The customers’ choice!

People’s tastes vary so widely that radio
manufacturers offer more than 200 different
.models and colors. No matter what their taste
in radios, Southern Californians agree on

2 marked preference for radio. And buy more
ithan 266,000 radio sets a year—70% more
than.ty, (They use them, too. Westerners

€S, request.

»»»»»

spend an average of 17.3% more time with

their radios than the national average.)

One other point Southern Californians agree
on. Having free choice of radio stations to
listen to, they listen more to KNX—day and
night, month after month, year after
year—than to any other station,

LOS ANGELES » 50,000 WATTS KNX
Represented by CBS RADIO SPOT SALES
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Maximum power—
100,000 watts at Maximum Height—
1049 feet

@ WMBG
WCOoD
WTVR

For nearly half a century, the bakers of BOND BREAD
have grown steadily in a most competitive field.
The word ““quality’’ has been a keystone in that
success . . . quality of product . .. of selling . ..

of service . . . and of advertising.

In broadcasting, quality in every respect adds up to a
complete job, too. Top quality programming and

public service over the Havens and Martin, Inc.,
stations in Richmond deliver sales results throughout
the rich areas of Virginia. Join the other advertisers
using WMBG, WCOD and WTVR, the First

Stations of Virginia.

WMBG ~+ WCOD ~ WTV

FIRST STATIONS OF VIRGINIA

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioncer NBC outlets for Virginia's first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.
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Ball Facts issue SPONSOR's 8th annual "Fall Facts" issue breaks some records: It's
hits. new records first to hit 268 pages, first to include Film Basics {(as companion to
popular Radio Basics, Tv Basics), first to chart complete data on each
of 6 major rating services and many others. For full scope of this

fact-filled issue, see index page 8. For summary of hot trends, see
lead article page 35.

—SR~
GCM replaces P&GC Here are 10 top advertisers, according to PIB and Bureau of Adver-—
as top spender tising figures (newspaper sections included only once):

Net Net Net Net

Firm Total Radio Tv Firm Total Radio Tv

l. Gen. Motors $61.8 $2.5 $7.8 6. Chrysler 827.3 $0.9 $3.0
2. P&G 44.0 14.3 14.7 7. Reynolds 18.8 3.2 9.0
3. Colgate 33.7 5.6 11.1 8. Gen. Elect. 18.5 1.5 4.6
4. Gen. Foods 29.9 6.7 6.4 9. Am. Tobacco 18.3 2.4 7.2
5. Ford 29.3 0.2 4.3 10. Gen. Mills 16.0 4.6 5.5

Note: Above covers newspapers, magazines and gross network radio and
tv time only (no spot or talent charges. All figures in millions.

5 network execs Five network execs discuss fall trends in radio, tv advertising in

cite fall trends "Sponsor Asks" starting page 56. They are: Bob Kintner, ABC; Adrian
Murphy, CBS Radio; Ted Bergmann, Du Mont; Tom O'Neil, Mutual; Pat
Weaver, NBC. FC&B's Arthur Pardoll, Biow's Dr. Larry Deckinger and
Katz Agency's Dan Denenholz also contribute.

—SR—
ABC Radio offer: Leo Burnett's Art Porter told SPONSOR he doesn't think forthcoming
4 hours weekly NBC, CBS Radio nighttime "rate" cuts will exceed 10% saving to spon-
sors, won't stimulate interest in nighttime. But_others disagree.
Ollie Treyz, ABC Radio director, intrigued large agency with pitch
for solid hour 4 nights across board on ABC for about $50,000 weekly
time and talent (stars). Treyz' reasoning: "Too many advertisers

have been using a thimble when they should have been using a bucket."
—SR—
“Tv radio” set "Tv radio" nearer than you think. Firm ready to bring fm-am set out
to debut soom Soon which will receive sound on all tv channels, no picture of
course, plus regular am stations. This will enable harried housewife

to follow favorite tv program around house, alsoc permit beach, car
listening. See editorial page 268.

—SR—
| All-Media book SPONSOR's 26-article All-Media Evaluation Study now being reprinted.

to be out soon Copies available in August at %4 each. TFor summary of 26 articles
and more details of book, see article page 38.
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Men behind TvAB
merger plans

Summer Hour

under $25,000

Wildroot allots
1 3 to spot radio

U.S. has
380 tv stations

929% of homes

listen to radio

Canadian section
out 23 August

REPORT TO SPONSORS for 12 July 1951

Credit NARTB President Hal Fellows, Dick Moore of KTTV, Los Angeles,
W. D. (Dub) Rogers Jr. of KDUB-TV, Lubbock, Tex., for saving adver-
tisers new headache: 2 Television Advertising Bureaus. Dick Moore's
IvAB, which barred networks, is merging with NARTB's bureau. All-
industry committee meeting in Washington 22 July to make plans.
Networks will be represented.

—SR—

"Colgate Summer Hour," featuring new talent,
solicited for separate shows of their own.
under $25,000, not 870,000 as reported previous issue.
Bryan Houston are agencies.

reports 3 acts being
Program over NBC TV costs
Ted Bates,

—SR-

J. Ward Maurer, Wildroot's ad director, not only firm believer in 100
ad budgets (one for each market) but also mathematical wizard as
well. For how he totted up how much he might have lost had he bet 10¢
a hole doubled at golf—and lost each hole—see Wildroot story page
42. Firm's spending 1/3 of $3 million-plus budget on spot radio.

—SR-

U.S. tv stations on air, including Honolulu and Alaska, hit 380 as of
mid-July. Uhf stations continue to go off air. KNUZ-TV, Houston,

uhf ch. 39, went off 25 June, hopes to return if solution to uhf
problems is found. WKJF, Pittsburgh, Pa., ch. 53, has suspended
operations till outcome of Senate committee uhf hearings. Uhf sta-
tion coming on air recently is WMSL, Decatur, Ala., ch. 23. Three
vhf's recently on or about to go on are: WISH-TV, ch. 8, Indianapolis;
KGV0-TV, ch. 13, Missoula, Mont.; KGEO-TV, ch., 5, Enid. Okla,

—SR—

Radio’s vigor never better demonstrated than in recent Nielsen repor®
showing close to 43 million homes or 92% of all U.S. radio homes
listened to their sets in typical week (March 7-13). Average listen-
ing per home came to 20% hours per week. Report also showed evening
tv program audiences averaging 1% million more homes than last year.

~SR—

SPONSOR's 4th annual Canadian section,
been postponed until 23 August issue.

scheduled for 9 August, has
It will cover growth of radio,

Chesebrough Mfg Co,
NY
Duffy-Mott Co, NY

Monarch Wine Corp,
Atlanta

National Biscuit Co,
NY

Naugatuck Chemical
Div of US Rubber,
Naugatuck. Conn

Pharma-Craft Co, NY

Pharma-Craft Co, NY

—— S S— IS, e RS D o CES—

Vaseline brands

Clapp’s: Baby Foods

Hebrew National

All prods

Aramite, Phygon,
MH-30,40

Ting

Ting

YGR, NY
Rockmore Agency, NY
McCann-Erickson, NY

Fletcher D. Richards,
NY

McCann-Erickson, NY

McCann-Erickson, NY

McCann-Erickson, NY

tv, list all stations, detail advertising case histories,
New national spot radio and tv business
SPONSOR PRODUCT AGENCY STATIONS-MARKET CAMPAIGN, start, duration

47 non-tv mkts

22 mkts in Eastern, East Cen-
tral states

10 Eastern mkts

10-12 mkts throughout coun-
try (additions to current
sched)

20 Southern, Southwestern mkts
(keyed to ti of crop growth)

17 mkts throughout counfry

New Orleans, Dayton, Dallas

Radio: min anncts: 5 Jul; 26 wks

Radio: dayti min, partic; 21 Jun; 28 Jun,

8 Jul: 8 wks

Radio: dayti, nightti min anncts beg Sep?

13 wks
Tv: 2 nightti 20-sec anncts a wk; early
Jul; 52 wks

Radio: carly-morn min anncts in farm

progs; 2 Jul-13 Aug; 4-6 wks

Radio: ecarly-morn, nightti stn-brks; 5
jul; 8 wks
Tv: nightti, preceding baseball 20-sec’

anncts; S Jul: 13 wks

SPONSOR



One of America’s

Pioneer Radio and

7.

lelevision Stations

| A GOOD PLACE

Since

1922

¥ WGAL: 33rd year
' WGALFM-7th year [N\
WGAL-TV-6th year 316,000 WATTS

Lancaster, Penna.

Steinman Station Represented by

i ‘ Clair McCollough, President M E E K E R
New York Chicago
Los Angeles San Francisco
E
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What are the hot radio and (v (rewds this Fall?

A quick look at the major trends in the field culled from the four main sections
which comprise SPONSOR's annual Fall Facts issue

Highlights of the All-Media study
Here is a summary, in capsule form, of each of the 26 articles in SPONSOR's

just-completed media study. Study will be available in book form by August

Why Wildroot has 160 ad budgets

Wildroot breaks the U.S. into 100 natural product distribution areas, plans each
market's budget separately. Firm believes this approach avoids waste in spend-
ing. Firm spends $1.1 million for spot radio

10 top case histories

From among the many radio-tv success stories which SPONSOR publiched last
year, here are 10 outstanding ones, updated and condensed. These chronicles
of resultful techniques used by other advertisers may spark ideas. for you

FALL FACTS: 1034 (See complete index page 8)

Spot v report: Availabilitles, rafes, tv commercials and syndicated films,
costs, color status at stafions, set counts are among topics covered

Network tv report: Up-to-date buying quide covers availabilities on the
networks, clearance problems, franchises, program and time costs, uhf, color

Tv Basics: Latest data in chart form profiling the tv medium today, from
growth and penetration to programing and audience composition

Fihw Basies: Facts and figures on the film side of tv; explores status of Slm
locally and network, syndication, audience potential of reruns

Spot radio report: Goes into sales trends, availabilities, rates, transcrip-
tions, special-audience programing, the "hi-fi'"" boom, other pertinent topics

Radio Basies: Dimensions of radio today in easy-to-read chart form: a
comprehensive guide to both in-home and out-of-home listening

Venwork radio report: An examination of network rates, new develop-
menis in programing, important advertising buys, latest research

| COMING

Are YOU afraid?
More than a doren advertising agency executives give their reactions to SPON.-
SOR's media study findings about the psychology of fear on the part of adman

Rotisseries on the air

How tv helped the rotisserie manufacturers convert their product in the house-
wife's mind from a luxury to a necessity they cannot do without

26

26

33

38

4

July

July

Yolume 8 Number ||
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(KNS LV ARKANSAS"

—AND SO DOES MARVIN VINES

OUR FARM-SERVICE DIRECTOR!

Sonite farm-service radio divectors try to run a farm de-
partmment, sitting at their desks.

Not so at KTIIS. Marvin Vines, our Farm-Service Direc-
b

tor, is out, covering the State, almost as much as he’s in
~ the studio!

In the last twelve months, for example, Marvin Vines has:

Traveled over 30,000 “*business miles”’, all with-
in Arkansas.

MARVIN
GETS AROUND!

The dots show the Arkansas cities
and towns visited by Marvin Yines
for farm talks, farm meetings, etc.,
during the last twelve months alone!

Attended 168 meetings, with a total attendance

L/
s

of 19,000 persons. . . .
: : ° ¢ ¢
Conducted personal interviews on 127 farms. . o Vi ¢ ~ %
e® o ® o .
Appeared as a speaker, panelist or moderator @ o i o+ ° W ®
[ ]
-~ Liffer -, . o 0
on 97 different farm programs. . ° .: o ® 0. e o
] . ) ]
Discussed farm problems with 1429 persons ou . o * xS o o
0 o LITTLE ROCK
his daily and weekly broadeasts. . e o o6 N
s
a . °® Y
ALL THIS, plus broadcasting 16 farm programs p ® . A
per weck, on KTIHS! ¢ . LI
! A ] , ‘ o b 'y .. ¢« °*3
dke Marvin Vines, many of our KTHS department heads, . e® ® o §
. | ° L D4
ntertamers, and other ‘‘unames’ get out and cover the 0 o G0 ot
. . - ° * L e
itate, regularly. The result——greater listeuing to KTIS— ® o®

Feater ralucs for you advertisers.

Ak -

OADCASTING FROM
ITTLE ROCK, ARKANSA

%

(X



TV's Mightiest Selling Force! LAVISHLY STAGED!
SPARKLING SCRIPTS!

SKILLFULLY DIRECTED

America’s
| BASED ON CHAR

-

; "~ . B al ‘ /
THERE'S NO N 0 ookt 857 5 ' Y v
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HELLO,
I'M CORLISS....
MILLIONS HAVE
— APPLAUDED ME ON RADIO,
| STAGE, IN MOVIES, BOOKS |
I's ~ AND MAGAZINES! NOW  /
) I'M READY TO '

JIATION COMECH A T 4

/;‘

' ANNBAKER" A

X ,Pert, Pretty; Perfect
f”cg/r'w/;v?
y 7
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booth this fall. Many of them, in fact,

continue broadcasts right through the summer.

American Radiator and

Standard Sanitary Corp.
American Safety Razor Corporation
The American Tobacco Co., Inc.
Armstrong Cork Company
Barcalo Manufacturing Co.
Boston Five Cents Savings Bank
Burnham & Morrill Company
The California Oil Company
Campbell Soup Company
Consolidated Edison Co.
Cream of Wheat Corporation
Crosley Div. of

AVCO Manufacturing Corp.
Curtis Publishing Co.
De Soto Div., Chrysler Corporation
Detroit-Michigan Stove Co.
Doughboy Industries, Inc.
E. I. du Pont de Nemours

& Co. (Inc.)
Easy Washing Machine Co.
Ethyl Corporation
Farmers & Mechanics Savings Bank
Fedders-Quigan Corp.
The First National Bank of Boston
Fort Pitt Brewing Company
E. & J. Gallo Winery
Gemex Company
General Baking Company
General Electric Co.
General Mills, Inc.
General Time Corporation
The B. F. Goodrich Company
Hamilton Watch Company
Geo. A. Hormel & Co.
International Minerals

& Chemical Corporation
The Iron Mining Industry

of Minnesota
Lever Brothers Company

All these clients on television and/or

radio are expected back in the sponsors’

Libby, McNeill & Libby

Maine Sardine Industry

The Marine Trust Company
of Western N. Y.

Minnesota Mining

& Manufacturing Company
M -] - B Company
The Murine Co., Inc.
The National City Bank of N. Y.
National Gypsum Company
Nehi Corporation
Thomas Nelson & Sons
New York State Dept. of Commerce
New York Telephone Company
Niagara Mohawk Power Corp.
Northrup King & Co.
Northwestern Bell

Telephone Company
Oneida Ltd.
The Pacific Telephone

and Telegraph Co.
Penick & Ford, Ltd., Inc.
Pfeiffer’s Products Co.
Polaroid Corporation
Reader’s Digest Ass’n, Inc.
Rexall Drug Company
Savings Bank Association

of Massachusetts
The F. & M. Schaefer Brewing Co., Inc.

Jacob Schmidt Brewing Co.
Scudder Food Products, Inc.
Sea Breeze Laboratories, Inc.
Shreve, Crump & Low Co.
The Southern New England
Telephone Co.
Standard Oil Co. of Calif.
R. H. Stearns Company
Timken Roller Bearing Co.
Trans World Airlines, Inc.
Treesweet Products Co.
United Fruit Company
United States Steel Corp.
Vick Chemical Company
Vitamin Corporation of America
Western Condensing Co.
White Sewing Machine Corp.
Wildroot Company, Inc.
J.R. Wood & Sons, Inc.
Wynn Oil Company
Zenith Radio Corp.

BATTEN, BARTON, DURSTINE & OSBORN, INC.

Advertising
NEW YORK . BOSTON . BUFFALQ o CHICAGO A CLEYELAND & PITTSBURGH O MINNEAPOLIS
SAN FRANCISCO . HOLLYWOOD O LOS ANGELES o DETROIT O DALLAS L ATLANTA
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WANT
BIG
RESULTS

Los Angeles

use

- BIG

The proof . . . KBIG wins TWO
"“RADIO GETS RESULTS”

awards of
Broadcast Advertising
Bureau, Inc.

In this year’s national annual BAB
competition, KBIG was the only sta-
tion in the greater Los Angeles area
to win, place or show.

Von’s Grocery Co. won Second Place
in the Food and Grocery Classification
for ‘"Homemakers’ Edition of the
News.”’

J. B. Finch Company won Third Place
in the Home Furnishings Classification
for its saturation spot campaigns.

These national awards honor the sales
effectiveness of KBIG for two charter
sponsors whose distribution is confined
to Los Angeles County. KBIG's 10,000
watt ‘‘salt-water-coverage’’ on the 740
ke channel makes it even more result-
ful for advertisers who want all South-

ern California.

STUDIOS IN AVALON GIANT
AND HOLLYWOOD ECONOMY
PACKAGE OF
SOUTHERN
CALIFORNIA

10,000 WATTS
a1 740

The Catalina Station

John Poole Broadcasting Co.
KBID-TY ¢ KBIF e KBIG
4540 Sunset Blvd., Hollywood 28, Calif.
HOllywood 3-3205
Nat. Rep. Robert Mecker Asso., Inc.

/ = - RADIO
A e ,Wa&NM‘

10

Phil Braneh, Ruthrauff & Ryan, New York,
says that 5:30 to 7:00 p.m. is the most undersold
period in radio. “Often an advertiser can reach.
many men for less dollars during that period

than in earlv-morning radio,” I’hii told sroNsoOR.
“Bevond that. it’s the transition period when men
are driving home and are susceptible to impulse
buying. Hence it’'s a good time for soft drink,
beer or other refreshment buvs, not to mention the
usual products sold along roadsides like gasoline,
cigarettes or, actually, any male-appeal product.”

Nina Flimi. Scheideler, Beck & RWerner, New
York, savs that the increased radio set sales alone
are proof of radio’s continued growth. “Tv costs are
still out of range for many small advertisers,”
Nina explains. “Radio’s low cost-per-1.000, on the
other hand. makes it a medium one can't afford 1o
overlook. The main problem is with the radro
industry ttself. which tends to undersell itself.
Rate cutting. for one thing. is doing more hann
than good. giring the medivm a ‘bargain-basement’
atmosphere. lI'c¢'ve jound davtime radio unbeatable”

Roger Bnmstead. media direcior, David J.
Mahonev, New York, feels that more constructive
selling on the part of reps and station men would
help timebayers in their work. “Many salesmen
could give the media people a lot more information
ahout their stations and their markets,” Roger told
sroxsoRr. “Also, it wonid help them and the agency-
men if these salesmen were better informed about
the products for which they prepare availability
lists. A lot of time can be wasted if a rep can’t
correlate an advertiser's needs to his station."

Williom D. Pellenz. McCann-Erickson, Neu
York, savs that one of his most time-consuming
problems is getting information on special-group
radio, especially Negro and foreign-language. “in
order to contince clients of a special group’s value to
them. a great many specific facts are needed, like size
and characteristics of a station’s special audience,”
Bill explains. He suggests that it would he helpful
for timebuyers to have a central source of informa-
tion on special grounps, perhaps one rep 1o handle
one special group program carried on all stations:

SPONSOR
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Every week more than
30,000 people open this door

Household Finance Corporation has used radio as a major
sales medium for more than a quarter of a century. It has been
a potent force in making HFC America’s largest

consumer finance company.

ALFRED G. WAACK
Director of Advertising
Household Finance Corporation

-
|
|
|
|
“Our business in the greater Roches- :
ter market is better than ever be- |
fore in our history. A great deal of |
thanks is due to the effective sell- |
ing of our service by radio station !
1

|

-

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

. “ULISTEN-
 APPEAL"
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K G E R SOUTHERN

: CALIFORNIA
5,000 WATTS
los Angeles * Llong Beach
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Ko M E OKLAHOMA

i 5,000 WATTS

Tulsa
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Pl moods
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‘ K“OA ARKANSAS
5,000 WATTS

Siloam Springs‘

* for
»  regional
farm features

»

" The Stations of the American Home
Owned and Operated by

o g

5 'y

You can gel choice program or spol
availabililies in these three greal market
areas. Buy all three stations as a package,
or any one individually. Ca!l or wrile today.

Represented natianally by Gill-Perna Inc.

ih and

rd/ MADISON

BPONSOR inviles letters to the edilorv.
Address 30 E. 49 St.. New York 17.

HUCKSTERS

We liked the hucksters article by
Miles David very much [“Hucksters:
what you can do about them,” 31 May
1954, page 27]. It shows what can
be done about the hucksters in adver-
tistng and how to do il. SPONSOR 1s
to he congratulated for its leadership
in encouraging the advertising fra-
ternity to make more and betler use
of the facilities availalle for effecting
improvement from within.

| sincerely hope that as a matter of
policy you will eontinue to discuss
abuses in advertising and how to solve
them through self-regulation. We will
be very happy to cooperate with you
in such continuing efforts to promote
the integrity of advertising.

KNexyeT B WiLLsox

President

Vational Better Business Bureau
New York

PRODUCT ISN'T STOCKED

The people of Kittery appeal to vou
as the guide of the great tv and radio
indusiries:

Hundreds here have a habit of lis-
tening 10 Our Miss Brooks, sponsored
by Colgate. It i= a swell program!
But—when these hundreds go 10 loeal
stores to ask for “Guardol™ (spelling
nol guaranteed—it is not spelled out
in the commercial) the stores do not
have it

My own experience as one wishing
to preserve the steak-biters 1 have left,
1= that two groceries and the local
drug store can provide me with noth-
ing except “Guardol's™ ehiel competi-
tor. 1Us anti-enzvme. So we take that
and feel hurt at all that air advertising
dough going to waste.

This same situation exists for some
ather products but we have no definite
evidence on them.

What is the sen-e of spending money
to create a desire to buv something
vou can’t get easilv?

But. at the least. Miss Brooks makes
u~ a very close and deep friend of

Colgate. How many other firms are

creating friends?
Horace VITCHELL
Publisher
The Kinery Press
Kittery. e,

MEDIA BOOK

We have read an article in the May
3 issue of sroxsor headlined, ‘.
Psveliology of media: why admen buy
what they do” [page 34]. We under-
stand there were two articles which
preceded this article. If so, we'd ap-
preciate receiving the previous two.
With your permission we would like
to reproduce the article referred to
above. This reproduction may take
the form of a mailing piece. Obvi-
ou=ly, sPoNsOR will be given full credit
when and if permission is granted us.
MiCHAEL SEMBRAT
Manager Advernising & Prom,
Putinan Publishing Co.
Chicago
® Material published in SPONSOR may be re-
printed prosvided permiscion is requested in writ-

inz and credit is given. This« article is part of
the All-Media Series.

Please reserve a copy of SPONSOR's
All-Media Study for WTTH.

Your series is something that ad-
verlising people have needed for a
long time.

Dick SOMMERVILLE
Program Director
WTTH and WTTH-FM
Port Huron. Mich.,

I would like to have reserved for
me a copy of the volume to be pub-
lished containing the All-Media Eval-
uation Study originally published in
yvour magazine.

T. J. McDermorT
N. W. Ayer & Son
New York

We would like to place our reserva-
tion for one copy of vour book. All-
Media FEvaluation Series. We have
read the articles with a great deal of
interest and we are delighted to know
that vou are putting them into hook
form,

C. C. FuLLER

I'ice Presidenr
Tucker Wayne & Co.
Atlanta

SPONSOR




THAT MAN!

~- RALPH BELLAMY

. . . a great star bringing realistic, action packed
adventures that every member of the family will enjoy!

Now, 82 half hour films available

® Made expressly for TV
® Ready for 1st or 2nd run sponsorship in leading markets

a proven success! Originally
telecast as ‘‘Man Against Crime”
~ +with super-sized national ratings!

That’s not all!
For an extra sales producing wallop you get
MCA TV's high power pre-planned merchandising with
ready-to-use pi'omo“iion'dnd point-of-sale material that
will multiply the impact of evety dollar you invest!

[ 3 [
- This is the way
to money making sponsorship of “‘Follow that Man!"’ Call your nearest
MCA TV office about availability in your market — today!

Now—Complete Service for All of Canada: MCA (CANADA) LTD. v
TORONTO, ONTARIO, CANADA:-111 Richmond Street CINCINNATI: 3790 Gardner Avenue, SYcamore 9149
NEW YORK: 598 Madison Avenue, PLaza 8-7500 DALLAS: 2102 North Akard Street, Prospect 7536
BEVERLY HILLS: ) DETROIT: 837 Book Tower, WOodward 2-2640
9370 Santa Monica Blvd., CRestview 6-2001 or BRadshaw 2-3211 SAN FRANCISCO: 105 Montgomery Street, EXbrook 2-8922

ATLANTA: 515 Glenn Building, Lamar 6750
BOSTON: 45 Newbury Street, COpley 7-5830 SEATILE: T15 10th NertE R
CHICAGO: 430 North Michigan Avenue, DElaware 7-1100 ROANOKE: 3110 Vardley Drive, NW, ROanoke 2485
CLEVELAND: 1172 Union Commerce Bidg., CHerry 1-6010 NEW ORLEANS: 5405 South Prieur, UNiversity 510



Another Channel 10 First, starting July l—9ih!

WIAR-TV
CHANNEL 10

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

Join us for breakfast, sample your products to 100-plus radiantly
responsive guests in the Sheraton-Biltmore Garden Room. Their
approbation will register for sure — because 1,120,925 sets in
area give us 93¢ coverage! Anvailabilities now open — call
WEED Television,
NBC — Basic
ABC — Dumont — Supplementary

SPONSOR
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1 want to say that your current se-
ries on the various media in the busi-
ness is slightly more than terrific. |
have, of course, ordered the complete
book and assure you that evervone I
know will have an opportunity to read
the full text. . .

FrRANK STUBBS
Station Manager
KLMS, Lincoln, Neb.

®. SPONSOR'< All-Media Fvaluation Series will
be reprinted in book form next month. Price is
84 a copy. You may order now by writing to

40 East 149 St., New York 17,

MERCHANDISING HELP

In the June 14 “Report to sponsors”
[page 2] you mention the time buying
guide we prepared for the franchise
bottlers of Hires Root Beer. You indi-
cate that “Stations will welcome idea,
but may raise eyebrows at some of
tips . » . free merchandising help. . .”

Let me point out that the subject
of free merchandising was the last
item discussed in the “Guide.” The
first and most important considera-
tion is, of course, how to establish a
good advertising schedule.

However, many stations do offer
merchandising help, and the best way
to get this “extra” help is to ask for
it: Exactly how much merchandising
and the form it should take is a sub-
ject for negotiation between buyer and
seller:

Although it does not replace good
advertising schedules, it is interesting
¥o note the different statious’ reactions
to requests for merchandising. Some
feel it is a necessary evil—the price
you pay to get the schedule; others
use it as a sales tool. We like the
latter approach!

DIRK A. WATSON
N. W. Ayer & Son
Philadelphia

RADIO/TV DIRECTORY

Would you please send me one copy
of your 1954 “Radio/Tv Directory”?
G. H. MATHISEN
Advertising Dept.
Colgate-Palmolive Intl.
Jersey City

We keep a running file in our sales
office on all sPONSOR stories, and think
they are terrific. [ would appreciate
your sending me several additional

copies of the new 1951’55 Radio/Tv
Directory.
Frep L. BernsTEIN
General Manager
wTtm

Trenton

Please, please, please send us three
copies of the latest directory. 1 have
used last year’s until it is ragged and
wor.

ELEANOR BoLENBAUGH
WTOP-AM-FM-T]
Washington, D. C.

Thank you for the handy Radio/Tv
Directory which we received this
morning.

[ was somewhat disturbed to note
that the Unity Television Corp. listing
indicates a wrong telephone number.
The correct number is LOngacre
4-3234. | would appreciate it if you
will make a personal note to correct
this in your next issue.

LEN FIRESTONE
Sales Manager
Unity Tv Corp.
New York

® SPONSOR’s 1951 Radio/Tv Directory is avail.
able free of clharge to subseribers.

TV PIONEERS CHART

I saw a copy of the bulletin board
copy of the tv chart that appeared in
the May 17 issue of sponsor [“TV
PIONEERS.” page 59]. It is indeed
very interesting and informative. I
would appreciate it very much if you
would send me a couple or so copies.

J. W. CoLLINs
Manager
WAGA-TV, Atlanta

@ Extra copies of the “TV PIONEERS" growth
chart are available on request.

SUNDAY SUPPLEMENT

[ have been meaning to write before
now to say thanks for the splendid
story that SPONSOR ran on the subject
of WNBC-WNBT's “Sunday Supple-
ment” concept [“New way to buy local
radio-tv: as a Sunday supplement,” 31
May 1934, page 38]. We are very
eratified for the attention the idea re-
ceived from your magazine as well as
the broadcasting and advertising trade
press in general. Joan Marks did a
fine job in writing the story.

Equally important in my opinion as

=

Newest Southeast
Kansas—Northeast
Oklahoma survey
covering 11

county Coffeyville
trade area (256,000

people) reports:

KGGF HAS BIG-
GEST AUDIENCE
IN 45 OUT OF 52
MONDAY THRU
FRIDAY V4 HOUR
STRIPS! (6:00
A.M. to 6:30 P.M.)

KGGF with 10
KW on 690 KC
delivers primary
coverage to a total
of 87 counties in
Kansas, Oklahoma,
Missouri and

Arkansas.

690KC  ABC

COFFEYVILLE, KANSAS

o N e
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KCOH

1430

Gearge W. Clark, Inc.

KNUZ

1230

Farjae & Campany, Inc.

he south reaches... | 55!:“0
’ ' . @ " Edward Petry
’ : - KTHT
790 ‘
KTRH
740

Jahn Blair & Company

Fabulous Houston has grown from the frontier town of

yesteryear to the mightiest giant of the South! On July 3rd,

metropolitan Houston population reached the million mark. vaz

One million people, representing well over $1,195,425,000 1320

. 3 s 3 . 3 Free & Peters, Inc.
in retail sales* with an effective buying income of over $6,298 per

family.* One million, working, buying, energetic people who KYOK

represent the largest metropolitan market of the Soutl

1590

Jahn E. Pearson Campony
*

Sales Management
Survey of Buying Power
May 10, 1954




KJEO-TV
FRESNO, calLiF.

| Serves an

EXCLUSIVE
UHF MARKET

ALL stations in the Fresno Trade Areo
are UHF stations. Las Angeles and San
Francisco cannot possibly get into this

area. The flat Valley topography, sur-
rounded by mountains, and the 4400
ft. height of the XJEO transmitter
gives UHF every natural odvontage.

e =
— :..J‘
‘.

"'-

SAN FRANCISCO

CHANNEL(4
ABC-TV AFFILIATE

GREATER Coverage
SUPERIOR Reception
Powerful new 12 KW transmitter
now in operation with ERP of
444,000 WATTS
Covers ALL Central California's
rich BILLION dollar market.
123,354 sets
July 1954
REPRESENTED NATIONALLY BY

THE BRANHAM COMPANY

Offices In Leading Cltles

O'NEILL BROADCASTING CO.
FRESNO,"CALIFORNIA
P. O, Bex 1708 Phone 7-8405

Jd. E. O'Nelll, President

bt er” o
377 cﬂ,f
ELES ¢

S . XY

the commercial success of the idea was
the favorable response we got not only
from the clients who Dbought it hut
from many agencies and businessmen
who wanted to see if the idea could be
made applicable to their clients or
products. We are so encouraged that
our second supplement was held the
weekend of June 18 on the subject of
domestic travel and again there are
already encouraging sales signs. A
eroup of Pan American countries have
come to us to explore the possibility
of doing a supplement on vacation and
travel in their areas.

I think sroxs<or can rest assured
that in keeping with it editorial pol-
icy vou have performed another serv-
ice to the industry by bringing the de-
tails of a fresh new idea to the atten-
tion of your readers.

fhasrLron Suea
General Manager
WNBC-WNBT

New York

SPONSOR INDEXES

Did sroxsor publish an index prior
to 1953? \We have the indexes for the
first and second half of 1933. We have
also saved practically all of the spox-
SOR magazines since you started pub-
lishing, and this collection would be
more useful if we had an index of the
earlier issues. Glancing through copies
for a couple of years prior to 1933. 1
could not find where an index was in-

cluded. Perhaps vou published those
separately.
Fraxg S. Proctor
Manager
wrTlS

Jackson, Tenn.

® SPPONNOR publishes indexes 1o its articles
semi-annually, in January and Jaly. The juden
for the first six monthe of 1951 will appear in
the next iscue, 26 July,
publiching these indexes sinece 1917,

NEGRO ISSUES

Will vou please send us five copies
of your first annual Negro Section if
still available. In addition. if yvou have
any reprints on any articles concerning
Negro radio, please send five copies.

Joux M. McLeapox
Indianola. Miss.

&  SPONSOR' thlrd annual Negro Section will
he out 20 Scptember 1931, Back issues con-
taining previous Negro sectiona are iu short sup-
ply. Mowcever, the 1951 Pragram Guide devoles
an emtire scctlon to Negro radio and is available
free 1o subeerlbers, Fatra coples, §2 each.

(Please turn to page 265)

SPONSOR has heen

AN |
0pox doot
to the Nation’s
Test Market!

WLBC-TV

Muncie . . . sometimés called Mid-
dletown, U.S.A. has been the
nation’s recognized test market for
years. Reach this rich Muncie area
market via WLBC-TV.

¥ 70,000 UHF sets

% 65% tuned to Channel 49
* $200 Base Rate

% All 4 networks

Y Proven Test Market

CHANNEL
MUNCIE, INDIANA




Houston hits a

MILLION!'!

Metropolitan Houston reached the million population mark
on July 3rd. This fabulous industrial giant of the Gulf Coast,
representing a net effective buying income of $1,856,123,000.00,
becomes the first million population metropolitan area in the South.
Tremendous expansion of the city itself barely keeps pace with the
ever-increasing demands of industry. A million strong today, with
the promise of an eminently greater future, Houston proudly claims

the slogan of “Industrial Frontier of the South.”

KPRC is FIRST

KRPC radio and television remains FIRST in the hearts of
the metropolitan million. First in morning . . . afternoon . .
evening . . . first all the time.

A NBC & ABC
B TON o
Nn fb:n;ulfo Coast e
° HOUSTON
5 E ]
L ]

JACK HARRIS, Vice President and General Manager Nationalfy Represénted by EDWARD PETRY & CO.

NATIONAL BROADCASTING COMPANY, INC.
GENERAL LIBRARY
30 ROCKEFELLER PLAZA, NEW YORK, N. Y
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// Gettlng \
| Attention

Where it
. Counts!
; 4

Popularity is determined by how
many listen. In San Diego, mare people
listen ta KSDO than any other
station, according ta HOOPER.

Whatever it is, you can sell it faster,
for fewer dallars-per-sale an
San Diega’s FIRST station .. . KSDO.
Moy we show yau why KSDO
gets mare attentian than
any ather statian?

KSDO

1130 KC 5000 WATTS

Represenlatives
Jobn E. Pearsan, Co.  New Yark

Daren McGavren  San Francisca
Woll Loke  Los Angeles

by Bob Foreman

Although thiz is the Fall Facts is~ue of sroxsor, the
following epic delves into a fact that i= with us without regard
to season. Since fall, however. iz the beginning of the big
time, iU’s ax good a seazon as any to launch thiz subject.

The testimonial has long been con=idered one of adland’s
big gun=. as well it <hould. For thi~ approach to =elling has
the same basic appeal as the over-the-fence conversation. the
telephone-tip. the friend-to-friend suggestion. In addition to
these virtue~. advertising has brought the appeal of emulation
to the testimonial technique so that the beauty secrets of
movie slars. the vigor of shot-putters and the =kills of racing
drivers are imparted through testimonial advertisement=—
to name just a few of the vicarious virtues available.

Now along comes television and makes these advice-givers.
whether of the star variety or the common garden genus.
appear i person utilizing their voice and their viage and
perhaps perform a few seconds of their ~pecialty which could
be anything from kissing Robert Tavlor to driving a car

through fire. Then comes the sell.

As n-ual, television places added burdens on the advertising

folks (meaning evervone from copvwriter to film director).
since tv always tends to exposze the phonev in <hort order.
The giver of the testimonial has to know what he or she i>

talking abont—and. more important, has to appear to or
the total effect 1=, instead of convineing. detrimental to the
produet.

Manv are the campaigns. it turn: out. that cannot stand
this new onus. In other words, what makes tv a~ great as it
is, i= alzo 115 greatest handicap. When vou miss. vou miss by
the proverbial countrv mile.

W hat the above wordage leads me 1o is the broader aspects
of the poorly conceived testimonial campaign—ithe aftermath
of phoniness created on and in televizion. The harm done
i~ not merely to the produet for which the copy wa~ designed
but to a more or lesz degree for the entire medium of
television. then in turn for all advertising. The degree i=

(Please turn to page 062)

SPONSOR




IN INLAND CALIFORNIA (4nD wesTERN NEVADA)

DEUVERS MORE FOR THE MONEY

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

stations . . . and in Inland California more listeners than the /
2 leading San Francisco stations and the 3 leading Los Angeles KOH/o reno
stations combined . . . and at the lowest cost per thousand! KFBK © sacramento

(SAMS and SR&D)
Ringed by mountains, this self-contained inland market is

KﬁG O STOCKTON
¥ \

90 miles from San Francisco and 113 miles from Los Angeles. KMJ o rresno,
The Beeline taps a net effective buying income of almost 4 \,\
billion dollars. KERN 0 sakersrietd

(Sales Management’s 1953 Copyrighted Survey)

MECLATCHY BROADCASTING COMPANY

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

12 JULY 1954
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Here’s a new TV show that’s as reassuring as money in the bank . . . a first-run series

that’s backed by a 25-year habit of success.

A SUCCESS IN EVERY MASS MEDIUM

In print . .. on the screen . . . on the air—“Ellery Queen” has consistently spelled ““box-office”.
On TV live—on a handful of DuMont-cleared stations—“Ellery Queen™ demonstrated an amazing
ability to dominate its period, without any “inheritance” . . . against any competition.

Now, specially filmed for TV . .. starring the man who created the radio role, “Ellery Queen”

1s marked for new highs.

A TREMENDOUS READY-MADE AUDIENCE

The readers who made “Ellery Queen” a 30,000,000-copy best-seller . . . the movie goers . .
the former listeners and viewers—these are the people who give this new series a ready made,
multi-million audience. Marlowe fans who have enjoyed his work on stage and screen
(“Voice of the Turtle” . .. “Twelve O’Clock High” and many others) will swell the figure.

And top production—all down the line—will win and hold new viewers for this series.

A SHOW THAT CAN'T MISS
To the proved commercial impact of mystery shows, “The Adventures of Ellery Queen”

adds the power of a great name . . . the prestige of fine dramatic programming. Call, write or wire

q . . 9 ¢
for the full story, and for franchises in areas where you need a show that can’t miss.
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THE CLOVERLEAF
STATION

MONTEREY
SALINAS

SANTA CRUZ

WATSONVILLE

BUY

FAST
GROWING
MARKETS

SERVING
300,000
LISTENERS
2000
WATT

< HDON

SALINAS

(;‘ CALIFORNIA

24

REPRESENTED EY WEED & (0.

New developmenis on SPONSOR stories

See: “Foreign-langunage rudio: 1953

Issne: 26 Junuary 1933
0 0 S“bjc(it: New  Spanich-language v show on
‘ WOR-TY appeals 10 large market

New York’s 817,000 Spanisl-speaking people might be called

America s uinth largest market: the group not only tops Boston. but
al<o i~ growing at the rate of 1,135 Spanish-speaking people weekly,
according to the Mayor's Committee on Puerto Rican Affairs. ‘k

WOR-TV, New York. is seeking to cash in on the market with a
weekly hour-long Spanish Hour. Station reports it i= booked solid
with advertisers. and that there’s a waiting list for fall.

Aceording to a special Pulse survey done for the station, Spanish
Hour has a 27.5 rating among the Spani<h-speaking population— the
No. 1 show among the Puerto Rican group at that time (Monday,
10:00-11:00) 3 it 1= seen 1 half the Spanish-speaking homes where
tv sets are in use: it tops the next elosest program In 14177 : reaches
176 families in everv 100 Spanish-speaking homes watching the
program: is viewed by 389 viewers per 100 sets: has a circulation
exceeding that of two Spanish-language newspapers.

The program features visiting eelebrities of the Latin Ameriean
world. Five-minute filin ¢lips of eurrent Spanish-language movies
when shown drew sucl a large response that Azteca Filins (one of
the world’s largest producers of Spanish-language films<) bought a
(uarter-hour segment of the program. Other quarter-hour sponsors
include Gustone Vitamins. Busch Jewelry Stores and Colonv Motors.
Albert Ehlers (for Cafe Caribe eoffee) has just finished a 13-week
cycle. will hiatus for the summer and return again next fall.

The program draws about 7,000 pieces of mail weeklv, of whieh
about 25¢% is written in English.

Ten out of the 273 tv stations responding to SPOASOR's Program
Guide questionnaire reported Spanish-language programing. The
Program Guide, just publi-hed. lists specialized programing by
1.568 radio and 273 tv stations. The tv stations reporting special-
ized programing for the Spanish-speaking population of the U.S. are
generally located in the Far West and Southwest. * x k

See: “What yon s.l;muld know about film,
service firms

]P) S Issnue: 8 February 1934, page 48
0 0 Su!)jec(: Services available to fflm syndicators.,

v stalions

Tv executives were surprised recently when a plan was announced
for saving them, rather than costing them money.

According to the Bonded Film Storage Co.. the tv industry eould
save at least 20°¢ of the eost of transporting film—if it were all
shipped from a “pool™ maintained in eentral film “warehouses™ by
Bonded Film Storage.

Under the Bonded plan. the shippers would take advantage ¢f
lower freight rates due to increased weight shipped.

For example. a reel of film weighing five pounds costs as much
to ship as 10 reels weighing 50 pounds. However, film distributors.
networks. ageneies and stations don’t have time to wait around until
they get a big shipment of film—all to be shipped to just one
destination.  Therefore, thev have to ship in smaller (and more
expensive) lots.

Bonded would also service the filut telean. inspect. repairs.

Cliester M. Ross, president of Bonded. said the plan for consoli-
dated filmr shipments would save at least 81 million of the more than
85 million speut annually for tv filmr transportation. o’

SPONSOR




M
The Land of Milk and Honey is Not a Test Market!

What’s typical or average

about a
rich area of
a million folks
with exactly one
TV station
since March 1953
. éspecially
when that
4 network operation
has 100,000 watts

¥
on Channel 27 Hoydn R..Evans, Gen. Mgr.

Rep: WEED TELEVISION

12 JULY 1954




WAITING
FOR YOUR sHip
TO COME IN?

You won’t have to wait very long in
Cleveland — for this inland port (along
with all its other bustling activity)

set a new all-time record for itself

last year in volume of dry, bulk
freight moved. During 1953, the Great
Lakes fleet carried almost 200 million
net tons — and over 80%¢ of its 286
vessels call Cleveland home.

The movement of Cleveland-made
goods to the rest of the world is
matched in magnitude only by

the influx of goods Clevelanders
want to buy. (How competent they
are to do this is reflected by

their 1953 banking balance of
$33,387,000,000.)

Industrial action is the mounting
keynote in the Cleveland area,
geared to America’s industrial
progress, And the one TV station
that’s really geared to Cleveland’s
thoughts and tastes is WXEL. It
follows that the shortest route
between tiwo points (i.e., Cleveland
pocketbooks and your advertising)
i3 via the television station iden-
tifying itself most closely with
this remarkable market. As other
advertisers are happily finding,
your ship comes in every day when
you sign aboard WXEL. Ask the
KATZ agency for details.

Cleveland

VAEL

Channel 8




New on Television Networks

SPONSOR

AGENCY

Borden Co, (Instant Cof-

fee), NY 1

Brown & Williamson Tob
(Viceray), Louisville, Ky

Campbell Soup Co, Cam-
den, NJ

Chrysier Corp, Detr

Chun King Sales, Inc,
Duluth, Minn

Doeskin Prods, NY

Firestone Tire & Rubber
Co, Akron, O

Florida Citrus Comm,
Lakeland, Fla

General Mills, Mpls
Dorothy Gray Cosmetics,
NY

GCreen Giant Co, LeSueur, |
Minn

‘Hawaiian Pineapple Co
(Dole), SF

Int’l Shoe Co, St. Louis

int’l Shoe Co, St. Louis |

Johnson G Johnson, New
Brunswick, NJ
Lehn & Fink, NY

Liggett & Myers (Ches-
terfield), NY
Minute Maid Corp, NY

John Oster Mfg, Racine,
Wis
Pharmaceuticals, Newark

Pharmaceuticals, Newark
Pillsbury Mills, Mpls

Procter & Camble, Cinci

Procter & Gamble (Tide),
Cinci

Procter & GCamble, Cinci

Procter & Gamble, Cinci

Procter & Gamble

(Cheer), Cinci
Reardon Co (Dramex), St

Louis
R. ). Reynolds Tob,
Winston-Salem, NC |
R. ). Reynolds Tob, 1
Winston-Salem, NC 1
Serutan Co, Newark
$.0.5. Co, Chi

A. E. Staley Mfg Co,
Decatur, Il

C. A. Swanson, Omaha

Toni Co, Chi

Toni Co, Chi

Toni Co, Chi |
Toni Co, Chi

Toni Co, Chi
Woander Co, Chi

CCSS, NY
Ted Bates, NY
BBDO, NY

McCann-Erickson, Detr
JWT, Chi

Grey Adv, NY
Sweeney & James, Cleve

JWT, NY

Tatham-Laird, Chi

Lennen & Newell, NY

Leo Burnett Co, Chi

N. W. Ayer, SF

Henri, Hurst & MacDon-
ald, Chi

D'Arcy, St Louis

YGR, NY

Lennen & Newell, NY

CGW, NY

Ted Bates, NY

Henri, Hurst & MacDon-
ald, Chi

Edward Kletter, NY

Edward Kletter, NY
Leo Burnett, Chi

Benton & Bowles, NY
Benton & Bowles, NY

Compton, NY

Dancer-Fitzgerald- Sam-
nle, Chi

YGR, NY

Krupnick & Assoc, St
Louis

Wm. Esty, NY

Wm. Esty, NY

FAward Kletter, NY
M:=Cann-Erickson, SF

Ruthrauff & Ryan, Chi
Ta'ham-Laird, Chi

.20 Burnett, Chi

Leo Burnett, Chi

L2o Burnett, Chi
Weiss & Geller, Chi

W-iss & Geller, Chi
Tathor--Laird, Chi

STATIONS

CBS
CBS
CBS

CBS
CBS

CBS
ABC

ABC
CBS
ABC
NBC
CBS
NBC
NBC
NBC
ABC
CcBs
ABC
NBC
CBS

CBS
NBC

CBS
NBC

CBS
CBS
NBC
NBC
NBC
CBS

TV
TV
TV

TV
TV

v
v

v
v
TV
v
v
TV
TV
TV
v
v
TV
TV

TV

TV
v

v
TV

TV
TV
TV
TV
TV
TV

Du Mont

CBS
ABC

TV
TV

CBS TV

NBC

TV

CBS TV

NBC

TV

CBS TV

NBC
CBS

Renciced on Television Netwaorks

TV
TV

69
B6

70
70

45

60

46

76

73
51
49
66
B6

122

67
B9

49

32

51
56

67

57

4B

60

PROGRAM, time, start, duration

Carry Moore Show; F ﬁ-li:lS am seg. 9 July;
52 wks
Viceroy Star Theatre; F 10-10:30 pm; eff 2 July

Lassie; Sun 7-7:30 pm; eff 12 Sept

Title TBA; Th B:30-9 pm; 30 Sep; 52 wks

GCarry Moore Show; alt Th 10:15-10:30 am seg;
eff 15 July; 52 wks

Robert Q. Lewis; M 2-2:15 pm: 13 Sept: 39 wks

Voice of Firestone; M 8:30-9 pm; 14 June; 52
wks; simulcast

Twenty Questions; T 8:30-9 pm; 6 July; 52 wks

Captain Midnight; alt Sat 11-11:30 am; 4 Sep;
52 alt wks

Ray Bolger Show; joint sponsor F B:30-9 pm; 17
Sept; no. wks not set

Mickey Rooney Show; alt Sat B-B:30 pm; 2B Aug;
no. wks not available

House Party; F 2:45-3 pm seg; 30 July; 52 wks

Howdy Doody; alt F 5:45-6 pm; 6 Aug; 7 telecasts

Ding Dong School; ait T 10:15-30 am seg; eff
2B Sept

Imogene Coca Show; partic sponsor Sat 9-9:30 pm;
2 Oct; 39 wks

Ray Bolger Show; joint sponsor F B:30-9 pm; eff
17 Sept

Tv's Top Tunes; M, W, F 7:45-B pm; 2B June;
summer repl Perry Como; B wks

Super Circus; Sun 5:30-6 pm seg; incr from alt
wk to every wk; eff 27 June

Today; partic sponsor M-F 7-9 am; 2B Sept: 15
partic

Juvenile Jury; T B:30-9 pm; 22 June;
repl for Red Skelton

Two in Love; Sat 10:30-11 pm; 19 June; 52 wks

Mickey Rooney Show; alt Sat B-B:30 pm; 28 Aug;
no. wks not available

On Your Account; M-F 4:30-5 pm; 5 July; 52 wks

Concerning Miss Marlowe; M-F alt das 3:45-4
pm; 5 July; 52 wks

The Seeking Heart; M-F 1:15-1:30 pm; 5 July;
52 wks

Welcome Travelers; M-F 1:30-2 pm; 5 July; 52
wks

Colden Windows; M-F alt das 3:15-3:30 pm; §
July: 52 wks

summern

Today; partic sponsor M-F 7-9 am; B Sept; 14

partic
The Hunter; Sun 10:30-11 pm; eff 11 July

Morning Show; T-F 7:45-50 am: alt das: 1 June;
31 wks )

The Stranger; F 9-9:30 pm; 25 june; 13 wks

Bob Crosby Show; alt F 3:30-45 pm seg; 9 July;
52 alt wks

Don McNeill's Breakfast Club; T, Th 9:30-9:45
am seg; 27 July; 52 wks

Bob Crosby Show; alt Th 3:30-3:45 pm seg: 5
Aug; 56 wks

College of Musical Knowledge; Sun 7-7:30 pm;
3 July; 11 wks

Garry Moore Show; alt Th 10:15-10:30 am seg;
eft B july; 52 wks

Peopla are Funny; alt Sun 7-7:30 pm; eff 19
Sept

Bob Crosby Show; T 3:30-3:45 pm seg; 15 June;
52 wks

Dollar a Second; Sun 10-10:30 pm; eff 4 July

Cantain Midnight; alt Sat 11-11:30 am; 4 Sept;
52 alt wks

’ SPONSOR AGENCY STATIONS PROGRAM, time, start, duration
'8rown Shoe Co, St Louis Leo Burnett, Chi ABC TV 60 Smilin’ Ed's Gang; Sat 10:30-11 am; 21 Aug; 52
L wks

Cog:te-PNwllmo,llie. Jersey Wm. Esty, NY CBS TV 116 Strike It Rich; W 9-9:30 pm; 7 July; 52 wks
1y, .

Contmenf:! Baking, NY Ted Bates, NY NBC TV 35 Howdy Doody; W 5:30-6 pm; 9 June; 52 wks

Ceneral Mills, Mpls ‘ Wm. Esty, NY CBS TV 7T Barker Bill's Cartoons; W, F 5-5:15 pm; 2 |une;

. 52 wks

Ceneral Moto-s, Frigidaire  FCGB, Chi CBS Tv 52 Arthur Godfrey Time; T, Th 10:30-45 am; 8
l?:v,_ Det-oit | June; 52 wks

Hotpoint Co, Chi Maxon, Chi ABC TV 67 Adventures of Ozzie & Harriet; alt F B-B:30 pm;

12 JULY 1954

2 July; 52 wks

l

juLy
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Numbers ajter names
refer to New and Re-
new category

George M. Finley(3)
Rodney Erickso

H. D. Tal :

E. H. Weitzer

E. Ge

sthorpe

27
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Reunewed on Television Networks (continned)

2 JULY 1954 \ 2
‘ "

SPONSOR i AGENCY STATIONS ¢ PROGRAM, time, start, duration
Int’l Shver, Meriden, Conn Yb~R, NY : CcBS TV 56 | My Favonte Husband: alt Sat 9:30-10 pm:)
Scpt, 22 aft wks
Kelioge Co, Battle Cieck, Lteco Burnett, Chi NBC TV 48 Howdy Doody, T & Th 5:30-5:45 pm: | june 2
Mich wks
Nestle Co, White Plains. Cecil & Presbrey, NY ABC TV 53 Space Patrol; alt Sat 11-11:30 am; 4 Septs; 52 §
NY
Pillsbury Mills, Mpls Leo Burnett, Chi CBS TV 51 Arthur Godfrey Time; M-Th 1]:15-30 am
June;, 52 wks
Pillsbury Mills, Mpls Leo Butnett, Chi CBS TV 50 House Party; M-Th 2:45-3 pm; 1 June: 52 wl
Plymouth Div, Chryslcr N. W. Avyer, NY CBS TV 139 That's My Boy; Sat 10-10:30 pm; 10 July; 13 §
Corp, Detroit
Ralston Purina, St Louis Gardner, St Louis ABC TV 53 Soace Patrol; alt Sat 11-11:30 am: 4 Sept; 52 ¢
Revere Copper & Brass, St. George & Keyes. NY NBC TV 22 Meet the Press; alt Sun 6-6:30 pm; 11 July 3
NY pRMS
Simmons Co, NY YGR, NY CBS TV 56 My Favorite Husband; alt Sat 9:30-10. pm §

Sept, 22 alt wks

See page ¢ for New National Spot Radio and Tv Business)

3 Advertising Agency Personnel Changes
]

NAME | FORMER AFFILIATION NEW AFFILIATION
C. Ralph Bennett fred Gardner Co, NY, partner & creative dir Same, exec vp
Barry Blau Huber Hoge & Sons, NY, media dir Emil Mogul Co, NY, traveling r=fv time buyer
Albert R. Bochroch Gray & Rogers, Phila, contact dept & in chg new Same, vp
bus ]
Douglas K. Burch Benton & Bowles, NY, asst tech dir tv, assoc ©  Stockton, West, Burkhart, Inc, Cinci, mgr of
rcdg dir radio progrmg
Christopher Cross KGE, NY, asst publicity dir Same, dir exploitation div prom dept
Harold H. Dobberteen Foote, Cone & Belding, NY, vp & dir media Bryan Houston, Inc, NY, vp & dir media
Rodney Erickson YGR, NY, mgr acct planning Same, vp
George M. Finley Bryan Houston, Inc, acct exec Same, vp & acct supvr
Ted Gravenson Ben Sackheim Co, NY Wexton Co, NY, vp & chmn plans bd
Mary Harris Free lance r-tv dir, prod, writer McCann-Erickson, NY, prodn supvr
Sander Heyman Schenley Ind, LA, adv & sls Roy S. Durstine, Inc, LA, exec staff, head ,
r-tv activities |
Kingsley F. Horton CBS, Pacific Coast, sls mgr McCann-Erickson, NY, f-tv acct exec
Howard S. Johnson COoW, NY, dir pub rels r-tv Same, vp
Russ Johnston Ward Wheelock, Phila, in chg r-tv McCann-Erickson, NY, acct exec
Franklin P. Jones Gray & Rogers, Phila, publicity dir Same, vp
Edward J. Labs, Jr. Allied Bdctg Co, Syracuse, genl mgr Flack Adv, Syracuse, acct exec
William W. Lewis GCeyer, NY, comml dir Same, dir r-tv
Phillip L. McHugh Tracy-Locke Co, Dallas. r-tv dir Campbell-Ewald, Detroit, r-tv di'
Joseph C. Meehan Ceyer Adv, NY, pr acct exec Same, dir pub rel dept
William S. Oliver Ayes, Swanson & Assoc., Lincoln, acct exec Curt Freiberger & Co, Denver, acct exec
Roger Purdon Wm Weintraub, NY, copy chief Bryan Houston, NY, vp & creative dir
Daniel Welch Foote, Cone & Belding, Chi, acct exec Needham, Louis & Brorby, Chi, acct exec:
Granville Worrell Gray & Rogers. Phila, contact dept Same, vp

4 Sponsor Personunel Chauges
.

NAME FORMER AFFILIATION 4 NEW AFFILIATION
Charles Derrick Pepsi-Cola, NY, display mgr Same, adv mgr ‘
Edward Gelsthorpe Bristol-Myers, NY, dir specialty sls, new prods Same, dir sls prom, prods div
devel dept |
Robert M. Lehman Duane Jones, N.Y, mdsg mgr American Safety Razor Corp, NY, asst mdsg =
Norman V. Osborn Ward Wheelock Co, Phila, mgr plans-media dept Thomas Lipton, Inc, Hoboken, media dir
Harold D. Tatbot Jr. B. F. Goodrich. Watertown, Mass,, sls prom mgr| Sylvania Elec, Salem, Mass, adv mgr, lighting =
floor covrg div
Edward H. Weitzen Bulova Research & Devel. Labs, NY, pres & dir American Machine & Foundry, NY, vp in chg n

5 New Firms, New Offices, Changes of Address
n

ABC's Western Film Synd, Hywd. new address, 1539 North William W. Harvey Co, new offices at 5747 Meclrose Ave:Lt
Vine St, Hywd 2B Headley-Reed, new New Orleans office, 504 Delta €

Fred W. Amend Co, Chi. new sales office, 1603 Orrington Ave, Baronne St
Evanston, |1l KB.F, Fresno, new address, KBID-TV blag, 1117 "N §¢

Amer Merchandising Org, Phila, ncw radio-tv prize supplier, Lew King Adv, Phoenix, becomes Lew King Prodns, comp
203B Pine St, Phila p-odn serv avail for radio &G tv ,

BMI, new excc office address, 589 Fifth Ave, NY, PLaza McCann-Erickson, NY. absorbs Wilkinson, Schiwetz & 1
9-1500 Hauson agency

Campbell-Ewald, NY, new addiess, 48B Madison Mu B-3400 McGowan Prodns, LA, new tclefilm prod #irm- .address K

Ettinger Co, Hywd, new address, 8120 Sunset Bivd Studios, La Brea Ave, LA

General Adv Agency, new agency, Markham Bldg. 1651 Cosmo Ofticial Films, new West Coast offices, 275 So Beverly 1
St, Hywd, owner jonn M. Kemp Beverly Hills, Cal

Mel Gold Prodns, new NY film prodn co at 1639 Broadway. Pelican Films, new co at 41 W. 47 St, NY, formed by Tho
Mel Gold, pres, tormerly head of Nat'| Scrcen Service, East ). Dunford, Jack Zander & Elliott Baker
Coast div William G. Rambeau Co, Chi, new offices at 1BS No. Wall

Ave. Chi 1

Numbers atter names
refer to New and Re-
new category

H. N Johnson 3)
Douglos K. Burch3)
Roger Purdon 3
W illiam L. Lewrs (3)
1. 1. Dohberteen3)

Cranville B orrellt3)
. R. Bachroch t3)
Franhlin 1I’. Jonest3)
Ted Gravenson (3
F. I Labs Ir. (3)
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S.AM. DAYTIME
STATION
AUDIENCE AREA

MIRNESOTA

KANSAS

MISSOURS ﬁ

Iowa has six Metropolitan Areas which, all
combined, do 32.8%¢ of the State’s Retail Sales, RETAIL SALES PERCENTAGES

as shown at the right. 5.4% Cedor Ropids- - - S
4.2, Tri-Cities » - .-
Quite a number of radio stations can give you  'l4% Des Hoines - - . smm—

5 . . 2.9% Dubyque « - . . H
high Hoopers etc., in ONE Metropolitan Area. 4.6% Sioux Gty -
. 4 . . , 4.3% Woaterloo » o+ -
WHO gives you high foverage in virtnally Tia% 101aL witRo. AREAS
ALL the State’s Metropolitan Areas, plus prac- — $1.2% REMAINDER OF STATE —————————

tically all the REMAINDER of lowa, too! 3?3'50} Consumer Markets fEurce)

At 9 a.m., WHO gives you
74,526 Actual Listening Homes
for only $47.50 (15.7 LISTENING HOMES per PENNY!)

According to the authoritative 1953 Iowa Radio-

Television Audience Survey, 74,526 homes all over BUY All 0' IOWA_

lowa are actually tuned to WHO at 9 a.m., every aver-

‘ 11 | ” H
age weekday. Figuring time costs at our 1-minute, ‘ Plus |ow¢l P'"s -W|"|

26-time rate, WHO gives you 15.7 actual listening
homes, per penny!

That’s the result of ALL-STATE programming, ALL-
STATE Public Service, ALL-STATE thinking, here at 1 _
WHO. Ask Free & Peters for all details! Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
FREE & PETERS, INC., National Representatives P-A. Loyel, Resldefit MESEE,
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MONTREAL IS BIG!

Retail Sales in 1952 for |

Montreal Island alone

were $1,503,743,000.

("

CFCF SELLS 'EM!

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

“you can’t fool a cash
register. ”

MONTREAL

N UsS"'WEED
IN CANADA—ALL CANADA

Milton Berle, Henry Markus and Jan Murray discuss mock money problems:

Henry A. Markus

M. Spomsor

Wine Corp. of America, Chicago

It all started late one afternoon in 1947 when Henry A. Markus,
v.p of the Wine Corp. of America, walked into the storage room
and drained 40,000 gallons of wine into the Chicago sewers. This
decision helped double the firm’s sales within a year.

The reason? Pouring 40,000 gallons of Barloma wine down the
drain made room for Mogen David wine. This kosher wine with mass
appeal has gotten all the firm’s advertising backing from 1947 on.

“On a sales trip in Peoria I met a jobber who wouldnt buy any
Barloma,” Markus explained to sroxsor. “He did want 50 cases of
Mogen David—and 30 cases is a lot of wine! Our sales records
showed Barloma just holding its own while Mogen David sales
were climbing.

“The answer was obvious—promote Mogen David. But we didn’t
have enough room for Mogen David. so [ got rid of Barloma.”

Markus also applies his marketing and sales experience in guiding
the advertising strategy of the wine firm. The bulk of this adver-
tising, through Weiss & Geller. is in tv. Here’s how Mogen David
Wine’s 81,986,000 budget for 1954 breaks down: §1,238.000 for ty;
$448,000, billboards; $300.000, newspapers. radio. spectaculars.

During the past year Mogen David sponsored Dollar A Second,
Du Mont, Mondays 8:00-8:30 p.m. over 93 stations. This show cost
the sponsor $10,500 a week to produce. An audience-participation
quiz prograni, it was m.c.’d by Jan Murray. For the 1954-1955
season show will move to ABC TV. with a 130-station lineup.

Mogen David’s network tv advertising is aimed at a mass family
audience. The firm switched from sponsorship of dramatic pro-
graming in 1932 when it dropped Charlie Wild. Detective.

“Ours is an ideal family wine,”” Markus told sroxsor. “Therefore
we like to reach the family when it is gathered in group entertain-
ment before a tv set. And we prefer to reach them with light
entertainment rather than heavy or disturbing dramatic shows.”

This formnla has paid off: For the first six-month period of 195%
sales are up 307 over ’53. And if sales ever slip?

Markus grins at this question: "“We have another wine formula
with even better consumer tests than Mogen David. Now if we
only had the space. . .” * *ox

SPONSOR




"~ SMOOTH gchqu

Set your course on Channel 2 for

@

the rich Midwest market, and just ledn back and relax!

You'll breeze in firsi when you speed sales

with all the full power impact of

- WJBK'TV DETROIT

'Way out in front with.
100,000 watt power, new 1,057 foot tower,

top CBS, Dumont dnd local programs,

#epresented Nationally » é > dl-
v THE KATZ AGENCY y ol =i



U'P...from the floor

Reversing a 10 year sales

decline. one drug product

showed an 187 increase after
60 days on MUTUAL; 109 for

the total year. Greatest sales

gains were m the 20 top

television markets!

U I3 .. to the listeners

“Do vou believe the McCarthy-
Army hearings should be con-
tunued on the present basis?”
asked a MUTUAL commentator.

Onlv one request. no induce-

ment mind vou, but in pourcd ‘4

[

\ 151.000 answers!
R\ .00(C

‘ P
\1\\ ’




UN...t0 their ears

The product cost—of all things
—$100. The advertser wanted
leads. First MUTUAL broadcast
rolled in 3,500 and in—hold
tight—13 weeks, 46.000!

I Man had to adveruse for

extra salesmen. -

U, . single-handed

It (the agency) wrote: “Sales

on our client’s product are

‘way up’—around 25% for this
vear. This 1s one success story
you don’t have to share

with anvone. MUTUAL was

the only media used.”

Sure we've an audience lift (even listening at night is up on Mutual over last year

| in the latest Nielsen report—M-F 7:30-10 pm.) Sure we've a billing gain (the only network

to have one in fact-]an.-April '54 over Jan.-April '53). Sure we lift our voice

1n 328 markets other nets and other media miss. That’s the great strength of Mister Plus.

l
,|
| ‘ But the lift that counts, we think, is the lift Mister Plus gives clients’ sales.
, Want a lift, Mister?

B N e

Mutllﬁ] BIOEldCElStlIlg SYS tem A Service of General Teleradio for All-A



; i ITH a promising Fall Season, thousands

of farm families are ready to turn to the adver:
tiser . . . for the products their well-earned

money will buy.

How can the advertiser most effectively send
his sales message directly to the working families
in the Midwest? Naturally, through the media
that has helped build this market by serving its
people. That media is . . . WLS! It has given
these working families the kind of entertain-
ment, news, markets and other services that

have won their complete confidence and loyalty.

Yes, it’s time for the advertiser to reap the
harvest that awaits him when he concentrates

his sales message in the Midwest . . . through the

powerful selling of WLS!

“STORM COMING" BY CLYDE BROWN

S yowr Blain, Tan
foL or vailabifitiea

| The

ll PRAIRIE

el Staione A

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.

34 SPONSOR
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New facts for sponsors: Advertisers will get increased flow
of facts about tv soon. Industry should have Television Advertising
Bureau before summer's out which will furnish facts about tv as part
of its promotional function. New TvAB will be result of merger be-
tween TvAB, which stations had organized, and planned tv promotion

|

: A\ \
l 12 JULY 19S4 \w,%

R. A. MOORE, KTTV, ACTING CHAIRMAN OF "OLD" TVAB

bureau of NARTB. Pictures above are of two of industry's leaders
who helped bring about merger: NARTB President Harold Fellows
and Dick Moore, KTTV, of station-organized TvAB. Also in offing
for advertisers is official count of #v sets in all U.S. markets by
NARTB's planned Television Audit Circulation. {See page 76]

0 trends vou must
hout 1 fall radi-1y

Here from the pages of SPONSOR’s 8th annual Fall Facts issue

is your over-all look at this fall’s hoitest trends

This is the eighth in sPONSOR’s series of Fall Facts is-
sues. It is also the largest issue in SPONSOR’s history, hav-
ing 268 pages. To help give you the over-all picture quick-
ly, spoNsoR’s editors have prepared the brief report which
appears on the next two pages. Its paragraphs are high-
lights from the complete coverage which follows later in
this issue. This issue’s function is to help you make im-
mediate buying decisions and to serve for the year-round
as a manual. It is divided into seven main sections: re-
ports on spot tv and network tv, on spot radio and net-
work radio; and three Basics sections, one on radio, one
on tv and one on film. The Basics give you fundamental
industry facts, many of them in chart form.

12 JULY 1954
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Yow’ll find complete index

‘ for this issue on page 8

In addition to usual Digest Page appearing
with each issue of SPONSOR, this issue has com-
plete subject index to its seven main sections.
You’ll find it helpful in looking for subjects
you are most concerned with., Nee page ¢

Rt



Color tv is stavting growth on local as well as national
level. Above, one of WKY.TV, Oklahoma City's live color shows.
For color coverage this issue see Spot tv starting page 73 and Net-
work tv starfing page 117. Results of SPONSOR survey of U.S. v

SPOT TV TRENDS

Complete report starts panc 73

[. Stations are gearing up for color telecasting,
special $PONSOR posteard survey of all U.S. outlets shows,
More than =even out of cvery 10 outlets hope to have
equipment to televise color shows from network lines he-
fore the end of the vear. About 2077 expect to install
color <lide and film equipment for local-level telecasts.
Now the problem rests with equipment makers. Adver-
lisers are expected to move in on color spot tv “experi-
mentally™ early this coming fall.

2. Official industry tr set count may soon be on
the way. Poliz research firm has been retained by
NARTB to studv methods of counting tv sets in U.S.. cir-
culation of tv stations. Aiso the station-formed TvAB will
become all-industry promotion bureau to distribute facts
and figures of television 1o advertisers.

3. Heavy pressare is still on frone advertisers
seeking nighttime spot slots. Reps report that night
time turnover of advertisers in largest markets is often
less than 1°¢. Result: Many advertisers are moving in on
afternoon and morning <lots rather than sweat out the
long “priority Hsts”

A, Tre film industry is booming. With network
costz at all-time high. many advertisers are using multi-
inarket campaigns built around syndicated film prograns.
Some 257 of todav’s syndicated vidpix busines< is in
thi~ field. In film commercials. trend i< toward more
animation and fewer non-extra actors, larger per-film
budgets and smaller rumbers of film commereials. leading
producers aeporl.

36

stations and their color equipment appear page 76. Shown above
(. to r.): Bob Doty, WKY-TV production supervisor; Prissy Thomas
who does announcements for client, Club Cracker; Milt Stephan,
Allen & Reynolds; Leornard Fox, Oklahoma sales mgr. for client

oss anvios - L

NETWORK TV TRENDS

Complete report starts page 117

b, The SRO signs at nigh't are up earlier {or this
fall than in previous seasons. Nighttime availabilities on
CBS and \NBC ave non-existent, ABC and Du Mont have
time available. though former is filling up it evening pe-
riods nicely,

2. Clearances eill be easier this fall than last
though it is hard to generalize about this complicated
subject. There are still a number of problem areas and
there is no relief in sight in a few of them. The agencies

~till have men traveling around the country trving to clear

tinie for specific shows.

3. Costs 1will be up for most advertisers. One
reason: fierce network competition is hringing forth more
expensive shows. such as the NBC spectaculars. There are
also the “normal™ increases for talent. ~cript. etc. Time
costs are increasing with more tv home: and larger sta-
tion lineups.

4. Economie pressures are causing many uhf
stations to go off the air. There i< no apparent spon-
sor prejudice against ubf stations per se. Most sponsors
realize that rate of uhf conversions is closely linked with
degree of vhi competition a uhf «tation faces.

3. Bespite paucity of color sets in liomes. color
programing and station conversion to transmit color
is continuing at a healthy rate. The number of color
~et~ i~ likely 1o be much below early estimates.

6. Time francliises are more valnerable. The
bumping of U.S. Tobacco's Martin Kane and I'oice of
Firestone from \BC program lineup. the “right-of-way”
programing of spectaculars and strong grip on programing
by networks are all evidence of this trend.

SPONSOR
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SPOT RADIO TRENDS

Complete report starts page 195

O T T TS

S0E e Wi e n

}. Major shifts have taken place in spot radio
scles strategy of reps, stations. Among key develop-
ments: more “‘service” packages of news. weather, traflic
bulletins aimed at im-llome and out-of-home radio audi-
ence; more eflorts to stretch Monday-through-Friday
morning progranting to include Saturdays thus giving sta-
tions an “extra morning” to sell: nore nightthne low-cost
saturation plans: niore programs heamed toward pin-
pointed audiences.

2. “Total”™ measurement of radio to be feature
of fall spot buying. As timebuyers Lecome more re-
search-conscious, new research tools are being developed.
Nielsen expects to start his new area radio-tv measure-
ment service. Nielsen Station Index, in Qctober. Pulse
plans to conduct more full-area studies, more out-of-home
rating. Time buying today also makes use of audience
composition data. cumulative ratings, turnover.

3. Spot business outlook continues to be general-

Iy optimistic. Spot program hours of mornings, after-
noons, early evenings and late at night have been least
hit by tv, are most popular with agency radio buvers.
Annual level is over $135 million.
4. Radio’s “‘specialiies” are gaining favor 1cith
caudiences, buyers. More than six out of 10 stations air
one or more farm shows. Nearly 140 radio outlets pro-
gram more than 10 hours weekly of classical music. Some
375 stations aim programs at Negro market; 22 outlets are
100% Negro-programed. Foreign-language broadcasts are
holding their awn in many of the nation’s larcest metro-
politan areas.

huportaut recent net radio buys include those of spon-
sors below. Merit Card bought Martin Block on ABC, company's
first net radio buy. Royal Crown bought Robert Q. Lewis on CBS
Saturday mornings to get big pre-marketing audience. Florida Citrus

FLORIDA
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NETWORK RADIO TRENDS

Complcle repol starts page 251

1. Nighuime costs awill take a drop in the fall
with time disconnts cet for an inercase on CBS and \NBC.
ABC ix expected to follow suit. Mutwal will contine it~
“antomatic rate culs” s new Lvooutlets conte on the air,
(Aduwen qnoted i this section explain what effect thes
think cost reduction will have.)

2. Programing trends iwill be marked by greater
use of strips at night. CBS will add an hour of them.
There are four reasons for this trend: (1 reduced show
costs per advertiser. (2) <ponsor can get large cumulative
aundiences quickly, (3) networks can sell them as spot car-
riers and (4) audiences can vemember themr more casily
than different programs cach das.

3. More spot carriers awill be offered for sale
in the fall. Mutual i expected ta get an O.K. on carrier
strips in the morning and afternoon from its afliliate~.
\NBC has added a spot carrier at night and CBS may ~ell
its new strips in 7l'o-minute segments.

4. New set count figures and radio listening data
will shed additional light an radio and will -park new
radio promotion effortx by broadcasters. Set figures gath-
ered by Politz for BAB and networks will be released
shortly. Mutual will also release data.

5. Program formats will be increasingly marked
by relaxed, easy-to-listen-to fare with the disk jockey
approach coloring more and more ~hows. The networks
will seek to differentiate themselves from independent ~ta-
fion d.j. shows by using big name-.

6. The possibility of « regular measurement of
auto listening nationally by Nielsen will ¢ive fillip 1o
networks™ efforts to reach auto listener.

Commission 1s sponsoring "Florida Calling” on MBS, first net buy for
Commission. Prudential is buying irto "Fibber McGee and Molly" on
NBC at night. Prudential wants to reach men, biggest insurance
buyers, feels night is best time. See Network radio starting page 251
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Niohliohts of the All-Med

26 articles of media study

now being priuted in book form

The 26 articles of the All-Media Evalua-
tion Study are now besng reprinted in
book form. Copies should be available

in August at 84 each. Volume will run to
about 200 pages, 130,000 words, SPONSOR
format, with all the numerous tables,
charts and surveys as they appeared tn
the original articles. Agencies, adver-
tisers, broadcasters will find volume
most complete on media evaluation
published to date. You may order now.

A stud

Here’s a summary of what each of 26 articles in 2-year study contains. You

will want to read, then file this with study as convenient reference

SPO.\'SOR’S two-year All-Media Evaluation Study will
have been time wasted if the agencyman, advertiser and
broadcaster for whom it was undertaken don’t use it.

To give you an idea of its scope the following summary
(next three pages) was prepared. You'll find it not only
a concise digest of what the study entailed but also a
reminder of what you might have overlooked or forgotten
when the articles first appeared. After reading it, we
suggest you file it with your media articles as a reference.

For those who want the study in book form, we suggest
vou order the bound volume due to be published in
August at $4 a copy.

Here are the 10 most important conclusions of the series
for a full discussion, see 28 June 1951 issue) :
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1. Media evaluation lags far behind copy, market.

2. Much money is wasted on nom-scientific practices.

3. Lack of research on much advertising is appalling.

4. On the other hand. widespread acceptance of many
new “tools” is equallv bad.

5. Refusal to experiment in use of media is notorious.

6. Methods for choosing media. especially for new
products, are often primitive.

7. Much research to prove one medium “best’” is useless.

8. It is possible to set up an accurate intermedia test.

9. Reasons given by some advertisers for not using
air media are incredible.

10. Psychology. especially studv of motivations. has
a vital place in media evaluation, * * %

SPONSOR




PART 1. “Why evaluate ad media?” Ten pages of
charts including 30 tips to advertisers, agencies and media
on evaluation. Two-page chart spells out how typical agen-
¢y analyzes each major market. Another chart gives figures
through years to show how all major media complement
each other after initial period of competition (all prosper
or show revenue declines simultaneously). Article shows
why media selection still is in “cave man stage,” cites ex-
amples of various yardsticks (20 April 1953 issue).

¥ X
PART 2. “Media Basics 1. Two pages, including one

full page of charts and figures, are devoted to each of the
following media: newspapers, direct mail, radio and maga-
zines, Advantages, limitations, biggest clients and growth
charts are given for each medium. Spokesmen for each
medium tell why advertisers should include their particu-
lar media in total advertising schedule (4 May 1953 issue).

% %
PART 3. “Media Basics I1.” Two pages, including one

full page of charts and figures, are devoted to: television,
business papers, outdoor and transit. Advantages, limita-
tions, biggest clients and growth charts are again given for
each medium and media spokesmen tell why advertisers
should include their particular media in total advertising

schedule (18 May 1953 issue).
O ¥
PART 4. “l. How to choose media.” Different agencies

use different yardsticks in selecting media for ad campaigns.
The various techniques are discussed here. Tips from spon-
50R’s All-Media Advisory Board and executives of research
organizations are given on setting up research, choosing
objectives. Chart comparing billings of magazines and air

media rebuts Life’s claim that it leads media parade in an-
nua] billings (1 June 1953 issue).

% % %
PART 5. “Il. How to choose media.” Debate on wheth-

er zome advertisers’ newspaper backgrounds and complex-
ity of air media create bias in favor of print. Twenty-six
atlvertisers, agencymen and researchers discuss factors they
personally consider most important in selecting and rec-
ommending media (15 June 1953 issue).

¥ % ¥

PART 6. “What sponsors should know about Life’s new
4 media study.” Article debates whether Life’s study is
really impartial, reprints charts from study to show mis-
us¢ of statistical data. Network researchers’ and agency-
men's opinions on the study are quoted. Highlights of the
report are given with comments by air and print experts
on various points (29 June 1953 issue).

O F X

PART 7. “Beware of these media research pitfalls!”
Why both the print and air media are guilty of over-
reaching in their research. Various media sales tests—
mcluding tests made by radio networks—are examined to
show validity or non-validity. Four principal methods of
measuring sales effectiveness are given, with their weak-

nesses, Chart points up 10 media research traps for the
unwary (27 July 1953 issue).
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Here are excerpts from letters
to SPONSOR on Media Study

RESEARCHER. Benjamin Shimberg, asst. to pres,,
Educational Testing Service, Princeton: "l think
SPONSOR is to be commended for undertaking a
project of such magnitude. In so doing you are
rendering an important public service, not only to your
subscribers but students and researchers as well."”

AGENCYMAN. Reid Webber, president, Webber
Advertising Agency, Grand Rapids: "This is a noble
service to the advertising industry and should
strengthen the scientific use and resultfulness of
the several media."”

MARKETING MAN: H. D. Everett Jr., director of
marketing research, Ford Motor Co., Dearborn,
Mich.: "Again | would like to compliment you on this
series of articles and put in a request for several sets
of reprints of the whole series after its completion.”

%

STATION MANAGER. Frank Stubbs, station manager,
KLMS, Lincoln, Neb.: "I am sure that this will
prove to be one of the most valuable things yet
done in the business and | am most anxious to

get all results in a single volume."

AGENCYMAN. James A. Boyce, The Mautner Agency,
Milwaukee: '"Have found your recent Media Series

both invaluable and elusive—seems EVERYONE has 5
found a use for it. The problem in our agency ’
is that only | tore the series out of the magazines

when it appeared. Would you be good enough

to send me a reprint of the entire series which |

could file for general agency use—then maybe

I'll get to use mine once in a while!”

SPOT SALES MANAGER. Sam Cook Digges, general

sales manager, CBS TV Spot Sales: "Please reserve

me a copy of SPONSOR's All-Media Study. . . . This _
is to be a personal copy for me, and | will be glad £€
to send you a personal check. ... SPONSOR is cer-

tainly to be congratulated on this excellent study.”

MEDIA MANAGER. Laura B. Mang, manager of media
deparfmerﬂ. Moser & Cotins, New York: "The articles
have presented very intelligent treatment of contro-
versial subjects and we shall greatly appreciate having
them in book form for examination and reference.”

e -

STATION MANAGER: Arch L. Madsen, manager,
KOVO, Provo, Utah: | think your marvelous Media
Evaluation Study is one of the very finest things that
has ever happened to us in radio. Please arrange to
send this station four copies of this entire series.”
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Coming up next on media

Twoe articles growwy onl of the All-Media Fralua
tion Study will hi publishied in sSPONSOR soou: (1)
Dick Dunne’s aualusis of nedia teeads wlicl he
wade for Swdlivan, Stanffere, Colwell & Bayles where
Lhe's wedia researeli divector; (2) Adreectest Re-
seavel’s test of a half~honr segument of Your Show
of Shows s, a dowuble-page spread {n Life ou ad

recall. Guess who won!

PART 8. “ll. Beware of these media research pitfalls!™
Entire text of Advertising Researeh Foundation’s criteria
for advertising and marketing research is reprinted. Twen-
tv-one researchers. agencynen, advertisers and air experts
tell how thev =et up tests and use media research (21
August 1953 issue).

* ¥ X

PART 9. “How 72 advertisers evaluate media.” Four
pages of charts tabulate auswers cach of 72 advertisers
gave Lo SPONSOR’s 10-part (uestionnaire on media evalua-
tion. These advertisers spend total of $137 million annu-
ally on advertising. Questions are explained and sPONSOR’s
conclusions given. Includes information on advertisers’
sources for media data; methods of determining media ef-
fectiveness; which medium advertiser considers most ef-
fective. Includes list of 11 most important facts learned
in survey of 2,000 advertizers (7 Septeinber 1953 issue).

% * X

PART 10. “How 91 agencies cvaluate media.” Four
pages of charts tabulate answers each of 91 agencymen
gave 1o SPONSOR’s |0-part questionnaire on media evalua-
tion. Includes inforimation on agencies’ sources for media
data: methods of determining media effectiveness; which
medium agency considers most effective. Background of
admen answering questionnaire is also given. List of 10
most himportant faets learned in this survey of 1.000 agency -
men (21 Septentber 1953 issue).

* ¥ X

PART 1 5. “llow BBDO evaluates media.” Bernard C.
Duffy, president of Batten, Barton, Durstine & Osborn, one
of world’s largest agencies, gives personal opinions on the
various media. tells what hi< agency wants to know about
media before planning an advertixing campaign. Included
are specific exaniples of which media are best to fill special
needs of certain products (3 October 1933 is~ue).

* % %

PART 12, “llow Emil Mogul tests media weekly for
Raveo.” Customers fill out cards while they wait to get
their auto seat covers fitted. These cards indicate whai
made customer come to Raveo for seat covers and in what
media they’ve noticed Raveo ads. Article gives results of
such tests, with detailed explanation of how ageney can go
about setting up similar svstem for its own clients. Full
page of charts shows how vou can profit by being able to
check media on weekly basis (19 October 1953 issue).
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PART 13. “Why these 31 advertisers DON'T use air
media,” Results of nail-and-plione survey of 199 advertis-
ers who are non-users of the air media. Easy-to-read chart
lists name of company, product it manufactures or dis-
tributes, agency, 1953 advertising budget and the reasons
it gave for not using air media. Among reasons most
commonly cited: produet “unsuitable” for air advertising:
radio and or tv are “too expensive”; radio gives too much
coverage where product isn’t being sold; radio and/or tv
“flopped”™ in past. finn hasn’t tried them sinee (16 No-
vember 1933 issue).

* % X

PART F4. “What’s wrong with the rating services.”
Comprehensive reference ehart gives point-by-point com-
parison of the rating services from the standpoints of basic
data supplied: techniques; sample bases; limitations, and
advantages. Ineludes sroNsorR’s own ideal rating system
and how the six existing services compare from aspect of
samiple size, breakdown of figures given, and so on. In-
cludes seven important DONT'S in using ratings (28 De-
cember 1933 1issue).

* ¥ ¥

PART 15. “What’s wrong with print measurement ser-
vices?” Facts about the three readership services includ-
ing their sampling methods, questioning procedures and
how much each one costs. List of basic questions adver-
tisers raise about readership services. Article includes
opinions of researchers on the services. explains why know-
ing the facts about each one is vital to advertisers and
agencies (11 January 1954 issue).

* ¥ X

PPART 16. “How different rating services vary in the
same market.” Ward Dorrell, research director of John
Blair & Co. and Blair Tv, station rep organization, peints
out the fact that different serviees often come up with
widely divergent ratings and sets-in-use figures for the
same market. Dorrell underscores importance of using
other criteria besides ratings when planning advertising
campaign. Three easy-to-read bar chart~ give examples of
variation in same markets (25 January 1951 issuel.

% X% %
PART 17. “Can you et up an ‘ideal’ media test?™
Most researchers assert it's impossible to set up a fool
proof or ideal intermedia test. Includes descriptions of
three agency attitudes towards testing and explanation of
why testing is =0 important and so difficult to perfect
Three tables deseribe the “ideal” intermedia test based
on intervicws with 150 media experts, list 10 do’s in
media testing and show some variables that make testing
difficult (22 February 1951 1ssuel.

% * ¥

PART 18. Il Can yvou sel up the “ideal” media test?”
\rticle quote~ seven media authorities on how to solve
the media-testing problem. An anahsis of the four meth:
ods of market research recommended by one independent
researcher i~ given. List of 51 advertisers who have tested
media. chart of media test= used by various ageneies and
advertisers and 10-point market testing eheck list by A. C.
Nielsen are ineluded (8 Mareh 1954 issue).

SPONSOR
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PART 19. “How Block Drug tests media.” George J.
Abrams, advertising director of the Block Drug Co., Jer-
sey City, tells what lis firm has learned from hundreds of
media and copy tests and the steps it takes to set ouc up.
Block Drug spent $5.5 million in advertising last year,
657 in air media. Among Abrams’ tips: use markets
typical of the U. S.: don’t accept statistics blindly (22
March 1954 issue).

% ¥ %
PART 29. “I. The psychology of media.”™ Article gives

results of tests to indicate which media are best under
certain typical conditions. Findings by sociologist Joseph

T. Klapper on 20 years of pre-tv testing on psychology

and media are given in chart form. Objective reports on
Prof. Paul F. Lazarsfeld’s newspaper-vs.-radio study and
other experimental studies are included. Among the tests
discussed are experiments by Dr. Frank Stanton. now pres.
ident of CBS, while he was an instructor at Ohio State in

1933 (5 April 1954).
% ¥ ¥

PART 21. “II. Psychology of media.” Nine statements
by leading philosophers, psychologists, researchers, adver-
tising executives and college professors on the psychologi-
cal values of media are included. Article examines which
media contribute most to raising the cultural level of the
American people: explains why air media are “dynamic”
and print media “static”; tells why one psychologist feels
all media evaluation should be put on a psychological
basis (19 April 1954 issue).

LR S

PART 22. “IIl. Psychology of media: Why admen
buy what they do.” Adman’s own personality and charac-
ter may have more direct bearing on his media choice
than the physical or psychological qualities of the various
media themselves. Article reveals inner motivations of ad-
nen in their choice of media may derive from background.
job security, personal bias, desire to win recognition. Dr.
Ernest Dichter, president, Institute for Research in Mass
Motivations and Media Advisory Board member, explains
why he feels fear and insecurity often hit admen. Due to
fear. he says. admen often fall back on substitutes for
creative thinking such as the cost-per-1.000 concept and
repetition (3 May 1954 issue).

¥ ¥ *

PART 23. “Do radio and tv move goods?” Two charts
document fact that most large advertisers. in all product

categories, use air heavily. A total of 66 advertisers spend-

mg $178 million this year (nearly $50 million of it in air

SPONSOR thanks its udrvisers

For 22 months 12 leaders in the advertising pro

fession  (mames  printed  below)  helped  $poNSoR
maintain « high level of interest and  aceuraey
i is AlU-Media Study. Now spoNsor wishes to

thank these 12 ad experts plus the dozens of other
ageneymen, advertisers, media researchers, psycholo
gists, broadcasters and others who have contributed
to the seriex during the two-year span.

niedia) answer SPONsOR’s four-part questionnaire, tell what
media they usc and how well they sell. Article quotes 47
heavy air advertisers on why thev like radio and tv, what
are strengths and weaknesses of both media and what re-

sults they have had (17 May 1954 issue).
L A 3

PART 24. “Media article 21: Conclusions by Advisory
Board.” sponsoRr’s Editorial Director Ray lLapica asked
the 12 members of the Al-Media Advisory Board to write
down their comments, summaries, interpretations or refu-
tations of the previous articles in the series. Six of the 12
discuss such topics as magazine-of-the-air tv concept: out-

of-iome radio audience; 10 questions to consider in time
Luying (31 Mayv 1954 issue).

% ¥

PART 235. “Media article 25: Conclusions by Advisory
Board.” The last six of the 12 members of the All-Media
Advisory Board present their comments. criticisms, inter-
pretations of the previous articles in the series. Among
the topics discussed: relationship among distribution.
product and media; importance of cumulative advertising

impressions; ratings as a vardstick (14 june 195% issue).

¥R ¥

PART 26. “sroxsor’s conclusions.” Final article in
the series gives personal observations, conclusions drawn
from hundreds of interviews. surveys conducted in course
of 22-month study. The study involved interviewing per-
sonally ~ome 200 of the leading advertising experts in nine
cities. It meant 14 trips. 11 separate mail survevs, one of
them alone covering 1,000 advertisers and 1,000 agencies.
Among sPoNsOR’s conclusions: The advertiser, agency or
broadcaster wlho stops trying to find a better method of
evaluating media will fall behind (28 June 1954 issue

T R st

SPONSOR’s All-Media Advisory Board

George J. Abrams . ad director, Block Drug Co., Jersey City
Vincent R. Bliss .. _ _executive v.p., Earle Ludgin & Co., Chicago
Arlyn E, Cole.__ _______president, Cole & Weber, Portland, Ore.
Or. Ernest Dichter.___pres., Inst. for Research in Mass Motivations
Stephens Dietz _v.p., Hewitt, Ogilvy, Benson & Mather, New York
Ben R. Donaldson . ad & sales promotion director, Ford, Dearborn
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Marion Harper Jr. _president, McCann-Erickson, Inc., New York
Ralph H. Harrington.______ ad mgr., Gen. Tire & Rubber Co., Akron
Morris L. Hite ... president, Tracy-Locke Co., Dallas
J. Ward Maurer . ad director, Wildroot Co., Buffalo
Raymond R. Morgan____pres.,, Raymond R. Morgan Co., Hollywood
Henry Schoachte . _____senior v.p., Bryan Houston, New York

41



—

fhy

This map is J. Ward Maurer's guide in ad planuning

Wildroot breaks U.S. into 100 natural product distribution areas, plans each market's
budget separately. Maurer, ad director, buys as many radio announcements in each

market as budget permits, uses at least one comic-strip weekly per market.
Budgets are based on sales, past experience

over money goes to other media.

Wildroot has 100 a

Left-

Company believes market-by-market approaeh avoids waste in spending.

helps achieve proper balance between local and national ad media

"fildr(ml is unique because:

1. It has 100 ad budgets. not one.

2. It spends 3590 of its over $3 mil-
lon ad hudget on spot radio. nothing
on network radio or tv.

3. Tt has had onlv one agency over
the past ) vears- -BBDO.

1. It has a unique jingle which its
own ad director, J. Ward Maurer.
wrole 11 vears ago and which is sill
going strong.

Walk into J. Ward Maurer’s office

and the first thing that catches vour

42

by Keith Trantow

eve is a big map of the United States.

Maurer is advertising director of the
Wildroot Co. in Buffalo. The brighth
colored map on his wall isn’t a politi-
cal or geographic one. It's an cconom-
ic map showing the Wildroot's whole-
sale trading areas. the distribution
arcas surrounding the cities where
Wildroot jobbers and wholesalers have

000

case history
O O

their warehouses tsee picture abover.

‘That map is the basis for Wildroot's
national and local advertising budgets
(principally for Wildroot Cream Oil
hair tonic). Why does Maurer reh
on cartography when planning his ad-
vertising program? Why does he split
the country np into a hundred mar:
kets? Here's what he says:

“1 belicve that all national advertis-
ing should be looked at carefully.
When vou break down vour national
advertising media on a county-by

SPONSOR




county basis—or, as we did. on a mar-
ket-by-market basis—you see that you
can’t cover the country with national
advertising alone.

“In too many markets you'd be over-
spent.

“To cover the country, you need
both local and national advertising.
But that poses a toughie: How do you
know how much you should put into
national? How much into local?

“So we break the country down in-
to natural distribution areas. Then
we get the circulation figures for na-
tional and local media for each county
which is within the distribution area.
Fromn these figures we can determine
exactly what each medium costs us in
the market.

“Maybe we discover we’re not get-
ting good coverage from national me-
dia in a certain market. Then we know
we should use more local media. We
can figure out how much money we
should spend in local media by know-
g the population of the market, the
cost-per-1,000 of reaching potential
customers and the cost of the national
media in that market.”

For every color (representing a dif-
ferent market) on the big map on
Maurer’s office wall there is a separate
budget.

When Maurer and his staff figured
out the Wildroot wholesale trading
areas, they just happened to end up
with an even 100 markets.

“When I say we have 100 markets,
it looks as if we arbitrarily divided the
country into a hundred pieces. We
didn’t. That’s how many wholesale dis-
tribution areas we have,” he explains.

There are other advantages, besides
allocation of national and local media
budgets, to working on a market basis.
For one thing, says Maurer, you can
get county-by-county statistics that will
help you figure out what your sales for
the whole market should be (by add-
ing up the counties in the market).

On the county level, Wildroot uses
Commerce Department, Census and
Nielsen figures, ainong others. Maurer
told spoNsor:

“I believe that our 100 market ap-
proach is at least somewhat unique. I
have no doubt but that Procter & Gam-
ble, and a few similar companies, who
are so research minded, have been
working on this same principle, and
perhaps have perfected it to a finer
degree than we have been able to do.

“However, from my knowledge of
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Wildroots approach boils down to:

1. 100 advertising budgets—one
P

for each wholesale distribution area

=. Cost of national advertising broken down by a county hy-county

3. Each local ad budget depends partly upon national media cost in ar

4. Lutire radio advertising budget

$1.1 million goes into spot

3.  Wildroot retains campaign theme, ehanges media, way media are used

G.  Ageney considered business partner rather than strietly idea factory

Sl 1t et

what other companies do, and the peo-
ple that | have talked with in commec-
tion with my ANA activities. [ be-
lieve that any companies who have em-
ployed this approach are certaiuly in
the minority and if sPONSOR can do 1o
mmore in this article than to stiinulate
the thinking of the majority of the
companies who have not attempted this
approach, I think it is a worthwhile
contribution.”

The budget for each of the 100 mar-
kets now is based on Wildroot’s sales
figures and the company’s own past
experience. But Maurer says:

“We do not consider only the sales
and advertising relationship. but also
take into consideration such factors as
the total hair tonic industry sales, on
the market-by-market basis; share of
market figures which are furnished by
the A. C. Nielsen Co.; male popula-
tion figures according to the 1950
census. ete.”

At present 11% of Wildroot’s $3
million-plus media budget goes mto
national media—and currently nation-
al media consists of only magazines.

Thus, about $2.7 million is going
into local media. This is fairly new
for Wildroot which, in the past, allo-
cated most of its budget to national
media. “But when you look at it from
a market-by-market basis.” savs Mau-
rer, “it becomes apparent that a com-
bination of local and national adver-
tising is the only thing that makes
sense.

] do not mean to take a crack at
national advertising. However, I think
mmost people who seriously study the
proposition will find out that a combi-
nation of both national and local i~
ideal.”

Two basic media for all Wildroot
markets are spot radio and daily news-
papers. More than a third of Wild-
root’s total ad budget goes into spot
radio, with the company currently us-
ing more than 500 stations.

In each market, Wildroot buys at

leasl one comic strip per week in a
newspaper. And as many radio an-
nouncements ax it can afford. 1f there
is money left over for use in a partic-
ular market. it is invested i car card-,
television, outdoor and other media.

While each of the 100 budgets now
is based on sales figures and past ex-
perience. Maurer believes that it i
ouly a matter of tune until he can fig-
ure out the potential sales figures for
each market. With this data. “it ma
be more intelligent for us to base ad-
vertising budgets on each market’s po-
tential,” says Maurer.

“If that happens, and with the op-

portunity to sales test in those mar-

kets, then we may get clo~e to finding
the answer to a problent we’ve won-

Copy tests sold Maurer on using Fearless Fos-
dick for '54 campaign. Fosdick ads embody
"Get Wildroot Cream Oil, Charlie" jingle

theme used past 12 years. Maurer wrote jingle
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deved about for a fong, long time:
When do we reacl the point of dintin-
ishing returns?

“It took an awfully long time to
work out 100 market-. and to
make up a different budget for cacl
market,” Maurer adds. “IUs still tine-

our

consuming.”

For Maurer, however, the problem
doubtless was a lot easier than for oth-
ers less mathematically inclined.

At an

W hite Sulphur Springs a year ago

advertising convention 1n

Maurer was asked by a sPoNsor re-
porter after a golf game how much a
golfer would lose if lie lost every bet
at 10¢ a hole. to be doubled on each
hole. In less than
tween s=oaping and showering- Mau-
rer had it igured out: “Over $13,000.”
(Fxact figure: $13.107.20.)

In discussing Wildroot's advertising
history, Maurer will tell vou that
“there are two ways of advertising
our kind of produect.

“One: Take your pick of media.
then stick with it with bulldog deter-
mination, changing only your theme.

“Two: Take a theme, stick with it,
and change only your media and the

one nnnute be-

way you use the media.

“We do the latter. We've used the
same theme——get Wildroot Cream Oil
Charlie’—for 12 years. Instead of
changing our theme, weve changed

Ageney is “business paviner'': Wildroot, BBDO ad execs
hold frequent meetings to exchange ideas, information.
been firm's agency for over 40 years, is regarded as "business part-
ner'' by Maurer, is in on all planning from beginning. Below, I. to r.,
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media and our media use”

Now spending 357 of its budget in
spot radio, Wildroot is not worried
about of tv
any given market. 1t does huy radio
thne to avoid tv competition, however.

the number stations in

msofar as the period of day is con-
cerned.

Maurer, through Wildroot’s agency,
BBDO, vsually Luoyvs radio announce-
ments in the carly morning, late in the
afternoon  (to catch teenagers
Maurer 1~ convineed it 1~ important to

since

get customers while they’re yvoung),
Maurer tries to
reach a male audience. “Of course.”
lie <ays. *‘it’s hard to reach an all-male

some late at night,

audience, hut we do want a pretty
good part of our audience to be male.
We also want a young audience. Prac-
tically all our advertising the past 10
or 15 vears has heen planned with the
idea of not only reaching men, but also
young fellows.”

As Dbasic to Wildroot’s advertising
strategy as its never-changing theme i<
its use of the Wildroot singing com-
mercial-—now considered a classic in
the realm of musical announcements.

Maurer wrote the words and music
to the jingle in 1942. He won't say it
made Wildroot the largest selling hair
tonic overnight, but he’s pretty sure
it helped in boosting Wildroot to its
claimed No. 1 position.

BBDO has

root media director.
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Wildroot’s jingle has been on the
air since 1943 but it didn’t mark the
company’s  first  radio experience.
Wildroot used air media as early as
1932. but until Maurer's jingle came
along the firm's radio results were
somew hat discouraging.

Back in "32 Wildroot sponsored a
weekly  15-minute program featuring
an “Llizabeth May” who gave women
hints on the care of the hair. There
also was some spot activity : Wildroot
had participations, for example. on Ar-
thur Godfrey’s Sundial on WJSV (now
WTOP). Washington. D. C.

There was a three-year hiatus. then
Wildroot sponsored a program in its
home town of Buffalo during the last
13 weeks of 1935. The company want-
ed to build it mto a show of network
calibre but it never quite came off.

The yvear 1936 Wildroot would just
as soon forget. lvervthing went into
radio that vear nearly everyv nickel
of the §250,000 budget. Results were
le~s than astonishing.

About the time Wildroot was louk-
ing around for a program in ’36. Ted
Huzing had just published a hook. 10
Years Behind the Mike. Wildroot hired
Husing on CB3. put him on a show
named after the hook, gave him musi-
eal support from a group called The
Charioteer~ (one of The Charioteers.

(Please turn to page 224)

Alan D. Lehmann, BBDO a e (seated). Earl Obermeyer, asst. to Wild-
root ad dir. (standing), J. Ward Maurer, Wildroot ad director, Jay
Larman, asst. a e, BBDO ([standing right), Charles Dentiger, Wild-
In center: star of Wildroot commercials, Fosdick
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10 TOP CASE HISTORIES

Updated condensations of SPONSOR articles appear below. Many other condensed articles

plus capsule result stories appear in Radio Results and Tv Results, out this month

ARERICAN AIRLINES: ALL-NIGHT RADIO

MiUSIC GETS BIG AUDIENCE AT LOW COST

Artiele appeared 1 May 1953

Frw businesses are as competitive as airline operation, and
uo airline ean stay on top of the heap unless its management
vomes up with a steady stream of fresh ideas—partieularly in
the twin fields of advertising and airline promotion.

in summer ’52 C, R. Swith, the hard-driving Texan who is
A A% president, spotted a new advertising opportunity for his
airling. An executive who often sits up half thie night to go
over dotailed reports from far-flung AA regions, Smith just as
uften keeps a radio going at his elbow. How many others,
Zmith wondered, also tune their radios to all-night broadcasts?

Rezrarch executives of CBS and Ruthrauff & Ryan, AA’s
apeary, scheduled a meeting. The findings: andiences are big
arl eosts are low in nighttime radio.

Ex the end of 1932, there were many conerete developments.
{'B5S Radio Spot Sales liad quietly c¢hecked with five owned-and-
operated CBS outlets ~WCBS, WEET, WBBJ, KCUBS and KNX

gud a key affiliate, WTOP.

When the eontract was signed it proved to be a corker. Con-
vineed that it had the right time slots and the right program

Cig of the hetiest trends in the cigarette bnsiness today is
the sizzling sales ¢limb of king-size brands. And the lottest
king-size hrand is Pall Mall

Like all big eigurette advertisers, American Cigarette and
Cigar {divizion of Awmerican Tobacco) places over 30% of its
budget for mir, srOwsor estimated that somewhere between £5.5
and =6 arillion would be spent to advertise Pall Mall in 1953
amtl ahont three quarters of this would go into radio and tv.

The tv bost trind had been hitting Pall Mall hard, what with
it eurr¥ing two network shows, The Big Story and Doug Ed-
wards and thie News, So American Cigarette and Cigar aund its
agener, SBullivan, Stauffer, Colwell & Bayles put a tv show on
alternate weeks. Tle program affected was The Big Story, the
alternate-week partner, The Simoniz Co.

The wew surplus was diverted to other media. Ialf went to
tipgazines aud Sunday supplemnents, half into spot radio.

The vampaign iz Pall Mall’s biggest in spot radio since its
Tumemrs saturation drive during 1041-°42. It ’s in 43 markets daily.

Tobiiweomen linye been watching Pall Mal’s meteoric rise for
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format, AA made a deal for the largest single Dlock of radio
airtime in broadeasting history—30,000 hours over a three-year
period. Cost for time and talent: an estimmated $£1,300,000.

The midnight-to-dawn (five and one-half lLiours) shows deliver
plenty of advertising eoverage to the sponsoring airline. By a
conservative CBS estimate, something like 80% of AA sales
territory is within easy reach of the six CBS outlets.

Program policy: The problem which faced A\ and CDS from
the beginning was to find a program with wide appeal.

AA’s shows feature a smooth blend of concert favorites, show
tunes, operatic excerpts and popular symphonies.

Commercial poliey: Early in the game, A\ and Ruthrauff &
Ryan decided commereials would be live, in semi-ad-1ih style.

During the first two hours of any of AA’s shows, the com-
nmercials are tailored to the particular market.

The last three-and-a-half hours of AA’s all-night shows fea-
ture institutional pitches which are general. * Kk K
What's happened since: AA’s radio contract as reported above
runs until 13 April 1956, Air advertising today is unehanged.

*i PALL MALL: AIR GETS OVER 509, OF BUDGET,
HELPS MAKE CIGARETTE NO. 4 IN SALES

Artiele appcared 23 March 1953

a number of vears wondering, how did Pall Mall do it!

One of the keys to the solution is another question: Are
Pall Mall sales on the rise because it is king =ize, or are king-
size sales on the rise becaunse of Pall Mall?

1t should not be surprising to learn that Paul M. Haln, presi-
dent of both American Tobacco and Ameriean Cigarette and
Cigar, favors the latter viewpoint.

Those who take the opposite viewpoint, nanmely that Pall Mall
has been riding a king size trend anyway, come up with this
analysis: (1) King-size cigarettes are on the way up because
consumers feel thiat the extra length filters out nicotine. (2)
Kings are popular with womeu. (3) Appeal to economy-minded.

Two more reasons are often given to explain its suceess:

1. Consistency in adrertising. Copy themes are fairly stable.

9. The pack and color. The design and color (‘‘Pall Mall
red’’) of the pack had a lot to do with its suceess, * * X
What's happened since: Firm sponsored ABC' TV s Ray Dc.ger
show this past season, is switching to Danny Thomas, ABC TV,
in fall. The radio drive continnes through ’354.
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CASTRO CONVERTIBLES: ONE STORE BECOMES

.n-..*"

Can 2 loeal retail store fit ty into its advertising budget!

Castro Convertibles, until 1948 a single store with a handfu)
of sualesinen, found that the small advertiser ean afford tele-
vision, and, furthermore, that elever use of air media can he
the skyrockel to suceess.

Today, Castro Counvertible sofas are manutactured in several
plants, are sold in seven stores in the New York metropolitan
area, Until his debnt in television in 1948, Bernard Castro,
president of Castro Convertibles, never sold more than 100 units
a week in his small 21st Street and Sixth Avenne store. A
SPONSOR guesstimate places Castro’s present sales volimme at well
over £10 million. Ageney: Newton Advertising.

Known sinee 1945 for his menrorable tv commercial, Castro
began uvsing radio in October 1950 to get frequeney of jmpact.
Here is Castro’s formula:

Use tv for prodnet demonstration, and to identify copy theme
(in Castro’s case: *‘easy to operate’’) with produet. If your
product is bought by women for the home, place your com
mereials near early-evening programing to create demand by
the entire family.

Castro got the idea for a fihu ¢commereial the firm hius heen
using ever since 1948 when he saw Bernadette, his five-year-old
danghter, trot iuto the living room and open the living room
sofa nnaided. Tt hit him immediately: Show Bernadette in the
film actually opening a Castro Convertible. Copy theme: f¢So
easy to operate, even a ehild can open it.*’?

G

Ve B e il e
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Article appeared 13 May 1953

$10 MILLION BUSINESS WITH AID OF TV

This 60-sccond  film was shown onee weekly starting July
1945, then gradually, as Castro saw the results of the demon-
stration, the schednle was inercased. Today the fihn runs about
nine times a week in New York and as otten as 15 times weekly
m other areas where Castro l‘('('('n[ly opened new showrooms.,

Varions faetors not connected with advertising may  have
hielped toward his growth: (1) The housing shortage in the late
Forties was very acute, henee the trend towards smaller, com-
pacter apartments in the metropolitan area. (2) The market
for convertible sofas was wide open. Though they'd heen
available in some form since the Twenties, they were little
known to the publie. (3) Castro was among the first designer-
wanntacturers to develop a eonvertible which filled both the
need for eommfortable sleeping at night, and was a handsome
picce of furniture during the day. However, the little girl
opening up a Castro sofa by herself in his television commercial

probably contribnted more than anything else toward making

Castro a honsehold word in the New York area, Castro believes,

SPONROR ostimated that Caxtro spent some #400,000 annually
on radio and television in 1953. He places his newspaper adver
tising dircet—full-page ads announcing a speeial sale,

On radio Castro nxes 6G0-second mumouncements, alko sponsors

10- and 15-minute segments on four d.j. shows. Announcements
are preceded by jingle sung to mandolin accompaniment. % % %
What’s happencd since: Today Castro has added four show-
rooms ontside N.Y. in the East, has expanded air to new areas.

SHELL CHEMICAL: SPOT RADIO IS FLEXIBLE,

SPEEDY MEDIUM FOR INSECTICIDE MESSAGES

e Article appeared 26 Janvary 1953

There are few businesses as unpredictable as the business of
supplying agricultural insecticides to farmers. lLinked as it is
with farming itself, it is plagued by the wanton habits of
weatler, by floods and drought, by the sudden appearance of
insect pests.

An advertiser secking to put across his message to farwers
when it is most timely needs a flexible medium. Shell Chemical
Corp. has found that flexibility and speed in spot radio.

Here, in a nutshell, is why Shell Chemical needs a medium
like spot radio to reaeh farmers:

Item: Shell advertises its inseeticide, Aldrin, for a varicty
of eotton pests. Advertising must be timed with the appearance
of eaeh pest.

Ttem: Shell’s soil fumigant, DD, must be applied hefore
ecrops are planted. Moreover, the gronud must be jnst right—
not too hard, not too soft. Therefore, Shell, its field reps and
its ageney, J. Walter Thompson, mnst he on the ball to eateh
the farmer with radio commiereials at the proper time.

Ttem: A Rhell jusecticide was approved by the 7. 8 Depart-
ment of Agrienlture for a eertain erop in a certain arex last
spring. It was too late to apply the insecticide by the usual
method and speecial instrnetions for the farmer were necessary.
The fastest way to get these instruetions to him was by radio.

Shell’s advertising manager, Merton Keel, sald, ‘“We ecan
have copy on the air 48 hours after a eall for help from our
field reps. There's no other ad medinm that will do a job for
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us as fast as thaf.

““We hike radio for its cconomy, too,”" Keel added. ** Aetually
we spend less than 109 of onr ad hudget on radio, but don’t
forget that farm radio is pretty cheap. We can buy two an
nonncements a day on a station for as little as £5 or £10. That
means 100 or less for a two-week campaign.’’

Shell Chemieal confines its radio advertising to four agricul-
tural chemieals: Aldrin, Dieldrin, D D and ammonia. The first
two are new syunthetie imseeticides. 1V 1) is aimed at submiero
seofiic pests.

Ad Manager Keel savs this about radio: ‘It can command
the tarmer’s attention during certain periods when no other
medinm will work. Throngh research, we know these periods are
in the carly morning and during noontime. When the farmer
is busy, e generally takes time out only to eat and listen to
wesnther, market reports.”’

Shelt Chemieal s time buyving approach, therefore, is more or
less fixed to one pattern—two annonneements per day dnring
the week, one in the early morning and one around noon. Time-
buyers look for adjacencies to newseasts, espeeially those con-
tainming weather and market reports, * Kk K
What's happened sinee: With its produets ““oversold,’” Shell
sayvs it will nse little radio this year anless emergeneies oecur.
In '33 there were radio eampaigns for Mdrin, Y D and Dicldrin.
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Ten years ago, quick-cooking Minute Riee was just a gleam
Ain General Foods’ corporate cye.

Today, Minute Rice is a fast-selling, nationally distributed
produet backed by a spoNsor-estimated &2 million ad campaign
whicli includes shared sponsorship of two of tv’s top network
programs—Bob Hope (NBC TV) aud Mawa (CBS TV)——maga-
zine color spreads (Life, Satevepost, women’s wmagazines) and
extensive point-of-purchase material.

All of General Foods’ leading competitors in the £1035 million
sunual (U. S, cousumption at retail level) rice husiness admit
that Minute Rice rauks in the top three in sales and is tle
most-advertised rice brand on the market todayv.

Here's how the Minute Rice ad eampaign shaped up:

In 1946 General Foods’' marketing experts selected Atlanta
and Philadelphia as the first targets for Minute Riee. l.oeal ad
drives in these markets were spearheaded by radio annonuce-
ments and newspaper insertions via Young & Rubicam,

January 1949 marked an advertising landmark in the growth
of Minute Rice. The produet reached a sufficiently advanced
state of distribution to warrant a switeh to national-level ad
media. On the air, Minute Rice began to share sponsorship
(with other GF produets) of Second Mrs. Burton, a radio day-
time serial.

In 1951 television was reaching stature as a full-fledged ad-
vertising medium. Early in 1951, GF added Minute Rice hitel-
hikes to the afternoon tv Bert Parks show (NBC TV), concen-

Article appeared 29 June 1953

The Borden Co.’s air media buying primers are stacks of
“‘target folders’’ loaded with vital information pertaining to the
radio and tv habits of people who live in major U. 8. markets.

In 1953 Borden spent every nickel of its £2,350,000 air bndget
($1.6 million for spot tv, $750,000 for spot radio) on the basis
of these ‘‘target folders,”’ or **blue books.’’

Borden lays out its air media plans on the basis of distribu-
tion of its products in specifiec territories. Each market is treated
as a separate entity and many factors are considered in planning.

It nses three ageneies: Young & Rubieam, New York; Tracy:
Locke Co., Dallas; Griffith-MeceCarthy, St. Petersburg. In 1953
only one of its divisions, the Food Products Co., was sponsoring
A network show: Treasury Men in Action on 43 NBC TV outlets.

Here are some tips on buying loeal radio time from William
B. Campbell, Borden’s assistant advertising manager in charge
of radio-tv, gathered from practical experience and on the basis
of extensive researcl eontained in the bluebooks:

1. Decide what audience should bc reached. Istablish age
level of best prospects so you ean program to reach them.

2. Determine what time of day vou can best reach prospects.

3. Determine if you want large turnover. Do you want to hit
a limited but loyal audience at the same time each day several
days of the week; a larger number of people at the same time
several times a day several days of the week; still more people
with spots at varying times during the week?

4. Analyze the various stations’ programing. Which has greater
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MINUTE RICE: RECIPE PROMOTIONS ON TV

" STRETCH IMPACT OF SHARED NETWORK SHOW

dArticle appeared 30 November 1953

trating on visual demonstrations of Minnte Rice's casy to cook
quitlitices.

With produet sales still elimbing the mext year, Minnte Rieo
stepped up its tv, radio and magazine expcenditures, passing
the $1,000,000-annually mark. The tv approach was shifted to
an evening show, and Minute Rice became onc of the featured
GY produets on Mama (CBS TV). Iitehlhikes for Minute Rice
were added to the nighttime rudio Bob Hope Show (NBC
Radio).

In the first half ot 1953 Minute Rice continued to be featured
on Mama, and advertised lieavily in magazines and newspapers.
(sPONSOR estimates that in this January through June period,
GF spent about 900,000 gross in tv, and about the same anmonnt
in magazine and newspaper ads.)

Later on in the year, Minute Rice’s advertising emphasis
shifted even more strongly in favor of big-time tv. Minute Rice
as wentioned earlier, wus an alternate-weck sponsor of Mama,
seen Friday nights on CBS TV. But much of the Minute Rice
air effort was concentrated on the monthly Bob Iope show, scen
once a month on Tuesday nights ou NRBC TV,

GI' has evolved a system for waking the high-priced impaet
of network tv last and last. The secret: periodiec recipe promo
tions which are featured on tv and then plugged heavily at
point-of-sale and in print. * K Kk
What’s happened since: The sponsor is now taking a suminer
hiatus, plans to return to Bob Hopc and Mama in the fall.

BORDEN: DETAILED RESEARCH IN EACH MARKET
INFLUENCES LOCAL RADIO PERSONALITY BUYS

share of andience? Programing usually reflects management.

5. Try to buy best local radio personalitics. Yon're going
loeal, and you want vonr advertising to have strong local appeal.

6. Explaiv strategy te local personality. Kuowledge of prod
uct, strategy by local personality will make messages convineing.

7. Kuow your local station management persoaally. Show
station how it ean help merehandise program.

S. Addvise local managcers of air strategy.

9. Constantly recvaluate programing. Know what competiti
is doing in the market. Constantly reevaluate your commercidls
and programing fo insure they're doing best job for products.

To achieve its aims Borden airs approximately 11,000 com
mereials on 50 tv stations and over 100,000 commereials on
radio outlets annnally. In radio Borden leans heavily on
leading local female personality who has won aeceptance w
a hard core of housewives in the area.

Campbell’s researeh bluebooks are updated at least o a
vear and always include data from previous examination:
same imarket for comparison purposes. Campbell says,
the aid of these analyses we ean spot a trend in a hurry.’” * * %
What’s happened since: Today Borden is eonfinning its heavy
use of spot radio in about 130 cities (160 stations). Tts primar
tv effort consists of a network show, Justice, over 43 NBC '
stations. Spot tv ix used only in key cities whieh not ¢
the network show. The Food Produects Div. is now consideri
buying into the Garry Moore Show, daytime CBS TV

“\With
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s R CREATE “PHENOMENAL"” SALES RISE FOR WINE

MOGEN DAVID: PSYCHIATRY AND TELEVISION

Article appeared 26 Janunary 1953

Television and psychiatry have lielped build a sacramental
kasher wine into a leadiug table wine in two yeuars,

Mogen David has swept to the top among sweet Concord
grape wines in mauny markets across the esuntry, I fact ines
¢ Dines calls 1t probably the most phenomenal rise of any
brand m U, N0 wine history. Ageney: Weiss & Geller,

The 1433 budget was around £1.4 million (up £100,000 over
323 with 2300,000 in tv, £330,000 for radio.

The Wine Corp.’s first tv show, Can You Top This?, ABC TV,
ran on about 15-20 stations in 19530,

Results? According to Marvin Mann, Weiss’ v.p., direetor of
radio tv and Mogen David account director:

““There was an immediate sales response to tv that hadn’t
been felt in the other media. We knew then we were going to
conecentrate on tv as tong as it brought such results.’’

The firm’s seeond tv show, Charlie 11ild, Detrctive, on ABC
TV and Du Mont, Manu says “‘ Proved eonelusively Mogen David
belonged on tv. With proper net and show, they eould effectively
use large-scale tv operation. Ior example, we offered a wine
recipe book free. Requests ran to 2,000 a week. A survey showed
later that 87% of the people who had written to request the book
imniediately bought Mogen David.’’

Starting 2 September 1952 Mogen David lLegan spousoring
Where Was I, a panel show on 39 Du Mont stations.

And Henry Markus says of tv, ©*We're sold on television
beeause we can show the product and talk about it at the same
time, This visual and auditory impaet makes it twice as effeetive
as any other medium,?’’

Itow doees psychiatry enter into sclling Mogen David? Ed
Weiss has been interested in the subjeet since he majored in
sociology at the University of Chicago (Ph.B.,, 1922 His
agencey has made an intensive study of how social seiences can
help advertisers uneover consumers® real feelings.

Ite says of Mogen David, *¢1t’s a swect Concord grape wine
with sugar added aund only 147 aleohol by velume. It’s differ-
ent from the regular (Mfalifornia and French nmported wines.

““First we consulted the soecial seieutists and from them ciine
nmany ideas, but there was one in particular that stood out in
almost cvery discussion we lad.

““Ome psychologist said, * Wine is related to festive cliildhiood
memories, to early fawmily closencss and gaiety.’

““We quickly realized the copy thcwmes that would set this
mood would lave to be a doorway to the pleasant world of
yvesterday. Among the themes that embody this idea: ‘A taste
of the good old days.” ’’ * * %
What’s happened since: Mogen David has been sponsoring
Dollar .4 Second over Du Mont (93 stations). Next season the
show is moving to ADC TY, with a 130-station lneup.

SEARS, ROEBUCK: RADIO HELPS SELL MEN

IN MORNING, WOMEN IN AFTERNOON

Article appeared 23 February 1953

The myth that rudio can't do a good, eonsistent job of selling
for department stores has been exptoded many times but never
with a louder bang than in Tucson, Ariz.

The Sears, Roebuck store in that eity has been doing an
effective job with radio selling for nearly seven years.

The Tueson SKears manager, Edward B. Carmack, says:

‘“Radio is becoming more and more important as an adver
tising medium. Its ceffeetiveness, though, depends largely on
programing and presentation. Radio stations should look in the
mirror to see why they are not setling more time to depart
ment stores.”’

Thix ix Nears’ over-all air strategy:

1. An early morning (8:13 to 9:00) show ecalled 43 Minutes
from Broadway on KTUC, Consisting of musie from Broadway
shows, it runs seven days a week.

2. A late afternoon (4:30 to 3:00) show cutitled .drizona
Hayride on WCNA. Run by disk jockey Bob McKeehan, it is
on five days a week, combines Western hillbilly  musie  with
folksy chatter.

Speeial sale announcements using all five Tueson stations.

The merning show ix an execllent example of how 2 radio
station van do an imaginative job in progranthig. The programn
is broadenst by IKTUC’s general wnuager himself, Lee Littlo.

Lattle handles the program with an iutormal touch. 1le gets
deseriptive advertising material from Ralph Knapp, Sear's ad
manager, bhut ad libs around it. 1f Le sces an unusual item in
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the mass-market store (recently it was mink coats | he’ll add a
line about it.

Carmack considers this type of programing unusual for a
niorning show, at least in his experience. But le feels that it
serves the purpose of bringing into the sture a type of eustomer
- such as professional wien-—who might otherwise have never
Lecomne aeqguainted with the Sears line of goods.

If the morning show is tops in selhing hard goods to men, the
afternoon show execls in selling other types of merchandise to
wouren. MceKechan 1s a well-known disk joekey in the Tueson
area.  Ihe makes personal appearances with his own band in
KCNA’s eoverage zone and broadeasts a Saturday might dance.

Sears buttresses itg daily air impact with announcements for
special events. These announcements sometinies run up to 3t
a day for three- or four day periods. In addition te KTUC
and KON A, the store uses KOPO, KTKT and KVOA for these
special events.

Carmiek savs that dollar for dollar a sustained program will
usually bhring in wore results than announcements, But he finds
the occasional jabbiug of a promotional needle uecessary for
over all salex results, * Kk *
What's happened sinee: The Tueson Sears store i now in its
itth conscutive year of sponsorship of 45 Vinutes from Droad-
way over KTUC, It is alko still using drcona IHayride
KCUNAN. The two shows constitute backbone of itx air advertis-
g, although annonnecwents are <till nsed for specinl events

over
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Adwen rauwk a: uue of the greatest concentrated promotion
glumpaipng n reecnl times the radio-tv sponsorship of the 1952
Primdential conyventions and Election Night returns by three
Hp applinnee frms—Admiral, Phileco and Westinghouse.

{(reat interest has been evineed in the advertising ficld as to
what eould haove Been the results from this campaign in terms
of {1} sales and (2) audicuees garnered by this incomparably
axpensive tie-up with public interest programing (it cost the
sponsats and networks involved about $12 million). SPONSOR
sxplorrd both these facets and here are the highhghts of what
has heen discovered :

1. #Bales: The three-network sponsorship not only sparked
anlps i1t a big way for the three companies but it served to
lift tha entire applianee industry as a whole out of its customary
gpmrmar slump.

2. Fromotion: The three firms agrec that they got a Dbrand
idrntity impact which will endure for a long time.

3. Audience: Nine out of every 10 radio and tv homes tuned
i to the conventions at one time or another. Tv viewing was
griviter in terms of gross home-hours than radio listening. On
tl pverage, tv sets were tuned in to the conventions for three
hipurs o day; radio-only homes were tuned in for approximately
hat that time.

Retrospection: The apphiance trio think it was astute of them
Y4 pick up the full tab on their respective networks for both

epnsvitlion and election returns coverage rather than to have

-,

APPLIANCES: POLITICAL CONVENTIONS GIVE
CONCENTRATED PROMOTION, SPARK SALES

Artiele appeared 12 Januwary 1953

let other advertisers join them in participation sponsorship.

Report on sales: I'robably the ontstanding sales result of the
conventions was the effect on the normal summer shunp in ap
phanece sales. There wasn’t any, Westinghonse Account Execu
tive Bill Ritenbaugh of Ketelmm, MacLeod and Grove told
SPONSOR flatly that this ‘‘can be aceredited to the tremendous
political eampaign package.’’

What was learned? l.ooking back on the convention, the
sponsors feel that the sething job was properly handled and
effeetive. They don’t econsider that the commercial intruded
and point out that, although a broadcast sponsor is allowed 10
of program time for conunercials, none of them used more than
half of the allotted time quota.

There was no difference in the basie commerecial approach
between the two conventions, There was a real effort made to
get more varicty, however, into the Democratiec Convention com-
mereials. Phileo, which put 11% of its tv commerecials on film,
made up 42 different commereial filins for the eonventions. Be-
cause all stations weren’t interconnceted, it was neeessary to
make 777 prints, the largest single tv print order up to that
tinte.

With itx 24 products advertised during the conventions, West-
inghouse used 2§ different live commercials with Betty Furness
plus 26 different flip eard commercials. Admiral sought varicty
by indoctrinating announcers in Admiral sales lore and then
letting them speak extemporaneously. * kX

: . NATIONAL SHOES: 1009, RADIO EFFORT

1‘.-',.- 1} :

‘‘Nutional Shoes ring the bell!’’ has been sung over the
radio siations in Greater New York hundreds of times each
week simee 1940, It is the jingle that has helped double the
nimber of National Shoe stores and multiplied the Eastern
reta'i] rhain’s sales volume almost five times in the past 14 years.

In 1940 when the Emil Mogul Co., Inc., took over the National
Shoo slores account, this chain of retail shoe stores was a print-
miedis-only advertiser. At the ageney’s recommendation Na-
tional Shoes put 100% of its advertising budget into radio.

Natinnal Shoes’ answer to its need for frequent impact on
8 iarye family audience is a combination of popular local music
programing and a heavy schedule of announcements throughout
the «kax. In 1953 its radio lineup included six New York sta-
tinng: WNEW, WINS, WMCA, WOV, WIIOM and WWRL.

Halional Shoes’ program buys are invariably 10- and 15-
ininuie segments of popular loeal d.j. programs.

U foreign-language and Negro programing blocks, National
Bhpes sticks to the 15-minute musieal show,

Nalicnal’s announcements are scheduled seasonably, with the
beaviest concentrations during spring and fall.

National’s ’53 fall spot schedule in New York included 20 to
40 announcements weckly on each of its six stations and 50 to 60
tusical programs o week (either 10- or 15-minute), on three

L of thiese stations,
: Maost memorable line of National’s jingle has been the refrain
— ENational Shoes ring the bell’’—which has become identified
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DOUBLES SHOE SALES, BUILDS IDENTIFICATION

o Artiele appeared 21 September 1953

with the retail chain through constant repetition.

During the past six years National Shoe announcements have
also been heard in Italian, Spanish, German, Czeeh and Polish.

National Shoes' 1953 ad budget is ‘*in the middle six fig-
ures.'’ In terms of the various media, here’s approximately how
this money is being spent: 67% for radio, 23% for tv, 10%
ror newspapers.

Since February 1930 National Shoes (through Emil Mogul
(C0.) has been sponsoring Time for Adventure, WNBT, New
York, Sundays 10:00-10:30 a.m. This program, produced by
Productions for Television, a Mogul subsidiary, features chil-
dren’s serial films, like The Lost Jungle, as well as a prize
giveaway to members of National’s Adventure Club.

The Emil Mogul ageney keeps close tabs on the efficieney of
its radio schedule by conducting regular media tests for the
account in the form of write-in discount offers. By comparing
the response pulled by one particular announcement either with
their computed average expectancy or past performance in that
time segment, Mogul ageney decides whether to keep a par-
ticular time or drop it. * * %
What’s happened sinee: National has expanded its radio an-
nouncement schedule to 13 New York, New Jersey, Connecticut
and Massachusetts markets in addition to its New York City
radio schedule. Emil Mogul buys on a 52-week basis in the 13
new markets as well, though schedules are lieavier before holi-
days. Its tv show, Time for Adventurc, continues over WNBT,
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Now for the first time. ..

here are the ntal facts on

vytime profile

It’s the first nationwide survey of Daytime TV audiences. ..
and it’s ready for you now.

IF YOU SELL.

soaps, soups, cereals cars, cigarettes, appliances, packaged desserts
home permanents, home repairs or almost any other product . .

YOU'LL FIND DAYTIME TV VIEWERS ARE YOUR BEST CUSTOMERS !

Here are the highlights of some of the findings:

Two out of every three TV homes are daytime homes.
Daytime viewers are younger.

Daytime famalies are larger.

More daytime famalies have children.

Daytime families have larger incomes.

Daytime families spend more for almost all products.

For example, compared to non-daytime viewers, they buy 17% more
laundry soaps and detergents...30% more shampoos...37% more packaged
desserts. .. 68% more new automobiles!

You just tell us what you want to sell, and we can show you

the facts on the best customers for your products and the most effective
programs to reach the greatest number of active buyers. Your local
NBC representative has the complete story. Ce}ll him today.

TELEVISION

a service of Radio Corporation of America




SPONSOR-TELEPULSK ratings of top

Chart covers half-hour sy:-dizated film

4
-

s

L

Top 10 shows in 10 or more markets R —
l':.n'k ':.'ﬁ Pcriod 1-7 May 1954 T MARKETS ¢.STATION MARKETS 3-STATION W
i i .
TITLE. SYNOICATOR, PRODUCER. SHOW TYPE U Y L4 |Bosten  ChIl. Mpln Seattle St L. Wash, | Atiants  BalL  Bofa
1 ' 1 | I Led Three Lives, Ziv (D) 259 140 85| 19.8 11.9 21.3 148 425 9.2 | 6.5 18.8 54.
| “des wnht KT fwnar-tr wgmoty ktpte knttv kedtv wton tf fwlw a uba tv wben t
I : - __§10 ipm Opm ' T:00pm 9 .40pm > dpm T Loprs 10 G0pm 10 "Opw § 9 30pm 10 Opm Y  Upg
I- o B T —— - — 5
N I'urorvite Stovy. Ziv (D) -~ i2.0 10.9 14.5 255 22.8 43.5 11.7 {14.0
- - w bt kity swnbq w oty kK gty k tv wtptv fwagaty
| - . 1_) L ‘«:00er1 i 9 30pm 9 0ug s Ghp 9 “hpm 10 :0pm t10 (wpm
_ 10.2 21.0} 16.3 15.7 248 285 24.5 { 16. : 1
2 | 7 | Badge 714, NbC Fim (D) 20.5 il /5 15
o | wor n ktty .cna -tv wgn-tv kKstp-ty k-2 1ty © nbw whs 3 wbal tr
| - Wwpm 7 30pm§ 6:00pm  $:60pm S .0pm Y 30pm ¢ 0opm |~ “Hpm 10 .30pm
| .. .. 11.9 129|158 17.4 19.5 21.3 127 | 11,3 13.0 384 2¢
1 g | cisco Kid. ziv (w) 20.2 3 13.0 3848
nt katb tv ]l wna tv ubkbh w otv km unbw [uaga tv wbal tv when .
I [ T i 30pm _5:0-..,.v-_4 'f'x»L : ?.N-.-tf N !; Opm 17 :00pm T 00pm T 0Opr i
| . 18.3 12.5 195 18.5 7.7 113.8 17.5
& I Mr. District Attoruey. Ziv (A) 19.3 8.4 6.9 . .
N Glbs T knxt Wi g ty wbkb  ketp iv koog v \\ugll tv | wsh tv whal v
| N - T:00pm 1 ovpe 419 tom 9:30pm 9 Lopm  10:00pm 10 °0pm § 7 oopm 14 g m
' | 205 5.4 238 13.0 9.2 g3
¢ ¢ | City Detective..MCA, Revue Prod. (D) 19.2 4.0 144 i
e wpix knxt wbz-t¥  whbkb  wreo tv king v wiop It war-tv ¥
1 L - _ 47 epwm 10:90pm] 10 30pm < stpm 9:60pm  .30pm _4 010 a 11:04pm ?.
1 . =
14.5) 15.8 24.0 31.0 11.8 13.3 25.
] - - 0 .
[ ! 3 Kit C(H‘SO", MCA' Revue Prod. (W) 19.2 kabe 1v [ wnac-I¥ king tv  ksd-tv ,‘"lwn wmar-tv when I
T 30pm § . & vopm v '00pm  2:30pm  00pm  6:00pm 3 :00p
. . _ j14.0 127 13.5 9.3 22.8 30.0 125 (168 14.5 39..h
8 1 Superman, Flamingo, R. Maxwell (K} 18.7 — knxt whkb  woeo tv king tv ksd-tv  wnbw | web-tv wbal tv wben
G:0U0pm  $ 30pm 5:00pm  5:00pm  6.wpm 5 3upm  T:00pm | ¢:00pm 700pm T.00p |
(Mu.) T 52 10.0 13.5 25.3 23.3 263 6.9 6.5 14.8 4. I+
[ Liberace. Guild Films u. o o _ . . I wiw s whal-tydaii
? h ::sl:vx;m -:‘(‘ZBOD!;I ?:m;m \F:Rl'ﬁ-{—l l;h““'!:l-_‘ k:winptm g ‘:r(\-l?, b 309:n lob.;O;:t'n GbOL'Ox) N
) . 17.9 7.5} 24.5 20.3 15.3 16.0 1 16.0 7.
10 | 8 | Foreign Intrigue, JWT, Shel. Reynolds (A) 18.2 1 bt knbh | whzetr ol LI — ol
l 10:30pm 7:upm | 1029pm » 30pm  >:00pm 10.30pm ¢10 WOpm ~ 00p B l
——
Rank  Past* Top 10 shows in 4 to 9 markets i
ow rank 2 H
.5
1 1 Craig Kenuedy. L. Weiss, A, Weiss (M) 19.2 fn-te B
| T 30pm
I _ —— —_— = =
’ 1 e 8.2
2 | o | Victory at Sea, NBC Film (Doc.} 17.9 .
H 10:30pm
] ——_— [ ol
] . . - 4.0 6.4 17.7 8.8 225
. Inuer Sanctwm, NBC Film (D} 17.8 .
3 wor-ty 13134 wnbq wtn-tv Kom (7
l 8 30pm :00pm 10 00pm 10:00pm 9:00pm 4
| . ] 4.7 7.9 7.9 19.0 43.
1 Captared. NBC Film (D) 16.1 = . et Kipe-tr -
9-30pm >:00piy T 30pm < 30pm e 1v .
T . 4.9 13.0
= 6 Heart of the City. UTP, Gross-Krasne (D} 16.0 . .
0:00 pmy 6.30pm ; B -
I N R V117 19.0f 180 220 7.8 109
¢ g | Awmos Andy. CBS Film (C} 15.0 :‘f'{fx,,',; ‘53;11 stz e kv s -r‘(\f.;,‘m mion-r «
— o 2.4 14.0 30.0
-+ 7 | Cowboy G-Men. Flemingo, H. B. Donovan (W) LS ) weeo tv ke v
% 3¢pm 2-G0pm 2. 0pm F
1 45 3.7 12.3 11.5 2
29 Joe Paloolia Story, Guild Films (A} i1.1 wabd Ko Koms 15 T“E&ﬁu ﬁtb:_,
—— - - 82 5.8 70.0 10.8 15.3
. Roeley Jones. United Tv, Roland Reed (A) 12.1 wnbt  knu wbkb  meco-ts king tv
) ¢ fdpm 5 00pra 5 30pm 12°%0pm 6:00pm N K
; o T 1735 104 185 5.0
Yy Hero, Official Films, Don Sharpe (D} 10.6 King-tv  Kstm-te
10 ’ ‘:”:,f' {5 - ‘rﬁ“;"‘ 9 30pm » 30pm

A) sdventure:

K ot symbole
e W) Western.

(M) mrsteey; (Mu) musieal,
broadcast in four ur more markets.

C eomedy; (v ) dvumentary; T Jdrama.
Films 1llsted are syndl ated. half hour length,
The average rating Is an unwelghted average of Indlvidual

K) KId show;

market ratlngs llsted bove.
While netwark shows are fairly

1954,

in which they are shown, this s tiue

Biank space indicates flm not broadeast in thls
e stable from one month to anotherd
to much lesser extent with syndics




|
mshows

tluy made for tv

=

Y 3:STATION MARKETS

;nyton Detroit Mllw'kee Phlla. S. Fran.

2-STATION MARKETS

Birm. Charlotte New 0.

2.5

19.5

42.3 17.5 22.3

3 hk tv wimj-ts¢ weau-tv Kron-tv
(;)‘p:l‘l ‘f‘\j'30pm 8:30pm T7:00pm 10:30pm

(NS

.'.0

16.3

wibk-tv
0:30pm

9.8

kgo-tv
7:00pm

20.3

wwij-tv

15.5 16.2 28.5

wean-tv  weau-tv - kpix

pm 10:00pm 9-30pm  6:30pm 9:00pm

{

17.0

WEVZ -tV

32.8 17.9 25.0

wtmj-tv weau-ty Kron-tv

30.5 56.8 50.0

wabt wbty wdsu-te
8:30pm  9:00pm 9:30pm
51.5 49.7

wbtv  wdsu-tv
9:30pm - 9:30pm

54.0 15.0

whtv wdsu-tv
9:00pm 11:30pm

26.3 27.0

whtv  wdsu-ty
10:30pm 5:00pm

7-00pm  4:30pm  7:00pm  7:00pm e
0 153 37.5 6.9 120 | 25.0 51.5 43.0
y Y ‘| vdsu-tv
. TWayz tv wtmj-ty  wptz  kron-tv wabt  wbtv wd
nr:h “‘J\:.zif)pll‘u ‘s;::[s‘bjpmv 10:30pm 7:00pm § S:30pim 7:00pm  T:00pm
© 7 14,5 56.7
‘bt
~tx wibk tv S‘:‘S()pvm
_pm 9.3upm
"w— -
%3 125 149 165 | 18.5 35.0
abt wbty
bk tv wptz  kron-tv hid i
”';(lln ‘:'-J:()l(lpr:) 6:30pm 1:00pm 6:00pm 5:30pm
3 175 265 21.2 155 | 19.8 33.8 255
q yabt wbtv wdsu-tv
iz-tv  wimj-tv weau-tv  kgo-tv pua - vd
9(1;1 2?&5():3 ;‘:(;Olnm 7:00pm :30pm | 6:30pm 5:30pm  5:00pm
‘F
70 19.5 42.5 10.2 21.0 | 280 48.3
yjbk-ty  wtmj-tv  wptz kpix wabt \\'(.]su-lv
k;;) ":lj::!(lx)l; 7:00pm 11:00pm 9:3vpm § 9:00pm 9:30pm
- i
I 130 109 9.3 | 28.8 49.0
= weau-tv  kgo-tv whbre-tv wdsu -ty
‘:ljzll))gpg 10:30pm 10:00pm i 3:30pm 9:30pm
-t ;
-\ S
13.3 5.8 55.0
weau-tv  kgo-tv wdsu-tv
6:00pm 10:00pm 8:30pm
40.3 12.4
wtmj-tv  whil-tv
9:30pm 7:00pm
11.3 19.3 52.3
wean-iv kron-tv wdsu-tv
7:30pm 8:30pm f 9:30pm
6.9
wiil-tv
1 7.00pm
4.5 16.8 42.0
ety kron-tv wdsu-tv
10:30pm 10:30pm 10:00pm
+ )
15.7
kpix
7:30pm
10.3 10.2
wibk-tv kgo-tv
) 12:30pm 6:00pm
| 36.0 11.3
wtmj-tv kpix
3 5:00pm 5:00pm
16.8 22.5 10.0
wevz-ty  wtmij-tv kron-tv
/__i 5:30pm  10:30pm 5:00pm
4,} 11.5
¥ kgo-tv
,ﬂ‘ 10:00pm

© € ine in mi
#-104is chart,

nd when analyzing rating trends from one month to
“Refers to last month’s chart. If blank, show was

1 fall in last chart or was In other than top 10.

MIN-TV s RESULTS!

... “From 3373 cases to 7668 is a terrific increase
for Squirt in the month of March which is certainly
not ideal beverage weather in Minnesota. We inuxt
admit that most of this was due to our program on
WMIN-TV. Results were almost immediate.”

Kenneth C. Carlson
President
Whistle Bottling Company

. .. “Record breaking crowds in our 9 stores on the
Monday following our first TV show have to be
attributed almost entirely to your station. We cer-
tainly appreciate your ‘above and beyond the call
of duty’ cooperation in promoting the first of our
regular weekly Red Owl Theaters.”

“Mike” McMahon

Advertising Manager

Red Owl

... “Over 200 people packed the lot the day aftcs
our 2nd showing of the Charlie Chan Theatre.
Because they were there specifically to see our 10
TV Car Specials we had fast and certain proof of

WMIN-TV’s effectiveness.”
Hess Kline

President
Kline Oldsmobile

... “The biggest year in our history looms as our
sales have more than doubled as a direct result of

the Perma-Glass Weather Show on WMIN-TV.”
Larry Swanson
Sales Manager of the A. O. Smith Dept.
of the R. R. Howell Co.

... “Our 150% May sales increase is due in great
part to your Captain 11’s sincere way of handling
commercials. We want you to know that we appre-
ciate the genuine appeal that you are developing
among the children for Bosco.”

S. N. Bearman

President
S. N. Bearman Brokerage Co.

TV

Channel 1

... “I can say without exaggeration that the cam-
paign that we are now using for Dox Toothpaste on
your Captain Eleven Series has been the most suc-
cessful of anything we have tried on television so
far. WMIN-TV will be given an increased share
of our coming advertising budget.”

C. W. Zaum

Secretary

Dox Company, Inc.

MINNEAPOLIS — ST. PAUL, MINN.

REPRESENTATIVE BlAI I‘ZJ




DRUG STORE

TOOL

SPONSOR: Ravemore Drug Stores AGENCY': Mark Schreiber
CAPSUEE CASE THSTORY: The sponsor, a chain of 10

drug stores. bought a oneaninute participation on

Wednesday nights. /n offer of garden hose on 21 April
at 82,49 for 50 feet and of soil soukers for 99¢ was tele-
cast. “The fantastic sales story is this,” Mark Schreiber
sard. “For an expenditure of $79.50, the stores had a
dollar volume of more than 32.000 in retail sales on these
items. Naturally with this kind of story, we have requested
additional commercials on \cademy Theatre.”

KOA-TY, Denver PROGRAM: Academy Theatre

SEWING MACHINES

SPONSOR: Grant Tool Co. AGENCY: Arthur Meyerhoff §

CAPSULE CASE HISTORY': The sponsor bough[’ a ﬁ
minute program at sign-off on Saturday nights. In
weeks 2.510 orders were pulled by the program; e
order was for an item costing $1.98. FEvery time
program was telecast an average of 418 orders 1§
received: each program cost 8125. Thus sales amoun. §
to about seven times the advertising cost. The sponsor
first renewed for three weeks, renewed again for six wes
and then renewed again for 13 weeks.

W BTV, Charlotte PROGRAM: Gay Bla

|
GARAGE DOOR OPENER J

SPONSOR: Wizard Mfg, Co. AGENCY 1 1)
CAPSULE CASE HISTORY: In the very ear[y mornt
(12:45 a.m.) one day recently, the Wizard Manufacturi
Co. advertised its radio-controlled garage door on Jac |
son’s Theatre. As a result of the one announcement.
of the radio-controlled door openers. or $3.000 worth |}
sales. were made at an expenditure of $150. The compe
reported the results fromn the one announcement on KT
surpassed their expectations based on previous effo '

KTT\, Los Angeles PROGRAM: Announcem ]

_—

RUBBER SHOP

SPONSOR: Rodney, Ine. AGEXNCY: Direet

CAPSULE CASE MISTORY: A frer six months on
BWKOY-TV, the sponsor wrote to the station and said
that “our costs (on WOKY-TV") have been brought down
lower than costs of other media. . . . | also have found
that my closures are very high . . . For a 8500 expenditure
we did $10.000 worth of sewing machine business. It
has perked up our sales organization. . . . We are very
pleased with your station and hope to continue without
interruption for years to come . . .”

WOKY-T\V, \lilwaukee PROGRAM: Announcements

SPONSOR: OK Rubber Welders Store AGENCY": Dir

CAPSULE CASE IHSTORY:  Television forced this st
out of business for 60 davs—in order to remodel a
expand! The sponsor wanted to reach farm. and ind.
trial workers and bought one one-minute participali
announcement weekly on Saturday Jamboree, rotat
betieen 7:00 and 10:00 p.n. At the end of the fi
month OK’s business was up from $900 a month
83.300 a month and has remained at this level ever sin
Cost of the participations is §25.

WROM, Rome, Ga, PROGRAM:: Participats

VACATION BOOKLET

HOT DOGS

SPONSOR: NOY. Ntate Dept. of Commeree AGENCY: BBDO SPONRQR: Pegwill Packing Co. AGENCY: Py
CAPSULE CASE HISTORY The N. Y. State Department CAPSULE CAxE HISTORY: Western feature films on

of Commerce recently scheduled  four five-minute pro-
grams about vacationing in New York on Tuesdavs.
6:40 p.m. following Time Off for Sports with Bill Flem-
ming. After only three programs. 1.777 requests for the
booklet were received. This was at a cost of S0 per
Looklet request. which was far lower than the sponsor
had anticipated. Following the success of the program
the Department of Commerce has increased its original
nrder of four programs to 12.

WWI TV, Ders PROGR AN Travel filn

are helping sell 18.000 pounds of hot dogs weekly for &
Pegicill Packing Co.. Springfield. 1ll. The firm sponso
Western Round-up across-the-board at 5:00 p.m. 0%
WICS. During the first five weeks of the show <al
jumped 38t and Pegwill's hot dogs are now selling‘
the rate of 18.000 pounds weekly. WICS pcr.sonah |
“Pegicilt Pete” holds a weekly party for area youngsie
with children submiiting drawings to qualify for atien
ance. The first week Pete received 1.100 drawings.

WICs, springheld, HEL PROGRAM: Wectern Round
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...operating with a full 316,000 watts. _
for availabilities see the bolling company
wish-tv is owned and operated by
' universdl broadcasting company, inc.
1440 north meridian street ‘
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What are the radio and television trends that

advertisers should loolk out for in the fall

THE PICKED PANEL ANSWERS

FOUR MAJOR CHANGES
By Arthur S. Pardoll
Director. Broadeast Media
Foote, Cone & Belding., New York
The next year in
radio and televi-
sion is gomg to
continue to be a

season of
changes, and

these will be as
dramatic as they
have been in the
past. The changes
will affect many phases of the broad-
cast field. but we see four areas where
the changes will be quite important.
One will be a re-examination of the
value of radio as an advertising me-
dium in terms of the largely un-
measured audience outside of the liv-
ing room and out of the home. More
emphasis will be given to special op-
portunities offered by selective buying

of radio stations, programs and time

periods least influenced by television
inroads.

Secondly. further expansion of day-
time television programing will in-
clude In addition to
increased activity on the part of ad-
vertisers, there will be new ways of
buving daytime as well as evening
television,

Thirdly, it is expected that the big
question of uhf will be more clearl
resolved. We anticipate a growing ac-
ceptance of ultra-high frequency sta-
tions in those situations where condi-

new serials.

tions are favorable.

Finally. the public’s interest in color
telecasting miay be intensified by rea-
sonable prices for color sets. Because
of the unique values provided by color,

56

this

tive

medium will be especially attrac-
to those advertisers whose prod-
and programs can benefit from
iIts use.

ucts

IN TV—WATCH FOR COLOR
By Sylvester L. Weaver Jr.
President, National Broadcasting Co.

One predominant
trend in tele-
that any
advertiser
should watch in
the fall is the
trend to color.
Actually. if the
advertiser just
watches and does

vision
alert

not do anything about it, he won’t be
very alert and hell wind up missing
the boat. For color tv is here, ready
to go to work for the sponsor inter-
ested in protecting and expanding his
share of the market.

Make no mistake about it, the color
television campaign is going to deter-
mine the share-of-inarket of most con-
sumer goods in color tv homes—and
this trend will start within this coming
year. To the company requiring effec-
tive advertising to survive. to the
company whose position demands that
it lead the way or suffer loss of pres-
tige. to the company interested in re-
eapturing a sales leadership that might
have slipped out of its hands. to the
company looking for a way to arouse
a new excitement throughout its over-
all organization-—the trend is to color
television and the time to start in color

is thix falk

Another significant trend in the
fall will be the increased use of dav-
time tv. And with excellent reason. A
recent nationwide study released by

a Joraur oun gquestious of current interesd

to air advertisers and their agencies

)

the NBC Research Department shows
the daytime viewer to be a prime tar-
get for any advertiser-—younger, with
larger families, higher income, a big-
ger buyer—in =hort, a better customer.

CUMULATION CONCEPT GAINING
By Adrian Murphy
President. CBS Radio, New York

. Some of the
 trends that
should becone
increasingly im-
portant in the
next few months:

I. More ad-
vertisers., we
think. will be-
| conle more keen-
ly aware of network radio’s unique
ability to cumulate big audiences. in
many different ways: taking advantage
of all the eombinations afforded by
day and night programs, multi-week
strips, shared sponsorship and. of
course. traditional nighttime showcase
programs.

2. More advertisers will recognize
that radio is the only way to reach
gsome 106.000.000 non-televizion fami-
lies frequently, dependably and at low
cost. As a corollary. we expect adver-
tisers to hecome increasingly aware of
the high degree of duplication that ex-
ists between the television and maga-
zine (and Sunday supplement) audi-
ences.

3. LEvening network time costs to
advertisers will be more attractive than
ever before. and about 15 to 20%%
lower than in the vear just past.

4. With new radio sets continuing
to sell at a faster-than-replacement
rate, homes with two or more sets will
become increasingly important. New

SPONSOR



Nielsen data indicate, for example, that
television homes with two radio sets
do 43% more radio listening than tv
And a
third radio raises this figure to 6497.

5. Finallv. a uew census of U.5. ra-
dio and television sets (spomsored
jointly by the four radio networks and
BAB) will give advertisers a much
clearer picture of the number and im-
portaince of multi-set homes. And out
of it should come a Dbetter understand-
ing of radio’s role as everyone's per-
sonal entertainer and companion, day
and night. in and out of the home.

homes with only one radio.

TREND TOWARD SPOT
By D. If. Denenhols

Research and Promotion Manager
The Katz Ageney, New York

There is one trend
that is likely to
be common to
both radio and
tv: the trend to-
ward SPOT.

In spot radio,
vou can expect an
increase in the
number and va-
riety of “saturation” or multiple-an-
nouncement plans. More and 1inore
stations are establishing such plans.

Another radio trend is the extension
of the successful news and music for-
mula to nighttime programing. This
programing trend coupled with the
low-cost multiple-announcement plans
will probably lead to increased in-
terest in the attractive values that
will be available. particularly at night.

[n tv. there will be more multiple-
station markets. with a consequent in-
crease in competition for the adver-
tiser’s dollar. This, of course, will tend
to reduce the clearance problems that
have been plaguing many advertisers
and also give more availabilities.

Color tv development will accelerate.
Nineteen-inch color receivers will prob-
ably be available: several stations will
be equipped to televise locally origi-
nated color as well as network. Al
ready WMAR-TV in Baltimore has
been televising slide commercials in
color and WKY-TV in Oklahoma City
Is televising locally originated live
color programs on a regular basis.
Color film pickup equipment is an-
other probable development.

(Please turn to page 263)
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is now basie

. RADIO
f in Buffalo

| ' The mighty array of CBS talent plus the longtime
top-rated local WBEN programs make WBEN more
than ever THE buy in New York State's second market.
Call or write any CHRISTAL office
i in New York, Chicago, San Francisco, Boston or Detroit.

L0412/ RADIO STATION

SOUTHWEST VIRGINIA'S /&

This is our 31st year of
SOUND SELLING to Roanoke
and Western Virginia

® 26 County Coverage with a WEEKLY audience of 118,560
tamilies—a DAILY audiznce of 92,070 families.

@ All week long, day or night, WDBJ'S share of tuned-in
Roanoke audience averages 51 to 59%. Average tune-in:

7 am. to 8 p.m.—24.9%; 8 p.m. ta 11 p.m.—19.4%.

@® About 25% of Virginia’s Retail Sales are made in the
WDBJ area.

® An affiliate of the CBS Radia Netwark far almast 25 years.

May we recommend your praduct to our friends?
Sources—A. C. Nielsen Ca. and Pulse of Raanoke

— Established 1924 « CBS Since 1929
AM . 5000 WATTS . 960 KC
' FM . 41,000 WATTS « 94.9 MC
ROANOKE, VA.

Owned and Operated by the TIMES-WORLD CORPORATION
FREE & PETERS, INC., National Representafives




J. A [JULES) RENHARD
2250 First Ave . South
Seotrle 4, Washington
Telephone Maine 8350

Ribtings

—
B et
& -—9—6—,_.‘-

R. J. [DICK) NEWMAN
1355 Morket Street

San Fronaxco 3. Californa s

Telephone: Hemlock 18300 I

St Fakey g,

C. A. [CHET) WALLACH
P.O. Box 64616
3300 £ 43d Ave
Denver, Colorado
Telephone: Acomo 88943

E. (JACK} FROST
1560 North Vine Street
Hollywood 28, Californio
Telephone Hollywood 9-2154

.
- v‘—-—-—._-._._;.l
EDWARD (ED) EDISON & <
1560 North Vine Street ’;t |
Hollywood 28, Californc ), ]
Telephone: Hollywood 9-2154 f 1 !
= 3
). F. {JOHN} PALMQUIST LA

190711 McKinney Ave
Dollas 1. Texos
Telephone Rivernde 1371

J. N (Jim) BAR
1907-11 McKinmey ™
y Dallas 1, Tem
£ Telephones (Doflan) Bn &8
i (Avinn] Ay

1)

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION CAMDEN, N.J.

®
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J. R (JOE) SIMS
36 West 49th Street
New York 20, New York
Telephone Circle 6-4030

F. A. {TIM} TIMBERLAKE
666 N. Lokeshore Drive
Chicogo 11, llhnots
Telephone: Delowore 7.0700

/ J. H. (JIM) KEACHIE
718 Keith Bulding
Clevelond 15, Chio
Telephone: Cherry 1-3450
AN
T R S. (BOB) EMCH

718 Keith Building
Clevelond 15, Chio
Telephone. Cherry 1-3450

D. S. (DAVE) NEWBORG
718 Keith Buitding
Clevelond 15, Ohio

Telephone: Cherry 1.3450

J. E. {ED) HILL
John Hormcock Bukding
200 Berkeley Sweet
Boston 16, Moss.
Telephone: Hubbard 2-1700

J. L {JESS) NICKELS
666 N. Loke Shore Drive
Chicogo 11, Illinois
Telephone: Deloware 7-0700

sishicag i

A, (AL) JOSEPHSEN"
36 W. 49th Streer
New York 20, New York
Telephone Circle 6-4000

E. S. (ED) CLAMMER
Front ond Cooper Streets
Comden, N J.
Telephone. Woodlown 3-8000

M ¥

e

e Louta {
N\
I. F. {FRANK) INGELS !
340 Drerks Building ¢
1006 Grond Avenue %

Konsas ity 6, Missoun:

Telephone: Harrison 6480 3

.

5

.

D. (DAVE) BAIN
1625 “K* Street, N.W.
Woshington, D. C.
Telephone: District 7-1260

SOUTH 1\
et N L CAROLINAK
N

.

P. G. {PG) WALTERS
$22 Forsyth Building
Atlonto 3, Georgio

Telephone: Lomor 7703

P: {PAUL) BERGOUIST
1625 "K”* Street, NW
Woshington, D. C
Telephone. District 7-1240

o thetleston §

W T [WILEY) WENGER
1907 1 McKinney Avenue

= Dallos 1, Texos
Tilephone Riverside 1371

W. JOHN] HILLEGAS
S22 Forsyth Building
Atlonto 3, Georgio

Telephone: Lomar 7703

J. M. {JOE} WALTERS
522 Forsyth Building
Atlonta 3, Georgro
Telephone: Lomor 7703

666 N. Loke Shore Drive
s Chicago 11, Illinois

' A. M. (ADRON]) MILLER
Telephone: Delowore 7-0700 A ‘.



Town's anniversary celebration marked at WRGHB

Gay '90’s characters are operating
some of WRGB, Schenectady’s 1951
telecasting equipment these davs. Rea-
son for the costumes and beards is a
aftieth anniversary celebration being
neld in Scotia. a Schenectady suburh.

WISH ‘package opening’ for

Indianapolis merchants who plan to
open a new store are gelling in the
habit of calline WISH. The

tion offers a “package opening™ deal

sla-

which it savs pulls hundveds of cus-
tomers to the store’s opening.

The WISH “package opening”™ i< an
on-the-scene program m.e.’'d by Reid

Reid Chapman, WISH m.c..

60

conducts scavenger hunt at

Seotia’s mayor said any male citizen
found without a beard faces a dunking
in a watering trough. The ultimatun
is taken seriou=ly by these crew mem-

of the General Electric station
* * %

bers
{below ).

stores drawes customers

Chapman. a WISH disk jockey. Chap-
man. between recordings and plugs for
the new =tore, conducts a ~cavenger
hunt. Listener~ are told that if thev
bring certain items to the new store.
they will receive a free gift. The gim-
mick draws people to the opening.

converting many into customers for

store's

ofpening, draws crowds

the new husiness as a result.

One of Chapman’s recent openings
was for a gasoline station. The owner
~aid that more than half of the «ars
coming to collect their scavenger hunt
prizes had their tanks filled up. WISH
says that Chapman wanages to give
away prizes at the rate of better than
one a mmute for periods of over three
hours.

Chapman’s ~cavenger hunt i= a copy
righted idea of his. The <cavenger
item~ u~ualhy are things ea~ily located.
Prizes are honght by the station from
a prize concern, re~old to the new re-
lailer. So successful are the openings,
reports WISH. that police often have

to untangle the resulting trafic jams.
* Kk K

Detroit Radio=Tv Council
polls vicwers on (v ads

Fdward L. Bernay~ has been pubh-
cizing a survev he has made among
senior elass presidents of colleges on
their attitudes toward tv conunercials.
According 1o Bernay <, the re~pondents
all dislike tv advertising.

Now the Detroit Radio & Televisionr
Council. nsing interviewers from Mich-
igan SMate College and Wayne Univer-
sity, is conducting it own survev of
what people think about televizion ad-
vertising. Somewhat wider in ~cope
than Bernays™ effort. the Detroit sur-
vev will cover a scientifically selected
zaniple of 700 householders in Detroit
and Lansing. A 22-que-tion questiow
naire covers subject: rangiug irom
people’s aetivities when commercials
appear on Iv ~creens lo viewers’ re-
call of advertisers’ programs,

Detroit Radio & Tv Council Presi
dent Wilfield L. Holden. radio-televi-
sion supervisor for J, Walter Thomp-
son Co. (Detroit). said the <uney is
designed to do a thorongh job on tele-
viston commerctals and their eflects.

“Tu the council’s knowledge. no one
has tested the effect of hard goods tv
advertising.” Holden told sroxsor.
“Thi~ ~study delves into that. And there
For
instance. we have been dismaved at

are many other facets to il. too.

the acceptance given various “polls’
purporting to show that nobodv pays
anyv attention to commercials, or that
they feel them childi<h. filled with un-
truth=. or downright ~tupid. Inasmueh
a< we doubt the validity of the-e much-
publicized opinions. the Council de-
cided to do a thorough penetrating job

SPONSOR




using recognized research techmques.” -

Survey Director David F. Miller,
JWT research associate. summarized
the findings of an advance tabulation
of the first 100 returns. They are:

1. Three out of four respondents
could cite specific examples by sponsor
name of “clever” tv commercials.

2. More than half could name spe-
cific commercials they felt were edu-
cational, interesting or entertaining.

3. Generally, people who totally

. WE |8 :
One of 700 householders being interviewed
condemn tv advertising are few and
far between.

4. Over half said most tv advertis-
ing is too repetitious. Some felt com-
mercials are too long, break programs’
continuity.

Major findings of the study will be
published by sPoNsoR this sumumer.
Holden said that copies of the full re-
port can be obtained by writing to the
Council, 2130 Buhl Bldg.. Detroit 20.
There will be a $1 charge. he said. to

offset tabulation and printing costs.
* * K

Syundicated ‘slide show’®
running in 26 markets

Brent Gunts is proving that even on
tv, you don’t necessarily have to have
animation. Gunis. who is president of
Brent Gunts Productions in Baltimore,
told sPONSOR 26 tv stations are run-
ning his Shadow Stumpers program.
He says it is probably the only syndi-
cated slide show in the country.

The program. Gunts explains, is a
game of guessing silhouette shadows
of everyday, familiar objects. “The
viewers see a shadow of an object on
their screens,” says Gunts, “and then
guess what they think it is. Then a
photograph of the object iz shown.
Many of the shadows look like one

(Please turn to page 154)
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The plurality of listeners goes with WBNS — the sta-
tion with greater tune-in than all other local stations
combined! Asa candidate for your advertising dollar,
WBNS presents a perfect platform with the 20 top-

rated programs.

ASK
| JOHN BLAIR

CBS for CENTRAL OHIO

5>
3 g e

COLUMBUS, OHIO




DO YOU LIKE?

We've Got
‘em All!

CBS NBC ABC
DUMONT

Yes, for over o yeor,
WAFB-TV has furnished
the only TV progroming
to the rich BATON ROUGE
TRADE AREA. This rich
petro-chemicol market
respands ta your sales
messages over WAFB-TV
becouse the viewers are
omong the highest paid
workers in the cauntry,
with ample free time to
spend their money os you
tell them to! To caver
olmast a half million
potential customers, buy
the only TV station in the
capital of Louisiono . .,

WAFB-TV

Channel 28

Baton Rouge, La.

TOM E. GIBBENS
Vice President & General Mansger.

anbar matt

ADAM] YOUNG Ji.

“éTA

——

e

(Continued from page 20)

determimed by the depth of the phoniness and the breadth
of the tv exposure given the offending campaign.

Recently 1 (‘]ippcd an adverticement from a leading maga-
zine (I read them in barber shops since there are no tv sets
there). half of which was devoted to a gentleman who had
just “switched™, the copy claimed, to a competitor’s product.
Having just finished devoting four years to a product with
which I am connected, T learned by reading further that our
man had discovered what true enjovment was as a result of
which he had rectified the error of his ways.

Unless we assume the entire public to he composed of utter
idiots and completely nmaware that pecuniary conxiderations
are involved, this brand of switching and dislovalty must do
a dizzervice to all advertising.

Who is to blame? Well, all of usz, I guesz. Our contraet
~hould have prohibited this tenuous relation. The new
product should have enough decency as well az common =ense
not to attempt the transition. And. above all. the (:0-called)
talent should have enough integrity not to accept the new
money.

Thisz i onc of those facets of bad taste which i also a
facet of bad advertising. That such practices are grist for
the noizy mills of the self-appointed critics of advertizing
1=n’t important at all. At least in my opinion, it isn't.

What countz most is that we weaken every testimonial
campaign by doing poor onez. And furthermore we -~pend
dollars foolishly so that they will reap nothing which hugts
all of us bhecausze it breeds doubting Thomases among those
who have misspent the moneyv. In a business 20 small as ours,
that ix in one with so few people engaged in it (in contrast
to manufacturing, publishing. etc.) we are bound to run
mto these folks who were once hurt a~ we go along in our
business careers. When this happens. the right thing ix a lot
harder to sell. for the folks who were burnt are a lot more
skeptical about advertising than they ordinarily would be or
~hould be. * e

62

Letters to Bob Foreman are welcomed

Do you always agree with the opinions Bob Foreman ex-
presses in “sAgency Ad Libs™? Bob and the editors of SPON-
sOR would be happy to receive and print comments from
readers. Address Bob Foreman, c/o spoNsor. 40 E. 49 St.

SPONSOR
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. 1. story hoard

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

SARRA

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

Desiguied to pack hard sell between rounds, Sarra’s new scries of 50 sccond TV spots.
for Pabst Blue Ribbon Bouts, provides the answer to the catchy query, “What'll
You Have?” Through dever cartoon presentation, inamimate objects assume de-
lightful personalities, chanting the now famous theme, “TFinest Becr Served .\n
where!”  The scries delivers an effordess sales 'TKO with the double-O's in
“Smoother-Simoother Flavor” enlarging into coyly winking cyes that resolve magically
into an inviting glass of beer. Produced by Sarra, Inc. for Pabst Sales Co. through
Warwick & lLegler, Inc.

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

Right down to the sizzling sound of frying sausage, Sarra’s series of 60 and 20 second
TV spots are outstanding examples of package promotion and television artistry,
Live action shots of the product i use and outstanding package display arc cleverly
framed within the product’s trade-mark seal. Effective, portrait-like food sequences
are cngagingly presented through the simple device of a little boy obviously en-
joying the product. Skillful visual selling produced by Sarra, hic. for Swift &
Company through J. Walter Thompson Co.

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

From a shower of shooting stars, Helene Curtis "Lanoliin Discovery” dramatically
cmerges mn Sarra’s new series of 60 second TV Spots. Woman's eternal guest for
beauty is subtly presented by live action shots featuring the product that brings
the “breath of life for lifeless-looking hair!” Animation lends ease to a brief test-tube
demonstration of product content. An exciting series produced by Sarra, Inc. in
collaboration with Earle Ludgin & Co. for Helene Curtis Industries, Inc.

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

Sarra deftly combincs the powerful appeal of ingenious animation with a hard-
driving sales message, in a series of 60 and 20 second TV spots for “Vornado”
Cooling Appliances. To the cadence of a tricky calypso background, the advantages
of Vornado exclusive Vortex circulation are enumerated, as the viewer sces the
Vornado Air Conditioner in attractive home surroundings, circulating *“cooled air in
every corner of the room.” Created and produced by Sarra, Inc. through Lago &
Whitehead. Tnc. for the O. A. Sutton Corp.

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




with Eddie Fisher
Gloria DeHaven

Hugo Winterhalter

% hour 3 times weekly

“PENTHOUSE PARTY”

Starring NELSON
EDDY as host with
Gale Sherwood
and a star-studded
guest list

‘2 hour 5 times weekly

~nel

with Beatrice Kay
Joe E. Howard

Y2 hour

1 time per week

“THE HOUR OF CHARM”

Phil Spitalny and
his All-Girl Orch.

'a hour 1 time per week

k Snow hi l

: s hour —
“THE FREDDY MARTIN SHOW" 5 times weekly “THE WAYNE KING SE
Ye hour 3 times weekly 2 hour 1 time per?




HE MELACHRINO MUSICALE"

Starring George
Melachrino and
The Melachrino
Orch. and Strings

L Ya hour 3 times weekly

Thesaurus Delivers to
: Subscribing Stations!
| i -‘ ' ¢ 5000 selections
S " ey o Monthly releases of 52 or more
By Roth .

new selections
Roth and Orch.

» 1800 singing commercial jingles

& o Weekly scripts for 31 program
r series

e Production aids e Sound Effects

630 Fifth Avenue, New York 20, N. Y.— JUdson 2-5011
445 N. Loke Shore Drive, Chicago 11, IIl. — WHitehall 43530 522 Forsyth 8idg., Atlonta 3 G —LAmar 7783

Again and again Sponsors, Stationsand Ad Agencies have given
us the verdict. Not 1,000 times . . . not 10,000 times . . . but over
124,800 times during the past 12 months, RCA THESAURUS
Shows have been sponsored by advertisers on subscribing sta-
tions across the country. Why this overwhelming success? Be-
cause RCA THESAURUS Big Name Shows don’t merely build
audiences, they also sell products and services!

[f you are an Ad Manager, Station Manager, Account Execu-
tive or Media Manager, before you make any radio plans for the
FALL, consider these money-making RCA THESAURUS
FACTS!

RCA Thesaurus Shows get high ratings. Examples:
WPAR, Parkersburg, W.Va.received 16.2% of avail-
able listeners in Parkersburg with THESAURUS.
(Conlan) KRLD, Dallas, Texas received 28% of
available listeners in Dallas with THESAURUS.
(Pulse)

The Big Names mentioned here are only some of the
headliner’s starring in RCA Thesaurus Shouws!

Scripts . .. programing . .. tie-in merchandising aids
are all part of the Thesaurus Package.

Hear an audition disc today and judge for vourself!

RADIO STATIONS!
SELL ANY OF THESE THESAURUS SHOWS
AND YOUR LIBRARY PAYS IT'S OWN WAY!

Concert Hall Of The Air Church In The Wildwood

Men Behind The Melody Fran Warren Sings

Norman Clouticr And His A Festival Of Waltzes
Memorable Music Vincent f.opez

Sons Of The Pioneers Artie Shaw

The Tex Beneke Show Here's June Christy

Music Of Manhattan

And Many-Many More! Complete with sponsor-selling brochure
audience-building promotion Kkit, sales-clinching audition disc

Write, wire, phone today: Dept. No. S-7

recorded

' rogram
2 progran

Services

RADIO CORPORATION OF AMERICA RCA VICTOR RECORD D!VISION

1016 N. Sycomore Ave., Hollywood 38, Col.—HOllywe 4 45171

“THE SAMMY KAYE SHOW"
a hour 3 times weekly

1907 McKinney Ave., Do'os 1 Tex — 8 verside 1373



CONQUISTADOR . . .

‘‘conquering” Spanish

sales in forty five counties of
Texas with a population

of over 690,000 Spanish
speaking consumers

We have over forty other
“conquistadors’ daily on

E. 1. Cortez, President
SAN ANTONIO, TEXAS
KRepresented by
Richard O’'Connell, Nat'l. Adv, Dir,

40 East 49th St., New York 17, N. Y.
PLozo 5-9140

LOS ANGELES — SAN FRANCISCO
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agency profile Stanley A. Lomas

V.P., Commercial Tv Director
Wm. Esty Co., New York

There’s an old proverb about bakers never eating bread on
Sundays. Exception to this ancient bon mot iz Stan Lomas. W
Esty Co.’s v.p. in charge of commercial tv, who spends his free time
making documentary films both for amusement and profit.

“Sometimes. things get particularly hectic here.”” Lomas confessed,
taking innumerable film cans from his desk drawer and spreading
them before him. “At those times 1 talk about getting away from
tv. But when I'm not making films, 1 write about the techniques
of making them.”

Lomas shrugged philosophically and hegan reading the labels on
the various film cans. He found the one he wanted, opened the can
and unwound a few inches of film. It was a thin strip of color film,
with two apparenth identical frames side by side all the way down
the line.

“Here are some of the 3-D films we've shot in tests for our clients,”
Lomas told spoxsor. “As for color alone. we've been testing it for
all our clients for over a year. using various kinds of film stock and
different techniques.” Some 0607 of Wm. ksty Co.s estiinated
815 million over-all billings in 1953 were in air media.

“We've learned a lot from doing our own color film and 3-D
experiments.” Lomas continued. “But there are innumerable unusual
effects that can be gotten with the more prosaic black-and-white film
if there's creative thiuking in the agency.

“The hest safeguard against wasting a client’s money and against
production delays and troubles. is careful pre-planning of a film.”
Lomas encourages his writers to use both tape recorders and an
animatic projector on story board drawings tmachine giving drawings
illusion of motion). This is to get as realistic a feel of the final
eflect of a commercial hefore a single foot of filin is shot and wasted.

Among Lomas’ current problems: the policing and hookkeeping
involved in the use of tv film commercials. due to the SAG contract
which provides for re-nse pavments to actors, Lomas now employs
one person full-time to keep track of these film commercials. expects
to need two people by fall (see Spot tv. page 731,

1lis enrrent project at his Pound Ridge. N, Y.. home: to shoot a
semi-docnmentary film about the history of his house (built in
Massachnsetts in 1670 and then transported to New York), starring

his four sons. of course, * k *
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30910

e @KUDNER AGENCY, INC.

NEW YORK DETROIT WASHINGTON SANFRANCISCO
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Jack Cnuningham. president of Cunningham
& Walsh, blasted heary industry for its lack of
consumer adiertising in a speech to 700 admen
assembled in Boston for the 50th annual convention
of the Advertiserss Federanon of America on
21 June. Said he, “They're big enough to be on
the biggest stocl: marlet, but not big enough to
advertise. We must conrince them that they should
spend at least 1% a year in advertising. . .” Cun-
ningham feels heavy industry has ignored mass
media lil:e radio and tv too long.

SELLS MERCHANDISE IN
ARIZONA

Tapping a $20,000,000
market! That’s why,
month after month
and year after year,
these shrewd Yanqui
advertisers KEEP
RIGHT ON advertis-
ing over this 5.year-
old Spanish-language
station:

Gordon Gray. general manager of WOR and

IWOR.TV, New Yorl:, struck a blow at high oper- ‘I
ating costs when the WOR and WOR.TV division of

General Teleradio won a permanent injunction
against Local 802 of the AFM in Supreme Court

late last month. “We had 40 musicians and tico
librarians on staff,” Grav told spoxsor. “In 1953

they cost us $107,000. At the expiration of our AFM
contract we told Local 802 that we wanted to use
lire music as we needed it, not on a quota basis.”

28 Felbrnary union struck for “hve music on all

live shows” Court ruling gires WOR damages. ‘

Borden’s Evaporated
Milk

Pet Milk

A-1 Beer

Folger’s Coffee

Lucky Lager Beer

Goebbel Beer

Pacific Greyhound

Coastal Valley
Canning

Fab

La Pina Flour

Commander Edwcard Whitehead. presi-
dent of Schweppes, has finally burst into air media,
complete with British accent. The beard of the
“man from Schiwceppes”™ is not vet 1isible to v fans,
but radio listeners in 20 markets can now hear the
Commander introduce himself and sell his product
while ice is heard dropping into a glass with a
splash. There's a puuse while the Commander
presnmably partakes of the drink. followed by his
expression of appreciation. These 20- and 60-
second spots follow HHOB's print themes.

85,000 Spanish-speaking people Leesten . . .
and they BUY! Why not telt them YOUR
sales-story? Talk is cheap, but results are
BEEG on Central Arizona’s ONLY full-time
Spanish language station!

ASK THOSE YANQUIS ABOUT KiFN!
NATIONAL TIME HARLAN G. OAKES

SALES AND ASSOCIATES _ . . .
17 E. 42nd St 672 Lafayette Kenneth C. Gifford. president and chairman
':li:v ;Z:‘;' los :anr;eliz:c%alif of the board of Schick, recently announced that his

firm il remain in the 8:00-9:00 p.m. Saturday
slot throughont the summer with Stage Show, over
100 CBS Tl stanons. This musical variety show.
featuring Tommy and Jimmy Dorsey, will be shared
by all three Jackie Gleason sponsors: Schick. Nestlé
and Schaeffer. Talent cost of the show per week
per sponsor is 810,000 gross. or less than half
the $23.000 weekly tab on the Gleason show. Pro-
aram is sehednled to run 3 July till fall.

KIFN

860 Kilocycles « 1000 Watts
REACHING PHOENIX AND
ALL OF CENTRAL ARIZONA
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She Butters Up

A Liarge Slice
Of The Midwest

Right next door to housewives in 11 states, Wynn
Speece has been "Your Neighbor Lady” on

WNAX-570 for 13 years.

The 5 states—Minnesota, the Dakotas, Nebraska
and lowa—in Big Aggie Land aren't enough for
Wynn. Mail comes in from 11—plus Canada; in

10 years she has received 1V4 million cards and letters.

Her mail may contain anything from Ma's favorite

recipe to a family problem. Wynn reads select items on the
air and asks for listener comment. Result: more mail.
Participating in this manner, housewives feel that they
belong to the program, call themselves “*Neighbor Ladies,”
listen each weekday, 3:30-4:00 p.m.

And respond. Over 5,000 loyal listeners from four states
came to watch the Neighbor Lady demonstrate at a Cook-
ing School in June. Thirty-five thousand orders
for “Your Neighbor Lady" booklets
at 25c a copy were received. Three
times a week Wynn offered

$1.79 food mixers, in seven months
pulled 4,357 requests by mail

order alone. Total sales exceeded
$7.790.

Do you have something to sell to house-
wives? Let Wynn tell her “Neighbor
Ladies.” Old friend and confidant to
thousands, she will tell them about
your product in her own words. Ask
the Katz Agency for full details.

e e g e, s e e e o Y o e et s e, ot &, G i e S o e, e, M S S S T T, .

WNAX-—-570

Yankton-Sioux City

CBS

Represented by The Katz Agency

ment as KVTV-Channel 9, Sioux City, the tv station
reaching 32 tarm-rich counties in fowa, Nebr. and S.
Dak. with 632,000 population and S746 million in 'S3
retail sales.

) ;‘ WNAX-570, a Cowles Station, is under the same manage-



What is the hottest

TV agency today?”




*for information call...

BOSTON
Liberty 2-7382-3

HOUSTON
LYnchburg 4191

LOS ANGELES
MUtual 1181

MONTREAL
Glenview 6121

SAN JUAN
San Juan 25379 2-1097

CLEVELAND
CHerry 1-3490

LOUISVILLE
WAbash 4317

PDRTLAND
ATwater 4305

BUENOS AIRES
Buenos Aires 31-9501

(@)

MEXICO CITY
Mexico City 1D-26-81

NEW YORK
JUdson 6-340D

DETROIT
WOodward 2-9792

®

CHICAGO
WEbster 9-3701,

[@

HOLLYWDDD
HOllywood 4-8268

RID DE JANEIRO
Rio de Janeiro 42-4050

CARACAS
Caracas 53-638 59-875

&

DALLAS
PRospect 5898

SAN FRANCISCO
0Quglas 2-5560

)

TDRONTO
WAinut 2.2133

SAQ PAULO
Sao Paulo 6-6308

5

HAVANA
Havana F-6655



KANSAS e WICHITA

FT. WORTH® ®
: DALLAS

/ ® 30% of Oklahoma’s total population
She's s typical @ 38% of Oklahoma’s total income
Obtahorms 14 buying power!
Junior Livestock :

¢ @ Over 100,000 Television sets!

KGEO-TV:.. .,

i, .
b L SERVING THIS NEW, RICH MARKET
o 4 e e e WITH 100,000 WATTS ON CHANNEL
’ Owned and operated by Streets Electronics, Inc.
4

P. R. Banta, Pres. ®  George Streets, Mgr.

SPONSOR




SPECIAL FALL FACTS REPORT

'WITH NIGHTTIME JAMMED, DAYTIME TV PACE IS QUICKENING

Here are_some of ihe important questions you will find answered in the pages of this report

=

What’s the timebuyer’s outlook in fall spot tv slots? . . . . .. ... ... e page 71
b

Q. How soon will the industry count tv sets regularly? . ... ... ... ... .., ..page 76
Q..i, Is the line being held in spot (v rate increases? .. .. ... ... ... e page 80
Q. To what exient will color be available for spot tv? . ... . ... ... . ....... page 382
L’ n. Are there any notable trends in spot film commercials? ... .. ... ... .. .. page 36
a The SAG scales: how have they affected spot tv business? .. . ... ... ... .. page 93
Q- Are syndicated tv films a big factor in fall spot plans? . .. ... ... ... .. .. page 91
’ "n. Is “subseription tv* a strong competitor of regular t¢? .. .. ............page 100

|
g l. Can spot t¢ be used to reach the U.S. farm market? ... ... ........... .page 102
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SPONSOR postcard survey
shows when stations plan color

Nearly one out of every three U.S. tv stations replied
to SPONSOR postcard checkup on color tv prog-
ress, affording good cross-section of all outlets.
Survey was made in June. Network color is most
advanced; more than 709, of stations said they
would be so equipped by the end of the year.
Local color slide and film transmission is next;

nearly 20% of outlets will have it this year,

STATIONS WHICH EXPECT TO BE EQUIPPED BY:

A

Availabilities

Q. From the timebuyer's view-
point, what’s the fall outlook in
spot tv time availabilities?

A. Tv advertisers who have not vet
scheduled fall campaigns in spot tele-
vision can expect to face, in general,
an availability situation like this:

1. Mornings: last year, early-
morning tv slots were fairly plentiful.
This fall, there will still be many to
choose [rom- - particularly in the new-
est tv markets—Dbut the situation is
tightening daily. Reason: In the past
vear, networks and stations alike have
concentrated of their creative
efforts on early-morning tv. and audi-
ence levels have risen steadils. NBC

muceh

TV's Today is a commercial snecess;

74

il A
NETWORK COLOR TELECASTS .. . 32.8% 38.8% 5.2% 1.5% 21.7%
SPOT TV COLOR
1. COLOR SLIDES - 24% 17.3% 19.6% 0.8% 60.07
2, COLOR FILMS . 0.7% 18.8% 18.8% 0.7%. 60.0%
3. LIVE COLOR SHOWS 1.6% 4.7% 15.7% 4.0% 74.0%

CBS T\’s Morning Show is building
well. Local programs that follow. or
even precede, these shows are attract-
ing many of the same type of adver-
tisers who use moming radio.

Of course. morning tv sets-in-use
figures (see page 4. Tv Basics) are
no match for the nighttime tv fig-
ures. But a number of tv sponsors—
notably Ford Motor, Bond Clothes,
Robert Hall, P&G (for Gleem)—have
bought extensive packages of morning
announcements, chainbreaks and 1.1).%s.

“Morning tv prices are now in line
with ratings and audiences. and an
early-morning package of announce-
ments —particularly at a package dis-
count-—can reach substantial audi-
ences at low cost.” a J. Walter Thomp-
som timebuyer said.

Typical buy: On

stations  repre-

sented by a leading organization,
dozen tv I.D.’s per week in morni
time bring a 43¢ discount on top
the regular frequency and dollar-ve
ume discounts.

The availability situatio is curre
Iy tightening in late mornings.
ticularly after the breakfast hour. Sle
adjacent to the network lineups
CBS TV afliliates (Godfrey) and NB
TV (Ding Dong. lHome) affiliates
still to- be had in some markets.
are not expected to be unsold by
end of summer.

2. Afternoons: With many a ho
wife having adjusted her daily routs
to afford a “tv matinee™ (a fact th
emerged recently in Cunningham
Walsh's J'ideotown studies), afternoo
v is arousing real interest amo
advertisers.

SPONSO



A checkup among leading tv reps
showed a sizable advertiser trend to-
ward afternoon tv. ’urchases centered
mostly on slots next to afternoon
network programing and in aternoon
feature film programs.

PP L

Among recent additions to after-
'noon spot tv advertisers:

P&G, Maxwell House, Savarin. Rival
Dog Food, Tv Time Pop Corn. Wrig-
ley’s, Conti Castile, Lipton Tea, Peter
Paul, Kent, Parliament, Coea-Cola,
‘and Fritos. Majority of these adver-
tisers buy one-minute anmouncement

slots.
= An inereasingly popular tv buy is
the 1.D. (10-second) announcemennt.
| Consensus of reps: Afternoon slots,
by fall, will become fairly tight in the
largest tv markets. By next year, the
best-rated afternoon slots will be tight
~leverywhere.

3. Nighttime: The prime evening
hours, usually 7:30 p.m. to 10:30 p.m.,

' are still the most desired by spot buy-
ers. Typieal eomment, from Ted Bates’

' Frank MeCann:

“You get the broadest
mixed adult audienee when you buy
next to a top network tv show. Not
only is the audienee composition per-

_feet for a mass produet, but the size

possible

E v set count: Researcher Alfred Politz has been hired by NARTB
‘o make special pretest of methods for counting tv homes in U.S,,
neasure station circulation for NARTB's planned Tv Audit Circulation

1

makes Class A time a good buy despite
its high cost.  Also, we believe the
viewing audienee during this period
is in the most favorable state of nind
for receiving a commercial message.”

In these hours of peak tv viewing,
good spot slots are searee, and the best
ones are alloeated through waiting
lists. The situation eases somewhat
in the very late nighttime hours and
in the secondary tv markets.

Q. What, exactly, are an adver-
tiset’s chances today of picking up
nighttime spot tv availabilities?

A. In the largest tv markets, turn-
over among nighttime tv spot elients
is very, very low. Aecording to the
eonsensus of reps surveved by spox-
SOR, it is never more than 107 in the
large markets and often drops to the
1% wmark. One New York network
flagship, for example. had no night.
time spot openings at all between
October 1953 and Mareh 1954, and
what few there have been since (they
averaged out to 0.6 of the po-
tential availabilities) were quickly dis-
posed of through a priority system.
In the newer (post-freeze vhi and
uhf) markets, the situation is relative-

Iy open but is by no means free and
casv. Jack Peterson of the George P
Hollingbery 1ep firm estimated that
in the smaller markets. and on the less-
important outlets in major narkels,
the nighttime spot turnover is “seldon
more than 30 to 10 (.7

With nighttime valuable,
there’s been a growing tug-of-war late-
Iy Letween networks and «tations for
late-night  (usually. 10:30 p.m. to
11:00 p.m. or later) time. In the past
vear or so, this has hecome the favor-
ite slot to put spot-placed svndicated
filn1. But the two largest 1v webs, CBS
TV and NBC TV. have made fall plans
to air network shows in thi~ time, oc¢-
casionally surrendering the network’s
option on some afternoon time in or-
der to make a trade with a -tatiom.
Already, some multi-market <pot film
advertisers  including Ballantine (For-
c.’gn Intrigue). Revlon (Mr. & Mrs.
North), Schmidt’s Beer (Waterfront)

have had their late-night film shows
“bumped.” or are in grave danger of
being squeczed oul, from network-
owned outlets. The squeeze play. how-
ever, isnt yet affecting program ad-
vertizers with long-ternt eontracts on
most network afliliates ‘and doesn’t
touch those on independent outlets. 1t
also doesn’t affect spol advertisers in

v %0

More arimation: Commercials cost more but film business is
booming. UPA commercial for Jell-O makes clever use of animation
instead of SAG talent. More animation is used today than pre-SAG




late-wennz feature fi'm chows or
those with chainbreak and LD. sched-
ules,

But the <ituation is cutting into the
amount of half-hour film programing
that network afliliates will now accept
for fall starts. (Sales tip from several
reps: Nations are starting to program
svndicated film shows in peak after-
noon hours, often in special blocks.
Some of the<e slot< have good rating
histories. since they are part of the

time trades made

by stations with

networks.)
“Midnight 1novie™ shows are gain-
ing in popularity with audiences and
advertisers, and Pulse ratings of 4.0
and 5.0 (and higher) are fairly com-
mon. Autos. cigarettes. drug products,
furniture dealer< and movie theatres
have bought extensively. In the top
markets. the midnight-hour fitm shows
are nearly always filled commercially.
But participation advertisers at this
hour have latelv been operating on

short-term cveles of six to eight weeks,

NEW TV

{*No idle boast — read copy bélow
for proof positive)

TELECASTING
ON CHANNEL 5
BISMARCK, NO. DAK.

Telecosting from ctop the Stofe Copitol building,

KFYR-TY delivers unrivolled caveragein the:

wealthy, Midwest farm bell—ond thraughaut

the heart of the oil-rich Willistan Basin.
KFYR-TY guorontees o ready-made,
responsive buying oudience, built p thraugh
years of top-flight radia pragromming.

NBC + DUMONT + €BS
. “W
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Capitol of
the MldW@S *

KFYR-'V CHANNEL 5 BISMARCK, NO. DAK.

REPRESENTED NATIONALLY BY JOHN DLAIR
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| and agencies.

A “watch-and-wait” attitude on the
part of timebuyers will nearly always
produce a number of well-rated late-
night movie participations.

|

Tv set count

Q. Will advertisers be able to
get some new facts on tvy especial-

ly a tv set count, in a reasonably
short time?

A. Yes, from two sources:
1. From a new entity, tentatively
called Tv  Audit Circulation. being

sponsored by the NARTB to count ts
sets  county b)' county and measure
station circulation periodically.

2. From another new organization.
probably to be called the Television
Advertising Bureau, which will pro-
mote the use of tv among advertisers
This too will be a sep-
arate, independent orgauization. (I is
the result of a merger hetween the
TvAB started by a committee of broad-
casters and the NARTB’s planned v
promotion arm.)

In effect. the TAC will be a re

search group. the TvAB promotion,

Q. Just how will the circulation
study work?

A. The NARTB has already let con-
tracts for the Alfred Politz Research |
firm to do the pre-testing on methodol-
ogy. Later the pilot study for the pe-
riodic census and circulation =uney
will be made.

Politz will do the methodological l |
fest this summer and turn the results
over to Franklin Cawl. the NARTB
consultant on the project. Three meth- 3
ods—mechanical meter. interview and
phone—and possibly a fourth. dian.
will be tested in two or three cities lo |
see how accurate each is. Once the
method is determined. a pilot studs
to measure the circulation of each sla-
tion in some particular city will be
made. The third step will be to set
up a permanent corporate organiz.is
tion outside the NARTB to do the na-
tional survey on a semi-annual hasis.
The cost? Probably a million by the
end of the first two vears. NARTR ha-
alreadyv put up $34.000 for the pre-test:
ing. Richard M. Allerton is manager
of the NARTB Research Dept.. which
has been working on the project fur[
wo vears,

SPONSOR




* RADIO e

L v TV
A\
FAY

| * NEWSPAPER

COVERAGE MNorthwestern Pennsvlvania  plus—the  bonus
of Northeastern Ohio Northwestern Ncw  York and

Canada.

VIEWERS 218500 scts in T'ri-State Market . . . 99.31¢. et
saturation . . . 839, evenmng sets in use . . . 709, afternoon
sets 1 use . . . 609, morning scts in use.

RESULTS Ist place Colgate Comedy Hour Contest . Ist
place—Block Drug-Ammident Promotion . . . Iyt Audience
Promotion, Billboard. . . Ist Merchandising Promotion,

Billboard.
SALES Scores ol Success Stories
motion secures sales.

MERCHANDISING Promotion athliaton on WIKK- AM
and the ERIE DISPATCH . . Point of SALE DISPLAYS

. .. Wimner of the Westinghouse Award for promotion on

. Saturation l)lu.\ Pro-

football games.

Ask the EDWARD PETRY man
for facts today
WHQO—O0rlando, Florido WTOD—Toledo, Ohio

Forjoe Forjoe
WIKK-AM~—Erie, Po. The Erie Dispatch—Erie, Po.
H.-R. Co. Reynolds-Fitzgerald

21004 INC.

FHOME OFFICE—500 EDWARD LAMS BLDG , TOLEDO. OHIO ... WASHINGTON. OFFICE ... 1177 NATIONAL PRESS oG,
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Q. Why did it take so long?

A. Circulation measurement is com-
plicated, slow and expensive The old
Broadcast Measurement Bureau went
under because hoth hroadeasters and
advertisers failed to <upport it The
\. C. Nielsen Co. and the Standard
Audit & Measurentent Service ran cir-
culation surveys in spring 1932, the
first by interview and the seeond by
mail. Sinee then Nielsen, sponsored by
CB=. has updated set fizures-——as of
last fall. The industry today therefore
is using outdated or projected figures,

S— E»‘
SELLING =
WESTERN Eg
MONTANA
| 10

g [ ]
Technical

DATA

General Electric
Transmitter

3920 ft.

above average
terrain

60,000 VIDEO
30,000 AUDIO

2-16 mm. _
PROJECTORS 7|

°
2 AUTOMATIC.
2x2

®
2 STATION
CAMERAS

ot

Read on . . .

the area.”

e e

DOUBLE

your impuoct

with AM-RADIO
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Our TV rerailers say,

1000 peak~

all admittedly far fromn aecurate, on
both circulation and county set esti-
rates.  To avoid the mistakes of the
past. the NARTB wants a scientific ap-
praisal made of each method of mea-
suring audiences and then will seek
the support of thie entire broadcasting
aud advertising industry before it pro-
ceeds with the regular survey. By pult-
ting the circulation audit on a firm.
vnassailable basis, the NARTB hopes
to make it as acceptable as the Audit
Bureau of Circulations of the news-
paper industry.

= MISSOULA, MONTANA

o NOV(-TV

60,000 watts

‘ KGVO-TV is the ONLY station covering Missoula's trade
area of 9 western Montana counties . . .

and what counties!

last year, retail sales topped $133,900,000.00.
45% live in town: 209% in non-farm homes: 359 on farms and
enjoy more cash income than farmers in 41 other states. Site
of State University and center of a vast resort area.

3,000 sets in town and 10,000 in

Remember, you'll have a minimum of 6 persons
at cach set ‘cause TV is NEW, in this region.

100 microvolt area has 100 mile radius with another 50
mile secondary.

Get inon this rich market while you enjoy a BONUS view-
ing audience vet pay only regular rates.

You'll stay in.

WIRE TODAY

for brochure and rates
or contact

N GILL-PERNA, reps.

TvAB

Q. How will the Television Ad-
vertising Bureau be set up?

A. DProbably like the Broadcast Ad-
vertising Bureau (for radio). but de-
teils will undergo preliminary discus-
sion in Wachington 22 July when the
all-industry committee appointed to
lrandle the problem meets, The or-
ganization will promote network as
well as spot and local tv.

The comniittee grew out of a meel-
ing between the NARTB and the “old”
TvAB in Washington 30 June. It con-
sists of 10 men. For the TvAB are
Richard A. Moore, KTTV, Los An-
celes. who was chairman of the bu-
reau formed in Chicago in May;
Roger W. Clipp. WFIL-TV. Philadel-
phia: Lawrence H. (Bud) Rogers.
WSAZ-TV, Huntington, W. Va.:
Slaviek., WMCT (TV), Memphis, and
George B. Storer Jr., Storer Broadcast-
ing Co., Miami. For the NARTB are
Clair R. McCollough, WGAL-TV. Lan.
easter. ’a., and new chairman of the
NARTB’s Television Board; Kenneth
Carter, WAAM (TV). Baltimore;
Campbell Arnoux. WTAR-TV. Nor-
folk. vice chairman of the NARTB Tv
Board. W. D. (Dub) Rogers Jr.
WDUB-TV. Lubbock. Tex.. and Merle

S. Jones. CBS TV v.p. in charge of
CBS-owned stations and general
services,

The committee will meet it late
July to complete the organization of
the bureau. and the new TvAB should
be underway by fall.

Q. What happens to the “old”
TvAB?
A. Tt never got into operation, so
there won't be any trouble in incor-
porating it into the new merged TvAB.
The “old™ one was horn in New York
22 April with Richard P. Doherty,
ex-NARTB v.p.. as consultant when 25
tv slations decided it was time a pro-
motion arm for tv was established. It
was formally launched in Chicago at
the NARTB Convention in Mayv. In
June just as efforts were being made to
complete the TvAB's organization. the
NARTB announced plans to push its
own. Result: Overnight the two groups
got together and agreed to merge.
Reason: Nobody really wanted to
see a tv hureau set up without tlie net-
works (biggest single contributors to

the BAB). The old TvAB was open

SPONSOR
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WOI TV CHANNEL 5 AMES, IOWA

IOWA STATE COLLEGE
'ma/ CBS - DUMONT + ABC

H. ' PLE:

w i

o i WOI-TV, the primary affiliate in Central Iowa of CBS, ,g,ﬁ%qQZ%
el ABC and DuMont reaches 240,000 television homes within a 100- L

b mile radius of Ames., Owned and operated by Iowa State College, abb(

~ WOI-TV has been Des Moines' and Central Iowa's dominant TV ser- D Rs
il vice since February, 1950. s /'70/,«&5
L pL
15 i & 3\3‘ :is
17
e & aabﬁ Fifty-one prosperous Central Iowa ccuntlies are within

g F the WOI-TV coverage area. Population figures show 418,380

: 5 8 Billieh heuceholds: one-fourth of these are rural households.(;.7p4&0n4u7

”Ii : émunjﬂﬁd?ml aﬁ{v&%:
i j.2 Billion %
i =1L

3 The goal of the Iowa State College station is to provide

total television service to its nearly 750,000 Iowa viewers. 1Its E;Z:E%P

17-hour television day is filled with the top-rated network
programs plus 24 hours per week of award-winning local produc-

5 W tions. 2
. )4@;7r
.14 (]

¢ r eeﬁfﬁ#é‘ % In addition to its 100-member professional radio and ;55

televislion staff, Iowa State College provides a televislon e

laboratory designed to train personnel fully- qualified to take
their places in the television industry. And programs on kine-
scope produced by WOI-TV are now aired on other television sta- Qﬁ
tions coast to coast. {:}uﬂa \

For more detalles on the WOI-TV{success story,)contact —_—
Weed Television.

WOI-TV first in Central lowa

g0 112 JULY 1954 79



to the networks” owned-and-operated
stations. but they were reluctant to
join. Too many people in the industry
felt nothing could be worse than to
liave two tv promotion bureaus issuing
conflicting facts and figures. The in-

fluence of NARTDB DPresident llarold
.. Fellows, Dub Rogers and Dick
Moore prevailed, and the groups
merged.,

Q. What will the TvAB offer ad-
vertisers?

A. Probably much of what the ohd
TvAB prospectus called for: (1) Filin
directory, (2) improved sales methods,
(3) statistical bureau, () spot tv
index. (3) spot tv estimator. (6) gen-
eral research. The old bureau promised
to “educate agency and advertising ex-
ecutives in the of tv” and to
“explore specific advertisers” prob-
lems” in video. The new one should
do the same.

use

Q. What do admen want from a
TvAB?

A. Spoxsor explored this problem
in detail in the 14 June 1954 issue.
{See “What admen want from the

TvAB™Y Here's a summary of the
points most often mentioned in sPox-
SOR’s survey :

*A quick wav to estimate spot tv
 osts,

eStandardization of tv rate cards.

e Dollar figures on expenditures by
spot cHeuts,

®lmpact studies on program vs.
announcements,

s Audience data by sex, age, socio-
econromic status,

eEffectiveness of spot tv and other
media compared.

(IFor sPOASOR’s

initial story on a

TvAB, which helped stimulate creation

of a promotion bureau for the indus-
try. see “Should there be a Tv BAB?™

30 November 1933.)

Business ontlook

Q. How’s spot tv doing?

A. It’'s up 257 in 1953 over the
year before. The figures (see Tv
Basics) based on FCC figures show
spot tv time sales grew from §7.7
million in 1949 to §25 million in 1930,
$59.7 million in 1951, 880 million in

1952 and $100 wmilion 1n 1933.

Rate outlook

o ———

Q. Can sponsors expect more
spot tv rate increases this fall?
A. Situation shapes up in this fash-
ion:

1. Old old markets:
Since rates are directly related to set
circulation. the rate outlook for estah-
lished tv stations—primarily the pre-

stations fn

freeze vhi outlets in the larger mar-
kets- - is expected to be stable this fall
in Class A periods. most reps prediet.
Some upward adjustinent of rates—
perhaps a 5 to 107 hike—may come
about in afternoon slots and in the
local time hmmediately following the
close of network telecasting. but only
where increased audience size justifies
a rate increase or an upward reclassi-
fication of a time period.

2. New stations in old markets: In
the case of uhf or vhi outlets which
have entered an existing vhf market.
increases—-up to 20°¢ or
more—are anticipated. Uhf stations
which will seek such upward adjust
ments of time costs. of course. will be

some rate

those with the highest “conversion
rates.” New vhf outlets in old mar
kets secking increases will do so on

THE REAL
POWER IN
WASHINGTON

80

Behind the marble curtain of official Washington is a city few people know.
But smart advertisers should. Because an awful lot of the
nation’s capital is right here in the nation's capitol

Buying power has no politics. In Washington, family income is the

second highest in the U. S. with an average of $7.259.0¢"

Washington is big. It's America’s 10th largest city with 1.655.600 people. Tt's busy

And if you'd cuare for the returns from the outlying districts . . .

. with 330.300 privately employed and 294.500 in government service.

And it spent a healthy $2.027,037.000 last year in retail sales — which 15

a lot of money cven in Washington.

Arlington

County, Va. and Montgomery County, Md. just outside the Washinglon

metropolitan arca are the two highest family income counties in the country

To tap this tremendous buyving power, it's good business 10
use the most powerful advertising mediim in

Washington. The onlv television station in Washingloh

operating on maximum authorized powes:

WNBW_ 4

IN WASHINGTON

wBg |

Represented by NBC Spor Sales

SPONSOR

|




It’s as simple as this: 7 - ,
Highest Tower plus Maximum Power equal Channel 5
i ' To a television station alreudy great by any normal standards
; add— Chicago’s Highest Television Antenna

add— Chicago’s only station with maximum power authorized by the FCC

result— WINBQ—now delivering in the teeming heart of

America’s second largest market a better signal to more than two million television homes

WNBQ—the NBC station you already know for its quality in programming, audience acceptance. mer- (
chandising and sales impact is now transmitting a more powerful, more efficient picture to an even greater l

portion of the rich heart of the Middle West. This market represents almost 15 billion dollars in effective

bu}'in° power and is now dominated by the vast new WNBQ tower, the highest TV antenna in the area. l

J "2 obvious —your television advertising will look better to more people on

//‘m WNBQ channel D “/1'(.
IN CHICAGO

)ROB o ' —Q Represented by NBC Spot Sales




AVOID COSTLY

UPLICATION

BUY WTVP

For a

solid

coverage
of the rich,
growing area
on the rood
between

Decatur, lllinois

sales N\

Chicago & St. Lovis / \

PRESENT
AUDITED AREA,

4

©oT. LOUIS

80,000 TV Homes

92.8% U.H.F,
CONVERTED

.

{ MARKET

Served at |owes AREAS

cost without any \
duplication
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DECATUR, ILLINOIS
ABC-DuMONT

{ CHICAGO!

the basis of audience size as indicated
by ratings.

3. New stations n new markets:
Moxst of the wew, post-freeze stations

both ulf and vhf -started off with
base hourly rates (Class A, one-tine)
of between $100 and 8200. Last fall
nrany reps predicted that these rates
would increase sharply throughout the
industry. However, the increases have
been slower than anticipated; the sled-
ding has been tough for many of the
new outlets. But some outlets will seck
increases (of up to 25°7) in the new-
est markets, reps believe.

Color v

Q. Will color television be a fac-
tor in spot advertising this fall?
A. Yes. Despite the uncertainties
over current U.S. purchases of color
receivers, the lack of standardized col-
or film and hive production, the lack
of uniform price formulas and the
high cost of experimentation, several
of the top agencies, stations and reps
are discussing limited color tv spot ad-
vertising for fall 1954.

Q. How many U.S. homes will be
equipped with color ty receivers
in the near future?

-A. Aceording to the lalest esthmates

of Radio Corporation of America and
a recent study made for Fortune mag-
aziue, there will be somewhere between
50,000 and 200,000 U.S. homes
equipped with color receivers at the
close of 1951: and between 300,000
and 1,200.000 color-equipped by the
end of 1955. RCA’s is the lowest es-
timate, by the way. RCA based its
ficure on a survey of the industry.
Fortune on an anah sis by an economic
forecasting irmi. (For full details. see
chart, page 120.)

What this means to the spot tv ad-
vertiser iz that the audience potential
for color tv announcements and local
programs will be limited:

1. By the number of color-equipped
homes in major markets.

2. By the number of
equipped to televise spot color (slides.
films, shows) in the near future.

stations

Q. What accounts for the wide

variations in estimates of color re-
ceiver production?
A. In the case of the two sets of

figures cited above, the RCA figures
are believed to be a conservative min-
imum; the Fortune figures a {airly
optimistic projection based on antici-
pation of a sizable drop in color pic-
ture tube prices. What the real truth
is, nobody knows—vet. SPONSOR pre-
sents the two figures to show that, at
this stage, there is a considerable range
of opinion ahout the future growth of
color tv in American homes.

Q. How many U.S. stations will
be equipped to handle spot tv ad-
vertising in color in the near fu-
ture?

A. To answer this question. SPONSOR
made a special Fall Facts color sur-
vey of all of the 408 tv stations now
on the air, or planning to be very soon.
Replies were received from a little less
than one out of every three stations—
31.2¢7. Virtually every major U.S.
market was represented in the replies
and responding stations ranged from
the largest and oldest vhf outlets in
established markets to outlets due on
the air in the next few months. spox-
SOR believes its survey, at presstime,
represents a good sampling of all tv
stations,

These were the spot tv highlights
of the study:

1. Color slides: Equipment to tele-
vise color slides or slide-films (cost:
estimated £18,000) seems to be the
first local color target of most stations.
About 2.4¢¢ of US. stations now have
this equipment. Some 17.37C expect
to have color slide gear by the end
of 1954. A little less than one out of
five outlets—19.69c—expect to have it
sometime in 1935, and a few—0.7%
—indicated 1956. Some 0607 were
undecided, had indefinite starting dates
or had no plans at present.

Outlook for sponsors: Nearly 20%
of U.S, stations will he equipped to
televise color slide commercials local-
Iv by the end of the vear: nearly 40%
by the end of next vear.

2. Color films: Getting a color v
film projector (cost: estimated 862.-
000) follows installation of color slide
gear closely as an objective of U.S. tv
stations. Fewer stations have color film
equipment right now 0.7°¢ — but
slightly more stations — 18.8% — ex-
pect to have color film projectors by
the end of the vear. as compared with
color slide chains. Another 18.8 ex-
pect to install color film gear by the

SPONSOR




ASK

YOUR

NATIONAL
REPRESENTATIVE

You're on the verge of a decision, and a problem.
What business papers to pick for your station promotion?

It’s no problem to kiss off, for your choice can have a telling

effect on your national spot income.

But where to get the facts?

The answer is simple. Ask your national representative.

He knows. His salesmen get around. They learn which business

papers are appreciated, read and discussed by buyers of broadcast time.

His is an expert opinion. Don’t overlook your national representative.

| SPONSOR

The magazine radio and tv advertisers use



end ot 1903,
to have their film equipment installed
by 1930 is 0.7 . Those with no plans
amonnt to 60,

The number who expect

of the t
outlets will be equipped 1o project col-
or film by the end of the vear:
407 by the end of 1955.

3. Live local color shows: Buying a

Sunmming up. nearly 207,

nearly

color camera chain, of course. is the
biggest plunge a station can make

color television. Its cost will be ap-
proximateh  £75.000 (more or less).
A: might be expected.
moving more =lowly in the direction
of local live color shows than they are

in that of network or

stations are

“canned” color.
A moderate amount of stations—some
1.0"¢ —have local camera chains for
color telecasting right now. But less
than five out of every 100—4.777 —
expect to have color cameras by the

end of the year, 15.777 expect to he

thus equipped in 1955 and 477 named
1956 as their target. Some 7477 of

the stations had indefinite plans.
Outlook for sponsors: 1t will
some time before you can shop for
local live color shows in more than
few markets. Whereas some 20 out of
every 100 outlets will have color slide

he

or film equipment by the end of the
a little more than six out of 100
By

1955 the <ituation will have improved,

year.

outlet~ will have color cameras.
but about twice as any stations will
have projection gear as compared with
Ine cameras. Among stations now on
the air with regular local live color

shows are WKY-TV, Oklahoma City.

Q. How many stations will be
equipped to handle network color
in the near future?

A. Color installations by stations to
televise network color programs will
be considerably more widespread,
least for the next year, than the facili-
ties 1o televise color locally. according
RCA. for in-

stance, estimates color tv will be fed

to present predictions.
this fall 1o 75
work lines.
For details,
v, page 117,

of tv areas on uel-

see section on Nelwork

Q. What does this mean to tv
advertisers?
A.

Roughly. this:

—

e

The Basie ABC’S
of Buying TV in
the Omaha Market

U:UDIENCE

. KMTV

~SO. DAKOTA
~ )

] IOWA
NEBRASKA \} el
omeho il S
lm-'l.» i R '

7/
b MISSOURI
—

KANSAS | b deerh

completely covers the big, prosperous Omaha

market—the one donmmnl TV station with 11 of the top 15 night-time weckly net-

work shows .
locally: produced shows , .

. 7 of the 10 most popular multi-weekly and Omaha’s most popular
. as well as 8 of the top 10 daytime shows.

(Get KMNITV's

complete audience leadership picture from lHooper, Pulse or ARB.)

Bonusts

than any other TV
merchandising helps . . .
screen projection .

« . KMTV’s 300-some national and local advertisers (more
station in the area) all like these KMTV selling entras:
Midwest’s finest live commercial
.+« KMTV’s consistently

strong
facilities, including rear
big matl response . . . special events

. . and oiher promotional and publicity bonuses.

[EOVERAGE,

.« KMTV has a 3-to.)l leadership ratio over 7 other TV

«tations as the one station best-reccived and most-watched within a 100-mile radius of

Omaha.
of KMTV"'s low channel

1ccordmg to an lmparlml survey (name and statistics on request),

Because

3. its wmaximum power, and the flat Nehraska-lowa terrain,

KMTV is the favoriie TV station 1n this big-huying 250,000-set Missouri Valley mar-

ket with two billion dollars to spend.

Take advantage of these

“Sates-Producing ABC's” todav.

Contact KMTV

or wour

Petry representative,
TELEVISION CENTER
CBS e ABC y | OMAHA, NEBR.
DUMONT Represcnted by
/ EDWARD PETRY & CO., INC.
CHANNEL 3
MAY BROADCASTING COMPANY

-
84

1. Networks will be able to offer
color tv audiences sooner than spot
tv reps and stations, since the usual
first step m addimg color equipment
to tv stations is to add facilities for
televising from network sources.

2. Networks will thus be making a
play for experimental color tv budgets
using their head start in color tv as a
lure.

3. This situation. however. will Le
far from By 1955, the
number of television stations equipped
to broadecast color film will begin to
cateh up with the number equipped. for
network transmission,

permanent,

Q. What is the spot cost outlook
in color tv?

A

nite formulas

At the moment there are no defi
to follow. However.
sPONSOK’s survey of U.S. stations (see
above) turned up interesting
guideposts. Stations were asked to es
timate the extra percentage that spon-

some

sors would be charged for televising
in color from slides. film or live shows.

lHere is a round-up of the estimates
by stations of additional spot tv color
charges:

WTI’d, Miam:: This Florida outlet
plans to charge an additional 10‘¢
color slide or film handling after 1
January 1955 and an additional 25
for live color local programing after
June 1935.

KOIN-TJ]'. Portland. Ore,: No exira
price has been set vet by station for
local live shows. but slides and film in
color will cost an additional 30¢¢ for
after 1 November

for

handling charges
1939

KGI O-TF, Missoula. Mont.: With
s color target set for 1956 station
plans to charge an additional 20‘¢ in
handling charges for color slides and
film. an extra 25‘¢ in local live color
production costs.

WSPD-TI . Toledo: Color film and
slides will cost a extra
20°¢ after October of this yvear. Extra
prices for local live color shows have
not vet been <et.

WMAR-TI . Baltimore:
aiving a total of 17 news programs i
color per week. this veteran vhi outlet

sponsor an

Presenth

i= already charging 10 additional
for color :lide handling. plans to

charge the zame this fall for filin show-
Ings.
WVIBR-TI . Jlacksonville: Color shde

cquipment will he in<talled by Januar

SPONSOR
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ONE MAN’S OPEN MIND
1s somebody else’s hole-in-the-head

i' I
000 hink
1y
aa0ay, "
3000 Q‘
it D 77 k\
f""

i
g
" UST fo keep the readers of Sponsor Apparently everyone doesn’t share our
]aware of the way the wind blows in cer- enthusiasm for radio and tv in general and
tain quarters, here are a pair of consumer KGNC in particular. Anent the latter. with
magazine clippings: innate immodesty we call your attention to
Chow to teach a crow to talk? Put it a Fact: Amarillo is again No. | for the na-
in a dark room. Turn on a radio. After a tion in retall‘sales per l;nm'l/\'. I tlns il-lg-
few weeks the crow gets lonesome and starts gests Fha_[ SRR DRI UGS
talking.” The editor commented, “IVho 1D (O
p wants a crow that talks ke a radio?”

Item 2: “One warm spring evening recent-
Iy a paiv of Indian braves, in town to cele-
brate, checked into a hotel, opened the win-

K G]‘I c-AM &TV

Amarzllo

dows. and turned on the room's tv set. It 50
happened that the Stockyards were par-
ticularly fragrant that evening. ‘Ugh’ ve-
marked one of the men, ‘television smell
terrible’.”

We bore that with equanimity: what got 1
us was the comment which followed: “Isn’t NBC and DuMONT AFFILIATE

that absurd? Indians never say ugh.”

M: 10,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency
o 112 JULY 1954
|
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of next vear, at which tiine sponsors
will be charged an additional 1077
for color «lide handling.

KPRC-TV, Houston: NMay 1935 i
target date for installation of color
shde and film equipment. with local
color tv cameras due in October 1955.
No extra charge is anticipated for col-
or slides and filns, although a premi-
um of 30°¢ will be charged for live
local color shows.

Film commercials

Q. What is the 1954 outlook for
film commercial producers?

A. lixcellem, most of them say. Most
producers surveyed by sPONSOR expect
an increase of 10 to 15%. A sizable
minority expects that the addition of
new (v markets may push business

207 ahead of 1953.

Q. What general trends are no-
ticeable in agency demands for
film commercials?

A. Fewer but costlier and more com-
plex commercials for use on a spot

basis, The reverse trend seems to be

IN CENTRAL

SOUTH CAROLINA

By fall WIS-TV will up its power to 269,000 watts,

almost triple its present outpul.
P | p

Power plus programs, an unbeatable combination.

true of conmmercials produced for pro-
grain use. Here the tendency is to-
ward simpler testimonial-type conuner-
cials. In hoth cases. the trends are a
divect outgrowth of SAG demands for
1e-use payments to plavers,

The consensus among producers i~
that agencies have developed greater
creativity
thinking has more closely
geared to production values and the

in storvboards. that their
become

visual aspects of tv. “The era when
print copywriters were rushed into tv
commercial have
finally ended.” one producer remarked.

writing scems 10

Q. How long does it take to
make a film commercial?

A. Answers varied from three 10
eight weeks. However, consensus of
film producers has it that hest results
are obtained from the following sched-
ule:

e Five weeks to shoot a 00-second
{be it
mated, a combination of the two. or
dotted with opticals)—that is. five
wecks after the finished storyboard
is delivered.

commercial live action, ani-

* A couple of days for laboralory

A strong NBC schedule

. . outstanding local productions and film features . . .

and local newsreel coverage of the State capital’s newsworthy events

filmed by WIS-TV, developed in Columbia, and telecast on WIS-TV

minutes after they oceur have quickly established WIS-TV's  popularity.

For results with vour fall campaigns, choose Channel 10, WIS-TV

. the choice of more than 100,000 TV owners in this rich market

Charles A, Batson. Managing Director

86

G. Richard Shafto, President

IN CENTRAL SOUTH

work to deliver 100 prints of this com-
mercial.

o Al least eight wecks for stop-mo-
tion work r unusual amounis of ani:
matioin,

Q. What is the average cost of a
60-second film commercial?

A. There’s no
average commercial. However, $5.500

such animal as< an
is a pretty tpical cost of a minute
commercial.  P’roduction
from as low as 8600 for silent film
with separate sound track 10 over 8§15,
000 for some elaborate jobs combin-
ing animation and live action with
~svne sound. Since close to 90" ¢ of
the production cost is attributable to
labor. a great deal depends mot onh
npon the number of people required
for a particular job but also upon the
calibre of talent emploved.

costs range

The cost variables in film commers
cial production are considerable. A
quick look al the possible components
of production will give sponsors an
idea why it takes film producers more
than a quick look at a storvhoard &
give an eslimate:

1. Creative work—script and story-

ONLY VHF FACI

NBC on Channel 10

Represented nationaily by Free & Peteis

SPONSOR
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I NOW on Television
I (WXYZ-=TV Channel 7)

1 ——

Ed McKenzie's

saturday
party

,}64 A group of teen-agers from Detroit high-
.7 schools and clubs are Ed's guests each
: week at the "corner sweet shop’’. Records
are previewed, famous guests entertain.
There are dance contests and teen-age
talent contests, too. Saturdays, 12 Noon

to 2:00 P.M. Participating

WXYZ-TV - CHANNEL 7

="l

and radio (wxyz)

) -
-

ED M<KENZIE

dean of Detroit’s disc jockeys
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Ed McKenzie's
record matinees

Latest record releases and all-time favor-
ites plus lively comments have won a wide
following for Record Matinee. Interviews
with famous names in music (shown: Teresa
Brewer) are also featured. Monday
through Friday, 3:00 to 6:15 P.M.

WXYZ - RADIO Patticipoting
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SANTA'S "HELPERS'
IN THE
TRUSCON MILLS
AT YOUNGSTOWN
AND THE
BEASLEY
REINDEER
AT MUSKOGEE,
PLAN
OEUVERY
ABOUY
DECEMBER 1.

-

CHRISTMA

A 90 Mile signal radius from a
quarter mile of steel on the peak
of Michigan, a half mile above
Lakes Michigan and Huron!

The HOME TOWN STATION of
237 Michigan Communities
now will give you
FOUR MAJOR MARKETS:

MUSKEGON
GRAND RAPIDS

SAGINAW
BAY CITY

CADILLAC T
CBS — DUMONT — ABC

CEPRESENTED AY

WEED TELEVISION — W. L. SALES, GRAND RAPIDS
SPARTON BROADCASTING COMPANY

4

SHOPPING!

—

MICHIGAN

| board: These are generally done by

agency staffers, sometimes by the pro-
ducer.

2. Photography: Cost of photog:
raphy depends upon whether the job
is to be done in a studio (which means
a remal fee)r or on location, It de |
pends, too, upon whether the filni can
be ~hot with a silent camera or with
ssnchronized sound. The number of
people to appear in a live-action film
affects not only cost of SAG re-use
payments. but alko cost of direction
and camera work. If it’s to be anima-
tion. scale varies depending upon
whether film is to he done with lim-
ited or full animation or filmograph.
Stop-motion photography calls for ex-
pensive lab woik.

3. Recording: SAG re-use payvments
are required for ofl-screen voices, ex-
cept for “omnies” (that is, unidemifi-
able voices). The AFM controls cost
of the music. Special sound effects
can mean another cost increase. And.
of course. there’s sound studio rental
to be paid.

4. Direction: The scale varies here
too depending upon whether it’s a live:
action or animated commercial—not
to mention cost of the sound director.

5. Opticals: Properly used. wipes.

i dissolves and fancy titles exploding un

the screen can be very effective.

They re also expensive.

Q. How does the cost of film
commercials today compare with
cost five years ago?

A. Costs have risen as much as 50«
Bob Klaeger, Transfilm v.p.. pegs the
cost rise of the “"mythical average com-
mercial” at approximately 33‘¢ since
1949.

Because of changes in production
techniques and in scheduling. it’s prel-
tv hard to draw a completely fair com-
parison. In the early days of tv film
commercials (say around 19481 agen-
cies gave producers eight weeks to do
a certain job. Two weeks is more like
it todav.

Since most of the labor is em:
ployed on a per-day basis. total pro-
duction cost depends a great deal upon
pre-shooting plans and scheduling,

Here are some round figurcs for
labor scales:

1949 1954
Stidio mechanics
(grips & lighting)
Camcramen

N

b
Dircctors 87
Vadistant directors 2

$25 a dav $35 a dan
dav S$100 to §125 a day

> a
5 a dav $125 a dav
7 adav §33 a2 dan

SPONSOR
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Other factors that have contributed
to the rising cost of tv commercial
\films are the more stringent demands
of agencies and clients. A fcw years
'ago, four or five opticals in a G0-sec-
‘on(l commercial would have hcen con-
\sidered a pretty elaborate job. Today
\it's not unusual to have as many as
10 or 12 opticals (wipes, dissolves.
titles) i a 20-second film.

Q. How much work is being
done in color?

A. There isn’t a producer in the bus-
iness who hasn’t got a dozen or more
caos of color film footage to show.

Screen Gems, for example, has con-
ducted experiments with three major
color stocks: KEastman, Technicolor
and Monopak (16 mm.). Depending
upon the stock and technique used,
color will add anywhere from 20 to
50% to the over-all cost of producing
a film commercial. In other words,
color will cost about three times as
inuch per foot for raw negative stock
as black-and-white (12.5¢ per foot
of color compared with 4.5¢ per foot
ol black-and-white).

The New York Film Producers’ As-
sociation, which represents the bulk of
New York commercial and industrial
film producers, also conducted tests
with color film this spring in close col-
laboration with NBC. The results of
these tests were to be shown on 12
July in NBC’s Colony Theatre on
closed circuit.

Here’s how these tests were made:
The Film Producers’ Association used
three types of film stock to make the
tests—Technicolor with a three-strip

camers, Eastman 35 mm. and 16 mm.

commercial Kodachronie. The same |

make-up and lighting were used for

all three films in order to keep the

«conditions as similar as possible and
this control the variables.

Among the problems the association
discovered in making these films Roger
Lewis of United Artists mentioned the

lollowing: “Splices create a technical
problem. We found that we had to
make a print from an ediled negative
that had been processed in the lab.
Also, you can’t run a color print near-
ly as often as a black-and-white print.
If the sprocket holes are a little worn
the print doesn’t run smoothly,”

12 JULY 1954
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”Dig this ngé\/d 6;(5,,,_/\‘“\\\ .

“Alan, it’s been dug!”
“You mean the fact that KA 'V's transmitter is just 21 miles
fiomr LITTLE ROCK—SAME DISTANCE from the BAT I'T.RY
to the BRONNX?”

“Man, you're with it.”
“Evervhody's with KATV 80,000 sets in the arca as of july
I, 1954—and growing all the time.”

“Are there people around?”
“586,500—all within K\T'V's primary coverage, accoiding to
Sales ManagemenCs May 10, 1954 Suriey of Buying Power.™

“Do they spend money?”
“8197.456,000 last ycar-—aud they've got it to spend. with an
eficctive buying income of $669,410.000.”

1

“It’s a real crazy market!
“33rd in the nation, with its population—a COOIL. DEAL
for advertisers!”

“Man, you arc now exceedingly HEP.”
“I'm real gone—to the guys who know all abont st—A\sen

Knodel, Inc.”

CHANNE'L-

JOHN FUGATE, MGR. AVERY-KNODEL, INC.

620 BEECH NATIONAL REP,
LITTLE ROCK , ARK.

89




Q. What are the advantages and
disadvantages of the different
types of film stock?

A, Inoate hlmng of 55 prodocts in
thee ddlerent processes, Soneen Cremns
came up with the [ollos g eanpari-
~fq)

I'rice of

orizial

Aodachrome advantage s

ortgmal fihn o~ lowest.  f
filne 1~ used lor tele astine
cellent defirmtion and color qnality.

(.)pti-

(&II‘ a1 Iilllil('(l Lo (IiN\()'\ > Llll(l riltl(“.

Aodwchrome lisadvantages

Hure's a great loss of quality in re.
Vo cost of release prim
Generally <the <cuml track
da that of the others,
\inl, eliting Hooamn, s a tough job

hrase prints.

higher
r~n'[ as good
Eaviman advantages  Larger film
better values in making prints
[romr a negative rather than a positive

VI
are majur lactor<. \lso. vou ran make
somne opticals with Eastnan, and vau
gt better resolution.

In reduc-
prits gt

Fastman disadvantages
g fronn 35 mn, o
gramv,

L6 .
This stk hias less color sat-
uration and a less <atisfactory souml
trach than

technicolor  advantages

Terhnicolor.

This filin
offers ureatest vontrol ol color satura-
ton, greatest eontrol of opticals, bet-

ter quality sound track and low re-
Irase priut vosts,
Technicolor  dvsadvantages  Orig-

wal production costs are higher with
Feelmivolor aid resolution is not quite
as gowdl as with other processes.

Q. What's being done to hold
the cost line for film commercials?

STATE

TH

VHF

. sttt ve Neo Homypuhoqe pupidafran 105,000 TV families ‘ ~r“‘
o~ x ~-
FLUS « ., . ./ Y womy doesetts  Loooolt 2l TP
o s 115,000 TV families L VT & NH.
ﬂh
PLUS ‘nASS.ﬁ MASS
— 15,000 TV families “‘::ﬁ&r.{ ,
Total PRIMARY coverage 235,000 TV families = "k-u\‘? :
A1 -.L 5 ‘J.‘:
BONUS COVERAGE!p i
] % T'."Zk "
\-' - \
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FROM WITHIN THE MARKET

A. A< the indastry ha~ continued to
grow, film producer< have been gain-
vxperience an cnlting corters 11
producticar,  Thev've learned to do
claborate jole i one-fourth of the

-
ing

Filmn

stia b too. has been continue
o<l ymproving, Eastman, for exam-

ple, is working on a film which will
usc murh less light. hence saving ¢li-
ents rost of expensive lighting equip-
went and techoicians,

However, agencies and clients have
more demanding  about  the
of work that they consider ac-
ceptable. i amimation, for example,
the trend i< toward brush inking rath-
er than the cheaper method of pen ink-
g, A few animation
job with three tones of grey was cons
sidered more than adequate. Most ani-
mated commnercials todav have multi-

hecorne

anahity
juahty
vrars

ago, an

ple-tones,

Q. What are the most significant

trends in commercial film produc-
tion today?

A. Fromits survey of New York film
commrercial |)l‘0(|ut'er.~ SPONSOR noted
the following trends:

I. Uniil a (ouplc of vears ago agen-
cies attempted to cut costs by editing
out 20-3econd segments of 060-second
commercials to use in 20-second time
slots. Experience has shown them that
lifting out part of a connnercial for
~eparate use can rarely he done with-
out damaging the effect both of the
00-second commercial originally con-

ceived to permit this and of the re-

T()da}

film.

sulting  20-second the

)*-—

’;-‘Q.'f\'\ i C°§‘,§2§§:\

trend is towards ])ro({ueing 20-second
filns separately,

2. Agencies are getting back to the
idea of relying upon film producers
for the creative work. Theore seems to
be ~ome trend towards allowing story-
boards ty grow in the producer’s stu-
dio. rather than in the agency.

3. Ther’s a strong trend towards
visually  creative  commercials
than a crowded series of wordy

more
rather
messages [lashing acros< the screens

L lu animation. three trends are
apparent: 1y anore elaborate brush
and multiple-tone work ou the realis-
tic-ty pe of cartoons: (21 sophisticated.
onderstated line drawing made popu-
lar by U PA and exenplified by UPA’s
commereial for Jell-O tthrough Young
& Rubicam); (31 use of realistic Fu-
rupeun‘nlade puppet:' i §lopamotiq|1
photography.

Q. What tips can producers give
for more effective 1.D.’s?
A. Simply this:

I. Keep it short. keep it simple.
You've only got some six seconds of
audio. Your LD. will be most effective
if vou think of it in terms of five see-
onds of audio instead. 1t's better to
leave the viewer with one idea than
with a headache,

2. Use wmusic or a simple sound
effect rather than manv words.
line jingle is more memorable than
five-line pitch.

3. Don’t crowd the screen with let-
tering -it mav conflict with the station
call letters that of the
television sereen.

A two-

oceupy 2577
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eleviion-lO? |

No, it’s just a picture of one of the many ways that WRGB
proves itself a good neighbor to the communities it serves.
Even our cameramen, above, went all out with beards, string
ties and tattersall vests to help nearby Scotia celebrate its
Golden Jubilee. Behind the beavers and costumes, the lads
are strictly 1954 personnel, helping to bring the finest
modern television to the 375,000 families in WRGB’s pri-
mary area.

A GENERAL ELECTRIE STATION, SCHENECTADY, NEW YORK

AN Represented Nationally by NBC Spot Sales
| New York * Cleveland * Chicago ¢ Detroit
, | . Hollywood * San Francisco

THE CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION STATION
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®
SET COUNT — 545,535
(RTMA —May 1, 1954)

M
Grade A Coverage
Indianapglis « Terre Haute
s
Grade B Pop. ¢« 1,922,150

(SRDS—Consumer Markets)
e

television

For BLOOMINGTON - INDIANAPOLIS - TERRE HAUTE

and all the Hoosier Heartland

WTTV Channel 4 Owned and Operated by Sarkes Tarzian in Bloomington, Indianda

Represented Nationally by ROBERT MEEKER ASSOCIATES, Inc.

New York - Chicago + Los Angeles + San Francisco
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4, Avoid excessive action. What's  tion. More, better and increasingly — uct advertised (to avold having to pay

effective on 10077 screen may tend to  original antmation has been taking  “player’s re-use payments”
look cluttered on 75% of it. the place of the dramatic skit type of
5. Forget about “before and afters”  live-action commercials.
—you can’t make the point in 10 scc- Most of the trends predicted by Q. Has the SAG contract put an
onds. Use close-up of the product or —agencymen and producers at the time extra overhead burden on film
of a person using the product, the SAG contract was signed, 2 Vlarch  producers and agencies?
1953 (see sronsor 23 March 1933 is-  A. Film producers generally don't
sue for details), actually came about: have any more bookkceping to do than

Q. Are SRA standards for 1.D.’s (1) more .laMe-top photography and they had prior to the SAG contract.
iikely to change within the near demonstration; (2) fewer actors on  They’re responsible now as then only
future? screen and fewer off-scrcen voices; (3)  for the initial payment made to actors
A. The SRA standards, established '™OTe shots of hands only. or feet onlv, for their studio or location working

. or lips onlv i . ’ S
a couple of years ago, provide that ps only, depending upon the prod- time, therefore don’t pay extra.

six seconds of audio out of a 10-sec-
ond station identification may be de-
voted to the commercial pitch. The
call letters of the station must appear |
[
|

1m\

in the top right-hand quarter of the =~ ‘\ N LS -
. _( 1 - -

screen throughout the entire 10 sec- 1) ) W

onds. Members of the 4A’s are cur- LesuE ~ e N\

{{ DARLINGTON &
\ l(yl\j/ Z ""-‘hq EN R
e Y #1

‘, i, [TRANSMITTER S VY /A
SITE ’ .‘ 53 kicht}
3 - B D A H&DO 8 Ucon
\ “ SHELLEY N
1\ /&5 . i

renthy meeting to discuss possible re-
vision of the SRA standards. Among

the suggested revisions are: (1) giv-
ing advertisers 100% of the screen
during eight seconds of the 1.D.; (2)
having the station rather than the ad-

vertiser through the agency pay for
putting the station’s call letters on the

duplicate negative.

i .b | >mucﬂE‘1—D‘ Z .
SAG re-use payments EARS ! AN A PBEATE[(I
L ) . g - 9 b, ! anmN iy

!
'nlé'w\un -
' 4
\... [ N oo /u b

N ]

Q. Have SAG re-use payments to
players in film commercials forced

any advertisers out of spot tv? * YES SIR! KID-TV can deliver your sales message
A. A survey of major New York to 1,000,000 scts of rahbit-ears (eomplete with

film producers indicates that there has rabbits)—and throw in a couple of flying <auncers

been no change in the number of film too! BUT —if it's PEOPLE vou want — KID-TV's
commercials being made. The first 100,000 watts of maximum power (ON TIIE ATR NOTT),
six months of 1954 were, of course, far delivers 230,000 of TITEM cvery broadcast day!

busier than the first six months of

1953. since the SAG strike paralyzed

film production until March 1953.
However, after the first rush of bus-

From 6.700 feet above sea level, KID-TV's Clhanel
3 Transmitter delivers a grade A signal in two
hooming markets of Southern Idaho. IN FACT it's
the ONLY TV SIGNAL RECEIVABLE in POCATELLO and

. L ),
s o strike s \ : : . -

e < following the strike settlement, IDAHO FALLS. Top programming from all four networks.

certain facts began to emerge: plus the finest *Loeals™!

s A few small tv advertisers have

unguestionably stayed away from film

commercials—possibly even dropped CBS
out of the medium—bhecause of the NBC
extra cost burden iniposed by SAG ABC
le-use payments.

e Medium-budget and even large- DuON ¥
budget advertisers hesitate as they nev- ; w
er had before about discarding old Nationally
film footage. The tendency is to sug- Represented by

gest incorporating edited parts of old GILL-PERNA
commercials into the new ones.

e The SAG contract provided the
anticipated shot in the arm to anima- C.N ‘“ROSY'" LAYNE, GENERAL MANAG
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READY FOR OUR
FIFTH BIG STEP
FORWARD:

INTER-
ONNECTION

Set for Sept. 26!

WE'RE on our mark, set and
ready for that next important
step in the hife of KOB-TV and
the Albuquerque market it
serves so welll The first four
have been historic, 100

NOVEMBER 1948 — KOB-TV es-
tablshed, ‘one of America’s
Poneer Stations!

JUNE 1952 — KOB-TV purchased
by Wayne Coy and TIME, Inc.
Improved and expanded pro-
gram structure begun immedi-
ately!

OCTYOBER 1953 — KOB-TV start-
ed serving the market from
Amer«a’'s highest antenna site—

atop 10,832 foot Sandia Crest
— 4,200 feet above average
terrain!

APRIL 1954 — KOB-TV moved

into modern ‘new studios!

And, on o 8 @
OB-TV

SEPTEMBER 26, 1954 -

widl join coast to-coas! cdities
f NBC — assuring be

timelier programs, greater view-
ing interest and increased set

sales 1n "America’s Fastest-

Growing Markes!” (U. § NEWS

AND WORLD REPORT. March 6

1953).

YOUR Next Step

.. 10 cash 1n on this next
forward siride of KOB-TV
is 1o contacl us without
delay! Some choice avail-
abihnes remain, but they're
going — fast!

Low-Band Channel 4

ALBUQUERQUE

Represenied by The BRANHAM CO,

The advertising asencies, however,
have tahen the bhrunt of the bookkeep-
ing burden. 1t is up to them to keep
trach of the number of markels in
which a commercial is shown as well
a~ the number of tintes it runs. They
st alvo take care of withholding tax
out of these re-use pavments,

Vintually all of the agencies who're
heavy in tv billings have had to hire
one or two aid even three extra people
to police the use of their commercials
and do the bookkeeping involved. Al-
bert Reibling. manager of radio and
tv at Kudner ageney. for example. has
one man working full-time on this job.
Stan Lomas. vop. of commnnercial tv at
William Esty Co., currently employs
one person full-time for the policing
and hookkeeping job, but expects to
need twa people in the job by fall.

Q. Has the SAG contract been
changed or amended since the
time it was signed by the New
York Film Producers Assn. on 2
March 1953?

A. \o changes or amendments have
been made on the SAG contract. It
will be up for renegotiation next vear.
However. nat even the most optimistic
of agencymen believes that there’s a
chance of revoking the re-use payment
principle wow that it has become ex-
tablished.

Some subtle changes in the applica-
tion of the coutract. however. have oc-
curred a~ a result of interpretation.
Mrs, Florence Marston. New York
chairman of the SAG, told spoxsonr
that questions of interpretation which
have been hirought up during the past
vear were alwavs settled through in-
dividnal and
of the contract ¢lauses.

discu=sion reevaluation

One of the main subjects that hax
come up for SAG reinterpretation is
the definition of an extra. Only “play-
ers" are subjeet 1o re.use payments and
plavers are persons who speak on
screen or persons identified with the
product. Fatras therefore. are perzons
who don’t speak vn screen and are not
identificd with the product.

lHowever. there have been instances
of group ~cenes in commercials where
nirny advertised
product an <creen and vet they were

persans  used  the
termed extras. not subjeet to re-use
pavments.  The reasoning liere was
that these persons were part of the
hackground agaiust whicli one partic-

nlar percon gave the product pitch.

Another device used by some pro-
ducers and agencies to limit re-use pay -
ments for ofl-screen voices is “double-
tracking.” Double-tracking is done in
the following way: One girl singer
records a song on tape. The same
girl then re-records the harmony. By
combining the tapes you get a multi-
ple-voice effect. but you pay only for
one ofl-screen roice. As one adman
“You can make one singer
sound like the Westminster Choir.”
To date SAG has not objected to this
device.

Another way of avoiding SAG re-use
pavmems has been to film commer-
cials outside of the U.S. Several agen-
cies and producers have found that
imany economies can be made by using
hoth and American actors
abroad. Of course. if a producer takes
bis talent along with him to fAlm
abroad. those plavers are subject to
1e-use pavments. Among economies
that ean be effected outside of the U.S.
to offset the cost of transportation are
the following: cheaper sets, cheaper
mnusic, the opportunity of substituting
interesting  locations  for expensive
studio sets.

put it:

foreign

Svndicated tv films

Q. To what extent are syndicat-
ed made-for-tv films a factor in
U.S. television advertising?

A. This is the outlook for 1954:

1. Dollar value: This vear’s syndi-
cated film business. excluding tv fea-
ture films and flm commercials, will
approximately  $60.000,000.
according to made earlier
this vear Dy a representative sample
of syvndicators and producers. (See
1951 Tv Film Section.” 25 January
1954, page 52.)

2. Program importance: A recent
NARTE survey (see Film Basics, page
184) revealed that syndicated flm
amounts to just zhort of 307¢ of the
total hours of tv programs aired each
week by the average U.S. tv station.
This figure is highest in markets of
50.000-500.000  poepulation taverage:
37.5°¢1: lower in markets of over
500.000 people (average: 18.67).

3. Production investment: As SPOXN-
SOR went to press. leading distributors
estimated that there were more than
30 tv film series in production. both
here and abroad. for U.S, tv film syn-
dication. Since each series today rep-

be worth
estimates

SPONSOR



SUCCESS STORY FOR
UHF IN THE MAKING!

In California’s Central Valleys . . tv homes
were practically Doubled /7 just eight
months due 7 /e advent of

Crystal Clear UHF Reception!

Four years fringe area reception (from S.1.) 52,943 tv homes
ElGHT MONTHS UHF INFLUENCE /rcrease o 35,212 tv homes

I eight short months [un. 1, 1954 the percentage of
to homes climbed from 35.1% to 55.3%

The imminence of UHF gave promise for Linproved
Service . . . therefore . .. all new sets sold during

the last half of 1953 wwere 05% UHF-VHF receivers!
KTVU's Central Fallevs have become a hot sales area
for UMF sets . . .Proof of this is the total count . . .

to date . . . of UHF scts within KTVU's Eff(’rz‘z'-z'e

coverage ared . . .
NOW — June 1, 1954 — according to NBC research — including Sacramento,

Stockten and Modesto areas—98,100 UHF Homes—add contiguous coun-
ties—GRAND RESULT—over 100,000 UHF HOMES

One-Half Million | 36 NBC TV
Watts From Half- . , Revresented b .
Mile in the Sky! | cpresented bY  George P. Hollingbery Company
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resents a capital mvestment of at least
8250000 for 13 weehs (for half-hour
film<) and often up to 8500,000, there
is a total of <ome 820,000,000 inyest-
ed in 1951 film production for svndi-
cation.

\lthough
svndicators estimate 75,

4. National spot value:
the hulk
of the svndicated film business is done
through film sale~ 1o local stations or
regional local advertisers. <pot-placed
film programs are an increasingly -
portant factor in national campaigns.
Some film syndicators told sroxsor
=807

they were doing or move of
. el

with major
agencies and advertisers, Multi-market
campaigns of 20. 30 or 40 markets for
one client are nolt unconnmnon; some-

theiv business  direetly

hmes the total can run as high as 80
marhet=. Net value of this business
fexelusive of timer amounts. at indus-
iy guessiimates, to over 813,000,000
annually.

Q. From the national advertiser’s
viewpoint, what is the cost out-
look for fall in syndicated tv films?
A. The cost trend is upward.

AN
7
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Only T VCoc/ering Sntire
Pich Central Kansas!

® 50% Saturation
® Wi;hita Studios

@ Bonus Coverage
® Viewer Loyalty

For the biggest lelevision buy in Kansas, contact the
Hutchinson or Wichita KTVH Sales Oflice and see how
you can get viewer domination in the largest metropolitan

market in Kansas.

CHANNEL
12

HUTCHINSON - WICHITA

VHEF
240,000
WATTS

CBS BASIC —DU MONT — ABC
REPRESENTED BY H-R TELEVISION, INC.

COVERS CENTRAL KANSAS
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Heve are three reasons why:

. Production cost= in tv films have
gone up for hoth talent and unionized
skilled labor used in filming shows.
Syidicators estimate that this rise will
add “about 10°¢" 10 the costs of
shooting v films this year as com-
pared with 1953, Sinece producers of-
ten work on paper-thin margins, in or-
der 1o price their product competitive-
Iv. they cannot absorh very much of
this cost rize. and most of it will be
passed along to huvers.

2. Film pricing is also a function
of station time. Often film prices are
figured a- a percentage (such as 25% )
of a ~tation’s Class A spot hourly rates.
Since a number of stations expect lo
rai~¢ their rates again this fall (see
“Rate outlook,” page 80), this too
<hould add somewhere between 5 and
107 10 cosls a~ compared with last
vear.

3. Again because of tight profit
margin any increases in the “hidden
costs” of tv film syndication—such as
shipping. storage. extra
prints. sound effects, stock film foot-
age. postal and express rates—will
probablv be passed along to buvers.
This applies also lo any increases in
sales costz not covered by sales return.

handling.

Q. What trends are apparent for
fall in clearing station time slots
for syndicated tv films?

A. Although networks been
making a concerted effort to win more
afternoon and late-night tine slots for
network programing. svndicators are
fairly optimistic about a

have

generally
sponsor’s chances for clearing good
time slots for syndicated tv films.

“The situation iz getting tough on
a few of the big owned-and-operated
network stationsz.” the sales director of
a syndicator told sroxsor, “but sta-
tions in virtuallv all of the top 50 mar-
kets will still clear good time slots for
a show—provided: (1) the sponsor
will sign for at least 20 weeks and
preferably 52 weeks. (2} the quality of
the show is high enough to insure a
~izable viewing audience. A network
alliliate makes more money out of a
syndicated deal than from a network
<how. and many are not at all afraid
to refuse network programing. partic-
ularly kinescopes. in order to slot a
<vndicated property.”

In addition to this general situatien
outlined above. there are some other

SPONSOR




== SANTA ROSA

VALLEJO

= PETALUMA

SAN MATEO
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KRON-TV COVERS THIS BIG MARKET...
» With a population of 3,600,000

» Spending 4)2 billion dollars annually on
retail purchases

e The eighth largest in set ownership
.. 50 COVER MORE ON
FREE & PETERS, INC. « NATIONAL REPRESENTATIVES
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-
GILROY

& IN THE GREATER SAN FRANCISCO MARKET
«» s YOU cover more on CHANNEL 4

STOCKTON

TRACY W

MODESTO

WA LOLLISTER

-
&

-

BECAUSE CHANNEL 4 PROVIDES
¢ Maximum legal power operating at 100,000 watts

» Highest antenna in San Francisco at
1441 feet above sea level

e Low channel frequency insuring stronger signal

e Top-rated NBC and local programs
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’. Estimate your total cost per
print for the round trip — to sta-
tion and return. If you know your
total cost, enter here: $

if not, here’s a check list of steps
performed by Bonded to help
you estimate your total cost.
Enter what you think your cost is
for each service, skipping those
you do not now receive.

Aitoching leoders L S
Mounling on reels —
Inserting commerciols
Cost of conloiner, reels
Shipping

Print Control Record
Confirmotion of woybills - ~
Immediote check in on return
Exominolion ond repoir
Cleoning

Removal of commerciols
Report of prini condition
Storoge

TOTAL . S

2. Next, estimate the number
of prints (programs, features, or
commercials) you use in an av-
erage month. Multiply. Put the

total here. $ . Don't
just groan, move on to Step 3.

3. Now phone, or write, for a
Bonded TV Film Service estimate
and plan for handling your film.
It costs you nothing to find out.
And — whether your needs are
large or small, whether you now
do your own film handling or not
— you will find that Bonded can
do the job better and cheaper.

b

TV FILM SERVICE

LOS ANGELES « NEW YORK
630 Ninth Ave.
JU 6-1030

904 N. Lo Cienega
BR 2.7825

FASTER, SAFER, LESS COSTLY...
Because It’'s More Efficient!

BONDED 247"/

time-clearance developments of inter-
est to national spot advertisers, such
as:

L. Spot carriers: To help ubf «ta-
tions get a supply of syndicated 1t
filma. MPTv recently proposed a sort
of “pay-a=you-go” plan that is a inodi-
fication of the spot carrier sales plans
of major networks. The plan ha~ re-
ceived a semi-oflicial “O.K.” fromn the
Federal Communications Commission,
and i~ likelv to be in operation by

fall. 1n practice, MPTyv will give filn

to new ubf outlets. and then sell spot
announcements to national advertisers
which will be aired with the <hows,
The station will designate the tine
slots for the announcements, The plan.
in effect. guarautees <pot time clear-
ances in advance.

2. Miapix plan: This syndicator-
producer i~ hacked primarily by sta-
tion investment (zee story in SPONSOR,
I} January 1954 page 42). Current-
Iv. a total of 12 tv outlet< are stock-
holders in Vitapix and the outlook is
for 60 In fall. Latest deal: Parole
Chief. a half-liowr film series starring
Pat O'Brien. is now being offered to
agencies for multi-market sponsorship.
Already. 34 stations -almost all in the
largest tv markets and many with top
network afliliations—have indicated
that thev will clear Class A time for
a sponsor who will buy this “film net-
work.” Station reps, incidentally, get
their full commissions on this arrange-
ment. Vitapix expects a quick sale of
this initial film property. “When 1
tokd one agency we could guarantee
half-hour time clearances in Class A
on 34 big ~tations.” said a Vitapix ex-

ecutive to SPOXsOR. “they just flipped.”

3. Rep-syndicator havson: Since
they are all part of the “spot tv fam-
ilv.” reps and syndicators have lately
been taking a number of steps that
will probably result in closer coopera-
tion in landing sponsors and clearing
time for syndicated film properties.

A good deal of pioneer work in this
field has been done by the Katz \gen-
ev rep firm. which last vear set up it~
Station Films. Inc.. a non-profit organ-
ization designed to act as a central
film buving office for Katz station cli-
ent>. Through it. «tations increase (in
effect) their buving power. and svn-
dicators <ave on sales costs,

Latest step: Dick Doherty. consul-
tant to the fledgling Tv AB (<ee report
on page 781, had planned a series of
meetings with top  film syndicators.

Object: to acquaint reps with the prob-
lems of syndicators, and to brief syn-

dicators on the latest spot tv sales
trends.
Stated Doherty recently: “TvAB

cannot fail to be of great benefit to
the tv film industry since increased
sales of station time will of necessity
produce increased sales of film.” (Mer-
ger of TvAB with NARTB'’s planned
promotion bureau should not aiter pos-
sibilities of cooperation.

Q. Have reruns established them-
selves in the tv film industry?
A. Definitely.

A Nielsen study last summer showed
admen that film reruns lost fewer rat-
ing points during the summer than
first-run shows. that they showed a het-
ter share.of-audience picture. and an
excellent “Audience Held” level. (For
details, sce charts in Film Basies, page
188.)

Due to continuing tv home growth
in even the biggest tv markel<. rerun
film have racked up homes-
reached scores as high as 15077 more
on the rerun than on the first-run

sliows

showing. By and large. admen now
judge reruns—including shows first
seen on networks—almost as they

would any first-run property. provid-
ed the initial rating is satisfactorv.

Q. Will there be more "‘multi-
market’’ syndicated film sales to
advertisers this fall than a year
ago?

A. By all indications. yes. Industry
leaders expect an increase of some
207 in sales of this type this fall.

Here are some of the larger multi-
market film sales in the syndicated
field as spoNsOR went to press:

Ziv’s two biggest multi-market deals

Carter ’roducts and Samsonite Lug-
gage on Mr. District Attorney and
Phillips Petroleum on [ Led Three
Lives—are getting bigger. The Carter-
Samsonite list will shortly jump from
10 to 45 markets: Phillips will go from
23 to 35 markets.

Canada Drv iz conlinuing as one of
the largest multi-market syndicated
sponsors with CBS TV Film Syndica-
tion’s Annie - Oakley. \ired for the
beverage firm and its bottlers in some
80 markets. the series is sponsored
every-other-week by various local and
regional advertisers.

Pure Qil Co. continues its sponsor-
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MORE pesply ...

WFAA-TV's nine-county TV market is
Texas' largest — 1,420,600 people. With
345,000* TV-equipped homes, WFAA-TV is
your entree into 4 out of 5 of the mar-
ket's 437,500 homes.

*WFAA TV Research Dept., June 1, 1954

The WFAA-TV market controls one-
fifth of Texas' effective buying power
with a total of $2,525,723,000. Aver-
age is $5773 per family.

1o Huy MORE ...

Comes the clincher — more than 20%
of Texas' retail sales are made in the
WFAA-TV market! 1In 1953 retail sales for
the market hit an all-time high of
$1,850,450,000. Per family averages
were. . .

WFAA-TV % OVER o, OVER

MARKET TEXAS TEXAS  U.S. u.s.
Retail Soles. . . . .. $4230 $3739 4-13.3 $3617 - 16.9
Drug Soles . . . ... 132 116 138 102 - 307
Genl. Mdse.. . . ... 807 440 835 403 4100
Furn, HH., TV .. .. 205 194 57 193 4 6.2
Automotive .. ... 902 880 + 21 704 4 28

tSoles Manogement May 10, 1954

345,000 sets in WFAA-TV's market provide
easSy access to purchasers' purses — just
ask a Petry man!

8888888€88888888888888888888888888888°8S8
1888888 8H888888889388388888838888888888388

=g
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RALPH NIMMONS, Sta. Mgr. EDW. PETRY & CO., Natl. Rep. o TELEVISION SERVICE OF THE DALLAS MORNING NEWS
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I'M JOE FLOYD...

| belong to a family of

BIG SPENDERS _

iy S poge
p

=

74

They're the folks who make

up the rich four-state

money beli,* of which Sioux

Fells is the hub. They're good
spenders—and always have been—
simply because they have the
wherewithal to spend (way above
the national average). They like
better things . . . and they look
and listen to KELO (TV and Radio}
to tell them what those better
things are. Want fo meet these
brand-buying folks over a store
counter? KELO will introduce
you to them—convincingly!

*Husky sections of South Da-

kota, Minnesota, lowa, Nebraska

Channel 11 - Sioux Falls, S.D.
JOE FLOYD, President

NBC (TV) PRIMARY
ABC ¢ CBS ¢ DUMONT

NBC (Radio) Affliate
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~hip of the Diagner reruns, Badge 711
in 31 markets that extend from Dnluth
in the upper Midwest to Miami. The
show is syndicated by NBC TV Fih.
On the West Coasty, Signal Oil will

new CBS TV.svndicated
The Whistler, m
markets throughout it~ area starting

spousor a
property, ~ome  H)
in Neptember, Signal. incidentally, ha-
sponsored. the radio version of the
<show o a Pacifie Coa~t web for <ome
FE vears.

Some aiher~:

Bowman Biscuit Co. fa division of
United Bi~cuit) ha~ Guild Filins" Liber-
I3 markets and Ohio Oil Co.
sponsors same svodicator’s Life With
Elizabeth in 10 cities. Ethyl Corp. airs
Screen Gems' The Big Playbacl in 15
markets, Licbemann Breweries ( Rhein-

ace in

gold Beer) has signed for Ofhicial
Films’ Star and the Story, a big-budget
package by Four-Star Productions. for
a dozen outlets in California and \ew
York State. Pure Oil (see above) also
sponsors ABC TV’s syndicated Racket
Squad in a dozen markets; Heileman
Brewing has the same show in 14
markets. (This is just a sampling of
the manv multi-market buys.

Fee tv

Q. Is subscription tv coming?

A. The answer 1s “yes" if vou ask
the pay-as-you-see people. Three com-
panies which have proposed fee t
Skiatron and
Telemeter- -have petitioned for an FCC
hearing. Dr. Millard Faught. a lead-
ing exponent of fee tv and Zenith Ra-.
dio Corp. economic consultant, feels
FCC’s decision may be forthcoming
before the end of 1951.

svstems - Phonevision.

Q. Is fee tv the answer to tv's
cost problems?

A. Dr. Faught points to the spiraling
costs of tv cosis he feels cannot he
paid for by =ponsorship only. Savs he:
“About half of tv’s total income comes
from less than a score of national ad-
vertisers.”

In terms of fee tv's potential revenue
the proponents of subseription tv cite
the hypothetical example of a tv run
of Gone 1with the Wind. Released on
tv via a fee system at S1 per set.
GWTH would gross $10 million even

il onh one-third of the U.s. v
tuned 1n.

Prior to lifting of the FCC f{reeze
in 1919, Dr. Faught projected a tv cost
estimate into the future. His conclu-
ston at that time «till serves as gospel
for fee tv proponents today: *. . . The
cost of providing ‘national television
service’ from a theoretical future sys-
tem of 1.000 ~tations, arranged in four
network< and programing only 70
hours per week. half network and half
local programs, would cost £1,740.-
252,500 per vear.” lle pointed out
that tv advertisers would have to sell
better than $80 billion worth of mer-
chandise and services amually to af-
ford this large aggregate annual tele-

sels

viston hndget.

Q. Has fee tv been tested?

1. Phonevision, owned by Zenith
Radio Corp., completed its latest tests
in New York in spring 1954 The
firm had applied to FCC for permis-
<ion to test in \ew York over a three-
month period. Here's how Zenith pub-
He relations V. P. Ted Leitzell de-
scribed the results to sPONsOR:

“Dr. Ellett and his crew were able
to wind up the whole thing in just one
week. This was primarily an engineer-
ing test performed in connection with
WOR-TV and gave us the opportunity
of trying out one of our airborne
Phonevision systems- -a method that
carries the decoding key right along
with the picture transmission.

“The test radiated outward from the
Enpire State Building up to 100 Iand
miles awav from the tran-mitter. and
we now know that if ’honevision is au-
thorized bv the FCC and put into com-
mercial operation, its program features
will be available to people in everv
area where it's possible to get satis-
factor
sion.”

reception of regular televi-

2. International Telemeter Corp. of
Lo~ Angeles. owned by Paramount
Pictures. ran a test operation in Palm
Springs. Cal.. in October 1952. A com-
munity antenna was set up in Palm
Springs. where there one local
radio and no tv station at the time.
By means of this mountain-top an-
tenna. Telemeter piped programs to tv
set owners i the Palm Springs area
direct from seven Los Angeles tv sta-
tions.

was

3. Skiatron as well has conducted
tests using facilities of WOR-TV.

SPONSOR




1In PITTSBUF

‘ .erhen you sell to Pittsburgh you sell to the 7
Spe S nation’s sixth largest metropolitan market.

An industrial area whose manufactures top

those of 37 states.

“ ,’ When you sell to Pittsburgh, you tap the retail
=" buying power of 64 million people.
1 ‘ And you will sell to Pittsburgh, day or night,

on Pittsburgh’s first television station—
Du Mont's WDTV!

S—

Watching WDTV is a daily pleasure in

more than a million Pittsburgh District homes.

\
b WDTYV programs are geared to Pittsburgh
people, Pittsburgh habits, Pittsburgh tastes.

So beam your Pittsburgh sales efforts straight
to success—on Channel 2—WDTV!

First and salesmost in Pittsburgh!

e ———

Pittsburgh’s M Television Station

GATEWAY CENTER, PITTSBURGH 22, PA.

Owned and Operated by ALLEN B. DU MONT LABORATORIES, INC.
HAROLD C. LUND, General Manager
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WICHITA KANSAS
NBC-ABC

97% OF THE
WICHITA TV
AUDIENCE SEE
TELEVISION AT ITS
BEST ON KEDD

WICHITA

KANSAS

STANLEY H. DURWOOD
Prondors

REPRESENTED B

Edward Petry & Co., Inc.
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Q. How does fee tv work?

A. You Iransmit a “scrambled” sig-
nal that can be enjoyed only by view-
ers wlio pay a fee to gel a clear pic-
ture. Several subscription tv systeins
exist. Zenith alone has submitted five
systems to FCC for approval.

Q. What type of programing do
the fee tv people plan to offer?
A. A hariety of programs that are
currently either too specialized or too
expensive to be offered on either a sus-
taining or on a commercial basis. In-
cluded among these are major sports
events, film premieres, Broadway
shows and possibly such cultural fare
as special religious services or col-
lege lectures.

Says Dr. Faught: “The FCC has set
aside 250 of its allocations for educa-
tional television stations. If an
educational station could collect tui-
tion via subscription tv for a few out-
standing programs. it would have the
funds to operate many more hours per
week on a free public-service basis.”

Q. How would fee tv affect tv
stations?

A. The fee tv people consider the
system an added source of revenue for
tv stations—comparable to the revenue
publishers get from selling copies of
their newspapers and magazines. They
feel it will help all stations now caught
in the squeeze between high operating
costs and insufficient revenue. Thev
have in mind both vhf and uhf stations.

Q. How would advertisers be af-
fected?
A. Fee tv would help advertisers if
it kept smaller tv stations healthy; the
stations would be there for campaigns
when needed—even though the nation-
al advertiser was not regularly “sup-
porting” them. It might be a com-
petitor of the national advertiser as
well, however, vying with him for some
of the big special events and sports
attractions tv has been carrying.
Proponents of fee tv contend, how-
ever, that the advertiser has in man
cases already lost the opportunity to
buy major sports attractions. Reason:
Sports promoters fear loss of attend-
ance and demand sueh high prices that
only those who actually charge for ad-
mission (theatres equipped for tv) can
afford to buv rights to televise then.

Farm tv

Q. Is there any difference in the
time buying pattern between farm
radio and farm tv?

A. The heaviest farm radio users, in
the past, have used early morning and
noontime (Class I3 or C times). But
the trend in tv is to use Class A eve-
ning time—to reach the farmer when
he’s done with the chores, relaxing at
the end of the day. This is particularly
true of local and regional farm tv
advertisers.

Q. Are there any special tech-
niques for farm commercials?

A. What works for urban commer-
cials holds true for farm commercials.
Most important point: Demonstration.
William L. Hurley, general manager
of KXJB-TV, Valley City-Fargo, N. D,
savs sponsors “have to show how:
How to kill a bug, how to cure a sick
cow, how to make corn grow better.
We have a rule for our tv sponsors,”
says Hurley. “If it doesn’t wiggle—
put it back in radio.” Hurley, like
other tv station managers serving farm
viewers, says television is a natural for
many farm products “because so many
of them depend upon demonstration
for their effectiveness. It used to be
that when a dealer got, say, 100 farm-
ers to attend a demonstration of a new
implement, he’d call it a great success.
Now the dealer can give the same
demonstration to thousands of farm-
ers—and the dealers are delighted.”

Q. What types of sponsors use
farm television?

A. Feed companies are among the
heavy users of farm tv (like food com-
panies, the product of feed companies
is consumed every day so there is a
vast market to tap). Implement com-
panies also use tv. Seasonal farm tv
advertisers include hatcheries, seeds,
agricultural chemicals and antibiotics.
Clients with more general products as
well have turned to farm tv.

Q. What other specialties are
part of tv programing?

A. Some tv stations in big cities are
adding foreign-language shows and
shows designed for Negro audiences.
(See spoxsor’s Program Guide.)
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What do you want of a

The great AREA station
of the Southeast

12 JULY 1954

COVERAGE?

television station?

Operating on the low channel 2 dial spot with, 100,000
watts boomed out from a 1062-ft. tower, WSB-TV gives
you merchandisable coverage in Georgia, Alabama,
Tennessee, North Carolina and South Carolina. (1)
High Tower, (2) maximum power, and (3) low chan-
nel are the three ingredients that add up to tops in
coverage effectivity.

WSB-TV delivers* listeners in 18% more counties
than Atlanta station B; in 106% more counties than
station C. In the outlying 25-74% effective coverage
area, WSB-TV delivers 63,235 more families than
station B, and 137,782 more families than station C.
We or Petry will be happy to show you supporting sta-
tistical evidence in full.

WSB-TV was the first television station in the South,
and richly shares the prestige of its affiliate, WSB
Radio, Dixie’s pioneer broadcaster with a record of
32 years service in the public interest. These stations
are affiliated with The Atlanta Journal and The
Atlanta Constitution. Get more for your money . . .
Get on WSB-TV. Ask Petry for availabilities.

*ARB Reception Index Study, February 1954

wsb-tv

Atlanta, Georgia

103



Largest Most

: . 6 of the top 10
average audience, quarter-hour wins,

ohttl h
day and nlght day and nlght nl’g rme Snows




7 of the top 10
weekday

daytime shows

Most of the top 10

daily local shows

Source: ARB, May '54

For the best
exposure

in the nation’s
number one
market, get on
the number one
station:
WCBS-TV
New York

CHANNEL 2

CBS Owned. ..
Represented by
CBS Television Spot Sales




METROPOLITAN
HOUSTON

1,000,000

POPULATION
JULY 3, 1954°

HOUSTON

GALVESTON

PLUS
760,000 MORE

KGUL-TV GIVES GREATER COVERAGE IN
THE GREAT GULF COAST MARKET.

*Someone will enter Houston on July 3rd to
become the millionth resident. [t's with pride
that we mark this day, for these million people
make up ¢ major part of the 1,760,000 persons
living in KGUL-TV's coverage area. The rich
Gulf Coast market is not just Houston but the
entire area ... best covered...most econom-
\ ically by KGUL-TV, the CBS basic affiliate for
AN the Gulf Coast.

So remember the million — Plus!

LOOK AT THE FACTS

Cumulative Tatals Papulation Faad Sales Auto Sales Drug Sales

Greater Haustan 1,000,000 282,642,000 263,296,000 35,947,000

KGUL-TV Primary 1,310,200 363,764,000 340,465,000 46,363,000
[_K—(;(Jl-;\.’gecor:dory l 1,760,100 474,640,000 442,737,000 | 59,641,000 ]

Source: Sales Management 1954 and Haustan Chamber of Cammerce

%@ esz* S odovisiore XSy

e S e et —
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KGUL'TV

The Southwestern TV Station with the Most
Consistent Growth
Represented Nationally by CBS Television Spot Sales

» —
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TV COMPARAGRAPH OF NETWORK PROGRAMS ‘
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In the Detroit Area, CKIW-TV with irs 325,000
watt power penetrates a papulation grond tatal
area of 5,416,375 in which 82.7% of all families
own TV sets. Of these 1,305,520 TV fomilies
38.9% aie covered by CKLW-TV chonnel 9, or @
grand total coveroge of 1,151,554 TV families.
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hat’s Gnu?

JLots of babies, for one thing!
Utah has the second highest birth rate
t death rate.

in the nation . . . the lowe

In fact, the entire Intermountain market.

has grown nearly 25% in population since

1940 and is predicted to expand

another 25% by 1960!

To sell your merchandise to this ever

enlarging group of customenr:

, use

KSL=-TV

SALT LAKE CITY

REPRESENTED BY CBS=TV SPOT SALES
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. THIS WORLD’S YOUR APPLE!
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i Just one from the bushel of bonus areas you blanket with WHIO-TV. 2] om,::A: 4
All in addition to the 415,355 TV families in the primary coverage area, t L Cglumbuso
dominated by the World’s Tallest TV Tower—1104 feet, delivering the Delphosa’umc’?
equivalent of 316,000 watts at 1,000 feet above average terrain. S oLima
€ ALLEN
S Marys |
_ Aucm?;v pakonets "
i SHARE OF LIMA AUDIENCE— g Bremen
‘“"’T EVENINGS—SUNDAY THROUGH SATURDAY, FEB. 14-27, 1954.
l Timé | WHIO-TV Station B3 Station C Station D
; (UHF) ,
7-8 59.99 32.3 4.6 3.2 1 J
8-9 64.8 25.2 8.5 1.3 |

9-10 ] 61.3 24.2 12.2 23

lagy
I‘ This powerful testimony proves that WHIO-TV’s new tower reaches out—over 80 miles from
‘ Dayton—to grasp this ripe, rich market! A bread sponsor ‘“discovered the new world” the easy way
| . . . opened up the Lima Territory using Kenny Roberts, made a big hit with only 3 spots per week!
| These many bonus markets plus WHIO-TV’s big, regular service area add up to plus reasons why
you should buy WHIO-TV! For more facts, contact George C. Hollingbery representatives today.
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Because of the unprecedented interest in the Storer’” Americana”’

- ads and the requests for reprints both from within the industry and

without, we have ordered a limited quantity and will be happy

to fill further requests. Tell us if you'd like to receive copies of future

ads, too, as they are published. Write or call Tom Harker.

3 o iy arey S S apulyt
—_--‘
s sy . S wtars
WL, e e et ot oy
gt 9

I ’1‘(&;“‘-5‘ t :

4 — < o
i e s 4 s o

STORER BROADCASTING COMPANY

WSPD - WSPD-TV WIBK - WIBK-TY WAGA - WAGA-TY
Toledo, Ohio Detroit, Mich. Atlanta, Ga.

KGBS - KGBS-TV WBRC - WBRC-TV WWVA WGBS
San Antonio, Texas Birmingham, Ala. Wheeling, W. Va. Miami, Fla.
NATIONAL SALES HEADQUARTERS:

TOM HARKER, V. P, National Sales Directar BOB WOOD, Midwest National Soles Mgr.

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



Southwestern Pennsylvania

. take a look at the WJAC-TV picture—
a mighty impressive panorama of extra cov-
erage at no extra cost! The latest Hoopers
again bear out the budget-stretching facts

—WJAC-TV is

in Johnstown

A 2-Station Market ... and WJAC-
TV is ’way out front in viewer-

popularity/!

in Pitisburgh

A 4-Station Market ... and WJAC-
TV gives advertisers a real bonus

audience.

3 A 2-Station Market ... and WJAC-
' TV stands out as a solid favorite.

) -
’// X SERVING MILLIONS FROM

- | —‘ {7\~ ATOP THE ALLEGHENIES q
Buy the 1 LAY
iﬁﬁﬁ C’OV@/Q S  JOHNSTOMN CrEL6

Call your KATZ man é@ for full information
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THE SRO SIGNS ARE HANGING OUT EARLIER THAN USUAL

Here are some of fie important questions you will find answered in the pages of this report

=

How can an advertiser buy into nighttime network te? . ... ... e e e e page 1138

o

What daytime periods are available? . ... ..... .. .. e e e e e e e e page 119

Will station clearances be any easier this fall? . . . .. ... ... .. ... ..... page 120
Q. Will network tv costs be higher this fall? ... ... ..... ... ............ page 124
Q, The uhf dilemma: Is it the advertiser's worry? . .. . ... .. ... .. ... .... page 114
Q. What whi proposals will the FCC adopt? . .. . ... ... .. ... e e page 146
Q( What markets will be able to teleeast network color? . .. .. ... . . ... .. page 1138
Q, Should an advertiser buy color tv this faell? ... ... .. Do =0 oS b aa0 e 00 page 118
Q. What are network policies on time franchises? .. ............ ... .... page 152
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Lvatlabilities

Q. How hard will it be to find an
availability on network tv this fall?
A. The SRO <ign~ are hanging oul
a hittle earlier than osual this vear.
oo far a~ uighttnne availabilities on
NBC ar CBS 1= concerned. forget abouat

Y ou

~tanch i e and hope that miavbe one

it.  There just aren’t any. can
of the <hows will find the going rocky
aed be juuked but even if that i< the
case it ix unlikehy that the <pon<or will
give up his valoable time perviod. 1f
vou stand in hine vou can be sure thal.
at this <tage. there are already plenty
of guvs ahead of vou.

Q. Does that mean there’s no
chance of getting into network tv
this season?

A, Mot at all.

will

\BC and Du Mont
have availabilities. though the
former has been sewing up <ales at
night nicely and will probably have a
fuller sponsored hneup this fall than
last. Both of these networks generally
attract fall chients later in the <ummer

“VYoice of Firestone®*
dio-TV points up two trends: (1)

118

s’ from NBC Radio-TV to ABC Ra-
increasing vulnerability of tv
franchises as network competition reaches new heights and (2} the
growing importance of ABC TV as a contender in the network battle

than CB> or NBC. This i
sponsors not able to get into NBC or
Chs or want Lo pay the
program costs al those two networks

hecause

who don’t
or who dor’t want the lineups some-
times required with CBS and \NBC
~hows will gravitate to ABC and Du

Mont.

Q. What are some of the avail-
able periods at night on ABC and
Du Mont?

A. The

there will be at lea~t one period avail-
|

latest information indicates
able on ABC every night in the week
except Tuesday and Wednesday. Tak-
ing one day at a thme. here's the pic-
ture:

Sunday: ‘The 8:00-9:00 period (op-
Colgate Comedy [lonr and
Toast of the Towni will Le occupird
by a vatery <how. The Wesh, which

posite

was formerly on ABC three nights o

week. It will be berthed in between
Pepsi-Co'a Playhouse an1 Walter Wn-
chell.  The show i< available in the
full hour, by the half hour and v the
quarter hour. You can al~o buv .

1.Q. at 9:30.

Wondav: The 9:00-9:30 slot follow-
ing ' oice of Firestone i~ open. You
can also buy the Eastern Parkway Ave.
na boxing matches. starting at 9:30.
Thev will be available in November.
provided vou notify the net by the he-
gsimning of Septeinber. Otherwise. the
boxing show will be offered to ABC
afliliates on a co-op basis.

Thursday: A one-hour live dramatic
<how from Hollvwood i~ a possibility
for the 8:00-9:00 period. Program
plans are wot definite but thinking i«
along the hies of the erstwhile ABC
Album  with some prestige chows to
give the program weight. Cost7 In the
neighborhood of $35.000.

Friday: The network i= mulling over
an andience participation show for the
9:30-10:00 <lot. [t's tentatively titled
Take Vv Word and will feature Jim-
my Nel-on and his puppets. The cost
will be in the budget bracket. pos<ibhy
al out R12.500.

Saturday: Except for Saturday Night
Fights sponsored by Bavuk Cigar. Sat-
urday i~ wide open. This includes
Fight Talk. following the Bavuk pro-
Although the fights varv in
fength, the web gnarantees< 130 minute~

aram.

Moving of Garry Moore show from afterncon to morning on
CBS TV emphasizes the web's crowded daytime lineup. Moore was
moved to mcke room for one of two half-hour P&G shows acquired
by CBS from NBC. Show is half hour except Friday when it's 114 hrs.

SPONSOR
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for every [3-week cycle. You can get
it for the low. low price of $2.000 per
~how. Srork Club, which foHows. wil
be available in segments. In the 8:00-
9:00 period the likelihood is a music
show featuring a different name band
each weck.

There are a wealth ol avatlabilities
at night on Du Mont. Time clearance
is better in some periods than others.
But with the right show you can do
pretiv well with clearances. as wi ness
the Bishop Sheen show and Tle Gold-
bergs. hoth of which have heen locked
in combat with Milton Berle on NBC.
The Bishop has been seen on what is
believed to have been the largest line-
up Tor any retwork tv show, 109 sta-
At latest count, The Goldbergs
were on 1067 stations.

Lions.

In addition to the unsold time on
Du Mont, theve is always the possihil-
itv of a sponsorship cancellation at
the end of the 13-week summer cvcle.
Best bet: check the network.

Q. What about daytime availa-
bilities?
A. Daivtime doesn’t present nearly

Opening of Du Yont Tele-Cenire was occasicn for attack
by Dr. Alen B. Du Mont on tv "monopoly,” which, he said, grew out
of existing FCC allocation plan. {See story for Du Mont proposals
on uhf.)] At Dr. Du Mont's right is Ted Bergmann, DTN manager

the availabilitics problem of nighttime.
One possible exception is CBS. With
two new P&G hall-hour shows won

over from NBC the CBS TV weekday
dastime  client  lincup is  defiitely
crowded, more e¢rowded than it has
ever heen. !t doesn™t look like there
will be any openings [or adverlisers
Lo sponsor their own strips on the web
unles< CB> decides to open the 5:00-
0:00 p.m. slot opposite inky Lee and
lowdy Doody on \NBC.

However, adivertisers will find par-
ticipatior availibilities on CBS during
the day. The #7orning Shew 17:00 to
9:00 am.) 1= expe >d 1o have plenty
of opening~. There should be a hoic
of announcement slot< on the Bob
Crosby Show and Robert (. Lew s,
both of which fall i the 2:00-4:00
p.m. period.

NBC’s hneup will change consider-
ably during the summer and fall and
a good part of it is available for spon-
corship. It should be pointed out that
\BC is not planning to program he-
tween noon and 3:00 p.m. This dce
not mean NBC will noi sell this tir
to a client who wantx it. It mean~ thal

the network would prefer to sell the
periods already programed.

Here e a samphng of what's avail-
able on \BC during the day:

10:30-10:45: A Time 10 Live, a new
soap strip. which started 5 Julv. The
plot rexohes around a voung widow
whose husband was killed in Korea
aud who goes back to newspaper re-
porting. I originates in Chicago. The
program price iz not vet set but if oth
er \BC prices are any indication it
will fall betiveen 52.000 and $2.500
per program. The 15-minu e time co~
on NBC’s 51 basic ~tations during th
day is 811,395 gros-.

11-12:00: Home. the “women’s mag-
azine of the air,” i~ available in two
ways: one-nnnute participations (eight
to an hour) and 20-~ccond product
news mentions. Items projosed for the
20-second men‘tons mu-t he genuinels
newsworthy. Total gross cost of the
one-minute announcenent i< 26,202,
that of the 20-second
$3.101 gross. At present the hincup
corsiste of 42 stations covering about
86 ¢ of all T.5. tv homes,

3:00-3:15: One Man's Family. 1he

v version of the 22-vear-old radio se

mentions s

Max Liebman. shown here with Betty Hutton, wiil produce two
of the three once-a-month color spectaculars on NBC TV this fall.
The one-and a-half hour chows on Saturday, Sunday and Monday are
partly NBC TV bid for dominance, partly to spark color set sales




Color: WhaCs outlook for set growith?

RCA ESTIMATES OF YEARLY

PRODUCTION"

FORTUNE ESTIMATES OF

YEARLY PRODUCTION""

1954
1955

1956
1957

1958
1959

50,000
250,000
1,750,000
3,000,000
5,000,000
6,000,000

200,000
1,000,000
2,500,000
4,000,000
5,300,000
5,000,000

Total 16,050,000

117,800,000

*RCA estimates, based on private survey of leading U.S. manufacturers of

tv receivers, are for entire industry.

**FORTUNE magazine study was made early this year by Boni, Watkins, Moun-

teer & Co., economic zonsultants.

rial. Moved from \NBC TV’s morning
lincup, One Man's Family now leads
off a hloek of five soapers. Gross pro-
gram cost is S3,417 per day.

5:00-5:30: The half-hour =trip, The
Pinky Lee Show, leads mto [lowdy
Doody. It has no network competition
except for CBS TV's Barker Bills Car-
toons, a 15-minute show on twice a
week. 1t is a music-plus-comedy show
aimed at both children and adults.
Commercial format: one-minute par-
ticipations, gross price. $1.882. For
the 70-station lineup covering 80% of
all tv homes the gross time cost is
about $4,640.

These are by no means the only
availabilities on NBC TV daytime. Be-
~ides a number of other soap operas
there are the popular opening and clos-
ing shows on NBC’s davlime lineup.
Today and Howdy Doody, respective-
Iv.

ABC's daytime program efforts are
concentrated in the morning. Tt is the
only tv network programing for the
9:00-10:00 a.m. slot and it looks like
it will have no competition except from
final hour of Today in Midwest. ABC'=
show i that period is Breakfast Club,
whicli started as a simuleast this past
season after a long history on radio.
The network had been selling the show
o a simuleast-anhy basis but tliat pol-

120

icy was recently dropped and the t
show can now be Dbought separately.
Other plans call for two soapers fol-
lowing the Breakfast Club and it is
possible they will be sold on a partici-
pation basiz. There is also some think-
ing about programing in the 7:00-9:00
or 8:00-9:00 periods.

Du Mont is seeking to arouse client
interest in 1tz only daytimer. the Paul
Dixon Show, by expanding the station
Hneup, changing the format and sell-
ing smaller participation periods. For-
merh the show was sold by 10-minute
segments.

Clearances

Q. W.ill clearances be any easier
this coming fall than last fall?

A. Yes. The number of important
markets with one or two stations has
dwindled from last vear. llowever,
clearance problems are still around.
It is hard to generalize on the subject,
which is made complicated by the fact
that clearances differ by hours of the
dav and by mnetworks. It is further
complicated by the varying status of
ulf stations. since the percent of uhf
conversions differs so much. There are
still important markets which involve
clearanee problems and many agencies
<tilt have men traveling around the
country trying to clear time for their
chients’ shows.

Q. Why do agency men have to
travel around to clear time? Can’t
they pick up a telephone?

A. They certainly can and manv of
them do. The reason for traveling
around is simph that in a face-to-face
discussion with the station operator on
time clearances the agency men can
be more persuasive than over the tele-
phone. When you get right down to
il. it’s just a matter of psychology.
And it must work or else agency peo-
ple wouldn’t do it.

Q. If an agency has a show on
network A’ can it clear time in
a problem market on network
l’Bll?

A. Yes. In his testimony before the
Senate Subcommittee on Interstate
and Foreign Commerce. holding hear-

Percent of uhf sets in markets where there are:

NO VHF 3 OR MORE
STATIONS I VHF 2 VHF VHF
WITHIN .
1-6 MONTHS 7910 45!6 3612 28-2
AFTER - . £ ;'.
6 MONTHS 89.8 65.4 40.4 21.5%
SOURCE: ARB. *Variation occurs because ARB does not always measure

the same cities in reports and above figures are averages taken from last

four vhf-uhf studies.
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only KTNT-TV covers ALL FIVE

IN ITS “"A” CONTOUR
‘o, OVER PUGET SOUND

00 SEATTLE: Now the 17th city in the
: United States and is the largest city in
EVERETT 0&’\ Washington State. [t is located 7 miles
across Puget Sound to the east and north
¥ of KINT-TV's new 316,000 watt trans-
oc mitter site. Seattle residents constitute
y approximately one-third of KTINT-TV’s
. zo market population.
SEATTLE

TACOMA: Home city of license of
KINT-TV, Tacoma is located 12 miles
south and east of KTNT-TV's new trans-
mitter. It is the dominant industrial area
of Pierce County which is the second

most populous county in the state.

BREMERTON &

NEW @
SITE

BREMERTON: Famous naval base of
the Pacific Northwest, lies west of Seattle
across Puget Sound. If is located in
Kitsap County, the same county in which
the new KTNT-TV transmitter site is
located.

OLYMPIA: Capital of the state, this
famous early Washington settlement lies
at the southern end of Puget Sound. lis
i beautiful government buildings are a
‘ tourist attraction for the thousands who
visit the Puget Sound country each year.

EVERETT: The northernmost city of
“*Middle Puget Sound'’, Everett is one of
the centers of pulp and paper produc-

tion in the Pacific Northwest. It has
steady industrial payrolls for its people.

KINT-TV

CHANNEL T
NOW 316,000 WATTS

Antenna Height, 1000 ft. obove seo level

EVERETT

\
1
SEATTLE !
, 1

1
7
4

P ¥ucom/
~ e

QR

* OLYMPIA

“A" coveroge of 2 other
maximum power TV sto-
tions compored to “A”
Contour of KTNT-TV

CONTACT WEED TELEVISION

For the SEATTLE — TACOMA — PUGET SOUND AREA ngﬂgyr
“A’" Contour Population Ovee 1,200,000

NETWOAT
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“\\ants'
"Camexa

"Aciion

and PROCESSED BY

MOVIELAB

A& FOR THE FINEST FILM PROCESSING IN
THE EAST — FlM MEN WHO KNOW

SAY “IT'S MOVIELAB"

Here—at MOVIELAB . . . efficiency and perfec-
tion are the rule. Producers, directors and tech-
nicians have at their fingertips the very best
in up-to-the-minute equipment necessary to
modern FILM PROCESSING techniques.

ROUND THE CLOCK SERVICES
. Negatlve Developing « First Print Department

T o

.;Q, FOR COLOR

-".ﬂ;..

EMOVIELAB FILM LABORATORIES, INC.3
619 West. 54th Street, New York 19, N. Y.  JUdson 6-0360
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ings on the uhf question, Acting FCC
Chairman Rosel H. Hyde offered ~ome
interesting evidence on the degree to
which the tv networks spread their pro-
grams around. even where a market is
covered by four stations. (The figures
are only from markets in which both
ubf and vhf stations are on the air
and are based on the week of 14-20
March.)

For example: In the Norfolk-Ports-
mouth-Newport News arca ABC had
Oy hours of programing on a vhi
station (a CBs afhiliate), more than
five hours on one uhf <tation and a
half hour on another ubf station.

Another exaniple: In Pittsburgh the
sole vhf station carvied 32 hours of
NBC programing. 303 hours of CBS
programing, three hours of ABC pro-
graming and 11 hours of Du Mont
programing,

Q. How are network intercon-
nections progressing?

A. Nicelv. At the beginning of sum-
mer there werc 293 stations i 190
cities interconnected, Last June at the
same tine the ficure was 137 stations
in 91 cities. By the end of this vear.
it i~ estimated by AT&T. orders for
interconnection  indicate that mearls
350 stations in about 215 cities will
e linked together by coaxial and mi-
cro-wave relay facilities.  These fig-
ures include private interconnections.
At present there are 31 <tations in 24
cities tied into network lines by pri-
vate facilities. vsually micro-wave.

Q. What are the problem mar-
kets for clearances?

A. A lot depends on what network
vou are talking about. It also depends
on vour program. A highlv rated
show gets into the problem markets
more ca=ily than one not so highly
rated. 1t should als~o be pointed out
that with more and more stations on
the air the pos<ibilitv of getting into
market A from a station in market
“BB7 ix greater, though overlap varies
from market to market. Some problem
market< mentioned by adimen are To-
ledo. Richmond.  Binghamton.  New
Haven. Baton Rouge. Pittsburgh. Char-
lotte. \. C.. Wilmington. Del.. Tampa-
St Petersburg. This 1= by no means a
complete hist of problemn markets hut it
gives zome indication what the :situa-
tion is like

SPONSOR
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Q. What is the outlook for open-
ing up important markets to all
four networks?

A. In some of the problem markets
there is iia relief in sight in the near
future. A mumber of the important
station grants are still before the FCC.
I itx speed-up poliey on granting con-
struction permits during the past 12
monuths, the FCC has concentrated on
markets which had no television sta-
tions at all and on chaunels for which
there was no contest. Now stations are
not only coming on at a slower rate
but the net gain in v stations is cul
down by the growing nunber of sta-
tions, espeeially uhf outlets. throwing
in the towel. Last vear at this time
new stations were eoming on the air
at the rate of practically one a day.
During April and May of this year
about 20 made their debut. However,
during the same period about 15 went
off the air, all but one of them uhf
stations.

Q. Are some broadcast periods
more difficult to clear than others?

A. Yes. The clamoring for advertis-
ers to get into network has, among
other things, opened up the 10:30-
11:00 p.m. period at night, which is
station option time. CBS got an early
foothold in these periods during the
week and does not have too much trou-
ble in clearing time for its clients, al-
though. during two nights of the week
lineups total less than 35 stations.

NBC, a latecomer in late evening pro-

graming, is now in the process of lin-
ing up stations for that period Monday
through Friday. While the network
is confident it can corral satisfaetor
lineups, it is no secret it is having one
belluva time. Among the clients af-
feeted are Lever Bros.. whose one-
hour Lux Video Theatre on Thursday
runs iiito station option time. The
show is new to NBC. having been on
CBS previously. Also brought over to
NBC from CBS and also scheduled for
the 10:30-11:00 period is Lever’s Big
Town on Wednesday night.

This points up the diffieulty of clear-
ing stations following programing
changes. One of the reasons tv net-
work clients go through the summer
is to make sure they can hold on 10
their lineups. The problem is especial-
Iy critieal with a program that is not
among the top-rated shows. If a client
has Lucille Ball on his side he doesn’t

>rTexas!

CBS AND DuMONT
TELEVISION NETWORKS

Wichita alls o?é/evisio:g n&—-ﬁ
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have to worry too much about getting
his limeup back after a hiatus (Philip
Morris, however, keeps a replacement
for Lucy all surmer).

Also affected by the clearance prob-
lem on NBC during the 10:30-11:00
pni, slot are Chrysler, which has

bought Tuesday night, and Mutual of

Omaha. which has bought Friday
night.  NBC’s programing plans on

Monday after 10:30 depend on the
~tation clearance situatio,

There are two reasons why statrons
are reluctant to carry network pro-
graming during the 10:30-11:00 p.n.
period. One is that they prefer selling
the time locally and keeping all the
inoney rather than having the network
sell it to a network advertiser and
give them only part. The other reason,
which reinforces the first, is that the
time period is the last half-hour of
Clasz “A” time. It is one of the few
Class “A” periods in which the station
can keep all the revenue.

Despite this reluctance, advertisers
can often clear good-sized networks
after 10:30. CBS has cleared nearly
100 stations on Thursday night for
Carter’s and Toni’s Place the Face.
NBC has cleared nearly 100 stations
for Your Ilit Parade on Saturday
night. These lineups, of course, are
not all hive. The situation is further
complicated by the fact that a 10:30
p.am. show, which goes on in station
option time in New York, goes on in
network option time in the Midwest
where the time zone is one hour be-
hind Eastern time.

The post-11:00 p.n. period has been
inhabited, so far as networks are con-
cerned, only by the Longines Chrono-
scope, which has been clearing about
50 stations. However, there is a good
possibility that NBC will put its show
Tonight on the air before the end of
the vear. It will probably start at
11:30. NBC does not anticipate much
trouble clearing the time because, for
the liastern time zone. to start with,
the time is Class “C” and the question
of station remuneration is not as seri-
ous as for the 10:30-11:00 period.

g)sls

Q. Will network tv costs be high-
er this fall?
A. TTalking

about black-and-white

only--the colar cost situation wilt be
('()\‘()IPI[ I:'{I.l.'!]"—llll-!‘ FERRERAEN b i!'; }'i_!‘.“'q I‘I'U‘
grang costs will he up, theugh oot sub-
stantialli. N wws=t he remembered.
however. that with grealer andienees
the program cosl per home will not
change and may even go down, 'The
average nighttime network show in
\la\ . ﬂf"r'“r'“”f_-f Ly }I‘ii']!"f‘]l. rf_":'i(‘]']l'f‘l'l
aboul a million nore howes than May
in 1433, Time cosls are naturally up
with more liomes Leing covered by o
stations, There ligs been Little change
in the I'1'4|11'lr('1| unetwork ]nu].!-: Lt ask
vertizers have heen expanding their
optional lineups. In addition to reach-
ing more homes by adding stations.
advertisers spread their program cosls
over a larger audience,

When it comes to a parlicipation
show. the advertizer has no control
over the thne costs but this is no sonrce
of complaim. I the adverlizer sees
the lineup doesn’t tie in with his sale=
pattern, he simply doesn’t buy the par-
ticipation. Actually, tlie problem is
u<ually one of getting as wany sta-
tion= as possible. not one of drupping
~lations.

Q. Will rising costs be a serious
problem this fall?

A. Despite all complaints ahout the
cost of television, the evidence appears
to be that sponsors are prepared to lay
gobs of monev on the line to come
out in front in the tv network and sales
sweepstakes. The NBC color spectac-
ulars are a case in point. Even if they
were not color, the spectaculars would
be expensive.

To a certain degree. the network tv
advertiser is caught in a cost whirl-
pool not of his own making. By that
we mean network competition. NBC
and CBS. and to a lesser extent. ABC.
have apparently come to the conclu-
sion that program dominance. whether
in the over-all picture or in specific
time slots, means inevitably spending
lots of monev. If anyone has any ideas
about how to get ratings of 50 and
above with low-cost shows. the adver-
tising world 1= sure to beat a path 1o
his door.

Q. How can the advertiser with

a small budget get into network

tv?

A. There are «till low-cost shows on
(Please turn to page 142)
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*2,600 TWA Trip Around The World

IT COVERS

Mt. Washington’s more-than-a-
mile high TV station covers most
of the three states of Maine, New
Hampshire, and Vermont like a
coat of paint. On the airin August.

CBS—ABC
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Use America’s only “3-state one-station TV net-
work” and — in just 8 weeks of a one hour weekly
program — you can save the cost of a 3 weeks trip

(all expenses paid) around the world with TWA.

Mt. Washington TV lInc.
WMTW

Represented nationally by
HARRINGTON, RIGHTER & PARSONS, Inc.

IT UNCOVERS

Reaches virtually all the families
local TV stations do and thou-
sands of families they cannot
reach. Yet average time costs run
54% less than the combined cost
of the three TV stations giving
next best coverage.

Channel 8
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. How to make the most memorable impression
oen the human mind is the subject of a now
classic debate among the advocates of mass

advertising media.

- It started with the advent of radio and the
thesis that the living voice best. moved men

1o action because it eould tell your story with
human persuasiveness, give it the precise
emphasis your message required, and make

every line a headline.

The partisans @f the printed page have cited

argumernts as old as Confucius and held that ——

in addition to the authority of the printed .
word, the use of pictures could arrest, clarify,

evoke a mood and a desire to buy that the

spoken word alone could never achieve.

Since the appeararnce of television, the debate

seems somewhat academic. We'd like to
participate in it, but nobody wants te listen.

s—

For we’ve never found anyone who doubted
television’s impact.. . even before it began,

It was obvious at once that television makes
' the strongest impression. But it was not so
certain to make it with comparable economy.

Yet television already wins larger audiences

*  than any other mass medium. And it already
' reaches more people per dollar than printed
media. To deliver the same total circulation
today, television costs half as much as a
group of magazines and a quarter as much

as a group of newspapers.

*  And in all television, the network with the

lowest cost per thousand is CBS Television
1 —20% lower than the second network.

Advertisers, convinced that the eye and ear

l work best together, seem to have settled the

. debate with some finality. In the first four

ly months of 1954, they made a greater investment wBg FELEVISION
1n the facilities of -CBS Television than in any

| broadcasting network or national rhagazine.
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50,000 WATTS - BOSTON - 850 KC
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= THE SURVEY WITH
THE FRINGE
INCLUDED

PLUS NEW AUDIENCE
COMPOSITION FIGURES

PLUS NEW CUMULATIVE
(UNDUPLICATED) WEEKLY RATINGS:

Herewith is the second Area Survey made
by Pulse, fnc. for WHDI. Conducted just
12 months after the first survey, it verifies
the dominant position WHDH holds in the
New England market and brings to 16.400
the number of personal interviews ade
durirrg the mounths of January 1953 and

1954.

Substantial sampling is a basic require-
ment of sound research. Too much of to-
day’s information on radio and tv is de-
rived from an inadequate base, and upon
these questionable data, decisions are made
disposing of millions of dollars in adver-
tising revenue.

WHDH believes the industry should take
stock of the careless manner in which its
great force for reaching people is being
reported. While the over-all audience in-
creases, research companies confine their
principal effort to an area that fails to
reflect this expansion—Ilisteners in the
home; and with the advent of multiple-set
listeuing beyond the living room, there are
few organizations who can accurately re-
port the true dimensions of this audience.
No other medium is so penalized. News-
papers and magazines sell their total cir-
culation. Radio seldom gets credit for
more than a fraction of its true worth.
Why not measure the total audience at all
times?

We do not contend that the following
measures the total listening in the area
covered—but we feel it is a step in the
right direction. All facts and figures are
derived from listening both in and out of
the home. It is our opinion that presently
Pulse, Inc. is the only organization whose
inethods of research accommodate this type
of reporting—and we have earnestly so-
licited their consideration of extending the
method to their regular reporting in all
cities.

Valued opinions have estimated that in the
near future up to 50% of radio’s listening
will be done outside the homne. Since these
are the same people who a few years ago
were listening in the living room, we ought
to vote them back into the club. After all,
they’re still being motivated by tadio’s
great advertising force.
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I The answers to certain major uestions were discovered in the first survey of the 25-county

WHDH coverage areca made in January 1933. It was the first true. total area survey ever made

' and included hoth at-home and out-of-home ratings. The survey showed that the listening habits
{ of people in the 20-counties outside the city area differed from those of the 5-county city area. It

showed that listeners-per-hundred sets differed in the two areas; that WHDH’s city ratings
‘ were projectable to the total area whereas those of network affiliates were not projectable.

This report for January 1931 has verified those 1933 conclusions.

In addition to this verification, certain other information has been derived which should be of

interest to anyounc concerned with the medium of AM radio. Among these are:

1. Difference in audience composition between at-home and out-of-home listening.
2. How audience composition varies when the total audience is counted.

3. Facts about the cumulative unduplicated weekly audience of WHDH and local

yroerams of network afhlhates.
prog

4. The continually-growing importance of out-of-home listening.

The list of counties to the left are thoze in the
WHDH coverage area. Those which are asterisked
are in the Boston City area which is part of the
total area. The total area encloses 1,410.080 radio
homes.

This total 25-county area is the most important
area of the four New England states of Maine, New
Hampshire. Massachusetts and Rhode Island. Tt
represents 7177 of the population of the four states.
according to the 1950 U. S. Census. It represents
81% of the retail sales of those four states. ac-
cording to Standard Rate and Data Consumer
Markets. 1954, (This represents an increase over
the figure of 73% in last year’s report.) The
people in this area. according to Consumer Mar-
kets, bought six and a third billion dollars worth
of retail goods in 1953. (An increase of 1 billion
doilars over the figure of five and a third billion
dollars in last year’s report.)

Therefore we helieve that the following compari-
<ons between radio stations in this area is of im-

portance to all buvers of radio time.



RATINGS OF MAJOR BOSTON STATIONS

PULSE OF TOTAL AREA VS, PULSE CITY AREA

Jan. 1951 Jan.-Feb. 195¢
MONDAY-SATURDAY ¢ AT HOME ONLY * 6:00 AM-12:00 MIDNIGHT

——— CITY AREA C — 1 TOTAL AREA

Rating

Rating

This scecond report of the 25-county area again shows that the city

8 10 12 ratings of WIIDIl are indicative of its area ratings, and that the
ety ratings of network affiliates are not prejectable to the total

area. Again the unduplicated programming of WIHDH provides it with

1 a dominant position, while the encroachment of ether network affili-
-1 ate- reduees the effectiveness of the Boston stations in the total area.

8

1 12 2 4

In this survey, listening wa. reported to 31 radio stations. 24 of these
are independent stations and 27 are network affiliates. Following is a
list of network <tations—outside of Bo~ton—to which listening was
reported in the area:

—9

ABC CBS Y ANKEE—-VMIBS
Haine Moine MHaine
W LAM-Lewlston WEGAN-Portland WIDE-Biddeford
W POR-Portland
New Hampshire New Hampshire
WMUR-Manchester WFFEA-Manchester New Hampshire
WTSY-Claremont WKXL-Concord W IIEB-Portsmouth
Massachusetts Massochusetts Massochusetts
WORC-Worcester WTAGC-Worcester WAAB-Worcester
3 WSAR-Fall River WALE-Fall River
- Rhode Island WLLII-Lowell
Rhode Island WPRO-Providence WNBIH-New Bedford
WPJB-Provideace WOCB-West Yarmouth
NBC Rhode Island
W CSIl-Portland, Me. W EAN-Providence
WJIAR-Providence, R. [, WWON-Woon~oeket




WHDH VS 4 NETWORK STATIONS TIME  wWHDH  wez

PULSE OF AREA—MONDAY THRU SATURDAY 6:00 AM 9 .4
6:00 AM—12:00 Midnight + Jan. 1951 6:15 1.0 5
By Quarter Hour Total Ratings

6:30 1.1 .8
6:45 1.9 1.0
=== wHDH NETWORK STATIONS 7:00 3.4 1.6
718 3.8 2.0
7:30 48 3.1
7:45 4.8 3.0
8:00 4.7 3.0
8:1§5 4.5 2.4
8:30 4.9 2.4
8:45 S: 2.4
9:00 4.8 2.0
9:15 5.2 1.8
9:30 4.8 1.4
9:45 s.0 1.5
10:00 5.3 2.1
10:15 5.4 2.1
10:30 5.4 3.0
10:45 5.5 2.6
11:00 5.3 2.7
1n:s 5.1 2.4
11:30 5.6 1.8
11:45 5.2 1.8
12:00 4.6 2.0
12:1§ 4.5 1.6
12:30 3.8 1.2
12:45 3.2 1.3
1:00 3.2 1.4
115 2.9 1.4
1:30 3.4 1.5
1:45 3.4 1.6
2:00 3.5 1.6
2:15 3.9 1.5
2:30 4.3 1.5
2:45 4.3 1.7
3:00 4.3 2.5
315§ 4.5 2.9
3:30 4.8 33
3:45 4.9 3.6
4:00 4.7 32
415 5.5 3.7
4:30 5.9 3.7
4:45 6.4 39
5:00 6.1 4.0
5:15 5.9 3.7
5:30 6.3 3.5
5:45 6.2 3.3
6:00 6.0 2.8
6:15 6.1 2.9
6:30 5.9 2.9
6:45 5.6 32
7:00 4.3 1.8
71§ 4.2 1.8
7:30 4.3 2.5
7:45 4.1 2.5
8:00 32 2.5
8:1§5 3.7 2.7
8:30 32 35
8:45 36 33
9:00 34 3.6
9:15 3.7 3.7
9.30 3:7 35
9:45 39 35
10:00 3.9 33
10:1§5 3.6 2.3
10:30 37 1.8
10:45 3.4 1.5
11:00 3.4 1.5
11:15 29 1.2
11:30 2.7 9
11:45 2.3 a
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WHDH vS 4 NETWORK STATIONS

PULSE OF AREA—-SUNDAY

00 AM 12:00 Midaight « Jau, 1951

By Quarter Hour Total Ratings

NETWORK STATIONS

- WHDH

WHDH wBZ WEE]I WNAC wWYODA

TIME

S o N0 YO N~

12 PM
12 PM

10
10

8
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AUDIENCE COMPOSITION
MEN LISTENERS Vs. WOMEN LISTENERS

At-llome « Qut-of-llome « Total Audience
6:00 AM-12:00 MIDNIGHT + MONDAY.SATURDAY

—_————— MEN LISTENERS : = WOMEN LISTENERS

6 —7 -8 —9 —10—11 —12—1 — 2 — 3 —4— 5 —6 —7 —8— 9 —10 — 11— 12




AUDIENCE COMPOSITION
TOTAL AREA

Com parison Between At-Home, Out-Of-llome and Total Audience Com position

6:00 AM-12:00 MIDNIGHT ¢ MONDAY THROUGH FRIDAY

R e e = .
" — ~u 3
AT-HOME OUT-OF-HOME 1 TOTAL AUDIENCE
TIME MEN WOM TEEN CHILD TOT MEN WOM  TEEN CHILD TOT MEN WOM  TEEN CHILD TOT
6AM. 73 86 9 5 173 9 33 5 o 129 I 165 715 7.5 3.5  165.0
n 86 16 9 182 94 42 1 3 150 | 75.0 785 15.5 80 1770
45 93 n 14 163 87 49 9 7 152 53.0  83.0 10.5 125 1590
34 92 9 10 145 84 39 6 5 134 420 835 8.5 9.0 143.0
24 96 7 n 138 74 48 4 9 135 31.0 885 6.5 10,0 136.0 !
2 95 7 1 135 s 58 6 10 138 215 910 70 95 1350 l'
28 93 n 15 147 74 1 N 13 139 . 385 860 100 150 1495
[ 25 91 6 14 136 74 44 4 9 13 315 85.0 5.5 13.0  135.0
2 24 93 12 12 14 76 40 7 N 134 31,5 85.0 11.0 120 1395
3 27 91 10 14 142 76 38 9 9 132 345 820 9.5 13.0 1390
4 3% 90 15 n 150 83 .35 1 8 137 43.5  80.0 13.5 105 1475
5 39 84 16 16 155 98 36 13 4 151 51.0 74.0 15.0 13.5 1535
6 74 89 14 16 193 91 34 " 6 142 785 785 14.0 140 1850 | 1
7 78 84 12 n 185 87 49 n 8 155 790 715 1.5 10.5 1785
8 77 86 12 9 184 81 57 13 6 157 710 81.0 12.0 8.5 1785
9 80 85 1 6 182 89 56 9 3 157 80.0 795 11.0 55  176.0
10 81 86 10 5 182 86 51 7 2 146 'll 81.5 795 9.5 45 1750
n 79 74 5 — 158 86 39 8 1 134 80.0 68.0 5.0 0.5 1535




AUDIENCE COMPOSITION
WHDH

VS. ALL OTHER STATIONS

SUNDAY
Yo

MONDAY-FRIDAY
by Ve

SATURDAY

1, hour periods

hour periods by by hour periods

NMumber of persons per 100 homes
listening

Number 0f persons per 100 homes
listening

Number of persnns per 100 homes
listening

TOTAL AUDIENCE

ti-home and out-nf-home

W HDI
T ME MEN WOM TEEN CH LD TOT

TOTAL AUDIENCE

At-home cnd out-of-home

TOTAL AUDIENCE

dt-home and owt-of-home

wiinn
TIME MEN WOM TEEN CHILD TOT

W HDHN
MEN WOM TEEN CHILD TOY

600 AM 74 73 5 ... 153 6:00AM 89 56 145
6:30 79 90 7 319 6:30 85 69 8 g8 170
7:00 9 1719 6 181 7:00 83 718 11 6 178 -
7:30 80 83 |9 s 187 7:30 83 79 13 I b 1 7:30 61 61 - 134
8:00 61 8 17 10 169 8:00 73 16 15 6 170 8:00 30 5 10 50 140
8:30 59 84 12 10 165 8:30 68 84 13 5 170 8:30 39 50 6 50 145
9:00 49 80 10 8 147 9:00 61 83 10 12 166 9:00 2716 14 17 1719
9:30 39 90 6 6 141 9:30 57 87 13 5 166 9:30 74 80 17 14 185
10:00 36 91 7 9 143 10:00 48 82 17 13 160 10:00 80 80 17 T8
10:30 35 90 9 9 143 10:30 44 81 18 10 153 10:30 81 88 17 7 193
11:00 31 93 9 9 145 11:00 45 82 21 8 156 11:00 82 84 14 17187
11:30 32 92 9 9 142 11:30 45 81 19 8 153 11:30 81 81 12 9 183
12 NOON 35 88 10 10 143 12 NOON 52 8 18 10 166 12 NOON 80 77 12 9 178
12:30PM 40 86 6 8 140 12:30PM 54 80 12 12 158 12:30PM 79 8% 11 5 1719
1:00 39 89 5 9 137 1:00 57 83 17 9 166 1:00 83 6 174
1:30 33 85 g 11 137 1:30 52 87 16 6 161 1:30 no81 10 6 114
2:00 32 099 14 9 146 2:00 70 81 17 7 18l 2:00 74 81 13 6 174
2:30 35 8 14 9 144 2:30 77 83 19 4 183 2:30 "8z 12 6 11
8 143 3:00 80 85 18 S 188 3:00 16 84 8 4 112
0 150 330 83 85 15 7 190 3:30 81 76 10 5 172
8 153 4:00 73 18 1 7169 4:00 7 9 17 10 193
7 157 4:30 74 16 15 7 172 4:30 7 86 14 6 177
9 163 500 75 75 15 6 17 5:00 72 83 14 6 175
0 168 5:30 75 715 16 s 17 5:30 72 85 15 5 1717
3 187 6:00 77 83 13 6 179 6:00 70 84 19 5 118
2 193 6:30 73 8 13 1 180 §:28 noo17 16 6 110
9 185 7:00 81 90 7 7185 1:00 83 67 8 8 166
8 182 7:30 78 8 10 71 183 220 60 60 20 140
7 182 8:00 76 87 16 5 184 8:00 75 1S 25 25 200
7 184 8:30 8l 81 19 3 187 BR3 g 8 220 .. 180
4 9:00 5 8 11 4 179 a 3 1 3 e
3 9:30 88 74 9 3 114 AL Booe& T § 8
3 10:00 92 19 8 3 82 10:00 86 66 7 159
2 10:30 92 15 3 4 h 10:30 9 70 5 165
- 11:00 89 73 ) L 11:00 88 69 6 . 163
11:30 91 61 5 .. 160 ALY

STATIONS

AT OTHER STATIONS
MEN WOM TEEN CiLD TOT

OTIIER

OTIHER STATIONS

T ME

i
TIME MEN WOM TEEN CHILD TOT S MEN wom TEEN CHILD TOT |
6:00 AM 8] 73 4 2 160 6:00 AM 80 69 3 - 152
6:30 72 81 N 6 170 6:30 7 74 2 2 149 7:00 AM 90 70 ; 160 \
7:00 74 76 14 8 172 7:00 88 70 4 1 163 7:30 61 74 4 4 143
7:30 73 79 15 9 176 7:30 79 713 5 3 160 8:00 75 66 5 146
8:00 56 82 n 14 163 8:00 62 76 10 7 155 8:30 66 81 5 3 155 \
8:30 49 87 8 13 157 l 8:30 59 80 9 9 157 9:00 78 68 10 21 177
9:00 a4 81 9 9 143 9:00 53 80 10 17 160 9:30 68 73 7 18 166
9:30 10 85 9 10 149 9:30 55 81 8 15 159 - 10:00 76 70 10 9 165
10:00 N 89 7 10 137 10:00 42 74 17 17 150 B 10:30 87 83 8 13 191
. 10:30 30 88 6 n 135 10:30 38 715 16 17 146 11:00 70 79 6 10 165
11:00 26 91 7 9 133 11:00 a1 81 15 1 148 11:30 73 79 8 17 177
11:30 28 89 7 10 134 11:30 38 82 15 12 147 12 NOON 70 76 9 13 168
12 NOON 36 82 12 17 147 12 NOON 48 88 16 10 162 ‘ 12:30 PM 70 79 8 10 167
12:30PM 42 90 10 15 157 12:30PM 48 81 17 13 159 | 1:00 67 18 10 9 164
1:00 32 85 5 14 136 1:00 53 91 15 9 168 1:30 66 82 n 9 168
1.30 30 85 6 14 135 1:30 52 80 15 1" 158 2-00 71 €9 17 8. 165 f
2:00 30 86 n 12 139 2:00 77 81 16 9 183 2-30 76 72 13 8 169
= 2:30 32 84 1 13 140 2:30 78 18 14 10 180 3:00 76 8] 4N 182
3.00 34 82 8 13 137 3:00 86 77 12 13 188 330 81 77 15 10 183
3:30 35 81 10 15 141 3:30 76 76 1 15 178 4:00 69 84 1 12 176
4:00 39 82 14 1 146 4:00 63 73 9 9 154 4:30 76 74 10 12 172
4.30 14 77 14 12 147 4:30 69 73 11 10 163 5:00 74 78 1 9 172
5:00 6 13 15 14 148 5:00 66 19 N 8 164 5-30 82 80 10 1 183
5:30 51 n 15 16 153 5:30 70 72 11 8 161 | 6.00 75 80 15 10 180 ]
6:00 7479 13 14 180 6:00 68 80 1 9 168 | 6.30 3 8l 1210 176 |
630 83 78 13 14 188 6:30 72 80 10 8 170 7:00 79 83 12 10 184
7:00 80 78 1 11 180 7:00 83 90 8 7 188 | 7-30 78 88 12 6 184 i
730 8 717 11 10 116 | 7:30 73 8 16 114 | 8.00 3 8 8 4 17
8:00 76 82 14 9 18 8:00 78 86 14 7185 8:30 2 86 8 6 112
8.30 77 80 11 9 N7 8:30 87 18 16 4 185 900 15 13 8 3159
9:00 78 81 12 7 178 9:00 79 83 11 6 179 9 30 5 67 7 1 150
© 9 82 I8 10 5 176 9:30 88 19 11 38 10:00 76 18 4 158
10:00 79 80 10 5 174 10:00 76 85 10 4 175 10.30 82 69 3 154
10 30 83 78 9 4 114 10.30 86 78 7 3 174 11:00 79 73 2 154
lr 11:00 8 71 6 1156 11:00 80 72 9 1162 11:30 87 €0 4 151
C11.30 81 66 9 151 11-30 9i 58 8 15T

(= - Y e~




WHDH AREA SURVEY

WHDH PROGRAM
Ray Darey Show
Ken & Mill

Christine Fvans
Carnival af Musle
Bing Cra<by

Farm and Faad

Ken and Caroline
Stumpus

2 & 8 Date

llaston Ballraam
News and Sports
Bing Crashy
Sports=—Cirt Gawdy
Haur of Stars

2 & B Date

CGuy Lomharda

Clond Clnh

News, Weather, Nports

OTHER PROGRAMS
Carl de Sivse WRBZ
eantawn Var, WEFI1
Vother Parker WEEL
Naney Dixan WEFE}
Nome Fornm WRBZ
News, G, Howard WHZ
News, A, Jackson WEFEL
News WNAC

Sports, Leo Fgan WNZ
Sports Ranwndup WNAC
Sports, F. Cnsick WEFI

-u L

9
9
1o
12:
12

- N )

10:

10:
11:

[{H
8

TIME

G :00.

1 00.
:30-10:00

9:00
9:30

Q0-12:00
Mr-12:30

:30-
:00.
:30.
100
:00.
100,
:15-
130
15-
:00-10:00
15-10:30

1:00
1:30
2:00
$:00
600

6:15

6:30
0:45
8:00

AM
AM
AM
Noon
PM
PM
PM
PM
P>
Pl
r ™
M
PM
PM
i)
M

30-Midnizht
00-11:15

TIME

30-

:30-

9:30.

9:

9
0
[{]
L1}
hH
6
O

9:30
9:30
9:15

15-10:00

30-10:00

:00.
:00.
00
:135.
:15-

:30.

6:15
6:15
6:15
€:30
6:30
a:t5

Py

AM
AM
AM
AM
AM
rM
ry\
™
rPM
PM
rM

At-Home and Qut-of-Home

MONPAY THROUGH FRIDAY »

JANUARY, 1954

CUMULATIVE WEEKLY AUDIENCE
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3.2 2.9 3.4
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33 3.3 3.3
1.2 35 4.7
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THE UNDUPLICATED AUDIENCE OF NEWS AND 5FORTS PROGRAMS

News and sports programe of WHDH and the network
afhliates are comparable. We have compared the 6
o'cluck news, and the sports programs which are of
fifteen minutes duration and run either from 6:15 to

6:30 PM or from between 6:30 and 6:45 PM.

UNDUPLI-
CATED TOTAL RADIO
AV, 1, IR W EEKLY HOMES PER

STATION RATING RATING % EER

WHDII 5.9 14.7 211,771
WEEI 4.1 10.3 148,328
WRBZ 3.0 8.1 116,616
WNAC 2.9 6.8 97,925

The accompanying bar-graph shows tlie comparison

between news programs on the four statiens.

WIIDH (6:35-15) 5.9 14.2 204,491
WEE!I (6:30-13) 3.4 8.2 118,086
WRBZ  (6:15-30) 3.0 6.7 96,485
WNAC (6:115-30) 2.4 5.9 84,964

The graph of <ports programs would approximite tyay

of the news programs.

We should like to make a comparison of the =2 & 8
Date”. This is a four-hour prograni, divided into twe
parts: one part in the afterncon from 2-4 PM, -the
other part in the evening from 8-10 PM. The program
shows up as follows:

UNDUPLI-
CATED  TOTAL RADIO
AV. Vi HR. WEEKLY HOMES PER
~ RATING  RATING WEFK
Afternoon 2.4 PM 4.2 18.7 269,294
Evening 8-10 PM 3.6 17.6 253.454

It can be seen from this that the program reaches al-
most as many unduplicated listeners in the evening
hours as it does in the afternoon hours. And in the
evening time from eight to ten, “2 to 8 Date” is faced
with ‘the toughest network and television competition

W EEKLY
CUMULATIVE
HATING
POINTS

(5 Tlmes

Av. 4 e
Ratlng)

29.5

20.5

ANDI PLICATED 15.0

w EEKLY
RATING

"14.7“\ i

AVERAGE I |
14 1R, RATING

WYNAC

WD WEEI WBZ

in the area. There follows a graph illustrating the

comparison:

18.7 »
T'NDUPLICATED
WEFKLY
RATING 17.6
AVERAGE
A Vi HR. RATING 3.6
AFTERNOON e EVENING
2-4 PM ! .10 PM

THE CONTINUALLY-GROWING IMPORTANCE OF THE OUT-OF-HOME AUDIENCE

Back in January 1948, little importance wax attached
to the out-of-home audience. It was not until the <~um-
mer of 1948 that WHDH did its first out-of-home sur-
vey. The Pulce of Boston Average 14, Hour Homes
U<ing Radio figure in January-February 1948 was 23.0
for the entire week. The January 1954 WHDH Area
Survey shows a lotal average sets in use seven days a
week to be 23.76. If the out-of-home audience were to
Le discointed. the Homes Using Radio figure would be
only 19.47, or 185¢ of the total audience would be dis-

counted. Or. as is shown on the following table, many
thousands of listeners would not be counted. The
tabulation for Sunday through Saturday is broken
down into three periods—6 AM-12 Noon, 12 Noon-6
PM, 6 PM-12 Midnight.

AT-1TIOME OUT-OF-HOME

As. As.
homes Llsteners Total Total Llsteners homges
uslng  pee 100 tlaten. Tlme lsten: per using
radlo et ers ers 100 sets radlo
18.51 158 121,814 6 AM-12 N 79273 139 3.91
21.1% 158 168.725 12 N-6 PM 91,329 130 4.53
19.19 180 1493.099 6 PM-.12 M 86,237 149 4:02
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10
1.1

1.2
1.3
1.4
1.5
1.6
1.7
1.8
1.9
2.0
2.1

2.2
2.3
2.4
2.5
2.6
2.7
2.8
2.9
3.0
3.1

3.2
3.3
34
35
3.6
3.7
3.8
3.9
4.0
4.1

4.2
4.3
4.4
4.5
4.6
4.7
4.8
4.9
5.0
5.1

5.2
5.3

5.4
5.5
5.6
5.7
58
59
6.0
6.1

6.2
6.3
6.4
6.5
6.6
6.7
6.8
6.9
1.0

RATING POINTS—PROJECTED TO RADIO HOMES

AND COST PER THOUSAND PER SPOT ANNOUNCEMENTS AS INDICATED

14,400
15,840
17,280
18,720
20,160
21,600
23,040
24,480
25,920
27,360
28,800
30,240
31,680
33,120
34,560
36,002
37,440
38,880
40,320
41,760
43,200
44,640
46,080
47,520
48,960
50,400
51,840
53,280
54,720
56,160
57,600
59,040
60,480
61,920
63,360
64,800
66,240
67,680
69,120
70,560
72,000
73,440
74,880
76,320
77,760
79,200
80,640
82,080
83,520
84,960
86,400
87,840
89,280
90,720
92,160
93,600
95,040
96,480
97,920
99,360
100,800

BASED ON 1,440,080 IN WHDH AREA

=D

1.04
.94
.87
.80
74
.69
.65
.61
.57
.54
52
.49
.47
.45
.43
41
.40
.38
.37
.35
.34
.33
.33
31
.30
.29
.28
.28
.27
.26
.26
.25
.24
.24
.23
.23
.22
.22
.21
.21

.20
.20
.20
19
19
.18
.18
18
A7

17
A7
A7
.16
.16
16
.16

15
15
15
.15
14

1.38
1.26
1.5
1.06

.99

92

.87
.81
77
73
.69

.63
.60
.58
.55
.53
51
.49
.47
.46
.44
.43
.42
.42
.39
.38
.37
.36
.35
.34
.33
.33
.32
.31
.30
.30
.29
.29
.28
.27
.27
.26
.26
.25
.25
.24
.24
.23
.23
.23
.22
.22
.22
.21
.21
.21
.21
.21
.20
19
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1.39
1.27
1.17
1.09
1.01
.95
.89
.84
80
.76
72
.69
.66
.63
.60
58
.56
.54
.52
.50
A9
.47
.46
.44
43
.42
.41
.40
.39
.38
.37
.36
.35
.34
.33
.33
.32
.31
31
.30
.29
.29
.28
.28
.27
.27
.26
.26
.25
.25
.25
.24
.24
.23
23
.23
22
.22
.22
.21

1.80
1.64
1.50
1.38
1.28
1.20
112
1.06
1.00
.95
.90
.85
.82
.78
.75
72
69
.66
.64
.62
.60
.58
.56
.54
.53
.51
.50
.48
.47
.46
.45
.44
.43
42
.41
.40
.39
.38
.37
.36
.36
.35
.34
.34
.33
.32
.32
.31
31
.30
.50
.29
.29
.28
.28
.27
.27
.26
.26
.26
.25

2.08
1.98
1.74
1.60
1.48
1.38
1.30
1.22
1.4
1.08
1.04
.98
94
.90
.86
.82
.80
76
.74
70
.69
.66
65
62
61
.58
.57
.56
.54
.53
.52
.50
.49
.48
47
.46
.45
44
43
.42
.41
.40
.40
.39
.38
37
.37
.36
.35
35
.34
.34
33
.32
.32
32
.31
.31
.30
.30
.29

3.2
282
261
2.40
2.22
2.07
1.95
1.83
1.71
1.62
1.56
1.47

1.35
1.29
1.23

1.1

1.04
.99
.97
.94
91
.87
.85
.84
.81
.80
.78
75
.73
72
.70
.69
.67
.66
.64
.63
.62
.61

60

58

57

56

55
.54
.52
.52
.52
.51
.49
.49
.48
.48
47
.46
.45
.45
.44

3.47
3.15
2.89
2.67
2.48
2.31
2.17
2.04
1.95
182

1.65
1.58
1.50

1.38

1.24
1.19
1.15
1.12

1.05
1.02



CONCLUSION

I ome of his essayg, Clarence Day wrote
about what would happen if this
civilization were to be destroyed and the
archaeologists of another civilization were
Lo uncover the ruins: Mr. Day claimed
that the clock would bhe looked upon then
as we riow look uporr the “lares et penates™
of ancient Rome. (For those who
flunked Latin . . . “household gods™.)

If Mr. Day were alive and writing today,
he'd call the clock the “lares” and the
radio the “penates”. Practically every
honie that has a timepiece has a radio.
There are perhaps as many models of
radios as there are of clocks . .. and mnaybe
the wrist radio will be aworn on the
opposite arm from. the wrist watch in
the not-too-distant future.

In New England, 98.6 of the hoines have
radios, according to Standard Rate and
Data Consumer Markets, 1954, and the
figure carries over into the 25 county
WHDH coverage area. From studies by
BAB, it is evident that the radio 1s not
confined to any one room in the house,
nor is radio confined to the household
itself. Radio is molile. 1t travels with
the histener, whether in the automobile,

in the back or front yard, at a restaurant
or tavern, at the beach, on a picnic,
skiing, shating. or at work.

In fact, radio is man’s constant companion:.
He leans on it for news and information,
for music, weather, and entertainment.
Radio is the companion of the shut-in
and the traveler, of the young and old, of
the urban. suburban and rural resident.
Dairy farmers listen to radio in their
barns. Sheep herders hear it on the hill<
and mountains. The yachtsmen would he
lost without it. Yes, the radio, once
confined to the living room, now en-
compasses the world of modern man. I
fact. only one item of our civilization
exceeds the circulation of radio . . . and

that is the medium of exchange .. . money.

50,000 WATTS - BOSTON - 850 KC

OWNED AND OPERATED BY
BOSTON HERALD-TRAVELER CORP

REPRESENTED NATIONALLY BY
JOHN BLAIR AND COMPANY
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'BROADCAST

NEW YORK ¢« CHICAGO ¢« HOLLYWOOD » TORONTO » MONTR'EAIL

PRODUCT and SERVICE
REACH A NEW HIGH!

W ith each succeeding vear BMI's products and services
attain new highs in volume and value.

The large and growing catalog of BMI-licensed music in all
classes—popular, folk, standard, symphonic, operatic, educational
—gives continuing evidence of the quality and ability of the com-
posers and publishers affiliated with BMI.

BMI Service, too, is reaching new highs. BMI not only serves its
broadcast licensees—AM, FM and TV—with a steady flow of
practical program aids, but provides its repertoire and facilities
to every user of music. .. ballrooms, night clubs, motion pictures,
hotels, restaurants, skating rinks, amusement parks, wired music,
industrial plants, symphony orchestras, chamber music groups,
choirs and choruses, motion picture exhibitors using intermission
music and many others.

BMI-licensed pop song hits are maintaining leading positions in
all of the music trade popularity charts—the Hit Parade, the
Variety scoreboard, Billhoard charts, Downbeat polls, the every-
day best-seller lists—and, for the past four consecutive years,
were voted Number One in all categories by the nation’s juke
box operators in the Annual Cash Box Popularity Poll.

In the field of Concert Music, BMI continues to foster composition
and encourage public interest through its annual Student Com-
posers Radio Awards, its support of the American Composers
Alliance, and the extensive publication of Concert Music through
its wholly owned subsidiary, Associated Music Publishers, Inc.

Similar BMI services and efforts in the entire field of music are
being conducted throughout the Provinces of Canada by BMI
Canada Limited.

Your BMI Field Representative, who visits your station periodically, can be
helpful in many ways. For any personal problem in selecting or program-

ming music send your inquiry to BMI’s Station Service Department.

MUSIC, INC. i Avews



WEBC-TV

100KW POWER
2204 FT. ANTENNA

“Giant of
Southern
Skies”

N. C.
CHARLOTTE

COLUMBIA

boasting more people and larger
income within 100 miles radius than
\tlanta, Jacksonsille, Miami, or New
Orleans, WEBC- IV is wuly the “Giant
of Southcrn Skies”, and a powerful
new advertising medium in the South:
easl,

HERE'S THE WFBC-TV
MARKET

(Within 100 miles radius)

Population 2,924,625 People
Income $3,174,536,000
Sales $2,112,629,000
Television Homes 277.,622*
Market Data from  Sales VManagement

*From A. C. Niclsen Co. Survey as of
Novo 1019330 plus RETMA <et shipments
ir the 100 mv. comour <ince Nov. 1, 1953,
Write now for Market Data Brochure
and Rate Card. Ask us or our Repre-
sentatives for anformation and  assist-
ance.,

Channel 4

WEBC-TV

| Greenville, S. C.

NBC NETWORK
Represented Nationally by

WEED TELEVISION CORP.

142

NETWORK TV

(Continued from page 12.1)

the networks. Du Mont specializes in
thein. For example. vou can buy a 15-
minnte evening strip on Du Mont at
7:00 pan. for only $5.000 a week, The
program. Marge and Jeff, i« a situation
comedy.  (Advertisers with an exe on
ofl-beat programing techniques should
be tuterested in this show, Tt i< ad b
There are other low-cost ~hows. too.
The participation <how~ are another
way of getting into network tv with a
small wallet. They <hould be of ~pe-
cial interest 1o clients with product:
aimed at women since most of the par-
ticipation shows~ are on during the dav.
However. men can be reached before
they go to work on either N\BC's T'oday

or CBS” Morning Shouw.

There are a few participations at
night (Your Show of Shows, which
sold 1:-minute <egmments, i~ dead but
the stars. Sid Caesar and lmogene
Coca. are carrying participations on
their new, separate <showsi. There are
also devices which get pretty close 1o
the participation format. Du Mont's
cosponsorship method. used on two
shows by American Chicle this pa=t
season, offers 15-minute segments for
<ale in half-hour shows, and there i«
alternate-week sponsorship also.

The alternate-week. or ““major-mi-
nor.” technique provides every-week
expozure to the elient for a little more
than half the cost of every-week spon.
sorship. Each client gets most of the
commercials one week. only one men-
tion on the alternate week. Each al-
ternate-week client can use the show
title with his compamy name or prod-
uct i it.

The alternate-week advertising meth-
od is used for other rea~ons besides
A client who in-
vests in two alternate-week shows rath-
er than one every-week show reaches
many more different homes at onh
slighthh more cost. Many clients go to
alternate weeks and
ev saved into un expanded lineup. This

just saving monev.

throw the mon-

reason has been growing more and
more nmportant.

There appears to be a definite trend
to alternate-week  sponsorships.  On
\BC’s Saturday  unight lineup alone
there will be four new alternate-week
sponsors. Green Gianmt and Pillsburn
will <hare filmed
Mickey Rooney show. Armour and an-
other

time on the new

spou~or will alternate in the

19:00-10:30 p.n. slot. The other spon-
~or will probably be a €osmetic firm.

It is interesting to note that the al-
ternate-weck different
<hows alternating in the same time
period —never caught on. Everyv-week

prograim—Iiwo

~hows appear to hold their audiences
better.

Q. Are there any important
changes in program production
costs?

A. Union production costs will be
about 7°¢ higher on the tv networks
thi« coming fall. This iz the result
of contracts negoliated during this
past =eason. They will carrv over at
least until next vear.
negotiations going on now which will
affect program rcosts.

There are ako

tFor complete
details on union contracts. see the re-
port on Tv unions. page 152.) Expec-
tation for the future is that cost in-
creases in the union field will level off.

One of the most importam change~
in the program production cost picture
is NBC TV’s new rate structure cover-
ing both Dblack-and-white and color
production and service facilities. The
new rate structure establishes hourh
rate~ for studios and technical person-
nel in place of the “package” rates
charged previoushy. It became effec-
tive 1 Julv.

The highpoints of the new rate mnan-
ual. as outlined by \NBC President Syv1-
vester Weaver are:

1. Bv placing a premium on eftie
ciency in using studios and personnel.
the advertiser is offered more oppor-
tunity to control and reduce his tele-
visionn production costs,

2. The new rates eliminate separate
charges for camera rehearsal and dn
rehearsal. The advertiser is charged
for total time in the studio, beginning
with dry rehearsal and camera =et-up
and continuing through to the end of
the broadcast.

3. Yersonnel charges are the same
broadcasts. Man-
power costs will be determined by the
number of men used and the length
of time thev are used. Extra color

for color and baw

charges are made for studios. mobile
units and extra equipment.

L. For the first time there will be a
charge for film origination.

The film origination charge. which
applies to programs produced predom-
mantly o film. is $§250 net per quar-
ter hour. which includes a pre-broad-

SPONSOR



Decide on the ﬂ_eiwork with Lowest Time Costs

U

@ NO “MUST-BUY‘ PROGRAMS

Du Mont availabilities let you “buy” or
build and become the sole sponsor of
a programn that meets your selling needs.

® TIME PERIOD PROTECTION

CIDE ON

MONT

FOR EXAMPLE*

TELEVISION °
NETWORK .

-
$2,550
1,320
1,200
1,320
1,020
$7,410

DU MONT
TELEVISION
NETWORK
$1,920
1,200 -
-960
1320
1,110
$6.510

TELEVISION
NETWORK

B
$3,600
1,500
1,350
1,440
1110
$9,000

TELEVISION
NETWORK

A

$3,420
1,800
1,650
1,440
1,200

$9.510

New York
Chicago

Los Angeles
Philadelphia
Detroit

*Based on Class A 1-time '/, hour rates for typical comparison (SRD May 10, 1954}

In these 5 top U.S. markets alone, other network; cost as much as 13%
to 46.1% more ! In addition, the Du Mont Network has the most favorable
discount structure. Regionally or nationally, your money goes further on
the Du Mont Television Network! e

LOWER PRODUCTION COSTS

Your savings at Du Mont on production
facilities result in more money
available for time buys.

YOU'RE WISE TO DECIDE ON THE

The Du Mont Television Network has always
protected its sponsors. When you decide
on Du Mont you have a time franchise.
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pU MONT

TELEVISION NETWORK

515 Madison Avenue, New York 22, N. Y. MUrray Hill 8-2600

435 N. Michigan Avenue, Chicago 11, lll. MO 4-6262
A.Division of The Allen B. Dy Mon! Laboratories, Inc.



cast run-through not to exceed the
amrount of air time.

ABC TV issued a new production
rate mamual 1 February. It applies to
originating in New York,
and San Fran-
Main features of the manual,
according to ABC, are (1) greater
flexibility in the use of various serv-
ices, (2) elintination of premium time
charges for camera and dry rehearsal,
(3) provizion for discounts, penalties
and deadlines on all orders for produe-
tion services and (1) establishient of
standardized rates for all facilities and

programms
Chicago, l.os Angeles
cisco,

production services.

Q. How do the new NBC produc-
tion rates compare with the old
ones?
A. Advertisers who havent had a
chance to estimate what effect the new
ABC production rates will have on
their shows will be interested in this
comntent from a program production
executive at one of the top tv agencies:

“We
of the old and new rates on some of
our shows and found that our costs
will be about the same. T'm talking
about black-and-white
which are put on in the same manner
as in the past. It mav not be that way
for all shows on tv. I’z possible that
some will cost more but the important
thing is that if program production is
planned intelligently there are lots of
ways to save monev. It might be a lit-
tle confusing when first using the new
manual because ageney production peo-
ple will have to get used to figuring
out exactly how many technicians to
use.

The manual cannot be com-
pared directly with previous one since
units of use are not comparable.

ha\'e Il]Zl(]C‘ sonie COlﬂpariSOl]S

live. shows

new

Uhf

Q. Doecs the advertiser have any
direct interest in the solution of
the uhf problem?

A. lle certainly does. With the pros-
pering of uhf and a truly national,
competitive televizion service he will
pay less for television advertising than
In other words,
the more stations there are, the more
More com-
petition usnallv means lower pn(‘e~
It is true that from the point of view
of broadcasters, an excess of competi-
tion can be harmful to the industry.
But that is a pretty academie pos=sibil-
ity right now. except in New York
and Los Angeles, where nine of the
11 stations are =aid to operate in the
red.

Some figures on how competition
affects time costs were gathered last
fall by bu Mont.
that in a majority of the one- and two-
station

he otherwise would.

competition there will he.

These figures ~how

])l'e-freeze markets cost-per-
1.000 tv liomes for time ranged {roin
81.75 to 82.60. Not a =ingle three- or
four-station market lad an
rate of more than £1.75.

average

Q. What is the status of uhf at

present?
A. As of 1 June there were 238 uhf
authorizations outstanding and 122

uh{ stations on the air. There were
58 channels in 37 of the top 100 mar-
kets for which no application had
been filed. In addition to a long list
of uhf applicants who returned their
construction permits before getting in-
to operation 14 uhf stations have been
on the air and have suspended opera-
tions. 'This figure compares with three
vhi stations which have suspended op-

SWITCH FROM

Stapt

’l!,&mg

ANIMATED TV
SLIDES o~ FILM

-/\ FULL OF ACTION! THEY ZOOM,
FLASH, SPIN, ROLL and BURST!

FILMACK STUDIOS
1331 50. Wabash

STILL SLID%S'

bh.\l) [5 A
ORDER!
RVICE!

¥ TRIAL ¢
18 HOUR sp

Chicage, 1.

erati()llh |"|.||!]]"||'I'_!r{'-rii.| tl"{t‘.'i“ln]]
began 1n expand in 1916, The CDBs-
Nielsan 1w set coum lust vear showed
177 uhi families ool of a toral
of 27.506.500 1v furmilies as of 1 No-
vember jUS3,

=R

Q. What is the nature of the uhf
problem ?
A.  The problem is a eomplicated one
but, perhaps, it can be redueed 1o
three paintz: 1. Uh{ is a latecomer
to the televizion scene and ulif stanons
must eonrpele against eutrenched vhi
broadeas=ters.  Wenee, many  of thom
are losing money.

2. UL s nut vel Tully  developed
technivally, The effert i that.
comparable condnions,

uiiler
a uhl =ignal
as well az w vhil
SinCC ||.I|!I ‘.'l""rﬂtl'r‘-' CANNdsl I’i?‘;lt.'|l S
many people as conmpetitive vhi ont-
lets, the atheertiser as well as the net-
work prefer jointmyg lorees with the vhi
~tation,

cannol alwavs cover

3. Lhi signals eanurt be received
on vhi sels. The comversion of a vhi
set to receive a ubl :]';_rrl;tl (sls money
and where a set owner i= already satis-
fied with existing vhf station fare, he
may nal wanl 1o speud the money.
Here again. the uhf outlet suffers re-
garding circulation compared with 1l
vhf competition.  The vieious rircle
operates: No conversion. no nelwork
afliiation. No network affiliation, o
network programing. No network pro.
graming, no inducement to
No conversion . . . elc.
no business,

CONVErt.
And. of COlrEe,

Q. Are all uhf stations having
circulation trouble?
A. YNo. The less uhf-vhf station in-
termixture there is. the greater the in-
centive for =ct owners to convert, In
uhf-only markets there is no eanver-
sion problem. of course. The eatent
to which vhf competition affects the
uhf circulation has been pinned down
i)_\ the American Research Burea,
which has made four studies of uhf sel
saturation in uh{ and vhi-uhf{ markets,
Here is the average percent of all
<et= a uh{ station can reach after it
has been on the air six months or

more:

Where there is no vhi station in the
market: 89.87¢.

Where there is one vhf station:
()5.4»' Ca

SPONSOR



We've done a heap of living in our é-year history . . . What
with 60 live local shows every week in addition to the most / /4l
popular programs of America’s 4 networks. We're also pretty ] 71
busy lending a helping hand to religious, educational and public yay
service groups. Last year, for instance, a few outstanding accom- ‘
plishments included:

6 NATIONAL NEWS SCOOPS

FIRST FACSIMILE NEWS IN NEW ENGLAND
FIRST COLOR TRANSMISSION IN NEW ENGLAND
ZENITH PUBLIC SERVICE AWARD

FIRST EDUCATIONAL TELECAST APPROVED BY THE STATE BOARD OF
EDUCATION

There are more “firsts” and “bests” than this page could hold. In
all, in the minds ot men, we have gained PRESTIGE through
serving . . . the best way we know how.

INGCR T

.

TELEVISION

NEW HAVEN, CONN. represented nationally by Katz

NEW ENGLAND'S FIRST COMPLETE BROADCASTING SERVICE--TV, AM, FM
PRESENTLY SERVING 702,032 VHF SETS ON 100,000 WATTS (316,000 WATTS JULY, 1954)
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Whete there are two VB stations:
O ..
W here there are three or meore Vhi

slations: 27.5/.

Q. What solutions have been
suggested to help uhf stations?
A. The hearings on the alif gnestion
hentg held by the Senate <nbeommit-
tee on hiterstate and Foreign Cowur-
mevee have been exposed to a wiule
variety  of solntions. One  proposal
would put all television in the uhf
band so the problent of vhi vs. nhf
wonld be ended once and for all, This
has the <npport of FCC Commissioner
Frieda Hennock. There have been pro-
posals that the FCC study whether uhf-
vhi intermizture can’t be done awan
with,  The idea is that all market-
would be either uhf or vhi. One pro-
posal, made by Lou Poller, general
nmanager of nhf station WCAN-TV.
Milwankee. and president of the Uhf
Tv Assine. provides for the immediate
end of intermixtnre in 10 wajor mar-
kets. He said these markets account
for almost 507¢ of the uhf receivers
mn tlis country.
Here are some other proposals:

conditioned
customer
reflexes

Ring the Well and make your
chient>  wmonth water  with  a
song Ad like Pavifie Finanee——
Gallo Wine or Listerine,

They  startedd
andlition  plun
Call or wire

with wor sensible

1oday,

ddb-;u ur;iig

6000 Sunset Blvd.,
Suite 203

Hollywood 28. Calif,
HOflywood 5.6181

mu-slc  for

Ad-ver-tis-ing 1et to
ra-di-o and T-V!
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o Dr. Alen B. Du Mont. president
of Allenr B, Du Mot

which owns the Du

Laboratories.
Mont Felevision
Network, offered a plan whereby cach
station wonhl be required to relin-
quish, if a network <o demanded. up
to 23 of its network time in cach of
the three time classification~. The as-
sumption i~ that this time would he
demanded of vIf stations in a market
by the network or networks with ulif
afhiliates in that market. Do Mont he-
lieves this plan would require no Con-
gressional legislation bt conld he set
up by the FCC by mieans of the presen
station License svsiem,

e Many of those testifving bhefore the
subconnnittee have urged that net-
works be permitted to own more than
the maximum of five station~ now al-
lowed. Some proposed that the addi-
tional =tations permitted should he uhf
outlet= only. Dr. Dn Mont proposed
that, under certain conditions, A
qualifying network will be penuitted
to have an additional wholh owned
tv station for each group of seven pri-
mary ubf affiliations 1naintained.”

e  One of the more widely supported
proposals is that the Federal excise tax
be removed from all-channel (that is,
uhfovhf) v set-.

o The use of boosters and -atellites
to equalize ulif and vhi coverage is an-
other proposal. Among those support-

mg it i~ VBC.

Q. Are any of these proposals
likely to be adopted?
A. 1t is not believed likely that any
radical action will be taken either by
Congress or the FCC. Ending of uhf-
vhi intermixture through re-allocation
of chamnels is a comphicated job. and
it is not certain that a re-allocation
would provide the =ame degree of U'.S.
tv coverage that the present set-np of-
fers. \BC’s Joseph V. leffernan point-
ed out that while NBC does not op-
pose a study of eliminating intermix-
ture the verv fact that snch a study
would be held could slow down nhf
conversions. .And alwost anv kind of
re-allocation wonld cause a “major
wrench™ to the viewing public and
broadcast operators. Heflernan said.
There i~ a possibilitv that the net-
work~ will be permitted te own more
~tations if thev are nhf stations. This
i~ not considered a uhf enre-all bnt it
will undoultedhy resnlt in building up
nhf in =ome markets.

All signs point to the removal of the
With

about 607 of the v homes already

excize tax oun all-wave v sets.

cquipped with vhf-only recenvers. the
imnediate effect would not be greal.
However. possibly 10 to 5 illion
non-tv - homes will hecome v hoimnes
duriug the next five to 10 years. And,
assunting the life of a v set to be
about seven years, the all-important re-
placement market will be growing rap-
idhy during the remaining vears of the
SIS

excise tax on all-wave receivers they

Sinee. with the removal of the

will be just abont a~ cheap as vhi-only
receivers, there Is every reason to be-
lieve that the consumer will buy the all-
wave set when offered a choice.
Removal of the tax would really
make dtself felh when color =ets be-

uh{

to hold his

come available in gnantits. No
broadcaster wonld want
Iireath that long but the likelithood of
all-wave color sets bodes well for uhf’s
long-term future. It is significant that
the 5.000 13-inch color sets RCA has
already produced are all equipped with
all-wave tuners.

It is not elear whether anything will
be done about boosters and satellites
to equalize nhf and vhf coverage. A
certain amount of equalization iz al-
ready in effect theoreticallv. This has
been accomplizhed by pennitting uhf
more powerful transmitters. However,
while there has heen a consistent in-
crease in the power of uhf transmitters
being turned out. the technical prob-
lems for the top power pernitted have
not all heen solved. It cannot be said
for certain whether a top power uhf
signal will give comparable coverage
to a top power \hf signal. and, there-
fore. whether boosters and satellites
will be needed.

Color

Q. How many color sets will an
advertiser be able to reach via net-
work tv this fall?

A. Mot many.
expected six months ago. While esti-

And much less than

mates  for prodnction of color sets
range from 50.000 to 200.000 by the
end of the vear (see chart page 120},
the likelihood is that the lower figure
is closer to the trnth. RCA’s General
Sarnofl used the 50.000 figure recent-
Iv. The talk abont Ford buying 25.000
color sets te be installed in dealers’

SPONSOR
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3 KUTV Channel 2

goes on the air September 7
in Salt Lake City. It 1s
Utah's most powerful sta-
tion, .. with ABC program-
ming and a mighty “plus’”
in showmanship for its Bil-
lion Dollar Market. Now's
the time to see your George
P. Hollingbery representa-
tive for full information on

the best TVbuyv in theWest.

Buy the Big 2 in Utah

KU~ TV

TELEVISION CENTRE — SALT LAKE CITY
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<howrooms would raise this figure.
One of the reasons, though not the
only one, that color set production mav
not reacl expectations 1s the
realization that the 1.1- or 13-inch color
tube will not he acceptable to consum-

The

earlier

ers u~cd to bigger screen sizes.
industry is turning its attention to the
higger tnhes. However, the industry
has wot really gotten together on a <in-
gle type of color tube and that also
ha< heen <lowing things up.

Q. Who will have the first color
sets?

A. A great deal of the production
will go to appliance dealers for demon-
~tration purposes and to draw traflic.
U ndoubtedly many in the tv advertis-
ing field will buy color sets for profes-
sional reasons. A< pointed out above,
a comparatively large number may end
up in Ford dealers” ¢howrooms. The
expectation that, as in the early black-
and-white tv days. many consuners
will be introduced 10 color via the
barroom xel, has already gotien the
juke box people worried. Juke box
business fell off heavily in the eark

"The TV Link in the Heart of the Nation”

KHOL=-TV’s

SIGNAL

NEBRASKA
—ave Aa & »".“"

[ gy . ® asir

j wcome KHOL-J

-0'0-0 8 P

aasmarian g

KANSAS

THE ONLY SINGLE MEDIUM
70 REACH 128,300 HOMES
IN THIS RICH RURAL MARKET

MEARNGy pisRASKA

Channel 13

DUANE L. WAI1S, STATION MANAGER
Operated by BI-S1ATES CO., Holdrege
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days of h&w tv, and the record people
are naking plan- now for offsetting
their new uemesis,

Q. How many markets will an
advertiser be able to reach in color
via network tv this fall?

A. The broadcasting industry’s abil-
ity to =end ont color programs is far

in advance of the consumer’s ability
to receive then '\ SPONSOR survey of
all television stations indicated that

about 707
meiil to

of them will have equip-
rehroadeast network
shows by the end of the vear.

color

Answers were received from about
one-third of all the ctations. represent-
ing a good crosssection. (lor infor-
mation on local color plans by stations.
sce the Spot 1v section.) llere is the
breakdown from 134 respondents:

e Stations equipped to rebroadcasl
color before 15 Julv: 41 or 32.8%.

e Stations which will be equipped by
the end of the year: 52 or 38.8¢
(Many of these will be set up for nel-
work color before the end of
month. )

this

e Stations which will be equipped
durimg 1955: 7 or 5.27%.

e Stations \\hi(‘h will be equipped
during 1956: 2 or 1.577.

s Stations \nth no plans or no net-
work afliliation: 29 or 21.7°7%.

No station other than the one origi-
nating the program can send out color
unless it receives the network signal
first by way of AT&T micro-wave or
coaxial cable facilities. The ATS&T re-
ports that. as of 21 June. its color
television facilities were available to
50 stations in 36 cities. Here are the
cities, alphabetically:

Baltimore, Boston. Chicago. Cincin-
nati, Cleveland. Columbus. Dallas,
Dayton, Denver. Detroit. Fort Worth,
Houston. Huntington, W. Va.: Johns.
town. Pa.; Kansasz City, Mo.; Lancas-
ter. Pa. Io< Angeles, \hl\\au]\ee Min-
noapolls, New \orL. Oklahoma City,
Omaha. Philadelphia. Providence. 3t.

Louis. St. Paul, Salt Lake City. San

I'rancisco. Schenectady. Syvracuse, To-

ledo. Tulsa, Wil-

nnngton,

Utica, Washington,
Del.. and Youngstown.

It iz expected that by the end of the
vear AT&T color facilitiez will be avail-
able to 130 stations in 93 cities.

The iurportant figures to network v

advertiser~ are how many ~tations by
networks will he able to send out color

Masy  Ilugh DBeville.

programs.  In

NBC's director of research and plan-
ning, estimated on the basis of orders
from NBC TV afliliates for network
color equipment. that network color
service would Le available to 957 of
all 1v homes. lLast month the network
gave out up-to-date figures showing
its color coverage only where AT&T
facilities were already provided.

The figure as of 17 June was 3l
stations able to receive and rebroad-
cast color Total by the
vear's end is expected to be 61 sta-
This NBC TV lineup will inake
volorcasts available 10 78°¢ of all tv
or 25.800.000 estimated sets
by the end of the \ear.

CB= repori- that about 60 to 70 of
it afliliates will be able to rebroadcast
network color. ABC and Du Mont have
no plans for network color shows this
fall s0 the question of a network color
Hneup i< academic. Many of their sta-
tions, however, both owned-and- -oper-
ated and affiliates. will have equipment
for rebroadecasting color.

programs.
tions,

homes.

Q. Why should an advertiser buy
a color program this fall when
there are so few sets around?
A. NBC: Pat Weaver summed up
most of the reasonz during his address
before the 4A%s in April. He said:

“First, the color television campaign
will determine the share of market of
most consumer goods in color televi-
sion homes and this will start within
this coming year, and to those com-
panies which need effective advertising
to survive (all package goods. trade-
mark, brand items), the time to start
color television is this fall, and the
place to get the money is from man-
agement as extra money lo insure that
the company learns how to use the
most vital new force in its history and
at once.

“Second, if vou have any clients
whose success i= largels dependent on
the elan and spirit of its selling, deal-
er and distributor organization. then
color television can make new leaders
before the year iz out. For even the
few thousand sets now coming into the
market are still enough to permit deal-
er color television demonstration nieet-
ings. and prospect color televizion par-
ties. and other obs ious demonstrations.
This Kind of color power to sell goods
NOW is part of the broader power of
color a~ the new thing. the new. talked-
about. exciting. all-interest-focusing

SPONSOR



The faslest growing state
]\/‘ i the fastest growing
Region in the

United States of America

| LOUISIANA

e\

From 1940 to 1950 — ARKANSAS increased:

ARKANSAS U.S. AVERAGE
Bank deposits S _ ) 281% 131%
Per Capita Income _ 255% 150%
Retail Sales 302% 207 %
Little Rock per family effective buying income exceed Hou ston, Dallas, Ft. Worth, St.
Louis, Kansas City, New Orleans, Shreveport, Oklahoma C'ty and the national average'!

To tap this Rich Market, use KARK Little Rock™

Ne. 1 _. R e 7 AM-12 Noon M-F
No. 1 ) 12 Noon-6 PM M-F
No. 1 . 6-11 PM Sun.-Sat.

KARK first 66 quarter hours out of 72*

All 10 Top Evening shows - KARK
All 10 Top Daytime Shows: M-F KARK
All 9 out of 10 Top Daytime Programs: Sat.—Sun. KARK

‘according to Pulse March, 1954

Represented by

Edward Petry
& Co., Inc.

Little Rock, Arkansas



coimversation piece  of the  \meriean

scene.

“There are mamn  companies  who
will need color because they are ex-
pected to lead and they must lead: and,
therefore, they must be i color or
<uffer erave loss of <tanding within
their own trade groups. There are
mam ore companies who will ~ee in
color @ way to exeite their oswn over-
all organizations, to give them a chanee
at leader<hip wineh may have <lipped

out of their hands”"

Q. How much color programing
will there be on the networks this
coming season?
A. Quite a bit of it The most sen-
sational developinent i color program-
the three once-a-month \NBC
spectacolars, Two. produced by Vax
Lichuan, will be ou every fourth Sun-
day. 7:30-9:00 pan.. and every fourth
Saturday. 9:00-10:30 p.an. Ouwe, pro-
duced by Lefand Havwavd, will be on
every fourth Mondayv, 9:00-10:30 p.m,
Oldsmobile ha< bought out the Sat-
urday Ford and
RC\ will cosponsor the Monday spec-

me s

color spectacular,

’-——\!

WHBF-TY

‘CBS FOR THE QUAD-CITIES
is now operating
on 100,000 watts

®
This maximum power
the Quad-Cities
and the surrounding trade
area . .. a total of 264,-
800 TV set owners,

covers

Ad

2,
', <
e 0
» )
45 rug 90°

TELCO BUILDING, ROCK ISLAND, ILLINOIS
Represented by Avery-Knedel, Inc.
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of each
~how. The sunday color show will be
VMetals
bought thvee entire shows while Sun-
beamn and Hazel Bishop will <plit the
remaineer.

tacolar, taking 13 minute~

~plit three ways.  Reynolds

In addition, the NBC daytime par-
ticipations =ltows. Today aud Home
will featnre color pichup~. NBC i~ try-
ing to get other clicnts to pat then
b&w shows on in color on a vegular or
periodic basis. The network can pro-
arin aboul 12 to 15 honrs a week of
color «llow= with its existing studio-.
it~ mobile color equipment and its
Brooklvn color studio, which will Le

idy in September. NBC's Holly wood
~tudio will be ready for color by about
I Jamnary 1955, adding
time to the 12-15 hours,

On CBS0 Westinghouse will put on
eight to 10 color shows next season 1
the 10:00-11:00 pan. Wednesday <lol
normalh - occupied by Pabst's Blue
Riblon Bouts and the follow-up ~ports
~how, Sports Spot. The Westinghouse
~how s titled. The Best of Broadicay.,
Chrysler mav put on periodic color
shows i its 8:30-9:30 Thursday night
segment, i which the auto firm will
~hiowcase three dramas and one musi-
cal every mouth.

CBs will follow in the foolsteps of
NBC this searon and give each client
color exposure without extra cost. The
free color ride lineup will start 22 Au-
gust with Toast of the Town and end
27 February with Sunday News Spe-
cial. The plan will provide for three
color shows a week. In the spring
CBS will accelerate color programing
through

even  nlore

some  as-vel-unannounced
plans,

CBS will have three studios for color
by the fall. In addition to it existing
colov stndio at its 185 Madizon Ave..
New York. headquarters, CBS recently
acquired the 81st Street Theatre and
is remodeling it at a cost of £1.5 mil-
lion. It Television City  studios in
Holly wood are also being set up for
color.

Q. How much more expensive is
color than black-and-white?

A. Since \BC and CBS began ex-
perimenting have
learned how to cut down on the hordes

with  color, they
of technmicians. makeup people. ete..
which were required at first, However.
color will alwavs be ~omewlhat more

expensive than black-and-white,  Est-

mates of what color will add to the v
bill range from 10 10 20/
ftime. talent and production)

over-all

Color equipment and «tudios will be
more expensive. For example: NBC’s
non-audience studios for b&w shows in
New VYork and Chicago 1excluding
Studio 8H are SE30 gross an hour.
Audience facility studios are 8300 an
hour.  Comparable charges for color
from 3250 o £330, A
b&w wobile unit i 5800 gros~ a day.

~tndio~ run
v color mobile nmt s X3.200 a dav.

Cable charges for color are higher.
\TET is temporarily charging <1.200
a half hour. i~ ~eeking =2.000 for color,

Q. What effect is color having
on media planning?

A. sronsor asked that question of
media and radio-tv executive- in the
top air agencies.  lere ave <ome an-
swers:

Fred Barrett, rice president  in
charge of media, BBDO: W lile we
vealize the enormous po=<ibilities and
eflectiveness of color v and auticipate
i use for manyv of our clients i~ ef-
fect on media planning will not be very
marked until the number of color <ets
creates a sizable market and makes col-
or production eficient from a cost
standpoint.”

William C. Deller. vice president in
charge of media. WcCann-Erickson:
“Because audience and cost details of
color television are still nebulouns. the
advent of color ha~ plaved little role
i basic media planing,  With few
notable exceptions. most consideration
of color has been either from the ex-
perimental or promotional angle. |
believe these will continue to be the
major areas nntil such time as we ecan
reallv start to count nose~ and costs —
which time, if we can take a leaf fronr
the Dblack-and-white noteboo\. will
probably come a lot faster than even
the most optimistic of us contemplate.”

Arthur Porter. vice president in
charge of media. Leo Burnett: “'The
approach of color tv ix having a pro-
found eflect on both creative and me-
dia planning in our ageney. While ob-
vioush a great part of our analvsis
and study must he bas~ed o hy pothet-
ical conditions and costs. we are try-
g to asses= the place of color tv in
our clients” programs as objectively as
we can.”

Walter G. Smuith. vice president and
media director. Biow: **\lthough color

SPONSOR



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

After 6 P.M. during May, reports ARB, there were
71 quarter-hours when more than 50% of Detroit’s

television sets were in use.

In 45* or 63% of these 71 big-audience periods, WWJ-TV
had the largest audience of Detroit’s three television

stations.

In the 9 months from September, 1953, through May,
1954, WWJ-TV drew the most viewers in 55.2% of the
total big-audience periods.

WW]J-TV’s record means that when
*3.station comparison of audience Detroiters are most receptive to tele- )
leadership in 71 quarter-hours vision, WW]J-TV dominates more

of their time than do both other

Detroit stations combined.

oo o oasmmRRamatmesss Month after month, this dominance
continves.

In Detroit . . .
You Sell More

on channel

WWITV

NBC Television Network
DETROIT

S — — = B8 v
WWJ.TV  Station B Statian C  Station B Associate AM-FM Station WWJ

(46 (22) (4) plus C

periods) (26)

FIRST IN MICHIGAN ¢ Owned and Operated by THE DETROIT NEWS
® National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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television has not as yet had any im-
portant effect on curremt media plans,
it i« being given careful ~tudy by all
concerned with program and commer-
vial production. as well as media plan-
ning. Experimental work is being car-
tied forward on the program and com-
mercial end. and projected cost and
coverage analvsis are being carried
forward from the media end. Sinee
many concerned witlr the indu~try pre-
dict that the advent of color will not
substantially increase television pro-
duction and time costs, there i the
possibility that other media may not
he too serioushy affected  except to
the extent that advertisers invest more
of their total appropriation in the me-
dium of television itself. This latter
possibility scems quite likely in view
of television's increasing stature as a
national medium.”

Time franchise

Q. Does the network tv advertis-
er have any rights to a time fran-
chise?

A. It seems 1o be generally agreed
that the advertizer has no legal right
to a time franchise bevond the span
of his facilities contract. Facilities con-
tracts generally run for a year but. in
any case, wouldn’t run for longer than
two years since FCC regulations for-
bid the networks to sign affiliation con-
tracts for longer than that period.
Furthermore, 13-week mutual cancel-
lation contracts have been growing
more common on tv.

Q. Why, then, does the adver-
tiser talk about his franchise
rights?

A. The advertiser takes the point of

view that if he and his ageney invest
thire and money to huild up a show
and promote it to the listener he should
iave some moral right to s time pe-
riod. lew advertisers will complain
if the network boots out of the lineup
a poorly rated program, but as one
ageney  excentive told  spozsor  last
spring (cee “What are your ‘rights
to a time slot?”™ 5 April 1951): “To
tahe away a time period i< a serious
blow to an The
meaning of the franclnse concept i-
terribly inportant to advertisers and
agencies who buy time on radio and
. The importance. obviousl. i<
greater in television where the crowd-
ed nighttime program lineup makes a
time period estremely valuable.

advertiser. whole

Q. What is the network attitude
toward the sponsor’s time fran-
chise ideas?
A. All things being equal. all the net-
works like to keep customers happy
and let them buy whatever time they
are willing 1o pay for. However. the
networks will not admit that client~
even have a moral right 10 a time fran.
chise. To admit this, they feel. is the
same as saying advertisers have a legal
right. And the networks point out that
the responsibilities of their o&o’s and
affiliates as publicly licensed broad-
casters require them to control the pro-
gramiug that is broadcast over the
publicly owned broadcast spectrum.
In actnal practice, network policy
differs, and it will not surprise anvone
to hear that there is some relationship,
though it is not always a simple one,
between the networks’ time franchise
policy and the amount of business it
has. Du Mont publicly advertises the
fact that its clients’ periods are safe.
One ad says: “Decide on the Network
that Protects Your Time. There’s no

Represented nationally by
JOHN E. PEARSON TV Inc.
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Business is Good |

in ABILENE
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Phupbmy ey gh

costlier television experience than to
lose your inmvestinent in a program or
time . .. or bhoth . . . at your con-
tract’s expiration. This doesn’t happen
to Du Mont sponsors . .. it won’t hap-
pen to you.”

On the opposite ~ide is NBC, where
President PPat Weaver has made it
clear that decisions on time and pro-
graming must be nade by the net-
work. In a recent restatement of that
policy before the 4A4°s Weaver said, in
de<eribing plans for the once-a-month
color spectaculars:

“Television is too great and too pow-
erful to be shackled with chains of
custom and usage from radio. We
mnst serve all segments and all inter-
est~ in our population, and there must
he an over-all program control that
makes the rules in the interest of pub-
lic service and all segment population
service. This is the business of the net-
works. If our senvire dwindles, yvou
will use less of it, or pay less for it,
That's the end of your responsibility.
If we cater to the heavy viewers with
a flood of trivia, as accused in some
quarters. we cannot look to you. or to
the advertizers large or small, for your
jobs are rightly defined by your in-
terest - the sale of goods and services
of vour clients.”

T\' URions

Q. How much have unions con-
tributed to the network tv pro-
duction cost increases during the
past year?

A. An average of 7 to 7127 wage
increases were obtained by the unions
that negotiated for new contracts dur-
ing the fall 1953 through spring 1954
period. This is considered a relatively
modest increase compared with wage
boosts obtained over the past four or
five vears,

\etwork labor negotiators attribute
the more moderate contracts of this
vear to the following factors:

e The base pav in tv is already
very high compared with wages for
comparable jobs in other types of
industry.

e The general softening of the de:
mand for labor in the U. 2. economy
as a whole during the past 12 months
had to make itzelf felt in tv 1o ~ome
extent.

e On a “demand what the freight

SPONSOR
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have 1n COMMON?

THEY ALL WATCH A MEREDITH"
TV STATION!

Yes, Meredith* Stations in these four important markets provide television service
for hundreds of thousands of set owners. You can reach each of these large
markets most effectively, most economically on a Meredith* TV Station.

Meredith*?efem'dcb@ Stations

KCMO-TV « KPHO:TV -« WHEN-TV - WOW-TV

KANSAS CITY MO. =~ PHOENIX, ARIZ "~ SYRACUSE, N.Y. OMAHA, NEBR..
KCMO v, WHEN -TV & KPHO -V represented by The Katz Agency WOW:TV represented by Blair- TV, Inc..

Successful 'Y

Merednth Te|evnsnon Stations are Affiliated wnth Be“erﬂomes and armlng

and Gardens
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can bear”™ basi~. unmion leaders have
become aware of the danger that
nmight reach a point of diminishing
returns  for

costs Rept rising at their pre-1953 rate,

,\I)()Il\’()l‘s I{ |)ru(|u('linn

Q. What arc the provisions of the
most rccently ncgotiated union
contracts?

A. llere’s a summmary of the latest
union comlracts:

RTDG Radio and Tr
Guild): This contract. retroactive to
1 April 1951, was concluded in nid-
June between RTDG and the five net-
work=, Generally. the contract repre-
sents a 7157 increase, but liere’s how

Directors

it hreakhs down:

I. Ditectors reeceive S180 instead of
S175 a week tthat is 2.8 more).

2. Assistant directors in v get
£132.50 instead of 2120 a week (or
10.4¢ more).

3. Local directors in radio receive
3100 instead of 390 a week (or 117¢
more).

Thi~ contract affects divectors. a/d's,
floor munagers at A\BC. CBS and NBC.
directors and a/d’s only at Du Mont
and radio directors at MBS,

IBEW Brotherhood
of Electrical Workers): The new con-
tract went into effect 1 May 1951 be-
tween CB> and IBEW for technicians.
[t represents an 8¢ increase in sala-

(International

ries for technicians hut no significant
change in working conditions,

AFM (American Federation of Mu-
sicians): On 1 February 1934 the
\FM signed a five-year contract with
the networks. This contract provides
for a 107 increase in salaries of staff

musicians for three vears and an ad-

ditional 1077 increase during the sub-
fequent two years,

Since this contraet applies only 1o
stafl emplovees, it i= extimated that
the over-all cost of music at the net-
works will be affected Dby less than a
57¢ boost.

Vew York Make-Up Aruists (Local
081, New York Wardrobe Mistresses
tLocal 700, Graplic Artists (Local
841 of IATSE vinternational Alliance
of Theatrical Stage Employees) : These
contract~ were negotiated in spring
1951 bhetween the three and
\BC. CBx ABC. Totally they
represent an increase of 70 or less.

Radio Grips (Local 782) of IATSE:

This contract provided for a 7L

locals
and

154

increase in wages and affected VBC
and \BC.

Contracts that are going to be up
for remnegotiation within the near fu-
ture include the following:

AFTRA «American  Federation of
Television and Radio  Artistsy: 15
November 1951 with all the networks,

Stageliands (Local 11 of TATSE:
31 December 91 with atll networ' -,

Du Mont is corrently <till negotiat-
ing with TVTSE for its teclmicians, It
i< tlie only network whose cameramen
aud technicians are mewbers of 1V, In
New York the network negotiates with
Local 791 for its technicians’ contract,
however. the contracts with the locals
in Pittsburgh and Wa-hington are still
under negotiation,

Du Mont’s entire organizational set-
up is different from that of ABC and
NBC, where technicians are members
of NABET (National Association of
Broadcast Employees and Technicians)
and CBS where they are members of
IBEW (International Brotherhood of
Electrical Workers),

At Du Mont technicians break down
into four categories:

A. Transmitter technicians. equip-
ment maintenance men.
technicians,

B. Camera operators. projectionists.
technicians. technician-.
sound eflects men.

C. Microphone hoom men and util-

transmis<ion

illl(]in \'i(]({(),

iy nien.

D. Studio assistant tcable puller).

At the other three tv networks floor
managers are members of RTDG and
get the same wage rate as a’/d’s. W
Du Mont, however. floor managers are
covered by IATSE and come from B
category of technicians,

A contract with TWA (Television
Writers of America) has been under
negotiation with ABC, CBS and \NBC
since early fall 1953. This contract
will cover freelance tv writers when it
goes into effect.

Negotiations are also currenthh go-
ing on Dbetween four networks and
RWG (Radio Writers Guild) both for
stafl news writers and stafl continuity
writers. The RWG contract for free-
lance radio writers. which expired 15
Mayv. has extended until 15
September.

NABET contract= will not he up for
rencgotiation until next January. How-
ever. ABC expeets to have negotiations
with TATSIE in December for stage-
hand<" contracts.

heen

Q. Are the affiliated stations
bound by the contracts negotiated

by the nctwork labor relations
people?
A. No. Network labor relations de-

partinents handle all the negotiations
for the o&o stations onlv. [ nion con-
tracts between the afliliates and their
local union~ are entirely independently
negotiated and signed by the manage-
ment of the afliliated <tation. In fact.
frequently technicians at an  alfiliate
do not belong to the same union as
technicians at the network,

Q. How is the cost trend in tv
production likely to be affected
by the union negotiations forth-
coming during the next year?

A. Tv costs ~eem to be leveling ofl.
Labor negotiatorsz at four tv networks
agree that the demands during the past
vear have heen the most modest in
tv history. 1t 1= unlikely that they will
spiral within the near future as they
had during tv's infaney.

ROUND-UP

(Continued [rom page 61)

Briefly . . .

WBZ-WBZA. Boston. iz <ending
timebuvers a 12-inch metal ruler in-
~cribed with its eall letters. Accom-
panyving the ruler is the following let-
ter: “There’'s no set rule— 12 inches
make a foot. and ‘a pint's a pound the
world around.” From all indications.
and letters of commendation from e¢li-
ems, WBZ-WBZA is giving a good
measure of success to its chents, . . .7

* * *

After just 18 weeks on the air
WNEM-TV. Bay Cits. Mich.. was
awarded first place in the nationwide
NBC-Croslev [lit Parade promotion
contest. according to John H. Bone.
general ‘manager. The award
made by BBDO in conjunction with
\BC and the Aveo M{g. Corp. for the
most outstanding promotion and mer-
chandising of all N\BC TV stations.

] * -

RYW. Philadelphia. is distributing
a new booklet on summer radio listen-
ing. titled "Even on vacation. families
in KYWland never leave home.” The
booklet points out that. according to
\dvertest. 91177 of families are at

was
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1. N -TVTowms 1000 FEET ABOVE
LINCOLN-LAN

NEBRASKA’S OTHER BIG MARKET!

The map below shows Lincoln-Land—34 double-cream
counties of Central and Southeastern Nebraska—
577,600 people with a buying income of $761,124,000
($473,681,000 of which came from farming in 1952,
—over one-third of Nebraska’s total farm income!).

Actually, the KOLN-TV tower is 75 miles from

Omaha; Lincoln is 58 miles. With our 1000-foot
tower and 316,000 watts on Channel 10, effective June
1st, KOLN.TV will reach over 100,000 families who
are unduplicated by any other station.

Ask Avery-Knodel all about KOLN-TV, in America’s
EIGHTH farm state!

\\\'\'*‘TV\’A’ [4
Y

\ ]
Wi \

CHANNEL 10

, 316,000 WATTS

- %As’
2
I RS Sl <
@"_1*\- ‘.T»)& \
N £
R

_

e DUMONT

T 96/7()/)“("/ Slelions

[7
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, ILUNOIS

Avery-Knodel, Inc.
Exclusive National Representatives

K
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home in the Philadelphia area on any

Of the less than 107¢

who are on vacation at any one time.

2 L0 ¢ visited vacation spots in Penn-

svlvamia and  New  Jersey,  within

KYW’s coverage area. says the station.
* # *

Wiuner of KMTV, Omaha’< all-ex-
pense trip for two to Sun Valley
Miss Ruth Mensch, of Comer and Pol-
lard agenes . Kansas City.

sunmmier day.

Wils

The trip was

awarded on the basis of a slogan eon-
test eonducted last March by the tv
station. Above, Miss Mensch (left)
and Miss Darlene Dewald enjoy a bi-

cvele ride at Sun Vallev.
* * *

The first annual “Kitty Award,”
presented by Manchester Hosiery Mills
to the vear's oulslanding new star was
given recently to May Wynn for her
performance in the movie Caine Mu-
tiny. The award was presented over
Du Mont's Broadway to [ollywood
show by Claire Mann, WABD person-
ality,

* * *

W CBR, Memphis, sent out a press
releaxe in the form of a news clipping
from the Memphis Press-Scunitar re-
cently to announce that it will stress
Negro programing in the future. Tt
beeomes Memphis™ second radio sta-
tion directed primarily at a Negro au-
dienee. The station has been convert-
ed to operate under an entirely \
program stafl as a music-and-news
outlet. according to W. M (BilhH
Smith. general manager of the Chick-
asaw Broadcasting Co.

* * *

P"r()

Some 60,000 card-carrying members
of the Western Ledger Club were in-
svited to the first annual Western Led-
gzer Roumd-up by WT'TV. Bloomington,
recentls. Western Ledger iz an aflter-
noon kids" show. on WTTV for the
past four vears. Some 35.000 people

156

in 8,000 cars showed up at the out-
door event held at McCormick’s State
Park. Sole the regular
Indiana 12¢ park admission fee and
10¢ per car parking fee.

charge was

* * *

KEYD-TV, Paul,
signed its first sponsor the same day
the FCC granted it~ C.I’. The =ponsor:
Russell L. Stoteshery. president of the
Marquette National Bank of Minne-
apohis. Representing KEYD-TV at the
contract signing was Lee Whiting, v.p.
and general manager of KEYD and
KEYD-TV. The station is expected to

hegin operating next Jannary.

Minneapohis-St,

# #* *

Thiz fall for the hfth consecutive
vear WMCA, New York, will broad-
cast Notre Dame football games. The
1954 schedule includes 11 games from
25 September to 4 December. All
games will be sponsored by the New
York Ford Dealers Assn.

* * *

Philip Morris has launehed a new
merchandising campaign to tie in with
its I Love Lucy CBS TV show. h has
prepared a 40-page recipe and how-to-
do-it booklet and is offering the book-
let on it< tv show. Window posters and

Send for

_Lulﬁy.s Nofebo&
Y [

ey
B -
3

TR

/ ,’"’[AI””A '

L

RECIPES
HOUSEHOLD HINTS
‘PARTY TIPS

AMIRICAN AND
- LATIN AMERICAN DisNES

= a
) Gervou
7/ ORDER BLANKHERE

KING SIZE or REGULAR

point-of-sale material will also feature
the booklet. Other tie-ins inelude
counter-easels which hold the coupons
necessary for customers to get copies.
The booklet is now being distributed
in 12 test markets,

* * *

WKNDB's new Television-Radio Cen-
ter in West Hartford. Conn.. was offi-
cially opened recently hy Governor
John Lodge. More than 200 govern-
ment. business and civie organization

leaders as well as representatives of

major tv and radio networks attended

the ceremonies.  The center comprises

20,000 square feet of operating space.
» * »

WRBT. Charlotte. has prepared a new

sales instrument in the shape of a slide

rule. Called the 1931 Pulse of Char-

the <lide rulz (~eec above) :hows

lotte.”

the quarter-hour ratings and share-of
audience for each Charlotte radio sta-
tion on a seven-day average. Included
is a chart to convert WBT ratings into
listening homes within the basic cover-

age area.
* * *

Half the super markets in the coun-
rv and 00%% of the top 1.000 food
producl manufacturers are now using
radio regularly, according to R. David
Kimble, director of loeal promation
for the BAB. Kimble pointed out that
radio .is the only medium through
which it is economically feasible to
provide the ‘“‘constant repetition of
sales messages necessary to sell food
produets in this era of multiple brands,
sell-service shopping and robot retail-
ing.”

* * *

A detailed market study citing the
growth and changes in the Middle
Georgia market and coverage of this
17-eounty area by WMAZ-TV is now
heing distributed to advertisers and
agencies by Avery-Knodel. Titled
“About the Middle Georgia Market-—
and How the Media Picture Has
Changed,” the report points out that
Macon. center of this trading area and
point of origin of the uhf station’s
programing. i- farther from any other
large c¢ity than New York is from Phil-
adelphia. WMAZ-TV'¢ share of audi-
ence is 37 slgn-on to noon. 68%
during the afternoon and 577 at
nght. according to the study.

SPONSOR
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TOPLEKA

hold. That’s 29.7% above the national average!

*Consumer Markets — 1954

——DOMINATED BY WIBW-TV—

Topeka has only one television station—WIBW-TV. We blanket
America’s No. 14 market and give you a good solid "plus’; out-
side. By the time you read this, our new 1000 foot tower and full
87.1 KW power should be delivering over 100,000 homes . . .

without counting a single home in either Kansas City or St. Joseph.

ﬂB :; CBS—DU MONT—ABC

Interconnected

IS AMERICA’S TOP
“SLEEPER MARKET”

Here’s a market that’s just waiting to be exploited. Topeka ranks 14th

in the nation in Consumer Spendable Income* with $6,804 per house-

e
_SEE YOUR i”’3 CAPPER MAN
' —— VvV H F —

The Kansas View Point

TOPEKA, KANSAS

Ben Ludy, Gen. Mgr.
WIBW & WIBW-.TV in Topeka
KCKN in Kansas City

12 JULY 1954
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YOU MIGHT CLEAR 15 7% =

BUT . ..

YOU NEED WKZO-TV
TO GO OVER IN

GRAND RAPIDS-KALAMAZOO HOOPERS

January, 1954
Share-Of-Television-Audience

WESTERN MICHIGAN!

‘ | WKZO-TV, Channel 3, is the Official Basic CBS Television
M?:‘::F" Mgr:éf:" SLLN":/_\T' Outlet for Kalamazoo-Grand Rapids—serves more than
12 n'oo.n 3 o 12 m?én;'gh* 100,922 television homes in 29 Western Michigan and
= I e W N Northern Indiana counties. This is a far larger television
WKZO-TV‘ 809%+ 859 62% market than )‘ou.’ll find in and around many cities two and
i 0 ) i three times as big!
B 31%1’ 15% | 38% January °54 Hoopers, left, credit WKZO-TV with 63.2%
) ] 1 more evening viewers than the next Western Michigan sta-
tAdjusted to compensate for the fact that neither station tion—158.1% more morning viewers—1006.6<¢ more after-

was on the air all hours.

NOTE: Sampling was distributed approximately 75% in
Grand Rapids area, 25% in Kalamazoo area.

\w*’“’" VY
“\ f-{

@“’

158

-

¥

o

noon viewers!

(100,000 WATTS—CHANNEL 3)

e///(’ //7(){)“()'/ Slelrons

WKZO — KALAMAZOO

WKZO-TV — GRAND RAPIDS. KALAMAZOO
WJEF — GRAND RAPIDS

WJIEF.FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA

KOLN.TV — LINCOLN, NEBRASKA

Associated with
WMBD — PEORIA_ ILLINOIS

OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

Avery-Knodel, Inc., Exclusive National Representatives

*Cornelius W armerdam of the San Francisco Olympic Club set this world’s record on May 23, 1942,

SPONSOR



television

'+ 1954: u.s. TV IN NEARLY TWO OUT OF THREE HOMES

Here are some of the important questions you will find answered in the 9 pages of this report

Q_ How many tv homes are there today (and what %, is this of U.S.)? . ... ... . page 1

U 1
ﬂ. How many multiple-set tv homes are there? ... ... ... ... ... ........... page 2
Q. What are socio-economice differences between radio and tv homes? . . . . . .. page 3
Q- How does tv viewing vary with the time of day? . .. ... ... ... ... ... .. .page 1
l u. Is tv affected by seasonal variations in viewing? ... .................. page 5
i Q. What’s the audience composition of tv at varying times? .. .. ... ... ... page 5

|
: u_ What’s the cost-per-1,000 of network tv show types? ... ... ............ page 7
Q. What ave some typical talent-production costs for network tv shows? . . . .. page &

12 JULY 1954 159



I Dimensions of TV s audience

S

1. How many tv homes are there today (and what percent is this of the U.S.)?

COIIRCE. NRC T o 1 A YAQ [ 16 a
5 $

639, of the nation’s homes can be reached by television

30,000,000 63%

1948

For every one tv set in the U.S. in 1948—just six years ago this
summer-—there are 1,000 sets today. According to industry estimates
tv has accounted for more sales in the past four years than any
other basic appliance. Television has changed the pattern of Ameri-
can home life (more home entertainment; fewer outings to movies,
clubs) and has created a whole galaxy of star names, from Jackie

1954

Gleason to Jack Webb. Figures above reflect tv growth in new
areas; some 8,000,000 homes in these areas were added to the
national video audience in the past year. Tv growth, now reaching
near-saturation in some areas (in cities with more than 500,000
homes some 857¢ have tv} is siowing, but is expected to spurt
again as color tv receivers (see chart page 120) are purchased.

2. How is tv distributed in the U.S. hy key geogr‘aphical areas?

SOURCE: A. C. Nelsen Co. Apr 1354

NORTHEAST EAST CENTRAL WEST CENTRAL SOUTH PACIFIC
All radio
homes (000), 12,345 8,014 9,145 11,110 6,032
including | —
those | |
having tv_;’j

\

% of radiol

homes \
).
having tv
sets )
Tv homes -
(000) 10,139 5,445
TY BASICS | page !

5,294 4,865



3. How are television homes distributed according to city size?

SOURCE: NBC TV study 'Television's Daytime Profile"

TOTAL TV NON-TV
HOMES IN CITIES WITH POPULATION OF HOMES HOMES HOMES

Distribution of tv heavier

1,000,000 and over .. .. ........ 13.4% 18.1% 1.2% in major metropolises

950,000-999,999 . ... .. ... .. 123% 15.0%  1.5% e e yeres the propertion of

= : ulation with the location of television sets.

There is a higher concentration of television
509000-249!999 B 11'8% 13'0% 10'1% homes in the larger cities. While 13¢% of
the population is found in cities of 1,000,000

2’500_49’999 A 24_=4% 22-7% 26.6% population and more, 18.19% of all +v homes

are found in cities of this size. In the small-
est U.S. communities, cities of under 2,500,
Under 2’500 T s A M. 38.1% 3[].5% 48-6% 38.1% of the U.S. population resides. There,
however, are found only 30.59% of all U.S.
television homes.

All homes . ......... ... ..... 100.0% 100.0% 100.0%

.........

4. What percent of television homes are able to receive more than one station?

SOURCE: A. C. Nielsen Co., January 1954

QU] Ao e e o

NUMBER OF PERCENT OF
STATIONS RECEIVED TOTAL TV HOMES

859, of U.S. tv howes receive

more than oune television station 1 . 159

The chart at right was compiled by A. C. Nielsen Co. H 2 1270

for January 1954, Since more stations have come on the E

air in the intervening months, the pattern has shifted even 3 o » 28%

more sharply toward a situation in which viewers have a

choice of television programs. While no single market g 4 13%

has more than seven channels specifically assigned to it, )

2%¢ of the population is shown here receiving nine to |11 : 5.6 o 6% :

stations. This is accounted for by sets located between E g

major centers which are able to receive signals from sev’® 5 7-8 o 2470

eral markets. The majority of sets, however, are those :

served by three or fewer stations; 55% are able to re- 9-11 270

ceive one to three television stations.

eI,

100%

..........

3. Is a trend toward multiple-set tv homes developing?

SOURCE: See below

NEW YORK { Study by Advertest Research in New PHOENIX

York metropolitan area showed over oy
9% of homes had two or more
television sets in working condition as
of month of survey in May 1954,

Arizona State College study for }
Phoenix stations (KPHO-TV, KOOL-
KOY-TV, KTYL-TV) showed 3.3% of
homes in Greater Phoenix area have
99 have two or more sets over one television set, January 1954




6. How do tv and radio families

compare on a socio-economic basis ?

AGE OF OLDEST
CHILD

Se .RCE: A. C. Niesen Co., January 1954
COUNTY TERRITORY
SIZE
HIGHEST
FAMILY SIZE EDUCATION

Grammar
High
School

TV RADIO TV

RADIO

College

OCCUPATION
(head of house)

AGE OF
HOUSEWIFE

White
Collar

31

Farm
&
Crafts

Manual

Retired &
Unemp.

TY RADIO TV

RADIO

Gaps beticeen tv and radio families narrow as tv grows thronghout the U.S.

A few seasons ago, when tv sets still cost $400 and up, the tv home
was far more likely to be an upper-middle class (or higher) family.
Today, with set prices having tumbled, and tv having spread into
almost two out of every three U.S. homes, the gaps between v
homes and radio homes are growing smaller. In other words, when
you talk of tv homes in metropolitan areas you are in effect talking
about radio homes, and you are comparing tv with itself.

However, there are still some important socio-economic differences
worth noting in planning fall 1954 advertising:

LOCATION DIFFERENCES: You still can’t blanket the country
with tv, no matter how you try. Radio is distributed almost evenly
in all counties and major territories; tv is concentrated more in the
most-populated counties (since these make up metropolitan markets)

TV BASICS | page 3

and in the populous East and Midwest.

FAMILY DIFFERENCES: In the general paitern of comparison be:
tween tv homes and radio homes there are slightly more large
families (on a percentage basis; not in numbers) in the tv group.
That's because tv was bought first by families with kids, later by
one and two-person families, as tv grew.

OCCUPATION DIFFERENCES: As tv grew, and moved downward
in the penetration of the U.S. market from white-collar, middle-
income families, the occupational gaps have narrowed. An ex-
amination of the chart above will show that the differences in occu-
pation (which have a close relationship with income and education)
are not very startling between tv and radio homes. Latest growths
have been in homes of manual workers.



WORLD’S TALLEST
MAN-MADE STRUCTURE!

KWTV
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OKLAHOMA’S NO. 1 TV STATION!

NO. T IN HEIGHT —1572-foot tower, tallest in the world!
NO. 1 IN POWER —316,000 watts!

NO. T IN COVERAGE —will bring viewing to Oklahoma
areas never before served by television!
The first 35 feet of KWTVY's massive tower (at left) swings into place.

. This section weighs 64,000 pounds. In the other picture workmen
set the solid steel cap on a cluster of 21 porcelain insulators, The

insulators are four inches in diameter.

e

NOW is the time to start your (sales) building with KWTVY, Ask us

L

for the complete story!
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EDGAR T. BELL, Executive Vice Pres.
FRED L. YANCE, Sales Manager *
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Il Television viewing habits

1. How does tv viewing vary according to time of day?

Total U.S. homes using tv by hours of day

BIER 1954

2. How does amount of time tv homes spend with radio and tv compare?

SOURCE: A. C. Niesen Cc. 1953 and 1954 [Apri 1953.March 954

: Time tv homes spend with tv and radio 5.77

519 5.35

4.88 5.03 e
TV HOURS 472
PER DAY,

APR. '53 TO 4,20

MAR." 4.22 :
AR. '54 3.77 3.67 3.82

RADIO HOURS
PER DAY

APR. 's3 TO
MAR, ‘54

APRIL MAY JUNE JuLy AUG. SEPT. OCT. NOV. DEC. JAN. FEB. MAR.
1953 1954




playmg the
percentiges
pays off 1
Harrishuro
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00 O A OCRRER ORBIORR

MARKET: Harvisburg is the leading “Quality Mar-
ket” of Pennsvlvania . ... first in per capita sales, ~ce-
ond in per capita income. third in drug sales, fourth in
automotive and total retail sales.

RATINGS: 809: of the highest rated night time
shows are on WTPA . ... 607 of the top daytime shows
are seen on WTPA. A full time program schedule builds
ratings for shows. ales for advertisers.

CIRCULATION: [n May 1953. only 375 of the
homes in Harrizsburg could receive television . . . . m
April 1954, 66%% of all homes have television reccivers,
with 9177 conversion to receive local stations.

COLOR: 100¢; converted to network color since
early in 1951, WTPA was the first station in Central
Pennsylvania to transmit color. . . . . By December
1954, local color film and slide equipment will be in-
stalled.

PROMOTION: Every program is exploited 1o the

fullest by all promotional media . . . . air announce-

ments . . . . in daily newspaper advertising . . . . taxi
cards . . .. billloards and direct mail.

represented by
Headley-Reed TV

WTPA TELEVISION, HARRISBURG, PA.

165



3. How does tv audience composition vary with the time of day P

5

Audience composition, viewers-per-set: use them together

NN LI EEEISTETTOR 100000000 ARABNR1D0ORNRESH,

MONDAY-FRIDAY ’ MEN

6-9 AM. .

l WOMEN | KIDS (UNDER 16) VIEWERS-PER-SET

. 059% 269 .. 22

.....

519 349 .18

MY 90T o

6 PM-MID. SUN. THRU
SAT. (entire week)

Chart above, prepared especially for SPONSOR by American Re-
search Bureau, is based on a socio-economic cross-section of U.S.
viewers, not just a random sample. It reflects viewing in urban and
rural areas in every U.5. county within 150 miles of a tv signal, thus
has great significance for tv-minded agencies and advertisers. ARB's

James W. Seiler, director, gives this warning however: "lt's impor-
tant to realize that audience composition must be used in conjunction
with viewers per set. There is a higher percentage of women in the
daytime audience, for instance, but with a higher viewers-per-set at
night that means more women per-1,000-viewing-homes at night.”

4. What is the seasonal variation in television viewing in all U.S. radi

Daytime {9 a.m. to 6 p.m.) wmmmm Nighttime (6 p.m. to midnight] == mm

% homes using TV
a*”

GUL
& »

SPERE

50 4
’Q ¥
L R

~
¢

-
a0 ~.‘--‘¢

&
¢
o oot

30

20

10
0

APR. MAY  JUN. JUL. AUG. SEPT. OCT. NOV.
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5. What types of shows were most popular this past season ('53-'54)7

SOURCE: American Research Bureau monthy average ratngs, Oct. ‘53 to May '54

1. Ilove Luey ....... ... .. CBS ... Situation comedy ... .. Philip Morris ....... ... .. 63.1
2. Dragnet ... .. .. .. ... NBC ... Detective drama . .. Liggett & Myers ... ... ..... ... . 61.0
3. You Bet Yu.ur Life ...... NBC .. ..Quiz-comedy ........ Cirysler Corp,, DeSoto Div. .. ... .. 53.6
4. Talent Scouts ... ... '_CBS ... .Talent search .. ... ... T. ) Lipton ... ............... .. 47.9
5. Jackie leeasun ......... GBS . .. Comedy-variety .. .. ... Nestle Co., Schaeffer Pen; Schick. .. .. 46.4
6. Milton Berle .... ... ... NBC ... .Comedy-variety ... .... Buick Motor Co. ........ ... .. t...44.7
7. Life of Riley ... .. ..., NBC ....Situation comedy ... .. Gulf Oil Co. ... .............. 43.1
8 Godfrey and Friends ... . .CBS ....Variety-music ...... . Toniy Frigidaire, CBS Colu'bia; Pillshury. 42.9
9. Our Miss Brooks . ... .. .. GBS ... .Situation comedy ..... General Foods .............. . .40.7
iot Toast of the Town .. ... .CBS ....Variety-music ....Lincoln-Mercury Dealers ......... .. 40.2

The "top [0" figures above are for the entire 1953-'54 tv season.
The show type which appears most often is situation comedy with
three of the top 10 shows falling in this category: "l Love Lucy,”
“Life of Riley' and "Our Miss Brooks.” Show types with two entries
each on the list were: comedy-variety and variety-music. Comedy-
variety is used to designate the kind of program built around a

comedian with his supporting acts. Variety-music is a less precise
term since it ranges from "Godfrey and Friends” to "Toast of the
Town." Of the 10 shows three are on film: "Lucy'' "Dragnet,"
"Riley." ARB's top 10 for '52-'53: "Lucy,” "Talent Scouts,” "You
Bet Your Life," "Godfrey and Friends,'" "'Dragnet,” “Comedy Hour,"”
“Star Theatre," '"What's My Line,'" "Show of Shows,"” "Miss Brooks."

*s (April 1951-Apri| 1954) ? SOURCE: A. C. Niesen Co. (Nielsen Television Index 195(-1954}

Daytime (9 am. to 6 p.m.)] =mmmm Nighttime (6 p.m. to midnight) == =m

%, homes using TY

- 60
el e ‘
L LLL L ml L1179 et Uny ﬁ_‘_.#'l.._‘____
~ Y *
. Q“ o* 40
. 30
I 20
I‘ 10
' 0
. NOV. DEC. JAN. FEB. MAR. APR. MAY JUN. JUL AU&. SEPT. OCT. NOV. DEC. .:;:;44. FEB. MAR.  APR.
1953

!
|
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1T Cost of televls‘lon advertising

A T BERTE i m— e R

1. What's the cost-per-1,000 homes of network tv programs by types?

Evening once-a<weel: hialf-howr show comparisons (two weeks ended 13 Februarvy (951)

GENERAL DRAMA N $9.26 (26.1 RATING)

QUARTER.H.SHOVS | - (142 RATING|

OO SHOWS | - (| %ATINC]

2. How much will color tv add to the cost of live b&w tv shows?

SOURCE: J. L. Van Volkenburg, president, CBS TV, speech at 4A’s meeting. April 1954

B&W SHOW, CIRCA 1958 (NIGHT 2 HOUR)

NO. STATIONS TIME, CABLE COSTS | TALENT, FRODUCTION ! COST-PER-M

p 100 | 958000 |  $25000 |  $231

COLOR SHOW*, CIRCA 1958 (NIGHT V2 HOUR)

100 ) $60,000 $31,000 | $2.54

e, tincludes §2.100 for extra tehearsal

TV BASICS | page 7




—

In Youngstown, Ohio—the 320d U.S. Market'—it's WKBN-TV...

...In network and |
film programs

...in-local live
programs

in @ major TV market!

138,218 TV households — almost a half-
million viewers — naw receiving Channel 27

(Based on the May 15-21, 1954 ARB)

Of the two Yaungstown statians, WKBN-TV
network and film programs are favorites.

WKBN-TV has 4 af the first 5 . . . 8 of the
first 10 .. . 12 af the first 15 . . . and 20 af

the 28 pragrams rated 19.0 or better!

WKBN-TV local live programs capture the
first 9 positians . . . and take 9 af the first 10

ratings!
Program Station ARB Rating
I. Polka Party WKBN-TV 16.3
2. Rucker's Rumpus Room WKBN-TV 12.4
3. Grizzly Pete WKBN-TV 10.8
4. Tip Top Clubhouse WKBN-TV 9.7
5. Local Edition News WKBN-TV 9.1
6. Rambling Reporter WKBN-TV 6.7
7. News, 6:30 p.m. WKBN-TV 6.6
8. This Week at Home WKBN-TV 6.5
9. Sports-Weather WKBN-TV 5.6
Station B 4.3

10. Kitchen Korner
(Source: ARB — May 15-21, 1954)

“Source: 1954 SRDS Consumer Markets

WKBN-TV Channel 27

YOUNGSTOWN, OHIO

FULLY EQUIPPED FOR NETWORK BﬂlﬂR-BASIINE

12 JULY 1954

16,

17.
18.

19
20.

21,

22
23.
24,
25
26.
27.
28.

Represented Nationally by Paul H Raymer ¢
. er Co.

CBS ®© DUMONT o ABC

Program

| Love Lucy

|
2. Jackie Gleason

3. Hit Parade

4. Godfrey & Friends
5. Red Buttons

6.
7
8
9

Dragnet

- Strike It Rich

. Racket Squad

- Our Miss Brooks
10.
I,
12,
13,
14.
15,

Toast of the Town
I've Got A Secret
This Is Your Life
Beat The Clock
Four Star Playhouse
TV Hour

Milton Berle

Martha Raye

Meet Millie

Comedy Hour

TV Playhouse

Two For The Money
My Friend lrma
Place The Face
Studio One

Make Room For Daddy
Playhouse of Stars
Big Story

Dollar A Second

Source: ARB May

Station ARB Rating
WKBN-TvV 443
WKBN-TV 3¢
Station B 31.6
WKBN-TV 305
WKBN-TV 274
Station B 27.0
WKBN-TV 26.5
WKBN-TY 259
WKBN-TV 2554
WKBN-TV 253
WKBN.TvV 23.8
Station B 23.8
WKBN-TvV 23.5
WKBN-TV 227
WKBN-TV 225
Station B 22,5
Station B 21.7
WKBN-TV 21¢
Station B 21.6
Station B 21.6
WKBN-TV 205
WKBN-TV 205
WKBN-TV 200
WKBN-TV 9.7
WKBN-TV
WKBN-TV 19.5
Station B
WKBN-TV
15-19, 1954)
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3. What are some typical talent-production costs for network tv shows? t

SOURCE: Network Tv Comparagraph wh.ch appears

MYSTERY-CRIME-DRAM A

THEWEB .. .. ... .. ~$11,000
ROCKY KNG ... .. . S .
... 88000
MAN BEHIND THE BADGE . ........$14,000
MARTINKANE ... .. .. ...
SUSPENSE .. ... ... .. ... ..
DANGER .. .. .. .. ... ...
MAN AGAINST CRIME (film) . ..
BIG TOWN (film) .. .. o
JSTICE ... .
DRAGNET (film) ... ... R
MARK SABER (film) .. . R

SITUATION COMEDY

PLAINCLOTHESMAN

| LOVE LUCY (film) ................
MR. PEEPERS .. ... ... ... ... ... ..
BURNS & ALLEN (film). ... ..........
MEET MILLIE (film) ............. ...
| MARRIED JOAN (film) ........... ..
MY LITTLE MARGIE (film) ... ... .. ..
MAMA .

OUR MISS BROOKS (film) ............
THE GOLDBERGS ... . ...... .. ... ..

GENERAL DRAVA

GOODYEAR PLAYHOUSE)

PHILCO PLAYHOUSE ) ~~
ROBERT MONTGOMERY . ... ... ... ...
FIRESIDE THEATRE (film) ............
KRAFT THEATRE ... ... ... ... ...
FORD THEATRE ... ... e
ceoo........520.000
SCHLITZ PLAYHOUSE (film) ... . ... ..
YOU ARE THERE . ... ... .. ... .. ..

LUX VIDEO THEATRE . ..

PATL flgures refer to weekly o <ty eviept where oth

.$14,000
.$13.500

.$26,000

n o ternate ssues of SPONSCR. These represert 53- 54 season prices

AUDIENCE PARTIC. & PANEL

WHAT'S MY LINE? .. ... .. ... $9,500

I'VE GOT A SECRET.... .. . ... $8,000
THE NAME'S THE SAME . ... .. $1,500
PLACE THE FACE . .. .. .....$11,000

DR.L Q. ................ . . ... 84,000
BREAK THE BANK ... ... .. . .. .$12,500

TWO FOR THE MONEY ... ... .. ...$12,000

STRIKEITRICH ... .. ... ... . §8500
NAME THAT TUNE...... .. .. . .$12,000
DOWNYOUGO .............. . . $6,000

....... ....510,500

VARIETY -COMEDY

SAT. NIGHT REVUE (per 30 min.). ... . .$15,000
TOAST OF THE TOWN .......... ... ..$30,000
GODFREY'S FRIENDS . ........ . ....$45,000

JACKIE GLEASON (total hour) ...... ... $72,000
COLGATE COMEDY HOUR ....... .. ....870,000
DAVE GARROWAY SHOW......... ...$25,000
:SEIRI,I ", DRAMA
LOVEOF LIFE ... ... ... o........ $§8,500
SEARCH FOR TOMORROW . ... ..... . $8,500
GUIDING LIGHT ....................$10,000
HAWKINS FALLS (per !/ hour) ..... .. $3,500
SECRET STORM ...................810,000

JUVENILE SHOWS

DING DONG SCHOOL (per 30 min.) ... .. §1,160

HOWDY DOODY (per 15 min.) ... ... . $1,600
SPACE PATROL .............. ... $6,500
SKY KING (flm) . ... .. . ... .$19,000

NOTE: Prices for many film shows are not
actual cost of production, but represent the av-
erage cost per show over the full season. includ-
ing botlh originals and reruns. Resulting price
per show may be only 50-70% of real produc-
tion cost.

REPRINTS OF TV BASICS are available oun request. Special price for guantity erders

Surscsemsrenmi oo

TY BASICS | page s



Vice President, Walter Hag olf, Division

of Wilson Sporting Goods Company, says:

“To me, the most significant characteristic
of the Grand Rapids area—is growth.
That characteristic was evident when we
established our business here in 1939.

Itis just as evident today in every economic
direction. WOOD-TV is the natural
outcome of this sound, area development. ..
and will be a potent factor in its

. 2
continuance.

e

AND RAPIDS

EITY LIMIT

WOODIund TV is big territory!

In growth — Walter Hagen Golf is a typical
Grand Rapids industry. Production has in.
creased to approximately half a million clubs

a year. In golf —it’s unique. Walter Hagen

equipment is sold only by golf professionals.
It’s made by golfers, too! But that’s not sur-
prising in WOODIland-TV ... an area famous

for fine courses.

In summer, WOODIlanders share the fairways
with millions of tourists — who spend an

*U.S. Department of Commerce

WOOD-T

GRAND RAPIDS,

estimated $200.000,000* in Western Michi-
gan annually. Retail sales skyrocket — in
the primary Grand Rapids area; in Muske-
gon, Battle Creek, Lansing and Kalamazoo.

And this rich market is all yours. with
WOOD-TV — first station in the country to
deliver 316,000 watts from a tower 1000’
above average terrain. For top coverage of
Western Michigan — select WOOD-TV —

Grand Rapids’ only television station'!

a\'

-

MICHIGAN ; -

GRANDWOOD BROADCASTING COMPANY ¢ NBC, BASIC: ABC. CBS, DUMONT, SUPPLEMENTARY ¢ ASSOCIATED WiTH WFBM-AM AND

TV, INDIANAPOLIS. IND. ¢« WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. ¢ WOOD-AM, WOOD-TV. REPRESENTED BY K

12 JULY 1954
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IV Television’s billings

1. How much money (gross) has been invested in net tv ('49-'54)7

SOURCE: Publishers Information Bureau

T

NETWORK 1949 1950 1951 1952 1953 .

A~ $1,391,991 | $6,628,662 | STE,585,911 | $18,353,003 | $21,110,680 | 10,478,128

Be ‘; | ! ‘
& $3,446,893 | $13,011,831 | $42,470,844 | $69,058,548 | $97,466,809 | 542,980,081 |
@ $955,525 | (Noreorl) | $7,761,506 | $10,140,656 | $12,374.360 | $4,827,685
@ 36,500,104 | $21,185,692 | $59,171,452 | $83,242,573 | $96.633,807 | $41,642,160
YEARLY TOTALS
$12,294,513 1351] $127,989,713 m $927,585.656

119502 $40,826,185

2. How much money have advertisers spent for spot tv time ('49-'54)?

SOURCES: Federal Communications Commission: SPONSOR estimates

100

[&

80

25

1949—%7,775,013

Dallar figures show
qu

TY BASICS

v natlonal spot reve

Ol

page 9°

1

N

%
%

|

\

1950—%$25,034,000

rnues of statlons AFTER trade discounts of fre-

€ps

1951—%$59,733,000

1952—%580,235,000

ESTPONSOR estimate baseéd on television Industry and rep forecasts,
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SEARCHING?

INDIANA

ILLINOIS

This is WAVE-TV's cavera ge
area, based an engineering
studies and mail respanse.

KENTUCKY

£

2

. o
% 5 s
haa = IR S

If you're searching for the biggest TV AUDIENCE
in Kentucky and Southern Indiang —

ASK YOUR REGIONAL DISTRIBUTORS!

Go ahead!—telephone your distributor in Lovisville—

M in Evansville (101 air miles)—

then in Lexington (78 air miles).

Ask each “What TV stations do your neighbors prefer?”

The calls will cost you a few dollars, but may save you many!

WAVE-TV

CHANNEL3 * LOUISVILLE

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT
NBC SPOT SALES, Exclusive National Representatives
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SEND FOR NEW LIST OF 715 KEYSTONE STATIONS, COMPLETE MAPS OF NIELSEN COVERAGE Af)D KEYSTONE'S TV SUPPLEMENT

Want to Build Your Own Radio Network ?

Trouble with wired network advertising sometimes
is that it covers you where you don’t need it and
leaves you bare where you could use a blanket. Us
. .. why we have a network that’s as flexible as a
pair of hollow legs filled to the knee caps with Old
Grandad. Flexible enough? You can build your own
network. It's simple. List the markets where you
want strong, complete coverage . . . extra merchan-

OWRITE, WIRE OR PHONE FOR

CHICAGO NEW YDRK

111 West Washington St. 580 Filth Avenue

STate 2-6303 Plaza 7-1460

LOS ANGELES SAN FRANCISCO
1330 Wilshire Blvd, 57 Post Street

DUnkirk 3-2910 SUtter 1.7440

L~ TAKE YOUR CHOICE

A hondful of stotions or the network . . .
o minute or o full hour . , . it's up to
you, your needs.

- MORE FDR YOUR DOLLAR

No premium cost for individuolized pro-
gromming. Network coveroge for less
thon *'spot’’ cost for some stotions.

£~ ONE DRDER DDES THE JOB

All bookkeeping ond datoils ore done
by XEYSTONE, yet the best time ond
ploce ore chosen for you.

174

THE VOICE

dising arms and legs to tell and sell the dealers. . .
to get displays onto and into the windows.

We’ll take your list and furnish a network that
will prove to you that KEYSTONE is the most RAD1O-
ACTIVE network in America and the most flexible.
Call us, write us, wire us. We’ll help you build your
OWN RADIO NETWORK to follow your specific sales
pattern . . .“tailor-made” for your markets.

COMPLETE MARKET INFORMATION AND RATES

BROADCASTING SYSTEM, we.

SPONSOR

OF HOMETOWN AND RURAL AMERICA



RADIO COMPARAGRAPH OF NETWORK PROGRAMS
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On the Washington scene...

Her
column
tops
‘em all!

You might not think it, to look at slim,
diminutive Elinor Lee...but she’s one of
Washington’s best-known, most influen-
tial women. For one thing, she’s food
editor-columnist of Washington’s largest
newspaper, The Washington Post and
Times Herald. For another, she’s thedean
of women broadcasters in the capital,
with an award-studded record of more
than 25 years as a dietician, homemaker
and consumer service expert. (One of her
WTOP shows was sponsored by Potomac
Electric Power Co. for 11 years!)

But what’s most important... her daily
column of the air, “At Home with Elinor
Lee,” is (by a widemargin) Washington’s
highest-rated women’s program, month
after month, year after year!

If Washington women interest you (and
remember that we have the highest
major-market family income in the na-
tion here), reach them with Washing-
ton’s most interesting woman, WTOP
Radio’s Elinor Lee.

WTOP RADIO

Represented by CBS Radio Spot Sales
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Each frame —cach scene in the print must be perfectly matched to assure an out-
standing film production. Leading producers, directors and cameramen know that Precision

processing guarantees that individual attention.

Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect

results to each Precision print. Even more important, continuing research constantly

improves techniques that are already accepted as unequalled 1n the field.

In everything there is one best...in film processing, it’'s Precision. r

A division of J. A. Maurer, Inc.
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FILM REPRESENTS OVER HALF OF LOCAL PROGRAMING

Here are some of the important questions you will find answered in the six pages of this report

What perceunt of all local programing is on film? . ... ... ... ........... page |

]

What type of film do stations use? .. ... ... .. .. .. ... ... . ..... page

How much nighttime network programing is oun film? .. .. ... ... . P page 2

How big an audience can reruus of film shows get? . ... . ... .. ... ... ... page 3

What do station men thiuk of reruns? ... . ... .. ... .. ... L L. page -1

St

How much time is left for film outside network hours? . . . . ... .. . ... . ... page

Q.
Q.
0.
Q.
u_ How many episodes in a season’s film eycle are missed? . .. . .. ... ... ... . page 4
Q.
Q.

What should yon look out for in buying film? ... ... ... ..............page G
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I The extent film is used in television

1. What percent of total programing hours of tv stations is on film?

- Questions [-4 on these pages are answered by charts adapted from NARTB 1954 report on ¥ m.. NARTB s.rveyed 120 tv stations

ve g siz

STATIONS REPLYING TO QUESTIONNAIRE

yed w 753 t’ons repliec
LOCAL* — —— ALL
° LIVE °s FILM LOCAL HRS. NETWORK
HRS. HRS. (TOTAL) HRS.

Group 1 N ostations o nearkets up to 50,000 (e familes), . .. o, 4« ,18.1(70, . 45.9% [ 64,0% 5 o 36,0(70

Group 2 (9 stations w warkets of 50-150,000 (v fanilies) , ¢ o, oW . 22.4910 ) 23.4(70 . 45,8% . 54,2%

Group 3 (25 statious O mackets of 150-300,060 (v fanulies) ., . . .. 21-0% . .2515:3(70, R 46.3(70 . 53,7%

Group 4 (6 stations in markets of 500,000 1,000,000 tv families) . . . 22-670 : 32-1(70 - 54-7(70 s 45-3(70

Group 5 (9 stations e muckets of 1,000,000 or more tv fantilies) 31.9% . 40.4?0 . 71.870 . 28.2%

Many admen have wondered just how much time tv stations devote
to local-level film programing of all types. The answer is contained
in the NARTB-compiled chart above; it may be a surprise to many.
All stations do more film programing percentagewise than live, re-
gardless of market size. Oddly enough, stations in the largest mar-

*Percentages o these two columns are of total progiamlug hours

kets have almost the same percentage of film programing as sia-
tions in the smallest tv cities, due usually to the fact that they
go on the air earlier and stay on later. "Film" programs above
include syndicated program series, feature movies and Westerns,
short subjects, newsreels, "free” tv films

2. How many hours of local programing by tv stations are on film?

SOURCE: See question I,

LIVE LOCAL TOoTAL
STATIONS REPLYING HRS. FILM HRS.

Group 1 stations....... 1037....... 26.54
Group 2 stations.......21.43..... .. 22.39
Group 3 stations. .. ... 23.20. .. ...28.03
Group 4 stations. ... . .. 2401 ... ... 34.02
Group 5 stations. ... ... 32.50. ... ... 42.20

More “program® honrs mean more **film™ hours

As chart at ieft shows, the bigger the market the mcre hours per
week stations are on the air. But even though the largest tv outlefs
in the largest markets air more than twice as many program hours
as the smallest outlets, film shows continue to play an important role,
exceeding live programs in number of hours in every case. Thus,
local film programing is ahead on two counts: (1) the percentage of
local time that is devoted to film; {2) the number of local filn

hours as compared with the number of local live hours.

3. What percent of all local programing does ﬁlm represent ?

HE

STATIONS IN STATIONS IN STATIONS IN STATIONS IN STATIONS IN

Group 1 Group 2 Group 3 Group 4 Group 5
72% 51% 54% [ 59% 56%

This chart again shows that stations find film a low-cost, profitable form
of local programing. Stations in every size markets use film for
better than half of their local programing. Stations with the smallest
coverage area rely on film more than any other size station,

La BAS1ES  page

programing an average of 72% of all local origin telecasts with
film. Next heaviest film users on a percentage basis are stations
in markets of 500,000 to a million tv families. These stations
use film for 59% of their entire local programing hours.
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The color camera can pick up the slightest change in
an actress’ complexion. But unless the radio relay and coaxial
cable routes that carry this picture are specially equipped,
her blush would never reach the nation’s screens.

It 1s a big job to install new equipment, necessary for

color transmission, along thousands of channel miles in the Bell
System network. Personnel must also be trained in the ,
new techniques of transmitting color signals. Bell System technicians testing transmission of the

g . — . color signal over radio relay facilities.
But the work is well under way, with facilities now serving . /

an increasing number of cities with color television.
The Bell System will keep pace with the industry’s needs for
color television networks.

BELL TELEPHONE SYSTEM

PROVIDING TRANSMISSION CHANNELS FOR INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW
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4. What type of film do stations use (by weekly hours and percent)?

FEATURE FILM HRS.

SYNDICATED FILM HRS.

SHORT SUBIJECT
FILM HRS.

FILM SHOT
BY STATION

Group 1 stations 12.04 (44.8%) 9.41 (36%) 155 (71%) .08 ( .1%) 3.07 (11.5%)
Group 2 stations 9.26 (41.7%) 833 (31.71%) 1.33 (6;.8%) 0 (2.6%) 2,32 (11;‘2%)
Group 3 stations 12,67 (46.3%) 10,53 (38.8%) 1.50 (6.5%) .11 ( .6%) 212 ( 1.8%)
Group 4 stations 21,27 (63.1%) | 6.4[] (19.6%) 3.1b (9;32%) 29 (1.4%)‘ 2.16v(6v.6%) |
Group 5 stations 29.03 (68.5%) 7.30 (17.7%) 3.58 (9.4%) 1,23 (3.3%) |

26 (1.1%)

ot

5. How much nighttime network programing is on film?

SOURCE: SPONSOR's Comparagraph of Network Tv Programs for May (954

ABC 1Y, 1V 25 30%
CBS 2, 4 26/, 15%
DTN 151, 0 154 0%
NBC 191/, 5%, 25 239%

* Does not include shows which are partially film,

6. How many nighttime half-hour shows are on film?

SOURCE: SPONSOR's Comparagraph of Network Tv Programs for May 1954

TOTAL NO.

Y2+-HOUR

NO. ON

nnnnnnnnnnn

% ON
FiLM

ABC 30 15 50%
CBS 36 8 22%
DTN 18 0 0%
NEBC 13 1 31%

* Does not include shows which are partially film.

H

FILM

BASIES

page 2

269 of night half-hour shows are filma

A comparison between the proportion of half-hour shows on
film and total nighttime programing on film shows the strong
trend on networks to half-hour film shows. Live night-
time variety shows and hour dramas lower the percentage of
film programing in total nighttime network programing.
ABC's ratio of film to live among half-hour shows is 50%,
film; of total nighttime programing, 30% film. CBS has 229,
of half-hour nighttime shows on film, 15%, of all programing;
NBC has 319% of half-hour nighttime shows on film, or
23%, of total nighttime programing. Du Mont is the only
network that programs live only.

..........

FREE FILM:
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Il Reruns of film programs

1. How big an audience can reruns of film shows get?

OURCE. A. C. Nielsen Co. Anays', of Repeat Films, December 1953~ done for ABC, CBS. NBC f .~ g v'sions.

Sammer ratings of film rerans higher than shows ran for first time in summer

SHOWS WHICH HAVE FILM RERUNS CONTROL CROUP WITH NO RERUNS (for comparison)

WINTER: Ratings for orig SUMMER: Rutiugs for WINTER: Rutings for con- SUMMER: Ratings replace-
tal run of filne shows runs of samie shows trol group of shows went shows run first time

High Show:

High Show: 46.7 40.9 High Show: 56.6 High Show: 39.4
Low Show: 12.9 Low Show: 14.6 Low Show: 13.3 Low Show: 12.0
AVERAGE ALL: 33.9 AVERAGE ALL: 28.0 AVERAGE ALL: 24.0

AVERAGE ALL: 31.6

AVERAGE DECLINE-
5.9

AVERACE DECLINE:
7.6 rat ng ponts

Share of audience film rerans higher than shows run for first time in saummer

SHOWS WHICH HAVE FILM RERUNS CONTROL CROUP WITH NO RERUNS (for comparison)

A

———— — - A —
I e -

WINTER: share of audi-
ence of original run of
film shows

\
SUMMER: Share of andi-
ence of reruns of same
shows

WINTER: Share of audi-
ence of control group
shows

SUMMER: Share of audi-
cnece for replacement run
for first time

52.1% 52.2% ] 48.49% 50.2%

The A. C. Nielsen Co. made a study of the audience that the
original run of a film show commands during winter compared with
a rerun of the show during summer. Nielsen than took a control
group of shows falling into the same program categories as the
film shows for comparison, checking the size of the audience these

commanded as first runs in winter compared with their replacement
shows in summer. Nielsen found (1) the average non-repeat show
lost more rating points than the average film rerun in summer: (2)
film reruns during the summer had a higher share of audience than
original runs in either winter or summer.

2. |s there a big audience loss when some people realize a show is a rerun?

SOURCE: See question |.
Average rerun loses less andience than snmmer first ran shows

SHOWS WHICH HAVE FILM RERUNS CONTROL GROUP WITH NO RERUNS (for comparison)

r - D Y
WINTER: ‘% of audience SUMMER: ¢ of audicnee WINTER: of audience SUMMER: ¢ of audience
of original run of film show of rermns of same shows of eontrol group which of replacement shows which

which stays tuned* whieh stays tuned* stayvs tuned” stayvs tuned*

High Show: 97 % High Show: 96 % High Show: 95% High Show: 959,
Low Show: 75% Low Show: 77 % Low Show: 839% Low Show: 839%
AVERAGCE ALL: 909% AVERAGE ALL: 899% AVERACE ALL: 909% AVERAGE ALL: 889

of all rerun films tested commanded 899 of the audience, which
stayed tuned in for 25 out of 30 minutes. The average replacement
show from control group Yept 88% of viewers for that time.

A further Nielsen study showed that more viewers stay tuned in to
a film rerun after they realize that it's a rerun than stay tuned in for
the control group of first-run summer replacement shows. The average

*r 2% et of 30 minutes

{'H.?'; 3;5-,"3{23 page 3



3. Will viewers watch a rerun film show they've seen hefore ?§

SOURCE: See Question |

% OF RERUN SHOW AUDIENGE WHO HAD SEEN THE EPISODE BEFORE . ..
% FIGURE ABOVE IS OF AUDIENCE WHICH WATCHED THE FIRSTRUN ...... .. ... ... .. ... ... . .. 34%

Just as millions of Americans will go to a movie or a play more This figure compares favorably with the size of the original audi

than once so millions of televiewers will dial the repeat episodes ence tuned to the first-run of the program. An average of 34%, of

of a tv program they've enjoyed. As the Nielsen study of rerun the viewers in the original audience, according to Nielsen, return

programs indicates, an average of 41% of those homes tuned to a to watch the repeat showings. Concluded Nielsen: "Use of repeat

repeat film show have seen the show before . .. but watched it again. film shows does not significantly affect audience levels in tv."
i o

4. How many episodes in a season’s film cycle are not seen hy viewers?

SOURCE: A. C. Nielsen and CBS TV Film Syndication

Nearly 90Y% of audience sees less than 509, of shows

VIE\EIRIEEGNLOOJES NO, ERsODES AV- PN(R)' el In a special study of a 2l-week film cycle, A. C. Nielsen learned
i VIEWED” - E HOhiE that only a handful of viewers—2%-—saw more than 16 episodes

» : in the program series. On the other hand, most viewers missed
2% 16'21 ‘ 16-2 a large number of episodes. Some 24%, of the audience saw an aver-

age of less than eight programs; some 64% saw fewer than three

1070 11'15 12'5 shows. The point: the first-run of a show, apart from all consid-

4 7 7 eration of tv's steady growth in both markets and tv homes, does

2 % 6-10 = not exhaust a program's opportunity. And, as the chart above
647 1 5 2 2 shows, even if they have seen a film show before when it's being

4 = s shown in rerun the chances are good that the viewers will stay.

5.': What's the judgment of station programing men about reruns?

SOURCE: ABC Film Syndication Inc. survey of 80 tv stations, first quarter 1954

STA'“ONS CARR“NG 1_5 RERUNS . 75(70 Majority of stations carry rerun filin series

More than eight out of every 10 U.S. television outlets, including
STATI@NS UARRYING 5‘10 RERUNS .......... 9% those in the largest and oldest markets, carry one or more rerun film

shows. Reason: From the station's viewpoint, they often pull as well

STATIONS UARRYING NO RERUNS N 16% as, and sometimes surpass, the program's original tv rating.

6. What else helps to account for the large rerun audience?

SOURCE: NBC TV Research Department

91 % grewth of tv in past tiwwo years wmeans big rerun poteuntial

1952 month-by-month tv set growth 1953 month-by-month tv set growth 1954 set growth
Jan, 15,777,000 July 17,832,200 Jan. 21,234,100  July 24,519,000 Jon. O
Feb. 16,129,300  Aug. 18,354,300 Feb. 21,955,100  Aug. 24,895,000
' Feb. 28,500,000
Mar. 16,535,100 Sep. 18,711,800 Mar. 22,551,500 Sep. 25,233,000
Mar. 29,125,000
Apr. 16,939,100 Oct. 19,124,900 Apr. 23,256,000 Oct. 25,690,000 r
May 17,290,800 Nov. 19,751,200 May 23,930,000 Nov. 26,364,000 Apr. .. 29,495,000
June 17,627,300 Dec. 20,439,400 June 24,292,600 Dec. 26,973,000 May 30,083,000

v 5 %y I 3
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11! Availability of time for film ]

1. How much local “film time” is left outside of network program hours?

Black portions of bars below indicate “*networls option® periods
ABC CBS DTN NBC
EAST EAST EAST EAST
. ROCKIES MIDWEST ROCKIES MIDWEST ROCKIES MIDWEST ROCKIES MIDWEST R
8:00 [ r P £:0
9:00 | -+ —% 900
10:00 7 m—— 10:00
11:00 — 11:00
Noon - — Noon
1:00 - —- L 1:00
2:00 — 4 —fum L " 2:00
;—OT)“P — : 3:00
4:00 4:00
5:00 5:00
6:00 ’ 6:00
7:00 - - 13 . 7:00
8:00 ] 8:00
9:00 _ i . - | 9:00
10:00 —— - r—r-——i-," 10:00
11:00 —t1— i = 11:00
12:00 ) — l. , ] i ; ] " 12:00
PM. P.M.

Option time varies with network: As special chart above

shows, there are some important variations between the major net-

works as to what time slots are, and what are not, assigned as "Net-
work Option Time'™ in station contracts. All four networks schedule
the 7:30 p.m. to 10:30 p.m. period (local times) for network shows.
Pattern in Midwest is the same, one hour earlier. But daytime pat-
terns differ. NBC TV's and CBS TV's are roughly similar; ABC TV
and Du Mont are identical but NBEC TV varies notably with ABC's
network pattern as does CBS TV with Du Mont.

In general, national spot and local advertisers seeking to buy or
place syndicated film shows on affiliates must look first to the non-
etwork time periods as indicated above, particularly in the largest
multi-station markets or in markets where the leading networks are
represented with owned-and-operated stations.

But there are exceptions. Networks have lately been seeking to
clear the 10:30 p.m. to 11:00 p.m. [or later) slots for network pro-

Such network shows as "Studin One,” "See It Now" and

grams
PiL¥ BASIBS  puon s

‘What's My Line” on CBS TV: “Greatest Fights,” and "Private Secre-
tary" on NBC TV; and "Name's the Same" and "Place the Face" on
ABC TV will be aired this fall in what is technically "Station Time."

At the same time, network affiliates (but not Q&0 outlets) in a
number of large markets served by two or three outlets have not
hesitated on occasion to "bump’ network scheduling in Class A time
to place an attractive spot film series. One national tv advertiser,
for example, has spotted & mystery series in “network” time in such
markets as: Charlotte {9:00 p.m., Sunday); Minneapolis {B:30 p.m.
Monday) and Atlanta [B:30 p.m., Wednesday).

As one tv rep observed: "Apart from the O&O outlets, stations be-
come very cooperative when you start to discuss a firm 52-week film
contract. Spot tv means more money in their pocket.”

Network hours shown in chart above are "live” for the East and
Midwest in almost all cases, are via kinescope in the Rockies and
Pacific markets in the same local time slots as in New York. Very
few shows are aired on o live basis from one coast to the other.
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Sheldon Reynolds’

Production of

HOLMES

...Starring Ronald Howard as Sherlock!

The greatest detective of all time comes to TV
...on film. Here is a series that is backed
with one of the most extensive pre-sold

-_l : audiences in TV history. For almost 70 years
i the adventures of SHERLOCK HOLMES
asiWaltson and his friend Dr. Watson have been thrilling

audiences in the great Arthur Conan Doyle books!

In the movies...on the stage ... and in daily and Sunday newspapers
...the magic name of SHERLOCK HOLMES always has meant

box office! And now —asa TV film show produced by

Sheldon Reynolds, creator of “Foreign Intrigue”, and starring
Ronald Howard, brilliant young English actor—

the potential is even greater!

SHERLOCK HOLMES (39 half-hour programs, custom
filmed for TV ) is ready for September airing.

SHERLOCK HOLMES, filmed in Europe, is a natural for local,

regional and national spot advertisers!

For A Sure Clue To Increased Business write, wire or
phone your nearest MPTV Film Syndication Division:

NEW YORK CHICAGO LOS ANGELES
655 Madison Ave. 155 E. Ohio St 9100 Sunset Blvd.
New York 21, N.Y, Chicago 11, NI, Los Angeles 46, Calif.
TEmpleton 8-2000 WHitehall 3-2600 Crestview 1-6101
BOSTON DETROIT

SAN FRANCISC
216 Tremont St. 2211 Woodward Ave. 625 Market St o
Boston 16, Mass. Detroit 1, Michigan S Frg:ic?sco “Calif
HAncock 6-0897 Woodward 1-2560 Douglas 2-l3é7
ATLANTA } TORONTO
Mortgage Guaranty Bldg. MPTV {Canada) Ltd. DALLAS
Carnegie Way & Ellis St. 277 Victoria St. 3109 Routh St.
Atlanta, Georgia Toronto, Canada Dallas 4, Texas
Alpine 0912 Empire 8-8621 STerling 4007

These MPTV shows are available now:

15 Hour Shows: Duffy’s Tavern ¢ Flash Gordon e« Janet Dean,
Registered Nurse « Sherlock Holmes

Y4 Hour Shows: Drew Pearson’s Washington-Merry-Go-Round
Junior Science ¢ Tim McCoy ¢ ¢ « plus more to come

Dramatic Serial 5 quarter hrs. a week @ The Heart of Juliet Jones

12 JULY 1954

ERLOCK

SYNDICATION CORP.

655 Madison Avenue New York 21,N.Y.,
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Financial gnarautees: \When buying a brandnew
syndicated  film series, particularly m a mmlti-market
deal, always cheek the produeer’s (or the syndicator-
producer’s) finaneial responsibility. Producing tv film
series today sometimes involves a long wait on the part.
of the producer for a return on his initial investment.
t's mot at all impossible for s predueer, even it good one,
to be eanght short on money, in which ease he may not be
able to deliver the remainder of the series. Some clients today
even reguire the producer to post big bonds before signing.

Time buying: Clients who are considering multi-
market fihn deals on the seale of Canada Dry’s sponsor-

ship of Annie Oakley on a national basis, or regional
deals hke Pore Oil's sponsorship ot Rackrt Squad,
shonldl  be enrefnl in schednling  the starting  dates
of their fihn eampaigns,  Reason: The nsual num-
Lier of prints snpplied for even a ‘*‘national®’ tv filin deal
(perhaps 50 markets) without extra e¢harge to the elient
is around a dozen. These arce shuttled between stations on a
““hicyeling’’ basis: Day-anid date starts mean costly extra prints,

OQuality control: Pilot films aren’t always a good
gauge of of swhat a series will be like, 1f a series is
not completed when it is offered to you, you will have
to rely on the repntation of the producer or the syndi-
cator. l.ook at representative samples of his other series,
Don’t take chanees, either; they can prove to be very
costly. Independent producers, and most syndicators who also
produnce shows, are finaneed by banks who echarge full rates
of interest, and who have the producer in a corner. Therefore,
tlie average producer isn’'t likely to offer cancellation clauses,

Legal protections: Just as the finaneial responsi-
bility of a producer and/or syndicator should be investi-
gated before signing up for an important film program
deal, so should the question of legal protection lLe ex-
plored, veteran fihn buyers wirn. There is, for example,
the question of who, exaetly, is responsible for the film
during its various stages of travel (agency, client, producer,

syndicator, shipper, station). Also, clents should check on
the proteetion they are offered aguainst crank lawsiits, morals
questions with talent, retroactive union increases, and so fortl.

Distribution: VYidco clients should always check a
syndicator’s distribution facilities. Are the tv film prints
carefully inspected? Are they cleaned and repaired?
Does the syndieator have a reputation for delivering
prints to stations in time for play dates? Does he carry
insurance on the films while they are in his possession?
And so on. Reason: The handling of tv films can become a
huge problem. Big syndieators, like Ziv Tv, NBC, CBS, Official,
TPA and others have to handle as many as 1,200 prints per
week. Clients who want commereials cut in should check cost.

Researeli: The same warnings that apply to the pur-
chase of live shows on the basis of broadeast rescarelr
apply to the buying of tv films, particularly reruns.
Ratings may be cited as Leing ‘‘typical.’’ These should
be cheeked, if they are being used as a strong factor in
show pureliase. The ratings may be old and ‘made back
in the days when the show had only minimum competition.
Or they may have been made in one-station markets, in which
case they do not refleet the ability of the show to attract
andience in multiple-station markets. Ratings are only a guide.

Reruns of (v films: Today, reruns are so well ac-
cepted by clients and audiences alike that there is little
of the original stigma (‘‘They’ll never get an audi-
ence’’) surrounding them. IHowever, there are price
differentials between first and subsequent runs on nearly
all filn packages in syndieation, with the price dropping
anywhere from 10 to 409, depending on time slot, original
rating, number of scts and stations in the market, and such-
like. Tt's wise for a client to check carefully on whether a show
is really 2 first-run package, if it is offered for sale as sucl.

Exclusivity: New tv stations have appeared with
great regularity across the face of the U. S. in the past
few months. Many of these new tv markets overlap swith
old ones. Thercfore, a sponsor who is buying a syndicated.
film series should bLe careful that the same program will
not he seen in a serious overlap with his campaign. It’s
possible today for a sponsor te buy a show as ‘‘first run’’
in a new tv market only to find that the ‘‘second-run’’
showing—perhaps by a leading business competitor—isz being

seen by a sizable percentage of exaetly the same andicnee.

= Merchandising: Nearly all of the syndicators con-:
tacted by SroNsor in its survey of the made-for-tv film
industry offer varying degreces of merchandising assis-
i tanece. The faneciest variety is offered by the top syndi-
eators like Ziv T'v, and by the syndieation offshoots of
the major tv networks. However, other syndicators and
produeers luive developed some andience-attracting publicity gim-
micks, which ean 1ange all the way fromn the franchised merchan-
dige deals made with shows Hke Ramar of the Jungle and
Flash Gordon to personal appearances of stars (Liberacc).

101 EL 10t soems e

REPRINTS OF FILVI BASICS are available on request. Special price for guantity orders

o v UL QLN
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Station contracts: Although the mmmber of
multiple-affiliate stations is dropping in the big tv
markets, it’s still wise to check on preemptions and
‘“misses’’ in time contracts. Reason: Certain spe
cial tv programs, like Presidential speeehes, major
news and sports events, and suchlike ean ‘‘bump’’
a loeally slotted film advertiser out of hix usual time. Un
less the time contract with the station spells out elearly that
the advertiser will get a ‘“make-good’’ in his regular time slot
sponsor may get one which deoes not rcach the right audience.
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o star-studded feature .

B( Y A SOUL (available 8/10 54|

films for TV.
SO hew

12 are still reserved for L FABULOUS DORSEYS (available 11/13. 54)
\ B FORCE OF EVIL {now available)

COUNTESS OF MONTE CRISTO

fnow avallablel

THE DARK MIRROR (now available

NOMIBIE VIEE Trmiir morrmid mdndal
WAV ULL LITL (NOowW avahaoie)

NMotion Picty re Theaters i@ FOUR FACES WEST (available 8/10 54)

r i
N LET'S LIVE A LITTLE (available 12/7,'54)

LETTER. FROM AN UNKNOWN WOMAN
{(now available)

Right now, you can sign for the rights to the showing in your
LOST MOMENT (now available)

market of every one of the 30 recent, major studio feature
LULU BELLE (available 9/7/54)

films never befcre seen on TV which make up the
MACBETH (now available)

General Teleradio "First with the Finest”" film franchise.
MAGIC TOWN (now available)

MAGNIFICENT DOLL

It won't delay your scheduling a single day (now available)

MIRACLE OF THE BELLS
(now available)

but twelve of these films are so recent that they are

being held by the film distributors for
MR. PEABODY AND

motion picture showing until the dates listed. THE MERMAID (now available)

NO MINOR VICES [now available)

You can't blame them when you consider that $45,000,000 N T T yym—

was spent to produce the 30 films in the first place. (available 8 25 54)

ONE TOUCH OF VENUS

. - - e (now available
Don't you be left waiting in line in your market. )

THE OTHER LOVE
(available 10 13 54)

Act now! Call...New York—LO 4-8000 * 1440 Broadway
. Chicago—WH 4-5060 * Tribune Tower
Los Angeles—HO 2-2133 + 1313 No. Vine St.

PRIVATE AFFAIRS OF BEL AMI
(available 10 16 54)

RAMROD (available 8 25 54
RUTHLESS (available 9 12 54)
THE SCAR (available 12 6 54)

SECRET BEYOND THE DOOR

THE SENATO!
THE
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Lake a quick look ar— :

LUBBOCK TEXAS .

* HUB OF THE SOUTH PLAINS *

»

»

i X k ok k ok ok ok kK k k Kk k K % 1

& .
LUBBOCK TEXAS Largest Metropolitan Area

* between: *

" DALLAS, FT. WORTH AND ALBUQUERQUE 650 MILES .
SAN ANTONIO AND DENVER 9261 MILES

* OKLAHOMA CITY AND EL PASO 725 MILES »
WICHITA FALLS AND EL PASO 556 MILES

*
LUBBOCK Retail Trading Area comprises:

* 26 Counties Population 396,829 *

* LUBBOCK Metropolitan Area: =
Population __ — 108,678

*

*

LUBBOCK County is THIRD in Cotton Production

* -

in America

* LUBBOCK is FIRST in Cotton Seed Oil Refining in

America
* %
LUBBOCK County is THIRD in:
* Per Family Spendable Income $5,237.00 *
* LUBBOCK is the Home of "TEXAS TECH"'; -
The College has an annual payroll of $3,000,000

NATIONAL REPS—THE KATZ AGENCY

; KFYO 790 KYC. The Strongest Voice of the
South Plains—5000 W.D. 1000 W.N.

x

CBS — The only Class A Radio Network Service in West Texas :
x KFYO—Covers 36 Counties—Pop. 542,300—Radio Homes 144,130 "
ot * * * * * * * * * * * * * * * » *
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[IED SPECIAL FALL FACTS REPORT

Here are some of the important questions you will find answered in the pages of this report

Q. What’s the timebuyer’s outlook in fall availabilities? ... ............. page
a. What are the important sales trends in spot radio? ... .. .............. page
u. Are new yardsticks being used in fall spot buying? ... ... ... ........ .. page
Q. What role will trauscription firms play this fall2 ... .. ...............page
Q- How well does spot radio reach the U.S. farwui market? . .. ... ... .. ... page
Q.! What developments are there in classical, folk musie? . ... ... ... ... . ... page
Q. How have after-miduight spot radio shows beeu doing? ... ........ .. .. page
Q. What’s the outlook iun foreigu-language programing? . . ... e e e page
u,, Fm radio: Is ‘‘hi=-fi”’ proving a shot in the arm? . ... ... ... .. .......... page
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FROM MORNINGS TO AFTER-MIDNIGHT, BUSINESS IS GOOD
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Availabilities

Q. From the timebuyer’s view-
point, what’s the gencral outlook
for spot radio time availabilitics?
A. The fall 19531 outlook resembles
that of last vear. although a wumber
of trends in motion then have become
more pronounced:

1. Mornings: The Monday-thrvough-
Friday 6:00 am. to 9:00 am. day-
segment 1= still the most sought after.
Result: Many
tinte only oun a waiting list or rotating

stations  sell morning

ba<is. with the biggest control center-
mg on “personality 7 shows in the 7:00
a.m. to 8:00 a.m. breakfast hour. This
squeeze s getting tighter, too. In-
creased emphasis on the out-of-home
radio audience has heightened com-
petition for prime morning time since
these sales tactics have brought to ra-
dio manv want to

advertisers who

reach motori=ts on their way to work.
Between 9:00 auan. and noon on week-
days there are wore availabilities.
Weekends. too. have more open morn-
ing time. often at special weekend
discounts.

2. Afternoons: Since many adver-
tisers who want to reach both men and
women do not feature strongly in the
purchase of afternoon slots. there are
more slots available in afternoon time
than in the peak morning hours. How-
ever, this situation may tighten con-
siderably by the end of summer. Al-
ready a number of top advertisers—
including General Foods™ Jello and
Minute Tapioca. Clapp’s Baby Foud,
Nescafé. Bluebonnet Margarine, Nu-
coa, Cha<e & Sanborn and such cig-
arette advertisers as Camel. Luck:
Strike. L&M and Viceroy—have start-
ed to place extensive afternoon spot
radio schedules. Consensus of reps:

Spot radio grew 379, from 1947 till 1954

Ntarting at $98.5 nullion in 1947, spot radio
billings took the biggest jump in 1933, with a

$12 million nercase over 1952, or 377 over
the 1947 mark. R. Rollinson, SR.A (far left),
coeplains this spot growth to (. Laboda,

dir. of radio-tv and G. McCoy.
Colgate-Palmolive; J. Crandall,
then media dir., Sherman { Mar-

quctte® (standing. l. to r.)
ageney's I. Gilbert; 1. Fitz-

wweney pew Bivan Houston

_"-\,\“_
—

.1,‘ Spot trend growing stronget

-

N

'Greo‘eS‘ 0( 0“ N
forms of mass coverode
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stimmaons, Weed (seated 1. to v))

e OMM\M ]
oans

Slots in women’s participation pro-
grams and afternoon d.j. sessions that
show strong rating histories will be a
good buv for fall.
the radio set <ales

particularly since
trend (See Radio
Basics page 00) is in the direction of
small “extra’ sets and clock radios.

3. FEvenings, nighttime: Advertiser
mterest in earlv-evening radio time—
particularly news strips—has been ris-
ing lately. As Street & Fiuney time-
buyer Helen Thomas told spoxsor
recently: “Early morning has become
so popular and so jammed with com-
mercials that I’ve strongly recommend-
ed the 6:00 pm. to 7:00 p.n. time
slots, particularly at the daytime rates
on some stations. During these times
we get the same mixed audience as
mornings.” As in afternoon radio. the
outlook—at the moment—for picking
up availabilities is pretty good but it
is likely to tighten up by fall.

SPONSOR




Spot radio availabilities during the
prime tv hours of 7:30 p.m. to 10:30
pan., as every timebuyer knows, are
the easiest of all to buy. But. as more
and more stations group them into at-
tractive saturation packages and as re-
search shows the still-powerfnl effects
of nighttime spot radio, this situation,
too, is changing. “Nighttime spot ra-
dio may be the ‘sleeper’ in fall air
advertising,” is how a Cunningham &
Walsh media buyer termed it. Already,
according to reps. there are signs that
nighttime slots—particularly of the
music-and-news nature—are disappear-
ing from the easy-to-huv list. Auto
advertisers and auto dealers. particu-
larly Ford and Lincoln-Mercury. have
been snapping up 10:00 p.m. and
11:00 p.n. news shows.

After-midnight popular music shows
are as popular (and as untouched by
tv) as ever. Classical music shows
beamed at music lovers and the hi-fi
fraternity in the post-midnight hours
—a trend that started last fall-—are
continuing, and timebuyers mayv expect
to see a number of such offerings. par-
ticularly from am-fm outlets.

Sales trends

Q. What new trends are appar-
ent in spot radio selling?

A. As outlined above, the basic situ-
ation in what time segiments are most
available hasn’t changed. But there’s
been a sizable shift in spot radio sell-
ing which affects the buyer. Here are
some of the most important sales
developments:

1. Service packages: This fall, more
than half of the stations in the coun-
try—according to the guesstimate of
sales executives of several leading rep
firms-—will feature some kind of ser-
vice packages. These will range in
size (and price) from occasional traf-
fic bulletins at peak commuting hours
to full-scale combinations of traffic.
weather, school, travel service, shop-
ping and homemaking announcements
throughout the day.

Particular stress will be placed on
weekend radio service packages (see
“Weekend radio: are you missing a
good bet?” Parts [ and II, sponsor
14 and 28 June). Reason, as voiced
by one station sales executive: “Tv
will never be able to compete with ra-
dio in this form of programing. And
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Station Reps Assn. clinices farther buyerv-seller understanding

SRA brings together groups of station reps and admen to discuss spot radio. Pictures above
show several of these meetings. Top (standing, I. to r.) R. Rollinson, director of advertiser
relations, SRA; F. Mitchell, G. Milliken, FCB; T. Campbell, Branham Co.; J. Marsicano, W.
Ensign, P. Gerhold, FCB; J. Francis, Free & Peters; E. Filiion, Meeker; B. Morrison, Free &
Peters; W. Reed, Biair; G. Blake, FCB; (seated, l. to r.)] A. Pardoll, W. Bambrick, A. Lowitz,
A. Weil, H. Frier, H. Holt, D. Kaplan, all from FCB. Second: {standing |. to r.) C. Fredericks,
Biow; R. Rollinson, SRA; H. Shook, PM; P. Leary, PM; {seated |. to r.) D. Deutsch, PM; T.
Christensen, PM; J. Tormey, Avery-Knodel; R. Milhiser, PM. Third: {standing I. to r.] R. Rol-
linson, SRA; T. Campbell, Branham Co.; J. Thompson, Free & Peters; J. Turck, Weed: R. Fenner,
Vick; F. Fitzpatrick, Katz; A. McCoy, Avery-Knodel; D. R. Moore, Vick; B. Goodel, Meeker:
{seated I. to r.) T. F. Flanagan, SRA; M. Bassett, Blair; T. Poole, R. Davies, C. Carter, E. Gel-
lert, all of Vick. Bottom: {standing I. to r.)] R. Rollinson, SRA; A. McCoy, Avery-Knodel: M
Kellner, Katz; R. Gurkin; Blair; J. Carter, Adam Young:; M. Turner, B&B: J. Scovern, Free &
Peters; (seated l. to r.) G. Beaumont, P, Podqus, C. Jones, M. Becker, E. Murtfeldt, all of B&B
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THE FACTS ABOUT THE RATING SERVICES: C

PROJECT- INTER-
RADIO LocaL 1 ; SAMPLE OELI
NAME oR 1v  TECHNIQUE AREA S 1A’IBOLNEAECY SAMPLE BASE TAlD L, P\élnsl:o !
Amerlcan Re' . ) 1700-1800°  Normally
h B Tv Diary 'tllal& 60. Reg Yes 2'20052'06“? ":.1"500' natl, 325 city Ist 7 days 2-:
Searc ureau per ity (averages) of month
L (Washington)
Tv-12,350 co-
Tv-diary3 15,400 coincidental, incidental; |
Hoo er R-duplex- Tv.55 700-900 diaries; 300-400 dia- Tv-lst wk Tv-
p Both phone Local R-90 No R-900 phone calls up ries. R- typi- Rovaries. plu:
- (New York) coinci- per Va-hr program in cally 900 per ! !
dental 2 wk period a program
in 2-wk period
N- I Natl, R-1200 metered homes o .
Ie sen Both Meter multi-city, \&T\;’Y Yes per minute; Tv-over Apprlox 0% Conhg- 3t
(Chicago) locall0 - 800 meters ess uous
I
R-400 interviews !/ hr
P I Roster wkly program; 1000
u se Both recall Natl, Tv-100 Yes for 15-min 5-day wkly Same as sam. Ist 7 days p
° (personal local R-100 show; Tv-200-400 for  ple base of mo
(NG interview) I/ hr wkly, 1000 for
u 15-min 5-daly wk show
! Tv-1st 7
. Tv-700 calls per /5 hr
Trendex Both Ph‘zn?- Tv-r?,u'h- Tv-10 No show; R-300 per re- Tv-600 day’sz lof* Tv
° coinel ety R-45 porting period (/4 hrs R-300 N, R
. (New York) dental R-local 8 8 ) 3 wks of |
[ am-8 pm mo
VideOdex Natl. - Approx 5% greater 9200 natl. 200 Ist 7 days
Tv Dairy multi- 703 Yes than berof bulated T° 600 local f y i
(Chicago & New York!) city, local rum ARSI quaranteed oF
. |
L
FOOTNOTES: 1ARB publishes 2 national reports monthly, 15 city reports monthly, 11 for programs not covered first week. 3Hooper uses telephone coincidel

city reports quarterly, 11 city reports 3 times yearly, 23 city reports twice yearly.
2ARB National Supplement, based on
separate sample about V5 size of regular sample, covers second 7 days of each month

increased from 35 markets covered most 1953.

the radio audience for ‘service’ pro-
eraming is constantly growing.”

2. Saturday tie-in: The race for
choice Monday-through-Friday mom-
ing radio slots has prompted a num-
ber of reps and stations to seek new
ways to get more advertisers into more
morning time. One way is the Satur-
day tie-in.

In it~ most common form. it works
like this:

Regular
morning programing. with the cooper-

Monday - through - Friday

ation of the stations concerned, is
stretched to include Saturday as well.
thus putting programing on a six-day
And, a six-

day rate is figured. hased on existing

instead of five-day basis.
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prices and the latest Saturday rating
picture.
For an advertiser who buys on the

full six-day basis, it means a hike in
rates of 10 to 20% although that is
balanced by the fact that he reaches
a larger audience more often. 1n some
cases, the Saturday tie-in has been
arranged on a rotating schedule so
that advertizers are on the slate for
a Mondav-Wednesday-Friday slotting
one week. Tuesday-Thursday-Saturday
the next. Rates in this case amount to
about half the six-day rate.

3. Rotating schedules: Many radio
stations are allocating prime morning
time on a rotation basis to spot radio
advertiser~. Perhaps one out of five

U. S
tion.”

S. stations have “‘gone on alloca-

One form of the rotating schedule

is outlined above, involving three-day
scheduling in a six-day period that in-
cludes Saturdays.

But the most common version is a
rotating schedule built around premi-
um-priced morning radio time. which
works like this:

Because of its large family listening,
a premium price is charged for the
7:00 am. to 8:00 a.m. period. How-
ever, if an advertiser is willing to take
a rotating spot schedule hetween 6:00
am. and 9:00 am. (landing in the
premium-priced slot every third day)
he pays the regular morning rate with

SPONSOR

diary in all 55 tv cities as check; correction factor is then applied to each
4Nielsen has radio reports for New York, Cincinnati, Pittsburgh, Cht

Angeles plus separate Pacific Time Zone Report. 5Videodex publishes 27 mc




SUBSCRIBERS

SAVE THIS CHART FOR

BASIC DATA SUPPLIED

READY REFERENCE

LIMITATIONS

(Updated from 28 December 1953 issue
to | July 1954)

ADVANTAGES

$900 I/4-hr ratings, sets in use, total Undependability of diary keeper. Re- Diary inexpensive. Measures conscious
9 Rotr 287 agencies, audience, audience composition, turns may not be representative. Limited viewing. Covers complete broadcast day,
Io F;o; advertisers, viewers per set; also sponsor, to week's viewing per month. Keeping Also station area. Same data may be
j k stations plus number cities carrying telecast for diary short period could inflate viewing. used in local, national reports. Yields
|:pac : networks, misc natl rprt, cum ratings daytime, Some family members may be missed. data on short periods, audience compo-
o others pblshd on request Can't measure chainbreaks. sition, flow of audience cumulation.
ar
ns- Both R & T ratings, share of au- Phone doesn't cover non-phone homes, Phone: Can produce quick results. No
.200 378 advertis- dience sets in use: Tv only: au- rural areas, early or late listening or memory loss increases accuracy of rat-
hort; ers, agencies, .. “eom osiﬁo;m cumzl‘aﬁve viewing or out-of-home. Misses unknown ings. Flexibility in market selection. Can
¢ es- stations, net- audience wf:el(l alvera es  uhf amount extra-set listening. Diary has yield audience composition. Use of diary-
,500 works, misc ' enefyraﬁon ges. same weaknesses as ARB. Diary-phone phone together largely corrects weak-
nnth P combination questioned. ness of either used alone.
Both R & Tv; V4-hr Nielsen Rat- Meas . Mechanical. Reduces human factor to
. . easures tuning only, not people. As .. . .
185 agencies, ings, homes reached, average au- ) . . minimum (placing meter, mailing tape).
4 - . A result can't determine audience compo- . . .
4 to advertisers, dience, share, total audience, ox . . Measures 24-hr daily minute-by-minute
. . : . sition. Amount extra-set listening mea- . . .
0a yr all 8 networks, cum audience, min-by-min audi- . tuning; this provides wealth of data not
; sured debatable. Expensive. Set break- . - .
others ence, cost per homes, much other d obtainable otherwise. Fixed panel better
. owns can affect sample.
analytical data for trend data.

Interview technique can be inflationary Yields ‘round-clock data, also for short
ti s- 400 stations, Both R & Tv: Vj-hr ratings, view- because of memory failure, confusion time periods, audience flow. Sample can
-$200 100 agencies, ers per set, audience composition, factor. Technique expensive, especially be rigidly controlled. Questions can be
g’,"cies- advertisers, share of audience, sets in use, rural areas. Some family members may added or changed to obtain new data.
30 mo7 all networks number cities carrying show be missed. Misses those not at home Can combine with market, product sur-

when calls made. veys of all kinds.
o yr Vy-he daytime, Vp-hr evening rat- Phone coincidental doesn't reach non- Very fas'r.' Does not ask respondent
Hs); 77 agencies, i: . +syin use .:vera e audience phone homes, rural areas, early or late about radio and tv at same time. This
I53er advertisers, bg 'y + dl' gom osition listening or viewing or out-of-home. tends to give more valid radio ratings.
-rr{ per  stations, net- ‘tjmmu?’ei.au |e:]ces onch))r iden. Misses unknown amount extra-set listen- Only service giving network popularity
rx: works, misc. n exesf'F u;r-\es g fy.' ps l ing. Radio report limited to 8 a.m.-8 reports. Other advantages similar to
50 liigation 2 jimes yfly p.m. weekdays. Hooper above,
Vy-hr rati ets in use. audience Limitations much like ARB above. Ro- Rotating panel enables Videodex to dis-
) dverti }‘:' r ratings, sets | s bor s;f b tating panel used {same homes kept 7 card first week's diary as "inflationary,
. %0 I50 advertis- :.are, ave'radge vnnzwell; P ro ramy months, 1/7th changing each month). otherwise atypical." Claims it can build
o} ers, .agenci:.:es, |meb perlfo h ° - ych:)d gnum: Is 7 months too long for accurate diary more representative sample over long
media, others ':)um ?;. ot homes sth < oonsors keeping? Additionally diary returns may period, get more accurate trend data,
ECIIERCLD ¢ 5P not be representative. than one-shot approach.
_m,..!‘_vﬁl,uarterly; 6Nielsen National Radio reports issued biweekly, cover first and by wire in 12 hours on any one program. 9Videodex price to agencies, advertisers and

o 4

1

I3

1

0t

‘6 of month (1 each),
sekeach month. €
« Lnetwork report plus twice yearly radio network report.

no added premium.

These plans, and similar variations.
are designed to accomplish a double
purpose: (a) to fit more advertisers
into morning radio, and (b) to pro-
vide an inducement to advertisers to
buy time outside the peak morning
hours.

This fall, if an advertiser or
buyer does not want to go into a ro-
tating morning schedule he will often
face premiuin prices and very tight
availabilities in prime morning time.

4. Out-of-home listening: This sum-
mer, the amount of radio programing
and follow-through promotion aimed
at out-of-home radio listeners will hit
an all-time peak. And sponsors—iu-

time-

12 JULY 1954

National Tv reports issued biweekly, cover 2 consecu-
7Pulse package includes all radio and tv market reports plus
8Trendex can report

media for basic service
available at marginal cost.

P
e ?ﬁ’ B

cluding such advertisers as Lincoln-
Mercury, Rayco Seat Covers, Philip
Morris, Armstrong Tire & Rubber,
Buick, Admiral. RCA and others—
have been buying many time slots to
reach out-of-home dialers.

There’s every likelihood, according
to reps and station executives, that
this trend will continue.

Typical recent buy: Sun Oil Co.. a
veteran radio advertiser, recently
signed for a series of “loliday week-
end” announcement saturation pack-
ages to carry through the summer and
into the fall. Sun Oil will lay down a
barrage of announcements from the
eve of the holiday (4 July, Labor Day

and others) right through the morning

(network, multi-city and
2 10Nielsen is launching new local radio and tv measurement
service in October in 3 markets;

local reports); additional markets

o

3 markets to be added a month till 50 are covered.

of the first work day that follows,
using most of key Easteru markets.
Target: the motoring audience.

Several timebuyers told sroxsor
that reps and stations were making
more and more sales pitches in which
a program rating was actually the
combination of in-home and out-of-
home ratings,

This varied all the way from the
policy of John Blair Co. (combine all
Pulse in-home and outside-the-home
radio ratings wherever available) to
NBC Spot Sales. which combines in-
and out-of-home ratings occasionally
in special presentations to auto. gaso
line, appliance and suntan oil 1-
facturers.
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MEMO FROM DEE RIVERS —

w A1 time-biyers
Please call
Bernie 1oward
Stars Natwonal
100 Madison lve.
Plaza 8-0555
so that e can

tell YOU-ALL what

- WEAS

and its new

50 ,OOO watt

Westinghouse  transmaller

on its same old frequency
1010
with its same old
non-directional antenna
is going to do in
GEORGIA
on

AUGUST 1, 1954

HOOPER Tells the KC
Story!

\ Look at these figures
2\ of June 54 HOOPER
\ 8:00 AM-12 N

The picture has

changed!

Net A — 25.8
\ Ind A — 16.0

\ (Negro)
KubDL — 13.4
Net D — 10.8
Net C — 9.8
Ind B — 8.8
’l Net D — 7.2
W Let your nearest FORJOE
office show you the new
| Junc, ‘54, C. E. HOOPER

SOON....DENVER, TOO!!

1012 BALTIMORE BUILDING

v-“0;—'0-1.. Canr
20RO—Curron

$TUDIOS

KUDL ‘ s axtad CrTY

o MOW JOR THIL NIRST Tikyg
HOMI TOwN COVIRAGE {OF
GRIATIR RaMSAL CITY

for extrc coverage \
M KDKD }CLINTON

(—IN THE GREAT KANSAS CITY MARKET
N e

Said KAE timebuyer Larry Donino:

“In cities like Los Angeles, Detroit
and Washington- -just to name three

the out-of-home factor, when mea-
aured. adds greatly to vour ability to
evaluate radio huys, In Wachington.
for instance, offhice closing hours are
staggered to avoid traffic jams, There’s
a very sizable out-of-home car andi-
ence right through the supper period
which ean be reached by evening
radio.”

5. Naturation plans: Because of ra-
dio’s huge base circulation, a satura-
lion spot drive hits an  enormous
cumulative audienee at low cost. Thus
stations and rep< have been devoling
inercasing attention to the “satura-
tion” technique.

Rep predictions are bullish as re-
gard~ saturation spol campaigns. As
Dan Denenholz, re<earch and promo-
tion manager of the Katz Agency rep

firm told sroxsor:

“You can expect an increase in the
number and variety of saturation or
multiple-announcement  plans.  More
more stations are establishing
them.”

and

Net as well as indie stations are ex-
tremely active in the saturation tech-
nique. Typical buy: A CBS Radio
affiliate in New England has instituted
a special “floating” series of one-min-
ute announcements in
time.

non-network
This amounts to about one an-
nouncement per hour for nine hours
daily, between 6:00 a.m. and midnight,
Monday-through-Saturday. Price: 5150
net weekly for 51 announcements. In
other markets. network affiliates have
taken their cue from the independent
outlets and have set up =xaturation
packages that range from special Euro-
pean travel promotions to all-day bar-
rages of “I.D."-type announcements.

Buyers will find that most of these

packages have been priced at =pecial
discounts, simply because they involve

a lot of time on a single outlet. Often
extra discounts are available if the
adverticer  will allow a “floating”
~chedule and leave the actual <lotting
np to the station’s traflie department.

To some extent. independent sta-
tions have more flexibility—since they
do not have to consider their network
programing in setting up “block-
buster” saturations. One independent
outlet in Miami. for example. haz set
aside all of it~ Saturday and Sunday
program periods from early morning
to carly evening. less the half-hour

station breaks. as dayv-long saturation
packages. Any Miami listener who
tunes the station at any time during
the day hears commercials for the
same advertiser, at $20 per participa-
tion.

Other independent stations have set
up packages of weekend <ervice an-
nouncements, weather information.
time signals or hourlyv newscasts.

Spot radio yvardsticks

Q. What new trends are appar-
ent in agency buying of spot radio?
A. This yvear sroNsor editors have
noticed an increasing radio research
consciousness among timebuvers. The
Luyer today tends to take many more
factors into consideration than in
past years.

This isn’t just extra-cluse interest in
ratings or cost-per-1,000 figures. As
llarold Davi-, an Erwin, Wasey time-
buyer, told sroxsor: “Some clients

( Please turn to page 201)

burt 14,000 post-
card encries in Bob
Trebor's recent
Daybreaker’s Jack-
pot convinced us!
These 14.000 en-
trants not only rep-
resented all Roch-
ester but also 122
-l towns outside

* g Rochester.
BOB TREBOR
Your product- mes.
sage will get JACKPOT results on
Rochester's result producing morn-
ing show, Bob Trebor's Daybreakers.

5000 WATTS
1280 KC.

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY

SPONSOR
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YOUR PRODUCT GETS A COMPETITIVE SELLING ADVANTAGE

SERVE YOURSII.F

GOLD STAR PR
;Wm wS@?a?\glcs.{ls

e XTI t.\(‘!ft !'
'—---_‘_

GUARANTEED
DISPLAYS

DRUG CHAIN MERCHANDISER

based on a contractual agreement with leading independent drug stores

These two in-store display

which do over $7,000,000 annual volume. plans are just one part of

‘ - the many sales-producing
This plan gquarantees qualified advertisers self-service display, as pictured, on the | merchandising services

special racks supplied by WISN. available through the

WISN
ADVERTISER
DIVIDEND
PLAN

GROCERY CHAIN MERCHANDISER ...

based on a contractual agreement with A&P, National and Kohl's Food
Stores which do over 509, of all food business in the Milwaukee Market.

This plan gquarantees qualified advertisers Mass End Displays, Jumble Displays or
Basket Displays.

For complete details contact Dick Shireman, Sales Manager, or one of the

Katz Offices.

WI S N THE MILWAUKEE ADDRESS OF

Represented by the KATZ AGENCY, INC.

NEW YORK « DETROIT s CHICAGO ¢ KANSAS CITY = DALLAS » SAN FRANCISCO ¢ LOS ANGELES







Sturday Nght-n Dhtadelphia

From Shenandoah, Pa. to Cape May, N. J., people move back the
rugs and a decade or so. People in their thirties. They dance again to
the bands they knew. Glenn Miller. Dorsey. Artie Shaw. Goodman.

Or maybe they just remember as the records spin the stories of
every listener who danced through that wonderful era.

It’s radio station KYW’s four-hour Saturday Night Dance Party.

Folks from thirty to forty years old have themselves a ball. They’ve
made this the most popular local radio show in Philadelphia. So,
advertisers can have themselves a ball, too. Because these are the
very people who buy household goods, food, clothes, cars and most
everything else advertisers have to sell.

But big loyal audiences like this are delivered wherever WBC
stations send out their powerful 50,000-watt signals ~Portland, Fort
Wayne, Pittsburgh, Philadelphia, Boston. If you want to sell more
in these markets, why don’t you call the stations or Eldon Campbell,
WBC National Sales Manager, at Plaza 1-2700, New York City?

VESTINGHOUSE BROADCASTING COMPANY, INC.
w(ldi?phia; WBZ-WBZA * WBZ-TV Boston; KDKA—Pittsburgh; WOW O-—Fort Wayne; KEX— Portland, Ore
Lclusive National Representatives: FREE & PETERs, INC., 444 Madison Avenue, New York 22, N.Y.



There’s more to Wisconsin
than Milwaukee

Cover the Dairy State with your soles
message through the low cost medium
of Wisconsin‘s most powerful rodio sta-
tion. WKOW's 53 caunty moil-response
oreo occounts for 61% of the stote’s
total income ond 63% of the stote’s to-
tal retail soles. Call yaur Heodley-Reed
mon for the focts.

LA BN L7 Y\
MADISON, WiS.
Wisconsin’s most

powerful radio station

Represerited nationally by
Headley-Reed Co:

. « « the Story Remains
the Same in Danville

WDAN is o MUST buy if you want cover-
age in East Centrdl flinois® and Western
Indiana’s rich market. WDAN gives you
more listeners than all other stations com-
bined!

WDAN

[
‘ 51.5%

STATION

February 1954

CONLAN
SURVEY,

—r.

STATION

~_\01';_4;(2

CBS RADIO
DANVILLE, ILL.

REPRESENTED BY

EVERETT-McKINNEY, INC.
NEW YORK — CHICAGO

have an arbitrary maximuin cost-per
1.000 in mind when they decide to use
radio. But that isn’t the most eflicient
vardstick. It doesn’t take into account
such factors as audience composition
or the p=vchological factor of getting
the right people at the right time. No
one factor i~ enough to determine
choice of « mediun.”

And as  Dancer-Fitzgerald-Sample
timehuver Pave Whan observed: “On
a cumulative basi~ of several weeks
radio can deliver more audience na-
tionallv than tv does -that is, in terms
of audience turnover.”

Generally speaking. radio reps are
delighted at the agency preoccupation
these days with the evaluation of radio
on a number of different levels. The
New York manager of a veteran rep
firm stated, “Complete measurement of
radio can't help but spotlight radio’s
importance.”

Q. What important steps are be-
ing taken to provide new spot
radio "'yardsticks'’?

A. A= 3PONSOR went Lo press, thee
were ~omnc of the most important proj-
ect~ in the works:

1. Coverage data: There hasn't been
a measurement of U, 8. radio coverage.
county-byv-county or station-by-station.
since the Standard Audit & Measure-
mment Service and Nielsen Coverage
Service studies of 1952. Both sets of
data are widely used by agencies. but
are now obsolescent. particularly in
the markets to which tv has been added
in the past two vears.

SAMS Ken Baker told spovxsor that
he was not making anv plans to do
another radio coverage studv, due
chiefly to lack of financial backing
from broadcasters. A. C. Nielsen plans
to conduct another NCS survev and
has <et a tentative date for this cover-
age-and-set-census studv in early 1955.

Radio ceusus figures will emerge
from the large-scale study currently he-
ing prepared by Alfred Politz Research
for the four radio webs and BAB. This
study. however. is primarilv an inyesti-
cation of where radio is listened to.
when and by whom.,

2. “dArea” ratings: DBecause of v
compelition. increased atiention has
been focused on the Kind of ratings a
station get~ throughout the area in
which it’s heard. not just itz metro-
politan Liome base,

In October A C

Nielsen will start

regular measurements of “area” listen
ing (and viewing) for the Nielsen Sta-
tion Index. First cities to be measured
will be New York. Chicago and L.X.¢
in the following mouth Detroit, Phila-
delphia and San Francisco will he add-
ed with others to follow. The NS}
will measure the pei-broadeast audi-
ences of radio <hows in a station's
“inner” and “‘total” areas. az well as
audience composition. four-week cum-
ulatives. frequeney of listening. share
and auto <et listening. Fir-t delivery
to subscribing agencies has not heen
set hut may fall around 1 BDecember.

At the same time, ['ul<e has lLieen in-
creasingly active in “special order”
arca research. TPulse’s Dr. Sydney
Roslow told sroxsor that hi~ research
firm has completed “some two dozen”
special area studies for U.3. radio sta-
tions since mid-1953. These <tations
include WRKRY, Oklahoma City: KEX,
Portland. Ore.; WOW. Omaba;
KARK. Little Rock: WHDH. Boston:
LDKA. Pittsburgh, and WHAM, Ro-

chester- among others.

These studics follow the general
principle of local Pulse radio checkups
(roster vecall to get quarter-hour lis-
tening. out-of-home dialing)

except

ILOCVCLES [—
pa i
of the |
San Francisco Bay Area's
3,000,000 people are
Foreign Language Speaking!
They multiply, add, subtract and
divide: THEY THINK! THEY BUY!
in their own language! Sell them
with KLOK, the station that reaches
them all. KLOK's specialized pro-
gramming guarantees your message
attention-getting IMPACT!

% d ¥ SACRAMENTO

SAN
FRANCISCO

FRESNO o

San Ha:usco i?hud]os 3
P. O. Bor 987 Hotel Lankershim
Sen Jose,. Calif. San Francisco, Calif.

Represented by John E. Pearton Co.

San Jose Studios

SPONSOR




What's this talk about

single station penetration

of Southeastern New England?

Q. Is there really one radio station that de- Q. Is WPRO top-rated in Fall River and New
livers top circulation throughout Scuth- Bedford, Mass., as well as Providence and
eastern New England——particularly Provi- the entire area?

dence, Fall River and New Bedford? . )

A. Yes! A Fall River-New Bedford share of andi-
» « 1 = . TED 5 S w e ‘-w 5)

A. Yes! WPRO is the dominant, top-rated station— G o e O RF CLIAASTH OB TS HDR vy

. W greater than the second-place station . .. 23.3
with a 7.7 average (uarter-hour Area Pulse* S ! 70

- greater than the next two stations combined.
from 6 am. to 7 p.m. weekdays . . . 57.1% et ‘
greater than the second-place station ... 13.29

greater than the next two stations combined.

Q. Why is WPRO so predominant in South-
eastern New England?
Q. Do WPRO's local programs—as well as A. Becanse the personalities and programs — hoth
CBS Radio programs — rate "‘first”
throughout the area?

local and network—are the personalities and
programs Southeastern New Englanders like
best . . . and becanse of WPROs persnasive
5,000 watt veoiee on a preferred frequency—

630 ke.

A. Decisively! In fact, WPRO holds commanding
andience leads in 51 out of the 52 quarter-hour

reporting [)t’l’lO(lS w— 27 of which are devoted to Source Area Pulse, Jan. includes three major metro

. ) Feb., 1951, surveving the politan ‘nmrl.'v_ts — Provi-
WPRO-produced local programs with a 7.2 . : :1 dence. Fall River and New
] State of Rhode lIsland and Bedford . . . over 317,000

average (narter-hour rating. Bristol County, Vass. Area radio hames.

to reach the -- - o
AM
most buyers, E:ITV'E: T X[, w P R & FM

PROVIDENCE- 630 KC-5000 W

Represented by JOHN BLAIR & COMPANY
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, W,
77/

\\

LR NN

77, LEE NICHOLS

7/ Country Music Man |

“Sagebrush Serenade”
“"Western Requestin’’
“Lee Nichols Show"

N

A

7, THE MART STORES %
7 “For the first fime we had /
volume sales that could directly 4
be attributed to our advertising.” ///
7 7,
~ DOUGLAS OPTICAL 7

""We attribute a good share of
our tratfic to the terrific impact of
our KWBB spot announcements.’

NN

Represented by
George W. Clark, Inc.

M

il N

o
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X
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That's the important thing. Ratings, ad-
jocencies, programming, network, don't
meon a thing if you can’t increase SALES,

CAN WIPS GET RESULTS?

Here are just a few:

Sterling Beer — Mid-Continent Petroleum
= Coco-Cola — Purina Mills — Puffin

Biscuits — Hesmer's Foods — Economy

Super Markets — P. W. Burns Insurance

—= International Harvester — Red Bird
Gasoline — International Salt — and

many others, that we will send upon re-
quest.

We would like to *Ring the Cash Regis-
ter' for you because we have the KNOW,
HOW.

Let us prove our worth.to you,

Rebert J, Mcintosh, Generol Monoger
REPRESENTED BY
The Geerge P. Hellingbery Cempany
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that they are made in a station’s entire
coverage area. This area, in the case
of ~ome <tations, can be anything up
to two dozen comnties in six or seven
states.  Said Dr, Roslow:

“Stations and buyers alike are be-
coming conscious of the value of ‘area’
inca<urement in determining a station’s
effectiveness in altracting audiences.
Homes-using-radio figures in a ‘city’
area are by no means always true of
the ‘total’ area. Even the out-of-home
pattern varies.

“Currently, we expect to do about
3077 more special-order area measure-
ments {or stations in the next year than
we did this past year.”

3. Other studies: Several other re-
scarch irons are in the fire. BAB has
tentatively slated an extensive measure-
ment of auto radio listening later this
vear or in early 1935. Several rep
firms which have recent radio research
studies tsuch ax the “Radio in tv mar-
kets” studv made by Politz for the
lHenry 1. Chriztal stations) plan to
repeat or expand their research into
the qualitative and out-of-home as-
pects of radio listening. The Station
Representatives Assn. lias  discussed
plans for a series of special studies of
audience composition of spot programs
and how they compare with competi-
tive network programing. Pulse is now
measuring out-of-home listening {(which
can be combined with in-home listen-
ing for a “total” metro-area rating)
in 25 markets, an increase of more
than 407 over the number measured
by Pulse a year ago.

(See chart pages 198-199 which
gives you analysis of strengths and

weaknesses, key facts about rating
services.)

Over-all

Q. What's the “'State of the

Union®’ in spot radio today?
A. Tor the most part. excellent.

Figures compiled annually by the
Federal Cominunications Commission

which cover national spot radio rev-
enues of stations after trade discounts
nd before commissions to reps --show
the following picture:

1. There has been a steady growth
in spot radio billings, vear after year.
and this growth has held up strongly
all during the postwar period.

2. Starting at a 1917 level of S98..

281.211 spoi radio by 1948 grew some
six million dollars; by 1949 spot ra-
dio was up another four million; 1950
saw a nearly 10 million annual in-
crease. Then a pause—in 1931 the
growth slowed to one million. But in
1952 the growth stepped up to about
four million and last year, spot radio
billed a tremendous 12 million more
than the previous year-—an increase of
some 377 over the 1947 mark. The
1954 outlook is at least equal to 1953.
3. This growth has come during a
period when great fundamental changes
were taking place in the advertising
world a period during which tv grew
from an experimental to a full-fledged
advertising mediuin competing heavily
with radio both for the adverticer’s
dollar and the consumer’s attention.

Q. Will the general outlook for
spot radio continue to be good this
fall?

A. The outlook continues to be opti-
mislic.

As Reg Rollinson. general manager
of the Station Representatives Associa-
tion’s “Crusade for Spot Radio™ ob-
served in a speech last month to the
Florida Broadcasters Association:

SERVING 300.000
LATIN-AMERICANS!!

HTY
SAN ANTONIO
250,000 Milliwatts.

National Time Sales—New York

Harlan G, Qakes & Assoc.
Los Angeles — San Francisco

THE MIG

SPONSOR




_ Station power by itself is only part of

Q > *  the story, and the fact that WTIC is

n the most powerful station in Southern

New England would not interest an

2 advertiser were it not for the confidence
and loyalty of our listeners. Over the
years, WTIC’s policy of careful screening
of advertisers, high standards of
entertainment and public service has
made our programs unexcelled

backgrounds for messages that sell,

FOR YOUR SELLING...

ust WTIC

DOMINATES THE PROSPEROUS
I SOUTHERN NEW ENGLAND MARKET
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“Almost all the audience
All the time!

/\N— . — —
— T

SELLING & SERVING
South B. C.

'ELLIOTT HAYNES DAY RATING 93.6%
I ELLIOTT HAYNES NIGHT RATING 89.9%,

Fastern

KWJ)

“Oregon Country

Happy Hunting Ground
for Smart Advertiser.”

Take it from KW]) — Chief of
the Northwest Independents —
there’s good hunting for adver-
| tisers who want buyers with
“plenty wampum”, Advertisers
plenty smart who use KW]J] for
spot announcements with ‘big
sell” in “big" country.

National
Representative
BURN-SMITH €O . INC

‘ 1011 S.W. 6th Ave.

\_ PORTLARD 5,
_ OREGON .

& Ay

®independent

Rad o Qm'.qm
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“Radio i< a totally new concept in
advertising, different from all other
media in that it 1s total. Not the Dbest
ltontes, not the urban homes, not wom-
e onlv. not wmen only, not children
onlv. but total.

“And it has that vast untapped re-
source of local talent. local programs
which regional and national advertis-
ers are onlv beginning to appreciate.
Further. national spot radio offers un-
told opportunities for new creative de-
vices where media. copy and plans
departments join together to ecreate
new productive patterns.”

Q. What accounts for the steady
growth of spot radio—despite tv?
A. There's no single answer. Actu-
ally, a combination of circumstances
have worked in spot radio’s favor in
the past near-decade:

1. Spot vs. netiwork: Before tv ad-
vertisers were =ometimes reluctant to
Luy into and around local shows, pre-
ferring evening chainbreaks next to
the big network radio shows. Spot ra-
dio programs plaved second advertis-
ing fiddle.

Tv changed all that. Big-name tele-

vision shows drew off a lot of audi-
ence for network radio programs, par-
ticularly in the Class A (7:30 p.m. to
10:30 p.m.) period. At the same time
as radio’s base expanded from the
1046 level of 57,750.000 sets to 117.
000.000 this vear (see page 1 of Radio
Basics ) spot programing on network
afliliates grew steadily in value as
rating levels held up. despite tv, in
non-network time.
" Nowhere is this situation more clear
than i a comparizon hetween morning
and nighttime programing. Morning
radio and it’s primarilv spot radio
up to 9:00 a.m. - is the most popular
buy todayv: evening network radio i
tougher to sell. Ten vears ago, the
situation was reversed

2. More research: An examination
of the latest radio rezearch (<ee Radio
Baics. page 2291 will show how much
of it is working in favor of spot radio.
Until recently such factors as out-of-
home listening and cumulative audi-
ence were nol used as buving vard-
stichs in spot broadeasting, Todav
they are- -and the local programing
~lanted at both the hone and out-of-
home audience (music. news. weather.
traftic bulletins) the across-the-
board Jocal programing  (newscasts.

and

farm music strips. d.j.
shows) henefits from more advertising
d(J“ﬂl’S.

Sations and reps are accelerating
their research activity (see report on
Spot radio vardsticks. page 2001, pro-
ducing or subsidizing special area re-
ports and qualitative studies of the
radio audience.

3. Pinpointed audiences: Radio
stations have always liad more free-
dom in developing localized programs
than have networks. That's because
radio networks, as a rule, have aimed
primarily for the mythical “average
L. S. listener”™ while local stations—
particularly the independents-— have
tailored their shows to fit local peculi-
arities of local tastes, population, ra-
ctal backgrounds, working hours and
climates.

In the pa-t half decade =pot radio
has therefore heen able to offer the na-
tional advertiser a wide variety of pin-
pointed audiences at all hour- of the
day and night. In general these spot
audiences are more specialized than
am thing now available via network ra-
dio or network tv.

Such audiences are due to the in-
crea<ing amount of <ueh program fare

| WANT TO SELL
CANADA?

One radio station

prograns,

covers 40% of
Canada’s retail

_ sales

CFRD

TORONTO
50,000 WATTS, 1010 K.C.

| CFRB covers over 1/5 the homes in
1! Conodo, covers the market area thot
occounls for 407, of the reloil soles.
Thot makes CFRB your No. 1 buy in
Conoda’s No. 1 market.

REPRESENTATIVES
Uniled Siotes: Adom J. Yaung Jr., Incarporoled
Conodo: All-Conada Rodic Facilities, Limited

SPONSOR
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Here’s Selling Power!

WKMEF is Flint’s most popular
radio station ... proven by a local
impartial survey. Flint’s only 24
hour ’round the clock music-news
station with top radio personali-
ties, including Flint’s No. 1 disc
jock, Jim Rockwelland two others
in the top bracket. Here is area
saturation for your sales message
in the billion dollar Flint market.
Here is the way to increased
profits for you in 1954. And re-
member! WKMF is in the Mich-
igan Golden Triangle . . . the 6
billion dollar market that’s ripe
for the picking.

WKMH—WKHM—-WKMF . . .
packagebuyofthese 3 strategically
located Michigan stations offers
you maximum coverage at mini-
mum cost.

Only Exclusive
disc jockey radio
station in Flint

/f"o\\\é
\

.« us A7
Mlchlgm{” Mur/két

Michigan’s \

/o Jackson A
‘sd_\ Y :g: :'G".:_:’s"’!i _‘;,:;,;_.?:‘:, w{: \\
v — — ==
ot K M H =

WKHM o0 Wans
WKMH "o WamsZnichts

MICHIGAN -~ 1000 WATTS

Station in Flint
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BILL SNYDER
KWBB
SPORTS CASTER

-

(Formerly St. Louis Browns)

77/ Y Last 4 years carried Wichita
7// baseball exclusive.

7/ % Standard Oil Company of In-
diana sponsored all at home
and away Wichita University
football schedule last 2 years.

Indians

M

N\
*

Theo. Hamms Brewing Com-
pany has sponsored Wichita

% Indians baseball at home and

é away, last 2 vyears,

é Represented by /
/ Ceorge W. Clark, Inc. /
7 - 7
e 7
7\ /
V/ 3 /

N\\\

SALES PLAN
2 '(S;() sffers *“Merchandising

Magic w'tt +he SUPER SALES
PLAN. Now Wy grocery prod-
|

7=

* %% ¥ % %

36 SUPER VALUE SUPER MAR-
KETS. T merchand sing

{as: Jocally developed radio  person-

alities, from d.j’s to newscasters;
Negro-appeal shows, primarily on in-
dependent outlets; classical music pro-
graming, again mostly on indepen-
deuts; barn dance and hillbilly pro-
grams featuring local musical talent:
local “service”
cludes wews. traflic and weather bulle-

programing that in-

tins: foreign-language programing in
every language from Spanish and lal-
ian to lungarian,

4. Price structure: Spot radio rates
have played a large part in the steady
growth of spot radio in recent seasons.

As tv woun away a sizable amount of
nighttime radio audiences, radio sta-
tions countered by setting up single
rate structures. whereby day and night
rates were the same. The SRA now
estimates. for instance. that more than
half of the L. 3. outlets in tv areas
now have such an arrangement, or
have discount structures which amount
to the same thing.

At the same time many radio out-
lets have also set up special saturation
schedules for advertisers who want to
achieve heavy impact through the
cumulative effect of radio’s audience
turnover. From the station’s stand-
point, the saturation campaign has
been a useful wav by which to sell
more nighttime radio.

On the other hand something like
20% of the U. 3. radio outlets- -hy
the SRA’s guesstimate have raised
their early-morning or daytime rates
in the past three vears as daylight ra-
dio became increasingly  valuable.
And since these rates have generally
run behind the growth of davtime audi-
ence. advertisers have been quick to
buy for the most part.

Lasth the very spread of radio rates

-evervthing from a §2 spot announce-
ment on a minor station to a $5,000-
weekly saturation drive on a major
metropolitan outlet — has encouraged
business from every type and size of
national advertiser. Network media.
although far more flexible in recent
vears than they were in 19 are more
limited in their abilitv to tailor vehi-
cles for the medium and small-budget
.‘pﬂ“.\‘()r.

Transeribed shows

Q. What's new in the transcribed
radio program field?

A. \ectwork statious are turning in-
ereasingly toward the makers of tran-

scribed programs to help fill their pro-
graming needs. Reports from Irederic
W. Ziv. Harry S. Goodman. RCA Re-
cordedd PProgram Services and other
firms all support this finding.

The dwindling of network program-
ing has given rise to a substantial de-
mand for high-calibre nighttime pro-
grams, reports Alvin E. Unger, vice
president in charge of sales at Ziv.
though daytime shows are also much
wanted. For =owme time, big-name dra-
ma shows have been an important part
of the Ziv stable (with such stars as
Humphrey Bogart, Lauren Bacall. Ty-
rone Power, Dick Powell): but this
vear, Ziv, for the first time, produced
a show with a big-name conedy star.
Red Skelton. making a “network-level™
perforiner available to stations ar a
nominal cost. Now considered a “huge
success” by Ziv. the hal-hour Red
Skelton Show was releazed in Febru-
ary 1954, is now running on over 380
stations in major and secondary mar-
kets.

Stations are running Skelton gener-
ally five times a week, sell it in single
or multiple sponsorships. Of the spon-
ors using the show. 637¢ have taken
t as a full program buy. many have
bought it regionally for several sta-
tions. It is available for from £10 to
8500 a show. depending on wmarket
size.

s
i

Note the “63°¢™ fizure here. Broad-
casters attending the NARTB Conven-
tion reported a trend toward full spon-
sorship of quality programs rather
than just participations in these pro-
grams. points out Unger: broadcast-
ers had formerly indicated that adver-
tizers favored participations over full
program buvs,

Ziv will expand ii= comedy opera-
tions still further. It has just signed
a contract with Eddie Cantor which
will imvelve an expenditure of over
$9.000.000 during the next seven vears.
The contract calls for the making of
39 half-hour films annually and a sim-
ilar number of taped radio programs
cach year. the taping of the radio se;
rics to run concurrently with the tv.

will be called The Eddie

The show

BILL POWELL

Specializes in the
NEGRO
HICH SCHOOL & COLLEGE

MARKET vio

WSOK

NASHVILLE. TENNESSEE

SPONSOR
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WSYR

PULSE OF SYRACUSE — FEB., 1954

15-Min. periods, WSYR FIRST ..... in 54 periods
6 a.m. to midnight WSYR SECOND ... in 18 periods
’ 72

(that’s all there is)

y .’.
HI— =
i 1
¥
|
>

15-Min. periods, ~ WSYR FIRST ..... in 15 periods
6 a.m. to 10 a.m. WSYR SECOND ... in 1 period

16
. [ e %
15-Min. periods, WSYR FIRST .. ... in 24 periods
6 p.m. to midnight (a clean sweep!)

NIELSEN SAMS |
WSYR FIRST WSYR FIRST
by 47% to 212% by 29.8% to 2397%

’ AC”S[ NBC Affiliate « Write, Wire, Phone
or Ask Henry I. Christal Co. Inc.

WSYR-AM-FM-TV —The Only Complete Broadcasting Institution in Central New York
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MORE
POWER
100

Now under construction is
WQXR’s new 50,000 watt
transmitter . . . another great
milestone in the history of the

nation’s No. 1 good music
station.

It will be a great day for music
' lovers when WQXR becomes
the first good music and news
station to go 50 KW. And an
even greater day for alert ad-
vertisers who know the value
of a big market of above-aver-
age prospects.

Better get in touch with us
now to hear how more power
to us means more power to you.

WQXR

The Radio Station of The New York Times

220 W, 43rd Street, New York 36, N. Y,

212

Cantor Theatre, will ~star Cantor in one
ont of three shows. u-e him a~ host
in the other two for top Holly wood
names,  Production has started and
Ziv expect~ o have both the radio and
v series ready to be released before
the end of this vear. according to
Johm L. Sinne presidemt of Ziv Ty
Programs.

Ziv offers 50 ~eries of packaged
0,000 individual
programs of all types. Sales of Ziv
radio from Juh 1933
through May 1951 reached a higher
level (347 higher) than during any
other similar period in the company’s
history.

shows plus nearh

programs

Numerous inquiries on new
show releases and station requests for
advance bookings on ~hows point to
an extra-healthy fall season, =av< Un-
gcl'.

The MHarry S.

also pleased with the way thinegs are
p 3 g

Goodman Co. is

going. States Everett Goodman. man-
ager of the firm. “It’s surprising how
healthv our business is getting. The
first six months of this vear, we did
about 40°¢ better than in any six
months of our history. In fact. in just
one week recentlv, we did more busi-
ness in transeribed announcements
than we did in the last six months of
last year.”

Partly responsible for this new re-

surgence of business has been the comn-
pany’s new “Double Exposure” plan:
a plan 16 help program-hungry stationz
hll gaps and attract sponsors. It con-
sists of a package of 15 diflerent half-
hour mysterv-adventure shows with 52
episodes each (such shows ax Murder
at Midnight, Mystery llouse, Deadline
for Danger). The choice of mystery-
adventure was  determined by the
BAB's findings about the continuing
high popularity of such programs on
radio. says Goodman.

Stations can huy a minimum of
three of these shows (260 hal-hours
a yvear) to run across-the-hoard. Sev-
eral of the shows in the group have re-
broadcast rights without additional 1al-
ent fees. which is where the economy
of the plan and the “double expo-
sure” idea- -enters. lt enables the same
series to be broadca<t twice in one
weeh—once in the daytime. once at
night. so that if a station fills five half-
hours a week with a given program.
it actually pavs for onh three a week.
(Five of the 15 shows were made in
\ustralia which eliminates rebroadeast
fees

First station to buy this plan was
WOR, New York, which ha~ heen pro-
graming 10 hours weekhy with these
~hows (WOR Radio Playliouse) run-
ning 1,040 half hours in one year.
About 12 other stations have contract-
ed for this plan so far, savs Goodman,
practically all network stations, and
representing all four networks, They
have been doing very litile business
with indie stations.

Stations are selling mo~t of the
“Double Exposure” shows to partici-
pating sponsors or in quarter-hour ~eg-
ments, states Goodman. rarely as sin-
gle sponsor<hips. Each show provides
for a maximum of four participations
plus an opening and closing bilthoard
for each sponsor.

RCA Recorded Program Services re-
ports that the biggest development of
the year for them has been the new
growth in the popularity of their soap
operas. This, according to A. B. Sam-
brook, manager of the company, indi-
cates a new interest on the part of sta-
tious in strengthening daytime pro-
graming.

The firm offers three soap operas:
Dr. Paul. Aunt Mary and Betty and
Bob. The first-mentioned Dr. Paul was
acquired by RCA in the past vear (af-
ter having been sponsored for vears
on NBC by Wesson Oil and Snowdrift
Sales and having rounded up big rat-
ings). Since then. the company has
been promoting these shows to stations
in a package-— 15 minutes of program-
ing a day, five davs a week—at a spe-
cial price.

Sales of these soaps have risen more
this year than sales of any other tipe
of show they offer, states Sambrook.
RCA’s syndicated stable also includes
musicals, dramas. mvsteries. juvenile
and sport shows, 24 <eries in all. out-
side the soaps, ranging from half-
hours to five-minute shows.

Stations are running the serials
largely in the niorning. to build a day-
time women's audience earlv in the
day. They are selling them primarih
in full quarter hours (rather than par-
tcipations). with bakeries and dairies
two predoninating types of sponsors.

There are enough episodes of these
three serials to enable them to run for
vears on a =lation. ay~ Sambrool. and
more can be produced: Dr. Paul has
abmost  1.000 episodes: Aunt Mary-
0605: Betty and Bol. 390.

With the renewed davtime trend.
~oaps will be exen more popular among
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It won't help you

if it's not available

In Los Angeles, San Francisco and San Diego you
can woo customers into your stockade through the
open gates of KHJ, KFRC and KGB. Consistently
good ratings ARE available...to you...with no
fences of elusive high ratings so often quoted but not
available when you want them.

Low, low daytime rates apply to nighttime too, on
Don Lee’s three key stations that cover California’s
three prime markets. Singly or together, you’ll find
KHIJ, KFRC and KGB are your best buys.. . at the
lowest cost per thousand. For programs or spots
that ARE available...to you...corral your Don Lee
or H-R Representative today.

\\X\si\) —

SAN FRANCISCO
5000 W—610KC F SAN DIEGO
A, 1000 w1360 k€

LOS ANGELES Y
5000 W —930 KC

KEY STATIONS OF

Mzl
BON LEE

RADIO

Represented Nationally by H'R REPRESENTATIVES, INc.
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station= w the coming months. fore-
cast~ Sambiook. Simee most other <yn-

dicated <hows issned by RCV and the
other services are made for evening

broadeast. there will be a l'()l'l‘(‘\l)ﬂll(}-
meh increased need for other davtime
welll he
Charles Michelson also notes new
He re-

<howe ~lales.
activity with his <oap operas.
port~ that ~everal large independent
<tations have recenth bonght The Life
of Mary Sothern and Pretry Ritty Rel-
Iy, mainly for before-10-a.m. program-
e, He also finds that mysteries are
in demamd. i< currenthy working with
three radio reps who plan o clear at
least an hour each weekday evening
on their several stations 1o run a block
of his half-hour mystery shows across-
the-board.

Program. sales services

Q. What new trends are there
among the radio program and

sales services?

A. What have been referved to in the
past as “music libraries™ or “library
more accurately

services" are loday

JOI’T;éS M. LeGoate, Generol Manager
5,000 WATTS . 610 KC « NBC Affiliate
Notianol Rep., George P. Hollingbery Co.
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air traffic

‘owing Key M(ﬂ’kef

deseribed as “program and <ales <erv-
W orld

Thesaurus  and

e Onee
RS

were supphiers of mnsie transenptions

Broadeasting.
Lang-Worth

for radio ~tations: today they not only
provide a hbrary of 5.000 or more mu-
sical selections plus complete seripted
tand laelv. all-e.t.)
al-o aid stations in selling these pro-

programs, they

crams and other time a< well. They
provide recorded jingles for a variety
of <poir=ors. brochures and colorful art
to help the local salesman <ell the ch-
ent. tips on radio selling methods,
merchandising material for local ad-
vertizers, among other sale<-boosting
senvices (sce article in spoxsor, 17
Vay 1954, page 501,

With all these aid< provided by the
program and sales services, a local ra-
o station has something tangible 1o
offer an advertiser. The radio sales-
man no longer has to go out “cold” to
try and sell the local drug store or
taxi vab company on the idea of buy-
ing a program or participation. When
he steps out to sell the jeweler or the
super market across the street. he has
on hand a bhattery of catchy commer-
cial jingles and “lead-ins” specially
tailored for the type of prospective

-

increases
are further proof that

Last year, Miomi was the nation’s

No. 1 Port of Entry for oir possengers
from foreign shores .
nation in totol number of plane movements !
And, the first four months of '54 already show
number of passengers up 15.5%, Air Cargo up
7.5%, Air Moil up 14.9% ! Kinda' bears us out
that they keep flocking in

. . and ranked 2nd in the

... not only on
wheels and rails, but on wings, too!

Coll your Hollingbery Man and let him tell you
what o whale of a job WIOD's doing every
day in this newest of all Key Morkets !

~ponsor he i< visiting. lle can al-o
offer a variety of other commercial
pegs. such as holiday and ~pecial-oc-
casion campaigns, with which the spon.
s0r can lie in.

There has been an increa<e in the
demand among stations for shows in
which multiple participations can be
sold. according to spokesmen for these
finns. pointing to an increased interest
on the part of advertisers in buying
local radio participations——especially
in shows with big-name stars such as
these services supply.

To help meet the demand for top-
slar shows which can he used as par-
ticipating vehicles and which require
no seripts or special announcer-person.
nel. World Broadcasting has< come up
with what it calls its "ComET™ Plan
tan abbreviation for “complete elec-
trical transcription”™). The plan was
fhirst announced at the NARTB Conven-
tion and will be formally launched by
World station-subscribers on 15 Sep-
tember, according to Pierre Weis. gen-
eral manager of World.

World’s ComET Plan features The
Betty Grable-llarry James Show de-
signed to run one hour a dav, five days
a week for 52 weeks (2060 :hows a
vear), A husband-wife chatter-and d.j.
show in which the two big-name stars
do all the introducing of numbers by
leading bands and top-star vocalists,
it has room for 15 commercial an-
nouncements {12 one-mmute. three
half-minute slots): stations can =sell
these 10 sponsors individually or in a
variety of combinations.

This is the first time Workl has pro-
duced a show of this length and type
all on an e, and with no script. open-
end style (the station selects specific
vocal or band selections indicated on
the e.. and at the proper time plays
them on another turntable). It i<
available onh to World subscribers at
a nominal charge of 81 per show and
to date some 325 stations have signed
for the plan. These include contract
extensions and renewals as well as new
subscribers. among them big network
powerhouses seeking programing to
fill evening gaps.

The increasing interest of the big
network stations in their services s
significant. savs Weis: as the networks
offer less and less in the way of pro-
graming. he declares. services lhike
World which can provide the stations
attractive  hig-name

with programs,
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He reaches customers in kitchen and car

Want to talk to the lady of the house while she’s
preparing the evening meal? Want to get the ear
of her husband while he’s driving his car?

Then let Hal Morgan tell your food, beverage,
drug or automotive story on “Morgan’s Matinee”
—the sixty-minute show with double-barreled
appeal for homemakers and motorists alike.

From 4:00 to 5:45 each weekday afternoon,
Hal Morgan serves up a blend of good music, news,
weather; time and road conditions . .. preferred
fare for the man driving home from work, and
for the homemaker in the kitchen.

While Morgan is on the air, Greater Cleveland
traffic is at its peak. Over a quarter-million motor-
ists are on the move—90% with car radios!
During this same period, radios are tuned to
Hal Morgan by busy homemakers.
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Reach customers in a mood to buy—on
“Morgan’s Matinee’’ ! Participations and quarter-
hour segments available. Check your nearest
Christal office today.

THE STATION WITH

4, MILLION FRIENDS
IN NORTHERN OHIO

CBS—Cleveland—350,000 Watts
The Peoples Broadcasting Corp.
Represented by The Henry |, Christal Co., New Yark
In Coanado by Radio Time Sales, ltd., Toronta
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will Le more mmportant to them.

lu Line with the growing demand
for participating programs, World i~
planning  about siv uew  five-a-week
~cripted  half-hour and  qnarter-hour
musical <hows,

World hoast~ over LOOO station-sub-
seribers. reports that it~ prodoction
hudeet for the first <ix months of 193]
was up 35 over last year,

RO NS Thesaurns also stres-es a~ the
hinportant trend this yvear the increas-
ing a~e of participating announcements
i library <envice <hows rather than

stigle spounsorships. Thev have de-

signed such new shows as Penthouse
Party. hosted by Nelson Lddy and fea:
tnring top voral stars, to carry up to
seven parlicipations on one half-hour
~lanza. and Melachrino Musicale to
provide for four ammonncements per
gqnarter honr. Fach show. however. is
flexible and can be sold by stations in
a variety of wavs,

Reflecting the ever-inereasing sales-
consciousness in the field. this vear for
the first time. Thesaurus has made
available merchandi=ing and point-of-
sale material to the sponsors of one
of itz <hows. The Hour of Charm (with

T 52 d time T corral &

BILLION DOLIAR MRk T,
Blll "

oppIP tine ' Ty

“Thew's Powertu| words,

arduer, aud we've got
cattle gnd o1l wells to
back thew upl*

® KTUL blankets the rich 22-county area of Northeastern
OKLAHOMA where 805,000 people have an effective
BUYING INCOME of $1,064,307,000 and SPEND
$696,809,000 annually on merchandise. KTUL is a
welcome “salesman” in 242,360 RADIO HOMES in this
fabulous Market!

® For the complete, graphic story of KTUL's TULSA
MARKET, write to George Ketcham, Promotion Director.

CBS Radio Affiliated

in with
Northeastern K _ KFPW
OKLAHOMA i Fort Smith, Ark.

L. A. BLUST, Jr.,, Vice Pres.-Gen. Mgr.

AVERY-KNODEL, Inc., National Rep.
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Phil Spitalm’s all-girl orchestra)

Starting in August, Thesaurus sub-
~cribers will receive the first selections
in a new series of "Sell Effects— ~in-
gle-word trauscriptions designed 1o tie
in with local commerecials {these are
in addition to the finn's <inging jin-
gles).

In May, The<aurus launched a new
five-minute usical quiz show. Quickie
Quiz, vepresenting a somewhat differ-
ent programing approach for the firm
twhose 31
tquarter-hiour

shows in half-hour and

lengths  are  largehy
straight musicals with top-name vo-
calist~ and band leadersi. Featuring
Ralph Flanagan and orchestra. it is an
audience participation bit  expreszl
designed to tie in with local events and
sponsors connected with them.  Ten
five-minute <hows are available each
week. and nost stations run two a dav.

Artists in The:aurus shows include
such names as Eddie Fisher, Johnny
Desmond, June Valli. Beatrice Kay,
Fran Warren. Sammiy Kave.

Lang-Worth Feature Programs re-
ports that it has increased its customer
list by 257¢ since 1 September 1933.
“We are today re-signing radio sta-
tious that two or three year: ago de-
cided to get along without a program
service,” savs Lang-Worth President
C. 0. Langlois.

In the planning of new programs.
Lang-Worth is now working hand-in-
glove with a committee of executives
from several advertising agencies all
over the country to bring in a practi-
cal advertiser viewpoint. Rather than
design shows merely to attract audi-
ences as in the past and for single
sponsors, Lang-Worth has revamped
its approach to a more sales-conscious
one. is now gearing programs toward
the much-in-demand multiple sponsor-
ships.

First of the new-tvpe shows is the
Russ Morgan Show, a dailv 30-minute
stanza with five one-minute availabili-
ties per program which will start 0
September. At presstime. it was sold
in 504 markets. It is a new departure
for Lang-Worth in more ways than
one. It is the first show that the firm
i« marketing individually that is. lo
non-subscriber as well a~ subseriber
stations. It is also the firm’s first show
for which no seript i= needed—the m.c.
role is taken over by the star. in the
~tvle of open-end shows. while the lo-
cal d.j. plavs the tunes. There is a big
need for thiz open-end type of show.
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Announcing

the appointment of

-R inc.

as the National Representative

for Radio
O M A HA

Another step toward even better service for KOWH advertisers is the appoinunent ot H-R Inc.
as National Representatives for “America’s Most Listened-To Independent Station.”

And just to cinch the “Most Listened-To” title even more firmly, KOWH just completed 1ts 32nd
month in first place in Omaha by setting a new record. With a day-time rating of 46.29,, KOWH
has just topped the mark for share of 2udience in a six-station area.

And with an average like that, any spot vou pick at random has a better than even chance ol

delivering you a bigger listening audience than a spot on all other Omaha-Council Bluffs stations
combined!

-CONTINENT BROADCASTING CO.

General _A-Aanager; Todd Storz T
KOWH WTIX WHB
Represented by Represented by Represented by
H-R Inc. Adam J. Young, Jr. John Blair & Co.
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RADIO STATION

.Y

HUNTINGTON, WEST VIRGINIA
SERVING 3 STATES -

We Would Like
You To Meet . . .

JIM
THACKER

NEW
WSAZ

SPORTS DIRECTOR

THE FAVORITE SPORTSCAS-
TER OF THE TRI-STATE
AREA . | . Bringing the latest
local, regional and national
events to the listening audience

at

6:05 P.M.
MONDAY THRU SATURDAY

“TIME FOR SPORTS"
5,000 WATTSDAY

1,000 WATTS NIGHT
930 KC

TELEVISION AFFILIATE
WSAZ-TV
Represented by THE KATZ AGENCY

says Langlois. and more will follow
from Lang-Worth.

This year Lang-Worth made a tran-
scribed sales lecture course available
to subscribers titled “Selling and Ser-
vicing Local Radio Accounts” setting
forth basic groundwork in radio sell-
ing as well as new angles and ideas.
The company plans to continue these
aids. transcribed by President Lang-
lois himsel. It also plans additional
relcases of musical commercials which
have been extremely popular with ad-
vertisers, reports Langlois,

Associated Program Service (a di-
vision of the Muzak Corp.) now has a
“permanent” library of some 7,000
musical selections plus sales aids which
it rents to subscribers, plans no change
in this sctup right now. Its collec-
tion includes musical production as-
sists such as themes, fanfares. bridges
and sound effects. Selling aids, aside
from time and weather jingles and ad-
vertiser lead-ins, feature a series of
transeribed sales talks by former APS
\.P. Maurice B, Mitchell (now Presi-
dent  of Encyclopaedia Britannica
Films). designed to be run off at sta-
tion sales neetings.

APS rents its library at a monthh
rate of $62.50 to all stations, regard-
iess of size, on a minimum three-vear

contract. It currently has 483 subscrib- |

ers.

Although APS rio longer issues new
releases or services, in the past 18
months it has had a higher net than
at any time in its history. according
to lidward Hochhauser Jr.. vice presi-
dent and general manager. The reason
is that it operates at minimal cost, via
direct mail.

Pop, light concert and dance nrusic
dominate the AP'S Library. though nov-
elty, hillbilly. hand and religious selee-
tions are included. Featured are such
names as Rosemary Clooney, Guy Mit-
chell. Vie Damone, Errol Garner, Xa-
ier Cugat.

Farm radio

Q. Isn’t most farm programing in
rural areas?

A. Obviously a great deal of farm
broadcasting is done by stations lo-
cated in predominantly rural areas.
llowever. 647 of the radio stations
and 477 of the tv stations responding
to Program Guide questionnaires said
they carried farm programs. (Pro-

gram Guide is the breakdown on local
L. 5. radio and tv programing re-
centhy published by Sponsor Services
Inc.) Included in the list of stations
with farin programing are such urban
outlets as WNBT (tv), WABC and
WOR. New York; WGN-AM-TV.
WMAQ, WNBQ, WBBM-AM-TV and
W LS. Chicago, and other outlets,

(For details on the farm market,
sec SPONSOR’s special farm section, 18
October 1954, See alo IFarm tv, page
102.)

Negro radio

Q. What's the most important
thing to remember when selling
to Negroes?

A. Best results come from using Ne-
gro performers or announcers. Never
use artificial Negro speech: let the
station rewrile vour commercials. if
necessary, to suit its market. Consis-
tency in Negro advertising is impor-
tant as with all advertising.

Q. How many Negro stations are
there in the U. S.?
A. Program Guide lists 22 stations

Agencies! Advertisers!
_be among the FIRST to

profit from the NEW Tucson, l
Arizona Metropolitan Area! ]

141,216 population - 1950 census
e Tucson - 167 Quality of Market Index

Get FREE FACTS from

Tucson’s Scott Henderson
Advertising Agency j

Call, Write, Wire, TODAY?

Other ways the Scott Henderson Adverfising
Agency of Tucson ¢an help you ond your I
product:

® Your product in on exponding morket
needs ottention. The Scott Henderson Adver.
tising Agency knaws the Tucson Metropoliton
Areo. It con select medio, do spot-checking |
of distributors ond retoilers, hondle reseorch
and billing.

® Ask obout our special rodio ond TV l
packages; olso spot avoilobilities on top
shows. 8

Dial 3-5425
| Santa Rita Hotel
Tucson, Arizona

L
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SPONSOR builds on a solid basis. Our policy: turn out useful issues and the

advertising will follow. This common-sense approach to tv and radio trade

paper publishing has appealed to station advertisers increasingly since

our first issue in November 1946. Our promise for 1954: new, improved

use departments, more use articles for buyers of radio and televis



whichh are 10047 Negro programed
and 82 other stations with a consider-
able amount of Negro  programing.
There were 371 slations responding 10
the Guide questionnaires (25°¢ of the
total respondent=) which program al
least partially for the Negro andience,

Q. What's new in Negro radio?
A. Possibly the latest 11 Negro pro-
graming i= the National Negro Net-
work. which airs Ruby alentine (a
serial story) on 43 stations. Sponsors
include Pet Milk. Philip Morris cig-

arettes and Wrigley guin. An interest-
ing fact is that representatives for
Negro slations told spoxsor that “iy
i< not hurting Negro radio at allj it’s
<till an untapped goldmine.”

Q. How big is the Negro market?
A. ‘The Negro market is bigger than
vou probably inagined. After all. one
out of 10 Americans is Negro. In
New York alone there are more than
one million Negroes—uwlich exceeds
the eutire population of Pittsburgh.
Boston. St. Louis or San Francisco.

Star . .

The Night the Stars Came Out

If the stars came out only one night a year, what an audi-
ence they would draw. And if WIBW broadcast only one day
out of 365, what a rush there would be for availabilities.

Fortunately for advertisers, WIBW is on the air every day
from dawn to midnight. To the farm and small town folks
who make up our audience, we're as dependable as the North
. dependable in our services in their best interests.

That's why WIBW consistently® continues to be the sta-
tion that Kansas farm folks listen to most—the station where
RESULTS make it the first choice of sales-minded advertisers.

*Runsas Radio Audience 1937 to 1953,

Ben Ludy, Gen, Mgr. WIBW -~ WIBW-TV and KCKN

WIBW . CBS Radio, Topeka, Kansas
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The Negro market represents a lot of
money. too. In the Birmingham area,
for instance, more than 210.000 Ne-
groes spend more than 8248 million
('\'('r-\’ '\'(’ar.

Classical mnsice

Q. How popular is classical music?
A. During 1952 (last year for which
figures are available) 30 million peo-
ple paid 815 million in admissions lo
hear good music concerts in the U. 8.
That was five million more than the
number of people who attended all
major. minor and no-league base-
ball games.

Survevs indicate the average income
of people who listen to good music
radio stations is 87,000—double the
national average. There are five times
as many people earning $15.000 or
more who listen to good music stations
than those who listen to other stations.
Half of all good music listener- own
their own homes (9077 of the non-
apartment dwellers who listen 1o good
music stations own their homes).

Q. Exactly how big is the good
music radio audience?

A. Good Music Broadcasters, Inc.,
reports that its 14 member stations
have a total audience of more than
two million people. In addition to
these 14 slalions, sPONsSOR's Program
Guide also lists 125 other stations pro-
graming more than 10 hours weekly
of good music. There are 922 stations
(61 of the Guide’s respondenls)
who program one or more hours week-
ly of good music. The audience of
these slations can only be conjectured.

Q. What kind of sponsors use
good music stations?

A. Leading good music advertisers
include Air France, Macmillan Co.,
RCA Victor (for its hi-fi equipment),
Holidav, Reader's Digest. Atlantic
Monthly, Hukwa Tea, Cadillac, Buick,
French Tourist Office and many others.

Folk music

Q. Do mostly hillbillies listen to
folk music?

A. According to Program Guide the
majority of people like folk music
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(sometimes called Western and hill-
billy). For 65% of the Program
Guide respondents (995 radio sta-
tions) reported folk music program-
ing. There are at least 230 stations
which schedule more than 20 hours
weekly of folk music and at least seven
outlets program mnothing but folk
music. These stations are not all high
in the Ozarks, either. For example,
WARL, Arlington. Va., a suburb of
Washington. D. C, is a 100% folk

music station serving the cosmopoli-

tan, sophisticated capital citv. One of
the nation’s best-known stations—
WSM. Nashville—broadcasts 39 hours
weekly of folk music. KXLA, Los An-
geles and KVSM, San Mateo (a San
Francisco suburb) are 1007 folk-

music programed.

After-midnight radio

Q. Who listens to the radio after
midnight?
A. Most people think factory work-
ers on the graveyard shift are the only
souls exposed to post-midnight radio.
As American Airlines can testify, how-
ever, a large group of white-collar
workers also is up late. The airline
has Music Till Dawn on six major
stations (see “10 top case histories,”
page 45). The show is aired from mid-
night to 5:00 or 5:30 a.m. on the out-
lets. draws hundreds of letters weekly.

There were 204 U. S. radio stations
with post-midnight programing which
responded to Program Guide question-
naires. This represents about 18% of
Program Guide respondents.

About 5% of the respondents—75
stations—operate 24 hours a day.

About 80% of the stations schedule
pop music. Other programing includes
chatter and interview, folk music, light
classical and classical music.

Relldlous and oospel

Q. How many stations put on
religious gospel shows?

A. As might be expected, the Bible
Belt contains the largest concentration
of radio stations specializing in ve-
ligious and gospel programing. How-
ever, such programing is not entirely
confined to one area. for 547 of all
Program Guide respondents feature
some religious programing. About 100
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stations offer more than 10 hours of believe foreign-language programing
such programing weekly, of which 25 is important enough to continue to a
are on Negro-appeal stations. Some locate money for it. And more new
stations program far more than 10 sponsors are using foreign language
hours weekly: KGER, Los Angeles. programing all the time. (Among the
carries more than 70 lhours a week of  recent entries: ltaltan Lines” purchase
religious programing. of Travel Diary over WOV, New

York.)

Foreign language

Q. The foreign market is sharp-
ly declining though, isn’t it?

Q. Is foreign-language program- A. Ten yecars ago a leading New
ing still important to advertisers? York agency told its clients that “in
A. At least 50 national advertisers a decade there will be no such thing

NOW BIG NAME SPANISH SHOWS

for the BIG U.S. SPANISH MARKET!

Two transcribed productions starring oy

. S Pr -
Latin America's most popular actor Ohotion Mg,
" SPANISHI e

ARTURO DE GORDOVA | .. “ev before Eiveaway,
| gk

150 4 hours—a love story filled with
the passion and suspense which guarantees
a loyal Spanish speaking audience.

and
LOS PERSEGUIDOS

26 half-hours of mystery

| In SPANISH, the greatest adventure show of all . .. \

LAS AVENTU RAS DE

The most popular DAYTIME SERIALS Serialized adaptations of
by Latin America’s leading radio author, Mexican Motion Pictures
CARIDAD BRAVO ADAMS with the original stars in the cast!
. 4 transcribed series now available. S transcribed series.

For auditions ahd further information contact:

In New York: Fremontle Overseas Radio ond TV Inc.
366 Modison Ave., N. Y. 17. MU 7-4344

it
iy

In Mexico: Fremontle Rodio y Television, S.A.
12.706 Poseo de la Reforma
Mexico, D.F. Tel. 36-28-17




a~ a foreign-langonage market in the
U, 8.7 It based its prediction on Hinit
ed inmmigrant gquotas and other fac
tor~.  Now. however. the
telling clients that “the foreign market

agency s

continues to be a very important fac-
tor - advertising.”

Q. But isn‘t the foreign market
group—Ilike everyone else—Ileav-
ing its own neighborhoods in
downtown areas and scattering to
the suburbs of cities?

A. Milton Guttenplan, vice president

of il Mogul Co.. told spoxsor that
there had been a trend to the suburbs,
“But this mostly affects distribution
of products for these groups,” he said.
“It may change distribution patterns.
It doesn’t aud won’t affect radio ad-

radio suburbs
And radio continues to have

vertising; covers the
any way.
entertailnment appeal that these groups

seck ont and enjoy.”

Q. Where are the major foreign
markets?
A. A< a rule of thumb, chief foreign
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markets are the older urban manufac-
turing centers.  sPONSOR's  Program
Guide listed 285 radio stations carry-
mg foreign-language programing (not
including Spanish; sce separate para-
graphs for Spanish-American radio/
tvi. This is nearlhv 2077 of the total
respondents to the Guide question-
naires, Penn<ylvania had 37 stations;
California. 30; New York. 29; Michi-
can. 23: Massachusetts, 18, and Ohio
17. The stations program to 31 differ-
ent nationalities.

Mexican=-American

Q. Are there two kinds of Span-
ish-speaking groups?
A. Yes. One is made up of immi-

erants largely; this is the Puerto
Rican group which centers in New

York City. The other segment is the
Mexican group.

The Dept. of Commerce and others
consider the Mexican-American group
at least 300 years old. And it’s big;
there are about three million Mexican-
Americans throughout California, Ari-
zona. New Mexico. Colorado and
Texas.

Q. How do markets
rank?
A. Richhard O'Counell. New York

station representative with a number
of Mexican-American stations, comn-

individual

piled Dept. of Commerce. Chamber of

Commerce and Census figures, as well
as reports from several other organi-
zations, to arrive at this breakdown:

Los Angeles County. 550.000: San
Antonio. Tex.. trading area (includes
10 surrounding counties). 400.000;
the O5-mile strip of the Lower Rio
Grande Valley, Harlingen. Browns-
ville. 350,000; Corpus Christi trading
area. 110.000 to 125.000: [} Paso-
Juavez trading area. 100.000: Houston
trading area, 90,000: Laredo, Tex..
trading area. 90.000: Austin trading
area. 80.000: Albugquerque trading
area. 80.000: Phoenix trading area.
75.000 and Tucson trading area. 50.-
000. The rest of the population is
divided fairh evenly within the rural

valteys of South Texas. the Impenat

Valley and Sau Fernaudo Valley (both
California). along the rest of the
Texas-Mexican border from lLaredo
northwest to El Paso,

SPONSOR
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Q. Do these Mexican-Americans
have any program preferences?

A. The Mexican-American’s natural
infatuation with music nakes
the backbone of programing of any
good Spanish station. According to
Richard O'Connell. next in popularity
“is the real blood-and-guts type soap
opera which greater
lengths in realism than do our Eng-
hish soap operas. They, for instance,
think nothinrg of having an illegitimate
child in the script about to be born.
However, due to their religious taboos,
the child must either die at birth. the
mother must die at birth, or. as rarely
happens. the father must show up at
the last minute and marry the mother.

mMusice

goes to much

This is just one example of how real-
istic Spanish soap operas can get . ..~

Fm radio

Q. What is the outlook for fm?

A. Veteran fm men say they have
reason to be optimistic. They give
three reasons: multiplexing, hi-fi,
more fm sets,

Q. What is multiplexing?

A. It's a way of broadcasting two
signals on the same channel. It en-
ables part of an fm channel to be used
for non-broadcast purposes while regu-
lar fm “home” broadcasting continues.
This squeezes more uses out of a single
channel, gives fm more opportunities
to make money.

Example: While an fm station is
broadcasting classical music to the
home audience, it could also beam
background music to restaurants and
offices. The background music could
be hroadcast without interfering with
the “home” broadcasting. A third ser-
vice, music for stores, could also be
broadcast simultaneously.

At the Chicago NARTB Convention
last May, FCC Commissioner George
E. Sterling indicated that the new rule
allowing stations to do multiplexing
(officially known as FCC Docket No.
10832) will soon be put into effect.
He was careful to state that multiplex-
ing would be an “adjunct to fm, not
a replacement for it. . . . It may give
fm the revitalization it needs.”

Q. Is hi-fi a factor for sponsors
to consider?

A. Virtually every big maker of elec-
tronic gear is trying to cash in on the
hi-fi market. Once confined to smaller

firms, now RCA. GE, Philco. Zenith,
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Pilot and others are making a strong
for hi-fi ltenry G
Baker, RCA vice president (home in-
says there will be 3300
million spent on hi-fi equipment dur-
mg 1954.”

This will affect fin. The majority of

pitch business.

struments),

hi-fi rigs (ranging in price from $150

to several thousand dollars} have an
fur or fin-amm tuner. “These hi-fi fans
aren’t buying an fm tuner just to look
at,” one dealer told spoNsoR.

NOW

Various fm slations have reported
an upsurge in business from hi-fi deal-
ers and record companies.

Q. What sponsors should make
an effort to reach hi-fi homes?

A. i is a great delight of the
upper middle class. With a mimimum
investment of 3150 required—and the
average running around $500 to $800
obvious that hi-fi

it's enthusiasts

who listen mainly to fm constitute a
quality market.

Better automobiles.

on Every
Dial

Texas’' Largest Full Time
Independent Station

~ ASK THE WALKER REPRESENTATION CO.,

INC.
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travel and transportation firms.  dis-
tributors of fine wines all these are

“natnrals,

Q. Besides the hi-fi fm sets is
fm set circulation growing?

A. Not only i~ the number of fm
manufactured  steadily - (if  not
spectacularly) Increasing.  but

sels
also
two new areas of fin listening recently
v e been opened. Now you can buy
both auto radios with fm and portable
radios with fin bands.

WILDROOT
(Continued from page 1)
Billy - Williams. now  has s own

group). The program was aired Mon-
din eveniugs, ran 15 minutes,

The show never got off the ground.
It~ average rating was 1.8. The sale
of Wildroot hair tonic did not surge.

For six long years Wildroot aban-
doned all plans for extensive radio ad-
vertising and turned to other media.

By late 1912 the memnory of Wild-
root’s =ad radio experience had faded.

.

l
v

SPONSOR
40 E. 49th St.

New York 17

Name
Firm
Address

City

for quick, easy reference

to your copies of

SPONSOR

get the durable new

Sponsor binder

looks like a million . . .

Please send me Binder lolding 13 issues and bill me later.

, costs only

4,

O
O

4 one binder
7

8
&7 two binders

Zone State

224

Wildroot had just brought out its now-
Wildroot Cream Oil.  And
Maurer had just written his “Wildroot
Cream Oil Charlie” jingle, After in-
troducing Cream Qil in October and
November via Sunday  supplements,
Maurer uvsed =pot radio on a market-
by-market basi< tat that time the 100-
inarkets map had not been figured
out). As soon a~ one market had been
established. Wildroot ])(*gan spot ra-

faimous

dio m another area.

[ «e of spot radio increased year by
vear until, during 19141 Wildroot was
said to have spent more for spot than
anv other advertiser. In those davs,
recalls Maurer, network radio was the
big thing and it was unusual for a na-
tional adverniser to use particularly
heavy ~pot crampaigns.

Despite his satisfaction with spot, by
1945 Maurer decided the firm
readv for network radio. 1t had been
nine years sinee the eompany had bheen
in network radio.

The first show featured the Wood»
Herman band. A vear later Wildroot
switched o Sam Spade. The private
eve was sponsored by Wildroot for
four and a quarter years.

was

About  the Wildroot
bought the King Cole Trio. This group
was sponsored by Cream Oil for a
vear and a half.

After dropping Sarn Spade and the
Trio. Wildroot picked up The Shadow
and, later. Twenty Questions on MBS
plus Charlie Wild on radio and tv. h
continued these network programs un-

same time,

til 1953 when. following completion of
the 100-market breakdown and the 100
different advertising budgets. Wildroot
dropped network radio and put its en-
tire 81.1 million air budget into spol.

“You'll sce that we had several cri:
teria for network radio.” Maurer ex-
plains. “All the shows we sponsored
we gol jusl as they were on their way
up in popularity, We kept them until
they reached their peak. then turned
lo new programs,

“All the ~hows had a voung follow-
ing as well a~ an audience that had
pretty good male histening. They were
aired at a time when we'd reach men

hoth voung men and older men.
You sce. we're serious about getling
our mes:age across to a young audi-
ence.

“You might say we try to cateh 'em
hoth on the wav up—both progranis
and kids.”

Significaut as his big colored map

SPONSOR




and 100-budget breakdown is to Mau-
rer. they're not the nost important ele-
ments in Wildroot’s advertising strat-
egy.

“ldeas are most important,” he ex-
plains. “lixciting ideas, with the right
kind of copy. Of course you need a
good product to begin with. You've
got to be honest. But aside from those
basics. | believe ideas are most impor-
tant.”

Maurer is himsell an idea man. He
doesn’t leave all the ereative thinking
up to BBDO. “I have my own creative
man, too, Earl Obermeyer. Good idea
man, exeellent writer. [arl, the agency
and I all work together on ideas.”

Possibly Maurer’s most exeiting (he
likes that word) idea was his “Wild-
root Cream Oil Charlie” jingle.

When Maurer hears the jingle, he
visualizes a ecouple of vaudevillians
with their canes, striped trousers and
straw hats a la the Happiness Boys.

“For one thing that jingle is happy.
And 1 believe it's important to have
happy eommercials. People like to be
happy. They like to be associated
with happy produets. Our jingle sort
of gives them a lift, makes ’em feel
good.”

Every line of the jingle eontributes
to its selling message. ““Take the first
line—‘You’d better get Wildroot Cream
Oil, Charlie—where you ask the lis-
tener to act. The second line gives
hiin the reason why—‘It keeps your
hair in trim.” The next line tells more
about the product-"You see ir’s non-
alcoholic, Charlie; it’'s made with
soothing lanolin’ The next line re-
peats the demand for action—You’d
better get Wildroot Cream Oiu, Char-
lie; start using it today.’

“We even throw in sex. The next
line goes, ‘You'll find that you will
have a tough time, Charlie, keeping
all those gals away.’ And so it goes.”

This year’s Wildroot campaign is
eentered around Al Capp’s eartoon
charaeter, Fearless Fosdick.

“Coming into 1954 we had. in ad-
dition to the annual problem of where
were we going to tell our story, the
problem of what we were going to say.

“What, besides our jingle. did we
need? We needed some exeiting way
of dramatizing the jingle. We wanted
a new way of getting the jingle to the
publie.

“Having Fearless Fosdick is like
having a Godfrey or Crosby—he’s an
audience getter, a salesman, a echarae-
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thing

ter that synibolizes Wildroot Cream
Oil.”

Before definitely signing with Capp,
however, Maurer ran a split-run test
in which I'earless and a conventional
carloon strip were used. Both cartoons
were on the comies page. Both had
the sanie position.

When readership
made. the Capp eartoon ontpulled the
other strip by such a great extent that
says Maurer. “we could do only one
hire Fearless Fosdick.”

The company’s radio and tv com-
mercials also feature Fearless Fos-

survey s were

dick, ax well as point-ol-sale material
sales letters to distributors and all the
rest of WildrooUs adsertising and mer-
chandising.

“Fearless is our gimmick this year
Maurer explains, “and we'll exploit
him to the fullest extent.”

When it comes to giving people
ideas, Maurer warms up to his theory
that the advertising agency shouldn’t
e responsible for every new idea.

“I believe we're BBDO's second old-
est chent. We started with Alex Os-
born—the old Remington Agcney
(Buffalo), stayed with the merged

How You Gohna Keeplem
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Batten. Barton. Durstine & Osbonu.
"Y our agency has to be a partner in

You lune to tell the

agency everything aboat yvour com-

your business,

paiy. Don’t look upon the agency as
It shonld be your
selling partner. You're both in busi-
Maurer ob-

an idea machine,

ness to make money,”
served.
Maurer gave this description of the
way Wildroot works with BBDO:
“Qur account execntive i= Alan D.
Lehmmann. who is assisted by two as-

REASONS WHY

KOA's Western Market
is the place to intensify
your farm and ranch selling

right now!

came is higher thraugh the

| \
74.3% higher than the

national average!

sistant account exeentives--Jay S, Lar.
man amd Stuart Hample; also a media
director, William Decker—all working
out of BBDO's Buffalo ofice. Our New

York coordinator and Gal Friday is
Gertrude Scantan, and | think it would
be safe to say that a group of BBDO-
ers- -upward of 35 people—spend all.
or part time, on the Wildroot account.

*[ sincerely believe that the Wild-
root Contpany and BBDO relationship
15 very unique. It is well over 40 years
old and we have never had another

Incame is at its peak!
Fram now thraugh the fall,
harvest seasan means

baam buying!

KOA serves the entire Western
Market ... more people who
can’t get TV than any
radio station in America.
This regular coverage
includes 3,644,400

listeners in 302 caunties

of 12 states!

Write today for
complete details...
or CALL PETRY!

KOA programs for this
market, with 18 hours

a week devoted ta

FARM AND RANCH SERVICE!

DENVER
Covers The West... gedt;/
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226

agency—which is certainly unusual iu
our kind of business. The Wildroot
advertising department is relatively
small for a firm with a $3,000,000-
plus budget. | sincerely believe that
the reason for this is that we have
always tried hard to avoid client-agen-
cy duplication, and we use the agency
for almost everything that they are in
a position to supply.

“We do not look upon our agency
as an idea shop, nor do we depend
on them for all of the ideas and all
creative suggestions.
are a group of intelligent, sound busi-
nessmen, and they have our complete
confidence, For example, at the last
bi-monthly meeting which we had with
the A. C. Nielsen Co., there were as
many agency people in attendance as
there were Wildroot people.

“You might be interested in know-
ing that the agency is called into all
of our planning at the very inception.
They are active in all of our product
testing, consuner testing and sales test-
ing. Coming right down to the last
foot. we feel that they share with us<
any successes or failures that we may
have experienced.”

Maurer explained that Cream Oil
was originally a wartime substitute.

“Our hair tonic, pre-World War IL.
had alcohol in it, ltke most tonics.
Then our supply of alcohol was cut
hecause of the war. Ever since 1937
the lab had been working on a tonic
with lanolin that was non-alcoholic.
Actually it probably was better for
vour hair. Of course some men liked
the stimulation they got from the alco-
hol tonics. But we had to sell the fact
that because ours was non-alcoholic
and contained lanolin—that was at a
time when most people didn’t know
what lanolin was exactly—ours was
better.”

Some observers told Wildroot they
were making a mistake in bringing out
an emulsion tonic. “Men wont put
that white stufl on their hair,” thes
warned Wildroot.

Maurer and Albert E. Ritchie, gen-
cral sales manager for world opera-
tions. started to test the Cream Oil
eight niarkets.

They chose markets of 100.000 to
250.000 population—big enough to
check results but not too big to be too
expenshve or to make personal check-
ing impossible.

Maurer had charge of four markets,
Ritchiie had the other four. Each per-

SPONSOR
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sonally supervised careful sales tests.

“After weeks.” Maurer told
SPONSOR. “we were convinced that we
had a winner in Cream Oil. And our
‘wartime substitute’ has turned out to
be a peacetime necessity.”

niue

The Cream Oil is today so impor-
taut to Wildroot that it gets virtually
the entire Wildroot advertising bud-
get. even though a wide variety of hair
preparations and shampoos are pro-
duced. “For oune thing. the hair tonic
industry is very susceplible to adver-
tising.”

Working under Maurer is a staff of
10. In addition to Earl Obermeyer.
Maurer’s ‘“‘creative man.” there is
Chuck Dentinger, the advertising de-
partment’s media director, who liandles
the schedules, checking, billing details.

Arthur Zgoda edits a weekly em-
ployee newspaper (which has won two
first prizes and a grand prize for the
best publication entered in the Niagara
Frontier Industrial Editors Association
contest, judged by Northwestern Uni-
versity’s Medill School of Journalism).
Zgoda also edits a biweekly salesman’s
newspaper. is the company photogra-
pher. handles employee relations and
does some public relations work.

Maurer has been with Wildroot 25
vears; he has been advertising direc-
tor since 1947 and was advertising
manager the preceding five years, He’s
immediate past chairman of the Asso-
ciation of National Advertisers. is on

the ANA board and was a member of | |

sPONSOR’s Advisory Board for its All-
Media Study. sPoNsOR got the impres-
sion, while spending a day with him,
that he is given a free hand from Wild-
root President Harry Lehman in run-
ning the company’s advertising pro-
gram. Maurer started with Wildroot
during a summer vacation while he
was attending college, liked it so well
he stayed with the company and never

did finish school. Before coming into |

advertising he was a salesman.

The original batch of Wildroot hair
tonic was made by two Buffalo barbers
who had been asked by their custon-
ers for a dandruff-removing prepara-
tion. The jug in which the first tonic
was made in 1909 is in Wildroot’s
arehives.

sPONSOR asked Maurer why Wild-
root had been so successful when there
are several hundred brands of hair
tonics on the market to chose from.

“We have a good product, of
course,” sald Maurer. “It costs more
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to make Creant Oil than other tonices.
But besides a good product, you need
good selling to succeed. You need to
be research-minded.

“We have two kinds of rescarch.
One, our laboratory upstairs with its
stafl of scientists. Two, our sales re-
secarch. We copy lest, sales lest, con-
sunter test. We're very cautious,

“Cream Oil was suceessful, 1 think.
for three reasons.

“It was different: an emulsion.

“It had exciing clements; it was
non-alcoholic and had lanolin.

“The Wildroot Cream Oil Charlie
jingle helped give the product a pe
sonality.  Personality is important.

Wikdroot's chief competitors are Vi.
talis annd Vasehine.

“One reason | belhieve Wildroot has
been so suceessful.” Maurer said to
sPONSOR. “is that we serioushy believe
and practice an old adage. The sales
depart-
we all follow this

the advertising
ment. the agency

department,

adage: “You can do an awful lot of
good 1n this workd
wha gets the credit’.”

if vou don’t care
* Kk
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1954: 117 MILLION RADIOS, 29 MILLION IN CARS

Here are some of the important questions you will find answered in the 11 pages of this report

n, How many U.S. homes are radio-equipped? ... ... ... ................ page |
Q. How many cars in the U.S. have radios today? ... . ... .. .. .. ... ... .... page 2
0. What type of radio is the public buying? .. ... ... ... ....... ... ....... page 3
Q. How much does out-of-home aundience add to in-home listening? . . . . .. . .. page 1
Q. How does the male vs. female radio andienee compare? . .. . .. ... . ... .. page G
n. How many hours do homes listen perday? . .. ... ... ... .. ... e page 7
u. How do show types compare in number of people reached? ... ... ... .. . . page &8
Q. What’s the cost-per-1,0600 of network programs by types? . .. ... ... . ... . page 9
229
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I Dimensions of radio’s audience

S 2

1. How many radios are there in the U.S. today compared with 1946 ?

S V] from uary 1954 "‘,uvu is NBC adio resear f. esti te for J inuary

Set total doubles in eight years

Since 1946, first postwar year, total of U.S.
radios has more than doukled. Sales of radios
have been continuing at a fast pace through
the years of television's most rapid growth.

117,000,000

57,750,000

1946 1954

2
2. What percent of U.S. homes have radio sets today ?
SOURCE: NBC Radio research dept. estimate for January 1954
3 Radio most universal mass medium
Non-radio home is rarity. No other medium has
as high a degree of penetration. NBC made its
estimate on basis of 1953 Joint Radioc Network
Committee report updated by RETMA figures.
Homes with no radios
3. What percent of radio homes now have more than one radio set?
DURCE: "'T portance of Radio 'n Television Areas Today.” survey by A'fred Pol'tz Research for Henry I. Chris'a Co. and s‘ations it

3 1952 to 29 Jan 1953

i 32 have
two sets Y
300, homes multiple set

Politz study covered tv areas. High
proportion of homes with more than
one radio points up importance of
listening by individual members of

23% have three families to radios at different loca-

to seven sets tions in homes. Chart on page 3
of Radio Basics shows where radios
are located within homes.




4. How many cars in the U.S. have radios today compared with 1946 ?

SOURCE: 1946 figure from NAB, for January: 1954 figure is from merchandising publication Mart for January

Car radios boomed up in postwar years

Since war's end number of cars equipped with radios has almost
quadrupled. Total car radios now of over 29 million is close
to number of U, S. tv homes. Though cars are main location

for out-of-home listening, nation's [0 millien portable radios
and 10 million radios in public places also contribute substan-

tially to audience.

.o R \\N
7500,00Q

29,000,000

SR

1954

5. How many radios were sold last year compared with the previous year?

SOURCE: RETMA figures for factory sales to distributors, 1952 and 1953

11,000,163

1953

O S A A AN : T -

6. Do people buy radios in television areas?

| 12938455 |

1954

SOURCE: CBS Radio Spot Sales study based on RETMA home radio figures, BAB auto radio figure

°53 radio set sales lead °52 in 10 “old” television markets

1953

&

Chieago
Los Angeles

Philadelphia

New York 856,959

Boston

San Francisco _

St. Louis

Washington, D. C.

Minneapolis-St. Paul

Salt Lake City_

HOME SETS AUTO SETS TOTAL SETS
361,666, 1,218,625
______ 462,449 236,939 699,388
986,250 ... 194,345 480,590 .
268,522 146,214 . 414,736
161,887 89,903 . 251,790
137,224 83,062. 220,286
103,288, 69,696. 172,984
91,257 57,753 149,010 |
55,731. 45,466 101,197
12,646. 8,275 20,921

Note that in these 10 mature television markets
demand for radio sets shows acceleration in
1953 over 1952. This is true when you consider
home as well as auto sets. Importance of con-

i HOME SETS AJ‘?’?SETS - TO_TAL SETS
737,833 252916. 990,749
314,472 175,872 490,344
227,598 . 144,666 372,264
214613 106,217._ 320,830
142,559 67.450. 210,009
104,630 68,437 173,067
95,150 44,223 139,373
86944 49,617 _ 136,561
52,720 39,019. 91,739

_ 12,89. 6,612 19,508

tinued purchase of radio sets lies in obvious fact
consumers are voting their continued interest in
medium when they spend dollars for sets. Mar-

kets above all had §v before freeze lifted in 1952.
%% 5% AR
AL 2451 page 2



1. What type of radio is the American public buying nowadays?

Living room radios . .

Clock radios . .. ... . ...

Portable radios

........

Auto radios

339,

169,

1007,

2 of 3 vadios nou-living room

As figures at left show majority of radios now
being bought are designed for use outside ithe
living room. The present trend is a forerunner of
what may be coming. The pocket radio, many
electronics industry leaders feel, may be in mass-
Portable radios

may then become even larger portion of radio

production within a few vyears,

set sales than today. Total amount of listening

by individuals should rise sharply.

8. Where are radio sets located within U. S. homes?

C: “The mpo ce :.) i Te ,v' rv \reas

3 I

Listening perweates U.S. howes

More sets today are found outside living
room than in it. One reason: As television
entered living rooms. radios tended to be

added in kitchens,

where individual members of the family could

bedrooms, other rooms
use them without interfering with tv viewing.
Spreading of radios all over home has made
t more difficult for radio researchers to make.
full count of the radio audience.

KITCHEN

24%

OTHERS*®

12%

BEDROOM

319,

Q;How many people listen to radio in their homes every day?

34

9 a.m.-noon

noon-6 p.m.

6 p.m.-midnight

o4 0
R

74 o b page .

16.8 .

iI7z.1.

15.9.

HOMES USING RADI!O!

NUMBER

€.8350.000 .
7.980.000 .

7.-120.000. . . .. 1.614. . .

fe I

LISTENERS
PER SET?

LISTENERS
USING RADIO™

IS -

N R 9.2.18.000

127 _10.130.000

12.164.000

Glee Nav Trec 1933 Syrrived a2t by simple multiniiestion

=
-~



Y y ~\. More Retail Sales than Stores in an
Average of Five Other Leading Cities

On a per-store basis, retail stores in the G
city of Spokane ring up an average of C O V E R A E
35.19% more business than stores in the - .
five cities leading the nation in population The vast Spokane "‘;3""9' 15 a geo-
and in total retail sales. graphically independent area. The
nearest major city is located 300
miles away. To reach all of the

A $1,137,685,00 MARKET 720,200 persons living within this |'
market, you must beam your sales

Spokane f(city) with only 17.89 of Spokane message out from Spokane at least

Market population accounts for 21.99% of 150 miles.

all retail sales.

§1.5% HIGHER than New York KGA's BONUS COVERAGE

’ . KGA rates are based on listenesRip
321.5% HIGHER than Chicago of the radio families within its

primary coverage area. The thou-

11.99%, HIGHER than Los Angeles sands of persons who listen nightly
from San Francisco to northern

1.4% HIGHER than Detroit Canada on KGA’s clear channel sig
: nal make up a KGA bonus audience

. . that costs you nothing—means extra
61.2%, HIGHER than Philadelphia T e

%ﬁ% OPERATING ON 50,000
\  WATTS 24 HOURS
AROUND THE CLOCK

{(Only 50 kw between Min-

| neapolis t;:noist't;\e X S P 0 K A N E
WASHINGTON

iKeeps Getﬁng Action

TAFw

T aE
*Source: Estimates based on ""Sales Management” and U.S. Census figures 1949-53,
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10. How much does the out-of-home audience add to in-home listening?

0! nc . Feb. New Y wh'ch is on
In-home! Out-of-home® — This plus’
v v v
ATLANTA (3.2 | 18.7%

saLTivore T - X 5t 5oy

BIRMINGHAM ~ O 18.0%
posTon N T Y] EX. 22.6%
surraLo T 20.7 %
o 82839 | 21.49

cancinnaT T Y] B 21.49%
peTroIT (A | EE 22.7%

Houston 'Y - EEE 17.4%

Los anceLes [ LY ] T 22.7%

MiaMi R 1YY EAEl 145%
mitwaukee T Y] EFEE 18.2%
MINNEAPOLIS N T XN 18.4%
NEW YORK e | (44 | 23.9%
rricveriia Y  ECH 22.9%
piTTssURGH ([ 2 - X 18.2%
icivone | 7] - X 17.6%
SAN FRANCISCO N L Y] - A 20.9%
st Louts T Y BN 19.3%
seaTTl Y] - ETEE 15.8%
WASHINCTON, D. €. N T 72 - EXA 19.8%
s Bt e o s, culp tieiae, e seeicn s T e e N
11. Who listens to radio out-of-home and where do they listen?
SOURCE: The Pulse, Inc., August 1953, New York market 24-ho‘ur period
NO0.0-H  DIDLISTEN | o10 LISTEN
/ 5-13 1439, ... .6.1% ! Auto fez_z?t,r_:
714-1.’) . ...7.6‘;},._ 12.0'%: Work .25.53%
23.2¢, . . 31.3% T 1
BY AGE GROUP ¢ St i el DR
15-61 [29.99, .. .22.2¢, BY PLACE ¢ il = Z
L 65 & over.. . 1020 ... .4.1% Restaurants . .3.9%
100.09, .. 100.0%, Retail Shops . .6.3%
‘uau- ce . 12305 0 0.59.19, ;;h—;;l:,—ctc_it;g
BY SEX { Female .....57.7% . ..10.9% ) T 117.6%*
100.09, 100.0%,

*Multiple resporscs

AABIC BASILS l page f




(10) Average

Tuesday

6:30 AM
8:30 AM
10:30 AM
11:30 AM
2:30 PM
4:00 PM
5:30 PM

Wednesday

7:45 AM

" rh ursday

7:15 AM

0‘0 9:15 AM
! 10:30 AM
J11:30 AM

4 12:30 PM
. 330 PM
5:00 PM

7:15 PM

8:15 PM

9:45 PM

(10) Average

‘riday

6:15 AM

9:00 AM

10:15 AM
11:15 AM

1 1:15 PM
8% 3:00 PM
415 PM
3 7:15 PM
A4 8:45 PM
9:45 PM

J% (10) Axerage

| aturday

o 8:15 AM
14 9:30 AM
i 10:15 AM
~ 11:00 AM
63 11:45 AM

— (5) Average
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HERE'S WHAT YOU GET!

Share of
Total
Avudience

41%
289
26%
28%
24%
34%
40%
38%
36%
2%

34%

25%
27%
28%
26%
22%

26%

ON POWERHOUSE
Radio WOW

ic q terrifie buy!

LARGEST AUDIENCE
LOWEST COST!
Compare the Ratings:

Total spots ..ot iiiiiiiiiiiitieeneeeeoiannnnanas 55
Sets-In-Use (Average per spot)....... 500080000000 29.4%
RATINGS:
WOW-—Area Rating (Average per spot).............. 9.3
Station “B” (Same times).............. S 3 ¢
Station “C” (37 Daytime, same times). ............... 3.0
Share of Total Audience:
WOW-—(Average 55 spots)................. cie...36%
Station “B"”—( Average 55 spots, same time)........ 18.5%
Station “C” (37 Daytime, same spots).......s..... 11.09%
Comparative End-Rates:
8-Sec Cbs Minvtes
wWOow $6.50 $18.00 $22.00
“A” Station 7.00 14.00 14.00
“B’ Station 5.68 11.35 11.35

Compare the Costs:
Cost-Per 1000 In-Home Famlilies:

Base S.A.M.-Day Base B-Day Base C-Day
WwWOowW 389,809 425,390 = ..... .
“A"” Station 293,125 321,520 ..... .
“B"” Station 147,410 201,210 ......
8-Sec:
WOwW 18c 16¢ 14c
“A' Station 47c 43c .
“B” Station 1.28 94c
Chainbreaks:
wow 49c 45¢c 39¢
“B" Station 94c 85c¢ cee
“C” Station 2.56 1.88 ce
Minutes:
WOwW 60c 56¢ 47c
“B’ Station 94c 85¢c v
“C"” Station 2.56 1.88

Sources:

189e5t45 in use. ratings, shares are from the Pulse of the WOW Area, March,

Rates are from the March, 1954 Standard Rate & Data, or (for shorties)
quoted by Station Managers, 3/25/54.

C-P-M computed using total weekly base (as indicated) times WOW Pulse
Area rating divided into rate.

REGIONAL RADIO

OMAHA, NEBRASKA
Bill Wiseman, Sales Manager

NBC Aff. . 590 KC ° 5000 WATTS
JOHN BLAIR & CO., REP.

A MEREDITH STATION ® Affiliated with Better Homes and
Gardens and Successful Farming Magazines

.
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I Badio listening habits
1. How does the number of people listening in homes differ hour by hour?
Total vadio listeners pee 1.000 homes with radios: 8 pan. Mon.-Fri. is high point
IR ON.FRI. 73 SATURDAY """ SuNDaY
, il
r*' ! Iy |
- ir‘l 1| I ] =
i " -TI | | —‘ﬁ,- '; bl |
N | Eg ' | | I I
o1 il 1111111
. il Ik | 'R R 'R R B {11 BL
| l 1 1 i 1 i il 1
1‘ iy I [ B | ‘ |
| ‘ | | ' l | |
| | ' 1 | 1 I inn
B || | H ‘ \ I » \I | i L“\
; | | 1] B { |'
1 R R | | 1 1M o |
| | IR
| | ‘ l ‘ | : | | ‘
| i | 8 " *l | ‘ ' | | |
i iy ' i 100 5 A 0 H | |
6AM 7 g 9 10 1 a2 aPM 2 3 4 5 6 7 8 9 10 N

The chart above gives a true measure of the relative size of the
in-home radio audience at any time. |t is derived by multiplying
the sets-in-use figure for each hour by the number of listeners

1,000 radio homes

figure thus obtained shows how 1{he number of people actually

per radio set. The number of listeners per
listening fluctuates hour by hour. The Pulse figures used to derive
12-city averages for the following tv
Buffalo,
Angeles, Minneapolis-St. Paul, New York, Philadelphia, San Fran.
cisco-Oakland, St. Louis, Washington, D. C.

audience falls at 8 p.m. Monday through Friday when there are

these audience totals are

markets: Birmingham, Boston, Chicago, Cincinnati, Los

The high point in

394 listeners per 1,000 radio homes. Low point is Sunday at &6 a.m.

when there are only 18 listeners per 1,000 radio homes. Radio
homes, by the way, are not “radio-only”” homes: they are “"homes with
gLOin pAacifg

KAaGgid BASILS | page s

How chart above is computed: it is result of sets-in-use

multiplied by listeners. gives true measure of audience

radios'” which means virtually all homes in a market and includes of
With this chart the advertiser
interested in reaching the broadest number of people can easily

tick off the hours with the highest potential. The chart shows, for

course homes which have television.

example, that the morning hours sterting at 7 and at 8 have a two-
hour average of 349 people listening per 1,000 radio homes. But the
hours starting at 7 and 8 in the evening have asn average of 384
people. Actually sets-in-use for the evening hours is slightly lower
than for the morning. But this is more than over.balanced by the
increase in number of people listening per home in the evening. Of
the next page you'll find two charts similar to the one above which
break the total audience down by cex. The principle used in deriving
these charts is identical to the one explained above. Total here in-

cludes teenagers and children.

400
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HOW MANY EARS HEAR
THE VOICE OF BALTIMORE?

Some smart guy came up with a quick

answer: “Twice as many ears as

'77

people

But it’s not quite that simple! For in-
stance, back in 1922 when WCAO first
went on the air, there were 880,000
people in Metropolitan Baltimore.
They all had ears—but they didn’t all
have radio sets. Right now there are
1,455,000% people in Metropolitan
Baltimore—and it would be mighty
hard to find a pair of ears that didn’t

listen to radio.

PULSE OF BALTIMORE tells us
that WCAO is the most listened-to
station in Baltimore. So that’s that.
But, WCAOQO’s 5,000 watt signal goes
a long way beyond Metropolitan

27th Anniversary
of affiliation with

CBS as a basic
radio station

CBS BASIC » 5000 WATTS * 600 KC = REPRESENTED BY RAYMER

12 JULY 1954

Baltimore. Our mail map shows
extremely widespread listenership
beyond the limits of Metropolitan

Baltimore.

And Baltimore’s wealth is increasing
faster than Baltimore’s ‘“ears”. In
1922, Baltimore’s spending power was
reflected by retail sales of $325,000,000.
In 1927 (when we joined the CBS net-
work) retail sales were $395.000,000.
And, in 1953, Baltimore retail sales
reached a whopping $1,543,684,000%,

In other words, about twice as many
people are spending nearly five times
as much money! And, most of those
1,455,000 (plus) pairs of ears listen

to the “Voice of Baltimore’.

¥ 1954 Survey of Buying Power

WCAO

“Fhe Vocee of Baltimone”

237



2. How does audience composition (men vs. women) vary by hour of the day?_

RCE: T'e Pu.e In study The Katz Agency, winter 1953

Women radio listeners per 1,000 homes with radios: 10 a.m. Mon.-Fri. is high point

RS . ON..FRI. SATURDAY 71 SUNDAY
250 250
200 . 200
150 ] 150
100 100
50 50
1
I
HOUR [
BEGINNING 4 5 b 7 8 9 10 Il

Men

radio listeners

R . (ON.-FRI,

I SATURDAY

e S S

per 1.009 homes with radios: 8 p.m. Mon.-Fri. is high point

] SUNDAY

150 150

100 100

50 50
HOUR
@EGINNING

The charts above are based on the principle explained on the im.
mediately preceding Radio Basics page. They show you the total
number of people of each sex per 1,000 radio homes listening each
hour. This does not include teenagers or children. Women listeners
are most plentiful at 10 a.m. Monday through Friday. The biggest
male audience is in the evening, 8 p.m. Monday through Friday.
Hour by hour, the chart shows, more women listen to radio at home
than men, except at Il p.m. when the male audience is larger for
every day of the week. Another interesting fact shown by the
chart is that the advertiser who wants to rcach a big male audi-
ence in the morning has his best chance of doing so during one
hour only, 7 through 8 a.m. In the evenirg the advertiser can reach

ATIT L4 0
4058 I 3 page 6

a high mate audience for the four hours starting 7 through 10 p.m.
On the weekends presence of more men in the audience helps to
balance lower female listening levels. Another factor in large Sat-
urday morning audiences is addition of children and teenager.
Saturday morning listening at hours starting 10, Il and 12 in morning
are almost level with Monday through Friday audience. The male
audience is up an average of 32 men per 1,000 homes during those
hours and the number of teenagers and children in the audience
goes up to the same degree. The children-teenagers average 3.6
per 1,000 homes Monday through Friday at these hours, rise to 62
per 1,000 on Saturday. (These figures derived by subtracting totals
shown on previous page from total of men and women on this page.)



Sponsors huy
by-the-year
on WOWO!

National and local clients sell BIG
on WOWO . . . morning, noon and
night . . . fifty-two weeks of the
year! So they buy fifty-two weeks of
the year! You’ll never get a better
buy in this high buying-income
Ohio-Indiana-Michigan market.
Buy us and see!

For information about best buys
and frequency discounts, call H. D.
“Tommy’’ Longsworth, WOWO
Sales Manager, Fort Wayne,
Anthony 2136, or Eldon Campbell,
WBC National Sales Manager,
PLaza 1-2700, New York.

. NESTINGHOUSE BROADCASTING COMPANY, INC.

WITNESS :

NEW 52-WEEK CONTRACTS

5:45-6:00 A.M.
Tuesday, Thursday
Keystone Steel & Wire
(Red Brand Fence)

6:00-6:15 A.M.
Monday, Wednesday, Friday
Ralston-Purina Company

7:20-7:25 A.M.
Monday, Wednesday, Friday
Funk Brothers Hybrid Seed Corn

8:00-8:15 a.Mm.
Tuesday, Thursday
Parrott Packing Company

11:00-11:15 a.M.
Monday through Friday
Procter & Gamble (Cheer)

12:45-12:55 p.M.
Wednesday, Friday
DeKalb Agriculture

10:30-11:00 p.M.
Monday, Wednesday, Friday
Falstaff Beer

Fort Wayne, Indiana NBC Affiliate

WOWO, Fort Wayne; WBZ-WBZA ¢ WBZ-TV,
Boston; KYW ®© WPTZ (TV), Philadelphia;
KDKA, Pittsburgh; KEX, Poriland, Oregon

50,000 WATTS

National Representatives: FREE & PETERs, INC. i
444 Madison Avenue, New York 22, N.Y.

2 JULY 1954 239




3. How many hours do homes listen per day?

S E- o i ‘ N 1954

fverage total hours of radio use per home per day*

278 | 273 | 278

!

2.63

APRIL MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. JAN. FEB, MARCH  APRIL
1953 1954,
€ o oLl hour 1 April 1 th 1954 t f - MeAsuTe: lio sudi
%3 int

4. How much radio listening do tv hemes contribute ?

SOURCE: Pulse study for the Katz Agency based on Jan.-Feb. 1953 Pulse reports

Radio sets-in-use in tv homes compared with all homes

PERCENT OF RADIO HOMES WITH RADIO SETS-IN.USE 14 HOUR AVERAGES BETWEEN 8 PM AND 10 PM

MON.-FRI. SATURDAY SUNDAY

OWN'VEO.:;;HlP IN TV HOMES IN ALL HOMES IN TV HOMES IN ALL HOMES IN TV HOMES IN ALL HOMES
Birmingham +1.0%, 16.9 23.1 15.2 18.5 15.2 18.1
Boston 71.0 16.9 21.1 16.4 22.4 16.5 20:1
Buffalo (9.5 17.1 19.3 1.7 18.2 17.2 18.4
Chicago 71.8 15.9 18.1 17.2 18.9 14.2 10.6
Cincinnati 73.0 16.2 19.1 15.2 18. 15.0 17.7
Los Angeles 72.8 18.5 2.1.0 17.7 22.0 16.8 22.%
Minneapolis-St. Paul 06.7 17.5 20.-1 15.-4 19.9 14.4 21.1
New York 73.2 17.1 20.1 16.3 19.9 15.9 19.3
Philadelphia 70.0 17.7 18.0 15.8 16.9 16.6 18.6
San Franeisco 47.9 17.7 24.0 16.5 2:1.0 16.2 21.7
St. Lonis 67.9 16.6 19.9 15.1 17.7 15.6 19.0
Washington 70.9 17.5 21.3 14.9 18.7 16.3 19:8
12-City Average | 67.1 17.1 20.8 15.9 19.6 15.8 19.4

z 2
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USE THE BIG GUN!

when you want the people
of Southern California to get
your Sales Message _

- -

| 50,000

WATTS

"0-0-H"* A "BOOM" WITH A BONUS!

A recent Pulse Report (Feb. 1954) shows that
KMPC dominates Southern California’s
* QUT-OF-HOME audience :

KMPC 1ors aLL Los Angeles stations, except one
network outlet, in total O-O-H ratings.

KMPC, except for just one network outlet, has a
larger 0-O-H audience than any other Los Angeles
station — including the networks!

A 1953 survey estimates 2,804,196 automobile
radios for O-O-H listening in Southern California.

KMPC reaches them ALL!
KMPC The One-Station Network

You could buy 38 stations in this area and still
not get this great KMPC coverage.

KMPC IS A 24-HOUR STATION

MP c 710 k¢, Los Angeles

GENE AUTRY, President * R. O. REYNOLDS, Vice-Pres. & Gen. Mgr.

Represented Nationally by A, M. Radia Sales Company
NEW YORK e LOS ANGELES e CHICAGO

12 JULY 1954 241



5. How do network radio program types compare in number of people reached?

SOURCE. H base, A. C. Nigsen Co.. listeners-per-set, The Pu se, Inc.

Average number of people reached by prograem types, 7-13 Feb. 1954

ONCE-A-WEEK EVENING (25 minutes or more duration)

POPULAR MUSIC I — B - 3,647,717
VARIETY MUSIC ;\ 4,440,699

ouiz & auo. PARTIC. ., 7 oo
MULTI-WEKKLY DAYTIME
CHILD PROGRAMS — 2.486.232 Chart above is based on A. C Nielsen (‘o. flgures for number of

radio HOMES reached by varfous basic network radio program
types, multlplied by Puise estimate of 1.3 persona-per-radio-set
during the daytime (R2:00 am. to 6:00 p.m.) and 1.7 persoos-
per-set in the evening (6:00 p.m. to midnight). Puise average
1s for the entire U.S.

QUIZ & AUD. PARTIC.

2,183,032

6. How many homes are added to the radio audience by turnover?

SOURCE: A. C. Nieisen Co. study

Different homes reached by radio programs grow rapidly in month

——— HOMES REACHED - —_— 4-WELEK AUDIENCE
| WEEK 4 WEEKS TURNOVER

[ -]
®

Godfrey's Talent Scouts 2 3,961 - 8.683 2.19
[ ]

Lux Theatre ¢ 5,259 10.160 1.93
®

Mr. & Mrs. North o 3,469 7.385 2.13
®

Our Miss Brooks o 4,767 9.309 1.95
®

Red Skelton o 2,350 -~ 6.132 261
®

Roy Rogers s 2.417 6.012 2.19
®

Average o 3504 7.952 2.15

£ & £ ¢

! {* ||I
AABIE BASICS | page 8




There’s big game in the Southwest’s biggest, richest
market . .. you'll bag the sales limit easily when you load up with a sure-fire
WFAA-formulated program or adjacency — proved to have the
largest audiences over any other local or network programs
broadcast at their time in the Southwest.

L
| WFAA-820 MARKET |
Population . . . . . 4,566,600
Families . . . . . . 1,369,900
Effective Buying Income . . $6,411,105,000
Retail Sales . . . . . . 4,780,421,000
Food Sales . . . . . . 1,033,675,000
General Merchandise . . . 616,534,000
Furniture, Household, Radio . 227,534,000
Drug Sales . . . . . . 146,955,000
Avtomotive Sales . . . . 1,186,435,000

—F
50,000 WATTS
2 JULY 1954

WFAA-
Population . . . . . 2,382,000
Families . . . . . . . 738,500
Effective Buying Income . . $3,607,175,000
RetailSales . . . . . . 2,655,695,000
Food Sales . . . . . . 562,266,000
General Merchandise . . . 417,570,000

Furniture, Household, Radio . 126,306,000
Drug Sales . . . . . . 82,767,000
Automotive Sales . . . . 608,298,000

{SOURCE SM, May 10, 1954—25%-100%, coverage area, SAMS Spring, 1952)

" ALEX KEESE, Station Manager
EDWARD PETRY & COMPANY

RADIO SERVICE OF THE DALLAS MORNING NEWS

Natl. Rep.
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I Cost of radio adrvertising

Vit

- EERET

1. What's the cost-per-1,000 homes of network programs by types?

SOURCE" A. C

ONCE-A-WEEK

GENERAL DRAMA

MYSTERY DRAMA

CONCERT MUSIC

POPULAR MUSIC

VARIETY MUSIC

VARIETY COMEDY

QUIZ. & AUD. PARTIC.

MULTI-WEEKLY DAYTIME

ADULT SERIALS

KID PROGRAMS

QUIZ & AUD. PARTIC,

Nie .an C NRI Reports 7-13 February 1954

‘—

$1.88 (5.1 rating)
2,378,946 homes

$2.92 (4.1 rating)
1,912,486 homes

$2.85 (3.6 rating)
1,679,256 homes

Ny

$5.99 (6.0 rating)
2,798,760 homes

$6.93 (4.9 rating]
2,285,654 homes

$5.90 (4.5 rating)
2,099,070 homes

$6.81 (5.3 rating)
2,472,238 homes

$5.64 (4.6 rating}
2,145,716 homes

$6.86 (5.6 rating)
2,612,176 homes

$8.24 {10.1 rating)
4,711,246 homes

$4.72 (5.9 rating)
2,752,114 homes

NOTE: These cost-per-1,000 fgures are
most useful as a comparative yardstick
of the program types. They are not an
up-to-date index of actua network costs
next season because the recent increase
in network discounts will *end to bring

st-per-1,000.

down

2. What are some typical talent-production costs for network radio shows?™

SOURCE: Network Radio Comparagraph which appears in alternate iss.es -f SPONSOR. These represen 53-54 seascr p

JlYSTERY-CR_I ?l"i DItAMA My th“e Margie L $3’750 A»II'DIE_V\'CI;' I’A"TIC"’:H’E\_'
The Shadow (per partic)  $2,100  Maris-Faye ... - 310,000 voy et Your Life. .. .. . 87,500
Dragnet ... .. .. ... .. ¢5.500  Meet Mr. McNutley ... 83,500 © Truth or Consequences .. . $5,000
Nick Carter . ........ .. §1.50  Fibber McGee (per partic) $2,917 = House Party ....... . $6,000
Johnny Dollar ... .. $3,400 ¢ My Friend Irma ... ... $5,000 = Welcome Travelers ..... $4,000
Mystery Theatre . ... $2.000  Ozzie & Harriet ... ... §7,600 WalkaMile ... $3,500
Big Story .. ... $6,000 People Are Funny §4.000
Suspense """ $5,000 SERIAL DRAMA
The Falcon (per partic) . $1,500 GENERAL DRAWA S S |
Squad Room (per partic) . $1,600 - - Rosemary ......... .. $2,700
Mr. & Mrs. North . s4.600  Hallmark Theatre ....... 4,000  Maperkins .. ..... .. $3,250 |

Stars Over Hollywood. ... $4,000 . Perry Mason ....... . 83,500

o . Gunsmoke .... ...... . $2,875 Roadof Life ..... . . §3,260
SITUATION COMED) City Hospital ... ... $2,500 Pepper Young .. ..... .. S?,?Uge |
Our Miss Brooks $6.500  Time for Love ....... . $3,000 g;'iclll(stangenwne = - I gg’ggo -
Amos '’ Andy $15,000  Lux Radio Theatre ... $12,000 = o o et
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' BIG MIKE. ..
~the butter ¢ egqg man

E o

Big Mike points out that Omaha, Nebraska’s
largest city, is number one in the nation for
butter production — 40% above its nearest
competitor. Big as it is (25-30 million pounds
a year) butter is only part of Nebraska’s food
processing story. Ranking second in the na-

tion for ALL food processing Omaha’s poultry
products, processed in five plants, range from
dressed birds to dehydrated eggs. Omaha
meat packers process nearly six million head
of livestock in a typical year.

Nebraska’s food processing story is a mighty
big story . . . and it's getting bigger and better
every year. As the market grows, so grows
Big Mike . . . with more listeners, more service
... more success stories to tell you about. Free
& Peters will be glad to give you the facts . . .
So will Harry Burke, General Manager.
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Big Mike is the physical trademark of KFAB —
Nebraska's most listened-to-station



SERIAL DRAYIA (cont.)

$2,750
$3.000

Lorenzo Jones
Right to Happiness. ... ..

.........

CONCERT MUSIC

Voice of Firestone™ . .. .. $18,000

Railroad Hour ......... $6,000
Telephone Hour .. ... ... $§8,000
Band of America ... .. .. 86,500

[{ STV YT B €Y I r quarter hou

rorvLAR mMusiIc

Perry Como (tape)

Dinah Shore . ..

. w

Eddie Fisher (tape) .

Julius La Rosa ..

VARIETY COMEDY

Bing Crosby ... ..... $15,000

$1,100
$5,000
$1,000
oo 81,750
Grand Ole Opry ... ... .. $5,000

Gene Autry .
Jack Benny . . .
Bergen-McCarthy .

... 89,500
.....$16,000
.$12,000

NEWS AND COMMENTARY

Walter Winchell* ... . $17,500
Morgan Beatty . .. ... $§2,500
Frank Edwards ... . . $1,750
Gabriel Heattert .. .. .. $1,500
Lowell Thomas . .. .. $7,650
Alex Dreier . .. .

3. What can you buy with various typical ad budgets in spot radio?

SOURCE: SPONSOR calcu stions based on "Spot Radic Estimator” of Station Representatives Association

PROBLEM |

BUDGET

I

Advertiser wants inteusive
short-term promotion to
reach women in wmarkets of

over 500.000 popalation

Advertiser wants yvear’round
schedule of 15-minute neuws-
casts to reach mixed audi-
ence in markets of 100,000
up to 250,000 population

Advertiser acants steady.
52aceek campaign of minute
announcemenls in as maay
markets as possible over

25.000 population
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