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bu've Got to Get Up
ighty Early...

-To Beat This
Bird in Southern
New England TV!

This famous Rhode Island bird packs
a powerhouse of live local show-
manship day in and day out . .. a

- : powerhouse that attracts accolades
- Watch for from TV Guide, Variety, Boston

POWER=BOOST . Traveler, New York Times and

others.

NEWS... And this showmanship is proven
, ~ 00 f = salesmanship . . . with Channel 10’s
MING SOON! 1 j live local shows averaging a big

87% share of homes using TY, in
the latest Providence telepulse.

No wonder this early bird cap-
y tures the niarket in Southern New
NBC-BASIC England! The products that go to
ABC-Dumont-CBS our rich market FIRST and leave
shelves FASTEST are advertised on

WIJAR-TV.

Naltional Representatives WEED Television

jAR'T»~;(CHAHHEl 10 Prov:dence, R. L
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KWTV MATCHES WORLD’S TALLEST TV

TOWER WITH STUDIOS AMONG
THE FINEST IN THE SOUTHWEST

Those thousands who come each week from "all
over'' to see the world's tallest man-made structure,
are no less amazed at the magnitude of KWTV's
new studios . . . the amazing completeness and
complexities of its RCA equipment.

Along with KWTV's new studios and new power
(316,000 watts), its programming and personalities
combine to create a brand new TV picture in Okla-
homa . . . a facility unmatched in sales-making
ability by any other Oklahoma television stationt

@ , ‘ CHANNEL 9
OKLAHOMA CITY

AFFILIATED MANAGEMENT KOMA-CBS-RADIO * REPRESENTED BY AVERY-KNODEL, INC.
EDGAR T, BELL, Executive Vice President FRED L. YANCE, Sales Maonager
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Overlap study Among factors P&G considered in busing into alternate-week sponsor-

preceded P&RG buy ship of 4 nighttime tv shows was dsgree to which audience overlapped.
A. C. Nielsen ran special tabulations to calculate unduplicated view-
ing. All 4 shows are "family appeal," hence concern with excess
duplication. Shows are "This Is Your Life," NBC TV and 3 CBS TV
situation comedies: "I Love Lucy," "Topper," "My Favorite Husband."
(See discussion of alternate-week sponsorship, Sponsor Asks, page 90,
1 November, 1954.)
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l New form of New SRA standard for full-screen, 8-second I.D. was seen winning

| 1.D. saves money gquick acceptance from stations. All 60 stations replying to SRA let-

| ter in first week agreed to full-screen I1.D.'s in addition to previ-
ous three-quarter screen shared I1.D.'s. Some holdouts expected,

| however. SRA will give list showing form of I.D. stations accept to

I film producers. Then when agency sends producer market list for I.D.
campaign, producer will know automatically how many of each type

l I.D. to prepare. New I.D. saves money, since inserting call letters

| at $50 and up each is eliminated.
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Continental likes "Make Up Your Mind," daily CBS Radio program at 11:30-11:45 a.m.,
radio mail pull pulls 9,000 letters weeklv. That's close to half million yearly.
Listeners are urged to write in with questions for discussion and
flow of letters is steady. Client: Continental Baking Co. Agency:
Ted Bates. Continental regards mail pull as good evidence of radio
impact.

~SR—

Kobak not in on Ed Kobak, president of ARF, is individual referred to this page last

report, ARF says issue, as having figured in C. E. Hooper complaint that ARF officers
had connection with both forthcoming report on audience measurement
and a rating firm. Kobak is consultant to A. C. Nielsen. But ARF
points out Ed Kobak specifically disassociated himself from audience
measurement study to degree he won't see it till publication. ARF
says Hooper knew this_was case when he made charge.
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| Average weekly cost of quarter-hour five-a-week radio news shows is $3,694
I TI\e n-ine sponsored q'uar'rer-hou'r across-the-board news programs in | Lowe” Thomas -------------- - $7’250
nighttime network radio range in zost from $1,000 weekly (for John
l Vandercook on ABC Radio) to $7,250 a week (for Lowell Thomas on | Edward R' Murmw """"" 6’250
| CBS). Six of the programs are priced at $3,000 or less (aside from ’ T

{ Vandercook, two come in at $1,500, two at $3,000, one at $2,250). MO[gan Beany o 3'000
f Gabriel Heatter sells at $1,500 per quarter hour segment. Average

E weekly cost on all the shows comes to $3,694. A“aﬂ Jackson ______________ 2’250
‘ Sample listing of a half-dozen news shows with program costs appears

l‘ at right. A complete roster of all shows on the four radio networks HaIIY HaIIIIEIY .............. 1;5“0
; along with costs, sponsor, agency, number of stations carrying each,

I appears in the Radio Comparagraph on page 79. JOh" va"derc(mk ------------ | UUI
R ) G S Gt i G S Ge— Se—— — — e— e—— e o— Se——— — e—  om— o e o G e G SS— S—— S
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REPORT TO SPONSORS for 29 November 19354

7 agencies on Show which easily qualifies as involving most intricate agency team-
onc program work is "Time for Betty Crocker," 5-minute ABC Radio program which
runs 9 times weekly scattered over the board. AgencieS now supplying
commercial copy to show for multiple products are: D-F-S; BBDO;
Knox-Reeves, Minneapolis; Esty; Tatham-Laird, Chicago. Soon 2 other
agencies will join group, N. W. Ayer and Zimmer, Keller & Calvert,
Detroit. D-=S-F products show with client indicating when commercials
from each agency are to be used.
~SR—-
Morec animation if If Screen Actors Guild succeeds in negotiating big increases of mini-
SAG fees jump mums in forthcoming negotiations with tv producers, look for con-
tinuing trend toward use of more animation for film commercials.
Animation, including less-expensive, semi-abstract forms, got impetus
when producers signed initially with SAG to give talent re-run paye
~SR--
Client’s hands-off Knomark Manufacturing (Esquire boot polish) has unique point of view
commercial policy on commercials. It does not see commercials in advance as matter of
policy. Company executives want to be free to try to see pitch
as customers. Attitude is that sales are only measuring stick. Firm
sponsors Masquerade Party, alternate weeks on ABC TV (via Emil
Mogul). "It's an agencyman's dream,"” Charles "Chuck" Rothschild,
a/e and executive v.p. at Mogul, told SPONSOR, "but it places a
bigger responsibility on the agency."
—SR—

Television’s Complaint filed with FCC by Wilmington Television Corp. (North Caro—

national lina) points up degree to which tv has developed as medium affected
by national considerations. Wilmington company could not get CBS
tv affiliation, problem other small markets face, as outgrowth of
fact clients prefer coverage from major market centers. But Wil-
mington firm takes position that WBT Charlotte, N. C., had "secret
understanding" with CBS. President and executive v.p. of Jefferson
Standard Broadcasting Co. voiced strongly worded denial in sworn
affidavits sent to FCC.

—SR~—
Ryan tackles First job to be tackled by William Ryan, new executive vice president-=

QRG problems managing director, Quality Radio Group: Should new stations be added
to existing lineup? Problem is important as buyers of QRG shows
must buy all QRG stations. Ryan also deep in discussions about new
programs, budget and staff. Temporary offices will be set up shortly
in New York; programing will start December. Ryan was chosSen by
six-man committee from among 20-0dd names is former president of BAB
(to e RAB 1 January).

Yew national spot radio and tv business

i
] )
| SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration I
Chap Stick Co. Lynch- Chap Stick Chan-Ans Lawrence C Gumbin- 19 radio. stns Radio: S anncts a wk; mid-Nov: 13 wks
1 burg. Va ner, NY ‘*I
l Cen~ral Foods Corp. Instant Maxwell House Benton  Bowles, NY 10 mkts Tv: 50-100 stnbrks, 20-sec anncts a wki
White Plains. NY early Dec; 2 wks )
| Cenerat Motors Corp ‘S0 Mullionth Car" Kudner, NY 35 cities Radio: 3 min anncts per §tn; 21 Navg '
Detroit, Mich 3 da
l Roto Broil Corp of Roto Browl 400 Product Scrvices, NY 6 major mkts Tv: stnbrks, 10-sec ID’s for $90.000 I
America. NY budget: 18 Nov; 4-5 wks
Standard Brands, NY Instant Chase and Compton. NY 100 cities Radio-tv: min anncts on radio, ID's on: |
l Sanborn Coffee tv; 1 Jan; 52 wks 1
Tavior-Reed Corp. E Z Pop Cunningham O Walsh, 1S mkts Tv: min psetic; Nov: 13 wks
I Cleawood. Conn NY [
J |
2 SPONSOR ¥
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NBC CBS DuMont

LANC»AﬁSTER

316,000 warrs

a wonderful combination!

A rich market with 967,300 families who have CHANNEL 8-LAND

an annual effective buying income of over five

. York Harrisburg Reading
billion dollars. A super-powered station—the .
. ] . Hanover Lebanon Corlisle
one station that reaches this vast territory, Gettysburg Westminster  Martinsburg

and exerts tremendous influence on the spend- )
p Chambersburg  Hagerstown  Pottsville

ing habits of this buying audience.

Frederick Sunbury Lewisburg
STEINMAN STATION Waynesboro Lewistown Shamokin
| Clair McCollough, Pres. Hazleton Lock Haven  Bloomsburg
1
Representatives: %
M E E K E R TV, I N (q New York Los Angeles Chicago San Francisco

'l 29 NOVEMBER 1954 3



| ARTICLES

What can be done ahout the ratings muddle?

To stimulate discussion about this increasingly vexing pr?b|em, SPONSOR has
rounded up pessible solutions offered by industry executives, offers an evalua-
tion of each suggestion given

How Gimbels uses air media for high-priced items

Reupholstery department was guines pig for store's air experiment. It doubled
business, opened three new factories in just 2| months.

i portrait of five timebryers on the job

There is no such thing as a “typical" timebuyer doing "typicsl" time buying
work. Each buyer faces s wide range of problems, has many responsibilities
of which buying is only one

Richfield co-op plan: 909%, budget for radio-tz

Distributors pick media, programing but commercials are standardized in 59
radio, eight tv markets. Richfield pays 50% of co-op costs

Network tv participation shows: a bnyer's guide

You can still get your message on one of the half-dozen network tv participa-
tion shows in time for last-minute Christmas selling—flexibility is one of the
chief pluses participations offer. Here is a factual rundown

Shonld Film roughs replace storyboards?

Agency DCSS says "yes” if commercial depends on demonstration and acting,
proves point by making living storyboard for $207

S. S. Pierce reaches epicnre market with radio

Nationally-known importer and wholesaler of foods for the epicure trade uses
X: ws show over WEEI, Boston, to reach gourmets, test products for
a | distribution

Te Dictionary Handbook for Sponsors: Part IX

This lexicon can be used no* only to look up unfamiliar industry terms but
scanning it will yield s good basic knowledge of tv's many facets

Color section of Tv Dictionary

Special section of SPONSOR's Tv Dictionary Handbook is devoted to color,
gives basic knowledge of color terms, production terminology

Ty Dictionary inspires cartoons

Tv cameraman Buddy Orrell, in reading through SPONSOR s Tv Dictionary,
was motivated to draw a series of cartoons depicting the lighter side of life
at a tv station. Here's a samrpling
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bON’T USE KTHS ir vou seL a

Limited Morkot:”

(Little Rock ONLY, for instance)

DO USE KTHS i vou seLL

MO.
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Daytime, the Station KTHS primary (0.5MV /M) area
has a population of 1,002,758, More than 18%,  ar over
100.000, do not receive primary daytime service from any
other radio station,

I_(THS interference-free daytime coverage extends teo the
T. 1MV /M contour, except in the southwest quadrant —
has a pepulatien of 3,372,433,

mogt or all of Arkarsas !

IF vou want the “white-tie-and-tailx cet’" alone, in your Na-
tional Spot Campaign,—don't use KTHS in Arkansas!

KTHS is 50,000 watts—CBS—broadeasts from Little Rock,
the State Capital, in the center of Arkansas.

Automatically, KTHS could deliver a big and important audi-
ence throughout practically all the State. And KTHS does de-
liver because our News, Farm, Music and other departments
supplement network fare with tremendously effective State-

wide programming.
So we repeat. Don’'t use KTHS if vou want to reach only a
small market. Do use KTHS if vou want a big Arkansas

audience—big Arkansas results. Ask vour Branham man for
all the faects.

50,000 Watts . . . CBS Radio KTH S

Represented by The Branham Co.
Under Same Management as KWKH, Shreveport

BROADCASTING FROM

Henry Clay, Execvtive Vice President

B. G. Robertson, General Manager

LITTLE ROCK, ARKANSAS
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For Expert |

'\"Opinion
ASK A NEIGHBOR

California oflices of Nation-
al  Advertising  Agencies
know Western radio first-
hand because they live 1.
I'hey buy KBIG!

Here arc some of the out-
standing agencies who use
“The Catalina Station” 1in
1954 10 cover All Southern
California.

Batten, Barton, Durstine & Osborne %
Barnes Chase Co. % Blitz Advertising v
Brisacher.,  Wheeler & Staff % Brooke,
Smith, French & Domance % Buchanan
x Co. % Peo Burnctt Co. % Calkins &
tolden Co. % Campbell-Ewild Co. %
Caples Co. % Cole & Weber % IVArcy
Co. % Dole Dane Bernbach % Royv S,
Durstine Inc. & Frwin, Wasey & (o, %
Foote, Cone & Belding ¥ Glenn Adyer-
using % Grant Advertising % IHicks &
CGreint % Hurrington-Richards % Hixson
Jorgensen % Honig-Cooper % long
Advertisimg % Divad J. SMahoney Inc, %
McCann Frickson Inc. % Walter McCreery
Ine % Arthur Meverhofl Co. % Ravmond
Morgan Co. % Paciiic National %
Fmil Reinhardt Inc. % Rhoades & Davis
* Ruthraull & Ryvan s ). Walter T homp-
son - Co. % West Marguis % Young

“KBIG

The Cotaling Station
10,000 Watts
ONMN YOUR
74 D1AL
T A -
- X N - \‘*.. g ®

JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hollywood 28, California

Telephone: HOllywood 3-3205
Not. Rep. Robert Meeker & Assoc. Inc,

1]

Jevemy D. Sprague, Cunningham & Walsh,
New York, feels that factors beyond rating alone
must be considered in placing tv announcements.
“We've begun 1o recognize various intangibles that
enhance the rvalue of a time slo1,” he told sroNsoR.
“IFe consider factors like station merchandising,
acceptance of the local programing adjacent to

the time [eriod and audience composition as well
as ifs size end cost per-1.000." As Jeremy puts it,
Audience A may be twice the size of Audience B,
but it may haie onlv half the potential customers.

Norman By. Tillman, Goldman & Walter,
Albany, feels that the demands of a small agency
gire a buver more scope. “I'm an a e, and in line
with this 1 also buy time and space,” he told
<pONsOR. “Although I'm also in charge of research,
! don't buy time simply according to ratings. |
analyze the morket as well as the sponsor’s products;
then make my recommendation. Often ['ve
suggested radio in so-called tv markets and often
the client agrees after he hears the reasons. In
many ways, it’'s an adrantage to buv for a small
agency, because you get to knaw product problems.”

Edwcin Felder, Roy Garn Co., New York,
prefers placing film commercials to buving partici-
pations or time for lire announcements. “Ilt's far
simpler and more f[lexible when vou're working
with film commercials,” he told spoxsor. “You can
era’uate the time period you're buying strictly on
basis of the audience it delivers and the contents

of the adjacent programing. lf vau're buving live
aunouncements, you become involred in ervaluating
the personality of local station talent as well;
that's difficult to da from outside the market.”

Al Sessious. Biow Co.. New York, has been
increasing the radio schedules in New England for
Kuickerbocker Becr. “Radio is the backbone of our
advertising in the New England states” he tald
~rON~OR. “And it's been doing such a good job for
us. that we've increased the schedule during the
past two vears. We're on the air morning. day and
night, in radio-only aswell as tv markets with regular
announcement schedules. By spreading these an-
nouncements through the entire dav. we reach every
segment of the audience. tn and out of the hame.”

e el
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Shotgun

Technique

produces
fertile
lawn food
sales

People from near and far said, “I heard it on WHAM radio,” as they
bought carloads of lawn food from Gormel’s Garden Store. Buyers
came in response to a “‘trial” 4-week spot campaign on WHAM. Shot-
gun technique radio spot announcements cleared out a warehouse
full of lawn food. In one month WHAM radio moved over 300 tons of
lawn food—enough to feed 6,000,000 square feet.

Gormel’s intimate message on WHAM radio impressed many new
and young homeowners “‘that high quality need not be high priced.”
Mr. Gormel sensed a new feeling of confidence in contacts from old, as
well as new customers. As he expressed it, "I can only account for this
attitude change by citing WHAM’s direct personal appeal.”

So successful was this “‘trial campaign,” the client maintained the
announcements for several months, and since has purchased program

time and additional spots.

Success like this is the rule rather than
the exception for WHAM personalities.
Why not put this sales push behind
your product or service?

LET!

The STROMBERG CARLSON Station, Rothester, N.Y. Basic NBC* 50,000 watts ¢ clear channel *

GEORGE P. HOLLINGBERY COMPANY, National Représentahve

29 NOVEMBER 1954

RADIO SELL FOR YOU



Super Anahist and its agency, Ted Bates & Company

are sold on Spot as a basic advertising medium!

I{ your product has peak selling periods, like Super
Anabhist, Spot broadcasting should be your medium, too.
Super Anahist’s entire advertising budget goes into Spot
.. both radio and television...and, after only two years
on the market, it is now the nation’s fastest growing
cold remedy.

Your advertising agency can show you how Spot
broadcasting, used as a major advertising medium sea-
sonally or throughout the year, can fill your particular
selling needs.

Witli Spot. you can support your salesmen sectionally

a~ well as seasonally ... market by market. according to

\BC SPOT

Chicago Detroit

Los Angeles

...and some Spots are better than others

30 Rockefeller Plaza, New York 20, N. Y.
Clereland
Charlotte*®

your estimates of sales potential. And only Spot broad-
casting allows you to adjust your long-range promotion
plans to last minute selling conditions, quickly and
economically.

rich markets that account for
NBC Spot Sales

represents top radio and television stations. Why not find

In 11 inajor markets...
almost half the nation’s retail sales...
out how Spot in these markets can work for you asit does
for Super Anahist and thousands of other successfil
advertisers.

More top-level executives are sold on Spot because

more products are sold on Spot. ..

S ‘\ I_JE S

K ashington San Francisco

Dallas®

YBuriar Lowrance dssoctates

Atlanta*

1958 BY NATIONAL BROADCASTING COMPANY, INC

representing RADIO STATIONS :

WRCA New York WRC B uskington, 1. C,
WMAQ (hicogo WTAM Cleteland
RNBC  San Francisco WAVE Loutsidlle
RSbH St. Louis RGU Honolulu, Hawan

representing TELEVISION STATIONS:

WRCA-TY MNew York WNBK Clerelond

WNBQ Chicogo KPTYV Portlond. Ore,

KRCA Los 4ngeles WAVE-TY Louiseille

RSD-TYV S, Louis WRGB Nchenectady- Albony.Troy
WRC-TY Hashingion. D. C. KONA.T¥ Honolulu. Hawau



MAC DONALD DUNBAR,
Media Group Supervisor,
Ted Bates & Company, (left)

1. S. HEWITT, |
Executive V. P.
Anahist Company, Inc.

C. L. MAC NELLY,
Account Executive,
Ted Bates & Company

PHOTO BY ROBERT FRANK
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COVERAGE:
POPULATION, 1954, ... ... 2,226,700 oo
FAMILIES, 1954, ... .. ... 690,840

Note: The population and number g fm/m o

of families in WFBM-TV's 0.1 mv 7o i
(figures listed above) are greater !

than the combined state totals
in New llampshire, ldaho, Vermont
and South Duakota.

*Cireles indicate contours ax registered with the FOC, srdin T (maaoguoiel Ay
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|
SPYNCTR

Represented Nationally by The Katz Ageney

Affiliated with WEOA, Evansville; WFDF; Flints

WEBM-T

INDIANAPOLIS

WOOD AM & TV, Grand Rapids
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by Bob Foreman

In glancing over my last few efforts on these pages. |
notice that the point of view taken has been consistently
jaundiced and the tenor of my remarks on the acrid side.
Therefore, it is only good programing that a wisp of sweet-
ness appear about now. especially since my ill humor has
been directed, these past few issues. against televizion ax an
advertising medimn, a purveyor of information and an art
form. This is an impression [ don’t wish to create. since |
actually believe tv to be our most vital and hnportant means
of communication. Therefore, a few sentences here and now
on Television . . . the color version.

It is my pleasure to sit ofttimes in meetings where the dis-
cusston deals with the apportioning of advertising budgets.
The decisions made therein determine how many of the ad-
verticer’s dollars each medium gets. It is far from a rare
occurrence in these sessions to see money diverted from tele-
vision solely on the bazis that the product to he advertised
needs color in itz portrayal-—which usually means that its
dollars are directed into magazmes. In a few instances,
color may mean newspapers—however, seldom are more
than a few words of praise caid for either the heauty or be-
lievability of the four-color work done on news stock. So,
in general, color does mean the magazine or newspaper
supplement—monthly or bi-weekly or weekly—in letter press
or roto. Ty )

[t always strikes me tha}glthis is highly dangerous ground
upon which to tilt witly felevision since so many striking
sales results have been “achieved in black and white tv for
products such as lipsfick and food and jewelry. to name a
few of the long list ¢f products which certainly make use of
color importantly in their :ales appeals. Often (not alwav:
I’ll admit) the individuals doing the Big Switch are among
the most timorous—that is. the farthest along the road to
buying that shack-and-bass-lake in Florida. Which iz an-
other reason for looking for flaws in the reasoning.

Personally. I'd hate to stake my bLelief-in-print on its abil-
ity to provide an advertiser with the four-color-proce=s of re-
production. [ say this having the distinct advantage of course
of owning a color tv receiver in my home plus having spent
considerable time working in color on television copv and
programing, hoth live and on film.

The effect of color on tv selling ix nothing short of elec-

(Please turn to page 52)
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No Trick When
You Know How

It's na trick capturing the largest
share of audience when
yau're selling an KSDO . ..

San Diego’s music and sparts station.

Accarding ta HOOPER, KSDO is
first in listeners in this rich,
billian dollor market.

May we show you haw 1o turn the
trick for your clients on KSDO?

1130 KC 5000 WATTS

Representatives

John E. Pearson Co. — New York
Chicago — Dallas — Minneapolis
Daren McGavren — San Francisce
Walt Lake — Los Angeles
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The New WKNB Telev.

it 1 1 4444

FIRST in national and local program popularity.

FIRST Television station in Hartford County.
FIRST in acceptance by local advertisers.
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WKNB-TV DOMINATES the HARTFORD Market
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sroxsonr tnvites letters to the editor,
Address 40 E. 49 St., New York 17.

ALL-MEDIA BOOK

All-Media Evaluation Study
book just hit v desk and I'in having
a hard time concentrating on anything
else. 17d like to say that I'm greath
impressed by the compreheunsive at-

Y our

tack you have made on this problem

and on the forthrightness of your
presentation. Rarely have | seen any-

thing which pulls its punches less—
and that’s very much to your credit.

Before I had time to get very far
into the book one of the research men
from Gallup & Robinson forcibly hor-
rowed my copy. Ite has since ordered
two copies and save it answers a loi
of questions he’s heen a<king for a
long time.

BENJAMIN SHIMBERG

Asst. to the President jor Evaluation

& Research in Educational Tv
Educational Testing Service

Princeton
® SPONSOR' All-Media Fyvaluation Study book.
just off the pres<. i+ available at §1 a copy.
You may order by writing 1o 40 Fasu 49 St
New York 17,

SALES RECORDS

You'll be interested in knowing that
two Westinghouse Broadcasting Co.
sales managers were in Bermuda sun-
ning themselves in late November as
the result of outstanding sales records
during June. July and August.

Robert H. Teter. of KYW, Philadel-
phia. and C. Herbert Masse, of WBZ-

TV. Boston. won two-week vacations

bell {r.) gives trophy to Masse, Swartley

Surf Chub in
Opera-

Beach
~ales

at  the Flbow
W BCs summer

.0

contest,

KYW

sales for the three-month pe-
riod were up 79 over the previous
vear. WBZ-TV showed a 2577 in-
crease. Although Teter and KYW sta-
tion manager Franklin A. Tooke re-
ceived their “Top Dog™ trophy for ra-
dio sales ore than a month ago.
VMasse and WBZ-TV station manager
Williain C. Swartley didn’t formally
cet their television -ales award until
last weck.

Fldon Campbell. national sales man-
ager for Westinghous<e Broadcasting.
presented tlie trophy to Swartley and
Masse in a ceremony at the station.
Ralph Harmon. WBC vice president
for engineering. and David Partridge.
national advertising and sales promo-
tton manager for WBC. also were pres
ent.

Botli Masse and Teter were well
equipped for the trip. Masse accepted
hi= award wearing Bermuda shorts

and a pith helmet, and the KYW saff
presented Teter with a pair of Dblack
velvet Bermuda shorts made by Ellen
Johansen. promotion department sec-
retary.
WiLLiam E. McELwarx
Account Executive
Ketchum, MaclLeod & Grove
Pittsburgh

MOOD MAY LOWER AD VALUE

May I add a few comments to vour
recent forum feature about how a
program mood can affect the audi-
ence’s receptivity to selling (15 No-
vember, page 01).

Would vou try
to sell cigarettes
via a show which
tried to prove
that lung cancer
was due to smok-
ing? Or automo-
' biles on a <how
h—.s featuring a high-
accident?

These illustrations. I hope. will help

get across ny

wav

answer.

There is alwavs the danger that a
neutral or negative mood mayv be de-
veloped by a program which might
lower the plus-value of an advertiser’s
message. Moods such as despair. hope-
lessness. frustration. fear and anxiety
predispose a person to withdraw in-
side himself and lead to little positive
action,

Probably very few current tv shows
are zeriously at fault in this respect.

SPONSOR




SURE’

The Houston story you know by
now: how it doubles every 10 years,
how it’s got a million people, how it’s
far and away the biggest city in the

booming South.

What maybe you don’t know is this:

That million has money . . . business
is fine . . . the town’s still reaching and
stretching and sprawling out onto the
prairies, buying, buying, buying.

The picture’s plain; the facts are
famous.

And full in the foreground of the
picture is a rootin’, tootin’; shootin’ cat,
the mascot of Channel 13, KTRK-TV.
He’s a sure shot.

Why so sure?—obvious:

The ONLY prime time in Houston’s
on ABC’s newest outlet, KTRK-TV,
Channel 13, The Chronicle station.

Availabilities are yours fast from

BLAIR-TV or KTRK-TV.

‘ * The one thing we're not sure
' of is how long the availabili-
! ties will last. Seems every
- time a KTRK-TV salesman
‘ makes a call, the prospect
turns into an advertiser with
‘ the word “SURE!” We love
the word, but we thought
you ought to know.

THE CHRONICLE STATION, P. 0. BOX 12, HOUSTON 1, TEXAS CHANNEL 13, BASIC ABC

HOUSTON CONSOLIDATED TELEVISION CO. General Mgr., Willard E. Walbridge NATIONAL REPRESENTATIVES:
Commercial Mgr., Bill Bennett BLAIR—Tv, 150 E. 43rd St., New York 17, N. Y
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ON THE AIR FROM 7A.M. TO1AM.

basic CBS shows & top ABC shows P R
45 ST. LOUIS’ FAVORITE PERSONALITIES [
, o
ED WILSON TOM DAILEY GIL NEWSOME &= ] ] ‘ #
4:15— 5:00 P. M. 12:30 — 1:00 P. M. 500 — 5:30 P. M, T i ‘ ’
=S, .. UNBEATABLE ENTERTAINMENT _ & |
.‘ ‘ AND lE | \\! -
Mme SALE -4 |
FOR YOU / |}
r'
1,560,000 POPULATION
100,000 WATTS — OVER 650,000 RECEIVERS
Represented Nationally by THE KATZ AGENCY, INC.
1 ~ IQ'B"§N '
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However, this is not enough. The ad-
vertiser must create a positive or fa-
vorable attitude or mood——cither con-
scious or subconscious.

Moods or attitudes provide the “cli-
mate” of behavior. They predispose
people to act positively and favorably,
or negatively and unfavorably. They
are among the most important deter-
miners in the complex motivation of
man.

The advertiser is, of course, inter-
estéd in this theoretical discussion only
insofar as it points out to him the po-
tential dangers. He is interested in
the particular mood created by his tv
show. Is it negative, positive. or neu-
tral in relation to the objectives of his

show? How does it “reward” its
viewers?
Motivation research has recently

been widely and vigorously publicized,
advertised and merchandised by many
researchers, some legitimate, some
marginal and some eager to make a
fast dollar.

Fortunately, there are many compe-
tent and legitimate social scientists
who are working in this field, who are
producing interesting and useful but
preliminary results. They are adapt-
ing existing and developing new clini-
cal techniques specially suited to these
problems. One of the most promising
is Dollard’s “Reward Scale,” which
has been used successfully for 10
years on printed materials.

The “Reward Scale” is a means of
measuring the “rewards” or satisfac-
tions that a person gets out of a given
activity or entertainment. If a person
gets no reward or a negative reward,
his tendency is to stay away from the
object or entertainment that gave rise
to such a reaction.

During the past two years, Dollard
has been adapting the ‘“Reward
Scale” for use in connection with tv
shows to reveal whether the mood
created by a show is negative or posi-
tive. It is now being tested for use in
this. field commercially. Only by
means of some sound measuring de-
vice such as this can we be sure
whether the mood of a program is

favorable or unfavorable to the selling

of a product or idea.

ALBERT D. FREIBERG

V.P. Charge Market Research
Psychological Corp.

New York
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NEGRO RADIO

[ would like to comnnend you on
vour fine eflorts in this vear’s Negro
Radio issue [20 September 1951, page
477,

Those of us in the Negro Radio in-
dustry owe a greal deal to sPONSOR for
the part it has plaved in naking our
story better known among national and
regional advertisers. As you know. it
has taken quite a long time to get our
story across. [t appears now that we
are approaching the time when we can
say we have “arrived.”

We would like to use some excerpts
from the 1954 Negro Radio section in
a direct mail promotion. What we
have in mind is to use four or five of
the success stories that were used in
this year’s issue. We are currently in
the process of constructing an all-
Negro programed station in Tampa.
Fla., and the idea in using the success
stories is to say: “If it can be done in
Nashville. Birmingham. Atlanta. Mo-
bile, etc.. why not in Tampa too?” Of
course, if you give us permission to use
these excerpts, we will give you proper
credit on the mailing.

Please place an order for 50 re-
prints of the Negro section for us. We
have found they are excellent sales
aids.

NORMAN STEWART
Commercial Manager

WSOK, Nashville

® Reprints of the 1951 Negro Radio seetion arc
available at 40c¢ each; 10 or more copies, 35¢
each; 50 or more, 30c; 100 or mere, 25c¢; 300
or more, 20c. Permission to reprint

made in writing and credit is given.

TV DICTIONARY,HANDBOOK

Please send me the book form of
sponsoR’s Tv Dictionary, Handbook a=
soon as published and bill me.
Enjoy reading sponsoR and deem it
an invaluable part of my work each
day.
Pauvr E. PErry
Director of Radio and T»
American Stores Co.
Philadelphia

® SPONSOR’s 1931-'53 Tv Dictionary/Hand.

book will be available early in 1953. Single
copies are $23; quantity prices on rcquest,

SPOT RADIO

This pertains to “Spot radio’s time
of decision” in your November 1 is-
sue [page 29].

The article is generally well written.

(Please turn to page 116)

material |
from SPONSOR is granted provided a request is |

(78 SCOTCH
CLEANERS
BIRTHDAY/!

“Four years ugo,” writes Scotch
Cleaners president Archie Swan,
“we started a dry ecleaning and
laundry business with one outlet.
Today we have six stations and
rank as Topeka’s largest cash-
Customer

and-carry dry eleaners.

turnever in this business is ex-

ceptionally fast, and advertising
B - mmr -
results are quiekly traced. Sta-
| S . .

tion WREN deserves a big hand
on ounr fonrth birthday—Dbecause
our mind

there is no doubt in

that onr strong and consistent

schedule on WREN has been our

advertising.”

most efleetive

5000 WATTS
ABC « TOPEKA, KANS.

1&;

., Weed & Company




Tue Ho~. Hersiax E,. TaLsance Tie Hos. Winniay B, Hartsrierp
Governor of the State of Georgia Mayor of the City of Atlanta 2
1

CEORGIANS GET FIRST-HAND FACT
ITY AND STATE VIA WAGA-TY

Governor Talmadge and Mayor Hartsfield are both regular guests on WAGA-TV

progras, “Capitol Report” and “This is Your Town.”

These are nore than publie serviee programs—they are public information
programms which give first-haud facts on issues concerning the state and eity. The
responsc is so great, no Pulse or Hooper or ARB iz needed to convinee either of
tlicse publie officials of the vast andiences they reaeh.

And none will be needed to eonvince vou that WAGA-TV blankets the area.
The steady climb of vonr sales curve will tell the story emphatically.

Let our reps give vou the faets on WAGA-TV—the station Georgians look to
for facts abont city and state.

DO0,000 WATTS
b . —m——

118 E. 57th Street, New Yark 22

Bab Waad, Midwest Natianal Sales Manage
230 N. Michigan Avenue, Chicago
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. New and renew 2

1. New on Television Networks

SPONSOR
Allis-Chalmers Mfg,

Chrysler Corp, Detr

Eastman Kodak Co, Rochester, NY
Gillette Safety Razor, Boston

Johns-Mansville Corp,
Longines-Wittnauer Watch Co, NY

Pharmaceuticals, Inc

Simoniz Co, Chi
Swift & Co, Chi

Telechron Dept, Gen Elec, Ashland,

Mass

Tootsie Rolls, Hoboken, NJ

Zenith Radio Corp, Chi

' AGENCY STATIONS
Bert Gittins, Milw NBC TV
McCann-Erickson, Detr ABC TV 50

‘ JWT, NY NBC TV
Maxon, Detr CBS TV 111
JWT, NY NBC TV 22
Victor A. Bennett, NY CBS TV 146

I

(Geritol, RDX), Harry B. Cohen, NY CBS TV 111
SSCB, NY CBS TV 77
JWT, Chi NBC TV
N. W. Ayer, NY NBC TV
‘ Moselle &G Eisen, NY NBC TV 60
I YGR, Chi CBS TV T

2. Renewed on Television Networks

SPONSOR AGENCY ‘ STATIONS \
Aluminum Co of Amer, Pitt Fbrsit';{, 7CIeve | CBS TVV 6;
Amer Oil Co, Balt Joseph Katz, NY CBS TV 54
Amer Safety Razor, NY D-F-S, NY ABC TV 36
Borden Co, NY YGR, NY NBC TV 59
Hamm Brewing Co, St Paul Campbell-Mithun, Mpls | CBS TV 38
R. ). Reynolds (Camels), Winston- W. Esty, NY NBC TV 81
Salem, NC l
Pan Amer World Airways, NY JWT, NY i NBC TV 22

- 1—

t

PROGRAM, time, start, duration

Livestock Exposition; T 3-4 pm; 30 Nov only

Thanksgiving Day Parade; Th 10:15-11 am; 25
Nov only

Norby; W 7-7:30 pm; 5 Jan; 52 wks

Orange Bowl GCame; Sat 1:45 pm to concl; 1 Jan
only

Meet the Press; alt Sun 6-6:30 pm; 9 Jan; 52 wks

Thanksgiving Day Festival of Music, Song &
Dance; Th 5-6 pm; 25 Nov only

Meet Millie; alt T 9-9:30 pm; 7 Dec; 7 alt wks

Bob Crosby Show; W 3:30-45 pm; 1 Dec; 52 wks
Horace Heidt Show; Sat 7:30-9 pm; 8 Jan; 52 wks
Times Square Celebration; F 11:55-12:10 am; 31

Dec only

Paul Winchell-Jerry Mahoney Show; Sat 10:30-11

am; 20 Nov; 52 wks
Omnibus; Sun 5-6:30 pm; 24 Oct; 52 wks

PROGRAM, time, start, duration

See It I‘Ew; T 10:30-11 pm; 30 Nov_; éi wks
Person to Person; alt F 10:30-11 pm;
stns; 3 Dec; 52 wks

Walter Winchell; Sun 9-9:15 pm; 2 Jan; 52 wks

Justice; Th 8:30-9 pm; 6 Jan; 52 wks

Person to Person; alt F 10:30-11
stns; 3 Dec; 52 wks

Camel News Caravan; M-F 7:45-8 pm; 3 Jan; 52

wks

Meet the Press; alt Sun 6-6:30 pm; 2 Jan; 52 wks

3. Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION [

Ruth L. Ackerman
Robert E. Allen
Sam Ballard

John P. Beresford
Charles Bigelow

Stephen Birmingham

Allen Brinker
Everett Castle, r
Roxane Cotsakis
Vic Decker

Maizie V. Elenz
Robert Elliot
James L. Flood
H. Jeff Forbes
J. Frank Gilday
Herbert Gruber
C. Robert Gruver

John David Held
Irving Hill

Jane Hite

Elmer laspan
Terence Kennedy
William Knudsen

Eleanor Lambert, NY, fash bur stf

FGSGR, NY, office mgr !
Ceyer Adv, NY, vp & chmn of acct policy comm

CGP, NY, vp

Facts Consolidated, LA, res assoc

Gimbe! Bros, NY, adv mgr

Nathan Fein Adv, NY

BBDO, Cleve, creat dept

Compton Adv, NY

Decker Adv, Canton, Ohio, o & dir

Benton & Bowles, NY

CBS TV, NY, prom copy chf

CGP, NY vp G dir of mdsg

Free lance tv & movie prodr, Cleve
CGP, NY, vp G dir of r-tv

CGP, NY, chf timebuyer

Adam Scheidt Brewing Co, Norristown, Pa, chg of mdsg,
sls prom

Ketchem, MacLeod & Grove, NY, r-tv prodr
Foster G Kleiser, Seattle

Calkins & Holden, LA

Al Paul Lefton, Phila

ECOS de Nueva York, NY, adv dir
Smith, Hagel G Snyder, NY, vp

NEW AFFILIATION

R. S. Taplinger G Assoc, NY, exec

Same, Cleve, pres

Same, exec vp G gen mgr
McCann-Erickson, NY, acct exec
McCann-Erickson, LA, dir of res

DCSS, NY, copy dept

Wexton Co, NY, acct exec & asst mdsg dir
McCann-Erickson, Cleve, creat dept

DCSS, NY, copy dept

Norman Malone Assoc, Akron, Ohio, zcct exec & r-

tv dir
Erwin, Wasey, NY, sen copywrite:
RGR, NY, creat stf
Crant Adv, NY, vp & dir of mdsg
Cabell Eanes, Richmond, exec dir of tv & movie
McCann-Erickson, NY, bus mgr of r-tv dept
E. Kletter, NY, bus mgr of r-tv dept
Gray G Rogers, Phila, pub rel stf

Calkins & Holden, NY, r-tv prodr dir

Miller, Mackay, Hoeck & Hartung, Seattle, asst media

dir
G. Wade, LA, copywriter
Adrian Bauer Adv, Phila, r-tv dir
Allan Assoc, NY, acct exec
Same, exec vp
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Seaman (3)

Frank
Orth (3)

H. Jeff
Forbes (3)
|

Keith
Mathers (3)

Russ
Raycroft (3)

Harlow
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Jordan {

Fred

4

Okon ()

Herbert
Gruber

Irving
Hill ¢3)

Robert
Kessler

(3)

)
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3. Advertising Agency Personnel Changes (cont'd)

NAME

James M. Loughran
Frank McCord
Thomas Maloney
William Mann
Keith Mathers
Theodore Morris
Edward B. Noakes
Robert W. O’Brian
Frank Orth

Addic Pctrovich
Charles Powers
Russ Raycreft
Alfred Seaman
Lauric Schutt

Tom Scott

Susan A. Simone
Donald Tomkins
Robert Wechsler
R. S. Williamson
Frank Yahner

FORMER AFFILIATION

Tasti-Dict Fds, Stocktnn, Cal, nat’'l adv & mdsg dir
CGP, NY, vp & dir of res

CGP, NY, p

BBDO, NY

WKY-TV, Oklahoma City, asst prog megr
Meldrum G Fewsmith, Cleve, exce vp

COP, NY, sen vp & chm of exec comm
United Artists Tv, Chi, midwest sls mgr

CBS Radio Spot Salzs, NY

Family Life, NY, prom dir

D-F-S, NY, excc prodr

D-F-S, NY, r-tv supvr of Falstaff Brewing acct
Compton Adv. NY, vp & creative dir

KTHI, Houston, prom & copy dir

Grant Adv, Chi

Caloric Stove Corp, Phila, adv mgr

Grant Adv, Chi, r-tv dir

Nat'l Assoc for Mental Health, NY, pub info dir
B. C. Moore, N & $ C, dir of adv T pub rel
YOR, NY, sen acct exec

4. Sponsor Personnel Changes

NAME

Victor Alin
Harold Andcrson
Martin Bennett
George Caddoo
John W. Craig
Dr. Elmer Engstrom
Raiph Gaylord
George Hakim
Alex Harris
Hariow Harris
Will James
William Jordan
James Kerr
Robert Kessler

Irving Lane
David Monoson
Conrad Odden
Fred Okon

0. O. Schreiber
William Rambo
Clifford Rigsbee
George Simons
William Skinner
John D. Small
Sam Zaiss

5. Station Changes (reps, network affiliation, power increases)

FORMER AFFILIATION

Philco. Phila, sis prom mgr of internat’t Corp
Pabst Brewing Co, Chi, asst sis mgr of north central
RCA, LA, mgr of western reg

Phiico, Phila, appliance sls dept

Aluminum ind, Cinci, pres, chf exec officer, dir
RCA, NY, exec vp in res & eng

General Mills, Mpls, dir of prod control

DuMont TV, Clifton, NJ], adv mgr

Schick Inc, LA, dist serv mgr

Pabst Brewing Co, Chi, north central div sls mgr
CBS-Columbia, NY, dir of plant opers

Univis Lens Co, Dayton, sls prom & adv dir
Former U § Air Force colonel

Allcn B. DuMont Labs, Clifton, NJ, asst mgr of commu-
nication prog div

Legum Dist Co (Cresley-Bendix distrib), Balt, gen sls mgr
Monoson Electronics, New Orleans, owner

RCA Service Co, Camden, NJ, NY dist mgr
CBS-Columbia Distributors, Inc, NY, adv O sls prom mgr
Philco Corp, Phila, asst to pres

Ward Wheelock Adv, Phila, copy supvr & sls prom
RCA Scrvice Co, Camden, NJ, mgr of comml serv
Crosley & Bendix Home Appl. Cinci, adv mgr

Zenith, NY, spec co survey dept

Quiet Heet Mfg, Corp, Ncwark, NJ, exec vp & dif
Rexall Drug Co, LA, mgr of pub rel dept & mag cdit

NEW AFFILIATION

Erwin, Wasey, LA, sls prom stf

Crant Adv, NY, vp O dir of res

Grant Adv, NY, 2xec vp

Doremus & Co, NY, r-tv dir

Lowe Runkle Co, Oklahoma City, r-tv div
Same, p

McCann-Erickson, NY, vp & group hd
Harrington, Righter & Parsons, Chi, acct exec
Campbcll-Ewald, Detr, asst dir of r-tv dept
Calkins & Holden, LA, copy dcpt
McCann-Erickson, NY, r-tv dept

Robert W. Orr, NY, vp in chg of r-tv

Same, bd of dir

Lauri of Houston, owner, adv & prom dit

H. W. Kastor, Chi, dir of media

Lee Ramsdell & Co, Phila, cxcc asst to pres
Same, NY, dir of r-tv

Benton & Bowles, NY, publicity prom stf
Cabcll Eanes, Richmond, asst to pres

N L & B, NY, vp & acct supvr |

NEW AFFILIATION

Same, chg spec sis of Internat’t Corp

Same, north central div sis mgr i
Same, NY, dir of regl opers

Same, sis prom mgr of Internaf’l Corp

RCA Victor Home Appl div, NY vp & gen mgr
Same, mem bd dir

Same, gen mge of anstit prod div

Hoffman Radio Corp, LA, dir of adv

Same, Stamford. Conn, gen mgr of serv div
Same, western gen sis mgr

Same, dir of opers

Amcr Safety Razor Corp, NY, sl prom mgr il

Avco Mfg, LA, dir of west coast div
Same, mgr of communications prod div

Crosley R-Tv, Fla, Ga. Ala, zonc sls mgr
CBS-Columbia, NY, regl sls mgr of southeast |
Same, mgr of comml serv

CBS-Columbia, NY, adv mgr

Same, vp

Proctor Electric Co. Phila, sls prom mge

Same, admin, consumer prod analysis

Same, dir of appliance adv O sls prom

Same, Newark, NJ], mgr

Same, pres

Tidy House Prod, Shenandoah, lowa, asst adv mgr

KCKT-Tv, Great Bond, Kan, becomes NBC affil
KCMO. Kansas City, goes or 24 hr cper cff 8 Nov

KELO-TV, Sioux Falls, S. D. incr power from $7,500 watts
to 200,000 watts

KHQ & KHQ-TV. Portland, Ore, new regional rep H. Quenton
Cox O Assoc, 423-42S Terminal Sales Bldg

KPTV, Portiand, Ore, purch by Storer Bdcst Co

KQV, Pitt, purch by Tele Trip Policy Co. NY

KTVA, Anchoroge, Alarka, regl reps Alaska Radio Sales
KXYZ, Houston, new nat'l rep Avery-Knodel

WAIR, Winston-Salem, N. C., new nat'l rcp Robert Meeker
Assoc

WCCO. WCCO-TV, Mpls, CBS owned share purch by Mpls
Star & Tribune Co

WDRC, WDRC-FM, Hartford. Conn, consolidatc bdcst opces
ations, new address 869 Bluc Hills Ave

WRFD, Worthington, Columbus. Ohio. new nat’l rep Robert
Mceeker Assoc

WVEC, WVEC-TV, Norfolk-Hamoton, VA, new

nat’l sep
Avery-Knodel

et
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WHO-TV
WHO-TV
WHO-TV
WHO-TV
= WHO-TV
¥ WHO-TV
“ WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHOTv

TV
W I wHo-TV
 WHO-TV
WHO-TV
'WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
WHO-TV
'WHO-TV
'WHO-TV
WHO-TV

You just want the

b e |
b
h

IN case you think of Iowa as a farm state exclusively,
and that Iowans are less interested in TV than

big-city folks, study these figures from 1954 Iowa

Radio and Television Audience Survey! (And remember
that as of March, 1954, 59.6%, of all homes in

Iowa bad television sets — one-fourth of which had been

purchased less than six months previously!)

NUMBER OF HOURS AVERAGE TV SET OWNER SPENDS USING TV, WEEK DAYS

verage  Woman  Man WHO-TV

Weekdays, Averages: Home) Over 18 Over 18 WHO'TV
Urban 11.25 hrs. 4.41 hrs. 2.96 hrs.

Village 11.70 hrs. 5.03 hrs. 3.00 hrs. WHO Tv

Farm 13.20 hrs. 513 hrs.  3.64 hrs. | Wn g ':::‘\;

\VHO-'I;)V re()aGches 280,250 television sets in Central lowa — wHo_Tv

00 city 1 . i
owned by 566,300 city people, 545,100 rural people i wHo_Tv
. !
Get all the facts from Free & Peters! } WHO-TV

. WHO-TV
— WHO-TV
. WHO-TV

WHO-TV

WHO-TV

Channel 13 - Des Moines - NBC

I Col. B. ]J. Palmer, President
1@3 P. A. Loyet, Resident Manager
%)‘ Ty~ Free & Peters, Inc.

v 7

National Representatives
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This Sterling Character...

Up and down the aventie, he’s known as one of the most accomplished
storytellets in the trade. Same way on almost any street across the

vast WCBS Radio listening area. People take his talk to work with them,
out to the back fence, even to school. On Madison or Main, “Did you
hear Jack Sterling’s story about...” is as nice a way to start the day as any.*

But that’s only one facet of the Sterling character. His success stories
are even better. Like the one from an agency’s Executive Director, with
the punch line, “Your commercial at 5:45 a.m. has delivered prospects
at the lowest cost per inqiiiry we have ever been able to accomplish!”
And another which goes, “Not only are we happy with the mail counts
which have brought our costs down to the lowest in the country, but also
we are pleased with the loyalty and quality of your listenership.” And
maybe you’ve heard the topper to his recent WHY I LIKE RADIO contest.
The entries totaled 44,901, with: all but five states heard from!

How has he managed to accumulate such a record of successes?
Mostly hard work. Eighteen years in broadcasting, in his seventh with
WCBS Radio. Experience as a salesman, raconteur, reporter and
ringmaster ...all the qualifications that mean showmanship. And, like

all of our WCBS Radio personalities, his program consistently ranks

among the top locally-produced participating programs on New York’s

network stations! In the market for your own Sterling success story?

Call CBS Radio Spot Salesor.. WO B S RADIO

New York

erling is heard on WCBS Radio

iy through Saturday from 5:30 a.m. to 7:45 a.m.
the CBS Radio Network Monday

h Friday from 11:30 a.m. to 11:45 a.m.)




If you have some-
thing to sell in Mon-

treal

Remember this:

\
This year more ad- \
vertisers are using
Canada’s First Sta-

tion.

NUED

MONTREAL

IN US—WEED
IN CANADA—ALL CANADA
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Donald Cadg_[

MHZ SHD@HU,S@IF V.p. in charge of ;verfising and merchandising

The Nestlé Co., White Plains, New York

“Nestlé Co. uses product not company identification advertising.”
Don Cady. Nestlé’s v.p. in charge of advertising and merchandising,
told sPoNsOR.

He referred to the fact that Nestlé products are advertised in-
dividually. often through different agencies. and sometimex in com-
petition with each other. No adverti<ing money is put into promo-
tion of the company name. Cady uses its entire sSPONsOR-estimated
S10 million budget to sell three instant coffees. its instant tea. choco-
late bars, package gravies and sauces. chocolate drinks and other
package products making up the Nestlée line.

Coordinating Nestlé strategv with six a e’s at four Nestlé
agencies is only part of Cady’s job. A big. burly man. he also
travels around the countryv. explaining advertising strategv to
Nestle’s sales force, integrating his advertising selling effort with
their sales approach.

“After all, the “famih’s" got to be informed ahout the things
we're doing for it,” he explained. “1t’s all too easy to lose touch
with your sales force. It's part of the ad manager’s job to explain
the purpose of the advertising to the salesmen. Advertising loses
some of its value unless they know how to use it.”

This job, however. i~ complicated by the fact that various Nestlé
products compete with the lines of different package food manu-
facturers: e.g. Nescafe fizhts with General Food:” Maxwell House
Instant Coffee. Nestlé’s chocolate bars rank second behind Hershey 's.

“We advertise each product individually. just like parents edu-
cate kids individuallv. Each has his own problem. The only over-
all philosophy we have is hard product-selling, and on tv. that
means a merchandisable personality to us.”

In line with this reasoning. Nestlé provides point-of-sale cut-outs
of Gleason to tie in with Nescafe’s co-sponsorzhip of The Jackie
Gleason Show, CBS TV, Saturdays 8:00-9:00 p.m. (through Bryan
Houston). Bnzz Cory, star of Space Patrol, ABC TV. alternate Sat-
urdays 11:00-11:30 a.m. (through McCann-Fricksoni. delivers the
commercials for \estlé’s chocolate drinks and hars himself.

An amateur photographer, Cady takes his camera along on most
business trips. In his Westchester liome, he has albums full of pic-
tures of his wife and his bov and girk. * kK
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WHB switches to independent operation and
Kansas City listeners are switching to WHB

Unburdened by a lot of programs only some people want to hear, WHB now
fills 24 hours a day, 7 days a week with what most¢ people want to hear. The result:
A steady switching of Kansas City dials to 710 kes.. where new studios, program-
‘ming, personalities and ideas are making K.C.’s oldest (1922) call letters—K.C.’s
most talked about call letters.

In audience and in rates, WHB under new management” is an extraordinary
buy—right now. Talk to John Blair, or WHB General Manager George W. Arm-
strong.

* Operating two other famous, much-listened-to independents: KON H, Omaha; WTIX, New
Orleans.

10,000 watts on 710 kec.

Kansas City, Missouri

i.CONTINENT BROADCASTING COMPANY
President: Todd Storz

KOWH, Omaha WHB, Kansas City  WTIX, New Orleans
Represented by Represented by Represented by
H-R, Reps, Inc. John Blair & Co. Adam J. Young, Jr.
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NOW...all the loose ends tied-up in a sing
TIME AND PROGRAM PACKAG

N ATIONAL SPO
TV COVERAG

o 2 &
' i i
| L ’ - 4 o 7 S, 3

TOP PROGRAMS

TEN HOURS PER WEEK OF FILM PROGRAMMING
PRODUCED EXPRESSLY FOR NATIONAL SPOT SPONSORSHIP:

GUILD’s 1955 schedule provides five hours of prime night-time
programming, made up of ten all-star half hour shows...and five
hours of lively day-time programming, made up of twenty quarter-
hour segments, designed for across-the-board showing. Here are
some of the program titles...Many available immediately . ..and
others to be announced soon.

Paul Coates’s CONFIDENTIAL FILE Gertrude Berg
THE GOLDBERGS, starring Gertrude Berg
THE NEW LIBERACE SHOW

THE FRANKIE LAINE REVUE

A DATE WITH FLORIAN ZABACH

LIFE WITH ELIZABETH, starring Betty White
BRIDE AND GROOM

IT'S FUN TO REDUCE

DR. NORMAN VINCENT PEALE

Betty White CONNIE HAINES SINGS Frankie Laine \

o -l

Florian ZaBach Connie Haines Dr. Péale Margaret Firth Paul Coates

Liberace

® 0 & 00 00 0 0 0

To see how this combination of VITAPIX and GUILD coordi-
nated services can serve you...contact GUILD FILMS today.

G UI LD F 1L




America’s
leading stations
are VITAPIX stations

KGNC Amarillo
WSB Atlanta
WMAR Baltimore
WABT Birmingham
WBZ Boston
WGR Buffalo
WBTV Charlotte
WBNS Columbus
WHIO Dayton
KLZ Denver
- WV Detroit
AL ¢ WFBC  Greenville
| KPRC  Houston
WKZO  Kalamazoo
KCMO Kansas City

N , KTLA Los Angeles
what you get: KSTP Minneapolis
1. Desirable time periods in all markets selected. WDSU New Orleans
2. Programs of proved viewer impact. WKY Oklahoma City
3. Stations with proved audience leadership. wWOow Omaha
4. Single billing...single proof of performance. KPHO Phoenix
5. Complete program and time research facilities. WPTZ Philadelphia
6. Program promotion and publicity services on WGAN Portland, Me.
both national and local level.
| , KOIN Portland, Ore.
7. Integrated commercials by Guild stars, specially )
keyed to best suit the advertiser’s needs. WJAR Providence

WHAM Rochester
WHBF Rock Island

what it means: KSL Salt Lake City
WOAI San Antonio
This new coordinated plan saves you time, saves KRON San Francisco
your client money...and provides greater flexibil-
ity than ever before offered. You save time because KING Seattle
GUILD and VITAPIX handle station clearance WHEN Syracuse

for you, providing single billing and single liaison.
Your client saves money because there are no
hidden “extras”...you select only the markets you
require.

KWFT Wichita Falls

... plus other coverage
throughout the country

i MADISON AVENUE A
W YORK 19, N. V. the \VITAPIX,stations
IRRAY HILL 8-5365

*LLAS *HOLLYWOOD*"PORTLAND, ORE.
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HOUSTON ...

&

LEADS IN COST PER 1000*

SETS EVERY MINUTE IN
EVERY DAY

Here’s the

COMPANY
You'll Keep

DRANO
DOLCIN
CARDU!
EX LAX
WINDEX
SOFSKIN
GULFOIL
BIONETIC
SKINTONE
STANBACK
$SS TONIC
CANADA DRY
TURTLE WAX
SINCLAIR OIL
DIP ‘N RINSE
SCHLITZ BEER
GEORGE'S OIL
HOLSUM BREAD
HALO SHAMPOO
LIFE MAGAZINE
BAYER ASPIRIN
APEX PRODUCTS
M-G-M PICTURES
CIRCUS PEANUTS
IDEAL DOG FOOD
TENDERLEAF TEA
LINCOLN-MERCURY
FAIR MAID BREAD
BRANIFF AIRWAYS
UNITED GAS CORP.
BLACKBURN SYRUP
BULL-OF-THE-WOODS
VIVIANO SPAGHETTI
PARSON'S AMMONIA
POWERHOUSE CANDY
RAYCO SEAT COVERS
SHULTON ‘OLE SPICE
MANISCHEWITZ WINE
VIRGINIA DARE WINE
WILDROOT CREAM OIL
ROBERT HALL CLOTHES
CRUSTENE SHORTENING
LADIES’ HOME JOURNAL
B.C. HEADACHE POWDER
GREEN SPOT ORANGEADE
BONNIE BELL COSMETICS
ROYAL CROWN PRODUCTS
SATURDAY EVENING POST
WAGNER’S ORANGE JULIP
RADIO TELEVISION SCHOOL
WISHBONE SALAD DRESSING
RESERVE LIFE INSURANCE
ITALIAN SWISS COLONY WINE
UNCLE BEN‘'S CONVERTED RICE
HERBERT TAREYTON CIGARETTES

Write - Phone - or Wire

Forjoe & Co.

DAVE MORRIS of KE-2581

Radio
Ranch

-Nat‘) Rep.

By Joe Csida

By the time the coflee was served that uoontime at the
M & M Club i Chicago’s Merchandize Mart. the producer,
the distributor and 1 had gotten ourselves rather worked up
over the importance of merchandizing and promotion in con-
nection with tv programs, and specifically tv film programs.
None of ws were disputing the simple, basie faet that mer-
chandising and proniotion were important. The big differ-
ence was in the question of whether or not it was possible to
promote a poor or a medioere show 1o the point where it
would not only get but hold aundiences.

“Sure it can be done,” said the distributor. “It’s being
done all the time. Look at the movies. They take a real dog
and exploit it right into the top ten grossers, time and time
agam.”

“Maybe s0,” said the producer, “hut there’s one big differ-
ence belween theatrical films aund television. Eaeh film re-
leased is a brand new one, and the eustomer forgets how bad
the last one was, and is always hoping the next one will be
better. With tv, in any series, there’s a produetion standard
that’s reached. If a viewer tunes in Studio One, week after
week, he knows just about how good a dramatie show he'll
see. If he tunes in Berle. or Benny or Lucy he knows by and
large what 16 expeet. If he tunes in a new series two or three
times beeause he was promoted into it, and he doesn’t like 1t,
no eeonomieally feasible promotion can bring him baek eon-
sistently.”

I ~troked my figurative long, white beard and reminded
the boys of the dayvs of the depression. when the movies. for
example, were running bingo games and giving away sets of
dishes. The produeers. in those davs, eame about as close as
they've ever eome to losing <ight of one of the few great tru-
isms about showhusiness: The play’s the thing. Make a
“Rear Window™ and vou'll paek the theaters. without bingo
or dishes. in spite of tv competition or recession.

Station managers. advertisers and agencies, we all agreed
finallv. might ponder that Bingo Night. Free Dishes era of
our times. There seems a strong tendency n ~ome quarters
these davs to perpetrate the tv equivalent of that “schlag™
period. A fellow has a product hue-up which cannot com-
pete entertainment-wise with those programs around. =0 he
decides to give away dizhes. Tt matters little. of course. what
he calls his dish device. Tn the final analvsis it amounts to
the ~ame thing: Mavhe vou'll lure “em to vour channel. once

(Please turn to page 113)

SPONSOR




7\ 15 This
"COVERAGE”?

THIS HALF
| OF NEBRASKA ™%
§$ COVERED BY

KOLN-TV ONLY!

— T T —— D SRS e—

S5 i g
Y)U’RE HALF NAKED IN NEBRASKA
COVERAGE IF YOU DON'T REACH LINCOLN-
LAND—42 counties with 202,200 familie=—100,000
unduplicated by any other station! Lincoln’s popula-
tion is 110.000—in the same bracket with Lancaster,

\ ”h,w\‘:"
\\ z % e ,%/;/()', Slalivs Pa., Schenectady or South Bend. Ind.
i 7

R O A AAPIDS KALAMAZOO The KOLN-TV tower 1s 75 miles from Omaha! This
. It WJEF — GRAND RAPIDS . - - 3 g
WJEF-FM — GRAND RAPIDS-KALAMAZOO LINCOLN-LAND location is farther removed from

KOLN — LINCOLN, NEBRASKA

KO O NEBRASIA the Omaha market than is Cincinnati from Dayton,

WMBD — PEORIA, ILLINOIS . -
M Buffalo from Rochester or Toledo from Detrott.

KOI.“ -Tv COVERs LINCOLN-LAND—NEBRASKA'S OTHER BIG MARKET

‘ CHANNEL 10 * 316,000 WATTS < LINCOLN, NEBRASKA

) DUMONT

olvery-/(nodel, Inc., Exclusive National Representatives
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A4Y, HOME and TONIGHT have long since made their
— each is a great NBC-TV network program in its
fight. Now they have been combined into T-H-T, the
flexible participation plan in network television, offer-
ree star salesmen andreaching three separate markets.

ether you figure it by electronic calculator or on the
flof an envelope, T-H-T offers an enormous number of
‘nations weekly. (The calculator said 32,767, but who
es calculators any more?) And wou select the right
nation for your product ... your customers . .. your
‘titive picture . . . your seasonal promotions.

th T-H-T you can buy as many participations as you
#ldistributed as you choose among these three programs:

Joay The selling techniques of DAVE GARROWAY have
i this pioneer early-morning news and special features
¥ an outstanding success. Reaches the whole family —
wives, children, working men and women.

ME Charming ARLENE FRANCIS in less than a year has
¥ HOME TV’s major source of homemaking advice and
iination. HOME is watched by a predominantly feminine
nce — women who take time out of their busy days
se they are vitally interested in improving their own

3,

]
fucur Easy, breezy STEVE ALLEN and his guests bring
1y, music and surprises to a new live, lively late-evening

® o

PUT THEM TOGETHER

. T-H-T makes the sales!

show. On TONIGHT vou reach the biggest adult male audience
available at Class “C” rates . . . and you make the last
impression that lasts.

TV competition is tough. The big rewards go to the adver-
tisers who buy television that most closely fits their adver-
tising needs. T-H-T is designed to do exactly that with
Dave Garroway, Arlene Francis and Steve Allen working
for you on the air and at point-of-sale. And dealer acceptance
is amazing!

Holiday note. T-H-T can put your products on display for
the gift season with as little as 72 hours notice!

You will be glad to learn that combination buys of
TODAY, HOME and TONIGHT entitle you to discounts up to
20%. Smart sponsors such as Dow Chemical, Northam
Warren, Bissell Carpet Sweeper Co., United States Tobacco
Co., and Broil-Quik, Inc. are already taking advantage of
T-H-T’s flexibility. Ask your NBC-TV representative about
the profitable arrangements you can make.

TELEVISION

e .
a service of @




SALES Get
FATTER |
/by the PLATTER'

WHEN YOU'RE ’

BOBBIN’ »i:» ROBIN

America’s No.3 Disc Jock Show!

You don’t have to tell the Detroit-Wayne

County billion dollar market who 1is
America’s No. 3 disc jockey and who
rates No. 1 in this area. They know it’s
Bobbin’ with Robin! They give him the
biggest tune-in! And, the more platters
he plays the more the advertising pays!

The man sells like mad! Il

WKMH gives this market the best and

the most . . . /n News, Music and
WKMH, Dearbora-Detroit Sports. That policy is paying-off for
WK MEF, Fline... WK HM, [/) p_ > paying-off f
Jackson is the package buy WRKMH Advertisers!

that covers 77 of Mich-
] Frederick A. Knorr, Pres.
George Millar, Mg. Director
L
Represented by
HEADLEY - REED

\ igan’s entire buying power.
\ Yet you save 109 when you

&:fx buy all 3. Highest ratings

'g‘\ because erverybhndy likes
«\ News, Music and Spores !
)

5
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THE RATINGS MUDDLE:
At 1s and what to do about 1

| On eve of ARF ratings report indnstry interest is foenssed on solving

problem. with rise in research sephistication comsidered crucial

In the over five years since SPONSOR began calling attention to shortcomings of
the rating services—improper wavs in which they are used—there has never heen
The

Advertising Research Foundation is about to issue Its report on audience research

a better opportunity than exists now to do something about the problem.

measutement standards—a report which was two years in the making. While by
| 1o means a panacea, the ARI’s detailed study may be a starting point toward
correction of the “rating muddle.” And throughout the industry there are signs
| determination is growing to stop talking about the miuddle and produce construc-
tive improvements. To help put the problem in perspective, SPONSOR went to dozens

of research specialists and other advertising executives. The resulting article start-

ing below sums up what the research muddle is—in itself not an easy situation to

understand, since it has so many facets. Further. it points out that many believe £ L

Biow

Deckinger
is chairman

{top) of
of ARF

the real key to solution of the problem lies in aggressive programs of education

radio-tv ratings review com-

within the industry. Education can end many misuses of ratings. And with sharper

mittee which is about to

issue report. G. Maxwell
. . . . . Ule of KGE chaired work-
knowledge of ratings the pressure will be on for each rating service to improve. ing committee on report.

'Vithin a few weeks the Advertis-
ing Research Foundation’s radio-tv rat-
ings review committee will present an
88-page report which has been two
years in the making. Will this mean
the end of the radio-tv “ratings mud-
dle”?

After conversations with research
firms who have seen the report in
draft form; with some of the people
responsible for the report; with other
top-ranking research specialists and
users of research the indications are
the ARF report will only be a jumping-
off point.

The report suggests standards, as
agreed to by the committee. for audi-
ence nmeasurement methods. It covers

29 NOVEMBER 1954

by Charles Sinclair

these methods in general terms with-
out a description of the way each
service puts the method it uses into
operation. At this time it’s left up to
those who read the report to conclude
how nearly each research firm fulfills
the standards as postulated by the ARF
committee. (There are plans on the
docket. however, to review research
practices of individual firms in future
ARF reports.)

On the eve of the industry’s con-
sideration of the report, here summed

O

- research
A

up is the status of the “research mud-
dle.” To help keep the often complex
picture in focus. this report is divided
into separate questions and answers.

Q. What do the research special-

ists say will solve the ‘‘research
muddle’’?

A. They hope the ARF report will
start the industry demanding higher
research standards. Yet standards
alone are not the end of the troubles
There's need for further experimenta
research to answer the question

well each research metho J
measurement job. Al |
fully standards are set forth teven

31



sunting 10O agreement by research-

er~ on valdity of the standard<r your

1 doesn’t stop there. What about
thowe who dou't understand the stand-
ard«?

Opnon <eents to sum up to the con-
clusion that the big need is a higher
level of industry knowledge. Said one
ageney research head: “In no other
business, unless i’s the stock market,
are there so mamy non-technicians us-
ing technical terms and  information
they do not understand.”

Said a veteran who has been through
the mill in manv  industry
projects: I the level of sophistica-
tion about ratings is raised, ahnost in-
exitably the problem of low-standard
ratings will take care of itsell. The
buver of audience research will de-
mand higher quality.”

Q. Who's going to do the edu-
cating?

A. \lready there have been move-
ments to start the process. Last week,
for example, NBC’s Hugh M. Beville
Jr., director of research and planning,
gave a “chalk talk”™ on the subject of
ratings to the radio-tv press. This [ol-
lowed a memo to radio-tv editors from

research

THIS WE FIGHT FOR

SPONSOR has always belicred strongly in the fmportance of
fighting hard for a full and accarale count of the radio and

lclevision audience. The first two paints sct forlh in SPONSOR’S.

cditorial platforms, as published 9 Fcbraary 1953, deal with
awdicnee rescareh

I. We fight for a full and accurate caunt af radia listening. Every
medium is entitied ta fair measurement, but radia‘s persanal set listen-
ing and out-of-hame listening have nat been praperly gauged.

2. We tight for better radio and tv ratings and a mare realistic view
af them. We are canvinced that radio and tv ratings are not the ulti-
mate in deciding whether a sponsar’s interests are being effectively
served by his present purchase, nar the ultimate in deciding what to
buy. We wark ta thraw light on the weaknesses and strengths of rat:

ings, educate advertisers ta their limitatians as well as values.

L Y S

Syduney Eiges. NBC v.p. in charge of
press and publicity, in which a sim-
ple explanation was given of the dif-
ference between some of the rating
services. (NBC has been particularly
concerned over misunderstanding of

Fact that different rating services measure same show with different yard-
sticks is pointed up in 1951 gag shot at Washington ad club. Variety of

rating figures is key to much confusion.

to r.: Ward Dorrell, then

with Hooper, now Blair research chief; Syd Roslow, head of Pulse; Ken
Baker, then with NAB, now head of SAMS; Jim Seiler, head of American

Research Buresu; Joe Ward, head of ARBI.

32

Not there: A. C. Nielsen.

what each rating service represents in
part because of the wide differences in
ratings of its spectaculars as shown by
Trendex and the national Nielsen. The
differences, researchers agree. arise be-

cause the two services measure differ-

ent thngs. not because one 1= right and

the other wrong.)

The Radio and Television Execu-
tives Society in New York has been
holding a series of luncheon seminars
on buying and selling time, including
the fundamentals of ratings. Said sta-
tion representative Lloyd G. Venard,
in the effort to encourage further study
by the group: “Timebuyers will be
doing themsehes, their agencies and
the broadcast media a service if they
get all the facts about each raling serv-
ice and familiarize themselves with all
the different rating services.”

Many of the researchers interviewed
by spoxsor urged that within agencies,
within advertising departments and
within broadcast entities clinies should

he organized to make it easier for non-

researchers to learn more about audi-
ence research.

Said a widely known research head
at a Madizon Avenue agency: “Mavbe
we ought to set up a svstem where any-
body caught talking about ratings with-
out attending the clinic has to pay a
fine to some charity.”

The opinion was several times ex-
pressed that if the ARF report did
nothing more than touch off intense in-
terest in “‘adult education™ programs

SPONSOR
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it will have served a constructive pur-
pose. It was felt the report could be
used. as well, as an educational tool.

Q. In light of all the criticism of
ratings should advertisers conclude
audience research is completely
unreliable and even worthless?

A. Some broadcasters have taken
this position, particularly in radio at
the local level. And some advertisers
in effect come to somewhat the same
conclusion by buving radio especially
with heavy weight on judgment as op-
posed to use of inflexible rating miini-
numS.

But in national level program plan-
ning there are few admen, research-
ers or network executives who do not
agree that audience research can play
a constructive role.

A few weeks ago, for example, P&G
—broadcasting’s biggest advertiser—
sent its program buying machinery
into smooth action. Result: the trade
soon learned that P&G had bought

into four major tv network shows—

I Love Lucy, Favorite Husband, T op-
per and This Is Your Life—on an al-
ternate-week basis, with the whole deal
costing the soap firm an estimated $8

DONT'S

million annually. Among the reasons:
Lixhaustive analysis of A. C. Nielsen
data showed that audience duplication
between the four shows was at a mini-
mum, tuning was at a high level and
the shows lield up well against rivals.

Q. What keeps the rating mud-
dle going?

A. There is tremendous overlap
(and it’s growing quickly as rating
firms expand their services) between
the various outfits that measure radio-
tv audiences. They measure the same
programs. But they measure them on
different yardsticks, and with differ-
ent methods. Even if each rating serv-
ice was 1009 accurate (and none is),
the figures would still be different;
they have to be.

Q. How does the continuing rat-
ings muddle affect different levels
of the radio-tv industry?

A. Clients: A top-ranking v.p. and
plans board member of one of the 10
biggest U.S. agencies said recently:
“I’ve never been so worried about the
ratings problem as I am right now.
Clients worth millions in billings have
told me that they are ‘suspicious’ about

rating=, and that executives of their
firms are demanding explanations be-
cause of the differences between rat-
ings. Some ad managers are almost
afraid to use ratings in executive meet-
ings where non-adverlising brass is
present.”

Agencies: local-level radio-ty has
its own hrand of rating confusion. A
timebuver. who handles one of the
most active accounts in all spot radio-
tv. told sronsor: ““I’ll tell you why
there’s a real ratings muddle. It's be-
cause buyers and sellers often use two
different sets of ratings figures in the
spot field. An out-of-town station man-
ager recently made a trip to New York
just to wave a sel of ratings figures in
my face. He said I was crazy not to
buy time on his station. But our agen-
¢v doesn’t use the same rating service

we think it’s inflationarv. His station
rated low in the service we use. What
could I tell him that would make him
understand why he was passed over?”

Broadcasters: There’s another side
to this coin. As a veteran station rep
told sponsor: “We feel that rating
services miss plenty of audience, par-
ticularly in radio. Therefore, for self-

(Please turn to page 114)

IN USING RATINGS

Based on a cross-section of thinking from research specialists, here are some of

the things you can do now to avoid pitfalls in use of radio and television ratings

.
| Don’t use ratings alonc in making buy-
% ing decistons. This is the most funda-
. mental error and will remain the wrong
% thing to do even if ratings are nuproved
5 far beyond their present lcvel of accu-
racy. Just sheer audionce sizc does not
& tell yow if 1t’s the right andiience for you.
%
Don’t regard ratings as absolutc figures.
o If yowr show is mumber nine in national
ratings to soweone else’s eight, it’s pos-
sible there’s no actual difference in the
audience each has. When you get down
to small variations between ratings, the
statistical error of the rating may be
larger than the difference.
RS
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Don’t be concerned with small fluctua-
tions in ratings for the same rcason as
cited above. It all boils down to the fact
that a rating should be regarded as a
general indicator, not a ball game score.

Don’t play the diffcrent rating services
off against one another. Conversely don’t
let anyone pull the same game on you.
If your show rates higher in one service
than in another’s ratings, don’t accept
the preumise that the higher rating 1is
““morc accurate.”’ Maybe it’s a matter
of what the higher rating represents.
And what it represents may, or may not,
suit what it is you should be wmeasuring.
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PEUPHOLSTERY
& SLiP COVER SALESMEN

GIMBELS

Expanding highly successful territ
dept. now requires & few Phot
experienced Inside & outsidy BALT
sslesmen. Outslde men must exc.
have car. KExceplionsl opportunlty [
for high. year round {ncome. 74 M
Drawing sccount sgainst commission. 'BAL}
roil
Monday bet 10 & 12

nverc8Y
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One tv participation drew so many orders
Gimbels ran "want ad" for more salesmen

" ere’s how Jesse Moore, who has
charge of Gimibels reupholstery depart-
ments isr New York and Philadelphia.
describes what happened after the store
started using tv and radio:

“Fwo yvears ago. before air adver-
tising. we had one factory and about
eight outside =alesmen.

“Today, we lave four factories in
the New York area alone and 28 out-
side salesmen. Our business volunie is
over 82 million. We no longer have a
seasonal slump. In addition to these
tangible results, many new Gimbels
charge accounts have been opened by
customers have heen drawn to the
store through reupholstery advertising.
Naturally this benefits the entire store.
not just our departnient.”

Gunbels air adveriising represents
an outstanding use of radio and tv by
a department store. The store restricts
the use of radio and tv to promoting
the higher-priced. non-impulse prod-
ucts and =ervices which people must be
persuaded to buy.

Because Gimbels reupholstery  de-
partment was the guinea pig for its air
experimentation this article will deal
primarily with the store’s experiences,
techniques and results in air-selling re-
upholstery.  However, other long-term
air campaigus  for the Food I’lan and
slipcover departmentz—and special test
promotions on novelty items will also
he described.

Gimbels taunched its New York tv
drive for the reuplolstery department
in March 1953, through the Telesales
Co. In November of that same year,
its began tv advertising for its Phila-
delphia store. Radio was added in New
York last December. in Philadelphia
shiortly thereafter,

WA |

The reaplhiolstery ad budget today is
broken thi-
057 ¢ radio. 1577 ; newspaper.
Theyre spending over $100.000

down teley ision,
201

mn tv.

&\':l}:

Moore wives the air media almost
complete eredit for his sales rise,

“Radio and tv sell our reupholstery
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How Gimbels uses &

Reupholstery department osed

~ervice like no newspaper advertising
can,” he says. “Our tv film commer-
cials show fine craftsmmen actually tai-
loring fabrics, recovering frames. sew-
ing materials. No machines. just nien.
That gets across the point of quality
craftsinanship better than words.

“We show the same piece of furni-
ture before and after it’s been given
the ‘treatment.” On tv. the contrast is
much more dramatic than the
printed page. And the radio commer-
cials have a kind of persuasiveness and
directness that’s remarkably effective.”

o1

Drawing a customer into the re-
upholstery department is a much more
challenging proposition than getting
one to visit the hosiery counter. Re-
upholstery work is fairly expensive.
Much thought and deliberation gener-
ally precedes a decision to recover the
sofa and chairs. These are the prob-
tems Boly Zimler. Telesales president.
faced in planning Ginmbels air drive:

1. Reupholstery work is hardly ever
an immediate necessity. Most of the
time a housewife can make do with her
present fabrics for an indefinite period.
Therefore. a considerable span of time
elapses between the day when she de-
cides her furniture’s getting shabby

<

Store gives phone number to call in each

as guinea pig fo'

and the day she takes definite action.
Gimbels wanted to shorten that time
span.

2. An unwritten law had guided the
fabric world’s reupholstery promotion
for years. The law: Women won't
consider ~igning reupholstery contracts
amy time but in the fall. Stores usually

confined advertising to three months !
of the year. did very little Lusiness

‘ P )
outside these three months. Gimbels
wanted to make reupholstery a vear-
round business.

3. There are some 7,000 fabric and te
reupholstery shops scattered through- It
out New York. Most of themn cater to :
a neighborhood trade. have limited op- a
erations. Many women who want be
quality ecraftsmanship associate small Bu
stores with custom work. large depart- ar
ment stores with mass production. o
Gimbels wanted to attract the quality-
conscious. o

Zimler had to face more immediate i
worries than reupholstery industry !
problems, however, before the first tv o
commercial saw light. He first had to i
conquer the store’s skepticismi about 1

the air media. He had to convince themn p
a local advertiser could use tv effective:
ly without demolishing the hudget.

commercial, gets exact record of its pulling

power from telephone answering service (see below). Telesales Co., Gimbels agency, feels
commercials must "give people something to do™ to capitalize on fleeting impulse to buy
rom 11-2.32 ac.co. Date Movember 10}
Time Taken | AM.-3—PM. i
Product Gimbels Reupholstery Station patll .
O N Mrs, Jean  Patrick _
Address 152 = 50 B5th Road Room 7 3A |
City - _Jamalca. —Zone L.I.  State NaY.
Quantity L _sofa Size — Color 1st Color 2nd.- —
Remarke: - ST cald aum,
OL - 7 - 6086
Order Clerk . EREV_
SPONSOR




" high-priced items

hriment, donbled bnsiness and opened three new factories in 21 months

Gimbel officials felt Zimler's plan
was worth a carefully limited test. But
one of the conditions was that the air
drive show immediate results at the
cash register or it would be dropped
completely.

As it happened, this kind of ulti-
matum fitted in neatly with Zimler’s
private theories on the use of radio and
tv by retail stores.

Here’s how he explained it to
sPONSOR: “A radio or tv commercial
leaves nothing more tangible than a
fleeting impression with the consumer.
There’s nothing concrete to look at for
a length of time, like in a newspaper
ad. After someone hears a commercial.
he may be left with a buying impulse.
But you can’t let that impulse sit
around until it disappears. You’ve got
to capitalize on it right away.

“We decided to capitalize on our
commercials by giving people some-
thing to do right there and then. We
asked them to phone a special num-
ber, or to write the store immediately.
And we made it easy to buy. We said
a store representative would bring a
complete sample case to their homes
if they called the store. This kind of
instruction turns thinking into action.
And it gives the store proof positive
of a commercial’s success or failure.”

It didn’t take Gimbels long to reach
a verdict. One of the very first com-
mercials was a participation on the
Richard Willis daytimer, Here’s Look-
ing at You (WRCA-TV). The re-
upholstery department was so swamped
with orders after the show that it im-
mediately ran a “Help Wanted” ad for
more salesmen, cancelled all further
participations until it could catch up
with the fast-growing backlog.

Gimbels current New York tv sched-
ule for reupholstery consists of about

W A

case history
e
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Gimbels cuts costs of reupholstery television film commercials by using real salesmen and cus-
tomers in store's seven model living rooms. Only professional actor is Vic Roby, who is narrator

A IR . S et

,,,,

—d ~ TR

Air media are more persuasive than print for reupholstery, have more drama, says Jesse

Moore {r), department supervisor.

15 participations a week in a variety
of WRCA-TV adult-appeal shows: The
Herb Sheldon Show, The Josephine
McCarthy Show, Herc’s Looking at
You, The Big Matinee, Eleventh Hour

Herb Sheldon stars in one of the shows store uses

Theatre and Hopalong Cassidy.

On radio. reupholstery is advertised
via 64 20-second announcements a
week over WQXR. The Philadelphi

(Please turn to page 104)
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Profiled hercin is a grogy

'Y 7 hat i< typical timebuver? What
i~ his or her typical work?

There 1s no more a simple answer
to this question than there is to the
same question applied to any trade or
profession. Yet it's of considerable
importance for the non-buver to un-
derstand  what it i< that goes into
time buving.

It's been said many times by srox-
sOR that unless top agency exerutives
understand what the buver does - or
can do when allowed to-—they may
fail to fully use his special abilities.
\ccordingh spoNsoOR hae tried to con-
tribute continuously to understanding

' ’;,/’7 : \\ ' ) , = of'l‘he timebuver’s ro}e.

;._-.rf(i///u ‘ G [he latest effort is based on the
A7 || & premise that a better picture of the
@'7'// buving profession comes acros¢ in per-
<onal terms rather than generalities.
To get that picture of the timebuver
as an mdividual. sPONsSOR centered on
five buvers who handle varied ac-
counts at different agencies. Buvers
of con-iderable vears in the business
were chosen and the problems the:
face in buving for their chients cover
a wide gamut.

L3

Yet it would ¢ naive to sum up
SPONSOR's five buvers and say here is
a cross-section of their profession. The
final cross-section could not be written
unless the work of many dozens of
buvers was profiled. The field is that
varied. Bnt it’s hoped that i the five
profiles of timebuvers at work below
vou'll find some of the “feel” of the
field.

The buvers profiled here are f(al-
phabetically ) : Dick Bunbury. N, W,
\ver: Bill Hinman. Lambert & Feas-
buys for Hills lev: Evehn lee Jones. Donahue §

rier Corp. Coe: John \McCorkle. SSCB: Helen

mbert | Wilbur. Grey. (At presstime. inciden-

k show - tallv. McCorkle reported to sroxsor

i he was leaving SSCB to join the sales
staff of CBS Radio Spot Sales. This
points up a characteristic of the buy-
ing ficld the buyer sometimes moves
over to the selling <ide. One reason:
Some of the knowledge the buver
needs is interchangeable with what the

kes fas

: ‘ SPONSOR Y
.‘ ¢ '
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' (lmehayers on the |

sispot buyers whose combined experience adds (o more than 50 years

'

time salesman should know to sell.)

* * *

Dick Buubury is a 19-year veteran
with N. W. Ayer. He is a timebuver
for accounts which include Hills Bros.
Coffee, United Air Lines, Plymouth
Division of Chrysler Corp., Carrier
Corp., Blue Bell work clothes. He oc
casionally buys for other accounts, su-
pervises other buyers, rides herd on
network shows and sits in on both
spot and network plans sessions.

“Buying is a relatively minor part
of the total job,” he says, adding, “ex-
cept at times when we are launching
a new schedule, or increasing or de-
creasing an old one. Most of what |
do is evaluating in advance, or re-eval-
uating afterwards. We have to find our
all we can about local radio-tv condi-
tions—and then stay on top of them.

“I’m therefore in close contact with
station reps. During the course of a
13-week cycle, I may talk to 30 or
more different rep firms at the rate of
(wo or three contacts a day.”

Dick feels that rep selling has come
a long way from the days when reps
just dumped a list of availabilities and
said “See anvthing you like?” To-
day, he feels, the rep is geared much
more closely to the needs of specific
clients.

“However,” he says, “‘the initiative
s still largely with tlie agencies. That’s
why we keep in touch at all times with
reps. We have to tell them, up to a
point. what our advance plans are to
get them started. Then we won’t have
to rush at the last minute.”

Dick handles the current Hills Bros.
air campaign. As it now stands the
coffee firm has an across-the-board
five-minute news series slanted at
housewives on a 45-station regional
hookup in the Pacific and Rockies
area. In about 60 more markets. there
are morning and daytime radio news-
casts and announcements. Hills Bros.
is active in spot tv in eight markets.
The campaign has leen on a 52-week
basis since 1930.
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The Litlls operation is a good illus-
tration of the kind of reasoning based
on  knowledge circums-
stances which goes into buying time.

“On the West Coast.” Dick told
SPONSOR, “you have an odd pattern of
delayed Droadcasts in network radin
and tv. To quite an extent, it changes
the values of radio since it creates a
high listening level in the alternoons.
Easterners usually think in termns of
morning radio news and overlook the
afternoons on the Coast. We don’t.

of regional

“Again. in the Midwest. we’ve found
by studying audience composition fig-

Actual buying is just one

of timebuyer’s many duties

Agency timebuyers are the
contact point between agen-
cy operations and huge field
of spot radio-tv broadcast-
ing. But actual buying, time-
buyers say, occupies as little
at 10% and seldom more
| than 30% of working day.
Rest of time is spent in plan-
ning, evaluating. Many han-

dle network lineup details.

ures that noontime radio often has an
audience similar to morning radio—
simply because Midwesterners are
more prone to go home for lunch
1ather than eat downtown in a res-
taurant. So we often hunt for noon-
liour availabilities too. In some of the
industrial cities, like Detroit and Mil-
waukee, we've learned to gear some of
our schedules to the factory shifts.”

Although it doesn’t happen often,
Dick feels that one of the toughest
things he has to do as a timebuyer is
to start decreasing a campaign because
of a budget re-alignment or a shift in
strategy.

“It's a matter of ‘buying in ve-

verse,”” he explained. “You have to

do a complete evaluation job and de-
cide just what are the best schedules
or slot to keep and which can be
dropped. Thix is particularly tough if
yvou know there’s a good chance the
client may at <ome time want to re-
instate the air efforts being cut.”

(This problem. incidentally, is com-
nron to most timebuyers. As another
buyer told sponsor: “Spot broadcast
ing 1s certainly the most flexible form
of air advertising. You can expand in
it faster than any other medium. But
it's also subject to fast trimming.”
Sometimes. buyers pointed out. a
schedule will go through several waves
of expansion and contractions as think-
ing fluctuates. It's one of the frustra-
tions of a buver's work that he or
she may have to give up good avail-
abilities only to be asked to get them
back later often after it’s too late.)

Personal: Dick Bunbury is a bache
lor. lives in Manhattan, but likes to
get away to the country on weekends.
He is fond of sports, either as a spec-
tator in the Polo Grounds, Yankee
Stadium or Baker Field (he is a Co-
lumbia alumnus) or as a golfer out
of town. But he has been. as he put-
it, “too busy this fall to enjoy much
more in the way of sports than sprint-
ing for taxis.”

Bill Hinwmaun. a3 quiet, soft-spoken
New Jerseyite with a memory like an
adding machine, is the radio-tv buyer
at Lambert & Feaslev. He is gettine
used to a new office at 430 Park Ave-
nue, the agency having moved there

a couple of months ago from East
42nd Street.

Bill feels that it's very important
for timebuyers to do some moving of
their own—away from the Madison-
Park-Lexington Avenue circuit. He
likes to get a first-hand look a
nation’s radio-tv markets.

“I travel around whenev
stances permit and I I €
new about markets, stations

(Please turn to pag



Richlield co-op plan: !

Distributors choose own media, programing, nse standardized commercials,

T e Bichfield 0il Corp. of New
York spends over 9077 of its co-ap
adsertising budget on radio and tv.

Co-op advertising setups tend to be
as varied as the types of companies
which have them. But it's safe to say
Richfield places unusually heavy em-
phasis on the air media in its co-op
advertising.

Under terms of the co-op plan, the
regronal gas and oil company splits
costs 50-50 with distributors for radio
in 50 markets. tv in eight markets.
SPONSOR estimates Riclifield’s share of
the co-op tah will cost it about $100,-
000 this year. That’s approximately
2577 of its total advertising Dbudget.

Here's how Richfield’s co-op plan
works:

1. Distributors choose media. Com-
pany does not try to influence media
selection.

2. Distributors choose programing.
Richfield, unlike some other com-
panies, doesu’t restrict co-op funds to
specific types of buys. like announce-
ments.

3. Conmunercials are standardized.
All co-op air efforts must use commer-
cials prepared by Richfield’s agency,
Morey. Humm & Johnstone. Commer-

cials don’t cost distributors a penny:
the company foots the expense.

“T'he heavy reliance on air media
in co-op represents more than just dis-
tributors’ whun,” savs Ben Pollak,
Richfield advertising manager. “News-
papers are used for the bulk of comn-
pany-sponsored advertising, We run
regular schedules in about 200 papers.

“Distributors consciously try to
achieve a well-rounded ad schedule in
their own markets by using media dif-
ferent from the company’s choice. We
don’t try to influence distributors’ me-
dia choice. But we do want our mes-
sages in many different media to get
the maximumn possible audience. So
we make it as easy as possible for dis-
tributors to use radio and tv.”

Richfield launched its co-op adver-
tising plan in 1945, At that time. com-
pany-sponsored advertising consisted
largely of news shows over selected
radio networks. Newspapers. therefore.
came in for the biggest share of dis-
tributor-financed advertising.

About two vears ago. Richfield
switched from radio to newspaper
schedules and its distributors turned
to radio and tv.

Some measure of the effectiveness

T S e Fr TG NI S e m

=, Live commercials permit

FALL SERES

Thia Falder ( ontaina

RICHFIELD
RAMIO COMMERCIALS

A F S cad et bngim i

T U8 v nim 188 3838 80 AN

Subt
DTV AT e
LR S L
e s o -

hiead ¢

Smant to b

great variety at low cost

All distributors who sponsor
radio shows get kits of minute,
30- and
prepared by Morey, Humm &
Richfield believes it's
important to use same commer-

I5.second commercials
Johnstone.
cials everywhere to maintain

| high copy standards. Favorite
| radic shows: quickie news,

sports, Firm encourages spon-

| sorship of local sports events
to gain status of "friend" to
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community, get prestige,

of radio and v e¢an be judged from
these facts:

1. More and more distributors are
taking advantage of the co-op pool.

2. Special football and baseball
giveaway booklets are advertised only
on radio and tv each season. Rich-
ficld has offered these booklets for the
past few years, estimates it gives away
close to 300,000 a season through its
dealers at point-of-cale only. “We
think that’s pretty indicative of suc-
cess,” says Pollak.

How does Richfield sell its distribu-
tors on the idea of co-op advertising,
in the first place?

The company allocates a certain
amount each year to its co-op fund,
based on total annual sales. It then
breaks down the budget by regions,
according to each distributor’s gallon-
age sales.

After the breakdown is completed,
Richfield lets its distributors know ap-
proximately how much money is in
the pool for their respective areas.
Then it’s up to the distributor to make
the next move.

When a Richfield wholesaler noti-
fies the company that he wants to
sponsor a certain show. or announce-
ment schedule. the firm generally ap-
proves the choice, provided the dis-
tributor stays within his budget. It
then sends the distributor a specially-
prepared kit of radio commercials or
tv slides, plus instructions.

As far as the distributor’s con-
cerned, arranging for sponsorship is
a relatively simple proposition. Here's
why:

News and sports shows have a prov-
en popularity with the market Rich-
field wants to reach. male listeners.
With few exceptions. therefore. dis-
tributors choose these types of shows
for sponsorship in their own areas.

Richfield encourages distributors to
ask local station personnel for advice
on best time slots to use and for help
in solving other problems. There are
few questions that can’t be answered
through consultation with station man-

SPONSOR
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& costs 50-50
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Service stations, distributors get information on ad plans, new prod-
ucts from merchandlsmg booklet, Richfield field reps (one of whom
is shown visiting station above). Company officials also make frequent

agement in the distributor’s own city.
says the company.

After the distributor contracts and
pays for an air schedule—generally,
the show runs for 20 weeks—he sends
Richfield a receipted bill with affidavit
of performance and the company re-
funds 507. Where a tv show is con-
cerned. mnore than one distributor may
be involved. To spread the cost, two
or more often team up to underwrite
a single program series. In such cases,
the company reimburses each man in
relation to his share of the total.

Richfield has found that local air
sponsorship on a co-op basis gives it
several important “pluses’:

e Distributor, company get prestige.
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J. R. Livingston,

There’s great local interest in commu-
nity sports events, such as Little
League championships. Distributors
usually grab the chance to sponsor
such events, and community residents
come to associate distributors—and
the company—with such programing.
In addition, the distrihutor gains a
certain amount of prestige in his home
town just because he sponsors any
programing on a regular basis, says
the company.

o Community regards big company
s “friend.” After a while, Richfield
becomes a familiar name in the com-
munity, gains status as a “‘friend”
rather than an impersonal, multi-state
operation.
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Announcer reads four-line poem while three cartoon slides are
shown on screen, then goes into hard-sell message.

are good attention-catchers, make viewers more receptive to

Other slides,

Cartoons line.

HYDROGEN
POWERED

PRI )
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trips to meet new distributors (right}. From left, H. &. Meyers, v.p.;
B. N. Pollak, ad mar.; F. H. Meeder, pres.; R. B. Machon. R.
C.. W. C. Thebaut: .

rear,

R. F. Glock, v.p.

front,

o Air media give co-op plan flexi-
bility. When special local events come
up at the last minute, distributors can
contact the company, get approval and
arrange all details for sponsorship
within a day or two.

o Radio can deliver message while
driver’s using product. Many radio
news- and sportscasts are timed to hit
the driver while he’s going to and
from work and listening to his car
radio. This increases commercial im-
pact.

Speed, flexibility: Morey, Humm &

Johnstone never loses sight of the need

for speed and simplicity in preparing
(Please turn to page 90)

g i i " " n

CUTS COST BY USING NEWSPAPER CARTOON ARTWORK FOR TV SLIDES

straight pitch. All cartoons stress extra power of new gaso-
simple props are used in rest of com-
mercial to sell Richfield gas, oil and dealer checkup service
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The Moruing Show. launched on CBS TV
last March, was revemped in August. Jack
Paar, others, are available to give commercials

elwork (v paricipation sho
olide

1 huver’

"uu're an advertiser interested in
network tv. But you haven’t got a lot
of money for a fancy nighttime show
and network tv ix se tight you can’t
find the Kind of slot you want, anyway.

Moreover, vou're not really inter-
exted teadv week-in and week-out
xposure. You want more f{lexibility,
for oceasional or la~st-minute use.

Then vou remember: What was it
that fellow from a v network was
saying about a morning wake-up pro-
gram the other dav? Wasn't he talk-
g about Aflexibility and moderate
cost? Didnt he sav the show could
be bought in a hurry and that even
part of a network could be hought?

You set about rounding up the facts
and here’s what vou find:

There are about half a dozen par-
ticipation shows on the tv networks to
fit. vour weed. They are not onh

40

Paul Dixon holds forth for an hour each
weekday afternoon on Du Mont. Record-pan-
tomime show sells in 10-minute segments

by Lila Lee Seaton

wake-up programs— like NBC TV's T'o-
day and CBS TV’s Morning Show—
but are slotted in the afternoon and
evening as well. They offer advertis-
ers the opportunity to reach a na-
tional audience, or selected segments
of such an audience. along with the
freedom to buy one or as manv par-

O
programing
T

li("lpzllinlls as desired. when (l(‘sir(‘(l,
and with no mintmum contractual ob-
lication in other words. flexibility.
Tleyv enable an advertiser to engage
the selling and endorsement services
of a wel-known star at a modest cost.

Right now, \NBC TV offers four of

the shows falling into this category:

Tounight is relaxed, late-night variety starring
Steve Allen. Show made debut on NBC TV
in September, offers advertisers adult audience

If you want te know more about these

shows, here are facts galore

Today. Home, Tonight and Pinky Lee.
CBS TV has the Morning Show, and
Du Mont. Paul Dixon.

The show-types run a gamut from
comedy-variety and news to homemak-
ing and children’s appeal. plus an ofl-

beat disk jockey show which features.

record pantomimes (Paul Dixon).
Since the show-types vary so widely.
so do the audiences, and whether a
sponsor wants to reach working men
or housewives. children or a sophisti-
cated adult audience. he can find a
participating vehicle that will do the
particular jobh. Today and The Morn-
ing Show reach an all-family audience.

Home is aimed straight at the house-

wife who is interested in improving
her home, Tonight is meant to tickle
stay-up-late adults, Pinky Lee is de-
signed to attract pre-teenagers.

The stars available to deliver a spon-

SPONSOR
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sor’s conunercials on these shows are
Dave Garroway on Today, Jack Paar
and others in the variety cast of The
Morning Show, Arlene Francis on

Home, Steve Allen on Tonight, Pinky

Lee and Paul Dixon.

How much does it cost an advertis-
er to get on these programs? 1f he
wants national coverage and has some-
thing over $4,000 in his pocket, he can
buy a participating segment on The
Morning Show or Tonight; $5,500 will
get him on Today; $6,400 will open
Home to him; $7,400 puts his message

on Pinky Lee’s stanza. These costs in-

clude both gross time and program.

On what basis does an advertiser
buy these shows? If he invests in The
Morning Show, he buys a five-minute
segment with one-minute eommercial

s L SRR R RR T

Last-minute Christmas selling?

L

You can order into any or all of the
network participation shows practi-
g cally up to the day before Christ-
: mas. |f you notify CBS TV by 4:00
p.m. of any weekday afternoon, you
can have your commercial on "The
Morning Show" the next morning.
To get your holiday message on
"“Today,"” '"Home'" or “Tonight'
you need give NBC TV only 72
hours notice [sometimes even less
in an emergency). Flexibility is the
keynote of these programs.

AL i

) i i i

time in each. There are five such seg-
ments available each half-hour, 10 an
hour. If a sponsor buys a schedule of
segments, he generally does so on a

fluctuating basis o take advantage of
audience turnover: that is, his mes-
sage may appear one morning at 7:15
aan.. the next at 8:00 a.m., and again
at still another time. (CBX estimates
that the average viewing tinte of this
show 1= 18 minutes.)

On Today, llome and Tonight, NBC
TV sells one-minute participations,
four per half-hour. These participa-
tions are sold within designated half
liours rather than at spectfic times,
depending partly on what coverage a
sponsor desires. (For instance. an ad-
vertiser wlo cares to reach only Last-
ern U.S. can schedule his message in
the 11:30 to 12 midnight portion of
Tonight—which is teleeast only in the
Ilast—and have no wasle coverage.)

(Please turn to page 100)

EREAREAVAILABLENETWORK TV PARTICIPATION SHOWS

ME OF SHOW, NET,

IRNING SHOW

DAY & TIME COST RATING & COST-PER-1,000% CLIENTS AND AGCENCIES
7 PARTIAL LISTING:
5-min. segment, with 1- Nat’l Nielsen Tv Index, Average Lady Esther, Biow; Crane Co., Burnett: Monsanto Chemical,

Gardner; Polaroid Corp.. Doyle, Dane, Bernbach; R. J. Reynolds,
Carter Prods.,
Bates; Florists’ Telegraph Delivery, Grant Adv.; 1nt’l Harvester,

VceCann-Erickson :

..... A g

FORMER ADVERTISERS:

4

[

-F 11 am-12 noon

cost per partic.: $2,082.50
net)

'54): 5.7. Cost-per-1,000 homes,
same period: $4.75

TONIGHT
NBC-TV
-F 11:30 pm-1 am

l-min. partic.: $4,400 for
time & program (net pro-
gram cost per participa-

tion: $1,240)

VKY LEE SHOW  7%-min. palrticés with f1-
min. comm’l: $7,400
NBC-TV time & program (78 st(::
tions)

' M-F 5.5:30 pm

Nat'l Nielsen Tv Index, Average
Rating (2 weeks ending 9 Oct.
’54: 5.9. (No cost-per-1,000 avail-
able due to incomplete lineup dur-
ing the ahove period)

min. comm’l time: $1,800 Rating (2 weeks ending 9 Oct.
CBS-TV to 34,1(40 for time & pro- ’54): 4.5. Cost-per-1,000 homes: (Winston) Estv; Swift & Co.,
1 ) gram (gross program cost $3.72
M-F 79 am per participation: $550) 7 Burnett
/- DIXON 10-mi $400 (No fi ilable. SI
-min. segment: No figures available. Show now
3 l; MONT {program only) being re.vamped)
M-F 3-4 pm
I-min. partic.: $2,200 to Nat'l Nielsen Tv Index, Average
TODAY $5,500 for time & program Rating (2 weeks ending 9 Oct.
NBC-TV (program cost per partic.: °54): 5.2. Cost-per-1.000 homes,
. $425 net. To go up to same period: $3.35
M-F 7.9 am $525 on 1 Jan. °55)
HOME 1-min. partic.: $6,400 for Nat'l Nielsen Tv Index, Average
NBC.TV time & program (program Rating (2 weeks ending 9 Oct.

O EUC IR T

Vitamin Corp., KFC( ; River Brand Rice, Donaliue & Coe; Scholl
Mfg. Co., Donahue & Coe; M-G-M, Donahue & Coe

Ty o o
PARTIAL LISTING:

Amer. Home Fds., Charles I'. Hoyt: Armour & Co., John Shaw:
Chevrolet, Campbell-Ewald: Dow Chemical, aclanus, John &
Adams; Grove Labs, Gardner, Hurry B. Cohen; Mennen Co., K&E;
Musterole Co., Erwin, Faseyv; Polaroid. BBDO: Roto Broil, Prod-
uct Services; Royal Typewriter, Y&R; U. S. Tobacco, Kudner

PRI RN § i S e e e o nin
PARTIAL LISTING:

Cameo Curtains, Friend, Reiss: Cudaky Packing, Y&R: Curtis
Publ., BBDO: H. J. Heirnz. Yaxon: James Lees, D’Arcy; Necchi
Sewing, Cecil & Presbrev; Peerless Electric, Hicks & Griest;
Speidel, SSCB: Sunbeam Corp., Perrin-Payus: Dow Chemical,
MacManus, John & Adams

g e i ROIER TN TIDT (LT A

PARTIAL LISTING:

Helene Curtis, EFarle Ludgin: Peerless Electric, Hiclis & Griest:
Gen. Time Corp.. BBDO:; Polaroid Coro., Dovie, Dane. Bernl
Dow Chemical, Vearlanus, John & Adamms: Chevrolet,

Ewald: Cadillac, Campbell-Ewald; Curtis Publ.,, BBDO; N
Warren, J. M. Vathes

Nat'l Nielsen Tv Index, Average
Rating (2 weeks ending 9 Oct.
’58) 1 12.0 Cost-per-1,000 homes,
same period: $3.25

it

PAST AND CURRENT:
Gen. Foods, Jell-O, Y&R: Int’'l Shoe, /) .4rev. W
nos, J. F. Yurray: Gen. Mills, Sugar Jet

lﬁgures are based on Nielsen's first October report. The networks point out that these ratings do not reflect the regular season, which -t:
f7 expect the ratings to almost double by January.

J
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Should ilm “rough
oryhoards

!’ ne of the most important pre-pro-
duetion steps in making a filn com-
mercial is the storyboard. Most agen-
cies today nse artist’s storyboards with
a~ many ax 30 drawn frames for a
minute commercial.  Yet agencymen
find these detailed blue prints inade-
quate as a basis of communications
withh clients and producers.
The reasons:

1. Clients often have difficulty vis-

nalizing the finished eommercial from
the flat drawings. The agency nay
live 1o do a lot of selling and ex-
plaining to help ad managers interpret
the ~toryboard. FEven then, the fin-
ished film often turns out differently

Film “rough cost S207, roughly the amount DCSS expected
to spend for artist's storyboard. Cost was kept down because Albright
[below .} shot film himcelf, Dennis,_tv copy v.p., wrote same script for

:

$u0
CAMERA & STUDID

)

repliac

DCSS says, “Yes, if commereial depends

° npon demonstration or acting?

from the way the c¢lient envisioned it.

2. Independent film producers’ bids
may fall into a rather wide price range
because of differences of interpreta-
tion here too. You may not know
whether the producer is high priced
or is assuming vou’ve called for elab-
orate production.

From time to time agencies have

devised various techniques for improv-
ing storyboards. Some admen, for ex-
ample, project slides of the drawn
frames on a screen or wall, to give
more of a film feeling to the story-
board.

Now DCSS has come up with yet
another solution 1o the storvboard

problem: the “living” storyboard. In
other words. the agency shoots a
rough, low-cost film version of the
commercial directly from the script,
completely bypassing the drawn story-
board stage.

Other agencies have used systems
like this in the past, although gener-
ally as an intermediary step between
the artists storyboard and the finished
commercial. That is, they've used the
technique to get test footage rather
than to serve as a blueprint for a fin-
ished commercial. For example, if a
commercial required a tricky effect
(e.z. use of a new distribution lens)
the agency would shoot test footage

film as drawn storyboard, Actress Fesette's fee was not subject to
SAG, Ayers' services (r.) as soundman were included in camera
rental, Pfeiffer {far r.) kept film editing and processing to: minimum

-

|

o




Sceript conference: Writers Supple, Loveaire (I. to r.) discuss
“living" storyboard with V.P. Dennis and Production Head Albright

Processing: Sound technician Ayres (l.}, Albright edited film to
include inserts, such as product closeups to fill frame for continuity

before going into actual production.

The DCSS tv and radio department
has taken the “living™ storyboard one
step further, using it as a substitute
{or the artist’s storyboard. One advan-
tage of the technique according to
Rod Albright, DCSS supervisor of tv-
radio production, is reduction of dif-
ferences in interpretation.

“The best way to get a client to vis-
ualize his finished commercial.” says
Albright. “is to show him the action
on film. We've found a way of pro-
ducing such film storyboards for
roughly the same price as an artist's
storyboard.”

The fir:t commercial for which
DCSS produced a “living” storyboard
was a film demonstration of Interna-
tional Laytex Corp.’s Plavtex Haircut-
ter. This minute film storvboard cost
8200—or, about the same
amount DCSS expected to spend on a

some
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storyboard that was drawn.

Here's DCSS made the film
rough of the Playtex Haircutter com-
mercial:

1. Frank Dennis. v.p. in charge of
tv and radio copy. gave Albright the
commerciai script. This script was no
more nor less detailed than the usual
script, which is given to storyvloard
artists.

how

0000 0

commercials
0 e N A

2. Albright then went to Kin-O-
Lux Film Co.. photographic labora-
tories. and rented a 16 mm. sound

camera at $20 an hour. This camera
rental fee included the services of a
soundman. Albright shot the film him-
self, since he was mo t familiar with

Filming: Albright filmed Actress Fesette against plain backdrop,
improved girl's handling of the product for filming of commercial

Sereening: Dennis, Albright [standing), test storyboard on DCSS's
Ireland, Loveaire, Glenn {l. to r.) before going into production

the copy ideas and the story.

3. DCSS alzo rented a studio at $50
for one afternoon. (However, since
film storyboards dont require settings
or fancy props, some agencies have
done the shooting right in their own
offices.)

The talent fee for actors depends.
of course. upon the arrangement be-
tween the agency and the individual
actors imvolved. Since the film story-
board is not to be used on the air.
these payments fall outside SAG reg-
ulations. In the case of the Playtex
Haircutter film. DCSS paid the actress.
Doris Fesette. 835 Lecause Albright
took up her entire afternoon to shoot
two one-minute films.

The entire cost of the film =
£25. There are 30 fc '
seconds of 10 m

shot about 500 fe t

(Please 'urn
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VA, Pierce reach
the eploure
with radio new

Boston show builds (raffie for company

stores. tests items for national sale

1‘}19 S. S. Pierce Co. is well known
throughout the United States as an
importer and wholesaler of foods for
the epicure trade. Its 6,000 grocery
and delicacy products range from Em-
bassy Marrons Glace to Green Turtle
Consomme.

S. S. Pierce radio advertising isn't
built on the usual women's-program-
ing participations favored by grocery
firms. To sell its food products S. S.
Pierce buyvs 15-minute news three days
a week over WELEL Boston

The Boston company waunts to reach
a broad, though quality-conscious au-
dience. Here are some of the results
its gotten with the Charles Ashley
Veus at 7:30 a.n.:

market

drew over 3.000 requests.

» A special price deal on a four-
pound tin of chicken brought 1,250
sales—or $2.025.
e When strawberry jam was pro-
moted on three shows, sales for the
weck went up 1,000 jars over the
same period the previous year.

Although Pierce has nationwide dis-
tribution through specialty food stores
and department stores as well as super
markets and ‘“‘associated” stlores, it
spends 25°¢ of its total budget for a
Boston-area radio show. It goes heavi-
Iv into just one market rather than
treading softly in many becanse:

1. Boston is the Pierce firm’s “coun-
ty seat,” the place where it made its

o \n offer for an 80-page booklet reputation. The city accounts for a

nsterious “surprise” (free)  higher proportion of sales than any
Pie national firm, spends 259 budget for WEEI, Boston show. Below, Sydney Zanditon,
Pierce sls. magr.; Eugene MacArthur, Cabot a e; Wallace Pierce, Pierce v.p. (l. to r.)

=

Firm tests pull of radio with special weekly price
offers.
merchandising display which ties in

Newscaster Charles Ashley inspects in-store
with  show

other single area in the country.

2. In Boston and West Hartford
Pierce products are sold directly
through Pierce-owned retail stores.
Often the firm wants to test a specific
product before launching it national-
ly. When it promotes the product on
radio, it can check sales response im-
mediately in ils own stores.

The S. 8. Pierce Co. actually rep-
resents four different operations rolled
up into one. It’s an importer and
wholesale grocer carryving: (1) a com-
plete line of standard pantry items;
{2) gourmet products: (3) male-
appeal items like tobacco, wine, liquor;
1) miscellaneous consumer goods—
cosmetics, candy.

Over two years ago, Pierce execu-
tives met with their agency, Harold
Cabot & Co.. Boston. to reevaluate
their ad program. DPierce knew it
wanted to buy into radio. But it
wasn't sure exactly what kind of show
would he most effective.

Out of this meeting came ihe de-

cision o sponsor a news program.
Here's the reasoning behind the choice
of this over more typically
woman-appeal vehicles, <uch as a cook-

ing program:

show

Fven in Pierce’s line of basic food-
stuffx. the emphasis is on quality. Natu-
wallv. prices tend to be slightly higher

(tPlease turn to page 118)
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THROUGH T

Sponsor Services Ine,

Rapid scanning of Tv Dictionary/Handbook

affords working knowledge of tv’s many facets

spoxsor’s I'v Dictionary/Handbook s more than just a place to
look up unfamiliar industry terms. Scanning of this reference
work affords a working knowledge of the many focets of tv today.
Compiler: Herh True, advertising asst. professor, Notre Dame.

S (continued)

STEP IT UP Increase the volume of
the mikes or pace or tempo of a show,
its action or its music. Note the dif-
ference from pick it up or increase in
tempo.

STET A term borrowed from the

printing trade which means ‘“let it
stand.” Used in tv to describe stand-
ard opening and closing of a program
which is the same each time the show
is aired, such as ‘“stet pattern.”

STICK A PIN IN IT Instruction for
“The final camera rehearsal was per-
fect; there will be no changes before
the air show.”

STICK WAVER The musical director
or orchestra leader.

STILL (1) Photograph of a scene from
a show or of the show’s leading per-
sonality or of some aspect of produc-
tion. (2) Any still photograph or oth-
er illustrative material that may be
used in a telecast.

STING or STINGER A sharp and em-
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phatic music accent or cue to empha-
size the visual action.

STOCK Unexposed negative or posi-
tive film.

STOCK SHOT A film clip, usually a
standard sequence ‘“out of stock” as
contrasted with a film made expressly
for the use at hand. Ordinary sub-
jects from film libraries, such as “trop-
ical seashore” or “busy street intersec-
tion.”

STOP Size of the iris in tv camera
lens, which is adjustable to admit maore
or less light.

STOP MOTION Film taken by expos-
ing one frame instead of a number of
frames at a time. Object or objects
are usually moved by hand a fraction
of an inch for each exposure accord-
ing to a predetermined pattern.

STOP THE SHOW Applause or laugh-
ter from a live or studio audience that’s
so prolonged that the planned tv
events are obliged to halt momentarily.

STORY, SCRIPT or SCENARIO EDITOR
Manager of tv department responsible
for finding, selecting and adapting

stories suitable for use by the individ-
ual sponsor, station, network.

STORY BOARD A set of drawings used
to show sequence of a tv idea, show,
spot, film. Idea being to have one
drawing for every change of action or
scene, usually including both pictures
and script.

STRAIGHT READING

Delivering or
reading material or lines naturally,
without undue emphasis or character-
ization.

STRAIGHT UP Tv show is on the nose
—timing.

STRETCH Instruction given to cast or
crew to slow down pace of show to
consume time.

STRIKE or STRIKE IT To dismantle or
take down set, props, etc. and to re-
move them from the area.

STRIPS Vertical light strips.

STUDIO A room for

of tv or radio shows, whi
struction embodies

modations, acoustical e

suitably equipped with li 1Y
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wicrophones, grid and one or more

IF'OOIIlS.

STUDIO or STAGE DIRECTIONS Always
given in terms of the talent's right
and lett as he is standing or seated
or as he faces the tv camera.

STUDIO COORDINATOR Station indi-
vidual who combines and directs all
nen-eneine ring efforts and work.

STUDIO MOTHERS Mothers of juve-
nite tv talent. Like stage mothers, only
sometimes perhaps more so!

STYLE To invite applause from live
or studio audience with hand gesture,
or holding up cards not seen on cam-
era.

SUB-TITLE Title inserted in a tv show
or film to elucidate or advance the
action or argument.

SUPER-IMP, SUPER-IMPOSE or SUPER-
IMPOSITION The overlapping of an
image produced by one camera with
the image from another camera.

SUPER-SYNC A signal transmitted at
the end of each scanning line of the
tv picture which synchronizes the op-
eration of the television receiver with
that of the television transmitter.

SUPPLEMENTARY STATION One not
included in the network’s basic group.

SURFACE NOISE (1) Caused on a tv
set by dirt on floor, props and furni-
ture not being secure. (2) Noise caused
by the needle passing in the groove of
a transcription.

SUSTAIN To keep it going, generally

™M ITICY t arra
a Inusical term

SUSTAINING PROGRAM  Unsponsored

T ]
SnNnow.

SWEEP 1) Curved pieces of tv scen-
ery. 12) Method by which one Balop
card replaces another by gradually
covering top bottom, bottom to top.
or from side to side.

SWELL Direction to sound or music
to momentarily increase volume

SWITCH or CUT A chance from one
camera, lens or camera angle to an-
other.

SWITCHER A control room enginecr

whose job it is to switch from one pic-
ture to another on orders from the

4

(WA

cirezter or t chnical director, or in
ctiner inst.nces, the technical director
does tite switchinz himself. The switch-
er also on occasion sets the brizhtness
and contrast of the picture.

SWIVEL THC BOOM To move boom off
its axis to on2 side or another. Uszad
when it is not practical to dolly or
truck. Term usually applied to Fear-
l¢ss or Sanner Dolly.

SYNZ 1) Slang for synchronization
of two or more stations to one wave
1.nzth. (2) The simultaneous ending
of several shows so that all elements
of a station or network are ready to
go with the next forthcoming show.
(3» When both the horizontal and ver-
ticzl scanning at the receiver are in
step with the scanning at the pickup
camera. (4) To adjust the sound track
of a film to the picture in editing so
that whenever the source of a repro-
duced sound is shown visually on the
screen, the time relationship between
cound and picture appears natural.
(5) To secure in projection the rela-
tionship between the sound and pic-
ture of a film or kine int2nded by its
makers. (6) To maintain synchronic
perfection between the scanninz mo-
tions of the electron beams and the
camera tube and in the cathode ray
tube in the receiver or monitor.

SYNCHRONOUS MOTOK A type of al-
ternating current electric motor in
which the rotation of the armature is
automatically locked to the frejuency
of the power supply, which in central
generating stations is in turn deter-
mined by a clock motion of a very high
order of accuracy. For most practical
purposes, including film drive. a syn-
chronous motor insures constant spead.

SYNC ROLL Vertical rolling of a pic-
ture on transmitted signal usually on
switch-over to remote pickup when

circuits at studio and remote are not
synchronized.

SYNCHRONOUS SPEED The rate of
fiim traveal of synchronized sound and
picture cameras, which must be identi-
cal with the standard rate of projec-
tion in order that recorded sounds
should be reproduced at the right
pitch and recorded actions at the right
tempo. Synchronous speed for 35 mm
film is 90 feet per minute, and for 16
mm film 36 feet per minute, the pic-
ture repectition rate being 24 frames
p2r second in both gauges.

SYNDICATOR Seller, and in most cases,
distributer, of a film program series to
a group of markets.

SYNOPSIS (1) First stage of tv com-
mercial, program or story written in
action sequences, but without full tech-
nical data, directions for continuity or
script. (2) A summary of a completed
tv show prepared for publicity pur-
poses.

SYNTHETIC DISTORTION To impart
by various techniques a seeming ir-
regularity to lines and surfaces that
are actually smooth and rectangular.

T

T Arn abbreviation for time when
used in connection with the number
of times, ie, 1-T.

TACHOMETER A speed-measuring de-
vice. Tachometers are often fitted to
cameras equipped with “wild” motors,
so that the operator can assure him-
self that the camera Is running at the
desired speed or take steps to cor-
rect it.

TAG LINE The final speech of a tv
scene or play exploding the joke, or
t Please turn to page 901

) 1V DICTIONARY SOON TO BE OUT IN BOOK FORM

Ater the final installment of spox-
soi’~ Tv Dictionary/Handbook ap-
pears i the 13 December i=-ue. ihe
thou=and~ of key industry terms it
comtains will Te¢ reprinted in hook
form. Thi< book will repre-ent the
nio~t complete record of televizion
terminology todayv. It iz de~igned
for vour convenicuce as a handy
reference work. Cost will Le 82 o
copv. You may reserve vour copy
now by writing to Spon-or Services

Inc.. 10 East 19 St.. New York 17.

SPONSOR




TV DICTIONARY'S COLOR LANGUAGE

Special section of SPONSOR’s dictionary/handbook gives

basic knowledge of color terms,

COLCOR It is in everything we see; it
identifies form; it is everything from
white to black inclusive—every hue,
tone and value. It is a conscious sen-
sation in terms of three major attri-
butes:

Brightness or Luminance A measure of
the light intensity radiated or reflected
from objects.

Hue Indicates the fullness of a color
family—its most intense value. It is
the most characteristic attribute of
color and determines whether the color
is green or red or yellow.

Saturation Is freedom from dilution
with white or that element which dis-
tinguishes strong colors from pale col-
ors of the same hue; as red from pink.

x k%

ACHROMATIC Colorless, lacking in
hue and saturation. A group of colors
which vary only in lightness or bright-
ness.

ACUITY Ability to distinguish sensory
impressions clearly, especially when
stimulation is low.

AFTERIMAGE Prolongation or renew-
al of a sensory experience after the ex-
ternal stimulus has ceased to operate.

ANALOGOUS COLORS Colors closely
related to each other, next to each
other on the color circle, such as blue,
blue green, green.

ATMOSPHERIC COLOR Effect produced
by color which gives a feeling of airi-
ness and space. A color such as sky
blue is said to be atmospheric.

BRIGHT A term applied to vivid, in-
tense colors, such as orange or sun-
flower yellow; opposed to dull or dark.

BRIGHTNESS (1) The attribute of a
film color or an illuminant color rang-
ing from very dim to very bright. (2)
Brightness or luminance: A measure
of the light intensity radiated or re-
flected from objects.

CAST A perceptible tinge or inclina-
tion of one color towards another, as
in the color of sulphur, which is a pale
vellow with a greenish ‘“cast.”

CENTER OF INTEREST Some feature
of particular interest in a painting or
a display on which attention is focused,
with all other details made subservient
to it. Color values diminish in inten-
sity away from the dominant center of
attention.
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production terminology

CHROMA, INTENSITY or PURITY These
three terms are used to differentiate
pure, intense colors from those that
are grayed or neutralized. For instance,
the color poppy red is of strong chro-
ma, being a vivid or pure orange-red,
whereas brick red is of weak chroma,
as it is a neutral or grayish-red, lack-
ing in intensity or purity of color.

COLORIMETRY (1) Science which deals
with the specification and measure-
ment of color. It is based on Young's
three-color theory that the sensation
produced by any one color can be
matched by a proper mixture of three
fundamental colors called primaries.
Colors are also distinguished in color-
imetry by hue, brightness and satura-
tion, the last quality referring to vivid-
ness of hue. Colorimetry, making use
of tristimulus values, gives quantitive
meaning to these three variables,
which can be represented by chroma-
ticity diagrams. (2) A method of de-
termining quantitatively the extent of
chemical reactions by means of corre-

sponding color changes in indicator

dyes. Using a controlled light source
and photocell unit, the changes in
over-all transmission of solutions may
be studied. Changes in specific wave
lengths may also be ascertained by
using selective filters.

COLOR CIRCLE The closed finite sys-
tem of hues including red, orange, yel-
low, green, cyan, blue, purple and
magenta which is characteristic of
trichromatic vision.

COLOR RESPONSE Inphotography, the
relative magnitude of the photo-chem-
ical reaction of an emulsion or system
of emulsions to light of different wave
lengths falling within the visible color
spectrum.

COLOR TRANSMISSION To produce
electronically color images or signals
which can be received on a color tele-
vision set.

COMPATIBLE The satisfactory recep-
tion of black-and-white pictures from
signals broadcast in color on mono-
chrome receivers without alteration.
Also aspect of compatibility relates to
the satisfactory reception of regular
black-and-white monochrome signals
on color receivers without alteration.

COMPLEMENTARY COLORS (1) The
colors which result from subtracting
in turn the three primary colors from
the visible spectrum. Technically the
three complementary colors are there-

fore red or minus-green (magenta)
blue or minus-red (blue-green or
cyan) and minus-blue (yellow), (2)
A pair of chromatic color stimull
which, when mixed additively, give
rise to an achromatic color. Psy-
chologically speaking there are four
primary colors: red, yellow, green
and blue. For the artist working with
pigments there are three primary col-
ors: red, yellow and blue. For the
color photographer there are three al-
s0, but remember the artist gets his
colors through mixing pigments and
the photographer through mixing
light.

COOL COLORS Any hues in which
blue predominates. The term “cool”
is applied because of the association
with water, ice, sky.

DARK Low in value; opposed to light
colors. Usually refers to shades to-
ward black.

DEEP A term applied to intense or
strong colors with no apparent pres-
ence of black, such as ultramarine
blue.

DIFFUSED LIGHT Scattered or dis-
persed light of a somewhat even de-
gree, such as that seen through a
ground glass.

DOMINANT COLOR An outstanding
color: one that predominates; some-
times called a key color.

DOUBLE SPLIT-COMPLEMENTARY This
harmony embraces four points of the
color circle. The two neighboring col-
ors to yellow (orange and yellow-green)
may be combined with the two neigh-
boring colors to violet (purple and
blue-violet) .

DULL A term applied to colors that
have a grayed or neutral quality, or to
neutralized tints, such as dusty pink,
dusty blue.

ELEMENTARY COLORS Hues that seem
to stand out as distinctive from other
hues—red, yellow, blue and green.

FIELD SEQUENTIAL SYSTEM The in-
compatible color tv system originally
approved in 1950 by the FCC and now
replaced by the present compatible
system.

FILM COLOR Color seen as a soft,
non-substantial, indefinitely localized
and texture-free film. For example,
the clear sky.

FIXATIVE A thinned or diluted var-
nish, which is usually applied to ren-
derings in charcoal, crayons or

tels and sprayed on by meal
atomizer. The purpose is

colors from rubbing off D

FOCAL POINT (See
est.)

Please 1
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| 1 [, THAT BOOM MAN HAS GOT To GO !

[' ' "m

1

e e _ - . L. . . -
,{tM . Cameraman’s imagination adds levity
B g

. to SPONSOR's technical tv terminolog

SPONSOR’s ty dictionary shows the serious side of the televi-

sion business. But recently tv cameraman Buddy Orrell

at WFMY-TV. Greenshoro. began thinking that the

funny side of life at a tv station

deserved some attention, too. He

and Gomer R. Lesch, pro-

gram director. got to talk-

< ing one day and the B

4

g result was the cartoons

on this page. Many

station people will
recognize situations
like the one depicted

at the Dbottom of the

rage as having true-
-3 to-life parallels, * * *
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Two of the biggest drawing cards in show business are now back to
back on CBS Radio five nights a week:

THE BING CROSBY SHOW at 9:15 pm EST—fifteen minutes of
songs and talk by a man with apparently no limitations whatever.
Even with his feet on the desk, he can sing rings around just about
everybody, and his interests (and guests) have the same wide range
as his voice. Followed by:

THE AMOS ‘N’ ANDY MUSIC HALL at 9:30 pm EST—prac-
tically a full half-hour (there’s the news at 9:55) with America’s classic
comedy team, now holding a musical court with their guests, in the
Mystic Knights of the Sea Lodge—George“Kingfish”’Stevens,proprietor.

Together, these shows are exactly what people want from radio this
time of the evening ... something relaxed and informal, to keep them
company whatever they’re doing, wherever they happen to be. Out in
the kitchen. Upstairs. In the living room, workshop, car.

Scheduled back to back, Bing and Amos’n’ Andy build audiences for
each other. And scheduled five nights a week, they accumulate audiences
quickly. So these shows also fit in perfectly with what more and more
advertisers want from radio: vast numbers of different people to talk
to, at costs that make good sense.

urn up every

‘riday night

Ba,dio Network
|




BATON ROUGE:. '

WATCH YOUR SALES

R

SOUTH’S

fastest y/olr/}/q
marker/

POPULATION
1940 ... . 88415
1953 . .... 197,000

RETAIL SALES

1940 .. § 20,251,000
1953 ... $184,356,000*

RANKS 92nd IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOQUISI-
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 only TV sta-
tion in Baton Rouge, with

programs from all 4 networks,
4 and our own highly-rated
local shows

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

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

* Eust Baton Rouge Parish, Suriey
of Buying Power, 1954

' ‘1; Ghannel 28

BATON ROUGE, LA.

A
A

(Continued from page 11}

trifying, no pun intended. 1 believe that 1 mentioned last
April when I got my color set the wonderment expres-ed bv
all members of the family the first time they ~aw a familiar
food package in color. Reeently, 1 had the opportunity of
seeing a Sunbeanm appliance frving a couple of eggs in color.
Add the andio deseription plns the =izzle to the golden cen-
ters of those commonplace objeets and you have the very
meaning of the much used advertising phrase—taste appeal.
I defy anyone regardless of how recently he has gorged. not
to lick his lips when looking at food copv well done on
color tv,

Shortly, thereafter 1 =aw the very =ame commercial
black-and-white on tv. What a difference! That’s what’s so
very very smart akont NBC’s trick of demonstrating color
television adjacent to black-and-white reception. Iinsidious
but effective and factual!

Imagme if all the =pot tv vou ~aw todav were in eolor—
1.D.’s, ehainbreaks as well asx mimutes. What added impaet
and ~ales appeal we'd have at our disposal for a thousand
products. Thoxe who saw the Oldsmobile eommercials in
color recently could only have marveled at the beauty of the
ear—a red convertible done live wa~ far more stunuing than
anvthing I've ever ~cen in magazines~—more depth. reali-m
and. of course, the camera moved, inside and around the ear
as did the people. Then eame as dramatic a piece of com-
mercial film as~ P've seen. Not too brilliant a eoncept per-
haps=—but what color did for the idea! A reries of Old<" in
two tones of blue peeled off one at a time from a line stand-
ing on the proving ground<. MaylLe there were 30 of “em.
all identieal. What an effect!

And here’s ~omething as exciting a~ Space Funnies: al-
moxt ax unbelievable. too. On October 22. Crosby Enter
prizes took an off-the-air color tape of the Bob Croshy show
colorcast. The cost came to the ridiculons fignre of $28 and
the whole job was done from a home eolor receiver. As I
understand it, the anality of the footage iz superh reprodne:
ing perfectly the film as well a~ live portions of the show-
and-commercialz. Color prints are expected to eost m the
neighborhood of 88 per half hour show.

So. vou see. it's rather eomforting to attend meeting~ like
tho-e mentioned alove and hear the ~ubjeet veer toward

s lack of color. Tends to make one feel ~mug. A bit
* * %k

itchy . too.

SPONSOR
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. V. story hoard

A column sponsored by one of the leading film producers in television
SARRA

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

The dramatic contrast of black and white is employed with striking eflect in this 20
sccond commiercial by Sarra for Pond’s new hand cream, “Angel Skin.” 'Fhe visual-
ization is simple and powerful, as & woman’s gracefnl hands come in on a black back-
ground and display, then apply the product. Accompanying narration tells how
“Angel Skin” is medically suited to women’s hands and actually heals chapped skin.
Produced by Sarra for Pond’s Extract Co. through J. Walter Thompson Company.

SARRA, Inc.
New York: 200 East 56th Sureet
Chicago: 16 East Ontario Street

Sarra uses imaginative, eve-catching animation throughout this lively series of 20-
second commercials for Musselman’s “Pennsylvania Dntch”™ Apple Sauce and Fruit
Pic Fillings. .\ Pennsylvania Dutch family adds the homemade touch as it appetizingly
illustrates the delicious use for the products. T'he narration tells that Musselman
products are “wonderful good and your best bhuy.” A delightful series by Sarra for
C. H. Musselman Co. through The Clements Company, Inc.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

A new product gets a rousing sendoft in this new serres by Sarra for Jane Wilson Pan
Pac meat pies and meat products. Strong Package ldentification and “How-to-Use”
are the points stressed through the use of animation and live photographic techniques.
Flighlights are mouth watering shots of the product being served. The viewer is told
that, “the new Pan Pac method keeps food fresher than frozen, eliminates the need for
refrigeration. Just pop in a pre-lteated oven and serve.” Produced by Sarra for Wilson
and Co., Inc. through Needham, Louis & Brorby, Inc.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

Sarra went to the Rocky Mountains to film the magnificent backgrounds for this
unusual and effective series for Coors Beer. As the product is popped in over shots of
clear mountain springs. the narration tells that Coors Beer is more relreshing and
better because it's brewed with pure Rocky Monntain Spring water. Strong bottle
and cap identification is emphasized throughout. An inspiring musical theme uc
companies the visualization 1 this highly creative series. Produced by Sarra for
Adolph Coors Company through Rippey. Henderson, Kostka & Co.

SARRA, Inc
New York: 200 East 56th Stre
Chicago: 16 East Ontario Str
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f. New stations on air®
. [ SETS IN
CITY & STATE LECTATLELRS |CH‘;4'5NEL ot?A?IER |ERCi:t:I) l:'ntl)e.nna A,rrltHHON us~”.:|sh [ "“136‘05’” PERMITEE. & MANAGER l REP
ATLANTA, Ga. WQXI-TV 36 21 Nov. 1 440 WAGA-TV 475 vhf Robert W. Rounsavillo: -
WLWA Ro:reerst. zv.“l:?ulr;’s:xnlle.
WSB-TV Paul B. Cram, chief{ eng,
LPOKANE, Wash. KREM-TV 2 4 Nov. 100 781 KHQ-TV 83 vhf  Louis wasmer Pétey
KXLY-TV Louls Wasmer. pres.
Robert Temple. gen. mor.
Raiph Meador. ehief eng.
1. New construction pevmits™
CITY & STATE (CALL . CHANNEL DATE OF | N Alg (Enci:::l)"\li\(';'l)eppf ‘STO;\‘,TL?,';'S MS%EO%';v PERMITEE & MANAGER e
BLUEFIELD, W. Va. WHIS-TVY 6 29 Oct. 50 1,225 None NFA Dacf:,y Télegraph Printing  Katz
Jim H. Shett. v.0.
P. T. Flanagan, .gen;
mgr.
LITTLE ROCK, Ark. 11 3 Nov. 316 1,736 KARK-TY 77 vht :L‘;m:a‘sn?e'f":ir:: Co..
KATVYS Henry 8. Clay. exec. v.p.
B. G. Robortson. sec.
W. H, Bronson. chmn. bd.
(KTHS. Hot Springs.
Ark.. owns 42%: Ar-
kansas ‘*Demoerat’
owns 32%; Nat')l Equi-
ty Lito Ins. owns 16°:)
PASCO, Wash. KPKR-TVG 19 3 Nov. 10 910 None NFA  Goseade Beste. Co
Thomas C. Bostie. v.p.
Frank E. Mitchell, v.p.
TOLEDO, Ohio WTOH.TV 79 20 Oct. 166 420 WSPD-TV 297 vhf  Woodyard Besto. Co. -
Jacob Kellman, v p. & see.
WASHINGTON, D. C. WGMS-TV 20 21 Oct. 188 520 WMAL-TV 636 vhf  Wishinglon Metropolitan — Geod My
WRC-TY Morris Rodman, bros.
WTOP-TV PG, s
WTTG Irwin Gieger. v.p.
WASHINGTON, N. C, WRRF-TVY 7 27 Oct. 251 480 None NFA \';'v“_""n‘c";’;,':’;:‘;"_";‘r;s‘ Walker
H. W. Anderson. v.p.
wiiliam S. Page. sec.
I1H1. New applications
e | ESTIMATEO
CITY & STATE M FILEO R ity CSTORY °° | GiSHMERM N MARKET APPLICANT AFFILIA
FAIRBANKS, Alaska n 22 Oct. 3 kw. —512 $133,824  $135,000 KFIF3 g g T -
J. M. Walden. v.p.
B. J. Gottstein, treas.
MAYAGUEZ, P. R. 3 21 Oct. 15 kw, 505 ft. $20,000¢  $120,000 None S e . {
George Mayoral. v.p.
Robert Jofters, sec.
w
NEW BERN, N. C. 13 22 Oct. 101 kw. 466 ft. $248,496  $105,000 None Nathaw Frafk o o
Henderson, N. C.)
RAPID CITY, S. D. 3 20 Oct. 1V5 kw. 230 ft. $74,816 $150,000 None Black Hills Best. Co. KOTA
Holen Ouhamel, pres.
Peter Duhamel. v.p.
TUPELO, Miss. 9 27 Oct. 27 kw. 372 ft. $143,753 $91,992 None Tu:relo Citizens Tv Co.
Fra:l\u'Sn!n. mor.
Joseph Petlt, thic{ eng.
. S. stations on air, incl Post-freeze c.p.’s granted (ex- Tv homes in U'. S. (1 Sept.
Honolulu  and  Alaska (28 cluding 34 educational grants; By o . 31.,27-1.000%
Var. 51 112 20 Vor. '31) 377! U'.S. homes with tv sets (1
Vurkets corered 2149 G 301 Sept. '51) 6695 |

“Both new c¢p.'s and
thtoand 20 Nin o

stations geolng o Lthe alr listed here are

thoke which mcurred between

t nerl

radlo station which Is granted a c¢.p. also represents the new tv operation. Slinco at prest

it 15 generally too ecarly to confirm tv representatives of most grantees.
reps of the radlo stations in this column (when a radlo station l'as been given the

SPONSOR liss

tvr grd.

NFA: No flgures; avallable at presstime on sets In market. i
IThis number Includes grants to permltees who have since surrendered thelr e.p.’s or who &%

designated as belng
the neci$f)

where not

Re . oon had them volded by FOC 2185 (U abore ground  INot yet on air. éMost of 3
ta f N P ine BInf. Ark SWIII operate as <ateliites of KTMA-TYV, mr.-.
A
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RCA 3-V COLOR

[

A, R. Hopkins, RCA, and C. G. Nopper,
WMAR-TYV, inspecting control panel of the
new "3-V” Color Film Camera—first one deliv.
ered from units now in production.

This 3-Vidicon Color-TV Film Camera han-
dies 16mm, 35mm color film and slides.

® Multiplexing is automatic —jinterlocked with
projector controls

® High Signal-to-Noise Ratio on color and mono-
chrome —even with unusually dense film

® Excellent resolution and gamma

® Adequate reserve of light for dense film

® Color Fidelity as good as Image Orthicon

B Uses convéntional TV projector,the RCA TP-6BC

¥ C. G. Nopper, Chief Engineer, WMAR-TV (the Sun
Paper’s station in Baltimore), discussing the new RCA
3-Vidicon Color-TV Film Camera with
Manager of RCA Broadcast
Equipment Marketing.

-

40 TV stations scheduled to receive “3-V* Color
Film and Slide Camera equipments within 90 days

Within a few weeks 40 TV sta-
tions will be able to meet the de-
mand for color film and slide
programs. RCA is now producing
and shipping in quantity the fin-
est color TV film-and-slide cam-
era ever designed — the *'3-V.””

Now stations can supplement

their color network shows with
color motion picture film and

slides. And they can do it the easy
way—and at relatively low cost!
For information on the RCA 3-V
—the Color-TV Film and Slide
Camera that excels all other
approaches to color film repro-
duction — see your RCA Bro
cast Sales Representative
Canada, write RCA Vi
Montreal.

RCA Pioneered and Developed Compatible Color

RADIO

CORPORATION o

ENGINEERING PRODUCTS DIVISION

RICA

A. R. Hopkins,

CAMDEN. N.J.



Homer Bell widower,
lawyer, judge, and hea
rollicking household.
Gene Lockhart makes
Homer Bell real,
believable, lovable!




Maude, Homer’s housekeeper.
Knows all the local gossip.
She’s quick with a wisecrack
and argues with Homer

like an opposing attorney.

This is Homer’s niece Casey
(Cassandra, for long). She’s 15,
quite a tomboy . .. but in the
process of discovering she's
very much a woman.

| @ e B ST
16 Honor o

starring

A happy, heart-warming show with the broadest audience appeal ever offered
for local sponsorship. Each of the 39 filmed episodes is a light-hearted portrayal
of goings-on in a typical American household. It’s refreshing entertainment the
whole family will enjoy!

NBC FILM DIVISION

SERVING ALL SPONSORS...SERVING ALL STATIONS

NBC FILM DIVISION—30 Rockefeller Plaza, New York 20, N. Y. . Merchandlise Mart, Chicago, lllinols
Sunset & Vine $ts., Hollywood, Calif. o In Canada: RCA Victor, 225 Mutual $t., Toronto; 1551 Bishop $t., Montreal
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R — Top 10 shows in 10 or more markets S TATINE ERSEE
new  rank Pcriod 8-14 October 1954 Average MARKETS | KETS JESIAILIOINEMARIICETS {  3-STATINON mARe
TITLE. SYNOICATOR, PRODUCER SHOW TYPE 4 N.Y. LA |s Fran) Boston Chi. Octroit  Mpls. Seattte wash. | Atisnts Bait. Bufial
I 6 14, . '
I 2| 1 Led Threee Lives. v (D) arg | 56 1461193 178 11.8 12.7 [ 8.8 14.3 29.5
wabe v 33 -ty Fan . v ooty Wl , v wheal
l = - 10 00pmr . 40pm Iiliﬂmu ] 7-(:&)(::1 l"k‘::‘llpl:l l:.riil};nm |n|3m:m ;‘l.b ?:O(lunslxau:
; 8.8 1981305 13.3 18.7 165 24.3 22.5 17.4 {17.5 19.3 22.8
f, : > - . . ‘.) - . . . . L] A ] - . L
2 H Badge 711, NBC Film (D) 20.5 iwor tv kity | kpix | wnae-tv wgnety waiotv kstp v King 15 wre-ts fuls s whal tr wer
) ) o - | 9-00pm T :30pm §9:00pm #:3pm  R:00pm T:pm 9 Zpm 9 Sopm T-00pm E9-3epm 16 30pmln
i i ' u ' -
. Lo . 57 9711631 21.3 17.4 135 24.0 223 104 |21.8 9.8 2238 !
* | ! Wr. District !lllﬂl‘ll(’_l" Ziv (A) 19.9 wabe-tv koxt Fkeon v f wppe-ty wbkb  wwi-iv stn-ty - king-tv  wmal 1y h-tv  whal tv wer ¢
L o ) B B o ’,” SOpm 10:00pmg10 30pin] x ;mhm !a::u:pu. 10::;«;,‘m rthm;,m $-Wpm  10:60pm "“:H)pm 10'30,,.1,:-?»,
4.3 7.4116.3] 16. . 19. 12.3
1 1| City Drtectire. MCA. Revue Prod. (D) oz |0 TE) S 6.0 e B '
I 7 PP ifoab Bt oo Ry MR
N - | 235 s | s 198l
- . . ] 1.5 14.5 7.8 13.5 18.5 4.9 §10.0 9.5 19. i
3> 7 Liberace, Guild Films {Mu.) 17.8 St Ui ‘ ) !
wpix Kty kplx whz t¢  wgn-tv wwj-tv  swerosty King v witg wiw a  uwhal:tv wer t
o f:30pme T dopm @ 0pm {3 bdpm 9 30pm 6:30pm T:00pm S:30pm 10°30pm § N 00pm T.0tpm 8 30y
3 . . 11.2 11.4415.3 14.8 3.9 12.3 125 210 13.0 {22.8 20.0 25. i
' | Superman, Flamingo, R Maxwell (K] 16.6 Jurats  wie Bhuotv Sunse tv wokb  wxer 65 smleets king tv wee-ts | ush tr what-ie wil
1 — f:00pm 7 :00pm JH:30pm § 6:30pm  6:3pm  6-30pin Bopm 6 Mipm 7 00pm § T Migan T Mpm Tt
- | . 391 5813 15.0 130 18.5 19.3 8.2 15.38 4
¢ Etlervy Queen, TPA (M) i1G. 1 koo Viar-te fwnaeor SR Tnaas wigs
l » 9:00pm [¥:30pm ¢ 11 30pm 10-30pn 9:30pm ~ 30pmn 10:Hpm _I(lu‘.tu_n
- ! « 5 . . . 5.3 7.9113.3 0.8 13.7 10.3 17.3 9.5 }18.3 712.
c 9 Facarite Story. Ziv (D) P61 | . wee Doron o Dwjarae  wnba  wibkety T aben
L 9:30pm  R:00pm § 7:00m T 7:30pm  9:30pm T:00pm s 0upm  10:30pim _.'_Nbpm 11309
: 10.1 7.8118.8 | 22.8 8.8 21.3 13.3 13.8
D 10 Kit Carson. MCA, Revue Prad. (W) 3.9 4 ats wanets Jkron-tv | wnac te Wibk-ty king-1v wiw. 8 wmar-iv
J 6:00pm 7 :30pm f1:09pmm § N00Opm #:00pm H:(i0pm f:(Hlpm 6 ovpm
' t 3.7 17.6]12.5] 12.0 5.8 148 20.5
10 Waterfront, UTP, Roland Reed (A) I5.7 i e [ BT et R
I T30pme 7:30pm P B0pm 7 30w To00pm 10 1pm N 30p
“n.v’:: ’::,'.:. Top 10 shows in 4 to 9 markets ‘
' , . . ! 13.1| 2.5 16.8 4.8 19.3 10.3
I Stories of the Century, Hollywood Tv (W) 15.7 ol e wxyz-te wien-tv king-ty wsh-tv
E— I S:mpm §7:00pm ei:(l)npm‘ ;-mmm N Otpm 11:080pm
. e . - 791105 20.5
2 F'ie Faleon., NBC Film, Federal Telefilms (M] 15.1 - : ——
10 .30pm ]k]rm‘ﬂ-.:".n O :00pIn
] _ 4.8 82l168) 58 11.5 155
3 2 Inner Sancetunm.  NBC Film (D) 11.0 borf | i lligzemm T TR Ry
) 9:00pm 9 :00pm }10:30m0 10:30pnr 100t 10 30pia
- . . 5.8 15.8 13.7 11.3 16.8
! | ! (.“"“ "llll‘!l. CBS Fllm (W) ,3': kot whae-tv - whbm  wjibk-ty king-tv
o N - T 0epm V30pm 330w G 00pnt & :00pm
- - , 136 9.7} 158 9.0 N
3 Dong. Foirbunks IPresents. Intrst, Fairbks(D) 12.0
wnbi Kria stn v kint gy
- - ‘ 10:30pn 10:30pin 10 1 3pne 10:00pm j
i — _ 1- - — " -
5 . 7.9 14.5 9.9
G N 9 ,'"ff” s T" vern. MPTv (C) 11,1 52 ARN-v komo-tv wiop-tv
! ~ h:»:?m ~ 30pm T:pm N 30pm
I - . - ——
- . [ A 11.0
7 G| I'm the Law, MCA (D) - 10.8 29 62| 4.3
I W oAy Ltta kove-ty wirn iy
- f — 1 3omm S opn fN 30pm 10 ipm
I . _ — . - =
8 Story Theatre, Ziv, Gea~t.Realm (D) 10.5 3.4 22'8_ 8'8;
[ 0 petie e |
! . ; _ 20 3.8 4.2 |
9 1 Counterpaint, UTP, Bing Crosby (D) ro.r § _ witg
o - — — ':n':lm 10'.;:1‘!-‘-!«: 9:30pm |
| : , - i | S
16 King's Crossroads, Sterling (D] 10.1 243 9.8 4.3 -0
hj tv Kron ty whz-tv glna (14
N 00pg X topm § 3 .3vpm :00nm

Show type symbols® (A) advenfare: (C) eomedy, (1)) drams: (Mu) musleal! (W) Woestern, siable from one month to another In the markets In wbich they are shown, this |
FHims llsted are syndiedied, half bour length. telecast In four or more markets ‘The averago murch lesser extent with syndicated shosss. This sbould be borne In mind when analyz
rating 1s &0 unwelghted average of andividual market ratings lsted above. Riank space Ind) irends from one month 10 another in this chart. *Refers to 1ast manth’s chart. 1f b
cates film wot broadoast e e market N 11 o toder White wetwork  wlioms  are  faely was not rated &t all in laxt chart or was In other than top 10. Classification o
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.i-ST“ATION MARKETS

inbus Miwkee. Phila. St. L.

2-STATION MARKETS

Birm. Chartotte Dayton New. Or.

1.8 13.2
fis-tv weau-tv
Hpm 7:00pm

18 10.3 14.3 29.3

w-¢ wean-tv  weau-tv ksd-tv
Opm 7:00pm  7:00pm  9:30pm

4.5 22.3 10.0 23.8

Iw-c. wtmj-tv wptz ksd-tv
1*0pm 10:30pm 10:30pm 10:00pm

5.0 25.0

19.8 48.0 23.5 37.8

wabt wbty  whio-tv wdsu-tv
9:30pm  9:30pm 9:00pm  9:30pm

26.8 45.5 16.5

whre-tv wbty  wlw-d
9:30pm  10:00pm 7:00pm

29.0 48.3 19.5 27.8

whre-te whtv  whv-d  wdsu-ty
5:30pm  8:00pm 10:30pm 10:30pm

14.8 50.5 17.3 403

wfil-tv  ksd-tv wabt whty  wlw-d  wdsu-tv
7:00pm  9:15pm § 9:30pm 8:00pm 8:00pm 10:00pm
8.3 37.8 9.5 21.8 }31.3 20.5 46.5
| S-tv wtmj-tv wptz ksd-ty wabt whio-tv  wdsu-tv
ipm 8:00pm 11:00pm 10:00pm § 9:00pm 7:30pm  9:30pm

50 185 7.2 19.3

18-ty wtmj-tv weau-tv  ksd-tv
:0pm 4:00pm 7:00pm 6:00pm

18.0 34.5 10.5 24.3

whre-tv  wbtyv  wlw-d  wdsu-tv
6:00pm  5:30pm 6:00pm 5:00pm

|

£4/ Not sour,

18.3 16.3 44.0
wtmj-ty kwk-tv wdsu-tv
L 10:30pm 9:00pm 9:30pm
25.0 46.5 12.3 45.5
ksd-tv wbty  wlw-d  wdsu-tv
| | 5:30pm 9:30pm 7:00pm  9:30pm
| -.
35 265 9.2 218 |14.8 15.8
ns-tv wtmj-tv wptz ksd-tv wabt wlw-dq
Mpm 5:0fpm  6:00pm  5:00pm [ 6:00pm 6:00pm
1.8 10.8 12.0 14.8 25.3 335
S-tv wean-tv  weau-ty whre-tv whio-ty  wdsu-tv
10pm 7:00pm  6:30pm 10:00pm 7:00pm 10:30pm
253§ 33.3
ksd-tv wdsu-tv
9:30pm 5:30pm
22.8
kwk-te
10:00pm
38.5
wdsu-tv
10:00pm
18.0
ksd-tv
5:30pm
10.3 12.8 [21.0 18.0
wean-ty kwk-tv { wbre-tv whio-tv
10:15pm 3:30pm J10:00pm 10:30pm
6.9
wptz
) 7:00pm
37.5
wdsu-tv
10:606pm
25.0 !
wdsu-tv
) 4:30pm

4 of the market.

In market is Pulse’s own, Pulse determines number by measur-
stations are actually received by homes in the metropolitan
2iven market even though station itsell may be outside metro-

indeed!

As the story goes, the grapes
were claimed unfit because of
fox's inability to reach them. fé
But, in the booming 39-county g
Mountain West market served “ ¥
by KSL-TV, not many customers ‘ 5
" are unobtainable. KSL-T\’s
mountain-top transmitter and /
top ratings foil that fable. ;
For example, Monday through Friday ,
afternoons, KSL-TV wins 17of ¢
24 quarter hours.” '
To reach and harvest a greater
sales potential, buy

KSL-TV

SALT LAKE CITY

REPRESENTED BY CBS-TV SPOT SALES




* SOMETHING NEW AND EXCITING EVERY WEEK!

The Biggest and Most Elaborate TV Series Ever Produced for Local Sponsorship!




so BIG! so LAVISH!
so ELABORATE!

With guest stars including Brian
Aherne, Don DeFore, Pat Crow-
ley and many more. You'll have
the most responsive audience in
Television history!



COVER

NORTH

Rich, Growing

“GOLDEN
TRIANGLE"

TELEVISION
CHANNEL 12

“A 24 COUNTY
MARKET WITH
A POPULATION
OF 1,303,700
(Sales Management 1954

Survey of Buying Power)

NOW SHOWING!—ALL NBC COLOR SHOWS

Interconnected
Television Affiliote

National Representative:

The Headley-Reed Company

YV VY VYV WS
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New developments on SPONSOR stories

Seo: Rescarchers show tv ups sports atren-
dance

[F) S Issue: 2] Muayv 1951, pagze 30
0 Y Effeet  of coverage of

Subjeet: television
sporls evenls on stadium box ofhiee

Television coverage of sport~ events tends to increase over-all
interest in sports and attract bigger spectator crowds who want to
sec sports “live.”

That's the essence of two survevs made by two different research
organizations in two widely separated areas.

The first survey was< made jointh by KMTV. Omaha. and the
Omaha Cardinals at a combination haseball exhibition and regularly
scheduled Western lLeague game between Omaha and Sioux City
on 2 September. In each section of the stands respondents were
selected at random. On the basis of 396 personal interviews. the
research firm making the sunney—Edward G. Doody § Co. of St
Loui~—found the followng:

e During 1954. 78.2% of the respondents had attended one or
more basehall games (and 137 had attended six or more games).
e On the other hand. 83.9°¢ had seen one or more games over
television this year (47 saw =ix or more on tv).

o When asked. “Would you rather see the game in person at the
ball park or watch it over tv?7 87.1/ said they'd rather see it in
person: 8.1°7 =aid “over tv,” and 4.87 had no preference.

Answers to another question disclosed that 90.1°¢ of the respon-
dents had a tv =et in their honies.

One of the most interesting questions sought to find out whether
tv has increased interest in baseball. Here are the results:

Has your interest in baseball increased or decreased 1ithin the

last five years?

FEntire
sample Games attended this year :
1 or more None

Interest has: 596 (100.0%) 466 (100.09z) 130 (100.0¢%)
Increased 67.69% 70.4% 57.7% °
Decreased 4.4 3.0 9.2
Remained about same 26.8 26.6 27.7
Entirely disinterested 1.2 . 5.4

Said the Doody research firm: “In the case of both radio and
television. persons who listen and view basehall attend the Cardinal
games in greater proportion than those who do not. Almost nine
out of 10 fans in attendance listen to play-by-play basehall over the
radio. A similarly high percentage have viewed at least one tele-
vised game this season . . ."”

The second baseball survey was conducted in television homes in
the New York Metropolitan area during Septemmber by Advertest
Research. Advertest interviewed 759 adult men and women, found:

“Sports programs on television attract a large percentage of fe-
malex to swell total popularity of sports as a major tv program
feature.” About one out of two women viewers credited tv with
increasing their interest in spoits. Advertest reports. “Similarly,”
Advertest found. “television has had almost equal influence on male
interest in sports.”

While the Doodyv surver made in Omaha considered only base-
hall. the Advertest studv covered 10 major sports. Of these. haseball
attracts 90<¢ of the male audience and 70‘c of the female audience

making it the most popular televizsed sport. Boxing was second
among men while college foothall was second among women. Adver.
test found that 467 or more of the male tv viewers and 177 of
the female~ attended one or more games in person, * Kk &
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WSM ADVERTISERS

KNOW A GOOD THING
WHEN THEY SEE IT!

Frequent and sudden shifts of media and methods of selling are

commonplace in the advertising business.

An advertising campaign

must produce results or be supplanted by a different approach. Thus,

we point to the fact that advertisers such as these have continued

their same WSM live talent programs year after successful year.

This is notable recognition of proven selling power, pointing the way

to increased sales for your product in the rich Central South Market.

MARTHA WHITE MILLS, INC.

lo Consecutive

Years

R. J. REYNOLDS

Consecutive
Years

1

TENNESSEE COAL & IRON

lo Consecutive

Years

CARTERS CHICKS

Consecutive
Years

‘ .:\
VARRE

PAINT
VARNISHES
ENAMELS

.
WARREN PAINT

Consecutive
Years

?~°“ R o""l

COLA

RC COLA NEHI CORPORATION

l Consecutive

Years

JEFFERSON ISLAND SALT

Consecutive
Years

AMERICAN TEA & COFFEE CO.

Consecutive
Years

\)(. HF40

04,/0 — 7

N W

0'BRYAN BROS. DUCKHEAD WORK CLOTHES

Consecutive
Years

FLEMING'S WALLRITE

ll Consecutive
Years

HYBRID
COLUMBIANA SEED COMPANY

Consecutive
Years
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1
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DR. LEGEAR

Consecutive

Years

1

TUDEBAKER §

STUDEBAKER

Consecutive
Years

Nashuville

Clear Channel

-



HOUSING SITES

DEPT. STORE

SPONSOR - Ohie Valles Realts Corp, AGENCY: Direet

¢ ULE CASE HISTORY:  Within sixv weeks of its
nto local television, Ohio Valley Realty sold

1g sttes. Campaign tnvolved one-minute an-

u nts and 1.0 s, scheduled more hearily on Mon-

[ Saturdavs. Announcements were placed around

‘ { wrestling, films and local live shoiwes. W CPO-

Il announcers used a humorous and informal approach.
Company also made a point of offering special induce-

ents, like a k on housing plans. during their weekly
annour nts. Cost for announcements were $85: for

1] & >
L PROGRANM: Announeements, LD

SPONSOR: Had-on Brothers AGENCY': Direr
CAPSULE CASE [HSTORY With sales moun“'ng i
each month television appears to be the cheapest adve
tising lludson Brothers has ever used. Hudson’s spend
$1.200 a month for a 6 p.n. newscast five davs a wee
over KTEN. Sales attributed to tv are now averagin,
315,000 a month and Hudson’s expects them to doubl
by Christmas. The second weel: store was on the air
woman came from 70 miles away and bought a hundre
dollars worth of merchandise; the next week she cam
and spent another hundred. With sales like this lludsen’
feels television is doing a job for them.

KTEN, \da, Okla. PROGRAM: 6 P.M. New

n

DAIRY

SPONSOR: Green Meadow Dairies \GENCY': Batz. liodesur

Nenw hone
CAPSULE CASE MISTORY:  Ayming at a young audi
ence Green Meadow Dairies bought a late-afternoa
Western film on WROM. The show, Wranglers" Clul
consists of one W estern movie a week shown in 15 min}
ute segments across-the-board. Green Meadows sponsor
tiwo segments a weel. By the third weel: on (elevistor
the sponsor reported 230 new route customers. Becaus
of customer response, Green Meadows intends to lkee
sponsoring show as main sales vehicle. Cost per segmen
is S45.

W ROM, Rome, Ga. PROGRAM: Wrangler-” Cly

COLORING SETS

SPONSOR: Veterans Loan & Realts Co, AGENCY': Direct

CAPSULE CASE HHISTORY : In order to [)IIS,I the sale
of homes in a new development, the I'eterans Loan &
Realty Co. placed a schedule of announcements on WJ]BF-
TV . Homes sold for $6.500. In a one-day campaign of

ve announcements 33 houses were sold. By the end of
the week all 85 homes in the subdivision were sold. Com-
pany grossed sales of $552,500 from an expenditure of
$192.50. 1 eterans Loan & Realty reports it is amazed at
the impact television had on its sales.

W\ PROGRAN: Announcement-

SPONSOR: American Pencil Co. AGENCY': Dovle Danl
Bernbac
CAPSULE CASE IHSTORY:  Children are great copy cats
Ever since 4 October when Herb Sheldon started fillin.
in and coloring a picture a week on his early mornin.
show sales have tripled for the American Pencil Co. Th
Venus Paradise set is also promoted in stores with pi
tures of Herb Sheldon. The show is geared to both ché
dren and mothers by teaming Herb Sheldon with Joseph
ine McCarthy, who has a home-cooking segment. Sponsa
buys participations on four shows a week. cost is 3850,

WRCA-TV, New York PROGR\AM: llerh Shelds
with Josephine McCarth

AUTOMOBILES

CEREALS

SPONSOR: Cox Mot Co, VGENCY : Direct
CAPSURE CASE THSTORY : {s an imitial experiment
with television. the Cox Motor Co.. Tulsa. bought the
second quarter wal lea pre all game,
a regular Sunday afternoon feature on ACEB. During
the program Cox Wotors offered a used-car special on a
1953 Plymouth Sedan. Within o few minutes after the
game the car was sold. Sponsor received nume alls

for many days after the program. Cov feels it made
many potential customers from these late callers. Total
cost for sponsorship was $135.

NCEB, Tul-a PROGRAM: Nattonal 1

G g1l

SPON<OR: Carnation Co. AGENCY : Erwin, Wa-e

CAPSULE CASE HISTORY:  During the slow summe,
months the Carnation Co. purchased three participation.
a week on Bar 27 Corral to sell Alber’'s Oats and Carna
tion Corn Flakes. After only a short time corn flake sale
increased 30657¢ and oat sales rose 357¢. NPT} reparts
“The advertiser and the local salesinan are so enthustas
tic over the results of their television advertising tha
they have become great boosters of television.” Carna
tion schedules personal appearances for [leck llarper
star of the show. in grocery stores and uses point-of-sale
merchandising. Cost per participation is S03.

NPT, Portland. Ore. PROGR AM: Bar 27 Corm
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The direction—of a'n‘iz/ ﬁlm R4 comg’lempmcedure where experience plays an im-
portant part in obtaining the desw@ eﬂects A,pd, 80 z@ 18 1n the film processing laboratory.

At Precision, expert guidance thro%gh each gpha,se of; the processing operation assures

producers, cameramen and, dzrectws the ﬁnest posszble results.

All of which leads to another fo7[§n of dzjecgﬂon West of 5th Avenue on 46th Street in New

York to Precision. That’s the m*g*lg&g% dv;re,ctwn for you wherever you are and whatever your
film processing problem. ™

_.b* “@

Lim, film processing, it’'s Precision.
d 5‘“ A ~; .

In everything there is ?*ﬁe best
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A division of J. A. Maurer, Ine.
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“It takes

the right station
in the right
market to produce
* the right sales
/ results. That's why
5. . we have advertised

with confidence over

t WNHC-TV for the
| past five years.
‘Q\ The results prove
that our confidence

was well placed.”

MILDRED FULTON

Time Buyer

| o $6 BILLION PLUS IN
BUYING POWER...
’\ « 702,032 SETS IN THE
, AREA...
| . & STATE COVERAGE

BIGGER THAN EVER
316,000 Watts
And the rates are still

the same.
Ask your KATZ man

I

CONNECTICUT'’S

Channel 8

66

BIOW COMPANY |

agecy profile | Thomas D’Arcy Brophy

Chairman of the Board
Kenyon & Eckhardt, New York

Thomas D'Arcy Brophy. K&I's chairman of the board. hegan to
be interested in radio as a result of a car accident in 1933.

“While 1 was in the hospital. I listened all dayv long and rated
each show according to the commercial appeal 1 thought it had.”
he told spoxsor. 1 found out that mv judgment was infallible: |
wa- always wrong.”

But when he came back to K&E after a two-year hospital siege.
Brophy was familiar with every network soap opera and variety
show on the air. When tv became commercial. Brophy studied the
new medium intensivelv. He used this knowledge to formulate
some air media advertising philosophies which KSE now applies.

“Tv is the ideal medium for personalizing a corporation. More
businessmen will take advantage of it some day to present their
policies to the public.”

In line with the idea of “personalizing business.” Bill Mennen
Jr.. executive v.p. of the Mennen Co. (through K&E). is now appear-
ing on tv programs amound the country. talking about business and
current events. In another instance. K&E stars the president of a com-
pamy in the firm’s commercials—>Mrs. Rudkin of Pepperidge Farm.

“IUs product selling. not gratitude for free entertainment that
gets listeners or viewers to buy a sponsor’s wares. That's one of
the reasons why the magazine concept of selling tv time iz not
onh sound but inevitable as tv costs continue rising.”

Today K&E spends some 45 of more than 350 million 1954
billings in air media. Among shows that K&E clients sponsor on
tv are: Ed Sullivan’s Toast of the Town. CBs TV, Sunday~ 8:00-
9:00 p.m. for the Lincoln-Mercury Dealers and 13 full ~ponsorships
of NBC TV's Producer’'s Showease. Mondavs 8:00-9:30 p.m.. for
the Ford Motor Co. and RCA: Caesar’s Hour NBC TV for RCA:
Rin Tin Tin ABC TV for Nabisco: half of it Parade for Hudnut.

Brophy’s “hobln™ iz a continuous schedule of civie work. As
president of the American leritage Foundation. he was largelyv re-
sponsible for the Freedom Train. As member and director of c¢ivie
and professional organizations. he is often invited to make speeches.

“Dad tests hiz speeches on Mother and me first.” Joan. Brophy's

ounger daughter. told sroxsor. A Sweet Briar graduate of 1954
she’s now on the editorial stafl of Glamour magazine. * kK
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HERE’S a story you ought to know about the Red
River Valley—a story that explains why peo-
ple here are among the Nation’s top buyers!

Don’t take our word for it.
Britannica says:

~ The Red

River Valley's
rich black
top soil is

Here’s what the Encyclopedia

TN TS N P W Y

“This valley (the Red River Valley) was oncc the bed of a great
glacial lake. Its floor is covered by the rich, silty lake deposits,
coloured black by decayed vegetation, which makes it one of the
most fertile tracts of the continent. Being frce from rocks. trees
and hills, its wide areas were quickly brought under cultivation
by the pioneer, and the valley has continued to be one of the
most famous grain-producing regions of the United States.”

But the Britannica fails to add that grain accounts for only 30%
of the Valley’s farm income — and that hogs, lambs, dairy
products, beef cattle and other crops account for the other 70%.

Fargo is on the banks of the Red River, the center of the old
Valley. Our deep, deep top-soil makes deep, deep pocketbooks.
The twenty-six counties in the Fargo Trading Area have a
population of 483,700 people. The average per-family sales of

these people is $4164, aunually, as against 33584 for the rest of
the nation.

The average farm in this area produces a gross income of $9518
as compared with the average national farm income of $6687.

You avaricious advertisers grasped the situation a long time ago,

and started pouring money into Red River Valley media. And
you poured it right!

vt 8 s al. b PR L RY nil\nlu_!ﬂlllu [TV . |

HERE’S a story you ought to know about how
and why you advertisers choose WDAY al-
most unanimously (and now WDAY-TV, too)!

From its very first day, in 1928, WDAY set out to run the
goldernedest radio station in America.

Out in the farms and hamlets where the Pierce-Arrows, Cadillacs
and Studebakers often got mired down in the winter barnyards,
people began at once to listen to WDAY.

ITETE IR

]

Also in the prosperous towns. Also in roaring Fargo itself.

| W

Years later, other stations, and all the networks, came into the
area — but WDAY was miles and miles ahead and still is. Yea
in and year out, WDAY racks up some of the most amaz
mail-order stories you ever heard of! . . Fan mail pours

WDAY at the rate of 400 letters a day, including Sun
holidays! . . More than 10,000 families have taker
FARGO, N. D.

scriptions to “Mike Notes”, WDAY’s monthly new
NBC » 5000 WATTS ¢ 970 KILOCYCLES

Let your Free & Peters Colonels give you the w
story. It’s really something!
FREE & PETERS, INC.

Exclusive National Representatives

R R S e——
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Early ‘Cautor Theatre® spousors sigued for 75 wmarkets

Ziv Television Programs Eddie Can-
tor Theatre, probably the most expen-
sive syndicated film show to date. got
off to a quick sales start. By 26 Novem-
ber sponsors had signed for the series
in more than 75 markets,

Highly priced Cantor comedy wins acceptance

Some of the earliest sponsors bought
the show in multiple markets: Drewry’s

Lid. signed for 14 Midwestern markets.
including Chicago: San  Francisco
Brewing Co. bought it in 12 markets:
Blatz Beer will sponsor it in seven Wis-
consiny markets.

Ziv's salesmen are using a unique
presenation in pitching the half-hour
show to prospects — a four-color spiral-
bound presentation measuring almost
a foot and a half high by three feect
wide, Presentation explains the show,
cites facts like “Cantor’s average Niel-
sen raling on the network: 40.7 h
points out that the show will feature
comedy stories two out of three weeks
with Cantor as host; every third week
a musical revue starring Cantor. Pres-
entation also gives prospect a glimpse
of the merchandising and promotion
he gets from Ziv.

WNEW gets high=brow spousors: diamouds, yachis, furs

New Yorks WNEW has long been
noted for its list ol sponsors selling
niass-consunier il('ms——toolhpasle, for
example. But listeners were surprised
to hear commercials last week for
things costing from $22,000 to $19.-
000 each.

The items being advertised are dia
mond-studded jewelry, mink coats and
sachts. The sponsors offering these
wares arc Van Cleef & Arpels, well-
known jewelry emportum;  Gunther
Jaeckel, exclusive women’s clothier;
Chris-Craft motor yacht-.

Jerry  Marshall.  who  conduets
WANEW's Veke Believe Ballroom, ad-
vertises the luxury articles on his show,
And also in person. For listeners are
invited to write Marshall for more in-
‘ormation  if thev're  contemplatinge
purchase of, sayv. the >19.000 33-foot
Chris-Craft. Muarshall then personally
assists in closing the sale,

AL first sights selling of furs, vachts
and jesels by a disk-jockey may seen
ndiculous.” Riclavd D. Buekleyv, own-
er-manager of WNEW, vatd. “But vou
don’t have to sell a lTot of diamond
necklaces, Labrador minks or eruisers
to satisfy a sponsor.  We're betting

68

that among the millions who listen
there is a group infinitesimal in num-
bers, but tremendous in influence, whe
will make this sort of thing pay.”
Typical commercial on Marshall's
5:35 to 7:30 p.m. show goes like this:
“Are you one of the select few whip-
ping along the highway heading for
vour country residence? Are you rid-
ing elegantly in an imported Jaguar,
a fine Alfa Romeo [pronounced ‘ro-
mayo |, or a classic Rolls Royce? To
those who hLke the best. there is just
one more level of traveling in which

vou mayv  be interested—sea level.
And the Chris-Craft 53-foot Con-
stellation. Chris-Craft, master of ma-

rine architecture. has shaped a queen
of the seawavs that is the ultimate in
luxurious travel anvwhere on the sea-
wavs of the world. This resplendent
53-foot Constellation,
three 200-horsepower marine engines,
is priced at 49 thousand dollars. You
can be sure that whether von dock at
the: Riviera or Port-au-Prince. your
vacht- vour Chris-Craft Constellation

is the focus for all eves that recog-
nize seaworthiness and

tocracy., . | .

powered by

marine aris-
* % X

After civie groups fail
WFEA drawes pleaty of blood

Time after time various civic groups
in Manchester, N. H., had sponsored
blood donation drives, but each time
they fell behind the quotas set by the
American Red Cross. Then, a few
weeks ago. WFEA sponsored a blood
drive—and the quota was exceeded by
more than 100 pints.

WFEA began promoting the blood
drive a week before the day it was
scheduled. Every member of the staff

per<onalities. engineers, office work-
ers, salesmen—went on the air appeal-
ing for help in obtaining blood. And
transcriptions made by persoiis who
had received free Red Crosz blood
were aired every honr day and night
for the entire week. WFEA News Ed-
itor Al Rock had a pint of blood drawn
while he read a newscast on the air
to show that there was no pain or al-
ter effect. * * ok

Briefly . . .

The official thermome-
ter for the LUnited
Good Neighbor Drive
in Seattle and King
| County is the KING-
T transmitting tower
The KING-TV tower
thermometer shows the
daily
progress of the drive.

(and nightly,
Several hundred light~
| were strung up through
| the middle of the sta-
tion’s tower by the
KING-TV  engineering
stafl. headed by James
L. Middlebrooks, en-
gineering director fo
the station. The KING-
T\ tower. situated atopy
Queen Amne Hill. ex:
tends 1.000 feet above
The station

the highest

e N ASE reprre

<&

-l
N

L sea level.
| sayvs it's
| poimt in central Seat-
tle and that the tllumi-
nated tower is visibhle
throughout the city.

SPONSOR
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Bosomy billboards are wused Dby
KUDL, Kansas City, on a 12-month
schedule as part of its local pronto-
tion. The boards (see picture) are

—p—

anytime is KUDL time
{380 an your radio diol

permanent and the station reports that
response “has been all but terrific.”
* * *
Governor-elect Marvin  Griflin  of
Georgia journeyed from the Peach
State to Daytona Beach, Fla.. in order
to tell broadcasters assembled there

for the NARTB Fifth District meeting
how much he appreciated their help.

Griffin said that the broadcasters ac-
tually made it possible for him to win
the primary elections because they en-
abled him to answer hostile newspaper
criticism. Here Hal Fellows, NARTB
president (1.) and John Fulton, WQXI,
Atlanta, director of the Fifth NARTB |
District (r.). talk with Gov. Griffin.

In Milwaukee, in spite of the city’s
claim as the nation’s beer capital, a
self-avowed “‘coffeehead” was elected
lo the post of county surveyor. In a
nearly completed official election can-
vas. Robert E. “Coffeehead” Larsen
has 406 votes to a runnerup’s 60. Lar-
sen, WEMP’s early morning disk joc-
key, was thrown into the race for sur-
veyor when WEMP newsman Don
O’Connor pointed out that there were
practically no duties and no salary
connected with the post but that the
surveyor was entitled to an office and
a desk in the court house. Afternoon
WEMP d.j. Tom Shanahan, who has
a running air feud with Larsen, de-

(Continued on page 119)
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NOW!... double the wallop
in the Detroit area!

MOST POWERFUL
RADIO AND TELEVISION
‘ COVERAGE b E. Campeau, Pres.
Adam J. Young Je. Inc. : : o
National Rep. 1 I THE. Guardian Bldg.
Detroit

MARKET !

Buffalo’s Pioneer Television Station
Covers Western New York—the Empire
State’s Second Largest Market
Northwestern Pennsylvania and Parts
of the Canadian Province of Ontario

Get the WBEN-TV Story From
HARRINGTON, RIGHTER & PARSONS \




IR Asks...

How do you feel about sponsors us salesmen on radio and tr

THE PICKED PANEL ANSWERS
O.K. IF SHOWMAN 1S RELAXED

By Howard Connell
}.P. and Director of Radio-T¥F

Ogiley. Benson & Mather. New York

It depends essen-
tizlll_\ on the
charm. persuasive
gifts and con-
vincingness  of
the particular
sponsor before a
camera or micro-

phone. Salesman-
ship has to do
ingredients: either you
have the necessary personal qualifica-
tions or vou don’t.

k. \ 1 .

with human

In tv particularly. there is the spe-
cial  problem  of
which often overtakes the man who is
not a professional

self-consciousness

perfornter. Al
though a man may be a good sales-
ntan in the usual situation where he is
face to face with another person—
romething often happens when he is
under light~ and before a camera. I
he is not at ease. hix effectiveness is
diminished considerably.

The same man who can persuade
the fellow next to him to try his brand
of cigarette finds it difficult to do the
same thing on tv—largeh because the
element of personal contact is ini-sing.
But this ix no sweeping generalization.
Some people are natural born salex-
men and can sell anywhere. On the
other hand. some very strong men have
become utterly demoralized before a
staring camnera and glaring lights,

Comdr.  Whitcehead.
speaks for Schiweppes. i< more of an
Ite = V.1 of
the Schweppes company in London.
and president of Schweppes (1.80\,
But he has had an edoeation in drama

whose voice

actor than an actor is.

and has become a profes<ional at pre-
senting himself.
On the radio. his very distinetive

70

Brit'sh voice stands out in a day of
commiercialz. People remember it. He
has a great ability to understate, which
i~ the British way. While his voice has
irritated come people, at least it has
attracted a great deal of notice. The
radio commercial< are heard in major
markets like New York, Chicago. Mi-
ami. New Orleans. Los Angeles—where
Schweppes has the most distribution).

Although his commercials run only
on radio at this time, Comdr. White-
head would be an excellent personality
on tv: he is striking n appearance,
very handsome and distinguished-look-
ing, and with his polished manner
and distinctive voice. makes a memor-
able impression.

I a sponsor. or any executive in a
sponsor’s organization is anywhere
near as effective a salesman as Comdr.
Whitehead. then. 1 sav. he most cer-
tainly should sell on the air.

a forum on guestions of current ingeress

to air advertisers and their ageacies

O

MORE SPONSORS SHOULD SELL

By Grayson F. Lathrop

Viee President

Kenvon & Eckhardt, Newe York
Casting the =pon-
sor or manufac-
turer in the role
of spokesman and
calesman for his
own products is,
asx an advertising
technique. almost
as old as modern
! advertising itself.
It achieved one of its most effective ex-
pressions 22 years ago in the old
Plymouth ad in which Walter Chrysler
invited customers, in a famous head-
line. to “Look at Al Three.”

The advantages of the device are
fully az cogent for radio and televizion
today as they have been for print.

Shonld the sponsor speak?

Years ago. the form of adver- |
tising which showed the picture
of a plant or the founder of a
firm became archaic. These were
more interesting to the advertis- |
er himsel[ than to the reader.
Advertising textbooks cited this
as a poor approach. Yet now-
adavs in tv and radio, there are
many instances in which the cli-
ent himsell succes=fully takes the
role of spokesman- -two such ckh-
ents are pictured at left: top,
Rudkin. pres.:
Pepperidge  Farms:  bottom.
Comdr. W. E. Whitehead. pres.
Schweppes (US.A . Lid. What
do advertising people think of
this approach? lHere are four

Virs. Margaret
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To begin with. a vital ingredient in
good salesmanship is thorougl knowl-
edge of the product itself. No one
knows the product better than the man
who makes it. The manufacturer is,
therefore, in a position to sell his prod-
uct with understanding and persua-ive-
ness. lle is not just a “paid salesman.™

Second, the sponsor in talking about
his own product carries with him the
spirit and power of his own organi-
zation.

These two advantages combine to
create a third—namely. a clear and
forceful identification in the public’s
mind of the product with a personality.

These advantages can be exploited

only when the sponsor himself. as a
personality and human being, meets
certain qualifications:

1. He must have good public ad-

dress and a friendly. natural manner
that enables him to communicate warn-
ly with his audience.

2. He should, as a personality, re-
late credibly to the product he is sell-
ing. A Walter Chrysler selling auto-
mobiles is a wholly believable person.
The same man selling ladies under-
wear might not be.

3. Since in all probability the spon-
sor is not a trained actor or speaker,
he should be willing to take direction
—to help overcome tension and
achieve a relaxed delivery.

4. He should be willing to consider
the advice of his advertising counselors
on what he should and should not say
and what sales arguments will prove
most telling with his audience.

How effective a sponsor can be in
this assignment is demonstrated in a
recent series of television commercials
for Pepperidge Farm brand. Pepper-
idge bread is a premium-priced loaf
baked in the old-fashioned tradition of
firm texture and rich, homey flavor.
Mrs. Margaret Rudkin, Founder and
President of Pepperidge Farm Baker-
ies, had over the years becomne identi-
fied with her product as the guiding
spirit over all aspects of its manufac-
ture.

Two years ago, Pepperidge launched
an intensive television spot campaign
in a dozen major markets. Kenyon &
Eckhardt recommended that Mrs. Rud-
kin herself appear in the commercials
and tell friends and prospects how her
bread was made and good it was. Her

( Please turn to page 120)
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(With apologics to Willic Mays
say hey! sell in the
day over WMCT,
Memphis

Sell in the day on WMCT on shows that have established
local personalities, in participating programs

combining live personal selling with established film

and local entertainment vehicles.

pLe -1 [ i o v
[ ® 5f -amasty . o
. ] -
sl =

Participating spots on

CAPTAIN VIDEO

available at only 51.32 cost
per thousand families*

’d‘, g 2t '!)‘;;I‘ L. = = ’-,’ - \f:
«"“".‘ Y IR, o
" /v:.f i - o
CAPTAIN VIDEO is heard Monday through Friday
over WMCT 5-5:15 P.AL. with Trent Wood. Card

rate applies—no premium charge for live announcements

What makes the DAY so BRIGHT over WMCT?

¢ Preferred low band Channel 5
o Maximum power (100,000 watts transmitting from
our 1088 foot tower)
e Audience established since 1948
e The first station in the heart of the Mid-South agricultural

and industrial empire serving the largest area with the
clearest picture in the Mid-South from Meinphis

il

+% Based on August, 1954, Pulse

WMC - WMCF - WMCT

(1) Memphis

Memphis' first Channel 5
TV station

NW 100,000 WATTS

Affiliated with NBC ¢ Also affiliated with ABC and DUMONT

day time’s
the smart buy
over...

Owned and operated by
THE COMMERCIAL APPE/

NATIONAL REPRESENTATIVES
THE BRANHAM CO.



TIMEBUYERS' PORTRAITS

(Continued from page 37)

program  patterns every ume b do.
he told spoxsor. “This applies partic-
utarly to Lambert Pharmacal. which
has nationwide spot radio and tv an-
nouncements. and Phillips Petroleum,
which is currently very active in ty
spot in its marketing area with the
fitm <how [ Led Three Lives. filmed
highlights of Big Ten and Big Seven
[oothall, and You can
learn a lot of things about local broad-
casting by actually seeing it in action
that you can’t learn from looking at
local ratings.”

Bill. who is a former K&E buyer,
also buys for lat Corporation of
America (when it is active).

1le is constantly in contact with sta-
tion reps. 1 have talked with as many
as 25 in one day when a campaign is
hreaking.” he told sroxsor. “I try to
keep the door open and the phone
clear for them if only to keep close
tabs on what kind of availabilities are
being offered and how local competi-
tion is shifting. Occasionally we are
faced with the problem of a major
product introduction in a short time
——such as Phillips” new 66 Flight Fuel
last season or lambert’s Antizyme
Tooth Paste—and we can’t allow our-
selves to be caught flat-footed on how
things stand in the spot field. Besides
1enewals of spot radio and tv con-
tracts are always coming up, and we
have to know the general situation in
order to judge whether we’ll recom-
mend a renewal 1o the client.”

spot radio.

At the moment one of Bill's prob-
lems with Phillips (for full details of
Phillip~ air operations, see story in
SPONSOR. 20 September 1954) is the
steady march by the major tv net.
works into “station time’ such as
10:30-11:00 p.m.. EST. “We have
to watch ¢losely to see that our half-
hour film shows aren’t in danger of
being “humped™ for a network show.
H one or more of them are. we have
to be reads with alternative slots.”

Bill actually sworks on both sides ol
the fence at once. While he is keeping
s eve on Phillips” spot tv operation,
he also rides herd on the business de-
tail~ of Lambert's network (v <how.
Ozzie & Harrier. on ABC TV, But
his major duties are with spot broad-
casling.

“I'm in close comtact with the net-
works, stations, reps as well as our
own account men. 1 work closely with

72

our media director to co-ordinate print
and spot radio-tv for maximum effec-
tiveness. With v still growing, there
are decisions to be made on new mar-
kets, stations in old markets,
chances to mmprove a slot on a dual-
afliliate or triple-affiliate station and
suchlike.

Hnew

“One thing you can say about
Liroadcast media.” said Bill, “they nev-
er stand still long enough to know
all there s to know.”

Personal: Bill Hinman is married.
lives in Fast Orange, N. J., with his
wife and two Dboys. aged four and
two. His hobbies include playing golf
outdoors and the clarinet or saxo-
“1 usually tape-record
my own playing—so 1 won’t blow a
wrong note twice,” he added.

phone indoors.

Frelyn Lee Jouwes, chiel timebuyer
and radio-tv business manager of the
Donahue & Coe agency. is to time
buying what Hildy Johnson is to The
Front Page.

A woman in her early 40's with the
voice and manner of Tallulah Bank-
head, she told sproasor:

“l enjoy buying radio-tv time. A
big. fast-breaking campaign can be a
helluva challenge. Like last season,
for instance, when we were planning
the introduction of Chicafe, a new cof-
fee brand, in the South.

“We decided that what we wanted
was maximum exposure in a short pe-
riod of time on a limited budget. So
we concocted the idea of using ‘flash’
announcements in spot radio of as lit-
tle as three seconds. The copy couldn’t
be simpler. The announcer just had
to read ‘Women say , . . Chicafe’ or
“Sailors say . . . Chicafe” or ‘Husbhands
say ... Chicafe.” Al kinds of names.

“Well, we called up all of the reps
for availabilities. At first they thought
we were nuts. Then they looked over
their schedules. called us Dback and
said they could fit it in. And off we
went. Many stations even had to cre-
ate a new rate for us.

“Of course, not every advertiser has
a product or a campaign suited to this
particular technique. But ever time
~ce ‘flasl’™ announcements on station
rate cards today. 1 think 0o myself
e helped ~tart that!™™

Evelvn divides her time in her office
on Avenue of the Americas hetween
buving spot radio-ty time. supervising
the work of five other buvers and
looking after bnsines- details of hoth
network and spot broadeasting.  Un-

der her supervision are such activé
radio-ty spol accounts as: River Brand
Rice Mills, Clhiock full o Nuts Coffee,

Mission Bell Wines, Seripto Pens and

Pencils, Burlington Mills Cameo ho-

siery, Pearson Pharmacal (Ennds),
Miles Shoes, Dr. Scholl’s foot prod-
ucts. two newspapers (World-Telegram

& Sun; Herald-Tribuney, American

Finaneial and Development Corp. for

lsrael, McCall’s magazine, and Chieafe.

In addition, she supervises the ra-
dio-tv activity of the agency’s three
big motion picture accounts—NM-G-M.
Columbia. and Republic—and several
large movie theatres and novie chains,
She particularly enjoys the movie pro-
motions (and does a lot of the buying
herself).

“Before | got inmto the advertising
business 11 years ago.,” she said., “I
was in charge of motion picture pub-
licity and exploitation here in the East
for a half-dozen independent produc-
ers. | learned a
whoop it up for a movie. and how
different movies have different ap-
peals. You can do a terrific job for
movies in spot broadcasting—it’s so
flexible. We learn new things all the
time in promoting movies, and often
put the lessons to work for our ‘gen-
eral” accounts.”

Movie promotion is admirably suit-
ed to Evelyn Jones™ personality. Eacl
major movie release—and they come
along at the rate of about one a month
or more—is handled with all the pre-
¢ision of a bombing mission. Evelyn
and the buying staffers will meet with
the account executives and movie ex-
ploitation men to map out the cam-
paign. Then the campaign rolls.

“It never rolls twice in the same
direction,” Evelyn stated. “That's
what makes it interesting. On one pic-
ture. we may be doing a concentrated
buildup in one or two major cities to
ballvhoo the opening. On another. we
may be making dayv-and-date starts in
as many as 100 cities. Or we may
want to buy announcements in wom-
en’s programs and next to soap operas
to plug a picture with a strong love
story. Or we may be buying per-on-
ality disk jockevs and working up ree-
ord promotions to plug a big musical
film.”

Transcriptions,  live and or
films are sent to stations as much as
a month in advance. complete with

('Ol).\'

schedules of the film’s starting date.

theatre location. stars and other data..
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Maximum FCC Power
100,000 Watts

{BC—ABC—DuMont

Interconnected

opulation: 1,208,000
fomes; 307,000

SERVING OVER

125

NATIONAL AND
{EGIONAL ADVERTISERS

PLUS DOZENS OF
LOCAL RETAILERS

Dom[aaac,
POPULATION RANKING
OF SOUTHERN MARKETS

Average share of audience:

WJBF-TV Station ‘‘B”

Metropolitan National Metropolitan

Area Rank Population

FYENING AUGUSTA 86 2423800
(Sun.-Sat.— )

b g 76 % 24 %o G 9% 214,600

Greensboro-

DAVTIME 689 329% High Point 99 205500

noon-'.5 p.r;1.) 0 Charleston 110 176,400

Aprll, 1954 Winston-Sa|em ]22 153,900

Columbia 123 152,500

NOW—OVER Roanoke 128 143,200

—Source: Consumer Market

estimates, Jan. |, 1954

100,000 TV HOMES!

TOTAL WJBF-TV COVERAGE
AREA POPULATION—
1,208,000

Represented by Hollingbery If classified as a ““Standard Metropolitan

Area” it would rank 13th in the nation—
VHF CHANNEL just behind Baltimore!




O a naster cavd index at the agency
the radio-tv department keeps track of
all o av and closing of air-sold
extended runs
and 1l ack-and-forth movement of
air copyv and trauscriptions, “If you
ash me “What= plaving at the movies
tonight?” | cau give vou the answer
for half tle cities i1 the country,
Faelvn explained.
Like militan
campaigns al Donahue & Coe (and
wost of the other canpaigns in spot?
usually call for lots of planning. as<
compared to actual buying. *We prob-
ably speud three-fourths of the time
planuing the details of audience. cov-
crage. starting dates. time slots and
the like before we ever pick up a phone
to start calling reps,” livelyn said.
“The rest of the time is divided rough-
Iv Petween actnal buying and follow-
through ~ervicing.”

AN areesall Yavy
oV meeiiation

mis<ions. the niovie

Thi~ latter function is an itmportant
part of the job. Evelyn feels. “A good
timebuyer has to stay on top of all
major trends in radio and tv, and
listen to all the pitche:, Network com-
petition iz alwayvs changing. Local
shows and audiences are alwavs shift-
ing. Afhliations are juggled. New sta-
tions come into markets. You've got
to keep fresh air running througn
vour buying. and go over the sclied
ules periodically. Otherwise. they get
stale,”

Personal: I'velvn Jones was born in
Baltimore. has lived in New York for
more than 30 years and is a director
ol Advertising Women of New York.
lne. Tter husband. Charles Reed Jones,

is a public relatons executive. They
live in an apartment on West 58th St.
in Marvhattan, near Sixth Avenne. “‘l
an conmiute to the oihee on myv two
feet.” she says.

John McCorkie (: g3 <lim. well-tail-
ored timebuver with a fast. incisive
way of talking. lle i~ one of the three
spot buvers who make up the time-
buving stafl of Sullivan. Staufler, Col-
well & Bavles. a New York agency of
medim size that count: ~ome of the
most air-minded c¢lients in the U.S, on
s D=l

* * * * * * * *

¢6W¢ have to bnry the past. This
means a reappraisal on the basis of
where onr hisieners are. what iy pe of
people are inclnded i these Heteners
and what have been their changing s
tening par'terns hecause of 1he furoads
of television. . . . Thic reappraisal
~hounld not be confined to networks
alone bnt should also encompass all of
those who are invoehed in the radio
network  sphere—advertizers, ageneies
and stations,**
THOMAS F. O'NEIL
President & Chmn. of Bd.
MBS, Newe York

* * * * * * * *

With SSCB since 1951. John han-
dles the spot buving of Pall Mall Cig-
arettes, Noxzema (1.35.), part of Rev.
lon Products. Speidel. Simoniz and
the Oil Industry  Information Com-
mittee.

“We're given a lot of leeway in our
spot buving here at the agency,” he
told sroxsor. “We are rarelyv handed
a cut-and-dried plan and told to go
ahead and buy only certain items. It's

just the opposite. When a campaign

starts. timebuyers will =it down with
the media director. account men. re-
search people and maybe even the
president of the agercy to swap ideas.

I will tell them the latest trends i

availahilities. for instance. They will
tell ine what the copy platform is. what
the budget looks like and what re-
search shows about the huying habiis
of con~umers. We will decide on the
basic campaign and how it will be
carried out in various media. inelud-
ing spol. And 1 will know how spot is
to imerlock with other media in vari-
wus markets.”

John's  biggest single account. in
terms of dollar volume and general
activity. is Pall Mall. And. since the
cigarette business i~ one of the most
compelitive in the country. there is
plenty 1o do. I'all Mall is constantly
adding. dropping or switching sched-
ules to reach air audiences.

“The heart of our Pall Mall camn-
paigns is usually  reaching men in
large metropolitan areas. Most often,
this evolves as a pattern of morning
radio. However. we are not wedded
to thix particular technique. nor to
teaching only the male audience. We
aun basieally for big circulation. rath-
er than a specialized audience. For
P’all Mall. I'd rather reach more peo-
ple fewer times than a few people
many times for the same money.”

John figures that his job is actually
three jobs—planning. buving and ser-
vicing. In practice. it ~hapes up some-
thing like this:

1. Planning: John. as wmentioned
earlier. will sit in on annual reviews

“BlG, BO?

dU K

@ that's the

kind of sales you get when

you “‘Spot’’ Cincinnati with

THE NEW SOUND IN CINCINNATI
WITH THE CASH REGISTER RING!

chain, sells

.-I‘L

*FRISCH’'S, Cincinnali reslaurant
50,000
hamburgers daily.

WSAI exclusively for spot saturation.

*“*BIG BOY"’
FRISCH'S uses

” GORDON BROADCASTING CO., NATIONAL REPRESENTATIVE, WEED.
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National Rep. AVERY-KNODEL
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Why WSLS-TV
IS most viewed
In Western Virginia

PROGRAMS [IKE “Community
Headlines” IS THE ANSIHER

B-cause WSLS-TV scrves a vast area in Vrgima, West Virginma, and
North Carolna, (63 counties), it has become the obligation
WSLS-TV to be a part of many communitics. With the cooperation
of some 40 newspapers, Andy Petersen reports news stories of local
mnterest each weekend. As he reads, the masthead of the paper is
Lrought into view ; and many times he shows a photograph from

the paper. Each week “Community Headlnes” salutes one of the

towns or cities 11 a five-minute film story showing mdustry, retail

stores, churches, schools, hospitals, etc.

Much publicity is goven in advance of the salute through the local
paper in the town to be saluted and also over Channel 10. All
filmng is done by WSLS-TV personnel and background material is
furmshed through the local Chambers of Commerce. The
majority of these newspapers puklish the WWSLS-TV program

listings.

Just one of many WSLS-T'1" programs designed to consi
nterest in the com [-lc‘fe coverage area

Roanoke City Lumits.
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of dient advertising, kauncling of new
products, seasonal promotions and oth-
er plans sessions helow the official lev-
¢l of the ageuev’s Plans Board. .
huded which cam-
paigns are evaluated and lessons are
applied 1o future media drives. “We
learu what a client’s problems are”
he explains. My job is to think of

are  sessions in

wavs in which spot radio-tv can help
sohe these problems.”

2. Buying: Actual buying by John
McCorkle, as it is witl most timebuy-
ers. i~ onhy part of the total job. But,
when the buying i< Dbeing done, it
takes plenty of time and a lot of phone
call~. “The easy way is just to cull
those reps whose stations are likelv to
have the kind of slotx you need fm
vour client.” John points out. “At
S5CB, we don't like to do that. We
prefer to contact virtually every rep
in the business when we're buying—
if only to explain to them why they're
not going to get the business this time.
Reps would far rather lose a sale in
open competition than be denied the
opportunity to present their story. But
they do mind not knowing about new
spot business. We rely on reps in our
jobs. <o the courtesy is a practical in-
vestment.”

3. Servicing: For a big account
particularly one as far-flung in its air
schedules as Pall Mail, this is a hig
and time-consuming task. “We have to
keep asking ourselves ‘Are we hitting
the right audience today?’ or ‘Have
any time slots opened up that are bet-
ter than the ones we've got?’ or
*Should we adjust our schedules be-
cause of rate or budget changes?’”
John explains.  In addition to re-
checking spot schedules, John (like
many timebuyers) also rides herd on
part of the agency’s network sched-
ules, particularly tv. “A lot of net-
work Iy are simiilar 1o
straight spot decisions.” he says, “par-

decisions

ticularly in matters of adding or drop-
g ~tations trom a network ]ineup,
cheehing up on pre-enmiptions, make-
goods and evaluating new tv stations.”

Personal: Johin NMcCorkle is oriei-
nathv from Baltimore, hut has lived in
New York for more than 15 years
He isx 30 vears old. lives in Hartzdale,
New York (near Scarsdaler. with his
wife and two children. 1is wife i< not
a former agencvwoman. b can think
of nothing worse than going home a
nmght to vour ox-stimebuver wife. tell-
ing her what you bought that dayv fo
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the client and then having her point
out where yvou went wrong,” he ex-
plained.

Helen Wilbur, clhef [inlelgu.\cr for
the Grey agency, is a trini and attrac-
tive redhead who works in a trim and
attractive oflice at the agency’> new
headquarters at 430 Park Avenue, New
York. Her group is actually part o
the firm’s wedia department and she
reports to Media Director Dick Bean.
but Helen works closely with Director
of Radio-Tv Al Hollender who heads
creative broadcast functions,

Spot broadcasting was just begin-
ning to boom at Grey when Helen
joined the agency nearly two years
ago. (Prior 10 Grey, she had lLeen
chief timebuver at Doherty, Clifford.
Steers & Shenfield.)
plains it:

“A number of our clients had held
ofl on spot radio and tv. Some were
waiting until tv reached near-national
status. Other clients were waiting for
radio to develop merchandising plans
to give them impact at point-of-sale.

“In the past two years. a sizable list
of our clients have become very ac-
tive in radio and tv. [’'m thinking par-
ticularly of some of our beauty and
drug accounts. home furnishings, tex-
tiles and even retail accounts. In many
cases, the results have been startling
——accounting for huge sales increases.

“Today. these accounts—including
No-Cal. Imra. Doeskin. Samsonite, 5-
Day Deodorant Pads. Van Heusen
Shirts. Anson Jewelry, J-B Watch
Bands. lixquisite Form and others—
are using broadcast advertising and
have alerted us to be on the lookout
for more good opportunities in spot
or network. This means that we fre-
quently have to move in a hurry.”

As Helen ex-

Spot billings. by Helen's estimate.
rival network billings in dollar volume
at Grey. “Spot is not a supplementary
mediunt for many of our clients.
Therefore. it becomes extremely im-
portant that we buy it carefully. know-
ing it often represents the bulk of a
client’s air advertising. It has to do a
real <ales job. s0 we try to get the
kind of spot lineup a client’s <ales
foree can promote to dealers and re-
tailers. That's one reason we like par-
ticipations in spot shows that feature
strong local sales personalities and a
merchandizing follow-through in bhoth
radio and tv spot. In addition. we've
had good results with the multi-mar-
ket use of sundicated tv films. such a<

our co-sponsorship of Mr. D.A. for
Samsonite in of the major tv
markets.”

Helen is quick to credit the work of
<lation reps as one of the factors in
the steady growth of spot radio-tv at
Grev. “1 feel a good working rela-
tions<hip between a timebuyer and sta-
tion reps is a very important thing.”
~he told sroxsor. “We would never
have been able to expand as fast as

many

we have in spot for some of our cli-
ents without the close cooperation of
rep firms. That’s why we try to let
them know, where possible, what our
advance plan< are for our accounts.”

Merchandising plays a larger-than-
usual role at Grey agency as one of
the yardsticks by which the agency
evaluates spot radio and tv. Today,
although the agency’s growth lately

*x % Kk K *x & Kk *

¢6Color i~ news. For advertisers who
have need 1o aceentuate their leader-
ship. enhanee their prestige or revita-
lize their merehandising, eolor televi-
sion ix the answer. Color is what peo-
ple are 1alking about these days. Ad-
verlisers who gel in on the ground floor
of eolor will win for themselves a lead-
ership factor whieh their eompetilors
will have great trouble in maiehing.®?
SYDNEY H. EIGES

Vice President, Press & Publicity

NBC. Newe York
%* * Y £ 3 * : E 4 E

has been in the direction of “general”
accounts (RCA Victor Records. Block
Drug. Squibb. Mennen Baby Oil. Necs
chi and Elna Sewing Machines. Inhis-
ton and others recently ), merchandis-
ing is still an important aspect of the
agency, which devotes an entire de-
partment to it.

Helen’s job—in addition to the
uzual timebuyer tasks of planning.
purchasing and checking-up on net-
work and spot radio-tv accounts—in-
volves close contact with account peo-
ple to keep abreast of the clients’ prob-
lems. and working verv closely with
the radio and tv department. both
from a program and commercial
standpoint.

Personal: Helen is single, a native
New  Yorker and  commutes  from
Searsdale. She has blue eves—likes
driving around in the country, war.
dening and sketching. Current prob-
leni: *We're still trving to convince
some agency clients that vou still can't
add a few extra hours to evening tele-
vision time the wav you can always

add a few more color pages to a
magazine,” * 5
SPONSOR
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YOU BUY THE HONEY! (. -
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One radio station — WAVE — gives you precisely what . < 4
you need in Kentucky! ‘.‘ ” °
J LY [ 4
KENTUCKY’S BEST MARKET—AT THE RIGHT COST! A .
WAVE’s 509, BMB daytime area practically coincides with > A
the rich Louisville Trading Area, which accounts for a whopping . _“(\ : ¥
42.5%, of the total effective buying income of Kentucky! ¥ . 6\' P
‘ . - 8
THIS AREA’S TOP PROGRAMMING—NETWORK AND LOCAL! »:s:‘ ,(:s x

WAVE is the only NBC station in or near Louisville.

In addition, WAVE spends the dough to do top local
programming — uses 44 people exclusively for on-the-air
radio activities.

Don’t buy the hive. Buy the honey — but get @/l the honey
without getting stung. NBC Spot Sales has the figures.

WAVE . 5000 WATTS
LOUISVILLE NBC AFFILIATE )

NBC Spot Sales, Exclusive National Representatives




NOW?'! DAVE’S IN DENVER
. and he’s going to make it *COZY” for YOU

e
=

THAR'S GOLD IN THESE
HERE HILLS...AND"CO2Y"
WILL OIG IT OUT FOR
YOU. (WE GUARANTEE
RESULTS.)

—_

Dave Segal made Kansas City “cuddle” \
up to KUDL. Now he's going to make

Denver “cozy” up to KOSI . . . ranking >
high as Pike’s Peak with the folks who \

spend $$$ in Denver.

KOSI IN DENVER—1000 W—1430 KC

9100 EAST COLFAX, DENVER 8, COLO. EMpire 6-2695

KUDL IN KANSAS CITY, MO.—1000 W—1380 KC
KDKD IN CLINTON, MO.—1000 W—1280 KC
WGVM IN GREENVILLE, MISS.—1000 W—1260 KC

SPONSOR
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.. .on WWJ], of course!

Everybody benefits from WWJ’s

emphasis on comprehensive 15-minute
newscasts, strategically scheduled
throughout the day. Listeners hear
more news. WW ] gets more audience.
You reach more people, sell more

goods.

Best-equipped in Detroit for this

kind of job, WW] features the town’s

top radio reporters, backed by lead-
ing wire services and The Detroit
News, Michigan’s largest daily news-

paper.

WORLD'S FIRST RADIO STATION + OWNED AND OPERATED BY THE DETROIT NEWS

29 NOVEMBER 1954

AM—950 KILOCYCLES—5000 WATTS
FM—CHANNEL 246—-57.1 MEGACYCLES

Complete 15-minute newscasts—
telling all the worthwhile news—is
further evidence that WW]J is, as
always, Detroit’s leader in building
and broadcasting programs of solid
substance and listener loyalty. A
limited number of newscasts are
available for complete sponsorship or

participation.

NAE

"~ ~THOROUGH COVERAGE -}

1
.
-

l Basic@ Affiliate

Associate Television Station WWIJ-TV

¢ NATIONAL REPRESENTATIVES: THE GEORGE P. HOLLINGBERY CO.
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ALREADY SPENT FOR “THE STAR AND THE STOF\’

* PROGRAM ONLY — DOES NOT INCLUDE TIME

In 120 days, astute local

and regional advertisers

have snapped up this opportunity |
of a TV-lifetime.

There’s still time for YOU!

13 good reasons why this new, top prestige show is paying off iummiediately

B e L e
2 &
* W

DAVID NIVEN ANGELA LANSBURY : EDMUND GWENN TERESA WRIGHT Y

EDMOND O'BRIEN JAN STERLING THOMAS MITCHELL JUDITH ANER




Sl TV-WISE, BLUE CHIP SPONSORS

' AVAILABLE ARB RATINGS

NGELES — In this tough 7 station market THE STAR AND THE STORY is TOPS attracting many more
than the closest competition — big budget, network, Saturday Night Revue.

RANCISCO — THE STAR AND THE STORY is FIRST with a whopping 23.9 {59 %, share of audience.)

q‘ .

IRST RUN 1/2 HOUR Fl"Ms FOR Tv Don W. Sharpe, Executlve Producer
h ory, selected and introduced by its own star (39 top names), Warren Lewls, Producer

1e works of celebrated writers ({including 13 by Somerset

am), is sculptured into magnificent entertainment by the

ders of 4 STAR PLAYHOUSE.

o
k' -

\HERNE T ALEXIS SMITH PETER LORRE ~ JOANNE DRU

FRANK LOVEJOY

For full details on the prestige, prefit show of the year, WRITE, WIRE, CALL

OFFICIAL FILMS inc.

25 WEST 45th ST., NEW YORK 36, N.Y. - FL 7-0100

Atlanta » Baltimoiée % Beverly Hills * Boston + Chicago ¢ Dallas  Detroit - St Louis

AMERICA’S LEADING DISTRIBUTOR OF QUALITY TV FILMS
COLONEL MARCH OF SCOTLAND YARD # MY HERO - TERRY AND THE PIRATES
TOWN AND COUNTRY TIME -+ SECRET FILE US.A. - TUNE-O




“LIVING' STORYBOARD

( ontinued trom page 13)

per foot, Kin-O-lTas ]nl'nl'('ssml the filin.
Ihe <torsboard fihn is “very rough.”

as the auvency is first to state.

“\fter all. it purpose i=u't to serve
a~ a substitute for the final polished
conmercial,” Dennis told  sprozsor.

1w merely a deviee for showing the
client clearhy what he ecan expect from

hi~ commercial.”
Of course. the chient nust stil} use
hi= hmagination to project from this

Loy
thing. Albright doesn’t nse any

fihn o the finished comneveial,
olie
sels.
backdrop. There are no opticals, ~uch
as wipes. dissolves, supers or irises,
becanse these imolve greater labora-
tory expenses. There is, however, the
action of the actors, their voices and
a feeling of the motion and continuity
that the final commercial will have,

DCSS gets this continuity through
the simple editing. The lab techui-
cian strikes off a duplicate negatine
front the <oundtrack of good takes.

NEW ORLEANS PATIO PARTY —

but where are the people?

Theyve listening to WHSU's “Top Twenty,” for
) 4 I .

thi~ i~ the highest-rated local afternoon show in

New And 1t

Orleans,

not onlyv entertains i

sells products. “Top Twentv™ is typieal of

W DSUS top-flight programming. Time and time

again. we have proved to the satisfaction of xpou-

~or~ that onr programs not only eatertain well,
Lt =ell welll Why not ask ns about them?

\\yl)S[J NEW ORLEANS VITAL TO THE SOUTH'S BIGGEST MARKET

88

just a plain hght photographer’s

He edits the picture negative to in-
clude all inserts. These m<erts may
include closeups of the product or of
the product’s instruction sheets, if
these are to be featured in the com-
merecial. They may be words written
on a blackboard which will actualhy
appear on flip cards in the finished
commercial. Finally, the picture nega-
tive and soundtrack are put back
together in syne, and prints are made
for the agency and the sponsor.

There are several advantages to the
“living” storyboard.

“It help~ us evaluate the selling abil-
ity of the talent hefore we go ahead
with an expensive production,” savs
\lbright. “Sometimes an actor or ac-
tress looks the part in person, but
«eems to lack conviction on film.”

“We can catch certain bugs in a
fitm storybhoard that we'd never catch
in a drawingboard one.” he added.

In the Playtex Haircutter story-
Loard. for example. the agency no-
ticed that the girl’s hair was too long
to show the cutter’s action to best ad-
vairtage.

The client was in the studio when
Albright shot the rough film. He com-
mented that the girl handled the Play-
tex Haircutter expertly and efficiently.
But when the film was plaved back.
both client and agency noticed that she
was using the cutter far faster than
women are likely to cut their hair.
Therefore, DC3S will make copy cut
to give her more time in the final
commercial.

These may -eem like minor points
and yet they could make the difference
between a =elling commercial and a
mediocre one. 1f thev weren't noticed
during the storyboard stage, the chi-
ent’s multi-thousand dollar investment
in the film commercial might be wast-
ed or increased by expensive retakes.

Of course, there are also disadvan-
tages to this particular storyvhoard
technique:

It is best suited for demonstration
commercials. If a commercial hinges
on a particular =etting. such as a boy
and girl dancing on a moonlit terrace.
then the rough filur would be either too
costly with the setting and costumes
or misleading without theni.

It takes longer to produce this type
of storvboard: about three hours or so
of shooting plus a week of film proe-
essing.  An artist’'s storvboard may
take two davs to produce.

“You the creative

tend to  limnt

SPONSOR
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BUYOGRAPHY

The 32 counties in Sioux City Sue-land include Nebraska’s
leading farm county, South Dakota’s second, and two of fowa's
top three. Five of the 32 arc among the first 75 in the U. S. in
farm income. From cattle, hogs, corn, oats and other produects,
Sioux City Sue-land enjoys an annual cash farm income of better
than half a billion dollars. The value of farm produects sold in
the area, according to the last Census, topped the totals of 34
states; average per farm value of products sold was $9,460, more
than double the national average. Sioux City is the nation’s
fourth largest livestock center, fourth largest grain market, 31st
mctropolitan area in wholeszale sales. Its more-than-300 manu-
facturers include the world’s largest maker of wind-propelled
gcnerators, world's largest popcorn manufacturer, and assorted
makers of tools, batteries, fishing tackle and farm supplies.
There about 125.000 1v sets in Sioux City Sue-land. the owners
of which (so many tell us; raling data upon reyuest) find

watching KVTJ" rewarding.

SIOUX CITY, IOWA

RVTV. a Cowles Station, is under the same management
as WNAX-570, the radio station that for 30 years has
successfully served one of the world’s major agricultural
regions, the five-state area known as Big Aggie Land.
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imagination of the independent film
producer with this <ort of storyboard.”
one  ageney produacer told  sPONsSOR.
“Pavehologically, he'll feel more tied
down to a rough film than to a drawn
sl(»r'\lmanl.“

\ film producer at one of the tup
10 radio-ts agencies felt that the film
storvhoard would do more to confuse
aund unsell a client on a commercial
thau it would help him.

“He'll tend to <ay. *ls that all we’ll
get?” " hie explained. “And then the
ageney producer has to do more ex-
plaining of special elfects and settings
and camera techniques than he did be-
fore. With an artist’s storyboard the
extras are taken for granted.”

Producers at agencies that are shoot-
mg in color tend to look more favor-
ably on the technique. “First of all,”
one pointed out, “the mvestment in a
color film is so much heavier that it
pavs to take an extra pre-production
step to safeguard the final results.
Besides. the client for a color film is
less likely to be misled by the black-
and-white film rough. since it is more
obviously just a storyboard.” * * %

RICHFIELD CO-OP

(Continued from page 39)

radio copy and tv slides for use in
the co-op plan.

Richfield commercials meet the com-
pany’s need for economy and stand-
ardized delivery. There are no com-
plicated backdrops or involved action.
Al radio commercials are delivered
live, usually by well.known local an-
nouncers. The company benefits from
having a familiar community voice to
give its messages. The tv commercials
combine live narration with slides. It’s
simple and economical.

Richfield distributor commercial kits
contain exphicit directions for action.
Local announcers are instructed on the
pronunciation of certain key words
so messages will he standardized.

Richfield’s 1954 fall advertising of-
feusive kicked off 10 October.
The company 1~ now running a series
of 27 cartoon-type newspaper ads. The
ad< are 715 x 41" and consist of

was

three-strip panels which tell a <imple
story: New  Richfield hydrogen-pos.
ered Ethyl 1017 Plus has pouwer.
To achieve greatest impact for com-
pany-sponsored and co-op efforts Rich-
field decided to use the same cartoon

90

theme in its 1 commmercials, [ faet,
they used the same cartoons.

To adapt them 1o television a slide
was made of cach cartoon panel, us-
ing the original artist’s drawing.

Obviously a substantial amount of
money was saved by using the same
artwork for the tv slides. savs the
agency. liach slide costs only a nomi-
nal amount-—-about $1.

In each commercial after three car-
toon shides are shown, the camera cuts
to an announcer stan(]ing next to a
ga<oline-pump globe with the Rich-
field eagle and the words “Richfield”
and “hyvdrogen-powered” imprinted on
it.  The rest of the conmunercial uses
simple props like Richfield station
signs, cans of oil and charts. Other
slides are shown with simple mes=ages
like “free safety check” “anti-stalling,
anti-freezing, anti-rust”™ to point up the
narration.

Handling the Richfield account at
Morey. Humm & Johnstone are L. B.
Van Doren, executive vice president:
William L. Wernicke, radio-tv direc-
tor: Lewis R. Angelos, account exec-
utive.

Entertain, then instruct: The en-
tire commercial is done live by local
announcers. With the cartoon slides,
the announcer recites short poems to
enforce the feeling of whimsy created
by the drawings. The poem written
for the horse and car cartoon shown
on page 39 goes like this:

Poor Percival Jones was feeling

quite sad.

He needed a horse—for his engine

was bad.

Now it's hydrogen-powered—and

wherever he goes

That car is so peppy, its horsepower

shows!

Then the announcer switches to a
hard-sell message stressing the advan-
tages of Richfield Ethyl “101” Plus:
in winter, itz anti-stall, anti-freeze and
anti-rust properties are highlighted; in
spring and summer, commercials re-
volve around extra power.

“The combination of cartoons with
verse is very eflective as an attention-
catcher and has memory value.” says
Ben Pollak. “Our commercialz enter-
tain before they instruct. Viewers are
more willing to hear a commercial
once their interest is aroused. we've
found.”

Fourteen of the 27 cartoon news.
paper strips were drawn by 0. Soglow.

creator of the well-known sirip, “The
Little King.” Only Soglow cartoons
were chosen for television. so viewers
would learn to associate his style of
drawing with Richfield.

The current Richfield air drive is
planned to sell just three things:

Richfield Ethyl “101” Plus; Rich-
lube Super HD Motor Oil and Rich-
field dealers” All-Point Safety Service
for winter. .

“We make a big point of good ser-
vice in our newspaper and air adver-
tising.” says Ben Pollak, “because we
think people are getting tired of the
claims and counter-claims in gasoline
advertising. They re confused by com-
plicated formulas. What they want
from a gas dealer is a smooth, high-
powered gas—and courteous, reliable
service,”

Phrases like “Protection against ra-

diator freeze-up. Protection against
cold-starting. Protection against the
harmful effects of cold weather on
chassis wear-points . . .” underline
the benefits of a Richfield winter check.

On radio, the “entertain, then in-
struct” philosophy is carried out with
a 12-second jingle to the tune Mernly
We Roll Along. Here's how it goes:

tSound of car horns)

Merrily you'll roll along, roll along,

roll along

Merrily you'll roll along

On Richfield gasoline!

(Car horns)

On Richfield gasoline!

Disks of the jingle are supplied to
distributor radio sponsors, who also
get kits of 36 one-minute, 30- and 15-
second commercials.

“Throughout a 52-week span.” says
Ben Pollak, “we send out literally hun-
dreds of radio commercials to distrib-
utors. Using them live allows us great
variety al low cost. Most commercials
on the gasoline bring in the theme
that science has found great new ad-
vantages in hydrogen power, that hy-
drogen is the most efficient power ele-
ment in petroleum.”

In both the radio and the tv com-
mercials. motorists are told to look
for the “sign of the Richfield eagle
and the cream and blue pumps.” The
distinctive eagle of Richfield’s trade-
mark appears m all print copy and in
every tv commercial.

Since  distributors decide 1o
sponzor a show at any time of the

can

vear. the company’s air schedule is not

( Please turn to page 94)
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a rich new smoke in 'I-obaccolahd
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Tobacco has long been King in the Prosperous Piedmont section of North Carolina
and Virginia. But today, the rich new smoke from foundries, steel fabricators, machine
tool builders and chemical industries crowd tobacco for industrial leadership.

Strong new industries are expanding payrolls and profits in the Prosperous Pied-
mont . ..and WFMY-TV, Channel 2, is the most direct selling channel to this lucrative
market. No station, or group of stations, rivals the selling power of WFMY-TV in
this heavily populated area of the South. Here, 1,733,700 potential buyers have
2 billion dollars to spend each year and WFMY-TV is the major influence on how
‘1.2 spend it.

Covering one-quarter million sets in Greensboro, Winston-Salem, Durham, Reids-
viile, Danville, High Point and other major cities, WFMY-TV has been the dominant
selling medium in this 31-county market since 1949 . . . now in our 6th year.

To smoke out greater sales in the Prosperous Piedmont, call your H-R-P man today.

]

1

GREENSBORO, N. C.

Represented by
Harrington, Righter & Parsons, Inc.

New York — Chicago — San Francisco RN

Basic Affiliate
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HESE, ARE THE STATION

NATIONAL SP

REE & p CTERS|
INC.

Pioneer Station Representatz'ves Since 1932

NEW YORK CHICAGO DETROIT
444 Madison Ave. 230 N. Michigan Ave. Penobscot Bldg.
Plaza 1-2700 Franklin 2-6373 Woodward 1-4255

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Blag. 406 W, Seventh St. 6331 Hollywood Blra. Russ Building
Main 5667 Forwune 3349 Hollywood 9-2151 Sutter 1-3798
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ADIO campalcy., ..

EAST, SOUTHEAST

WBZ - WBZA Boston—Springfield NBC 51,000
WGR Buffalo NBC 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S. C. CBS 5,000
WIST Charlotte MBS 5,000
WIS Columbia, S. C. NBC 5,000
, WPTF Raleigh—Durham NBC 50,000
l WDB] Roanoke CBS 5,000

MIDWEST, SOUTHWEST

WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
' WDSM Duluth—Superior ABC 5,000
WDAY Fargo NBC 5,000
WOWO Fort Wayne NBC 50,000
WIRE Indianapolis NBC 5,000
KMBC-KFRM Kansas City CBS 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KFDM Beaumont ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth—Dallas NBC-ABC 50,000
KENS San Antonio CBS 50,000

MOUNTAIN AND WEST

KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu—Hilo CBS 5,000
KEX Portland ABC 50,000

KIRO Seattle CBS 50,000



sczment i~ 15 minutes. These are the

stations now being used:
WAMBO, aubnrn, N. Y., WCHY, Char

[ottesville;  WVIPO,  Stroudsburg,  Pa.;
WIIEDB, Portsmouth, N. H.; WMND,

RICHFIELD CO-OP

1 Continued from page 90)

statie. AU presstime, Lhiowever, distrib-

utors were sponsoring shows in eight

1 ote ™ awelies el ot Northh Adams, Mass.: WOLF, Syracuse;

" .,“"'“l' A0 radio markets. . WA BS Unioutown, DPa.; WBIG  and
Sports news and  local sporting WGBG,  Greenshoro; WGAT,  Utiea;
events comprise about 807 of total  WDVA, Danville; WIILE, South Boston,
TRt el - M N Vs, WALL, Middletown, N, Y.; WWBZ,
op buysonradio. Sponsorsiip g i, N J WTVL, Waterville, Me. ;
runs the gamut from ose-minute an- W EKRT, Cortland, N. Y.; WAZL, Hazle-

nouncements to two-hour sports events,  ton. Pap WEAT, Lake Worth, Fla.;
o . . WGBR and WEQR, Goldshoro; WROD,
In addition. there 1s some local partic-

A . ] Daytona Beaelh; WIVY and WPDQ, Jack
ipation in uetwork co-op shows. like

sonville, Fla.; WLV.A and WWOI), Lyvneh
the Fulton Lewis Jr. progrant on VMBS burg, Va.; WELBE and WFNS, Burlington,
Most popular time

N. O WRAL, Raleigh; WLAN, Luancas

aind otlier news. ter; WORS, Greenwood, S, ., WLIBR

vapLEy
s RATEONAL
IANl.
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now 4 i¥
5 Metropolitan Market

in Population and Retail Sales

Among
U. S. METROPOLITAN MARKETS
Phoenix ranks —

@ Population 423,400
® Retail Sales $515,290,000

23rd

34th
34th
34th

38th
42nd

in Building Material-

Hardware Store Sales Phoenix’ sharp gains in population and

retail sales make sense. The whole vital
market is GROWING. New people are
streaming in . .. finding jobs, buying homes
and cars, establishing businesses. In fact,
Phoenix is the hub of a network of pros-
perous communities which make a defi-
nite contribution to Phoenix’ retail sales.
It's a market worth dominating — and you
can dominate it through the complete
coverage of KPHO and KPHO-TV. They
take your sales story right into the homes
you most want to reach!

in Drug Store Sales
in Filling Station Sales

in Home Furnishing
Store Sales

in Supermarket Sales

in Eating and Drinking
Places Sales

*SRD Consumer Markets ‘54

SOLD

caehied most effectively through ...

TTRIETUTE

Dial 910 « ABC Basic
Hi Fidelity Voice of Arizona

REPRESENTED BY KATZ

Channel 5 « CBS Basic
First in Arizona since ‘49
AFFILIATED WITH BETTER HOMES and GARDENS o
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Lebanon, Pa.;
istown, I’a.;
WDOS,

WMRF and WKVA, Lew-
’ WCLI, Corning, N. Y.:
Onsonta, N, Y.; WKOP and
WXNBF, Binghamton, N, Y.; WAIM, An
derson, &, C.; WBRF, HRocliester, N. Y.
WeMB, l]ﬁrrishuru-l.wno_\ ne, ’a.; WM l~‘R
High PPoint, N. C.; WGRS, Mi:nm WSPN,
Saratogn  Springs;  WIAY, ]]:n'erhil],
Mass.; WELS, Kinston, N, O.; WMFD,
Wilmington, N. C.; WCHA, Chambers-
burg; WDLP and WIPCF, PPanania City,
Fla.; WCRO and WJAC, Johnstown, Ptl..;
WGTI, Thartford.

On tv the favorite type of show
seems to be the five-minute news pro-
gram,.

News is high in popularity because
of its general appeal to a inale audi-
ence. Other choices: a syndicated
comedy film series, weekly baseball or
foothall. local quiz participations,

Here’s the tv lineup: Duffy’s Tav-
ern, WWLP. Springfield, Mass.; Rich-
field World News ({five-minute news
three times weekly), WGAL-TV, Lan.
caster; five-minute news three times a
week WMFD-TV, Wilmington. N. C.;
minute announcements. WJDM, Pan-
ama City. Fla.: weekly haseball plus
five-minute sportscast four days a
week. WARD-TV, Johnstown, Pa.; 10-
minute news once weekly, WCAU-TV,
Philadelphia; local quiz participations
two days a week, WLAM-TV, Lewis-
ton, Me.; eight-minute xportscast once
a week, WHAM-TV. Rochester.

To round off its air schedule. Rich-
field itself buvs a half-hour film drama
series, Richfield Star Time Theatre,
over WJAC-TV, Johnstown. This i
the firm’s sole air eflort—an excep-
tion to ifs policv—due to special local
situations,

To test the pull of its co-op and com-
pany-sponsored air schedules and to
build gasoline station traffic. each sea-
son Richfield offers baseball and foot-
ball schedules on its radio and tv
shows,

The
cludes
ings. results of major bowl games. of-
ficial's signals. formations and
top pro foothall players as well as
Listen-
ers and viewers are invited to pick up
these hooklets at their local Richfield
dealer’s.

4-page foothall hooklet in-
information on college stand-

basic

schedules of collegiate games.

Creating distributor excitement:
Since the success of Richfield’s co-op
efforts depends upon distributor and
dealer enthusiasm. the company uses
heavy promotion on the 50-50 plzm
The Richfield fall-winter 1951 “Mer-

chandiser”™ uses a Soglow cartoon on

SPONSOR




THE BADGE & -

that draws 100,000 letters annually

Meet the man who’s “Deputy Dave” to thousands upon thousands of Northern
California’s younger generation. .. and a lot of their parents. In song and story,
cartoon and interview, Deputy Dave’s a fascinating salesman of good morals,
good manners, common sense and safety. In the past year some 100,000 letters
and cards, and actual deputization by sheriffs in 23 Northern California counties

(that is coverage), have given positive evidence of his impact. He makes

sponsors very happy, too.

WBZ-WBZA « WBZ-TV, Boston
KYW » WPTZ, Philadelphia
KDKA, Pittsburgh

WOWO, Fort Wayne

KEX, Portland

Represented by Free & Peters, Inc.
KPIX, San Francisco
Represented by The Katz A;

SAN FRANCISCO, CALIFORNIA

Affiliated with CBS Television Network
Represented by the Katz Agency
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WCOV
RADIO
MONTGOMERY, ALA.

Now

10,000

WATTS

CBS RADIO

For

22 COUNTIES

in Central Alabama

POPULATION
726,500

FAMILIES
186,800

RETAIL SALES
$443,969,000

GET THE
COMPLETE STORY
From
PAUL A. RAYMER CO.
or write

WCOV

RADIO
MONTGOMERY, ALA.
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the cover and other cartoons are ~cat-
tered throughout the book to publicize
the newspaper drive and spur interest
iu co-op plans.

‘The pamphlet is alko designed to
gencrate excitement about Richfield
products themselves and their new ben-
efits for motorists.

Richfield knows it's important to
keep distributors happy. ‘The com-
pany’s existence, in fact, depends on
winning - and keeping them.

The gasoline industry today is one
of the niost competitive in the coun-
try.

Contracts between the distributor or
dealer and the gasoline firm are only
for short periods. After the contract
has expired, the relationship can be
terminated by either party.

The big gax and oil company, there-
fore, must not only advertise heavily
to sell it= products, hut must herald

this advertising to distributors and
dealers.
independent distribntors: Rich-

field itself is somewhat unique in the
gasoline field becau-e of its distribu-
tion setup. Unblke most other large
companies, who employ district sales
managers to funnel gas and oil down
to the dealer level, Richfield operates
via an independent distribution sys-
tem. That is, its distributors are inde-
pendent businessmen who are fran-
chised to sell Richfield products in
their specific territories.

Richfield offers it distributors a
more tangible asset than advertising
and promotion: It licenses only one
man to handle its products in any giv-
en area. In other words, the Richfield
distributor is protected against same-
brand competition.

The Richfield Oil Corp. of New
York is currently celebrating its twen-
ty-fifth year of operation as a gaso-
line marketing firm. Richfield itself
owns no refineries or producing fields.
It’s a wholly owned subsidiary of the
Sinclair Oil Corp.. which supplies it.

Until about 1933 Richfield Oil of
New York operated as the Eastern
marketing division of the Richfield Oil
Corp. of California. The two com-
panies are now completely separate.

Richfield of New York's previous
company-sponsored  air  advertising
consisted mainly of news programs

hroadeast over selected Eastern net-
works. Its last radio effort was a
news show by Larry LeSueur and

Charles Collingwood over CBS. * * *

TV DICTIONARY

(Continued [rom page 106)

the climax speech resolving the scene,
play or commercial to its conclusion,

TAILGATE The section of an optical
printer in which the printing film is
run. It is usually mounted so that it
can slide on rails like a lathe bed to-
ward or away from the optical camera,
in order to produce enlargement or
diminution of the photographed image.

TAILS-UP A reel of film so wound that
the last frame in the image sequence
is on the outside of the roll. Contrast-
ed with head-up.

TAKE (1) Single shot picture or scene
held by tv camera. (2) Such a scene
so televised or filmed. (3) Command
to switch directly from one picture or
camera to another picture or camera,
as “ready one, take one,” “ready two,
take two.” (4) Instruction to switcher
to feed a given picture channel to
transmitter. (5) Reaction or sudden
obvious realization by talent.

TAKE IT AWAY Directions to station,
network, talent, announcer,
on the air.”

TAKE-OFF SPOOL The spool or reel
from which film is unwound and fed

into film machinery such as projectors,

cameras, printers, developing ma-
chines. Also called a feed spool.

TAKE TIMINGS To time each unit of

a show or a commercial by stopwatch.

TAKE-UP SPOOL The spool or reel on
which film is wound after being run
on film machinery such as projectors,
cameras, printers, developing machines.

TAKING A BALANCE Preliminary
testing of various sounds in a program
to determine their relation to one an-
other in sequence.

TALENT COST Expense or cost of &
show aside from the time charge.

TALENT SCOUT Person employed to
search for potential talent, actors, for
tv station, network or show.

TALK BACK (1) Phone circuit, ear-
phones or cans from director to tv
crew. (2) Loudspeaking device between
studio control room and studio en-
abling producer to give directions to
cast during rehearsals. (3) Telephone
facility used to permit remote origi-
nating point to hear predetermined
cues and thus enable foolproof switches
to be performed.

TALKING DOWN Talent acting or
speaking in an aloof, superior manner,
or so it seems to viewers.

TALKING IN HIS BEARD Speaking in
a mufled, almost indistinguishable,
voice or tone.

( Please turn to page 93)
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Key to S-million people
i a 4-billion dollar market . . .

It's the heart of America's
dairyland, the center of

Wisconsin's industry and

finance . . . and WTMJ-TV

is the only TV station

blanketing the area!

~ th-a market that’s always first!

FIRST in cowverage, programs, results . .

WTMJ-TV facilities are unequaled in Wis- Master technicians, operating the finest
consin. Seven studivos, mobile unit, and t91ect85t(ljl’}g equu;;nen\t Ya} geJ\'EIODEdl- meztisn
three microwave relay transmitters are outstanding quality in WTMJ-TV telecasts.
available for use . . . in the hands of Wis- And 100,000 watts of power, transmitted

Product sales climb fast when WTMJ-TV is
used. Year after year, results obtained by
advertisers have kept WTMJ-TV first in
scheduled advertising = . . first with local

consin’'s most experienced TV producers
to serve the big Milwaukee market.

from a 1,035-foot tower, provide better
image for the 3,416,085 people (not count-
ing Chicago) with a 90-mile radius.

and national advertisers, One test campaign
over WTMJ-TV will prove why!

There’s no substitute for

WTM]J-TV EXPERIENCE
e t ® with seven years on-the-air
broadcasts in Wisconsin.
® in the homes and hearts of

experience in television,
—. the people of Wisconsin.

WTMJ-TV is the only television station in Wisconsin that blankets
this entire market for advertisers. The station is on the air more
than 115 hours per week . . . presenting local and basic NBC-TV
network programs. Due to audience and demand, WTMJ-TV pre-
sents more programs than any other Wisconsin television station

WTMJ-71

The Milwaukee Journal Television Stat
Represented nationally by HARRINGTON, RIGHTER AND PARSONS, INC, New York e Chicago e

® to transmit network color
programs in Wisconsin.
® to originate local color

[ S
L3 riranc o
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TAPE or TAPE RECORDING (1) The
rccord of sound on a magnetic strip;
the recording of sound on magnctically
oxide-coated tape. (2) Recording of a
complcte tv show.

T.C. Short for transcontinental. Means
a network show that rcaches from
coast to coast.

TEARS Horizontal disturbance in tv
picture caused by noise which makes
picture appear to tear apart.

TEAR JERKER Tv show with a sad or
pathetic appeal.

TEASER Strip of muslin or material
above set to prevent camera from
shooting over into lights or grid.

TECHNICIAN  Skilled worker in any
branch of tv production, direction, en-
gineering.

TO or TECHNICAL DIRECTOR Direc-
tor of all technical facilities and op-
erations, lighting, cameras, sound,
switching in a studio (and frequently
remote) production.

TELECAST A television broadcast, pro-
gram or show.

TELECINE Equipment used by British
BBC to televise films. Much larger
than U.S. equipment but much more
quiet in operation. Film moves in con-
tinuous motion instead of intermit-
tently, reducing wear on film.

TELEGENIC Object, talent, anyone or
anything that looks well on television.

TELEPHONE SURVEY Any survey con-
ducted by means of telephone calls as
contrasted with mail surveys or per-
sonal surveys.

TELEPHOTO Very narrow-angle lens
of great focal length which produces
large-size images at extreme distances,
frequently used at sporting events.
(See Lenses.) A lens, usually of great-
er than normal focal length, so con-
structed that the back focus is differ-
ent from the cffective focal length of
the lens; usually less. in order to in-
crease compactness; sometimes more,
in order to allow for the use of a wide-
angle lens in a camcra where a prism
must be interposed between lens and
film. More gencrally. a lens of any
construction which is of more than
normal focal length.

TELEPROMPTER’ A device created for
and used widely in tclevision and mo-
tion picturec production for visually
prompting pcrformers. public spcak-
crs wherein the script is presented in
large type and moved vertically by rc-
mote control at a ratc sct by the de-

livery of thc performer.
T Rewt terml 1 5 Pat pr 0O e

TELETYPE DMachinc lcased from AP,
UP or INS to receive news bulletins or

98

to send or reccive messages from other
stations.
TELEVIEWER
sion audience.

Member of the televi-

TELEVISE or TELECAST, TELEVISING,
TELECASTING To transmit a picture
electronically by using television equip-
ment.

TELEVISION The transmission and
reproduction of a view, scene, image
or person by an apparatus that con-
verts light rays into electrical im-
pulses in such a manner that those
same objects may then be transmitted
and reconverted by a receiver into vis-
ible light rays forming a picture.

TELEVISION BROADCAST BAND The
frequencies in the band extending from
54 to 890 megacycles which are assign-
able to a television broadcast station.
These frequencies are 54 to 72 mega-
cycles (Channels 2 through 4), 76 to
88 megacycles (Channels 5 to 6), 174
to 216 megacycles (Channels 7 through
13), and 470 to 890 megacycles (Chan-
nels 14 through 83).

TELEVISION CODE Self-regulating
code adopted by the NARTB in March
1952, and to which approximately 85%
of the operating stations subscribe, and
thereby technically have the right to
exhibit the Seal of Good Practice on
their television screens. (See Length
of Commercials of the NARTB.)

TELEVISION CODE REVIEW BOARD
Administrative body established for the
purpose of overseeing the operations
of the Television Code.

TELEVISION CUT OFF The actual field
that is projected and received on a tv
set as opposed to the large area of field
that appears on a 35 mm film,

TELEVISION GRAY SCALE Resolution
of colors in scenery, costumes and per-
formers’ faces into corresponding gray
values in black-and-white tv. Has a
shorter contrast range than other pho-
tegraphic media. May vary from five-
step gray scale (white, light gray, medi-
um gray, dark gray and black) to more
sensitive brilliance of the various gray
values, depending upon light source
and equipment factors, to approach the
10-stcp transition (from white through
grays to black) of photographic and
printing gray scale. (See Gray Scale.)

TELOP An opaque slide—(1) Used in
pray telop. (2) Card for titles—short
live. (See Roll Up.)

TEMPO
performance or music. (2) Impression
of specd which a show makes on view-
er. either by succession of incidents or
chots or by the rate of movement
shown or rhythm sound.

TEST PATTERN Specially madc design
of lines and or circles transmitted for

(1Y Relative speed or pace of

the purpose of correctly setting focus
and tuning of an image on tv screen.
Also used for station identification.

TEST PRINT Trial composite print.

TEXTURE An element of design; the
artistic composition of an object, pic-
ture or sound resulting from the blend-
ing of elements such as the parts of
music or colors.

THE TIP  Viewing audience. “Holding
the Tip” means holding your audience.

THEME Subject or central idea spe-
cially composed or particularly apropos
tune or music that identifies a specific
program. Garroway’s theme is ‘“‘Senti-
mental Journey’; the theme for the
Lone Ranger is the “William Tell Over-
ture,” and so on.

THEME SONG A recurring and char-
acterizing melody in a musical per-
formance.

THICK When individual sounds or
instruments in orchestra are not dis-
tinguishable.

THREAD, THREADING Placing film on
the proper sprockets and rollers, align-
ing it in the gates. forming loops and
whatever is necessary to insure its pas-
sage through the camera or film mech-
anism.

THREE-COLOR PROCESS Process of col-
or reproduction involving analysis
takes place on three separate tracks of
film. Contrasted with integral tripack.

THROW Distance from film projector
to screen.

THROW A CUE Visual hand signal
usually given by pointing at talent to
Legin action or speech.

THROW IT AWAY (1) To give line in
casual and offhand manner. (2) To
speak without obvious emphasis or ex-
pression. (3) Order to talent or engi-
neers to fade picture or dialogue no
matter what script says.

TIGHT (1) Close shot using narrow-
angle lens—90-135 mm. (2) Show
which in rehearsal plays a few seconds
over allotted time and should either be
cut or played rapidly provided the ma=-
terial permits rapid treatment.

TIGHTEN UP, CLOSER SHOT, LOOSEN
UP, MORE DISTANT SHOT Terms used
from director to cameraman when ob-
ject is framed to obtain precise shot
desired.

TILTING TURNTABLE A rotating plat-
form on which transcriptions are
played that can be turned or tilted to
show it from more than one angle.

TILT UP Direction for camera move-

ment, up.
(Dictionary continues next issne)
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the other member of MORE families

In the past year, an average of 300 new TV sets were installed every day in the 62 eounty
area served best by WCCO-TV. Channel Four now reaches 511,000

Minnesota-Wisconsin homes.

These new television viewers naturally joined the

growing WCCO-TV family eircle. In Minneapolis-St. Paul,
the average WCCO-TV advertiser—regardless of time

or day—reaches*

® 7500 more families than the average of Station B-
a bonus audienee the size of Austin, Minnesota.

® 14,000 more families than the average
on Station C—a bonus audience the
size of La Crosse, Wisconsin.

Ask Free & Peters how to get
this family bonus for you.

*September Telepulse

WCCO-TV

The other member of the family
MINNEAPOLIS-ST. PAUL

B CcCBS

S
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NET TV PARTICIPATIONS

(Continued from page t1)

The Pirdey Lee Show i= sold in T Vo-
nnnute segments with one-minute coin-
mercial time in cach. Paul Dixon goes
in Io-minute segments (at a progran
cost of S0 each).

ANBC TV also offers what it calls
it “T-H-1 Combinabilitn™ plan nak-
ing it pos-ible for an adyvertiser 1o
schedule participations on any two or
all of the Today-Hlome-Tonight trio in
a single buy.

Certain minimum participation buys
in a 52-week period entitle an adver-
ticer to discounts. H you're in The
Morning Show, for instance, you'll
find that 20 or more participations
whether <cheduled over several months
or <ot in a one-month campaign—
entitle you lo dizeounts on tine
charges starting at 5%; 39 or more
participations hike it to 107 and from
there the discounts rise on a sliding
scale up to 20°¢ for 101 or more par-
ticipations.

Discount provisions  on  Today,
Home and Tonight start at 1077 for
39 or more participations. climb in
the ame manner as on The Morning

MEMO FROM

DEE RIVERS —
o All time-buyers
GEORGIA’S

WEAS

and its new

so’ooo wall

Westinghouse transmitter
on its same old [requency

1010

should be included
in your Fall Budget.

COVERAGE -+ PRICE
makes it Georgia's
BEST 50,000 WATT BUY

CALL STARS NATIONAL

NEW YORK — CHICAGO
DETROIT — LOS ANGELES
SAN FRANCISCO

100

Show. ‘They also apply to total par-
ticipations purchased under the “V-11-T
Plan.”

[fow popular are these participa-
1\ l()()k
at the billings might give an indica-
tion. Today (which is the longest-run-
ning of all the shows. having started
in January 1952y did $10.5 million in
business thus far this vear. This i
more than double its billing of $5
milion in 1933. Whereas a total of
78 advertisers hought into the show in
1953, this year will record over 100
clients on Toduy’s roster—much of it.
rays NBC TV. repeat business.

tion <hows with advertisers?

fs

Home, which was launched in March
1951, now records 33 or more clients.
Previous to its initial appearance, five
advertisers demonstrated their faith in
such a program by contracting for
over 81 million in participations. As
of 1 July 1954, bilhing had reached
$3 million covering a total of 648 par-
ticipations. For the fourth quarter of
1951 advertisers have, at this writ-
ing, contracted for 337 participations.

Perhaps the heaviest user of Today-
llome-Tonight has bheen the Dow
Chemical Co. which has invested
around $1.5 million in these shows,
used 40 participations in November
alone. This firm has contracted for
$500,000 worth of participations on
Home to start in January 1935.

The Morning Shouw. since its launch-
ing on 15 March 1951, has had con-
tracts for over 500 participations to-
taling more than $1.8 million in bill-
ings. (This show changed format on
16 August when Jack Paar took over
the m.c. chores from Walter Kron-
kite, transformed the show from a
news-emphasis stanza to an entertain-
ment-variety vehicle.)

Tonight made its debut on 27 Sep-
tember, has since carried participa-
tions for about 10 advertizers. NBC
TV points out that most advertisers
dont want to buy a show till they’ve
seen the ratings. The first national
Nielsen tv rating on Tonight, which
appeared about 10 November and cov-
ered the first two weeks in October.
was 5.9,

An advertiser, as indicated. can nse
the participation shows auny way he
chooses—for a  one-shot  amounce-
ment, for an intensive saturation cam-
paign, once a week on a regular hasis,
for seasonal selling purposes- -in any
manner his needs and his budget dic-
tate. This opportunity  for flexibility

has proven popular with a wide variety
of advertisers- both large and small—
selling all types of products from bird-
~eed and broilers to shaving products
and shoes,

On The Morning Show, for instance,
the Florists Telegraph Delivery Asso-
ciation bought participations at Easter
time; Swift & Co. runs special cam-
paigns to «ell frozen turkevs at Thanks.
giving and Cliristmas (both these spon-
sors use the /Home show in the same
way ).

On Home, seasonal advertiser Cam-
eo Curtains ran once a week for eight
weeks in September and October. plans,
to =kip the winter sales slump period
and go back again in March.

On Today, U, S. Rubber Co. buys
participations for its boots and ga-
toshes only in snowy weather. Fed-
ders-Quigan used four participations
a month for its air conditioners til}
the sunnnertime when it intensified its
~chedule to five a week.

General Foods runs three participa-
tions a week for Jell-O on the ’inky
Lee Show. Other sponsors buyving in-
to this late-afternoon children’s vehi-
cle have been Whitehall harmacal for
Kolynos. General Mills for Sugar Jets
and International Shoe Co. 1t would
appear that a ~how like Pinky Lee is
not easily sold because it is primarily a
children’s program and very few na-
tional advertisers have children’s prod-
ucts. When they do. according to one
source, the products are likely to be so
simiilar that they block another ad-
vertiser who might want to get in.

Such advertisers as the Vitamin
Corp.. River Brand Rice Mills. the
Scholl Manufacturing Co. and M-G-M
have bought into the Paul Divon Show
in the past.

Should some situation arise in which
a sponsor would lke to get his mes-
sage on one of these shows in a hurry.
just how quickly can he get on? On
the Today-1lome-Tonight trio. a spon-
sor need give only 72 hours notice. or
sometimmes even less in a great emer-
geney. to get his announcement tele-
cast on a national basis.

“You can still order into the \BC
TV Participation Plan for Christmas.”
points out Matthew J. Culligan, now
National Sales Manager. NBC TV (till
recentlv. Sales and Merchandising
Manager. Participating Programs
Dept.). “The magazines are closed,
also the supplements. We'll be getting
business till the day before Christmas.”
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On The Morning Show program,
if an advertiser notified CB> TV at
4:00 p.m. on any weekday afternoon,
lie can get his commercial on the pro-
gram the next morning. However, says
the net, it’s preferable that a little
more time be allowed so that there can
be an adequate commercial run-
through by Jack Paar, or whoever
else on the show is delivering the mes-
sage.

Comparatively few advertisers use
film commercials on these shows, most
desiring to take advantage of the op-
portunity to have a well-known per-
sonality deliver their message—one of
the big plusses these programs offer.
According to S. J. Frolick, Director of
the Tv-Radio Commercials Depart-
ment, Fletcher D. Richards agency,
“When you buy a participation in

Garroway’s show. you are buying him

and his personality and his following.
H{ you use a film commercial on such
a show, vou are not using your time
to best advantage.” (The Richards
handles Qwip, a whipped
crcam product of the Avoset Co.,
which had a campaign on The Morn-
ing Show last spring. is now running
twice a week on Today an eight-
week campaign through 10 Decem-
ber.)

agcn('y

Both Garroway and Jack Lescoulie
handle the commercials on Today. Ar-
lene Francis generally weaves adver-
tisers’ messages into the editorial
“magazine” format of /lome and on
Tonight Steve Allen casually does the
honors.

There are four personalities on The
Morning Show who are available to
an advertizer for doing commercials:
Jack Paar. who handles most of them;

Effective December 1, 1954

becomes the exclusive
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Betty Clooney, the show’s songstress
who comtetimes takes over the woman’s
approach on a message; Pupi Camnpo,
who occasionally gives a piteh his own
light approach; and llal Simms, who
takes over when a straight, serious de-
livery is in order. (The Baird puppets
were formerly available for lead-ins,
but Bil and Cora Baird are no longer
on the show.)

I{ the same product is running on
two or more shows, it is very likely
to get quite different commercial treat-
ment on each—as varied as the per-
sonalities who present them. Peerless
Electric has messages on both [lome
and Tonight for Broil-Quik. On /lome,
Arlene Francis does the commercial,
integrating it with the program’s “ser-
vice” concept.

In the relaxed. easy-
going,

late-night-amusement  atmos-
phere of Tonight, it becomes appro-
priate for Steve Allen to tell about a
turkey he met who said, “When | go,
I wanna go on a Broil-Quik Super
Chef.” (ted Grunewald. Radio and
Tv Director of Peerless” agency, Hicks
& Greist, states that they had origi-
nally planned to have a live turkey
on the show but they changed their
minds at the last minute.)

What results have sponsors obtained
from use of these shows? As alwarvs,
results from a network broadcast ef-
fort are hard to pinpoint. The most
frequenthy-cited indication of results is
repeat advertising—when a sponsor
comes back or extends his contract.
Ray Eichman. sales development rep-
resentative, NBC TV. points out that
about half of Today’s 100-plus adver-
tisers this year are repeats.

There are, however. a few more tan-
gible instances. Cameo Curtains,
through Friend-Reiss Advertising. re-
cently ran a schedule of participations
on Home. to sell its Shir-back curtains
and draperies. On one telecast. Arlene
Francis devoted 15 =econds of a one-
minute commercial to offering a room-
ful of curtains to any two women
whose nanies were picked from a bag.
An invitation was issued to viewers to
send their names in. By the end of
two weeks (the West Coast kine of the
broadcast is seen a week later) a total
of 20,123 names had poured in.

Also on Home, a 20-second offer of
a chance to receive a free Bendix At
tomatic Ironer drew 32.000 po
a single offering of seeds drew r
17.000 responses; offers of patten:
such as crocheted bags and cafe cur-
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tains, usunally draw 5,000-7,000 let-
ters, according to NBC TV, both when
the pattern i~ offered free or at a price,

One morning  on The Morning
Show, Jack Paar just happened to ve-
mark that he'd never scen a picture of
Varibvn Monroe with her mouth shut

had amvone ele? It seemns that
some 3,850 individuals had because
that number of Monroe closed-mouth
photos came in.

tHlow important i+ merchandising
support to a participating advertiser?
\NBC PV regards it as vitally impor-
tant, goes all out to provide advertis-
er~ with aids such as: Kinescope filns
made by Garroway. Allen and Fran-
cis. to be n<ed at sales meetings by ad-
vertisers; appearances of
these ~tar~ at sales meetings, point-of-
cale pieces; recordings of performers’
voices to be heard Dby distributors,
dealers. salesmen: promotions at the
retail level consisting of a wide array
of merchandising and sales material
with which an advertiser can tie in
with the stars and shows (they have

TRIED by a
“10 MAN" JURY

personal

Yes, 10 of the current accounts
on Bob Trebor’s "DAY-
BREAKER” Show have been
sponsors for 3 or more years.
Several for 4V years on this
5-year-old show.

The verdict of this 10-man
jury is justified! From morning
to night WVET gets results
in the Metropolitan Rochester-
Western New York Markert,
3rd largest in America’s first
State.

5000 WATTS
1280 KC

5

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY
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distributed  some  three million ner-
chandising picces i connection with
the Today show alonie).

NBC’s Cnlligan state<: “We attrib-
ute much of our commercial ~uceess
with our participating shows 1o the
promotional and merchandising  sup-
port we give the <how for the benefit
of the advertiser 1o our interpreta-
tion of “star value” dowiu to all levels
of an advertiser’s husiness—salesmen.
distributors. dealers.”

CBs TV, on the uther hand. looks
at this question differentlv. The net-
work says it does not at this point give
a Morning Show sponsor merchandis-
ing support because of the low cost on
the show. First of all, it states, most
advertisers do not want these atds: if
they were offered. the show would cost
more and why should an advertiser
pay for a service he mayv not want?
[f an advertiser wishes to merchandise
his use of the show, CBS will be happy
to co-operate and offer a certain
amount of support, but feels that
an advertiser should be able to wer-
chandise in the style he wants and
this is best done through his own fa-
cilities,

These two points of view actually
reflect general network policies along
this line. CBS maintains that what it
sellx is circulation. NBC has for some-
time had an extensive merchandising
operation available to advertisers on
all. or most of, its network shows—
both radio and tv.

Where merchandising is done de-
pends on a sponsor’s particular cover-
age. In most cases, there iz {lexibility
here. too. Today. for instance. has
four lineups from which to choose.
Its national coverage embraces 54 sta-
tions in the [astern and Central time
zones, and on the West Coast—San
Francisco, Los Angeles and San Diego.
However. an advertiser. if he wishes,
may buv only the Eastern network of
31 stations by placing his participa-
tion in the first hour (7:00-8:00 a.m.)
of the =how. This costs him $§3.350
complete, time and program, for a
one-minute commercial.  The =econd
hour of the show (8:00-9:00 a.m.
EST) is telecast on 20 stations in the
Central zone in addition 1o the 31 sta-
tions in the Fast. making a total of
51 stations for £1.900. The show in
the third hour is seen in the Central
zone onlv. can be bouglt for £2.200
per participation,

The three West Coast stations carry

a one-hour kine of the 8:00-9:00 a.an.
portion only, can be hought only along
with full lineup at the top cost of
£5,500. Thu~ an advertiser who wants
to reach the We=t Coast must schedule
his participation in the 8:00-9:00 a.m.
New York origination.

(A< of | January 1955, \BC TV
anticipates extending Today’s coverage
to four new market~: Knoxville, Fres-
no, Secattle and Dortland. Oregon.,
This-—aside from Knoxville. will give
adverti~ers more extensive West Coast
coverage. The four markets will add
some $200 to current cosls.)

The Morning Show is much like
Today in its telecast pattern: the first
hour is telecast in the East only. the
second hour in both the East and Cen-
tral areas and the third hour in the
Central zone only. Coast-to-coast cov-
crvage on 01 stabons comes to $4,140
per segment. The 7:00-8:00 a.m. East-
ern “leg” only of 30 stations costs
2.475; both the Central and Eastern
“legs” which are covered simultane-
oush 8:00-9:00 a.m., cost $3.790 com-
bined; and the Central “leg” only of
27 stations. which receives a 9:00-
10:00 a.m. repeat broadcast from New
York. can be had for about 81,800.

One advertiser who made use of the
sectional telecasts is R. J. Revnolds.
In support of its new Winston cigar-
ettes. it bought the Eastern leg of the
show when they had entered enough
markets in the East. then expanded
to the Central network when distribu-
tion warranted.

The Morning Show itself is not tele-
ca=t on the West Coast but has an ar-
rangement whereby advertisers can
get coverage there as well. In conjunc-
tion with The Morning Show and at
a cost of 8330. an advertiser can buy
into Panorama Pacific. a daily 7:00-
6:00 a.m. wake-up show seen in Los
Angeles. San Francisco and San Diego
(this cost is included in the coast-to-
coast price of S§4.140 mentioned
above).

/lonte hazs a Dhasic network of 56
“must buy” stations and 33 optionals.
The Pacific Coast stations carry the
show on a seven-day delay. The whole
package. including a program cost per
participation of £2.082.50 net, runs
into about £6.-{00 for a one-minute
commercial.

Tonight has two lineups—an East:
ern segment of about 25 station~ which
carries thie show between 11:30 p.m.
and midnight and is available to ad-
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vertiser at a gross cost of $3,600
per participation. At midnight, about
I5 additional stations in the Central
time zone join Tonight’s network,
bringing the total to 40 stations and
the gross up to $1,300 per participa-
tion between 12 and 1:00 a.m.

The basic buy on Pinky Lee Show
is 30 stations; aside from this, there
are ‘12 optional stations.

The Paul Dixon Show, which is now
being re-vamped, will run on about
20 stations of the Du Mont network.

Whatever markets an advertiser
uses, he can generally arrange to have
local dealer cut-ins on the net show.
The local cut-in plan on Today, for
instance, works like this:

During the last 11 seconds of the
commercial, stations in markets an ad-
vertiser has chosen flash the name of
the local dealer, local product infor-
mation or special sale events on appro-
priate screens, while Garroway’s voice
in the background urges viewers to
visit these local dealers or take note of
the special information on the screen
at the moment. As few or as many sta-
tions as desired on the Today lineup
] can be used for cut-ins. The cost for

cut-ins on all 51 stations is approxi-

mately $1.300 net.

Both Home and Tonight make cut-
ins available on a regular basis. Ad-
vertisers on The Morning Show may
use them if they so desire.

Whether cut-ins are used or not, it
would seem that participation shows
answer the tv prayers of many an ad-
vertiser with a Hmited budget or spe-
cialized needs.

Richard A. R. Pinkham, NBC TV's
V.P. in Charge of Participating Pro-
grams, asserts that the participation
concept is “a mighty and important
development in tv broadcasting.” sets
forth six main plusses of the partici-
pating program:

1. Tt gives the sales impact of a tv
which previously had to be
bought in 13-week cycles.

2. It gives the marketing and dealer
prestige of a network tv show.

3. It has the flexibility of a newspa-
per which vou can buy into overnight.

show

1. 1t has a low cost-per-1.000 he-
cause it i in Class "C” time and
reaches an all-family audience.

5. It has the priceless ingredient of
tv selling. namelv the personal en-
dorsement of a well-known star.

6. This big star can then be mer-

| chandised at point-of-sale, w5 S

GIMBELS ON THE AIR

(Continued from page 35)

tv sohedule consists of program par-
WCAL-TY,  One-
minute vt s over WII' round out the

T':|-'||J.lliul'|- Uy

CRanEais.

"W worhed outl the air schedule
carefully tu gel the most out of our
“"We  decided
imnnediately we'd either have o use

budeer.” «avs Liler,
. 3

=hurt anuouoeements al sstorstion fre
queney or ran longer copy less often.
We [avor lunger commervials, hecause
we wanl 1o tell the complele story.
Uur commereials are all over one-
minute long,

"D v personality shows we use live
vcinntuercials 1o el the star sell his
awn, loval andience. We describe the
(mnp]vh* reuphulﬂlf'r}' provesd, Eress
quality and economy and give a phone
numher to eall,

“Sometimes the star ad libs. For
examnple.  Miss  MeCarthy  recently
had sone of her own furniture res
upholstered at Gimbels.  When  the
store Lok her  order, Ih:_*}' weren 't
tipped off in advance and gave her the
same trealinenl g anyonge plee.  She
was delighted. We had her describe
her experience one day on her tv show.
It was very effective.”

About 10 of the 15 weekly par-
ticipations are live. Films: are used fur
participations in feature film shows.

On radio lower costs permit use nf
saturation announcements on one sta-
tion. “We chose WOQNR because we
wanted to appeal to a sophisticated,
qualitv-conscious audience that knows
a bargain when it sees one.” Zimler
said. “The 20-second announcements
are designed as reminder copy—we as-
sume most of the people who listen to
them have already watched the tv cont-
mercial at one time or another. Run-
ning the short messages often keeps
the store’s name in front of the public
in conmection with its reupholstery
service.”

Zimler feels that sales personnel of
all four stations Gimbels uses help a
lot in planning the campaigns, “In all
cases,” he says, “theyv were willing to
sit down with us and talk over our
problems. Regular department store
advertising was as new to them as to
us. and there were a lot of accepted
intended to

theories and rules we

violate.™
(Please turn to page 100)
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AMARILLO HISTORY

. . . with a mild commercial in the last paragraph

AMARILLO has a short past. It was born
with a cocklebur under its civic tail back in
1887, during the days when a branding iron
was a sacred instrument and the first rail-
road was coming through. The way one
story goes, a man name of Sanborn offered
the cowboys of the LX Ranch a town lot
apiece il they'd vote for his town (then
known as Oneida) in a contest which de-
veloped over the location of the county seat.
Since the LX hands constituted a legal, or
shooting, majority, justice triumphed. “Am-
arillo” derived from the yellow flowers that,
along with cattle, decorated the surround-
ing prairie.

Highly productive Texas soil caused
agriculture to flourish. Early farmers raised
giant-size vegetables. Wheat liked the Pan-
handle. Cotton was planted after the acci-
dental discovery that cottenseeds, in which
an early shipment of eggs was packed, would
grow. Highways and railroads crossed at
Amarillo. Qil, natural gas and helium were
discovered. Airlines came zooming in.

Amarillo, first in the nation in per family
retail sales, 1s close to the stufl an advertiser
looks for when he wants business. KGNC,
half as old as Amarillo, reaches 78 countics
with 1 million persons in Texas, New Mexi-

co, Kansas, Oklahoma and Colorado.

KGNC-TV, a high-powered newcomer, cov-
ers an area of 400,000 persons, gives its ad-
vertisers a clean shot ol Panhandle hos-
pitality and loyalty.

NBC and DuMONT AFFILIATE

AM: 10,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency
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Jav Heiten, <ales manager and James
Barry.  account WRC -
IV : Fred Thornburgh, president and
Bob MeGrady, sales manager. WCAL -
1V 2 Bob Krieger, assistant commercial
manager. WONRL all helped with sug-
aestions for the most effective  air

eaccutive,

‘("hl'll"ll"-

Gumbels has used v without any
interruption since the first commercial
was delivered in Mareh 1953,

“Remember, this was once largehy a
seasonal busines<.”™ Jesse VMoore, re-
upholstery department executive. says.
“We started ofl with what we thought
were two strikes against us. People
just weren't interested i reupholstery
in the ~spring. Well, we found out dif-
ferenthv. We ran right through the
summer oy,

“Radio was added in December.
Normally. the reupholstery scason is
drawing to a close by then. Well. De-
cember was our biggest month so far!”™

Gimbels sold reupholstery in the
spring and summer Dbecause it ad-
vertised then.  But the commercials
themselves must be given most of the
credit for leveling off the seasonal
slump, Moore feels.

The commercials persuade people
to buv now by giving them reasons
why reupholstery will bhenefit their
homes: old furniture gets new beautv:
repair work is done when necessary so
furniture lasts longer: living rooms
can be completely transformed for a
comparativeh small outlay.

Because of budget restrictions the
fihn commercials have a kind of docu-
mentary quality.

Gimibels wanted to show the actual
reupholstery process, <o footage was
~hot at one of the store’s four factories.
It couldn’t afford actors. so real work-
ers are shown actually
chairs and sofas,

refini-hing

N —

To demonstrate  the “hefore-and-
after”™ contrast in a living room’s ap-
pearanee, a canlera was set up at the
~tore’s furniture department.  Shots
were  tahen of real customers and
salesien in the store’s seven model
Iving room~. “We got seven different
lead-ins at no extra cost.” Ziniler sayvs.
The onhv professional in the entire
commercial is Vie Roby, an NBC staff
anmnouncer, who doe~ the narration.
Roby has heen used i all reuphol-tery
film work from the beginning so
viewers will identify him with the store.

“"When we use actual salesmen in
the comnmercial, we get more than just
a dollar <aving.”” Zimler points out.
“Many of the same salesmen who ap-
pear in the ilm come to homes of con-
sumers with sample cases. The tv com-
mercial serves to introduce thenr to
customers. People feel the salesman ix
an old friend when he walks i the
door!™

Transcriptions by hou ewives achieve
the same quality of sincerity on radio,
\ tyvpical housewife-to-housewife mes-
sage hegins, “I’'m Mrs. Florence Collier
and I've just had a verv delightful ex-
perience | must tell you about. You
see, our living room looked run-down
because our old sofa and chairs were
badly worn and uncomfortable. We
were a! out to buy new furniture when
we heard of Gimbels custom re-
upholstery service. Right in our own
Liome . a Gimbels decorator representa-
tive showed us hundreds of lovely
fabries, . .7

Each television commercial is used
for about a vear. “The fact that we
have seven different introductions adds
variety to the basic pitch.” he says.

To give viewers still another induce-
ment to quick action, most tv com-
mereials incorporate a giveaway offer
—some small gift sent to anyvone who

54_—1__74 - !—7 — S—— = :a‘

g~

Texas housewives,

Represented nationally by
JOHN E. PEARSON TV Inc.
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i The program that will
sell your product to West

= "HOMEMAKERS’
by FIESTA”

:.' 4-4:30 p.m.

= Mon.-Fri.

call~ the MU rray Hill 7-7500 number.
Gifts range from salad bowls and per-
fume to a set of four paintings.

MU 7-7500  the phone number
usedd in all radio and tv eommercials
as well a~ in newspaper advertising—
is actually not Gimbels itse but a
telephione-answering service.

Explains Zimter. “No store switch-
board i~ et up to handle the hundreds
of calls that come in from commereials.
People either call right away or they
don’t call at all. As many as 300 calls
come in within a 15-minute period.
And. some commercials are on late at
night. after the store switchhboard has
closed.

“So we use a telephone service.
Trained operators get specific instrue-
tions from us on how to answer ques-
tions and what information to get.
The operators mark down what time
the call came in. the name. address,
phone number of the caller. how many
picces <he wants reupholstered. In
addition, special information like ‘home
after 6 p.n.” is noted. Each call is re-
corded on a separate slip of paper.
The store then phones back to arrange
a specific appointment at home.”

Air advertising for other Gimbels
departments and products has closely
followed the precedent-breaking re-
upholstery campaign pattern.

Gimbels second air drive was huilt
around a product closely allied to re-
upholstery. The slipcover campaign
started in Septemler 1953 on tv in
New York. Again. this was out-of-
~eason timing: Traditionally. the slip-
cover season begins in early spring.

The same pattern of tv program par-
ticipations supplemented by short radio
announcements is used for shpcover
advertising. Here, again. Gimbels has
turued a -easonal business into a vear
‘round operation with copy themes like
“bring color and sparkling new style
into your home.” Gimbels plans to
extend its slipcover air advertising
on tv into Philadelphia this coming
February.

The third long-range air advertising
program began just six months ago. in
June.  The product: Gimbels Food
Plan. The Plan involves purchase of
an Vmana howme freezer in New York.
a Lady Jordan freezer in Philh. The
purchaser gets a discount on frozen
food hought through the stores.

The departinent decided to experi-
ment with short announcements this
time. and sat bhack to await results,

SPONSOR




T & c ]

0 O O o

FTrTE
& (e

The Iron Curtain has many faces.

Poles and Hungarians look
across a No-Man’s Land of alarm
systems, booby traps, and armed
guards . . . the Czech sees a wood-
land stream with forest chopped
naked to accommodate watch
towers and Communist-manned
machine guns . .. the Romanian
gazesdowna quiet valley where the
flowers have been replaced with
electric barbed wire and the secret
police tramp all day.

Few captive voices reach out-
side this armed wall, but many
powerful voices from the Free
world are reaching inside it con-
stantly.

Radio Free Europe is bringing
new hope and courage daily to
these Red-controlled millions who
are our first line of defense against

them free.

Soviet aggression.

RFE, broadcasting in the lan-
guage of these people through
their native exiles, is melting the
Iron Curtain with Truth—while
the Red bosses work feverishly to
‘jam’ RFE programs and calm
their restless satellite peoples. As
long as RFE keeps the Reds work-
ing overtime in their own vulnerable
‘back yard’— Moscow will hesitate
to risk a third World War.

One dollar is needed from every
American to insure that Moscow
won’t take that risk.

Your “Truth-Dollar” will work,
as no dollar ever worked, for an
independent American enterprise
—Radio Free Europe—which is
supported and operated by private
citizens like yourself.

To support Radio Free Europe,

AD NO. CF-106—7 x 10—100 SCREEN-MAGAZINE AD
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what 1s the

Iron Curtain
anyway?

It is Communism’s “wall” against the
healthy atmosphere of honesty that
free men breathe. It is Communism’s
cruel and inevitably futile

attempt to seal off 70,000,000 enslaved
people from TRUTH that can set

send your ‘“Truth-Dollar’ to Cru-
sade for Freedom, ¢ o your local
postmaster.

In this strategic area, a Communist
police state controls the destinies of
70,000,000 people.

RADIO FREE EUROPE supported by CRUSADE FOR FREEDOM
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But there weren't amy.

\ quick ~witelr was made to longer
participations in programs. Full pro-
gram ~ponsor~hip was begun, as well,
the Plan more messages within
a ~hort period.

“The more ab-
stract concept than reupholstery work,”
Zimler explaing. “You need more time
to get the point across, to explain how
the plan work~ and what its benefits
are. We also wanted to give specific
examples of how you can save money
through the Food Plan. For instance,
we say you can buy top-grade coflee
at 67¢ a pound. Now. that really means
sonmething n doHars and cents to the
housewife.”

lo give

Food Plan is a

Food P’lan commercials also include
a phone number to call and a giveaway
that ties in with the product—a frozen
foud recipe book.

After the switch was made front one-
minute nmessages to longer commercials,
results kept pace with the reupholstery
and slipcover success. Gimbels Food
Plan today is probably the largest such
operation in the country.
berships and

Plan mem-
freezer sales jumped
3007 after air advertising began.
The current Food Plan air schedule
includes three movies a week over
WPIX. WATV and WRCA-TV., The
New York radio schedule consists of

15-minute WQXR music shows.

Other Gimbels air efforts have in-
cluded promotion of specialty items like
a Play Jim for children.

Only one New York furniture store,
Sachs Quality, lias its own v show,
The Decorator’'s Workshop, over WPIX,
It also uses radio consistently.

Although no New York department
store is now using radio or tv regu-
farlv. a few have run short-term tests
drives on special tems, or have used
the air for special storewide promo-
lrons,

Departnient stores collectively made
a big ~plash on the air during the New
York newspaper strike last December
W hat happened on the air when
\.Y.C. new-papers went on strike,” 28
December 1933, page 30). For many
stores. this promotion marked the first
time the air media had ever heen used
for direct sell.

Gimbels, John Wannamaker, Macy s,
lfearn’s. Bloomingdale’s, Abraham &
Strans. Ludwig Baumann & Spears,
Saks Fifth Avenue. ek & Peck and
Tailored Woman all used radio and or
tv during the strike. B
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COLOR TV DICTIONARY

(Continued from page 47)

FUGITIVE COLORS Colors lacking in
permanence. This usually refers to
fading pigments.

FULL COLOR A color of great purity,
strengtli and intensity.

GRAYISH Lacking in purity or inten-
sity of color; of weak chroma; neutral.

HUE A general term used to distin-
guish one color from another, as a red
hue, an orange hue, a yellow hue. It
is often used as a synonym for the
word “color,” as in the rainbow of
many hues.

IMAGERY Images taken collectively
or the imaging process in general.

INTENSE Vivid, strong or full color.

IRRADIATION An optical illusion by
which a bright object against a dark
background tends to appear larger
than it actually is.

JUXTAPOSITION The placement of
colors side by side or close together.
Complementary colors such as orange
and blue in juxtaposition accentuate
each other, especially when the cool
color is darkened.

KEY, KEYED Terms applied to the
color value of a painting. If the val-
ues are light or bright, the painting is
said to be in a high key; if the color
values are dull or dark, the painting is
described as being in a low key. “Key
color” is also used to refer to a domi-
nant color, one that predominates in a
color scheme.

LUMINANCE (See Brightness.)

MEDIUM YALUE A color approximate-
ly midway between a light and a dark

color, such as bluebird, “a medium
blue.”
MONOCHROMATIC A term applied

when one color is combined with dif-
ferent tints or shades of that color. A

gradation of one color.

MONOCHROME The transmission of
a tv signal which can be reproduced in
gradations of a single color only, such
as the original tv pictures which were
black-and-white.

MONOCHROME TRANSMISSION The
transmission of television signals which
can be reproduced in gradations of a
single color only.

NEUTRAL A dull or grayed color. In
the value scale, neutral gray is of
medium value between light and dark
and is neither a cool nor a warm gray.

NEUTRALIZING HARMONY  Produced
by adding a little gray to any two or
more colors to make certain hues re-

cede and to achieve a subtle harmony.
It is also produced by an admixture
of complementary colors.

NON-COMPATIBLE Any color tv sys-
tem which cannot be received in black-
and-white on existing receivers (usu-
ally used referring to the original field
sequential color tv system).

N.T.S5.C. National Television Systems
Committee. An association of engineers
and scientists from RCA, NBC, Philco,
Sylvania, GE and Motorola who advo-
cated the current compatible color
television system.

NUANCE A small gradation or slight
degree of difference in color. The pig-
ment Indian red is a brownish-red
with a purple nuance. Compare cast,
tinge.

OPAQUE Having the quality of not
permitting light to pass through, or
cannot be seen through; opposed to
transparent.

PALE Having a light value of ¢olor;
lacking in intensity, as orchid, a pale
tint of purplish-violet.

PRIMARY COLORS Three colors, red,
green and blue, whose normal stimuli
when mixed additively in proper pro-
portions are capable of yielding colors
of all hues. The complementary colors
are blue-green, magenta and yellow.

RECEDING COLORS Hues that give an
illusion of being distant or relatively
far from the observer. In painting,
tones are made to recede by adding
blue and making them lighter in value.

SATURATION Degree of purity, free-
dom from dilution with white. That
quality which distinguishes strong col-
ors from pale colors of the same hue;
as red from pink.

SCENIC EFFECTS SPECIAL DEVICES The
unusual and convincing effects of fall-
ing leaves, fire, fog, cloud, smoke,
ocean achieved by scenes painted on
mica incorporated into a rotating de-
vice which provides the desired illu-
sion as it is released through a pro-
jection machine.

SECONDARY COLORS A combination
of any two primary colors in equal
proportion. In pigments, for instance,
primaries blue and yellow when com-
bined produce green, a secondary color.

( Please turn to page 112)

us your needs, we do the restl

Marjorie Witty, Director, Radio-TV Div.
*35 West 53rd St., New York 19 ¢ PL 7-6385
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(1) “Why is a trade paper like a

Write for these previously published ads:

television station?” (2) “llow nccessary is trade paper adsvertising?”

(3) “How much should a station invest in trade paper space?”
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= 1953 vs.

*Practical use to me"

1954

1953

31%

2%

represents

39
%

“I read thoroughly”
1954

1953

1954

I read regularly”

1953

42%

31%

24%

27%

32%

16%

32%

68%

39%

58%

%

20

45%

29%

44%

35%

43%

8%

1

v Alan C. Russell Marketing

‘

22%

63%

68%

56%

52%

62%

31%

CORF, 1954 survey b
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A term often used loosely in
color description. A deep or dark val-
u r or The word implies dark-
n or dimness of illumination; refers
t wny darkened hue, such as navy

SHADE

SHEEN A faint lustre as if from re-
fraction, such as that produced by
n bronze powders and evident
on certain metals, such as bronze, zinc

SIMULTANEOUS CONTRAST The opti-
cal effcct by which colors are influ-
enced in hue by adjacent colors, each
imparting to its neighbor somethin?e

of its own complement. Striking color
contrasts are produced by using com-
plements in juxtaposition.

STRONG A term used for full, intense
color; also referring to the coloring
strength of a pigment.

TACHISTOSCOPE Any of the various
instruments for the presentation of
visual stimuli such as a picture, word
or group of symbols.

TELEVISION BROADCAST BAND The

frequencies in the band extending from
54 to 890 megacycles which are assign-

BROADCAST M

NE YORK ¢ CHICAGO o HOLLYWOOD
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able to television broadcast stations.
These frequencies are 54 to 72 mega-
cycles (Channels 2 through 4), 76 to
88 megacycles (Channels 5 and 6).
174 to 216 megacycles (Channels 7
through 13) and 470 to 890 mega-
cycles (Channels 14 through 83).

TELEVISION CHANNEL A band of fre-
guencies six megacycles wide in the
television broadcast band and desig-
nated either by number or by the ex-
treme lower and upper frequencies.

TELEVISION STATION Astation trans-
mitting simultaneous sight and sound
signals 1ntended to be received by the
general public.

TRI-GUN TUBE The first acceptable
receiving tube used for compatible col-
or tv system. The tri-gun tube repro-
duces the colors red, blue and green.

TEXTURE The grain or peculiar char-
acter of a surface to be painted; some
surfaces are rough and pebbly, others
smooth. Also, the effect obtained by
certain methods of pigment, applica-
tion to represent a stuccoed wall, a

~ pilece of velvet.

TINGE The slight trace of color, al-
tering another color or permeating
that which is otherwise colorless.

TINTS Colors made lighter by the ad-
dition of white, as a tint of yellow or
a tint of yellow tone. All colors can be
tinted except white.

An intermediate hue. A gener-
alized term often alluding to any color
not easily identified as a simple tint
or shade. A degree of color in the
value scale, especially referring to
slightly neutralized or medium hues,
such as American Beauty, a medium
“tone’” of purplish-red. To “tone down”
a color is to subdue it or reduce its
intensity.

UNDERTONE Specifically, a color upon
which other colors have been imposed
and which is seen through them, modi-
fyving their effect, as in three-color
printing. This term is occasionally
used as a synonym for cast.

VALUE A term used to distinguish
light, pale colors from dark ones. For
example, navy blue is a dark *“value”
of blue, whereas sky blue is a light val-
ue. Light values are known as tints
while dark values are called shades.

WARM COLORS Any hues in which
red-orange predominates. The term
*warm’ is applied to these hues not
onty vecause of their association with
heat, sunshine and fire but because
they are actually warm, as can be dem-
onstrated by a very sensitive ther-
mometer. ek
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(Continued from page 206)

or twice, or even three times. Bul comes a point where unless
you're giving away bigger, flashier dishes, they’ll go back to
watching the shows they like.

“And even in connection with good show,” =aid the pro-
ducer, “there’s such a thing as over-promoting the produet.”

“Oh, you’re going into the kick about the spectaculars
again,” said the distributor.

“That’s exactly where I'm going into,” the producer stated
firmly. “Viewed as above-average solid entertainment those
first several NBC and CBS spectaculars were fine shows. Nor-
mally the audiences would have been delighted with them.
But there was so much advance ballyhoo, so fantastic a job of
exploitation, publicity and promotion that the shows them-
selves just couldn’t live up to the billing.”

I was strongly inclined to agree, and recalled to the boys
a piece of publicity in connection with the Betty Hutton
“Satins and Spurs,” which I'd never seen pulled off previ-
ously. Somebody in the NBC press department had per-
suaded the New York World Telegram & Sun’s Marie Torre
(a very bright gal) to attend a dress rehearsal of the show,
and to write a review off it, based on the dress. Miss Torre
did an all-out rave. I know that she, for one, built ne up to
the point where the show was considerably more of a let-
down to me, as a viewer, than it would otherwise have been.

Speaking of spectaculars, you may recall that some weeks
back I suggested that one of the networks do an all-out spec-
tacular on the subject of juvenile delinquency. 1 proposed
that perhaps a new novel called “The Blackboard Jungle,”
might be the vehicle for such a spectacular dramatic show.
Just in case some tv fellow is getting around to considering
that suggestion, I feel it my duty to point out that the book
has been grabbed for motion pictures by MGM. and that
Robert Whitehead is going to produce it for presentation as
a Broadway play. I suppose, at this point. it would be ex-
tremely difficult to make a tv deal for the work. And I do
want to say, I told you so. *okox

Letters to Joe Csida are welcomed

Do you always agree with the opinions Joe Csida expresses.
in “Sponsor Backstage”? Joe and the editors of spox-
soR would be happy to receive and print comments from
readers. Address Joe Csida, ¢ ‘o spoxsor, 40 E. 19 St.
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RATINGS MUDDLE

tContinued from page 331

dejense, we play aiung with the Zuy
who gives ns the most butterfat in the
mitk.” One teclmigue which is some-
times uscdd i~ to subscribe to all the
rating ~ervices, Then you check to see
which service rates your availabilities
highest. Lists of availabilities are pre-
paved. broken down by rating =ervices.
Iinally. salesmen call on agencies and
offer availabilities according to the par-
ticular measurement service the agency
i hnown to prefer. thus improving
their chances for a sale.

How to Get Network Quality

Q. What are some of the com-

mon industry criticisms of the rat-

ing services?
A. Lxperts in resecarch  those with
thousands of hours hehind them of an-
alvzing a wide range of radio-tv audi-
ence data will tell you that there is
no “perfect” rating service in opera-
tion now. and no cerlainl)‘ that any
or all of the rating services are entire-
hv valid. There are faults—major or
ninor—to oue degree or another in all
of the rating services and their meth-
ods. The faults are no secret.

During sroNsoRr’s two-vear All Me-
dia FEvaluation Study, the research

in a Local Show

The Krick TV Weather Show is a big, bold, new idea in
Television Weathercasts. The format is tested and proved...
aimed at giving your clients the highest audience impact...on a

local basis.

With the Krick Show you take full advantage of local interest
in local weather delivered by local talent. And yet you control the

basic pattern of the package.

We've all seen program ideas that are big in Boston, and
go over like a bag of cement in Boise. Not so with the Krick Show
because one thing we can be sure of is everyone’s interest in

weather.

<L
Pyt

®

How to wring sales out of a cloud
OR...There's no weather show like the Krick Weather Show

CAPSULED Highlights: Time-flexible format...5, 10 or 15
minute segments; not just tomorrow’s weather, but the next 7
days, as well; “Weather Sweepstakes,” exciting new audience
participation game; Farm and Garden weather. There's more, lots
more. Exclusive market availabilities are becoming limited. Pro-
tect your clients’ interest and get the full story TODAY.

TWX, dv 40: PHONE rAce 2-3891 WRITE or WIRE
" IRVING P. KRICK

[}

]

Meteorological Consultant, Inc.

460 South Broadway, Denver 9, Colorado
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chief of one of the nation’s five lead-
ing ad agencies, for example, stated:

“1 doubt looper can mix the diary
and the telephone eoincidental for tv
reports and get anything satisfactory.
We don’t know how to eorrect for the
errors inherent in each system. We
use Nielsen for national ratings. He’s
most accurate from the standpoint of
tuning. But 1 doubt his sample is big
enough for projection purposes. Nei-
ther do I think he measures multiple-
set radio home listening accurately.

“The roster recall wethod used by
Pulse cannot be 10077 accurate, |
wonder how well anyone can recall
names of programs. tinies, sponsors,
audience composition and other data.
As for diaries, such as ARB and Video-
dex (as well as the upcoming Nielsen
local measurements) it gets more in-
accurate the farther you get away from
the program. DPeople tend to fill it in
at night so they guess at daytime lis-
tening.”

Other adimen (and researchers) will
argue about this exeeutive’'s summary.
It would be hard to prove him com-
pletely right, or eompletely wrong.
This in itself furthers confusion. There
is cousiderable difference of opinion
in the industry over radio-tv audience
measurement methods.

Q. Is it getting tougher to mea-
sure radio and tv audiences accu-
rately?

A. Adding complication to confusion
in the ratings controversy is the fact
that radio and tv are getting more dif-
fieult to measure accurately all the
time. Brieflv, the prohlems are these:
1. Radio: Since the war, radio—due
in part to tv—has become a diffused.
rather than concentrated, medium.
Where radio was once a sitting duek
whieh researchers could measure in the
living room. today radio has fanned
out into everything from car radios.
portables, kitchen radios and elock ra-
dios to hi-fi fm listening. Radio has
also seen the growth of hundreds of
stations who make a specialty out of
reaching language or racial minori-
ties. or in reaching people who like an
all-day diet of music-and-news, sports
or elassical music. Most services miss
a lot of this extra or specialized listen-
ing.

Just as one example: Nielsen, al-
though he is gradually bringing his
sample up to date, counts 5% of his
sample as multi-set radio homes in his
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national radio measurements. Yet the
recent Advertising Research Iounda-
tion study by Alfred Politz for the four
networks and BAB found that the
multi-set average in the L.S. is 606%.
not 45%.

2 Television: It used to be relative-
ly easy to measure tv: there wasn’t
much of it. But today better than six
out of 10 U.S. households are tv-
equipped. and there’s a trend on to-
ward multi-set tv homes. Tv isn't con-
fined, in the case of many high-pow-
ered stations. to metropolitan areas.
“Out-of-town™ tv viewing is largely
missed by tv measurements made in
metropolitan areas. And tv is still in a
state of varying competition. [n one
market, there may bhe seven siations
and a fight for audience. In another,
there may be only two or three sta-
tions. This, too, makes the problems
of analyzing tv ratings more complex.

Q. Are radio and tv the only ad
media plagued by audience mea-
surement problems?

A. No indeed.

Researchers often point out that
many of the rating hassles grow out of

the fact that radio-tv are the best mea-
sured of all advertising media.

“What can print media show that is
comparable?” the research v.p. of a
Radio City-area agency asked.

“Print media still does most of its
pitching on the basis of ABC figures,
which show raw circulation and noth-
ing more. That’s like trying to judge
radio and tv programs on the basis of
how many working sets are in a sta-
tion or network’s engineering cover-
age. Once you get into the print field
of readership studies—and | mean
measurements of recognition by Gal-

up & Robinson, Readex, or Starch—

you get into the same arguments you
find in broadcasting. When magazines
start stretching Starch readership fig-
ures to a magazine’s projected ‘entire
audience’ to get a ‘total readership’
for an ad you leave yourself wide open
for trouble.

“If there’s less confusion in print
media generally, or in any other form
of audience mmeasurement in advertis-
ing, it’s only because there’s far less
research done by both buyer and
seller.”

It’s interesting to note, moreover.
that when admen were being polled to
find out what they would like to have
the Advertising Research Foundation
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tackle as industry projeets two seasons
ago, the first cloice was a study ol
print readership measurement. Radio-
tv measurement rated a second choice.

Q. What are some of the com-
mon misuses of ratings data which
an industry educational program
might avoid?

A. Here are a number of common
ratings pitfalls. as cited to sPONSOR by
veleran research executives:

1. Over-use of ratings as an inflexi-
ble huying or evaluation yardstick.

In spot buying. a few major clients
have long used certain ratings levels
or their by-product. cost-per-1.000. as
vardsticks. The general idea i to get
standardization in spot buving, par-
ticularly if the client has several agen-
cies handling various product lines.
This is a useful procedure, but only up
to a point. Many times. in order to get
the magical cost-per-1.000 figures “"un-
projectable” radio or tv ratings are
projected to a slation’s coverage area
or measured circulation. This is a
mathematical fallacv, researchers state,
that can easily result in shortchanging
many excellent spot availabilities.

At the national level, some big radio-
tv clients have yet to break the habit of
using a program rating alone to judge
how well their network radio or tv pro-
grams are doing. or what represents a
good program buy. Ratings which
represent the percentage of radio or tv
homes a program reaches are only
part of what a sponsor needs to do a
thorough job. Veteran program buy-
ers say that to set a minimum level of
national rating as being acceptable is
misleading. Sponsors should consider
everything from audience composition
to the strength of competing programs
in evaluating shows on a network basis.

2. Failure to realize the mathemati-
cal shortcomings of rating services
when making judgments based on
ratings.

No rating service provides rating
figures which are 100% accurate. All
have a “‘probable error.”

Nevertheless. sponsors sometimes
charge ahead with decisions without
rememnbering the shortconings of rat-
ings. A good example can be found in
some of the client-agency hassles that
Lave taken place in recent years over

shows that are in the “Top Ten™ on

rating lists. Pointed out a v.p. of a
New York agency: “We often find our-
selves called on the carpet if a spon-

sor’s show drops from fourth to filth
place in the rating lists. Actually, the
drop nmiay be only two or three-tentlis
ol a single rating point. Thi< i~ wel
within the limits of probable error. lle
may actually hase gained «lightly. for
all he knows. But still he will demand
an explanation for the fact that his
show is “slipping".”

3. Use of rating data by unskilled
admen in ways for which the ratings
were never intended to be used.

Ratings, after all. are number~. \nd,
some admen rea~on. numbers can be
added and subtracted. multiplied or di-
vided. This i~ far from true in the
analysis of rating data.

One of the most common examples
of this type of misuse can be found
among admen who start projecting the
first set of rating figures they can get
their hands on after a program has
been aired. They fail to realize that
the rating- which can be produced in
the shortest time are usually the least
projectable. Thus ratings produced
quickly in a few major metropolitan
areas, usually by telephone checkups
or recall interviews in random samples,
can not be projected to the total num-
ber of radio or tv homes in the nation.
Even greater fallacies in judgment can
result from deriving cost-per-1,000
based on the above process. They’re
almost invariably far too high.

Other misuses revolve around home-
made “combinations” of ratings or
audience data. Admen will sometimes
take a rating from one service, add an
out-of-hone listening factor {rom an-
other, project this against a total homes
figure (even if the rating is unpro-
jectablel  and then multiply the
“homes™ calculation with audience
composition figures derived from a
third service. At this point, the mathe-
matical chances of comning up with a
correct answer are very. verv small.

4. Comparisons between the rating
figures of different rating services.

This is a fairly common misuse. par-
ticularly among admen who collect
rating data on their program or pro-
grams the way a small bov collects
stamps. For one thing, it proves pre-
cisely nothing. The fact that vour show
rates highly in one service, and at
lower levels in others is not proof
(a) your show is erratic and (!
all rating services are wrong

In fact, it is from these ¢
of ratings—made in d
among differing samj

NIa
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tv audience that a great deal of the
present confusion in the minds of ad-
men stems.

5. Reliance on ratings which pri-
marily show audience size. while over-
looking other by-products and qualita-
tive factors of these ratings.

\ common example: In the summer-
tinte, sponsors have been known to hop
on the necks of their agencies because
the rating has stipped. But, the spon-
sor may well be ignoring the fact that
his “share of audience” has remained
the same. or even increased. 1In such
a case. a lower rating is merely part
of the mild slack-off in the summer
months: the program is still pulling
its usual share of the air audience.

Other sponsors, as mentioned carlier
in this report. will sometimes overlook
important factors such as viewers-per-
sel. aundience composition, income lev-
els of audience. and whether or not

ratings on a minute-by-minute or pro-

gram segment basis show that a pro-

gram builds or loses its audience regu-

larly. R

49TH & MADISON
(Continued from page 15)

The importance of the subject matter
is reflected in the prominent position
and space given. However, you have
overlooked the importance of the local
angle . .

The article states “appears to be
turning towards a downward trend.”
I think it would have been better to
have determined the actual trend be-
fore writing the article.

\lso, “to all appearances this year’s
billings will end up somewhere he-
tween minus 5%¢ and level with last
year.” Again, I think the article should
have been delayed until some more
specific information as available and
not base it on “appearances.” The imn-
pression seems that a “possible” dif-
ference of 07 and 537 spells the
doom of radio.

\lco. “some 30 odd broadeasters
and advertising people were inter-
viewed including most of the top reps.”

$60.00 INVESTMENT
SOLD $1,500.00 in floor covering
ViA ALL-NEGRO

WSOK

NASHVILLE, TENNESSEE
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How many in each group? In which
cities are the broadcasters that were
interviewed?  Who from Buffalo? |
think this i~ a flinsy base upon which
to base predictions of sucl importance.

Also, “co-op money gets the local
rate.” This i< not fair to those sta-
tions that have the same rate for na-
tional and local Dbusiness.

Also, “to atiract new business the
stations have been revising their rate
cards”  the inference of which is that
all stations have made a downward
revision of all rates. This all-inclusive
statement is not fair to those stations
which have raised rates in the past
two vears.
Also. on the “sroxsor Speaks™ page
[136] is the heading. *What's wrong
with spot radio?” 1 consider this all-
inclusive statement has a negative con-
notation and is not fair to those of us
who have found nothing wrong with
radio.

The article in no way reflects condi-
tions, for example, at WEBR, which

probably exist at a number of other

stations. For the last 25 years. each
vear’s billing has greatly exceeded the
previous year. So far this year. we
are about 157% ahead of last year

which was the best of all 25 vears.

We are now =erving 33 different lines
of business who have used our facili-
ties without interruption from two to
25 years. Seventy percent of our an-

nual volume is from clients who are

renewing their agreements. Both na-
tional and local billings are the best
ever. With these conditions you will
agree that we find nothing wrong with
radio.

In view of the above, I feel that it
would not only be equitable but also
enlightening to have a companion ar-
ticle covering the viewpoint of the
local stations. Some of the national
agencies now recognize what has been
done locally. If more of the boyvs
would leave the Ivory Towers of Mad-
i=on Avenue and get into the fheld.
they would have knowledge of condi-
tions that are different than most of
them assume exist.

Our national billings are at an all-
time high—as are our local billings.
We have only so much for sale and
what is sold nationally cannot be sold
locally and vice versa. It is also in-
teresting 1o note that even with this
greatly increaszed volume. in 1954 we
gave time and facilities for public ser-
vice having a card value of over £65.-

000, The same will undoubtedly exist
in 1955, Likewise, it is interesting to
note that our volume was not achieved
through double spotting. (Might be a
good idea for vour organization to
make a study of this double-spotting
~ituation. |

Your article also states that a lot of
money has gone into tv that normally
would have gone into radio. This is
no doubt true for the field as a whole.
However. it does not apply at WEBR
and you again overlook the local sit-
uations. As a matter oi fact, we have
had the experience of tv helping ra-
dio. Two problems confront tv: costs
and good talent. I am not against tv
—as a matter of fact, will readily ad-
mit that when the visual and aural
are combined. great potentiality is
present. However. tv will not solve
all problems and it will not pay out
for all who use it. An organization
in Buffalo used tv from the beginning
and got satisfactory results—even from
10-year-old films. Having started in
it, they were reluctant to give it up.
even though costs increased for the
second and third vears. They were
spending well into five fgures and
with a variety of representation and
consistency that gave tv a fair trial.

After the glamor had worn off and
the practical vardstick of values ap-
plied (which iz so often overlooked in
the purchase of tv) it was found that
tv was not paving out. Now. here is
where tv helped radio. Tv educated
this client to spend more than ever
before. And the total spent on tv is
now going—yvou can guess where—in-
to radio—with more than half of the
appropriation allocated to us.

Thanks again for the article which
proves to me, if nothing else. how well
we have done. However. I think vou
will agree that it does emphasize the
need for a companion article covering
local conditions. . . .

WiLLiaM DOERR
General Manager

WEBR. Buffalo

FARM TV
} wonder if yvou have any informa-
tion regarding farm programing by tv
slations. success stories or lists of farm
using such programing.
Noryt Cissna
Asst. Mgr. & Sales Dir.
WTTI . Bloomington

& SPPONSOR'< 1958 'arm Radio and Tv sce-
tiow, in the 1 Novemblier 19354 issue. contalns
up-to-date information on farm television,

advertisers
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The American Society of Composers, Authors and Publishers takes
pride in announcing “ASCAP Music on Records—Your Program Guide.”

Designed to assist broadcasters in building better and more inter-
esting programs for their listening audience, this listing of the finest
music in the ASCAP repertory will be distributed to all the Society’s
licensees on a regular monthly basis.

Each issue will bring to your program director a new category of
music chosen for timeliness, interest and variety, including such features
as Holiday Hits—Seasonal Music—Music About Cities and Places, etc.

The release will contain the title of each composition, its composers
and publisher, the record company and catalog number, and other per-
tinent information.

Watch for your copy of “ASCAP Music on Records.”

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS
575 MADISON AVENUE, NEW YORK 22, N. Y.



S. S. PIERCE

(Continued from page 1)

than competitive brands. In addition.
many Pierce produets, like expensive
fancy-food baskets, are designed as
gift~. Others, a~ previously mentioned.
are stricthy for male consmnption.

Pierec therefore wanted a show that
would appeal to a ~ophisticated, upper
income audience of nien and women.
To ensure reaching this mixed audi-
ence, Cabot scheduled the program in
the carly morning, when botlr men and
women are available to listen.

Why not an andience-participation
quiz. or a d.j. program? Above all,
the 123-year-old firm wanted a show
consistent with its prestige. and repu-
tation for dignity. Its news show is
broadcast by Charles Ashley, a fa-
miliar and respected voice to Boston
listeners.  Pierce felt his comments
have the authority and dignity it was
secking.

“The thinking behind Pierce’s use
of radio aetually goes back to its em-
phasis on personal selling and its be-
lief in the persuasiveness of the human
voice.” sayvs Lugene MacArthur. a e at
the Cabot agency. “An important parn
of Pierce’s sales and merchandising
a weekly phone call opera-
tion to a selected list of customers.
Pierce talks to customers one at a
time on the phone. It cominunicates
with them en masse through its radio
program.

efforts is

“The company felt it would be wiser
to buy a shorter show several davs a
week rather than just one long pro-
gram because it believes in the value
of repetition- repetition of its name
and of it~ <ales messages.”

Pierce feel~ its two-vear as=ociation
with the \<hlev <how has given its
name valuable identification with the
program despite the fact it alternates
~pon~or=hip. “We bhelieve the bonus
of <pon=or identification i< an impor-
Mac-
Arthur <aid. “That’s why we didn’t even

tant part of air <ponsorship.”

consider an announcement ~chedule.”

Snpervising Pierce’s advertising at
Calot are Harold Cabot. president,
and James 1. Summers, vice president
and account snpervi-or,

Company ofhetals most closelv con-
nected with its advertising are Wal.
worth Pierce, chairman of the board:
Wallace

Sidney

Roger IPreston,  president:

Pierce. vice president. and

Zanditon, retail sales manager.
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The firm’s
buih around its two distinguishing
characteristics: quality and service. In
addition. the time- and moneyv-saving
features  of Pierce products are
stressed.

Pierce advertises a

Every week.

“radio special of the week”—one item

priced specially low and plugged only
on the radio show, To test the show’s
pull, it al~o makes special offers from
tine to time over the air.

Recently, for example, it offered a
free copy of Epicure, a booklet con-
taining unusual recipes and a list of
selected Pierce products. plus an un-
deseribed “surprise.”” ‘The offer was
mentioned on six broadeasts. drew
over 3,000 requests from as far away
as \Maryland and Canada.

(The “‘surprise,” incidentally. was
a coupon for a one-pound tin of S. S.
Pierce Red Label Coflee, worth §1.35,
provided the bearer purchased $5
worth of Pierce brand foods in anv
of the company’s retail stores.)

Another test, made last sumimer. in-
volved a four-pound tin of pre-cooked
chicken. The chicken was offered at
$1.62 a tin in three announcements.
i Regular price: $1.72). Sales of 1.250
tins of chicken—or $2,025 in sales-—
were directly traeeable to the radio
promotion.

Pierce exeeutives feel results like
these are justification enough for eon-
tinuing the radio program, now in its
third vear for the company. Pieree is
1reluctant to divulge Boston area sales
figures todayv compared with figures
before the show was bought. hut doe~
sav there has been a steadv increase
over the two-vear span. The 1953
nationwide -ales figure was about $30
million.

Because Pieree foods tend to cost
more than other brands, commereials
particularlv stress the time-<aving as-
pects of using pre-cooked foods and
the money =aved hceause there is no
waste. Phrases like “all cooked and
packed.” “packed in its own delicious
aravy-making broth” “vou save u
hot cooking job, too.” and
“quick-meal specialties”™ are frequent-
Iv used.

long.

Commercials  on Pierce’s  Epicure
magazine usually lead off with a gour-
met recipe —elery stuffed with Rocque-
fort cheese. for example then men-
tion other tips contained in the hook-
let. hike instructions on serving wine.

Pierce’s free expres- and parcel post

rathio conumercials are

service to puints outside Greater Bos-
ton is al~o mentioned often.

Probably the best known of its spe-
cial services is Pierce’s weekly tele-
phone contact program. Over 100
full-time Pierce employees telephone
about 18,000 customers in the Boston
area each week. Most of the calls in-
volve regular customers, but some are
made to lists of new prospects. A
good number of names on the ‘“new
prospect” list mnay be persons who re
~pond to a special radio test offer.

If an old customer is involved. the
Pierce phone contact man makes the
call at a prearranged time, the sanre
time each week, so that the person
comes lo expect and welcome it. The
Pierce man generally starts off with
some chit-cliat about the eustomer’s
family (detailed index cards refresh
his memory). then mentions one or
two weekly specials. Most of those
on the telephone list prefer to do their
<hopping this way, so the salesman
usually takes an order for a week’s
grocery supply.

Phone conversations with new cus-
tomers or prospects inelude an expla-
nation of how Pierce operates and an
offer to send them “This Week at S. S,
Pierce.” a pamphlet, whieh lists spe-
cial values. highlights seasonal items.

Other Pierce services mentioned in
the radio commercials include:

1. Call-out service. Pierce delivers
orders to anyone phoning in, provided
they are over a certain minimum
expenditure.

2. Call-in service. Pierce will make
up an order when a eustomer calls in
and have it ready to be picked up at
the customer’s convenience.

3. Botle disposal service. Company
trucks pick up and deliver bottles:
customer gets refund without ever
visiting a store.

Boston residents sunimer  af
their country homes or take yacht
trips can write in orders, have them
delivered to point= within a certain
di~tance from Boston.

Pieree backs up its radio sehedule
in the \ew FEngland area with 52
week advertising in over 15 news-
paper-. One national magazine, The
Vew Yorker. is used eaech month to
promote S. S, Pierce brand liquors.

The S. S, Pierce Co. was founded
in 1831 by Samuel 3. Pierce. A third
cencration member of the family. Wal-

worth Pierce. is now elairman of the
* * %

who

board.
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ROUND-UP
(Continued from page 69)

cided to make the most of the oppor-
tunity
campaign for

all-out write-in
“Cofleehead.” He sug-
gested that szince the job apparently
required no ability and on work, Lar-
sen was eminently qualified for it and
that it might Le just the thing to get
him off the air. Asked to counuent on
his election to survevor.
would say was. “Myv surveys
most people listen to WEMP.”

* * *

William M. Savitt,
WCCC and Savitt. Inc. (retail store).
both in Hartford, Conn., received this
year’s “‘Qutstanding Boss” award of
the Greater Hartford Junior Chamber
of Commerce. Savitt was cited for
“his progress from a one-man store
35 years ago to a store of 30 em-
ployees in his own building in down-
town Hartford. with tremendous retail
sales today, and an additional 15 em-
ployees at radio station WCCC: his
progressive and humane employee re-
lations and many community contri-
butions have placed him in the highest
regard of his business associates, em-
ployees and the community.”

and urged an

all Larsen
show

president of

* » *

The latest promotion from RCA Re-
corded Program Services resembles a
motion picture fan magazine. The 20-
page booklet, magazine size. contains
stills from “Movie Classics” being dis-

tributed by Recorded Program Serv-
ices.

Each feature film described

the booklet is listed with its cast, play-
ing time, reprints of reviews the filin
reccived whenr it was first issued and

other data.
* * %

KMBC-TV. Kansas City.

switeh to its higher power of 316 kw

i~ due to

trausmitting from its newly-complete
1,023-foot tower about the middle of
this month.

Tower construction was
begun 12 September and,

when this

picture was taken on 28 October, was
nearly completed. Final coaxial cables
have since been under installation be-
tween the antenna at top of the tower
and RCA color transmitter on the
ground.
* * *

Cross-plug announcements hetween

radio and tv stations are hecoming
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nore comnmon. One of the most recent

deals was made in Washington  De-
tween WTTG tv) and WWDC. Com-
menting on the arrangement, Ben
Strouse.  WWDC  general  manager,
said, “One of the reasons WWDC has

grown to a top spot in Washington
radio is aguressive promotion. We've
used other radio stations. newspapers,
billboard-, movie trailors. sandwich:
men, beauty contests, sky writing and
what have you. Why not television?”
he asks. "I even look at it mysell
once in a while.”

% * *

In New York, following the cross-
plug deal between WINS and WABI
(tv)  which was announced several
weeks ago. WPIX (1v) and WMGM
announced they would institute a sys-
tem of cross-plugging talent and pro-
grams of each station. The exchange
promotional arrangement was de-
scribed as primarily on the “person-
ality” basis. with stars of each sta-
tion’s shows plugging stars on the
other outlet.

* * *

Another example of one station
plugging another occurred in Pitts.
burgh recently when the Steel City’s
newest radio station. WILY. saluted
the city’s oldest. KDKA. on KDKA's
34th birthday. WILY slotted “happy

birthday™ announcements to the West-

inghouse station through the day.
»* * *

\ Midwest radio station has bought
time on several other radio stations to
promote its programs. WOW, Oma-
ha, purchased time at regular card

e bty
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pates on ~cven stations in thiree states,
W\ OW

o U
Irovies amd

also  uses 1Y newspapers,
commercials to plug its
s, Radio stations on which
vas bought include KWBLE, Bea-
trie Neb.: KFNF.  Shenandoah.
lowa: WJAG. Norfolk. Neb.: KCIV
Carroll. Towa: KJAN. Atlantie. fowa:
RALAN. Manhattan, Kan.. and KCHLE,
Cherokee. lowa,
* t
\ cross-plug deal has been worked
out between New York Citv's Transit
Authority and WCBN' early-morning-
man Jack Sterting. The six milion
daily subway and surface transporta-
tion riders will see car cards alerting
the riders to tune in *Fhe Subway Sto-
ry”" on Sterling’s show. And Sterling
will discus: human interest stories of
transit workers: give safety hints: tell
how riders can lielp solve their prob.
lems and those of the transit em-
ployees; give bulleting on delays and
interruptions of service to alleviate
waiting time and crowding at stations.
* * *
.\ booklet recounting in picture and
prose the first 30 years of operation
of WCCO, Minneapolis, has been zent

to advertisers from Larry Haeg, gen-

eral manager, Included in the booklet
are pictures with autographs of the
WCCO personalities who have been
with the station over the past three
decades or who werve in an executive
capacity today.

When physicians from 60 county
medical societies met in Philadelphia
last montli. one phase of their conven-
tion included a session on television
programing. The physicians were wel-
comed by Rolland V. Tooke, generai
manager of WPTZ. In the picture Dr.

James R. Whitehall, president of the
Pennsylvania State Medical Society,
and Dr. Dudley R. Walker. president-
elect of the PSMS, hsten to an expla-
nation of camera technique by Calvin

Jones (foreground). WPTZ producer.
* * *
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San Francisco is growing in its im-
portance as a source of national ad-
vertising, according to AM Radio
Sales Co. In announcing the opening
of a San Francisco office. Stanley
Spero.  general sales manager of
KMPC, Hollywood (one of AM Sales
affiliated <tations), said the Bay City
already was an important source of
revenue for his station as well as for
WMCA. New York; WIND. Chicago;
WLOL, Minneapolis: KOOL. Phoenix,
and  KOPIPO, Tueson—other outlets
represented by AM Sales. Ken Carey,
former account execuitve for KMPC,
will manage the San Francisco office.

SPONSOR ASKS

(Continued from page 71)

physical appearance and personal
warmth made the role a natural one
for her. Through years of experience
in addressing groups of women across
the country, she had developed an easy,
friendly. but dignified manner that
equipped her for formal appearances.
The success of the Margaret Rudkin
commercials are today well recognized
among competitors in the premium
bread field. They have contributed
importantly to maintaining the spee-
tacular rate of growth Pepperidge
Farm bread has enjoved, and suggest
that advertising agencies would do well
to take another look at client person-
alities as salesmen for their products.

SINCERITY IS THE KEYNOTE
By Tyler Davis
Te and Radio Director

Dowed. Redfield & Johnstone. New York

[ don’t generally
think that the
sponsor s the
best salesman of
his product—ei-
ther on tv or ra-
dio. But where
sincerity is the
kevnote and vou
have the right
xind of president or executive. then
it's O.K. However. such procedure is
more indicated in an institutional com-
mercial than in a sell on a product.
You mav know that our client. Al-
hert Ehlers. Jr.. president of the Ehlers
Coffee Co.. personally appears in film
commercials for the product. In this
case. we {eel that the genuine sincerity

SPONSOR
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he communicate~ carries it ofl
well. To get an idea of his approach,
here’s what lie says in one commercial:

“Hello. 1’'m Albert Ehlers, president
of the Ehlers Coffee Co. Coffec flavor
is our business. It has been for three
generations.  And we've found that
when a blend of the finest coffees is
‘twin roasted.” the result is a rich.
deep. wonderful coffee flavor. The
double-rich flavor for which Ehlers
Instant Coftee is famous. Why don’t
you try a cup of Ehlers Instant today?
If you don't agree this is the best cof-
fee you've ever tasted. return the un-
used portion of the jar to us and your
full purchase price will be refunded.”

that

When the president of a company
says that you can have your money
back if his product does not live up
to expectations, you know you will get
it back. Such a claim is much more
believable when made in this way than
if an announcer would say it.

Use of this commercial does not
stop with spot airing on video. Twelve
frames from the one-minute pitch are
merchandised throughout the grocery
trade by the Ehlers sales force and by
mail. Therefore, the sponsor not only
handles the commercials but is a prom-
inent figure in the product’s merchau-
dising as well.

GOOD INSTITUTIONAL APPROACH
By Otis W. Winegar
V.P, in Charge of Copy
Foote, Cone & Belding, New York
I do not recom-
mend using a
sponsor to sell a
specific product.
but when you are
trying to do an

—as Ford and
General Foods
did on special an-
1nver<ary telecasts—then a person who
happens to be the head of the company
and can handle himself well on tv can
probably do a better job in many ways
than a professional announcer. He is
the human symbol of what may be re-
garded as a very non-human entity,
enables you to think of the firm in
terms of a single person.

When Clarence Frances. Chairman
of the Board of General Foods. ap-
peared in the corporation’s big anni-
versary show on tv some months ago.
he was most charming and outstand-

29 NOVEMBER 1954

institutional job

He was introduced at the
beginning of the show, made a brief
talk. and acted as the gracions host.
He was completely poised, gave the
fceling that here was a company that
was represented by a man who scemed
very warm and friendly.
respect at the same time.

When llenry Ford II appeared on
the Ford <how. the critics (and 1) felt
that he presented himself quite well.

How effective a sponsor will be on
the air depends on his degree of ex-
perience. his background and his per-

mgly good.

vel inspired

NEWS PERS

sonality. Some companies are headed
by salesmen who might find it easy to
adjust to tv: others by accountauts or
corporation lawyers who are usually
not prepared to go into the role of an
entertainer. A nervous. stiff. ill-at-case
man is not a good representative for
a company—especially on a coast-to-
coast tv network.

It iz usuvally out of hi> line for a
sponsor to be a salesman on radio or
tv, but if the shoe happens to fit. then
he might wear it on the proper occa-
sions.
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Edward G. Gerbic was elected chairman of
the board of the Association of National Advertisers
at its 45th annual meeting in New York. Edwin .
Ebel of General Foods was elected vice chairman and
Paul B. W est was re-elected president. Gerbic suc-
ceeds Ben R. Donaldson of the Ford Motor Co.
Formerly ANA vice chairman and before that its
treasurer, Gerbic also has been president of the
Advertising Club of New Jersey. 1le joined Johnson
& Johnson as a salesman in 1934; now he's v.p,

of J&J in charge ol merchandising and adiernising:

ACTION in translating YOUR

message for the largest Spanish speaking

audience in the Great Sonthwest, . , .

ACTION in top performance and pro
duetion by a skilled staff of translators,
direetors, announcers, uaetors, singers

and nmsieians, | .
George B. Storer. whose purchase of WXEL
(tv), Cleveland, and KPTI (i), Portland, for
$8.5 muillion, and WJW, Cleveland, for $330,000, was
just upproved by FCC, has bought his second uhf.
Pending FCC approval, he'll buy WFTL-TI" and
WMIE-TV, Miami (he'll merge them), for $£335,410.
He's selling KGBS-AM-TI’, San Antonio, to Express
for 83.5 million. Result: {1e’s first to ouwn FCC limit
of seven tv stations, will have am-tv combinations
in Miami, Cleveland, Detroit, Atlanta, Birmingham,
Toledo: tr only in Portland: am only in Wheeling.

ACTIONin putting YOUR produet in
thousands of homes in the San Antonio
area. . . .

WE INVITE YOU TO
ASK ABOUT OUR

PR PR X0 D —

Knowhow

CO-Operation.’ and
On-the-beam

Results

Many national advertisers have success-
fully invaded this profitable market

through KCOR’s superh facilities and
service. . .

J. F. Wolfram. .p. of General Motors and |
general manager of Oldsmobile Div., who was the
first sponsor to sign far \BC TI1”s series of
“Spectaculars” (spoxsor, 31 Vay 1954, page 30),
turned to network radio to help promote the new
1955 models, just out. Oldsmobile signed for 36
five-minute newscasts on 350 ABC Radio affiliates |
four nights a weel: special campaign runs for l
three weelis. During the 1954 selling jyear Olds- "
mobile rose from Tth pluce to Ath place in sales.
Radio-tr budget: Ronghly $4 million.

Some of them are:-

PROCTER & GAMBLE
LUCKY STRIKE
GENERAL FOODS
BRISTOL MYERS
CHESTERFIELD

Norman Knight has been elected vice presi-
dent of General Teleradio. Inc.. and executive

tice president and general manager of the Yankee
Nenwork., Knight will make his headquarters in Bos-
ton and will manage W NAC-4VI-T1 there. Ile
joined General Teleradio atter his resignation as
general manager of W ARD, Du Vont’s New York !
station. DPrevioushy he was vice president in charge of
sales Jor sron~oR and bejore that was Eastern man-
ager of station relations for Mutual. Knight was
educated ot Washington 1 .. St. Louis. l

R. A. Cortez, Pres. |
SAN ANTONIO, TEXAS

Texas' First Spanish Station
Represented by

Richard O'Connell, Nat'l, (tdv. Dr
40 East 49th St., New York 17, N. Y
PlLaza 5-9140
LOS ANGELES — SAN FRANCISCO
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the heart with the

If you have a flair for geography, you probably know the
North Pole is 90° north latitude . . and that the North
Magnetic Pole is some 1,174 miles farther south.

You perhaps know, too, that the geographical center of
the United States is in Smith County, Kansas . . although
the population center is eight miles north-by-northwest
of Olney, in Richland County, Illinois.

On the other hand, if you have a flair for profitable selling
you certainly realize the industrial center of the United
States falls plumb in the middle of our Ohio River Valley
where industries, factories, mills, plants and payrolls are so
profuse we defy any economist to put his sliderule pre-
cisely on the pivot point of all this abounding prosperity.

The pulse of such prosperity is strong. youthful, and a
arum-call for anyone with something to sell to many
buyers. We therefore invite your attention to the fact that
the only medium covering all 116 counties comprising the
configuration of America's industrial heart is WSAZ-TV.

29 NOVEMBER 1954

It would
take a jumbo-
sized directory to
list all the rultiple
indusirial activities that
conirihute to the pulsing, four-
billion-a-vear prosperity in WSAZ-
TV'sarea. Here's a scene at the versatile
Belle, W. Va., Works of the Du Pont
Company where some 4,000 people are em-
ployed in the manufacture of many chemical
products. Fhe payroll at this one plant alone
is about $20,000,000 a year.

- prosperous pulse...

If you want a magnetic pole working for you in this indus-
trial heart . . a persuasive, well-believed influencer of sales
.. you can follow the steps of other successful advertisers.
First. you contact the nearest Katz office. From there,
you’re in good hands.

T E L E V I S I O N

Huntington-Charleston, West Virginia

Channel 3 —100,000 watts ERP

NBC BASIC NETWORK-affiliated ABC and Du Mont

Also affiliated with Radio Stationzs WSAZ, Huntingte “harlest
Lawrence H. Rogers, Vice President & General Ma

Represcnted nationally by The Katz Agency
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Radio Advertising Bureau

We note with considerable interest
that the Broadcast Advertising Bureau
is now called Radio Advertising Bu-
reau. The change is appropriate and
will eliminate confusion.

Not long ago radio and television.
unlike competitive media. had no clear-
ing houses for information and promo-
tion. Today both radio and television
are well served Dby hard-hitting. in-
creasingly effective bureaus. We look
to both the RAB and ThB for out-
standing performances during 1953.

On both fronts. presentations 1o spe-
cific advertiser~ will be made on an
increasingly pinpointed basis.  Many
advertisers will get the sort of sell that
heretofore they have received only
from the magazines and newspapers.

ARF ratings committee

When the Advertising  Research
Foundation report on audience mea-
~urement comes out within a few days
or weeks. the reactions will varv., Some
research firms have already indicated
disagreement and inevitably there will
be researchers who. while agreeing
with the objectives of the report, will
take issue on some specifies.  This
<hould  find agreement,
however: that those who worked so
lrard in its preparation deserve the ap-
plause of the industry.

unanimous

We wonder if there i~ another busi-
ness which could muster o many bus
people for work over a two-vear peri-
od. including perliaps 10 meetings.
Some measure of the difliculty of the
subject matter ean be had from the

124

Ap_plause

Despite our enthusiasm for the job
RAB i~ doing. we'll continue to voice
our hope for a strong mnational spot
urtit within that bureau. Spot radio in
particular needs fast and iundividual
attention.

- L

Spot’s confusing name

One of spot radio’s biggest problems
was neathy illustrated within a recent
Charles M. Sievert eolumn in \ew
York's World-Telegram §& Sun. Charles.
who's one of the most knowing gus
covering the advertising beat. clearly
misunderstood the nature of spot radio
when he defined it as *“You know. those
-ommercials that come in unattached
to put between programs?”™

He miade the refcrence while men-
tioning SPONSOR’s recent article on the
1954 outlook for spot radio (“Spot ra-
dio’s time of decision,” 53 November
1954, page 291. We were immediately
struck by this thonght: 1f a hep adver-

tising reporter misunderstands spot ra-

dio. how mamny company presidents
and other executives removed from
immediate contact with advertising

must share the misapprehension?

Spot radio, of course. is far more
than just a medium for announcements
placed hetween programs. It includes
any form of sponsorship on a selective
market-by-market basis. The client can
choose from a wide range of local pro-
gram types— everything from the d.j.
show to the participation in a cooking

fact that the report went through seven
drafts,

The soon-to-be-published report sets
forth general research standards for
radio and tv audience size measure-
ment. It does not go into the actual
workings of individual research firms.
As originally planned. the ARF com-
nittee was to pro(luce Sul)sequem re-
ports reviewing research practices of
individual firms and analvzing the data
they produce. 1t's to be hoped that
the length of time it takes to prepare
the first report will not deter the ARF
from pushing forward with the orig-
inally planned subsequent reports or
with other studies of a specific nature.
Controlled experiments on the validin
of research methods are needed as well.

The members of the ARF radio-ty

program. And announcements between
programs as well.

When exccutives have the impres-
«ion spot radio or tv is confined to
announcements between shows, spot
suffers. Yet the medium’s name tends
to perpetuate that confusion. Spot is
the trade expression for brief an-
nouncements. 11 is also the medium’s
nare.

Some vears ago SPONSOR  cam-
paigned to try to get the industry to
change the medium’s name to “selec-
tive,” hecause we felt that terin was far
more descriptive. Perhaps we gave up
the effort too soon but “selective” nev-
er caught &n in this country although
it has become widely used in Canada.

- * *

Wanted: failure stories

SPONSOR 1s on the prowl for stories
of advertisers whose campaigns failed
on radio or television. The objective:
to point out why so as to provide con-
structive lessons for others,

Will vou as a reader help us perform
this service? We'd like leads—brief
memos on the kind of failures which
provide the lessons that make for suc-
cess. If you wish. we'll shield the name
of company or agency involved.

It's our hope that leads may come
from advertizers, agencies. stalions.
networks. researchers. They can be re-
cent or go back a number of years—
provided the advertising lessons they
teach hold good for today.

ratings review committee who worked
so long are: . L. Deckinger, chair-
man. Biow: Teddy Anderson, BBDO:
Hugh M. Beville. Jr., NBC; Harper

Carraine. CB> Radio: Donald Coyle.

ABC: Wallace T. Drew. Grev: Jav
Lliasberg.  ABC: Norman Glenn.
DCSS: Robert M. Hoffman. WOR.

New York: Gordon A. Hughes. Gen-
eral Mills: Oscar Katz. CBS Televi-
sion: Howard G. Kuhn. Compton:
William Millard. MecCann-Erickson:
Hal Miller. Biow: Richard J. Pufl.
MB=: Bernard Sherak. K&E: Charles
R. Smith. WCCO. Minneapolis; G.
Maxwell Ule. KSE: Harry D, Wolle.

Colgate-Palmolive.

Thie working committee for the re:
port on standards are: G. Maxwell Ules
Donald Covle: E. L. Deckinger.

SPONSOR
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You actually give Three gifts in one — all for as little as $5
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You give clients and
prospects the ‘¢ Air ad-
vertising Library’’. At
the Iloliday Season,
SPONSOR will send cach
person on yvour list 8
important radio or TV
publications and book-
lets they ’ll use, refer to
and thank you for over
and over again.

(When completing the
form below, please

You give a full year, 26.
issue subseription to
SPONSOR. Starting at
the Holiday Season and
continuing throughout
the new year, SPONSOR
helps your recipients
save time, work, trouble

. shows them how to
cash in on broadeast ad-
vertising’s great pulling
PPOWET . . . BIVES Wi specify whether you wish
ideas they can get from us to send the Radio or

no other source. TV edition of the ‘¢ Air

Advertising Library,"’)

3 You give a handsomely designed gift card
2+ Christmas time.

Aet TO(’(ly w m offer limited to just one station or ageney in each area!
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w going farthest
with the mostest......

KMBC-TV

WITH A GIANT 1,079-FOOT TOWER
(above average terrain) and a 316,000-watt
color-equipped RCA transmitter, KMBC-TV dwarf:
every other television facility in the Heart of
America. The new Channel 9 TV signal is booming
strong and clear into areas never before covered
by a Kansas City station. As a result, thousand:
of additional new television homes are swinging

to Channel 9 for the kind of programming that or
KMBC-TV and the CBS-TV network can deliver.

If you're aiming your advertising message, at
Kansas City and its rich surrounding secondary .
markets, KMBC-TV is far and away the best
place to invest your television dollars. Your Free
& Peters Colonel can give you the lowdown
on the Midwest’s most up-and-coming TV station
Contact him for availabilities.

Kansas City’s Most Powerful TV Station

) [FREE & PETERS, I.\'c.{
Exclusire National Representatites |

Basic Affiliate — CBS-TV

DON DAVIS, Vice President
JOHN T. SCHILLING, Vice President & General Manager
GEORGE HIGGINS, Vice President & Sales Manager

_..AND IN RraDIO, 11's KMBC of xansas ciry
KFRM for tHe sTaTe OF KANSA





