§ um":‘ -. V—L—'--— S, j__—-—ﬂ""_
0% ¢ g
oo 3 “J :A\'A‘

Buy the Mid-Continent Station and you get the
biggest audience in each of these 3 markets
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OMAHA. For 12 consceutive KANSAS CITY. It’s wiam NEW ORLEANS. From 11th to
monthis KOWIl has been No. mous in Kansas City. WIHD I1st among 11 stations in only
1 ... March-April 1955 day- leads in all 3 major surveys a vear——that's the record of
time average Hooper: 43.39%. Hooper (49.59, March-April WTIX, now first " in  New
KOWIL ‘‘owns’’ every single 1955 daxtime average) . . . Orleans with a daytime Hooper
daytime quarter hour in the Pulse and Trendex. And re- of 21.5% (April, 1835). See
Omaha air day. Wide cover- member, WHIB has been under ond station, 1316, An old
age, too, on 680 ke, KOWI Mid Continent ownevship man- New Orleans tradition 1
gets live results for its local agement less than a year, 10,000 giving  way to a new  one
and national advertisers, Get watts, on 710 ke, Talk to for Hstening, for time-buying.
H-R or General Manager Virgil John Blair, or General Man- Chat  with Adam J. Young,
Sharpe to tell you about ager Gearge W. Armstrong Jr. or tieneral Manager Fred
it. about K.C. sales. Berthelson.

-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.



® Horizo e Optional special effect

2 WAYS to present your “commercial”

! / / Now—with RCA's new Special Effects Equipment—you can

‘ ‘have these 12 attention-getting effects right at your fingertips.
You push the button for the effect you want. You swing the
“control stick” (rotatable 360°) and put the selected effect in the
picture wherever you want it. It’s simple, inexpensive—requires
no complicated equipment or extra cameras.

RCA'’s Special Effects Equipment consists of just two separate

\'Qeﬂ \J units; (1) a TG-15A control panel (shown left) and generator,

(2) and a TA-15A amplifier. The Special Effects Panel can be

— inserted in any RCA Console housing. The other units can be
‘h - _ g o 4 = mounted in your video racks. Installation couldn’t be easier.
- - \ R~ For quick delivery, order your RCA Special Effects
' (» Equipment direct from your RCA Broadcast Sales
. ' Representative.
™S

RCA Special Effects Control Panel—with 12 push-
button selection and 360° rotatable stick control.

<

“9 RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION CAMDEN, N. ).




Do tv soapers Will daytime tv continue radio tradition of soap opera or will per-
have a future? sonality shows dominate? One answer to question may come out of
efforts of NBC TV to sell personality shows to P&G. NBC, which has

not done as well as CBS in daylight video, is betting personality
shows will eventually be top daytime fare. Web is attempting to
interest P&G in "Tennessee Ernie Ford Show," "Ted Mack's Matinee." {
At present P&G has following daytime tv lineup: 4 soapers, 2 audience '
participation shows, plus segments of "Ding Dong School." But P&G
is dropping NBC TV soaper, "Concerning Miss Marlowe," 1 July because
of ratings, which were under 6. Story on P&G's daytime strategy
will appear in next issue. For details of P&G's spot operations see
"The Procter & Gamble Story, Part 2," page 38, this issue.
—SR—
Auto web $$ Heavy auto investment in network radio and tv will probably increase
going up next season. Auto makers have been spending with lavish hand in web
advertising. PIB totals show auto network investment last vyear was ;
nearly 339 million, compared with $10.4 million in 1950, top auto
yvear. Sales in 1955 look like they will beat 1950, so web spending
will probably rise in proportion. Among all industry categories,
auto and auto accessory firms have shown one of highest percent ad-
vertising increases (404%) since 1948. For analysis of auto industry
trends as well as those of other big advertisers, see page 35. |
~SR—
Sponsors will Clear indication fee tv will not close door to advertisers was given
be in fee tv in recent debate between pro and con sources at Hollywood Ad Club. i
Paul McNamara, v.p., International Telemeter Corp., told Western ad- '
men toll tv will develop new advertising accounts "that should be
blockbusters." Money spent by new accounts, he said, will compare
with present "enormous automotive accounts." |
—SR—
Would bar web Battle over form fee tv will take would probably continue even if FCC
fee tv shows approves it. Zenith's president, E. F. McDonald, served notice firm
will fight use of fee tv by webs or for existing web shows. McDonald
said CBS statement on fee tv indicated network would "hijack" public
into paying for current shows. McDonald's reference was to statement
of CBS President Frank Stanton, who said: "We regard it as more than
probable that we would earn our share of billions of pay-television
dollars." However, Stanton attacked fee tv in strongest terms.
—SR—
Tv tape may Magnetic video tape, expected to revolutionize programing, may be
be near nearer than previously indicated. NBC earlier this month transmitted
over network lines a color tape show from New York to St. Paul. }
Closed~-circuit telecast was part of dedication ceremonies for Minne- ‘
sota Mining & Manufacturing Co.'s new research labs. 3M firm is work- ,
ing with RCA on tv tape. Program was recorded two days before tele- !
cast. Video tape story in SPONSOR 21 March (see "Video tape: pro- !
l
!

— —

—— mren ewme - ——

graming revolution on the horizon") predicted first commercial use
of tape in 1956.

S'PONSIOR. Volume 9, No. 9, 3¢ May 1953, Publlshed blweekly by SPONSOR Publications, Ine. Executive, Fxlitorial, Advertislng. Circulation Offices, 40 E. 40th 8t., New
York 17. Printed at 3110 Flm Ave.. Baltlmore. Md. $8 a year in U.S. $9 elsewhere. Entered as second class matter 29 Jan. 1949 at Baltimore postoffice under Act of 3 Mar. 1879
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Day radio
tops tv

Auto-plus goes
up to 39%

Shirt firm
bucks tv trend

RTES honors
Hagerty

Says movie
plugs hurt tv

Sunbeam Corp.’s
record year

Radio's daytime audience from 8:00 a.m. to 3:00 p.m. continues to be
larger than tv, reaching peak of 8,346,000 homes using radio between
1:00-2:00 p.m. (NYT), Nielsen reports. Facts were among those re-
leased by research firm at NARTB convention in Washington. Nielsen
figures also disclosed that more than half present daytime audience
is reached by radio in tv homes. Network radio costs-per-1,000 beat
network tv day and night, says Nielsen. Daytime radio cost-per-1,000
commercial minutes comes to $0.79, while web tv comes in at $1.47.
At night figures are radio, $%2.26; tv, $82.71.

—SR—
Auto-plus radio listening (percent of auto to in-home listening) goes
as high as 39% nationally, 56% locally, Nielsen reports. Figures
were released by Nielsen at NARTB convention. Research firm said 39%
figure was reached in March, from 5:00-5:15 p.m. (NYT), when 1,743,000
families used car radios. Peak auto listening period, in terms of
total homes reached in March, was on Saturdays—=2:00-2:15 p.m. (NYT)—
when 2,160,000 families used car radios, representing 32% bonus to
in-home listening. Local auto listening figure comes from Detroit
report, refers to 1:15-1:30 p.m. period on Sundays.

—SR—
Entry of Shirtcraft Co. into spot tv could help break down hostility
of men's wear industry to air advertising if campaign is successful.
Four commercials will promote fall and winter Shirtcraft line on
coast-to-coast schedule. Plugs star sportscaster Russ Hodges, will
feature nylon jackets, washable wool shirts, Milium-lined jackets,
cotton and Dacron shirts. Policy of men's wear industry to steer
clear of air (Lee hats was one of exceptions) is highlighted by fact
that of top 100 national media spenders in 1954 only 2 are holdouts
against web advertising, with one being Cluett, Peabody.

—SR—
Presidential Press Secretary James C. Hagerty was honored not only
by SPONSOR's Second Television Pioneer Dinner but also by dynamic
RTES of New York. Presentation of RTES award was made at White House
last week. During SPONSOR Pioneer Dinner Hagerty commented that White
House is receiving flood of letters re air coverage of President al-
most all of which use this phrase: "Thank you for bringing the Presi-
dent's press conferences to our living room."

—SR—
Use of movie stars and movie clips on tv is unfair to advertisers,
says Murry Harris, p.r. director, A. C. Nielsen, N. Y. If only one-
third of viewers to tv variety show's "salute" to movie studio would
see 2 of the pictures promoted, result would be loss of 60 million
viewer-hours to tv, Harris computed. His statements were in answer
to Sponsor Asks guestion: "Are the movie companies getting a 'free
ride' on tv?" Answers appear on page 62, this issue. Disagreeing
with Harris were Ted Cott, general manager, Du Mont o&o stations:
Jerome Pickman, v.p., national ad director, Paramount Pictures, N. Y.

—SR—
Appliance-making Sunbeam Corp., which has fought "discounters" tooth
and nail with such advertising weapons as schedule in NBC TV's spec-
taculars and the "Today-Home-Tonight" trio, just wrapped up banner
sales year: $90,119,826. Last year's figure: $78,249,048. Sunbeam
is only large appliance firm that has managed to maintain firm,
well-policed dealer franchises.

(Sponsor Reports continnes page 111)
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WPEN
Shows the greatest rating increase
of any station in Philadelphia*

WPEN
Shows the greatest share of audience
increase of any station in Philadelphia*

*pulse Jan.-Feb.'55 Represented Nationally by Gill-Perna, Inc.
pulse Jan.-Feb.'54
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The top 10 advertisers: before aud after (v

A review of the top advertisers shows that they are putting more and more of
th ad budgets into the national air media. A comparison of their budgets
and the percentage allocated now and in pre-tv 1948 proves the point

The Procter & Gamnble story: part 2
SPONSOR this issue explores the P&G approach to buying spot tv and radio

time. The article reveals that while P&G's is indeed a ‘slide-rule” buying
operation, agencies are free to interpret buying needs on a common-sense basis

What happeus wheu (v hits a wmarke(?

Results of an extensive NBC TV test on a market, before and after tv, gives
good insight into the effects of tv on buying habits, brand identification

Spot radio wmust list its customers

A major problem in buying and selling spot radio remains unsolved. It's still
the only medium without a full publiched list of clients

“The wmiracle of televisiou™

George Abrams of Block Drug gave guests at Television Pioneer Dinner a re-
vealing picture of his firm's first five years in tv.

Blow-by-blow story of a tv test: week 16

Sales are up 131%, over same two weeks last year for B&M test products in the
first half of May. Gain foi the brown bread is 1,200%,

Spot helps build au orauge juice revolutiou

The second orange juice revolution in 10 years may be abooming. The product:
fresh oramge-juice in a milk-style waxed container. Two ex-agencymen pushed
one of the fresh juices, Golden Gift, on a heavy diet of spot radio and tv

Bostou car dedaler sky-roeketed with radio-tv

Personality approach boosted cor sales 600%, made Ma Levin's Homestead
an

3 best known car lot in the Hub City. Ad budget is almost 75%, air media

Blow-by-blow story of a (i test: week 18

SPONSOR will continue to report the results of Burnham & Morrill’s tv.only test
in a single markat in Wisconsin. Six-month test will be sompleted in July

The Procter & Gamble story: part 3

P&G's approach to daytime network radic and tv, a facet of its operation in
w are now bering hammered out, will make up third P&G article
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THIS COUNTRY BOY IS GOING TO TOWN!

* Asasinger, Eddy Arnold has aunique and power-
ful hold on the entire American public. No one,
butnoone, tops him asa phonograph-record seller.

* Now Eddy is going to town on TV with his new film
musical “Eddy Arnold Time.” He is supported by
ahuge cast—including Betty Johnson, The Gor-
donaires, Hank Garland, and Roy Wiggins.

26 half-hours, beautifully filmed and imaginatively
produced, now in the can.

We respectfully submit this as the finest example

of a filmed musical ever made for television.

“Eddy Arnold Time’ is one of the fastest-selling
shows in TV... 75 markets already snapped up.
If yours is still available, HURRY'!

“"EDDY ARNOLD TIME"

For booklet, prices, audition
film — write, wire. or phone

-— o e

75 East Wacker Drive, Chicago |, inos, rronkua £-4392
New York Office: 16 East 415t St,, LExington 2-1791
Hellywood: Tom Corradine, 5746 Sunset Bivd., HOllywood 2-4448



STATIONS

arc powerful enough

and popular enough

to register audiences

in radio survey ratings
of both Los Angeles and

Son Diego.

Of these top four,
KBIGis

® the only independent
® the least expensive

® the lowest cost per

thousand families

KBIG

Tthe Catahna Sistion
10.000 Watts

740 OND.YAOlUl
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JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hollywood 28, Colifornia
Telephone: HOllywood 3-3205

Not. Rep. Robert Meeker & Assoc. Inc.

I'imebmy
Al work

Robert Luclkie, Robert Luckie & Co., Bir-
mingham, Ala., says that davtime radio *‘is one of the
best buys in advertising today. This is particularly
trie in any selling beamed at a women’s audience—
and women are the key to most consumer selling,
Radio saturations make good sense to us. You
reach a certain audience regardless of time involved
and the extremely low cost-per-impression makes this
medium attractive to us. In selling radio to clients,
we've found it helpful to translate audience retings
into terms of specific thousands of people. For
cxample, businessmen who can visualize a foot-
ball stadium with 48,000 people in it cannot discern
the meaning of 9.1 rating. Ir’s surprising how few
radio salesmen talk in terms of people.”

Aubrey Willicuas. until recently radio-tv direc-
tor at Fitzgerald Advertising, New Orleans, is now a
partner in his own agency, Brinckerhoff and Williams,
New Orleans. In radio and agency work since 1939,
Williains had this to say to sPONSOR on the subject

of media specialization: “Specialization leads to
spirited competition for new media ideas. Orer-all
buying plays to man's weakness for ‘taking the

casy way out’ . .. split it up, instead of working to
find best allocation of funds. No man can know
enough about all media to buy it intelligently. To
supervise buving? Maybe. To actually buy? Not in
my opinion.” WWilliams believes that marlket selection
should be done on the basis of sales, potential sales,
relative cost. New markets, special problem marlkets
are exceptions, however, in IWilliams’ opinion.

Mary Elizabeth Loeber. Brisacher, Wheeler
& Staff, San Francisco, bhelieres that “rating
services and audience measurement studies are
necessarily our most important tools in radio and
te time buying.” She adds, howerer, a word of
caution in their nse. “Ratings are used only as an
indication of the relative standing of stations in
a market!” In buving time for sucl accounts

as 'an Camp Sca Food, PictSweet Frozen Foods,
California Dairy Industry Advisory Board and
others, she tries to judge stations on several levels:
rating, coverage, merchandising and client
advertising goals. She buys only radio and tv
media, feels that “the advantage of specialization
is the opportunity to devote full time to a
complea, rrer-changing situation.”

SPONSOR




All seven of the enterprising newsmen you see here. These five
reporters and two photographers write, edit and inform a four-state
area seventeen or more times daily for KCMO radio and television.
These alert men are eminently qualified to keep the Midwest posted,

W h O / S too; for all are journalism graduates, reared in this region, and

they know just how listeners and viewers like their news.

' n 1‘ h e As far as we know, KCMO is the only station in the United States

to receive both the National Association of Radio News Directors’
| ? Distinguished Achievement Award and the “oscar” of journalistic
l‘ ' e W S H awards, the Sigma Delta Chi award, for radio-television reporting.

But, most gratifying are the reports we get from enthusiastic and
widespread audiences so loyal to KCMQO'’s up-to-the-minute

newscasting. They all tell us we're the No. 1 news station.
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From the
February 28th
broadcast of

I LOVE LUCY
over the

CBS Television

Network

ETHEL:

LUCY

ETHEL

LUCY

You didn't ask the price.
Ethel, you don’t ask the price in a place like this.
You don’t?

Of course not. You wait till they turn their backs

and then you sneak a look at the price tag.

If there are still some advertisers who are intimidated by

television’s dimensions, we'd like to put them at their ease.

Despite the obvious impact of the medium, its tremendous
audiences, and its hold on the attention of the average family
for over five and a half hours a day, today’s television

advertiser is a shrewd shopper.

He wants to know if he is getting consistent, cumulative
sponsor identification. He’s no longer dazzled by mere size
of audience. Like any other shopper who likes to know what
things cost, he looks very sharply at television’s price-tag

—its cost per thousand customers reached.
And the values of television easily bear inspection.

The average cost of reaching customers with an advertising

message on network television is $1.23 per thousand.

This is at least 54% less than any combination of printed
media would cost to deliver a message to the same number
of people. And television reaches larger audiences than any

other mass advertising medium.

We'd also like to report that the average cost per thousand
is 87 lower on CBS Television than on any other network,

More viewers for less money is implicit in the cost of an
advertiser's message on CBS Television —a price-tag that is
manifestly attractive to advertisers since they commit more
of their advertising investment to CBS Television than to

any other single medium in the world. CBS TELEVISION
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* This Is
AN STRATEGIC
AIR
COMMAND

Definitely! When you
buy station KPQ, Wenat-
chee, Washington, you
COMMAND THE AIR
— STRATEGICALLY —

around the rich Wenatchee

Valley and the fast grow-
ing Columbia Basin farm
arca.

That’s because we serve
a captive market. No out-
side stations interfere be-
cause we're surrounded by
7,000 to 9,000 ft. moun-
tains. No TV stations here,
either. Buyers for adver-
tised products can’t escape
your sales message on
KPQ.
% Nearly a $3,000,000

/J market
% Sales Performance
160% above national

average
* Per Capita Income

P

. 16 above national
arerage

Y]
1 g\} In Our 26th Year!

1
WASHINGTON

REGIONAL REPRESENTATIVES
Moore and Lund, Scattle, Wash.

NATIONAL REPRESENTATIVES
Forjoc and Co., Incorporated

— =

by Bob Foreman
*New school” of animation too highbrow for tv

For some reason, unapparent to me but probably obvious
to those with a psychiatric turn of mind. a misplaced sense
of whimsey Is commonplace among agency personnel. [et
me give vou an example. A chap | know, an account man,
was attempting lo sell a series of advertisements to his client.
Prominent in the layouts, as there had been for a quarter of
a century, appeared a trade character.

In going over the copy, the account man kept referring
smilingly to the character as “your little gremlin.” Ilis tone
made 1t clear he thought the symbol was less than superb.
Shortly after the mecting, the client made it clear that he
thought the account man was less than <nperb. My friend is
now working on another account wherc he will create more
whimsey until the axe falls again. This joker laughed him-
sclf off mmore accounts than most agencies ever handle.

Attempts at whimsey plague the creative stafls of agencies
too. Here the harm is less direct but equally resultful. For
example, many radio and tv copywriters fancy themselves
jokesmithe. Wherever possible, they preface their commer-
cials with funnies. The viguettes they design for spot lead-ins
contain simulated hoffs. Their dialogue 1= interwoven with
wisceracks.  And, generally speaking, such inclusions make
copv weak. irrelevant, and unnatural as well as unfunny.

Which brings me to the tv art boys and girls. Before ma-
ligning this group, I wish to state that T am generally most
sympathetic to them. This stems from the fact that T have
long had as real an interest in the visual arts as did Lord
Duveen or Andrew Melon (though [ must admit 1o some
fewer dollars with which to pursue thix Muse). In addition I
believe T was instrumental in setting up what is reputed to
be the first ageney tv art department—that is. one completely
emancipated from the Picassos of print.

[fowever. 1 have noticed in recent month: a tendency
among storyboard artists (and nightly you can see the results
of their new thinking on television) to crcate animation of a
decidedly “moderne™ =chool. T refer to what may be best
de<eribed as the McBoing-Boing technique. It's an ultra-
bizarre tvpe of drawing which leans more heavily on the
New Yorker than it does on Disney. It derives its humor. if
such there be, from grolesqueness and naivete.

[t i~ my belief that this style of animation, in contrast to

(Please turn to page 08)
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This week ERNIE KOVACS brings his antics

(and his friends) to WABC Radio

From 6 to 9 in the morning (Sundays excepted) Ernie Kovacs

will be turned loose at WABC. Result: a wild, wacky combination
of nonsense, music and news that will attract more people

than we ever thought got up that early.

And Ernie will keep his early-bird sponsors smiling because they got
there before the competition. Be an Ernie bird, too. It pays!

WABC - Radio - 770 - New York

Represented nationally by Edward Petry & Co., Inc.
New York, Chicago, Detroit, St. Louis, San Francisco, Los Angeles.

TH
A.M.




READY
AND
WAITING!

N
WFBL—Syracuse Market Surveys
have been completed covering:
Cooked Cereals Coffee
Dry Cereals Instant Coffee
Cleansers Spaghetti Sauce
Detergents Baked Beans
Liquid Detergents Non-Fat Dry Milk
Soft Drinks Salad Dressings
This information is
available to YOU!
contact

FREE & PETERS
for details

ALL K W FBL has been

Syracuse’s
Number One
radio station

since 1922

th and

o MADISN

sIuNsUR tnvites lellers to the editlor.
vediess 40 ko 14 Nt New York 17

STOT RADIO

I would like to tiank vou—on be-
half of our client as well as the agency

for the excellent job you did in eov-
ering the Virginia Dare Wine spot
radio campaign. (sroxsor, 4 April.)

It i~ our fecling that spot radio rep-
resent= a tremendous opportunity for
clients. big and :mall. and yet the
medinm is too ofien neglected today.
SPONSOR apparently shares our inter-
et in thiz problem.

I have heard it <aid before. and it
hears repeating, that it is too bad spot
redio is not a brand new medium. Be-
cause, if it were. media buyers would
be stampeding for the opportunity to
buv in.

Thank vou and your staff for the
interesting. informative job you did.

Davin J. ManoNey
President

David ]. Mahoney, Inc.
New York

WHERE'S MY SPONSOR?

| enjoyed your Winnie-to-Damm-to-
Feniger anecdote. 1t suggests a possi-
ble explanation for what has been hap-
pening to my copies of SPONSOR.

An iscue arrives, | hypothesize. Let’s
sav the issue in question is only a week
late in getting to onr mail desk, which,
by the wav, is also our receptionist’s
desk. Our receptionist. name of Nan-

¢y, sorts the mail. puts mine in a neat

little pile on the far left. and leaves it
for my secretary. who quit last Janu-
ary to raize buildings.

In due time | come along and pick
up my mail. No spoxsor. 1 am deso-
late. 1 go ont to the airport and search
cach incoming plane. 1 find two cop-
iez of Broadcasting. an old Whiz Bang,
and my Dbrother Bob. who has been
missing for weeks. 1 am delighted
to find him (he can now return my
weed-killer) but my joy soon curdles
as 1 recall the purpose of my trip.

I retnrn to the office. While I have
heen away another mail has arrived
coutaining another issne of sroNsor
(the one bhefore the one referred to in
paragraph two; it had been missent

(Please turn to page 10)
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in the best family tradition

There’s nothing ordinary about the Minneapolis-St. Paul area. Within a six-mile radius thrive the first,
second, fourth, and fifth largest cities of the entire Northwest. Yet the four biggest newspapers COMBINED
cannot reach all the folks who invite WCCO-TV into their homes every day.
For WCCO-TV is part of the Northwest family tradition. It’s the television station with the most quarter-hour
wins for the past 27 months in a row. March* found the same pattern: 11 of the top 15 shows on
WCCO-TV, and 70% more quarter-hour wins than the second station. (522% more than the third).

Take your plaee in the Northwest family eirele

.. . with WCCO-TV.

*Telepulse

WCCO-TV

The other member of the family
MINNEAPOLIS-ST. PAUL

CBS .g,‘i"' ity
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WBC RADIO STATIONS —
DELIVER 26%* MORE HOMES
THAN ANY OTHER COMBINATION
OF STATIONS IN THESE
MARKETS

WBC TV STATIONS—
FIRST IN 4 OF THE 9O
MILLION-SET
MARKETS IN THE U.S.

In Boston, WBZ+WBZA, 51,000 watts, the only N
England station with primary coverage in all six stat
In Philadelphia, KYW, 50,000 watts, delivers Ameriu;
third market, covers 1,160,900 homes in 36 counties.
In Pittsburgh, KDKA, 50,000 watts, sells strong in 1
counties where 8 million people spend over 7% billis
dollars annually.

In Fort Wayne, WOWO, 50,000 watts, covers 69 ri
countics in Indiana, Michigan, Ohio. $4,499,760,000 ret:
sales last year.

In Portland, KEX, 50,000 watts, Oregon’s only to
powered station, blankets the Pacific Northwest.

In Boston, WBZ-TV, Channel 4, New England’s first 'I"
station delivers America’s 6th market, 1,267,223 homs

In Philadelphia, WPTZ, Channel 3, gives a clearer pictt
to more people over a wider areca than any other Pen
sylvania station.

In Pittsburgh, KDKA-TV, Channel 2, Number one T
station in western Pennsylvania delivers Amecrica’s &t
market, 1,134,110 TV hoines.

In San Francisco, KPIX, Channel 5, Northern California
pioneer TV station delivers America’s 7th market,1,159,03
T'V homes.

That’s why no selling campaign is complete without the WBC stations. Put WBC in your plans.
Call any station, or Eldon Campbell, WBC National Sales Manager, PLaza 1-2700, New York.

*Niolnen ( overage Service  nighttiune
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WESTINGHOUSE BROADCASTING COMPANY, INC. {

WBZ + WBZA ¢ WBZ-TV, Boston; KYw  WPTZ, Philadelphia; KDKA ¢« KDKA-TV, Pittsburgh;
WOWO, Fort Wayne; KeX, Portland; KPIX, San Francisco !

KPIX represented by THE Katrz AGENCY, INC.
All other WBC stations represented by FREE & PETERS, INC.



40 E. 49TH

(Continued from page 12)

to the Milwaukee Journal). But Hen-
ry Kaufman. en route to Silver Spring,
erabs the issue. thinking it is Broad-
casting; on the plane he discards it;
barely able to conceal his disappoint-
ment, and it falls into the hands of mv
wife, who is also going to Silver
Spring to look for slip covers. She,
thinking it is intended for my brother,
and nol knowing that he has been
found, gives il lo a passing insurance
salesman who has an appointment with
me thal very afternoon to sell me some |
cuaranteed-delivery-of-magazine insur-

ance. He. of course, is keen enough

to see thal if he gives me the magazine,

it will only build up my sales resis- !
tance, so he slyly drops it into the cor-
ner mail box. figuring it will never
1cach me. The postman collects the
magazine, notices the name on the la-
bel, and drops it in my office the same
aflernoon; he has an appointment with

me to see if 1 can’t put a little less
steam in the mail-order ads 1 have [
been writing so the mail they create
will be a little less heavy during the

period when his corns are hurting.

LEADS ALL SPANISH STATIONS IN SAN ANTONIQ ! cerce readily (amihing to get rid

of him and get at my spoNsor!). But
the WMT ad has already been torn out

DUFFY

KCOR has more than TWICE as many listeners (per average of by the insurance salesman. So [ throw
daytime ) than Spanish Station B the book away.

THEODORE D). MANDELSTAM
KCOR has nearls FOUR times as many listeners (per average of ‘ Henry ]. Kaufman & Assoc.

Washington, D. C.

daytime)r than Spanish Station C

® Ageney account man and copywriter Mandel-

KCOR I 293¢ 5 o . stam  (wha does the WMT trade papee ads) is
ws aver 33 more Listeners (per average of daytime) than aroused by a letter recently published by SPON. |

5 . g . 5 5 . g = o SOR (21 Mareh) telling about the steange rout-

~pani<h Station 13 and Spamish Station C COMBINED! ing of one subscriber’s 7 March SPONSOR. This

issune was filched froam the cuhseriber's alliee,
rewd on a plane to New York and retuened to |

Su'vcy Subscfibcd to by a“ Spanish Stat;ons in the suhseriber by an ageney man who found it |

on the plane, |

February, 1955 |

rite {or copy of Beldon Survey

ADVICE TO SPONSORS

oAk ok ok ok ok Kk Kk Kk ok ok * k Kk K [ just finished reading your article
* in a recent sPONSOR, entitled “Advice |
* CATIN AMERICAN MARKET FACTS * to the sponsor abont to choose a tv '
* Do o ahe Latin American market of San * Haoul . Cortez. President agCllc)",, |
* , ¢ Spamsh Speak and ity * This article was excellenl. I am sure ,
. nervicws made for " that if more advertizers followed the |
. " suggestions as enumeraled n your ar- '
. HAVE TTOMI RADIO 1N WORKING ORDTR 910 . ticle, all of us connected with this
X AL MO R ok 0% business wonld benefit.  Congratula-

HANT W ASTTING MACTHNE - #19, S A N A NTONI1IO tions on a jol) well doune!

AT S TOMOBITT OR ITREC R 629, * Texas' Firsl and Most Powerlul Enpwarn J STERN
* HANVE BADIO N AL TOMORIT ) * Spanish Language Statien e T

CAMONG AL T OWASNTRS) 020, Represented Nationally by

* (1AW 1090, * RICITARD Q'CONNEDT, 21V Tv l’rogmms

WA OO AR BVING TTOMI 0B, * Dora Clayton  Agency—Atlanta Export Division
* * Cincinnati

X ¥ X ¥ X % % X X ¥ X ¥ x % ¥ (Please turn to page 85)

SPONSOR
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You need LINCOLN-LAND
for your positive coverage
of NEBRASKA

KOLN-TV and Lincoln-Land are
necessary to your coverage of
Nebraska for these cogentreasons:

1. KOLN-TV’s transmitter

is located in the center of an
agricultural domain which
grosses $520 million a year and an
area bustling with hundreds

of stable industrial plants.

2. 76.2% of KOLN-TV’s families
are unduplicated from the east.
This represents 157,000 families
with absolutely no class A or

B signal from that direction.

3. Based on class B contours,
KOLN-TYV has the widest coverage
of any station in Nebraska,

with more unduplicated area than
any other station in Nebraska.

4. Lincoln is the state’s great
retail sales hub and
Lincoln-Land as a whole
gives you $730 million in
retail sales per vear.

—e————
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'SH GROWTH OF INDUSTRY IN LINCOLN-LAND

Area’s cconomy balanced between one of nation’s most prosperous agricultural belts—

grossed $534 million last year—and burgeoning “blue chip” industrial plants

e 1hese are the hard and salient facts
g v of Lincoln-Land
a market which has all the ingredients
lid. stable buving power:

The General Pictnre

¢ has heen a dvastie <hift m the
oms of the area <ince about 1918,
Wlile the econonn ix =l predomi-

nanth  agricultural. 3t is becoming
rapidiv: - balanced with a  diversified.

~table-ty pe industrialization,

Because of the intense level of niech-
mization on the farms and the in-
creased acreage per farni two things
ave happened: (1)
trend i< urban at an uncommonh ac-

the population

clerated pace and 12) emplovment in
the area 1= now two persons ou the
arm to one i industry. Just four
cars avo s ratio was 3% o 1.
Fapauding indnstry in Lincoln-lLand
absorhing a hoge scgment of the
population drift.
Two-third< of Nehraska’s popnlation
concentrated in the eastern section
the ~tate and Lineoln-Land lies in
the heart of this concentration.

The Industrial Feononn

Fhe avea served by KOLNSTY con-
nost of the state’s mannfacturing
lant<. There are over 330 of them
d ol o remarkably diversified natire,
\ large portion of the plants are
tanch operations of highhy-skilled in-
dustries such as precision tools and

mechantans, electrome  eqnipwment.
cquipinent, cte. HY

~oa great center of farm equipment

pliarmacentical

and  Dilding  materials

hing itndnetry has heen

b lren ot trides throneho

rrowl} e of -

breaking every record in the history
of the company.

\nmong the citiex, apart from Lin-
coln. that are bhenefiting from the
ared’s dvnamic industrial parade are
Grand Island  (incidentally, also the
world’s Targest inland stock market) ;
ITatsines. Beatrice. Fremont. Colum-

bus, IFairbury. Seward and York.

The Agricultural Economy

Lincoln-l.and ranks as one of the
most productive and prosperous agri-
cultural =ections of the U, &,

The average =ize of a Nebraska farm
i~ 00 acres and the income per farm
ranks eighth among the states.

The farm and cattle economy within
Lincoln-Land i< highlv diversified.

astern Nebraska has more ground
waler than any other state in the na-
tion adding up to billions of acres
and giving the section the nation’s
most economical form of agriculture.

Most of the state’s wheat is produced
within  Lincoln-Land. It brought a
cash value of §71.000.000 in "33

The farmers in counties served by
KROLN-TV. in January of the =ame
vear, had 792,000 dairy cattle repre-
senting a dollar value of $131.000.000,
and §13.000 beel cattle, vepresentling
a rash valie of £138.000,000. Over
$10.000.000  worth  of  hogs
through the feedlots in 1953,

Sales management eredited Nebras-
ka with a farni gross of £1,100,000.000
for 1953, Around 6077 of this acerued
front comties within Lincoln-Land.

Electrification on Nebraska farms is
practically 1007,

went

Lineoln-Lancaster County

Population analvsts rank Lincoln as
oue of the nost steadily growing eities
The eitv’s home
Lancaster, has also had a

e the minddles est.
connly .,
Sturdv growth within the past ceveral
vears. Lincoln i< headed for a tally of
125.000 people by September 1. 1955,

Lincoln alko ranks as one of the

fastest growing retail centers in the
country. Thev come from 40 surround-
ing counties to ~hop there and national
merchandisers agree that the quality
of goods carried in Lincoln stores ix
~uperior to that carried in many larger
cities. Thi~ appraizal ix borne out by
customer-source data gathered by Lin-
coln retail stores. The Sales Manage-
ment issue of March 55 ranked Lin-
coln as 20th in the list of all American
cities with the largest percentages of
incceased retail sales as compared to
the previous vear.

Lincoln took on a definite indusirial
complexion with World War 11, The
city’s industrial growth has been rapid,
especialhv the past seven vears, In
1940 onlv one in 10 persons in Lincoln
had a job even remotely connected
with industryv. In 1955 one out of
every four Lincoln johs are tied in
with indu=try. In that time the popula-
tion went up >077.

The major plants in Lincoln are
Goodvear Rubber, Elein  National
Watch Co.. Western Llectric. Cashman
Votorworks, the Burlington  R.R.
Shops, Gooch Milling and Dealrice
Foods Co. Goodyear keeps doubling
the size of Q= plant every two vears
and had a S3-million payvroll in 1951
Flgin in 1951 had an 28.000,000-pay-
voll. It now emplovs 2,100 people,
compared to 200 a few vears ago. The
Burlington shops, making hoxears. em-
plovs 3.300 at premium wages.

Lincoln 1= almoest an autonomous
unit in the matter of economv. A sub-
stantial percentage of the residents are
of the white-collar class employed
the State Capitol. the University of
Nebraska. Nebraska Weslevan Univer-
sitv. Federal. State and County jobs
and home oflices of 32 insurance firms.

Lincolin is importam as an Air Force
Base. Thix installation will by Janunary
1955 add 12.000 10 Lineoln’s popula-
tion. $21 million to the city’s payvrolls
and about $25 willion to local pur-
chases of supplies.




ELGIN’S $8 MILLION PAYROLL

Watch co. employs over 2,000 in 312,000 sq.
ft. Lincoln plant, 959% of them Nebraska-bred

WESTERN ELECTRIC—LINCOLN

Employs over 1,000 in manufacture of extra-
precise equipment for Bell Telephone System

GOODYEAR EXPANDS IN LINCOLN

Attracted here by high quality of labor, firm
just added 100,000 sq. ft., costing $1 million

=~

Nebraska™s farm and industrial
wealth has boomed during post-war years

Governor Victor E. Anderson, of Nebraszka, in a stalement

e~pceially prepared for this market study, declared:
“Ncbraska’s futnre lias never been brighter, from the stand-

point of both agriculture and industry. Always a foremost

componen! in the parade of farm states of the great agricul-

HASTINGS MAKES MANY THINGS

Among great varicty plants is Kieckerfer Con-
tainer Co.; makes 250 million milk cartons a year

tural regien knawn as< the middlewest. Nebraska in post-war

COV. ANDERSON years has taken even greater strides.

“Highly mechanized farming, ~cientific soil management and
onservation and a vastly stepped-up program of irrigation has increased Nebraska's
igricultural productivity to the level where it ranks sixth among the states of the nation,

“At the same time, this mechanization of farming has made available to expanding
ndustry in Nebraska thousands of mechanically-skilled. stable and quality-task workers.
A number of eastcrn ‘hlue chip® firms who have located plants in Nebraska have been
nost impressed with thiz superior labor force, as measured by consistent 1aises in pro-
liction standards and quotas.

“An exciting potential development looniing on Nebraska’s industrial horizon is the
xcellent possibility of location within Nebraska of a nuclear reactor plant for the pro-
luction of electrical energy and many important by-products. Nebraska i< one of several
‘tates under consideration for such a plant, the location of which could step up the
ndu~trialization of the state by many times.

“It will also result in many value by-products which will become of considerable
mportance to both industry and agriculture.”

PLEASE TURN PAGE FOR MARKET DATA HIGHLIGHTS

COLUMBUS—FARM EQUIPMENT

Behlen Mfg. Co. (above) among this Neb. city's
big manufacturers of farm steel equipment

.
")"45- ' i ,
" Facias- ) p FL

R -
FAIRBURY WINDMILL COMPANY

Is prominent along Fairbury’s many farm service
industries; atso a noted food packing center

HORMEL PACKING IN FREMONT

Geo. A. Hormel Co. employs 1,000, with pay-
roll over $4 mililon; also fabricated steel center

STORECRAFT CO.—BEATRICE

Makes large share of a!l midwest's store fix-
tures in city of many skilled-labor industries

TN W
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183,000
1.3106
bt 1.278

29,718,600

113,000

3.313,000

It . HOUSEHOL)D AND DADIO SALLS.

3.832,000
A156,592,000

$ 19,851,000

CHONS DO ARS TROM T ADMING 2320, 476 000
1AM FAMILIES 603,815
1By
\ B \ J‘h virop d Xl ', I\()I\-
27 miles west of Lincoln  covers
% of th A ka’ wulation, plu< th

KOLN.-TV PROMOTION p»

PROMOTION MOLDED
TO CLIENTS' NEEDS

Observe on the opposite
page what Omaha ageney
men have to ahout
NOTNCTY S for
coing all out in =npport-
g an advertiser’s cam-

~ayV
record

paign. These ageney ex-
ccutives speak from per-
sonal experience.
KROLNTN s approach to promotion aud
point-ol-sale merchandising s amthing bt
a4 rouline nature.

CIEAITAY J3 A Y

It tailors the ideas and
material to cacl advertiser’s campaign,
e services of the Promotion and Mer-
mdising Department, under Graham Jeam-
o s direction, include:
Program listings in 314 Nebraska and
thern Kansas newspapers and TV Guide.
with are-personalits: Invline and news feature
tories 1 these publications, plns the “Shop-
prme News” (e at right)
Display advertising i several of arca
with spousor’s identity inchided,
Herchandising promeotions  letters to
ler~c pimbo poscards, counter cards, win-
stuffers: placards and display
Vo a <tation merchandising letter
! agencies, distribntors
Air  conrtes

On-the cements vig

Display Material downtown windows
for special display<; also on sales floor.

Copin
~'/ Gverzatsed
Cirevdutipa

" Shopping News|

I’romotingl;[A’COLzV-va great Shopping Center |

1

1210 P STREEY, LINCOLN, NEBRASKA

TELEPHONE 5-3555

NOVEME

KOLN-TV FAVORITE 'KIDS’ SP

5:30—Monday thrs Friday FUN AND ADVENTURE S
OSSN R0 EVERY DAY ON CHANNEL
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AGGRESSIVE IN AUDIENCE AND POINT-OF-SALE PROMOTION

Viewers in Lineoln’s liome county, Lancaster. are kept fnl

Iv apprised cach week of

program and personality doings thyough the front page of this Shopping News, whose
cironlation i~ now aronnd 70,000, KOLN-TV nees several devices, systematically and

imaginatively, to tie in dealers wih national and regional

spot campaigns.
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SUCCESS STORIES SUCCESS STORIES

A FETZER STATION

AGENCY EXECS, CLIENTS ENDORSE KOLN-TV'S EFFECTIVENESS

(The following comments by agency men and advertisers who have bought and used

KOLN-TV 1were obtained in personal interviews by Sponsor Presentations, Inc.)
Milton J. Stephan, partner and radio-tv director, Allen & Reynolds, Omaha: By moving its LRI
transmitter west last sunnner KOLN-T\ created the rest of the worthwhile Nebraska market. Qur
regional accounts are reaching thousands of homes they had never reached before. The retailers of
the three accounts we have on KOLN-TV  Fairmont Foods. Supreme Bakers and Peler ’an Bread
—have found KOLN-TV's service tremendously effective. The station, as part of its solid local live
programing blocks, provides kid shows that reach diverse age groups, which makes it very easy for
the advertiser to pinpoint hiz audience.”
lf.\\r[.)\LL
Randall (Bud) Packard, Storz Beer account executive, Bozell & Jacobs, Omaha: “Since i
KOLN-TV has come under John Fetzer’s management, moved its transmitler west and stepped up its
power, we’'ve had some eye-opening experiences. Our distributor in Lincoln, without any advance
promotion, put on KOLN-TV’s ace sportscaster, Bill King. The response by Storz dealers {rom the
outlying, as well as the immediate Lancaster county, areas was a big surprise to us. They had, obvi-
ously, discovered there was a station in Lincoln. Now Storz is sponsoring King around the calen-
dar. We're getting ready to promote his daily show with an aggressive, well-integrated campaign.” Ry
AYRES

Joyee Ayres. president. Ayres, Swanson & Associates, Lineoln: “The Lincoln-Land market
is a very choice segment in the six-state region we service for many of our clients and we have leen
very much impressed with the over-all job that KOLN-TV has been doing under the John Fetzer
management. The station’s people show a continuing interest in the welfare of the account, going all
out in every case to build and sustain an audience, which to us, is just as hmportant as any other step
in media relationship. . . . The big upsurge in KOLN-TV's popularity with Lincoln viewers has been
quite evident. Our clients. the First National Bank and First Trust Co.. who alternately sponsor

“Eddie Cantor” on KOLN-TV, are delighted with the husiness gams o far in 1955.” FLLSW ORTI F.
DuTEAL

Ellsworth F., DuTeau. of the Du'Tean Chevrolet Co., Lineoln: “1n our sponsorship of the Fast-
ern Parkway bouts we’ve been amazed at the tremendous area of influence over which KOLN-TY
heams. To illustrate this influence—we've had people come from communities over a hundred mile«
away from Lincoln to see the used cars we had advertised on our progran.. As far as selling is con-
cerned, we know we have been gelting good results. KOLN-TV has done a dynamic job for us in every
department of its operation.”

. - . . . . JERIY
Jerry Hunt, of Hardy Furniture Co.. Lincoln: (Sponsors Lincoln-Land news nightly.) “By mov- HUNT

ing its transmitter and increasing its power KOLN-TV gave us coverage in an area where we've never
used any media. The result ha~ been a considerablv expanded trading area for ns. People come in
from 80 to 100 miles from Lincoln asking for the livingroom suites they’d seen as advertised on l
KOLN-TV. The net result i~ we've had to increase ounr delivery days and trucks to outlying areas.”

« KOLN-TY SCORES AGAIN
ON PULL, COST RESULTS

%W—;W
ADVERTISING COMPANY

A8 41y seETLE Pyt sis et LR B RE Y ¥ EtYFRY 0

Butter-Nut Coffee offers also show KOLN-TV s

April 20, 1955 getting the big audience in Lincolu’s home counnty

¥r. Relph Whitie® Pecd, Buchanan-Thomas Advertising Agency made a careful

Account Executive, q v / ” o o 0 9

XoTRoTy, study of the pulling power of 15 top midwest tv stations
Lincoln, Nebrssks. ° o : .
S carrying a special flower seed offer on a cost-per-order hasis.
Congratulations to KOLX-TV:  tr stmtion hes placed To get the flower seeds. viewers were required to send in

first, smong fiftesn tolevis® : stations, in the Butter-

Nut Plower Sood Offor on a cost=jrr-strin basis. 25¢ plus a key strip from a can of Butter-\ut Coffee.
Buchanan=Thanes zakes s very carec”ul s*udy of the pull- —
BRI (BB i kacresults domaion This was the acid test for both coverage und showmanshij
T S — : the one and only objective wus ORDERS!

1. XOLH-TY = 4 per srces

e HERE's THE BOX SCORE ON THE TOP 6 . . .

3. Station €- L5¢ par order

o KOLN.-TV—28¢ PER ORDER
\;:g: :;:::T;;t,o::h;‘:“::§:o:‘:a;:}];‘2::roéo‘y;:: T:ll‘z‘é:u‘nly \’ll[“ Srl‘z\'l‘l().\‘ [;—-L()(’ l’El{ ()l{l)l‘:l{

intaresting to us., It w:uld ssem to re this 13 an excell-

ant ahowing for Lincoln aince only 19¢ of K LN-V's homsa . \'lll“ ST:\ll'l()N C—lS(‘ I’El{ ()I{DEI{

fall in the home county.

Te truse KOLI-TV w111 oantinus to produce ltke this for VHEF STATION D AND E—33¢ PER  ORDER
I : VIIF STATION F—67¢ PER ORDER

Sinceroly,

BUCHAMAR -THOMAS ADVERTISING CO.




Day-to-day

Thero o~ no better vardstick for
t of a ~tation’s
the results

Note on the

I KROLN-T s ocal

‘o thie  mmipue

ents have to <ay on this
ot ROLNCTV 'S dive pro-
vmny  has distinguished itself on

thi Fonts:

Clo~c mtegration with the tastes.
mterest~ and desires of all strata of
people within the area.

2. The ereation of outstanding pro-

THEYRE TOPS IN SALES AND MAIL

LINCOLN « LAND

‘o s
H ) wrt
.

o ) # NEBRASKA MARKET

PROGRAMING

KOLN-TV'S LOCAL LIVE PROGRAMIA

aram blocks whose flavor and content
fend themsehes perfecth to Lincoln-
Land.

3. The meticulousnes~ which is ap-
plied to every phase of ~tudio pro-
duction.

To a=<ure top production and cre-
ation carries a program director. a
production director and three full-time
director=. Alzo a stafl of four floor
men. an art director to create indi-
vidual artwork aund a film expert to
translate this artwork into slide and

film material.

oveny thing, including minute =pots.
are camera-rehearsed before airing.

For example. in the district contest
of the Mrs. America competition the
production department set up four
complete kitchens for the four final
contestant~ in the wmeal preparation
event.
meyer, who won this contest in the
KROLN. TV studio, went on to become
“Mrs. America” in the national com-
petition in Florida.

SALES WIZARDS AND HOMEMAKERS

Incidentally. Mr-. Carl Diete-

MIRRY & MK BITL

= P

11 salesmanship.

cAcres priy

{ lonsl it

G owele

RIGINT AROUND HHOME

Grandmother Mre, Marie Hulbert rates as Nebraska's top-
known cooking personality; makes specialty of  gnesting
mgh school students and brides-to-be. Shown on versatile
bois Weaver's “Right
nurses presenting part of their spring amatenr show.

CREATIVE COOKERY

Viound  Home™ are some student

schedule features program-type blocks that capture regional intces
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PROGRAMING

A FEYIER STATION

YED TO MAXIMUM APPEAL, SALES

likes; produces rich results at points-of-sale

NEWSCASTER “BY™ KRASNE

WEATHERMAN BORB TAYLOR

SPORTSCASTER BILL KING

NEWS, WEATHER, SPORTS THAT SPARKLE WITH TOP PRODUCTION., PERSONALITIES

KOLN-TV puts great emphasis and pride in its news
broadcasts and news collecting operation~. KOLN-T\"s scope
of news coverage i~ the entire ~tate of Nebraska and north-
ern Kansas. The same applies 1o special news events.

Heading up the news department is “By” Krasne, who
ranks among the top newscasting personalities. as well as
news directors. in the middlewest. His setup comprises seven
staff correspondents, three of whom broadcast. two reporter-
photographers in Lineoln. and “stringers™ spread throughout
Nebraska and the northern tier of Kansas.

Two of KOLN’s most noteworthy recent news feals in-
vohed the coverage of the last Nebraska election and the
Nebraska prison riot. With the use of taped phone reports
by correspondents KOLN-TV gave s audience on-the-spot
elections results from 16 counties. Shown on the screen at

the same time was a sample ballot of the reporting county.
KOLN-TV’s staff relayed reports from the scene of the
nationally from-paged riot for 65 consccutive hours.

To Nebraskans nothing is as imporiant as the weather.
Hence it’s the first item on all three daily news blocks. This
coverage, like the news. is for all of Lincolu-Land and is
buttressed by a trained meteorologist on stafl.

Viewers get a special kick out of Bob Tavlor’s ingenioux
devices in introducing lhis weather reports. lLike Krasue.
Taylor. in addition, shines as a news stylist.

KOLN-TV is the onlv station that covers the entire
Lincoln-Land sports pieture. Regarded a< one of the mid-
west's top talented men in his field. sportscaster Bill King
is now in his ninth vear on the air. Rick Weaver. alxo
nationally known. backs up King in the sports department.

MID-DAY FARM NEWS BLOCK MAKES PREMIUM BUY FOR ALL TYPES OF PRODUCT

REPORTING MARKET PRICES......ocoviiiiiiiiniiiiininnns QUIZZING A TFARMER

With praectically every Nebraskan interested in what's happening
in agriculture. KOLN.-TV . farm service has gained not onl jal
degree of viewership but warm approval among the state’s leadis
agricultural authorities. Dirccior of this shrewdly integrated farn
service is Bill Morris, college-bred farmer and breeder. wlo's
tured in action at the lefi before the studio camera reporting
markel prices and interviewing a dairy farmer

KOLN.-TV'« No. 1 farm feature is its farm block that extends
daily from 12:15 to I p.m. The first quarter honr “Canrer
Farm™ are Al elips of interes<t to farmers. obtained from \
University, federal and state agencies and othetr  -our Il
Dinner Bell” program. which follow<, comprises weather, community
bulletins. farm market reports and general news.

To the 180,000 farm folks under the KOLNTV umbrellu. plus
large segment~ of urban audiences, this dinner-time block represents
the most welcamed informative event of the day.
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Industry leader and top-

AREA-AWARE KOLN-TV EXCELS
IN PUBLIC SERVICE FILMING

3 z By their ranc- . qnahty and regional-awareness KOLNTV.
m lie ~ervice programs have made 2 singnlar impres<ion
' aimer e th people in Lincolun-Land.  Especially on busiess
- e community lead

I f programs are produced for regular Sundav
wo— | Al erneon exposute by KOLNCTV s publie <ervice  depart-
‘ maont. heasded by Robert Jeambey, In addition 1o the below

“The Choir Loft.”” they are:
“hdormation Yer":oan analyv-is of cnrrent legislation,

ranking stalion operator:
owner and president of
KOLN-TV since late 195

A. JAME> EBEL

General Manager: admen
=av he ha< molded KOLN
TV into top-flight region-

KOBIRT JEAMBEY withe John B Quainn interviewing members of Nebraska’s al operation within a yea
leisboture and answering guestions {from viewers, .
I Nows t1an presented throngh the Lincoln Bar \ssociation anl
7

I {orne enlizhitewonent on the <tate’s economice, political and other

] Speakin medical advice and current questions produced in
ation ke 1incoln-Lancaster Medical Sociery,
~ Paty 7, ng state Hhichway Patral men on a topie tha
a0 ~ tanscnars abonrt specding and trathe accidents,
ROENTV also ddoes mneh Glming of <pecial events, For instance, last Easter it
I~ movie cameras Grand Island, Nebo and pnt together a 30aninute adapta P 5o 0 S
M hodist Charel’s regionally famed annual Taster pageant. Sales Nlanager: 12 vyear-
pt alf hour filoy of the inanguration ceremonies of Nebraska Wesleyan in radio-tv sales, program
| ln.;nn-. wr. The resnlts were <o pleasing to the trnstees that they production, promotion and
' e filme o After theyire televiced, these <pecial events films olten are

. slation management
v ~cboo < chinrches, elubs, ete., for vronp showing.

vitclevimed Universite ot Nebraska il series. "Grear Plains Tril
an KON

ot onhv to provide time mnd facilities for public <erviee cam-
Ui~ the preparativn of the prograni= and e announcements

The Choir Loft.” the N o1 prograin of its genre in Nebraska and upper Kan-as, D. R. TVILOR

o a~ far a~ T3t miles from Lincoln. Chief  Fagineer;  with
KOIN.TV, KOLN eiglt
vears of hi< 17 vears in

the electronie field

PAUL JENSEN

Program  Director:  here
cight vears: cume up thru
ranks a~ announecer, mike

personality and producer

Represented Nationally by AVERY-KNODEL - New York - Chicago - Atlanta - Dallas - Los Angeles - San Francisco

—

SPONSOR PRESUNTATIONS INSC aacte the divect on of Wen I dee 1o KOLN TV Designed by Don Du




New and renew

1. New on Radio Networks

SPONSOR

AGENCY

General Paint Corp, SF
General Mills, Mnnols
Mac’s Super Gloss, LA
MeKesson & Robbins, Bridgeport, Conn

Simoniz {Wax & Kleener), NY

Abbott Kimball, SF
D-F-S, Chi

Hixson & Jorgenson, LA
Ellington, NY

SSC&B, NY

STATIONS
CPN 41
NBC full net
Don Lec 45
CBS

CPN 23

30

PROGRAM, time, start, duration

Amos 'n’ Andy Music Hall; M-F 6:30-6:55 pm
PDT; 16 May; 20 wks
The Lone Ranger; M-F 5:30-5:55 pm; 30 May;

52 wks

Bob Greene News; M-F 5:30-5:35 pm; 16 May;
3 wks

Arthur Godfrey Digest; F B:15-8:25 pm; 27 May;

9 wks
Frank Goss News; alt W M F & T Th Sat 5:45-
5:55 pm PDT; 16 May; 13 wks

2. Renewed on Radio Networks

SPONSOR AGENCY [ STATIONS FROGRAM, time, start, duration
Dodge, Det Crant Adv, Det ‘ ABC Danny Thomas; T 9-9:30 pm; 12 July: 52 wks
General Motors (Frigidaire Div), Foote, Cone & Belding, Chi CBS 206 Arthur Godfrey Time: T Th 10:30-10:45; alt F
Dayton 11:15-11:30 am; 7 June; 52 wks
Pillsbury, Minnpls Leo Burnett, Chi CBS 206 Ar;liur lSit)dfrey Time; M-Th 11:15-11:30; 1 )une;
wks
Pillsbury, Minnpls Leo Burnett, Chi CBS 212 House Party; M-Th 3:30-3:45; 1 june; 52 wks
Rutledge & Lilienfeld, Chi |  ABC Breakfast Club; Th 9-9:15 am; 26 May

Realemon Co, Chi

3. Broadcast Industry Executives

NAME

FORMER AFFILIATION

NEW AFFILIATION

Milton F. Allison
Richard P. Axten
Kenneth Bagwell
James Baker
Keith Baldwin
Bill Barron
Joseph Baudino
James W. Beach
Leon Bernard
Don Bishop

Gaylen Blackford

John H. Bone

H. C. Bonfig

Dan Bellus

Howard W. Coleman

Ted Cott

Bud Coulson

Charles C. Crockett

Frank Crosiar

Jerry A. Danzig

Harry Dangerfield |r.

Michael Francis Doyle
Jr.

Charles Dresser

David Steinle

Jim Dugan

Sam Eadie

Ted Eiland

Bob Emery

Edwin F. England

Joseph Fisher Jr.

Victor E. Forker

Ray Gallagher

Rita L. Garner

Tom Gavin

Steve Cilbert

GCordon J. Grant

Ray Grant

Homer Griffith

Tom E. Gibbens

Archie Grinalds Jr.

Richard J. Hallwood

Dan D. Halpin

Howard Harms

Harold Heath

Robert A. Hemm

Dudley Henry

Fred Heywood

Marvin D. Hult

Louis J. Hunnel

Richard W. Jolliffe

William W. Joyce

Roland Kay

Jobn M. Keys
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CBS R Spot Sls, E sils mgr

Alexander Smith, NY, publ rels dir
KXYZ, Houston, local sls mgr

RAB, NY, local prom

WAKR, Akron, sis mgr

KHJ-Don Lee, Hollywd, press info dept
WBC, Wash, exec vp

WBKB, Chi, sls mgr

Ziv TV, Chi

NBC Press, NY, mgr of program publ

Foster & Kleiser, Seattle, sls mgr
WNEM-TV, Bay City, gen mgr

Zenith, Chi, vp & dir of sls

KFEQ-TV, St. Joseph, Mo., sls dept
NBC, Chi, press dept asst mgr

NBC, NY, vp in chg r

Don Lee, Hllywd, public relations dir
Van Fawcett Assoc, r-tv dir

WHOT, South Bend, stn mgr, sports dir
NBC TV, “Home” sports ed

Bond & Starr Adv. Pittsburgh, vp in chg r-tv
Guild Films, cinematographer

WNBQ-WMAQ, Chi, dir of sls

KBUR, Burlington, asst mgr

KOOL, Phoenix, acct exec

ABC, sls prom

WTAP, Parkersburg, W. Va., gen mgr
KWBW, Hutchinson, Kan, sls stf

ABC, NY, spot & local sls

WENR-TV, Chi, gen sls mgr
Blair-TV, NY, sls dev mgr & acct exec
KTVK, Phoenix, prog mgr G opers dir
Puck, NY, prom dept

WIRL (TV), Peoria, stn mgr

R-TV Reps, NY

NY Herald Trib, New Eng sls rep
KBIF, Fresno sls mgr

SPONSOR, SW adv mgr

WAFB, Baton Rouge, vp & gen mgr
WNEX, Mobile, Ala, mgr

WNEM-TV, Flint, sls mgr

Allen B. DuMont Labs, gen sls mgr
Times News, Twin Falls, classified ad mgr
WOC-TV, Davenport, lowa, sls stf

A. H. Kuch, NY, nat! adv rep

CBS R, NY, sls serv dept rep

KMOX, St. Louis, dir of sis prom & mdsg
WMBD, Peoria, asst mgr

Crosley Bestg, Cin, acct exec

KNX, CPRN, asst gen sls mgr

Katz Agency, Chi

CBS R Spot SIs, SF, mgr
WNBQ-WMAQ, Chi, adv, prom, mdsg mgr

Same, asst to gen sls mgr

Raytheon Mfg, Waltham, Mass, publ rels dir

Same, comml sls mgr

Same, asst dir of local sls and serv

CBS R Snot Sls. Det. sls dev dept

Same, public rels dir

Same, vp

ABC TV, Central Div, dir

TPA, Chi, midW mar

NBC OGO stns, NBC Spot SIs, WRCA
dir of pubi

KJR, Seattle, sls mgr

Sir Walter TV (WNAOQ), Raleigh, gen mgr

CBS-Col, NY, pres

KFMB (TV), San Diego, sls dev and prom hd

WNBQ-WMAQ, Chi, adv, prom, mdsg exec

WABD NY, WTTG, Wash, gen mgr

Disneyland, Hllywd, public rels dept

KGMB-TV, Hawaii, sls stf

WNOU-TV, South Bend, dir of local sls

NBC OGO stns r & tv programing gen exec

KSON, San Diego, sls prom mgr

Song Ads, Hllywd, film dept hd

{TV), NY,

NBC Central Div, Chi, acct exec
Same, mgr

KVOO-TV, Tulsa, acct exec

Weed TV, Chi, sls stf

WJNO-TV, W Palm Beach, gen mgr
KGAR, Carden City, Kan, mgr
Edward Petry, NY, sls cxec

Weed Tv, Chi, sls stf

WNEW NY, acct exec

KBTV. Denver, exec p-ndcr & dir
WMCM, NY, sls prom dir

WDSM (TV), gen sls mgr

WAAT (TV), Newark. sis stf
WCOP, Boston, acct exec

KFSD. San Dicgo, sis mgr

‘WAFB, Baton Rouge, mgr

Same, pres

WBIA, Aug, sls dir

WNAOQ, Raleigh, mgr

Westinghouse, r-tv div, mktg & gen sls mgr
KDYL, SLC, acct exec

KCRG-TV, Cedar Rapids, lowa, sls dept
Blair-TV, NY acct exec

CBS R. CPRN. Pacific Coast Sls Serv megr
CBS R Spot Sls, sls prom mgr
Same, mgr

Free G Peters, Det, tv acct exec
CBS R Net SIs

Same, midw tv sls mgr

KCBS, dir of sls & adv

Same, dir of sls

In next issue: New and Reneiced on Telerision (Neticork); Advertising Agency Personnel Changes;
Sponsor I’ersonnelﬁ Changes; Station Changes (reps, neticork affiliatiou, poiwcer increases);
New Ageury Appointments

MAY

SUL

1955

Robert R.
Nelson (3)

Milton F.
Allison (3)

John H.
Bone (3)

Fred
Heywood (3)

Lawrence L.
Wynn (3)

R. David
Kimble (3)




Mark
Lester (3
Tom
Cavin (3)
Robert F.
Stolti (3)
Dan
Bellus (3)

3. Broadcast Industry Executives (continued)

NAME l FORMER AFFILIATION NEW AFFILIATION
R. David Kimble RAB, dir of local prom Same, dir of local sls and service
Brent Kirk KUTV, SLC, sls mgr Same, stn mgr
Ernest Koss MBS-WOR, Recording Studios, NY Same, dir of sls
Theodore R. Lazarus Donahue & Coe, NY, acct ecxec Ceorge Blake, NY (films), exec
Dick Leader KCOP-TV, LA, adv prom KWIZ, Santa Ana, Calif, natl sls mgr
Mack Lester KTOW, Okla City, stn mgr KTVQ, Okla City gen mgr
George Lindsay | Weed TV, Chi Same, sls mgr
Roy Lockwood CBS TV, NY, proder Robert Lawrence Prods, NY, proder-dir |
William Kingsland Suffolk Bestg, vp Same, pres & gen mgr (WALK, Patchogue, WF:’,
Macy }r. Riverhead)
Richard G. McCloskey WWI}-TV, Det, sls CKLW-TV, Det, acct rep
William K. McDaniel KNBC, SF, sis dir Same, gen mgr
G. B. McDermott NRB, vp, r G adv consultant
Donald H. McCannon WBC, vp & gen excc Same, member of bd
Hugh A. McTernan Warwick & Legler, LA acct exec KRCA (TV), Hllywd, acct exec
Roy Miller | Katz Agency, Chi Same, midwest r sls mgr
John Multon Moloney, Regan & Schmitt, SF KH)-TV, Hllywd, natl adv mgr
William P. Mullen John Loveton Prods, E sls mgr ABC Tv, NY, acct exec
Byron Nelson KCBS, SF, acet exec CBS R Spot SlIs, SF, mgr
Robert R. Nelson WARD (TV), Johnstown, Pa, gen mgr WDEL-TV, Wilmington, Del, mgr
Henry Nicholson WINR, Binghamton, comml mgr WNBF (TV), Binghamton, r sls mgr
Bob Novak Free lance proder Quality Radio Group, prog dir
C. ). Pajakowski WHOT, South Bend, Ind, sls mgr Same, mgr
Harry D. Peck Hearst Corp (WISN, WTVW), Milw, res vp & gen mgr WAGE-TV, Marquette, Mich, vp & gen mgr
Edwin P. Phelps r. WMAK, Nashville, mgr
Harold V. Phillips WMBD, Pcoria, sls mgr WTVA-TV, Peoria, sls mgr
Charles E. Powell O'Toole Tire Co, sls mgr WBAL, Balt, acct excc
Robert Purcell Mass. Bay Tclecasters, member of bd KTvQ, Okla City, dir of tv
Don Ross CBS R Spot Sls, SF. acect cxec KNX, CPRN, natl sls mgr
Robert O. Runnerstrom | WLOK, Lima, mgr WMBD, Peoria, exec
Robert H. Salk Station Films, NY, gen mgzr Screen Gems, NY, dir of sales
Jacques Sammes CBS R Spot Sls, NY, presentation writer RAB, NY, sls prom writer
E. F. Shadburne KKTV, Col Springs, sls stf WCPM, Cumberland, Ky, stn mgr
Henry W. Simmen Weed & Co, NY, acct exec WNEW, NY, acct exec
Edward A. W. Smith WIP, Phila, acct exec Edward Petry, NY, sls exec
Lola Spitz KBUD, Athens, Texas, cont supvr KIWW, San Antonio, asst stn mgr, asst to gen mg
Art Stober WFIL-TV, Phila, dir WITV, Miami, opers mgr
Robert F. Stolfi CBS TV, NY, sls dev, planning & res dept WNDU-TV, South Bend, dir of sls prom & adv
Howard T. Swatford Cadillac, Det CKLW-TV, acct rep
W. C. Swartley WBZ-TV, Boston, gen mgr Same, also WBC vp
Guy Vaughan WIST, Charlotte, mg dir NBC Film, NY, slsman
William Veneman | KTTV, LA KTVW, Seattle-Tacoma, excc asst
Harold R. Wettersten WBKB, Chi, acct excc ABC TV, Central Div, Chi, sls mgr

Seymour Whitclaw KCBS, SF, E sls rep
Bud Wilson

Lawrence L. Wynn WABC-TV, NY, acct exec

CBS R Spot Sls, SF acct cxec
WCIL, Calesburg, [, mgr
Same, sls mgr

4. New Firms, New Offices, Changes of Address

Advisors in Management, a firm of psychological consultants,
has been organized with hdqtrs in the Congress Hotel
mezz, Chi

David O. Alber Assoc moved to 44 East S3rd Street, NY, on
28 April

Anderson & Cairns moved to larger office, 130 East S9th
Strect, NY

Brisacher, Wheeler & Staff moved to 1600 Bush Street, SF

Blitz Adv absorbing into H. Richard Scller Adv with offices
at 937 S.W. Jackson St, the building presently occupied by
Blitz, Secattle

Blackburn-Hamilton Co, media brokers, opened new SF office
at 111 Sutter St, EXbrook 2-5671

Brinckerhoff & Williams Agency, new partnership, with of-
fices at 928 Gov Nicholls Street, New Orlecans; E. V. Brink-

oft & Aubrey Williams, former r-tv dir, Fitzgerald adv,

e v moves head office to 1247 Guy Street, Montreal;
Tor stays at 570 Yonge Strect

Henry Gerstenkorn has re-established his own ad agency at
4020 W 3rd Street, LA, DUnkirk 7-4285

Richard P. Holland cstablishing own adv consultant business
in Boston

Earl Klecin, pres of Storyboard since its inception, has re-
signed to form Animation Inc, 843 N. La Cicnega Blvd,
LA; firm will produce animated commercials for tv

Mullins-Earl, new ad agency at 1616 N. Cahuenga, Hllywd,
HOllywood 7-6318 formed; Tom Mullins, former vp &
gen mgr of Irwin, LA; Warren Earl, former KCOP, LA,
dir of sls prom & mdsg, partners

Jack T. Sharp opened agency service at 2036 East 22nd
Street, Clev, SUperior 1-1700

Westinghouse Bcstg plans to move its hdqtrs to the Chanin
Bldg, 122 East 42nd Street, NY, about 1 June; Wash
office, 1625 K Street NW, will remain open

Don Wilson heads new company, Don Wilson Productions,
KTTV Studios, Hilywd 28: to film tv commercials and in-
dustrial, documentary, and sales pictures, as well as sound
slide films

SPONSOR
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Platinum Anniversary
money-yielding feature

THE GRANTLAND RICE STORY~from The Tumult and The DO-IT-YOURSELF. .. Cash in on your local share of the
Shouting .. .15 minute, once a week broadcast with é billion dollar do-it-yourself business with this new The
famous sportscaster Jimmy Powers and big name “‘sports saurus “'Do-lt-Yourself’” 15 minute show. Three times per
world” guests such as Bobby Jones, Walter Hagen, Ty week.

Cobb and Gene Tunney. Fully recorded.

630 Fifth Avenue, New York 20, N. Y.— JUdsan 2 - 5011
RPECORDED 1016 N. Sycamore Ave., Hollywood 38, Cal.— HOllywaad 4- 5171
522 Forsyth Bullding, Atlanta 3, Ga.— LAmar 7703
: ROGRAM 445 N, Loke Share Drive, Chicaga 11, Il.— WHitehall 4-3530
SERVICES 1907 McKinney Avenue, Dallas 1, Tex.— Riverside 1371

BRCA ~ RADIO CORPORATION OF AMERICA * RCA VICTOR RECORD DIVIS




GREAYT DAYS WE HONOR . . . 15 minute,
fully recarded shaw far 39 impartant hali-
days during the year. 10 Cathalic holidays,
10 Jewish, 10 Pratestant and 9 Patriatic hali-
days. Ideal far institutianal type advertisers.
Ray Middleton, Henry Hull, ather well known
personalities;

THE FRANK LUTHER FUN SHOW . . . Frank
luther, natianally popular entertainer, brings
enjoyment to children from 6 to 96 ... fully
recorded with songs—many created specially
for this show, plus jokes, limericks, “‘mail-
pulling’” ideas and guest stars.

ur Platinum Anniversary . .. we're 20 years old,

to celebrate we're adding 8 new sponsor-selling, platinum-studded

res to our service. _

he past 20 years our Library Service has been growing bigger, better,

more profitable for our subscribers. The broad range of 25 different

s, complete continuity service, sponsor-selling recorded sell-effects,
racks, sales clinching brochures, new big local time selling

chandising plan, other selling aids, and 52 new releases each and every

th ... all this gives RCA Thesaurus subscribers the most profitable

yram service in the industry, For example, due to tremendous success

o of our shows, we are increasing the popular Freddy Martin

Sammy Kaye programs from 3 broadcasts a week to 5.

SHOP AT THE STORE WITH THE MIKE ON
YHE DOOR . . . a great new local radia time

e your claim to the lion’s share of your local advertisers’ dollars selling merchandising plan. Builds sales and
sing the one Library Service that's king of them all! Write, wire or listeners.
‘oday your nearest Recorded Program Services office.

WEEKEND SHOPPERS’ SPECIAL...This new

CONCERT ON THE MALL . . . This rich, lush 3 500 oo ta give stafians @ pra-

NTING THE STATESME‘N QUARTET oo ‘s‘ounding bqn.d’faloys everything . ....from gram with strong appeal to spansars wha
lar, talented graup brings favarite gas- Sauth Pacific’’ medleys and traditianal want ta sell ta weekend shoppers. Ideal far
pe singing ta yaur listeners. % hauvr, marches fo symphanic and popular types af participations. Once a week, 30 minutes.

1 week. music. ¥2 hour, ance a week. . : :

THEY CAME! THEY SAW! THEY SIGNED UP!

At the recent NARTB convention broadcasters frem all over the
U.S. A. signed up for the Thesaurus Library Service. Further proof
that today’s Thesaurus is America’s best library service buy for
both sponsors and radio stations.
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M[P L-w;—me\m Comdr. Edicard Whitehead

RIAVN) President
Schweppes (U.S.A.) Ltd., New York

Meeting Commander Fdward Whitehead in a Madison Avenue
office is virtuallv a: startling as a picture of Queen Elizabeth II in

jeep. It's an experience that evokes images of Rudvard Kipling.
the road to Mandalay. and drinking gin and tonic t3chweppes™ own
“diluant”™——mix to vou at the old Shepheard’s in Cairo. or at the
Explorer’s Club in Nairobi.

"Of course. as vou know. I originally came over to vour country

to et up =ome modus operandi with Pepsi-Cola.” the Commander
sPONiOR. (The modus operandi with Pepsi consists of having
that compeny do the actual bottling of Schweppe: in its U.=, plants.)
\t that time l~on1e\\here around January or February 1953). Al
~teele of Pepsi Cola. wl . head of \hueppe- and David
Ozilvy conceived the 1dea of having me appear in the American
Xchweppes advertisements.”

One gets the impression that Commander Whitehead. the personi-
fication of a battling individualist. became accustomed to the idea
fairly rapidly.

At first. of course. I rather di:liked the idea of being a goldfish.”
said he. “"I'm a normallv reticent Britisher, vou know. But there
was a need to illustrate the maintenance of quallt\ in some dramatic
wav. so | complied. of course.

Undaunted. the Commander continues to wear the beard that has
made him famous throughout the U.S. with the Schweppes print ads.
With Schweppes™ addition of radio advertising talso through Ogilvy.
Ben-on & Mathert. the Commander’s “appeal to pattern creating
people” ha: been tran-lated by means of hi: verv British accent.
heard in minute-announcements from 20 to 30 times a week per

espite the colorful advertising approach. Schweppes sales are
1ot vet sufficienthy substantial in this country to show a profit. The
C ler. ho xpresses satis faction with the continuous
-ale- increases. expects profits within the next two vears. In the
meantime. he will concentrate on the U.5. market. has brought over
hi~ familv (wife and six-vear-old son) to live in Connecticut. The
Commander will continue his travels to other Schweppes markets:
la~t vear he went twice around the world.
“People remeniber. for some extraordinary reason. my name and
Schweppes” name in conjunction with it.” savs he. R

SPONSOR

=




You just can’t escape TV in saturated San Diego!

89.9% of the homes have it! (Pulse, Jan.’55)
Well over 285,000 TV homes. .. 850,000 TV people!
This is the kind of coverage that moves merchandise. v

One of the reasons why television WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF.
is your best buy in growing San Diego. REPRESENTED BY PETRY

And television in San Diego is KFMB-TV! .
: America’s more market




by Joe Csida

If I may be permitted to corn it up a little here this trip,
I'd like to show vou a Menu of Memories:

-l
VIPers Brunch
. . Sunday, May 22, 1955
LR L G DO Mayflower Hotel—Suite 237-38
those Carrots to  (ugh) ETO Plus Ten
o e Apertiffs
TG Bloody Marys (Novikane) Old Kronheim (In the Woods)
Miller IHigh Life (Justin-time) Dry Sak (5th Ave.)
The world™s most luscious, juicy Campbell's Soup

Kirbyed Shrimp (with Wilder Rice)

carrot come from “Cal Sales™ Rlintzes (Swezey & Sour)
intzes (Swezey & Sour

captive market, the Central Coast Reinsched Beef (Staishoff)
of Caiifornia  and what doe~ Code Bortsch (Fetzer, with Sour Ream)
old “Cal” do? Fxery summer, he Green Salug (Abel dressing)

5 = . essert
RSB R U ) eClairs (Tootie McFruitie) e Csida Grapes (aux Cousin)
carrots out of VMonterey County Ice Cream Whedges Ream Puffs
alone .. . lay those bags end to Cafe O'Lay (Alicoate)
end. and thevll reach fronr Madi-
<on \venue 1o Holhhwood and The chef who put this bill of fare toegther is Sol Taishoft.
Vine 6 times with enough left piblizher and editor of our contemporavy. “Broadcasting-
over to get o Michizan Blvd. Telecasting,” and the names dragged into the dishes are those

of a group of 14 of us. who just 10 years ago constituted an
Army sponsored U. S. Broadcasting Mizxion to the Enropean
Theatve of Operations.  There were (in the order Sol's
zqueezed them into the menu) Morrie Novik, Mark Woods,
Justin Miller, Martin Campbell, Ed Kirby, Bob Swezey. |
Leonard Reinsch. John Fetzer. Abel Green. Clair McCul-
lough. Bill Hedges. Joe Ream. Jack Alicoate and 1.

And all those ungrateful people

do i~ to send Iim 11 million
highlv indigestible dollars in re-
0 part of the 105 million
doflars Cal will get this year for
Lis agricultural produets in Mon-
terer Connty (just one of Cal's Each vear for the past 10 yvears. sometime during the Na-
three captive counties) tional Assoctation of Radio and Television Broadeasters Con-
vention this VIPers® group has had a renmion. We haven’t all
made it cach vear. but by and large the representation has

ICs enongh to turn vour ’ .
R N bheen close 1o 100¢ ?

hare!

This ix being written on the eve of thix year’s Convention
and I don’t know what the 55 turnout will be, but 1 hope to
report on it after the event. In the meantime thiz past decade
has scen many a change in cach of ns and certainly in the
business which bronght ns all together. It iz noteworthy.

S R’ first of all. T believe. that all of us are still here. It's perhaps |
A YELEVISION even more worthy of mention that all but a few of us are still )
0 hennel 8 deeply mvolved in the hroadeasting business. Like they =ay
AUNAS - MONTERE i . : : T
CAORWA in the soapers, the Fates have been fairly kind to most of ux.
CBS, NBC, ABC, DuMONT (Please turn to page 72)
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‘“Best darn salesman I’ve ever seen!’’

Frankly, you haven’t seen anything yet
—not until you’ve seen how Mt. Wash-
ington TV can sell! And ‘‘the moun-
tain’’ actually covers the lion’s share of
Maine, New Hampshire and Vermont at
about half the cost of any other three
TV stations in the area combined.

Incidentally, during a recent 25-

words-or-less contest to name a day-
time woman’s program, 15,652 entries
were received from 715 different cities
and towns in Maine, New Hampshire,
Vermont, Massachusetts, New York
and the Province of Quebec.

CBS-ABC WMTW Channel 8

Jahn H. Nortoen, Jr., Vice Pres. and General Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, lac. |

30 MAY 1955
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KINGSI ZE FACILITIES

In the Carolinas, advertisers find many types of TV
facilities . . . but only on one station, WBTYV, can the
advertiser get complete, Kingsize Facilities.

Here, in WBTV’s new $1,250,000 home with 51,000
square feet of floor space, are TV studios measuring
f 40’ x 40" and 40’ x 60’, each wired for three black-and-

white and two color cameras, each accommodating
Kingsize studio audiences . . . the last word in engineering
equipment . . . art and carpenter shops for designing and
. ) building any type of scenery ... three ultra-modern
(_41 .ngf TJ‘PMHJ darkrooms . . . dual facilities for transmitting color and
: black-and-white slides and films . . . Kingsize executive,
program, production, engineering, news, sales, business,
promotion and merchandising departments.

Conditioned by 33 years of broadcast leadership,
WBTV planned big . . . built big. Now more than ever,
WBTV is your first, biggest step to TV coverage of the
two Carolinas.

! | CHARLOTTE
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The TOP 100 advertiser:
hefore and alter tv

Most of them—69 to he exact—-have increased the share

of their national media ad budgets going to radio and tv

by Alfred ]J. Jaffe

T e top 100 U.S. advertisers in PIB-recorded media are more air conscious
than ever before.

They are not only putting a greater share of their ad budgets into radio and
tv but—so far as PIB-reported media are concerned—most of them are spending
more on radio and tv than for print media. (PIB-reported media are magazines,
supplements, network radio and tv.)

[temn: Of the top 100 advertisers in 1954, 69 have increased the share going
to radio and tv since 1948—a year which for all practical purposes can be
terined “before” tv as far as networks are concerned.

Item: Of these same advertisers, 60 spent more than 509, of their national
budgets in 1954 on air advertising. In 1918, only 33 of this group spent more
than half on air advertising.

What’s behind all this?

Well, tv, for one thing. This new, high-impact medium has tantalized adver-
tisers, has shown again and again a tremendous sales power. It has resulted in
money being diverted from other medit and has also attracted new money re-
leased by a booming economy.
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OF 1951'S TOP 100 ADVERTISERS 60 SPENT MORE TIHAN 50

1948 Network Radio Network Tv

Rank

Total 1948
Blllings
(000)

Total 1934
e ngs
(000)

Magazines

Supplements

—
1954

$1,366
2,129
1,109
2,190
1,051
113
390
3,521
3006
1,208
897

% to Alr N

—
1954 1948 1954 1954

£5.018 = 6,513 8
9.273 20,560
3.692 3,713
5.782 10,037
1,311 1,314
1,473 7,276
7,932 9,558
3,763 2,561
3.586 2,799
2.320 3,557
2,109 1,028
3.819 7.802

938 2,781
2,203 2,467
T09 2,058
2.810 5.081
2,129 2,972
1,532 2,117
1.191 1,513
205 921
1.010 1,510
703 2,726
3,237 3.010

1,390 1.85¢ 1,167 9,063

3.266 4,713 69 atl

6,018 6,601 3 0000000

221 1.652 3811

3.053 3.198 786

321 1,007 1.181

1.807 2.866 628

2,123 2,056 1.318

1.621 1.200 2.231

2,107 1,916

3 & e 1,168

1151 695

3.018

4.808

1,701

3.915

2.231

1.870

81t

1.636

2,635

2,557

1,457

1.62:1

3,121

1,448

719

1948 1948 1948

3,372
333
2,768
413
367
199
336

2,390

=18,199
1,976
1.312
[ rar |
60.2067
819
3.283
3.317
14,076
7,190
2,600
1,629
1,10t
5,013
14,592
3,819
1,875
3.387
1,018
5.885
Y89
2,679

2,101

12,339
3,780
4,813
3,300
5,562
1,867

919
1,471
1,770
3,724
1,526

771
3,300
2,921
3,171

573

812
3,018
1,910
6,172
2,019
1,570
1,481
3,518

333

68.3
16.7
10.1
52.1
v3.3
11.9
27.8
52.9
08.9
18. 1
29.7
16.1
66.3
811
539.5
38.0
36.3
46.7
91.2
31.3
73.5
39.3
80.0
13.9
91.3
20.2
71.0
25.5

32.6

§23,701
10,301
14,089

9.728
11,510
8,820
6,901
7,211
11.828
7,630
9,485
5,972
6,662
6,131
5,534
4,516
5,881
2,900
4,263
695
4.010
2,365
2,778
723

11151
36.771
Coleate-PPalimelise 26,727
1 vods - 25.250
19,199
18.378
17.860
17,771
16,700
16,120
15,917
15,118
12,752
12,3 41
11.328
11.068
10,327
9,099
8.077
7.922

7.882

226.020
11.803
10,803
12,990
8.518
5.192
11,772
11,470
T.70¢
10.126

371
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Genaral Motors

Cetnral

GClletty

-
Ul g & = ¥ =1 W

Clirs ~ler
General |leetrie
lever Bro-.

it ).

toeneral

Resnolds
Malls ...

lobacco

()

Amierican
1urd Motor
. Lorillard .

Ligzaett & Myvers

[Z IS B T |

Aterican Home Product

868
658
1,032
390
132
305
1.062
296

°

Camphbell Soup

-
1
—

National Dairy
Swift

Kheilope .o
Miles
Pillsbory Mills
Quaker Outs

Bristol-Myers

—
ol

-1

e

6,212
3.156
3547
3,318
11.316
3.872
6,018
48
3,878
1,662
2,462
4,012
3.859
3,715
1,511
2,730
2,012
3,020
3,983
2,853
1,192
1.606
1.652
3,219
2.660
1,863
993
1.620
1,830
2,109

2.182

l.aboratories

(5

w1

7925

399
To01
6,780
6.001
6,118
6.3335
6,291
R . 3.888
5.677
3.307
5.150
5.1006
1,928
1,912
1.813
1.523
1116
1.310
4,194
1,128
1.089
1.030
3.8793
3.70¢t
3.630
3,585
3.537

3.531

n o

~terling Drug

W oae W b

| M

Loodycar

Di~nllers Corpo—Scagrmns

0
bl
2
2
)
2
0
2

Plilip Morris
AT K

s~

21
704

(5
=]
(S Sl

3

=

w oW S
-
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a1 W ok el W ope W
+] © & a] = -],

]

Phileo oo e

Arnronr

S oW
M

w W b
)

L
x ©

%3
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Du 'ont ..

@

=

RIS
-

Standard Brands

w
»e

National Distillers Products

(&
'S

Cora-Cola 2,362
200
1,461
1,557
1,163
1,983
478
436
2,208

329
21

[
-

Jolhnron &
KRevall Drug
liredtone .
232
169
31
470
39
451
16 4
116
1.066

Carnation
Horden
levas Co. .
International Cellncotton
Secott Paper
\sco L.
Fastiman Koduk veeenn
33.3
19.9

Andrew Jergena

Nutlonal Bisenit

660

SOURCE: I'ublishers Information Bureau A1l bllllngs ae in thousands. Wlere
shown for 1918, advertizer was below the top 100 list of that year.

NOTE: In cases of merger or putehase of another con pany since 1918, dollar figur
are total of merged or puichased firm together with parent firm. However, 1948 ra:

that of parent firm alone. DPhilip Morrls billings include Benson & 1ledpes: Av

o r

Y v,
i ¥ A

R I SN .," 31
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For vnather iz e postwar era sion, the mass media have been ontrial — abont 1170 of all ad expenditures.
ho- provided a0 fascinating testing 1o about the same extent they would be The amount of actual dollar increase

dound for wedia. Trne, 1 i< not the In this trial the

cvere testing gronmd of a depression,
shen the problem i< what medinm to
Irop ar what to cnt. 1t has heen an
e of high <ales aned high opportnni-
te o with a vemarkable horgeoning of

andsand tremendons pressnres
0 oo ookl s

Pt with the noational advertiser vir-

during hard times.
air media, but especially video. have
proved themselves as attested by the
<lire of all advertising being allocated
to them.

\ccording to MeCamn-lirick~on fig-
ures provided to Printers” Ink. the
share of all advertising going 1o spot
and network radio in 1948 (v fig-

i= even greater than indicated by the
share percentages xince the 1913-51
period was one of almost constant
erowth for advertising expenditure. 1n
1918 network and spot spending came
to 8331 million. 1n 1954, it came to
2000 million.

When vou get hehind the totals,
however, von find a surprisingly di-

L : .
i conivedtto al new enstomersures were too small 1o be measnred in - verse picture among the top 100, In
well o hold onto old ones and with that vear) was about 6% . In 1931, comparing what happened to these 100

brand Tovalty tnirnine ont to he an illn-

network  and spot radio and tv got

hetween 1943, the year commercial tv
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UDGETS ON AIR; IN 1948 ONLY 33 SPENT MORE THAN HALF

Advertiser Total 1954 Total 1948 1948 Magazines Supplements Network Radie Network Tv % to Alr Media
Eillings Billings Rank r =~ 7 = p .
(000) (000) 1948 1954 1948 1954 1948 1954 1954 1948 1954

Telene Chrtis ... e S 3,317 s 236 S 236 % 1,057 & .. $1,219 8 .8 2200 g Lol L 35.2
American Motors . 3,176 2,307 36 1,955 1,958 116 ... . TS 10 1,178 26.9 43.6
Brown & Williamson 3,116 1,381 88 75 1,151 133 60 1,171 132 2,100 a81.8 647
Schenley  vonvereneiecuenns 3,318 3,831 28 3,750 3,283 81 % O,
Sunbeami o cerenne 3.221 810 810 1,332 it e dveeens 18 1,870 ... 58.6
Nestle . 3,147 1.167 82 131 1,307 17 208 388 116 1,421 10.0 19.8
Dow Chemsical v, 3.087 333 333 792 162 ... o 5 2,131 ... ©9.0
Aluminuin Co. of Awmeric 1082 1,017 1.017 1,762 1,320 ... 12.8
B. F. Goodrich ........ veeeneen 3.020 2,450 19 2,150 2,026 .. 991 . 32.9
Pabst DBrewing ............ Soam 3,010 1.287 95 526 127 COM0A000 760 32 2,551 59.0 85.8
Florida Citrus Commission.....cccoreeeen 2912 323 e 193 842 62 00A0ACH 1,013 Q91 500000 69.2
ERMENMITK o ...ooirecrnnecerancnrioesaenencnnaicansance 2,906 1,031 Booarron Beaato 1,031 Tu9 2,136 100 100
Joseph Schlitz Brewingo oo 2,902 1,307 94 1,307 1,073 roton 1.828 oo 62.9
Pepsi-Cola Leeneee e e e 2,902 360 com 360 830 Ooo0c000 veerees 1,168 000000 10.2
Uazel Bishop on 2,901 Ooraoon o0 000000 39 5 18 2,813 o000 98.6
U. S, S1e] aoreiootesseeetreeeeseeesesaseesens 2875 1,701 66 019 1.170 1,052 ... . 1.103 61.8 18.8
Corn I'roducts Refining..... 2,811 1.315 93 1.200 1,716 114 T30 ... 2606 127 . 13.8
Sylvania Eleetrie oiviviannnnan. ooccon cpococe 2802 2175 oo 217 698 ... 361 el el 1,742 . «2.1
Kaiser Motor« ........ = 2771 3.101 15 2,18¢ 1,057 37 1,717 S — 10.1 6l.8
William Wrigley 2,569 98 1 33 431 g o 87 1,723 612 /8.5 81.3
Carter Products ... 2,766 1.721 63 168 5 1 17 1,554 9614 1,779 90.1 99.1
Armstronz Cork 2,718 1.533 T3 1.10% 1,509 ... S 429 ... 1,209 27.9 11.4
Best Foods ....... coooH 2,601 1,425 86 1.159 1,163 263 393 ... Pl Ird 28.6
Hallmark Cards .oooovviniinnninnionn, weraene 2,575 919 0000 106 210 ooocooaa a0 0000 813 356 1,778 88.8 90.6
Lambert ..o FEI0G00000000 00000000000 . 2,517 1,995 52 1,613 1,107 61 202 286 316 561 14.3 36.0
Borg-Warner ... 2,19G 1,479 81 1,179 2,039 ... sensiees O0R0 00000000 457 18.3
Reynolds  Metals 2,193 355 333 51 ooos 4 g 15 1,722 ... 69.6
Cluett, I'cabody . 2,175 1,757 83 1,580 2,225 176 250 cecsssee  deeeeses eeeess e Goo
Schick 2,432 110 wee 110 719 Coo0Ce00 Goococonoaaoogog T oocooooo 1,713 cecene 70.1
Awer, Dairy Assoe. .. 2,402 132 00 297 761 46 490 1,101 oo 66.3
Prudential Ins, of Amwer. ... 0000000000 2,391 2,189 41 547 8 633 820 908 78.0 72.2
Admiral 2,318 793 0000 793 1,182 18 151 1,028 ... 50.8
Californla Packing ...ccccoevvenvnnnnnns 2,350 1,500 80 1,235 2.047 302 00000000 oomacocs. | oo oooas
Wesron (il & Snowdrift.. 2,318 905 2143 1.092 000 1,250 73.1 53.4
Simoniz ...... 00000030000000000 N TTITENN POIOCORLOG00 2,152 312 132 633 Cooo000 1,395 ... 5 618
Motnal Benefit Health.... Con0o 0G0 2,121 728 GO e oo 59 523 831 100 63.7
Doubleday  .iueeeeneennnnnn. 5 5 2,091 1.197 100 613 911} 29 2 3.0 .t
Standard Oil of Indiana......... OOCO000000 2,081 T T4 81 1,258 T L. 95.8
Remington Rand 2,062 it 714 996 " 1,042 305
Socony Vacnum Oil 2,016 1,161 qooa 91t 1,683 0000 17.7
Gulf 0il .. 00000000 2,027 983 373 326 cooonon 1,701 62.1 83.9
Olin Mathicson Chem. .............. yeeeee 2.015 1.820 1,750 1,750 69 e . o000 261 .. 13.1
Miuncsota Mining & Mfzg. ... 1,97t 123 323 379 83 e 674 817 ... 5.3
Ralston Purina 1,973 1.526 77 111 870 151 1,111 326 625 92.1 148.2
Longines.Wittnauer 1,966 413 250 T L e 163 1,223 671 39.1 96.3
Amer. Chicle ..... 1.961 287 o0 221 94 63 coooco. . oooooneo o000B6e0 1.869 ... 935.1
Block Drug .ccviiiiieeieennnnenennniinnen 1,957 463 o 355 52 108 379 eewe T3 12530 ...
Union Carbide & Carbou.. .. 1.951 1,503 79 1,178 1,780 23 1142 Soon | Goore P s
Johna-Manville .cviiimeeennsiiiiineennrnnnenenn 1911 953 e 111 736 ... ceeeees 814 1,208 Ll
Manhattan Soap ...ccomveeennerneceennnnnee, R 1,939 3.404 31 123 170 176 2,803

ndlx ITome Applianees; Natlonal Biscuit billings Include Hills Bros.; Ameriean
ings inclnde Nash-Kelvinator and Tudson but 1948 ranklng is that of Nash-
alone; Kaiser blllings inelude Willys-Overland, Olin Mathieson Chemlcal billlngs
B Industrles, Mathleson Alkall Works and E. R  Squlbb.

got started, and last year, sroNsor has

done an extensive analysis of ublish- Some of spot radio leaders
ers Information Bureau records (sce e
chart above) . American Home Prod.. General Motors
1*IB : % Ratiantine Grose¢ Laboratories
ﬁgures cover what it terms “na- Borden Mox e Koo e

tional” media—magazines, newspaper :* c F"':‘\‘:}‘,l o Maunischewitz Wine
supplements, network radio and net Cocter Hiamsen Mctropolitan Lifc Ins.
. pp S . lt e ‘::: ‘:; - National Biscuit
) N . . . ¢ . -
work radio and network television. (-u,gym Nestlé
. g - % 0 etk
Not included are newspapers and spot g"ﬂls Publishing :_‘I":'“'(‘;SW dio
. . - “$S0 - .
radio or television, which are of course Ford-Lincalu-Mercury  Sinclaic
L . Geueral Foods Staudard Brauds ]
also national media when used full- General Mills Widroot ‘

scale by a major advertiser. . ) B
While detailed doll 1 ex 1i- SOURCE: Names for the list of 25 spot
gl geilar ad  expendi radio accounts above were gathered from
(Please turn to page 95) leading station representatives. The list is
not complete and is in alphalwtim{ order
ouly, not order of expenditure. No sci-
30 MAY 1955 entific basi< now exists for ranking leading
spot radio adverticers. See story on this

problem this issne, page 42.

These are Top 25 spot tv elients

1. P&G 13. Caruation
2. Brown & Wil 1t. Grove
lamson 15. Anahi~t
3. Sterling Drug 16, Vick Chemieal
4. Standard Brands 17. R.J. Reynolds

3. Block Drag
6, Culgate.
7. Rataer I'rowios

18. C(hesebrouzh
19, Yord Motor

tions 2n. I'. Lorillard
8. Carter Products 21. General HMiills
9. General Foods 22, Peter Paul
19, Natlonal Bi-cuit 23, Kellogg
11. Buleva 2t. Toui
2. DMiles Labs, 25. CGeanrral Motors

SOURCE: N. C. Rorabanzh Report on
Spot TV Advertising, first quarter 1955,
This ranking is in 1terms of the number of
stations u~cd. Rorabaugh's figures include
almost every major tv nutlet in U.S. Rank-
ing here is be-t available thoagh it may
not in all cases reflect exact order of ex-
peunditure.
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THE PROCTER & GAMID

On these pages $PONSOR presents the
ccond in a major series on the world’s
largest advertiser and number one air
media client. sroxsor had long sought
the opportunity to analyze Procter &
Gamble’s radio-tv approach and was
able to prepare the present series with
the aid of interviews with company
execulives, key people in P&G agen-
cies and other veteran observers of
the broadcast scene. This is the first
comprehensive treatment to appear in
print of the current air media thinking
of a company which is frequently
talked about in advertising circles but
which is rarely quoted on its own
philosophy.

Land

A‘Ia(lison Avenue folklore has it
that the Procter & Gamble media man
is weaned on the multiplication table.
[1is solid food intake is said to begin
with a delicate balance of square and
cube roots. Later he learns to season
with hot ratings and enhance flavor
with low-caloried cost-per-1.000 dress-
ings. Finally, he is taught how to cut
through to the meaty mathematic cen-
ter with the versatile instrument that
i= to bhe his forever more —his trusty
<hide rule.

This, and similar tales, are told with
a mixture of irritation and admiration.
Irritation from some of the <sellers of
time because. as one stalion represen-
tative puts it: “They reduce buying to
a rating and cost-per-1,000 ‘floor.’
They buy by formula, and that reduces
~elling to a Dbargain-basement level.”

by Herman

Admiration because, as another rep
has it: “Sure they stick to mathematics,
but who am I to argue with success,
God bless their little hearts.”

I’§G enjoys many such heartfelt
wiches. Tt i tv’s largest spot adver-
tiser. a fact often overlooked in the
trade press atlention to its extensive
network operations. In a budget of
approximately $71,000,000, it is allo-
cating about $11,000,000 to spot tv,
or 15.57¢. by sroxsor’s estimate. In
spot radio P&G spends $1,750,000, but
there are signs a substantial increase
may be coming in the near future.

While sroxsor was unable to find
any P&G media man cutting his veal
with a slide rule during the delicious
—and reasonable!—135¢ lunch enjoyed
in the pleasant P&G dining room at
Cincinnati’s Gwynne Building, it found
a strong conviction among P&G execu-
tives that the mathematical approach
was not only sound, but actually un-
avoidable in its type of operation,

How P&G uses the mathematical ap-
proach in buying spot television and
radio will be dealt with in this article.
the second in SPONSOR’s series on the
company’s air operations.

Part one (16 May 1955) reviewed
the business and media factors behind
P&G’s dramatic surge into nighttime
television this season. Part three next
issue will explore company attitudes
on the values of daytime television and
radio programing; important decisions
in the daytime area are expected hour-
Iv. An additional article will follow

THESE ARE ESTIMATED SPOT TV BUDGETS OF 26 P&G Blb"

9,128 21,031,069 $387,020 8114,861 $56,307
- Z - — 1 |
s | -
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£97.208 $98.693 £353,819 8718.375 o)
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covering P&G’s relations with its seven
agencies and its own internal advertis-
ing structure, including the operations
of P&G Productions, Inc.

To obtain material for the series,
SPONSOR interviewed Procter & Gam-
ble executives in Cincinnati and taltked
with the company’s agencies, former
company employees and competitors,
broadcasters, station representatives.

There are some subjects on which
nobody will talk for the record. Out-
side of P&G itself, whose executives
consented to quotation, anonymity was
universally insisted on, even when the
source had nothing but the kindest
words for the industry’s biggest ac-
count.

Logic of the slide rule: Said one
broadcaster: “Everytime I'd go in
there, they’d wave that slipstick at me.
Finally, I learned to use the things
myself. Now I can go in and wave a
slipstick back at them.” He took a
slide rule out of his desk drawer and
illustrated with a smile of triumph.
Sellers of time may complain that
the ratings and cost-per-1,000 approach
leaves no opportunity to sell “the other
factors,” such as station loyalty, the
plusses of personalities, local-appeal
shows, and so forth. But these com-
plaints leave P&G unmoved. The com-
pany appears willing to accept the
slide-rule characterization as accurate.
Said Director of Media Paul Huth
to spoNsor: “High ratings are impor-
tant as a reflection of the market situ-
ation. Ours are mass products and we

(EAR. TOTAL: OVER $10,300,000

$491,577

=)
- Jof

7 |

$716,761 $396,642
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s

therefore seek maximum circulation
for commercial messages. Basically,
we have no real connection with the
show when we purchase spot. We are
buying audience only. For this reason
the stide-rule approach is inevitable.”

Does this mean that rating goals are
coldly calculated in advance, or that
the company adheres to a rigid cost-
per-1.000 minimum? This is a fre-
quently encountered view.

But at P&G itself, sPoxsoR was told
repeatedly that the company “follows
no fixed formulas.”

And the five New York P&G agen-
cies contacted unanimously reject the
assertion that they buy according to a
finely-etched client blueprint.

“This is a sore point with me,” one
P&G buyer told SPONSOR, typically:
“We are not ‘numbers buyers,” as some
claim. There is no rating or cost-per-
1,000 floor which I must use in pur-
chasing for Procter & Gamble, and 1
don’t use any. Naturally, I try to buy
as efliciently as possible. It wouldn’t
make much sense for me to submit an
availability at an unusually high cost-
per-1,000 would it?”

A P8&G buyer had this explanation
to ofler: “People may be confusing
buying strategy with company policy.
Of course it is good buying strategy
to ask for a high rating or a low cost-
per-1,000 in order to get the best avail-
abilities. But it is just strategy. There
is no ‘floor’.”

A number of buyers pointed to the
purchases made in markets where no
ralings are available as evidence of

$273,225

865,287

$115,159

How P & & and itls seven agencies buy spot

their unanimous claim that the same
factors of common sense and good
judgment must enter into time buying
for P&G as for any other brand.

“It all depends on the individual cir-
cumstances,” said a long-experienced
P&G timebuyer. “I buy the best that is
available at the time. Sometimes very
high ratings can be had, at other times
they are just not around.”

At times, agency spokesmen report,
the lower-rated station will actually be
bought, because the adjacencies on the
higher-rated station may be deemed
inappropriate. A sporting event, for
example, may have a sensationally high
rating, but may be considered out-of-
bounds for an Ivory Flakes or Dreft.

The adjacency factor appears to be
an important consideration among the
P&G agencies. as well as the nature
of the brand; that is whether it appeals
to housewives primarily or to a broad-
er audience.

Although agency spokesmen insist
that each shop follows its own genius,
all echo the same I’&G spot aims:

1. Extension or reach -a mass prod-
uct demands that you hit the largest
possible audience;

2. Frequency—repetition of ad im-
pression is vital;

3. Efficiency — the per-impression
cost must not be too high.

P&G agencies know from experience
that the account does not readily go
for a spot tv cost-per-1.000 far above
§2.00. It is only to be expected that
this will be reflected in their buying.

(Please turn to page 82)

(Estimates were purchased from “Rorabaugh Report on Spot tv Advertising”)
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(il haappens when (v hits a marke}

Buying of tv-sold brands shoots up 33 %,

ippens. exactlv. when tele-
to-non-tyv con

the before-and-after ef-
hrand purchasing

VI~ 1 0O

Do

fTects of v on a new tv

wme? Or. does tv make an

vtial wallop that gradually wears off
IN¢ passe

) d advertisers and agency

< have often posed (nestions
h hese. Up to now, the answers

ve been largely in the erystal-hall
But now that situation has changed.

I the NBC 1V charts on the page
at right admen will find the highlights
of a new et of answers to these and
<similar tv-created puzzlers. llere are
~ome of the facts uncovered:

e \ler gelling v, new =el owners
ine rease their total exposure to adver-
1177 (wore than an
hour and a quarter per dav). But tv
lion's <hare of wedia atten-

LE RN “(“ﬂ I)"

PR ilhyes
'l( LRt

TOP ADMEN SAWABC'S NEW STUDY
her 2000 adie v in 13 eities viewed elosed.
FFort Wavne study’s fine
Mo Kes NBC O executive

Hoe i I. 1 11

1wl tan

BEN DUEFEFY WAS “NTARY GLEST

friviyey

- M " 1 Y { \
) -tdert, b intlvy Ceenter)
H
At defr: N

seated s e, Collin

tion: two out of three media minutes
arve =pent with tv more time with tv
than with all other media combined.

¢ Ty cocks across the advertiser’s slo-
gan or copyv pomt. After tv, for in-
stance. In-tant Maxwell House's slo-
can identification  increased  150€.
Camay's <logan identification hopped
vpward 51 in tv homes. The aver-
age slogan identification jumped 517,
Trademarks leaped too; even the well-
known Pontiac Indian head jumped
23¢ in recognition.

» Brand buving changes drasticallv
< a result of tv's influence. The gain
1= usuallv at the expense of non-tv-sold
competitors. Amoug those people who
have hecome tv set owners, ’et Ak
cained 5197 wmore buyers. Carnation
lost 147, Bab-O lost 12°¢ and Ajax
cained 4777, The products gaining
were on tv: the losers weren’t. And.
the more they advertised on tv, the
more increases in sales advertisers got.
e I'v works fast, but it also continues
to work. Owners who have had their

in 315 months. NBC TV study shows

tv sets longest (averaging a vear or
more, but going up to five years)
showed the highest buving levels for
tv brands. the highest awareness of
brands using tv. and the highest opin-
ton of tv-sold products.

This data comes from a new NBC
TV study entitled “Strangers Into Cus-
tomers,” which took two vears and
£250.000 to complete. As it= market
cuinea pig. \BC TV <elected Fort
Wavne. Ind. a medium-sized (140,-
000 people) area which didn’t have any
tv service. other than fringe reception,
until late in the fall of 1953.

The befove-and-after field work.
which consisted of extensive depth in-
terviews in a big (one out of every
six homes) probability sample. was
handied by W, R. Simmons & Associ-
ates. The entire project was under the
supervigion of NBC’s Director of Re-
search and Planning. Tugh M. Beville.
Jr.. and Research Manager Tom Coffin.

During the past week. a beehive of

(Please turn to page 93)

STRANGERS
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Impact of tv on brand
purchasing, consumer
media habits, local
retailers 1s shown
vividly in these five
charts. Study was
made by NBC TV in
Fort Wayne, Ind.,
before and after
advent of local tv

1.

Tv accounts for seven of 10

ad impressions new owners absorb

Per cent of new tv owners who
recali advertising In each medium

Before tv  After tv

TELEVISION ooeveverianne 9" . 85
NEWSPAPERS ............ v 25% e, 149
11790) {0 JSU . 41%. . 9%
MAGAZINES ..ocoovvvenine v 14%.ine 9%
BILLBOARDS .............. . 6% 49

101% 1249

*From ‘‘guest vlewing.”” Outskirts of Fort Wasne
recelved tv signal from nearby areas prior to
start of the IFort Wayne tv station.

Figures add to more than 100% because
of multiple responses. Aeceording to
NBC TV, the “after tv”’ eolumn points
up three important developments eon-
eerning new tv set owners: (1) tv
makes people more econseious of ad-
vertising—about a quarter more (124
vs. 101%; (2) tv seores seven out of 10
ad impressions people absorb daily; (3)
tv beeomes a greater advertising souree
than newspapers, magazines and radio
eombined were hefore the family ae-
quired its tv set (85 vs. 80%).

2.

Tv does ‘best job of moving goods,’

Ft. Wayne food & drug dealers say

How retallers rank mecdia effectiveness
(% naming each medium in first place)

% Dealers
TELEVISION ocioiiiiniinivveseinnennn 47 %
NEWSPAPERS ............ S nl7%
RADIO .......... S S T T Ay C e 7%
MAGAZINES  iiiiiiiiieiiiiinnnnes enecneee .. 5%

Figures add to less than 100% beecause
some retailers had no elear-eut opinion.
However, food and drug retailers are
among tv’s biggest enthusiasts; half of
the Fort Wayne merehants surveyed
owned sets before television came to
town. Four dealers in every 10 stoeked
new brands as a result of tv advertis-
ing. Dealer fondness for tv helps ex-
plain eonstant pressure on many adver-
tisers to use television. Checkup was
made about six months after start of
Fort Wayne tv in fall of 1953.

&

Brand reputation is enhanced

by television prior to a purchase

““Which brand is better?'’
(Average for nine ‘‘paired brands)

Before tv After tr

TV-SOLD BRANDS ......... 85 % i85 %
BRANDS NOT ON TV ......34%........25%

Preference scale is tipped by tv in favor
of tv-sold brands—a major step prior
to aetual purchase, aceording to NBC
TV. Paired-off brands ineluded Crisco
and Spry, Lilt and Toni, Colgate and
Pepsodent, Pet and Carnation. Aver-
age tv brand started out praetically on
a par with its non-tv eompetition; but
after tv, set buyers gave it almost a two-
to-one preference average. Pet started
195 behind, emerged 71% ahead of
Carnation for a high seore among
paired-off products in survey.

4.

Two ount of three media minules

are spent with 1v in a new tv home

Media minutes per person

Before tv After tv**
TELEVISION .......... 12*...... ..173
RADIO ... 122............ .52
NEWSPAPERS ............3% e .32
MAGAZINES 17.. 10
190 min. 267 min.

Tv's effeet on the amount of time peo-
ple in new homes spend with advertis.
ing media is sharp. New set huyers
spend more time with all media, but
almost as much with television as they
used to devote to all other major media
put together. Effeet is lasting, too; sim-
ilar study in Davenport at a time when
city had tv serviee for nearly five years
showed similar pattern, although radio
minutes per day had inereased notiee-
ably. Pattern of time new set owners
in Fort Wayne spend with tv shows
3.3-to-1 ratio between tv and radio,
higher than national Nielsen average for
April 1954 of about 2.5-to-1.

*From ‘‘guest viewing.’” Outskirts of Fort Wayne
recelved tv signal from nearby sareas prior to
start of the Fort \Wayne tv station.

**Approximately six months from alr date (Nov
1953) of tv station.

5.

Tv pay-off for advertisers is in

stepped-np pnrchasing of 1v brands

‘‘What brands did you buy?'’
{Average of tv-sold brands)

Set buxers Unexposed
BEFORE TV ............ 18.0% .eceveenns 16.1%
AFTER TV ..o, 24.0% . covernnnns 17.8%

The average tv-sold brand (Seotties, Es-
tate Ranges, Pride, Beautiflor, Arm-
strong, Cheer, ete.) registered a 33

purehase inerecase among new set buy-
ers in Fort Wayne in just three and
one-half months, The same brands reg-
istered only a minor change (up about
12%%) in the “unexposed group” where
the job of selling was done by non-tv
media. Buying of Seotties, for instanee,
doubled in three months to lead field.
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National problem: Re i~ FCC and other estimates of total spot radio dollar volume
i pitches to top management bt lack full breakdown of competitive activity by spot
cders. Here, SRA Pre<ident Adam Young charts spot radio growth for Viek admen.
oostephen Macheinski, =ales mer., Adam Youngz: Orrin Christy, media dir., Morse
avional; Adam Young: Frank Davies, ad mgr., Vick: Kirby Peake, Viek president

Loeal problem: Thnehbuyer~ usnally face major headache when ~ecking data on what sput
(»l,"wlllllnn doe~ o I”}, 13 w, A\Y OR. N, Y. sales eaeenlive Bili MeCormick acts a-
werviee” for Gever buyver Carol Sleeper with aid of pocketsized portable. Visit
d e coipeide with actoal aving of <pot announcements by rival of ageney's cliemt

Mol I

With latest eff

.
,l‘he Spot Radio Register, first ma-
jor attempt in several years to index
all national spot radio spending,
cround to a halt earlier this month.

Reason: Register was to have heen
based on information gathered by sur-
veying regularly a cross-section hist of
some 000-700 radio stations. But less
than 30°7 of the outlets indicated to
spot data gatherers Jim Boerst and \.
C. “Duke” Rorabaugh that they would
cooperate.

Commented Richard C. Grahl, chief
timebuyer of William Esty and a vet-
eran spot radio adinan:

“Radio stations are spending too
wuch time competing with each other,
and not enough thinking of ways
to help sell their medium and their
market. For every national brand us-
ing spot radio in a market today, I'll
Let that at least three more could—and
should—Dbe using spot radio if they
had the whole picture of spot radio
wctivity before thenr.”

Added Grahl: “A major problem in
spot radio is to make top management
among advertisers aware of spot ra-
dio.  Station management refusal to
cooperate in an industry project of
data gathering isn’t helping things at
alt.”

Other timebuyers and industry exec-
utives groaned andibly as word of the
failure of the Boerst-Rorabaugh Spot
Radio Register got around.

“llere we go again—back on the
merry chase of calhing reps and sta-
tions to ferret out what the competi-
tion is doing,” said Fthel Weeder,
Biow-Beirn-Toigo timebuyer.

“On other air media. you can an-
swer the question *‘Who's buyving it
this month?’ within an hour,” said
Crey Ageney Thimebuyer Joan Rutman.
“But on spot radio, you've got to fly
blind.”

“Spot radio’s biggest aeed is still
telling the man who uses it what the
other gun is doing.” said Adam Young,
Jr.o president of the Station Represen-
talnves \ssociation.

SPONSOR




But the comnients all boil down to
cne thing:

Who buys what in the §133,000.000
national spot radio field--particularly
the leading advertisers—is as much a
mystery as ever.

The problem is not a new one.

“Spot radio is still a tipster’s para-
dise. But the fact that spot radio in-
formation has to be tracked down
cloak-and-dagger fashion doesn’t stop
people from trying.” stated a SPONSOR
article (see bibliography at end of
story) in January. “Spot radio is poor-
ly and deceptively named. hard to buy,
unglamorous, underpromoted-—-and un-
reported.” stated an editorial in the 1
November, 1954 issue. In an earlier

ustomers

wt clients stalled, admen renew pleas for full data

1eport, 5 big mneeds in spot radio.”
SPONSOR stated “Everybody wants spot
dollar figures but few cooperate in re-
vealing the data.”

It has, in fact, been a subject in and
out of SPONSOR’s pages since an at-
tempt by Duke Rorabaugh to gather
data by surveying reps was reported
in a story in the summer of 1951. The
fact that the problem is dragging on
does not mean. many executives feel
today. that there iz any less need for a
service that reports on spot radio ex-
penditures of leading clients.

“We've put the idea of a report
based on station-gathered data on the
shelf indefinitely.” Jim Boerst told
sPONSOR.  Boerst. liowever. i: contin-

ving his monthly Spot Radio Report
which is based on data contributed by
some 50 agencies, but which lacks data
on the giant spot advertisers like Proc-
ter & Gamble, Lever Brothers, Colgate,
and the cigarette firms.

Added Duke Rorabaugh:

“TII never understand the thinking
of some station managers. Obviously.
there’s a need for a regular spot radio
reporting service. Obviously, it will
enable reps and stations to sharpen
their sales approaches. But many ra-
dio stations still feel that a list of their
advertisers 1s an invitation to other
stations to steal the business.

Is the door completely closed on a

(Please turn to page 90)

CHANGING PICTURE OF SPOT ACTIVITY DEPICTS NEED FOR FULL REPORTS

Few media ean claim such a bustle of client ac-
tivity as national spot radio. Case examples be-
low, selected by Jim Boerst from his monthly
“Spot Radio Report,” show that a typical list of

SPONSOR, PRODUCT, AGENCY

SPRING ’54

SPRING °55

major spot radio advertisers will reflect addi-
tions, subtractions and changes in schedules in
a few months time.

Report covering full spot

radio picture at the moment is not in sight.

CHANGE?

ATLANTIC REFINING

Gasoline

N.W. Ayer

CANADA DRY

Beverages

I. M. Mathes

CONTINENTAL BAKING

W onder Bread
Ted Bates

METROPOLITAN LIFE
Insurance

Young & Rubicam

KROGER CO.

Groceries

Ralph H. Jones

Used five 5-min.
programs wkly on

49 stations stations

Used five S5-min.
programs wkly on
12 stations

Average

Used three to 10
daytime anncts
wkly on 111 sta-
tions

Similar

Used 5-15 mim.
newscasts on 33
stations

Similar

Used average of  Similar
20 daytime anncts
wkly on 122 sta-

tions

5-min. shows and
sportscasts on 140

daytime anncts
wkly: 22 stations

activity
on 56 stations

activity
on 35 stations

activity
on 141 stations

Switched empha-
sis to sports, add-
ed 3509, more

stations

of 10 Switched to
anncts, added
1009% more sta-
tions

Cut back by 509

on station lList’

Little change,
slight increase in
station list

Holding satura-
tion formula, but
adding steadily to
station list
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PANORAMIC VIEW DURING SECOND TELEVISION PIONEER DINNER AT NARTB CONVENTION SHOWS MOST OF 400 GUESTS ATTENDIE i

“The miracle of television”

George Abrams, v.p. of Block Drug, gives rare penetrating analysis

of Blocelks first five years in tv at Television Pioneer Dinner

The Second Television Pioneer Dinner, given by sronsor to
onor lelevision’s pre-freeze pioneers, was an opening social event of
NARTE Conventton in Washington. D. C., last week. Guests in-

« the Chatrman of the FCC. the FCC Commissioners, Scnators,
atives, govermment officials, and over 400 broadcasters, repre-

v film official<. and advertising executives. Guest of honor

C. Tagerty. Presidential press seerctary, who received an

v helping to bring the Presidential press conferenee to the

T televiston and radio. The master of ceremontes was Robert

D. Suwezev of WDSUSTV, New Orleans. Plans for the dinner were

noted industry veteran Col. Edward L. Kirby.

N ] searge Jo Abrams, advertising viee president of
1) ( nd himself a pioneer television sponsgor who has
,2() tons i the v mediom in five years. Abrams spoke

Pioneering a New Interest in the Publie Interest,” and
clv acelaimed as< a penetrating analysis of tele-

1 potential by members of the audience.
these pages excerpts from Abrams™ <timulating
television™s tmpaet as expertenced by Block
onsorsliip of Danger on cight CBS TV stations

of low to deal with the prob-
101

l‘lost of you here tonight have
viewed radio and television as a me-
dium to be purchased by others: as a
medium transimitting messages across
miles of space; as a medium competing
with other media for attention. inter-
est, and dollars.

But the adman’s view is a far differ-
ent view and one that should make you
pioneers of radio and television mighty
prnml.

And 1 hope vou wont mind if the
view tmough my eyes is concentrated
primarily on tv. for that's where we've
heen doing our pioneering these past
five yvears.

Since 1950 the scorcboard shows
welve poured more than 20 million
dollars into tv, with 1955 the higgest
vear of all. And yet, al the same time,
weve also rediscovered radio—going
Lack this year into network and spot
radio on a much heavier scale than in
recent \ears.

Bat tefevision has been the exciting
revelation as | imagine any new dis-
covery is to the mminitiated. Well, let
me tell you why—and let me use this

SPONSOR
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R PRE-FREEZE STATIONS. KEY ADDRESS, BY GEORGE ABRAMS, APPEARS BELOW. COPIES OF SPEECH ARE AVAILABLE ON REQUEST

nostalgic review to do another thing—
to show you an area where pioneering
work still remains to be done on the
largest possible scale.

Our tv opening night was September
19. 1950. Our first television show, a
program called Danger was making
its bow.

And along with the new show, a new
announcer—a young guy named Dick
Stark who’d done a lot of radio, but
only a little of television, and who had
a theory which later proved so right—
that tv needed actors who could an-
nounce or announcers wlo were actors.

So there it was . . . we'd taken the
plunge and now we belonged to that
select society known as network spon-
sors. And our network, then, was eight
stations — though it didn’t stay that
way for long. And that young an-
nouncer, he did some growing, too—
from $125 a week to a vearly income
in six fgures, with sponsors clamoring
for his services and asking him to set
the price.

And our first rating . . . a 38 Niel-
sen . . . we'll never forget it, because
we never exceeded it. [ mention it
now only to show the hunger folks had
in those days for new programs—and
Disneyland, This Is Your Life, and
Medic prove that a new program idea
is just as attractive today as it was
five years ago.

What did this first experience in
television prove?

Well. for us it was a revelation in
advertising.

We had been heavy users of maga-
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zines, newspapers and Sunday supple-
ments. We had put good money into
radio, too—sponsoring Burns & Allen,
Quick As A Flash, and even Alexan-
der’s Mediation Board. In 1949 our
spot radio expenditures alone exceeded
the million-dollar mark.

But we had never used this fresh.
new medium of television and the

B

things that happened to us and to our
products as a result of tv make an
interesting report.

lu the first place, our whole concep-
tion of advertising copy changed. Our
print and radio copy had followed a
usual patlern of heing commercial in
conteni—stifl, stilted. persuasive. but

(Speech continues next page)
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W e woon learned that television was
a different kind of medium. And our
copy recogimzed that we were sending
messages into a living room; wessages
could carrv a new of
warimth and rapport to the viewer on
the other side of the cathode tube.

It was this understanding which led
to the development of what we called
the “intimate” commercial
a “vou” tvpe of commercial

whieh sense

- not jnsl

but one
in which our announcer had the liberty
of adibhing. of phrasing the message
in a personal wan. <o that lie was dis-
cussing om product and its benefit on

James €0 Hageny, Presidennial press seeretary, i< shown receiving
award for his work in bringing Presidential press conferences 10
a1, Nerwork correspondonis at White House also received eitations
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ADMEN AND WOMEN ATTENDING NARTB CONVENTION* I

MAN GIBBONS, Ketchum, Macl eod <
Grose, Pitts.

TONM GIANN, JIU'T

RICITARD GRAND, W iham Esty

IHHFRB GRUBLER, kdward Rletter

PALL . GUNMIBINNIR, Guminnner

SAMUEFL ITAVEN, Benton & Bowles

GRATIANM 11\Y, Compton

RAYMOND 111 N\LY, Benton - Bowles .

ANYN JANOMWIC/Z, Ogviy. Benson o Mather

RAYMOND F O JONIS, 1&R

MARIVIN KANF, Ogifvy, Benson > Mather
EFNIANUEFYL KA L/, Doeskin
ITENRY J. KAUENAN, Henry J. Kaufman

ADDEUS KELLY, McCann Lrickson
L1IP K¥NNEY, Aenyon & Eckhardt
‘R G. LEVAILILILS, Y&R
TR 1M IEN, Bryan Houston
NMARY LOFBER, Brisacher, Wheeler &
Staff, N1
S OLUCE, Jur
MAacDONNLD,
Bounpgh, S.I.
TITOMAS J. NcDERNMOT L, N . Adyer
NORMAN F NMCEVOY, Cowan &> Dengler
JOLIN P MARSICH, Audner
AWILLTAN 1. MATTHEWS, Y&R
A\VARD . MAURL R, Wildroot, Buf.
. . MIDGLYY, JR.,, Ted Bates
AWIELIAM MURPILY, Benton & Bowles
LINNIA NEFISON, Kudner
ARITIIUR PARDOLIL, Foote, Cone ¢&
Belding

Guild, Bascom-

seonsor - Comvention cdhiechup as of 23 M

an over-the-fence basis with the
viewer.

The commereials made the announc-
er—and they made the product. Where
previous advertising had iade cus-
tomers quietly, this new medium pro-
duced customers who were quick to
express the fact that the announcer’s
helievability had wade them change
their brand of tosthpaste.

No impressionable was this v adver-
tising that when we used a comparison
commercial showing the difference
onnces for the same price among coni-
petitive brands, we found consumers
able to quote ux to the fraction that

who made

All finns New

for their econtnibution 1o airing conferences.
Scollenberger, (CBS:

awards: Bryvan Bash. ABC:

GRACE PORTERFIELD, Benton & Bowles

ROGER PRYOR, Foote, Cone & Belding |

DAVE RADTKRF, Parker Adv.

FRANK J. REED, SSCB

HELEN ROUNSANILI L, The
Wash.., D. C.

ALLAN SACKS., JU'r

1'T1 NORE SCANLON, BBDO

GERITRUDF SCANLON, BBDHO I

REGGIE SCHUYBFL, Reggie Schuebel, Inc.

DON SEVERN, Brow Beorn-Toigo

JACK SENTFRSON, VMatlueson, Milwe. I

tde. Conuncil, I

KRTITH B. SHAYVFFR, Eruwin, Hasey

JAYNE SHANNON, JI¥T

FRANK SILNERN AL, 8B8BDO

PENELOPLE SININMONS, Foote,
Belding

EDGAR P, SMALL, Ted Bates

ANN SNUUTUH, The Ralph 1. Jones Co.,

Cone ¢ I

Cin,
BRILL SMITI, Lennen & Newell I
NANCY SMITIHL, JUW0T
HENRY L. SPARKS, Y&R
STEVE SUREN, SSCB I
ETHEL WIFDER, Biow-Bein-Toigo
HELEN WILBUR, Grey
CITARLES M. WILDS, N. I}, Ayer
FDWIN A. WILHELM, Maxon |
AUBREY WILLIAMS, Brinckerhoff &
Walliams, N. O.
ANNE WRIGHT, JI'T
ISABEL. Z1EGLER,” Biow-Berrn-Toigo I

York unless otherwise indicaled.

“Amme-i-dent offered 43] ounces for
(9¢: other brands only 34 ounces for
the same price.”

Need 1 =ay that Amm-i-dent sales
spiraled? After that first year on tele-
vision, Amm-i-dent had rizen to sec-
ond place in sales among more than
a hundred brands of dentifrices, some
established names common to evervone
in this room.

And, needless to sax. wherever we
could and however we could. we added
stations to our Danger Lineup. | say
“however we could,” because in those
davs. it wa~ ofen necessary to make
under-the-counter and behind-the-cash-

(.. 10 r.) Lewis
James Hagerty: sronsox’s Norman Glenn,
Julian Goodman, NBC
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register deals with stations to clear the
necessary time.

But it was worth 1it.

Each station was worth fighting for,
and we often sent agency people thou-
sands of miles just to persuade station
managers to move out wrestling and
move in Danger. 1 clearly remember
one junket to Jowa where we finally
persuaded the manager to take on our
show., That year, time and talent in
this market cost us $8.000, but sales
jumped $25.000 in that one city—
making it a mighty good investment.

Program costs in those days were
interesting. My records document the
fact that Danger cost us only $6.000
a week—and that was with a guest star
or two thrown in once or twice a
month. Today this same show (with-
out guest stars) has a $17,000 price
tag—and half the rating.

Producing the show gave us prob-
lems we had never had before, either
in radio or in print. There was the
producer who went “psychological™
and insisted on every play having an
unhappy ending. And another, who
liked “off-beat™ stories to the point
where our murders were being com-
mitted by leprechauns.

So, finally, one night T asked the
agency to get us a new producer-direc-
tor team, who could deliver mystery
shows that were mystery shows. They
introduced me to two young guys; one
who had been a floor manager on a tv
programn: the other who had been a
child actor on Broadway and had been
pushing buttons in the control room
long enough to be called an assistant
director.

I just asked them one question:
“Can you give me a bread-and-butter
murder mystery, where someone gets
killed, the murder is solved, and we
have a happy ending?” When they
assured me they could, I hired them—
a team called Charles Russell and
Sidney Lumet.

They’ve since become one of tele-
vigsion’s hot combinations and today
direct a classic called, You Are There.

But that’s the way it was in those
days. No one knew very much about
producing and directing television
shows, and a couple of young kids with
courage stood as much chance of suc-
ceeding as a Hollywood veteran com-
ing East for a shot at this new medium.

And we took a chance on actors.
too. Youngsters like Maria Riva, Rod
(Please turn to page 99)
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I Convention aitracted big turnont of admen who

| came (o spot (rends. renew station contacets

I The 33rd NARTB Couvention in Washington, D. C., last
weelk attracted an unusually large number of advertising
people (see partial list on page at left). Big turnout
I reflects spiralling air wedia billings over recent years
and is measure of importance of a'rr media in agency-advertiser
I deliberations. Proximity of Washington to New York City
was another factor in attracting admen. Admong chief

l reasons admen cited for coming to Convention: keeping
tabs on fast-changing situation particularly in television;
l renewing contact with broadcaster friends.
| QUOTES from admen at Convention
| ¢¢] learn more {rom sitting around chatting with station
managers in rep suites than I can from a week of out-
| of-town telephone calls. When you call a station man,
you're usually discussing just one problem. When you
renew old acquaintanceships at the NARTB Convention,
| the conversation ranges informally over a wide variety of
topics. I find the Conventions a wonderful way of catch-
I mg up with the trends in broadcasting, a place to have a
meeting of minds.*?
I Frank Silvernail. BBDO
* ® *
I ¢¢In addition to keeping my ear to the ground, meeting
broadcasting officials and station people, I wanted to look
I at the latest color tv equipment {rom the advertising stand-
point to see what kind of color conunercials, filins, etc.,
I we may have to deal with in the near future. Evaluating
color equipment at tv stations, knowing what’s needed for
[ telecasting color commercials will eventually be a factor
in buying time.”®
I John Marsich., Kndner
*. * At
| 6] mostly go to Conventions just to get around among
v broadcasters rather than to see anything specific such as
| new equipment. However. I know that I will come back
with a lot of new information. | always do.*®
| Frenk Conlter, Y&R
| * * *
“Agency people should attend the NARTB Convention. It
|‘ makes for good station relations; there’s a big difference
in dealing with station people when they’re not just a voice
at the other end of a phone call. And frankly it's an in-
I teresting change of pace for a few days.*®
I Ethel Wieder, Biow-Beiru-Toigo
% # #*
| ¢¢I can read about the NARTB formal sessions but I think
coing to the Convention is a good idea for agency people.
I Why? Because it gives you a chance to discu-s. face to
face, vour problems and the problems of broadcasters. It’s
I a wonderful refresher for vour busine-s contacts.?

Helen Wilbur., Grey

— — — — — — — it — — — — — -—I
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MY can say at this point that such a phenomenal and steady
increase in which the longer the audicuce is exposed to tel-
evision the more it buys proves that television and nothing
else is responsible for the nearly 100% increase in sales,

"We knew something of this characte? would happeu when we
tried television but we did not anticipate such a big increase
in a market where our oven-baked beans were-a class nrefereuce
item becausé of their high price and the fact that they were
known only to the discriminating consumer despite an excellent
job done by our broker. Otto L., Kuehn Co,

"A great deal] of credit is due to the commercials which the
station created based on the material prepared for them hy us
and our agency, BBDO in Boston, We couldn't have done a better
job here in New England of building the atmosnhare which shnnld
surround our prodnct. WBAY-TV did it with their replieca of our
ovens for preparing the product. This helped teo dramatize the
difference hetween ours and the ord]nmrv cooked=in-the—can. to-
nnto sauce hean,

"Those who are not satisfied ‘with their resnlts from television
must look not only to the medium but to their methnd of using it
and the commwercials or copy platform they arc furnishing stations,
After all yon only have a short time in which ;to sell on television.

=

"Our test is p'anned to run only six months but we are now
congidering continnation of television, Or, diabolicnlly, we
nmay drop it and carefully check to see how long the demnnd holds
up., Then we'd perhaps go back in tater."

W. G. NORTHGRAVES, Advertlsxnw Manager
Burnham & Morrill Co,, Portland Ve,

FOS5 SALESAFTER 16 WEEKRS GEF TV : 10,099 DOZEN

FO5 T =ALES FOR SAME PERIOD (NO TV): 3.810 DOZEN
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After 16 weeks of television, these
were the facts in the Burnham & Mor-
rill tv test:

1. CURRENT SALES: In the first
half of May sales leaped as expected.
B&M sold 2,261 dozen cans of its test
products at the wholesale level in the
Green Bay, Wis., area. That’s over
twice as many cans as last year in the
same weeks when only 975 dozen cans
moved. (The percent gain for the pe-
riod: 131%.)

Sales for the immediately preceding
period (second half of April) had been
only slightly above the previous year’s.
Reason: The Wisconsin 5% state tax
on wholesale inventory caused whole-
salers to cut back on ordering in order
to lower their stocks.

Greatest percentage gains continued
to be made by B&M’s brown bread.
The canned bread product sold 526
dozen cans the first half of May this
year compared with 40 cans last year.
That’s a jump of over 1,200%. (For
the full picture of B&M sales during
the first half of May, see the chart at
right which gives you a geographic
breakdown on sales this year and last.)

2. TOTAL SALES: After 16 weeks
of television, total sales for the year to
date show a gain of 84.1%. Sales in
1955 through mid-May totaled 10,699
dozen cans of the test products; last
year only 5,810 dozen moved in the
same period. The only change which
has been introduced in the market is
the six-weekly announcement cam-

paign over WBAY-TV, Green Bay.
eB. CLIENT’S OPINION: Even their

“down East” caution doesn’t dampen
enthusiastic reaction of Burnham &
Morrill executives to tv results. The
Portland, Me.. company had never
used television before and, as its ad-
vertising manager states (at left), the
sales increases are greater than were
expected. Now the company is think-
ing about wider use of television next
vear in a number of its markets,

Zl. THE BROKER'S REACTION:
Marvin Bower, advertising manager of
B&\I’s broker in the territory, the
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Latest report in SPONSOR’s series on B&M tv test shows

products making quick comback after slowdown due to tax

Burnham & Morrill sales 1-15 May ‘54 vs. ‘55

Sales of two sizes of B&M beans and one
size of browrn biead at the wholesale
level (by deozens of cans)t

18 oz. 27 oz. brown bread
e —"
'54 vs. '55 '54 wvs. '55 '54 wvs. '55

AREA A (50-mile radius of Green Bay)

1. Manitowoc, Wis. 0 30 15 30 0 20
2, Oshkosh, Wis. 140 50 45 35 0 0
3. Appleton, Wis. 100 200 135 110 0 210
4. Gillett, Wis. 0 50 0 20 0 30
5. Green Bay, Wis. 120 450 65 400 0 110
6. Menominee, Mich. 0 50 0 0 0 0
Totals A 360 830 260 595 0 400

AREA B (50-100 mile radius of Green Bay)
7. Fond Du Lac, Wis. 0 0 0 0 0 20

8. Stevens Point, Wis.

9. Wausau, Wis.

10. Norway, Mich.

11. Sheboygan, Wis.

12. Wisconsin Rapids, Wis.

70 110 35 8

5
0

70 0 100 0 0 0
5

0 80
0 0 0 20 0

0 60 0 2 20 20

30 20 10 10 0 6

Totals B

170 190 145 120 40 126

Totals A & B

530 1020 405 715 40 52¢

TOTAL ALL PRODUCTS ‘54—975

iTelevision campalgn began 24 January, 1955

Otto L. Kuelin Co. of Madison, told
SFONSOR:

“In going through this period’s in-
voices, we notice we are beginning to
sell other itemis in the B&M line—items
for which there was never any distri-
bution before.

“Example: One wholesaler this week
bought 150 dozen 13-0:. tine of B&M
beans. The important thing here is
that this wholesaler never hefore
bought either the 13-o0z. size or the tin
containers . . . but had always con-
centrated on the glass 18-0z. and 27-
oz. jars. Other orders, though small,
show that there is beginning to de-
velop a trend towards B&M products
as.a whole—products which were never
distributed before in this area, but
which had been mentioned in B&M
free recipe books given away on a

dozen cans |'55—2,261 dozen cans

WBAY-TV program.”

The recipe hooklet referred to has
received little stress in the campaign
thus far. Commented WBAY-TV Cen-
eral Manager Haydn R. Evans: “If we
gave a whole minute to selling the
recipe booklet. we obviously aren’t <ell-
ing beans <o it’s been a brief mention.”
Though only 500 recipe booklets have
been given away thus far. the Kuehn
Co. was able to detect the eflects noted
above by Marvin Bower.

.D. LOCAL CONDITIONS: “Thou-
sands of families are opening up their
weekend cottages along the Bay and
several hundred lakes to the north and
west of Green Bay,” reports llaydn
Evans. Grocers have stated the exodus
is aflecting sales of B&M with cottage
owners coming i to stock up. * * *
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Kingpins in Golden Gift management are (left to right) Bob Stivers, v.p. in charge of -ales; Hobart A. IL
Cook. v.p. of engincering and research: Robert W. Young. Jr., v.p. of merchandi-ing and advertising; An-

drew P. Young., president. Both Bobs are ex-agencymen who discovered product, launched its ad campaigns

F
"lw second o.). revolution i less
than a decade 1s making s fiest big
headway this vear. Orange juice  or
0.j. to citrus men and drug store soda

jorks underwent its first radical pack-
aging change when the concenrates

began their boom after the war. Now
the comers are nands which sell {resh
orange jnice pachaged in wax cartons
like milk and distribimed on milk
routes or i grocery ontiets,

W hile fresh juice acconnts for only

3 of packaged o).

ales currently,
the fre<h orange companies helieve
thete prodact i destined 1o pnt as big
a ~qneeze on the market as the appear-
ance of the frozn concentiates.

| ber of fir
on the maket for a few years.

have had fresh

I the  fastest expanding hrand s
Gold Gl telabive neweomer,
Wathm en months tl .'||.|| |)|I~|I(‘(|
it fev Fastern

.l'ﬂ\('(l
[ () bind Golden

Cift's ~ales suceess has been a highly
coordinated program of local market
achvertising, with <pot radio as its foun-
dation,

“Radio did more than any
medium to pull in results,” savs Bob
Young. Golden Gift's v.p. of merchan-
dising and advertising.

Lutil sroxsor’s presstime. Golden
Gift's ageney was Harris & White-
brook. Miami. However. the growth
of the firm's sales and of its advertis-
mg  plans has heen such that Bob
Yonng has begun looking for a larger
caency 1o service the acconnt. Within

other

davs after the word got around. seven
of the top 30 radio-tv agencies were
niahing a piteh -a sigin. perhaps. that
the fre<h juice business i~ regarded ax
potentially a big money maker.

In fall 1931 when Golden Gift first
Moeated a substantial air media bud-
cets the fivin's sales could be |)l‘()j<‘<‘l(‘<l
to an anual velume of ST mlhion. By
<pring 1955, after ~even months of in-

tensive advertising. GG 1s chalkiug up
sales at a rate that projects to 313 mil-
lion for the year. And some 70%¢ of
Golden  Gift's  3500.000 advertising
Ludget is in spot radio.

Bob Young estimates that a1 least
half of GG’= growth in sales is due to
increased sales in established markets.
rather than stemming from the rapid
expansion of distribution. As he puts
it “umt sales per store in our regular
rales areas have increased at half the
expanzion of our total sale<.” lhat is,
where stores sold one unit Jast {all
thev may be selling six now.

“Our advertising has done a terrific
two-fold job of getting us good distri-
bution and increasing sales in existing
markets.” Young told sronsor.

The reason for GG's heavy reliance
en radio?

“Lots of people in the agency busi-
ness now think of radio as the com-
ing medinm,” Young continued. “Pres-
sure from the radio industry has sunk

SPONSOR




Klavan and Finch (right)
pitch for Golden Gift 12
times weekly over New
York’s WNEW. GG likes
personalities to ad lib. rath-
er than read straizht copy

Ruth  Lyens (below),
m.e. of WLW-TV’s “50-50
Club” in Cineinnati, is one
of daytime women person-
alities Golden Cift buys
in 15 U. S. v markets

WMGM’s Ted Brown (and friend) broad-
cast 25 Golden Gift announcements weekly in
New York. Firm advertiszes in 35 radio markets

11, and people now realize they can get
cheap frequency with am. It’s better
for reaching housewives than tv. And
il you get a good radio personality
behind the mike, vou'll sell your
goods.”

Here’s the sales and advertising
strategy that’'s making a national brand
name out of Golden Gift. Once Golden
Gift has signed up a distributor in a
new market. the distributor leaves a
sainple half-pint of GG orange juice
with each mitk delivery. On the sam-
ple container, there’s a tag telling
about the product.

“We get a very high percentage of
acceptance out of sampling.” Bob Sti-
vers, GG’s v.p. of sales. told spoxsoRr.
“Sometimes as high as 707 or more.
By the end of the month there’s a cut-
back, and from then on sales on the
home delivery vary somewhere between
15 and 309%:.”

Golden Gift’s pattern is to set up
home delivery in this way first, and

30 MAY 1955

then get store distribution. As soon
as there is store distribution, advertis-
ing begins. v

Today Golden Gift u-es radio in 35
markets. From the time that advertis-
ing starts in an area, GG uses radio.
Occasionally, varying size newspaper
ads break a week or 10 days earlier,
but generally it’s a coordinated effort.
On an average, the firm uses 25 to 30

Canned consumption

Chilled or fresh consumption

Coneentrate consumption

‘ °
1 t II Geolden Gift, major producer of new fresh juice. puts 709,
} l of hudget into spot radio, inereased sales 1.3009,

annonncements a week. generally min-
ule participations in early-morning or
daytime radio programs.

Harris & Whitebrook Media Direc-
ter Joan Stark (ex of Wiliam Wein-
traub) buys out of Golden Gift’s Man-
hattan penthouse offices. She looks for
woman-appeal programs featuring top
radio personalities in each market.

(Please turn to page 80)

—

MOST ORANGE JUICE IS NOW

SOLD IN CONCENTRATE FORM

32.911.7146 crates
9.601.581 crates
1.631.810 crates

SOURCE: lleport hy Florida Citrus Commission from information by Florida Canners
Association tor October 1951 threugh 30 April 1955, showing amount of oranges used
by packers for each type of orange juice.
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er 1o own a car
) have my

Booklet appears in tv plugs, lists guaran-
tees given. Below is typical radio pitch

Sound Effect: Crowd noise. Gavel bangs

tl ree tnes and crowd noise subxsides,

Male \nnonncer: Presenting . the
fir~t lady of the automobile industry

Y- Joe Levin of Homestead Motors!

Female Announcer: Everybody calls me
Ma. Iriends, choosing a car is a preny
important decision, and it's a {or casier 10
make up your mind in a neighborly

at day or night, you'll
alway~ find hoi coffee and my homemade
donnts waiting for vou at Homestead.

And I'in fu-y about my customers being
<atisfied. oo, So when vou buy one of my
ased ear~, 1 want yosu to drive 1t tor 50
davs. Then, if youre not 1007 ati-fied,
bring 1 back and change it Ivr another
onc. Now ien’t that fair? Come on dowr

' irs. F'm osare vou'll find

Trio: () no place like Home
like Home-Stead!
Announcer: [Homestead Motors

Male
oy 1211 N [ [ N
I~ al 15hl Doslston Street, near

I enw: fark, Boston.

Spot riadio ups Ma Lev

Boston antomobile dealer’s sales soared with “meothe:

1'110 liotly competitive auto business
i~ well stocked with such personalities
as “The Smiling 1rishman,” “Madman
Minsky™ and “lysterieal Harry.” But
Boston had no such personality—you
couldn’t tell one dealer {romn another—
tll “Ma lLevin” came along.

Ma Levin and her Homestead Mo-
tors in Boston are selling cars like
mad. And not with the usual loud.
high-keyved ballyhoo, either. Rather
with a homey, gentle, motherly ap-
proach that invites people to “come
o1 down and look at my cars and have
some hot coffee and homemade do-
nuts.” This approach in a saturation
radio campaign succeeded in upping
the <ales of this auto dealer 600%
in one month.

That was six months ago. Since
tlien, supported by a budget heavy in
radio and tv, llomestead’s new and
used car sales have doubled the initial
G007 ncrease. Business has grown
to such a point that Ma levin had to
buv more land in back of her original
lot to accourmodate additional cars.
Il of Boston is aware of Ma lLevin's
Home-tead, according to the auto deal-
et’s ageney, Silton Brothers, Inc.., of
Boston.  And nrany dealers have tried
to inmtate the approach. thev add.

Nearhy 75% of Homestead’s total
£2.000-a-wecek budget goes for amr ad-
vertising, The $1,900 radio and tv al-

location now gives about $800 weekly
to radio, $1,100 to tv, though at the
outset of the dealer’s air advertising
last fall, radio alone was used (sup-
ported by newspapers). Tv entered
the picture in February 1955.

Prior to the fall of 1954, Homestead
Motors had used largely newspaper
“price” advertising, as did most of
Joston’s auto dealers. None of the
Hub City’s ear sellers stood out since
none of them tried a personality ap-
proach. And the public tended to dis-
believe claims, says the Silton agency.

When Homestead Motors, a car deal-
¢1 established in Boston for over 30
vears. eame to Silton Brothers, it was
selling an average of four ears a week
and was wide open to new ideas. The
agency studied the local used ear busi-
ness and decided that Homestead need-
ed a personality. Tt also decided that
the personality created must combine
qualities of [riendliness, trust, and con-
fidence, and make a prospective cus-
tomer feel that doing business with
Homestead would be a pleasant affair.

In 1ts search. the agency took special
note of the fact that the president of
llomestead Motors was a woman, a
Mrs. Joseph Levin, the wife of the
deceased founder of the firm. Al
though the business is actually man-
aged by her son, Seymour Levin. vice
president of Homestead. and lier =on-




I sales 600%

sonality approach on air

in-law, Joseph Brodley, clerk of the
corporation, the agency decided Mrs.
Levin was just the right personality.

It didn’t take the agency long to
round out the personality of “Ma
Levin.”  Her first distinction: she
would be the only woman automobile
dealer in Boston-—women are virtual-
ly never connected with auto sales any-
where else, either. She would be a
homey, friendly woman who would
serve free coffee and doughnuts to all
who came to her car lot. And the com-
pany would be referred to as Ma
Levin’s Homestead in all advertising.

Another consideration was that the
use of a mother-figure in the advertix-
ing might be effective in building a
feeling of trust and belief on the part
of the public, which sometimes has a
low belief in used car advertising.

To get across the Ma Levin per:on-
ality to the public, the agency felt that
radio would probably be the best me-
dium. A spoken invitation by a friend-
ly woman’s voicc to come visit Ma
Levin’s Homestecad had a great deal
more intimacy and would be much
more effective than the same thing in
print, it was thought.

Another reason behind the choice
of radio was that radio could reach
people outside their homes, while they
were driving their cars; also Silton
considered spot radio an economical
nedium.

So the key men at Silton Brothers—
Myron Silton, president; Jason N. Sil-
ton, executive v.p.; Ramon Silton,
treasurer, and Earle Hoffman, v.p.,
launched Homestead Motors full force
into radio advertising. Irving W,
L.ande, account executive, now works
with account supervisor Jason Silton
on the Homestead account,

First they made one-minute e.t.’s of
a series of commercials for radio. The
voice used was not that of Ma Levin
herself, but that of a professional in
the commercial-making business. It
came over as the voice of a warm,
motherly woman in her 50’s, just as
the agency wanted. Comments Irving

(Please turn to page 91)

Thousands of viewers flocked to Lane Oldsmobile Co.'s all-night Autothon,
came from as far as 80 miles away. In the course of the eight-and-a-half hour
telecast (from 11:30 p.m. Friday to 8:00 a.m. Saturday morning), the sponsor
sold over $250,000 worth of cars. Sales continued strong long after the event

“Deal-0-Rama’” Autothon

KGUL-TY all-night telecast racks up sales for Houston
auto dealer; technique inspired by SPONSOR article

The “Autorama’” technique for selling cars with all-night teleca~ts
seems destined for growing use by dealers all over the country, as
predicted in a SPONSOR article, 18 April 1955. page 43. SPONSOR’s
story covered the Autorama staged by Olin's used-car outlet in
Miamni. and within a short time the story inspired a similar all-
night sales marathon in Galveston, Tex.

This one took place over KGUL-TV on 6 May, and racked up
$250,000 in sales for sponsor Lane Oldsmobile Co. of Houston
during an eight-and-a-half-hour telecast.

But to go back to the beginning: When KGUL-TV salesmen read
SPONSOR's story on the success of Olin’s Autorama (which boosted
car sales 300<7 in one weekend), it immediately sparked their think-
ing. They contacted car dealers and agencies in several cities in
the Texas Gul Coast area with proposals that they sponsor a
similar telecast on KGUL-TV. Fastest to act was Lane Oldsinobile
Co., through its agency. Kamin Advertising.

The “Deal-O-Rama’ Autothon, as 1t
was called, took place on a Iriday
night (as did Olin’s). It started at
11:30 p.m., Friday, ran till 8:00 a.m.
Saturday. Auto-selling and auctioning
took place right on camera. The activ-
ities gained tremendous momentum.
says the station. created a “thrilling.
frenzied-like atmosphere.”  Visitors
came from as far as Beaumont. 80
miles away. Jerrv Colonna was m.c.

By the end of the show, over 100
cars were sold; a week later. Lane re-
ported sales still going strong.

Jerry Colonna m.c.'d enter-
tainment, Harlan Lane sold
cars. Both wound up hoarse
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DURING 1954

26 companies with

238 supermarkets

grossing aver
$400,000,000
participated in
KRCA’s great

KEY VALUE WEEK

merchandising

promotions,
KRCA advertisers

received fram

these stores ...
6,648 column inches
1,162 stack displays
7,819 shelf strips
1,952 wire hangers

JUNE 1, 1955
22 VON'’S markets
inaugurate

KEY VALUE MONTH
the first of the

new 30 DAY KRCA
MERCHANDISING
PROMOTIONS with
the leading

markets in

LOS ANGELES, ..
for

P.O.P. . . . praaf of
perfarmance at

the point

of purchase, it's
KRCA in greater

L.A,

[

KREA'4 Los Angeles

NBC SPOT SALES

New developments on SPONSOR stories

See: “Virginia Dare comes back to ‘full-
strength’ spot radio”

1 April 19355, page 30

Issue: -
0 0 Subjec(; Wine producers spend heavily in air

media

Manischewitz Wine Co. has announced plans to double their adver-
tising appropriation for radio and tv for the spring and summer
months. According to General Manager Meyer H. Robinson, “Sales
for the first four months of 1955 have exceeded the company’s most
oplimistic goals.”

Manischewitz. through Emil Mogul, puts 80-857¢ of their ad budget
into the two air media. The increase in the warm weather spending
i~ explained by Robinson as follows, “More and more retailers are
discovering the substantial extra volume . . . during the summer

months . . . our purpose in stepping up our hot-weather budget is
to capitalize on this encouraging trend.” BARS
See: “Aging of the enstomer: why dept.
stores need tv to lick it
Issue: 1 April 1953, page 31
0 0 The gulf between department stores
Subjeect: and v

WTTV. indianapolis, and H. P. Wasson. a leading department
<tore in the city, are conducting a 10-month campaign to test tv as
an advertising medium. The test. which began 14 March, has already
resulted in some sensational sales.

Shortly before Easter the store arranged to have two tv children’s
personalities visit the store: cartoonist Les Satterthwaite and cowboy
“Uncle Bob™ Hardy. Both were at the store on the two Saturdays
preceding Eaxter, and were plugged on tv as well as in newspaper
ads. When they appeared. they gave away hallons, autographed
photos of themselves and talked to the children.

The fifth floor toy department had 20,000 shoppers each day,
and business boomed throughout the store. The tov department
alone sold hall its anticipated month’s sales the first dav. Even
Wassons downstairs lunchroom’s volume soared. They sold 1.600
hamburgers on those two days.

Walter Woll, store president. stated. “These were two of the finest
days in the 50 vears of Wasson’s history.”

WTTV cortoonist and cowboy drew 37,000 people to Wasson's department store

SPONSOR




Demonstrate the Product, We Always Say

And who can make a better pitch for U. S. Keds than the pooch and they spend time at the job. Besides, they’ve had a five-year
that delights a half a million kids on Seattle’s most popular headstart on the competition. That's why most local advertisers
afternoon TV strip, KiNG’s CLUBHOUSE with STAN BORESON. count on KING-TV’s personal plus, when advertising must pay off.
The hound’s name is “No-Moshun™...as any youngster in
Western Washington will tell you. She helps Stan pull down an
average 22.3 ARB rating in the 4:30-5:00 P.M. period. Together,
they swamp the competition (79% share of audience).

So, whether you are selling tennis shoes or toothpaste,
the place to go is KING-TV. In the Pacific Northwest, that’s
where your sales begin.

But the KING-TV story doesn’t stop with superior ratings. We
not only encourage talent tie-ins with client products—we insist '
on it. KING-TV personalities believe in selling. They like to sell Channel 5—ABC | FIRST IN SEATTLE

100,000 Watts W
BLAIRTV | Kl NG- v
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Ideal program—
e e A proved success—

institutional advertisers.

1

INFORMATIVE!

continuously sponséied fof the
past 5 years in San Frencisco by
the American Trust Company.

Ehbocoob bR

;8085068000000 000B08%8 Produced in association
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TIT _S

WORKCLOTHES

AGENCY : Direct

st among dealers.

Cost was $33.60.
lirectly able

h \r.

PROGRAN: A mnce its

HAMBURGERS

e

SPONSOR: O'Bryan Bros. AGENCY: Noble-Dury, Nashvill»

CAPSULE CASE HISTORY:  O'Bryan Bros. sponsors a
Saturday night half-hour country music show. During
one month they ran a contest offering $350 in cash
prizes. The contest was plugged with a single minute
announcement. each week. Listeners were to send in their
names and addresses; winners were to be drawn from a
barrel. O’Bryan’s received mail from 37 states. The |
total mail count at the end of the month: 97,819. The
sponsor’s cost:

WM, Nashville, Tenn.  PROGRAM: Duckhead Saturday Night

GROCERIES

SPONSOR: Escue Bros. AGENCY: Direct

CAPSULE CAsSE HISTORY: Escue Bros. used one-min-
ute announcements over WDIA for the first time in Jan-
uary. Although most grocery business was down that
month, their sales were $3,000 above the same month in
1951Y. The increase is attributed to new business pri- B
marily. Ther radio advertising, the only advertising they
do, costs 3120 per month.

WDIA, Memphis PROGRAM: Announcements,

COFFLE

SPONSOR: 11all’s Drive Ins AGENCY: Direct

CAPSULE CASE T1I-TORY ! Hall's Drive Ins has a
sche of eight announcements a day on KWIZ. On

Vondav they began promoting a two-for-one hamburger
sale for Thursday of that week. In a six-hour period
6,000 hamburgers were sold. KWIZ's disk jockeys were
chefs for the oceasion. a big point in the air copy.
Owner John Hall says it's the greatest promotional effort
he's ever hnown in the restaurant business. The cost for
L cements used to promote the sale was %80.

[\ I’ROGR \\: Announcements

SPONSOR: Ford Ilopkins Drug Chain AGENCY: Direct

CAPSULE CASE IISTORY:  The Ford IHopkins Drug
Chain has sponsored the Musical Clock for three years.
The show, heard 3:15-8:30 p.m. Thursdays, Fridays and
Saturdays, [eatures pop music, time, temperature and
weather reports. On two evenings Ford Hopkins plugged
@ special on Nasl’s coffee, 89¢ a Ib., one to a customer.
Some 634 Ibs. were sold. Special offers are [requently
run and the resultant store traffic is always considerable.
Each program costs the sponsor $42.50.

WNMT, Cedar Rapids, lowa PROGRAM: Musical Clock

CORN

COSMETICS

Jak. Linve tack <ale Barne ACENCY: Direet

In 1050 WNAX created a

'rs and ranchers inforined

Nale Barns auctions, The .'\‘u}e Barns
1 p.n. Mon-

. 1t is at these weekly

{ to fatten stock

Livestoel,

S Darn

1t

SPONSOR: Bonne Bell Cosmetics AGENCY : Wyse Ady., Cleveland

CAPSULLE CASE HISTORY: Bonne Bell ran six an-
nouncements on Bill Randle’s d.j. show, Saturday, 1:30-
2015 pun. for eight weeks. This was the only advertising
they did in the New York market. Within eight weeks
Bonne Bell achieved distribution in almost every “high-
class” cosmetic outlet in the city. Agency says: “Iill
Randle has been rery successful for Bonne Bell here in
Clevelund. Once again, we had tremendous success, this
tine in the New York wnarket—the toughest market to
erack in the countrv.”” The announcements cost $600
per weel.

WCBS, New York PROGRAM: Bill Randle
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YOU MIGHT SPEED 200 MPH ON A TRAIN' -

BUT ...YOUNEED WKZO RADIO

6-COUNTY PULSE REPORT
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955
SHARE OF AUDIENCE
MONDAY-FRIDAY

STATIONS 6 am.-12 noon | 12 noon-6 p.m. |6 p.m -midnight
WKZO 419, 379 | 359,

B 18 17 16

@ 10 12 11

D _ 10 9 7

E 8 7 8
OTHERS | 14 8 24

NOTE: For first time, Battle Creek’s home county (Calhoun)
was included in this Pulse sampling, and provided 30% of all
interviews.

Il e%{}'m Slelrors

WKZO — KALAMAZOO

WKZO.TY — GRAND RAPIDS.KALAMAZOO

WJEF — GRAND RAPIDS

WJEF.-FM — GRAND RAPIDS-KALAMAZOO

KOLN — LINCOLN, NEBRASKA

KOLN-TV — LINCOLN, NEBRASKA
Associated with

WMBD — PEORIA. ILLINOIS

TO COVER GROUND
IN WESTERN MICHIGAN!

If you need to throw the throttle wide open in vour West-
ern Michigan advertising, use WKZO--CBS radio for Kala-
mazoo and Greater Western Michigan.

Pulse figures, left, show WKZO gets more than twice as
mauy listeners as Station B—morning, afternoon and night!

Nielsen credits WKZO with 181.2% more daytime radio
families than Station B—190.65% more nighttime!

CBS RADIO FOR KALAMAZOO
AND GREATER WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

*A French National Railways electric train set this record near Bordeaux on March 28, 1955
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to air advertisers aund their ageucies

Are the movie companies getting a “free ride® on (v ?

TV'S SURRENDER TO HOLLYWOOD

By Murry Harris

Public Relations Direclor
A. C. Nielsenr Co.. M. Y.

The night of May
2nd. millions of
e e el
seen lee Cobb's
stirring perform-
ance in the su-
perh 90 - minute
color show, Dark-
ness at Voon
heard the follow-
ng gem just before sign-ofl:

“lee Cobb appears through the
ccurtesy of Colnmbia Pictures, whose
botest pctnre, The Ead of the Affair.
~tar~ Van Johnson and Deborah Kerr.”

”h. Vs

the sponsors of the show
vere RCN and Vord, That’s only one
<ide of the innnense free ride the movie
The other. of
meclndes entire awards  pro-
grams. entire variety shows “sahiting”
Colowsal Pietnres with 51 minutes of

companies get on v,
« QU=

promotion for past and current re-
leases. Colos<al pays nothing.  The
sponsor shells ant about $100.000 and
pets six ninntes of commerctal,

[« that fair to the advertiser? Hard-
b I<t fair to other adsertisers in

v Neaver. Because this ontlandish
surrender to - Tlollvwood s twice
'll]“'(!:

I. I+ networks and  slations are

tnning awas from millions in poten-
teel tnie <alec throngh the “free™ pol-
1. Movie prodiucers by hnadreds of

T pages in magazines: exhibi-

tore b roelbieone o f Lins T
peaccs Wil <honld they have v« 31
ntlhon | | leel m a
latier ainste: of : |
i~ a
free
62

peting entertatnment medium. Just as-
sume that only a third of that variety
show’s 45 million viewers eventually
decides to sece only fwo of the many
pictures promoted on one broadcast.
Counting three hours per evening at
the movies. simple arithmetic gives you
GO million viewer-hours away from tv,
away {rom other sponsors’ shows. This
should delight the boys at Culver City,
Lt it's not very healthy for Radio City
in the fong run. Tt can only hurt sets-
n-use levels.

As for the tv-needs-movie-stars myth,
most of the most popular shows got
there without Hollywood help — to
name a very few. Jactie Gleason, Drag-
ret. George Gobel, Milton Berle.

Ty is now a mature medium, and it
can be a costly one. Why should it
kowtow to anyone—much less to the
movie companies who have been (1)
<o afraid of its inroads, and (2) so
loath to shell out for time and talent
on tv? The free ride Hollywood has
been getting on the backs of <0 many
paving advertisers will soon develop
into a great jet-propelled odyvssey un-
less those advertisers (and the broad-
casters) rebel.

IT'S QUID PRO QUO

By Jerome Pickman

PP, Director Nat'l Advertising
Paramoum Pictures Corp.. N. Y.

-

This gnestion is
based on an in-
accurate premise.
The question
insinuales that
motion picture
companies are
getling  <ome-
thing for nothing
on television

that the appearance of motion picture

stars or excerpts {rom fihnus constitute
“free promotion.” Thiz, as we see il.
is invalid. In essence the arrangement
iv quid pro quo--that the use of mo-
tion picture properties, personalities or
promotions on a television program
offer definite entertainment values and
is. therefore. of henefit to the sponsor
as well as the motion picture company.

Just how well this is handled is, of
course. a primary factor and where
motion picture stars or material are
gracefully integrated into a program
and put across with good showman-
ship, the entertainment value is that
much greater. Unquestionably, the re-
sult i« a mutually beneficial arrange-
ment both to the sponsor and to our-
sehves.

Motion pictures and the atmosphere
surrounding them and their stars are
glamor and excitement per se. Adver-
tisers of many prodnets have long heen
turning to the movie stars for endorse-
ment of their wares. Why? BDecause
they are known, they are attractive and
interesting. peop}e react to them. In
the same way the movie companies
have been sought out by television.
which ix eager 1o u=e their properties
and people on tv in order to lure view-
ers. And where do most of the big
entertainers on lelevision come from?
Where clse!

Whenever the movies participate in
tv programs thev always try to put
their best foot forward and furnish the
be<t entertaimment possible. We feel
we do a serious legitimate job of en-
hancing the entertainment values of a
program. helping a sponsor get an au-
dience for Ins program.

Tv seek= and needs what the movie
mihers can offer. A television pro-
gram is fortunate if it can arrange a
tic-up with a picture company. The
whole thing is a beneficial, rewarding
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arrangentent all around—for televi-
sion, for the advertiser, for us—and
for the audience.

HOLLYWOOD GOOD FOR TV
By Ted Cott

General Manager

Du Mont OKLO Stations
Marriages are
supposedly made
in lleaven, but
with the excep-
tion of the late
Bride and Groom,
have rarely been
consummated on
the television
! screen. A natural
mnarriage that should and does take
place, and with increasing frequency.
is that of Hollywood and Television. If
television is to reflect American living
habits and interests, it can’t avoid—and
in fact, should seek out—a liaison
with the film capital. And there’s no
reason why we shouldn’t live happily
ever after.

By its very nature, Hollywood pro-
vides material of top-grade entertain-
nient value that is good for rating
points—and what’s good for sets-in-
use is good for television. This, of
course, brings up the basic problems
of the all-too-often missing ingredient
of editorial support. This points to all
activities on the American scene. It
seems to me that television should
move even closer to this concept. The
automobile show—with all the cars-
could very well be a television annual
feature. Television can he the great
exhibition hall of the country. Certainly
this is promotion, but it's over-all pro-
motion that builds consumer interest.
Instead of being around the corner,
prosperity gets cornered when business
boonis. As a vital force in consumer
spending—whether it be for cars. or
soap or movies—tv should pitch in.

Apart from feeding the continuing
tapework of interest, editorial support
for responsible industries always pays
off in advertising support. The news-
papers have never lost and often
gained by their editorial support pages
which, having passed the test of public
interest, breed circulation and adver-
tising schedules.

Because the basic ingredient in its
product is entertainment, Hollywood
seems to get more than its share of

promotion and support. But who's | |
counting ? * % k|
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On the

line...

a million dollars
in the first

three weeks!

On June 12, NBC will present the special premiere broa
cast of MONITOR.

But MONITOR has already arrived. In the three weeks sine:
the rate-card was issued, America’'s alertest advertiser
and their agencies have rushed to invest more thai
81,000,000 in MONITOR with the first program almost ¢
month away.

For MONITOR is an unequalled opportunity to reach a hugg¢
cumulative audience at prices no national advertiser cat
afford to pass by. Wherever Americans go, MONITOR goc§
with them from 8 a.m. each Saturday until midnight Sun|
day —into living rooms, bedrooms and kitchens; af
beaches, ball parks and summer camps; along the high|
ways in 29,000,000 family cars. )

Packed with forty hours of the most exeiting and enter)
taining material that the full resources of NBC can provid(“i
MONITOR has everything for everyone —new sounds i1|I
music, in news, in everyday living—even new sounds iul

?“‘



'oddities (the nation will hear a worm turn, an oyster
laugh). MONITOR will take its listeners to the boulevards
of Paris with Art Buchwald . . . an assault on the sound
barrier with an Air Force jet pilot . . . the uncontrolled
hilarity in a TV studio as the comedian warms up his
audience . . . above all, to the raw, pulsing life of the
anexpected news-break.

Even now, NBC Radio reaches half the families in the
‘United States each weekend. MONITOR will bring in mil-
lions more, and keep their radios near them. And to take
your message to these millions, MONITOR offers the most
flexible plan in broadecasting history. You can buy one-
minute announcements, 30-second announcements and
6-second “‘bill-boards,” and you can buy them as you need
them —on the entire network or on any or all of the
five NBC-owned stations.

A special Introductory Dividend Plan gives you an extra
bonus if you sign up now — value piled on value in the
precedent-shattering pattern for radio’s future.

These are some of the sponsors who
have already put their money in Monitor

Admeriean Motors Nash Division

Bendall Pontiae, Ine. Carter Products

Douglas Laboratories, Inc.

Food Fair Super Markets, Inc. (Washington, D, C.)
General Motors Corp., Chevrolet Division

G C /
Mid-Conti tro
]
Seaforth!
Thomas I T ismnton ITney IWestern Union

EXCITING THINGS ARE HAPPENING ON
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agency profile Samuel HI. Northeross

V.p., television director
William Esty Co., New York

“An ageneyv shouldn’t be in the business of produeing tv shows or
filns,” save Sam Northeross. Willlam Esty Co.s tv director.

Northeross, a North Caroliman without a drawl, is one of those
former Chapel Hill inen now in tv, who didn’t set out to go into
show business. At one time a country editor, he later worked with
George Gallup i publie opinion and audience measurement re-
search for five years. He got into tv in 1949. when he joined Esty.

“When an agency gets into producing it gets involved in too many
extraneous things, like real estate, unions. It's all expensive and
alien to the agency business. This company prides itself on its sta-
bility, and we don’t like to hire for 13-week ¢yveles onh. Besides,”
he added. “no agency can make money producing sliows.”

However, the matter of supervising show production. stressed
Northeross. may well be among the most important functions of
major radio-tv agencies today. William sty Co.. which is billing at
the rate of $26 million in tv alone this year. will be the agency
supenvising The Colgate Comedy Iour after 5 June.

“The producing company is York DPictures. owned partly by
Paramount and VMartin and lLewis,” explained Northeross. “Next
fall. the show will bhe entirely a variety show. with a continuous
... topical headline actz. to be directly competitive with Sullivan.”

Will the m.c. be a newspaper personality ?

“No. We're fairly well decided on an actor, one who's suffictently
mature to carry authority with the people in his business. We're
also planning to put more stress (and money) on names than on
production values.”

\mong the ageney’s other major tv clieuts are the R. J. Reynolds
Tohacco Co., General Mills and P. Ballantine & Sons. Interesting
i~ the changing pattern of cigarette advertising over network tv.

“There’s heen a tendeney for cigarette companies to share spon-
sorship in order to get more reach. Our relinquishing part of The
Camel News Caravan was the first step in that direction.”

Williamn sty Co. currently has six network tv shows running for
the three Revnolds eigarettes (Winstons, Camels, Cavaliers) and
will add two new network properties in the fall,

Northeross, who hives in Connecticut with his wife and two daugh-
ters, hhas occasional twinges of nostalgia for the South. “Let’s put it
thi< way, I just hope my 17-year-old will go to Duke next fall.” * % *
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: KLZ-TV is FIRST
; in Denver :

For the third *consecutive time this year nationally recognized surveys show KLZ-TV as the undisputed leader in
Denver's four-station market—and by a wide margin! The April ARB credits KLZ-TV with—

10 of the top 15 most-viewed programs in Denver —

o KLZ-TV hos 7 of the top 10 multi-weekly ® Most total quorter-hour FIRSTS.
progroms—‘‘Corl Akers' News'' heads Doy and night.

the list with a 18.2 roting of 10:00 p.m.
® Most half-hour program FIRSTS-

@ Highest roted weather programs. Doy ond night.

@ Highest roted sports programs.

In addition—and this s mighty important to you ...

Here they are:

Ist “‘Death Valley Days'* 35.3—ktz-Tv  6th “City Detective’’ 23.3-KLZ-TV
Ind *'Life of Riley” 347—kLZ-1v 7th "Annie Oakley” 23.1—Channel 8
3rd “‘Studio 57" 33.7—KLZ-T7v  8th “liberace” 22.5—KLZ-TV

4th 'l led Three Lives”  28.5—KLZ-Tv

Sth “Mr. District Attorney’ 26.9—KLZ-TV

9th “Stories of the Century” 22.3—KkLZ-TV

10th “‘Victory at Sea” 21.7—KLI-TV

THIS YEAR’S
HEADLINER

AWARD

Presented to KLZ-TV

The ten highest-roted syndicated film progroms in Denver average 27.2, in recognition
of the television documentary

In New York the reported overoge is‘ 12.7; Minneopolis-St. Paul, 22.25
Chicogo, 21.7; Atlonto, 24.6; Boston, 25.8; Los Angeles, 18.9;
Woshington; D.C., 19.2; Clevelond, 24.6; and Doyton, 26.7.

“BLUEPRINT FOR DISASTER"

This is
further evidence of KLZ-TV'$
" leadership in public service,

Denver leods them Sll—even morkets with only two stotions.

. journalism aond
The chances are 9 out of 10 that your program, too, will have a

better viewing audience and do a better selling job on Channel 7!
Sell the rich Denver market with Denver's television leader.
Place your national spot program on KLZ-TV.

graphic reporting of events
wifecting
Denver and the
Rocky Mountain Region
Write, wire or phone your Katz man or KLZ-TV sales today!

“Americon Reseorch Buregu— Fapiy LLF:Q% & 5T :h’di”“;“‘-’l pace 1955.
AU : & —— L AL
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THE UNIMPEACHABLE SOURCE

Started swearing early
on a stack of Bibles.

Tireless source of in-
formation ever since. In
) 10W~
ever. listeners turn to
1.

t

WTOP RADIO

PN
S
A_ﬁ

(Continued from page 10)

the more traditional, 1= way over the heads of the tv audience.
The appeal it has 15 extremely limited and when a story-
board or a film commercial depicis people and things this
way, [ think the average viewer is either confused or re-
pelled by it. As such. it creates animation which lacks iden-
tification for the viewer and his problem, something anima-
tion starts out lacking anyway. This drawing style replaces
graphic demonstration and elucidation with a kind of satire.
For this reason I have a feeling it is a technique which tends
to deslroy whatever message 1t tries to present.

I recall most vividly one of the first animated commer-
cials 1 ever worked on. This took place some six or seven
vears ago and featured a product dispensed in taverns (which
shall be nameles<). The company prexy looked over the
storvhoards, his first experience if I remember righily. He
~ecemed to winee a< he passed {rom picture to picture. “That
bartender.” he =aid. pointing to 50<¢ of the frames. “Cute
drawing. 1sn’t 1?” I said rather lamely.

I fimny.” he said.

I brightened. “Sure 1. T caid with enthusiasm.

“Bartenders all over town will think we're making mon-
kevs of them.” he replied. “Can’t we make him look nicer?”

[ tried to explain about animation and the fact that it had
to have an element of caricature or it wouldn’t he animation.
I fch he was stufly, unintelligent, narrow minded. But Mr.
President was adamant.

And he was absolutely right. Just to be faithful to a tech-
mque. I was stuprd enough to take a chance offending. by
satirizing, the powerful few who dispense the product. . . .
the very folks who conld push competitors’ products by a
<light move of the hand.

As an arch foe of the whinizical and the clever-for-clever-
ness"-<ake. I am now considered a tired old man by many of
my confreres, While the deseription may Fe fitting. the
sy mptom 1s nol. * ok ok

Letters to Bob Foreman arve welcomed
Do you alwevs agree awith the opinions Bob Foreman ex-

pressesin “Ageney Ad Libs?” Bob and the editors of sroNson

would bLe happy to receive and print comments from rcaders.

tddress Bob Foreman. c/o sroxsor. 10 E, 49 Si.

SPONSOR




“That cat can’t sing a note ...

| happen to know”’

Sfunts like this are good
medicine for any show. ’
They make a hit with TV
audiences . . . particularly
with the people in the

“:;;;.:. ’ | know. (The dog is o
& ventriloquist.*) They create:

| conversation . . . they attract
customers. And they're
easy, inexpensive to |
produce . . . when you |
USE EASTMAN FILM.
* If you haven't heord story
No. 662 about “'the dog that was

o veatriloguist,”” drop us o
post card,

”~

mplete information—what film to use,
gtegt;piécessing technics—write to: : ' 1»

= -l Motion-Picture Film Department
: EASTMAN KODAK COMPANY, Rochester 4, N.Y.

ms;%:asf -Division Midwest Division . Waest Coast Division

a=

dison“Avenve - 137 North«Wobash'Avenue 6706 Santa MonicalBivdi
York 17, N 1. ~ Chicago. 2, lilinois lj_o_l_lmm, ifornia

-,

. fd - or w. u'o KIVLA ) ’C .
the sale » -distrib astman Professional Motion Picture Films
_”' J.; Chicago JBllywood California
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STORER BROADCASTING COMPANY

NATIONAL SAI.ES HEADQUARTERS:
TOM HARKER, National Sales Director ) 118 E. 57th St.,, New York 22, ELdorado 5-7690
BOB WOOD, Midwest National Sales Mgr. 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
GAYLE V. GRUBB, Pac. Coast Nat'l Sales Mgr. # 111 Sutter Bldg., San Francisco 4, Calif., WEst 1-2093
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major advertisers

{ are now using

Spanish-Language radio... |

Over 100 national and major re-
gional advertisers use Spanish-
language radio to sell the Mexi-
can-Americansconcentrated in
the Southwestern United States.
Among these Best Foods, Carna-
tion, Cocomalt, General Foods,
General Mills, Maine Sardines
and others use the facilities of the
TEXAS SPANISH LANGUAGE
NETWORK.

The stations of the TSLN are all
key full time Spanish stations in
their area and offer advertisers a
combined coverage of over
1,000,000 Spanish-speaking

listeners.

TEXAS SPANISH
LANGUAGE NETWORK

KIWW XEO-XEOR XE)
San Antone Rio Grandce Kl Paso

Represented notionally by
NATIONAL TIMES SALES
New Yorl « Chicago

HARLAN G. OAKES & ASSO(.

] van Francisco

(Continued from page 32)

About the time we were serambling around London, Paris,
Rome, Bruszels. Rheim=, Berlin, Frankfurt, Wieshaden and
many points north, east, =outh and west, tv was still just =ome-
thing a bunch of enterpri-ing gents were trying to get off the
ground. Radio had done and was doing a hig. important job
and piling up vast annual billings. Gleason was working
around chibs, as was Berle, and Lueille Ball was making a

letur “and like Diek Powell. N
pieture now and then, opposite guys hike Die owell, o-
body had ever heard of Paddy Chayefsky or Rod Serling, and
Disney was happily minding his own theatrical motion pie-
ture busine:s.

Maybe a week or so before we arrived in London the first
atlom bomb had heen dropped on Hiroshima, and I'm sure
nobody had any idea that Ralph Edwards would build a show
on the grisly event a decade later. And Gen. Eisenhower was
telling us at a sexsion at his headquarters in Frankfurt that
one of the biggest difficulties with the Russians was that.
notwithstanding utilization of the finest interpreters avail-
able. the Russians still were often eonfused by what we were
trying lo say.

Ike told of a situation wherein it was proposed by the
Americans that certain slaging areas for our troops be set up
in a sector of Berlin. Zhukov objected strenuously to this,
and Ike got nowhere until he discovered that the Russian
interpreter had given Zhukov the idea our troops wanted to
put on theatrical presentations. The Russian idea was that
we were planning propaganda entertainment.  Just a mis-
interpretation of the word “staging.”

British Broadcasting Corp. gents shuddered, 10 years ago,
every time any of us mentioned eommereial radio. And the
I'rench national network, Radio Diffusion Franeais, was oper-
ating in a manner which cansed us to refer to it ax Radio
Confusion Francais. We didnt realize it at the time. but the
network was merely reflecting the general state of confusion
in the nation—a condition which, lamentably, hasn’t 1m-
proved any since.

We were all at a party in the home of British producer
Jack Hyhon in London the night the Japanese surrendered,
and as everywhere else in the world, there was mnch rejoic-
ing. 'There was muich talk abont the hright new era into which
we were sure to Le heading. T guess it hasn’t turned out to be
that bright, but like 1 <aid in the beginning. we're all still
here. and 1t could be a lot darker. lalale
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v WAVE

you don’t buy the hen—

YOU BUY THE EGGS!

In Kentucky it pays to put all your eggs in one basket—in WAVE, the
station that gives you exactly what you need, and at the right cost.

KENTUCKY’'S MOST IMPORTANT MARKET

WAVE’s 599, BMB daytime area is almost a perfect duplication of the
Louisville Trading Area, which accounts for 42.5%, of Kentucky's
Net Effective Buying Income!

BIG-LEAGUE PROGRAMMING —HIGH LISTENERSHIP

WAVE is the only NBC station between Cincinnati and the
Mississippi River. Local programming is top-notch, too — we employ
62 people on radio alone, 44 of them solely for on-the-air activities.

Don’t buy the hen—buy the eggs. NBC Spot Sales
has the figures.

WAVE 5000 WATTS

LOUISVILLE = NBC AFFILIATE

SPOT SALES

National Representatives
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for low cost—area coverage

you can get on top of ‘
3 MAJOR MARKETS in 5 STATES
with . ..

ON TOP OF MT. GREYLOCK, MASSACHUSETTS . 3700 FEET ABOVE SEA LEVEL

Here as a station lor the buver who has to Springficld and the Connecticut Valley are all \
trete i his IV dolln 1o the utmost and yet cffectively covered by the high and mighty

ctsolid coverage. \WMGT iy on top of tamous WMGT transmitter. No other station can cover i I
It Grevlock 3,700 fcet above sca  level. these 3 MAJOR markets in 5 states at such a

Fyvenvwhere vou look you sce people — 355,720 low cost. Alert advertisers are  discovering

IV Lonilies witho money o spend! Albany WAIGT is the key link in their national mer-

nd the Hudson Vallev, Berhshire Hills and chandising plans.

TOP TRANSMITTING SITE GIVES TOP AREA COVERAGE

GREYLOCK BROADCASTING CO. Want to know more?

8 Bank Row . Pittsfield, Massachusetts
’ FOR MARKET DATA FOLDER
epresented by THE WALKER COMPANY WRITE TODAY FOR A

AFFILIATED WITH A.B.C. and DuMont TV NETWORKS
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*Lé8 the Time-Buyes
Beware

When today's Horatio grobs his Hooper or Plotonivs peruses
his Pulse he’s abviously loaking for facts . . . ond when he studies
either of those sfudies [ARB tao} he's gaing to rediscover whot
he already knows; i.e., there's no stotion like WTRF.TV in the
Wheeling-Steubenville Two Billian Dollar Market. By every
occepted standord of meosurement WTRF.TV dominates by o
wide morgin, indicating that the 397,000 fomilies in the
WIRF.TV coverage orea, owning 304,778 relevision receivers
prefer this unusuolly popular, watchoble station. The upper Ohio
Valley, known os “the rich Ruhr Valley of Americo”, tovered
by WTRF-TV, is conlinuing to aftract major industry because of
its abundance of natural resources and fuel and o plentiful
supply of manpower. $0, when making vp @ schedule, or odding
1o one, dan't be carried away by magnified coveroge figures,
get the facts; check the rotings, find out who's viewing whot.
When yau do you will reolize WTRF.TV is dominating an
important market—worth your consideration,

A phone call will couse ony Hollingbery man to grob his togo
and lourel crown and come a-running to your office to show
you the latest Hooper, Telepulse, ARB figures, ar the NBC
schedule, If you insist an the facts direct from the inner sonctum,
call Wheeling 1177 and let Caesor Bob Fergusan tell you haw
"Omnia Gallia est divisa en tres partes' ond haw WTRF-TV's
part is better thon 2 to 1 of the Iuned in aydience between
naon ond midnight.

Pox Vabiscum.

WTRF-T

e e

CHANNEL 7 316,000 WATTS
WHEELING, v«{ssr VIRGINIA




“The service with the most subscribers™
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\ ... by cable car or tractor ]

\ L p California Street 1o the erest of fabulous Nob IHill, from there 1o the boun-

‘\ tiful <oil close at hand, a tand rich in all the ingredients of trade has produced
\ the West's most =oundly ])rn\lu rous metropolitan area, with a per-hou~chold
\ spendable income of $6.252.00 . . . one of the nation’s highest.

Rich land, this San Franci=co market. Here 1,700,000 people owning 1,100,000
televizion sets (80% satnration) demand and can afford the better things.

| No Northern California campaign is
truly complete without... I

l WESTINGHUUSE BROADCASTING COMPANY, INC,  Fezwem-worth nov
'
CHARBNNE E. [ KEX, Portland

Reprrescnted b
SAN FRANCISCO, CALIFORNIA
Affiliated with CBS Television Network
Represenied by the Katz Agency R

r

& Peters, In

KPIX, St Fra 73
Reprosented by The Kat: Agency
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THE P&GG STORY

sp j impracticality of ap-
I AG spokesmen
olvious from the simple

Sg

spol. >avs A\, N, Halverstadt, manager
of 1l lyert luction division:
O f :, to tooth-
rmanents, as well as

. P
p~. Within these groups there are
narked individual brand differences.
~ome of our brands appeal basically to
the housewife additional
such as working women and

pra-te t

others to

grot

~ingle girls. some have an appeal for
men. Furthermore, we use spot
s ways, not one.”

Halverstadt defines the main job of
spot for P&G as follows: “We employ
~pot primarily to build a new product
until 1ts distribution is national, at
which time the national media of net-
work televizion and radio take over the
main burden.”

But spot is also used by 1’8G, adds
Halverstadt (1) to snpplement network
coverage; (2) to snbstitute for net-
work coveraze where net shows are
dropped or are unavailable in specifie
markets; (3) to slug hard temporarily
in ~elected markets; (1) to spread
news of a product change.
spot carries the ball
alone; Lava Soap, for example, has no
network outlets at all, hut is riding a
substantial spot budget. In March, it
carricd schedules on 49 stations. Last
vear it spent an estimated §718,375 on
spot tv. according to N. C. Rorabaugh,
whose specifie dollar figures for P&G
hrands are appearing here in print for
the first time.  Station schedules for
1951-5 are taken from the Rorabaugh
Report on Spot Television Advertising.
Althongh this article deals primarily
with P&Gs «pot television, which takes
an estimated 8670 of the company’s
spot budget, it shonld he borne in
mind that the «ame basic thinking is
applied to <pot radio; in radio P&G
i« after the <ame high coverage at low

cost it secks oty

Sometimes

The standard PSG prodnet-huilding
-ll)lif‘l?'l'll 18 aividoed mlo nve ﬁ[{l{_’('_\':

. Product development period. The
trick i< to come up with a produet
featire that can be promoted as offer-
ing something <nperior to vonr eomn-
petitors’ products. “This «imply re
flects the hard fact”” a PP&G marketing
man told s<possor, “that nnless you
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have a point of superiority which ap-
peals to the public, it is going to be
mighty hard for you to carve out a
position in an established markel, or
to build a business with any reasonable
expendiiure of funds.” 1f necessary,
the labs will work for a decade to get
the product right for market. The case
of Gleem is instructive. Reports the
marketing man: “We preferred to wait
for 10 years till we had the right prod-
uct rather than enter a difficult market
without a distinctive toothpaste.” P&G
had learned a sad lesson with a liquid
dentifrice, Teel. developed just prior
to the Second World War; it never
quite got off the ground.

So important are special product
features to advertizsing that the ad boys
will sometimes go to the labs with re-
(uests to try to develop one or two that
would make sensational copy.

2. Consumer testing: After the lab
men feel that the job is close to com-
pletion, the consumer testing begins
in earnest, aimed at finding out how
homemakers in particular feel about
the product—in the case of Gleem,
color of paste and tube, flavor, foam-
ing action. The “blind test” poses the
P&G product against a competitor’s
without labels; the consunier is asked
to use both and to report preferences
at a later date. Perhaps a million inter-
views are conducted yearly. A com-
pany spokesman estimates that P&G
itsell conducts about 400,000 research
interviews, of varying kinds. per year.
and purchases about 000,000 more
through outside finns.

Results are fed back to the labs and
the advertising and marketing people.
At this time, an advertising agency is
brought in to work with the ad depart-
ment in the development of marketing
plans, including projection of volume,
needed  ad  expenditures, copy ap-
proaches, couponing and other promo-
tional plans.

3. The test markets: Once the over-
all promotional program is agreed on,
it is carefully tested in a few markets.
“The Dlind test is all very well,”” says
a ’8&G man, “but you can still fall flat
on your face, as has happened.” e
pointed  specifically to Wandra, and
Velvet, P&G  beauty products that
passed the blind test stage, but failed
in market tests. The test market stage
offers certain important advantages,
cayvs PG

¢ You have a chance to iron oul
any procuct bugs while your manufac-
turing and di<tribution are still very

small scale;
e You can test ad appeals;

e You can find out once and for
all whether you really can do the ex-
pected volume job against the hard
reality of competition.

P&G will use whatever local media
will best fit its needs, but generally
tends to favor the air media. Spot
frequency varies according to esti-
mated volume. A toothpaste has a
larger potential market than a hand
soap with a strong, but limited appeal
for men, Like Lava. Since the ad bud-
get is figured on the basis of a “case
rate,” the larger volume item will natu-
rally get the ligger funds, and the
greater spot frequency. There is, in
short, no theoretical figure for ideal
frequency which P’&G applies as a
formula.

Frequency will vary with market,
too. P&G’s new fluoride toothpaste,
Crest, is being market tested in three
areas. In Rochester, the brand is run-
ning 23 announcements per week on
three stations. In Portland, Ore., it is
carrying eight announcements on one
station. Back in the fall of 1940, when
Tide opened the detergent era, spot
radio was relied on with an average of
10 daytime and five nighttime an-
nouncements per week plus local cut-
ins on two or three daytime serials.
Tide’s “creeping introduction” was a
market-by-market growth starting with
hard water areas.

4. The intermediate stage. Assum-
ing success in the market-testing stage,
the brand then begins its period of
growth to national size. The “creep-
ing” market-by-market process is em-
ployed because: (1) production facili-
ties can be expanded by stages and
keep pace with sales; (2) a key method
in the whole product introduction pro-
gram of P&G is sampling. and it takes
time and manpower to do a job on a
large scale.

During this period spot is primary.
The ad budget increases steadily with
market growth. Schedules are often
quite leavy. P&G’s new shortening,
Fluffo, is in this stage now. In Janu-
ary it carried schedules on 40 stations.
lExamples of spot frequency: Chicago,
37 announcements during one week on
three stations; Rockford, in the same
state, 18 announcements per week on
two stations; Rochester, 19 announce-
ments per week on three stations;
Pittsburgh, 13 announcements on one
station.

There is no time limit for this stage.

SPONSOR




.. especially people
like Miss Syvdney Smith

Pretty as Springtime 15 W RCA™ Miss
Sydney Smith. And ghe’s that rarest of
women—the kind otlier women believe.
That's why she keeps getting fan letters
like this one from Leslie Dunier of the
Fmil Mogul advertising agency, for

Ronzoni Macarvoni reducts:

“lt takes a minor miracle to get women

to sicitch from one spaghetti to another.
Bat I think that's what we’ve got in your
commercials for Ronzoni. Your iwoman-
to-woman’ talk has the kind of
belierability that uccomplishes selling
miracles. We plan to be on BY-LIVE

Jor along time.”

New York women listen regularly

o BY-LINE WITH SYDNEY SMITH

9:3510 10:00 a.m. weekdays. And jnst

as regularly they buy the varied produets
—food. drugs, appliances. even “the
movié for tonight”—which Sydney

describes so warmly and persuasively.

To sell BIG in the nation’s biggest
market. it takes “counter intelligence™
—a specialty of WRCA radio
personalities, like Tex & Jinx, Al Collins.
Jim Coy. and Jimmy Powers. And

like Miss Sydney Smith.

WACA-680

Radio in New York

Represented by NBC SPOT SALES
NEW YORK + CHICAGO » DETROIT « CLEVELAND
WASHI I * SAN FRANCISCO » LOS ANGELES
FCHARLOTTE® o ATIANTA® o DALLAS®
#Bomar Lawre A ates

ERT STERN




v « b uiste grew 1o national sta-
ture -t overnivht. It was market
te mo~cptember of 1952, launched
t1 1ancenatl buldup in 1933, \a

o - i
hed by

. B Dreft. on the other
Clothe fieet PaG detergent. for fine

L was 11 haced as far back
! For 12 vear< it remained in
t e tite ~pol ~tage. because it

<o well in the hard water areas. 1
wa~ 1ot until after the Second World
Woar that it went national.

5 National
achicvement of national distribution 1s
the <icnal tor network coverage on
television. radio. or botli. These now
Lee omie the main media. while =pot
takes on the rele of supplement. Gleem
toothpaste. for example. averaged about
200 tv announcements a week during
it~ 193351 buildup. 1 1951 alone
Gleem spent an estimated  $-4.031,0069
in spot . which made it the top P8&G
spol =pender. But while the brand wax
spending over a miltion dollars a quar-
ter during the first three quarters of
1951. during the last quarier spot ex-
penditure was cut ahnost in hall. And
althouneh the station hist of 115 com-
pared favorable with the 113 in the
fust quarter of last year. frequency
was down considerably. For example,
in o market where Crest had 23 an-
nounecements. Gleem had four, where
it had cight, Gleem had only two.

distribution. The

Gleem now has solid network tv ex-
po~ure al night through The Loretia
Y oung Show, N\BC T1". and The Jackie
GCleason Show. o CBS TV D the day-
timie throuch Search For Tomorrow
and On Your lecount. CBS TV on
davtime radio through the CBS Weudy
Harren Show

Network
that ~pot disappears or becomes un-
important. Tide spent an estimated
S5 16,000 Tast year on spot tv, Ivory
Snow STHOTOL Jov ~ 191577, Shasta
ST Ivory Flakes 5390,012.

Supplemental spot nses are consid-
ered highly tmportant by PRG. Stand-

coveraze does not mean

ard practice i~ 1o extend a campaign’s
reach by adding <por markets not oy
\nother
favorite PAG practice i< Lo substiinte

cred by its network shows,

an eqnivalent spot campaizn when a
l'l'.‘lntl (llnll\ ol nf H lll'l\\(»l'l\ .\lln\\' f()l‘
anv o reason \nooequinalent spot
campaizn for a dastime serial whieh
the  brand two-and.a-half

tires per week wonkd be gabont erght

~[m||~urml

anmonncemients a week donrine the da -
trene, Thiee-to-fiv e 20-<ec ond annonnee-
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ment= in a market weekly are consid-
eredd an approximate “equivalent” of
a nmighttime network tv show.

special. short-term campaigns are
uzed to recieale excilement about a
product. Such campaign= can be quite
heavy. Tide, for example, spent more
than half a million dollars during the
<econd quarter of 1934 on spot tv. Joy,
Ivory =now and Cheer were also very
heavy during hmited periods last year.

Spot i= ideal, the company {eels, for
spreading product news. A current
example ix Dreft, now re-issued in a
pink color. The momentous news is
being purveved through a powerlul
spol campaign. Total number ol sta-
tions was 79 during March. In New
York the barrage consizted of 52 an-
nouncements per week. In Los An-
geles, the frequency was 17, in Wash-
mgton, 1. C., 10,
Night or day? PG is commonly
thought to have clear-cut feelings about
nighttime and daytime television and
radio. But its spot schedules, at least,
show no over-all preference either way,
During the la~t quarter of 1951. Tide
spent almost twice as much in the day-
time as at night, Cheer over three
times as much, Jov about 12 times,
Ivory Flakes four times, These prod-
ucts have a strong housewife appeal.

Lava Soap, on the other hand, aimed
at men, put 9377 of its spot tv budget
for the period into nighttime,

Gleem Toothpaste, whose appeal is
considered to extend to the entire fam-
ilv, put more than 96%% of it« fourth-
quarter budget into nighttime.  The
company’s new home permanent, Pin-
I, put its entire xpot budget into night-
time: the prospect is the working girl
as well as the housewife. Similarly,
Shasta Shampoo put 777 of its spot
budget into nighttine.

But Ivory Snow. a washday product
with an obvious honsewile slant, put
767 of its spot budget into nighttime.
And unlike Shasta sShampoo. P8&G's
Diene Shampoo ~pent 897 of its spol
budget during the day, and DPrell
Shampoo 7577

If there is any company attitude to-
ward day and night tv values a< such,
1t i formulated in general terms only,
Media Director Paul 1lnth character-
izes the two time periods this wav:

a. Nighttime gives you “reach.” al-
lows yon to get 10 the largest numbers
of people with your commercial mes-
sage:

b. Daviime i most useful for “fre-

quency.” Audiences may be smaller
than at night but you can afford to hit
them more often with your messages.

But these are useful concepts only
when applied flexibly, Huth cautions.
In the specific market situation your
actual purchase may not follow the
rule at all.

The competitive sitnation: “Sgme.
times,” a rep told srox=oR. “P&G buys
considerably above a $2.00 cost-per-
1,000. But why, I haven’t the slightest
1dea.”

An observer close to the soap com-
panies offers the following interpreta-
tion: The big soap outfits view their
own ad campaigns in relation to those
of the competition. It is not enough,
for example, for P&G to know that in
a given market Tide is reaching X
number of people with Y number of
commerclal messages a week or month.
Just as important is the commercial
frequency of Colgate’s FAB, Lever’s
Rinso, Monsanto’s All. (Last vear, in-
cidentally, All topped the list of pack-
aged-soap and detergent spot tv brands,
spending an estimated $863,717.)

The consumer is exposed to all the
campaigns, goes the explanation, and
P&G must watch closely lest the com-
mercial impact of its messages be di-
luted because of the total ad harrage.
It must be certain that proportionate-
Iv, the schedules for its brands are
strong enough 1o achieve satisfactory
impact despite the competition.

Ageney role in spot: PG says it
relies heavily on its agencies for plan-
mng and exccution of spot campaigns,
as it does for all other phases of ils
ad operation. All plans are developed
through agency presentations, The sys-
tem works this way:

The agency prepares a presentation
covering these points:

1. The campaign budget;:

2. The market list:

3. The expected average frequency

of the spol ecampaign;

4. The average rating and cost-per-

1,000 aim.

Speeific station lists or availabilities
are not included.

The P&G media hawks go throuch
the presentation thoroughly. check it
for facts and logic. Once client ap-
proval iz obtained. the agency time
huying department goes to work. I'rom
this point on, the agency is {ree to
exercise its own judgement in making
the best purchases possible.

SPONSOR




Alter the purchasing is completed.
the agency sends a report to P&G’s
media department. Now the slide rules
come oul, and the media men go over
the agency’s purchases with a careful
eve. They check to determine whether
the agency has delivered as promised.
whether the achieved cost-per-1,000
and rating average bears any resem-
blance to that talked about in the
agency presentation.

This two-time check keeps agency
timebuyers on their toes. It is obvious
why P&G timebuyers are tough buyers.
They have to be. They know they have
to be able to justify with sound rea-
sons any purchase they make. How
well ingrained P’&G thinking is, is indi-
cated by one timebuyer’s claim that
the client has never questioned any of
his buys!

P&G feels that it inakes sense for all
the agencies and themselves to use one
tv-set count. This is arrived at through
regular meetings of agencies and client.
who all pool their research resources,
The figures are used then as the base
against which to calculate cost-per-
1.000.

It makes sense, too, the company
feels, for all to use the same ratings.
At the present time ARB is the stand-
ard in spot television.

This system, incidentally, often cre-
ates confusion among reps who oper-
ate with other rating services, since
contradictions between different ratings
are common.

Maximum disconnts: Sipce discounts
are figured for accounts rather than
brands or agencies, maximum fre-
quency discounts are the rule for P&G.
even where a brand buys a light sched-
ule. In practice this means that P&G
buys time more cheaply than many
others.

’&G, incidentally, is credited with
having done much to bring about the
present discount structure because of
its consistently huge volume.

Tied in with this is the “exchange”
benefit brands enjoy with regard to
spot. An agency may call another with
a request for a loan of part of a par-
ticular station schedule for a short
period. Each agencv, moreover, will
infornt the others when time periods
are being dropped so that companv
brands can have first crack at them.

Spot’s futnre: Spot seems clearly
slated for important roles in P8G’s fu-
ture air activity. Already. the first
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quarter of 1955 shows a spot tv in-
crease over the comparable period last
vear. There are sigus, and strong ones,
that spot radio may soon loom large
in P&G schedules.

The clue to P8&G’s future media
plans lies in this concern with num-
bers. The lack of any true program phi-
losophy in the current nighttime P’§G
tv picture- -as explained in part one-
is a sign that the slide-rule policy is
growing stronger rather than weaker.
The implications are clear. and are
confirmed by Procter & Gamble: The
media which can demonstrate their
ability to deliver maximum audiences
at low cost per ad impression will win
the P&C business. The others will van-
ish froin the company’s ad schedules,
or very nearly. Numbers. not senti-
ment. will prevail in the end.

Nowhere is the “numbers” story
more at issue loday than in daytime
network television and radio, in both
of which P&G is today a major biller—
approximately $17,000,000 in daytime
tv. $11.300,000 in daytime radio. This
month the network contracts are up
for renewal. Part three of this series
next issue will explore the company’s
thinking on network television and
radio. Part four will deal with the
advertising structure of P§G and rela-
tions with its agencies.

In the meantime, after all this talk
of <lide rules, what is P&G going to
do about sroxsor’s disquieting dis-
coverv that there are P&G timebuvers

who don’t even know how to use the
things? * & &

40 E. 49TH ST.
(Continued from page 16)

WHAT ABOUT THE SPONSOR?

I have read and re-read with great
interest “Radio-Merchandising: do you
ask too much?” which appeared in the
7 March issue of SPONSOR.

First, only the views of large station
operations were mentioned on the side
of radio. Sceondly, we at WCSC have
only recently re-organized and en-
targed our promotion-merchandising
department for radio and tv and are
vitally interested in this issue.

It seems to me that both “buvers”
and “sellers” have the wrong view-
point on radio merchandising. I real-
ize I have just stepped out on the tip
edge of a very long limbh. Tt would
seem. that “buvers” work merchandis-
ing for what can be had and “sellers”

consider themsehes being had. Neither
side seems to have given the real
buyver. the sponsor. mucl thought.

When vou stop to buy a hot dog.
the smart hot dog stand operator will
add relizh to the hot dog, mustard and
bun. lle charges nothing for thi~ ad-
dition. H the customer wants cheese
and onions added, he usually has to
pay extra, lle expect~ to. Now. 1 don’t
believe the customer goes back again
and again to that same hot dog stand
because he gets the relish free. He
goes back because the hot dog tastes
better. Paralleling that. it would seem
this should be the attitude of radio and
agency people concerning radio mer-
chandising.

We at WCSC, realizing that all
things worthwhile change with chang-
ing circumstances. feel that it is now
necessary to offer an entire selling
package when we ofler a spot schedule
or program for sale. No longer is it
enough to merely put the commercial
on the air and forget it. That’s selling
the sponsor short—and ourselves too.
Ilis success is ours. We feel that we
must make sure distributors and deal-
ers are aware of this advertising dollar
beiiig spent in their behall.

There seems to be a prevailing fear
that by and by wmerchandising will
“wag’ radio. 1 think this attitude in
itself is selling the selling power of
radio short. Radio is far too powerful
a selling medium to stand in the shad-
ow of any *“Plus Service” it might
offer.

But, this I believe-—no one to mv
knowledge has really given the types
of merchandising we could be doing
proper thought. At least [ have seen
no evidence of this thought. Dav after
day I receive stereotvped letters from
agencies each asking for exacthv the
same types of merchandising. It just
doesn’t make sense to assume that the
merchandising plan which will bring
results for one sponsor will bring re-
sults for them all. Perhaps the agen-
cies {eel we at the station level <hould
be the ones to do the creative thinking
in this line. I feel they are the ones
who are closest 1o the advertiser and
his product. They sit in on all the pre-
liminary planning and conferences and
they follow through on these plans.
The ageneies should be leading the
wav. . . .

ANNIE LEE SMALL

Promotion-Merchandising Mgr.,

WCSC, R&TI’, Charleston, S.C.
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ORANGE JUICE

(Cont i from page Sl

"W teel that a strong local per-
«ahite with s own followiug in a
trarket cm odoa far better job of pro-
mctinz 1 new product than recorded
-nnouncement=.”” Joan Stark told spox-
sor. “And to get the full benefit of
the lTocal talent making the pitch, we
cend alonz onhy “suggested” copy and
a4 fact <heet about Golden Gift. =0 that
the talent can give the commercial in

Eic onwn w v

GG prefers earlv-morning and mid-
diy radio shows. In New York, for
example, GG buys 12 minute announce-
ments weekly in WNEW's Alavan and
I'inch, Mondays through Saturdays
0:00-9:30 a.am.. and 25 in WMGM's
Ted Brown Show, Mondays through
Saturdays 7:00-10:00 a.m. Cleveland,
one of Golden Gift’s 100¢ radio mar-
kets, hears some 27 to 30 GG an-
nouncements weekly. Starting in April,
Golden Gift advertises on four Cleve-
land ~tations, 1t uses Bill Randle, a d.j.,
on 2:00-6:00 p.n. over WERE, a 5 kw.

Y

\f !
\
\

"' SEVERAL HUNDRED CASES
"\ PLUS SALES DUE TO KXLY-TV |

KXLY-TV's powerful merchandising has never failed |

) to produce substantial gains in sales immediately. f

It's FREE to qualified advertisers. /)

\ f
' \ (We quote) _./{;
\ \ l‘ "l have certainly been impressed with the results *Hg'
b F

that were obtained from that part of your merchan- /
| dising promotion which you call “Telemarket.” It/
With our schedule on your “What's Cooking” pro- if 7o
gram, we were very interested in using your “Tele- /£
market” promotion on our Blue Plate Medium
Cleaned Shrimp. As a result of this promotion, we
1 not only received an outstanding ad from I, G. A,
Headquarters in Spokane, but it did get the majority
| of I. G. A. Stores behind your “Telemarket” tie-in

N | and the results were several hundred cases of our
N .} Medium Cleaned Blue Plate Shrimp sold above and
[ beyond the normal movement,
N Very truly yours,
AN \ {Signed) Wright Dearborn
, C. S. Graham & Company
N A . . Statlable at A diccount
W, % she arehaned o etl -
“ . o t:l Phxc' \n; mi:‘\\r l?jlm i / 2 P
N : & S A S
> - ) 7,
~ »
i 7//
{7 / :

RICHRRD E. JONES
vice pres. & gen. mpr.
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music, news and sports independent;
The Morning Man Show, with d.j. Bill
Gordon, 8:00-9:00 a.m., over WHK,
the 5 kw. MBS aftiliate; A la Carson,
7:45-8:30 a.am., plus two 20-second an-
nouncements preeeding Breakjast Club
over WJW, the 5 kw. ABC afhliate;
Bill Mayer’s 1:00-3:15 p.m. d.j. show
plus two announcements in Woman’s
Club of the Air, 12:15-1:00 p.m. over
W TAM. the 50 kw. NBC affiliate.
“We always have our stations con-
tact the Golden Gift distributor in the
area,” Joan Stark continued. “In that
way, the distributor can help with sug-
gestions for merchandising and mail-
ings. Many of the stations send out
mailings to retailers over the talents’
name, mentioning how they support
the product. By the same token, we
ask the distributor to keep the talent

~on shows we participate in supplied
~with our produet.”

While Golden Gift has not had time

~to make actual consumer tests to gauge

the results of itx radio advertising, re-
sction from retailers, distributors and
the trade in general has indicated to
the firm’s satisfaction that its radio
strategy is cffective,

Currently. Golden Gift also has tv
advertising in some 15 markets, al-
though the company is switching to ra-
aio in some markets. With tv, Golden
Gift usually aims at children between
ages four and 10, on the premise that
a word from them will send mama to
the nearest grocery store.

“Those little arm-twisters get their
way,  says BoD Young, himself father
of three.

To reach this age group, Joan Stark
buys minute amnouncements in chil-
dren’s shows between 4:30 and 6:30
p.am., at a rate of some 10 or more
announcements per market. [hough
the lead-in to the minute film commer-
cials may be an animated jingle, the
commercial itselfl shows a housewife
squcezing oranges in her kitchen, giv-
ing up. and pouring a full glass out of
a comtainer of Golden Gift instead.

The major stress in all Golden Gift
commercials is hased upon two major
concepts: (1) it’s far more convenient
to pour o.j. out of a container than to
have to mix it with water as you must
with the concentrates or have the mess
of pulps and rind from squeeczing
cranges yourself; (2) it’s now possible
to have healthful “grove-fresh orange
juice, from 1007 Florida-fresh tree-
ripened oranges.”

About three months ago Golden Gift
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READY FOR DELIVERY

. ... the half of Indiana which aceounts
for $2,478,295,000 in retail sales.

Only one station delivers it.

For the greatest coverage in Indiana
select

WFBM-TV INDIANAPOLIS
Represented Nationally by the Katz Agency
Affiliated with WFBM-Radie, WOOD-AM &
TV, Grand Rapids; WFDF, Flint; WICN,
WTCN-TV, Minneapolis-St. Paul.
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! it ot dfhcults witle the
| C yu~ Commis-ion. state trade
¢ v ool Hrange growers. over
GG iz of its cartons. Golden

Catl mice. extracted fresh in

ot~ Deland. Flao plante 15 then

old’ _e

Snonad ted T sath an altrasviolet proce-
=~ inventod by Do Sperti. to preserve
the jyuce longer from deterioration.
\bent thiee morths ago. the Florida
that

juice that swas processed in any way

Commi~~ion decreed

Citrn- any

Levond just being squeezed could not
Lo labeled “fre<h.”” On 15 May Golden
Gaft
mirhed

cine out with new containers.

Tloa,

jmice cfresh flavor lasts davs in yonr

pure llorida orange

refricerator).”

The Flovida Citrus Commission rul-
mg does not apphy to GG’ advertis-
: however, Golden Gift has avoided

ny
<tressing the word “fresh™ in it copy.
Fasentially the question boils down to
thi~: How do vou define “fresh”™ juice?
Does it mean “fresh’™ when ponred into
or stll “fresh” when it
reaches the consmner~?  Golden Gift
maintains that the latter i~ the vahd
dcfinition  one that it product con-
forms with.

the container.

Strong pull
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Like any new product. Golden Gift
1~ being looked over with eagle eves by

* * * * * * * *

esWould anvthing the publie wanted to
~ce remain free if it could be sold for
a higher price? These . program
cnireprenenrs are free agent~ and are
not ~ubjeet to regulation by any govern-
mental anthority. They can sell their
wares where they please. In the end all
the desirable programs will he on a
pay-as-you-see basis. Free television and
coiun-box television cannot eo-exist. One
mns-t drive out the other in order to
survive.**
ALFRED STARR
Co-Chairman, Committee Against
Pay-As-You-See TV
* * * * * * * *

it~ competitors—not only other “fresh”

juice producers, but makers of canned
juice and concentrates. GG’s 1nain
competitors in the “fresh” juice line
are Tropicana and Orange Blossom,
both with more limited distribution
than Golden Gift's.

Tropicana’s process for keeping the
juice fresh is one of heating and then
chilling.  Orange Blossom doesn’t do
anything but extract the juice, pour it
into containers and ship it as fast as
can be to the market. coded for four-
dayv store sales. Both companies have

been pushing distribution into new
areas: hoth began their big drive in
fall 1954. Orange Blossom, distributed
by the Borden Co. outside of Florida,
is principally an East Coast product,
but is looking into the Chicago mar-
ket now. Neither company has done
any radio or tv advertising. except for
small-cale Florida ventures. Orange
Blossom’s advertising is being handled
by Al Paul Lefton agency, with Waler
Young as account supervisor.

Golden Gift is having slight agency
difhculties itzelf right at the moment.
The major problem is the fact that
Harris & Whitebrook, currently han-
dling the account. i~ a Miami shop,
with a staff of only one in New York,
namely Media Director Joan Stark.
With the rapid growth of the account
it has become apparent to the client
thiat he will need mare services than
this small agency can provide.

The recent boom of the fresh juice
industry may eventually revolutionize
methods of distribution of canned and
frozen concentrates. At this point,
hewever. the fresh or chilled juices
form but a tiny part of the orange
juice production over-all.  Orange
growers estimate that orange juice

POWER
RECEPTION

RATINGS

COLOR

. .  keeps viewers tuned to

MJ-TV

FRESNO, CALIFORNIA « CHANNEL 24
NBC and CBS affiliate

the San Joaquin Valley’s
FIRST TV station in...

now 447,000 watts.

Pacific Coast Measurement Burecau
Survey (Oct. '54) shows KMJ-TV re-
ception “most satisfactory” in area.
KMJ-TV carries 20 out of the 25 top-
rated nighttime programs in the
Fresno arca (ARB report, Oct. '54).
KMJ-TV was the first local station
equipped to transmit network color
shows and has presented them on a
regularly scheduled basis.

Paul H. Raymer, National Representative
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production in the 1954-1955 season
will break down as follows. in millions
of gallons: concentrates. 280: canned
juice. 61.1; fresh or chilled. 8.7 The
8.7 million gallons. however, represent
a hefty jump the fresh juice people
took over 1953-1954°s 1.5 million gal-
lons. Golden Gift says it is the biggest
fresh juice company—claims 30% of
the fresh juice sales volume.

If it’s the biggest of the fresh juice
firms, Golden Gift is also the newest.
Bob Young, then at William Esty agen-
cy, stumbled upon the product a cou-
ple of years ago, took up the idea with
Bob Stivers, then at Ililton & Riggio.
and the two men decided to quit the
agency Dbusiness and become clients.
Together with Andrew Young, now
president of the firm, they bought into
Golden Gift, embarked on a program
of intensive promotion. Other ofhicers
in the firm are Hobart A. H. Cook,
v.p. in charge of engineering and re-
search; S. P. Cole. v.p. in charge of
production and purchasing.

Bob Young sets the advertising bud-
get per market according to the poten-
tial of the di-tributor in that market.
Actually, he likes a start with a 12,000
quarts weekly minimum, evaluates the
distributor within a matter of weeks.
“lf a market can absorb a few hun-
dred thousand quarts a week, it'll get
to that level within four to six weeks.”
Young told sroxsor. Therefore, the
big advertising push comes in the first
month of distribution. sometimes levels
off slightly thereafter. (For profile of
Bob Young, see sSPONSOR, 2 May 1955,
page 120.)

Golden Gift has two major sales
problems: (1) pricing; (2) seasonal
curves.

The pricing problem in itself is a
two-fold one. First of all, Golden Gift’s
price to distributors is 20c a quart.
However, that doesn’t mean that there’s
one price nationally on the rctail level.
Various factors tend toward an un-
even price structure: distributors in
some markels operate more cheaply
than others. In some markets, union
demands drive up prices. At any rate,
on the average the retail sales price
varies between 32¢ and 35c¢, with a
penny or so added in case of homne
deliveries.

The concentrates on the whole are
cheaper than fresh juices. They're sell-
ing around 30c to 35¢ for a can which
makes three pints. Golden Gift is now
coming out with a pint size priced
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around 18c. to be more competitive
with the concentrates.

“1 don’t feel that we're selling so
nuch against the concentrates. how-
ever.” says Bob Young. “Actually,
were a substitute for liome-squeezed
orange juice. Of course. the concen-
trates increased the market immeasura-
bly when they began their advertising
darives 10 years ago, and we're henefit-
ing from that enlarged market t0o.”

Nor have the fre-h juices taken bus-
iness from the concentrates judging
fromi concentrate production figures.
From fall through 23 April 1955, pro-
duction of concentrates is 1477 ahead
ol last vear’s, despite the fact that it’s
the season during which the fresh
crange juice people invaded the mar-
ket en masse. In terms of boxes (or
crates) of oranges u-ed, the latest fig-
ures are: concentrate, 30.9 million;
canned. 9.5 million; chilled or fresh,
1.5 million. Canned juices are 27
down from last year.

The summer months present some-
thing of a problem for the fresh juice
people. Juice oranges come predomi-
nantly from I'lorida (California’s Sun-
kist are currently squeezed and distrib-
uted mainly in California). The Flor-
ida oranges fall into three categories,
with the following maturing dates:
Hamlin in October and November;
Parson Brown & Pineapple in Decem-
ber, January, February; Valencia in
March, April, May and June. During
tlte off-season, Golden Gift is forced to
mix its fresh juice with concentrates
and change its label.

Actually. Golden Gift advertises on
a >2-week basis. although time is
bought in 13-week cycles with the
usual two-week cancellatton clause.
However, the brunt of GG’s advertis-
ing comes not during the summer
months, when juice drinking stays on
a high level anvhow, but during the
remainder of the year.

Golden Gift isn’t resting on its lau-
rels (and a 1.300%7 sales boost in
seven months makes for nice laurels).
Instead the firm has already intro-
duced a fresh grapefruit juice in cou-
tainers. is considering tomato juice
and fresh fruit salad a< well. Grape-
fiuit. of course, is harvested in the
scason after oranges— therefore may
help bridge the off-season gap.

“But even without additions to our
line. we're looking forward to a 20 to
30¢. sales increase in the fall,” con-

cluded Bob Young. * Kk Kk

ROMERO
OWNS

SAN
FRANCISCO
- JUST LOOK
AT THIS
RATING
REPORT

In San Francisco, says ARB, Cesar
Romero’s new TV hit, Passport

to Danger, dominates its time period
...as it has from the first night

it went on the air! Rating is high,
share of audience a whopping

75.5%, and going up.

Now we know this show is “‘hot’"!
Top markets are going fast,

but some are still available...

if you hurry

CESAR ROMERO, starringin...

e
g\w wx
AR 5‘

i

produced by
Hal Reach, Jr.

ABC FILM

SYNDICATION, INC.
7 West 66th St., N. Y,
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Want a “sell-out’”” audience for your

TY dollars? Then, it's time for a
quick-change to WJAC-TVY, the 1 sta-
tion with a buying-minded audience
in 3 Southwestern Pennsylvania mar-
kets! Hooper rates WIAC-TV:

FIRST in Johnstown
(a 2-station market)

SECOND in Pittsburgh
(a 3-station market)

FIRST in Altoona
(a 2-station market]

“Ju.t the ticket’ for sure
this 1 buy that covers 3 . ..

g m‘-‘

ERVING MILLIONS F.'-'-::n.a.;

{ |, ATOP THE ALLEGHENIES

sales s

Ak your KATZ man for full detarls!

0

SPOT RADIO

tContinued from page 43)

spot radio reporting service that would
compare to Rorabaugh’s virtually-com-
plete Report on Spot Television? Or,
to I figures for networks and ANPA
figures for newspapers?

It is, and it isn’t. As SPONSOR went

to press, there were still a few streaks
of light on an otherwise overcast re-
scarch horizon:
e Station Representatives Associa-
tion: Reps are keenly aware of the
velue of a periodic report on who buys
what in spot radio. “It would enable
spot executives to chart industry trends
in various advertising categories. And,
it would give the higher echelons of
advertiser management a guide to
meeting their competitors” spending,”
said SRA  Managing Director Tomn
Flanagan, due soon to retire.

Thus it’s no surprise that SRA’s Re-
scarch Committee, headed by Blair
V.p. and Rescarch Director Ward Dor-
rell, has been discussing ways and
means of organizing a spot radio re-
porting service for some time. There's
a precedent for it, too; several years
ago. reps reported monthly spot radio
figures to a central bhureau for a sea-
son or two. The project was finally
dropped; too much paperwork. reps
recall.

One plan under discussion is to re-
vive the rep reporting procedure
among SRA members. As projected,
the SRA nembers who handle by
SPONSOR’s estimate at least 707 of the
total annual dollar volume of national
spot would cach tabulate their monthly
billings and report it to a central
source for compilation.

“It would be a lot of work, but it

wight be well worth it. Measuring spot
radio at this level could e a lot easier
and more accurate than trving to index
it after it has spread out to 2.700 U.S.
tadio outlets,” said another Blair v.p.,
W ells Barnett.
e Radio Advertising Bureau: Among
the industry groups long in favor of
a spot reporting servive has been the
RAB. Prior to the start of the Boerst-
Rorabaugh plans, RAB had a scheme
ol it own in the discussion stage. Ae-
cording to RAB sourees. it was to have
Leen a combination of data gathered
from ceveral sources clients, ageneies
wid stations.

With the demise of Spot Radio Reg-
wter. and witl nothing definite on the
litre of the SRA's plans, RAB is now

thinking of reviving its project.

“We get calls from agencies and ad-

vertisers at the rate of three or four
every week asking us *“What is our com-
petition buying in spot radio?’,” said
RAB’s Norman Nelson. “Even if we
couldn’t get our information to as fine
a point as reporting on the spot radio
activity of individual brands, it would
still be helpful just to have total ex-
penditure figures by categories.”
o Other firms: Other research sources,
actual or potential, of spot radio ex-
penditure data are largely marking
time.

A. C. Nielsen, which had an option
to buy a monitoring service, Broadcast
Advertisers Reports, has let the option
lapse and has no immediate plans for
cntering the spot radio reporting field.
Nielsen. however. made a recent con-
tribution in a related spot field. On a
contract basis with Free & Peters rep
firm, Nielsen prepared a cost-and-cov-
crage spot radio ‘““cost estimator” (see
story last issue) with which manage-

* * * * * * * *

¢¢Raising the sights in advertising to-
day . . . means fighting mediocrity in
every one of the diabolical forms in
which it can present itself. It means
that in our praiseworthy zeal to defend
the common mau we must cease to deify
him, It means we must stop confusing
what will be accepted with what will be
remembered, It means that we must
ouce ngain begin to accept the indi-
vidual for what he himself can accom-
plish — net only as an anonymons
camouflaged member of a group.®®
LUCILLE GOOLD
Vice President
Ogilvy, Benson & Mather

* * * * * * * *

ment-level admen can make rapid-fire
price estimates.

Pulse and Hooper, both of which
liave discnssed the idea of evolving
special ratings and activity reports of
leading spot radio data, haven’t gone
hevond that stage.

The biggest spot radio monitoring
services  BAR, Radio Reports. Marie
C. Long~treet—are still very active, hut
their work is on a custom basis for in-
dividual agencies and adyertisers and
ronc lold sroxsor they anticipated is-
suing any sort of general industry re-
port.

Meanwhile. the spot radio research
gap is still being filled slowly and la-
boriously at these levels:

1. Corporation management: Spot
1adio isn’t always clearly understood,
appreciated or evaluated properly even
by those very companies who are its
biggest customers. To many an execu-
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tive v.p. or board chairman of large
U.3. advertisers, “spot radio’” conjures
up a vision of the B-U-1-O-V-A time
signals of 20 years ago; the word “ra-
dio” conjures up a picture of a medi-
nm on the downgrade.

In the case of spot radio, which has
grown noticeably despite television (up
37% Detween 1947 and 1933), this
isn’t at all correct.

Since spot radio proponents, unlike
those of tv or network radio, do not
have a guilt-edge activity roster of big
clients using spot radio, they do the
best they can. SRA and RAB execu-
tives who call on top executives (see
picture. page 42) use the best indus-
try-gathered estimates they can to
show spot radio’s true size.

“They are usually an eye-opener to
top management,” said the radio sales
manager of a major New York rep
firm. “But we still need more evidence
that the spot radio medium is really

* * * * * * * *

¢¢To subscribe to the expert-sounding
theory that radio is doomed because it
competes simuhaneonsly for the same
audience with television is as erroncons
as to predict that the wristwatch busi-
ness is doomed because it on some oc-
casions competes simultaneously with
the clock on the living room mantel.
The wristwatch, like the new-function
radio medium, fills a very real personal
need in a very busy and fast-moving
American economy and society.?®
JOHN KAROL
V.P. in Charge of Network Sales
CBS Radio

* * * * * * * *

going places. We still need the ‘en-
dorsement’ quality in our selling that
comes from naming the big advertisers
who use the medium.”

2. Advertising agencies: Agencymen
have a lot less trouble than do many
businessmen in understanding the size,
scope and flexibility of spot radio.

But that doesn’t make any easier
the problem of finding the answer to
the perennial 864 question, “Who’s
buying what and where?” in spot
radio.

Accordingly, timebuyers and media
executives at top agencies are forced
back on an undercover system that in-
volves periodically surveying the fol-
lowing sources: (1) reps, usually by
telephone or personal query; (2) sta-
tions, usually by questionnaires in
batches of as many as 1,000 each quar-
ter; (3) monitor services, usually to
check on special activity of a competi-
tor in a test market; (4) checking all
available trade sources, such as Boerst’s
Spot Radio Report, the trade associa-
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tions, and the trade press.

At Dest, all of these measures above
are stop-gap.

What’s needed, and needed quickly,
is a full-scale spot radio report which
sliows periodically the products using
spot radio, the stations used by each
product, the type of spot purchase, the
frequency of advertising, and the day
segment used.

This, in turn, would give adverlis-
ers, agencies and radio salesmen a ba-
sis for expenditure data by product
and industry, breakdowns by markets.
tabulations by geographical areas or
by seasons, and general spot radio in-
dustry trends. The box on page 43
highlights just such a need by showing
some typical individual cases.

Anybody who is willing to tackle the
assighment — and admittedly it’s a
tough one—will at least have the co-
cperation, and thanks, of a large seg-
ment of the advertising industry.

* * *

Earlier sPoNsoR articles on the spot
radio data gathering problem include:

Spot radio spending: out in the open
in ’55? (10 January 1935, p. 42).

Year-end Report: Spot Radio (27
December 1954, p. 88).

Spot radio’s time of decision (1 No-
vember 1954, p. 29).

5 big needs in spot radio (4 October
1954, p. 29).

Spot radio is bigger than you think
(9 August 1954, p. 31).

They’re lifting the spot radio veil
(4 June 1951, p. 36). * ok ox

HOMESTEAD—AUTOS
(Continued from page 53)

Lande. “It also has a very slight trem-
or plus a touch of a Vermont accent
which makes the whole commercial a
very real and very dramatic reading.”

The Ma Levin campaign for Homne-
stead started at the end of August
1954. The starting schedule was a

lieavy 106 ammouncements a week di-

vided among four Boston stations—40
on WCOP. 30 on WVDA, 18 each on
WHDH and WORL. The bulk of the
announcements were placed in the
driving-to-work and driving-back-home
times of the day—in the morning be-
tween 0:30 and 8:30 a.m., and in the
late afternoon between 4:00 and 6:00
p.m. This audience of car owners, it
was felt, would be the best prospects
for Homestead, and the fact that the

ROMERO
RATES HIGH...
HITS 34.3

IN FIRST
MILWAUKEE
RATING

In city after city, ARB* reports
PASSPORT TO DANGER is hot . ..
and getting hotter! For example:

15.1 in San Francisco, with a 75.5%
share-of-audience!

18.1 with a 36.7%

share-of-audience!

in Cincinnati,

34.3 in Milwaukee, with a
64.6% share-of-audience!

37.0 in Jacksonville, with a whop-
ping 86.7% share!

43.3 in Pittsburgh, with a
68.9% share!

What a star! What a show! What a
way to sell your product!

*Jan. 1955

CESAR ROMERO, starringin...

produced by
Hal Roach, Jr.
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\ pRICE ‘,Ai"‘"‘/
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ABC FILM

SYNDICATION, INC.
7 West 66th St., N. Y.
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w b them while they were
2l

14 S e

retter impact and -
of the plugs were
yooutime n order to

both while driv-

. ind
1 1 hous~ewife
anat home,
I results were phenomenal. Mt
w e d ol a month, unit sales of cars
t Home-tewd Motors showed a per-
ootz mciease of 000 This repre-
<erlecdd 1 mse from an average of four
cales o weehs or than 20 per
wnth. to abont 120 car sales a month.
Since this imtial jump. Homestead's
“abe~ hove continued to climb till to-
are running the
amount after the 6007
“With the mten<ive air campaign.”
s~ Ining Lande. “we were also at-
tempting to build up long-range aware-
Les< of the companv. We wanted to
reach men and women who might not
be interested in another car at the
mnament hut might at <ome time in the
future. would
that time.”
Homestead's radio use has continued
heavy. They are currenthy running 92
announcements a week on WCOP,
WA DN and WNAC! plus sponsoring a
five-minute segment of Warm-Up Time

fess

aav thes double

ncrease.

and remember us at

n WIIDH betore the baligame (which
varies as to dav of the week).

On 1 February 1955, Homestead
enlarged its air ~chedule by adding a
half-hour tv show. A series of old
Western tales on film, called Siories of
the Century. it runs Tuesdays from
6:00 to 6:30 pam.. on WNACTV. i
aimed primarih at a male audience.

Ntarting 5 June. Homestead will add
another v show to its schedule. Some-
what more expensive. this one will be
aimed more at the whole familv. To
be scen on Sunday evening from 6:00
to 7:00 pm. on WBZ.TV, Pleasure
Plavhouse will {eature selected movies.
will be co-sponsored.

There will he an 1l-week overlap
period during which Homestead will
be bankrolling both tv shows. Stories
of the Century will be sponsored till
the end of August.

The rest of Silton’s ad budget goes
for newspapers and drive-in movie ad-
vertising.

Iere is a sample radio commercial:

SOUND EFFECTS: Crowd
Gavel bangs three times and crowd
noise subsides.

MALE ANNCR.: Presenting . . . the
first lady of the automobile industry . ..

noise.

two BEST SELLERS  in the Detroit Area!

CKLW TV pernelrales o popu-
lotion grond tolol areo of
© 795700 in which 85%, of all

famidies awn TV gets,

Chennel 9
- 0 Watls

Mailénal Bep.
Adem 1. Young, &, inc.

CKLW radio covers o 15,000,000
populolion oreo in 5 imporlani
sloles. The lowesl cosl major
slolion buy in lhe Delroil areo.

800 kc. Radio
50,000 Watts

4. E. Comprou, Pras.
Guardion Bidg., Datreil
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Mrs. Joe Levin of Homestead Motors!

FEMALE ANNCR.: Everybody calls
me Ma. Friends. 30 years ago when
myv husband started Homestead Mo-
tors, 1 never dreamed ['d he selling
But here I am!
And being a woman. I lke my place
to be homey. That’s why, day or night,
I serve hot coffee and doughnuts at
Homestead. Being a mother, 1 know
how important security is, too. So
when vou buy one of my used ecars,
vou get protection until it’s paid for.
And there's no extra cost for it, either.
Stop in and look at my cars. My boys
make sure they look good and run
good. T insist on it. Coffee’s waiting.

new and used cars.

TRIO: (Jingle) There’s no place
like Homestead. there’s no-oh place
like 1lome-stead!

MALE ANNCR.: Homestead Mo-
tors, 1311 Boylston Street, near Fen-
wayv Dark, Boston.

Norman Wexler of the Silton agen-
¢y. who also works on the account,
points out the “supreme corniness” of
the tag. “There’s no place like Home-
stead,” but alxo indicates its high ef-
feetiveness.

The impact of these commercials has
been apparent in ways other than the
much-increased sales, says Norman
Wexler. “It is doubtful if there is a
person in the Boston area who doesn’t
~know who Ma Levin is.” he states.

“And the campaign has been imitated.

One competitor has created a little girl

character called “Marev” who talks
| about her daddy’s used cars. Another

dealer advertises, “No ma’s, no pa’s,
just good used cars.’.”

Homestead’s renown has also heen
boosted by what it calls itz “Beat the
Clock™ sales. Heavily promoted on the
air, these take place one day every
three months. Each hour of that dav,
a different ear is placed on sale for one
hour at a greatly reduced price. 1f it is
not sold by the end of the hour, the
price goes right back up again. But,
says Irving Lande. these specials sell
out almost to the car and people buv
others, too. Sales on “Beat the Clock™
davs run two or three times the volume
on their best regular Saturdays.

The Homestead Motors showroom
aud car lot on wide and husy Boylston
Street (heavily populated with auto
cealers) has undergone many changes
to fit the “new look™ in its advertising.
The <igns. instead of proclaiming just
“Ifomestead Motors™ now read “Ma

' Levin’s Tlomestead Motors,”  In ad-
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dition, a big bilthoard has been ac-
quired. The showroom is located on
one side of the street; on the other is
a used car “terrace,” so called because
of the ground’s sloping terrain. With
the additional land purchased in back
of the showroom, Ilomestead can now
accommodate 160 cars.

The all-important coffce bar. com-
plete with counter seals, was installed
in a section of the showroom. Ilow is
coffec served? “Well, people just
crowd around.” says lrving Lande.
“They get their coffee and doughnuts,
then walk around and drink and eat all
over the place while looking over the
cars.”

Who can tell? Boston's Ma Levin
miglt cause another revolution in sell-
ing techniques in the auto industry.
(See accompanying story for what hap-
pened after SPONSOR’s recent article on
an all-night Autorama in Miami.) *%%

WHEN TV HITS

(Continued from page 40)

NBC TV promotional activity has re-
volved around the blue-chip survey
as NBC:

o Televised to over 2.000 admen a
live-and-film summary of the study’s
highlights in a 13-city closed-circuit
colorcast on 25 May.

e Screened a color film, based on the
study, for another group of industry
executives and broadcasters at the
NARTB convention on 26 May.

o Aired a summary of televisions
sociological effects on Fort Wayne
homes as part of the Sunday-after-
noon telecast of Background on 29
May.

e Began distributing today (30 May)
more than 7,500 printed copies of the
study to leading advertisers, agencies,
libraries, schools and tv stations.

The promotional aspects—and use
by admen—of the study don’t stop
there. NBC TV salesmen. according
to National Sales Manager Matthew
Culligan, will make full use of the
study’s findings in making fall tv
pitches to advertisers.

And, NBC TV research executives
feel. the study will play a major role
in future top-level tv planning since
“advertisers will be quick to grasp the
fact that the findings of this studv
reach far bevond the confines of a
market in Indiana.”

Au idea grows: The “Strangers luto
Customers” study, according to NBC
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researcher Tom Coflin. was triggered
off by admen themselves. lie stated:

“Long before this project was even
conceived. we researched key adver-
tising people to discover what aspects
of television thev would like most 1o
see investigated. Their answers made
it clear what they wanted. And with
remarkable unanimity they spoke, al-
most wistfully, of a study which would
take the same person and reveal his at-
titude and behavior palterns before
and after television.

“It was a tall order.”

After months of looking at maps of
the burgeoning growth of post-freeze
television. NBC TV started to evolve
its research plan.

Fort Wayne was picked because it
was the nearest thing to a “‘typical”
American city that could be found in
the non-tv lists. As of early 1952,
thiere was no tv station in the market.
There was an application on file with
FCC.

When the FCC acted, so did NBC.
Questionnaires were developed with
the W. R. Simmons research firm, and
the technigue of the survey developed.
The actual survey was done in two
waves:

Before tv: The first survey wave
came in October 1953—a month he-
fore the target date of uhf WKJG-TV.
In this wave, researchers called on
7,500 homes—about one out of everv
six in the area to be newly covered by
tv. The group was a high-quality
probability sample.

After tv: Yhe second wave came n
April 1954—about six months after
the debut of ocal tv. The same homes
were recontacted, and inlerviews were
conducted with more than 907. (Only
those interviewed on both occasions
provide data for the report). Some
35 of the families had bought tv
sets.

On re-interviewing, NBC learned
that the average new buyer had owned
his set just tliree and one-half months.
Commented Tom Coflin: “IU’s a high
tribute to a medium that it can pro-
duce such highly significant changes
brand positions in this brief span.”

However, NBBC found that it wasn't
confining its study only to s effects
on brand-new tv households. One ont
of five families owned tv set~ before
Fort Wayne got its station. Iringe
recephion on the outskirts of town
could be had from Dayton. Kalamazoo
and even Chicago and Cincinnati,

Also, practically everybody in town

ROMERO

IS TOPS

IN HIS

TIME SPOT IN
CINCINNATI!

Yes, Passport to Danger, starring
Cesar Romero, is going over big in
Cincinnati, with a 25.6 rating and an
impressive 48.2% share-of-audience
(source: ARB, Feb. 1955). In San
Francisco, in Louisville, in city after
city, the story’s the same. For ex-
ample, here are more ARB ratings:
PITTSBURGH  43.3 68.9% share
JACKSONVILLE 37.0 86.7% share

SAN ANTONIO 26.1 56.4% share
MILWAUKEE 34.3 64.6% share

All this, plus the fact that Romero’s
available to do commercials. No
wonder he has so many happy
sponsors!

CESAR ROMERO, starringin . ..

produced by
Hal Roach, Jr.

ABC FIiL.LMm
SYNDICATION, INC.
7 Wesi 66th S1., N, Y.

CHICAGO « ATLANTA « HOLLYWOOD . DALLAS
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“most powerful source of

had seen a few tv shows at one time
or anulher usually while visiting in a
s household in Fort Wayne or

Practically 1101)0(])' was
“non-exposed’™ to (v before

v owner
ol.w\\here.
completely
the survey.

said Coffin: “Had it been possible
to measure them before any tv expo-
-urc the changes shown in this repoit
would have been larger.”

Te moves in: It's axiomatic i ad-
vertizing that the amount of time peo-
ple spend with a medium 15 an index
of the advertiser’s opportunity to get
across his message in that medum.

Iu Fort Wayne’s new tv households,
tv gave admen plenty of this type of
opportunity (see chart of “Media min-
utex daily,” page 41).

Says the official NBC
tion:

“Television increases the media time
for cach person by more than an hour
and a quarter each day. But all of this
increase, plus the 84 minutes they
‘take’ {rom other media, goes to watch-
ing television.”

Not only does tv occupy more time
in tv houscholds than all the other me-
dia combined, it becomes the home’s
“remembered
advertising,” NBC’s study shows,

Tv owners were asked if and where
they had noticed any advertising for
three such widely advertised products
as new ears, laundry soap, cigarettes.
Before the start of Fort Wayne tv, onlv
9 of the people who ulimatelv
bought sets said they received adver-
lising impressions from tv.

study presenta-

But. after they bought tv sets and
started watching the local outlet, the
ficure soared to 859%.
“Before-purchase’ sell: For the
first time i a major research project,
the NBC TV «iudy explores the way
lelevision works to condition custom-
ers all along the road that begins with
advertising impression and ends with
purchaze.

These were some of the highlights:
o Brand names and product use: Re-
scarchers azked respondents: “What is
this product?” “What does it do?”
when brands were mentioned.
swers show that tv does a top job of
teaching people to  assoctate brand
names with products, and their uses.
In this case, the job was doue, on the
just three and one-half

The an-

average, i
nouths.

Cortect identifieation of Kent cig-

arettes as the result of its network tv
advertising (on CBS TV, ineidental-
ly) shot up from 279% to a level of
63%% among new set huyers—a clear
gain of 74%. Beautiflor, a John:on's
Wax Produet, ]umped from 41% to a
new level of 57%. RCA Estate Ranges
improved from an already-high 51%
to a higher 657¢.

o Trade marks, package designs:
People who can identify trademarks
generally know the brand name and
the product it stands for. To test tv's
ability to make trademarks (and other
distinctive product features) more rec-
viewers were shown cards
on which were shown a half-dozen
“masked” trademarks.

IFor institutional advertiser U.S.
Steel, who uses tv for public relations
but makes widespread use of its trade-
mark on its program credits, trade-
mark identification shot up from 29
“bhefore tv”” to 0970 ““after tv.” Arm-
strong’s encircled “A” trademark went
from 1<% to 13%. Even RCA’s famous
“His Master’s Vo]ce trademark of dog
and phonograph rose from a level of
66% to a new peak of 82%%, although
the device has been in use for nearly
half a century.

e Product reputation: Tv makes peo-
ple’s attitude toward products change
even before they have become customn-
ers for the products. Women were
asked to score their opinion of vari-
ous tv-sold household brands on a
scale ranging from “poor” to “very
good.” These were some of the results:
The average brand climbed 41%

ognizable,

Pride, a household wax, was rated
? ?

“very good” by 507 more women
than before tv. Lilt’s rating in top

spot climbed 127¢. Cheer elimbed up-
ward almost exactly the same amount
—41.5%.

e Brand preference: Tv, the research-
ers learned, swings a lot of weight in
the final stages of pre-purchase think-
ing: it often tips the seales in favor of
a clear-cut “brand preference™ for tv
brands vs. brands not sold on televi-
xlon.

A mumber of wellknown brands
were paired off: Lilt and Toni, Crisco
and Spry, Colgate and Pepsodent, Pet
Milk and Carnation. Fort Wayne tv
viewers were asked: “Which brand is
better?”

The average tv-sokd brand started
out practically on a par with non-tv
competition,  Brand preferences, in
other words, were practically halanced.
But. after a few mouths of tv exposure.
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set buyers gave the nod to the tv
brands in a two-to-one preference.
Most eye-opening gain: Pet Milk,
which started out 19% behind Carna-
tion, wound up 71% ahead after tv.
Pet Milk, at that time, was heavy in
tv in Fort Wayne. Carnation wasn’t.

Tv’s effect on buying: As you
might imagine, the tv-created buying
pressure finds a release—at the retail
sales counter.

One-third more new set owners
bought the average tv-advertised brand
after they got their set. Changes in
the “unexposed” (to tv) group were
relatively minor.

For Camay, the number of buy-
ers actually decreased among non-tv
reached women. But, Camay purchas-
ing increased 48% among those who
did buy sets. Gleem’s customers in-
creased 02% ; Maxwell House Coffee’s
went up 88%; Ajax climbed 47%.

Tv expands a product’s market.
More non-buyers changed to product
buyers, among housewives who got tv
sets as compared with those who
didn’t. For the typical product cate-
gory, the conversion rate (non-buyers
who became buyers) was one-fourth

* * * * * * * *

€6If we can believe Rodgers & Hammer-
stein, the King of Siam would have said
radio-tv ratings are a ‘puzzlement.” For
most programs, there is a wide selection
of ratings to pick from. You can gen-
erally get any size rating you want and
the easiest thing of all to get, is con-
fused. And that’s the state in which
most of us find ourselves most of the

time.??
DR. E. L, DECKINGER
Vice Pres. in Charge of Research
Biow-Beirn-Toigo
New York
* * * * * * * *

higher among housewives owning tv
than among those who remained “un-
exposed.”

The tv-sold brands wind up with a
bigger share of the market, too.

In all of Fort Wavne, set-owners
and non-owners together, tv brands
increased their share of purchasers by
19% in the package-goods field. Non-
tv brands fell off 11572. In tv homes,
the shift was even more apparent: up
27% for the tv brand’s share, down
17% for non-tv-sold competitors.

The effect lingers, despite the sud-
denness with which tv causes changes
in buying habits.

Among new set owners (those who
had owned their sets an average of
3% months), the purchasing of the
average tv-sold brand before tv came

30 MAY 1955

to town was 1897. After tv, the fig-
ure was 24Y%.

But among “old’” owners (those who
liad owned tv sets for more than a
year, and anywhere up to five years),
the figures were quite similar. Of this
group, 19.1% Dbought the average tv-
sold brand before they owned tv. Even
several years after they owned tv, the
figure was 24.6%.

This is how NBC TV’s Tom Coffin
sumnarizes the basic lesson of the Fort
Wayne study:

“Every new family that buys a tv
set becomes a new ‘Fort Wayne house-
hold.” Every new program creates a
new ‘Fort Wayne community.” Every
new station added to a tv lineup es-
tablishes another ‘Fort Wayne’ for the
advertiser.

“Television is a tremendous adver-
tising force with an inherent talent for
doing an intensive pre-selling job that
is so vital in marketing today. It is a
force for growth-minded, survival-
minded manufacturers.” * ko

TOP 100 ADVERTISERS
(Continued from page 37)

tures in newspapers are published by
the Bureau of Advertising of the
American Newspaper Publishers Asso-
ciation, spot radio and tv sources are
limited and no dollar figures are pub-
lished for individual advertisers. To
attempt to get spot dollar figures for
the top 100 advertisers for both 1948
and 1954 would be a superhuman task.

To include “print spot” (newspa-
pers) without air spot figures in the
chart would have weighted the figures
in favor of print even more than PIB
figures do. PIB figures are for gross
time and space. On the one hand they
do not include discounts, which are
greater for air media than print me-
dia, and thus inflate air media spend-
ing. On the other hand, they do not
include production costs, which are
greater for air media than print media.
and thus deflate air media spending.

On the balance. the picture is soine-
thing like this: For radio network top
discounts go to about 25% during the
day and about double that figure at
night. To these net time costs, how-
ever, McCann-Erickson adds about
50% for production. Since not all ra-
dio web discounts reach the maximum
cited, it would seem reasonable to as-
sume that production costs almost
balance the discounts.

—— —

WILKES-
BARRE

GOES FOR 1
ROMERO...
AND HOW!

Cesar Romero, starring in Passport
to Danger, is as ““hot" in Wilkes-
Barre as he is in other cities, with a
16.9 rating plus 39.7% share-of-
audience (source: ARB, Feb. 1955)
And here are more ARB ratings:

SAN ANTONIO 26.1 56.4% share
MILWAUKEE 34.3 64.6% share
CINCINNATI 25.6 48.2% share

JACKSONVILLE 37.0 86.7% share '
Advertisers go for Romero, too!
No wonder: he’s big “box office,”
and what’s more, you can build
exciting promotions around his
name. Cali us and check on

your market.

CESAR ROMERO, starringin...

PASSPORT

DANGER _ )

produced by
Hal Roach. Jr.

SYNDICATION, INC.
7 West 66th St., N. Y.
CHICAGO - ATLANTA - DALLAS - HOLLYWOOD
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Don Potter

Star of
“Matinee in Birmingham’’
5 to 6.30 p.m.

’Songs in the Night'’
10:30 to Midnight Monday-Friday

Stars Sell on

Alabama's
greatest RADIO station

WPl

Birmingham

Don 15 a newcomer to WAPI but is
a veteran radio man, having 8Y
years experience with leading radio
stinons an the Midwest. Although he
has been in Alabama for only a few
werks, [isteners  agree that Don’s
smoath, relaxing music is just what
they want to hear on afternoon and
latenight disc-jockey shows.

You can SELL

Your Products
to Alabama folks

It you TELL

them on programs
they enjoy hearing

Represented by

John Blair & Co.

Southeastern Representaline .

Harry Cummings
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For web tv, however, while the dis-
count~ never go higher than 25 . the
production costs almost equal net time
costz. MceCann-Erickson adds 8577 to
net time cozts for the talent and pro-
duction Thus, for each $1
the advertiser actually spends on net-
work tv time. the PIB figure is no
areater than §1.33. but the total ex-
penditure is really %1.85. (These fig-
ures. of course. are averages.)

factors.

Despite the fact that PIB figures do
not represent actual dollar expendi-
tures. they are useful for purposes of
comparizon. since the same measure-
ment is used for all advertizers. And
because thev use the gross one-time
rates, PIB figures give an excellent
measzure of the amount of space and
time actually purchased.

The trends: The increase in the use
of network advertizing by the top 100
1954 PIB advertisers was not concen-
trated in any part of the lisl, cxcept
al the very top. Of the top 10, nine
increased their share of advertising
going to network expenditures from
1018 to last year. Among the top 25,
the figure was 19: \mong the top 50.
the figure was 32: among the top 100,
as previously mentioned, the figure
was 09,

Of the total. 21 decreased the share
going to network advertising, while in
the case of seven there was no change.
Pet Milk spent
all of its national media money in net-
work advertising in both 1948 and
195k These almost
tripled. going from &1 to $2.9 million.
During this same period, newspaper
expenditures, according to ANPA
figures based on Media Records. went
fromn 855,000 10 €27 1.000,

The other <ix =pent no money in
network media either year. Three of

Of these seven, one

expenditures

them are hiquor manufacturers, whose
advertising i not accepled on radio or
tv in the first place. Also among the
non-spenders  were Cluett. Peabody;
California  Packing,
Kodak.

Of the trio. Fastman Kodak has since
jomed the ranks of network tv clients,
Cluett. Peabody, makers of  Arrow
<hirt<.is @ member of an indnstry tra-
ditionally

and Eastman

hostile to air advertising,
leaving California Packing. makers of
bel Monte products, ax the only real
hold-out against network advertising
among the top 100, 1 Del Monte now

i~e= spot radio, however.)

It i~ interesting to note that in 1948
fully 35 of these 100 clients were not
in network advertising-—which means
not in network radio—while in 1954
31 of these 100 did not use network
radio. However, these figures hide a
certain turnover since a number of ad-
vertisers who did not use network ra-
dio i 1948 used it in 1954+—a dozen
to be exact.

In addition, another 18 increased
the amount of time bought on network
radio. This does not alvays mean
these advertisers spenl more money on
network radio, since the P’IB figures
are gross and discounts have greatly
increased since 1948, However, it does
mean these clients are buying more
units of programing.

This group includes some of the
blue chip accounts: General Motors.
Colgate, Chrysler, . Lorillard, Kel-
logg, Miles Laboratories. Pillsbury.

So, despite the drubbing network
radio billings have taken, the value and
economy of this medium have actually
attracted a greater number of 1954’s
Top 100 and a greater use of it in
some cases than during its peak year.

As for network tv. since there was
so little use of it commercially in 1943
PIB did not measure it, so that all who
use it now are “new”’ users compared
with seven years ago. These “new”

users total 89 of the 100.

The rankings: A study of the change
in rankings and ad expenditures
among 1954s top 100 from 1918 to
last vear provides a fascinaling study
of advertising in motion and a cap-
sule glimpse of a marketing revolution.

Robinson

“Since KRIZ Phoenix has been ad-
vertising Dydee Service, business
has soared.”
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In the first place. advertising expen.
diturcs are up for nearly everybody.
Only half a dozen of the top 100 firms
showed a decline in national media ex-
penditurcs. This growth picture. of
course, is in line with the national
growth in advertising. It is due partly
to a boom economy, partly to the fact
that many of the top firms have ex-
panded sales through diversification of
brands, partly to dollar inflation. part-
ly to increased costs of advertising in
somc media and partly to a general in-
crease in the ratio of advertising to
sales.

Increased spending in all PIB media

from 1948 to 1954 came to 607. This |

is pretty close to the figure for all ad-
vertising as shown by the McCann-
Erickson calculations—67%.

This expansion in ad expenditures
does not mean that the top 100 have
been able to ride a trend. The great
number of changes in ranking shows
that sales increases have not been au-
tomatic, that some advertisers have nol
been as fast on their feet as others,
that competition is still the order of
the day.

Only two of the top 100 held the
same rank last year as they did in
1948. They are P&G, still firmly in
first place, and U.S. Steel, which seems
lto have developed a liking for No. 66.

It is not surprising that the increases
in ad expenditures shown by the pair
are close to the national averages as
shown above. For P&G the hike in
national media spending was 667 ; for
U.S. Steel it was 69%.

However, both firms have reduced
their newspaper expenditures. Since
these figures are not included in the
PIB increases, this would indicate
these two firins are increasing ther
advertising at a slower rate than the
national figure. Business magazines
aside, this appears to be true of U.S.
Steel.

It is probably not true of P&G. In
the first place, P&G spent nearly $12
million in spot radio and tv last year
(See part two of P&G story in this
issue, page 38). It is the No. One tv
spot advertiser, according to Rora-
baugh Report. Secondly, the full im-
pact of P&G’s recent plunge into night-
time tv has not been reflected in PIB
figures.

As for the other 98 of the top 100,
the changes in ranking are varied,
ranging from slight to extensive, with
the emphasis on the extensive. Fully
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31 of the top 100 last year were not
among the top 100 in 1948. Three of
the “newcomers,” Scott Paper, Rexall
Drug and Avco. are now among the
top 50. More than a dozen are now
among the top 75.

Those in last year’s top 10 were all
near the top in 1948; none of them
was below No. 16 ranking at that time.
However, some of 1948’s top 10 have
dropped considerably. Sterling Drug

was No. Six in natonal media adver-
tising in 1948, is now No. 26. This is
partly due to a switch fronr network
radio to spot radio, which is not -
cluded in 1B figures. Swift fell from
No. Nine to No. 18, but this is partly
compensated for by an almost 507C
increase in newspaper spending.
Other changes in ranking also point
up switches in media strategy. Kellogg
was No. 48 in 1918. ix now No. 19.

these homes.

A Clear Channel Station
Serving the Middle 1V est
MBS

19,014,400
POUNDS OF SOAP!!

MR. SOAP MANUFACTURER —

Four pounds of your soap sold in a month to the
homes in WGN’s area wonld mean 19,014,400 pounds
sold—miore than 9,507 TONS!*

WGN reaches more homes than any other advertising
medinm in Chicago, and our Complete Market Satura-
tion Plan has proven it can sell yvonr prodnets to

i ‘ / S 50,000 Watts
qu 720

*Nielsen Coverage Service

Chilclag() m iiﬂsﬁ

) %j
N i

Dial L FEE T Y AL

Gl

For your best television hny in Chicago, it’s WGN-TV—

ONLY Chicago station placing in BILLBOARD’s Promotion Co:mpetition!
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MONTANA CALLS
HOLLYWOOD GRAD

_'i

(TONY ) GAY HARI, a recent grad-
uate of Northwest Radto & Television School’s
new Hellywood Stndio, has gone to work in
filtm and announung for KGVO- TV, Missoula,
NMontana,

Rroadeasters all over the country are finding
professionally-trained  graduates

AN TON

that  screened,
hke Tony are saving them both money and
nme. let us help you by referring qualified
prople to you with complete detatls, as they fit
your specific need.

There's no charge, of course, and we assure
you of prompt, personal attention. Write or call
collect, John Birrel, Northwest Radio & Tele-
viston School, 1221 N.W. 21st Ave., Portland
9, Oregon. We have schools in Hollywood,
 hicage, Washington, D. C., and Portland.

‘

Nose it costs less
to sell |
MINNEAPOLIS
ST. PAUL |

Maximum power at minimum

cost — choice availabilities.
ASK 316,000
watts on
H-R Channel 9

Oftiess, Sivding, Tranuminer
FOSHAY TOWER
Minnaspolls

ressnied Nalionally by H-R TELEVISION, INC.
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This reflects a strong move into net-
work advertising out of newspapers,
with web tv aceounting for more than
half of all national media spending.
Kellogg also upped itz network radio
buving, It< <hare of national edia
money going into network advertising
went from 10.7 to 70,47,

Another client whose ranking has
gone up along with a heavy web tv
investment is I’. Lorillard. The tobac-
co firm moved up from No. 10 to No.
13 as a result of the quintupling of its
national media spending. Here, too.
nelwork tv accounts for more than
half of this spending. However. Lor-
illard’s print advertising was also in-
creased  although there has been a
move out of supplements.

The «ix firms whieh showed a dollar
decline in national media  expendi-
tures are Desides Sterling and Swift

Schenlev. Kaiser, Prudential and
Manhattan Soap.

Industry trends: The extent to which
advertisers as a group inereased their
chare of network advertising—detailed
for the top 100 above—is pointed up
by PIB media totals.

While total PIB figures went up
607 from 1918 to 1951, network
spending went up 1307¢, or more than
double. This is due to tv. of course,
since network radio spending in 1951
was only 697 of 1918, However, the
network foral has been at the expense
of print. for magazines and supple-
ments have gone up only 31 and 5277 .
respectivelv. (National newspaper ad-
vertising has also gone up 527.)

Network spending now aecounts {or
1077 of PIB total, eompared with 28¢%
{for network radio} in 1918, 1t i= in-
teresting to note that the share of PIB
spending going to network tv last vear

37 was identical to the radio fig-
nmre during web radio’s best vear -—
1918, And tv 1= «till growing.

Because of this it is not surprising
that network spending in all the major
PIB  industry  categories
creases from 1913 1o 1954,
the increases vary considerablv. Among
the top 20 PIB categories. 13 showed
network inereases that were larger per-
centagewise than the average 13077
mereise,

shows 1in-
llowever,

Those  calegories whose increases
were larger than average were: auto-
molive, and
equipment, M L5 sinoking materials,

16377 houschold eqaipment and sup-

automotive accessories

plies, 247¢¢; soaps, eleansers and
1387¢; apparel, {ootwear
and aceessories, 160%; industrial ma-
terials, 3007¢; beer, wine and liquor,
79077 ; building materials, equipment
and fixtures, 175%:; household fur-
nishings, 21977 ; transportation, hotels
and resorts, 49797 ; radios, tv sets,
plionographs, musical instruments and
aceessories, 577 c; offiee equipment,
stationery and writing supplies, 1947 ;
jewelry, optical goods and cameras,
30197,

Those whose increases were smaller
than average were: and food
products, 9797 ; toiletries and toilet
goods, 1119¢: drugs and remedies.
507 ; gasoline. lubrieants and other
fuels, 527; consumer services, no
change: eonfectionery and soft drinks,
15705 insurance, off 37

polishes,

food

Though not showing the largest per-
centage or dollar hike, perhaps the
most striking and significant inerease
is that shown by the auto industry. It
is significant because the industry,
which as a group was second only to
food in national magazine and news-
paper ad expenditures in 1948 and had
heen wedded to print. has turned to
network spending with sueh a lavish
hand.

A brief look at network tv sehedules
discloses that Oldsmobile. Buick, Ford.
Chrysler have all eome in this season
with big shows. In network radio, the
auto firms are buying more time than
they did in 1948. This air surge has
not been a gradual increase. It has
taken place within the past two or
three years, was started by intense
competition and eontinued as the anto
business showed a sales strength that
surprised even the auto people them-
selves,

The sharp spurt in network auto ad-
vertising has not been at the expense
of print. As a matter of faet the auto

st.in Power
and Coverage

1,000,000

WATTS

Wilkes-Barre
Scranton
Cull Avary=Knodel, Inc.
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industry is now tied with the food in-
dustry as the top national advertisers
in newspapers and magazines, the rea-
son being that newspaper auto adver-
tising has increased much faster than
national food advertising since 1948.
Both industries spent about $165 mil-
lHon each in nagazines and newspa-
pers last year.

Despite the auto industry’s loyalty
to print, network advertising is grow-
ing at a faster rate than print. In
adding newspaper expenditures to P'1B
figures (though they are not strictly
comparable) it is found that while in
1948 national newspaper and maga-
zine spending by auto firms was nearly
13 times as large as network spend-
ing, by 1954 this gap had narrowed to
a little more than four times. Network
spending during that period has quin-
tupled, according to PIB figures, while
print spending did not quite double.

These figures take into account
spending by auto equipment manufac-
turers as well as auto manufacturers.
However, the increase has been pri-

marily due to spending by the Big
Three. * k%

the
KMBC-KFRM
Radio T EAM

You're making a blue ribbon radio buy
in a blue chip market when you use the
Midwest's leading radio combination,
KMBC-KFRM. KMBC delivers metro-
politan Kansas City (ranked 15th na-
tionally in retail sales) plus 79 counties
in_eastern Kansas and western Missouri.
KFRM, a bonus to KMBC, serves Kan-
sas, sixth richest agricultural state. To
get to this big, responsive Heart of America
at the lowest cost per advertising impres-
sion, the first thing to do is to see your
Free & Peters Colonel. He'll give you
first-rate availabilities on the Team's first-
rated radio schedule.

KMBC d{ Kansos City
KFRM for the Stote of Konsos

Primary Basic CBS R>dio

W
Free & Petenrs, Inc

Exclaiore Naswonal Repeéseniatives
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MIRACLE OF TV

(Continued from page 47)

Steiger, and Richard Kiley, who had
never done much acting before tv. But
they put their hearts into it. Like the
night Maria’s famous mother. Marlene
Dietrich watched them rehearse a slug-
ging scene and urged her daughter not
to duck the punch. She didn’t and we
revived her just in tune for the broad-
cast.

Meanwhile, we were seling goods-
all kinds, Toothpaste, toothbrushes,
mouthwash, liniments, and shampoos
on this show. But we had a problem.

For a medium-sized company like
ourselves, the rising cost of tv was a
tough weekly nut to crack, but we did
it by sharing those precious minutes of
commercial time between four prod-
ucts. We had a pre-show cow-catcher,
Omega Oil; an Amm-i-dent opening
and middle announcement; Py-Co-Pay
Toothbrush got the closing announce-
ment; and then came a 20-second
hitchhike plug for Minipoo Shampoo.

That was before they started bring-
ing the stopwatch into the studio and
our commercials would run five and
sometimes six nminutes in a haHl-hour
show. Within three years that was
whittled down to three minutes; and.
the stopwatch was there to make sure
we didn’t run a second over!

But these little products—Py-Co-
Pay, Omega, and Minipoo-— made
their first tv advertising appearance on
Danger and what happened to them is
a sort of historic bit in itseH.

Omega is an old-time liniment; been
around for about 40 or 50 years. It
was such a hopeless product sonie
years ago that we were able to pur-
chase it from Colgate and after we had
it a few years we understood why they
were so anxious to sell it.

So Dback in the early Forties the
Block Drug Company experimented in
all kinds of advertising—newspapers,
car cards, radio—trying all kinds of
copy appeals . . . and with little suc-
cess. In 1948 and 1949, using radio,
the product suddenly started to lift and
we d get an order for a dozen here and
a dozen there. just about enough to
pay for the advertising.

But that Omega Oil cow-catcher on
Danger changed those dozens to gross.
and gave Omega Oil the greatest year
in the product’s history—and all with
just a 20-second announcement a week.

And the story is quite similar on
Minipoo Dry Shampco. Minipoo was

we
knew
it...
all
the
time!

Now the people in Houston and sur-
rounding areas have proven us right,
and by their votes have selected

PAUL
BERLIN

Houston's No.1

RADI0
PERSONALITY |

The Listeners’
Choice!

A recently completed, Philco-sponsored
contest found this popular K-NUZ disc
jockey to be Houston's favorite, chosen
from personalities of seven stations.

NAT'L REP.—FORJOE AND COMPANY
In Houston Call——Dave Morris, KE-2581 '




fgﬁbiscover this
{ Rich Market

3 = SR S = o Bl

\ ‘Cr'we‘fea 'Excl:sively
Y by KHOL-TV
NEBRASKA

OMAHA

LINCOLN |

KHOL.TV

Fs

e 30% of Nebraska’'s
Entire Farm Market

» 128,000 Families

e With a Va-billion
dollars to spend

High per capita income based on

irrigated farming, ranching, light
industry and waterpower.
For information, contact Al DMec-

Phillamy, Sales Manager, or your
nearest MEEKER representative.

KHOL-TV

Holdrege & Kearney, Nebr.
CBS e ABC e NBC e DUMONT

IN EVANSVILLE INDIANA
/'J WISE
BUYERS
CHOOSE

—

SALES WITH SHOWMANSHIP

NANCY THOMPSON

Homemaker Supreme
Faory sunvey for LR months

5 0
>
RIENT
0 4 4
CHANNEL 50

a product we'd purchased from the
\ick Chemical Co. around 1946. And,
believe me. when Vick sells vou some-
thing. it's only because they've tried
every conceivable way to promote it-
without success. So we bought another
lemon.

The powder used to get all over the
oal’s hair and they’d scream we'd given
them dandruff instead of a shampoo.
The product came with a terry cloth
mitten applicator into which they'd
shake the Minipoo powder. The lint
would come loose in the mitten as they
used the applicator, and the combina-
tion of the powder and the lint made
their hair look like they’d been out in
a ~nowstorm.

Well, we improved the product. The
mitten was replaced by a brush and
the mode of usage was changed to
avoid the excessive powdering. We
wound up with a product, then. that
did the job—"as advertised.”

But now that the product was satis-
factory, the advertising also stood in
need of repairs. Vick had advertised
the product in women'’s magazines for
vears. It produced some sales, bnt not
enough sales.

So we tested radio and tv. Both
worked, but the impact of the tv an-
nouncements was such that nothing be-
forc or since has equaled its selling
power. Minipoo, the hitchhiker, there-
fore, had the same experience as Ome-
ega Oil. the cow-catcher. Thev bhoth
eol voluine sales with a minimum of
advertising pressure, and tv was the
kev that opened the door.

Py-Co-Pay. however, i< our most fa.
mous hitchhike story. Unlike the two
previously mentioned products, Py-Co-
Pay had never been advertised to the
public. It was promoted ethically: de-
tailed to dentists Iy our professional
representatives.  These  dentists  then
reccommended  the Pyv-Co-Pay  tooth-
brish to patients and that’s how the
business went,

But when the costs of network v
made it necessarv to bring other eom-
pany brands into the Danger picture,
we ~clected Py-Co-1"ay with some mis-
aivings. h tnrned out to be the break
’v-Co-Pav had long needed.

With a 20-sccond announcement on
Danger, our I’y-Co-1’ay husiness tripled
in three years” time. And then. an in-
teresting thing happened.

It heeame another produet’s turn to
take the hitelthike spot on Danger and
Pv-Co-l’ay  was pulled offl. A few
months Tater sales started to decline.

We put Pv-Co-Pay back on and sales
started to go right back up again. Now
that’s something vou might expect. But
the interesting sidelight is that when
Py.Co-Pay went back into Danger, it
returned as an alternate-week adver-
tiser—and this little, 20-second spot
appearing once every other week was
powerful enough to increase sales of
a illion-dollar item.

If ever we witnessed the magic of
television, it was through this I’y-Co-
Pay experience. It showed that tele-
vision’s power could be turned on and
off like a faucet, and it also showed
that even a httle power could he a
dangerous thing.

The power of television!

Last year we sponsored a network
program ealled Name That Tune. An
inexpensive little show, it had tremen-
dous human appeal. Folks would send
in songs hoping they’d be used on the
program, and if they were, they’d re-
ceive modest awards. We added a lit-
tle touch—told them if they’'d send in
a boxtop with their entry we’d give a
savings bond to those whose songs
were selected.

We were totally unprepared for the
response.

Covering I'ne entire
Nocthwest fram Spekane

HOW

TO RAISE
FARMERS

People in the Western Rural
area are early risers anyway, but
many that used to keep under
the covers now wouldn't think of
missing their early ~morning
friend on KGA .. . laughable,
loveable,

“POP KORN"

His is a combination of hu-
mor and friendly "philosophy”
that makes him a welcome visi-
tor come 5 AM in thousands of
Western homes.

"Pop Korn" can open the
door to this early morning mar-
ket for your product, too.

Contact:
Reps.: Everett-McKinney, Inc
New York, Chicago,

Los Angeles, San Francisco

Box 141 - Spokane, Wash.
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With just three announcements, we
received over 830,000 hoxtops; and the
saddest fellow on earth was the guy
who'd contracted to sort the mail for
§75.00 a week!

Or a more recent experience.

We brought out a new product, a
sleeping pill called NYTOL. and gave
television the bulk of the campaign
money. Walter Abel flew through an
electrical storm from Minnesota to do
the commercial for us. And thank the
Lord he got through—for the minute
that commercial hit the airwaves we
were in business. Over and over again,
we heard the phrase, “I want that pill
Walter Abel advertised on tv.”

That’s the miracle of television!

But the real miracle was Amme-i-
dent!

Study this brand’s position in the
hectic dentifrice business for a mo-
ment and you’ll see why the word
“miracle” 1s not over-descriptive.

In the first five years of Amm-i-
dent’s life. this product was promoted
without any sales force. We had a
sales manager, but he had no sales-
men! Compare this with Colgate’s
several hundred salesmen, or even
Kolynos with a hundred men in the
field.

Next, we had limited advertising
monies to spend. Sure, we were spend-
ing in the two-to-three million-doltar
bracket, but what was this compared
to the “spend-abilities” of companies
like Colgate, Lever Brothers and, more
recently, Procter & Gamble who spend
anywhere from 10 to 20 million dol-
lars a year advertising a toothpaste.

Then there was the natter of com-
petition within television itself. Where

“Humph! She wants to tell me
Bill Bailey's latest gag on KRIZ
Phoenix.”
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we had one progran. our competitors
had two, three, four or five. And, be-
cause of their many high volume prod-
ucts, their costs of advertising a tooth-
paste were considerably less than ours.

And then there were the food stores.
We had no products going into the
grocery stores, whereas our competi-
tors had soaps and detergents and
oleomargarine. Imagine going into a
chain like Kroger and trying to look
big and important when they were al-
ready buying several million dollars’
worth of vour competitor’s products!

Well, I won’t belabor the competi-
tiveness of the situation.

You could look at its objectively
and say, “What guts! What are you
guys doing in the toothpaste business.
Get out while you're ahcad of the
came!”’

But there is one great and impor-
tant element that seems to K.O. all the
statistics—an  element  called  “the
American public.”

And without salesmen. but with
good advertising, they’re your salva-
tion. When a consumer wanits a prod-
uct badly enough, she’ll get it. She’ll
badger her druggist, or the floor man-
ager in a super market, or the girl at
the check-out counter. And the result
is what you’d expect.

The stores stock your product.

Your competition may come in and
move your displays. take down your
posters, or malign you to the trade.
They may run 20 announcements to
vour two; and give Mixmasters, bal-
loons and fountain pens, when all you
can give is profit.

But as long as the public wants you,
and as long as your product satisfies
their needs. they’ll keep conring back
for niore.

Yes, this is the American public.
Impulsive, independent; generous one
minute; selfish the next.

And uncontrollably confusing—

The most confusing, the most mis-
understood, and certainly the most
mystifying body on the face of this
earth, is what we generally call “the
American public.”

You could get very basic at this
point and recall what the professors
in psychology taught you back in col-
lege; that you may predict huinan be-
havior, but you can’t control it.

And basically, that’s true.

If it weren’t there would be no need
for poll takers nor consumer research
of any kind. For knowing how the
public would respond to an idea, you'd
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first predict what they’d do, then ar-
range for them to do it

W ell, fortunatelyv for the advertising
man, life isu't that simple.

I sav fortunately, for if it were. the
people with the most money would
just keep on making and spending
nore and more, and the little guy
wouldn’t stand a prayer. But the fact
that the amount you’re able to spend
is not the sole measure of success i
our business (though it helps) is the
reason a Glass Wax out mn Bismarck.
North Dakota, or an Amm-i-dent in
Jersey City, or a product like Soilax
out in St. Paul can take on the giants
and still come up with a mighty nice
multi-million dollar Dusiness.

Whether it’s politics you're selling.
or Dolident (as we are selling), un-
derstanding the American public is <o
important, it simply needs underlining

rather than mentioning at this mo-
ment.
But how often, in the important

noves we make—radio, television, ad-
vertising, and political decisions—do
we overlook the fact that most of these
ultimate decisions are completely out
of our hands.

You could sit here in convention,
for example, and argue the merits—
and demerits of subscription televi-
sion until you're blue in the face. And
yet the final, and important, decision
will not be made here, but in the
American mind, where someone will
sav. “’d rather watch a re-run on my
set than pay two bits or two dollars
to watch a first run, first-rate show

. or vice versa.”

You know, as vou start to earn a
litle mouey in our business, you some-
times forget the way things used to
be. Who of us, for example, if we
drop a penny out of our poekets and
see it roll off the curb will hother to
pick it up? Yet the other dav, talk-
ing to the manager of an A & P store,
| learned that any number of his cus-
tomers will walk five or six blocks to
save a penny on a can of beans.

And then. in understanding the pub-
lic, there’s the problem of recognizing
that across this vast expanse of the
United States, the public may all be
\mericans, but they sure react differ-

$99.00 INVESTED in
NASHVILLE, TENNESSEE

NEGRO MARKET
SOLD $3,500.00 in appliances

the

w WSOK

ently to the same idea.

You discover these fundamentals
when you start advertising.

You learn, for instance, tliat a new
product can die in conservative New
England and be a howling suecess in
progressive California. You learn that
the word ““pain” has a lot of meaning
in Newark., but that “miseries™ is the
selling word in Nashville. You learn
that Omega Oil advertising can pro-
duce customers in Boston, but the samme
ads in Buffalo fall flat because they’re
competing with Groblewski’s Liniment,

Certainly those of you who pio-
neered in radio learned this lesson
early. The disk jockey on the New
York station could be a terrific suc-
cess, lut put this same guy on a net-
work and he’'d lay an egg. Why? Be-
cause the records that were right for
New York were wrong for New Or-
leans—which is the reason the barn
dance programs are tlie weekly rage
in some cities and liave never gotten
off the ground in others.

Ask any advertising man about the
racial faetor and he’ll tell you that
the Poles in Buffalo, the Puerto Ricans
in New York, the Spaniards in San
Antonio, all require special lLandling.
What’s accepled by one vroup is offien

BELDEN SURVEY
PROVES

In Los Angeles

THE

SPANISH LANGUAGE
STATION

Member of Sombrero and
Spanish Language Networks.

Belden Market Survey Available.

F:l‘.lﬂ!lll «LOS ANGELES '
Spanizn Language
Station

representatives.
New York—Richard O'Conncll, Inc.
San Francisco—Broadcast Time Sales
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rejected by the other; quite often not
because of the message itself, but the
way it’s put.

Or take the question of buying pow-
er. Certainly, the statisticians will
show you city by city where the buy-
ing power of America lies. But here
again you can go haywire accepting
surface figures.

For example, the sales of lingerie
per thousand families is §44,433 in
Memphis but only 818,963 in Spokane.
I can ouly figure from this that the
gals in the state of Washington are a
lot more interesting to know than the
Memphis lassies.

Or take this city of Washington,
D. C. The sales per thousand families
of hard surface floor coverings here 1s
only $4,021 as compared to $16,482
in Salt Lake City. Not that there
aren’t as many floors in Washington
—just more lobbies!

Or take the factor of age. You could
guess (as I used to) that across the
United States the age groups would
break down pretty inuch into the same
percentages. Yet our own experience
in selling denture produets such as
Polident and Poli-Grip shows very
definitely that California and Florida
have many more persons over 40 than
other states.

When it contes to buying habits, you
can really go off base guessing how
the American public wilt perform.

You would guess, for example, that
women do 85%% of the buying—a
shopworn statistic that’s about as true
as the 12-year-old mentality kick. Ac-
tually, 68% of U. 5. men shop for
groceries once a week or more. And
similarly, you’d go wrong guessing

about the purchasing of beer. Good
sound common sense might tell you
that men buy most of the beer in this
country; but good sound statistics
have measured the buying at 5197
female and only 497 wmale.

Suppose as a politician you decided
to go after the vote by a specific cam-
paign aimed at the home owner. You'd
do very well in Michigan, where 67%
of families own their own homes, but
in Washington, D. C., that figure drops
to only 33%, indicating the unsettling
nature of a job in Washington.

So what has all this got to do with
radio and television? Just this—

Radio and television are public
property. We, as advertisers, may de-
liver the commercials and the dollars
to you, but our success or [failure still
lies in public hands. And you, the
transmitters of both programs and
product, actually how successful can
you be unless the public tunes to your
station? And those of you whose duty
it is to regulate this industry, how
basic to your decisions, is the phrase,
“in the public interest?”

Well, at this point you may be ready
to concede (if you haven't already)
that your fortunes and misfortunes lie
in the hands of the public. If so, then
we ve a common starting point for un-
derstanding these 101 million Ameri-
cans.

It’s like a letter that arrived one
day when we were sponsoring the ra-
dio soap opera Just Plain Bill. “How
dare you,” this woman wrote. “permit
Donald to go into Kathy's bedroom
when vou knew she was married to
another man!” “Last night.” she con-

(Please turn to page 109)

effective June 1st
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QUEEN ISABELLA

hocked her jewels for a fella
to prove the world was round.
The chanee she was taking
was rather wortd shaking,
suppose he had run aground?
But Christopher knew

what his three ships eould do
and his discovery of Ameriea
was in.

To parallel his feat

we repeat and repeat,

you can diseover suecess

on WPIN.

When you diseover WPIN, you
bave unearthed the daytime sta-
tion preferred by more loeal ad-
vertisers.

WPIN’s clear channel signal serves
a market of 790,300 people with a
buying income of $989,640,000.00.
This dominant news station 1s the
West Coast of Florida’s best day-
time radio buy!
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Offices and studios in the
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St. Petersburg, Florida

Arthur Mundorff, Owner-Manager
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RB. stations. mannfacinrers cooperaie to sell radio sets

\ campaizn has just been launched
125 Mav 1 to double the <ale of home
radio set~ 10 select marketz. The
campdign, a cooperative endeavor Iy
siv large nanufacturers of radio sets,
over 70 ~tations and the Radio Adver-
tising Bureau. i~ aimed at 10 metro-
politan test arcas.

There are five phases of the test
campaign. each of which stress a sep-
arate The phases are: 1)
portables: (21 radios ax a gift; (3)
radios for the bedroom; (1)
for the kitchen: (51 a trade-in-y our-
old-set promotion.  Fhe aim of the en-
tire RAB
President Kevin Sweeney, is to raise
the sales of home radio sets {rom its
present level of 7-8.000.000 per vear to
above 15.000.000 in 1936.

Cooperating stations will carry gen-

theme.

radios

campaign. according  to

cral announcement- and the manufac-
will run an-
nouncements promobing their individ-
addition. dealer-dis-
tributor cooperative advertising on a

turers ~simuhancoush

nal brands=. In

Cisco Kid film show draies
heavy fan mail in Britain

Despite the traditional British  re-
~erve. the Western tv film drama has
tahen BBC viewers by storm. Ziv TV's
popnlar Ciseo Kid, which started last
fall over the <avernment network, has
been recenving more than 2,000 fan
letters per week.,

\ccording to Ziv sources. most of
the wonl yvoungsters re-
questing antoeraphed piotares of the

comes fron

twor =lar-.
frlleed by

\\nti(l,

AR reqnesis e prompt-
the /v <tudhos e Hally .

l::~~|m||~r to the Civeo Aid ha= not
ween hooted to Eangh-h <peakin conn-
tres N Spinnshi-bingnage ver<ion of
the ~ones telecast in Poerto Rico drew
+ 000 requests for plmln\ of Crseo mnd
Pancho i fess thon thiee months, with
with the
P oo ditnek s aleo being aned
t Cube Mowico
Frodl

no end nowielit The <how

~

Venesneky and Co

0t

local basis i= expected to grow with
the over-all campaign.

The stations” general announcements
will consist of a half dozen transeribed
musical jingles plus dozens of live copy
announcements. After the end of the
vear. the campaign will be spread to
inchrde a total of 25 cities. At present.
the following cities are being used:
Dallas, Denver, Kansax City. Nashville.
Omaha, Pittsburgh, DPortland (Ore.),
Providence, Seattle and Washington,
D. C. In these 10 areas. almost every
station is participating.

The test is the brain-child of the
RAB and will have the cooperation of
General  Eleetrie,  Motorola, [Philco,
RCA. Stromberg-Carlson, and Zenith.
The six manufacturers are reported to
handle 807 of the home radio set
manufacturing in this country.

Storer Broadeasting gives
Alabama free tv station
The Storer DBroadcasting Co. has

presented the Alabama Educational
Television

Commission with a com-
pletely  operating  television  station,

The new station. WBIQ, Birmingham,
was accepted by Raymond Ilurlbert.
president of the commission who noted
that he believed it was the first time in
the history of the tv industry that such
equipment had ever heen presented to
a ity or state by a private enterprise.

The entire ceremony was broadeast
by WBRC-T\, the Storer Broadeasting
Co. ~tation in Birmingham. The pic-

Storer

g'ves Alabama tv education station

ture (bhelow left) shows George B. Sto-
rer. Jr.. president of the company. pre-
paring to throw the switch that placed
WBIQ in operation as broadecast and
education dignitaries look on.

Old curs (ravel 90 miles
in WOOD's 30th year fete

To celebrate the 30th anniversary of
WOOD. Grand Rapids. stations \WOOD
and  WOOD-TV  together with the

Grand Rapids chapter of the Veteran
Motor Club of America. sponsored a
90-niile tour for mearly 100 antique
cars. The trip is planned as an annual
event, and was opened and concluded

Vintage cars celebrated WOOD's 30th year

with a radio and tv show {rom the sta-
tions’ parking lot.

Prizex were given by the stations for
novelest costume. oldest car, longest
distance traveled and even one for the
driver having the worst luck.

Briefly . . .

Timebuyers and admen have been
receiving a xeries of mailings from
WRBL. Columbus, Ga., with a novel
twist. Each mailing consists of a soil
sample from a point within WRBL's
radio and tv broadecast range. Along
with the soil samples are sent seed,
nutrients and directions.  When the
secds are planted in the desk-top gar-
den provided, a flower blooms. Prizes
of &10 cash are being offered for the
first 10 correct identifications of the
flowers that grow.

The promotion is tabbed **Rebel
Harvest,” and follows the gardening-
harvesting theme throughout. The first
mailing told buvers that WRBL-TV
had raised its power to 100 kw.

* * *

The League of Advertising Agencies,
New York, is mailing out a 10-page
booklet called “What Every Business
Should Know About Advertising Agen-
The purpose of the book is to

cies”

SPONSOR




make advertising businessmen and
agencies aware of the exact {unctions,
services and abilities of an agency.

In brief form it outlines the neces-
sary scope of an agency and advises
the potential advertiser of the things to
look for in selecting an agency.

* * *

WFIL, Philadelphia, has mailed out
a promotion piece resembling sales-
man’s portfolio to sell the effective.
ness of its radio personality, Phil
Sheridan. The portfolio opens to dis-
close multi-colored cards in which
WFIL promotes Sheridan’s appeal to
sponsors.

* »* *

Mark Evans, who doubles on both
WTOP radio and tv literally put his
“Brand Wagon” on the road in the
Washington area. le mounted a real
“two-horse power rig” and took to the
sireets of the nation’s capital to help
promote the Co-op Stores who sponsor
him. The wagon was loaded with fea-
tured products advertized by Evans on
his radio aud tv shows.

WTOP's Mark Evans pramotes his sponsors

* * L3

A uew successful public service
show has been developed by Syra-
cuse’s WFBL, for sponsorship by a lo-
cal insurance agent. Coming Events is
a 10-minute evening show (6:30-6:10
p.m.) using announcer Bill Thorpe to
give a complete picture of local events
affecting 100 or more people.

Organizations in the Syracuse area
are invited to submit publicity re-
leases on their {orthcoming projects,
and Thorpe delivers them over the air
in a concise manner. Merchandising
Las been sent out to 80 groups in the
area appraising them of the service.
and the station describes the response
as “terrific.”

The sponsor, William V. Haggerty,
insurance agent and central New York
representative for Mutual of Omaha,
found Coming Events the “right public
service program for his agency.” ac-
cording to his enthusiastic letter to
the station. LA
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of Charleston
South Carolina

it's a matter of record!

WCUE spins more pop platters, more
often; plays the sweetest music, all day
long. WCUE gives the home folks more
news, more often; reports on their neigh-
bors, brings the whole world into their
homes. You're right on CUE . . . it’s
a matter of record.

more MUSIC
more NEWS
more OFTEN

\Weue

Akron’s only independent ~we're home folks
TiM ELLIOT, Presidens

John E. Pearsan Ca., Natiana! Representatives

3B 412%2

“I/HEN Yyou cHECK
COVER.IGE,PROGR. 1M -
MING, PERSONALI-
TIES, SURVEYS, and RI

SULTS, vou'll pick—for the
Charleston market—\VIPAIL,
dominating the negro market

m Coastal Carolina .. .”

IForjoe & Company

Dora-Clayton
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willl KAY-NAK

MUsSIC!
NEWS!
SPORTS!

24 HRS. A DAY

NOW
GRANTED
5000
WATTS
POWER

LOWEST COST

LR LISTENER IN
SALT LAKECITY
KNAK 27 8 Independent

Siation "*A’* 27 2 Network

Bt B’ 146 Network
&t “C” 13.7 Network
&t “DY 7 2 Network

AN Represcented
Notionally by
FORJOE & CO., INC.

RRR R

~e

| emwsmalers

I 4

\
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Daoave Simmons. who heads the newest all-
radio rep firm feels there’s plently of need for
creative radio salesmanship in his field. Accordingly,
he’s begun building an organization and station

list that reflects his philosophy of “we want

people who are confident in radio, understand
smart radio programing, and know how to sell
radio to top advertisers.” Thus far Simmons has
landed New Yorl's independent WNEW as a
client, has hired RAR's Midwestern representative
Gale Blocki to lhead Chicago operations.

Blocki joins the firm on 15 June.

Bill McGrath, manager of WIIDI, Boston,

is a firm believer in giving agency timebuyers and
spot radio planners the kind of research that will
answer any question they can raise. Accord-
ingly, he surveved top New York agencymen before
launching his third annual Pulse Area Study to
determine low best to improve usefulness of
survey, 1955 study will be released around July,
will contain data on everything from out-of-home
listening to radio news to comulative audiences
over long period. Ex-WNEF executive McGrath
has built WHDI to be one of nation’s top
independents. is confident of radio’s progress.

Darvid Savage. assistant to President Reud
Kaufman of Guild Films, is a prime mover in

the project of organizing a tv film trade associa-
tron. Chairman of the committee that is mapping
ount the trade group, Sarage feels that “it’s

just a matter of time before the association s
rolling.” Target date is now set for “late summer
or carly fall.” Group will tackle such longtime
headaches as “credit agreements 1with stations,
uniform technical standards, foreign distribution
practices,” but will probably steer clear of pricing
formulas in . S. markets.

Frank L. Chipperfield. formerly media chief
of the Joseph Katz agency, (s the new Media
Director of the Gardner Adrertising Co. in St
Louis. British-born Chipperfield, who flew six vears
for the RAF in World War I, was also the
former media chief of Ogilry, Benson & Mather
and ecarlier the Roy S. Durstine Agency. In
addition to his agency hackground, Chipperfield also
worked fire years for General FElectric and scren
vears with Shell Oil in London. [le succeeds
Warren Kratky, who 1will now head the newly-
created Departments of Marketing at Gardner.

SPONSOR



AROUND FARGO,
WDAY-TV
PITCHES A

SHUTOUT!

LATEST Fargo-Moorhead Hoopers ecredit
WDAY-TV with an almost clean sweep of
audience-preference honors. The chart shows
that between 5 and 6 times as many Metropolitan
Fargo families tune to WDAY-TV as to the
next station.

Look at the sets-in-use—a whopping big
65% at night!

Although Metropolitan Fargo represents an
important segment of WDAY-TV’s coverage, it’s
not the whole story. WDAY-TV is also the pre-
ferred station in most of the heavily-saturated
Red River Valley. Ask Free & Peters for the proof.

1 HOOPER TELEVISION AUDIENCE INDEX
‘ forgo, N. D. - Moorhead, Minn. — Nov., 1954
TV-SETS- Shore of
In-Use =T_elevhi'c:m Avdience
i | WDAY-TV | Stotion 8
i ‘ AFTERNOON (Mon. theu Frk.) [ [
12 noon — 5 p.m. 28 l 86 14
FARGO, N. D. e CHANNEL 6 e N P B
Affiliated with NBC » ABC U ENING (Som thre Sor ) )
6 p.m. — 12 midnight 65 85 V7
Ty FREE & PETERS, INC. - :
5 0 v . . {*Adjusted to compensote for fact stations
Exclusive National Representatives were not felecasting oll hours)
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Tillce TVcscon

IN THE LAND OF

TELEVISION)

hannel ]
"t:kTv“ "'

,  ABC Film £9, 91, 93, 95 /{{
otk MILK AND HONEY
108 e ) —
8-9 r =
k
¥C
1 33
64-65
R 102
: io/"] 1 98
78
¢ 1FC
ICA 28-29
w 5
70-71
T N 72
T 1A 58-59
Westinghouse 14-15
CKILW, Detroit 92
WKBIG, 11ollywood 6
KOCMO, Kansas City 7 " ]
KCOR, San Antonio 16 -
KRG Fugene, Ore 109 THE ONLY CBS PROGRAMMING AVAIL-
KEYD-TV, Minneapolis 98 ABLE TO A MILLION NICE PEOPLE!
KFMDB-TV, San Diego 31 From 7 AM.to 1 AM.
KGA, Spokane 100 5 5
1{11(»1,-':‘\, IKearney, Nebr. 100 Yep! Bigger’'n Baltimore!
KING-TV, Seattle 57 .
KLAC, Los Angeles BC
KLZ-TV, Denver 67
IKMBC. Kansas City 99
KMJ-TV, ¥Fresno 88
KNAK, Salt T.ake City 106
KXUZ, llouston a9
IKPIX, San IFrancisco $1 HAYDN R. EVANS, Gen. Mpr. o WEED TV, Rep.
K1’Q. Wenatchee, Wash 10
KRCA, LLos Angeles 56
KR1Z, Phoenix 96, 101
KSBW-TYV, Salinas 32, 108
KUOA (KGER), Long Reach 101
KWKW, D’asadena 102
WABC, New York 11 -
WAL Rirmingham 96 E
WAVE, Louisville 73 BOOK PARAD
WDBAY, Green 13a Wis 108
WBNS, Columbus, Ohio 63 America’s Most Widely
WHBRE-TV, Wilkes-Rarre 94 Listened-to Book Program
WIBT, Charlotte 34 ey
WCCO-TV, Minneapolis 13 IN CURRENT RELEASE
WCULR-TY, Akron 105 These Reviewers: .
. ST bRt - S : Tyrone TPower;
“'[‘)A \‘ 'I\" e ) N o (l:):::i(.lsm:?'ll).“ll:ﬁvrt)". Raobert 5!. }’
WISHT-TYV, llenderson, K 100 John: August Derleth; Johm K. ////
WIENMTD, Milwaukee 30 Wljerman; Laura Scott  Meyersg L |
WIBL., Svracuse 12 llon, Sterling Coles r?“fcs P.:“k- %
: Insan Keyesy Walter Spearman. %
WI13M, Indianapoli 8$7
I'hese Books:
Mt S ’ 530 »An  Almaunae for Moderus' —
WILK-TV, Wilkes-Barre 98 Donald Culross Peattie
WIAC-TV, Johnstown, Va. “0 “Cavalry of The Sky™—Lyun
Montross
WJHD-TV, Jacksonville, Fla 66 “the Chit War' = James Street
WKZ0, Kalamazoo 61 | P “The Story of My Life"—llclen
ome’n Get 1t WMGT, Greenfleld, Mass 74 -‘A}:-:l:‘::ll Boats"'—Kenneth l)od-»nll
WNEW, New York 27 “A Conneetleut Yaukee lu Klug
] o - Arthur's Court”—=>Mark Twaln
4 WOI-TV, Ames, lTowa 110 “A Man Called Peter”—Catherlne
‘e/~ : VAL, 'l n 105 .\lnrsl\n_ll " Family® — Laura
/ E W I’hiladelphia 3 "AI“‘::‘-;I in The :
~ "- WIIN, 8t I'etersbhurg, Fla 103 “Mra. Cnm.l.v strikes 1t Rlch"—
IL-TV bux, Ga. 94 ““l:::::i'c1[;:‘:::““"_,,0,, Tracy
N Y ork 83 - /,
‘ v ENASTTT T
a™ < e XA BROADCAST MUSIC, INC.
. e I’ e NEW YORK « CHICAGO o HOLLYWOOD
_=. __'< :\\ ||;|--1t\, nncu:?l‘:u.: .,",‘ TORONTO o MONTREAL
RADIO : e o
11380KC

SALINAS - M
CALIORNIA

\IBC, DUMON1




MIRACLE OF TV
(Continued [rom page 103)

tinued, “when my husband came home
I met him at the door and said to him
‘All men are beasts. Make vour own
supper!”” .

Now my question is this: “Do you
think this man ever really uunderstood
his wife?” Probably no better than
any of us really understand the public.

The best we can do, realistically, is
to try to understand the public, and
to try to improve the existing methods
for determining what Americans think,
feel] and believe about what we are
doing—to pioneer a new interest in
the public interest.

Marketing research has, of course,
come a long way toward telling us
what the public prefers. In your own
field of radio and television, you've
seen the rating services originate and
deterioriate. Today when we go out
to buy television, we may lean pri-
marily on one rating service to tell us
what the public prefers in programing.
but we also check to see what sort of
rating the competitive services give the
same show. Frankly, our rating serv-
ices are in such a muddle today that
I think Einstein’s second greatest con-
tribution might have been to give us
one, single best rating method.

the city of New Orleans arrived. We
had just placed a syndicated film show
on WDSU and were anxious to see
what sort of rating we'd achieved.
One service showed a 5; another
showed a 17. Yet both showed the
preceding program with the same 20
rating. You figure that one out! Do
we have an audience or don’t we?

Another step forward has been in
research concerned with determining
remembrance of commercials. Gal-
lup-Robinson of Princeton, New Jer-
sey. have done a fine job in develop-
ing what the public recalls of your
commercial message a day or two after
they've seen your tv show. But here’s
the rub—

We ran an Amm-i-dent commercial
last year and the surveys showed a
high recall. What happened? Another
sponsor who subscribed to this same
research simply “borrowed™ our com-
mercial and spent five times as much
money advertising the same appeal.

Then there’s Horace Schwerin’s fine
work in getting audience reaction to
program content and commercials.
Here the public attends his research
studio on Sixth Avenue in New York
and indicate what they like or dislike
about programs and products being
promoted. At the conclusion of the
test, the audience receives Brand “N”’

the masked commercial tests. Their
onlv problem. T understand, is that
the -ame people are getting in line
each dav. knowing that thev’ll leave
loaded down with merehandise. 1
haven't fignred out vet whether this is
market—or ~uper market—research!

Understanding the public-

How fine it would be if only we
could!

It might enable us to come up with
programing at half the cost. or use
scripts fand jokes) with confidence.

We could develop commercials.
knowing in advance that the public
would go out and buy the product
like crazy mext morning. Or, if we
were politicians, we could eliminate
the arduous campaigns in the field,
and simply send that magic message
over radio and tv and wait for the
votes to roll in.

[sn't it fortunate for us that the
basic law of psychology still stands?
That we can onlyv predict, but not con-
trol human behavior.

We'll never fully understand the
public anymore than we fully under-
stand our wives or our children. What
we can accomplish is greater under-
standing: greater recognition; greater
pioneering efforts in the public interest.

The other day our rating books for or “Y,” whichever they preferred in B
s ? I3 § =
I. New coustruction permits*
' 1 | SETS iN
CITY & STATE LECTATLELRS i CHANNEL | paTE OF GRANT ERCIS(::;)" l:?‘t;:p'n.a SB‘:‘T‘I\(‘"RJS MA(Roolngf PERMITEE, MANAGER. RADIO
OODLAND, KANSAS 10 11 May 204 580 None NFA ke LU B SR
ATTIESBURG, MISS. 9 4 May 28.2 490 None NFA o I\V'Mm:s"ﬂ' .
mf&'g 1.'Fln:. s::l'lel‘l
EHRATA, WASH. 43 4 May 13.2 660 None NFA A
Thomas C. Bostic, pres.
\ILWAUKEE, WIS, 3 4 May 21.4 350 \vz.)r(hlﬁ 393,255 ?;:;,",f“‘_”g;‘g’,{f"';:‘:, e
WTVW Ed(:;:i Tn‘srti'llman. v.0.
WCAN-TV!

BOX SCORE

U. S. stations on air — —
Markets covered . ...

U. S. tv sets (1 Apr. "55) . — — .
U. S. tv homes (1 Apr. ’55)

261 from NEC Rese

35,504,000 station which Is granted a c.p alito Tepresents the new tv operstion. Since at presstime it 1s

gencrally too early to confirm (v reDPreseniatites ol most grantees, SPONSOR lists the reps of

33~600-000 ’..’ the radlo stations In thls colum s radio station hias been glven the ts grant). NFA: Ne
I figures availabie at presstime on sets in market.

30 MAY 1955

o conslderad to be on the air when commerciai operation starte,
429 power usuaily 1is one -haif the ¢|sual power.

*Both new c.p."s and stations going on the alr fisted hers are those which occurred between
5 May and 19 May or on which information ewid he obtalned In trat peried.
**Effective radiated power. Aural
e**Antenna height sbove average terrain (nst
above ground). tinformation on the nuniher of sets in markets where mot designated a8 being
., consists of estimatez [rom the statlons or reps and must be deemed approxl-
mate. §{Dats from NBC Research and *lanning.  “ln most cases, the tative

1Has suspended operations, but has not turned in CF
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ONE IN A MILLION . ..

Greg's one of a special million. He’s one of the million Iowans in the WOI ;‘
Television audience.

His parents have been WOI-TV viewers for more than five years, and now ‘
Greg sees that the dial remains on Channel 5 where he has learned, through ||
cxperience, to expect the best in television programming.

WO -

IOWA STATE COLLEGE
CHANNEL D

CBS DUMONT ABC
REPRESENTED BY

WEED TELEVISION

MAXIMUM POWER

i - =l




REPORT TO SIPONSORS FOR 30 MAY 1955

(Continued from page 2)

154 new radio Steady growth of number of tv stations in U.S. is paralleled by

outlets in year steady upswing in number of radio outlets. Between 1 May 1954 and
same date this year total number of licensed-and-operating radio sta-
tions went from 2,563 to 2,717 according to FCC—a gain of 6%. Number
of tv outlets went from 387 to 453—a gain of 17%.

—SR—

*Monitor’”’ client Blue-chip list of sponsors have signed for NBC Radio's weekend experi-

roster grows ment, "Monitor."™ So far, billings amount to over $1,000,000 gross
with discounts knocking off about 33%. Advertisers include: Chevro-
let, Gruen, Philip Morris, Western Union, RCA, Nash, Carter Products,
Chesebrough. Buying patterns vary widely: Philip Morris is using
mostly 30-second breaks; Gruen uses 6-second billboards; Nash uses
minute announcements. Program starts 12 June, goes to 40-hour
length on 18 June.

—SR~

Non-home listen- Out-of-home radio listening continues to boom. U.S. families averaged
ing still growing 22% additional out-of-home dialing in past winter, according to Pulse
monthly checkups of 150,000 or more families. Primary location is
autos (54.7%), with at-work listening (17.8%) runner up.

- SR—

"Victory’ scores Durability of some syndicated film shows, even after multiple runs
rerun victory in same market, is often delightful surprise to advertisers, sta-
tions. KTTV, L.A., finished third run of NBC Film's "Victory At Sea"
earlier this month for local Buick dealer. Within 24 hours, 10,000
viewers phoned station, asked for yet another rerun; some 600 more
wrote letters. "Victory" has had multiple airings in New York,
Chicago, Denver.

—SR—

More food, drug Necessity for thoroughly pre-selling the food and drug consumer today

sales; less stores via air advertising is underlined by figures showing 1948-1953
changes in food, drug retailing. During this period: (1) food store
dollar sales shot up 34.7% but number of outlets dropped off 4.7% in
U.S.; (2) drug dollar sales volume increased 21.4% but number of drug
stores slid down 1.8%, according to Nielsen Food & Drug Index. Trend
toward supermarketing at retail level has been one of biggest spurs
to heavy use of radio and television by food and drug leaders. Some
15% of all food sales are now in super markets.

—SR—

Big tv impact in Value of the newer small- and medium-sized television markets both in

newest markets advertiser's network lineups and tv spot schedules is pointed up
sharply in NBS TV's new "Strangers Into Customers" study (see page 40
for story). NBC surveyed Fort Wayne, Ind., just before and 6 months
after uhf outlet WKJG-TV went on the air. New Hoosier viewers wel-
comed tv like long-lost friend, bought what it sold. Average tv-sold
brand (Scotties, Pride, Cheer, Armstrong) shot up 33% in just 3%
months in tv homes, only 12% in others. Major webs have "package
plans" for buying newest outlets.
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RAB and TvB

NARTB is to be commended
o ils forexight in turning over part
of its program at the 33rd Convention.
u<t concluded. 1o RAB and TvB. The
\\P A has Jong followed a policy of
~potlighting the activities of its promo-
tional arm. the Bureau of Advertising,
and the NARTB 12 wise 1o follow a
~similar procedure.
Both radio and television need sound
and constant promotion to fulfill their
ential. \nd aden are grateful for
the caliber of sales information both
RAB and 1VB are geared o provide.
Vdinen, who attended this Convention
it~elf an
tion of the crowing stature of the

edia in azeney and client deliber-

momusnally large numbers

were pressed by the pro-
rams of factial information and care-
1l i presented.

\inong the highlichts of RABs ses-

presided over by President Kevin
Sweenev. were a taltk by Emanuel Katz,
resident of Doeskin Products, who
recenthv switehed from network tele-
vision to network radio (see SPONSOR
21 March 1935, page 16).

Local-level radio’s impact was dram-
atized at the RAB session by Irwin
Feld of Super-Musie Enterprises in
Washington. D. C. (:ee sPONSOR article
5 April 1954 page 16) and by Gailard
Zink of Zink Supermarkets, Salem,
Ind. Feld and Zink are among the
winners in RAB< third Radio Gels
Resultz contest, Feld for hiz conmpany’s
campaigns on WWDC, Washington,
and Zink for campaigns on WSLM,
Salem. Ind.

The Couvention provided TvB with
the first opportunily since ils ineeplion
for a full-dress presentation of its plans
and approach. Oliver Treyz, TvB presi-
dent. showed assembled broadeasters
and admen the program of sales activ-
ity and sales research which TvB now
has rolling full swing. Treyz revealed
results of a study relating ownership
of automatic washers to tetevision own-
ership and viewing whieh as a sam-
ple of deeply documented re-earch
promises well for Tvl3’s reception be-
fore advertising executives.

* * *

Who should buy like PGG?

Perhaps the greatest testimony Lo the
effectiveness of the air media is the
great and continued growth of Procter
& Gamble which by sroxsoR’s estimate
puts over 807 of a 371 million budget
into radio and television.

PG over the vears has acquired

Applause

The Miracle of Television

I o remarkable analvsis of adves

h-ino resil d philosophy George |,

adsertismn e president of
iy ch Dine <Useek in Woash-
0o 100 hroadeasters,

wmd aeeney exveanrtives belnnd the

it million  dollar tv

YIRS e r Dim

as nunterons Senators and Representa-
tises Abrams revealed the trials. errors,
and triumphs~ of a company with a hig
stake 1o a new medium, s the record
unfolded. the men of Washington as
well as the other guests eaught a rare
Jdhmpse of advertising in action. The
record showed the hazards to business
srowth under a free competitive svstem

and the resards<, \s we 2aw i s
veport was a fine testimonial to the
opportinities avatlable to a small firm
- well as a large one through skillful
nse of the air media under the \meri-
an sys<lent,

\brams gave a bow 1o radio. too,
He waid: “Sinee 1950 the s<coreboard

a reputation as the most numbers-
conscious of all advertisers. It is said
that a P&G media man feels lost with-
out his slide rule for calenlating cost-
per-1,000; that rigid rules have been
passed down from P8&G to its seven
agencies stipulating that buyers may
only buy above a certain rating. k

Part two of spoxsor’s P&G series in
this issue (page 38) points out that the
rigidity of ’8G’s approach to buying
time has been exaggerated, that even
though P&G 1s indeed determined to
achieve a low eost-per-1.000 it allows
its buvers common-sense leewav. But
still SPONSOR’s reporler came away
from his interviews in Cincinnati with
a strong impression that P8G is rela-
tively unmoved by factors other than
circulation.

The advertiser who concludes that
every companyv ought to follow suit
would in our opinion be making a
grave mistake. P&G. which buys ad-
vertising by the ton, can perhaps af-
ford to overlook some of those out-
standing buvs which eannot be mea-
sured on a slide rule. It attains nassive
impact through high frequeney and is
moreover usually buying with maxi-
mum discounts.

Most other accounts cannot afford
to overlook personalities and programs
which mav have higher-than-average
sales potential even il the numbers
tend to show higher-than-average cost-
per-1.000. In particular the small and
medium-sized account may be bhy-pass-
ing excellent opportunities to get the
mo=t out of a budget if it seeks to fol-
low in the pattern of a giant like P&G.

shows that we've poured $20.000.000
into tv. with 1955 the biggest vear of
all. And vet. at the sane time. we've
also rediseovered radio — going hack
this vear into network and spot radio
on a much heavier scale than in recent
vears.”

Black Drug accomplishments. sparked
by dominant employment of the air
media. have excited all companies in
the toothbrnsh. toothpaste. mouthwash.
lintment. and shampoo fields. Excerpts
from hiz talk are eontained in this
issue starting on page 4L

Copies of the talk will he available
on reruest,

SPONSOR
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Here is a conclusive combination of two significant things: (1) a map showing Charleston, &+ o apiiared
. . . . 1 aiso afli €
our important and prosperous Industrial Heart of America — five states with West Virginla “4-

1111 CHANNEL 8 | weith Radto
a built-in buying power that totals close to four billion dollars — and Aarimum Power EF Stattons 1SAZ.

o ) ; o hi1 {4 oy 4 TV NBC BASIC NETWORK Huntinpton &
(2) the mastheads of over 30 daily newspapers which always carry WSAZ-TV’s i e sion

program logs. They do this because their readers want to know what WSAZ-TV ABC & Du Mont ‘ Y
is bringing them every day throughout this whole 125-mile sweep. You can’t Vice President and

Gencral Manager,

wWSAZ, Inc.

Nor can you beat the selling influence of WSAZ-TV in about half a million represented

5 . alt U
TV homes. Words are fine — but solid proof is better. The nearest :y o ets

Katz office has lots of the latter. Ageney

beat the barometer of public demand!
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