irving 30 min. 26 VARIETY
let Jenes o wm I -
The Lone Welf United Tv Pre-  Gross-Krasne 3V min. 39
grams Date with a Star¢« Consolidated Tv  Geo. Bagnall 15 min. 26
The Star end the Official 4-Star  Prod. 30 min. g Movle Museum Sterling Blegraph 15 min 26
Storyt ¢ .
The Whistlers ces TV Fllm Lesile Parsons 30 min. KL} B ' )
Vitapix Feature Vitapix Princess Plcturer 53 min. 26 WOMEN'S — — =
Theatre 65-60 min.
Waterfrent United Tv Pro- Reland Reed 30 min. 26 )
Tv Kitchen Kling Studios Kitng Studies 30 min. 26

grams

18011 to Rhelngold in Califurnia, N

Wa ington end Oreg n
*The Wander

o re

hicage

the markels not covered by Osaltine.
SPONSOR Invites all v tilm »ynilcators ta send tntormation «n new films.
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Other matkets evajleble to

739 In black

Y €, New Haven and Binghemton. Other markets asvelleble for sale to local sponsors.
AAvellable in color. 4Avallable I Scptember
UCentatn MU Ineche 7
CAnother 52

local sponsers.
Ouwaltine) fs spansoring the shiow nationally under the tiite,
& white, I3 in

color.

“Ready 15 Ot

1954

(See film notes, page 54)

“Sold to Pacific Telephone in California

BEWy] Corp, has show In 35 ma'kets Best evallabie for locs
ate serfes Is evallable fur local sponsorship in

A\ ce ar
In prsiu tion

10Formerly

known as

Greatest

Fights Inc

SPONSOR




9087 miles west

of Madison Avenue,

L
on the Main Line, lies Iowa. Have you ever seen
Iowa corn fields in late June? A New Englander,
enjoying the experience for the first time, said they
looked like green corduroy. We, with a television
station to grind, prefer to think of them a short time
later, when the green has turned into golden buying
power. Iowa's corn yield, a billion dollars annually,

is the highest of all states.

Have you ever heard the cry “sue-ee-e”” bring ham-
on-the-hoof to feeding troughs? In Iowa hog-calling
is a fine art, and its practitioners hang their master-
pieces in ever-growing bank accounts. Towa leads
the nation in the production of meat animals and

in cash farm income from their sale.

23 AUGUST 1954

Another sound that breaks the good clean air of
Iowa is ‘“here chick, chick, here chick.” It imeans
spending money to most Iowa farmwives. Poultry
swuns aren’t chicken feed, either. The value of Iowa's

poultry exceeds that of any other state.

But agricultural Towa is slightly less than half of
the story. Industrial Iowa contributes an annual
value of manufactured products which exceeds the

income ($2.5 biliion last year) from farming.

Folks around these parts have been oriented to
WMT radio for three decades and WMT-TV doesn’t
need a slide rule to measure station loyalty. The
high regard which inakes Eastern Iowans say “Turn

to Channel 2” is beyond statistics.

WMT-TV
Channel 2 100,000 watts

CBS for Eastern lowa
Mail Address: Cedar Rapids
Mational Reps: The Katz Agency
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Now WBC means San Francisco, too

San Francisco’s first television station, KPIX on Channel 5, has joined
the group of radio and television stations operated by Westinghouse
Broadcasting Company in key centers of the country.

KPIX is WBC’s kind of station. It’s the Number One station in
San Francisco’s one-million-set metropolitan area -as much a part of
its daily life as the cable cars, hills, bays and bridges. As a WBC
station, KPIX will continue the policies and *programming that have
placed it first with these people it serves and sells.

For more information about KPIX, now that it’s part of the finest
station group in the country, ask the National Representatives, the
station sales staff, or call Eldon Campbell, WBC National Sales Manager.
His number is PLaza 1-2700, New York.

KPIX, San Francisco
WBZ-WBZA-WBZ-TV, Boston
KYW-WPTZ, Philadelphia
KDKA, Pittsburgh

WOWO, Fort Wayne

KEX, Portland

National Representatives: Free & Peters, Inc.
KPIX, San Francisco, represented by the Katz Ags

ViESTINGHOUSE BROADCASTING COMPANY, INC.



In Denver Television, your best bet
is KOA-TV. Study the ARB dope sheet to
see why!

In the June, 1954 ARB, KOA-TV
placed first in quarter hour wins - Sunday
thru Saturday, 6 p.m. to sign off - going
away! KOA-TV topped the field by a full
19% more than the secorid place station.

QUARTER HOUR WINS
Monday thru Saturday - 6 p.m. to sign off

Wins Pet.

Place I 75 PR
Alsa
ran m LU LU

And KOA-TV's pure bred ACADEMY
THEATRE, by far Denver Television’s surest
thing, is a typical example of KOA-TV's
thoroughbred programming. ACADEMY
THEATRE'S average quarter-hour rating
of 17 really pays off on each 1-minute
ticket. Savemore Drugs of Denver cashed
in over $2000.00 in merchandise sales on
ONE $79.50 ACADEMY THEATRE spot.

To boot home a winner in Denver,
place your money on the nose of the West’s
best bet... KOA-TV.

Call a‘/zq.

KOAA

NBC in DENVER
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T films adapted far worvies: e
well-established trend of movies on ty
~cenis to be operating in reverse these
days. Enthusiastic audience response
to leading film series on tv led pro-
ducers to the olnious query: Why not

base movies around tv characters?
Test case for this theory was I Love
Lucy. The Long Long Trailer, movie
starring Ricky and Lucy Ricardo. was
released recently. scored suflicient hox
office success to encourage other movie
adaptations of tv fare. Also recently
released is a motion picture hased on
Victory at Sea. A movie version of
the Dragnet series was the next step.

And in the talking stage is a movie
version of Dangerous Assignment.

v v v

Overseas expansiou: S)mplomali('
of the increasing interest in foreign
markets on the part of tv film syndi-
cators is the planned expansion abroad
of Ziv Tv Programs.

Ilidward Stern. president of the In-
ternational Division of Ziv Tv. recently
announcde plans to open offices and
agencies in Rome, Paris, Frankfurt
and London. Ziv International was
launched over two vears ago when the
company began research into inter-
national sales possibilities.

Savs Stern, “Europe is fast develop-
ing a well-knit network of television
stations that will ultimately extend
from Scandinavia to the Mediterranean
and from Great Britain to the Iron
Curtain.” Stern predicts, on the hasis
of Ziv’< past experience in Latin Amer-
wea. that tv film series will “form the
foundation of consistent television pro-
graming” in Furope.

v v v

Filuwi Basies reprints: spoxsor Ser-
vices lias reprinted the six-page Film
Basics section which appeared in the
1954 Fall Facts issue. 12 Julyv. Film

Basics is packed with valuable data on
the rapidlyv-growing tv film industry,
including information on reruns. net-
work and local film programing.
Prices: 100 or more copies, 15¢ each;
25 or more copies, 20c each; single
copy. 25¢. You may order by writing
to sPONSOR Services. -10 East 49th St.,
New York 17,

How a station handles filw: \ag
happens to a can of film when it
reaches a given station? LExpert han-
dling and preparation on the part of
the station result in a sinoother, more
pleasing performance. 1nefficient, neg:
ligent handling can mar the over-all
cffect or result in permanent damage
to the film.

WNHC-TV. New laven, recently re-
ported a detailed description of the
mtricate processes involved betweern
the time a reel of film is received
and the time it is set for use on the
projector. Admen may be surprised
to learn of the variety of steps involved
in preparation of a film for tv,

Iirst, the film shipping and receiv-

ing department. after getting the film.
catalogues and channels it to the pre-
view and editing departments. If the
film is not to be used immediately
traffic labels it with the title and play
date as well as its next destination, and
how it is to be shipped.

Next it i

s sent to the preview de-
partment where it is first carefully

washed to insure smooth running

through the projector. The preview
people run the entire film through and
censor it for anv scenes which might
violate the tv code. The film is timed,
and the editors are advised if it is too
long or =hort for a certain show, or if
it is too light. dark or distorted. The
film is cued to notify production that
the reel is 15 seconds from the finizh.
The editors and engineers are advised
as to the audio and video content and
quality.,

Filni editors splice video commer-
cials to the filmed program. cutting or
adding as needed according to the
timing requirements, The film is then
re-reeled and prepared for projection.,
After the film has been projected it
is broken down into its original form.
and then shipped on to its next desti-

nation, e
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.. 1954-style — and for quite a different reason!
The mask of the welder is a common sight

up and down the prosperous countryside of our
busy Ohio River Valley. His is only one of the
many skills in constant demand, at premium
wages, by hundreds of plants — large and

little — that thrive in this industrial nerve
center of America.

It’s a big area, as befits big productivity, big
payrolls, and ever bigger potentials .
contained within the boundaries of 116 counties
spread across five states. Here are made
goods as small as a grommet, as immense as
super bridge girders — sought eagerly (and
paid for handsomely) by consumers
around the world.

Small wonder that welders in iron masks ,
experts at turret lathes . . deft workers
on assembly lines . . men and women with
high specialization they can bring to a
diversity of jobs .. all have helped this bustling
region amass a total buying power last year that
just missed four billion sales-available dollars.

A lot of it went into retail buying during 1953;
this year may see even more. But this year (as
last year) , WSAZ-TV is still the only single
medium of communication that penetrates

all 116 counties where these dollars are

being spent. More than ever, as the favorite
television station in the industrial heart of
America, WSAZ-TV helps mold the buying
habits of more than a million regular
viewers, It can speak with equally mighty
persuasion on your behalf — if you will
only speak to The Katz Agency today.

23 AUGUST 1954

Welding skill is only one of many abilities needed in the versatile activ-
ities of West Virginia Steel Corporation, fabricators and distribut
metal products at Charleston, W. Va. Founded 20 years ago with only
five employees, the company has developed swiftly into one of the
city’s major business enterprises.

VIRGINIA
VIRGIN /-

4
“ 4

T E L E V 1 s$ | O N
Huntington-Charleston, West Virginia
Channel 3 —100,000 watts ERP

NBC BRASIC NETWORK-afiiliated ABC and Du Mont

Also affiliated with Radio Stations WSAZ, Huntington, [ WGKYV, Charles
Lawrence H. Rogers, Vice President & General Manager, WSAZ, Inc
Represented nationally by The Katz Agency
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WATCH YOUR SALES

504

SOUTH’S

/’a.s/e.sf y/o/r/ﬂq
markert!

POPULATION
1940 ... ... 88,415
1953 ... .. 197,000

RETAIL SALES

1910 . § 20,251,000
1953 ... $184,356,000*

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOUISI-
ANA

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

To see your sales reach their
)
greatest heights in this rich

petro-chemical market, select
WAFB-TV, the onfy TV sta-
tion in Baton Rouge, with
programs from all 4 nctworks,
and our own highly-rated
local shows.

Tom E. Gibbens
Vice Pres. & Gen. Mgr.

Adam J. Young, Jr., inc.
National Representative

*East Baton Rouge Parith,Surtey
»f Buying Power, 1954

Channel 23

BATON ROUGE, LA.
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i Continued from page 10)

ar radios and portables at the beach™ : we will overlook <tate:
nents about the virtues of earlv morning and late nighttime
puvs ax a contrast to the wayv things used to be.

Our approach to thi- new medium will he completely posi-
live,

Here are ~ome questions we will attempt to answer. W hal
do we get for our advertising dollar todav? What ﬂcm]n]me\
doe~ it provide us? How potent i~ the human voice?

We're going to get into what is the heart of any adverti-ing
nmedimn—copy—and discuss the advantages of ~poken advet-
tiing. the siinplicity of it, the impaet it has on even the most
casual and inattentive listener (a nice dig at media which in-
volve the pangs of readership and which require the riveted
attention that video-in-motion doe~). We mayv even delve
qualitatively into that most captive of all audiences—the
car audience.

And here’s the big stick we will wield. We're going to et
this new medinm apart from all other (rather than attempt
to make it supplementary to and a stepchild of tv). We're
going to lump the visual ad-media together for once and then
look across the fence at the one advertising medium which
tells it~ story to the ear——in location when no other adverti--
ing can he given a minute of time to do it< work—at time~ of
the day when reading and viewing are impos-ible or regnire
effort. But there must be score~ of other valid and bright new
approaches. That's why and where we and radio need you,

So—in an=wer 1o vour querv—is there any place for a
voung man in this scheme of things again 1 say “And how!™
\Ia\ he there i=n't the glamour of tv nor will vou be talking to.
in general. the most ]1(‘]) people in the agency. Nor will vou
get a~ much time with the Mr. Bigs of the various concerns
vou deal with as vou might if vou were peddling the Gay To-
morrows of television. \m are the golf tournaments ax Javish
(though CBS did have a snazzy ol et (oS recentlv).

Also. a dollar for radio is harder 1o pry loose. to he sure.
But the future i~ as assured a~ i~ sunrise. For radio i~ a giant
with tremendous audience dppm] and a vivid salesman. It
huilt a myriad of products in the past 30 vears and i~ ready.
willing. able to do the same in the next 30.

Regards.
RoBERT

SPONSOR
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lat's why America’s top independents are doing more believable!

sth a good selling job for nauonal advertisers It you too want to achieve better impact for your
“rywhere.  Independent radio stations never selling message, contact any one of the top inde-
dp catering to local tastes. talking to their pendent stations listed below. All are staffed wich
1eners n  everyday, familiar terms chat sell powerful local personalities who know their mar-
vre  because they are more understandable, ket. can put across your story.

e el 1 -1
These Top Independents Can SELL THEIR HOME MARKETS!

WCUE — Akron, Ohio WMIL — Milwaukee, Wisconsin KREM — Spokane, Washington |
WCOP — Boston, Mass. WKDA —- Nashville, Tennessee WTXL — Springfield, Mass. l
WDOK — Cleveland, Ohio WAVZ — New Haven, Conn. KSTN — Stockton, California
KMYR — Denver, Colorado WTIX — New Orleans, La. KSTL  — St. Louis, Missouri
KCBC — Des Moines, Iowa KBYE — Oklahoma City, Okla. WOLF — Syracuse, New York
WIKY — Evansville, Indiana KOWH — Omaha, Nebraska KFMJ — Tulsa, Oklahoma
KNUZ — Houston, Texas KXL — Portland, Oregon KWBB — Wichita, Kansas
WXLW — Indianapolis, Indiana KITE — San Antonio, Texas WNEB -— Worcester, Mass.
WIXN — Jackson, Mississippi KSON — San Diego, California CKXL — Calgary, Alberta, Canada
I KLMS — Lincoln, Nebraska KYA — San Francisco, California CKNW — Vancouver, B. C., Canada
WKYW — Louisville, Kentucky KEAR — San Mateo, California CKY  — Winnipeg, Manitoba, Canada
©  WMIN — Minneapolis—St. Paul, Minn. KOL  — Seattle, Washington

ATIO
o' No,

They are all members of AIMS — Association of Independent Metropolitan
Stations — each the outstanding independent station in a city.

iz

#m for BULL'S-EVE results...with the AIMS GROUP
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MOST HIGH-POWER TV STATI

Over 100 RCA High-Power
Equipments Already De

ra

Not by towns—not by cities—not by states—b
country as a whole—most high-power TV statio
equipment. Today, more than 70 are “on-air” and
maximum power permi by the FCC. Almost eve
Television stations ar?biﬂ high powe —with R
" - .,

=
[ ettt
1 -

—
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/Sontenna combinotions con |

“flood’” TV service oreos with stro

nals —dlose in AND for out!
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Why this sweeping
A i acceptance
ﬁ ' across the nation?

'SATU ‘RCA High-
Power TV transmitters—operated in combi-
nation with RCA antennas—deliver high ERP

at low operating cost.

CA-EQUIPPED!

stment in high-power equipment is going to be a major
kfehsure* oy m-ake P f_IGHT REg-pecifly RCA— color operation. They are conservatively
high-power sta.tlons are oing across the country., and deal rated—operate with remarkable stability day
st ONE responsible equipment manufacturer. It’s important! in and day out.

' SUPERIOR PERFORMANCE. J/SlTTS®
Power TV transmitters deliver superior picture
quality—have plenty of reserve power for

echnica plarming help on the system best suited for your

fic requirements, call in the man who has already helped many _ I_R_-COO'I.EQ._ ' ALL VHF
high-power TV stations get started—YOUR RCA BROAD- High-Power TV transmitters currently being
S REPRESENTATIVE. In Canada, write RCA Victor, delivered are air-cooled—a feature that saves

substantially on equipment installation and
j maintenance. RCA TV transmitters use con-
g ventional, inexpensive tubes that every sta-
tion man is familiar with,

real

RCA SERVICE. RCA High-
Power TV transmitters are backed by a na-
tionally-famous broadcast engineering serv-
ice organization —plus ‘round-the-clock serv-
ice on all replacement parts for RCA equip-
ment,

| SYSTEMS. High-Power
TV transmitters —and everything else needed
by a high-power plant; antennas, towers,
dummy loads, monitors, measurement equip-
ment. And note this fact: RCA TV systems are
matched throughout. No time wasted on criti-
cal adjustments of mismatched components.
Peak performance is assured now and in the
future.

RCA Pioneered and Developed
Compatible Color Television

ON of AMERICA

CAMDEN, N.J.




CLOTHING

DEPHBTMENT STORE

L
= : - e

SPONSOR . Dres<-Fiernia Honse AGENCY : Direct

CASE HISTORY: The spousor signed for six
parncipations AB on the Steve Allison show (11:05
o 2:00 am.) . After neo weeks A M. Rnopf (of the
Freria House) aerote WPEN: 1T 1S AMAZING!

never hare believed that a radio program in such

y ad of time could do so much business. .. . On
th of the addinonal business plus the tremend-

ficity we have recetved, this letter will advise you

. do not expect a
S0 Cost: §133.00

that we will continue our contract .
cancellation at the end of 13 weeks. . .

1 eekl
W IEN, P 1 PROGRAM: Steve- Allicon Shaw

B T o L

CONCRETE BLOCKS

SPONSOR: Simpeons<Sears Ltd. AGENCY : Direst

CAPSULE CASE HISTORY In May of this year Simp-
sons-Sears Ltd. opened its second Canadian store in Na-
naimo, 8. C. Since then the store has offered a *radio
special” periodically on CIIUB as a test of radio. Nine
announcements—all in one day -are broadcast (1otal
cost: $36.00) for cach “radio special.” No other adver-
tising ts used. 1o date the specials have included [eather
pillows, aluminum cannister sets, jockey shorts and drink-
ing glasses. ANl have been completely sold out; the drink-
ing glasses, for example, were sold out in 20 minutes
and 100 dozen were offered.

CIYU B, Nanaimo, B, C. PROGRAM: Announcements

——

HOUSE TRAILER

SPONSOR: Conolly Motor Service AGENCY s Direet

CAPSULE CASE HMSTORY:  The Conolly Motor Service
bought one announcemnent daily on WFOR, using the
same time each day. Results were good and one day W
B8. Conolly, owner of the firm, decided to advertise &
house tratler—the first time he had used radio to adver-
tise such an item. “Ahnost inumediately.” he says, “ate

began to get phone calls and personal risits from peopds
who were prospects . . . we sold the trailer after only
Jour announcements. The announcements cost $1.05
each on a 105-time schedule.

WFOR, Hattiesburg, Vliss. PROGR \M: \nnouncements

SAW SETS

SPONSOR: White Bloek ol AGENCY : Direet
CAPSULE CASETHSTORY . Jlarold White went into the
cement block husiness seven years ago. Five years ago
he started adrvertising. e used only one medium—ra-
dio. And he used onlyv one radio station, KREM. FEach
vear W hite put 270 of his total volumne itnto the NREM
advertising on a vear-"round bhasis. even though the con-
struction industry is a scasonal business. White happily
reports that his adrertising has paid off : at the end of the
ourth consecutive vear of advertising his annual sales
volume has doubled.

RREAL s PROGRAM: Announcement~

SPONSOR: Pennsylvania Saw Sets (Penn Saw i A\CENGY: Diree

CAPSULE CASE HISTORY: The sponsor. selling a han
dle with four interchangeable saw blades. contracted for
Jour weeks of participations on Sunri<e Salute. Resul#
were so good. however. that he renewed four nmes 1y
tiwo week cvcles). At the end of 12 weeks he had res
cetved 1,351 orders at 82.98 each. Thus. for an adverhis:
ing expenditure of 31.410.00. he got $1.025.98 worth a
business. The schedule ran from 1 February 1954 through
21 ApriF 1934 betwween 6:00 and 6:45 a.m.

WEEL Boston PROGRAM: ~nnriee Sakig

T—SHIRTS

FURNITURE

SPONSOR: Locds Shope AGENCY : Direet

CAPSUEE ¢ ASE HISTORY: Bob Udoff. manager of the
Thantington Leeds Shop. pur all s advertising eggs in
one basket —and it paid off. Fsing participations (at a
13-time cost of SO0 cach) on the Stan & Sam show.
Pdoff suid 1 have had numerous and continued suceesses
in merchandising particular items. One of the most suc-
cessful promotions was the sale of 600 T-shirts in a neo-
dav period. advertised only on the Stan & Sam shon . .

[ am Iighly pleased wath the whole venre. . .7

WS AZ, Hltington PROGRANM: stan & Sam Show

SPONSOR: Wavside Furnitne AGENCY = Dire

CAPSULE CASE HINSTORY:  The Wavside Furniture (@
began its curreut radio advertising last December— at the
same time that it dropped all its newspaper advernsing:
[ sing nine announcements weekly tar a cost of 883
weekiy . Jolmm Hingle. manager. savs he now “can pould
to facts in black and white which shou that our sales have
increased 3077 . In fact. we'll go further and say that oné
ot of everv foir customers 1s the direct resuli of ouf
radio advernising on W KBY. . .

WKBN. Young-tewn, Ohie PROGR A \nninncemeéits



Station Uses News
To Build More Revenue From
Present Sponsors

WPLH, at Huntington, W. Va., was carrying a
heavy load of “spots” but had room for

additional sponsorships of its popular

five-minute AP news programs.

)‘a General Manager F. J. Evans analyzed his
-525;@5 T list of sponsors. One of the heavy “spot”

users was Lawrence Drug, which had been a
sponsor with the station since WPLH

went on the air in 1946. The “spots™ had done
a good job for the firm. Wouldn’t one

of the five-minute news programs do a better
one? A WPLH account executive talked

it over with the druggist, and he agreed.

Within a month Evans had shifted two more
satisfied “spot” buyers to five-minute
AP news. One was B&B Food Market,

featuring its own brand of coffee. The other

was Pilgrim Laundry. And in each case,

the sponsor’s satisfaction increased.

.
N/‘U/,f'" .\‘

It your station is not yet using Associated E %

Press service, vour AP Field Represen- { -

tetive can give yvou complete information. In a multi-station community, §
Or write Evans says, “Make the most of 5=
( what you already have. In our
case, it paid off for the station and

for our sponsors.”

Those who know famous brands . . .
know the most famous brand in news is A°
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I TO SELL
JACKSONVILLE

(and therich Northeast
Florida market .

1 BUY

Channel 36

§§§
83,374 UHF SETS-IN-USE

§§8§
ABC <+ NBC < DuMONT
Television Networks
$ § %

For rates, availabilities, and oth-

er information, call Jacksonville
98-9751 or New York MU 7-5047.

WIHP-TV

JACKSONVILLE, FLORIDA

216,000 watts

on Channel 36

Represented nationally by
John . Perry Associates

L
77 g ]
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Everett Hoyt (left] welcomes John Knox of Knox Gelatine to new agency offices

| agency profile |

Everewt W. Hoyt

President
Charles W. Hoyt Co., New York

When Everett Hoyt. now president of Charles W. Hoyt Co.. grad-
uated from Yale in 1927, radio was the new and glamorous adver-
tising medium. Hoyvt therefore went into the radio department of
his father’s agency.

Among his first accounts was a small ginger ale company with

two l15-minute musical programs a week on a split Eastern network.
“Our talent costs were about §200 or 2300 a week,” Hoyt told

SPONSOR.

This expenditure paid for a piano duet and a tenor. but the client
didn’t like the temor. During an audition from the client’s booth
tfrom which he couldn’t see the tenors) loyvt picked a fellow Yale
man: Lanny Ross. Ross took the job for §25 a program and lost it
two weeks later wheu the client got the original tenor hack.

Today. as head of an agency billing ar lhe rate of S8 million i
1954. Hoyvt looks back l]O:ldIgl(‘,a“) to the days when talent costs
could be measured in three instead of five figures.

“Our radio and tv accounts generalh spend between $200.000
and 31 million a vear.” Hoyt explained. **This means that network
tv is pretty well out of our range at current prices. Those of our
clients who are using tv are using it on a spot announcement hasis.
But more and more of them are determined to get into the medium.™

As a result of this rush into tv by medium-sized advertisers, the
proportion of Hoxt billings going into air media has risen sharply
over the past three years: some 35°¢ of over-all billings are in radio-
tv today. This percentage figure includes among others Arnold
Bread. Knox Gelatine. G, Washington coffee and Kirkman Division
of Colgate-Palmolive Co.

Amaong the oldest agencies in the businesz under its original name.
Charles W. Hoyt Co. was founded by Everett Hovt's father in 1909,
It was taken over by brothers Winthrop tnow chairman of the
board) and Everetl (president) in 1928 when the two were 28 and
23 vears old respectively.

W hen not supervising the agency. which has =ome 110 employees
in a modernistic new Madison Avenue office. Hoyt spends his time
in Cold Spring Harbor with hiz wife and three sons. * B

SPONSOR
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Flowers by Air

WNAX-570 recently offered its radio audience packets ».{
garden sced. To date, 14,408 requests have been

filled—at Sc apiece.

For a whole generation—32 years—WNAX-570 has been
cultivating Big Aggie Land, one of the richest
agricultural areas in the world: Minnesota, the Dakotas

Nebraska and lowa.
Our slogan: “Serving the Midwest Farmer.”

Our audience: 2 million people annually spending

$-2% billion 1n retail sales.

To plant your sales message in this market, see

The Katz Agency.

-r

WNAX-570

Yankton-Sioux City

CBS

Represented by The Katz Agency

WNAX-570, a Cowles Station, is under the same manage-
ment as KVTV-Channel 9, Sioux City, the tv station
reaching 32 farm-rich counties in lowa, Nebr. and S. Dak.
with 632,000 population, $746 million in '53 retail sales.

B






Jarroll” about!

Now.. .Dlinutc Commercials—coast-to-coast—

in peak morning time for as low as $1,300 a message

Listeners this fall are going to have a lot to carol
about when “Story Time;” starring gifted actress

Madeleine Carroll, will be presented 5 days a

week from 10:35 to 11:00 AM over Mutual. the
network for Radio-PLUS.

This is dramatic news for millions of house-
wives, but even more so for advertisers through-
out the nation.

Why so dramatic? Simple: You see, the
Madeleine Carroll show brings to daytime radio
the successful, proven formula—top-flight dra-
matic shows plus low-cost flexible purchases—
that has made Mutual’s evening Multi-Message
Plan the most popular, most widely sold partici-
pation plan in network radio.

And now here’s a brief run-down on Mutual’s

new daytime Multi-Message Plan...

THE TIME: Monday through Friday, 10:35
to 11:00 AM. A time deliberately selected to
reach millions of housewives and help them
make up their minds while they’re making up

their marketing lists—and timed when TV com-

petition is at a mirimum/!

THE PLACE: “Story Time” has been care-

fully placed in a solid commercial program

block—preceded and followed by full-network

commercials. It will be heard over the more
than 500-station Mutual Network — over 300
located in markets that TV and other media

sparsely penetrate.

THE GIRI.: Madeleine Carroll...star of
radio, television, films, and theatre...doubles as

storyteller and leading actress in “Story Time”’

It’s a listener-winning combination. Last year
when Miss Carroll and her talented cast were

presented in the evening, ratings jumped 20%.

THE OPPORTUNITY: Never before have
national advertisers been offered morning
participations on Mutual. Never before, on any
network, have they been offered participations
in a name-star dramatic vehicle...in a longer
than fifteen-minute show...in such early morn-
ing time. Priced as low as $1,300 a participa-
tion, for time and talent, Mutual’s morning
Multi-Message Plan has been designed to dupli-
cate the proven success of the evening participa-
tion formula. P
Because we can only accommodate one

product of a kind, you’d better hurry — if you

want to “Carroll” with us!

MUTUAL Broadcasting System

THE RADIO NETWORK
FOR ALL AMERICA —
A SERVICE OF
GENERAL TELERADIO,
INC.



INSOR Asks...

Will Canadian radio have the same problems

competing against (elevision radio has had in the U.S.

THE PICKED PANEL ANSWERS

RADIO UNMOVED BY TV
By Don Insley

Progrom Birector. CKEY. Toronto

Television has
come to Canada
and found am ra-
dio unmoved. In
Toronto. Cana-
da’s greatest mar-
ket, am radio has
had to live with
strong television
mS-m SR competition for
the listener for five years from Buffalo
and Rochester and for the past two
years {rom the state owned station in
Toronto itself.

We have no criticism of this won-
derful new medium of communication
—we've been trying for vears to ob-
tain a license oursehes—even though
some advertizers have prodded their
agencies into using tv as a new toy to
the point of devoting former radio
budget~, plus new money, to what is
called “getting our feet wet.”

However. the facts are plain. In
Canada’s greatest market. the two most
powerlul private am stations are doing
as well. or better sponsor-wise. during
nighttime hours as ever before. Day-
time radio remains the same wonder-
ful buy. During the past 12 month=~.
CKEY showed a 10°¢ increase in busi-
ness over the previous years.

The future will undoubtedly call for
a new look at nighttime programing.
probably extending the trend to disk
jockeys into the fresh territory of
nighttime hours.  We'll nced harder
selling by commercial departments, but
both developments are beneficial, par-
ticularly  to independent

<uclr as CKEY.

operations

Outside the major markets. particu-
larlv away f{rom the porous bhorder.
one must consider the peculiar Cana-
dian broadcasting structure—dominat-
ed by the Canadian Broadcasting Cor-
poration. whose creed prohibits the
wholesale introduction of the top U.S.
shows to Canada whether in radio or
in television. The viewer does not have
the “Freedom of Choice’ available in
the US.A. Ultimately, Canadian am
expects the choice of radio or televi-
sion by a sponsor. or the division of
his budget between the two to narrow
down to a question of cost-per-listener.
On that basis, am radio in Canada ex-
pects to be the liveliest victim of tv
an advertiser or a listener will want
to hear.

U.S. EXPERIENCE HELPFUL

By Ken Marsden
CFRB. Toronto

In reply to the
question. my an-
swer i~ a definite
NO.

IFortunately we
in Canada have
had the opportu-
nity to watch
closely the devel-

& opment of televi-
ston in the United States, its problems
and headaches, the mistakes that were
made and the effective as well as in-
effective methods used by radio to com-
bat television competition.

Wt =

..
ar
-

7.

Canada’s comparatively small popu-
lation stretches over an enormous area.
It will be a long time hefore the ma-
jority of Canadians will have television
at their fingertips. In effect. television
will ease itself into the Canadian liome.
rather than like a mad bull in a china

See Canadian section this issne page

66 —

a forum on gnestions of eurrent interest

"] to air advertisers and their agenciées

shop. upset the most basic principles of
home life.

We in the Canadian radio industry
have gained a lot of experience froni
the United States. experience which we
can use and are using to show that ra-
dio is and will continue to he a great
medium.

Of all the devices men have used to
tell people what they have to <sell. the
most effective is still the microphone.

TV A STIMULANT
By Horace N. Stovin

Horace N. Storin & Co., Toronto

Canadian adver-
tisers.  agencies
and radio broad-
casters can and
are benefiting
from 1.3, expe-
rience in the de-
velopment of the
sister medium. tv.
AlL 1 believe. are
gratetul for the knowledge available
through L .3, experience. Similar prob-
lem= may present themselves. but the
fact that U.5. radio has continued to
prove its value- in sales promotion
marks a tempered course for Canadi-
an advertisers. They have the oppor-
tunity of adding the new medium to
their kit of sales tools rather than to
commit the error of substitution, has-
ing sound decision on U.S. experience
and research (~uch as ARBI).

The facts available lend emphasis to
the exceptional values the broadcasting
medium has offered advertisers. The
advent of the new medium has stimu-
lated the development and refinement
of techniques in the am field that en-
hance itz selling productivity.

-
U

SPONSOR




HAD TIME TO ASSESS TV
By J. A. Hammond

Broadecasting Manager, Canadian
Marconi Co., Montreal

Al .

The answer is-

110,

Though the fun-
damentals of the
am - tv  comnpeti-
tion are the same
in  both coun-
tries. the situa-
tion in Canada
: contains elements
which do not exist on the American
scene. Canadian radio will have mam
of the same problems faced by Ameri-
can operators plus quite unique prob-
lems which radio in the U.S. has not
had to face. But it is not all bad since
the policy of our government has
caused tv in Canada to take an en-
tirely different form and in some re-
spects this has made the lot of the ra-
dio operators much easier. Further,
Canadian stations have had the henefit
of watching the progress of tv in the
U.S. before having to face it here.
This is no mean advantage.

Generally speaking. there are fewer
stations in each market in Canada com-
peting for business than there are in
the United States and this is an ad-
vantage. On the other hand, the rate
structure in Canada is lower than in
the U.S. and the “pie” to be cut up is,
generally speaking, much smaller.

Television has grown but slowly in
Canada and the CBC’s policy of reserv-
ing major markets for its exclusive use
has greatly slowed the rate of growth
of the new medium. This monopoly
has resulted in a shortage of time in
major markets. Some advertisers may
have found that they could not get ma-
jor market stations and discovered
that they could not economically buy
the lesser markets due to the high cost
of tv production. This has caused much
confusion and no doubt will result in
many last-minute switches in budget
appropriations. Signs now indicate
that money which had been earmarked
for tv is now being cut up and spent
in other media. Some of this money
will come back to radio and optimists
will assert that because of the size of
tv budgets more money will wind up
in radio than in the past. If billings
continue to hold up at their present
rate for the next few months—and

(Please turn to page 128)
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25,000 WATTS!

TOWER POSITION.........HIGHER!
WATTAGE................TRIPLED!
MARKET COVERAGE...SATURATION!

—and a big plustt!!

Fantastic is the word —the word for the way viewers
of the Rochester area have, during these first eight
months, welcomed Channel 10 into their living
rooms. It’s the word, too, for the way local, national
and network sponsors have gobbled up our time

. that, of course, is what f0p programming does
for a station!

Just look up the Rochester Spring “Hooper”* your-
self—check rates—study our coverage map above—
then consider this new Channel 10 up in power!...
We'll wager you'll be asking us for availabilities!

*
DAYTIME ON CHANNEL 10.—The strong CBS daytime
shows plus our own smash local participating programs
offer many 15 to 20 ratings, some adjacencies to ratings
21 up to 29—yet at our low, low class (" rates.

cHANNEL 1@ |.--

cB8Bs BA AFFILIATE

OPERATED SHARE TIME BY

WHEC-TV « WVET-TV N
ROCHESTER, N.Y

EVERETT-M:KHNNEY INC. » NATIONAL REPRESENTATIVES“ THE BOLLING CO NC.
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mighty moving |

| experienc:
| 1

TS ; Moving to NBC; Premiere Oct. 5. ..
7:30-7:45 8:00-8:30 Peopie Are Funny
Morgan Beatty and News of the World 7:45-8:00 One Man’s Family® Sponsor: The Gillette Co.; The Toni Co. 8:30-9:00 Dragn
Division & Mars Incorporated Sponsor: Liggett & Myers Tobac

68 SPONSOR



Speaking of moving . . . the big surge, the big shift is to NBC radio . . . where
staers are moved to laugh, to cry, to buy. Programs and sponsors are switching. More and more
;t%xerns are switching. It’s all part of the new excitement on NBC this Fall!

iI‘ake‘ Tuesday night . .. a great new day for radio. Two long-famous shows, Lux Radio Theatre and
gcle Are Funny, are moving to NBC and bringing their fans with them. Other programs have
3e;juxtaposed ... to make Tuesday night one solid can’t-leave-it-for-a-minute mass of entertainment.

Side by side, the seven programs below, guarantee audiences in the millions at a cost in

pies, for every Tuesday night advertiser. If you move fast, there are still one or two opportunities

I'rot to join this great NBC evening. We suggest that you call your NBC representative now.

e -
lcwonder the big Tuesday night shift is to NBC R a d I O
= o

a service of Radio Corporation of America

Moving to NBC: Premiere Sept. 14
9:00-10:00 Lux Radio Theatre
Sponsor: Lever Bros, Company

* * Sponsored Tuesdays and other nights by Prudential lnsurance Co. of America, Radio Corporation of America,

J *Sponsored on other nights by The Gillette Co.. The Toni Co. Division, and Radio Corppration of America,
\
“ Lewis-Howe Company, Carter Products Inc., Liggett & Myers Tobacco Co. Inc.
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WTAG finds public service programs can pay off in sales

Public service programing needn’t
be an artistic surces< but a financial
failure. WTAG. Worcester. has found
that a public service ~show can prove
to be a useful vehiele for =ponsors,

Louis Fontaine, independent radio
producer. and WTAG cooperated in
producing and  broadeasting  Main
Street, Europe. The chow was tape-
recorded in 14 luropean countries.
features 500 mnterviews with European
housewives, workers. farmers. busi-
nessmen. churchmen. cconomists and
government officials.

Fach half-hour program (the show
is aired Sundayv afternoonsi is sold
for 8300. This includes a two- or
three-minute “commercial”™ in which
Fontaine interviews a representative of
the sponsoring company. Frequently
the businessman being interviewed cun
contrast conditions in socialistic na-
tions of Eurove—as revealed in the in-
terviews—with  those in capitalistic
United States. One show, for instance.
featured chats with Paris bus riders
who complain of a 40077 fare increase
since 1945. Contrasted with this were
interviews on Worcester busses; faves
in the American city have gone up
507 since 1915.

Fontaine spent seven nionths taking
his Jeepster and two battery-operated
tape recorders on a 30,000-mile swing
across Lurope. The investment in time
and energy has paid off, with the
show’s gross to date totaling $10,000.
Besides money. the program also has

'o | MADF| EINE BE-LE:1!
- : :

L HuILe
D ARACHIN

Fontaine interviews Paris bus riders for program

brought WTAG and Fontaine a na-
tional  Christopher Award and the
Armed Forces Radio Service will
hroadcast the series this fall to Amer-

ican servicemen around the world.
* * *

Tr movies (oo old? Wait'll you see Sterling’s ‘new’ show

Instead of playing down the age of
Hollywood movies to be used on v,
here's a case where old age will be
promoted.

Sterling Television Co.. which owns
television rights to the Biograph and
Edicon film lihrartes, has taken the
old stlent movies and made them into
a documentary type of program. Each
program contains a “short”™ (which
runs from one to three minutes) and
a “feature” tan old one-reeler which
runs ahout 10 mmutes).

Among the ancient films is The
Great Train Robbery, the first mo-
tion picture to have a plot and telt a

70

story; The Eagles Nest, first film pro-
duced by D. W. Griffith; Quarnt Spots
in Cairo, Egypt, first travelogue; Pub-
lic & Private Care of Infants, first doc-
umentary. Stars of the films include
Francis X. Bushman. Mary Pickford.
Mack Sennett. Mabel Normand, the
Gish sisters. O. Henry was the first
“name”’ writer,

The old movie makers weren’l as
concerned  with detail apparently as
producers of today. A movie about
the Old West shows a stockade being
stormed. It looks very realistie—ex-
cept for a storm sewer plainly visible
on one side of the screen. X

OLklahoma City retailers
told about color television

It won't be long until the price of
color tv sets comes down. That’s the
opinion of P. A. Sugg. manager of
WKY-TV. Oklahoma City. Okla, The
station, whiclt planned for color far
in advance. is completely equipped for
color tv. Sugg tells why there’ll be
cheaper sets soon: There are so many
principles involved in color tv that the
field of improvement~ is wider than in
other appliances based on only a few
fundamemal principles. “Add to this
the economic fact that every persou
who now owns a black and white sel
will want a color set,” says Sugg. “and
vou have a ready-made situation for a
<wiftly moving pattern of an improved
product for less money.”

Sugg’s analysis of the color suila-
tion. in question-and-answer formn. is
contained in a 14-page booklet being
sent to Oklahoma City retailers. Titled
Hue and You, the booklet (printed in
colors. of course) points out to retail-
ers that “there is no single factor which
has more influence on human affairs
than color. There is color in all things
we term ‘beautiful” . . " the booklet
states. “It is our beliefl that all other
forms of communication have been
‘substitutes” for reality. Color televi-
sion will enjoy the complete approval
of both viewers and advertisers, for,
at long last, here is a medium that can
really ‘take vou there’’ to enjoy the
‘color.” the ‘sight,” the ‘sound” and the
‘motion’ of the whole world of enter-
tainment and information. . . .” * k%

"rie",y o w @

The first color network television
. »
program to be seen in Kentucky was
The Marriage, telecast over WAVE-
TV. Louisville. The show was telecast
29 July.

Some television stations are starting
to resemhle “‘continuous performance”
movie theatres. A case in point:
WFBG-TV. Altoona. which programs
the late movie each night as the first
movie in its schedule the following af-
ternoon. One viewer. commenting on.
the situation. said he gets sleepy half-
way through the nighttime movie so
he tunes in the next afternoon to find
out how the picture ends.

SPONSOR
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The Liberace Radio Show was re-
leased a month ahead of schedule “in
response to urgent requests from spon.
sors and stations.” Edward Grossman,
director of Guild Fihns Radio Div.,
satd. e said the first Liberace radio
program was broadcast over WTOP,
Washington. 9 August. and was spon-
sored by the Oldsmobile Dealers of

Greater Washington.
* * 3

The picture below shows VMiss
WFLA. Tampa. who is doing her best
to point out to agencies and sponsors
that “wherever you go, there's radio.”
In private life Miss WFLA is Joan
Whitley. who won the title in a recent
beauty and talent contest conducted by

the station. Miss Whitley and the run-
ner-up in the contest, Nenita Tolon,
won all-expense paid trips to Miami

Beach and Havana,

Goldswan Productions Inc.. as part
of its over-all expansion, last week
moved into the New York offices for-
merly occupied by D. P. Brother & Co.
The offices have been redecorated in an
antique decor. The appointment of
Miss Frances O'Brien as public rela-
tions director and account executive
was part of the expansion progrant.

(Please turn to page 140)
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Sandwich your spots among the TOP 20 PULSE-
rated programs on WBNS, and join the satisfied

sponsors who savor flavorful profits from loyal
WBNS listeners. The ‘““‘piece de résistance” is a
market of more Central Ohio listeners than all
other local stations combined! "

- ASK

CBS for CENTRAL OHIO |

COLUMBUS, OHIO

JOHN BLAIR
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DEAR MR.ADVERTISER,
MILLIONS HAVE APPLAUDED
US ON STAGE,RADIO, IN.
BOOKS AND MAGAZINES, :
NOW, WERE READY TO
“SELL FORYOU IN TV's
MIGHTIEST SELLING FORCE,
FAMILY SITUATION COMEDY.
WHEN FAMILIES SEE THEM=
SELVES AS THE ARCHERS, -
YOU'VE GOT THEM BY
THE EMOTIONS, BETTER
WRITE, WIRE OR PHONE
TODAY., LOVE; ‘

NOW READY N [IURNITU  BRILLIANT; COMPATIBLE |

1y :
4 % BOBBY ELLIS as DEXTER
I, % MARY BRIAN as MRS. ARCHER .
% JOHN ELDREDGE as MR. ARCHER ~ #9% 3"

| ZIV TELEVISION PROGRAMS, INC.
1529 MADISON ROAD, CINCINNATI, OHIO %
NEW YORK HOLLYWOOD #
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CANADA is boom coumntry ...

want a

Just <peak up.

The Canadian i< hHstening for vou at his
radio. He's Listening - Alberta, where the
oil’'s coming up richer and thicker than
ever,  In SasKatchewan. where uranium,
oil and bumper erops are swelling the cof-
fers. In Labrador. on top a new wealth of
iron ore. In Quebee and Ontario, where
heavy industry keeps getting heavier and
light mdu~try expands by leaps and bounds.
The Canadian 1< listening in every eitv.
town and village. .. to a voice he already
knows aud trusts. the voice of hi~ loeal
radio station. The wife i listening—the
voungster-. too. Million~ upon millicns of
Canadians. with more money than ever to
~pend ... and wanting to know what to
~peud it on.

Speak up. You'll be heard in 95 of all
the home~ in Canada . . . in the language
familiar to each home, English or French.
You'll be heard in the best of company—
the big network shows plus the friendly
entertaimment. news and services that only
local radio ecan provide for its community.
Local radio in Canada 1z weleome, inti-
mate. persuasive. IU's everywhere, in a
country where only 389 of the popula-

share ?

tion hives i eities of 30,000 or over. It
conthines penetration, effectivenes< and
economy a~ no other advertising medium
in Canada can. That's hard fact.

Purchasing power i~ booming. Canadian<
~pent 101, hillion dolars in 1951, ju~t in
the retail stores . . . almo=t 111, bithon
doltar< in 1952 . . . and well over 12 bil-
lion dollars in 1953. And Canada buvs
more U.S. goods than amv other country
other than vour own. With cash—thz ~tuff
that’s straining every billfold in the coun-
try.

Want a -hare? Canada is waiting by the

radio. Just speak up.

.

w

TV?

Increasinghy. Canada is waiting by the TV set.
too . . . by the end of 1954 at least 17 inde-
pendent TV stations will be prepared to carry
vour messages lo enthusiastic, new TV.viewers.

You already know the kind of impact TV has= on
fresh. receptive communities, And you know
the rich value Canada can be to you a= a market.
Draw your conclusions. Map vour media strategy.
But remember this: vour greatest opportunity i

Canada 1= VOW!

CANADIAN ASSOCIATION
OF RADIO AND TELEVISION BROADCASTERS

108 Sparks St., Ottawa

373 Church St.
Toronto, Ontario

*
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l Leh Amnual Canaidian Section
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Highlights of radio-tv picture

Canvadian radio reached a new high e saturation
and number of homes this year. While the
effect of tr has been shight, radio statious,
armed with the cxperiecuce of brother broad-
clsters w the U.S., are preparing already to put

their best foot forward. Television will have

its first big fall in 1954, Advertisers

i both air media are selling to a population
that ix more prosperons than ever before.

Project Editor: Alired J. Jaffe
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Adrvertiser’'s guide to . . .

i radio and television: 1954

Canadian market: how it's
grown sinee last year and
how it differs from U. S.

Canadian radio: bigger
than ever and readying

itself for (v competition

Canadian tv: the latest
information on status of

stations and set growth

Round-up: a potpourri of
stories on how am outlets

program. sell. promote

Every commercial radio
station in Canada listed

with reps. rates. et cetera

ﬁpage 16
page 78
page 80
page 82

page 84
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"'rllt-ll the last legal barrier to the
St. Lawrence Seaway wa- removed by
the U.S. Supreme Court in June, Ca-
nadians literally danced in the streets.
( And Canadian radio. incidentally, had
a lot to do with getting the crowds
oul.)

Thi~ jubilant reaction illustrates two
outstanding. if somewhat contradic-
torv. characteristies about Canada and
the Canadian market today. Let's take
a ~unmary look at them:

I. Canadians look more and more
to the L.S. as partners and friends.
They welcome U.S. participation in the
Seaway. They welcome U.S. participa-
tion in developing the vast Ungava
iron ore deposits on the bleak Quebec-
Lalrador frontier.  (The first ship-
ment~ of Ungava ore moved by water
on I \ugust.) They welcone, in short,
L .=, capital and initiative,

But more than that they consume
L.~ products, enjoy (.3, entertain-
nent. often copy LS. manners.  This
i~ continuing to attract U3, firms 1o
the Dominion. The latest to join the
parade north is General Mill<, which
ha~ jnst <et up a Canadian operation.

-
T

i~ already busy advertising, will spend
at least half of it~ ad budget in radio
and v,

2. On the other hand Canadians are
looking to themselves with a new
awareness of their vitality and prog-
ress. They were prepared to develop
the Seaway themselves if the U.S.
didn’t decide to come along. After 30
vears of U.S. hemming and hawing it
was the firm decision of the Domninion
to go it alone if necessary that helped
spark U.S. Congressional approval of
the Seaway.

If Canadians welcome U.3. invest-
ments, they al~o do a bit of investing
themselves. It is not widely known
that Canadian investment in the U.S.
is greater. per capita, than U.S. invest-
ment in Canada. Canadian investment
in the U.3. now totals $1.250 million
or 883.33 per Canadian. U.S. invest-
ment in Canada totals $8.000 million
or 350 per person in the U.S.

Similarly Canadians, who are great
admirers of 1.5, advertising methods.
are being depended on more and more
to take on advertising and advertising
servicing chores of U.S. subsidiaries
and sister firms in the Dominion. Ear-
Iv advertising by U.3. firms in Canada
was almost a carbon-copv of U.3
themes and technigues. While basic
appeals in advertising copy and pro-
eraming are the same the world over,

b |
R The Dominion likes U.S. prodig

different enough to requiresy

RAW MATERIALS Canada’s riches of

iron ore, aluminum, oil and water power are

sparking its continued economic ascendency

effective advertising requires an i
mate knowledge of markets and peo-
ple. As much as Canadians take over
U.S. ways of doing things there are
enough differences between the twu
peoples to require experts to do a good
selling job.

Canada is not only attracting new
firms from the U.S. but subsidiaries
already there are expanding opera-
tions. Westinghouse has completed a
new plant. Both Ford and Chrysler
are embarked on expansion of their
manufacturing operations.

The fact is that Canada is continu-
ing to boom. This is not only true in
the field of raw materials (water pow-
er. oil. aluminum and iron ore) but =
obvious in the things an observer can
sce. A visitor to Canada cannot help
but be struck by the evidences of ma-
terial wealth—new homes. new office
buildings. new shopping centers. This
boom is evident despite a mild reces:
sion—centered in the “home indus-
tries”"—and a few soft spots in agri-
cultural areas.

Let's run over quickly a few basie
fizures on the Canadian market:

Population at the leginning of the
vear hit more than 15 million, an in-
crease of more thair 400.000 since the

SPONSOR



iarket: cousin
(a (win

apys U.S. entertainment. but is

wscene experts for effective selling

PRODUCT'ON Canada’s increasing

standard of living provides a market

for growing list of home industries

year before. This may not sound large
beside the U.S. but the Canadian pop-

ulation is increasing at more than twice

the rate of its southern neighbor. Canada’s population and radio set counts

This increasing population is better by proviuces (‘54 vs. '32)
off than ever before. The average ba- e Gent
sic weekly wage (not including farm- Population Households  Radie
ing or fishing) was nearly 69 higher
i‘ll 1953 than the year before. The ac- BRITISH COLUMBIA ]("‘:)4 -1.252.000 3?3'000 96.7
tual figures are $53.86 (Canadian) in feoz L AL000 Jrione e
1952 and $57.03 last year. This re- ALBERTA 1954—1,023,000 283, 93.6
flects real income. The price index LRl Z0r000 T
during the last month of last year was S ASKATCHEWAN 1954— 871,000 241,000 96.7
at exactly the same level as 12 months LR O 235,000 9
previous. As a matter of fact, the price 1954 820,000 S .
level during 1953 was lower most of MANITOBA 1952~ 766,000 214.000 92
the time compared with the vear be- Tont 1077000 1a7Te000 o
fore. ; ONTAR:O 1%;52—4:.647,:000 1.232.000 932

Retail sales last year were nearly . ' i )
4% above the year before. or. roughly QUEBEC :g:; _j:?g;:ggg z;;ggg g,é:)
$12 billion (Canadian) in 1953 com-
pared with $11.5 in 1952. The rate of NEW BRUNSWICK ;E:j_ j:,’ff‘ggg izg'ggo ,;
increase was smaller than 1952 over . - o ‘
1951. Increases were registered n all RRINGE EDIVARD ISLAND 1954— 10~.000 24.000 917
categories except general stores, men’s oA 100000 =
clothing stores, restaurants and fuel NOVA SCOTIA 1954 - 671.00 172,
dealers. The largest increases were LA Lo
among (1) auto dealers, (2) lumber R 2 =
and building material dealers and (3) NEWFOUNDLAND 1952- 0 76.0 g
appliance and radio-tv set dealers. - N

Canadian prosperity is reflected in CANADA (total) igg;:{;’géf’ggg ggggggg 3(4)1

(Please turn to page 801 SOURCE: Bureau of Broadeast Measurement, 52 and ‘51 booklets.
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2 Radio 15 ready lor tv hattl

Video effect is slight so far as radio home saturation reaches new high

Q. What changes have taken
place in Canadian radio?

A. Canadian radio is bigger. The Bu-
reau of Broadcast Measurement, an all-
industry group supported by broad-
casters, agencies and advertisers. dis-
closed that at the beginning of this
year there were 3.748.000 radio homes
in Canada. This compares with 3,
151000 two vears previously. The
percent of homes with radio has also
gone up, The 1954 figure is 96.4, com-
pared with 91} two years previously.
There are 10 more stations on the arr
than there were last year at this time.
The total is now 107 commercial sta-
tions. including privately- and public-
ly-owned outlets.

Q. Are these increases in radio
homes evenly distributed?

A. No. As might be expected. those
Canadian provinces with the heaviest
saturation of radio sets show the small-

Canadians love sports. Pat Connolly, sports director of CJCH,
Halifax, broadcasts a 6:00 p.m. sports strip for the Gillette Co.

est inerease. All of the Dowmninion’s 10
provinces (not including the Yukon
and Northwest Territory) showed an
increase in the number of radio homes,
though Alberta had a slight decrease
in relative saturation. dropping from
91.1 to 93.6°7. The greatest increases
tn radio saturation were registered in
Newfoundland, which went from 80.3
to 67.89¢ and Nova Scotia, which
showed the most impressive gain. ris-
ing from 90.8 to 97.17. Only radio-
loving French Quebec has a higher
percentage of radio sets,

Q. How much money is spent on
Canadian radio?

A. According to the Canadian Asso-
ciation of Radiv and Television Broad-
casters. about §11.0 million was spent
in national selective (spot) radio In
1953 and about $9 million i network
radio. local radio expenditures are
difficult to come by. but Charles Fen-

ton. CARTR’< new sales director. esti-
mates figure approaches $20 million.

According to Elhott-Tlaynes, Cana-
da’s most widely used radio-tv audi-
ence nieasurement service. 1933 ad ex-
penditures in print media were as fol-
lows: (11 In 80 newspapers, $34,333.-
379, (2) in six weekend papers, $9.-
357,194, (3y in 14 magazines, 8$14..
863,230 and (4) in 13 farm papers.
$5.950.,955. It would appear from
these estimates that radio in Canada
leads all other media with its total spot.
network and local billings of about
$10.000.000 (this total derives from
the three figures in paragraph abovet,

Q. What effect has tv had on

radio listening?

A. Up to now. not too wmuch, This

fall will be the first during which there

will be a substantial number of tv sta-

tions on the air. There were three Ca-
(Please turn to page 89)

Riddle contest programs are &till riding high north of border. Woman
receives $2,600 prize in "“Trea$ure Che$t' program, CHUB, Nanaimo

y @
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r(] canadian network programs 1954 (compared with how these shows did in '53 and ’H2

DAYTIME ENGLISH TOTAL RADIO HOMES REACHED DAYTIME FRENCH TOTAL RADIO HOMES REACHED

vorsieanpasnities

1954 1953 1952 1951 1933 1452
000 e 000 L 000 B ann ‘- 000 o 000
homes homes homes howes homes homes homes homesn  homes homes  bames home
WAL (3 1imes per week) o DAILY (5 Mlme, per weck)
(A PERKINS covvvecunrscrenisiicnininss 730 27 720 27 840 33 JE VOIS Al TANT AIME ... ... 449 65 409 59 :
C¢T TO HAPPINESS .... 699 26 631 23 685 27 g FRANCINE LOUVAIN . . 436 63 3%0 56 39 54
ER YOUNG'S FAMILY > 689 26 672 25 748 30 JEUNESSE DOREE .. «....... 425 61 385 55 392 62
HIHAPPY GANG .. 569 21  S%4 22 662 26 )
RUE PRINCIPAL ... 387 56 349 50 360 57
30 OF LIFE . 622 23 624 23 601 24 + e
G3ISTERY ... . - = 752 30 VIES DE FEMMES ... ... 383 55 319 46
F CAN BE B 612 23 614 23 691 28 TANTE LUCIEY ...... .......... 292 42 292 42 316 50
GRAND SOEURT ...t coooiiiiiiifonenien, . e 356, 56
“\.WEEK o o
|[EIHBOURLY NEWS .oooorveniieis 394 T 254 S 324 13 (BT & WIEAK
s OVER HOLLYWOOD . 320 12 309 11 115 S OPERA DU METROPOLITAN .......... 58 8 52 7 37 6
OPOLITAN OPERA ... o 153 3 107 4 81 3 . _ o
1213Y DOODY ...ccvrmrcrarrranens oo 81 3 230 9 Sot brogjeugt n 1953
" In Tep 5 In previous years fWere in Top 3 1n previous years
1GHTTIME ENGLISH TOTAL RADIO HOMES REACHED : NIGHTTIME FRENCH TOTAL RADIG HOMES REACHED
% 1954 1953 1052 T bk U 1952
00 b7 000 [A 000 A g 000 < 000 %o 000 %

homes homes hoes homes homes homes homes homes  homes homes  homes homes

——

& A WEEK ONCE-A-WEEK
R e ceotenee 1,074 40 1,057 39 1,189 47 H THEATRE FORD .ccooviiiiirennnninniennnns . 150 22 120 17 112 18
iMISS BROOKS 822 30 842 31 901 36 = TANTEZ VOTRE C oo 143 21 136 20 62 10
N ANDY ... 798 30 750 28 811 32 LA MINE D'OR . 133 }9 144 %1 182 29
ST GILDERSLEEVE . 554 21 576 21 S13 20 N.H.L. HOCKEY m 6 198 8 234 39
LE CURE DE VILL 110 16 164 24 54 9
E THE WEALTH ... 3 493 18 498 18 486 19 298 3 21 34
R BERGENT ..... .. 743 28 807 32 . RADIO G el 50 7 Tea 24 119 28
HOCKEYY .. 408 15 604 22 743 30 )
THEATRET ..o 476 18 513 19 . DATILY (5 limes per week)

o TR

- : E UN HOMME ET SON PECHE ........... 555 80 527 76 420 66
S PeT et : CHAPELET cevveveursuorenscsssscnaseans 424 61 385 55 261 -4l
. NEWS 1D O'CLOCK ........ccc... 262 10 297 1 392 16 H LE SURVENANT .cccoooueee 350 50 82 12 - N
. NEWS ROUND-UP .. 160 6 172 6 173 7 LA FAMILLE PLOUFFE 240 35 135 19
. NEWS 6 O'CLOCK 109 4 149 6 ... . £ METROPOLE 264 38 294 42 322 51
Y VAUGHAN ........... o 120 4 139 S - E RADIO JOURNAL (CBC NEWS)T .... 178 26 161 23 207 33
12 OF THE ARMY .cceeviiiininnninnss 83 3 108 1 113 3 e YVAN L'INTREPIDET .ccoveerieininrieennncnnen 70 10 86 12 182 29
erin Top 3 In previous years = {Were in Top 3 in previous years
“-i-[s above are those of International Surveys, which uses diary method. ratings are based on all Canadian homes; the French ratings are based on
ri covered is first week of April for the three years. The English Quebec homes only. Note popularity of nighttime strips among the French

Station's ingenuity pays off in publicity attending presentation of U. S. syndicated shows are popular in Canada. Eno-Scott & Bowne
park to city. (See CKCW, Moncton, in the station round-up story.) buys Ziv's "l Was a Communist" on CJVI, Victoria, gets display

o~
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3 (anadian tv:

lin

ited

commercial time 1s sold out

Domiunion video prepares for first big yvear with 7539%, coverage by

carly part of "35. Advertisers chafe under government controls

Q. What's the status of Canadian
tv?

A. At the present time there are 13
stations on the air. six of them govern-
ment-owned and seven private. Another
14 stations have been approved by the
CBC and are under construction. One
of these is a CBC slation and the rest

are private, Practically every one of
those ~tations not yet on the air will be
by the end of the vear.

Approval for a 28th sation is cur-
rently up in the air. The CBC set aside
a private application for a tv station
in St. John’s, Newfoundland, and rec-
ommended to the government that it

Latest information on status of Canadian tv stations

Call Ch. ':‘::f Power (KW) | Nlghttime rates Date vus. | can.
City Letters Not nected| Visual I Aural | V2 th_ I min. on alr Reps® | Reps®
STATIONS ORX Al R

Hamiiton, Ont. CHCH-TV 11 yes 429

v

25.75A $240* $90 7 June 'S4 AY A-C

Kitchener, Ont. CKCO-TV 13 yes 16 V 8.45A $180 $60 1 Mar. '54 WT JAH
London, Ont. CFPL-TV 10 yes 117 V 596 A $180 $60 28 Nov. '53 WT A-C
Ottawa, Ont. CBOT 4 yes 1S V 1.5 A $150 $50 2 June 'S3 CBC CBC
Montreal, Que. CBFT 2 yes 15 V 75 A 38318 $106 6 Sept. 'S2 CBC CBC
Montreal, Que. CBMT 6 yes 21.5V 1075A $300 S100 10 Jan. 'S4 CBC CBC
Quebec City[ Que. CFCM-TV 4 ves 1.27v .635A4 $120 $45 17 July 'S4 WT JAH
Regina, Sask. CKCK-TV 2 no 195V 10 A $96 $32 ) Aug. 'S4 WT  A-C
St. John, N. B. CHSJ-TV. 4 no 278V 139 A $100 $35 23 Mar. 'S4 A-C
Sudbury, Ont. CKSO-TV S no 2.02v 1.2 A $90 $30 17 Oct. '53 WT A-C
Toronta, Ont. CBLT 9 yes 265 V 13.25A $480 $240 8 Sept. 'S2 CBC CBC
Yancouver, B. C. CBUT 2 no 25V 1.25A $162 $54 16 Dec. '53 CBC CBC
Winnipeg, Man. CBWT 4 no 56 V 28 A %120 $40 31 May 'S4 CBC CBC
STATIONS § YPDPER COXNSTRUCTION

Brandon, Man. CKX-TV S 193 V  9.65A Fall, 'S4
Calgary, Alta. CHCT-TV 2 100 V S0 A Nov. 'S4 WT A-C
Edmonton, Alta. CFRN-TV 3 274V 13.7A Oct. 'S4 RR
Halifax, N. S. CBHT 3 100 V S0 A Dec. 'S4 CBC CBC
Kingston, Ont. CKWS-TV 11 257 V154 A $120 $40 Oct. 'S4 WT A-C
Monctan, N. B. CKCW-TV 2 S V 3 A 1 Dec. '54
Pcterbaraugh, Ont. CHEX-TV 12 260 V156 A Jan. 'S5 WT A-C
Part Arthur, Ont, CFPA-TV 2 51V  255A $90 $30 Sept. '54 WT A-C
Rimouski, Que. CiBR-TV 3 yes 606 V 3455A $150 $30 Oct. '54 AY HS
Saskatoonl Sask_ CFQC-TV 8 100 v 60 A 596 532 1 Oct. ‘54 AY RR
Sault Ste. Marie, cne-tv 2 5.6V 2.58A Fall, 'S4

Que.
Sherbrooke, Que. CHLT-TV 7 173 Vv 88 A
Sydney, N. S. CSCB-TV 4 9.5V 597 A SI120  $40 Sept. 'S4 WT  A-C
Windsar, Ont. CKLW-TV 9 yes 325 V180 A 3270 $90 1 Scpt. ‘54 AY A-C
aft¢ L i vees a x3

e I
80

construct a station there as soon as
possible. If this recommendation does
not meet with government approval.
the CBC said. the privale operator
should be given a go-ahead signal.

Q. What is government policy on
the establishment of tv stations?
A. The present government policy. as
carried out by the Department of
Transport. which allocates channels
and grants licenses. and the CBC.
which regulates all stations and net-
work prograniing. is to provide for one
tv station in each market. The only
exceplion 1s Montreal. which has an
English and a French station. The
large markets—Halifax. Montreal. Ot
tawa. Toronto, Winnipeg and Van-
couver—are CBC monopolies now.

In setting up this policy it was the
government’s feeling that this was the
best way to get as many stations as pos-
sible on the air in the shortest time
possible.  The government’s argument
was that if there was no such polics
evervbody would rush to get into the
biggest markets with the result that the
big markets would have too many «ta
tions and the small ones not enough. \
CBC spokesman told spoNsor it was
onlyv a matter of time until this mo
nopoly policy will be withdrawn and
the big market~ opened to private
broadcasters. 1

The broadcasting industry. while
fearing the inclination of the govern
ment i~ to keep the big markets to it
~elf and restrict the development of ty.
take~ the attitude that. no matter what
the government savs about its inten-
tions~. it will be forced =ooner or later
to let the private broadcasters in thé
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Like other private Canadian tv stations, CFPL-TV writes commercials
for sponsors and agencies to whom tv production is new and unfamiliar

big markets. Some of them are afraid
it will be later rather than sooner.

Q. How many Canadian homes
have tv sets?

A. As of 1 July. tv home estimates
ranged from 750,000 to 800,000. There
are expected to he over one million tv
homes by the end of the vear. By the
early part of next year about 75% of
Canadian homes will be within the
range of one or more Canadian tv sta-
tions.

Q. Where are the present tv
homes located?

A. About three-quarters of the tv sets
are located in Ontario province plus
the Montreal area. More than
third of the households in Ontario have
tv sets. According to International
Surveys, 45% of the families in both
the Toronto and Montreal areas owned
tv in May and April, respectively. The
. Montreal figure was broken down as
follows: French tv ownership (the
French are about 707 of the popula-
tion of the Montreal area) : 48% : Eng-
lish ownership, 41 saturation.

Here are Elliott-Haynes and CBC
iestimates for the number of homes
within the reach of 11 of the 13 tv
stations now on the air (onhly the CBC-
owned CBWT, Winnipeg. and the pri-
vately-owned CKCK-TV, Regina, are
omitted). The figures. as of 1 July,
include duplication of bi-lingual homes
in Montreal and station overlap:

London, CFPL.TV =

one-

over 63,000 sets

Kitchener, CKCO.TV . . _ ” 95,000
Sudbury, CKSO-TV . 7,500 7
St. Jokn, N. B., CHSI-TI' > 6000 ”
y Quebec Czty CPCV TI . 2,000 7

Hamilton, CHCH-T} 7275000 7
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French

Toronto, CRLT-TV 300000 7
"llontreal CBMT (En v[zsh) ” 185,000 7
Uontrea/ CBFT (French) ? 120,000
Ottawa, CROT » 50,000 7
Vancouver, CBUT 39,000 7

Q. How fast has tv set growth
been?

A. The set growth situation is compli-
cated by the fact that Canadian border
areas had substantial numbers of tv
sets tuned into U.S. stations before
Canadian stations were in operation.
CKLW-TV, Windsor, for example. will
start commercial broadcasting on 1
September with a 759/ saturation in
its arca,

At the beginning of 1951 with no
Canadian tv there were about 40.000
sets in the Niagara and Windsor areas.
By the end of that year. still with no
Canadian tv and with sets costing about
$000 the figure had jumped to nearh
double. At the end of 1932 with two

Laddi~ Dennis sells for Westinghouse in video
ad "Canadnamzed by S. W, Caldwell Lfd

While Canadlan tv costs- per-IOOO are still high,
“La Famille Plouffe."

shows like the
with ratings in 80s, are good buys

CBC stations on the air the Canadian
set total was about 225,000 and by the
end of last year with six stations on the
air it had reached nearly 600,000.

In virgin tv territory Canadian ex-
perience has been close to that m the
U.S.. where a rough rule of thumb ha-
been to figure on 20‘% tv set saturation
S1X months after the first station in the
market goes on the air. For example,
CKSO, Sudbury. started last October
with 1,000 sets in its area. By April
there were more than 7.083. or over
25% saturation.

Q. What are tv sets-in-use figures
like?

A. Here are some evening viewing
figures for the Toronto and Montreal
areas, the two most mmportant tv areas
in Canada. Toronto includes Hamilton
and the Niagara peninsula and the
figures include viewing of programs

from Buffalo.

Toronto: Sets-in-use for March
through June. according to Eliott-

Haynes were 06.1, 66.2. 59.1 and 59.0.
This is an average for every day in th=
week and from 5:30 to 10:00 p.m.
(Elliott-Haynes stops at 10:00 p.m.
because it is a telephone coincidental
survey. )

International Surveys. which uses a
diary panel, compared tv sets-in-use
in May 1953 and 1954 for 3PONSOR.
The figures for 1953 during the five
weekday hours from 6:00 to 11:00
p-m. were 23. 38, 50, 37, 45. For this
vear. the figures are 27. 50, 70, 69, 50

showing an increase for every hour

Montreal (English): The Elliott-
(Please turn to page 96
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4 Radio stations

Radio sparks Seaway parade

CRSF. Cornwall. Ont.: \ celebration.
inclnding dancing i the streets and a
parade, was, with CKSF's help, or-
vanized in Cornwall following the an-
nouncement that a LS. Supreme Court
decision had cleared away the las
leeal obstacle 1o development of the
St Lawrence Scaway and its electric
power facilities.  The court’s action
came on 7 June. The same day Cana-
dian Transport Minister Lionel Che-
vrier announced that talks with the
{ .5, on joint construction would begin
oo, M +:30 that alternoon Mayor
\nton Horovitz asked CKSF, the only
~tation 1n Cornwall, to broadcast news
of a celebration and street dance to
begin at 6:00 pn. Between -1:40 and
7:50 p.n. the station broadecast 10 an-
nouncements and station manager Fred
1l. Pemnberton said that more than
15.000 persons turned out.

i Aacv
LUxp

i8

4

Lux display is set up in department store by
CKWX, Vancouver, to publicize Lever show

Radio directs home-seeliers

CAWN. Vancowver, B. C.: A few
months ago CKWN presented a new
sales promotion plan 1o real estate
firm=- the CKWX\ Display Home pack-
age. This is weekend advertising with
spolannouncements which specifically
direct listeners 10 drive over righ
away lo sce the “CKWN\ Display
Home.™ Special arrows direct the mo-
torist and a large sign in front of the
house also helps identify it. Resuhs,
sayv~ Ken Hughes. promotion manager
for the station. have been fantastically
good. “One weekend.” he savs, “saw
over 6.000 people come to mspect the
house <reating a trafhie jam that had
to be unsnarled by police.”
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story below) gave children of station men
chance to pass judgment on the equipment

New wrinlele ia station promotion
CJAD, Montreal, Que.: Male station
personnel observed Father’s Day by
having their wives pinch-hit for them.
Where the men were bachelors. wives
of other station men took time on the
bachelors” own shows 1o try and con-
verl them to a more natural way of
life: ~uch as. for example, Mary Tapp.
wife of stalion manager James A.
Tapp. who worked on Norman Kihl
m.c. of the 7:00-9:00 a.m. Musical
Clocl program. As hoped, the occa-
sion received publicity in the local
press but word of the turn-about even
reached Time magazine in the U.S
The American periodical couldn’t make
the deadline with the storv bul prom-
ised 1o look in in 1955,

Station solves “Casino™ riddle
CKAC, Montreal. Que.: The Casino-
type show, in which the radio audi-
ence mails in answers to a riddle or
question of some kind accompanied by
proof-of-purchase. is one of the most
popular types of programing in Can-
ada. One of the problems, however. 1s
that the mail pull suffers from peaks
and valley~. This is because additional
clucs are added as time goes on and
the jack-pot builds up. The tendency.
therefore. is for mail (and, presuma-
bh. purchases of the sponsors’ prod-
ucts) to be light when the riddle or
question i first propounded and heavy
toward the end. CKAC, whose Le Ca-
stno de la Chanson started the craze
toward this type of show. believes it
has ~olved the problem by giving a
prize every dav. Starting 10 May the

audience was asked to send in names
and teleplione numbers with proof-of-
purchase. Three names are picked for
cach of the 10 advertisers on the show.
Then one of the 30 is called. The per:
son called can try for any amount of
money up to $3000. Of course, the
higher thz amount, the harder the ques-
tion. If the question is answered cor-
rectly the other 29 names each receive
10¢ of the amount of the prize. After
the new format was put on, listeners
were asked whether they liked it bet-
ter than the old one. They did.

Parls is given as prize to town
CKCW. Moncton. N\, B.: Javex Jill. a
morning strip, ha~ been the selling ve-
hicte for Javex. a liquid Dbleach. in
Moncton since March. 1952, The pro-
gram features Javex Jilt (Joan Nelson)
and Bill (Bill Murray ). who conduel
an informal show. Recently. <ome-
one sent in a poem about Javex. This
started a trend and the siation decid-
ed to make a contest. So manv en-
tries came in that it was decided to
declare a town as a winner, rather than
an individual. Amherst. Nova Scolia.
which sent in more entries than any
other town. was named winner. The
prize—a park. It is. the siation says.
the smallest park in the world, is called
Javex Jill Park and is in Ambher-i.

Robin Hood flour bicycle contest on CKDA,
Victoria, is explained to passing shopper

Spousor’s appeal to kiddiés
CKDA. Victoria. B.C.: Kersey's Pea-
nut Butter, voung and growing firn.
traced its sales to voung hsteners
through advertising on CKDA. In a
recent 00-dav period the firm spenl
2110.25 on morning announcements on
the Dave Hill Show. A free ride in
the firm's Cessna airplane was offered
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any boy or girl presenting 25 Kersey
labels. Reported Morris Kersey: “The
actual cash return on the advertising
money spent amounts to a few dollars
over $1500 and all the returns are by
né means in.”

Bing Crosby plus marshmallows
CFRA. Ottawa, Ont.: McCormick’s.
Ltd., a leading Canadian candy and
biscuit manufacturer, sponsors the CBS
Radio Bing Crosby Show transcribed
in a number of Canadian markets. The
firm, in introducing its toasted marsh-
matlows to Ottawa, decided to use the
show as the backbone of the scheme.
With the aid of the station, a display
was set up in a supermarket and a
recorded tape was fed to a system with
a specially-recorded Bing Crosby Show
built from disks owned by CFRA's
Gord Atkinson. This tape included
plugs for the product. From Friday
noon to Saturday night the store sold

496 packages.

McCormick's marshmallows were passed out in
CFRA Bing Crosby promotion (story above)

824,500 in car sales in two days
CHWK, Chilliwack. B.C.: Harding Mo-
tors, local Mercury-Monarch dealer
(the Monarch is similar to the Mer-
cury), spent $37 on CHWK and the
same amount in newspapers in a spe-
cial two-day campaign pushing new
and used cars. The radio announce-
ments used attention-getting sound ef-
fects. Salesmen were instructed to
query customers to find out which me-
dium brought them into showroom.
The firn sold $24.500 in cars during
the two days. Radio was credited with
initiating more than 757 of the sales.
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Display of Swift's Swift'ning in supermarket
was entered in contest run by CKOV, Kelowna,
for the best counter and window displays

B.C. cavlyasmnmorning cudience
CKOV, Kelowna. B.C.: One of the sta-
tion’s =alesmen puts on a daily five-
minute interview with men and women
connected with agriculture during the
Early Bird Show. The show’s m.c.
claimed the salesman didn’t have more
than 10 listeners to his five-minute seg-
ment. starting at 7:05 a.m. The sales-
man made one 30-second announce-
ment in which he said: “I've been told
no one is up to listen to my show. I'll
give a 20-cent package of seeds to each
of the first 50 people who write me.”
Within 24 hours he had received 447
letters.

Stresses community seveice
CKLW. Windsor, Ont.: One of the two
private stations in Canada that operate
oun 350.000 watts, CKLW has been al-
ways active in public service work.
During the first 11 months of 1953,
the station broadcast a total of 3.731
public service announcements. or about
80 per week. In addition the station
aired a total of 20714 hours of public
service programing during this same
period. CKLW has supported the Wind.
sor Symphony Orchestra since its in-
ception. Every CKLW executive served
or headed a committee planning Wind-
sor's Centennial celebration this vear.
Being a border station (it is right
across the river from Detroit). CKLW
has recognized the importance of. it
says, ‘'serving two communities
throughout the past 20 years by es-
tablishing a policy of dual public serv-
ice.” 1t balances lineup for dual appeal.

Here are individual stories

of am’s sales power, ingenuity

“Life” sold via radio

CKRC. Winnipeg. Man.: Life maga-
zine’s strategy of letting local radio an-
nouncers sell the periodical in their
own words (see “Life scores on spot
radio with ad-lib strategy,” sPONSOR,
9 March 1953. p. 32) was used on
CKRC. The periodical used 14 an-
nouncements per week and it was de-
cided to have the same announcer do
all thc commercial: rather than using
the announcer who happened to be on
duty during the periods chosen. P’icked
for Life’s commercial chore was George
Dawes, who wrote his own copy. The
theme, “This is George Dawes. your
friend for Life,” was used throughout
the promotion. Commercials plugged
stories that were of interest to Mani-
tobans. The follow-up included letters
to all dealers in the CKRC area and
point-of-sale displays. Dick Schouten,
western Canadian sales promotion man-
ager for Life, said the CKRC area had
one of the lowest cost-per-copy-increase
figures in both the U.S. and Canada.

June bride furniture promotion

CJAV. Port Alberni, B.C.: Me¢ & Me
Department Store, sought to sell June
brides complete bedroom, dining room
and kitchen sets at reduced prices.
CJAV produced dramatized spot an-
nouncements on tape. The announce-
mentx cost Mc & Mc 826.50, which was
5% of the store’s advertising for the
promotion. The store sold more than
£2500 worth of the furniture adver-
tised in the tv announcements.

(Please turn to page 100)

To promote its canned meats, Burns & Co. set
up this display and tied in with its segment
of "Name the Famous' on CJAY, Port Alberni

83




Here are Canada’s 167 commercial radio stations (10 more t

(Sce bottom of poge for explonotion of ii

Cali Freguency Powert Nighttime Rates U.5. | Can. Caii | Frequency Powert Nighttime Rates
City Letters l Net {KC'sy (Watty) t3 bhr | | min Reps | Reps City Letters Net (KC's) {Watts) Y3 br \ I min [
ALBERTA ROVA STCOTIA
Colgory CFAC TC-S 960 $.000 DA-N 366 $17 WGC A-C Antigonish CJFX DOM-B  SBO 5.000 DA $4B $9
Colgary CFCN DOM-8 1,060 10,000 DA-N $66 $16 BO = RR| Bridgewater CK8W TC-S 1,000 1,000 DA-N $27 $5
Colgary CKXL 1.140 1,000 DA-N $54 $13.50 F&C  HS| Halifax C8H TC-B 1,330 100 $24 $9.60°
Edmonton c8x TC-8 1,010 50,000 DA $75 $30°  CBC CBC{ Holifox CHNS DOM-B 960 5.000 DA-N <48 $10
Edmanton CFRN DOM-B 1,260 5,000 $66 $17 : RR| Holifox CJCH 920 5,000 DA $42 $10
Edmonton CHED 1,080 1,000 DA-N $54 $12 FoC  HS| Kentville CKEN® 1490 250 $24 $4
Edmonton CHFA FR-S 6B0 5,000 DA $36 $8 JHM  OR| Sydney d:] TC-B 1,570 1,000 $24 $9.60°
Edmonton CICA TC-S 930 5,000 DA-N $72 $22 woC A-C| Sydney cJcB DOM-B 1,270 5,000 D $48 s
Grande 1,000 N
Prairie CFGP TC-S 1,050 1,000 $30 $7 woC A-C| Truro cKCL 1,400 250 $24 5
Lethbridge cjoc YC-B 1,220 5000 DA-N $36 s10 WoC A-C} Windsor CFAB" 1450 250 $24 4
Mcedicine Yormouth CJLs DOM-8 1,340 250 $21 <4
Hat CHAT DOM-S 1,270 1,000 DA $24 $6 WoC A-C
. 1,000 5 R R
Red Deer CKRD DOM-S 850 $30 58 s R oI B e
Borrie CKBB 1,230 250 $27 $5.50
BRITISI COLUM g1 A Belleville C)8Q DOM-S 1,230 250 $33 $7
Chilliwoek CHWK DOM-8 1,270 1,000 DA $24 $S woC A-c]Brompton CF)B 1,090 250 $36 3
Dewson Lrontford CKPC DOM-S 1.380 1,000 DA-N $36 $10
Creek cjpc TC-S  1.350 1,000 $28 $5 pc Rrr|] Brockville CFJR DOM-B 1,450 250 $24 $4.50
Komloops CFJC TC-8 910 1,000 $24 $6 woc A-c|Chathom CFCO DOM-8 630 1,000 DA $30 $5.50
Kelowno CKOV TC-B 630 1,000 $30 $8 woe A-clCornwoll CKSF DOM-S 1,230 250 $36 $7.50
Nonoimo CHUB 1.670 1.000 DA $30 18 DC 1§ Fort Frances CKFI DOM-S 800 1.000D $36 $5
Nelson CKLN TC-S 1,290 250 $21 33 CSR  HS 500 N
New West- Fort Williom CKPR TC-B S80 1,000 $44 $8
minster CKNW 1320 $.000 DA-N $81 $22.50 Foc NBS)Guelph cjoy 1,450 250 $24 s
Penticton CKOK DOM-S 800 1.000 D $30 $7.50 pc eom|Homilton CHML DOM-S 900  5.000 DA-N $78 s18
500 N Hamilton CJSH-FM< 102.9¢ 9,200 $24 $4.50
Port Alberni CJAV 1.240 250 $24 $5 DC Hamilton €KOC TC-S 1,50 5,000 DA $60 $12.50
Prince Kenoro CJRL DOM-B 1,220 1,000 $24 $4.50
George CKPG TC-S $s0 250 $24 $S woe A-c | Kingston CKLC DOM-S 1,380 1,000 $48 $10
Prince Ru- Kingston CKWS TC-B 960  5.000 DA $60 $13
pert CFPR TC-S 1,240 250 $18 s3s0  cec s |Kirklond
Troil CJAT TC-B 610 1,000 $36 $8 wWoC A-C Lake CJKL TC-8 S60 5,000 DA-N $48 $8.50
Voncouver cBU TC-B 690 10,000 DA $84 $33.60c csc cac | Kitchener CFCA-FM¢ 1,060 3,000 SIS $1.25
VYoncouver CJOR DOM-8 600 $.000 DA $9% $23 CSR HS Kitchener CKCR DOM-S 1,490 250 $36 $7
Vancouver  CKMO 1.410 1,000 sas $9.50  oc or|London (Sl DOM-B 980  5.000 DA $60 $15
Voncouver CKWX 980 5.000 DA $90 $25 woC A-c {Niagara CHVC 1,600 5,000 D $30 s8
Vernon cJis COM-S 940 1,000 $30 $7.50 DC RR Folls 1,000 DA-N
Victorio v DOM-B 900 1.000 DA $36 $8 woc a-c | North Bay CFCH TC-B 600 1,000 DA $36 $7
Victoria CKDA 1.340 5,000 $4S $10 FGC 31 Orillia CFOR DOM-S 1,570 50000 $36 $6
Oshawa CKLB 1,240 250 $30 $5.50
7 Ottowa CBO TC-8B 910 1,000 $s4 $21.50°
MANITOR A Ottowo cKoY DOM-B 1,310 5,000 D $54 $1250
Brondon CKX DOM-B 1,150 1,000 $36 $8.50 CSR RR 1000/ BRI ]
Douphin CKDM 1230 250 52250 s3es  csk e} Ottowe CFRA 1 ss25¢  s12
S¢t. Bonifoce CKSB FR-S 1.250 1.000 DA $36 $7 JHM  OR ﬁe:nbl:o’(e CHOV DOM-8 1,350 1,000 DA $30. $7.50
Winnipe cBW TC-B 990 50.000 $96 $38.407 CBC CBC|' o erbor-
Winn-i::eg cjos 1340 250 $54 $14 csk re|, ough g?:x DOM B 1,430 1,000 DA $42 $8:50
Winnipeg CKRC DOM-B 630 5,000 DA-N $72 $22  WGC A-C §°".A'”"” CHoAx $2";'B :‘éig 5(2)38 5 zig ::o
: N ornio e B .
Winnipeg CKY 580 5,000 DA $60 $1B DC HS 1.000 DA-N
. . St. Coth-
NEW BRUNSWICK arines CKTB DOM-S 620 1,000 DA $36 $8
Compbellton CKNB DOM-B 950 1,000 DA $33 $7 WG&C JAH gt. ’Thsomas CHLO TC-S 680 1.600 DA $42 $9.50
Edmundston CIEM FR-S $70 1,000 DA $24 $S csrR Hg[°ault Ste.
Fredericton  CFNB TC-B S50 S.000 DA-N  $48 $10 WGC A-cS Marie cic Tc.a 148 &R $36 $750
Moncton C8AF FR-B 1300 5.000 $24 $9.60° CBC CBC Stratford CJCs / DOM-S 1.240 250 $27 56
Moncton CKCW  DOM-B 1.220 10,000 DA-N  $48 $9 csk s | Sudbury CHNG  DOM-S 500 1.000 BA $42 9
Newcostle CKMR 1.340 250 $24 3 OR & FRS ' .
Sockville CBA TC-B 1,070 $0.000 $90 6 cac cpc|Sudbury CKSO TC-B 790  5.000 DA-N $54 12
Soint John  CFBC DOM B 930 5.000 DA $45 $9.50 woc <} Timmins BHeL FR-$ 580 1.000 DA $36 58
Soint John CHS) TC-8B 1,150 $.000 DA-N 545 $9.50 CSR HS Timmins CKGCB TC-8B 680 5,000 DA-N $48 $8 50
T cBL TC-B 740 50.000 $204 $81.60" C
NEWIFOUNDLAAND Toronto CFR8 CBS 1,010 50.000 DA $200 $40 (€
Corner Brook CBY TC.S 790 1,000 $81.60  $32.647 CBC CBC|poronto e M. "o 50000 o s 1
Gonder CBC TCS 1450 250 $81600  $3264.c CBC caC | poronto CKEY 580 $.000 DA-D  $120 $35
Grond Folls  CBT TC-S  1.350 1.000 $81.60°  $32.64°7 CBC CBC Toronto = DAjN
St. John's CBN TC-5 640 10,000 81 60+ $32.643" CBC CBC ’
St. John's CJON 930  $.000 DA 548 <10 - Toronto g::H . :.400 250 DA $67.50 sujr :
St. John's VOCM $90 1.000 $30 $s - T Windsor C- .SS0 10,000 DA $60 $2
' Windsor CKLW DOM-S 800 $0.000 DA $10S 518 c
NETWORKS 2 ‘ .
TC-8— ra aB dre & U.S. REPRESENTATIVES
TC-$5— N rhyre rate t ¢ BY f an BN CBC—{(anad an Brcar !
Dom-B- 3 te £ FAB, rate s tr th saf DC—Dcna  Cooke =
Dom-S- freqr or €2 ac S FGC—r (¢
FR-B— ) JHM— A q
FR-S— Is \ t <tat HCO—Ha:
D— N o r DA ntoeng _ee flon WoC—
¢ 1,8 < A, ¥
NE i



it year) along with their rates, reps,

| fa represent netwarks and representatives)

5 Nighttime Rates

| Call Frequency Powert U.S. | Can.

' City Letters Net (KC’'s) (Watts) Vo hr l i min Reps | Reps
N ;ham CKNX DOM-5 920 1,000 DA-N 336 $10 CSR JLA
Yedstack CKOX 1,340 250 $24 35 OR

| PRINCE EDWARD ISLAND
“hilotte-

wn CFCY DOM-B 630 5,000 DA-N $51 310 WGC A-C
u'merside  CIRW 1,240 250 $24 $5 RR

QUEBEC
T CFGT 1,270 1,000 336 $7.50 C5R OR
3 CHADY  FR-5 1,340 250 $66 $13  W&C  OR
“houtimi  CIMT 1,450 250 $32 $8 OR
Bhutimi CBJ FR-B 1,580 10,000 DA $36 $14.401 CBC CBC
‘n by CHEF 1,450 250 $28 $6 DC RGT
iu CKCH FR-S 970 1,000 DA $68 314 JHM OR
B icre CKRS 590 1,000 $33 $8 CSR JAH
B e CKLSsd FRS 1,240 250 $66 $13 W&C  OR
e CKBL FR-5 1,250 5,000 DA $40 $10 CSR JAH
Actmagriy  CKBM 1,490 250 $26 $8 1
Actreal CBF FR-B 690 50,000 $180 $721  CBC CBC
dc'real CBM TC-B 940 50,000 $120 $481  CBC CBC
Ae'real CFCF DOM-B 600 5,000 DA $120 $28 W&C A-C
letreal CHLP 1,410 1,000 DA $75 $18 JHM °
e -real CJAD CB5 800 10,000 DA $120 $28 CSR RTS
B ol CIMs 1,280 5,000 $95 $22 FGC RTS
W real CKAC CBS 730 10,000 D $150 $33 CSR  OR
5,000 N

Je Carlisle CHNC FR-B 610 5,000 DA $45 $10 C5R JAH
uec CBV FR-B 980 1,000 $54 $21.60 CBC CBC

ec CHRC 800 5,000 DA %66 316 C5R JAH
ulec cjQc TC-5 1,340 250 $24 $6 CSR RGT
v ec CKCv DOM-5 1,280 1,000 DA-N $54 S WGC OR
inuski CJBR FR-5 900 5,000 DA-N $48 %12 CSR  HS
av e-du-

up CJFP FR-5 1,400 250 $27 37 C5R  OR
lbval CHRL 910 1,000 $33 38 RGT
) CKRNd FR-5 1,400 250 366 $13 WGC OR
teAnne de

J Paca-

{re CHGB FR-S 1,350 1,000D $27 $7 JHM OR

250 N
't. earges

¢ Beauce CKRB 1,400 250 $26 $6 OR
noinigan

1is TKSM 1,220 1,000 DA $36 $8.50 JAH
Neroake CHLT FR-S 900 1,000 DA-N $55 $1 C5R JAH
he'rooke. CKT5 DOM-B 1,240 250 $28 $6 CSR RTS
or C]50. 1,320 1,000 DA-N $40 310 DC R&GT
‘heord

I nes CKLD FR-S 1,230 250 %36 $8 CSR JAH
‘ro Rivie-

r 'CHLN 550 5,000 DA $50 $10.50 C5R OR
fro Rivi-

5 CKTR 1,350 1,000 $48 $10 DC RGT
alYOr CKVDd FR-S 1,230 250 $66 $13 W&C  OR
Vorn CKVL 980 1,000 DA $135 $28 DC R&GT
‘ietriaville  CFDA 1,380 1,000 DA-N $27 $6 RGT
vill Ma;i,,e CKVM FR-5 710 1,000 DA-N $30 36 CSR JAH

SASKATCHEWAN
Sra:lhourg  CFRG 1,230 250 $24 35 OR
Mote Jaw CHAB DOM-B 800 5,000 DA $48 312 WGC  HS
Var Bat-

tfard CJNB 1,460 1,000 $30 $6 HS
Brids Al-

bt CKBI DOM-B 900 5,000 DA $42 310 WGC A-C
Rega CKCK TC-S 620 5,000 DA-N $54 $13.50 W&C A-C
Qeg a CKRM DOM-B 980 5,000 DA-N $54 $13.50 CSR RR
Sasd taon CFQC DOM-B 600 5,000 DA-N $60 16 12 RR
Sasltoan CKOM 1,420 5,000 $48 310 WGC  HS
Sasltaon CFNS 1,170 1,000 $27 $5.50 OR
Waggus CBK TC-B 540 50,000 $132 $52.801 CBC CBC
Yoran CJGX DOM-B 940 1,000 $33 $7 CSR 10

CANADIAN REPRESENTATIVES

i

1.A—James L. Alexander
-C—nli-Canada Radio Facilities
‘R—Broadcast Representatives
+BC—Canadian Brcadcasting Corp.

AH—Jos. A

Hardy

1GA—|ohn N Hunt & Assoc.
S—Inland Broadcasting Serv.
+M—Paul Mulvihill

NBS—National Broadcast Sales

OR—Ormer Renaud &

Co.

RR—Radio Representatives

RTS—Radio Time Sales

RGT—Radio & Television Sales
56T—Stephens & Towndrow
HS—Horace N. sStovin & Co.

[
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CANADIAN STATION REPRESENTATIVES

JAMES L. ALEXANDER
TORONTO:
MONTREAL:

100 Adelaide St. W.
Drummond Bldg.

ALL-CANADA RADIO FACILITIES

TORONTO: Victory Bldg.
MONTREAL: Dominion Square Bldg.
WINNIPEG: Galt Building
CALGARY: Taylor, Pearson & Carson Bldg.
VANCOUVER: 198 W. Hastings St.
BROADCAST REPRESENTATIVES

WINNIPEG: I.indsay Bldg.
CANADIAN BROADCASTING CORP.
TORONTO: 354 Jarvis St.
MONTREAL: Radio Canada Bldg.
JOS. A. HARDY

MONTREAL: 1015 Dominion Square Bldg.
TORONTO: 7 Yonge St.
JOHN N. HUNT & ASSOCIATES

VANCOUVER: 198 W. Hastings St.

INLAND BROADCASTING SERVICE

WINNIPEG: 171 McDermott Ave.
PAUL MULVIHILL

TORONTO: 21 King St. East (Room 300)
MONTREAL: 1434 St. Catherine St.
NATIONAL BROADCAST SALES

MONTREAL: 222 Simcoe St.
TORONTO: Medical Arts Bldg.
OMER RENAUD & CO.

MONTREAL: 1111 Stanlev St.
TORONTO: Bank of Nova Scotia Bldg.
RADIO REPRESENTATIVES

TORONTO: 4 Albert St.
MONTREAL: Dominion Square Bldg.
WINNIPEG: Lindsay Bldg.
VANCOUVER: 198 W, Hastings St.
RADIO TIME SALES (ONT.)

TORONTO: 147 University Ave.
RADIO TIME SALES (QUEBEC)

MONTREAL: 1231 St. Catherine St. West
RAD'O & TELEVISION SALES

TORONTO: 10 Adelaide St. East
MONTREAL: Windsor Hotel
STEPHENS & TOWNDROW

TORONTO: 35 King St. West

HORACE N. STOYIN & CO.

TORONTO: Victory Bldg.
MONTREAL: Keefer Bldg.
WINNIPEG: Childs Bldg.
VANCOUVER: 615 Pender St.

J. L. Alexander
Frank Edwards

G. F. Herbert

Burt Hall
M. V. Chesnut
H. R. Carson
J. E. Baldwin

A. J. Messner

Walter Powell
Maurice Valiquette

B. Wells
Bruce Butler

J. N. Humt

Paul Mulvihill
M. Maclvor

R. A. Leslie
Ed Kavanagh

Omer Renaud
Ken Davis

Wilf Dippie
A. J. Messner
J. N. Hunt

Norm Brown

Ralph Judge

A. A. McDermott
Andy Wilson

Bill Stephens
Ernie Towndrow

H. N. Stovin
George W. Hellman
T. C. Maguire

T. Tudor

Jim Stovin

U.S. STATION REPRESENTATIVES

DONALD COOKE

NEW YORK: 331 Madison Ave.
CHICAGO: 228 North La Salle St.

BEVERLY HILLS:
5AN FRANCI5CO:

111 North La Cienega Blvd.
233 Sansome St.

DETROIT: 1323 Penobscot Bldg.
FORJOE & CO.

NEW YORK: 580 Fifth Ave.
5AN FRANCISCO: 593 Market Street
CHICAGO: I'ribune Tower, 135 N. Michigan Ave.
DALLAS: 9718 Tralee Drive

LO5 ANGELES:

JOSEPH HERSHEY McGILLVYRA

NEW YORK: 366 Madison Ave.
CHICAGO: North Wabash Ave.
LOS ANGELES: 638 S. Van Ness Ave.
S5AN FRANCI5CO: 300 Montgomery St.

HARLAN G. OAKES & ASSOCIATES
NEW YORK: 17 East 42nd St.
LOS ANGELES: 672 South Lafayette Park Place

1127 Wilshire Blvd.
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Donald Cooke
Fred Jones

Lee O’Connell
William Avres
Chas. J. Sheppard

Joseph Bloom
Zonabelle Samson
‘Thomas Cinquina

Hal Falter
Lawrence Krasner

J. H. McGillvra
Judd Sparling

Fred E. Crawford Jr

Al Tewksbury

Arthur Gordon
‘Harlan Oakes
Burton Beggs
Paul Elsberry
J. Frank Johns

Joseph J. Weed
Peter A. McGurk
Cornelius C. Weed
Bernard Pearse
Lincoln P. Simond
Don Staley
Robert R. Reardon

George Swearingen Jr

Adam J. Young ]

5AN FRANCISCO: 5 Third St.
CHICAGO: Pure Oil Bldg.
MINNEAPOLIS: 2647 Bryant Ave. North
WEED & CO.

NEW YORK: 579 Fifth Ave.
CHICAGO: 203 North Wabash Ave.
DETROIT: Book Bldg.
HOLLYWOOD: 6331 Hollywood Blvd.
SAN FRANCISCO: 625 Market St.
BOS5TON: Statler Bidg.
ATLANTA: Glenn Bldg.
CANADIAN STATION REPS, LTD. (was Adam J. Young)
NEW YORK: 477 Madison Ave.
CHICAGO. 55 Fast Washington St.

LOS ANGELES:
ST. LOUIS:

6331 Hollywood Bhvd.
7 North Seventh St.
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CKDA

BRITISH COLUMBIA

More Power . ..
.. . More Promotion

Yes, more plus services
for our advertisers!

Top West Coast promo-
tion man, PHIL BALD-

WIN, has joined CKDA’s
growing staff of experts
serving you.

NOW ...
sooo WATTS

DIAL 1280

Cheoose Your Own
YARDSTICK!

CHWK

Chilliwack
‘“BEST BUY”

in Non-Metropolitan
British Columbia*

1. Largest 6-7 BBM (16,270
homes Daytime)

2. 83.5% of Listeners (Average
of full program week)
Next best station 3.9%

3. Lowest Cost per Thousand.

Ask Wced & Co. or All-Canada for
CHWK'’s ’Blue Book."

CHWK

""Voice of the Fraser Valley”
Chilliwack, B.C.

*Excluding Crearer Vancouver and Victoria.

CANADIAN MARKET

(Continued from page 77)
!

the constantly increasing sales of autos.
An estimated 360.000 cars were ~old
last year. compared with 292.000 in
1952 and 275.000 in 1951
crease in sales by lumber and building

The in-

material dealers seems to indicate a

the
States. At least one U.S. observer trave

do-it-yourself trend  similar to
eling through Canadian suburbs could
have sworn hie was back in his native
hicath what with all the outdoor patios
aud barbeque pits he saw being built.
As in the U.s., Canadians are moving
to the suburbs.

Figures in the June 1954 issue of the
Canadian  Radio-Tv and Appliance
Trade Builder show increased sales in
10 categories and a decrease in one.
The decrease was in mechanical iron-
ers. which don’t seem to have caught
on in Canada. there heing only a 47
saturation. The only appliance listed
that was less popular was the waflle
Less than 17
Canada have one.

iron. of the homes in

Radio set sales (including autos) to-
taled 803,421 units in 1953 compared
to 672,919 the year before. These sales
were made in the face of Canada’s
rapidly growing television population.
Canadian auto radio sales are a much
smaller proportion of total radio sales
than in the U.S.. where about 387 of
all radios =old are in cars. Of the 803.-
421 Canadian radios sold last year
162.501 were in cars.

Despite the healthy clip of appliance
sales there is large market for non-
replacement  appliances in  Canada.
About two-thirds of Canadian homes
do not have modern type ranges. Near-
Iy one-third do not have refrigerators.
Nearly 107 do mnot
cleaners.

have vacuum

A look at what’s happened to the
Canadian market this vear shows more
money being spent and more money
being saved than last year. The in-
creases are moderate and since there
lias been a parallel increase in popula-
tion there i= probably little. if any. net
gam per capita.

For the first quarter of this vear
total per=onal expenditures on consuni-
er zoods and services came to $3.590
million (Canadian). The first quarter
figure for 1953 was 23,178, Total per-
sonal savings- -alwavs a challenge to

the advertiser  were up substantially.

During 1951 first quarter the figure
was $209 nillion. The corresponding
figure in 1953 was §99 million.

To understand any “market,” one
must understand it~ component parts,
This is especially true of Canada. The
Canadian market breaks down very
nicely in two ways. geographically and
culturally.

Geographically. Canada can le d-
vided into four or five parts.

At the extreme east are the Mari-
times and Newfoundland. Population,
about 1.700,000. Its inhabitants fish,
mine coal. chop down trees for lum-
ber and paper. do somme manufactur-
ing and farming. Besides Newfound-
land, this <ection of Canada consists of
Nova Scotia, New Brunswick and the
~mall Prince Edward lsland.

Quebee and Ontario are sometimes
lumped together under the general
heading of Central Canada and some-
times looked at separately. There is
good reason to do the latter since
Quebec is predominantly French-speak-
ing. Together or apart they are the
most important provinces of Canada
in terms of population. manufacturing.
More than 6077 of

Canada’s population live here.

retail sales, ete.

Just as the maritimes can be com-
pared to the New England states and
Central Canada to the East Central or
Middle Atlantic states (if you want to
forget the French). Canada’s prairie
provinces are like the U.S. midwest:
The broad Canadian prairie grows
wheat, wheat and wmore wheat. The
landscape i= being changed, however.
by oil strikes in Alberta. one of the
most important developments in Ca:
nadian economic history. PPopulatien.
around 2.700.000.

British Columbia is rugged. like the
L.5 northwe-t. It i~ the fastest grow-
ing section of Canada. s get fish.
lumber. lots of water power. There's
also some mining and farming. ’opu-
lation. about 1.250.000.

The Canadian market can also he
divided into  English-speaking and
French-speaking. This is probably a
more important way of breaking down
the Canadian wmarket than the geo:
graphical method.

There are more than
Canadians  whose tongue 1%
French. They are as interested in U.S.
prodncts as the next fellow but you
ltave to know how to appeal to them.
Listen to what the government-owned
Corporation

four million
mother

Canadian  Broadcasting

SPONSOR




Canada’s Cream ‘of ,__,“l_é

Cropfirom Coastto Ctoﬁas't'-_

anadian stations

represented by Donald Cooke, Inc.
“AUGUST 1, 1954 v

Ao

b PROVINCES MARKET STATION I AFFILIATION l POWER | FREQUENCY
British Columbia * Dawson Creel: CIDC Trans-Canada 1.000 13359 ke
Nanaimo CHUB Independent 1,000 1579 ke
Penticton CKOK Independent 1.000 800 ke
Port Alberni CIJAV  Independent 250 1210 ke
Vancouver CKMO Independent 1.600 1410 ke
Vernon CIJIB  Dominion Net 1.000 910 ke
Manitoba Winnipeg CKY  [Independent 3.000 380 ke
Nova Scotia Bridgewater CKBW  Independent 1.000 10600 k¢
Ontario Brampton CFJID  Independent 250 10990 ke
Fort Frances CKFE! Dominion Net 1.669 309 ke
Guelph CJOY  Independent 250 1450 Le
Kenora CIJRL. Dominion Net 1.660 1220 ke
Niagara Falls CHVC Independent 2,000 1600 ke
Ottawa CKOY Dominion Net 3,000 1310 ke
Sarnia Port

Huron CHHOK Trans-Canada 2.060 1070 ke
Toronto CKEY Independent 2.008 280 ke
Quebec Montreal CKV1i. [Independent 1.000 980 ke
Sorel CISO Independent 1.00¢ 1320 ke

Three Rivers CKTR Independent 1.00%
Quebec French Granby CHEF  [ndependent 250 1450 ke
Radio Group Quebec CKCY  Independent 1.600 1280 ke
Sherbroole CHLT Independent 1.00¢ D00 ke
Sorel CISO Independent 1.06¢ 1320 ke

Three Rivers CKTR  [ndependent 1,060
Verdun CKV4i.  Independent 1.000 930 ke

Represented by

Donald Cooke. Inc.

NEW YORK ¢ CHICAGO =« LOS ANGELES o DETROIT « SAN FRANCISCO
23 AUGUST 1954 87




Rich, untapped market
f KAMLOOPS
awaits you!

Wiy Buy Kamloops, B. C.?
It's  headguarters for  the

ew 100,000,000 pipeline,

A new £10,000,000 oil refin-
erv is beiug bailt. This alone
will double Kamloops’ pop-
ulation within a few years,

Kamloops is rich with other
3hl(hl.~‘l|'i('s cattle, lmmber,
railroads, agrienlture, gov

crimment seat, tonrists,

How can you reach and sell
this thriving, untapped market?
Buy CFJC! 96.7% of the
homes have radio. CFJC
DOMINATES with 94.99% of

the audience.

910KC * CFJC * 1000 watts

Kumloops, B, C.

WANT T0 SELL
CANADA?

One radio station

cowvers 40% of
Canada’s retail

sales

CFRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market area that
accounts for 407 of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. | market.

REPRESENTATIVES
United Siales: Adom J. Young Jr., Incorporated

Canada: All-Canado Radio Facilities, Limited
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~av~ about the subject:

“There are a few things to remem-
ber if one is <etting out to appeal to
the  Freneh-Canadian  narket.  The
'rench-Canadian has his own culture.
therefore his own tastes, which do not
necessarily coincide witlt other people’s
tastes. The first time an attempt was
advertise o
commercials

made on the vadio to

French  listeners,
mere translations, or. at best, adapta-

tions of Fnglish conmiercials,

were

“There was hardly any response and
that
though their plugs were technically
being delivered in French, they still
weren't really speaking the language

it dawned on  the advertisers

of the rench people.

“Nowadayvs it i~ French Canadians
who think up Freuch commercials
right from <cratch—and the re-ponse
i~ what 1t shonld be.

“According to the commercial divi-
ston of the CBC’s Quebec region, the
commercial success of a sponsored pro-
aramm depends mainly on the quality of
the program itsell and the tasteful pres-
entation of the product, rather than
the frequency of plugs. The French-
Canadian i< merely repelled by the all-
too-common practice of chopping up
fine drama, or a varietv show, with
commercial aunouncements that are as
nrelevant as they are dista-teful.

“Sponsors of French-Canadian
shows. keenly aware of this, and anx-
ious to put on good shows anyway,
often refuse to use the whole of the
commercial thne that is offered them:
if thev are told thev must limit their
comniercials to three minutes, it is not
unusual for them to <ayv that three min-
utes i~ too much and all thev need is

k]
two.

Taking due regard of the anti-com-
mercial prejudices often found among
CBC persomnel. one will find agree-
ment among agencies and advertisers
with the general tenor of the remarks

above.

Wilf Charland, vice president and
radio-tv director of McKim \dvertis-
ing. Lid.. Montreal. told sponsor:
“The French are different. They are
nore conservative than the English-
peaking. Thev resist hard-sel. French
commercials must be toned down in
omparison with Enghlish commercials,
But if von hit the French rights they
will respond quickhv. And it works the
opposite wav, two.”

The

English-~peaking  pepnlation.

too. resists lard-sell. thongh not 10 the
same extent as the French. To simplify
a very complicated subject. vou can
roughly describe the English-speaking
Canadian as reading the wmiddle
ground between British and U.S. in-
fluences.

Spence Caldwell. head of 3. W, Cald-
well. Ltd.. one of the largest program
packagers and producers of commer-
cials in Canada, -avs:

“Too many New Yorkers feel that if
it i~ not done in New York. it can’t
be good. ‘There are a =surprising
amount of sillv ideas about Canada.
Except for the big, smart agencies.
there is still a tendency to think of
Canada as a combination of
huskies, eskimos, the maple leaf, beav-
ers and the Mounted Police.

Snow,

“Crossing an international boundary
brings a host of problems. Duty on
programs and commercials i< a coms
plicated subject and an advertiser can
overpay if he doesn’t know what he's
doing.  An advertizer with a certain
color package may come into Canada
and not realize that his color is al-
ready associated with a Canadian prod-
uct. Prices often have to be different
m Canada. Chiclets sell for six cents
in Canada. not five as in the U.S. A
producer of appliances must be famil-
iar with electrical <ystem. While some
area~ are changing over to 0O-cycle
current. most of Canada is run on 25-

cycle current.

“1t should be obvious, but it some-
times isn’t, that you have to come 1o
Canadians to learn Canada.”

So far as air advertising in the Ca-

about

nadian market goes. here’s what Don.
ald Cooke, .=, vep for more than two
dozen Dominion stations. savs: “There
is no advertising medium in this coun-
try that can compare in effectiveness
and economy with Canadian radio. Ra-
dio sets-in-use have actually increas~ed
during the past five vears in the face
of conpetition by television. The ad-
vertiser mnst remember as well that
<ets-in-use in Canadian radio i~ much
higher in any given city than in com-
parable cities in this country.

*1 would suggest to American adver-
tisers that thev be sure to gear their
commercials to Canadians rather than
to subsidize his American commercial
feeling that it will “<ell”™ Canadians.
This i= just not true. The Canadian
will just not accept the hard-«ell of our

v pe of commercial.” * Ak &

SPONSOR




CANADIAN RADIO

(Continued [rom page 78)

nadian tv stations on at this time last
vear, though, of course. border Cana-
dians have been viewing U.S. televi-
sion for some years now.

A broad study of the effect of tv on
radio listening in Canada was under-
taken at the end of the last year by
Elliott-Haynes. E-H uses the telephone
coincidental technique for both radio
and tv. The firm studied its November
evening audience trends in the Toron-
to-Hamilton-Niagara area (which is
contiguous with Buffalo) from 1941
hirough 1953.

Here’s what was discovered.

For the p.etv years from 132l
through 1940 rzdio sets-in-use aver-
aged 35.6%, while for the following
six years (1947 through 1952) the
figure was 36.9. Last year the figure
was 31.6. Thus sets-in-use during No-
vember 1953 was four percentage
points below the 1941-’46 average and
five percentage points below the 1947-
52 average.

This is what was happening.

Before 1953. of every 100 homes
21% of the families were away, 43¢
were at home and not listening and
367 were at home and listening. Dur-
ing November 1953 the pattern shaped
up as follows: 14% away from home,
27% at home and not listening or
viewing, 32% at home listening to the
radio and 27% at home viewing tv.
(The tv figure is a percent of total
homes in the area, not just tv homes.)

What does this mean?

Television is building its own audi-
ence, the research firm points out. It
has recruited its audience as follows:
269 of the tv viewers are recruited
from those formerly away fromn home,
39% of the tv audience comes from
those formerly at home but not listen.
ing and only 15% come from former
radio listeners.

But—

There are more radio homes now.
In 1940 there were about 400,000 ra-
dio homes in the area measured. In
November 1953 the figure was 020.-
000, an increase of 557%.

The radio audience is actually larg-
er. The 1941-°52 sets-in-use average of
36.3 represents an average evening au-
dience of 187.000. The 1953 sets-in-
use index of 31.6 represents an aver-

age evening audience of 196,000—

which is 4.7% higher.

23 AUGUST 1954

in a RICH CANADIAN
PRIMARY MARKET

COVERAGE AREA

Population Class A Ciass A & B Cla-s A B, &}'.7
Families 300,060 | 430,0C( £37 GCO
No. of Sets (U™ 80,641 162,414 252811

" Retail Sales 28.600 37,7CC 63.000
$268.005 C00 | $499 290 CC(| $£°0 919 6o

*

oF sET
OWNERS

Effective radiated power — 117,000 watts.

For full details, rates and faciiities, contact Weed
& Company in U.S.A. and All-Canada Television in
Canada.

*From surveys by:

1. Teleratings,
Eliiott-Haynes Limited,
May 30th—June S5Sth,

1954,
2. Carrier Bey Survey—
May, 1954,

U



Almost all the audience
All the time!

SELLING and SERVING this
60 MILLION DOLLAR market
in South Eastern BRITISH
COLUMBIA

*DAYTIME 96.39% OF AUDIENCE
NIGHTTIME 89.9%, OF AUDIENCE

10,000 WATTS

* [HRST with the news
*ﬁmfwifﬁ_spom results

*ﬁmf with English

speaking
Listeners
in Canada’s

& (BS offiliats

greatest
metropolis

lopnumnlv;u
Canada

Radio Time Sales Ltd.
US.A, [

Adam ). Yeung %, Ine

The conclusion by the Elliott-Haynes
people that tv is building its own audi-
ence is borne out to a certain extent
by later figures in a study done by In-
ternational Surveys. This firm uses a
diary panel technique. The figures be.
low compare evening weekday radio
and tv audiences in the Toronto and
\lontreal areas during the first week
of May 19353 as against the same week
this vear.

First, Toronto: During the hours
from 6:00 to 11:00 p.n. radio’s <hare
of the total radio-tv audience last year
ranged from 10 to 7277,
the figures are 26 to 56°%. During
every lour, there was an increase in
tv’~ share of the audience in 1951

This year

However, a look at total radio hs-
tening gives a somewhat different pic-
ture. [From 6:00 to 8:00 there is no
change in the percent of radio homes
listening and actually a slight increase
in the total number of homes listening.
(The reason there are more homes lis-
tening is that the population is larger.)

During the following three hours the
decline in radio listening ranges from
lwo to six percentage points. The larg-
ext decrease in the radio audience came
from 9:00 to 10:00 p.m. when sets-in-
use averaged 209 for the five week-
days in 1951 as against 2677 in 1953.

In Montreal. where French audience
habits predominate. the impact of tv
has been greater. The French. appar-
ently. have carried over their love for
radio to tv. For May 19533 radio’s
share of audience in the five hours fol-
lowing 6:00 p.m. is as follows: 98, 93,
62, 70. and 567 . This year the corre-
sponding figures are 95. 63. 11. 37 and
217,

The actual radio listening homes~ in
Montreal (where 457¢ of the house-
holds have tv cets) during the same
five weekday evening hours are as
follows:

During 1933: During 1951%:

6:00 p.m. 141.000 185.000
7:00 p.m. 180.000 147.000
8:00 p.m. 151.000 106.000
9:00 p.m. 121,000 59.000
10:00 p.n. 16.000 32,000

H must be borne in mind that the
areas measured are the most heavily
~aturated tv areas in Canada. .\t pres-
ent about 207¢ of the homes in Canada
have t.

Furthermore. these figures cosver
onh evening. let’s take a look at day-
time tv. While Canadian tv ix con-
fined to the post-5:00 p.m. period.

daytime tv from Buffalo gets into To-
ronto. Though tv’s share of audience
has increased during every hour of the
afternoon in Toronto. total radio lis-
tening has actually increased during
half of the afternoon. The radio lis-
tening habit ix apparenth strongly in-
grained.

Q. What impact has tv had on
the radio industry?

A. The impact of tv on the radio in-
dustry has been greater than audience
figures warrant. There are two reasons
for this. In the first place Canadian
radio broadcasters have bheen fore
warned and prepared for their up-
coming battle with tv from watching
the U.S. experience. As a result it is
ot likely they will be aftlicted by that
temporary loss of nerve that was so
evident in U.S. radio a few yvears back.
In other words Canadian radio is
buckling down to the job of competing
with tv in many cases bhefore video
can do much damage.

In the second place cancellation of
[.S. radio network shows which are
also piped into Canada has naturally
had an effect on the programing and
sales picture in Canada. Though their
cancellation i premature or unneces-
sary ~o far as Canada is concerned
L .S, sponsors will not retain them for
Canadian audiences alone. The reason
is an economic one. Canadian subsid-
iaries normally gel a free ride on U.S.
radio network shows piped into Can-
ada so far as programing costs are
concerned. They pay onhy time costs,
They could not afford te pay L.S. pro-
gram costs, which are reasonable for
a market of 160 million persons but
not reasonable for a market of 15 mil-
lion.

As an example of how Canadian ra-
dio is following the fortunes of U.S.
radio, a representative of Horace N.
Stovin & Co.. one of the important Ca-
nadian station reps. visited New York
early this vear. He spoke to T. F.
(Tom) Flanagan. managing director
of the Station Representatives Associa
tion. George 3. Dietrich. eastern man-
ager of \BC Spot Sales. and Norman
R. Glenn. publisher of spoNsoR.

Here's what he told the Stovin sla-
tions on returning to Canada:

“To sum up the szubstance of what
we learned in New York: Radio. par-
ticularh  spot radio. is coming back
strongly. not so much in spite of s

SPONSOR




competition but because of tv comn-
petition.” The report noted the heavy
demand for daytime periods but called
attention to the fact that advertisers
are becoming more careful in their
radio buying. “To meet this chal-
lenge,” the report went on. “smart am
operators are . . . laying more stress
on the local program and activity on
behalf of the community. They are
displaying showmanship. Sales pro-
mnotion programs are becoming more
organized and more effective.”

Q. What are Canadian stations
doing to prepare for serious tv
competition in Canada?

A. Toimn Darling, general manager of
CHML, Hamilton, Ont., has been buck-
ing tv from Buffalo for four years, yet
1953 was the station’s biggest year so
far as business is concerned. He told
SPONSOR: “You can't fight tv by sav-
ing money. We are spending more
money on research, programing and
promotion. Qur program answer to tv
is block programing at night. On Mon-
day we emphasize foreign-language
programing (Hamilton, a steel city,
has substantial numbers of Italians,
Hungarians, Polish and Ukranians),
Tuesday night is talk night, Wednes-
day we have a boy-and-girl music for-
mat—and so forth.” (For further an-
swers to the question above see SPON-
SOR asks, page —.)

Allan Harnmond. manager of CFCF,
Montreal, Que., an all-English station,
said: “Tv is making radio men go back
to work. There is no evidence that
Canadian stations are showing any
fear. Ome advantage we have in Can-
ada is that there is less station compe-
tition. There are a large number of
one-station radio markets. CFCF is
devoting more time, money and per-
sonnel to newsgathering. We scooped
the world with the first official state-
ment from the Foreign Minister of
Guatemala after the invasion. Our
news editor, Sam Solomeon, spoke to
him by phone. We scooped the press
recently when Montreal police picked
up one of the quintuplets, Emilie, who
became lost in the city and from that
story we found out that another quin-
tuplet, Marie, had left the convent.”

CFCF is not alone in its emphasis
on news, which is a prime ingredient
of Canadian radio programing. CJON,
St. John’s, Newfoundland, for exam-
ple, has a larger news staff than the
two daily papers in St. John’s. The
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station has six loeal reporters plus 18
tringers in every main center, pro-
vides news every hour. 18 hours daily.

Ax a rule the continuity and news
departinents of large-market statioms
are well-stafTed,

Q. Is there a special rcason for
the emphasis on news on Canadian
radio?

A. The high percemage of small
towns in Canada  nearly half (47.87
of all Canadian radio homes are lo-
cated on farms or in cities of 10,000
and under—ueans local news cover-
age by dailv newspapers is sparse.
For example. Jack Pilling. managing
director of CIITWK, Chilliwaek, B. C.,
sayvs: “Non-metropolitan radio in B. C,
i« an exclusive proposotion. No non-
metropolitan market has more than
one station. Few of these areas have
daily newspapers, most of them bheing
served by weeklies. Consequently ra-
dio 15 the only daily medium.”

Pete McGurk, who heads up Weed's
Canadian station rep operation in the
U.S., points out: “Estimates show that
newspapers reach between 33 and 50 ¢
of the households. The newspapers are
daily and weekly. The plateau of news-
paper coverage drops sharply just out-
side the city limits for the reason that
railroad train sehedules are limited

| and transportation over the highways

| require quite a bit of time. It is esti-

| mated that the average newspaper pen-
etration is about 15 or 20 miles out-
side the city.”

CHAB, Moose Jaw. Sask.. reports
that the number of radio homes whieh
listen to it six to seven days a weck
(BBM figures) is greater than the to-
tal circulation of all daily newspapers

| in the province.

| CJAT, Trail. B. C.. shows these fig-
ures: his daytime circulation averages
more than 10,000 homes. Its night-
tinte circulation averages wmore than
8.000 homes. The dailyv newspaper
sells about 5.500 copies. Combined
weekly newspaper circulation in the
area is about 1500 copies.

The tradition of news coverage in
Canadian radio las been dramatized
In the work of CHED. Edmonton.
\lta., which came on the air early this
vear. \ few weeks after the station’s
opening. CHTED newsmen covered a
spectacular fire with their new porta-
ble tape equipment. interviewed fire-
men at the height of the blaze. As the
station deseribes it: “When the last

flame had beenn subdued. the staff ve-
turned 1o the station, picked up new
tapes and dashed off to Legal where a
gas well was burning and blowing
\\'il(l."

Q. Is there much out-of-home:
listening to Canadian radio?

A. A< in the U.S. there is no mea-
surement offered which will show how
many <ets or llow many people are
tuned in to a specific program out-of-
home.  However. Elliott-Haynes mea-
sures auto listening and listening in
public places locally by station twice
a year.

The auto listening figures use cars
on the road as a listening base. Dris.
ers in 12 key markets are questioned
as they draw up to a curb. pull inte
a parking lot or gas station. Only day-
time hours are covered and drivers are
asked about their radio listening dur-
ing the preceding half hour.

Here i< the average sets- in-use fig-
ure of cars on the road by market dur-
ing the 8:00 a.m. to 6:00 p.m. period.
in April 1954. Note the wide range:

Halifax JS 515
St. John . 41.1
Vontreal (English) 475
Vontreal t(French) 50.9
Ottawa 57.3
Toronto . 38.8
Hamilton 31.5
Winnipeg 35.9
Regina 43.9
Calgary 26.0
FEdmonton 16.6
Vancourer 19.6

Of course these figures aren’t pro-
jectable unless the number of radio-
equipped cars on the road during va-
rious hours of the day is known. E-H
tried to find an accurate way of mea-
suring traffic so that the percent of
cars on the road to the total number
of ears could be figured out and the
actual number of people listening esti-
mated. However. the firm's researeh-
ers felt there were too many variables
involved and dropped the attempt.

The E-H measurement of listening
in public places in the same 12 mar-
kets covers four Kinds of establish-
ments: soda bars. restaurants. harbers
and hairdressers. Here’s what the Jan-
uary 1954 report shows:

The percent of shops with radies
ranges from 33.9 in Vancouver to 72.7
in French Montreal. The all-day av-
erage (9:00 aam. to 6:00 p.m.) sets-in-
use ranges from 19.0 in French Mon«
treal to 71.5 in Winnipeg.

SPONSOR




Q. How many auto radios are
there in Canada?

A. In September 1953, according to
All-Canada Radio Facilities, one of
the top station reps in Canada, there
were 1,899,000 automobiles registered
in Canada. Of these, 715.000 were ra-
dio-equipped.

This is considerably less than the
percentage in the U.S. However, the
number of auto radios in Canada is in-
creasing substantially. More than half
of all autos sold since 1946 have ra-
dios. In 1952 there were 104,035 au-
to radios sold. In 1953 the figure was
182,561. During the first four months
of this year 41,078 auto radios were
sold.

An important factor in auto listen-
ing is the U.S. tourist. All-Canada Ra-
dio Facilities’ figures on the U.S. auto
tourist subject while not recent are
probably applicable today. Here’s
what they show:

In 1951 the number of U.S. auto

tourists reached a peak during July |
and August. No other months come |

close to those two summer months in
the number of U.S. auto tourists. In
July the number was 505,000 cars; in
August the figure was 525,000. Fur-
thermore, of the $258 million spent by
U.S. tourists in Canada in 1951, $151,-
600,000 was spent by those traveling
by auto.

Canadian stations are seeking to at-
tract U.S. auto listeners. CHML, Ham-
ilton, Ont., has a 3l4-hour program
every Sunday night called On the
Road; it is a potpourri of music, news
and chatter resembling the many U.S.
shows of this type. During this pro-
gram the usual local and Canadian-
slanted news format is dispensed with
in favor of news of interest to U.S.
travelers. CHML found out that the
bulk of U.S. travelers in Hamilton
come from Ohio, Pennsylvania and
New York so that, in addition to in-
ternational news, stories from those
three states get important play. The
program also presents news of traffic
conditions on the outskirts of Hamil-

ton and on the roads to Niagara Falls |

and Toronto.

Q. What are the figures on mul-
ti-set radio homes in Canada?

A. According to official government
figures as of September 1933, 2,633,
000 Canadian homes had one radio,
687,000 had two and 191,000 had three
or more. That means that 25% of the
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radio homes had two or more radios.
It is safe to assume that by this time
than one million Canadian
hoines have two or niore radios. In
addition there are a handsoine num-
ber of portables. Between 1946 and
about the end of February 1954 about
215,000 portables were sold.

more

Q. Is Canadian radio reasonable
in cost?

A. As in the U.S.. Canadian radio is
considered the chieapest way of reach-
ing the mass consumer with the excep-
tion of billboards. One of the reasons
Canadian radio is so cheap is that U.S,
subsidiaries use U.S. network
shows piped into Canada and payv only
time and line charges. However, P&G
of Canada, a big uscr of U.S. network
shows. is increasing its use of spot ra-
dio (or selective radio, as 1t is called
in Canada) becausc it has found it
comparable in cost-per-1,000 to net-
work radio. One of the economies sel-
dom pointed out about network radio
in Canada, incidentally, is the bonus
audience provided by the government’s

can

low-power relay transmitters for areas
of bad service. There is no charge for
this.

Q. Have there been any changes
in government regulations affect-
ing radio?

A. Nothing hnportant has happened
this year but the eflect of two regula-
tions changed last year by the CBC are
just beginning to he felt.

One of the changes permitted the
sale of announcements at night, or, to
be technical. no longer prohibited
them. (In Canada a 15-second an-
nounccnent is called a “flash™ and a
one-minute announcement is called a
“spot.” though the term “spot’ is often
used to refer to any kind of announce-
nient. | .

One reason for the change was the
intpending shadow of tv competition.
The CBC realized that stations would
eventually require smaller and <heaper
time periods for sale. Besides. the
CBC had been <elling announcements
at night on tv. and private station op-
erators complained that the distinetion
hetween radio and tv on this score was
illogical and unfair. Previously sta-
tions had been allowed to sell to spon-
sors only conrplete programs at uight
and all dav Sundayv. although some of
the ~hows were short enough to be tle
cquivalent of the progran: time a spon-

sor would get if he bought only one
announcement.

The sale of wighttime announce-
inents has been going briskly and many
stations are doing better than they oth-
erwise would if the prohibition hadn’t
been dropped. There is a growing use
of saturation announcement buying in
Canada. Syndicated program sales are
also showing an upbeat trend at night.
Stations are using them as participa-
tion vehicles, especially since the can-
cellation of somne nighttime network
shows have left financial gaps in their
schedules.

The other important change in reg-
ulations last year also had to do with
announcements. The CBC prohibits
more than four announcewents dur-
ing any 15-minute period and limits
the total length of these announce-
ments to three minutes. A station may,
with CBC consent, exceed these limits
with special announcement programs
providing there is a proportionate re-
duction in paid announcements during
other periods.

At first some stations thought this
meant they could sell more announce-
inents during prime time and reduce
announcements during marginal pe-
riods when there wasu't much demand
for time, anyway. However, as it
turned out, the special announcement
programs were meant to refer to the
sale of birth aud death notices by sta-
tious in areas where there is no news-
paper coverage.

CBC is now checking stations to see
whether they are remaining within the
prescribed commereial limits. It has
discovered quite a number of stations
going over the lmits. However. a CBC
spokesmau told spoxsor that most of
the violations are inild. The CBC has
no intention of adopting a get-tough
policv. “*You can catch more flies with
honev,” the CBC spokesman told sPoxN-
sor. He made clear. though. that the
stations would have to find some way
of keeping within the regulations.

Somte stations are reducing the
length of their announcenents and
keeping all their advertisers. Others
are rotating their adhvertisers on par-
ticipation shows =0 that thc sponsors
are ~pread out over the entire length of
the show rather than clustered around
one supposcdhy good period.

Q. How do government regula:
tions affect the advertiser?

A. The government, through the
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CBC, exercises wide controls over ra-
dio (as well as tv). Canada has a
half-public, half-private broadcasting
industry, somewhere in between the
British and the U.S. practice. In addi-
tion to owning 20 of the 167 comner-
cial am stations (and eight of the 10
50 kws) the CBC eontrols all network
programing on the three national radio
networks.

The three networks are Trans-Can-
ada, Dominion (both English) and the
French network. Most of the CBC sta-
tions—15 of them to be exaet—are on
the 40-odd station Trans-Canada skein,
four are on the French network and
one is on Dominion. The latter, C]BC,
Toronto, is a 50 kw and is used as a
point of origination for most Domin-
ion programs as well as a device to en-
force CBC network program control on
the all-but-one private stations on the
web.

Government policy, as interpreted
by CBC, is to provide Canadians with
a broad variety of programs to satisfy
minority as well as majority taste.
(Under such conditions, Canadian
publicly-owned radio cannot be self-
supporting and Canadians are taxed
to support CBC radio programing.)
This limits the number of programs an
advertiser interested in reaching large
numbers of people would want to
sponsor.

It is also CBC poliey to encourage
Canadian talent. An advertiser ready
to sponsor a Canadian show has a bet-
ter chance of getting network time than
one who wants to sponsor a U.S. show.
This also tends to limit advertisers.

Canadian regulations on food and
drug commercials are much stiffer than
the U.S. Food and drug eommercials
in Canada must be cleared in advance
whereas government policy in the U.S.
is to cheek after the fact. In addition
to regulations directed against mislead-
ing advertising, CBC has definite ideas
about what constitutes good taste. It
will not permit advertising of such
products as depilatories, laxatives or
deodorants on the networks or on its
stations. However, after clearance of
commereials such products are allowed
to be advertised on private stations.

Despite these policies and regula-
tions U.S. advertisers are an impor-
tant segment of Canadian air advertis-
ing and actually dominate the commer-
cial network picture.
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Q. How much commercial pro-
graming is there on Canadian ra-
dio?

A. CBC gave these figures for key
stations on each of its networks during
a sample week in March:

CBF. Montreal (French): Of the
102 broadcast hours, 32 hours and 20
minutes were sold commercially, of
which 50 minutes was loeal commer-
cial time.

CBM, Montreal (Trans-Canada) : Of
the 103 broadcast hours, 19 hours
were sold commercially, of which none
was local commercial time.

CJBC. Montreal (Dominion): Of
the 1011/ broadcast hours, 26 hours
and 20 minutes were sold commercial-
ly. half network and half loeal. It
should be pointed out that the Doniin-
ion network does not program during
the day.

As an added note on the CBM pic-
ture, CBC reported that during a sam-
ple week in January 1954 8% of the
programs carried were U.S. shows.

On a network basis the amount of
eommercial time averages about 20% .

Q. What is the public attitude
toward government ownership of
broadcasting in Canada?

A. As part of a regular survey of
public opinion on various matters, El-
liott-Haynes questions Canadians on
their attitudes toward public owner-
ship of various industries. Here are
the public's 1953 answers on owner-
ship of the broadcasting industry:

e Prefer private ownership, 69.17%.
This compares with 61.2% in 1952.

s Prefer government
13.8%. This compares with 17.2% in
1952.

e Prefer part-public and part-private
(such as now), 11.99%. This compares
with 14.49% in 1952. )

e Don’t know, 5.2%. The 1952 fig-
ure was 7.2%..

There has been a fairly steady in-
crease in the number of Canadians who
prefer private ownership of the broad-
casting industry since the war. During
the war, however, the preference for
public ownership was high and for pri-
vate ownership low. Right after the
war, Elliott-Haynes figures showed a
high percent of don’t knows.

Q. What's the trend in syndicat-
ed program sales?

A. There is a definite trend toward
the sale of announcements. While somne

ownership,

i

e

Oil rich Canadians are
Spokane’s biggest source of
bonus business (1/8th of
retail trade: Chbr. Com-
merce 1953)

KGA’s 50,000 watt signal

is the only advertising
medium that
fully serves
this rich
0 "  market.
| For That
Extra Punch
\
i \
N

KGA is the only 50,000 watt sig-
rnal between Minneapolis and the
Pacific coast.

50,000 WATTS ABC

ESTABLISHED 1926
Spokane, Washington
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stations, sucl as CJON, St Johu's,
New foundland (which receutly bought

ckaged shows from All-Canada
Radio Facilities, largest distributor of
packaged shows in the Dominion}, re-
port it's no great problem to interest
advertisers in sponsoring their own
shows, most of the recent purchases by
advertisers, especially in tv areas, ap-
pear to be announcements. Many of
the shows distributed by All-Canada.
which handles Ziv in Canada. and
S. W, Caldwell. which now distribuates
370 am Programs, are et up for an-
nonncemeut sales,

Stations are buying half-hour and
full-hour packages and programing
them as strips. The hour shows often
have room for 12 announcements.
There is also a trend toward using
packages for Dlock programiug.

The radio package business is cow-
pletely dominated by U. S.-produced
While Canadians have cowne
up with some exceitent, professionally-
produced transeribed shows, the eco-
nomic cards are stacked against a
profitable Canadian radio program iu-
dustry. s the old story of U. S. pro-
ducers aud a big market in the U.S,

shows.

By anybody’s yardstick...

MORE PEOPLE LISTEN TO

CKRC

THAN TO ANY OTHER
MANITOBA STATION

Yes, sir, no matter who measures it, day or night, year
in, year out, CKRC dominates the Manitoba scene.
And again this year, we're in there with the most
powerful schedule, of big-time programs in the area

—network, national and local. We'd like to have you

with us.

KRC
y \ U 5000 WATTS

630 KILOCYCLES

WINNIPEG

Representatives: All-Canada Radio Facilities

in U. S. A—Weed & Co. [
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CANADIAN TV
(Continued from page 81)

Haynes sets-in-use hgures for March

through June were 77.7, 74.0, 694,
08.0. This is an average for every day
in the week and from 7:00 to 10.00
p.m.

Montreal (French): Figures cover-
ing the same time and periods as those
above were 76.4, 70.0, 68.2, 065.2.

Montreal:  International  Surveys’
sets-in-use for five weckday evening
hours (6:00 to 11:00t during May

1953 and 1954 and including both

. French and English tv homes were:

In 1953 3, 14, 40, 53, 48. In 1954—
18. 50. 8
for every hour.

It should be understood that there
was more Canadian prograining in

May 1954 than during the same month
i 1953.

Q. Are U.S. tv shows popular in

| Canada?

A. They sure are. A look at ratings

lin four important market areas (To-

ronto, Montreal, Vancouver and Lon-
don) during May and June shows
practically all the top-rated shows in
Canada are U.S.-produced. The Ca-
nadians’ taste runs pretty close to that
of U.S. audiences, too.

Q. How does viewing of Canadian
tv stations compare with that of
U.S. stations in Canada?

A. As Canadian tv expands and more
programing is seen on Canadian tv
stations, Canadians are becoming more
loyal to their stations where there is
competition from the U.S. At the be-
ginning of 1953, Elliott-Haynes Tele-
ratings showed CBLT. Torouto, with
about 207 of the tv audience in com-
petition with WBEN.TV, Buffalo. By
the end of last year the figure had risen
to nearly 399%. During the first months

j of this vear CBLT continued to hold

7.
C

on to about 35% of the audience.

The magnet of U.S. television is still
strong. however. In June of this year
of the top 10 shows seen in the Toron-
to-Hamilton-Niagara area. nine were

"viewed via WBEN-TV.

Q. What is the CBC attitude to-
ward U.S. programing?

A. CBC says: “From the outset it
has heen the aim of CBC television to
present a large proportion of good

SPONSOR
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Canadian production. while bringing
into Canada some of the best prograins
from the United States and other coun-
tries as well.” In plain words, CBC
would like to have as much Canadian-
produced programing with Canadian
talent as possible. In the opinion of
private broadcasters, CBC iz now in
the position of having to swallow more
programing from the U.S, than it really
wants to.

Ahhough the consensus among ad-
vertising people is that CBC policy
toward U.S. is more lenient than it
started out to be, there is still plenty
of dissatisfaction with CBC program-
ing policy. One of the reasons Colgate,
P&G and Lever. Canadian radio’s big-
gest advertisers, are not in v vet, is
because they don't like CBC program

policy.

According to a CBC spokesman. if |

there is any impression that CBC
started out with a tough attitude to-
ward U.S. programing. the reason is
this:

“When Canadian tv first opened
up, agencies rushed to CBC. urged the
CBC to fll up the schedule with the
vast amount of U.S. programing avail-
able. Since we started out with our
own programing from scratch it would
have been very easy to do that. How-
ever, if U.S. programing was brought
in in quantity it would have been dith-
cult to push it off the schedule and if
we left it on the schedule there
wouldn’t be any available time for
Canadian programing and talent and
the kind of programing for minority
tastes that we are required by govern-
ment policy to produce.

“If there is more U.S. programing
being brought in now. the reason is
probably that there is more tv time
available.”

Much dissatisfaction seems to he
aimed at CBC’s apparent priority for
programing on the network and CBC-
owned stations. The priority is this:
Canadian live programing gets first
crack at a time period. then Canadian
film, then U.S. live, then U.S. film. [t
doesn’t always work as mechanically
as that but it obviously makes the U.S.
program syndicator low man on the
totem pole.

Canadian distributors of U.S. syndi-
cated film are hopeful, however, of
getting more business in the future.
One distributor said the percent of
U.S. live and film shows on Canadian
tv may be at a new high this fall. As
more private stations come on the air
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video advertisers  will  find  them-
selves having an easier time spotting
film shows. [Tt will be easter to get
LS. film shows on private station-
than on CBC stations.

CBC may be casing up i its filn.
policy. Stnart McKay, general man-
ager of the All-Canada radio and t
setup. said that it had screened a num-
ber of Ziv shows (which it distributes)
for the CBC and the government agen-
¢y had found them “not unacceptable.”
CBC is definitely interested in bringing
in the top U.S. tv network shows, and
Dragnet (sponsored by S. C. Johnson

and Elna) appears <et for Canadian
tv in the fall.

Q. Are advertisers interested in
Canadian tv?

A,  Despite the implications of the
foregoing paragraphs, advertisers are
flocking to get on Canadian tv. CBC tv
was practically sold out in July for the
coming fall season. Stuart McKay
told sPoNSOR last month: “A year ago
there were less than 10 clients on Ca-
nadian tv. now there are about 100.

Of course. there are more stations on
now but there is definite eagerness

KeELOWNA B.C.

e — e R
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ainong nrany advertisers to get in .

A lot of tv money that had been
floating around and couldu’t find a
port in tv has already returned to
raddio. The word “returned™ s noc
accidental since of the money
earnmrarked for tv was taken from ra-

sole

dio.

Here's some idea of what's going on
at private stations:

n Hamilton. CHCH-TV, though
caught in crossfire of v signals from
Toronto and Buffalo and though it has
been on the air only since 7 June. re-
ported in July it had more business
booked for the fall than any other pri-
vate station. Haniilton is located in the
center of the heavily-saturated
tv area in Canada. CHCH-TV breaks
down its business oun the books as fol-
lows: 60‘% national and 407 local.
In addition it has about 60 accounts in
outlying areas. The station feels its
signal gets better mileage than other
signals of comparable strength because
of the high-gain home antenna instal-
lations originally put up in Canada to
catch Buflalo.

Q. What's the size of the inter-
connected network?
A. By the end of the year, the inter-

most

-

1l

- o

5408

connected tv Canadian network will
extend from Quebec City in the east
to Windsor (across the river from De-
troit) 1 the west. About 11 or 12
stations will be linked. CBC has asked
for quotations for the cost of micro-
wave relay links to the West Coast and
to the Maritimes. There are no target
dates set
trks.
ment as yet has not appropriated the
The CBC told sroxsor that

one of the things to he settled is to

of these new
As a matter of fact, the govern-

for building

mones.

what extent advertisers will share the
transcontinental intercon-
because of
(and smaller
populationt will cost more per-1,000

fv homes than it doe< in the U.S.

()f a
nected which,
Canada’s vast distances

COst
network

Charges for the present, relatively
compact interconnected network run
to 8225 per half hour for a hookup of
eight stations. To bring in a live show
from the U.S. via the Buffalo-Toronto
link is another $72. A hookup consist:
ing of only Montreal and Toronto cost.
$96. Discounts run up to 10%.

CBC provides a kine service to its
non-connected affiliates, both public

more

national
advertisers

ISe

CKWX Vancouver
than any other
station in

British Columbia

first in Canada’s third market

C KW X o

REPS:

Weed & Company
All-Canada Radio Facilities Limited

-

SPONSOR




and private. A coasl-to-coast Canadian
tv hookup can be put together on spe-
cial oeeasions. The British Empire and
Commonwealth Games, held in Van.
couver during the first week of August,
were lelecast from CBUT, Vaneouver,
transmilted by closed cireuit across
the 1.5, from Seattle to Buflalo, where
the signal reentered Canada. Special
{acilities were constructed to link Van-
couver to Seattle.

Q. What about uhf?

A. As long as it is government poliey
to have only one station per market,
there is no need to allocate uhf chan-
nels. When tv is really opened up in
Canada, and no one knows exactly
when that will be. it is possible that uhf
stations will be licensed,

Q. What about color?

A. (Canada is watching and waiting
to see what will happen in the U.S.
There is not likely to be any color tv
in Canada until the problem of an
econormical and large enough tv tube
for home sets is solved and the present
technical logjam broken. While Cana-
da has not officially okayed any color
signal specifications, there seems every
likelihood it will go along with the

U.S. NTSC specifications.

Q. What are tv costs like?

A. For muost shows the tv cost-per-
1.000 is higher than the U.S, average.
Une ol the reasons the Big Three soap
firms are keeping away from tv is the
cosl.  Howard Whiting, manager ol
broudeast advertising and produetion
for PG of Cavada, told sPoNSOR that
while tv is becoming more attractive
m terms of cost the price is still not
justifiable. especially the cost of talent
in terms of tv homes reached. Wilf
Charland. vice president and radio-tv
director of McKim Advertising, said,
in a rough estimate, that average tv
costs-per-1.000 may go as high as three
times the U.S, average. This does not
apply ta a number of hich-rated shows

WFIL-AM-TV, Thiladelphia, recently
said the average film cost in the U.S.
is 86.27¢ of the tinme eosts.) As in the
U1.S. there is a great spread in priees.
It i= reported that S. C. Jolnson and
Elna are bringing in Dragnet to Cana-
da at 125 of the card rate in a two-
vear deal. The show is considered
first run in Canada although it has
been seen from Buffalo. Avco of Cana-
da almosl made a deal with Desilu Pro-
duetions. through its agency. E. W.
Reynolds, to bring in I Love Lucy.
Desilu was asking $500.000 for a three-
year deal involving 117 fihms. This
figure comes to about 20097 of the

card rate for about 20 stations, which
is the number the ageney expects to
be on the air by next Christmas.

The interesting part of this story is
that the deal fell through, not because
of the asking price, which is pretty
high for Canada. but because of some
internal Avco matter. If the deal had
been consummated, Avco would prob-
ably have paid less than $500,000—
perhaps $400,000 or $450,000.

Taking the 20097 of the card rate
figure, it would mean that the program
cost of I Love Lucy on Toronto, for
example would be $900. Assuming it
got a rating of 60, or the equivalent of

. CKCW Moncton, N.B.

he said, pointing to the popular French

lv  situation {‘{'III'IC{!} . La  Famille
Plouffe. which gets ratings in the 80s.

Q. What are U.5. films selling for
in Canada?

At Jl‘ll.." i]l I]:]L:' 1_.‘.5. E]rii'-{'.“ flr'r ﬁ]l“ Are
not alwayvs easy to pin down. Esti-
mates are that lhey are averaging
aboul 100% of the card rate, which
s prefty close o the US. figure,
{Roger W. Clipp, general manager of
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“Twenty years in
Community Service”

CKCW'TV Moncton, N.B.

Only centrally located tv

in the four Maritime

Provinces

On the air by December 1

“LIONEL”

Moncton Broadcasting, Ltd.

F. A. Lynds, President & Managing Director
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W homes, the progrant cost-per-
O homes would be $150 and total

Q. What should the advertiser
know about bringing syndicated
tilm into Canada?

A. Once you start crossing interna-
tional boundaries. you've got prob-
lems<. You can alwavs figure the guy
on the other side looks at things 1
little  different than you do. not to
mention the matter of customs. 1f you
hnow amvthing about Canada
and Canadian cu~toms make sure yvou
get an expert 1o handle the matter.
Caldwell. head of S, W

Caldwell, Lid.. whose husiness i= most-

A \Pann e
aon t

Spence

ly devoted to importing and distribut-
my tv and radio programing, gives a
few tips:

It is usually better to <hip the tv film
show without commercials. The value
for purposes of levying duty, accord-
ing to Canadian customs, is the fair
market value as sold in the U.S. but
not less than 8¢ a foot nor less than the
importers’ purchase price.  Normally
the film is valued at print cost since
no true or outright sale is involved,
The result i~ that customs automatically
raises the value to 8¢ a fool. A half-

It's simple

like radio. In fact, 96.6%

bour filim will cost about 330. includ-
ing all charges-.

Canadian customs= are exacting in
therr requirements and 1t i< better 1o
put too pch information on a cus-
toms hinoice than too little and have
the goods delayed.

Sinee food and drug commercials
have to be approved by the Depart-
ment of National 1lealth and Welfare,
advertisers naturally do not want to
pay duty on them and then have themn
rejected  If - film commercials  are
~hipped in labeled “FOR  REVIEW
PURPOSES ONLY™ the duty e less.
\ commercial of 100 feet of filn =0
labeled would cost $1.65 at the border.

Q. Arc there any problems in pro-
ducing tv commercials?

A. Except for a few lhep agencies and
commercial producers. there has not
been tuvo much experience with pro-
ducing live commercials in Canada.
Says Bob Reinhardt of CFPL-TV. Lon-
don:

“In most cases we are wriling the
spots because very few agencies have
writers who know anything abont 1v
production—and this i= a must. Most
~pots being turned out today are too
The picture isnt telling the

wordy.

no other medium covers Canada
of all Canadian

Because north
Radio Facilities offer advertisers a selective

Writers scem to feel that the
entire () seconds must be filled with
words.”

story,

Thiere is a brisk business in “Cana-
diamzing™  U.S. film  commercials.
This is often a matter of keeping most
of the video portion and changing the
audio portion. All-Canada Television
and 5. W, Caldwell are active in this
field, * koK

CANADIAN ROUND-UP

(Continued from page 83)

Early-morning habits
CJAT. Trail. B.C.: The station made a
~urvey of rising habits in its area, pin-
pointing about 4.000 workers or 80%
of the dav shift workers at the Con-
solidated Mining and Smelting Co.
plants at Trail and Warfield. They be-
gin work at 8:00 a.m. In a study of
five towns in the area, CJAT found out
that the number rising at 5:00 a.m.
were much larger than the number ris-
ing at G:00. even where workers were
ouly a mile or two from their plant.
As a result. CJAT moved back its sign-
on to 3:00 from 6:00 a.m. starting
last January.

f the border, All-Canada

homes are radio homes. That’s why, to sell
Canada, you must use radio.
And that’s also why, more and more adver-

tisers are selling Canadians through the versa-
tile services of All-Canada than ever before.

choice of stations. times and adjacencies in
28 kev Canadian markets.

To sell Canada vou must use radio. To sell
Canada effectively vou must use All-Canada
Radio Facilities.

CFJC —Komloaps
CKOV —Kelowno

CIAT—Trail

phone or wire:

CHWK —Chilliwock

CKPG—Prince George

CKWX —Voncouver

For complete

information, write

CKBI—Prince Albert
CKCK —Regino
CHRC—Winnipeg
CISH.F M — Homilion
CKOC—Homilton
€JCS —Strotford

CIVI—Victoria

CFAC —Colgary

CICA —Edmonton
CFGP —Gronde Prairie
€JOC —Lethbridge
CHAT—Medicine Hot

CFNB —Fredernicion
CHNS —Holifox
CILS = Yormouth
CJCB—Sydney
CJON =51 Johna's

CKSO—Sudbury
CFRB —Toronto
CFPL—Llondon

CKLW —Windsor
CFCF— Montreol
CFCY —Chorlotictown

ALL-CANADA RADIO

FACILITIES LIMITED

VANCOUVER *CALGARY *WINNIPEG+*TORONTO*MONTREAL
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Radio sells 17,000 gladiola bulbs
CFPL, London, Ont.: W. A. Jenkins
Seed Co. has a I5-minute gardening
show every Wednesday. On 2 June
the firm plugged its gladiola bulbs,
which were not moving because of the
cold, wet May and had become over-
stocked. By Saturday 13,000 of the
bulbs had been sold and the firm was
out of stock by the following Saturday.
The 15-minute show cost Jenkins $30.
At 35¢ a dozen the 17.000 hulbs sold
for $495.60.

Birth announcements program
CKOM. Sa:katoon. Sask.: The fannliar
program of birth ammouncements was
given a new twist by CKOM recently.
The new twist involves a new title—
Who's New in the Nursery: a theme
song—Desi Arnez’ “There’s a brand
new baby at our house; and a new
background — supposedly Saskatoon
Hospital but actually only sound ef-
fects. Red Alix, one of the station per-
sonalities, plays the part of the doctor
and one of the girls in the office plays
the part of the nurse. The format:
“Doctor” Alix ascends the hospital
stairs, stops at the nursery and taps at

the window to attract the nurse. She

comes to the door and the pair talk
about babies and so forth. In the back-
ground are hospital sounds.

Give-away shows perk up sales
CHUB, Nanaimo, B.C.: Burns & Co.,
Ltd., canned manufacturer.
bought a segment  of
CHUB’s show TreaSure
Che$t in January five times a week
plus a segment of the give-away show
Name the Famous on CJAV. Port Al
berni, B.C. Advertisers get a 107
discount for buying both stations. Af-
ter three months the sponsor reported
a 1009 increase in sales in the Na-
naimo area and a 75% increase in the

meat
10-minute
give-away

|

Port Alberni area. Average daily cost

on CHUB was $18.27 and on CJAV,
$12.29.

S$1200 iu furniture for $31.80
CJVI, Victoria, B.C.: Humber Bros..

furniture company, runs a regular
schedule of advertising on CJVI. Re-
cently, the firm advertised a huge ship-

ment of mattresses. Bruce Humber re- |

ported that before the first newspapers
containing his ad on the mattresses had
hit the street more than half the ship-
ment had been sold. Humber credits

. 23 AUGUST 1954

CJVI with selling more than $1200
worth of merchandise in less than 30
hours during the promotion. Time and
talent cost: $31.80.

Radio versus newspapers
CFQC. Saskatoon, Sask.: A local spon-
sor wanted to test radio, spent $49 on
CFQC and the same amount on news-
paper ads during a week’s survey last
fall. Every sale was checked to find
the source of the buying impulse. Re-
sults showed that 81.172 resulted from
the radio campaign and only $78 from
newspaper advertising. CFCQ reports.

Spends S150, gets S15,000
CIHIML, Hamilton, Ont.: Stan Rowe
Furniture Co. bought a considerable
amount of merchandise at a Toronto
furniture show and aimed to sell it
quickly. The firm spent $150 in a
three-day campaign on CIIML, from
21 through 23 January. Not only did
it scll the furniture purchased at the
show but a lot more as well. In three
days the account moved $15,000 worth
of furniture.

Auto ads are .2% of sales
CKBW, Bridgewater, N.S.: Bridgewa-

ALL-CANADA TV
Wnaps up Canada LVL package !

)

i

. . . i

is selling—and growing—in a big way. Whether B
your sales strategy is based on local markets or B
national distribution, TV is the answer, so—call your %
#

ALL-CANADA TV representative. You’ll get a

complete “one-stop service’ from planning
to screening . . . without hitch or headache.

STATIONS

A CKSO-TV—Sudbury
CHCH-TV—Hamilton

4 CKCK-TV—Regina
CHCT-TV—Calgary
CHEX-TV—Peterboro
CFPA-TV—Port Arthur

!
|
!
|
|
|
|
l
l
l
]

4 CFPL-TV—London

A CHSJ-TV—Saint John
CJCB-TV—Sydney
CKWS-TV—Kingston
CKLW-TV—Windsor

% Now in operalion

SHOWS. Proven audience-building package (TV) shows in 14 and
5 hour vehicles available at budget prices.

STUDIO TELESCRIPTIONS—currently producing outstanding
results for National Advertisers on many Canadian Stations. Yours
exclusively through All-Canada TV.

FACILITIES. Complete facilities for the production of TV com-
mercials from storyboard through to released prints.

ALL-CAYADA

TELEVISION

CANADA’'S FIRST TELEVISION SERVICE ORGANIZATION

YANCOUVER L] CALGARY L3

WINNIPEG [

TORONTO ° MONTREAL
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ter Motors, Ltd.. was new to radio and
on the station on a trial basis,
began advertising 1 February on

By the end of May the spon-
sor reported than 7070 of
were due directly to radio advertising.
No outside salesmen n~ed and
no other form of advertisine was used.
The sponsor’s ad cost was less than

“tarted

( it
LY AN R AR

his sales

woere

of his uross =ales,

Freneh listeners build own station
CFRCG. Gravelbourg. Sas<k.: “Radio sta-
tion CFRG.” <ayvs Dumont Lepage. its
manager, “was built by the 23.000 peo-

ple of French origin hiving in southern
Saskatchewan, who have contributed
8150.000 for this purpose. The sta-
tion broadcasts in the French language
only and is on the air 16 hours a day.
This station is owned and operated by
it own investors, who are alo its reg-
ular listeners.”

Station sivaps ads with stores
CFRIN, Fdmonton. Alta.: The station
scts up store displays for sponsors of
its Deteet and Collect show, a Casino-
type show in which listeners answer
riddies with proof-of-purchase and win

TOP DOG ON CANADA’S WEST COAST!
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big prizes. In exchange for premium
position in the store CFRN promotes
the program and products with an-
nouncenients naming the store in which
they are being featured. Savs station
publicity director, Isobel MecDonald,
“We feel with the high deinand for
space for competitive products we give
our sponsors a chance by exchanging
a little free advertising with the grocer
who cooperates with us.”

Canadian farmers® habits
CFAC, Calgary, Alta.: Don F, McLean,
CFAC fann director, distributed ques-
tionnaires in the station’s primary cov-
erage area. 3ased on a sample of re-
turns. here is what he found out about
when farmers get up and go to bed:
During the summer 71°7 get up be:
tween 5:00 and 6:00 a.m. and 6%
go to bed between 10:00 and 11:00
pam. During the winter 78¢ get up
between 6:30 and 7:30 a.m. and 67%
go to bed between 10:00 and 11:00
pam.

Tire firm uses 999, radio
CFCY. Charlottetown. P.E.L: OK.
Rubter Welders built a thriving tire
re-capping business within six months
putting 999 of it ad budget on radio

and al on CFCY.

Tips to U.S. advertisers
CJOY. Guelph. Ont.: W. Slatter, sta-
tion manager. passes on these lips
about Canadian radio: “Regarding Ca-
nadian radio from an American adver-
liser's standpoint. these points are
worth noting. Flashes in Canada are
only 15 seconds in duration. We re-
ceive them from the states running 20
to 30 seconds. Further. on many oc-
casions different copy should be pro-
vided to sell the Canadian market in-
«tead of just location changes on Amer-
ican copy. Canadian copy with Ca-
nadian announcers and pronunciations
might. in many instances. do a hetter

joh.”

Canadians like gnessing games
CJLS. Yarmouth, N.S.: If the popular-
ity of Casino- and Fiesta-type shows
were not enough evidence of the Ca-
nadians” fascination with guessing rid-
dles. here’s more: CJL3 ran a popular
guessing program called Professor
Ponders. One night guessing activity

SPONSOK
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reached a high point when the Yar-
mouth exchange clocked 1700 busy
signals for the radio station during the
15-minute show. (There are 2500 sub-
scribers to the exchange.) Some of the
operators became hysterical and had
to be remnoved from the board. The
telephone company pleaded with the
station, then warned. Finally, CJLS
removed the show.

Drug store Easter campaign
CJOB, Winnipeg, Man.: Harman’s
drug store reluctantly tried an Easter
campaign after a bad experience on ra-
dio some years back. The store sched-
uled 26 announcements from 10 to 17
April. An Easter jingle from the CJOB
library preceded each spot. Main item
promoted was Laura Secord candies
and store tied in to radio campaign
with counter and window displays. Re-
sult: stores sales were 10% higher than
previous year, which was a top Easter
sales year, and, for the first time in
many years, Harman’s sold out their
complete stock of Laura Secord can-
dies.

Special campaign for radio sets
CJOC, Lethbridge, Alta.: This south-
ern Alberta station runs a special
“Summertime is Radio Time” cam-
paign in May especially tailored for
clearance of radio sets. The campaign
consists of (1) a full page daily news-
paper ad for 13 davs, (2) ads in
12 weekly newspapers, (3) window

streaniers for dealers. whether or not

they participate in campaign, (4) sumn-
mertime snack recipe folders, (5) spe-
cial jingles to promote extra radios,
portables and auto radios, (6) prize
for dealer with best-dressed window
and other promotional ideas.

Radio moves rubber tires
CKY. Winnipeg. Man.: Reluctant to
believe radio could do a selling job
on automobile tires, a local firm ran a
test campaign using a daily 10-minute
newscast followed by a five-minute
sportscast. In order to determine lis-
tenership, a rubber tire ashtray was
offered. The day immediately follow-
ing the first broadcast 147 letters were
received from 14 postal divisions in
Manitoba. At the end of the first week
of sponsorship the firm reported that
the program had paid for itself in di-

(Please turn to page 142)
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IF YOU HAVE
THE GOODS

CHRE

HAS THE BUYERS

Coverage: 250,000
French radio homes.

For availabilities and rates,
write, phone or wire our
representatives:

CANADA: Jos. A. Hardy
& Co., Ltd. US.A.:
Adam J. Young Jr., Inc.

LEADER
IN EVERY SURVEY

o P gﬂ'ﬂ&‘ﬁ g TIME

o EARLY MORNING ... LATE EVENING

e CAR RADIO ° GUT OF HOME
* B.B.M.

THE SHOWMANSHIP STATION
HAMILTON — CANADA

REPRESENTATIVES:
Stephens & Towndrow, Toronto Adam J. Young Jr,, Inc,, U.S.A,

John N. Hunt Assoc., Yancouver

National Broadcast Sales, Montreal
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TV DICTIONARY

Continued from page 44)

FAST MOTION Speed the filin through
the camera in slower than the stand-
ard rate, resulting in action appcar-
ing faster than normal when the film
1s projected at the standard rate. (See
Slow Motion.)

FAT Meaning to have sure-fire jokes,
easy lines to deliver, or simple sound
efTects.

FAYORING SHOT A close shot where
two or more actors appear and one is
favored.

FCC PFederal Communications Com-
mission. Federal authority which li-
censes tv and radio stations, assigns
channels and frequencies.

FEARLESS DOLLY Flexible motion-
picture hcom-type dolly, offering lim-
ited elevation of camera on short
boom. A trade name.

FEDERAL TRADE COMMISSION A gov-
ernmental agency appointed by the
President to prevent unfair methods
of commerce, to aid in enforcing anti-
trust laws and to investigate business
practice and management.

FEED To transmit a tv show Lo sta-
tions or groups of stations.

FEED BACK The squeal or howl re-
sulting from accidentally closing the
inbound and outbound ends of an elec-
trical circuit, or from an improper
inike setup.

FIDELITY The exactness with which a
television or radio transmission system
reproduces sound or picture on the
receiver.

FIELD
or sccne covered by the camera as seen
on the receiver tube. depending on the
type of lens and distance of the cam-

(1) Program-wise: Area of set

era from the scene. (2) Refers to one
set of scanning lines making up a part
of the final picture. In precsent stand-
ards pictures are transmitted in two
fields of alternating lines which are
interlaced to form a 525-line picture
at the rate of 30 complete pictures or
frames per second.
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FIELD PICKUP or REMOTE The trans-
mission of out-of-studio events by a
mobile unit and cameras. (See Memo.)

FIELD SEQUENTIAL SYSTEM The in-
compatiblc or non-compatible color tv
system originally approved in 1950 by
the FCC. Rejected later for the Com-
patible color systcm. (See special Col-
or Section.)

FILL Cue to insert added material.

FILLER LIGHTS, FILL LIGHTS, FILL INS
or FILLS Subsidiary lights used to fill
in shadows; lights to build up shadow
illumination. Ratio of key light to
filler light establishes the lighting con-
trast of a scene.

FILL-IN LIGHT Spots or lights used to
soften shadows; about half the inten-
sity of the main or key light.

FILM (1) A flexible transparent sup-
port coated with a light sensitive emul-
sion. (2) A processed strip of such
material containing a series of photo-
graphic images. (3) A motion picture.

FILM BIN Large container used for
unrolling film while cleaning or edit-
ing.

FILM CAMERA CHAIN Complete se-
ries of equipment used to present
films on television, consisting of icono-
scope camera, camera control and
shading desk and one or more projec-
tors. Frequently a slide projector is
mounted beside the film projector so
that station announcement slides may
be shown over same circuit.

FILM CEMENT Solution of acetone or
acetate painted on scraped celluloid to
join two sections of film.

FILM CLIP A film sequence inserted
into a live telecast or integrated with
live action. Or a short length of film
cut from a longer sequence. Also stock-
shot, or library shot.

FILM COLOR
tion.)

(See special Color Sec-

FILM COMMERCIAL Advertising mes-
sage placed on film for projection over
the film facilities of television station.
(See SAG Rates.)

FILM CUE Perforation in film to in-
dicate a time remaining.

FILM HORSE Shaped like a towel
horse; on its horizontal bars are head-
less nails for hanging film while edit-
ing.

FILM GATE Opening in front of pro-
jector or camera lens across which the
scene or film passes as it is exposed or
telecast. Also called picture gate.

FILM INFORMATION Sixteen mm
films: 40 frames in each 16 mm foot
of film (1440 frames per minute of
film). Projection time at sound speed

for this is slightly over one and a quar-
ter seconds. No scene should be short-
er than a foot unless for special ef-
fects. Photograph and project at 24
feet per minute or 16 frames per sec--
ond. To figure film footage for titles,
allow one word per 12 frames or pic-
tures. Average length for fades 48
frames or pictures; allow 48 frames
for lap dissolves. Takes three minutes
to warm up 16 mm projector. Eight-
second roll cues are necessary on 16
mm sound film. Average word allow-
ance for non-technical subjects on
16 mm film is four words per foot.
Voice must be two seconds shorter
than the action.

FILM STRIP A sequence of several 35
mm frames shown individually. .Also
called slides.

FILTER A sound effect used to give a
voice or sound a quality different from
the normal studio sound, such as a
voice heard from a distance, over a
telephone, or the sound of a radio.

FILTER MIKE Microphone rigged to
give special effect of voice coming
through telephone receiver or other
varied effects.

FILTERS Tv lens filters used to elimi-
nate or reduce glare, or a portion of
light spectrum.

FINDER A camera device, adjustible
while the film is being exposed, to
show what field the lens is cutting.

FIRE UP Direction to film man to
warm up projector. Takes approxi-
mately three minutes for 16 mm, five
minutes for a 35 mm. An eight-second
roll cue is necessary on 16 mm sound
film. Faster roll cues are possible on
35 mm sound and all silent film.

FIRST-GENERATION DUPE A reverse
print made from a reverse original,
used to produce other prints known as
second-generation dupes.

FISH BOWL The clients’ observation
booth with tv monitors sometimes
overlooking the tv studio.

FISH HIM OUT Slang for send the
boom down to pick up sound, but don’t
get boom or mike in picture.

FIXATION Directing and focusing the
eye or both eyes upon a certain point.

FIXED INSTALLATION Permanent set
such as kitchen, newsroom.

(Please turn to page 114)
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EVERYONE AT WDAY-TV

WDAY-TV IS THE

ONLY 1V STATION

WITHIN 50 MILES
OF FARGO!

I A e
AR B S
L6 ST

23 AUGUST 1954

Ordinarily you catch us billing and
cooing with the Tax Assessor about as
often as you see us playing around with
a bunch of wildcats. . . .

This year it’s different. In May we
asked the City Assessor if he could
check Fargo’s Personal Property Tax
rolls and tell us the number of tele-
vision sets in Fargo. Nobody lies to
increase his taxes! And 65.5% of all
Fargo families told the Assessor they

LOVES THE TAX ASSESSOR!

own television sets! And remember,
that was back in Mav, 1954—Iless than
a year after we went on the air!

We do a pretty fancy job in the rest of
our coverage area, too. Twenty miles
from Fargo the TV saturation is 52%
fifty miles away it’s 28%—and seventy
miles away it’s almost 20%!

Ask Free & Peters for all the facts on
WDAY-TV-—the only TV station in the
rich Red River Valley.

WDAY-TV

FARGO, N. D. « CHANNEL 6

Affiliated with NBC e CBS e ABC
FREE & PETERS, INC,, Exclusive National Representatives
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here's a king size market

The tobacco industry is ‘king size’ in the Prosperous Piedmont.
Planter and producer combine to make the Piedmont section of North
Carolina and Virginia the world’s largest producer of tobacco and tobacco
products.

Payrolls are ‘king size’ too. The 1,700,000 people reached by
WEMY-TV spend two billion dollars each year. They make up a lucra-
tive agricultural-industrial region that is one of the top television markets
in the nation. Only WFMY-TV reaches this entire Prosperous Piedmont.

To get ‘king size’ sales in this ‘king size’ market, call your H-R-P

man today.
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NOW.. WEAA-TV in Dallac ic the

MOST POWERFUL

P e

“~

TV STATION

IN ALL TEXAS!

Now . .. with 274,000 watts video effective
radiated power* . . . WFAA-TV is the most powerful VHF
station in the Southwest —including Texas,

/Nluhomu, Arkansas, Louisiana and New Mexico!
o W *Effective Sept. 26, 1954

= This means 69% greater grade A coverage —
and adds half a million people to WFAA-TV’s grade A
contour! It means greater penetration
. of the 29-county WFAA-TV M\arket — the largest
= _/‘J concentration of population, wealth and
_—+ .~ television homes in Texas! And it mcans a

= N

greater response from vour advertising

o — presented on WFAA-TV!

SjRVING 398,000 TV HOMES
(WFAA.TV Research Dept., July 1, 1954)

o

RALPH NIMMONS, Station Manager J ; A 7 3
EDWARD PETRY & CO., National Representative f . .=

Television Service of The Dallos Morning News a D A L L A S

NBC - ABC - DUMONT

SOON...cven GREATER corvice
for Texac GREATEST Marker .

Now under construction — WFAA-TV’s new 1,521-
foot tower which will blanket the greater DALLAS-Ft. Worth

market area with 316,000 watts. Commg SOON!

N B C .
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FIXING Proccss of removing residual
silver halides from a developed film to
render the image permanent. In the
proc of fixation, films are treatcd
to preserve and harden this image.

The publicity writer for tv
show.

FLACK
talent.

FLAG A small Gobo. (See Gobo.)

FELANGE A spool reel with both sides
omitted so the film tusually commer-
cials) wound on it may be rcmoved in
a roll for storage.

FLARE Bright rcflection flashing as a
light from a mirror, usually from shiny
appliances. Picked up by camera, flare
usually creates an unwanted blacked-
out splotch in the picture. Can be
eliminated cither by powdering or wax-
ing appliance and sometimes by chang-
ing the angle of shooting.

FLASH An extremely short tv scene.

FLASH BACK Or cutback or extract
from earlicr action. To return to a
previously shown action.

FLAT (1) Lack of contrast in a tv
picture or telecast film. (2) A board
or other surface used in set construc-
tion: also referred to as a two-fold or
three-fold flat depending on the num-
ber of folding wings on it.

FLAT LIGHTING Lighting a scene or
set with over-all brightness which does
not provide any highlights or contrast
or modeling of the stage or actors.
Usually poor technique.

FLAT-PAINTED Lettering or artwork
to be used, that is, not cutout or in
relicf.

FLICK Page-turning method of
change-over from one Balop to an-
other.

FLICKER Fluctuations in the over-all

brightness of pictures. Not encoun-
tered in normal television operations.

FLIES Space above the studio or stage
cxtending from the top of the setting
to the roof, housing the grid, flying
apparatus, stationary drop mikes and
lights.

FLIP Command to turn to next card
on casel shots.

FLIPOYER WIPE A wipe in which the
image appcars to turn over, revealing
another iinage on the *“back.” the axis
of rotation being either vertical or
horizontal.

FLIP-STAND A rack for holding a se-
rics of cards, titles or photographs
which can be shown in scqucnce by
cither flipping them forward thus ex-
posing the tcxt under card. or drop-
ping each card down in sequcnce after
in has bcen scen. Anothcr method is
to have the cards “pulled” or rcmoved

114

by hand from thc stack. If a cover or
hood is placed over the flip-stand to
control the amount of light it is some-
times called a “hod.”

FLOAT Movable painted or wall-pa-
pered flat separated from the main set.
provided by the art director to match
with the other walls of the set. Also
called a floater.

FLOOD or SCOOP Any light usecd to
illuminate wide areas, usually a kleig
light or 5 kw.

FLOOD LIGHTING Focusing full bril-
liance of ceiling and spotlights on
scene. A lighting similar to flat light-
ing where flatness of light is not sup-
posed to spoil detail.

FLOOR Word refering to the studio,
as, the floor of the studio or stage.

FLOOR MANAGER or STAGE MANAGER
Director’s link with talent during
show. Official on the floor of the tele-
vision studio who, under the eye of the
director, supervises production while a
program is telecast and relays direc-
tions to various personnel.

FLOOR PLAN Scaled print or plan of
studio or stage upon which are marked
the location of walls, settings, door-
ways, sound effects, working areas.
This floor plan is a prerequisite to all
developments and is used by the pro-
ducer-director to plot action, camera
shots and business prior to rehearsals
in the actual setting.

FLUFF or BEARD Any mistake. action,
word or phrase accidentally included
or in any way distort>d. resulting in
an imperfect sound or picture.

FILM LIBRARY Organized body of film
possessed by a station, correlated by a
reference and cross-index system.

FILM LOOP A short piece of motion
picture film spliced end to end to form
a loop which is threaded on a projector
and run continuously during a show so
it can be brought into the picture se-
quence as desired. Usually used to es-
tablish locale or maintain montage ef-
fect. Also called a cyclic film.

FILM PICKUP Electronic transmission
of motion pictures from 16 or 35 mmn
films by Imeans of television.

FILM PROCESSING (1) The negative
in the camera which when developed
is called the master or original. (2) A
master copy of the original is used for
making other prints since the master
is valuable and impossible to replace.
(3) Work print used with the copy
negative for cutting and editing and
for scoring the picture with music or
sound.

FILM SEQUENCE (1) ‘That portion of
a telecast made up of various motion-
picture scenes. (2) In motion pictures
the relation of various views of a scene
which build into an incident climax.

SINGLE SYSTEM Sound is piped inte
the camera and is recorded on the
same film as the image. (See Double
System.).

FLUORESCENT BANKS A type of “cold”
ligcht used in the television studio for
flat or fill light.

FLUORESCENT LIGHT Mercury-vapor
tubes coated inside with one of a num-
ber of materials which fluoresce or
glow when exposed to the discharge
inside a mercury-vapor tube. Used in
tv as flat fill or balancing light.

FLUTTERING Unsteady images on
filmed show usually caused by buckled
film in projector of poorly developed
print.

FLY To pull above the set the lights,
scenery or properties in order to facili-
tate camera shots, shifting or storage.

FLY IT Any suspended microphdne or
drop.

FM—FREQUENCY MODULATION Oppo
site of am on radio sound; way O
combining the sound with the vide
carrier wave. The sound part of tele
vision is carried on fm; when use
properly fm has less static and ca
transmit a greater (wider) audio ban

than am. (See Band.)
F NUMBER A number denoting t
geometrical determination of le

speed. Determined by dividing the fo-
cal length of the lens by its effective
aperature.

FOCAL LENGTH The distance of the
focus from the surface of a lens from
its optical center. The greater the fo-
cal length of a lens, the greater its
telescopic quality.

FOCUS The point where the rays of
light passing through a lens meet and
form an image. In tv, focus is accom-
plished electrically within the camera
as well as with the lens which is in
front of the camera tube.

FOCUSING BOARD Board with differ-
ent sizes of type on it, held a certaiq
distance from the camera so the cam-
cra focus can be checked. b

FOGGING Density on film caused
chemically or by improper exposure to
air or light outside the camera.

(To be continned i next issue)
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A la carte

! Think of the range of choice film offers. For with film
_ you can select clips from libraries containing millions of feet. And film clips
A || wisely inserted, help change pace, set new scenes without expensive
" [ location shots . . . thereby help spark “live” shows, help cut
‘ costs everywhere. They are available on nearly every
conceivable subject through commercial film libraries

...and made on EASTMAN FILM.

s

For complete information, write to:
Motion Picture Film Department

Eastman Kodak Company
Roche.ste_r 4, N.Y.

East Caast Divlslon g
342 Madison Avenve
New York I7, N.Y.

West Caast Division .
6706 Santa Monica Blvd.
Hollywood 38, Califarnia

Midwest Division §
137 North Wabash Avenus
Chicaga 2, lllincis -

I

Agents for the diﬂribuﬁqn an_*g
Eastman Prafessional Motian Piclure
Films y

W. J. German, In¢c. I
| Fort Lee, N. J.; Chicaga, Il.; I
Hollywood, Calif.




The superior

QUALITY CONTROL consistently maintained
by MOVIELAB on all film processing assignments has earned
it the jealously-guarded reputation of being the “QUALITY
LABORATORY” in the east.

More producers, cameramen and technicians throughout
the east put their trust into Movielab’s “KNOW-HOW" and
“personalized service’ than any other.

Get to know Movielab—for this is the standard by which
all film processing is judged.

-

rr—

VICES
cK SER
c\© v

‘rounp s

Negative Developing
af Ultra Violet and Flash Patch Printing
Quality Control
16 mm and 35 mm Releose Printing

Title Department

25 Cutting and Editing Rooms

First Print Department

for color it's.....

MOVIELAB FILM LABORATORIES, INC.
619 West 54th Street, New York 19, N. Y.  JUdson 6-0360

Tve FORMED

(Continued [rom page 391

McCollough, of the Steinman Sta-
tions who is chairman of the NARTB
tv board and Richard A. Moore, of
RTTV. Los Angeles, acting chairman
of the TvAB. Others at the meeting:
Campbell  Arnoux. WTAR-TV. Nor-
folk, Va.: Kenneth L. Carter. WAAM,
Baltimore: Roger W. Clipp. WFIL-TV.
Philadelphia: Merle 3. Jones. CBS: L.
H. Rogers. WSAZ-TV. Huntington. W.
Va: W. D Rogers Jr.. KDUB-TV,
Lubbock. Tex.; Henry W. Slavick.
WMCT, Memphis: George B. Storer

Jr.. Storer Broadeasting Co.

The committee will meet again in
Chicago 30 August where it will begin
to function as the temporary hoard ¢f
directors of TvB.  It's expected by
that time that the merger agreement

will have been ratified by the NARTB's

television loard of directors and theé

executive committee of the TvAB.
High up in priority for the TvB
board is selection of a top indu-try
leader as president. Salary will fall in
the £35-850,000 range. The first vear's
budget will be about $400,000. hased
on dues from the 183 stations which
have already indicated they will he-
come members.  Stations  will pay
monthly dues based on their highest
pul lished quarter-hour
rates.

non-network

are eligible for active membership but
basis for network dues had not heen
sel al SPONSOR’s presstime. Associate
membership will be available to repre-
sentatives and others to he decided on
by the hoard.

TvB will seek 1o promote teleri-
sion among advertisers and agencies
through a broad variety of =selling
methods. In the process it will prob-
ably serve admen as a clearing house
which they can turn to for tv facts.
As Dblueprinted now TvB will:

1. Build a tv presentation covering
the advantages of all forms of televi-
~sion and distribute it to advertisers.
agenucies and trade associations as well
as it~ own membership.

2, Assemble and distribute facts ard
figures on television’s impact. includ-
ing local. regional and national spot
case istories.

3. llold regional clinics for adver:
tisers and agencies.

1. Vlake personal presentations to
This will in-

agencies and advertisers.

SPONSOR

Both tv stations and networks

E e e v
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Got something

.. . tell it where they’re waiting for you!

WHAM-TV’s long-established, LOCAL PROGRAM audiences, WIHAM-TV’s live
cameras, ample studios, and seasoned staff (we started in "49') offer participation sponsors
the best facilities and best local programming in Rochester. If you want to tap a Number
One Test Market with the magic of local-show loyalty, buy the station that offers you the
most for your advertising dollar. '

MATINEE FEATURE MOVIES
For example: 1:30—3:00 P.M. DAILY

The dominant daytime atiraction in
Rochester TV, with ARB ratings from
12.2 up to 21.1. Participation minutes,
live or film, 260.00 less discounts. For
more information, call the nearest office

of HOLLINGBERY.

“‘ HAM 'T ~ ROCHESTER, N. Y.’s FIRST STATION
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clude svparate presentabions for <pot

or networ
Manmtam contact with trade as-
- ,ll;1)|l\ Lo "",lll('i(' l(';"\ i.‘;l)”.

0. ~ech ont aud sell advertisers not
1 l(*|(*\ Is1tny,
Make speeches and other staged
demonstrations of tv's ellectiyeness.
Condnct divect mail campaigns to
industries.
TvB will

vartety of <elhing aids tneluding a reg-

alvo eive it~ members a

wlar mailing providing sales ideas; re-

gional workshop meetings: a television
a card
file of co-op arrangement~ and dealer

sales manual for local ~elling:

allowances of national advertiser~; a
training course for televi-ion salesinen.

The Tyl will work closely with an-
other new television project emerging
mder NARTB sponsorship. This is the
CTACH.

"urpose of TAC i~ to provide a na-

lelevision  \udit Circulation
tional survey of television et~ and sta-
circulation.  Like TV the
countiug bodv will be independent of
NARTBE. Figurves it provides will be

tion “el-

KFYR-tv is now tansmilling to an even

grester portion of the heart of the rich

. Midwest market with 100,000 watts
maximum power. A 100 mile signa‘
radius with a coverage ares of 38,500
square miles. Let K%YR-(V {call letters
familiar from over 30 years of outstand-
ing radio programming) show you how
to increase the power of your sales
message to this booming Midwest
market,

® Represented by JOHN BLAIR
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KFYR...

BISMARCK, NO. DAK.

an itmportant part of TvB promotion
though the two will probably function
a~ ~eparate orgamzations. TAC hired
Politz recently 1o make a preliminary
study of circulation measurement tech-
niques. An actual national set count
may come by next spring.

\ periodic census of television sets
was high up on the list of data adnen
told spoxsor they would like to see
furnished  to
TvAB'«

nounced  this <pring.

them by thre industry

when formation was an-
Other projects
which admen hoped to sec the indus-

trv work out include:

e Nome nmeans of furnishing data on
dollars expended in spot televi<ion.
There is at present no industry source
of dollar expenditure figures in spot
television tor spot radior. A private
service. N. C. Rorabaugh, furnishes

»

* * * * & * *

selt i~ clear that the andicnce has no
determined point of view on program«
except that they <hall he well done and
pleasing. It reposes complete  confr-
dence in the stations it favors and that
confidence is based upon the realization
tlrat if certain programs fail to please.
other programs 1hat A1l the needs of
the momeut may be easily fouud by
twisting a dial. The audience trust-
broadeasters to think for it: it has dem-
oustrated it~ complete sati~faction with
broadeasting as it is. for over 30 years,
and it has resisted every effort of those
who insist that some other system would
Iic more sati~factory.**
CARL HAVERLIN
President

BMI, Newe York

* * * * * * * *

dollar fizures on spot tv expenditures
on a special subscription basis cover-
ing products of the major ~oap com-
panies.

¢ Special audience data which pro-
vides breakdowns by sex. age. socio-
economic status,

¢ \ tool which could be used for rap-
id estimates of =pot television costs,
e\ movement to standardize televi-
sion rate cards to make buyving <im-
pler.

Adineir. of course. ave amxious 1o
set a= much help as they can from the
industiy as quickly as possible.  But
the actual number of projects which
TvB can embark upon at onece i~ lim-
ited by the need to put together a fune-
tioning organization. \t least ~ame ol
the aids admen waut. however. should
be hitting the mail boxes late this fall

and winter. * & &
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: OL"-TVGIVES You
INCOLN-LAND-

Nebraska’s Other Big Market!

The map below shows Lincoln-Land — 34 counties
with 182,982 families. (The city population of Lin-
coln is more than 100,000 people —in the same
bracket with Topeka, Kan.; Lancaster, Pa.; Columbia,
S. C.; or Madison, Wis.)

Actually, the KOLN-TV tower is 75 miles from
Omaha; Lincoln is 58 miles. With our 1000-foot
tower and 316,000 watts on Channel 10, KOLN.TV
reaches over 100,000 families who cannot be dupli-
cated by any other station.

g@g

g
7
J
\
;
7 CHANNEL 10
— : 316,000 WATTS

N ij

'€ N \\
2N
RoY

e DUMONTYT

WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS-KALAMAZOO

Te a%/}’(!l Slalions :‘E |
Y=

WJEF — GRAND RAPIDS

WJEF-FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOLN.TY — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA, ILLINOIS

Avery-Knodel, Inc.
Exclusive National Representatives

i

LINCOLN-

‘. -
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shootinqg fish
in @ barrel

"How can you miss?”’ With coverage that
reaches 429,000 families and a phenome-
nal share of audience, established VHF
WTAR-TV not only blankets America’s 25th
market, but the eastern half of Virginia (in-
cluding Richmond) and all of northeastern
North Carolina. Selling in America’s Miracle
Market gets to be more of “a snap” every-
day.

'Y & CO INC

b Sl inericas Yoracle Warket™

channel 3
NORFOLK

RADIO IS S.S.S. TONIC

(Continued from page 35)

ic users brought to light that “the ton-
ic market was more general than one
would suppose,” in Tad Mower's
words.

Another finding of the survey was
that most of the tonic users stated that
they were prompted to buy the medi-
cines via hearing commercials for them
on the radio. Here was a clear, un-
mistakable indication of the path S.S.S,
would do well to follow. Not only was
radio the chief motivator of tonic buy-
ers, but it so happened that the market
areas pointed out by Nielsen as being
the company’s best bets could easily
be reached by radio.

So the company and agency Henry J.
Kaufman took $1.000 and invested it in
an initial radio test in the state of
Virginia. Results were that sales went
up in Virginia while they continued
downward in the rest of the country.
This was conclusive enough for the
sponsor and it was radio full steam
ahead. (In addition, Lamar Swift, who
previously had been in the theatre
business for a number of years, re-
called that he had used radio to draw
patrons to movie houses at one time.
Why couldnt it sell S.8.S., too. he
reasoned.)

The firm then launched schedules an
about 70 selected stations in the South.
It moved with especially heavy cam-
paigns into markets where Hadacol
had made its splash and gone on. It
gradually expanded to other stations
around the country. concentrating
chiefly in its best “potential” areas.

It worked out a time buying strategy
like this: It bought schedules on large
power stations to get over-all, blanket
coverage of a market. It selected lo:
cal stations of a more specialized na-
ture to reach specific segments of the
population known to be tonic users:
the Negro market. the rural market and
special national groups in the larger
cities such as Latin Americans.

Commercials used are almost exclu:
sively one-minute announcements. inosl
of them tran-cribed. Live copy. how:
ever. i= employed in foreign language
pitches and on a few “personality”-type
participation shows. The company likes
personality shows because they “seem
to have a loval local listenership,” finds
thev are particularly effective when
trving to reach the Negro or Latin
American markets. In some cases. the

SPONSOR
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higher tower

higher power

WFBM-TV

g 23 AUGUST 1954




personality delivers the announcement
veo nnothers e may tag the transerip-
S tonnie is for the “blood. appe-
tite and <stomach.™ as the Talel on the
bottle mmounces,  \ typical one-min-
ute connnercial runs e part:
“Did you ever stop and wonder why

<ome folhs feel weaderful, full of life

while others just never <eenr np Lo

par?  That's because there are 1oo
nany people in this world suffering
from iron deficiency anemia. They
just drag  arowd.  Thevire  listless.

tired all the time. dont get the nrost
out of life. What they dearlv need s
S~ Tonie . Anier
Yes. Three-S Tonie
ontains {resh. natural voots plus need-
ed iron that actoally builds rich red
blood. S.5.50 Touie will also perk up
vour appetite. H you lack pep and en-

< = favorite for

mer 125 vears,

ergy due to an iron deficiency anemia.
dan’t delav! Start taking 8550 Tonic
todav. . . .7

\~ for competition. .55 states that

it does have “many small competitors

in various parts of the country.” These.
intere~tingh  enough.  depend almost

exclusively on radio for their results.

MAIL = SURVEYS

firtmn. Wheénr Hadacol made

its razzle-dazzle appearance a few years

~dy - the

ago. it too. emploved radio announce-

ments in heavy =aturation  to soften

up new markets.

SN says that 1ts tonie has been a
standard tewnr among wholesale drug-
aists for over a century. boasts that it
“Famtly favorite for
Today 1t i~ sold

has runhed ax a
mver 125 years.”
95 of the drug stores in the nation.

o3, radio  announcements.  as
aforementioned. are aired on an all
vear-round  basis. while newspapers
are used seasonally in the <pring and
the fall to bolster adverti~sing support
during these peak sales periods. The
firmt limited  =chedules in
farm niagazines and drug trade niag-

also runs
azines. uses almanacs quite extensively
to reach the rural population,

Happy with il air experietice thus
far. the company is ('urrcnll) testing
v with a view to future use of the
medium. Tests are taking place in
Johnstown and Harrisburg. Pa.. results
will be compared with «ales resulls
throughout the Middle Atlantic terri-
tory. .55, tablets share equally in

the ad plans with the tonic. ik

YOGURT

(Continued from page 41

foreign-born population and those in
area~ where people weve well 1raveled.
Both reasoned Zlowe. would
llave caten vogurt in Europe (where
I's a~ cormon as ice creamt}.

groups.

Just getting a ~tore to stock yogurt
in those days was a tough proposition.
The stores< that did stock it. however.
~old it. Dannon <tarted compiling sue-
cess stories from various small stores
and delicatessens, Then a Dannon
salesman would call on the manager of
a chain store located near one of the
independent~. He'd point out how the
chain’s competitor across the street wa-
<elling vogurt and usually end up writ-
g an order for the chain store. When
several stores in a chain would be car-
rving vogurt. the salesman would make
a pitch 1o the chain’s buver. urging
that he stock Damnon in all the stores.

By the end of Dannon’s first vear.
two chains were stocking yogurt
Gristede and Bohack.

A dent had been made in the New
York market. Now to move fast
quickly to build demand. to increase

“Uncle Tom” Chase’s Trail Time _ i
is First in the Omaha Area! A \
Jx i
33,628 Letters Poured into Trail Time { :
{June 1, 1953-June 1, 1954) / !
This tremendous mail pull is only one indication of Trail : L 5 x .
Time's popularity. = T U~
LOOK AT THE RATINGS 5. ASEFIWELN
Trail Time  Other Sta. ﬁ/rl 0 1IN
Pulse—May 1954 ... ........ .....13.4 7.2 — - L |
Hooper—April 1954 ... ...........13 9 &\ % ! HERR
American Research P’ : 8 9 ..
Z  Bureau—Feb. 1954 ............ .16 10.6 ) =
F READERS OF TV GUIDE RECENTLY VOTED TOM THE MOST POPULAR &'
7 TV PERSONALITY IN THIS AREA. ‘

7 Trail Time can boost YOUR sales. Conlacl your Blair TV man or L
WOW-.TV sales manager, Fred Ebener. ’

LETTERS POURED
IN TO TRAIL TIME

OMAHA * MAX. POWER® DUMONT « NBC-TV Aff. {JUNE 1, 1953—JUNE [, 19541

A MEREDITH STATION — BLAIR TV, Rep.

Alfiliated wilh *“Beller Homes & Gardens’" and “"Successlul Farming™ Magazines.
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122



personalities build
zr LOYA

WLS has long been noted for its station
personality — and for the personalities
on the station. One of those who is
helping to build that reputation is . . .

WOODY MERCER

Woody Mercer is one of the newer members of the WLS
staff. But he's quickly proved his right to a top spot in a Star
Studded group of National Barn Dance entertainers.

Another native Arizona ranch boy, where he learned to sing
in the natural style of the west, and the composer of some one
hundred songs, Woody has been an immediate hit with WLS
listeners. For instance:

This summer he's been featured on an hour
long, Monday thru Friday afternoon program.
In three of the four quarter-hour periods, he’s
first in listenership in the Nielsen Chicago area
according to the latest NRI report.

In Woody Mercer, WLS has another star in the high tra-
dition of the great personalities who have built WLS listener
loyalty. A fine talent, an easy, casual manner, a genuine liking
for people, combined with the sincerity that characterizes all
WLS personalities, have already won for him the audience
confidence and loyalty that always means Reswuits for WLS
advertisers.

LISTENER LOYALTY
PREDICATES
ADVERTISING RESULTS

CHICAGO 7
4

CLEAR CHANNEL HOME OF THE NATIONAL BARH DANCE
o

h, 890 KILOCYCLES » 50,000 WATTS - ABC NETWORK

SEE YOUR JOHN BLAIR MAN




in LOS
ANGELES

TOPS EVERY
OTHER SHOW
oN AL 7/ GHANNELS

(9:30 to 6 P. M. - KNXT-CBS)
ARB-]!II.Y "4

z‘mfm

TEI.EVI SION corrorarion
NEW YORK: HOLLYWOOD:

1560 Broadway 4376 Sunset Drive
Plaze 7-3070 NOrmandy 2.9181

CHICAGO: ¥3usi %753
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| question:

distribution. to get Dannon into more
super markets. into more chaims

People who already kuew about yo-
gurt, people who had caten it in Europe
were buving Dannon Yogurt. The big
W hom should Dannon try to
sell next? The answer: Food faddists.
People who were interested in nutri-
tion. People on diets.

Reaching this next group wasi't too
hard. Dannon bought participations on
The McCann Pure Food !Hour on
WOR. Thus it was: that radio got
Dannow’s first advertising moneyv ap-
propriated for any medium, outside
the p-o-p advertising of the previous
year. For Dannon’s second year heavy
p-o-p promotion was continued. And.
just as it does today. the McCann radio
show was tied in with p-o-p material.

The Zlowe Agency could have sought
out a sophistieated audience eager to

try something new, exotic. But by
using the McCann program, Dannon

Yogurt was introdueced to a group of
radio listeners who would be delighted
to try a new food. The resulting sales
records proved Zlowe’s media selection
was smart.

McCann’s program served another
purpose, though. It helped Dannon get
better distribution. Now Dannon sales-
men had something concrete to show
store owners reticent to take on the
vogurt line. Grocers knew that Mec-
Cann and certain other food commen-
tators had a hard core of fans who
would buy whatever was recommended.

Not long after buying participations
on the McCann program Dannon also
picked up announcements on Mary
Margaret McBride’s  program  (on
WIZ. now WABC) and on WQXR.

['p to this point in the history of
vogurt. part of the food’s charm had
been its tart. tangy taste. Tartness is
favored by Europeans. who frequently
prefer a tart dessert rather than a
sweet dessert. Yet Danon knew that
many Americans would become more
enthusiastic about vogurt if it were
sweetened. By 1915 the first batch of
sweetened yvognrt was ready. It con-
tained pure strawberry preserves and
was an immediate hit (it's still popu-
lar). Production of plain yvogurt, of
course. continued.

By the end of the war. Dannon found
requests for yogurt coming from well
bevond the New York wmetropolitan
area. The demand had been generated
by the far-reaching radio announce-

ients. Yet Dannon’s New York distri-

~in SAN |
FRANCISCO

TOPS ALL MULTI-
- WEEKLY SHOWS

Regardless of Day, Hour
or Type of Program
(5-5:30 P. M. - KRON-NBC)
ARB - July '54

Nntersiate)

TELEVISION corroration
OTHER OFFICES:

CLEVELAND: ATLANTA:
1268 W&sm Rd.. S. Euclid, 0. Room 401 Gm‘SMn?

srgreen 1-053) Bank Bidg
UH'R""‘: 2310 Cass Ave. . , 304 S. Harwood St.
DES MOINES:

WOodward 1.2932 PRospect 1658
" 1115 High St.
Phone 3-4117

TORONTD:

Sterling Films, Ltd.
King Edward Hotel
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They live
on the

Pacific Coast...

they listen to
DON LEE
RADIO*

¥ e
* R

TNl

‘Don Lee ‘!iPacific Coast Radio

. the only network designed for complete coverage of a GREAT radio

Don Lee Broadcasting System
Hollywood 28, California

Represented nationally by
H-R Representatives, Inc.

audience, 16%2 million people with an effective buying income that tops

the national average by 18%. It’s the nation’s greatest regional network.



AN
0pek doot
to the Nation's
Test Market!

WLBC-TV

Muncie . . . sometimes called Mid-
dletown, U.S.A. . . . has been the
notion’s recognized test morket for
years. Reoch this rich Muncie orea
morket via WLBC-TV.

Y 70,000 UHF sets (May 1954)
% 65% tuned to Channel 49
w $225 Base Rate

Y All 4 networks

% Prcven Test Market

CHANNEL
MUNCIE, INDIANA
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bution =~till was <potty. For the com-
pany to service an area reaching out
from 75 to 100 niles beyond New
Y ork. while lacking complete distribu-
tion in the c¢itv, would have been too
expensive.  Therefore the bevond-New
York radio coverage was largely waste
circulation ~ince the company couldirt
~ervice outhving dealers,

Media were again evaluated.

W hat the company needed was solid
New York distribution. Radio stations,
in 1940, didn’t have merchandising
plans sucli a< they offer today. But
newspapers did.  Newspapers. besides
being able to open doors to more ve-
tail outlets through their merchandis-
ing departments. had circulation which
Dannon felt was more confined to New
York—resulting in less waste circula-
tion,

The mmedia choice to Dannon seemed
ctear: l.eave radio for awhile. get imo
newspapers,

The newspaper ads averaged about
two columns by 50 lines. No ad was
bigger than two columns by 75 lines.
For the first two or three years the ads
were in an editorial format and stvle
but later changed 1o display ads.

Supplementing the =ix-vear
paper campaign were a greal
minor media—pencils, baseball
ules. matchbooks. sewing Kkits.
gimmicks,

New -
many
sched-
other

Meanwhile. Dannon had been enjoy -
ing unusual success with a direct mail
campaign aimed at doctors, The doc-
tors were offered coupons worth from
five to 10 cents toward a container of
vogurt for themselves or their patients
and. Dannon reports. a great many ac-
cepted the offer. The return on the

mailings. in fact. averaged around
10" (17 or 277 in direct mail is con-

sidered good), One campaign had a
return of over 117¢. Dannon’s mail-
ings to doctors consisted of jumbo-
size post cards. A pre-paid posteard
in one corner could be sent in for the
coupons. As part of its campaign di-
rected at doctors Dannon had booths
at state medical association meeting-.

By 1952 Dannon was again ready to
make yogurt history : it had perfected

another sweetened vogurt.  The new
flavor was orange. made from pure

orange voncentrate.  To announce it
Dannon took its first plunge into tele-
vision. signing for 30 announcements
weehly on WORTV.
nouncements also were utilized.
\lthough Dannon wa- a relativeh

Newspaper aan

=mall comipany to be using New York

Zlowe convinced 1=
commercials had to be az good as tlie
higgest tv sponsor. Zlowe insisted that

television. was

Dannon film the best commercials it
was< pos=sible 10 produce,

Now Irwin Zlowe recalls the com.
mercials as being “"pretiy expensive for
us-—but they paid ofl.”

Part of the expense was due to hir.
ing Martin llenry. former Hollywoad
director. 1o direct the commercials.
tThey were produced by Video Pic-
ture~. New York.)

“And there was quite a cast of char-
acters.” savs Zlowe. “We wanted to
show that all kinds of people eat vo.
gurt. 2o we had to film a variety of
tvpes  businessmen. housewives. chil
dren. truckdrivers and so forth.

“We cast dozens of models and ag-
tors for each part before deciding on
This all 100k tine.
was expensive, bul gave us people who
looked exactly like the kind of people
we were (rying o portray in the coni:
inercial-.

whom we wanted.

“Expensive opticals~— fade ins and

outs. zooms, wipes—also added to the
production fees but gave us a Holly-
wood-tvpe job.”

Zlowe’s advice to small advertisers:
“Don’t spare expenses in making coms
mercials: 'l pay off.”

With the acceptance of sweetened
vogurt Dannon decided to add one
more flavor—vanilla. Vanilla iz by far
the most popular flavoer in ice creanr
and. Dannon reasoned. would be popu-
lar vogurt. too. In January 1933 va-
nlla vogurt was introduced via the
WOR-TV schedule plus some news
paper advertisements. Trade announce-
ments were run in Grocer Graphic (a
paper distributed to New York food re:
taler<),

Vanilla yogurt turned out to be just
as successful as the company had ex-
pected. And with it- introduction Dan-
non had grown to the point where 33
refrigerated trucks (plu~ a couple
sparest were whisking fresh yvogurt to
cities several hundred miles from New
York- -Philadelphia. Baltimore. Wash:
ington and other points. Furthermore
in 1952 the company had opened a
liuge new modern plant in Long s
tand Citv. the largest vogurt plant in
the United States. With increased ca
pacity it was able to meet a much
ereater demand.

In early 1953 Ziowe re-exannned
Dannon advertising. decided a change
of media was necessarv. o the budget

which had been divided hetween tele-
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Vhat cah you do

with $955?

No doubt about it, $955 is a tidy sum of dongh. Enough

to buy an extra ticket to Paris. say. Or to take
a month’s vacation after you arrive.
Or make a healthv down pavment on

a Chinchilla coat!

N WOAY, $955 will buy 13 half hours!

WEST VIRGINIA STATION COVERAGE DETAIL

WOAY, Oak Hill, is West Virginia's second most

powerful station!
Its 10,000-watt signal covers 21 counties —

delivers a total Nielsen audience of 102,200 radio

homes —

delivers an average daily Nielsen audience of 51,320
radio homes!

V1e direct for availabilities.

WOA

OAK HILL, WEST VIRGINIA

Robert R, Thomas, Jr., Manager
10,000 Watts AM—20,000 Watts FM

Radio No. of DAYTIME
Homes NCS Area Coun- | 4-Week Cum. Weekly Average Day
in Area ties | NCs Cire.| o * |NCS Circ] 9% % [NCS Circ.| % *
20,370 FAYETTE ] 18,490 | 90 | 18,220 § 89 | 10,150 | 49
18,190 GREENSRIER 3 15,490 | 85 | 15130 | 83 6,720 | 36
66,940 KANAWHA 1 10,310 | 15 7080 | 10 4410 | 06
14,570 LEWIS 4 310 | 21 2,280 | 15 1,680 § 11
18,260 LOGAN 1 2,780 | 15 1,960 1 10 1,020 | 05
19,440 MERCER 1 8,000 | 41 6,480 | 33 3,990 | 20
14,290 NICHOLAS 3 1,450 | s0 | n080; 77 6,620 | 46
23,930 RALEIGH 1 20,220 | 84 | 19,610 | 81 8,540 | 35
12,290 ROANE 4 2,720 § 22 1,990 | 16 1,460 | M
16,750 WYOMING 2 9,630 | 57 8,610 | 5 6,730 | 40
225,030 10 TOTAL | n 102,200 92,540 51,320

*—% of Radio Homes in Area
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JANESVILL
[ BELOIT m

' o - ”
in RESULTS

llR‘xl‘ll
ability to produce saies . . . the most

occurate measuring stick of any promo-
tiona! effort.

s 9 e

Advertisers experience proves

. « in VIEWERSHIP

WREX-TV is fovored by viewers In the
WREX-TV “Grode A’ area by better
thon ¢ 2 to 1 morgin. This foct hos
been brought out in an extensive view-
ership survey just recently compieted.
This dominent ieodership results in a far
fower cost-per-thousond . .° meking
WREX-TY your “best buy”.

Serving The Rockford-Madison Area

i WREX-TV

ey T“
ROCKFORD - ILLINOIS
NETWORK AFFILIAT!ONS e ABC

REPRESENTED BY
'H-R TLEVlSlON. INC.
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vision and newspapers- - was split be-
tween radio and television, Air media
got 8077 of the reappropriated bhudget.
divided about 50-350 between radio and
tv. The remaining 2097 went into
point-of-purchase.

One of the bhig rea~ons for returning
{o air media: Merchandising plans of-
fered by the radio and tv stations. an
mnovation since Daunow’s previous air
advertising i the nid-"40%s,

Dammon did more than change its
appropriation in 1953. It also changed
its time buying strategy. During 1952
and the first quarter of 1933 Dannon
sought as big a cross-section of audi-
ence as possible on WOR.TV. It
bought announcenients next to chil-
dren’s  shows, home ec programs.
fports shm\'s, dramatic programs. spe-
cral events. musical programs,

Starting in April 1933, however. its
~chedule of participation announce-
ments reached a slightly smaller cros--
section of New York listeners, but it
teached prospects in that group more
often. This strategy has been used
ever since.

At the Zlowe Co.. Milton Sutton.
agency copy chief. writes most of the
Dannon copy. “We never use high
pressure stufl,” lie told spoxsor. “*We
never exaggerate claims. All we ask i1«
that the li~tener try yogurt—just try it
once.”

A typical commercial. which recent.
ly was on the Tex & Jinx television
show. went like this tonly a portion
of the audio is reproduced:

Jinx: } want to talk to you about a
personal enthusiasm of mine—Dannon
Yogurt. It seems to me that there are
two kinds of people. Those who know
everything about yogurt — and those
who know nothing about it. Now just
what is yogurt anvway ?

In a nutshell. it's a cultured milk
food made from pure, fresh. cow’s milk
plus an extra something., that extra
something is the special lactic cultures
found onh in Dannon Yogurt.

My scientific friends tell me that
theze cultures do wonders for vour sys-
tem. Dannon Yogurt gives vou all the
benefits of pure milk
A~ a matter of fact.
abont

and it’s so very
casy to digest!
vou digest it in just one hour
three to four times faster than milk.
Tex: Now about the taste. The plain
vogurt has a tangy goodness - and
many people prefer it. But T notice
numy newcomers o vogurt prt‘fer the
flavors: Sweet 'n’ <mooth vanilla: re-

freshing orange . R

SPONSOR ASKS

(Continued [rom page 067)

they show no signs of slackening— then
radio will have henefited from the
presently confused tv picture in Can-
ada. This same argument could be
used for other media and, as vel, it is
too early to predict accuratehy. though
} believe it would be safe to assume
that by the end of the year stations
will have picked up the ground lost in
the Spring.

Another factor in this situation is
CBC’s policy of scheduling minorits
interest programs in peak time periods
under the banner of Canadian culture.
In areas like Montreal which cannot as
vet receive American stations, this has
resulted in lower <ets-in-use than would
otherwise have been the case. CBC
has apparently not been too successful
in selling this programing to national
accounts and presumably this has
stopped the siphoning off of money
from other media which might have
taken place. Certain large national ac
counts in Canada are conspicuous by
their absence fromn the tv scene and
this has worked to radio’s advantage.

Profiting from the experience of
American operators there has prob-
ably been less panic in Canadian ra
dio circles because there has heen more
time lo assess the =ituation and time 1o
take appropriate steps. Canadian stas
tions generally are becoming more ag-
gressive and being faced with a soue-
what watered-down type of television
have been able to gain ground in the
face of competition rather than losing
it. Radio in Canada is anxious but not
frightened—getting hack to work is a
good way 1o cure the jitters and | he
lieve that Canadian radio has done
just that.

CANADIAN TV LIMITED

By S. W', Caldweell
S. W. Caldicell Lid. Radio & Televisioy

Advertising, Toronto
Although the in-
troduction of v
into Canadian
advertising is
bound to have
repercussions in
radio, the compe-
tition hetween the
two must of ne-

cessity  form a
different pattern to thay which bas
SPONSOR




The fastest growing state
in the fastest growing
Region in the

United States of America

\LOUISIANALZ
PR g N/

From 1940 to 1950 — ARKANSAS increased:

ARKANSAS U.S. AVERAGE
Bank deposits ; 1 281% 131%
Per Capita Income , 255% 150%
Retail Sales .. . 302% 207 %

Little Rock per family effective buying income exceeds—Houston, Dallas, Ft. Worth, St.
Louis, Kansas City, New Orleans, Shreveport, Oklahoma City and the national average'

To tap this Rich Market, use KARK Little Rock*™

No. V.. e B 7 AM-12 Noon M-F
No. Y . . . S 12 Noon-6 PM M-F
No. 1 _. . o . N ~ 6-11 PM  Sun.-Sat.

KARK first 66 quarter hours out of 72*

All 10 Top Evening shows L - -~ KARK
All 10 Top Daytime Shows: M-F B -~ : KARK
All 9 out of 10 Top Daytime Programs: Sat.—Sun. , o KARK

*according to Pulse March, 1954

Represented by

Edward Petry
& Co., Inc.

ALw vEeK « Zm:

Little Rock, Arkansas /




TOP QUALITY!

MITCH GORDON

Sports Director

3 Sports Star (Football, Basketball,
Baseball) at two Michigan Colleges—
Hope and Western Michigan.
Graduate work at University of Mich-
igan and University of Omaha.
Assistant Coach at famous
Town, Nebraska.

Managed Radio Stations in Michigan
and Florida.

BOY'S

Mitch loves his sports . . . . so does
his audience on WWTV!
MICHIGAN

CADILLAC

" PRIMARY CBS -\ ABC, DUMONT
REPRESENTED BY WEED ~W.L, SALES, GRND. RPDS.

[

LISTENING HABITS are well-
established. Pick a positive and loyal
viewing audience. Select KTVH
in Kansas.

See Your KTVH
Sales Representative Today!

HANNEL VHF
S 12 240 000
WATTS

€8S BASIC —DU MONT — ABC
REPRESENTED 8Y H-R TELEVISION, INC.

COVERS CENTRAL KANSAS
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evolved in the United States.

First because radio and television in
Canada are governed by the Canadian
(CBC),

which lras complete control over licens-

Broadcasting  Corporation
ing in both fields. the amount of time
available for commercial use and the
arcas in which privately owned sta-
tions can operate,

The CBC has ruled that for an inde-
terminate thne only one station be
allowed to operate in each designated
arca and each of the key metropolitan
markets be the exclusive property of
CBC-owned stations. All network fa-
cilities come under CBC operation; it
i~ responsible for alloting a certain
amount of time to programs for minor-
ity groups. These factors curtail the
variety of programs available to view-
ers and the number of programs with
mass appeal.

In many area~ of Canada only the
vast coverage of radio broadeasting
can  economically  reach the thinly
spread population. Because of this
geographic barrier. advertisers who
are using lelevision in the major mar-
kets use radio to reach the consumer in
non-tv and rural areas. Because of

limited time allotment for commercial

tv, advertisers who would wish to be
on television will not he able to obtain
time for their programs, and those ad-
vertisers for whom tv costs are pro-
hibitive will still carry on their radio
campaigning.

Television expansion is being care-
fully controlled in Canada—an aspect
of conservatism that is also encoun-
tered in the individunal and makes v
acceptance in the home slower than in
the United States.

RADIO MUST RESELL ITSELF

By Fred E. Smith
Spitzer & Mills Lid., Toronto

The answer to
the question is
basically ves. al-
though certainh
to a much lesser

extent. I helieve
that. in Canada.
television will not
be able to ofler
as much compe-
tition to radio. either program-wise or
in the number of stations that can be
built. Due to the very nature of our

geography, with the densely populated
areas fairly well spread out. there will

not be too much overlap of tv cover-

age—and, in the majority of markets,
lack of population will not make it
feasible. profitably. to have more than
one tv station.

Also. in the United States, radio sta-
tions with an abundance of network
programs seemed to feel the effects of
tv the most. This will not be true in
Canada, a< virtually no Canadian ra.
dio station is now dependent upon the
CBC networks. Their schedules are
therefore loose enough to allow all the
programing revisions they desire. In
the larger markets where two. three or
more v slations can be handled. radio
will feel the effects much more seri-
ously.

Actually I think it boils down to a
case of radio stations having to start
right from scratch again, and. either
individually or as a collective group,
resell radio to the public. Radio is ne
longer a luxury, it is a necessity —hut
it is now being taken too much for
granted. It will be up to the stations
to spend a little more money in the
future—to let the people know exaet-
Iv what this mass medium means to

WTRS

ALBANY SCHENECTADY TROY

delivers

UHF Qets
w the

Nation s
32nd
Retail Market

SEé YOUR
HEADLEY-REED Man

SPONSOR
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IN UTAH WHEN YOU BUY THE

THE DIFFERENCE IS
POWER PLUS
SHOWMANSHIP

AND THAT’S KUTV
CHANNEL 2

|
|
|
|

You get the audience you buy...and KUTV’s Buyl the Big 2 in Utah

audience gets the full impact of programming
planned to entertain, powered to sell.

Your George P. Hollingbery representative will
give you the full story. K U I v

Full power from atop 8600 foot Pix Peak. ABC IN SALT LAKE CITY
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If you-use TV film
you need BONDED
TV film service!

Saves You Money, Worry
and Mistakes!

I COMPLETE TV FILM SERVICE FOR
PROGRAMS OR COMMERCIALS

4 Shipping ® Splicing ® Routing,
E Scheduling, Print Control
| Records ® Examination,

Repair, Cleaning, Report on }

Print Condition ® Storage
Supplies, Equipment

L ¥ \ ﬂ

TV FILM SERVICE &

LOS ANGELES » NEW YORK

904 N. Lo Cienego
BR 2-7825

630 Ninth Ave.
JU 6-1030

¥
v os

Heientt

B’oc;vse' It's l;log"; Ef

MEMO TO MEDIA
BUYERS:

WRBL Radio and WRBL-TV
are the ONLY media in
Columbus with “"AREA IM-
PACT”!

The only means of delivering
your clients’ messages to 92
of ALL homes by radio and
t0 50% of ALL homes by tele-
vision . . . and, at lowest cost-
per-thousand.

WRBL AREA is IMPOR.
TANT in the Southeast!

636,000
150.000
138,000
82,000
74,000
$360,500
$670,000

Population
Families

Radio Homes

Car Radios

TV Homes

Retail Sales (000)
E.B. Income (000)

T V¢
o (/MB(/.S‘ 650/86/67
CAL L “OL é_ INGBER Y

them. what it can do for them. how it
helps them in evervday life and just
llow it proposes to entertain them. Al-
ready  some stations have vecorded
siuging jingles and are consistently
telling us “take
vour portable on your next pienic.”
“aet the news vour car radio.”
Others are corrently considering hlock
programing of news and music in the
evenings. One station at least is going
to program horizontally : comedies
at $:00 pan.. drama- at 8:30 p.n.. quiz
music at 10:00

night of the

“radio i~ everywhere.”

on

ie..

programs at 9:00 p.ni.,

p-ni. and so ever)

week,

on,

To =um up, tv i~ and will be more
so a challenge to the radio industry in
Canada. It won’t break anv radio sta-
tions but they will have to loosen their
wallets a bit. do some promotion and
keep a weather eve on their program-
ing in order to maintain an audience
large enough to «~till he a profitable
venture for advertisers. In manv cases.
the radio station will have to show a
profit—something has to pav for the
tv station.

TIME BUYING
(Continued from page 38)

availabilities—Dboth current and poten-
tial—as well as cost estimates for the
arcas the client will want to cover.
Along with these availabilities and esti-
mates the buyer usually also includes a
memo with his conelusions and recom-
mendations.

To give vou an idea of the work the
timebuyer contributes at this stage of
strategy planning. here is one such
timebuyer memo actually taken out of

a recent FC&B marketing plan.

“Television recommendations

“Before recommending a spot ra-
dio campaign of participation <hows in
big cities of \ Product’s 90°¢ market.
the agency examined television possi-

bilities. These possibilities were con-
sidered:

A1 Network television

(3) Spot television (women's par-

ticipation shows) in lieu of the
radio participation program.

tC1 Spot televizsion (participation
shows) supplemented by radio
participation shows,

(D) Spot television test,

“Network television is not {easible
for the reason that it cannot all be con-
tained witlin \ Product’s 907, market.

“Atevnatives (80 and (Cy above
deliver too small an audience per dol-
lar imvested in comparison with spoy
radio coverage.

“A comparison of ~pot television and

spot radio average costs has been pres

pared for 10 metropolitan cities lving

witlin the lest X Product markets.

These citie= and the estimated time

costz (exclusive of talent and or film
costs) for three one-minute participa-
tions per week in a 13-week period are
listed below.™

A list of these cost estimates in 10
markets might be followed by this con-
clusion:

“Average cost per television spot if
these 10 markets comes to $88. Under
the radio participation prograny rec
ommended for X Product. client is pay-
ing 835 for the average radio spot. in
these same 10 cities.

“The agency has concluded that X
Product television in anything hut a
test campaign would be premature at
this time.

“A test market recommendation f
being prepared to determine

(A) Whether X [P’roduct henefits

can be registered and =o0ld on a
television screen. and if =0

TV and RADIO
PROGRAMS

&
SPOTS
Y

WILL

SELL

9

COUNTIES

1-2 sules punch

in WESTERN MONTANA

MISSOULA, MONTANA i
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YOU MIGHT GET A 916=-LB. BEAR* =
BUT . ..

GRAND RAPIDS-KALAMAZOO HOOPERS

January,

1954

‘Share-Of-Television-Audience

| 4
MON.-FRI.

MON.-FRI. | SUN.-SAT.
7 a.m.- 12 noon- 6 p.m.-
12 noon 5 p.m. 12 midnight
WKZO-TV, 80%T 85% 62%
B 3%t | 15% 38%

tAdjusted to compensate for the fact that neither station

was on the air

NOTE: Sampling was distributed approximately 75% in

all hours.

Grand Rapids area, 25% in Kalamazoo area.
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WKZO — KALAMAZOO
WKZO-TV — GRAND RAPIDS-KALAMAZOO
WJEF — GRAND RAPIDS
WJEF-FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA

KOLN-TV — LINCOLN,

Associated with

NEBRASKA

WMBD — PEORIA, ILLINOIS

YOU NEED WKZO-TV
TO BAG AUDIENCES
IN WESTERN MICHIGAN!

WKZO-TV dominates the Western Michigan television mar-
ket, morning, afternoon and night. January, 1954 Hoopers

show that WKZO-TV gets:

158.1% more MORNING viewers than Station B-
166.67% more AFTERNOON viewers -
63.2¢ more EVENING viewers!
WKZO-TV is the Official Basic CBS Television Qutlet for
Kalamazoo-Grand Rapids. Its brilliant Channel 3 picture

serves more than 406,922 television homes in the 29 most

populated Western Michigan and Northern Indiana counties
—a far larger television market than many major cities can
claim!

(100,000 WATTS—CHANNEL 3)

WKZO-TV

OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

#Arthur Young killed a 916-1b. grizzly bear in Yellowstone National Parl:.

954
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Tilic lfision,

IN THE LAND OF

MILK ANDéﬂONEY

E

INTERCONNECTED CBS, ABC,
DUMONT, 55 COUNTIES
Haydn R. Evans, G. Mgr. WEED-TV

TOP QUALITY!

Vews, Special FEvents Director

1953 National
3 consecutive State Debate Champion-
ships.
Perrins

Oratorical Champion.

Scholar, Yale University Di-

vinity School.

Holland {Michigan's) Community Am-
bassador to Bonn, Germany in 1952.

2 years in commercial radio.

Guy is
too .

an instant audience winner

. on WWTVI
MIHIGAN

PRIMARY CBS ABC, DUMONT
REPRESENTED BY WEED - .l SRLES CRND., KPOS

134

(B1 The frequency of impressions
which are required to muke the
sale.

The dolar efliciency  of spot
television coverage in compari-
son with the dollar efliciency of
spot radio coverage.”

Gerhold then weighs both the avail-
abilities and the buyers’ recomnienda-
tions and bases his own over-all media
reconimendations upon them. It is at
this stage that a concrete media strat-
egy emerges and becomes incorporated
into the marketing plan.

The marketing plan is then given
to plans board by the account group.
Ileve too. as in the various previous
stuges. everyone has something to say
about media. The plans board wakes
its own media suggestions in terms of
ceneral media strategy.

“After -ome of preliminary
agreement has been reached.” Gerhold
continues. “we start to break down the
ludget. This is still a strategic deci-
sion, involving top management,
though it is based on information pro-
vided by the buyers. It's the matter
of reaching the right people with the
right frequency and continuity.”

These decisions generally evolve out

sort

of another series of discussions be-
tween Gerhiold, Pardoll and Hofmann.
This is not to say that the buyers are
kept remote from these problems, as
might he expected because of the de-
partimentalization. In practice the lines
dividing responsibilities are not as
rigid as they seem on paper. The buy-
ers conlinuously express their views on
these problems either through Pardoll
or through Hofmann.

Comments Pete Bardach. one of the
timebuyers: “That’s one satisfying part
of operating our wav: Recommenda-
tions and thoughts are welcomed re-
gardless of their source. And by the
time budget decisions are being made
our brains have been pretty well picked
for various tyvpes of specific data that
will help towards reaching conclu-
sions,”

Gerliold, however. is frank to add
the other side of this coin: “Our buy-
ers do participate in decisions and dis-
But the people 11 the me-
dia department don’t layv down basic
media «trategy. Those decisions are
made by the plans board as a whole.™

By the time the timebuyers and
spacebuyers finally get together with
Gerhold the budget and media break-
dowr is generally confirmed. and all
hroad strategic decisions have been

cuss them.

made.

“Now—after client approval, that is

we must decide how te put our paper
plan into action.” adds Gerhold. “In
fact, the plan we outline on paper rare-
Iy actually turus into a radio or ty
campaign. Often the strategy may still
be questioned in terms of availability,
particularly where air media are con-
cerned.”

Here's where the buyers get back
mto the act again. Some three wecks
or more may have elapsed since the
time when they compiled availability
lists and cost estimates that Gerhold
used to recommend over-all strategy.
['ntit now, however. tliev’ve not had
the right to make schedules and place
orders. So they must recheck avail-
abilities. and many of these may have
lapsed because of the delay in tine,

If a big change in plans is necessary
because of the number of availabili-
ties that have fallen through. the media
department has to make substitute rec-
ommendations. These go back to the
account group and possibly even to
the plans board.

When a programing buy is being
considered by the media people, an-
other group gets into the act: Roger

3A€ Oll/y

COMPLETE BROADCASTING
INSTITUTION IN

/él'C/llllOIl(l

WMB G-

First Stations of Virginia

WTVR
WMBG The Bolling Co.

Blair TV lrec-

SPONSOR




programing department. Pry-
in charge of radio and tv

Pryor’s
or, as v.p.
production. comments on participation
buys as well. in that he analyzes. for
example, the 1ype of women’s show the
product would be best suited for.

In fact, the major conclusion that
can be reached about the media de-
partment FC&B's way of doing
things is that there’s a lot of overlap
between other departmentz and media
—particularly the radio-tv production
department.

“We're always looking for a sensible
total effort,” Gerhold reniarks. “lt’s a
mistake to overdepartmentalize when it
comes to policy decisions,”

What's the responsibility of the di-
rector of broadcast media within this
framework?

Pardoll stresses the importance of
fostering high-level contacts particu-
larly where network negotiations are
concerned. Dark, of medium-height.
he talks energetically about freeing
himself of “supervisory duties over the
buvers whenever possible.”” to devote
nrost of his time to such activity as
finding a good network buy or creat-
ing a network availability where none
existed previously.

mn

KMBC-TV, (he BIG TOP
station, dominates the Kansas
City market as no other station
can! Using full 316,000-watt
power and 1,079-foot tower,
Channel 9 covers thousands of
additional TV homes. For cov-
erage details and choice avail-
abilities, see your Free & Peters
Colonel.

Note: full-power,
tall-tower operation
from Sept., 195}.

FREE & PETERS, INC.
National Representatives

. 7
KMBC Bunldmg, 11th & Central Sts. ?4
Kansas City, Missouri d

|§~|\63cs-rv "

i‘f
\ ’
in the Heart of America

KMBC—Radio, Kansas City, Missauri
KFRM—Radio far the State of Kansas

23 AUGUST 1954

“1 don’t a sign mysell any particu-
lar account.” he told spoNsor. lle
breaks down his functions as follows:

l. To analyze and recommend
broadecast [acilities.

2. To negotiate and contract for fa-
cilities, both spot and network, network
primarily.

3. To coordinate activity Dbetween
media  and  other departments  like
broadeast production. rescarch and the |
plans group.

4. To be responsible for account
assignments and administration.

It’s interesting to note that his job is
in no way parallel to the job of the
associate media directors at the so-
called semi-integrated agencies like
B&B. There the “second-in-command.”
as Pardoll is at FC&B, serves primarily
as a media coordinator. He’s the man
who pulls together the print and broad-
cast information his buyers provide.
He’s also the one who then translates
this information into media and bud-
get recommendations,

Pardoll does not feel that planning
hudget and media breakdowns comes
within the scope of his responsibilities.
More than anything else he is an even
more specialized specialist than his
buyers, and certainly a more experi-
enced one. Although he has had print
buying experience he does not apply
this knowledge so much toward at-
tempting to work out a satisfactory
split of the budget between print and
air, as he uses it to better judge the
efficiency of the air media themselves.

“And yet I can’t stress too often the
error of pegging us as a departmental-
1zed organization,” Gerhold repeated
when Pardoll had finished explaining
his role to SPONSOR.

“We're set up to emphasize integra-
tion of the media function with other
advertising and marketing functions.
This thinking coincides with our entire
concept of having an advertising strat-
egy grow out of group activity, rather
than out of any one department.”

Timebuyer Pete Bardach too stressed
how close working with other agency
departments has helped him in his time
buying.

“For one thing, we always hear e.t.’s
or see film commercials before we’re
asked to place them,” he told spoNsor.
“This way I get a more intimate feel-
ing about the objectives of the sponsor
from his actual commercials than I
ever could from reading or rereading

the marketing plan several times.”
* % %k

Newest Southeast
Kansas—Northeast
Oklahoma survey
covering 11

county Coffeyville
trade area (256,000
people) reports: .g‘

KGGF HAS BIG-
GEST AUDIENCE
IN 45 OUT OF 52
MONDAY THRU
FRIDAY ¥ HOUR |
STRIPS! (6:00 £
A.M. to 6:30 P.M.) {
{

KGGF with 10
KW on 690 KC

delivers primary

coverage to a total
h of 87 counties in

A 5 Kansas, Oklahoma,

Missouri and

Arkansas.

690KC  ABC

COFFEYVILLE,. KANSAS
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YOUR

ACTION in translating

message for the Lirgest Npanish speaking

audienee in the Great Southwesto o ..

ACTION in top performanee and pro
duetion by a skilled staft of translators,
aetors, singers

dircetors, announcers,

and musieians. . .

ACTION in putting YOUR product in

thousands of homes in the San Antonto

area. ...

WE INVITE YOU TO
ASK ABOUT OUR

Knowhow
Co-operation! and
0 n-the-beam
Results

Many national advertisers have suceess
tully jnvaded this profitable lllilrk('t
throngh KCOR's superh facilities and

TV,

Some of them are:

PROCTER & GAMBLE
LUCKY STRIKE
GENERAL FOODS
BRISTOL MYERS
CHESTERFIELD

R. A. Cortez, Pres,
SAN ANTONIO, TEXAS

Texas' First Spanish Station
Represented by
Richard O'Conncll, Nat'l. .tdr. Do

40 East 49th St., New York 17, N. Y.
PLaza 5-9140
LOS ANGELES — SAN FRANCISCO
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TV PROGRAMING

vConntinned from page 33)

Hiree entire eyemnngs each week, Also
\NBC T
concept of participation progrannng to
the ultimate in its Today-llome-To-
night trio. It i~ publicizing it~ color

. . L e "t )
i~ pushing the “magazine

programing to the hilt, There will be
some 12°¢ more film <hows,

3. ABC TI . Larlier thic summer,
ABC TV talked of a “Iive Year Plan™
to reach parity with the two largest v
webse Nowe with it~ fall nighttime
Imeup virtually <et and with few open-
mgs left. ABC TV 1< talking of reach-
ing its goal in four.  In many wavs the
nighttime linenp and program philoso-
phy i~ similar to CBS TV ; there's lit-
tle pressnre for color, and no attempt
to out-do NBC TV in the super-colos-
sal, once-a-month shows. Except for
Breakfast Club. a radio veteran. ABC
TV's daytime lineup is unexplored ter-
ritory. but the network’s plans for it
run along the lies of programing “in
counter-point” to that done at any day-
time hour by the NBC and CBS video
webs, The live-film ratio is about the
same.

4. Du Mont. Not imvolved in the
struggle for top program supremacy,
Du Mont will make a strong bid for
tv ad dollars this fall. The keyv pitch:
flexibility. DTN has no “must buv”
hst, will tackle any assignment from
coming up with a long lineup for a
vegular show (as in Admiral’s Bishop
Sheen shiow ) to aiding a filim advertiser
to clear what is essentially a spot tv
lineup tas in the case of Heinz and
Stndio 57v. Du Mont is confident that
time is working in its favor.

Open time: Az it was last fall the big
squeeze play is on prime evening hours.
Fhis fall. too. the squeeze 1s extending
to quite an extent into davtime hours.
As SPONSOR went to press. the sitoa-
tion on time slots looked like this:

1. CBS TI. All evening time, from
7:15 pan. until 11:00 p.m.. is com-
mitted. Although. as a CBS TV =ales
executive pointed out. “there is always
the chance of a cancellation in mid-
season.” the chances are almost zero
that the spot will go begging for long
or that the program will be shifted.
Davtime at CBS TV al<o has “s.R.0.7
on its program lineup, All the network
periods between 7:00 a.m. and 5:00
p.m. are filled with a lineup of person-
alitv shows (~ix hours daily ). soap
operas (two hours) and participation

~hows (two hour~). No vacancies are
expected in the serials and some of the
personality ~hows. but openings oceur
regularly in participating vehicles like
Worning Show and Garry Moore.

2. MBCTI . Like CBS V. NBC T\
had no evening time slot availabilities
at presstime. Two spots. however. were
open on Sundayv (3:00 pan. 1o 4:00
pm.. and 5:30 to 6:00 pan.). Un-
committed dayvtime slots were rapidly
dwindling: a< of this fall, N\BC TV will
air a total of 21, hours dailv of soap
opera~ (a big feature of \BC TV's
davtime structure). with
chance that the figure will grow higher.

an outside
Biggest proponent of the “magazine”
show, NBC TV figures it will have a
number of participation openings dur-
ing the sea~on i it« T-JI-T trio: but
iis operating on a sell-out basis with
its multi-sponsor color spectaculars.

3. ABC TI’. The gaps in ABC TV's
nighttime lineup are closing fast: at
presstime. ABC TV reported a total of
61. hours as vet unsold between 7:30)
p-m .and 10:30 p.m.. Monday-through.
Sunday. A number of these slots. how-
ever, are those that are in against such
powerhouse competitors as Luey, Drag-
net and Toast of the Town. But this
situation may change: ABC T\ plans
to fill such open spots with programing
beamed at the segment of the audience
not watching these bhig shows. may win
sizable program audiences by hoosting
sets-in-use levels in prime evening
hours. Daytime is largely open be-
tween about 10:00 a.m. and 6:00 p.an.

4. Du Mont. With clearances more
certain as the number of two-station
and three-station arkets dwindle
steadily, Du Mont has some fairly am-
bitious plans to put programs into the
several nighttime spots currently open.
These shows include: They Stand Ae-
cused. a Chicago-originated show due
to be sponsored by Consolidated Cos-
metics: Studio 57. a “playhouse™ film
show sponsored by Heinz on key DTN
One Minute Please. a BBC
import: Gamble on Love. Fredric
March Theatre. love Story and M)
Son Jeep. Price philosophy: to offer
shows. in conjunction with packagers.
whereby there is little show profit at

stations:

LOUISE FLETCHER
SELLS THE

NEGRO
HOUSEWIFE

SPONSOR




first but a cost hike on a predeternined
schedule if the program clicks. Alto-
gether. DT\ has some 10 evening half
hours (with or without programs) for
sale with live clearances averaging
around 33 stations which cover 507% of
tv homes. Davtime is still wide open.
cxcept for the participating Paul Divon
show from 3:00 p.m."to 4:00 p.m.

Programing: A< one network v.p.
told SPONSOR:

“This is the season when the ‘quick-
ies” are disappearing. Networks and
the big independent producers are in
the saddle. Low ratings are getting the
axe.”

The statement is particularly inter-
esting. since it explains a lot of maneu-
vering where no pattern is at first visi-
ble, particularly in the case of show
casualties and the replacements.

Of the shows current last fall. a num-
ber will be missing in the lineups this
>€ason :

1. CBSTV. Man Behind the Badge.
Web, Suspense, Place the Face and
Irma are due for an exit. In place will
go, in order, Celeste Holme, Father
Knows Best, Danger (with Life With
Father into the old Danger spot),

Same old story
in Rochester . . .

WHEC WAY
OUT AHEAD!

Consistent audience rating
leader since 1943.

000000V OOPRODGI 000000 H00INOHNEGCEOE

5,000 WATTS

7
L&

Representatives . . . Ity
EVERETT-McKINNEY, Inc., New York, Chicago
LEEF. O'CONNELL CO.,Los Angeles, San Francisco
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Name the Tune and Lineup. Red But-
tons and Big Town have moved to
\BC TV, being replaced by September
firtde and the Chrysler Shower of Stars
spectaculars. Pattern so far: low-price
mystery shows are being replaced with
name-star vehicles and situation coms-
edy.

2. NBC TV. Martin Kane, Dennis
Day. Garroway (Friday night), Camp-
bell's Sound Stage, Amateur Hour,
Winehell-Mahoney go off. In place will
2o, in order. a portion of Lux lideo
Theatre, a portion of the Monday night
spectaculars and part of the Sid Caesar
show. Dig Story, Dear Phoebe and
more spectaculars. Foice of Firestone
kas moved to ABC TV, and the old
Show of Shows has heen split up. Pat-
tern so far: NBC TV is pushing simul-
tancously for more spectaculars and
more high-rated dramna or comedy-
drama,

3. ABCTV. ABC TV's casualty list
is smaller, by comparison. Not pres-
ent this fall: Leave it to the Girls,
Quick as a Flash, Name's the Same,
Replacements: Dottie Mack Show
Postal Inspector, Stop The Music. Pat-
tern so far: ABC TV's nighttime line-
up is heing upgraded in program qual-
ity. Sky King’s sponsor on ABC TV,
Derby Foods. is dropping this show to
move into the higher-priced Disney-
land package elsewhere on ABC TV.

4. Du Mont: Only one casualty is
in DTN’s lineup: Dollar A Second will
be in ABC TV’s lineup this fall. A
number of new shows, as mentioned
carhier, will be going into the Du Mont
lineup, with the exact replacement for
Dollar not set at presstime.

Show control: As mentioned earlier.
an average of 407 of the nighttime
fall shows on NBC TV and CBS TV
are essentially packages created by in-
dependent producers. The figure rises
to a littte more than 5077 on ABC TV
and Du Mont.

The hassles that took place earhier
this season. particularly the Firestone
and U.S. Tobacco crises at NBC TV
when that network was lining up night-
time periods for its spectaculars and
big fall shows, have eased off consid-
erably. (See “What are your rights to
a tv time slot?” 5 April 1954.)

For one thing. network insiders re-
port that laffaire Firestone was a real
jolt to both NBC TV and CBS TV.
particularly since the other two video
webs promptly hopped into the breach
with sales pitches in which time slots

in the morning!

# |

in the afternoon!

#

in the evening
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. . . the hub of a rich, fast-
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Whatever your product or serv-
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faster to more people when you
use the . ..., ..

STATION

= & o

N i B 1 c L AFFILIATE

. 600 KC—5 KW
AM - FM

@ w'd

‘

Represented by

HEADLEY-REED CO

137

dl




Robert H. Otto
(President)
Robert Otto & Co.. Ine.

LIKE MOST
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ADVERTISING
EXECUTIVES
MR. OTTO'S
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PORTRAIT
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Jean Raeburn

Photographers to the Business Executive

565 Fifih Avenue, New York 17—PL 3-1882

138

were all but guaranteed forever.

For another. the two big webs
where some striking gains in show con-
trol by outside packagers and agencies
lisve heen made  are up to their pro-
eraming ears in big spectaculars and
dramatic vehicles. leaving little time to
develop medium-priced showe< tapart
from participation packages<) and day.-
time ~erials. The majority of davtime
«erials, incidentally—one network ex-
ccutive puts the figure at over 907
will be agency-produced packages, not
network creations,

Packagers are coming from all di-
rections,  often with client contracts
inked and ready to roll. Thev include
moviemakers like Walt Disney (Dis-
nevliand ABC-TV) and Screen Gems
(Father Knows Best and Ford Theatre
on CBS TV and NBC TV), syndicators
like Television P’rograms of America
({lalls of Ivy and Lassie on CB3S TV,
veteran independents like Goodson-
Todman and Bernard J. Prockter. the
giant “flesh peddlers” like Williamn
Morris and MCA. ad agencies (day-
time serials. Kraft Theatre, and oth-
ers) and even sponsors ( American To-
bacco’s Hit Parade on NBC TV, co-
sponsorship of which was recently.
sold by AT to Warner-Hudnut).

Sponsors still have no legal right to
their tv network time periods. But net-
works. this fall. will be much less like-
Iv 1o oust them or to give the heave-to
to outside packages.

Participation shows: Desicned to
be tv’s answer for the low or medium.
budget advertiser, or for the big adver-
tiser who wants multiple exposure. the
“magazine” concept of programing is
now firmly established at NBC TV. and
to a lesser extent at the other networks.

At NBC TV, the trio of participating
programs — Today, Home, Tonight —
now amount to about one third of all
the network program hours (they total
221 hours weekly. as now planned)
and about 207 of the total network
revenue. Ad budgets spent in the
T-II-T trio range all the way from
Lever Brothers, with §1.500.000 on the
books. to one-shotters like Appian Way
Pizza Pie with a minimum of some

84,400.

The three programs now operate
semi-autonomoushy under Dick Pink-
ham at \BC TV as a full-fledged de-

r
partment of the network. One of the
first things to happen under the Pink-
ham regime was the creation of a com-

bination discount. Under its provi-
~ions. an advertiser buying 39 partici-
pations (such as< I3 in each of the
F-AI-T shows. will get a 1077 discount.
This gaes all the way up to a 2077 dis-
count for advertisers using 104 or
more participations,

Based on current and anticipated
ratings. Joe Cullingan. sales topper for
the 7-H-T shows. told sroszsor that
“advertizers who spend $28,400 for
two participations per week in each of
the three shows are likely 1o get some
22 million viewer
week.™

impressions  per

One of the attractive features of the
T-H-T combine. incidentally, is the
heavy merchandising job which NBC
TV. under Fred Dodge’s direction. is
putting behind it.

CBS TV will compete with Today
via the Morning Show, recently re:
vamped to feature Jack Paar and an
entertainment theme. But CBS TV—
although its daytime “personality”
shows like Garry Moore, Arthur God-
Jrev, and Robert Q. Lewis are sold in
quarter-hour chunks—has no nmmedi-
ate plans to create further participation
programs.

KWKW es 14 rrererencia

De Los Latinos-Americanos
En Los Candados De Los Angeles
y Orange

— which means —

KWHKW is the choice

of Latin-Americans in
Los Angeles and Orange Counties

A survey of completed calls made in
Spanish to Latin-American names chosen
at randem from Los Angeles and Orange
County telephone directories showed the
following :

IST CHOICE IN STATION
PREFERENCE g

KWKW _ 661/2%
2ND STATION 71/2%
3RD STATION T %

4TH STATION 32/3%
5TH STATION 32/3%

MEXICAN STATIONS 3 %

KWKW

Pasadena - Los Angeles

New York Representative
RICHARD O'CONNELL, Inc.
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Du Mont is active in participation
programing with its afternoon (3:00-
4:00 p.m.) Paul Dixon show. FEarlier
this month, Du Mont opened up the
second half-hour of the show to one-
minute participations, with the first
portion of the show open in 10-minute
segments. Gerrv Martin, Du Mont’s
director of network sales, estimates
that the minute slots (part of which
are for local station use) will probably
be sold out by 1 October.

Du Mont’s show, which originates
from WCPO-TV, Cincinnati, is un-
doubtedly the lowest-priced buy in net-
work tv. After the first of next month,
one-minute participations in Paul Dix-
on will be available on a 20-station net-
work (which covers some 42% of the
nation’s tv homes) for a net price of
$1,419.38.

I the new Dixon format clicks with
fv advertisers, Du Mont expects to
build niore shows to do a similar job.

At presstime, ABC TV—which is
concentrating most of its network-level
attention on nighttime programing this
year—had no participation programs
(apart from the segmented Breakfast
Club) on the network. Plans for vehi-
cles of this sort, however. ABC TV offi-

WHLI

THE LONG [SLAND sTORY

DOMINATES

Long lIsland’s Big, Rich
NASSAU COUNTY

de de de
RETAIL SALES
$1,003,784,000

(Sales Mgt.}

ook

WHLl has a larger daytime au-

dience in the Major Long Islond
1 Market than any other station.
(Conlan Survey)
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cials told sPonsoR, are m the works.

Shared spousorship: The ammount of

co-sponsored programs on a ‘“‘major-
minor” basis (such as Big Story for
’all Mall and Simonize on NBC TV, in
which the show is the same but the
sponsors alternate) and alternate-week
shows (as in Elgin Theatre and U. S.
Steel Hour which alternate in the same
slot on ABC TV) is on the increase on
networks this fall. A quick estimate by
the uetworks places the increase at
some 209%. Also on the upbeat, as
outlined above, are the participation
and segmented shows.

“The old rule whereby every spon-
sor had his own show is dead.” one
network official opined.

Late-night networking: According
ot A. C. Niclsen’s peak-of-season fig-
ures for March of this year, some 16.-
194,000 families used their tv sets be-
tween 10:00 p.m. and 11:00 p.n.—
better than 90% of the amount using
tv between 8:00 p.m. and 9:00 p.m.

This has had an obvious effect in
fall network planning. On three of the
four networks. programs fall into the
10:30-11:00 p.m. ES.T. slot.

What makes the whole situation of
great interest to advertisers is that this
is one time segment in which, strictly
spcaking, the network advertisers and
spot advertisers compete tooth and
nail. Technically “station option time”

for all of the networks, 10:30-11:00

p.m. is bargained for just as often by |

big multi-market film advertisers, such
as Ronzoni and Encore cigarettes with
I Led 3 Lives and Ballantine with For-

eign Intrigue. With the other night-

time availabilities scarce, many a syn-
dicated film show now rides in this
slot—an important source of revenue
to stations and a key tv exposure for
spot clients.

This is the network-by-network line-
up:

1. CBS TV. A full house in this
slot. Across the board, starting at Mon-
day. the Columbia web is airing Studio
One (last half), See [t Now, Pabst
Bouts, Name That Tune, Person to Per-
son, Two In Love and Whar's My Line.

2. NBC TV. The 10.30-11:00 p.m.
slot was open only on Mondays at
presstime. Across the board, skipping
Monday and starting with Tuesday, the
lineup reads: /s a Great Life, Big

Town, Lux Theatre (last half), Gillette |

Fights, Hit Parade, The Hunter.
3. ABC TV. One network show cur-

|

N
HOUSTON ...

LEADS IN COST PER 1000*

SETS EVERY MINUTE IN
EVERY DAY!

Share of Audience in
Cost Per 1000 Sets,
Monday through Friday.

v

MORNING
8:00 A.M. to 12:00 NOON

K-Nuz e @ o 24‘

. STA. A’
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g
. YA .
R : (O
Coeee
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AFTERNOON
12:00 NOON to 6:00 P.M.

IND. STA. “A* 48¢
IND. . 42¢
IND. . e 60c¢
NET. . YA 29¢
NET. . B 29¢
NET. . e 47c
NET. . “D” 50¢

EVENING
6:00 P.M. to 12:00 P.M.

K-NUZ ... 22¢

IND. STA. "A” . 60c
IND. STA. ““B” . (OFF)
IND. STA. “C” $1.20
NET. STA. A" 48¢
NET. STA. 8" . . 35¢
NET. STA. 'C” . 49¢
NET. STA. D" 72c

«APRIL - MAY PULSE
Share of Audience
against SRDS One Min-
ute Rates

-
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or

Forjoe & Co.-Nat’lRep.
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“T'he time
has come’
the Lobster said:

| “To speak of spots
and rhymes— Of station

B breaks and jingles,

And coverage and times.."

Of LOBSTER NETWORK
¢ 1c PRINIARY

MARKETS MAINTE!

THESE MARKETS:—

1) ARE CONCENTRATED IN HIGH POPU.

2)

3) A ACK-

AND THESE ARE THE PRIME STATIONS
THAT GIVE YOU REAL COVERAGE IN
THESE MARKETS:—

IR K LAND

Junc, 1954,

Tl

FLOBSTER NETWORK

INY d o No F land hn

LOUIS ). BORGATT!. Inc.
419 Poylston St Boston 16, Mass
Commonweallh 6-0718

RICHARD O'CONNELL 40 East 49th St.
New York 17, N. Y. Plaza 5-9140
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rently aides in this slot: Stop The V-
sie, replacing Name's The Same, ABC
V. however. told seoxsor that it had
“no intentions of putting more network
programing into the 10:30 pan. spot
until all the holes in the earlier niglt.
thue honrs are filled.”

I. Du Yont. No network shows in
the 10:30-11:00 p.an. period.

Not many NBC TV and CBS TV af-
filiates are i a position to tell those
networks to go fly a kite if the network
wants to clear the 10:30 p.m. half
liour: the network
valnable,

ABC TV and Du Mont afliliates, in
a much stronger position, are wore
apt to put up stiff resistance to network
cicarances in these hours,

afhliation 1~ 100

Result: As can be judged from the
lineup above. NBC and CBS video
webs have managed to clear all hut one
time slot at this late hour. \BC and
Du Mont apparently intend to stay out
of the fuss, since a number of svndi-
cated film shows have shitfed alread
to the afliliates and or owned-and-oper-
ated stations of these webs.,

In the vealm of midnight-hour net-
work programing, something which
few admen expected to see onhv three
or four years ago, \BC TV is taking
a solo lead.

On 27 September, according to pres-
ent plans, NBC TV will unveil Tonight,
starring Steve Allen. the third of its
Iig participating network shows, The
program will be aired from 11:30 p.m.
to 1:00 a.m. in what iz obvioushy “sta-
tion time,” replacing “midnight movie™
shows on the initial lineup of some 30-
odd stations.

By all reports, clearing the time has
not lieen easy. Today. in morning time.
was strictly an experiment at first. and
“bumped”™ nothing locally. But To-
mght means a clearing-out of late
movie shows. weather, newscasts. de-
laved unetwork shows. syndicated fihn
shows and the like.

To get stations. beyond the network
080 outlets. 10 go for the deal, NBC
TV has had 10 offer the stations: (1)
two one-minute local annonncements.
to be sold on a spot basis. in cach half-
hour of the program: and (2) hreaks
at the half-hour marks which can he
used for a chainbreak and a local com-
mercial 1.1, announcement.  This.
ABC TV feels. will make up for the
mov e revenue losses.

None of the other networks ie plan-
ning a <similar late-night network <how.

* * *

ROUND-UP

(Continued from page 711

The used by WJAR-TV,
Providence, in it~ station 1.1).< lhas a
namesake. Recently a bantamn rooster
hatched in Bristol, R. L., was named
Channel Ten because of his close pe.

seimtblance to the WJARTV bird.

* *

rooster

The KITE. 2an Antonio, gadget-of-
the-month for August is a memo pad
which attache- to a desk telephone. At
the bottom of each page on the pad i«
the reminder, “Don't radio
KITE! The monthly gadget mailing
goe~ to thmebuyers, sponsors, agencies.

* * a*

fnrgcl

To promote increased use of portable:
radio~ during the sunmer, WW\VA,
W\ heeling, ha< been conducting a *l
would like to own a portable radio be-
cau-e 7" contest. Eacli week the
writer of the Lest letter receives a por-
table. And the radio dealer who builds
the best store display of portables will
get an all-expense paid trip for two tw
New York. Theme of the listener and
dealer coutests ix the same: "It's ~um-
mertime—and the listening i« EASY.
Pack a portable.”

/ \Oa (A'o

Insurance Building

JORN BlAl & (0., Representatives

SPONSOR.




George Comte, station manager of
WTMJ-TV, Milwaukee, has come up
with statistical proof that post-mid-
night television sponsorship—at least
in Milwaukee—can pay off. Comte
found that 15% of the labor force in
greater Milwaukee goes to work he-
tween 3:00 and 4:00 p.au. and doesn’t
cet off until around midnight. The
sizeable segment of this group is male.
Comte says. The men come home, have
a glass of beer. eat a light lunch and
watch television. Recently the station
asked whether it should conutinue its
practice of showing midnight movies
<ix nights a week with one night of
wresthing. or increase the wrestling.
“Six thousand people bothered to state

their preference,” says Comte.

A handsoine 16-page two-color bro-
chure contains the reprints of adver-
tisements of WDSU-AM-TV, New Or-
leans. which have appeared in SPONSOR.
The picture-ads “reflect the pattern of
our television operation in New Or-
leans” according to Robert D. Swezey.

manager.

Du Mont Television Network’s sales
manager. Gerry Martin, says his net-

Sketchboolk
(A Progrom Aid)

Timely and practieal
working scripts for the
presentation of songs in
dramatic, eomic and pic-
torial fashion.

The very latest song hits
as well as the standard
favorites are developed
into photogenie sketches
which can be nsed effec-
tively as ecomplete musieal
shows, as production nnm-
bers in variety programs
or as scene-selling seg-
menis.

There are dozens of
ways in whieh yon ean
adapt the BMI Sketehbook
1o advantage.

A Monthly BMI TV Service

BROADCAST MUSIC, INC.

NEW YORK e« CHICAGO * HOLLYWOOD
TORONTO, ® MONTREAL

23 AUGUST 1954

work has just made television history.
It also breaks down one of the few re-
maining barriers against women. lor
the network has appoiuted a wonran ac-
count exccutive. Marge Kerr, former-
Iy manager of new program develop-
ment, was made a salesman—rather. a
saleswoman——-for the network hecause,
savs Martin, “advertisers necd the
woman’s point of view. .. ."”

#* #* *

Speaking of gadget mailings (like
KITE's. above). WMTW. the Mount
Washington. N. H.. television station
which went on the air last week has
Lieen active in the gadget field. Just
about every week for the past couple
months sponsors and agencies have
been getting little gifts fromn the station
with a note which ties in the gadget
with the promotion, The latest: Two
paint brushes. a big one and a little
one. The point of the mailing: If you
have a big paint brush (like a big v
station) you get more coverage.

* * *

Winner of WLW-A. Atlanta. “Son of
the South” contest is 16-year-old Ceeil
Clapp Jr. The contest was part of
WLW-A’s “Operation Sunburst™ pro-
motion. Clapp wins a new car and

thousands of dollars worth of other

prizes for identifying Joel Chandler
Harris in a mystery face picture con-

test.
¥* * 35

KEX. Portland. is helping JOKR.
Tokyo. Japan, produce successful radio
commercials. The Japanese station re-
cently wrote KEN, asked about vari-
ous practices used by the station in its
commercials. KEX prepared a taped
presentation giving examples of the
most suecessful commercials used and
sent it to JOKR along with written ma-
terial. Since receiving the assistance,

JOKR has written KEX and thanked it

for “contributing greatly to the prog-

ress and development”™ of its commer-
cials’ messages.
* # *

Avery-Knodel’s fifth market study 1z
now being sent to advertisers and agen-
cies. The report covers the Raleigh-
Durham area served by WNAO-TV
and includes detailed county market
statistics and other data. The report
states that the number of tv homes

reached by WNAO-TV have increased |

949 in the past few months. The out-
let covers a population of 910,000, ac-
cording to the A-K report.

KFVD TOPS!

PULSE
NEGRO SURVEY

For 3 solid hours from 1 to 4
in the ofternoon—Quarter hour
by Quorter hour, Monday through
Saturday, KFVD is No. 1 in the
Southern California Negro Home.

COMMANDING . . .
Cver 55% More Listeners Thon
the Leoding Network Station!

COMMANDING . . .
More Listeners Thon the Next
Two Leoding Independent Sta-
tions Combined!

HUNTER HANCOCK'’S
“"HARLEMATINEE'
Is A “"Must” To Sell This Morket!

For Detoils, Contact KFVD, Los
Angeles 5, California

Represented by
JOSEPH HERSHEY McGILLVRA
New York Chicago Los Angeles San Francisco

A Radio Station that has good News
Coverage is a Radio Station that hos
listeners.

Because of our vast news coverage both
locally ‘and nationally, Evansville, In~

dianq, listeners make it a habit to .fuiie to
WJUPS for the NEWS.

WIPS is' a station of speciol’ized‘: brb-
gramming — NEWS — SPORTS —
FARM — MUSIC, along with a merchan-
dising department that has all of the,
answers. A live wire station — with live
wire programming and live wire ideas.
Let us prove our worth to you.
lobelrf 1. Mcintosh, General Monager

REPRESENTED BY.
The George P. Hollingbery Compony,

ay b o

@Qﬁ “A RADIO IN EVERY ROOM”
'\ Evansville, Indiana
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SELL THE

Golden Market
OF

%l/lo AMERICA’S

NEGRO POPULATION
- WDIA--

50,000 WATTS

Here is a new “golden market”
of 1,466,618 negroes! 37% of the
total area population . . . one-
tenth of the entire negro popula-
tion of America! And it can't be
reached except with WDIA, the
first and only 50,000 watt station
to broadcast exclusively to the
rich negro market.
TOP HOOPER AND

PULSE RATED STATION
IN THE MEMPHIS MARKETI

WDIA-MEMPNS, TENN.

REPRESENTED BY

JOHN E. PEARSON CO.,

DORA-CLAYTON AGENCY. SOUTHEAST

Ket wathy 1R 323 vado fa

al aJ consun 1ICOF 0

by K1 VI

300 KC * 1000 WATTS

FULTON, MISSOURI

CANADIAN ROUND-UP
(Continued [rom page 103)

rect sales. Weekly cost of the pro-
grams: 8200,

Deluge of bottle tops

N OCM, St John'se Nld.: A three-week
prize contest on the Browning Iar-
vey’s Junior Jamboree resulted in a
flood of more than half a million bot-
tle tops for the sponsor. the local Pepsi-
Cola bottlers. The program is present-
ed daily on weekdays from 5:00 to
5:30 p.m. aud is one of the most pop-
ular kiddie shows in Newfoundland.

Statiou scores in ad campaign
CFJB. Brampton. Ont.: Last January.
when CFJB. a new station. had been
on the air less than a month. it ran a
campaign of 12 announcements for a
local department store. The campaign
pulled so much traffic. the station re-
ports. that shoppers had to be directed
away {rom the second floor. where
there were =0 many people the man-
ager wa~ afraid the floor would col-
lapse.

Radio sparks hockey attendance
CFJC. Kamloops. B.C.: Last November
attendance at mid-week hockey games
at the Kamloops arena was down con.
siderably. The arena decided to buy
550 in announcements over CFJC pub-
licizing a “Gift Night.” Attendance at
nid-week games< jumped 407. Now.
all gamex are promoted in a similar
manner and by radio onh.

Trades truck for cows. sells cows
CFOS, Owen Sound. Ont.: Blue Wa-
ter Motors advertised on CFOS on 9
February at 12:14 p.m. that it had two
two cows for sale. The cows were pre-
viously obtained as a trade on a half-
ton truck. The firm received 14 in-
quiries by supper. The cows. of course.
were P()Id.

Furniture store gets crowd
CKLC. Kingston. Ont.: Abramsky's.
largest departmemnt store in Kingston,
recently opened a branch furniture
store. Special prices and free refresh-
ments were offered. The store ran an-
nouncements on CKLC for three davs
preceding the nighttime opening. The
announcements employed a specially
recorded musical opening and closing
with a "Let’s have a party’ theme. A
crowd of about 200 were expected but

-

2,500 came. The crowd was lined up
for two blocks. The advertising, which
was placed on CKLC only. cost the
firm 899.75.

Hockey crowd pulled by radie
CK'TB. St. Catherines, Ont.: When the
local Teepee Hockey Club played in
Maple Leaf Gardens in Toronto for the
Memorial Cup Championship, it was
ot possible for CKTB to broadcast the
game. which took place on a Sunday
afternoon. The station received hun.
dreds of requests for the score all af-
ternoon. The St. Catherines team won
and CKTB mentioned this in two an-
nouncements, along with the informa-
tion that the team would be at the local
arena at 7:00 p.m. that night. Also
mentioned was the route by which they
could come from Toronto. As a result
the hichway was lined with fans and
traffic was tied up for more than an
hour. The arena holds 4.200. includ-
ing standing room, but when the team
arrived there were 8,000 jammed in-

side and overflowing on the rink,
* & #

HEOPE Tells the KC

Story!
Look at these figures
3\ of June '54 HOOPER

=\ 8:00 AM-12 N

The picture hos

changed!
Net A — 258§
Ind A — 16.0

(Negro)
KupL — 134
Net B — 108
Net C — 93
Ind B — 8.8

Net D — 7.2

l

l Let your nearest FORJOE
office show you the new

l' June, ‘54, C. E. HOOPER

SOON....DENVER, TOO!!

KuBL— smad Civy
KOR Ol auvom

KUDL @ —xumas crrv

\ TN
M KDKD |cLinTOR:

—IN THE GREAT KANSAS CITY MARK
. -

SPONSOR |




The tremendous post-war growth of industrial Canada,
so well measured by economists, sociologists
and historians, 1s matched by the music

coming from the minds and hearts of the people of Canada.

Yes, There Is Canadian Music!

...and 1t 1s the music that Canadians want to hear

on Canadian radio and television programs.

By encouraging and stimulating the efforts of

Canadian composers of both popular and concert music,

BMI CANADA LIMITED and BROADCAST MUSIC, INC.
arc making it possible for Canadian music to be published,
recorded and performed, not only in Canada

but throughout the world.

Written and composed by Canadians, published

in Canada by Canadian publishers, this music

is becoming the first choice of those advertisers and
program producers who want their programs to find

the widest possible favor with Canadians.

For further information on the subject

of Canadian Music call or write

. BMI CANADA LIMITED

229 Yonge Street 1500 St. Catherine Street. W.

Toronto, Ont. Montreal, Que.
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SIPONSORR
SPEAKS

)

Tv set count

The television industry is moving
constructively toward a national cen-
sus of tv sets. \fter careful committee
work the NARTE hived Alfred Politz
to study the method it has developed
for measuring television sets and cir-
culation.  Results of the exploratory
Politz <tudy will be in the hands of
the NARTB by late fall. Then the
schedule calls for a pilot study in one
A nation-
would be

market. perhaps in January.
al study. perhaps by spring.
the final step.

NARTB plans to turn the
ing job over to an independent entity
to be known as the Television Audit
Circulation. The ol)j(‘(‘li\'e 12 to see
TAC attain the siature in television
which Audit Bureau of Circulations
earied in print.

Advertirers and agencies will wel-
come TAC Industry-recognized
count figures and some form of indi-
vidual ~tation circulation measurement
are high on any adman’s list of essen-

set-count-

set

TvB is born
Faervone in advertising  will jomn
the tele-
vision industry on ereation of the Tele-
Burean TvB
epresents a indas-

SPONSOR in congratulating

vision of \dverticing.

milestone in the
trv '~ maturity.

Particularly with a mediom a~ fast
moving a- televicion, VB can be im-
portamt
~ource of facts and buving tools. We
suggest waork B

to advertising  people as a

vou closelv  with

144

_Applause

tial buving tool-, \gencies today go to
time-consuming and often {rustrating
lengths to try to guess at the facts,

The liope among agencies and elients
i~ that TAC will move into existence
gquichhv.  \medinum which in 1954 may
It over 8600 millions in total billings
lias reached the point where it must fur-
nish basie data. The problems< in form-
g a T'AC on a solid foundation. of
ourse, are manyv. But TAC <hould not
be allowed to linger hehind the fast
pace of television’s growth.

* * i

Radio-tv and the hearings

makes use of
a <take in the
current decision on whether radio and
television can continue to cover Con-
gressional hearings. If Congress cuts
radio and tv off from
newsworthy activities, the air wmedia

Fvery advertiser who
radio and television has

its own most
lose more than prestige. Thev suffer a
loss in audience potential. in excite-
ment value, in their importance to the
listener or viewer.

These are practical reasons adver-
tiser= have for concern over the mat-
ter. But more fundamental issues for
evervone are involved. Far from wel-
coming an opportunity to actually
show the workings of government be-
fore the public, Congress seems to be
shving awayv. Advertising execulive-,
no less than other citizens, <hould pro-
test this evasion of fundamental demo-
cratic principle.

* * *

Newspapet's utopia

The cartoon at the right of this col-
umn is labeled Utopia. It appeared in

once it gets volling some time in
Octoher.

Two groups are responsible for the
present Tvl: Dbroadcasters thi=
spring formed the Television Advertis-
ing Burean ((1VAB): and the NARTB
whose stafl and committee members

who

had planned a television sales promo-
tion bureau.

Both groups worked hard in pro-
ducing then

their separate plans:

worked equally havd for a merger once

newspapeis senviced by the McNaught
Syndicate and it probably does repre-
sent Utopia of a sort  for newspaper
publishers. 1U's one more of the jibes
television wark

their way into newspapers regularly.

at radio and which

Newspapers seem to have a perma-
nent policy that any weak joke at the
expense of radio and television is auto-
maticallyv uproarious. The unfortunate
thing about this tendency is that it en:
courages a closed mind toward radio-
tv amony the small group who contend
they never turn on a set.  This group,
aside from including the intellectually
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precious, sometimes will number man-
agement people. Occasionally an air
campaign is actually bucked by an in-
dividual in a company whose attitude
is shaped Dby his personal radio-pv
prejudices,

But the great bodyv of the public goes
right on listening and viewing.

it was decided this was the wi=est

approach.

SPONSOR is sure advertising people
are anxious to see TvB move quickh
into it~ role as promotion arm and
factual clearing house of tv. As far
back as November 1953 when spoy-
sok’s article “Sheuld there be a I
BAB?™ appeared. admen were enthusi’
In SPONSOR » sur
vevs of admen since they've conitinued

astic about the idea.

to demonstrate interest.

SPONSOR '
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100,000 WATTS
OVER 600,000 SETS IN THIS AREA
ANTENNA HEIGHT 563 FEET

Represented Nationally by
THE KATZ AGENCY, INC.
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